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Preface

In an economic situation which is characterized by a turbulent environment, 
high speed of change, high uncertainty and risk, it is necessary to adapt enterprises’ 
operations to the required level of competitiveness, continuously perfected quality 
of products and services, developing new technologies and consequences of the 
globalization process. To meet these challenges, it is necessary to acquire knowl-
edge about practical solutions, which enable effi cient and effective improvement 
in business performance. 

In order to assess development opportunities and prospects for companies, 
new sale markets, countries or even the whole European Union, international 
cooperation is becoming increasingly important, especially with regard to such 
signifi cant markets as Poland and Spain. This publication collects signifi cant sci-
entifi c fi ndings of research being pursued in international research centers that 
were presented on the conference organized on 17–21 September 2011 at the 
University of Granada. 

The deliberations included in this publication relate to challenges faced by 
management both in the theoretical aspect and in the aspect of practical applica-
tions in a situation of continuous changes both in the methodological context and 
assumptions. Hence, they include analysis of environmental conditions, including 
the international environment, in which both continuous and stepwise changes 
take place. The former include, among others, liberalization of trade, regional in-
tegration and globalization, as well as development of knowledge-based economy 
and greater ecological awareness in societies. Stepwise changes, especially no-
ticeable in recent years, are related mostly with the occurrence of crisis phenom-
ena. These tendencies have impact both on national economic competitiveness, 
international exchange patterns (trade patterns) and are a special challenge for 
small and medium enterprises. They also imply the growing importance of knowl-
edge, innovation and corporate entrepreneurship as well as social responsibility, 
both of enterprises and their stakeholders, especially consumers. Therefore, the 
importance of the so-called soft, qualitative solutions, concerning, among others, 
innovation management and knowledge management, human factor management, 
both in the macro and in the micro scale, and with regard to different types of 
organizations. This also shows a shift in challenges faced by managers, as well as 
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the management science, which determines a discussion concerning its paradigms, 
including ontological, epistemological and methodological issues. The publica-
tion has been so prepared as to ensure that the knowledge it contains is useful for 
business practice and constitutes the basis for scientists for further research. 

A high number of scholarly articles prepared for the needs of this publication 
is a clear signal proving the purposefulness of organizing similar conferences, 
which constitute the best possible forum for exchange of experience between dif-
ferent scientifi c centers. For this reason, taking this opportunity, the organizers 
encourage the authors to continue efforts for the organization of similar initiatives 
in the future, which would signifi cantly stimulate international academic coopera-
tion.

Conference organizers – the Committee on Organizational and Management 
Sciences of the Polish Academy of Sciences, University of Granada and the De-
partment of International Management, Cracow University of Economics, would 
like to thank all the participants for so many articles that are part of this publica-
tion, as well as for active participation in scientifi c sessions; thank the Cracow 
School of Business at Cracow University of Economics, International Manage-
ment Foundation and all persons who have contributed to the organization of the 
conference.

Scientifi c editors
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Scale of spectators’ motivations at sports events

Lecturer Manuel Alonso Dos Santos
Department of Commerce and Marketing Research
University of Granada

Abstract
There are motivation sports events attending measuring tools, although so 

far these instruments have only been able to provide a limited explanation for at-
tendance, which means that more sophisticated, useful scales are required. The 
aim of this research is to provide more effi cient tool to measure the motivations 
of sports events attendance. With this aim, a 14-item scale has been developed to 
measure the motivations that have been identifi ed in a comprehensive review of 
specialized marketing literature. This scale, was used during a sporting event, 
showed a good global adjustment, internal consistency and validity, and found the 
following four dimensions explained 67% of variance in attendance: Excitement, 
Aesthetics, Escape, and Connections to the Team and its Environment.

Introduction
The growing spectrum of sporting and cultural activities on offer, as well as the 

increasing competition for people’s leisure time, is forcing sport entities to improve 
both their research and their communication capabilities with their target spectators.

Several authors have investigated the fi eld of sport management and con-
sumer behavior in the area of sport marketing (Murray & Howat, 2002; Martino, 
2004; Dale et al., 2005; Kim, 2008). However, there is a lack of interest with in 
the academic world which is not in keeping with the considerable growth and 
economic signifi cance the sector shows, which registered a 48.52% rise in eco-
nomic activity turnover between 2002 and 2005, increasing its total income from 
2840.29 to 4218.41 million euro (INE, 2007).

The motivational aspects of attendance behavior at sports events has not been 
a central research area to date, yet some measuring scales adapted to sports events 
spectators have been developed and tested. Nevertheless, there is still a shortfall 
in the area, despite the fact that the knowledge of the motives behind consumer 
behavior is a key aspect in marketing management, and the ability to learn about 
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and have an infl uence on the attendance motives at sports events is vital for the 
survival of any sport organization.

In this context, the aim of this research is to build a tool that can measure 
in a reliable, comparable way the motives behind sports event attendance. Sport 
entities will be able to make use of this research to improve their knowledge about 
the background of attendance behavior at their events, which will allow them 
to formulate effi cient strategies to attract and retain new spectators, segment the 
market, address their target audience in a more effi cient manner, develop more at-
tractive publicity or promotional material, achieve a return on an important source 
of income such as ticket sales and membership cards and, indirectly, improve 
profi t from sponsorship and image rights.

From an academic point of view, this paper will contribute to the research of 
spectators’ motivations at sports events, more specifi cally, at football matches. 

Motivation
Psychologists turn to the concept of motivation to account for behavioral 

causes. From the psychological and consumer behavior perspectives, motivation 
is defi ned as the process that make people behave as they do (Solomon, 1997). It 
can be described as an impulse exerted on an individual to satisfy a need and make 
a wish come true. Psychologists use this term to describe the forces that act upon 
the individual to initiate and guide behavior, so that intensity differences can be 
understood and accounted for (Palmero et al., 2008). It is an internal, adjustable, 
dynamic, multifaceted process that cannot be observed directly.

From a behavioral perspective, three main approaches have been used in moti-
vational research: cognitive or teleological theories, which try to explain an individ-
ual’s objective when behaving in a particular way; mechanistic theories, focusing 
on the mechanisms behind processes; and behavioral analysis theories, which aim to 
learn the conditions regulating behavior (Arbinaga Ibarzábal, 2008).

Motives can be classifi ed as utilitarian ones, that is, functional motives rep-
resenting objective wishes and tangible attributes such as accessibility and match 
times, and hedonistic motives, representing an emotional subjective condition, 
such as fantasy, stress, escape feeling or social interaction (Funk et al., 2009).

More specifi cally, the motives that lead people to attend a sports event have been 
dealt with from several viewpoints, including, among others, Maslow’s Hierarchy of 
Needs (Sack et al., 2009), the Escape-Seeking Model (Iso-Ahola, 1980), the Premise 
of Push-Pull Factors (Crompton & McKay, 1997), the Stages of Increasing Involve-
ment (Funk et al., 2009) and Kelman’s Attitudinal Infl uence Theory (Kelman, 1958).

The Needs Theory (Maslow, 1991) presents a pyramidal hierarchy of human 
needs so that when the most basic ones are satisfi ed (located in the lower part of 
the pyramid), the more elevated needs and wishes are developed (located in the 
higher part of the pyramid).
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The Escape-Seeking Model (Iso-Ahola, 1980), which presents a two-dimen-
sional theory on leisure needs, argues that behavior is motivated by two simulta-
neous forces: the wish to escape routine and stressful environments, and a search 
for recreating opportunities involving intrinsic rewards.

The Premise of Push-Pull Factors was developed by Dann (1977) to account for 
individuals’ motivations to go on a tourist trip. In order to determine the reasons why 
a person embarks on a holiday, socio-psychological motivations were employed, such 
as the need to get away or stress, both of which were referred to as push factors. Pull 
factors include the features of the destination searched for by the person, which are 
developed by the destinations marketing activities (Beeton, 2006).

The Stages of Increasing Involvement (Funk & James, 2001) conceptualizes 
the way spectators and fans relate to a sporting target (a sport or a team) through 
a psychological vertical continuum divided into involvement stages. From minor 
to major the continuum is expressed as follows: (1) conscience, (2) attraction, (3) 
adhesion and (4) loyalty.

To complete the theoretical schemes used for the analysis of motivations, 
Kelman (1958) identifi ed three types of degrees according to which a social group 
member modifi es his behavior, opinions and attitudes to fi t in the group. These 
are: compliance, identifi cation and internalization.

Measurement of motivations in the fi eld of attendance at 
sports events

As mentioned above, despite the fact that the motivational aspects of attendance 
behavior at sports events have not been a central research area to date, some measur-
ing scales adapted to sports events spectators have been developed and tested. 

Table 1 shows the most relevant research in this fi eld. In one of the fi rst 
pieces of research, Kahle et al. (1996) introduce their Fan Attendance Motivations 
(FAM) to measure the different psychological motivations of American Univer-
sity Football. Their study focuses on dimensions such as emotional attachment to 
the team, success or social interaction from the perspective of Kelman’s Attitudi-
nal Infl uence Theory (Kelman, 1958). Two of the scales described in table 1: Mo-
tivation Scale for Sport Consumption (MSSC) (Trail & James, 2001) and Sport 
Interest Inventory (SII) (Funk et al., 2002) are based on previous sociological 
theories and on other scales explained above, such as those by Kahle et al. (1996), 
Madrigal (1995) and Sloan (1989). The three of them share the aesthetics, family, 
socialization, success and drama dimensions, although they have been labeled 
employing different terms. Each of them introduces a new dimension, such as the 
players’ physical appeal or physical ability in the case of MSSC, or national pride, 
interest in the team, in the sport or in the players in the case of SII.

Given that in previous research a large number of motives have been de-
scribed, the studies on the motivations of sport events consumers have recently fo-



14 

cused on achieving the maximum parsimony in the scales using already analyzed 
motivations and combining them in the most appropriate way, although not all of 
them have been able to pass the minimum requirements of validity and reliability. 
So, Trail and his colleagues (Trail & James, 2001) prove the lack of psychometric 
properties in the scales put forward by Milne and McDonald (1999), Kahle et al. 
(1996) and Wann (1995). Nevertheless, the explaining capability of motivation 
scales has been acceptable in some cases, reaching levels of 34% (Kim et al., 
2010), 30% (Funk et al., 2009), 25% (Zhang et al., 2001) or 15% (Mahony et al., 
2002) variance in sports events attendance.

Table 1. Attendance motivation scales at sports events
Scale Autor

Sports Need for Achievement and Power Scale (SNAPS) (Sloan, 1989)
Sport Fan Motivation Scale (SFMS) (Wann, 1995)
Fan Attendance Motivations (FAM) (Kahle, 1996)
Motivations of the Sport Consumer (MSC) (Milne & McDonald, 1999)
Motivation Scale for Sport Consumption (MSSC) (Trail & James, 2001)
Scale of Attendance Motivation (SAM) (Zhang et al., 2001)
Mahony et al., scale (2002) (Mahony et al., 2002)
Sport Interest Inventory (SII) (Funk et al., 2002)
Entertainment Sport Motivation Scale (ESMS) (Mehus, 2005)
Escala de Madrigal (FANDIM) (Madrigal, 2006)
Mixed Martial Arts Scale (MMAS) (Kim et al., 2008)
Socialization, Performance, Excitement, Esteem, Diversion (SPEED) (Funk et al., 2009)

Structure of the Attendance Motivations Scale (AMS)
The Attendance Motivation Scale has been developed through a comprehensive 

review of the existing specialized literature. It is made of 6 dimensions which group 
factors identifi ed in previous pieces of research: Escape, Aesthetics, Socialization, 
Excitement, Identifi cation and Connections to the team/athlete. Table 2 shows the 
proposed dimensions and their treatment in previous research.

Table 2. Construction of the Attendance Motivations Scale (AMS)
Dimension Components Author

Escape
Escape (Wann, 1995; Trail & James, 2001; Kim et al., 2008)
Fantasy (Madrigal, 2006)

Aesthetics

Aesthetics
(Wann, 1995; Milne & McDonald, 1999; Trail & James, 
2001; Zhang et al., 2001; Funk et al., 2002; Mahony et al., 
2002; Madrigal, 2006; Kim et al., 2008)

Aggression/
violence

(Sloan, 1987; Milne & McDonald, 1999; Zhang et al., 2001; 
Kim et al., 2008)

Physical qualities (Milne & McDonald, 1999; Trail & James, 2001) 
Flow (Madrigal, 2006)
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Excitement

Economic factors (Wann, 1995; Kim et al., 2008)

Stress (Sloan, 1987; Wann, 1995; Milne & McDonald, 1999; Zhang 
et al., 2001; Kim et al., 2008)

Entertainment (Sloan, 1987; Wann, 1995; Trail & James, 2001; Zhang et al., 
2001; Funk et al., 2002; Mahony et al., 2002; Mehus, 2005)

Physical appeal (Trail & James, 2001; Zhang et al., 2001; Funk et al., 2002; 
Mahony et al., 2002; Madrigal, 2006)

Healthy 
environment

(Sloan, 1987; Trail & James, 2001; Zhang et al., 2001; Funk 
et al., 2002; Mahony et al., 2002)

Excitement (Sloan, 1987; Trail & James, 2001; Zhang et al., 2001; Funk 
et al., 2002; Mahony et al., 2002; Mehus, 2005)

Risk (Milne & McDonald (1999)
Adoration (Kim et al., 2008)
Competition (Milne & McDonald, 1999)

Identifi cation

Self-esteem (Wann, 1995; Milne & McDonald, 1999)

Success
(Sloan, 1987; Milne & McDonald, 1999; Trail & James, 
2001; Zhang et al., 2001; Funk et al., 2002; Mahony et al., 
2002; Kim et al., 2008)

Drama (Trail & James, 2001; Zhang et al., 2001; Funk et al., 2002; 
Mahony et al., 2002; Kim et al., 2008)

Evaluation (Madrigal, 2006)
Personality (Madrigal, 2006)

Team/athlete 
support

Connection to the 
team/athlete

(Trail & James, 2001; Zhang et al., 2001; Funk et al., 2002; 
Mahony et al., 2002; Mehus, 2005)

Connection to the 
players

(Trail & James, 2001; Zhang et al., 2001; Funk et al., 2002; 
Mahony et al., 2002) 

Local team 
support

(Trail & James, 2001; Zhang et al., 2001; Funk et al., 2002; 
Mahony et al., 2002; Mehus, 2005; Kim et al., 2008)

Socialization

Affi liation to the 
group (Wann, 1995; Mehus, 2005)

Family (Wann, 1995; Trail & James, 2001; Zhang et al., 2001; Funk 
et al., 2002; Mahony et al., 2002) 

Cultural 
affi liation (Mehus, 2005)

Image in the 
community (Armstrong, 2002)

Connection in the 
community (Zhang et al., 2001)

National pride (Mahony et al., 2002)
Opportunity for 
women

(Trail & James, 2001; Zhang et al., 2001; Funk et al., 2002; 
Mahony et al., 2002; Kim et al., 2008)

Social interaction (Trail & James, 2001; Zhang et al., 2001; Funk et al., 2002; 
Mahony et al., 2002)

Socialization – 
Knowledge

(Milne & McDonald, 1999; Trail & James, 2001; Mehus, 
2005; Kim et al., 2008)

The Escape dimension has been used (Wann, 1995; Trail & James, 2001; 
Funk et al., 2009) and described as the search for a way out of daily life and rou-
tine (Sloan, 1989).
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Aesthetics is a factor related to sport valued beauty. It is the opposite 
of moral or practical factors and it represents the artistic feature of the dis-
cipline. It deems that individuals search for grace, ability and sport artistic 
creation in the sports event. It includes factors such as aggression and the 
ability of players/athletes or game flow, which were previously used by Wann 
(1995), Trail & James (2001), Funk et al. (2004), Madrigal (2006) and Funk 
et al. (2009).

The identifi cation dimension relates to the feeling of satisfaction, success, 
self-esteem and strengthening of public image when the team/athlete wins or loses 
(Sloan, 1989; Milne & McDonald, 1999; Trail & James, 2001; Zhang et al., 2001; 
Funk et al., 2002; Mahony et al., 2002).

Fans with a strong connection to their favorite team display attitudes that is 
diffi cult to predict (Wann, 1993; Mahony et al., 2002). The dimension of team/
athlete support refers to the spectator’s fi delity for his team, regardless of the 
event results (Mahony et al., 2002).

The socialization dimension is made up of all those factors related to social 
interaction. Therefore, it refers to the interpersonal aspect of sport, and it includes 
factors such as affi liation to the group, family, social interaction, spending time 
with friends and comradeship (Wann, 1995; Trail & James, 2001; Funk et al., 
2004; Madrigal, 2006; Funk et al., 2009). 

For each of the dimensions 3 items have been selected (table 3) from the 
adaptation of the scales developed by Wann (1995), Trail & James (2001), Trail et 
al. (2003) and Funk et al. (2009).

Table 3. The Attendance Motivation Scale (AMS)
Content Item

Connection
My team is the most important one for me SUP1
I support my team whatever the outcome SUP2
I support my team because I am linked to it as a result of 
being born here SUP3

Identifi cation
I feel better when my team wins IDE1
A poor result leaves me feeling sad IDE2
I share my team’s values and colors IDE3
Socialization
It is an opportunity to be with my friends and/or family SOC1
I enjoy the stadium atmosphere SOC2
I comment on moves and I analyze the referee’s decisions 
with other spectators SOC3

Aesthetics
I like this sport because of its aesthetic elements AES1
I enjoy this sport in particular AES2
I value the players’ physical qualities AES3
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Excitement
It is exciting not to know the result till the end EXC1
Football is a very entertaining sport EXC2
I feel that the result can change up to the last minute EXC3
Escape
The match is a time to escape daily life ESC1
I forget about work and daily life stress ESC2
The match clears my head and my daily problems ESC3

Note: The scales employed were Likert type with 7 assignment points for answers ranging from (1) 
I disagree totally to (7) I agree completely.

Research Methodology

Study Preparation
A focus group (Sarabia Sánchez, 1999) with 7 individuals who had already 

attended a sports event was undertaken prior to the quantitative research, with 
the aim of both analyzing their experience and defi ning the questionnaire more 
precisely. The dynamics involved a guided group conversation on specifi c topics: 
infl uence of the spectator profi le (who they attend with, age, education), relation 
to the motives for attending and profi le, service assessment, perception of price 
levels in particular and in relation to other leisure alternatives, elements of the 
service causing feelings in the spectators, degree of team satisfaction, as well as 
links and expectations.

No new motives were observed other than those previously described in 
the specialized literature. Nevertheless, spectator profi les were delimited and the 
questionnaire was redesigned by reformulating questions with the purpose of clar-
ifying reading and understanding.

Research sample and approach
The recommendations and criteria provided by Churchill & Surprenant 

(1982), Bagozzi & Yi (1988), DeVellis (2003), Luque Martínez (2004) and Mal-
hotra & Ortíz Salinas (2008) were followed for the design of the collection meth-
odology and data analysis.

Participants. The scale test was undertaken at the football stadium of a third 
level professional team of a Spanish city. The surveys were handed out, along with 
pencils, to a total of 230 spectators in different areas of the stadium taking into 
account the percentage of members, match attendance, areas and their features. 
The survey took place once spectators had taken their seats and while they were 
waiting for the match to start. The answering rate was 90%. The questionnaire was 
facilitated by a team of 5 people inside the stadium 60 minutes before the match 
start, and during half time.



18 

The fi nal sample was made up of 95% males; 53% of respondents were under 
35 years old; 77% of them had secondary or college education; out of the sample 
totals 67% were club members, 41% attended the stadium at least twice a month 
and 34% travelled to follow club matches.

Results
Reliability Analysis. A reliability analysis of the scale was conducted using 

Cronbach’s Alpha (α). With this procedure four items were drawn (IDE2, SOC1, 
AES3 Y EXC2) which showed correlation with the rest of the scale. The reli-
ability of the measuring instrument improved by eliminating these items as per 
Churchill’s (1979) recommendations.

As mentioned above, the proposed initial scale was made up by six factors 
identifi ed in the specialized literature review. They were: Excitement, Team Sup-
port, Socialization, Escape, Identifi cation and Aesthetics. The exploratory factor 
analysis shown in table 4 indicates that the dimensions Identifi cation, Team Sup-
port and Socialization share the same construct, which has been called Connection 
to the team and its environment and which, along with the other three factors, 
accounts for 67.47% variance. The Kaiser-Meyer-Olkin statistic value is higher 
than 0.88 and the Barlett’s sphericity test shows a 0.00% signifi cance level, which 
indicates some correlation structure (Luque Martínez, 2004). 

Table 4. Exploratory factor analysis
Component 1 2 3

Connection to 
the team and its 
environment

IDE3 0.795 0.225 0.196
SUP1 0.772 0.141 0.089
SUP3 0.744 0.028 0.271
IDE1 0.740 0.177 0.065
SOC2 0.641 0.420 0.075
SUP2 0.602 0.103 0.127
SOC3 0.589 0.297 0.170

Escape
ESC2 0.156 0.895 0.102
ESC1 0.159 0.861 0.081
ESC3 0.478 0.686 0.205

Aesthetics
AES1 0.102 0.134 0.867
AES2 0.363 0.129 0.730

Excitement
EXC1 0.059 0.059 0.024
EXC3 0.290 0.363 0.241

Extraction method: principal components analysis
Rotation method: varimax normalized

Fit Model. The confi rmatory factor analysis, carried out to the defi nitive 
scale made up by 14 items using the computer program Amos 16, indicates a good 
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adjustment of the data (RMSEA = 0.061 and GFI = 0.91) and the psychomet-
ric properties of the scale: χ2 = 128.17/gl = 73. RMSEA Values of 0.08 or less 
would indicate a reasonable fi t (Brown & Cudeck, 1992) and suggests that val-
ues less than 0.06 should be considered to indicate that a model has a good fi t 
(Hu & Bentler, 1999). Cronbach’s Alpha (α) and the correlation matrix are shown 
in table 5, the correlation range is between 0.46, the lowest, and 0.74, the highest, 
which reveals signifi cant correlation between dimensions. 

Individual Reliability. The individual reliability of the constructs, shown 
in table 5, is appropriate, except for Aesthetics with a 0.62 value, which does not 
reach the recommended 0.70 value (Nunnally & Bernstein, 1994). The estimated 
coeffi cients are statistically signifi cant (p < 0.01), which confi rms the relations 
among the scale items.

Table 5. Matrix of Correlations and Individual Reliability (N = 205)
ESC EXC AES CONN Cronbach’s α

ESC 1.000 0.86
EXC 0.579 1.000 0.70
AES 0.562 0.466 1.000 0.62
CONN 0.723 0.598 0.581 1.000 0.86

Table 6. Standardized Estimated Coeffi cients (β), Square Multiple Coeffi cient 
(SMC), Variance Extracted (VE) and Composite Reliability (CR)

β SMC VE CR
Connection 0.864 0.747 0.49 0.87
SUP1 0.780 0.608
SUP2 0.620 0.384
SUP3 0.640 0.409
IDE1 0.640 0.409
IDE3 0.739 0.546
SOC2 0.776 0.602
SOC3 0.661 0.437
Aesthetics 0.672 0.452 0.48 0.64
AES1 0.608 0.370
AES2 0.766 0.586
Excitement 0.692 0.479 0.46 0.59
EXC1 0.356 0.127
EXC3 0.885 0.784
Escape 0.836 0.699 0.74 0.90
ESC1 0.810 0.657
ESC2 0.898 0.806
ESC3 0.872 0.760
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The standardized estimated coeffi cients (β) and the VE values are shown in 
table 6. Only item EXC1 shows an estimated coeffi cient under 0.60. On the other 
hand, except for the Escape variable, the extracted variance values are just below 
that. The dimension with the lowest value is Excitement (0.46). As for Composite 
Reliability (CR), the values provided by the analysis are as follows: Excitement 
= 0.59, Connection = 0.87, Aesthetics = 0.64 and Escape = 0.90. Only constructs 
Excitement and Aesthetics are below the recommended 0.70 value (Bagozzi & 
Yi, 1988).

Discussion
This piece of research provides a scale capable of measuring parsimoniously 

audience’s motivations at sports events and, as mentioned above, the results ob-
tained through the analysis of structural equations show that the scale presents 
a good global adjustment, and that its psychometric properties exceed the standard 
criteria accepted in the marketing literature.

The initial scale was made up by a total of 18 items, corresponding to six 
dimensions, and it was elaborated based on scales validated in previous studies 
(Wann, 1995; Trail & James, 2001; Funk et al., 2004; Madrigal, 2006; Funk et 
al., 2009). The reliability analysis by means of the Cronbach’s Alpha (α) criterion 
recommended the elimination of four items, one of each of the motives; Aesthet-
ics, Socialization, Identifi cation and Excitement. Finally, this resulted in a scale 
made up by 14 items.

The exploratory factor analysis shows that three dimensions (Socialization, 
Team Support and Identifi cation) are grouped in a construct of a higher order 
called Connection to the Team and its Environment. This grouping is justifi ed on 
the basis that sport consumers feel attracted by personal achievement feeling, self-
esteem and public image when their team performs well (Mahony et al., 2002). 
When the favorite team wins, fans usually shout, „We’ve won!” (In reference to 
Sloan’s (1989) concept of refl ected glory), showing that identifi cation and sociali-
zation are concepts underlying a second order construct. Previous research has 
found a relation between the choice of team and its community, relating therefore 
identifi cation to socialization (Mahony et al., 2002).

The confi rmatory factor analysis shows a good global adjustment of data 
(RMSEA = 0.061 and GFI = 0.91) to the proposed model, and of the psycho-
metric properties of the proved scale (X2 = 128.17/gl = 73). The estimated coef-
fi cients are statistically signifi cant (p < 0.01), which involves that the relations 
among the items are fulfi lled. The value of statistician Kaiser-Meyer-Olkin is 
higher than 0.88 and Barlett’s sphericity test shows a 0.00 signifi cance level, 
which indicates a correlation structure. Internal consistency is acceptable with 
values higher than 0.70 except for dimensions Aesthetics and Excitement. The 
exploratory factor analysis indicates that the four dimensions of the scale account 
for 67.47% variance. 
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Others studies have only managed to account for 34% (Kim et al., 2010), 
30% (Funk et al., 2009), 25% (Zhang et al., 2001) or 15% (Mahony et al., 2002) 
variance in sports events attendance. 

The results show that spectators are motivated due to the Connection with 
their team and environment. These results have also been found in previous pieces 
of research (Kim et al., 2010; Sloan, 1989). This motivation has a very important 
role: it can account for 42% behavior variance of spectators’ attendance of the 
sport event.

The motivation scale developed in this paper does not attempt to provide 
new motives; it simplifi es and builds a method for measuring motivation in 
a more parsimonious manner than other scales so far published by reducing 
the number of factors. From a practical point of view, the application of this 
scale will provide managers of sports entities with a useful tool to diagnose 
consumer motivation. The developed scale can contribute to the commerciali-
zation of professional sport, supporting decisions related to the selection of 
the most appropriate motives and the elements that can later shape marketing 
communication.

With the results provided by this study sport bodies can implement their mar-
keting management. This scale provides them with a tool for collecting data on 
the reasons behind their clients’ attendance at the events they organize. This will 
provide some management advantages.

First of all, the scale allows us to learn about both the different attendance 
motives at sports events, and their intensities. The four identifi ed motives are ac-
countable for 67% attendance variance, which allows us to act upon these aspects 
specifi cally.

Secondly, the results seem to recommend to base sports events communica-
tion on motivational aspects of Connection with the Team and its Environment 
and Escape.

Thirdly, the AMS scale can be an appropriate tool to segment spectators. 
Some aspects are more sensitive to motivational factors than others.

Although other studies have a sample of similar or smaller size (Kim et al., 
2010; Zhang et al., 2001) the sample size (205) must be improved in future pieces 
of research. However the scales show a good global adjustment, internal consist-
ency and validity. 

The sport entity we used for data collection was enjoying a period of 
sport success at the time of the survey, which undoubtedly has an effect on 
spectators’ sport feelings. Consequently, it would be advisable to carry out 
a longitudinal study to analyze the effect of the sport situation on attendance 
reasons.

Similarly, the club specifi city, the sport discipline and the geographical area 
in which the study took place entail a handicap for the generalization of results; 
therefore a replica of this study in other sports and geographical areas is sug-
gested.
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Abstract
Transferring concepts from one fi eld of science to another has a long tradi-

tion. Knowledge about psychological phenomena and mechanisms may be useful 
in explaining processes that arise in an organization. An organization, understood 
as a structured set of individuals connected in a particular way, can be an espe-
cially interesting object of research for a psychologist with clinical and psycho-
therapeutic experience. Identifying and understanding the emotional, automatic, 
and unconscious mechanisms which determine the functioning of the individuals 
and the organization, viewed as a cohesive whole, appear interesting from both 
a theoretical and a practical standpoint. In this article an understanding of organ-
izational personality is presented as the whole of the internal mechanisms which 
integrate the psychological and social activities of an organization’s members 
under the conditions determined by its structure and the nature of its activity. The 
theoretical bases for the idea of organizational personality as well as its scope 
and specifi city are discussed by reference to organizational culture and organiza-
tional identity. A suggestion for a research approach is also presented as are the 
results of a study which indicate the possibilities offered by the application of the 
idea of organizational personality in the managing an organization.

Introduction
In the course of contact with various companies, one often has the impres-

sion that some of them are well ordered and predictable, while others are chaotic 
and uncoordinated, and still others instill a feeling of apprehension and irritation 
or apathy and dejection. Assuming that these observations are not incidental or 
situational, the question arises as to the source of these differences. The search 
for an answer led to the emergence of the idea of organizational personality, in 



26 

the meaning in accord with the psychological knowledge of personality, but ap-
plied to describing and explaining the phenomena which arise on the psychosocial 
plane of an organization’s functioning. The basic source of inspiration in develop-
ing the idea of organizational personality is the awareness of the diffi culties which 
appear in an organization the moment the need for change arises. Observing these 
diffi culties, one can conclude that the concept of organizational culture, though 
undoubtedly important, does not explain all the problems which arise under these 
circumstances.

This paper has a conceptual nature, it proposes to give the notion of organiza-
tional personality a defi nite and specifi c meaning and to point at the mechanisms 
responsible for its formation. The empirical research focused on pointing out the 
possibility of applying the category of personality in reference to an organization 
and verifying the basic assumption that one of the factors determining organiza-
tional personality features is its leaders’ personality. The category suggested in 
this paper is a concept of the personality consisting of cognitive, emotional and 
relational aspects of a company viewed as a whole.

I try to indicate the areas of organizational management in which the idea of 
organizational personality fi nds particular application, such as the following:

– strategic action: the personality approach can support the process of de-
termining strategic activities of the organization, for example in plans 
involving a merger of companies with different personalities, thus al-
lowing one to minimize the risk of failure thanks to the possibilities of 
evaluating the compatibility of the merging companies;

– diagnosing an organization’s resources and characteristics: this allows 
optimizing activities which serve to adapt the company to the conditions 
of its activity and also pointing out the causes of diffi culties which lie 
deeper than the causes pointed out consciously; 

– personnel policy: recognizing the company’s personality type makes 
suitable recruitment choices possible, for both key managerial positions 
a company needs at a certain stage of its development as well as all other 
positions which are important from the point of view of realizing (or 
planning) strategic activities; it outlines the criteria of planning training 
courses, defi nes the profi le of desirable employees in a given functional 
area of the organization, etc.;

– organizational improvement: knowing the weaknesses and strengths re-
sulting from the company’s personality supports the optimization of ac-
tivities aimed at overcoming diffi culties and threats, resolving confl icts, 
and better utilization of the psychological potential of the organization’s 
members.

Using the knowledge about an organization’s personality, managers at all 
levels gain information with which they can better understand the specifi city of 
the behavior of the members of the organization and thus also the causes of con-
fl icts and possible diffi culties in the organization’s functioning both at the inter-
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personal and at the intergroup level. Viewing an organization from the perspective 
of its personality provides an opportunity for increased professionalism in man-
agement, because the more we understand the mechanisms of action of an com-
plex object, the more effectively we can control its functioning and infl uence it 
purposefully and deliberately.

Culture and Organizational Personality
The concept of organizational culture contains many diverse elements. Of its 

numerous defi nitions, that proposed by C. Kluckhohn and A. L. Kroeber is worthy 
of quoting: 

Culture consists of patterns of thinking, feeling, and reacting acquired and transmit-
ted chiefl y through symbols, which are the distinctive achievements of human groups, 
including their embodiment in artifacts; the essential core of culture consists of traditional 
ideas, and especially their attached values. In many respects a culture resembles a person-
ality. It is thus a unique social personality (quoted in: Kostera, 1996). 

Cz. Sikorski (1990), in turn, stated that if the most essential components 
of organizational culture are hidden deep within the consciousness and uncon-
scious of the employees, then one should look for the key to understanding the 
mechanisms governing the life of an organization and its members precisely in 
knowledge about human psychology. At the same time it seems that the range of 
the function and content ascribed to culture is so vast that in a way everything in 
an organization is culture. This is undoubtedly one of the reasons for the creation 
of the numerous defi nitions with which authors attempt to illustrate the essence 
of this complex phenomenon, emphasizing elements which in their view deserve 
special attention.

For observers of organizational life it seems rather obvious that a cultural 
explanation of that which takes place in organizations is insuffi cient in some 
cases. Although several concepts concerning various aspects of organizational 
culture have been formulated in recent years, application of their conclusions 
in practice often do not bring the expected results, and theoreticians and prac-
titioners agree that change in the culture of an organization is most diffi cult 
and time-consuming to carry out. When describing the issues connected with 
organizational culture, reference is usually made to its superfi cial appearances, 
without touching upon much more complicated matters which lie at the source 
of behavior, above all avoiding the hidden, unconscious aspects. Even if they 
are mentioned it is without an indication of the mechanisms which explain the 
observed behavior. However, without the possibility of understanding the re-
lationship between that which is conscious and that which is unconscious we 
are not able to fully explain what is happening in an organization. Psychologi-
cal theory, in particular the concepts concerning human personality, deals with 
these issues.



28 

In the literature we come across the term organizational personality applied 
as equivalent in meaning to the concept of organizational culture (cf. Koch, 1997; 
Sikorski, 1990, 2002; Morgan, 2001). A clear example is a defi nition given by 
R. Koch, who stated that organizational culture is „an organization’s personality 
and character which have developed through generations of employees and which 
incline those working in the organization to behave in a defi ned manner without 
being aware that they are behaving precisely in this way” (Koch, 1997). This un-
doubtedly interesting defi nition does not, however, indicate what that something 
is that inclines people to „behave in a defi ned manner without being aware that 
they are behaving precisely in this way”. It seems, then, highly justifi ed to at-
tempt to fi ll this gap. From the psychological perspective just the personality is 
a theoretical construct which describes the mechanisms which induce individuals, 
the members of the organization, to adopt behavior patterns accepted in the given 
organization, in accordance with its norms.

In the understanding presented here, organizational personality is a concept 
different from that of organizational culture; it describes a different quality and it 
contains elements which go beyond organizational culture, since it reaches into 
the depths of organizational life. Because these two concepts are often treated 
interchangeably in the literature of organization and management, the differences 
between them should be pointed out, i.e. that which should be assigned to the 
area of an organization’s culture and that which is the nature of the organization’s 
personality. 

There are many sources of diffi culty in distinguishing organizational culture 
and organizational personality. An important source of diffi culty in distinguishing 
culture and personality is that both are complex and multifaceted. Authors, in their 
defi nitions of both culture and personality, see the uniqueness of the defi ned object 
as a characteristic trait. At the same time, there are numerous similarities between 
people and organizations, but no two organizations are exactly alike, just as no 
two persons are exactly alike. 

Assuming that an organization is a product of a society, and thus also 
of its culture, the justifi cation for introducing the term „organizational per-
sonality” is that personality speaks of by what means particular individuals, 
members of the organization, shape the new quality which is the organization 
understood as a whole, and what mechanisms infl uence its functioning, stabil-
ity, development, and possible change, what lies at the basis of its uniqueness. 
If we assume that it is culture which joins the members of an organization, 
then personality speaks of how the diverse elements of the organization’s 
social life, e.g. convictions, values, norms, and, most of all, emotions and 
defense mechanisms, are interconnected, in other words by what means the 
infl uence each other and how this fi nds its expression in the observed behavior 
of the members of the organization.

As much as the cultural model of an organization shows the elements which 
together create organizational culture, it is the psychological model which shows 
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personality as an instance, a theoretical construct, which confers a specifi c order 
to these elements. On the basis of the emotions and the mechanisms of coping 
with them, especially the intensive ones which affect many members of the or-
ganization, the personality decides how the particular elements, including those 
contained in the organization’s culture, infl uence each other, what kind of relation-
ship between them appears in the organization. This is because the personality is 
a set of mechanisms regulating the mutual relationships between these elements, 
the emotions and defense mechanisms which give each organization its unique 
and exceptional character.

Invoking the concept of culture undoubtedly allows one to describe what 
takes place in an organization, but it does not explain why things happen the way 
they do. It seems that it would be valuable not only to know what happens, but 
also understand why they happen as they do. 

Identity and Personality
In the discussion connected with the problems of organizational personal-

ity, which includes issues related to the concept of identity, theories of social 
identity (Tajfel 1978, 1982) and of social categorization (Turner & Oakes, 1986; 
Hogg & Terry, 2000) are particularly important. H. Tajfel et al. believe that 
personal identity contains those aspects of the self which originate from the 
individual traits of the person, while social identity includes aspects of the self 
which are a consequence of membership in the group (Tajfel 1978, 1982; Tajfel 
& Turner, 1979, 1986; Turner et al., 1987). Referring to J. Turner’s concept of 
auto-categorization, W.G. Stephan and C.W. Stephan (2003) state that the proc-
ess of arousing the collective self, known as depersonalization, is the basis of 
all group phenomena. 

M. Hatch (2002) believes that organizational identity is the experiences and 
beliefs of the members regarding the organization as a whole. Organizational iden-
tity is focused on itself: the concept refers to how the members of the organization 
see themselves as an organization, whereas the organization’s image is its likeness 
in the eyes of others. The image refl ects those impressions which the organization 
evokes in people outside it (cf. Dutton et al., 2002). Image and identity are related 
in the sense that the image an organization presents to its environment may affect 
how the environment sees the organization.

From the psychological perspective, when we speak of organizational 
identity, it seems natural to assume the existence of a personality of this organi-
zation, since the concept of identity appears within the context of personality: if 
there is an identity, then there is a personality, which is more or less integrated, 
more or less mature. When we speak of an organization’s identity it means ac-
cepting the assumption of the existence of the phenomenon of personality, ex-
pressing the permanence, continuity, and distinctness of the specifi c collective 
which is the organization. If, therefore, a collective identity has been formed, 
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then we have the right to speak of a personality of this collective, or of organi-
zational personality.

In summary, identity is a concept immanently related to the concept of per-
sonality, it is an essential element of it, containing defi ned patterns of knowledge 
about the broadly viewed category of the self. Recognizing the legitimacy of em-
ploying the category of collective identity, we thus have a base from which to take 
a further step and speak of organizational personality.

Personality model of organization
Knowledge of the subject of a personality used with reference to an orga-

nization allows us to notice mechanisms deciding how dominating people in 
an organization (leaders) determine the whole of its functioning at the level of 
forces that lie beneath the surface of consciously perceived phenomena. They 
infl uence the behaviour of individual members of an organization, causing 
unifi cation of their functioning within the limits of an organization structure, 
but a possibility of controlling those mechanisms consciously is at least lim-
ited.

Applying the category of personality with reference to an organization is 
based on the following assumptions:

– organization is treated as a whole, not as a set of various elements;
– the way members of an organization react depends on how they interpret 

a given situation, while the interpretations on the believes established 
and fi xed in the organization;

– believes, emotions and defense mechanisms have a key role in the per-
sonality understanding of an organization;

– diffi cult social situations cause strong emotional reactions among mem-
bers of an organization (usually fear and/or aggression); while those start 
defense mechanisms subjected to a unifi cation during taking part in an 
organization’s life;

– preserving dominating defense mechanisms in an organization, e.i. those 
which are used by the members of an organization more often than oth-
ers, regardless to their individual predispositions, limits to a great extend, 
the ability to solve problems effectively;

– there is a connection between the personality of a leader and the domi-
nating defense mechanisms used in an organization – their perception of 
the reality, interpretations (assigning meaning) and ways of handling the 
unconscious confl icts are overtaken by the other members of an organi-
zation (especially directly subordinated to them);

– the stronger formalization of an organization, the bigger its rigidity, and 
at the same time the higher probability of activating defense mechanisms 
in the situation of a threat (arousing fear or aggression);
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– a strong external pressure increases the probability of manifestation of 
pathological ways of coping through arousing tendencies to aggressive 
or anxious patterns of behavior;

– recognizing types of defense systems used by members of an organiza-
tion, we can recognize crucial features of an organization, presenting 
how it handles diffi cult situations; in the result it enables choosing more 
functional ways of acting.

A personality is formed by internal mechanisms regulating the behavior of 
an organization’s members arising as a result of interpersonal relationships among 
members of a group, who are infl uenced by norms, goals, values, mission and 
vision of the organization. The essence of a personality lies in the mechanisms 
determining ways of dealing with emotions of individual members of an organiza-
tion. They depend on their personal predispositions, but at the same time due to 
engaging in the life of the organization, they are also determined by the conditions 
existing in the organization. A decisive infl uence on the formation of organiza-
tion’s personality belongs to the personality of its leaders and the character of its 
key activity. Other factors contributing to an organization’s personality are the 
personalities of the members of the organization, the stage of its development, its 
past with a special consideration for critical events (see: Kets de Vries & Miller, 
1984; Stapley, 1996; Bridges, 2000).

A necessary condition for the forming of an organization’s personality is 
frequency and intensity of relationships between the members of the organiza-
tion. With a low frequency and intensity of relationships, the organization remains 
a set of loosely connected individuals. With a high frequency and intensity, a new 
‘quality’ emerges, with features resulting from the personalities of its most in-
fl uential members. Therefore, personality is a dynamic instance integrating the 
functioning of an organization in the sphere of interpersonal and inter-group re-
lationships, regulating the behavior of the individuals within the structure of the 
organization. A graphical illustration of the proposed understanding of an organi-
zation is presented by the fi gure below. It presents an organization through a prism 
of an infl uence of the signifi cant people in an organization, mainly in the context 
of the emotions experienced by them, which consequently activate specifi c de-
fense mechanisms. This infl uence takes place through a widely understood fl ow 
of information (formal and informal) among members of an organization, at all 
its levels of hierarchy. The structure of an organization establishes the type of 
boundaries, which determine the area and range of activities implemented in an 
organization.

An organization’s personality is an organized set of processes, psychologi-
cal in nature, characteristic to a given organization. Its objectives are developing 
behavior consistent with the organization’s goals, reducing the level of fear and 
aggression through the usage of established defense strategies and creating and 
transferring a system of common believes, judgments, evaluations and visions 
onto the whole organization.
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Figure 1. Emotional-relational map of an organization

Source: own study

Looking at the organization’s members’ behavior from a psychodynamic 
perspective means, that those aspects of each organization member’s psychic 
which are in confl ict with consciously held content, may be rejected, sup-
pressed or denied, becoming an unconscious content (Hirschhorn, 1988; Hin-
shelwood & Skogstad, 2000; Freud, 2004; Gabriel & Carr, 2002; Armstrong, 
2005; Segal, 2006; Klein, 2007). Remaining in the sphere of unconscious-
ness they may take a form of fantasies, memories and feelings; they may get 
in confl icts with a member’s conscious believes concerning themselves, the 
organization, the surrounding world, believes about what’s right or wrong, 
etc. The consequence of the escalation of internal confl icts is the rise of the 
level of a general fear, which the organization’s members staying within its 
structure try to deal with using individual defense mechanisms and strategies 
established in the organization.
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The source of personality differentiation are dominating defense mecha-
nisms, which determine the way of surviving in the company’s external and inter-
nal environment. They gain a special meaning in critical situations, diffi cult for 
the organization, when the level of fear rises as a result of noticing a threat coming 
from the outside world, or resulting from an internal play of forces within the or-
ganization. The perception of this threat and its interpretation infl uence the way of 
reacting; if it remains under the dominating infl uence of neurotic mechanisms its 
effi ciency is only apparent because it serves reducing the fear, not solving a cur-
rent problem (Kets de Vries & Miller, 1980, 1986).

The signifi cant leaders have the greatest infl uence on the process of imprint-
ing specifi c ways of reacting, both mature and functional as well as neurotic and 
immature. Not only their visions, believes and priorities establish the way an or-
ganization is functioning, but also the defense mechanisms they use, the content 
and form of their emotional expression have an impact on way of interpretation 
and adaptation behavior, determining the way of coping with uncertainty, threat 
and aggression.

Developed rituals, customs and established ways of conduct, which are 
protected by the employees with a perseverance often diffi cult to understand for 
a spectator from the outside, are usually a manifestation of regression, defense 
serving the reduction of fear. The paradox is that, as a result of the domination of 
defense mechanisms over the realistic judgment of the situation and constructive 
actions, the possibilities of coping with fear in a long-term perspective decrease. 
As we know, the defense mechanisms serve protecting from experiencing fear, 
they neither remove the source of confl ict nor solve it permanently. As I. Lyth-
-Menzies (1988, 1989) and E. Jaques (1971), pointed in their works, the social 
system of an organization is used for strengthening the defense mechanisms. 
Moving a step further, we can assume that organization culture, or at least some 
of its elements, are in service to the defense mechanisms, preserving them and 
making it diffi cult to search for more rational ways of behavior in the situations 
diffi cult for the employees.

Personality as a psychological organizing apparatus gives coherence and con-
tinuity to the processes an individual undergoes becoming a member of a group or 
organization. It is dynamic and it characterizes an organization in a unique way. 
The functions of an organization’s personality understood as such are:

– concentrating the organization’s knowledge and cognitive potential,
– forming and preserving a coherent vision of the organization’s internal 

and external world,
– forming ways of expressing emotions and dealing with diffi cult situa-

tions coherent with culture,
– forming and preserving coherent patterns of organization behavior,
– maintaining the feeling of durability and continuity.

Believes, or cognitive systems of the individual members of an organization 
have a crucial importance for the organization’s personality, too. They have 
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impact on the perception and interpretation of the events happening, these 
evoke certain emotions, determining the way of understanding the events hap-
pening. The content and way of expressing emotions results from both indi-
vidual experience and patterns established at the level of a group or the whole 
organization. 

The basis of the assumption of the existence of an organization’s personality 
is the consequence and coherence of the behavior observed in the key areas of the 
functioning of an organization. Including such elements as the attitude towards 
the internal and external surroundings of a company, the content and way of ex-
ecuting strategies, the process of decision-making, the way of communicating, at-
titudes towards changes, reactions to diffi cult situations and the problem-solving 
strategies. Therefore, the believes, emotions or defense mechanisms common for 
an organization are the rudiments on which the structure of an organization’s per-
sonality is built.

Organizational personality is an organized complex of processes which are 
psychological in character and typical of the organization. Its function consists 
of developing behaviors in accordance with the organization’s goals, lowering 
the level of anxiety and/or aggression in accordance with the rules prevailing in 
the organization, and creating and transmitting a system of shared beliefs, judg-
ments, evaluations, and ideas, coming from the area of organizational culture, in 
a manner subordinate to defense mechanisms. In effect, in dealing with organiza-
tions of the same cultural type, we shall have different types of organizational 
personalities. The source of this diversity is the defense mechanisms of which 
predominate. It is the important leaders who have the greatest infl uence on the 
process of anchoring these mechanism in the organization, as it is the leaders’ de-
fense mechanisms which dominate the ways of expressing emotions, particularly 
those emotions which are undesirable from the point of view of the fundamental 
principles of the organization. 

Methodological Framework and Research
The main purpose of the empirical research devoted to the idea of organiza-

tional personality at the present stage of its forming, is pointing out to the phenom-
ena and dimensions of an organization’s functioning crucial for accomplishing 
managing functions whose exemplifi cation, other than ‘personality’, would be 
limited, if not impossible. Planning the empirical research I was searching for 
answers to the following questions:

– is there a connection between a leader’s personality and the way mem-
bers of the researched organizations react?

– is a leader’s personality refl ected in a dominating way of communication 
and relationships between members of an organization? and how?

– what are the manifestations of an organizational personality understood 
as all internal mechanisms integrating mental and social activity of the 
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members of an organization in the conditions determined by its structure 
and basic form of business activity?

– in what areas does the ‘personality’ attitude towards an organization fi nd 
its application in the process of managing an organization?

The research was carried out within a period of six months, simultaneously in the 
three described companies. Two of them are small companies rendering special-
ized service, the third one is a big operating company, a part of an international 
corporation with its headquarter in the USA, subordinate to its board of directors 
in Europe.

The research was preceded by an analyze of some data concerning the or-
ganizations, such as their size, history and the occurrence of critical events. The 
proper research, after the preliminary discussions, were conducted in two stages. 
The fi rst stage was a questionnaire research. All the researched people (it is, all 
companies’ employees) completed an organization personality questionnaire – 
the OCI (Organizational Character Index) by W. Bridges. The leaders of the re-
searched companies additionally completed two individual personality tests. One 
of them was MBTI (Myers-Briggs Type Indicator), the other was a personality test 
by E. Mittenecker and W. Toman (with a Polish standardization). On the question-
naire level, full participation in the research of all the employees and the manage-
rial personnel was achieved only in the case of the two small companies which 
will be referred to as company A and company B. In the case of the third company, 
referred as company C, the analysis was conducted based on results obtained from 
seventy seven people (which constitutes 30% of the company’s employees), rep-
resenting the whole managerial personnel and the remaining part of the person-
nel. During the semi-structured, individually conducted, taped interviews with 
the leaders, part of the questions concerned the introduction of changes in the 
company. The average time of the interviews is about 60 minutes (varying from 
40 to 150 minutes).

The company A
The company A has been operating on the market for fi fteen years, ren-

dering complex services in tax consulting and fi nancial management. It serves 
several hundreds of fi rms, including foreign enterprises operating in Poland. It 
employs nineteen people on full time basis, three co-operating on commission, 
two are owners, managing the company at the same time. Thirty people, includ-
ing a group of trainees (eleven people) who have been working in the company 
from 6 to 11 months, took part in the questionnaire part of the research. Table 
1 shows the specifi cation of the results concerning personality of the company 
A, based on the OCI questionnaire and personality of its leaders based on MTBI 
questionnaire.
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Table 1. Organizational personality of company A and its signifi cant people
Subject Personality type1

Company A E S T J
Founder E N F J
Co-owner E/I S/N T/F J
Signifi cant person 1 E S/N T J
Signifi cant person 2 I N F J

Source: own study1

As the above specifi cation shows, all the signifi cant people have one com-
mon feature, that is predominance of judging attitude towards the surrounding 
reality, which implies preference of attitudes based on logical thinking and search-
ing for specifi c information allowing for the improving of activity.

Both company founders and one of the signifi cant people have extraversion 
features of personality, what is also refl ected in the researched company’s fea-
tures. However, in the other two dimensions, that is, perception through sensing 
– intuition and thinking-feeling, an interesting division took place. The company 
founder and the ‘signifi cant person 2’ have the same features, it is the dominance 
of functioning based on intuition and feelings. Two remaining dominating in the 
company people show predominance of attitudes based on collecting information 
and analysing it rationally; the same preferences are seen in the whole company. 

The explanation of this discrepancy/difference lies probably in the fact that 
these two people (co-owner and signifi cant person 1), because of their func-
tions, focus on internal problems concerning both employees and the company 
as a whole.

Whereas the founder makes fi nal decisions on substantial matters and at the 
same time focuses on the function of representing the company. The ‘signifi cant 
person 2’ is a type of ‘merit expert’, a person outstanding in terms of knowledge 
and experience in services rendered by the company, completely devoted to work 
and loyal to the company owners. This person is an authority for other, younger 
an co-workers but clearly concentrates on doing their duties without aspiring to 
having infl uence on company’s policy.

The W. Bridges’s OCI questionnaire results point that the company represents 
E–S–T–J (Extraversion–Sensing–Thinking–Judging) personality type. According 
to W. Bridges’s assumptions, it means high reactivity to external/outer impulses 
coming from surroundings, in which the company looks for factors giving the 
direction to its actions. The company’s policy results from the way of interpreting 
market conditions and understanding its clients’ needs. Every action, especially 
new, is preceded by a detailed analyses of the market and numerous discussions 
with experts representing given domains of business activity. There is a tendency 

1 E (Extraversion) – I (Introversion); S (Sensing) – I (Intuition); T (Thinking) – F (Feeling); 
P (Perceiving) – J (Judging). 
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to undertake multiple actions simultaneously, and a belief that the results achieved 
attest the company.

In the ‘signifi cant person 1’s opinion: a lot of problems need to be solved 
very quickly. That’s where possible inaccuracy comes from, because we are often 
in a hurry. We have deadlines imposed and there is a constant fl ow of new infor-
mation which is usually very important. Our work has a team character; time is 
a major limit (...). Problems come from the fact that many things happen simulta-
neously (...).

The company managers insist on following fi xed standards strictly. One of 
the basic rules is caring for high standards of task execution and following pro-
cedures. The company employees have a clear area of responsibility and should 
comply with the established procedures of conduct. All procedures have under-
gone standardization, and a newly introduced change (ISO) even strengthened 
the requirements. Such proceedings are fully justifi ed in the character of services 
rendered by the company, to a smaller extend it results from the infl uence of its 
owners’ personalities.

The research shows that the employees have a feeling of too high demands 
with too low gratifi cation. One part of the employed declare a strong sense of be-
longing and loyalty to the company, the other part emphasises the atmosphere of 
stress, feeling of a strong pressure and under appreciation from the managers. 

The owners of the company pay attention to the existing structure and rela-
tionships resulting from it, at the same time appreciating people who developed 
their job competence thanks to the duties performed in the company. People with 
a personality of a ‘primadonna’ or ‘star’ don’t feel comfortable in such atmosphere. 
People whose personalities fi t the E–S–T–J company the best, are employees who 
value stability and predictability. Usually those are realists treating any signs of 
emotions as well in co-workers as in clients with suspicion; usually they don’t 
give in to their moods, don’t have sudden ‘revelations’ or ‘fantastic’ ideas. They 
respect and value tradition; a some formalised relations suit them. With time, they 
become authorities, to whom less experienced co-workers come in diffi cult situa-
tions asking for support and help.

According to ‘signifi cant person 2’, in the company they value: (...) loyalty, 
honesty and knowledge. What’s more, the employees are encouraged to develop-
ment. Teamwork is important (...). The company is humane. A client cannot be 
anonymous but has to have their recognised as an individual.

E–S–T–J personality type organizations make efforts to have things going 
according to an established plan. It looks the same in the analysed company. The 
type of services rendered by the company A perfectly matches this way of con-
duct. The company signs contracts with clients for certain services, and the ap-
pointed employees’ job is to meet client’s obligations to other institutions within 
a given time frame.

According to W. Bridges type E–S–T–J companies tend to have diffi cul-
ties operating in environment undergoing constant and quick changes. Since 



38 

it is diffi cult to change procedures, especially if they are vital for completing 
company’s crucial tasks. A fundamental reason of the diffi culties may also be at-
tachment to developed, common ‘wisdom’ which consists of the knowledge and 
intellectual potential of the employees. E–S–T–J personality type organizations 
usually don’t trust individualism – they value ability to cooperate and teamwork 
much more.

Insistence on a unifi ed way of solving clients’ problems is, on one hand, 
company A’s asset but it could also be its weakness appearing in situations requir-
ing non-standard actions. Negative consequences for the company can result from 
the lack of brave unconventional actions, especially if it means the necessity of 
introducing lasting changes.

The company founder says: There must be a common view of a problem; 
cohesion, reaching agreement in the approach to problems is the most important 
(...). In meritorical problems, I usually get what I want (...). It results from the im-
portance of the tasks we do on behalf of our clients. The way of making decisions 
must be authoritarian, I must make most of decisions myself (...).

According to ‘signifi cant person 2’, changes in the company are introduced 
top-down or at grass-roots level: (...) If changes concern policy, decisions are 
made by the owners (...). They are planned top-down, information is passed con-
secutively, step by step. Sometimes it causes surprise. It was that way with ISO, 
preparation to which took three years (...). There are also changes signalised 
coyly or openly by workers. They are always analysed thoroughly before a deci-
sion is made. If it is positive, the boss appoints people responsible for refi ning 
and implementing them. Here, at this point, there is still time to say ‘no’ (...). Very 
important role, however, has the authority of the boss (...).

The co-owner of the company says the following about the process of change 
implementation: 

Introducing any kind of novelty is a long way, covered in small steps. Some 
time ago, when the company was smaller and younger, we used to go on one-
week training and we weren’t afraid to say: So far you’ve been doing this and 
that, but now you should do this and that (...). At present, if a change is to be 
introduced, I’ve been talking about it for a year everywhere and with everybody. 
I’ve been talking about the effect that we want to achieve, that we divide the 
plan into some steps and by what teams it’s going to be carried out. Then I’ve 
been saying how much we’ve achieved so far, and how much we still should do. 
Now it lasts very long (...). The weakness of this approach is for example the 
fact that our IT specialist, who created a special programme for us, for a long 
time have been claiming that everything is ok (...). When, fi nally, I ordered a new 
version of the programme everybody wanted to come back to the old one. The 
result is that the old version is still used because people don’t want to learn the 
new one (...).

On the subject of communication: (...) The fact that we’ve been on the market 
for so long and in this form is the effect of working „with contact”. Maybe there is 
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too much of that (...). It’s annoying for some people (...). We always discuss things. 
Everybody can express their thoughts (...). 

On the subject of problems: (...) Among young workers there is a lack of 
knowledge for whom, with whom and what for we are working (...). We have 
a task-oriented working hours, every employee must do their tasks (...). It’s impos-
sible not to notice tensions in the company. Even if I don’t notice, somebody else 
does. We try to solve problems systematically. I invite for a conversation and the 
boss intervenes with meritorical problems. That’s why we have numerous training 
meetings (...). People work in teams so, obviously, there are some tensions. Some-
times I interfere if a confl ict concerns directly a client, but I also leave employees 
time for their own ideas (...).

The weaknesses of the company A resulting from its personality type are, 
above all, the tendency to deny problems as a way of dealing with diffi culties or 
inconvenient situations; excessive ‘family’ atmosphere which may cause tenden-
cy to make too equivocal decisions and suppress the need for changes; excessive 
preference of a certain type of people, causing among the employees tendency to 
hide their real preferences.

The company A shows a small tendency to react compulsively. Personal-
ity features of one of its leaders as well as the character of its basic activity 
requiring emphasis on the control functions and insistence on a prefect execu-
tion of tasks, create a favourable ground for it. At the same time co-owners 
of the company complement each other in terms of three personality dimen-
sions, what protects it, to a large extend, against the negative aspects of each 
of them.

Taking into consideration the present stage of the company’s development, 
their leaders face challenges connected with bigger and bigger autonomy of its 
employees, delegating power, maintaining high standards and conscious execut-
ing aims and mission of the company. Current diagnosis shows employees’ prob-
lems with taking independent decisions and a tendency to fail to mention problems 
which leads to cumulating tension. The company may soon need not only people 
with very high qualifi cation, ready for teamwork, but also creative, able to think 
in long terms. Its current leaders should take measures to prepare their followers 
among their employees, who would be capable of taking tasks connected with 
managing the company into their hands.

The company B
Company B has been operating on the basis of a cooperating group of con-

sultants and programmers for four years. It consists of a team of young people 
who cooperate with outer consultants in order to reach solutions to managerial 
problems meeting business clients needs. At the time of the research there were 
fourteen people employed in the company B. All of them took part in the question-
naire, four of them were subjected to co-structurised interviews. The diagnosed 
type of the company is presented in the table beneath:
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Table 2. Organizational personality of company B and its signifi cant people
Subject Personality type

Company B E N F/T P
Founder I/E N T J/P
Signifi cant person 1 I/E N T J/P
Signifi cant person 2 E S T J
Signifi cant person 3 E N F P

Source: own study 

The above specifi cation shows that two most signifi cant people in the 
company have the same personality features. In both case there is a dominat-
ing balance between extraversion and introversion and between tendency to 
judging and observing attitude. At the same time in both of them predominates 
an intuitive type of perceiving the reality (as well as in ‘signifi cant person 3’) 
and thinking attitude dominates over feeling attitude. Thus, we can assume 
that the company’s personality type is a balanced refl ection of its leaders’ in-
fl uence on the company. Such effect if undoubtedly easier to achieve in a small 
fi rm, especially if its leaders manage to acquire a considerably high sense of 
identity with a team among a group of workers and to create good relations 
between them and their subordinates. It was confi rmed by the observation and 
the interviews.

The company B represents E–N–F/T–P type of personality (Extraversion–In-
tuition–Thinking/Feeling–Perceiving/Judging). According to W. Bridges (2000), 
a company of this type concentrates on possibilities that are in people. An unspo-
ken belief that people are good in nature dominates there; if you show them your 
trust and encourage to good work, you achieve desired results. This personality 
type is the opposite of organization where ‘narrow minded’ thinking prevails with 
strict rules and believes. In practice, however, it often happens that strict organi-
zations gain advantage over E–N–F/T–P type companies. It happens when the 
internal situation in the company is too complicated to allow smooth function-
ing based on faith in employees’ good will, and care, and kindness of superiors. 
A characteristic feature of an E–N–F/T–P personality type company is the need 
for harmony. It results in insisting on combining individual efforts with execution 
of collectively established goals. The character of crucial activities undertaken in 
the analysed company perfectly matches this feature.

The leaders in such companies try to act appealing to commonly recognised 
values. They are willing to adapt carrying out plans to the currently fl owing infor-
mation and stimuli. Keeping necessary sensitivity to external stimuli, sometimes 
they concentrate too long on one matter, and as a result they focus on it longer 
than they should, at the expense of other tasks. This may give rise to problems 
in situations when one should withdraw and concentrate their efforts on new (or 
different) directions of an activity. The analysed company has diffi culties in situ-
ations requiring perseverance and concentration on details concerning a problem. 
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Whereas its asset is quick recognition of opportunities and generating unconven-
tional visions of future activities.

The company B is an innovative company, not afraid experimenting; there 
is constantly something new going on in it. These features are inscribed into the 
character of its basic activity and are in agreement with its established mission. 
At the same time, it’s easy to create a belief among the employees that matters 
will effortlessly develop positively, naturally ensuring a success. This type of be-
lieves quite soon reveal their deceptive character, which leads to disappointment 
and demobilization of employees. In such circumstances, a type E–S–T–J leader 
is needed (in the company B it’s the ‘signifi cant person 2’) opting for precise 
decisions and meaningful actions. Their presence protects the company from the 
danger of an apathy, from moving too late from the phase of an idea to the phase 
of execution.

In a situation of necessary change implementation, the company B on one 
hand gains the advantage due to the early recognition of new phenomena in its 
environment; on the other hand there is a threat of disorganising its functioning. 
It’s the bigger because there is little (or at least too little) interest in procedures 
in the company and there is lack of precisely defi ned roles, what may extend this 
disorganization.

One of the company B leader (‘signifi cant person 1’) says the following 
about its weaknesses: (...) the level of coordination is very low (...). There are no 
clear goals, strategies (...), no clear rules of introducing anything (...). Changes 
are implemented ad hoc. Very often, a question arises: what’s happening? What’s 
going on? (...).

Other leader (‘signifi cant person 2’) says: There is a high level of chaos, the 
company function based on constant ‘jerks’ (...). Decisions are made depending 
on the situation – sometimes consulting, sometimes driven by responsibility and 
intuition (...).

The company B might be threatened by the danger of losing its specifi c char-
acter, among others as a result of undertaking too many various innovative ac-
tions. Constantly following news in the surroundings, with not enough pressure 
on fi nalising projects causes tendency to perfecting continuously of the offered 
product, thus in result diffi culties with fi nishing the process of task execution. For 
protection against such threat, the company should remember about using ‘strict’ 
verifi cation methods of its assumptions and goals and put as much effort into 
ensuring regularity and consequence in action. If it won’t happen, the employees 
will feel tired more often or have an impression that they ‘bite more than they can 
chew’.

In the company B, its boss and founder has a deciding voice, despite the 
company as a whole is to be democratic and egalitarian. Its every employee has 
the right to their vote, everyone can express their opinion. Frequently, diffi culties 
in the task execution process appear because of that. One of its leaders (‘signifi -
cant person 1’) says about the communication: generally, we discuss everything, 



42 

there are no problems we cannot talk about (...). There is a lot of freedom. (...) It’s 
a non-autocratic company, based on discourse, on personal features of a leader 
(...). Another leader (‘signifi cant person 2’) however points that: It mainly infor-
mal communication, very often lacking feedback (...).

This organization type (E–N–F/T–P) is usually an interesting and exciting 
place of work. One of the interlocutors (‘signifi cant person 2’) says: (...) The com-
pany is freedom, clarity of contacts; there is a rule that if you don’t know, ask 
somebody who knows – they should tell you. The company’s asset is its intellectual 
potential, fl exibility and openness to new challenges (...).

Employees well fi tted in this type of company are optimistic people, willing 
to see only good sides in others. Their weakness may be tendency to avoid annoy-
ance and diffi culties. The company B’s weakness is thus ‘sweeping dust under the 
carpet’, it is not noticing potential problems until they reach such intensity that 
may obstruct effi cient functioning.

‘Signifi cant person 2’ says: (...) We don’t create regimes concerning projects 
being executed, we act a bit intuitively, a bit common-sense, which has its good 
and bad sides. The disadvantage is that the boss has too little time; it causes under 
specifi cation of tasks with high quality of execution expectations (...). The lack of 
times causes also ‘sweeping problems under the carpet’. I sometimes wonder if, 
with the freedom that we have here, we don’t cross a certain safety line (...).

Lack of precise, standardized procedures causes that working there suits es-
pecially people who value freedom. People who prefer working in precisely es-
tablished conditions, based on transparent and fi xed rules of control, with clearly 
defi ned expectations and terms of evaluation would feel much worse there.

When more serious and longer lasting problems appear in an E–N–F/T–P 
type company, it might create an atmosphere of slightly paranoid tinge. Instead of 
looking for the reason in the company itself, an atmosphere of suspicion prevails, 
a belief that company became a victim of schemes and wicked intentions of en-
emies – dishonest competence, dissatisfi ed clients, contractors, etc.

Personality of the leaders in the company B guaranties a broad scope of in-
novative actions, freedom and fl exibility. They should however take care of the 
procedures of gathering, processing and effective usage of the possessed informa-
tion and resources, and when commencing an execution of a project take care of 
preparing employees properly. It requires not only perfecting the communication 
process, but also an attitude of patience and acceptance from the leaders towards 
people who work more slowly, need more feedback and precisely formulated di-
rectives. As the company B may act slightly impulsively, its leaders should pin-
point the policy of its functioning, perfect its communication strategy and also 
develop a control system for the executed actions.

The company C
The company C launched its producing activity in Poland in 2001. At the 

beginning of the research in February 2007, it employed about two hundred and 
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forty people at executive positions and fi fty in administration. The company’s 
management estimates that about fi fty percent currently employed people have 
been working since the beginning of the company. The general director has been 
managing the company since the beginnings of its functioning on Polish market, 
at the same time being a member of its board on European level. The managerial 
staff representatives have systematic contact with their counterparts in the other 
belonging to the corporation companies situated in different parts of Europe. Con-
tact with American board is rare, rather occasional. 

In the company C, the analysis was conducted based on the results obtained 
from seventy-seven people, which gave participation in the research of about 30% 
of all the people employed at that time. The questionnaires were completed by all 
the representatives of the managerial staff, it is eleven people including its general 
director, and a vast majority of the administration and support (traffi c mainte-
nance, logistics, storage) departments staff. Whereas in the case of production 
workers, twenty six people gave back completed questionnaires.

Table 3 presents the results of the MTBI questionnaire, diagnosing personal-
ity type of individual managers and the result of the company personality ques-
tionnaire (OCI). Whereas the following table (table 4) shows how the company 
personality is perceived by employees from four distinguished areas of its activity, 
it is representatives of the managerial staff, employees of the production support 
departments (traffi c maintenance, logistics, storage) and the departments of hu-
man resources and material development.

Table 3. The company C and its signifi cant people personality type
Subject Personality type

Company C ESTJ
General director (CEO) ISTJ
Signifi cant person 1-P E/I NTJ
Signifi cant person 2-P ENTJ
Signifi cant person 3-P E/I NTP
Signifi cant person 4-PS ENTJ
Signifi cant person 5-PS ISTJ
Signifi cant person 6-PS INTJ
Signifi cant person 7-M ESTJ
Signifi cant person 8-HR ENTJ

Source: own study

Key: P – production, PS – production support, M – material development, HR – human resources.

The specifi cation of the results presented in the table 4 shows that the 
employees of three of the distinguished areas of the analysed company are 
unanimous in their perception of their company, creating its image as E–S–T–J 
personality. Only the workers employed directly in production see the company 
slightly differently.
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Table 4. The company C personality in the opinion of employees separate areas of 
the company

Subject/company area OCI2 results Personality 
typeE–I S–N T–F J–P

Company C as a whole 20.27 21.45 19.95 21.19 ESTJ
Managerial staff 20.10 21.60 20.20 20.40 ESTJ
Production support – PS 19.93 21.73 18.93 20.80 ESTJ
Production – P 19.33 22.63 19.59 21.93 ENTJ/P
HR + M 20.83 18.17 21.17 20.00 ESTJ

Source: own study2

Key: P – production, PS – production support, M – material development, HR – human resources.

According to production workers’ indications, the company C is E–N–T–J/P 
personality type, thus in their opinion it differs in the scope of two dimensions. 
The fi rst of those dimensions – S–N (Sensing–Intuition), concerns the way of ori-
enting in the reality, while the second concerns attitude toward the reality, which 
can be perceived from the perspective of in taking and gathering fl owing infor-
mation (P – Perceiving) or from the perspective of working it out and judging it 
(J – Judging) (Bridges, 2000).

The explanation of reasons for this discrepancy, according to hypothesis on 
the infl uence of a manager’s personality, is provided by the analysis of the per-
sonality of the managers responsible for the production area. Each of the three 
managers, including technical manager, has in their individual type of personality 
a predominance of the N factor (Intuition). That’s the way production area work-
ers also see the company. The predominance of the N factor (intuitive recognition) 
appears also in two managers included in the production support area. The rest of 
managers, in this realm of personality, represent the way of functioning based on 
sensually verifi ed information (Sensing.) In the dimension of P–J (Perceiving–
Judging), production workers consider their company as characterised by balance 
between having tendency to gather information and constantly evaluating it. In 
this realm only one of the leaders from production area (‘signifi cant person 3-P’) 
is distinguished by an observing attitude. Not having a clear dominance but no-
ticeable intensity of this measure appears in the organization personality question-
naire results (OCI) only in production workers.

The company C is the second among the described companies representing 
E–S–T–J personality type. There are some big formal differences between the E–
S–T–J type companies presented here, at the same time in both companies similar 
mechanisms of functioning appear. The company A is a small company rendering 
highly specifi ed consulting services in the area of fi nances, much longer existing 

2 Individual columns contain the average value of the results obtained by employees of separate 
areas of the analysed company in the dimension of: Extraversion–Introversion, Sensing–Intui-
tion, Thinking–Feeling, Perceiving–Judging.
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in the market. The company C is a big production company connected with for-
eign capital, relatively young.

The company C willingly undergoes administrative actions and operational 
infl uences. Visiting the company C, it can be noticed in its space organization 
even. Clearly delimited boundaries between its separate areas attract attention, 
despite the fact that at the fi rst sight you can get an impression that it is an open 
space devoid of limits.

In the company one can notice eagerness to consult different points of view; 
which happens no matter to what extend its employees are aware of that; if they 
take efforts subdued to the regulations on purpose and intentionally, or routinely, 
somehow automatically. Regular meetings in various composition and at differ-
ent frequency serve establishing common attitudes. These are daily, weekly and 
monthly meetings of individual managers, councils of mangers of directly coop-
erating departments and managers with people responsible for completing certain 
tasks, and regular briefi ngs of managers and workers of one shift (in the case of 
production workers.) It is also easy to notice a responsibility division and empha-
sis on the following procedures which should be presumably coherent. 

One of the production support managers on the subject of communication: 
In the case of communication, something can always be improved. There are more 
problems at the level of individual contacts than solutions established with refer-
ence to the whole company. People sometimes just can’t get an agreement (...). At 
our daily meetings we discuss all problems. At the end the director decides who 
is to do what.

Similarly to the company A, here it is also important to follow the estab-
lished rules of conduct, norms and standards, though there are different reasons 
for it. In the case of company C it results form the production regimes, require-
ments established not only at the level of local management of the company, 
but also corporation board. In the E–S–T–J personality companies one can do 
anything as far it agrees with the established procedures and standards (Bridges, 
2000).

In the company C no risky decisions are made. It derives form various rea-
sons, such as the character of its activity and its formal establishment within cor-
poration structures. Very signifi cant, however, is the personality of its general 
director (I–S–T–J personality type). He is a person precise in his judgements, 
practical in his behaviour, stable and well-organised, meets his commitments and 
makes quick decisions. These features have crucial importance in critical situa-
tions, which every company undergoes many times. Following the established 
rules in the company C is necessary both because of the quality of their produc-
tion, as well as the safety of the employees. During the period of research a lot of 
emotions were arisen, not only among the production workers, by a slogan: „As 
many days without an accident as possible”.

On the subject of the infl uence of and dependence from the European head-
quarters, the managers expressed the following opinions:
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‘Signifi cant person 4 (PS)’: As a company we are only a part of a corpora-
tion. I feel like a local company set in Polish conditions. I have a contact with 
other companies, from outside, but I don’t feel any pressure. Production workers 
probably also don’t. We do what we do, and that’s it (...).

According to another manager: (...) we are a Polish company, with its own 
character of activity. Europeanness or worldliness can only be seen in the proce-
dures. They however, make a lot of things easier, so this procedural aspect is very 
important, though it sometimes takes a lot of time (...).

In the analysed company very important is the issue of changes. A company 
of this type of personality doesn’t change quickly, because it doesn’t like sudden 
changes. However, when they take place all the company’s employees are en-
gaged. The CEO says: (...) Stability is the strength of the company. It is character-
istic to our company that we try to act good and honest. Any more serious change 
cannot be done without engaging the higher management. Otherwise changes 
always face lack of enthusiasm. Then, after some time, a change vanishes. It has 
happened before (...). The resistance to changes follows the belief that they are an 
additional duties, and apart from that, there is no conviction that a change will 
improve a situation. Thus, change is thought of as a burden, not as something 
useful. Moreover, most people are naturally passive (...). We lack leaders at vari-
ous levels. There are some in the company, but too few; we have also big needs 
because of the dynamics of our environment. A lot of change attempts are made 
here, part of which succeeds, part doesn’t. The organization has undergone trans-
formation from a patriarchal to a joint-stock company, from hierarchic to matrix 
organization. Nowadays we take fewer initiatives, but most of them succeed, de-
spite the fact that people don’t understand that what’s happening is a process not 
an incident (...). The employees rather treat a task as a separate action, not an 
element of a process (...). Changes, however, arise at different levels, in differ-
ent departments of the company. Those are evolutionary, but also revolutionary 
changes (...). Certainly, there are fewer of them (...).

E–S–T–J organization personality features are diffi cult to change, because 
the idea of change is in opposition to what consists of the company’s assets and 
values, i.e. stability, durability, invariability and predictability. For an E–S–T–J 
personality type company, the important factors are consolidation, stabilization 
and regulation.

People who fi t this type of company the best are realists, who value predict-
able reality, don’t trust emotions and sudden outbursts. They feel comfortable in 
a clear hierarchical structure. It is important for them to meet their commitments, 
what matches well the CEO’s way of life and values. 

From a managerial functions point of view, it is important to remember that 
extavertive (E) – sensing (S) organization reacts to planned changes resisting to 
them, especially if employees don’t understand their meaning and importance for 
the whole company. Logical explanation of the policy, showing the consequences 
of neglecting necessary steps is the more justifi ed that the majority of employees 
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are production workers, who are diagnose as displaying dominance of thinking 
over emotions. Company’s development plans connected with opening a new de-
partment (development–research) is a perspective of emergence of a new unit, 
which due to its specifi cs may extend beyond the existing structures, plans and 
procedures and then tensions may manifest themselves between different depart-
ments and their leaders. For the company’s CEO it may mean the need taking 
measurements ensuring freedom of functioning for the company’s new depart-
ment, protecting it from an excessive formalization.

Discussion and Conclusions
The main aim of the empirical research at the present stage of work con-

nected with specifying the concept of organizational personality, was to point to 
those aspects of the functioning of an organization, which exemplifi cation in terms 
other than ‘personality’ would be limited or even impossible. Assuming validity 
of taking a situational context into the consideration in the research concerning 
phenomena of a social nature, the empirical research was conducted based on 
a direct and multiple contacts with an organizations, using participating observa-
tions, casual conversations with employees, co-structuralised interviews with the 
leaders of the analyzed companies and psychological questionnaires. It meant as-
suming a ‘quality’ perspective in the interpretation of the results of the research.

The understanding of an organization personality presented in the paper 
requires reaching to the mechanisms regulating the behavior of the members 
of the organization. This intention, formulated at the preliminary stage of the 
research wasn’t fully accomplished. Admitting that the main components of an 
organization personality are the believes, i.e. the members’ of the organization 
systems of knowledge about the reality surrounding them, emotions and defense 
mechanisms, the research managed to reach mainly to the conscious contents 
constituting the believes of the researched people. To a great extend, it obvious-
ly resulted from the research apparatus implemented, specially questionnaires 
and psychological tests. While researching believes of members of organiza-
tion is a less complicated problem, great diffi culties emerge when we want to 
research emotions. S. Fineman (2000) and others, stress the necessity of taking 
the situational context into the consideration in the research on emotions in 
companies. This requirement is not easy to meet, which was shown in the con-
ducted research in which the emotional aspect of an organization life appears in 
a defi nitely unsatisfying degree.

Verifi cation of the assumptions concerning defense mechanisms in an organi-
zation caused even more problems. According to the hypothesis of transferring the 
leader’s (signifi cant person’s) personality onto the company as a whole, we can as-
sume that the transfer refers also to the defense mechanisms. Although a similarity 
was found between the results of OCI questionnaire, diagnosing an organization 
personality, and the results of the MBTI questionnaire diagnosing the managers’ 
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personality, not much can be said about the transfer of the defense mechanisms 
(from a leader onto the whole company or its signifi cant part). Because of the fact 
that in the E. Mittenecker & W. Toman’s personality test, none of the signifi cant 
leaders in the analysed companies got results clearly stating neurotic dysfunction-
al allowing the assumption of a specifi ed type leaders’ defense mechanisms, this 
aspect was omitted in the presentation. As a result, we can deduce the defenses 
manifesting in the companies only indirectly with great caution.

While in clinical practice they are ‘examined’ in a therapeutic discourse and 
analyses of transfer, the defenses existing in an organization should be dealt with 
similarly (Stapley, 1996; de Board, 2003; Huffi ngton et al., 2005). In accordance 
with a psychoanalytic attitude, due to the analyses of the relations between a mem-
ber of an organization and a person from outside, who might be a researcher-con-
sultant, we have a possibility of reaching the information which allows us identify 
the defense systems existing in an organization.

On the account of the conceptual nature of this paper, its gravity lies in grant-
ing content to the concept of ‘organization personality’ and pointing to the mecha-
nisms which may be considered responsible of its forming. The empirical research 
was focused on presenting a possibility of applying the category of personality 
with reference to an organization and on verifying the basic assumption that the 
factors deciding the features of an organization’s personality are its leaders per-
sonalities and the character of its activity.
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Introduction
The idea of sustainable development was introduced for the fi rst time in 1987 

by the World Commission on Environment and Development in a Report entitled 
„Our Common Future”. The report states that sustainable development is a kind 
of development which allows to pursue the present needs without depriving future 
generations of the opportunities to pursue their own needs. As a result of using 
such a phrase determination of the following objectives of environmental and 
economic policy became possible: 

– restoration of economic growth and changing its quality,
– satisfying existential needs of mankind in the fi eld of food, hygiene, la-

bor and energy,
– stabilization of population,
– protection and restoration of endogenous natural resources,
– innovativeness and changing the technological profi le,
– synergy of environmental and economic laws in the decision-making 

process.
Five years later, i.e. in 1992 a Declaration with 27 principles determining the 

rights, tasks and responsibilities necessary for implementation of sustainable develop-
ment was adopted during the Earth Summit in Rio de Janeiro. Principle 3 on environ-
ment and development states that the right of development must be exercised so that 
the development and the environmental needs could be pursued fairly for the present 
and future generations (Report of United Nations Conference on Environment and De-
velopment 1992). Therefore, the conclusion is that sustainable development must not 
signifi cantly and irreversibly violate the environment in which mankind is living and 
should not lead to degradation of biosphere, while it is supposed to put the rights of eco-
nomics, culture and nature in accord. With regard to activities of businesses, it assumes 
putting the following three areas into balance: economic, environmental and social.
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Sustainable development has been defi ned in the pragmatic perspective in 
Article 3, item 50 of the Act of 27 April 2001 – Environmental Protection Law. 
In its perspective it is a kind of socio-economic development in which the proc-
ess of integration of political, economic and social activities can proceed with 
observance of the natural balance and the constancy of basic natural processes, 
which provides the possibility to guarantee satisfaction of the basic needs of par-
ticular communities or citizens – both contemporary as well as future generations 
(Journal of Laws of 2001, No. 62, item 627 with later amendments). Therefore, 
sustainable development is the subject of interest of the scientifi c environment, as 
well as the environment of practitioners.

Business activities entail the need of identifi cation and detailed specifi cation 
of goals and methods of measurement of sustainable development. The need of 
determination of the impact of sustainable development on conceptualization of 
objectives, tasks and assumptions at company level also bears signifi cant mean-
ing. If the essence of the concept of sustainable development in the strategy of 
a company is lacking or is of limited nature, the result may be reduction in ef-
fi ciency. In turn, a reduced effi ciency level will affect implementation of the con-
cept of sustainable development in the previously mentioned spheres. With regard 
to activities of businesses, this can be refl ected in a reduction in the amount of 
profi t. The further possible consequence may be lowering of the level of a com-
pany’s development on the one hand and limitation of the social responsibility for 
creation and maintenance of workplaces on the other.

In recent years a special place in the functioning of businesses has been held by 
the type of environmental protection which refers to the natural sector and protection 
of it. Therefore, the concept of sustainable development at the level of a company 
should be consistent with the economic, social and environmental policy implemented 
by this entity (Piontek, 2000). Therefore, in his further deliberations the author has 
opted to adopt the analysis of the economic effi ciency of environmental protection 
(environmental-economic account perspective) at the level of municipal heating com-
panies as the leading perspective in his study and then carry out the said analysis. 

Using trade in anthropogenic pollution of municipal heating 
companies as a mechanism of stimulation of development of 
these entities in the concept of sustainable development

The result of the production process of heating companies is a product – ther-
mal energy. It is the resulting part of the production process which is the object of 
interest of both the buyer as well as the seller. However, the second result of this 
process various kinds of waste which pose a threat to the natural environment. 

This threat is caused by intensive utilization of endogenous goods, and its 
consequences for the future, which are diffi cult to predict, are very unsettling. It is 
associated with three important issues (Our common future, 1991):
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− high probability of climate changes resulting from the greenhouse effect 
which is a result of emission of gases to the atmosphere during the pro-
cess of combustion of fossil fuel – mostly carbon dioxide,

− signifi cant air pollution in cities caused by atmospheric pollutants from 
combustion of fossil fuels,

− acidifi cation of the natural environment caused by the two aforemen-
tioned reasons.

Therefore, it has become purposeful to introduce economic instruments 
which may become a stimulator of sustainable development. In the event when 
the emitted pollution is subject to taxation or contamination requires a permit, the 
natural goal of each heating company will be reduction in emissions, since will 
have impact on the operating costs (Winpenny, 1995).

Therefore, connections with human needs should be sought in sustainable 
development which will include, among others, local and regional environmental 
protection issues. The ability of particular local communities to adjust their activi-
ties to the economic, social and environmental dimension should become a part of 
the environmental policy. In such a situation, a bilateral synergy of potential pol-
luters and pure climate stakeholders will come into existence (Climate protection 
for sustainable development or sustainable development for climate protection? 
A case study from India, 2006). The economic instruments may then serve as 
a protection, rather than be a goal on its own.

However, this is still not the case and, as a result, the following intentional 
economic instruments are still in use (Uliasz-Misiak, 2003):

− various environmental fees for emission within adopted international 
standards and limits, 

− transferable rights,
− fi nes.
Apart from these basic economic instruments, other economic instruments 

include: subsidies, credits, preferential loans, tax allowances, utilization fees, 
product fees, ecological deposits, environmental liens and environmental insur-
ance (Fiedor, 2002). They all foster preventive operations in the fi eld of protection 
of the natural environment. From an economic point of view, they considerably 
reduce the fi nancial encumbrance arising in the event of compensation claims. For 
this reason, this is an instrument of internalization of external economic costs. 

Therefore, the most preferable situation for each conducted business activ-
ity is the one which would not cause any pollution at all. However, production 
whose fi nal effect is a good which satisfi es the needs of recipients involves a side 
„product”, that is pollution. In the case of municipal heating companies it is the 
emission of greenhouse gases and dust. 

The goal at the level of each district should be achievement of the optimum 
level of emission of pollutants. Due to the realized functions, the initiator of all 
the activities should be the state, which implements the environmental policy us-
ing various legislative projects. In accordance with the classic perspective of the 
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problem of optimization of the level of pollution in the subject literature, this 
optimum is determined from the point of view of marginal harm to the local com-
munity caused by emission of a specifi c polluting substance (gases or dust) and 
the marginal cost of reduction of this emission (Fiedor, 1990). The optimum social 
emission level is characterized by two curves (fi g. 1):

– marginal social environmental pollution cost – KS,
– marginal pollution reduction cost – KR.
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Figure 1. Optimum social emission level 

Source: Varnholz, 1989, p. 7.

Crossing the two curves in point G allows to determine the optimal point of 
the volume of emission of pollution (B) and the amount of the cost of reduction 
in pollution (E). Point G is the limit of different areas. In the fi rst area to the left 
of this point, the decrease in reduction of emission of pollution is socially de-
sired, but too costly. In the second area to the right, the social cost of reduction of 
emission of pollution is lower, but so are the costs of reduction. When a heating 
company would like to eliminate the emission in full (point A), then the reduction 
costs would be very high (point D) and unprofi table from the social point of view. 
In case of the lack of funds for reduction of emissions (point C), its volume grows 
dramatically and such action is also socially undesirable. Therefore, the desired 
goal is the optimum solution, that is such as the one in point B.

This is, however, a theoretical explanation of the problem of the volume of 
emission and the costs of its reduction. A new solution improving the „model” 
of optimization of the level of emission in the area of the costs of reduction is 
the document of the United Nations Framework Convention on Climate Change 
adopted in 1992 and the Protocol to the Convention, commonly referred to as the 
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Kyoto Protocol, adopted in 1997. These documents obligate the states which were 
a party to the Convention and have ratifi ed the Protocol to full stabilization and 
further reductions in greenhouse gas emissions in such sectors as the power sector, 
agriculture, transport, industry, the construction industry and forestry. Since 1994 
Poland has been a party to the UN Convention and since 13 December 2002, when 
it had ratifi ed the Protocol to this Convention, it has also become its implementer. 
The condition necessary to make the Protocol a document of the international law 
was its ratifi cation from Appendix I to the Protocol done by 55 countries, whose 
total carbon dioxide emission would be equal to 55% of the world emissions for 
a base year. In the case of Poland, the base year for carbon dioxide, methane, ni-
trous oxide is the year 1988 and for sulphur hexafl uoride, hydrogen fl uorides and 
perfl uorocarbons – 1995 (Pyssa & Suwała, 2003).

By signing this Protocol particular countries have taken the obligation to reduce 
the emission of six greenhouse gas in the following amounts (Regulski, 2006):

− by 8% – European Union countries (the former 15), majority of countries 
located in Central-Eastern Europe, as well as Switzerland,

− by 7% – the United States – ultimately they have not signed the Proto-
col,

− by 6% – Canada, Hungary, Japan, as well as Poland,
− keeping emissions at the current level – New Zealand, Russia, Ukraine,
− the possibility of increasing the emission by 1% has been granted to Nor-

way, by 8% – Australia and by 10% – Iceland.

On 1 January 2005 the system of trade of the rights to emission of greenhouse 
gases came into force within the European Union. The leading document in imple-
mentation of this system in Poland became the Act of 22 December 2004 on trade 
of rights to emission of greenhouse gases and other substances to the air (Journal of 
Laws of 2004, No. 281, item 2784). According to this Act, the system requires par-
ticipation of all entities which have installations and grants them an annual limit of 
emission of pollutants in the form of the so-called emission allowances. One allow-
ance refers to emission of one ton of harmful greenhouse gases consisting of carbon 
dioxide or gases equivalent to carbon dioxide1 (Bończyk, 2007). 

The Kyoto Protocol states that the increase in greenhouse gas emissions 
caused by further development of highly industrialized countries must be slowed 
down and reduced for the benefi t of the countries whose development must be 
characterized by high acceleration, since currently they have to cope with bridg-
ing the civilization gap which has arisen in the course of history. It is a funda-

1 The volume defi ned by the term „carbon dioxide equivalent” is an extremely important notion in 
the emissions trade. All emitted gases contribute to the growth of the greenhouse effect. When 
analyzing these gases cummulatively, the volume of emission of any gas should be converted 
into the equivalent volume of emission of carbon dioxide. Each gas individually contributes to 
the increase in temperature and estimation of its impact can be made on the basis of chemical 
calculations (Lesourd & Schilizzi, 2001).
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mental regulation and a principle which appears whenever reference is made to 
sustainable development. Other principles and obligations yielding measurable 
benefi ts also include:

– creation of incentives to reduce emission of pollution, even when the 
binding encumbrances on the environment remain at a constant level,

– promotion of technological innovativeness fostering reduction in emis-
sions,

– incorporation of even small amounts of emissions of pollution (e.g. from 
households) to programs and activities intensifying the restrictions,

– greater probability of involvement of other countries in the world pollu-
tion program reduction (Kahn & Franceschi, 2006).

The rules specifi ed in the Convention and the Protocol are favoured in the 
EU member states by its legislation. In order to protect air against emissions of 
harmful gases, the European Parliament has adopted a number of regulations and 
directives, within which it has been currently implementing the sixth program 
of activities with regard to the natural environment (Decision No. 1600/2002/
EC of the European Parliament and the European Council establishing the sixth 
Community program with regard to the natural environment – Offi cial Journal of 
EC L 242 of 2002). This program determines a number of priority areas of activi-
ties, starting from its introduction on 22 June 2002 to its completion in 2012. It 
is a continuation of earlier programs implemented by the European Union which 
were associated with environmental protection, including protection of air. 

The works conducted by the European Commission became particularly in-
tensive in 2007. As a result, a collection of documents called „The Energy Pack-
age” was published (European Commission „The Energy Package” as in: Malko, 
2007). Among other things, it consists of the following:

− European Energy Policy (Message of the Commission to the Council and 
the European Parliament 2007a),

− Message of the Commission „On reduction of global warming down to 
2° C in the perspective of the year 2020 and further” (Message of the 
Commission to the Council and the European Parliament 2006a),

− Balanced production of energy from fossil fuels – objective: nearly zero 
emission from combustion of coal after 2020 (Message of the Commis-
sion to the Council and the European Parliament 2007b),

− Road map for renewable energy: Renewable energy in the 21st centu-
ry: building a more balanced future (Message of the Commission to the 
Council and the European Parliament 2006c),

− European strategic plan in the fi eld of power technologies (Message of 
the Commission to the Council and the European Parliament 2006b).

Preparation of such a set of documents is associated with climate changes, 
the increase in energy prices as well as the growing dependence on imports of 
energy raw materials. Such problems have been currently faced by all the member 
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states of the European Union and due to mutual energy and raw material depend-
encies among particular countries, the presented problem is even more signifi cant 
and important.

When studying legal acts concerning environmental protection, special at-
tention should be paid to such areas as (Bernaciak & Gaczek, 2002):

– organizational – entities acting for environmental protection,
– repressive – penalties, fees and legal guarantees for damage to the natu-

ral environment,
– technological – standards and environmental know-how in the produc-

tion process,
– natural – procedures and principles of use of renewable resources.
In the case of Poland, implementation of the adopted EU climate policy is 

intended to create synergy between the activities of Poland and international com-
munities. In the long run this will undoubtedly have a signifi cant impact on the 
increase in forest and soil resources, rationalization of use of raw materials and 
industrial products along with management of waste, protection of global climate, 
as well as provision of maximization of political, economic and social benefi ts. In 
consequence, this will also lead municipal companies to full realization of the idea 
and the concept of sustainable development (Pyssa & Suwała, 2003).

This objective has been assigned with the emission reduction mechanisms 
stipulated by the Kyoto Protocol (table 1), which are supposed to gradually, yet 
systematically limit the emission of harmful substances to the atmosphere. They 
have been designed to help the countries listed in Annex I and reduce the costs 
of emission by reducing it. In 2000 the European Commission started promoting 
a new program called the European Climate Change Programme (ECCP), whose 
goal is to identify and develop all necessary strategic elements which have signifi -
cant impact on implementation of the Kyoto Protocol (Key Environmental Protec-
tion Issues of the EU and CIS Power Market Integration, 2005). Therefore, each 
of these solutions must be implemented to the relevant decision-making level.

Making decisions by a company is determined by the adopted emission 
reduction mechanism (Lund, 2007). In Poland, when comparing the volume of 
emission in the base year (1988) and emission in 1999 (2000), the aggregated 
emission of greenhouse gases, was reduced by 36.6% in this period. Therefore, it 
should be stated that , for now, the Kyoto Protocol has been a benefi cial obligation 
for Poland.

However, trading emissions required development of an institutionalized 
form of the market. In the European Union legal order was created by directive 
2003/87/EC of 13 October 2003 establishing the system of trade of the rights to 
emission of greenhouse gases in the Community and amending Directive 96/61/
EC (Offi cial Journal of EC L 275 of 25 October 2003). 

In the structural system, the intra-community greenhouse gas emission trade 
system presents itself, as shown in fi gure 2.
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The previously quoted Act on trade of rights to emission of greenhouse 
gases and their substances into the air, adopted by the Sejm (lower house of 
the Polish Parliament) to the Polish legislation on 2 December 2004, is fully 
cohesive with the aforementioned community directive 2003/87/EC and other 
EU legislation.

In the fi rst phase of operation within the European Union the trading system 
functioned between 1 January 2005 and 31 December 2007. Every subsequent 
phase consists of fi ve-year periods. However, comparison of the volume of emis-
sion with the rights that have been granted will be made after the lapse of each 
year. Exceeding the acceptable emission will be charged with fi nes. For the fi rst 
period it was 40 euros for 1 ton of excessive emission and in the second period it is 
already 100 euros for 1 ton. During this period, i.e. between 2008 and 2012, most 
of the countries included in the EU structure entrusted 8% of reduction of emis-
sion of six greenhouse gases, as compared to the level from 1990 and 1988 (for 
Poland: Zhu & Van Ierland, 2006). As a result, it is necessary to initiate planned 
investment activities which will lead to reduction in emission of greenhouse gases 
or to reduction in emission caused by emissions trading (ET) or activation of 
absorption of CO2

 by biomass. Using the two remaining mechanisms (Article 49, 
passage 1, item 1), i.e. Joint Implementation (JI) as well as Clean Development 
(CDM) became possible on 1 January 2008 (Hyżyk, 2004; Journal of Laws of 
2004, No. 281, item 2784).

Power sector companies, which have been granted the most emission units 
in the fi rst phase of the rights trading system – as much as 83.27% of the total 
amount of 717 300 000 (Appendix 1 to Journal of Laws from 2005, No. 264, item 
2206), have been obliged the most to reduce and stabilize greenhouse gas emis-
sions. Selection of the way to accomplishment of intended effects, that is sustain-
able development has been left to the concerned parties. However, the European 
Commission, while assessing granted allocations from the fi rst phase, concluded 
that (Message of the Commission Doc. KOM 2005/703: 4):

− utilization of Emissions trading should be intensifi ed in order to ensure 
effi cient implementation of the provisions of the Kyoto Protocol,

− allocations of emission units are more restrictive for energy producers 
than other sectors covered by the system,

− the European Union member states with a substantial surplus of actual 
emissions with regard to the assumptions agreed in the Kyoto Protocol 
intend to purchase considerable amounts of emission units,

− during the implementation part of planned allocations have turned out to 
be more complex and complicated.

In the fi rst phase of allocation of rights, Polish power sector restricted 
the emission by nearly 30%, as compared to the base year. At the same time, 
the countries of the former EU 15 managed to restrict the emission only by 
approximately 0.9%. However, reduction of limits granted by the European 
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Union is planned. If reduction of rights was annually lower on average by 
240.8 million, then it would pose a threat to the development of Poland. The 
threat of failure in utilization of funds granted from the Cohesion Fund and 
the structural funds in particular budgets for the period 2007–2013 would also 
exist, which means that the convergence of objectives of the Development 
Strategy for Poland, which envisages a permanent development trend, could 
not be achieved (Piontek et al., 2007). In such a case the power sector com-
panies are left with only three possibilities of securing the lack of coverage of 
the emission volume:

– reduction of the product emission encumbrance,
− purchase of rights from others,
− as a last resort – reduction of production (Zyśk, 2006).

In the long run and along with regular limiting of granted emission units, the 
Kyoto Protocol will have signifi cant impact on the power sector, whose raw mate-
rial – its fuel is hard coal, which is characterized by high carbon dioxide emission. 
On the basis of the data from 1998, Poland had as much as 1.5% of share in the 
global greenhouse gas emissions. Poland placed 10th among the countries listed 
in Appendix B of the United Nations Framework Convention on Climate Change, 
and 13th in the world. This is not something to be proud of. On the contrary, it 
should encourage us to hard and reliable work in pursuit of sustainable develop-
ment (Bukowski & Nowacki, 2006).

Selection and assessment of measures of the degree of 
accomplishment of sustainable development by municipal 
heating companies

Fully conducted checks play an important role in the strategy of imple-
mentation of sustainable development in heating companies. These checks, 
which utilize socio-economic measures, measures of the condition of the en-
vironment and changes in the activity of the state and the society in particular 
regions will allow to perform practical evaluation of the degree of implemen-
tation of the objectives stipulated by the environmental policy of a district, 
a county, a province and the state. These assessments result from the needs 
of the consumers and their quality of life. In association with the binding 
methodological individualism in the assessment of the condition of the natural 
environment and implementation of the principles of sustainable development 
by the local government and heating companies, the inhabitants often infl u-
ence and decide about the activities undertaken by these entities and institu-
tions. Therefore, measures of evaluation are nothing else but the consequence 
of natural market processes and its perception held by the stakeholders (Win-
kler, 2006).
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The measures include:
− percentage degree of reduction of the difference between real time pollu-

tion of the environment and the acceptable pollution,
− the amount of used materials and energy and emitted pollution per one 

unit of national income or the production volume,
− costs to achieved environmental effects ratio,
− technical and technological characteristics of materials, devices and 

products (Górka et al., 2001).
The subject literature also provides a different classifi cation of the measures 

of sustainable development based on the following criteria (Piontek, 2002b): 
− accomplishment of features of sustainable development,
− achievement of objectives of sustainable development,
− implementation of principles of sustainable development,
− achievement of integrated order,
− level (scale),
− sector character of industry,
− degree of aggregation,
− scope of complexity, 
− time.
It is assumed that when a hypothetical collection of measures of sustain-

able development is at disposal, break down the whole set into certain subsets, 
which are mutually complementary and describe a given area or aspect of sustain-
able development (in terms of particular criteria Borys, 1999; Piontek, 2002a) 
– fi gure 3.
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Measure of accomplishment of sustainable development 
 

eco-development sustainable development self-sustaining development 
 

Measure of achievement of objectives of sustainable development 
 

welfare       justice     security    other 
 

Measure of implementation of principles of sustainable development 
 

    globalization of economy     integrity of the environment   cooperation   economization    other 
 

Measure of achievement of integrated order 
 

environmental  economic social  spatial  institutional 
 

Measure of level (scale) 
 

     international      domestic     regional     local       other 
 

Sectoral measure 
 

metallurgy   agriculture  power sector      other 
 

Measure of aggregation degree  
 

aggregate  subaggregate   individual 
 

Measure of scope of complexity 
 

complex   specialized 
 

Measure of time criterion 
 

short-term     medium-term       long-term 

MEASURES  
OF SUSTAINABLE DEVELOPMENT 

Figure 3. Breakdown according to the criteria of measures of sustainable 
development
Source: on the basis of Borys, 1999, p. 99.

Finally, there is a number of other measures which allow to operationalize 
the environmental policy as well as basic macroeconomic and sectoral policies. 
They were directed to the United Nations Commission on Sustainable Develop-
ment as well as such UN agendas as UNDP, UNEP and UNCTAD. Therefore, the 
most important sets of measures of sustainable development include the following 
measures:

– short-term prepared by OECD,
– developed by the Commission on Sustainable Development and the Food 

Commission (FAO),
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– World Bank,
– prepared by the International Union for Conservation of Nature (IUCN,
– developed by the European Environment Agency (EEA) (Poskrobko, 1998).
When it is possible to conduct examination and cause-and-effect analysis of 

the environmental problem using tools developed by international organizations, 
it is possible to build a system of three groups of measures of sustainable develop-
ment: environmental pressure (R) condition of the environment (S) and preven-
tive actions – response (R), (table 2).

The presented S–P–R triad is applicable in any scale of environmental policy 
and in its every aspect. Therefore, it can be successfully applied in the local di-
mension for the purposes of a district, as well as in the regional (provincial) and 
the national system. The most universal measures are short-term environmental 
measures prepared by OECD (table 3). This universal nature results from the spa-
tial scale and its reference.

They were presented and discussed in 1993 in a publications – report entitled 
„OECD Core Set of Indicators for Environmental Performance Reviews. A Syn-
thesis Report by the Group on the State of the Environment”, published by OECD, 
Environment Monographs, No. 83, Paris 1993. Depending on the specifi c needs, it 
is possible to aggregate the OECD measures in various indexes, e.g. the pollution 
index, the natural resources depletion index, the environmental risk index or the 
index of infl uence of environment on welfare (Madej, 2002).

Table 2. S–P–R environmental measures
Pressure measures State measures Response measures

Pressure State Response
− show the main sources of 

environmental problems 
and hazards, e.g. measures 
regarding the pace of 
exploitation of natural 
resources or emission of 
pollutants,

− describe anthropogenic 
environmental 
encumbrances, including 
the quantity and the quality 
of non-renewable natural 
resources.

− measure the quality of the 
environment, especially by 
quantifying these elements 
of the environment which 
have direct impact on 
material welfare and health,

− in general, they refer to 
the quality of particular 
environmental components 
as well as the quality and 
the quantity of natural 
resources; this results in 
the fact that they refl ect 
the ultimate goals of the 
environmental policy,

− should present a synthetic 
review of the condition 
of the environment and 
development tendencies of 
this condition.

− show whether and to which 
extent the society reacts to 
changes in the environment 
and the problems associated 
with it,

− point to individual 
and collective actions 
which alleviate the 
effects of anthropogenic 
environmental impacts, 
counteract formation of 
those effects or neutralize 
the already arisen 
ecological damage,

− describe the activities 
focused on preservation 
of the qualities and 
the resources of the 
environment.

Source: Borys, 1999, p. 154; Borys, 2005, p. 87.
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Table 3. Short-term OECD environmental measures

Environmental 
problems

Environmental 
pressure measures

Measures of conditions 
(state) of the 
environment

Measures of 
social response 

to environmental 
problems 

Climate changes

CO2
 emission Concentration of 

greenhouse gases in the 
atmosphere
Changes of average air 
temperature in the global 
scale 

Energy consumption 
(changes in energy 
consumption

Ozone layer loss
Registered consumption 
of ozone damaging 
compounds

Concentration of ozone 
damaging compounds in 
the atmosphere

–

Eutrophication

Registered consumption 
of fertilizers expressed 
in the load of nitrogen 
and phosphorus

BOD5, nitrogen and 
phosphorus load, amount 
of oxygen dissolved in 
selected rivers

Number of 
connections to sewage 
treatment plants

Acidifi cation of the 
environment

Emission of SO2
 and 

NOx
 

Concentration of SO2
 

and NOx
 in precipitation 

and pH of precipitation

Expenses for 
improvement in the 
quality of atmospheric 
air

Toxic pollution

Amount of generated 
hazardous waste 

Concentration of 
cadmium, lead, 
chromium, copper in 
rivers

Share of unleaded 
gasoline in the fuel 
market

Changes of 
the municipal 
environment quality

–
Concentration of dust, 
SO2

 and NO2
 in the air 

above cities
–

Reduction of 
biodiversity and
changes in 
landscape

Changes in land use 
structure

Percentage of species of 
fl ora and fauna which 
are endangered and 
becoming extinct in 
relation to their total 
number

Percentage of areas 
covered by legal 
protection of nature 
and landscape

Waste

Amount of generated 
municipal, industrial, 
nuclear and hazardous 
waste 

–

Expenditures on 
collection and disposal 
of waste
Amount of recycled 
waste

Impact on water 
resources

Intensity of utilization 
of water resources – –

Impact on forest 
resources – Area, abundance and 

distribution of forests –

Impact on 
ichthyofauna 
resources

Volume of catches of 
fi sh – –

Degradation of soils 
(desertifi cation, 
erosion)

Changes in land use 
structure – –
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General measures, 
not referring to 
specifi c problems

Population growth and 
density
Volume of deliveries of 
energy and structure of 
its sources
Volume of road traffi c 
and structure of 
vehicles 

–

Expenditures on 
reduction in the 
amount and reduction 
of the impact of 
pollution
General public 
on environmental 
problems 

Source: Kistowski, 2003, p. 90–91.

In 1994 also the United Nations Commission for Sustainable Development 
(UNSCD) initiated works on the measures of sustainable development. By adopt-
ing a list of 130 measures entered into the pressure – condition – reaction (S-
P–R) system, a concept similar to the previous OECD concept has been drawn up. 
Measures have been divided into four areas, in which a socio-economic system 
functions in the environment. This allows organizational units to gradually pursue 
sustainable development. The following issues can be found in the group of areas, 
on the basis of which the measures have been prepared: economic, social, envi-
ronmental and institutional (Borys, 1999).

Currently, other ways of evaluation of the issue of sustainable development 
have been presented in the subject literature. This is the SEEA system – System 
of Environmental and Economic Accounts, which allows to include environmen-
tal protection in national calculations (Smith, 2007; Bartelmus, 2007; Walker & 
Pearson 2007). This system is intended to standardize environmental statistics 
conducted in particular countries. As a consequence, comparable measures re-
garding, for instance, human welfare, the values of capital or the control of vari-
ability in relation to the natural environment can be received. Thus, the SEEA 
system may serve as a cohesive measure in the administrative law and the public 
policy, regardless of the country where assessment of the condition of the natural 
environment is conducted. The need of development of a national system report-
ing system (SNA) was also postulated in the Report from 2005 entitled the „Mil-
lennium Ecosystem Assessment Report” (Walker & Pearson, 2007).

Due to continuous need of analysis of the degree of implementation of sus-
tainable development in municipal heating companies, it is necessary to aim at 
increasing energy security and providing cheap thermal power supply along with 
simultaneous reduction of primary energy consumption. As a result, the following 
assumptions should be adopted in every district:

− an important element of every district’s policy is the pursuit of associated 
economy,

− in the areas not covered by supply in centralized heat, works designed to 
provide supply the inhabitants with gas should be conducted,

− pursuit of establishment of a company with a horizontal structure in-
volved in the following distribution networks: heat, gas, water supply 
and sewage,
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− implementation least–cost–planning principles,
− preparation of an optimum solution for various power services of saving 

nature and aiming at reduction consumption of primary energy,
− conducting works related to development of renewable energy sources as 

well as utilization of waste energy sources (Mróz, 2001).
In the case of implementation of the aforementioned assumptions, it will 

be possible to introduce the principle of sustainable development, which mostly 
relates to environmental protection, within the area of a district. T. Mróz has pro-
posed two criteria for evaluation of these rights:

1) primary energy consumption in relation to the amount of thermal energy 
generated from it

 

EPi
ZEPi

Ci

EK
E



where:
KZEPi –  criterion of consumption quantities of primary energy by ith system
EEPi –  amount of primary energy consumed for production of thermal energy by 

ith system in calculation period (kWh unit)
ECi –  amount of generation of thermal energy by ith system in calculation pe-

riod (kWh unit)

2) emission of carbon dioxide by the system to the volume of production of 
generated thermal energy of this system

 

2
2

CO i
ECO i

Ci

EK
E



where:
KECO2i – criterion of amount of emission of carbon dioxide by ith system (kg/kWh 

unit)
ECO2i –  amount of emission of carbon dioxide emitted by ith system in calculation 

period (kg unit)
ECi –  amount of generation of thermal energy by ith system in calculation pe-

riod (kWh unit)

Both measures are calculated in the case of any production system. The more 
effi cient is the system the closer to zero are the values of both criteria. When thermal 
energy generated from renewable sources is used in the production process (wind, 
solar, geothermal or biomass combustion energy) the values of the fi rst criterion stay 
below one. On the other hand, in the case of the criterion of emission of carbon di-
oxide for three basic fuels used in heating systems, i.e. hard coal, fuel oil and natural 
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gas, the most favorable one is natural gas. The ratio of emission of carbon dioxide to 
the volume of thermal power production is at the level of 0.2kg of CO2

 per kWh.
Hence, it is currently diffi cult to select the best measure of assessment of the 

degree accomplishment of the assumptions of the concept of sustainable develop-
ment in the fi eld of environmental protection. 

Summary
Implementation of the concept of sustainable development by municipal 

companies as entities which perform tasks assigned to the basic unit of the local 
government is refl ected in many legal acts, including the objectives and the prin-
ciples specifi ed in the Polish environmental policy. A municipal company func-
tioning in such an environment must continuously initiate various verifi cation and 
adaptation activities. The natural environment in which a heating company pur-
sues its basic goals currently holds a signifi cant position among those elements. 
Therefore, when analyzing functioning of a municipal heating company, it is not 
possible to ignore the scope of its impact on the natural environmental. This is 
even more important, since in theory and practice of management, a heating com-
pany, which is a complex system, is connected to the environment in many points. 
Therefore, it can be assumed that an application of the method of the paradigm of 
sustainable development in management practice exists in the environmental area 
of sustainable development of municipal companies.

The sense of responsibility for the environment and ecology has become 
a link connecting the traditional economic strategy, whose foundation is profi t, as 
well as the strategy consisting in social responsibility of a company. This has al-
lowed companies to implement the concept of sustainable development. Focusing 
a company’s operations on sustainable development should be treated as a chal-
lenge aimed at resolution of economic, environmental and social problems which 
are the consequence of a fundamental change of the economic, political as well as 
technical and technological orientation.

Economically benefi cial results of implementation of the concept of sustain-
able development in activities of businesses have not been well analyzed yet, both 
in the macro and as well as the microscale. 

The weakness of each primary operation of a heating company is solid waste 
– slag and ash as well as gas pollution (mostly carbon dioxide, carbon oxides, 
nitrogen oxides, sulphur oxides) as well as dust. The volume of their share in gen-
eration of thermal energy depends on two qualitative factors: 

– the raw material as an energy carrier as well as 
– the technical condition of a company’s manufacturing devices.
The concept of sustainable development embroiled in the long-term opera-

tional strategy of a municipal heating company should provide sustainability of 
use of the resources of the natural environment, particularly in the context of 
social and economic conditions. On the other hand, the growth of importance of 
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social awareness should positively affect the increase in social responsibility of 
a municipal heating company. Achievement of cohesion in these areas is positive-
ly affected by environmentally-friendly investments in a company as well as non-
-investments forms of development, the most important of which is environmental 
education of the local community as well as training the company staff. 
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Abstract
Nowadays, technology and corporate entrepreneurship constitute a signifi -

cant source of competitive advantage for organizations, considering that they en-
able the exploitation of new business opportunities. In this paper, we propose 
a theoretical model for technology organizations to analyze, fi rst, how the pro-
motion of technological skills and technological distinctive competencies affect 
corporate entrepreneurship and, then, how corporate entrepreneurship infl uences 
organizational performance. The relationships presented are valuable and offer 
a relevant contribution to the existing literature, given that technological vari-
ables and corporate entrepreneurship are essential in modern economies for tech-
nology fi rms to grow. This study suggests that technological skills and technologi-
cal distinctive competencies should be fostered, since they both positively affect 
corporate entrepreneurship and, as a consequence, organizational performance 
is improved. Finally, some limitations of this study and several implications for 
future research are presented.

Introduction
Recently, fi rms have been operating in business environments character-

ized by rapid change and increasing competitiveness (Hitt et al., 2000). Since the 
1980’s, technology and the management of technology have received widespread 
attention from practitioners of management and academics (Liao, 2005). Because 
decisions concerning technological variables are crucial for a fi rm’s overall com-
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petitive strategy and positioning (Zahra, 1991), technology and its relationships to 
organizational structures, processes and results have been conceived as a relevant 
subject of interest for organizational researchers (Orlikowski, 2000).

Some studies have focused on organizational skills, competences and capa-
bilities that have to do with technology and that are becoming especially relevant 
in enabling business performance, such as technological skills and technological 
distinctive competencies (TDCs). Little research has been conducted, however, to 
analyze how these competences and capabilities can in turn affect corporate entre-
preneurship. Because such issues are crucial for taking advantage of new business 
opportunities, they may infl uence organizational performance. In this context, our 
study sheds some light, proposing a theoretical model to explain the interaction 
between the constructs mentioned above.

In the context of technology, technological skills can be defi ned as fi rm-spe-
cifi c techniques and scientifi c understanding (Leonard-Barton, 1992). The „myth 
of deskilling” wrongly encourages managers to expect that new equipment will 
enable a reduction of required abilities. This myth is one of the greatest obstacles 
to the effective implementation of new technologies (Swamidass & Nair, 2004). 
The promotion of these abilities is essential, since the abilities can also affect the 
generation of competencies, which refl ect a set of abilities and technologies (Pep-
pard & Ward, 2004). Thus, in order to achieve an appropriate utilization of the 
available technological resources, managers must support mastery of technologi-
cal skills (Leonard-Barton, 1992). This issue links TMS and TDCs.

The application of technology throughout the company has increased the 
importance of TDCs (Giarratana & Torrisi, 2010; Real et al., 2006). Nowadays, 
fi rms are under increasing pressure to foster, develop, strengthen and renew „tech-
nological competencies”, as these competencies enable them to adapt, integrate 
and reconfi gure their abilities, knowledge and technological capacities. Such 
changes enable the company to adapt to the changing business environment and 
deliver value to the customer in the appropriate form, responsibly and continu-
ously (Wang et al., 2004; García-Morales et al., 2007). In this research, TDCs 
represent „the organization’s expertise in mobilizing various scientifi c and techni-
cal resources through a series of routines and procedures that allow new products 
and production processes to be developed and designed” (Real et al., 2006). TDCs 
have been accepted as an important element of organizational core competencies. 
These competencies are becoming increasingly essential for fi rms (Shin & Park, 
2010) because they constitute the foundation for sustainable competitive advan-
tage over time (Wu, 2009).

One of the objectives of this study is to analyze the impact of technological 
skills and TDCs on corporate entrepreneurship. Interest in corporate entrepreneur-
ship has increased over the past decade due to international competition, corporate 
downsizing and delayering, and rapid technological progress (Dess et al., 1999; 
Zahra et al., 2004). Corporate entrepreneurship has been defi ned as a process by 
which individuals inside organizations undertake new activities and are willing to 
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depart from routine to pursue new opportunities (Zampetakis & Moustakis, 2010). 
Corporate entrepreneurship includes new business venturing, product/service in-
novation, process innovation, self-renewal, risk taking, proactivity, and competi-
tive aggressiveness (Antoncic & Hisrich, 2004). Such entrepreneurship can take 
place on the corporate, business unit, functional, or project levels, with the unify-
ing objective of improving a company’s competitive position and fi nancial per-
formance (Ireland et al., 2006). Technological skills and TDCs impact corporate 
entrepreneurship directly because distinctive competencies incorporate unusual 
blends of skills and foster benefi cial entrepreneurial behaviour not observed in 
competitor fi rms. TDCs permit entrepreneurs to earn their status by demonstrat-
ing excellence in technological and professional skills and knowledge (Leonard-
-Barton, 1992).

Finally, our research also responds to the need for fuller exploration of cor-
porate entrepreneurship’s effects on organizational performance. Growth and 
profi tability are performance elements that can be considered important conse-
quences of corporate entrepreneurship (Antoncic & Prodan, 2008). Corporate 
entrepreneurship allows fi rms to: 1) create new businesses through product and 
process innovations and market developments and 2) promote the strategic re-
newal of existing operations (Ireland et al., 2006). Without the presence of some 
form of entrepreneurial activity to exploit new opportunities within organizations, 
innovation remains little more than an aspiration (McFadzean et al., 2005). Firms 
that adopt an entrepreneurial orientation are able to identify and take advantage of 
entrepreneurial opportunities that arise continuously (Lumpkin & Dess, 1996). By 
adopting a risk-taking, innovative and proactive attitude, fi rms can increase their 
fi nancial and market performance (Antoncic & Hisrich, 2001; Hayton, 2005). 

In order to achieve the objectives presented above, this paper is organized 
as follows: Section 2 draws on prior theoretical and empirical research to propose 
and develop a series of propositions that: 1) link Top Management Support (TMS) 
to technological skills; 2) relate technological skills and TDCs to show the impact 
that they have on corporate entrepreneurship; and 3) show the effects of corporate 
entrepreneurship on organizational performance. Finally, Section 3 presents the 
conclusions of this study, points out some limitations to bear in mind and estab-
lishes different lines for future research.

Propositions

The infl uence of TMS on technological skills
The introduction of new technologies in organizations has currently been 

conceived as a question of crucial importance, since these technologies contribute 
to maintaining and improving competitive advantages in environments subject to 
continuous change (Kim & Pae, 2007). Technologically oriented fi rms are char-
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acterized as being more willing to acquire sophisticated new technologies and 
having a tendency to use more technological knowledge to construct new solu-
tions (Gatignon & Xuereb, 1997). However, one must not only have access to new 
technology but also have the capability to make effective use of it. This becomes 
a fundamental issue when fi rms adopt new technologies to improve business proc-
esses (Weigelt, 2009). In this context, support from management is crucial, as 
management is responsible for orchestrating and optimizing the use of the tech-
nology and of the human and fi nancial resources (Pinheiro, 2010). 

One example occurs when a fi rm chooses to implement information tech-
nologies (IT), which perform an important role in facilitating or enabling the in-
troduction of new products or services and the improvement of operational or 
managerial work processes (Boynton et al., 1994). The technological skills of 
IT professionals – that is, skills such as the knowledge of different programming 
languages, the development of emerging technological competencies, the integra-
tion of business systems, the creation of databases and development of software 
(Bharadwaj, 2000; Melville et al., 2004; Ray et al., 2005) – are constantly be-
coming obsolete due to the rapid changes in this fi eld (Kim & Pae, 2007). These 
professionals must update their knowledge constantly in order to be competent 
in their jobs (Tsai et al., 2007). Without the support and participation of manage-
ment, which can be measured by the level of fi nancing offered for ITs as well as 
the ease of technology transfer within the fi rm (Byrd & Davidson, 2003), many 
IT processes are doomed to failure. Further, in these cases, IT managerial abilities 
that cover the effective management of information systems – identifi cation of 
and support for the appropriate IT projects, organization of adequate resources, 
leadership and motivation of teams that complete the projects according to the 
specifi cations, restructuring of work processes to take advantage of the opportuni-
ties offered and the collaboration with business units (Bharadwaj, 2000; Melville 
et al., 2004) – can enable the development of IT technological skills, thanks to the 
use of understanding, experience and strategic planning, which render the fi rm ca-
pable of „adapt(ing) its hardware, software, networks and IT skills to ensure that 
IT can continue to support the fi rm’s business strategy” (Tallon, 2008).

The case of ITs is not the only one we might mention, however. Some au-
thors have stressed the existence of „hard technologies”, which include equip-
ment, robots, etc. (Swamidass & Nair, 2004), while others discuss the presence 
of „advanced manufacturing technologies”, including for example fl exible 
manufacturing systems or computer aided manufacturing (Boyer et al., 1997). 
In both cases, we refer to another type of technology also being implemented 
recently due to its potential to improve growth and entrepreneurial performance 
(Boyer et al., 1997; Swamidass & Nair, 2004). In these cases too, we can gener-
ally affi rm that TMS is key to success in the implementation of new technolo-
gies in organizations (Byrd & Davidson, 2003; Leonard-Barton & Deschamps, 
1988; Schepers et al., 2005). TMS enables the creation of more stimulating 
work environments for technical subordinates, which offer greater opportunities 
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for learning, growth and technical development (Cordero, 2004). When a fi rm 
invests in the development of new technologies, it expands its existing knowl-
edge or experience and acquires new „core capabilities” (Schilling, 1998). As 
a result, it is to be expected that the technological skills of its employees would 
increase (Peterson & Van Fleet, 2008). Based on the foregoing, we arrive at the 
following proposition:

Proposition 1: TMS will be positively related to technological skills.

The infl uence of technological skills on TDCs
The disposition toward and capability of acquiring technology and assuming 

technological risks have been conceived as two characteristics of the most suc-
cessful organizations (Hofmann & Orr, 2005). Making the right decision about 
opportunities for technology investment can provide organizations with consid-
erable operating and competitive benefi ts (Torkkeli & Tuominen, 2002). These 
characteristics should be reinforced by suffi cient technological preparation at the 
organizational level, which involves the fi rm’s capacity to adopt and use new tech-
nological resources (Parasuraman, 2000). Technological skills are thus strategic 
for being able to achieve effective implementation of new technological processes 
(Swamidass & Nair, 2004).

Different studies indicate the existence of a relationship between techno-
logical skills and TDCs. Thus, different authors have argued that the concept of 
competency refl ects a set of abilities and technologies (Peppard & Ward, 2004). 
One key to developing organizational competencies is the possession of techni-
cal and managerial IT skills, business and general management skills, as well 
as organizational processes to exploit these abilities (Caldeira & Ward, 2003). 
To obtain business benefi ts derived from investments in information technology, 
organizations should develop competencies that exploit these technologies. These 
competencies involve a series of individual abilities and organizational processes 
that enable these abilities to be applied effectively (Caldeira & Dhillon, 2010). In 
general, we can state that the competency is an underlying element and projects 
itself as skilled behaviour, since the very concept of competency involves a se-
ries of abilities related, among other things, to the effective performance of man-
agement functions, personnel behaviour that enables employees to perform their 
functions satisfactorily and that permits the differentiation of employees with su-
perior performance (Rajadhyaksha, 2005).

