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Business Process Management in the Finance Area of
Small- and Medium-Sized Enterprises

Okreglicka, Malgorzata' — Lemanska-Majdzik, Anna?

ABSTRACT: Business processes management is a recognized approach to im-
plementation of the objectives of an enterprise. The identification of key pro-
cesses occurring in companies enables a more effective management of a busi-
ness entity and becomes the key to the market success. Each element of the ac-
tivity of an enterprise should be subject to an effective management. This applies
particularly to the area of corporate finance, which is crucial for the efficient
functioning of the company. At the same time, it is an activity area in which
activities are combined in standardized processes, which should be managed and
continuous improved. This article presents the results of an empirical research
(the survey) conducted in 2015 on a group of 138 enterprises in Poland. The
main aim of the article was to identify and analyze the level of BPM advance-
ment in enterprises, especially in the area of finance, both in current finance, as
well as in long-term finances. We focus on the SME sector and compare it to
large companies.

KEYWORDS: business process management, corporate finance, financial man-
agement, enterprises, SMES

JEL codes: M21, L10, L25, G30

Introduction

Business process management (BPM) is a comprehensive approach to re-
alizing efficient and effective business processes in an organization
(Schmiedel-Brocke—Recker, 2014). As Singh (2012) emphasizes, that
business processes are necessary for enterprises to be able to be competi-
tive on the market, as the awareness of identification of business processes
give then a chance of economic success. Various empirical researches

! Matgorzata Okreglicka, Czestochowa University of Technology, Czestochowa, Po-
land, m.okreglicka@wp.pl

2 Anna Lemanska-Majdzik Czestochowa University of Technology, Czestochowa, Po-
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clearly indicate that there is a positive correlation between process man-
agement and business success (Trkman, 2010), what make BPM a valua-
ble research area.

BPM refers to a number of areas of a company's operation, such as
production, logistics or finances of enterprises. Process management ori-
entation of an enterprise in the financial area has an impact on its efficient
functioning and is part of strategic management of an enterprise. As
stressed by Liu (2010), strategic management in this area refers to the the-
ory of finance management, according to which finances of an enterprise
should be run in the most appropriate way and managed in the most effec-
tive way, which can be ensured by using process management in enter-
prises.

SME sector is an important group of enterprises, which until recently
have shown a general tendency not to include elements of process man-
agement in their strategy of action (Zimmerer—Scarborough, 2005). Fail-
ure to identify the existing business processes in finances and make efforts
to effectively manage them may represent a threat to this sector of com-
panies (Salazar-Soto—Mosqueda, 2012).

The selected aspects of business processes management
in enterprises

Processes can be defined as a sequence of tasks performed within an or-
ganisation (Schulte et al., 2015). A business process consists of a set of
activities that are performed in coordination within an organizational and
technical environment (Gomez-Lopez—Gasca—Pérez-Alvarez, 2015).

Elzinga et al. (1995) define BPM as a systematic, structured approach
to analyse, improve, control and manage processes with the aim of im-
proving the quality of products and services. BPM is a comprehensive
approach to the implementation of an organization’s goals and its aim is
to increase the efficiency and effectiveness of organizational processes
through improvement and innovation (Sipa 2010). BPM refers to aligning
processes with the enterprise’s strategic goals, designing and implement-
ing process architectures, establishing process measurement systems that
align with organizational goals, and educating and organizing managers
to manage processes effectively (Brudan, 2010).
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BPM can speed up organizational processes, reduce used resources,
improve productivity and efficiency, and indirectly competitiveness of the
organizations. Although BPM has been a business concept for a long time,
its strategic and operational roles within organizations are still an im-
portant issue requiring investigation from various perspectives (Bititci et
al., 2011).

Every element of the activity of an enterprise should be subject to an
effective management. From this perspective, business process manage-
ment can be defined as all efforts in an organization to analyze and con-
tinually improve fundamental activities such as manufacturing, market-
ing, communications and other major elements of company’s operations
(Zairi, 1997). The approach of describing organizations in terms of busi-
ness processes not only helps organizations to be more responsive to en-
vironmental changes but also helps them to overcome the problems due
to functional differentiation (Melao—Pidd, 2000; Tomski, 2011). To de-
velop within the organization, BPM requires top management understand-
ing and involvement, process-aware information systems, well-defined
accountability and a culture receptive to business processes (Smith and
Fingar, 2003).

Very often, an enterprise may need to perform a dynamic analysis of
their business processes so as to simulate and evaluate different sets of
processes that could ensure the efficiency and effectiveness of the busi-
ness process flow as well as improve the overall performance of the en-
terprise (Alera—Borrajoa—Camachoa-Sierra-Alonsob, 2002; Gorzen-Mit-
ka, 2013). In every area of an enterprise’s activity, including management
of finances, BPM involves a detailed analysis of an organization, and thus
a change to the organizational structure (Guha—Kettinger, 1993). BPM re-
fers to a collection of tools and methods for achieving an understanding
of, managing, and improving an enterprises’ process portfolio (zur Mueh-
len—Indulska, 2010). The knowledge of the application of BPM tools and
methods in the organization can indicate the improvement directions and
solutions.

One of the key elements SMEs should adopt to survive for a long
term, in a global environment is prudent but efficient financial manage-
ment. Financial management is concerning with the creation and mainte-
nance of economic value or wealth (Norasikin—Norailis—Izlawanie, 2014).
It is suggested that financial management consist of six components: fi-
nancial planning and control, financial accounting, financial analysis,
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management accounting, capital budgeting and working capital manage-
ment (Mohd Amy Azhar et al., 2010).

As most problems of SMEs have a financial nature (Karadag, 2015),
bad management of a company's finances may lead to problems in the
operation of this sector (Jindrichovska, 2013). Particularly lack of finan-
cial management knowledge combined with uncertainty of the business
environment often leads SMEs to face serious problems regarding finan-
cial and overall performances, which can even threaten the survival of the
enterprise (Kaya—Alpkan, 2012). A chance and challenge in this sector is
the process approach in the areas of financial analysis of an enterprise,
cost management in an enterprise and management of profitability, liquid-
ity and financial control.

Business processes in managing finances of enterprises in
empirical studies

Research description and methodology

The aim of the authors' own research was to was to identify and analyze
the level of BPM advancement in enterprises, especially in the area of
finance, both in current finance, as well as in long-term finances and with
a special focus on the SME sector. The survey used purposive sampling.
It was conducted in 2015 on a group of 138 enterprises classified, accord-
ing to the size of employment, as small, medium-sized and large enter-
prises. A survey questionnaire was addressed both to production compa-
nies and services companies. The research sample was not fully repre-
sentative, but the size of the research sample certainly allows the authors
to draw initial conclusions and identify regularities that can be verified
during the further studies. The results presented below represent only a
fragment of the empirical studies conducted.

The dominating group among the enterprises surveyed comprised
small companies employing from 10 to 49 people, which accounted for
69% of all the companies surveyed. The second dominating group com-
prised medium-sized enterprises employing from 50 to 249 people, which
accounted for 20% of all the enterprises surveyed, whereas 11% of those
surveyed were large enterprises, employing over 250 people. The largest
group of companies (65.7%) has operated on the market for over 10 years;
18.6% of them declared functioning on the market for 5 to 10 years,
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whereas the remaining companies have conducted their business activity
for a year to 5 years. The enterprises surveyed did not include companies
entering the market, i.e. those functioning for a period shorter than 1 year.
Among the enterprises surveyed, almost 55% declared good current finan-
cial condition, and over 23.5% assessed their financial condition as very
good. Only 3% of all the respondents assessed their current financial situ-
ation as very poor or poor (more: Lemanska—Majdzik—Okreglicka, 2015).

The survey shows that the average score in the assessment of
knowledge on process management in an enterprise is 3.49 on a five-point
scale. In over half of all the enterprises surveyed, business processes re-
sulting from managing an enterprise are set in both directions, both top-
down and bottom-up. The most frequent problem in identification of busi-
ness processes, according to the enterprises surveyed, was difficulty with
defining such processes.

Identification of business processes in management of finances of

enterprises

The level of advancement the business processes implemented in the com-

pany may be quite different, ranging from random, variables and not man-

aged processes to consistent, effectively managed processes, enrolling in
company strategy. According to McCormack et al. (2009), it should be
understandable that processes have life cycles or developmental stages
that can be clearly defined, managed, measured and controlled throughout
time.

To the need to this article, business process advancement was deter-
mined using a 5-point scale, where the particular levels mean:

1. processes in the company are accidental — lack of awareness that busi-
ness activities can take the form of process;

2. business processes exist but are not documented — there is awareness
that subsequent activities comprise the coherent process;

3. processes in the company are documented and repeatable — there are
descriptions of each action within the processes;

4. processes are analyzed and evaluated with regard to their efficiency —
a system of measuring outcomes and costs within individual processes
is introduced,;

5. there is a conscious process management (business process optimiza-
tion) — processes are consciously shaped for the purpose of the compa-
ny's strategy; measuring the process effectiveness provides information
to managers that are needed to their continuous improvement.
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Figure 1.: Assessment of business processes advancement in selected
area of corporate finance according to the size of enterprise
Source: Own work based on a survey.

The results of the survey clearly show that the most statistically sig-
nificant dependencies appear regarding to the size of enterprise. The re-
search shows that the processes in the area of corporate finance are on the
above average level of advancement, but there are significant differences
between small business entities and the bigger ones (Fig. 1.). Generally
speaking, the smaller enterprise is the simpler and less structured pro-
cesses have. Additionally, the greatest difference in the advancement of
processes occurs in the areas of analysis of financial liquidity, financial
planning and management of production cost.

The relationship between the variables: number of employees, period
of functioning of the company and current financial situation of the enter-
prise and the answers to the questionnaire questions on rank scales (grad-
able), in the areas of financial analysis of an enterprise, cost management
in an enterprise and management of profitability, liquidity and financial
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control, were analyzed by computing Kendall's tau correlation coeffi-
cients. Test probability at the level of p<0.05 was accepted as significant,
whereas test probability at the level of p<0.01 was accepted as highly sig-
nificant.

Table 1.:  Diagnosis of business processes in the areas of financial
analysis of enterprises

Period of Current
Number Of. activity of the |evaluation of the
employees in h fi ial
the company company on the inancia
market situation
tau p tau p tau p
Financial planning 0.2321|<0.0001| 0.0338| 0.5533| 0.1507| 0.0082
Analysis of acompany's | 5531 | <0.0001| 0.2074| 0.0003| 0.0767| 0.1790
revenue
'gcr)‘:t'gs's ofacompany's | ,,648| 0.0003| 0.0724| 0.2047| 0.1138| 0.0461
Analysis of the value of a |, 5851 (. 0003| 0.0776| 0.1735| 0.2083| 0.0003
company
ﬁ;&'gﬁ'ys of financial 0.2138| 0.0002| 0.0363| 0.5243| 0.1313| 0.0214

Source: Own work based on a survey.

Own research shows that the use of process management in the areas
of financial planning, (i.e. development of plans), analysis of revenues and
costs of an enterprise, analysis of an enterprise value and financial liquid-
ity are statistically highly relevant (p<0.01) and positively correlated at a
moderate level with the number of employees, i.e. the bigger the number
of employees in a company, that is the bigger the enterprise, the bigger
the awareness of business processes in the areas of financial analysis of
the activity of an enterprise.

As far as the period of the functioning of a company is concerned,
this relationship was found only when analyzing revenues of a company,
which may indicate that enterprises that have been functioning on the mar-
ket for a longer period of time have to have business processes and process
management in place, if they want to operate effectively and be competi-
tive on the market (Table 1.). Summing up, the research showed that the
size of an enterprise mattered during business process management in the
area of corporate finances, which is conducive to effective management.
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Table 2.:  Diagnosis of business processes in the areas of
managing costs of enterprises

Number of Period of activity Current
employees inthe | of the company | evaluation of the
company on the market | financial situation
tau p tau p tau p

Management of
employment costs
Management of
production costs
Management of
administration costs
Management of
financial costs

0.2939| <0.0001| 0.0928| 0.1038| 0.1518| 0.0078

0.1844| 0.0012| 0.1517| 0.0078| 0.1379| 0.0157

0.0416| 0.4656| 0.1124| 0.0488| 0.1046| 0.0666

0.0765| 0.1802| 0.0638| 0.2634| 0.1773| 0.0019

Source: Own work based on a survey.

The survey also showed that among the areas of cost management, only
management of production costs is statistically highly relevant, at a low
level with the number of employees in an enterprise, period of functioning
of an enterprise and evaluation of the current financial activity of a com-
pany. Thus, the bigger the enterprise, the longer it has been functioning on
the market and the better its financial situation, the more frequently business
processes are identified during managing production costs (Table 2.). The
other cost management positions present statistically significant dependen-
cies to one or two characteristics of the research group.

Table 3.:  Diagnosis of business processes in the areas of
managing profitability, liquidity and financial control
in enterprises

Number of Period of activity Current
employees inthe | of the company | evaluation of the
company on the market | financial situation
tau p tau p tau p

Management of
profitability
Management of
financial liquidity
Financial control 0.2000| 0.0005| 0.1964| 0.0006| 0.1038| 0.0687

Source: Own work based on a survey.

0.2483| <0.0001| 0.0346| 0.5445| 0.1140| 0.0457

0.1241| 0.0296| 0.0305| 0.5926| 0.2314| 0.0001
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The survey shows that financial control in the enterprises analyzed is
statistically highly relevant and positively correlated with all the charac-
teristics of enterprises, which means that in enterprises that are larger,
have been functioning on the market for a longer period of time and have
a better financial evaluation, BPM occurs more often within financial con-
trol of a company and there is more awareness of the necessity of using
process approach in this area of management of finances of enterprises
(Table 3.). This seems justified, as bigger and older companies, having
more experience and resources, both financial and human ones, pay more
attention to the development of business processes during management of
an enterprise.

Conclusions

The aim of the survey conducted on a group of enterprises carrying out
business activity in Silesian Province (Poland) was to identify and analyze
BPM orientation of enterprises, especially in the area of finance, both in
current finance, as well as in long-term finances and with a special focus
on the SME sector against large companies. The questionnaire survey
shows, among other things, that:

— the size of an enterprise matters during process management in the
area of finances of enterprises, as the bigger an enterprise, the big-
ger awareness of occurrence of business processes in the areas of
financial analysis of an enterprise’s activity;

— business processes and process management are necessary for en-
terprises that have been functioning on the market for a longer pe-
riod of time, if they want to operate effectively and be competitive
on the market;

— the bigger an enterprise, the longer it has been functioning on the
market and the better its financial situation, the more often busi-
ness processes occur during management of production costs;

— in enterprises that are larger, have been functioning on the market
for a longer period of time and have a better financial evaluation,
BPM occurs more often within financial control of a company and
there is more awareness of the necessity of using process approach
in this area of management of finances of enterprises.
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It is worth considering conducting similar studies on a bigger popu-
lation to identify regularities and present recommendations to enterprises
that identify business processes within management activity.
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Value Work and Leadership Practices
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ABSTRACT: Leadership literature offers a wide array of possible definitions for
describing its subject. While influence had been historically—and still has re-
mained—key in interpreting the phenomenon of Leadership, for the past decades
other issues, including the leaders’ approach to and working through values have
gained central importance in the conceptualization of the topic. The aim of this
paper is to emphasize the importance of the leader’s value work (i. a. a process
of identifying, generating, developing, and fostering positive and shared values
directed/catalyzed by the leader) in the light of some of the relevant theoretical
approaches. It will be addressed how the leaders’ activities toward and around
values have become an important issue historically. The paper makes references
to certain related business aspects of value concern, as well, and offers empirical
illustrations about Hungarian leadership practices in question.
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Introduction

Leadership literature offers a wide array of possible definitions for de-
scribing its subject. One of the classical definitions sounds: Leadership is
,»the process of influencing the activities of an organized group in its ef-
forts towards goal-setting and goal-achievement” (Stogdill, 1950). An in-
terpretation by Kouzes, Posner from the late 20th century is about Lead-
ership as ,.the art of mobilizing others to want to struggle for shared aspi-
rations” (1995).

While, as these definitions suggest it, influence had been historically—
and we can say still has remained—key in interpreting the phenomenon of
Leadership, for the past decades’ other issues, including the leaders’ ap-
proach to and working through values have gained central importance in
the conceptualization of the subject. My aim in this paper is to emphasize
the importance of value work (i. a. a process of identifying, generating,
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developing, and fostering positive and shared values directed/catalyzed by
the leader) in interpreting Leadership and in its academic teaching. For
this I would like to briefly review how the issue of the leaders’ activities
toward and around values has become important historically. | would like
to make references to some business approaches related to the value work
of the leader, as well. My observations and suggestions are based mainly
on some of the mainstream Leadership, and within that, specifically,
Leadership History sources. Finally, 1 would like to illustrate certain re-
lated aspects of Leadership practices with some Hungarian research data.

Theoretical bases — literature review

As regards the historical evolution of Leadership, among the most cited
theories are the Trait, Behavioral and Contingency approaches (see e. g.
Humphrey, 2014; Nahavandi, 2014; Zehndorfer, 2014; Gill, 2011; Bu-
chanan—-Huczynski 2013; Yukl, 2010; Lussier—Achua, 2007; DuBrin,
2004; Northouse, 2001).

Following, as an example, Buchanan’s and Huczynski’s interpreta-
tion they describe Trait Spotting as characterized by a search for person-
ality markers (personality traits and other related attributes) of the effec-
tive leader in order to facilitate the selection of leaders. The authors (2013,
pp. 655-672.) offer comparisons of comprehensive trait lists, 1. a. Stogdill’
(a revision of hundreds of studies) and Stewart’s (based on a survey of
American executives). By analyzing them they state “there was limited
value in trying to identify leadership traits, although some weak generali-
zation did emerge”, insofar leaders tend to score, for example, higher on
average on measures of Intelligence, Relevant knowledge, Verbal facility,
Participation, Cooperativeness, Popularity, Initiative, Persistence (Bu-
chanan—-Huczynski, 2013, pp. 656-657.).

Behaviourally Based Theories show a “switch in attention: from se-
lecting the right leaders on personality traits to training and developing
them in appropriate behaviour patterns”. (Buchanan—Huczynski, 2013, p.
663.) The main style categories were identified by Behaviourally-based
theories as: Considerate, Participative, Democratic, and Involving vs. Im-
personal, Autocratic, Directive. An important insight was that ‘Consider-
ation’/’concern for people’ and ‘Initiating Structure’/‘concern for produc-
tion’ were independent behaviour patterns, and leaders could qualify high
simultaneously in both types of behaviours (ib.).
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From the insight that no one style of Leadership would be universally
best came the Contingency approach suggesting that the best style is con-
tingent on the situation. Contingency concepts include i. a. Situational
leadership, Situational Decision Making, and Emotional Intelligence style
application theories. A consensus can be found between different authors
that the main concern of the three mentioned historical Leadership Ap-
proaches was about influencing followers’ behaviour on individual and
group level. The approaches had less to say on how to catalyse and imple-
ment change in organizations, and to show how significant the Leadership
effects would be on organizational level. Also some specific — e. g. emo-
tional, symbolic — methods to influence followers were relatively ne-
glected.

