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Abstract  M-learning is perceived as a new way of learning, which assume to use personal electronic devices, such as 
mobile phones, smart phones, tablets or palmtops. The only requirement is a unlimited access to the Internet. 
This could also be a new way to attract students – by offering them a new solution for studying. To check whether 
this concept would be accepted by students, the research has been conducted among the students, who are 
the e-learning platform’s users. Based on the conducted research, Czestochowa University of Technology, may 
decide if this solution should be adopted as a new way of learning. The obtained results present that students 
are the users of electronic devices, such as smart phones, tablets or e-book readers, but still they are not fully 
convinced to m-learning.

Introduction
In polish reality the m-learning concept seems to be the new one. But in the literature, this issue was the 

subject of discussions at the beginning of the twenty-first century. The impetus for the creation of m-learning was 
the technological development leading to the invention of smart phones, tablets, notebooks and all kinds of mobile 
devices, that provide an access to the Internet, and are being owned by the masses of users. And caused the 
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development of mobile social-networking applications (MSNAs) which enable communication between users 
(Wang, Chou, 2016). So it can be assumed that the use of these devices’ capabilities for educational purposes was 
a matter of time. M-learning very often is defined as a form of e-learning, whose high popularity has arisen from 
the evolution of technology, and changed the way of materials’ supply for the students (Sobolewska, 2015). Mobile 
learning involves the use of mobile technology, which is constantly evolving, in order to enable learning anytime 
and anywhere (Crescente, Lee, 2011). With mobile learning people can use mobile devices to access educational 
resources, connect with other users or even create content for learning. Mobile learning is also perceived as 
a branch of ICT in education (United Nations, 2013). It implies adapting and building upon the latest solutions in 
ICT technology, redefining the responsibilities of teachers and students, and blurring the lines between formal and 
informal learning (McQuiggan, Kosturko, McQuiggan, Sabourin, 2015). 

M-learning is characterized by many features typical for e-learning, but unlike it, is being characterized 
by a greater flexibility of use, eg. e-learning causes the necessity of being in one place, while the m-learning 
removes this limitation (Hwang, Chang, 2011). Thus, m-learning is an extension and e-learning completion (Zhou, 
2013). In addition, m-learning provides access to scientific contents, materials, dictionaries and tests or conducts 
personalized curriculum according to learning needs (Chen, Gillenson, Sherrell, 2002). 

M-learning in education is manifested by the fact, that teachers can prepare and lectures via notebooks or 
laptops. In turn, students having an unlimited access to the Internet, can check some issues, search for information 
and acquire knowledge (West, 2013). As I. Jacobs (2013) noted: “always on, always connected mobile devices in the 
hands of students has the potential to dramatically improve educational outcomes”. They can also stay in constant 
contact with the teacher. 

Literature review
By definition, m-learning refers not only to the education sector as a solution for the knowledge’s acquisition, 

because the m-learning is also used by business which, for example provide trainings for their employees (Shuler, 
Winters, West, 2013). One of the first m-learning definition states that is “any sort of learning that happens when the 
learner is not at a fixed, predetermined location, or learning that happens when the learner takes advantage of the 
learning opportunities offered by mobile technologies” (MOBIlearn, 2003). Quinn (2000) defined it as “the intersection 
of mobile computing and e-learning: accessible resources wherever you are, strong search capabilities, rich 
interaction, powerful support for effective learning, and performance-based assessment”. According to definition 
given by Kukulska-Hume (2006) and Traxler (2007), m-learning is “all educational benefits, in which the mobile 
devices are the one or dominant used technology”. Others, in turn, underline that mobile learning should not be 
limited to learn on devices, fitting to female purse or male pocket only (Keegan, 2016). M-learning, in particular, uses 
mobile devices, integrated with the respective applications to provide the content to the audience (Brown, 2005). 

M-learning as an educational activity makes sense when used technology is fully mobile and when its users 
stay mobile while they learn. This emphasizes the mobility of learning and the significance of the “mobile learning” 
term (El-Hussein, Cronje, 2010). 

It can therefore be assumed that if the m-learning is now quite popular form of learning, but this concept is still 
characterized by a growing trend, as its capabilities have not been fully utilized yet. 
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Method
Unless the world, m-learning is widely used both in business and education, in Poland is still called a “niche 

trend”, rarely used in the education sector. Having in mind the above, the main purpose of conducted research was 
to check how polish students perceive the m-learning concept. To carry out the research, students of the Faculty 
of Management of Czestochowa University of Technology were selected. More than 500 research questionnaires 
have been distributed among the students during the summer semester in 2016. For the final study only 446 
questionnaires have been classified, some of them have not been returned and some did not meet the formal 
requirements.

The minimum sample size for estimating the probability of p success in a general population, was calculated 
on the basis of the formula for sample size with a very large population:

α × −
= =

× +α × −

2

min 2 2

( (1 )
 381,

 (1 )
p

p

N f f
N

N e f f

where:
Nmin  – the minimum sample size, 
Np  – the size of the population,
α2 – the confidence level for results,
e2 – accepted level of highest error,
f – the size of the fraction.

This formula allows to obtain a predetermined accuracy of the estimation of population structure ratio. As 
is evident from the calculations, the minimum sample size, with the adopted confidence level 1–2 = 0.90, and the 
accepted level of highest error e = 5%, should be 381 questionnaires. Due to the fact that the study involved 446 
questionnaires, it can be assumed that this condition has been met.

Results
As was mentioned earlier, the research questionnaire consists of three parts: the specifications, questions 

relating to the structure of income and expenditure and questions related to feelings of students with respect to 
its financial resources. The study involved 446 students, of which 264 were women (59%) and 182 – men (41%). 
The vast majority of surveyed students were people between 19–20 years old. Students between 21–22 years old 
were found on the second place, and between 23–24 years old on the third place. In the case of students older than 
24 years, only 6% of them were respondents of this research. However it is worth to note that conducted research 
have not been directed to the specific age group of students. Almost every respondent owns a laptop and smart 
phone. More than half have tablets, but only, 9% of them have an e-book reader. Laptop is a very popular device, 
in these days, it is cheap and necessary device, not only for study but for social life as well. Only a few students 
have admitted that they did not have laptop for their own purpose, but they use parents’ laptops for work and leisure. 
The same situation can be observed in the case of smart phones – it is very rare to meet student using a traditional 
phone. This is caused that smart phones are quite cheap and offered by main mobile operators for a quite small 
amount. Five years ago tablets were owned by a small number of people – due to their price. But now, more than 
half of respondents own tablet, treating this device as an additional tool used for Internet, file sharing and games.
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100%

18%
8% 3%

Laptop Tablet Smartphone E-book reader

Figure 1. Devices used to learn

Source: own calculations’ based on conducted research.

It is clearly visible from the above, that every respondent use a laptop to learn. And this is also a main device, 
because less than 20% use tablet, less than 10% use smart phone and less than 5% use e-book reader. Laptop is 
the most often used device, due to the fact that, as was mentioned earlier, almost every respondent owns this kind of 
device, and also it offers the most widest possibilities of use. Can be used in order to surf over the Internet, to meet 
and stay in touch with the others, it allows for music listening or documents writing. And, above all, the features, 
such as text, calculation or presentation editors, allow for the preparation for the classes. Tablets, due to their small 
screens are good for looking up for some information, smart phones are used to share the files and e-book readers 
are used to read the necessary materials, which are in the electronic form. But all the respondents have admitted 
that laptop is the first and main tool used to gain a new knowledge, do homeworks or prepare for exam.

81%

74%

68%

54%

35%

24%

Better work quality

Easier access to courseworks

Better communication with others

Better communication with the teacher

Higher level of knowledge in the field of studies

Higher motivation to learn

Figure 2. The advantages of m-learning

Source: own calculations’ based on conducted research.

After the presentation the issue of m-learning, with its essence and main features description, with highlighting 
its presence in respondents studying mode, we have asked about the perceived pros and cons of m-learning. And as 
can be noticed on the figure above, to the main pros, the respondents included: better work quality, access to the 
courses and better communication with others. On the next places the following were found: better communication 
with the teacher, higher level of knowledge and higher motivation to learn. Under the better work quality, respondents 
understood faster knowledge acquisition, better preparation for classes and shorter time needed to learn. Because 
in opposite to traditional way of learning, in which students had to, in order to find new information, visit the library 
in person, now they simply run the Internet to find the necessary sources. And this leads to significant time savings. 
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Access to the courses – here the respondents highlight the possibility of unlimited and constant access to materials, 
tutorials and courses. Also the need to attend the lectures have disappeared, as everyone can download this from 
the website. M-learning, in respondents’ opinion, improves the communication between students and teachers 
as well. Thanks to it, students and teacher are able to set up a “special place” in Internet sphere, where they can 
communicate in order to share the information or find the answers. Higher motivation to learn was explained by 
m-learning attractiveness – this is quite new way of learning so attracts students, the various form of it caused that 
students are curious and willing to learn. This is also confirms the topic of this article – which can be treated as 
a hypothesis as well.

89%

82%

71%

68%

41%

32%

Lack of knowledge about m-learning

Lack of resources

Lack of technical support

Not apprioppriate IT infrastructure

Limited funds

No mobile device or limited access to it

Figure 3. The disadvantages of m-learning

Source: own calculations’ based on conducted research.

To the biggest disadvantages of m-learning the respondents included: lack of knowledge about this concept, 
lack of resources, lack of technical support, not appropriate IT infrastructure, funds limitations and lack of mobile 
devices. From the obtained results we can assume that m-learning is quite new conception of learning, unknown to 
almost every respondent. From the name of it, respondents concluded that mainly it relies on using mobile devices 
in order to get educational information or gain a new knowledge, and these tools are equipped with appropriate 
applications. And basically they do not know more than this. That is why respondents have highlighted the lack of 
resources, technical support and weak IT infrastructure. On the one hand, these defects do not constitute defects 
in the concept of m-learning, but rather represent a lack of preparation, eg. from the university to implement this 
concept into practice, just by lack of resources, support and poor infrastructure. 32% respondents have highlighted 
another disadvantages such as no appropriate mobile devices or difficulties in accessing them, but it is more 
connected with the lack of knowledge on m-learning. Because respondents think that they need a special devices 
or application, especially dedicated to m-learning. While in real, a simple laptop, tablet or smart phone can be used 
instead.

Almost half of respondents have indicated the supplementary role of m-learning in education process. 
M-learning can also has an influence on attracting students in the learning process. 10% of respondents have 
indicated that m-learning is a non-significant additional, with no influence on learning process. And only 4% think 
that m-learning in the future, can fully replace the traditional learning. This distribution of answers can be dictated 
by the fact that m-learning is still a new way of learning for polish students, that is why they treat it as a supplement. 
We can speculate that in the future, when m-learning will become a common use way to learn, and thus will not be 
perceived as a supplement any more. 
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41%

27%

18%

10%

4%

Can be treated as a supplement

Can attract a bigger number of students

Can be an attractive form of knowledge acquisition

Can be treated as an non significant supplement

Can fully replace the traditional way of learning

Figure 4. The role of m-learning in education

Source: own calculations’ based on conducted research.

34%

24%

14%

10%

9%

6%

3%

Need more information about it

I can try to see how it works

I prefer traditional methods of learning

Seems be very interesting, would love to try it

This is a brand new idea for me

I do not have time for this

I am not interested at all

Figure 5. The overall insights on m-learning

Source: own calculations’ based on conducted research.

And the last question was about the overall respondents’ insights on m-learning. As we can see, almost 35% 
of them have indicated that they would need more information about m-learning. And then they would decide if it is 
worth to try or not. More than 20% are ready to try and see how m-learning works. 14% have highlighted that they 
preferred a traditional way of learning, but under “traditional” they understand using Internet, laptops and e-mails 
in order to gain or share information. So from this, we can conclude that “traditional” way of learning in the form of: 
reading paper books, visiting libraries or attending the lectures are no more traditional, but more old-fashioned. For 
10% m-learning seems to be very interesting and they would love to try it in practice. 9% admitted that m-learning 
is really something new. The smallest part of respondents have highlighted that they did not have time for this and 
3% have declared that they are not interested at all. 

