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Abstract

The purpose of the study was to investigate the discrepancies with regard to legisla-
tions provided in the New Approach Notified and Designated Organisations (Nando)
Information System and the New Legislative Framework and to identify similarities
in the number of notifications of organisations notified in the Nando Information
System by legislations and countries. The cluster analysis using the joining (tree
clustering) method and bubble scatter plot were applied.

Notifications of organisations in the Nando Information System most often con-
cerned products such as: construction products, pressure equipment, lifts and safe-
ty components for lifts, machinery, transportable pressure equipment and personal
protective equipment. However, when considering countries, the largest number of
organisations was notified from: Italy, Germany, Poland, Spain, Turkey and France.
The Nando Information System is therefore dominated by Western European coun-
tries, but further development of the common market may help Eastern European
countries to become more involved in participating in this system.

Keywords: European Union, New Approach, harmonisation law, notifica-
tions, cluster analysis

XI Miedzynarodowa Konferencja Naukowa
Rola towaroznawstwa w zarzadzaniu jako$cig w warunkach gospodarki opartej na wiedzy
Zarzagdzanie jakosciq towarow i ustug w aspekcie zrownowazonego rozwoju



Management in commodity science - theoretical and practical aspects, vol. 2
8  Zarzgdzanie w towaroznawstwie - aspekty teoretyczne i praktyczne, tom 2

Introduction

The New Approach was introduced in the European Union (EU) in 1985 as a “new
approach to technical harmonization and standards” in order to eliminate technical
barriers to the free circulation of goods. Nowadays, the New Approach is based on
the Regulation (EC) No 765/2008 of the European Parliament and of the Council of
9 July 2008 setting out the requirements for accreditation and market surveillance
relating to the marketing of products and repealing Regulation (EEC) No 339/93 and
also the Decision No 768/2008/EC of the European Parliament and of the Council of
9 July 2008 on a common framework for the marketing of products, and repealing
Council Decision 93/465/EEC [European Commission 2022a]. The New Approach
is closely related to the New Legislative Framework, which is additionally based
on the Regulation (EU) 2019/1020 of the European Parliament and of the Council
of 20 June 2019 on market surveillance and compliance of products and amending
Directive 2004/42/EC and Regulations (EC) No 765/2008 and (EU) No 305/2011
[European Commission 2022b].

The Regulation (EC) No 765/2008 lays down rules on the organisation and op-
eration of accreditation of conformity assessment bodies performing conformity as-
sessment activities and provides a framework for the market surveillance of products
to ensure that they meet relevant requirements within protection of public interests,
such on health and safety in general, health and safety at the workplace, the protec-
tion of consumers and protection of the environment and security [Parliament &
Council 2008b]. In turn, the goal of the Regulation (EU) 2019/1020 is to improve the
functioning of the internal market by strengthening the market surveillance in this
regard [Parliament & Council 2019]. Whereas, the Decision No 768/2008/EC sets
out the common framework of general principles and reference provisions for the
drawing up of Community legislation harmonising the conditions for the marketing
of products [Parliament & Council 2008a]. However, from the point of view of the
consumer or user, the most important aspect is the CE marking, which is affixed on
the product by the manufacturer and indicates that it meets the relevant Community

harmonisation requirements [Parliament & Council 2008b].
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Under the New Approach Notified and Designated Organisations (Nando) Infor-
mation System, a country (the Member State of the EU and also some other coun-
tries) shall make a notification, i.e. informs the European Commission and the other
countries that a body, which fulfils the relevant requirements, has been designated
to carry out conformity assessment according to a directive [European Commission
2022a] or regulation. The conformity assessment is process, which demonstrates
whether specified requirements relating to a product, process, service, system, per-
son or body have been fulfilled [Parliament & Council 2008b].

The body is an organisation that meets the relevant requirements and is desig-
nated to carry out the conformity assessment according to specific legislation, and it
may be: the conformity assessment body, the notified body, the technical assessment
body, the user inspectorate and the recognised third party organisation [European
Commission 2022a]. The conformity assessment body performs one or several ele-
ments of conformity assessment, i.e.: calibration, testing, certification and inspection
[Parliament & Council 2008b]. In turn, the notified body is a conformity assessment
body officially designated by the national authority to carry out the procedures for
the conformity assessment within the relevant harmonisation legislation. The notify-
ing authority operates on the national level and is responsible for setting up and car-
rying out the necessary procedures for the assessment and notification of conformity
assessment bodies and the monitoring of notified bodies [European Commission
2022a].

In the EU countries operate also national accreditation bodies (a single body
in each country), which perform accreditation, i.e. an attestation to assess wheth-
er a conformity assessment body meets the requirements set by harmonised stan-
dards and, where applicable, any additional requirements. A national accreditation
body shall evaluate that a conformity assessment body is competent to carry out
conformity assessment activities. A country may choose not to use accreditation,
but should then provide documentary evidence to the European Commission and
the other countries that the conformity assessment body is competent to implement

Community harmonisation legislation [Parliament & Council 2008b].
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The number of notifications of organisations made by notifying authorities of
particular countries under the different legislations varies greatly, and this issue is
covered in publications in a simplified and general way. Therefore, the purpose of
the study was to investigate the discrepancies with regard to legislations provided in
the Nando Information System and the New Legislative Framework and to identify
similarities in the number of notifications of organisations notified in the Nando

Information System by legislations and countries.

1. Material and methods

The data was extracted from the Nando Information System and then organised
and processed in Microsoft Excel (Microsoft Corporation, Redmond, USA) using
the pivot table function. Then the data was transferred to Statistica 13.3 (TIBCO
Software Inc., Palo Alto, USA), where it was subjected to cluster analysis making
legislations and countries as variables in columns of source data tables (with coun-
tries and legislations in rows, respectively).

The joining (tree clustering) method was used with the following parameters:
amalgamation (linkage) rule — Ward’s method and distance measure — Euclidean
distances, and the findings of the analysis were presented in vertical icicle plots. The
Ward’s method is considered very efficient, although it tends to create clusters of
small size. The dependence between legislations and organisations was also present-
ed using a bubble scatter plot, with the dependence being stronger the larger the size
of the bubble [Tibco 2021].

2. Results and discussion

Legislations within the Nando Information System and the New Legislative

Framework were presented in Table 1.
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Table 1. Legislations within the Nando Information System and the New Legislative

in potentially explosive
atmospheres

Framework
New
Nando In- Legis-
Legislations formation lative
System Frame-
work
No. Type Number Scope
1 Directive 90/385/EEC | Active implantable medical 10
devices
2 Directive 92/42/EEC Hot-water boilers 35
3 Directive 93/42/EEC Medical devices 50
4 Directive 98/79/EC In vitro diagnostic medical 19
devices
5 Directive 2000/14/EC Noise emission in the
environment by equipment 46
for use outdoors
6 Regula- (EC) Interoperability of the
tion 552/2004 European Air Traffic 1
Management network
7 Directive 2006/42/EC Machinery 159
8 Directive 2009/48/EC Toys 43
9 Directive 2010/35/EU Trar)sportable pressure 140
equipment
10 Directive 2011/65/EU Hazardous substances
in electrical and electronic X
equipment
1 Re_gula- (EU) Construction products 665 X
tion 305/2011
12 Directive 2013/29/EU Pyrotechnic articles 12 X
13 Directive 2013/53/EU Recreational craft and 33 X
personal watercraft
14 Directive 2014/28/EU Explosives for civil uses 10 X
15 Directive 2014/29/EU Simple pressure vessels 73 X
16 Directive 2014/30/EU Electromagnetic compatibility 95 X
17 Directive 2014/31/EU !\lon-automatic weighing 73 X
instruments
18 Directive 2014/32/EU Measuring instruments 90 X
19 Directive 2014/33/EU Lifts and safety components
for lifts 235 X
20 Directive 2014/34/EU Equipment and protective
systems intended for use 79 X
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New
Nando In- Legis-
Legislations formation lative
System Frame-
work
No. Type Number Scope
21 Directive 2014/35/EU Electrical equipment designed
for use within certain voltage X
limits (low voltage)
22 Directive 2014/53/EU Radio equipment 74 X
23 Directive 2014/68/EU Pressure equipment 346 X
24 Directive 2014/90/EU Marine equipment 48 X
25 Regula- (EV) Cableway installations 20 X
tion 2016/424
26 Regula- (EV) Personal protective 13 X
tion 2016/425 equipment
27 Regula- (EV) Appliances burning gaseous 44 X
tion 2016/426 fuels
28 Directive (EV) Interoperability of the rail 56
2016/797 system
29 Regula- (EVU) Medical devices 27 X
tion 2017/745
30 Regula- (EVU) In vitro diagnostic medical 6 X
tion 2017/746 devices
31 Regula- (EVU) Unmanned aircraft systems
tion 2019/945 and on third-country 3
operators of unmanned
aircraft systems
32 Regula- (EU) Fertilising products 3 X
tion 2019/1009
33 Regula- (EU) Interoperability of Electronic 0
tion 2020/204 Road Toll Systems

Source: own study on the base [European Commission 2022a, 2022b].

Legislations were ordered according to year and number. In the column “Nando
Information System”, the number of notifications of organisations within the legis-
lative act in question was given. Whereas the column “New Legislative Framework”
indicated only which legislations are in force under this approach.

The Nando Information System includes 31 legislations, while the New Legis-
lative Framework covers 23 legislations, and in most cases they are the same leg-
islations. The most significant difference is the lack of legislations on communi-

cation systems (interoperability of the European Air Traffic Management network
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— Regulation (EC) 552/2004, interoperability of the rail system — Directive (EU)
2016/797, unmanned aircraft systems and on third-country operators of unmanned
aircraft systems — Regulation (EU) 2019/945 and interoperability of Electronic Road
Toll Systems — Regulation (EU) 2020/204) in the New Legislation Framework, and
also the lack of legislation on electrical equipment (hazardous substances in elec-
trical and electronic equipment — Directive 2011/65/EU and electrical equipment
designed for use within certain voltage limits (low voltage) — Directive 2014/35/EU)
in the Nando Information System.

In the case of the Nando Information System, it is also worth noting that particu-
larly in recent years directives have gradually been repealed by regulations. And so,
for some issues (e.g. construction products, cableway installations, personal protec-
tive equipment or appliances burning gaseous fuels), there has been a transitional
period during which both the previous directives and the regulations repealing them
have been in force. Currently, however, this is the case with active implantable medi-
cal devices, medical devices and in vitro diagnostic medical devices. That means that
European law is paying increasing attention to the importance of individual issues in
terms of ensuring consumer and user safety.

The largest number of notifications was submitted under: construction products
— Regulation (EU) 305/2011 (665), pressure equipment — Directive 2014/68/EU
(346), lifts and safety components for lifts — Directive 2014/33/EU (235), machin-
ery — Directive 2006/42/EC (159), transportable pressure equipment — Directive
2010/35/EU (140) and personal protective equipment — Regulation (EU) 2016/425
(113). It is also worth mentioning that the same organisations may be active in the
different legislations.

A total of 37 countries are currently involved in the Nando Information System,
including 27 EU countries, Norway, Iceland and Liechtenstein (as three other Euro-
pean Economic Area countries), Turkey, and countries with which the EU has signed
mutual recognition or other agreements, i.e. Australia, Canada, Japan, New Zealand,
Switzerland and the United States. The mutual recognition agreement is the bilateral
agreement, between the EU and other country in order to promote trade in goods
and facilitate market access by providing easier access to the conformity assessment
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[European Commission 2022a]. The United Kingdom is not currently a participant
of this system. In Table 2 all countries with the number of submitted notifications
(and organisations) within the Nando Information System were presented.

Table 2. Countries and the number of submitted notifications (and organisations)

within the Nando Information System

Country Notifications Country Notifications Country Notifications
(organisations) (organisations) (organisations)

Australia 4 (3) Greece 102 (39) Norway 40 (25)
Austria 87 (59) Hungary 68 (39) Poland 171 (90)
Belgium 71 (46) Iceland 2(2) Portugal 43 (28)
Bulgaria 71 (49) Ireland 46 (23) Romania 49 (36)
Canada 7 (5) Italy 362 (191) Slovakia 68 (32)
Croatia 50 (33) Japan 2(2) Slovenia 43 (25)
Cyprus 13 (5) Latvia 46 (26) Spain 130 (65)
Czech 106 (51) Liechtenstein 2(2) Sweden 57 (37)

Rep.

Denmark 76 (43) Lithuania 28 (18) Switzerland 43 (33)
Estonia 26 (15) Luxembourg 7 (6) Turkey 123 (62)
Finland 51 (25) Malta 3(2) United States 35 (20)
France 116 (86) Netherlands 106 (59) Notifications: 2608

Germany 353 (210) New Zealand 1(1) Organisations: 1493

Source: own study on the base [European Commission 2022a].

The countries submitting the highest number of notifications were: Italy (362),
Germany (353), Poland (170), Spain (130), Turkey (123) and France (116). These
countries also account for the largest number of organisations operating within the
Nando Information System.

Fig. 1 presented the results of the cluster analysis using the joining (tree cluster-
ing) method by legislations and Fig. 2 showed the countries.
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In Fig. 1 (related to legislations) the division into two clusters according to sim-
ilarities in the number of notifications is visible. The first cluster included most nu-
merous notifications and related to legislations for the following products: lifts and
safety components for lifts (Directive 2014/33/EU), pressure equipment (Directive
2014/68/EU), machinery (Directive 2006/42/EC) and construction products (Regu-
lation (EU) 305/2011), and the second cluster (with several sub-clusters) included
notifications for the remaining products. In some cases it is also possible to ob-
serve a similar scope of conformity assessment carried out by notified organisa-
tions, manifested in particular products joined directly to each other, for example:
pressure equipment (Directive 2014/68/EU) and machinery (Directive 2006/42/EC)
(first cluster), hot-water boilers (Directive 92/42/EEC) and appliances burning gas-
eous fuels (Regulation (EU) 2016/426), radio equipment (Directive 2014/53/EU)
and electromagnetic compatibility (Directive 2014/30/EU), and measuring instru-
ments (Directive 2014/32/EU) and non-automatic weighing instruments (Directive
2014/31/EU) (second cluster).

Fig. 2 (related to countries) also showed a division into two clusters, with Italy
and Germany in the first cluster and the other countries placed in the second cluster
(with several sub-clusters). The most similar scope of the conformity assessment
carried out can be observed for the notified organisations from the following coun-
tries: Italy and Germany (the first cluster), Spain and Greece, Bulgaria and Belgium,
Czech Republic and Austria, Sweden and Denmark, Slovakia and Hungary, Lithu-
ania and Estonia, Norway and Ireland, Portugal and Croatia, and Luxemburg and
Cyprus (the second cluster).

Assuming that the conformity assessment of products was primarily carried out
by organisations notified from countries where these products have been manufac-
tured, the similarities observed in the number of notifications may indicate a similar
production structure in individual countries. However, differences may result from
the level of development of the industry within the countries as well as between
countries (especially Western and Eastern Europe).

It is also worth noting the scope of the conformity assessment carried out, result-

ing from the number of notifications to the number of organisations (average number
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of notifications per organisation). Apart from the already mentioned countries such
as: Italy, Poland, Spain and Turkey, the largest scope is also visible in medium-sized
countries such as: the Czech Republic, Finland, Ireland, the Netherlands and Slova-
kia.

Using a bubble scatter plot (Figure 3) one can see the dependencies between the
number of notifications within each legislation and country. They were arranged in
vertical and horizontal series of bubbles of different sizes, with the organisations

with the highest numbers by these legislations and countries.
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Fig. 3. The bubble scatter plot for legislations and countries

Source: own study.

Particularly noticeable is the activity of Germany, Italy (and also France, Poland,
Turkey, Czech Republic and Austria) in the field of construction products. However,
Italy also reported notifications in: machinery, lifts and safety components for lifts

and pressure equipment, and Germany within pressure equipment.
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In publications, individual authors emphasised the importance of notified organ-
isations in the conformity assessment process, as well as CE marking, as it confirms
compliance with the requirements of relevant legislation. However, what is signifi-
cant, it is mostly referred to medical devices (and they are not covered by the largest
number of notifications), while other products were mentioned very rarely.

And so, the legislation on medical devices was referred to by Chowdhury [2014b],
Holder et al. [2016], Singh et al. [2010] and Zannad et al. [2014]. In turn, Bayrak
& Yilmaz [2022], Blankart et al. [2021], Lowther et al. [2019], Stuurman & Lachaud
[2022] and Tracol [2016] pointed to both medical devices and active implantable
medical devices. Whereas Hogarth et al. [2010], Jones & Jackson [2016], Inmann
& Spensley [2013], Normanno et al. [2021] indicated in vitro diagnostic medical de-
vices, while Grifa & Pozzoli [2019] referred medical devices and in-vitro diagnostic
medical devices in the relation to hazardous substances in electrical and electronic
equipment.

Other authors have made reference to all three regulations on medical devices
[Brunette et al. 2017, Chowdhury 2014a, Lam & Chen 2019, Lantada & Morgado
2013, Memi¢ et al. 2018, Quinn 2017, Ronchi 2019, Spitzenberger et al. 2018,
Van Norman 2016]. Bosnjakovi¢ & Dzemi¢ [2017] and Bosnjakovi¢ et al. [2018]
presented all medical devices in the relation to measuring instruments and non-auto-
matic weighing instruments, while Leitgeb [2010] discussed this issue in the context
of machinery and personal protective equipment.

Papers on notified organisations present other products much less frequently, but
it can be pointed out: construction products [Fuchs 2011, Neerhof 2019], machin-
ery [Cordero & Sanz 2009], measuring instruments [Rodrigues Filho & Gongalves
2015] and gas appliances, low voltage equipment, electromagnetic compatibility and

machinery [Wiegmann 2019].

3. Conclusions

The highest number of notifications within New Approach Notified and Desig-

nated Organisations (Nando) Information System was submitted for the following
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products: construction products, pressure equipment, lifts and safety components for
lifts, machinery, transportable pressure equipment and personal protective equip-
ment.

In turn, the countries with the highest number of notifications and organisations
operating within the conformity assessment framework were: Italy, Germany, Po-
land, Spain, Turkey and France. Organisations from Italy are particularly active and
mainly lead the conformity assessment of: construction products, machinery, lifts
and safety components for lifts and pressure equipment, while organisations from
Germany assess primarily: construction products and pressure equipment.

The conformity assessment is therefore mainly dominated by Western European
countries with well-developed manufacturing of industrial products. However, the
further development of the common market of the European Union, associated also
with the reconstruction of the supply chain (after the Covid-19 pandemic), and partly
also with the transfer of production to Europe, provides an opportunity for greater

inclusion of Eastern European countries, especially Poland in this system.
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Abstract

In this book section, we try to answer how quality management and logistics can

interact and overlap and what common goals they may achieve. Considering the ser-

vice-related function of logistics (apart from integrative and five goals of logistics:

right goods, delivered at the right time, in right volumes, at the right place and the

right costs), we conclude that:

- logistics activities accompany every production process continuously, at every
stage, and their goals are similar to those of quality management,

- the final utilitarian value (but also the cost and market value) of each final product
includes the value of the logistics service provided at all stages of production,

- without the value provided to the product by the logistics service - the use and
exchange value of the product cannot be reached and used, so the quality of the
product itself is then insignificant..

Keywords: logistics goals, quality measures, quality tools, supplier selection,
logistics service

Introduction

The concept of quality in the management theory is most often associated with
a product introduced to the market and its sales. However, quality is often consid-
ered more broadly as a determinant of strategic assumptions of enterprises and the
philosophy of strategic operation in the organization. The implementation of these
strategic assumptions in operational activities is expressed in their adaptation to for-

malized norms, instructions and rules of conduct. Products are created as part of
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many processes that co-create them: not only production but as well supply, market-
ing, financing, etc. They all have a more or less direct impact on the quality of the
product. In the last 20 - 30 years, a significant impact of logistics processes on the
quality and efficiency of manufactured goods has begun to be noticed. A significant
impact of logistic support on the level of customer logistics service has been noticed.

Proper (right) logistic service has become a component of the value of prod-
ucts delivered to the market, creating new layers of competitiveness at all levels.
However, the practical use of logistics management in corporate strategies is too
often reduced to a relatively ineffective, in fact, irrational use of potential opportu-
nities resulting from the possessed logistics knowledge. Logistics, the foundations
of which are strongly related to the shaping of appropriate relations in the process
and system management model, is to lead to the rationalization of relations between
various processes taking place in enterprises. Shaping the right relationship between
economic and logistics processes that support them is the source of many synergistic
effects, creating new competitive advantages. However, too often, logistics is treated
as a synonym for shipping, transport or storage activities. On the other hand, it is
too rarely related in the scientific literature with quality management. Then, in the
scientific discussion, they are unreasonably described separately.

The chapter aims to indicate selected evidence confirming the thesis about the
relevance of logistic knowledge and practice at the level of operational, tactical and
strategic activities of business entities and supply chains with concepts and strategies
of quality management. Logistics and quality management are currently relevant in

shaping contemporary economic strategies of enterprises and supply chains.

1. Model of logistics service of economic processes
and their impact on quality

In each production process, two sub-processes can be distinguished (Fig. 1): the
manufacturing of goods/ providing services process (otherwise referred to as prima-
ry, main) and the logistics process, supporting the basic process in terms of providing

human, material and information resources necessary to produce a specific product
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(good, service) under the commodity process. The essence of logistics processes is,
above all, that at each stage of producing a product, the task of logistics is to provide
resources appropriate for a given production process, in the right amount, in the right
place, time, and at the right price (cost).

Processes understood in this way always perform service functions to basic pro-
cesses. In other words, there are no logistics processes (called here support process-
es) without primary processes. As it is easy to see, decision problems concerning
logistic support:

» always have a multi-criteria character, the solving of which encounters bara
riers, primarily methodological and tool, and

* concern main optimization criterion is the ,,right” criterion: resources, time,
quantity, price, place. In logistics services, it is no longer worth using the
max/min optimization criteria, or at least not always. From the point of view
of rational action, the pursuit of, for example, the maximization or minimi-
zation of the number of acquired resources in connection with the creation of

a specific good loses any sense.

Ignoring the five criteria of proper operation of any process will inevitably ad-
versely affect the quality of the final product. The wrong material, i.e. not meeting
the quality standards set by the designer, technologist, quality standards (factory,
industry, national and European) cannot be used to create the right product with the
performance parameters specified in the design documentation.

Inadequate time and place of service result in many unfavorable effects of lo-
gistic service at various levels, including interruptions in the implementation of the
production process, which may also cause disturbances in the proper course of the
technological process, and this may have an unfavorable effect on the improper qual-
ity of the final product. Another example of an inadequate sourcing economy may
be the case of a purchase with a significant discount on a large number of materials,
exceeding the current production needs, with a limited shelf life. Price discounts
may ultimately be insufficient to cover losses generated by not using the materials

before the expiration date.
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For example, the effects of improperly implemented logistic services sufficiently
convince about the multiple and significant impact of logistics on the broadly under-
stood quality of the final product. Therefore, logistics and quality are significantly
correlated.

Referring to the diagram in Fig. 1, it shows that logistics not only participates in
creating value for the customer through the process of producing the good itself but
also has its own qualitative share in the service of the final customer, as well as due
to the service functions performed in the entire production and production process;
more broadly - throughout the entire life cycle of the manufactured product, up to
the logistic operation of repairs, inspections and recycling of end-of-life products.

The buyer of a good becomes its legal owner after receiving it and accepting it
by issuing the goods receipt. However, to use it realistically, he must have physical
access to it - it is necessary to logistically support the distribution process from sup-
plier to buyer in terms of delivering the product to the recipient.

Value for
customer

HESOHECES LOGISTICS SUPPORT PROCESS s
. matema}l lighl resources, at lhe right limg and place and place-
- information in the right quantity, atthe right cost Element of
[ LOGISTICS IN MATERIALS [ LOGISTICS TN ] [ LOGISTICS IN ] /( customer’s value
MANAGEMENT (SUPPLIES) PRODUCTION DISTRIBUTION
L L1

PRODUCTION PROCESS
MARKET

DEMAND PROCES OF MANUFACTURING GOODS OR PROVIDE SERVICES

PRODUCT
enon PRIMARY (MAIN) PROCESS L

FORECASTED)

SUPPLY PRODUCTION DISTRIBUTION
with resources of goods and services of finished products

Fig. 1. Coexistence of production processes and the supporting logistic process in the
process of creating value for the customer

Source: [Chaberek 2019].

According to the diagram in Fig. 1, the value for the customer should be con-
sidered as a result of a certain synergy of production and logistics activities (final-

ly, of production and logistics processes). Resources and products have a general
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characteristic called value. Value is a fundamental category of economic, logistical

and qualitative thinking. The concept of value, like the concept of cost, has a wide

range of meanings, and although they are closely related, they are not identical.

Different manifestations of values can be measured at different scales with different

units of measure. The most famous values are:

» exchange value - represented by the price. It is determined independently in
the processes of exchange on the market,

* use value (utilitarian value) - represented by all the functional properties
of a thing in connection with the functions it performs,

» cost value - represented by the sum of material inputs and labor inputs that
make up the acquisition of a given resource (production of a product).

In purchasing material resources, work and acquiring information resources -
exchange value is primarily respected. In the production phase, the cost value is
respected without losing sight of the use value. When selling a product, exchange
and cost value are decisive.

The basic idea contained in the concept of cost, on the other hand, concerns the
flow of value, the sacrifice of one value for the sake of another value. Therefore,
the cost is always an economic value. However, value is a broader concept - it can
increase without cost participation. It is often the result of the synergistic interaction
of production and logistics processes.

Hence, the concept of cost falls within the concept of value. However, the op-
posite relationship does not take place. This means that additional value can be ob-
tained without increasing costs with the right management of production and logis-
tics processes.

Many years ago, marketers formulated the concept of an extended product. This
concept developed on the basis of discussions about the diminishing power of brands.
According to this concept, it is not enough to focus the marketing activities only on
the physical and functional features of the product itself. Instead, the final value for
the customer, the user of a given good, is the result of the sum in use of the product
and additional values resulting from the logistics service provided to the customer

along with the basic form of goods.
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The nature of brand loyalty is changing. Customers increasingly prefer the pos-
sibility of choosing a product from a range of brands or suppliers. The product’s
functional and utility features are quick to copy, imitate or duplicate by competi-
tors - easy to purchase a license. Customers do not buy products; they buy benefits
and value. In addition to the inherent properties of the product itself, manufactured
by various manufacturers, logistics can provide just these many additional benefits,
resulting from the subject and scope of logistics support in the pre-transactional and
post-transactional phases, for example:
 differentiation of the order cycle time,

» providing an offer about the product on the web,

» agreeing to the frequency of deliveries,

 facilities for the ordering procedure,

» ensuring the availability of stocks,

» flexibility in terms of the size of a single order,

» the convenience of starting advertising procedures, complaints and applica-
tions

 technical support after the purchase of the goods.

Logistic considerations in improving the quality of the main product are often
used in practice by creating a specific element of logistics service that is particularly
important for a given market, which creates a market force known as the winner of
orders.

The order winner is defined as those features of logistics services that distinguish
a given company’s product and service from competitors’ products and services.
The company wins the customer, providing an exceptionally high level of service
in the dimension known as the winner of orders. This may apply to a service related
to the sale of goods with exceptional transport requirements, with the delivery of
goods to the recipient, e.g. including covering the ,,last mile”. In a situation where
other sellers do not offer such service, the discussed ,,last mile” transport service
becomes the winner of orders, because the vast majority of customers will undoubt-
edly choose a supplier offering integrated full service for the purchase and deliv-
ery of the purchased goods to the indicated address. Only when other suppliers of
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the same product also provide similar or comparable transport services, does such
a quality feature become an order qualifier? Order qualifiers are those features of the
service level in which the customer expects a certain minimum level of service. The
extraordinarily high level of service in the dimension referred to as the procurement
qualifier does not in itself give the supplier any competitive advantage. Instead, it
becomes one of the many elements of the qualitative service of a product’s purchase
act. Ultimately, the buyer will use the vendor procurement qualifiers to select the

,right” vendor for the right good.

IGH STANDARD
OF
CUSTOMER SERVICE

QUALITY

LOGISTICS
1S OF TEN
DECISIVE

GLOBAL COST
CONCEPT

COST

Fig.2. The share of logistics in the implementation of the strategic attributes of the US
economy in the 1990s

Source: own elaboration.

In the three main criteria of the strategic economic activity of the USA from the
1990s (Fig. 2), the researchers usually clearly distinguished in terms of quality and
logistics, which at the same time were to be balanced by an economic factor by tak-
ing into account in all analyses, total costs, global, and thus also the costs of logistic
services for every business activity, every production project.

The measure of modern and probably future times is the globalizing nature of
the world economic system. Admittedly, after the pandemic time characterized by

broken supply chains, the enthusiasm for the globalization of economic processes,
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if it has not faded, certainly poses a specific question of how the global economy

can and should protect itself against the consequences of severe disruptions in the

logistic service of global supply chains. In the conditions of global supply chains, the
quality requirements for logistics services take on critical values because:

 the right time - is getting shorter and shorter,

* the right place - is more and more distant,

» the right (accepted) costs - are getting lower,

 the right quantity - all supplies must be delivered exactly as ordered (no addi-
tional inventory acceptance).

In addition, global supply chains increase the complexity of logistics decisions
as a result of:

» large area of diversification of commercial activities (also distribution chan-
nels),

* the required great freedom of movement of raw materials, products, people
and information (including capital),

* the necessity to choose the point of distribution of dependent and independent
demand, i.e. the choice of the place where the stocks can be held, bearing in
mind that:

- the cost and value of inventories increases as they move down the supply
chain,
- that the flexibility of inventories decreases as they move down the supply
chain
Logistics ensuring the operation of modern supply chains in an efficient, effec-
tive, beneficial manner, fully integrated with the implemented goods processes,
causes changes in the forms of operation, both in the layer of main processes (sup-
ported by logistics) and servicing (logistics) processes. The result of these changes
1s a new economic order, one of the referents of which is an increase in the level of

quality in use and the exchangeable value of market goods.
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2. Tools, methods and techniques for the quality
and logistics management

The logistics support is usually carried out in three main areas (phases) of the pri-
mary process: supply, production and distribution. The fourth one occurs when the
logistics also deals with reverse flows. Quality management, usually implemented
according to the general idea of Total Quality Management, refers to all those areas.
Therefore, the methodologies, methods, techniques and tools used in quality man-
agement can be successfully treated as useful for logistics management since they
measure the performance of both main and logistics processes. However, not all the
elements of quality management will concern logistics activities. On the other hand,
not every logistics activity addresses the product quality, but may be included in
managing process quality. To conclude, quality management and logistics manage-
ment overlap in some parts.

The methods useful in the mentioned common area for quality and logistics can
be divided into qualitative and quantitative. Below are examples of methods and

tools common to both areas and a practical example of use.