Simultaneously with the growing understanding about organizational
culture, in the era of the so called “New-Leadership” the work on and
through values, as a leverage and component of Leadership has gained on
importance.

Table 1.:  Leadership challenges of the twenty-first century

From To

¢ Vision, new directions

o Creating distinctive competencies

e Pro-acting, anticipating change

» Designing flat, collegial organizations
o Information shared with many persons

e Goal setting

¢ Downsizing/benchmarking/Quality

¢ Reacting, adapting to change

¢ Information held by few decision makers

Source: Adapted from Bennis and Nanus (1985)

By the late twentieth century we find in the literature the recognition
of the role of informal Leadership, at all levels, and the use of additional,
i. a. heroic, powerful, charismatic, visionary and empowering, develop-
mental — best generalized as transformational — style-elements.

As one of the above elements, the concept of Charisma comes from
Weber (1987, p. 249.). His concept already forecasts the growing im-
portance of values in leadership. House’s theory of Charisma underlines
strong values (as components of the specific personality characteristics)
and trust in leader’s ideology (as one of charismatic effects on followers)
(House, 1976, pp. 189-207.).

New/transformational Leadership is a complex approach to leader-
ship merging soft tools with specific power elements for handling change
situations. It can be characterized by the growing importance of leader’s
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values and complexity of leadership tools, and behaviours. To the soft
tools—beyond Charisma—belong i. a. symbolic effects, and working on
shared values and visions. In Northouse’s wordings: ,,Transformational
Leadership (TL) encompasses multiple theoretical and pragmatic ap-
proaches with various scopes of analysis” (2001, p. 131.).

The contrast between Transactional and Transformational leadership
clearly highlights the growing value emphasis in Leadership.

Transformational leadership refers to the
process whereby an individual engages
with others and creates a connection
that raises the level of motivation and
morality in both the leader and the
follower

Transactional leadership focuses on
the exchanges that occur between
leaders and followers

Figure 1.: Transactional and transformational leadership
Source: Northouse (2001)

In an attempt to synthetize the definitions of several authors it can be
suggested that Transformational Leadership puts leaders’ own develop-
ment, values, shared goals, mutually agreed performance criteria, special
emotional-symbolic-charismatic effects, and empowerment into the focus
of the influence process. It aims at the development of followers, as well
as the raising of their level of aspiration and commitment, in order to bring
about necessary change in the organization (Fehér, 2009; 2010a; 2010b).

Ina CEE context it can be noted that after 1990 a special transforma-
tional challenge to leaders have been the handling and change of the cul-
tural characteristics of organizations of the so-called “Transformational
Economies” (About the Hungarian experiences see e. g. Fehér—Bonifert,
1998; Cahoon—Fehér—Kovach, 1994).

As to the overall, global level developments, it can be stated that be-
sides direct business and intra-organizational issues leaders have been
confronted with those of the external societal, natural and other environ-
mental segments. One of them is the CSR imperative. Corporate Social
Responsibility, in one of its interpretations is “the comprehensive ap-
proach organizations take to meet or exceed the expectations of stakehold-
ers beyond such measures as revenue, profit and legal obligations. It co-
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vers commonly investment, human rights and employee relations, envi-
ronmental practices and ethical conduct” (Cable, 2005, 11, in: Mullins,
2007, p. 542.).

Another cause for value orientation in Leadership is the Creating
Shared Value paradigm. We can say this in spite of the fact that the term
value in this paradigm is firstly reflecting on economic aspects. Porter and
Kramer put: “The purpose of the corporation must be redefined as creating
shared value, not just profit per se. This will drive the next wave of inno-
vation and productivity growth in the global economy. It will also reshape
capitalism and its relationship to society. Perhaps most important of all,
learning how to create shared value is our best chance to legitimize busi-
ness again. ... The concept of shared value recognizes that:

« societal needs, not just conventional economic needs, define mar-

kets;

e social harms or weaknesses frequently create internal costs for
firms — such as wasted energy or raw materials, costly accidents,
and the need for remedial training to compensate for inadequacies
in education;

o addressing societal harms and constraints does not necessarily
raise costs for firms, because they can innovate through using new
technologies, operating methods, and management approaches...”
(Porter—Kramer, 2011).

Table 2.:  Characteristics of the twenty-first century leadership

From To

o Leaders at every level, few managers

e Empower, inspire, facilitate

o Leader as coach, creating learning or-
ganization

o Leader as change agent, balancing risks

o Leader develops future leaders

¢ Few top leaders, many managers

¢ Direct and supervise

e Leader as boss, controlling

e L eader as stabilizer, balancing conflicts
¢ L eader develops good managers

Source: Adapted from Bennis and Nanus (1985)

The aforementioned developments have increased the importance of
identifying managers and, possibly, also other members of organizations as
leaders, and simultaneously have further contributed to getting out Leader-
ship from the ‘Management Box’. The latter tendencies are mirrored back
by the changing contents of the newer definitions of Leadership. As an ex-
ample, the authors already quoted in the introduction, Kouzes and Posner
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refer to the definition of Alan Keith, Genentech saying: “Leadership is ul-
timately about creating a way for people to contribute to making something
extraordinary to happen” (Kouzes—Posner, 2007, p. 3.).

As of today’s Leadership approaches, in a psychological perspective,
“the essence of Leadership is influence”, argues Rumsey (2013, p. 1.).
Birnbaum (2013, p. 256.) defines Leadership as “interaction that influ-
ences others through non-coercive means”. But besides the influence fo-
cus much is told also about another important constituent of the subject
that we could call the content area(s) of Leadership: the objects/terrain on
which the leader cognitively and emotionally works normally before/after
and/or throughout trying to exert influence.

Just to quote some of the leading authors in the field, for example,
Yukl (2010, p. 26) in his broad definition states that “Leadership is the
process of influencing others to understand and agree about what needs to
be done and how to do it, and the process of facilitating individual and
collective efforts to accomplish shared objectives.” House and Aditya
(1997, pp. 444-445.) distinguish between supervisory and strategic lead-
ership in a way saying that while Supervisory Leadership behavior is
“...intended to provide guidance, support and corrective feedback for the
day-to-day activities”, Strategic Leadership “is directed toward giving
purpose, meaning, and guidance to organizations”. Gill (2011, p. 9.) offers
the following definition: “Leadership is showing the way and helping or
inducing others to pursue it. This entails envisioning a desirable future,
promoting a clear purpose or mission, supportive values and intelligent
strategies, and empowering and engaging all those concerned”.

In his review of Leadership definitions Humphrey makes a distinction
between two perspectives, saying that “According to a power perspective
definition of leadership, leaders command, control, direct, and influence
followers to achieve group, organizational, or societal goals”. While,
“from the leaders as representative perspectives, leaders are those who
(1) best represent the values of their followers and (2) are better at solving
their followers’ problems and achieving their goals”. (2014, pp. 6-7.)

As we can see in the interpretation of the quoted authors getting be-
yond the influence perspective the notion of leadership includes the fol-
lowing, as for example:

e Creating a connection that raises the level of motivation and mo-

rality in both the leader and the follower (Northouse);

o agreeing with others about what needs to be done (Yukl);
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e giving purpose, meaning (House, Aditya);

o showing the way, ... envisioning a desirable future, promoting a

clear purpose or mission, supportive values (Gill);

« representing the values of the followers (Humphrey).

We can identify within the listed items the aforementioned content
area on which Leadership impacts are directed. In the light of the listed
definitions/definition-parts Leadership, firstly, or at least, markedly, is
about working on a desired state and/or the guiding principles. We can
note that value work is important also from the aspect that different future
choices and decisions about goals and their ambitiousness are embedded
in value preferences.

These conceptual examples illustrate how concern about values has
become part of the definition of Leadership. Much is known from Lead-
ership and organizational Strategy literature and organizational practice
about using values in the course of leadership activities and strategy de-
velopment processes. But in the practice often we can see a high differ-
ence in the quality of these varying approaches. Under a narrow view clar-
ifying values is one of the ways of influencing people to basically follow
the already—partly or wholly—set goals and directions. In contrast there is
an existing, broader Leadership, Strategy and HRM concept suggesting
that working on and by values is / can or should be made more systemat-
ically a prerequisite to goal setting and identifying directions; and that
value work becomes increasingly a component of the definition of Lead-
ership. (Regarding HRM practices see e. g. Fehér, 2011 in the Hungarian
literature.)

Value work itself can move on a wide range between focusing on
strictly instrumental business values on one extreme and broader and
deeper social and terminal ones (see the mentioned CSR, CSV and further
Business Ethics considerations) on the other.

As a special aspect, it can be noted that Leaders’ concerns about val-
ues can be seen as instrumental in making the Leadership role more tan-
gible: the leaders’ value aspirations and value work can be helpful in a
better understanding of the differences between the Managerial and Lead-
ership roles.

With regard to Kotter’s distinctions between leadership and manage-
ment (Kotter, 1990), the representatives perspective in Humphrey’s inter-
pretation, and the ideas of other authors about what | call the content area
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of the Leadership we can say that value work postulates itself as one of
the distinctive characteristics of Leadership in contrast to Management.
Thus Leadership is markedly, at some authors firstly about “identify-

ing and working on the content”, in other words, the object/terrain to exert

influence on or towards. The object/terrain can be in the first place:

1. the guiding principles, the values, themselves,

2. the vision, the nature of change, the goals with their targeted levels,
and, logically, the key, non-routine present problems of followers, and

3. foundations of removing human obstacles to and creating opportunities
for learning and innovation being instrumental in solving key problems
of the present and challenges of the future.

Future

Key
present

prob-
lems

Learning

Figure 2.: Key “Content Areas” in Leadership
Source: Own construction

It is obvious that value work is / can or should be a prerequisite to and
an integral part of #2 and #3, as well, as caring about future, change, key
present issues, learning and innovation assume clear value preferences,
and supposedly require intensive value work. It has to be noted that the
content areas of influence and the process and success of influence are
strictly interrelated.
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Leadership practices — results of international and
Hungarian researches

In the following part, | would like to offer some empirical data to illustrate
some of the practices in relation to value work and some of the other men-
tioned key content areas in Leadership. The data are derived from a ge-
neric Leadership research for which the Leadership Practice Inventory
(LPI) by Kouzes and Posner was used (Kouzes—Posner, 2001). LPI offers
information about leadership behaviors and practices. In the Hungarian
research LPI-Self is for leaders with formal managerial responsibilities
while LPI-Observer for followers (including subordinated leaders)
(Fehér—Kollar, 2013a, 2013b). The results are drawn from a sample of 308
Observers and 113 Self-evaluations. The sample is non-representative
though aggregately highly corresponding to population regarding gender
distribution, and including a variety of industries, organizational scopes,
and organizational functions. It shows a bias toward younger people (in
the range of 23-30), but further statistical analysis did not show significant
differences along age.

The instrument contains 30 statements (6 behaviors compose 1 prac-
tice). Each statement is rated by a 10 points frequency scale. “1” indicates
“almost never” and “10” indicates “almost always”.

The Leadership Practices are the following: “Model the Way”, “In-
spire a Shared Vision”, “Challenge the Process”, “Enable Others to Act”,
and “Encourage the Heart”.

The list of order and means of the practices are the following meas-
ured by the LPI-Observer.

Table 3.:  Rank and Mean of five leadership practices — Observers
_ Hungarian International
(Hungary, n=308) Rank | Mean | Rank | Mean
Model the way 1. 40.5 2. 46.9
Enable others to act 2. 40.0 1. 49.4
Encourage the heart 3. 38.9 3. 46.0
Challenge the status quo 4. 38.6 4. 44.9
Inspire a shared vision 5. 37.8 5. 43.8

Sources: Fehér—Kollar (2013a), LPI Normative Data
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The same data categories measured by the LPI-Self show the follow-
ing results:

Table 4.:  Rank and Mean of five leadership practices — Self

Hungarian International

(Hungary, n=113)

Rank Mean Rank Mean
Model the way 1. 49.1 2. 46.9
Enable others to act 2. 47.6 1. 49.4
Encourage the heart 3. 47.4 4. 46.0
Challenge the status quo 4. 46,6 3. 44.9
Inspire a shared vision 5. 45.4 5. 43.8

Sources: Fehér—Kollar (2013b), Leadership Practices Inventory (LPI)

The Hungarian ranking order basically follows the international pat-
tern. Both lists reflect a preference for the more traditional leadership
practices and a lower priority of challenge and vision.

Differences can be seen in the self-ratings of the leaders. Observer
data are systematically lower in Hungary, whereas Hungarian self-ratings
are higher in international comparisons. Consequently, the gap between
Observer and Self is considerably higher in Hungary. The results can hy-
pothetically signalize a less developed and/or different leadership culture
in Hungary, less self-awareness on the part of leaders and/or a more de-
manding/critical attitude on the part of the followers in Hungary.

Table 5.  Consensus building around values
G
8 52| 38
< | § | o  §E| ¥
= © ) ° O ~ =
z s = = 5 =8 £8
“I build consensus around a
common set of values for run- | 113 4 10 7.69 | 1.383| 7.87 | #21

ning our organization” — Self
“Helshe builds consensus
around a common set of val-
ues for running our organiza-
tion” — Observer

308 1 10 6.37 | 2.443 | 6.52 | #21

Source: Edited by the author
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LPI contains three statements which can especially be related to value
work. There are two falling under the “Model the Way” category. The first
is: “I build consensus around a common set of values for running our or-
ganization”.

This item takes the 21st place out of 30 leadership behaviours. |
would not interpret this at any rate as a low estimation of the importance
of value concerns in Leadership. This rank can also highlight the relative
novelty and the less tangible nature of the item. It can also refer to the
difficulties of consensus building in today’s organizational environment.
Actually the item reflects not only on the importance of values but on the
success of a specific use of them, as well.

Another item in this category sounds: “I am clear about my philoso-
phy of leadership”.

This item holds the 2nd-3rd place within the 30 behaviours. This can
be interpreted also by the fact that the phrase “philosophy of leadership”
semantically is closer, culturally sounds more familiar to the Hungarian
respondents than the expression referring to the relation of “consensus and
values”.

Table 6.:  Being clear about one’s leadership philosophy

©
5 | 5g| 3¢
x | & O lgg x¢g
= ) ° 05 =
z s s > » | =8| &8
“I am clear about my philoso-
phy of leadership” — Self 113 3 10 8.65 | 1.540 | 7.87 #3
“He/she is clear about h/h phi-
losophy of leadership” 308 1 10 7.29 | 2.580 | 6.52 #2

— Observer
Source: Edited by the author

The third item belongs to the “Inspire a Shared Vision” practice,
sounding: “I speak with genuine conviction about the higher meaning and
purpose of our work™.
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Table 7.:  Speaking with genuine conviction about the higher

©
3 52|38
c x| &8 2 g2 zg
z s s s 7 =28 &8
“I speak with genuine convic-
tion about the higher meaning 113 4 10 836 | 1.738 | 7.87 #9

and purpose of our work.”
— meaning — Self

“He/she speaks with genuine
conviction about the higher
meaning and purpose of our 308 1 10 6.78 | 2.645| 6.52 | #10
work.”
— Observer

Source: Edited by the author

This item has earned a 9th-10th rank within the whole list, illustrating
the need of followers to have broader understanding about and more feel-
ing for relevance in their activities.

Conclusion

To conclude we have to mention that the nature, directions and impacts of
the value work certainly belong to the less tangible aspects of Leadership.
For more intensive research specialized instruments are needed. For illus-
trative purposes | have used descriptive generic leadership research data
which hypothetically show the place of some related items within the
spectrum of behaviours among Hungarian respondents. The research—un-
der the mentioned limitations—can be indicative for the further studies and
teaching of other aspects of the content areas of leadership, as well. Re-
garding to the aforementioned key Leadership content area elements it
shows relatively low scores for the “Challenging the Process” and “Inspir-
ing a Shared Vision” categories as compared to more conventional lead-
ership items. Further research is needed to interpret these data in the light
of the needs of today’s Hungarian business environment toward an effec-
tive use of human resources, thus markedly for Leadership foresight and
innovation.
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Analysis of Impact of the Crisis on TopS0 Companies
in Hungary

Sdavay, Baldazs — Bartakovics, Gabor — Savay, David

ABSTRACT: The global financial crisis had a great impact on the world, and so
did on Hungary. There were industries which were deeply impacted, and so the
effect was greater on firms operating in these industries, while others were less
concerned. In Hungary, the ranking of the largest 50 companies was fundamen-
tally changed. There have been companies that have disappeared, and there were
some, which have tried to survive the crisis through mergers and acquisitions.
However, many companies seek to restructure and reduce their cost structures
significantly, by forming shared services centers (SSCs), the number of which
has grown strongly in the recent years. In our study we examine the reasons for
their reactions to the crisis by comparing the situations before and after it.

KEYWORDS: Top50, economic crisis, companies
JEL codes: E32, L16

Introduction

The world economic crisis of 2007-2009 emerged as a purely financial
crisis, however, it quickly spread to the real economy as well. Already by
year 2008, most sectors of real economy were negatively affected, with
diminishing profits and increasing number of company liquidations.

In our paper, the intention is to assess the situation of 50 biggest Hun-
garian companies before and after the crisis by examining their public fi-
nancial data of fiscal years 2007 and 2014. The aim is to try to observe
which industries were more deeply impacted by the economic downturn,
and which sectors could better survive it.

Literature review

According to the definition of Marosan (2001), crisis is a condition in
which the long-term viability of an organization ceases, and it becomes
unable to fulfill its basic functions; it cannot comply with its mission
drawn up by the founders, and its survival is at risk.
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In theory, companies have multiple choices to counteract the effects
of a crisis both on short and long terms; however, their actual possibilities
are generally very limited. According to Bod et al. (2009), most of the
Hungarian companies assessed in the survey primarily targeted cost cut-
ting as a response to the crisis. Among the actual measures, many compa-
nies effected inventory reductions, cut payroll costs, postponed capital and
maintenance expenditures, and also tried to seek price reductions from
their vendors. From a more positive perspective, companies can also
counteract the crisis by means of generating higher sales through increas-
ing market share or by entering into new markets. With regards to the long
term measures, enterprises generally consolidated their operations and re-
considered their organizations to achieve a more efficient general cost
structure. Such strategic actions included changes in the product portfolio,
insourcing or outsourcing decisions, as well as company restructuring via
mergers, acquisitions and spinoffs.

Some companies might even benefit from the crisis. According to
Neumann and Boda (2010), some enterprises actually reported increasing
order volumes following the fails of their competitors, or could effectively
utilize low raw material and wage costs.

The extent to which a company is affected by the economic crisis
depends on various factors. With the outbreak of the crisis, most compa-
nies encountered falling sales and increasing financing costs. Hence, the
higher reduction of demand occurred in the main market of a company,
the more susceptible it was to lose revenues. Also, entities with higher
indebtedness faced bigger difficulties with rising interest expenses and
cumbersome credit renewals.