Competencies involve a series of models of behaviour that are required to 
achieve effective organizational performance and imply not only abilities (such 
as capabilities of carrying out specifi c tasks), but also a broader concept that in-
cludes knowledge of how to apply these abilities effectively in a specifi c area to 
achieve successful performance (Sgobbi, 2002). If we apply the foregoing in the 
area of technology, increase in the technological skills of personnel will facilitate 
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the development of TDCs (Caldeira & Ward, 2003; Real et al., 2006). This shows 
the interconnection between technological skills and TDCs, which is consistent 
with studies that indicate that the notion of organizational competency emerges 
from the understanding of business processes and of individual abilities (McGrath 
et al., 1995).

Ultimately, the implementation of technologies is often accompanied by 
the development of new abilities and knowledge, which are necessary for pro-
fessionals to be able both to manage increasingly complex systems (Schramm, 
2006) and to avoid the failure of technologies due to the scarcity of technological 
management abilities (Booth & Philip, 1998). In turn, the incorporation of new 
technological skills is related to the generation of TDCs, as TDCs involve the 
capability to implement and above all to broaden the reach and consequences of 
different organizational capacities, which in turn require the mastery of techno-
logical skills (Miyazaki, 1999). Based on the foregoing, we arrive at the follow-
ing proposition:

Proposition 2: Technological skills will be positively related to TDCs.

The infl uence of technological skills and TDCs on Corporate 
Entrepreneurship
Technology-based entrepreneurs are especially important in modern busi-

ness, as it is they who are taking advantage of new scientifi c developments (es-
pecially in the areas of information technology, biotechnology and engineering 
science) and offering their benefi ts to the wider world (Wickham, 2006). Research, 
development and new venture creation in these areas not only fuel productivity 
but also help build our so-called knowledge economy. In this context, skills short-
ages in these areas are deemed critical to both wealth creation and the continued 
competitiveness of the economy (Herrman, 2008). Technological skills thus play 
an important role in the promotion of corporate entrepreneurship. 

Previous studies stress that competencies and skills of individual employees, 
specifi c to the pursuit of corporate entrepreneurship, are fundamental to compa-
nies’ ability to nurture and sustain innovation and new venture creation (Hayton 
& Kelley, 2006). This is also the case for technological skills. Specifi cally, we 
can expect the high-technology fi rm’s stock of intellectual capital, which includes 
skills such as technological skills (Edvinsson & Malone, 1997), to be positively 
associated with its level of corporate entrepreneurship (Hayton, 2005). Some au-
thors, such as Berry (1996), have shown that success in technology-based start ups 
depends on considering the presence of a diversifi ed management team, in which 
technological expertise is balanced with business skills. In this sense, Bhardwaj et 
al., (2011) stress that unavailability of the required competence in technology may 
affect new business creation, since the concept of competence integrates knowl-
edge, skills and personal characteristics (McEvoy et al., 2005). Based on these 
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arguments, it is possible to assert that the higher the level of technological skills, 
the greater the promotion of corporate entrepreneurship.

In sum, for companies that compete primarily in technologically advanced 
and sophisticated markets, science and technology offer a signifi cant foundation 
for discovering new opportunities, which will arise from market conditions as 
well as the fi rms’ resources and skills (Zahra, 2008). In this scenario, we would 
stress the importance of technological skills, which allow the mastery of technol-
ogy and technological applications, since employees seeking to promote corpo-
rate entrepreneurship need all of these specifi c individual skills and competences 
to integrate existing and new knowledge and to recognize, evaluate and capture 
entrepreneurial opportunities (Hayton & Kelley, 2006). Based on the foregoing, 
we arrive at the following proposition:

Proposition 3: Technological skills will be positively related to corporate entre-
preneurship.

Technologically competent fi rms develop systems and processes that enable 
the fi rm to implement new technical processes and tools, experiment and develop 
prototypes, and import and absorb technological knowledge from outside the fi rm 
(Fowler et al., 2000). Using technological competencies to drive innovation pro-
motes corporate entrepreneurship, since this process is concerned with various 
forms of newness, such as sustained regeneration and organizational rejuvenation 
(Dess et al., 2003). When fi rms establish new ventures, their technical competen-
cies help them to increase their ability to recognize and apply new knowledge 
(Wang, 2004), a critical resource for the entrepreneurial fi rm (Aldrich, 2001). We 
can thus assert that TDCs enable corporate entrepreneurship (Leonard-Barton, 
1992; Rerup, 2005). 

For Fosfuri and Tribó (2008), the ownership of technological competencies 
has great value as an indicator, promoting the fi rm’s reputation as a producer of 
high-quality managers, that is, of entrepreneurs. Woolley (2010) applies this in-
sight to technological fi rms and underscores that TDCs provide opportunities for 
entrepreneurs in the fi rm. Technological competencies provide an ownership ad-
vantage that enables entrepreneurs to increase the fi rm’s likelihood of survival 
(Giarratana & Torrisi, 2010). New technological assets produce technological 
discontinuities and open a space of opportunity for new entrants to develop and 
exploit nascent technology (Alvarez & Barney, 2007). These discontinuities in 
the fi rm eliminate some entry barriers, such as existing scale economies (Yip, 
1982) and competency stocks (Tushman & Anderson, 1986). Successful potential 
entrepreneurs identify such opportunities through technology (Alvarez & Barney, 
2007); that is, TDCs present an opportunity for corporate entrepreneurship, since 
potential entrepreneurs are more likely to exploit an opportunity when they can 
perceive demand (Choi & Shepherd, 2004). Without the identifi cation of oppor-
tunities, corporate entrepreneurship is „fruitless” (Dean & Meyer, 1996), since it 
does not demonstrate its technological competencies (Shane & Venkatraraman, 
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2000). In a sector such as software, in which user-driven innovations are a major 
source of product creation, technological competencies can be especially helpful 
in the interpretation or anticipation of customer needs, leading to viable solutions 
(Torrisi, 1998).

In sum, the entrepreneur must identify potential market opportunities and 
then act upon them (Woolley, 2010) to obtain an outstanding advantage. In this 
process, TDCs can play a key role, helping fi rms to transform the knowledge ac-
quired into designs and instructions for creating desired outcomes (Fowler et al., 
2000). Consequently, we formulate the following proposition:

Proposition 4: TDCs will be positively related to corporate entrepreneurship.

The infl uence of corporate entrepreneurship on organizational 
performance

Corporate entrepreneurship is a strategic variable in successful organizations 
(Antoncic & Hisrich, 2001; Antoncic & Prodan, 2008; Kanter, 1984; Miles & 
Covin, 2002). It is positively related to the fi rm’s growth and profi tability (Covin 
& Slevin, 1991; Zahra, 1991, 1993). Organizations that engage in entrepreneurial 
activities achieve higher levels of growth and profi tability than organizations that 
do not (Antoncic & Hisrich, 2001). A study by Zahra & Garvis (2000) shows that 
international corporate US companies’ entrepreneurship was positively associated 
with the fi rm’s overall profi tability and growth, as well as its foreign profi tabil-
ity and growth. Furthermore, corporate entrepreneurship enables organizational 
performance (Antoncic & Prodan, 2008). Entrepreneurs who identify their fi rms’ 
positions correctly in the competitive network of the industry strengthen the pos-
sibility of fi nding and engaging opportunities and neutralize the negative implica-
tions of threats and weaknesses, thus obtaining higher performance. This position 
may lead to better entrepreneurial opportunities in the form of new sales and sup-
plier contracts, access to advertising channels, fi nancial capital and important de-
cisions, and participation in alliances and joint projects (Batjargal, 2007). Wood 
and McKinley (2010) suggest that entrepreneurs are not simply fi lters and inter-
preters of information; they are an integral part of opportunity emergence, as they 
invent part of what they believe to be viable in order to improve organizational 
performance (Weick, 1979).

Nevertheless, not all fi rms are expected to demonstrate strong corporate en-
trepreneurship (Lengnick-Hall, 1992). For instance, some organizations avoid re-
sponding to the need for change as long as possible. It is only when a fi rm begins 
to pay an economic price that an adjustment is made (Lengnick-Hall, 1992). This 
adjustment includes stronger strategic fl exibility in the fi rm, which means seek-
ing a proactive position focused on corporate entrepreneurship (Batjargal, 2007). 
In other situations, the relationship occurs through specifi c corporate entrepre-
neurship activities and organizational performance. For example, Zahra (1993) 
suggests that venture and renewal activities that match the demands of the envi-
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ronment will pay off by improving competitive position, performance, or both. 
Freel (2000) underscores the importance of innovation in organizational perform-
ance by showing that small innovating fi rms have more development and higher 
organizational performance than small non-innovating fi rms.

Zahra (1993) also suggests that not all corporate entrepreneurship activi-
ties are useful in all environments. From a constructivist viewpoint, Wood and 
McKinley (2010) establish that the entrepreneur does not predict the future 
(Kirzner, 1979), but rather focuses on the elements of the social structure and 
environment that he or she can control. They argue that entrepreneurs are active 
in shaping their environments, and entrepreneurial opportunities arise from the 
efforts of individual entrepreneurs as they develop pathways to achieve a better 
organizational performance.

For technological organizations, recent studies indicate a positive relation-
ship between corporate entrepreneurship and organizational performance. Pearce 
et al. (2010) assert that corporate entrepreneurship has a positive effect on com-
mercial organizations, as it leads to a benefi cial fi rst-mover advantage. Audretsch 
et al. (2008) show that positive economic performance in high-tech or information 
and communication technology companies depends on entrepreneurship capital 
and the capacity of a region to support entrepreneurs. Thus, based on the forego-
ing, we arrive at the following proposition: 

Proposition 5: Corporate entrepreneurship will be positively related to organiza-
tional performance.

Conclusions 
In recent years, the business environment has become more competitive due 

to a move toward globalization, rapid technological changes and increased sophis-
tication in customers’ and employees’ behaviour (Jones et al., 2000). In such sce-
narios, organizations should adopt and assimilate new technologies if they wish to 
maintain and improve their competitive advantage (Lee & Grewal, 2004). Hence, 
the introduction of new technologies has been considered critical for organiza-
tional success. 

Based on previous studies, this paper focuses on technological fi rms to pro-
pose a new model to confi rm the direct impact of technological skills and TDCs on 
corporate entrepreneurship. Our model then also shows how corporate entrepre-
neurship affects organizational performance positively. It is a relevant contribu-
tion to the existing literature, given that technology fi rms are essential in modern 
economies for economic growth, the increase in productivity and the creation of 
new industries, products and processes (Grinstein & Goldman, 2006). In this con-
text, the constructs and relationships presented are relevant.

 Organizations should thus fi rst promote the presence of top managers who 
support the processes of implementation of new technologies. Managers must 
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know what value new technologies can bring and how to link technological capa-
bilities with the fi rm‘s basic competencies (Berry & Taggart, 1998),enabling them 
to achieve considerable organizational advantages.

Second, technological fi rms should encourage the promotion of technologi-
cal skills. These skills are complex, tacit and diffi cult to copy. Because they re-
main largely embedded in the routines and practices of the fi rm (Lee et al., 2001), 
they may serve to obtain competitive advantage. Thus, top management should 
support training and retraining programs for staff to provide employees with new 
or additional skills, as well as the recruitment of newly qualifi ed personnel (Pear-
son, 1985).

Third, technological organizations should foster TDCs. The promotion of 
new technologies by top management also affects the development of TDCs be-
cause human, conceptual and technological competencies are thought to be sup-
ported by managerial effectiveness (Benítez-Amado et al., 2010). TDCs must be 
taken into account because they refer to the ability to develop and design new 
products and processes and upgrade knowledge about the physical world in unique 
ways (Wang, 2004). Companies that defi ne their business domain in terms of their 
TDCs usually achieve better performance (Real et al., 2006). Therefore, TDCs 
must be considered as an important source of competitive advantage in the fi rm, 
since they open a space of opportunity for developing and exploiting a nascent 
technology that is truly diffi cult to imitate (Alvarez & Barney, 2007). 

Fourth, technological organizations should encourage corporate entrepre-
neurship to achieve greater organizational performance. In order to realize the 
full benefi ts that corporate entrepreneurship can offer, managers must be willing 
and able to sustain their support for entrepreneurial initiatives over a multi-year 
period (Zahra & Covin, 1995). Organizations that engage in entrepreneurial ac-
tivities achieve higher levels of growth and profi tability than organizations that do 
not (Antoncic & Hisrich, 2001), thereby obtaining higher performance (Antoncic 
& Prodan, 2008). Therefore, risk taking, innovative and proactive competitive 
behaviours that capture the essence of corporate entrepreneurship (Guth & Gins-
berg, 1990) should be supported. 

Finally, we should note that this investigation exhibits several limitations that 
should be considered. Since the model only analyzes the infl uence of technologi-
cal skills and technological distinctive competencies on organizational perform-
ance through corporate entrepreneurship, other intermediate constructs could be 
analyzed, such as organizational learning. Also, taking into account the increasing 
importance of the topic presented, additional empirical research should be carried 
out in the future in order to validate the arguments presented in this paper. 
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Abstract
Effi cient risk management in an enterprise should be based on a systemic ap-

proach and integrated with all levels of management to make use on feedback both 
from other elements of the system, as well as from the environment. Risk assessment 
concept determines planning procedures both in strategic, as well as operating dimen-
sion. That is because it is related to strategic programming which produces strategies 
and long-term plans, as well as short-term planning expressed by functional plans.

Internal audit plays a crucial part in the process of risk management. One 
of its many roles is the assessment of internal monitoring effi ciency, assessment of 
risk and risk management effi ciency in an enterprise.

The author presents a practical application of Risk Assessment Matrix (RAM) 
as one of the tools applied to the measurement of corporate risk management ef-
fi ciency, on the example of implementation of an integrated computer aided man-
agement system within the area of corporate logistics.

According to the author, that method may be applied both at the management 
level, as well as by internal auditors, to various functional areas of an enterprise 
(with the appropriate adjustment of assessment criteria).

Risk management as a process
The requirement of adapting corporate development strategy to the real and 

forecast conditions of the environment highlights the active role of management 
in neutralizing and minimizing the internal and external factors that are not con-
ducive to company development, and making use of the factors improving the 
effi ciency of management.
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Hence, risk management is understood as a process of formulating a plan 
aimed to optimize the risk of functioning of an economic entity, and also mak-
ing rational decisions intended to minimize, if not to avoid negative impact of 
risk inherent in various areas of corporate functioning, as well as seeking for op-
portunities for development by launching initiatives in higher risk spheres. Such 
a process should entail on-going monitoring of risk in an enterprise, identifying 
risk factors, assessing the level of risk, and implementing a complex set of meas-
ures coping with risk. Effective risk management should be based on a systemic 
approach and integration with all management processes taking place in an enter-
prise to make full use of feedback, both from other elements of an enterprise, as 
well as from the environment.

On the strategic level, it seems prerequisite to implement a risk management 
concept understood as a compound of methods necessary for taking optimal deci-
sions on the directions of development, engaging the means and ways to reach the 
strategic objectives set for an enterprise.

High rationalization of activity is prerequisite for reaching success on the 
operating level. It is crucial to elaborate and implement integrated methods and 
techniques of management supported by professional knowledge to raise the ef-
fectiveness, effi ciency and economy of an enterprise operation.

Hence, risk management is „a process recognized in the strategy and by the 
whole enterprise, implemented by the board, the management, or another echelon 
of an enterprise, aimed to identify potential events that may exert an impact on an 
enterprise. It also entails maintaining risk within the prescribed limits, and ensur-
ing rational reaching of enterprise objectives” (COSO, 2007).

Risk management in Internal Audit
Internal audit plays a crucial role in risk management process as it „provides 

support to executives in exercising their functions. This is accomplished by the as-
sessment of internal audit systems that the management are responsible for, and the 
assessment of risk management effi ciency. The results of the assessment are formu-
lated in a report in the form of recommendations” (Czerwiński, 2003). Thus, audit 
is intended „to provide support to objective realization process through systematic 
evaluation and improvement of risk management effi ciency, to support audit sys-
tems, and more and more complicated management processes” (Kuc, 2002).

While assessing the risk and the effi ciency of its management, an internal 
auditor focuses on the elements listed below (COSO, 2007):

– Internal environment – the analysis of an organization and the philoso-
phy of risk management (including acceptable level of risk, integrity and 
ethical values, and working environment).

– Setting objectives – the analysis of objectives setting procedures and 
their conformity to the vision of an enterprise and risk management phi-
losophy adopted by an enterprise.
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– Identifi cation of events – identifi cation of potential internal and external 
events making impact on the implementation of the enterprise’s objec-
tives, making distinction between opportunities and threats.

– Risk assessment – diagnosis of risk indicators related to various objec-
tives of an enterprise, analysis and assessment of probability and the re-
sults of opportunities and threats.

– Reaction to risk – assessment of reaction to risk (avoidance, acceptance, 
limiting and sharing) and elaboration of a set of activities aimed to con-
tain risk to the permissible level determined by the management.

– Monitoring – analysis and assessment of the procedures of reaction to 
risk implemented and applied by the management.

– Information and communication – the analysis of information fl ow in an 
enterprise to identify and assess reaction to inherent risk in a broad ap-
proach (top down, across, and bottom up the organizational hierarchy).

– Monitoring – continual monitoring of risk management process from the 
angle of possible modifi cations, implemented by the enterprises manage-
ment, and/or independent external assessments.

Recommendations of the internal audit, presented in the form of risk map, 
may be accepted or rejected by the enterprise management.

Audit may comprise many areas of an enterprises, and each of them involves 
various kinds of risk (see: Teczke, 1996; Buła, 2003; Czerwiński & Grocholski, 
2003; Koromble, 2007).

Risk Assessment Matrix (RAM) – the application
In the further part of his paper the author presents a practical application of 

RAM. Even though, under this cover, RAM has been presented from the angle of 
risk management in a logistics system, after some modifi cations of assessment 
criteria it may be applicable to risk management processes analysis in other func-
tional areas of an enterprise. What is more, it may be used both by the manage-
ment, as well as internal auditors of an enterprise.

Risk management process will be presented on the example of an integrated 
management support system within the functional area of enterprise logistics.

The following objectives of an integrated management system implementa-
tion may be listed from the angle of logistics functions execution:

– ensuring fast access to information,
– correlation of the fl ow of raw materials and production materials be-

tween supply and distribution,
– optimization of warehouse area,
– possibility of fast inventory control,
– optimization of inventory level control,
– possibility of generating market forecasts, 
– fl exibility to demand changes,
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– co-ordination of operations and processes in time,
– integration of operations with the headquarters,
– timeliness of customer service,
– timeliness of supplies,
– cost control of logistics,
– time control of logistics,
– streamlining sales,
– cost of sales control,
– optimization of fi nancial inputs in working capital,
– optimization of fl ow of internal documents,
– optimization of fl ow of external documents (clients, suppliers).
Further stage of procedures, conducted with the application of opportunities 

and threats table, involves determination of key potential opportunities for an en-
terprise resulting from the implementation of a computer program aiding logistics 
management, and identifi cation of threats such a process may bring. 

The table of opportunities and risk analysis should be in each case adopted 
to the specifi c character of an enterprise. However, the author resigned from the 
„opportunities and threats” column found in literature on that subject, since the 
introduction of another subjective element into the analysis might lower the ac-
curacy and credibility of results.

The scale of analysis has been broken down into three degrees: L – low, A – 
average, H – high. The results have been presented in the tables 1 and 2 below. In 
this analysis opportunities and threats have been used for forecast purposes.

Table 1. Analysis of opportunities and risk involved in the implementation of an 
integrated computer system aiding logistics management – opportunities

Possibilities
Probabi lity 

of 
occurence

Benefi cial 
character 
of results

Opportunities
Ensuring fast access to information H H
Correlation of the fl ow of raw stuffs and materials between supply 
and distribution A H

Optimization of warehouse capacity A A
Possibility of fast inventory control H A
Optimization of inventory level A A
Possibility of generating market forecasts A H
Increased fl exibility to demand changes L L
Coordination of processes in time A A
Integration of operations with the headquarters A A
Timeliness of customer service A H
Timeliness of supplies A H
Possibility to customize products and services L L
Possibility of market segmentation L L
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Cost control of logistic operations H H
Time control of logistic operations H H
Shortening sales cycle A H
Cost of sales control A H
Optimization of fi nancial inputs in operating capital A H
Optimization of internal documents fl ow H H
Optimization of external documents fl ow (customers, suppliers) L H

Source: own study

Note: three degrees of the scale of analysis: L – low, A – average, H – high.

Table 2. Analysis of opportunities and risk involved in the implementation of an 
integrated computer system aiding logistics management – threats

Possibilities
Probabi lity 

of 
occurence

Acutenss 
of 

occurence
Threats

High costs of implementation H H
Necessity to restructure an enterprise H A
Complexity and lack of coherence of tasks (problems) in an 
enterprise A A

Anxiety about the new system of collecting and storing information A L
Anxiety about the new technology of information fl ow H H
Lack of preparation of staff to new tasks A H
Necessity of temporary changes in the fl ow of internal documents H L
Necessity of temporary changes in the fl ow of external documents H L
Necessity to provide workstations with computer hardware and the 
costs involved H A

Necessity to update duties of staff with a view to changes in the 
scope of responsibility H L

Necessity to make changes in the payroll system due to changes in 
duties and scope of responsibilities for positions A L

Necessity to second staff participating in the process implementation 
and removing them from tasks they have been doing to date. H L

Increase of the scope and cost of staff training H L
Problems in co-operation with the system provider L L
Anxiety about temporary loss of momentum in the initial period of 
system implementation H A

Source: own study

Note: three degrees of the scale of analysis: L – low, A – average, H – high.

The analysis of opportunities and risk conducted in this way allows to iden-
tify crucial opportunities and threats for an enterprise involved in the implementa-
tion of an integrated management computer system, to be evaluated further on.

Key benefi ts resultant from the implementation at this stage are as follows:
– reaching fast access to information,
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– cost control of logistic operations,
– time control of execution of logistic operations,
– optimization of fl ow of internal documents.
Key threats identifi ed with the implementation of computer aided manage-

ment system are as follows:
– high cost of implementation,
– anxiety about the new technology of information fl ow.
Further discussion of the problem, aimed at the identifi cation of risk involved 

in the implementation of a computer system aiding logistic management, employs 
an „event-led” approach that consists in indicating events (and not their results), 
that may be the consequence of risk. It has been acknowledged that such approach 
ensures recognition of all kinds of risk and allows to identify both the results of 
pure risk, mostly the consequence of events beyond our control, and the specula-
tive risk.

Such approach allowed to indentify the following risk indicators:
– untimely customer service,
– improper use of the existing warehouse capacity,
– lack of access, or a limited access to information,
– lack of correlation of the fl ow of raw stuffs and materials between supply 

and distribution,
– excessive or insuffi cient level of inventory,
– lack of fl exibility to meet demand changes,
– lack of co-ordination of processes and operations in time,
– lack of integration of operations with the headquarters,
– untimely supplies,
– possibility to customize products and services,
– possibility of market segmentation,
– excessive costs of logistic operations,
– lack of time control of logistic operations,
– extending sales cycle,
– excessive cost of sales,
– excessive external sources of fi nancing,
– ineffi cient and ineffective system of internal documents fl ow,
– ineffi cient system of external documents fl ow (customers, suppliers),
– lack of engagement of staff in service,
– unreliable suppliers,
– improper product distribution,
– improper recycling strategy,
– ineffi cient system of taking and making up orders,
– damaging products and components during warehousing,
– disruptive support of production,
– disruptive forwarding of products and increasing cost of carriage.
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The next stage of procedure involves risk assessment to determine potential 
benefi ts of losses involved in the implementation of an integrated computer aide 
management system.

Identifi cation of opportunities and threats and their measurement allows to 
make an evaluation. To assess the opportunities and threats, the author suggests 
the application of Risk Assessment Matrix.

The matrix was structured on the basis of data derived from table 1 and 2 
(opportunities and risk). Possible relations between probability of occurence and 
acuteness, or benefi cial character of results were taken into consideration. The 
counted number of identical relations was entered into the matrix fi elds (see table 
3 and 4). Then the fi elds were denoted as groups A, B, or C.

Group A stands for relations between high probability of occurence and high 
benefi cial character, high probability and average benefi cial character of average 
probability and high benefi cial character.

Group B comprises relations between low probability of occurence and high 
benefi cial character, average probability and average benefi cial character, and 
high probability and low benefi cial character.

Group C includes relations between low probability of occurence and aver-
age benefi cial character, low probability and low benefi cial character, and average 
probability and low benefi cial character.

Table 3. Matrix of risk assessment; opportunities, probability benefi cial character

Benefi cial character

H A L

Pr
ob

ab
ili

ty H 4 1 0

A 7 4 0

L 1 0 3

Source: own study

Note: three degrees of the scale of analysis: L – low, A – average, H – high.

Table 4. Matrix of risk assessment; threats, probability, acuteness

Acuteness

H A L

Pr
ob

ab
ili

ty H 4 1 0

A 7 4 0

L 1 0 3

Source: own study

Note: three degrees of the scale of analysis: L – low, A – average, H – high.
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To allow a comparison of opportunities and threats and their inherent benefi cial 
results and acuteness, quantitative and qualitative comparison was made in groups.

In practical terms, quantitative presentation stands for the total of individual 
relations occurring in groups, denoted by TBA, TBB, TBC and TAA, TAB, TAC where:

TBA stands for the total of relations in opportunities matrix in Group A,
TBB stands for the total of relations in opportunities matrix in Group B,
TBC stands for the total of relations in opportunities matrix in Group C,
TAA stands for the total of relations in threats matrix in Group A,
TAB  stands for the total of relations in threats matrix in Group B,
TAC  stands for the total of relations in threats matrix in Group C.

Qualitative presentation that was made to identify the benefi ts and potential 
acuteness was based on the following formula:

For the benefi ts:
B = TBA/TO  for Group A
B = TBB/TO  for Group B
B = TBC/TO  for Group C

where: TO stands for the total of matrix relations – opportunities.

For acuteness: 
A = TAA/TT  for Group A
A = TAB/TT  for Group B
A = TAC/TT  for Group C

where: TT stands for the total of matrix relations – threats.

Table 5 presents a comprehensive quantitative and qualitative listing:

Table 5. A comprehensive quantitative and qualitative listing of opportunities and 
risk assessment

Benefi cial character Acuteness

Quantity Quality Quantity Quality

Group A 12 0.60 6 0.40

Group B 5 0.25 6 0.40

Group C 3 0.15 3 0.20
Source: own study

Analysis of the above matrix allows to conclude that, within the investigated 
area, benefi ts outnumbered acuteness in Group A. At the same time, that group 
plays a major role for opportunities or threats.

Transferring the results of the analysis to the adopted area of research, it 
should be concluded that benefi ts outnumber threats in the process of implementa-
tion of an integrated computer system in an enterprise.
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To confi rm the above results it is suggested to run, in addition, an analysis 
of the impact exerted by the implemented computer aided logistics management 
system on the functioning of an enterprise. Focus analysis may be employed for 
this end, with the assumption that comparison comprises two conditions:

– I – implementation of an integrated computer aided logistics manage-
ment system, 

– P – preserving logistics management system that has been employed to 
date (see table 6).

Table 6. Focus analysis of the comparison of variants of application of a system aid-
ing logistics management in an enterprise

Scale of risk
Criteria

Level of risk

high average low
Untimely customer service IP
Improper use of warehouse capacity P I
Lack of access, or a limited access to information P I
Lack of correlation of raw stuffs and material fl ow between 
supply and distribution P I

Excessive or insuffi cient inventory level P I
Lack of fl exibility to demand changes P I
Lack of co-ordination of processes and operations in time P I
Lack of integration of operations with the headquarters IP
Untimeliness of supplies P I
Possibility of focusing products and services P I
Possibility of market segmentation P I
Excessive costs of logistic operations P I
Lack of time control of logistic operations P I
Extending sales cycle P I
Excessive cost of sales P I
Excessive engagement of external sources of fi nancing P I
Ineffi cient and ineffective fl ow of internal documents P I
Ineffi cient fl ow of external documents (customers, suppliers) P I
Lack of staff engagement in service IP
Suppliers without integrity IP
Improper product distribution P I
Improper recycling strategy P I
Ineffi ciency of internal systems of taking and making up 
orders P I

Damage to products and components during warehousing IP
Disruptive production suport P I
Disruptive forwarding and increasing cost of carriage P I

Source: own study

Key: I – implementation of the system, P – preserving current system.
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Risk assessment resultant from the analysis allows to move to the fi nal stage 
of risk management, i.e. risk manipulation.

That stage which includes observation, monitoring and assessment of effi -
ciency of enterprise operations in view of risk, is intended to indicate such proce-
dures (reaction) with risk that would recognize the benefi ts and threats identifi ed 
in the research.

To counteract the negative effects of risk that may make an impact on the 
effi ciency of the enterprise logistic system functioning, as well as to seek for the 
opportunities for development, it is necessary to formulate plans how to react to 
risk (comprising logistic processes taking place in an enterprise and within the 
whole supply chain (Supply Chain Risk Management concept).

Conclusion
Risk assessment is largely conducted within the framework of particular 

functional areas of an enterprise. However, since the results of the assessment 
bear on taking certain decisions, they should be passed on to successive levels of 
management.

The approach to risk, incorporated in the philosophy of corporate operation, 
will determine criteria for decision making. At the same time, the concept of risk 
management identifi es planning functions both within strategic, as well as operat-
ing dimension. That is because it is closely connected with strategic programming, 
resulting in strategies and long-term plans, as well as planning of day-to-day op-
erations, expressed by functional plans.
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Abstract
This study is an attempt to analyse the restructuring processes of company 

remuneration systems in selected Polish companies in the period of transforma-
tions. It shows the scope and directions of changes in the remuneration structure, 
methods and results of improving the rate subsystem , the premise of the develop-
ment of employee assessment system and changes in approach to bonus awarding. 
In addition, it shows barriers in development of company remuneration policy in 
Polish companies. 

Preliminary remarks
Shaping the company’s remuneration policy is an extremely important and 

current area of company management. Restructuring projects were an important 
determinant of creating technical-economic changes and organizational solutions 
in the process of transformation of Polish companies from a centrally controlled 
economy to a market economy. They included not only ownership transformations 
but also fi nancial and organizational restructuring. One of the signifi cant restruc-
turing activities of the economic transformation period in Poland were projects of 
company remuneration system improvement that resulted in not only changes in 
the structure of cash remuneration and implementation of effi ciency-oriented pay 
management instruments, but also brought along a number of interesting solutions 
in the sphere of employee economic motivation. 

The present study is an attempt to analyse changes in the remuneration pol-
icy of selected Polish companies in the period of economic transformation. It is 
based mainly on the author’s experiences, being a derivative of cooperation with 
companies of the power sector, mining, motor, food processing industries and 
institutions of economic consulting. 
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Premises and directions of rationalizing company 
remuneration policy 

The increase in human resources rank and the constantly growing share of 
labour costs makes remuneration policy one of the key functions of personnel 
management, requiring continuous improvement. Therefore, it is understandable 
that along with the business transformation started in the 1990’s and the imple-
mentation of Corporate Collective Labour Agreement regulations in 1994, the 
development of company remuneration systems has been observed in Polish busi-
ness organizations. W. Kopertyńska includes the following in the basic premises 
for the remuneration policy improvement in national companies: 

− changes on the labour market shown, on the one hand, by lack of em-
ployees, especially with high competences, and, on the other hand, by the 
existence of work resources of special requirements, 

− lasting globalization and European integration processes,
− growing competition on the market, which imposes certain requirements 

towards companies,
− growth in employee expectations towards work (Kopertyńska, 2008).
The externally and internally changing, formal-legal and socio-economic con-

ditions of operations of Polish companies and personnel strategies resulting from 
them, changes in the professional structure and qualifi cations of employees, promo-
tion policy as well as expansion of the multitude of professions of employees and 
multitude of work entities force the process of life-long improvement of the remu-
neration system. The structure of the remuneration system defi ned as „(…) a specifi c 
system of pay elements consisting of principles, standards, regulations and methods, 
measures and forms used to determine salaries, aiming at achieving the assumed ob-
jectives of the pay policy” (Melich, 1964; Borkowska, 2005) or perceived as „(…)
internally consistent system of principles, components, and tools for shaping meas-
ures for remuneration and methods of their distribution and indexation” (Kozioł, 
2002) includes a number of elements. The implementation of basic, and, fi rst for all, 
specifi c employee remuneration functions, such as attracting employees to work, 
keeping them in the organization, inducing them to achieve good work results and 
on-going learning (Borkowska, 2005) requires certain system solutions. 

Analysis of national literature on the subject and the author’s own experience 
makes it possible to specify the approach and basic tendencies in the restructuring 
process of the remuneration system in Polish economic practice. Thus, companies 
implementing the process of improving the company remuneration policy in the 
period of economic transformation most often preferred the descriptive-improving 
approach, less frequently the diagnostic-functional one (Martyniak, 1999). The ini-
tiatives of system changes were undertaken usually by the organizations with good, 
stabilized economic and fi nancial condition, higher and solidifi ed corporate culture, 
optimistic forecasts of development of the sector and market in which they operate. 
Their implementation proceeded usually in a formula of mixed consulting, enabling 
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the preservation of continuity of the adopted pay strategy and ensuring expert, meth-
odological support of the work of company teams, appointed to design changes in 
the remuneration system. As a result, an average cycle of the project implementation 
was relatively short and amounted to 4 to 7 months. In spite of some diversity of the 
areas and directions of the remuneration system changes resulting from the specifi c 
character of an organization and its needs, the tendencies dominant in this process 
can be determined. Systematization of these is included in table 1. 

Table 1. Specifi cation of major tendencies in improvement of company remunera-
tion systems in Polish companies in period of transition

System 
elements Direction of changes Function of changes

Remuneration 
components 

Reduction of non-obligatory 
components, elimination or 
modifi cation of social „stabilizing” 
components, dissemination of non-
cash components.

Change in the structure of remuneration, 
increase in the share of cash and non-
cash motivation components, increase 
in consistency and communication ca-
pacities of the system of remuneration.

Salary forms

Development and improving of 
time-bonus, team, task, commission 
payroll forms.

Increase in the degree of consistency 
of the pay form and their closer 
connection to technical-organizational 
work conditions.

Work tariff

Simplifi cation of the structure 
of tariff positions, development 
of the company’s methods of 
work evaluation, modelling and 
evaluation of competence profi les 
of tariff positions.

Growth in polyvalence of positions and 
employees, objectivity of competence 
requirements and tariff decisions, 
adapted to the specifi c nature and 
needs of a given organization, objectiv-
ity of relations of basic remunerations.

Pay promotion 

Standardization of paths of 
position promotion, development 
of employee assessment systems 
and methods of fi xing individual 
employee remuneration. 

Objectivity and communication skills 
of professional career paths, stimula-
tion of development and of effi ciency-
oriented attitudes of employees, 
objectivity of pay decisions.

Payroll and pay 
table

Dissemination of factorial, uniform 
or group pay tables, switching to 
„mini-egalitarian” models of basic 
remunerations, domination of 
exponential models of the pace of 
pay rate growth. 

Stabilization of objective relations 
of basic pays in the organization, 
decentralization of basic pay fund 
management, optimization of 
decomposition of basic pay funds, 
stimulation of promotions. 

Bonus 
subsystem 

Development of regulatory bonus 
subsystems, quantitative-qualitative 
bonus awarding, collective and 
interrelated bonus awarding, 
introduction of parametrical 
methods of decomposition of the 
bonus fund. 

Increase in the degree of linking fl ex-
ible part of remuneration with eco-
nomic effectiveness of the company, 
work results of organizational units 
and employees, objectivity of distribu-
tion and standardization of bonus fund 
settlements. 

Source: own study
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Changes in employee remuneration structure
One of the challenges of the economic transformation period was to elimi-

nate dispersion of the remuneration system, shaped and deeply rooted in the so-
cialist economy. A symptom of remuneration policy pathology was a considerable 
number of optional components of cash remuneration1. As a result, the remunera-
tion system was illegible, unclear and did not serve as the carrier of communica-
tion processes between the employer and the employee. By including a number 
of components not directly related to work, it decreased the importance of instru-
ments of employee economic motivation, causing disharmony within the structure 
of implemented functions. Initiated in the 1990’s, the process of shaping reason-
able structure of remuneration components in Polish companies proceeded in two 
phases. 

The fi rst phase, of radical and „slimming” changes in the years 1991–2000 
consisted of systematic reduction of hardly signifi cant optional components of 
cash remuneration not fulfi lling the motivational functions, not directly related to 
work, its conditions or effects (e.g. different type of bonuses, usually in the form 
of trade and professional privileges). As a result, the cash remuneration structure 
of many organizations has been simplifi ed. 

The second phase of system changes, in the period after 2000, came down 
to internal structural transformations, strictly related to changes in the forms of 
remuneration, system of rates and rationalization of the bonus awarding subsys-
tem. Their goal was to optimize the remuneration structure, as well as strengthen 
the functions and instruments of employee economic motivation. Directions of 
changes in the remuneration structure of the selected companies of various sec-
tors and industries presented in table 2 confi rm the preference of active models of 
pay systems, stabilization of the share of basic pay, growth in the rank of regula-
tory bonus and share restriction, and sometimes even elimination of stabilizing 
components (seniority benefi t, special allowance). It should be expected that the 
tendencies will lead to the popularization of the optimal model of remuneration 
structure in Polish business organizations We could expect that in the future trade 
models will be shaped, which contain a small number of optional remuneration 
components and their implementation in a particular company will require only 
some modifi cations, considering the unique character of the conducted operations, 
technical-organizational working conditions, employer preferences and employee 
expectations. Nevertheless, achieving an ideal model with two remuneration con-
stituents, namely the guaranteed salary (base) and bonus is impossible in the cur-
rent legal conditions. 

1 For instance, in 1995 the number of components of material remuneration in construction com-
panies was still 58, and in extractive industry more than 100. 
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Table 2. Changes in employee remuneration structure of selected companies as ra-
tionalization result of company remuneration policy

Company 
Ingredient

A B C D E F

a b a b a b a b a b a b

Basic remuneration 66.57 68.25 67.93 66.20 89.91 81.42 63.73 69.45 60.34 63.05 85.64 82.56

Statutory bonus 19.97 19.29 11.65 15.60 3.58 11.29 11.61 13.89 25.51 22.65 10.65 13.63

Seniority benefi t 10.92 10.03 6.78 7.85 0.00 0.00 16.87 8.67 2.56 2.56 0.00 0.00

Allowance for 
overtime 0.44 0.46 4.95 3.55 0.00 5.65 3.54 2.66 2.34 2.54 0.00 0.00

Allowance for night 
work 0.32 0.31 1.16 1.33 0.00 0.00 0.00 0.00 1.45 1.56 0.00 0.00

Allowance for 
time of performing 
household duty

0.76 0.68 0.06 0.08 0.00 0.00 0.00 0.00 0.00 0.00 0.00 0.00

Allowance for work 
in shifts 0.71 0.64 0.00 0.00 0.00 1.64 1.65 1.66 2.56 2.56 0.00 0.00

Allowance for work 
in harmful conditions 0.28 0.32 0.65 0.85 0.00 0.00 0.68 0.72 0.84 0.98 0.00 0.00

Functional 
allowances 0.00 0.00 2.35 2.67 0.00 0.00 1.79 2.95 2.76 2.88 0.00 0.00

Special allowances 0.00 0.00 3.18 1.68 0.00 0.00 0.13 0.00 0.93 0.77 2.45 2.68

Other (awards, lump 
sums) 0.03 0.02 1.29 0.26 0.00 0.00 0.00 0.00 0.71 0.45 1.26 1.13

TOTAL 100 100 100 100 100 100 100 100 100 100 100 100

Source: own study
Note: the remuneration structure does not consider profi t awards and jubilee awards. 
Key: A – power sector company, B – forwarding-transport company, C – motor industry company, 
D – extractive industry company, E – meat processing industry company, F – economic consulting 
institution, a – % share of remuneration component before system changes, b – % share of remu-
neration component after system changes.

The analysis of selected experience with regard to restructuring the company 
remuneration policy shows that introducing changes in the remuneration structure 
had to face a number of barriers, both social and economic ones. Thus, the reduc-
tion of non-motivational remuneration components, relying mostly on the princi-
ple of their incorporation into the base salary was met with employee and trade 
union resistance, resulting from concerns about the loss of privileges by some em-
ployee groups and part of the cash income. Rationalization of the salary structure, 
and in particular rearrangement of proper relations of the basic remuneration for 
employees also forced a specifi ed growth in the global remuneration fund. There-
fore, this process was iterative and lasted usually from 3 to 5 years.

Instruments of shaping tariff systems 
The tariff system is the key element of company remuneration policy. It de-

fi nes the qualifi cation requirements for job positions, principles of forming and 
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structure of the basic pay scale and table as well as the principles of employee 
classifi cation, re-classifi cation and promotion. Since the introduction of a uni-
versal method of work evaluation UMEWAP-87 to the Polish business practice 
in 1987, one has noted a development of tariff systems on the basis of results of 
common work evaluation. Popularization of UMEWAP-87, in spite of its quite 
critical assessment (no adjustment to the specifi c nature of a particular organiza-
tion, implication of using a uniform basic pay scale and table) has become the 
basis for designing company methods of work evaluation. For instance, origi-
nal methods have been developed in power sector companies (Power Distribu-
tion Plant Kraków, Power Distribution Plant Tarnów, Power Distribution Plant 
Legnica, Tadeusz Kościuszko Power Plant in Połaniec), food industry compa-
nies (Sugar Industry Plants „Wawel” SA, Spirit and Yeast Industry Plants „Pol-
mos” Kraków), tobacco industry companies (Tobacco Industry Plant Kraków), 
construction companies (Industrial Construction Company „Budostal-2” Kraków 
SA), mining companies (Mineral Mines in Kielce, the Mine in Czatkowice). An 
extremely interesting model of company method of work evaluation, adapted to 
the specifi c nature of a healthcare institution has been prepared in the Provincial 
Centre of Withdrawal Treatment in Medical Care Insitution in Gorzyce. Its frame-
work depiction is included in table 3.

In the development of the company’s work evaluation methods as a tariffi ca-
tion instrument, one could notice abandoning static work evaluation for evalua-
tion of competence profi les of job positions and individual employee competences 
(Czekaj, 2005). Tariff systems prepared on their basis correspond to contemporary 
management concepts, preferring organizational learning and individual effective-
ness of work, supported by a specifi c level of employee competences. However, 
they are in the initial phase of development, and have been implemented only in 
some business organizations with a stable market position. One of them is a tariff 
system designed and implemented in MPEC S.A. Kraków , based on four detailed 
methods of competence evaluation of tariff positions profi les adapted to the spe-
cifi c nature of the distinguished groups (managerial, administrative, independent 
and operating positions) (Czekaj & Teczke, 2002; Czekaj, 2006). Separate evalua-
tion of competence profi les of job positions increases accuracy and comparability 
of the obtained results and enables managing the basic pay fund within the distin-
guished groups, stimulating employment restructuring.
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Table 3. Analytical and point-based method of work evaluation adapted to specifi c 
nature of Institution of Healthcare and Withdrawal Treatment WOLO and ZOL in 
Gorzyce

Evaluation criteria of work diffi culty Maximum Share
Synthetic Elementary point notes %

A. Professionalism 200 36.04
1. Professional education 80
2. Professional experience 50
3. Initiative and ingenuity 30
4. Liaison 25
5. Agility 15

B. Responsibility for: 155 27.93
1. Patient health 40
2. Decisions 25
3. The course of work 20
4. Management 20
5. Safety of other people 20
6. Property of the centre 15
7. External contacts 15

C. Effort 95 17.12
1. Caused by contacts with addicted 

or chronically ill people
35

2. Mental 20
3. Psychical 20
4. Physical 20

D. Environmental working 
conditions

105 18.92

  1. Danger for health and life 35
2. Availability
3. Material working environment

30
30

including:
3.1. Noise 7
3.2. Water, steam 4
3.3. Pollution 4
3.4. Chemical substances 4
3.5. Unpleasant smells 4
3.6. Air temperature 4
3.7. Radiation 3

4. Monotony 10
TOTAL: 555 100

Source: own study

An important visible element of changes in company tariff systems was the 
simplifi cation of the position structure based on modelling position promotion 
paths within operation subsystems. For instance, the vertical promotion path in 
the group of administrative positions in the functional fi eld „fi nance and account-
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ing” usually includes 5 levels represented by such positions as: accounting clerk, 
accountant, public accountant, accounting analyst, accounting specialist. Models 
of position promotion paths were built in other functional areas on similar terms. 
Interesting standardized solutions in the position promotion path, referring to ex-
perience of Western companies, were popularized in national institutions of busi-
ness consulting, among others in the business consulting company Frąckowiak 
and Partners Spółka z o.o. Poznań (see table 4). 

Table 4. Position promotion paths in a business consulting institution
Organizational unit Tariff positions

Audit Department 1. Junior assistant
2. Assistant
3. Senior assistant 
4. Manager
5. Audit Partner
6. Partner

Department of Tax Consulting
Department of Changes Support 

1. Junior consultant
2. Consultant 
3. Senior consultant
4. Manager
5. Senior Manager
6. Partner

Source: own study

At this point it is worth underlining that in the process of designing a tar-
iff system based on company methods of work evaluation, methods of statistical 
analysis were used including the technique of concentration analysis, permitting 
hierarchical order of tariff positions, determination of the number of tariff classes 
and tariff allocation of job positions (Czekaj et al., 2000). As a result the ratio-
nalization of the number of tariff classes and objectivization of the classifi cation 
process of organizational positions took place. 

In the process of designing changes in the company basic pay scales and 
tables2 the diagnostic and modelling approach dominated, including a number of 
conditions and constraints, such as company fi nancial security, the acceptable lev-
el of the global basic pay fund growth, a growth guarantee of individual classifi ca-
tion rates and approval of proposed solutions by the management and employees. 
Principles and benefi ts of this approach are included in table 5. 

2 Pay scale, sometimes called s tariff scale, determines only the number of categories and their 
point intervals fi xed on the basis of evaluation results, allowing appropriate classifi cation of the 
given organizational position into one of the stipulated categories. On the other hand, pay tables 
describe, in absolute or relative values, the shaping of rates of personal classifi cation in particu-
lar categories stipulated in the tariff scale. 
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Table 5. Principles of forming basic pay scales and tables in practice of contempo-
rary national companies

Principle Justifi cation Impact on motivation
Transformation of evaluation 
results of the positions with 
the company’s method for pay 
scale and pay tables 

Correlation of salary rates with 
the level of work diffi culties 

Activation of the function 
of professional development 
of the employees enabling 
position promotion

Modeling factor and bracket 
pay scale and pay table

Adjustment of rates to diverse 
level of positions’ work 
diffi culty 

Making the procedure of 
determining differences in the 
rates of personal classifi cation 
fl exible 

Determinations, by way of 
negotiations, of relation of the 
maximum to the minimum pay 
in the company 

Adjustment of the rates 
structure and salaries relations 
to current needs and fi nancial 
possibilities 

Making the formula of pay 
differentiation, correlation of 
maximum pay growth with the 
fi nancial result fl exible 

Adjustment of pay rate 
growth to the solutions in the 
tariff system and the current 
distribution of individual 
classifi cation rates

Development of variant 
solutions of pace of pay 
growths in the company’s table 

Control of relations of basic 
pays according to changes 
in the employment structure 
and in the economic – 
organizational level 

Source: own study

Solutions applied in practice most often predicted two models of pay scales and 
pay tables: transitional and target models. The fi rst one was adapted to company fi nan-
cial possibilities and assumed substantial penetration of basic pay rates in the bracket 
table; it resulted in a limitation of fi nancial effects and social changes. The second one, 
based on the formula of payroll elitism, assumed substantially higher relations of basic 
remuneration in the company, preferring positions with the highest level of work dif-
fi culty or competence requirements. Unfortunately, its immediate introduction usually 
required signifi cant one-time growth of the basic pay fund, exceeding company capaci-
ties or signifi cant changes in the employment contracts (in some cases, a substantial 
reduction or increase in individual remuneration). Therefore, its implementation was 
evolutionary and proceeded in the system of 4–5 iterations (4–5 years). In practice, 
a tendency to model company pay scales and basic pay tables in an exponential formula 
of rate growth pace has been outlined (exponential function). It does not require too 
high fi nancial outlays and substantially increases threshold of economic incentive for 
positions performing complex and responsible work, mainly on managerial positions. 

Improvement of functional allowances subsystem
In the system of economic motivation in many Polish companies a functional 

allowance plays a special role. It is not only an important motivator stimulating 
effective implementation of managerial tasks, but also a factor inducing employ-
ees to professional development and applying for position promotion. Therefore, 
more and more often in some companies from the global basic pay fund there 
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is separated a fund of managerial benefi ts, by designing a suitable tariff system 
whose key element is evaluation of management work. 

Some interesting solutions in this respect have been developed in Fruit and 
Vegetable Industry Plants „Hortex” in Leżajsk, in Geodetic Company in Kraków 
and Mineral Mines in Kielce, by designing company rate tables of functional al-
lowances. Their forming is based on:

–  tariffi cation of managerial positions with analytical and point-based 
evaluation method, including solutions in the organizational structure 
and the system of company management,

–  modelling elitist factor and bracket pay scale and pay table of functional allow-
ances including relations between minimum and maximum level of functional 
allowances agreed with trade unions and optimal zone of economic incentive. 
A sample model of the company analytical and point-based method of work 
evaluation of managerial positions implemented in a mining industry com-
pany envisages three synthetic criteria and 10 elementary criteria (table 6).

Table 6. Structure of evaluation method of management work in a company operat-
ing in mining industry

Criterion Point 
Maximum Share

%
Synthetic (S) Elementary (E) E S

A. Size of supervision 
boundaries 

A1 Management span 
A2 Management range 
A3 Number of subordinated management 
levels 

24
16
20

60
12.00
 8.00

 10.00

B. Complexity of 
management work 

B1 Place within hierarchical structure 
B2 Complexity of functions in decision-
making tasks
B3 Scope of organizational cooperation 

18
28
24

70

9.00
14.00
12.00

C. Scope and character 
of position operation

C1 Supervision period
C2 Thematic scope of unit operation 
C3 External contacts
C4 Managing innovative tasks 

10
20
20
20

70

5.00
10.00
10.00
10.00

Total 200 200 100.00

Source: own study

Implementation of the method enabled elaborating a design of functional 
allowance rates for managerial positions (table 7) and a corresponding scale of 
functional allowances (table 8). It should also be mentioned that the evaluation 
covered all employees performing managerial functions due to potential differ-
ences in diffi culty level of the same positions arising from the specifi c nature of 
organizational solutions. For example, it turned out that evaluation of work dif-
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fi culty in the case of foremen from different organizational units ranges from 32 
to 45 points, which results in their different tariff positioning.

Table 7. Design of functional allowance rates for managerial positions of a chosen 
company operating in mining industry

Managerial positions Min 
note

Max 
note

Functional Allowance 
Level

Foreman 32 45 I–II
Janitor 46 56 II–III
Master 57 72 II–III
Supervising miner 67 82 III–IV
Dispatcher 69 84 III–IV
Team manager 71 89 III–IV
Mine foreman 82 101 IV–V
Chief mine foreman 85 104 IV–V
Main specialist – team manager 98 103 IV–V
Department manager 90 118 IV–V
Head of department 106 125 V–VI
Mine manager 121 146 VI–VII
Director of department 167 177 VIII–IX

Source: own study

Table 8. Scale of functional allowances of a company operating in mining industry 
Level Min points Max points Interval

I to 39
II 40 59 19
III 60 79 19
IV 80 99 19
V 100 119 19
VI 120 138 18
VII 139 154 15
VIII 155 170 15
IX 170 185 15
X more than 186

Source: own study

Modelling the table of functional allowances was based on several assump-
tions, namely:

1. Tariff coeffi cients of functional allowances are determinants for fi xing 
their rates in connection with the basic salary level in the economy, creat-
ing an indexation mechanism. 

2. The base amount for calculating rates of a functional allowance is a cash 
equivalent of the coeffi cient 1.00 determined for the given calendar year 
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by consensus and taking into account the economic and fi nancial situa-
tion of the company3. 

3. The relation between the lowest and the highest functional allowance 
rate is as 1 to 11.1. 

4. Penetration of functional allowance rates should not exceed 2 levels.
5. Maximum share of functional allowance in the basic salary should not 

exceed 33% of fundamental employee rate.
Implementation of the designed model of the functional allowance table (ta-

ble 9) forced specifi ed growth in the fund of these benefi ts (from the level of 
22 820 PLN to 37 050 PLN monthly), but it considerably improved relations of 
cash income in the group of employees working on managerial positions. 

Table 9. Table of functional allowances in an industry mining company

Level Parameters
Wm1 Wm2 Sm1 Sm2

I 0.14 0.25 179 319
II 0.18 0.30 230 383
III 0.22 0.35 281 447
IV 0.26 0.45 332 574
V 0.33 0.60 421 766
VI 0.43 0.80 549 1021
VII 0.58 1.10 740 1404
VIII 0.78 1.40 995 1786
IX 0.98 1.70 1250 2169
X 1.26 2.00 1608 2552

Source: own study

Key: Wm1 – tariff coeffi cient for bottom brackets, Wm2 – tariff coeffi cient for upper brackets, 
Sm1 – benefi t rate for bottom brackets in PLN, Sm2 – benefi t rate for upper brackets in PLN.

Development of employee assessment systems. 
An important direction of changes in the company’s policy in the period 

of economic transformation was the popularization of employee assessment sys-
tems. It is an important link in the economic motivation and it is an instrument of 
analytical assessment of employee attitudes and work results. In practice, many 
companies experienced a lack of consistent and ordered employee assessment 
system, which in the same way (through a uniform set of elements and assess-
ment tools) would express attitudes, possessed qualifi cations or, fi nally, results 
achieved by employees. 

3 The base amount for the coeffi cient 1.00 is 1276 PLN, which corresponds to the minimum salary 
level in 2009.
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Therefore, companies deciding to introduce the system most often assumed 
that it will perform an informative function when making decisions concerning 
the salary and position promotion, awarding bonuses and prizes as well as pro-
gramming employees professional development. At this point it is worth noting 
a regular progress expressed in constant improvement of the solutions initially 
introduced in Polish companies, consisting in passing from a uniform and uni-
versal employee assessment system to employee assessment subsystems, forming 
separate assessment models for basic employee groups, expanding the qualifi ca-
tion and behavioural criteria by effi ciency criteria as well as introducing to the 
assessment instrumentarium techniques of personnel radar and the 360° method. 
Employee assessment criteria occurring most often in Polish companies’ em-
ployee assessment systems include: education, professional fl exibility, current 
knowledge, knowledge of the company, problem solving, self-reliance, discipline, 
communication skills, availability, cooperation skills, attitude towards the com-
pany, attitude towards customers, care for personnel, care for property, practical 
effectiveness, work quality, pace of work, work organization.

Results of the employee assessment are used fi rst of all in procedures of 
position and payroll promotion and when programming professional career paths. 
They also help in making decisions concerning the amount of individual bonus, 
mainly the appreciation bonus. It seems that an important strengthening of this 
function would be implementing an assessment system of organizational units.

Implementation of effi ciency-oriented bonus forms
The company management, when deciding to use bonus awarding usually aims 

to increase the motivation level causing growth in employee commitment refl ected 
in the improvement of economic performance (Borkowska, 2005). Therefore, in 
the practice of many Polish companies one can note tendencies for designing bonus 
awarding regulations, making the amount of individual or team bonus dependent 
from the economic performance of a company or a business unit. Bonus systems are 
more and more often integrated and combine the idea of collective interdependent 
bonus awarding with the system of assessment of employee individual work re-
sults. There are both quantitative and quality criteria in their structure. An important 
problem of economic organizations taking up attempts to create such models was 
the division of the global bonus fund into organizational units, corporate teams and 
business communities. An interesting method in this respect has been developed in 
Kielce Mineral Mines by linking the amount of a bonus fund of particular organiza-
tional (business) units with global as well as local economic effi ciency. 

The idea of this method is compatible with the model pragmatics of collec-
tive interdependent bonus awarding, based on the following assumptions:

− organizational units of the basic and auxiliary operations operate as rela-
tively autonomous economic systems (the so-called business production 
sphere units), 
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− assessment criterion of business units is the so-called result economic 
effi ciency, being at the same time the basis for determining their partici-
pation in the global bonus fund, 

− decomposition of the global bonus fund into particular business units is 
based on the participation formula, defi ning, as a percentage, their con-
tribution into the global company economic effect, 

− the principle of participation formula, based on the measurement of re-
sult effi ciency, can be used for bonus awarding of employee teams oper-
ating in the business units of the company (e.g. crews, departments), 

− division of the bonus fund of a given business unit or employee team into 
employees from the production sphere is performed based on the meas-
urement of individual work results, i.e. work effi ciency and quality,

− bonus fund for the management of a business unit is calculated according 
to the formula of interdependent bonus awarding, focused on an increase 
in work effi ciency and quality, as well as an increase in the degree of use 
of production capacity of a given unit, 

− arithmetic average of result economic effi ciency of business units is a cri-
terion of organizational unit operation effi ciency assessment forming the 
management subsystem and is the basis for calculating the bonus fund 
for all employees from this sphere of company operations (administra-
tive-management sphere), 

− division of the bonus fund into organizational units and administrative-
-management employees sphere is conducted on the basis of results of 
the dynamic competence assessment of their employees. 

The condition of successful model of collective interdependent bonus award-
ing is an effi cient information system, enabling identifi cation of basic economic 
coeffi cients of the company and particular business units, current measurement 
of individual work effi ciency and work quality of employees from the production 
branch as well as periodical assessment of employee competences in the adminis-
trative and managerial fi eld .

At the same time, the system includes mechanisms of linking individual bo-
nus with result effi ciency of a given business unit, motivating also the manage-
ment staff to improve their work results and develop competences of subordinate 
employees. In the proposed model, one may distinguish two complementary and 
interrelated bonus awarding subsystems, the fi rst of which covers the production 
sphere (business units) and the second one covers the management sphere (admin-
istrative-management units). Each of them consists of three integrated modules, 
namely the collective bonus awarding module, the individual bonus awarding 
module and the interdependent bonus awarding module. The model structure has 
been presented in table 10.



115

Table 10. Framework depiction of system of collective interdependent bonus 
awarding 

Subsystem of bonus awarding for production branch employees
Levels of organization analysis Entrance Process Exit

Company Ratio of company 
economic 
effi ciency 

Global bonus 
fund calculation 

Global bonus 
fund 

Module of collective bonus awarding – 
business units (employee teams, 
departments, crews)

Ratios of unit 
economic 
effi ciency 

of Global 
bonus fund 
decomposition 

Bonus funds of 
business units

Sites 
organizational 
units (employees)

Module of 
individual 
bonus awarding 
– production 
workers 

Indicators of 
work effi ciency 
and work quality, 
as well as timeli-
ness of tasks 
completion 

Division of 
the bonus 
fund between 
employees 

Level of 
individual bonus 

Module of 
interdependent 
bonus awarding 
–management 

The indicator 
of production 
capacity use 
of a unit, 
alternatively of 
average work 
effi ciency and 
work quality 
of subordinate 
employees 

Calculation of the 
interdependent 
bonus fund for 
the management 

Level of 
individual bonus 

Subsystem of bonus awarding for employees from administrative-management sphere
Levels of organization analysis Entrance Process Exit

Company Average ratio 
of economic 
effi ciency of 
business units 

Global bonus 
fund calculation 

Global bonus 
fund 

Module of collective bonus awarding 
– administrative-management units 
(departments, sections)

Unit competence 
ratio 

Global 
bonus fund 
decomposition 

Bonus funds of 
organizational 
units

Sites 
organizational 
units (employees)

Module of 
individual bonus 
awarding – 
employees 
holding executive 
positions 

Competence 
ratios of 
employees

Division of 
the bonus 
fund between 
employees 

Level of 
individual bonus 

Module of 
interdependent 
bonus awarding – 
management

Average ratio 
of competences 
of subordinate 
employees

Calculation of the 
interdependent 
bonus fund for 
the management 

Level of 
individual bonus 

Source: own study
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Development barriers of remuneration systems in Polish 
companies 

The process of improving and developing the remuneration system in Polish 
practice still encounters a number of barriers. From the point of view of gathered ex-
perience, methodological, economic and social barrier may be considered as basic. 
The essence of the fi rst of them comes down to the lack of consistent and complex 
methodology of the remuneration system improvement. In spite of a number of 
guidelines and techniques of designing its particular elements, in practice occurs 
a need to develop a relevant research approach, adjusted to the specifi c nature of 
the company, focused on diagnosis and design of changes in the remuneration man-
agement. Lack of services that would support work of company teams can also be 
noticed in many companies. Therefore, the implementation of changes in the remu-
neration system was most often based on a mixed consulting formula.

While the methodological barrier was successfully overcome with the par-
ticipation of external experts, overcoming the economic barrier usually exceeded 
company possibilities. The obstacles were fi rst of all formal and fi nancial restric-
tions, among others the growth indicator in the remuneration fund or provisions 
of the Act called the public sector salary cap act. Similarly, it was diffi cult to over-
come a social barrier, resulting from employee conservative attitudes, trade unions 
and a part of management staff, as well as low social acceptance of the proposed, 
often radical changes, being derivative of preferring the so-called solidarity remu-
neration model. Appropriate popularization of the information on objectives and 
strategy of intended changes, as well as involvement in the change process of the 
representatives of different employee groups usually reduced social resistance. 

The indicated barriers signifi cantly affected and still affect the strategy of 
implementing changes in particular elements of the remuneration system. Most 
often, it has an evolutionary character and envisages gradual introduction of new 
solutions, in particular with regard to changes in the structure of employee income 
components and in the basic remuneration tables. Implementation of such a strat-
egy in the majority of examined companies required several years and consistency 
in its implementation.

Final remarks
Main transformation directions in the remuneration system in Polish compa-

nies presented here are not exhaustive for all areas and mechanisms of changes. 
They seem, however, to confi rm the thesis about the growing importance of com-
pany remuneration policy and relevant directions of its improvement. Therefore, 
one should express a belief that this process will be further implemented and in-
novative remuneration strategies already put into effect in many Polish enterprises 
will be popularized and developed. 
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Abstract
Through the bibliographic analysis of several authors and reference institu-

tions, this paper researches on the adjustment’s process of the strategic plans on the 
communication agencies on the international tourist products and destinations pro-
motion, mainly Destination Marketing Offi ces and National Tourism Offi ces. DMO 
and NTO have modifi ed as much their organizational structures as their role as 
creators of active image and brand. In the same way, the have progressively adapted 
their management procedures using TIC, especially website, for the development of 
effective networks among the different involved agents, on the tourism communica-
tion and promotion, in response to the growing competition between countries and 
news demands of market, particularly of the current customer.

Introduction
The tourism sector is progressively promoting new products aimed at very con-

crete segments of the market (Kotler et al., 2007, Buhalis, 1998). It is also directing 
its strategies towards more specialized services and towards a more complete inter-
action with consumers (Werthner & Ricci, 2004; Mittal & Baker, 2002). Hence the 
important role of tourism communication strategies (Pröll & Retschitzegger, 2000), 
and tourism and travel information related to the place we are going to visit (Lu & 
Lu, 2004) of Marketing Organizations of Destination in the public sector-private 
(DMO) and he National Tourism Offi ces (NTO). Some countries have taken the 
step of dividing the tasks of marketing and policy/planning/ development between 
different organizations. The main one in Europe is usually the DMO and NTO, and 
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is awarded the responsibility, among other things, of administering the offi ces of the 
international tourism marketing in the country (Morrison et al., 1995). 

The main aim of this paper is to analyze the coincidence and divergence 
factors among them, delimiting some of the promotion characteristics of Tourism 
Agencies, and the adequacy level of new tourism products to new tendencies in 
consumers’ demands. We suggest that the stabilization and light downward trend 
among the main DMO and NTO is linked to a promotional offer which is very 
general and without defi ned targets. If NTO usually are the reference element 
in the international centralized promotion of a country brand, it is true that the 
increase of the level of mutual involvement and collaboration between tourism 
public and private entities is more and more frequent, going so far as to estab-
lish joint management and fi nancing mechanisms (there are many examples in 
the campaigns of France, Germany, Great Britain and other countries). Through 
the bibliographic arguments of authors and reference institutions, to analyze the 
level of suitability and characteristics of the promotional campaigns of the leading 
countries in the tourism sector, to new demands of current market.

Let’s not forget the importance of tourism sector in the complex and turbulent 
socioeconomic scene we are living. From the sixties, when mass tourism appears, 
to nowadays, tourism has been one of the most successful sectors in overcoming 
economic crisis such as the current one. And that has been so because it has known 
how to relaunch its activities, rapidly overcoming transitory moments of weakness, 
bringing large percentages of profi ts and generating important direct or indirect ef-
fects in national economies. Nowadays, tourism represents 11% of the world’s GDP; 
in many countries, it represents its main source of employment and wealth and its 
growth is expected to continue being superior to that of the rest of the economic sec-
tors (UNWTO-OMT, 2010). In order to have success in such an internationally com-
petitive sector as the tourism one, a country has to specify what it wants to sell and 
to whom it wants to offer it (Kotler & Certner, 2004), creating clearly differentiated 
images and tourism identities (Fürsich & Robins, 2008; Wicks & Schuett, 1991).

The state function of these agencies in the active marketing and the promotion 
of the destination that they promote has substantially changed in recent decades. 
Initially NTO were mainly information passive providers in response to information 
seekers who showed interest in the destination. They later became active image-
makers, by using media advertising and other promotional tools, to create a defi ned 
profi le and facilitate access to new markets. This role remains key, but the more ac-
ceptable current trend puts them as electronic guardians using conventional media 
to direct potential customers to easily accessible Web sites, where the establishment 
of effective networks with the private sector will be vital (Gauldie, 2000).

On the eighties and nineties years, the further development was the emer-
gence of marketing organizations of destination in the public sector-private 
(DMO) by completing and sometimes replacing the advertising and marketing 
activities of conventional tourism offi ces fully funded by the state. In general, the 
NTO are responsible for several functions: the collection and dissemination of 
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research data, the functions of representation in the markets, meetings and trade 
fairs organization, familiarization trips, participation in mixed marketing projects, 
provide support new businesses, various consumer assistance activities and train-
ing (Kotler et al., 2003). The promotional activities that are most often develop 
are numerous: advertising, media relations, PR, consumer information services, 
trade fairs and exhibitions, events for the sector support, celebrations and presence 
in special events and the maintenance of Web sites (University of Luton, 2004).

The National Tourist Offi ces (NTO) form a offi cially recognized group of 
experts on matters of tourism in any country and it are responsible for increas-
ing inbound tourism in a country. To achieve this goal, they should promote the 
country of destination in international travel markets. So the key task of the NTO 
focuses on the promotion of a country in international markets. The strategic deci-
sions facing the NTO include issues such as: which markets are most attractive, 
what country-specifi c products are more competitive, how budgets should be al-
located for increased promotional effectiveness, and what kind of promotional 
message should be sent. Possibly the most diffi cult decision to be taken by NTO 
is to allocate fi nancial resources yearly (Paulo & Moutinho, 1992).

In general terms, their performances are designed to optimize revenue from 
tourism (increasing the number of consumers belonging to profi table segments 
and the duration of their stay) in major international travel markets, valuing the 
regional and temporal expansion (both objectives designed to maximize the eco-
nomic benefi ts of tourism in an area as wide as possible and for the longest season 
possible.) Other objectives may be to maintain a wide expanse of markets to keep 
and increase market share, the volume of traffi c (arrivals, overnight stays) or the 
number of jobs generated by tourism. For our country the Ministry of Tourism 
and specifi cally Turespaña as National Tourism Offi ce-NTO are committed to en-
hance the external image of Spain (Montaner, 1996), establishing different ele-
ments from our competitors (Turkey, Italy, Morocco, Greece and Tunisia, among 
others), and spreading the knowledge of Spanish products in tourist source mar-
kets, mainly Germany, UK, France, Netherlands and Belgium (Cano, 2006).

Discussions
The elements of the process of adapting the promotional approach of the 

DMO and NTO, with the changing needs of current tourism markets, which ap-
pear more frequently in the bibliography are mainly concentrated in several areas: 
changes in organizational structure and the management procedures, changes in 
promotional approaches, brand and image, and changes in the design and planning 
of online communication.

Is essential in the tourism sector to network with various agents and experts, 
to promote and distribute tourism products, because effective cooperation or even 
a sense of shared destiny between the main actors will also be essential for the 
provision and distribution of perfect tourism products (Buhalis, 1998). Although 
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not an easy goal to achieve (Porras, 2002), achieving cooperation and commit-
ment of the central government and regional and local institutions, the business 
sector, educational and artistic communities, the media and consumers is not only 
important for the development of project but especially for its success, involving 
groups from the beginning, there are more chances of success (Pérez-Miranda, 
2004). In addition, the NTO and other agents contribute to a better understanding 
and image of the different tourist attractions of the destination. Only proper coor-
dination and cooperation between them can get tourist satisfaction (González et 
al., 2005), satisfaction that will help to strengthen loyalty to the destination. Own 
employees play a crucial role in determining the external image of the company, 
every employee is a potential vendor for the same. 

Moreover, the key success factor seems to be striving for „consensus om-
nium” organize the decision-making communication so that all shareholders and 
fi nanciers feel involved in it (Riel, 2000), creating a culture of collaboration (Or-
tega & Rodriguez, 2005). Let’s remember the crucial role exerted by the citizenry, 
and therefore the importance of systematic information campaigns, advocacy, 
awareness and participation of the population, especially those directly linked to 
the tourism sector (Febas & Orensanz, 1982). In general, the leadership is on the 
organization that has more economic infl uence. Among the major global tour-
ist destinations and where tourism represents one of the most important sources 
of foreign exchange earnings, the direction is in the hands of National Tourism 
Offi ces-NTO, directly linked to ministerial structures, as in the case of Spain, 
France, Italy, Greece, Germany, Austria, Turkey, Mexico or the emerging China 
(Pérez-Miranda, 2004). The support of a competent government, sound policies 
and development projects that create value, the establishment of strategic network 
among the participating companies and different districts, localities and regions 
lets optimize the potential of its many resources, both because it enables you to 
share market information, and because it facilitates commercial and promotional 
cooperation (Daniele & Frew, 2005; Gilmore, 2004; Buhalis, 1998). The DMO 
and NTO are becoming national organizations assume the role of planners and 
mediators in the consumption of leisure of citizens.

In the eighties and nineties arise destination marketing organizations (DMO) 
of public-private sector, complementing and sometimes replacing the advertising 
and marketing of traditional NTO. Although they try to make links between organ-
izations and consumers, helping users to reduce the network time spent searching 
for obtaining information and making decisions. In recent years their effectiveness 
is doubtful, as they remain focused on providing information enhance rather than 
values (Han & Mills, 2005; Wöber, 2003; UNWTO-OMT, 1999). At the same 
time, the increase of regional tourist offi ces in order to promote a differentiated 
way of DMO and NTO, its own attractions in foreign markets is another trend in 
progression especially in Europe. However destinations differ in the procedures 
for coordination and collaboration, and the intensity of interactions among the 
organizations involved. It is therefore essential to establish the appropriate level 
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of collaboration, the intensity and density of interactions, the social environment, 
technological infrastructure and the modalities of coordination (Petti & Ndou, 
2006).

Hence the importance of assessing the brand image and compare with your 
competitors as an essential step in designing the marketing strategy of a coun-
try (Kotler & Certner, 2004). The governments of nations have a responsibility 
to ensure the welfare of its citizens. Investment in the development of a brand 
that would attract tourists and investment impacts positively on this objective. 
The DMO and NTO are aware that creating an image and a distinctive identity 
among countries is a rather complicated task and for communication tool that 
maximizes their potential effect on consumer choice, try to capture specifi c audi-
ences, avoiding direct touristic messages indiscriminately to large segments of the 
market (Fürsich & Robins, 2008; Wicks & Schuett, 1991). The same happens in 
the online environment, where strategies should also be designed to overcome the 
intangibility, focusing on providing a clear and specifi c product (Mittal & Baker, 
2002). Nor is it easy to infl uence decisions to visit a destination and actually it is 
known very little about information sources, in fact, it infl uences the decision to 
visit the destination. (Stergiou & Airey, 2003, Beerli & Martin, 2002).

One of the fundamental requirements of tourism promotion campaigns is 
that there is uniformity in communication and image. That means, achieving con-
sistency in graphics, brochures, advertisements and even in the tone of voice used 
by the various institutions that convey brand messages. On the other hand, the 
real variety of the country’s tourism generally not echoed in this tourist image that 
purporting to be unifi ed and coherent even at the risk of appearing simplistic and 
incomplete (Pérez-Miranda, 2004; Febas & Orensanz, 1982). Often the NTO offer 
the stereotypical tourist images obeying to the approach of promotional strategy 
based on the adequacy between the image offered and the expectations of the po-
tential tourist to infl uence in their decision.

In general in Europe the historic areas and natural environments appear to be 
signifi cant selling propositions abroad, indicating a lack of creativity and wide-
spread stereotypes, even taking into account local specifi cations in heritage, cul-
ture and natural resources (Hellemans & Govers, 2005). Several countries show 
a great correlation between projections of images of the NTO and the ETC (Euro-
pean Travel Commission). From the point of view of promotional specialization, 
the images which appear in the campaigns of European countries show a very 
complex and generalized offer of tourism products, with standardized tourist 
typologies and limited variations for different consumers segments. The biblio-
graphic arguments refl ect how the different tourism operators often adopt very 
similar strategies and styles in the fi eld of promotion (Mittal & Baker, 2002). In 
general, the countries of tourism reference to be included in all tourist typologies. 
That seems to indicate that in a promotional way, the images in campaigns from 
countries offer, to a greater or lesser extent, the whole of the reference regarding 
kinds of tourism. 
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Cultural and City Tourism, among all the tourist typologies presented visu-
ally in campaigns, as well as Nature, Rural and Active Tourism stand out, are 
quantitatively the two more extended kinds of tourism within the sphere of pro-
motion and have a minor degree of visual specifi cation. That might be because 
they are very open categories, with a vast amount of interested consumers groups, 
which easily get the promotional cliché of for the general public. This vast group 
includes many aspects such as Art, monuments (cathedrals, castles and churches), 
historic buildings, historic cities and towns, museums, archeology, industrial land-
scapes, historic gardens, historic or artistic events and Shopping Tourism among 
others. These three kinds are frequently complemented and diffi cult to differenti-
ate sometimes. For example, trekking can be seen as a sport, a nature activity or 
a just another spare time activity within the reach of all tourists depending on the 
country and the promotional campaigns. Active Tourism includes many different 
activities related to rural and natural environments such as agro tourism, hiking, 
mountain bike, bicycle touring, canyoning, speleology and climbing, farm school, 
kayak, rafting, canoes, horse riding and free fall among others. On the other hand, 
Nature Tourism usually includes ornithology, hunting, recreational fi shing tour-
ism, as well as the interest for landscapes, the fl ora and fauna (Cano, 2006).

From the point of view of campaigns specialization and promotional coher-
ence (Lu & Lu, 2004; Feng et al., 2003), a fi rst interpretation indicates us that 
there are no clear differences between campaigns (Lehto et al., 2006). If the on-
line campaign for tourist consumer should have a series of characteristic from the 
electronic support and the technology innovation concept (Buhalis & O’Connor, 
2005), the analysis would show a different reality. The large quantity of cam-
paigns with images that do not match the general tourism typologies, can also be 
interpreted as a commitment of the main worldwide powers of tourism sector to 
establish their own promotional guidelines, with an emphasis on leaving standard-
ized categorizations aside and on the creation of the necessary tendencies which 
let them continue leading this industry at long and short term. Finally, from the 
point of view of the advantages of specialization with regard to tourism prod-
ucts and places (Kotler & Certner, 2004), creating tourism images and identities 
clearly differentiated (Fürisch & Robins, 2008; Wicks & Schuett, 1991), with very 
signifi cant values and specifi cally aimed at very concrete sectors.

In the United States of America, the leading power in world tourism, and other 
countries without NTO, where tourism is seen as a desirable form of economic de-
velopment that often provides a signifi cant number of jobs, the offi cial promotion of 
tourist in their states has also some monotonous and, as a whole, homogeneous pro-
motional campaigns. In general, in the fi eld of information and international promo-
tion, this model of promotion without NTO, common in the Anglo world with a little 
centralized structure and multiple national agencies (public and private), which are 
full of autonomy, it generate lower levels of satisfaction in receiver of the message 
to countries with NTO, as it requires more effort on the part of travelers in the search 
of information (Shields, 2006; Febas & Orensanz, 1982).
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The absence of the traditional regional as a structure frame of the tourist im-
age, not in any way corresponds with the actual impact that the regions have in the 
current organization of tourism. The results show that often, in many national tourist 
structures, most suppliers websites are regional tourist destinations, which mainly 
provide local tourist information and online services, accounting rising levels of 
autonomy, and even they enter confl ict with the own NTO (Lu & Lu, 2004; Noya, 
2004). Add to this the growing importance of domestic markets, which naturally 
feed on many destinations, especially in times of crisis like the present.

Finally, regarding technological tools, in addition to the use of traditional me-
dia and tourism promotion (advertising, television, radio, print media, personal sell-
ing, sales promotion, direct selling method, public relations, etc.), the development 
of new information Technologies and Communication, TIC, has currently enabled 
the use of the Internet position as one of the priority communication channels used 
by NTOs to provide information to potential tourists directly or indirectly. The na-
tional Web sites „allow to visit the site before then and later, therefore this visit can 
be classifi ed as a memorable experience” (Beerli & Martín, 2002; Standing, 2000). 
Although some years ago the network was often chaotic and wasn’t structured in 
a rigorous way (Buhalis, 1998), nowadays all tourism organizations increasingly 
use it to arrange their activities and services, making good use of its promotion and 
marketing advantages (Lu & Lu, 2004; Feng et al., 2003). 

What is more, tourism companies have the deep feeling that they cannot 
be considered sector leaders if they are not represented in the network and make 
good use of its promotion and marketing advantages, increasing their innova-
tion and competitiveness in the future (Buhalis & O’Connor, 2005). The future 
of e-tourism appears focused on technologies for the consumer, which will en-
able organizations to focus their profi tability through a network of associations. 
Consumers will increasingly become sophisticated and be more experienced and, 
therefore, it will be harder to please. The increasing introduction of technology 
facilitates cooperation among enterprises.

Internet has become a support for the industrial collaboration at all levels, 
as well as „marketplaces” electronic to consumers, making possible the creation 
of networks in all industrial areas while improving the interaction between the 
production of services tourism and distribution partners (Hakolahti & Kokkonen, 
2006; Buhalis, 1998). The ttechnologies of the websites help tourist destinations 
and agencies to reduce costs and attract customers from three instruments: the 
entertainment, shopping and information. So tourism and the Internet are an ideal 
combination (UNTWO, 2001). The offi cial destination website providing infor-
mation to potential visitors and are intended of promotion and marketing of the 
country, state, province or city. It happens the same with the DMO Web sites in its 
communication of the target image: after the decision has been made, it is greater 
the number of DMO Web sites consulted (Teichmann & Zins, 2008; Corigliano 
& Baggio, 2006). However, the problem with the web sites of national tourism 
begins to be the saturation and this leads to confusion for users, because the re-
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sponsible for tourism promotion seem to forget the user demands (Bowen, 2002). 
The image on line of offi cial websites can also provide information on the level of 
development of each country, showing what is the level of creative development, 
interactive, the level of access and transparency of information, solving consumer 
problems and technology management (Fursich & Robins, 2008).

The fact is that in all around the world, the online tourism promotion has 
a place of reference. The idea of creating an image and a distinctive identity among 
the countries that make up Africa is a rather complicated task, both because most 
countries are defi ned in a similar way as, for that it is more serious, because of the 
limited resources available (Fursisch & Robins, 2008). Australia and South Africa 
promote largely their regional tourism using Web sites to increase their strength 
in the market (Standing, 2000). The websites of the NTO in Singapore and Hong 
Kong, the fi rst two destinations in Asia, are also mindful of their strategic promo-
tional purposes (Lo & Law, 2007). In China, one of the most demanding interna-
tional tourist destinations and predictable world leader, the Chinese government 
initiatives encourage fi rms to make known their offer through the Internet, whilst 
they are commitment to progressive improvement of online tourist services (Lu 
& Lu, 2004).

Internet allows differentiation between tourism and direct interaction with 
people, and several authors describe how there is no signifi cant differences be-
tween a NTO and another. Most of the websites are designed as a visual mega-site 
(a good main page with colors and images with cultural aspects), offering only 
a short introduction with a link to fi nd out about different aspects of tourism. 
Therefore the NTO should consider changing its current online promotion: devel-
oping websites that can meet the expectations of users who visit them online to 
fi nd information on tourist activities, allowing them to book their trip online. If 
the sites do not provide the information that travelers want, they will go to another 
site. All in an area where it takes place a two-way communication between online 
travelers and the organization (Han & Mills, 2006).

The main role of DMO and NTO is to collect and provide information to 
consumers and also for the industry because it facilitates tourism promotions and 
the development of specifi c destinations. By using Internet technology they can 
reach a large number of travelers in an economical way, provide information more 
competitively than other traditional media (Alfaro, 2006). 

Conclussions
The international communication and promotional agencies (DMO and 

NTO), of the main international tourism powers strive to offer competitive prod-
ucts and orientate it to new trends in consumer demands. They also seem to be 
aware of the importance of concentrating its actions in the fi eld of specialization 
to meet the demands of increasingly demanding, trained and informed public. 
Nevertheless, the reality frequently puts us to a promotional and information offer 
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very general, standardized and insuffi cient defi ned for specifi c segments of the 
current tourism consumers. 

They for international tourism promotion, adopt very similar strategies and 
styles in the fi eld of promotion, and that the images which appear in the cam-
paigns show a very complex and generalized offer of tourism products, with sev-
eral standardized tourism typologies, mainly cultural and nature tourism and, on 
the other hand, new state of the art tourism modalities develop in a parallel way, 
suffi ciently differentiated, with very signifi cant values and specifi cally aimed at 
very concrete sectors. The main initiatives of these agencies to the new needs of 
current tourism markets seem to focus on several main action areas. In this way, 
we fi nd modifi cations of organizational structures and management models, main-
ly in order to create effi cient networks for coordination and cooperation among 
agents involved in tourism activity. Likewise, transformations in promotional ap-
proaches, brand and image, with the intention of getting an image and identity 
clearly differentiated and internationally competitive, at the same as uniform and 
coherent, away from stereotypes and generalizations.

In the same way, variations in the design and planning of online communica-
tion, and the increasingly use of TIC. mainly destined to optimize tourism infor-
mation and promotion through the Internet are frequent. Tourism and the Internet 
provide a suitable combination. Such actions are aimed at consumers who are 
increasingly sophisticated, experienced and demanding, and also face the growing 
problem of saturation and an insuffi cient interactivity of information and commer-
cial messages. A website looks to be a major (and, probably, it will be the only one 
in the future) tool to conduct business in the tourism fi eld.

Lastly, the emergence of regional tourist offi ces in order to promote a differ-
entiated way its own attractions in foreign markets is another trend in progression, 
especially in Europe, as well as establishment of networks and stronger coop-
eration mechanisms between the public and private national and regional levels. 
The creation and delivery of tourism products is based on partnerships between 
a range of organizations, including: transportation, accommodation, catering, en-
tertainment and cultural heritage. 

Traditionally, the main world tourism powers lay down guidelines in many 
areas. Their promotional campaigns are always an example and a reference to the 
other countries. Current markets are demanding to the tourism sector the constant 
adaptation of its services to the consumer, and the redesign of its promotional 
strategies to achieve a more complete interaction wit him.
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Abstract
In the presented article the author considers the impact of management 

professionalization level on the competitiveness of companies in the agricultural 
and food industry which belong to the WIG-Food subindex of the Warsaw Stock 
Exchange. The research of implementation of particular management functions 
depicts the current scope of use of these functions in such specifi c companies 
whose mission includes not only achieving excellent fi nancial results but is also 
conducive for ensuring the broadly defi ned food safety. The thesis discussed in the 
article is that, for companies, professionalization of management functions is the 
activity aimed at using all kinds of arising opportunities and desired tendencies 
and ensuring survival and development. An attempt was also made to demonstrate 
that management professionalization is an extremely important task for agricul-
tural and food companies leading to the concentration of activities which support 
effectiveness.

Introduction
Agricultural and food companies today form the basic element of food 

industry and indispensable source of food production in the agribusiness sec-
tor. The transformation period and adaptation process of agricultural and food 
companies to the standards of the European Union thoroughly changed the im-
age of the Polish food industry. Even in the pre-accession period we had been 
wondering if food industry was able to fully meet the requirements of the EU 
and develop dynamically. Food industry is after all one of the most important 
sectors of food economy and its adaptation to the effective functioning at the 
common European market depends on continuous modernization and changes 
taking place. The most important ones took place in the pre-accession period, 
namely between 1998 and 2003 and these were (Urban, 2004): thorough chang-
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es of ownership structures; formation of diverse and smooth business break-
down structure conducive to competition enabling the reconstruction of market 
regulation mechanisms; reconstruction of production structures resulting in the 
development of the offer of goods and its assortment abundance; progress in 
mixed production effectiveness related to work effi ciency and energy consump-
tion; acceleration in the modernization of manufacturing potential of the sector, 
restructuring of companies, supply of know how in the sphere of management, 
organization, marketing, quality systems, etc. Foreign investments, privatization 
process of companies were quite important for the reorganization of agricultural 
and food industry, which, in the face of expanding globalization, supported their 
development. Before the integration price and cost advantages over the EU food 
producers, which were later used, constituted a big opportunity. The scope of 
impact and the level of management professionalization on their competitive-
ness still remain an unsolved problem in the functioning of agricultural and 
food companies. It should be also settled if management professionalization of 
these companies does not limit the managers’ motivation to act as well as their 
creativity. For companies management professionalization is the activity aimed 
at using all kinds of opportunities arising and desired tendencies in the area 
of implemented management functions. In order to verify this hypothesis the 
analysis was conducted in the article of management function implementation 
in agricultural and food companies belonging to the WIG-Food index of the 
Warsaw Stock Exchange. An attempt was made to demonstrate that manage-
ment professionalization is an extremely signifi cant tendency for agricultural 
and food companies leading to the concentration of activities supporting the 
effectiveness. Management professionalization is also about strengthening and 
development of human capital, employing personnel management specialists, 
implementing personnel function, tasks related to personnel selection, training 
programmes, motivation, assessment and development of employees, which 
were implemented by both the middle and senior management of a company1. 
In agricultural and food companies the necessity to create the concept of person-
nel policy was observed both at the strategic and operational level. 

Research purpose and methodology
Agricultural and food companies are constantly looking for new solutions in 

the area of the long-term strategic and research – development policy they carry 
out to ensure management professionalization which is to result in high position-
ing of a company in the international arena in the future and ensure high effec-
tiveness of functioning in Poland. At present the companies of agricultural and 
food industry attempt to search for export opportunities, to win over new business 

1 Profesjonalizacja zarządzania zasobami ludzkimi, http://www.szkolenia.kolobrzeg.pl/, accessed 
on April 20th, 2011. 
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partners, to create the concept of effective foreign investments and to strengthen 
human capital they have (Firlej, 2010). Companies belonging to the WIG-Food 
index of the Warsaw Stock Exchange were purposefully adopted to constitute the 
research area. One of many reasons and absolutely the most important one sup-
porting such choice was the assumption that these companies, as capital market 
participants, aim at professionalization of functioning by means of participation in 
the capital market. Others are related to the necessity to maintain transparency in 
undertaken activities, the requirement of submitting periodic fi nancial statements 
and using principles of corporate order by entities quoted on the share market. On 
the basis of the analysis of the economic and fi nancial results of these companies 
it can be stated that they made use of favourable conditions after Poland’s acces-
sion to the European Union and recorded spectacular growth of export activity 
(Firlej, 2008). The research purpose of this article was to explore the attempts 
of management professionalization in the area of implementation of particular 
management functions in the companies belonging to the WIG-Food index. The 
functions are as follows: planning, organizing, motivating and controlling. The 
detailed purposes include: presentation of the present economic situation of com-
panies, description of adaptation strategies they use and identifi cation of the most 
benefi cial elements of the strategy in the aspect of the previous activities, attempt 
to determine the competitive position of Polish agricultural and food companies 
in the international arena and the methods they use to strengthen this position and 
use of resources intended for this purpose. The research was conducted on the ba-
sis of information, reports and fi nancial results published by companies between 
2004 and 2010. The WIG-Food index of the Warsaw Stock Exchange currently 
includes 18 companies2. Most companies belonging to the WIG-Food index carry 
out activities on the international market, which is a result of constant interna-
tionalization, necessity to penetrate and gain new markets and makes constant 
modernization and professionalization of activities absolutely necessary. The re-
search was conducted by means of retrospective analysis and the period covered 
by the research was the initial (lasting 7 years) phase of full membership of our 
country in the European Union being the most conducive to the development of 
food economy in recent years. In some cases the pre-accession background of 
functioning of the companies during the transformation of the Polish economy 
was also discussed, in such a way the importance of previous preparations in this 
area was emphasized.

2 The WIG-Food index on March 1st, 2010 consisted of the following companies: Ambra S.A. 
in Warsaw, Astarta Holding NV based in Amsterdam, Elstar Oils S.A. in Elbląg, Graal S.A. 
in Wejherowo, Indykpol S.A. in Olsztyn, Kernel Holding S.A. based in Luxembourg, Kofola 
S.A. in Warsaw, Makarony Polskie S.A. in Rzeszów, Mispol S.A. in Suwałki, Pamapol S.A. in 
Rusiec, Polski Koncern Mięsny Duda in Warsaw, Przedsiębiorstwo Cukiernicze „Jutrzenka” 
S.A. in Bydgoszcz, Przedsiębiorstwo Przemysłu Spożywczego PEPEES S.A. in Łomża, SEKO 
S.A. in Chojnice, Wawel S.A. in Kraków, Belvedere S.A. in Beaune in France, Wilbo S.A. in 
Władysławowo, and Zakłady Przemysłu Cukierniczego „Mieszko” in Warsaw. 
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Planning
Planning – being a management function, consists in determining the major 

objectives of an organization in the future, choosing means of achieving them3 
and it is an element of management which determines undertaking of bringing 
about phenomena which in reality could not occur spontaneously. Production 
planning and controlling in a company, according to M. Trocki, is a set of activi-
ties which includes the specifi cation of production tasks – concerning the type 
and the quantity of production results, run dates as well as quality and costs, 
ensuring material and organizational – technical conditions for performing them 
and monitoring production process and correcting it depending on disruptions 
which occur4. It seems extremely important to take account of particular plan-
ning stages which substantially determine their future in current activities of 
companies5:

− entrepreneurship stage – in this stage managers hardly use the planning 
function, instead they react to few problems that appear, 

− administrative gap stage – formalized planning begins to develop, espe-
cially in order to increase effectiveness, 

− expectation gap stage – the plans evaluating visions of further function-
ing of a company are developed, 

− strategic development stage – managers deal with problems of growth, 
look for methods of expansion and diversifi cation of activities of a stabi-
lized company.

In the case of companies belonging to the WIG-Food index it can be assumed 
that in the present situation they are in the strategic development stage. Since the 
quotation of their shares on the Warsaw Stock Exchange, and many times long 
before that took place, managers of these companies have been obliged to develop 
new solutions which would be conducive for generating profi t in a short period 
of time and as a result to the growth of value of a company. These companies are 
usually stabilized, however they are still searching for modern methods conducive 
to expansion and diversifi cation of activities. 

3 Leksykon zarządzania, Difi n, Warsaw 2004, p. 140.
4 Ibidem, p. 407, accessed on April 2nd, 2011.
5 Planning, http://www.planowanie.tk/, accessed on: April 2nd, 2011.
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Table 1. The most important strategic activities implemented by selected companies 
from WIG-Food index
Company Activities supporting implementation of company strategies in practice

Elstar Oils S.A. 
in Elbląg

The main principle of Elstar Oils S.A. strategy is aiming at developing 
and strengthening its position as a signifi cant manufacturer of refi ned 
and vegetable oils for B2B sector recipients. The Company objective is 
developing products for food processing industry recipients and creating 
a new production segment which are rapeseed biocomponents for the liquid 
fuel industry6.

Graal S.A.
in Wejherowo

The Company is interested in creating its own brands, introducing and using 
the most advanced production lines, maintaining very high quality standards. 
The strategic goal of Graal S.A. is to achieve the leading position on the 
canned fi sh market in Poland, inter alia, by means of acquisitions of other 
entities and constant improvement of the manufactured products and service 
quality7.

Indykpol S.A.
in Olsztyn

The Company, being the largest manufacturer of meat and turkey products 
in Poland with the leading position of the Group of Companies, is going 
to take the leading position in the export of meat and turkey products. The 
development strategy assumes constant growth of production potential and 
creating a vertically integrated organization8.

Makarony 
Polskie S.A. 
in Rzeszów

Makarony Polskie S.A. is one of the largest and most dynamically developing 
manufacturers of pasta in Poland. It has rich traditions and many years of 
experience9. The goal the group has set itself for this year – is to achieve an 
8% margin EBITDA (operating profi t plus depreciation)10.

Wawel S.A.
in Kraków

In 2006 the Wawel S.A. investment project in Dobczyce, related to the 
implementation of strategic plans of the company including the relocation of 
production to a new plant was completed, as a result a modern plant meeting 
all standards required during the production of food was built11. In 2011 
Wawel is planning investments at the level of 25 million PLN. The company 
is currently completing the expansion of the factory in Dobczyce. After the 
completion of works, the manufacturing capacities of the plant will increase 
by further 15–20%, which will make it possible to develop production within 
the next 2–3 years12.

6789101112

6 Elstar Oils, Perspektywy rozwoju, http://www.elstaroils.pl/articles/view/203:perspektywy-roz-
woju, accessed on May 4th, 2011.

7 http://www.graal.pl/, accessed on May 4th, 2011.
8 http://www.indykpol.pl/, accessed on May 4th, 2011.
9 http://www.makarony.pl/fi rma.html, accessed on March 5th, 2011.
10 The Warsaw Stock Exchange: The company of the day: Makarony Polskie, http://www.inwesty-

cje.pl/gpw/analizy/gpw__spolka_dnia__maka-rony_polskie;75610;0.html, accessed on March 
5th, 2011.

11 http://www.wawel.com.pl/pl, accessed on May 5th, 2011.
12 Wawel S.A. summarizes 2010, http://www.wawel.com.pl/pl/biuroprasowe/informacje/, ac-

cessed on May 5th, 2011.
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Seko S.A.
in Chojnice

The Company, being one of the leading processing fi sh companies in 
Poland, is planning to allocate funds obtained from the issue of shares for 
acquisitions of companies from the fi shing sector, construction of a new 
marinade processing production plant, development of sales network and 
sales department13. In the fi rst quarter of 2011 the Company completed 
the implementation of the planned investment project called „Rozbudowa 
zakładu przetwórni ryb” (Expansion of fi sh processing plant), conducted 
the initial start-ups of production lines and started the production in the 
new part of the production plant. New production lines are equipped with 
the most advanced devices and are highly automated. New lines are used to 
manufacture products which, until now, have been offered by the Company14.

Wilbo S.A. in 
Gdynia 

The Company has been functioning since 1987 and it has been listed as 
a joint-stock company on the Warsaw Stock Exchange since 1998. The 
plans of the company concern pursuing the policy aimed at strengthening 
the brands on the market and continuous search for new development 
opportunities. In 2011 the company is going to broaden a range of products 
and enrich its assortment15.

ZPC Mieszko 
S.A.
in Warsaw

Since the foundation Mieszko has been one of the most well-known 
confectionery manufacturers in Poland. Mieszko S.A. is a modern and 
dynamically developing company carefully monitoring the market and 
reacting to the changes that occur. Planned development and continuous 
training constitute the strategic goal of the company. The Company 
is planning to introduce modern solutions in the fi eld of production 
modernization and expansion of the assortment16.

Pamapol S.A.
in Rusiec

Pamapol was founded in 1993. Pamapol S.A. made its debut on the Warsaw 
Stock Exchange in June, 2006. The activities planned at that time, which 
consisted in obtaining capital, contributed to the implementation of strategy 
consisting in the expansion of Pamapol S.A. the Group of Companies. In 
such a way Pamapol S.A., the dominant company, was created and it is 
planning next investments. The current plans of the company concern the 
dynamic increase of the scale of activities and improvement in effectiveness 
of using the assets17.

Przedsiębior-
stwo Przemysłu 
Spożywczego 
PEPEES S.A. in 
Łomża 

The Company, being one of the most important agricultural and food 
processing plants in Poland, is the largest potato processing plant in Poland. 
The company is planning to increase the export of the products to world 
markets such as: Asia, North and South America and the European Union 
countries. In addition, the company is going to continue pursuing the 
expansive sales policy. Currently the company uses the most advanced 
technologies and machinery of reputable and the best world manufacturers 
and it is planning to modernize it constantly18.

Source: own work on the basis of the analysis of fi nancial statements of companies13141516 1718

13 http://www.sekosa.pl, accessed on May 5th, 2011.
14 Additional information to the quarterly report of SEKO S.A. for the 1st quarter of 2011. http://

grafi ka.parkiet.com/, accessed on May 5th, 2011.
15 http://www.wilbo.pl/, accessed on May 5th, 2011.
16 http://www.mieszko.com.pl/, accessed on May 5th, 2011.
17 http://www.pamapol.com.pl/pl, accessed on May 6th, 2011.
18 http://www.pepees.pl/, accessed on May 6th, 2011.
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For many years it has been observed that companies from the WIG-Food in-
dex have been reluctant to disclose the concepts of strategic development, which 
does not contribute to the increase of achieved profi ts and their development. Ag-
ricultural and food companies belonging to the WIG-Food index are companies 
using various strategies which constitute the type of planned activities and their 
implementation in practice (table 1). The main strategies used are:

− strategy of activity on the internal market,
− strategy of marketing in the foreign trade,
− strategy of international marketing (multinational, local),
− strategy of sub-global marketing (modular),
− strategy of global marketing, monolithic. 

The surveyed companies, for the most part, plan the development on the 
basis of the increase in commitment on local and international markets and the 
continuous increase in the internationalization level. Managers of these compa-
nies are interested in implementing the methods of international, multinational 
and global marketing (Gwiazda, 1999) which make the level of their commitment 
increase on foreign markets. Many companies are interested in increasing the ex-
port of their products, cooperating with the countries of Eastern Europe and the 
Asian markets. The willingness to take over other entities or to implement next 
investment projects e.g. greenfi eld (as a form of direct foreign investments) can be 
observed in the plans of many companies.

Organizing
Organizing is about combining different elements of an organization to make 

a whole which can achieve its goals. The organizing process consists in creat-
ing organizational structures where employees can cooperate in implementing 
strategies of organization19. In the Encyclopaedia of Management, the organizing 
process has been defi ned as ordering, assigning, coordinating activities and re-
sources of particular members of an organization, establishing cooperation within 
a specifi c structure of relationships and introducing specifi c order. Summing up, 
such management will make it possible to implement the specifi c plan in the best 
possible way and as a result of organizing structures of material and social sys-
tems are developed and their conscious allocation, taking account of approved 
goals and criteria, results in the exclusion of activities which are not intensive 
and effective20. Organizing process also concerns the recruitment of new person-
nel, modernization of relationship structure and job position planning. Delegation, 
namely the correct allocation of power, duties and rights of other employees and 

19 Leksykon…, op.cit., p. 140.
20 Management functions, http://mfi les.pl/pl/index.php/Funkcje_zarządzania, accessed on May 

5th, 2011.
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the coordination of departments is also important. The implementation of organ-
izing function in the companies belonging to the WIG-Food index was analyzed 
in eight companies (table 2).

Table 2. The most important activities related to implementation of organizing 
function by companies belonging to WIG-Food index21222324

Company Activities supporting implementation of organizing function of 
companies in practice

AMBRA S.A. 
in Warsaw 

AMBRA S.A., a trading company in Warsaw, earns more than two-thirds 
of revenues in Poland and the export to the Czech Republic and Romania 
constitutes the rest. It concentrates its activities on two main markets: 
commercial market and market of fi ne wines. Proper organizing of the sales 
system is to improve the profi tability and to infl uence the implementation 
of synergy with regard to the service of markets, distribution, production 
and purchase, which is to be supported by restructuring activities and 
concentration on the main assortment and brands. The company is also to 
close down unprofi table plants and aim for production concentration21.

Astarta Holding 
N.V 
in Amsterdam 

Astarta Holding N.V. is the dominant company of the group of companies 
founded in accordance with the Dutch law, among these companies Ukrainian 
Astarta-Kyiv sp. z o.o. serves a function as a holding company controlling 
6 sugar factories, 5 agricultural companies, a fruit and vegetable processing 
plant and a feed mixing plant22. Astarta Holding N.V. Group diversifi es its 
production, practises crop rotation, it is also engaged in farming and sale of 
grain as well as breeding cattle and it was founded by means of acquisitions 
and reorganization of subsequent sugar factories, agricultural companies and 
farms. It also has its own warehouses where the grain is stored23.

Polski Koncern 
Mięsny DUDA 
S.A. in Warsaw 

The company, within its reorganization, is looking for business partners 
on the market and in particular it is interested in the Asian market and the 
formation of groups of companies using synergy in action. The company 
implements diversifi ed investments and pursues strategies of industry 
consolidation (using possible opportunities with regard to mergers and 
acquisitions). Organizing process is conducive to the development of 
activities in the fi eld of distribution and processing and to activities aiming 
for the implementation of the main goal which is strengthening the leading 
position on the Polish meat market and strengthening the position on the 
European market. In addition, it intensively develops distribution network in 
Poland, develops its own brands, it is in the course of construction of a large 
centre for its own as well as service needs and develops investments in 
Ukraine24. 

21 Ambra, http://www.ambra.com.pl/ accessed on March 1st, 2010.
22 Oferta akcji zwykłych o wartości nominalnej 0,01 EUR każda (pol.) (The offer of ordinary 

shares at the nominal value of 0.01 EUR each). Astarta Holding N.V., accessed on March 4th, 
2010.

23 Astarta – Kiev, http://www.astartakiev.com/, accessed on March 2nd, 2010.
24 Duda, Polski Koncern Mięsny, http://www.pkmduda.pl/, accessed on March 3rd, 2010.
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Jutrzenka 
Holding S.A. 
in Opatówek 

The company is in the course of the implementation of expansion strategy 
to foreign markets and follows new trends constantly introducing product 
innovations. It undertakes a number of activities to develop its distribution 
network and to intensify sales on the EU market and to use the access to new 
sources of raw materials. The reorganization process assumes increase in the 
export of products to the countries of Central-Eastern Europe, the United 
States, Canada and the Near East. Implementation of organizing function 
in the company also concerns the purchase of Celmar Trading S.R.L. in 
Bucharest completed by Ziołopex at the end of 2005 and the foundation of 
a trading company in the Ukraine called Kolanski Trade Ukraine in 200625.

Kernel S.A. 
in Kiev 

The activities of the company in the middle of the nineties started with the 
export of agricultural products produced in the Ukraine and the purchase of 
silos to support the activities related to gaining grain. In 2002 the activities 
were expanded with another market segment by means of the purchase of 
sunfl ower seeds press in Poltava, as a result the Group ceased to be a trading 
company only and it became the manufacturer of agricultural products as 
well. At the same time Kernel S.A. started building a bank of agricultural land 
entering into long-term lease agreements of land located usually near the silos 
belonging to the Group. In 2004, using the continuing good economic situation 
in the Ukraine, the company decided to expand its activities with retail market 
and market of brand oils. For this purpose it purchased the „Sczedry Dar” brand 
along with the plants located in the eastern part of Ukraine near Luhansk. The 
plant consists of a press, refi nery and bottling plant. In 2006 the sector of edible 
oils was in the phase of consolidation and Kernel S.A. used the opportunity 
of signifi cant acquisition purchasing „Stożar”, the brand of bottled oils, along 
with the production assets of Evrotek – the main domestic competitor in the 
industry of food oils having the dominant market position in the Kharkiv area. 
As a result the Group managed to achieve the signifi cant increase in sales and 
to become the leading producer and seller of sunfl ower oil in the Ukraine. In 
2008 it purchased the second largest Ukrainian grain handling terminal in the 
Ilichevsk port. The purchase of terminal was, for Kernel S.A., one of the stages 
of expanding the marketing opportunities and creating the largest integrated 
supply chain in Ukraine: from agricultural cultivation and purchases of 
agricultural production from producers to handling exported grain in the port26. 

Mispol S.A.
in Suwałki 

The Mispol S.A. Group produces and distributes canned meat, pâtés, instant 
dishes and food for dogs and cats. Products are offered in Poland, in many 
EU countries, countries of the former CIS, the Balkan countries and in Israel. 
The Mispol S.A. Group of Companies includes the following production 
plants: in Poland (two in Suwałki including one in a special economic zone 
and two in Białystok), one in Belarus (in Grodno – a special economic zone 
and tax-free zone) and three modern plants in the Czech Republic. The 
Mispol S.A. group of companies has four production plants in Poland – two 
in Suwałki including one located in a Suwałki special economic zone and two 
production plants in Białystok. In addition, it has a plant in Grodno, Belarus 
in a special economic zone and three modern plants in the Czech Republic27.

25,26,27

25 Jutrzenka Holding S.A., http://www.jutrzenka.com.pl/, accessed on March 4th, 2010.
26 Kernel Holding S.A., http://www.money.pl/gielda/spolki_gpw/kernel;holding;sa,KER,o_fi rmie.

html, accessed on March 5th, 2011.
27 Mispol S.A., http://www.mispol.com.pl/, accessed on March 6th, 2011.
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Kofola S.A.
in Warsaw

The Kofola Group is one of the most important manufacturers of soft 
drinks in Central Europe operating in the Czech Republic, Slovakia, 
Poland, as well as Russia (focusing on the Region of Moscow)28. In 
2008 the merger of Kofola a.s. and Hoop S.A. took place, as a result 
the company KOFOLA-HOOP S.A. came into being. Kofola S.A. 
is one of the largest manufacturers of soft drinks in the countries of 
the Visegrád Group and in Central-Eastern Europe. The investment 
plans of the company include organization and achievement of vision 
of becoming the second largest player on the market of soft drinks 
in Central Europe and formation of the basis for achieving a similar 
position in Russia.

Belvedere S.A.
Beaune in France

Belvedere S.A. is a French company forming the holding company 
of producers of alcoholic beverages which the renowned Polish 
company Sobieski Sp. z o.o. also belongs to. The sales system of the 
Belvedere Group is divided into the markets of Europe, Asia and both 
Americas. It concentrates its activities on production, distribution, 
marketing and logistics in the sale of strong alcoholic beverages as 
well as Bulgarian wines. Permanent and dynamic growth contributed 
to the achievement of planned development stages and the increase 
in its shares on the market of alcoholic beverages. The company 
has one of the largest and the most effective sales structures. The 
company achieves 60% of total sales in Poland and the remaining 
40% of production is exported to most European countries as well as 
the USA, Canada and Brazil. The group has production plants, inter 
alia, in Lithuania and Ukraine and the Sobieski vodka is also bottled 
in Brazil29.

Source: own work on the basis of the analysis of fi nancial statements of companies2829

Analysing the activities undertaken by companies belonging to the WIG-
-Food index in the fi eld of implementation of organizing function, it can be ob-
served that the most important activities in the initial period of functioning included 
the ones which concerned formation and construction and later the ones concern-
ing modernization and restructuring transformations. The formation of group of 
companies using synergy in action was also an example of these activities. The 
improvement in functioning of companies depended on the type of the generated 
production and the industry which they functioned in. Proper organization of the 
production and sales system signifi cantly contributed to the creation of synergy 
and activity coordination in the service of markets, improved current profi tability, 
profi ts earned and value of a company. System of improvement of organizing 
function also consisted in reorganization of production process and application of 
modern and current production methods. Successively conducted activities in this 
area strengthened the position of the company on the market not only in Poland 

28 Kofola S.A., http://www.kofola.pl/spolka/informacje-ogolne, accessed on March 5th, 2011.
29 About the Company, http://www.sobieskivodka.pl/ofi rmie.html, accessed on May 5th, 2011.
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but also abroad. Financial results of the companies also clearly improved – it 
concerned the companies which, entering the capital market, were forced to carry 
out activities in the area of production and management systems reorganization. 
Acquisitions and mergers of companies, conducted many times, also constituted 
an element strengthening a company position, as a result the increase in concen-
tration level and the increase in the market power of the companies were taken 
care of. It also enabled the companies to adapt themselves to the level of current 
costs and prices of the dominant company in a given industry and their consolida-
tion. Within the implementation of organizing function, the companies searched 
for business partners on many markets and performed transformations under the 
applied strategies. The companies also took care of the extension of marketing 
opportunities, creation of integrated supply chains and use of opportunities arising 
from the plants’ location in special economic zones.

Motivating
Motivating means providing specifi c incentives for employees which cause 

desired actions and it is aimed at making employees act in accordance with the 
expectations of a manager30. From the functional perspective – it is one of the 
basic managerial functions consisting in forming the desired employee behaviour 
in order to perform specifi c tasks by means of the process of deliberate and inten-
tional infl uence on their behaviour. In the motivational activities incentives in the 
form of material and intangible tools may be used. Material tools: basic remunera-
tion, bonuses and rewards, security and retirement benefi ts and material benefi ts 
e.g. providing an employee with a company car or an opportunity of using sport 
facilities and other benefi ts. The most important intangible tools are: the status 
of a position, enabling an employee to develop, esteem, good effects of work, 
ensuring safety for employees or the image of an organization. The main factors 
motivating people to work were divided in 1957 by T. Herzberg into two groups: 
external factors (hygiene) and internal ones (motivational factors). Currently, it is 
assumed that motivational conditions are a set of circumstances determining the 
situation at work and making it free of problems and unpleasant situations for an 
employee. The following conditions can be distinguished among them: 

− economic conditions (pay level and job security),
− social conditions (interpersonal relationships, culture),
− physical conditions (hazards, technical conditions),
− organizational order31.
In order to examine the implementation of the motivating function in compa-

nies belonging to the WIG-Food index the analysis of motivational conditions was 
carried out which infl uence the whole of functioning of companies of agricultural 

30 Leksykon…, op.cit., p. 140 and 351–352.
31 Ibidem, p. 352.
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and food industry in the conditions of the market economy. As a result of the in-
terviews which were conducted it was stated that in the area of company business 
activity the infl uence of many motivational stimulants can be distinguished which 
infl uence the motivation of employees during operating activities in a positive 
way, enhance the organizational culture in a company and are often an inspiration 
for making changes concerning technical conditions at work or transformation of 
organizational order. The research on employee motivation to work itself, namely 
the actual specifi cation of economic conditions concerning the current pay level 
and job security proved that when comprehensive instruments of motivation sys-
tems in companies of agricultural and food industry are developed the following 
aspects should be taken into consideration:

− forming the pay level and effective remuneration system helps to use 
qualifi cations and skills of employees in an organized manner, which 
infl uences the management of available resources,

− employee shares and shares for the board members constitute a moti-
vation factor supporting effective company management, they are con-
ducive for using its strengths and market opportunities arising for both 
operating employees and the managers,

− thanks to an adequately high pay level and job security ensured in the 
long period there is motivation in a company in the fi eld of gaining and 
gathering intellectual capital which shapes the present goodwill of com-
panies, positions them not only on the domestic but also international 
market and infl uences their competitiveness,

− in many cases representatives of companies, when asked about the sig-
nifi cant motivation factors, mentioned the existing opportunity of being 
employed in a quoted company perceived well on the labour market, 
performing work which complies with the standards of occupational 
health and safety and using modern and safe devices in production 
processes.

In the researched companies, an attempt was made to meet the social condi-
tions to the greatest extent, with regard to interpersonal relationships being formed 
and current culture. After conducting the analysis of the needs, the company 
boards of directors conducted a signifi cant quantity of training courses consisting 
in workshops. For this purpose appropriate and individual projects were created 
and were used for meeting the needs of particular companies reducing the risk of 
the appearance and expansion of interpersonal confl icts. The training concerned 
the increase in innovation, human resource management (projects of investment in 
personnel), e-business support, development of food products, Polish export sup-
port, implementation of occupational health and safety standards, environmental 
protection and increase in competitiveness of companies of food industry. The 
employees are subject to periodical assessment, which undoubtedly determines 
and reinforces the scope of their competences, areas of development and need for 
training and reduces the risk related to the rotation of employees. 
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The research on companies, in the fi eld of motivating employees by meet-
ing physical conditions and creating organizational order, produced interesting 
results. Generally, employees perceive working conditions with which they are 
provided as correct in terms of safety and they do not recognize the need for 
strengthening them. Making production processes technical is considered to be at 
the highest possible level in all companies and according to the binding EU and 
world standards. 

Organizational order, even though it is often skipped by the employees them-
selves when they evaluate motivation factors, also plays a direct role among the 
employees of researched companies. The employees value the introduction of 
novelties and continuous search for more and more modern solutions in this re-
spect. They perceive mergers with other economic entities and their acquisitions 
in a very positive way making it clear that this must be an intentional activity, 
economically justifi ed, and it does not create inequality between them. The exam-
ples of the companies belonging to the index which recently have made success-
ful mergers and acquisitions: Jutrzenka Holding S.A. in Opatówek, Graal S.A. in 
Wejherowo, Kofola S.A. in Warsaw and Belvedere S.A. Beaune in France.

Controlling
Controlling is a process ensuring the correspondence of the planned activity 

in reality consisting in comparing the designated tasks with the obtained results. 
The implementation of controlling function in companies consists in the control of 
production quality, control of the projects and investment tasks being implemented 
and strategic control32. Each of these activities is equally important to ensure the 
proper functioning of a company today and in a long – term perspective. In the 
case of companies quoted on the Warsaw Stock Exchange fi nancial control which 
includes the analysis of fi nancial statements, index analysis and fi nancial review 
seems to be extremely important. Conducting fi nancial control provides the manag-
ers of companies with useful information which is communicated to their owners 
and the entities concerned (Griffi n, 2000). In the researched companies obligatory 
periodic controls are conducted in the area of quality of produced goods which are 
subject to the Polish and EU standards. All of the researched companies implement-
ed the principles of the HACCP system and ISO 22 000 standards. The use of the 
principles of the HACCP system made it possible to: identify hazards and describe 
preventive measures, identify critical control points, identify critical limits, specify 
monitoring system, specify corrective actions, establish record keeping and system 
verifi cation procedures. The introduction of ISO 22 000 makes it possible to: con-
duct analyses of hazards with regard to all measures of control, ensure better proce-
dures of diligence tests, establish more dynamic communication in the issues related 

32  Leksykon…, op.cit., p. 140 and 221–225.
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to food safety between suppliers, clients and other parties33. The control of projects 
and investment tasks and strategic control are in the range of using good practices 
of companies quoted on the Warsaw Stock Exchange. In 2010, the document Do-
bre praktyki spółek notowanych na GPW (Best Practices of Companies Quoted 
on the Warsaw Stock Exchange) was published, which included the goals of Good 
Practices of Companies such as: strengthening transparency of quoted companies, 
improvement in the quality of communication between companies and investors, 
strengthening protection of shareholders’ rights also in the materials not regulated 
by the law and, at the same time, not placing burdens on quoted companies, which 
are not balanced with the benefi ts resulting from the market needs. Therefore, the 
Best Practices pertain only to the domains where the use of the practices may posi-
tively infl uence the market valuation of companies and as a result reduce the cost of 
gaining capital34. The information concerning the importance of corporate govern-
ance in the development of exchange market and the principles of creating and using 
good practices can be found in the preamble of the document. Suggested recom-
mendations and good practices can be divided into 4 groups:

I. Recommendations concerning good practices of quoted companies.
II. Good practices implemented by the boards of directors of quoted compa-

nies.
III. Good practices used by the members of supervisory boards.
IV. Good practices used by shareholders (Firlej, 2011).
An unquestionable advantage of the obligatory compliance with good prac-

tices by food companies belonging to the WIG-Food index is the requirement 
that a periodical control of the compliance be conducted, which the researched 
companies make in the statements issued for that particular purpose and using the 
mechanisms of corporate supervision they become more transparent in the fi eld 
of functioning. Good practices constitute an important factor limiting corruption, 
perform the informative function for numerous international organizations associ-
ating many potential institutional investors as well as for entrepreneurs themselves 
and their managers. The concept of corporate supervision in companies, in quoted 
companies in particular, may refer to control mechanisms which are related to the 

33 HACCP namely Hazard Analysis and Critical Points Control is aimed at providing health safety 
of food products intended for consumers. The ISO 22 000 standard is directed at producers of 
food, additives, wholesalers and food retailers, http://www.poradnik-praca.pl/, accessed on May 
7th, 2011.

34 The Warsaw Stock Exchange updates the principles of Best Practices of Companies Quoted on 
the Warsaw Stock Exchange, http://www.corp-gov.gpw.pl/, accessed on October 10th, 2010. The 
www.corp-gov.gpw.pl webpage is the offi cial website of the Warsaw Stock Exchange devoted 
to the issues of corporate governance of companies quoted on the Main List of the Warsaw 
Stock Exchange and on NewConnect. On this webpage there are all materials concerning the 
implementation of the principles of Best Practices and the information about current events 
undertaken by the Stock Exchange and its EduPartners related to the corporate governance. This 
website also performs the function of communication tool between the Stock Exchange and the 
Companies.



145

impact of the whole economy on the sector of companies as well as to a broadly 
defi ned management sphere. Good governance principles used in a company most 
often regulate internal relationships between shareholders and internal bodies of 
companies. At this point a simple relationship should be observed: the larger the 
organizational unit, the higher the requirements concerning the rigours and trans-
parency of the corporate supervision system. Elstar Oils S.A in Elbląg is an ex-
ample of such company in the WIG-Food index. The home page of the company 
website informs us that „(…) the fundamental principle of Company activity is 
that the needs signifi cant for both its shareholders, the company as well as the 
society should be combined in business strategy”35, which clearly indicates the ob-
servance of principles. The Company provides its shareholders with protection of 
their interests through the implementation of the main goal of its activities which 
is defi ned as the maximization of company value. The way the company takes 
care of the implementation of „Best Practices” is expressed in the maintenance 
of environmentally-friendly approach to business as well as transparent corporate 
relationships, clear ownership structure and observance of minority shareholder 
rights. The Company Board of Directors perform its tasks in considerable cooper-
ation with many participants of the capital market and taking care of information 
clarity. The Company Board of Directors presented its activities concerning the 
implementation of „Best Practices” on April 30th, 2009 in the statement related to 
the application of the principles of corporate governance and stated that in 2008 
and 2009 the principles of corporate governance stated in the previous statements 
were met. In the statement, the company board of directors referred in detail to 
the fact of not meeting fully the detailed requirements defi ned as „Best Practices 
of the Companies Quoted on the Warsaw Stock Exchange”. Analysing the state-
ments of researched food companies it can be observed that additional control 
system created in this way may contribute to better fi nancial results, maintaining 
market position and effective use of the assets by companies. In the researched 
companies poor effectiveness of controlling the managers was also observed, who 
despite a number of mistakes made in the past, still receive high remuneration 
and pursue their plans. Unfortunately, as a consequence it will infl uence the dif-
fi cult situation of the companies which will have to meet their increasingly higher 
requirements year after year. It will also restrict the development opportunities of 
companies which, in the restructuring era, are at risk of losing fi nancial liquidity, 
which as a result leads to their bankruptcy. 

Summary
Functioning of agricultural and food companies belonging to the WIG-

-Food index on the Warsaw Stock Exchange is determined by many macro and 

35  Elstar Oils S.A., http://www.elstaroils.pl/articles/view/220:ad-korporacyjny, accessed on Octo-
ber 10th, 2010.
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microeconomic factors. Microeconomic factors in a special way infl uence the 
implementation of the management function, which is a result of adopted or-
ganizational structures and management systems. The conducted research and 
factual and fi nancial analysis indicate that the management professionalization 
of these companies does not limit their managers’ motivation to act and their 
creativity. On the contrary, it supports this phenomenon. Permanent profes-
sionalization of activities is supposed to support the activities related to com-
pany management and, in the future, infl uence the increase in profi ts and value 
of a company. Previous improvement of the management function in the re-
searched agricultural and food companies contributed to the implementation of 
many processes which resulted in taking the appropriate position on the domes-
tic and the international market.

The planning function – its implementation enabled the companies to cre-
ate new solutions conducive for generating profi t in the long period and leading 
to the growth of company value and it helps with the search for modern methods 
conducive to expansion and diversifi cation of activities. Agricultural and food 
companies are planning the implementation of investment projects in the long 
term supporting their development by preparation and implementation of their 
concepts which, being specifi c strategies, are refl ected in practice. The develop-
ment of the researched companies is based on diversifi cation and increase in 
activities on local and international markets and increase in the internationaliza-
tion level.

The organizing function – contributed to the creation of optimum organi-
zational structures in agricultural and food companies, which enable them to 
pursue adopted plans and effectively achieve the goals in an ordered manner. 
Implementation of the organizing function in companies belonging to the WIG-
-Food index concerned designing production processes at the time when the 
companies were established and modernization and restructuring transforma-
tions in the phase of growth. Care was also taken of correct coordination of tasks 
and use of synergy effects in action, which resulted in the improvement of the 
market service and increased current company profi tability. During the imple-
mentation of this function, manufacturing processes were reorganized in many 
companies, modern production methods and management systems were intro-
duced. Acquisitions and mergers of companies also constituted a supportive ele-
ment, thanks to which the concentration level and market power of companies 
increased. Company marketing opportunities were expanded through the crea-
tion of integrated supply chains and the opportunities of situating production in 
special economic zones were used.

The motivating function – taking this function into account in the current 
operation of agricultural and food companies justifi ed their activities in the area of 
creating incentives encouraging people to apply for a job in these companies and 
of permanent professionalization of those activities. Managers of the researched 
companies clearly required their employees to display the desired behaviour, con-
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sciously and intentionally coordinating their behaviour. Among the motivational 
activities, the material ones were considered most important, these activities to the 
greatest extent infl uence the behaviour of employees and motivate them to work 
more effectively. Employees consider the increase in basic remuneration to be 
the greatest incentive to work although they more and more often notice the role 
of bonuses, rewards and additional benefi ts. The researched companies also took 
care of correct shaping of interpersonal relationships and current culture. Depend-
ing on the needs, training courses and workshops were conducted which improved 
the qualifi cations and skills of employees.