Conclusions
Today’s reality is characterized by high dynamics of change and the widespread use of mobile devices, led 

not only to increase the information resources but also altered the way they transmit. Information must be short, 
contains the essence and adopts an attractive form. As a result, they are more quickly absorbed than information 
in the form of eg. long texts. At the moment, m-learning seems to be a new phenomenon, taken as a supplement or 
form attractive learning process. However, over a time it can become a commonly used mode of teaching.
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Polish student are active users of electronic devices, such as laptops, smartphones, tablets or e-book readers, 
but still they are not convinced if m-learning would be a useful learning tools. At present they can highlight some 
pros and cons, and they indicate readiness to try m-learning in their studies but they perceive it as a supplement 
only. According to the listed m-learning advantages, students have highlighted easier access to learning materials 
and easier communication with teacher or other students. That is why it is worth to repeat this research in the near 
future (1–2 years) to check if or how m-learning evolve and how students’ attitude to m-learning has changed. But 
at first, to popularize m-learning among students, limitations such as: lack of resources, lack knowledge and lack of 
technical support should be removed. That is why, is possible to add one expectation to the expectations according 
to the m-learning’s future development, which have been listed in the theoretical part of this article – the pressure 
should be put on better dissemination of knowledge about m-learning among the users, in that case – students 
and teachers. Not to mention that all efforts should be made in order to provide more and better resources and 
appropriate technical support.
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Abstract  The subject matter of the present paper pertains to human capital of university graduates in the context of 
universities’ social responsibility. The paper makes a premise that the responsibility revolves around proper 
preparation of graduates for undertaking prospective professional and social roles.
The objective of the paper is to present selected aspects of human capital of university graduates emerging 
from actions undertaken by a socially responsible university. The paper makes a reference to survey studies 
aimed at evaluating knowledge, skills, social attitudes, and employment conditions of graduates of selected 
universities in Lublin.
Results of analyses indicate that modern universities ought to embrace a greater responsibility for parties 
participating in higher education process, including care for their qualifications, professional competences, and 
those encompassing substantive scope and personality. By doing so, they will contribute to challenges in the 
context of social responsibility being coped with, which, in turn, will foster the development of human capital.

* The paper was compiled in the framework of DS. 205 statutory research financed by the Ministry of Science and Higher 
Education.
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Introduction
Global processes occurring in and around universities influence the way they have been operating so far. 

Apart from teaching and research, cooperation with the public and businesses has become an additional task of 
a modern university (Shattock, 2005; Sam, Van Der Sijde, 2014; Rider, 2013). 

Growing significance of universities in shaping knowledge of the society resulted in the emergence of issues 
regarding the scope of universities’ social responsibility (López, Benítez, Sánchez, 2015). The social responsibility 
may be associated with universities’ responsibility for general well-being (regarding the society, economy, etc.), one 
connected with adopting an attitude of respect towards the world, or responsibility for realizing particular tasks and 
their consequences (Kowalska, 2009).

The present paper diagnoses issues associated with the responsibility towards stakeholders (students and 
graduates) for the realization of particular tasks by universities. Human capital was evaluated with regards to 
knowledge, skills and social attitudes of students graduating from universities. The paper makes a premise that 
the quality of graduates’ human capital stems from knowledge, skills and attitudes emerging in the process of 
education. Results of studies conducted among students of selected universities in Lublin region served as the 
basis for evaluating universities’ efficiency in the process. 

Universities’ social responsibility – theoretical approach
The idea of corporate social responsibility (CSR) denotes voluntary incorporation of social and environmental 

issues into the commercial operation of businesses and their relationships with stakeholders (Sulejewicz, 2008; 
Piasecka, 2015). CSR is about transparency and ethical business operations which contribute to sustainable 
development, and take into account shareholders’ expectations (Cybal-Michalska, 2014).

Universities have become a part of discourse as far as CSR is concerned (Maliszewski, Kacprzak, 2009; 
Piasecka, 2015). As public utility institutions, apart from teaching and research, universities are obliged to include 
social and ecological needs in their operation. As a consequence, they create added value for societies and 
economy (Mainardes, Alves, Raposo, 2010; Białoń, Werner, 2012).

Universities’ responsibility may be expressed in creating value for societies in the form of educated graduates, 
impacting public opinion by expressing opinions of experts in sciences, by caring for their image and maintaining 
good relations with businesses and social environment (Cybal-Michalska, 2014). Responsible teaching is realized 
by the transfer of knowledge which discusses several fields, e.g. ethical operation, responsibility for the regions and 
its sustainable growth, and natural environment (Maliszewski, Kacprzak, 2009). Universities’ responsibility is also 
associated with preparing graduates to perform particular social roles (Cybal-Michalska, 2014). Responsibility for 
education is manifested in inspiring students to gain knowledge and skills, but also to shape their attitudes, characters, 
personalities enabling them to become employed and create jobs as entrepreneurs (Białoń, Werner, 2012).

Operations of socially responsible universities encompass, e.g. the following (de Tchorzewski, 2006):
 – aspirations for achieving the highest standards of teaching and research,
 – teachers and students’ ethical responsibility for respecting obligations of roles performed in the academic 

community,
 – developing a friendly community facilitating learning and education,
 – partner relations when cooperating with business and social environment.
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The issue of university graduates’ human capital
Human capital, understood as knowledge, skills, health, and vital energy (Rutkowska, 2012) determines 

peoples’ capacity for work, adaptation to changes in their surrounding environment, and ability to create new 
solutions. 

Human capital has become of particular significance since the Lisbon Strategy has been signed. The strategy 
assumes that the development of knowledge-based society and economy requires particular qualifications and 
competences which emerge primarily at universities (Biała księga, 2003; Władyniak, 2003). 

When viewed from the graduate’s perspective, their professional potential, measured by the capacity for 
achieving income and job satisfaction by means of applying knowledge and skills, constitutes the value of the 
potential. Such capital emerges from previous investments in education, gaining new experiences and qualifications. 

Method
Based on the definition of human capital and its structure, universities’ social responsibility was examined in 

two areas. The first pertained to the extent to which universities meet students’ requirements regarding vocational 
training. The analysis encompassed 327 students graduating from Maria Curie Skłodowska University’s (abbr. 
UMCS), and the University of Physical Education in Warsaw Biała Podlaska branch’s (abbr. AWF) full-time second 
cycle programs.

The second aspect of universities’ social responsibility discussed in the paper examines students’ human 
capital with regards to health. Declarations of 357 students of health sciences of Medical University of Lublin (abbr. 
UM) and the University of Physical Education in Warsaw Biała Podlaska branch regarding their lifestyles were 
assessed. 

The paper makes a premise that universities are responsible for the quality of students’ human capital. 
A comparative analysis of students’ opinions was conducted by non-parametric Pearson’s chi-squared test and 
Cramér’s V (Vc). Differences of p < 0.05 were considered statistically significant. 

Empirical data constitutes a section of a broader study conducted by authors in the framework of DS. 205 
statutory research.

Key competences as an element of students’ human capital
In light of CSR, teaching which meets graduates’ expectations constitutes a manifestation of universities’ 

responsibility (Piasecka, 2015). Results of empirical studies conducted among students of selected universities in 
Lublin region illustrate such operations of universities. 

Analyses determined the discrepancy between the desired and acquired key competences of students of 
examined universities. 

Results of analyses indicate a series of discrepancies between students’ expectations and acquired 
competences (Figure 1). Such competence gaps pertain primarily to the practical application of knowledge, 
creativity, and personal competences of respondents. Importantly, such competences translate into the value of 
human capital and enable a particular position on labor market to be achieved, or the standard of living improved. 
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Efficiency in research
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General vocational knowledge

Competence gap Required competences Acquired competences

Figure 1. Required and acquired competences as evaluated by students (N = 327): scale 1–4; 4 – max

Source: own study.

Activities boosting graduates’ human capital 
Human capital results from both an individual’s participation in education, and actions encompassing 

qualifications’ improvement. Actions of individuals undertaken with the purpose of acquiring additional professional 
experience seem significant in the process of developing students’ capital. Such actions, undertaken in the course 
of studies, facilitate employability. In addition, if continued beyond university studies, they constitute success factors 
(Cybal-Michalska, 2014).

The paper attempts to evaluate the frequency students undertook actions fostering the development of human 
capital. In an attempt at establishing the extent universities impact such behavior, a comparative analysis regarding 
opinions of students of both evaluated universities was conducted.

Respondents’ declarations regarding actions improving the value of human capital indicated that majority of 
these pertain to participation in various courses and trainings on hard competences (56% of respondents, Figure 
2). AWF students manifested statistically significant activity (65% vs. 47% – UMCS students; Vc = 0.17) more 
frequently. Approx. every third student declared participation in trainings on soft skills. In addition, AWF students 
declared membership in extramural organizations (33% vs. 8%; Vc = 0.32), Academic Sports Association (23% vs. 
9%; Vc = 0.20), and science clubs (20% vs. 9%; Vc = 0.15) more frequently.

Additional professional experience was gained primarily in summer work in Poland (approx. 45% of all 
respondents) or abroad (19%, Figure 3). AWF students declared working abroad more frequently (24% vs. 14% – 
UMCS; Vc = 0.12). Moreover, on average, every fifth student worked as a volunteer. Such form of involvement was 
observed among AWF students more frequently (26% vs. 15% – UMCS; Vc = 0.14). 

International student internships gained relatively low interest among students of both universities.
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Figure 2. Activities boosting respondents’ vocational capital (%)

Source: own study.
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Figure 3. Experiences boosting respondents’ vocational capital (%)

Source: own study.

Universities’ social responsibility vs. students’ pro-health attitude 
Shaping students’ attitudes constitutes a further aspect discussed in light of universities’ social responsibility. 

Making a premise that health constitutes an element of human capital, declarations of UM and AWF students 
regarding health were examined. 

General declarations of respondents regarding a healthy lifestyle were assessed in order to evaluate the 
quality of human capital. 58% of all respondents declared they lived a healthy lifestyle. AWF students declared it 
more frequently (72,8% vs. 41.6% – UM; Vc = 0.32). 



20 European Journal of Service Management

Krystyna Buchta, Monika Jakubiak, Małgorzata Skiert, Adam Wilczewski

41.3

36.7

50.7

53.0

34.9

84.9

95.2

38.1

41.4

50.4

74.3

83.8

91.1

98.4

Avoidance of drugs and stimulants

Regular sleep schedule

Low stress level

Sleep period*

Physical activity*

Healthy diet

Rational nutrition

AWF (N = 191) UM (N = 166)

* Statistically significant differences; p < 0.05.

Figure 4. Pro-health attitudes vs. the university (%)

Source: own study. 

A premise was made that the identification of students’ lifestyles and their diversity in examined universities 
may indicate how successful these institutions are regarding responsibility for education in terms of attitudes 
towards health.

The analysis attempted to identify students’ pro-health attitudes and was conducted based on factors 
commonly considered as determining a healthy lifestyle (Anand, 2005; Słopiecka, 2012; Lipka, Janiszewski, 
Musiałek, Dłużniewski, 2015). The analysis revealed that diet and nutrition constitute a significant health factor 
among students of both examined universities. Respondents are diversified only regarding two aspects. Due to 
the specific focus of the university, AWF students undertook various forms of physical activity (approx. 84% vs. 
35% – UM; Vc = 0.50) and slept a recommended number of hours (74% vs. 53% – UM; Vc = 0.20) more frequently 
than UM students. 

Conclusions
The paper examines universities’ social responsibility for developing human capital and preparing graduates 

for performing particular professional and social functions (Kowalska, 2009). Universities’ social responsibility was 
evaluated from the perspective the of graduates of second cycle programs at selected Lublin universities. 

The evaluation of universities’ effectiveness regarding social responsibility for knowledge and skills of 
graduates revealed discrepancies between students’ expectations and acquired competences. These competence 
gaps pertained primarily to the practical application of knowledge, creativity, and respondents’ personal 
competences. Such competences decide upon the value of graduates’ professional human capital and enable them 
to achieve a specific position on labor market. Therefore, particular remedial actions in universities’ policies ought 
to be undertaken. 

Knowledge and skills of applying it in practice constitute a fundamental element of human capital. However, 
due to the inflation of university diplomas, graduates’ competitiveness is determined by other factors as well 
(Barwińska-Małajowicz, 2015). Activities undertaken in order to acquire required competences and professional 
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experience constitute a significant factor in developing university graduates’ human capital (Cybal-Michalska, 
2014). Results of present studies indicate that students are aware of consequences of such actions. In addition, it 
was determined that it was AWF students who declared participation in activities facilitating the growth of human 
capital more frequently. 

University graduates’ human capital, measured by the capacity for achieving income and job satisfaction, is 
manifested not only by knowledge and skills, but also by their attitudes. Opinions of students representing health 
sciences were examined in light of universities’ social responsibility. A premise was made that it is health which 
enables remaining elements of human capital (e.g. competences) to be fully utilized. Therefore, the study analyzed 
students’ opinions regarding their lifestyles. Results revealed that only 58% of respondents declared living a healthy 
lifestyle. The results indicate a high level of human capital seen from the perspective of a lifestyle. On the other 
hand, universities offering education in such fields are responsible for knowledge, skills and social competences of 
future workforce in the field, who are to be ready to undertake professional activities (Varela-Mato, Cancela, Ayan, 
Martín, Molina, 2012). Studies revealed that attitudes towards health are determined by the specific character of the 
academic community a student functions in, among others.

Based on the presented results of empirical studies, universities ought to improve responsibility for the 
following:

 – development of key competences to meet students’ expectations,
 – motivation of students and development of conditions enabling them to acquire additional experiences 

improving their human capital,
 – shaping socially responsible attitudes (including those promoting healthy lifestyles).