2.1. Qualitative methods

Research approaches used in analyzing customers’ voices were usually based on
collecting data from particular segments. This material, in most cases, is the result
of surveys: interviews with clients [Eze & Cherish 2019] or experts [Donadoni et
al. 2019]. Qualitative methods for data analysis in this regard are very limited and
are usually based on the analysis of selected fragments of respondents’ statements,
which is called content analysis [Azim & Azam 2013]. This analysis is used as the
primary, but in most cases, as an auxiliary method of presenting the results. Another
method may be case analysis (case study) when several consequences arise due to
some error or other disturbance in the process. However, this error is usually unique
and extremely rare in standardized processes; therefore, in detecting potential caus-
es of difficulties in the efficient implementation of the process, the use of a case

study is justified. On the other hand, in the case of a market player who is a leader
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in implementing innovation, the case study may refer to the identification of good
practices to some extent, which will contribute to improving the efficiency of the
process or quality of the product.

Some methods and tools have both the qualitative and quantitative nature. Those
can be Quality Function Deployment (QFD) or Failure Mode and Effect Analysis
(FMEA) used usually in quality management but having a vast potential to bring the
insights for logistics management, e.g. by presenting the corrections or preventive
actions regarding some potential problems in the process (not only production pro-
cess but others).

However, it should be borne in mind that qualitative methods are often treated as
secondary to quantitative methods, as, as a matter of principle, logistics and quality
management are based on the analysis of repetitive processes, usually on a mass
scale. For this reason, qualitative methods are usually treated as auxiliary to quanti-

tative methods.

Table 1. Qualitative methods used in quality and logistics management

Examples
Method(ology) Tool Aim Sample sources
am | m
Interview, expert Interview Gathering Six Sigma (Voice [Gargasas et al. 2019;
interview questionnaire data of the Customer) Rahman 2003]
Logistic customer
service
Text analysis Software for Data [Hong et al. 2019; Hu et al.
(incl. text mining) | text analysis analysis 2017; Yang et al. 2021]
Case study Case study Data Process errors [da Mota Pedrosa et al.
sheet analysis analysis 2012; Gutierrez-Gutierrez
Best practice et al. 2016; Mdiniso 2021]
analysis

Source: own elaboration.
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2.2. Quantitative methods

2.2.1. MCDM - multi-criteria decision making

Quantitative methods used in analyzing logistics processes and quality man-
agement constitute an extremely wide set of methods, starting with multi-criteria
methods and ending with advanced statistical and econometric methods. The nature
of the collected variables is the basis for applying a given method. Generally, vari-
ables are categorized as qualitative (binary, multivariate) and quantitative (discrete,
continuous). Usually, in the description of variables (and the selection of analytical
methods), Stevens scales are also used, i.e. the division into variables described on
the nominal, ordinal, interval and ratio scales [Figueroa et al. 2014; Niza et al. 2009].
Qualifying the variables allows for narrowing the group of methods that can be used
in the analysis, although the set is still often broad.

Very often, in logistics research, especially in decision-making situations (e.g.
selection of a supplier, selection of a solution implementation variant), multi-criteria
methods are used. This is because the needs and priorities of decision-makers are of-
ten expressed verbally, i.e. they take the nature of qualitative variables on a specific
scale. Usually, the calculation mechanism of these methods allows to determine the
rank or weight of a given criterion, in the case of the city logistics stakeholder anal-
ysis - also the importance of a given feature of a solution (e.g. as part of the sharing
economy) or in general - the functioning of the city’s logistics system. Among these
methods, the most commonly used are the classic ones, such as AHP, ANP, VIKOR,
DEMATEL, in the case of projects financed from public funds, most often from the
ELECTRE group [Aruldoss et al. 2013]. Nevertheless, multi-criteria methods are
expanding yearly (see Table 2'). The wide range of methods used in assessing the
elements of city logistics is included in the work by Beria et al. [Beria et al. 2012]

and Camargo-Perez et al. [Camargo Pérez et al. 2014].

1 The table presents only single examples of the application of a given method in the analysis of the
city’s logistics stakeholders. In fact, there are many examples of these, especially in the case of AHP,
ELECTRE, TOPSIS methods. The table also includes sources that do not always concern the entire
logistics system of the city, but its elements, e.g. the mobility of residents.
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Table 2. Multi-criteria methods for logistics and quality management

Method Full name Example for QM and LM
AHP Analytic Hierarchy Process [Tadi¢ et al. 2014]
ANP Analytic Network Process [Shaik & Abdul-Kader 2018]
DEMATEL DEcision MAking Trial and Evaluation Laboratory | [Chang et al. 2011;
Szmelter-Jarosz 2019]
TOPSIS Technique for Order Preference by Similarity [Kahraman et al. 2007]
to Ideal Solution
ELECTRE Elimination EtChoix Traduisant la REalite” [Mahfod et al. 2019]
PROMETHEE | Preference Ranking Organization METHod [Kazan & Ciftci 2013]
for Enrichment Evaluations
VIKOR Vlsekrzterijumska Optimizacija i Kompromisno [Amini et al. 2019]
Resenje
DEA Data envelopment analysis [Ross et al. 2012]
BWM Best-Worst Method [Mi et al. 2019]
SAW Simple Additive Weighting Method [Navarro et al. 2019]
Mixed Mixed methods, hybrid methods [Sadati & Catay 2021]
Fuzzy methods | Fuzzy methods (np. fuzzy AHP, fuzzy TOPSIS) [Tadi¢ et al. 2014]
Grey methods | Grey methods (np. grey AHP) [Cao et al. 2019]

Source: own elaboration.

The choice of a multi-criteria method is usually random or dictated by the re-
searcher’s skills and knowledge of the method, not necessarily matching the data and
the research goal. However, some procedures help select the suitable multi-criteria
model, e.g. Gershon’s and Tecle’s procedures [Trzaskalik 2014]. They include the
selection of criteria tailored to the decision problem under consideration, assigning
weights to the criteria, and evaluating the considered multi-criteria methods due to
the previously established set of criteria.

Usually, therefore, it is necessary to identify criteria that may be important for
various decision-makers, then prepare a description of them, then select a multi-cri-
teria method so as to adjust the measurement scale in a measuring tool (e.g. a ques-
tionnaire sheet, an interview sheet, an observation sheet) for the criteria, and then
the validation of the measurement tool, conduct the test and analyze the results.

Often, such research is immediately supported by assessing a given group of ideas/
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solutions/products/services by decision-makers so that, in addition to the ranking list

of needs and priorities, an assessment of the solutions is made.

2.2.2. Statistical, econometric and other methods

Advanced statistical models constitute an extensive group, among which the
choice of the correct one depends on the type of variables subject to analysis, espe-
cially the independent and dependent variables, their number, assumed interrelation-
ships, the purpose of the analysis, as well as the tabular and graphical form of the
obtained results. Thus, in logistics and quality management, the sources published
so far include:

» factor analysis [Anderson et al. 1998; Kersten & Koch 2010],

* cluster analysis [Gotzamani et al. 2010; Millen et al. 1999],

» general and generalized linear models [Lai & Wong 2012; Yeung et al. 2006],
» logistic regression [Larasati et al. 2012],

» multiple regression [Moldabekova et al. 2021; Trivedi 2018],

» time-series models [Doganis et al. 2006].

Quantitative methods allow to quantify the variables and calculate them in such
a way as to obtain a complete picture of the needs and preferences and priorities of
decision-makers or customers with their weights or a full ranking. Then it is possible
to compare these categories and draw conclusions about the similarities and differ-
ences. This, in turn, influences the actions of decision-makers in creating, shaping
and modifying processes to fully match the needs and priorities of the target recip-
ients or the organization implementing the process, and to work out compromises
that they will be able to agree to. Therefore, applying the methods mentioned above,
in addition to the obvious values for science and knowledge development, has
a practical dimension and can significantly contribute to the integration of quality

and logistics management.
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2.2.3. A practical example of a qualitative and quantitative method
common to logistics and quality management

As it was mentioned before, there are many examples of using qualitative meth-
ods both for quality as well as logistics management. One of them which is valu-
able for avoiding unnecessary disruptions is the FMEA analysis. The FMEA sheet is
helpful always while improving the quality of goods or processes, also in logistics
support of primary processes. Table 3 presents the example of the FMEA sheet (be-
fore assessing the effectiveness of corrective and preventive actions) for the mass
production of French fries. The table contains as well the comments about logistics
support connected with the particular potential failures in the analyzed process.

In the presented example, the Risk Priority Number (RPN) was calculated as
a product of the severity of the potential error, the possibility of detecting it and
the probability of its occurrence. The higher RPN, the more important it is to avoid
the potential error. Then, looking at the RPN, the most crucial is avoiding too high
temperature while frying and using a dirty machine. The qualitative nature of the
FMEA lies in giving one or more proposed actions to prevent the error in future or
minimize its results. It should be noted that every possible error in the process may
lie in unright logistics support, usually in the production (primary) process in not
delivering the right resource. As it was mentioned before, if only one ,,R” is not met
from the logistics goals described as ,,5R”, then the whole logistics process is not

adequately carried out.
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3. Conclusion

To summarise this book section’s content, there are many common areas of qual-
ity management and logistics management. Firstly, quality is divided into the quality
of product and the process. For example, the quality lies to some extent in logistics
support (materials supplied, machines, information including procedures, human re-
sources and their experience and skills etc.) and to some — not (e.g. technological
process of processing materials into the final product, so the elements of main pro-
cess). If so, if those two areas overlap, some common methods and tools are helping
to improve both quality and logistics. Some of the examples in this wide set were

presented in this paper but this is obviously a wider topic.
To sum up the content of this chapter, we also conclude that:

» logistics activities accompany every production process continuously, at evev
ry stage, and their goals are compatible to those of quality management,

* the final utilitarian value (but also the cost and market value) of each final
product includes the value of the logistics service provided at all stages of
production,

« without the value provided to the product by the logistics service - the use and
exchange value of the product cannot be reached and used, so the quality of
the product itself is then insignificant.

This chapter aimed only to indicate and highlight those interdependencies that
research and business communities forgot. Presenting the quality and logistics man-
agement as separate is unnecessary, misleading and wrong. Therefore, we propose

treating them as complementary and integrated research areas.
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Abstract

Purpose: Identification of factors shaping satisfaction from job conditions.
Methods: Quantitative approach was applied. Exploratory factor analysis was ap-
plied for the analysis purposes.

Conclusions: It has been proved that satisfaction from job conditions is a multi-di-
mensional construct. It is composed of three elements: (1) professional aspirations,
(2) physical job conditions and (3) interpersonal relations.

Practical implications: Identification of factors shaping satisfaction from job con-
ditions and systematic measure and analysis of their assessment made by the em-
ployees may constitute an important tool used in the human resources management
for managers and in particular in the motivation process of the employees.

Keywords: job conditions, job satisfaction, occupational health and safety

Introduction

Job is a permanent element of human’s condition [Weber 2011]. When defining

his place in the world, the job may give an individual a feeling of fulfilment and
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happiness or be the reason of dissatisfaction and frustration. Job conditions include
all elements of the human-job scheme, which may influence the physical, psycho-
logical and social mood of an employee i.e. directly define his situation in the work-
ing environment [Suzman 2021].

Satisfaction from job has become the object of research since the 30’s of the 20™
century [Mayo 1933]. In the 21* century the satisfaction from job is still an impor-
tant object of research on the psychology of an organization and the research on life
quality [Zalewska 2003, Wotowska 2013, Lubranska & Zawira 2018]. Currently the
measurements of satisfaction from job are the object of numerous regularly con-
ducted studies [Satysfakcja w pracy 2020, Zalewska 2003, Hauk 2018, Juchnowicz
2013, Kulikowski 2016, Potocka & Waszkowska 2013, Wotowska 2013].

Classic approach to the effects of the satisfaction from job is concentrated on the
consequences for the level of job effectiveness and willingness to resign and possible
actual rotation. The meaning of non-material values for the creation of the value of
a company requires the satisfaction from job to be treated as a determinant of human
resources quality and relation resources quality. Satisfaction from job also consti-
tutes the measure of the effectiveness of human resources management [Juchnowicz
2013].

Therefore, the attempts of conceptualization of the term satisfaction from job are
made [Sowinska 2014, Wudarzewski 2013]. The authors present proposals of the
interpretation of satisfaction from job and categories connected with it such as satis-
faction from the performance of tasks, satisfaction of the employees and professional
satisfaction.

According to the modern understanding, the satisfaction from job is one of the
most frequently described and studied issues, both by economic and social science.
The conviction that the care for employees professional satisfaction brings benefits
to the organization, has become universal and satisfied employees are particularly
valuable [Sowinska 2014]. Therefore, author’s tools used in the measurement of
satisfaction from job are proposed [Weiss et al. 1967, Smith et al. 1969, Bettencourt
et al. 2001, Zalewska 2003, Potocka & Waszkowska 2013, Kulikowski 2016, Hauk
2018, Lubranska & Zawira 2018].

XI Miedzynarodowa Konferencja Naukowa
Rola towaroznawstwa w zarzadzaniu jakoScig w warunkach gospodarki opartej na wiedzy
Zarzqdzanie jakoscig towarow i ustug w aspekcie zrownowazZonego rozwoju



M. Lotko, A. Lotko, G. Szatas, Factors shaping the satisfaction from job... 45

The acknowledgment that the satisfaction from job conditions is a complex con-
struct allowed to formulate the purpose of this paper, i.e. the identification of the
factors shaping this construct. This was derived from the literature review [Smith et
al. 1969, Schulz & Schulz 2002, Lake et al. 2010, Landy ef al. 1994, Bowling et al.

2008, Munir & Rahman 2016]. So the research hypothesis was formulated:
H1: Satisfaction from job condition is a multidimensional construct.

Then, the research questions were stated as follows:

QL: What are the factors shaping the satisfaction from job conditions?

Q2: What are the indicators loading each of these factors?

Q3: Are the discovered factors confirmed by other researches?

The hypothesis was verified and the questions were answered on the basis of the

results of the empirical study, obtained with the use of quantitative research methods.

1. Defining Job Satisfaction

Satisfaction, including satisfaction at job, is connected with the possibility of
developing the needs, goals, values and believes of an individual [Bartkowiak 2009,
Springer 2011]. This possibility is perceived as the basis of establishing of the at-
titude presented by an employee towards his own job. V. Vroom [1964] defined
satisfaction as an attitude, thus the positive attitude towards job is identical to the
satisfaction from job. He developed his deliberations on the basis of the theory of
expectations according to which the realization of expectations is a condition deter-
mining the satisfaction of an employee. The other classic researcher of behaviours
in the organization, E. Locke, defined job satisfaction as a result of the perception of
one’s own job as the one which enables the achievement of important values of job,
under the condition that these values are in accordance with the needs or help to meet
the fundamental human needs [Locke 1976]. Therefore, the things that an employee
perceives as valuable at job directly result form his own internal needs. Whereas the
achievement of the results valued by the employee are identical to his satisfaction.

However, P. Spector abandons the meaning of the needs in the gaining of em-

ployee’s satisfaction and he indicates a dominant role of the cognitive process in the
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shaping of the attitude towards job, whose key element is the employee’s satisfaction

[Spector 1997]. Similarly P. Nair understands satisfaction as an attitude based on the

individual assessment of one’s own workplace. Therefore, it covers something more

than just the feelings, as it reflects the assessment and perception of the value of

one’s job as well [Nair 2007, Springer 2011].

For modern organizations the issue of satisfaction becomes both the aim and the
measurement of the organizational effectiveness. Since the satisfaction of the em-
ployees is the indicator of the effectiveness of the management mainly described in
the context of motivating of the employees. At the same time, the satisfaction from
job is one of the most important determinants of the quality of the professional life
[Wotowska 2013]. As S. Borkowska [2008] noticed, satisfaction and dissatisfaction
are connected with ,,what” motivated the employee and ,,how” it motivates him.
They have various dimensions as they may be:

* The manifestation of meeting a need,

* The consequence of the comparison of the gained effect to the behaviour,

» The factor controlling and correcting human’s behaviour,

* The cause and the driving force of the behaviour.

Satisfaction from job is defined as [Sowinska 2014]:

*  Emotional reaction of pleasure or distress experienced in connection with the
performance of specified tasks, functions and roles [Banka 2000],

* A sum of personal satisfactions of an employee and his expectations depend-
ent on numerous factors [Kiezun 1997],

* A consequence of perceiving professional activities by an individual as im-
portant and useful, being the result of one’s own observations and obtained
feedback [Karasek 1979],

* Positive and negative feelings and attitudes which refer to the professional
obligations performer by the employees [Schulz & Schulz 2002].

The term ,,contentment” is used interchangeably with the term ,,satisfaction”. The
majority of the researchers treats both terms as synonyms [Sowinska 2014].

Therefore, it is observed that satisfaction from job is a complex and multi-di-

mensional construct. Whereas, no construct specifying the satisfaction from job
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conditions has been found in any of the analysed positions. Therefore, in this paper,

the authors made an attempt to operationalize and identify its dimensionality.

2. Method

The first phase of works was the conceptualization of the term ,,satisfaction from
job conditions”. It has been assumed, that it is a multi-dimensional construct. At
first, the authors carried out the literature analysis. It covered hitherto stipulations
published in scientific works and the analysis of valid provisions concerning job
conditions for administrative and office jobs. An expert panel with the employees of
the safety and hygiene at job services was held. In this way the authors identified the
observable variables later used in the empirical study. On the basis of the obtained
results, a questionnaire used to measure satisfaction from job conditions was pre-
pared. It included 31 substantial statements and 6 certificate variables. Observable
variables together with the sources are listed in table 1.
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Table 1. Observable variables used in the research and its sources

Author
Robak (2013)

Bugdol (2006)
Boltowicz, Jankowska (2019)
Niedzielski (2017)
Drzewiecka (2010)
Biatas, Litwin (2013)
Gaweda, Sniezek, Serzysko (2018)
Chudzicka-Czupata (2013)
Misztela (2018)
Jalowska (2015)

Wasik, Dorozko, Kotulski (2002)
Pluchcinska (2009)
Jasinski, Derbis (2019)
Gros (2022)

Springer ( 2011)
Lipinska-Grobelny, Glowacka (2009)
Baka (2012)

Brilman (2002)
Andratoj¢, Szmbelanczyk (2009)
Satysfakcja w pracy (2020)
Zalewska (2009)

Banka i inni (2002)

Dz.U. (1997)

Panel ekspertéow bhp (2020)

Variable

Salary X | x X | x|[x]|x X|x|[x|x]|x|x]x

x
x
x
x
x

Promotion | x X X X | X X X | X X

Training X X
possibilities

Rela- X | X X | X | Xx|Xx X | X X| X[ X| x| Xx|[x|x|x|x]|x]|x
tions with
co-workers

Relations X | X|x X | x| x X[ X| X[ X[x|x|x]|x]|x]|x
with
supervisors

Job X X X X | X X | X X X
organization

Job condi- X X[ X|X|x|Xx]x X | X[ X|x|x]x X | x| x|x|x
tions

Professional X X | X|Xx X | X|x X | X|x X X | X
develop-
ment

Social X X X X
and living
conditions

Passion X X X X | x| x

Job content X X X | X|Xx X

Job X X X
diversity

Job X
monotony
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Author
Robak (2013)

Bugdol (2006)
Bottowicz, Jankowska (2019)
Niedzielski (2017)
Drzewiecka (2010)
Biatas, Litwin (2013)
Gaweda, Sniezek, Serzysko (2018)
Chudzicka-Czupata (2013)
Misztela (2018)
Jalowska (2015)

Wasik, Dorozko, Kotulski (2002)
Pluchcinska (2009)
Jasinski, Derbis (2019)
Gros (2022)

Springer ( 2011)
Lipinska-Grobelny, Glowacka (2009)
Baka (2012)

Brilman (2002)
Andratoj¢, Szmbelanczyk (2009)
Satysfakcja w pracy (2020)
Zalewska (2009)

Banka i inni (2002)

Dz.U. (1997)

Panel ekspertéow bhp (2020)

x

Scope X X | X X
of indepen-
dence

Job time X X X X

Non-pay X X
profits

Allocation X X X
of tasks

Employ- X X X X
ment
stability

Communi- X X X
cation

Prestige X X X
of
organization

Workload X X X

Stress X | x
at work

Standard X
of
equipment

Air X
conditioning

Plants X

Aesthetics X

Overtime X
job
Work on the X
weekends

XI Miedzynarodowa Konferencja Naukowa
Rola towaroznawstwa w zarzadzaniu jakoscig w warunkach gospodarki opartej na wiedzy
Zarzagdzanie jakosciq towarow i ustug w aspekcie zrownowazonego rozwoju



Management in commodity science - theoretical and practical aspects, vol. 2
50 Zarzgdzanie w towaroznawstwie - aspekty teoretyczne i praktyczne, tom 2

© — 3 _
— - N o [=2]
o [=) (= N S| ~ =y
- N a o ~ o |l o (<]
=) b 4 N ~ © NN g
g ~l&l8le = | =] = X =l e - S
s <S8 ~ x| 5 ~| 8 = &~ =
AREEEREEREIEEEEHERERIERIEEENE
=8| 2|8|a diNizis|ie|l 2| e|V|S|2|T 828 |qa|lE|S
= o|S S|l=|c|lolalQlN| 0O =N N[5 Z|Q|s| 8|l
s (S[S|8lz|z|El2 5251252820838 5|82
£ M EEEEEN R I E RN
2 AR EEE M EIE R B EHEEEEE
= |- N|[OC|.= cl o N | =
ENEIHE IR R IE R EIFHEEREEEE
AR R HEREENE M EEEE
2B 5w |RZSI82E| |o SIEIN|8| |@
Z 8 o (O]
2|9 @m|a|S -] 8 : A I
2 S| £ X S g s c
| O 7] 7] k<] S
<] " o
o0 2 uy k= c
3 = S <
|
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Culture X | X
Number X
of persons
in the room
Ventilation X
Lightning X
Window X
shields
protective
against sun
Bathrooms X
Social X
rooms
Ergonomics X
(chair, desk)
Smoking X
room
Noise X
in the room
Tempera- X
ture
in the room

Source: author’s own study.

The sample had a purposive character. The research covered 419 persons — admin-
istrative and office employees. The size of the sample was set a bit above of the size

assumed for unlimited population, confidence interval 0¢=0,95 and maximum error
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=0,05 (which is 384). Based on the consultations and carried out with the safety
and hygiene at work experts employed in the territory of the Masovian voivodship,
it has been stablished that in order to obtain comparable results, the study must be
carried out with the participation of administrative and office employees employed
in various branches of institutions, including industrial production sector, building
industry, education and other services. The structure of the sample is presented in
table 2 below.

Table 2. Structure of the sample

Variable Category n %
Sex Man 99 23,6
Woman 320 76,4
Age Up to 30 years 48 11,5
31-40 years 147 35,1
41-50 years 122 29,1
over 50 years 102 243
Education Higher 378 90,2
Secondary 40 9,5

Elementary 1 0,2
Length of service Up to 10 years 113 27,0
11-20 years 145 34,6
Over 20 years 157 37,5

No answer 4 0,9
Job experience Only one company 56 13,4
2 - 3 companies 193 46,1
More than 3 companies 169 40,3

No answer 1 0,2
Current employment over 5 years 232 55,4

period

1-5years 135 32,2
Over 1 year 49 11,7

No answer 3 0,7

Source: author’s own study.
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The empirical study was carried out from the 15" January till the 15" February
2021 electronically, with the use of the Google Forms platform.

The results were processed with the use of the Exploratory Factor Analysis —
(EFA). This concept was established and developed in the Anglo-Saxon psychology.
For the first time it was described in 1904 by C. Spearman. However, theoretical
bases as well as the possibilities of practical solutions were described in the publica-
tions from the 40’s of the 20™ century and the next years by L. Thurstone [1947]. It
was formulated as a formal statistical model by D. Lawley and A. Maxwell [1963].

For the method of distinguishing the factors, the authors assumed the analysis of
the principal components (Principal Component Analysis - PCA), which constitutes
the basic model of the reduction of the dimension of feature space in multi-dimen-
sional objects [Alyahya et al. 2020, Hair et al. 2014]. This method consists in the or-
thogonal transformation of a multi-dimensional set of features describing the studied
objects into a new set — non-correlated variables, the so called principal components
in a way in which the new variables could explain the entire variation of the output
variables and at the same time the next principle components (latent variables) ex-
plain even smaller percent of the total variation.

The calculations were made with the use of the procedures of the computer pack-
age called Statistica 13.3.

3. Analysis of the results

The preliminary phase of the analysis of principal components is the construc-
tion of the matrix of correlations between all variables and its initial analysis. If the
coefficients of the correlation are low or none of the variables correlates highly with
any of the remaining correlations, the application of factor analysis should be aban-
doned. In the analysed case, all empirical variables are correlated with each other,
because the correlation coefficients are higher than 0,3 and are considerably differ-
ent from O (in t-Student test). This is presented in table 3 below.
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Table 3. Components of satisfaction — coefficient values of Spearman’s correlations
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In the analysis of principle components, it is assumed that the number of obser-
vations (examined objects) should at least from 3 to 5 times exceed the number of
primary variables. This condition was complied in this study.

The authors also proved the reliability of the scale, i.e. its inter-content com-
patibility. The internal cohesion describes the degree in which all positions of the
test measure the same term or construct. The reliability was proved with the use of
a-Cronbach measure. The results of the range 0,6—1 are the acceptable threshold
of the reliability of the measure performed with the use of a given scale [Cronbach
1951]. a-Cronbach value calculated for 31 parameters of satisfaction amounts to
0,952, therefore the inter-content cohesion is high.

In order to distinguish the principal components, the scree test method was ap-
plied [Cattell 1966]. It is used to present the next proper values graphically. Data
presented in figure 1 below entitle the authors to make the assumption that the first

three principle components may be left for further analysis.

Warto$¢ wtasna
©

Liczba warto$ci wtasnych

Fig. 1. The scree test

Source: author’s own study.
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Subsequently, the authors determined the values of factor loadings presented in
table 4 below. They demonstrate the saturation degree of the primary variable with
a given factor (principal component) and they constitute coefficients of correlations
between the primary variable and particular factors. It is assumed that the values
>0,7 indicate a significant connection of primary variables with the principal com-
ponent. Factorial charges were calculated with the use of a standard Varimax method
after the rotation of factors.

Table 4. Principal components and factor loadings

Observable variable . Princip:l component/Factor Ioad;ngs
Capacity -0,034 0,575 0,452
Number of persons -0,094 0,512 0,532
Ventilation 0,117 0,734 0,200
Lighting 0,249 0,576 0,232
Window shields 0,122 0,561 0,088
Bathrooms 0,254 0,712 0,067
Social back office 0,288 0,726 -0,008
Ergonomics 0,189 0,791 0,188
Noise level -0,112 0,694 0,180
Temperature 0,179 0,729 0,130
Standard of equipment 0,202 0,750 -0,003
Aesthetics 0,253 0,682 0,067
Workload 0,254 0,297 0,141
Localization of the room 0,059 0,457 0,212
Localization of the company 0,100 0,194 0,037
Salary 0,470 0,256 -0,132
Training possibilities 0,786 0,132 0,142
Relations with co-workers 0,363 0,177 0,668
Relations with supervisors 0,238 0,183 0,702
Job organization 0,541 0,257 0,455
Realization of development 0,823 0,205 0,157
Realizations of passions 0,746 0,235 0,184
Job content 0,457 0,190 0,354
Scope of independence 0,347 0,204 0,361
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Observable variable - Princip:l component/Factor Ioad;ngs
Work time 0,268 0,162 0,188
Non-pay profits 0,721 0,166 -0,000
Allocation of tasks 0,527 0,160 0,244
Employment stability 0,327 0,108 0,254
Communication at work 0,425 0,160 0,681
Prestige of organization 0,533 0,215 0,281
Stress level 0,276 0,244 0,257

Source: author’s own study.

Bolded values of factor loadings >0,7 presented in table 4 (rounded up) indicate
a significant connection of the following primary variables with principal compo-
nents:

a) The level of satisfaction from the possibility of training, development, real-
ization of passions and non-pay profits — with the principal component 1. It
represents the dimension which may be called the professional aspirations.

b) The level of satisfaction from ventilation, bathrooms, social back office, level
of noise, temperature, ergonomics standard of equipment and aesthetics of the
job stand — with the principal component 2. It represents the dimension which
may be called as physical job conditions.

c) The level of satisfaction from the relations with co-workers and supervisors
and communication at job — with the principal component 3. It represents the
dimension which may be called interpersonal relations.

On the basis of the analysis of data presented in table 4, it has been proved that
the satisfaction of the employee from job conditions is multi-dimensional construct
which is composed of three factors: (1) professional aspirations, (2) physical and
technical job conditions and (3) interpersonal relations. Discovered dimensions cov-
er the following characteristic areas: employee development sphere (professional
aspirations), material elements of the job stand (physical job stand) as well as social
relations sphere at work (interpersonal relations). This way the hypothesis H1 was

verified, as well as the research questions Q1 and Q2 were answered.

XI Miedzynarodowa Konferencja Naukowa
Rola towaroznawstwa w zarzadzaniu jakoScig w warunkach gospodarki opartej na wiedzy
Zarzagdzanie jakosciq towarow i ustug w aspekcie zréwnowazonego rozwoju



M. Lotko, A. Lotko, G. Szatas, Factors shaping the satisfaction from job... 57

4. Discussion of the results

The obtained results are to a great extent convergent with three out of five dimen-
sions of the JDI (Job Descriptive Index), sometimes called Job Descriptive Ques-
tionnaire [Schulz & Schulz 2002]. This scale was proposed by the researchers from
the Cornell University in the end of the 60°s of the 20" century [Smith et al. 1969]
and from then on it has become the gold standard among measurement scales of
job satisfaction [Lake et al. 2010]. It is valued, above all, due to the preservation of
psychometric rigour as well as the updates introduced over the years [Landy et al.
1994; Bowling et al. 2008, Lake et al. 2010]. This scale covers five dimensions: job
nature (analogy in the current study — physical job conditions), salary, promotion
possibilities (analogy — professional aspirations), managerial and employees super-
vision (analogy — interpersonal relations).

Similar arrangement of factors, i.e. salary, support of the employees (analogy —
interpersonal relations, job conditions (analogy — physical job conditions) and career
development (analogy — professional aspirations) has been also discovered by other
authors [Munir & Rahman 2016].

The above observations confirm accuracy of both the assumed theoretical model

and its empirical verification. This way the research question Q3 was answered.

5. Conclusions

In this study, on the basis of the conclusions made in the course of the conducted
literature analysis and expert panel, it has been assumed that the satisfaction form
job conditions is a multi-dimensional construct. In the consequence of the carried out
empirical study and elaboration of its results made with the use of the factor analy-
sis method (principal components analysis) it has been proved that this construct is
composed of the following three dimensions:

a) Level of satisfaction from: training possibilities, realization of development

and passions and non-pay profits — with the principal component 1. This di-

mension may be called professional aspirations.
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b) Level of satisfaction from: ventilation, bathrooms, social back office, noise
level, temperature, ergonomics, standard of equipment and aesthetics of
a work stand — with the principal component 2. This dimension may be called
job’s physical conditions.

c) Level of satisfaction from relations with co-workers and supervisors and com-
munication at works — with the principal component 3. This dimension may be
called interpersonal relations.