Establishment of Shared Services Centers (SSCs) constitutes a spe-
cific type of outsourcing. SSCs provide services based on the authoriza-
tion from a mother company to more than one subsidiary in a global or
regional level. They can either be run by a company of the group or by an
outside provider. In some cases, they are open to third parties also. SSCs
are widely used by multinationals, supported by the development of tele-
communication and information technologies as well as by the interna-
tionalization of services and by cost saving needs. SSCs can though be
useful in case of repetitive standard transactions performed in large vol-
umes.

According to Lovelock (1999), services can be qualified by their ob-
jects as services aimed at people, objects or information. Of these types,
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services aimed at information are the most susceptible of outsourcing as
they concern intangible assets or the thinking of the customer (e.g. advi-
sory services). They do not necessitate local presence as SSCs can contact
customers by means of telecommunication. Though, services have also
some attributes that make it more difficult to ‘internationalize’ them, such
as intangibility, inability to be inventoried, simultaneity and the subjectiv-
ity of the customer’s perception (Demeter—Gelei, 2002).

Methodology and work done

To conduct the assessment, the list of 50 biggest companies in Hungary
in years 2007 and 2014 was taken, and their financial reports for the re-
spective years got collected. Statutory annual statements are a good infor-
mational base as changes in net sales and shifts in financial positions can
easily be inspected. The official Top500 list for Central and Eastern Eu-
rope (CEE) countries is prepared by Deloitte every year. These documents
were downloaded and extended with other data from the official state-
ments. All official statutory annual statements, balance sheets and income
statements got downloaded from the government’s site. After it, all data
was gathered into one file and converted into million euros based on the
official rates published by the Hungarian National Bank. At this point data
consistency check was conducted by comparing the downloaded ones
with the common ones in the Deloitte list (income, revenue), and correc-
tions were done if necessary.

Detailed analysis of the Top 50 Hungarian companies

Industrial distribution

First the industrial distribution of the Top 50 Hungarian companies in
years 2007 and 2014 will be reviewed. Of the 50 biggest firms in 2007,
13 operated in the Energy & Resources sector, followed by Manufacturing
(12) and Consumer Business & Transportation (10). As for year 2014, the
largest portion of the Top 50 companies still operated in the Energy &
Resources industry, representing 16 companies, thus an increase of 3 en-
tities compared to 2007. Also Manufacturing increased its share by 2014
with 3 firms. The number of companies in the third biggest sector (Con-
sumer Business) remained the same with 10 entities. The changes in the
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share of industries within the biggest 50 companies in Hungary can be
visualized by the following radar chart. It can easily be observed that the
sector to experience the biggest loss of rankings was Technology & Tele-
communications. No company represented Real Estate sector in 2014.

Consumer Business &
Transportation

Technology, Media &

. Energy & Resources
Telecommunications

Life Sciences & Health
Care

Real Estate

Public Sector Manufacturing

Figure 1.: Industrial distribution of the Top 50 Hungarian
companies
Source: Own calculations based on Deloitte (2007) and Deloitte (2014)

If a closer look into the changes in net revenues of the companies
listed among the Top 50 Hungarian companies between 2007 and 2014
by industry is made, as the following chart explains, Energy & Resources
sector extended its share from 33% to 42%, which is in line with the higher
number of companies in this industry. Also the biggest loss in share was
reported by the Technology & Telecommunications sector, from 17% to
5%. The proportion of the other sector remained almost steady.
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Figure 2.: Share of net revenues by sector
Source: Own calculations based on Deloitte (2007) and Deloitte (2014)

Average industry returns

The changes in average returns of the Top 50 companies were investigated
by industry, considering weighted average Returns of Equity (ROES). The
following chart shows that the highest return was reported by the Real
Estate industry in 2007. It is important to note that the outstanding return
in the Energy & Resources sector turned into the negative range by 2014.
Also with the exception of HealthCare and Consumer Business that rec-
orded a slight increase of 1%-point, all other industries experienced lower
returns in 2014 than in 2007. Note that in year 2014, no company was
categorized into the Real Estate sector, thus no return could be calculated
for this industry.
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Figure 3.: Average industry ROE
Source: Own calculations based on Deloitte (2007) and Deloitte (2014)

Capitalization by industries

With regards to the capitalization of the industries, the aggregate equity
of the firms in each sector could be studied. The biggest capitalization was
reported in the Energy & Resources industry both in 2007 and in 2014,
and also this sector increased its equity level by the highest amount, fol-
lowed by Consumer Business and Manufacturing sectors. The below ex-
amination shows that a there is a massive loss of capital in the Technology
& Telecommunications sector and also a smaller reduction in the Health
Care industry.
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Figure 4.: Capitalization by industries
Source: Own calculations based on Deloitte (2007) and Deloitte (2014)

Average indebtedness

To investigate the indebtedness of the sectors, a weighted average debt
ratio was calculated (total liabilities divided by total assets) of the compa-
nies in each industry. Based on our calculations, we established that in-
debtedness was reduced in the Consumer Business industry (by 23 per-
centage points) and in the Public Sector (by 11 percentage points), while
it rose slightly in all other sectors (by 2 to 9 percentage points) from 2007
to 2014.
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Figure 5.: Industry average indebtedness
Source: Own calculations based on Deloitte (2007) and Deloitte (2014)

EXxport revenues

As next, the developments in the export revenues of the entities listed
among the Top 50 Hungarian companies were examined. The 50 biggest
companies are key players in Hungarian foreign trade as their export rev-
enues represent approximately 40% of the total exports of Hungary. From
year 2007 to 2014, Manufacturing sector increased its export revenues
most by EUR 5.7 billion, followed by Consumer Business (EUR 2.7 bil-
lion) and Energy & Resources (EUR 1.2 billion). Among the Top 50 com-
panies, Technology and Healthcare sectors lost export revenues by EUR

6.6 billion and by EUR 0.2 billion, respectively.
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Figure 6.: Export revenues by industry
Source: Own calculations based on Deloitte (2007) and Deloitte (2014)

Scorecard summary

The results of the calculations are summarized in the following scorecard,
evaluating the favorable/unfavorable developments in each sector as per
the factors examined.

As the scorecard shows, Consumer Business sector developed abso-
lutely positively, while Technology & Telecommunications declined in
each respect analyzed. In the same time, other industries showed a mixed
picture.

A further more detailed analysis of the export data was made by split-
ting the companies into two groups: the ownership is mainly domestic
(Hungarian), or owned mainly by foreign investors. In 2007 we could
identify 14 companies in domestic ownership (mainly in the following
sectors: Energy & Resources — 7, Consumer Business & Transportation —
3), and 27 owned by other nationalities (represented in Consumer Busi-
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ness & Transportation, Manufacturing, Technology, Media & Telecom-
munications — 7 each). In 9 cases the ownership couldn’t be identified
surely. After the global crisis, in 2014 we can see, that the domestic-
owned companies were only represented by 9 entities (6 of them in the
Energy & Resources sector), while the number of internationally owned
companies rose up to 30. The Energy & Resources and the Manufacturing
sectors got stronger, with 8 and 10 representative companies, respectively,
while the Technology, Media & Telecommunications sector showed the
biggest decline. The number of companies working in this sector de-
creased down to 3 representatives, from which another one (Nokia
Komarom) is undergoing business shutdown and will not be part of the
Top 50 list anymore.

Table 1.:  Scorecard summary

No. of ROE | Capital | Debt | Export

Industry branches companies P P
e oo & s | o o]
Energy & Resources A v A v A
Life Sciences & Health Care A v v v
Manufacturing A v A v A
Public Sector v v A A
Real Estate v N/A N/A N/A N/A
Telecommenications v V| Y| v |V
Legend: A: favorable; «: neutral; V: unfavorable

Source: Own calculations

If a closer look is taken at the data, it can be seen, that the domestic-
owned companies mainly sell for the domestic market, while the other
companies make 4 times as much revenue (EUR 42 542.57 million com-
pared to EUR 10,312.87 million in 2007 and 40 649.84 million to
10 414.10 million in 2014), and their main customers are found on the
markets outside of the country, generating revenues mainly from export.
This also seems to prove the double duality theory of Reszegi and Juhdsz
(2014), whereas they stated, that not only there’s a duality within the com-
panies operating in Hungary based on their ownership, but there’s also a
duality within them. For the Hungarian owned companies this can be iden-
tified through the main markets — if it’s mainly exporting, or selling to the
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domestic markets. The data analyzed showed a significant dependency
based on the revenues. The Hungarian companies were either making
products and selling for the domestic market, or were also exporting —
mostly as suppliers to the international companies located in Hungary.
The other split was done within the international companies. They could
either outsource their standard, non-skilled work for example: line-works
(putting together the small ready-prepared parts in Audi factory, or for
Nokia phones), while others outsource some skill-requiring activities (for
example the finance departments and accounting of huge companies). The
authors based their hypothesis on the salaries and headcount numbers,
from which they derived the average salary. From the average salary they
made the deductions for the type of work carried out: either cheap non-
skilled, or more expensive, which are requiring higher-educated skills.

30000 30000
26042 25669
25000 25000
20000 20000
165
149
15 000 15 000
10000 +s8as2 10000 gg27
5873
4662
5000 +— 773 5000 +— 5
1831 2387
Jlim 1 . 'm
0 1 N/A 0 1 N/A
2007 Sum of domestic revenue 2014 Sum of domestic revenue
W 2007 Sum of export revenue W 2014 Sum of export revenue

Figure 7.: Volumes in export and domestic revenue 2007 & 2014
Source: Own calculations based on Deloitte (2007) and Deloitte (2014)

This also shows the problem of integration, indicated by Vahl (2013),
who led several conversations with directors of multinational firms, where
it was clearly stated, that the Hungarian small and middle enterprises are
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not yet prepared to be efficient suppliers. For example he revealed the case
study with Tesco, who tried to order from local farmers, but they just
weren’t able to deliver a product in such a quantity as Tesco would have
required it, furthermore they couldn’t even guarantee that the product
would be grown ready by the given due date.

Cash reserves

According to Lynch (2008), those companies, who have a higher balance
of cash in their books, are subject to higher performance and growth in
the future. Based on the balance sheet data, we could see that MOL Hun-
gary had extreme values, so we excluded this company to get more fair
values. We can state, that the cash held by all kinds of companies in-
creased significantly, meaning that a rather careful financial policy has
been carried out after the crisis. Companies are focusing on increasing
their Working Capital, by reducing average payment terms with custom-
ers and negotiating longer payment terms with suppliers, but also focus
on reducing stocks, if possible, all this resulting in the increase of cash
owned.

Table 2.:  Cash held by the companies in 2007

Ecc))rrﬁgsr;izcl:/o Industry Sum of Cash
0 Consumer Business & Transportation 12
Energy & Resources 33
Public Sector 71
0 Total 116
1 Consumer Business & Transportation 48
Energy & Resources 6
Technology, Media & Telecommunications 15
1 Total 69
N/A Manufacturing 109
N/A Total 109
Grand Total 293

Source: Own calculations based on Deloitte (2007) and Deloitte (2014)
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Table 3.:  Cash held by the companies in 2014

E%rrﬁlé];izclzl 0 Industry Sum of Cash
0 Consumer Business & Transportation 17
Energy & Resources 344
Manufacturing 20
PS 83
0 Total 463
1 Consumer Business & Transportation 202
Energy & Resources 52
Life Sciences & Health Care 367
Manufacturing 261
Technology, Media & Telecommunications 25
1 Total 907
N/A Consumer Business &Transportation 239
Energy & Resources 32
Life Sciences & Health Care 6
Manufacturing 124
N/A Total 401
Grand Total 1771

Source: Own calculations based on Deloitte (2007) and Deloitte (2014)

1000
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Figure 8.: Changes in the amount of cash held between 2007 and 2014
Source: Own calculations based on Deloitte (2007) and Deloitte (2014)
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Investing

On the other side, companies are more focused on surviving than doing in-
vestments for longer terms. This can be seen in the decrease of fixed assets
in almost every industry. The only exception to it is the Manufacturing in-
dustry. The main reason is the new investments done by GE (new centers
established — SSC, Training Center), Audi (additional manufacturing
brought to Hungary) and the freshly established factory by Mercedes.

Consumer Business &
Transportation

Technology ,Media &
Telecommunications

Life Sciences & Health
Care

Real Estate

Public Sector Manufacturing

= = J007  —014

Figure 9.: Changes in the amount invested between 2007 and 2014
Source: Own calculations based on Deloitte (2007) and Deloitte (2014)

Table 4.:  The main inverstors in 2007

Ranking 2007 |Company name Long-term assets (MEUR)

35 GE Hungary 3979

6 Audi Hungaria 1509

158 BorsodChem 996

104 Tiszai Vegyi Kombinat (cons.) 591

52 Suzuki 508

147 Dunaferr Group 468

137 Alcoa-Kéfém 179

Source: Own calculations based on Deloitte (2007) and Deloitte (2014)



46 Gazdasag & Tarsadalom / Journal of Economy & Society — 2015. 4. szam

Table 5.: The main inverstors in 2014

Ranking 2014 |Company name Long-term assets

(mEUR)

20 GE Infrastructure CEE (cons.) 6 267

16 AUDI Hungaria Motor 3781

123 BorsodChem 1361

74 Mercedes-Benz Manufacturing Hungary 789

190 ISD Dunaferr 455

128 TVK 376

109 Magyar Suzuki 368

Source: Own calculations based on Deloitte (2007) and Deloitte (2014)

Number of employees

In the case of the number of employees, we see that Public Sector is
overrepresented among the companies — one single company with 36 429
employees, while other industries have much less — Consumer Business
& Transportation an average of 17 769, Technology, Media & Telecom-
munications 8 536, Energy & Resources 3 554 employees in 2007. In
2014 Consumer Business & Transportation had 1 628, Energy & Re-
sources 6 442 (mainly caused by the growth of MOL Hungary, with an
increase of 13 000 employees).

In overall we can see a huge decrease in employee numbers due to
the financial crisis, mainly effecting the domestic companies (a reduction
by 51 754 people). But the effects were milder with regards to the inter-
national companies: there was a growth of 10 826 employees.
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Table 6. Number of employees in 2007
Foreign=1 Industry Count of | Sum of size
/Domestic=0 Company | (person)
name 2007

0 Consumer Business & Transportation 3 53 307
Energy & Resources 7 24 876
Manufacturing 1 1187
Technology, Media & Telecommunications 1 8 536
Public Sector 1 36 429
Real Estate 1

0 Total 14 124 335

1 Consumer Business & Transportation 7 43 957
Energy & Resources 4 587
Life Sciences & Health Care 2 11 689
Manufacturing 7 28 632
Technology, Media & Telecommunications 7 20 736

1 Total 27 105 601

N/A Energy & Resources 2 1200
Life Sciences & Health Care 3 3953
Manufacturing 4 15 187

N/A Total 9 20 34

Grand Total 50 250 275

Source:

Own calculations based on Deloitte (2007) and Deloitte (2014)
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Table 7.:  Number of employees in 2014

Foreign=1 Industry Count of Sum of

/Domestic=0 Company size

name (person)

2007

0 Consumer Business & Transportation 1 1628
Energy & Resources 6 38 656

Manufacturing 1 0

PS 1 32297

0 Total 9 72 581
1 Consumer Business & Transportation 6 49 514
Energy & Resources 8 3 360

Life Sciences & Health Care 3 7 326

Manufacturing 10 39 449

Technology, Media & Telecommunications 3 16 778

1 Total 30 116 427
N/A Consumer Business & Transportation 3 1421
Energy & Resources 2 605

Life Sciences & Health Care 2 81

Manufacturing 4 12 036

N/A Total 11 14 143
Grand Total 50 203 151

Source: Own calculations based on Deloitte (2007) and Deloitte (2014)

There can be several major causes behind this sequence.

One is the process identified by Murakozy (2012), who stated that
currently all countries in Central Europe are now going through a period
of centralization again. This means, that the scale of the public sector is
increasing, the state intervenes into the economy to a higher and higher
extent, trying to minimize the unemployment rate. (General Common Em-
ployment Program, etc.). This is taking up more and more people, who
were laid off from the competitive sphere, but those companies operating
in the Public Sphere are just not generating big enough revenues to be
represented among Top 50 companies.
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Figure 10.: Changes in employee numbers
Source: Own calculations based on Deloitte (2007) and Deloitte (2014)

The other reason behind these processes can be the global crisis af-
fecting several countries, worldwide. The companies tried to increase their
profits during the Global Crisis, which could have been done from two
sides: either increasing the revenue or minimizing costs.

Profit = Revenue — costs = quantity = price — costs

Because sold quantity and prices couldn’t be increased anymore, they
decided to focus on cost reduction. According to Chang (2011), due to the
ineffective negotiations of trade unions, there are huge differences be-
tween the salaries provided in each country. Therefore, a lot of build down
in the number of employees started in the Western European region, due
to higher salaries, and workload was outsourced to cheaper countries: ei-
ther to Asia, or Eastern European countries. This caused several SSC
(Shared Services Centers) to be established in Hungary, which also ab-
sorbed lot of people.
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Figure 11.: The number of SSC-s established by yearly breakdown
Source: Own calculations

The SSCs have been established in the following industries: mainly
in the Information Technology and Services, followed by the Financial
services, Chemistry, Outsourcing/Offshoring Industrial and Telecommu-
nications production sectors.
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Figure 12.: The number of SSC-s established by industrial
breakdown
Source: Own calculations
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Conclusions

From the analysis it can be established that there were significant changes
in the list of Top 50 Hungarian companies from year 2007 to 2014. Alt-
hough the sample was limited, it still represented the general trends of the
Hungarian economy. The most unfavorable effect materialized in the
Technology & Telecommunications sector, while in the same time, posi-
tive tendencies were observed in the Consumer Business industry. A split
with regards to the ownership of the companies can also be noted: domes-
tic-owned companies mainly sell for the domestic market, while foreign-
owned companies make four times as much revenue in exports. Centrali-
zation as well as cost cuts led to the establishment of SSCs in Hungary,
mainly in the IT and Financial sectors. As a further research, it would be
worth performing the same analyses on a larger sample of companies as
well to see if our findings could be supported based on that population
also.
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Acceptance of Corporate Governance in Germany and Austria
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ABSTRACT: Corporate governance principles comprise significant laws imposed
by legislature as well as nationally and internationally recognized regulations set
out by companies’ owners. They aim at providing a solid and lawful basis for di-
recting and controlling corporate affairs. More than ten years ago, these principles
were specified in form of national corporate governance codes in many European
countries and have been constantly redefined since then. This paper features an
analysis of the current acceptance of corporate governance codes among the largest
German and Austrian stock-listed companies. The analysis is based on data pro-
vided by the companies in their corporate governance reports of fiscal year 2014.
| find that the Austrian code acceptance rate of 98.3% surpasses the rate of 97.2%
in Germany. Simultaneously, the average amount of code deviations per company
in Austria (1.5) is considerably lower than the German figure (1.8). In Germany,
the most quoted deviation applies to the severance pay cap for management. De-
viations quoted the most in Austria refer to the setup of management board’s com-
pensation, the existence of a nomination committee, supervisory board’s prohibi-
tion to assume functions on competitors' boards, as well as audit assessments of
the effectiveness of the company’s risk management.