When discussing universities’ responsibility for graduates’ human capital, the fact that students are co-
responsible ought to be highlighted. According to the student-centric concept, the student bears chief responsibility. 
The role of the teacher is to direct and supervise learning. Therefore, modern higher education requires 
comprehensive involvement and cooperation of all stakeholders maintaining responsibility, obligation and goodwill 
(Mainardes, Alves, Raposo, 2010; de Tchorzewski, 2006).
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Abstract  The aim of the article is to present the specific character of the general academic and practical profiles in the 
field of fine arts that are not natural for the researched profiles i.e.: sculpture (artistic faculty) conducted in the 
practical profile and industrial design (design faculty) conducted in the general academic profile. The issue 
of artistic faculties with a practical profile is particularly significant when every faculty created by a newly 
established organizational unit of a university has to go through studies of the practical profile. The main 
conclusion resulting from the conducted research is the need to frame detailed and unique regulations on 
organising studies of the practical profile for artistic faculties. 
The data for the research was collected using a participation observation conducted at Strzemiński Academy of 
Art Łódź between the years of 2009–2017; the result was presented with the use of a case study.

#0#

Introduction
When the idea to divide faculties into profiles – practical and general academic – appeared, it was natural 

to ask the question how to interpret the idea for each faculty taking into consideration their specific character, the 
position of each profession, or the kind of competencies offered on the labour market as the result of education.
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Artistic faculties take specific place in the context of division into profiles. It seems that the idea of division 
is rather addressed to technical or economic faculties. In case of such faculties the number of graduates, their 
influence on the labour market, the relation between the graduate and the potential employer are in fact areas which 
require efficient management on the level of the country, the society or even globally. It is no wonder that one of the 
tools of such management can be the system of higher education constructed in a proper way. 

However, in case of faculties where the number of students is rather low, in professions which are essentially 
very autonomous or èlite such as sculpting, painting, or theatre direction, the division into profiles can raise some 
doubts – is it reasonable or even possible to be realized? It is said, that in the context of general labour market 
professions such as a sculptor or an opera singer are so ‘exotic’ and rare that the factor of studies profile will not 
affect the possibilities of employment or a graduate’s market efficiency in a significant way. Another argument, 
which stems from common sense and logic, is the fact that artistic jobs are performative as a rule, are deeply 
practical, even in the general academic profile and as a result, such division is artificial and irrational here. 

Is it indeed the case?

General academic and practical profiles – in the context of legal rights
Regardless of the opinions on the topic, it should be emphasized that legislation (see Act, 2005) offers the 

possibility to create an artistic faculty with a practical profile (see Act, 2005, article 2, 9a, 11, 168a; Act 2014, 
article 2, point 18ea). It is also a fact that the requirements for creating new organizational units of universities 
(faculties) and creating new faculties for the units force the unit to start with studies of the practical profile when 
creating a faculty. 

It is obviously a big challenge – the regulations regarding the way in which the practical studies should be 
organized evidently concentrate on sectors which are very far from art; the interpretation in the field requires a lot 
of ingenuity, a kind of intuition and, probably, first of all visionary thinking, a searching attitude, the will to create an 
educational tool which is supposed to prepare a modern graduate for the labour market (see Bogacz-Wojtanowska, 
Batko, Hojda, Wrona, Siorek, 2015; Clark, 1998, 2004), who could gain competitive advantage on the market (see 
Porter, 2001; Obłój, 1998; Kowalak, 2006).

In accordance with the definition of the general academic profile stated in the Higher Education Act, the 
essence of conducting studies of such profile is to introduce modules of classes connected with research into the 
curriculum. The legislator does not require job trainings on the faculty with the general academic profile; however, 
it does not block such a possibility. It is also important for the modules to constitute over 50% of the ECTS points 
obtained during the course of studies, thus, the curriculum should be constructed in such a way that it allows 
conducting research (see Act 2005; Act, 2014, article 2, point 18eb).

Student training known from technical universities indicate that contact with the ‘future employer’ is sometimes 
realized in a literal way and close co-operation of a university or a faculty with some specific stakeholder from the 
market makes (Piotrowska-Piątek, 2014, 2017) the studies take the role of a ‘job agency’ in a way. However, it 
should be emphasized that in the most valuable, symbiotic case – the entrepreneur is provided with contact with the 
precious new blood of experts and has direct guaranteed influence on their competencies (which is guaranteed in 
the form of studies). On the other hand, the educational unit gains the didactic and sometimes financial possibilities, 
to conduct studies and a thing which is nowadays priceless – the competitive advantage in the fight for those who 
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apply to study (see Obłój, 2002, p. 20), as they can promote the faculty by suggesting that the faculty is potentially 
a simple way to get employed (see Wytrążek, 2011). 

Method
In order to illustrate the problem presented above, i.e. the characteristic features of the general academic and 

practical profiles as two tools for constructing the silhouette of a graduate in the field of fine arts the method of a case 
study was used1 (Pieter, 1967). The data used for the case study was collected during a participation observation 
conducted by the co-authors of the text while creating and organizing different faculties in the discussed profiles, as 
well as during classes at Strzemiński Academy of Art Łódź between the years 2008–2017: the described cases in 
the practical (Faculty of Sculpture and Interactive Actions) and the general academic profiles (Faculty of Industrial 
and Interior Design).

The general academic and practical profiles – a case study
Qualified employees are precious and more and more rare acquisition. Well-organized teaching can become 

a stimulating factor for the development of the service market, which can be observed particularly clearly in 
the sector of design services. Nowadays, it is possible in Poland to teach in one of the two profiles: the general 
academic or the practical. The decision which profile is used while teaching depends on several factors. One of 
them is whether the faculty in question offers demand for its graduates on the labour market. It is common practice 
for external stakeholders – i.e. companies of potential employers – in shaping the teaching program. 

The general academic profile – a case study
The above-mentioned requirements are particularly crucial when organizing the practical profile studies; 

however, it seems that they should be as natural also for – or even especially for – a design faculty such as e.g. 
industrial design. The analysed case focuses on the faculty with a general academic profile. Due to the established 
position of the Department which has been conducting the analysed faculty for over thirty years – it was assigned 
to the general academic profile. As the result, research and development became the crucial element of teaching 
such practical studies as designing. The authorities of the Department as well as teachers faced the necessity to 
organize work in a way that allows both students and teachers were involved in the R&D activity. It was possible 
because with the support of the University Technology Transfer Centre the Department has been co-operating with 
companies within the scope of competitions for implementation projects. Slightly modified form of contracts allowed 
the companies to extend the co-operation with research and development works. The essence of such activities is 
not always introducing products onto the market. Sometimes, it can be a small modification of the form of a product 
or even of a fragment of a production line or shortening the production process by simplifying the assembly. In such 
a form of co-operation the designer can have a lot of space to use his/her skills and his/her observations and 
research can impact multiple solutions in a company, even though they do not have to focus on the product itself. 

1 The case study method is treated as one of research methods. It is a thorough and versatile picture of few cases of a given 
phenomenon which aims at collecting empirical data. A deepened, detailed and multilateral analysis is supposed to substitute for large 
number of data which can be the basis for a statistical study. Sometimes, it can replace the statistical or experimental method.
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Using such – holistic – methods can also positively influence the company’s competitive advantage on the market 
by increasing the attractiveness of its goods and services or the comfort of work for employees.

The number of graduates who found permanent jobs or found their place on the labour market in another way 
is a very important feedback for the Department. Most often, graduates of the design faculty become self-employed 
as freelancers and offer their services as projects. If a curriculum is well-constructed and well-organized its 
graduates do not become unemployed or do not have problems on the labour market. Such a situation undoubtedly 
influences the increase or maintaining the quality of education on the same high level. It turns out that contact 
with companies and real orders is one the best working factors which shape young designers. Getting to know 
the reality of co-operation early, students learn to compromise, to show their vision in a clear and precise way in 
a form of project presentation, to develop their skills in 3D programs or create interesting solutions on the plane 
in 2D graphic programs. In such a situation it is definitely more difficult to get disappointed when facing the reality 
of the market, which can happen after studies which idealize the world and are not open to the expectations of 
potential employers. Thus, it seems justified to say that practical design studies in the general academic profile does 
not have to or even should not lead to a situation where they are far from the reality of the market. Implementing 
companies in the procedures of research and development can offer very good effects and can lead to increasing 
the value of products and services. It can also impact the quality of education and increase the competencies 
of students in a positive way. It seems that the future will bring stronger co-operation between education and 
industry, especially with the new EU programs which help finance research and development works and scientific 
research in companies. Combining practical experience of companies with innovative approach of students guided 
by experienced teachers, often also practitioners of designing, can lead to very interesting effects. 

Practical profile – case study
The factor which in a natural way constructs the practicality of a profile on the faculty of sculpture is actually, 

the above mentioned perfomativity and workshop of the profession. The appeal for large numbers of laboratory 
classes for the practical profile is obvious; a huge number of subjects on the faculty of sculpture are workshop 
subjects. The acquired competencies include a large percentage of physical work. Thus, such a reference is natural. 
However, it should be emphasized that in the current situation it is difficult to say unequivocally how to differentiate 
the practical profile from the general academic profile in the context of a sculptor’s profession.

Let us focus on another sphere i.e. the contact of a student, a future graduate, with the potential labour market. 
In the construction of general academic studies the contact is provided via training system. In case of the practical 
profile the training should be extended, not only via the number of hours, but also through the relation between the 
student and an employer (as far as to a contract of employment during the course of studies) and via a broader 
spectrum of those who offer trainings in order to shape the student’s idea in terms of future professional ‘arena’. 

How can the above solution be used in case of an artistic faculty, such as sculpture? It seems impossible – we 
all know there are no ‘factories for sculptors’ which hire on the basis of work contracts. An exception can be the 
field of education of various levels i.e. the possibility to get hired in a primary school as an art teacher or in a culture 
centre... 

In this context the training system is not obviously only a way to find potential employers for the future sculptor-
graduate in this narrow scope mentioned above. Network of stakeholders should be constructed in such a way 
that on one had it should give a student some taste of the width and flexibility of the market which can use his/her 
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sculpting competencies, and on the other hand it should stimulate him/her to look for his/her own way to describe 
his/her strong points which make him stand out among other professional sculptors. Stimulation towards searching 
for one’s own solutions and the network of relations with the market is a separate issue.

Generally, the practical profile for sculpting, seen as the participation of external entities in the course 
of studies as far as the form of dual studies, should create a kind of training area conditions similar to his/her 
future professional environment – relations with cultural institutions, business entities, the processes inside the 
environment etc. 

It is hard not to notice that current practice at various universities does not take into consideration the fate of 
an artist after graduation. Using the master-student relation as the necessary and permanent situation often leads 
to a situation where a graduate is forced to experiment in order to find the methods of functioning on the market on 
his/her own because the studies present reality as a safe harbour of a workshop.

However, we might risk saying that, especially in the context of reflections concerning the practical profile of 
studies, the above formation is largely based on stereotypes or even myths which are popular in the general opinion. 
Nevertheless, the fact that the stereotypes are also presented more or less officially by the representatives of the 
profession of sculptors, many teachers, theorists in the field and are reflected in the education curriculums is even 
worse.

Another question, which stems from the requirements for the practical profile studies, is the choice of 
staff. The idea that on the practical profile at least half of the teachers had professional experience from outside 
the university is often inherent for a teacher-artist; it is so common that it is even unaware. There are of course 
exceptions, units so symbiotically connected with the university, that they are unaware of the existence outside it. 

Here, the situation is delicate – in this specific sector of art, where the quality of education depends on such 
nondiscursive components as the alleged genius loci of the university campus, which impact creative attitudes and 
students’ inspiration. The employers’ mobility can sometimes be contrary to the educational value of the university, 
if it is built on the idea of the so-called ‘eternal order of tradition’. 

Conclusions
As always, the solution is obviously balance and proportion – it is a manager’s task to manage human 

resources in a way that does not cause any loss – either from tradition or the one built as the answer to the dynamic 
contemporary times. And here another use for different profiles emerges – to what extent should the graduate’s 
professional fate be the verifying factor of the above mentioned proportion in comparison to the functioning of the 
university itself or its subordinate unit – as an educational centre? Introducing different profiles suggests indirectly 
that these goals require separate tools.

Coming back to the issue of practical profile in general in the context of a sculptor’s job - the question discussed 
above i.e. the commercial (in broad sense) existence of a graduate of an artistic university is the aim which can (and 
should) be a priority when constructing artistic studies with a practical profile. Let us emphasize clearly, the aim is 
not to degrade the artist’ profession, to make him/her a craftsman, an expert without the artistic independence and 
freedom, the ethos achieved for centuries. The practical profile is a possibility to construct an artist’s – a graduate’s 
silhouette in such a way that s/he could function independently in the contemporary world using his/her creative 
autonomy. It is a chance to give him/her a kind of arms to protect his/her talents, needs and ambitions against the 
hardships of market existence.
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What is more, the fact that graduates of the faculty of industrial design at Strzemiński Academy are firstly seen 
as artists, should motivate them and the management of the faculty to work harder on combining artistic activity – 
which can be and often is designing – with the expectations and reality of the labour market. We should assume 
that it is possible to create a perfect situation in which the vision of an artist (a designer educated in the general 
academic profile i.e. connected with research and development) can be joined with extremely precise expectations 
of an employer who has technology and budget for implementing a product.