Distinction of the above mentioned dimensions and systematic measurement and
analysis of their assessment made by the employees may constitute a significant
tool for managers used in human resources management and employees motivating

procedures.
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Abstract

The importance of a customer trusting an organization and its products, services and
processes has been articulated by bold claims that trust is on the verge of becoming
the currency of the digital age.

However, the concept of trust seems to suffer from conceptual confusion. The current
perspectives on trust within many business activities could be visualised as a big box
of which the borders are defined by the disciplines marketing, economics, psycholo-
gy and sociology. The purpose of this paper is to enlarge the box by introducing neu-
roscientific insights on trust to the marketing and business domains. By a literature
study on neuroscientific insights on trust, we examine how neuroscience can help to
solve existing problems within trust research and how it can address problems that
otherwise might not be considered.

The neural components of trust show that trust entails cognitive and affective el-
ements. Furthermore, there are personal differences in the ease of trusting others,
which are not only caused by previous experiences but also by differences in resting
patterns of frontal electroencephalographic asymmetry and by differences in hormo-
nal state.

The neural differences between trust and distrust might shape the future research
agendas for trust research, f.e. within management and marketing.

Keywords: distrust, neuroscience, trust, trust management
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Introduction

Trust is an important tool in human life, as it enables people to cope with the
uncertainty caused by the free will of others. Uncertainty and uncontrollability are
also issues in computer-assisted collaboration and electronic commerce in particular.
Commitment, trust and satisfaction are often mentioned as key elements determining
the quality of business relationships (Hennig-Thurau et al. 2002). “There is, how-
ever, little agreement on the meaning of trust, whose conceptualizations differ with
respect to actors, relationships, behaviours, and contexts. At present, we know much
better what trust does than what trust is” (Castaldo et al. 2010).

Trust has been identified as a major factor influencing also such things as capi-
tal investment, relationship marketing, cross-cultural communication, learning and
various types of cooperation. Trust management is becoming also very important
inside the organization (Paliszkiewicz 2011) and in inter-organizational cooperation
(Schmidt & Schreiber 2019). However, the public trust in business, defined as the
degree to which the public meaning society at large-trusts business in general, is an-
nounced as largely understudied (Pirson et al. 2019). Therefore, the authors suggest
four domains of existing trust research from which scholars of public trust in business
can draw because such studies will enable those companies interested in increasing
public trust to understand better respective determinants of public trust. Johannsen
and Zak (2021) reported interesting findings from a nationally representative sample
of working adults to quantify how a culture trust improves business performance.
Their studies show that management practices that increase organizational trust have
salubrious effects on business performance. When seeking to understand how trust
varies in organizations, in the same paper Johannsen and Zak (2021) discussed re-
search showing that the neurochemical oxytocin (OT) is released in the brain after
positive interactions with others, including strangers, and signals that the other per-
son appears to be trustworthy. What is also interesting, in the neuroscience research
it was observed that OT binding to neurons in the subgenual cortex stimulates the

release of midbrain dopamine (van Zeeland-van der Holst & Henseler 2018).
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Recently, Internet of Things (IoT) technology has emerged in many aspects of
life, such as transportation, healthcare, and even education. However, the remarka-
ble advancement of this technology has increased the number and the mechanisms
of attacks. Attackers often take advantage of the IoTs’ heterogeneity to cause trust
problems and manipulate the behaviour to delude devices’ reliability and the service
provided through it. Consequently, trust is one of the security challenges that threat-
ens [oT smart services (Alghofaili & Rassam 2022). Trust management is considered
to be a viable solution for IoT trust issues. Therefore, in recent years a novel generic
trust management frameworks for crowdsourced [oT services are developed (Ba-
hutair et al. 2021).

By a literature study on neuroscientific insights on trust, this paper examines how
neuroscience can help to solve existing problems within trust research and how it can

address problems that otherwise might not be considered.

1. An interdisciplinary approach to trust

With the transition from a transactional to a relational approach when describing
business interaction, the concept of trust gained interest by many scholars. Defi-
nitions, conceptual models and measurement scales with respect to the concept of
trust have accumulated (Akrout & Akrout 2011), and scholars studied the nature and
the role of trust in relation to many other input and output variables. The current
perspectives on trust are rooted in marketing, economics, cognitive psychology and
sociology. It can be said that scholars are, to some extent, thinking within a box and
that new insights from other disciplines than the ones mentioned above are not inte-
grated in the current models and conceptualisations. Specifically, within the field of
neuroscience, studies on trust have produced valuable insights (van Zeeland-van der
Holst & Henseler 2018).

The cognitive psychological perspective on trust, adopted by many scholars with-
in marketing domain, considers trust as a necessary instrument for efficient adjust-
ment and even survival of human beings within a social context (van Zeeland-van

der Holst & Henseler 2018). According to this perspective, trust is about believing
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others to be reliable. Individuals differ in the ease at which they believe in the relia-
bility of the other. High trust individuals are less likely to lie or cheat, are more likely
to give others a second chance and are also less likely to be unhappy, conflicted or
maladjusted (Rotter 1980).

Believing others to be reliable automatically implies being vulnerable, what
makes the decision to trust a risky decision. Based on this accentuation on vulnera-
bility, risk and possible reward, a psycho-economical perspective on trust emerged in
which trust is mostly defined as “the perceived credibility and benevolence of a tar-
get of trust” (Doney & Cannon 1997, p. 36). This definition recognises, with respect
to the concept of trust, two dimensions: credibility or the expectancy that we can rely
on the other, and benevolence, which means that if we trust somebody we believe
that the other has a desire to do good and is therefore motivated to seek joint gain.

The psycho-economical perspective still has a dominant footprint on the mar-
keting literature on trust. A full economic perspective on trust, which is next to the
cognitive psychological perspective the other pillar of the psycho-economical per-
spective, is hardly found within the marketing literature (van Zeeland-van der Holst
& Henseler 2018).

Besides the development of the cognitive psychological perspective into the psy-
cho-economic perspective, the cognitive psychological perspective also evolved
into a psycho-sociological perspective in which trust is seen as “a willingness to
rely on an exchange partner in whom one has confidence” (Moorman et al. 1992,
p- 315). Within this perspective, trust has two dimensions: a psychological dimen-
sion in which trust is seen as a belief (i.e. confidence) and a sociological dimension
where trust involves a behavioural intention or actual behaviour (i.e. willingness to
rely on the other) (Moorman et al. 1992). Psycho-sociological definitions are consid-
ered to be very useful when an individual-organisational level of analysis is applied,
since the individual belief is combined with experiences and behavioural intentions
that individuals have with respect to an organisation (Money et al. 2012).

There is only a small difference between the psycho-economical and the psy-
cho-sociological perspective: the economical approach is focussing more on the

question whether or not the other party will act in our benefit while the sociological
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approach is more concentrated around a person’s attitude and behaviour towards one
or more to be trusted others. This difference can best be seen by comparing the term
credibility of Doney and Cannon (1997), i.e. expectancy that one can rely on the
other, to the definition of Moorman et al. (1992), i.e. willingness to rely on the other.
The psycho-economical approach is relatively more about the impression on how
the potentially trusted person is behaving towards us, and the psycho-sociological
approach is more about our behaviour towards a potentially trusted party. Both the
psycho-economical and the psycho-sociological perspectives on trust contain two
components, what makes the measurement of trust difficult.

The sociological dimension in the psycho-sociological perspective is derived
from a behavioural perspective on trust. Within this perspective, trust is seen as a re-
ciprocal relationship which facilitates cooperation (Hawes et al. 1989). Currall and
Judge (1995, p. 153) defined trust as “an individual’s behavioural reliance on anoth-
er person under a condition of risk” and identify dimensions of trusting behaviour:
open and honest communication with the counterpart, entering an informal agree-
ment with the counterpart, maintaining surveillance over the counterpart and task
coordination with the counterpart. However, despite the fact that the behavioural
perspective on trust, with its focus on cooperative collaboration, seems to fit the
marketing domain the best, it is not the dominant perspective taken by scholars in
the field.

Within the late 1990s and the beginning of this millennium, the cognitive ap-
proaches on trust were criticized (Andersen & Kumar, 2006 Rousseau et al. 1998). It
became slowly accepted that a division could and should be made between cognitive
and affective trust (Dowell et al. 2015). But scholars are having problems with the
measurement of these different elements (van Zeeland-van der Holst & Henseler
2018).

The neuroscientific perspective is brought forward since current theories and
empirical research on trust are not complete without “the most fundamental level
of analysis” (Becker et al. 2011, p. 934). In other words, can we fully grasp the re-
lationship between trust and the resulting market behaviour if we do not take into

account the neural processes that are at the heart of this relationship? It seems that
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a neuroscientific perspective on trust within a business context both enriches and
advances the current knowledge on trust. Obviously, the aim of introducing a neuro-
scientific perspective is not to replace the current knowledge, but to connect it with
other knowledge in order to get a better picture. Therefore, integrating a neuroscien-
tific perspective is a clear example of hierarchical reductionism in which unification
of different fields of knowledge is the norm (Becker et al. 2011). However, the neu-
roscientific explanations of attitudes and behaviour should not be prioritised above
social scientific explanations (Huettel et al. 2009), but should be seen as equal expla-
nations of the same phenomenon. By combining strengths of different approaches,
we are able to better understand the working mechanisms of trust in a business rela-
tionship. Integrating a neuroscientific perspective on trust can create such synergetic
effects by examining in which way neuroscience can shine a new light on existing
problems and how it can highlight problems that might otherwise not have been

considered.

2. The Neuroscience of Trust

Human beings are embedded in various interpersonal and social relationships
as well as in various institutions, organizations and societal aspects. Organizational
culture (how a group of people transmits norms of behaviour and values to others)
is often thought to be fixed, but extensive research shows that it changes as people
learn and their environment evolves (McElreath & Henrich 2007). On the basis of
neuroscientific research some constituent factors were identified that can be used to
create higher trust, for example in organizations. It means that implementation of
some neuroscientific insights in form of management policies, procedures, and sys-
tems can enhance trust. As response the higher trust substantially boosts an organi-
zation’s performance, employee engagement, retention, and well-being (Zak 2018).
Such application of neuroscience to management is called neuromanagement.

In the last years a new research domain emerged, referred to as ,Social Neuro-
science’. Within this domain many intriguing findings have been made regarding

the neural basis of social behavior. Trust as a subject for Social Neuroscience was
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described in summarizing paper by Schipper and Petermann (2011). In this review
the authors present what is known about the neural mechanisms underlying trust and
present ideas on how social neuroscientific research can improve our understanding
of this important social phenomenon and its dysfunctions, focusing on interpersonal
trust. The authors concluded that the integration of social-neuroscientific methods
with clinical and developmental psychological paradigms should provide new in-
sights into the biology and development of trust and distrust (Schipper & Petermann
2011).

Fundamentally, the objective of Social Neuroscience is the investigation of so-
cial phenomena and processes that social psychologists have traditionally pursued,
but using physiological measures and imaging tools from cognitive neuroscience
(Van Overwalle 2009). Among others these include functional magnetic resonance
imaging (fMRI), event-related potentials (ERP), transcranial magnetic stimulation
(TMS), near infrared- spectroscopy (NIRS), lesion studies and neuropsychological
assessment.

What emerges from these ,new’ discipline and its sub-disciplines such as for
instance developmental social neuroscience or neuromanagement is a more holistic,
multidimensional view on human beings. A view on human beings as dynamic phe-
nomena which are simultaneously cognitive and emotional, behavioral and neural,
social and individual, depending on how they are approached and measured (Zelazo
& Paus 2010).

2.1. The neurobiology of trust

Social Neuroscience is already quite successful in investigating the neural cor-
relates of social behaviour. The new term ,social brain’ was proposed, which is de-
fined as the complex network of areas that enable us to recognize others and evaluate
their mental states (intentions, desires and beliefs), feelings, enduring dispositions
and actions (Steinberg & Morris 2001). Most structures important in emotion pro-
cessing have shown to be important for social behaviour, too. These include specific
brain regions which can be related to different sets of processes (Adolphs 2003).
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In the present not only brain regions but also the role of genetic variation in
trust as well as different hormones being associated to trust are being recognized.
Researching the biology of the specific subject trust, the first factor considered was
oxytocin (OT), a neuropeptide hormone synthesized in the hypothalamus: a role of
OT in mediating maternal behaviour, mother-infant bonding, and pair bonding has
been implicated by results gathered in animal studies. It has been shown that OT is
increased in the plasma during sexual arousal in humans (Carmichael et al. 1987).
But significantly lower levels of OT were observed in the cerebrospinal fluid of
women who experienced early childhood abuse or neglect (Heim et al. 2010). This
finding provides evidence that early parent—infant interactions can have enduring
consequences on the OT system, which may impact adult social cognition and the
ability to form stable social relationships. On the basis of many findings showing
that OT is involved in social processes in humans, several interesting studies on the
effects of exogenous OT on social cognition and behaviour (also on trust) in humans
have been carried out.

Using a laboratory simulation of the “trust game”, it was demonstrated that peo-
ple with higher OT level (intranasal administration of synthetic OT) were much more
likely to transfer money and larger amounts of money (trustworthy behaviour) to
a partner as compared to people on a placebo (Kosfeld et al. 2005; Baumgartner et al.
2008). The explanation for these results is that OT increases trust and, specifically,
reduces the perceived risk of being betrayed. Both studies involved money; therefore
research has yet to demonstrate that the trust increasing effect of OT extends to other,
non-monetary, scenarios. The first attempt was realized by Zak and Fakhar (2006)
who observed that the receipt of a signal of trust is associated with a higher level
of peripheral OT than that in subjects receiving a random monetary transfer of the
same average amount. Higher OT levels were also related to trustworthy behaviour
(sharing a greater proportion of the monetary gains). This can suggest that OT may
be part of the human physiology which motivates cooperation.

Another peptide hormone associated to trust is vasopressin, which structur-

ally similar to OT and is synthesized in the hypothalamus, too. But vasopressin
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is suppressed during increases of OT. Next to its role in regulating blood pressure it
has been associated with social behaviours like pair bonding (Heinrichs et al. 2009).

Interestingly, while OT increases trust testosterone significantly decreases inter-
personal trust and this effect is determined by those who give trust easily (Bos et al.
2010). The authors suggest that testosterone adaptively increases social vigilance in
trusting individuals to better prepare them for competition over status and valued
resources. Their observations provide unique insights into the hormonal regulation
of human sociality by showing that testosterone down regulates interpersonal trust in
an adaptive manner. Shortly, whereas the hormone oxytocin increases trust, the hor-
mone testosterone decreases trust (Boksem et al. 2013). This is probably due to the
competitive and perhaps antisocial behaviour that testosterone is causing. Therefore,
people might differ in the ease of trusting others because they differ in their levels of
oxytocin (van Zeeland-van der Holst & Henseler 2018).

The term ,empathy’ is applied to various phenomena, ranging from feelings of
concern for other people, experiencing emotions that match another individual’s
emotions, knowing what another is thinking or feeling to blurring the line between
self and other (Schipper & Petermann 2011). These phenomena are of great impor-
tance in the domain of interpersonal trust, too, indicating a need of taking empathy
into account when investigating interpersonal trust. Experiments suggest that OT
improves the ability to infer the mental state of others (empathy) from social cues
of the eye region (Domes et al. 2007). This finding, next to the fact that several
structures underlying empathy are also involved in trust, builds a bridge between
trust on the one hand and empathy on the other. Some authors suggest that empathy
like theory of mind (ToM, the ability to attribute mental states to others) both rely
on networks associated with making inferences about mental states of others (e.g.
mirror neuron system), but empathic responding requires the additional recruitment
of networks involved in emotional processing (Vollm et al. 2006). Similarly, other
authors suggest that children’s reasoning about whom to trust is closely intertwined
with their developing understanding of mental life, they assume a link between chil-
dren’s theory of mind understanding and their ability to distrust deceptive sources
(Vanderbilt et al. 2011).
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2.2. Recognized brain structures involved in trust

Baumgartner et al. (2008) examined the neural circuitry of trusting behaviour by
combining the intranasal, double-blind, administration of OT with fMRI. It appeared
that subjects in the OT group showed no change in their trusting behaviour after they
learned that their trust had been breached several times while subjects receiving pla-
cebo decreased their trust. This surprising difference in trust adaptation is associated
with a specific reduction in activation in the amygdala, the midbrain regions, and the
dorsal striatum in subjects receiving OT. These results seem to suggest that neural
systems mediating fear processing (amygdala and midbrain regions) and behavioural
adaptations to feedback information (dorsal striatum) modulate OT’s effect on trust.

It is already known that human amygdala is involved in extracting trustworthi-
ness information from faces. This was found in many fMRI studies (for exam-
ple: Platek et al. 2009, Said et al. 2009) as well as in earlier human lesion research
(Adolphs et al. 1998). Later Koscik and Tranel (2011) on the basis of their research
showing increased benevolent behaviour in a trust game task in patients with uni-
lateral amygdale lesions suggest that the amygdala is necessary for developing and
expressing interpersonal trust.

In one of the studies it was found that the paracingulate cortex is critically in-
volved in building a trust relationship by inferring another person’s intentions to pre-
dict subsequent behaviour (Krueger et al. 2007). This brain area can be differently
engaged to interact with more primitive neural systems in maintaining conditional
and unconditional trust in a partnership. Conditional trust selectively activates the
ventral tegmental area, a region linked to the evaluation of expected and realized
reward, whereas unconditional trust selectively activates the septal area, a region
linked to social attachment behaviour. Therefore, the interplay of these neural sys-
tems supports reciprocal exchange that operates beyond the immediate spheres of
kindship, one of the distinguishing features of the human species.

Integrating the neural correlates of trust and distrust shows a stark contrast in the
activated brain areas. Using fMRI, a study revealed that trust and distrust may be

distinct constructs that span different brain areas (Dimoka 2010). Trust is associated
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with the brain’s reward, prediction, and uncertainty areas, whereas distrust is associ-
ated with the brain’s intense emotions and fear for loss areas. Since trust and distrust
span distinct brain areas, it seems that trust and distrust are distinct constructs. Dis-
trust is associated with the amygdala, a critical area triggered by intense and sudden
emotional states, particularly negative ones, and the insular cortex. An investigated
stronger effect of distrust relative to trust can be at least partly explained by the na-
ture of distrust, which is more emotional than trust, and emotions are more salient
and easier to access (McKnight et al. 2004).

It is difficult to completely grasp the full concept of trust with all its conscious
and unconscious elements. Therefore, verbal measurements of trust (i.e. by inter-
views and/or surveys), by which the results or answers depend on the conscious and
rational part of the human brain, suffer from violations of construct validity (Boshoff
2012). The concepts of trust and commitment play a key mediating role between per-
sonal and organisational antecedents and economic consequences (van Zeeland-van
der Holst & Henseler 2018). Economically, it is of specific relevance to be able to
measure the effect of trust on economic life. Trust in a potential business partner is
in itself rather worthless if it does not lead to a contract. Therefore, trust has to entail
an approach-related behavioural intention to be economically worthwhile (van Zee-
land-van der Holst & Henseler 2018).

Within an advertising context, it has been demonstrated by an EEG study that
commercials that provoke an approach motivation within the brain, as is reflected
by greater left-sided frontal asymmetry on the alpha band, had a greater commercial
success (Ohme et al. 2010). The difference between the approach system and the
avoidance system and its correlation with asymmetries in EEG activity over the
frontal cortex is explained by the “Davidson model” (Davidson 2004). The general
“rule” of the Davidson model is that greater left-sided frontal asymmetry on the
alpha band is associated with approach-related behaviour and greater right-sided
frontal asymmetry with withdrawal- or avoidance-related behaviour.

Trust can be directly related to approach-motivated behaviour (Kosfeld et al.
2005). In an EEG study, it was found that when the faces of politicians were evalu-

ated as trustworthy, this evoked an approach-motivated behavioural intention in the

XI Miedzynarodowa Konferencja Naukowa
Rola towaroznawstwa w zarzadzaniu jako$cig w warunkach gospodarki opartej na wiedzy
Zarzagdzanie jakosciq towarow i ustug w aspekcie zrownowazonego rozwoju



Management in commodity science - theoretical and practical aspects, vol. 2
72 Zarzgdzanie w towaroznawstwie - aspekty teoretyczne i praktyczne, tom 2

brain, as measured by a greater left-sided asymmetry on the alpha band (Vecchiato
et al. 2014). Probably, oxytocin increases approach-related behaviours while inhib-
iting withdrawal-related behaviours (Kemp & Guastella 2011). Oxytocin reduces
activity in the amygdala, which appears to serve as a mediator between stimuli and
behaviour: “Assessing an individual’s trustworthiness might be related to a broad-
er categorization into ‘good guy, bad guy’, guiding approach versus avoidance be-
haviour” (Bzdok et al. 2011).

There are also internal factors that are influencing the trust-building processes,
such as already mentioned level of oxytocin in the body and personality traits. For
example, people differ in their resting patterns of frontal EEG asymmetry, which
causes individual differences in emotional responses. Persons with greater left- than
right-sided asymmetry in the resting brain report higher levels of dispositional posi-
tive affect, whereas persons with greater right-sided asymmetry report higher levels
of dispositional negative effect (Tomarken et al. 1992). From this perspective, fron-
tal EEG asymmetry might be seen as a moderator of trust (Davidson 2004). This
trait-like property of trust has an effect on an individual’s personal and economic
life. In normal environments (i.e. environments where one can depend on routine
strategies) people with a high level of trust should do better than people who distrust.
But, when one cannot depend on routine strategies, individuals who distrust outper-
form individuals who trust (Schul et al. 2008). Another internal factor influencing
the evaluations being made is sleep. Anderson and Dickinson (2010) showed that
subjects that were deprived from sleep were less likely to place full trust in an anon-
ymous partner when playing a trust game.

The external factors that are influencing the trust-building processes involve
the impact of people’s environment on their judgments. From the prospect theory
(Kahneman & Tversky 1979), it is known that the way a message is framed is influ-
encing the decision people make. From an EEG study, we know that within a trust-
worthiness evaluation task, subjects’ brain activity differs with respect to the source
from which they get their information (Boudreau et al. 2009). We also know that
when consumers are distracted from their evaluation task, they will make a different
evaluation then when they have full attention for the task (Biswas et al. 2009). What
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is important, when encountering a new environment, one judges this environment

based on the perception of his/her own environment (O’Brien et al. 2014).

3. Conclusions and future research agendas

Trust has received significant research attention in management, marketing and
in most business relationships. Business relationships, however, comprise also in-
ter-personal, intra- and inter-organizational relationships. Through the introduction
of trust as an additional dimension we overcome the cross-level fallacy hampering
research on business relationships. Future research directions should exploit this
multi-faceted construct and so enrich our understanding of business relationships
in general. Due to the lack of a widely accepted definition of trust in business and
what determines it, this quantitative research may bring new thoughts to researchers
or even support earlier models as well. An understanding of the very important trust
role will provide a new theoretical basis that contributes to analytical clarity and
subsequently better managerial recommendations.

Trust management is becoming also very important inside the organization. Al-
though trust has emerged as an important factor in organizational relationships, there
are still major conceptual and methodological challenges to be met when studying
this complex concept. The recent scandal around the car manufacturer Volkswagen
that used illegal software to manipulate emissions tests vividly demonstrates how
breaching customer trust can have a wide range of direct and indirect monetary con-
sequences. Similar observations can be made when it comes to Facebook’s Cam-
bridge Analytica data scandal or the loss of trust in Australia’s banks triggering the
Royal Commission. This is well articulated in the regular Edelman Trust Barometer
(Chasin et al. 2019). Therefore, Chasin et al. (2019) proposed trust management as
an IS (Information Systems) theme of increasing relevance and draw upon extant
research in IS, psychology, and marketing to bridge the gap between topics such as
risk management, compliance management and governance on the one hand and
trust management on the other. The authors utilized Botsman’s concept of uncer-

tainty as a proxy for customer trust to bring together organizational approaches that
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can objectively reduce uncertainty linked to an organization, its processes, products,
and services with the customer’s perception of this uncertainty. In our opinion such
approach contributes to the further maturity of trust management by providing new
foundations and providing explicit advice on how to improve trust in organizations.

The exhibited neuroscientific perspective on trust might shape the future research
agenda in many ways.

First, to fully grasp the nature of both trust and distrust, the neural correlates
of these constructs should be investigated within a business context. The current
knowledge on the neural correlates of trust is established by letting subjects play
(trust) games. A reproduction of the hyper-fMRI study of Krueger et al. (2007) with-
in an actual business setting would be worthwhile, since then we would be able to
capture the mutual neural response of different negotiators to each other at the same
moment of time. Neuroscientific research that can register what happens within indi-
viduals during that real business interaction has the most potential. For example, hy-
perscanning — neuroscientific research on multiple subjects at the same time — could
help to pave some unpaved roads for an overview on hyperscanning techniques and
methods). Once we have the neural coordinates of the action-reaction loop that char-
acterises the business relationships, we can further open “the black box of interac-
tion” and systematically analyse the relevant factors of influence in order to make
suggestions on how this relationship building could be improved.

A second research opportunity lies in the examination of personal differences
with respect to trust and distrust. What is the importance of “the right men at the
table”? Are strategic alliances often the outcome of a group of people that by nature
trust others sooner? What happens to a group when somebody joins that has trust
difficulties, for example because of a high level of testosterone? When more females
are at the negotiation table, does this lead to more collaboration? In general, the role
of hormones at the negotiation table and in business relationships is worth a thor-
ough investigation.

And third, since there is reason to assume that there are cultural differences in
the “ground level” of trust based on differences in the intake of oxytocin, what is the

effect on patterns of trade and the forming of international alliances? Does the intake
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of the “trust hormone” oxytocin lead to more collaborations or does it accelerate the
process of relationship building?

Through the experiments and the surveys, Zak (2017) identified eight manage-
ment behaviours that foster trust. These behaviours are measurable and can be man-
aged to improve performance. According to the author this stimulates oxytocin pro-
duction in others, increasing their trust and cooperation.

According to Johannsen and Zak (2021), companies that ignore the human el-
ement at work, falling into the trap of treating employees like capital rather than
people, will become performance laggards compared to organizations that empower
their workforces with trust and purpose. While the effects of culture on business
performance have been established, which aspects of culture matter the most is still
an open issue. The studies conducted by Johannsen and Zak (2021) have identified
some aspects of culture that managers can measure and manage to improve perfor-
mance.

Former Herman Miller CEO Max De Pree once said, “The first responsibility
of a leader is to define reality. The last is to say thank you. In between the two, the

leader must become a servant.” (Zak 2017).
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Streszczenie

Celem pracy jest przyblizenie rozwoju normalizacji w obszarze systemowego zarza-
dzania BHP do przetomowego momentu wydania w 2018 roku normy ISO 45001,
stanowigcej obecnie podstawe certyfikacji systemu zarzadzania BHP. Ponadto ce-
lem pracy jest zidentyfikowanie i analiza najnowszych norm, ktore zostaty wydane
w ostatnim czasie, jak rowniez okre$lenie dalszych prac zwigzanych z rozwojem
norm ISO serii 45000.

Stwierdzono, ze po ukazaniu normy ISO 45001 Komitet Techniczny ISO/TC 283
zajmujacy si¢ standaryzacja w zakresie zarzadzania BHP podjal szereg dziatan
w celu rozwoju normalizacji z tego obszaru, w tym niezwlocznie reagujac na zagro-
zenia wynikajace z pandemii COVID. W efekcie w 2020 roku wydano norme ISO/
PAS 45005 zawierajacg wytyczne dotyczace bezpiecznej pracy podczas pandemii.
W tym samym roku opublikowany zostat takze poradnik wdrazania systemu zarza-
dzania BHP w matych organizacjach. Przedmiotem zainteresowania ISO staty si¢
takze zagrozenia psychospoteczne i w 2021 opracowano norme ISO 45003 okresla-
jaca wytyczne dotyczace zarzadzania ryzykiem psychospotecznym. Ponadto w trak-
cie opracowywania sg jeszcze trzy normy ISO z serii 45000.

Wskazuje to na dynamiczny rozwdj normalizacji w obszarze zarzadzania BHP.
Opublikowane normy mi¢dzynarodowe moga stanowi¢ pomoc dla organizacji
w rozwoju swoich systemow zarzadzania BHP.

Stowa kluczowe: system zarzadzania BHP, normalizacja, seria ISO 45000
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Wprowadzenie

Zapewnienie w organizacjach bezpiecznych i higienicznych warunkéw pracy
nierozerwalnie pocigga za soba koniecznos$¢ poprawy srodkéw majacych na celu
wyeliminowanie lub ograniczenie negatywnego wptywu zagrozen i innych nieko-
rzystnych czynnikéw na pracownikow [Gorny 2015]. W obszarze bezpieczenstwa
i higieny pracy (BHP) istnieje szereg przepisow prawnych, zgodnie z ktérymi pra-
codawca jest obowigzany zapewni¢ pracownikom bezpieczne i higieniczne warunki
pracy [Kodeks pracy 2020; Kowalczyk 2018]. Jednym ze sposobéw na zapewnienie
zgodnosci z przepisami prawnymi z zakresu BHP oraz uzyskanie realnie wysokiego
poziomu ochrony zdrowia i zycia pracownikow jest wdrozenie 1 utrzymywanie sy-
stemu zarzadzania BHP, ktéry przez systematyczne dziatania umozliwia minimali-
zowanie ryzyka wynikajgcego z zagrozen istniejacych w procesach pracy [Sadowski
2018].

W 2018 r. zostata opublikowana migdzynarodowa norma ISO 45001 zawiera-
jaca wymagania i wytyczne dla systemu zarzadzania BHP. Norma ta jest obecnie
podstawg certyfikacji tego systemu i zastgpita istniejace do tej pory inne standardy
zarzadzania BHP, jak: BS OHSAS 18001 i PN-N-18001. Nalezy zauwazyc¢, ze jest
to pierwsze wydanie normy opracowanej przez Miedzynarodowa Organizacj¢ Nor-
malizacyjng (ang. International Organization for Standardization, w skrocie — ISO),
cho¢ pierwsze proby jej wydania byly podejmowane juz 25 lat temu. Ustandaryzo-
wanie systemu zarzgdzania BHP na poziomie migdzynarodowym przyczynito si¢ do
jego upowszechnienia poprzez ujednolicenie wymagan w tym obszarze i ulatwienie
integracji tego systemu z innymi znormalizowanymi systemami zarzadzania. Co
wiecej, Miedzynarodowa Organizacja Normalizacyjna zaczeta prace nad innymi
normami z zakresu systemowego podej$cia do zarzadzania BHP i tym samym za-
czela powstawac seria norm ISO 45000.