KEYWORDS: Corporate Governance, Management, Supervisory Board, Code
of Corporate Governance, Austria, Germany, GRC
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Introduction

Over the last decade, corporate governance has grown to become an es-
sential topic in today’s business live. In general, it can be considered as
the legal and factual framework for leading and steering companies (v.
Werder, 2015). It determines how organs of companies (i.e. management
and supervisory board) fulfil their responsibilities (Root, 1998). Thereby,
it sets the ethical background of business dealings (Wichert, 2015).
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Corporate governance comprises significant laws imposed by legis-
lature as well as nationally and internationally recognized regulations set
out by companies’ owners and aims at providing a solid and lawful basis
for directing and controlling corporate affairs. To work effectively, it
should balance the necessity to hold supervisory board and management
responsible towards shareholders and the necessity to provide a sufficient
level of flexibility to allow good faith business decisions without fearing
litigation (Root, 1998).

By complying with corporate governance requirements, companies
strengthen trust towards shareholders, customers, employees, and the gen-
eral public. Also, corporate governance aims at creating transparency and
comprehensiveness (Regierungskommission Deutscher Corporate Gov-
ernance Kodex, 2015). Moreover, corporate governance directs corporate
activities towards responsible, sustainable, and long term-oriented value
creation (Osterreichischer Arbeitskreis fiir Corporate Governance, 2015).

The beginning of this century was marked by a range of corporate
scandals which were characterized by companies as Enron and WorldCom
boosting their financial statements and engaging in illegal management
practices (Dorfman, 2004). Although not the only cause, these events
shifted public attention to topics as governance, risk, and compliance
(short: GRC) and accelerated the further development and introduction of
laws and standards in these fields. Since its introduction in 2002, the Sar-
banes-Oxley-Act has required all companies being listed on the U.S.-
American stock exchange to implement internal control systems and to
regularly report about its design and operating effectiveness (U.S. Con-
gress, 2002). Furthermore, a range of widely accepted standards, guide-
lines, and frameworks have emerged over the following years (e.g. COSO
for enterprise risk management, internal control, and fraud deterrence to
enable good organizational governance, COBIT for governance and man-
agement of enterprise IT, 1SO 31000 for risk management to provide
sound principles for effective management and corporate governance)
(COSO, 2015; ISACA, 2015; 1SO, 2015). These developed to become
global cornerstones for corporate governance and risk challenges for both
stock-listed and non-stock-listed companies. In many countries, national
legislature has reacted to the increased demand in GRC topics by defining
specific principles in form of national corporate governance codes which
have been constantly redefined over the years. These codes ask companies
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to comply with its principles and to report on compliance with the code
on a regular basis (European Corporate Governance Institute, 2015).

The following table shows a selection of corporate governance codes
and their year of introduction in various European countries.

Table 1.:  Selection of corporate governance codes in Europe

Corporate Governance Code Year of
Introduction
Great Britain | UK Corporate Governance Code 2000
Germany Deutscher Corporate Governance Kodex 2002
Austria Osterreichischer Corporate Governance Kodex 2002
Switzerland | Swiss Code of Best Practice 2002
France Loi de Sécurité Financiere 2003
Netherlands | Nederlandse Corporate Governance Code 2003
Spain Caodigo de buen gobierno de las sociedades cotizadas 2006

Source: European Corporate Governance Institute, 2015

Problem definition and relevant literature

While the codes’ principles outline specific rules for companies to follow,
the code itself is only of recommendatory nature. Therefore, companies
are not required to comply with them.

Also, the implementation, administration, and continuous develop-
ment of corporate governance systems require costs and limit manage-
ment and supervisory board in their corporate activities. Companies may
therefore opt not to comply with the code due to commercial reasons.

Although the corporate governance codes differ in their structure and
content from country to country, the codes’ principles mostly comprise
the following kinds of rules:

— Legal rules: These are derived from laws and must be fulfilled by

the companies, irrespective of whether they apply the code as a
whole or not.

— Comply-or-Explain rules: Companies are asked to comply with
these requirements or to disclaim reasons for why they deviate
from these.

— Recommendations: Companies are not obliged to comply with
these rules, nor are they required to disclaim any deviations.
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Thus, even if companies report on corporate governance in accordance
with the code of their country, the Comply-or-Explain ruling bears the risk
of companies whitewashing deviations from the code and thereby covering
up potential shortcomings in their corporate governance structures.

Provided the aforementioned aspects, it is of interest to investigate
the acceptance of corporate governance as defined in the national corpo-
rate governance codes, especially given the fact that most codes have been
active for more than ten years.

Studies approaching this issue were carried out by diverse authors.
Annually, the Center for Corporate Governance at the Handelshochschule
Leipzig publishes a report on the acceptance of the German corporate gov-
ernance code among companies listed on the German stock exchange
(Rapp & Wolff, 2015). Von Werder and Turkali (2005) published a simi-
lar report about the code acceptance and code application among German
companies. Hudelist, Wieser, and Gahleitner (2012) published a study on
the acceptance of corporate governance in Austria, on the occasion of the
Austrian’s code being in place for ten years. All three studies focus on a
single country only and do not include any comparisons to other countries.
While the German studies favour a more quantitative approach, the ap-
proach chosen in the Austrian study is a more qualitative one. Therefore,
comparing findings of these studies is hardly possible and would not de-
liver useful insights. The U.S.-American law firm Weil, Gotshal &
Manges LLP (2014) carried out a comparison of selected corporate gov-
ernance codes among the United States, the United Kingdom, France,
Germany, the OECD, the Netherlands, Norway, Switzerland, Australia,
Brazil, China, Hong Kong, India, Russia, and the United Arab Emirates.
This study compares the selected codes based on a wide range of fields
(e.g. corporate governance transparency, independent board leadership,
shareholder input in director selection). Despite its cross-national charac-
ter, the study does not incorporate analytical steps in regard to the degree
of corporate governance acceptance among the selected countries.

Therefore, this analysis features an in-depth analysis of the current
acceptance of corporate governance codes among German and Austrian
companies being part of their country’s leading share index. The countries
Germany and Austria were chosen due to two reasons: Firstly, both Ger-
many and Austria introduced their national corporate governance codes in
2002 and therefore have gained experience over a comparable length. Sec-
ondly, the German and the Austrian corporate governance codes possess
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a high similarity in terms of content and structure and are therefore suita-
ble for comparisons.

In specific, the following research objectives were defined on a per
country level:

1. To identify the average acceptance rate indicting the extent to which
incorporated companies of either Germany and Austria follow the
principles of the respective corporate governance code

2. To determine the relative amount of deviations per application field
as set out by the respective corporate governance code

3. To determine the absolute amount of deviations per principle as set
out by the respective corporate governance code

Methodology and data

The analysis incorporates all companies of the two countries’ leading
stock indexes Deutscher Aktienindex (short: DAX) and Austrian Traded

Index (short: ATX) as per December 31th 2014.

Table 2.:
Dec. 31% 2014

Overview of companies of leading stock indexes as per

DAX company (Germany)

ATX company (Austria)

Adidas AG Andritz AG

Allianz SE Buwog AG

BASF SE CA Immobilien Anlagen AG
Bayer AG Conwert Immobilien Invest SE
Beiersdorf AG Erste Group Bank AG

BMW AG Flughafen Wien AG
Commerzbank AG Immofinanz AG

Continental AG Lenzing AG

Daimler AG Osterreichische Post AG
Deutsche Bank AG OMV AG

Deutsche Borse AG

Raiffeisen Bank International AG

Deutsche Lufthansa AG

RHI AG

Deutsche Post AG

Schoeller-Bleckmann Oilfield Equipment AG

Deutsche Telekom AG

Telekom Austria AG

E.ON SE

Uniga Insurance Group AG

Fresenius Medical Care AG & Co. KGaA

Verbund AG
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DAX company (Germany)

ATX company (Austria)

Fresenius SE & Co. KGaA

Vienna Insurance Group AG

HeidelbergCement AG

Voestalpine AG

Henkel AG & Co. KGaA

Wienerberger AG

Infineon Technologies AG

Zumtobel Group AG

K+S AG

Lanxess AG

Linde AG

Merck KGaA
Miinchener Riick AG
RWE AG

SAP SE

Siemens AG
ThyssenKrupp AG
Volkswagen AG

Source: Deutsche Borse AG, 2015; Wiener Borse AG, 2015

Required information in regard to the compliance with single princi-
ples of the German and Austrian corporate governance codes were drawn
from the company’s corporate governance reports of fiscal year 2014 or,
if the company has an non-calendar fiscal year, of fiscal year 2014/2015.
For German companies, also conformity statements indicating the extent
of compliance with the corporate governance code on an aggregated level
were considered for the same period.

For research objective (1)
To determine the average acceptance rate per country, the acceptance rate
per company was determined at first (amount of fulfilled principles over
the amount of total principles). Afterwards, the results were added on a
country level and divided by the amount of companies per country. This
mathematical procedure can be expressed with the following formula:
AAR;= = e, (XL (1)

with X =amount of fulfilled principles per company

Xc¢=amount of total principles per country

N¢ = amount of companies per country
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Each principle was regarded as equal element, irrespective of its im-
portance to the company, its extent (one or several rules included), or their
nature (legal rule, comply-or-explain rule, or recommendation).

For research objective (2)

While the Germany corporate governance code covers six application
fields, the Austrian pendant holds only five fields. These are provided in
the following table.

Table 3.:  Application fields of German and Austrian corporate
governance code

German Code Austrian Code

Shareholders and the General Meeting Shareholders and the General Meeting

Management Board Management Board

Supervisory Board Supervisory Board

Cooperation between Management Board | Cooperation between Management Board
and Supervisory Board and Supervisory Board

Transparency Transparency and Auditing

Reporting and Audit of the Annual Finan-
cial Statements

Source: Regierungskommission Deutscher Corporate Governance Kodex, 2015;
Osterreichischer Arbeitskreis fiir Corporate Governance, 2015

For determining the relative amount of deviations per application
field, six application fields as set out in the German code were considered.
Principles covered in the “Transparency and Auditing” chapter of the
Austrian code were split into two parts in accordance with the naming of
the subchapters’ headings and allocated to either “Transparency” or “Re-
porting and Audit of the Annual Financial Statements”. To determine the
relative amount of deviations per application field, all deviations reported
by the companies of each country were aligned to one of the six applica-
tion fields. To account for the different amount of companies per country,
the sum of deviations per application field was divided by the amount of
companies.

For research objective (3)

To identify the absolute amount of deviations per principle, reported de-
viations were allocated to the principles as set out by both the German and
the Austrian code.
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Results

For research objective (1)
Based on the aforementioned formula, the average acceptance rate
amounts to 98.3% for Austria and 97.2% for Germany. Moreover, the fol-
lowing descriptive statistics were determined for the data sample:

Table 4.:  Descriptive statistics for German and Austrian data set
Germany Austria

Minimum 90.5% 95.6%

1st Quartile 95.6% 97.5%

Median 98.4% 98.9%

3rd Quatrtile 99.6% 99.2%
Maximum 100.0% 100.0%

N 30 20

Mean 97.2% 98.3%
Standard Deviation 0.027088 0.013380

These statistics are depicted in the following figure:

Germany

Austria

0%

90%

92% 94%

96%

98% 100%

Figure 1.: Box plots for German and Austrian data set

Source: Own investigations
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The average acceptance rate for Austrian companies slightly sur-
passes the value for German companies. At the same time, spread and
standard deviation are larger in German data set.

For research objective (2)
The amount of deviations per application field is shown in the following
figure:

=== Austria
Shareholders and the —Germany
General Meeting
30
25
Reporting and Audit of 20 Cooperation between
the Annual Financial 15 Management Board and
Statements Supervisory Board

10

Transparency Management Board

Supervisory Board

Figure 2.: Absolute amount of deviations per application field per
country
Source: Own investigations

On average, each German company reports 1.8 deviations from the
codes while each Austrian company reports 1.5 deviations. Accounted for
the number of companies considered in each of the two data sets, the rel-
ative amount of deviations per application field is presented in the follow-
ing figure:
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General Meeting ===Austra

Germany
Reporting and Audit of Cooperation between
the Annual Financial Management Board and
Statements Supervisory Board
Transparency Management Board

Supervisory Board

Figure 3: Relative amount of deviations per application field per
country
Source: Own investigations

Application fields “supervisory board” and “management board”
hold the most deviations from the code in both countries (93% and 60%
in Germany, 60% and 60% in Austria). Particularly striking, almost every
German company holds a deviation in application field “supervisory
board” on average. Regarding application fields “Cooperation between
the Supervisory Board and the Management Board”, “Shareholders and
the General Meeting”, as well as “Transparency”, companies of both
countries hardly deviate from the corporate governance codes (<10%).

For research objective (3)

The following figure lists the principles most deviated from as well as the
amount of deviations as reported by both German and Austrian compa-
nies:
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W Austria

Germany

Composition of management board’s compensation
(Principle 27)

Existence of a nomination committee (Principle 41)

Supervisory board's prohibition to assume functions
on competitors' boards (Principle 45)

Auditors” assessments of the effectiveness of the
company’s risk management (Principle 83)

Code requirement

Severance pay cap for management (Principle 4.2.3)

Supervisory board’s composition to ensure proper
task allocation and objective definition (Principle
54.1)

Supervisory board's compensation (Principle 5.4.6)

Amount of deviations

Figure 4.: Most quoted deviations per principle per country
Source: Own investigations

In Germany, by far the most quoted deviation applies to the severance
pay cap for management. Also, practices in regard to supervisory board’s
composition to ensure proper task allocation and objective definition as
well as supervisory board's compensation were quoted frequently to devi-
ate from the code. Deviations quoted the most in Austria refer to the com-
position of management board’s compensation, the existence of a nomi-
nation committee, supervisory board’s prohibition to assume functions on
competitors' boards, as well as auditors’ assessments of the effectiveness
of the company’s risk management.

In Austria, five companies (corresponding to 25% of all Austrian
companies) do not report any deviation from the code and are therefore
fully compliant with the code. In Germany, the same figure amounts to
eight companies (corresponding to 27% of all German companies).

Conclusion

Provided the average acceptance rates of 98.3% and 97.2% respectively,
the acceptance of corporate governance in Austria and Germany can be



64 Gazdasag & Tarsadalom / Journal of Economy & Society — 2015. 4. szam

regarded as comparably high. Acceptance in Austria was found to be
slightly above the acceptance rate in Germany. While the composition of
deviations based on application fields appears to be similar in both com-
panies, the setup is different on a principle level. Deviations appear to be
more heterogeneous in Austria as most quoted deviations are spread more
evenly among several principles. In both countries the application field
“management board”, especially principles referring the compensation of
management hold a comparably high level of deviations.
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Web 2.0 ermdglicht.

KEYWORDS: Web 2.0, KMU, Social Media, Microsoft Social Listening, Strat-
egien, Unternehmensstrategien, Marketing

JEL codes: A10, All, M21, M31

® Dipl.-Kffr. Nicole Wassenberg MBA PhD Student, Westungarische Universitt
® Dr. Christian Lehmann Stellvertretender Geschéftsfiihrer, GOB Software & Systeme
GmbH & Co. KG, Krefeld, Deutschland



Social Media Strategien im Web 2.0 67

Einfiihrung ins Thema
»docial Media Strategien im Web 2.0%

Im Folgenden wird eine kurze Einfithrung in die Thematik Social Media
Strategien im Web 2.0 vorgestellt. Dazu wird zuerst das Web 2.0 definiert
und ndher erldutert. Dies umfasst neben einer Definition, die Benutzer-
freundlichkeit sowie die Instrumente des Web 2.0. Im anschlieSenden Ka-
pitel erfolgt dann eine ndhere Betrachtung von Social Media Marketing
und dem Einsatz in Unternehmen.

Web 2.0

Der Begriff Web 2.0 beschreibt eine technologische sowie soziale Ent-
wicklungsstufe hinsichtlich des Angebotes und der Nutzung des Internets.
Eine Definition des durch Tim O’Reilly gepragten Begriffs existiert nicht.
Web 2.0 umfasst dabei keine grundlegend neue Art von Technologien o-
der Anwendungen, sondern stellt vielmehr eine Nutzung und Weiterent-
wicklung der Moglichkeiten dar, die das Internet bietet.

Der Mensch hatte im Web 1.0 eher eine passive Rolle. Er konnte zwar
Informationen sammeln und zusammentragen, aber es gab keine Moglich-
keit fiir ihn, Kommentare, Verbesserungen oder Kritik an den bestehen-
den Informationen zu verdffentlichen. Die Suche war aufgrund fehlender
Suchmaschinenoptimierung langsam und schwer. Im Gegensatz dazu hat
der Mensch im Web 2.0 eine aktive Rolle. Diese bezieht sich primér auf
eine verdnderte Nutzung und Wahrnehmung des Internets (Kohler—
Arndt-Fetzer, 2008, S. 2.). Um dieses gednderte Benutzerverhalten und
die neue Rolle zu definieren, hat sich der Begriff ,,Prosumer* durchge-
setzt, welcher sich aus den Wortern ,,Producer (englisch fiir Produ-
zent/Hersteller) und ,,consumer* (englisch fiir Verbraucher) zusammen-
setzt (Schommers, 2009, S. 48.). Der Unterschied zwischen der ,,Consu-
mer* Rolle, im Web 1.0 und der ,,Prosumer* Rolle im Web 2.0 basiert auf
der Moglichkeit Inhalte zu erstellen, zu verdndern, zu bearbeiten und zu
verteilen. Der User wird hierbei nicht eingeschrankt, sondern vielfach un-
terstiitzt. Nutzer kdnnen im Umgang mit dem Internet ganze Systeme
technisch sowie inhaltlich verdndern und gestalten.

Benutzerfreundlichkeit (Usability) im Web 2.0

Usability bezeichnet die Benutzerfreundlichkeit einer Website. Dies be-
trifft sowohl das Erscheinungsbild, als auch die Bedienbarkeit einer
Website. Im Web 1.0 war die Usability noch nicht so ausgepragt, wie im
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Web 2.0 (Alby, 2007, S. 10.). Diese Verdnderung gilt als eines der wich-
tigsten Unterscheidungsmerkmale einer Web 1.0 Seite im Vergleich zu
einer Seite des Web 2.0 Seite und wird von Jakob Nielsen in den Medien
postuliert (Alby, 2007, S. 11.). Usability entstand aus dem Gedanken, alle
Menschen am Internet teilhaben zu lassen, den Inhalt stérker in den Fokus
zu setzen und ihn iibersichtlicher zu gestalten.

Die meisten der heute verfiigbaren Web 2.0 — Websites bieten ihren
Besuchern bzw. Nutzern eine benutzerfreundliche Oberflache, Software
und Speicheranlagen durch ihre Browser. Allen Benutzer stehen die glei-
chen Angebote zur Verfiigung, um die meistgenutzten Hauptfunktionen
und Eigenschaften einer Website (Soziale Netzwerke, Benutzer erstellte
Webseiten oder sog. Tags und ,,self-publishing-Plattformen®) zu nutzen.
Das ermoglicht allen Nutzern sich auf verschiedenen Plattformen mit an-
deren Nutzern zu verbinden und auszutauschen (Faber et al. 2012, S. 24.).
Bezugnehmend auf diese 0.g. Hauptfunktionen, fokussiert das Web 2.0
Usability. Usability versucht dabei eine klare Struktur des Hauptkontextes
auf einer Website allen Nutzern zur Verfligung zu stellen.