The described cases in the practical (Faculty of Sculpture and Interactive Actions) and the general academic 
profiles (Faculty of Textile Art and Fashion Design) are still being corrected and improved in order to increase the 
quality of education, facilitate graduates’ position on the market and increase the comfort of teaching.
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Abstract  Live streaming is becoming an increasingly popular form of transmission of information to its audience. With the 
help of various applications, the user can at any time record the message and put it on the network. The reach 
offered by live streaming is very large. The issue of publication oscillates around the problem of live streaming 
as an emerging form of reaching the public. The publication will analyze whether this is a positively received 
form of information transfer or whether it is a little developed medium, what are the opportunities in the market of 
live streaming and whether or not this medium can ultimately influence the building of customer relations. This 
issue will be presented in theoretical terms on the basis of a literature review of the area and on the secondary 
and own research.
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Introduction
Increasing computerization, as well as the high popularity of social networks, makes it possible for modern 

recipients of marketing communication to have almost unlimited access to a variety of communications about the 
company and its services and products. Importantly, the content in question is both planned and controlled by the 
company as well as casual and non-formal (Rogala, 2014).
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Video content is a very important part of communication to consumers. Mark Zuckerberg, founder of Facebook, 
announced in early 2016 that the daily video play time on Facebook totals up to 100 million hours (How to broadcast 
live video on the Internet). This scale only recognizes the importance of the content being recorded and placed 
on the web. More and more people are using live recording and displaying it in social media or other web portals. 
The aim of the article is to characterize the issue of live streaming, and based on the example of actions performed 
by the West Pomeranian Voivodeship, showing the effectiveness of this tool.

Live streaming – usage possibilities
Live streaming is a service that transmits video content in real time. Broadcasts include sports events, 

concerts, interviews, conferences or presentations of new products and services ( Live streaming without secrets). 
Livestreaming is increasingly used by companies and individuals. With the development of technology on the 
market, there are more and more tools to broadcast live events.

Meerkat and Periscope were one of the first streaming dedicated applications. The first one appeared on the 
market in 2015, the second a month later. Meerkat has gained popularity thanks to its use by Hollywood stars, and 
the latter because it is a Twitter application. Table 1 provides an overview of the applications used for streaming.

Table 1. Applications used for live streaming 

Name of application Description

Periscope This is an application from Twitter (purchased by Twitter in March 2015), through which the users can start broadcasting their 
event to observers – open group or specific audience, at any time. In addition, if the author makes this possible, you can return 
to the movie with the “replay” function. The video is available 24 hours after publication. In August 2015, it was announced 
that it had reached a number of 10 million users worldwide. According to the website data, each day the video playback time 
totals 40 years.
This application is available for Android and iOS devices. A Twitter account is required.

Meerkat An application similar to Periscope, however, differs in several details. One of them is the ability to interact with recipients 
with built-in chat and real-time commenting. In addition, the retransmission button lets you forward the video you’re currently 
viewing to your Twitter account. You need a Twitter profile to establish a Merkaat account. The application can also be linked 
to a Facebook account.
After Periscope marketing, Meerkat blocked many features of the site, leading to a loss of users and a drop-in viewership. It is 
available on Android and iOS devices.

Facebook Live Video From January 2016, live streaming on Facebook was available only for verified fan pages of public persons. Since April, this 
has been made available to all Android or iOS application users. Facebook users are alerted to the presence of their friends 
or favorite live videos, and a special counter keeps track of the number of viewers. 

YouTube Also offers the possibility of live broadcast. It’s enough to have your channel on YouTube to start live streaming at any time. 
With the live chat function, you can stay in touch with your viewers, and the ability to share a link to your broadcast helps to 
increase the reach of your stream. 
The recording is automatically saved and after a maximum of 12 hours, appears in the Movie Manager. 

Google Hangouts Live broadcasts are only available to logged in users in their Google+ account. Live streaming can be broadcast as public 
or private and can be shared on one’s website. In this case, the meeting is also recorded automatically and published on the 
YouTube channel.

Livestream, Ustream Allows to reach a specific audience

Source: own elaboration based on: Live streaming – how to use it in marketing? Retrived from: https://poradnikprzedsiebiorcy.pl/-live-streaming-jak-
korzystac-z-niego-w-marketingu; How to broadcast live video on the Internet http://pl.ccm.net/faq/8580-jak-nadawac-wideo-na-zywo-w-internecie.

Live streaming is increasingly being used by marketers because of the speed with which they reach their 
customers, their ease of communication, and the desire to watch their recordings. It is most often used for 
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broadcasting events (conferences, fairs, concerts), promotional campaigns, webinars. Live broadcasting can also 
be a tool for building your own brand by sharing your life, showing where you are and what you do, expressing your 
opinions. The live broadcast service has its pros and cons. The benefits include:

 – direct form of communication,
 – reaching the recipient faster and easier,
 – faster dissemination of information,
 – reaching out to the Z generation.

Moreover, they provide (Live streaming without secrets):
a) flexibility – transmission can be placed in different locations, depending on needs and requirements. 

Choice of place depends on having a well-developed channel on YouTube or a fan page with a large 
number of likes;

b) following trends – live streaming appears in many publications as one of the leading trends in 2017: 
“5 Social Media Trends That Will Dominate 2017”, Forbes 2017, “Online Marketing Trends to Watch in 
2017”, InfoGraphic Design Team 2016, “7 Online Marketing Trends That Will Dominate 2017,” Forbes 2016, 
“Four trends that will redefine media in 2017”, Marketing Week 2017;

c) unique experience for viewers – the broadcast organizer can give the viewers a unique (one-off) experience 
– a limited time offer – that is presenting an offer that only viewers may benefit from;

d) direct communication with customers – allows you to meet the needs of customers, answer their questions 
in real time;

e) interaction between customers;
f) the ability to conduct surveys;
g) access to analytical data – total number of viewers, maximum viewership, average online watch time and 

demographics;
h) customizable needs – color matching player, chat and logo can be adjusted.
Online transmission reaches everyone, regardless of platform – mobile, tablet and PC. This is quite significant, 

given that research shows that more than half of video content is currently being viewed on mobile phones. Online 
transmissions are not subject to physical restrictions such as the size of the room or the length of time that occurs in 
stationary events. Additionally, due to the fact that the broadcast is being recorded, it can be later posted anywhere 
in the retransmission format, accessible to people who could not watch the broadcast online. 

Facebook Live streams can be broadcast publicly, people typically only come across streams broadcast by 
people they follow, either via notification or when a stream appears in their newsfeed. Users may also find event 
live streams by browsing using the Facebook Live Map. Facebook Live streams offer several types of interaction: 
comments, which are persistent and appear to the right of the video for viewers and below the video for broadcasters; 
and reactions, including Like, Love, Haha, Wow, Sad, and Angry, which, when clicked or touched by the viewer, first 
show a small photo of the viewer’s face which turns into the reaction’s emoji while floating across the video screen 
(Haimson, Tang, 2017). 

On the other hand, there is a lack of transmission scenario, which may result in the appearance of unwanted 
images or content. Not everyone may accept the kind of broadcast event or the view expressed. 

However, recent popular mobile video sharing platforms have been much more global in nature. Instagram, 
Vine and Periscope (along with other popular live-streaming apps such as Meerkat and Twitcast) are conceptualized 
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as geographically agnostic in terms of content rights, with no current tools for geographical restrictions in place 
(Rugg, Burroughs, 2016).

Onet Rano in Western Pomerania 
“Onet Rano” is the first program in Poland that is broadcast live from the car – mobile studio. It takes place from 

Monday to Friday from 7.55 to 9.30. The program is live on the Onet Rano website and on Facebook. The program 
is led by Jarosław Kuźniar, until recently a TVN24 journalist leading the morning program Poranek TVN 24. Kuźniar 
drives his car in Warsaw every morning and talks with his guests, then he reviews the press and holds discussion in 
Onet studio. The host invites people from different areas and they comment on current events. “Onet Rano” features 
familiar faces, popular commentators from the media, politics, culture, sports, business (Onet Morning).

“Onet Rano” program has been broadcast since September 30, 2016. Kuźniar previously communicated 
with his viewers via the Periscope application from his private car. Premiere episode of “Onet Rano” on Friday, 
30th September recorded more than 852,000 views live and more than 250 thousand views on VoD.pl. The program 
was also broadcast on the Facebook Live platform, where a total of over 97,000 views and post-releases were 
recorded (Visibility of the premiere of “Onet Morning”).

From the information provided by Onet, the first 20 live episodes of the program had on average more than 
800 thousand views on the portal’s main site and its Facebook fan page (where they are broadcast via the Facebook 
Live option). The average live viewing time of each episode was 11 minutes. Then all the episodes are available at 
VoD.pl. On average, they recorded over 200 thousand views (Every episode of “Onet Morning” by Jaroslaw Kuźniar 
with a million plays, live watched for 11 minutes).

Jarosław Kuźniar says in interviews that new technologies have some advantages over television: “Today, 
technology and new media allow everyone to be a broadcast medium. The fact is that it gives you a lot more 
freedom, but (...) we are imposing on ourselves a style that enforces the highest quality. When you need to do 
something qualitatively good, it does not bring too much comfort. First of all, the Internet does not have a budget as 
big as corporate television. We realize that for the viewer it does not matter who produced it, he/she just wants it to 
be good. So, we do not have the comfort, but we have a lot of flexibility. Because if we talk after the program today, 
we draw conclusions and we know that it is necessary to improve, add here, cut off there, we change it starting from 
tomorrow, and we do not wait until the end of the season. We are looking at viewership results and then we decide 
“ (Jarosław Kuźniar). 

In addition, he adds that live streaming shows viewership immediately, so if something goes wrong, you can 
improve the next episode without waiting for the next season. The journalist also refers to an example of a well-
known American CNN station, which broadcasts the event with a 2-minute live entry, followed by a 20-minute 
Facebook entry. 

Several programs “Onet Rano” during the year are conducted outside Warsaw, in places where Onet Rano 
is invited. One such place was the West Pomeranian Province, i.e. city of Szczecin. Onet Group together with the 
Marshal Office of the Western Pomerania Voivodeship prepared a program whose main purpose was the promotion 
of the Społecznik Program. This is a pioneering activity in Poland, where PLN 1.5 million will be distributed in grants 
to people who are active in the voivodship.
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The program is a response to the current cooperation with the NGO, which has shown that it is also necessary 
to support those who are not a part of an association and have fantastic ideas. Microgrants were available to 
everyone in Western Pomerania and could be spent for cultural activities, charity, neighborhood actions, preparation 
of small infrastructure (Program Społecznik start).

The day before the scheduled live broadcast, a group of Onet employees came to Szczecin. Arriving in the 
city, they broadcast live. The reaction of the people on Facebook was surprising. There were 260 comments in 
which the “Onet Rano” team was greeted, the inhabitants wrote what they could visit in Szczecin and what to do in 
their spare time. The recording was played 15 times in total (Figure 1) and gained 543 likes. 

Figure 1. Facebook post recording entry to Szczecin in figures

Source: https://www.facebook.com/onetrano/?hc_ref=ART2hizlhZZ-wnu-U7b45lsGKp3fML08RNHzMUBbWPb4SW0a0h-10QdabJtLO48Yb 
2Q&fref=nf.

The next morning “Onet Rano” was held. During the 2-hour drive through Szczecin streets, Jarosław Kuźniar 
spoke with people who, through their involvement, made changes in the areas in which they operate. The activities 
presented are often consistent with the nature of the promoted Społecznik program, and are meant to motivate 
others. The recording (Figure 2) was displayed 91 thousand times, gained 880 likes, 622 comments were written 
during the program, and the recording was made available by viewers 209 times. The figures show the huge 
success of the promotional campaign and, secondly, the huge involvement of the live program viewers. During live 
streaming, the number of viewers was around 1,000 people.
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Figure 2. Facebook before recording entry to Szczecin in figures

Source: https://www.facebook.com/onetrano/?hc_ref=ART2hizlhZZ-wnu-U7b45lsGKp3fML08RNHzMUBbWPb4SW0a0h-10QdabJtLO48Yb 
2Q&fref=nf.

The example shows that live streaming has tremendous power to reach the audience. In this case, it can be 
said that the popularity of the program leader and the popularity of the program “Onet Rano” largely contributed to 
the success. The creators of the program do not limit themselves only to the live recording. Then, based on it, they 
make shorter recordings that are posted on different fan pages at different times. For example, the Onet 100 fan 
page had a presentation of a wrap-ups from a stay in Szczecin, which within 3 months of recording the program 
received over 960 thousand releases, 2,300 likes and 3,240 re-releases. It should be noted that Onet 100 is on 
Facebook one of the smaller formats of Onet and this site is liked by 110 thousand people.