Celem pracy jest przyblizenie rozwoju normalizacji w obszarze systemowego
zarzadzania BHP do przelomowego momentu wydania w 2018 roku normy ISO
45001, stanowigcej obecnie podstawe certyfikacji systemu zarzadzania BHP. Po-

nadto celem pracy jest zidentyfikowanie i analiza najnowszych norm, ktore zostaty
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wydane w ostatnim czasie, jak rowniez okreslenie dalszych prac zwigzanych z roz-

wojem norm [SO serii 45000.

1. Historia normalizacji z zakresu zarzagdzania BHP

Potrzebe okreslenia i znormalizowania zasad systemowego zarzadzania BHP
zaczeto dostrzegac¢ poczawszy od lat 90-tych XX wieku w zwigzku z upowszech-
nieniem koncepcji systemowego zarzadzania jakoscia wedhug miedzynarodowych
norm ISO serii 9000 i zarzadzania srodowiskowego wedtug norm ISO serii 14000
[Koradecka 2000]. W 1996 roku podjeto probe ustanowienia normy mi¢dzynarodo-
wej zawierajacej wymagania dla systemu zarzadzania BHP na forum ISO, jednak
zakonczyta si¢ ona niepowodzeniem. Jednoczesnie w drugiej potowie lat 90. zaczety
si¢ pojawia¢ pierwsze normy krajowe w tym zakresie, np.:

o BS 8800:1996 w Wielkiej Brytanii,

o AS/NZS 484:1997 w Nowej Zelandii i Australii,
« NPR 5001:1997 w Holandii,

o UNE 81900:1998 w Hiszpanii [Kiettyka 2000].

W Polsce rowniez podjeto prace normalizacyjne z tego obszaru i w 1999 roku
Polski Komitet Normalizacyjny wydat pierwsze wydanie polskiej normy PN-N-
18001 zawierajgcej wymagania dla systemu zarzadzania BHP. Norma ta, znowe-
lizowana w 2004 roku, zostala opracowana w taki sposob, aby byla kompatybilna
z 6wczesnymi normami mi¢dzynarodowymi dotyczacymi systemu zarzgdzania $ro-
dowiskowego oraz systemu zarzadzania jakoscig [PN-N-18001 2004].

Po nieudanej probie ustanowienia normy ISO szczeg6lng role wérdéd dokumen-
tow stanowiagcych wymagania w zakresie systemow zarzadzania BHP zaczat od-
grywac na arenie miedzynarodowej dokument, ktory zostal opracowany przez bry-
tyjska jednostke normalizacyjna British Standards Institution (BSI) we wspotpracy
z przedstawicielami trzynastu krajowych jednostek normalizacyjnych i certyfiku-
jacych. W 1999 r. powstat standard BS OHSAS 18001 Occupational health and
safety management systems. Specification, ktory od tej pory byl powszechnie uzna-
wany 1 dziatal de facto jako migdzynarodowy standard bedacy podstawa certyfikacji
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systemu zarzgdzania BHP [Sktad 2018]. Standard ten, znowelizowany w 2007 ., za-
wierat co do zasady podobne wymagania, jak norma PN-N-18001, z tym, ze wigkszy
nacisk zostat polozony na zarzadzanie ryzykiem zawodowym [BS OHSAS 18001
2007].

W 2000 roku ISO podjeto kolejng inicjatywe opracowania normy miedzynarodo-
wej, jednak 1 w tym przypadku nie udato si¢ uzyska¢ wigkszosci 2/3 gtoséw wyma-
ganej do uchwalenia normy. Najwieksze kontrowersje wsrod specjalistow zaangazo-
wanych w proces tworzenia standardu wynikaty ze znacznych réznic w regulacjach
prawnych w zakresie BHP obowigzujacych w krajach, ktore reprezentowali. Istotne
znaczenie miat rowniez sprzeciw wobec uchwalenia normy wyrazony przez Mig-
dzynarodowg Organizacje Pracy (ang. International Labour Organization, w skrocie
— ILO), ktora w tym czasie prowadzita prace nad wlasng wersjg wymagan syste-
mu zarzadzania BHP [Sktad 2018]. I tak, w 2001 r. powstat dokument opracowany
przez ILO, okreslajacy wytyczne do systemow zarzadzania BHP [ILO-OSH 2001].
W przeciwienstwie do norm serii ISO, ktdre sa tworzone przy znacznym udziale
jednostek certyfikujacych oraz organizacji zajmujacych si¢ standaryzacja, wytycz-
ne ILO zostaly opracowane przez zespot sktadajacy sie z przedstawicieli rzadow,
pracodawcow i pracownikow, w tym — zwigzkow zawodowych. Wytyczne zostaly
formalnie przyjete w wielu krajach, a takze uzyte jako wzorce przez prywatne kor-
poracje, ktore tworzyly wlasne systemy zarzadzania BHP [Sktad 2018].

W kolejnych latach obowigzujace standardy zawierajace wymagania dla systemu
zarzadzania BHP byly nowelizowane, jak rowniez zaczgty by¢ wydawane wytyczne
w tym obszarze, tworzac serie norm, np. OHSAS 18000, czy w Polsce PN-N-18000.
Na rysunku 1 przedstawiono rozwdj normalizacji w zakresie systemowego zarza-

dzania BHP, koncentrujac si¢ na standardach, ktére miaty zastosowanie w Polsce.
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Rok 1999
PN-N-18001:1999 — wymagania
OHSAS 18001:1999 — specyfikacja

Rok 2000
PN-N-18002:2000 — wytyczne oceny ryzyka zawodowego

Rok 2001
ILO-OSH Migdzynarodowa Organizacja Pracy — wytyczne
PN-N- 18004:2001 — wytyczne doskonalenia

Rok 2004
PN-N-18001:2004 — wymagania

Rok 2006
PN-N-18011:2006 — wytyczne auditowania

Rok 2007
BS OHSAS 18001:2007 — wymagania

Rok 2011
PN-N-18002:2011 — wytyczne oceny
ryzyka zawodowego

Rok 2018

ISO 45001:2018 — wymagania

Rys. 1. Rozwdj normalizacji w zakresie systemowego zarzgdzania BHP
majgcy zastosowanie w Polsce

Zrédlo: opracowanie wlasne na podstawie[Kowalkow 20019].

W 2013 r. Migdzynarodowa Organizacja Normalizacyjna ponownie uznala za ce-
lowe opracowanie znormalizowanych wymagan dotyczacych systemu zarzadzania
BHP [Pawlowska i Pecitto 2018] 1 w tym celu utworzyta Komitet Techniczny ISO/
TC 283 dla potrzeb standaryzacji w zakresie zarzadzania BHP. Prace nad norma
trwaty pig¢ lat 1 12 marca 2018 r. opublikowano pierwsze wydanie normy ISO 45001
Occupational health and safety management systems — Requirements with guidance
for use.

Opublikowana norma ISO 45001 zastgpita standard BS OHSAS 18001,
z uwzglednieniem trzyletniego okresu przejsciowego wskazanego przez IAF (In-

ternational Accreditation Forum). Oznacza to, ze wazno$¢ wszystkich wydawanych
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certyfikatow zgodnosci systemow zarzadzania BHP z norma BS OHSAS 18001
byta ograniczona do 11 marca 2021 roku [IAF MD212 2018]. Taka sama sytuacja
miata miejsce w odniesieniu do polskiej normy zawierajacej wymagania dla syste-
mu zarzadzania BHP. Miedzynarodowa norma ISO 45001 wydana w polskiej wer-
sji (PN-ISO 45001:2018) zastapita norm¢ PN-N-18001:2004, ale rowniez norme
PN-N-18004:2001, ktora zawierala wytyczne dla systemu zarzadzania BHP oraz
norme¢ PN-N-18011:2006 dotyczaca auditowania. Tym samym norma ISO 45001
zastepuje oba standardy, ktore do tej pory byly podstawa certyfikacji tego systemu
w Polsce.

2. Obowigzujace wymagania systemu zarzadzania BHP

Norma PN-ISO 45001:2018 zawiera wymagania dla systemu zarzadzania BHP
wraz z wytycznymi do ich stosowania, aby umozliwi¢ organizacji zapewnienie pel-
nej zgodnosci z wymaganiami prawnymi z obszaru BHP, kontrolowanie ryzyk BHP
oraz poprawe efektywnosci w tym obszarze [PN-ISO 45001 2018].

Struktura normy PN-ISO 45001:2018 jest zgodna z wymaganiami Miedzynaro-
dowej Organizacji Normalizacyjnej dla norm odnoszacych si¢ do systemow zarza-
dzania. Wynika to z Zatgcznika SL do Skonsolidowanego Dodatku ISO Dyrektyw
ISO/IEC [Dyrektywy ISO/IEC 2020]. Zalacznik SL zawiera ,,High level structure”
(HLS), co ma zapewni¢, zeby wszystkie nowelizowane normy dotyczace systemow
zarzadzania mialy jednakowa strukture w taki sposob, by gtéwne punkty norm do-
tyczyly zawsze tego samego obszaru niezaleznie od systemu zarzadzania, ktérego
dotycza [Kubista 2019]. Norma PN-ISO 45001:2018 ma wigc uktad analogiczny
do innych migdzynarodowych norm dotyczacych systemow zarzadzania. Utatwia
to organizacjom witaczanie systemu zarzadzania BHP do zintegrowanego systemu
zarzadzania [Sadowski 2018]. Strukture normy PN-ISO 45001:2018 przedstawiono

w tabeli 1.
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Tabela 1. Struktura normy PN-ISO 45001:2018

Nr Rozdziat | Podrozdziat
1 Zakres normy, 2 Powotania normatywne, 3 Terminy i definicje

4.1. Zrozumienie organizaciji i jej kontekstu
4.2. Zrozumienie potrzeb i oczekiwan pracownikéw i innych stron

Kontekst -
4 organizacji zalnteresc?wapych _
4.3. Okreslenie zakresu systemu zarzgdzania BHP
4.4. System zarzadzania BHP
5.1. Przywodztwo i zaangazowanie
5 Przywédztwo 5.2. Polityka BHP
i wspétudziat 5.3. Role, odpowiedzialno$¢ i uprawnienia w organizaciji

5.4. Konsultacje i wspotudziat pracownikéw

6.1. Dziatania odnoszgce sie do ryzyk i szans
6.2. Cele BHP i planowanie ich osiggnigcia
7.1. Zasoby

7.2. Kompetencje

7 | Wsparcie 7.3. Swiadomos$é

7.4. Komunikacja

7.5. Udokumentowane informacje

6 Planowanie

8 Dziatania 8.1. Planowanie i nadzér nad dziataniami operacyjnymi
operacyjne 8.2. Gotowos¢ i reagowanie na sytuacje awaryjne
. 9.1. Monitorowanie, pomiary, analiza i ocena efektéw dziatania
Ocena efektow .
9 9.2. Audit wewnetrzny

dziatania 9.3. Przeglad zarzadzania

10.1. Postanowienia ogolne
10 | Doskonalenie 10.2. Incydenty, niezgodnosci i dziatania korygujgce
10.3. Ciagte doskonalenie

Zatgcznik A (informacyjny) Wytyczne dotyczgce stosowania ISO 45001

Zrédlo: opracowanie wlasne na podstawie [PN-ISO 45001 2018].

Model systemu zarzadzania BHP przedstawiony w normie PN-ISO 45001:2018
opiera si¢ na koncepcji ciagltego doskonalenia i jest, jak wspomniano, niemal
taki sam, jak w przypadku systemu zarzadzania jakoscia, czy systemu zarzadza-
nia srodowiskowego. Istotng réznicg jest umiejscowienie w centrum tego mode-
lu, obok przywddztwa najwyzszego kierownictwa, wspoétudziatu pracownikow
[Pawlowska 1 Sktad 2017], co zostato uwzglednione w rozdziale 5 normy. Porow-
nujac te wymagania do poprzednich standardow BS OHSAS 18001 i PN-N-18001
obecnie wyrazniej podkreslono wlasnie potrzebe wspotudziatu i konsultowania z sze-
regowymi pracownikami, a takze wymieniono procesy i dzialania, ktore powinny
dotyczy¢ wspotudziatu i konsultacji. Ponadto poprzednie standardy koncentrowaty

uwagge jedynie na ryzyku zawodowym (wypadkowym, chorobowym, biologicznym)
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i niepozadanych zdarzeniach zwigzanych z wykonywana praca [Kleniewski 2011],
co jest bez watpienia jednym z najbardziej istotnych elementéw systemu. Jednak
norma PN-ISO 45001:2018 wprowadza wymagania dotyczace podejécia opartego
na ryzyku w szerszym ujeciu, uwzgledniajgc oczywiscie ryzyko zawodowe (w nor-
mie ujete jako ryzyko BHP), ale takze — ryzyko w odniesieniu do catego systemu
zarzadzania BHP.

Norma ta zostata opracowana z mysla o wszelkiego rodzaju organizacjach, nie-
zaleznie od wielko$ci oraz rodzaju dziatalno$ci i odnosi si¢ do ryzyk, na ktorych
ograniczanie ma wpltyw organizacja, uwzgledniajac przy tym otoczenie zewngtrzne
1 wewnetrzne, a w szczegolnosci potrzeby i1 oczekiwania pracownikow oraz innych

stron zainteresowanych.

3. Nowe normy wspomagajace ISO serii 45000

Po opublikowaniu normy ISO 45001:2018 Komitet Techniczny ISO/TC 283,
zajmujacy si¢ w ISO standaryzacja w zakresie zarzadzania BHP, przy wspolpracy
z UNIDO (ang. United Nations Industrial Development Organization, Organizacja
Narodéw ds. Rozwoju Przemystowego) przygotowaly w 2020 roku praktyczny po-
radnik wdrazania systemu zarzadzania BHP zgodnego z normag ISO 45001:2018
przeznaczony dla matych organizacji. W okoto 100 krajach na $wiecie ponad dwie
trzecie calkowitego zatrudnienia pochodzi z matych jednostek gospodarczych.
Przedsigbiorstwa te odgrywaja kluczowa role w gospodarce §wiatowej oraz w utrzy-
maniu rzeszy osob. Negatywne skutki urazéw, chorob lub wypadkow smiertelnych
w miejscu pracy sg zawsze trudne dla kazdego rodzaju organizacji, natomiast dla
matych firm te negatywne skutki moga by¢ przyttaczajace [ISO i UNIDO, 2020].
Poradnik zawiera przeglad wymagan normy ISO 45001:2018 i okresla sposéb po-
dejécia do ich wdrazania przez male organizacje, aby pomdc im w ustanowieniu
systemu zarzadzania BHP. Podano w nim wyjasnienia oraz praktyczne przyktady,
ktore organizacje moga dostosowac do wtasnych potrzeb. Poradnik ten nie uzupetnia
ani nie zmienia wymagan normy ISO 45001:2018 [ISO i UNIDO 2020, PKN 2022].
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Z kolei w odpowiedzi na pandemi¢ COVID-19 i zwickszone ryzyko, jakie choro-
ba ta stwarza dla 0sob pracujacych w domu lub w warunkach mobilnych, a takze pra-
cownikow i innych stron zainteresowanych w fizycznych miejscach pracy, w grudniu
2020 r. zostata wydana norma ISO/PAS 45005:2020. Dokument zawiera wytyczne
dla organizacji dotyczace zarzadzania ryzykiem wynikajacym z COVID-19 w celu
ochrony zdrowia, bezpieczenstwa i dobrego samopoczucia zwigzanego z pracg
[PKN 2022]. Wytyczne maja zastosowanie do kazdej organizacji, w szczegolnosci
do tych, ktore prowadzity dzialalno$¢ przez caly czas trwania pandemii, wznowity
lub planujg wznowienie dziatalnosci po catkowitym lub czesciowym zamknigciu,
czy ponownie zajmujg si¢ miejscami pracy, ktore zostaty catkowicie lub czgsciowo
zamknigte [ISO/PAS 45005 2020].

Norma ISO/PAS 45005:2020 opiera si¢ na wytycznych BSI Safe Working Gu-
idance, ktore zostaly opublikowane w maju 2020 roku. Wytyczne normy ISO/PAS
45005 zawieraja czternascie rozdziatow i dwa zalaczniki — A i B. Uzytkownicy norm
ISO dotyczacych systemow zarzadzania, a w szczeg6lnosci normy ISO 45001, moga
wlaczy¢ wytyczne bezposrednio do swojego systemu zarzadzania poprzez cykl cig-
glego doskonalenia PDCA. Numeracja rozdziatow wytycznych normy ISO/PAS
45005:2020 nie jest zgodna ze wspolng struktura podstawowa (HLS) norm ISO do-
tyczacych systemow zarzadzania, w tym ze struktura normy ISO 45001:2018. Mimo
to mozna dokona¢ wyraznego przyporzadkowania tych wytycznych do cyklu PDCA
i tym samym do wymagan normy ISO 45001:2018 [Dayankac 2022]. Strukture nor-
my ISO/PAS 45005:2020 w odniesieniu do cyklu PDCA przedstawiono w tabeli 2.
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Tabela 2. Struktura normy ISO/PAS 45005:2020 w odniesieniu do cyklu PDCA

Etapy cyklu PDCA Rozdzialy wytycznych normy ISO/PAS 45005:2020

4. Planowanie i ocena ryzyka
5. Podejrzane lub potwierdzone przypadki COVID-19

PLAN 6. Zdrowie psychiczne i dobre samopoczucie
7. Wigczenie spoteczne
8. Zasoby
9. Komunikacja

DO 10. Higiena

11. Stosowanie $rodkéw ochrony osobistej
12. Dziatalno$¢ operacyjna

CHECK 13. Ocena efektéow dziatania
ACT 14. Ciggte doskonalenie

Zrédlo: opracowanie wlasne na podstawie [ISO/PAS 45005 2020].

Dokument ten zawiera wytyczne dotyczace ochrony pracownikow wszyst-
kich typow (np. pracownikoéw zatrudnionych przez organizacje, pracownikow do-
stawcodw zewngtrznych, wykonawcoéw, osob samozatrudnionych, pracownikow
agencyjnych, pracownikow starszych, pracownikow niepetnosprawnych i oséb
udzielajacych pierwszej pomocy) oraz innych odpowiednich stron zainteresowa-
nych (np. 0osob odwiedzajacych miejsce pracy, w tym czltonkow spoteczenstwa)
[ISO/PAS 45005 2020].

Stres 1 obawy wywotane epidemig COVID-19, odosobnieniem i brakiem poczu-
cia bezpieczenstwa wplywaja na kazdego czlowieka. Pracownicy na calym $wiecie
moga odczuwa¢ wpltyw panujacej niepewnosci, a ich srodowisko pracy odgrywa
w tym istotng role [ISOQAR 2022]. Zagrozenia psychospoteczne sg coraz czgsciej
uznawane za powazne wyzwanie dla zdrowia i bezpieczenstwa pracownikow. W od-
powiedzi na pojawiajace si¢ potrzeby ISO opracowata i w 2021 roku wydata normg
ISO 45003, ktora stanowi uzupetienie systemow zarzadzania BHP opartych na nor-
mie ISO 45001:2018.

Gotowo$¢ do opracowania wytycznych dotyczacych zarzadzania ryzykiem psy-
chospotecznym ujetych w normie ISO 45003:2021 narastata od dtuzszego czasu.
Wynikata ona m.in. z wigkszej $wiadomosci spotecznej w zakresie problemow zwig-
zanych z pracg oraz aktywnosci gtownych ruchéw spolecznych (np. dotyczacych

molestowania seksualnego). Istotnym czynnikiem, ktory zwrocit jeszcze wiekszg
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uwage na zdrowie psychologiczne w miejscu pracy byta pandemia COVID-19
[WHO 2020].

Norma ISO 45003:2021 zawiera wytyczne dotyczace zarzadzania ryzykiem psy-
chospotecznym i promowania dobrego samopoczucia w pracy, ktore sa przeznaczo-
ne do stosowania tacznie z normg ISO 45001:2018 [ISO 45003 2021]. W normie
ISO 45003:2020 przedstawiono przyktady zagrozen psychospotecznych wyni-
kajacych z organizacji pracy, czynnikéw spotecznych i srodowiska pracy, sprzetu
i niebezpiecznych zadan, a takze szereg srodkow kontroli, ktére mozna zastosowaé
w celu wyeliminowania zagrozen lub zminimalizowania zwigzanego z nimi ryzyka.
Norma zawiera rowniez informacje o tym, co organizacje powinny wzia¢ pod uwage
w zwigzku z podnoszeniem §wiadomosci ryzyka psychospolecznego, rozwijaniem
kompetencji w zakresie zarzadzania ryzykiem psychospolecznym, wspieraniem po-
wrotu do zdrowia i do pracy pracownikéw dotknigtych tym ryzykiem oraz plano-
waniem 1 reagowaniem na sytuacje kryzysowe [ISO 45003 2021]. Jako wytyczne,
ISO 45003:2021 jest norma niepodlegajaca certytikacji.

4. Planowane normy ISO serii 45000

Migdzynarodowa Organizacja Normalizacyjna pracuje nad kolejnymi normami
ISO serii 45000. W planach Komitetu Technicznego ISO/TC 283 jest wydanie trzech
norm, ktore sg na réoznych etapach opracowywania.

Norma, ktorej opublikowanie jest przewidziane w ostatnim kwartale 2022 roku,
jestnorma ISO 45002 Occupational health and safety management — General guide-
lines for the implementation of ISO 45001:2018. Norma ta ma mie¢ na celu przed-
stawienie wytycznych, jak wdrozy¢ wymagania zawarte w normie ISO 45001:2018
w dowolnym typie organizacji. Tam, gdzie norma ISO 45001:2018 okresla wyma-
gania, norma ISO 45002 ma je rozszerza¢ i podawac¢ wskazowki, w tym przykta-
dy, jak mozna je speti¢. Norma bedzie przeznaczona do stosowania w potaczeniu
z norma ISO 45001:2018, dlatego jej struktura ma by¢ z nig identyczna. Wydany
juz przez ISO Praktyczny przewodnik dla matych organizacji moze by¢ stosowany

jako uzupehienie ogolnych wytycznych dotyczacych wdrazania wymagan normy
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ISO 45001:2018, ktore beda ujete w normie ISO 45002 [ISO/DIS 45002 2022].
Projekt normy miedzynarodowej (DIS) zostal zatwierdzony podczas konsultacji
spolecznych i obecnie przygotowywany jest etap ostatecznego gtosowania zatwier-
dzajacego [ISO 2022].

Kolejng norma, ktéra ma zosta¢ wydana, jest norma ISO 45004 Occupational
health and safety management — Guidelines on performance evaluation. Ma ona na
celu dostarczenie wytycznych dotyczacych oceny i doskonalenia wynikow w zakre-
sie BHP dla dowolnej organizacji. W zwigzku z tym wytyczne te beda skupiaé si¢ na
procesach stuzacych monitorowaniu, pomiarom i ocenie systemu zarzadzania BHP.
Mozna przypuszczaé, ze w normie ujete zostang m.in. wytyczne dotyczace wskazni-
kéw wiodacych i wynikowych, ktore organizacje moga stosowaé do oceny poziomu
bezpieczenstwa. Wskazniki wiodgce mogg by¢ wykorzystane do oceny srodowiska
pracy i wystepujacych w nim zagrozen, a takze dziatan realizowanych w ramach
zarzadzania BHP. Z kolei osiagane wyniki, ktore w przypadku BHP charakteryzuje
si¢ przede wszystkim przez wystepujace w tym obszarze zdarzenia niepozadane —
takie jak np. wypadki przy pracy lub choroby zwigzane z praca — mogg by¢ oceniane
z wykorzystaniem wskaznikow wynikowych [Pawtowska i Pecitto 2018]. Norma
ISO 45004 jest na etapie projektu roboczego (WD), a konsultacje spoteczne projektu
normy miedzynarodowej (DIS) maja si¢ rozpocza¢ w styczniu 2023 roku. Publika-
cja normy ma nastapi¢ w 2024 roku [ISO/TC 283 2022].

ISO pracuje takze nad normg ISO 45006 Occupational health & safety mana-
gement — Preventing and managing infectious diseases at work — Guidelines for
organizations. Norma ma zawiera¢ wytyczne dotyczace zapobiegania narazeniu
na choroby zakazne i zarzadzania ryzykiem zwigzanym ze wszystkimi rodzajami
choréb zakaznych, ktore moga dotyczy¢ pracy i pracownikow. Na $wiecie notuje
si¢ ciagly wzrost liczby przypadkéw chordéb wywolanych przez szkodliwe czynniki
biologiczne. W $rodowisku pracy wywolane nimi zagrozenie dotyczy blisko 100
grup zawodowych nalezacych do 21 sektorow gospodarki. W wielu przypadkach
konsekwencja narazenia na czynniki biologiczne jest wystapienie chorob zawodo-
wych, sposréd ktorych wiele to choroby zakazne [Gotofit-Szymczak i Gorny 2018].

Biorac to pod uwage, a takze wystapienie pandemii Covid-19, opracowanie takich
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wytycznych wydaje si¢ bardzo celowe. Dokument ISO 45006 jest na etapie projektu
roboczego (WD), a rozpoczecie konsultacji projektu normy miedzynarodowej (DIS)
przewiduje si¢ do stycznia 2023 r. [ISO 2022]. Termin zatwierdzenia i opublikowa-

nia normy nie jest jeszcze znany.

5. WnioskKki

Oprocz systemu zarzadzania jako$cig 1 systemu zarzadzania srodowiskiem, sy-
stem zarzadzania BHP jest jednym z najczg$ciej wdrazanych i certyfikowanych sy-
stemow zarzadzania. Mimo to, az do roku 2018 nie obowigzywala norma migdzy-
narodowa w tym zakresie. Do tego czasu wymagania dla systemu zarzadzania BHP
zawarte byty w normach krajowych, jak PN-N-18001:2004 w Polsce, czy rozpozna-
walnej na catym $wiecie normie BS OHSAS 18001:2007. Norma migdzynarodo-
wa ISO 45001:2018 jest obecnie podstawg certyfikacji systemu zarzadzania BHP
1 zastgpita istniejagce wezesniej standardy zarzadzania w tym obszarze. Organizacje
zmuszone byly zrewidowaé swoje systemy zarzadzania BHP i wprowadzi¢ w nich
stosowne zmiany wynikajace z wymagan normy [SO 45001:2018.

Natomiast norma ISO 45001 okazata si¢ niejedyna, ktora zostala opublikowa-
na w tym obszarze. Komitet Techniczny ISO/TC 283 zajmujacy si¢ standaryzacja
w zakresie zarzadzania BHP podjat szereg dziatan w celu rozwoju normalizacji
w tym zakresie, w tym niezwlocznie reagujac na zagrozenia wynikajace z pandemii
COVID. W efekcie w 2020 roku wydano norm¢ ISO/PAS 45005 zawierajacg wy-
tyczne dotyczace bezpiecznej pracy podczas pandemii. W tym samym roku opub-
likowany zostat takze poradnik wdrazania systemu zarzadzania BHP w matych
organizacjach. Przedmiotem zainteresowania ISO staty si¢ takze zagrozenia psycho-
spoteczne i w 2021 opracowano norme ISO 45003 okreslajaca wytyczne dotycza-
ce zarzadzania ryzykiem psychospolecznym. Ponadto w trakcie opracowywania sg
jeszcze trzy normy ISO z serii 45000.

Wskazuje to na dynamiczny rozwoj normalizacji na poziomie mie¢dzynaro-

dowym w obszarze zarzadzania BHP, co stanowi bardzo korzystng tendencje.
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Opublikowane normy miedzynarodowe moga stanowi¢ pomoc dla organizacji
w rozwoju swoich systemow zarzadzania BHP.

Niestety, oprocz normy ISO 45001:2018, Polski Komitet Normalizacyjny (PKN)
do tej pory nie przyjat zadnej z opracowanych norm migdzynarodowych. Dla pol-
skich organizacji bardzo pomocne byloby przettumaczenie ich na jezyk polski.
Wskazane jest, aby informacje o mozliwo$ci zastosowania dodatkowych wytycz-
nych opracowanych przez ISO zostaty w Polsce w wigkszym stopniu rozpowszech-

nione, np. w literaturze branzowe;.
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Abstract

The development of civilization, higher social and economic awareness, as well as
the need to save inspired consumers to seek new solutions adapted to the require-
ments of the global economy. This results in changes in consumer behaviour. The
traditional consumption model has been transformed into cooperation and sharing.
The phenomenon of sharing goods, on various terms, is referred to as the sharing
economy. A logical condition for development of sharing economy is growth in
awareness of this phenomenon, therefore the aim of this study was to check whether
students of the Gdynia Maritime University have knowledge about sharing econo-
my-based services and whether they use it. The quantitative research was carried out
on a group of 128 respondents, using the proprietary questionnaire. The respondents
constituted a group of the so-called young adults, i.e. people aged 18 to 30. The
survey questionnaire included questions about the respondents’ awareness of the
sharing economy, as well as their associations with brands involved in this field.
Respondents were also asked about their attitude towards sharing goods, and if and
what they think about the benefits of using this type of services. The basic conclu-
sion that can be formulated on the basis of the research conducted is that young
consumers, despite not knowing the concept of sharing economy, use services based
on such a business model.

Keywords: consumers’ behaviour, consumers’ awareness, sharing economy
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Introduction

The sharing economy represents a phenomenon which is increasing in impor-
tance as time goes by, even from the point of view of less developed countries. The
concept of the sharing economy was first used by Felson and Spaeth in an article
about renting cars to others [1978]. A significant point in the development of the
sharing economy can be set for 2008, when the economic crisis on financial and
banking markets occurred. Surprisingly, millions of people around the world have
realized that they are “inundated” with things that they are not making full use of,
and at the same time have debt to finance their purchase. Excessive consumerism
made people wonder about the sense of having more and more goods [Rifkin 2016].

In Poland, the concept of sharing economy became popular in the middle of the
second decade of the 21st century. Due to the fact that it is just beginning to function
in the context of the modern economy, it is important to specify it more precisely.

It is not easy to define the sharing economy phenomenon, the reason for this is
its variety in combination with existence of multiple platforms and different types of
sharing. Additionally, several other terms are also used to identify it other than the
term “sharing economy”, e.g. collaborative economy, collaborative consumption,
however the most popular expressions are: “sharing economy” and “collaborative
consumption” [Tetrevova et al. 2021]. The problem with the proper definition of
the sharing economy phenomenon is also that the authors who deal with it devotes
their attention to a different aspect of this phenomenon. Botsman & Rogers [2011]
focus on the possible forms of sharing and state that collaborative consumption in-
cludes traditional sharing, bartering, lending, trading, renting, gifting and swapping,
redefined through technology and peer communities. Voytenko Palgan et al. [2017]
define the term sharing economy from the point of view of possible sharing initia-
tives, according to them it can be defined as ““a variety of bottom-up initiatives, pub-
lic-private-people partnerships, business start-ups and local government schemes, all
of which utilise the idling capacity of our material world”.