The controlling function – the implementation of this function in agricultural 
and food companies belonging to the index mostly concerned ensuring the com-
pliance of planned activities with the achieved ones. It contributed to ensuring 
proper functioning of a company in the future. The most important tools which 
were used for controlling activities include constant fi nancial control including 
the analysis of fi nancial statements, index analysis and fi nancial review. Addition-
ally, obligatorily periodic controls in the area of quality of produced goods were 
conducted, care was taken to implement „Best Practices” required by the Warsaw 
Stock Exchange and the work of the managers was controlled.
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Abstract
Dynamics of economic processes in the world, especially the present fi nan-

cial crisis, creates many threats as well as opportunities for companies. Under 
such economic conditions, innovation capacity determines the level of competi-
tiveness. Therefore, a special attention should be paid to companies that, when 
entering the market, from the beginning want to upset previous rules by introduc-
ing new solutions, namely companies with start-up operation formula.

The purpose of this paper is an attempt to indicate conditions for operations 
of start-up companies, with particular focus on innovations as a factor determin-
ing the possibility of survival and development of these entities, and to conduct 
an analytic study showing condition and prospects of shaping the development 
environment of innovative companies.

Innovation as a determinant of the company development
Considering the level of diffi culty in conducting business operations by com-

panies under present crisis conditions (some economists claim that a real crisis is 
still upcoming), we should agree, without deeper divagations, with the statement 
that innovation is a key and one of the main determinants shaping the develop-
ment possibilities of contemporary companies, but, above all, of companies small-
sized and starting operations.

According to employees of the Harvard Business School, innovation is em-
bodiment, combination or synthesis of knowledge in the form of original, im-
portant and appreciated new products, processes or services1. On the other hand, 
Schumpeter defi nes innovations as discontinuous projects of new combinations 

1 Managing Creativity and Innovation, Harvard Business Essentials, Harvard Business School 
Publishing 2003.
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of manufacturing factors, pertaining to fi ve cases: introduction of a new product, 
introduction of a new manufacturing method, opening of a new market, gaining 
of a new source of raw materials and conduct of a new organization of economic 
processes (Schumpeter, 1960).

In this paper, as the basis, the defi nition of innovation included in „Oslo 
Manual: Guidelines for Collecting and Interpreting Innovation Data”, issued by 
the Organization for Economic Cooperation and Development and the Statistical 
Offi ce of the European Community in 2005, has been adopted. Polish institutions 
implementing EU funds, a part of which is presently focused on innovation devel-
opment, are based substantively on defi nitions included in the above manual. The 
authors of „Oslo Manual” have defi ned innovations as implementation of a new 
or a signifi cantly improved product (goods or service) or process, new marketing 
method or new organizational method in business practice, organization of the 
workplace or relations with the environment 2.

Already in the defi nition of innovation itself a division is included, permit-
ting distinction of innovation types. It seems right due to the presence of clear 
differences between innovative ideas and the willingness of their classifi cation.

The following types of innovations have been distinguished:
– innovations within products,
– innovations within processes,
– organizational innovations,
–  marketing innovations.
In the present study, an analysis of innovative start-up companies has been 

conducted. In order to be able to understand well their character of operation, inno-
vation types they are dealing with should be exactly defi ned. 4 types of innovations, 
based on the interpretation contained in the Oslo Manual, are discussed below.

Product innovation is introduction of a product or service that are new or 
signifi cantly improved within the scope of their characteristics or applications. It 
includes signifi cant improvement in terms of technical specifi cations, components 
and materials, installed software, ease in the use or other functional features3.

The term „product” designates not only goods, but also services. Product 
innovation may use knowledge and technology or may be based on the existing 
combinations of knowledge and technology. So that products could be regarded as 
new, they must differ signifi cantly with their characteristics or intended use from 
the products so far manufactured by the company. On the other hand, prepara-
tion of a new application for product, involving its small changes in the technical 
specifi cation, is called innovation within product.

Process innovation is implementation of a new or signifi cantly improved 
manufacturing or delivery method. This category includes signifi cant changes in 

2 Oslo Manual: Guidelines for Collecting and Interpreting Innovation Data, Third edition, Organi-
zation for Economic Cooperation and Development, Statistical Offi ce of the European Commu-
nity 2005, p. 48.

3 Ibidem, p. 50.
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technology, devices and/or software 4. This kind of innovations have a specifi c 
purpose, namely reduction in unit costs of manufacturing or delivery. They apply 
to raising the quality or delivering new or signifi cantly improved products.

Marketing innovation implementation of a new marketing method, involv-
ing signifi cant changes in design/structure of product or package, distribution, 
promotion or pricing strategy 5. The purpose of this innovation is improved sat-
isfaction of the customer needs and expectations. Companies benefi t from it in 
particular in the cases of opening new sales markets or when they want to improve 
product positioning to increase sales.

Organizational innovation is implementation of a new organizational 
method in operation principles adopted by the company, in organization of the 
workplace or in relations with the environment 6. Companies, when introducing 
organizational innovation, aim at achievement of better results through reduction 
in administrative and transaction costs, increase in the level of satisfaction with 
work, obtaining access to assets not being the object of trade exchange, as well as 
reduction in delivery costs.

The defi nitions related to types of innovations develop along with the econo-
my. Dynamic civilization changes are increasingly likely, also due to the fact that 
presently many entities work on innovation, namely: entrepreneurs, universities, re-
search institutes as well as shaping innovation culture of the society7. These entities, 
creating mutual relations with each other, create the innovation ecosystem, whose 
effi ciency of operation is a key element of conducting any innovative activities.

Innovative companies are often start-up companies. They are created even 
by corporations abundant in capital, but seeking in this way to make a unit associ-
ated with a given business independent. Therefore, innovative companies may be 
established in the following forms:

– individual start-up, 
– spin-off,
– spin-out.
Each of the above three forms of innovative entities can be considered as 

a new company-starting, however, between them basic differences can be found, 
requiring separate discussing. A start-up company is the one that has begun opera-
tions, regardless of its size. Most often, however, it is a small-sized company. At 
this stage, the company does not sell its products in a commercial manner yet. The 
newly created entity develops product and compiles marketing data. It usually re-
mains at this stage no longer than one year (Van Osnabrugge & Robinson, 2000).

4 Ibidem, p. 51.
5 Ibidem, p. 52.
6 Ibidem, p. 53.
7 An example may be, for instance, presently executed large project (whose participant is also the 

author of this paper) in the area of Little Poland: „Innovation Broker”, whose goal is, in short, 
to obtain synergic effects from cooperation of companies, universities and research units and 
business environment institutions.



152 

An individual start-up is created independently by the entrepreneur, or a group 
of shareholders for implementation of innovations. It is not a company related, in 
terms of capital and organizational, with other entity, and it decides on selection of 
partners on its own. Hence, there is a difference in characteristics of spin-off and 
spin-out companies. A spin-off company is a new company that has been estab-
lished by way of independence of employee/employees from the parent company 
or other organization (e.g. research laboratory, higher school), using intellectual 
resources of the parent organization for that purpose. Spin-off companies, as op-
posed to spin-out companies, are projects independent from the parent organization. 
Creation of a company through independence of research institutions employees or 
technical staff of large industrial companies often involves commercial use of tech-
nologies, technical knowledge and skills acquired in the parent organization. This 
process contributes, to a considerable extent, to popularization (diffusion) of new 
technologies in the economy. In some cases, a breakthrough discovery in a single 
scientifi c-research organization may cause a creation of a large group of new spin-
off companies. Examples may be, among others, transistor technology or technolo-
gies related to the structure of hard drives (Matusiak, 2008).

A spin-out company (internal start-up) is a new company, which has been 
established by employee/employees of the parent company or other organization 
(e.g. research laboratory, higher school), using intellectual and tangible resources 
of the parent organization for this purpose. Spin-out companies, as opposed to 
spin-off companies, are related in terms of capital and operations with the par-
ent organization. These relations may cover, among others, legal service, in the 
scope of accounting as well as marketing and use of distribution channels of the 
parent organization. Creation of this kind of companies, with regard to innovative 
projects, is a form of the use by the parent organization of enterprising potential 
of the founding team, keeping, at the same time, a partial control over the project 
development (Matusiak, 2008).

 Owing to a different nature of operation of innovative companies as com-
pared to standard companies, the management formula assumes a completely dif-
ferent form. In this case, emphasis is put on the innovation management. 

Strategic dimension of the innovation management 
Entrepreneurs more and more often attribute underlying meaning to innova-

tion, considering it a necessary condition of the market competitiveness. At the 
same time, they acknowledge that there is space for both breakthrough innovations 
and those defi ned as incremental – daily, systematic, often minor improvements 
that make competition lag behind the company. They apply not only to product fea-
tures, but to the entire – often underestimated – business processes, organizational 
structure, management methods and even funding model. The biggest successes are 
achieved by the companies that are able to focus simultaneously on both these areas. 
Innovative ideas appear in imperfect form, often they are not completely correctly 
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formulated either. With the passage of time, they undergo the process of shaping, 
thanks to which they become a perfected business plan and strategy.

In the company, two parallel processes of forming strategy occur: consid-
ered process and immediate process (fi gure 1). The fi rst of them is undertaken 
knowingly and is of analytical character. It is often based on strict interpretations 
of data on market growth, segment size, customer needs, strengths and weak-
nesses of competition and technological development directions. In this process, 
the strategy is formulated for a particular project, with start and end, and then is 
implemented „top-down” (Christensen & Raynor, 2008). An immediate strategy 
emerges in a grass-roots manner and affects determination of priorities, which are 
to be made on the current basis, and investment decisions of companies. These are 
usually operational decisions, and people making them are generally character-
ized by vision, futuristic or strategic approach. This type of strategy is created in 
response to opportunities and problems which have not been foreseen at the stages 
of analysis and planning in the process of creating the considered strategy. If its 
effi ciency is confi rmed in the immediate process, it can be formalized, improved 
and used. Therefore, it can be replaced with the considered one.

Funds allocation 
process 

Examined 
strategy 

 

Temporary 
strategy 

Investing in new 
products, services, 

processes and 
takeovers 

Real strategy 

Unexpected opportunities, 
problems and successes   

Value of the 
organization 

Better understanding of what is 
working and what is not 

Figure 1. Process of strategy formulation and implementation

Source: C.M. Christensen, M.E. Raynor, The Innovator’s Solution, Harvard Business School Press, 
Warsaw 2008, p. 243.

Figure 1 depicts impact of the processes of considered and immediate strategy 
creation on the real strategy. Ideas and initiatives, regardless whether or not resulting 
from considered or immediate process, pass through the fi lter of fund allocation proc-
ess, presented on the chart by a middle rectangle. The fund allocation process decides 
which from temporary and considered initiatives will receive funds and will be imple-
mented, and which will be rejected. The real strategy manifests itself in new products, 
processes, services and acquisitions, for which funds have been allocated.
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When making a decision on undertaking new innovative activities, a strict 
calculation is made in a zero-one system. It is due to the fact that there are two 
solutions: the project will be either success or failure. The factor to be taken into 
consideration is time, as capital shows impatience in relation to profi t. The invest-
ed time, money and knowledge make new projects use quickly the most promis-
ing opportunities for a breakthrough and secure themselves at a time when the 
parent organization falls in trouble. In the case of start-up companies, no growth 
means death of the project, as often capital shortages and small fi nancial liquid-
ity prevent transition to new activities or further work on the project. It means 
that a new entrepreneur must precisely analyze their strategy concerning entering 
the market, as it may turn out that they will not have soon or will not have at all 
any re-chance for implementation of the projects. While managing innovation, we 
should recognize possibilities that change over time. In start–up companies great 
attention is paid to product innovation, whereas companies with great experience 
on the market focus on process innovations. 

Start-up strategists must know what innovation life cycle looks like. It has 
a form of chart where factors infl uencing its aspect are emphasis on innovation 
and stages of innovation life/development.

The innovation life cycle model proposed by Abernathy and Utterback de-
scribes three distinct innovation development stages and is presented in fi gure 2. 
Both lines show changes occurring in innovative product life cycle.

Emphasis 
on 

innovativeness 

Product 
innovation 

Process  
innovation 

Stage 1 – Fluent 
 Research 
 Uncertainty 
 Flexibility 

Stage 2  Temporary 
 Mainly designing 

 

Stage 3  Specification 
 Standardization 
 Integration 

 
Figure 2. Innovation life cycle model by Abernathy and Utterback

Source: J. Tidd, J. Bessant, Managing Innovation, fourth edition, John Wiley & Sons, West Sussex 
2009, p. 40.

Fluid
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Initially, a big emphasis is put on testing product, test and increase in func-
tionality, therefore, when it is known what can be achieved, transition to the design 
proceeds, where emphasis is put, above all, on process innovations that will allow 
achieving lower costs. At the end, both the product and the process of its creation 
are already defi ned to a extent that standardization and reduction in emphasis on 
both innovative process and product proceed (Tidd & Bessant, 2009). Three life 
cycle stages are described in more details in table 1.
Table 1. Life cycle stages of innovation

Innovation 
characteristics Fluid stage Temporary stage Specifi cation stage

Competitive emphasis 
on:

Functional 
performance of the 

product
Product changes Cost reduction

Innovation induced 
through:

Information on 
consumer needs, 

technical data

Possibilities created 
by internal technical 

potential

Pressure on cost 
reduction, quality 

improvement

Dominant type of 
innovation

Frequent signifi cant 
changes in the product

Signifi cant process 
innovations forced by 
quantitative growth

Reduction in 
process and product 

innovations

Product line
Diverse, often 

containing standard 
project

It contains at least one 
permanent or dominant 

project

Most often one product 
standard

Production processes
Flexible and ineffi cient 
– aimed at experiments 
and frequent changes

They become more 
rigid and defi ned

Effi cient, often capital 
intensive and rigid

Source: J. Tidd, J. Bessant, Managing Innovation, fourth edition, John Wiley & Sons, West Sussex 
2009, p. 42.

Innovative start-up companies may achieve market success thanks to the 
management system that continuously creates added value for recipients, inves-
tors and employees. W. Janasz (2003) claims that improperly designed model of 
operations of the company destroys its value, while K. Obłój (2002) believes that 
there are companies that often do not know the logic of their business operations.

Variable conditions of operation of the company create the need for their dy-
namic management. For this reason, it may be said that the only constant and com-
mon characteristics in the management process is a continuous change in internal 
and external conditions of the company. The company has to undertake tasks con-
tinuously, adjusting the way of operation to the existing reality. The business man-
agement system should enable identifi cation and analysis of occurring changes and 
continuous adaptation of the manner of the company’s operation (Platonoff, 2009).

For innovative start-up companies, the best management concept seems to be 
the idea known as the blue ocean strategy. It consists in abandoning the destroy-
ing strategy of continuous coping with competition, and instead focus is put on 
differing from other companies, fi nding such a way of development so that the 
organization could truly became different, recognizable among other companies 
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(Kim & Mauborgne, 2011). According to the authors, principles of creating this 
strategy are as follows:

– elimination of factors regarded as certain on a given market,
– reduction in factors in operations of the company that do not meet stan-

dards of a given industry; thereby, an error of too wide offensive on the 
market should be avoided,

– strengthening of these factors in operations of the company that are its 
strength,

– creation of new value sources, not offered on a given market (namely 
fi nding appropriate niche).

The creators of this strategy believe that on the present market red oceans 
prevail. It means that operating companies adapt to requirements of the compe-
tition and focus most efforts on being equal to it. The competition remains, of 
course, an important aspect of market activities, but, in the opinion of the authors 
of the presented concept, it should not be an absolute priority. Differences be-
tween the blue and red ocean strategy are presented in table 2.

Table 2. Differences between red and blue ocean strategy

Red ocean strategy Blue ocean strategy

Defeating competition Creating new space on the market and 
recognizing competition as irrelevant

Meeting present market requirements Creating and grasping new market needs
Exchange on value/price principle Doing away with value/price exchange
Associating the entire system with 
a strategic choice between offer diversity 
and low costs

Association of the entire system 
with pursuing offer diversity and low price

Source: W.Ch. Kim, R. Mauborgne, www.blueoceanstrategy.com, June 2011.

The space of the blue ocean consists of markets not uncovered yet, custom-
ers who do not know a given company yet and competitors who lag far behind. In 
this space, as determined by Kim and Maunborgne, the most business movements 
take place, which defi ne character of the company, providing long-term profi ts.

Along with growth in the company and exploration of „the blue ocean”, an 
increasing role is played by the knowledge management, which consists in the fact 
that all processes in the organization are perceived as processes associated with 
knowledge represented by employees. It means that all of them contain elements 
of creativity, dissemination, regeneration and practical application of knowledge 
for survival of the organization (Szaban, 2007).

The innovation management allows obtaining competitive advantage, if at 
least one of three conditions is met: innovation is based on an innovative manage-
ment principle, opposing the established tradition; is systematic and includes all 
methods and actions; is a part of a large-scale program within innovations whose 
effects accumulate with time (Hamel & Breen, 2008).
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Innovative entrepreneurs must establish innovation management plan, and 
the most important tasks to be faced by them in the 21st century are:

– radical acceleration in the pace of strategic changes, regardless of the 
company size,

– making innovation a common and natural phenomenon,
– development of expressly satisfactory work environment, being an in-

centive for employees to increased efforts.
According to what was stated above, the innovation management is intended 

to create a company as fl exible as a change itself.
It may seem that the existing knowledge about innovations and their positive 

impact on the economy are so obvious that each state and company should create 
conditions for their fast and effective funding and implementation. 

Innovation market in Poland
From international statistics it results that states such as Finland, Ireland, 

Spain, Portugal and Greece, still 30 years ago, had similar GDP per capita – at 
a level of 70% of average for countries of the then European Union. In 2009, this 
ratio in Finland and Ireland was at a level exceeding 130% of the EU average, 
Spain was slightly above average, and Portugal and Greece remained at a level of 
70%. Consequently, we can look at it with certain refl ection, from a quite short 
time prospect, how these data changed over the last two years. Several reasons for 
this state of affairs can be mentioned. These can be factors occurring on a scale of 
global crisis, unreasonable and irresponsible policy of governments of particular 
states, and, as in the case of Japan, hardly predictable natural disasters. However, 
an element that would make it possible for all these economies to maintain a per-
manent foundation for reactivation is innovation. A wise and effective policy 
in this area may allow making a real civilization jump. Theoretically, Poland 
has such chance, but observing on which subsequent governments put emphasis, 
such a prospect may, unfortunately, be distant in spite of attempts of actions in 
this area.

In the U.S.A. successful companies are most often such which underwent 
many failures, and only at the implementation of subsequent ideas they began to 
earn big money. In Poland a small company that falls once must grapple with an 
opinion of loser for years. Therefore, often reasons lying in the sphere of mental-
ity cause preference of professional career based on the sense of safety rather than 
undertaking a courageous attempt of innovative entrepreneurship.

According to the criteria applied worldwide, the Polish economy is not in-
novative. Share of expenditure on research and development (R&D) in the Gross 
Domestic Product makes Poland occupy one of last ranks in the European Union. 
Also taking account of global comparison in terms of innovation, Poland occu-
pies distant, 49th rank (table 3), and, according to the forecasts, this rank may, 
unfortunately, decrease in the prospect, which is caused probably by increasing 
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competitiveness of other states and pressure on increase in their involvement in 
innovations.
Table 3. Innovation index of particular countries in the years 2002–2006 along with 
forecast for the years 2007–2011

Item Country 2002–2006 Forecast for 
2007–2011 Item Change in 

rankIndex Index
1 Japan 10 9.91 1 0
2 Switzerland 9.71 9.8 2 0
3 USA 9.48 9.56 3 0
4 Sweden 9.45 9.55 4 0
5 Finland 9.43 9.38 7 –2
6 Germany 9.38 9.51 5 1
7 Denmark 9.29 9.32 9 –2
8 Taiwan 9.28 9.42 6 2
9 The Netherlands 9.12 9.11 13 –4
10 Israel 9.1 9.33 8 2
11 Austria 8.91 9.16 10 1
12 France 8.9 9.15 12 0
13 Canada 8.84 9.15 11 2
14 Belgium 8.8 9 15 –1
15 South Korea 8.78 8.97 17 –2
16 Norway 8.73 8.94 18 –2
17 Singapore 8.72 9.03 14 3
18 Great Britain 8.72 9 16 2
19 Ireland 8.46 8.6 20 –1
20 Italy 8.41 8.74 19 1
21 Australia 8.37 8.5 21 0
22 New Zealand 8.17 8.42 22 0
23 Hong Kong 8.16 8.24 23 0
24 Slovenia 7.68 7.91 24 0
25 Spain 7.47 7,57 27 –2
26 Cyprus 7.34 7.85 25 1
27 Hungary 7.26 7.78 26 1
28 Czech Republic 6.83 7.07 31 –4
49 Poland 5.56 6.14 50 –1

Source: Prepared by the author on the basis of: Innovation: Transforming the way business creates. 
Includes a global ranking of countries, The Economist, Intelligence Unit, May 2007, pp. 28–31.

The level of expenditure on science and higher education does not arouse 
optimism either, to the contrary, it indicates the lowest, bottom limit, which, when 
exceeded, may bring negative results for many years, although in 2012 a small 
increase in expenditure on this purpose is planned. In Poland there is still an un-
favorable ratio of funding of research from the state budget (approximately 60%) 
as compared to funding from budgets of business entities (approximately 25%). It 
is shown on fi gure below.
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The budget 

Economic entities 

PAN (Polish Academy of Sciences) scientific units and research-development units 

International organizations and foreign institutions 

Other 

Figure 3. Structure of expenditure on R&D activities in Poland, according to 
sources of funding in 2004–2007 (current prices)

Source: Science and Technology in 2007, National Statistical Offi ce (GUS), Department of Industry, 
Warsaw 2009, p. 48. 

In the European Union this ratio is practically reversed. The state budget 
funds approximately 35% of research, and companies’ expenditure is 54%, which 
is presented on fi gure 4.
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The state budget 

Other national sources 

Economic entities 

From abroad 

Figure 4. Structure of expenditure on R&D activities according to sources of 
funding in the EU in the years 2002–2005

Source: Science and Technology in 2007, National Statistical Offi ce (GUS), Department of Industry, 
Warsaw 2009, p. 49.

Results of research on innovative activities carried out by the National Sta-
tistical Offi ce (GUS) indicate that the share of companies that introduced prod-
uct or process innovations in the years 2006–2008 was lower than in the years 
2004–2006. A low innovation index was not improved even by a leap growth in 
expenditure (43.8%) on innovation, from 17.8 billion PLN in 2006 to 25.6 bil-
lion PLN in 2008. In the service sector it amounted to 12.6 billion PLN and was 
higher by 51.8% as compared to 20068. In the industry as well as in the service 

8 Innovative Activities of the Companies in the Years 2006–2008, National Statistical Offi ce 
(GUS), Department of Industry, p. 4.
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sector the greatest share in expenditure on innovative activities was reported by 
expenditure on technical machines and devices (56.6% in the industry and 48.7% 
in the service sector). Expenditure on research-development activities was 8.1% 
of expenditure in the industry and 7.4% in the service sector. It is presented on 
fi gures 5 and 6.

Research and 
development activity 

Software purchase 

Purchasing knowledge 
from external sources 

Investment expenditures for 
machines and technical devices 

Investment expenditures for 
buildings and structures 

Staff training 

Marketing 

Other 

Figure 5. Structure of expenditure on innovative activities within product and 
process innovations in industrial companies according to types of innovative 
activities in 2008

Source: Innovative Activities of the Companies in the Years 2006–2008, National Statistical Offi ce 
(GUS), Department of Industry, p. 4.

In the years 2006–2008, among all industrial companies, only 8.3% cooper-
ated within their innovative activities with other companies or institutions, while 
in the service sector these were 6.6% of companies. It means a decrease as com-
pared to the years 2004–2006, when such cooperation was declared by 11.1% of 
companies, both in the industry and the service sector. The willingness to cooper-
ate increased along with the company size9.

9 Ibidem, p. 6.
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Research and 
development activity 

Software purchase 

Purchasing knowledge 
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machines and technical devices 
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Staff training 

Marketing 

Other 

Figure 6. Structure of expenditure on innovative activities within product and 
process innovations in companies from the service sector according to type of 
innovative activities in 2008

Source: Innovative Activities of the Companies in the Year 2006–2008, National Statistical Offi ce 
(GUS), Department of Industry, p. 4.

Cooperation most favorable for innovative activities of companies was co-
operation with suppliers of equipment, materials, components and software – in-
dicated by 39.1% among companies cooperating within innovative activities in 
the years 2006–2008 in the industry and more than a half (51.1%) in the service 
sector.

Other elements with substantial meaning for industrial companies were 
also customers – 18.7%, and for companies in the service sector – companies 
belonging to the same group of companies (18.8%) (fi gure 7). Share of partner-
ship institutions, such as universities, research and development units, scientifi c 
institutions of the Polish Academy of Sciences and foreign institutions involved 
in R&D, is alarmingly low. It is caused probably by unshaped in Poland, adequate 
culture of generating scientifi c projects that could be successfully implemented 
in the economy. In the case of universities, it can be caused probably by a neutral 
attitude of university authorities to academic entrepreneurship and lack of incen-
tives, both from the scientifi c and business environment10. Hence a big role and, 
at the same, hope to fulfi ll assumptions and achieve goals set for projects such as 
„Innovation Broker”.

10 Preparing and Conducting Research Concerning Supporting the Development of Academic En-
trepreneurship in Poland with Regard to Technology Transfer and Innovation. Report on Re-
search, PARP, Poznań 2005, p. 135.

structures
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Figure 7. Types of partnership institutions with which cooperation in the years 
2006–2008 is assessed by industrial companies and companies from the service 
sector as the most favorable for their operations in % of companies that cooperated 
within innovative activities

Source: Innovative Activities of the Companies in the Year 2006–2008, National Statistical Offi ce 
(GUS), Department of Industry, p. 7.

In the years 2006–2008, 13.3% of the surveyed industrial companies and 
14.9% of companies from the service sector introduced organizational innova-
tions, while 13.5% of industrial companies and 13.9% of companies from the 
service sector introduced marketing innovations. Total organizational or mar-
keting innovations were introduced by 19.7% of companies in the industry and 
19.8% of companies in the service sector. This information is included on fi gures 
8 and 9.
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In total 

Service sector Industry 

New methods with regard to relations 
with the environment 

New methods of tasks distribution and 
decision rights 

New methods in rules of conduct 

Figure 8. Share of companies that introduced organizational innovations in the 
industry and in the service sector in the years 2006–2008 according to types of 
introduced innovations

Source: Innovative Activities of the Companies in the Years 2006-2008, National Statistical Offi ce 
(GUS), Department of Industry, p. 9.

Service sector Industry 

In total 

New methods with regard to distribution 
of products or sales channels 

New media or techniques of products 
advertising  

Significant changes in the design/structure 
or packaging of goods or services 

New methods of shaping prices 
of goods and services 

Figure 9. Share of companies that introduced marketing innovations in the 
industry and in the service sector in the years 2006–2008 according to types of 
introduced innovations

Source: Innovative Activities of the Companies in the Years 2006–2008, National Statistical Offi ce 
(GUS), Department of Industry, p. 9.
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The presented results relate to companies where the number of the employed 
exceeded 9 people. They cannot be compared to the condition presented by in-
novative start-up companies, however, they are image of the whole innovation in 
Poland. In connection with this research, experts believe that Poland committed 
a considerable error during, among others, privatization, as it fi rmly insisted only 
on social packages. When an investor appeared earlier, they were offered purchase 
of a given plant provided that within fi ve years nobody would be dismissed. The 
Czechs and the Hungarians did it in a completely different way. They set two con-
ditions: social package and research package. They offered purchase of a factory 
along with an institute that could become useful for modernization of its produc-
tion, thus sale included a research institute in combination with a factory. If an 
institute operated within a factory for at least fi ve years and proved ineffective, 
then it could be closed. It turned out that in many cases such merger was favorable 
– for both the company’s owner and institute as well as for the state. Currently, it is 
extremely diffi cult to persuade a global company to launch a laboratory in Poland. 
Moreover, Poland does not have research staff for work in such laboratories either, 
as its considerable portion managed to change occupation or went abroad, and in 
spite of commonness of the studies, the need for education of new generation of 
well prepared scientists is still underestimated11.

Conclusions
The present crisis should stimulate more active thinking and more coura-

geous decisions. A rapid development of Finland began under conditions of a se-
rious crisis – Poland should also follow this way, for example, through effective 
implementation of the program Innovative Poland, in which it was noted that all 
developed countries had a similar ratio of expenditure on defense to expenditure 
on research and development of new technologies. On the other hand, in Poland 
this ratio is four to one. Nowadays, the world is complicated in any respect and 
probably it is necessary to allocate 2% of GDP for defense, however, 0.5% of GDP 
for R&D is a disaster. The Polish government should believe that achieving good 
results by the economy in the future may be achieved only by an appropriate level 
of education of future generations and building the innovative economy. On the 
other hand, entrepreneurs should take active part in building of innovative busi-
ness. It is even more necessary as there is no other way to build a modern state. 

One of formulas of action is pursuing initiatives focused on a broadly under-
stood cooperation between three sectors: business, science and administration (the 
public sphere). It is to create a special type of infrastructure allowing shaping of 
operations focused on innovative solutions. However, the climate and infrastructure 

11 Based on the interview with Michał Kleiber – President of the Polish Academy of Sciences, ad-
visor of the President of the Republic of Poland for research and development, former minister 
of science, manager of the works of the Foresight National Program, presenting development 
scenarios for Poland until 2020, Forbes, No. 01/2010, pp. 34–40.
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alone, without real, open and future and innovative actions, are not enough. There is 
a great need to support small innovative companies, basing the idea of their market 
philosophy on innovation. This trend does not relate only to the Polish economy – 
it seems that it relates to the whole European Union. However, a question appears 
whether funds allocated for this purpose and the manner of their use are correct. In 
other words, what are determinants of development of innovative entrepreneurship, 
of start-up type, what stimulates its development, and which factors restrict it. This 
issue, interesting, in the opinion of the author of this study, will be the object of re-
search carried out by him in the nearest period of time.

Summary
The study presents main conditions related to the possibilities of develop-

ment of companies focused on the formula of actions based on innovations.
Through indication of importance of innovations in the development of con-

temporary national economies, an attempt has been made to indicate importance 
of innovations and instruments stimulating development of start-up companies.

It is also important to determine the innovation level of the Polish economy 
and present on this background future trends in the Polish economy. 
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Abstract
In the current business model, organizations consider knowledge to be a stra-

tegic variable for maintaining the level of profi tability. They should therefore pro-
mote leaders who support the technology appropriate and necessary for manag-
ing knowledge. Few studies in the literature treat the direct or indirect connection 
between these two concepts. Based on the literature, we develop a theoretical 
model that shows interrelations between these concepts. 

Introduction 
In recent years, organizations have shown growing interest in knowledge 

management as a way to obtain greater benefi ts and a source of competitive advan-
tage. From the point of view of the theory of resources and capacities, knowledge 
management is understood as the identifi cation and exploitation of the collective 
knowledge of an organization to help the entity to compete (Alavi & Leidner, 
2001). Knowledge management enables the fi rm to increase its response capac-
ity and innovation by making knowledge visible and ensuring that it reaches the 
entire organization, developing a culture based on knowledge by fostering and ac-
cumulating behaviour such as exchange of knowledge, and constructing a knowl-
edge infrastructure or network of connections throughout the entity for interaction 
and mutual collaboration (Davenport & Prusak, 2001).

Knowledge management includes a set of activities that permit the organi-
zation to create value from the knowledge assets the fi rm possesses (Alavi & 
Leidner, 2001; Bou & Segarra, 2006; Gupta & Govindarajan, 2000; Staples et al., 
2001; Shin et al., 2001). The value or utility of knowledge management consists 
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of helping to construct a theory to explain the processes that facilitate the effi cient 
management of knowledge in the organization (Bueno, 2000).

Thus, knowledge management is widely considered to be a process that in-
volves diverse stages, taking into account at very least the acquisition, transfer, 
and utilization of knowledge (Alavi & Leidner, 2001; Darrow, 2003, 2005; Holz-
ner & Marx, 1979; Pentland, 1995). Many authors have studied related issues, 
such as knowledge management and ways of measuring it (Alavi & Leidner, 2001, 
Darrow, 2003, 2005; Chang Lee et al., 2005), transfer of best practices (Grant, 
1996; Spender, 1994), and the relation of knowledge management to organiza-
tional performance (Lee & Choi, 2003; Steensma & Lyles, 2000). However, we 
fi nd little literature on how each stage of the knowledge management process 
(acquisition, transfer and utilization) is infl uenced by the support of top manage-
ment, on how these stages interrelate, and on how knowledge management affects 
the entity’s performance. The last of these areas is the main focus of this study. 
Knowledge management is a set of dynamic and continuous processes in which 
all of the organization’s members participate independently of their position in 
the organization’s structure. At any moment, the individual in an entity can be 
involved in different aspects and processes of knowledge management (Alavi & 
Leidner, 2001) – hence the need for studying the interrelation between and mutual 
infl uence of each of the stages in the process of knowledge management.

 We must point out that knowledge acquisition includes all activities re-
lated to the search for, identifi cation of, and access to new knowledge that is rel-
evant to the fi rm (Alavi & Leidner, 2001). This activity is of vital importance for 
fi rms that work in dynamic, innovative, and changing environments like the cur-
rent ones. In today’s environments, social networks among the employees them-
selves, customers, providers, etc., as well as cooperation between fi rms, are the 
main source of acquisition of new knowledge (Bou & Segarra, 2006). Knowledge 
transfer is defi ned by Argote and Ingram (2000) as the process through which one 
unit is affected by the experience of another. The transfer of knowledge has reper-
cussions for both the individual and the other levels of the organization, groups, 
departments, and divisions, since it facilitates the transmission of know-how that 
each of these units generates (Schulz & Jobe, 2001). The use of knowledge in-
volves the application of the knowledge transferred among the different entities 
of the organization to the receptor unit. Its main objective is to identify the best 
practices for the organization, as these will enable the organization to maintain or 
obtain competitive advantage (Szulanski, 2000).

To do this, the following section presents a literature review of knowledge 
management and entrepreneurial performance, examining the relationship be-
tween them and proposing the corresponding proposition to be developed empiri-
cally. 
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Proposition

The infl uence of knowledge acquisition on knowledge transfer
Knowledge management is composed of a series of interdependent processes 

related to the phases of acquisition, transfer, and use of knowledge. The organiza-
tion can be involved in different processes simultaneously, making knowledge 
management a dynamic and continuous organizational phenomenon. Knowledge 
management thus consists of a set of processes and practices developed by indi-
viduals, as well as in groups and in the organization in general. At any moment 
and in any part of an organization, individuals and groups can be involved in dif-
ferent aspects and processes of knowledge management. Their processes are not 
independent, but are rather intertwined, although the relationship between them 
can be analyzed (Alavi & Leidner, 2001).

If we focus on each of the stages of the process of knowledge management, 
we can analyze the relationship between the acquisition and transfer of knowledge 
on the one hand and the transfer and use of knowledge on the other.

If we focus on the relationship between the acquisition and transfer of knowl-
edge, we fi nd that the organization invests in acquiring knowledge through differ-
ent activities and practices, such as hiring personnel or new engineers, reassigning 
workers in the fi rm, and possessing personnel who participate in continuing edu-
cation programs or attend professional conferences (Adler & Clark, 1991; Biskup 
& Simons, 2004; Fine, 1998; Huang et al., 2010; Jacobs, 2006; Kaiser et al., 
2009). All of these practices encourage the acquisition and transfer of knowledge 
by encouraging the process of exchange and interrelation between these stages. 
Research recognizes explicitly that the effi cacy of knowledge acquisition and 
transfer are interrelated in a dynamic and continuous way (Epple et al., 1996).

Just as the benefi ts obtained from the acquisition of knowledge at a spe-
cifi c moment depend on the previous level of knowledge of the team or person-
nel, the effi cacy of the knowledge transfer at a specifi c moment depends on the 
levels of knowledge acquired by both sender and receiver. Greater qualifi cation 
on the part of the sender means that he or she has more knowledge to offer, and 
a more qualifi ed recipient is better able to absorb and take advantage of the new 
knowledge transferred to him or her (Darr et al., 1995). Thus, an increase in the 
quantity of knowledge acquired by the organization’s personnel will encourage 
better and faster transfer of this knowledge. Not only does the entity with trained, 
committed personnel have more possibilities for exchanging better and greater 
knowledge, but the receiver also possesses greater capacity to absorb and exploit 
the knowledge acquired and transferred (Darr et al., 1995; Epple et al., 1996). 
Thus, knowledge acquisition and transfer are complementary strategies; the great-
er the knowledge acquired and the effort of acquisition, the greater the transfer of 
knowledge achieved. 
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For example, a team for the design of processes with a higher level of knowl-
edge acquired is capable of transferring more knowledge to the team designing the 
product. According to Jacobs (2006), the team for design of the product is more 
willing to receive knowledge from a process design team if it perceives that it has 
acquired a higher level of knowledge. The empirical results show that the effi cacy 
of the knowledge transfer is related to the degree of effort invested, as well as the 
levels of knowledge acquired by the personnel, teams, etc. who participate in the 
transfer (Argote & Ingram, 2000; Cummings & Teng, 2003). Based on all of this, 
we propose the following proposition:

P1. Knowledge acquisition will be positively related to knowledge transfer.

The infl uence of knowledge transfer on knowledge utilization
Knowledge transfer is encouraged by the specialization and knowledge that 

the organization’s personnel achieve in the different areas of knowledge, pro-
moting the use of knowledge to produce quality goods and services that require 
a combination of many areas of specialized knowledge (Demsetz, 1991; Grant, 
1996). This requires an exchange of knowledge from diverse sources trained and 
prepared to ensure the successful use of knowledge (Ridding & Catterall, 1998). 
The greater the quantity of knowledge transferred by the members of the organiza-
tion, the greater the use of this knowledge. For example, the knowledge acquired 
to put a radio in a chip does not ensure the production of a miniature radio. To use 
the knowledge, one must transfer the knowledge possessed by specialists in mini-
aturization, design of microprocessors, design of materials and ultra fi ne precision 
bodies (Prahalad & Hamel, 1990).

On the other hand, the fi rm must incorporate the processes acquired and 
transferred deliberately in order to improve the use of this knowledge and the 
processes and products developed (Jantunen, 2005). If more knowledge is ex-
changed, there will be greater probability that this knowledge is used properly 
and greater capacity of the organization to act more rapidly when given a business 
opportunity. Based on the foregoing, we propose the following proposition:

P2. Knowledge transfer will be positively related to knowledge utilization.

The infl uence of knowledge acquisition, knowledge transfer and 
knowledge utilization on organizational performance

The theory grounded in the resources and capacities of the fi rm stresses the 
resources and assets that the fi rm possesses based on competitive success (Bar-
ney, 1991; Galunic & Rodan, 1998; Hoopes & Postrel, 1999; Peteraf, 1993; Pra-
halad & Hamel, 1990; Wernerfelt, 1984). Among these, we stress knowledge as 
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a crucial resource and source of competitive advantage (Grant, 1996; Liebeskind, 
1996; Longon et al., 2009; Spender, 1994; Teece, 1998; Teece et al., 1997). 

This knowledge should be managed properly in all of its stages (acquisition, 
transfer and use) to improve organizational performance (Nonaka & Takeuchi, 
1995). However, analyzing the relation between the effects of stages of the knowl-
edge management process and organizational performance is not an easy task 
(Lee & Choi, 2003). It involves intangible goods that are diffi cult to measure and 
whose impact on the overall performance of the business is diffi cult to determine 
(Carlucci et al., 2004). Based on the theory of the knowledge value chain, Lee and 
Yang (2000) indicate that these stages in the knowledge management process (ac-
quisition, transfer, and use) are interrelated, such that a benefi t in one of these ac-
tivities leads to improvement in the rest of the chain. If a fi rm carries out any of the 
activities in the knowledge chain, this activity will lead to an improvement in its 
competitiveness and performance, also permitting the fi rm to obtain or maintain 
a competitive advantage over time, whether through greater productivity, agility, 
level of innovation or reputation for the customer.

Knowledge acquisition has been analyzed from different perspectives. One 
of the most studied is the international perspective, which focuses on collabora-
tion and alliance between multinational fi rms. Different studies show the exist-
ence of a positive relation between knowledge acquisition and performance (e.g. 
Inkpen, 1998; Inkpen & Beamish, 1997). Steensma and Lyles (2000) analyze 135 
Hungarian multinational fi rms and fi nd a positive relation between the acquisition 
of knowledge in a fi rm and its performance. The capacities derived from knowl-
edge acquisition provide a continuous competitive advantage revealed in improve-
ment of the fi rm’s overall performance; that is, the acquisition of knowledge has 
a signifi cant and positive impact on performance, especially in the construction of 
employees’ competences but also in terms of the fi rm’s results and overall satis-
faction of the fi rm (Lyles & Salk, 1996; Steensma & Lyles, 2000).

Based on the theory of resources and capacities, the knowledge acquired by 
the organization at a given moment can be used to create and increase the fi rm’s 
competitive capacity. More specifi cally, this theory indicates that knowledge ac-
quisition and the characteristics in which knowledge acquisition is developed 
(learning capacity, active participation of the organization’s members, confl icts 
and differences between the members, organizational structure, etc.), contribute 
in a general way to increasing entrepreneurial performance, thus facilitating the 
adaptation and creation of competitive advantages (Lyles & Salk, 1996).

The impact that knowledge acquisition has on the fi rm is generalized, since 
it is recognized that knowledge acquisition not only provides a vision of new 
business transactions, development of new products, improvement in the differ-
ent forms of production, etc., but also infl uences the development of new systems 
and the entrepreneurial structure (Si & Bruton, 2005). Based on the foregoing, we 
propose the following proposition:
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P3. Knowledge acquisition will be positively related to organizational performance.

Once knowledge is acquired, its transfer becomes vitally important for im-
proving the result. In contrast to tangible and consumable materials, knowledge 
that the fi rm possesses or has recently acquired increases with the transfer and use 
of this knowledge, since this enriches the receiver and the organization in general 
(Davenport & Prusak, 2000). The knowledge acquired must be shared among the 
workers, so that it fl ows throughout the whole organization and thus will reduce in 
general the overall costs of the fi rm, for example, by avoiding repetition of errors 
or by making production processes more fl exible (Gruenfeld et al., 2000; Ladd & 
Heminger, 2003; Puck et al., 2006), thereby contributing to greater performance 
and general success of the organization (Alavi, 2000; Baum & Ingram, 1998). 
Bresman et al. (1999) hold that the success of knowledge transfer is a prerequisite 
to obtaining satisfactory fi nancial performance.

Organizations that are capable of transferring knowledge effectively from 
one unit to another are more productive and have greater probability of survival 
(Argote et al., 1990; Darr et al., 1995; Baum & Ingram, 1998). Thus, for example, 
knowledge transfer between multinational units becomes a fundamental activity, 
since it enables the connection and coordination of parts of the fi rm that are geo-
graphically distant and thus separated from each other. We fi nd an example of this 
in the study by O’Dell and Grayson (1998), who analyze the effects of the transfer 
of best practices on the fi rm’s results. The fi rm Texas Instruments generated 1500 
million dollars in manufacturing capacity for silicon memory chips by transfer-
ring and sharing best practices among its thirteen manufacturing plants. In the 
Chevron network, 100 people who share ideas about managing the use of energy 
have generated an initial savings of 150 million dollars for the organization.

This relationship between transfer and improvement in organizational per-
formance should be analyzed empirically and not assumed theoretically, since 
the performance obtained from knowledge transfer depends on the internal and 
external factors that facilitate or impede the process, factors such as the transfer 
of experience, capacity for transfer, and psychological or cultural distance. These 
factors cannot always be controlled and manipulated by the fi rm, potentially caus-
ing effects such as loss of knowledge or misinterpretation, which also have reper-
cussions on the results (Pedersen et al., 2003). On other occasions, the costs of 
knowledge transfer are very high, primarily due to the efforts of codifi cation and 
teaching for the different recipients (Kogut & Zander, 1993). 

Various authors consider knowledge transfer to be generally benefi cial for or-
ganizational performance and key to organizational learning as a form of devel-
oping and maintaining the organization’s competitive advantage (Bresman et al., 
1999; Zander, 1991). Haspeslagh and Jemison (1991) analyze how knowledge 
transfer leads to the creation of global value for the organization. On the other hand, 
authors like Szulanski (1996) indicate that knowledge transfer can infl uence organi-
zations’ performance positively, since it enables the replacement of ineffi cient prac-
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tices by other practices that have demonstrated greater effi ciency, the replication 
of best practices throughout the organization (Lubit, 2001; Schulz & Jobe, 2001), 
and the identifi cation and exploitation of economies of scale and scope related to 
knowledge (Schulz & Jobe, 2001; Husted & Michailova, 2002). There is also evi-
dence that knowledge transfer facilitates integration and coordination among the 
organization’s members, since it increases the overlap of knowledge among indi-
viduals (Grant, 1996; Lubit, 2001; Nonaka et al., 1998; Nonaka et al., 2000; Schulz 
& Jobe, 2001) and stimulates innovation, encouraging mutual learning and coopera-
tion (Tsai, 2001). Likewise, the transfer of knowledge can make the fi rm’s activities 
more diffi cult to imitate, since knowledge transfer increases the knowledge base 
(Schulz & Jobe, 2001). External knowledge transfers enable access to knowledge 
that may be necessary for the fi rm’s success (Dyer & Nobeoka, 2000; Subramaniam 
& Venkatraman, 2001; Foss & Pedersen, 2002; Kotabe et al., 2003). Based on all of 
the foregoing, we propose the following proposition:

 
P4. Knowledge transfer will be positively related to organizational performance.

Finally, we must examine the use of knowledge acquired and transferred, 
since this use is crucial for the survival and success of entrepreneurial strategy 
(Grant, 1996; Hedlund & Nonaka, 1993; Nonaka, 1991; Spender, 1994). A strat-
egy for utilization of knowledge will be refl ected in an increase in organizational 
performance and greater market value of the products manufactured and of the 
organization in general (Day, 1994; Teece, 1998; Teece et al., 1997). Not using 
the knowledge available properly, especially in today’s turbulent and uncertain 
market conditions will impede the creation of market value and the obtaining of 
competitive organizational advantage (Grant, 1996; Spender, 1994; Teece, 1998; 
Teece et al., 1997; Wiig, 1997).

In general, the use of the knowledge acquired and transferred will be evident 
in lower costs and higher profi t margins for the fi rm (Nonaka, 1994). It is diffi cult 
to imagine a situation in which a fi rm obtains benefi ts without attributing part of 
them to the knowledge used (Liebeskind, 1996). There is, therefore, a positive and 
signifi cant relationship between the use of knowledge and the generation of com-
petitive advantages and improvement in entrepreneurial performance (Claycomb 
et al., 2002). Organizational performance comes from the use of the knowledge 
acquired previously and transferred within the organization (Grant, 1996). Along 
these lines, Siekman (2002) analyzes how the use of the knowledge acquired and 
transferred in the product supply chain leads to greater effi ciency in the costs of 
design and manufacturing, as well as decrease in the time between the launch pro-
gram and the fi rst delivery of the product to the customers. Gold et al. (2001) show 
the existence of a positive relationship between the use of knowledge and the fi rm’s 
effi cacy. Based on the foregoing, we propose the following proposition:

 
P5. Knowledge utilization will be positively related to organizational performance.
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Conclusions
The current business model, characterized by the existence of global and 

dynamic markets, requires additional effort from the entrepreneurial world if it 
wishes to maintain competitive levels. One must create a new organization that re-
volves around the knowledge of its components, converts intellectual capital into 
structural capital and generates fi nancial capital based on knowledge – ultimately, 
an organization that converts knowledge into competitive advantage (Zapata et 
al., 2009). Technology fi rms are a clear example of dynamic, changing and com-
petitive organizations that adapt continuously to the speed of change and market 
needs. This requires the development of constant innovations in order to respond 
to the new conditions required by market demand. With this approach, fi rms study 
and analyze what is most strategic at each moment, making knowledge a key and 
primary element for maintaining their competitive advantage (Grant, 1996).

Knowledge management involves the different but interdependent processes 
of acquisition, transfer and use of knowledge. At any point in time, an organization 
and its members can participate in chains of multiple knowledge of management 
processes. As such, knowledge management is not a monolith but a dynamic and 
continuous organizational phenomenon (Alavi & Leidner, 2001). In this research, 
we have shown that there are positive relationships between each of the stages in 
the knowledge management process and that these processes are not independent 
but instead intertwined (Alavi & Leidner, 2001).

 Organizations should have motivated personnel who are willing to learn 
from others. Because there are more possibilities for exchanging better and more 
knowledge (Darr et al., 1995; Epple et al., 1996), an increase in the quantity of 
knowledge acquired will encourage improved and more rapid knowledge transfer. 
Thus, acquisition and transfer of knowledge are complementary strategies; the 
greater the knowledge acquired, the greater the transfer of knowledge achieved.

The organization should also incorporate the processes acquired and trans-
ferred in order to improve the use of this knowledge and the processes and products 
developed (Jantunen, 2005). The greater the knowledge exchanged, the greater 
the probability of using it will be and the greater the capacity of the organization 
to act more rapidly when there is a business opportunity.

Organizations that operate in the current market must be aware of and at-
tempt to improve the phases of acquisition, transfer and use of knowledge. The 
massive use of Internet and new technologies are tools that provide a source of 
new knowledge, both internal and external. The use of an intranet platform, busi-
ness blogs and social networks services has increased constantly. For example, 
the use of social networks strongly encourages the process of knowledge transfer 
between the different members of work groups and even among other groups, 
since it connects all of the members of the organization, from the director to the 
individual machine operator (McAfee, 2006). The percentage of fi rms that operate 
in social platforms and networks has been increasing progressively, indicating an 
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emerging tendency to generate and use technologies to support strategic decisions 
promoted by the organization’s members themselves, thereby enabling active par-
ticipation of all members. These platforms should be properly managed, since 
they permit improvement of the organizational processes of acquisition, transfer 
and use of knowledge (Alavi & Leidner, 2001). They should thus be considered as 
important to the organization in order to maintain competitive levels.
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Abstract
The article presents the defi nition of crisis in an organization as a condition 

of threat to its market existence as a result of depletion of survival possibilities in 
the previous structure of system solutions. A crisis means the need to search for 
paradigms other than the previous ones on the basis of which it will be possible 
to build a new generation system. The article presents types of crises according to 
various criteria as well as their symptoms. Monitoring symptoms of crisis enables 
prompt reaction preventing the escalation of phenomena that are negative for 
an organization. This is possible owing to the activation of an effi cient system of 
early warning against hazards in the organization. The tasks of such system have 
been defi ned in the part which ends the present study. 

Introduction
Crisis phenomena constantly accompany the activities of an organization. 

They are a result of searching for new methods of coping with problems appear-
ing in system operation. The nature of every new solution is that by eliminating 
old dysfunctions it creates new, so far unknown, ones. One should thus accept the 
thought that the tension between the existing condition and the new one is not 
something natural and the problem we face is learning how to manage such a con-
dition. The faster the pace of changes in the environment, the faster the process of 
transformation of an organization from one condition of its system existence into 
another one should proceed. Therefore, a crisis is a condition of special natural 
tension which encourages searching for new paradigms which are the basis for 
construction of work organization methods different than the previous ones. The 
awareness of contemporary practitioners and theoreticians more and more com-
monly refl ects the view which says that the today’s environment characterised 
by the so far unknown pace of changes of the traditional approach to company 
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management does not lead to the intended results. Organizations should direct 
themselves towards more dynamic concepts in which accents are shifted from 
strategic planning to strategic thinking (see: Krupski, 2005). 

Notion and source of crisis of organization
A crisis can be defi ned as a course of events which is unfavourable for an or-

ganization in its environment and limits development possibilities of a given entity, 
which, in extreme cases, may pose a threat to its further existence (see: Grajew-
ski, 2010). On the other hand, J. Skalik defi nes a crisis situation as a condition in 
which it comes to a permanent disturbance of the general balance of an organization 
and a threat to its existence and, as a consequence, its inability to regulate its due 
amounts (see: Skalik, 2005). Taking into account the course of organization life 
cycle, one may also specify the defi nition of a crisis which means such a condition 
of an organization in which possibilities of its further existence residing in the so far 
used structural solution have been used up (see: Czerska et al., 2001). 

The statement that the world evolves from one crisis to another is obvious, 
since it has been confi rmed by past experience. The economic cycle, already 
known for a long time, sets subsequent stages of civilization development, which 
is continuously created by people, who constantly seek new technologies which 
make their earthly existence easier. However, every new technological or organi-
zational solution allows to eliminate old problems while immediately creating 
the new, so far unknown, ones. This process is on-going and, in its essence, is 
the effect of permanent absence of satisfaction of the human civilization with 
the achieved present condition. It means in practice that a crisis and tensions in 
development processes are natural and, in a way, objective and, in this sense, pro-
innovative. The history of the last two centuries provides us with much evidence 
of the impact of crisis phenomena on civilization transformations. The analysis of 
development trends and designing future events on this basis has proved wrong 
many times, due to appearance of phenomena which have turned out to be very 
diffi cult to predict. Typically, crisis phenomena have been appearing as a result 
of activation of a peculiar regularity which can be described in the following sen-
tence: in each success lays a seed of future failure, provided that it is assumed that 
success can be copied on the basis of premises which are the same as those in the 
past. Meanwhile, in time the sources of current success deplete their energy and 
do not affect the course of future events with a similar force. One may also risk 
the opinion that exactly these sources generate phenomena whose impact effi cacy 
becomes outdated with the passage of time. All civilizations known so far have 
been developing and achieving success and advantage over other civilizations 
as a result of activation of a development mechanism e.g. by creating attractive 
conditions for trade, industry (manufacturing), new technologies and, which has 
usually turned out to be the most important, institutional structures building the 
system „from the top to the bottom”. These processes allowed to build a peculiar 
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competitive advantage over other systems by simultaneously activating actions 
and reactions of the competitors which were natural under such conditions. They 
were able to catch up with and surpass the previous leaders when (see: Grajewski, 
2009):

1)  the sources of success as a result of which the previous dominant party 
maintained its position have been depleted,

2)  one managed to formulate ideas creating development better than the 
previous ones and thus use the possessed potential better.

Types of crises and ways of overcoming them 
The contemporary world of business and economy undergoes rapid transfor-

mations. The growing economic crisis puts a question mark over the paradigms 
which so far have been prevailing in economics. A paradigm is: a set of character-
istic beliefs and prejudices of some community of researchers, its working set of 
instruments, a historically variable consensus which enables progress of knowl-
edge about the examined section of reality, not coming back to the issues which 
have been already agreed, solving subsequently emerging problems on the ground 
of this paradigm, which, as a result, leads to accumulation of knowledge about this 
reality (see: Krzyżanowski, 1992). A paradigm functions until better ways of solv-
ing problems on its basis appear or the change of mechanisms forming the reality 
of an organization results in its rejection and replacement with a different para-
digm. A change in paradigms, and in fact their passing and becoming outdated is 
usually a result of two processes with nature unspecifi ed by any paradigm. Firstly, 
the appearance of consecutive stages of civilization development created by peo-
ple, secondly, the development of science being a result of clashes between views, 
revolutionary scientifi c discoveries, beliefs about effective formulas or attachment 
to the prevailing concepts. Therefore, this is a process of formation, consolidation 
and then overthrowing of old and appearance of new paradigms, prevalent for 
a given time1. The accretion of crisis phenomena may be thus a symptom of one 
of two types of phenomena: entering of an organization into the phase of depres-
sion in an economic cycle or depletion of previous grounds on which the idea of 
its operation or, in a larger scale, operation of the whole macrosystem is based. We 
have presented the categorization of types and sources of crises in table 1.

Usually crisis phenomena in companies proceed as a process of accumula-
tion of events which lead to one of possible effects listed above. On the other 
hand, it less frequently manifests itself suddenly, under the effect of circumstances 
which are completely out of the organization’s control and unforeseeable signifi -

1 In: Zarządzanie przedsiębiorstwem przyszłości, AW Placet, Warszawa 2000, p. 7; K. Perechuda 
states that: „The collapse of the previous paradigms of companies’ operations demonstrates 
the need to shift to the space of new generation companies, which require completely different 
management methods”. 
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cantly. It means that a crisis most often can be prevented and actions which recon-
fi gure the organizational system towards the solutions eliminating its cause can be 
started adequately early. A breakthrough moment in the life of any organization 
is a situation in which its further existence on the basis of paradigms used so far 
becomes impossible and may lead to the loss of the ability to develop and even 
survive. Such a situation determines the dimension of a fundamental change of 
new generation nature that requires completely different management methods 
than those used so far. It requires signifi cant determination in implementation of 
many projects and overcoming equally many adversities and resistances. 

A suggestion of possible areas of changes towards effective reaction to the 
challenges of the present stage of development of the civilization of knowledge and 
information for contemporary companies and organizations may be a set of manage-
ment paradigms for the 21st century suggested by P. Drucker in the Forbes Maga-
zine in October 1998. A contemporary management guru defi ned them as follows:

Table 1. Types of crises according to various criteria

Criterion Types of crisis
1. According to 

pace of course 
and duration of 
crisis 

 sudden crisis – characterised by lack of 
time for analysis of causes and preparation 
of remedy projects – decisions introducing 
changes made under time pressure,

 chronic crisis – lasts and continues to increase 
in long periods; failure to react to its initial 
symptoms in time intensifi es symptoms 
destabilising the system and the conviction of 
impossibility or too high costs of overcoming 
them – wait-out strategy – hoping that the 
crisis will pass by itself, 

2.  According 
to place of 
establishment of 
crisis causes 

 internal crisis caused by inertial attitude 
of the organization’s management towards 
accumulation of symptoms posing a threat to 
system stability, including incorrect fi nancial 
policy, or the lack of relevant restructuring 
activities, 

 external crisis induced by factors from 
outside the organization, strong infl uence of 
interactions from the environment caused by 
crisis phenomena e.g. in the global scale, 

3.  According to 
effects induced 
by crisis

 destructive crisis – results in fall or acquisition 
of the organization by another entity,

 constructive crisis – results in permament 
elimination of its sources which allows 
further existence and development of the 
organization,

Source: own study on the basis of: B. Barczak, K. Bartusik, Kryzys w przedsiębiorstwie w kontekście 
aktualnych uwarunkowań gospodarczych, (in:) ed. by A. Stabryła, Zarządzanie w kryzysie, Mfi les, 
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Cracow 2010, p. 15. 
1. There are many equivalent methods of organising the same business.
2. Nowadays, it is necessary to apply mixed (hybrid) organizational struc-

tures.
3. There are many different ways of human resources management, none of 

which is universally the best one.
4. Technologies, markets and applications are no longer limited to a given 
fi eld of economy, but intermingle and connect together.

5. The era of command and control management set by the framework of 
formal subordination is over, and in return the need to redefi ne manage-
ment as partnership management which covers the entire business proc-
ess and goes beyond the company’s framework has appeared.

6. The global character of economy has changed the defi nition of an in-
ternational company through drastic reduction of the importance of the 
geographic – national company location.

7. The domain of the management process is no longer only the company, 
since the contemporary manager must be also an entrepreneur who ob-
serves the company’s environment as well as the company itself with 
equal interest.

8. Company management in the 21st century must be turned outside the 
company (an outward directed management) by defi ning its goals in the 
context of market and customer needs, rather than the needs of the com-
pany itself. 

Are the above projections justifi ed as paradigms on which practitioners who 
build the systems of operation of their companies can depend? It seems that the 
answer to this question, from today’s perspective, confi rms P. Drucker’s predic-
tions. They can be treated as specifi c warnings and at the same time points of mon-
itoring of the own organization aimed at undertaking, in proper advance, activities 
converting the previously used system solutions in the sphere of management. An 
economic crisis is a process of moving from the symptoms which are an early sign 
of negative phenomena to the condition in which they become problems which 
become increasingly noticeable and limit the pursuit of organization objectives. In 
general, the symptoms of a crisis in a contemporary organization include:

– diffi culties in obtaining contracts on the market as a result of non-com-
petitive processes of communication with customers and neglecting their 
needs,

– lack of ability to create new products or services as a result of low in-
novativeness of the research and development sphere,

– deterioration or collapse of organization image in its environment – loss 
of prestige and trust among stakeholders,

– intensifi cation of internal confl icts in comparison to substantial differ-
ences in interests, including especially those between the owners and 
managers and employees,
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– decision-making paralysis associated with unclear division of compe-
tence fi elds in the fi eld of management,

– lack of an effi cient system of observation of organization environment 
and converting signals fl owing from the environment to decisions which 
correct system functioning.

It seems that emergencies in organization life cannot be fully avoided. Trans-
fer to another stage of development is connected with questioning and rejection 
of the previous method of action, which creates tension itself. Usually, the new 
and the old system of operation operate simultaneously for a while. However, the 
destructive impact on stability of infl uencing circumstances and events can be 
minimised thanks to the activation of an effi cient monitoring system. Its main task 
is activation of a system of early warning about hazards. The most important tasks 
of such system include:

– delivering and collecting credible information on processes and events 
taking place both in the company and in its environment, useful for mak-
ing effective decisions about organization development directions, 

– detection and signalling decision-makers at various management lev-
els about any observed opportunities and threats in the environment as 
well as disturbing situations inside the organization (see: Walas-Trębacz, 
2007),

– providing the management with information on the effi ciency of strate-
gies, methods and management tools applied in the organization,

– measuring effi ciency of particular systems and identifi cation of dysfunc-
tions in order to perform a rapid repair intervention,

– determining the organization’s level of customer satisfaction and esti-
mation of the difference in the level of its fulfi lment in relation to the 
expectations.

In an organization with healthy bases of existence, a crisis condition is a sig-
nal to conduct regeneration consisting in the ability to extensively re-design key 
elements of the organizational system or design them from scratch. M. Hammer 
and J. Champy, when broadly analysing management mechanisms which deter-
mine the organization’s ability of regeneration and transformations, distinguish 
two perspectives of the management system operating in this context in an organi-
zation. They defi ne the fi rst of them as the surface one. This applies to processes, 
systems and structures which create values for customers. The second perspective 
of the system has been defi ned as the deep management system, which does not 
create any value to the customer, but the sense of its existence consists in monitor-
ing, management, adjustment as well as reformation of the surface system. The 
main goal of this system is to recognise the changes which are taking place in 
the environment and then, after conducting an analysis, impact oriented on the 
adaptive impact on the surface system (see: Hammer & Champy, 1996). The deep 
system depicts the organization’s ability to change. It consists of three processes 
which have key meaning for an organization: learning, re-designing as well as 
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proper change. A proper change is a situation in which an organization must ac-
cept new paradigms as the basis of further market existence. Adoption of new 
paradigms into the organizational system means a change of revolutionary nature, 
usually changing the its structure and the way of functioning. 

Summary
Contemporary organizations must embed systems which monitor the environ-

ment in the whole variety of its complexity into their structures. Achievement of the 
organization’s vulnerability to disturbing environmental impacts requires considera-
tion of technological, cultural, organizational and civilization factors. This means 
achieving the ability to shift from some formulas of operation to different ones with-
out the need to stop the system. A crisis which ultimately leads to the collapse of 
an organization is, therefore, the result of adopting the strategy of protection and 
separation of the system from the impact of the factors which are wrongly identifi ed 
as threats to stability. Stability and harmony of the system is threatened by the strat-
egy of persistence against new realities of the surrounding world in order to exist in 
„conditions which are good because they have been verifi ed”.
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Introduction
In recent years both theory and practice in management sciences aim at an-

swering basic questions: how to survive economic crises affecting more and more 
countries and how should enterprises deal with the crisis? The traditional methods 
of crisis management do not provide answers to questions formulated that way an-
ymore. It is frequently necessary to make a change in the whole business strategy, 
especially undertaking actions aimed at long term focus on the future, generating 
an ability to survive, task prioritizing skills, minimizing risk etc. What model of 
the company is thus able to survive even the greatest crisis and what mechanisms 
must be implemented for the company that was affected by the crisis to maintain 
the capability of continuous and sustainable development regardless of the situ-
ation in its macro-environment? Could the concept of „Sustainable Enterprise”, 
often referred to by us as the concept of „enterprise of the future”, become such 
a model? Is the concept of „Sustainable Enterprise” identical with the concept of 
„sustainable development”? This issue is nowadays frequently discussed by many 
authors in their works devoted to this problem. Some even refer to the Polish ver-
sion of the concept of „Sustainable Enterprise” as: a balanced company. However, 
can a company capable of surviving even the deepest crises and able to develop, 
looking for opportunities in an unstable environment, be referred to as a balanced 
company? After all, the defi nition itself suggests a certain lack of balance. Hence, 
a sustainable enterprise, is certainly not a balanced company – its characteristic is 
closer to the concept of the enterprise of the future.

„Sustainable enterprise” as concept of enterprise of future
Sustainable enterprise is a concept of the enterprise of the future, being 

able to effectively adapt to continuous and turbulent changes occurring in the 
environment and to function in conditions of chaos and crisis. This concept – pre-
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sented by us and our co-workers for the fi rst time as early as in 1998 – and the 
way of its implementation are constantly verifi ed by the market. The key problem 
is a thorough, well-considered, intelligent and effective stimulation of changes 
in the company environment so that the conditions would be the most benefi cial 
for the functioning business model. This enables a company not only to develop 
continuously, but to use any emerging opportunities and occasions.

The most important contemporary factors infl uencing and forming the condi-
tions of sustainable enterprise operation are: 

– Presence of many processes at the same time, overlapping, interlac-
ing. Globalization processes are accompanied by integration and disin-
tegration processes. Integration takes place at the level of whole national 
economies (for instance, in the scope of raw materials management such 
as petroleum, gas, copper), regions (e.g. EU regulations concerning re-
gional and traditional products supporting the development of regions), 
at the level of companies (e.g. integration of fi nancial, material, human 
capital etc. between geographically distant offi ces, departments or com-
pany branches). Disintegration includes opposite processes.

– Transformations diffi cult to predict and changes of e.g. political, sys-
tem, social, economic nature. A number one example of such changes is 
the crash on the US real estate market or recent events in Arab countries.

– Globalizing economy and multimedia revolution. Achieving competi-
tive advantage is subject to development of new products and imple-
mentation of modern technologies which generates new challenges for 
management systems of contemporary companies.

– Huge increase of knowledge in the world. This results in a growing 
disorientation of management staff and requires overcoming many prob-
lems in decision-making processes. The phenomenon is also accom-
panied by knowledge ageing processes. At the same time, knowledge 
becomes a decisive attribute of manufacturing and providing services 
and competent knowledge administration becomes a factor of obtaining 
competitive advantage.

Many concepts of sustainable enterprise in the world are based mainly on 
the works of Peter Drucker, Peter Senge and other authors already called clas-
sics of the so-called „Enterprise in the future” trend while in Poland they come 
from the so-called sustainable development trend. That is why the tendency to 
call a sustainable enterprise a sustainable company, instead of „enterprise in the 
future” is common in Polish subject literature. Whereas two main contemporary 
sources indicate separate treatment of these concepts. These are: 

– A research report on sustainable development of enterprises conducted 
by The Economist Intelligence Unit in the period of September–October 
2007 – P. Kielstra, Doing good: Business and sustainability challenge, 
„The Economist”, February 2008. 
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– A research report of Global CEO Study entitled The Enterprise of the 
Future conducted by IBM Institute for Business Value in 2007 and in the 
fi rst quarter of 2008 – IBM Global CEO Study 2008, The Enterprise of 
the Future, 6 May 2008, NY.

In the fi rst approach, the essence of sustainable enterprise is based on the 
concept of balanced company development in which e.g. the primary focus of 
generally understood development is the improvement of life quality. This is con-
fi rmed by these two following areas of interest important also for a sustainable 
enterprise (Kałuża, 2002): sustainable development and economic growth (in-
cluding globalization processes). 

Sustainable development issues have been applied for the fi rst time in 1972 in 
Stockholm during a United Nations conference (Misiołek, 2002), but no specifi c 
defi nition descriptions have been introduced then. Contemporary subject literature 
presents a whole range of various defi nitions, which results in signifi cant confu-
sion in terms (Piontek, 2000). A narrow interpretation of sustainable development 
notion to natural environment issues is common. Three types of capital are always 
present in more than 44 defi nitions analyzed by B. Piontek: economic, human and 
natural. Each of them has different properties and characteristics (Piontek, 2002). 
Many Authors also question the Polish translation of this concept as sustainable 
development. In their opinion, the development takes place in conditions of as-
sumed imbalance.

Sustainable development is understood as a long-term process resulting in 
permanent improvement in life quality of present and future generations achieved 
by balancing the three types of capital: economic, human and natural (Piontek, 
2000; Adamczyk & Nitkiewicz, 2007). This approach includes intergeneration-
al justice because it includes the improvement in life quality of all generations. 
The main evaluation criterion of the level of achieved sustainable development is 
achieving balance between the three capitals listed above with due observance of 
their relevant proportions, with simultaneous improvement of life quality (Piontek 
et al., 1997). It is a mistake to interpret sustainable development as a request to 
stop economic growth. Sustainable development helps assign development direc-
tions, as well as choose between competitive values which include the environ-
ment and its protection as well as freedom of business operations (Adamczyk & 
Nitkiewicz, 2007). 

Based on existing defi nitions of sustainable development and valid interna-
tional organization documents, the following areas have been incorporated into 
the list of areas where such development takes place (Piontek, 2002):

– Human resources management.
– Natural resources management.
– Economic resources management.
– Awareness growth with regard to professed values, as well as choice of 

lifestyle.
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– Moral code built on the basis of constant, non-relativistic set of values 
and axioms.

– Institutional solutions on which the development process depends.
– Cosmic space management.
At the same time, the concept of economic growth mainly means the in-

crease in productivity of the human factor and maximization of profi ts. Tools used 
to achieve these objectives and preparing conditions ensuring economic growth 
include: continuously modernized and more and more effi cient technologies and 
aggressive marketing (Kałuża, 2002).

Sustainable development of an enterprise has, however, a different specifi -
city than general sustainable development. The idea of sustainable development 
at the company level is far more complicated. Implementation of this concept is 
related to reducing power and material consumption, increasing productivity of 
environmental resources, reducing the level of pollution with simultaneous meet-
ing expectations of interest groups (Adamczyk & Nitkiewicz, 2007). 

Sustainable development assumes an even increase in three systems: economy, 
environment, society. Sustainable development of company in this concept is thus 
understood as a process of balancing economic, ecological (environmental) and social 
objectives. The aforementioned objectives are solid unchangeable components of the 
process of pursuing company development (Adamczyk & Nitkiewicz, 2007). 

World Business Council for Sustainable Development (WBCSD) in coopera-
tion with the International Institute for Sustainable Development (IISD) defi nes 
sustainable development of enterprises as follows (Business Strategy for Sustain-
able Development: Leadership and Accountability for 90s. IISD, WBCSD Deloitte 
& Touche, Winnipeg 1992): Sustainable Development is adopting such strategy, 
which combines the fulfi lment of current needs of a company and its stakeholders’ 
protection, supporting and strengthening units and natural resources which are to 
serve future generations. Growth and development of an enterprise includes public 
welfare, justice, sense of safety and environment quality protection as the highest 
good. The welfare of a single employee is also the focus here, in addition. 

Management processes in an enterprise focused on achieving the main ob-
jective of development – the improvement of life quality – are related to the ra-
tionality and effi ciency criterion. Decision making as well as conducting certain 
operations determines the set of rules and principles observed during fi nding the 
best solutions. Companies try to allocate their resources in the best possible man-
ner when making decisions (Kunasz, 2006).

An additional problem of such sustainable development of a company is 
lack of assessment methods of activities carried out in this respect. The existing 
measures, indicators relate to assessment of sustainable development results at 
the global, national or local level. There are no methods that companies could use. 
Adamczyk, Nitkiewicz (2007) suggested an attempt to evaluate the implementa-
tion of sustainable development based on the linear programming procedure. 
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Assumptions of sustainable development at the level of enterprises de-
termined by WBCSD (Annual Review 2003: Reconciling the Public and Business 
Agendas, WBCSD, 2004, http://www.WBCSD.org/) and contain factors such as:

– Eco-effi ciency – manufacturing goods and services effective in terms 
of price satisfying customer needs and contributing to improvement of 
their life quality. Eco-effi ciency is refl ected in all aspects of company 
operation, from product development, to production process, marketing 
activities to distribution. 

– Innovation and technologies – main factors in achieving sustainable 
development. Innovation creation and implementation processes give 
the possibility not only to reduce costs and use new market opportuni-
ties, but they also support: achieving eco-effi ciency, building systems: of 
corporate social responsibility, restricting adverse environmental impact, 
specifying risk areas and managing them effectively. 

– Corporate social responsibility.
– Ecosystems – ecosystem degradation takes place as a result of emitting 

various pollutions, use of natural resources limiting biodiversity or total 
exhaustion of resources.

– Balance and market – production and consumption should be consid-
ered together, as they have to lead to improvement in life quality. 

– Risk – applies fi rst of all to: health and safety of employees, responsibil-
ity for products and services, care for brand and reputation, fulfi lment of 
reporting-fi nancial obligations. Risk in the aforementioned scopes has 
its source especially in turbulent markets, political instability, transport 
and data communication hazards, low infrastructure, human capital sen-
sitivity, development and implementation of new technologies and mar-
ket acceptance, terrorist threats (Running the Risk. Risk and Sustainable 
Development: A Business Perspective (WBCSD), Atar Roto Presse SA, 
Geneva, 2004).

WBCSD in cooperation with the International Institute for Sustainability 
have identifi ed seven stages of company management consistent with the prin-
ciples of Sustainable Development (Business Strategy for Sustainable Develop-
ment: Leadership and Accountability for 90s. IISD, WBCSD Deloitte & Touche, 
Winnipeg 1992):

– Conducting interest groups analysis – all the entities directly or indi-
rectly related to company should be identifi ed (e.g. employees, clients, 
investors, suppliers, co-operators, institutions) and the form and the 
scope of their activities should be identifi ed. Undertaking business op-
erations is synonymous with entering into interactions with the society, 
which is the beginning of groups interested in company operations and at 
the same time groups under the effect of company decisions, policy and 
operations (Frederick et al., 1992).
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– Determination of policy and objectives of sustainable development 
– management staff should take into account all groups of interest when 
fi xing sustainable development policy and objectives.

– Design and execution of implementation plan – it is a document re-
sulting from a strategic character company mission.

– Developing organizational culture supporting sustainable develop-
ment – this stage guarantees support of the sustainable development 
concept implementation in the company and among its employees.

– Developing operation measures and standards for the benefi t of sus-
tainable development – implementation of this stage enables prepara-
tion of reports of conducted operations.

– Preparing reports of sustainable development – published at least 
once a year. Companies themselves determine its content and structure.

– Support for internal monitoring process – organizing internal envi-
ronmental audits is a way of internal monitoring.

Implementation of sustainable development at the level of companies may 
be supported by policy implemented at the global, national and local level. Three 
planes designated for the European Union policy are an example of support of 
companies in this respect.

Balanced 
development  

Balanced 
development EU 
policy towards 

enterprises 

Economic  
Aspects 

Social Aspects 

Ecological 
Aspects 

Innovations 

Enterpreneurship 

Access to 
the Market 

Figure 1. Concept of Sustainable Development at company level

Source: J. Hertin, F. Berkhout, S. Moll, P. Schepelmann, Indicators for Monitoring Integration of 
Environment and Sustainable Development in Enterprise Policy. Report. SPRU, University of Sus-
sex, Brighton 2001, p. 17, (after:) Programming of enterprise balanced development, J. Adamczyk, 
T. Nitkiewicz, Polskie Wydawnictwo Ekonomiczne, Warsaw 2007, p. 71.
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The following are listed as an example of operations in the social area social 
of such concept: 

– Care for safety in the workplace.
– Protection of health and life of employees.
– Creating and complying with ethical codes.
– Counteracting discrimination in the workplace.
– Equal opportunities in access to education.

At the same time, EU expectations with regard to environmentally friendly 
operations of companies focus on the issues of:

– Increasing productivity of resources by eco-innovations, process innova-
tions.

– Decreasing the level of direct emission of pollutions.
– Decreasing intermediate emission as a result of production of goods and 

services (and their consumption).
– Supply chain management and restructuring.
– Awareness growth with regard to ecology.
– Tools in relation to environmental management (e.g. of standard ISO 

series 14000, Eco-management and Audit scheme – (EMAS)). 

EU policy in the economic area in relation to companies consists in:
– Stimulating economic growth.
– Improving human capital (e.g. exchange programs for scientists from 

within the EU).
– Defi ning the level and objectives of public expenses.
– Regional stimulation and local economic activity.

EU policy directed at companies with regard to Sustainable Development 
encourages achieving excellence and increasing groups of leaders in achieving 
social, environmental and economic objectives. Supporting entrepreneurship, cre-
ativity and innovation is also of particular importance (Adamczyk & Nitkiewicz, 
2007). 

WBCSD suggested an own program of sustainable development in view of 
predictions of the approaching economic crisis in which increased focus is put on 
profi tability and competitiveness of an enterprise. This program covered the fol-
lowing six key areas for sustainable development at company level (Annual Re-
view 2003: Reconciling the Public and Business Agendas, WBCSD, 2004, http://
www.WBCSD.org/):

– Risk reduction – company can quickly and aptly foresee and avoid ad-
verse social and ecological effects in relation to manufactured products, 
entire production processes or provided services using policy and proce-
dures of sustainable development.
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– Effectiveness and operational effi ciency – eco-effi ciency, safety and 
interaction with the local community help increase the effectiveness and 
operational effi ciency in the company.

– Recruitment and maintenance of appropriate staff – particularly ap-
plies to those people who care for values, and whose system of values is 
consistent with corporate organizational culture, people complying with 
existing ethical codes, etc.

– Encouraging value creation – operation in accordance with sustain-
able development concept is a source of new market opportunities and 
broader opportunities on fi nancial markets.

– Public approval of operation and innovation – implementation of 
principles of sustainable development has a positive infl uence on com-
pany reputation, it helps fi ght with market competitors and gives broad 
opportunities to introduce completely new products and services.

– Protection of raw material base – some sectors (e.g. petrochemical 
industry) are very heavily dependent on natural raw materials markets, 
which directly affects their great interest in balanced development.

At the same time, such integrated social, economic and environmentally-
friendly effi ciency should be the object of economic account. The diverse nature 
of effi ciency results in the need to use various evaluation criteria (Bielski, 1997). 
Management is usually evaluated by means of economic effi ciency, which is the 
only one that enables implementation of basic targets with regard to productiv-
ity and profi t level. However, this causes side effects (external effects) in human 
resources and natural resources management. Pursuit of maximization of benefi ts 
combined with expenses cause dehumanization of life and decrease in its level. As 
a result, it is necessary to take account of social effi ciency equally with economic 
effi ciency in the analysis (Piontek & Piontek, 2001).

The economic account takes into consideration both expenses and the ex-
pected results. Social effects should include values important both for units and 
for whole societies. Life and health, raw materials and the natural environment 
are priceless, are subject to protection and do not have market value. Expenses 
on ecological and social objectives are measurable and are usually quite high but 
they always bring certain benefi ts and profi ts. Activity effi ciency is accompanied 
by general effi ciency in this approach (Piontek, 2002). 

The Economist Intelligence Unit conducted a research among more than 
1200 CEOs, managers, department managers and CSOs (Chief Sustainability Of-
fi cers) and conducted 28 in-depth interviews in the period of September–October 
2007. A report written by Kielstra (2008) is a result of The Economist Intelligence 
Unit team’s work: companies managing sustainable increase expect, fi rst of all, 
possibilities to win new customers and maintain the present ones; an increase 
in the value for shareholders and stockholders and increase in profi tability were 
placed on successive places. 
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Financial benefi ts are not the most important thing today, though they are 
present in the concept of Sustainable Enterprise. 7% of the respondents expect 
signifi cant increase in profi t level, 28% expect a small increase, and as much as 
31% does not expect sustainable development management to have any impact on 
profi ts (Kielstra, 2008). Companies that implement or have already implemented 
this concept are seen as more trustworthy. This effect may be noted among com-
pany employees, its customers, investors, institutions, suppliers, subcontractors 
etc. Balanced increase in relation to trust in a company open new possibilities 
for the company in relation to target markets as well as introducing innovative 
products and services. 

Publishing reports presenting results obtained with regard to sustainability 
positively affects the level of trust. This is a very effective way of obtaining and 
maintaining (as a result of publishing reports regularly) the reputation of a fair 
company, taking care of continuous improvement in life quality and preservation 
of the natural environment. CSOs more positively affect the level of trust within 
the organization as well as outside in relations with others by their policy and 
taken activities.

The second trend of research within Sustainable Enterprise connects 
this concept with the concept of „enterprise in the future”, and it is confi rmed 
by research results conducted by IBM Institute for Business Value within „enter-
prise in the future”.

IBM Institute for Business Value is a worldwide institute employing more 
than 60 consultants and experts in the fi eld of strategic consulting and opera-
tional management possessing a broad trade knowledge. Its mission is to assist 
the management staff in creating and implementing business value based on the 
information obtained from management staff of companies and institutions from 
around the world, as well as expert knowledge of IBM consultants and appropri-
ate analytical tools.

The Global CEO Study is conducted every two years and its objective is to 
determine how challenges which the management staff of companies must face 
today, will affect the future of its operations. Study results are based on a series 
of interviews carried out by IBM Global Business Services and IBM Institute for 
Business Value in 2007 and in the fi rst quarter of 2008. 1130 board presidents 
and CEOs, leaders in the private and public sector from 40 countries took part in 
the surveys. Most interviews were carried out by IBM employees during meet-
ings, and the remaining part was completed by phone thanks to cooperation with 
the Economist Intelligence Unit (EIU). People taking part in the study – a group 
of more than 1000 board presidents and company leaders – represent the public 
and private sector, different business branches and parts of the world. 19% are 
representatives of companies employing more than 50 000 employees, 22% are 
representatives of organizations employing less than 1000 people.
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The main objectives of Global CEO Study (IBM Global CEO Study 2008) 
are:

– learning new areas of planned investment; 
– checking change management abilities;
– identifying approaching trends indicating main directions for growth of 

their companies in the future to the management staff. 
Results of the Global CEO Study (IBM Global CEO Study 2008):
– Greater desire to implement changes than two years earlier in particular 

areas of business operations – as much as 8 out of 10 board presidents 
admit that the need to implement changes determines their market suc-
cess.

– Over the past two years the gap between the ability to manage change 
and the scale of expected, approaching changes increased nearly three 
times from 2006 to 2008 (from 8% to 22%). The need for changes goes 
hand in hand with the ability to manage them. The number of manage-
ment staff representatives successfully managing changes has increased 
since 2006 from 57% to 61%. At the same time, the number of managers 
who declare achieving small success in this process has increased from 
16% to 19%. Generally, CEO respondents evaluate that their ability to 
manage changes is 22% smaller than they expected.

The gap between the ability to manage change and the scale of expected, 
approaching changes is different in the case of market leaders (19%) than for 
the weakest market participants (29%). Market leaders are perfectly able to cope 
with changes and they even stimulate changes themselves which requires from 
them appropriate reaction as opposed to companies with low profi tability. Chang-
es mainly come from market and macroeconomic factors, knowledge and human 
skills. The importance of the technological factor decreased in 2006 and 2008. 

The study forecasts that investments designed to satisfy the expectations 
of new and demanding customers will increase within the next three years by 
22% (from 16.7% to 20.4%). The new category of customers is not seen as a haz-
ard, but fi lls the respondents with optimism and is a factor stimulating change of 
the business model and opens possibilities to obtain a more diverse product or 
services. Furthermore, it increases the ability of the company to overcome com-
petitors. As many as three quarters of respondents sees an opportunity in the emer-
gence of new and demanding customers. 

The importance of the new category of customers is growing – more demand-
ing, better informed and more and more willingly sharing their knowledge about 
product or service quality with others by means of the Internet or mobile phone. 
Board presidents and CEOs of companies with higher net profi t increase indicate 
that investments aimed at „well informed customers” within the next three years 
will increase by 36%. Most of these investments will focus on new operational 
possibilities that improve cooperation and increase product innovation. Invest-
ment increase will be only 14% in low-profi tability companies.



201

Almost all respondents adapt the model to the changing environment con-
ditions. As many as two-thirds of respondents follow the model of sustainable 
enterprise based on innovation management (67% of respondents notice the 
positive impact of investments). Innovations have a wide scope and a great scale 
according to 69% of respondents.

Customers are more demanding, which is a chance to be distinguished 
from competitors by correct satisfaction of customer needs. Customers included 
in this category change from inactive ones into more involved ones – „consumers” 
become „producers”, they send entertainment, advertising and other content. Con-
scious and well-informed customers have a large impact on investment increase in 
a wider geographic perspective. CEO respondents in Europe indicated that within 
the next three years they plan a 23% investment increase aimed at this group of 
customers.

Most companies with both low and high level of profi tability tend towards 
the global business model (62 and 71% respectively).

The drive behind changes in the period 2004–2008 were: ecological manage-
ment, socio-economic factors as well as knowledge and human skills. The impor-
tance of all these three stimulants changes increases each year.

Corporate social responsibility is also seen positively by respondents. Com-
panies even intend to increase investments in this respect by 25%. 

From the analysis of the quoted study it seems that the following are of cru-
cial importance to a sustainable company:

– Change management.
– Innovations management.
– Globalization.
– Knowledge management.
– Ecological management and corporate social responsibility.

Models of sustainable enterprise
As the report summarizing the IBM Global CEO Study states: The Enterprise 

of the Future (2008), devoted to business models of enterprise of the future, their 
typical characteristics shall include determination of strategic objectives focused 
on globalization of all business functions, expansion beyond manufacture of prod-
ucts towards a system of services, improvement of implementation processes and 
integration during the whole life cycle of a particular product or service, as well 
as improvement of human skills and creativity management (Karwowski, 2010). 
Business models are not something permanent; they are subject to constant modi-
fi cations, transformations – according to the direction of changes taking place in 
the surrounding political, social, legal reality. In connection with the above, the 
search for theoretical and practical models that would meet the requirements of 
sustainable enterprise is still in progress. Considering the methods of creating 
an enterprise in the future when mentioning a number of methods such as e.g. 
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reengineering, outsourcing, JIT, kaizen, TQM, Six Sigma, concurrent engineering, 
outplacement, networking, lean management, virtual organization, many of these 
methods can also apply to creating a sustainable enterprise. A review of models 
of sustainable enterprise is presented in table 1. 

Table 1. Selected models of sustainable enterprise
No. Models of sustainable enterprise Detailed characteristics

1 Sustainable enterprise model based 
on trust management

It assumes that well managed organizations may 
develop a high level of social capital.

2 Sustainable enterprise model based 
on change management

It is more important to prevent crises than to limit 
their effects.

3 Sustainable enterprise model based 
on leadership

It assumes development and strengthening of 
human capital by leadership.

4 Sustainable enterprise model based 
on innovation management

Ability to create innovations constitutes an 
important factor conditioning long-term economic 
success.

5 Sustainable enterprise model based 
on knowledge management

Its basis is an organization specialized in creating, 
obtaining and transferring knowledge and 
behaviour modifi cation (intelligent organization).

6 Sustainable enterprise model based 
on value management

Company value management should be connected 
with monitoring the level of intellectual capital 
and the attractiveness of the business model.

7 Sustainable enterprise model based 
on virtualization

Virtualization becomes a recognized paradigm in 
management sciences.

8 Sustainable enterprise model based 
on corporate governance

Principles of corporate governance defi ning 
standards of conduct in relationships of stock 
market companies with the environment.

9 Sustainable enterprise model based 
on organizational culture management

Pursuit of survival and dealing with change as 
well as management in crisis conditions and 
chaos.

10 Sustainable enterprise model based 
on entrepreneurship management

A model based on intensive use of resources and 
the promptness of reaction to market signals.

11 Sustainable enterprise model based 
on ecological management

Based on customization at each level of 
management to high and continuously growing 
environmental standards.

12 Agency model of sustainable 
enterprise 

No boundaries, model built by human groups or 
units.

13 Sustainable enterprise model based 
on cognition Development is based on human cognition.

14 Cooperative model of sustainable 
enterprise

Benefi t maximization of game choice depends on 
the degree of cooperation.

15 Sustainable enterprise model based 
on investments

Focus on minimizing costs of creating 
investments.

16 Sustainable enterprise integrated 
model 

It combines two groups of factors: obligatory 
(relatively permanent) and optional (depending on 
environmental conditions).

Source: own study, according to: Sustainability in business, Poltext, Warsaw 2010.
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Among management and organization theories commonly adopted in prac-
tice, eleven key factors – areas for an enterprise in the future have been widely 
presented in the study Sustainability in business (2010). Five additional ones that, 
in the opinion of the Authors of the mentioned study, could create an ideal model 
of enterprise able to survive and develop in adverse environmental conditions 
(crises, chaos, globalization), have been listed below. These are – in the Authors’ 
opinion – the following models:

– the agency model;
– the model based on cognition;
– the cooperative model;
– the model based on investments; 
– the integrated model.
The agency model of sustainable enterprise – construction elements of 

a company are human groups or units. The company is an interchange of contracts 
but does not have boundaries; is similar in its design to the model of sustainable 
enterprise based on virtualization. There is no problem of maximization, but of 
minimizing contracts. Economy is a sea, on which various objects such as e.g. 
boats, life boats, yachts, fi shing boats, container ships, tankers drift, sail, move 
(Noga, 2009). These objects can freely enter into contracts, fl ow away and enter 
into new contracts with other objects on the sea. Grouping contracts helps reduce 
costs. When agency costs become higher than transaction costs, contract inter-
changes loosen by applying e.g. franchising, outsourcing. 

Agency owner, entrepreneur, manager, customer are interchangeably present 
as authority and representative (agent). Establishment of enterprise-agency takes 
place at the time of entering into the contract. Along with concluding next con-
tracts the development of an enterprise takes place, and changes are generated by 
changes in contracts. 

Sustainable enterprise model based on cognition – the element of creating 
a company is cognition namely intelligence. Enterprise boundaries are determined 
by human possibilities to create an organization. Enterprise is the work of man 
determined by his decisions, psychological conditions, cognitive abilities (Noga, 
2009), and consequently, the enterprise is imperfect by assumption and cannot be 
perfect. The most important part is played not by owners and entrepreneurs, but 
managers. The organizational structure, relations between employees depend on 
the latter. Communication is the focus here and is strictly dependent on human 
cognitive abilities. Company management enables the extension of human cogni-
tive abilities. 

The cooperative model of sustainable enterprise – elements of company 
creation are degrees of cooperation. Enterprise is an organization and institution 
whose place in the economy depends on the possibility of entering into coopera-
tion in a kind of game with other enterprises. The more competitors, the harder 
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running cooperative games is, as the number of possible cooperation is growing, 
the risk of entering into uncooperative games is also growing. The enterprise ob-
jective is maximization of profi t together with business partners being at the same 
time competitors (Noga, 2009), which is achieved as a result of activities accord-
ing to the following principle: common values, common knowledge, reciprocity 
and credibility (trust). This model shows that cooperation, common interests of 
the (win-win) are a source of benefi t greater than competition. 

Sustainable enterprise model based on investments – elements of compa-
ny creation are investments. Enterprise is a set of organizational abilities necessary 
to create innovations that are refl ected in the organizational structure. Enterprise 
objective is development or survival (Noga, 2009). Competitive advantage is cre-
ated as a result of right investments of high non-returnable costs. Management 
is separated from properties, and the role of manager and entrepreneur is more 
important than the role of owner. Enterprise is established and further developed 
as a result of well-thought-out, precisely planned, conscious investments. Transi-
tion from type U to type M takes place. Type U is highly centralized, vertical, with 
many specialized units, vertically coordinated by functional departments. Type M 
is decentralized and has many separate, independent units. 

Models listed in table 1 examined and implemented separately, are not suffi -
cient to achieve business sustainability. As a result, on the basis of own study, the 
Authors suggest an integrated perspective of these problems in the Authors’ own 
model. Boundaries of enterprise in the future and the degree of its fl exibility are 
included in the integrated model of sustainable enterprise.

The enterprise in the future, regardless of its the current position, must not 
only participate actively in economic life, but also continuously remain a watch-
ful observer of the surrounding reality. However, it is not enough to observe the 
closest environment in the region of conducted operations. One should be open 
to news from around the world. National economies are an element of a closed 
system. The level of complexity of processes in contemporary economy is very 
high. As a result, conducting business operations is more and more complicated 
and risky. At the same time, it is more and more diffi cult to obtain credible fore-
casts concerning the future. Occurring changes are increasingly unpredictable for 
the participants of the market game. The presence and further development of 
sustainable enterprise depends on a number of factors and processes taking place 
worldwide. 

The integrated model of sustainable enterprise is composed of two groups 
of elements:

– Obligatory – fi xed model elements, always present and of crucial impor-
tance:
● Continuous top-level awareness; 
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● Readiness to implement immediate changes (namely the ability to 
renew enterprise).

– Optional – elements that may occur in the model, but do not have to. 
Their importance changes depending on of the environment in which 
a given enterprise operates, variability and turbulence of environmental 
conditions creates a fl exibility requirement for management systems.

The main and obligatory feature distinguishing enterprise in the future from 
other enterprises is continuous top-level awareness. The fi rst feature is necessary 
to implement the second one. The second main feature is readiness to imple-
ment immediate changes (namely the ability to renew enterprise). The need 
for changes appears as a result of continuously conducted observations of the 
environment on particular levels: local, regional, national, community (applies 
to EU member states), global. It should be emphasized that these observations 
are conducted not on one or several levels at the same time, but at all levels, re-
gardless of the range of conducted operations. Renewal of a company includes 
creating, introducing and stimulating changes aimed at ensuring its further exist-
ence and development and at least survival. This is thus change management. The 
leaders have mastered the ability to manage a team process of renewal. Presently, 
this renewal process is more and more often equalled with inventing a company 
from scratch. These two characteristics are fi xed and inalienable elements of the 
integrated model of sustainable enterprise. 

The second group of model elements is optional, namely they are more mo-
bile, variable in time and space, dependent on the conditions, in which a specifi c 
sustainable enterprise operates. The concept of sustainable enterprise and the 
way of its implementation depends, above all on: 

– Enterprise location (continent, country, city, region etc.).
– Trade (services, industry, fi nance, high or low involved technologies). 
– Employee knowledge and competence (level of education, foreign in-

ternships , long life learning etc.).
– Economic, political and social system stability of particular countries 

as on a worldwide scale (e.g. North Korean economy based on the prin-
ciple of central planning and self-reliance is in stagnation, the inhabit-
ants are endangered with the return of the wave of hunger on the scale 
of the great hunger of 1990s when two million people died. At the same 
time, subsequent nuclear tests are conducted despite UN Security Coun-
cil sanctions).

– National characteristics determining the organizational culture (e.g. 
culture of the Nordic countries is characterized by a high level of trust). 



206 

Integrated model of 
sustainable enterprise 

enterprise of future 

Constant 
alertness 

Readiness for 
immediate changes 

Obligatory 
elements 

 
Elements of facultative 

nature 

Political 
system 
stability 

 
Economic 

system 
stability 

 

National system 
stability 

 

Location 
 

National 
characteristics 

 

Branches 
 

Employees’ 
competences 

 

Knowledge 
 

Figure 2. Integrated model of sustainable enterprise

Source: own study according to Sustainability in business, Warsaw 2010.

Conclusions
Is it possible for a contemporary enterprise to survive in view of the inevi-

tability of crises, chaos, globalization and other negative phenomena of the more 
and more turbulent environment? – more and more authors of works in the fi eld 
of economy and management consider this issue. Are the conditions of conduct-
ing business operations comparable despite globalization? Is it possible to cre-
ate an ideal model of enterprise management, permitting enterprise survival at 
maximum adverse environmental conditions? Are the conditions of such model 
optional elements of the integrated model of sustainable enterprise including fac-
tors such as: trust, entrepreneurship, knowledge or the organizational culture? In 
Norway (a country of very high trust in business), the integrated model of sustain-
able enterprise will not include trust management, since it is a factor of decisive 
infl uence on all forms of human activity in this country. But in this country – one 
of the richest and best economically developed countries (oil, natural gas, iron 
ore, copper deposits etc.) – and optional element of the integrated model of sus-
tainable enterprise shall be knowledge management and ecological management. 

Integrated model of 
sustainable enterprise 

enterprise of future
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On the other hand, the integrated model of sustainable enterprise in the USA will 
not take account of entrepreneurship as a component of the American system of 
values, common for the whole society. On the other hand, trust will become an 
optional element in this model.

The condition for further existence and development of sustainable enterpris-
es: (enterprises in the future), becomes their ability to continuously observe the 
environment (environment monitoring) and the ability to effectively deal with not 
fully recognized changes in their environment (change management, namely the 
ability to renew). One should also pay attention to the concept of corporate social 
responsibility not fully understood in Polish companies. Meanwhile, in the latest 
concepts of sustainability, further development of the concept of corporate social 
responsibility may be clearly noted, following the effect of increased awareness 
and social activity, legal regulations (including international ones), requirements 
of company stakeholders etc. It is assumed today that corporate social responsibil-
ity is one of the key elements of obtaining competitive advantage.
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Abstract
This paper introduces the well-known valuation method based on two cumu-

lative distribution functions (VMTCDF) that presents advantages with respect to 
other comparative techniques such as classical synthetic, which need a hypothesis 
of proportionality that is extremely simplifying and quite implausible, and econo-
metric methods, which need databases contrary to VMTCDF that requires very 
little information. The VMTCDF use a single explicative variable, which summa-
rizes in an index the different external signs that infl uence the market value of the 
asset to be assessed.

The main aim of this paper is to extend the VMTCDF to fi nd, under uncer-
tainty, the market value of an asset from a two-dimensional vector of the char-
acteristics of this asset. For this reason a two-dimensional distribution is pre-
sented, cubic distribution, which serves as a probabilistic model in the extended 
VMTCDF, and some of its statistical properties are studied.

Finally, a practical application on land pricing illustrates the use of the ex-
tended VMTCDF as a tool for asset valuation. The main conclusion to be drawn 
from this paper is that it is the fi rst step to extend the VMTCDF to the multidimen-
sional case. 

Introduction
Asset pricing, under uncertainty, has been the subject of many analyses of econo-

metric modelling and hedonic price indexes (see: e.g., Banerjee et al., 2004; Del-
tas & Zacharias, 2004; Caballer & Guadalajara, 2005 and Benkard & Bajari, 2005 
and the references therein) as improvements on the classical synthetic method, but 
the weakness of these techniques arises in the absence of data. The asset valuation 
method based on two cumulative distribution functions (VMTCDF) was introduced 
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by Ballestero (1971, 1973) as a new valuation method, based on two beta distribu-
tions, doubtless inspired by the PERT Method, which is currently very fashionable and 
which uses the beta distribution as a probabilistic model. These approaches constitute 
the trunk of a broad-ranging tree of knowledge, with many solid branches made up of 
different studies that have made use of diverse probabilistic distributions for the two-
beta method. Among many others, let us highlight the work of Romero (1977) with 
rectangular and triangular distributions, Ballestero and Caballer (1982) with a three-
parameter beta distribution, tabulated by Caballer (1975), Alonso and Lozano (1985) 
with the normal distribution, Lozano (1996), García et al. (1999) and Herrerías et al. 
(2001) with the trapezoidal distribution. These all provide good examples of what has 
been termed by Caballer (2009) the Spanish school of appraisal.

The two-beta method, expanded with other probabilistic models, and there-
fore known as the VMTCDF, constitutes an original and very fruitful new path for 
comparative valuation methods. It straddles the classical synthetic models of the 
Italian school (Caballer, 2009), based on criteria of proportionality between the en-
dogenous, or explained variable and the explicative variable, and the econometric 
methods of the Anglo-Saxon school (Caballer, 2009), which are inspired by linear 
regression analysis (Goldberg & Mark, 1988; Kincheloe, 1993) and by non-linear 
analysis (Brotman, 1990) of the explained variable over explicative variables. 

In recent years, some authors have paid more attention to the study and gen-
eralization of probability models required in PERT methodology and valuation 
theory; (see: e.g., Johnson & Kotz, 1999; Herrerías et al., 1999, 2003; van Dorp & 
Kotz, 2002a,b, 2003) and in the analysis and development of the VMTCDF (see: 
e.g. Caballer, 2008, 2009).

In this setting, the VMTCDF allows to appraise an asset under uncertainty, 
when the appraiser only possesses the minimum, maximum and most likely values, 
which may be supplied by expert judgement. This approach is a simplifi ed version 
of the classical synthetic method, when both market value and asset characteristic 
follow the same distributions, and it has been used for various applications, such 
as the valuation of land, irrigation installations, forestry or businesses.

It is logical to consider the possibility that two variables could be affected 
by uncertainty (for example, production and location). In this case, and following 
the PERT methodology, the expert can be asked about the values ai, mi, bi i = 1.2, 
for each of the variables. The question is: what kind of distribution can be fi tted to 
these values? The aim of this paper is to extend the VMTCDF to the case in which 
more than one asset characteristic is considered.

Methodology
Two-dimensional extension of the VMTCDF 

In economic modelling, certain logical market rules are usually assumed. 
In particular, when we wish to obtain the market value of an asset from its char-
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acteristics, the following basic valuation principle is assumed: the asset with the 
highest characteristic value has the highest market value, which may be stated as 
follows:

Let j and k be two assets, with ij and ik being their values of the asset charac-
teristics and vj and vk their market values, respectively. Thus, if ij < ik then vj < vk.

Under this assumption, the VMTCDF is based on the equality between the 
cdf, F, of the market value, V, of the asset and the cdf, G, of the asset characteris-
tic, I. Thus, the market value of an asset with characteristic I = id by the VMTCDF 
is 

 )()( dd iGvF   then ( )d dv iϕ  (1)

where: 1F Gϕ  

This section provides an extension of the VMTCDF when the asset charac-
teristic is a two-dimensional vector, since it is often necessary to determine the 
value of an asset through a particular set of characteristics which affect this asset, 
i.e., using a two-dimensional vector, whose components are each of the one-di-
mensional characteristics of the asset. For this purpose, we assume the same basic 
valuation principle, i.e. that the asset with the highest characteristic vector has 
the highest market value, where the ordering between two vectors is determined 
by the orderings between the corresponding components of both vectors. In this 
context, the basic valuation principle can be established as follows:

Let j and k be two assets, with 1 2( , )j ji i  and 1 2( , )k ki i  being their charac-
teristic vector values and vj and vk their market values, respectively. Thus, if 

2 2 2 2
1 2 1 2j j k ki i i i    then vj < vk.

Analogously to the one-dimensional case, the VMTCDF is based on the 
equality between the two cumulative distribution functions, F of the market value 
and G of the two characteristics of the asset, and so the appraisal of an asset with 
a vector of characteristic 1 2( , )I i i  by the VMTCDF is:

 1 2( ) ( , )d d dF v G i i   then  1 2( , )d d dv i iϕ  (2)

where: 1 .F Gϕ  

The cubic distribution
A cubic distribution arises, in a natural way, as an extension to the two-

dimensional domain of a univariate uniform or rectangular distribution (specifi ed 
by means of the minimum, a, and maximum, b, values of the variable’s range). As 
shown in fi gure 1, the graphical representation of the probability surface z(x,y) is 
a cube or a hexahedron.
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Figure 1. Graphical representation of the cubic distribution

The faces of the cube can easily be determined, as these planes parallel to the 
X and Y-axis on the Cartesian plane and the height as a normalising constant for 

the bivariate distribution, then the normalized constant is  
1 1 2 2

1
( )( )

h
b a b a


 

The probability density function (pdf) of the cubic distribution is as fol-
lows:

 
1 1 2 2

1 1 2 2

1      if    and  
( )( )

( , )
0               otherwise

a x b a y b
b a b a

z x y

       




 (3)

It can easily be confi rmed that:
a) Thus defi ned, (3) is a true density function, such that:

i) ( , ) 0z x y      (x, y)  if, and only if, 1 1

2 2

a x b
a y b

 
  

ii) 
1 2

1 2

( , ) 1
b b

a a
z x y dxdy  

b)  The variables (x,y) in (3) are independent, and then the range of one vari-
able is not depend on that of another (see: e.g. Herrerías et al., 1997).
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Stochastic properties
From (3), the following marginal probability density functions are deduced:
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The mean vector is expressed as follows:

 1 1
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 (6)

The variance-covariance matrix takes the following expression:
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Cumulative distribution function
The cumulative distribution function (cdf) takes the following expression:
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 (8)

Results
Practical application

Note that many of the quality characteristics of a land plot (urban or rural) 
and other assets can be reduced to two major components: the status or location 
of the plot or business assets and the intrinsic quality of the plot or business. This 
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intrinsic quality can sometimes be gauged by the profi tability of the property, the 
production at the plot, the rent derived from the urban estates, the dividends paid 
on the shares, etc.

These two major components – production and location – usually bear little 
or no relationship, and so it is necessary to make use of two-dimensional distribu-
tions in which the variables do not present a correlation.

Therefore, when considering the second practical case described by Guad-
alajara (1996), with respect to valuation of an agricultural plot, used for growing 
grapes, in Vinalopó Medio (province of Alicante, Spain). The vector of the charac-
teristics considered to describe the market value (€ ha-1) are the gross production 
of grapes (kg  ha-1), together with the percentage of sand in the soil of the plot. 

Table 1 displays data of the minimum and maximum values for each varia-
ble; our aim is to evaluate a plot of agricultural land with an area of 1.2 ha, a gross 
production of 20 413 kg ha-1 and a sand/soil content of 32%. 

Table 1. Agricultural plots used for growing grapes
V = Market value

 (€ ha-1)
I1 = Gross production 

(kg ha-1)
I2 = Sand/soil content

 (%)
Minimum 8138.70 15 625 15
Maximum 15 025.30 26 042 50
Agricultural plot
(1.2 ha) ? 20 413 32

Source: own elaboration, from Guadalajara (1996)

Until now, the VMTCDF has been applied considering a one-dimensional 
distribution; for example, rectangular, triangular or trapezoidal models have been 
considered for both the characteristic of the asset and the market value. 

This paper provides a two-dimensional extension of the VMTCDF. It seems 
logical to consider that the gross production of grapes not be related to the sand 
content of the soil. 

Thus, the cubic model is considered as a probability model of a two-dimen-
sional characteristics vector (I1, I2) and the market value is believed to fi t a rectan-
gular model.

It is necessary to obtain the cdf of (I1, I2) = (20 413, 32) and obtain that: 

 G (I1, I2) = 0.22325 (9)

According to the VMTCDF, it is necessary to invert the cdf of the variable 
market value, which is assumed to fi t a rectangular model.

It is known that the cdf of a rectangular model is:
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 (10)

Then we obtain:

 
0.22325

8138.70025.30 15
8138.70x

     x = 9676.1383

Multiplying this by the 1.2 ha of the land plot in question, we obtain an as-
sessment of 11 611.37 € for this agricultural plot, which is similar as that achieved 
by Guadalajara (1996), 12 583.02 €, as a result of the average of fourteen assess-
ments obtained by four valuation methods – the Synthetic method (4 variants), the 
Beta method (4 variants), the Regression method (4 variants) and the analytical 
method (2 variants).

Discussion
Among the advantages and disadvantages of the VMTCDF, with respect to 

other comparative techniques such as classical synthetic and econometric meth-
ods, the following are noteworthy:

a)  The VMTCDF requires very little information with respect to what is 
needed to apply econometric methods, which need databases that the 
valuer, in any given case, may not possess.

b)  One of the advantages presented, to date, by econometric methods over 
other approaches is that the regression analysis combines various expli-
cative variables in the model, while the two distribution function models, 
until now, have only used a single explicative variable, which summariz-
es in a weighted index the different external signs that infl uence the mar-
ket value of the asset to be assessed (Ballestero & Rodríguez, 1999). For 
this reason, the present study represents an improvement, as it enables 
us to account for the market value, through the use of various explicative 
variables, using for this purpose the multivariate distribution functions of 
these explicative variables.

c)  An advantage of the VMTCDF in its cubic variant is the economy and 
ease of calculation when using a single method, as shown in this pa-
per, instead of applying the four different methods used by Guadalajara 
(1996) to reach a fi nal assessment.
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Abstract
The Euro-Mediterranean Free Trade Area (FTA) begins a new phase in the 

relations between the partners involved. The gradual trade liberalization in the 
countries of the Southern coast of the Mediterranean could create a trade impact 
on the European Union by means of possible trade creation or deviation. This 
work attempts to evaluate the effects of the Euro-Mediterranean FTA on the trade 
patterns of other Mediterranean countries (OMC) taking into account the pecu-
liarities of their exchanges with the EU paying special attention to the relations 
with such important trade partners for the area of France and Spain. In order to 
achieve this purpose not only the evolution of the main trade indicators will be 
analyzed, but also the OMC exports, their destination and specialization, will 
be studied. But fi rst it will be necessary to analyze the development of the Bar-
celona Euro-Mediterranean Process and present the context in which the trade 
exchanges take place. 

Introduction
Progressive establishment of a free trade area (FTA) between the European 

Union (EU) and other Mediterranean countries (OMC) means the unilateral re-
moval of tariff obstacles for the European industrial products in the markets of 
the countries situated on the Southern coast of the Mediterranean basin, as well as 
a certain gradual liberalization of trade in agriculture and services in both direc-
tions. This integration process can have a trade impact on product exchanges in 
the region through the expected trade creation or deviation.

The purpose of this work is to evaluate the impact of the Euro-Mediterranean 
FTA on the trade patterns of OMC taking into account the peculiarities of their 
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exchanges with the EU and in particular with France and Spain, important trade 
partners in the area, specifying the most affected sectors. In order to achieve this 
purpose, it will be studied how Euro-Mediterranean trade patterns are affected not 
only by the trade liberalization, but also by other successes of the Euro-Mediter-
ranean partnership process such as the reduction of the costs of transaction caused 
by physical, institutional and political obstacles existing between the partners, 
convergence in sphere of regulations of industrial products and the Pan-Euro-
Mediterranean system of accumulation of origin. The case is that the progres-
sive removal of these obstacles that hamper the integration of various productive 
systems should result a more effi cient regional systems to take advantage of the 
comparative advantages of associated countries.

In order to achieve this objective it is necessary to start considering possible ef-
fects provided by the theories on international economic integration. According to these 
theories, the removal of the trade obstacles between partner states stimulates the adjust-
ment of the commercial fl ows (also productive factors fl ows) within the integrated area 
and with other countries and normally involves the increase of the share of relations 
with the member states to the detriment of the rest of the world. The trade deviation 
towards the integrated area is a logical consequence of the reduction of the prices of the 
partners’ product imports in comparison with the imports of other countries as well as 
with national products, and arisen from to the removal of the trade obstacles.

This reorientation of the OMC imports could result in an increase of the EU 
exports towards these markets, but not of their industrial imports because the FTA 
will not introduce any changes in the trade treatment the EU gives to the OMC 
manufactured products which has been completely liberalized for decades. Nev-
ertheless, the expected gradual improvement of the regime applied to the agricul-
tural sector would be able to result in an increase of the Mediterranean exports 
that at the same time could affect other industrial sectors as a consequence of more 
intense interrelations between the productive sectors of both Mediterranean coasts 
and of the economic development of OMC. In conclusion, it is possible that the 
FTA generates positive trade creation and deviation effects in both directions.

The structure of this work is the following: 1) We will start with the analysis of 
the evolution of the Barcelona Euro-Mediterranean Process and different steps for-
ward that were made not only in the fi eld of the trade liberalization caused by the as-
sociation agreements, but also in the political and institutional spheres. In this way, the 
context in which the trade exchanges take place will be presented. 2) In order to check 
if the FTA fi nally generated the increase of the exchanges in the Euro-Mediterranean 
area, the analysis of the evolution of the main trade data of the involved countries will 
be made using different trade indicators. 3) The destination of the OMC exports will 
be studied, identifying the possible changes within their geographical distribution and 
paying special attention to the EU and to such priority partners as France and Spain. 
4) The analysis of the evolution of the OMC trade specialization will enable us to 
check the possible effects caused by the FTA and if it resulted in signifi cant changes in 
the specialization patterns. 5) The main conclusions of our study will be discussed.
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Euro-Mediterranean partnership process
Historically, the EU Mediterranean policy gave the countries of the Mediter-

ranean basin preferential treatment which comprised important trade and fi nancial 
concessions, opposite to the other non-EU partners. In this trade sphere OMC 
have been enjoying very advantageous privileged treatment as since the seven-
ties their industrial products have been given a free access to the EU market. The 
only exception was textiles (that before their integration into the WTO regulations 
were subject to the voluntary, residual and not always required restrictions) and 
agricultural products that experienced a progressive liberalization and were given 
preferential treatment, but always subject to the interests and restrictions of the 
Common Agricultural Policy that protected European agricultural producers.

The Euro-Mediterranean Barcelona Process started in 1995 and Association 
Agreements derived and oriented to creating of a free trade area, originated a new 
period in the Euro-Mediterranean relations which set aside the cooperation for de-
velopment and went on to the logic of association that involved cooperation in both 
directions. An innovative idea in that moment was the fact that the relations North-
South were not preferential and concessionary any more, but became reciprocal as 
OMC had to open their markets for the European industrial products. Nevertheless, 
this FTA does not mean a better access to the EU market for the OMC manufactured 
products because it has been completely liberalized for decades and the only pos-
sible improvement is widening of the agricultural preferences.

The Barcelona Process that establishes as the main purpose to guarantee the 
peace and stability in the region, was essentially based on the creation by 2010 
of the Euro-Mediterranean FTA, which should have taken shape through the sign 
of the bilateral Association Agreements between the EU and each one of OMC 
and, as a second step, through the signing of the free trade agreements between 
the very OMC which would enable South-South integration. The EU signed the 
Association Agreements with Tunisia (came into force in 1998), Morocco (2000), 
Israel (2000), Jordan (2002), Egypt (2004), Algeria (2005), Lebanon (2006), Syria 
and Palestine. On the other hand, the free trade agreements between OMC are still 
in the preliminary stage and have experienced minor advances. It is the case of 
the Agadir Agreement (Morocco, Tunisia, Jordan and Egypt), the project of the 
Union Maghreb Arabe (Morocco, Algeria, Tunisia, Libya and Mauritania), the 
announced agreement between Turkey, Syria, Lebanon and Jordan and various bi-
lateral agreements signed by Turkey with Israel, Morocco, Tunisia, Syria, Egypt, 
Algeria, Jordan and Lebanon.

The Association Agreements are based on three pillars: political and security 
collaboration, collaboration in social, cultural and human spheres and economic 
and fi nancial collaboration. Our attention will be focused on the third pillar.

The main purpose of the economic and fi nancial association is the creation 
of the FTA for industrial products through asymmetric (differentiated by products) 
and gradual removal of tariffs during the transitional period of 12 years. This 
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implementation period is over in the case of Tunisia and is about to fi nish for Mo-
rocco and Israel (2012). Other agreements are facing certain diffi culties and some 
delays in the agenda scheduled.

In spite of the fact that initially the Association Agreements did not refer to 
the agricultural products and services, certain results, although limited and dif-
ferentiated by countries, have been achieved by means of sectorial and bilateral 
negotiations during these transitional years.

The Association Agreements, through the agricultural revision clauses, con-
sider the gradual liberalization of the agricultural sector by means of the mutual 
preferential access regime, but these negotiations were postponed and faced im-
portant diffi culties in relation to achievement of agreements satisfactory for the 
both parts and that would respect the corresponding agricultural policies. In order 
to relaunch the agricultural trade liberalization, the European Council approved in 
November of 2005 a negotiation mandate, in the way of a roadmap. Its guidelines 
were a necessary link between the negotiations regarding agricultural products, 
processed agricultural products and fi shing products, the removal of technical or 
sanitary obstacles, the protection of certain sensitive products due to the similarity 
of production schedules and the consideration of the different levels of product com-
petitiveness. Still today trade in agricultural products and their processed products 
continues to be under negotiation product by product, although the agricultural trade 
agreements have been signed with Jordan (2006), Israel (2008), Egypt (2008) and 
Morocco (2009) and there were advances within the negotiations with Tunisia. In 
spite of the liberalization advances the EU follows its restrictive policy in relation to 
the sensitive products subject to quotes and export schedules.

As to the liberalization of the trade in services and the right of establishment, 
after the approval of the European Council mandate in November 2005 the bilat-
eral agreements with Egypt, Israel, Tunisia and Morocco are under negotiation 
following the guidelines of the Regional Draft Protocol that defi nes the objectives 
and measures accepted by all OMC and which have to be consequently speci-
fi ed through the bilateral commitments and included in the additional protocols 
within the respective Association Agreements. The advances in this sense are lim-
ited again due to the differences of the interests between the EU and OMC when 
each part tries to liberalize the sectors in which it has comparative advantages (in 
case of the EU, banking, telecommunications, transport, among others) (Aparici 
& Betés, 2009)1.

1 Aparici and Betés (2009), p. 36: „On the other hand, regional negotiations contain a clause of 
regional integration that includes the application of the most favoured nation (MFN) clause not 
only at bilateral, but also at regional level because the concessions that bilaterally grant the EU 
and a Mediterranean partner each other will be automatically extended to the rest of the coun-
tries. Additionally in order to favour the south-south integration, the MFN regional clause estab-
lishes that Mediterranean partners can make additional concessions among themselves without 
the necessity to grant them to the EU in exchange”.
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Another advance that could positively affect the increase of the Euro-Medi-
terranean trade relations is the Pan-Euro-Mediterranean Protocol on rules of origin 
that enables the accumulation of origin for the undersigned states (the EU member 
states, OMC, Turkey and the EFTA members), that means that it permits them to 
produce fi nal products using the inputs originated from another partner state making 
considered minor transformations and making use of the corresponding Association 
Agreements. The accumulation means the extension of Pan-European diagonal ac-
cumulation to all Mediterranean partners which were achieved thanks to the gradual 
signing of a set of bilateral preferential agreements whose protocols of origin in-
clude identical rules. In spite of the fact that these protocols of origin have been 
included in most of the Association Agreements and turn out to be a main factor that 
favors the insertion of OMC into the international industrial production processes, 
in practice the accumulation of origin is not used much in the Euro-Mediterranean 
exchanges due to the complexity of its use and the derivative administrative costs.

In spite of the fact that there is still a long way to go concerning the Euro-
Mediterranean trade liberalization, in the Barcelona Euro-Mediterranean Summit 
in 20052 a Roadmap on creation of a Free Trade Treaty by 2010 was conceived 
and later, in the Euro-Mediterranean Trade Minister Conference in 2007, it re-
sulted in a so called „Euro-Mediterranean Roadmap beyond 2010”. These initia-
tives take shape as a new stage of Euro-Mediterranean relations whose objective 
is to impulse trade and investment development in OMC and create a true „deep 
and comprehensive” Euro-Mediterranean FTA in order not only to manage indus-
trial liberalization, but also liberalization in agricultural sector and in services that 
would remove tariff and non-tariff obstacles. This FTA also aims rapprochement 
of customs legislations and competitiveness policy, non-discrimination of public 
purchases, protection of the intellectual property, more regulatory convergence of 
technical rules and evaluation of conformity of industrial products, rapprochement 
of the legislation and establishment of a common system of early warning system 
of sanitary and phytosanitary and major protection of geographical indications. It 
means the signing of the new generation Association Agreements (although the 
only one signed is the advanced status with Morocco) that has as a purpose to 
combine the trade liberalization and the rapprochement of OMC regulations and 
institutions to the Community acquis. 

In this sense, the sector by sector Agreements on Conformity Assessment and 
Acceptance (ACAAs) of industrial products will involve an important advance in 
terms of competitiveness for OMC products in relation to their non-EU competitors 
in the European market because it would mean a rapprochement of the technical leg-
islations and the standards and the recognition of their standardization and quality 
certifi cation systems and, as a consequence, the removal of technical obstacles that 

2 Eight Euro-Mediterranean Trade Minister Conferences that took place after 2001 enabled a new 
impulse to the creation of the true FTA, which will comprise the whole region, by means of 
establishing of medium-term objectives.
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hamper the access to the EU market. Nevertheless and in spite of possible advan-
tages, only an agreement on pharmaceutical sector with Israel was signed.

The Association Agreements and the subsequent Neighbourhood Action Plans 
generated limited effects in terms of trade exchanges and investment fl ows and did 
not create a favorable atmosphere for the notable business offshoring towards OMC 
as it could be expected due to the trade liberalization, geographical proximity and 
their abundant labour force. In this context, after 2008 and as a result of the Euro-
Mediterranean Summit of Heads of State and Government a new impulse to the rela-
tions in the region became necessary. The Union for the Mediterranean (UfM) goes 
into the objectives of the Barcelona Process in depth by means of important projects 
at regional level. It is a new approach based on the physical integration through “im-
portant structural projects with capacity of infl uence on other sectors” (Escribano, 
2010). The sectors of priority cooperation are the reduction of contamination in the 
Mediterranean Sea, the solar energy, the motorways of the sea and terrestrial ones 
(trans-Maghreb motorway), the creation of a Euro-Mediterranean University, a pro-
gram in the sphere of civil defense and another program on SME development. The 
main problem faced refers to the fi nancial questions as the resources available are 
limited to 85 million Euros per year charged to the European Neighbourhood and 
Partnership Instrument (ENPI) and it is necessary to stimulate important additional 
fi nancial resources to be provided by private sector, cooperation between partner 
countries and multilateral fi nancial cooperation organizations.

Finally, the economic situation of OMC is another factor to be taken into 
account during the evolution of the integration process as well as during the de-
velopment of trade and investment exchanges. In some countries such as Morocco 
and Tunisia certain macro- and microeconomic liberalization reforms, such as 
privatization of public enterprises, removal of public services monopolies (intro-
duction of private sector into the public services monopolies), as well as shy insti-
tutional and legislative reforms, were carried out. During the last years there was 
a notable economic growth in several OMC and a reduction of macroeconomic 
imbalances was managed. It was a result and consequence, at the same time, of the 
trade liberalization in relation to their main trade partners.

Social and political changes that have taken place during last month’s create 
a situation of uncertainty, but it is expected that trade relations with the EU will 
become even more fl uent in the future.

Pattern of foreign trade in the Euro-Mediterranean area: 
trade liberalization, export dynamics and balance of trade

In order to analyze the trade and its north-south relations in Euro-Mediterra-
nean area a set of the following countries was selected: Morocco, Algeria, Tunisia, 
Egypt, Turkey and Israel. On the other hand, the European Union of 27 and 15 
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members is analyzed, as well as the relations with France and Spain because of the 
special interest of these countries for this area.

The fi rst approach to the situation can be made observing Euro-Mediter-
ranean dynamics of trade liberalization measured with the indicator of degree 
of openness as a percentage of GDP of each country for the period 1990–2009 
(table 1). From a general perspective, it can be seen fi rst that during the period 
1990–2008 the intensifi cation of trade liberalization took place, in parallel with 
economic globalization and affecting all the countries, but with a different force. 
The highest degree of openness corresponds to Tunisia that besides experienced 
the most signifi cant change (growth) during the period 1990–2008 (36.6%). On 
the other hand, Turkey has the lowest degree of openness in the majority of the 
cases, experiencing, in spite of this fact, relatively high growth rate of the degree 
of openness (26.67%, only behind Tunisia and Algeria). 