Conclusion
The presented data illustrates the strength of live streaming and the number of recipients that can be reached 

with this tool. Numerous examples of the use of live streaming also show that it is a service involving a large number 
of consumers in real time. This makes it possible for the customer to be engaged in watching and commenting on 
the event, asking questions online, and getting answers. Therefore, live streaming is becoming increasingly popular 
in the organization of training. The participants can listen to it anywhere, from any mobile device and keep up with 
the leader’s questions and discussions with other participants in the training.
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The live streaming awards as a leading trend in 2017 also confirm that this service will continue to evolve. It is 
up to the marketing people to use the creativity of this tool and the commitment of consumers. However, it should be 
kept in mind that not every live streaming shown on the net has to be a success for the company.  
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Abstract  The aim of the article is to identify the key factors of the development of the fitness services market in Poland, 
taking into account the social and economic functions of the entities operating on this market. Authors were 
used the methods of observation and analysis, with dates and statistics from secondary sources from the world 
and Poland, as well as the results of the authors’ own research published in other reports. 
The paper is listing a broad spectrum of factors influencing the development of the fitness services market, 
assigned to 4 groups: political and legal, economic, social, technical and technological (PEST). In summary, 
Authors ware pointed out that the results are related with general megatrends of the world economy as well as 
the specifics of the development of the Polish economy and other areas of social life for last few years.
Research and inference focuses on the analysis of the overall sport activity Polish residents, the popularity of 
sports, the role of selected fitness clubs and operators in the development of this market. Managers of many 
companies operating on the market can use described in the paper examples of fitness operators in Poland.
This article is a kind of review and at the same time a presentation of a concept of development of fitness 
services in the contemporary Polish economy. 

#0#

Introduction
The fitness market in Poland has grown dynamically in both supply and demand side for the last few years. 

It is necessary to define the concept of the fitness market in terms of subject and subject, and to present the role of 
individual entities operating on this market.
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Analysis of reports of public and private institutions, both domestic and abroad, shows the dynamics and 
causes of the development of this market. Poland is ranked as one of the 10 most attractive countries for fitness 
market development in Europe. The authors point to a broad spectrum of factors influencing the development of the 
fitness services market. They analyze the external sources and develop their own research of these factors using 
the PEST technique. Authors identify factors that promote growth or limit development of fitness services in Poland.

The study and conclusions focus on analyzing the various forms of sport activity of the Polish population, the 
popularity of sports, the involvement of enterprises in the development of the fitness market. Authors are aware of 
the limitations associated with these studies and the conclusions and by analyzing only a part of the market. There 
are access was hampered by only few reports of the market in Poland. 

There is still lack of statistic of the market, the reports are irregular, and there are different methodology 
of research and terminology. Forecasting limitations is also a result from the high dynamics of changes in the 
companies on the market and/or the development of services (offers) in fitness clubs. The topic related with fitness 
services seems particularly interesting, because the market has not yet been thoroughly explored, especially in 
terms of the many different functions of this form of recreation and sport activity and the economic effectiveness of 
private and public operators on the market. 

This article is of a review, contains actual data on the development of this market in Poland as well as a wide 
overview of perspectives on the customer service process on institutional and individual fitness market. The article 
concludes with a summary of the concept of fitness services development in the contemporary Polish economy.

Fitness services market – subject and object approach
The market in terms of economics is defined as the general relationship between sellers and buyers. 

The sellers (they represent supply side of the market) have to offer exchange items (products, services, jobs, 
etc.) and the buyers (they are demand side of the market) are interesting in purchase of the products. Operators 
representing supply and demand, they participate in the process of shaping these categories and their correlations 
(Wrzosek, 2002). 

There are various criteria for market segmentation in the literature (Wrzosek, 2002): the criterion of exchange 
items (product market, service market, labor market, money market), criterion of market actors (referring to the 
type of entities and their number on the supply and demand side), spatial criterion (spatial extent of promotional 
campaign).

To understand the market in subject, there are no products but on the market are the main functions of the 
products, expressed in the ability to meet specific needs. The market by object is the type of consumers and buyers 
demanding a variety of products (Niestrój, 1996). 

The fitness market can be distinguished by accepting the criterion of market segmentation, the needs of those 
interested in maintaining or improving their physical condition, appearance or well-being, the need for physical 
activity using specialized equipment outside their place of residence.

In terms of marketing, buyers on the market are the ones submitting such needs (Kotler, 1994), and in 
economic terms of market there are suppliers and consumers of various products being traded to meet any of the 
needs described. The subject of the fitness market deals with services aimed at offering human psychological and 
sociological well-being, combined with the pursuit of optimal physical fitness (Panfil, 2016).
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Considering the nature of the clients and the manner of his conduct, in the economy can also be distinguished 
(Fonfara, 2015): consumer market and institutional market (B2B – “business to business” or enterprise market).

There is growing interest of institutional clients (both non-profit organizations, public administrations, and 
profit-oriented enterprises) in the fitness services market in the purchase for their employs of various service 
packages (Raport, 2015) offered by fitness clubs. Fitness club is specialized facility, where fitness services are 
provided.

Individual clients in the fitness services market are a specific and highly diverse social group. Their 
preferences change and develop under the influence of many factors. Predicting these changes, identifying the 
main determinants influencing the behavior of the buyers and their preferences, seems to be one of the key success 
factors for companies operating in this market.

The characteristics of the community, the society in which the individual client lives, are coming from individual 
characteristics, so, the society consist of the individuals from which it was formed (Gardawski et al., 2008) and can 
be described in economy by many features. Then it will be a market – a specific market, e.g. fitness services market.

Given the market in economics, there is also a supply side. The supply side includes a group of market entities 
that provide tangible and intangible products to meet customer needs. On the supply side of the fitness market, 
there are gyms with fitness services, swimming pools with extracurricular activities, other sports facilities, as well as 
hotels with sports facilities, multifunctional large facilities with exercise rooms and activities as well as fitness clubs. 
On the supply side of this market are also suppliers for which the fitness market is an added market.1 There are also 
instructors, trainers, or media professionals promoting fitness on the supply side of fitness market.

It is interesting to note that the market for fitness also included entities coordinating the development of this 
market, the so-called coordinators who use direct contacts with corporations, legal and tax expertise, to become 
advisors to institutional clients in fitness services for their employees. 

In Poland, coordinators offer cards with access to a wide range of fitness services – the so-called: sports 
and leisure loyalty cards, usually dedicated to employees.2 These cards allow access to physical activity classes 
(including swimming pools, gyms, fitness centers, etc.) in all cooperating institutions, with no time limits and 
declarations for the use of sports facilities in Poland. It is estimated that loyalty cardholders are about 50% of people 
exercising in fitness facilities in Poland (Pestka, 2015).

Developing the fitness services market in Europe and in Poland
Sport is a diverse and multifaceted field of human life.3 Research and statistical institutions are attempting 

to measure this phenomenon for the purpose of monitoring its state and collecting data that are necessary for 
decision-making process in the sports services market. And the fitness market is part of the sports market and is 
related to the same processes.

Contemporary sport can be treated as a lifestyle, aiming to improve physical and mental health but sport 
is also an economic phenomenon that is subject to professionalization and commercialization (Sznajder, 2015). 

1 Eg, food manufacturers supporting the physical activity of individuals exercising, manufacturers of equipment of the fitness 
clubs, clothing producers, or ICT providers).

2 The most popular are: Multisport, OK System, Be Active, Fit Profit.
3 Persons using fitness services are participating in sports activities by this way. They are able to ad hoc or in an organized way 

influence physical fitness or mental health, develop social relationships or achieve sports performance at different levels.
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Fitness services on this market are also subject to this process. There is a process of improving the management of 
fitness clubs on the market. Fitness clubs offer have wider range of services year by year. The clubs organize group 
and individual activities with professionals in the field, offer extensive methods of physical activity funding, or forms 
of contact with the client (including online services).

The fitness market in Europe is developing (European..., 2017) towards the growth of low-cost clubs with 
limited customer support.4 It is also expected to further consolidate the market and its further development of fitness 
clubs chain groups.

Healthy lifestyle is becoming more and more popular in the modern world, and consequently the popularity of 
various sports activities is growing. The study of sport activity in Poland in 2013 (Raport z badań, 2013) showed that 
two thirds of the respondents (66%) had sports or exercise during the year, 40% taking physical activity regularly 
and 26% sporadically. Sporting is primarily the domain of young, well-educated people, satisfied with their financial 
situation, urban dwellers (Raport, 2015). The inhabitants of Poland most often practice sports for health (70%) and 
for pleasure (61%). Nearly every second physical activity participant declares that he exercises for a better mood to 
relieve stress, be in good shape (47%).

2%

6%

7%

10%

10%

13%

Boxing or other martial arts

Rehabilitation and other therapeutic exercises

Tennis, squash, Badminton

Dance

Gym exercises

Fitness, areobik

Figure 1. Sport activity of the inhabitants of Poland for selected occupations in indoors venues

Source: own elaboration based on report (Raport z badań, 2013).

There are the most popular are fitness and aerobic venues (13% of respondents) in Poland, considering the 
sites of sports activity in Figure 1. According to this, there is the number of facilities, where in modern air-conditioned 
rooms, on brand new equipment, under the supervision of qualified instructors who want to improve or maintain 
physical fitness can do it. The development of material infrastructure is accompanied by the development of new 
forms of financing using motivational systems, where benefits – such as gym cards – are the second most popular 
non-salary motive offered to employees.

In Europe more than 56.4 million people attend to fitness clubs. This number is bigger about 4.4% than 
a year ago (The European Health & Fitness Market, 2017). The European fitness market is worth over € 26.3 billion 
(Table 1). The Polish fitness market is one of the top 10 markets in Europe and one of the most dynamically 

4 E.g. Mrs. Sporty in Poland.
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developing. In December 2016 in 2,560 fitness clubs in Poland already had 2.835 million clubbers (Table 2), which 
gives about 1,710 people per fitness club (5 times less than in Germany or Great Britain).

Table 1. European fitness clubs market in 2016

No. Country Revenues
(mln Euros)

Share in the European market 
(%)

Share cumulatively 
(%)

1. Great Britain 5,108 19.39 19.39
2. Germany 5,050 19.17 38.56
3. France 2,465 9.36 47.92
4. Italy 2,215 8.41 56.33
5. Spain 2,171 8.24 64.57
6. Holland 1,324 5.03 69.59
7. Russia 1,180 4.48 74.07
8. Turkey 1,015 3.85 77.93
9. Poland 842 3.20 81.12

10. Switzerland 842 3.20 84.32
11. Others 4,131 15.68 100.00

European market total 26,343 100.00  

Source: study on report European Health & Fitness Market Report (2017).

Experts say, that total numbers of members of fitness clubs in Poland can increase to 4 million in a few 
years, including a large proportion of older people. By analyzing the index of penetration (the ratio of the number of 
members of fitness clubs to the population of the country) among the top ten fitness markets in Europe, the highest 
(over 16%) indicator is in the Netherlands (Table 2).

Table 2. Countries with the highest number of members in fitness clubs in Europe in 2016

No. Country Numbers of fitness club members 
(million)

Penetration index ratio  
(%)

1. Germany 10.080 12.30
2. Great Britain 9.250 14.10
3. France 5.460 8.20
4. Italy 5.250 8.70
5. Spain 5.060 10.90
6. Russia 2.920 2.00
7. Holland 2.840 16.70
8. Poland 2.835 7.40
9. Sweden 2.080 21.10

10. Turkey 1.900 2.40

Source: based on European Health & Fitness Market Report (2017).

In Poland, the penetration rate is 7.4%, which is below the average for all analyzed countries, which is 8.1%. 
The Delloite Report, uses a wide range of definition of a fitness club. The fitness club is a venue open to all people, 
with facilities dedicated to sport, which has equipment for endurance training, fitness and physical fitness. For the 
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total number of fitness clubs, the report also includes swimming pools and dance schools only if they have fitness 
rooms. In Poland in 2016 there were 2,560 fitness clubs and a year before it had 2,520. So the market is growing. 
Older venues are closed (European Health & Fitness Market Report, 2017).

Some authors point out that the fitness market has become a highly profitable market for innovation, especially 
micro and small businesses in the area of process and product innovation (Kantyka, Maciąg, 2013). However, it 
should be remembered that in Poland also develop network fitness clubs.5 As it was mentioned earlier, in December 
2016 in Poland there were a total of 2,560 fitness clubs, with 216 of them being network clubs, i.e. 8.4%. Despite 
the small share of network clubs, watching the other services market (e.g. hotelier) it seems that these networked 
clubs may be the source of further professionalization of services and impose certain standards in this market.6 
Clients in modern fitness clubs can use a wide range of services. They can engage in the process of creating offers 
at the emotional, physical, intellectual and even emotional levels. It is related with the development of experience 
economy (Pine, Gilmore, 1999). There are suspecting that the development of fitness clubs will be located in the 
broader context of social life.

Impact of selected conditions on the functioning and development of the fitness market in Poland
There are some factors that influencing on fitness market in the world and in Poland, both on supply and 

demand side. As a result of the analysis of many sources, the authors identified key determinants in the fields of 
PEST7 and showed their impact on fitness market in Poland.

Table 3. Key determinants of the development of the fitness market in Poland

The determinants Impact on fitness market in Poland

1 2

Political and legal determinants
Law regulating the performance  
of certain professions*

This may limit or eliminate requirements for the performance of certain professions, including those related to 
the fitness of club fitness clients. It may increase competition in the market, more creativity in the preparation 
of service packages, the involvement of those who have not been professionally involved in consulting.