In Poland, the problem with understanding phenomenon of sharing economy is

also related to the translation of this term, which does not reflect the nature of it.
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Jung [2017] stated that the Polish translation of term “sharing economy” (i.e. ekono-
mia wspotdzielenia) is not only imprecise, but also incorrect, as it was aimed at the
division of the economy and distribution. In fact, the term refers to communal, com-
munity sharing without offering deeper economic content. Therefore he proposed
that the term “sharing economy” should be used in Polish translation as a “shared
economy”’, or its synonyms: “the economy of collaboration”, “sharing”.

Bostman & Rogers [2011] pointed out that the development of the sharing econ-
omy can be divided into four phases. The first phase allowed programmers to share
the codes, while the second phase involved the dissemination of social media such as
Facebook and Twitter, thanks to which users can share their experiences with others.
The third phase involves sharing creativity via YouTube and Flickr. We are currently
in the fourth phase in which, using the availability of the Internet and mobile tech-
nologies, it is possible to share goods from the real world.

With the development of the sharing economy, people’s interest in this phenom-
enon has increased, which has resulted in the emergence of many types of it based
on various classifications of the exchange of goods and services and the methods of
their implementation [Gawet 2018, Szymanska 2017].

Botsman and Rogers [2011] identified three key groups of activities of sharing
economy:

a. product service systems - are based on the fact that companies make their pro-
ducts available to third parties for a certain fee. These are, for example, bicycles.
Typically, these companies also offer additional services tailored to the product
they offer, e.g. maintenance services.

b. aredistributive market is a market that is based on the exchange of used items be-
tween users. Transactions can take the form of payment in money - real or virtual,
such as in the form of points or digital coins, and it can also be barter.

c. collaborative lifestyle - is related to the lifestyle of consumers, which is associated
with creating relationships and gaining non-material benefits such as time, skills
or place. Thanks to these forms, the life cycle of the product is extended, and this
contributes to the protection of the natural environment by reducing the amount

of rainfall and reducing the number of resources needed for their production.
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Another division was made by Schor [2014] who classified the sharing economy
activities into four broad categories. The recycling of goods is the first category
involving the exchange of goods between individual market users. Increased utili-
zation of durable assets was included in the second category, it consists in the use
of resources already existing on the market. This includes companies such as Uber,
Couchsurfing and Airbnb. The third category covers the exchange of services. Task
Rabbit is one of the best-known platforms that offer the possibility of notification
about the need to perform a service. The last category (sharing of productive assets)
is related more to the production side than directly to the demand created by consum-
ers. Refers to coworking spaces and hackerspace initiatives.

To express the scale of the activities included in the sharing economy, Table 1

presents the platforms that can be encountered, divided into sectors.

Table 1. Examples of platforms based on the sharing economy system

Jadezabiore.pl

Sector Name of company Description of activity
Transportation Uber Transport services on request
services

Transport of shipments.

Vehicle rental

Traficar, Panek

Renting a car per minute

Roovee, Mevo, Nextbike,

Renting bikes per minute

Lime, Bolt, LogoApp

Renting scooters per minute

EcoSHARE Renting scooters per minute
Travelling together BlaBlaCar Car sharing for a fee to reduce costs
Couchsurfing Offering free accommodation
o Airbnb Renting own home space
Space dividing -
We work Rental of office space

Hackerspace.pl

A space for spending time creatively

polakpotrafi.pl

A crowdfunding platform for a specific

Social fundraising patronite.pl Uroose
Kickstarter purp
Uber eats Delivery of orders to homes
Food Pyszne.pl
Too good to Ordering food so that it is not wasted
Educational platforms Khan Academy, Free courses and lessons
Coursera
Health and medicine | Corwdmed Online disease diagnosis

Source: own study based on Sztokfisz 2017, Szymanska 2017, Ziobrowska 2017.

Rola towaroznawstwa w zarzadzaniu jakoscig w warunkach gospodarki opartej na wiedzy
Zarzagdzanie jakosciq towarow i ustug w aspekcie zrownowazonego rozwoju

XI Miedzynarodowa Konferencja Naukowa




Management in commodity science - theoretical and practical aspects, vol. 2
98 Zarzgdzanie w towaroznawstwie - aspekty teoretyczne i praktyczne, tom 2

Sharing economy has a significant impact on contemporary consumerism, which
allows to use the possessed goods more effectively by using them without the neces-
sity to have them. The problem of additional fixed and variable costs as well as prob-
lems with the storage of goods disappears. The people get the opportunity to save
money and meet new people. This trend is especially developed by the generation
of young people, because for them access to the Internet is something obvious and
common. This generation is also characterized by a change in the approach to owner-
ship - they value the possibility of using a given object more than ownership [Kowal-
ska, 2019, Maslanka &Dutka 2018, Gajewski 2018, Ziobrowska 2017, Gawet 2018].

As mentioned above, a logical condition for development of sharing economy is
growth in awareness of this phenomenon and, in all sectors, the sharing economy
depends on consumers’ intention to participate. The group that has the greatest po-
tential to increase interest in sharing economy-based services are young consumers,
however in Poland, so far, there are few publications presenting the results of re-
search on this subject. Therefore the aim of this study was to check whether students
of the Gdynia Maritime University have knowledge about the phenomenon of shar-

ing economy and sharing economy-based services and whether they use it.

1. Material and methods

The study was carried out at the turn of December 2021 and January 2022 and
was aimed at examining the behaviour of a selected group of consumers in the con-
text of the sharing economy. The survey was conducted among 128 students of the
Gdynia Maritime University at the age of 18-30 years. Due to restrictions caused by
the Covid-19 pandemic, the study was conducted via the Internet using the CAWI
(Computer Assisted Web Interview) technique.

The questions included in the questionnaire concerned the level of consumers’
knowledge about the sharing economy. The design of the survey assumed that with
the knowledge of the above terms, it was verified in subsequent questions. If the
respondents’ answer was negative, they ended the study and went to the record. The

next detailed questions were answered only by those respondents who declared they
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knew the concept of sharing economy. The next questions concerned such issues as:
the correct definition of the sharing economy and the knowledge of brands dealing
with this field, the respondents’ attitude to the sharing economy and their experi-
ences in this topic, the positive values of practicing sharing economy and related
concerns. In questions about borrowing things for a fee, exchanging goods for others
of similar value, or borrowing things via the Internet, a five-step response scale was
used, from 1 - definitely not to 5 - definitely yes.

The results were presented as the number and share of answers to particular ques-
tions in the general population and divided into sex. In order to verify whether the
perception of the studied phenomena by male and female respondents is significant-
ly different, the Mann-Whitney U-test was used. Statistical hypotheses were verified
at the level of 0.05. Statistical analyses were performed using the Statistica 13 soft-

ware.

2. Results

2.1. Characteristics of the surveyed population

Women constituted 56% of the respondents, while the share of men was 44%.
People aged 23-25 (51%) were the largest group, followed by people aged 21-22
(22%), 18-20 (13%) and 26-28 (11%). The smallest percentage of respondents (3%)
were people over 28 years of age. The most numerous group of respondents declared
that they study and work at the same time (66% of respondents), while 34% declared
that they only study.

2.2. Knowledge of the surveyed group about the term: sharing
economy

When creating the questionnaire, it was initially decided to establish the level of

knowledge of the respondents regarding the concept of sharing economy.
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Table 2. Knowledge of the concept of sharing economy in the studied population, taking into

account the sex of the respondents [number and % of responses]

Response Entire studied popuolation Women Men
no % no % no %
Yes 12 9 7 10 5 9
No 84 66 55 76 29 52
Is hard to say 32 25 10 14 22 39

Source: own study.

As could be seen (Table 2) two-thirds of respondents had never come across such
a concept, most of them were women - 76% of them, did not know the concept. Only
9% of respondents declared they knew the concept of sharing economy, including
10% of women and 9% of men. One fourth of the research group was not entirely
sure, if they had ever come across this term, including 39% of men and 14% of
women.

Further questions were answered only by those respondents who indicated that
they know what the sharing economy is. Almost all of them - 93% indicated the
correct definition of sharing economy, which proves that they understand this con-
cept well. Statistical analysis showed (p=0.26) that both women and men correctly
defined sharing economy.

The next question was about which companies according to the respondents use
the sharing economy model in their services. According to the respondents, such
services include transport-related services, incl. BlaBlaCar, as well as Mevo, Lime
and Next Bike city bikes. Then, the respondents indicated accommodation servic-
es (Cauchsurfing, Airbnb). The biggest problem was the connection of the sharing
economy with streaming platforms such as Spotify or Netflix.

2.3. Consumer behaviour in the context of the sharing economy

An important factor influencing consumer behaviour in the context of the sharing
economy is whether consumers need to own a property or just being able to use it

is enough for them. Most of the respondents (73%) indicated that it is not important
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for them to own things regardless of their value and frequency of use. Taking into
account the gender, 53% of women definitely show the attitude of the need to own
property, while 11 % of men expressed such an attitude (Figure 1). The statistical
analysis showed that the opinions of women and men in this respect differ signifi-
cantly (p=0.019).

26

24
22

20

12
10
8

1/ L N

yes no yes no

sex: M sex: F

Figure 1. Distribution of answers to the question: Is it important for you to have all the things
you need, regardless of their value and frequency of use?

Source: own study.

It is also worth paying attention to whether consumers would be willing to share
their own goods for a fee. The our research shows that 80% of the respondents would
be willing to lend their goods for a fee, 32% of whom are determined to do so. How-
ever, only 18% of respondents have a negative attitude to this idea (Table 3). Women

as well as men are willing to borrow their belongings for a fee (p=0.15).
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Table 3. Respondents’ answers regarding the willingness to borrow/exchange goods [%].

Statement | Definitely not Rather not | don’t know Rather yes Definitely yes
Total | M | F | Total | M | F | Total | M | F | Total | M | F | Total | M F

1 2 0| 6 16 | 11| 24 2 0 |6 | 48 |48 |47 | 32 |41 | 17

2 0| 6 9 4 |18 0 0|0| 57 | 59|53 3 37| 23

3 16 |19 12| 43 [ 56|24 | 11 1516 | 18 [ 11|29 | 12 0| 29

Source: own study. Statements: (1) Would you be willing to borrow your own goods for a fee? (2) Would you be willing to borrow
your own goods on a basis of exchange for a good of similar value? (3) Would you have a problem with sharing your belongings with

strangers or borrowing items from strangers via the Internet? M — male respondents, F — female respondents.

The next aspect examined was the respondents’ tendency to share their own
goods on the basis of exchanging goods of similar value (table 3). As our results
show, the respondents are more willing to exchange their goods of similar value than
for a fee - 37% are firmly determined to exchange, and 57% of respondents declared
that they would be rather willing to exchange their goods for others of similar val-
ue. Only 11% of the respondents would not want to borrow goods on the basis of
exchange. No significant difference was found between men and women in terms of
willingness to exchange goods for other goods of similar value (p=0.07). People who
were not determined to borrow goods for a fee were more willing to exchange them.

However, the attitude of the respondents to sharing their goods with strangers
via the Internet is definitely different. Only 12% of respondents expressed a strong
desire to share using this possibility. On the other hand, 16% are strongly against
lending goods to strangers via the Internet. As many as 43% would rather not use
this method. Taking into account the gender of the respondents, it can be noticed that
men would be much more willing to participate in the exchange of goods via Inter-
net, which was confirmed by statistical analysis (p=0.002)

The respondents were asked to specify what they would be willing to lend to
a stranger on the basis of an exchange of goods of similar value. The respondents
indicated that the most common items they would lend for exchange would be, inter

alia, garden tools, sports equipment and a room in the apartment.
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The respondents were also asked whether and how often they use services based
on the sharing economy. 77% of respondents indicated that they use services based
on the sharing economy. Taking into account the gender of the respondents, it can be
noticed that men much more often use these services based on the sharing economy:
89% of them declared that they use this type of service, while only 59% of women
made similar declarations, however, the differences in frequency of use of these
services were not statistically significant (p=0,16). Almost half of the respondents
replied that they use such services several times a week, and one third - several times
a month.

The respondents could also comment on the benefits of using this type of service.
According to them, these are primarily benefits such as: the opportunity to gain
new experiences, save money and meet new people. A positive aspect considered
by almost four-fifths of the respondents is the possibility of being green in their
actions. 29% of respondents believe that thanks to participation in sharing econo-
my-based services, they support small, independent companies, and almost half of
the respondents believe that participation in this type of services makes them feel
active and useful, and that they are against excessive consumption. The respondents
have no doubts that thanks to the sharing economy, values such as saving money
(100% of respondents), as well as environmental protection (94% of respondents)
or limiting one’s own consumption (91% of respondents) are supported. Most of the
respondents believe that sharing economy helps in making new friends and improves
the quality of life. Unfortunately, less than a fifth of respondents say they feel they
support small businesses and have an influence on city decisions. In turn, 59% indi-
cated that they agree with the statement that participation in sharing economy-based
services supports objections to excessive consumption.

The conducted research shows that the respondents (or at least some of them) feel
fear of using services based on the sharing economy. The main concern is the risk of
being ripped off. The respondents also mentioned, inter alia, lack of independence
or regulation, as well as fear that property will be destroyed or not returned. But
43% of respondents said that they do not worry about using sharing economy-based

services.
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The last part of the our study concerned the determination of the respondents’
attitude to certain statements related to the sharing economy (Table 4). Almost all
respondents associate the sharing economy with the fact that access to things is more
important than owning them. They also agreed that progress does not lead to an
increase in consumption, but to an increase in its quality (75% of respondents), and
that it is better to give away or sell an item than throw it away (59% of respondents).
The respondents were not able to express their opinion on the statement “borrowing

is cheaper than buying”.

Table 4. The respondents’ attitude to certain statements related to the sharing economy

[% of answers].

| agree | disagree
Statement
Total M F Total M F
Access to things is more important than having them 95 100 88 5 0 12
Borrowing is cheaper than buying 50 52 47 50 48 53
Limiting consumption is a threat to jobs 45 44 47 55 56 53

Progress does not lead to an increase

. ) . g . 75 85 59 25 15 41
in consumption, but to an increase in its quality

Instead of throwing away, | prefer to give up or sell 59 37 94 41 63 6

Source: own study .M — male respondents, F — female respondents.

Taking into account the gender of the respondents, both women and men agree
that access is more important than owning, and that reducing consumption is a threat
to jobs and that progress does not lead to an increase in consumption, but in its qual-
ity. A statistically significant different opinion (p=0.001) of the respondents can be
noticed just with one statement. Almost unanimously, as many as 94% of women
stated that they would rather sell or give away an unnecessary item than throw it
away, while 2/3 of men expressed a negative attitude towards giving away and sell-

ing things they do not need.
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3. Discussion

Our research has shown that the majority of young respondents have never en-
countered the concept of sharing economy. Other researchers observed a similar
phenomenon. As Banaszek [2018] pointed out in his work, the fact that the respond-
ents do not know the concept does not mean that they have not used or heard about
services based on the assumptions of the sharing economy. Wardak & Zalega [2013]
suggest that this may be because the concept is relatively new. In their research, all
above mentioned authors confirmed that relatively few people had encountered this
concept, while most of the respondents actively used services based on the sharing
economy.

The respondents who declared knowledge of the concept of sharing economy
also indicated a satisfactory knowledge of its definition and services that can be
included in the sharing economy. Carpooling, bike renting and sharing accommo-
dation can be regarded as the best known. According to Tetrevova et al. [2021]
the Czech consumers are the most familiar with forms of sharing not only from
traditional segments (passenger transportation and accommodation) but also from
the financial segment. The best-known platforms include Uber, Airbnb and Zonky.
Platforms from traditional segments are used the most. The younger generation has
better awareness, both about possible forms of sharing and also about the existing
platforms.

Our research shows that men are more likely than women to use sharing econo-
my-based services, as well as to share their goods. Other authors found similar de-
pendencies. As Hossain [2020] confirms in his research, the main clients of sharing
economy-based services are men. According to the report: “The Sharning Economy
in Poland 2016 [Sokotowski et al 2016], almost half of the 1,406 respondents have
ever used a service based on the sharing economy and it has also been shown that
men often use such services than women (52% vs 48% ). Burgiel [2016], on the
other hand, noted that women are more positive than men about buying second-hand
items, giving away unnecessary items or sharing with others.

For the majority of respondents, using services based on the sharing economy

provides benefits such as: the possibility of gaining new experiences, saving money
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and meeting new people. Kowalska [2019] and Wadrak & Zalega [2013] confirmed
in their research that the respondents indicated the possibility of saving money, meet-
ing new people and gaining new experiences as the most attractive benefit resulting

from the sharing economy.

4. Conclusions

Based on the research, it can be concluded that the term sharing economy is not
well known among young consumers. Both men and women in the study group
showed that they are not aware of the existence of such a phenomenon. However,
some of the respondents actively participate in this type of services. It proves that
the trend is recognizable, but not enough to identify the concept with this trend. The
main recipients of services based on sharing economy are men. To increase the share
of sharing economy-based services in the market, it is crucial to attract women who

show less confidence in these services.
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Streszczenie

Celem artykutu jest pokazanie zwigzkdéw jakosci ustug turystycznych z koncepcija
ekonomii doswiadczen. Gltéwnym zatozeniem jest to, ze dla wspdtczesnego klienta
jednym z najwazniejszych czynnikow oceny jakosci jest wartos¢ oparta na doswiad-
czeniu. W artykule nawigzano do koncepcji ekonomii doswiadczen, w ktora wpisujg
si¢ w ustugi turystyczne. W turystyce bowiem, przezycia, wrazenia, emocje pozostaja
w pamigci najdtuzej. Czgsto stanowia kluczowa warto$¢ zrealizowanego produktu.
Niniejszy artykut opiera si¢ na analizie literatury i dostepnych badaniach w zakresie
jakos$ci ustug turystycznych w konteks$cie doswiadczen turysty jako zrodta glownej
nabywanej wartosci. Oparty jest rowniez na analizie przypadkéw na rynku ustug tu-
rystycznych.

Stowa kluczowe: ustugi turystyczne, jakos$¢ ustug, doswiadczenie, ekonomia
do$wiadczen

Wprowadzenie

Wspolczesnie turysci sa coraz bardziej wymagajacy, Swiadomi swych praw,
a zarazem kapry$ni, wybredni, nieprzewidywalni [Kaczmarek i in. 2010]. Ofer-
ta turystyczna staje si¢ coraz bardziej wyszukana i akcentuje konkretne elementy,
ktoére muszg sprosta¢ wymaganiom turystow. Mozna spotkaé propozycje nie tylko
spokojnego wypoczynku, czy poznania nowych miejsc, ale ofertg nastawiong na
wakacyjng przygode, wyrafinowang przyjemnos¢, czy silne emocje. Turysci ocze-
kuja pobytu w wyjatkowym miejscu, ktdre zapewni im autentyczne, zywe emocje,

niebanalne osobiste przezycia i niepowtarzalne wspomnienia, takie, ktoére zostang
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na dlugo w pamigci, i ktorymi po powrocie z wyjazdu beda mogli zaimponowac
znajomym [Stasiak 2016]. Turystyka stata si¢ sposobem zaspokajania potrzeb wyz-
szego rzedu: pragnienia wyrdznienia si¢ z thumu, podkreslania wtasnej odrgbnos$ci
1 osobowosci, potwierdzenia statusu spotecznego, manifestacji wlasnych przekonan
i pogladow, realizacji pozadanego stylu zycia. Wzrost znaczenia doswiadczen ryn-
kowych oraz ich wartosci dla dzisiejszych konsumentow nie jest domeng tylko tu-
rystyki, ale takze wielu innych branz. Zdaniem B.J. Pine’a i J.H. Gilmore’a [1999],
zyjemy w erze zupelie nowej, zaawansowanej gospodarki, opartej co prawda nadal
na ustugach, ale ktorej fundamentem jest dostarczanie klientom doswiadczen silnie
nacechowanych emocjami.

Stopien zaspokojenia potrzeb klientdw to cos, co warunkuje jakos$¢ produktu. Nie
ulega watpliwosci, ze oferty, ktore gwarantujg zaspokojenie oczekiwan, a nawet wy-
chodza ponad te oczekiwania, ktore zaskakujg i pozostawiaja niepowtarzalne dtugo
zapamigtane przezycia, daja najwyzsza postrzegang jakos¢ na rynku.

Z ekonomicznego punktu widzenia wazne jest dostrzezenie, ze doswiadczenia
sg nowym zrddtem wartosci; zarowno one same jak i warto$¢ powstaja w swoistej
»Symbiozie” z trzema podstawowymi formami produktéw na rynku: surowcami,
towarami 1 ustugami. Wspotczes$nie nalezy dostrzega¢ tez znaczace miejsce infor-
macji jako odrebnej oferty, ktora kreuje specyficzne doswiadczenia — oczekiwania
klientoéw. Zatem ekonomiczny potencjat doswiadczen — zaprojektowany i wytwo-
rzony w procesie produkcji — uaktywnia si¢ dzigki aktom konsumpcji, ktoére nadaja

produktom szczegolny charakter, zwigzany z ich podatno$cia na indywidualizacje.

1. Jakos¢€ ustug w turystyce w swietle literatury:
geneza problemu badawczego

Celem artykutu jest pokazanie zwigzkow jakosci ustug turystycznych z kon-
cepcja ekonomii doswiadczen. Gtownym zatozeniem jest to, ze dla wspdtczesnego
klienta jednym z najwazniejszych czynnikow oceny jakos$ci jest warto$¢ oparta na
doswiadczeniu. W artykule nawigzano do koncepcji ekonomii do§wiadczen. Uslugi

turystyczne wpisujg si¢ w zatozenia koncepcji ekonomii doswiadczen. W turystyce
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bowiem, przezycia, wrazenia, emocje pozostaja w pamigci najdtuzej. Czesto stano-

wig kluczowa warto$¢ zrealizowanego i skonsumowanego produktu.

W niniejszym artykule zostanie podjeta proba wykazania na przyktadach, ze:

* pozytywne doswiadczenia turysty, wynikajace z konsumpcji nabytych towa-
row 1 ustug, wplywaja na decyzje o powrocie do tejze konsumpcji w przyszto-
$ci,

* doswiadczenia turysty wynikajace z konsumpcji uslug o wysokim nasileniu
cech niematerialnych sg warto$cig sama w sobie i zwigkszaja satysfakcje kon-
sumenta,

* im wyzszy stopien satysfakcji turysty z konsumpcji towardow i ustug oraz do-
$wiadczen, tym wieksze szanse na wysoka ocene jakosci produktu.
Doswiadczenia pokonsumpceyjne turysty nie tylko sa czescig oferowanego na

rynku produktu turystycznego, ale determinujag w znacznej mierze jego jakosc,

a w konsekwencji - 1 jako$¢ zycia, stanowiac istotny czynnik jej rozwoju - podobnie

jak kazde inne doswiadczenie.

Opracowanie powstato na podstawie studiow literaturowych (polskich i zagra-
nicznych publikacji naukowych), wynikow wczesniejszych badan empirycznych
nad do$wiadczeniami turystycznymi oraz obserwacji wlasnych na rynku turystycz-
nym.

W literaturze przedmiotu jakos¢ ustug turystycznych najczgséciej analizowana
jest w relacji do:

» Atrakcyjnos$ci turystycznej [Gajewska & Kurowska-Pysz 2013, Gotembski
1999, Kachniewska 2006, Rapacz & Gryszel 2010, Seweryn 2005,
Tung & Ritchie 2011],

*  Wyodrgbnionych komponentéw zintegrowanego produktu turystycznego,
w tym do doboru miernikow jakosci ustug turystycznych odpowiednio dla
przewozow turystycznych, hotelarstwa i gastronomii, biur podrézy i pozosta-
tych form obstugi ruchu turystycznego [Marciszewska 2010, Panasiuk — red.
2007, Zemta 2017],

* Pomiaru jakos$ci ustug turystycznych [Grobelna & Marciszewska, 2013,
Olszewski 2008, Panasiuk 2007],
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» Zarzadzania [Kachniewska 2002 1 2006],
» Komunikacji marketingowej [Wanagos 2019 1 2022].

Przeglad literatury z zakresu analizy zagadnienia jakosci ustug turystycznych nie
wskazuje na dyskusje naukowag wokot problemu relacji pomigedzy jakosciag ustug
turystycznych jako zjawiskiem i procesem jej doskonalenia z jednej strony a zatoze-
niami ekonomii do§wiadczen z drugie;j.

Ta luka stanowi przestanke do sformutowania problemu badawczego, ktory zo-
stal podjety w badaniu analizowanym w niniejszym artykule: czy jako$¢ ushug tu-
rystycznych z procesem jej doskonalenia moze by¢ analizowana na gruncie zatozen

ekonomii do$wiadczen?

2. Specyfika jakosci ustug w turystyce

Jak wynika z analizy literatury jakos$¢ jest pojeciem wielowymiarowym i inter-
dyscyplinarnym. Definiuje si¢ ja w filozofii, ekonomii, czy naukach technicznych.
Jako$¢ mozna odnosi¢ do konkretnego przedmiotu (produktu, procesu, systemu itp.)
[Juran 1962] oraz do zbioru cech i wlasciwosci charakteryzujacych dany przedmiot
[Szczepanska 2010]. Jakos¢ w ujeciu marketingowym odnosi si¢ do stopnia spet-
nienia oczekiwan i wymagan klienta [Holloway & Robinson 1997]. Jako§¢ mozna
definiowac jako:

*  Wartos$¢ postrzegana przez klienta [Lobejko 2010], jakos¢ jako poziom wy-

magan klienta, $ci§le powigzana z kosztem [Dahlgaard i in. 2000],

* Przejaw doskonalo$ci, w doniesieniu do wysokich standardow [Malen

& Adams red. 2011, Kachniewska 2006],

* Przekraczanie oczekiwan klienta, r6znica miedzy oczekiwaniem a ocena

z konsumpcji [Trawnicka 1997].

Poprawa jakosci bedzie zawsze odnosi¢ si¢ do zmian wynikajacych ze stale ros-
ngcych wymagan klienta, innowacji technologicznych, czy mozliwosci organiza-
cyjnych. To one decyduja o standardach, zaréwno tych wynikajacych ze specyfiki
wymagan zarzadzania jako$cia, jak i tych wynikajacych z oczekiwan konkretnych
odbiorcow.
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W turystyce zaspokojenie popytu nastepuje poprzez oferowanie wielu ustug
jednoczesnie. Ushlugi te maja czgsto charakter komplementarny i nieroztaczny. Za-
zwyczaj klient korzysta z gotowych ofert sprzedawcéw w postaci pakietow ustug
[Kaczmarek i in. 2010]. Pakiety te cz¢sto sa modyfikowane 1 dostosowywane do
potrzeb klientow, co zwigzane jest z szybko zmieniajaca si¢ uzytecznoscig krancowsa
[Gotembski 1999]. Uzyteczno$¢ krancowa (przyrost uzytecznosci dodany w wyniku
skonsumowania ostatniej jednostki dobra) zmniejsza si¢ w miare konsumowania co-
raz wigkszej ilosci kazdego dobra. W turystyce uzytecznos¢ ta spada bardzo szybko,
zmuszajac do ciggtej modyfikacji produktu i poprawy jego jakosci, czyli dostosowa-
nia si¢ do kolejnych oczekiwan.

Wspolpraca podmiotdow w zakresie ksztaltowania produktu turystycznego wy-
daje si¢ by¢ kluczowym zagadnieniem w ksztaltowaniu jako$ci. Zarowno produkt
typu “oferta przedsigbiorstwa”, jak i typu “oferta obszaru” beda miaty ceche kom-
plementarno$ci [Rapacz & Gryszel 2010]. Zadowolenie klienta bedzie odzwiercied-
leniem zadowolenia z calego pobytu — od momentu wyjazdu z domu do momentu
przyjazdu do domu. Wynika z tego, Zze na satysfakcj¢ klienta sktada si¢ wiele ele-
mentoéw produktu turystycznego, ksztattowanych przez wiele podmiotow. W trakcie
realizacji wyjazdu turysta moze do$wiadcza¢ $cisle zaplanowanych przez organiza-
torow elementow produktu, jak i tych, ktore powstaja niezaleznie od organizatorow.
Kazdy rodzaj doswiadczenia ma wpltyw na finalng satysfakcje turysty i odbierang
przez niego jakos¢. Zatem jakos¢ produktu turystycznego bedaca w Scistej zalez-
nosci od do$wiadczen pokonsumpcyjnych turysty moze by¢ analizowana w ramach
zatozen ekonomii doswiadczen. Koncepcja ekonomii do§wiadczen wydaje sie by¢
podstawg do zastosowania w gospodarce turystycznej, zarOwno przez organizato-
row turystyki, hotelarzy, administratorow atrakceji turystycznych, czy przedstawicie-

li samorzadow terytorialnych.
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3. Koncepcja ekonomii doswiadczen a ustugi turystyczne

Tworcy koncepcji experience economy doswiadczeniem nazwali wszystkie do-
znania, ktére konsument uznaje za unikalne, osobiste, niezapomniane i trwate i ktore
angazuja go na poziomie emocjonalnym, fizycznym, intelektualnym, a nawet du-
chowym [Pine & Gilmore 1999]. Autorzy podali tez swego rodzaju rdwnanie przed-
stawiajgce ,,anatomi¢ do$wiadczenia”: (dziatanie + sytuacja + pomystowos¢) —
zdarzenie — reakcja — pamie¢ = doswiadczenie.

Rozwdj wymiany na globalnym rynku, mimo wptywu wielu warunkdéw zmienno-
$ci 1 niepewnosci, nadal pozostaje pod wptywem ludzkich doswiadczen — zarowno
jako czynnika popytotworczego, jak i ksztattujacego podaz produktow. Ten wazny
komponent rozwoju spotecznego jest zatem rownie znaczacy dla wspotczesnych go-
spodarek, gdyz stymuluje wprowadzanie zmian do proceséw wytworczych, ktére
w polaczeniu z innowacyjnoscig rozwigzan zarzadczych majg na celu aktywizacje
i, restrukturyzacje” konsumpc;ji.

Rozpoczeta w koncu minionego stulecia szersza dyskusja w zakresie ekono-
mii doswiadczen [Pine & Gilmore 1999] jest kontynuowana i wyznacza coraz to
nowe kierunki badawcze majace zweryfikowac aktualnos¢ i wazno$¢ doswiadczen
cztowieka nie tylko dla jego osobistej satysfakceji i rozwoju osobowosciowego, ale
rowniez dla doskonalenia $ciezek wieloaspektowego rozwoju spoteczenstw i gospo-
darek.

Rola doswiadczen w produkcji i konsumpcji produktéw wiaze si¢ m.in. z faktem,
ze tworzg one integralng cze$¢ kazdego produktu (materialnego, ustugowego) stano-
wigc najczesciej warunek decyzji nabywcezych klientow. Stad wywodzi sie podejscie
do doswiadczen jako czwartej formy oferty na rynku [Pine & Gilmore 1999], bez
ktorej nie moglaby konsumpcja podlegac tak postepujacej ewolucji.