Man unterteilt die Usability generell in zwei Bereiche: die Barriere-
freiheit und das Design (Alby, 2007, S. 10.). Als barrierefreies Internet
werden Web-Angebote bezeichnet, die von allen Usern, unabhingig von
korperlichen oder technischen Moglichkeiten, uneingeschriankt genutzt
werden konnen. Gleichzeitig wird darauf geachtet, dass Usern, die nicht
beeintrachtigt sind, ebenfalls keine Barrieren in den Weg gelegt werden.
Ebenso wie fiir Produkte, die im Handel erhiltlich sind, gibt es auch fiir
das Design von Websites bestimmte Konventionen, die einen einfachen
Umgang ermdglichen sollen. Diese Konventionen sind darauf ausgelegt,
den Inhalt moglichst strukturiert und eindeutig darzustellen.

Instrumente im Web 2.0

Es gibt viele Instrumente im Web 2.0. Die meist bekanntesten Instrumente
sind Wiki, Blogs, soziale Netzwerke und ,,Tagging*.

Wiki

Ein Wiki (hawaiianisch fiir ,,schnell®) ist ein System aus Artikeln, die un-
tereinander verlinkt sind und deren Inhalte von den Benutzern nicht nur
gelesen, sondern auch online direkt im Browser geéndert werden konnen
(Cyganiak, 2014). Im Prinzip ist ein Wiki ein Content-Management-Sys-
tem, der kollaboratives Arbeiten ermoglicht (Back—Gronau—Tochter-
mann, 2009, S. 10ff.). Zum Bearbeiten der Inhalte wird meist ein einfa-
cher Editor verwendet. Dadurch wird es nahezu jedem Nutzer ermoglicht,
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einen Eintrag in ein Wiki einzustellen (Back—Gronau—Tochtermann—
2009, S. 10ff.). Die Anderungshistorie ist eine Funktion, die ein Wieder-
herstellen dlterer Wikis ermdglicht. Durch Kommunikation zwischen den
Verfassern, die sogenannte Background-Diskussion, werden Artikel zu-
nehmend genauer, da in diesen oft ungenaue oder unwichtige Informatio-
nen kritisiert werden. Die meisten Wikis werden als Art Lexika oder On-
line-Hilfestellungen benutzt und ermdglichen so den Wissensaustausch.
Das wohl bekannteste Wiki ist die Online Enzyklopadie Wikipedia.

Blog

Der Blog ist eine Art digitales Tagebuch (Rohrborn, 2008). Blogs werden
in der Regel standig aktualisiert und sind endlos d.h. es entsteht eine lange,
abwarts chronologische sortierte Liste von Eintrdgen auf Websites (Alby,
2007, S. 271ff.). Inhaltlich werden meist die Gedanken zu bestimmten The-
men niedergeschrieben. Der Herausgeber steht als wesentlicher Autor
iiber dem Inhalt und die Beitrdge sind haufig aus der Ich-Perspektive ge-
schrieben. Der Blog bildet ein fiir Autor und Leser einfach zu handhaben-
des Medium zur Darstellung von Aspekten des eigenen Lebens und von
Meinungen zu spezifischen Themen. Meist sind auch Kommentare oder
Diskussionen der Leser iiber einen Artikel zuldssig, welche entweder mo-
deriert werden, d. h. sie miissen erst vom Blogger freigeschaltet werden,
oder sie erscheinen direkt im Blog (Alby, 2007, S. 28.). Damit kann das
Medium sowohl zum Ablegen von Notizen in einem Zettelkasten, zum
Austausch von Informationen, Gedanken und Erfahrungen als auch zur
Kommunikation dienen. Insofern dhnelt eine solche Ansammlung einem
Internetforum, je nach Inhalt aber auch einer Internetzeitung (Réhrborn,
2008). Blogs werden hdufig in sogenannten E-Portfolios verwendet. E-
Portfolios sind Internet/Intranet basierte Sammelmappen, die verschie-
dene digitale Medien und Services integrieren. Sie dhneln einer personli-
chen Website oder dem Klassischen Portfolio. Das E-Portfolio kann als
eine digitale Sammlung von Informationen beschrieben werden. Dariiber
hinaus werden individuelle Portfolios fiir den nicht-6ffentlichen Einsatz
als eine Art Lerntagebuch angesehen, mit dem Ziel, eigene Kompetenz-
profile zu entwickeln und den Erfolg durch die Reflexion iiber das Ge-
lernte noch zu steigern. Ein Blog kann jedoch nur teilweise als Konkur-
renz zu den Klassischen Publikationsmedien gesehen werden, welche
zentral organisiert sind und redaktionell gefilterte Betrdge publizieren.
Blogs geben eine eher subjektive Meinung des Autors wieder, anstatt ge-
zielt objektive Informationen zu verbreiten (Alby, 2007, S. 29.).
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Soziale Netzwerke

Soziale Netzwerke sind Websites, auf denen sich Menschen mit ihren
Freunden, Kollegen und Bekannten online vernetzen konnen. Jedes sozi-
ale Netzwerk hat seine eigenen Moglichkeiten und Herausforderungen.
Die Nutzer dieser sozialen Netzwerke haben unterschiedliche Erwartun-
gen an die jeweiligen Netzwerke (Barker et al., 2008, S. 179.). Vor dem
Hintergrund der werblichen Zwecke durch Unternehmen und ihre Pro-
dukte, haben Unternehmen ein besonderes Augenmerk auf soziale Netz-
werke gelegt, da sich dort neue Moglichkeiten ergeben, mit Kunden und
Interessenten interagieren zu konnen. Damit einher gehen die inkludierten
Optionen, in sozialen Netzwerken Gruppen und Fan-Seiten zu erstellen,
die allen Nutzern zur Verfligung stehen und jederzeit eingesehen werden
konnen (Zarella, 2010, S. 53.).

Die Historie und der Ursprung der (sozialen) Netzwerke geht auf den
Anfang der 1980er Jahre zuriick. Dort konnten sich erstmals Nutzer in ein
System einloggen, um Software und Daten zu teilen, sowie Nachrichten
an andere Nutzer zu versenden und an 6ffentlichen Pinnwinden zu posten.
Mit dem Wachstum des Internets erfreuten sich soziale Netzwerke immer
weiterer Beliebtheit und erste soziale Netzwerk-Websites wurden erstellt
(Weinberg 2009, S. 199.). Das heute bekannteste soziale Netzwerk heif3t
Facebook und wurde in 2003 in den Vereinigten Statten von Amerika ge-
griindet. Urspriinglich als exklusive Plattform fiir Studenten der Harvard
Universitdt, steht es seit 2006 allen Nutzern (die im Besitz einer giiltigen
E-Mail Adresse sind) weltweit zur Verfiigung (Zarella, 2010, S. 57.).

Bezugnehmend auf den Basisgedanken der sozialen Netzwerke, ver-
binden Netzwerke Menschen miteinander, die sich aus ihrem Alltag und
Privatleben kennen, sich vertrauen und gemeinsame Interessen haben.
Tagging
Der Begriff Tag leitet sich von der englischen Bedeutung des Wortes (Eti-
kett) ab (Schommers, 2009, S. 57.). Tags werden dazu benutzt, Medien
oder Dokumente einem bestimmten Thema zuzuordnen bzw. Schlagworte
zu vergeben (Weinberg, 2010, S. 224.). Viele Mediendienste im Web 2.0
haben eine Suchfunktion fiir Tags (Schlagworter) integriert. Suchen sind
anhand von Metadaten mdglich, da dann nach bestimmten Begriffen ge-
sucht werden kann und nicht nach kompletten Inhalten. Als Metadaten
werden Daten bezeichnet, die Informationen iiber andere Daten enthalten.
Metadaten und Tagging sind eng miteinander verbunden. Tagging ist der
Vorgang Metadaten zu vergeben (Werner, 2008, S. 37.). Zum Bespiel sind
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die Metadaten einer digitalen Datei Verfasser, Datum und Uberschrift.
Die Metadaten sind diese Begriffe und der Vorgang diese Schlagworte zu
vergeben ist das Tagging.

Erldauterung von Social Media Marketing in Unternehmen

Nach einer Einfithrung in die Thematik Web 2.0 erfolgt nun die Vorstel-
lung von Social Media in Unternehmen. Dazu wird vorab Social Media
definiert und Social Media Marketing in Unternehmen erldutert. An-
schlieBend erfolgt die Vorstellung von Social Listening, sowie die In-
tegration in kleine und mittelstindische Unternehmen.

Social Media

Um die Relevanz von Social Media zu verstehen, wird eingehend in die-
sem Kapitel das Basiswissen von Social Media erlautert. Dazu werden
unter Einbezug der relevanten Fachliteratur kurz die Hauptfaktoren von
Social Media vorgestellt.

Der englische Begriff Social Media setzt sich aus zwei Terminologien
zusammen. Social und Media. Social (englisch fiir ,,s0zial*) bezieht sich
auf das menschliche Bediirfnis bzw. den Instinkt, sich mit anderen Men-
schen zu verbinden. Dieses Verhalten geht auf den Zeitpunkt zuriick, als
die Spezies begann, zu existieren (Safko, 2010, S. 4). Menschen versu-
chen in Gruppen mit anderen Menschen zusammen zu sein, die dhnlich
bzw. gleichgesinnt sind. Dies liegt nach Grabs und Bannour darin begriin-
det, dass Menschen und Gruppen von Menschen, die dhnlich sind, gleiche
Gedanken haben und ihre Gedanken sowie Erfahrungen teilen (Grabs—
Bannour, 2011, S.25).

Die zweite Terminologie Media (englisch fiir Medien) beschreibt wie
Menschen miteinander verbunden sind. Diese Verbindung kann als jede
Verbindung beschrieben werden, um miteinander verbunden zu sein, z.B.
Briefe, Audio, Web, Television, E-Mail etc. (Safko, 2010, S. 4.). Ausge-
hend von der Definition Social Media, beschreiben Bernecker und Beil-
hart (2011, S. 55.), Social Media als den effektiven Prozess, der genutzt
werden kann, um andere Menschen zu erreichen und sich mit ihnen zu
verbinden.

Zusammenfassend kann Social Media als Medien definiert werden,
die genutzt werden um ,,social* zu sein. Das hei3t, dass hunderte von
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Technologien, die Menschen zur Verfligung stehen, genutzt werden, um
mit anderen Menschen in Verbindung zu stehen.

Social Media Marketing in Unternehmen

Bezugnehmend auf den Grundgedanken von Social Media miissen Unter-
nehmen die Frage individuell beantworten, ob sie Marketing (speziell
Social Media Marketing) betreiben wollen und wie viel sie bereit sind zu
investieren. Social Media kann dabei jedoch nicht als Kompensation fiir
fehlende oder schlechte Marketing Aktivitdten gesehen werden.

Social Media stellt ein neues Set an Instrumenten bereit, die es Un-
ternechmen ermoglichen, mit Kunden und Interessenten in Verbindung zu
treten und erste Beziehungen aufzubauen (Safko, 2010, S. 5.).

Social Media kann als eine Gegenseitige-Kommunikation gesehen
werden. Heutzutage glauben Kunden und Interessenten nicht mehr (aus-
schlieBlich) an klassisches Marketing und Marketing Botschaften, sondern
vertrauen vielmehr den Aussagen und Meinungen von Menschen und
Gruppen, die sie kennen und denen sie vertrauen (Heymann-Reder, 2011,
S. 22.). Innerhalb dieses Kommunikationswechsels im Konsumenten-Mar-
keting ist die Reihenfolge dabei wie folgt verschoben und definiert: Zuho-
ren, folgen, verstehen und nur am Ende sprechen (Hettler, 2010, S. 26.).

Social Media Marketing ist vergleichbar mit einem Networking
Event oder einer Fachmesse, wo sich viele Menschen mit gleichen oder
dhnlichen Interessen treffen. Innerhalb dieser Events bilden sich oft
Gruppen von 3-5 Personen, die vertieft liber ein Thema diskutieren.
Kommt eine neue/ fremde Person in diese Gruppe, empfiehlt es sich fiir
diese erst zuzuhoren und nicht direkt seine eigene Meinung, sein Wissen
und seine Profession zu teilen (Bernecker und Beilharz, 2011, S. 53.).
Neue Gruppenmitglieder haben so die Moglichkeit, sich ein Bild tiber die
Gruppenunterhaltung und den jeweiligen Kenntnisstand der einzelnen
Mitglieder zu machen, bevor sie im passenden Moment der Konversation
(ggfs. nach Aufforderung) ihren Beitrag leisten. Dadurch erhoht sich die
Reputation der neuen Gruppenmitglieder und kommt es zu Fragen nach
der eigenen Meinung, Wissen oder der Profession des neuen Mitgliedes,
erhélt der Beitrag dieser Person einen hoheren Stellenwert (Bernecker—
Beilharz, 2011, S. 55.).

Social Media verfolgt den gleichen Ansatz. Menschen mit gleichen
Interessen finden sich in Gruppen zusammen, um {iber gewisse Themen
zu diskutieren oder auszutauschen (Safkos, 2010, S. 6.). Sind im richtigen
Moment, Wissen und Meinungen prisent, erhédlt oftmals das Produkt/
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Unternehmen den Zuschlag, dessen Vertrauen innerhalb der Gruppe
vorhanden bzw. am groBten ist. Uber dieses geschaffene Beziehungs-
konstrukt generiert Social Media (Marketing) vertaruenswiirdigere Unter-
nehmensbeziehungen zu Kunden und Interessenten, hohere Umsétze,
geringere Reklamationen und eine verbesserte ,,Word of Mouth* (Ber-
necker—Beilharz, 2011, S.63).

In den meisten Unternehmen wird Social Media fiir Marketing, Ver-
trieb, PR und Kommunikation mit Kunden eingesetzt. Social Media gilt
dabei in Unternehmen im Kundenservice, B2B-Bereich und in der inter-
nen Kommunikation als ein besonders effektives Instrument (Safko, 2010,
S.8).

In der gesamten Kundenbetreuung eignet sich Social Media ideal um
mit Kunden nach dem Verkauf in Verbindung zu bleiben. Setzen Unter-
nehmen Social Media auch im B2B-Bereich ein, so muss Social Media als
ein integrativer Ansatz der gesamten Unternehmensstrategie gesehen wer-
den, da die Mehrheit der Kunden sowohl im B2B als auch im B2C- Be-
reich davon profitieren — besonders, wenn einige Informationen Passwort
geschiitzt bleiben. Als letzter Ansatz kann Social Media auch in der inter-
nen Kommunikation eingesetzt werden. So haben Unternehmen die Mo g-
lichkeit, mit Thren Mitarbeitern zu kommunizieren und in Verbindung zu
bleiben. Einerseits haben die Mitarbeiter dadurch die Chance, Ideen, Bil-
der und beispielsweise Videos auszutauschen, anderseits werden sie ein
starkerer Teil der Organisation (Bernecker—Beilharz, 2011, S. 64.).

Social Listening

Im Folgenden wird Bezug auf das Analyse Instrument Microsoft Social
Engagement vom Softwareproduzenten Microsoft Corporation genom-
men. Dazu erfolgt eingangs eine kurze Definition der {ibergeordneten
Software Social Engagement und anschlieBend eine Vorstellung der
Funktion Social Listening, die als Teil des Instruments agiert.’

" Im Rahmen der vorliegenden Publikation wird ausschlieBlich das Analyse Tool Micro-
soft Social Listening der Microsoft Corporation vorgestellt. Weitere bzw. dhnliche In-
strumente (anderer Anbieter) finden keine Anwendung.
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Microsoft Social Listening

Der englische Begriff Social Listening setzt sich aus zwei Terminologien
zusammen. Social und Listening. Der Begriff ,,Social* wurde im voran-
gegangen Kapitel bereits ndher definiert und erldutert. ,,Listening* stammt
ebenfalls aus dem Englischen und steht fiir zuhoren bzw. lauschen.

Der amerikanische Software-Produzent Microsoft hat ein Marketing-
Analyse-Instrument entwickelt, welches Unternehmen erméglicht, digi-
tale Markte und soziale Netzwerke zu screenen: Social Engagement.
Social Engagement ist eine Software, die primédr im Marketing und Ver-
trieb sowie kundennahen Abteilungen zum Einsatz kommt. Innerhalb der
Software Social Engagement gibt es verschiedene Funktionen. Eine da-
von ist Social Listening (Microsoft Deutschland GmbH, 2015c¢).

Social Listening ist eine Funktion innerhalb des Analyse-Instruments,
die dem Nutzer erméglicht soziale Netzwerke in Echtzeit zu beobachten,
auszuwerten und zu analysieren. National und international. So haben Un-
ternehmen die Moglichkeit zu verfolgen, was ithre Kunden und Interessen-
ten in sozialen Netzwerken posten, austauschen und in Blogs diskutieren.

Integration von Microsoft Social Listening in kleinen und
mittelstindischen Unternehmen

Nach einer Einfiihrung in die Thematik Social Media und die Einordnung
von Microsoft Social Listening innerhalb der Social Media-Analyse-In-
strumente, wird im folgenden Kapitel aufgezeigt, wie die Integration von
Microsoft Social Listening in kleinen und mittelstdndischen Unternehmen
erfolgen kann.

Die meisten Unternehmen setzen zur Ressourcenplanung (Personal,
Produktion, Finanzen etc.) ihrer Organisation sog. ERP (Enterprise Re-
source Planning) — Systeme ein. Je nach ERP-Software-Hersteller und
Kunde sind diese ERP-Systeme entweder stark individualisiert oder stan-
dardnah in den jeweiligen Unternehmungen implementiert.

Das Produkt Microsoft Social Engagement kann unabhidngig von der
vorhandenen Unternehmenssoftware innerhalb der Organisation einge-
setzt werden. Microsoft bietet jedoch die Moglichkeit an, Social Engage-
ment und damit auch Social Listening, in Microsoft Dynamics CRM
(Customer Relationship Management) — oder Microsoft Dynamics ERP-
Software integriert zu nutzen, oder alternativ als eigensténdige (,,Stand-
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Alone®) Losung einzusetzen — unabhédngig von der eingesetzten ERP-
Software im Unternehmen (Microsoft Deutschland GmbH 2015b). In Ab-
bildung 1 wird die Integration und der Einsatz von Social Listening in
kleinen und mittelstdndischen Unternehmen verdeutlicht.

Hat sich ein Unternehmen fiir den Einsatz von Social Listening ent-
schieden, so ist es moglich die relevanten Informationen aus den sozialen
Netzwerken, Blogs und Nachrichtenseiten direkt im ERP-System abbil-
den zu lassen.