EU standards and directives Club fitness managers should observe documents related to, for example, recommendations related to the 
physical activity of the population, sports, the role of sport in the life of the European Union citizens

Resolutions of municipal councils, 
city councils (e.g. budget for sports 
activities)

They are important, for example, in the case of product preparation – events, extracurricular activities, where 
cooperation with public institutions operating in the municipality may be undertaken. Cities in Poland attach 
great importance to sport, but expenditures on the promotion of physical activity of residents are varied. 
Physical activity programs for older people or subsidies for large families may appear.

Economic and financial determinants
Interest rates on investment loans Managers must observe different economic indicators and, in the case of high financial burdens and 

unfavorable alternatives, may lead to less flexibility in the price of a club fitness product and less inclination 
to search for new products for clients.

Seasonality of demand A large number of customers in the afternoons will cause the club’s fitness manager to try to raise prices for 
services during this period.

5 E.g. Calypso, Jatomi Fitness, Fabryka formy, Fitness Platinum, S4 Fitness Club, Energy fitness, Fitness Academy, Zdrofit, 
Fitness World, Mrs Sporty

6 This is confirmed by the diversified structure of capital, the wide overview of the fitness market in Poland in the world, the high 
motivation for further development caused by shareholders’ expectations.

7 Political-legal, economic, socio-cultural and technological.
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1 2

Economic development of the regions This is a strong factor strengthening the process of improving the quality of the offer and expanding it with new 
additional services for companies and increasingly prosperous customers.

Business assistance programs It is important to observe EU programs as well as local initiatives, as they can significantly support material 
investment as well as staff training or promotional activities of a club fitness product (e.g. trips to foreign fairs).

Socio-cultural determinants
Demographic change More and more women and older people participate in fitness clubs. The offer for them is constantly widened, 

for example, in the organization of new classes and new partners for loyalty programs.
Active lifestyle The popularity of sports activities promotes the enrichment and expansion of the offer for the residents as 

well as the offer for hotel guests and other visitors for recreation and active leisure time in the fitness clubs.
Increasing willingness to participate 
in events

Modern equipped exercise rooms, with multimedia equipment, are more and more important to clients. And 
offer of modern fitness clubs is combined with admission to other sporting events.

Technological and technological determinants
Development of public infrastructure With the development of public transport – the availability of public transport allows managers to raise prices 

for certain services in fitness clubs located in city centers, near business facilities, hotels
Automation The security or the organization of the space around the club’s fitness area (parking area) is supported by 

modern automatic technology, which raises operational costs but also makes it possible to distinguish itself 
in a competitive market.

Internet and mobile technologies The tendency and ability of customers to use the Internet contact form is growing. This necessitates more 
care for fitness managers in the form of Internet communication as well as organization of the customer 
service process using the Internet or mobile applications.

* Ustawa z dnia 13 czerwca 2013 r. o zmianie ustaw regulujących wykonywanie niektórych zawodów.

Source: own elaboration.

There is significant impact of the determinants described in table 3 on developing fitness market in Poland. 
The described phenomena already occur, however, with varying degrees of intensity in different parts of the 
countries, regions, cities (Cieślikowski, Brusokas, 2017). It seems that dynamics of change is especially high 
in capital of province as well as in those regions where significant public investments have been made in the 
development of sports infrastructure, including multifunctional sports facilities. There were built huge venues with 
inside halls, rooms for new fitness clubs too.

Conclusions
The fitness market in Poland will continue to grow. This is due to many factors, political, legal, economic, 

financial, social as well as technical and technological. The determinants depend on megatrends in the world 
(Megatrends, 2015) and depend on the economic and social changes of many areas of life in Poland. 

The fitness services market will become more professional and better organized. On the market can be 
identified in the nearest future many new technologies related with internet technologies and new fitness tools 
(i.e. real things). There will be more and more companies operated on the institutional clients service process. 
The companies have so far carried out an institutional client in other markets. However, they will now also be 
trying to offer fitness services (e.g. Medicover, Luxmed, Polmed). And employers for employee retention will be 
extending social care including the offer of fitness services with increasingly interesting programs. Developing 
polish economy caused the capital surplus of some companies is still increase, and to have benefits from tax 
related with investments will be support the growing number of new fitness clubs in Poland. There will also be 
a faster development of fitness clubs chains due to increased sales activity of franchise solution providers. Such 
trends on the supply side of fitness market will be together to the development of demand side caused by the 
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increasing healthy living and well organized (under control of professionals and well-prepared equipment, in the 
rooms dedicated for this purpose) physical activity.
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Abstract  Innovation becomes a driving force of contemporary companies’ competitiveness. Companies evaluate from 
close innovations towards open and networked innovations. They use innovative potential of their outside 
partners, consumers within outside networks, also developed on the Internet’s crowdsourcing platforms. 
The purpose of this paper is to present providing services by the crowdsourcing platform users, that is the crowd 
members, the managers and the innovative companies during their mutual cooperation in execution of open 
innovation process activities on the Internet. 
The paper also presents examples of services which are offered by users of each analyzed kind during their 
cooperation in accomplishment of open innovation process activities on existing crowdsourcing platforms in 
the economic practice.

#0#

Introduction
Evolution from closed to open innovation is connected with development of interorganizational networks and 

creation new values, knowledge, innovations by collaborators of these networks, also by the Internet’s community 
(the crowd) during execution of open innovation process activities on crowdsourcing platforms. 
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The goal of the crowdsourcing platform is to engage active members (co-creators) of the crowd as prosumers 
(producers and actual or potential consumers) that have both the willingness, capacity and ability in solving problems 
and creating open innovations also new products for innovative companies. Services of IT-based crowdsourcing 
are offered by an organization that directly manages solving problems, creating value, and developing open 
innovations for innovative company(-ies) by the crowd members on the Internet. The manager of the platform 
participates in mutual interaction, communication with members of the crowd and the innovative company experts, 
and cooperate with them in collective provision of services in accomplishment of open innovation process activities 
on crowdsourcing platforms. 

The purpose of this paper is to present providing services by the crowdsourcing platform users, that is the 
crowd members, the managers and the innovative companies during their mutual cooperation in execution of open 
innovation process activities on the Internet. 

The paper determines an idea of open, networked innovation process, characterizes principles of using 
crowdsourcing and the role of the crowd in creating innovations for innovative companies on the Internet. It determines 
and describes services which are provided by the crowd members, the managers and the innovative companies 
during their mutual cooperation in execution of open innovation process activities. Examples of collective providing 
these services by the analyzed kinds of collaborators are presented for the existing crowdsourcing platforms in the 
economic practice.

Creation of open innovations on the Internet
Contemporary companies no longer innovate in isolation but through a complex set of mutual interactions 

and knowledge based relationships (mutual collaboration) with external partners, suppliers and consumers of 
knowledge, innovative solutions, and also creative members of open (web-based) innovation platforms (OIPs) – 
networks on the Internet. Innovation network is an organization with flexible structure and its partners are intensively 
collaborating among themselves during mutual information exchange, knowledge management and learning in 
open innovation processes (Dolińska, 2015, 2016). 

Companies have increasingly shifted from innovation initiatives that are centered on internal resources of 
knowledge (closed innovation) to those are centered on external networks – said another way, a shift from firm-
centric innovation to network-centric and open innovation (Nambisan, Sawhney, 2011, p. 40). Open innovation 
characterizes organizational framework aimed at purposive inflows of external knowledge and ideas to accelerate 
internal innovation (in-bound open innovation), and purposive outflows of them to support external innovation 
(out-bound open innovation), or both that is exchange knowledge, ideas with external collaborators (Malhotra, 
Majchrzak, 2014, p. 104). 

OIPs, also crowdsourcing platforms can be a means for companies to accelerate the open innovation process. 
In such platforms, stakeholders contribute to and collaborate on designing ideas, propose new concepts and trends, 
present innovative solutions to win contests and to answer companies’ needs (Battistella, Nonino, 2012, p. 558) 
and also to meet own expectations. The three forms of collaboration and participation in OIPs are: crowsourcing, 
common-based peer production, and open source software. 

The crowdsourcing platform offers IT-enabled services provided by its collaborators in open innovation 
process activities, in which companies learn new values, innovative solutions (also new products) from the Internet’s 
community. Open source software is developed collaboratively by different and independent, geographically distant 
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program developers. Common-based peer production refers to a new model of production performed collaboratively, 
where a large number of people is coordinated into large project groups without traditional hierarchical organization. 

Providing services by collaborators of the crowdsourcing platform in open innovation process
The emergence of the Internet has created new opportunities to capitalize on consumer’ creativity and 

knowledge during innovative solution, new product development by virtual consumers on crowdsourcing platforms, 
and their cooperation has been recognized as a promising, effective open innovation practice for companies (Füller, 
Matzler, Hutter, Hautz, 2012, p. 247). Today, members of the crowd on crowdsourcing platforms not only contribute 
ideas and input to innovation, also new product development, but they share goods, services, space, and money to 
deliver solutions that traditionally have been performed strictly by the companies themselves (Kohler, 2015, p. 63).

Crowdsourcing-based open innovation model consists of three elements. First, companies building their 
business upon the crowd need to adopt an open innovation model. Second, opening up innovation processes 
and knowledge resources to external creators of the Internet’s community can make a significantly greater set of 
resources available to the company and allows it to share social networks, peer-to-peer technologies and mobile 
connectivity to invite users to participate in value creation activities. Third, by taking part in certain activities, 
the crowd members co-create value with the platform managers or by interacting with innovative companies. 
The platform managers facilitate interactions and information, knowledge exchanges along the entire process of 
open innovation (Zott, Amit, Massa, 2011; Kohler, 2015). 

The manager of the crowdsourcing platform may be: 1) the innovative company that is the owner of the 
platform and cooperate with the crowd, or 2) the agent and the owner of the platform that organizes cooperation 
between the innovative companies and the crowd, and also collaborate with them during accomplishment of all or 
certain activities of open innovation process.

The paper tries to answer and discuss the following research question.
Can mutual cooperation of crowdsourcing users on the Internet that is the crowd members, the managers and 

innovative companies enable them to provide suitable services during accomplishment of open innovation process 
activities on the crowdsourcing platform. 

Open innovation process on crowdsourcing platforms can consists of many activities and each platform and 
its collaborators serve one or more, or all of these activities. Members of the crowd can participate and cooperate 
with innovative company and the manager of the platform in providing services during collective execution of the 
determined and analyzed in this paper activities (that is one activity, a few, or all activities) of open innovation 
process: 1) presentation of expectations; 2) generation of new ideas; 3) screening design ideas; 4) innovation 
elaboration, testing; 5) innovation application, development; 6) innovation promotion, sale, diffusion. 
Crowdsourcing collaborators on the Internet cooperate among themselves during providing relevant services in 
activities of the open innovation process which is executed by them collectively on the crowdsourcing platform (see 
|Table 1). 

Services provided by the crowdsourcing platform collaborators in the economic practice
Services provided by collaborators in activities of open innovation process activities are presented as 

descriptive cases for the crowdsourcing platforms: InnoCentive, Mulino Bianco, LEGO Cuusoo and Amazon’s 
Mechanical Turk. 
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InnoCentive firm manages the massive problem-solving and innovation-creating crowdsourcing platform. 
It cooperates with innovative companies and the crowd, organize and manage providing services by them on the 
platform. Solvers register on the InnoCentive website, read the challenge and within a specific timeframe send back 
the elaborated solution. 

Interactions between solvers regarding a specific challenge are only possible if they formally decide to form 
a team of the crowd members, collaborate among themselves and share the prize. The open innovation process 
on this platform consists of activities: 1) a innovative company comes up with a problem for solving and dissects 
the problem into smaller challenges; 2) scientists across the world (the crowd) generate and submit possible, 
elaborated by then solutions; 3) InnoCentive evaluates the proposed solutions; 4) the managers of the platform 
choose the winning solutions, integrates them back as innovative elaboration and the answer to the original problem 
(Vuculescu, Bergenholtz, 2014). 

The Mulino Bianco company produces a wide variety of bakery products. The crowdsourcing platform of this 
firm is developed on the basis of its virtual communication and collaboration with the Internet’s community via the 
application of innovative marketing techniques. The Mulino Bianco crowdsourcing platform cooperates with own 
consumers and enables the community of them to propose new product ideas, vote for the most original ones.

Table 1. Providing services by the crowdsourcing platform collaborators in open innovation process activities 

Open innovation 
process activities

Services provided by collaborators on the crowdsourcing platform
the crowd members the manager and the innovative company

Presentation of 
expectations

Presenting new values, needs, expectations of customers; 
anticipating changes on determined markets.

Determining problems for solving, innovations for designing; 
engaging the crowd in anticipating evolution of markets.

Generation of new idea Using creativity, experiences, knowledge by the crowd, 
generation of new design ideas, submitting them online. 

Organizing contests for proposed by the crowd new design 
ideas; exchange, connection of knowledge, experience of the 
crowd and the innovative company. 

Screening design ideas Evaluating the design ideas, voting on them, discussion on 
proposed ideas.

Results of the crowd voting are considered as an indication of 
buyer interest in design ideas; choosing accurate, profitable 
solutions by the manager on the basis of the crowd opinions, 
financial and marketing analysis of new solution application 
by the company.