Produkt turystyczny w szczegoélnosci ‘poddaje’ sie¢ do$wiadczeniom turysty
jako czynnikowi ksztattujacemu decyzje nabywcze klientow, a w konsekwencji —
doswiadczenia stajg si¢ integralng czescig jakosci ustugi turystycznej postrzegane;j
i okreslanej przez konsumenta /turyste. Ta szczeg6lna rola doswiadczen w budowa-

niu jakosci produktu turystycznego wynika m.in. z faktu, ze jest on konsumowany
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zwykle w czasie wolnym kupujacego, ktory nie nabyltby produktu, jesli nie oczeki-
watby od niego pozytywnych do$wiadczen.

Wazne jest dostrzezenie, ze do§wiadczenia sg nowym zrodtem wartos$ci. Wspot-
cze$nie informacja ma charakter odrgbnej oferty, ktora kreuje specyficzne doswiad-
czenia — oczekiwania klientdw. Zatem ekonomiczny potencjat doswiadczen — za-
projektowany 1 wytworzony w procesie produkcji — uaktywnia si¢ dzieki aktom
konsumpcji, ktore nadajg produktom szczegolny charakter, zwigzany z ich podat-
noscig na indywidualizacj¢ na kazdym etapie kreowania produktu.

Z powyzej nakreslonego miejsca do§wiadczen w tworzeniu i konsumpcji produk-
tu wynikajg przestanki koncepcji ekonomii doswiadczen. Jej istota oparta o specyfi-
ke produktéw wzbogaconych o doswiadczenia moze by¢ okreslona jako spoteczno-
-ekonomiczna aktywnos$¢ ludzka, w ktorej sprzedajacy (i kreujacy doswiadczenia)
oferuja na rynku doswiadczenia w symbiozie z wybranymi formami produktow,
dzieki ktorym utrwalajg si¢ w Swiadomosci konsumentéw wrazenia i doznania, be-
dace w przysztosci czynnikiem kolejnych decyzji nabywczych i konsumpcji.

Powstanie doswiadczen jest uwarunkowane istnieniem i aktywnoscia cztowieka,
w ktorej obecnos¢ doswiadczen jako przedmiotu wymiany rynkowej jest ,,zespolo-
ne” z wystepujacymi formami produktow: surowcow, towarow, ustug, informacji.
Uznanie zatem do$wiadczen za dobro wymienne oznacza, ze konkretne dobra sg na-
bywane o tyle, o ile daja szans¢ na wykreowanie oczekiwanych doswiadczen (wra-
zen) — najczesceiej pozytywnych [Marciszewska 2010]. Ma wigc logiczne i ekono-
miczne uzasadnienie fakt, ze ,,Dzi$ badacze i teoretycy ida o krok dalej i proponuja
nowe rozwigzanie - ekonomi¢ do§wiadczen” [Kobza 2012].

Turystyka jako dzial gospodarki oparty na kreatywnym podej$ciu do tworzenia
oferty wymaga przyjecia perspektywy klienta dla obopolnego sukcesu. Podobnie
jak w przypadku kultury w turystyce ,,..masowa adaptacja produktow do indywi-
dualnych potrzeb klienta przeksztatca automatycznie kazde dobro w ustuge. Maso-
we przystosowanie ustug do indywidualnych potrzeb klienta przeksztalca je z kolei
w do$wiadczenia” [Brunner 2017]. Zatem do$wiadczenie staje si¢ ‘wspottworcg’
jakosci produktu widzianego z perspektywy konsumenta - szczegdlnie produktu tu-

rystycznego, ktory kupowany jest m.in. dla przyjemnego spgdzenia czasu.
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Inni badacze podkreslaja, ze ,,...doswiadczenie jest ostatnim etapem ewolucji
ekonomii, ktorej celem jest pozyskanie maksymalnej warto$ci z rynku i moze stano-
wi¢ przewage konkurencyjna produktéw” [Spychalska-Wojtkiewicz & Klein 2020].
Ta teza prawdopodobnie nie da si¢ w cato$ci udowodnic¢ jako odzwierciedlajaca rze-
czywisto§¢ gospodarki turystycznej, ale wspotcze$nie doskonalenie jakosci ustug
turystycznych mozna wytlumaczy¢ na gruncie koncepcji ekonomii doswiadczen.

Doswiadczenie turysty — to pozytywne - niewatpliwie buduje przewage kon-
kurencyjng sektora, lecz jego rozwoj nie wskazuje, aby byto ono ostatnim etapem
ewolucji ekonomii. Otaczajace warunki niepewnosci wymuszajag bowiem poszuki-
wania nowych rozwigzan ekonomicznych zaréwno w zakresie podazy turystycznej,
jak i popytu na produkty branzy. Rozwoj tych ostatnich pod wzgledem mnogo$ci
i zmiennosci ich funkcji, a takze w zakresie doskonalenia jako$ci jest uwarunko-
wany nowym paradygmatem projektowania dziatalno$ci w sektorze turystycznym,
tzn. ukierunkowaniem na dynamike zmienno$ci w czasie i przestrzeni oraz prymat
potrzeb ludzkich przed ich silag nabywcza.

Rozwijajac powyzsza teze, nalezy wskazac, ze problemy tworzenia i wymiany
produktéw turystycznych w okreslonych warunkach spoteczno-ekonomicznych,
wymagaja dalszych badan — m.in. takie zagadnienia, jak wzbogacenie produk-
tu turystycznego poprzez poszerzenie jego cech oddziatujacych pozytywnie na
doswiadczenia konsumentow i personelu obstugujacego. To wzbogacanie powin-
no obja¢ petniejsze rozumienie istoty doswiadczen (zaréwno konsumentdw, jak
i pracownikow podmiotow turystycznych) i ich doznan a opinie, emocje, odczucia,
przeswiadczenia oraz nowe potrzeby nalezatoby przyjac¢ za punkt wyjscia do pro-
jektowania nowych produktéow — nie tylko modyfikacji tych, ktorych dane opinie
dotycza. Powyzej zasygnalizowane aspekty wzbogacania produktu turystycznego
m.in. o obustronne (oferodawcy i turysty) doznania prowadza do udoskonalenia ja-
kos$ci produktu i przez to wskazuja, ze doswiadczenia ludzkie sa wartoscia — rowniez
w sensie ekonomicznym, co jest odzwierciedlone w zatozeniach koncepcji ekonomii

doswiadczen.

XI Miedzynarodowa Konferencja Naukowa
Rola towaroznawstwa w zarzadzaniu jako$cig w warunkach gospodarki opartej na wiedzy
Zarzagdzanie jakosciq towarow i ustug w aspekcie zrownowazonego rozwoju



Management in commodity science - theoretical and practical aspects, vol. 2
116 Zarzgdzanie w towaroznawstwie - aspekty teorvetyczne i praktyczne, tom 2

Poznanie powyzszych zagadnien dotyczacych turystyki w nowym ujeciu nauk
ekonomicznych, akcentujacym znaczenie do§wiadczen i emocji — a wigc czynnikow
o charakterze szczegdlnie niematerialnym i subiektywnym — w procesie ksztalto-
wania popytu i podazy produktow turystycznych rysuje si¢ w obecnej perspektywie
(popandemicznej i wojennej) jako wazny czynnik ozywienia i odnowy sektora tu-
rystycznego. Analiza emocji i do$wiadczen turystow jest istotnym komponentem
procesu doskonalenia produktow turystycznych, a jednoczes$nie determinantg po-
pytu turystycznego. Charakterystyka i analiza glownych elementéw rynku (produk-
tu/ podazy oraz popytu) w nowym ujeciu, zgodnie z ktérym do$wiadczenia turysty
(obecne i1 oczekiwane) sg interpretowane nie tylko jako kryterium wyboru produktu
turystycznego, lecz takze jako zrodto tworzenia jego wartosci i wyznacznik jego
ceny jest trudnym wyzwaniem w obliczu zmiennoS$ci otoczenia i niepewnosci.

Ekonomia doswiadczen wydaje si¢ by¢ istota w kreowaniu i zarzadzaniu w tury-
styce oraz dbaniu o wysoka jako$¢ na rynku. Turystyka bowiem — obok sportu, kul-
tury czy mediow — ma naturalne predyspozycje do kreowania niepowtarzalnych, sil-
nie nasyconych emocjami doznan i w oczywisty sposob przynalezy do gospodarki
doswiadczen. Juz dawno zauwazono, ze w turystyce gldwnie sprzedaje si¢ marzenia
[Altkorn 1994]. Dopiero jednak $wiatowa popularnos¢ koncepcji Pine’a i Gilmore’a
[Pine & Gilmore 1999] na nowo rozbudzita zainteresowanie badaczy do$wiadcze-
niami turystycznymi [Stasiak 2020]. Wcze$niej problematyke doswiadczen poruszali
réwniez D. MacCannell [1976, 2005], E. Cohen [1979] czy J. Urry [1990, 2007].

W ostatnich latach pojawilo si¢ szereg publikacji dotyczacych badan nad isto-
ta wartych zapamigtania do§wiadczen turystycznych (ang. memorable experiences)
[Tung & Ritchie 2011, Kim 2014, Sthapit & Coudounaris 2018]. Poruszane sg tez za-
gadnienia dotyczace procesu wspottworzenia doswiadczen (ang. co-creation) [Gris-
semann & Stokburger-Sauer 2012, Campos i in. 2016, Mathis i in. 2016, Loncari¢ i in.
2017]. Ciekawe ujecia doswiadczenia pojawia si¢ w réznych formach podrézowania
np. w turystyce kulinarnej [Stone i in. 2017, Sthapit 2019]. W literaturze dotyczacej
zarzadzania obszarami turystycznymi [Cetin i in. 2017], czy atrakcjami turystycz-
nymi [Taylor i in. 2017, Zemta 2014] réwniez pojawiajg si¢ watki dotyczace niepo-

wtarzalnych do§wiadczen. Nalezy rowniez wspomnie¢ o podejmowanych probach
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dotyczacych marketingowego ujecia i wykorzystania do§wiadczenia. Nawiazuje si¢
tu gtownie do problemoéw lojalnosci i satysfakeji turystow, czy sktonnoscia do pole-
cenia innym [np. Prayag i in. 2017, Chang i in. 2018].

Warto zauwazy¢ jednak, ze z punktu widzenia marketingu problem doswiadcze-
nia przybiera nieco innego ujecia. W marketingu doswiadczenie traktowane jest jako
narzedzie, czy technika zdobywania i utrzymania klienta [Olearnik 2016]. Doswiad-
czenie podnosi warto$¢ produktu, zacheca do nabycia. W rozumieniu do$wiadczenia
w turystyce nalezy go pojmowac szerzej. Doswiadczenie bowiem staje si¢ istots,
czasem elementem samego produktu. Jest to co$, co turysta nabywa [Olearnik 2016,
Stasiak 2020]. W wielu definicjach produktu turystycznego podkresla sig, ze jest to:
»przezycie dostgpne za okreslong ceng” [Middleton 1996], ,,cato$¢ przezytego do-
swiadczenia od chwili opuszczenia domu do chwili powrotu” [Medlik 1995].

W literaturze polskiej rowniez coraz czesciej pisze si¢ o doswiadczeniu tury-
stycznym. Problematyka do§wiadczenia analizowana jest z punktu widzenia ekono-
mii, marketingu, zarzadzania, geografii, nauk o kulturze fizycznej etc. Wsrod naj-
wazniejszych trzeba wymieni¢ m.in. prace: B. Marciszewskiej [2010], A. Niezgody
[2013a, 2013b], A. Stasiaka [2013, 2015, 2016, 2019, 2020], P. Gryszela [2018],
S. Bosiackiego i B. Holdernej-Mielcarek [2017].

W turystyce sprzedaje si¢ emocje, wrazenia, przygody i wspomnienia zwia-
zane z podrézami i wypoczynkiem. Wypada jednak zaznaczy¢, ze doswiadczenie
turystyczne powstaje nie tylko podczas stycznosci klienta z firmg czy produktem
turystycznym, ale takze podczas kontaktu z przestrzenia turystyczng czy spotkan
z mieszkancami odwiedzanego regionu (czesto zupelnie niezaleznie od intencji
i dziatan organizatora turystyki) [Stasiak 2020].

A. Stasiak [2019] podjat probe uporzadkowania mnogosci potencjalnie istnie-
jacych doswiadczen turystycznych. Na przyktad ze wzgledu na sposdb powstania
(geneze) turystycznych przezy¢ mozna wyroznic:

* doswiadczenia mimowolne (samoistne, przypadkowe, spontaniczne), ktoére

— jak wskazuja nazwy — powstajag w sposob nieplanowy, nieprzewidywalny,

czesto zaskakujacy i1 z reguty jednorazowo, np. spotkanie z dzikim zwierze-

ciem, spektakularne zjawiska pogodowe,
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» doswiadczenia zaplanowane (intencjonalne, zorganizowane), ktore sg przy-
gotowywane wczesniej z mysla o turystach, np. interaktywne pokazy, rekon-
strukcje historyczne, mate formy teatralne.

Doswiadczenia mozna podzieli¢ rowniez na [Stasiak 2020]:

* doswiadczenia pozytywne — o pozytywnym zabarwieniu emocjonalnym,
zwiazanych z przyjemnymi, mito wspominanymi przygodami wakacyjnymi,
np. romantyczna kolacja w nadmorskiej restauracji,

* dos$wiadczenia negatywne — o negatywnym zabarwieniu emocjonalnym, be-
dacych skutkiem przykrych wypadkow lub wydarzen niechgtnie widzianych
podczas podrdzy, np. awarie Srodkéw transportu, kradziez (zgubienie) doku-
mentow, pieniedzy czy bagazu.

Nalezy pamigtac, ze te ostatnie, negatywne doswiadczenia, cho¢ zazwyczaj nie
sa elementem oferty, moga dla klienta stanowi¢ szczegdlng wartos¢. Z czasem bo-
wiem negatywne emocje gasna, a pozostajg wspomnienia. Takie wspomnienia tury-
sta pamigta jeszcze dtuzej, ale interpretuje je juz jako ,,wakacyjne przezycie”, czy
,wakacyjng przygodg”.

Wraz z rozwojem turystyki pojawiajg si¢ dzialania sprzyjajace multiplikowaniu
i intensyfikacji doznan turystow. A. Stasiak [2013] wymienia mi¢dzy innymi takie
dzialania, jak:

» przeksztatcanie obiektow infrastruktury turystycznej w atrakcje turystyczne,
np. hotele butikowe i designerskie, nietypowe i osobliwe restauracje,

» wzbogacanie starych form produktu turystycznego o elementy doswiadczen
i emocji, np. zwiedzanie o nietypowej porze (w nocy), przebieranie si¢ w stro-
je z epoki, odgrywanie scen znanych z literatury czy filmu,

» odkrywanie nowych przestrzeni turystycznych zapewniajacych niepowtarzal-
ne przezycia, np. przestrzenie codziennosci (,,poza utartym szlakiem”), dziel-
nice ubostwa,

* nowe formy turystyki zapewniajgce ponadprzecigtne emocje i oryginalne do-
$wiadczenia, np. turystyka kulinarna, sportowa, przygodowa czy ekstremalna,

* nowe formy zapisywania do$§wiadczen turystycznych i dzielenia si¢ nimi (fo-

tografia cyfrowa, upublicznianie do§wiadczen on-line etc.),
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* kreowanie tzw. rozszerzonej rzeczywistosci.

Poszczegolne etapy procesu zarzadzania w turystyce tj. tworzenie produktu tury-
stycznego, jego promocja i sprzedaz, czy realizacja zazwyczaj oparte sg na warto$ci
doswiadczen klienta.

W kazdym biznesie, a juz szczegolnie w ustugach, wazne jest cos$, co zwiemy do-
$wiadczeniami klienta. Customer Experience oraz zarzadzanie tym czynnikiem ma
ogromny wptyw na zadowolenie odbiorcow. W marketingu turystyki wszelkie for-
my komunikacji uzaleznia si¢ od opinii i odczu¢ klientow.

Przedsiebiorstwa w zarzadzaniu marketingowym wykorzystuja Customer Expe-
rience (CX). CX interpretuja jako sume¢ wszystkich wrazen, jakie odnosi klient we
wszystkich mozliwych kanatach kontaktu i punktach styku z produktem i firma,
przez caty okres trwania jego relacji. Mowigc inaczej, to suma doswiadczen, ktore
wplywaja na postrzeganie firmy przez konsumenta. Identyfikacja ,,punktow styku”,
w ktorych konsument napotyka problemy i pojawiaja si¢ negatywne do$wiadczenia,
staje sie kluczowa przy modyfikowaniu i zmianach w ofercie. Jesli znane sg te do-
$wiadczenia turysty, ktore nie sg takie, jakich oferodawca oczekuje, po identyfikacji
ma mozliwo$¢ wyeliminowania tych elementow. W przypadku ustug turystycznych,
takich negatywnych punktow styku moze by¢ bardzo wiele. Prowadzenie $wiadomej
dzialalno$ci w zakresie turystyki CX staje si¢ szczeg6lne i wyjatkowe.

Wspotczesnie, kiedy klient ma na co dzien kontakt z Internetem, szczegdlna wy-
daje si¢ tez komunikacja z klientem. Latwiej nam dotrze¢ do klienta, ale rowniez
wigcej mozemy dowiedzie¢ si¢ na temat jego opinii. Kazdy negatywny komentarz to
nie tylko informacja, Ze co$ bylo nie tak, to takze okazja do naprawienia btedu, aby
nie powtorzyt si¢ on w przysztosci. To takze mozliwos¢ kontaktu z klientem, gdyz
w wielu przypadkach mozemy doda¢ swoj komentarz w dyskusji. Czasem przy-
znanie si¢ do btedu, przeprosiny i jakas mata gratyfikacja bardzo pomagaja. Naj-
wazniejszym jednak elementem, jaki sprawi, ze klienci skorzystaja z naszej oferty
ponownie, jest wlasnie wyeliminowanie problemowych elementow, ktore doprowa-
dzity do nieprzyjemnego zdarzenia. Negatywne doswiadczenie mozna zniwelowac,
a przynajmniej ztagodzi¢ jego skutki. W przeciwnym razie jako$¢ ustugi bedzie oce-

niana znacznie nizej.
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Promocja produktow turystycznych opiera si¢ gtdéwnie na pokazaniu tego, co
mozna doswiadczy¢ w czasie wyjazdu. Najcze$ciej spotykane hasta reklamowe
$cisle zwigzane sg z do§wiadczeniem np. ,,Przezyjesz przygodg...”, ,,.Spelisz ma-
rzenia...”, ,,Niepowtarzalne chwile...”, ,,Historia jak zywa...” itd. Gdyby zagubi¢
aspekt doswiadczenia i przezywania dana oferta tracitaby co$, co jest istotg turysty-
ki. Jesli natomiast uda nam si¢ zrealizowa¢ dane do$wiadczenie podczas podrozy,
satysfakcja turysty pozostaje na dtugo.

Specyfika realizacji oferty turystycznej, ktora odbywa si¢ w trakcie konsump-
cji produktu daje wiele mozliwo$ci na poszerzenie do§wiadczen turysty dostoso-
wanych do indywidualnych potrzeb turysty. Istota jest tutaj bezposredni kontakt
pracownika turystyki z turysta. W przypadku przedsigbiorstw turystycznych sa to
przede wszystkim przewodnicy, w mniejszym stopniu animatorzy i rezydenci. Ich
rola polega z jednej strony na opowiadaniu niezapomnianych historii, z drugiej za$
na stwarzaniu takich zdarzen, o ktorych sami turysci beda chetnie opowiadali swoim
najblizszym po powrocie do domu. Tym, co ludzie najlepiej pamigtaja z wakacji sa
emocjonalne spotkania z autentycznymi ludZzmi, miejscami i kulturami. Badania na
ten temat prowadzit migdzy innymi A. Stasiak [2020].

W swojej pracy przewodnicy wykorzystuja czesto storytelling. Storytelling moze
by¢ efektownym i efektywnym sposobem komunikacji rynkowej. Niezwykte, poru-
szajace historie mogg stac si¢ pierwszoplanowym elementem kreujacym wizerunek
firmy (produktu), jego legendg, a nawet marke [Matthews & Wackerm 2008; Fog et
al. 2011; Kosson 2014; Aaker&Aaker 2016].

Wykorzystujac wspotczesne technologie w turystyce istnieje mozliwo$¢ wzbo-
gacenia do$wiadczen turysty [Zemta 2017]. Do najczesciej stosowanych narzedzi
nalezg [Stasiak, 2020]:

» oprowadzanie z uzyciem Tour Guide System (TGS) — system stuchawkowy
daje dodatkowe mozliwosci przekazywania informacji podczas przemarszu,
,uwalnia” turystow od koniecznos$ci pozostawania w zasiggu gtosu przewod-
nika, utatwia komunikacje w gwarnych miejscach (zatloczonych atrakcjach
turystycznych), ale tez stwarza okreslone problemy (ryzyko nie§wiadomego

zagubienia, problemy techniczne z zasiegiem, roztadowanie baterii),
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» wykorzystanie smartfonow (tabletow) do przeprowadzenia gier miejskich,
zwiedzania fabularyzowanego, pozyskiwania dodatkowych informacji, udo-
stepniania efektow dzwigkowych, wizualizacji niedostepnych dziel sztuki
etc.,

* uzycie do przemieszczania si¢ turystow nowych lub nietradycyjnych srodkoéw
lokomocji, takich jak: rower, riksza, melex, segway,

* zastosowanie rzeczywistosci wirtualnej (ang. virtual reality — VR) i rozsze-
rzonej (ang. augmented reality — AR) do wzbogacania otaczajacego turystg
srodowiska oraz taczenia z geolokalizacjg w czasie realnym, co umozliwia
m.in. wielozmystowe (nie tylko wizualne) doznania, rekonstrukcje réznych
wydarzen historycznych, stanowisk archeologicznych, a nawet tworzenie
interaktywnych komputerowych przewodnikow nowej generacji [Berbeka
2016],

* wykorzystanie nowoczesnych urzadzen do dokumentowania i archiwizacji
wakacyjnych doswiadczen, np. selfie w muzeum [Chlebus-Grudzien 2018],
filmowanie przy pomocy drondéw, wystawianie ocen i zamieszczanie opinii/
recenzji w serwisach spotecznos$ciowych, na stronach touroperatoréw czy sa-
mych pilotow/przewodnikow.

Aby oceni¢ wplyw doswiadczen turysty w réznych formach obshlugi a takze na
satysfakcje i oceng turysty prowadzi si¢ badania. W ostatnio publikowanych bada-
niach w artykutach [Stasiak 2020, Wanagos 2022] mozna na znalez¢ potwierdzenie
tezy, ze do$wiadczenie jest nieodtagcznym elementem produktu turystycznego i wa-
runkuje satysfakcje turysty. Jakos$¢ i ocena produktu przez turyste Scisle zwigzana

jest z przezywanym do$wiadczeniem podczas podrdzy.

4. Wnioski

Na podstawie przeprowadzonych badan przegladowych mozna stwierdzi¢, ze:
* Doswiadczenie jest istotg ustug turystycznych. Stanowi jeden z gtéwnych mo-
tywow i celéw zakupu produktu. Pozytywne do§wiadczenia turysty, wynika-

jace z konsumpcji nabytych towardw i ustug, wptywaja na decyzje o powrocie
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do tejze konsumpcji w przysztosci - w tym zawiera si¢ warto$¢ poznawcza
niniejszego artykutu, gdyz wskazuje on na do$wiadczenie pokonsumpcyj-
ne turysty jako czynnik popytotworczy w przysziosci. Tym samym wpisuje
si¢ w zatozenia ekonomii doswiadczen o obecnosci na rynku nowej oferty —
oprocz surowcow, towarow i ustug — doswiadczenia, ktore warunkuje decyzje
nabywcze turysty;

* Doswiadczenie jest elementem jako$ci produktu turystycznego, warunkuje
zadowolenie i satysfakcje turysty. Doswiadczenia turysty wynikajace z kon-
sumpcji ustug o wysokim nasileniu cech niematerialnych sg wartosciag samag
w sobie 1 zwigkszaja satysfakcje konsumenta. Im wyzszy stopien satysfakcji
turysty z konsumpcji towarow i ustug oraz z doswiadczen, tym wieksze szan-
se na wysoka ocene jakosci produktu przez turyste.

* Kreowanie do§wiadczen turystycznych odbywa si¢ przez zastosowanie r6z-
nych narze¢dzi zarowno w fazie sprzedazowej (wyobrazni), jak i w fazie reali-
zacji. Oznacza to, ze postrzeganie rzeczywistego doswiadczenia turysty jako
przedmiotu oferty rynkowej w przysztosci sktada si¢ na warto$¢ aplikacyjna
niniejszego studium. Bowiem oferta turystyczna o tyle jest atrakcyjna, z punk-
tu widzenia klienta, o ile ‘obiecuje‘ pozytywne do§wiadczenia. Potrzeba kreo-
wania pozadanych i oczekiwanych przez klienta dos§wiadczen musi by¢ zatem
uswiadomiona przez menedzera przedsigbiorstwa turystycznego, a nastgpnie
uwzgledniona w koncepcji produktu, z zamiarem ciggltego doskonalenia jego
jakosci.

Ze wzgledu na przegladowy charakter niniejszego artykutu, ograniczony zasieg
badan wilasnych przedstawione w artykule tezy wymagaja empirycznego potwier-
dzenia. Praca moze sta¢ si¢ elementem dyskusji nad uzupetieniem teoretycznych
podstaw kreowania ustug turystycznych w ramach zatozen ekonomii do§wiadczen.
W artykule zaprezentowano zestaw konkretnych, szczegoélowych zasad stuzacych

kreowaniu wyjatkowych, niepowtarzalnych doswiadczen turystycznych.
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Streszczenie

Przekaz marketingowy, jakim jest reklama, to wspotczesnie czynnik permanentnie
oddzialujacy na konsumenta, cho¢ nie kazdy jest tego §wiadomy. Celem stosowania
reklamy jest zapewnienie wzajemnych korzysci dla sprzedawcow i konsumentow.
Wplywa ona na emocje i aspekty behawioralne potencjalnych klientéw w masowej
sprzedazy, a obecnie jest przedmiotem badan kilku dyscyplin naukowych. W obrebie
wydatkow przeznaczonych na reklame szczegdlne miejsce zajmujg napoje gazowane
typu cola.

Wartos¢ rynku napojoéw bezalkoholowych w Polsce wynosi 20,8 mld zt i wykazuje
spory potencjat rozwojowy, ktory uwarunkowany jest narastajaca moda na prowadze-
nie zdrowego stylu zycia oraz nieograniczonym dostgpem do informacji, co sprzyja
rozwojowi reklamy.

Cel niniejszej pracy stanowito okreslenie preferencji konsumenckich w sektorze napo-
jow bezalkoholowych, w kontekscie ich $wiadomosci z zakresu wpltywu reklamy na
podejmowane decyzje zakupowe oraz identyfikacja oczekiwan matopolskich konsu-
mentéw wzgledem reklamy.

Stowa kluczowe: reklama, konsument, preferencje, decyzje zakupowe

Wprowadzenie

Reklame uznaje si¢ za wazny czynnik ksztattujacy postawy i zachowania kon-
sumentow na rynku dobr i ustug. Jej celem jest ksztaltowanie pozytywnej postawy

konsumenta wobec produktu. We wspotczesnym §wiecie reklamy wypetniajg niemal
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kazda sfere zycia cztowieka, a do najczgsciej wykorzystywanych mediow naleza:
telewizja, Internet i prasa. Biorgc pod uwage liczbe reklam i réznorodnos¢ ich form,
nalezy zatozy¢ relatywnie dlugi czas ekspozycji konsumenta na réznego rodzaju
przekazy reklamowe [Kozirok 2015].

W obrebie wydatkow przeznaczonych na reklame szczegodlne miejsce zajmuja
napoje gazowane typu cola. Warto$¢ rynku napojow bezalkoholowych w Polsce
wynosi 20,8 mld zt i wykazuje spory potencjat rozwojowy. Wedlug Euromonitor
International Polska w 2021 r. zajmowata drugie miejsce pod wzglgdem wartosci
sprzedazy detalicznej napojow bezalkoholowych w Europie Wschodniej. Dato to
23. miejsce na $wiecie, m.in. przed Holandig, Belgia, Szwajcarig i krajami skandy-
nawskimi. Rozwoj rynku napojow bezalkoholowych w Polsce przebiega zgodnie ze
$wiatowymi tendencjami. Lokalni konsumenci podazaja za trendem zdrowego stylu
zycia, ograniczaja spozycie sktadnikow, ktore moga nies¢ dodatkowe zagrozenia dla
zdrowia 1 poszukujg dodatkowych korzysci zdrowotnych. Czynnikiem, ktory silnie
zastymulowal innowacje prozdrowotne we wszystkich kategoriach napojow bezal-
koholowych, byto wprowadzenie przez wtadze na poczatku 2021 r. tzw.: ,,podatku
cukrowego” [Gerok 2022].

W literaturze przedmiotu tematyka zwigzana z badaniem preferencji konsumen-
ckich napojow podejmowana byta dotychczas w aspekcie trendow rynkowych i to-
warzyszacych im zachowan konsumentow [Ktos 2017, Kalisz i in. 2018, Rach 2021]
lub w kontekscie bardziej ogdlnym, obejmujacym szeroko rozumiany rynek zyw-
nosci, ktorego napoje sa sktadowa [Swietlik 2017]. W pozycjach obcojezycznych
tematyka napojow bezalkoholowych pojawia sie czeg$ciej w konteks$cie wykorzy-
stania nowych technologii w celu wytworzenia produktow funkcjonalnych na bazie
naturalnych sktadnikow [Wang i in. 2016]. Powyzsze opracowania nie uwzgledniaja
jednak problematyki kampanii reklamowych jako istotnej determinanty decyzji za-
kupowych, co w $wietle wydatkéw na reklame w omawianej branzy stato si¢ impul-
sem do podjecia badan w zakresie preferencji konsumenckich wybranych napojow
bezalkoholowych w konteks$cie swiadomosci w zakresie wptywu reklamy na podej-

mowane decyzje zakupowe.
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1. Reklama - definicja, cele, funkcje

Najprostsza definicja reklamy okresla ten termin jako akt komunikacji, ktory po-
siada wtasne cechy, funkcje i cele. Jest to pojecie, ktore dynamicznie ewoluuje obej-
mujac obszary zycia codziennego, ksztattujac zachowania konsumentéw oraz ich
wigzi z produktami. Istnieje jako relacja interdyscyplinarna, poniewaz tagczy w sobie
kilka dziedzin wiedzy m.in. ekonomie, psychologie, kulturoznawstwo, socjologig,
a takze prawo [Napierata 2012]. W mysl jednej z pierwszych definicji reklamy, kto-
ra pojawila si¢ w polskiej literaturze prawniczej, obejmuje ona kazdg wypowiedz
zmierzajaca do stymulowania zbytu towardw i ustug. Przyjmuje sig, ze reklamg gos-
podarcza jest zazwyczaj wypowiedz rozpowszechniana za posrednictwem $rodkow
masowego przekazu, ale nie tylko [Namystowska 2012]. W polskim prawie reklame
zdefiniowano w Ustawie o radiofonii i telewizji, gdzie w Art.4, w punkcie 17 podano
[Dz. U. z 2022 1. poz. 1722]: ,,reklamg jest przekaz handlowy, pochodzgcy od pod-
miotu publicznego lub prywatnego, w zwiqzku z jego dziatalnoscig gospodarczq lub
zawodowg, zmierzajqgcy do promocji sprzedazy lub odptatnego korzystania z towa-
row lub ustug; reklamq jest takze autopromocja,”. Reklame zdefiniowano roéwniez
w prawie wspolnotowym UE, gdzie wg Dyrektywy Rady Wspolnot Europejskich
2006/114/WE, ,,reklama” oznacza przedstawienie w jakiejkolwiek formie w ramach
dzialalno$ci handlowej, gospodarczej, rzemieslniczej lub wykonywania wolnych
zawodow w celu wspierania zbytu towarow lub ustug, w tym nieruchomosci, praw
i zobowiazan [Dz. U. UE 2006 L 376/21].