Abbildung 1.: Social Listening — Einsatz in kleinen und
mittelstindischen Unternehmen
Quelle: Eigene Darstellung

Social Listening ermdglicht Unternehmen, dass sie tiberall ,,zuh6-
ren®, Stimmungen analysieren und Interaktionen fordern konnen. Alle In-
formationen, die iiber das Instrument bereitgestellt werden, ermdglichen
den Entscheidern in Unternehmen entsprechend reagieren zu konnen und
ihre Strategien bei Bedarf anzupassen. Insofern eine Reaktion durch das
Unternehmen im Netz erfolgt, wird diese ebenfalls zeitnah und in Echtzeit
in den sozialen Netzwerken passieren. Die dann eingepflegten und aktua-
lisierten Informationen werden wiederum von den Nutzern in den sozialen
Netzwerken genutzt. Reaktionen auf die aktualisierten Anderungen lassen
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sich dann wiederum in Echtzeit in der Funktion der Software einsehen und
analysieren. Dieser Prozess kann als ein kontinuierlicher und sich wieder-
holender Kreislauf beschrieben werden.

Durch den Einsatz von Social Listening haben Unternehmen den Vor-
teil, dass durch das Instrument eine Analyse der Unternehmensreputation
im Vergleich zum Wettbewerb erfolgen kann. So lésst sich die Menge an
Likes (englisch fiir gefillt mir), Kommentaren oder beispielsweise Follo-
wern (englisch fiir folgen) einfach ermitteln und vergleichen. Daraus wie-
derum koénnen Unternehmen Signale zur Kaufentscheidung ableiten und
in ihrer Strategie dazu verhelfen, Werbekampagnen noch zielgerichteter
zu gestalten und platzieren (Leibniz-Instituts fiir Wissensmedien, 2015).

Aufgrund der Tatsache, dass soziale Netzwerke eine breitere Ziel-
gruppe erreichen konnen, als klassische Marketingaktivitdten, kdnnen
durch Social Listening auch neue Mérkte mit neuen Zielgruppen gefunden
und erschlossen werden.

Fazit

Im Zeitalter der Digitalisierung wird es fiir Internetnutzer immer einfa-
cher, Informationen iiber Produkte, Marken, Dienstleistungen und Unter-
nehmen zu generieren. Dank steigender Nachfrage und Einsatz von Social
Media im Web 2.0, haben Kunden und Interessenten heute viele Moglich-
keiten der Informationsbeschaffung.

Dem gegeniiber stehen jedoch noch viele kleine und mittelstandische
Unternehmen, die im Umgang mit den neuen Medien noch nicht sehr er-
fahren sind. Fehlende Erfahrung in dem Bereich, sowie Ressourceneng-
pésse fiithren dazu, dass keine Investments in dem Bereich getétigt wer-
den. Vor dem Hintergrund der sich stark wachsenden und veridndernden
Mirkte im Web 2.0, bedarfes jedoch eines Umdenkens der Unternehmen.
Das Web 2.0 bietet mittlerweile viele Moglichkeiten, online Mérkte zu
screenen und zu liberwachen. Viele Instrumente erleichtern das digitale
,»zuhoren* und ermoglichen, Stimmungen in sozialen Netzwerken zu er-
fassen. So hat Microsoft mit dem Software-Analyse-Instrument Social
Engagement und der darin enthaltenen Funktion Social Listening ein In-
strument geschaffen, welches einfach in Unternehmen implementiert und
bedient werden kann. Neben der Nutzerfreundlichkeit, ermdglicht der
frithe Einsatz einen strategischen Vorteil gegeniiber dem Wettbewerb, da
schnell und situativ auf Stimmungen im Netz reagiert werden kann. Ein
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weiterer Vorteil liegt darin, dass Social Listening neuste Technologien
und Instrumente miteinander verbindet. Dadurch ist es Unternehmen
moglich, neue Zielgruppen und Mirkte zu finden und zu adressieren, die
sonst bzw. ohne den Einsatz unerschlossen bleiben. Der Einsatz von
Social Listening im Marketing ist in den kurz- bis mittelfristigen Entschei-
dungsphasen zu beriicksichtigen.

Den Vorteilen stehen auch Nachteile gegeniiber. Wie bereits eingangs
erwihnt, erfordern die neuen Mérkte auch Fachkrifte, die fundierte Ex-
pertise im Social Media Bereich haben. Diese Fachkrifte sind entweder
neu einzustellen, oder vorhandene Ressourcen sind weiter auszubilden.
Ein weiterer Nachteil des Social Listenings liegt in der Einsetzbarkeit in
Unternehmen. Das Instrument als solches kann schnell implementiert
werden, jedoch sind nicht alle Branchen im Markt ideal fiir den Einsatz
geeignet. Es gibt Branchen, die privilegierter sind als andere Branchen. In
weniger privilegierten Branchen kann ein Einsatz durchaus weniger sinn-
voll sein. So kénnen beispielsweise wenige bis gar keine Informationen
im Netz vorhanden sein, die Trends, Meinungen und Stimmungen inner-
halb der Funktion abbilden kdnnen.
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A vallalkozas-vezetés és a stratégia problémai
a KKYV szektorban

Varga Zoltin®

ABSZTRAKT: Napjainkban minden vallalkozasnak felgyorsult, globalizalt gaz-
dasagi és tarsadalmi kornyezetben kell nyereséget termelnie és hossza tavon ké-
pesnek kell lennie a gyarapodasra. A kialakult versenyhelyzetben jra kell gon-
dolnia minden vallalkozasnak, hogy milyen stratégiat alakit ki a megvaltozott
kornyezetben, milyen eszkdzokkel bir és kivan-e élni, s milyen modon tudja kiil-
detését elérni, megvalositani.

A piaci informaciok csatornainak elemzésében a hirforras, informacios forras, az
iizleti trend, a marketing piaci lehetéségeket is jelentdsen befolyasolja. A straté-
gia hidnya és a rovid tava szemlélet, valamint a szerzddéses magatartas minésége
azok az akadalyozoé tényezok, amelyek az egyes vallalkozasok egylittmiikodését,
magatartasat gyengitik, illetve megnehezitik.

Jelen tanulmany a kis- és kozépvallalkozasokban tapasztalhat6 ellentmondasok-
ra, az Uzleti kultira, az informatikai tudas hianyara, és a vallalatvezetok képzet-
lenségének feltart okaira hivja fel figyelmet.

KULCSSZAVAK: menedzsment, tizleti kultra, KKV szektor
JEL kodok: M10, M12, M14

Bevezetés, célok

A magyar vallalati szektor hatékonysaganak tanulmanyozdsa soran Hal-
pern és Korosi (2001) rdmutattak a kisebb méretii vallalkozasok viszony-
lagos elmaradottsagéra, valamint a vallalati szektornak az atmeneti igazo-
das utan, az 1990-es évek masodik felében tapasztalt novekvo teljesitmé-
nyére. Az erdteljes, robbandsszerli technologiai fejlédés erdsodd verseny-
hez vezet. Magyarorszagon ugyanakkor az is tény, hogy a KKV szektor
vallalkozasainak egy része kényszervallalkozas, a csalddok megélhetését
hivatott biztositani. Az exportlehetdségek bdviilése, a multinacionalis val-
lalatokkal torténd egyre gyakoribb egyiittmiikodés bizonyitja, hogy elin-
dult egy bizonyos fokli nemzetkdziesedés, melynek csirdi egyre jobban

8 Dr. Varga Zoltan doktorandusz, Nyugat-magyarorszagi Egyetem Széchenyi Istvan
Gazdalkodas- és Szervezéstudomanyok Doktori Iskola, minizoltan@zalaszam.hu
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megmutatkoznak. Kéllai és Lengyel (2004) megallapitasi szerint a 2000-
es évek elso felében kizardlag a kisebb méretii vallalkozasok teremtettek
uj munkalehetdséget.

A KKV szektor kdrnyezetét jelentdsen befolyasolja a valtozd szak-
mai és gazdasdgossagi kovetelményrendszer, annak folyamatos valtozta-
tasa. A KKV szektor jelentds része kisméretii, technikai szinten elmara-
dott vallalkozas, akik beruhdzasok révén probaljak teljesitményiiket fo-
kozni. Ezzel a teljesitményjavulassal sem érik el a kozepes métert vallal-
kozasok hatékonysagat, mivel a technikai elmaradés olyan szamottevo.

Ehhez parosul az, hogy a magyar KKV szektor innovacios tevékeny-
sége alacsony szinten all (Szerb-Markus, 2008).

Mivel a magyar KKV szektor résztvevoi dontden a multinacionalis
cégek valtozo igényeit probaljak kiépiteni, ezért egyre nagyobb kihivast
jelent a folyamatosan valtozo piaci verseny. A vallalati stratégia f616tt Or-
kodnek a vezetdk, akik megfigyelik, €s jo esetben megvalaszoljak a ver-
senytarsak kihivasait. A stratégiai vezetés nem korlatozodik csak a veze-
tésre, szem eldtt tartva a lehetséges versenyelony fenntartasat. Ez szolgal
iranymutatasul a napi munka soran. A stratégia formaldsa a vallalkozas-
vezetés elvalaszthatatlan része. Ugyanakkor a vallalkozasok vezetdinek
figyelni kell a piac 0j lehetdségeit, a vallalkozasok szamara megjelend
kedvezo lehetdségeket.

A versenyben alland6 alkalmazkodasi kényszer alakul ki a folyama-
tos megfelelés és az ujabb feladatok elvallalasa miatt, mely sok esetben
az uj technologiak bevezetéséhez és alkalmazasahoz vezet. Sok esetben a
vallalkozasok vezetdi nem latva tisztan az elottiik allo feladatokat, min-
dent egy lapra tesznek fel. Ez egyes esetekben a vallalkozas hosszl tava
elére torését, egyes esetekben azonban a cégek bukasat vonja maga utan.
Jol miik6dd vallalkozasok dontd tobbsége az informaciokat kiillonbozo
csatornakbol szerzi be, mely informacidk a fennmaradashoz nélkiilozhe-
tetlenek. A stratégiai vezetdk a piac szerepldivel torténd kommunikéacio
soran tudjak megismerni a partnerek fejlesztési irdnyait, elképzeléseit.

Az informacidk helyes értelmezése, a vallalkozasra torténd alkalma-
zasa, a kiils6 kornyezeti tényezdk, trendek idébeli felismerése azonban nem
mindig esnek egybe. Ez neheziti a stratégia atalakitdsanak felismerését, a
meglévl intézkedéseket. A stratégia kiilonboz6 erdk Osszjatékaként sok
esetben inkabb kialakul, mintsem kialakitjak azokat (Salamonné, 2000).
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Az er6s6do technoldgiai fejlodés, erdsodo versenyhez vezet. A ver-
senytarsak stratégiaja alapvetéen ma mar a technologiai forradalom viv-
manyaira épiil (plL.: internet, elektronikus bankolas, hal6zati gazdasag stb.)
Ezért 0j stratégiakat kell fejleszteni, mellyel biztosithatd a jovedelmezo-
ség ¢és a hosszu tdvon vald fennmaradas.

A vezetOknek tehat realitasokon alapuld stratégiai tervezést kell meg-
valositaniuk (Illés—Podmaniczky, 1997). Ehhez olyan iizleti realitason
alapulo szemlélet tudatos alkalmazasokra van sziikség, amely adott poli-
tikai, gazdasagi, tarsadalmi, technologiai kornyezetben 1) vezetdi kompe-
tencidkat formal és kovetel meg egyszerre.

Kutatasi témavalasztasom alapvetd indoka, hogy a hazai vallalkoza-
sok a napi tevékenységében (informaciod, marketing stb.), a stratégiai te-
vékenységében (innovacio), €s a globalis piacon torténd versenyelényhdz
jutasban egyre nagyobb szerepet jatszik a vezetd, annak felfogasa, €s az
uj iranti igénye. Tehat a vezetd személyisége meghatdrozo. Minden vezetd
rendelkezik olyan koncepcidval, jovOképpel, mellyel iranyitja vallalkoza-
sat. Mindig arra kell torekedni, hogy a jovokép egyszerli és vilagos le-
gyen. Mindig a vezetd tudatos gondolkodasa, tapasztalata, iranymutatasa
hatarozza meg az elérend6 célt. Természetesen a vezetok képzettsége, ké-
pessége, ¢letkora, attitiidje mas és mas. Csak karizmatikus egyén tud
olyan jovoképet kialakitani, mozgdsitani tudja belsé kornyezetét. A ver-
senyhelyzetben Ujra kell gondolni minden vallalkozasnak:

— milyen stratégiat alakit ki a kialakult gazdasagi kornyezetben?

— milyen eszkdzdkkel rendelkezik €s kivan-e ¢Ini ezekkel?

— milyen mddon tudja kiildetését megvalositani?

— milyen modon szerzi meg a tovabblépéshez sziikséges informacidkat?

A KKV szektor szdmara az innovacié nagy lehetdséget rejt magaban.
Ez akkor igaz, ha felismerik és kihasznaljdk ennek jelentdségét. A KKV
szektor legnagyobb problémadja a jovedelemtermeld képesség €s a terme-
lIékenység, mely a statisztikai adatok alapjan jelentdsen elmarad a kor-
nyez6 orszagok szinvonalatol. Ez alatt nem csak a technikai elmaradott-
sagot kell érteni — bar ennek egyik oka az informéci6 hidny, mig masik
oka a forrashidny — hanem a nagy munkaerd koltségét, melyhez péarosul
az elmaradt termelés és marketingszemlélet hidnya. Az eldbbieket fo-
kozza az informacio késoi felismerése, ¢s annak alkalmazasa.

A Kis-¢és kozépvallalkozasok torekvése egyértelmii. Sikeriiljon a glo-
balis piacon megmaradni, illetve a globalis piacon teret nyerni. Meg kell
szerezni a versenyelonyoket és ehhez megfeleld versenyképességet kell
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kiépiteni. Ez csak ugy lehetséges, ha a KKV szektor részére az informaciod
idoben érkezik, és sikeriil kikényszeriteni a kommunikacié megvaltozta-
tasat. Szamos vallalkozasnak nincs stratégidja, vagy €éppen alstratégiak 1¢-
teznek, melyeknek példaul a kdnnyen megszerezhetd allami forrasok
megszerzése a célja (Varga, 2006)

A kis- és kozépvallalkozasok vallalatvezetési és stratégiai problémait
kérdéives mintavétel segitségével vizsgalom, figyelembe véve az eddigi ku-
tatasokat, €s tapasztalatokat. Tobbféle kérddivet vettem a kutatasi kérdéivem
Osszeallitasi mintajaul, €s ez alapjan probalom levonni a kdvetkeztetéseket.

Az egyes vizsgalt valtozok meghatarozasakor figyelembe vettem Van
der Veen (2004) megkozelitését, aki altalanos és specialis jellemzdket ma-
gyarazé valtozokra osztotta vizsgalt mutatoit. Altaldnos jellemz8k voltak:
altalanos képzettség szintje, vevo- és versenytars orientaltsag foka, a kor-
nyezeti forrasok és a vallalkozo szellemiiség.

A valtozé kategoériak kialakitasakor arra torekedtem, hogy a valtozok
tobbségeében egyetlen kategdriaba keriiljenek, ne legyenek atfedések, mivel
célszerli minél tisztabb kategoridkat képezni. A mintavétel soran olyan jel-
lemzoket valasztottam ki, amelyek alapvetd hatdssal lehetnek a kutatas soran
vizsgalt jelenségre. Arra torekedtem, hogy a témam szempontjabol fontosnak
értékelt vallalati és vezetdi jellemzok kertiljenek a vizsgélati mintaba. Mivel
a viselkedésformak, magatartasbeli sajatossagok okai a feltarasara alkalma-
sak, ezért a kvalitativ modszerek is helyet kaptak a kutatdsomban.

A vizsgalati kor kivalasztasakor a {6 vallalati tevékenységet nem kor-
latoztam, igy igen széles korben sikeriilt anyagot gytijtenem. A Kis-és ko-
zépvallalkozo szektor részére Nyugat-Dunantulon 600 db kérddiv keriilt
kikiildésre, melybdl a valaszt adok szdma 342 db, az értékelhetd valaszok
szama 274 db volt. Az értékelhetd valaszt ado vallalkozdsok megoszlasa
a kovetkezd: kereskedelem 12%, épitdipar 8%, €lelmiszeripar 5%, mez6-
gazdasag 16%, vegyipar 2%, pénziigyi szektor 11%, turizmus 8%, Gép-
gyartas 8%, informatika 9%, egyéb szolgaltatas 16%.

A mintdban szerepld, valaszt add kis- és kozépvallalkozoi szektor
vallalkozasok szerinti megoszlasa a kdvetkezd: 60,7% mikro vallalkozas,
32,4% kisvallalkozas, 6,9 % kozepes vallalkozas. (Mikro vallalkozasnal
az éves netto arbevétel vagy mérlegfédsszeg 2 millio euro, €s a létszdm
10 6 alatti; kisvallalkozasnal az éves nettd arbevétel, vagy mérlegfodsz-
szeg 10 millié euro, és 50 f6nél kevesebb a létszam; kozepes vallalkozas-
nal 50 milli6 euro éves nettd arbevétel, vagy mérleg szerinti eredmény, €s
250 t6nél kevesebb az alkalmazott).
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A mintavétel soran olyan vallalkozasoktdl kaptam irasos valasz, ame-
lyek legalabb 5 éve vannak a piacon és a vezetok tobbsége minimum 2
¢éve all a vallalkozas élén. Ez azt feltételezi véleményem szerint, hogy a
vallalkozas miikodésével tisztdban vannak.

Informacio, kommunikacio, tudas kapcsolata

A gazdasag résztvevoi a kdlesonos egymasra utaltsagban szdmos szallal kap-
csolodnak egymashoz és dontéseiket magatartdsukat, dontéen ez hatarozza
meg. A tudas mindig szerepet jatszik a gazdasag, a vallalkozas mitkodésében.
A tudas altal 1étrehozott informaci6 valhat a termelés és szolgaltatas folya-
matava. Ezzel gyorsul az innovaciok felhasznaldsa, ami a tudas beépiilésé¢hez
vezet. Ha tobb informacidval rendelkeziink, akkor elvileg jobb dontést tu-
dunk hozni. Azonban az informaci6é hordoz veszélyt is abban az esetben, ha
nem vizsgaljuk az informacio forrasat. Informacidk birtokaban kdnnyebb
partnert valtani, masrészt partnereket megtartani. Az informaciot, az elméleti
tudast az 1d6 fliggvényében a diffuzid segitségével vihetjiik at a gyakorlatba.
A tudas képesé tesz rugalmasan alkalmazkodni a kihivasokhoz.

A diffazio lényege az ismereteknek, tudasnak a gyakorlatba valo at-
vitelében all. Ezt a tavolsagot at kell hidalni. Ezt pedig gy tehetjiik meg,
hogy megismerjiikk azokat a tényezoket, amik annak befogadast segitik,
vagy akadalyozzak. Erre azért van nagy sziikség, mert a tapasztalat szerint
szaz innovaciobol mintegy tiz hasznosul csak, kilencven végleg feledésbe
meriil (Rogers, 2005). A diffuzios folyamat négy alapveto Osszetevéje: az
innovacid, a kommunikacios csatornak, az id6é dimenzioja, valamint az a
tarsadalmi rendszer, amelyben az adott folyamat lezajlik.