Table 1. Euro-Mediterranean dynamics of trade liberalization 1990–2009 (%)
Euro-Mediterranean dynamics of trade liberalization:

 1990–2009 (degree of openness, %) Period variation

Country 1990 2000 2005 2006 2007 2008 2009 1990–
2008

Crisis 
(08–09)

Morocco 47.37 49.76 53.31 55.29 60.81 66.09 47.14 18.72 –18.96
Algeria 36.48 50.20 60.25 61.19 60.58 65.64 60.96 29.16 –4.68
Tunisia 69.35 75.75 81.29 88.67 96.83 106.01 84.55 36.66 –21.45
Egypt 37.58 24.06 45.55 49.93 50.26 53.37 39.90 15.78 –13.47
Turkey 17.24 29.79 37.69 40.91 41.04 43.91 38.35 26.67 –5.55
Israel 50.00 52.38 63.37 63.78 64.95 60.62 46.74 10.62 –13.88
Spain 26.63 45.89 42.75 44.36 44.97 43.83 35.95 17.19 –7.88
France 34.97 45.56 42.90 45.16 44.94 45.87 38.74 10.90 –7.13
Max. 
degree of 
openness

69.35 75.75 81.29 88.67 96.83 106.01 84.55 36.66 –4.68

Min. 
degree of 
openness

17.24 24.06 37.69 40.91 41.04 43.83 35.95 10.62 –21.45

Source: authors’ own work based on the CHELEM data base

Finally, France and Spain register the lowest degree of openness, about 45%, 
with France experiencing very stable behavior (10.9% growth during the period 
1990–2008). In the case of Spain, as it is widely known, during this period there 
was a more intense process of trade liberalization infl uenced by the globalization 
dynamics as well as by the strengthening of its trade ties with other members of 
the EU during the process of creation of the European Single Market.

The fi nancial crisis, which had its epicenter in the fi nancial markets of USA, 
became a deep crisis of real economy and fi nally affected trade relations of other 
countries. In our case, the effects are confi ne only to the change occurred between 
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2008 and 2009, where an important backward movement in general terms is ob-
served. The most abrupt fall (21.46%) was experienced by the country with the 
highest degree of openness, Tunisia. On the contrary, Turkey, because of its lower 
openness, suffered a fall of only 5.55%. The country that cushions the effects of 
the crisis best of all is Algeria with a reduction of 4.68% due to its trade specializa-
tion as we will be able to check further.

In this revision of trade dynamics after having described the context of the 
trade liberalization, we fi nd it interesting to analyze the behavior of the export 
sector during the period of time of the study. The table 2 enables us to appreciate, 
once again, the important diversity among the countries. The share of exports in 
the GDP shows the positive evolution during the period 1990–2008. This growth 
takes place basically during the fi rst years of the 21st century which are at the 
same time the fi rst years when the Association Agreements came into force. Nev-
ertheless, these changes do not occur in the case of France and Spain which is 
logic because of the low share of OMC among their exports.

Table 2. Variation of the importance of Euro-Mediterranean export sector, 1990–
2009 (X/GDP, %)

Variation of the importance of Euro-Mediterranean export 
sector: 1990–2009 (X/GDP, %) Period variation

Country 1990 2000 2005 2006 2007 2008 2009 1990-
2008

Crisis 
(08–09)

Morocco 19.19 20.27 20.49 20.15 21.41 23.43 15.29 4.24 –8.14
Algeria 21.38 34.12 39.82 42.97 40.40 42.47 34.97 21.08 –7.50
Tunisia 28.05 31.41 36.21 39.42 43.93 47.06 37.78 19.01 –9.28
Egypt 10.93 6.57 16.12 19.44 18.67 19.39 12.65 8.46 –6.74
Turkey 6.40 10.31 15.21 16.11 16.58 18.07 16.59 11.68 –1.48
Israel 22.96 25.18 31.86 32.11 32.42 30.38 24.61 7.42 –5.77
Spain 10.68 19.52 17.06 17.34 17.61 17.51 15.21 6.83 –2.30
France 16.53 22.24 20.24 21.14 20.81 20.83 17.52 4.29 –3.31
Maximum 28.05 34.12 39.82 42.97 43.93 47.06 37.78 21.08 –1.48
Minimum 6.40 6.57 15.21 16.11 16.58 17.51 12.65 4.24 –9.28

Source: authors’ own work based on the CHELEM data base

Algeria and Tunisia have the highest share of exports in the GDP, whose 
growth during the period 1990–2008 is besides the most signifi cant (21.08% and 
19.01% respectively). Nevertheless, Tunisian exports register the most dramatic 
fall (9.28%) because of the crisis. On the contrary, Turkey is the country with the 
lowest share of exports in the GDP and its decrease during the crisis was also the 
lowest (1.48%) within the set of analyzed countries.

The behavior of Spain and France is more stable. During the period 1990–
2008 these countries gew less than others and the decrease they experienced dur-
ing the crisis is not that notable.



227

The result of trade relations can be resumed by means of the balance of trade 
which shows the contribution of the exterior trade of goods to the economy. The 
dynamics of the balance of trade is represented in the table 3. In general terms, the 
countries suffered a continuous trade defi cit. The only exception is Algeria with 
very important surplus during the whole period. The country that improved its 
position during the analyzed period is Israel that passed from the defi cit of 4.44% 
in 1990 to the surplus of 2.48% of GDP in 2009.

Table 3. Balance of trade as percentage of the GDP, 1990–2009 (%) 
Balance of trade (X-M), % GDP Period variation

Country 1990 2000 2005 2006 2007 2008 2009 1990–
2008

Crisis 
(08–09)

Morocco –8.99 –9.23 –12.34 –14.99 –17.99 –19.23 –16.56 –10.24 2.67
Algeria 6.29 18.05 19.39 24.75 20.23 19.30 8.98 13.01 –10.32
Tunisia –13.25 –12.94 –8.88 –9.83 –8.96 –11.88 –8.98 1.36 2.90
Egypt –15.72 –10.91 –13.31 –11.06 –12.92 –14.59 –14.59 1.13 –0.01
Turkey –4.44 –9.17 –7.27 –8.69 –7.89 –7.76 –5.16 –3.32 2.59
Israel –4.07 –2.02 0.34 0.44 –0.11 0.14 2.48 4.21 2.34
Spain –5.28 –6.85 –8.63 –9.68 –9.74 –8.80 –5.53 –3.53 3.27
France –1.90 –1.08 –2.42 –2.89 –3.33 –4.21 –3.71 –2.31 0.50
Maximum 6.29 18.05 19.39 24.75 20.23 19.30 8.98 13.01 3.27
Minimum –15.72 –12.94 –13.31 –14.99 –17.99 –19.23 –16.56 –10.24 –10.32

Source: authors’ own work based on the CHELEM data base

The dynamics observed during the period of the study points Algeria as the 
leading actor once again. This country is at the head of the classifi cation from the 
point of view of the increase between 1990 and 2008 (13.01%) as well as of the 
fall during the crisis (10.32%). Nevertheless, this decrease is not an obstacle for 
the Algerian economy that continues having a high degree of openness and impor-
tance of exports, only behind Tunisia in both cases.

Evolution of the trade relations in the Euro-Mediterranean 
area: OMC vs European Union 

After this introductory analysis of the trade in Euro-Mediterranean area at 
global level, we will study the destination of exports of other Mediterranean coun-
tries (OMC). Morocco, Algeria, Tunisia, Egypt, Turkey and Israel are taken into 
consideration and the main destinations of their products will be identifi ed, paying 
special attention to the European Union (EU-15 as well as the actual EU-27) and 
France and Spain, the priority partners of these countries.

In this way table 4 enables us to appreciate how the share of the EU in the 
OMC exports decreases. The case is that the behavior of these countries was not 
homogeneous during the whole period of the study.
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Table 4. Destination of the OMC exports as percentage of total exports, 1990–2009 (%)
Exporter Period variation

Importer 1990 2000 2005 2006 2007 2008 2009 1990–
2008

Crisis 
(08–09)

Morocco
Spain 7.92% 11.05% 20.37% 22.09% 24.13% 18.99% 19.85% 11.06% 0.87%
France 35.58% 29.37% 25.23% 23.00% 21.62% 19.23% 23.60% –16.35% 4.37%
EU-27 73.17% 70.78% 69.05% 67.96% 68.50% 60.01% 65.46% –13.17% 5.46%

Algeria
Spain 6.35% 14.87% 12.25% 11.37% 11.04% 13.27% 13.58% 6.92% 0.31%
France 14.43% 12.19% 11.10% 10.25% 8.32% 9.89% 7.83% –4.54% –2.07%
EU-27 68.98% 60.06% 48.17% 44.44% 38.54% 42.77% 52.10% –26.21% 9.32%

Tunisia
Spain 2.69% 5.62% 5.74% 6.44% 5.88% 5.32% 4.70% 2.64% –0.62%
France 26.24% 28.02% 31.31% 30.49% 32.35% 28.15% 27.49% 1.91% –0.66%
EU-27 78.92% 81.39% 78.86% 76.81% 78.74% 72.48% 73.80% –6.44% 1.32%

Egypt
Spain 2.41% 3.36% 8.80% 9.24% 8.00% 7.20% 6.65% 4.79% –0.55%
France 5.09% 4.23% 4.07% 5.78% 4.26% 4.01% 5.03% –1.08% 1.02%
EU-27 64.27% 46.18% 41.15% 44.46% 37.95% 37.17% 33.96% –27.10% –3.21%

Turkey
Spain 1.73% 2.76% 4.43% 4.72% 4.75% 3.53% 3.30% 1.81% –0.23%
France 6.21% 6.72% 5.58% 5.66% 5.74% 5.37% 6.35% –0.84% 0.98%
EU-27 59.48% 59.65% 57.35% 57.61% 57.05% 48.72% 46.97% –10.76% –1.74%

Israel
Spain 1.53% 1.42% 1.50% 1.81% 2.02% 1.81% 1.77% 0.28% –0.04%
France 5.35% 2.50% 2.30% 2.29% 2.49% 2.25% 2.23% –3.11% –0.01%
EU-27 37.83% 28.95% 29.16% 27.53% 29.74% 29.08% 25.77% –8.75% –3.32%

Source: authors’ own work based on the CHELEM data base

As a very signifi cant feature it should be pointed out the importance of Eu-
rope as the main trade partner for all OMC except Israel. In 1990, the beginning 
of the study period the EU absorbed between 60% and 80% of the total exterior 
sales of OMC. In the end of the period the scenery is similar, but the EU-27 has 
suffered a signifi cant loss of the relative share as exports destination, especially 
in case of Egypt. So, in 2009 the EU-27 is the destination for about a third part 
of Egyptian exports in comparison with being the most important destination for 
Moroccan and Tunisian exports absorbing about 70%. The position of Algeria and 
Turkey is intermediate: a half of their imports goes to EU.

Finally it is necessary to point out that the effect of the crisis on the relations 
between EU-27 and OMC increased the share of EU in Moroccan and Algerian 
exports, maintaining them without changes in case of Tunisia and Turkey and, on 
the other hand, Egypt and Israel reorient their trade fl ows towards other markets.

As for the analysis of the exports to Spain and France, it is verifi ed that Span-
ish share increases for all the countries. This growth is more signifi cant in the 
case of Morocco, Algeria, Egypt and Turkey whose values are doubled in general 
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terms. On the other hand, the share of France, because of its traditional relations 
with these countries, is more notable and stable in the case of Tunisia, Egypt and 
Turkey, but even though the share of Algeria, Israel and Morocco decreases.

The question we ask right now is the following: how important are the im-
ports coming from these Mediterranean partners for Spain, France and EU-27? 
The answer for this question we obtain by means of table 5 which enables us to 
appreciate the importance of the imports originated in OMC within the total im-
ports that the EU receives.

Table 5. Origin of the imports received by EU as a percentage of total imports, 
1990–2009 (%)

Exporter Period variation

Importer 1990 2000 2005 2006 2007 2008 2009 1990–
2008

Crisis 
(08–09)

Morocco
Spain 0.47% 0.54% 0.86% 0.88% 0.99% 0.94% 0.91% 0.47% –0.03%
France 0.77% 0.71% 0.63% 0.56% 0.56% 0.56% 0.58% –0.21% 0.02%
EU-27 0.24% 0.23% 0.21% 0.20% 0.21% 0.21% 0.20% –0.03% –0.01%

Algeria
Spain 1.01% 1.82% 1.72% 1.71% 1.54% 2.24% 2.16% 1.22% –0.08%
France 0.83% 0.74% 0.93% 0.94% 0.73% 0.98% 0.67% 0.14% –0.31%
EU-27 0.60% 0.48% 0.50% 0.48% 0.40% 0.51% 0.56% –0.09% 0.05%

Tunisia
Spain 0.11% 0.22% 0.21% 0.24% 0.23% 0.24% 0.23% 0.13% –0.01%
France 0.39% 0.55% 0.68% 0.68% 0.79% 0.75% 0.73% 0.35% –0.01%
EU-27 0.18% 0.21% 0.21% 0.20% 0.23% 0.23% 0.25% 0.05% 0.02%

Egypt
Spain 0.14% 0.14% 0.44% 0.58% 0.49% 0.54% 0.52% 0.40% –0.02%
France 0.10% 0.09% 0.12% 0.22% 0.17% 0.18% 0.21% 0.07% 0.04%
EU-27 0.20% 0.13% 0.15% 0.20% 0.17% 0.20% 0.18% 0.00% –0.02%

Turkey
Spain 0.27% 0.49% 1.12% 1.21% 1.29% 1.11% 1.11% 0.84% 0.00%
France 0.35% 0.60% 0.84% 0.89% 0.98% 0.99% 1.15% 0.64% 0.16%
EU-27 0.50% 0.70% 1.07% 1.07% 1.15% 1.08% 1.07% 0.57% –0.01%

Israel
Spain 0.22% 0.29% 0.22% 0.25% 0.28% 0.27% 0.28% 0.04% 0.02%
France 0.28% 0.25% 0.20% 0.20% 0.22% 0.19% 0.19% –0.09% 0.00%
EU-27 0.30% 0.39% 0.32% 0.28% 0.30% 0.30% 0.27% 0.00% –0.02%

Source: authors’ own work based on the CHELEM data base

During the period of the study, the importance of the imports coming from OMC 
only increases in the case of Spain. The share of imports received by France and by the 
total of the EU is constant or even decreases representing an insignifi cant part which 
does not exceed 1% within the total of imported products in most of the cases.
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A contrary perspective demonstrates completely different results. Table 6 
shows that the imports OMC receive from the EU are very notable. There is clear 
trade dependence from the imports originated in the EU-27 that oscillate in 2009 
between 32.87% in the case of Egypt and 67.17% in the case of Tunisia. In spite 
of this fact, during the period 1990–2009 an explicit contractive trend can be ob-
served, with a general and signifi cant reduction of percentage of the share of the 
Common Market exports in case of Egypt (the 18 points fall), Algeria (15 points) 
and Israel (11 points).

Table 6. Origin of the imports received by OMC as percentage of total imports, 
1990–2009 (%)

Exporter Period variation

Importer 1990 2000 2005 2006 2007 2008 2009 1990–
2008

Crisis 
(08–09)

Spain
Morocco 9.01% 11.54% 14.28% 14.17% 14.18% 14.26% 14.87% 5.25% 0.61%
Algeria 6.16% 5.78% 7.37% 6.37% 6.74% 8.27% 7.09% 2.11% –1.18%
Tunisia 3.18% 4.33% 5.64% 4.87% 5.06% 4.29% 4.38% 1.11% 0.08%
Egypt 1.33% 2.24% 1.94% 1.60% 1.55% 1.78% 1.53% 0.46% –0.25%
Turkey 1.57% 3.69% 3.40% 2.95% 2.79% 2.48% 2.96% 0.91% 0.48%
Israel 1.18% 2.33% 1.64% 1.79% 1.66% 1.81% 2.26% 0.63% 0.45%

France
Morocco 26.94% 25.08% 19.22% 17.51% 16.30% 16.51% 16.68% –10.43% 0.17%
Algeria 29.02% 30.15% 27.79% 23.83% 20.75% 21.01% 19.43% –8.01% –1.58%
Tunisia 30.85% 27.80% 24.69% 24.79% 23.60% 20.45% 23.20% –10.40% 2.75%
Egypt 10.78% 6.43% 6.69% 5.10% 4.00% 3.23% 3.73% –7.56% 0.50%
Turkey 6.25% 6.94% 5.54% 5.38% 4.78% 4.69% 5.15% –1.56% 0.46%
Israel 4.33% 3.73% 3.25% 3.16% 3.04% 3.37% 3.53% –0.96% 0.16%

EU-27
Morocco 64.40% 64.94% 59.42% 57.46% 57.40% 56.86% 57.81% –7.54% 0.95%
Algeria 71.25% 62.96% 61.06% 58.65% 56.15% 58.28% 55.67% –12.98% –2.60%
Tunisia 78.01% 76.72% 74.51% 72.21% 70.80% 61.92% 67.16% –16.09% 5.24%
Egypt 50.80% 41.91% 38.45% 33.68% 33.47% 33.31% 32.87% –17.48% –0.44%
Turkey 50.06% 55.29% 49.37% 46.70% 44.29% 40.88% 43.92% –9.18% 3.05%
Israel 52.36% 48.40% 43.51% 41.30% 39.23% 37.42% 41.54% –14.94% 4.13%

Source: authors’ own work based on the CHELEM data base

The analysis of mutual dependence between the EU and OMC in terms of 
trade can be concluded with table 7. As is generally known, the EU is more im-
portant as a trade partner for OMC than OMC for the EU from the point of view 
of imports as well as from the point of view of exports. 
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Table 7. Destination of the EU exports as percentage of the total exports, 1990–2009 
(%)

Exporter Period variation

Importer 1990 2000 2005 2006 2007 2008 2009 1990–
2008

Crisis 
(08–09)

Spain
Morocco 1.18% 1.11% 1.45% 1.53% 1.66% 1.94% 1.94% 0.76% 0.00%
Algeria 1.04% 0.45% 0.80% 0.63% 0.73% 1.14% 1.14% 0.11% 0.00%
Tunisia 0.29% 0.33% 0.38% 0.35% 0.37% 0.37% 0.37% 0.07% 0.00%
Egypt 0.27% 0.34% 0.27% 0.24% 0.25% 0.35% 0.35% 0.08% 0.00%
Turkey 0.62% 1.69% 1.91% 1.81% 1.74% 1.67% 1.79% 1.06% 0.11%
Israel 0.30% 0.70% 0.36% 0.39% 0.35% 0.40% 0.44% 0.09% 0.04%

France
Morocco 0.95% 0.93% 0.86% 0.84% 0.89% 1.05% 1.04% 0.10% –0.01%
Algeria 1.32% 0.90% 1.34% 1.06% 1.06% 1.36% 1.50% 0.04% 0.14%
Tunisia 0.76% 0.81% 0.74% 0.79% 0.81% 0.82% 0.93% 0.06% 0.11%
Egypt 0.60% 0.38% 0.41% 0.35% 0.31% 0.30% 0.41% –0.30% 0.11%
Turkey 0.67% 1.22% 1.38% 1.48% 1.40% 1.49% 1.49% 0.82% 0.00%
Israel 0.30% 0.43% 0.32% 0.31% 0.31% 0.35% 0.33% 0.05% –0.02%

EU-27
Morocco 0.31% 0.31% 0.30% 0.30% 0.33% 0.38% 0.38% 0.07% 0.00%
Algeria 0.44% 0.24% 0.33% 0.28% 0.30% 0.39% 0.45% –0.05% 0.06%
Tunisia 0.26% 0.29% 0.25% 0.25% 0.25% 0.25% 0.28% 0.00% 0.02%
Egypt 0.39% 0.32% 0.26% 0.25% 0.27% 0.32% 0.38% –0.07% 0.06%
Turkey 0.73% 1.24% 1.39% 1.39% 1.36% 1.35% 1.33% 0.62% –0.02%
Israel 0.49% 0.71% 0.48% 0.43% 0.41% 0.40% 0.41% –0.09% 0.01%

Source: authors’ own work based on the CHELEM data base

In the case of European exports the importance of OMC is always below 
0.5% except Turkey which receives 1.33% of the European sales in 2009. Such 
a limited importance of the Mediterranean markets is maintained constant during 
the period of the study or even decreases in some case.

Euro-Mediterranean trade specialization 
As the EU is a very important trade partner for OMC and a destination of 

a great part of their exports, it would be interesting to check if the OMC exports 
to the EU follow the same sectorial specialization pattern as their exports to the 
rest of the world. In order to achieve this purpose, the data regarding the share of 
different products in the total exports to the EU-27 of each country (only those 
products with the share superior to 5%) and their evolution between 1999–2001 
and 2007–2009 are presented in table 8. Table 9 shows the share of the OMC ex-
ports to the rest of the world.
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First, the current situation concerning the export specialization of OMC will 
be analyzed. After that, the attention will be focused on the changes that took 
place within the export patterns of the countries.

Once again an enormous heterogeneity is observed: the exports of some 
countries to the EU-27, especially Algeria, are extremely concentrated and those 
of others, Israel and Turkey for example, are relatively diversifi ed. So, 83.03% of 
the Algerian exports are represented by oil and natural gas and 14.03% by coke 
and products of oil refi ning.

The share of oil and gas in Egyptian exports is also high, 37.45%. Neverthe-
less, there are other products with an important share, about 10%. It is the case of 
coke and products of oil refi ning, basic metallic products, which is followed by 
another group of products with quotas about 6–7%: chemical products, agricul-
tural products and textile products. 

Table 8. OMC export specialization of: trade with the EU-27 (%)

Morocco Algeria Tunisia Egypt Turkey Israel

No. Product 1999–
01

2007–
09

1999–
01

2007–
09

1999–
01

2007–
09

1999–
01

2007–
09

1999–
01

2007–
09

1999–
01

2007–
09

1 Agricultural products 8.60 12.48 0.16 0.10 1.33 1.36 6.86 6.65 5.73 3.18 6.04 5.73

11 Oil and natural gas 0.00 0.00 75.81 83.03 6.88 14.15 31.39 37.45 0.06 0.12 0.01 0.01

14 Other extractive 
industries 4.01 4.34 0.14 0.13 0.49 0.99 0.93 0.99 0.78 0.53 6.86 10.70

15 Food products 9.65 11.00 0.10 0.11 5.10 4.40 2.22 1.99 5.75 4.03 3.03 2.29

17 Textiles 8.78 6.42 0.02 0.00 8.73 7.51 13.30 6.23 23.68 14.73 2.86 1.50

18 Wearing apparel 35.65 26.99 0.00 0.00 44.79 25.05 5.67 4.72 18.40 11.29 1.76 0.33

19 Leather products 3.72 3.46 0.14 0.06 6.22 5.66 1.50 1.11 0.49 0.45 0.18 0.07

23 Coke and products of 
oil refi ning 2.87 1.27 20.98 14.03 1.10 2.07 14.67 11.70 1.24 2.77 0.05 0.08

24 Chemical products 4.72 4.96 1.49 1.27 3.24 3.74 4.93 7.92 3.30 2.52 18.55 23.70

25 Rubber and plastic 
products 0.46 0.40 0.00 0.01 0.48 1.24 1.31 1.50 2.86 3.74 5.76 6.30

27 Basic metal products 2.13 2.22 0.70 0.83 1.52 1.99 7.95 10.52 5.90 7.31 1.49 1.70

29 Other machinery 0.28 0.76 0.13 0.07 0.83 1.60 1.74 1.28 4.30 7.25 5.92 5.26

31 Electric machinery 5.16 13.55 0.02 0.02 11.51 15.79 1.10 1.72 2.76 3.17 2.22 2.99

32
Radio, television 
and communication 
equipment

5.90 1.86 0.02 0.03 1.30 3.87 0.61 0.19 4.52 3.58 16.43 5.07

33 Medical equipment 0.49 0.56 0.04 0.01 0.89 1.86 0.58 0.20 0.23 0.31 6.63 5.06

34 Motor vehicles 0.47 1.15 0.02 0.01 1.44 2.25 0.07 0.44 10.05 22.41 0.17 0.29

36 Furniture 0.45 0.85 0.01 0.00 1.11 1.44 0.60 0.39 1.49 2.01 11.23 11.15

Source: authors’ own work based on the CHELEM data base
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Table 9. OMC export specialization: total international trade (with the whole 
world) (%)

Morocco Algeria Tunisia Egypt Turkey Israel

No. Product 1999–
01

2007–
09

1999–
01

2007–
09

1999–
01

2007–
09

1999–
01

2007–
09

1999–
01

2007–
09

1999–
01

2007–
09

1 Agricultural products 7.95 10.54 0.10 0.09 1.46 1.70 7.33 5.68 6.80 3.57 2.45 2.23

11 Oil and natural gas 0.15 0.02 57.16 76.39 5.65 10.79 20.04 28.12 0.05 0.09 0.00 0.01

14 Other extractive 
industries 6.53 7.82 0.20 0.21 0.91 1.11 1.35 1.71 0.75 0.74 5.41 6.24

15 Food products 12.25 11.73 0.10 0.16 6.56 6.84 4.87 4.81 6.88 5.20 1.48 1.29

17 Textiles 6.80 4.51 0.01 0.00 7.92 6.28 10.76 4.49 20.32 11.62 1.98 1.09

18 Wearing apparel 26.99 19.24 0.00 0.00 37.71 20.10 8.16 4.20 15.33 7.43 1.76 0.34

19 Leather products 3.01 2.60 0.09 0.03 5.52 4.56 1.11 0.54 0.68 0.49 0.14 0.09

23 Coke and products of 
oil refi nin 3.41 2.91 39.64 18.58 1.74 3.05 24.00 16.42 1.13 4.51 0.53 0.36

24 Chemical products 10.83 14.08 1.32 0.78 9.34 10.65 5.66 7.63 4.40 3.42 12.75 21.00

27 Basic metal products 1.91 2.95 0.74 0.84 1.56 2.17 5.75 7.92 8.64 14.69 0.95 1.40

29 Other machinery 0.30 0.71 0.23 0.06 1.32 2.00 1.35 1.39 4.77 7.43 4.76 4.47

31 Electric machinery 4.06 9.60 0.04 0.02 10.01 13.32 0.79 1.87 3.03 3.92 1.81 2.05

32
Radio, television 
and communication 
equipment

7.91 4.14 0.02 0.02 1.12 3.17 0.37 0.15 3.22 2.05 18.48 8.75

33 Medical equipment 0.40 0.40 0.03 0.01 0.93 1.63 0.36 0.25 0.26 0.33 5.94 5.25

34 Motor vehicles 0.56 1.04 0.07 0.15 1.57 2.12 0.07 0.47 7.97 14.61 0.10 0.30

36 Furniture 0.57 0.75 0.01 0.00 1.17 1.53 0.86 0.76 2.26 2.58 27.27 25.11

Source: authors’ own work based on the CHELEM data base

The Next country with an important percentage of oil and natural gas within 
the exports is Tunisia (14.15%), but the staring product of Tunisian exports is 
clothing apparel, with the share of 25.05%, which is followed by electrical ma-
chinery (15.79%). The percentages of textiles and leather products are also sig-
nifi cant.

In the case of Morocco, an important role is also played by clothing apparel 
(26.99%), but besides electrical machinery (13.55%). A certain specialization in 
agricultural products (12.48%) and food products (11%) can be also observed.

As it was pointed out before, countries with more diversifi ed exports are Tur-
key and Israel. The most important product in Turkish exports is motor vehicles 
with a share of 22.41%. The percentages of textiles (14.73%) and clothing apparel 
(11.29%) are also notable. Other two products whose share in the exports is supe-
rior to 5% are other machinery and basic metallic products. Many other products 
are present within Turkish export, but their percentages are not that notable.
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The specialization of Israeli exports on chemical products is obvious cov-
ering almost one fourth part of the total exports, accompanied by rubber and 
plastic products (6.3%). Other products to be mentioned are furniture (11.15%), 
non-metal ores (10.7%), agricultural products (5.73%), other machinery, medi-
cal equipment and radio, television and communication equipment, with a share 
of about 5% each one of three last product categories. As well as in the case of 
Israel, there is a set of products present in Israeli exports, but with less signifi -
cant quotas.

The composition of the OMC exports at global level (to the whole world) 
is very similar to that one observed in the case of the EU-27. Nevertheless, some 
differences exist. In the case of Algerian and Egyptian oil and natural gas exports, 
the share of these products in sales to Europe is 7 and 9 points higher. Morocco, 
in its trade with Europe, is more specialized in clothing apparel (8 points more) as 
well as Tunisia (5 points more). For Israel, the only difference that stands out is 
its export specialization in furniture in the trade with non-EU countries (14 points 
more). Turkey sells more motor vehicles to Europe (8 points more) and more basic 
metal products to non-EU market (7 points).

As for the evolution of the export specialization of the OMC trade with 
EU-27 during the period of the study, it could be pointed out that the speciali-
zation in agricultural products continues to be reduced and is maintained rela-
tively constant in all OMC except Morocco, where the share of these products 
increased 4 points representing 12.48% of the Moroccan trade to the EU-27. 
These data demonstrate a weak impact of agricultural liberalization as a conse-
quence of the Association Agreements and poor results it produced, except in 
the case of Morocco where there is a signifi cant trade specialization of agricul-
tural products.

There are two sectors which experimented a drastic fall of their share in the 
trade to Europe: textiles and clothing apparel. The exports of both textile sectors 
decreased 20 relative points in trade of Tunisia, 16 points in Turkish case, 11 points 
in Moroccan and 8 points in Egyptian one, according to the globalization process 
taking place in this sector and major presence of products from Asia.

On the other hand, Algeria, Egypt and Tunisia increased signifi cantly the 
share of oil and natural gas in their exports to Europe (7 points in each case) 
and in the case of Tunisia its share was doubled. In spite of this fact, Algeria 
reduced 7 points the share of coke and products of oil refi ning within its ex-
ports.

Among other important changes is the fact that Turkey doubled its exports 
of motor vehicles (12 points increase within the exports to the EU-27, which is 
signifi cantly higher than the share of these products exported to the whole world) 
can be mentioned. Besides, as for the trade with Europe, Israel reduced its spe-
cialization in radio, television and communication equipment (11 points fall dur-
ing the period of the study) and Morocco increased its specialization in electric 
machinery (8 points more).
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Conclusions
Fifteen years after the Barcelona Euro-Mediterranean Process started, the 

results achieved cannot be considered completely satisfactory. Integration proc-
ess was slow; the advances in agricultural and services liberalization were limited 
presenting important differences from one country to another and from one prod-
uct/service to another; south-south integration at real level is at a standstill and the 
changes regarding the regulations and institutions are not suffi cient.

Nevertheless, the gradual, but slow, progress towards Euro-Mediterranean 
integration and the continuous impetus given by Euro-Mediterranean Trade Min-
ister Conferences year after year should be positively evaluated. It should be also 
mentioned that the signing of the Association Agreements of new generation will 
represent a new impulsion, in spite of the fact that the only one signed at the 
moment is the advanced status with Morocco. Its purpose is to combine trade 
liberalization and rapprochement of regulations and institutions of OMC to the 
Community acquis, as well as the EU initiative of the Union for the Mediterranean 
(UfM), a new approach based on the physical integration by means of important 
projects at regional level. It is considered that both types of initiatives will be able 
to have a signifi cant impact on the Euro-Mediterranean integration.

 During the period analyzed the intensifi cation of the trade liberalization in other 
Mediterranean Countries took place, in parallel with the process of the economic glo-
balization. The share of the OMC exports as a percentage of the GDP presents a posi-
tive evolution. This growth takes place mostly during the fi rst years of the 21st century 
which were the fi rst years when the Association Agreements entered into force.

An important detail that should be mentioned is that the signifi cance of the EU 
as the destination of the OMC exports and as the origin of their imports decreased 
considerably, especially in case of Algeria and Egypt, contrary to what the theory of 
regional integration suggests. Nevertheless, the EU continues to be by far the main 
trade partner of OMC. As for OMC, their limited importance as trade partners of the 
EU is constant and even decreases, in spite of the trade liberalization.

As regards the evolution of the exports specialization of OMC within the 
trade with the EU, agricultural products did not experience important changes, 
except the case of Morocco, where a notable rise of trade took place. These data 
demonstrate a weak impact of agricultural liberalization as a consequence of the 
Association Agreements and poor results it produced, except in the case of the 
Moroccan exports. On the other hand, textiles and clothing apparel are the sectors 
which experienced most signifi cant changes concerning Euro-Mediterranean spe-
cialization pattern as their share in the exports to the EU fell dramatically.

In conclusion, the expansion of Euro-Mediterranean trade cannot be denied, 
although in general terms neither a signifi cant trade deviation is appreciated nor 
an effect of trade creation with the EU as a result of its loss of share within the ex-
changes with Mediterranean countries. Besides, the trade patterns did not change 
too much and the impact on the OMC development was limited.
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Abstract
In the article an infl uence of organizational environment on the organiza-

tional structure was discussed. The research has shown a very varied co-existence 
of structural characteristics in the organizations under analysis. Almost in every 
case, it is a set of characteristic features for different types of structures, both clas-
sic as well as modern. The research results are contrary to the results of T. Burns 
and G.M. Stalker’s research. The differences in the environment dynamics do not 
account for the differences between the organizational structures of the studied 
organizations. They, however, do account, to a certain extent, for the differences 
between their innovation. These differences seem to depend also on the differences 
between organizational cultures and organization members’ professionalism.

T. Burns and G.M. Stalker’s paradigm today
At the beginning of the sixties of the previous century, T. Burns and G.M. 

Stalker published the work titled „The Management of Innovation”. In this work, 
they presented the results of long-time research whose aim was to determine the 
suitability of a management system in terms of its own specifi c factors (Steinmann 
& Schreyögg, 2001). It turned out that when only „novelty and distrust become 
a rule, another management system, which is totally different from the one that is 
suitable in terms of a relatively economically and technologically stable environ-
ment, is necessary” (ibidem). The above-cited authors have determined, in par-
ticular, that for a stable environment a mechanistic management system is suitable 
whereas for a turbulent environment – an organic one. It should be emphasised 
that both of these systems are based on the organizational structures which can be 
characterised by opposing features. This is illustrated by table 1.
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Table 1. Features of the organizational structures corresponding to mechanistic and 
organic management system

Structure
Features

Mechanistic Organic

Hierarchy Strongly developed Poorly developed
Specialization High level Low level
Centralization High level Low level
Formalization High level Low level
Standardization High level Low level

Source: the authors’ own study

The results of W. Dill’s analysis are similar to the results of T. Burns and 
G.M. Stalker’s research. Out of the two compared organizations – Alpha and Beta 
– the managerial staff of Alfa saw the environment as more stable and less de-
manding in terms of personal contacts with the members of other organizations 
and more inducing to routine raw and energy supplies. The differences between 
the organizational structures of Alpha and Beta were such that the former was 
more formalised; the interdependence between particular organizational units and 
task specializations was higher as well as the competition for the access to limited 
resources was more aggressive (Mreła, 1983).

T. Burns and G.M. Stalker’s fi ndings were further developed in the research 
of P.R. Lawrence and J.W. Lorsch. They have shown that the more the environ-
ment is perceived as diversifi ed (complex), the higher structural diversifi cation of 
an organization is. However, a signifi cant internal diversifi cation is not a suffi cient 
condition for an organization to achieve higher effi ciency because it is also neces-
sary to apply the integrating mechanisms, especially committees and work groups 
(Kieser & Kubicek, 1983).

T.C. Powell’s fi ndings coincide with the results of P.R. Lawrence’s and J.W. 
Lorsch’s research. His research has shown that the effi ciency of an organization is 
a function of adjusting the environment and organizational structure to the organiza-
tion and this means the acceptance of a given organization diversifi cation and proper 
coordination instruments with regard to the complex environment (Powell, 1992).

The results of T. Burns and G.M. Stalker’s research, supported by the fi ndings 
of the abovementioned authors, in the course of time became commonly acknowl-
edged scholarly achievements. What seems to be characteristic is the R.A. Webber’s 
remarks in which he emphasises that the organizational structure should result 

(…) not from abstract principles but from tasks, technologies and environment of 
an organization. Normalization and stabilization are needed in predictable organizations 
functioning in a stable environment but not in the case of unpredictable, innovative or-
ganizations functioning in a turbulent environment and requiring higher diversity and fl ex-
ibility (Webber, 1984). 

In his opinion, the interdependencies which usually exist between the environment, 
the structure and the performed tasks are formed in the manner presented in fi gure 1.



239

Environment
Stable

(high level of certainty)
Changeable

(moderate uncertainty)
Turbulent

(high level of uncertainty)

↕ ↕ ↕

Structure
Very formalized; centralized; 
static principles are obeyed; 

mechanistic system

Moderately formalized; 
decentralized; the combination 

of static principles and the 
dynamic approach is obeyed

Informal and ambiguous; ma-
king use of dynamic approach; 

organic system of problem 
solution

↕ ↕ ↕

Tasks – technology
Mass and high-volume 
production; long chains 
of conversion processes; 

programmed; few deviations 
from predictions

Continuous processes; few 
deviations from predictions; 
high level of programming

Projects made to order, 
individual manufacturing, 

lower level of programming; 
many deviations from 

predictions

Figure 1. Basic relations between environment, structure and task
Source: Webber, 1984, p. 396. 

It would be a cliché to say that modern organizations which function in a tur-
bulent, uncertain environment, apply as a rule non-routine technologies and strive 
to employ people who can effi ciently manage themselves, who constantly raise 
their already quite high qualifi cations and skills. It would result from the fact that 
these organizations should apply most of all organic structural solutions which are 
sometimes referred to as non-hierarchical due to the fact that they have a fl attened 
hierarchy and are formed around multifunction work groups in which power re-
sults not from the occupied position but from knowledge and experience. 

People, however, as stated by F. Fukuyama, like to organise themselves hi-
erarchically or, to be more precise, „(…) people who are on the top of a hierarchy 
treat the respect arising from their social status as such a nice phenomenon that 
for them it becomes a bigger source of satisfaction than money and other material 
goods”.

Those who are on the lower level of the hierarchy like this less but they usu-
ally have no other choice in this matter. In any case, in a modern society, there are 
so many hierarchies that the majority of people can fi nd themselves in the middle 
or in the higher zones of at least one of such hierarchies. Thus, it is not that people 
do not like a hierarchy as such but they dislike the hierarchies in which they are 
on lower levels (Fukuyama, 2000).

The next cause of the fact that a fl at hierarchy cannot be a common attribute 
of structural solutions in modern organizations is the fact that the hierarchical in-
terdependencies turn out to be good in practice. It is proved by, among others, the 
example of Coca-Cola. Its products were in the past sold by bottlers who individu-
ally set prices and dealt with sale. However, when new consumers emerged (su-
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permarkets and fast food restaurants), Coca-Cola grouped the bottlers in several 
bigger hierarchically built units. Later on, the hierarchy was even more developed 
in connection with the expansion into new markets (Hilmer & Donaldson, 1997).

It seems that not only the organizational hierarchy but also standardization and 
formalization of tasks can be shaped in modern organizations differently from what is 
stated by T. Burns and G.M. Stalker’s paradigm. It is infl uenced by a more and more 
common use of information technologies (IT). In the newest literature on the topic, the 
view which dominates is the one that holds that the implementation of IT causes the 
decrease in the importance of a human factor in the process of agreeing and harmonis-
ing the tasks of organization members. However, more and more frequently there oc-
cur impersonal coordination instruments (standardization of tasks and results) which 
facilitate the work of people who are distant from one another both in space and in 
time, without the need for their constant supervision and mutual, direct contact (Kieser 
& Walgenbach, 2003). By this, it is assumed that as a result of quite far-reaching stand-
ardization and formalization, the organization will be able to faster and in a manner 
which is in accordance with the adopted purposes and at relatively lower costs react to 
the changes taking place in the environment. To put it differently, it is assumed that the 
organization will function more effi ciently and develop as one organism thanks to the 
increased level of discipline and internal integration (Kandora, 2008).

The research carried out by M. Kandora lends credence to the above-stated 
view. This research was conducted in 70 enterprises from the reference lists of ER 
suppliers and has shown, among others, that:

– the scope of the implementation and application of the ERP system when 
other structure-forming factors are taken into consideration (strategy, or-
ganization size, environment, management’s view on the structure etc.) 
accounts for the changeability of formalization level in a statistically es-
sential manner,

– the scope of the implementation and application of the ERP system (in 
the context of the infl uence of other structure-forming factors) exerts 
a statistically essential infl uence on the level of task standardization.

According to the research author, the positive dependencies between the 
scope of the implementation and application of the ERP system and task standard-
ization and formalization found during the research create favourable conditions 
for the organization to achieve high effi ciency (Kandora, 2008).

However, in the literature on the topic, one may encounter the opinion that for 
some enterprises, the organic structural solution is a burden and should not be treated 
as an asset. It concerns primarily „young” enterprises functioning in a dynamic envi-
ronment in which the lack of formalised organizational roles may lead to ambiguity 
and problems emerging in the execution of processes. Additionally, it might be the 
cause of confusion and troubles in adjusting to new circumstances (Sine et al., 2006).

W.D. Sine, H. Mitsuhashi and D.A. Kirsch took up the verifi cation of this 
opinion. The research was carried out on the sample of 1049 Internet companies 
running their business activities in the United States of America within the period 
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1996–2001 and being the extreme case of „environmental” dynamism, turbulence 
and uncertainty. The results of the statistical analysis of the collected empirical 
material justifi ed the research hypotheses put forward. It turned out that the en-
terprises, in the initial phase of their lives, with organizational structures with 
a higher level of formalization, functional specialization as well as greater admin-
istrative intensity, are able to surpass the companies which have been assigned 
a lower level of these assets (Sine et al., 2006).

Moreover, some reports from management practice seems to confi rm the 
reviving faith in the effi ciency of centralised management. The example of Asea 
Brow Boveri (ABB) proves this. Not long ago, the president of this enterprise 
– P. Barnevik – intensively propagated the slogan „think globally, act locally”. 
It meant the necessity to connect global and local functioning of the enterprise, 
which was possible, among others, thanks to the fact that the local branches were 
given quite big freedom in terms of decision-making and acting and they could 
„put down roots deep” wherever they functioned. Today, this slogan is heard less 
frequently and ABB enterprise is managed in a manner which is clearly more 
centralised like the LGS Group holding – the world market leader of steel and 
aluminium industry products (Zybala, 2001), (Hopej et al., 2009).

In conclusion, it might be stated that the considerations presented above 
seem to point to the intellectual risk of generalising the results of T. Burns and 
G.M. Stalker’s research carried out on a sample of big enterprises functioning in 
Great Britain. Thus, it seems that:

– organic structural solutions are not commonly used by modern organiza-
tions,

– innovation of organizations depends not only on the organizational struc-
ture (as pointed out by the results of T. Burns and G.M. Stalker’s re-
search) but also on other factors.

Empirical research results
For the verifi cation of the above-stated hypotheses, the survey research has 

been carried out. The questions included in the survey pertained to the particular 
features of the organizational structure (hierarchy, specialization, centralization, 
formalization as well as standardization), its conditionings and organization in-
novation. To guarantee high accuracy of the research results, the measurement of 
the structural characteristics was based on their defi nitions which are frequently 
referred to in the literature on the topic. However, it should be stressed that with 
the exception of the level of standardization which was measured by means of 
one question only, all of the remaining structural characteristics were identifi ed 
by means of two questions concerning the same feature of the structure, which 
provided scale homogeneity. Furthermore, the authors of the research checked 
its reliability and, as it turned out, the value of Cronbach’s Alpha factor was in 
each case higher than the critical value amounting to 0.7. The remaining variables 
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(environment uncertainty, organization dependence on environment, applied tech-
nology, organizational culture, organization members’ professionalism as well as 
their number) were measured together by means of six questions (each variable 
was measured by means of one question), thus the factor analysis as well as the 
reliability analysis were not necessary. 86 organizations functioning in Lower Si-
lesia were examined during the research.

However, the research has shown that the co-existence of structural charac-
teristics is subordinated neither to mechanistic logic (high level of the character-
istics), nor organic logic (low level), nor – so to speak – indirect logics (more of 
less mechanistic, relatively organic). The calculated factors of correlation (table 
2) point out that there is a statistically essential dependence only between the level 
of formalization and hierarchy as well as the level of formalization and the level 
of standardization. It means that along with the increase in the level of formaliza-
tion, the organizational structure becomes slenderer and on the contrary – along 
with the decrease in the level of formalization, the structure becomes fl atter. The 
increase in the level of formalization is also accompanied by the increase in the 
level of standardization and on the contrary – along with the decrease in the level 
of formalization, the tasks are performed more rarely according to the accepted, 
unifi ed manners of conduct and repeated organizational procedures.

Table 2. Correlations of structural characteristics
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0.267
n=86

Hierarchy
0.030
0.791
n=83

1
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n=82
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n=83

Centralization
0.198
0.069
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1
0.158
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0.130
n=83

0.051
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1

Source: the authors’ own study

Note: **signifi cance level 0.01; *signifi cance level 0.05.
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The research has also included the analysis of how the organizational struc-
ture is infl uenced by various factors such as environment uncertainty which, in the 
light of T. Burns and G.M. Stalker’s research, appears to be the most important 
structure-forming factor. The dependencies between the factors which were taken 
into consideration and the structural characteristics disclosed during the research 
are presented in table 3.

Table 3. Correlations of environment, technology, organizational culture, profession-
alism and the number of organization members with the organizational structure
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0.142
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Source: the authors’ own study

Note: **signifi cance on the level of 0.01; *signifi cance on the level of 0.05.

It turns out that neither the organizations subjected to the research are de-
pendent on the environment, nor their organizational structures remain dependent 
on environment uncertainty. What correlated with some structural characteristics 
was only technology and the number of organization members. The more non-
routine character technology is used, the lower the level of specialization is, and 
vice versa. Furthermore, non-routine technology is accompanied by a high level of 
decentralization and the routine one – low. The size of the organization (measured 
by the number of organization members) is correlated in a statistically essential 
manner with the organizational hierarchy and the level of formalization. Along 
with the increase in the number of organization members, the number of hierarchy 
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levels and the number of management positions increase. And on the contrary, 
the decrease in the size of the organization is accompanied by hierarchy „slim-
ming down”. There is a directly proportional dependence between the number of 
organization members and the level of formalization: the higher the number of 
organization members is, the higher the number and detail of valid organizational 
documents is, and vice versa: the decrease in the number of organization members 
is accompanied by the decrease in the level of formalization1.

Another purpose of the research was an attempt at fi nding the answer to the 
question of what organization innovation depends on, and in particular, what infl u-
ence the existing structural solutions have on it? The analysis of regression allows 
to determine the strength of the infl uence of a particular independent variable on the 
dependent variable (organization innovation). During the construction of the model 
of regression, the stepwise method was used – this is illustrated by table 4.

Table 4. Regression Model for Dependent Variable – organization innovation
Model summary

Model R R Square Adjusted R
square

Std. Error of the
estimate

1 552a 0.305 0.277 1.073
a. Predictors: (Constant), environment uncertainty, organizational culture, organization members’ 
professionalism

ANOVAb

Model Sum of 
squares df Mean square F Sig.

Regression 38.371 3 12.790 11.099 0.000a

Residual 87.579 76 1.152
Total 125.950 79

a. Predictors: (Constant), environment uncertainty, organizational culture, organization members’ 
professionalism
b. Dependent Variable: organization innovation

Coeffi cients

Model
Unstandardized 

Coeffi cients
Standardized 
Coeffi cients

B Std. Error Beta t Sig.
1 (Constant) 1.264 0.586 2.156 0.034

organizational culture 0.488 0.106 0.443 4.605 0.000
environment uncertainty 0.253 0.100 0.246 2.516 0.014
organization members’ 
professionalism 0.246 0.105 0.226 2.331 0.022

a. Dependent Variable: organization innovation

Source: the authors’ own study

1 If there is at least one independent variable which correlates with a given structural characteris-
tic, then it might be assumed that the correlation factor shows the infl uence of this variable on 
this characteristic. 
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The results of regression analysis show that the constructed model of regres-
sion to a relatively slight extent accounts for the formation of organization innova-
tion. The adjusted R-square amount to 0.277, which means that three independent 
variables present in the model explain only 20% of the dependent changeable 
variation. Thus, the following elements: organization culture, environment un-
certainly and organization members’ professionalism show a certain infl uence on 
the dependent variable. This means that the increase in organization innovation is 
supported by the increase in environment uncertainty, the increase in organization 
members’ professionalism and the „opening” of organizational culture.

Conclusions
The research has shown a very varied co-existence of structural characteris-

tics in the organizations under analysis. Generally speaking, almost in every case, 
it is a set of characteristic features for different types of structures, both classic 
as well as modern. To put it differently, the co-existence of structural characteris-
tics is diffi cult to explain, which means that the problem of forming appropriate 
relations between structural characteristics by the management of the researched 
organizations is either left unnoticed or solved in a wrong way.

What is also left unnoticed or solved in a wrong way is the problem of adjust-
ing the organizational structure to the environment and to the remaining studied 
elements. The causes of such state of affairs are both subjective (e.g. the lack of 
qualifi cations) as well as objective (e.g. cognitive) but what is more important is 
that carrying out the function of organising in the organizations under analysis 
will encounter another barrier whose effect is visible in slight rationality of the 
existing structural solutions (fi gure 2).

 

Unnoticed or wrongly solved problem 
of the relations between structural 

characteristics 

Unnoticed or wrongly solved problem 
of adjusting the organizational structure 
to  the environment and other elements 

of the organization 

 
Carrying out the function of organizing 

 

Slight rationality of the existing 
structural solutions 

Figure 2. The barriers in carrying out the function of organizing
Source: the authors’ own study
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The limitations of the research which has been carried out are obvious 
(a small research sample and big subjectivity of the results) and it is easy to notice 
that the results are contrary to the results of T. Burns and G.M. Stalker’s research. 
The differences in the environment dynamics do not account for the differences 
between the organizational structures of the studied organizations. They, how-
ever, do account, to a certain extent, for the differences between their innovation. 
These differences seem to depend also on the differences between organizational 
cultures and organization members’ professionalism. It means that the still quite 
commonly adopted assumption that high effi ciency of modern organizations re-
quires rejecting all other structural solutions but the organic ones seems to be 
disputable.
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Abstract
In this research we analyze the concept of environment as a valuable re-

source for business, and environmental management in the company, something 
which affects all areas of business strategy and conditions to increase the effi -
ciency of the organization, making it more profi table, all with the aim of analyzing 
the determinants of the company’s environmental strategy. 

Introduction 
In recent years there has been growing social concern about the degradation of 

natural environment and the desire to reach what is now called sustainable develop-
ment, which involves covering our current needs also enabling future generations to 
meet theirs (Shrivastava, 1995). Since companies play a vital role in achieving this 
goal are receiving strong pressure from their environment and are facing increas-
ingly strict regulation, in order to redirect the direction of the economy and the ecol-
ogy in to focus on a common purpose for sustainable development. 

Our companies want to all your customers have a positive experience. This 
tendency is enhanced when products are differentiated less and are dematerialized 
and expectations at this point, the reviled intangible begin to form part of the mar-
ket value of the product or service. Brand value is one example. The environment 
along with knowledge are valuable intangible assets, to provide the organization 
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with many important sustainable competitive advantages. It is therefore particu-
larly valuable to analyze. 

It is therefore of great value elconcepto environmental analysis as a valuable 
resource for business, and environmental management that determines the busi-
ness strategy. 

Delimitation of the Environment 
The state of the environment is related to the dynamics of environmental sys-

tems and the infl uence they receive, whether attributable to human activities such 
as originating from external environmental changes, climate, rainfall, fl oods. Be-
cause of these arguments, it is not too useful to describe environmental scenarios 
that are only disconnected from the economic and social changes have an infl uence 
on it. On the other hand we must understand that science and technology priorities 
based on environmental sustainability will depend, certainly, the economic and so-
cial situation of the municipality, region and country. Speaking of environment, it 
is important to note that there is great uncertainty that revolves from the defi nition 
and delimitation of the concept until you know what is or will be the effect of hu-
man activity on it, as estimated and distribute the environmental benefi ts and costs 
in time, space and between economic agents. Also, the distortions that occur in the 
environmental area are due to errors in planning or lack thereof. 

The environmental sector, all fi rms producing goods and services that cause 
a favorable impact on the environment, also presents diffi culties for their accurate 
defi nition, because (Aragon, 1998): 

1. Companies related to the environment are numerous and move in a va-
riety of fi elds where the environmental push has been generating new 
activities and businesses. 

2. environmental work are often developed by large companies which only 
a small part of total revenues are derived from the environmental area. 

3. Environmental control systems of most companies are being internalized 
in its usual processes, not accounted for separately as practicable. 

The companies have not been outside the international mainstream, have intensi-
fi ed their efforts to forge closer ties with the environment, have begun to consider the 
environmental factor as an element of competitiveness in business and it is clear that 
current patterns are changing to explore and exploit the potential environmental ben-
efi ts as a logical response to the demands to increase their economic effi ciency. This 
has led to its inclusion in the hard work to help achieve sustainable development. 

Enterprise and Environment 
The consideration of the environment in the framework of corporate gov-

ernance requires adjustments in the various fi elds of business decision. Ecology 
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can provide to the art of making business management, in consideration of an 
approach to the processes of production and consumption that takes into account 
complete cycles and processes broader than purely economic ones. 

Traditionally the company and the environment have been, and in some ways 
still are, facing elements, incapable of looking at each other with hints of complic-
ity: the company as a threat to the environment and industrial concerns such as 
brakes and creating business jobs. 

In recent years, however, this opposition has been overcome basic conceptu-
ally imposed while the concept of sustainable development, broadly shared by 
different countries and social groups almost universally accepted that industrial 
growth can and should be consistent with preservation of the environment. 

The company and the environment are doomed to be understood: the com-
pany plays a leading role in the search and provide technological solutions to 
environmental problems and the business environment is a rapidly expanding 
market and a business opportunity and creating employment, constituting also an 
important part of the image, profi ts, quality of business-environment interaction 
in order to gradually integrate the criteria of preservation of the environment in 
economic decision-making processes of companies. 

Moreover, it is necessary to consider the company to maintain its position 
in open and competitive markets will depend largely on the success in integrating 
the demands of competitiveness and which concern the protection of the envi-
ronment. The internalization of costs that enter the extension of environmental 
restrictions and the use and application of economic and fi scal instruments in this 
respect, involves not only consideration in the fi nancial area, but also and particu-
larly in the area of production and even human resources. The elements of this 
complementary relationship are numerous, but could be summed up in the two 
mentioned below. 

Respect for the high demands on environmental protection has become 
increasingly concerned, rather than an additional cost, a source of competitive 
advantage, its effect on free trade, foster technological development and moderni-
zation and rationalization production processes and improving the brand image 
of the company and the product, not only against consumers, but also against the 
social part of the company. 

From the standpoint of the supply of environmental goods and services, open 
up enormous possibilities to create a rapidly expanding market and prospects for 
growth well above the average of the remaining sectors. 

Environmental Management 
Companies have gone from only meet current environmental regulations to 

try to strengthen their market position and access new markets using the environ-
mental issues (Halk & Konstantinos, 2002). 



250 

Environmental management in the fi eld of business management is a crucial 
factor which includes both instrumental in the corporate image of the company, 
and the quality of the product, the cost of marketing and, at most competitive. 
The leading companies, internationally, are demonstrating their environmental 
management programs, more rigorous and ambitious, are impacting positively on 
the technological renovation, with undoubted advantages for cost-benefi t factors 
because, in reality, savings programs and rationalization of resources. 

The company, as a determinant of the production process, takes an active 
role when talking about environmental actions in this context it is necessary that 
business managers have a precise set of techniques that allow them to determine 
both the value of the impacts derived from their productive activity, as the costs 
would be internalized to avoid such impacts, or at least reduced to the minimum 
expression that existing technology allows. 

The term environmental management has been used to refer to the „design 
and implementation of programs which aim to achieve goals of environmental 
policy the result of the company” (Hernández, 1993). An environmental manage-
ment system is the framework that an organization to achieve and maintain a cer-
tain environmental performance in line with the goals they had set in response to 
standards, environmental risks and social pressures, fi nancial, economic, competi-
tive, constantly changing, to have to face (Aragon, 1998). 

For the characterization of environmental management, green or manage-
ment, we can use the following features (Aragon, 1998): 

1. Consider the organization as a whole, and not as a set of parts. 
2. Strong concern for the long term. 
3. Leadership in relation to environmental issues. 
4. Serious commitment to quality. 
5. Awareness on the subject of all employees. 
6. Attention to customer requirements in relation to all employees. 
7. Integration of the organization in the surrounding community. 
The environmental management system serves to accentuate these features 

through the consideration of a factor traditionally not considered the environment 
in general and in particular natural resources (Aragon, 1998). 

Also with the introduction of an environmental system are overcome limita-
tions of traditional management: ignorance of the nature of the environment as 
a factor in the over-emphasis on production and consumption, little attention paid 
to non-fi nancial risks and anthropocentrism (Shrivastava, 1995). 

Much of environmental developments increased pressure coming from 
both public expectations and legal requirements. These factors together, nec-
essarily affect the business environment, creating a new competitive frame-
work conditions. For an adequate environmental management must integrate 
the environmental variable in the overall management system of the organiza-
tion. 
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Determinants of the company’s environmental strategy 
The environmental conditions may determine various aspects such as politi-

cal, legal, technological, social and even economic. Moreover, the components 
of the specifi c environment of the organization make changes in their actions and 
approaches promoted by various environmental reasons. All these changes affect 
the scope of the company, and therefore, the attitude adopted by the company to 
the environment must affect not only the corporate strategy of the organization, 
but must also be refl ected and integrated into its strategy business and, ultimately, 
based on policies and environmental strategies, plans of action and the organiza-
tion’s own performance (Aragon, 1998). 

Proactive environmental 
Environmental proactivity has often been explained as an attempt to meet 

the expectations and demands of various pressure groups. It is particularly note-
worthy environmental pressure by consumers and legislators. However, increas-
ingly companies often also perceived environmental pressure from other internal 
or external to the company (Henriques & Sadorsky, 1996; Buysse & Verbeke, 
2002). The insiders include managers, because of their direct responsibility for 
decisions within the fi rm, shareholders or owners, attracted by the idea of partici-
pating in „green” businesses – and employees, who try to protect them from risks 
directly affect (occupational diseases, industrial accidents...). Outsiders refer to 
environmental regulations, increasingly strict demands to the social-customers-to 
progressively grow the segment of the population that prefers products, packag-
ing and eco-production processes, vendors, keen to avoid damage potential in 
the image and legitimacy of their businesses, as well as legal liabilities, fi rms in 
the sector, especially the leaders who serve as referent, fi nancial institutions and 
insurance-based, inter alia, environmental criteria to evaluate business-funding 
applicants, the media and environmental groups-given power can have on the im-
age and legitimacy of the company and ultimately citizens or nearby communi-
ties, directly affected by environmental degradation (table 1). Through all these 
agents are channeled expectations that go beyond avoiding legal sanctions for 
noncompliance, such as reducing costs, improving company image and increase 
its market share. The pressure of the different actors (stakeholders), as refl ected 
in fi gure 1, therefore exerts a positive infl uence on measures in the environmental 
fi eld, leading to proactive strategy types. 

However, attention to the expectations of various pressure groups often fi nd 
barriers inherent in the company or from the environment or sector in which it 
operates, which hinder the adoption of measures to protect the environment (Post 
& Altman, 1994). The more relevant these barriers are more diffi cult to make 
progress in strategic environmental behavior, that is, the harder it is to overcome 
the reactive strategies to be confi ned to regulatory compliance (fi gure 1). 
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Among the internal barriers (table 1) include the diffi culty in providing an 
environmental product at competitive prices and the diffi culty of addressing envi-
ronmental issues when competitive pressures forced to prioritize other issues. 

Additionally, certain organizational weaknesses of the company, such as lack 
of training and awareness of both employees and managers of the company, a bar-
rier in the process of environmental adaptation.

In terms of external barriers (table 1), one of the most frequently mentioned is 
the high cost of environmental measures, especially if they are technological meas-
ures to prevent contamination, characteristics of proactive environmental strategies. 
Another major environmental barriers to adaptation is the great uncertainty about the 
impact on company performance. This uncertainty is usually associated with poor 
supply sector development environment, which results in lack of information on 
environmental technologies, clean and in an insuffi cient supply of machinery/equip-
ment adaptation, as well as advisory services/consulting environment. All these bar-
riers are joined at times, inadequate environmental legislation (little information on 
the companies concerned, lack of clarity in the regulatory environment, infl exible 
deadlines and compliance measures required...). In the last two decades, compa-
nies have made   major efforts in environmental matters. However, the response has 
not been unanimous, while some companies have opted for reactive environmental 
strategies, imitating the fulfi llment of the requirements of regulation, others have 
opted for more advanced environmental strategies (proactive), making environmen-
tal protection one of their main sources of competitive advantage. 
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Table 1. Determinants of the company’s environmental strategy
Pressure factors Barriers to adaptation

INTERNAL 
– Management 
– Shareholders/owners 
– Employees

INTERNAL 
– Priority of other business due to competitive 

pressure. 
– Diffi culty of providing an environmental 

product at competitive prices. 
– Lack of training and staff awareness of the 

company. 
– Lack of training and awareness by the 

management of the company.
EXTERNAL 
– Environmental legislation 
– Customers 
– Providers 
– The companies 
– Financial institutions 
– Insurers 
– Media 
– Environmental groups 
– Citizens/communities near

EXTERNAL
– Little information on environmental 

regulations. 
– Lack of clarity in environmental regulation. 
– Lack of fl exibility in terms of compliance 

required by legislation. 
– Poor fl exibility required compliance measures. 
– Little information on environmental 

technologies fair. 
– Insuffi cient supply of machinery/equipment 

adaptation. 
– Insuffi cient supply of advisory services/

consulting environment. 
– High cost of adoption of environmental 

measures. 
– Great uncertainty about the impact of the 

results in the company.

Source: Bank et al., 2004

There are two great forces, of opposite sign, which largely determine the di-
versity of strategic behavior in the environment. On the one hand, there are some 
pressure agents (stakeholders) that require companies to adopt more proactive 
environmental strategies. Moreover, there are also barriers that limit the ability to 
act in this regard, and induce fi rms to adopt a more reactive environment. 

The pressure comes mainly from environmental agents external to the fi rm 
pressure, especially from customers, legislation and companies. By contrast, the 
barriers that hinder the process more environmental adaptation are internal to the 
company. Specifi cally, the most signifi cant barriers are the cost of adaptation, the 
priority of other issues in business, lack of awareness of managers and lack of 
training of workers. So the outcome between stress factors and barriers, partly 
explains the observed diversity of environmental strategies in companies. In this 
sense, the Environment Foundation in its report reveals that Environment 2003, 
though until a couple of years the Spanish company was essentially reactive to 
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environmental policies (premium fear of possible sanctions for breach), currently 
seen a development that puts the Spanish companies on the verge of a proactive 
approach, in which prevention approaches are gradually replacing the strict com-
pliance with legislation (Environment, 2003). 

The analysis of the determinants of environmental strategy includes other 
aspects such as the intrinsic characteristics of the company (size, industry), their 
organizational capabilities and innovation, or the expectations and perceptions of 
managers. 

With regard to the intrinsic characteristics of the fi rm, larger fi rms have more 
information and environmental education programs that small, but this does not 
determine a more proactive attitude towards the environment (Aragon, 1998), 
in fact, smaller companies (turnover less than 6000 euros/year) being the most 
proactive by extending its responsibility for products and services in the market 
beyond their own facilities (Environment, 2003). By sector, they are major differ-
ences, with the chemical, and transport equipment and building the most proactive 
Environment (2003). 

In terms of organizational capabilities, companies try to improve and adapt 
to the environment, for example through eco-design, design methodology and 
improvement of products taking into account environmental aspects. It is oriented 
towards the effi cient use of natural resources during the product life cycle, ie from 
the process of acquiring raw materials to consumption and disposal of the product. 
Ecodesign Through the environmental aspects are integrated in the processes of 
design and product development. As a result is achieved environmental improve-
ments combined with innovation and cost reduction. 

Ecodesign opportunities are following different strategies: 
1. Optimizing the performance of the function of the product or service. 
2. Use low impact materials. 
3. Improved process effi ciency. 
4. Optimization of production in social and environmental. 
5. Reduced use of resources during product use.
6. Optimizing the product life.
7. Optimization of waste products and recycling opportunities for the reuse 

of the product. 
Finally, with regard to the perception of managers, some research on corpo-

rate environmental strategy shown as companies adopt different industrial context 
similar strategies (Hoffman, 1997), either a reactive or proactive environmental 
strategy. However, other studies show variability in the environmental strategy of 
companies in the same social and policy context (Aragon, 1998). Emphasizing the 
infl uence of expectations and perceptions of the company management (Jennings 
& Zandbergen, 1995). Perceptions of leadership are infl uenced in turn by factors 
external to the organizational context, and environmental laws (fi gure 2). 
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There are factors such as environmental laws, changes in the profi tability of 
employees, which infl uence the interpretations of managers, which according to 
these interpretations, decide on strategic environmental alternative to follow the 
fi rm (Sharma, 2000). 

Conclusions 

Managers can not close their eyes to this changing environment if they 
wish to maintain the competitiveness of your company. This is not to as-
sume corporate social responsibility for ethical reasons but by mere matter 
of survival. 

For some authors, the environment is a factor in the general environment (or 
macro) to be analyzed together with the four factors traditionally studied (socio-
cultural, political-legal environment, economic environment and technological 
environment). For others, it is necessary to discuss a new environment but also the 
environmental factor is incorporated into the four traditional factors. Thus, within 
the technological environment is necessary to analyze the development of cleaner 
technologies and the spread of programs to promote R & D environment. Within 
the political-legal environment it must, among other things, the various legislative 
environmental. Within the economic, fi scal and fi nancial measures taken by gov-
ernments to encourage environmental improvement. And within the sociocultural 
environment, the level of information and training people about the various en-
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vironmental problems and their behavior and response to different environmental 
marketing strategies that can be taken. 

One way or another, which should be clear is that the environment should be 
introduced in strategic thinking to establish itself as an essential part of business 
environment. 

The pursuit of profi t for the environment does not necessarily harm the com-
pany. The overlap of the ecological and economic objectives is greater than you 
might think at fi rst. It is possible to achieve a common benefi t. Improved environ-
mental performance can lead the company improved its competitiveness. These 
are called situations win-win-win. While the company is able to maximize their 
fi nancial goals and the customer gets their needs through the company’s product, 
the environment is benefi ted by a minimization of the impact. 

This improvement can come from both the supply side (through improved 
productivity), and from the demand orientation (via product differentiation). 

Undoubtedly, it is increasingly polluting more expensive, conveying also 
a picture of the company anything favorable ecological criteria with which today 
guides the consumer. Therefore, concepts such as eco-product, clean technology, 
green marketing, green company, they are imposing on society and the business 
world. 

Hence, the integrated environmental management today a global conception, 
strategic, production, which in practice translates to the review of the environ-
mental situation of a company must allow you to identify, assess and control risks 
related issues the environment, identify errors or defi ciencies in the production 
process, or management, and offer alternatives to these problems. 

The management of risk prevention function is more than just control of 
technical installations. A department of environmental risk prevention does not 
have a monopoly in this area, it affects all facets of a business, so that future schol-
ars will not be necessary, but each professional, in addition to knowing your area, 
you must know the environment. 

The issue of concern to the society (employers, consumers, etc.). The indus-
try begins to realize every day more than the failure to develop optimal business 
management without simultaneously carry good management and risk prevention 
(labor and environmental) and result of the interplay between production, qual-
ity and safety. The problems stem from the incipient stage of development of the 
technique, and the work being carried out and standardized. While this presents 
a number of obstacles the monetary valuation of environmental benefi ts and costs 
is a way to express it in terms understandable to the public and a means of making 
explicit the goals of decision makers. There may be a market environment, while 
the environment is not a market itself. 

There is a market for the environment because they are public goods, no 
price given, but the actions to keep uncontaminated if they do, the fact is that 
society is, in practice, giving an implied value to many of these goods from the 
moment in which decisions impacting on the environment. 
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Managers in companies have no means of assessing the environment, what is 
done is to assess the means to keep the environment unpolluted. 

Environmental economic analysis lags behind other disciplines, while having 
a bias towards very partial aspects of environmental economic area. This bias is 
primarily to the analysis of the costs of preventing and/or correction of pollution, 
being much less studied the impact of environmental degradation and negative 
impact on economic activity of the company. These two parts focus in isolation, 
even if both parties fully interconnected. 

Among the measures that are necessary to determine environmental costs, in 
view of a pricing mechanism more effective from the environmental point of view 
include: the redefi nition of the concepts, rules, conventions and methodologies 
related to accounting, so that the consumption and use of environmental resources 
involved as part of total production costs and refl ected in market prices. 

These measures should include an appropriate monitoring and controls to 
ensure market transparency and fair competition. 

Currently the context is favorable to start normalizing micro environment so 
as to avoid distortions in the market, is working on the standardization of prod-
ucts, machinery, etc. At the international level in ISO committees, is gaining im-
portance the certifi cation of products based on environmental and safety criteria. 
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Abstract
The problems of multicultural management will be presented in the paper. 

These will be presented in the context of the binding European legislation and 
the experience of western countries. Multiculturalism will be mentioned, treated 
as a way of dialogue and confl ict, with the simultaneous need for co-existence of 
diversity in the global society. National, international and transnational compa-
nies have to face new challenges because they must deal with and use the cultural 
diversity of the organization members for the organization’s goals. The particular 
role for effective intercultural management is played by the management staff, 
which is responsible for introducing management styles promoting equality of op-
portunities for all employees regardless of their ethnic origin. Achieving cultural 
competences enabling management and cooperation in an international team is 
required from the management staff of the 21st century. Cultural diversity be-
comes a challenge for the personnel function implementation in international or-
ganizations.

Essence of multiculturalism. Confl ict, dialogue and 
accepting diversity

21st century organizations are facing new challenges. Phenomena which 
were not of concern in the last century now gain more and more attention. This 
century is the age of multiculturalism of human resources, dialogue and a collision 
of various cultures with the simultaneous need for co-existence within a society of 
a given country. The term multiculturalism indicates the phenomenon of co-
existence on a limited space of two or more groups with separate languages, 
religions, customs, traditions and systems of social organizations.

Civilization transformations cause multiculturalism to be treated as a process 
of penetration and overlapping of inter-culturalism, i.e. of cognition and coexist-
ence of different value systems, originating from different national cultures. Mul-
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ticulturalism accompanies each fi eld of life, i.e. education, work and performing 
roles in the social and public life. 

The contemporary labour market has completely changed. National and in-
ternational companies have to face new challenges, i.e. treating cultural diversity 
as a certain strength, enabling gaining a competitive advantage. However, the 
phenomenon of multiculturalism can lead to mutual respect of cultural differences 
in the process of education and performing work or the other way round, it may 
cause an unwanted confl ict. Worldwide legislation (including Europe) decides 
about the strength of cultural diversity acceptance or the lack of it and compliance 
with it by country governments of the contemporary world. This is what may lead 
to the reconstruction of social awareness in the direction of mutual respect, toler-
ance towards different cultures, its canons and different religions. Reconstruction 
of awareness must begin at schools, thanks to which the workplace will become 
a place free from discrimination. It is in the process of education on various levels 
that we should learn the value of different cultures. Worth following are the exam-
ples of America, Australia and Canada, i.e. countries with an immigrational origin 
and in which state policy is based on cultivating cultural identity with simultane-
ous building affi liation to the country in which people live and work. Educational 
activities in those countries fi nd their base in government legislation and activi-
ties. For instance, in Canada the government and the Department of Canadian 
Heritage by supporting ethnic minorities emphasize the importance of cultural 
identity, social justice and activity. The multicultural program of the federal gov-
ernment contains a catalogue of state actions, supporting national and ethnic mi-
norities (Kozień, 2005). Among these, one particularly worth paying attention to 
is conducting a special mass media policy refl ecting the multicultural character of 
the society and its impact on the economic development of a given country.

An interesting example in this respect is also the Republic of South Africa, 
where after many years of apartheid a democratic state was built (Ząbek, 2005). 
The Constitution of the Republic of South Africa (owing to President Mandela) 
contains a catalogue of human rights. The assumption that cultural differences 
are a necessary right of the peoples of South Africa is dominating in the constitu-
tion. It guarantees freedom of religion, culture and language. This is a remarkable 
country, where a previously marginalized group took over power and introduced 
the principles of acceptance of various cultures. However, as a result of the 50-
year long past (lack of access to education and life in fair conditions), equalizing 
the opportunities becomes state policy for many generations. Among European 
countries, the largest achievements in the sphere of support and recognizing mul-
ticulturalism belong to the UK (until recently the pioneers were the Netherlands 
and Denmark). The Government report of the Multi-ethnic Commission drawn up 
in 2003 criticised conservative values acknowledged so far and British patriotism 
which was a tool of dominance and discrimination against ethnic minorities. The 
report has shown that so far the British state, although accepting ethnic minori-
ties, was not promoting the model of social integration and even supported ghet-
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toization (Kozień, 2005). Today the situation has changed completely and Great 
Britain has become the fi rst country that appreciates ethnic minorities, particularly 
in the view of unfavourable demographic changes in the country.

In the 1960s, the living practice of immigrants has changed in European 
countries for the better. The phenomenon of revitalizing ethnic identity (among 
others, the principle of bilingualism in administration, education and mass media) 
and forming various organization representing their interests appeared in ethnic 
group activities.

Although the policy of acceptance and tolerance is conducted towards im-
migrants in many countries, the examples of discrimination against the so-called 
„foreigners” are still visible. Even in the previously mentioned countries the dis-
crimination of foreigners takes place in schools, at work and in public places. 
A fi ght among Arab teenagers (a group of Lebanese) and Australians broke out in 
2006 on the beach near Sydney, in a country in which a program of „multicultural-
ism” is conducted. People from 74 countries can be found here and the program 
of immigration is under government control (Ostrowski, 2006). Although the 
American society is raised in the spirit of tolerance, American snipers in Bagh-
dad allowed themselves an inappropriate joke by practising shooting to a target 
marked in the Koran. Despite apologies and punishing soldiers, the Iraqis called 
this incident an „aggression against the whole world of Islam” and the Association 
of Muslim Scientists condemned „a crime against the Holy Book of God, the Con-
stitution of our nation, which is the source of our soul and dignity” (Kaźmierczyk, 
2008). 

Every day, there is a number of confl icts, insults and humiliating the popula-
tion professing different religions and having a different skin colour in many Eu-
ropean countries despite supporting the multicultural society supported by legal 
acts (UN, EU). Stereotypes of particular races that are unfortunately solidifi ed by 
the mass media as in Poland are functioning in the social awareness.

Recently, Muslims have been marked with a stigma of terrorists in the world 
after the tragedies of 9/11 in New York. Acts of discrimination not happening 
before began to take place in the Netherlands, a country regarded before as the 
cradle of tolerance. There, after the assassination of the director Theo Van Gogh 
by a Muslim fundamentalist, the paths of immigrants and whites more and more 
clearly diverge (Pawlicki, 2005). The Dutch began to be afraid and Muslims start-
ed to feel as second-class citizens. Fortunately, the way to social dialogue is paved 
by the increasingly emancipated Muslim women. They are gladly learning and 
integrating in the Netherlands. They want to work and have professional careers. 
They also lead the dialogue with traditionally thinking men.

In Poland the newcomers arriving from the countries of the former USSR, 
China and Vietnam are marked with a stigma of „labourers” The attitude of Poles 
towards people from the former USSR is not always positive, they are often re-
ferred to as „Russkies”. The „Russkies” are for instance refused to enter public 
premises (clubs, cafes), rent apartments and, fi rst of all, fi nd legal jobs. This situa-
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tion particularly applies to the refugees from Chechnya. The situation is extremely 
reprehensible when discrimination also applies to children and they are treated 
badly by the school environment (Mikulska, 2010).

In Poland the situation is the worst for Roms defi ned as „dishonest and lazy” 
Roms are the group with the lowest level of education and employment. The 
Rom population in Poland reaches from 25 000 up to 30 000 people. They live in 
poverty, in very bad residential conditions, not meeting the basic standards. Both 
adults and children are badly treated. Discrimination against the Roms takes place 
in our country, in the Czech Republic and in Slovakia. School ghettos for young 
Roms have recently been discovered in Polish schools. Even separate entrances 
can be found in the schools. In addition, it has become often practiced to send the 
children to special schools (Monkoś & Weber, 2008). Similarly to Poland also in 
Slovakia and the Czech Republic the aim is to isolate Roms in the place of their 
residence. Very often, special housing ghettos are established away from Polish, 
Slovak or Czech families.

Public opinion surveys carried out from 1993 speak about the attitude of Poles 
towards foreigners. The survey of Public Opinion Research Center shows a differ-
ent attitude of Poles to various nations (Hall & Mikulska, 2010). According to the 
survey from 2010, Poles like the Spanish, Czech, Italian, French, Slovak the best, 
and least liked are Roms, Chechens, Romanians, Turks. The report of Ł. Potocki 
„Integration and discrimination – the landscape of 2009” (Hall & Mikulska, 2010) 
about the social distance towards foreigners shows that in recent years Poles have 
become more tolerant. And so in 2000, 17% of Poles did not want to be neighbours 
to people of different races. In 2006, this percentage decreased by 3.7. 24% of 
Poles in 2000 did not accept immigrants or Muslims in their neighbourhood and 
in 2006 such opinion was presented only by 15% of the surveyed. Unfortunately, 
the optimistic data presented above does not refl ect the cases of drastic treatment 
of foreigners. Today, cities particularly hostile towards foreigners are: Białystok, 
Łomża, Elbląg and Katowice (Mikulska, 2010). Aggravated assault took place in 
these cities, on: a darkskinned Frenchman and a man from India (assault on a bus 
stop – Białystok) and foreign students. In Elbląg in 2008, a doctor of African ori-
gin was assaulted and in 2010, in Katowice, a man from Egypt was beaten up. In 
Chełm a man from Kenya was beaten up. In 2007 and 2010 musicians with African 
roots were beaten up in Wrocław. The Chechens, unfortunately, often become sub-
jects of frequent attacks (Mikulska, 2010). In September 2009 in Białystok, bot-
tles fi lled with petrol were thrown into a Chechen apartment. In Łomża, Chechen 
women were attacked. In this city, also leafl ets and a movie (on the Internet) calling 
to hatred on the national background appeared. Chechens are presented as a nation 
avoiding work and abusing the Polish social system.

The above examples prove that the phenomenon of racism exists in Poland 
with different intensity in different places in the country. It is accompanied by 
racist comments on Internet message boards. Thus the public opinion survey (the 
declaration of tolerance) does not refl ect the functioning stereotypes and the actual 
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behaviours of Poles (school, street, football fi elds). As the researchers of the prob-
lem state (A. Jasińska-Kania, S. Łodziński, M. Ząbek, I. Czerniejewska), the lack 
of multiculturalism experience over the last few dozen years in Poland weighs 
on the relations between Poles and representatives of other nations and cultures 
(Mikulska, 2010). Thus, the lack of knowledge about cultures and no cultural 
education result in the fact that people use stereotypical judgements, often taking 
the negative and aggressive attitude. 

The phenomenon of discrimination towards foreigners becomes more and 
more noticeable in the workplace. The problem becomes serious when we real-
ize that in Poland in 2010 37 121 work permits (in 2009 – 29 340 and in 2008 – 
18 022) were issued. A foreigner is entitled to perform work in Poland if, among 
others, they have a refugee status, hold a tolerated residence permit, are EU mem-
ber country citizens and have a work permit on the basis of a visa if they perform 
work on the territory of Poland under an agreement with an entity whose registered 
offi ce is located in Poland or if they perform work for a foreign employer and are 
delegated to the territory of Poland. The latter cases of the so-called delegating 
foreigners do not constitute the problem for the discussed issues. the situation 
when a foreigner applies for a job in Poland with the so-called private contract or 
becomes „contracted” is much worse. For instance, the work permit in 2010 was 
granted to 1958 people from Belarus, 294 from Kosovo, 682 from Moldova, 203 
from Serbia, 1521 from Turkey, 13 150 from Ukraine, 505 from Russia, 2 252 from 
Vietnam (Biuro Analiz Sejmowych, 2011). Only few out of these groups work on 
managerial positions (what in most cases means that they run their own company) 
e.g. 33 people from Belarus, 125 from Ukraine, 38 from Russia, 99 from Vietnam. 
The rest performs work of qualifi ed workers and the so-called simple works. Dis-
criminatory practices are often conducted against this „rest”. They relate to the 
sphere of applying for work and performing it. As it results from research carried 
out by the Institute of Public Affairs in 2010 (K. Wysiańska, W. Klaus, K. Wencel) 
on discrimination against foreigners (Biuro Analiz Sejmowych, 2011). 

Foreigners, as compared to Polish employees, receive inferior jobs, receive 
lower remuneration, receive more diffi cult orders than other people working on 
this position, have less favourable working hours and less favourable impact on 
granting holiday leave. A contract for a defi nite period of time is signed with them 
in spite of the possibility to sign it for an indefi nite time as well as insurance pre-
miums and the Labour Fund are unpaid for them. Control conducted in 2009 by 
the National Labour Inspectorate proved a breach of employee rights in the sphere 
of working conditions and living conditions. Dreadful accommodation conditions 
of the Ukrainians, Thais and Filipinos (labour camps) came to light. There is no 
one to defend improperly treated foreigners. It is a shame that trade unions do not 
undertake such initiatives.

According to the MIPEX survey – Migrant Integration Policy Index from 
2011, Poland received a low note. It is emphasized that migrants, although having 
the right to work, do not feel safely at work and are unable to plan their careers. 
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They also do not have equal access to all sectors on the labour market (e.g. the 
public sector). The fact that foreigners having the work permit in Poland work 
below their qualifi cations because they cannot fi nd a job (because of the discussed 
reasons) in their learned professions is alarming. This situation is typical for, e.g. 
the Ukrainians, Vietnamese, Armenian or African people.

Only physicians work in their learned profession among African people. As 
we have emphasized before, there is a stereotype of a „foreign” employee be-
ing non-effi cient, not knowing how to adjust to the Polish organizational culture. 
The survey carried out among immigrants, foreign students and graduates shows 
many problems which the respondents have to face (Janowska, 2006). Immigrants 
pointed out to diffi culties with fi nding work, emphasizing xenophobia, open aver-
sion towards them or indifference from the environment. It is strongly emphasized 
by the students and graduates coming from the Arabic countries. As a result, high 
professional qualifi cations which they acquired in Poland are very often wasted. 
They negatively assess the period of their stay in Poland, years of studies, contacts 
with the university and potential employers. Those who settle down in Poland 
rather live among „their people” than among the Polish society.

Role of legislation in building multicultural dialogue
Globalization is accompanied by a new model of the contemporary society. 

A post-ethnic society emerges among cultural properties of different nations in 
which social groups are subject to constant evolution. It is thus assumed that the 
entity of multicultural origin makes the choice itself. This is probably a long-
lasting process but surely unavoidable. However, with presently growing migra-
tion processes we should create but, fi rst of all, respect the already existing law 
against discriminating national and ethnic minorities. The protection of minority 
rights, the protection of cultural diversity has been of interest to the United Na-
tions and the Council of Europe for years1. The fi rst step towards guaranteeing 
individual rights was the Universal Declaration of Human Rights, passed by the 
UN General Assembly in 1948. In 1950, Convention for the Protection of Human 
Rights and Fundamental Freedoms was established and in 1966 Convention con-
cerning the liquidation of any forms of racial discrimination. The basic document 
in the international order, specifying the situation of national minorities and ethnic 
minorities is the Declaration of the Rights of Persons belonging to National or 
Ethnic, Religious and Linguistic minorities, adopted by the UN as the resolution 
of the UN General Assembly in December 1992. In the Article 2 we read „persons 
belonging to national minorities or ethnic, religious and linguistic minorities have 
the right to make use of their own culture, to practice their own religion as well as 
to use their own language”. European legislation was created under the infl uence 

1 Prawa mniejszości narodowych i mniejszości etnicznych w prawie międzynarodowym i polskim, 
Kancelaria Senatu, Biuro Analiz i Dokumentacji, March 2011.
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of the American achievements. The directives binding for member countries are, 
fi rst of all, known today i.e. the Directive of the Council of Europe No. 2000/43/
EC of 29 VI 2000, implementing the principle of equal treatment regardless of 
racial or ethnic origin. The last act is the Framework Decision of the EU Council 
No. 2008/913/WS and SW of 28 November 2008 on preventing certain forms 
and signs of racism and xenophobia by legislative measures. The 2000 directive 
was introduced to the Polish legal order in 2004. The Council of Europe put the 
responsibility on governments of member countries for creating favourable policy 
towards immigrants under the specifi ed principles: 

– In each country, legislation guaranteeing the equality of opportunities regard-
less of the origin, condemning all forms of discrimination shall be valid. 

– Legal measures must be supported by educational activities that will al-
low to eliminate racist and xenophobic attitudes of the society. 

– Activities that aim at improving employee status of ethnic group mem-
bers should be strengthened, we should create equal opportunities during 
applying for work, training and promotion. 

– Compliance with the right for public practising of worship and guaran-
teeing the right to freedom to practice their denomination for all religious 
groups is very important. Therefore, there must be an area to build their 
own churches, set up denominational schools and for Muslim girls to go 
to school in their hijabs.

The Council of Europe formulated the Basic Principles of Immigrant Inte-
gration (2005) among which the issue of employment becomes the most important 
because it leads to incorporating the ethnic minorities into the social life. This is 
the main provision of the European Strategy of Employment. It is about verifying 
the qualifi cations acquired in another country and about constant improvement of 
qualifi cations, facilitating acquisition of employment and, as a consequence, the 
well-deserved position in the workplace and in social life.

Role of managers in culturally diverse human resources 
management

In the globalized world one of the roads facilitating acquisition of competi-
tive advantage is making the organization more fl exible (mobility, variability). 
A fl exible organization, characterized by low degree of formalization develops 
its strategy adapting to new realities of the labour market. They certainly include 
multicultural labour resources. The ability to move on the markets of a different 
specifi c nature of national culture and effi ciency of managing teams deriving from 
various cultures decides, among others, about the victory over competitors. The 
awareness of cultural diversity and ability to not only deal with it but benefi t from 
it, ensuring organization development, becomes an advantage in pursuing com-
petitive advantage (Godziszewski & Glińska-Neweś, 2008).
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Interesting and practical solutions were lately suggested by the European Un-
ion, publishing training materials promoting not only equality but also the business 
aspect of diversity management (including cultural diversity). It includes, among 
others: discovering new customer markets, building the image of the employer 
involved in diversity matters and evaluation of benefi ts for companies through 
introducing the diversity policy (Jamka, 2011). 

In order to meet the new challenges managers have to possess the basic 
knowledge about the dimensions of national cultures. The acquisition of cultural 
competences will allow mutual understanding and cooperation in international 
employee teams. A huge role in this respect may be played by the actions of ex-
pert, advisory companies, whose task is not only the propagation of specialist 
knowledge but granting specifi c assistance at establishing international coopera-
tion, conducting negotiations or creating international project teams. The cultural 
diversity of work teams is favourable for their creativity, which may manifest 
itself, among others, in obtaining new customers e.g. niche groups of ethnically 
diverse consumers (Simson, 2008). It leads to the development of marketing and 
new market segments. Cultural diversity becomes a challenge for the personnel 
function implementation in international organizations. Managers who make de-
cisions about employee selection and the manner of motivating them on the inter-
national job market must take cultural differences into account. In any other case 
in order to e.g. introduce the organizational culture of the home country they can 
suffer failure, being expressed by a confl ict and the impossibility to implement the 
assumed company objectives. This is what happens in international alliances when 
decisions are made excluding the cultural problems of the partner. For example, 
an American company (Herck and Company) joining with the French capital was 
met with a great resistance when introducing the remuneration system (Janowska, 
2010). American principles (taking up company shares) did not correspond with 
the principles used in the French organizational culture. In this case, the diversity 
of solutions is necessary. Looking into the matter of personnel function imple-
mentation in an international company e.g. a German one in which employees 
originate from various cultures i.e. come from France, the US, Japan and Sweden, 
we should assume that the diversity of solutions and used techniques both accom-
panying the selection of employees and motivating them becomes necessary. For 
example, in a Swedish or Japanese company the requirements of teamwork ability 
towards the candidates is a natural equipment of these cultures (collectivism) but 
is very diffi cult to meet in the American society, focused on culture value, which 
is individualism.

In the aforementioned German company, examples of culture dimensions 
which are distance to power and avoidance of uncertainty differentiate the system 
of employee values. Thus, the large distance to power close to the French and 
Germans is in a confl ict with the low distance typical for Swedes. In this case the 
manner of managing and building relations between the superior and the subordi-
nate looks completely different. The French and Germans will expect clearly for-



267

mulated tasks in whose performance they will get involved according to the order 
of managers, while Swedes will reach the best results when partner relations with 
superiors will allow them to develop their own inventiveness and self-reliance. 
Also the dimension of avoiding uncertainty differentiates the behaviour of em-
ployees originating from different cultures. A high degree of uncertainty meaning 
the sense of anxiety in new and unknown situations results in control actions and 
procedures which will be typical for employees of German origin but completely 
incomprehensible for employees from Sweden or America. Uncertainty is treated 
as a natural value in these cultures. In the event of a migration wave of physical 
workers to Poland a new problem arises (and it is not recognized) of special treat-
ment towards the newcomers from China, India, Philippines, Ukraine, Vietnam or 
Belarus. As we can see, treating them inappropriately (working conditions) is of-
ten tolerated because the victims not only are unaware of their rights but also cul-
turally used to full subordination and submission. Thus, equipping managers with 
cultural knowledge becomes the need of the moment. This will allow to develop 
the desired intercultural dialogue, change the social awareness and avoid social 
confl icts. Problems of multiculturalism are new challenges to human resources 
management of our century.
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Abstract
Active boards of directors increase their power inside corporations and, crucial-

ly, improve the quality of strategic decisions made by companies. However, according 
to research conducted by Stiles (2001), McKinsey et al. (2005) and Anderson et al. 
(2007), most boards are still not directly involved in formulating company strategy. 
Also Polish supervisory boards (the German model), investigated by the author of 
this paper, primarily perform monitoring and control functions, though their members 
believe that they should be advisory and initiating bodies as well. As far as the Ger-
man model is concerned, it must be added that there is growing evidence of its gradual 
evolution towards the Anglo-Saxon model, particularly evident in large German mul-
tinationals, such as Daimler-Benz, Hoechst, Bayer, BASE, or Siemens (Witt, 2000).

Finally, one should bear in mind that active and knowledgeable boards are 
an important factor in preventing crisis situations, e.g. by forcing managers to 
fully account for their strategic decisions and to provide alternative solutions.  

The aim of this paper is to provide an overview of the ongoing academic de-
bate on the role of boards of directors (supervisory boards) in corporate strategic 
decision-making.

In its initial part, the article looks at the evolution of opinions on this subject 
in world literature and demonstrates the latest research fi ndings (Stiles, 2001; 
Mc Kinsey et al., 2004; Anderson et al., 2007; Du et al., 2011). This is followed 
by a presentation of the results of empirical studies conducted in Polish public 
companies in 2005 – the author’s own research. At the end, key conclusions of the 
analysis are highlighted and summarized. 

Introduction
The last decade of the 20th century and the dawn of the new millennium 

saw a growing role of institutional shareholders (investor capitalism), followed by 
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increased pressure from investors and analysts to considerably strengthen the au-
thority of ownership control bodies in companies: boards of directors (the Anglo-
Saxon model) and supervisory boards (the German model), respectively. Active 
investors decided that passive boards were unable to satisfy their expectations in 
terms of control and monitoring and that more strategic involvement was needed 
on their part. The demand for the boards to be more active in strategic manage-
ment processes also came from professional strategic management circles, mainly 
due to stiffer competition on the goods and services markets, as well as corporate 
control markets (protecting a company from the danger of a hostile takeover).

The aim of this paper is to provide an overview of the world-wide discussion 
on the role of boards of directors in the strategic decision-making process. 

The fi rst part outlines the evolution of the boards’ role in corporations over 
the last three decades. The second one presents the latest studies in this fi eld, 
including the author’s own research, along with key conclusions and their im-
plications for future studies of this kind. The main thesis of the paper is the need 
to create a new model of the board, playing a more active role in the strategic 
decision-making process. 

Theoretical framework
The problem of control over managerial behavior fi rst appeared in academic 

research and debates in the early 1930’s. It was then that two prominent Ameri-
can scholars, Alfred Berle and Gardiner Means (1932) formulated, among oth-
ers, a now-famous thesis of separating ownership from control of a corporation, 
which, to all intents and purposes, prevents owners from infl uencing their compa-
nies’ performance and allows managers to pursue their own goals. 

The above thesis inspired further research in this fi eld, conducted after World 
War II. Of particular signifi cance in terms of volume and academic value were 
research initiatives of the 1970’s and 80’s. The fi rst extensive research project 
already pointed out that boards of directors were ineffective as control structures, 
because they had been dominated by managers (Mace, 1971). Managers not only 
control the selection process, but also establish remuneration policies for board 
members. Furthermore, with their internal knowledge of the company’s opera-
tions, managers have considerable information and expert advantage, while board 
members face the challenges of limited time and scarce technical and organiza-
tional resources needed to perform their control functions. These facts were con-
fi rmed e.g. by such researchers as Pfeffer (1972), Mizruchi (1983), Patton and 
Baker (1987), as well as Lorsch and MacIver (1989). They all agreed that most 
boards of directors were but a „rubber stamp” for managerial decisions, serving 
only to formally legitimize their strategic choices. 

It must be added, however, that back in the 1970’s and 80’s, such opinions 
were not the only standpoint available. Numerous authors, particularly the crea-
tors and adherents of the agency theory, maintained that boards of directors were 
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equipped – in legal terms – with suffi cient instruments to effectively control 
managerial work. The role of the board is indeed reduced, for the most part, to 
evaluating managers’ performance and, if necessary, their replacement (Jensen & 
Meckling, 1976; Fama & Jensen, 1983; Eisenhardt, 1989). 

This brief review of the development of research into corporate control bod-
ies indicates that as early as the 1980s there emerged two opposing standpoints 
and research approaches. The fi rst, based on the thesis that boards of directors are 
not only control bodies but also decision-making and advisory ones, and the sec-
ond, resting on the assumption – the antithesis – that the role of boards of directors 
or supervisory boards is reduced exclusively to their control function, for which 
they have suffi cient legal instruments. If they fail or are unable to perform their 
control duties, it is mostly their own fault. 

The 1990’s saw a growing role of institutional investors in corporations and 
increased pressure from investment and consulting specialists on boards to be more 
active. If in the previous decades their passiveness was tolerated, the last decade of 
the 20th century was a time of much higher expectations. It was suggested that their 
role could no longer be reduced to the monitoring or control functions alone, but that 
they should be more involved in strategic decision-making and, consequently, chal-
lenge the strategic leadership gained by managers (Judge & Zeithaml, 1992). 

In the mid-1990’s, a thesis developed that a more active involvement of the 
board is a necessary prerequisite for an increased effi ciency both of the board 
itself and of top management. A combination of a truly involved board and truly 
involved top executives ensures successful strategic management. Active boards 
not only increase their power inside corporations, but, fi rst and foremost, contrib-
ute to the improved quality of strategic decisions made by the company (Rindova, 
1999). Moreover, empirical studies show that board capital such as directors’ ex-
pertise, experience, knowledge, and reputation is positively associated with fi rm 
performance (Carpenter & Westphal, 2001; Hillman & Dalziel, 2003).

All signifi cant reasons for an active participation of boards of directors and 
supervisory boards in strategic decision-making and the resulting benefi ts for cor-
porations are presented in fi gure 1. 
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Figure 1. A model of the board’s participation in strategic decision-making
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Most researchers studying theoretical and practical aspects of boards of di-
rectors’ participation in shaping their companies’ future point to a number of fac-
tors determining the effectiveness of this involvement. These include, fi rst and 
foremost, boards’ independence, both of managers and of individual shareholders. 
What guarantees this independence is, according to many scholars, a suitable com-
position of the boards, particularly a proper ratio of inside to outside directors.

The results of numerous empirical studies indicate that independent boards 
are more effective in monitoring managers. Boards dominated by outside direc-
tors are more focused on the long-run maximization of shareholder wealth and, 
consequently, they press for innovation as a long-term corporate strategy. On the 
other hand, boards dominated by inside directors are more likely to yield to risk 
reduction strategies favored by managers, such as diversifi cation strategies (Hill 
& Snell, 1989). 

According to other experts, the following factors are crucial for the board’s 
effectiveness: the quality and comprehensiveness of information passed by the 
company management, the size of the board (boards of several and more members 
are regarded as rather ineffi cient), frequency and regularity of the meetings held 
and mutual trust and openness between the board and top executives. Rindova 
(1995) pointed out that in order to increase the benefi ts of the board’s participation 
in strategic management, its members should be present at all stages of the stra-
tegic decision-making process, such as environment scanning, interpreting and 
analyzing the company situation and strategic choice. Forbes and Miliken (1999), 
in turn, indicate the need to treat the board as a „strategic decision-making group” 
and stress the cohesion requirement in the board’s operations, understood as the 
ability of board members to work as a team. 

When discussing the board’s infl uence on a company’s strategic decisions, 
it has to be emphasized that the decisions in question are only those concerning 
the corporation as a whole. For in strategic management there is a clear distinc-
tion between corporate strategy and business strategy. Corporate strategy defi nes 
the scope of company activity, that is, the industries and markets where the cor-
poration intends to compete. Thus, corporate strategy is a set of investment deci-
sions including diversifi cation, vertical integration, mergers and acquisitions, new 
ventures, as well as decisions pertaining to allocation of resources among the 
company’s various businesses and their potential liquidation. In contrast, business 
strategy defi nes the way in which a company competes in particular areas of its 
activity, that is, its chosen industries or markets. Since competition typically re-
quires gaining competitive advantage over one’s rivals, business strategy is often 
referred to as competitive strategy.

The difference between corporate strategy and business strategy has yet an-
other explanation: corporate strategy deals with the question of how a company in-
tends to earn its money, meaning, what kind of business (industry) it should operate 
in. Business strategy, in turn, concerns the question of how management teams of 
particular businesses intend to build or maintain their competitive advantage.
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Needless to say, corporate strategy is a permanent function and a fundamental 
choice of top executives and the board. Business strategy, however, is the respon-
sibility of the management of particular businesses (divisional management). 

From the vantage point of the present discussion it is vital to stress that cor-
porate ROIC (return on invested capital) indices differ not only with regard to 
the industry where a given company operates, but even more strikingly inside 
particular industries and areas of activity. In the fi eld of software development 
and industrial services, for example, in the years 1963–2004, the median value 
of the ROIC index for American public companies hovered around 18%, but the 
difference between the minimum and maximum levels recorded reached as much 
as 31% (Jiang & Koller, 2006). This fact proves the huge importance of corporate 
strategy for a company’s market position and fi nancial success. 

As a body that approves – signs off on – a strategy, the board has to be aware 
of the special role that strategy plays in ensuring a company’s long-term effective-
ness. Strategic thinking alone, based on adaptability and exploiting business op-
portunities as they arise, is not enough to achieve this goal. As Dobbs et al. (2005) 
rightly suggest, what is needed is a package of new initiatives, mainly on the part 
of company management, regarding new products or services, new markets and 
new processes creating added value to customers. When analyzing the proposed 
options, however, the board cannot overlook potential dangers posed by exces-
sive optimism and aversion to risk, typical managerial qualities. For a manager’s 
own vested interest is not always in line with the best interest of the company (the 
principal-agent problem); on occasion, managers deliberately resort to distortions, 
half-truths, or even plain lies in order to force through their „only valid” proposals 
(Lovallo & Sibony, 2006). 

Remarkable insight and thoroughness are also qualities the board needs at 
the control stage of strategy implementation. The volatility of share prices of 
numerous companies (and often whole sectors) over the past decade has forced 
managers, investors and the boards themselves to rethink and reformulate their 
existing corporate performance measurement systems. Financial results alone, 
e.g. revenues or rising share prices, can no longer be synonymous with a com-
pany’s health. An equally signifi cant measure of a company’s condition and its 
development prospects are non-fi nancial indicators, such as product development, 
customer satisfaction levels, internal talent development, the quality of motivation 
systems (an attractive employer), liaison with suppliers, an open dialog with key 
stakeholders, etc. Only a combination of fi nancial and non-fi nancial indicators can 
provide a proper basis for the board’s assessment of the company’s health. 

This approach, popularized in the early 1990’s by Kaplan and Norton (1992) 
as the Balanced Scorecard, is currently considered a benchmark for measuring 
and evaluating company performance as well as monitoring strategic manage-
ment processes. It includes the demand to balance short-term and long-term views 
on the process of creating shareholder value and obliges the board to assess the 
company’s ability to create economic value added in the future (Dobbs & Koller, 
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2005). What this signifi es is primarily recognition and assessment of the risks 
which may threaten the process of creating this value. 

Are boards of directors capable of satisfying such high expectations? Do 
they have a suffi cient status and adequate instruments of power in corporations? 

According to Stiles (2001), both the formal-legal power and the actual power 
of boards are limited. This limitation is mainly due to the fact that the main center 
of organizational power in American, Japanese, or European companies is their 
top management. Traditionally, top executives – the CEO in particular – not only 
wield considerable structural power, but also have a strong position and prestige 
of prominent experts in company affairs. The strong internal position and experts’ 
prestige enhance the power of top executives not only in their relations with staff, 
but also with the company’s supervisory bodies and owners. Thus, from a formal 
point of view, the power of boards to infl uence strategic decisions of corporations 
seems largely symbolic. 

The above observation is mostly true, but not entirely. After all, as corpo-
rate control bodies, boards of directors or supervisory boards are not devoid of 
attributes of power, be it only in the formal-legal sense. Elected or appointed by 
shareholders, they have a legal obligation to control the corporate capital man-
agement process. This type of permanent authorization granted by shareholders 
forces boards to perform at least four functions: 

– ensuring that a company achieves long-term market and fi nancial suc-
cess through a critical acceptance of its mission, objectives and strate-
gies, as well as programs and projects leading to the implementation of 
these strategies; 

– analyzing and assessing periodic fi nancial statements as well as oversee-
ing the process of making them available to all shareholders and stake-
holders; 

– selecting and employing qualifi ed managers – members of top manage-
ment – and establishing suitable remuneration policies;

– on a periodic basis, assessing the quality of top management’s perform-
ance in terms of implementing the approved visions of company devel-
opment. 

A question remains about the extent to which boards use the instruments of 
power at their disposal and why they are often regarded not as decision-making, 
but rather as decision-taking institutions. Strategic management specialists main-
tain that the role of the board of directors or the supervisory board should be 
a critical assessment of draft strategic decisions proposed by top management 
and their offi cial approval (Thompson, Jr. & Strickland, III, 1998; Hillman et al., 
2009). Unfortunately, in reality there may not be enough room for such construc-
tive criticism, the fault lying with the boards themselves and top executives alike. 
Undoubtedly, very often top management manipulates the presented proposals, 
using the tactic of providing the board with information which is incomplete, too 
general, overly optimistic, e.g. deprived of detailed cost simulations or potential 
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negative consequences. This tactic would require, as Luffman et al. (1996) rightly 
observe, further meetings and analyses within the board, usually impossible due 
to time constraints. The boards themselves are not entirely blameless, either, since 
their members, in particular so-called outside directors, do not always have a spe-
cialist business background in the relevant fi eld. Moreover, boards of directors 
hold relatively few meetings (in the Anglo-Saxon system typically once a month 
for no more than 6 hours and even less frequently in the German model). Hence, 
for organizational reasons, they are unable to conduct a detailed analysis of the 
proposed strategic decisions. Still, according to Thompson, Jr. and Strickland, III 
(1998), their role should not therefore be underestimated, either. After all, their 
key responsibility is a systematic assessment of the quality of the company’s stra-
tegic management, that is, the ability of top executives to choose appropriate stra-
tegic options and to implement them effectively. 

The above-mentioned view indicates, in my opinion, a minimalist ap-
proach towards the role of boards and succumbing to the existing stereotypes. 
Admittedly, the boards themselves are not without fault and they often fail to use 
their prerogatives; on the other hand, perpetuating the traditional corporate system 
based on the assumption that the knowledge and power of the CEO and a few of 
his deputies are suffi cient guarantees of the company’s success can be dangerous 
indeed. The rapidly changing context of strategic decisions and the growing 
signifi cance of new sources of competitive advantage, such as human capital 
and intangible assets, require, in my view, a broader use of knowledge and 
experience of board members in strategic management processes. 

Empirical fi ndings

Major research projects: results
Among the research projects conducted over the past few years, especially 

noteworthy is the analysis authored by Stiles (2001). This comprehensive study 
of boards’ involvement in British public companies was based on the assump-
tion that in order to comprehend the nature and specifi city of boards of direc-
tors’ activity, one has to rely to the largest possible extent on the judgment of the 
boards themselves. Extensive interviews were carried out with a specially selected 
sample of 51 members of British boards supervising the activities of a range of 
companies representing different sectors of the British economy. The interviews 
were conducted at the Association of Institutional Investors, the Consumers’ As-
sociation, the London Stock Exchange, Bank of England and among the analysts 
and lawyers of the London City. The aim of the study was to gauge how the 
respondents evaluated the level of boards’ involvement in strategic management 
processes, in what way boards contributed to these processes, how they monitored 
the company’s health and what measures they used for this purpose. 
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The second research tool was a survey into the level of the board’s involve-
ment in formulating and implementing company strategy, as well as its member-
ship and working style. The survey was addressed to 900 directors through the 
British Institute of Company Secretaries and Administrators (ICSA). The response 
came from 121 directors, 14% of the target community. 

The third research tool was four case studies of major British companies, 
demonstrating operation mechanisms of the boards of directors faced with spe-
cifi c strategic decisions. 

The picture which emerged from the above-mentioned studies provides rea-
sonable evidence that British boards are not directly involved in formulating com-
pany strategy, though they are not entirely passive in this respect, either. They 
are active in what Stiles calls a „strategic context”, which is creating a corporate 
vision and mission. Stiles argues that British boards primarily perform the role of 
a „gatekeeper” for managerial projects and strategic ventures. Other signifi cant 
areas of British boards’ activity include ethical aspects of company operations: 
formulating and supervising the implementation of so-called codes of ethics and 
adequate internal value systems (Stiles, 2001). 

In the context of the present discussion, a particularly interesting study was 
conducted in late 2004 and early 2005 by McKinsey & Company. This anony-
mous, world-wide survey of the boards’ attitude towards the so-called long-term 
company’s health and their roles in ensuring this healthy condition, brought rather 
surprising fi ndings. Among those invited to take part in the survey were 4200 
members of boards of directors or supervisory boards representing public compa-
nies from different parts of the world (North America, Europe, Asia and Australia) 
and different sectors. The fi nal number of respondents was 1016 directors: 24% of 
the target population (Felton & Fritz, 2005). 

According to the survey, the issue worth devoting most board members’ time 
to was talent and skills development of workers (78% of those questioned). As 
many as 76% of the respondents indicated corporate strategy and the assessment 
of the related risk as the second most signifi cant item on the boards’ agenda. Of 
least importance proved to be evaluating (and examining) fi nancial reports and 
remuneration policies. A rather surprising result of the research in question was 
that over half of the respondents admitted to a „limited” understanding of their 
company’s current strategy and, worse still, over half of them had a rather vague 
idea of their corporation’s long-term goals for the next 5–10 years.

Studies conducted by Anderson et al. (2007) yielded similar results. The research-
ers surveyed 658 directors, 14.6% of the total number of board members representing 
public companies based in Australia, Canada, New Zealand and the United States. The 
vast majority of those questioned revealed that boards of directors were not treated as 
strategic assets in their respective countries and that their knowledge and business ex-
perience were not suffi ciently used. Still, the respondents did observe some positive, 
albeit slow, changes to this paradigm – an increased use of directors’ expertise in the 
process of formulating corporate strategies (Anderson et al., 2007).
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Finally, the interesting survey was made by Du et al. (2011). This study was 
concentrated on the empirical investigating of the conditions under which foreign 
subsidiaries maintain active boards. The authors focus on both monitoring and ad-
vising role of boards. A sample research consists of 83 foreign subsidiaries operating 
in Belgium. Results of this study suggest that an active board might be of strategic 
importance to enhance subsidiary governance. Firstly, top managers may consider 
maintaining an active board to govern foreign subsidiaries, as well as to deal with 
local issues. Moreover, in order to delegate appropriate tasks to an active board, it is 
important to analyze and evaluate the specifi c knowledge and resources of the sub-
sidiary and the external environment. Secondly, top managers may face a tradeoff 
between assigning monitoring tasks and assigning advice tasks to an active board 
due to the confl ict between different board roles (Du et al., 2011).

Own research fi ndings
The principles of Polish corporate governance are commonly known to re-

semble the German model. In accordance with Polish commercial law, superviso-
ry boards are not able to issue orders to management members, their primary task 
being supervision over company performance in all areas of its activity. Pursuant 
to the Companies Code, the board’s so-called statutory duties include:

1. Evaluating company fi nancial reports for their compliance with account-
ing standards and the company’s present situation.

2. Evaluating top management’s proposals for profi t sharing or loss coverage.
3. Appointing, dismissing and suspending top management members.
4. Establishing remuneration policies for top management.

Polish supervisory boards are not able to broaden their powers, which may 
only be done by company shareholders through adequate provisions in the ar-
ticles of association. Hence, numerous articles of association provide for such 
additional powers of the board as entering into contracts with top executives, ap-
proving long-term plans and annual budgets, selecting or approving the selection 
of external auditors, representing companies in disputes with their management, 
approving issue prices, accepting unifi ed texts of the articles of association, grant-
ing approval to the purchase or sale of real estate, giving investment guarantees, 
undertaking fi nancial obligations, raising own capital, purchasing shares of signif-
icant value, purchasing or selling movables, establishing or liquidating company 
divisions, setting up new companies, granting procuration, and sale or exchange 
of preferred shares for ordinary shares. 

An interesting picture of the boards’ role in Polish joint-stock companies 
emerges from research conducted by a team of academics from the University of 
Lodz (Poland) under the guidance of the author of this paper (Jeżak, 2005). 

This pioneering study, involving a group of 85 chairmen of supervisory 
boards of Polish public companies (around 25% of the total 2005 population), 
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demonstrated that Polish boards devoted most of their professional time (65%) 
to the implementation of their control functions, that is, to supervising their com-
pany’s activity to the extent stipulated by the Companies Code and to appraising 
management performance. Two other functions – providing advice and using own 
initiative – were deemed of secondary importance (fi gure 2). 

40.00 

25.00 

19.00 

16.00 

supervising company activities to the extent stipulated by the Companies Code 
 (section 382)  
discussing strategic plans and providing advice to top management 
 
top management performance review and potential dismissal decisions   
(section 383, CC) 
initiating new solutions and strategies                           

Figure 2. Supervisory boards’ functions – views of the board chairmen 
questioned (in %)

Source: Jeżak (ed.), 2005, p. 106.

The above-mentioned research also evaluated the hierarchy of individual du-
ties of supervisory bodies. According to the respondents, of top priority were: 
evaluating the performance of top management teams, approving corporate strate-
gies, selecting new top management members and establishing executive remu-
neration policies. Relatively low on the chairmen’s agenda ranked such major 
board functions as: participation in formulating corporate strategy and investment 
planning, supervision of the company management development plan, as well as 
mediating between stakeholders (table 1), which confi rms a popular hypothesis 
about the weakness of Polish supervisory bodies and their insuffi cient involve-
ment in strategic decision-making processes.

Although the supervisory function is most time-consuming for Polish boards 
and it is without doubt their top priority, one cannot neglect the role of supervi-
sory bodies in providing advice to top management. Almost 72% of the chairmen 
questioned were of the opinion that boards should play the role of managerial 
advisors as well as controllers – see fi gure 3. In reality, however, these views do 
not translate into specifi c actions, which is evident from table 1.
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Table 1. To what extent should the supervisory board perform the following activi-
ties – views of the board chairmen questioned

Type of activity
Arithmetic

mean (1–5 scale)*
Standard 
deviation

Evaluating top management’s performance 4.70 0.49
Approving corporate strategy 4.54 0.73

Selecting new top management members 4.52 0.94

Establishing executive remuneration policies 4.27 0.99
Monitoring top management’s major decisions 4.20 0.88
Ensuring growth in shareholder wealth (increased 
company market value, dividend payment) 4.04 1.02

Controlling the scale of the company’s debt 3.99 0.95
Protecting the company’s reputation 3.96 1.13
Participating in the formulation of corporate strategy 3.77 1.05
Management succession planning 3.55 1.02
Participating in investment planning 2.94 1.07
Supervising the company management development plan 2.71 0.95
Mediating between top management and stakeholders 
(shareholders, employees, banks and other creditors, 
local governments etc.) 

2.44 1.13

Source: ibidem, p. 109.

Note: *Likert scale: from 1 = least important to 5 = most important point

71.77%

25.88%

2.35%

it should be an advisory 
body for management

it shouldn’t provide advice 
to management as it lacks 
sufficient information about 
the company’s activities

no data available

Figure 3. Should the supervisory board be an advisory body for top management 
– views of the board chairmen questioned (in %)

Source: ibidem, p. 107.

The results of the aforementioned research as well as the analysis of the 
present legal regulations indicate that Polish supervisory boards primarily per-
form monitoring and control functions, though their members themselves and 
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management board members believe that they should also be advisory and initi-
ating bodies. One should not be surprised, therefore, at the amount of criticism 
leveled at these bodies by numerous experts or the number of initiatives aiming to 
enhance their role, such as best practices in corporate governance. As important 
as institutional changes is the growing tendency to hand over supervisory func-
tions to a specially selected team of professionals (independent supervisory board 
members), as recommended by world best practices and EU standards in corpo-
rate governance. 

Conclusions
The aim of this paper was to provide an overview of the current state of glo-

bal knowledge and present the evolution of views on the role of corporate control 
bodies: boards of directors (the Anglo-Saxon system) and supervisory boards (the 
German system) in strategic management and decision-making processes. A re-
view of major trends and opinions as well as the results of research studies into the 
role of boards of directors (supervisory boards) over the last three decades of the 
20th century showed that, with the changing face of the modern market economy 
and new competitive challenges facing today’s corporations, the model of a pas-
sive board, dominated by managers, should be radically changed. After all, 
active boards not only increase their power inside corporations, but, fi rst and fore-
most, improve the quality of strategic decisions made by the companies.

Unfortunately, in practice, this transformation is slow in coming, both in the 
Anglo-Saxon corporate governance model and in the German system. This fact 
is confi rmed by the results of various empirical studies. Comprehensive research 
conducted by P. Stiles (2001) and McKinsey et al. (2005) indicates that boards 
of directors still mainly play the role of „gatekeepers” for managerial projects 
and they are not directly involved in formulating company strategy. Likewise, the 
above-mentioned empirical studies of the author of this paper indicate that Polish 
supervisory boards (the German model) primarily perform monitoring and control 
functions, though their members believe that they should also be advisory and 
initiating bodies. 
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Abstract 
The article tackles the issues of innovative public management in a theoreti-

cal perspective, which has been illustrated with the results of the author’s own 
research. First, the theoretical basics of public management have been systema-
tised, then the main characteristics of organizational innovations, including those 
implemented in public administration units, have been identifi ed. The made argu-
ments have been illustrated by examples from management in the local adminis-
tration. This allowed to determine the essence of innovative public management 
as well as indicate the main conditions of achieving success in contemporary 
public administration units.

Introduction
In Poland, the interest in public management concepts has been observed for 

approximately 10 years. The demand for theoretical basis of management in the 
public sector and in the units forming this sector increased with Poland’s acces-
sion to the European Union and – in consequence – with the announced public 
sector reforms, in which the system of public administration plays a particular 
role. Public administration, by redefi ning itself and transforming its mission, cre-
ates conditions for change implementation in the whole public sector, as well as 
indirectly affects changes in different sectors. 

The purpose of this study is to learn the essence of the model of innovative 
public management as well as the possibilities of implementation of organiza-
tional innovations in the local administration.

The fi rst part deals with an attempt to systematise the theoretical grounds of 
public management as well as identify the characteristics of organizational innova-
tions implemented mainly in the local administration. The theoretical arguments 
in the study have been based on the studies of national and foreign subject litera-
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ture. The conducted theoretical discussions include theories and concepts of public 
management – particularly referred to any component of it, which is management 
of government offi ces and local government units – as well as theories of organiza-
tional innovations. On the other hand, the examples from practice come only from 
the local administration. The empirical material was obtained in 2009 from the Mu-
nicipal Offi ce of Poznań. It mostly covers the documentation of projects which have 
been implemented in this offi ce over the last few years. In addition, scientifi c articles 
published under academic editorial supervision of B. Kożuch and P. Kołodziejczyk 
in „Zarządzanie Publiczne”. Zeszyty ISP UJ (Public Management. Scientifi c Jour-
nals of the Institute of Public Affairs of the Jagiellonian University) 2009, No. 4 
have been used, devoted to innovative management in public administration.

Public management as science
The basic justifi cation for the distinction of public management as a detailed 

discipline of management sciences results from the diversity of organizations in 
terms of the motive for undertaking an organised action. Thus the following types 
of organizations can be distinguished: 

1) business – aim at achieving profi t; 
2) public – operating in the public’s best interest, designed to fulfi l collec-

tive needs of citizens; 
3) social (non-government, non-profi t type, civic and other), created and 

operating thanks to motivations associated with higher needs, focused on 
the common good which satisfi es the needs of benefi ciaries.

Contemporary public organizations take actions in the public’s best interest 
and achieve their goals mostly through creation of relations of cooperation with 
other organizations or non-institutionalised participants of the socio-economic 
life. Thanks to that both their own goals as well as the goals of those organizations 
which offer public goods and services are pursued. It means that legal-adminis-
trative instruments typical of public administration become less important and the 
recipients of a service are treated as public service stakeholders. 

Public organizations have their own intra-organizational goals, but they are 
– and at least should be – subordinated to the goal of serving the society. This goal 
is achieved, above all, thanks to specifi c direct or indirect associations with the 
environment.

The purpose of public management is (Sudoł & Kożuch, 2010):
1) diagnosing management processes in organizations which are aimed at the 

pursuit of public interest understood as serving higher goals which are the 
most important for the whole community of citizens and are refl ected in 
shared values harmonised with those goals;

2) explaining relations between the characteristics of an organised action of 
people and their changes in public organizations, regardless of the scale of 
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their actions; showing the correctness of identifi ed changes as well as their 
functional, structural and cause-and-effect dependencies;

3) detecting tendencies of these changes which may be used in the transfor-
mation of reality. 

Public management, which is rightly emphasised by W. Kieżun (Kieżun, 
2002), consists in an independent pursuit of organizational goals and personal 
responsibility of public managers for their implementation. 

In public management it is necessary to adapt some instruments which have 
proved themselves in management of companies to the needs of management of 
public organizations.

When analysing the essence of public management, it is often aptly em-
phasised that it is strictly and inseparably connected with politics, law and, in 
a broader perspective, with the civil society and that the logic of public choice 
dominates in it. In other words, this management is characterised by consideration 
of not only the economic effi ciency, but also the social and the political effi ciency 
of choices made in the public sector.

Public management fulfi ls the basic criterion of scientifi c viability, since it 
features the object of research, the research consideration and – to a much smaller 
extent – management methods, which distinguishes it from other sub-disciplines 
of management sciences.

The diversity of the world of organizations as well as the high degree of their 
complexity allows to group organizations, i.e. to classify them according to speci-
fi ed criteria in order to learn their essence better. The most commonly applied 
criteria include: type of operations, fi eld of operations, distance of operations, size 
of an organization determined by the size of resources, ownership form. As it has 
been already emphasised, people’s motive for taking an organised action or the 
type of relation between the organization, its participants and the environment of 
the organization is indicated less frequently. 

The object of research of public management are organization and manage-
ment processes found in public organizations as well as civil organizations whose 
actions are targeted at pursuit of objectives convergent with the objectives of pub-
lic organizations.

It should be added that public organizations are different from companies 
not only because of the motive for undertaking operations, but also because 
of the system of values, the criteria of rationality, the patterns of attitudes and 
behaviours of the participants of organised operations and other characteristics 
which have substantial impact on managing these organizations. At the same 
time, however, public organizations function within a market economy. Thus, 
the economic aspect of their activities must be taken into account, but it must 
not dominate. 

In the traditional approach – depending on the adopted social and political 
doctrine and understanding the role of the state within it – to solve social and 
economic problems it was enough to adopt a way of functioning of public organi-
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zations specifi ed by the legal regulations and enforce compliance with its, mainly 
with orders and prohibitions.

However, civilization changes have moved towards creating a civil society, 
which has caused changes in social expectations critical enough to cause the demand 
for public management. Introducing it to government offi ces and other public organi-
zations puts these organizations on the tracks of effi cient achievement of company 
goals.

In public management implemented in single organizations, the effectiveness 
of interaction on the participants of an organization is provided by organizational 
bonds, fi rst of all, offi cial bonds.

The management process proceeds in a different manner when the impact 
of public managers is oriented on the participants of processes which exceed the 
framework of single organizations, regardless of their form. This happens in the 
event of management of local government units or management of specifi ed socio-
economic spheres and organization networks. Then, institutional bonds and even 
informal bonds or only – or as much as – a territorial community of goals appear.

In a single organization there is a set hierarchy refl ected in the organiza-
tional structure, and its boundaries are clearly defi ned. In addition, the organiza-
tion has strictly defi ned resources, including the human ones. Hence, one can 
speak about a closed membership. On the other hand, when management covers 
the impact on different, independent participants of socio-economic processes, 
the conditions in which the organizational goals are implemented, are completely 
different. They are typical of the open membership (Padaki & Vaz, 2003), where 
pursuit of organizational goals is allowed by formed relations between public or-
ganizations and their environment. First of all, it is about relations which enable 
inter-organizational interaction focused on pursuit of goals which are common for 
a given community in spite of noticing many signifi cant differences between the 
participants of an organised action.

In the past political will and public policies formulated in accordance with 
it which were entrusted to the government was suffi cient. The activity of citizens 
was limited to the electoral act. There was no social pressure on effi cient manage-
ment which would ensure implementation of collective social needs meeting the 
citizens’ expectations. 

However, imposing certain public policies nowadays is unfeasible. What has 
become important is not only the formulation of public policies and programmes, 
but, fi rst of all, the adoption of methods of their implementation with the par-
ticipation of citizens. Thus, the following functions have gained signifi cant im-
portance: leadership in open organizations membership, social communication; 
coordination of common activities going beyond the borders of the organization 
and referring to such structures as the whole economy, a region or a district.