Dla okreslenia wptywu przekazu reklamowego na konsumenta konieczne jest
okreslenie zarowno roli reklamy, jak tez podstawowych funkcji jakie wspomniany
przekaz peli. Gtéwng rolg reklamy jest naktonienie potencjalnego klienta do za-
kupu danego produktu, co przektada si¢ na wigksza sprzedaz oraz wzrost znacze-
nia wyrobu na rynku. Podczas poréwnywania produktow klient czgsto wybiera ten
z reklamy, gdyz odwotuje si¢ do podswiadomych skojarzen jakie reklama u niego
wywotata. Reklama jest sposobem w jaki firma moze przedstawi¢ siebie i zwrdcicé
uwage na to co ma w swojej ofercie [Smid 2016]. Czesto udziela rowniez najwaz-

niejszych informacji o produkcie oraz gdzie mozna go naby¢.
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Dokonujac natomiast charakterystyki poszczegoélnych funkcji reklamy, lepiej
zrozumie¢ mozna ich role¢ w oddziatywaniu na klienta. Odpowiednie opracowanie
parametréw pozwala wptyna¢ w pozytywny sposob na reakcje konsumentow. Maja
one charakter porzadkujacy oraz poznawczy, poniewaz odnosza si¢ do analizy tre-
$ci komunikatu reklamowego, a takze roli w podejmowaniu decyzji zakupowej. Do
podstawowych funkcji przekazow reklamowych zalicza si¢ funkcje¢ informacyjna,
naktaniajaca (inaczej perswazyjna) oraz przypominajaca (rys. 1) [Koziara 2017].

funkcja informacyjna

rozpoznaniew ( poszukiwaniew

potrzeb alternatyw

nkcja perswazyjna

fu
( ocena W( decyzja W
alternatyw o zakupie !

nkcja przypominajaca

\ 2

odczucia
pozakupowe

Rys. 1. Etapy procesu podejmowania decyzji o zakupie wraz z odpowiadajgcymi im
podstawowymi funkcjami reklamy

Zrédlo: [Koziara 2017].

Funkcja informacyjna zwana réwniez ksztattujaca dostarcza najwazniejszych
wiadomosci na temat sktadu produktu, technologii produkcji, sposobu wykorzysta-
nia. Stluzy do rozpoznania marek oraz produktéw przez klientow, a takze utatwia
odnalezienie istotnych réznic migdzy nimi. Przekazywane w reklamie informacje
odwotuja si¢ do potrzeb, wymagan konsumenta oraz do jego do§wiadczen.

Funkcja perswazyjna (naklaniajgca) odgrywa glowna role w przedsigbiorstwie,
bowiem to ona przekonuje konsumenta do wyboru produktu - dzigki czemu firma
osiaga zyski. Funkcja naktaniajaca ma najtrudniejsza rolg, poniewaz musi wyréznié
reklamowany produkt na tle innych. Musi udowodni¢ i przekonac¢ potencjalnego kon-
sumenta, ze dane cechy sg lepsze od cech produktow konkurencyjnych, a korzysci
zwigzane z zakupem reklamowanego produktu zaspokoja potrzeby konsumentow.

Funkcja przypominajgca dotyczy utrzymania przy reklamowanym produkcie
lub marce statej grupy odbiorcéw. Reklama musi co jaki$§ czas przypomina¢ o ist-
niejacym produkcie, gdyz reklama wyroboéw konkurencyjnych moze zache¢¢ do wy-
brania wtasnie ich.
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2. Reklama w branzy napojoéw bezalkoholowych

2.1. Charakterystyka rynku napojow bezalkoholowych w Polsce

Rynek napojow bezalkoholowych jest bardzo réznorodny. Skupia w sobie wiele
kategorii, ktore roznie reagowaly na zmiany rynkowe. Ostatnie lata sporo zmieni-
ly na rynku napojow bezalkoholowych w Polsce. Trend prozdrowotny, pandemia
COVID-19, czy wprowadzony niedawno podatek cukrowy — to wszystko odcisneto
swoje pietno na preferencjach konsumenckich i producentach, a w efekcie na pozio-
mach sprzedazy. Rok 2021 byt dla rynku napojow bezalkoholowych bardziej udany
niz poprzedni. Najwigkszy wptyw na wzrost warto$ci sprzedazy miaty sklepy dys-
kontowe oraz Srednie sklepy spozywcze, ale pozostate typy sklepdw réwniez odno-
towaty wyzsza sprzedaz niz rok temu. Z drugiej strony, sklepy dyskontowe zaraz po
supermarketach najbardziej przyczynity si¢ do spadku ilosci sprzedazy [Kowalska
2022]. W wyniku wptywu powyzszych czynnikéw zmniejszyt sie popyt. Spadki wolu-
menu pokazuja, ze konsumenci zauwazyli podwyzszone ceny, bedace konsekwencja
podatku cukrowego i zareagowali na to w rézny sposob. W styczniu i lutym spadio
znaczenie sklepow matoformatowych (<300m?) w sprzedazy napojow dotknietych
nowg oplata na rzecz sklepoéw wielkoformatowych. Wida¢ wiec, ze konsument zmie-
nia miejsca zakupu ze wzgledu na cen¢ i wybiera te, gdzie produkty sg tansze. Kupu-
je mniej impulsowo niz wczesniej. Inng strategia konsumentdw jest wybor mniejszej
pojemnosci butelki i nie chodzi o downsizing wprowadzony przez producenta, ale ich
wiasny wybor. Np. w kategorii napojow gazowanych najwieksze pojemnosci typu 2 1
czy 2,25 1 tracg na korzy$¢ mniejszych: 1,5 1 czy 1,75 1. [Nielsen 2021].

Wazna czgécig rynku napojow bezalkoholowych sg wody butelkowane, ktdrych
Polacy pija coraz wigcej. Z danych KPMG wynika, ze na wody butelkowane przypa-
da ok. 45 proc. wolumenu sprzedazy napojow bezalkoholowych, cho¢ statystycznie
wcigz pijemy mniej wody, niz zalecaja eksperci, bo tylko 0,5 litra dziennie.

Reklamy wod butelkowanych przedstawiane sg najczegsciej w gorskich krajobra-
zach, w ujeciach zrodet. Gtownymi hastami jakie si¢ pojawiaja sg argumenty prze-

mawiajace za piciem wody np. zdrowie, naturalno$¢, witalnos¢, sita. Producenci
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wody butelkowanej preferuja reklame w formie bilbordéw oraz spotdéw reklamo-
wych wy$wietlanych w kinach. Telewizja jest natomiast ostatnim medium wykorzy-
stywanym w celach reklamowych w tej grupie. Najwigkszym liderem pod wzgle-
dem wydatkéw reklamowych jest marka Zywiec Zdrdj (Grupa Danone) [Goczat
2015]. Popularng reklama tego producenta jest spot pt. ”Po stronie natury”, w kto-
rym oprocz zachety do zakupu wody producent wspiera dbanie o sSrodowisko. Ostat-
nia zakonczona edycja przyczynita si¢ do posadzenia 2 min drzew oraz wspierata
akcje o recyklingu. Ambasadorkg kampanii jest Martyna Wojciechowska [Anonim
2018]. Drugim producentem wody mineralnej, ktory w najwickszym stopniu inwe-
stuje w reklame jest firma Coca-Cola Poland, produkujaca Kroplg Beskidu, ktorej
najnowszy spot brzmi ,,Kropla dobrego samopoczucia”. Spot przedstawia sytuacje
z zycia wzigte, codzienne obowigzki spoteczenstwa w ktorych zawsze towarzyszy
im omawiana woda. Ostatnie miejsce na podium w zestawieniu najwigkszych rekla-
modawcow wsrod producentdw wody butelkowej znalazta si¢ firma Nestle Waters

Polska, wlasciciel m.in. marki Naleczowianka [Goczat 2015].

2.2. Wptyw reklamy na zachowania konsumentéw

Punktem wyjscia podczas tworzenia reklamy jest konsument, jego potrzeby i za-
chowania. Jest to tzw. model warto$ci spoleczenstwa konsumpcyjnego. Spoteczen-
stwo konsumpcyjne to takie, w ktorym konsumujg wszyscy, ale nie na jednakowym
poziomie [Lisowska-Magdziarz 2010]. Reklama pelni rol¢ podsycania potrzeb, kto-
re cztowiek chce ciagle zaspokaja¢, poniewaz dzialaja na niego mechanizmy psy-
chologiczne, perswazji lub komunikatu podprogowego. Informacje podprogowe
stymuluja mézg odbiorcy w taki sposob, aby nie zdazyt zakodowac przekazu rekla-
mowego w sposob §wiadomy. Obecnie tego typu reklamy sg zabronione, gdyz jest
to zachowanie nieetyczne wzgledem konsumentéw, a zakup dokonany pod wpty-
wem reklamy musi by¢ §wiadomy [Malarewicz 2009]. Uwaza si¢, ze tresci reklam
produktéw zywnosciowych nie pozostaja bez wptywu na preferencje i zachowania
zywieniowe ich odbiorcow, co w duzym stopniu warunkowane jest specyfika rynku
zywnosci [Kozirok 2015].
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3. Materiat badawczy i metody badan

Przedmiotowe badanie zostato zrealizowane metoda doboru ochotniczego za
pomoca dwoch kanatow dystrybucji: kwestionariusza zamieszczonego na portalu
internetowym www.webankieta.pl oraz rozpowszechnionego za posrednictwem me-
didéw spoteczno$ciowych oraz wywiadu bezposredniego z wykorzystaniem formula-
rza w wersji papierowe;j.

Badaniami obje¢to mieszkancow wojewodztwa matopolskiego. Lacznie w ba-
daniu udziat wzigeto 200 respondentow (120 droga elektroniczng oraz 80 metoda
wywiadu bezposredniego). Sposrod ogotu ankietowanych, 67 procent stanowity
kobiety (134 osoby), a 33 procent mgzczyzni (66 osob). Udzial megzczyzn i kobiet
w badaniu roznit si¢ istotnie z uwagi na fakt, iz czgs$¢ respondentow pici meskiej
delegowato udzial w badaniu na swoje partnerki, twierdzac, ze to one realizujg zaku-
py w reprezentowanym gospodarstwie domowym i udzielg bardziej wiarygodnych
odpowiedzi. Ze wzgledu na miejsce stalego zamieszkania, 33 procent respondentow
stanowili mieszkancy miasta (=500 ty$. mieszkancow), a 67 procent mieszkancy
matych miasteczek i obszarow wiejskich (<50 ty$. mieszkancow). Z uwagi na wiek
respondentdw podzielono na 5 grup o nastepujacym udziale w ogole badanej po-
pulacji: 18 — 25 lat (50%) , 26 — 35 lat (26%), 36 — 50 lat (18%), 51 — 64(3%)
oraz 65+ (3%). Uczestnicy badania zostali rowniez poproszeni o subiektywng ocen¢
swojej sytuacji materialnej. Wigkszo$¢ respondentdw ocenita jg jako dobrg lub za-
dowalajaca (82% badanych), 13 % zadeklarowato bardzo dobrg sytuacj¢ materialna,
a 5% - niezadowalajacg. W ostatniej grupie znajdowaty si¢ osoby do 35 roku zy-
cia, a zatem przed podjeciem lub w poczatkowych latach aktywnosci zawodowe;.
Jako bardzo dobra i dobrg sytuacje materialng ocenito prawie 58% mieszkajacych
w miescie 1 prawie 63% mieszkancow wsi. Zadowolonych ze swojej sytuacji jest
36% mieszkancow miast 1 33% mieszkancow wsi. Mozna zatem wnioskowac, ze
opisywane dawniej dysproporcje majatkowe, pomigdzy mieszkancami miast i wsi
na analizowanym w badaniu terenie wyraznie si¢ zacieraja lub jesli wyst¢puja — nie

wplywaja na odczuwang w tym zakresie satysfakcje.
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4. Prezentacja i omowienie wynikéw badan

Wryniki z przeprowadzonych badan wlasnych przedstawiono na wykresach ko-
lumnowych, kolumnowych skumulowanych, kotowych, stupkowych oraz radaro-
wych.

W przeprowadzonym badaniu 51% ankietowanych okreslito, iz napoje bezalko-
holowe kupuje raz w tygodniu, a 21% kupuje codziennie. Wynik ten wskazuje, ze
rynek napojow bezalkoholowych ma duzy potencjat gospodarczy. Konsumenci po-
proszenie o uszeregowanie napojow bezalkoholowych od najchegtniej do najrzadziej
wybieranych stworzyli ranking, z ktéorego wynika, iz najczesciej siegaja po wody.
Woda gazowana/ lekko gazowana uzyskaty srednig wskazan w skali 9-cio punkto-
wej 5,75, a woda niegazowana 5,56 punktu (rys. 2). Zblizone dane podaje Berna-
tek powolujac raport KPMG 2016 pt. Rynek napojow bezalkoholowych w Polsce”,
w ktorym pokazano, ze najwigkszy odsetek spozywanych napojow bezalkoholo-

wych w Polsce stanowig wody butelkowane [Bernatek 2016].

1. Woda gazowana (w tym
lekko gazowana)

9. Napoje energetycame

"eneregetyki' 2. Woda niegazowana

8. Napoje izotoniczne

- o 3. Soki owocowe
"izotoniki”

7. Napoj ¢ nie gazowane 4. Napoje gazowane

6. Napoje herbaciane /
ziolowe gotowe do

spoZycia

5. Soki warzywne i
OWOCOWO - WArZYWIe

Rys. 2. Deklarowana konsumpcja napojow bezalkoholowych w Matopolsce

Zrédlo: Opracowanie na podstawie badan wlasnych.
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W kolejnym pytaniu respondenci musieli wskaza¢ sposrod czterech marek
w kazdej z siedmiu' kategorii napojow bezalkoholowych jeden, ktory wedlug
whasnych preferencji najchetniej spozywaja. Pytanie to celowo nie otrzymato do-
datkowego wyjasnienia, albowiem, celem jego bylo sprawdzenie czy klienci sig-
gaja po produkty czesto pojawiajace si¢ w reklamach. Dla najpopularniejsze-
go napoju gazowanego typu cola, az 57% pytanych, jako najchetniej wybierany
wskazato napoj Coca — Cola, 38% pytanych odpowiedziato, ze jest to napdj Pepsi

a zaledwie 5 % ankietowanych wskazalo inne napoje tego typu. Podobne wyniki
otrzymano w kategorii napojow energetycznych, w tym wypadku najpopularniejszy
napdj a zarazem reklamodawca — Red Bull stanowi wybor 45% ankietowanych. Wy-
nika z tego, ze naktady na reklame majg istotne znaczenie podczas wyboréw konsu-
menckich. Coca Cola Polska, jest najwiekszym reklamodawca napojéw w naszym
kraju, co znalazto odzwierciedlenie w wyborach konsumentow. W kategorii sokow
jak rowniez napojow owocowych pierwsze miejsce pod wzgledem czestosci wska-
zan zajeta firma Maspex Wadowice, co koreluje z jej aktywnoscia marketingowa
wyrozniajacg si¢ na tle konkurencji. W przypadku innych kategorii napojow bez-
alkoholowych zalezno$¢ pomiedzy obecnoscig produktu w spotach reklamowych,
a checig siggania po niego przez konsumentow réwniez jest zauwazalna.

W pytaniu 4 osoby uczestniczace w badaniu poproszono o wskazanie dwoch ka-
nalow realizacji przekazow reklamowych dotyczacych napojow bezalkoholowych,
ktore zdaniem respondentéw sa najczesciej wykorzystywane. Najliczniej pojawia-
jaca si¢ w tym pytaniu odpowiedzig byla telewizja i Internet. 85% respondentow
wskazato, ze najpopularniejsza reklama to reklama telewizyjna, na drugim miejscu
znalazla si¢ reklama internetowa, ktorg wskazato 51% respondentow. 32% odpowie-
dzi otrzymata reklama ‘outdoor’ w formie banerow i plakatow. Najmniej popularne
zdaniem respondentow formy reklamy napojow bezalkoholowych to reklama w pra-
sie oraz w radiu, odpowiedzi te wybralo ponizej 20% ankietowanych osob (rys. 3).
Wskazania te koresponduja z danymi raportu przygotowanego przez Reuters Insti-
tute for the Study of Journalism za rok 2016 roku [Raporty 2016].

' - wody niezaleznie od nasycenia ujeto w jedng kategorie oraz soki owocowe i warzywne
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Rys. 3. Najpopularniejsze zdaniem respondentéw formy przekazu reklamowego napojow
bezalkoholowych

Zrédlo: Opracowanie na podstawie badan wilasnych.

W piatym pytaniu ankietowanych poproszono o okreslenie, jaki przekaz ich zda-
niem powinien znajdowac si¢ w reklamie napojow bezalkoholowych oraz w jaki
sposob reklama powinna naktania¢ do wyboru okreslonych produktow. Z analizy
udzielonych odpowiedzi wynika, ze prawie potowa, bo az 49% ankietowanych ocze-
kuje od reklamodawcow, ze w przekazie reklamowym zaprezentowany zostanie
sktad produktu. Z kolei 22% ankietowanych osob chciatoby, aby w reklamie prze-
prowadzone zostaly testy produktow. Jako trzeci pod wzgledem waznosSci przekaz
wskazano polecanie produktu przez dietetykow, ekspertow zywieniowych. Co cie-
kawe, wbrew panujacym w branzy reklamowej trendom, jedynie 4% 0sob zyczytoby
sobie, aby napoje bezalkoholowe, prezentowane byty przez celebrytdéw, czy znanych
sportowcow (rys. 4). By¢ moze jest to sygnat dla reklamodawcow, w zakresie kie-

runku realizacji kolejnych kampanii reklamowych.

XI Miedzynarodowa Konferencja Naukowa
Rola towaroznawstwa w zarzadzaniu jakoscig w warunkach gospodarki opartej na wiedzy
Zarzagdzanie jakosciq towarow i ustug w aspekcie zrownowazonego rozwoju



Management in commodity science - theoretical and practical aspects, vol. 2
136 Zarzgdzanie w towaroznawstwie - aspekty teoretyczne i praktyczne, tom 2

i %4

4904
S0 %
40%4
304 2304
20% 13%% =
10% - 404 404
0% — — —
‘@@" éﬁa- @9- _ Gﬁ\' av &,s-'
i & é E: & &
o @ o & st &
'25'\ ,ﬁ.‘:‘ Ej’!‘- ;ﬁ-\ﬁ éb ¢
ba@ﬁ dﬁ‘&} - 4 #'g& @
Q‘:I’E' & '@ L?E\{b {b"ﬂ‘ ¥ mt a*_dak
& 3® & o b
Y ©

Rys. 4. Trendy konsumenckie na rynku napojow bezalkoholowych

Zrédlo: Opracowanie na podstawie badan wlasnych.

Respondenci dokonujac wyboru, czy reklamowany napoj bezalkoholowy ma
wplyw na podejmowanie decyzji zakupowych podzielili si¢ w stosunku 50%:50%,
co koreluje z wynikami uzyskanymi przez Kubiak i Kuleczka-Raszewska [Kubiak
& Kuleczka-Raszewska 2014], w badaniu ktorych 48% respondentéw deklarowato
dokonywanie zakupow produktéw spozywczych pod wptywem reklamy.

Od udzielonej powyzej odpowiedzi zalezato przekierowanie do kolejnych pytan
doprecyzowujacych. Zadna z ankietowanych oséb nie zadeklarowata, ze wszelkie
decyzje zakupowe podejmuje pod wptywem reklam. Zaledwie 13% ankietowanych
0sob wskazato, ze czesto zdarza si¢ im wybiera¢ produkty, pod wplywem reklamy,
a 37% oso6b robi to sporadycznie. Za to az potowa pytanych stwierdzita, ze rekla-
ma nie ma wptywu na ich decyzje zakupowe. Analizujac grupe, na ktorej przepro-
wadzono ankiete pod katem miejsca zamieszkania okazuje si¢, ze mniejszg podat-
nos$¢ na reklame chetniej deklarujg mieszkancy wsi, bowiem 54% mieszkancow wsi
wskazuje, ze reklama nie ma na nich wptywu, wsérdd mieszkancow miast deklaracje

taka zlozyto 42% ankietowanych. Jednak 46% ankietowanych mieszkancow miast
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przyznaje, ze sporadycznie ulegaja reklamie, a 12% deklaruje, ze czgsto sigga po
produkty z reklam. W$rdd mieszkancow wsi jest to odpowiednio 33% i 13%. Ana-
lizujac odpowiedz na pytanie 5 w zaleznos$ci od sytuacji materialnej ankietowanych
okazuje si¢, ze wraz ze wzrostem poziomu zadowolenia z sytuacji materialnej male-
je wptyw reklamy na wybor napojow bezalkoholowych. Wérdd oséb o bardzo dobrej
sytuacji materialnej az 62% uwaza, ze reklama nie ma zadnego wptywu na decyzje
zakupowe. Dla poréwnania w grupie osob deklarujacych niezadowalajaca sytuacje
materialng - tylko 40% udzielito takiej odpowiedzi. Wsrdd osob o bardzo dobrej sy-
tuacji materialnej 38 % uwaza ze czesto lub sporadycznie kieruje si¢ reklama. Wsrdd
0sob o dobrej sytuacji byto to 50% ankietowanych, zadowalajacej 52%, a wsrod
0s0b niezadowolonych ze swojej sytuacji materialnej, az 60%. Takie zestawienie
nasuwa wniosek, ze osoby niezadowolone z wlasnej sytuacji materialnej, mogg po-
strzegac produkty znane z reklam jako element korzystnie wptywajacy na kreowany
wizerunek.

W pytaniu szostym zapytano respondentdéw, czy reklama wptywa na ich decy-
zje zakupowe, a jesli udzielili odpowiedzi negatywnej, konieczne byto uzasadnienie
dlaczego reklama w ich opinii nie wplywa na podejmowane przez nich decyzje.
Respondenci jako najczestsza przyczyne tego, ze nie siggaja po produkty z reklam
wskazali swoje subiektywne odczucia, wskazujace, ze wybierany produkt jest lep-
szy pod wzgledem jako$ci. 26% ankietowanych wskazato, ze nie ufa reklamom,
a 22% uwaza, ze sa bardzo przyzwyczajeni do kupowanych wczes$niej produktow.
Tylko 3% ankietowanych wskazalo, ze produkty z reklam sg w ich opinii zbyt dro-
gie. Jeden ankietowany udzielit wlasnej odpowiedzi wskazujac, ze nie moze okresli¢
wplywu reklamy na decyzje zakupowe, gdyz ich nie oglada. Taka deklaracja nie
wyklucza jednak innych kanatow przekazu i wskazuje na brak swiadomosci respon-
denta w tym zakresie.

W pytaniu siddmym oraz 6smym odpowiedzi udzielaly jedynie osoby, ktore uzna-
ly Zze reklama w wigkszym lub mniejszym stopniu wywiera wplyw na ich decyzje
zakupowe. Do tej czgsci zaliczonych zostato 50% wszystkich respondentow. Jako
glowny powdd siegania po produkty z reklam, az 46% wskazato fakt, ze sg zacieka-

wieni produktem, 18% wskazalo, ze waznym elementem jest informacja o wartosci
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odzyweczej. Po 10% badanych wskazuje, ze istotna dla nich jest atrakcyjna cena, oraz
fakt, ze produkt budzi pozytywne emocje. Na 5% ankietowanych wptyw maja zalety
produktéw eksponowane w reklamach, natomiast 3% udzielito odpowiedzi wtasnej,
ze kupuja produkty z reklamy, gdyz sg do nich przyzwyczajeni.

Kolejnym pytaniem zadanym wytacznie osobom kupujacym produkty z reklam
byta kwestia dotyczaca spelienia przez zakupiony produkt oczekiwan bedacych
efektem przyjetego przekazu reklamowego. W tym wypadku 64% ankietowanych
byto zadowolonych, a 36% niezadowolonych. Okazato si¢ roOwniez, Zze nieznacznie
bardziej zadowolenie z zakupu produktow reklamowanych okazuja kobiety 65% ko-
biet, me¢zczyzni tylko 60%.

W ostatnim pytaniu, ktoére bylo pytaniem otwartym, gdyz miato na celu pozna-
nie indywidualnych opinii na temat reklam napojow bezalkoholowych, respondenci
udzielili zr6znicowanych odpowiedzi. Najczesciej pojawiato sie stwierdzenie, iz pod
wplywem reklam napojow bezalkoholowych klienci kupuja zbedne napoje - wskaza-
nie 22% respondentow. Zblizona ilos¢ odpowiedzi, bo 21% uzyskato stwierdzenie,
ktore znaczaco rozni sie¢ od poprzedniego, iz reklamy napojow bezalkoholowych
budza pozytywne emocje i w ten sposob zachecaja do zakupu. Odpowiedzi takiej
udzielali gtéwnie respondenci z najmlodszej grupy wiekowej. Prawdopodobnie jest
to zwigzane z tym, ze osoby w tym wieku zwracajg wigksza uwage na charakter
reklamy niz sam jej przekaz. Kubiak i Kuleczka-Raszewska w swoich badaniach
wskazujg, iz dla 68% respondentow najbardziej przekonujacg forma reklam sg wi-
zualizacje [Kubiak & Kuleczka-Raszewska 2014]. Pozostate uzyskane odpowiedzi
wskazuja na negatywny stosunek respondentow do przekazow reklamowych anali-
zowanej branzy. Niespetna jedna piagta badanych (18%) stwierdzita, iz reklama napo-
jow bezalkoholowych jest nieadekwatna do jakosci reklamowanego napoju. Kolejne
14% ankietowanych wskazalo, ze reklam napojow bezalkoholowych jest zdecydo-
wanie za duzo, a 10% zadeklarowato, ze reklamy napojow bezalkoholowych mijaja
si¢ z prawdg 1 wykorzystujg niewiedz¢ konsumentéw. Podobna grupa - 9% respon-
dentow podata, ze wedlug nich reklamy tychze napojow czesto wymuszaja na kon-
sumentach zakup. Jedynie 4% wskazato, ze reklamy napojow bezalkoholowych sa

cennym zrodtem informacji. Do skrajnie negatywnych emocji w stosunku do reklam
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napojow bezalkoholowych wsrdd uczestnikow badania przyznato si¢ 2% respon-
dentow, stanowiac tym samym najmniejsza grupg badanej populacji (rys. 5). Ogolny
obraz jaki rysuje si¢ na podstawie zebranych opinii wskazuje, ze uczestnicy badania
odczuwajg presje lub niech¢¢ do prowadzonych dziatan reklamowych w obszarze
napojoéw bezalkoholowych. Moze to stanowi¢ wskazowke dla tworcow przekazow
reklamowych informujaca o koniecznosci wytyczenia nowych kierunkow, pozwala-

jacych na odbudowe zaufania spotecznego.

Reklam napojow bezalkoholowych jest zdecydowanie
za dnZo
Reklamy nap ojéw bezalkoholowy ch budza negatywny
emaocje, denerwujg, zniechecaja do zakupu
Reklamy napojow bezalkoholowych budzg pozytywne
emocje, zachecajg do zakupu
Reklamy nap ojéw bezalkoholowych czesto
wymuszajq na konsumentach zakup
Pod wplywem reklam nap ojow bezalkoholowych
Klienci kupujg zb edne napoje
Reklamy nap ojow bezalkoholowych s cennym
zrodiem informacji
Reklama nap ojéw bezalkoholowych jest
nieadekwaina do jakosci reklamowanego nap oju
Reklamy nap ojoéw bezalkoholowych kiamia i
wykorzystuja niewiedze konsumentow
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Rys. 5. Opinia konsumentéw wobec reklam napojow bezalkoholowych

Zrédlo: Opracowanie na podstawie badar wilasnych.

Analiza odpowiedzi na to pytanie wskazuje, czego respondenci oczekuja od re-
klam napojow bezalkoholowych i co budzi u nich negatywne emocje. Miejsce za-
mieszkania respondentéw nie miato wigkszego wplywu na udzielone odpowiedzi.
Bardziej istotnym czynnikiem byt wiek ankietowanych. Osoby w wieku od 18 do 35
lat sg bardziej otwarty na reklamy, chetniej zaznaczaty odpowiedz dotyczaca pozy-
tywnych cech i emocji jakich dostarcza reklama, jak rowniez wskazywaty przydatne

informacje ptynace z przekazu reklamowego.
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5. Podsumowanie i wnioski

Badanie wskazato, iz 72% respondentow kupuje napoje bezalkoholowe kilka
razy w tygodniu lub codziennie. Ankietowani jako najcze$ciej wybierany napdj po-
dali wod¢ gazowang (w tym lekko gazowang), a kolejnym deklarowanym wyborem
byta woda niegazowana. Soki owocowe uplasowatly si¢ na trzecim miejscu, a tuz za
nimi napoje gazowane.

Najpopularniejszym napojem w kategorii napojow bezalkoholowych typu cola
jest produkt marki Coca Cola, ktory uzyskat sposrod czterech podobnych napojéw
w tej samej kategorii az 57% wskazan. Dla porownania Pepsi uzyskato 38%, Hoop
Cola i marki wlasne sieci handlowych po 2,5%. Wynik ten wskazuje, iz marka Coca
Cola silnie oddziatuje na konsumentéw i w gldwnej mierze jest to spowodowane
sporym naktadem finansowym na reklam¢. Dane te pokrywajg si¢ z wynikami ra-
portow wg ktorych Coca Cola jest liderem rynku pod wzgledem przedmiotowych
wydatkéw [Anonim 2020]. W grupie wod mineralnych najwigksza popularnoscia
wsrod ankietowanych cieszyta si¢ marka Cisowianka. Jako kanaly najpopularniejsze
dla przekazu reklamowego napojoéw bezalkoholowych ankietowani wskazali telewi-
zje oraz Internet. Spowodowane jest to przede wszystkim skalg dostepu do podanych
medidw, ich zasiggiem, a takze forma, ktora przycigga w najwickszym stopniu uwa-
ge, poniewaz oddziatuje na wiecej zmystow niz reklama radiowa czy prezentowana
na bilbordach. Postawy konsumentéw wobec oczekiwan od reklamodawcoéw byty
zblizone. Niespelna potowa ankietowanych chciataby, aby reklama przedstawiata
sktad produktu. Waznym elementem w reklamie byloby rowniez przedstawienie te-
stow wskazujacych na wysoka jako$¢ napojow.