Innovation elaboration, 
testing

Active (co-)creating, developing innovations; testing and 
evaluating new solutions using proposed software. 

Testing elaborated innovative solutions and connected with 
them requirements in collaboration with the crowd.

Innovation application, 
development 

Opinions of the crowd provide a market test of the proposed 
solution, which is the best candidate for implementation.

Organizing participation of the crowd in application and/or 
development of the best innovative solutions; the company 
pays members of the crowd for profitable solutions.

Innovation promotion, 
sale, diffusion

Promotion of the best solution via own community, social 
media channels; cooperation in sale, diffusion of innovations 
via online, physical channels.

Involving the crowd in online promotion and/or sale of 
innovations; motivating members of the crowd for profitable 
selling of innovations (also products).

Source: own elaboration.

The platform is divided into areas connected with providing services during execution of the following open 
innovation process activities: 1) presentation of expectations by the company and beginning the project of new 
product design by creative consumers; 2) generating a new product idea; 3) screening and commenting proposed 
ideas by the crowd; 4) elaboration of the blog on new product assessment and its introduction to production by the 
company. The aim of this platform crowd is to propose, assess, collect ideas, analyze these ideas, and develop 
them if they are consistent with the company’s mission, vision, and values. The company takes into consideration 
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any consumer proposal not related with its current offer. All proposed ideas are commented, evaluated by active 
consumers, and receive their opinions on viability on the market. The ten most voted ideas are submitted to careful 
analysis for feasibility by the company. If its outcome is positive, Mulino Bianco begins entering the new product into 
the market (Di Guardo, Castriotta, 2013). 

The LEGO is Danish company of bricks and it cooperates with the manager of the Cuusoo crowdsourcing 
platform in Tokyo. The services provided in activities of open innovation process on the Cuusoo platform for the 
LEGO company are characterized for crowdsourcing collaborators: a) the crowd; b) the Cuusoo firm as the manager 
and the owner of the platform and c) the LEGO company (looking for innovative products on this platform). These 
collaborators of the platform cooperate among themselves during execution of the following activities of open 
innovation process (Schlagwein, Bjørn-Andersen, 2014; Lego Ideas, 2017):

1) presentation of expectations: 
 – active members of the crowd on the platform with consumer-fans on social networks present new 

values, needs of customers, expected changes (also technological) of LEGO products,
 – the Cuusoo firm as the platform manager organizes cooperation with the crowd members, monitors the 

interactions with them and their discussions on proposed new solutions,
 – the LEGO company with the Cuusoo firm encourages consumer-fans to elaborating, developing 

innovative products;
2) new ideas generation activity:

 – creative members of the crowd usually individually generate and submit design ideas to the platform,
 – the manager of the platform enable members of the crowd to submit LEGO-related ideas and collect 

user ideas which might be developed into new LEGO products,
 – the LEGO experts determine which submitted ideas are the best candidates for implementation;

3) screening design idea:
 – the submitted design ideas to the platform are screened by the crowd members,
 – the manager proposes the crowd various options of evaluating, commenting, and voting on submitted 

design ideas on the platform,
 – the LEGO experts evaluate the presented design ideas on the base of votes, qualitative discussion of 

the crowd members and own opinions;
4) innovation elaboration, testing:

 – members of the crowd can use bricks, software or combination of them to prepare designs for potential 
new LEGO products and they take part in test for the best new product,

 – the manager provides voting as a market test before implementation of the new product design,
 – highly voted and reviewed by LEGO design idea of best new product will be produced and entered into 

the market; 
5) innovation application, development:

 – members of the crowd upload a complete design of accepted new product to the platform,
 – uploaded a design of the best new product is transferred by the Cuusoo platform to the LEGO company 

and is applied by LEGO,
 – implementation of accepted new product often is conducted by the LEGO company in cooperation with 

external firm-partners;
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6) innovation promotion, sale, diffusion:
 – the active members of the crowd usually promotes new products via the community of the platform, 

users’ social media channels, and the owner of winning new product idea gets a financial reward 
(a revenue share on the sales of this product),

 – the Cuusoo firm provides communication and collaboration between the LEGO Company and the 
designer of winning product in its e-marketing,

 – the LEGO company lists the new product models in catalogues, involves members of the crowd in 
e-promotion, selling them via LEGO online and/or physical channels.

Amazon’s crowdsourcing – Mechanical Turk (mTurk) is as an “artificial intelligence” web service. It performs 
“HITs” – human intelligence tasks, that cannot be easily duplicated or replaced by machines. This service applies 
real persons’ intelligence and creative skills in and through the artificial environment of computing networks for 
solving some problems, proposing and preparing innovative solutions for the Amazon, that are difficult for machines 
but easy for users of the Internet elaboration (Saxton, Oh, Kishore, 2013, pp. 4–5). The Amazon’s community 
members cooperate with the Amazon’s specialists during generation of new design ideas, evaluating them and 
elaboration of the best innovative solutions for mTurk. 

Conclusions
The conducted in this paper study confirms that mutual cooperation among the crowd members, the manager 

and the innovative company on the crowdsourcing platform enable them to provide relevant services during 
accomplishment of open innovation process activities. Future research might solve the problem how to improve 
relationship management with creative members of the crowd on the crowdsourcing platform because this solution 
influences on development and efficiency of the platform performance on the Internet. 
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Abstract  The partnership between citizen and public service sector will play an important role in good governance 
concept. People are able to participate in public management process and public service delivery to make 
societies more inclusive. Today, information and communication technologies (ICT) expanded opportunities 
for civic engagements. Thanks to the use of e-information provision, e-consultation and e-decision people 
are ably to active participation in public life. Participation praxis in public sector are expanded all over the 
world. The article presents an issue of using information technology for contacts between public administration 
and citizen in conjunction with social participation. The objective of the article is to present the concept of 
e-participation, methods and some practice that enable active involvement of the citizen into the public live. 
Next part of the article describes the global trends in e-participation development. The conclusions were 
formulated at the final part of the article. The paper uses the methods of literature review, case study analysis 
and synthesis.

#0#

Introduction
Participation apply mainly to introducing politics and making decisions In political purposes, within the limits 

of formal and informal systems as well. Participation exists when action taken by society can have real influence 
on every stage of politics lifecycle. Participation would have direct influence on public aims and values such as 
democracy (Millard, 2009).
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Concept and levels of participation – literature overview 
Concepts of participation apply to various spheres, in which most common terms are social participation, 

public participation and individual participation.
Social participation can be determined as a community (vertical) participation. In the broad sense it is 

connected with the participation of units in actions taken by society to whom belong the unit. That type of co-
participation is connected with the idea of civil society whose members voluntarily take part in public activity. 
In wider sense, social participation means public law partnership between communal government and citizens in 
order to taking actions in aim of local development (Hausner, 1999). Five classical tools of social participation are: 
election, consultations, referendum, administrative proceeding and direct operations (Hausner, 1999).

Public participation refers to the involvement of individuals in the activities of the structures and institutions of 
the democratic state and so the public authorities and controlled by them or subordinate them public organizations. 
The concept of political society (Kaźmierczak, 2011) is the reference frame for this concept. According to Langton, 
public participation includes the following categories of citizen participation (Langton, 1978):

 – public action,
 – public involvement,
 – electoral participation,
 – obligatory participation.

The characteristics of individual categories of citizens’ participation in the life of political communities are 
shown in Table 1.

Table 1. The characteristics of individual categories of citizens’ participation

Category of participation Charasteristic Forms of participation

Public action Measures initiated and controlled by citizens in order to influence decisions 
taken by public authorities or voters

 – lobbying,
 – protest,
 – public education,
 – disobedience of citizens,
 – advocacy

Public involvement Actions initiated and controlled by public authorities in the frame of their 
administration or management tasks. It deals with improvement activities.
The decision-making process and the quality of public service delivery  
at every stage of public policy

 – public consultation,
 – public consultation,
 – consultative and advisory boards,
 – public hearings,
 – survey research

Electoral participation actions necessary for the nomination of candidates and the selection of 
representatives to hold public functions in the structures of the various levels 
of authority

 – central elections,
 – local elections,
 – referendum

Obligatory participation Obligatory activities taken by citizens, which are the support of the public 
authorities necessary to fulfill their statutory research

 – obligatory payment of taxes,
 – institution of court judges

Source: own elaboration based on Langton (1978).

Individual participation is linked to the daily choices and actions of the individual who express his or her 
expectations about the society in which he or she wishes to live. It deals with issues such as socially responsible 
consumption, participation in charity and participation in social organizations (Kaźmierczak, 2011).
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An important contribution to the theory of participation was made by Arnstein, who in 1969 defined three levels 
of civic participation: lack of participation, quasi participation and participation. In the first case, the opinions and 
interests of the decision makers are centered, but the needs of the target group are not taken into account, or the 
target group is deemed to have insufficient knowledge to make decisions. The stage of apparent participation means 
more and more influence on the decision-making process, but without the possibility of direct influence. Decision 
makers share problems with the target group and are interested in her views. However, opinions expressed need 
not be taken into account when making decisions. At the last stage of participation, the society has a formal and 
binding role in the decision-making process, and the partnership is characterized by this partnership (Urban, 2005).

Participation of citizens in public life should be considered both internationally and nationally as well as locally. 
The European Commission says that electronic participation helps people get involved in politics and understand 
process of making public decisions. It is part of the European Commission’s „open government approach” which 
aims to provide opportunities for public administration (Lironi, 2016). The importance of this problem is demonstrated 
by the European Union’s launch of the E-UROP program, whose main objective is to increase Information and 
knowledge on e-participation tools, especially in the field of Community policymaking. The European Union defines 
four basic direct tools for participation (Kinyik, 2015):

 – European Citizens’ Initiative,
 – petition to the European Parliament,
 – public consultation of the European Commission,
 – puzzle by policy.

In 2001, the Organization for Economic Co-operation and Development (OECD) published a handbook that 
highlights the important role of local, national and international (OECD, 2001) policy-making. The OECD draws 
attention to the possible ways in which the rulers and citizens interact, such as:

 – information (one – way relationship) – allowing access to public information;
 – consultation (two-way relationship) – getting feedback from citizens as a response to the debate initiated 

by the rulers
 – active participation (advanced two-way relationship) – citizens actively engage in decision-making and 

policy-making.

The role of ICTs in the process of participation
The use of ICT for the democratization of public life makes it closer to citizens. Modern ICT technologies, 

despite some safety constraints, are important in the development of democracy (Millard, 2006):
 – they can mobilize citizens to change their attitudes from passive to active,
 – can involve the public in shaping public services,
 – it can help transform societal and political approach from government to people into government by people.

Electronic participation in the context of e-government plays an increasingly important role. E-participation 
can be defined as the process of engaging citizens in policy, decision-making, the design and delivery of services, 
where the ICT technology are being used (United Nations, 2016).

Electronic participation means better decision-making and increased citizen participation at all stages of the 
democratic decision-making process (Märker, 2009).
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E-participation can be defined as the participation of natural and legal persons and their groups in public 
decision-making through the involvement of information and communication technologies (ICTs).

The importance of using ICT in the process of participation was emphasized by the United Nations, which, 
based on the OECD defined interactions, identified three levels of interoperability using electronic tools (United 
Nations, 2014). The characteristics of the three levels of participation are shown in Figure 1.

 

 

•This model of e-participation is based a shift from more “passive” 
to “active” engagement

•Availability of e-decision-making tools for the six sectorse-decision 
– making

•civic consultation in the area of six sectors
•using online tools in order to get public opinion 

such as: polling, petitions, forums, voting tools
e-consultation

•acces to public information in six 
areas: education, health, finance, 
social welfare, labour information 
and environment

•acces to websites in various 
languages

•usung social media

e-information

Figure 1. The characteristics of the three levels of participation

Source: own elaboration based on United Nations (2014).

Tools used in e-participation are:
 – information on the websites of public institutions and non-governmental organizations,
 – e-mail,
 – sms,
 – information in electronic media (radio, television);
 – Internet chats,
 – social media,
 – conferences and training conducted by electronic means,
 – an electronic survey on the website,
 – a survey sent by e-mail,
 – phone survey,
 – petitions submitted electronically,
 – forums,
 – voting tools.

Among the tools mentioned above, electronic access to public information is the most important, which 
presented in a systematic way, ensuring transparency of public activities.
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Examples of the best practices of e-participation in Poland- case study
One of the best practices applied at the central level of public administration in Poland is the Odysseus 

program introduced by the Ministry of Foreign Affairs. It allows you to contact Poles traveling abroad and give them 
the necessary information in case of emergencies and assistance by the competent diplomatic post. This system 
also allows you to receive notifications of dangers in the country of travel and other consular information (odyseusz.
msz.gov.pl, 2017).