To sum up, it can be stated that the essence of public management as a de-
tailed discipline of management sciences is examination of management proc-
esses in organizations which are aimed at the pursuit of public interest, including 



287

explanation of relations between the characteristics of organised collective actions 
of people and their changes in public organizations (regardless of the scale of 
actions) by showing the correctness of identifi ed changes, their functional, struc-
tural and cause-and-effect dependencies, as well as detection of tendencies of these 
changes which may be used in transformation of reality. 

The mission of public management as a sub-discipline of management scienc-
es is to inspire research activity as well as integrate theoretical and practical achieve-
ments of various research approaches to management of public organizations.

On the basis of presented arguments it can be concluded that public manage-
ment is a scientifi c sub-discipline which deals with examining methods and the 
scope of harmonising management activities which ensure proper setting of public 
organizations goals as well as effi cient use of the possibility of an organised action 
of people aimed at creating public values and implementing public interest.

Models of public management
Two models, i.e. the bureaucratic and the public management model were 

distinguished in the initial period of interest in public management. J. and R. Den-
hardt, acted in a similar manner by opposing the old public administration and the 
new public management (NPM) (Denhardt & Denhardt, 2003), while simultane-
ously supplementing this classifi cation with a model of a new public service. 

Some authors are content with distinction of the new public management 
(Modzelewski, 2009), by distinguishing four models in it. The initial one, which 
focuses on economization of activities, hierarchized structures and marginaliza-
tion of authorities chosen by citizens as well as the model of decentralization and 
reduction of the public sector with management through contracts, with empha-
sis on coordination of activities and greater fl exibility and diversity of services. 
Another, third model, focuses on development of public institutions and learning 
as well as charismatic leadership and organizational communication. The fourth 
model, to a large extent, contradicts the principles typical of the initial NPM mod-
el. This is proved by listening to the voice of the users of public services, further 
growth in the importance of the authority coming from elections, scepticism to-
wards market solutions, facing the community.

Interesting models are distinguished by H. Izdebski and J. Hausner (Izdebski, 
2007; Hausner, 2008). These are: the model of a state under the rule of law with 
public institutions which are the tool of execution of the law, the model of public 
administration which puts emphasis on self-reliance of public administration as 
well as internal control, the NPM model which is called the managerial public 
management in this typology as well as the model of participatory management 
identifi ed with public governance. 

The distinction of a separate model of the state seems to be controversial, 
since each management model refers – more or less expressly – to a state under 
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the rule of law. Claiming that management is managerial, since the term manager 
fi ts within the notion of management is also dubious.

The dynamic development of public management as a sub-discipline of man-
agement sciences as well as a practice allows to notice more differences in the 
manner in which public cases have been conducted over more than a quarter of 
a century as well as in various theoretical bases. such models as public administra-
tion, new public management, public governance and new public service as well 
as the newest one, namely innovative public management, are indicated as the 
theoretical base good governance.

This model is discussed in the context of management innovations. It bears 
some resemblance to the other latest concepts of public management, i.e. public 
governance and new public service and, at the same time, differs in the scope, the 
characteristics of changes and the degree of complexity. 

 The fundamental assumptions of the innovative public management model 
have been included in the theory of democracy in the concepts of civil society, in 
development based on knowledge and social capital, as well as in the concepts of 
management of organizational changes. No mode of rationality dominates in it, 
but the pursuit of balanced political, economic and organizational rationality can 
be observed. The public interest is defi ned on the basis of public values shared by 
the members of the society and the conditions of its implementation are negotiated 
with partners and groups of interests. 

In this model, for citizens and self-organising groups of citizens as well as – 
what substantially differentiates this model from public governance – employees 
of public organizations, e.g. local administration offi cials are deemed as strategic 
stakeholders. 

The basic mechanism of achievement of the set goals is the focus on in-
novation in strategic management, creation of conditions for inter-organizational 
and inter-sector interaction, effective coordination of public policies, programmes 
and projects implemented with different partners, including those from outside 
the public sector. The public interest and citizen satisfaction are simultaneously 
deemed as the main goals of innovative management.

Therefore, it can be assumed that the concentration on the three following 
areas is of the greatest importance (Kożuch, 2009):

1) public policies and instruments of their implementation, such as strategic 
planning, management based on results, coordination of policies, pro-
grammes and projects;

2) people in public administration, in particular, the dependencies between 
the use of modern public management instruments and the quality of 
these resources and the impact on the innovativeness of management; 

3) e-administration systems and other systems of innovative provision of 
public services, including those which create benefi cial conditions for 
the development of all sectors of the socio-economic life. 
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It should be emphasised that public organizations can attract people motivat-
ed by higher values such as serving other people, caring for safety and improve-
ment in the quality of life, building a civil society. The condition for activation of 
capabilities of offi cials and their bosses to give their best – even to make sacrifi ces 
as well as go wherever different people and organizations do not want to take any 
actions – is the society as well as the people from public organizations being able 
to understand the values of the public sector and its ability to pursue the public 
interest. 

Therefore, the view which that public service covering the most important 
spheres of the socio-economic life from the point of view of public interest has 
a wider range and is more important than individual action and that it is an honour 
as well as a valued obligation undertaken towards the society may be taken into 
consideration. Therefore, public service needs properly shaped, high quality hu-
man resources.

The distinctive factor, and in fact the most important one is the capability of 
inter-organizational and inter-sector interaction. Differences and dissimilarities of 
particular organizations and sectors may constitute a basis for the construction of 
an organization’s cooperation advantage with constitutive characteristics which 
are different, but function in similar fi elds. Hence, the favourable conditions of 
creating inter-organizational bonds of the units of the fi rst (public) and the third 
sector. The premises of construction of cooperative advantage result from the 
existing convergences as well as complementarity of the basic assumptions and 
structures of cooperating organizations and may include the following: preference 
of actions in the public’s best interest or for the common good, functioning in 
the same local environment, existence of a system of interpersonal relationships. 
Sustainable relationships between cooperating organizations lead to emergence of 
partner bonds.

Organizational innovations in public administration
Noticing the need to distinguish organizational innovations has intensifi ed 

itself fairly recently. This is proved by, among others, the defi nition of this kind 
of innovations no sooner than in the third edition of the Oslo Manual as the most 
popular source of defi nitions associated with innovations and innovativeness 
(Oslo, 2005). This manual includes the issues of innovations in companies as well 
as state innovativeness policy. 

A broad defi nition of an innovation includes implementation of a new or a sig-
nifi cantly improved: product or service, that is a product or a process, a new mar-
keting method or a new organizational method in business practice, arrangement 
of the workplace or the relations with the environment. (Manual, 2008). 

The previous fi ndings imply that innovative changes in the sphere of organi-
zation and management are characterised by:
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– a different degree of saturation with novelty, adequacy to new theories 
and concepts, 

– a fl uctuating change in conditions of operation, 
– a technological breakthrough, 
– the ability to create results corresponding to the redefi ned (or modifi ed) 

mission. 
It is most often assumed that the minimum requirement of innovation emer-

gence is that the product, the marketing method or the organizational method 
should be new or signifi cantly improved from the perspective of the implement-
ing organization. Goods and services as well as processes and methods which 
have been prepared both for the fi rst time as well as those adopted from different 
organizations are included here. 

Innovation may consist in implementation of one signifi cant change or on 
a series of smaller changes that together constitute a signifi cant change. Sometimes 
this property results in a delusive view regarding the continuity of an innovation. 
As it has been already emphasised, one of the distinctive characteristics of an in-
novation is a fl uctuating change, which clearly contradicts the continuity. It can be 
noticed in a different context, namely in orientation on innovations, therefore we 
can speak about innovative behaviours of an organization in a longer time.

In comparison to other organizational changes, organizational innovation is 
commonly defi ned (Oslo, 2005) as implementation of a new organizational meth-
od for the fi rst time in a manner of running business operations, arrangement of 
the workplace, in external relationships adopted by an organization, which results 
in strategic decisions of the organization’s management. 

Using notions from the fi eld of organization and management sciences, or-
ganizational innovations can be defi ned as replacement of the methods of solving 
problems associated with management of new, previously unused organizational 
methods used in an organization in the area of (1) company management princi-
ples, (2) the labour system as well as (3) management of external relations of an 
organization. 

1.  Innovations in management principles include implementation of a new 
order and new labour management procedures, e.g. the introduction of 
principles of organizational learning and sharing knowledge in the or-
ganization, determination of new procedures related to development of 
the employees, implementation of new management concepts, particu-
larly management based on results, project management, benchmarking, 
quality management as well as human resource management (HRM). 

2.  Innovations in the labour system mean determining a new division of 
labour, new forms of labour, e.g. teleworking, making the working time 
more fl exible, as well as the implementation of new methods of authority 
and responsibility delegation such as, for example, the introduction of 
participatory management, strengthening and increasing employee self-
reliance, the introduction of new forms of team work.
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3.  Innovations in management of an organization’s external relations include 
implementation of new methods of shaping organizational relations with 
the environment, e.g. a signifi cant change in the bonds between the suppli-
ers and the buyers as a result of creation of a inter-organizational networks 
and participation of the whole organization or separated teams in it, intro-
duction of loyalty programmes, expansion of relational connections. 

The conducted analyses imply that the essence of organizational innovations 
consists in implementation of changes in an organization which are characterised 
by a signifi cant innovativeness with regard to management as well as formation of 
relations inside the organization and with its environment. An inseparable charac-
teristic of an organizational innovation is its implementation (fi g. 1). It takes place 
when new organizational methods are actually used in an organization. 

Innovative processes occurring in public administration have similar, though 
specifi c logic as in the case of market products (Rothwell, 1992). 

Organizational innovations in the public sector relate, above all, to new serv-
ices, new policies and programmes, new approaches, new processes of providing 
public services. 

These innovations may include new elements, new confi gurations of the al-
ready existing elements, departure from traditional methods of operation as well 
as a radical change. 
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Figure 1. Complex model of innovative process in public administration

Source: own study 

Emphasising of the need of innovativeness in the context of modernization 
of administration has been known for quite a while. In the American literature 
(Frederickson & Johnston, 1999), innovativeness has been examined, among oth-
ers, in the context of theories and concepts of organizational changes as well as 
intervention policy as well as conditions of creation of innovative of public organ-
izations, including public entrepreneurship. The importance of decision-making 
processes associated with budgeting, management based on results as well as the 
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role of innovativeness in the processes of reformation and governance has been 
also emphasised. Single studies in which technological and organizational inno-
vations in the public sector have been analysed (Earl, 2003) have also appeared. 
Some researchers associated with management in the public sector have special-
ised themselves in the issues of organizational innovations in public management 
(Glor, 2001; Lam, 2004; Koch & Hauknes, 2005).

A few dozen years of research and practical experience allowed broader un-
derstanding of innovations in management outside the public administration (Al-
berti & Bertucci, 2006). 

Innovations in public management are defi ned as creative ideas introduced to 
the practice of management, focused on solution of persistent problems in imple-
mentation of the public interest, e.g. increasing the availability of public services. 
Organizational innovations are a considerable part thereof.

Organizational innovations in public administration are any organizational meth-
ods which mean a fl uctuating positive change in providing services for citizens.

They include both the interior of an organization, e.g. a municipal offi ce as 
well as the relations with the environment, provided that it is the fi rst time a given 
organization has applied a particular method.

The following items can be distinguished among innovations in conduct of 
public cases by the analysed organization, namely in the principles of manage-
ment of an offi ce:

1) assigning a new meaning to the control processes by introducing an inte-
grated system of monitoring of activities and strengthening self-control 
for the fi rst time;

2) adopting the customer perspective and conversion of the processes in the 
offi ce in the course of introduction of quality management systems; 

3) changing the organization’s approach to resources by focusing on the 
knowledge of the employees expressed in establishment of new bases of 
best practices, formulated conclusions as well as other knowledge codi-
fi ed in a manner which provides other persons with a possibly easy ac-
cess to this database;

4) departing from conduct of public matters based on procedures and intro-
ducing (for the fi rst time) training programs in order to create effective 
teams which integrate the employees from various departments and task 
areas, e.g. project teams.

On the other hand, the following items can be indicated as exemplary inno-
vations in the labour system, that is innovations covering organizational behav-
iour of people in public administration, including the local government one:

1) introducing (for the fi rst time) decentralization of tasks for the offi cials, 
e.g. transfer of signifi cantly greater control and responsibility to the de-
partment of promotion and development;

2) appointing (for the fi rst time) formal or informal knowledge-sharing 
working teams;
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3) implementing a new professional adaptation system;
4) introducing (for the fi rst time) a system of anonymous reporting of er-

rors or hazards aimed at identifi cation of their reasons and reduction in 
frequency of their occurrence.

On the other hand, organizational innovations in relations with the environ-
ment may include, for instance:

1) introducing (for the fi rst time) quality control standards for cooperating 
organizations and institutions, for instance, in the fi eld of organization of 
trainings;

2) creating new communication possibilities;
3) applying outsourcing for the fi rst time; 
4) beginning cooperation with higher schools or other research institutions 

for the fi rst time and on specifi c terms.
Such perspective of organizational innovations allows to trace back the 

processes of implementation of innovations in management of local administra-
tion.

From practice of organizational innovations 
implementation in local administration

Currently, many public administration units are implementing organizational 
innovations. These processes are noticeable especially in larger local administra-
tion units, which form direct relations both with the citizens-customers as well as 
institutions. 

A good example of this type of management activities is the implementation 
of organizational innovations in the view of experience of the Municipal Offi ce of 
the City of Poznań (UMP) (Krzymień-Bieszka et al., 2009; Banaszak-Dankowska 
et al., 2009).

The implementation of innovations in the principles of management of the 
local administration offi ce covered mostly the change in the attitude towards the 
organization’s resources. Their primary objective was: 

– defi ning fundamental management principles, 
– arranging and describing processes and procedures, 
– developing appropriate HRM tools as well as assigning certain actions to 

organizational roles,
– shaping a new labour culture.
The analysed innovation in UMP has been based on a human capital mod-

el which assumes that people are the most valuable resource of an organiza-
tion – acquisition of the best employees and care for their development. This 
condition has been refl ected in introduction of the principles of the Investors 
in People (IIP) standard, whose main principles, which have the form of indi-
cators, are:
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1.  The strategy of improvement in results of the organization has been pre-
cisely presented and is comprehensible.

2.  Acquisition of knowledge and development are scheduled so as to pur-
sue organization’s goals.

3.  The management strategies popularise equal opportunities for develop-
ment in the organization.

4.  The skills necessary for the management staff to effectively lead, man-
age and develop the employees are clearly defi ned and understandable.

5.  Managers are effective in leading, management and development of peo-
ple.

6.  The people’s contribution in operations of the organization is noticed and 
appreciated.

7.  People are encouraged to become involved and take responsibility by 
getting involved in the decision-making process.

8.  People effectively learn and develop themselves.
9.  Investing in people improves the organization’s results.
10. Improvements in the way of management and development of people are 

made on a regular basis.
All these principles have been implemented and the individual indicators 

have been assigned with relevant evidence for their achievement. Evidence of 
indicator 1 include (Krzymień-Bieszka et al., 2009):

Evidence for indicator 1. 
The highest management staff ensures that the organization has a clearly 

defi ned main goal and a vision, a strategy of correcting implementation tasks and 
achieved results as well as a plan of action with indicators associated with the 
achievement of goals and tasks. In addition, in places where representative groups 
exist, the highest management personnel creates conditions of favourable coop-
eration with such groups, among others, by seeking their opinion in the course of 
preparation of the organization’s business plan. The employees who are members 
of representative groups confi rm this fact.

The managers are able to describe how they incorporate employees in prepa-
ration of action plans as well as in agreement of group and individual goals. 

The evidence for other principles – indicators have been described in a simi-
lar manner.

The implementation of organizational innovations in UMP also consisted in 
changes in the labour system made possible as a result of preparation and implemen-
tation of a tool for estimating employees potential and predicting of the development 
of the personnel, which is simultaneously an important element of the employee 
motivation system. The tool has been called „Reserve Staff Programme”.

Employees were qualifi ed to this programme on the basis of certain criteria, 
after fulfi lment of which an employee received a recommendation to be included 
in the reserve staff: 
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– the results of periodical assessments conducted in a longer period of 
time, 

– the level of substantive competences, 
– the focus on own development and improvement of qualifi cations,
– employee commitment and identifi cation with the organization,
– interest in and motivation to professional development in the managerial 
fi eld.

Under the programme it has been assumed that the employees incorporated 
in the reserve staff of UMP who participate once a year every three years in train-
ing which develops managerial skills, are suggested for promotion in the fi rst 
place, benefi t from other forms of professional development, e.g. acting as sub-
stitutes, participation in project management, increasing the range of rights and 
self-reliance. Applying the programme in the period of 2006–2009 led to a situ-
ation in which half of promotions were internal promotions. After a 3-year long 
active participation in the programme the employees not covered by promotions 
still remained in the makeup of the reserve staff, but programme tasks were not 
addressed to them.

Improvement in human resources management in the Administration of 
Municipal Housing Resources (ZKZL) which covers implementation of newly 
employed employees as well as the employees returning after a longer period of 
absence has become an interesting practice of implementation of organizational 
innovations in the offi ce’s labour system. The results of the implementation have 
been defi ned with measures, that is quality indicators examined in the form of an 
interview with the newly employed employees. Preparation of innovative solu-
tions of one of the most important and often underestimated problems of human 
resources management in an organization. The task team appointed for this pur-
pose has achieved the following results: 

1. The assumptions of the ZKZL employee adaptation programme have 
been prepared.

2. The employee adaptation programme has been prepared and described.
3. The programme draft has been presented to and discussed with the Man-

agers who take part in it.
4. The Director’s regulation draft introducing the ZKZL employee adapta-

tion programme has been prepared.
5. ZKZL Director Regulation No. 14/2008 of 30 May 2008 on introducing 

the budget establishment employee adaptation programme has been in-
troduced.

6. The regulation has been implemented in the Administration of Municipal 
Housing Resources.

The achieved results are well illustrated by juxtaposition of the condition 
before and after implementation of the innovation.
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Table 1. Output condition and results of implementation of programme of profes-
sional adaptation of employees

Output condition Results
STAGE I 
1. Familiarization of a newly employed 

employee with internal legal acts.
2. OHS Training.
3. The organizational unit manager 

familiarised the employee with the 
department as well as the plant employees 
(orientation checklist).

STAGE I
1. Familiarization of a newly employed 

employee with internal legal acts. 
2. Employee ABC – how to operate in the plant.
3. Familiarization of the employee with the 

department employees.
4. Determination of tasks and goals for the fi rst 

month of work.
STAGE II 
The employees (using the aid of the 
department employees as well as the head of 
the organizational unit) learned the principles 
and the structure of the organization by 
themselves.

STAGE II 
1. OHS Training.
2. Employee rights and responsibilities.
3. IT system.
4. Familiarization of employees with other 

departments.
5. Employee in organization.

STAGE III 
 The employees (using the aid of the depart-
ment employees as well as the head of the 
organizational unit) learned the principles and 
the structure of the organization by themselves.

STAGE III 
1. ISO.
2. Design structure.
3. Goals for the second and the third month.

Source: Krzymień-Bieszka et al., 2009, p. 135.

The innovativeness of the implemented programme of adaptation of ZKZL 
employees confi rms obtaining of a higher level of awareness of the management 
staff as well as the awareness of an employee who has been newly employed as 
a member of the organization, involvement of the new employee in the matters 
of the plant, motivating the new employee shaped by positive messages from the 
organization, increase in awareness of the strategic goals of the plant, positive 
employee assessment after the end of the fi rst contract for a defi nite time.

A good example of an innovation in relations with the environment is the 
cooperation of UMP with Poznań universities within the programme of student 
internships, implemented since 2003.

The students of the 3rd, the 4th and the 5th grade acquires skills and experi-
ence, necessary to begin future professional work. Among the students who have 
completed their internship, the offi ce fi nds the best ones and offers them employ-
ment after graduation. This way UMP promotes the City and the Offi ce as places 
which are open and friendly for young people. 22 editions of the programme were 
organised in the 2003–2009 period and 1420 students completed the internship. In 
2008 – 18% of interns were employed. 

The employees involved in implementation of a series of organizational 
changes within a project called „Competent Offi cial – higher quality of service in 
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Greater Poland (Wielkopolska)” after it had been completed, emphasised that par-
ticipation in this project allowed to introduce actions improving human resources 
management. In particular, emphasis was made on introducing a single manage-
ment model in order to standardise the methods used by managers and improve 
communication, which, among others, manifests itself in application of a consist-
ent terminology with regard to human resources management; conducting per-
manent training for the management staff aimed at improvement of management 
skills applied in practice; improvement of circulation of information concerning 
the organization’s long-term goals; dissemination of information on the employee 
motivation system, among others, thanks to a rewarding and bonus awarding sys-
tem adjusted to the diagnosed needs.

The presented arguments point to the fact that focusing changes in public 
administration management in Poland on innovativeness is justifi ed by general 
regularities associated with the introduction of organizational changes as well as 
the need of compliance with the activity effi ciency principle. The conducted re-
search allows to understand the phenomena of innovations in public organizations 
better. The stated examples illustrate the usefulness of organizational innovations 
implementation in the practice of local administration.

Conclusions
The following conclusions can be drawn in the view of conducted considera-

tions:
1.  The essence of public management is manifested mainly in taking ac-

count of the public interest in the process of formulation and implemen-
tation of the main goals of public organizations, including formation of 
internal and external relations of public organizations. 

2.  The main conditions of achieving success in public management are: 
a) self-awareness of characteristics and distinctive competences of pu-

blic managers;
b) ability to set strategic goals in conditions of signifi cant diversity of 

stakeholders as well as pursuit of these goals in accordance with the 
public interest; 

c) profi ciency in creating conditions for inter-organizational and inter-
sector interaction; 

d) ability to coordinate public policies, programmes and projects im-
plemented with different partners, including those from outside the 
public sector; 

e) ability to participate in social life, understanding of the interrelations 
between public management and leadership in public service, name-
ly the governance ability.
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3.  Application of organizational innovations in public administration caus-
es the following:
a) focus on citizen-customer when achieving organizational goals (mis-

sion, vision, strategy, operational plans);
b) formulating public policies which meet the contemporary challenges 

and their improved coordination, e.g. constructing a civil society and 
an information society;

c) development of organizational innovations in public administration 
requires concentration on such areas as: public policies and modern 
instruments of their implementation; people in public administration; 
e-administration and other systems of innovative provision of public 
services. 

In Poland – and in countries in a similar situation – innovative public man-
agement seems to be the most suitable because of its high capability of multi-as-
pect and multi-level problem solving associated with public affairs Management. 
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Abstract
In the subject literature, it is sometimes possible to encounter views accord-

ing to which methods and tools of managing contemporary organizations, due to 
discontinuous changes in functioning conditions, should signifi cantly vary from 
the methods which proved to be quite effective in the last decades. Such transfor-
mation of paradigms undermines not only the relevance of using some manage-
ment methods and techniques, but also forces to refl ect on and reformulate past 
beliefs about the essence and the nature of management. All notions and concepts 
which could be used to describe management process: power, structure, hierarchy, 
control, coordination, ownership, motivation, should be subjected to verifi cation. 
Therefore, it is reasonable to rethink the changing nature of management work. It 
is possible to put forth, at this point, the thesis that transformation of contempo-
rary managers requires profound, organizational innovations.

The purpose of this article is to analyse challenges outlined in the activities 
of contemporary managers and to defi ne the desired directions of changes on this 
basis.

Leadership of 21st century
The quality of 21st century management shall still depend on past fundamen-

tal grounds, i.e. leadership, processes and organizations but one of the more valu-
able assets of a leader will be the ability to create ideas and formulate challenges. 
These „ideas and challenges” remain, however, only insignifi cant intentions, until 
they are implemented in an appropriate manner. Effective leaders will be able to 
engage employees in processes of implementing ideas and challenges, using for 
this purpose communication system, by which they will be inspiring all organiza-
tion members, so that they are willing to take challenges. 
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Pursuit of employee commitment will result in „rediscovery” of the role and 
signifi cance of interpersonal contacts. Systems on which contemporary companies 
are based – both the Internet and intranet platforms – are effective communication 
mechanisms and organizations usually pay a lot of money for their implementa-
tion and maintenance. Such actions should be considered as appropriate, but man-
agers very often make a mistake, not noticing the difference between mechanisms 
and instruments of communication. Electronic channels are only communication 
instruments. Internet and Intranet do not communicate with people – communica-
tion takes place between people. Even the best system based on electronic channels 
does not guarantee effective communication. Digital platforms accelerate circula-
tion of information and facilitate the communication process. Nevertheless, more 
than 70% of e-mail users do not answer received messages immediately.

Managers should remember that employee emotional commitment in the 
communication process, and subsequently in the management process, is ex-
tremely important for correct functioning of the organization. Trust – this word 
should become a key determinant of actions of a contemporary manager. There 
is a huge difference between the acceptance of something and trust. A frequent 
mistake made by contemporary managers is shaping such organizational culture 
which members of the organization do accept, but in which they do not believe. 
Effective managers should create an atmosphere in which members of the organi-
zation believe in the strategy effectiveness, they trust the managers’ decisions and 
believe in the sense of the performed work.

Contemporary leaders aim at formulating and achieving new goals. They 
pursue everything that is favourable for success of the organization. It happens 
sometimes that managers „rest on their laurels” after achieving another success, 
instead of aiming at formulating new challenges. Such a situation is unsafe for 
the organization. Effective leaders are able to celebrate successes, but they know 
that after achieving them, they should immediately start working on subsequent 
actions. Managers who are aware of the need for continuous search for new chal-
lenges, have what can be called the „new mentality”. They are industrious, fo-
cused on ideas, craving for knowledge and inquiring.

Managers must understand the meaning of using experience from the past, 
both positive and negative. Failures learn how to achieve success in the future. 
When the intended goal cannot be achieved, many managers start to seek a magic 
formula to answer the question „why did we fail?”, instead of accepting the real-
ity. Contemporary leaders and managers must again refl ect on processes that took 
place in the previous decades.

Leaders of learning process
The tests conducted by the McKinsey company indicated that, in the opinion 

of many managers, the true „fi ght for talents” takes place, in particular, in the 
process of searching for successors for higher management positions. Organiza-
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tions where procedures of selection and choice of future leaders are conducted are 
capable of consistent adaptation and changes in accordance with new conditions 
of running business. When the organization acquires talented leaders for the job 
and when it gives them the responsibility for quality and results of organizational 
units, they are able to analyse organization operations in a broader perspective and 
effectively manage teams of employees. Such organizations provide themselves 
with the ability of long-term development, they are able to shape strategies cor-
responding to constantly changing conditions of running business and, at the same 
time, lay foundations for survival and development (Collins & Porras, 2008).

Shaping the leaders means that the organization creates a unique „brand” or 
unique individuality of their leaders. Traditionally, the term „brand” covers goods 
manufactured by the organization or its individual features that a client can identi-
fy with it. If the organization is able to create a leadership „brand”, then its leaders 
will not only personify organization core values, but also provide the organization 
with the ability to achieve its assumed goals (Ulrich et al., 1999).

New technologies, in connection with unlimited access to information, 
changed, in a permanent manner, shape and character of contemporary work proc-
esses, markets and lifestyle. Yet, as much as the abovementioned elements can be 
modelled or designed, attempts of mechanical fi tting and transformation of human 
resources are bound to fail – a human being, a participant of the organization, 
cannot be programmed. The main problem faced in management processes of 
contemporary organizations becomes acquisition, selection and allocation of in-
formation, which creates stressful situations and evokes chaos. It becomes there-
fore necessary to shape new systems of communication, in such a way that it is 
possible to ensure breakthrough in production of goods services, and the use of 
human resources.

In the future, managers will be required to learn to recognize new real situa-
tions, shaping the future of the organization. They will have to learn to effectively 
respond to new tendencies which will be able to strengthen or weaken, depending 
on the organization needs, the social subsystem of the organization.

Changes occurring in the working environment affect attitudes and behav-
ioural patterns of participants of the organization, which allows managers to shape 
habits and skills, which in the future, from the point of view of the organization 
success, will become necessary. In new conditions, will be leaders who can be 
called „the leaders of the learning process” will be an especially valuable element. 
„The leaders of the learning process” will use basic organization values and create 
relations based on mutual trust, by arranging effective communication, which will 
allow them to concentrate on organization development, as well as the employee 
development within the organization.

The practice of management, just like the invisible „hand of the labour mar-
ket”, promotes leaders who are commonly appreciated, and eliminates those who 
turn out to be incompetent. Contemporary managers work in the „24/7” system 
and they are required to achieve maximum results, minimizing the level of ex-
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penses. At this point, the question arises how effective managers deal with a huge 
work load, stress and continuous pressure on the part of the environment. Giving 
the answer to the above question, it is possible to indicate two critical variables in 
the management process – value of people and value of this value.

Leadership, values and communication are strategic imperatives of operation 
on a global scale. Enterprises with a strong organizational culture, with expressly 
stated collections of fundamental values, accepted and adhered to by all the par-
ticipants of the organization, have now, and will have in the future, a permanent 
ability to construct competitive advantage.

One of key assumptions of a learning organization refers to self-discovery 
of managers. In the past, manager’s career was determined and defi ned by the 
organization, in the future, a manager will be responsible himself/herself for his/
her own development. P. Drucker claims that it is important to learn to develop 
oneself, specifying the sphere in which we can yield the highest benefi ts for the 
organization in which we work and for the society. According to P. Drucker, few 
managers are aware of how they may use advantage resulting from their own 
strengths, and thus managers are recommended to focus on improving their skills 
and to participate in implementation of the tasks that are most appropriate for their 
individual methods of work. When a manager realizes their unique advantage and 
basic values, then they will be able to identify the opportunities emerging in the 
environment (Drucker, 1999).

Speed and quality are critical factors through which the customers assess the 
organization in conditions of the global economy. Managers should be able to mo-
tivate employees for creative activities and fl exible behaviours, as well as to give 
them the opportunity to make rational decisions. The key to success becomes the 
ability of the members to continuously learn, accept changes and react positively.

Role of organizational culture
Harmonizing actions inside the organization is achieved as a result of pre-

cise understanding, by all employees, of the organization mission, defi ning the 
purpose of organization operation and indicating how the process of resource al-
location is done in the organization. When the mission correlates with the system 
of fundamental values of the organization, decision-making algorithm is created, 
constituting a compass in processes of making non-structuralized decisions.

Work of a leader is related to continuous „struggle” with the bureaucratic 
trends that suppress employee enthusiasm and weaken their will to become in-
volved in the processes of changes in the organization. Contemporary leaders 
must shape the atmosphere facilitating development of necessary skills and strive 
to learn in such a way, so that participants of the organization could participate in 
decision-making processes related to resource allocation in the organization.

The change in organization nature and its cultural grounds is an extremely 
complex undertaking. To prevent the process of changing organizational culture 



305

from reducing effectiveness of organization, it becomes vital to undertake actions 
aiming at building trust, increase in activity and commitment of all participants of 
the organization. Of course, this type of activities will not be free from errors and 
failures. Leaders must have the courage to formulate general principles of actions 
that will be the point of reference for employees. They must create a sense of dy-
namism and, at the same time, pay much attention to those who want to develop, 
accepting the mission of the company. 

The key factor of success becomes, therefore, building a proper organiza-
tional culture, which can be compared to a structure, consistently constructed, 
brick by brick. The process of creating an organizational culture can be compared 
not so much to „a great event”, but rather to a set of small projects, implemented in 
the long term. These positive undertakings integrate participants of the organiza-
tion and shape proper atmosphere in the organization. 

Changing competition paradigm
Contemporary organizations more and more often focus not on products and 

services that they offer on the market, but rather on activities which lead to manu-
facturing these products and services, and on acquisition and maintenance of em-
ployees that are able to provide high effectiveness of key processes. Organizations 
which, in the future, will achieve sustainable competitive advantage, will be able 
to stimulate and properly appreciate professional relations.

New competition paradigm shall indicate the purposefulness of not exactly 
competing on the market by offering exceptional products and services, but rather 
of competing on the external market for employees with the highest qualifi cations. 
Therefore the level of staff fl uctuations will become an important indicator ena-
bling to conduct quality evaluation of management team.

Leaders of organizations of the future will focus on processes of learning and 
developing employee knowledge, which will allow the organization to identify 
new opportunities and better understand environment needs. Their skills will be 
different from the skills of classic linear leaders because they will be able to see 
not only the dangers, but also ways of eliminating them, they will be capable of 
formulating proposals of new methods of activities and developing new strategies, 
ensuring higher level of compliance of the organization with the environment.

Atmosphere, which is favourable for the development of a learning organiza-
tion, is favourable at the same time, for processes of company value shaping for 
shareholders. Managers who want to become the leaders know that their effective-
ness depends not only on development of their skills, but also, and perhaps fi rst of 
all, on their ability to share knowledge. The learning process becomes especially 
important in the perspective of workforce fl uidity. Through shaping correct bonds 
between the organization and its participants, leaders affect limiting the level of 
fl uctuations, which, from the perspective of the organization, generates substan-
tial costs. In the world with total freedom of knowledge fl ow, employees attract 
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organizations that offer them the opportunities for shaping and developing skills 
and, at the same time, engage them in organization management processes.

Leaders should make a lot of effort to stimulate the process of learning of 
employees, sharing their experience with them. Successes of leaders can inspire 
employees to act. Leaders should, therefore, continuously analyze opportunities 
to learn in the process of exchanging experiences, to learn to improve activities 
and to pass knowledge to employees in such a way that it is effectively acquired 
by them.

Achieving success in the future will require shaping a new set of standards 
of organizational behaviour, which facilitate managing the organization in condi-
tions of continuous changes. Proper interpersonal relations, trust for employees, 
creating conditions for development, ability to share information, ability to evalu-
ate common work, acceptance and understanding of the organization mission, are 
key attributes of the management process in the contemporary organization.

Impact of globalization processes
Discontinuous changes in competition are multi-directional. Most specialists 

in the fi eld of management indicate that deregulation processes in the economy 
(e.g. in the power sector, telecommunication, health care and municipal services), 
globalization processes resulting in the increase of new markets importance (e.g. 
China, India, Brazil) have a signifi cant impact on practice and theory of manage-
ment. Also, such factors as continuous, unending technology convergence (e.g. 
synthesis of knowledge in the sphere of production of food and pharmaceutical 
products, communication, computer technology and consumer electronics) and 
blurred boundaries between sectors, will signifi cantly alter competition conditions. 
All these forces affect both large, well-developed, transnational corporate busi-
nesses having recognized reputation and relatively small, recently created compa-
nies. However, the impact of these forces on the two abovementioned groups or 
on their possibilities of adaptation will be different. „Old”, responsible companies 
with long-term traditions should „forget” their past methods of running business 
and learn „new” methods.

Managers are forced to function within cultural and intellectual diversity on 
a, so far, unprecedented scale. China and India can satisfy the needs of approxi-
mately 30–50% of world markets of telecommunication, TV and power units, 
which means that other manufacturers in these markets should restructure their 
resources in order to be fully in accordance with the conditions of these markets.

There is a high degree of probability that, soon, approximately 30–40% of 
managerial teams of large transnational fi rms will be constituted by representa-
tives of Asian countries. The need to understand cultural differences will be, in 
this context, a challenge for both western and Asian managers.

Along with the increase in expenses on research and development projects 
for products, and shortening the life span of products, managers will be forced 
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to limit market risk by using contracts with subcontractors, thus increasing the 
degree of dependence on partners.

The world market may be presented as a pyramid of recipients, based on 
their economic potential. New and emerging possibilities in countries such as Chi-
na, India and Brazil are placed in segments with low income. Operating in these 
markets signifi cantly affects the management process in multinational corporate 
businesses (Prahalad & Lieberthal, 1998).

Over ten years ago, American and European companies became fascinated 
with the perspective of running business in China and India. Without conduct-
ing appropriate cultural, social and political research, they offered their pricewise 
unfi t products to Chinese and Indian recipients, which became the source of their 
failure. A characteristic example is the competitive fi ght on the car market in India. 
Gradually all great motor concerns from the USA and from Europe are ousted by 
models produced locally, not because of the quality, but rather because the basic 
criterion for Indian customers is the price. Managers must understand the market 
and the needs and possibilities of recipients, before they suggest any product to 
them. N. Trivisonno, managing director of A.C. Nielsen, the international corpo-
rate business registered in the US, dealing with market research, claims that: „the 
global customer does not exist. Each country and the client in each country shows 
different behaviour, each customer has his/her tastes and habits in the sphere of 
spending money”. The company managed by him is present in more than 90 coun-
tries on three continents and serves more than 9000 customers (Smith, 1992).

Organizations should respond to expectations of various markets, by adapt-
ing goods, services and directions for development to the local requirements. Mc-
Donald’s, taking into account religious aspects, offers lamb, and not beef burgers 
in India, and Baskin-Robbins ice cream with the addition of green tea in Japan.

However, it should be remembered that adaptation to local conditions may 
sometimes make it diffi cult to accept the product. For example, the American res-
taurant network, TGI Friday, activating their units in South Korea has incorporat-
ed a number of local dishes in the menu. The analysis of reasons for the network 
failure in the market showed that customers choosing TGI Friday wanted to get 
American dishes and were disappointed to see dishes they already knew. 

Globalization may bring benefi ts but it may also become a factor restricting 
development of the organization, depending on political and economic situation 
formed in the country. Globalization will be always related to existence of high 
level of risk. The key problem becomes, therefore, the ability of the organization 
to quickly response to dynamic changes. 

Impact of diversity on managerial activities
Transnational corporate businesses increase the level of their commitment 

on emerging markets, which results in increased signifi cance of analysis of cul-
tural differences. Institutional infrastructure, political systems and intellectual 
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legacy on emerging markets also differ signifi cantly from solutions used in the 
European civilization. The diversity of patterns results also from the different role 
of family in business, putting more emphasis on employee commitment rather 
than their skills and productivity. Transnational corporate businesses involved in 
creation of regional branches, should learn to take account of these differences. 
Ability to consider differences in approaches to different cultural issues has criti-
cal importance for creating relations between managers and the environment of 
transnational corporate businesses, in particular in branches and subsidiaries.

Managers should be able to make precise differentiations between the culture 
of a given country and the business practice. Managers should take into account 
that their management culture and value systems differ from the dominant prac-
tice of running business and should also consider key and ethical characteristics 
of the market within which they operate. Acceptance of differences and determi-
nation of general goals means that socialization of all people who are bound with 
general culture management is a new, especially important element determining 
the competitiveness of companies.

The need for change in the method of managerial activity is obvious. Prob-
lems of formal structure and hierarchy, rights and power, control and coordination 
of activities, experience and time spent on a given activity – all these things are 
doubted and verifi ed in terms of their durability.

Traditional solutions require verifi cation in the context of new expectations 
in relation to management systems. For example, the approximation of technol-
ogy and changing the boundaries of sectors undermine the value of experience 
and long job seniority. Traditional trade experience in the food industry does not 
have signifi cant value, when the problem refers to a new fi eld of knowledge, such 
as biotechnology or gene therapy. Experience gained in traditional banking does 
not have particular importance in confrontation with virtual reality.

Managers should accept the fact that experience they have gained will lose im-
portance, and maintenance of value of their knowledge shall be determined by their 
ability to recognize the role of intellectual diversity. It is particularly important to 
acquire new talents, their maintenance and integration within the organization. Job 
seniority, authority, power, should become secondary with regard to management 
talent. In such a situation, formal rights have a relatively small value.

Success of contemporary organizations will depend on the effective use of 
talented employees. Talent-centric organizations will constantly seek new em-
ployees, effectively use their potential and provide them with working conditions 
full of creative breakthroughs and problems.

People create organizations and people can destroy them. The most valuable 
element in business is not technology or capital but people. The main force of 
organizational development in the 21st century will be participants of the organi-
zation. In his book, Human Equation, J. Pfeffer, professor of business school at 
Stanford University, proves that „companies that correctly manage their person-
nel, outrun those that not are able to do this, by 30 – 40%” (Pfeffer, 1998).
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Cultural diversity imposes important restrictions on effectiveness of impact 
of authority, power, coordination and control over the activities of the company. 
Authority allowing to affect behaviour of others is provided currently not by the 
force of administrative machine, but by general values shared and observed by 
everyone, as well as set of organizational behaviour patterns.

Changeability of the environment imposes the need to conduct the analy-
sis of signifi cance of terms: ownership and control. On global markets, the ac-
quisition of components produced by specialized manufacturers cooperating in 
a network of relations, requires managers to comprehend the basics of exercis-
ing infl uence on what is not directly under control of their company. Acquiring 
specifi c habits, distribution of competitive tasks, application of information with 
classifi ed status, as well as the attempt to reduce total expenses, as a result of 
using functionality of the whole system, requires being ready to create a strong 
information infrastructure. This requires provision of conditions, in which meth-
ods of management process will be clear, precise and unambiguous. Information 
should become resource of the organization, rather than remain only the source of 
individual power.

Particular importance is gained by speed of reaction, both in terms of man-
agement of global delivery networks, and in the sphere of preparation of new 
production or cooperation with recipients using IT technologies. An excessively 
elongated internal path of command distribution and dependence on the need of 
multiple approval, as a form of control, have already lost their functionality. Ex-
ercising control is possible through learning and passing the rights to employees 
at all levels of the company, as well as by passing the right to undertake decisions 
to lower levels.

The changing role of management results in the fact that particularly much at-
tention should be paid to the role of managers in the highest level. They should focus 
their attention on several issues, crucial for the organization, which include:

1. Validity of general competitive purpose. Managers at the highest level 
should aim at making all company employees understand the sense of 
orientation and approach to creating the future.

2. Preparation of precisely formulated system of values and model of organ-
izational behaviours, as well as their uncompromising implementation. 
The system of values is the key element of organization consistency, it 
facilitates effective team work and ensures effi cient knowledge distribu-
tion.

3. Struggle for talents and creation of an organizational knowledge system 
become particularly important for maintaining the sources of competi-
tive advantage. Teaching, passing rights, team work, focusing on ef-
fectiveness of activities, clarity and possibility of evaluation are basic 
parameters of effective organization of the future.

4. Speed of organization response, which requires making decisions at low-
er levels. This means that all employees should be aware of the general 
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orientation and of their role in the organization structure, as well as have 
competences necessary for making rational choices. Hierarchy should be 
replaced with speed, and formal authority – with competences. 

5. Mobilization of organizational resources, meaning continuous structur-
ing and restructuring of resources allowing fl exible response to observed 
opportunities.

Therefore, particular importance is related to general notions, such as value 
and organizational behavior which, in practice, are usually underrated. Intellectual 
leadership becomes not less important than formal and charismatic leadership. In-
formation infrastructure and improved analytical methods may become the source 
of sustainable competitive advantage. Acquisition of talents, their maintenance 
and development, may become a task more important than fi nancial resources 
management. It becomes necessary to ensure sensitivity towards cultural diversity 
and considering it in the process of shaping organizational culture.

The main force defi ning the pace of making transformations in practical ac-
tivities of the organization becomes information technologies. Technologies alter 
the way of using tools, as well as the range of problems that must be solved. As 
a result, management work becomes more and more complex and abstract.

With the increase in use of technology, it becomes necessary to properly 
change beliefs about methods of using these technologies. Management work 
starts to require growing knowledge and skills. According to McKinsey, 70% of 
jobs in Europe, and 80% in USA requires high intellectual effi ciency.

There is a growing demand for leaders who will be able to propose a new 
look at functioning of an organization. Skills of managers, especially at the high-
est level, proving their professionalism, are subject to increasingly strict verifi ca-
tion (Dainty & Anderson, 2006). 

Qualifi cations related to specifi c industry and functional knowledge have 
very important meaning. Employees should, however, have a broader spectrum 
of specifi c features, if they want to achieve success in the constantly changing 
environment, characterized by a high level of competition. For example, B. Gates 
from Microsoft pays particular attention to the manner of acquiring „necessary” 
people for his company. The company receives more than 10.000 application let-
ters with CVs every month but only 2% of the applicants get the job. According to 
Bill Gates, he does not look for employees having only technical knowledge. „An 
ideal candidate for a job at Microsoft is a person who has the experience of new 
technologies as well as somebody who has the ability to quickly acquire new hab-
its and skills which enable them to keep up with the changes. The company needs 
creative people who have the knowledge of market operation, who have the en-
trepreneurial spirit and who are able to solve problems and work without detailed 
instructions which restrict the scope of their activities” (Chowdhery, 2003).

Contemporary organizations do not require the managers to have specifi c 
skills related to a specifi c job but they turn their attention to work attitude, value 
system and way of thinking. The extent to which employee personal value system 
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and perception are consistent with organization culture is an important indicator 
making it possible to predict the level of staff turnover as well as the effectiveness 
of organization.

The „I know how to act” approach (know-how) is not the basic assessment 
criterion for many employers, they prefer the „I’ll learn how to act” approach in-
stead (learn-how). They claim that organizations need people who are able to raise 
their qualifi cations to such a level that it will enable them to monitor the changes 
in technology, adapt themselves and improve their work (Hall, 2008).

Managers should know their own way of thinking and behavioural habits 
and they should understand how they infl uence their current activities.

Until recently, organizations required their participants to have experience 
and relevant intellectual abilities enabling them to turn information into knowl-
edge they needed and to make rational decisions. If the problems caused by „the 
all-pervasive, all-embracing information infrastructure” and the way technologies 
infl uence people’s work are considered, then it turns out that there is still a long 
way to go before these new instruments are effectively used.

J.F. Veiga and K. Dechant (2003), examining the impact that the informa-
tion technologies had on the work effectiveness of American middle managers, 
observed that 58% of those surveyed stated that „information technologies had 
not made their lives easier but simply made them even busier”. More than 55% 
of the respondents assessed the benefi ts of information technologies saying there 
were „groundlessly overestimated”, almost the same number of those surveyed 
stated that the time spent on learning how to use new information technologies 
equalled the time that the use of information technologies saved them. Half of the 
respondents held the opinion that information technologies caused „information 
overload” in practice.

In order to avoid similar problems, managers should approach the processes 
of creating and using the ICT systems in a reasonable way. They should also real-
ize their own intellectual abilities enabling them to understand the problems that 
occur, analyse the information and make decisions. They must know where the 
use of specifi c technologies will produce positive results and where it will not be 
conducive to the improvement in work effectiveness.

Transformation of management processes
The main emphasis in management processes should be placed on search-

ing for new business development opportunities, radical change in the way the 
recipients are provided with service. Still, the mobilization of the most important 
strategic resource of a company, namely the employees, is important while search-
ing for this type of opportunities. Since the strategic advantage can be obtained 
in a relatively short period of time, it is important for an organization to able to 
generate as many new, potentially effective business ideas as possible. This ac-
tion should be followed by the quick verifi cation and adaptation of new ideas so 
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that the best potential ideas could be transferred to the area of operative activities. 
Efforts concerning the extension of activities should be implemented on a high 
level of intensity so that the quick return on investment would be possible. In or-
der to ensure such state of affairs, fl exible project teams, whose participants will 
be able to engage in the implementation of the activities, should be formed in an 
organization. As a consequence of the implementation of the activities mentioned 
above, the protection of the achieved competitive advantage is no longer the basic 
strategic objective and a higher value is placed on the use of the strategic human 
resources and the development of pioneering business areas.

The holistic perception of business grows in importance when a problem is 
related to new, pioneering areas of activities. This holistic approach, consisting in 
gradual knowledge increase by means of continuous transformation and elabora-
tion of the general image, ensures an organization quicker acquiring of knowledge 
which would be slower if the typical Cartesian learning path was used consisting 
initially in the understanding of particular components the sum of which com-
prises the general image. When a problematic situation arises, one or several com-
ponents of something that does not function are usually analysed and then the 
activities focused on the correction of identifi ed dysfunctions are undertaken and 
in the end the results are aggregated. Organizations of the future will not focus 
on the analysis of causes of organization component dysfunctions but they will 
orientate themselves towards quick identifi cation of the precise general image of 
actual business opportunities.

The management process can be no longer based on the assumption that em-
ployees in an organization can be allocated to organizational positions determined 
in advance, that an organization is a relatively stable and, as a rule, hierarchical 
structure of specifi c positions. On the contrary – employees will have more and 
more freedom to form teams or working groups which will be able to integrate in 
such a way as to ensure the maximum synergy effect. Processes of forming teams 
will be based on organization members moving in such a way as to ensure effec-
tive cooperation which makes it possible to identify new development opportuni-
ties of an organization.

The development of motivation systems for teams, based on remuneration 
for effective activity ensuring rapid growth, is becoming one of the signifi cant 
issues. In the process of developing motivation systems you should refer to func-
tioning of people in team structures to a greater extent thus recognizing the role of 
eclectic teams in creating new ideas and ensuring rapid growth.

Components of motivation systems of senior managers should also be 
changed. Assuming that human capital is the basic resource of an organization, it 
is important that the remuneration of the management of a company be directly 
related to human capital development.
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Summary
The attempt to answer the question – What are the main problems related 

to the expected changes taking place? – may be the recapitulation of discussions 
about the challenges in the activity of contemporary managers. Searching for an 
answer to this question, it should be taken into account that these changes will oc-
cur in a relatively long period of time. It can be assumed that fi ve mutually related 
problems will occur:

1. Positive thinking of participants of an organization should be elicited and 
supported now and the employees should be motivated to cooperate in 
innovative teams.

2. The opportunity to implement activities in a „relevant” place should be 
ensured for a „relevant” employee focusing their activities on self-organ-
ization and giving them the task of dynamic self-development.

3. Organizational „principalities” should be forced to leave the pyramid of 
hierarchical structure and bureaucracy to make space for an organization 
characterized by simplicity, transparency and high level of fl exibility in 
internal relationships. 

4. At the same time people should be motivated to learn how to work in 
dynamic organizations, to form teams, to accept the implementation of 
activities in teams which perform different roles.

5. Organizations should have the ability to look at business in a holistic 
way and manage themselves proactively. Temporary failures should be 
considered in a broader context and they should not be treated as disas-
ters. On the contrary, they should motivate organizations to make further 
efforts to search for new opportunities.

Members of an organization often express the opinion that they would like 
to have leaders who embody four qualities – they would like the managers to be 
honest, to be able to look into the future, to inspire them and to be competent. Em-
ployees want to see managers as direct people who can be trusted and who have 
the vision of future changes, who would be full of enthusiasm and passion, who 
have knowledge and experience.

These indications are positively correlated with the characteristics which 
form the basis for the concept that the communication experts call „sources of 
trust”. Assessing sources of information recipients usually believe people who are 
valued because they are honest and trustworthy, competent, dynamic and able to 
inspire other people. Trust, therefore, becomes the basis on which leaders develop 
the vision of the future. Without trust, visions will fade away and relationships 
will break. Values and beliefs form the basis for trust in a given person. The word 
credibility comes from the Latin credo which means „I believe”. People expect 
their leaders to have clear views and enough courage to defend their beliefs. If 
leaders are unable to exactly specify what they believe in, there is every likelihood 
that they will change their views infl uenced by another vogue or the assessment 
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result of other people views. Therefore, the fi rst milestone in the development of 
trust in a leader concerns the clearly specifi ed value system they should have.
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Abstract
Decision making concerning functioning of the organization is often diffi cult 

in the event of aporic situations, characterized by: 
–  accepting the assumption of simultaneous existence of two opposing ten-

dencies (phenomena or views), 
– recognizing that in favor of each of them there are logical arguments,
– accepting the assumption that these opposites cause tensions,
– recognizing that „unloading” these tensions requires both a thorough 

critical analysis of each tendency and creativity in searching for solu-
tions. 

Among the presented methods of dealing with aporias understood in this 
way, only the method based on the dialectical approach facilitates not only more 
deep and multi-sided cognition of reality, but also search for qualitatively new, 
namely innovative solutions. These solutions facilitate managing the organiza-
tional dynamics, which, in turn, may have a positive impact on competitiveness of 
the organization, so important in the event of a high variability and uncertainty of 
conditions of functioning of companies. 

Introduction
Making organizational decisions often encounters substantial diffi culties 

which do not always are a direct result of the lack of full information on a prob-
lematic situation. On the contrary, decision-makers often have a great number of 
data, whose use leads, however, to opposed or contradictory conclusions, both 
with regard to tendencies occurring in the external environment and/or in the or-
ganization and with regard to possible choices/decisions. Such a situation can be 
called apioric. 
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The purpose of this paper is to determine methods to deal with aporias, and 
it is assumed that the dialectical approach is the one enabling a deeper analysis 
of a given phenomenon and generation of solutions facilitating constant improve-
ment in the organization and its development, resulting, in turn, in improvement 
in competitiveness. 

Essence and types of organizational aporias
The notion of aporia, present mostly in philosophy and rhetoric, was used as 

early as in antiquity, mostly in Greek philosophy (Arystoteles, Plato, Socrates), 
but is used also in contemporary times (e.g. Derrida et al.). Most often, aporia1 
is defi ned as diffi culty in understanding, which (sometimes seemingly) cannot be 
overcome (Kopaliński, 1985), offering opposing or contradictory solutions2. It ex-
presses presence of diffi culties related to the equivalence of arguments both in fa-
vor of a given thesis and its contradiction (Popularna Encyklopedia Powszechna, 
2011), which often results from equally credible, though contradictory premises. 
Aporia may be understood quite widely to render a situation characterized by 
inability to fi nd not only an optimum, but also fully satisfactory, in particular, un-
questionable solution. It can be also determination of the state of embarrassment, 
situation where you do not know how to react. 

Hence, the category of aporia can cover, e.g (Stacey, 1996):
– dichotomies, 
– dilemmas, 
– dualisms, and, fi rst of all,
– paradoxes. 
The aporia is perceived as dichotomy when, for instance, managers should 

aim, at the same time, at reduction in costs and improvement in quality (which 
usually involves increase in costs). Thinking in the dichotomy categories means 
selection of one of alternatives perceived as contradictory and resignation from 
the second one. 

The perception of aporia as dilemma may be interpreted as the existence of 
alternatives (variants) with the same level of un/attractiveness. Both situations (of 
dichotomy and dilemma) require selection of „either... or...” type. 

Contradictions are perceived in dualism (duality) category, e.g., in the event 
when managers face, at the same time, the need to match their offer to the needs 
of local clients and the need to standardize this offer under pressure of global 

1 Aporia – Greek etymology – means wilderness, helplessness, diffi culty, from aporos: impass-
able, diffi cult; the notion related with the notion of aporia is „aporema”, which means disputable 
issue, approving two opposing adjudications (Kopaliński, 1985).

2 The situation of contradiction means presence of two solutions (e.g. motion and rest are in mutu-
al contradiction, because all things in the world are either in motion or at rest); on the other hand, 
opposition enables multiplicity of solutions (if, e.g., white color is opposing to black, it does not 
imply that all things may be either white or black), on the basis of (Ajdukiewicz, 1965). 
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competiveness. If managers perceive contradictions in such a way, they can deal 
with them by considering both tendencies or ideas (in this case, e.g. assuming 
the approach „think globally, act locally”). The manner of thinking in dualistic 
categories shows structure „both... and...” or „not only..., but also...”. Instead of 
making selection between two options, both are considered, but located in differ-
ent time or on various levels. 

Typical aporias are paradoxes, understood as a condition in which there are 
simultaneously two completely contradictory forces or ideas and none of them can 
be removed as co-existence of interrelations, but contradictory factors, elements 
or tendencies3. The analysis of defi nitions of paradox present in the literature indi-
cates ambiguity of the interpretation of this notion, and, according to the criterion 
of solvability paradox, the existing views can be divided into two kinds. 

The fi rst of them defi nes paradox as apparent, relative confl ict, appearing 
when some view is in contradictory to the opinion of a given group of people, 
but, at the same time, is acceptable and logical for another group of people. With 
such interpretation of this notion, the determination whether a given statement 
is paradoxical requires determining views of the group of people, which will as-
sess it. Hence, any possible identifi cation and approach to paradox may depend 
signifi cantly on the system of values and, generally, on cultural basis of a given 
community4. 

According to the second view, presented also in these deliberations, paradox 
is a condition in which, at the same time, there are two completely contradictory 
forces and, none of them can be removed or solved (Stacey, 1996). According to 
this opinion, a contradiction is an immanent characteristic of phenomena, is, in 
a way, embedded in their nature. Contradictions, opposing tendencies are „both 
sides of the same coin”. A given phenomenon can be described, identifi ed through 
its distinguishing from contradictory or opposing phenomena. 

The fi rst method of understanding paradox emphasizes appearance of oppo-
sites, which means that paradox understood in this way can be solved or removed, 
e.g., through preferring one element and ignoring the second one or through such 
reformulation, re-structuring of the problem which will lead to removal of the 
contradictions. 

On the other hand, the second approach to paradox implies the impossibility 
to remove contradictions. According to it, it is not possible to select between one 
and the second element, none of them should be ignored or preferred, coexist-
ence of both elements or forces should be considered, and, in the opinion of J.B. 
Quinn and K.S. Cameron (1988), it can be achieved only through their constant 
rearranging.

3 Colloquially, paradox means a statement, view unreliable, surprising, also reasoning leading to 
such conclusions (Szymanek, 2001). 

4 This interpretation is consistent with post-modernistic approach to the issues of organization 
management. 
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The occurrence of, among others, tensions is related with the appearance of 
opposites or contradictions in aporic situation. If these tensions concern external 
and/or internal conditions of the companies’ operations, they can mean emer-
gence of problematic situations to be faced by the business management sphere. 
It is particularly important with regard to strategic business management. Table 
1 presents examples of aporic situations related to operations of companies and 
two extreme approaches to dealing with tensions generated by these situations, 
and selection of one of these approaches (theories) means total rejection of the 
second one. 

Table 1. Examples of aporias in the sphere of companies’ strategy 

Areas Aporia/strategic tension Theories/prospects
strategic thinking logic vs. creativity rationality vs. creativity

shaping of the strategy intentionality vs. spontaneity strategic planning vs. strategic 
gradualness

strategic change revolution vs. evolution stepwise changes vs. gradual 
changes

strategy at the sector level markets vs. resources exogeneity vs. endogeneity
strategy at the corporation 
level refl ex (fl exibility) vs. synergy portfolio organization vs. 

integrated organization 
strategy at the level of 
companies’ network competition vs. cooperation separate organization vs. 

entangled organization 

sectoral conditions subordination vs. freedom of 
choice

sectoral dynamics vs. sectoral 
leadership

organizational conditions control vs. chaos organizational leadership vs. 
organizational dynamics 

international conditions globalization vs. 
regionalization

global convergence vs. 
international diversity 
(divergence)

purpose of the company’s 
existence profi tability vs. responsibility value for shareholders vs. 

value for other stakeholders

Source: prepared by the author on the basis of (de Wit & Meyer, 2007).

Methods of dealing with organizational aporias
In scientifi c inquiries, two basic approaches to aporias can be distinguished:
– the fi rst one concerns activities used to achieve aporias,
– whereas in the second one the starting point is already existing aporia.
The fi rst approach consists in deliberate discrediting, questioning the exist-

ing views, assumptions, concepts, searching for their weaknesses, so as to lead to 
doubts, uncertainty, namely sense of aporia. 

Within the second approach, the observed aporia becomes subject of the 
analysis. 
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Hence, the fi rst approach can be considered rather as an action of voluntary 
and preventive, ex-ante nature, while the second approach is of more imposed, 
ex-post nature. From the point of view of organization management, the ex-ante 
orientation can be considered as fostering more obtaining organizational excel-
lence and competitive advantage, which generates recommendations to explore 
aporias faced by the organization, and which may appear both in the organization 
itself and in its environment. 

Notwithstanding the applied approach, dealing with apioric situation requires 
many-sided, deepened analysis of a given phenomenon. Within this analysis, each 
of interpretations of the situation is discredited, substantively questioned through 
found arguments and counter-arguments, which, as a result, enables a better re-
fl ection of complexity of the situation and counteracts dogmatism in thinking. 
A discussion aimed at identifying and explicating the analyzed phenomena should 
take account of different points of view, be based on various theories and cogni-
tive methods. Discovering and surveying aporias help to look at the problem from 
various prospects, and hence go beyond simplifi ed and polarized views, in order 
to recognize diversity and ambivalence, namely complexity of the organizational 
life. In other words, it enables a better refl ection of the organizational reality, and 
solving aporic situations often leads to scientifi c discoveries, namely may be crea-
tive and innovative. 

Therefore, from among different approaches to deal with aporia, the dialecti-
cal method may be considered as the most effective, as it enables generation of 
new solutions, thus improvement in the organization through creative use of the 
advantages of contradictory concepts (tab. 2). Other methods are not effective at 
all (e.g. mathematical approach) or, even if they reduce tensions resulting from 
presence of contradictory phenomena (e.g. method of exclusion), their action is 
relatively short-term. In the long run, opposites intensify, which may force the 
need to change approach to deal with aporia, especially to apply dialectical ap-
proach. 

The fi rst three approaches presented in table 2 are consistent with the logic, 
which assumes the possibility to eliminate contradictions. Such assumption is 
a feature of the paradigm that identifi es success of the organization with „the 
dynamics” of stability, regularity and predictability. The fourth approach can be 
considered as suitable for the assumption that aporias, in the meaning of paradox-
es, may never be solved, which leads to a vision of the organization undergoing 
continuous changes, behavior models generating continuous tensions, which can 
appear as irregular, unstable and unpredictable, but lead to emergence of creative 
solutions (Stacey, 1996). 
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Tabable 2. Basic methods of dealing with apioric situation 

Method Essence of the method Characteristics of solutions

mathematical
adoption of the assumption that there 
is one optimal manner to overcome 
tensions 

one-element set of solutions, fi nding 
solution is unfeasible owing to the 
impossibility to consider all the factors 
(including qualitative ones) describing 
the problem

exclusion treating aporia as a dilemma or 
dichotomy („either... or...” type)

two-element set of solutions, selection 
of one concept means resignation from 
the second one

compromise

acceptance of confl ict 
and tension between opposites, aporia as 
a situation of duality („both.... and...” or 
„not only..., but also...” type)

multi-element set of solutions, each of 
them considers (to a different extent) 
competing concepts, solutions include 
elements of both, however, they are 
not of creative nature 

dialectical

acceptance of confl ict between the 
opposites, acknowledgment that 
tension is always present between 
opposites, search for solutions enabling 
temporary minimization of tension and 
simultaneous use of both tendencies

unlimited quantity of creative solutions 

Source: prepared by the author on the basis of (de Wit & Meyer, 2007; Stacey, 1996).

Dialectical process of dealing with organizational aporias 
The previously presented description of aporias stresses presence of two 

contradictory tendencies, opinions, manners of interpretation of reality or phe-
nomena. Dealing with an apioric situation requires considering any arguments in 
favor and against this interpretation, which may constitute a base for emergence of 
a new concept. The presence of two contradictory concepts means already, in fact, 
the presence of thesis and antithesis, and their crash can help to create synthesis. 
The process of solving aporic situation is thus of dialectical nature. 

Dialectic (principle of dialectical opposites) is of universal nature and may be 
used for the analysis of any kind of systems – including social systems (Julia, 2006). 
It assumes that presence of opposites and, actually, tensions between them becomes 
an impulse for any development. These opposites form the whole, and the tensions 
occurring between them cause changes and emergence of new qualities. 

The dialectical process runs at stages according to the so-called dialectic 
triad: thesis – antithesis – synthesis.

First, some idea, opinion, theory or movement, which is called thesis, ap-
pears. Usually, with regard to each thesis, we can indicate some characteristics 
that cause objection. It involves emergence of the idea or movement directed 
against thesis, namely antithesis appears. The thesis is confronted with its nega-
tion, as a result of which the justifi ed character of opposite opinions is recognized. 
A fi ght between thesis and antithesis proceeds around some solutions, but is of 
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such importance that it leads to going beyond both proposals, through proposing 
recognition of some solutions and maintenance of their advantages, and avoidance 
of constraints of both – these solutions are synthesis, which may become the fi rst 
stage of a new dialectic triad (Popper, 1989). In this way, dialectic triad makes it 
possible for us to enter a higher level – it leads to development. 

Thus, based on the dialectical approach, the process of solving aporic situa-
tion consists of the following stages5:

1) creation/emergence of opposites,
2) fi ght,
3) compromise,
4) synthesis/creativity.

Identifi cation/search for opposites
The fi rst stage of dealing with apioric situation consists in awareness that 

such opposites exist. Companies used to act under more stable conditions initially 
react to this type of situation ignoring these tendencies. It means, in simplifi cation, 
that, for instance, the environment evolves, changes, while the company remains 
the same, „stable”. It involves a gradual „closing” of this company to the environ-
ment and fulfi llment increasingly less functions in towards it. On the other hand, 
such a situation implies its increasingly smaller competitiveness on the market 
and increasingly worse measurable business performance. It causes the need to 
consider occurring tendencies in activities of the company. We move to another 
phase of dealing with apioric situation, the phase of confrontation. 

Phase of fi ght/confrontation
This phase is characterized by further intensifi cation of both tendencies, 

which means that these are not transitional phenomena, and companies can no 
longer ignore them. It forces them to include tendencies in progress in their strate-
gies. Thus, the company faces two contradictory tendencies, analyzes them from 
the point of view of disadvantages and advantages and has to face a dilemma 
which of them should be selected6. It selects and applies one of them. This situa-
tion may, however, mean loss of benefi ts offered by the second tendency, which, 
as time goes on, may become increasingly felt. The awareness of these losses 
causes dissatisfaction with the situation and emergence of the need to fi nd a solu-
tion that would make it possible to derive benefi ts on the basis of both contradic-
tory tendencies. We move to next the phase, the phase of compromise. 

Phase of compromise
The phase of compromise is characterized by a tendency of gradual including in 

activities of the company elements of both tendencies. The company is partially based 

5 Modifi cation of the process of solving aporic situation presented in: J. Teczke, 1988. 
6 It means deconstruction of aporic situation; determination of its structure and characteristics.
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on both tendencies, however, does not benefi t fully of any of them. A graphic presenta-
tion of the company’s actions may consist in determination where it fi nds some kind 
of continuum whose poles create both opposing tendencies. The company’s strategy 
is rather of passive nature, adapting to the conditions created by the environment and 
based on reaching agreement on which from among the elements imposed by both 
tendencies should be considered in one’s own action. It does not make it easier for 
the company to create principles of activity revolutionary in terms of quality, so that 
it could be expressly distinguishable from the competition and could strengthen its 
competitive position. To achieve the above, it is necessary to release creativity, which 
proceeds in the subsequent phase of dealing with apioric situation.

Phase of synthesis
The phase of synthesis involves full acceptance of presence of both tenden-

cies in the environment, and the character of these tendencies, increasing com-
plexity and uncertainty of business operations, is treated by the company not only 
as a hazard but, fi rst of all, as an opportunity for development, creation of new 
quality. As a result, actions of the company are focused on creative use of the 
existing tension, released by both opposing tendencies. It involves not only gen-
eration of new strategies, but also revolutionary reformulation of the rules of the 
company’s functioning. 

Table 3. Dialectic of the process of solving organizational aporias 

Process stage Behavior of companies Result

appearance of 
aporia ignoring

closing of companies to the 
environment, fulfi llment of less 
functions in respect of the environment, 
deterioration in performance

fi ght – 
confrontation

tendencies to accept one of 
tendencies, attempt to determine 
the dominant tendency (negation of 
the second one), attempt to solve 
situation on the principle of dilemma 

the company loses partially – does 
not use possibilities resulting from the 
opposing tendency

search for 
compromise

search for common elements of both 
tendencies (negation of negation), 
gradual considering elements of 
opposing tendencies, solving the 
situation on the principle „something 
for something” 

the company is based partially on both 
tendencies (hesitations), evolutionary 
changes

synthesis

approval of both tendencies, 
release of creativity in order to 
use opportunities created by both 
tendencies

appearance of new quality, 
revolutionary changes in the company, 
stepwise growth in competitive 
advantage

Source: prepared by the author
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Assessment of the dialectical approach in aporia 
management

The analysis of the dialectical approach to dealing with aporic situation ena-
bles formulation of advantages and disadvantages of this concept. Karl Popper, in 
his criticism of dialectic, indicates some discrepancies in this theory, rather of ter-
minological nature. Discrepancies concern, among others, the use of such notions 
as „confl ict” or the phrase that thesis „produces” antithesis (similarly, thesis fi ghts 
with antithesis). The acknowledgment that contradictions contribute to develop-
ment and are phenomena commonly found in nature may result in their accept-
ance, and in such a situation there are no grounds for their criticism, and thus for 
deepening knowledge and developing cognition7.

On the other hand, adoption of the assumption that there is only one true 
theory, thus non-recognition of the existence of contradictions as something ob-
jectively existing, leads to progress. Therefore, Popper states that instead of the 
notion of „contradiction”, the following notions should be used: opposite ten-
dency or confl ict (Popper, 1989). Władysław Stróżewski (2007) is of the same 
opinion, stating that negativity does not have to mean contradiction. Similarly, 
formulation on the character of metaphor that thesis „produces” antithesis is not 
strict, because it may suggest that antithesis appears, in a way, automatically. It is 
not compliant with the true, because emergence of antitheses is a result of critical 
attitude; if there is no critical attitude, antithesis will not appear. 

The assumption that synthesis consists only in creating a solution containing 
positive, best elements of both contradictory tendencies, and rejection of elements 
assessed as worse may be considered as some weakness of the dialectical method. 
This approach does not contain elements of creativity, and is not too helpful in 
developing cognition, either. It would mean that synthesis is only a combination 
of some elements provided by thesis and antithesis. In reality, at the stage of syn-
thesis, apart from ideas provided by thesis and antithesis, considered the most 
valuable, new ideas appear, resulting directly from previous stages. Thus, at the 
stage of synthesis, processes stimulating creativity, providing a variety of often 
innovative explanations, solutions, should be reached. 

Criticism and creativity, as well as related dogmatism in thinking and inter-
pretation of phenomena are undoubtedly advantages of the dialectical method. An 
advantage is also the fact that through confrontation of both concepts, determina-
tion of their strengths and weaknesses, they can be learned in more detail, and 
then, in the process of synthesis, the selection of only one of them does not take 
place, which would result in total rejection of the second concept, but the strong-
est elements of both are selected, and, additionally, through release of creativity, 

7 This approach would mean breach of the so-called non-consistency law, namely exclusion of 
contradictory expressions, which means that two contradictory expressions cannot be, at the 
same time, true or, otherwise, expressions forming conjunction of contradictory expressions 
must be rejected (Popper, 1989).
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new solutions are sought. This method allows determining to what actually, which 
elements or fragments of concepts issues disputable in interpretation of different 
phenomena relate Ć  after all, none of concepts can be questioned in full, because, 
according to the assumptions of dialectic, each of them is true. It is also compliant 
with the assumptions concerning aporic situation. 

It is worth paying attention also to descriptive character of dialectic. Dialec-
tic is, above all, a descriptive theory, theory of change. The concept of dialectic 
triad assumes that historical development or process proceeds according to some 
typical mechanism, according to some phases. Three basic principles of dialecti-
cal change are (Ajdukiewicz, 1983; Stróżewski, 2007):

– mutual penetration (unity) of opposites. This principle explains the proc-
esses of self-stimulating changes in the course of which phenomena 
change in consequence of tension with their opposites. Undertaking any 
action itself causes counter-actions against its effectiveness. Therefore, 
sometimes it is better not to undertake any action, as its undertaking may 
cause far stronger counter-action, whose results may be negative for us, 
or to undertake such type of action whose counter-action will have ben-
efi cial effects for the organization. 

– negation of negation. This principle explains evolutionary changes. It 
means that some action involves negation of this action, and, further, 
this negation also undergoes negation, which means that some elements 
of the primary action are adopted, namely something remains from this 
primary action. 

– transition of quantity in quality. This principle explains revolutionary 
changes, comprehensive changes. As a result of evolutionary changes, 
a point is reached in which a qualitative change is necessary.

Hence, the concept of dialectic explains both reasons for emergence of 
changes and their evolutionary and revolutionary character. 

The use of the dialectical method for description, explication and solving of 
aporias is indicated by the above advantages, which are particularly noticeable in 
the comparative analysis of the dialectical method and other methods of solving 
tensions resulting from aporic situation (tab. 2).
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Abstract
In representative democracy, the issues of factors affecting choice of a given 

politician as representative in wielding power gain particular importance. As 
a part of political marketing, several basic theories determining these factors are 
distinguished. The conducted empirical research indicates importance of the so-
called psychological theory, in accordance with which a dominant factor infl u-
encing decisions of the voters in presidential elections are emotions, understood 
as positive or negative attitude towards a given politician, which results directly 
from the image of a given politician in the eyes of the voters. Taking account of 
the assumption that the image is a dynamic phenomenon created in mind of the 
individual on the basis of selected information, it can be stated that the electoral 
success of a given candidate is infl uenced, to a signifi cant extent, by effi ciency and 
effectiveness of PR specialists working for him/her, rather than by his/her politi-
cal program. It means questioning the paradigm of voters’ rationality (economic 
theory) and stressing the meaning of their political education. 

Introduction
Robert A. Dahl (2000), in his deliberations concerning democratic system, 

indicates, among others, importance of the privilege of citizens, being the free-
dom to choose their representatives to state authorities. Interest in the issues of 
political choices is, due to its special character, typical of democratic states, where 
from half past century research on electoral behavior is conducted, and, in conse-
quence, such fi elds as psephology, formulating theories of electoral behaviors, and 
political marketing have appeared. Development, in particular in this latter fi eld, 
arouses controversies. Its supporters emphasize that, as a result of instruments of 
political marketing, we can learn voters’ expectations and adjust adequately the 
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program of political parties or of a candidate for important state positions, enhanc-
ing thus the democratic character of the state. In turn, the opponents indicate that 
the use of political marketing methods opens possibilities of manipulating the 
electorate. 

Therefore, the main objective of this discussion is to provide answers to 
questions what citizens follow when making their political choices and to which 
degree these choices are truly free, which electoral market segments can be dis-
tinguished and which candidate selection criteria are important for different seg-
ments, to which degree the existing electoral behavior theories explain political 
decisions of citizens. What, consequently, should characterize actions conducted 
towards different voters’ segments. Conclusions will be formulated on the basis of 
a survey on electoral behavior of citizens in the course of the presidential elections 
in Poland in 2010. The survey was conducted on 279-person heterogenic group of 
respondents in the region of Little Poland. 

Electoral behavior theories
Theories explaining electoral behavior of the citizens formulated so far are, 

as a rule, based on one of three paradigms:
– sociological paradigm,
– psychological paradigm, 
– economic paradigm.
According to the sociological paradigm, affi liation or sense of affi liation 

to a given social community (e.g. professional, class, demographic community) 
determines political choices of citizens. At this point, it is assumed that members 
of a given community characterize the same system of values and similar inter-
ests, which means that views of members of a given community regarding which 
political party or which candidate will preferably represent their interests should 
be concurrent. Therefore, factors confi rming rightness of the sociological theory 
include high uniformity of political preferences among family, co-workers, neigh-
bors, including within particular professional groups. From assumptions of this 
approach it results that political views and choices of individual citizens may be 
largely infl uenced by persons enjoying large authority and trust of a given social 
community, namely the so-called opinion leaders. The impact of the mass-media 
will be signifi cantly weaker. 

According to the psychological paradigm, these are emotions, namely, fi rst 
of all, attitude of the voter to a given political group or candidate, which play 
a signifi cant role when making decisions. The attitude of the voter to a given op-
tion may depend, fi rst of all, on his/her system of values, but also on emotional 
condition (level of satisfaction with life, frustration, depression, fears and phobia, 
etc.). These factors infl uence jointly the degree to which a given voter will support 
keeping or changing the existing political status quo. Positive emotions aroused in 
the voter by a given politician or political formation make him/her identify with 
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the system of values of this politician or political formation, feel loyalty towards 
them, and normally it is diffi cult to change this type of relationship in the short 
term through political campaigns. In this approach, creating an adequate image 
of the candidate, conducted in a longer period of time, gains important signifi -
cance, which may become the main task of political marketing specialists acting 
for the benefi t of a given candidate or a given group. Pursuing appealing to many 
voters, heterogeneous by their nature, can lead to creating a „fuzzy” and hardly 
expressive image of this candidate and (possibly) expressive, assessed as hardly 
attractive, images of rivals. The importance of emotions when making electoral 
decisions may be proved, e.g., by the fact that often the voters cannot character-
ize a given politician (they know little about him/her), but, at the same time, they 
have strong feelings towards him/her, make political choices without being able to 
justify them (summary approach when making decisions) and if substantiation is 
given, it is often of non-substantive nature, related to the program or competences 
of a given politician. 

Although on the basis of psychological theories it may be concluded that 
people, in their political elections, „vote more with hearts than with minds” (Wat-
tenberg, 1987), namely, they do not proceed reasonably, the economic paradigm 
assumes that the voter, according to characteristics of homo economicus, analyzes 
possible benefi ts which may result from a given option, namely, proceeds reasona-
bly, but also egoistically. According to this approach, the voter is familiar with the 
program of a given formation or candidate, and it is nothing else than the program 
which is the basic decision criterion – characteristics of the candidate are of sec-
ondary importance. The voter, just as the client on the market, analyzes different 
political offer and chooses the one he/she considers the most favorable, provided 
that he/she may bear in mind the situation of the whole country/and individual 
situation. The possibility of assessment of these offers assumes that the voter dis-
poses of full information on the political situation and the willingness to conduct 
its exact analysis. It can be, however, stated that, fi rst of all, only selected informa-
tion reaches the voter, and, secondly, people, when making decisions, often follow 
peculiarly understood principle of economy – minimizing effort needed to make 
a decision they do not carry out detailed analyses, but take account only of some 
specifi c characteristics of a given situation, namely they use cognitive shortcuts, 
which, however, very often distorts the image of reality. These mechanisms open 
for political marketing specialists the possibilities of affecting assessments made 
by the voter. A political campaign based on the economic paradigm may be fo-
cused on emphasizing these problems with which a given formation deals better 
than its political competitors. Presenting specifi c solutions may, however, result 
in dissatisfaction of the voters with contradictory interests, which often involves 
presentation of a „fuzzy” and „vague” program, not concrete and emphasizing 
during the political campaign aspects without direct connection with the political 
program, e.g. characteristics of the candidate, namely, in consequence, focusing 
on one’s own image and on the image of rivals. 
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Table 1. Characteristics of electoral behavior theories
Sociological theory Psychological theory Economic theory

assumption – when 
making electoral 
decisions, citizens follow

the sense of affi liation to 
a given community emotions economic factors 

candidate selection 
criterion

candidate/party preferably 
pursuing interests of 
a given community

candidate’s image candidate’s program

Source: prepared by the author on the basis of: W. Cwalina, A. Falkowski (2006), A.W. Jabłoński, 
L. Sobkowiak (2010), Mazur M. (2007).

The previous considerations indicate increasing importance of the image of enti-
ties functioning It can be assumed that in the case when these choices relate to indi-
vidual, rather than the whole political formation, as it is, for instance, in the case of 
presidential elections, and taking account of the special character of the performed 
function (representative of the nation), the importance of the image grows substan-
tially. The image understood as image of a given politician or rather an idea about him/
her, is a subjective and dynamic phenomenon. On one hand, the image is affected by 
actual and created characteristics and actions concerning a given politician and, on the 
other hand, by the system of values of the elector (selection of criteria of assessment 
of a given politician and their relative importance). The difference in systems of values 
of the voters explains often occurring opposition of the images of different politi-
cians. Therefore, increase in the electorate through improvement in the image requires 
identifying the system of values of the voters, and perhaps even infl uencing this sys-
tem, which may be pursued using knowledge about cognitive psychology and related 
constructivist approach. According to it, the mind may create different interpretations 
of the same stimulus on the basis of available and continuously supplemented knowl-
edge. And the fact which knowledge reaches the voters may be the object of interest 
and impact of specialists for creation of the desired image of a given politician, which 
may be interpreted as a kind of limitation in the voters’ freedom. 

Characteristics of the presidential elections in Poland in 2010
In the presidential elections in 2010, which took place on the previous date in 

connection with the Smolensk disaster, in which the incumbent President, gener-
als and many politicians died, 10 candidates took part:

– Marek Jurek – leader of the Right of the Republic of Poland, former 
Speaker of the Sejm, fi rst start in presidential elections;

– Jarosław Kaczyński – president of the Law and Justice, former Prime 
Minister, brother of Lech Kaczyński, President of the Republic of Po-
land, deceased on 10.04.2010, fi rst start in presidential elections;

– Bonisław Komorowski – candidate of the Civic Platform, former Speak-
er of the Sejm, after death of Lech Kaczyński President of the Republic 
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of Poland, temporarily performing duties of the President, fi rst start in 
presidential elections;

– Janusz Korwin-Mikke – leader of the party Freedom and Lawfulness, 
former president of the Real Politics Union, fourth start in presidential 
elections (1995 – 2.4% of votes and eighth place, 2000 – 1/43 and sixth 
place, 2005 – 1.43% and sixth place);

– Andrzej Lepper – president and founder of the Self-defense Party, for-
mer Deputy Prime Minister, fourth start in presidential elections (1995 
– 1.32% of votes and ninth place, 2000 – 3.05% and fi fth place, 2005 – 
15.11% and third place);

– Kornel Morawiecki – president and founder of the „Fighting Solidarity”, 
second start in presidential elections (in 1990 he put himself up as a can-
didate but did not manage to gather 100 000 signatures with support, 
required by the electoral regulations);

– Grzegorz Napieralski – president of the Left Democratic Alliance, af-
ter the Smoleńsk tragedy replaced the deceased Left Democratic Al-
liance candidate for president – Deputy Speaker of the Sejm, Jerzy 
Szmajdziński, fi rst start in presidential elections;

– Andrzej Olechowski – head of the Program Council of the Democratic 
Party, co-founder of the Civic Platform, second start in presidential elec-
tions (2000 – 17.3% of votes, second place); 

– Waldemar Pawlak – president of the Polish Folk Party, former Deputy 
Prime Minister, second start in presidential elections (1995 – 4.31% of 
votes, fi fth place);

– Bogusław Ziętek – president of the Polish Labor Party, head of the Free 
Trade Union „August 80”, fi rst start in presidential elections.

Table 2. Offi cial results of voting in the fi rst round
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Electoral 
result 41.54% 36.46% 13.68% 2.48% 1.75% 1.44% 1.28% 1.06% 0.18% 0.13%

Source: prepared by the author on the basis of data of the State Electoral Commission

In the runoff Jarosław Kaczyński obtained 46.99% of votes, while Bronisław 
Komorowski obtained 53.01% of votes, winning thus the presidential elections in 
Poland. 

In 2010, the electoral campaign covered several fi elds. The largest campaign 
expenses were sustained by the electoral staff of the Law and Justice and of the 
Civic Platform. TV spots were the most important and the most capital intensive. 
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Later, in the campaign of Jarosław Kaczyński, an important role was played by 
billboards and posters, which proves a traditional approach to campaign. The staff 
of Bronisław Komorowski, excusing themselves with the willingness to respect 
the memory of victims of the Smoleńsk tragedy, did not invest too much in bill-
boards, focusing, however, on an intensive fi ght on the Internet via the website 
and social network services, gaining thereby votes of the younger generation (very 
active in the network). These two candidates appeared very often in the mass me-
dia in connection with the Smolensk tragedy – Jarosław Kaczyński is a brother of 
the tragically deceased President Lech Kaczyński, while Bronisław Komorowski, 
after the tragedy, performed the function of acting as the President of the Republic 
of Poland. A frequent presence in the mass media ensured them, in this aspect, 
advantage over other candidates. 

At this point, it should be emphasized that the reason for the early elections 
signifi cantly eased electoral campaigns of all candidates who, owing to the national 
mourning and respect for the deceased, decided to run campaigns in a professional 
manner, but signifi cantly more mild than in the case of previous elections. Cam-
paigns were focused, exceptionally and intensively, on emphasizing family bonds 
and identifying with „normal” citizens. During the campaign, an attempt was also 
made to avoid the subject of the disaster, so as not to make use of this situation in the 
electoral fi ght, which would be assessed as immoral by the voters. 

Other candidates, in connection with several times lower funds for the cam-
paign, focused on less costly promotion (posters, leafl ets, sponsored interviews, 
election meetings), trying to appear in the mass media with the possibly smallest 
fi nancial expenses. At this point, it is worth emphasizing a good result of Grzegorz 
Napieralski, who, in spite of relatively low funds and the possibility to appear in 
the mass media incomparably smaller than the biggest rivals, obtained a very high 
result thanks to active participation in the life of local communities, active com-
ments on political life and a very involved attitude. 

Analysis of the electorate of two strongest candidates
The conducted analysis allows stating that ca. 80% of the voters of 

J. Kaczyński were his iron electorate1, and that 50% of them were inhabitants 
of large cities (more than 100 000 inhabitants), and 28% were inhabitants of the 
country, and the remaining 22% were inhabitants of mid-size cities. The wealth 
level does not have a greater impact on preferences towards a candidate (37.5% of 
the iron electorate of J. Kaczyński are persons whose monthly income per capita 
ranges from 500 to 1000 PLN, and 30% of them have income exceeding 2000 
PLN). In the surveyed group, 70% of this electorate are women. 

1 „Iron” electorate is here understood as voters who voted for a given candidate in both rounds 
and additionally are supporters of the political formation which put up a given candidate, which 
additionally strengthens loyalty towards him/her. 
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The analysis of surveys indicates that Jarosław Kaczyński is perceived by his 
supporters as, fi rst of all, patriot, expressive politician taking care of the welfare 
of citizens, fair and right person. He arouses trust, is incorruptible. As defects of 
this politician, his supporters indicate (incidentally) inability to cooperate with the 
mass media and impulsiveness, quick temper. 

His rival is, in turn, perceived by the voters of J. Kaczyński as hardly expres-
sive politician, coarse, not arousing trust, often as a puppet controlled by more or 
less specifi ed interest groups, namely as a politician not representing interests of 
the so-called „normal” people. 

Among the respondents, 55% of the voters of B. Komorowski were his „iron” 
electorate, and 66% of them were inhabitants of large cities (more than 100 000), 
24% were inhabitants of the country. Among the voters of B. Komorowski, ca. 40% 
are people with income exceeding 2000 PLN (and 26% with income of 1000 – 2000 
PLN, 22% with income of 500 – 1000 PLN). In this group, 60% were women. 

B. Komorowski is perceived by his electorate as, fi rst of all, a representative, 
even-tempered, family, intelligent man. As defects of this politician, his supporters 
indicate his small expressiveness and no independence in expressing political views. 

On the other hand, J. Kaczyński is perceived by supporters of B. Komorowski 
as an unpredictable and confrontational person. As advantages of J. Kaczyński, 
few respondents from the group of supporters of his rival indicated patriotism, 
involvement, education. 

Analysis of the electorate of B. Komorowski indicates that the voters, when 
characterizing this candidate, follow to a smaller extent criteria resulting from 
characteristics of the ideal candidate specifi ed by them. According to indications 
of the respondents being the electorate of B. Komorowski, the ideal president 
should be educated, determined, have clearly identifi ed goals, and only on the 
third place they indicate attractive appearance, which, as it results from answers 
of the respondents, is for them the main characteristic of this politician. 

Table 3. Characteristics of the ideal candidate according to the electorate of 
J. Kaczyński and B. Komorowski (in %)

Characteristic
Electorate of
J. Kaczyński

Electorate of
B. Komorowski

Patriotism 50 19
Honesty, righteousness 30 16
Determination, clear goals 30 25
Education, knowledge, competences 20 28
Care for public welfare 24 9
Intelligence 12 12
Objectivity, independence 17 12
Authority, charisma 12 18
Attractive appearance, representativeness 10 22

Source: prepared by the author
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Table 4. Basic characteristics of politicians according to the electorate of 
J. Kaczyński and B. Komorowski

Electorate of Characteristics of 
J. Kaczyński

Characteristics of 
B. Komorowski

J. Kaczyński patriot, right, fair, incorruptible hardly expressive, controlled, 
coarse, incompetent

B. Komorowski quarrelsome, fanatic, 
unpredictable

representative, calm, likeable, 
nonconfrontational, family

Source: prepared by the author

Among the respondents, ca. 15% had not participated in both rounds of the 
elections. Among the reasons for absence, they specifi ed, fi rst of all, lack of time 
or absence at the place of residence (40%), lack of interest in the upcoming elec-
tions and lack of belief in their sense (ca. 45%), as well as lack of adequate candi-
date (ca. 15% of the respondents). Their unquestionable majority had diffi culties 
with indication of both characteristics of the ideal candidate and characterization 
of both major candidates for president. More than 60% of them do not support 
any political option. Thus, it may be assumed that this is a group of citizens who 
are not interested in politics and do not participate in political life of the country 
either. Ca. 90% of them are relatively young people (aged 18–35 years, including 
2/3 are people aged up to 25 years). 

A separate group of voters are those who in the fi rst round voted for other 
candidates than those who passed to the runoff. They were ca. 12% of the respond-
ents, and their main candidates were G. Napieralski (60%), as well as J. Korwin-
-Mikke (ca. 35%). Almost all electors of G. Napieralski voted for R. Komorowski 
in the runoff. On the contrary, more than 30% of the voters of J. Korwin-Mikke 
voted for J. Kaczyński in the runoff. 

As the main reasons for voting for G. Napieralski, the supporters emphasized 
the desire to introduce changes in the country and focus on young people. For 
the electorate of G. Napieralski, the basic characteristics of the ideal politician 
are care for the country and social matters of citizens, conscientiousness and fa-
miliarity with politics. For supporters of J. Korwin-Mikke, political and economic 
program of the candidate and his/her party is important, and the ideal candidate 
should be intelligent, educated, have economic and political knowledge, be all-
party and patriot. 

Identifi cation of electoral behavior
The conducted surveys do not confi rm that affi liation to different social com-

munities affects signifi cantly political choices (only 4% of the respondents admit-
ted that when choosing the candidate for president followed opinion of their family 
and friends). Although respondents’ answers indicate that ca. 80% of them discuss 
political topics mostly in the bosom of family and with co-workers, and 75% 
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of them ascertain uniformity of political preferences within these social groups, 
however, the analysis of political choices of particular professional groups or 
communities separated on the basis of the demographic criteria, including wealth 
criterion, does not confi rm this uniformity. Presence of this discrepancy can be 
explained using the dynamic theory of social impact, in accordance with which 
individuals check support their views enjoy in the society. When a given person 
states that is in minority may take over views dominant in a given community, es-
pecially if persons representing them have a large authority, or he/she may resign 
from open demonstrating views towards a broader group. 

At their political choices, electors do not follow economic criteria either. 
Only 10% of them paid attention to views and program of candidates, including 
only 25% attempted to assess past achievements of the candidate, which may 
confi rm the fact that for the vast majority of voters economic criteria are not of 
primary importance. 

On the basis of the conducted surveys, it can be concluded that the psy-
chological paradigm explains electoral behavior of the surveyed respondents to 
a maximum extent. As it has been already mentioned, according to this approach, 
a hardly expressive, „protective” image of its candidate and very expressive, un-
interesting image of the rival are created. Such strategy seems to be executed in 
particular by B. Komorowski, which is proved by the way of perception of this 
politician (hardly expressive, hardly clear) also by his/her supporters, and assess-
ments strongly fi lled with emotions (negative ones of opponents and positive ones 
of supporters) of the rival. 

Surveys indicate a dominant importance of the candidate’s image (to a small-
er extent of political formation from which he/she origins) on electoral decisions 
of citizens. Most of the surveyed are able to specify characteristics of the politi-
cian ideal in their opinion, and many of them follow these characteristics when 
making political choices. For instance, for the voters of J. Kaczyński personal 
and competence characteristics of the politician are of a greater importance than 
in the case of the voters of B. Komorowski, who pay much attention to character-
istics indicated not at all or only incidentally by the voters of J. Kaczyński, such 
as: presence, attractiveness, representativeness, self-control, calmness, namely of 
more „external” character. 

Of course, an interesting objective of surveys would be also determination 
of the degree to which electors, when specifying characteristics of the ideal politi-
cian, follow abstract image of politician created by them, to which degree they 
describe characteristics of the real politician for whom they feel affi nity. The latter 
approach may be proved by the fact that many voters were not even able to justify 
their choices in any way (it applies to ca. 30% of the voters of B. Komorowski 
and 15% of the voters of J. Kaczyński). In addition, many of them are unable 
to characterize both politicians (35% of the voters of B. Komorowski, 23% of 
the voters of J. Kaczyński and overall 27% of all respondents). Thus, it may be 
concluded that many of them apply summary approach in their political choices, 
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following mainly emotions, rather than reasonable analysis. This thesis is addi-
tionally confi rmed by the manner of characterizing the rival, in which in the case 
of one of them insults prevail defi nitely over an attempt of objective assessment. 
Only incidentally attention is paid to such characteristics of the rival as discipline, 
consistency, care for citizens, patriotism or education. Such a situation may prove 
success of conducted, the so-called negative image campaign2 or even aggres-
sive negative campaign3, which happens to be effective in spite of the fact that 
recipients, in general, do not assess positively the idea of such advertising. This 
effectiveness may result from the fact that a message repeated many times, both 
negative and positive, remains in the mind of the recipient, although he/she may 
already not remember source and form of this message. This message may come 
to mind as the fi rst information when analyzing the political situation by the elec-
tor (in accordance with the principle of economy, when making decisions, electors 
normally do not conduct a thorough analysis of the politics and politicians, which 
would require a greater effort, but they make decisions on the basis of information 
that in a way „comes to mind on its own”, namely very often this information, 
with which the recipient was permanently „attacked”). It causes emergence of 
stereotypes and other, „the so-called cognitive cuts” which often distort percep-
tion of reality. 

Final conclusions 
On the basis of the conducted surveys, it can be concluded that in the future, 

to increase his/her electorate, particular politicians should pay attention subse-
quently to the following voters’ segments:

– voters who participate in the elections, but do not identify themselves 
with any political party, and who can be called „unstable” electors (over 
20% of the respondents), 

– potential voters (namely those who currently do not exercise their 
rights,

– the so-called „iron” electorate of rivals. 
Potential voters may be encouraged to political activity through appropriate 

information campaigns oriented to make aware of the impact of electoral deci-
sions on situation of the elector and of the country, as well as through resigna-
tion from the use of various kinds of negative political campaigns, which may 
result exactly in discouragement of a part of the electorate. This part of the so-
ciety shows indifference in relation to political matters (therefore, importance of 

2 Negative image advertising presents unfavorably character traits of the rival without analyz-
ing his/her political program (e.g. information concerning personal life, health, religion, etc.). 
Source: W. Cwalina, A. Falkowski, pp. 480–481. 

3 Assaultive advertisement is, according to Johnson-Cartee: W. Cwalina, A. Falkowski (p. 481) 
is „the most poisonous form of negative advertising”, and is characterized by „dissemination of 
gossip, insinuation, immortalizing hints, lying and calling the rival names” (as above). 
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casting vote in the elections should be emphasized – each vote is important), or 
indecision with regard to political beliefs (therefore, the most effective way to 
persuade them to one’s arguments would be information campaign combined with 
image campaign).

Interest of „unstable” voters may be raised through appropriate image crea-
tion (for instance, in the case of J. Kaczyński, emphasizing such characteristics 
as: calmness, self-control, as well as conducting such campaign which would 
effectively undermine his image created by political opponents; in the case of 
B. Komorowski, emphasizing such characteristics as care for the country, deter-
mination, increase in competences). It seems that broadening of the electorate 
should be easier for J. Kaczyński (assuming equal treatment by the mass media), 
owing to the fact that 45% of the voters of R. Komorowski did not declare them-
selves as supporters of his political formation (among the voters of J. Kaczyński 
this percentage amounted to 20%), and many of them voted for this politician by 
the so-called „negative voting” (on the basis of selecting „smaller evil”), which 
proves weaknesses of the image of this politician, but, at the same time, empha-
sizes strength of the image of the rival. Due to a great „strength” of the image of 
J. Kaczyński, actions of his staff, designed to increase his electorate, should be 
oriented, to a greater extent than in the case of his rival, to creation of the system 
of values of „unstable” voters and possibly „iron” supporters of the rival. 

Winning liking of the electorate of rivals is not an easy task and, fi rst of all, 
normally this task is executed in a longer period of time, to create in the mind 
of the voter the manner of perceiving reality desired by a given politician or po-
litical option. This goal might be achieved through applying various methods of 
persuasion, but it brings electorate manipulation hazard and, in a sense, may be 
perceived as undermining the principle of freedom of the citizen when making 
electoral decisions. 
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Abstract
The aim of this paper is to highlight the importance of different technological 

aspects of organizations on technological European fi rms’ performance. 
It is crucial that managers develop the corporate entrepreneurship to improve 

high technology sector fi rms’ performance to obtain a perfect adaptation of the 
fi rm to its environment. The paper shows the important role of top manager’s sup-
port, technological distinctive competencies technological skills and organizational 
learning. Success in this kind of aspects is of vital importance to the corporate en-
trepreneurship in the fi rm.

The limitations of the paper are that it is exploratory in character and has 
not been checked yet by sending questionnaires to a sample of fi rms.

Introduction
The internal development and implementation of technologies is a complex 

management problem, especially when the technology is on the cutting edge of 
knowledge and managers must be pioneers. However, companies undertake de-
velopment of such technologies for good reasons such as increased productivity 
and proprietary advantage over competition (Leonard-Barton, 1987). In addition, 
nowadays, technology fi rms drive economic growth, productivity gains and have 
created new industries and innovative products and processes (Grinstein & Gold-
man, 2006). For the development of these companies some heads of human ex-
perts, new capabilities, construction of the programs and intensive participation 
by entrepreneurs is required in the fi rm (Leonard-Barton, 1987).
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Our study seeks fi rst to analyze the infl uence of some of the technological vari-
ables, specifi cally, technological skills (Berry, 1996; Leonard-Barton, 1992; Teece et 
al., 1990), technological distinctive competencies (TDCs) (Danneels, 2007, 2008; 
Real et al., 2006) and top management support to technology (TMS) (Byrd & Dav-
idson, 2003; Dean & Giglierano, 1990; Leonard-Barton & Deschamps, 1988) on 
corporate entrepreneurship (CE). Industrial application of technology requires dis-
tinctive competence in older process technologies, complementary assets, such as 
technological skills, as well as managerial support and experience (Fontes, 2001). 
Second, these technological variables infl uence in CE helped by organizational learn-
ing (OL) which reach a really specialized technological knowledge (Fontes, 2001; 
Gillich et al., 2009). OL is needed all over this process, since involving users as part 
of the integrative innovation process necessitates more planning than may be recog-
nized at the outset (Leonard-Barton, 1987). Entrepreneur must learn enterprise as-
pects, including the use of technological aspects to prepare for the competitive global 
market, for the challenge to manage a business in its different dimensions and also 
to guarantee the solidity of some structural conditions for its development (Gillich et 
al., 2009). Finally, we will analyze CE as a means for renewing established organiza-
tions, to innovate and increasing their ability to compete in global markets.

To develop all these constructs we structure the paper in different sections. In 
the theoretical background section all the concepts and proposition are explained. 
Finally, the implications, limitations and future research are explained in the con-
clusion section.

Theoretical background
Teece et al. (1990) defi ne managerial skills as „a set of differentiated skills, com-

plementary assets, and routines that provide the basis for a fi rm’s competitive capacities 
and sustainable advantage in a particular business”. So if we apply this in technological 
aspects Leonard-Barton (1992) emphasizes that „technological skills constitute the en-
tire technical system, which usually traces its roots back to the fi rm’s fi rst products”. 

These technological skills are joined to the concepts of TDCs which have 
been described in terms of the unique or distinctive or even inimitable resource or 
managerial capabilities (Danneels, 2007, 2008). They „refl ect the ability of a fi rm 
to make certain physical products or processes which enable the fi rm to serve 
a particular customer group” (Danneels, 2008). Likewise, TMS to technology 
„refl ects, in many ways, the importance that top management executives place 
on technology” (Byrd & Davidson, 2003). For Leonard-Barton and Deschamps 
(1988), TMS is a „perceived powerful source”.

These three variables in technological fi rms impact on CE. This CE require 
a specialized knowledge which will be got through the OL, which might be defi ned 
as „a constant process that extends across time, allowing new abilities and knowl-
edge to be developed (Wild et al., 2002), increasing an organization’s capability to 
carry out actions and improving organizational performance” (García et al., 2006).



341

CE refers to the „pursuit of entrepreneurial actions and initiatives that trans-
form the established organization through strategic renewal processes and/or ex-
tend the fi rm’s scope of operations into new domains, that is, new product-market 
segments or technological arenas” (Goodale et al., 2011). It is „a vision-directed, 
organization-wide reliance on entrepreneurial behavior that purposefully and 
continuously rejuvenates the organization and shapes the scope of its operations 
through the recognition and exploitation of entrepreneurial opportunity” (Ireland 
et al. 2009). All this defi nitions demonstrate a propensity for innovative behavior 
(Hallak et al., 2011) that in technological organizations carries on a higher organi-
zational performance which is conceptualized as „the degree of success attained 
by the fi rm at achieving its goals pertaining to product-market or technological 
innovation” (Goodale et al., 2011).

The infl uence of technological skills, TMS and TDCs on CE
Corporate entrepreneurs often possess different capabilities or competencies 

which, are usually articulated over time in the entrepreneurs’ strategic choices, 
(e.g. technological strategies) (Zahra, 1996). In the technology fi eld this focus is 
consistent with the proposition that „technology is the most fundamental of the 
core competencies of a fi rm” (Itami & Numagami 1992). Furthermore, technologi-
cal choices and TDCs infl uence the ability of entrepreneurs to position themselves 
in the fi rm and, generally in the market (Shan, 1990). Then, the entrepreneurs’ 
TDCs are usually articulated in its technology fi rm’s strategy, which defi nes the 
desired competencies, their sources, timing, and potential use (Porter, 1985). To-
day, there is a growing appreciation of technology’s impact on the entrepreneur-
ism’s strategic choices (Zahra, 1996).

Technology fi rms created by people, who have TDCs, play a critical role in 
such a process by acting as disseminators of new technology and translators of 
competencies to entrepreneurs (Fontes, 2001). That is because technological in-
novation opportunities in technology derive from scientifi c discovery, which pro-
vides the access to potential entrepreneurs with a fundamental advantage (Fontes, 
2001). Consequently, TDCs will increase CE in technological companies since 
successful entrepreneurs identify such innovative opportunities through technolo-
gy. TDCs present an opportunity for CE (Alvarez & Barney, 2007). Without TDCs 
the identifi cation of opportunities and CE is „fruitless” (Shane & Venkatraraman, 
2000). All these previous comments let us formulate the following proposition:

P1a: TDCs will be positively related to CE in technological organizations

Top managers should bear in mind that looks for external technology sup-
port, through collaboration as a means of complementing and leveraging their 
internal capabilities, let an entrepreneurial development. Mechanisms promoting 
the creation of technological support from top managers are necessary to increase 
CE and boost industry competitiveness (Tsai & Wang, 2009). Berry (1996) found 
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that the companies which were able to improve their entrepreneurial capabili-
ties, adapting and enhancing them showed received increased commitment from 
top management and a higher level of credibility across the broader organization. 
These fi rms with TMS become more receptive to CE over time. Indeed, TMS en-
hances strategies that guide the organization’s entrepreneurial efforts. CE is ena-
bled by TMS (Kelley, 2010).

In technological companies Zmud (1984) fi nds that TMS infl uences in tech-
nological innovations and it stimulates CE. Other scholar such as Shane and Venk-
ataraman (2000) and Srivastava and Lee (2005) found that top managers with 
higher levels of technological education will possess greater capabilities in tech-
nology, innovation and creativity, acquiring more investments and consequently 
more support for entrepreneurial projects. Based on this previous literature we 
assert the following proposition:

P1b: TMS will be positively related to CE in technological organizations

The professional entrepreneurs in technological companies earn their status 
by demonstrating remarkable skills. They expect to ‘achieve the impossible’ and 
it is often asked of them. They are able to invent their way out of diffi culties (Le-
onard-Barton, 1992). Thus, the majority of successful new technology-based ven-
tures and CE (Antoncic & Hisrich, 2001) are founded and developed by a group of 
people, whose experienced technological skills play pivotal role in organization to 
achieve an excellent command of CE (Omerzel & Antoncic, 2008).

Zahra and Garvis (2000) underline that U.S. companies have learned and 
utilized different technological skills closely linked to entrepreneurial activities. 
With the current and changing conditions within and outside their organizations 
these new skills include strategic objectives to guide entrepreneurs, a management 
structure to support entrepreneurial activities, and processes to inform assessment 
and decision making (Kelley, 2010). Thus, the possession of technological skills 
for the managers is a necessary condition for environmental development, even 
enough up to certain levels (Brio & Junquera, 2003). Without capturing and lever-
aging these technological skills, which have been learned over time, the corpora-
tion will fail to develop and advance its entrepreneurial activity (Kelley, 2010).

Technological fi rms usually are more fl exible in order to combine their 
technology with other complementary assets, such as managers’ competencies in 
exploiting international growth opportunities, so as to improve their technologi-
cal skills and their CE (Autio et al., 2000; Leonard-Barton, 1992; Srivastava & 
Lee, 2005). Successful potential entrepreneurs identify such growth opportunities 
through technological assets, which require new technological skills (Alvarez & 
Barney, 2007). Taking into account all the previous literature we have formulated 
the following proposition:

P1c: Technological skills will be positively related to CE in technological orga-
nizations
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The infl uence of OL on CE
An essential prerequisite for entrepreneurial strategic awareness and effec-

tive strategy development is OL (Berry, 1996). Learning new knowledge makes 
future entrepreneurial initiatives more likely and such initiatives constitute pos-
sible bases for fi rm growth and renewal (Berry, 1996; Shepherd et al., 2009). 

CE is better built when learning has been developed in the organization – in 
successful and unsuccessful situations (Omerzel & Antoncic, 2008; Rerup, 2005; 
Stuart & Abetti, 1990). In a study of 52 new technological ventures, Stuart and 
Abetti (1990), found past industry experience and learning was positively related 
to future entrepreneurial success. Equally, Rerup (2005) indicates that entrepre-
neurs learn from success by repeating what they do well and learn from failure 
by changing or abandoning what they are doing poorly. He also underscores that 
mindfulness and mindlessness in OL can affect entrepreneurs’ efforts to discover 
and exploit opportunities. If an organization wishes to have well-constructed CE, 
entrepreneurs should view the need for different knowledge in different growth 
periods as characteristic and thus continuously require OL processes to satisfy 
their need for knowledge (Omerzel & Antoncic, 2008). This knowledge and learn-
ing is the factor with which entrepreneurs can distinguish themselves from their 
competitors in order to keep a sustainable competitive advantage (Omerzel & 
Antoncic, 2008). 

In the business context, OL is a prerequisite for the development of entre-
preneurial attitude and skills throughout the fi rm (Leonard-Barton, 1992). Entre-
preneurs need to develop a learning mindset with enormous discipline and effort 
(Hernández et al., 2010; Pitts, 2008; Polities, 2008). It is characteristic for en-
trepreneurs that they need different knowledge and learning in different growth 
periods and thus continuously develops their need for knowledge so as to maintain 
CE (Omerzel & Antoncic, 2008).

Acquiring knowledge, through OL, is a specifi c requirement for a high CE 
(Lloréns et al., 2005). By combining new tools, technologies, sources and ac-
quired opportunities through learning, entrepreneurs can constantly create new 
added value (Omerzel & Antoncic, 2008). Besides, once that knowledge has 
been acquired it might well be considered as the factor with which entrepreneurs 
can distinguish themselves from their competitors and the means with which the 
poorly organized business environment can become well organized (Omerzel & 
Antoncic, 2008). 

Likewise, OL let the development of CE in technological organizations by 
enhancing the development of technological variables all over the fi rm as a coor-
dinative management process, with the possibility of becoming a cognitive entity, 
where new abilities, competences and knowledge have been developed (Berry, 
1996; García et al., 2006; Teece et al., 1990). In addition, Simsek et al. (2009) 
consider OL to be a central mechanism in an organization, a mechanism that is 
likely to grant the fi rm an adaptive advantage via CE. Finally, different models of 
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OL are usually used for the study of CE for the existent relationship between both 
strategic variables (García et al., 2006). Based on previous arguments the follow-
ing relationship is proposed:

P2: OL will be positively related to CE in technological organizations

The infl uence of CE on organizational performance
CE has usually been depicted as an antecedent of company performance or 

as an organizational process that contributes to fi rm survival and performance 
(Barringer & Bluedorn, 1999; Covin & Slevin, 1991; Lengnick-Hall, 1992; Mill-
er, 1983; Shan, 1990; Zahra 1991, 1993, 1996; Zahra & Covin, 1995; Zahra & 
Garvis, 2000). Current researches suggest that CE is positively associated with 
fi nancial performance (Antoncic & Hisrich, 2001; Antoncic & Prodan, 2008; Sim-
sek & Heavey, 2011). Previous research have analyzed this relationship in USA 
(Zahra, 1993; Zahra & Garvis, 2000) or in transition Economies (Antoncic & 
Hisrich, 2001; Antoncic & Prodan 2008). This research tries to show if this rela-
tionship has the same effect in the European market.

Firms that engage in CE can realize important fi nancial benefi ts from their 
innovation, risk taking, and new business creation; a fi nding that supports past 
results by leveraging the performance in the fi rm (Brinckmann et al., 2010; Sim-
sek & Heavey, 2011; Zahra, 1993). All these authors argue that entrepreneurial 
attitudes and behaviors are necessary for fi rms of all sizes to prosper and fl ourish 
in competitive environments (Barringer & Bluedorn, 1999; Shan, 1990; Simsek 
& Heavey, 2011). Nowadays we live in a hostile environment, what is supposed 
to be joined to a shortage of opportunities for CE (Zahra, 1993). However, as the 
environment becomes more hostile, a fi rm will become more involved in cor-
porate entrepreneurial activities (Zahra, 1993) because increased hostility forces 
executives to fi nd innovative to reduce or manage the sources of hostility (Covin 
& Slevin, 1991).

In the fi eld of technology companies, competition in innovations is char-
acterized by being extremely intense (Shan, 1990). There is usually a strong in-
centive to be the fi rst innovator when the fi rst-mover advantage is signifi cant. 
This advantage may grow in magnitude as learning and experience curve effects 
enable entrepreneurial fi rms to improve their product or market strategies and 
achieve a higher organizational performance (Zahra & Covin, 1995). Among such 
entrepreneurial fi rms, there is a willingness to deviate from prior routines, strate-
gies, business models, and operating environments, and embrace new resource 
combinations that hold promise as potential enablers of innovation (Goodale et 
al., 2011).

From a theoretical perspective, taking into account these innovations is im-
portant because there are at least two reasons for expecting a positive and increas-
ing relationship between CE activities and subsequent fi rm performance (Zahra 
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& Covin, 1995). First, innovativeness and consequently CE (Antoncic & Hisrich, 
2001) can be a source of competitive advantage for a fi rm. Innovative compa-
nies frequently develop strong, positive market reputations that ensure customer 
loyalty. Second, the fact that fi rms which pursue CE are proactive by defi nition, 
what often allows them to exploit an additional basis for competitive advantage. 
Besides, Zahra and Covin (1995) note that a quick response strategy often results 
in fi rst-mover advantages that translate into superior fi rm performance. These ad-
vantages may grow in magnitude as learning and experience curve effects enable 
entrepreneurial fi rms to improve their product or market strategies and achieve 
a higher organizational performance (Zahra & Covin, 1995). Among such entre-
preneurial fi rms, there is a willingness to deviate from prior routines, strategies, 
business models, and operating environments, and embrace new resource com-
binations that hold promise as potential enablers of innovation (Goodale et al., 
2011).

In this way, fi rms that exhibit CE are typically viewed as dynamic, fl exible 
entities preparing, or prepared, to take advantage of new business opportunities 
when they arise (Goodale et al., 2011). Therefore, technological opportunities in 
an industry are associated positively with increased CE (Zahra, 1993), since CE in 
technological companies, may generate products, goods, processes, services, and 
systems that can be used to meet customer needs and build a strong international 
market position (Antoncic & Prodan 2008; Simsek & Heavey, 2011; Zahra, 1996). 
CE can thus improve the fi rm’s profi tability and fuel its growth (Zahra, 1996; 
Zahra & Garvis, 2000). In addition, in industries with technological opportuni-
ties, for a fi rm to succeed, it is important to engage in CE and take risks and at the 
same time make investments in developing products and technologies (Antoncic 
& Prodan, 2008; Zahra & Covin, 1995).

This CE in technological companies can also lead to the development of key 
capabilities that can improve a fi rm’s performance (Teece et al., 1997), since CE 
in technological companies, may generate products, goods, processes, services, 
and systems that can be used to meet customer needs and build a strong interna-
tional market position (Antoncic & Prodan 2008; Simsek & Heavey, 2011; Zahra, 
1996). CE can thus improve the fi rm’s profi tability and fuel its growth (Zahra, 
1996; Zahra & Garvis, 2000). In addition, in industries with technological oppor-
tunities, for a fi rm to succeed, it is important to engage in CE and take risks and 
at the same time make investments in developing products and technologies (An-
toncic & Prodan, 2008; Zahra & Covin, 1995). However, we do not have to forget 
that only when there is a cohesive choice of strategy confi guration and approach 
to CE there will be a positively relationship to organizational performance and 
profi tability for fi rms in which shared values, and lean operations are dominant 
corporate characteristics (Lengnick-Hall, 1992).

To sum up, if CE continues in the fi rm not just in a specifi c moment, this 
company will be able to be positively associated with company performance over 
time (Zahra, 1991). Organizations that engage in intrapreneurial activities – entre-
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preneurship within existing organizations – are expected to achieve higher levels 
of growth and profi tability than organizations that do not engage in them (An-
toncic & Hisrich, 2001). Moreover, improved organizational results, usually in 
terms of growth and profi tability, are thought to be a result of entrepreneurship 
in established organizations along the time (Antoncic & Hisrich, 2001; Covin 
& Slevin 1991; Zahra, 1991). With all this previous literature, which asserts CE 
is positively related to organizational performance we formulate the following 
proposition:

P3: CE will be positively related to organizational performance in technological 
organizations

Methodology
This section presents the research methodology that we will use in this study. 

We fi rst describe the sample and then discuss how each of the variables included 
in the study is operationalized.

Sample and Procedure
The population for this study will consist of technological organizations 

within the geographical area of the European Union. We have chosen high-tech 
manufacturing fi rms due to the interest inherent in carrying out a technological 
and entrepreneurship study on sectors with a high technological element. The 
Amadeus (2009) database will be used. Drawing on our knowledge about key di-
mensions of this investigation, previous contacts with managers and scholars and 
new interviews with managers and academics interested in these strategic vari-
ables, we will develop a structured questionnaire to investigate how organizations 
face these issues. We then established a list of the CEOs of the organizations, with 
the help of partial funding from the Spanish Ministry of Science and Research 
and the Local Government of Economy, Innovation and Science of Andalusia’s 
Regional Government.

CEOs will be our main informants, since they manage a great deal of infor-
mation in all departments in the company. Furthermore, they constitute a valuable 
source for evaluating and moulding the different variables under study through-
out the organization by determining the types of behaviour that are expected and 
supported (Baer & Frese, 2003). CEOs has been also chosen as informants be-
cause they are ultimately responsible for plotting the organization’s direction and 
plans, as well as for guiding the actions carried out to achieve them (Westphal & 
Fredickson, 2001).

Questionnaires will be request in 10 EU countries (Austria, Belgium, Den-
mark, France, Germany, Italy, Poland, Spain, The Netherlands, United Kingdom). 
Technologies have played an important role in market globalization, in turn, in 
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globalizing business practices. For these reasons is advisable to carry out the study 
within the framework of the EU countries (Verdú et al., 2006). Characteristics of 
the responding businesses will be compared to those of the no responding busi-
nesses to reduce the possibility of non-response bias. Since all measures will be 
collected with the same survey instrument, the possibility of common method bias 
was tested using Harman’s one-factor test (see: Konrad & Linnehan, 1995).

Table 1. Technical details of the research

Sectors
High-tech manufacturing (pharmaceutical industry, hardware 
and other computer science equipment; automotive industry, 
space and aeronautics products).

Geographical location Europe (Austria, Belgium, Denmark, France, Germany, Italy, 
Poland, Spain, The Netherlands, United Kingdom).

Methodology Structured questionnaire.

Measures
The use of constructs has played an important role in designing a survey 

instrument in management research. In any research concerning behavioral ele-
ments, no device using a single metric unit can measure precisely, and researchers 
usually employ two or more measures to gauge a construct or scale. Given that 
developing new constructs or scales of measurement is a complex task, wherever 
possible we use pre-tested constructs from past empirical studies to ensure their 
validity and reliability.

Top Management Support. Using scales established by Byrd and Davidson 
(2003) and Ray et al. (2005), we will draw up a four-item scale to refl ect TMS.

Technological Skills. We will use the scales designed by Ray et al. (2005) 
and Byrd and Davidson (2003) and established a scale of four items (Appendix) 
to refl ect technological skills.

Technological Distinctive Competencies. We will use scales established by 
Real et al. (2006), we will draw up a six-item scale to refl ect TDCs in the organi-
zation.

Organizational Learning. We will use the scale of four items developed by 
Aragón et al. (2007) and García et al. (2006) to measure OL (Appendix).

Corporate Entrepreneurship. We will use four items developed by Knight 
(1997) to measure proactiveness, four items developed by Zahra (1993) to meas-
ure new business venturing, four items developed by Zahra (1993) to measure 
self-renewal, and four items developed by Zahra (1993) to measure organizational 
innovation.

Organizational Performance. After reviewing how performance is measured 
in different works of strategic research, we used the scale of fi ve items devel-
oped by Murray and Kotabe (1999). The use of scales for evaluating performance 
relative to the main competitors is one of the most widely-employed practices in 
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recent studies (Choi et al., 2008). Many researchers have used managers’ subjec-
tive perceptions to measure benefi cial outcomes for fi rms. Others have preferred 
objective data, such as return on assets. The literature has established widely that 
there is a high correlation and concurrent validity between objective and sub-
jective data on performance, which implies that both are valid when calculating 
a fi rm’s performance (Venkatraman & Ramanujan, 1986). We will include ques-
tions involving both types of assessment in the interviews, but the CEOs were 
more open to offering their general views than to offering precise quantitative 
data. When possible, we will calculate the correlation between objective and sub-
jective data.

Model 
The model proposed is the following one
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Conclusions 

Discussion
In this quickly changing world, technological companies are hardly compet-

ing to each other in order to reach a competitive advantage which makes them 
differentiate of other and obtain a good position or higher performance (Porter, 
1985). Managers need to view an important strategic decision which will impact 
their fi rm’s access to the technological skilled research personnel and the streams 
of knowledge upon which the fi rm will develop its specifi c dynamic capabili-
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ties (Brio & Junquera, 2003; Leonard-Barton, 1987, 1992). Moreover, it has been 
demonstrated, in previous literature (Jarillo, 1989), which entrepreneurs, or entre-
preneurial fi rms, use external resources when they try to grow beyond the limits 
set by the resources they currently control. Consequently, a top manager may 
promote corporate entrepreneurship through networks, which let them to acquire 
more investment in their fi rm. These resources will let entrepreneurs to devel-
op new projects in order to obtain a sustainable competitive advantage (Jarillo, 
1989). Additionally, over the time these top managers may increase their compa-
nies´ corporative entrepreneurism, by increasing their commitments, demonstrat-
ing greater effectiveness and a higher credibility across the broader organization 
thanks to networks (Berry, 1996; Jarillo, 1989).

Apart from top managers support and technological skilled people the re-
search analyze TDCs as an antecedent of CE. TDCs are apprehended by manager 
through intuitive understanding, and can give robust shape in the form of indica-
tors of competencies and dynamism (Banerjee, 2003). In order to arrive at an un-
derstanding of notions of TDCs, managers of technological fi rms have to employ 
a series of OL processes, which may be complex and affected both by the nature of 
initial experience and by the cognitive attributes of entrepreneurs (Banerjee, 2003; 
Leonard-Barton, 1992; Rerup, 2005; Zahra, 1993).

This point lead us to talk about the second hypothesis which refl ects that OL 
processes make that experienced entrepreneurs may develop a higher tolerance for 
ambiguity and acceptance of failures as a way of reducing uncertainty, increasing 
variety and expanding the search for technological opportunities (Rerup, 2005).

Finally, CE is a pattern of corporate choices and a process of revitalizing 
the organization (Zahra, 1993). Thus, managers must offer a tight fi t between the 
type of environmental setting – strategic and administrative context and CE ac-
tivities (Lengnick-Hall, 1992) – since without match (fi t), these activities will 
be unfocused and perhaps unproductive. Shaping the strategic context requires 
include customer satisfaction criteria, new patent registrations, success in meet-
ing target dates for new product or process introductions, and the achievement of 
quality control standards (Randoy & Goel, 2003). Managing the administrative 
context requires net income, return on equity, and return on sales (Hitt et al., 1996; 
Lengnick-Hall, 1992; Randoy & Goel, 2003). This will be diffi cult, but with them 
the likelihood of successful performance is enhanced (Randoy & Goel, 2003). 
Managers and entrepreneurs in a fi rm would be able to create new product inno-
vation, increase the investment of revenue new businesses, enable technological 
entrepreneurship, reformulate the mission and the last but not the least; executives 
should adopt a long-term view of the effect of CE (Zahra, 1993).

To sum up, successful entrepreneurs need have previously developed tech-
nological skills, TDCs, have had TMS, and acquire specifi c knowledge in or-
der to survive and innovate new entrepreneurial opportunities in their industries. 
These strategic variables are especially valuable in spotting and exploiting entre-
preneurial opportunities using company’s knowledge and experience (Randoy & 
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Goel, 2003). The research refl ects that this CE has benefi cial effects on the fi rm’s 
performance. Firms with TMS, technological skills, TDCs and adequate OL proc-
esses are more likely to have higher growth and profi tability than organizations 
in which entrepreneurs are lacking such characteristics (Leonard-Barton, 1987, 
1992; Omerzel & Antoncic, 2008).

Limitations and future research
First our data are theoretical data so we need to develop an empirical re-

search which will be cross-sectional. 
Finally, this study will consider all these variables but more research is need-

ed to globalize the results, with a greater number of economic sectors. 
Apart from this, other variables could be studied like the infl uence of net-

works on performance (Jarillo, 1989) or the moderating effect of knowledge in 
these hypotheses (Bojica et al., 2011; Simsek & Heavey, 2011).
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Abstract
In this paper we analysis the relationship between environmental manage-

ment and knowledge management showing their emerging sustainable competi-
tive advantages that provide benefi ts to the company and its environment. The 
main benefi ts gained after implantation environmental management systems are 
from intangible nature, such as image enhancement and knowledge is needed to 
achieve environmental objectives for the long-term.