A kommunikacié célja, hogy a kiildé szdndéka szerint, az iizenet hata-
sara a befogadd valtoztassa meg a magatartasat, vagyis az addig bevett hoz-
zaallasat egy dologban. A diffuzi6 eddig a pontig megegyezik a kommuni-
kéacioval. Akkor beszélhetiink diffiziorél, amikor a befogadé mindenki sza-
mara megvaltoztatja a magatartasat, és ez dontéseiben is megmutatkozik. A
tudas, vagy a meggydzddés megvaltozasa egy dologban nem feltétleniil jar
egylitt a magatartas megvaltoztatasaval. Attdl még, hogy tudataban vagyunk
egy jelenségnek, még nem biztos, hogy megvaltoztatom a modszereim és
gyakorlatom. Azt kell kideriteni, hogy melyek azok a tényezdk, melyek ezen
magatartasbeli valtozasokra hatassal vannak, melyek valtjak ki azt. Megvizs-
galtam a mintaban szerepl6 vallalkozasok vezetdnek életkor és iskolai vég-
zettség szerinti megoszlasat. Az eredményt a kdvetkezd tablazat tartalmazza.
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1. tablazat: A KKYV vezetok éltkor és iskolai végzettség szerinti
megoszlasa (f6)

Megnevezés Féiskola, Fels6foku Erettségi Osszesen:
egyetem tanfolyam

30 év alatt 52 5 1 58

30-40 év kozott 21 15 2 38

40-50 év kozott 85 20 2 107

50 év felett 58 7 6 71

Osszesen: 216 47 11 274

Forras: Sajat vizsgalat

A tablazatbol lathato, hogy a KKV szektor vezetdinek 78,8%-a fOis-
kolai, egyetemi végzettséggel, 17,2%-a valamilyen fels6foku végzettség-
gel rendelkezik. A Kis- és kozépvallalkozas vezetok kor szerinti megosz-
lasa alapjan a vezetok 39,1%-a 40-50 év kozotti, 25,9%-ot képviselnek az
50 ¢év felettiek, és viszonylag magas a 30 év alattiak aranya (21,2%).

A 2. tablazat a vezetdk az idegen nyelv ismeretét mutatja be.

2. tablazat: A kis- és kozépvallalkozasok vezetdinek idegen nyelvi
ismerete a minta alapjan

Megnevezés Fo6 %

Angol 104 34,3
Német 86 31,4
Orosz 14 51
Romam 19 6,9
Szlovak 8 2,9
Szlovén 5 1,8
Horvat 6 2,2
Szerb 2 0,7
Francia 2 0,7
Nem beszél idegen nyelvet 93 33,9
Osszesen: - 100,0

Forras: Sajat vizsgalat

A kérddiv eredménye meglepd, ha azt is figyelembe vessziik, ami a
tablazatban nem lathato: vannak olyan vallalkozés vezetdk, akik nem egy,
hanem két-hdrom nyelven is beszélnek. Az idegen nyelvtudas elsésorban
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az eurdpai integralodas, nemzetkdzi palyazatok miatt lenne fontos. Mivel
koztudottan Kozép-Eurdpaban Magyarorszagon a legalacsonyabb a la-
kossag idegen nyelv ismeretének az aranya, fontos lenne, hogy a vallal-
kozéasvezetok legalabb egy idegen nyelvet beszéljenek. A nyelvtudas ala-
csony szintje befolyasolja a vallalkozasok gazdasagi teljesitményét. (A
felmérés csak vallalkozasok vezetdire vonatkozott.) Mindezek miatt to-
vabbi kérdést tettem fel a nyelvtanulasra, tovabbképzésre vonatkozoan.

3. tablazat: A vallalkozasvezetok sziikségesnek tartjak-e szervezett
formaban iizleti, vallalkozasi ismeretek tanulasat,
esetlegesen e tétmakorokben tovabbképzést?

Megnevezés | Mikrovallalkozas (%) | Kisvallalkozas (%) | K6zépvallalkozas (%)

lgen 20,9 23,6 41,1
Nem 79,1 76,4 58,9
Osszesen: 100,0 100,0 100,0

Forras: Sajat vizsgalat

A vallalkozas vezetOk a kérddiv alapjan dontéen naprakész informa-
ciokkal rendelkeznek. Ez azt jelenti, hogy a vezetdk tobbféle csatornan
keresztiil értesiilnek a hazai és nemzetkozi gazdasagi eseményekrol, a piac
valtozasarol.

4. tablazat: A vallalkozasok vezetoinek informacidszerzési csatornai

Megnevezés Arany (%)
Internet 35,1
Szakmai konferenciak 23,9
TV, radio, ujsag 18,7
Barat, ismeré6s 22,3
Osszesen: 100,0

Forras: Sajat vizsgalat

A vezeté mindig naprakész informacioval kell, hogy rendelkezzen an-
nak érdekében, hogy a vallalkozas életébe, gazdalkodasaba idében be tud-
jon avatkozni. Az internet elterjedésével a véllalkozés vezetdi gyorsabban
juthatnak informécidhoz. A felmérés szerint azonban a vezetok magabiz-
tossdga Onismereti hidnyossagokat hordoz. Ellentmondéds mutatkozik a
képzésekben torténd részvétel és az informacio szerzés modjai kozott. Ez
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azért is lényeges, mert ebbdl kdvetkeztethetd az is, hogy a vallalkozas ve-
zet6k mekkora figyelmet forditanak a személyes informacio-gytjtésre €s az
ismeretek megszerzésére. Itt jol lathatd, hogy a vezetdk kozel fele része
semmilyen képzésen, tovabbképzésen nem vesz részt, illetve ezt nem te-
kinti fontosnak. Pedig a vezetok tudjak, hogy a versenyben sziikségiik van
informaciokra, mert csak ezek alapjan tehetnek szert elényokre.

Megfigyelhetd, hogy a 40 éves korosztalyig dontden az internet adja
az informacid meghatarozo részét. 40 év feletti korosztaly elsdsorban
szakmai konferenciak, illetve baratok, ismerdsok, személyes kotédés ré-
vén jut informacidhoz. Ebben a korosztalyban figyelhetd meg jobban a
személyes csatornak felé torténd orientalddés, a megbizhatd, barati kap-
csolatokat részesitik eldnyben. Tobb tudoméanyos munka és az elmult
években tobb értekezés is foglalkozott azzal, hogy a kormanyzati infor-
macidk ugyan hasznosak, de kevesen tudjak hasznalni, hasznositani azo-
kat. Ebben egy nagy ellentmondés mutatkozik, mely kiilon kutatas témaja
is lehet, ugyanis sziikségesek a kormanyzati informaciok, de a vallalkozok
a szolgaltatasokra nem tartanak igényt. (Badinszky, 2009.) Az Eurdpai
Unids informaciéforrasokat alig hasznaljak a vezetok.

A vallalatvezetés képzetlenségének okai a kovetkezdkre vezethetok
vissza. A kéréivre valaszold vezetdk jelentds része sajat vallalkozasa gya-
korlatabol szerezte vezetdi ismereteit. Ez parosul azzal, hogy az ismeretek
forrasa csaladi, barati korbol szarmazik. Tobb esetben eléfordul, hogy a
vallalkozas vezetdje mas vallalkozo6 ,tevékenységébdl” tanult. A tervezési
tevékenység periférikus, elonyeirdl nincsenek meggydzodve. Sok esetben
eldszor keriil sor a sajat elképzelés megvaldsitasara, csak ezt koveti a piac
keresése. Hol teljesithetetlen véllalkozasba hajszolja magat, hol rengeteg
munkdval sem jut egyrdl-kettore.

A szakma értése nem mindig elég, példdul ismerni kell a marketing-
fogasokat is. Ezt be kell épiteni a mindennapi {izletvitelbe. A marketing
olyan mértékben hidnyzik egyes vallalkozok tudatabol, hogy az mar a j6-
vendd alkalmazkodd képességet veszélyezteti. Legtobb esetben csak
szakmai, ad6zés, szamvitel esetleg marketing tertiletét érintd képzéseken
vesznek részt a beosztott dolgozok. A képzésekre nem megy el a vezetd,
munkatarsait kiildi el a képzésekre, melybdl adoddan csak sziirt informa-
jarul hozza. Mindehhez parosul, hogy a technika valtozasanak eldnyeit
késon ismerik fél, mely tjabb lemaradast jelenthet a vallalkozas szamara.
Viszonylag kevés vallalkozas rendelkezik véllalatiranyitasi rendszerrel,
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mely informacidival, elemzéseivel segithetné a vallalkozas fejlodését. A
visszajelzések alapjan a vallalkozas vezetdk alacsony szamban olvassak a
gazdasagkutatok eldrejelzéseit, amely a szélesebb latasmod kialakitasa-
hoz vallalkozdi szinten is nélkiilozhetetlen.

A felmérés kitért a vallalkozasok tOkeszerkezetének vizsgalatara is

(5. tablazat).

5. tablazat: A vizsgalt KKV minta tokeszerkezete

Megnevezés Mikro- Kis- Kozép-
vallalkozas vallalkozas vallalkozas
(%) (%) (%)
Sajat téke 29,1 37,1 44,9
Hosszulejaratu kételezettség | 42,5 44,4 39,4
Révidlejaratu kételezettség 28,4 18,5 15,7
Osszesen: 100,0 100,0 100,0

Forras: Sajat vizsgalat

A kérdoives felmérés is jol szemlélteti a magyar kis — és kdzépvallal-
kozasok tokeszerkezeti problémait. Alapvetd gond, hogy a szektor ala-
csony sajat tokével rendelkezik. Ebben szerepet jatszik az, hogy a kis- és
kozépvallalkozasok nagy része hazai tulajdonban van, kis mértekben ta-
lalta meg a kiilfoldi toke azt a szektort. Masik gond, hogy a kis- és kdzép-
vallalkozasok kozott sok a kényszervallalkozas. A kis-és kozépvallalko-
zasok nagy része nem tudott bekapcsolodni a nemzetkdzi munkamegosz-
tas folyamataba a szigoru szakmai €s gazdasagossagi és kornyezetvédelmi
kovetelményrendszer miatt, igy belsé piacra termelnek.

Sok mikro- és kisvallalkozas nem képes tizleti tervet késziteni, igy ki-
zarja magat a tékéhez jutas lehetdségébdl. A belsd piac keresletének sziik-
iilésével értékesitési nehézségek 1épnek fel. Ez azzal magyardzhato, hogy
évek 6ta nincs fogyasztasbdviilés, s6t az utolsé években fogyasztas csokke-
nésrol beszélhetiink. Likviditasi problémat jelent az egyre gyakrabban ki-
alakul6 lanctartozas, mely a gazdasag egyes agaiban jelentds mértéket olt.
Emelkednek a finanszirozasi koltségek és egyre tobb szektort érintd vallal-
kozas kertil felszamolas kozeli allapotba. Ez megndveli a szektor rovid le-
jarati forrasigényét. Mindennapos jelenséggé valt a likviditas elvesztése,
létszamleépités, a stratégia megvaltoztatasa (Parragi, 2011).

A kisvallalkozoi szektorra jellemzd a nagyfoku kiszolgéltatottsag.
Sok esetben csak a partnerek igényeit elégitik ki. A magyarorszagi KKV
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szektor kiils6 megrendeldi kapcsolatrendszeriik alapjan harom csoportba
sorolhatok (Horanyi, 2001):

— Azok a vallalkozasok, amelyek kapcsolatai egyetlen megrendel6-
hoz kothetok. Ezek a vallalkozéasok egyetlen termeld vagy szolgal-
tato kiszolgalasara 0sszpontositanak. Ide sorolhatok azok a leany-
vallalatok is, amelyeket kiszerveztek, és tevékenységiik az anya-
vallalathoz kotddik. Egyiittmiikodés csokkenti onallosagukat, ki-
szolgaltatotta valnak.

— A beszallité vallalkozéasok altalaban kiilonbdzé méretii, mas gaz-
dasagi agakba tartozo vallalkozasok igényeit elégitik ki. Az ide
tartozok altalaban tobb labon allnak, ugyanakkor viszonylag nagy
rugalmassag sziikséges a lokésszerti megrendelések miatt.

— A széles korben értékesitd vallalatok altalaban a piac szamos terti-
letére értékesitenek, illetve termékekkel, szolgaltatasokkal hossza
tava kapcsolatokat épitenek ki. Piaci réseket is gyakran ki tudnak
szolgalni. A cégek rugalmassaga viszonylag nagy, ugyanakkor
gazdalkodasuk jelentds rugalmatlansagot feltételez. Ez némileg el-
lentmond annak, hogy a piac valtozasara érzé¢kenyek.

A kérdbives minta alapjan a szektor 20%-a nagyvallalatnak a beszal-
litdja, mig 67%-a a megkérdezetteknek piaci rést elégit ki, mig 3%
franchise. Mas csoportositas alapjan azt mondhatjuk, hogy a vallalkoza-
sok 14%-a egyetlen cég beszallitoja, 42% tobb cég beszallitoja, mig 44%
piaci rést elégit ki.

Altalanossagban elmondhatd a szektor tagjaira, hogy a nagy cégekkel
szemben a versenyhatrany fokozatosan nd, a gyenge a fizetési fegyelem
¢s a korbetartozasok nehezitik a munkéra valod koncentralast. Ehhez jarul
hozza az informdacidk lassu terjedése, amely a versenypozicid romlasahoz
vezet (Lesko, 2006).

A mikro- és kisvallalkozasok, valamint a kozepes vallalkozasok szol-
galtatas-igénybevétele kozott forditott arany figyelheté meg (6. tdbldzat).

Mig a mikro és kisvallalkozasok a szolgaltatasok koziil az ad6 és szam-
viteli szolgaltatasok irant mutatlak féleg igényt a jogi szolgaltatés, szami-
tastechnika és a reklam marketing szolgéltatas igénybevétele mellett, addig
a kdzepes vallalkozasok dontden jogi és szamitastechnikai szolgaltatasokat
vesznek igénybe. Emellett jelentds kiaddsnak mondhat6 a reklam, marke-
ting, piackutatas és piacfeltaras, mely nyilvan a tovabblépés lehetOségét
hordozza magaban. Figyelemre mélto az is, hogy a kdzepes vallalkozasok
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jelentds Osszegeket forditanak palyazati szolgaltatasok igénybe vételére,
mig erre a mikro-vallalkozasoknak nincs, vagy nagyon kevés forrasa van.

6. tablazat: A vasarolt szolgaltatasok gyakorisaga a vizsgalt KKV

szektorban
Megnevezés Mikro- Kis- Kozép-
(az emlitések arény) vallalkozas, vallalkozas, vallalkozas,
0-10 f6 11-50 f6 50 fo felett
(%) (%) (%)
Ado és szamvitel 69,2 74,9 31,3
Jogi szolgaltatasétele kozt 16,0 27,4 67,7
Reklam, marketing 12,1 29,3 35,4
Piackutatas, piacfelmérés 1,9 6,9 31,3
Szamitastechnika 13,4 29,9 67,1
Uzleti terv készités 3,6 11,5 27,9
Palyazatkészités 1,9 6,9 31,3

Forras: Sajat vizsgalat

Osszefoglalas: a vallalkozas-vezetés problémai

Az orszagban mikodé vallalkozasok vezetdi egy személyben tulajdono-
sok €s cég vezetdi is egyben. Megallapithato a felmérésbol, hogy a veze-
tok jelentOs része hianyos menedzsment ismeretekkel rendelkezik, mely
jelentésen befolydsolja a vallalkozas iranyitasat, annak jovedelmezd ¢€s
hatékony miikodését.

A kérddivek adatai szerint a KKV szektor vezetdinek nagy hanyada
a piac kihivésai miatt nap, mint nap maguk alakitjak tevékenységiik sza-
balyait, igy olyanna formdlédnak a vallalkozasok, mint a vezetd maga.
Megéllapithat6 az is, hogy a vezetdk figyelme a stratégia formalasa he-
lyett a napi operativ tevékenységek kezelésére és megoldasara koncentral.
Ebben szerepet jatszik a magyar gazdasag stagnalasa, visszaesése, az or-
szagban kialakult fizetési moral, amely mind a gazdasag miikoddképessé-
geinek problémaira mutat ra. A vevdi kintlévdségek altalaban joval meg-
haladjak a szallitoi tartozasok mértékét.

A vallalkozasok nem készitenek, és nem készittetnek megbizhato pi-
acfelmérést, melynek oka nem csak a gazdasag és Eurdpa valsagban kere-
sendd, hanem a vallalkozasok pénziigyi forras hidnyara is ramutat. Ugyan-
csak a piaci felmérések hidnyara vezethetd vissza az, hogy sok esetben a
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véllalkozéasok tulértékelik a varhatd értékesitési eredményeket, melynek
kovetkeztében hibas dontéseket hoznak, hol teljesithetetlen vallalkoza-
sokba hajszoljak magukat, hol sok munkaval sem jutnak egyrdl-kettore.

A mikro vallalkozasok egy része nem vallalkozik a vallalkozas igazi
értelmében, hanem csak munkahelyet teremt dnmaganak. Ehhez kapcso-
l6dik az elébbiekben mar megfogalmazott megallapitas, hogy el6szor ke-
ril sor a sajat elképzelés megvalositasara, és csak ezt koveti a piac kere-
sése. A vallalkozasok tulélésért folytatott harca mindennapos jelenséggé
valt. Részben a piac elvesztése egy- egy vallalkozas 1étszamsziikségletét
jelentésen befolyéasolja, és ez a valtozas magaban hordozza a stratégia
megvaltoztatasanak lehetdségét is. A kutatas azt bizonyitja, hogy a mikro-
¢s kisvallalkozasok jelentds része irott stratégiaval nem rendelkezik.

A valaszt ado vezetdk 33%-a az utols6 harom évben nem vett részt
semmilyen képzésben, tovabbképzésben. Megéllapithatd volt, hogy csak
a 40 év alatti vezetok figyelik nap-mint nap a kiilonb6z6 hirportalokat és
szereznek tudomast a technika a piac valtozasardl. Kevés vallalkozas ve-
zetd beszél idegen nyelvet. A vizsgalt szektor vezetdi nem késziiltek fel a
negativ hatasok kikiiszobolésére, elharitasara, mely arra vezethetd vissza,
hogy egy vagy két cég igényeit elégitik ki, és ebbdl adoddan nagy a ki-
szolgaltatottsag, ugyanakkor alacsony a versenyképesség. Hatdsukban
nem érzékelhetdk az elinditott unidés kormanyzati programok.