Wsrod najwazniejszych determinant odpowiedzialnych za wptyw reklamy na de-
cyzje zakupowe respondenci wskazali ciekawo$¢ produktu oraz wartos¢ zywienio-
wa reklamowanego napoju bezalkoholowego. Zadowolenie z zakupionego napoju,
ktory zostat przedstawiony w reklamie zaznaczyto 64% badanych. W tej grupie ko-
biety stanowity 65%, zatem cze$ciej sa usatysfakcjonowane dokonywanym wybo-

rem niz me¢zczyzni.
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Podsumowujac powyzsze rozwazania mozna stwierdzi, ze mieszkancy Malo-
polski chetnie siggaja po napoje bezalkoholowe, ktére sg reklamowane gltownie
w telewizji oraz Internecie, cho¢ nie zawsze robig to $wiadomie. Wraz ze wzrostem
przekazywania rzetelnych informacji w reklamie o napojach konsumenci bedg coraz
chetniej i czgséciej kupowac reklamowane napoje bezalkoholowe. Nalezy podkresli¢

rosngca rol¢ edukacyjng reklamy jako wyznacznika sprzedazowego.

Publikacja zostata sfinansowana ze srodkow subwencji przyznanej Uniwersytetowi
Ekonomicznego w Krakowie — Projekt nr 069/2J7/2022/POT
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Abstract

Corporate social responsibility (CSR) plays an increasingly important role in the activ-
ity of enterprises, including enterprises operating in the food industry. This results from
social, cultural and economic changes occurring in the modern world. People running
a business activity are expected to engage in social life, take into account environmen-
tal aspects or maintain good relations with stakeholders — especially with employees.
The purpose of the article was to analyze and evaluate activities in the field of cor-
porate social responsibility taken by two selected companies operating in the food
industry in Poland.

The study presents the most important information about the corporate social re-
sponsibility — idea, definitions, areas and tools. Examples of CSR activities used by
Maspex Group and Krajowa Grupa Spozywcza S.A. were given.

Keywords: corporate social responsibility, food industry, sustainable devel-
opment, best practice

Introduction

Modern enterprises face new challenges. Society expects that companies will take
into account in their business activity not only economic aspects, but also environmen-
tal and social factors, as well as will build good relations with stakeholders, especially

with employees. In order to meet these expectations, companies, including companies
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operating in the food industry, undertake actions in the field of corporate social respon-
sibility (CSR). The spectrum of CSR tools that can be used is very wide.

The research problem concerned activities in the field of corporate social respon-
sibility taken by Polish production companies operating in the food industry, areas of
these activities and the applied tools. After a preliminary analysis of the available in-
formation on CSR activities carried out by food companies in Poland, it was decided
to choose two companies: Maspex Group and Krajowa Grupa Spozywcza S.A. The
above companies are large enterprises that have been undertaking extensive actions
in the field of corporate social responsibility for years. Their activities in the field of
CSR have not been the subject of detailed studies yet.

The purpose of the article was to analyze and evaluate activities in the field of
corporate social responsibility taken by two selected companies operating in the
food industry in Poland: Maspex Group and Krajowa Grupa Spozywcza S.A.

The analysis was based on information provided by the surveyed companies on
their websites, in social networks and documents published by them on activities in
the field of corporate social responsibility. Furthermore, the study includes a review

of domestic and foreign literature, subject standards and EU documents.

1. Definition of corporate social responsibility

Corporate social responsibility (CSR) is also referred to as: “corporate responsi-
bility of enterprises”, “socially engaged business”, “socially responsible business”
or “responsible business”. In the literature of the subject, there are at least several
hundred definitions of CSR [Rok 2013]. Presentation of one specific definition is
hard, because it can be considered in many aspects — social, environmental, ethical
and aspect of stakeholder [Waskowska & Pawtowski 2011], as well as interdiscipli-
nary. Furthermore, the concept itself has evolved over the years.

Corporate social responsibility is derived from business ethics. Its origins are
connected with the Leo XII’s Rerum Novarum encyclical (1891), and on the Amer-
ican ground — the publication of the E.W. Lord’s book — The Fundamentals of Busi-

ness Ethics (1926) [Bernatt 2009].
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In 1932, Merrick Dodd announced that the entrepreneur’s goal should be not
only to make a profit, but also to act in the social interest [Dodd 1932], because
entrepreneurs are inscribed in a specific social environment and have the right and
obligations to participate in it.

The first person to use the term “social responsibility” was H.R. Bowen. He used
it in his book entitled Social Responsibility of Businessman published in 1953. He
expressed the opinion that entrepreneurs have a duty to be aware of expectations,
goals and values of society [Bowen 1953].

In the 1970s, J. Johnson believed that a socially responsible company is a com-
pany, in which managers take into account the interests of employees, suppliers,
retailers, local community and the wider society. On the other hand, in the 1980s,
T.M. Jones emphasizes that CSR is a voluntary activity, where the enterprise’s ob-
ligations in relation to various groups go beyond the provisions imposed by law or
other regulations [Carroll 1999].

The concept of corporate social responsibility is more popular in Europe. In
the United States, it is preferable to talk about business ethics or sustainability
[Sysko-Romanczuk 2012].

The idea of CSR also derives from the concept of sustainable development, which
was created at the turn of the 1960s and 1970s in the United States and Western
Europe. It assumes that apart from the economic aspect, social and environmental
aspects are important in economic development. The social involvement of an enter-
prise enables it to maintain a balance between these aspects, and this (in turn) may
contribute to the achievement of gools attributed to sustainable development [Bog-
danianko 2011]. In business practice, both concepts: corporate social responsibili-
ty and sustainable development are treated as synonyms and used interchangeably,
while in theory — the approach to the role of business from the CSR’s point of view
dominates [Jastrzebska 2021].

The process of defining corporate social responsibility was also undertaken by
international institutions.

A wide definition of CSR was presented at the World Economic Forum in Davos in
1999 by the Global Compact founders. Global Compact is the world’s largest initiative
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for corporate responsibility and sustainable development. It was established on the in-
itiative of the Secretary-General of the United Nations, Kofi Annan. It is addressed to
entrepreneurs and representatives of the business world around the world. It is a call to
follow certain principles in the fields of: human rights, labor standards, environmental
protection and counteracting corruption [Pogonowska & Wojtasiewicz 2008].

In 2001, the European Commission defined corporate social responsibility in the
Green Paper as “a concept whereby companies integrate social and environmental
concerns in their business operations and in their interaction with their stakeholders
on a voluntary basis” [Green Paper... 2001]. In 2011 the Commission puts forward
a new definition of CSR as “the responsibility of enterprises for their impacts on
society” [Communication... 2011].

In 2005, the International Organization for Standardization (ISO) established the
international working group ISO/TMB/WG Social Responsibility, the aim of which
was to create an international standard concerning social responsibility [Baginska
2019]. In 2010, the standard was published as ISO 26000:2010 standard - Guidance
on social responsibility. It defines social responsibility as “the responsibility of an
organization for the impacts of its decisions and activities on society and the envi-
ronment through transparent and ethical behaviour that:

» Contributes to sustainable development, including the health and welfare of
society

» Takes into account the expectations of stakeholders

» Is in compliance with applicable law and consistent with international norms
of behaviour, and

» Is integrated throughout the organization and practised in its relationships”.

This is not a management system standards, but it has elements that can be incor-
porated into existing systems in the organization [Szrajnert 2019].

ISO 26000 is not a technical standard, but it contains guidelines for corporate so-
cial responsibility, i.e. the organization’s responsibility for the impact of its decisions
and actions on society and the environment (as a result of transparent and ethical
behavior). Its aim is to persuade business (but not only) to the voluntary involvement

in actions in the field of social responsibility. It is not intended for certification.
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Nowadays, it is assumed that corporate social responsibility is a management
strategy, according to which enterprises voluntarily take into account in their actions
social interests, environmental aspects and relations with various groups of stake-
holders, in particular with employees. This is an investment in human resources, en-
vironmental protection and relations with the company’s surrounding [Tylec 2016].
It is a management concept, according to which the company’s management makes
decisions that lead to the protection and multiplication of social welfare while taking
care of their own interests [Stadkiewicz & Wanicki 2016]. CSR aims to ensure bal-

ance in three aspects: economic, social and environmental [Mazur 2015].

2. CSR areas corporate social responsibility

Dirk Aarts distinguishes four main areas of corporate social responsibility. They
include: workplace, the natural environment, community and the market [Aarts 2011].

The areas related to corporate social responsibility are specified in the ISO 26000
standard. It defines seven key areas of CSR — Figure 1.

Community
involvement and
development

ORGANIZACION

Organizational
governance

Consumer issues Labour practices

Fair operating
practices

The environment

Fig. 1. Seven key areas of CSR

Source: [ISO 26000:2010].
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Key areas of CSR according to ISO 26000:

* Organizational order — a system through which an organization makes and
implements decisions to achieve its goals. Simultaneously, it is an agent that
increases an organization’s ability to act in a socially responsible manner in
relation to the other six areas.

* Human rights — basic rights to life and freedom, equality before the law, free-
dom of expression. Moreover, they also include the right to work, food, health,
educational and social security.

» Labor practices — policies and practices related to work performed by, within
or on behalf of the organization, including work outsourced to subcontractors.
They relate to actions in the field of recruitment, promotion and transfer of
employees, work discipline, training and improvement of skills, health, safety
and health at work, working conditions connected with working time and re-
muneration.

* Environment — decisions and actions of an organization always have an impact
on the environment, regardless of its location. These impact may be connect-
ed with the use of resources, location of organization’s activities, emission
of pollutants, waste generation and the impact of organization’s activities on
natural habitats. In order to reduce the environmental impact of an organiza-
tion, it should adopt an integrated approach that takes into account direct and
indirect economic, social, health and environmental effects of its decisions
and actions.

» Fair operating practices — refer to ethical conduct in contacts between the
organization and other entities. They are relations between organizations and
government agencies, partners, suppliers, contractors, customers, competi-
tors, as well as associations to which they belong.

» Consumer issues — when providing products and services to consumers and
other customers, organizations have specific obligations towards them. These
obligations include, inter alia: fair marketing and contractual practices, truth-
ful and objective information, protection of consumer health and safety, sus-

tainable consumption, dispute resolution, as well as data protection.

XI Miedzynarodowa Konferencja Naukowa
Rola towaroznawstwa w zarzadzaniu jakoScig w warunkach gospodarki opartej na wiedzy
Zarzqdzanie jakoscig towarow i ustug w aspekcie zrownowazZonego rozwoju



M. Zrédto-Loda, J. Baran, Actions in the field of corporate social...

* Social involvement and development of local community — the organization

should be socially involved. It should contribute to the development of the

local community. It is an integral part of sustainable development.

3.CSR tools

Currently, enterprises have at their disposal many instruments of corporate social

responsibility. The selection of appropriate tools is not easy. They differ in terms of

applicability, effectiveness and the obtained results.

Examples of corporate social responsibility tools are presented in Table 1.

Table 1. Selected tools of corporate social responsibility

Category

Tools

Activities for local community

Supporting local institutions and people

Supporting educational and sports programs for children and youth

Projects in the field of culture and health

Social investments

Improvement of local infrastructure (e.g. road construction)
Counteracting marginalization and poverty

Pro-ecological activities

Eco-labeling

Implementation of environmental policy

Sustainable management of raw materials

Waste management

Ecological education

Development and implementation of ecological technological
processes

Saving energy and water

Design of environmentally friendly products

Relations with investors

Full and reliable information for investors

Corporate supervision

Respecting the right of pre-emption rights for shares Waste
management

Cooperation with institutions

Cooperation with scientific institutions and research centers
Transfer of technologies

Actions towards consumers

Responsible marketing

Shaping consumption patterns

Loyalty programs

Protection of health and safety of consumers
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Relations with business - Reliable communication
partners - Supplier selection criteria
- Fair trade

- Promotion of social responsibility in the supply chain
- Implementation of standards for contractors
- Timely payment of obligations towards suppliers and business

partners
Actions in relation - Code of ethics
to employees - Remunerations
- Trainings

- Participation of employees

- Safety and working conditions
- Social and health care

- Additional insurance

- Employee volunteering

Actions in the area - Employment planning
of employment - Recruitment
- Motivation system
- Salaries
- Promotions
- Solving the conflict
Social campaigns - Helping people in need, e.g. donating a certain part of profits from
the sale of products for social purposes or pro-environmental
activities

- Raising the level of social awareness on a specific topic,
e.g. protection of health or the environment
- Consumer education

Source: [Wotkowicka & Dgbrowski 2012; KPMG 2014; Buczkowski et al. 2016, Leonski 2016].

When selecting adequate tools, one should take into account such aspects as:
company size, area and range of its operation, type of industry, type of business ac-
tivity, mission and goals of the company, financial resources, economic situation, ex-
pectations and needs of stakeholders, type and degree of harmfulness caused by the
organization’s activities, knowledge, skills and competences of persons responsible
for conducting activities in the field of CSR and the organization’s culture. More-
over, it is worth informing the public about CSR actions undertaken by the company

by publishing social reports.
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4. Grupa Maspex (Maspex Group)

Grupa Maspex sp. z 0.0. is one of the largest companies in the food industry in
Central and Eastern Europe. It was established in 1990. Currently, its products are
sold to over 60 countries around the world. Its offer includes: juices, drinks, wa-
ter, pasta, cereal products, fruit and vegetables preserves, alcohols, instant products
and pharmaceutical preparations. It owns nearly 70 brands, including: Tymbark, Ti-
ger, Nestea, Tarczyn, Caprio, Lubella, Krakus, L.owicz, Kotlin, Puchatek, Plusssz,
Ekland, Soplica, Zubrowka, Bols.

For years, Maspex Group has been undertaking numerous actions in the field of
corporate social responsibility, which take into account social and environmental

aspects, as well as stakeholders — especially employees.

4.1. Social programs

When it comes to social activities, one of the most popular programs implement-
ed by the company is “From the Yard to the Stadium — for the Tymbark Cup”. It is the
largest football tournament for primary school children in Europe, organized since
2000. So far, about 2.5 million girls and boys (aged 8-12) have participated in this
tournament. The games are played in all municipalities in Poland, and the finals are
played at the PGE Narodowy Stadium in Warsaw — directly before the Polish Cup
final.

Another program is the “Safe Pooh Academy”. The aim of this program is to edu-
cate and improve the safety of children, who start their education at school. Children
and their parents are made aware of potential dangers and consequences of danger-
ous behavior at home, at school, on the road, not using the Internet or in contacts
with peers. Within the framework of this program, the National Safety Knowledge
Test is also conducted. This test is carried out in cooperation with the Police Head-
quarters. Over 2.8 million children participated in the event.

The largest nationwide educational program called “Jacob’s Friends of Nature”
(devoted to ecology) are directed to kindergarten children and children from grades

1-3 of primary schools. Every year, every second kindergarten in Poland participates
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in this program. So far, over 8 million children have participated in it. This program
encourages children to take care of the natural environment, shape and good eating
habits, as well as teaches them to spend time actively.

“Lubella Academy” is a nationwide educational program aimed at students from
grades VI-VIII of primary schools. The goal of this program is to promote the prin-
ciples of a healthy lifestyle and learn how to properly prepare a meal and not waste
food. So far, over 700,000 students have participated in it.

Within the framework of the action #Lubellat.gczy (initiated in 2020, after the
outbreak of the COVID-10 pandemic), the company donated 200 thousand products
for children to approx. 1000 care and educational institutions throughout Poland.
Well-known influencers promoting joint cooking were involved in this action.

During the pandemic, Maspex also helped dedicated COVID-19 hospitals and
nursing homes. The company donated one million of its products and funds for pro-
tective equipment.

The company along with the TIGER brand got involved in saving tigers, the
transport of which was stopped on the Polish-Belarusian border. The exhausted an-
imals could not continue their journey. 20.000,00 PLN was donated to support ani-
mals. The company’s dans on Facebook were also encouraged to join the campaign.

The company also has a project called “Jacob’s Hospitals”, within the framework
of which it paints children’s wards in hospitals all over Poland. So far, more than 50
wards have been painted.

Since 2007, Tymbark (company) encourages Poles to enrich their diet by intro-
ducing 5 portions of vegetables, fruits or juice to the daily menu. Together with other
manufacturers belonging to the National Union of Juice Producers, it develops edu-
cational programs aimed at developing adequate eating habits in this area.

Moreover, Maspex does not forget about local communities. Companies belong-
ing to the group engage in events and actions organized in districts, where produc-
tion plants are located. Initiatives for children and youth are primarily supported.
Each year, up to 1000 institutions and organizations receive support. The beneficia-
ries are foundations, charity organizations, nursing homes, kindergartens, schools,

clubs, associations and other entities.
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The company is also involved in education and training. It creates patron classes
for students, who are educated in technical professions. It cooperates with universi-
ties and scientists. Students have the opportunity to gain knowledge and learn good
practices at the Academy of Skills and the Maspex Academy of Engineers, as well as

during summer internships.

4.2. Ecology

From the beginning of its existence, Maspex has been taking steps to minimize
the negative impact on the natural environment, in which it operates. The majority
of production plants have integrated permissions, which impose the obligation to ap-
ply the Best Available Techniques (BAT) for the food industry. Maspex consistently
strives to reduce energy, water and gas consumption as much as possible.

The company has its own photovoltaic farms with a capacity of 1 MW, installed
recuperation systems, modern gas boiler rooms with efficiency close to 97%, ener-
gy-saving LED lighting in warehouses and logistic centers, as well as ground ex-
changers for ventilation. Thanks to the use of the most modern production technolo-
gies, electricity consumption has been reduced by 15%.

Maspex has water treatment plants and 4 own sewage treatment plants, from
which it obtains up to 6000 m3 of biogas per day (than converted into electricity).
Closed circuits of water and cooling steam are used in production processes.

The company segregates and recycles all production waste. With regard to pack-
ages, the grammage of plastic juices, drinks and nectars was reduced by 30%. In or-
der to segregate and recover packages, emptying and pressing compactors are used.
97% of waste is used as a secondary raw material. Packages of products contain
information about the materials from which they were made. This makes it easier
for consumers to sort them in a proper way. Maspex is a member of the EKO-PAK
Employers’ Association.
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4.3. External stakeholders and employees

Maspex Group adopted the Responsible Business Policy, which includes, among
others:

* Code of Corporate Ethics that defines the principles of conducting business
activities by company belonging to the Maspex Group in the moral, ethical
and legal aspect, as well as the rules of employee conduct.

* Code of conduct for suppliers and subcontractors of the Maspex Group and
the provisions contained in the General Terms and Conditions of Cooperation
that contains the minimum requirements and values that are followed by the
companies belonging to the group and which they require from their business
partners.

* Internal procedure for counteracting violations of human and labor rights,
including (in particular) mobbing, discrimination and harassment.

The company has developed standards of marketing communication, in which
it undertakes to comply with the principles of applicable law, social coexistence
and good manners, as well as to respect everyone, regardless of gender, age, race,
education, origin, nationality, sexual orientation, religious or political beliefs. The
published content cannot be offensive, vulgar or obscene.

The Maspex Foundation supports learning children of company’s employees,
who want to study at foreign business or technical universities. It has a scholarship
program for them that covers the cost of tuition and housing. Every single year,
several students receive scholarships. The Foundation has the Helpline Educational
Consulting Program — future students receive expert support in the preparation of
applications for a certain university. Within the framework of the Teach & Learn
program, employees’ children can get free tutoring in science and English. As a part
of volunteering, employees can get involved in helping children, who need support
in learning.

Maspex employees have: the possibility of improving their skills via the partici-
pation in internal and external trainings and English language classes, co-financing

for studies, access to LuxMed private medical care, co-financing for the sports card,
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group life insurance for employees and their families, a first-grade layette and other
additional social benefits.

Currently, the Maspex Group implements the previously adopted Sustainable De-
velopment Strategy 2030. The hummingbird effect. The core of this strategy consists
of 5 ecosystems, within which 18 priorities have been determined. These priorities
are implemented by 42 specific actions in line with the goals of the UN 2030 Agen-
da. These ecosystems are: ecology, innovations, working environment, social and

business environment and healthy lifestyle.

5. Krajowa Grupa Spozywcza S.A.

Krajowa Grupa Spozywcza S.A. (KGS) was established in May 2022 as a result
of the transformation of Krajowa Spotka Cukrowa S.A. It is the largest in Poland and
one of the largest sugar manufacturers in Europe. The company started its business
activity in 2002. The State Treasury is the majority shareholder, and over 20% of
shares are owned by sugar beet growers and employees. The company mainly deals
with the production and sale of sugar, trade in products made during its production,
as well as fruit and vegetable processing. The company owns the following brands:
Polski Cukier, Polskie Przetwory, Mtyny Stoistaw, Pszczotka, Frutus, PPZ TRZE-
MESZNO, Moldova-Zahar.

Since 2007, the company has been taking actions in line with sustainable de-
velopment — i.e. when the company’s management board adopted the “Integrated
management system policy”. In 2012, the Code of Ethics was adopted. KGS has
the following certificates: REDcert-EU (sustainable development for the production
and trade of biomass — beet molasses) and FSA SAI (sustainable agriculture for the

production of sugar from sugar beet).

5.1. Social programs

Noting the importance of corporate social responsibility, Krajowa Grupa Spozy-
wcza S.A. works for the public good in the following fields: social welfare, health

protection and promotion, education, culture, art and activities supporting the
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development of local communities. It ensures support to entities, whose statutory
purpose is a broadly understood charity. These are, among others: non-governmental
organizations, cultural and educational institutions, school and educational centers,
nursing homes, associations and foundations.

The company has its own foundation called “Pomaganie krzepi” (“Helping re-
freshes”) — established in 2016. Its activity is particularly focused on rural areas. The
foundation deals with, among others, social assistance, maintenance and populariza-
tion of the national tradition and culture, art, protection of cultural goods and nation-
al heritage; supporting the development of local communities; health protection and
promotion; protection of natural heritage and ecology, with particular emphasis on
sustainable agriculture.

The foundation has a grant program called “Polish Preserves on vacation —
helping refreshes!”. Employees of Krajowa Grupa Spozywcza S.A. can get up to
5.000,00 PLN for the implementation of an original project concerning the realiza-
tion and performance of sports and recreational activities for children from primary
schools during the holidays by institutions from local communities.

Krajowa Grupa Spozywcza S.A. places great emphasis on the history of the sugar
industry in Poland. It established the Sugar Remembrance Chamber in the former
sugar factory “Czegstocice” in Ostrowiec Swigtokrzyski. The facility documents the
history of the sugar industry in Poland. It collects objects connected with the sugar
industry — production of sugar beet seeds, equipment and apparatus, the cultivation
of sugar beet and the operation of sugar factories. The chamber is open to visitors
free of charge. In 2021, the exhibition entitled “Sugar producers — heroes of our in-
dependence” was inaugurated in the chamber. You can also visit it in a virtual way.

KGS is a co-author of the campaign called “Sweet balance” prepared by the As-
sociation of Sugar Producers in Poland. Its aim is to show the society what sugar
really is and what is its role in the human body. The campaign tries to refute harmful
stereotypes about sugar. Within the framework of the campaign, the “We teach how
to sweeten” report was developed. This is a compendium of knowledge about sugar.
Furthermore, consumers can take advantage of recipes for sweet dishes containing

a small dose of sugar and participate in live meetings with a dietitian on Facebook.
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Krajowa Grupa Spozywcza S.A. is an official sponsor of the Polish national team
of basketball players, national teams in 3x3 basketball, as well as a partner of the
Energa Basket League, the Final Tournament of the Suzuki Polish Cup and the EBL
Manager. The company also supports young tennis players. It is a sponsor of Super-
LIGA S.A. — tennis competitions for the best tennis clubs in Poland. It will organize
the “Frutus Kids Cup Tour” — the first professional series of tournaments for children
up to 10 years of age.

In the last two years, the company has allocated nearly 3 million PLN for the sup-
port for people in need (in financial and material form). Food products produced by
KGS have reach numerous orphanages, nursing homes, seniors’ homes and medical
facilities in Krasnobrod, Zwierzyniec and many other towns in this region.

The company actively supports refugees from Ukraine through the provision of
food to organizations that coordinate aid and prepare meals for them. This support
has already amounted to several hundred thousand zlotys. Additionally, numerous
financial and material collections are carried out. Ukrainian citizens have been ad-

mitted to the personnel hotel, and employee are involved in volunteering assistance.

5.2. Ecology

In May 2021, Krajowa Grupa Spozywcza S.A. along with planters received the
FSA SAI Platform certificate confirming that sugar beets are grown in accordance
with the rules of sustainable agriculture. The SAI Platform requirements include:
sustainable management of the farm and its natural resources, proper use of agricul-
tural production resources, preservation of bio-diversity and environmental protec-
tion, ensuring adequate working conditions and safety, as well as the functioning of
the farm as an element in the local community. For several years, Krajowa Grupa
Spozywcza S.A. has been successfully certifying the origin of sugar beets (100%)
from sustainable sources.

KGS is one of the signatories of the Masovian Hydrogen Valley, which was es-
tablished in April 2022. The aim of this organization is to use the potential of coop-
eration between business and the scientific community in order to build a full value
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chain in the production/acquisition/use of hydrogen through the implementation of
scientific and research works, innovative, investment and implementation projects,
as well as in the realization of planned actions related to the hydrogen economy.

Thanks to investments and implemented organizational solutions in sugar facto-
ries, water consumption in the technological process was significantly reduced. Pro-
cess water circuits are closed circuits. Compared to 2002, the amount of consumed
water decreased over 20 times.

The sugar production process requires a large amount of heat energy in the form
of heating steam and electricity. Steam for the production process is produced in
coal boilers. Therefore, actions are constantly taken to reduce the amount of coal
combusted. Compared to 2002, the coal consumption has decreased by more than
two times.

The company produces electricity for its own needs and sells its surplus (ap-
prox. 16 GWh / year) to external recipients. Electricity consumption has been cut by

around a quarters since the beginning of the company.

5.3. External stakeholders and employees

The company has a code of ethics. It regulates relations between employees, stan-
dards defining contacts with clients and the market, ethical certificates for employ-
ee, planter, client or norms specifying pro-ecological behaviors. The code supports
a culture based on relationships and development, as well as it defines the company’s
system of standards and values.

KGS also supports sugar beet planters. They can count on advice from agricultur-
al technicians, agrotechnical trainings, protection programs and support program in
the event of unfavorable meteorological phenomena, plant diseases or pest attack. In
order to meet the expectations of sugar beet planters from the Hrubieszow district,
they have a free assistance in completing applications for direct payments. In the
protection of beet against Bothynoderes punctiventris in areas at risk of damaging
plantations, farmers have the option of purchasing insecticidal plant protection prod-

ucts along with an adjuvant at a promotional price of 1 PLN. Moreover, planters can
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apply for an additional bonus that has been created by the company. Its amount is
1.000,00 PLN net per hectare of sugar beet plantation sown in 2022.

Krajowa Grupa Spozywcza S.A. care about its employees. It provides them with
safety, hygiene and comfort of work. It supports their professional development and
takes care of their health and promoting a healthy lifestyle. Employees appreciate
the organizational culture — over 5% of them have been working the company for
over 20 years.

Employees have an access to private medical care services, as well as the possi-
bility of joining group life insurance. Their partners and children may also join this
insurance. The company has an Employee Pension Program, where 100% of the con-
tribution is paid by the employer. Employees have the opportunity for professional
development. The company provides support in substantive trainings and enables

participation in language courses.

6. Conclusions

Socially responsible enterprises take ethical and transparent actions that go be-
yond legal obligations. They can choose from a wide range of CSR tools that evolve
in order to adapt to the requirements and problems of the modern world. Their skill-
ful use serves the organization to create a desired image — a trustworthy company.

Both companies: Maspex Group and Krajowa Grupa Spozywcza have been con-
sistently using the concept of corporate social responsibility in their business activi-
ties for many years. Their actions are aimed at, among others, local communities and
social initiatives, employees, external stakeholders, the environment or the promo-
tion of sports activity and healthy lifestyle. The companies react to emerging crisis
situations in our country on an ongoing basis — they supported medical and care
facilities during the COVID-19 pandemic or refugees from Ukraine.

In the case of Maspex Group, social activities are largely aimed at children and
young people. In particular, they are related to the promotion of active spending of
time and exercise, broadly understood safety, healthy eating or gaining knowledge

and experience by students within the framework of summer internships conducted
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in the company. Local communities can also count on Maspex’s support — districts,
in which the company’s production plants are located. When it comes to ecology,
Maspex Group has been taking steps to reduce energy, gas and water consumption
for years. It realizes them, among others, via own photovoltaic farms, obtaining bio-
gas from own wastewater treatment plants and the segregation and recycling of all
production waste. Moreover, the company has a number of initiatives targeted at ex-
ternal stakeholders and employees. It has an adopted policy of responsible business
conduct, developed standards of marketing communication, a foundation supporting
the learning of employees’ children or the access to medical care for employees.

In social activities, Krajowa Grupa Spozywcza S.A. attaches great importance to
the maintenance and dissemination of the tradition and national heritage, in particu-
lar the history of sugar industry in Poland. The company has a foundation that covers
rural areas. KGS also supports various types of institutions, such as orphanages or
social welfare homes, providing financial and material support. Additionally, it is
a co-author of a social campaign, which is a compendium of knowledge about sugar.
It is a sponsor of the Polish national team in basketball. In the field of ecology, the
company pays attention to the fact that sugar beets (the basic raw material in the pro-
duction process) are grown in accordance with the rules of sustainable development.
It has appropriate certificates to confirm this fact. KGS is also involved in the devel-
opment of new technologies — it is one of the signatories of the Masovian Hydrogen
Valley and produces electricity for its own needs. The company has its own code
of ethics. Employees are covered by a pension scheme and have access to private
medical care. Additionally, the company supports its suppliers — sugar beet growers.
It offers them, among others, trainings, agrotechnical advices, protection programs
or support in the event of unfavorable phenomena.

The strategy of running a business, including actions in the field of corporate
social responsibility, is the basis for increasing the competitiveness of the enterprise
and strengthening its brand on the market. Simultaneously, the company contributes

to sustainable economic, environmental and social development.
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