Introduction
As result of growing interest in environmental issues both governments and 

companies have adopted conduct rules and environmental standards, tools use-
ful to increase profi tability and to contribute to sustainable development. Volun-
tary initiatives represent alternatives more effective and desirable environmental 
regulations, providing greater fl exibility for companies who want to achieve their 
goals effectively.

The environmental dimension is currently a factor of management that pro-
vides signifi cant competitive advantages. The objective of zero defects pursued 
by Total Quality Management (TQM) is a clear indicator of ineffi ciency in the 
production of goods and services, also occurs in Total Quality Environmental 
Management (TQEM), considering each environmental impact as an indicator of 



356 

ineffi ciency in the use of materials and energy. Thus, improving the quality and 
effi ciency is to eliminate emissions and environmental.

Gradual acceptance of the principles of social responsibility is driving 
companies to be particularly sensitive to environmental issues (Proto & Supino, 
2000).

One topic that has attracted most attention among researchers in business 
management and among consultants and professionals is the knowledge manage-
ment (Nonaka & Konno, 1998). Knowledge management is a process that ad-
dresses the creation, renewal and dissemination of knowledge in a company for 
the effi cient and sustainable management of core competencies. Using Knowledge 
Management organizations can meet the needs of existing and emerging identify 
and acquire assets necessary to develop new opportunities (Carrillo et al., 2004; 
Quintas et al., 1997).

Environmental management and knowledge management are young dis-
ciplines that are attracting a great interest in the business sector as a source of 
signifi cant competitive advantages in a changing and turbulent environment. 
Companies that are integrating them get products and services of greater value, 
and achieve increased effi ciency of all their elements which leads them to supe-
riority over their competitors. For these reasons it would be interesting to ana-
lyze how this both topics are related between each other focusing in competitive 
advantages.

Relationship between environmental management and 
knowledge management

Three decades ago, research on environmental knowledge and focused on 3 
aspects (Wolff et al., 2001):

1. Analyze the social and natural processes, studying and understanding the 
natural laws of nature and culture.

2. Understanding human interaction, taking into account the use of lan-
guage, forms of communication and culture. 

3. Analyze and understand the power structures and ideologies. And for 
nearly 20 years, research has focused on the relationship between busi-
ness and the environment.

The results obtained were fragmented and not unifi ed, without a consensus 
on areas of research that were most relevant. However, since the mid-nineties, 
research into this fi eld have increased signifi cantly and have become more so-
phisticated (Starik & Marcus, 2000). Also the application of the results of these 
investigations in the fi eld of corporate governance is being enhanced by increased 
environmental regulation (Wolff et al., 2001).

The company has competitive advantages are based on their resources and 
capabilities (Prahalad & Hamel, 1990). The environment, being controlled by the 
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company, becomes a resource that it owns (Wernerfelt, 1984). The environment is 
a valuable resource (Porter, 1995), as well as knowledge (Grant, 1997). The recon-
fi guration of the organizational skills to adapt to the environment (Amit & Schoe-
maker, 1993) generate competitive advantages that provide higher incomes. These 
advantages must be sustainable over time, a value consistent with the principles of 
sustainable development.

Knowledge management has features that characterized (Garcia, 2004), 
some of which are also present in environmental management:

1. This consists of a set of knowledge, technologies and dynamic processes 
of knowledge generation and knowledge fl ows in interaction (Bueno, 
1998). Also about creating and mobilizing certain knowledge that give 
competitive advantage (Quintas et al., 1997).

2. It is expensive (need to invest in other assets, technologies, infrastruc-
ture, etc.). But more expensive is not investing: It would be out of busi-
ness.

3. Its main benefi ts are: higher labor productivity, less reliance on specifi c 
individuals, increased market share, strengthening of the entity (Capell, 
2000).

4. It tries to understand what we know, be available at the place and right 
time to make decisions.

5. It provides incentives to encourage a culture of learning drivers. 
Eco-industrial parks are communities of fi rms that cooperate with each other 

and the local community in the effi cient use of key resources (materials, energy, 
water, infrastructure and information) for improvements in economic perform-
ance, environmental quality and management human resources (Cohen-Rosenthal, 
2003). As discussed, the communication processes and information fl ows drive 
the knowledge transfer that occurs in organizations (Gupta, 1994). Thus, to be 
increasing the number of eco-industrial parks, it promotes sustainable develop-
ment through the transfer and application of its principles in business (Malmborg, 
2004).

We must emphasize the role of local authorities in the creation and transfer of 
environmental knowledge and can act as agents of knowledge these (knowledge 
brokers) or knowledge banks (banks knowledge) (Malmborg, 2004).

As agents of knowledge, local authorities act as mediators between organi-
zations and consulting fi rms, companies create knowledge and interact, through 
local authorities, with actors who possess the relevant knowledge (consultants), 
the information and ideas for them.

As knowledge banks, local authorities are actively involved in creation and 
in the process of transferring specifi c knowledge needed to solve the environmen-
tal problems of enterprises, but not all knowledge, external actors (consultants) 
are providing useful insights. 

In the analysis of knowledge management, we observed in the current en-
vironment, where technology is so important, companies are concerned about 
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managing the processes related to managing their employees generate sustainable 
competitive advantages in the long term. Human capital depends on natural capi-
tal and are not always interchangeable. In addition, technologies are not always 
available substitutes. 

Moreover, environmental management is based on the principles of total 
quality management, and the latter part of the same theoretical basis of knowledge 
management, so that the foundations of that part of environmental management 
are also them.

Adoption of an environmental management system by the company is 
a complex process, due among other reasons, need to adapt to different regula-
tions, from local to international, and also because it is a process of high cost. 
One solution to these problems may be in cooperation, to gain knowledge and 
develop new technologies to lower costs (Plake & Somers, 1998). Cooperation 
can be with competitors, with specialist consultants, with the authorities, internal 
(between employees, departments, etc.) and with customers and suppliers. Co-
operation with competitors is done by establishing strategic alliances competi-
tive (Plake & Somers, 1998), improving the competitive position of cooperating 
in the market and is widely used benchmarking, knowledge-based systems used 
by the most advanced companies in the fi eld that seeks to make improvements 
(Aragon, 1998). The consultants provide specialized technical and legal knowl-
edge. The authorities, as discussed above, can contact with consulting fi rms and 
provide knowledge to help solve the problems facing the company (Malmborg, 
2004). Internal cooperation promotes the exchange of information between dif-
ferent parts of the business and coordination. On the other hand, companies are 
beginning to extend responsibility for products and services they put on the 
market beyond its own facilities. This involves putting in place mechanisms 
to involve suppliers, contractors and other organizations involved in the value 
chain of their products and services, policies, practices and commitments that 
they adopt (Entorno, 2003).

As in quality management, implementing an environmental management 
system in the company is favored by the existence of a strong and consistent 
organizational culture and remember that the possession of a language, symbols, 
gestures, rituals, goals and perceptions also facilitate the exchange of knowledge 
between members of the organization.

Finally, the adoption of environmental management systems depends large-
ly reactive or proactive approach that management has, and the directions they 
take, although, as with total quality systems, knowledge of workers, specifi c and 
hard coded, which perform the tasks directly and have the tacit knowledge about 
their jobs can be much better for making the accumulated managers. Participation 
systems are effective for this knowledge is shared between workers and fl exible 
working groups with lots of lateral communication channels.

In summary, we illustrate the relationship between environmental manage-
ment, quality management and knowledge management in table 1:



359

Table 1. Relations between environmental management and knowledge manage-
ment

Similar origins Austrian School of Economics, Evolutionary Theory, Nelson and 
Winter, 1982

Decision making Increased 
responsibility for 
workers

Environmental management: Teamwork, 
participation
Total quality management: Teamwork, cross-
-functional teams, participation
Knowledge management: Knowledge 
communities, fl exible teams

Organizational 
culture 

Homogeneity Environmental management: Sharing values 
between members valuable company
Total quality management: Sharing values between 
members valuable company
Knowledge management: Decrease the cost of 
integration of knowledge

Managing the 
relationship 
between customers 
and suppliers 

More stable and 
intense relationships

Environmental management: Cooperation and 
extent of corporate social responsibility
Total quality management: Importance of 
customer
Knowledge management: Strategic alliances as 
a way of improving innovation

Competitive advantages of synergy between knowledge 
management and environmental management

Environmental management, through which it manages to be respectful to 
the environment should not be considered as an expense for the company, but as 
an investment which will bring an improvement in competitiveness.

The implementation of an environmental management system in a company is 
profi table in the medium to long term. However, specifi c environmental investments 
have a relatively short recovery time, mainly due to saving of resources (water, en-
ergy and other consumer products). Indirect benefi ts are also produced as a major 
legislative control, prevention of sanctions, and better access to grants and so on.

Table 2 shows the main benefi ts of environmental management for the com-
pany.

In the analysis of operating profi t fi rms receive for their actions towards the 
environment, there is a command of savings products or energy recovery, this 
was followed closely by revenues from the sale of products, materials and energy. 
However, the operational benefi ts are not achieved a high level and in almost no 
time exceed 6 000 euros (Entorno, 2003). The type of benefi ts that companies 
gain after implantation of an environmental management system are mainly of an 
intangible nature. Within this landscape is dominated by the improvement of the 
image perceived by about 90% of companies, followed by the reduction of envi-
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ronmental risks, benefi ts that derive more than 70% of the companies. Among the 
tangible benefi ts, the most common are the benefi ts associated with the reduction 
of costs by a lower consumption of resources, perceived by more than 35% of 
the companies, and reducing the costs associated with managing environmental 
impacts, with a very similar (Entorno, 2003).

Table 2. Benefi ts of Business Management for the company
Eco-effi ciency

Organizational effi ciency Organizational improvements
Economic effi ciency Use the best investment at the lowest possible cost

Compliance with legal requirements and risk reduction
This reduces the risks of receiving administrative penalties for wrong environmental behavior

Environmental improvements

Internal environment Organizational improvements in the working 
environment, motivation

External environment Company’s geographical situation, climate of the 
area, surrounding conditions

Quality of product or service
Increased product quality or service, business excellence
Image enhancement
Best product image Product differentiation by their ecological
Better company image Better positioning of the company in the market

The organization must have the ability to coordinate the activities of various 
divisions, departments, sections, etc. to effectively meet the customer demands 
it. The high cost of exchange of information from different parts of the organiza-
tion is an impediment to change. For learning opportunities that arise throughout 
the organization must establish a culture and values   that promote generation and 
transfer of ideas. Knowledge management enhances organizational improvements 
resulting from environmental management, integrating all the individual actions 
of each employee, and to fi nd ways to encourage the creation and transfer of 
knowledge, which increase economic effi ciency, a better understanding of the 
processes, technology and customer needs.

The standards set by environmental regulations can lead to an increase in 
quality (Porter, 1991). The standards are explicit knowledge, and therefore less 
costly transmission, easier and faster (Garcia, 2004), which increases effi ciency 
in the company. At a time when environmental awareness is low in companies 
(Entornot, 2003), both need to get technologies to reduce environmental impacts 
of the company in its environment, as necessary to improve the effi ciency and 
the degree of organizational commitment, standards facilitate the implementation 
of environmental management systems. Although also an excess of regulation or 
rules too rigidly, can pose problems for lack of fl exibility.

The information transfer is more effi cient with appropriate knowledge man-
agement, environmental policies, internal regulations, more effi cient process man-
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agement, etc. is information which must fl ow continuously between the members 
of the organization, strengthening the commitment of these environmental objec-
tives and improving effi ciency in the company.

For all staff comply effi ciently with their obligations must be trained in the 
necessary skills, knowledge and experiences. It, therefore, be identifi ed knowledge 
and skills needed to achieve environmental objectives. Also important that all per-
sonnel of the organization has the proper training, tailored to the policies, objectives 
and goals to be attained in environmental matters. Further agrees that employees 
have the training methods and training necessary to perform their tasks effectively, 
being aware of the potential impacts of their activities on the environment in case 
your job is not done correctly. It is very important to give priority to internal infor-
mation in order to avoid speculation and rumors that just spreading abroad.

The external communication of environmental policies enhances the image 
of the company, and allows differentiation from the competition, resulting in an 
increase in benefi ts, to apply a higher price. As recommended the drafting of en-
vironmental reports to facilitate communication and transparency and use it as an 
advantage over other competitors, reporting profi ts for the company as:

1. Better communication with stakeholders.
2. Increased confi dence in management and investors and shareholders.
3. The approval of customers and consumers.
4. An increase in employee satisfaction.

Final considerations
Increasingly, business organizations seem to understand that their activity 

cannot be maintained in the medium and long term cost of ignoring the expecta-
tions of a wide range of pressure agents. This raises a growing corporate commit-
ment to ethical business administration and, conversely, large economic and social 
sectors require accredited business practices in connection with the „sustainable 
management” of their businesses.

Moreover, the fact that these claims refl ect the growing interest in fi nancial 
markets and institutional investors in this matter, and that in most developed coun-
tries come the fi rst attempts to legally regulate or standardize in this area.

When we talk about „sustainability” applied to business strategy, we are 
talking about something that goes beyond legal obligations, or labor tax, we are 
talking about going beyond compliance, investing more in human capital, envi-
ronment and relationships with stakeholders.

This „going beyond” that we call the laws and the checks of government should 
not compromise in any case the company’s profi tability. On the contrary, experience 
with investment in technologies and business practices that respect the environment 
suggests, for example, that go beyond compliance can increase the competitiveness 
of enterprises. In the workplace, the implementation of stricter standards than the re-
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quirements of social legislation (eg in training, working conditions or relationships 
between management and workers) may also have a direct impact on productivity.

Above an aesthetic consideration (or cosmetic) of sustainability, organiza-
tions that make up this concept in their decision-making strategy and believe that 
profi t is the main goal of the company, but not the only reason for being, and 
choose a long-term refl ection on decisions and strategic investments. They con-
tribute, therefore, to create a framework where companies can manage their op-
erations so as to promote economic growth and competitiveness, while ensuring 
environmental protection and put in value the social impact of business.

Although adaptation to the legislation remains the main driving force for 
Spanish companies to improve their behavior to the environment, its importance 
has remained stable in recent years, losing ground for other factors such as image 
and market pressure.

The company has on economic factors the main constraint to improving the 
environment. The implementation of environmental management systems is ad-
dressed by leading companies. The main operational benefi t is the savings for 
the recovery of products and/or energy, although the type of benefi ts that compa-
nies gain is mainly of an intangible nature, such as image enhancement (Entorno, 
2003).

When we speak of „sustainable development” in the company talk, mainly, 
of „economic sustainability” of the business, long and medium term, in return for 
speculation „shortsighted” or circumstantial. More and more entrepreneurs and 
managers assume that to maintain the profi tability of their production, is neces-
sary to consider new concepts of „risk” and „opportunity” associated with the 
environmental and social impact of production or quality labor relations, among 
other issues.

The company that obtains economic benefi ts by designing products and serv-
ices that improve the quality of life for its customers, employees, suppliers, local 
communities and other groups involved in a possible future work by adding value 
to society you are trying to serve.

To go on this direction, the company needs a system of government that 
allows the alignment of the organization and the value chain of its products and 
services in this direction. A new business model that generates amazing opportu-
nities and value to the company trying to produce and consume goods thinking 
about tomorrow (see table 3).

The need to produce increasing profi tability while maintaining or enhanc-
ing the impact of our activities on society and reducing the negative impact on 
the environment. In most cases, this new requirement involves a change, some-
times overwhelming in the way we produce and these changes, business-minded 
leadership, are governed by something called ability to innovate. In addition, the 
changes introduced sustainable development in the competitive landscape de-
mand dynamic, able to develop new skills and activities that can ultimately create 
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value-based persistent innovate and adapt well in advance to the expectations of 
its agents pressure.

Table 3. A new business model
Conventional business Socially responsible Conventional business

Maximize profi t for 
shareholders.

Maximize profi t for 
shareholders reversing a part 
of society in which it operates 
in order to partially offset 
the negative externalities it 
produces.

Maximize the creation of 
wealth for the society in which 
it operates, creating products 
and services.

Comply with the rulet.
Avoid the harmful effects 
that may have products and 
services placed on the market.

Take advantage of 
opportunities to improve 
the quality of life offered to 
businesses.

Meeting the demands for 
information.

Show your commitment to 
social.

Encourage the participation 
of society in the company to 
jointly seek solutions.

The new responsibilities must 
involve new laws must be 
enforced for everyone.

I favor the new responsibilities. 
We need a few rules.

The new responsibilities 
I differ. The less rules the 
better.

Reactive Proactive Leader

Source: Entorno Foundation, 2003

The sustainable company employees and their families are also part of that 
group of „new owners”. As such, management must share with employees the val-
ues and objectives consistent with the sustainable development of the company. 
Managers, in this context play the role to ensure the internalization of the com-
pany values at all levels of the organization. The quality of leadership and ethics 
play therefore a key role in sustainable business.

The way toward a sustainable business opportunities that begins by identify-
ing an orientation towards value creation for society which leads to the company 
operates. On the one hand, we must study our company expectations generated 
by the main stakeholders, and secondly, how the funds we have can work in their 
favor. The convergence of expectations and actions of the company generates sig-
nifi cant sustainable growth centers.

If a company is committed to sustainable management of their business and, 
therefore, opens a dialogue with pressure agents, offers transparent information, 
publishes its governance practices, and so on. welcome the fact that there is stand-
ardization of contents and forms that will allow stakeholders to compare compa-
nies or sectors.

New challenges and opportunities that appear in the company of the century 
have led to the need to orient growth towards a model of development and growth 
generator for the long term value. After the recent transformation of the societies 
in which the States have lost weight in the transformation of society comes the 
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need to make the market work in favor of a development model that meets the 
needs of present generations without compromising those of future generations.

This model of sustainable development call offers a new outlook for com-
panies that want to succeed as organizations that generate value for the societies 
in which they operate. The new company looks at environmental problems as an 
opportunity to make things better, not as a threat, and cost. Observe environmental 
problems as a matter beyond its strategic management system or the fulfi llment 
of this or that law. In this approach fi nds ways to differentiate, to help you better 
manage the precious resources it manages. A company that thinks to win today 
and win tomorrow.

Many companies have already begun evaluating its capital, experience iden-
tifying where to apply this development model, organizing to help align their com-
panies. About this opportunity, creating systems to better meet the expectations that 
stakeholders have placed in them and getting In many cases, the fi rst tangible ben-
efi ts, differentiation, new products and services, increased investor confi dence.

The design of the future will have to contain the force, the necessary balance 
between economic growth, protection of environment and resources and the de-
velopment of a more just society. The business is part of both the road and the end 
result. The pioneers get the opportunity, the fans, the headaches.

The incorporation of environmental management practices in the industry 
has had a decisive infl uence the development of the concept of quality manage-
ment and the introduction of the relevant standards in this area began in the eight-
ies. There are many parallels between environmental management and quality 
management. Thus, among the objectives of a quality management system are to 
provide assurances of compliance with policy and specifi cations and permit such 
compliance can be demonstrated to others through the documentation and records 
necessary; objectives extended to a system environmental management. In fact, in 
the early years of the nineties, numerous examples of companies that incorporate 
environmental management in the quality system.

The cooperation initiatives through eco-industrial parks, benchmarking and 
other strategic alliances, promote knowledge creation and transfer, which increas-
es the competitiveness of fi rms and extends the principles of sustainable develop-
ment in the organization and its environment.

The support of the authorities on these issues facilitates the implementa-
tion of environmental management systems, and provides useful knowledge to 
solve problems that arise in seeking the balance between business and the envi-
ronment.
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Abstract
In present conditions a company builds its competitive advantage based on 

innovations. Modern human resources management is necessary for this purpose, 
which is defi ned as human capital management, connected with methods of knowl-
edge management. One signifi cant problem infl uencing the effectiveness of the in-
novative processes is the transfer and dissemination of knowledge in the company. 
The creation of appropriate methods that guarantee sharing knowledge between 
employees in an organization is the source of maintaining competitive advantage, 
as it provides the implementation of the effective knowledge management strategy, 
its accumulation, transfer and commercialization in the form of technologically 
and conceptually advanced products. One of the challenges – conceptual and 
practical – is to encourage key employees to share knowledge (experience, skills, 
good practices, ideas) with other employees of the organization. Issues presented 
in this study form conceptual frames of a research project focusing on the issues 
of sharing knowledge by company key employees in terms of conditions, motives 
and methods.

Introduction
In the circumstances of the contemporary economy competitive advantages 

are reached through the ability to create new values. Copying old business mod-
els, existing product lines, long-term customer handling procedures is no longer 
effective. Customers, undergoing multidirectional impacts of institutions form-
ing trends and preferences expect innovative or at least modernized products 
and services. The processes of globalization, informatization and networking of 
economy further enhance this phenomenon. Innovation is becoming the neces-
sary element of each company strategy. In consequence, in companies subject to 
strong competition, the appropriate approach to managing people gains a special 
meaning. Substantive and intellectual involvement based on creative thinking, 
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entrepreneurship, experiments, exchange of information, sharing knowledge and 
experience is expected from the employees. At the same time, appropriate work-
ing environment is shaped from this point of view. Managing the mental work of 
highly-qualifi ed specialists is included in the concept of human capital manage-
ment. Within it, methods of solving personnel matters are created, referring to the 
specialists (determined as knowledge workers). 

A signifi cant part of identifi ed personnel problems, remaining within special-
ist management, has an impact on and refers to the knowledge management proc-
esses. These are issues such as: acquisition and keeping best employees with the 
highest competences and potential; development of professional, personal, social 
competences; motivating creativity, learning and knowledge transfer, professional 
development based on processes of organizational learning, etc. Mutual penetra-
tion of matters related to issues of knowledge management and human capital 
management creates a new area, a trouble spot from the company point of view. It 
has features of 2nd generation knowledge management, with prevailing issues (in 
the form of decisions, methods, processes and problems) of managing employees 
with attractive and desired knowledge for the company. 

Therefore, the process of knowledge management evolution is made. 
A dynamic development of IT tools, successfully implemented in companies, has 
caused for many years, in particular in the 1990’s that knowledge management 
(information) was identifi ed with almost only the use of relevant solutions related 
to computer tools, databases, network, programs, artifi cial intelligence, etc. How-
ever, knowledge management is not only equipment and information technolo-
gies. Problems of infrastructure, equipment, software and networking are now, 
fi rst of all, related to economic decisions and depend, above all, on the capabilities 
(and ideas) of using technology and not on their availability and technical possi-
bilities of installation and application. Information techniques became so common 
that the centre of gravity of knowledge productive utilization moves to the human 
aspects of business. And this in turn harmonizes with the requirements of the con-
temporary competitiveness based on continuous innovations, with the key role of 
the employees, capable of and used to creative thinking. 

The core of knowledge management processes is human capital, embodied 
in specialist competences, multiplied and improved as a result of organizational 
goals of the organization and its members. This is particularly visible in the proc-
esses of sharing knowledge, its dissemination in the organization, acquisition of 
knowledge from outside of the organization, of creating new knowledge, includ-
ing the functioning of teams made of specialists in different domains and compa-
ny functional areas (problematic, design teams, controlling committees, etc.). In 
a signifi cant number of companies focused on conscious knowledge management, 
a group of key employees is separated from among the specialists in terms of pos-
sessed professional competences and potential personal dispositions. These ac-
tivities take different forms. These are e.g. programs of shaping leaders, programs 
of talented employees, programs of succession, systems for remuneration for the 
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best, career course paths in the whole corporate business, etc. Looking from the 
perspective of knowledge processes productivity it is important to create condi-
tions (organizational, motivation, developmental) encouraging the key employees 
to share knowledge with employees with a lower potential and experience. It is 
necessary to remember that the competences of key employees primarily build 
the corporate competences that in turn are necessary in innovative processes. Ap-
proach to the employees so signifi cant for the organization requires other manage-
ment tools, fi rst of all, considering that these employees often have requirements 
reserved previously for investors of the fi nancial capital. 

The article is of a theoretical-analytical character. Issues presented in this 
study are wide conceptual frames of a research project focusing on the issues of 
sharing knowledge by company key employees in terms of conditions, motives 
and methods.

To sum up, in the present conditions, the company has to build its competitive 
advantage based on innovations. Modern human resources management is neces-
sary for this purpose, which is defi ned as human capital management, connected 
with methods of knowledge management. One signifi cant problem infl uencing the 
innovative process effectiveness is the transfer and dissemination of knowledge in 
the company. The creation of appropriate methods that guarantee sharing knowl-
edge between employees in an organization is the source of maintaining competitive 
advantage, as it provides implementation of the effective knowledge management 
strategy, its accumulation, transfer and commercialization in the form of technologi-
cally and conceptually advanced products. One of the challenges – conceptual and 
practical – is to encourage key employees to share knowledge (experience, skills, 
good practices, ideas) with other employees of the organization. 

Competitive advantage
The essence of competitive advantage lies in the company holding a set 

of strengths noticed and appreciated by clients that positively and relatively per-
manently can tell the company from its competitors (see: Głuszek, 2004). The 
competitive advantage of a given company is usually built out of several factors, 
distinguishing the manner of its actions on the background of the whole market, 
covering this scope of services or products. Those factors include, e.g.: offer size, 
delivery services, customer service, distribution network density, advertising, sales 
promotion, product quality, development potential, etc. Competitive advantage 
results largely from the method in which a given organization manages their re-
sources and competences, develops and uses them (Stonehouse et al., 2001). In 
fact, competitive advantage allows to obtain core competences (distinctive skills), 
as they are perceived by consumers as adding values exceeding the offer of the 
competition to the offered benefi ts. In other words, key competence is a unique 
ability of a given organization, adding value to its products. Key competences are 
usually a complex mix of resources and possibilities, which are invisible and in-
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tangible (Stonehouse et al., 2001). Changes in understanding and defi ning terms of 
competition and competitiveness result from, among others, a changing consumer 
role. The recipient of the product or services is no longer an isolated entity but has 
the possibility to cooperate with other buyers of goods and services, they are no 
longer persons hardly informed and can make decisions based on full knowledge 
of things. Requirements of a contemporary consumer increase faster than ever. 
Conventional ways of creating the market offer may not bring anticipated effects. If 
they state that competition is better, they will change their supplier without hesita-
tion. The consumer requires not only high standards related to product essence, its 
functional parameters, innovative solutions, but also kindness, courtesy and care 
for the highest satisfaction of their individual preferences. To raise the environment 
interest in one’s offer it is not suffi cient to be perfect in technical terms. The product 
must be modern but also original, surprising, easily distinguished when compared to 
the competition. The customer has to feel that the material product or service offered 
is a clear alternative as compared to other similar items. Furthermore, the customer has 
to be convinced that the offer has added value as compared with others. 

Innovations
Accumulated knowledge and competences resulting from it are the source of 

innovations in the conditions of new economy. The ability to generate innovative 
values determines the competitive position. In a contemporary knowledge-based 
economy, innovation is one of the basic factors affecting the productivity of 
business operations. At the macro level, innovation is a process depending on 
effi ciency and quality of educational systems and life-long education, techno-
logically advanced IT infrastructure and telecommunication network, the size of 
funds intended for research and development, the service level of business processes 
of institutions supporting development and cooperation of companies in a given coun-
try. At the micro level, increase in productivity by innovation depends directly on such 
elements of company management as: strategy, business model, managerial methods 
and techniques, operational programs and procedures, etc. If the strategic goals are 
oriented on productivity growth of the used knowledge, the management system 
should foster its recognition, absorption, accumulation and commercial use. Success 
in strategy implementation which could be identifi ed as „productivity growth of the 
used organizational knowledge through continuous innovative processes” requires the 
application of a comprehensive managerial concept, of which an important element 
is the system of human capital management, focused on the development and use of 
various forms of personal knowledge of the employees and the organizational knowl-
edge. 

Innovations are processes based on work of integrated teams of high class spe-
cialists in various domains. These teams ensure the accumulation of comprehensive, 
diverse and supplementing knowledge from many areas and its appropriate use, thanks 
to committed cooperation of professionals. High level of cooperation does not appear 
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from nowhere. In know-how organizations, continuous innovations are a result of 
common processes of organizational learning, functioning design teams of inter-
department nature, multi-directional transfer of knowledge, sharing experience 
and skills, exchanging expert studies, reports, good activity practices. The basis is 
open communication, lack of internal organizational barriers, coming into various 
organizational roles by employees, their growing versatility and fl exibility.

 Company reaches the synergy effect in the form of a quality leap in pro-
ductivity of the used knowledge as a result of combining enterprising behaviours 
of employees, teams and of the whole company, multi-fi eld knowledge accumu-
lated earlier, useful for new solutions, shaped individual and organizational high 
competences and constant observation and analysing of the sector environment 
(customers, competitors, suppliers) and further (economic, technological, social 
and legal trends).

We could venture to state that innovation in such perspective is a result of the 
following equation:

I = Z + W + K

Z –  (zachowanie) behaviour (employee attitudes and behaviours focused on co-
operation, activity, entrepreneurship, teamwork, creative thinking, etc.);

W –  (wiedza) knowledge (collected, accumulated, codifi ed, ordered knowledge);
K –  (kompetencje) competences (corporate competences in the form of pro-

cedures, instructions, standards, good practices, diagrams of proceedings 
and employee personal competences including, among others: specialized 
knowledge, professional skills, experience). 

Of course this is an equation of contractual nature, as the point is not sim-
ple sum of distinguished elements but to a greater extent mutual, strengthening 
dynamic associations between them, participating in creating a positive synergy 
effect. Without doubt the basis for this equation are adequately shaped employees. 
The company needs strongly motivated, involved and competent employees 
to achieve the expected functioning effects. A professional, properly managed 
employee usually attracts a profi table customer. Employee competences are an 
integral part of the offer submitted to the Customer. Even the best product not will 
sell itself, it must be accompanied by a professional seller, consultant, servicing 
specialist, broker etc. The lack of knowledge is particularly visible in the process 
of service provision when the recipient expects professional advice, reliable and 
up-to-date information, fast and effective solutions to current problems. The way 
in which the specialist treats the customer is a primary determinant of their evalu-
ation of the obtained value. Employees create corporate competences, knowledge 
embedded in company structure, established in the form of standards and person-
nel, marketing, logistic, technological, production and other procedures, necessary 
for normal operation of the company (survival) and permitting achieving competi-
tive advantage (development) by higher quality of the products, better customer 
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service, acquiring and keeping the best specialists and other. Basic knowledge 
for the company, being the basis for technical, production, commercial opera-
tions is created, codifi ed and accumulated in different places of the organization; 
these are quality wheels, team projects, practitioner communities, laboratories, 
centres or research and development centres, scientifi c-research units. Their prod-
ucts are programs, original papers, databases, contracts, offers, patents that can be 
commercialized in company own activities or by selling the copyright, licences, 
brands, etc. 

Human capital management
Innovative pressure forces the company to permanent intellectual activity 

in terms of research, development, experimenting, technical and technological 
progress. It is not possible without a special approach to people who have the 
necessary knowledge and experience. One of the latest approaches of human re-
sources management in an organization is the concept of human capital (Juchnow-
icz, 2007), which has grown out of the concept of human resources management. It 
is a collection of theories, models and methods in approach to people; these are not 
commonly practiced but their meaning is growing dramatically. It is mostly visible 
in high-tech sectors (IT, telecommunication, medicine, pharmaceutics, genetics, 
etc.) where competitive advantage does not depend only on the possession of 
knowledge and information bases, because these can be quite easily obtained to-
day. In these places, the accumulation of needed knowledge is an introduction to 
creating innovations by active professional employees. 

We may state that human capital management is oriented on growth in the 
broadly understood innovation, as opposed to previously preferred growth in ef-
fi ciency.

 First of all, this is cooperation and daily interaction with specialists, people 
having professional preparation and professional qualifi cations, supported by pro-
fessional rights and a vast amount of practical knowledge. For several years we 
have been calling specialists of new generation whose working environment results 
from processes of globalization, IT introduction and networking of business opera-
tions, the knowledge employees (Davenport, 2007; Morawski, 2003). These are 
employees able to, fi rst of all, create new knowledge, being the basis for generating 
breakthrough innovations. Their working positions are designed in order to collect 
and apply knowledge and information. They are remunerated for thinking. Human 
capital in companies is formed by highly qualifi ed analysts, consultants, experts, en-
gineers, IT engineers, programmers, marketing and logistics specialists, organizers.

Application of participation in management, training management styles, inten-
sive, open and informal communication networks, motivation referring to intellectual 
and substantive employee ambitions recommended within the concept of human cap-
ital management is characteristic for companies focused on knowledge, specializing 
in professional advisory-expert services, operating in modern sectors of economy, 
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producing goods saturated with advanced knowledge. In modern companies, intel-
lectual effort of each employee, their commitment and ingenuity, creative inven-
tion is needed. It creates high requirements for managers who must constantly 
strive for development and encouragement of human capital so that the effort 
contributed by them is related to a greater degree of intelligence and creativity, 
integration, commitment and enthusiasm. 

Access to new technologies enables acquisition and subsequent cooperation 
(taking different forms: one-time contract for preparation of a project, periodi-
cally ordered tasks, fi xed duties within the working post) with specialists having 
high quality intellectual capital. Creating networks of links with entities located 
in the market of talents and ideas (eminent graduates, patent creators, scientists 
associated with academic centres, university research units, independent labora-
tories, research-development institutes) is connected with intensive search for, 
acquisition and then maintenance in the organization of the best entities. Personnel 
policy must be focused on looking for the best candidates for various positions (or for 
particular projects) and regular improvement of employee competences and commit-
ment (fi rst of all intellectual). As a result of the HR process, communities of special-
ists confi dent about their competences are built, for whom education and pursuit of 
mastery in the profession are a life project. An inspiration to effort in their cases is, 
to a greater extent, an opportunity for development, far reaching self-reliance, tasks 
which are ambitious and create challenges or informal contacts beyond department 
and business functions boundaries. 

Companies and other knowledge-based organizations by shaping appropri-
ate approach to employees of knowledge management must form and implement 
new ways of:

– fi rstly, obtaining employees with professional knowledge;
– secondly, encouraging them and motivating to stay in the institutions and 

offering full intellectual commitment in order to create added value;
– thirdly, making them willing to share knowledge, particularly including 

hidden knowledge with other employees and the whole institution.
Competitive requirements on the market of global services and goods forces 

continuous offer improvement. Methods have to be re-thought, which will en-
courage to put intellectual effort, facilitate the transfer of its results within and 
outside of the company, materialize it in the form of modern products. These new 
solutions can be together defi ned as methods of human capital management. 

The following, among others, belong to such methods (Morawski et al., 
2010):

– knowledge employee management,
– key employee management,
– competence management,
– talent management,
– innovation management,
– interpersonal relation management.
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Application of the aforementioned methods requires a great fl exibility from 
the managers. This purpose is served by alternating organizational roles performed 
by different persons, high variability of the performed functions, mutual substi-
tutability based on employee versatility and their readiness for frequent changes 
in the micro environment in which new challenges, methods and requirements 
as well as new collaborators constantly appear. In new business circumstances 
the manager is more of a role (set of roles) which is performed temporarily or in 
cycles, depending on company strategy, current needs and market opportunities 
and the need to solve problems. Less frequently this is a position for many years, 
with a permanent scope of responsibilities and liability, a fi xed type and a scope 
of decision-making rights. Functions and roles of coordinators, representatives, 
leaders of projects, „owners” of processes, heads of problematic teams and many 
others are more and more often performed by people not used to managing but 
rapidly adapting to new situations, specialists, often outstanding ones, who learn 
how to manage other knowledge employees. 

The following have to be included in potential problems of human capital 
management in the organization, which the manager has to solve – in contacts 
with the specialists:

– staff issues, with its detailed issues of selection, development, motivation 
and evaluation of knowledge employees;

– structural-organizational issues, including issues of selection of relevant 
solutions, e.g. on the level of structure fl exibility, the degree of formali-
zation and centralization from the point of view of an effective fl ow of 
knowledge and information;

– the issue of shaping proper organizational culture, encouraging affi rma-
tion of attitudes and behaviours aiming at multiplying, using and sharing 
knowledge;

– the issue of construction and implementation of the knowledge-based 
strategy, including, among others, issues of location and acquisition of 
knowledge and information from the environment of customers, suppli-
ers, competitors, determination of proportion in expenses on IT tech-
nologies and the development of knowledge employees.

The main responsibility of a manager is to create such a work environment in 
which each employee in the organization – wherever and whenever they are – will 
have access to the capital of organizational knowledge and will be able to make use 
of it in their everyday work. In this way knowledge becomes a material of intellectual 
capital of the organization. The mission resulting from this domain is the populariza-
tion of thinking focused on multiplication, development and dissemination of knowl-
edge by active professionals.
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Sharing knowledge
2nd generation knowledge management is, above all, managing employees 

with knowledge – knowledge employees. The position of the whole company 
depends on their direct commitment. Their active participation in company op-
erations (quality management systems, systems of collection and assessment of 
employee ideas and suggestions, participatory decision-making systems, project 
teams, systems of organizational knowledge transfer, etc.) gives in result a great 
information and knowledge growth, which becomes structuralized in the form of 
new technical, technological, organizational and marketing projects, specialised 
programs and computer applications, reports analysing and diagnosing segments 
of customers, advantage and strengths of competitors, development tendencies of 
the market, industry and of the whole economy, methods of gaining and making 
use of external resources, etc. Observations of companies conducted by the author 
of this study, discussions with owners and managers of companies, literature stud-
ies, tell us that the problem of sharing knowledge gains the highest importance 
among knowledge management processes. The basis for effective conversion of 
knowledge resources into intellectual capital is its diffusion (Perechuda, 2005), 
sharing knowledge and its dissemination. For a company, it is benefi cial that each 
information is transferred to the greatest number of people. 

The same thing applies to conversion of quiet knowledge into open knowl-
edge. The basis for this conversion are intensive contacts, organizational learn-
ing processes, dissemination of cultural values in the form of common meanings, 
symbols and metaphors. The uninterrupted fl ow of information determines com-
pany openness to change and new ideas, is a factor motivating transformation of 
any emerging resources of new knowledge and information into new technolo-
gies, standards and products. This is not a simple case, as the appearing barriers 
are strongly embedded in the system of thinking and morals, of the adopted stand-
ards and principles of organizational behaviours. Knowledge has its price, it is the 
basis for competences which determine the success and professional career of an 
entity or of the organization. 

The people in an organization often do not have any reasons to share their 
knowledge disinterestedly. Having a unique knowledge and competences more 
broadly based on it, they feel needed, necessary, and at the same time exceptional 
and, as a consequence, very safe when it comes to relations with the employer. In 
a highly competitive economy, and the knowledge-based economy is such after 
all, having competences that are unique and at the same time important for the 
company is a source of exceptional organizational position. In addition, „giving 
away” knowledge acquired with a great diffi culty over the years, so useful in 
the organizational processes, is diffi cult in psychological categories. This may be 
felt as a deep discomfort, raise a sense of being used, a sense of injustice, asym-
metry impossible to approve in mutual transferring of benefi ts and strengths. The 
aforementioned diffi culties and barriers may multiply in the case of outstanding 
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people, recognized authorities, masters in their profession. The higher the com-
petences and other intellectual qualities, the higher and more versatile – as can be 
expected – the expectations and needs. Not only concerning material goods, safety 
issues and a sense of predictability but also opportunities for career development, 
participation in attractive projects, the impact on development directions and as-
sumptions of company strategy. 

Therefore, the issue of sharing knowledge (experience, skills, etc.) of key 
employees with other members of an organization seems to be a particularly im-
portant aspect of knowledge diffusion in the company. Key employees1 are top-
-class specialists. They include managers of the strict management and eminent 
specialists, with a unique knowledge and potential. Thanks to their competences 
of the highest test, typical of professional mastery in a given domain, they are 
a group of people forming core company competences. In addition, their value 
for the company results from, and the criterion for promotion to the concerned 
category should be such, the ability of managing teams. An outstanding expert, 
attempting to be a key employee for the organization hiring them is a specialist 
with high, master competences, an innovator – a person introducing breakthrough 
changes, independently or in cooperation with other creative employees, a leader 
– capable of building and leading a team of specialists and a mentor – promoting 
and monitoring career of other employees with big potential (Morawski, 2009).

Eminent specialists, broadly talented, with rich practical experience and 
knowledge, require a specifi c approach, which results from various circumstances:

– a high level of competence encourages them to present greater mobility, 
searching for new professional challenges and skills, as a result, creating 
a professional identity on the basis of long-term associations with one in-
stitution is of no importance, especially as social acquiescence for frequent 
change of the workplace is greater than formerly;

– the imperative for their actions is an on-going process of learning and im-
proving and supplementing their qualifi cations in a formal way – obtaining 
subsequent professional degrees and titles confi rmed by qualifi cation cours-
es and exams conducted during those courses, or an informal way – as a re-
sult of participation in discussions, meetings, projects; organization meets 
the expectations as long as it delivers or creates possibilities of participation 
in attractive events or processes raising professional skills; 

– growth in mobility causes weakening of emotional bonds with one organi-
zation, may lead to, among others, decreasing loyalty towards it. For many 
people, loyalty towards a given professional group, internal solidarity and 
integrity of the environment of similar professionals, a sense of community 

1 In the ideal sense human capital has the structure of an atom, with subsequent rings quitting its 
nucleus, including subsequent categories of employees of knowledge. In the very centre of the 
organization are key employees – constituting its substantive and intellectual elite. Author’s 
note.
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resulting from the compliance with the same ethical norms and principles of 
reliable execution of obligations are more important; 

– the employer must compete for their time, knowledge, energy with insti-
tutions creating professional platforms: corporate businesses, associations, 
unions; commitment may apply to organization and participation in confer-
ences, workshops, lectures, exhibitions, courses and qualifi cation examina-
tions, etc.;

– they demand respect for their particular skills from all co-workers, par-
ticularly including managers – direct superiors and managers at the high-
est level;

– money is not always and not most importantly the most attractive stimu-
lus drawing to working for a given organization, even if similar, if not 
higher remuneration could be received in a different company; tradition-
al systems of remuneration created to motivate the hired employee for 
whom the wage in a given company is the only or the basic source of 
support may be hardly satisfactory;

– effective stimuli must take account of the fact that similar or larger rates 
are offered in other companies looking for similar specialists, therefore 
it is important to enrich them with other material (share in profi ts) and 
intangible measures (share in making decisions);

– the awareness of their own strengths and their importance for the organiza-
tion may lead to some oversensitivity concerning the contribution assess-
ment (effi ciency, creativity, effects) of one’s own work by managers and 
their aversion to the prospect of performing decisions of the superiors, in-
consistent with regarded way of proceedings in a given specialization do-
main;

– they expect large self-reliance with regard to implementation of any en-
trusted tasks, not using continuous supervision, abandonment of rigid 
rules concerning work, among others, hours of task execution, access to 
information, use of organizational resources, etc.

From the point of view of companies the primary challenge is not only ob-
taining and maintaining the best employees in the organization but, fi rst of all, 
obtaining, transfer and using knowledge and skills possessed by them. The knowl-
edge possessed by them is knowledge2 advanced, innovative, unique and conse-
quently always has a highly individual character. Its rich and diverse resources are 
effects of the learning process. Knowledge growing over the years, accumulated dur-
ing the lives of entities from information, experience, applied practices, refl ections, 

2 Knowledge is a liquid mix of the expressed experience, values, information drawn from the con-
text and expert insight that deliver the basis for evaluation and assimilation of new experience 
and information. Knowledge is created and is used in the mind of its owner. In the organization 
knowledge is often embedded not only in documents or collections of knowledge but also in 
procedures and organizational processes, in the pragmatics and standards of activities. Author’s 
note.



378 

remarks and shaped skills has a unique character, embodied in a mature specialist. 
Their competences are unique, and at the same time valuable for the company being 
able to use them. Hidden knowledge, inseparably related to a person, not being easy 
to be handed over and codifi ed, is a unique compilation of know-how, qualifi cations, 
organizational or marketing skills, experience, substantive observations, developed 
methods of conduct in professional situations, etc. This knowledge is deeply rooted 
within the structure of personality of each person, in their activities, applied proce-
dures, processes, commitment, ideas3. Due to this it is diffi cult to transfer or share it 
with others. It is important to prepare effective methods of transferring knowledge 
from the best employees to others, to equalize the competence potentials of employ-
ees, which in consequence leads to more innovative and fl exible operation of the 
whole organization, based on constantly multiplied intellectual capital. 

Actions for sharing knowledge, the centre of which are key employees, re-
quire a complex approach. In the set of potential activities, it is necessary to in-
clude those that will be oriented on the issues related to:

– the organization of work environment,
– motivating factors,
– principles of professional development together with the vision of the 

professional career. 
Organization of the work environment has at the same time to provide work-

ing conditions ensuring concentration, focusing, implementation of individual 
work of a conceptual, problematic nature and at the same time create possible 
cooperation and use of own original works and possessed competences at team 
work in the character of an expert, permanent consultant, a project coordinator, 
sponsor of the project, internal trainer, etc. It is about these roles and functions 
whose playing or performing allows to start knowledge diffusion processes, its 
conversion from quiet knowledge to open knowledge, from individual to team and 
general organizational knowledge.

Motivating processes must be carried out in a broader context of necessary 
and acceptable models and values. It is necessary to popularize the way of think-
ing that decomposes the previous views and beliefs. What is important is:

– not the hierarchy elite, but the knowledge and experience elite,
– not the position of the superior issuing orders but the position of the mas-

ter – a recognized authority,
– not the position and the role understood as a managerial position with 

privileges but the position and the role understood as a resultant of the 
possessed resources of relations, knowledge and experience.

Motivators encouraging sharing knowledge may include (Morawski, 2006):
– high bonuses,

3 Hidden knowledge is considered the source of any knowledge and it arises out of experience, ideals, 
values held, emotions, intelligence, dexterity, organizational cleverness. It is therefore everything 
that lies in human minds, it is diffi cult to observe but at the same time, to a large extent, it determines 
the effi ciency of work and daily activities. Author’s note.
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– additional training courses,
– foreign trips (e.g. internships in partner companies),
– special privileges (business car, mobile telephone, personal computer),
– articipation in conferences,
– access to information,
– access to superiors, along with the head of the company,
– greater self-reliance,
– share in making decisions within the team,
– the right to make a mistake,
– fl exible working hours,
– contract of employment for an indefi nite period of time,
– promotion to a higher position,
– share in company profi ts,
– company shares, equity interests.

The following should be considered as particularly important motivational 
factors in the case of key employees:

– impact on promotion of subsequent young employee generations,
– creation of a profession master image, a friendly mentor,
– the possibility of choosing team employees,
– material, fi nancial or other compensation of time and energy spent on 

contacts with rookies and other employees requiring briefi ng, explana-
tion of the context, opinions on the solution of the problem, etc.,

– impact on the untroubled shaping of work time in terms of place, time, 
methods of contacts with other workers in the process of sharing knowl-
edge.

Key employees become teachers of younger, less experienced colleagues in 
a natural way. Their experience and knowledge accumulated for years are the source 
of hidden knowledge, assimilated by others, younger or less competent partners in 
activities thanks to co-performing tasks, the conducted trainings, observations, imi-
tating, asking questions. Promoting subsequent generations of good and very good 
employees should certainly be in the work ethos of a professional. 

Summary
What an organization physically possesses is less important and more im-

portant is what it knows and is able to do in a knowledge-based economy. The 
majority of values created by a modern organization are not based on visible as-
sets. In connection with this object of special interest, an organization will not be 
understood as a structure, methods and work tools, but its „invisible resources”, 
including mainly knowledge, based on human capital. If the company is able to 
acquire and maintain a competent personnel, success is certain. It is particularly 
important to gain knowledge from the best employees with competences vital to 
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the company. Their knowledge is a perfect basis on which knowledge of other in-
dividual employees and then the company organizational knowledge can be built. 
Processes of sharing knowledge serve this purpose.
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Abstract
In the article we would like to present the extracts of results of research 

conducted under the grant of State Committee for Scientifi c Research (Komitet 
Badań Naukowych) on competitiveness of small and medium enterprises on the 
European Union markets. The research was initiated between 2006 and 2007 and 
it is going to be continued in the following years. 

Since the volume of the article is limited, we would like to focus on selected 
elements of this research. This will be: 

– research procedure,
– identifi ed competitiveness factors, 
– strategies of activity internationalization according to the Dawar-Frost 

model, 
– cooperation strategies, 
– stimuli and development barriers of Polish small and medium enter-

prises on foreign markets.
In the fi nal part of the article we are going to present the conclusions of the 

research in a synthetic manner.

Competitiveness of small and medium enterprises on 
foreign markets

„Competition shall be defi ned as a phenomenon whose participants compete 
with one another pursuing similar goals, which means that the activities which 
some participants undertake to achieve specifi c goals make it diffi cult (and some-
times impossible) for other participants to achieve the same goals” (Stankiewicz, 
2005).
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It should be noted that defi ning competitiveness takes place relatively sel-
dom, and when it does, it concerns the competitiveness of entities which consti-
tute macroeconomic systems: countries and/or industries. It does not mean it is 
not the object of numerous research and theoretical generalizations. This appar-
ent paradox consists in the fact that many renowned authors e.g. M.E. Porter, G. 
Hamel, C.K. Prahalad, J.B. Barney, J. Kay, D.A. Aaker broadly analyse various 
aspects and conditions of competitiveness in their papers, but they do not defi ne it 
or they only defi ne its effects, namely competitive advantage and/or position.

Among few defi nitions of competitiveness existing in literature probably the 
most comprehensive one was suggested during the World Economic Forum in 
Lausanne in 1994 where it was defi ned as „(...) the ability of a country or a com-
pany to create greater wealth than the competitors on the world market” (The 
World Competitiveness Report, 1994).

The relativism of this defi nition causes and leads to competing being defi ned 
a priori as an effect and it also leads to the difference between the effects of some 
entities’ competing being identifi ed with competitive advantage and competitive 
position. According to Stankiewicz, competitiveness of a company is „(...) the 
ability to effi ciently achieve goals on the market arena of competition” (Stankie-
wicz, 2005).

For the purpose of our research we assumed that the competitiveness of 
a company is its ability to control key success factors better than its competition.

Competitiveness is the ability of a company to create competitive advantage 
in a particular industry. Competitive position of a company, on the other hand, is 
a measure of competitive advantage. Therefore, competitiveness of a company 
is the ability to create competitive advantage and as a result to achieve a strong 
market position.

Competitiveness may be classifi ed by means of criterion of activities or 
effects. According to this criterion, factor competitiveness and effect competi-
tiveness can be distinguished. „Factor competitiveness exposes the things which 
determine the ability of companies to undertake activities forming the basis for 
effective competing, such as: quick responses to environment changes, the abil-
ity to make good use of own resources, the rationality of decision making (...)” 
(Stankiewicz, 2005). Effect competitiveness is the effect of implementation of 
company strategy. Therefore, it is defi ned as ex post.

In one of his papers, T. Peters suggested a slightly broader and more compre-
hensive list – the list of competitive advantage components, namely:

– Speed of operation.
– Activity fl exibility.
– „World-class” level offer quality. 
– Being a pioneer in using modern technologies and IT.
– Forming alliances and relevant networks of permanent and/or periodic 

cooperation with suppliers and clients.
– Continuous skills improvement. 
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– Providing continuous supplements to the offered products in the form of 
services increasing their value for customers.

– Combining „the small” to form „the big”, namely creating large compa-
nies based on small elements which are combined in the form of special-
ized and relatively independent networks, which makes fast changes of 
company size and high fl exibility of its activities possible.

– Implementation of many activities based on subcontractors: Full-time 
employees constitute the company core, other activities are commis-
sioned to be performed outside a company or by seasonal and even part-
time employees.

– Global thinking, becoming a „global player”, namely the full use of all 
opportunities created by globalization.

The following principles of conduct are among other concepts:
1) stimulating creativity and innovations on various organizational levels 

(Kanter, 1994),
2) operational excellence,
3) adjusting to individual customer needs,
4) product leadership (Koźmiński, 2006),
5) relational resources,
6) the model of functioning of the organization, development and supply of 

products/services on selected markets (business model) (Obłój, 1998),
7) activity system – reciprocally fi tted, allowing the company to decrease 

costs and become distinguishable against the competition (Porter, 
2001).

The entire resources-base strategy in the strategic management lists core 
competences as a source of competitive advantage.

„G. Hamel and C.K. Prahalad – core competences are organization capabili-
ties of collective learning and accumulation of knowledge concerning the coordi-
nation of various types of operations and production skills and integrating many 
streams of technology (Prahalad & Hamel, 1990).

Core competences can be created mostly in diverse corporate businesses be-
cause they are sui generis the function of diverse experience whose combining 
provides the basis for generating new product ideas, adding new elements that 
increase the value and the functionality of products that are being produced, or 
creating new methods of operation. 

They are related to transferring the obtained (developed) operation excel-
lence in some sectors, in reference to some products or markets, to new actions in 
other sectors, thanks to which they become diffi cult to decipher and imitate by the 
competition, and they contribute to the preservation of the acquired competitive 
advantage” (Stankiewicz, 2005).

The company competitive position mainly determines the type of market 
strategy. In these studies we are dealing with the competitive position on many 
foreign markets and consequently many strategies assigned to these markets. 
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The fi gure below depicts the process of shaping Polish enterprise competi-
tiveness on European Union markets. This applies to all companies, also small 
and medium ones. 

Company competitive position evaluation  

Verification of strategy on Polish markets  

Choice of action strategy within the EU  

Achieving competitive advantage on foreign markets  

Polish companies competitiveness increase  

Figure 1. Cause – and – effect diagram – shaping competitiveness of Polish 
companies on European Union markets

Source: own study on the basis of H.G. Adamkiewicz-Drwiłło, Conditions determining the competi-
tiveness of companies, PWE, Warsaw 2002, p. 251.

Competition globalization and internationalization are of decisive infl uence 
on the applied strategies of competition and cooperation.

J. Naisbitt formulated the concept of global paradox, according to which the 
more global the world markets are the stronger its minor players become (Nais-
bitt, 1995).

The chance of survival at the threshold of the 21st century has been granted 
only to small and medium enterprises, or large divided ones constituting a network 
of independent units. Therefore, in order to survive, big companies like AT&T, 
Benetton, Johnson&Jonhson, British Petroleum, Coca-Cola, Honda, Xerox will 
need to divide, creating new structures, i.e. a network of independent units. How-
ever, it should be marked that J. Naisbitt expresses his views as a consequence 
of an unexpected Renaissance of SME that began in the 80-s with the turn away 
from the obsession to create big. The reasons for turning away from the obsession 
to create big and the renaissance of small and medium enterprises is explained as 
follows:
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– Removal of commercial barriers that initially seemed an opportunity 
only for large companies, opened the way to new markets also for small 
companies.

– In the past, expensive technologies were available only to large compa-
nies. Today, every large company may use the same technology as a large 
corporate business.

– Deregulation and globalization of fi nancial markets opened access to 
capitals for small and medium enterprises which earlier were out of their 
reach. Currently they can borrow money worldwide.

– There have been changes in consumptive demand – people turn away 
from mass goods (great series), looking for non-standard goods and ser-
vices.

– Working for a large company has become less prestigious than in the 
past. In a small company the employee is more engaged in its mission.

There are three levels of company internationalization analysis (Daszkie-
wicz, 2003): Macro level – from the point of view of the whole national economy, 
meso level – from the point of view of the whole sector and micro level – from 
the point of view of the company. In these studies the focus is on micro and meso 
levels, namely from the point of view of the company and the market on which it 
operates.

The hierarchy of competitiveness factors of the examined small and medium 
enterprises is presented below:

24.7% – product quality, 
14.4% – market share,
10.5% – revenues,
10.3% – level of applied technology,
9.4% – sales profi tability,
7.8% – management manner, 
7.6% – strong brand,
5.6% – profi t volume, 
5.1% – product innovation,
3.3% – other factors.
Patents, awards and distinctions constituted the value below 1.3%. 
It must be stated that the listed factors have a qualitative and quantitative 

character. The qualitative character is attributed to the following factors: product 
quality, applied technology level, management method, strong brand, innovative-
ness. Other factors have a strictly quantitative character. It is essential that the 
following factors have not been mentioned as the key ones: profi tability of the 
invested capital or company market value, typical for large companies, quoted on 
the stock exchange.
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Strategies of internationalization – Dawar-Frost model in 
study on small and medium enterprise strategies

The purpose of each enterprise is to survive and develop. The development 
of the company as a long lasting process of directed changes is caused by the 
development of manufacturing forces and involves quality changes in produc-
tion ratio. This involves coordinated changes of subsystems of an organization 
that enable adjustment to the evolving environment. This process also consists of 
introducing innovations in: products, process and organization.

Small and medium enterprises, owing to their special character, have two 
possibilities to reach the designated goals. The fi rst method is an effective compe-
tition with large global companies, and the second is cooperation with them.

The concept of classifi cation of enterprise strategies operating on emerging 
markets that can successfully compete with global companies has been presented 
by N. Dawar and T. Frost (Dawar & Frost, 1999).

Strategic resources

Diffi cult to transfer Easy to transfer

Globalization 
pressure in 

sector

Large Dodger strategy Contender strategy

Small Defender strategy Extender strategy

Figure 2. Types of strategies applied by companies on emerging markets

Source: N. Dawar, T. Frost, Competing with Giants. Survival Strategies for Local Companies in 
Emerging Markets, Harvard Business Review, March–April 1999.

The above classifi cation assumes the existence of two dimensions. The fi rst 
is the globalization pressure to which a given market sector is exposed, while the 
other one differentiates strategic resources of the company in terms of their trans-
ferability beyond the borders of a given country. 

Therefore, this model includes sectors that can be characterized by great and 
small pressure of globalization and strategic resources easy and diffi cult to trans-
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fer beyond the borders of the domestic market. At the same time, it assumes the 
existence of four types of companies that apply certain strategies of competition 
in the aspect of products and markets. 

The strategies may be characterized as follows:
− Dodger strategy – consists in a concentration of activities on one cell in 

the value chain, with the use of possessed strategic resources, search for 
a strategic alliance in the form of a joint-venture, or sale of business to 
international corporate businesses.

− Defender strategy – consists in a concentration of efforts leading to the 
use of the effect of a resource lever. The resource lever mostly applies 
to present and new products, on market segments where the competi-
tive position of the market leader is weak or markets that are beyond the 
scope of its interest.

− Contender strategy – consists in a concentration of activities on regen-
eration and development of current core competences and their transfer 
abroad. As a result of those actions, direct competition with the interna-
tional company on foreign markets is avoided.

− Extender strategy – consists in a concentration of activities on market 
expansion abroad. In this case, the strategic resources developed in the 
country of origin which can be transferred abroad, are used. The com-
pany competes abroad on similar markets with regard to the profi le of 
operation, like in the country of origin.

The above considerations constituted the basis for the research conducted 
among small and medium enterprises of the Pomeranian Province, including 
the region of Kwidzyn. This region is particularly important and attractive from 
the scientifi c point of view. This is an area of very high technology where large 
world companies operate and SME companies fl ourish. In addition, this is an 
area of the Pomeranian Special Economic Zone, which will continue its opera-
tion till 2016.

The majority of companies that are subject to the analysis – 36.2%, ap-
plied the dodger strategy, namely they have been operating in sectors of high 
globalization pressure, relying on resources that have been diffi cult to transfer 
abroad. 33.7% of the examined companies applied the defender strategy. In this 
case the pressure of globalization was low and resources diffi cult to transfer 
abroad. 16.1% of the examined companies applied the extender strategy. In this 
case the pressure of globalization in the sector was low and resources easy to 
transfer abroad. The contender strategy, which is applied in the case of high 
pressure of globalization and strategic resources easy to transfer abroad, was 
on the last position. The general conclusion is the following: nearly 70% of the 
analysed companies own strategic resources diffi cult to transfer abroad regard-
less of whether the pressure of globalization in the sector is high or low. It is 
presented in table 1.
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Table 1. Classifi cation of strategies according to Dawar-Frost concept 
Name of strategy % of companies applying strategy

Dodger strategy 36.2%
Defender strategy 33.7%
Extender strategy 16.1%
Contender strategy 14.0%
Total 100%

Source: B. Nogalski, J. Rybicki, Competitive and Cooperative Strategies of Polish Small and Me-
dium Sized Enterprises, (in:) C. Veloutsou (ed.) Advances in Entrepreneurship Research, Athens 
Institute for Education and Research, Athens 2008.

Small and medium enterprises cooperation strategies in 
Pomeranian Province 

The development of an organization may take place by seizing new markets 
or opening offi ces, as well as through different forms of cooperation, acquisitions 
and mergers. Development strategies can be internal or external. Internal devel-
opment refers to activities aiming at rationalization and extension and improve-
ment in effectiveness of the present strategic potential of the company. External 
development, defi ned as an integrative one, consists in collaboration and affi lia-
tion with other organizations or purchasing them. Cooperation of the competing 
companies and entities so far non-competitive may take different forms (Meyer 
& de Wit, 2007). 

Relations that are temporary and relate to specifi c common projects include 
cooperation and strategic alliance (equity and non-equity).

Co-operation – is intended to provide to the companies a long-term maxi-
mization of profi t and improvement of their position on the market. Co-operation 
may proceed in the form of a horizontal integration (close cooperation with other 
entities which are competitors) and as vertical integration (involvement in subse-
quent cells of the market process). 

An example of a vertical integration in the area covered by the study is SCA 
Packaging, which, as a sub-supplier, supplies Jabil Circuit Poland. In this case 
the cooperation bonds of SME with global companies enable them to access new 
technologies or distribution channels, increase competences, increase competi-
tiveness and restrict the degree of risk and uncertainty.

Liaison as a part of cooperation allows the small and medium enterprises 
to partially eliminate barriers of effective action and is an opportunity to achieve 
effects of the economies of scale. Co-operation may apply to long-term and close 
relations regulated by legal contracts which aim at business development by ex-
ploiting the available resources of other organizations (outsourcing).
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42%

20%

38% 
Tasks are ordered  externally 

The company cooperates with 
other companies of the branch 

Cooperation with companies 
from related sectors 

Figure 3. Cooperation of SME with other organizations

Source: own study on the basis of empirical tests

Strategic alliance – is the next type of cooperation bond which consists 
in creating a network of common relations. They can relate to common capital 
projects, license projects and exchange of information on development, techno-
logy or marketing. Alliances may be created both with small, medium and large 
companies in order to gain strategic advantage and overcome barriers on interna-
tional markets. Equity alliances include joint-venture companies, minority shares 
and mutual share repurchase, while the non-equity alliances include: license con-
tracts, franchising, etc. SME should participate and they do participate in creating 
alliances, which is presented in fi gure 4.

27% 

73% 

Share alliances 
Non-share alliances 

Figure 4. Strategic alliance of SME

Source: Own study on the basis of empirical tests

Small and medium enterprises development stimulators 
and barriers on foreign markets – empirical research 
results

Stimulators and barriers for the development of small and medium-sized en-
terprises are divided into endogenous and exogenous ones. Endogenous stimu-
lators may be interpreted as company strengths or advantages allowing market 
success. Exogenous stimulators can be treated as opportunities deriving from the 
environment.

Endogenous barriers of development are identifi ed as weaknesses of the 
enterprises that prevent development. Exogenous barriers may be interpreted as 
threats that the company faces, that have their source in the environment. En-
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dogenous stimulators with the division into small and medium enterprises are 
presented in table 2.

The main endogenous stimulator is, according to the respondents, experi-
enced management – 72.4%. Further places are occupied by: high product qual-
ity – 65.8%, the use of new technologies – 55.2%, a strong brand – 50.2%. High 
product quality enables expansion on domestic and foreign markets. High product 
quality is associated with new technologies, thanks to which high product qual-
ity can be achieved, and subsequently a strong brand can be created, which is 
important also from the point of view of business attractiveness of the company 
as a supplier.

The following stimulators appeared further: cost advantage, well-prepared 
strategy and product innovation capability. Both the cost advantage, and the well-
prepared strategy and product innovation capability are particularly important for 
medium enterprises. This is proven by the structure of indications by particular 
research groups of respondents.

Table 2. Endogenous stimulators

Specifi cation Total Percentage of respondents
Small enterprise Medium enterprise

Experienced management staff 72.4 62.5 79.8
High product quality 65.8 50.2 82.4
New technologies 55.2 49.4 79.3
Strong brand 50.2 42.3 72.3
Cost advantage 45.6 31.4 72.8
Well-prepared strategy 42.7 37.5 70.4
Product innovation capability 42.1 29.4 74.3
Experienced employees 35.5 21.2 46.2
Ability to compete effectively 33.5 17.3 50.1
Own technology 17.0 8.3 25.1

Source: B. Nogalski, J. Rybicki (ed.), Shaping competitiveness of small and medium companies 
on the markets of the European Union, Publishing House of the Foundation for Development of 
Gdańsk University, Gdańsk 2007, p. 61.

The lower part of the table contains: experienced employees, the ability to 
compete effectively and own technology. The ability to compete effectively was 
ranked surprisingly low and it is diffi cult to determine the reason for such a result. 
Additionally, in small enterprises this factor was pointed out by 17.3% of the 
respondents, and in medium enterprises – by 50.1% of the respondents. Table 3 
presents the hierarchy of exogenous stimulators.
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Table 3. Exogenous stimulators

Specifi cation Total Percentage of respondents
Small enterprise Medium enterprise

Stable EU law 66.2 62.5 71.7
Eliminating customs barriers and 
procedures 65.8 61.4 68.6

Possibility of cooperation with EU 
companies 62.5 59.9 69.1

Infl ow of modern technology 57.2 50.4 62.8
Better expansion opportunities 51.0 49.3 54.2
Restriction of monopolistic tendencies 49.3 48.2 51.4
Increase in orders from EU purchasers 44.4 40.5 47. 7
Possibilities of obtaining EU funds 40. 3 40. 7 45.8
High opinion of Polish products from 
EU clients 35.5 31.7 39.0

Local government activity 31.2 29.6 33.2

Source: B. Nogalski, J. Rybicki (ed.), Shaping competitiveness of small and medium companies on 
the markets of the European Union, Publishing House of Foundation for Development of Gdańsk 
University, Gdańsk 2007, p. 62.

According to the respondents, the main exogenous stimulator for the devel-
opment of small and medium-sized enterprises is the stable EU law – the total of 
66.2 % of answers. The two subsequent factors are strictly related to the accession 
of Poland to the European Union; these are: eliminating barriers and customs 
procedures – 65.8% as well as the possibility of cooperation with companies from 
the EU – 62.5%. These factors are equally signifi cant for both small and medium 
sized enterprises.

The subsequent factors are as follows: infl ow of modern technology, a total 
of – 57.2% of indications, better possibilities of market expansion – a total of 
51.0% of indications, restriction on monopolistic tendencies – 49.3%. The subse-
quent factors were also strictly related to the accession of Poland to the uniform 
European market; these are: increase in orders from EU purchasers – 44.4%, pos-
sibilities of obtaining EU funds – 40.3% and high opinion of Polish products from 
clients from the EU – 35.5%. The last factor was related to local government 
activities aiming at providing support for local business and stimulation of entre-
preneurship – 31.2% of indications.

The factors importance hierarchy of was almost identical for medium and large 
enterprises. It is characteristic that eight out of ten mentioned factors were related to 
the accession of Poland to the European Union. Infl ow of modern technology can be 
also qualifi ed to the factor related to a better fl ow of technology and capital within 
common European market. Only one factor, namely the activity of local govern-
ment was related to activities that aim at supporting local entrepreneurship.

Table 4 presents the endogenous barriers for development diagnosed dur-
ing the conducted research. The main endogenous barrier was recognized by the 
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respondents as lack of suffi cient funds to fi nance changes, including expansion on 
foreign markets, a total of 60.2% of indications.

Table 4. Endogenous barriers

Specifi cation Total Percentage of respondents
Small enterprise Medium enterprise

Lack of suffi cient funds for fi nancing 
changes 60.2 40.5 85.6

Poor marketing level 55.2 52.0 68.3
Small manufacturing potential 49.3 48.5 52.8
Lack of competitive advantage 45.7 49.6 33.3
Low profi tability 40. 3 38.9 41.3
Lack of effi cient management 
knowledge 37.7 45.8 30.7

Lack of knowledge about the specifi c 
nature of foreign markets 36. 6 44.2 30.4

Lack of experience in operating on 
foreign markets 35.2 48. 3 31.4

Strategy implementation errors 33.7 33.2 33.6
No strategy 27.3 35.5 27.8

Source: B. Nogalski, J. Rybicki (ed.), Shaping competitiveness of small and medium companies 
on the markets of the European Unions, Publishing House of the Foundation for Development of 
Gdańsk University, Gdańsk 2007, p. 63.

This factor ranks on the fi rst position especially in the case of medium en-
terprises – 85.6% of the answers given by the respondents. In the case of small 
enterprises, there have been almost half less indications, namely – 40.5%.

For small enterprises the main barrier for development is the poor level of 
marketing – 52.0% of the answers given by the respondents. For medium enter-
prises, the poor level of marketing ranks second – 68.3%. It is characteristic that 
almost 70% of the examined companies declared to have met this kind of barrier 
on their development path. The too low manufacturing potential of the examined 
companies was mentioned on the next position in the hierarchy of factors.

The subsequent factors are: lack of competitive advantage, this mainly ap-
plies to small enterprises – 49.6% of the answers given by the respondents, low 
profi tability – a total of 40.3% of the answers and lack of knowledge about ef-
fi cient management . This problem relates to almost half of the small enterprises 
– 45.8% of the answers given by the respondents.

The next factors relate to lack of knowledge and experience in operating on 
foreign markets. Lack of knowledge about the specifi c nature of foreign markets 
related mostly to small-sized companies – 44.2% of the answers given by the 
respondents. Lack of experience in operating on foreign markets concerned even 
greater number of small-sized companies – 48.3%.
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The last two barriers relate to the market strategy itself. Errors in strategy 
implementation were pointed out by 33.7% of the respondents and lack of strategy 
at all was pointed out by 27.3% of the examined companies. This problem applied 
to small companies to a considerable extent. Table 5 presents the main exogenous 
barriers for development of small and medium enterprises. Unfavourable system 
solutions relating to conducting business operations in our country were ranked 
fi rst – 66.2% of the answers given by the respondents.

Table 5. Exogenous barriers

Specifi cation Total Percentage of respondents
Small enterprise Medium enterprise

Unfavorable system solutions 66.2 66.3 63.6
Complex tax system 46.5 45.6 47. 3
High tax rates 43.7 49.5 34.0
Diffi cult access to external fi nancing 
sources 46.0 45.8 37.2

Vagueness of economic law 
regulation 45.7 45.8 42.7

Pressure on side of competitors 40.5 33.3 45.6
Growth in of substitutes 34.7 37.2 38.6
Market situation variability 33.5 32.6 37.6
Lack of access to distribution network 33.4 32.5 37.1
Ecological requirements 30.4 15.9 38.2

Source: B. Nogalski, J. Rybicki (ed.), Shaping competitiveness of small and medium companies 
on the markets of the European Union, Publishing House of the Foundation for Development of 
Gdańsk University, Gdańsk 2007, p. 64.

 
The two subsequent factors related to legal regulations concerning conduct-

ing business operations. A complex tax system as a development barrier was 
pointed out by a total of 46.5% of the examined companies. High tax rates were 
pointed out by a total of 43.7% of the examined companies. High tax rates related 
to small enterprises to a considerable extent – 49.5% of the answers given by the 
respondents.

The next barrier for development was the diffi cult access to external fi nanc-
ing sources – a total of 46% of the examined companies considered diffi cult ac-
cess to bank credits as a development barrier. This barrier related mainly to small 
enterprises – 45.8% of the answers given by the respondents.

Another barrier for development of small and medium enterprises is the 
vagueness of the economic law regulations. This factor was pointed out by a total 
of 45.7% of the examined companies.

The next three factors were strictly associated with operations on the market. 
These included: pressure from the competitors – a total of 40.5% of the answers, 
increase in sales of substitutes – a total of 34.7% indications and the market situa-
tion variability – a total of 33.5% of the answers given by the respondents. These 
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factors are strictly associated with competition in the sector and defi ne the level 
of competitive fi ght. 

The next barrier for development is related to lack of access to the distribu-
tion network. It equally applies to small and medium enterprises – a total 33.4% 
of the answers given by the respondents. The last barrier in the hierarchy of factors 
are the ecological requirements that involve fi nancial means of the companies, but 
not necessarily contribute to company profi tability. In total 30.4% of the answers 
given by the respondents. This problem related mostly to medium enterprises, as 
much as 38.2% of the examined companies.

Conclusions
When analysing the competitiveness of Polish small and medium enterprises 

it has to be stated that they are mainly focused on product quality, at a specifi ed – 
relatively low price.

Such factors as innovation or patents were recorded on further positions. 
When it comes to quantitative measures, company share in the market and the 
revenue level are signifi cant.

The contender strategies applied in the conditions of globalization were 
based on resources diffi cult to transfer abroad. In total 69.9% of the examined 
companies applied the dodger strategy and defender strategy on the Polish market, 
trying to compete with global companies. The remaining 30.1% of the companies 
applied the strategies of internationalization, relying on the resources that are eas-
ily transferred abroad.

Competition forces the company cooperation. Company cooperation brings 
benefi ts to all its participants, but the benefi ts are not even because these are not 
the relations of two equal partners. In order to increase their competitiveness, the 
enterprises must cooperate with each other (for example, agritourist farms cooper-
ate in the fi eld of creating common recreation infrastructure, but at the same time 
they compete for the client). Hence, there is coopetition. The company which does 
not co-operate in today’s market situation, is likely to fall or be marginalized in its 
fi eld of operation. Co-operation and strategic alliances with global companies are 
an opportunity for small and medium enterprises. 80% of enterprises that declared 
cooperation in the form of an alliance, were operating within non-equity alliance, 
and the remaining 20% had equity connections.

The main endogenous company development stimulators, according to the 
managers, are: experienced managerial staff, high quality of products and modern 
technologies. The main exogenous development stimulators, according to the re-
spondents, are: stable EU law, eliminating customs barriers and procedures, pos-
sibilities of cooperation with EU companies. 

We hope that the content of this article will be used as the starting point in 
the discussion on the competitiveness of Spanish small and medium enterprises, 
competing on a common EU market.
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Abstract
The contemporary development of management sciences is based on a thesis that 

only those organizations which know the market needs and can adjust their resources 
to them and, at the same time, defeat the competitors may develop. This thesis puts two 
perspectives of investigation – research exploration before management sciences. The 
fi rst one is related to the need for substantive development, while the other to the HR 
(resource) development. The fi rst is based on identifi cation, diagnosis and projection 
(analysis, formulation and explanation) of paradigms1 and is related to the projection 
of directions and the offer (within their scope) of effi cient organization and manage-
ment concepts which allow organizations to adjust, endure or develop. It is supposed 
to provide organizations (fi rst of all managers) with a more precise understanding 
of reality, its conditions and, from the point of view of praxeologically understood 
effi ciency, the effects of actions taken in this context. The second one applies to the 
development and the quality of intellectual assets, whose task is to formulate these di-
rections and the offer. On such outlined background, the ability to create, develop and 
implement own (Polish) concepts, tools or instruments as well as intellectual assets as 
effective responses to the appearing cognitive space becomes the primary challenge 
faced by management sciences in the nearest period. 

1 Paradigm – template, example. Way of thinking, gained by experience, concerning some sub-
ject, that shapes conscious reasoning and implemented action, treatment of problems. Paradigms 
provide patterns, models of thinking and action common for a given culture. Adherence to cer-
tain paradigms can lead to routine and make it diffi cult to apply more rational, new methods 
and ways of thinking and acting. See: Słownik ekonomiczny przedsiębiorcy, ed. Z. Dowgiałło, 
Wydawnictwo Znicz, Szczecin 2000, p. 2003.
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We shall put the answer to the problem signalled in the study title in three time 
planes, i.e. the past, the present and the future. The fi rst time plane is associated 
with the presentation of past accomplishments of management sciences – something 
which can be conventionally called a base (though not all distinguishing marks 
placed in it characterise what is commonly recognized as the past), the second con-
centrates on the leading paradigms and the offer of areas/concepts (the present), 
while the third on the development of intellectual resources (doctorates, habilita-
tions, professorships) supporting the development of this scientifi c discipline in the 
years to come (the future). 

Therefore, the purpose of this study is to grasp both substantive perspectives 
from the point of view of certain planes describing their development in time. 

Past – established condition 
When describing the past which we regard as the base of the contemporary 

condition of management sciences, attention should be paid to several signifi cant 
distinctions (facts) emphasising its present (existing) condition. A synthetic at-
tempt at description of the distinctions as well as the level of the present condition 
of management sciences have been presented in table 1.

Management 
sciences 

Intellectual 
resources 

 
Problem areas 

 
Base 

Future 

Past Present 

Figure 1. Development of management sciences in the context of the base, the 
research offer and development of intellectual capital
Source: own study
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Table 1. Distinguishing marks and level of condition describing past as starting 
point of present condition of management sciences in Poland
Distinguishing 

mark Description

Tradition

Management sciences in the present form (as a sign of scientifi c as well as 
practical activities) have been around for more than 100 years. This period is set by 
publications of the works of an American engineer Frederick Winslow Taylor and 
a Polish professor Karol Adamiecki. During that time, its representatives formulated 
and described many theoretically and practically useful concepts supporting 
organizational and managerial rationality of various types of organizations 
(commercial, non-profi t, production, commercial, service, public, etc.). Management 
sciences in Poland are represented in the Polish Academy of Sciences by: prof. 
R. Kulikowski Actual Member of PAN (Polish Academy of Sciences) as well as 
W.M. Grudzewski and A.K. Koźmiński Correspondent Members of PAN.

Scientifi c 
activities

Since the beginning of their (contemporary) development, management sciences 
have been documenting their accomplishments in the form of original scientifi c and 
practical (professional) publications. After 1989, several thousand book publications 
in the fi eld of management prepared, to a large extent, by the domestic scientifi c 
environment and the environment of practitioners, have been published in Poland. 
The development of contemporary Polish organizational/managerial thought is 
supported by the leading scientifi c magazines, such as: Przegląd Organizacji 
(Review of Organizations), Ekonomika i Organizacja Przedsiębiorstwa 
(Company Economics and Organization) (released every month), Organizacja 
i Kierowanie (Organization and Management) a quarterly issued by the 
Committee of Organization and Management Sciences of the Polish Academy of 
Sciences as well as Współczesne Zarządzanie (Contemporary Management) 
a quarterly issued by the Jagiellonian University. Polish publications cover a wide 
range of organization and management issues, stressing their various aspects. The 
proof of rich scientifi c and practical achievements are numerous encyclopaedias, 
lexicons and glossaries gathering knowledge related to management – both general 
and specialized. They have been appearing for a few decades, proving the maturity 
of management sciences. Management sciences developed, in the period of the 
last 40 years, international cooperation with the most outstanding institutes and 
faculties in the discipline of: management, organization and marketing in the US, 
England, France, Germany. Polish professors were and still are, along with foreign 
partners, co-organizers of world conferences, congresses, symposiums where they 
deliver plenary reports and are elected members of the management board. Many 
outstanding foreign scientists conduct their postdoctoral (habilitation) proceedings in 
Poland in the discipline of management science and apply for the title of professor 
of economic sciences (based on achievements with regard to management sciences). 
At numerous faculties and institutes, international doctoral studies with regard to 
management sciences are also conducted, for candidates from the US, Germany, 
Switzerland, Mexico and other countries.

Education 
related to 
management

In Poland it has a long history, dating the beginnings of the previous century. It 
is the most popular major in higher-level education. More than 77 % of students 
of economic majors are students studying management. The specifi c nature 
of education in management major is large participation, among students, of 
students of postgraduate study programs, such studies as Master of Business 
Administration, conducted by Polish universities in cooperation with foreign 
universities are especially appreciated.

Source: own study
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From the presented description, it seems that management sciences in Po-
land are sciences, to a large extent, already formed, established and mature. In 
addition, as it can be noted, they develop in a very dynamic way. 

Management sciences are of great importance for practice of development 
and functioning of social and economic life, as a whole and as single economic 
and social organizations. For this reason, looking at them – through their past 
creating the present base – it would be a good idea to refl ect on their present condi-
tion, especially the development of the conceptual and methodical offer put forth 
by them.

Presence – offer concerning contemporary directions of 
problem development

Management sciences deal not only with formation, functioning, transforma-
tion, development and cooperation of economic organizations. They address, fi rst 
of all, enterprises, but also organizations belonging to the public sector (govern-
ment and local government administration, scientifi c and educational institutions, 
health protection, cultural institutions and others). They tackle issues which have 
an impact on making right decisions in organizations and their effi cient pursuing, 
contributing to reaching their goals. They are related to effi ciency of team actions 
and their essence includes problems of management work. 

Management sciences belong to disciplines from the scope of social sciences 
that – because of their pragmatism and implementation – attempt quite rapidly to 
take account, in the proposed solutions (methods, systems or concepts), of changes 
that take place in conditions determining development of civilization, and hence 
development of the organization. 

Combinations of emerging conditions, their dynamics, stages and transfor-
mations occurring in them, in the form of trends and megatrends2, create chal-
lenges (also completely new and original) with which reasonably and effi ciently 
operating organizations should cope. These trends and challenges, characteriz-
ing development of world economy, become a premise for outlining of what we 
think are (maybe debatable) basic substantive areas whose development fosters, 
at present, and will foster, in the future, effective development of science and 
practice of management and their economic and social usability. The need for 
studying them, both from the theoretical and empirical point of view, as well as 
for designing tools and methods allowing to improve their description, identifi ca-
tion, diagnosis of and explanation, as well as use, constitutes, for management sci-
ences, new, signifi cant challenge. Observation of literature, practical experiences, 
as well as statements of managers have led us to the conclusion that in the world’s 

2 For more information on this topic, see: A. Toffl er, Trzecia fala, PWE, Warszawa 1985; or 
J. Nasbitt, P. Aburdene, Re-inventing the Corporation. Transforming Your Job and Your Com-
pany for the New Information Society, A Warner Books, New York 1985.
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economy there are, among others, the following, (appreciated action concepts) 
related to development of management sciences. As distinguishing conceptual 
marks, along with their substantive scope, as well as direction of research, they 
have been presented synthetically in table 2.

Table 2. Distinguishing marks of substantive areas (action concept) of contempo-
rary management sciences in Poland

Distinguishing 
conceptual mark Direction of search – problem research pressure

Steady 
development

This problem area aims at creating in the company – on the one hand – 
conditions for its symbiosis with the environment – on the other hand, 
however – searching for answer to the question of how? in new conditions, 
can we transform the policy from short-term increase, being a result of 
single improvements in the process of action and management, to policy 
of consistent, steady increase, in which the organization is adapted to the 
changes in a continuous manner. The idea of coexistence of an organization 
with its environment is to support it in transformation into more balanced 
organization. However, this substantive direction requires, apart from change 
in organizational culture, also strong support by IT technology, which allows 
its adaptation to fast changes on an on-going basis. After some time, such 
uninterruptible adaptation of an organization to changes shall be perceived as 
completely natural. 

Responsible 
business as sign 
of multilateral 
partnership

Signifi cant importance, under conditions of the contemporary economy, is 
visible in relations between the organization and its partners. They allow, by 
the so-called partnership, a new manner of operating it. Balanced partnership 
involves, therefore, dynamic matching of interests of partners with strategic 
interests of the organization. This philosophy facilitates concluding and 
monitoring results of partner agreements. Partnership understood in this way 
should be based on common values, beliefs, consistency of partners’ goals 
and common interests. 

Organizational 
solutions, fl exible 
and variable

Organizational structure, treated as a management tool, affects the effi ciency 
of operation of the organization, although it alone does not guarantee 
achieving this effi ciency. Organizational solutions must develop in the 
direction fostering increase in fl exibility of functioning of the organization; 
they consist, fi rst of all, of decomposition of traditional structures in order to 
construct dynamic network of cooperation bonds inside the organization (task 
structures) and around it – resulting often from division of the organization 
into smaller organizations, cooperating with each other on commercial terms. 
In this situation, signifi cant acceleration – being reaction of the organization 
to changes – will be observed in the processes of creating modern 
organizational systems, moving away from bureaucratic systems. Greater 
implementation will be obtained by concepts of an intelligent (self-learning), 
virtual, organic (network, cluster) or agile (relational) organization. This 
trend shows that the most important functions and processes in the present 
age are organized around networks.
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Knowledge 
and intellectual 
capital

Issues of intellectual capital and knowledge become more and more often – 
taking into account contemporary conditions of activities conducted by different 
types of organizations – both in theory and in empirical terms, the subject 
of broader and broader and substantively deepened research enquiries and 
searches. Practitioners and theoreticians agree that the most important resource 
of a company is knowledge. Contemporary management science is, more than 
ever, aware of the role of knowledge. New theories assume strong bonds between 
increase in knowledge, and the pace of increase in effectiveness. In these fi elds, 
critical role is played by acquisition, development, codifying, transfer and use of 
knowledge which is accompanied by continuous learning. New theories focus 
on the development of skills and competences as factors creating sustainable 
strategic advantage. I reach the conclusion that successes of the best companies 
are based on foundation of knowledge and on effective management of this 
resource. Challenges that are to be faced by contemporary companies and 
management sciences consist in fi nding answer to the question: how can we 
effectively use what we already know and what we are able to learn? The answer 
is the effect of, among others, such factors as: organizational culture, leadership, 
structure, processes, as well as people and their knowledge. In this context, it is 
possible to risk a statement that enterprises should be capable to „think” on the 
basis of their own intellectual capital and knowledge resources.

Entrepreneurship

Entrepreneurship is the foundation of economic development and social 
transformations. It can be considered the basic factor ensuring dynamism 
of increase, as well as structural transformations. Entrepreneurship is 
a complex process. It is also a unique phenomenon, expressed by appropriate 
original, innovative attitude, involvement, initiative, inventiveness or 
specifi c behaviour which stimulates and develops the company. It is very 
broadly understood. Not only as a feature attributed to people, but also to 
organizations themselves. Entrepreneurship (as a feature attributed to people), 
is the ability to see opportunities present in the external environment and to 
use them to undertake and run business. It manifests itself, among others, in 
establishing a new organization, watching over its correct functioning, taking 
the risk of activities or taking total responsibility for it. Entrepreneurship is 
a complex and multi-dimensional process. However, the entrepreneur, to 
develop his/her possibilities, pursue his/her entrepreneurial visions, must be 
accompanied by specifi c conditions, creating his/her activity. Entrepreneurship 
(as a feature attributed to organizations), focuses the research attention on: 
dialectic confl icts and development challenges, resources and capabilities of 
the organization, organizational learning and organizational improvization, 
entrepreneurial orientation and activity organizational effects. 

Public 
management

Through improving management standards, research pressure and searches are 
targeted at professionalization in management within the broadly understood 
public organizations. Among others, in public organizations, with the use 
of modern methods and techniques of management, as well as approaches 
(functional, process, design, virtualization, etc.), the process of their development 
(achieving effectiveness in action and attention to effects) may be based copying 
and adapting methodologies/solutions applied in other commercial organizations 
(benchmarking) or development of their own, individual methodologies/solutions 
taking account of the unique character of functioning of a public organization. 
At present, this direction, in substantive, institutional and resource-based terms 
(scientifi c personnel) has been developing dynamically. 

Source: own study



403

In directional (area) – substantive space, outlined in table 2, management 
sciences must – in our opinion – through their methodical potential, support de-
velopment of both commercial and public organizations (or, in a broader per-
spective, third sector organizations). This support is to facilitate functioning of 
organizations, formulating answers concerning sources of survival and develop-
ment in contemporary and future economic and social circumstances. The out-
lined problem space should become a scientifi c priority. The need for studying 
them, both from theoretical and empirical point of view, as well as for designing 
tools and methods allowing to improve their description, identifi cation, diagnosis 
and explanation, determine new directions of searches of these sciences as sci-
ences which are socially useful. 

Future – development of intellectual resources
Practising management sciences requires predispositions, abilities and skills 

related, among others, to attentiveness, sense of observation of practice, the skill 
of establishing contact and cooperating with people (ability to communicate), 
good mastering of methods of social testing and operational modelling, extensive 
knowledge from various scientifi c domains and disciplines, and fi nally, practical 
experience resulting from direct and constant contact with practice. This requires 
appropriate staff resources, practising this discipline. The question arises: Do 
management sciences have such resource? In our opinion, management sciences 
offer intellectual potential (staff potential) enabling, at present, its dynamic devel-
opment. It is undoubtedly a numerous and well prepared resource. The proof for 
correctness of a thesis formulated in such a way is included in tables 4–9. 

Currently, education of scientifi c staff within the scope of management at the 
level of doctor and habilitated doctor is tackled by 30 scientifi c units having the 
rights to award the degree of doctor in economic sciences with regard to manage-
ment and 16 scientifi c units having the rights to award the degree of habilitated 
doctor in economic sciences with regard to management (the latter also have the 
rights to apply for awarding the title of professor) and 1 unit having the rights 
to award the degree of doctor and habilitated doctor in the fi eld of humanities 
in the discipline of management sciences, which also has the rights to apply for 
awarding the title of professor (see table 3). Subsequent applications for rights are 
waiting to be examined and approved by the Central Commission for Scientifi c 
Degrees and Titles. 
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Table 3. Units having rights with regard to awarding scientifi c degrees in manage-
ment sciences

Name of unit having rights

Rights to award 
degree of 
doctor in fi eld 
of economic 
sciences, 
management 
science 

Universities and state institutes Private universities

Universities: University of Gdańsk (Faculty 
of Management); University of Łódź (Faculty 
of Management); Nicolas Copernicus 
University (Faculty of Economic Sciences and 
Management); Szczecin University (Faculty of 
Economic Sciences and Management); Warsaw 
University (Faculty of Management); the 
Jagiellonian University (Faculty of Management 
and Social Communication).
Universities of Economics: Wrocław University 
of Economics (Faculty of Economics; Faculty of 
Finance, Computer Science and Management); 
Cracow University of Economics (Faculty 
of Management; Faculty of Economics and 
International Relations); University of Economics 
in Katowice (Faculty of Management; Faculty 
of Economics; Faculty of Computer Science and 
Communication); University of Economics in 
Poznań (Faculty of Management).
Universities of Economics: Warsaw School 
of Economics (College of Finance and 
Management; College of Company Sciences; 
College of World Economy).
Technical Universities: Gdańsk Technical 
University (Faculty of Management and 
Economics); Łódź Technical University 
(Faculty of Organization and Management); 
Poznań Polytechnic (Faculty of Management 
Engineering); Silesian University of Technology 
(Faculty of Organization and Management); 
Warsaw Technical University (Faculty of 
Management); Wrocław University of Technology 
(Faculty of Computer Science and Management); 
Częstochowa University of Technology (Faculty 
of Management); University of Science and 
Technology (Faculty of Management).
Institute: Institute of Organization and 
Management in Industry ORGMASZ in Warsaw.

Leon Koźmiński University 
in Warsaw; Katowice 
School of Economics 
(Faculty of Management); 
Social Higher School of 
Entrepreneurship and 
Management in Łódź 
(Faculty of Management).

Rights to award 
degree of 
doctor in fi eld 
of humanities, 
management 
science

Universities: the Jagiellonian University 
(Faculty of Management and Social 
Communication).
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Rights to 
award degree 
of habilitated 
doctor in fi eld 
of economic 
sciences, 
management 
science

Universities: University of Gdańsk (Faculty 
of Management); University of Łódź (Faculty 
of Management); Nicolas Copernicus 
University (Faculty of Economic Sciences and 
Management); Warsaw University (Faculty of 
Management).
Universities of Economics: Wrocław University 
of Economics (Faculty of Economics; Faculty of 
Finance, Computer Science and Management); 
Cracow University of Economics (Faculty 
of Management; Faculty of Economics and 
International Relations); University of Economics 
in Katowice (Faculty of Management); 
University of Economics in Poznań (Faculty of 
Management).
Universities of Economics: Warsaw School 
of Economics (College of Finance and 
Management; College of Company Sciences).
Technical Universities: Wrocław University 
of Technology3 (Faculty of Computer Science 
and Management); Częstochowa University of 
Technology4 (Faculty of Management).
Institute: Institute of Organization and 
Management in Industry ORGMASZ in Warsaw.

Leon Koźminski University 
in Warsaw

Rights to award 
degree of habili-
tated doctor in 
fi eld of humani-
ties, manage-
ment science

Universities : the Jagiellonian University 
(Faculty of Management and Social 
Communication).

 

Rights to apply for granting the scientifi c title of professor (with regard to fi eld of economic 
sciences from the problem area of management sciences) have been given to all listed faculties 
of state and private universities, which have the rights to award the degree of habilitated doctor 
in the fi eld of economic sciences, the discipline of management sciences and to the Faculty of 
Management and Social Communication of the Jagiellonian University, with regard to fi eld 
of humanities from the problem area of management sciences). In addition, rights to apply for 
granting the scientifi c title of professor (with regard to fi eld of economic sciences has also 
been given to faculties having the right to award the degree of habilitated doctor in the fi eld of 
economic sciences, the discipline of economics).

Source: own study 3, , 4

3 Law approved at the meeting of Section of Economic Sciences of the Central Commission for 
Scientifi c Degrees and Titles on 8 March 2011; at the time of preparation of text, decision of the 
Section was not approved by the Presidium of the Central Commission for Scientifi c Degrees 
and Titles.

4 Law approved at the meeting of Section of Economic Sciences of the Central Commission for 
Scientifi c Degrees and Titles on 8 March 2011; at the time of preparation of text, decision of the 
Section was not approved by the Presidium of the Central Commission for Scientifi c Degrees 
and Titles.
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It seems that:
– fi rstly – the number of units especially authorized to award the degree of 

doctor is suffi cient, 
– secondly – it can be clearly observed that, starting from Olsztyn, through 

Białystok, Siedlce, Lublin, to Rzeszów (that is, the so-called eastern wall) 
lacks units authorized to award the degree of doctor in management sciences,

– thirdly – it also applies to fi ve other fairly large scientifi c centres, i.e. 
Bydgoszcz, Opole (which has the right in economics) Zielona Góra, Ko-
szalin and Kielce. 

It is possible to express a belief that, with the development of scientifi c staff 
in the next several, dozen or so years, these gaps will be eliminated. The closest 
one to do this is scientifi c centre in Lublin, which dynamically develops independ-
ent scientifi c staff, studying, at the postdoctoral level, issues included in problems 
of management sciences. Signifi cant importance, from this point of view is gained 
by the ability of the Polish environment to obtain the degree of doctor in economic 
sciences in the discipline of management sciences, habilitated doctor in economic 
sciences in the discipline of management sciences and the title of professor in 
economic sciences. In the latter case, we are interested in the title of the person 
whose roots and scientifi c career have been associated with the issues of manage-
ment and the discipline of management sciences. Analytical information – due to 
availability of information – shall be limited to the fi eld of economic sciences (we 
shall omit, in this respect, the discipline of management sciences in the fi eld of 
humanities at all levels of obtaining them). 

Synthetic numeric information defi ning the mentioned issues, with regard to 
completed (defended) doctoral theses, is presented in table 4.

Table 4. Number of doctoral proceedings completed in period 2005–20095 according 
to promoting universities

Group of
universities

University 
name

Years
Total2005 2006 2007 2009 2009 fi rst 

semester
Universities 32 48 33 41 20 174

UG 6 11 8 6 4 35
UJ 9 5 7 5 4 30
UŁ 9 16 10 20 5 60
UMK 6 11 3 4 3 27
USz 0 0 1 0 0 1
UW 2 5 4 6 4 21

Universities 
of 

Economics
62 44 74 51 27 258

UEKat 9 6 3 5 3 26

5 The authors acquired the data from the OPI database only for the above mentioned period.
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UEKr 10 12 21 4 12 59
UEP 9 7 10 13 5 44
UEW 22 13 23 11 6 75
SGH 12 6 17 18 1 54

Technical 
Universities 61 47 52 34 21 215

PCz 16 15 9 15 10 65
PŁ 3 5 8 4 4 24
PŚ 13 6 11 1 0 31
PW 16 10 6 8 0 40
PWr 8 9 15 5 5 42
AGH 5 2 3 1 2 13

Other 9 20 12 1 2 44
IOiZwP 7 17 8 0 0 32
SGGW 1 0 0 0 0 1
ALK 1 3 4 1 1 10
SWSzPiZ 0 0 0 0 1 1

Total 164 159 171 127 70 691

Source: own study on the basis of data of OPI

Key:
1. Name of university (NU) – University of Gdańsk (UG); University of Łódź (UŁ); Warsaw University 
(UW); Nicolas Copernicus University (UMK); the Jagiellonian University (UJ); Szczecin University 
(USz); University of Economics in Katowice (UEKat); Cracow University of Economics (UEKr); 
University of Economics in Poznań (UEP); Wrocław University of Economics (UEWr); Warsaw 
School of Economics (SGH); Warsaw University of Life Sciences (SGGW); University of Science 
and Technology (AGH); Częstochowa University of Technology (PCz); Łódź Technical University 
(PŁ); Silesian University of Technology (PŚ); Warsaw Technical University (PW); Wrocław Univer-
sity of Technology (PWr); Institute of Organization and Management in Industry – ORGMASZ (IO-
iZwP); Leon Koźminski University (ALK); Social Academy of Management in Łódź (SWSzPiZ).

In the audited period, 691 doctoral theses were completed successfully, 
which gives the average annual number of defences at the level of 153 doctoral 
theses. The question is: is this much or little? A clear answer is diffi cult, since the 
decision should not depend on the number but on the level of defended doctoral 
theses. This level – as indicated by control carried out by the Central Commission 
for Scientifi c Degrees and Titles – is not that bad and it is assessed as good. 

Signifi cant activities in the fi eld of doctoral promotion are shown by Uni-
versity of Łódź, Wrocław University of Economics, Częstochowa University of 
Technology, as well as, until revoking the rights Institute of Organization and 
Management in Industry – ORGMASZ.

Relations between doctoral proceedings and characteristics of substantive 
areas (action concepts) of contemporary management sciences in Poland, in time 
perspective (years 2005–2009) are presented in table 5, and in the perspective of 
promoting universities, in table 6.



408 

Table 5. Relations between doctoral proceedings and characteristics of substantive 
areas (action concepts) of contemporary management sciences in Poland in period 
2005–2009

Conceptual 
distinguishing mark

Years
Total

2005 2006 2007 2008 2009 fi rst 
semester

Steady development 46 25 25 13 7 116
Responsible business 
as sign of multilateral 

partnership
0 2 5 1 0 8

Flexible and variable 
organizational solutions 70 80 94 83 42 369

Knowledge and 
intellectual capital 32 29 29 13 13 116

Entrepreneurship 6 6 6 7 1 26
Public management 10 17 12 10 7 56

Total 164 159 171 127 70 691

Source: own study on the basis of data of OPI

Table 6. Relations between doctoral proceedings and characteristics of substantive 
areas (action concepts) of contemporary management sciences in perspective of 
promoting universities

Group
and name 

of 
university

Conceptual distinguishing mark

TotalSteady 
develop-

ment

Responsible 
business 
as sign of 

multilateral 
partnership

Flexible 
and vari-

able organ-
izational 
solutions

Knowledge 
and 

intellectual 
capital

Entre-
pre-

neur-
ship

Public 
man-
age-
ment

Universi-
ties 28 1 100 23 5 17 174

UG 5 1 22 4 3 35
UJ 8 15 2 5 30
UŁ 7 34 11 2 6 60
UMK 6 15 4 1 1 27
USz 1 1
UW 2 14 1 2 2 21
Universi-

ties of Eco-
nomics

23 2 136 59 17 22 259

UEKat 4 7 4 8 3 26
UEKr 1 1 29 18 4 6 59
UEP 3 1 22 13 1 4 44
UEW 10 38 18 2 8 75
SGH 5 40 6 2 1 54
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Technical 
Universi-

ties
63 3 110 26 3 10 215

PCz 12 40 9 4 65
PŁ 3 1 12 6 2 24
PŚ 13 1 14 1 2 31
PW 16 1 18 1 3 1 40
PWr 14 19 8 1 42
AGH 5 7 1 13
Other 2 2 23 9 1 7 44
IOiZwP 2 21 4 1 4 32
SGGW 1 1
ALK 2 2 4 2 10
SWSzPiZ 1 1
Total 116 8 369 116 26 56 691

Source: own study on the basis of data of OPI

Key:
1. Name of university (NU) – University of Gdańsk (UG); University of Łódź (UŁ); Warsaw Univer-
sity (UW); Nicolas Copernicus University (UMK); Jagiellonian University (UJ); Szczecin University 
(USz); University of Economics in Katowice (UEKat); Cracow University of Economics (UEKr); 
University of Economics in Poznań (UEP); Wrocław University of Economics (UEWr); Warsaw 
School of Economics (SGH); Warsaw University of Life Sciences (SGGW); University of Science 
and Technology (AGH); Częstochowa University of Technology (PCz); Łódź Technical University 
(PŁ); Silesian University of Technology (PŚ); Warsaw Technical University (PW); Wrocław Univer-
sity of Technology (PWr); Institute of Organization and Management in Industry – ORGMASZ (IO-
iZwP); Leon Koźminski University (ALK); Social Academy of Management in Łódź (SWSzPiZ).

From the data included in tables 5 and 6, it seems that the research effort 
of Polish representatives of management sciences, with regard to obtaining the 
scientifi c degree of doctor, is concentrated mainly on widely understood subject 
area concerning organizational solutions systems, strategies and their conditions, 
fl exibility of functioning of the organization, its variability. Tests in this substan-
tive area constitute more than 50 % of defended theses. This area is accompanied 
by (approx. 17 % per each) interest the issues of steady internal and external 
development (these issues are dominated by technical universities) and research 
devoted to knowledge management and development of intellectual capital. In 
the latter problem, it is diffi cult to precisely indicate the leader. In all signifi cant 
scientifi c centres, these issues are subject of quite equal interest. Small interest – 
maybe because it is a very diffi cult area, in cognitive terms – is given to issues of 
entrepreneurship. Interest in it is focused mainly in the centre in Katowice, i.e. 
University of Economics in Katowice, and its supporter and patron is prof. Mar-
iusz Bratnicki, Ph.D. Vestigial interest is indicated, unfortunately, with regard to 
issues of social responsibility. 

It is also worth noting that there is an increase in the interest of young re-
searchers in issues of public management. This is good news, since more and 
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more often, the subject matter of research is no longer commercial organization, 
but rather public organization. 

Situation at the level of doctoral theses can be considered as correct, creating 
stable foundation for development of management sciences. Therefore, how does 
the state of development of intellectual capital, in this respect, develop at the level 
habilitation theses. This phenomenon is illustrated by table 7.

Table 7. Number of habilitation proceedings in management sciences in years 2007–20106

Name of 
entity

Habilitation
2007 2008 2009 2010 Total

LPH NH LPH NH LPH NH LPH NH LPH NH
UG 2 1 1 1 3 1 4 10 3
UŁ 2 6 1 3 3 14 1
UMK 3 1 2 1 6 1
UW 76 7 6 2 3 1 5 21 10
UEKat 1 4 2 1 8
UEKr 2 2 1 2 6 1
UEP 3 4 2 3 12
UEWr 6 4 1 1 3 14 1
SGH 2 3 7 12
IOiZwP 1 1
ALK 1 2 2 3 2
Total 27 9 31 6 18 2 31 2 107 19

Source: own study

Key: 
1. Name of unit (NJ) – University of Gdańsk (UG); University of Łódź (UŁ); Warsaw University 
(UW); Nicolas Copernicus University (UMK); University of Economics in Katowice (UEKat); 
Cracow University of Economics (UEKr); University of Economics in Poznań (UEP); Wrocław 
University of Economics (UEWr); Warsaw School of Economics (SGH); Institute of Organization 
and Management in Industry – ORGMASZ (IOiZwP); Leon Koźmiński University (ALK).

2. Number of conducted habilitation proceedings – (LPH); including proceedings not completed by 
awarding the degree of habilitated doctor – (NH). 

From the data in table 7, it seems that – apart from the year 2009, announce-
ments of the Minister of Science and Higher Education related to the willingness of 
liquidation of the habilitation – situation in terms of number of initiated habilitation 
proceedings is quite stable and is ca. 30 per annum. Unfortunately, the rate of nega-
tively completed proceedings is still quite high (ca. 17.75 %). It shows, on the one 
hand, that the environment cares for the level, on the other hand, that candidates for 

6 Proceedings were initiated in the Institute of Organization and Management in Industry – ORG-
MASZ and then – in connection with revoking the rights of IOiZwP – submitted by the Section 
of Economic Sciences to the Central Commission for Scientifi c Degrees and Titles and to the 
Presidium to the Central Commission for Scientifi c Degrees and Titles for further proceedings 
to the Faculty of Management of Warsaw University.
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the degree of habilitated doctor not always present self-criticism towards their own 
achievements and maybe apply too hastily for initiation of the procedure.

On the other hand, table 8 presents relations between the habilitation disserta-
tion and characteristics of substantive areas (action concepts) of contemporary man-
agement sciences in Poland. Data contained there do not differ, in their proportion, 
from cognitive and substantive searches of candidates for doctoral degree.

Table 8. Relations between habilitation dissertations and characteristics of substan-
tive areas (action concepts) of contemporary management sciences in Poland

Conceptual 
distinguishing 

mark

Universities

Total
Universities Universities of economics

IOiZwP ALKUG UŁ UW UMK UEKat UEKr UEP UEWrSGH
Stable 
development 1 1 1 3

Responsible 
business as 
sign of multi-
lateral partner-
ship

1 1 2

Flexible and 
variable or-
ganizational 
solutions

6 5 16 2 4 2 9 8 8 60

Knowledge 
management 
and intellec-
tual capital

3 7 3 4 2 3 3 6 3 2 36

Entrepreneur-
ship 1 1 1 1 1 1 6

New Public 
Management 0

Total 10 14 21 6 8 6 12 14 12 1 3 107

Source: own study

Key: 
Name of unit (NJ) – University of Gdańsk (UG); University of Łódź (UŁ); Warsaw University 
(UW); Nicolas Copernicus University (UMK); University of Economics in Katowice (UEKat); 
Cracow University of Economics (UEKr); University of Economics in Poznań (UEP); Wrocław 
University of Economics (UEWr); Warsaw School of Economics (SGH); Institute of Organization 
and Management in Industry – ORGMASZ (IOiZwP); Leon Koźminski University (ALK).

Similarly – as in the case of doctoral theses – there is a domination of disser-
tations devoted to issues related to broadly understood organizational solutions, 
fl exibility and changeability of organization, as well as interest in the issues of 
knowledge and of intellectual capital. The leading centre in these basic issues is 
Warsaw University (Faculty of Management), which, due to the decision of the 
Central Commission conducted habilitation proceedings transferred from IOiZwP 
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ORGMASZ. In issues of knowledge and of intellectual capital, the University of 
Łódź and Wrocław University of Economics are most prominent. 

Table 9 presents the number and effectiveness of procedures, conducted in 
the years 2007–2010, for obtaining the title of professor in economic sciences. As 
it has been mentioned before, we have limited the analysis to origin of manage-
ment sciences of the candidate for the title of professor.

Table 9. Number of professor applications of management people in years 2007–2010

Name of 
entity

Professor applications
2007 2008 2009 2010 Total

LW NW LW NW LW NW LW NW LW NW
UG 1 1 2 4
UŁ 1 3 4
UMK 1 1
UW 1 1 1 2 1
UEKat 1 1 2 4
UEKr 1 3 1 1 5 1
UEP 1 1
UEWr 2 1 3
SGH 1 1 1 1 4
IOiZwP 3 1 4
ALK 1 1 2
Total 10 10 2 4 9 34 2

Source: own study

Key: 
1. Name of unit (NJ) – University of Gdańsk (UG); University of Łódź (UŁ); Warsaw University 
(UW); Nicolas Copernicus University (UMK); University of Economics in Katowice (UEKat); 
Cracow University of Economics (UEKr); University of Economics in Poznań (UEP); Wrocław 
University of Economics (UEWr); Warsaw School of Economics (SGH); Institute of Organization 
and Management in Industry – ORGMASZ (IOiZwP); Leon Koźminski University (ALK).

2. Number of applications – (LW); including applications that have not been completed by awarding 
the title – (NW). 

In the case of the proceeding for professor’s degree, the effectiveness of rea-
soning is quite high. Only ca. 6% of reported applications did not gain recognition 
in the procedure. This proves good selection of candidates. Undoubtedly, we can 
regret the fact that the number of applications is quite modest for numerous envi-
ronment of holders of a postdoctoral degree, practising and admitting to practise 
this scientifi c discipline. It is possible to observe a lack of strong motivation for 
gathering scientifi c achievements, corresponding to the status of the title of pro-
fessor. As indicated by works on reform of education, including scientifi c degrees 
and title, reducing its status and value, this lack will become even greater. 

From the observations of manpower, it seems that the environment of schol-
arly employees related to management sciences is quite numerous and has been 
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dynamically developing. A group of scholarly employees having scientifi c degrees 
and the scientifi c title, involved in management sciences, amounts, according to 
the information of Committee of Organization and Management Sciences of the 
Polish Academy of Sciences, to ca. 2700 people, 900 of whom are independent 
scholarly employees.

Conclusions
Economic and civilization development stimulates the demand for management 

sciences, as a result of many circumstances and growing complexity of the world, the 
process of organizing and management becomes more diffi cult, more complex. As 
a result, management sciences, due to an interdisciplinary character of problems that 
they must face, without losing their identity, have adopted and still adopt many ele-
ments from other sciences by the process of internationalization. It is especially visible 
in the methodological area. Based on the experience of other sciences, management 
sciences have developed many original research methods and techniques, described 
in considerable subject literature. It is easy to see that sources of management sciences 
are versatile. Looking at the variety of research methods and techniques, used by man-
agement sciences – despite strong relationships with economic sciences – it should be 
stated that they reach far beyond economics, incorporating elements of manufacturing 
engineering, law, IT, ecology, psychology, sociology, ethnography, anthropology, as 
well as other sciences. A feature that distinguishes research methods and techniques 
of management sciences is their inductive nature, or , to be more precise incomplete 
induction: relying on the analysis of a few cases and a relatively small potential of gen-
eralizations . In other words, management science has a signifi cantly smaller demand 
for generalizations and theories than economics and economic sciences. This results 
from the practical nature of these sciences.

It is worth emphasizing that management sciences effectively create their 
own scientifi c environment. For this reason, – when analysing them from the point 
of view of sciences useful in terms of the society – one may, with great optimism 
– taking account of the existing substantive, organizational and resource barriers 
– look at their development in the nearest future. 
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Abstract
Games have accompanied people from the dawn of history. This article is an 

attempt to answer the question why games are such an attractive form of spend-
ing free time and what conditions they must meet to be attractive for players. On 
the basis of several motivation theories, a game’s motivational factors have been 
outlined. In the second part of the paper, the authors analyze the attractiveness of 
LOGIgame simulation game, which has been successfully used in business educa-
tion at Cracow University of Economics.

The 21st century brings challenges in practically every fi eld of life. We speak 
about a faster and faster rate of life and work, smaller and smaller amount of free 
time and greater stress than once. The basic aim of the education system (regard-
less of its degree) is to prepare people to perform appropriate roles in the society, 
namely also to prepare them to cope in the surrounding reality. 

The education system which includes also the manner of education should 
meet the requirements of the contemporary world. Looking at the history of edu-
cation, it is diffi cult to seek revolutionary and frequent teaching method changes. 
The teaching program changes but the applied methods evolve slowly. In most 
cases, we are dealing with classes where the leader-teacher tries to communicate 
knowledge to the listeners-students. Of course, there are also workshop classes, 
classes with the use of computer programs in education, students use new tools 
and machines, while the manner of conducting classes in general is very simi-
lar. In recent decades, simulation games have become an interesting method of 
running classes with students, as they are responding better to the contemporary 
expectations of students, at the same time being effective as a tool of knowledge 
transfer.
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Essence of games and simulations
Prior to commencing further analyses, it should be determined what exactly 

will be understood as a game. Colloquially, it is connected with fun and is associ-
ated with pleasure and spending free time. According to the PWN Encyclopedia1, 
it is „model of a confl ict situation”. Straffi n (2001) determines several features of 
games:

– At least two players.
– Each player may choose their game strategy.
– The result of the game is the resultant of strategies selected by all play-

ers.
In the case of computer games, the computer will be one of the players. 
The theory of games distinguishes zero-sum games (when one player wins, 

all the other ones lose) or non-zero-sum games when players together can win 
more than they „brought into” the game. Each game, by defi nition, involves the 
players losing or winning. Winning may be both a purely emotional prize and it 
may entail material benefi ts. Regardless of the prize, we will always consider it as 
a positive value to which the players aspire.

Simulation in games consists in the restoration of phenomena and situations 
which took place, are taking place or may take place. Educational simulation 
games will be thus strongly related to the reality and will imitate the processes 
with which we are dealing each day.

The article will not focus on the mathematical theory of games but will focus 
on games developed for entertainment purposes. It is these games that can involve 
the players to a great extent. 

Why do we play games so eagerly?
Many people, seeing children spending „their whole day in front of a compu-

ter”, wonder how is it possible that computer games may be so attractive and inter-
esting. Searching for an answer to this question should begin among the theories 
of motivation. Motivation itself is defi ned as: „a psychological process of mental 
regulation giving energy to behaviour and focusing it on achieving a certain ob-
jective; also, a relatively permanent tendency (pursuit) to take actions focused on 
a defi ned goal; it may be conscious or unconscious”2. „Motivation, a set of factors 
starting a purposeful action (…) motive – is a conscious reason for our actions” 
(Szewczuk, 1979). Both of the abovementioned defi nitions fi rmly emphasize the 
role of objective in the process of motivation formation. Therefore, do games al-
low to achieve the goal? If so, which goal? One of the useful models used for the 
problem analysis is Maslow’s Hierarchy of Needs. 

1 http://encyklopedia.pwn.pl/haslo.php?id=3907253
2 PWN Universal Encyclopedia; www.pwn.pl
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Maslow’s hierarchy of needs
Maslow demonstrated that we undertake actions to satisfy needs. He indi-

cated physiological, safety, love/belonging, esteem and self-actualization needs 
among them. 

Computer games, if they involve entertainment rather than work, will not 
be a source of satisfaction of physiological or safety needs. They may, however, 
successfully satisfy our higher needs – love/belonging, esteem and self-actualiza-
tion.

One of the needs indicated by Maslow is the need of love/belonging. It is 
mostly related to social phenomena. It is about establishing and maintaining con-
tacts with other people. They may be satisfi ed by a circle of friends or family. 
Although it seemingly appears that spending time in front of a computer is rather 
the source of alienation, after a deeper refl ection, we see that it is not so after 
all. The fi rst thing which is worth paying attention to is the fact that fewer and 
fewer games include struggling with a computer-simulated opponent and more 
and more games include playing jointly or against other people. A computer game 
becomes a way to establish new friendships. Players form communities, help each 
other, together struggle against game problems. One of the most known games is 
the Massive Multiplayer (thousands of players play with each other at the same 
time) World of Warcraft where players form the so-called „clans” and their own 
culture. 

Esteem and respect needs – are associated both with respect to one’s own 
person and with this shown by people surrounding us. In the context of work 
environment, this need may be executed by praises, prizes, promotions, assign-
ing more ambitious tasks or by recognition on the part of co-workers. In the case 
of computer games, these needs are practically always implemented. Games 
involve solving a certain problem which is important for the world in which the 
game is set, victory, defeating opponents or obstacles. Achieving the goal itself 
is already satisfactory for us. Furthermore, the players most often play the roles 
of leaders, kings etc. or become heroes in the course of the game. Such posi-
tion is a source of satisfaction. In the case of Multiplayer games, namely those 
where interaction with other live players takes place, recognition may be earned 
by the game result. Therefore, we can see that the players are involved not only 
in the community towards which they may feel the need of love/belonging, but 
also the community itself may express its recognition with regard to the players’ 
accomplishments.

The result, as an absolute criterion of success (or the lack of it), is often the 
measure of self-actualization level in a given game. The players aim at breaking 
not only records recorded by other players, but also their own records. Beat-
ing one’s own record is a factor increasing the players’ satisfaction, providing 
a sense of realizing their own ambitions. The players aim at overcoming their 
own weaknesses and developing their skills, and the game allows them to imple-
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ment this process. In this context, playing games fulfi lls the self-actualization 
need.

The advantage, when motivating is considered, of computer games over the 
real world is related, among others, to the speed of achieved goals. Complet-
ing a task or a mission in a game is a question of several hours, completing the 
construction of a house or learning a language in life is often a matter of several 
years. Such a long period of waiting for the results of one’s activities may become 
a source of frustration. The relation between our effort and the effects of our ac-
tions are described well by 2 motivation theories belonging to the so-called proc-
ess theories.

Vroom’s expectancy theory
One of them is V. Vroom’s theory known as expectancy theory. „Expected 

value is defi ned as a temporary belief concerning the probability that a specifi c 
action will lead to a specifi c result. Expected values can be described in catego-
ries of their power. Maximum power is indicated by a subjective confi dence 
that the effect of a given action shall be a given result, and the sign of minimum 
(or zero) power is a subjective confi dence that a specifi c action shall not result 
in a given result” (Armstrong, 2000). Vroom emphasizes the importance of the 
belief the undertaken action will be transferred to the effect. When we do not 
have such confi dence, our motivation is weaker. Looking at the process of learn-
ing, it is hard for a learning person to state that another hour spent at deepening 
knowledge has had a specifi c result. When we await the effects of our actions 
for a long time, we also sometimes get the impression that our actions will not 
bring any effect. The advantage of almost all computer games, in addition to 
a relatively shorter time of waiting for results of our efforts, is also a clearly 
identifi ed progress. Almost in any game, we can see the so-called „progress 
bar”, which clearly shows which part of the task we have already managed to 
implement and how much still remains. Some computer game heroes acquire 
„experience”; the players, at any moment, may quantitatively check how much 
experience they have already gained and when will they gain e.g. another abil-
ity owing to it. Such clearly shown result and progress of works is favorable for 
creating motivation.

Skinner’s reinforcement theory
The second process theory about the importance of relations between ef-

fort and effect is B.F. Skinner’s reinforcement theory (operant conditioning). 
„This theory states that behaviour resulting in prizes will probably be repeated, 
the probability of repeating behaviour involving penalties is smaller. This ap-
proach presents the role of prizes and penalties in causing behaviour changes or 
in maintaining invariable behaviour for a certain time” (Kozioł, 2002). In compu-
ter games, as it has been mentioned earlier, the time between effort and effect is 
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much shorter. The player is much quicker confi dent that a well-done task brings 
an effect. Referring the theory to learning languages we can see that in order for 
positive strengthening (previous actions resulted in good effects) to take place we 
will have to wait a signifi cant amount of time.

LOGIgame as a simulation game
LOGIgame is a logistics simulation game. The game is supposed to cre-

ate a virtual environment in which a real-life market can be simulated. Such vir-
tual reality must ensure adequate conditions and a suffi cient number of variable 
parameters, which would be the basis for all daily decisions, made by logistics 
managers. Therefore, parameters in the game are so selected as to refl ect, as far 
as possible, actual, real-life values and proportions between different parameters. 
In order to keep them as such in time, they must be updated on the current basis 
to refl ect changes on the real market. The presently running version of the game 
simulates Poland as the market on which players may operate. The game is played 
online, through a dedicated website and web application. Students-players need to 
have computers with access to the Internet.

The ultimate goal of the game is to earn more money than the other players 
running competitive virtual enterprises. Players can certainly cooperate togeth-
er for better results to outperform others. Ultimately, after the end of the game, 
a ranking list of all players is prepared according to the amount of money they 
have generated in the game.

All decisions made by players are limited and concerned with logistics 
operations, in order to eliminate other factors affecting fi nancial performance. 
For instance, there are no fi nancial instruments available for the players, the 
only fi nancial variable affecting the players is the cost of money, namely in-
terest rate on their loans. Likewise, the retail demand model in the game does 
not take consideration of marketing activities that in real life might and actu-
ally contribute to higher sales and hence better fi nancial performance. Such 
simplifi cation is deliberate – the game is a logistics simulation game, and the 
students should learn the effect of their logistics decisions on the ultimate 
fi nancial result and business success. With other variables included, the game 
would be a general business simulation game, while the learning objective 
here is to draw attention to and solve decision-making problems particularly 
in logistics.
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Figure 1. LOGIgame. A screenshot from the online application

Source: LOGIgame online application, logigame.pl

The course of the game is moderated by one person (moderator/teacher), 
who must ensure that players follow the rules and understand the principles of the 
game. In practical terms, the game may proceed in classroom, with the teacher 
acting as the moderator, and helping students, immediately answering questions 
and facilitating the progress of the game. Alternatively, the game may proceed 
completely online, with players logging in to the website (logigame.pl). In the 
latter case, the moderator supports players online by email or instant messaging 
systems. The implication of either of the forms is the actual duration of a period in 
the game, which in the former case is determined in class hours, in and the latter 
case must be fi xed as a fi xed interval (every week, every day) – players need to 
know when a new period begins.

The game proceeds in periods. Each period is a preset amount of time in 
which different players may run their activities3. In the game, one period cor-
responds to one week in reality. In order to ensure relevance and close similarity 
between the real market situation and the virtual market situation, different game 
parameters calculated in respect of one period, such as interest per period (week), 

3 In the LOGIgame version presently being played by the authors, in order to accelerate progress 
of the game, two periods are played every ‘real’ week, which means that time in the game 
elapses twice as fast as in reality.
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fi xed costs per period, are at levels corresponding to annual fi gures divided by the 
number of weeks (52) to refl ect the value per week (per period). 

Regarding the space where the simulation takes place, it is determined for 
each game by the moderator. There is a number of specifi c locations (cities, city 
districts), which are predefi ned by the moderator4. The game also has distances 
defi ned between different locations. 

Presently, the product group that is the object of sale in the game is choco-
late. Players will buy, transport and sell chocolate in their stores. In a particular 
game setting, it is possible to add new groups of products, however with only one 
product market (be it chocolate, computers, or anything else) the players compete 
on logistics decisions, and the choice of trading one product and not trading the 
other does not exist. Such choice might possibly have implications on the fi nan-
cial performance, as one product market might be simply more attractive over the 
other. With only one product group, this decision problem does not exist, and the 
whole focus of the players is on logistics operations.

A very important notion in LOGIgame is asset. Players will buy different 
assets in order to be able to perform particular operations. A player will need 
a particular type of asset (store, vehicle, pallet, box, container) for the specifi c pur-
pose. In the game, players may either buy an asset or rent an asset. Alternatively, 
a player may buy a service from any of the other players. In this case, this other 
player will have and use respective assets to perform the service (transportation, 
storage). In return, the service provider will earn the agreed amount from the 
player using the service.

At the beginning of the game, players have zero cash and unlimited credit 
facility. This means that there are no limits as to the scope of operations they want 
to be involved in. However, players must be aware of interest that is charged on 
the current credit balance. This is another factor that they must take into account 
when making logistic decisions.