Osszességében elmondhatd, hogy a vezetdk, vallalati kategoriatol
fliggetlentil érzékelhetden kiilonbozé véleményeket fogalmaztak meg. Az
eltérések oka: az tizleti kultara hianya, a vallalatok érdekl6désének hia-
nya, a vallalatvezetok képzetlensége, vallalatok érdeklodésének a hianya,
¢s a fel nem ismert sziikségesség. A vezetdk egy része ugyanakkor csak
egy sziik piacot lat, azon beliil egy boviild piaci részaranyt, amelyet ter-
mékiikkel még nem tudtak lefedni. Folyamatosan keresik azokat a ver-
senyelonyoket, amelyekre szert tehetnének a fejlddés fenntartasa érdekeé-
ben. Stratégia hidnya és rovid tava szemlélet, a szerz6déses magatartas
mindsége azok az akadalyozo tényezdk, amelyek az egyes vallalkozasok
egyittmitkodését, magatartasat gyengitik, illetve megnehezitik.
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Koémives Csaba Jozsef

A XXI. szézad elején Magyarorszagon az eddig mostoha gyerekként kezelt
emberi eréforras menedzsment (HRM) és stratégiai emberi eréforras me-
nedzsment (SHRM) szerepe atértékelddott a hazai menedzsment felfogas-
ban, hiszen ezek kozvetve hozzajarulnak a gazdalkodo egységek sikereihez
az értékteremtd folyamataik soran. Véleményem szerint a HRM és a SHRM
létjogosultsdga megkérddjelezhetetlen a mai piaci koriilmények kozott, hi-
szen a HRM egyik alapfunkcidjabol adodik a személyi allomany megtar-
tasa, azaz olyan 6sztonz6 rendszert kell alkalmaznia a vallalkozasnak, hogy
az a szervezeti célokat a munkavallalok céljaihoz a legjobban kozelitse. A
menedzsment legfobb értéke az ember, aki explicit €s implicit tudasaval
segiti eld a szervezetet abban, hogy az altala kitlizott célok elérje, hiszen
minden gazdasagi egység célja a profit, akar profitorientalt, akar non-profit
szervezetrol van sz6. Az élethosszig tart6 tanulds, amely a tanuld szerveze-
tek egyik f0 kritériuma, segiti a vallalkozasokat, hogy az alland6an valtozo
gazdasagi, tarsadalmi, technologiai kornyezetben fennmaradjanak, €s piaci
pozicidjukat megerdsitsék. A kulcsemberek szervezetben tartasa kiilondsen
nagy feladatot r6 a HRM-re, ellenkezd esetben, ha a beosztott kivalik a szer-
vezetbdl, a szervezeti toke (Intellectual Capital, IC) egy masik vallalkozas
humanerd tékéjét noveli majd. Tovabb hatvanyozodik ez a kér a vallalkozés
¢letében abban az esetben, ha ennek a beosztottnak a képzését, tanittatasat
a munkaltaté finanszirozta. A beosztottakban levo tudas, a szervezeti toke
nem mérhetd, mint a naturdlidk, gépek esetén leltarral, ennek csokkenését
akkor tapasztaljak a vezetdk, amikor a kulcsbeosztottaik elhagyjak a szer-
vezetet. A turizmus, a vendéglatas dgazat nem szerepel a magyarorszagi
kutatasi teriiletek kozott, igy szakirodalma is csekély, e konyv magyar
nyelvii forditasa hianypotlo lehetne.

Dennis Nickson 1996 6ta a glasgow-i Stratchlyde Egyetem profesz-
szora, f6 kutatasi teriilete az interaktiv munka és a beosztottak vizsgalata
kiilondsen a kiskereskedelemben és a vendéglatasban, pontosabban a
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munkaerdpiac, a jartassagok, a foglalkoztathatosdgok vizsgalata e szek-
torban. A. Witzzel és Ch. Warthausszal egyiitt 6 fejlesztette ki az eszté-
tikai munkaerd koncepcidjat. 1994-t61 69 publikacioja jelent meg.

A monografia tizenkét fejezetbdl all. Nickson az els6 részben (A HR
a turizmusban ¢€s a vendéglatasban) arrél ir, véleménye szerint azért ér-
demes a turizmus-vendéglatas emberi er6forrasait vizsgalni, mert dol-
goz6 lakossag 8,7 szazaléka ebben az agazatban dolgozik, ami azt je-
lenti, hogy hozzavetdlegesen 225 milli6 embert foglalkoztatnak direkt
vagy indirekt modon itt. Egyértelmiien definidlja a HCTS fogalmat, azaz
a hotelekben, a vendéglatasban és a turizmusban dolgoz6 embereket, ra-
vilagitva a munka homogenitasra, amely abban rejlik, hogy a vildg min-
den pontjan a vendégeknek, a vasarloknak, szolgéltatast adnak el a tu-
rizmus-vendéglatasban dolgozok. Az allasok terén nagy a diverzitas,
amennyiben a tanulmanyi eldképzettség feltételeit, valamint a technikai
jartassagot, €s a képességeket tekintjiik. Felteszi a kérdést a Szerzo,
mégis miben kiilonbozik egy légi utaskisérd munkdja egy konyhai kise-
gitd munkdjat6l? Lenne-e mindségi szolgaltatas barmelyikiik munkaja
nélkiil? Azt gondolja, kiilonbdz6 kvalitasti embereket alkalmaznak kii-
16nb6z0 tipusu helyeken, hisz més az elvaras egy Michelin csillagos ét-
terem chefje, és egy Bed & Breakfast szakdcsa irdnyaba. A masodik (A
nemzetkdozi HRM) alfejezetben a szerzé 1j kihivasokra hivja fel multi-
nacionalis cégek figyelmét a szarmazasi orszagban elfogadott normak ¢€s
a fogado orszag kozti normak okozta konfliktus helyzetekre. A nemzet-
kozi HRM nemcsak a fizikai orszaghatarokat 1épi at, hanem a nemzetek
kozotti kulturalis hatarokat is. Ezek kozé tartozik a kultura, a nyelv, a
gazdasagi és politikai rendszerek, a jogszabalyi keretek, a menedzsment
stilusai és konvencidi. A nemzeti kultira hatdrozza meg egy szervezet
kultardjat, ezt szamos tanulmany, kutatas igazolja, hogy az eltérd kultu-
ralis beallitottsagu emberek nézeteltérései nem nyelvi aspektusokra ve-
zethetOk vissza, hanem arra, hogy nemzeti kultirajukbol adéddan az em-
berek masképpen gondolkoznak, és masképpen oldjak meg az eldttiik
allo feladatokat. A harmadik (Szervezeti kultura) részben Brown és
Schein szervezeti modelljeirdl olvashatunk. A negyedik (Munkaerdpiac)
részben a Szerzd kifejti, hogy munkaerdpiac alapvetden lehetové teszi
azt, hogy barki barmikor 4j munkat keressen, vagy tovabb/atképezze 6n-
magat, és ez altal egy uj munkahelyre keriiljon. Véleménye szerint az
Europai Unioba valo belépéssel tobb orszagbdl indultak el bevandorlok
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a népszerlibb, élhetdbb orszagokba, mint példaul Anglidba, Németor-
szagba. A turizmus-vendéglatasban dolgozok tobb mint fele bevandorlo,
igy joggal meriil fel benniink a kérdés, szabad-e atadnunk nekik ezt a
szektort? Az 6todik (Toborzas és kivalasztas) fejezetben a HR egyik leg-
kritikusabb pontjat a munkaerd toborzasa, majd az ij vagy mar meglévo
pozicidkra vald kivalasztast veszi gorcsé ala a Szerz6. Nyomatékositja,
ugy kell toborozni, hogy mindenképp koztiik legyen a kivalasztott em-
ber. A toborzas sordn a legfObb szempont, hogy j61 motivalt embereket
talaljanak, €s jol szervezett kornyezetben alkalmazzak 6ket munkaerd-
nek. A hatodik (Esélyegyenldség €s sokszinli kezelése) alfejezetben a
diszkrimindci6 minden forméjanak (nemi, faji) elkeriilésének fontossa-
gat huzza ala Nickson, de az emberek kiilonbozdségére valo tekintettel
torekedni kell a munkaadonak az egységes vallalati norma kialakitasara.
A hetedik (A HR fejlesztése) alfejezetben a mii szerzdje az élethosszig
tarto tanulas fontossagat emeli ki, mint a HRD egyik legfontosabb ele-
mét. A HR gyakorlatok és politika legjobb végrehajto eszkoze a tréning
¢s a fejlesztés; ez ugyan nagy vitakat eredményez az ellatds mindségé-
ben, mégis szamos alternativaval szolgal a szervezet koltség hatékony-
saganak kidolgozasaban. A nyolcadik (Teljesitménymenedzsment ¢és ér-
tékelés) alfejezet ravilagit arra, hogy az aggélyok ellenére a teljesit-
ményértékelés tovabbra is a szervezeti ¢let kulcsfontossagu része. A ki-
lencedik (A jutalmazas stratégiaja a vendéglatasban) a kotet megvizs-
galja a fizetési €s jutalmazasi skaldjat, amely kimutatja, hogy a korrekt
elbanas még mindig egy jo ut a turizmusban dolgozok szdmara, kiilonos-
képpen a szallodak ¢és vendéglatohelyek kornyezetében. Természetesen
vannak kivételek az alacsony fizetési teriileteken. A rendszer ugy miko-
dik a valésagban, hogy a legmagasabb szinvonalat biztosit6 szolgéltata-
sokat nytjt6 helyeken sokszor a legalacsonyabb a fizetés a szervezeten
beliil. A tizedik (A munkavallalok kapcsolatai, bevonasuk ¢és részvéte-
lik) alfejezetben a Szerzd fontosnak tartja, hogy a munkavallaloknak le-
gyen képviseldjiilk a menedzseri dontéshozatal szintjén is. A szocialis
egyiittmiikodés alapelve biztositja tehat, hogy a szakszervezetek tényle-
ges szerepet jatszanak a dontéshozatalban. Nagy-Britanniaban, ez kiilo-
ndsképpen igaz a turizmus vendéglatas iparagra, ahol a dolgozok befo-
lyasa féleg formalis és informalis tényezdk keveredésével, és részfolya-
matokra val6 rahatasukkal van biztositva. A tizenegyedik (J6lét, egész-
ség, biztonsdg a munkahelyeken) fejezetben egyre fontosabba valtak
ezek a nézépontok a turizmus és vendéglatd szervezetek szemszogébol,
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mivel a vezetOk felismerték az lizleti iigyek proaktiv valaszainak jelen-
toségét. A joléti kérdések széles korét vizsgalva elmondhato, hogy ezen
iigyek egy része 6sszhangban all a turisztikai és vendéglatasi szektorral.
Az igényes vasarlok jelenlétében a koddsitett munka, a henyélés, vala-
mint az alkohol katalitikus hatasa gyakran olyan koriilményeket terem-
tenek, ahol a munkaltatok gondossaga kiillondosen hangsulyos. Az is meg-
allapitasra keriilt a gyakran érzékeny témak vizsgalatakor, hogy a szer-
vezeti tagok kozéleti és privat élete kozotti egyensuly messze nem egy-
értelmii. A mai modern szervezetek menedzserei kétségkiviil megkdve-
telik ezt a fajta tudatossagot, amely mind a szervezet, mind az egyén
érdekét szolgalja. A tizenkettedik (Sérelem €s fegyelmi eljarasok) alfe-
jezetben szervezeten beliili sérelmek a javitd intézkedések sziikségessé-
gét hangsulyozza a Szerzd. Az elbocsatas a szervezeti élethez tartozo,
sziikséges sotét oldal, igy minden menedzsernek tudnia kell, mit jelent a
megalapozott és megalapozatlan elbocsatas. A relativ kevés szamu eset
ellenére, amik a birosdgon végzddnek, ezek lehetnek azok a szervezet
szamara magas koltséggel jaro, rosszul kezelt elvalasok. A tizenharma-
dik (Zar6 megjegyzések) részben a turizmus €és vendéglatasi szektorhoz
kapcsolodd, am mégis elkiiloniild rendezvényszervezés (Events indus-
rty) keriilt gorcso ald. E fejezet kisérletet tett feltarni, a rendezvényszer-
vezés miként tekinthetd kiilonallonak, valamint a rendezvényszervezok
(turizmus ¢és vendéglato szervezetek) hogyan torekednek arra, hogy a
résztvevOok magas szinvonall ellatasban részesiiljenek, €s j6 véleményiik
legyen az eseményt kdovetéen. A Szerzo kiemeli a rendezvényszervezo
személyzetnek kulcsszerepét a magas szinvonalu élmények nyujtasaban.
Az Onkéntesség szerepének valamint motivacidjuk soksziniiségének fel-
ismerése utan tovabbi harom HR teriilet kulcs fontossagara sikeriilt ra-
vilagitani a toborzas és kivalasztas, a képzés €s megtartas, €s a lehetséges
szervezeti reakciok az onkéntesek menedzselésére.

Osszességében elmondhato, hogy a vendéglatasban alkalmazott em-
beri er6forras menedzsment kevésbé analizalt teriilet. A kiilalak, forma,
névmutato segiti az olvasdt a mii megértésben. Nem szintetizal, hanem
objektiven mutatja be a turizmus agazatra jellemz6 human erdforras ele-
meket. A cimmel, azaz Az emberi eréforrds menedzsment a vendégla-
tasban és a turizmusban, teljes mértékii egyezés tapasztalhatd. Kutatasi
eredményei relevansak, minden részhez tartozik legalabb egy esettanul-
many, amely reprezentdlja az adott fejezetben targyaltakat. Kiemelendd
tovabba az is, hogy vertikalisan bdséges név-€s targymutato taldlhatd a
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konyvben, amely a visszakereshetdség szempontjabol lehet hasznos. A
bevezetd részben eldrevetiti a szerzd a célokat, azaz meghatarozza a fe-
jezet olvasdsa utan mire lesz képes az olvasd. Az abrak, tablazatok jol
szemléltetik az adott folyamatokat, minden fejezetet az Iro kovetkezte-
tései zarjak. A muben fellelhetd hivatkozdsok szaktudomanyos modon
szerepelnek. Ha a kotet viszonyat vizsgaljuk a Magyarorszagon fellel-
hetd szakirodalommal, akkor arra a megallapitasra jutunk, hogy Nickson
konyve uttéroének szamit minden tekintetben, hiszen hazankban a HR ¢és
a turizmus (a vendéglatas) kapcsolatat eddig senki nem vizsgalta. Ezért
lenne fontos e mii magyarra valo forditasa, mert ez potolnd az eddigi
hidnyt, és a turizmus-vendéglatas 1j kutatasi teriiletként jelenne meg ha-
zankban a tudomanyos ¢let palettajan.

Aki a téma utan érdeklddik, annak feltétleniil ajanlom e kotetet,
megitélésem szerint U aspektusbol fogja latni az emberi er6forrds me-
nedzsment ¢és a szolgaltatd szektort, ezen beliil a turizmust és a hozza
kapcsolodd vendéglatast.
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ABSTRACT: Business processes management is a recognized approach to im-
plementation of the objectives of an enterprise. The identification of key pro-
cesses occurring in companies enables a more effective management of a busi-
ness entity and becomes the key to the market success. Each element of the ac-
tivity of an enterprise should be subject to an effective management. This applies
particularly to the area of corporate finance, which is crucial for the efficient
functioning of the company. At the same time, it is an activity area in which
activities are combined in standardized processes, which should be managed and
continuous improved. This article presents the results of an empirical research
(the survey) conducted in 2015 on a group of 138 enterprises in Poland. The
main aim of the article was to identify and analyze the level of BPM advance-
ment in enterprises, especially in the area of finance, both in current finance, as
well as in long-term finances. We focus on the SME sector and compare it to
large companies.
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ABSTRACT: Leadership literature offers a wide array of possible definitions for
describing its subject. While influence had been historically—and still has re-
mained—key in interpreting the phenomenon of Leadership, for the past decades
other issues, including the leaders’ approach to and working through values have
gained central importance in the conceptualization of the topic. The aim of this
paper is to emphasize the importance of the leader’s value work (i. a. a process
of identifying, generating, developing, and fostering positive and shared values
directed/catalyzed by the leader) in the light of some of the relevant theoretical
approaches. It will be addressed how the leaders’ activities toward and around
values have become an important issue historically. The paper makes references
to certain related business aspects of value concern, as well, and offers empirical
illustrations about Hungarian leadership practices in question.
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ABSTRACT: The global financial crisis had a great impact on the world,
and so did on Hungary. There were industries which were deeply im-
pacted, and so the effect was greater on firms operating in these industries,
while others were less concerned. In Hungary, the ranking of the largest
50 companies was fundamentally changed. There have been companies
that have disappeared, and there were some, which have tried to survive
the crisis through mergers and acquisitions. However, many companies
seek to restructure and reduce their cost structures significantly, by form-
ing shared services centers (SSCs), the number of which has grown
strongly in the recent years. In our study we examine the reasons for their
reactions to the crisis by comparing the situations before and after it.
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ABSTRACT: Corporate governance principles comprise significant laws
imposed by legislature as well as nationally and internationally recognized
regulations set out by companies’ owners. They aim at providing a solid
and lawful basis for directing and controlling corporate affairs. More than
ten years ago, these principles were specified in form of national corporate
governance codes in many European countries and have been constantly
redefined since then. This paper features an analysis of the current ac-
ceptance of corporate governance codes among the largest German and
Austrian stock-listed companies. The analysis is based on data provided
by the companies in their corporate governance reports of fiscal year
2014. | find that the Austrian code acceptance rate of 98.3% surpasses the
rate of 97.2% in Germany. Simultaneously, the average amount of code
deviations per company in Austria (1.5) is considerably lower than the
German figure (1.8). In Germany, the most quoted deviation applies to the
severance pay cap for management. Deviations quoted the most in Austria
refer to the setup of management board’s compensation, the existence of
a nomination committee, supervisory board’s prohibition to assume func-
tions on competitors' boards, as well as audit assessments of the effective-
ness of the company’s risk management.
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ABSTRACT: Since several years social media is becoming very popular
and famous in the 21% century. Especially so called social media networks
are having huge relevance in the daily (online) business. But in nowadays
many small and medium-sized enterprises (SMESs) are facing the missing
practical and feasible solutions how to integrate and implement social me-
dia activities in their current structures. This is based on the fact that many
medium-sized companies are facing difficulties with new business strate-
gies such as social media business. Additionally, there is no know-how
about the possibilities of social media activities. Besides, there are no re-
sources and the big fear of wrong investments into tools concerning the
Web 2.0. Since many years the classical marketing tools are used over
generations to support many companies and brands to build brand aware-
ness and to strengthen sales activities. In order to establish “up to date”
business strategies, the Web 2.0 offers and (at the same time) requires new
digital communication tools to have deeper insights in the moving and
growing markets. One of the new communications within the social media
environment tools is Microsoft’s “Social Listening” which enables SME
to screen markets easily.

KEYWORDS: Web 2.0, SME, Social Media, Microsoft Social Listening, Strat-
egy, Business possibilities

JEL codes: A10, All, M21, M31



106 Gazdasag & Tarsadalom / Journal of Economy & Society — 2015. 4. szam

Enterprise Management and Strategy Issues of SMEs

Zoltan VARGA
PhD student, University of West Hungary, Faculty of Economics

ABSTRACT: Today, all companies and businesses should be able to make prof-
its and to gain in the long run in fast-paced, globalized economic and social en-
vironment.

They also need to think about what strategy to develop in the changed environ-
ment, what equipment to use and how to accomplish their mission.

Analysing the channels of the market the marketing and market opportunities
can be greatly affected by the information source and business trends. Lack of
strategy, the short-term approach, the quality of the contractual practices are the
obstacles to make it difficult to cooperate between undertakings.

The present study would like to call the reader's attention to the contradictions
revealed in small or medium-sized businesses, the lack of business culture, man-
agement qualifications and IT knowledge.
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