Players must fi rst buy some assets to be able to start any operations. They 
can also buy services from other players who will charge an agreed price for such 
services. In the latter case, they don’t have to buy all assets required to complete 
the whole logistic chain. Different parameters are known to them in advance, so 
they are able to make reasonable decisions, provided that they take all relevant 
factors into consideration. 

With different assets, they will: 
1)  buy products from producers5, 
2)  reload products to pallets or boxes, 
3)  load pallets/boxes onto containers or trailers,

4 In the game version presently being played by the authors, this is virtual Poland and selected 
overseas locations.

5 In the present version of LOGIgame, producers are represented by the moderator, who has two 
factories in predefi ned locations. There is a minimum quantity of products (chocolate) that 
a player may order from the producer.
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4)  transport pallets/boxes, 
5)  unload products to stores, 
6)  set retail prices, 
7)  wait until the end of period to see how many products have been sold.
Some game parameters are variable across periods. This means that they 

may change in time. These include cost of fuel, interest rate, loading costs. The 
moderator may adjust these parameters to ensure that they refl ect the current mar-
ket situation.

A very important factor is the cost of loading and unloading which the player 
is charged with when performing any loading or unloading operation. For loading 
products, this rate is expressed per pallet, therefore, players must ensure that they load 
a greater number of products at once onto a pallet (box) to avoid unnecessary costs.

One has to note that a successful simulation game requires a well integrated 
software application. All operations and costs are recorded automatically in the 
online game system application. Therefore, students-players are free to spend 
their time thinking and examining the best decision-making alternatives, rather 
than wasting it on time-consuming calculations and accounting. 

Another advantage is absolute integrity of data in the game. In this way there 
is no room for error, and comparability of players’ results is ensured. This is criti-
cal as the results are the basis for evaluating different players’ performance in the 
game.

Game’s attractiveness
In terms of the „love and belonging” group of needs, the game is a truly 

multi-player interactive game, in which one’s performance is to an extent depend-
ent and relative to others’ performance. The moderators’ actual experience shows 
that the thrill of competition among different play teams (usually the whole class-
room is split into teams of two-three students who play the game) is very strong 
and exciting for students. They want to show that they can „do better than others”, 
but also they want to show strong „team spirit” towards other teams. Likewise, 
they often want to „prove themselves”. When they speak about their sales results 
or turnover, often pride is a feeling that cannot be hidden in the voice. Clearly, the 
needs of esteem are strongly fulfi lled by LOGIgame. In terms of performance, stu-
dents often ask about other players-students from previous years, wanting to know 
their results, to compare themselves against the best players ever. Since each game 
is different and results are dependent on other playing teams’ skills and perform-
ance, in LOGIgame it is diffi cult to compare players’ fi nal results across different 
games. In this regard, LOGIgame does not fulfi ll the „self-actualization” level in 
Maslow’s pyramid. However, some students admit that they have learned some 
„tacit” knowledge that they wouldn’t have if it wasn’t for the game.

Analyzing LOGIgame from the perspective of Vroom’s expectancy theory, 
it is clear that, since LOGIgame is an „interactive” game, in the sense that one’s 
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performance is dependent upon others’ activities, to some extent players’ choices 
won’t have a direct effect on their fi nancial performance in the game. For instance, 
they might behave very rationally, buy information analysis about the retail mar-
ket situation (prices, competitors) in a given location, and, based on that informa-
tion, open a store in that location. However, if other players do the same at the 
same time, the result will not match the players’ initial rational expectation, as too 
many new stores will compete against each other in that location. In that sense, 
the game’s logic doesn’t teach students: „if you do this, that will happen”; it rather 
suggests: „if you do this, chances are that will happen, but there are other factors 
beyond your control”. One of the underlying assumptions behind LOGIgame was 
that it was supposed to refl ect real business life, in which there are hardly many 
direct „cause-effect” relationships.

As a strategy simulation game, LOGIgame involves positive and negative 
reinforcement factors. By the mere essence of the game, the possibility of neces-
sary choice between various options puts the players in a situation when they need 
to balance pros and cons of every decision they make. Afterwards, they evaluate 
the outcomes of their decisions, and then make respective corrections. However, 
time in the game is in a way „squeezed”, and the parameters are often exagger-
ated. These two factors result in the players seeing and experiencing the effects 
and outcomes of their choices much sooner, and thus these reinforcements are 
more immediate and stronger.

Summary
The process of learning usually involves devoting a lot of time. The mere 

word „learn” assumes an imperative, something mandatory, therefore not always 
time passing by with pleasure. Learning, like games, requires a certain amount 
of effort and concentration, devoting time. Learning is, however, associated with 
obligation by most people, and games with prizes. Games are a form of spending 
time in a pleasant way, they can fully engage the players, maintain their attention 
and make long hours pass in the blink of an eye. Simulation games create a vir-
tual environment in which we can refl ect the real world with a certain degree of 
simplifi cation.

Apart from above mentioned factors that make playing an attractive and in-
volving tool in education, they have one more advantage over the classical teach-
ing process. In games, it is the players who control the course of events, they 
decide what actions to take and when. The sense of control is achieved both by the 
fact that the players are familiar with mechanics of the game and understand it, 
and by the ability to use the game controller (e.g. keyboard and mouse) (Cowley 
et al., 2008). In the case of teaching, it is the teacher who decides on the method of 
solving the formulated problems. Although he can leave the choice to the students, 
it will always be a less „free” option than an independent decision. Paradoxically, 
the impact of the game author-teacher on the game’s educational effects may be 
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even stronger, as the situation of playing gives the player-student the illusion of 
independent control over the course of game, whereas in reality, the whole logic 
and structure of decision-making processes in the game is shaped a priori without 
the student’s participation. Therefore, games can be regarded as potentially very 
effective and attractive tools in education.
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Abstract
The study has presented:
– management space vectors,
– the location of small, medium and large companies according to the cri-

teria of networking, knowledge and the level of virtualization,
– global business models,
– detailed business models,
– house of knowledge,
– value chains virtualization,
– knowledge-based strategy matrix.

Introduction
Contemporary economy is constituted by the following vectors (fi g. 1):
– networking,
– knowledge,
– virtualization,

which determine different management spaces for small, medium and large com-
panies. By using the abovementioned vectors, a company has the possibility to:

– specify its current business model,
– design the target business model (fi g. 2).
The abovementioned vectors have a strategic nature; they require a far reach-

ing operationalization in the further phase of specifying the business model.
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Figure 1. Space management vectors

Source: own study
Key: S – networking vector, W – knowledge vector, Wi – virtualization vector, PK – corporate 
space, PŚF – medium company space, PMF – small company space.
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Figure 2. Identifi cation of business models

Source: own study
Key: S, W, Wi (as in fi g. 1), AMB – current business model, DMB – target business model.

Space management structuralization
Particular parameters of space management: S, W, Wi (fi g. 1) can be divided 

into three parts (fi g. 3):
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– N – low level of intensity of a given feature,
– Śr – average level of intensity,
– Wn – high level of intensity.
We may defi ne many partial management spaces on the basis of the above 

structuralization. One of the interesting phenomena in Polish small and medium 
companies is the lack of their management space defi nition. Precisely, the owners 
of small and medium companies operate with the following classical marketing 
categories:

– products,
– target market,
– competition.
On the contrary, the parameters of networking, virtualization, corporate 

knowledge are abstract terms for them, which are not worth dealing with; measur-
ing them appears to be a distant idea not worth their additional intellectual effort.
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Śr 
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                100% 

               N                     Śr                     Wn      Wi 

Figure 3. Structuralization of management vectors

Source: own study
Key: N – low level of feature intensity, Śr – average level of feature intensity, Wn – high level of 
feature intensity.

Therefore, management space of Polish companies is still determined by the 
traditional marketing, strategic and fi nancial parameters. Investments in knowl-
edge are not worth it, while virtualization is most often understood in the basic 
term of running business on the Internet that in most cases means starting up 
a website, which is then very rarely updated.
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Classifi cation of business models
We may distinguish the following global business models on the basis of the 

dimensions included in fi gure 1:
A. Network orientation – leading, 
knowledge and virtualization – secondary.
B. „Knowledge” orientation – leading, 
networking and virtualization – secondary.
C. Virtualization orientation – leading, 
networking and knowledge – secondary.
The above classifi cation may be more detailed due to a more precise hierar-

chy of „secondary” orientation, which offers in total 6 detailed business models1:
I S-1, W-2, Wi-3,
II S-1, Wi-2, W-3,
III W-1, S-2, Wi-3,
IV W-1, Wi-2, S-3,
V Wi-1, S-2, W-3,
VI Wi-1, W-2, S-3.

Networking business model (A model)
In this business model, strong company orientation on entering into coopera-

tion networks, partner unions, strategic alliances, clusters, industrial groups, tech-
nology parks, special economic zones, etc. takes place. Knowledge and virtual 
orientation perform secondary roles (fi g. 4).

Connecting to external networks limits the company manoeuvring freedom 
(self-reliance, autonomy, independence) , but on the other hand:

– it expands company boundaries,
– it increases its safety (for instance in the form of fi nancial liquidity, credit 

guarantees),
– it protects the fl ow of the newest know-how from the network leader,
– it expands and prolongs the value chains,
– it enables business processes integration,
– it accelerates knowledge transfer.

1 Hierarchization: 1) leading orientation, 2) supporting orientation, 3) supplementing orientation.
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Figure 4. Business model A

Source: own study 
Key: S, W, Wi (as in fi g. 1), K – co-operators, ZW – knowledge supply, ZKi – intellectual capital 
supply.

Business model A is fi rst of all instrumental: entering into different networks, 
especially highly innovative ones, enables the strengthening of other driving pil-
lars of the company:

– its organizational, technological, social knowledge and
– virtual business understood as, fi rst of all, concentration of business op-

erations on the intangible value chain.

„Knowledge” business model (B model)
Here, we focus on the transformation of the company into a factory of knowl-

edge (a knowledge-based company) whose infrastructure is built basing on the 
architecture of the house of knowledge (fi g. 5).
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Figure 5. House of knowledge

Source: own study
Key: PR – actual processes, ŚI – information rubbish, W, S, Wi (as in fi g. 1), WZ – external knowl-
edge, WW – internal knowledge, PKW – knowledge creating processes. 

In the B model, knowledge is a tool integrating actual and intangible proc-
esses; it constitutes the bloodstream of the company. Developing mechanisms cre-
ating own knowledge (not borrowed) which constitutes a key competence of the 
company is most important here. When resources and external knowledge streams 
prevail in the company, a gradual, immediate loss of basic competences takes 
place, sometimes as a result of a hostile takeover. The above process was charac-
teristic after 1990 for privatized Polish companies, which may have an impact up 
to this day, which is exemplifi ed by the low innovativeness of the Polish economy, 
which means that Polish economic entities are based mainly on borrowed knowl-
edge (technological, organizational and other), from world corporate businesses, 
which thus legally „intercept” most added value generated by Polish companies.

Virtual business model (C model)
Virtualization means passing from material value chains (traditional tech-

nologies) to intangible value chains (advanced technologies) (fi g. 6).
There is also a second option of virtualization, which means running busi-

ness operations on the Internet (fi g. 7).
In reality, automation, robotics and informatization processes mean increas-

ing the share of advanced knowledge and intellectual capital in product and serv-
ice value chains, which signifi cantly reduces the share of material processes based 
on traditional technologies, based on, fi rst of all, physical work.
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Figure 6. Virtualization of value chains

Source: own study
Key: MŁW – material chain of values, NŁW – intangible chain of values.

Figure 7. Internet business

Source: own study
Key: TPB – traditional business processes, PBI – Internet business processes.

Detailed business model I
In model I we are dealing with a clear arrangement of strategic choices in 

a hierarchy: network orientation is a driving engine allowing investment in knowl-
edge which in turn forces the virtualization of business operations – partial or 
complete (fi g. 8).

In model I we might distinguish the following phases:
(1) network selection,
(2) identifi cation of knowledge transfer methods to and from a network,
(3) transfer of the whole or part of business operations to the virtual space.
All stages should overlap in an ideal model; but, owing to limited resources 

in the possession of the company, it is necessary to shift the time and concentra-
tion of human, fi nancial resources on the strategy of networking building.
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          IS                        IW                       IWi 

Figure 8. Detailed business model I

Source: own study
Key: IS – network investments, IW – knowledge investment, IWi – investment in the virtualization 
of business processes.

Detailed business model II
Model II is, in a sense, a continuation of model I; here, in the process of com-

pany networking the role of business process virtualization increases, which also 
become tools of knowledge transfer in the following relationships:

– company – network,
– network – company.
Although both relations are inseparable, it is about levelling the potentials of 

open and hidden knowledge (fi g. 9).
We can derive the following strategies from the matrix presented in fi gure 9:
– SN – not joining the network; possibilities of creating added value are 

not visible here, especially in the scope of advanced technologies, com-
pany and network are based on open knowledge, they do not conduct 
research and development, they execute mainly production and service 
functions (e.g. transport).

– SZ – strategy of appropriation; the network has substantial material re-
sources (e.g. Gazprom and other Russian oil-gas corporate businesses), which 
generate a considerable fi nancial surplus, which in turn is relocated to different 
sectors of advanced technologies (electronics, automotive industry, telecommu-
nications, biotechnologies, computers, and others), by capital investments. Cur-
rently, it is a typical strategy of Chinese corporate businesses investing abroad, 
e.g. taking over Volvo and others. 
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Figure 9. Matrix of strategies based on knowledge in system: company – 
network

Source: own study
Key: P – company, S – network, MV – strategy of not joining the network, SZ – strategy of appro-
priation, SP – strategy of subordination, SH – strategy of harmonization.

– SP – strategy of subordination; typical for Polish companies, not hav-
ing their own know-how, not conducting their own research but having 
qualifi ed workforce and working capacities, buy-out of Polish factories 
by foreign concerns in order to execute the production functions based 
on their latest technologies takes place here.

– SH – strategy of harmonization means transfer of knowledge in or-
der to level the potentials of company and economic network corporate 
knowledge. This is an optimal strategy, assuming partnership of both 
parties, permitting the development of new added value chains in ad-
vanced technology sectors by means of spiral knowledge transfer. The 
purpose is served by joint venture companies, technological-scientifi c 
parks and new scientifi c-research centres co-fi nanced by the European 
Union (e.g. EIT+ in Wrocław).

Detailed business model III
Here, knowledge is the driving force in business organization, while net-

working serves the purpose of:
– obtaining new knowledge and 
– selling surpluses of available corporate knowledge.
Two strategies dominate in fi gure 10:
– airtight (the company and network are self-effi cient regarding the cre-

ation of knowledge),
– transfer (knowledge exchange takes place).
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Figure 10. Matrix of knowledge transfer

Source: own study
Key: P, S (as in fi g. 9), SH – airtight strategy, ST – transfer strategy.

Detailed business model IV
Virtualization of business processes creates demand for other ways of trans-

ferring knowledge. Networking is favourable here for obtaining knowledge from 
the so-called technological leaders, and this process takes place either in real eco-
nomic networks (clusters, groups, etc.) or in the anonymous world of Internet 
business.

Detailed business model V
Value chain of products and services generated by the company is dominated 

by intangible processes: research and development, IT architecture, permanent 
staff development, etc. (fi g. 11). A major role is also played by promotion, ad-
vertising and PR implemented on the Internet, which is refl ected in the dynamic 
growth of Internet trade and virtual services (banking, insurance, communication, 
tourism, etc.).

0                                                                                                                                      100% 

 
 
                      Wi                                                   S                                W 

Figure 11. Value chain in model V 

Source: own study
Key: Wi – virtualization, S – networking, W – knowledge.
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Detailed business model VI
The Client is not really interested in networking; the product itself (nicely 

packaged) and its basic functions are signifi cant. However, advanced corporate 
knowledge is clearly favourable of virtualization of the fi nal product, for instance 
in the form of Nokia mobile phone additional functions amounting to hundreds 
or Toshiba PDA functions, which will never be used (or will be used to a small 
extent) by the user but signifi cantly increase the product market value in its virtual 
layer (attractiveness, prestige, reputation, preparation, etc.) (fi g. 12).

0                                                                                                  100% 
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Figure 12. Value chain in model VI

Source: own study
Key: as in fi gure 11.

Summary
1. Business models become more important than persistent continuation of 

classic strategies, which are extended in time and indicate extremely un-
clear, distant goals in a knowledge-based economy.

2. A business model limits the company operation space to „here and now”. 
Conversion of business operations in the direction of networking, knowl-
edge and virtualization must take place in real time, and not linear, which 
is typical of strategic management.

3. Networking is an instrument of reaching and using resources on the glo-
bal scale.

4. Knowledge orientation means, above all, levelling and harmonizing po-
tentials of company and network corporate knowledge.

5. Virtualization of business processes should be focused on delivery of 
personalized knowledge for individual customers.
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Abstract
This article presents the proposals and suggestions regarding new methodi-

cal approaches to problem-solving (mainly of social and ethical nature) in man-
aging contemporary organizations. The article touches upon dealing with cor-
ruption problems in particular. It also presents the current condition of works on 
development of the theory of organization and management in the context of se-
lecting a new paradigm of organization and management – common assumptions, 
shared among the practitioners in management, mental patterns, assumptions (of 
ontological and epistemological nature) as to the essence of organization and 
knowledge necessary for managing an organization.

Do we practice management in a special – breakthrough 
development period of contemporary organizations?

What makes management sciences – knowledge which we want to cure and 
develop, achieve the mature stage of development? Where should we seek rea-
sons for the commonly acknowledged fact that what we do means so much; that 
not only our scientifi c synthesis, our councils and the presented instruments are, 
on the one hand expected, and on the other hand so often critically evaluated 
by the practice of managers and decision-makers managing public organizations 
and strategists in regions? The answers to these questions seem extremely clear, 
because we experience these answers every day, teaching, advising or even par-
ticipating in managerial operations in our companies, public organizations, in pro-
gramming of great regional projects.
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The practice makes you aware, formulates specifi c problems, experiences 
– making us needed and useful – and as Drucker (1992) or Bocheński (1993) 
emphasize – important – to remain at this level – important and useful for the 
society.

The practitioners of management (managers, scientists, researchers as well 
as consultants) commonly claim that: the complexity and the dynamic charac-
ter of problems of practicing in management give reasonable grounds to state 
that solving the problems in management of specifi c contemporary organizations 
(companies, public organizations, regions) takes place in a special period of time 
of breakthrough in management. 

The complexity and dynamic character of these problems forces further use 
of new instruments (principles and methods) of management – even innovations 
in management. Changing techniques, methods, management instruments as part 
of this paradigm is no longer suffi cient and what is necessary is a revolutionary 
– almost innovative change in management. Hamel and Breen1 defi ne the innova-
tions of management as: „all that which signifi cantly changes the company’s cus-
tomary organizational forms and thereby brings implementation of its objectives 
closer” (Hamel & Breen, 2008). Innovation of management includes the entirety 
of changes in structures, roles of an organization. The conditions of management 
innovations are as follows: the managerial innovation must be systematic; it must 
cover the entirety of methods and actions and should be a part of a large-scale 
program of a series of innovations, whose effects build up with time2. 

The issues and questions whether we are functioning in the period of man-
agement turning points were the main focus of the jubilee conference of the Sci-
entifi c Society for Organization and Management, well-known and recognized in 

1 The theses of a well-known bestseller – a work by G. Hamel i B. Breen are the statements that: 
the last half of the century that provided radical, even revolutionary transformations in practi-
cally every fi eld of life, made us aware that the management of business and region somehow „is 
stuck in a time trap” (Hamel & Breen, 2008, p. 18). The authors are right in stating that the prac-
tice in management seems to develop at a „snail’s pace”. In addition, the revolutionary develop-
ment of management – the basic instruments of contemporary management, invented at the turn 
of the 20th century, seems to run out on their opportunities of further development. Those in-
struments, invented by our brilliant ancestors: F.W. Taylor, M. Weber, W.E. Deming, P. Drucker 
or even M. Porter, are contained in an organizational paradigm of management that assumed 
the perception and understanding of an organization as a system. As part of this paradigm, the 
invented methods, ways of management brilliantly met the criteria of effi cacy and effectiveness 
of people’s work in (i.e. systematically) understood organization. Source: G. Hamel, B. Breen, 
The Future of Management, Harvard Business School Press, 2008, Polish edition: Zarządzanie 
jutra, jakie jest Twoje miejsce w przyszłości, Red Horse sp. z o.o., Warszawa 2008.

2 Management innovations, so particularly important in the context of scale of innovation, in tech-
nology, are not only not-realised, but also skipped and unnoticed. Hamel and Breen state that 
for 57 000 articles about innovativeness that have appeared in the past seventy years as much as 
52 000 were related to technological and technical innovation, 3000 to product innovation, 600 
to business, strategy innovation and only 300 to management innovations. Source: G. Hamel, 
B. Breen, op.cit.
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Poland3. The participants of this important meeting, practicioners of management, 
commonly recognized that: the complexity of managing contemporary organiza-
tions justifi es:

a. The assessment of the situation of contemporary managers – as incompa-
rably far more diffi cult from the past experiences as well as 

b. the commonly acknowledged need for construction of qualitatively new, 
various from the previous ones, management instruments and methods.

The active observations of management practice, active participation in solv-
ing the issues of this practice in organizations as well as test results of authors4 
provide the basis for formulating the following thesis:

Observation 1. The breakthrough period in management is if the methods 
commonly used so far, principles and instruments in management, built on the 
commonly shared, ontological and epistemological models of perception and 
interpretation of organization (management paradigm), known among the prac-
ticioners of management, turn out to be insuffi cient for rational defi ning and solv-
ing of practical problems of the organization management. 

In view of the foregoing: which main problems of managing contemporary 
organizations shape this new situation of managers?

The problem of management is a condition, tension, discomfort, typical of 
the practicioners of management in organizations, in situations (acknowledged 
and common) in which managers are forced to act responsibly and reasonably, 
learn and value their behaviours as well as the behaviours of others. As it has 
been observed before, these situations and problems in management, generated 
by these situations, turn out to be qualitatively different from the problems in 
management present in the past. The ethical problems in management originate 
from discomfort which the entities experience towards the disharmony of their 

3 Towarzystwo Nauk Organizacji i Kierownictwa (TNOiK) was established in 1925 as the In-
stitute of Scientifi c Organization at the Museum of Industry and Agriculture in Warsaw. The 
organization is currently a non-profi t apolitical association, dealing mainly with dissemination 
of knowledge about professional management. In this respect, TNOiK conducts scientifi c, edu-
cational, advisory, publishing operations and also cooperates with many foreign organizations.

 A scientifi c conference entitled „Przełomy w zarządzaniu” was held on 4–5 April 2011 on the 
occasion of the 85th anniversary of TNOiK. The organizer of the meeting was TNOiK together 
with a Committee of Sciences of Organization and Management of the Polish Academy of Sci-
ence. Its primary scientifi c goal was to indicate the events in theory and practice of manage-
ment, both in Poland and around the world deserving to be called as breakthroughs. During 
the sessions, not only breakthrough phenomena were discussed, but also events constituting an 
important impulse for their occurrence. Source: www.tnoik.org.

4 Both authors actively participate in various research projects aiming at solving the actual prob-
lems observed in the practice of companies and regions. The chosen research projects include:

 − Intellectual capital management in regional pro-innovation networks, Research no. 2H02D 
03225, Polish Academy of Sciences, Warsaw 2006 – project manager: Jan Stachowicz.

 − Impact of national cultures on anti-corruption management and its reporting in contempo-
rary companies, Research no. N N115 211039 (own grant funded from the funds of the Ministry 
of Science and Higher Education), 2010–2012, Silesian University of Technology – project man-
ager: Agata Stachowicz-Stanusch.
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subjective systems of values and ethical standards as well as behaviors shaped on 
their bases in the organization with situational (often dominant over subjective 
values) standards and organizational behaviours. These organizational standards 
and behaviours often result from the values shared by dominant members in the 
network of entities to whom the organization is subordinated. 

Observations of management practice in contemporary companies, own re-
search of the authors, give grounds to formulate another thesis.

Observation 2. Problematic situations of managers of contemporary or-
ganizations are mainly shaped by social and ethical problems. These problems 
dominate over technical, economic, formal-legal problems and they defi ne the 
problematic situations of managers of contemporary organizations. These situa-
tions are, obviously, a consequence and effect of civilization progress and its com-
ponent factors that generally describe organizational progress. This civilization 
progress is defi ned by ontological and epistemological mental models of defi ning 
and understanding any organizations as well as patterns for construction of ra-
tional management instruments, namely the paradigm, popularized and acknowl-
edged by management practitioners. 

Among many common characteristics, qualitatively new, determining the 
new situation of managers of present organizations in an almost breakthrough 
manner, we emphasize fi ve dominant ones:

1) progressive globalization of fl ows of all resources, capitals and values 
as the factors constituting behaviours, organizational culture, knowledge 
of contemporary communities, contemporary organizations and entities 
in these organizations. Underdevelopment of local public institutions, 
regional and government institutions in relation to the power of the in-
struments driving global fl ows of fi nancial capitals, powers of dominant 
neoliberal ideas, forming instruments and the culture of management 
processes, including also the strength of English-American ideas, values 
and knowledge in this respect;

2) dominating role of the fl ow of fi nancial capital in global fl ow networks 
organizing, supporting and developing management processes5, social, 
cultural or political processes over the processes of entrepreneurship, 
naturally organized locally in companies, regions, national economies;

3) qualitative change of level and nature of risk in behaviors of managers in 
contemporary organizations towards a dramatically complicating com-

5 Global economy, over the last few years before the outbreak of the fi nancial crisis, was charac-
terized by the phenomenon of multiplication of the scale of fi nancial market in relation to the 
pace of GDP growth. In the period 1990–2007, the size of bank deposits increased from the level 
of 20 to 60 % of global GDP, the value of bonds from 25 to 80% , and the value of shares on 
stock exchanges from 15 to 70%. On the other hand, derivatives, i.e. those fi nancial assets whose 
income depends on the income earned from other assets (derivatives), increased ten times in the 
indicated period. Source: W.M. Orłowski, Przed nami dekada łez, „Biznes. Ludzie. Pieniądze. 
Gazeta Wyborcza”, Warszawa, 09.05.2011.
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plexity of these situations (so far unusual complexity of the technical, 
social, ecological environment) in which modern man and contemporary 
organizations function. The global and severe dimension of emergency 
of new type of risk is also worth emphasizing in this regard – social 
risk of unethical behaviours, people operating within the global network 
unknown to an individual, in which the individual is only one of many 
junctions;

4) disharmony and often a confl ict between global fl ows of knowledge, val-
ues to organization and organizational culture, cognitive processes and 
systems of values at local, regional, organizational levels6;

5) contradictions that bring disproportions and opportunities of infl uencing 
people in their behaviors and cognitive processes in organizations and 
fl ows of knowledge and information, whose scope, fl ow time is defi ned 
by contemporary technical measures of communication.

The defi ned distinguishing marks determine the acknowledged, common 
(almost global), new, qualitative – breakthrough – situation of managers in con-
temporary organizations. They shape the problems of managing contemporary 
organizations particularly sharp and important for practice.

To explain the aforementioned issues, key works of Manuel Castells, a cata-
lan sociologist, the famous author of a three-volume work should be distinguished 
(Castells, 1996, 2007; 1997, 2008; 1998, 2009). This trilogy is a key study for un-
derstanding the new phenomena, typical of contemporary, postindustrial society, 
that describe the development of contemporary organizations as well as new qual-
itative phenomena, dilemmas with which a modern man has to live and operate in 
an organization and in society. He has developed a particularly popular theory of 
formation of the network society, describing and explaining the formation of the 
organization network, network of cooperating individuals in these organizations 
as the strength establishing social and economic development. Presently, the glo-
bally becoming and developing „network society” (i.e. communities of given net-
work-related various organizations, local, regional communities) as the network 
of the information age, is characterized by, following Castells, two characteristics. 
The fi rst is organization of these communities with the power of new, sophis-
ticated informational relations (modern technologies of digital communication, 
etc.). The second characteristic is institutionalization and reproduction between 
the becoming contemporary network communities. A network consisting of cent-
ers (operating, cooperating and evaluating units, organizations and local, regional 
communities), connected by relations communicating information transmission, 
social relations and different relations, institutionalizing and organizing power 

6 Further, what happened according to Orłowski was „a clash of the American culture of life on 
credit with the amazing thriftiness of Chinese and Japanese people, criminal light-heartedness of 
the American banks chasing fast profi t, lack of relevant regulations on the market of derivatives, 
fi nally human errors (including of course the errors of economic politicians)”. Source: W.M. 
Orłowski, Przed nami…, op.cit.
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fl ows; a network, which is important and interesting, developed across formal, 
organizational, economic confi gurations, previously organizing, administrating, 
managing contemporary societies.

We would also add a third feature of a contemporary network society, to 
those distinguished earlier by Castells. Individuals, people, members of contem-
porary network societies commonly realize that they function, learn and evaluate 
in the network in the situation of contradictions: on the one hand, these indi-
viduals operate as junctions treated as objects in various networks, to the fl ows 
of which man is subordinate, on the other hand, however, the individuals operate 
as entities forming the network, and managing in the network (selecting partners, 
forming strategies and games in relations with partners).

Castells, as well as the other researchers elaborating on his thought (like e.g. 
Barney, 2008), states that becoming and developing of contemporary network 
societies takes place in the fi elds of many discrepancies and confl icts that are 
a consequence of differences of weight, time and importance of different fl ow 
types (capital, ideas, values, power) in the space organized by networks. Two such 
contradictions should be distinguished in our opinion. The fi rst one is domination 
of the fl ow of fi nancial capital in the global network of fl ows of ideas, values and 
power. Another one is a confl ict between global, almost real-time, fl ow of capital 
and local placement (in a given organization, specifi ed local community) of hu-
man action, learning and evaluation (this kind of unresolved tensions between 
globalizing IT-communication technology and identity results in a condition of 
alienation described by Castells as a confl ict between „network and ego”. 

These contradictions manifest themselves by different problems of political, 
economic, social, nature, and at the level of organization and region with the prob-
lems of management. As it has already been pointed out, these are mainly social 
and ethical problems.

Examples of management problems as result of contradictions in proc-
esses of forming contemporary network society 

A. John C. Bogle, in his famous book Enough. True Measures of Money, 
Business, and Life (2009), extremely clearly and aptly exposes the mech-
anisms that led to the Wall Street crisis. One of the described examples 
constitutes the mechanisms of unfair behaviors of institution managers 
as well as fi nancial advisors in the chain (network) created on the basis 
of debt scripts, protected with mortgage credits, in the chain, at the end 
of which the borrower was harmed anyway. In relations between these 
„greedy managers” of fi nancial institutions and their clients there „spe-
cifi c fi nancial innovations”, intentionally built with complex ways – dif-
fi cult to understand by clients were excessively used. These innovations 
are the so-called derivatives (instruments, whose value derives from 
other fi nancial instruments), whose value is assessed in contemporary, 
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global fl ows of capital at the level ten times higher than the value of GDP 
of the entire world7.

B. The particularly severe problems of management, which the contemporary 
managers of companies battle, are the problems that are a consequence 
of dominance of the idea, concepts of neoliberal model of constructing 
economic relations. These problems are especially disclosed in the proc-
esses of economy transformation of the former socialist regime coun-
tries. Their scope is described by researchers, to mention the works of 
Grzegorz W. Kołodko (2008, 2010).

C. Francis Fukuyama, a well known researcher8, raises the issue of prob-
lems of ruling and management resulting from omnipotence and ignor-
ing the institution of state in the networks constituting and determining 
the economy and industry of the contemporary world. Although the 
teams working in the networks of experts and decision-makers of the 
G22 states, for example, raise the issues of local economies, companies, 
but are not the tools that they create mainly used for dominance and prof-
its from global fl ows of fi nancial capitals?

D. Big world corporate businesses are also the network instruments that are 
used for dominance of fl ow of capitals and their strategies, directed with 
operational building of their value by maximization of the market values 
of shares. It forces those, so characteristic, unethical behaviors of these 
organizations. Many descriptions of such socially inaproppriate behav-
iours, damaging local capitals and resources, unethical behaviours in re-
lation to employees of the branches organized in a network, are provided 
by the current observation of functioning of these corporate businesses. 
Many glaring corruption behaviours of managers of great corporate busi-
nesses, attracting (supposedly) new technologies and investments to their 
economies and local communities, that affect us, inhabitants of regions, 
are exposed by Joel Bakan (2006) Many of them were described also in 
the book by A. Stachowicz-Stanusch (2010). The important problems for 
management and combating pathological behaviours of large corporate 
businesses are searching for the model of contemporary states and the 
model of ruling, strong enough to counteract the forces of corporate busi-
nesses9.

E. Castells, quoted many times here, emphasizes the phenomenon of unjust 
capital and knowledge fl ows for forming of contemporary local, regional 
societies as well as contemporary organizations. Many, as it can be dis-

7 Interest swaps and swaps for delay in repayment of credits constitute the trade object. These 
derivatives are employed to take over risk, increase risk and (paradoxically) protect against 
risk. Trade turnover are derivatives, incomparably high in relation to other instruments, whose 
derivative is their value. Source: J.C. Bogle, Enough…, op.cit., p. 81.

8 See: interview for „Foreign Affairs” from 2011. 
9 See: proposals in this respect by Kołodko (2008, 2010), Bakan (2006).
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covered, for example, in the works of Cooke (Cooke et al., 2006) or 
Capellini (2006), new innovative knowledge and capitals are attracted 
by regions with high potential of innovation, the so-called innovative 
milieu. Those managing regional policy of the so-called backward re-
gions fi nd out about that, in spite of the successes of the EU policy of 
consistency.

F. The networks forming communities of companies, organizations, 
regions are networks, whose centres are operating, learning and 
evaluating entities, whose actions are bound by social relations, com-
munication relations, organizational relations. As it has been already 
marked, each activity of an individual takes place in the fi eld of impact 
of knowledge and values. There is no operating without knowledge 
about the target, methods of this action as well as method of use and 
obtaining resources, namely not operating without knowledge. There 
is no operating without the individual leaning on the basis of its value 
as the knowledge answering the question: why do they defi ne goals 
for themselves, apply specifi c methods of action, etc. A functioning, 
learning and evaluating individual is a center of a formal network (or-
ganizational structure), but is also a center of transverse networks with 
prevalence of the networks of fast fl ow of knowledge and information. 
This individual is under pressure from many contradictory fl ows and is 
forced to rest its actions and cognition on what constitutes the worth of 
the individual as an entity, human being, i.e. on the bases of ethical val-
ues, constituting the moral intelligence of each person. A contemporary 
man, member of teams – networks of cooperating employees – follow-
ing its own social intelligence, constructs the networks of cooperation 
in groups, the networks based on building trust. These tendencies are 
the cause of popularization and development of the network of col-
laboration between organizations, example of what may be industrial, 
creative, research and other clusters. Very signifi cant problems of the 
members of a contemporary organization are the problems related to 
organizing and developing clusters to support innovative development 
of economic regions. 

G. An individual operating in an organization is a learning individual 
(gaining knowledge and information necessary for operation – gaining 
and developing cognitive knowledge – but also constructing its sub-
jective knowledge, using own experience, tacit knowledge, unwound 
in social contacts, in language relationships with people cooperating 
in a group – i.e. the so-called autopoietic knowledge. Creation of au-
topoietic knowledge takes place in the methods of managing networks, 
encumbered with contradictions. The learning entity, constructing its 
autopoietic knowledge, selects partners in the network, but is also se-
lected by others in the network. This results in many problems result-
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ing from the complexity of knowledge and innovations management in 
contemporary companies.

Corruption problems as well as methods of combating these 
phenomena in view of processes of forming network society 
and networks of contemporary organizations 

Discomfort of problematic situations of contemporary managers, as has pre-
viously been stated, substantially shapes social and ethical management problems. 
As it has already been emphasized, the instruments of shaping a contemporary 
network society, phenomena of global dominance of capital fl ows over the real 
economy as well as contradictions in shaping the attitudes and behaviours of the 
organization members cause qualitatively new, ethical problems in management. 
Among those problems, a crucial role is played by the problems, whose causes are 
corruption behaviours of organization members, participants of social networks. 
The co-author of this article had the possibility, within the group created for the 
purposes of research on corruption – community of scientists, to analyze the ex-
tremely current, important and common problem of corruption from multi-level 
and multicultural perspective. The result of the works is a book entitled: Organi-
zational Immunity to Corruption: Building Theoretical and Research Foundations 
(Stachowicz-Stanusch, 2010), which analyzes in detail the understanding of cor-
ruption, ways of building and strengthening resistance of the organization to this 
harmful phenomenon as well as indicates numerous case studies and good prac-
tices of counteracting corruption behaviours. This work gathers different methods 
of defi ning corruption, which allows to identify a wide range of causes of such 
phenomenon, the actors participating in it as part of the network and corruption 
conditions. The selected examples of corruption defi nition, presented in table 1, 
very well determine and defi ne the contemporary examples and forms of this phe-
nomenon. 

Table 1. Defi nitions of corruption
No. Defi nition Author

1. – „the abuse of public offi ce for private gain”
– „(…) the illegal use of power for personal gain”

Bardhan (1997); World 
Bank (2007a: 68); 
Zimring i Johnson 
(2005: 796)

2.
– Corruption is associated with unethical behavior, antisocial 

behavior, dysfunctional deviance, organizational misbehavior 
and counterproductive work behavior.

Ashforth et al. (2008)

3. – „Corruption implies a willful perversion of order, ideals, and 
perhaps most importantly, trust”.

Ashforth et al. (2008: 
671)
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4.

– „Corruption is any attempt, whether successful or not, to 
persuade someone in a position of responsibility to make 
a decision or recommendation on any grounds other than the 
intrinsic merits of the case with a view to the advantage or 
advancement of him – or herself or another person or group 
to which he or she is linked through personal commitment, 
obligation, or employment, or individual, professional, or 
group loyalty”.

Cragg (1998: 651)

5.

– „(…) corruption can be defi ned as that type of strategic action 
in which two or more actors undertake an exchange relation 
by way of a successful transfer of steering media (money or 
power) which sidesteps the legally prescribed procedure to 
regulate the relation”.

Defl em (1995: 248)

6.

– „Corruption is commonly defi ned as behavior that deviates 
from formal duties because of private gains. Hence, the very 
defi nition of corruption would suggest that corrupt acts are 
deviations from implicit or explicit behavioral norms (with or 
without legal and ethical connotations)”.

Mishra (2006: 349)

7.
– „the illicit use of offi ce for private gain contrary to the 

established and accepted law, regulations or rules for holding 
that offi ce”.

McKoy (2009)

8. – „(…) a ‘marked’ departure from the standards expected of an 
individual in the accused’s position of public trust”. R. v Boulanger (2006)

9. – the use of money or gifts to get certain kinds of benefi ts and 
advantages Rendtorff (2009)

10.
– „controversial, illegal and unethical because it is an act that 

goes against or challenges established and well-defi ned 
conceptions and laws of justice”.

Rendtorff (2009)

11. – as a process of breaking (from different reasons) the 
established rules Drugus (2009)

12.
– the misuse of public offi ce for private gain and the abuse of 

entrusted power. Corruption is a behavior which deviates from 
the formal duties of a public role.

Vargas-Hernandez 
(2009)

13. – an impairment of integrity and moral principle Merriam Webster 
Dictionary

14. – The term originated from the Latin „corruptio”, which means 
physical or moral ruin. Höffl ing (2002)

15.

– „the pursuit of individual interests by one or more 
organizational actors through the intentional misdirection 
of organizational resources or perversion of organizational 
routines”.

Lange (2008: 710)

16.

– Black’s Law Dictionary defi nes „corrupt” as spoiled; tainted; 
vitiated; depraved; debased; morally degenerate. As used as 
a verb, to change one’s morals and principles from good to 
bad. 

Black (1979)

17.

– „an act done with an intent to give some advantage 
inconsistent with offi cial duty and the rights of others. The 
act of an offi cial or fi duciary person who unlawfully and 
wrongfully uses his station or character to procure some 
benefi t for himself or for another person, contrary to duty and 
the rights of others”.

Black (1979)
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18. –  „misuse of an organizational (or subunit) gain, where misuse 
in turn refers to departures from accepted societal norms”.

Anand, Ashforth i Joshi 
(2004: 40)

19. – „departure from accepted societal norms” Anand, Ashforth i Joshi 
(2004: 40)

20.
– „corruption can be considered as a failure of moral regard 

for the public interest or the commonwealth in favour of 
illegitimate personal interest”. 

Windsor (2004: 141)

21. –  „destruction of integrity in the discharge of duties by bribery 
or favour” Granovetter (2007)

22.

–  „Corruption involves behaviour on the part of offi cials in 
the public and private sectors, in which they improperly and 
unlawfully enrich themselves and/or those close to them, or 
induce others to do so, by misusing the position in which they 
are placed”.

Asian Development 
Bank

Source: A. Stachowicz-Stanusch (ed.), Organizational Immunity to Corruption: Building Theoreti-
cal and Research Foundations, Information Age Publishing, USA 2010.

The result of the research is also a specifi cation of various methods of pre-
venting and fi ghting the phenomenon of corruption. This diversity is shown on 
selected examples in table 2.

Table 2. Ways and methods of fi ght against and prevention from corruption
No. Methods of fi ght against and prevention from corruption

1.
formal systems designed to prevent unethical and illegal behavior – systems including 
senior executive oversight, codes of conduct, communication and training programs, 
anonymous reporting systems and clear disciplinary measures for misconduct (…)

2. corrupt or unethical behavior in an organization can be reduced or eliminated by cultural 
change within organizations that involves both formal and informal elements

3. corruption „is best handled through prevention” (Ashworth & Anand, 2003: 39) and 
identity is perceived as an important factor in preventing corruption 

4.
an organization can build effective immunity to corruption through developing and consequently 
managing positive corporate and organizational identity, which creates the moral frame for legal 
and ethical behavior of the organizational members and of the organization itself

5. behavioral models, case studies, critical analysis, and skill sets such as Socratic thinking 
can illuminate the issues of corruption

6. corruption can be mitigated by extensive ethical education of business people and, more 
broadly people in all professions

7.

(...) The anticorruption project must (...) include initiatives to improve public sector ethics, 
schemes to engender a robust culture of institutional governance, as well as legislative 
provisions to counter corruption. Directors and managers of public sector agencies should 
apply the highest standards of governance in their discharge of the public trust.

8.

(...) Various international initiatives to fi ght corruption and the implementation of 
measures introduced at the national level:
The OECD Convention on Combating Bribery of Foreign Public Offi cials in International 
Business Transactions (OECD Convention) (…) It establishes legally binding standards 
to criminalise bribery of foreign public offi cials in international business transactions and 
provides for a host of related measures that make this effective. 
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8.

The United Nations Convention against Corruption (UN Convention) (..) (It’s) role is 
to provide States with practical assistance and build the technical capacity needed to 
implement the Convention, (...) development of anti-corruption policies and institutions, 
including preventive anti-corruption frameworks (UNODC and Corruption). The UN 
Convention covers the following four main areas: (1) prevention, (2) criminalization, (3) 
international cooperation, and (4) asset recovery. 
(...)
Prevention
(...) a broad range of measures designed for preventive action at the national level or 
aimed at strengthening cooperation among countries in the area of prevention with mea-
sures directed at both the public and private sectors (...), develop and implement or main-
tain effective, coordinated anti-corruption policies (...), establish and promote effective 
practices aimed at the prevention of corruption (...), establish anti-corruption bodies 
enhanced transparency in the fi nancing of election campaigns and political parties (...).
States must endeavour to ensure that their public services are subject to safeguards that 
promote effi ciency, transparency and recruitment based on merit, (...) transparency and 
accountability in matters of public fi nance, (...)
specifi c requirements are established for judiciary
public procurement (...).
Preventing public corruption also requires an effort from all members of society at large. 
(...)
Criminalization 
The Convention requires countries to establish criminal and other offences to cover a wide 
range of acts of corruption, if they are not already crimes under domestic law. 
(...)
International Co-operation 
The parties to the Convention are to cooperate with one another in every aspect of the 
fi ght against corruption, including prevention, investigation, and the prosecution of 
offenders. The Convention also provides for specifi c forms of mutual legal assistance in 
gathering and transferring evidence for use in court and for extradition. The parties to the 
Convention are to undertake measures which will support the tracing, freezing, seizure 
and confi scation of the proceeds of corruption
(...)
Asset Recovery
 It has been viewed as a major breakthrough that the Convention addresses the issue of 
asset recovery (UN 2004), which is stated explicitly as ‘a fundamental principle of the 
Convention’(Art. 51). 
(...)
UN Global Compact 
(...) An initiative begun by the United Nations that serves as a policy platform and 
a practical framework for companies which are committed to sustainability and 
responsible business practices. (Its) tenth principle states:
„Businesses should work against corruption in all its forms, including extortion and 
bribery”.
The UN has advised the participating corporations of the Global Compact to take the 
following steps in regard to fi ghting corruption.
1.  To introduce anti-corruption policies and programmes within their organizations and 

their business operations.
2.  To report on their work against corruption in the annual Communication on Progress.
3.  To share experiences and best practices through the submission of examples and case stories.
4.  To collaborate with their industry peers to jointly fi nd solutions to fi ght corruption 

through sectoral initiatives. 
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5.  To collaborate with Transparency International and the International Chamber of 
Commerce as main provider of tools in the fi ght against corruption.

6.  To engage in collective efforts with all stakeholder.
7.  To lobby for the ratifi cation and implementation of the UN Convention against 

Corruption in as many countries as possible.
9. Civil society is asked to be more active in the battle against corruption.

10. There are (...) some opinions that corruption may be better fi ght without penalties and 
violence.

11.

Most efforts to combat fraud and abuse have relied on a punitive-deterrent approach, 
assuming that higher penalties and stricter enforcement will both punish present offenders 
and deter potential ones. Social science perspectives, particularly that of systems theory, 
suggest that a more effective approach is prevention grounded in an understanding of the 
constituencies involved.

12. Combating administrative corruption has been approached by reforming public 
administration and public fi nance management.

13.

Financial Intelligence Units („FIUs”).  
The role of a FIU is to provide leadership in combating money laundering in its home 
country and to both receive and disseminate information intra-country and inter-country 
through the appropriate channels (Egmont Group, 2008). (...) Its role in the disclosure of 
fi nancial information.

14.

Financial Action Task Force (FATF) 
An independent policy-making intergovernmental body whose charge is „the development 
and promotion of national and international policies to combat money laundering and 
terrorist fi nancing” (FATF Home, n.d.).

15.

(...) Organizations, to manage behavior, must establish ethical premises forcing 
individual decisions to be directed by organizational social norms and morality to refl ect 
organizational norm (Boling , 1978). Beyond organizational premises and norms individual 
actions should be directed by voluntary trust in individual economic transactions as 
conducted by organization (Hosmer , 1995). 

16.

Coleman  and Fladmoe-Lindquist  (2008) suggested that by applying hypernorms, 
integrated social contracts, and pursuing a global rather than multi-domestic strategy 
in their operations, MNEs can effectively take a universal position in respect to what 
establishes ethics and hence enforce the norms that prevents corruption.

17.
Through guidance material, international conferences and numerous stories and examples of 
participants and stakeholders implementing the 10th principle the GC offi ce has been instru-
mental for making “a business case for anti-corruption” (UN Global Compact et al., 2008). 

18.

The Global Integrity Report (GIR) is another important tool for understanding governance 
and anti-corruption mechanisms at the national level. Its methodology is based on report 
cards prepared by local researchers and journalists accompanied a robust peer-review and 
transparency process throughout.

19.
The World Bank (WB) and the European Bank for Reconstruction and Development 
(EBRD) Initiatives have also been active in the elaboration of effective instruments that 
aim to tackle corruption. 

20.

(...) A guidance document on Anti-Corruption Reporting. The tool includes indicators 
drown from other instruments and initiatives from other organizations such as PACI, 
FTSE4Good, Transparency International, the Global Reporting Initiative and the 
International Corporate Governance Network (Anti-Corruption Reporting, 2009).

21.

Prevention of corruption practices needs a cultural change from ambiguity to transparency. 
Real-life scenario training tools like RESIST (...) could be instrumental for providing 
a practical guidance for practitioners on how to respond to an inappropriate demand by 
a client, business partner or public authority (RESIST, 2009). 
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22.

Standards and Codes of Conduct setting must be suitably crafted and enforced. Rigorous 
Codes of Conduct that delineates employees’ rights and responsibilities, and internal audit 
that conducts independent and objective appraisals of major business operations are nec-
essary to put the fi rms on the right track to combat corruption (Asian Development Bank, 
2000). Below are some further propositions on preventing organizational corruption:
– Establish organizational democracy. Power concentrated at fewer individuals could 

hinder resistance against the acts of wrongdoing.
– Set up monitoring mechanism to monitor and enforce organizational policies passed.
Reward and penalize suitably the outcomes associated with corruption.

23.

(...) As part of their codes of conduct, companies can engage in practical steps to fi ght 
corruption, including (...)
– Drafting anti-corruption principles within the ethical code of conduct that can be 

applied in all countries in which a company operates.
– Encouraging departments to promote the application of anti-corruption policies with 

their suppliers in order to maintain the image and integrity of both parties.
– Prohibiting employees to make political contributions for the company, or use the 

company’s name, funds, property or equipment for the support of political parties.
– Explicitly stating that employees are not allowed to accept gifts, gratuities or 

‘kickbacks’ – also identifi ed as the return of a percentage of a sum of money already 
received, typically as a result of pressure, coercion, or a secret agreement – that are 
usually offered in an attempt to win contracts or infl uence decision outcomes.

– Making explicit that personal infl uence must not play a role in securing business for 
the company, where friends and family have an interest.

– Putting in place audit committees that allow employees on one hand to raise concerns 
about accounting and auditing matters and on the other to enable them to fl ag unethical 
behavior such as bribery or corruption.

– Running ethical training programs in order to create awareness among employees and 
immerse them in the values of the company and the guidelines of its code of conduct 
and help convince them to resist any temptation and crack down on corruption.

– Creating a series of case study situations or simulations where employees are faced 
with bribery and corruption challenges and encouraging discussions and comments that 
would help them understand the issues faced in the real world.

Linking performance management to ethical behavior and adherence to explicitly 
promulgated ethical principles. Using performance appraisal as an opportunity to 
discipline those who engage in offshore business illegalities.

24.

(...) Exemplary spiritual leadership based on values, ethical conduct, idealized infl uence, 
individualized consideration and transcendental goal could form part of development of 
leaders in the corporate world as the corporate world needs ethical leaders more than ever 
before to prevent corruption and promote integrity.

25.

A consistent system of incentives that is consequently used in daily business and aligned 
with expectations about the range of appropriate behavior is important (Pies  & Sass , 
2006). In addition, corporate culture may act as powerful organizational i.e. social control 
and help to fi ght and prevent corruption (Sackmann , 2002).

26.

(...) Appropriate selection and socialization processes of employees can change and 
develop a corporate culture that minimizes or prevents corruption. This implicates 
selecting employees whose personal values do not approve of corruption and who are 
unlikely to engage in corrupt behavior.
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27.

In order to avoid corruption in an organization, it is important that the declaired values, 
guidelines and basic beliefs are actually lived and observable in daily work behavior. 
Standards, guidelines, and corporate principles should discourage corruption (Muche , 
2008).

28.
(...) The monitoring of corporate performance by stakeholders is an important factor 
that increases the likelihood corporations will behave in anticorruption ways (Campbell , 
2007).

29.

Like any problem-solving exercise, one of the fi rst step to resolve any issue (after its 
identifi cation) is to educate and train the people who in this instance are mostly likely to 
succumb to the corruption practices and / or will be delegated to identify, and as required, 
punish the personnel caught in corrupt act. There is thus a need to have a combination of 
corrective and preventative guidelines, including the need to have a clear code of ethics 
and ethics training to reduce incidents of corruption within the private sector (see for 
example Argandona, 2003).

30.

Five main areas should be covered as part of the anticorruption program (Eigen , 1996: 
162; see also Heilbrunn , 1999):
– a clear and demonstrated commitment on the part of political leaders to the eradication 

of corruption, from whatever source,
– the adoption of comprehensive anticorruption legislation and its enforcement by 

a strong and independent agency of manifest integrity,
– the identifi cation of the areas of governmental activity most prone to corruption, and 

a review of relevant procedures,
– a comprehensive review to ensure that salaries of civil servants and political leaders are 

commensurate with the responsibilities of their posts and are as comparable as possible 
with salaries in the private sector, and

– a review of legal procedures and remedies to ensure that they constitute an effective 
deterrent (for example, contracts induced by corruption should be rendered null and void). 

31.

In order to fi ght against corruption in China or any other transitional economy, three 
conditions are required: to establish a well-defi ned and enforced property rights system; to 
fi rst establish local government’s economic authority of regulation; to gradually withdraw 
government intervention and thus to helping gradually develop a free and effi cient market.

Source: A. Stachowicz-Stanusch (ed.), Organizational Immunity to Corruption: Building Theoreti-
cal and Research Foundations, Information Age Publishing, USA 2010.

Among many metaphors describing corruption, medical comparisons seem 
to be extremely accurate. Corruption may be compared to a virus or a bacteria 
that is resistant to various drugs, appears in non-standard places and assumes dif-
ferent forms and additionally spreads very quickly as part of network relations. 
Similarly, comparison of corruption to cancer originated from the fact that, like 
cancer, it assumes various forms and often leads to destruction of the whole organ-
ism in which it fully developed (metastases). It can, however, be overcome, which 
requires considering the network nature of this phenomenon. However, it is easier 
and more effective to prevent it.

These reasons provide many arguments for looking for the instruments of com-
bating the phenomenon of corruption in contemporary organizations in purposeful 
combining the methods justifi ed for two various (dual) forms of models of perception 
and interpretation of organization, perception and understanding of knowledge, also 
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the role and place of the entity within an organization. A articularly valuable methodo-
logical guideline for search for effective solutions is the analysis of such unethical be-
haviours of people in the fi eld of infl uence on these behaviours, knowledge and their 
systems of social values and standards; in the fi eld, which is in the relations of impacts 
of infl uences of global networks of capital, knowledge and value fl ows.

Towards new paradigm in management
A qualitatively particularly diffi cult, especially complex, situation of the 

managers of contemporary organizations, is a result of two typical features of 
contemporary organizations, increasingly realised and shared. Namely, the fi rst 
characteristic is acknowledgment of the fact that organization (company, public 
organization) is a particularly complex system (social system)10. 

On the other hand, the dynamics of organization is a result of popularization 
of the theory of social system subjectivity – a contemporary theory, which develops 
from postmodernist theoretical streams in sociology and is based on the works of 
P. Sztompka (2002) or A. Giddens (2003). It recognises that the social system, in-
cluding organization or region, constitutes a certain process – a continuous sequence 
of changes that are a resultant of subjective activities of individuals. This dynamics, 
variability, has its sources inside the organization, inside the community, which, 
as Luhmann states, gives these communities, organizations the character of self-
fulfi llment, autopoieticity. According to Luhmann, social systems are characterized 
by the characteristics of self-referring, self-organization. He claims, also, that this 
factor of autopoieticity in social processes is their particular characteristic: refl ex-
ivity. Refl exivity means application of a certain process to itself. This author also 
maintains that since social processes are based on communication processes that are 
at the same time their medium, achieving refl exivity of social systems requires com-
munication, whose object will be nothing else but communication. 

G. von Krogh, K. Slocum and J. Roos (1994)11, the creators of the so-called 
corporate epistemology claim that autopoieticity of social systems, namely their self-
organization is determined by the processes of self-organization and self-performance 
of organizational knowledge in social systems. And further, these authors carry these 

10 L. Biggiero (1998), C. Mesjasz (2004) distinguish three types of complexity of an organization 
as a social system: logic, epistemologic and calculation. Logic complexity is a result of the fact 
that the system observer always affects the system in the course of its analysis and defi ning. 
Epistemologic complexity, on the other hand, results from the unlimited number of possible 
meanings that the observer may identify in his own behaviour and environment. The calculation 
complexity means that after exceeding a certain level of requirements of calculation abilities, the 
problem, phenomenon become unpredictable.

11 G. von Krogh, K. Slocum, J. Roos, An Essay on Corporate Epistemology, „Strategic Manage-
ment Journal”, Vol. 15, 1994, quot. after: A. Mazur, M. Jaksa, Wiedza w perspektywie autopoje-
tycznej, (in:) J. Lewandowski (ed.), Zeszyty Naukowe: Seria Organizacja i Zarządzanie, Vol. 39, 
Politechnika Łódzka, Łódź 2004.
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reports from postmodernist (using the defi nition by Mary Jo Hatch (2002)) organiza-
tion theories to their practical use for construction of management instruments.

In the context of the aforementioned examples, problems in management, 
a thought should be given whether one can describe, or generally can the problems 
be solved, whose source are attitudes and values of managers (e.g. global managers 
of large fi nancial institutions) to behaviours of specifi c members of organizations, 
treating these organizations and fi nancial institutions as systems operating inde-
pendently, taking no account of small-scale dynamics of changes. That is, changes 
of behaviours of specifi c units in the fi eld of confl icting, dominant infl uences of 
knowledge, values. Can one (the practice indicates that it is not possible) construct 
the strategies of development of the company, region, still as strategy – knowl-
edge acquired on competitors, customers and own equities as well as resources, 
and not as strategy – knowledge, emerging as defi ned by Mintzberg. Strategy as 
an effect, resultant of actions of knowledge and values, creating over the time 
of functioning and development of organization? Can we solve the problems of 
contemporary organizations further, taking into consideration as basis for opera-
tion only knowledge (cognitive – intentionally ordered set of information) without 
conscious use of autopoietic knowledge, created always in an organization (the 
knowledge subjectively related to behaviours of the unit, built on experiences and 
built in social relations with others)? Can we take further actions in an organiza-
tion, knowingly using innovative, created knowledge, without making reference 
to own basic moral values, constituting the basis of building trust in a group, 
organization, etc.? More and more often the practice answers negatively to these 
questions. Therefore, the practitioners of management more and more clearly re-
alise a thesis : on the emergence of a new paradigm in management. A paradigm, 
whose ontological, epistemological assumptions of interpretation and perception 
of organization build mental patterns of contemporary managers, for construction 
and use of innovative management instruments.

Observation 3. The practitioners of management are facing particular dif-
fi culties in defi ning problems of management in contemporary organizations. 
Defi ning and solving these problems rationally, assuming only, the modernist per-
spective, so far commonly shared and recognized – modernist, based on percep-
tion and description of an organization as systems – open systems as well as on 
acute assumption and conviction of existence of objective organizational reality. 

This belief acknowledges that each perspective is only another point of view 
of the same thing; the organization is an objective being, whose structure organizes 
specifi c behaviours of the system, but the behaviours are also a result of this struc-
ture. M.J. Hatch, quoted earlier, assumes, for example, that an organization is a com-
mon, objective product of technology, social structure, culture, which may be and is 
perceived from different perspectives. As it was observed before, the most dominant 
for perceiving, defi ning the situation of contemporary managers, is perspective of 
perception and interpretation of organization mainly as a social system.
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The more and more common and shared perspective of understanding con-
temporary organizations is the perspective of understanding an organization as 
a process, whose different states are effects, interconnected in the networks con-
stituting organizations, activities12. 

Organizations as social systems are processes of events, systems of activities 
(Luhmann, 2002). These systems are constituted in a complex environment, creating 
their own boundaries through their own actions, as the results of behaviours of the 
organization members and knowledge as well as systems of values. Luhmann writes 
– which already is a certain reference to postmodernist organization theories – that 
social systems form their specifi c environment and each system has, in a way, its own 
environment. The systems of activities create actions, as mentioned, combined with 
relations of networks, with addition that the individuals implementing them occur in 
the system only by means of their specifi c actions. Actions of people, organization 
members, as has been said, is the effect of their activity – behaviours, knowledge (in-
cluding organizational standards) of objectives, methods of those actions and values, 
i.e. knowledge of the criteria of activity and method objective selection (including 
ethical) as well as (accumulated) fi nancial, material and other capitals necessary for 
activities. Actions of particular individuals, establishing specifi c purposeful projects, 
are centers of networks, activities – networks created and developed for these projects. 
The relationships binding particular bonds are public, organizational as well as cogni-
tive – communication relations. Each centre of networks, constituting, forming an or-
ganization is also supplied from the outside with capital, knowledge and value fl ows. 
As it has already been mentioned, domination of bonds of social relations over organi-
zational and cognitive ones becomes evident in contemporary organizations as well as 
in the external networks supplying internal centres of networks building organizations 
– domination of cognitive and organizational relations over social relations. These 
disharmonies of importance and role of relations in the networks, also including dis-
proportions of times of information fl ow on behaviors of managers, decision-makers 
in network centres of „organization environment” as well as disharmonies, often even 
confl icts, of standards of behaviours and systems of values of managers in dominant 
over divided, in local organizations, in regional organizations, social, organizational 
standards, as well as values of decision-makers, managers of these organizations shape 
new, diffi cult and complex management problems.

Action of the individual always takes place in the fi eld (activity – behaviour 
– knowledge – values). Knowledge13 which an individual uses and creates during 

12 At this point, we would like to refer to the presently dominant theory of subjectivity, explaining 
the phenomena of „becoming” of contemporary communities, including organization communi-
ties. This theory, following P. Sztompka, the community understands as continuous sequence of 
changes, which come from endogenous (intraorganizational) sources, perceived and understood 
as actions of members of companies, communities, since basic performance of entities and so-
cial gatherings is considered as the fi nal motor of changes in social processes, refl ected in ac-
tions; all activities take place in the context of the existing structures that are in turn a result of 
those actions. Source: P. Sztompka, Socjologia…, op.cit., p. 529.

13 Macmurray, a well recognized researcher of knowledge, in his works unconditionally binds 
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operations, adopts the form, not only of cognitive knowledge, but also autopoietic 
knowledge. At the same time, the organizational knowledge – knowledge shared by 
the members of an organization – also assumes these two forms: cognitve knowledge 
(abstractly oriented on problem-solving, knowledge as information processed inten-
tionally) and autopoietic knowledge, (subjective, understood as the process of its crea-
tion by the unit, where particular attention is attributed to hidden knowledge – tacit 
knowledge – which the entity acquires through previous experience as well as verbal 
communication and in social relationships with other people in the network).

G. von Krogh, K. Slocum, J. Roos (2004), the authors of the so-called corpo-
rate epistemology, describe the organizational knowledge, i.e. commonly shared in 
an organization, the knowledge created and unwound therein, also as a autopoietic 
system. We believe that in this particular profi le of the organizational knowledge one 
can fi nd important premises for structural changes of an organization as the system 
of behaviours – innovative changes. The authors formulate two basic conditions of 
maintaining autopoieticity of knowledge in organizations, i.e. availability of relations 
of knowledge as well as processes of self-referring, namely refl exivity. According to 
them, processes of self-referring deliver criteria, which belongs to the organizational 
knowledge, what should be combined further and what should be rejected.

We are the witnesses and participants of moving the assumptions of subjec-
tive place and role of man – member of an organization, in the direction, and let 
us believe, a more and more dominant role and place of people in contemporary 
organizations as the entities taking up activity – learning and becoming familiar-
ized with their environment and the environment of their organizations – on hu-
man attitudes shaped in value hierarchies, where the managed values form actual 
bases for choices, activities and organizational behaviours.

The reasons for this movement in management paradigm are:
− solidifi cation of subjective recognition and treatment of an organization 

member as an entity – human being;
− effects and results of perception and the need to understand contempo-

rary organizations as social networks;
− requirements of developing organizations as social networks, where gen-

erating organizational knowledge requires searching for and consolidation 
of social bonds based on trust, cooperation, common sharing knowledge;

− domination of social and ethical problems in management as well as rul-
ing- public management – forcing domination of a new type of state, 
organizing common (in social networks) solving of these problems.

operation with the knowledge necessary and indispensable for its implementation, He claims 
that: „thinking begins no sooner than when operation fails”. There is no way to split intellectual 
activity, as spontaneous feature of man’s ego, from action, from the material world. This very 
author proposed to change the famous sentence of Descartes to „Ago ergo sum”. Quot. after: 
A. Jashapara, Zarządzanie wiedzą, PWE, Warszawa 2006.



456 

Table 3. Process of organizational paradigm move with regard to: role and place of 
human being in contemporary organizations
Man (individual) in an organization, as in 
a social system, is subjected to impacts of 
institutions – impacts of formal structure 
of power. It is an object „imprisoned” in 
the structure of organizational relations, 
dominant over infl uences of cognitive as 
well as social relations.
Institutions as formal and informal princi-
ples of functioning, organizational stand-
ards, shaping attitudes and behaviours of 
people – organization members; build and 
develop institutional environment – organ-
ization culture in which the rationalism of 
the entity choice of actions is substantially 
conditioned by and forced by the values 
preferred for the environment – competi-
tive understanding of an organization as 
a system existing and developing in a com-
plex as well as unfriendly environment.

Man, participant of organization, individual in an or-
ganization, as continuously, intentionally „construct-
ed” social network – organization typical of specifi c 
potential of self-organization (autopoieticity) of the 
process structure, building organizational knowledge: 
organization perceived and understood as a process 
„creating” and „happening” – is also an active partici-
pant, creator of this social network as well as a con-
scious entity sustaining the duration and development 
of the organization. Autopoieticity of an organization 
is a necessary condition for its duration.
An active and learning participant of an organiza-
tion, through the „organized behaviours of manag-
ers” for maintanance of the autopoieticity level, is 
an entity of creating new knowledge.
Maintanance of autopoieticity builds pressure for 
innovation, hence the competencies of managers in 
the aspect of maintaining autopoieticity of an or-
ganization are so important.

Attitudes and behaviours of organization 
members are shaped by the impact 
of institutions, organization of power 
structures; the dominant impact of the 
organizational relations over social bonds 
in an organization with the environment 
elements – stakeholders.
Past models (strategies, programs) are built 
on the basis of collected and processed 
information on the environment.

The attitudes and behaviours are shaped mainly by 
their own, endogenic and subjective mental patterns 
and acquired experience (patterns from past are still 
being shaped, emerging from the environment).
Environment of organization members, learning and 
operating in networks – subjectively – according to 
mental patterns, being the result of subjective con-
viction, belief; preferences of a sociological model 
of operation in which the basis are basic values.

Institutional environment – egoistically 
developed to maintain organizational 
development in a competitive, unfriendly 
environment, „dips” the deceitful 
attitudes and behaviours of individuals 
– organization members – in the logic 
of choice rationalization, assessed 
pessimistically as socially irresponsible.

Networks of people cooperating and co-creating or-
ganizational knowledge – entities learning and operat-
ing for specifi c projects, tasks (acknowledged more 
and more often as common), construct, build the moral 
environment: socially responsible in which human 
activities intentionally opposes the hierarchy of organ-
ized values of good, truth, compliance, warmth, love.
Subsequent layers of organizational values are built 
on these optimistic, moral attitudes – and further 
– layers of organizational standards as socially re-
sponsible attitudes and behaviors.
Socially responsible behaviours in an organiza-
tion – perceived as social networks – shared and 
intentionally dominant over those forced with logic 
of institution, build and develop a socially respon-
sible, organization culture (positive potential for 
the socially responsible shaping of organizational 
development).

Source: own study



457

Dualism14 as pragmatic premise of problem solving of 
contemporary organizations 

The practice of solving complex problems of management in contemporary 
organizations suggests another observation:

Observation 4. Practical methodologies and approaches in solving problems 
of contemporary organizations assume dual use of methodological advantages 
and recommendations of both paradigms defi ned earlier, depending on situational 
conditions of the practice of management. 

Thus, at the level of behaviours of the individual, more and more rigid regu-
lations, organizational standards are formulated, directing these behaviours to-
wards being more and more ethical, socially responsible. But at the same time, 
one searches for such ways, methods, instruments in management (motivating, 
training, selecting employees) that justify these behaviours of entities on the bases 
of ethical references based on natural, social intelligence assigned to a person 
(Goleman, 2007). Also at the level of organization, company, there are more and 
more often postulated solutions using learned characteristics of cognitive proc-
esses in people for focused innovative attitudes, the attitudes building autopoietic 
knowledge. Also, at the level of the company, except for use of increasingly rigid 
and well-prepared instruments forcing socially responsible proceedings (stand-
ards of social responsibility, quality standards), making conscious references to 
the values and attitudes of people, including great leaders is more and more com-
mon15.

We believe that the point is to inform about the need of dual – equally au-
thorized for the needs of explaining and rational management, mutually irreplace-
able, but well explaining specifi c aspects of organization from the position of 
two various ontological and epistemological assumptions with regard to defi ning 
an organization, organizational knowledge and the role of a human being in an 
organization.

Dualism understood in such way is simply the main methodological premise 
of the new emerging paradigm in management16. 

14 Anthony Giddens formulated a theory of structuralization, trying to reconcile the subjective 
and objective approach to social systems such as organizations. Defi ning dualism of entity and 
society as dualism of actions and structure, he states that the processes of activities and structure 
are subjective and objective sides of social reality and further that free activities for the purpose 
of creating organizational reality are subjected to impacts of this organizational reality, what re-
sults in specifi c contradictions inside the organization. Structural features and actions of people 
are inseparably connected with each other. The structure is both an agent as well as a result of 
behaviours which it organizes in return. Source: A. Giddens, Stanowienie społeczeństwa. Zarys 
teorii strukturalizacji, Zysk i S-ka, Poznań 2003.

15 See: Bill Gates (Microsoft), Jack Welch (General Motors), Alfred Sloan (General Motors). 
16 In physical sciences, dualism of understanding of light (wave-particle duality) allows to solve 

many practical technical problems.
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According to Niklas Luhmann (1984), the german theoretician of systems, 
organizations as systems of activities are characterized by a particular feature of 
refl exivity – self-referring; this means application of a certain process to itself. 
This means that the systems of operation must always reproduce actions; we want 
to say more: reproduce fi elds that are determined by these activities, i.e. also 
knowledge as well as standards and values of the individuals taking up these ac-
tivities. Therefore, in organizations – autopoietic systems of activities – actions 
with ethical bases, but also actions, that are based on unethical, socially inaprop-
priate values are reproduced. The knowledge necessary to undertake and imple-
ment activities must also be reproduced in organizations so that they preserve the 
specifi ed potential of autopoieticity. 

Conclusions
Good practices of problem solving in management in contemporary organi-

zations provide the basis for the following thesis:
Observation 5. The instruments in management, built in the intentionally, 

dually understood organization as well as dually understood main factors that 
form it – organizational knowledge, roles of specifi c entities – provide necessary 
effectiveness of solving ethical and social problems of contemporary organiza-
tions. 

At the same time, however, changes in the structures of institutions forcing 
socially responsible behaviours in organizations (to mention the standards of so-
cial responsibility AA1000, SA 8000) are also an important instrument (built for 
the organization developed and perceived as a structure – open system). 

Good examples in this regard are provided by the recommendations of Ikui-
jro Nonaki (the author of a recognized model of creation of knowledge in a con-
temporary corporate business) and Hirotaki Takeuchi (2000), who present the 
examples of innovations in management confi rmed practically, taking account, in 
a supplementary manner, of the qualities and solutions of these two models and 
forms of organizational knowledge.

We also believe that solving problems of development of contemporary re-
gions as well as problems of non-adjustment of the institution of a state to the 
challenges of contemporary times should also be sought in the processes of inten-
tional use of attributes, conditions and barriers of dually understood factors con-
stituting institutions of contemporary economic regions. Good examples in this 
regard are provide by the practice of organizing more and more popular network 
structures in the industry – clusters organized for application and development of 
organization co-operation. The clusters also become a key factor of shaping the 
innovative potential of economic regions.

The actions of management practicioners in a given organization, i.e. actions 
of the organization managers, but also of managers, decision-makers, advisors 
operating in the networks constituting the „environment” of a given organization, 
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constitute a particular social system. This system, as a system with specifi c po-
tential of autopoieticity, reproduces itself – performs and develops the knowledge 
of decision-makers and impacts of their value systems, attitudes, to its activity 
and behaviours. The actions of innovative, socially responsible managers repro-
duce, self-organize similar ones, but also perform behaviours that are socially 
irresponsible, unethical, restore the similar attitudes and behaviours of people in 
organizations. 

Folk wisdom teaches through proverbs, parables and recommendations of 
good life: „good creates good, but also evil…”. Good is the basis for creating 
social bonds based on trust, that further is, as we know, the condition for creating 
organizational knowledge.

The mechanisms of the network nature of the processes creating organiza-
tions, showing weight of global fl ows of knowledge, values and impact of these 
on the behaviours of people in organizations, result in emphasizing the nature of 
reasons and specifi c sources (originators of behaviours, with indication on spe-
cifi c entities) of ethical problems in management. The book by J.C. Bogle, quoted 
above, provides surnames of managers (of fi nancial institutions) whose behav-
iours contributed directly to the fi nancial crisis of recent years; with addition that 
such examples are provided by current literature, journalism or press reports. We 
also have many examples of positive behaviours of great managers. Knowledge 
about them becomes common knowledge among contemporary societies. Hence 
the postulates of improvement of management systems in contemporary organiza-
tions by selecting innovative and ethical managers as leaders (wise – as defi ned 
by Kukliński17 as well as enterprising – as the authors write about them), this 
popularization, reproduction and dissemination of their behaviours as textbook 
examples, is an important postulate of innovation in management of contempo-
rary organizations; the postulate that results from the description and discussion 
of an organization as defi ned by the theory of autopoieticity. 

The literature testing the reasons, effects and major guilty parties of the fi -
nancial crisis of recent years is also full of proposals of reconstruction of con-
temporary different types of capitalism in the direction of the so-called ethical 
capitalism. The huge majority of these works justify the thesis that capitalism has 
a future, provided that it is able to respect morals and return to its foundations. 
Famous thinkers, moral leaders like Confucius, his student Meng-tsy (Mencius), 
Kotarbiński believed that people possess a powerful sense of morality that – if 

17 Antoni Kukliński claims that the successes and failures of old paradigm of knowledge-based 
economy should constitute inpiration in the process of shaping the new paradigm – economy 
based on wisdom, where wisdom means integration of knowledge, imagination, experience as 
well as awareness of canons of good and evil. Thus the economy based on wisdom is to be con-
tinuation of achievements of the knowledge-based economy. Source: A. Kukliński, Od gospo-
darki opartej na wiedzy do gospodarki opartej na mądrości. Na spotkanie z enigmą XXI wieku, 
„Polska Myśl Strategiczna. Na spotkanie z enigmą XXI wieku. Biuletyn PTE”, No. 2, April 
2011 (special issue), p. 68.
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nurtured – may pull us out far over the tendency for villainy and meanness. Scien-
tists like Daniel Goleman (1997), the author of the world bestseller entitled Emo-
tional intelligence, goes even further in another work entitled Social intelligence 
(2007): he formulates a thesis that we are programmed to social relations and that 
the relations have surprisingly deep meaning for all aspects of our life. In a way, 
we were genetically programmed for cooperation and empathy. Many observa-
tions, not so much of the organized life of our ancestors, but also observations of 
contemporary organizations, reveal different views. It appears that the survival of 
individuals, the survival and development of organization is determined by ruth-
less competition and destroying opponents. 

Departing from such pessimistic perception of a human being as an indi-
vidual as well as crises of organization in whose behaviors competition dominates 
and has dominated over cooperation but, fi rst of all, the observation of the practice 
of management which more and more commonly makes us aware of the advan-
tage of ethical behaviours i.e. such behaviours that take account of the needs and 
pursuits of others – other members of an organization, other members of local 
communities, other organizations, provides basis to formulate a fi nal thesis:

Observation 6. Incorporation of morality into behaviours of managers solv-
ing contemporary problems of management is possible, real and necessary.
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Abstract
Challenges for the science of management can be regarded as cognitive di-

lemmas that accompany the development of our discipline and do not fi nd simple 
solution. It seems that at this stage of development of this science we should adopt 
an open attitude and allow clashing of the theories and methods from different 
paradigms, perspectives and scientifi c schools. Methodological pluralism does 
not mean the rejection of scientifi c criteria for assessing the value of research 
results. On the contrary, the key challenge remains the quality of scientifi c work, 
even if there are no universal criteria.

Introduction
In the family of social sciences, Management is a relatively young disci-

pline, but it reached a signifi cant social and academic position in a short time. 
2003 marked its centenary, if we consider the fi rst public presentation of research 
results by Frederick Winslow Taylor (Copley, 1980) in the United States as well 
as Karol Adamiecki in Russia as the caesura. This arbitrarily fi xed date of birth 
allows to state that the scientifi c refl ection on management has been cultivated for 
more than a century, which obligates researchers to ask basic cognitive questions 
concerning the functioning of their own discipline.

In Poland, cognitive refl ection on the idea of organization and management 
has had rich tradition, related to a large extent to the praxeological school (Auspitz 

et al., 1992), whose origins date back to achievements of the neoclassical school 
in economics (Mises von, 2007). Analyses conducted in the period of more than 
50 years by Polish praxeologists treated management as a special case of consid-
erations on effective organization of human work (Kotarbiński, 1955). The second 
trend of cognitive refl ection on management which developed in Poland already 
in the 1970’s and 1980’s was a system theory (Bertalanffy von, 1960; Boulding, 
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1956; Stabryła & Trzcieniecki, 1986). The praxeological theory and its alliance 
with the system approach, which are supposed to constitute a basis for the devel-
opment of the discipline (Zieleniewski, 1974), were clashed in the 1990’s with 
theory and practice of management taken from democratic countries with a free-
market economy. The outcome of this confrontation was not a denial of praxeology 
assumptions, but rather a marginalization of this trend in management sciences. 
Thus, apart from the praxeological and system ideas, which have worthy succes-
sors in Poland anyway (Gasparski & Pszczołowski, 1983), new concepts are devel-
oping drawing from neoclassical economics, but also from humanistic sociology, 
cultural anthropology and even from neo-Marxism. Thus, nowadays in Poland, 
like in the world, management sciences discourse is very pluralistic. We can fi nd 
in it representatives aiming at founding the grounds of management sciences in 
economics, as well as other researchers focusing on the humanistic and social or-
ganization aspects, and also others formulating pragmatization of the discipline, 
bringing it nearer to technical sciences. Institutional expansion of management sci-
ences, which is accompanied by pluralism of trains and methods, however, may 
lead to a number of new cognitive challenges related, fi rst of all, to a critical ap-
proach towards the results of their own research and to the threat of disintegration 
of the scientifi c discipline. I think that both in Poland, and around the world, we are 
dealing with the cognitive identity crisis of management sciences1.

Cognitive challenges of contemporary management sciences can be arranged 
according to many criteria such as, for instance, value of scientifi c achievements 
or practical application of research results. However, I would like to suggest an 
analysis of management sciences challenges from the epistemological perspective, 
assuming the scientifi c identity of our discipline as a criterion. Scientifi c identity is 
an answer to the question about identifi cation – what are the characteristics of our 
discipline. Using terminology taken from management we may ask a question about 
the mission of management sciences. As every metaphor, the notion of mission re-
ferring to management underlines some trains, and at the same time covers others. 
The mission of science is its cognitive and practical role. However, the mission of 
science, as opposed to organizational mission, is not a fully conscious structure of 
the units or social groups. Science, being a public work of researchers and recipients, 
evolves spontaneously in the social and cognitive process, in historical time. How-
ever, it does not change the key question about the meaning of a given discipline. 
Management mission focuses on getting to know and improving the organization. 
Therefore, it constitutes a connection of two approaches of descriptive science and 
normative science. Defi ning the mission of management sciences in such a general 
manner, one can suggest an analysis of fi ve cognitive challenges:

1. Theory versus practice of management.
2. The status of scientifi c theory in management.

1 Compare: M. Trocki, Tożsamość nauk o zarządzaniu, „Przegląd organizacji”, No. 1, 2005, 
p. 7–11.
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3. Multiparadigmatization and polimethodology of management.
4. Criteria of scientifi c value.
5. Disintegration of management sciences.

Theory and practice of management
The fi rst challenge which has always accompanied scientifi c management 

are tensions between theory and practice. Most researchers in our discipline shows 
popularization and organizational ambitions. This pragmatism puts management 
sciences in the group of practical sciences (Gasparski, 2007), where a signifi cant, 
though not the only, criterion of scientifi c value is its practical usefulness. Howev-
er, as a lot of research has proven, paths of theory and practice management more 
and more often go in different directions (Micklethwait & Wooldridge, 2000). 
Creating theories all over the world became a specialized academic activity, in 
which prestige and promotion are, fi rst of all, associated with achievements in the 
form of publications in scientifi c magazines, and practical achievements are less 
appreciated. With increasing specialization and professionalization, management 
sciences are inevitably becoming more hermetic, namely, they use language, ter-
minology and values diffi cult to interpret by a layman. 

Thus, some place appears for popularization of science, which should bring 
closer more important research results to the society as well as enable all people 
interested to select ideas worth learning and applying in an organization. Follow-
ing the example of natural science, one can bring closer to the interested people 
even very complex ideas which thanks to that will become rooted in the social 
awareness. Unfortunately, the boundary between popularization and vulgarization 
of science is quite thin, namely, between faithful, though simplifi ed, rendering 
the essence of the described theory and distorting its most important trains and 
results. Unfortunately, it seems that in the case of management publications, like 
in many other social sciences, this boundary is crossed. Manuals that do not trans-
fer any reliable knowledge within the management scope are the most popular 
ones on the publishing market and in cyberspace. Their authors often are „gurus 
of management” who focus on marketing themselves on the publishing market. 
In fact, they refer to the glorious tradition of the fi rst „gurus of management”, e.g. 
Peter Drucker, Philip Kotler or Igor Ansoff, who skilfully joined popularization 
with reliable theory. 

However, on the other hand, between business sectors with other organiza-
tions and business schools an advisory sector appeared, which uses in a small ex-
tent academic achievements and research, which deepens the gap between theory 
and practice of management. Concepts promoted by consulting are presented in an 
uncritical way for marketing purposes , which in the long run lowers the authority 
of management sciences. For instance, the unrefl ective approach to re-engineer-
ing, managing values and organizational culture, as well as failed application of 
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these ideas aroused distrust of many managers, who walked away from the envi-
ronment of researchers (Crainer & Dearlove, 2006; Strang & Macy, 2001). 

A separate problem related to relations between management theory and prac-
tice is training managers. First of all, we may witness an increasing specialization 
of this type of education. MBA studies more and more often move away from the 
assumption of preparing for managerial work after any faculty of fi rst degree edu-
cation, and more and more often they go towards sector specialized programs, e.g. 
MBA Health Management, Marketing & Finance Accounting etc. This growth of 
the specialization is caused by increasing complexity of knowledge concerning 
management. However, it may have consequences in the form of separation of 
management sub-disciplines as well as preparation of managers prepared to work 
in narrow areas of labour market. Education on study directions of the 1st and 2nd 
degree, related to management in Poland is also more and more specialized, but 
it has lost its managerial character, fi rst of all because of its popularity as well as 
professional paths of graduates2. Knowledge related to our discipline in Poland is 
popularized by legions of students and graduates, but owing to the rapid increase 
in the number of students, the limited number of academic teachers, the low qual-
ity of education as well as the scientifi c level of some universities, the value of 
a signifi cant part of this popularization is dubious. 

Relations between theory and practice of management are complex as well 
as multi-layered, which requires development of effective methods: transfer of 
knowledge into the management practice, but also training and popularization. 

Theory in management sciences
The second cognitive challenge is related to the status of theory in manage-

ment sciences. In sciences „there is nothing more practical than a good theory”3, 
and thus, it is diffi cult to imagine abandoning basic research and attempts at sci-
entifi c generalizations at a higher level. Undoubtedly, management sciences aim 
at creating a theory which can be applied in an organization. However, a problem 
appears – should it be a basic theory or a medium-range theory? (Merton, 1968). 
Basic theories constitute the broadest checked scientifi c generalizations permit-
ting an explanation of a relatively large area of reality. Examples of such theories 
with large range extending far beyond one scientifi c discipline are the evolution 
theory or quantum mechanics. Evolutionary explanations are used in sciences e.g. 
biology, but also in social disciplines, i.e. evolutionary psychology, evolutionary 
anthropology, socio-biology as well as behavioural economics (Sułkowski, 2009). 
In social sciences it is diffi cult to univocally point to falsifi ed scientifi c theories, 

2 The research points to a decreasing percentage of managers among graduates – see: J. Dietl, 
Z. Sapijaszka (ed.), Economic studies – only knowledge and skills?, Fundacja Edukacyjna 
Przedsiębiorczości, Łódź 2008.

3 Karl Popper used to say this.
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having a scope comparable with indicated examples from natural science. A good 
candidate for such a conception may be „a system theory” originating from biolog-
ical sciences and constituting an interdisciplinary approach also in social sciences, 
including management sciences. The system approach used for the organizational 
world by R.L. Ackoff and other authors allows to bring out several properties of 
an organization such as emergence and interdependencies of subsystems (Ack-
off, 1974). This enables creating system models, which were proposed by many 
organization theoreticians, e.g. M.J. Leavitt, G. Morgan, J.L. Krzyżanowski, M. 
Bielski and Ł. Sułkowski (Krzyżanowski, 1999; Bielski, 1996; Sułkowski, 2001). 
The problem consists yet in no possibility to falsify theories and system models, 
namely, indicating the criteria and the conditions for conducting research allow-
ing rejection of concepts as untrue. Therefore, according to Popper’s theory, the 
cognitive status of a system theory of an organization in management sciences is 
similar to psychoanalysis in psychology (Popper, 2002). 

I would compare the suggested organization models rather to metaphors than 
theories, because they constitute a mobile illustration of processes taking place 
in an organization, which has a conventional character. A system theory of an or-
ganization probably has exhausted its possibilities, because the metaphor has been 
used up. However, nowadays, one can fi nd authors, who try to put other trends 
of organization theory in the frames of system theory, such as: interpretative and 
symbolic or postmodern approach (Jackson, 2003). A system theory of an organi-
zation thus constitutes a good illustration of the thesis of diffi culty in creating 
a universal theory in management sciences. Many authors include management 
sciences into the group of idiographic sciences, so sciences describing as well as 
interpreting the reality, and not formulating universal rights as in the case of sci-
ences (Zimniewicz, 2006). Management sciences form knowledge which is not 
universal, but is historically determined, approximate and uncertain. „Predictive 
power” of management theories, similarly as in the case of theories in other social 
sciences, is small. Therefore, we may approach the ambition of creating „a great 
theory” of organization and management with a justifi ed reserve (Zimniewicz, 
2006). The previous experience of management and other social sciences sustain 
opinion of A. Koźmiński that there is no such theory and it cannot be (Koźmiński, 
2004). However, on the other hand, it seems that in social sciences we cannot be 
too categorical, either. Perhaps, the nature of social reality is not completely dif-
ferent from the essence of natural science, and only the complexity degree of the 
organization, society and culture makes it diffi cult to put it in theoretical frames. 

Therefore, maybe this is not a problem of ontological, permanent difference 
of the natural world from the social world, and only the result of „immaturity” of 
social sciences and the complexity of the examined reality. Arbitrarily assuming 
a lack of possibility to create a universal organization theory, and social sciences 
in general we choose the side of ontological dualism. Starting from Plato and Des-
cartes to Husserl and Heidegger, philosophers have separated the material world 
from the spiritual world, indicating that they are completely different. F. Tönnies, 



468 

W. Dilthey, M. Weber, coming out from ontological dualism, postulated the devel-
opment of humanities based on their own „understanding” methods differing from 
the scientifi c method of natural science (Makkreel, 1993; Weber, 2002). However, 
on the other hand, we can also fi nd monists and naturalists in the philosophical 
tradition, who indicate that the foundation of social reality, and also of the organi-
zational and natural one is the same. Of course, after the relativistic and quantum 
turn in physics, old „materialism” was forgotten. According to monists, natural 
and social phenomena also comprise aspects of the information world that are 
governed by specifi c laws, not discovered even today. Nowadays, this type of 
opinion is represented by e.g. R. Dawkins (2003), S. Pinker (2002). Therefore, 
I think that excluding the possibility of creating theories in social sciences, includ-
ing management sciences, is premature. However, it is probable that more general 
theories, if they are created at all, will serve as the basis for explaining many proc-
esses taking place in the fi eld of various sciences. An example is a project draft 
of a „general theory of replication”, which arises from memetics and has proven 
that there are beings created spontaneously, aiming at self-replication in the world, 
whose carrier may be physical, e.g. a gene, but also purely informational, called 
„a meme”. A design created by S. Dawkins does not have yet the status of a theory 
and it is quite speculative and treated critically, nevertheless, perhaps in the future, 
it will meet the criterion of falsifi cation. With regard to the organizational world 
„the general theory of replication”, if it is created, could become the basis for 
explanations from the area of marketing, human resources management as well 
as organizational culture. I believe that currently a dispute between dualists and 
ontological monists remains unsettled. For this reason, I would not exclude in the 
future the possibilities of creating more general theories of organization and man-
agement, though until now it has been rather a vain effort. 

It seems that the situation is different with medium-range theories as de-
fi ned by Merton’s theory. In management sciences, we have some generalizations 
which we are trying to adapt not only individually, but to entire groups of organi-
zations and management practices. Of course, like in the case of „a great theory”, 
here there are also historical generalizations, not universal and not completely 
certain (Zimniewicz, 2005). Nonetheless, with a limited possibility of using and 
taking advantage of stochastic categories instead of certainty, we can apply them 
and even refer to „short range theories” enabling even more limited practical ap-
plications of generalizations . Examples of such „medium-range” theories may be 
strategies of competition of M.E. Porter or ecology of the population of H. Aldrich, 
M. Hannan, and J. Frejman. The term „short-range theories” may be used for con-
ventional cognitive models, with a low degree of generalization enabling better 
understanding of the organizational processes. At this level, for instance, the fol-
lowing could be located: marketing concepts, such as: relations marketing, mix-
marketing, segmentation and targeting, the sieve model and human capital model 
in human resources management, concepts of quality management, such as TQM, 
kanban, kazein. Of course, the division into theories of „great”, „average” and 



469

„short-range” is arbitrary. The criterion here is the degree of generalization. The 
„great theory” aspires to high-level generality, whereas the „average-range theo-
ry„ and „short-range theory” only to the limited, historical probability. It seems, 
however, that in management sciences it is not worth abandoning completely the-
oretical ambitions. If the development of science does not permit at the present 
stage, and maybe never, to create more general theories, it is worth developing 
attempts of generalization on lower level which are stuck in a specifi c paradigm 
of social sciences. In the other case we quit aiming at generalization and revise the 
status of science concentrated only on individual organizational studies, resem-
bling cultural studies in the humanities, which move away from the convention of 
scientifi c discourse (Johnson, 1986–1987).

Multiparadigmatization and polimethodology of 
management

The third challenge of management sciences remains the issue of multipar-
adigmatization and thus polimethodology. In the opinion of many researchers, 
management does not have its own specifi c research methodology and it borrows 
it from many other disciplines4. Certainly, it does not undermine the scientifi c 
status of our discipline because the object of research, namely „the organization”, 
may be studied with the use of research methods elaborated before by other social 
sciences and even other empirical sciences in general. In management we are 
dealing with the plurality of methods related fi rst of all to different paradigms and 
scientifi c schools, as well as to an internal diversity of management sub-disci-
plines. Referring to the distinction by G. Burrell and G. Morgan we may indicate 
the diversity of methods arising from the multiplicity of organization and man-
agement paradigms (Burrel & Morgan, 1979). The dominant trend in manage-
ment refers to the ideal of neo-positivist methods, having the quantitative and 
representative characteristics, such as: statistical and survey methods, as well as 
para-experiments and simulations (Hatch, 2002). The alternative paradigms, such 
as the interpretative symbolic paradigm or the critical trend refer to the qualitative 
methodology which concentrates on exploration aspects. Interpretativists prefer 
methods taken from cultural anthropology and humanistic sociology, i.e. organi-
zation ethnology, in-depth interviews or analysis of the discourse (Alvesson & 
Willmott, 2003; Howcroft & Trauth, 2005). Representatives of the critical trend 
prefer emancipative and involved methods leading to changing unjust social and 
organizational order based on power distribution, such as: empowerment, criti-
cal text analysis and other methods of denaturalization of the management dis-
course (Parker, 2002). Among the representatives of management sciences there 

4 Compare: S. Chełpa, Indukcja i dedukcja w zarządzaniu – problem teorii i praktyki, (in:) Nowe 
kierunki w zarządzaniu – między teorią a praktyką, Wydawnictwo Akademii Ekonomicznej we 
Wrocławiu, Wrocław 2004.
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are many authors who indicate the need for combining methods derived from 
different paradigms (Hatch & Schultz, 1996). A different, but not less signifi cant, 
division of research methods is differentiation into sub-disciplines. Methodolo-
gies of marketing, human resources management, management or managerial ac-
counting quality differ signifi cantly, both from the point of view of objectives, as 
well as techniques and research tools. This means that both the methodological 
distinction based on paradigms, as well as the one based on sub-disciplines may 
often lead to disparity and even discrepancy in research results. If these cogni-
tive tensions cause research triangulation (Denzin, 2006), then polimethodology 
is a value, worse if research results of an organization based on various research 
perspectives do not give any possibility to be harmonized. Then the solution re-
mains a unique „methodological eclecticism” forcing us to use the multiplicity of 
methods or to try to build bridges between different perspectives (meta paradig-
matic approach).

Cognitive value of research results 
The fourth challenge of contemporary management are evaluation criteria 

of the cognitive value in management sciences. In „the jungle of organizational 
theories”, rich with the plurality of inadequate and sometimes contradictory para-
digms, theories and methods, the key problem remains to determine the scientifi c 
value of „academic production”. Different paradigms operate with different cog-
nitive philosophies, which makes it diffi cult to suggest agreed proposals of deter-
mining the cognitive value. And yet in our scientifi c practice this is the basic task. 
While reading a book or an article, when interpreting research results or preparing 
our own research projects, we use explicite or implicite evaluation criteria of the 
cognitive value. There is not one „metre pattern” and most often we operate with 
heuristic cognitive categories typical for the given paradigm. There are not many 
universal categories of cognitive value and they could include the intuitively un-
derstandable: honesty and ingenuity of „a scientifi c product”. However, it is a bit 
too little from the point of view of assessment and comparison of cognitive value. 
A criterion of credibility indicating to what extent the given concept refl ects the 
reality, assuming a correspondent theory of truth would be necessary. In the case 
of paradigms accepting the assumptions of social constructivism, namely, coher-
ence or other defi nitions of truth, the criterion of pragmatic effectiveness and in-
ter-subjective consensus will be more important. Thus, I suggest to differentiate 
the criteria of cognitive value in management sciences (social sciences) depend-
ing on the adopted paradigm. Referring to previous studies I suggest, following 
an inspiration of G. Burrell and G. Morgan, separating three paradigms, namely: 
1) the neo-positivist functionalist system paradigm, 2) the interpretative symbolic 
paradigm and 3) the critical paradigm. From my considerations, a bit arbitrarily, 
I removed postmodernism in its radical form, recognizing its postulates of extreme 
epistemological relativism as postulates hindering paradigm forming and science 
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practice. I would propose to base the dominant paradigm of neo-positivism on 
classic criteria of scientifi c value, taken from natural science, that is: 1) the possi-
bility of verifi cation (falsifi cation), 2) cognitive credibility, 3) cognitive reliability, 
4) consistency with research results. Interpretativism is less orthodox in the case 
of verifi cationism, while it puts greater emphasis on pragmatism and coherence. 
Therefore, the key criteria of cognitive value would be: 1) cognitive credibility, 
2) consistency with research results, 3) effectiveness in shaping the organizational 
reality, 4) interpersonal consensus in scientifi c environment. With regard to evalu-
ation of scientifi c work, the key concepts for the critical trend are: 1) effective-
ness in revealing hidden power and oppression relations and 2) effectiveness in 
making emancipative changes (similar to the assumptions of interpretativism) and 
only then appear: 3) cognitive credibility and 4) consistency with research results. 
Summary of the criteria is included in table 1.

Table 1. Criteria of cognitive value in three paradigms of management sciences

Paradigm criterion
Neo-positivist 
functionalist 

system paradigm

Interpretative 
symbolic paradigm Critical paradigm

Possibilities of 
verifi cation or 
falsifi cation

yes no no

Cognitive credibility yes yes yes
Cognitive reliability yes no no
Consistency with 
research results yes yes yes

Effectiveness in shaping 
organizational reality no yes

yes
emancipation oriented

Effectiveness in 
revealing power relations no no yes

Ingenuity of work yes yes yes
Honesty in presenting 
results yes yes yes

Source: own study

Threat of disintegration of management sciences
The fi fth and the last challenge of contemporary management sciences which 

I would like to cope with are decentralising tendencies and the threat of disinte-
gration of our discipline. There are several reasons of this „shaking” of manage-
ment sciences. First of all, the already mentioned internal diversity of the studied 
matter and methodology related to the plurality of paradigms and sub-disciplines, 
which is also interconnected with pragmatic diversity. A considerable part of man-
agement problems is in fact on the borderland of other scientifi c fi elds, therefore 
the science itself starts to acquire the nature of penetrating, but poorly integrated 
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research fi elds. The identity of researchers in management is rather „vague” and 
related to specifi c studied fi elds on the ground of specifi ed sub-disciplines and 
within various schools and paradigms. 

The combining role was played by education focused in the world around 
the Master of Business Administration studies which accounted for the world-
wide dominant type of training of management specialists. The most often accept-
ed approach during the MBA studies was integrative, holistic and synthesizing 
achievements of various sub-disciplines and management schools. However, an 
increase in the specialization of programmes which lose the comprehensive nature 
of managerial education and follow towards programmes concentrated on one 
sub-discipline or a bundle of competitive sectors can be presently seen.

In the Anglo-Saxon countries, the high level of specialization forces concen-
tration on detailed research problems, in relation to which affi liation to a scientifi c 
discipline is of marginal importance. In Poland, the pursuit of institutionalization 
and strict division of scientifi c disciplines, from which the identity of a given 
science would result has been gaining importance. An example of overregula-
tion and excessive institutionalization is the process of legal separation of various 
scientifi c disciplines from management sciences which would thus gain formal 
status of a scientifi c discipline. Such „enactment” of the boundaries of a scientifi c 
discipline is against the integration tendencies of contemporary science and poses 
a threat associated with elimination of new problems which emerge on the border-
land of various scientifi c disciplines and cognitive problems. It seems that man-
agement sciences should remain a broad plane of refl ection, which should support 
the common identity and, at the same time, not limit the issues of research, but use 
strict criteria of created scientifi c works value evaluation.

Summary
To sum up, management sciences are, to some extent, a victim of their own 

success. On the one hand, they have gained tremendous social importance in 
a short time, since they have been associated with infl uence on managers, which 
presently is the largest social group which exercises power, while on the other 
hand they are unable to achieve a strong and cohesive scientifi c identity. In the 
research sphere, management sciences begin to „eat their own tail” by focusing on 
limited practical applications while having problems with developing the basics 
of the organization theory. After a period of popularity of a broad system perspec-
tive in the theory of organization, fragmentation of schools and paradigms which 
had failed to develop their synthesis occurred. Therefore, it seems that contem-
porary management sciences need methodological and critical refl ection. Apart 
from detailed examination of research problems and fi elds, we need to think about 
the method and the vision of management sciences in the contemporary world. 
Challenges to be faced by management sciences can be treated as cognitive dilem-
mas which accompany the development of our discipline and fail to fi nd a simple 
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solution. It seems that at the present stage of the development of this science, we 
should assume an open attitude and accept clashes between theories and methods 
originating from different paradigms, prospects and scientifi c schools. However, 
methodological pluralism does not mean abandoning the criteria of evaluation 
of the scientifi c value of research results. On the contrary, a key challenge which 
remains is the quality of scientifi c output, even if there are no universal evaluation 
criteria. 
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Abstract
In the paper below authors will present the creation process of „Ad Meri-

tum” – Students Consulting Association created by students from International 
Management specialization of Cracow University of Economics, Poland – the 
basic assumptions, the legislation process, projects realised by students as well as 
the problems appearing during that time and future challenges.

Introduction
Different kind of associations has appeared since a very long time in the history 

of Nations. At the beginning the associations was usually concentrated around politics 
or religion. Nowadays the associations are concentrated around different problems, 
nations – or worldwide. They are a very good base to achieve goals that are not achiev-
able while acting alone. Beside human is a social person, therefore there is no surprise 
that even regardless of personal goals and age there is a need for this kind of common 
activity. This brings a synergy effect to the group of acting people. 

In the knowledge based economy associations can be a useful mean to build 
a knowledge society from the bottom up – from when the presence of human is cre-
ated. In that case the role of Universities seems to be a very important one. The right 
proceedings can bring the expected entrepreneurship presence among students. 

In the paper below authors will present the creation process of „Ad Meri-
tum” – Students Consulting Association created by students from International 
Management specialization of Cracow University of Economics, Poland – the 
basic assumptions, the legislation process, students’ presence towards the project 
as well the problems appearing during that time.
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Educational background
Beyond a shadow of a doubt, higher education system needs to evaluate in 

XXI century. Static ways of teaching are no longer effi cient. Not because there 
are itself bad but because they do not apply to today’s reality. Toffl er says that 
world now is built by crashing new values, technologies, geopolitical relations, 
new ways of life and communication. It requires new ideas. You cannot take the 
seed of tomorrow and put it into boundaries of yesterday (Toffl er, 1985). The new 
world is raising, and higher education system is part of it. One of important factor 
playing part in the changes we see is globalization. It gave us access:

– to international education quality surveys (we see that language knowl-
edge and communication skills are becoming a key for the future),

– IT technologies, which makes education available for mass customer1.
Facing such incremental change which happens now, we see a strong need 

for higher education system to develop and to provide new teaching methods 
(table 1).

Table 1. Change in higher education system
XX century XXI century

Environment

Mostly domestic environment, 
low international competition, low 
pace of change, moderate access to 
knowledge, often problem of lack of 
information.

Global environment, active 
international competition, high pace 
of change, much easier access to 
knowledge. Information abundance 
become a problem.

Teacher

A person who share own knowledge, 
putting much emphasis on the merits 
of the case. Traditional way of 
teaching (lectures). Strict teaching 
program.

Mentor, who try to teach an active 
participant attitude among students. 
Can use various of teaching methods. 
Main problem is dialog with students 
and usage of available teaching 
methods.

Student

Individual, studies to gain knowledge, 
treated often as resource which need to 
be treated in particular way to become 
a full product.

Mass, studies to gain skills among 
many skills of verifying and choosing 
appropriate information in order to 
create needed knowledge.
Treated as a customer. The increasing 
number of students sometimes result in 
treating them as mass customer.

Teaching 
methods Static lectures workshops, seminars. Active and dynamic teaching methods, 

e-learning.

Source: table prepared by the authors

1 UNESCO, Globalization and educational reform: what planners need to know, Martin Carnoy, 
Paris International Inst. for Educational Planning, Paris 1999 (after:) J.K. Thieme, Szkolnictwo 
wyższe. Wyzwania XXI w. Polska, Europa, USA, Difi n, 2009, p. 22.
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Looking at the table above you can see how incremental the change is. It 
concerns teaching environment, both student and teacher, teaching method and 
the entire approach towards education. Earlier the main problem was access to 
knowledge. It was thought at universities and closed in libraries. Today the main 
problem is choosing the right information and structuring it. Paradoxically, as J.K. 
Thieme (2009) says more and more people is learning but still there is a defi cit of 
well educated. The reason for that may be inappropriate for today word teaching 
methods.

Form the business point of view looking ad higher education system require 
defi ning some basic issues: Who is the client and what he buys. What creates 
value for him. It will help in creating strategic goals.

The customer of higher education system is society (more and more global 
nowadays) which needs to secure own need for development and existence in the 
future. Looking wider, we can say that all the instituons need to secure realization 
of internal processes, in other words they need people who will work for them.

We can say that the value for a customer are skills of individual. Skills that 
fi ts the need of organization. Among many others the companies look for:

– Ability to use advance analytical method, working in project, solving 
problems and making rational decisions (often including risk manage-
ment), constant learning attitude and ability of critical analysis2.

The basis for mentioned competences is some level of knowledge which has 
to be learned. There is however big difference in the way this knowledge were 
gathered yesterday and now. In today’s world the knowledge is easy to access, so 
the main factor deciding on the result is willingness to learn. P. Senge put much 
emphasis on value of learning organization, the one which is able to self diagnos-
ing, self organization and development3. It cannot be done without employees 
which can cope with today’s requirement. In order to have such people on la-
bour market we need to educate them fi rst. Here appears the main goal of educa-
tion system in present years. Educate and teach skills which will help in perusing 
P.Senge disciplines: system thinking, personal Mastery, Mental Models, Building 
Shared Vision and team learning.

In order to enable student to work in the way that Senge suggest, higher edu-
cation system needs to evolve.

In science we can fi nd many different methods, but they do not seem to 
be best for achieving set above goal. For example, popular nowadays teaching 
methods like case studies, situation methods, simulation games, brain storming 
sessions, panel discussions, decision tree, seminars are not related enough with 
developing skills required by learning organization. They only enable faster learn-

2 Compare: S. Macioł, Oczekiwane kwalifi kacje absolwentów studiów wyższych, (in:) M. Rocki 
(ed.), Jakość kształcenia ekonomicznego, PWE, Warszawa 2009, p. 103–116.

3 Compare: P. Senge, Piąta dyscyplina. Teoria i praktyka uczących się organizacji, Ofi cyna Eko-
nomiczna, 2003. 
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ing of the knowledge prepared by the teacher. They are not always ready to master 
skills required by job market.

New methods are not accepted as they are not compliant with old learning 
paradigm developed though centuries. They require a change in our way of think-
ing and often question current ways of teaching. As always it does not mean that 
they are substitute for current ones. They are complementary.

Dynamic teaching methods should consider skills mentioned by Senge. It is 
possible only when student, both as individual and team member will feel as co 
creator and active part of teaching process. System will be only a platform used 
for creating and transferring knowledge. Motivation theories show that people are 
much more willing to achieve goals when they take part in creating them and feel 
responsible for this. Probably the same reason push students towards working in 
students organizations. We observe that they often prefer to devote their time for 
working in students organization than participating in the lecture. This fact shows 
that they simply consider traditional way of teaching as less effective, engaging 
and interesting comparing to other activities connected with learning. 

The following article is the analysis of teaching through work in students 
organization Ad Meritum.

Students associations – meaning and achievements
Students associations in Poland enjoy wide interests. There are two main 

reasons category for that. First: social reason and second: development of profes-
sional skills. Social reason, based on the A. Maslow’s category to meet own needs 
in a hierarchical order, might be satisfy in any kind of association. But develop-
ment of personal skills depends on the person and it might be focused on scientifi c 
domain (f.e. external trade, management, etc.) or action process. The fi rst one is 
usually a base of students’ scientifi c circles, with consultancy of researcher from 
university. The second – action process – is a base of variety of nations- and 
worldwide students association, as Polish NZS (Independent Students Associa-
tion) or international AIESEC. The goals of those are mostly to be a platform for 
young people to discover and develop their potential. 

Nowadays, especially taking in account knowledge based economy, there 
is a need to create sustained bridge between business and academics. Even if the 
above mentioned associations prepare students to work in business, there is a lack 
of durable business network building while acting in those associations. Business 
– academic networks are usually built by individual connections. Those kinds of 
networks are not standing in long time period and needs procedures to support 
them to abide. A kind of procedure and platform might be students consulting 
association, supported by academics. In that case university, while fulfi lling its 
roles like: development and transfer of knowledge, building students’ presence, 
innovativeness, etc. can achieve synergy effect. 
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Department of International Management of Cracow 
University of Economics and its role while creating 
entrepreneurship presence

Department of International Management of Cracow University of Econom-
ics (DIM) was created in 1996 as a respond for the changing Polish economy to 
develop international management discipline. 

In time of liberalization of Worlds markets (especially Central and Eastern 
Europe) that discipline become more and more important. Therefore the faculty 
of DIM decided to create a specialization to develop specifi c skills among stu-
dents – so they are prepared to work in international environment of multinational 
companies. Such reason brings a necessity not only for transferring appropriate 
knowledge but also for appropriate means to do that. 

International Management specialization (IMS) launch by DIM adapts itself 
to the changing environment and use the potential of any kind of new teaching 
methods. Students choose this specialization after 3rd or 7th semester of study, 
after receiving knowledge in fi eld of International Relations. 

While forming the specialization – the founders based on several assump-
tion. The specialization has to:

– have not more than two group of students (max. 60 people),
– unit the students that are creative, original in their ideas, that have in-

teresting hobbies, have done unusual things (notes average is not the 
important factor while choosing individuals – as students at the Interna-
tional Relation faculty are already chosen as the best at the preliminary 
examination),

– offer transfer of knowledge with use of modern methods (which means 
learning by doing, team working, case study analyses, educational games, 
international projects etc.),

– build a sense of community, while developing individual character of 
each student.

Limited amount of students enable to realize the educational process with 
modern methods, especially when they are expensive (as one week international 
seminars, with participation of foreign students). This also enables better contact 
with students during lectures, seminars, case studies etc. and makes them feel 
comfortable in smaller groups. They become more open and do not shame to 
present their opinions (which often happened in numerous groups). 

The faculty of the Department of International Management supports under-
takings proposed by the students, as f.e. specialization’s library, fully organized 
by students. 

But even if the above mentioned methods are well introduced and satisfy stu-
dents they seem to be not suffi cient for today’s market requirements. The compa-
nies need people who have already experience, who can bring together theoretical 
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knowledge and practice. In that condition the role of university widen. In respond 
for these market requirements IMS’ students, with assistance of faculty, have cre-
ated consulting association – „Ad Meritum”.

History of Ad Meritum Association
The idea of Ad Meritum Association dates back to the beginning of Interna-

tional Management specialization. It was one of the projects that were supposed 
to bring students together while reaching a goal of its creation and develop their 
responsibility skills. The keynote was to enable them to act in real conditions at 
the market, using the received knowledge at the university and gaining the means 
for further development. 

Ad Meritum were supposed to unite experience and knowledge from faculty 
of the Department of International Management and the activeness of students of 
International Management specialization. Therefore there was couple of assump-
tion while forming it:

– the fellows have had to be students of International Management special-
ization,

– the association have had to be strictly connected with International 
Management specialization and faculty of Department of International 
Management (this makes possible to built a durable structure, work out 
a Public Relation for both and be strictly associated with quality and 
people, who are building it),

– the administration have had to base on students (with supervision of DIM 
faculty) and it have had to pass to another after fi nishing study. 

Finally Ad Meritum was registered this year, after seven years of prepara-
tion. What was the reason for such a delay?

First: Students are studying at IMS relatively short – 2 or 4 semesters, usu-
ally they go abroad for internship or scholarship at forth year. At the last year of 
their studies they usually start to work, and have no more time to sacrifi ce for 
internal activity. Therefore student could relatively sacrifi ce one semester to work 
in Ad Meritum.

Second: Students’ motivation has decreased after amendments from the 
court. After long period of fulfi lling the procedures they lost hope that they are 
able to bring them to the end and get some profi ts from Ad Meritum activity.

Third: There was a lack of charismatic leaders, who would activate others. 
Therefore this role was usually dependent on faculty, who from the assumption 
could only supervise the process and not create it.

At the moment the creation process of Ad Meritum is ended and the next 
group of IMS students can pass to realization of its goals and tasks.
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Ad Meritum goals and tasks
Ad Meritum was mainly created to fulfi l the following goals:
– promotion of the consulting ideas among students, 
– development and creation of science among students, 
– promotion of Cracow University of Economics, 
– deepen general knowledge among students and improvement their 

skills, 
– establishment and development of international relations and scientifi c 

cooperation,
– development fellows’ organizational and interpersonal skills, 
– promotion of ideas relating to European Union, 
– fi nancial assessment of DIM initiatives relating to students activity, 
– assessment of initiatives having as objectives equalization of chances in 

education access,
– assessment of economical development, especially entrepreneurship, 
– promotion European integration, develop relations and cooperation 

among societies.
From among above mentioned mostly general goals the eighth is especially 

to consider. As said at the beginning IMS students belong to the very entrepreneur 
group of young people. They have lots of ideas and they are ready to implement 
them. The Financial assessment of DIM initiatives relating students’ activity is 
foreseen to help IMS students realize their plans, to support those that have got 
a scholarship at a low rate, to fi nance the workshops taking place outside the 
campus or international seminars with participation of foreign students. This goal 
was also a basic reason of Ad Meritum – which has to help students realize their 
ideas. This also builds their entrepreneurship presence, as they see the possibili-
ties, while acting in Ad Meritum.

The mentioned goals should be achieved mainly by:
–  Projects made by students. The project should be supervised by so called 

Science Council. The Science Council is a body that gathers faculty of 
DIM and students. This body is supposed to watch the proprieties of 
realized projects and therefore assure of its quality and be a part of Ad 
Meritum public relation. This might be of high importance for the com-
panies for whom the projects will be done. This activity is also preview 
as a main domain of Ad Meritum, mainly to make profi ts and support 
other development fi elds.

– Organization of meetings employers – students. This is the way of build-
ing connections as well for further employers and for students. The activ-
ity is well known among all students associations, but the characteristic 
for Ad Meritum would be a specifi c fi eld of interests, as international 
management with its profi les: logistics, marketing and audit.
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– Realization of scientifi c research. The research could be done either for 
faculty or for companies or either for students or graduates willing to 
start business in certain domain and therefore needing information or 
market analysis. Scientifi c research is closely related to the project real-
ization.

– Presentations of companies. The market needs from the companies to be 
present and to build its own public relation among society and among 
students. Therefore Ad Meritum is willing to be active in that process 
internally and internationally. Students having their internship in inter-
national companies abroad can create a view of a certain company or 
certain business domain. This offer might be interesting for small and 
medium enterprises, which are present at local market and want to inter-
nationalize.

Present state 
After 11 years Ad Meritum is a running students organization. There is 

around 30 members working on several projects. The biggest initiative of Ad 
Meritum so far was preparing an annual symposium for students and teachers. 
The symposium is organized as a form of a fi eld trip for 150 students. All partici-
pants go outside Ad Meritum’s home university (usually some attractive place in 
Poland) and spend 4 days on classes and workshops. The role of teachers is only to 
prepare lectures. All organizational and logistic work is done by the students. The 
Ad Meritum members take care also about organizing case studies with business 
representatives. We observe that students are highly motivated when dealing with 
a problem given by specialist from well known company. Apart from that, the 
Symposium is full of social events such as games, concerts and parties. 

Being a member of Ad Meritum can be benefi cial in many ways. Perhaps the 
most important is gaining experience in real business network. Students learn how 
to run a business, how to fi nd customers etc. The other advantage is possibility of 
realizing own ideas. Ad Meritum can be a tool for undertaking new business op-
portunities discovered by it’s members.

Nevertheless, such student organization has to deal with many obstacles. One 
of the biggest problem of Ad Meritum is short life cycle of its members. After re-
form of higher education in Poland as a result of Bolonia’s requirements students 
can join Ad Meritum for maximum 3 years, and it is possible only if they decide 
to receive bachelor and MSc title in our Department. Usually students are active 
in Ad Meritum for 1,5–2 years. Using another words we can say that rotation due 
to external reasons is more than 50% a year. The result is that almost every year 
students have to learn how does the organization works. It is really hard to ensure 
proper knowledge transfer between „older” and „younger” members.

The solutions we suggested to the organization is to prepare procedures and 
guide books for the members. Once the knowledge is codifi ed it can be stored 
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and preserved for successors. The solutions succeeded but for sure not fully. We 
observed defi ance of fallowing procedures. Students in most cases have high level 
of dynamism. They prefer to act in their own way than to read how something 
was done.

There is a second issue that can be classifi ed both as pro and con. All 
the members are young people usually without any experience in contact with 
business or managing an event. Of course there are employees of the Depart-
ment who are supposed to advise students but the idea is to give them freedom 
and possibility of trying new solutions. Such freedom unfortunately, from time 
to time, results in mistakes or inappropriate approach to encounter problems. 
Nevertheless we think that Ad Meritum should not be strictly supervised by the 
lecturers.

Future perspectives
During time of Ad Meritum creation there appeared many ideas of its activ-

ity. Besides the commercial projects for companies, students are thinking about 
their promotion, in form of Students’ Training Program.

The program should include: 
– Special offer for companies. The offer will contain information about In-

ternational Management Specialization with its core competencies while 
developing entrepreneurial presence among students. This seems to be 
important factor, as the teaching methods at IMS are quite modern and 
IMS’ students are featuring among others at CUE. Potential companies 
taking part in that project should also be strictly chosen, taking as the 
criteria their profi le, acting scale, interests of business-academic network 
building and durability of the cooperation. 

– Procedures for students applying for the training. The procedures have to 
base on the criteria of students’ interests while apprenticeship, as: earn-
ings, special trainings in companies, public relation of company, the pos-
sibility to work in a project, etc. After determining this it is possible to 
choose the appropriate enterprise. 

Students’ Training Program is in its fi rst organization development stage. 
The importance of it in creation of entrepreneurship presence and competitiveness 
among students is very high. In polish economy the employees’ requirements are 
extensive and include practical and theoretical background, even straight after 
study.

Other projects foreseen by Ad Meritum in the near future include:
– Logistics conference. The conference should unite the business, faculty 

and students. Besides regular lectures, program should include work-
shops, so participants can present their logistics conception and get know 
each other better. This is foreseen to build a platform for further contacts 
and actions of Ad Meritum.
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 Integration – scientifi c trainings. From the beginning IMS have tried to 
integrate students on scientifi c weekend’s trainings in the area of lobbing 
and creative thinking methods. Ad Meritum will develop this way of 
knowledge transfer on other workshops, regarding: negotiations, self-
-presentation, presentations of business offer, etc. There is a wide de-
mand for such trainings among students. 

The animation of Ad Meritum consulting projects requires involvement of 
faculty. At the beginning this will be connected with faculties’ scientifi c research 
and consulting work. However it might be also combine with teaching, which 
base on cooperation between company and faculty. During classes students would 
have to analyze real company (company cooperation and presence is therefore 
necessary). Methods would be proposed and the information would have to be 
collected, from company or other accessible sources. This kind of project, realized 
straight after specialization choosing, would give students the basic experience in 
that fi eld for future consulting activity in Ad Meritum. At present DIM is prepar-
ing such classes for next semester. 

Conclusions
Consulting associations among students is a new way of students’ activity in 

Poland. The competitiveness on the labor market is increasing from day to day. 
Therefore only students who are able to integrate their theoretical knowledge with 
their personal skills, and develop their ability to work using non-standard, non-
linear methods of thinking can achieve the most.

Through activity in consulting associations students have the opportunity to 
realize projects that make them possible to collect means for development and to 
realize their ideas. It contributes to building networks among students and compa-
nies, it makes possible to benefi t from students potential in the way it was never 
used before. On the other side this bind intellectual sources of universities, theirs 
know – how with their activity – teaching (students) and consultancy (compa-
nies). For companies this means lower costs of information, stable and perma-
nent contacts with new ideas, better and faster use of new possibilities created 
in science. For students consultancy is the way of being close to the practice. It 
develops their critical reasoning, right methodology application, variety of solu-
tions, faster and proper information collection and its analysis. This also enables 
development of their skills (especially responsibility skills), like any other kind of 
association. This circle better adapts itself to knowledge based economy and brig 
benefi ts to all its players. 
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Abstract
The purpose of this article is to present the accomplishments with regard to hu-

man resources management in organizations that have been qualifi ed, on the basis 
of a conducted audit, for the second stage of the contest for the Leader of Human 
Resources Management, organized for eleven years by the Institute of Labour and 
Social Affairs. The idea of this contest, addressed to companies and institutions 
which put a great emphasis on the development of art of managing the most valu-
able organizational resource, namely people, is the popularization of knowledge 
and the best practical experience with regard to human resources management by 
distinguishing organizations achieving successes in this fi eld of management. At the 
same time, the Contest is a platform for popularizing the leading solutions in dif-
ferent areas of HRM and also an opportunity to present improved procedures and 
tools used in practice. The long-term tradition of the contest allows to look at direc-
tions of changes in human resources management in Poland, using the example of 
those organizations, which themselves have a high opinion of their achievements. 
Selected aspects of human resources management in the audited companies have 
been analysed.

Introduction
The fi rst decade of the contest Leader of Human Resource Management 

(LZZL), organized by the Institute of Labour and Social Affairs in Warsaw, has 
come to an end. At that time, many things have changed for the better, as regards 
human resources management. More and more often, companies of Polish origin 
put forth creative solutions with regard to improving HRM. During the fi rst years 
of the contest, mainly international companies popularized exemplary patterns of 
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improving HRM, and national companies were more willing to adapt solutions 
used in international companies, rather than brag about their original solutions. 
Currently, the awareness of HRM strategic importance is the feature of more and 
more companies, and every year, the elite of companies that put great emphasis on 
the development of the human resources management art compete in the contest. 
They are aware that human capital plays a crucial role in a competitive, globalized 
environment and more and more often, determines the effective implementation 
of organizational goals. Furthermore, human capital forms the value of the organi-
zation, and human resources management contributes to its multiplication.

Companies act in highly dynamic environment and more and more often, they 
are are forced to compete among themselves, not only – as earlier – for excellent 
talents, but, in general, for solid, good employees who, since Poland’s accession 
to the EU, have the right to operate in the area of the uniform European market in 
search for jobs. Labour markets were made available to Poland, in 2004, by UK, 
Ireland and Sweden, in the subsequent years, it was done by other countries, and 
in May 2011, after seven-year transitional period, also Germans and Austrians 
open their labour markets to Poland Skilful human resources management may 
help to keep, in the country, specialists necessary for companies operating in Po-
land. As a result, organizations more and more often become aware of the need 
to take care of the image of a reliable, good employer, they undertake initiatives 
within the scope of balance between work and non-professional life. They believe 
that professionalism in HRM will help them understand and solve new emerging 
problems such as, for example, management in conditions of progressing aging 
of work resources.

The purpose of the study is to present the main directions chosen by or-
ganizations participating in the second stage of the LZZL Contest (verifi ed on the 
basis of an internal audit) on their road to improve human resources management. 
The deliberations are based on the results of subsequent editions of the contest, 
which were analysed in annual thematic reports, co-authored by me (Urbaniak 
& Bohdziewicz, 2003–2010). Attention was paid to the organizational solutions 
and tools that gradually gain the status of good standards, worth promoting with 
regard to human resources management in Polish conditions.

About Leader of Human Resource Management contest
LZZL Contest is characterized by an open formula, in accordance with which it 

is open for participation to everyone who – in accordance with their self-evaluation – 
have achievements with regard to HRM. The Contest is for all organizations – small, 
medium, large and very large, regardless of the form of ownership or of the repre-
sented industry. There is only one requirement – professional approach to HRM.

The basic aim of the competition is the popularization of the best practices 
in human resources management. It is not, at the same time, about perfect refl ec-
tion of theoretical postulates but about the presentation of what the companies 
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themselves have developed on their own, or creatively adapted in order to man-
age human resource effectively and in a modern way. The Contests is guided by 
the idea of searching for the best market models that would be exemplary. Every 
organization, regardless of the profi le of its activity, size or ownership form is able 
to improve its practice with regard to human resources management and, in this 
way, to implement its organizational plans more effectively for the satisfaction of 
all stakeholders. The main goal of the contest is to encourage the organizations 
operating in Poland to increase their standards in the fi eld of human resource 
management, which contribute to increasing the effectiveness of their operation 
as well as market competitiveness.

The formula of the contest involves awarding and distinguishing organiza-
tions presenting the most modern solutions, which support their efforts for growth 
in action effectiveness. An important fact is that there are no winners and losers 
in the contest. We only choose the best from among those who have positively 
passed the audit evaluation and thus confi rmed their high standard in the fi eld of 
human resources management.

Every edition of the contest proceeds in two phases. After the organization 
applies to the contest, the fi rst step on the way to the fi nals is fi lling the self-assess-
ment questionnaire concerning own practices, used solutions and the most signifi -
cant accomplishments in the fi eld of human resource management. The second 
phase of the contest is verifi cation, through audit interviews, of the information 
provided independently by the participants. They are to specify the degree of con-
sistency of the declared data with the actual data, as well as provide a number of 
additional information that shed light on the context of human resources manage-
ment in specifi c conditions. In annual reports, prepared on the basis of information 
placed in the self-assessments questionnaires by the participants of each edition 
of the competition, organizations which have been qualifi ed for the 2nd stage are 
taken into consideration. 

The winners of eleven editions of the contest included companies of Polish 
origin and renowned international companies. Table 1 below presents the names 
of companies, together with a short description of their accomplishments, which 
received gold, sapphire and amber statuettes, granted to the winners of the contest 
in its subsequent editions, starting from 2000. The title of the Leader of HRM is 
awarded in two groups of companies: in the subgroup of large companies, it is re-
ceived by the winner of the Gold Statuette, and in the group of small and medium 
companies, by the winner of the Sapphire Statuette. Amber Statuettes are awarded 
for achievements in particular areas of HRM.
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Notwithstanding the generally high evaluation of achievements of companies 
which won the LZZL contest, special attention is drawn by distinguished areas of 
HRM, having particular importance for competitive advantage. First of all, these 
are the activities associated with training and development of employees, creation 
of human capital, knowledge management, as well as creation of a learning or-
ganization. This is confi rmed by the opinion that contemporary HRM is based on 
the pursuit of effective investing in human capital of organizations. This indicator 
is typical of companies that make efforts for modern dimension of HRM.

Strategic dimension of human resources management
Changes observed in HRM practice in Polish companies in the period of 

the past years of the contest duration indicate defi nite focusing of companies on 
the strategic character of HRM. The key role of HRM is seen both in the way of 
treating human resources as a strategic factor in achieving competitive position 
and in combining the personal function with business strategy of the organization. 
The vast majority of companies participating in particular editions of the contest 
emphasize the need for and the sense of preparing of HRM strategies, which exist 
in formalized or non-formalized form. The practice of treating business strategy 
as the starting point, when formulating personnel strategy, is becoming common. 
Defi ning business strategy has become almost a standard of management, although 
the degree of specifying assumptions and directions of business strategy in the in-
ternal documents of organizations is diverse – from general expressions to devel-
oped strategic concepts. Most organizations are acquainted with specifi c strategies 
for building their competitive position, on the basis of high-quality products and 
services and also through innovativeness. This approach characterizes diverse or-
ganizations, without relation to the type of activity and form of their ownership.

High signifi cance of quality resulted, in recent years, in referring of the ex-
amined companies to the TQM concept, which is not possible without care for 
high quality of human resources in the organization. Companies are aware that 
the key factor in the implementation of strategic goals of any organization is its 
human resources. High-quality human resources formed in accordance with long-
term organizational objectives are the condition of success in business strategy 
implementation. The aim of companies is, thus, achieving internally consistent re-
lations between the business strategy and the personal strategy. Companies, such 
as e.g. Polkomtel S.A. or Polska Telefonia Cyfrowa S.A., have won Amber Statu-
ettes for such a perspective on strategic HRM. In view of the above, preparation 
of the HRM strategy of the company in the form of a document, in which its most 
important assumptions are written down, becomes a standard. This is illustrated 
by data included in table 2.
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Table 2. HRM strategy in organizations participating in contest „Leader of HRM” 
in years 2001–2009 (% of companies)
Form of human resources 

management strategy
Percentage of companies participating in given edition of contest
2001 2002 2003 2004 2005 2006 2007 2008 2009

Formalized form 39 56 68 90 86 73 93 81 69
Non-formalized form 41 22 10 10 5 18 7 19 22
In preparation or planning 20 22 22 – – – – – –
No strategy – – – – 9 9 – – 9

Source: own study

Companies participating in the contest most often turned to human capital 
strategy. This is supported not only by business strategy, focused on quality, but 
also by strengthening of HR role as a business partner, increasing the importance of 
linear management, creating pro-innovation culture and systematic care for the im-
age of the company as an ideal employer, forming, in a purposeful manner, desired 
human resources. HRM strategies include provisions confi rming that the most im-
portant thing is to formulate employee competence portfolio, corresponding to the 
adopted business strategy, giving high importance to policy human resources devel-
opment aiming at employee competence development, fi rst for all, through training, 
preference of long-term relations with employees, which is refl ected by striving for 
keeping in the company the most valuable employees and concluding job contracts 
for indefi nite time. In personal strategies, it has been pointed out that companies aim 
at undertaking purposeful activities for increase in identifi cation of employees with 
the company and its goals, as well as consciously involve in deepening employees’ 
commitment for the implementation of organizational goals.

Impact of HRM on organization results
Another condition for the high position of HRM in companies participating 

in the second stage of the LZZL contest is the awareness of infl uence on the results 
achieved by organizations. This relation is bilateral, which means that company 
effects depend on the quality of particular HRM areas, e.g. a system of assess-
ments and remuneration related to unit and group results, that affect, to a smaller 
or larger extent, employee motivation, facilitating their commitment in imple-
mentation of general organizational goals. This creates a kind of chain of values, 
whose links are developed as a result of activities for the growth of results in par-
ticular HRM areas. At the same time, the value of implemented results becomes 
the basis for searching for the best solutions with regard to HRM, which could 
affect improvement in the achieved results. That awareness of bilateral conditions 
has crucial importance in organizations with big prospects, that have decided to 
take part in the LZZL contest.

Most often, in the examined companies, people admitted that „the effects 
achieved by the company indicate that actions with regard to HRM give the in-
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tended results” (more than 40% of companies). Organizations aiming at obtaining 
high effectiveness of the HRM system turn to various tests and studies. The vast 
majority of them do this regularly, nevertheless almost one fi fth of companies do 
not use it at all (2009). There is a prevalence (in more than a half audited organiza-
tions) of analyses conducted at general organizational level, over those performed 
at the level of particular organizational units. They are more often used by compa-
nies with foreign capital than by Polish companies. Despite multiple declaration 
of emphasis put on quality of human capital, as well as policy of investing in its 
development, companies quite superfi cially approach the research on effi ciency 
of investment in human capital – still, signifi cant number of them do not practice 
this type of tests at all (depending on the edition, 50–70% of companies). There-
fore, they become ignorant with regard to effects of this type of investment, which 
make it diffi cult for them to properly rationalize the HRM process. Companies 
which examine the effectiveness of investment in human capital use indicators, 
such as: HC ROI (human capital investment return ratio), as well as HC VA (value 
added ratio), HC Rev (human capital productivity ratio), HC COST/FTE (opera-
tional costs ratio per 1 employee), as well as indicators of training effectiveness, 
number of hours of training per employee, participation in training by people 
covered by succession planning and system of managing talents, fl uctuations, sat-
isfaction of external and internal customers, employees’ satisfaction level. Neither 
the business profi le of organizations, nor the form of their ownership are in clear 
relation to the fact of conducting effi ciency tests by them. Sometimes, companies 
turn to various partial assessments (like e.g. training effi ciency assessment), but 
generally, they are not expressed in strictly economic categories. On the one hand, 
this situation partly results from diffi culties with economic evaluation of invest-
ment expenditure cost for the development of human capital, on the other hand, 
however – diffi culties with evaluating effects of this process.

Companies pay much attention to analyses of labour costs, as well as work 
productivity. These two HRM effi ciency measures are more and more popular 
among Polish companies, regardless of their size, type of activity, or the owner-
ship form. In the case of work costs, their analysis is performed regularly, in al-
most all companies. A slightly weaker popularity than that of the above discussed 
systematic labour costs studies is observed in the case of regular tests of work 
productivity. It can be concluded that companies which put great emphasis on 
HRM quality, generally try to regularly carry out labour costs and work productiv-
ity tests (graph 1).
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Graph 1. Testing labour costs and work productivity, regularly and occasionally, 
by organizations participating in 7th–11th edition of LZZL contest (% of 
organizations)

Source: own study on the basis of the 2010 report

Assessment and remuneration 
Systemic approach to employee assessment, based on formalized procedures, 

is slowly becoming a common practice among companies paying great attention 
to development of modern HRM. This confi rms the high signifi cance of this area 
of HRM and allows to put forth the thesis that having a developed assessment 
system has become, in a way, a sine qua non condition for the implementation of 
subsequent motivation system elements and development of human resources. 

In the period of recent years, with each subsequent edition of the LZZL con-
test, there has been a systematic increase in the percentage of companies that 
have joined the group of companies with periodical assessment systems. In the 
last two editions, almost all companies already had it. Assessment results were 
used by companies, fi rst of all, in training and promotion policy for employees, in 
planning their professional career; particular emphasis was put on dependence of 
bonus awarding system on work performance (graph 2).

In general, organizations which were qualifi ed for the 2nd stage of the LZZL 
contest, put great emphasis on employee remuneration. This is an area subject to 
systematic professionalization. In the initial editions of the contest, remuneration 
issues constituted the weakest segment of the personal function, subject to charac-
teristics in self-assessments questionnaires of organizations. Starting from the 5th 
edition, change for the better took place. Participants of the last, 11th edition of the 
contest confi rmed that awards for the Leader of Human Resource Management 
can be given only to those organizations that pay great attention to remuneration 
management.
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Graph 2. Directions of using periodical assessment results in organizations in 
10th edition of LZZL contest (% of organizations)
Source: own study on the basis of the 2009 report

As it has often been emphasized, HRM areas, and thus also remuneration 
strategy, must be associated with the business strategy, constitute the refl ection 
of its basic assumptions and objectives. On its basis, systems of remuneration 
are shaped, being a collection of accordingly selected payroll components, their 
mutual relations. Such awareness characterizes companies that were covered by 
audits under the contest procedure. It was noted that companies that pay great 
attention to modern HRM, generally belong to companies having with an attrac-
tive offer, both with regard to the amount (graph 3) and to the composition of the 
remuneration portfolio. The achieved benefi cial business performance (e.g. meas-
ured by net profi t amount per one employee), which is refl ected, among others, in 
high remuneration, fi nd their support in the form of professional HRM. 
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Graph 3. Relation of remunerations in audited organizations in subsequent 
editions of LZZL contest (from 2nd to 11th) to average wage in national 
economy in years 2001–2009 
Source: own study on the basis of the report of 2009
Note: data for the 4th edition of the contest relate to 2001 and 2002, for the 5th edition – 2002 and 
2003, for the 6th edition – 2003 and 2004, for the 7th edition – 2004 and 2005, for the 8th edition – 
2005 and 2006, for the 9th edition – 2007 and fi rst quarter of 2008, for the 10th edition – years 2007 
and 2008, for the 11th edition – years 2008 and 2009.
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The companies maintain a quite traditional internal remuneration structure, 
indicating a relatively low share of variable remuneration. Bonuses and awards 
constituted 17.7%, and various kinds of extras e.g. for work at night, function, 
overtime or resulting from four-team work organization also included a relatively 
high rate (7.0%). Remuneration with the use of shares and share options is a small 
margin, just like the offer of additional insurance, e.g. health insurance (1.2%). 

The practice confi rms a clear trend, stated in the theory, towards restricting 
numbers of classifi cation category and creating broader and broader payroll inter-
vals, providing greater possibilities of pay promotions under the development of 
the so-called horizontal careers. Companies pay quite much attention to fl exibility 
of remuneration, as three, listed by them, most important criteria of raises of basic 
wages and bonus awarding give wages fl exible character. These are – with regard 
to raises of basic wages – individual work results and assessment of competences, 
whereas, in the case of bonuses – mainly individual work results, effects achieved 
by the company and the internal unit. 

Without external environment conditions knowledge, it is diffi cult to shape 
remuneration policy in the company. Information fl owing from external envi-
ronment are extremely helpful for proper shaping of rates of remunerations, and 
companies that care for high HRM standards, generally, regularly or occasion-
ally, analyze market remuneration rates. A good HRM standard, observed in the 
companies in the country, is verifi cation of own remuneration offer, on the basis 
of market remuneration rates level analyses, as well as in relation to offers of com-
petitors or of organizations achieving the best fi nancial results in a given market 
segment (graph 4). 
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Graph 4. Popularity of market analyses of remuneration rates among participants 
of 2nd stage of LZZL competition, editions from 5 to 10 (% of organizations 
using market studies)

Source: own study on the basis of the 2010 report

Information on salaries belong to the category of hardly accessible informa-
tion – small transparency on the labour market is mentioned. Knowledge concern-
ing the level and the structure of remuneration, especially with regard to a given 
labour market segment, is gained in various ways. 
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It is good to know whether the remuneration offer is competitive in relation 
to what is proposed by other partners on the market – whether „our” remuneration 
is less or more generous than the competitors’. This knowledge is necessary for the 
internal remuneration system to become an effective tool for implementation of 
assumed organizational goals, and for remuneration to better fulfi l its motivation 
function, starting from attracting and keeping the best employees in the organiza-
tion. Seeing remuneration as a tool of employee retention, especially with regard 
to a narrow group of specialists sought on the labour market, requires knowledge 
of change directions in the amount and the structure of payroll components, of-
fered by competitors or the companies that set the trends in a given segment of the 
market, e.g. due to achieving the best results.

Companies competing on more and more requiring markets of products and 
services assume, as points of reference in analyses of market remuneration rates, 
competitors’ offers in the same labour market and/or on product market, as well 
as offers from organizations achieving the best results. The object of comparisons 
may be the level of remunerations: a) at comparable working posts, b) average in 
the company, c) average in selected employee groups (it is about relations or span 
of remuneration). Comparisons may also concern total remuneration components 
(its percentage structure) and the structure of remuneration package. Comparisons 
of remuneration rates with regard to the level of remuneration at comparable work 
posts, as well as to the level of average remunerations in other companies are the 
most popular among companies that have been qualifi ed for the 2nd stage of the 
LZZL contest. 

Decision with regard to the subject matter of comparisons in the scope of 
remuneration in the examined companies and in their competitors still requires 
determining how relevant information is acquired. As everybody knows, amount 
and structure of remunerations in different companies are classifi ed. To obtain 
that information, companies have to purchase special reports from specialized 
consulting companies, or they may use commonly available news services or data 
published by the National Statistical Offi ce (GUS). The latter, in collective per-
spective, relate most often to entire trades or branches. Companies most often 
decide to purchase reports prepared by specialized companies. This most popu-
lar source is used by more than half of participants. A signifi cantly smaller part 
of companies turn to reports prepared at their individual request – the so-called. 
„customary” reports, adjusted to client expectations. Generally accessible data, 
from statistical research conducted by the National Statistical Offi ce (GUS), are 
seldom taken into account. There appears a new source of payroll information 
– contemporary information medium used more and more often in practice of 
modern enterprises is the Internet, with its data resources.

Concluding our refl ection on selected aspects of HRM in audited companies 
for the needs of the LZZL contest, let us note that modern approach to the personal 
function more and more often requires external assistance of consulting compa-
nies (graph 5). The vast majority of companies that improve HRM are determined 
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to turn to professional external assistance. With each passing year, the percent-
age of companies cooperating with personal consulting companies increases. In 
general, traditional topics of cooperation are recruitment and selection. It seems 
that assistance in conducting recruitment for managerial and highly specialized 
positions, or even entrusting it to external companies due to the need, in this case, 
for good knowledge of specifi c labour market segment and professional instru-
ments of the process itself is of crucial value for business companies. Companies 
that are looking for the best candidates for these positions, most often do not 
have appropriate knowledge or practical experience. Other services, offered by 
personnel consulting used gladly by companies, are conducting Assessment and 
Development Centre sessions. As a result, companies may assess the potential of 
candidates for the job and of the already hired employees, as well as discover their 
competences and select particularly talented employees (competence tests, per-
sonality tests). As a result of cooperation with personal consulting, companies re-
ceive assistance with regard to labour law and its interpretation, trainings, personal 
audits remuneration analyses and evaluation of working positions are conducted. 
Among other services offered by personnel consulting, coaching for managers 
of the highest level is mentioned quite often. This new type of services requires 
professionalization related to employing high-class coaching specialists, having 
professional experience in performing managerial functions. The following were 
also traditionally mentioned: examining employee satisfaction, organizational cli-
mate, outplacement programs, 360° evaluation, designing motivational systems, 
remuneration systems, bonus system analyses, support for change processes, im-
plementation of HRM systems, consulting with regard to HR. Some companies 
quite reluctantly approached cooperation with personal consulting, justifying their 
decisions with unwillingness to expose sensitive matters outside. 
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Source: own study on the basis of the 2010 report



501

Summary 
This study has presented only some from among many aspects of modern 

approach to human resources management, which characterizes companies which 
decided to enter the „Leader of Human Resource Management” contest, organ-
ized for the 12th time this year. They confi rm a large scope of changes that has 
occurred in the last eleven years, proving the on-going professionalization of this 
management area in Polish organizations. It is possible to observe a gradual level-
ling of HRM standards among organizations entering the contest. Disproportions 
in this aspect, between organizations of different activity profi les and ownership 
forms are still legible, but they are subject to regular, gradual levelling. Standards 
which are more and more strongly stressed in Polish practice are oriented on cre-
ating a high level of human capital quality. It is signifi cant that the awareness of 
connecting HRM strategy with business strategy of an organization is becoming 
more and more common.

Companies develop high HRM standards, achieving, at the same time, good 
economic effects. Their solutions in this area may certainly constitute the model to 
be followed by many other companies. The need to possess a model comparative 
reference system will allow other companies to reach for modern solutions related 
to HRM more bravely.
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Abstract
The purpose of this paper was to determine the relationship between or-

ganizations readiness for change and knowledge performance in the Malaysian 
public listed companies. The assessment of organizational readiness for change 
facilitates the understanding of members attitude toward the change, and sub-
sequently its relationship to creativity and innovation. The knowledge perform-
ance improvement process begins with consideration of resources, its structural 
and functional characteristics, and readiness to embrace new changes. This study 
based on Danham et al. (1989) approach to organizational readiness for change 
provides a model for operationaliszing theories of organizational development. 
The data collected from 218 Malaysian companies. The results indicates that the 
positive direct relationship between the organizational readiness for change and 
organizational knowledge performance.

Introduction
Managers work in a peculiar, ambiguous and dynamic environment. One of 

the most outstanding features is continuous change that is focused on the way of 
thinking, ideology, and social values. The pace of these environmental changes is 
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brisk because the organizational changes take place rapidly. The majority of these 
changes along with organizations and individuals have high pressure to break 
down any resistance. The span of these changes has pressured organizations to 
adapt themselves to a changing world (Gale et al., 2007; Marquardt, 2002). 

The high failure rate of changing organizations could be a result of manage-
ment’s lack of understanding the basic under laying knowledge, skills and ability 
required for organizational success in achieving changes. Due to environmental 
changes the main problem faced by managers is to adapt their organizations to-
ward a dynamic environment. That is mangers can handle issues on a per case 
basis. They let the events happen and predict the events to prepare the necessary 
approaches. During the last decades, managers found out those continuous strug-
gles for a solution to these problems are inadequate. Therefore a comprehensive 
planning is needed to involve organized strategy for a growing organizational 
climate and their organizations willingness to change (Ellinger et al., 2002; Made 
& Tõnis, 2005; Mets & Torokoff, 2007). 

Producing knowledge is recognized as an investment in strategic manage-
ment. One of the most important aspects of strategic management is the process 
of acquiring knowledge and managing how to learn. Innovation is recognized 
by many organizations to enrich the effi ciency, (Goh & Anderson, 2007; Goh et 
al., 2006; Song, 2008; Wong & Cheung, 2008). Recent organizational require-
ments must be adapted to capture the most stable comparative benefi ts (Holt et 
al., 2007). Without any ongoing change, the needs of the market and customer 
satisfaction would never be satisfi ed. 

It has founded an organized world that exchanges happen in less than one 
second. Many organizations are in the process of changing organizational struc-
tures. People’s attitudes are shaped by their previous experiences, their past. the 
cultural also have impact on how changes are planned and on employee reactions 
to change. Problem is that how Malaysian companies have adopted to new en-
vironmental changes and how it effects the new services and new products. The 
competence of organizations for producing high quality products and services de-
pend on managers who are responsible for achieving these goals. For this reason, 
in this very busy environment leaders of organizations must evaluate the nature 
of their organization (Chen et al., 2003; Janson et al., 2007; Lien et al., 2007; 
Marquardt, 2002).

The research question here is, how do new services and new products infl u-
ence by the implementation of changes through employee readiness to change. 
The aim of this article is to investigate the relationship between organizational 
readiness for change and organizations knowledge performance.

Literature review
In the fi eld of strategic management and organizational behavior, many aca-

demics have appreciated the signifi cance of organizational knowledge and intel-
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lectual capital for business stability. They focus on exploring better approaches for 
applying organizational resources (Weiner et al., 2008). It has provoked a debate 
involving concept readiness for change and performance (Noubar et al., 2010). 
Few experimental studies have been carried out to discover the value of creating 
knowledge based on and its relationship to organizational readiness for change. 
Increased adaptability and innovation is a justifi cation for building a sustainable 
organization (Prieto & Revilla, 2006; Schoo, 2008). To stay ahead of environ-
mental changes, organization needs to stimulate more innovation, enterprise, and 
initiative. Organizations must investment in people and long-term profi tability 
related to taking a lead in innovation.

Organizations have come to realize the importance of innovation for survival 
in a world of global competition. Organizations should pledge growing fl exibility 
when faced with environmental changes and enhanced levels of innovation, prod-
ucts development, and technological applications. Professional growth opportuni-
ties are offered to meet the personal needs of the employs and encourage them to 
acquire the new skills (Senge, 1990). Organizations ought to provide easy access 
to employees who are facing more urgent and complicated challenges (DiBella et 
al., 1996; Ellinger et al., 2002; Garvin, 1993; Keane et al., 2007; Reschenthaler 
& Thompson, 1998).

Recent studies have concluded that adaptation to change is inadequate to 
preserve organizational competitiveness. Researchers conclude that readiness for 
new change is needed for innovation and implement it (Bresman, 2008; Ellinger 
et al., 2002; Fiol & Lyles, 1985). In many studies, change readiness and learn-
ing are recognized, as main factors in successful outcomes. Fuller et al. (2007) 
like cost saving programs, improving earnings, more effi cient customer handling, 
and better utilization of resources (Yang, 2004; Davis, 2005; Marsick & Watkins, 
2003; Marsick & Watkins, 1994; Song, 2008; Watkins & Gilmore, 2006; Xiao-
jun & Mingfei, 2008, Noubar et al. 2010). By decreasing the cost Ingersoll et al. 
(2000) and increasing the quality these goals could be achieved (Ford & Anger-
meier, 2008). Innovation is supported by cultures of pride and change, and by an 
environment that gives people the power to innovate and put ideas into action. 

Successful organizations are highly innovative and change oriented 
(Backer,1995). They are ready to move to received wisdom, combine ideas from 
diverse sources, and embrace change as an opportunity. High-innovation com-
panies are also exemplary in human-resource practices. Problems are seen as 
wholes, related to larger wholes, and challenges to established practices. Ingersoll 
and colleagues (2000) measured organizational readiness with the innovativeness 
and cooperativeness subscales of the Pasmore Sociotechnical Systems Assess-
ment Survey (STSAS). They examine the relationship of organizational culture 
and readiness for change to employee commitment in an organization undergo-
ing patient-focused redesign. The Innovativeness subscale included items that 
measure rewards for innovation, propensity for risk taking, and extent to which 
organizational leaders and member maintained a futuristic orientation. The Coop-
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erativeness subscale included items that measured teamwork, fl exibility, changes 
in organization.

Innovation, nonetheless, can sometimes occur in segmented organizations; 
but even then, innovations do not survive initial trials or become widely used. 
supplies information, resources, and support needed to manage innovation in inte-
grated environments. power skills; ability to manage problems associated with use 
of teams and employee participation; and understanding how change is designed 
and constructed. 

Past structures and procedures dominate the future. Kanter (1983) argue that 
corporations will master the art of change: creating a new climate encouraging 
new procedures and possibilities, anticipating and responding to external pres-
sures, and being responsive to new ideas from inside the organization. The chal-
lenge for innovative companies is „energizing the grass roots”, or to combining 
the necessity of routine jobs with the possibility of employees contributing to 
innovation. Needed for innovation is the development of a „parallel participa-
tive organization” within the formal hierarchy of a company. Innovation requires 
a corporate entrepreneur (Kante, 1983).

Recent studies have provided generally a positive relationship between or-
ganizational readiness for change and the creativity. Organizational readiness for 
change has given prospect of advancement and development for all their mem-
bers. Its success is turbulent and competitive. Adapting to new struggles needs 
comprehensive and detailed organizational frameworks. 

A few studies on the relationship between organizational readiness for change 
and innovation The lack of attention given to the possible infl uence of this mat-
ter in the previous studies has highlighted a signifi cant issue that requires further 
investigation (Taylor & Wright, 2004; Smith, 2005). Hence, this research aims to 
produce an integrated study to cover the gaps identifi ed in the literature. It extends 
earlier studies on organizational and its infl uence on the performance including 
fi nancial, knowledge, and operational performance.

Conceptual framework and propositions
The purpose of this study is to examine and determine the relationship be-

tween organizational readiness for change, and knowledge performance. The 
framework to be tested is presented in fi gure 1 below. It is specifi cally to investi-
gate the infl uence of organizational readiness for change on the Malaysian listed 
companies. In this study, the organizational readiness for change was conceptu-
alised to include the following three dimensions developed by Dunham, Grube, 
Gardner, Cummings, and Pierce (1989):

1. Cognitive 
2. Affective 
3. Behavioral tendency.
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These three dimensions were adopted from Dunham et al. (1989). The de-
pendent variables for this study was knowledge performance improvement meas-
ured by perceived knowledge performance improvement which was adopted from 
Watkins and Marsick (1997) framework. Control variables are size and industry. 

Methodology
This study aims to evaluate the effects of organizational readiness for change 

on organizational innovation. The main theories underpinning the theoretical 
framework of the proposed study consists of open system theory, organizational 
change theories and knowledge based view used to achieve the objective of this 
study. This study identifi es the relationship between dependent variable (organi-
zational readiness for change) and independent variable (innovation). Hypothesis-
testing or explanatory design is chosen as the most appropriate research design 
method for this study. To achieve the aim of study, change tools eighteen items 
was chosen as a survey instrument, for measuring the organizational readiness for 
change and six items to measure the perceived changes in innovativeness (knowl-
edge performance). 

 The population of this study consists of 969 companies listed on Bursa Ma-
laysia. The list is obtained from Data Stream databases. The unit of analysis is 
an organization. For the present study, a sample size of 278 is found to be suf-
fi cient based on the sample size table generated by Krejcie and Morgan (1970) 
for population of 969. A packet containing a cover letter of introduction, a copy 
of the Dimensions of change tools E-mailed to the human resource department. 
Questionnaire the fi rst, second E-mailing yielded a total of 227 responses. Only 
218 responses were used in the fi nal analysis for this study. 
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Finding and discussion
Table 1 shows the overall summary of the descriptive statistical analysis for 

overall ORC and dimensions of ORC (cognition, affective and behavioural). Based 
on the fi ve-point Likert type scale used, the minimum overall ORC rating was 2.39 
and a maximum of 4.83 and this gives a range of 2.44. The median overall ORC rat-
ing value was 3.56 with a standard deviation of 0.47. The mean overall ORC rating 
was 3.57 implying that overall the level of ORC is high. Therefore, the mean value 
obtained is a good descriptor of the distribution of the overall ORC score.

Table 1. Descriptive statistics of organizational readiness for change (N = 218)

 M Min Max SD Sk Ku R
Percentiles

10 25 50 75 90
Cognitive 3.57 2.33 4.83 0.53 0.11 –0.55 2.50 2.83 3.17 3.50 3.83 4.33
Affective 3.68 1.67 5.00 0.58 –0.18 0.22 3.33 3.00 3.33 3.67 4.00 4.35
Behavioural 3.46 2.17 5.00 0.52 0.34 0.01 2.83 2.83 3.00 3.42 3.83 4.17
Overall ORC 3.57 2.39 4.83 0.47 0.13 –0.18 2.44 2.94 3.22 3.56 3.89 4.22

Key: R – Range, Sk – Skewness, Ku – Kurtosis.

The 25th percentile of the overall ORC rating is 3.22 and the 75th percentile 
is 3.89. The values obtained for the 25th and 75th percentiles suggest that 50% of 
the respondents have an overall ORC rating between 3.22 and 3.89. The 90th per-
centile of the ORC rating is 4.22, which means that 90% of the respondents have 
an overall ORC rating of 4.22 or less. In other words, only 10% of respondents 
obtained a ORC rating of above 4.22.

The skewness value was 0.13 which indicates the distribution is normal giv-
en that a skewness value between ±1.0 is considered perfectly normal distribution 
(George & Mallery, 2003). 

The fi ndings in table 1 also indicated that the mean ratings for ORC dimen-
sions in descending order of high to low were the affective dimension (M = 3.68, SD 
= 0.58) cognitive dimension (M = 3.57, SD = 0.53), and the behavioural dimension 
(M = 3.46, SD = 0.52). Generally, the companies in Malaysia have equally rated 
cognitive, affective and behavioural tendency dimension of ORC in indicating their 
overall rating of ORC. This is further refl ected in the result of the overall mean 
score for overall ORC where the result was 3.57, indicating a rather high agreement 
among the respondents on the perceived cognitive dimension, and overall ORC. The 
highest perceived has been given to affective reaction dimension of ORC. 

The results show that equal attention was given to the, cognitive, affective 
and behavioural dimensions of ORC rating. However, comparing the mean score, 
organizations seem to give more focus on affective reaction, followed by cogni-
tive and fi nally the behaviour tendency aspects of the ORC. This indicates that the 
Malaysian companies have lower rate in support and initiate change rather than 
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like and fi lling about the change. The study by Eby et al. (2000); Martin (1998), 
Kotter (1996) and Gilmore and Barnett, (1992) stressed on the point of higher at-
titudes to change is vital in achieving organizational goals and in succeeding in 
change programmes.

Table 2. Correlations among ORC, and knowledge performance (N = 218)

Cognition Affective Behavioral Innovation

Cognition 1

Affective 0.591** 1

Behavioral 0.582** 0.691** 1

Innovation 0.345** 0.458** 0.367** 1

Note: **Correlation is signifi cant at the 0.01 level (2-tailed); *Correlation is signifi cant at the 0.05 
level (2-tailed).

In the fi rst analysis, the relationship between dimensions of organizational readi-
ness for change, and innovation was investigated using Pearson product-moment 
correlation coeffi cient. As depicted in table 2, for the relationship between three di-
mensions of ORC, and innovation there was a signifi cant positive, linear relationship 
between ORC dimensions cognitive, affective, and behavioural and innovation. 

The second objective of the study was to explore the relationship between 
the organizational readiness for change and perceived innovation (knowledge per-
formance) improvement measure. The regression analysis revealed organizational 
readiness for change were signifi cantly related with knowledge performance R2 = 
. and (β = ., p < 0.00). Organizational readiness for change was the strong predic-
tor for innovation (knowledge performance). 

Relationship between overall organizational readiness 
(ORC) and perceived knowledge performance (PKP)

The hypothesis H1 is: organizational readiness for change (ORC) will be re-
lated to perceived knowledge performance. To test this hypothesis, it requires an ex-
amination of the relationships between overall organizational readiness for change 
and perceived knowledge performance. A hierarchical regression analysis was con-
ducted to test the hypothesis. The equation of the proposed model is as follows:

K1 = b0 + b1(X1) + b2(X2) + b3(X3) + e

where: K1 = perceived knowledge performance, b0 = constant (intercept), b1-3 = 
estimates (regression coeffi cients), X1 = size, X2 = sector, X3 = overall organiza-
tional readiness for change and e = error
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The results of the fi rst step of the regression analysis for this hypothesis are 
shown in table 3. When the control variables were entered in the fi rst step, the 
regression model was statistically signifi cant, (R2 = 0.143, Adjusted R2 = 0.135, 
F(2,215) = 17.960, ps < 0.001). Size (β = 0.037, ps < 0.001) were signifi cantly 
associated with PKP. When ORC was added to the model in step 2, the full model 
was statistically signifi cant (R2 = 0.279, Adjusted R2 = 0.269, F(3,214) = 27.651, 
p < 0.001). Again size (β = 0.275, p < 0.05) was positively associated with per-
ceived knowledge performance. Readiness for change was statistically signifi cant 
(β = 0.382, p < 0.01), indicating that organizations higher ORC tended to better 
PKP. This fi nding supports the hypothesis H6 (i). In addition, the change in R2 be-
tween step 1 and step 2 was signifi cant (∆R2 = 0.136, p < 0.05) indicating that LO 
explains an additional 13.6% of the variance in PKP, even when the effects of the 
control variables are statistically controlled for. The fi nal estimated model based 
on unstandardized coeffi cients beta is as follows:

K1 (PKP) = 0.79 + 0.160(X1) – 0.082(X2) + 0.730(X3) + e

Table 3. Results of the hierarchical regression analysis between overall organiza-
tional readiness for change and knowledge performance (N = 218)

Variable

PKP

Step 1 Step 2

β T P B β T P B

LN ASSETS 0.037 5.807 0.000 0.213 0.275 4.609 0.000 0.160

SECTOR –0.081 –1.285 0.200 –0.145 –0.046 –0.789 0.431 –0.082

ORC 0.382 6.359 0.000 0.703

R2 0.143 0.279

Adjt R2 0.135 0.269

∆R2 0.136

F 17.960*** 27.651***

Step 1: R2 = 0.143, Adjusted R2 = 0.135, F(2,215) = 17.960, p = 0.000; Step 2: R2 = 0.279, Adjusted 
R2 = 0.269, ∆R2 = 0.136, F(3,214) = 27.651, p = 0.000.

Relationship between dimensions of ORC and performance
The sub-hypotheses 1 are: (H1a) cognitive (H1b) affective (H1c) behav-

ioural tendency will be positively related to knowledge performance, control-
ling for the effects of size and sector. To test these hypotheses, it requires an 
examination of the relationships between cognitive, affective and behavioural 
tendency and performance indicators. Again a hierarchical regression analysis 
was conducted.
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The full model (see table 4) after controlling for the effects of control vari-
ables in step 2 was statistically signifi cant for four performance indicators namely, 
PKP (R2 = 0.290, Adjusted R2 = 0.273, F(3,214) = 17.31, p < 0.001). Affective was 
positively associated with PKP (β = 0.303, p < 0.01).

Comparing the adjusted R2 value for performance measures, ORC dimensions, 
was found to account for 27.3% of variance in PKP. In addition, the change in R2 
between step 1 and step 2 was statistically signifi cant for: fi rst knowledge perform-
ance (∆R2 = 0.147), indicates that ORC dimensions explain additional 14.7% even 
when the effects of the control variables are statistically controlled for. 

Table 4. Results of the hierarchical regression analysis between dimensions of or-
ganization readiness for change and knowledge performance (N = 218)

Variable

PKP

Step 2

β(t)

LN ASSETS 0.266(4.44)***
SECTOR –0.056(–0.951)
COGNITIVE 0.92(1.224)
AFFECTIVE 0.303(3.53)**
BEHAVIORAL 0.043(0.509)

R2 0.29

Adjt R2 0.273

∆R2 0.147

F 17.31***

Note: *p < 0.05, **p < 0.01, ***p < 0.001.

In this study, it was found that there is a positive signifi cant relationship be-
tween organizational readiness for change and all performance measures. The results 
indicate that positive attitudes toward the change can help to organization to develop 
in their knowledge performance. In addition, this study also identifi es the relation-
ships between three dimensions of organizational readiness for change and perform-
ance measures. Specifi cally, it has been found that organizations PKP was positively 
associated with cognitive dimension of organizational readiness tochange.

Conclusion
This study empirically investigated three potential dimensions of organiza-

tional readiness for change, would affect organizations knowledge performance. 
The supportive results of the study indicate n improvement in knowledge perform-
ance need strength, organizational readiness for change. That cognition, affective 
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and behavioral tendency of attitudes toward organizational change supports prior 
research indicating such readiness are important to organizations ability to create 
the new knowledge, products, and new services to reduce the customers comple-
ment and reducing the cost of production.

The fi ndings demonstrated that the organizational readiness to change is 
able to boost in their innovation (knowledge performance). Since most of the 
companies are for profi t, innovation might become vital to generate high returns 
on investment. Perhaps their fi nancial stability accompanied by their inspiring 
goals lead to better knowledge performance which is indicated by an increased 
number of skilled workers, introduction of new products or services, and greater 
investment in information technology. In addition, there may be more individu-
als in the institution involved in developing new skills and contributed toward 
suggestion for further improvement of the institutions. Conceivably, most of the 
suggestion given by the organizations members were taken into consideration and 
implemented successfully for the benefi t of both individual and the institution as 
a whole. The positive and signifi cant relationships of the organizational readiness 
for change and knowledge performance improvement measure support the fi nd-
ings by Noubar et al. (2010), Week et al. (2004), Armenakis & Bedeian (1990). 
Perhaps more important to future research and theory development, organizational 
readiness for change are important core psychological variables in relation to how 
one copes with organizational change and improve organizational knowledge.
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Abstract
This paper is an attempt to look at the issue of corporate social responsibility 

(CSR) from the perspective of these two disciplines of science. CSR is a voluntary 
consideration of businesses of social and ecological problems in their operations 
and relations with concerned parties. The purpose of this paper is to analyse and 
assess the scale of transnational corporate business commitment, operating in 
new EU member countries, in the management of social relations within CSR, 
subject to comparative aspects. The point of reference are national companies and 
their approach to CSR. In countries that underwent structural transformation and 
are EU members, transnational companies are leaders of CSR. They consciously 
shape their relations with basic groups of stakeholders.

Introduction
Corporate social responsibility (CSR) is an issue discussed both on the fi eld 

of management sciences and economy. This paper is an attempt to look at the issue 
of CSR from the perspective of these two disciplines of science.

CSR shall be defi ned for the purpose of this paper as a voluntary consid-
eration of businesses of social and ecological problems in their operations and 
relations with concerned parties (Green Paper 2001). Socially Responsible Invest-
ments (SRI) take place when the investor making investment decisions takes into 
account not only fi nancial criteria, but also social and environmental criteria. 

Business operations, including transnational corporate businesses, is of eco-
nomic, social, political and ethical dimension. As a result, it is expected that tran-
snational corporate businesses will conduct their operations in good faith and in 
accordance with relevant standards of economic activity, and at the same time 
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observe the profound principles of good conduct in the socio-political and ethical 
fi eld (UNCTAD 2001).

From the historical point of view, the problem of CSR appears along with 
the development of modern corporate businesses whose stock/shares become the 
object of trade on capital markets. The scope of CSR has extended signifi cantly 
since that period and covers many groups of stakeholders and fi elds that earlier 
were not in the fi eld of corporate interest. Both transnational corporate businesses 
and national companies are presently active in this fi eld.

The purpose of this paper is analysis and assessment of the scale of commit-
ment of transnational corporate businesses operating in new EU member coun-
tries, in the management of social relations within CSR, subject to comparative 
aspects. The point of reference will be national companies and their approach to 
CSR. 

Detailed research tasks include:
– Aspects of theoretical CSR and SRI – identifi cation of CSR areas and 

models.
– Analysis and assessment of the scale of commitment of transnational 

corporate businesses by direct foreign investments in new EU member 
countries.

– Analysis and assessment of the scale of commitment of transnational 
corporate businesses in CSR in new EU member countries, as compared 
to commitment of national companies.

– The specifi c character of social relations of transnational corporate busi-
nesses in new member countries and ways of managing them.

Theoretical aspects of CSR and SRI
The concept of CSR is the subject of dispute in the fi eld of economic sci-

ences. Milton Friedman was the best known opponent of this idea1. He perceived 
the basic objective of corporate businesses as multiplication of its profi t for share-
holders (Friedman, 1970; Rybak, 2007). Corporate business managers are treated 
as shareholder fund trustees. Since shareholders are owners of companies, its 
management should operate only in their interest. Management is responsible for 
running corporate businesses in accordance with the requests of owners, which 
generally means „earn as much money as it is possible” and which is synonymous 
with achieving high returns from the invested capital. Friedman justifi es his nega-
tive position towards the concept of CSR, treated as a multiplication of its moral 
good with the fact that a corporate business is an economic institution and does 
not operate on moral motives. The opponents of CSR indicate also a possibility of 

1 „(…) there is one and only one social responsibility of business – to use its resources and engage 
in activities designed to increase its profi ts so long as it stays within the rules of the game, which 
is to say, engages in open and free competition without deception or fraud” (Friedman, 1970).
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reducing company effi ciency and unintended adverse effects due to using capital 
for social needs instead of for organizational needs. 

This perception method of the CSR concept also fi nds its followers today. 
For example, D. Henderson claims that in spite of the CSR concept dissemination, 
it is based on false assumptions and is a threat to market economy2.

On the other hand, the proponents of the CSR concept fi nd strong arguments 
for implementation of CSR (see: Caroll & Shabana, 2010; Adamczyk, 2009; 
Rybak, 2007). The proponents of CSR point out, above all, that the market is 
not a suffi cient regulator of economic life. Countries with market economy are 
plagued with market defects, which results in periodically recurring infl ation and 
unemployment explosions or unjust division of national income. The most popu-
lar justifi cation of CSR does not refer to ethical norms, but indicates a long-term 
company interest. 

Arguments for CSR are grouped in four categories (Porter & Kramer, 2006), i.e.
– moral obligations,
– permanent and sustainable development,
– license for operation,
– reputation.
At the same time, it is emphasized that all these approaches are connected 

with the same weakness, namely the focus on tension that arises between business 
and society, instead of their mutual interdependence.

The CSR concept approval brought attempts to formulate models where dif-
ferent aspects of CSR are stressed and priorities in their activities are perceived 
differently (Rybak, 2007, namely:

– the after profi t obligation model – four degrees of responsibility are 
distinguished in the model: economic, legal, ethical and philanthropic,; 
achieving profi t is the objective of a company and economic responsibil-
ity is fundamental; the remaining types of social responsibility rest on 
it;

– the before profi t obligation model – this model recognizes the priority 
of moral values before other values which should be attributed to them; 
companies are obliged to comply with moral and social prohibitions and 
obligations at every stage of their operations and not only after reaching 
the required profi t threshold; companies are obliged to consider stake-
holder expectations and treat them equally with own objectives; if both 
conditions are met, the company is granted freedom with regard to selec-
tion of profi t creation method.

2 „(…) corporate social responsibility is an appealing concept, and general notion is, or was until 
recently, helpful one. But the current widely-held doctrine of CSR is deeply fl awed. It rests on 
a mistaken view of issues and events, and its general adoption by business would reduce welfare 
and undermine the market economy” (Henderson, 2001).
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A change in the debate on CSR is presently observed. It is emphasized that 
CSR may be a source of possibilities, innovation and competitive advantage (Por-
ter & Kramer, 2006). Instead of a debate on arguments for or against CSR, in-
depth research of actual activity of companies in this respect is conducted. As 
a result, new approaches to issues of CSR emerge (Porter & Kramer, 2006; Rybak, 
2007): 

– the concept of social responsiveness (CSR-2),
– the concept of corporate social performance (CSR-3).
Despite existing controversy on CSR in the fi eld of theory, considering the 

CSR concept by businesses is more and more present in the business practice. De-
pending on tradition and respected ethical norms, companies treat CSR as a deeply 
rooted company value or use it mainly for marketing purposes.

Socially Responsible Investments (SRI) are a phenomenon discussed si-
multaneously. They take place when the investor, making decisions on selection 
of an investment fund, takes into account not only fi nancial criteria, but also social 
and environmental criteria (UNEP 2006). There is a direct relation between CSR 
and SRI. On the one hand, investors who are looking for an appropriate deposit 
for their funds originating from the consideration of certain values, they defi nitely 
demand the company to demonstrate CSR. On the other hand, company reports on 
social and environmental responsibility are frequently used as a source of infor-
mation for application of ethical criteria during investing (Witkowska, 2007). 

Specifi c character of transnational corporate business CSR 
Transnational corporate businesses, as world economy entities, operating 

on the global scale, face particular expectations with regard to CSR (UNCTAD 
2001). At the same time, they are often the object of accusations of unethical be-
havior, especially in the case of operations in developing countries (Nakonieczna, 
2009). 

International organizations undertake initiatives and accept documents con-
taining references to CSR, including transnational corporate businesses. These 
include: 

– Global Compact UN initiative.
– Declaration of International Labour Organization of Fundamental La-

bour Terms and Rights.
– Rio Declaration on Environment and Development Agenda 21.
– OECD Guidelines for international companies.
The OECD Guidelines constituting part of OECD Declaration on internation-

al investment and multinational companies have direct reference to transnational 
corporate businesses from the aforementioned documents. OECD Guidelines in-
clude non-binding recommendations for transnational corporate businesses op-
erating in OECD countries as well as originating from OECD countries, as well 
as Argentina, Brazil and Chile. The primary objective of OECD Guidelines is to 
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improve international investment climate and strengthen the bases for mutual trust 
between transnational corporate businesses and societies in which they operate. 
Guidelines include a list of voluntary principles and standards of conduct for re-
sponsible business, consistent with the binding law (OECD 2001).

Transnational corporate businesses and countries hosting their foreign in-
vestments should be interested in the implementation of the CSR concept. In the 
case of countries receiving direct foreign investments, international corporate so-
cial responsibility reinforces the positive impact of the investment project on the 
economy and alleviates potential social confl icts. This means strengthening the 
competitiveness and credibility for foreign investors on international markets. It 
proves to be particularly important in the case of foreign direct investments in less 
developed countries where corporate businesses are looking for cheap labour force 
and can easily become potential objects of accusations of unethical behavior.

According to a UN report on the implementation of Global Compact initia-
tive on the global scale, half of 2010 – 8000 signatories, including 6000 belonging 
to the business sphere and 2000 from the civic society and non-business organiza-
tions from 135 countries participated in it (UN 2010). Despite the economic crisis, 
1500 new signatories declared joining the initiative in 2009. Most companies join-
ing the initiative come from Europe (approximately 3000 companies) and from 
Latin America (slightly less than 1 500). Among the companies there are both 
large enterprises and SMEs, in equal proportions. Among the 20 countries with 
the greatest number of companies involved in Global Compact, there are 7 EU 
member countries. These are the so-called old member countries, namely: France, 
Spain, Denmark, Germany, Italy and Sweden. 

The research conducted in 2009 by the UN and covering 1044 companies 
from 97 countries shows that the most important motives for company involve-
ment in Global Compact are (UN 2010):

(1) increasing trust in a company,
(2) integration of sustainable development issues in company operations,
(3) the universal nature of Global Compact principles,
(4) entering a network of cooperation with other organizations,
(5) consideration of humanitarian issues.
The desire to „consider climatic changes” was placed lower in the ranking 

(though in this case, the indications increased from 20% to 27% as compared 
with 2008). The following motives are placed permanently low on the other hand: 
„pressure from external stakeholders” and „fi nancial market expectations”.

The UN study also refers to the behaviour of companies with branch offi ces, 
including foreign ones. About 80% of parent companies make some efforts to dis-
seminate the obligations arising from Global Compact also in their branch offi ces. 
30% of them requires the branch offi ces to be involved in socially responsible prac-
tices. On the other hand, 6% of companies with branch offi ces report that they take 
no actions outside the main seat of the company. The percentage of such companies 
has decreased as compared to 2008, when it was respectively 9% (UN 2010). 
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Parent companies popularize the obligations under Global Compact in their 
branch offi ces by means of e.g. creating posts related to social responsibility in 
branch offi ces, evaluating branch offi ce activities in this respect, course trainings 
and raising awareness, connecting Global Compact principles with local issues, 
partnership on the local level, encouraging creating local networks and encour-
aging multilateral consultations with stakeholders. Information on the scale of 
parent companies commitment in different kinds activities for Global Compact in 
branch offi ces is presented in table 2.

Analysis and assessment of scale of commitment of 
transnational corporate businesses in the form of foreign 
direct investments in new EU member countries

New EU member countries, as opposed to the whole group, are net import-
ers of capital in the form of foreign direct investments (FDI). Their position in the 
global and EU capital fl ows is still of little importance. The 12 new EU member 
countries in 2009 were responsible for less than 4.6% of global accumulated in-
coming FDI. In the previous year it was 4%, which means that despite the crisis, 
new EU member countries have slightly increased their share in global accumu-
lated FDI, whereas the share of the whole EU27 was 42% in 2009 and has de-
creased by 1 percentage point. However, the majority of FDI is located in old 
member countries. The share of new EU member countries in accumulated FDI 
located in total within the whole EU27 reached the level of almost 11% in 2009, 
as compared to 9.2% in the previous year (UNCTAD 2010 and 2009 and own 
calculations).

The group of new EU member countries is internally diverse in terms of size of 
accumulated FDI located in those countries. It is true that in the long term, i.e. in years 
1990–2009, a systematic increase of capital resources in the form of FDI is observed 
in all these countries, but their distribution is highly unequal. In terms of absolute 
values, the highest capital resource was located in Hungary – i.e. 248.7 billion USD in 
2009, in Poland – 182.8 billion USD and in the Czech Republic – 115.9 billion USD 
(UNCTAD 2010, p. 172). In this context, one can separate a group of new member 
countries whose capital resource in the form FDI is on an average level and is within 
the range 50 to 74 billion USD. This group includes Romania (74 billion USD), Bul-
garia (50.7 billion USD) and Slovakia (50.3 billion USD). In other countries, the ac-
cumulated FDI ranged from 9 billion USD to 27 billion USD (UNCTAD 2010).

The analyzed countries include both large and small countries, therefore it 
is reasonable to present the value of accumulated FDI per 1 inhabitant. Data on 
this issue is included in table 1. In the period 1990–2009, each of the analyzed 
countries recorded a multiplication of the value of accumulated FDI per 1 inhabit-
ant. Accession of these countries to the European Union resulted in higher inter-
est of direct foreign investors in locating capital in this region, which resulted in 
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a sometime signifi cant increase of accumulated FDI per 1 inhabitant in the fi rst 
years of membership. The most spectacular increase of accumulated FDI per 1 
inhabitant took place in Bulgaria, i.e. more than 4 times in the period 2005–2009, 
a similar situation took place in Hungary. In the same period the accumulated FDI 
per 1 inhabitant increased over 3 times in Slovakia, Cyprus and Romania. Other 
countries recorded an approximately 2-fold growth of this value (own calculations 
on the basis of table 1).

The accumulated FDI per 1 inhabitant show that new member countries dif-
fer in terms of importance that these investments have for their economies and 
prove a diverse attractiveness for foreign investors. In 2009 Romania, Lithuania 
and Poland were located at the bottom of the scale, with the lowest value of accu-
mulated FDI per 1 inhabitant, not exceeding 5000 USD. The following countries 
were located within the range from 5000 USD to 10 000 USD: Latvia, Bulgaria, 
Slovenia, Slovakia. Estonia and the Czech Republic recorded more than 11 000 
USD per 1 inhabitant, while Cyprus, Malta and Hungary – over 20 000 USD.

The importance of transnational corporate businesses in the social sphere is 
growing according to the commitment of foreign capital in particular economies. 
From the point of view of foreign capital impact on the receiving countries, their 
approach to the issue of decent work, consumer protection, environment protec-
tion and promoting development plays a leading part in shaping sustainable devel-
opment in new EU member countries. 

Analysis and assessment of scale of transnational corporate 
business commitment in CSR in new EU member countries, 
as compared to national companies commitment 

The approach of new EU member countries to CSR issues holds within 
designated documentations of international organizations mentioned above. The 
point of reference includes also documents adopted by EU institutions and bodies, 
namely (Witkowska, 2008):

– appeal of the chairman of the European Commission, J. Delores, to Eu-
ropean business to fi ght social exclusion (1993),

– Green Paper „Promoting framework for Corporate Social Responsibil-
ity”, whose purpose was to initiate a debate on the CSR concept and 
the method of creating partnership for development of the European ap-
proach to this issue (2001), 

– EU Commission communication entitled CSR: business contribution to 
sustainable development (2002),

– EU Commission communication entitled: „Implementing the partner-
ship for growth and jobs: making Europe a pole of excellence on CSR” 
(2006) in which the Commission announced support for the European 
alliance for CSR.
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In countries that underwent structural transformation and are EU members, 
the commitment of transnational corporate businesses in CSR is characterized by 
autonomy, as compared to the commitment of national companies in this area. 
This is confi rmed by research carried out by UNDP with regard to Poland consti-
tuting a part of broader research conducted in 8 member countries (UNDP 2007; 
Witkowska, 2008). The research surveys conducted among 40 enterprises in Po-
land show that:

– the main driving force behind CSR were expectations of transnational 
corporate businesses, commercial partners and EU sector entities;

– the level of commitment in implementation of the CSR concept was the 
highest among transnational corporate businesses and they may be re-
garded as pioneers in its use;

– only half of the surveyed companies had their own strategy with regard 
to CSR, including 10% of Polish large companies;

– in 52% of the examined companies, the communication with stakehold-
ers was reactive and stakeholder priorities were not defi ned; more than 
half of transnational corporate businesses (10 out of 18) ran a regular dia-
logue with stakeholders, while 20% of Polish companies did not engage 
in a dialogue with stakeholders who were not even clearly defi ned;

– with regard to CSR management, only 1/3 of the examined companies 
did not have an employee responsible for CSR, and the board of directors 
was not informed about company activity in this fi eld;

– instruments and systems of CSR management were applied only by 19% of 
companies of which only 1 was a national company; Polish small and me-
dium enterprises did not treat CSR as a part of their management systems;

– more than 50% of companies did not share information on their activities 
on a regular and standardized basis;

– social reporting was subject to an independent and external audit only in 
the case of 4 companies; all of them were companies of a global range.

Available data on the implementation of the Global Compact UN initiative in 
Poland indicate that the leaders in this fi eld are also transnational corporate busi-
nesses, though the interest in this initiative is still not large. Only 76 companies 
joined it in Poland (www.globalcompact.org.pl). 

In other new EU member countries, the interest in CSR issues increased in 
comparison the period in which those countries accessed the EU. In Hungary, for 
example, in 2006 it was assumed that the concept of CSR was still new and poorly 
popularized (FIDH 2006). An exception were transnational corporate businesses, 
specialized government agencies, non-governmental organizations and consult-
ants. National companies did not conduct socially responsible policy in the 1990s, 
which was related to the system transformation. Practices related to CSR were 
more intensively introduced by transnational corporate businesses than by na-
tional companies. Currently, 2/3 of business leaders in Hungary stress that social 
responsibility is of great or extreme importance to their companies (CSR Hungary 
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Index). 41% of companies conduct operations in relation to CSR due to their so-
cial image, and only 10% are motivated by the willingness to obtain comparative 
advantage. The approach of companies in the Czech Republic to CSR was chang-
ing in a similar manner. 

Specifi c character of social relations of transnational 
corporate businesses in new member countries and ways of 
managing them

Every company enters into complex social relations with the environment 
– with people, social groups and organizations and institutions being part of the 
society. A company must take into account the opinion of the society and con-
sciously shape its relations with it. The nature and frequency of these relations re-
quires taking decisions, namely managing (Adamczyk, 2009). It is in the interest 
of a company to identify relations with stakeholders, determine their expectations 
and methods of responding to them. Every group has specifi c expectations, but 
many of them repeat in all relationships.

If we assume a division into fi rst and second degree stakeholders, then the 
fi rst group includes individual and legal persons concluding formal contracts with 
a company. The second group includes persons or groups of persons who do not 
conclude any transactions with it (Rybak, 2007). First degree stakeholders include 
shareholders, employees, clients, suppliers and the public sector; without their 
commitment a company cannot survive. The second group includes media and 
interest groups which affect a company in an indirect manner and may sometimes 
threaten its existence by mobilizing the public opinion3. 

Transnational corporate businesses locating direct investments abroad, are 
in special need to shape social relations and adequately shape relations with all 
groups of stakeholders. Maximizing effi ciency on the global scale and effi cient 
functioning of companies within the created relation network requires implemen-
tation of certain practices and activities in the sphere of CSR. This allows tran-
snational corporate businesses to avoid social confl icts that might threaten their 
interests in different parts of the world. Furthermore, corporate businesses also 
begin treat actions related to CSR as an instrument of increasing company com-
petitiveness.

In new EU member countries, in their earlier phase of development when the 
system transformation was happening, less attention was devoted to social and en-
vironmental issues (CSR Europe 2010). Within restructuring, post-socialist compa-
nies got rid of some social functions, developed in the period of centrally planned 
economies, treating them as a burden for companies. No deeper expectations with 
regard to of transnational corporate business social responsibility were raised. These 

3 There are also other classifi cations of stakeholders, see: J. Adamczyk, 2009, p. 84–88.
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in turn, implemented in their parent countries to use proper strategies in relation 
to all groups of stakeholders, moved the practices related to CSR to transforming 
countries, In this way, they became leaders of CSR in those countries.

As transformations and adjustments to EU membership were happening, legal 
solutions regulating various aspects of company operations, including transnational 
corporate businesses, were adopted in countries applying for membership. Certain 
obligations became legally valid and stopped being the domain of CSR. At the same 
time, new expectations of some groups of stakeholders, e.g. employees were created. 

Impact of transnational corporate businesses on the job market in receiving 
countries has been subject to intensifi ed analyses (UNCTAD 1994; Witkowska, 
2000; Wysokińska & Witkowska, 2004). From the point of view of social rela-
tions management by transnational corporate businesses, it should be noted that in 
the initial period of foreign capital infl ow to the then transforming countries, in the 
relations foreign employers – local employees many confl icts leading to protests 
and strikes arose. With the passage of time these relations signifi cantly improved. 
It can be assumed that the process of learning occurred in mutual relations. Tran-
snational corporate businesses are perceived, especially by young people, as 
desirable employers, undertaking many activities for employees on a voluntary 
basis. Corporate businesses, as one can suppose, use not only reactive, but also 
pro-active strategies in this area. 

With regard to environmental protection in receiving countries, transnational 
corporate businesses may use different strategies and go beyond minimum require-
ments imposed by local law (OECD 1999). In new EU member countries, within 
adjustments to common environmental protection policy, the environmental protec-
tion requirements have been made more strict and all entities are obliged to observe 
them. Enforcement of legal regulations in relation to environmental protection is 
more and more effective. Transnational corporate businesses, in the name of build-
ing good relations with the local community, undertake additional actions aimed at 
decreasing environment loads resulting from their operations and, apart from this, 
undertake attempts to incorporate the community (local governments, inhabitants, 
students) in various pro-ecological campaigns. It favourably affects their relations 
with second degree stakeholders, i.e. mass media and groups of interests.

Conclusions
1. Theoretical controversies with regard to CSR are not clearly settled. Al-

though one should agree with the view that a company must, above all, 
survive on a competitive market, the actions with regard to CSR can help 
build company reputation and support its strategic objectives.

2. Both transnational corporate businesses and the receiving countries are 
interested in the implementation of the CSR concept. For foreign inves-
tors this mainly means strengthening the competitiveness and credibility 
on international markets, for the receiving countries – strengthening the 
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positive impact of foreign investments on the economy and alleviation of 
possible social confl icts. 

3. In contemporary world economy, more and more national and transna-
tional companies participate in the UN initiative Global Compact and 
undertake various actions in the area of CSR, following the motive „in-
creasing trust towards the company”.

4. Companies with an extensive structure, consisting of subsidiaries, popularize 
the obligations under Global Compact in their branch offi ces by e.g. creating 
posts related to social responsibility in branch offi ces, evaluating branch of-
fi ce activities in this respect, course trainings and raising awareness.

5. International corporate businesses are active in new EU member coun-
tries, which is proved by direct investments in their economies. The im-
portance of foreign capital in the form of FDI is, however, different in 
various countries. Due to the position of transnational corporate busi-
nesses, their approach to the issue of decent work, consumer protection, 
environment protection and promoting development plays an important 
role in shaping sustainable development in new EU member countries. 

6. In countries that underwent structural transformation and are EU mem-
bers, transnational corporate businesses are leaders of CSR. They con-
sciously shape social relations, implementing reactive and pro-active 
strategies. 

Table 1. Accumulated incoming direct investments per capita in new EU member 
countries, 1990–2009, USD

Country Accumulated incoming direct investments per capita
1990 1995 2000 2005 2009

Estonia – 501.9 1 838.0 9 112.1 12 134.4
Lithuania – 97.0 666.7 1 891.4 4 251.0
Latvia – 247.2 877.8 2 086.8 5 234.0
Czech Republic 132.3 712.3 2 117.0 5 832.2 11 611.0
Poland 2.9 203.2 890.6 2 443.3 4 797.4
Hungary 55.0 968.5 2 238.9 6 074.7 24 902
Slovakia 53.7 236.9 882.3 2 845.2 9 307.8
Slovenia 852.6 896.7 1 457.9 4 030.0 7 524.4
Cyprus – 2 156.0 3 697.6 10 488.0 30 526.1
Malta 1 291.7 2 439.2 5 817.5 10 409.4 22 963.4
Bulgaria 12.7 53.2 337.7 1 185.3 5 229.6
Romania – 49.6 306.6 1 100.9 3 491.4

Source: own calculations on the basis of UNCTAD (2001, 2006, 2010) and World Population Pros-
pects, The 2008 Revision Population Database, UN, 2009.
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Table 2. Parent company activities for dissemination of obligations under Global 
Compact in branch offi ces

Parent company activities in branch offi ces % of surveyed companies
Creating posts related to social responsibility in branch offi ces 47
Assessment of actions in branch offi ces in relation to CSR by 
parent company 43

Course trainings and raising awareness 41
Linking Global Compact principles with local issues 38
Partnership on local level 30
Encouraging to create local networks 24
Encouraging to take part in multilateral consultations with 
stakeholders 20

Source: UN (2010), Annual Review. 10 years 2000–2010 United Nations Global Compact, p. 15.
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Abstract
The purpose of this article is to present the results of the analysis of com-

parative advantages in the export of goods and services from Poland to selected 
foreign markets in the recent period of 2008–2009. The analysis has covered the 
uniform European market, the Russian Federation market, the USA market and 
the Chinese market. A conclusion can be drawn from the conducted comparative 
analysis of advantages in the export of industrial goods that goods structures 
with high comparative advantage on EU markets, the Russian Federation market 
and the Chinese market (except for some differences observed on the US market) 
are highly similar. The article also points to potential areas which may become 
a catalyst of the development of the Polish economy in the future, due to their 
proinnovative and environmentally friendly orientation compliant with the main 
directions of the European strategy Europa 2020. 

Introduction – notion of competitiveness
In the theory of international trade attention is paid to the need for distin-

guishing the notion of competitiveness from of the notion of comparative benefi ts 
(Person & Salenbier, 1983).

This comparative benefi t is defi ned as the ability of the economy to pro-
duce specifi ed goods more effectively than in different economies and is ex-
pressed in a country’s directions of export and import specialization. This ability 
is determined, among others, by the relative equipment in means of production 
and in technology, by the structure of costs of production of goods in different 
countries, the structure of demand, scale benefi ts, the possibility of goods diver-
sifi cation etc.
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On the other hand, this competitive benefi t results from the relative strength 
of a given economy or the economy branches in relation to foreign competitors as 
suppliers of specifi ed products to the domestic market and international markets.

Competitiveness has been defi ned in the subject literature, among others, as 
the ability to meet international competition and maintenance of a high rate of do-
mestic demand without deterioration of the current account balance, on the other 
hand it has expressed itself on the international market as the acceptance of goods 
of a given country and the increase of its shares in export markets (Report on the 
Competitiveness of Community Industry, 1983). It has been also emphasised that 
competitiveness of countries was also dependent on their ability to maintain bal-
ance between import and the domestic production on the domestic market („Eu-
ropean Economy”, 1985).

In the defi nition presented above emphasis is made on the short-term dimen-
sion of competitiveness while accepting changes in the current account balance 
and the ex-post analysis of market shares. However, these defi nitions fail to draw 
attention to a broader dimension of competitiveness, intended to ensure effec-
tive use of the resources of the means of production as well as focused on struc-
tural changes in the economy and the growth in effectiveness of management. 
Although another defi nition included this aspect, it did it in a very narrow sense, 
by i.e. emphasising being competitive as a country, i.e. using domestic resources 
– especially employing the domestic workforce (Scott & Lodge, 1989).

It should be also emphasised that the growth in productivity of the used 
means of production (labour, capital, technology) results in better use of competi-
tive advantages in the economy as a whole and in its entities – companies. 

Due to a systematic perspective, special attention should be paid to the defi -
nition suggested by L. Tyson, according to which a country’s competitiveness 
means the ability to produce goods and services that will prove themselves on the 
international market and will contribute to achievement of increasing and sustain-
able improvement in the standard of life of the citizens of said country (Tyson, 
1992)1.

The main factors leading to achievement of the so-called sustainable com-
petitiveness include such stimuli as: 

– Science and technology – R&D expenses, the number of engineers, pro-
tection of intellectual property, the pace of commercialization of new 
technologies, ability to introduce innovations,

– Human resources – whose quality depends on employee qualifi cations, 
their creativity, motivation, the relations prevailing at work and the em-
ployee quality of life,

1 See also: P. Kugmann, „Pop Internationalism”, Cambridge, Massachusetts, London 1996, 
p. 3–102.
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– Internationalization – of companies, that is their ability to operate on 
international markets through export of goods and services and/or pro-
duction in other countries,

– Quality of operation of government institutions,
– Economic infrastructure, 
– Activity of fi nancial institutions,
– Quality of management methods,
– Corporate Social Responsibility (CSR) – the company is being partly re-

sponsible for its environment and the natural environment in cooperation 
with local authorities, responsibility for employees who offer fair work 
and ensuring fair pay for them for doing it, lack of corruption.

When preparing the ranking of countries, the authors of the Global Com-
petitiveness Report rely on the competitiveness ratio relating to 12 basic pillars 
covering such parameters as: institutions, infrastructure, macroeconomic stability, 
health protection sector and basic education, higher education and training, effec-
tiveness of the goods market, effectiveness of the labour market, development of 
the fi nancial market, technological capacity, size of the market, business capacity, 
innovativeness. On the basis of the abovementioned factors which have signifi cant 
impact on innovation of the economy, the Report has defi ned three basic stages at 
which countries can be found, i.e.:

– 1st stage – economies based on factors such as: institutions, infrastruc-
ture, macroeconomic stability as well as health protection and basic edu-
cation;

– 2nd stage – economies based on strengthening of effectiveness, i.e. on 
higher education, training, effectiveness of the goods and labour markets, 
advanced development of the fi nancial market, technological capacity as 
well as the size of the market;

– 3rd stage – economies based on innovations and business capacity as 
main development stimuli (The Global Competitiveness Report 2009–
2010, 2009).

Competitive position of Poland – present condition 
Poland has been classifi ed in the recent Global Competitiveness Report (The 

Global Competitiveness Report 2010–2011, 2010) as a country found in the tran-
sitional phase between the second stage and the third stage – next to such 
countries as: Croatia, Estonia, Hungary, Latvia, Lithuania, Slovakia and Turkey 
– (in comparison to the results of the Report from 2009, two European countries 
have been excluded from this group: Romania and the Russian Federation, which 
have been qualifi ed as countries located in the 2nd stage). In the recent ranking, 
among all 27 EU member states, Poland was ranked 14th, while among the new 
member countries Poland holds the third place behind Estonia and the Czech Re-
public. Hence, both countries of the „15” such as Spain, Portugal, Italy as well as 
Greece and 9 new Member States, i.e. Cyprus, Slovenia, Lithuania, Malta, Hun-
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gary, Slovakia, Romania, Latvia and Bulgaria have been classifi ed behind Poland 
(The Global Competitiveness Report 2010–2011, 2010). 

Here we can ask a question – what does Poland currently lack with regard 
to becoming a country capable of reaching the 3rd stage? As it results from the 
global competitiveness ranking, a lower grade is mostly affected by two factors 
expressed in: 

1)  low business capacity which is reached in the process of internationaliza-
tion of companies: that is the ability to establish branches of companies 
with domestic capital abroad (FDI), 

2)  still low company innovativeness ability (introduction of at least 1 product 
or process innovation during a year) which is achieved by cooperation 
with universities, including mainly technical universities as well as scien-
tifi c-research institutes. The basic condition to achieve and maintain sus-
tainable competitiveness by companies is their innovativeness ability2.

In: World Economic Outlook – Rebalancing Growth, IMF (2010), the fore-
casts for the emerging economies of Europe, including Poland, which refer to the 
actual growth of GDP are benefi cial, since the rate of economic growth expected 
in the years to come will be at the level of ca. 2–3% (in the case of Poland, above 
3%), though in 2010 negative growth rate was recorded with regard to Hungary, 
Lithuania, Latvia, Estonia. 

In the updated Review of the European Commission relating to the importance 
of the European industry in the changing world3, the diagnosis of the situation in 
32 sectors of the European industry as well as the sectors of services relating to 
them has been presented. Among industry sectors the conducted diagnosis of the 
condition and the external competitive position of the examined sectors in rela-
tion to partners and competitors from non-European countries has recorded a re-
markable position of Poland in the following areas: in the car industry, with 
a high export susceptibility, exceeding the purchase capabilities of the domestic 
market at least twice as well as participation in transnational chains of commer-
cial connections (supply chains)4 in the cosmetic industry (with a relatively high 

2 See: L.K. Mytelka, Global Shifts in the Textile and Clothing Industries, Studies in Political Econ-
omy, 1991, No. 36, Autumn; L.K. Mytelka, Regional Co-operation and the New Logic of Interna-
tional Competition, (in:) L.K. Mytelka, (ed.), South – South Co-operation in a Global Perspective, 
OECD Development Centre, Paris, L.K. Mytelka, Competition, Innovation and Competitiveness 
in Developing Countries, Development Centre of the OECD, Paris 1999, p. 15–17, see also: 
Z. Wysokińska, Konkurencyjność w międzynarodowym i globalnym handlu technologiami, PWN, 
Warszawa 2001, chapter I and Z. Wysokińska, Effects of Liberalization of Trade in Textiles and 
Apparel in the Light of the GATT/WTO Agreement. Comparative Aspects for Central and East 
European Countries, Proceedings IT&FA Conferences, Montpellier, June, 2000.

3 European Industry in a Changing World, Updated Sectoral Overview 2009, Commission of the 
European Communities, Commission Staff Working Document, Brussels, 30, 07. 2009, SEC 
(2009) 1111 fi nal.

4 As above, p. 12 and 13.
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employment in this sector in Poland and high development dynamics)5 in the 
furniture industry which Poland for many years remained at a leading position 
in export and is still at the forefront of export industries6 in the sector of services 
accompanying production of information and communication technologies 
(ICT – services)7, in the pharmaceutical industry (mostly from the point of 
view of a relatively large share of employment in this sector in Poland (ca. 25000 
persons)8; in the railway industry and the deliveries for the railway industry 
(because of a high employment ratio in this sector, which exceeds a 10% share 
in the European labour market in this sector)9 in the steel industry (a high share 
has mostly manifested itself in the European employment of the Silesia region in 
this sector10) and in the sector of production of textiles and clothes, in which 
Poland holds a signifi cant and increasingly important position in Europe – next to 
Bulgaria, Greece, Austria and Italy, when the position of France, UK and Ireland 
becomes less signifi cant11.

In the Report of the European Commission discussed above emphasis is 
particularly made on key importance of innovativeness and the need to increase 
productivity of utilised production factors as well as the leading role of scientifi c 
research in the development of all sectors of the European industry in order to 
match the competition of countries from outside Europe on the global market – 
especially the USA, Japan as well as China, India, Brazil. 

A signifi cant meaning of cost competitiveness in the form of the ability to 
maintain rational costs of production and sales on the markets of goods and serv-
ices which experience an increasingly stronger competition has also been pointed 
out, though it is of particular importance in the transition period. High quality of 
both production and distribution which has been confi rmed with international cer-
tifi cates and standards is becoming the more important factor in this matter. 

Results of comparative advantages of Poland on selected 
foreign markets 

The conducted analysis of comparative advantages in the export of industrial 
goods from Poland to selected markets, including the EU market, the Russian 
market as well as the US market and the Chinese market points to the similarity 
of structures of product groups with high comparative advantage (except for some 
differences observed on the US market). A particularly high comparative advan-

5 As above, p. 52.
6 See: tab. II.1.E.
7 See: European Industry in a Changing World, op.cit., p. 101–102.
8 As above, p. 152.
9 As above, p. 169.
10 As above, p. 185.
11 As above, p. 189.
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tage in the export from Poland of the following product groups has manifested 
itself on the remaining three markets: 

– Non-rail vehicles and their parts and accessories; 
– Furniture; bed linen, mattresses, stands, lamps and lighting fi ttings; light 

advertising, information signs etc.; prefabricated buildings;
– Electrical machines and devices and their parts; sound recorders and 

players, image and sound recorders and players as well as parts and ac-
cessories;

– Nuclear reactors; boilers; mechanical machines and devices and their 
parts;

– Meat and edible giblets12. 
The analysis of comparative advantages in the industrial export from Poland 

also points to a relatively long list of possessed cost advantages, achieved espe-
cially on the EU market as well as on the Russian market, however, at a strongly 
decreasing advantage when going away from the initial 10–15 positions from the 
presented list of relative advantages. It proves a relatively high development po-
tential of the majority of production industries represented in the goods nomen-
clature, which represent the examined product groups, provided that the existing 
cost advantage is maintained13.

The analysis of comparative advantages achieved by Poland in the export of 
services to selected foreign markets, including the EU market, the USA and China 
markets points to the fact that comparative advantages which are the largest and 
common for all of the examined markets are achieved with regard to road transport 
(mostly of goods), services associated with sea transport (of goods and other); travel 
as well as some other economic services, including: on the European market these 
are mainly architectonic and engineering services as well as services associated with 
trade, legal, accounting, consulting services, etc., telecommunication, agricultural 
and mining services as well as advertisement, market surveys and general public 
surveys. On the other hand, on the Russian market apart from the service groups 
mentioned before, comparative advantage can also be found in the case of insurance 
services and on the US market it is an evident also on the IT and information serv-
ices market as well as air transport, postal and courier services14.

The analysis of comparative advantages has demonstrated a scope of com-
parative advantages in export from Poland to the studied markets which is still 
broad and persists at a similar level throughout the whole examined period. How-
ever, comparative advantage is mostly dependent on the level of the costs of pro-
duction, including, to a great extent, the costs of both highly qualifi ed labour and 
auxiliary labour. As a result of the economic development of Poland based, to 

12 See: the Annex at the end of the article as well as the Expert’s Report on the subject: Potential 
areas and fi elds of competitive advantages of the Polish economy,   
http://www.mrr.gov.pl/aktualnosci/rozwoj_regionalny/Documents/Wysokinska_02022011.pdf

13 As above, p. 11–13.
14 As above, p. 14–17.
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a greater extent than previously, on such factors of economic growth as innovations 
and technology which require higher involvement of highly qualifi ed and better 
paid employees, it should be stated that the existing comparative advantage will 
be gradually dwindling, since the number of product groups with present relative 
advantage (as it results from the conducted analysis) is still very large. Poland’s 
achievement of a higher stage of development, that is achievement of stage 3, 
requires orientation on pro-innovative development based on new technologies 
– especially, in accordance with the concept of sustainable development and the 
strategic priorities in the EU, on technologies friendly to the natural environment, 
favourable for development of low-emission (from the point of view of CO2) and 
clean production, consistent with the international environmental standards. 

Perspectives of increasing competitiveness of Poland on 
international market 

On the basis of the analysis of results of the updated review of the position 
of the European industry in the changing world and the programme documents 
of transnational organizations, the following areas which may become a potential 
catalyst of development for Poland as a EU member country can be indicated.

These include: 
– biotechnology, especially agriculture biotechnology, provided that mod-

ern scientifi c research results are used and commercialised in the food 
economy sector;

– the construction industry, provided that new, intelligent building technol-
ogies which are particularly focused on the energy-saving requirements 
and friendly to the natural environment are used in it;

– the sector of production of cosmetics and provision of cosmetic services;
– eco-industry of production of devices and technologies aimed at treating 

water, air and soil as well as the sector of environmental services, includ-
ing recycling, sewage treatment plants and services aimed at reduction of 
the degree of pollution, development of power industry based on alterna-
tive and renewable energy sources;

– food sector based on production of ecological, healthy food;
– the furniture industry as well as the sector of services associated with 

maintenance of monuments;
– the sector of information and communication services; 
– the textile and clothing industry based on innovative material technolo-

gies; 
– the sector of transport services;
– the sector of economic services, including: on the European market – ar-

chitectonic and engineering services as well as services related to trade, 
legal, accounting, consulting and IT services.
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The development policy in Poland should thus focus on the following:
1.  Development of research and technologies which provided the greatest 

economic opportunities or have strategic signifi cance, such as, among 
others:
– advanced, waste-free material technologies and biodegradable mate-

rials;
– engineering for industry, transport and power industry, with closed 

„life cycle” which is safe for the environment;
– advanced materials and technologies for biomedical engineering;
– biodegradable, recyclable construction materials, technologies asso-

ciated with renewable and alternative energy sources;
– nuclear power technologies and hybridization of them with advanced 

coal technologies as well as solutions which utilise renewable energy 
sources;

– technically and economically effective systems of utilization of do-
mestic resources of fossil raw materials, particularly including devel-
opment of clean and highly effi cient new generation coal technolo-
gies which ensure maintenance of the environmental requirements 
and reduction in emission of CO2;

– unique technological equipment as well as research and measure-
ment apparatus for advanced new generation technologies.

2.  Development of research and technologies of horizontal nature (such as 
data communication) which create a plane for formation and distribu-
tion of innovations, particularly tests and development, including:
– advanced IT methods and technologies which shape competitive-

ness;
– the economy, including systems of expert control of devices, indus-

trial processes, communication networks and monitoring of the con-
dition of the natural environment;

– information systems, networks and data transmission, engineering 
associated with development of IT products15.

The factors which can support the development of Poland the most strongly 
in the years to come, since they focus on stimuli related to the development of 
human capital as well as creativity and innovativeness of activities aimed at mod-
ernization of the higher education system in the conditions of effective use of the 
EU structural funds have been indicated below. These are the following observa-
tions consisting in the fact that: 

– with the increase of the share of people with higher education in the 
overall number of citizens both the quantity and quality of intellectual 

15 Detailed description of technologies recommended in the Foresight Program, see: National 
Foresight Program, Poland 2020, op.cit., p. 91–97.
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capital in Poland and the level of innovation will increase because the 
education system will be modernised;

– the possibility as well as the need for active participation of individuals 
in the society, including the labour market, will increase as a result of 
increase in the availability of high quality educational services adapted 
to various phases of human life (including implementation of concepts 
as well as the Lifelong Learning Programmes and diverse needs as well 
as the level of knowledge/skills;

– Poland’s technological gap will decrease thanks to the reinforcement of 
education in the fi eld of natural and technical sciences and greater inter-
nationalization of Polish science;

– effective use of the EU structural funds, especially within the Innovative 
Economy, the Human Capital as well as the Infrastructure and Environ-
ment Programme should contribute to the improvement of the techno-
logical level, including the sphere of clean and pro-ecologically oriented 
technologies as well as increase in company innovation, which is the 
main factor of improvement in their competitiveness16;

– effective use of the EU structural funds intended to support regional de-
velopment and reduce development disproportions between regions in 
Poland – especially between Eastern Poland and Western and Central Po-
land, should contribute to the improvement of socio-economic cohesion 
of the development of regions of Poland and in relation to the regions of 
the advanced Western Europe;

– rapid development of creative sectors of the economy, including cul-
tural industries – both fi lmmaking as well as the sectors of production 
of special effects based on new media technologies accompanying it as 
well as rapid development of innovations in the fi eld of management and 
marketing using modern information and communication technologies 
(ICT). 

The main EU strategic documents in the years to come, including mainly the 
Europe 2020 Strategy suggest that Europe is focused on increasing innovation of 
the economy and achieving the ability to develop on the basis of the advantage 
resulting from the creativity of its educated citizens and their entrepreneurial ca-
pability as well as the abilities associated with development of competitive, inno-
vative companies which engage in active cooperation with partners from outside 
Europe, including mainly those from the developing countries of Asia and Africa. 
This strategy favours implementation of the principles of sustainable develop-
ment not only in Europe itself but also in the regions of non-European developing 
countries based on the transfer of knowledge and innovation and increasing the 

16 See: National Foresight Program, Poland 2020, Results of National Foresight Program, Poland 
2020, Warsaw, June 2009, p. 25–42.
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possibilities of employment and development based on cleaner and more environ-
mentally friendly technologies.

From the point of view of Poland, the increase in innovation of the economy 
in the years to come is becoming the top development challenge, since, as it has 
been shown by the results of the recent Global Competitiveness Report17, the fac-
tor which had the most signifi cant impact on Poland’s placement between stage II 
and III was the poor increase in innovation. 
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ANNEX

Comparative advantages in export of goods and services 
from Poland to selected foreign markets18

Rankings of comparative advantages according to the calculated RCA (re-
vealed comparative advantage) ratio in deliveries from Poland to selected foreign 
markets have been presented below. This ratio has been additionally regulated 
with the share of a given group of goods in the examined market.

INDUSTRIAL AND AGRICULTURAL GOODS

Single Internal EU Market 
The conducted analysis implies that among almost 90 product groups char-

acterised by a relative cost advantage in the deliveries from Poland, this advantage 
is particularly explicit on the European market in the case of 10 groups. They 
include (arranged according to the ratio with the highest relative cost advantage at 
the beginning of the list). 

– Non-rail vehicles and their parts and accessories 
– Furniture; bed linen, mattresses, stands, lamps and lighting fi ttings; 

light advertising, information signs etc.; prefabricated buildings
– Electrical machines and devices and their parts; sound recorders 

and players, image and sound recorders and players as well as parts 
and accessories

– Nuclear reactors; boilers; mechanical machines and devices and 
their parts

– Meat and edible giblets 
– Copper and articles made of copper 
– Wood and articles made of wood; charcoal 
– Rubber and articles made of rubber 
– Articles made of iron or steel 
– Plastics and articles made of them 

18 The detailed results of analysis of comparative advantages in the export from Poland to the stud-
ied markets of goods and services have been presented in the expert’s report on POTENTIAL 
AREAS AND FIELDS OF COMPETITIVE ADVANTAGES OF THE POLISH ECONOMY 
prepared by the author at the request of the Ministry of Regional Development, Warsaw, No-
vember 2010.
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The Russian Federation Market 
The analysis conducted on the Russian market implies that among more than 

80 product groups which are characterised by a relative cost advantage in the de-
liveries from Poland, this advantage is particularly explicit on the market of the 
Russian Federation in the case of 14 groups. They include (arranged according to 
the ratio with the highest relative cost advantage at the beginning of the list). 

– Non-rail vehicles and their parts and accessories 
– Knitted or crochet clothes and clothing accessories 
– Electrical machines and devices and their parts; sound recorders 

and players, image and sound recorders and players as well as parts 
and accessories

– Fruit and edible nuts 
– Furniture; bed linen, mattresses, stands, lamps and lighting fi ttings; 

light advertising, information signs etc.; prefabricated buildings
– Ethereal oils; perfume, cosmetic or toilet preparations
– Live animals
– Trees and other plants; tubers, roots; cut fl owers
– Nuclear reactors; boilers; mechanical machines and devices and 

their parts
– Plastics and articles made of them 
– Knitted fabrics and crochet goods 
– Clothes and clothing accessories, without knitted and crochet ones
– Meat and edible giblets 
– Preserves made of vegetables, fruit, nuts or other parts of plants

Non-European markets – USA
The analysis conducted on the US market implies that among more than 80 

product groups which are characterised by a relative cost advantage in the deliv-
eries from Poland, this advantage is particularly explicit on the US market in the 
case of 10 groups. They include (arranged according to the ratio with the highest 
relative cost advantage at the beginning of the list). 

– Other plant fi bres; paper yarn and fabrics made of paper yarn
– Wool; thin or thick animal fur; yarn and fabric made of horse bristle
– Ships, boats and fl oating structures 
– Umbrellas, canes, ships, horsewhips and their parts 
– Clothes and clothing accessories, without knitted and crochet ones
– Goods made of straw, basket products and goods made of wicker
– Furniture; bed linen, mattresses, stands, lamps and lighting fi ttings; 

light advertising, information signs etc.; prefabricated buildings
– Zinc and articles made of zinc 
– Dairy products, bird eggs; natural honey
– Ceramic goods 
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Non-European markets – China
The analysis conducted on the Chinese market implies that among almost 60 

product groups which are characterised by a relative cost advantage in the deliv-
eries from Poland, this advantage is particularly explicit on the Chinese market 
in the case of 12 groups. They include (arranged according to the ratio with the 
highest relative cost advantage at the beginning of the list). 

– Copper and articles made of copper 
– Non-rail vehicles and their parts and accessories 
– Dairy products, bird eggs; natural honey
– Nuclear reactors; boilers; mechanical machines and devices and 

their parts
– Plastics and articles made of them 
– Rubber and articles made of rubber 
– Furniture; bed linen, mattresses, stands, lamps and lighting fi ttings; 

light advertising, information signs etc.; prefabricated buildings
– Electrical machines and devices and their parts; sound recorders 

and players, image and sound recorders and players as well as parts 
and accessories

– Metal ores, slag and ash 
– Organic chemicals 
– Iron and steel 
– Wood pulp; waste paper 

SERVICES

Single Internal EU Market 
The analysis conducted on the single European market implies that among 

48 service groups characterised by a relative cost advantage in the deliveries from 
Poland, this advantage is particularly explicit on the European market in the case 
of 18 groups. They include (arranged according to the ratio with the highest rela-
tive cost advantage at the beginning of the list).

– Car transport services; freight
– Personal travels
– Travels related to running business operations
– Railway transport services; freight
– Construction services rendered in Poland
– Advertisement, market surveys and general public surveys
– Construction services rendered abroad
– Other economic services 
– Pipeline transport and power transmission services
– Air transport services; passenger
– Architectonic, engineering and other technical services 
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– Other services related to trade
– Legal, accounting, consulting services in the fi eld of management and 

public relations
– Telecommunications services
– Agricultural and mining services as well as on site processing
– Services associated with sea transport; freight
– Railway transport services; other
– Car transport services; passenger

The Russian Federation Market 
The analysis conducted on the Russian market implies that among more than 

33 service groups which are characterised by a relative cost advantage in the ex-
port from Poland, this advantage is particularly explicit on the market of the Rus-
sian Federation in the case of 8 groups. They include (arranged according to the 
ratio with the highest relative cost advantage at the beginning of the list). 

– Car transport services; freight
– Personal travels
– Pipeline transport and power transmission services
– Construction services
– Other economic services 
– Services supporting insurance services
– Travels related to running business operations
– Services associated with sea transport; freight

Non-European markets – USA
The analysis conducted on the US market implies that among more than 33 

service groups which are characterised by a relative cost advantage in the export 
from Poland, this advantage is particularly explicit on the US market in the case 
of 11 groups. They include the underlined groups presented below (arranged ac-
cording to the ratio with the highest relative cost advantage at the beginning of 
the list), while in the case of the other 9 mentioned service groups the ratio which 
indicates the existence of competitive advantage, but a relatively limited one, has 
manifested itself.

– Services associated with sea transport; Freight and other
– Other economic services 
– IT services
– Other travels
– IT and information services 
– Air transport services; passenger
– Telecommunications services
– Other economic services 
– Other governmental services 
– Mail and courier services
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– Expenses for health purposes
– Construction services rendered abroad
– Financial services
– Air transport services; Freight and other
– Services associated with sea transport; passenger
– Insurance services
– Expenses for educational purposes
– Audio-visual and related services
– Honoraria and licensing fees
– Military units and agencies

Non-European markets – China 
The analysis conducted on the Chinese market implies that only 7 groups 

of services presented below are characterised by a relative cost advantage in the 
export from Poland to the Chinese market: 

– Travels
– Other economic services 
– Other economic, specialist and technical services 
– Services associated with sea transport; Freight and other
– Other transport (other than maritime and air); freight
Legal, accounting, consulting services in the fi eld of management and public 

relations.
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Abstract
The concept of corporate social responsibility being the reaction to rapid chang-

es in the environment and the progressing globalization is currently very popular and 
widely propagated. One can assume that this responsibility is the way in which eco-
nomic, pro-ecological and pro-social activities of companies ensure benefi ts for the 
whole society. One of the social groups which feels the effects of these activities are 
consumers. Owing to the fact that – particularly in well-developed countries – they 
become more and more aware and active participants of the economic life, with the 
possibility of real infl uence on the behaviour of manufacturers and enforcement of 
expectations towards companies, they are sometimes already called „the fi fth author-
ity”. It is due to the support expressed by consumers (e.g. owing to conscious con-
sumption) or their aversion (consumer boycotts) that the largest companies in the 
world prepare ethical codes, inform about their activities in the fi eld of CSR, effect on 
the environment and terms of functioning in the whole delivery chain. 

The purpose of this article is both to try and defi ne the notion of consumer social 
responsibility (CnSR) not standing in opposition to the CSR concept, but being its impor-
tant support, and to determine whether the thesis about growing consumer awareness 
and responsibility is really true. The group of surveyed consumers-respondents were 
students of the Cracow University of Economics. When defi ning consumer social re-
sponsibility as a moral or legal obligation of responsibility for one’s own decisions and 
actions, the answers to the following questions were sought: whether and to what extent 
students feel active market participants, what are their motivations in making consumer 
decisions and what are the levels of consumer activity and maturity among students. 

In the circle of consumption – the most important notions
Beginning a discussion about consumer responsibility requires the defi nition 

of signifi cant terms from the area of consumption. The notion consumption (lat. 
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consumptio) denotes eating, using, using goods. Bywalec (2010) distinguishes 
its different dimensions, perceiving consumption, among others, as: biological – 
mental act where consumption means a direct act of satisfying human needs by 
using a specifi ed material good or service, but also a social process, perceiving 
consumption more broadly and more dynamically – as a process including all 
communities (societies) which fulfi ll their own needs.

Considering the subject matter of this article, both the issues related to ways 
of satisfying needs (consumer behaviours) and the effects (results) of satisfying 
needs are signifi cant (Bywalec, 2010). 

Consumer behaviours are the whole of human behaviours and activities aiming 
to obtain consumption means and ways of handling these means when satisfying needs. 
The analysis of these behaviours allows to, among others, test consumer preferences and 
their behaviours on the market and ways of using the acquired goods. On the contrary, 
consumption results can be considered taking into account the effects concerning the 
consumers themselves (direct and indirect effects) and concerning their environment 
(external effects). Direct consumption results are visible immediately, namely when sat-
isfying needs, or immediately after it (e.g. satisfying thirst, appearance improvement), 
while indirect results are visible later, after a certain time. They may be demonstrated 
in the process of human biological-mental development, but also in consumer attitudes 
and behaviours (an important role in shaping a positive consumer attitude is played by 
education, as referred to further in the article). External effects in turn (also examined 
as direct and indirect) are results of satisfying needs felt by consumer closer and further 
environment, e.g. family members or local communities.

All consumption effects can be divided into positive and negative. Positive 
consumption effects include long life in health or consumer physical and intellectual 
development. On the other hand, social confl icts and pathologies, addictions or low 
moral level – namely negative effects may be indicated on the other end. This divi-
sion enables ethical evaluation of consumption and examining it in the perspective 
of positive (useful) and negative consumption (harmful) (Bywalec, 2010). 

The possibility of identifi cation and measurement of consumption conse-
quences allows to present the role that consumption serves in social and economic 
life (consumption functions) (Bywalec & Rudnicki, 2002). Functions of economic 
and socio-cultural nature may be distinguished. The impact that consumption has 
on activities, namely on economic behaviour of people, groups and entire societies 
is economic consumption functions. Its effect is the growth of household wealth 
(or poverty) (in the microscale) or – in the macroscale – economic development 
(recession). On the contrary, the whole of consumption impacts on attitudes and 
behaviours of people and groups in the social and cultural life area is socio-cul-
tural consumption functions which include (Bywalec & Rudnicki, 2002): 

– ensuring long life in good health and mood,
– shaping the system of values and personality by expanding knowledge 

resources and qualifi cations,
– increasing human spatial, professional and social mobility.
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In the view of the aforementioned discussions, it is necessary to defi ne the 
main protagonist of the consumption process, namely the consumer1. According 
to the law, a consumer is any natural person performing a legal activity not di-
rectly related to their business or professional activity2. The economists defi ne the 
consumer as an economic entity that consumes (uses) acquired products. A con-
sumer may be a person, a group of people, a company or an organization, which 
uses the utility value of objects (Mróz & Janoś-Kresło, 2006) since consumption 
is a way of satisfying human needs, a consumer is a person who feels needs and 
satisfi es them by using goods and services. Most consumers are fi nal buyers of 
goods for own demands and household needs (Kieżel, 1999). Solomon (2006) 
believes a consumer to be a person who, during three consumption stages, identi-
fi es a need or desire, conducts a purchase, and then consumes the product. This 
signifi cance of consumer needs, ways of their satisfying and social infl uence role 
on the behaviour of individuals in the form of styles and quality of life are empha-
sized in sociologists’ defi nitions (Bartosik-Purgat, 2011).

The comprehensive globalization process, fast development of modern ICT 
technology (particularly the Internet) and consequently the development of trans-
port and communication or homogenization of culture (sometimes defi ned as 
„Americanization”) shape „the new” consumer. The contemporary consumer is 
signifi cantly different from its equivalent from the past. As Fromm states, „The 
contemporary consumer could have the following words as their motto: I am what 
I own, and what I consume” (Fromm, 1997).

Consumer social responsibility – an attempt to defi ne the 
phenomenon

The term corporate social responsibility (CSR) has been operating for a few 
dozen years. The European Commission defi nes CSR as a concept of voluntary 
consideration of social and environmental aspects by a company while carrying 
out commercial activities and in contacts with stakeholders3. It is a response to 
rapid changes in the environment and the progressing globalization and, as a con-
sequence, new problems resulting from company operations. Their effects are felt 
by more and more numerous social groups, conscious of their rights and opportu-
nities to enforce expectations towards companies. 

1 Speaking about the consumer, its other defi nitions are also sometimes used, treated 
synonymously by some. However, one should distinguish a consumer from a customer 
(each economic entity, which is or may be interested in buying a product or a service) 
or a buyer (a person performing the act of purchase of a given good that it might not 
necessarily consume – e.g. parents buying diapers for their child).

2 Act of 23 April 1964 Civil Code (Journal of Laws of 1964, No. 16, item 93 as amend-
ed).

3 http://eur-lex.europa.eu/LexUriServ/site/en/com/2001/com2001_0366en01.pdf
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The place of birth of the notion responsibility was the fi eld of law – used in 
Roman law, it initially meant bearing consequences (most often penal) for some-
thing wrong what one has done (the so-called restrictive responsibility). Current-
ly, the responsibility experience is mentioned more and more often, consisting 
in taking responsibility for the good dependent on man (the so-called moral 
responsibility)4. Moral responsibility depends on the criteria recognized by the 
community or an individual and may be different with regard to the same behav-
iour (e.g. dependent on time or geographic space).

Responsibility (as a characteristic) is possessed by people who are mature, 
aware of made steps and aware of the consequences. As Filek states, currently, 
the contemporary world wishes a responsibility which does not focus on looking 
backward, but is guided towards the future, bearing in mind the common good, 
responsibility, which shows man the good entrusted to him (Filek, 2003).

The concept of moral responsibility is important for defi ning the term con-
sumer social responsibility (CnSR). The defi nition of this term should – the 
authors of this article believe – consider the awareness and voluntariness of taken 
actions focused on acquiring and using goods and services, the responsibility for 
taken choices and their compliance with principles and moral standards, for the 
sake of not only the individual but also of all. 

This responsibility results from lack of possibility to separate the responsi-
bility for own actions and the responsibility for the world. Because we are – as one 
of the philosophers of responsibility, Emmanuel Lévinas, claims – „in the place 
of” others, „in the place of „ those who were before us and prepared this place for 
us some in some way. We also are „in the place of” those who will come after us 
and for which we, in turn, will prepare this place. This being „for”, „in the place 
of” connects us both with those who have already given up the place to us and 
with those to whom we will give up this place. Being „in the place of” is a respon-
sibility for these with whom „the place” binds us not only in time but also in space 
(Filek, 2003). This conscious or less conscious, better or worse preparation of the 
place for those who will come after us, this consumer responsibility, for how they 
live and what they will leave after them is compatible with the increasingly popu-
lar concept of sustainable consumption mentioned further in the article.

New consumption – face of the 21st century process
Contemporary consumption „owes” its present condition to changes in 

methods of satisfying needs and the value systems of most people. Bywalec ac-
knowledges these acts and consumption processes as phenomena describing new 
consumption that are characterized by a high degree of intensity of such phe-
nomena as: ecologization, servicization, dematerialization, individualization, ho-
mogenization, heterogenization, consumptionism, deconsumption, politicization, 

4 http://www.akcjonariatobywatelski.pl/uploads/Co_to_znaczy_odpowiedzialnosc.pdf
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medialization, virtualization and presumption (Bywalec, 2010). Owing to the sub-
ject of discussion taken up in the present article, more attention will be devoted to 
consumption ecologization and the phenomenon of deconsumption, since exactly 
these processes are particularly related to the issue of consumer responsibility.

Consumption ecologization should be demonstrated in (Bywalec, 2010):
– Economical, namely reasonable use of consumer goods. 
– Limiting the consumption of those goods, which are rare, non-renewable 

Earth resources and additionally form dangerous, after-consumption 
waste.

– Acquiring and consuming goods leaving a small amount of after-con-
sumption waste.

– Recycling most after-consumption waste.
– Consuming the so-called ecological goods.
– Consuming goods that do not come from inhumane animal breeding and 

from slave5 or low paid man labour.
– More frequent presence in the natural environment, both during rest and 

in work time (if possible).
The famous Principle of 3R is based on the aforementioned assumptions 

– reducing unnecessary goods purchase, re-using some products and recycling, 
namely waste utilization: reduce (limitation of generated waste by responsible 
purchases and rational resource management), reuse (second use of products, giv-
ing unnecessary things for use to others) and recycle (second use of raw materials 
to produce new things)6.

The solution to common consumptionism7 is deconsumption, namely re-
sponsible consumption. This phenomenon consists in conscious and voluntary 
reducing the consumption size to rational proportions, i.e. considering natural, 
individual, physical and mental consumer characteristics. Deconsumption may 
take different forms. For instance: responsible consumers organize campaigns like 
Buy Nothing Day or Screen Free Week they participate (in various forms) in the 
Slow movement Slow Food as opposed to Fast Food or slow cities; the fi rst Polish 
city which decided to join the International City Association Cittaslow is Reszel 
in Warmia-Mazury8) up to the passage to the model of sustainable consumption 
in which consumers reasonably use consumer goods, showing moderation and 
responsibility towards future generations (Mróz, 2009). Strategy of sustainable 

5 The International Labour Organization estimates that currently there are 10 to 30 million slaves 
in the world, more than ever before in history. CNN began the fi ght with contemporary slavery 
in 2011 by implementing the Freedom Project campaign, more: http://thecnnfreedomproject.
blogs.cnn.com/

6 http://www.ekonsument.pl/s33_akademia_3r.html (1.04.2011)
7 Mass consumption, over-consumption, hyper-consumption – consumption of material goods 

and services in a manner not justifi ed with real needs and environmental, social and individual 
costs.

8 http://www.cittaslow.net (12.04.2011)
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development. The EU recognized sustainable consumption and production (SCP) 
as one of the seven most important challenges to be overcome9.

According to the defi nition adopted by UNESCO, sustainable consumption con-
nections a number of social, economic and political practices at the level of entities, 
households, communities, business environments and governments that aim to10: 

– reduce the direct ecological effects of production processes, use and uti-
lization of goods and services;

– provide to all the possibility of fulfi lling basic consumer needs related to 
key goods and services, such as: food, water, health protection, education 
and shelter;

– increase the opportunities for sustainable development in the countries of 
the South; 

– develop goods and services consumption which have a positive impact 
on health and well-being of women and children; 

– develop and use devices enabling energy and water saving;
– develop public and pro-ecological transport;
– develop ecological goods and services adapted to global environment 

protection requirements; 
– promote lifestyles putting greater emphasis on social consistency, local 

traditions and intangible values.
Five key issues defi ning the concept of sustainable consumption have been 

distinguished: fulfi lling basic human needs (rather than wishes related to fulfi lling 
whims), preferring quality of life to material conditions, minimizing natural re-
source consumption, producing waste and pollution, considering product life cycle 
(their impact on environment in production and liquidation processes) in making 
consumer decisions and taking any actions considering future generations.

Responsibility signs in consumer behaviours – consumer 
activism

The change of consumer behaviour is a very signifi cant matter in the concept 
of consumer social responsibility. Even the most ethical business behaviours will 
change very little comprehensively if changes on consumer side do not go hand 
in hand with them. Unfortunately, despite some part of consumers who appreci-
ate an ethical proactive attitude of companies, ethics still remains a relative issue 
for most consumers. Certain positive changes of consumer behaviour have been 
observed – for instance social labeling, which has become a very effective tool (all 

9 Zrównoważona produkcja i konsumpcja, State of the environment report No. 1/2007, published 
by EEA (European Environment Agency), www.eea.europa.eu/pl/publications/srodowisko-eu-
ropy-2014-czwarty-raport-oceny

10 UN Department of Economic and Social Affairs, Division for Sustainable Development, Agen-
da 21, http://www.dolceta.eu/polska/Mod5/-Zrownowazona-konsumpcja (10.04.2011).
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devices must be marked depending on their power effi ciency, currently, custom-
ers usually prefer these with the best effi ciency ratio). However, they still are not 
popular behaviours. As most research shows, consumers are more interested in 
such issues as price, taste or best-before date than in ethics. 

Polish consumer research shows that, for most respondents, the most impor-
tant issues are: price (80%), quality (77%), product brand (53%), and composition 
and material from which the product was made (52%). Criteria related to ethics, 
ecology and prosocial activities have been rarely indicated – the information that 
part of the income from product sale is spent for a specifi c social purpose is im-
portant for 22% of the respondents, ecological labelling – for 16%, and ecological 
packaging of the product – only for 12%. In the view of this research, it is proven 
that young consumers cannot be determined as conscious consumers. According 
to other research conducted by the Institute for Eco-development11, only 1.6% 
of consumers pay attention to ecological packaging. Results of surveys in Po-
land clearly indicate the need for education concerning topics related to social 
responsibility and business ethics among young people, involving participation of 
representatives of companies from all sectors, non-governmental organizations, 
schools, universities and government. 

There is, however, a group of consumers who, whether individually or join-
ing various organizations, actively and by means of various methods act for re-
sponsible consumption. Examples of mass activity will be presented below.

Consumerism is a social movement that appeared along with the develop-
ment of mass consumption and advertising in the second half of the 19th century. 
The 1960’s are considered to be its beginning (1962, USA, the Declaration of 
Consumer Rights). This notion means activities for consumer protection and rep-
resentation of their interests towards manufacturers of goods and services. The 
purpose of consumerism is to maintain balance between manufacturers, the state 
and consumers. Consumerism combines different trends: from customer assist-
ance in making rational sale transactions and counteracting unfair competition, to 
innovative movements questioning the consumption character of contemporary 
civilization, consumption examples and lifestyle and those presenting suggestions 
to increase citizen participation in making economic decisions. Consumer protec-
tion is carried out by state agendas, social organizations and independent con-
sumer social movements. The main forms of consumerism include, among others, 
antitrust legislation, standards of product safety for users and the environment, 
testing goods quality, protection against the effects of unfair advertising and the 
manipulation of buyer awareness, information and counseling12. 

Actions of a different, more „rebel” nature, namely „voting with wallets” are be-
coming more and more important. Organization and participation in goods or services 

11 Report „The Ecological Awareness of the Polish Society with Regard to Issues of Sustainable 
Development in 2009”, available at: http://www.ine-isd.org.pl/lang/pl/page/raporty/id/40/ 

12 http://biznes.pwn.pl/haslo/3925305/konsumeryzm.html (10.04.2011).
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boycotts becomes a more and more common way to express the stand towards com-
pany and state institutions policy by the public opinion. Recently, consumer boycott 
campaigns more and more often relate to the behaviour of particular corporations. In 
many cases, the campaigns are organized or supported by civil pressure groups and 
non-governmental organizations (Klein et al., 2011). One of the best known examples 
from the 1990’s is the Greenpeace boycott of Shell in relation to its plans to sink the 
Brent Spar drilling platform. Customers in large quantities deserted Nike company in 
relation to inhumane working conditions in the Asian factories producing its goods. 
Last year’s ecological disaster in the USA (as a result of oil leak to the Mexican Bay 
after an explosion on Deepwater Horizon drilling platform) mobilized legions of driv-
ers to join the group Boycott BP on Facebook with nearly 800 000 people. 

Consumer education plays an important part in shaping human behaviours. It 
may be defi ned as informing people about the nature of needs, their conditions and 
development regularities based on scientifi c premises and about methods, ways and 
consequences of consumption (Bywalec, 2010). Among many (already numerous, 
which is a good sign) implemented educational campaigns and projects, it is worth 
mentioning the Education Portal DOLCETA (Development of On-Line Consumer 
Education Tools for Adults) which has been created on the initiative of the European 
Commission and is fi nanced by it. It is an example of e-education implemented on 
the European scale and constitutes a set of educational tools in the scope of consumer 
education prepared in the form of various modules, each of which presents a different 
issue useful for EU consumers. Seven modules have been prepared so far (consumer 
rights, fi nancial services, consumer safety, section for teachers, sustainable consump-
tion, services provided in general interest, fi nancial education) containing educational 
material in the form of interactive classes available online (www.dolceta.eu) which 
may be used by either by consumers themselves or educational units on diverse edu-
cation levels (e.g. in schools, universities, within courses for adults, in the form of 
distance teaching). The next, eighth module safety of food is being prepared.

Building civic support for sustainable development or increasing consumer 
impact on the quality of products and global corporations policy are exempla-
ry objectives of one of Polish national public benefi t organizations – the Polish 
Green Network. Selected campaigns promoting conscious consumption include, 
among others13:

– The campaign drawing consumer and the civic society attention to abuse 
occurring in the clothing industry buy clothes responsibly.

– The campaign buy toys responsibly – part of a European campaign for 
the improvement of conditions in the toy industry.

– Internet portal konsument.pl – in the form of a practical on-line hand-
book and a source of information about initiatives forming the attitudes 
of a responsible consumer.

13 http://zielonasiec.pl
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– Walkthrough for conscious consumption (containing a practical on-
line guidebook and a source of information about initiatives forming the 
attitudes of a responsible consumer.

– 3R Academy – a pilot educational project for limiting the quantity of 
packaging waste.

Consumer research
The authors decided to examine the awareness of students with regard to 

social consumer responsibility and conducted an survey research for this purpose. 
The results were collected for 2 weeks in the form of an on-line survey. 287 re-
spondents, aged 18–35, students of the Cracow University of Economics (35% 
men, 65% women) took part in the research. The purpose of the authors was to 
examine how students-as recipients of goods and services-are aware of their con-
sumer decisions importance and whether the idea of consumer social responsibil-
ity (CnSR) is known to them. The research verifi ed the attitudes of respondents 
with respect to responsible consumption and theses assuming a dependence be-
tween responsible consumption and respondent profi les were verifi ed.

Within an introduction to the research on Consumer Social Responsibility, 
respondent were asked for the meaning of functions which, in their opinion, con-
sumption fullfi ls. Marking many answers was possible. 

87,10%

64,45% 

49,12%

32,40%

32,05%

19,16%

9,75%

Satisfying basic needs

Means by which people fulfil their desires

Psychological function - calms down, relieves, gives 
appreciation and a sense of safety

Satisfying the need of control, belonging, diversity 
in life

Marking one's place in social hierarchy

Categorizing oneself and one's environment

Communicating with other people

Graph 1. Consumption functions 

Source: own study

Satisfying needs and realization of wishes as consumption functions did not 
raise doubts among the surveyed but further items did not gain such popularity. 
Consumption communication function was completely underestimated, little more 
people acknowledged it to be a form of categorizing and expressing one’s individu-
ality. Consumption involves emotions only for half of respondents. It is worth men-
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tioning that among persons who marked this option, most were men, which to some 
extent undermines the common opinion that combining purchases and feelings is the 
domain of women14. Similarly, in the case of satisfying control and affi liation needs, 
the majority were also men. Differences in perception of consumption functions can 
be seen also taking into account the division of respondent into working and non-
working. While for people, who are not professionally active, satisfaction of basic 
needs and realization of wishes is the most important, and then the psychological 
functions, in the case of working people, the main problems seem to be the need to 
mark their place in the social hierarchy, to emphasize affi liation and diversity. The 
examined group thus confi rmed the relevance of Maslow’s theory of needs.

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

Price

Quality

Recognizable brand

Product's country of origin

Fashion

Enviromental friendliness

Habit

Other

Hard to say

Does not influence

Influences

Graph 2. Elements affecting consumer decisions of respondents

Source: own study

Respondents were also asked what factors affect their consumer decisions. In 
the case of students, price seems to be the obvious choice, while a large percent-
age of the answer „quality” is quite unexpected, though positively surprising, as 
it can be treated as care for keeping certain market standards. Fashion and brand 
recognition was chosen by as much as every second respondent, but it is the result 
of a specifi c research group-continuous presence in a considerable peer group 
stimulates the desire of community members to emphasize their status, individual-
ity, sometimes affi liation to a specifi ed group. Only every third respondent pays 
attention to whether their choices affect the environment, and the country of prod-
uct origin was acknowledged as the least signifi cant factor determining consumer 
choices. Local patriotism thus remains a category, which requires support to ap-
pear in consumer awareness. The results show that the respondents do not per-
ceive consumer patriotism as a signifi cant element of CnSR. A signifi cant factor 
infl uencing consumer decisions is habit-the vast majority of respondents is guided 
by habits, which is a very important signal to suppliers of goods and services-it 

14 Source: E. Kaschak, Nowa psychologia kobiety. Podejście feministyczne, GWP, Gdańsk 2001.
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forces them to fi ght for customers and attach them to their own brand, since-as 
results from the research-consumers are reluctant to alter their habits.

The research results indicate that the concept of CnSR is not particularly spread 
among a research group that are students: nearly 60% of the respondents were not 
able to specify the assumptions of this concept, 40% of them have never heard 
of the notion of CnSR. The relation between gender and awareness of responsible 
consumption was not confi rmed. In both groups, the relation of positive answers to 
negative answers amounted to 4: 6. The relation between size of place of residence 
and knowledge of CnSR was shown: nearly 45% from among the respondents an-
swering positively to the question about knowledge of CnSR are people from cit-
ies above 300 000 inhabitants, in relation to 16% of positive answers from among 
countryside inhabitants. The reasons for this discrepancy can be found in the access 
to institutions and trade media that are an important source of knowledge about 
responsible consumption. The factor creating pro-social attitudes is, to some extent, 
also fashion-the tendency of a more and more numerous society part to turn away 
from full time consumptionism towards more socially responsible attitudes can be 
observed. Reducing consumption, environment protection and paying attention to 
CSR15 practices of manufacturers are just some of the requirements that are put 
before CnSR believers. The result of fashion for conscious consumption is the for-
mation of community movements for CnSR (e.g. Slow Food), programs supporting 
ideas of responsible consumption (e.g. EcoDriving) and more and more popular the-
matic portals (e.g. Ekonsument). These projects are implemented mainly in larger 
cities, where the access to novelties is easier. This, probably, is the reason for such s 
large difference in respondent answers.

7%

25%

31%

65%

73%

Acting for the benefit of CnSR legislation

Involvement in social activity

Responsibility for effects of actions being a sum of 
many single acts

Paying attention to practices applied by the 
manufacturer of consumed goods/services

Making conscious choice when purchasing 
goods/services

Graph 3. CnSR assumptions

Source: own study

15 When discussing the CnSR concept, one may not forget about the concept of corporate social 
responsibility (CSR) growing for years, which, in a way, was the starting point for discussions 
on the signifi cance of business and consumption for the environment. It remains to be settled 
whether CSR was a result of growing consumer social awareness and forced companies to adjust 
to customer requirements or whether it was responsible business that made consumers verify 
their attitudes and choose a more conscious consumption. 
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In order to verify the knowledge of CnSR assumptions, the respondents were 
asked to mark the major determinants of social responsibility (it was possible to 
mark several answers). For consumer, CnSR is connected mainly with the process 
of purchasing goods and services. With addition that social responsibility refers 
both to consumers and suppliers of goods and services. The respondents associ-
ated CnSR with social activities to a smaller extent, and the option of activity 
for the CnSR concept legislation was completely underestimated. It is diffi cult to 
evaluate whether this is an effect of common aversion of the society towards any 
law interference in the personal sphere (certainly in consumer decisions), or sim-
ply lack of awareness of this form of socially responsible consumption implemen-
tation potential. Only every third respondent defi ned CnSR as responsibility for 
the effects of actions being the sum of many single, minor acts. A conclusion may 
be drawn that the respondents do not appreciate their role – active consumers who 
have the possibility and the right to make conscious choices, those important and 
those seemingly less signifi cant. They see socially responsible consumption as 
a complicated concept concerning rather powerful market participants than single 
consumers and, apart from this, requiring too much effort to implement. 

Such attitude is at confl ict with one of basis of CnSR – the belief that each 
member of the society is responsible for their decisions and should take them with 
the awareness of effects these decisions involve. CnSR begins with these single 
choices that may affect the environment to a larger scale. The surveyed skeptical 
attitude towards the impact of decisions made by single consumers is revealed 
by answers to subsequent questions asked in the research. The respondents were 
asked to identify with which of the following statements they agree: consumer 
decisions and actions are so strongly determined by economic and cultural con-
siderations and modeled by advertising and marketing that the consumer has no 
freedom of choice, therefore his decisions are not autonomous. Business imposes 
choices benefi cial for itself or consumers decide about the quantity, type, prices, 
ways and terms of consumption of goods available on the market through their 
conscious and independent choices. More than 60% of the respondents opted for 
option assuming consumer weak will in the decision making process, thus un-
dermining the CnSR assumption about the weight of single consumer decisions. 
The research revealed a signifi cant inconsistency in respondents’ answers, namely 
only 25% from among the surveyed, who recognized that consumers can infl u-
ence the environment shape, marked, at the same time, in the previous question, 
the option defi ning CnSR as responsibility for the effects of actions being the sum 
of single minor acts. On one hand, the respondents confi rm the signifi cance of so-
cially responsible consumption, while on the other hand they deny the infl uence of 
consumers on the environment. An idea arises that this is a result of convenience 
and society habits towards transferring responsibility to others.

The research showed how signifi cant upbringing and patterns people have 
from their family homes are to conscious and socially responsible consumption. 
The research asked a question was attention paid in your family home to socially 
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responsible consumption? The respondents’ answers were distributed more or 
less equally for answers yes/no/diffi cult to tell (respectively 33/35/32%). How-
ever, when the relation between answers to this question and questions veri-
fying the attitudes consistent with CnSR was examined, it turned out that in 
the group of socially responsible respondents (implementing CnSR principles), 
nearly 70% was raised in a home where the principles of socially responsible 
consumption were obeyed. Respectively, among people who do not apply CnSR 
practices, little more than 15% dealt with responsible consumption in their fam-
ily homes. 
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32%

38%

38%

48%

55%

61%

78%

I do not buy products from manufacurers using any 
unfair practices

When purchasing, I pay attention to the type of 
product's packaging (reusable, biodegradable, etc.)

I buy products, the sales of which finance the CSR 
actions

If possible, I decide not to drive a car and use a 
bike/public transportation instead

I buy goods of domestic manufacturers

I segregate litter

I save water

I save energy

Graph 4. CnSR practices used by consumers

Source: own study

The awareness of the CnSR concept and the knowledge of its assumptions 
itself do not make conscious and responsible consumers. The practical imple-
mentation of practices compliant with the idea of CnSR when making conscious 
daily choices is signifi cant. Each consumer, when deciding on a specifi c product 
or service, supports its supplier. The authors decided to examine whether the re-
spondents pay attention to CSR when making purchase decisions and to what 
extent such knowledge affects their choices. The respondent were asked in the 
research about such decisions (graph 4). It turns out that the respondents express 
their social responsibility mostly through environmentally friendly actions, which 
testifi es well about their ecological awareness and, at the same time, positively 
affects the home budget. It is probably the direct infl uence on the budget that 
affects the popularity of this type of behaviours. On the other hand, corporate 
responsibility and practices used by manufacturers are a less important factor, 
when their effect on consumer decisions is taken into consideration – they are 
signifi cant if the information about company CSR is directly transferred to the 
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consumers. Apart from answers suggested by the authors, the respondents could 
add their own options: as CnSR practices used by themselves, the respondents 
mentioned vegetarianism, using second-hand goods and reducing consumption 
to a necessary minimum (waste reduction). A certain inconsistency in the atti-
tude of respondents towards the origin of products is puzzling – nearly 50% of 
people declared that the pay attention to the country of origin, and only 28% of 
respondents answered positively to the question whether such information affects 
their consumer decisions in previous questions. This discrepancy may indicate 
the tendency of the surveyed to correct their image in the case of questions which 
refer directly to themselves. This conclusion is confi rmed by subsequent ques-
tions concerning the direct impact of CSR on consumer decisions. Only 29% of 
the surveyed answered positively to the question do you pay attention whether 
the manufacturer applies bad practices when making a purchase. For others, this 
aspect is of no signifi cance or is hardly signifi cant when making consumer deci-
sions. The answers to the question were more optimistic for CnSR: do you resign 
from the purchase of products/services offered by a company if you know that 
this company does not act in accordance with the principles of responsible busi-
ness. Nearly 60% of the respondents answered positively, the same number as in 
the case of the question „are you more willing to choose the products/services of 
a company if you know that this company act in accordance with CSR (corporate 
social responsibility)?”.

The results show that the consumers rather do not look for broader informa-
tion on companies that deliver goods to the market, at least when it comes to CSR. 
On the other hand, when they get a specifi c information about CSR, it is quite 
important for their decisions and it affects their attitude towards the manufacturer. 
Although this practice applies to 55% of the respondents, namely every second 
consumers, but the growing awareness of consumer responsibility allows to have 
hope that responsible business and practices of conscious consumption will gain 
popularity among the society. Also, in the case of the aforementioned questions, 
respondent tendency towards correcting their image can be seen – much more 
respondents declared in them that CSR is important for their consumer choices. 
This is divergent from the answers to previous questions.

Socially responsible consumption is not only responsibilities but also con-
sumer rights. The authors asked about the knowledge of consumer rights among 
the students in the survey. Only 8% of the surveyed defi ned the knowledge of 
their rights as good. 75% of the surveyed defi ned their knowledge of consumer 
rights as selective and 18% admitted to complete ignorance in this matter. Such 
low consumer awareness, unfortunately, is favourable to using forbidden practices 
by manufacturers, therefore consumer education is such an important element of 
CnSR. However, the respondents’ knowledge of institutions involved in consumer 
rights is a good sign. A conclusion arises that even if consumers are not com-
pletely aware of their rights, they know where to seek information and assistance, 
if necessary.
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Source: own study

The last part of the research included ordering the categories Consumer So-
cial Responsibility according to signifi cance – from the most important one ac-
cording to the respondent. The order of categories was as follows:

1. Activity, undertaking actions to achieve confi dence that we are treated 
fairly. Consumer passiveness results in us being exploited.

2. Criticism: the obligation of a critical attitudes towards prices and quality 
of goods and services.

3. Social sensitivity: the obligation to acquire knowledge on the infl uence 
our consumption on other people, both in the local and international per-
spective.

4. Solidarity: the obligation to organize with others to strengthen consumer 
infl uence in order to promote and protect their interests.

5. Ecological sensitivity: the awareness of ecological consequences of our 
consumption.

What makes the results surprising is the fact that environmental awareness, 
namely CnSR practices that the respondents earlier considered key, was ranked 
last, and active shaping of the market by consumers was acknowledged as the 
most important category. Such hierarchy is not completely convergent with re-
spondents’ answers to the previous questions. Nevertheless, it enables positive 
forecasts with regard to consumer social responsibility. The summary of the re-
search was a question about how the respondents perceive themselves with regard 
to the CnSR concept. Nearly 40% of the surveyed defi ned themselves as socially 
responsible consumers, 25% answered negatively, while 35% of the respondents 
were not clearly able to opt for any option. The research results showed that the 
consumer awareness among students is quite limited, which is a signifi cant barrier 
for CnSR development. 
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Triangle of changes – future challenges
The present article attempts to defi ne consumer social responsibility (CnSR) 

as a concept being an important support of corporate social responsibility (CSR). 
Care for the future manifesting itself, among others, in the pursuit of sustainable 
consumption and production is the subject of discussions and activities of a grow-
ing number of business entities, supported by public authorities at all levels (at 
EU, national and local level). Individual actions – although very signifi cant – will 
not bring the desired results. Consumers or entrepreneurs or only politicians are 
not able to independently solve all problems. They must all work together, each 
has its part this game (see fi g. 1). It is also necessary for the existing instruments, 
both voluntary and regulatory, to be related with one another, so that the synergy 
effect of particular tools can be obtained. 

Figure 1. Triangle of changes within sustainable consumption and production (SCP)

Source: The European environment – state and outlook 2010 (SOER 2010), p. 49, www.eea.europa.
eu/soer

As Koźmiński believes, man participates in the economic life in many dif-
ferent roles. We are all consumers. Many of us are employees. There are much 
fewer investors (…). A much smaller part participates in the economic life as 
decision-makers. As a consequence, undoubtedly those who are only consum-
ers shape the economic life to a small degree, though statistically their choices 
are very important (Barlik, 2011). Being a conscious consumer is the sense of 
responsibility for one’s own decisions and actions. There is hope that the number 
of citizens consciously taking up actions towards a more sustainable consumption 
will be growing in the future. And real change will be possible only when entities 
representing all spheres of the economy decide on cooperation.
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