One example of participatory action at the local level using electronic tools is the NaprawmyTo.pl website. 
It is an IT tool for mapping problems in public spaces, which can be located in subsequent communities. The main 
sources of inspiration for the site were: FixMyStreet.com and SeeClickFix.com, which are very popular in the 
world. Thanks to this solution the inhabitants of the communes participating in this project have the opportunity to 
report minor defects that they observe in their own municipality. These problems include, for example, the broken 
windshield at the bus stop, no timetable at this stop or illegal dump. This application goes directly to the appropriate 
cell in the office. The citizen receives information on the progress of the case and who is involved. The program 
according to the 2017 data has joined 15 municipalities, which have resolved over 21,000 cases (NaprawamyTo.
pl, 2017).

A solution with a wider range of possibilities for civic participation is the Platform of Social Consultations in 
Olsztyn (konsultacje.olsztyn.eu, 2017), which was created to keep the dialogue with residents of Olsztyn up to 
date and to familiarize with the planned investments. Residents now have access to information on what is being 
consulted, what will be consulted, what the results of the public consultation will be and how they may affect the 
investment decisions and urban projects. This platform includes, among others, thematic web forums or detailed 
city budget data. An interesting tool used in that project is the simulation game called budget slider, which allows 
you to easily find out the budget of Olsztyn and to get to know the influence of appropriate disposal of budget to 
particular municipality’s tasks.

Widely used by local authorities is the electronic poll related to the civic budget. About the topic of electrical 
survey. The successful application of an electronic survey of mainly for the purposes of consultation in Poznan are 
written by Matczak, Mączka i Milewicz (2015). The universality of participatory practices with the use of electronic 
tools can be demonstrated by their presence not only in large cities but also in small communities. An example 
is the Municipality of Dobra, which has introduced and continues to develop e-participation practices such as 
(dobraszczecinska.pl, 2017):

 – posting on the website of the municipality information related to its functioning (eg concerning investment, 
traffic hindrances, community budget),

 – an electronic poll related to the citizens’ budget,
 – an electronic survey related to the program of revitalization of Dobra commune,
 – SISMS messenger – a free phone application that allows you to receive important and interesting 

information from the Municipality of Dobra (eg, information about dangers such as storms, cultural and 
sporting information and more).
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Global trends on the e-participation
The United Kingdom is ranked as global leader on the e-participation, while Japan and Australia share second 

place. In top 25 performers in e-participation in 2016 is Poland. In the survey Poland reached 14th place, while two 
years earlier it was 65th ahead of countries like Germany and Denmark. Studies show that public consultations, in 
the form of online deliberations, are a popular way of coordinating the formation of opinion among citizens for further 
decision-making processes by government. The United Kingdom’s engagement strategy has focused on maximizing 
openness and transparency in information provision in general, especially in relation to policy formulation. All policy 
documents by the government are published on Gov.uk. Almost three thousand policy documents were already 
deliberated with the public’s participation or are in the process of consultation. The second example is the Austrian 
government, which has created a directory of online consultations to inform the public of the topics that are open 
(United Nations, 2016).

Participatory modeling practice also applies to Estonia, which already introduced Internet voting in 2005. 
In 2007, the osl.ee portal was implemented in Estonia, which has the following functions (Słociński, Żelaznowski, 
2015):

 – the possibility of initiating new legislation, reporting criticism and ideas in the form of petitions,
 – the opportunity to participate in public debate,
 – possibility of obtaining public information, information on draft legislation, political decisions, planned 

debates.
The most common e-participation tools and activities are (Panopoulou, Tambouris and Tarabanis, 2009):

 – information provision online,
 – electronic campaigning (protest, lobbying, petitioning and other forms of collective action),
 – e-electioneering to support politicians, political parties and lobbyists in the context of election campaigns,
 – e-polling and e-voting,
 – co-production and collaborative e-environments, including innovation spaces, hackathons (an event, 

typically lasting several days, in which a large number of people meet to engage in collaborative computer 
programming), crowdfunding (the practice of funding a project or venture by raising many small amounts of 
money from a large number of people, typically via the Internet),

 – public policy discourses, including crowdsourcing, online consultation and deliberation.
The concept and tools of e-participation are still developing.

Conclusions
Participatory action is aimed at stabilizing, changing or improving some public management (Millard, 2009). 

The necessary conditions for effective participation are (United Nations, 2016):
 – focus on areas of public activity relevant to the needs of society,
 – providing appropriate tools and communication channels,
 – focus on the interaction between citizens and the government itself.

In addition to the many positive aspects of involving citizens and objects interested in public decision-making, 
attention should also be paid to the negative side of this phenomenon. The biggest disadvantage of participation 
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is the longer decision-making time and costs. However, the use of ICT reduces the cost of communication and 
information. On the other hand, other costs are worth the cost due to the long-term benefits of cooperation between 
residents and authorities.

The further development of electronic participation depends on many factors including:
 – willingness to use the possibility of participation by citizens, including by electronic means,
 – willingness of public institutions to use participatory practices with the use of electronic tools,
 – citizens’ digital skills,
 – access to computer, telecommunications equipment, software, telecommunications services and the 

Internet.
Considering the aforementioned factors, the e-participation process will develop faster in developed countries, 

leading in global rankings. However, the willingness to participate in the poorer countries in public life also leads to 
the development of e-participation processes, although they may be less technologically advanced what is proved 
in the United Nations reports (United Nations, 2016).
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Abstract  The article is devoted to the participation of tenants in the management of communal dwellings of local self-
government units. The article highlights the impact of this participation on the quality of management of 
municipal housing. The share of tenants in management was presented on the basis of solutions adopted by 
the manager of the housing stock of the Municipality of the City of Częstochowa – ZGM TBS Sp. z o.o. with 
regard to recovery procedures. The results of the study carried out by this Company in terms of that procedure 
are also discussed herein, taking into account the causes of the debt.
The article also elaborates on the issue of public tasks resting on municipalities together with an indication 
of the legal acts on the basis of which these tasks were imposed on municipalities. The forms in which the 
implementation of public tasks is acceptable, and in particular tasks of satisfying the housing needs of the local 
community, are also presented here.

#0#

Introduction
Local government units at the municipal level have been appointed in order to perform numerous tasks 

connected with satisfying collective needs of the local community. Due to their nature, they are referred to as „public 
tasks”. These tasks include, among others, tasks related to the fulfillment of housing needs of that community. 
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The implementation of public tasks is of interest to both legal and economic sciences, including the management 
science (Dębski, 2006).

Satisfying the housing needs as the constitutional task of the municipality
Imposing the obligation to perform public tasks in terms of meeting the housing needs on units of local self-

government already took place in the regulation of the Constitution of the Republic of Poland of 2 April 1997. 
According to art. 16 (2) of the Basic Law, territorial self-government participates in the exercise of public authority, 
whereas a substantial part of public tasks that are entitled under the law is performed by the local government on its 
own behalf and at its own responsibility. From the aforementioned constitutional standard there is a simultaneous 
commitment to the ordinary legislator to give, in the form of laws, an important part of public tasks to the local 
government in order to implement them (Skoczylas, Piątek, 2016). As a consequence, a precise assignment of tasks 
to be performed by municipalities, including those in the discussed scope, was done by means of ordinary laws. 
As far as the Constitution is concerned, one cannot also omit art. 75 according.

The largest number of public tasks was handed over to municipalities under the Law of 8 March 1990 on the 
commune self-government. According to art. 6 (1) of this act, all public affairs of local importance, not reserved by 
law to other entities, fall within the municipality’s scope of activity. However, only a sample catalog of these issues 
was indicated in art. 7 of the Law. Among other things, matters related to the municipal housing construction were 
distinguished among them.

Another legal act which determines the tasks of municipalities in meeting the housing needs is the Law 
of 21 June 2001 on the protection of the rights of tenants, municipal housing stock and on amending the Civil 
Code. According to art. 4 of this law, own tasks of the municipality include the creation of conditions to meet 
the housing needs of the local community. The municipality, under the rules and in cases provided for in the 
Law, provides social and substitute housings, but also meets the housing needs of households with low income 
(Gilowska, 1998; O’Sulivan, Gibb, 2003). The municipality performs these tasks by means of using the municipal 
housing stock or in some other way (Nowak, Ulfik, 2014). This stock should be understood as premises owned by 
the municipality, municipal legal persons or commercial companies established with the share of the municipality, 
except for social housing associations, as well as premises which remain in autonomous possession of these 
entities. The municipality is entitled to carry out any factual and legal activities which will lead to the acquisition of 
ownership or spontaneous possession of premises (Doliwa, 2015). 

Having owned the housing stock, municipalities are obliged to take appropriate measures which aim at 
the proper management of that stock. Village mayor, mayor and mayor of the city are competent in this respect. 
Management, bearing in mind art. 25 (2) in relation to art. 23 (1) of the Act of 21 August 1997 on real estate 
management, includes among other things activities indicated in the following diagram.

The management of real estate, including residential real estate, covers a very wide range of activities, and 
particularly independent decisions about the use and purpose of the real estate (Nalepka, 2008; Brzozowska, 
Starostka-Patyk, 2010). 

The concept of real estate management is a term which covers a narrower range of activities. This range 
may be found in art. 184b, in force since 1 September 2017, of the aforementioned Law on the management of real 
estate. It covers the steps outlined in Figure 2.
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drawing up plans on how to use the stock

securing the property against damage or destruction

selling and purchase, with the consent of the voivod, 
of the real estate which belongs to the stock

activities related to calculating property receivables shared 
from the stock and carrying out debt collection

leasing, renting and lending real estate (with reservations)

Figure 1. Activities which fall within the scope of management

Source: own elaboration.

Management

Making decisions 
and taking steps
to ensure rational 

management 
of real estate

in particular:
– proper economic 

and financial management 
of real estate, 

– safety of use and proper 
exploitation of real estate,

– proper energy 
management, 

– maintaining the property 
in a not deteriorated state 
according to its purpose, 

– justified investment 
in real estate

Figure 2. Activities that fall within the scope of management

Source: own elaboration.

However, a detailed scope of activities as well as the powers and duties of the administrator should be defined 
in each management contract. 

Three models can be distinguished in terms of the manner of managing the municipal housing stock. 
The direct model predicts that management activities are carried out by the municipal authorities and by the 

employees of the municipal office. These entities are responsible for decision-making, organization and also the 
executive function. In the second (indirect) management model, the municipality performs the task in question 
via its organizational units – budgetary plants, budgetary units, auxiliary properties. Moreover, the task can be 
implemented through municipal legal persons, and particularly limited liability companies and joint stock companies. 
In this model, the municipal authorities formulate management strategies as well as the tools to implement them. 
On the other hand, the aforementioned municipal entities are responsible for organization and implementation of the 
management process. The last management model includes entrusting the management to other economic entities 
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based on the management contract. This model is the so-called management in the custom system (Nalepka, 
2008).
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t

direct

indirect

custom system

Figure 3. Models of real estate management

Source: own studay based on: Nalepka (2008).

The admissibility of municipalities to choose one of the above-mentioned models of management results 
directly from the legislation in force. It follows from art. 9 (1) of the Law on municipal self-government that the 
municipality can create organizational units and conclude agreements with other entities in order to perform its 
tasks (…). In turn, according to the Law of 20 December 1996 on communal economy, municipal economy may be 
run by local self-government entities particularly in the form of self-government budgetary plant or commercial law 
companies (art. 2). By contrast, according to art. 3 of this law, local government units may, by contract, delegate the 
performance of communal economy tasks to natural persons, legal persons or organizational units without legal 
personality among other things in accordance with the procedure specified in the Law of 29 January 2004 – Public 
Procurement Law. What is more, the grounds for entrusting the discussed activities to private entities may be sought 
in the law on real estate management. 

Undoubtedly, each of the presented management models has specific advantages and disadvantages. 
It seems to be a good solution to choose the indirect model where management takes place through a municipal 
company. This entity is a separate from the municipality legal person which has among others an ability to self-incur 
liabilities (Gonet, 2008).

Participation of tenants in shaping the quality of municipal resource management services
As seen from the above, the management of communal apartments is limited to technical activities such as 

securing the premises from damage, implementation of legal requirements in the field of safety or administrative 
and accounting activities. This approach makes the tenants passive participants of the system, because often there 
is even a lack of the customer-service provider mechanism. The manager’s customer is the municipality which 
commissions a service, whereas the tenant, due to the economic position, is condemned to live in the municipal 
stock. As a consequence, the „free market” mechanism, resulting in an increase in the quality of management 
services and the improvement of the quality of the surrounding housing tissue, buildings, green areas, playgrounds 
and the like, is impaired.
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Taking into account the burden of maintaining the municipal stock connected with some political and economic 
transformations resulting from the fall of communism (Fehér, Teller, 2016) and the common trend towards the often 
chaotic privatization of the communal resources, the management of communal premises in Poland was historically 
limited to a simple model including management and debt collection activities. Such an approach resulted in the 
widespread trend to destroy the housing stock and the growing queues of residents to social housing, as well as the 
obligation to pay compensation for the failure to provide social housing in case of eviction from private premises. 

Recently, municipalities have been going against the indicated trend. The actions of municipalities mainly 
concern the debt collection area, which is probably caused by the low efficiency of enforcement proceedings. 
According to the information of the National Council of Bailiffs, debt collection amounted to only 16% in 2016 
(Information of the National Council of Bailiffs). Furthermore, this tendency can be caused by heavy social 
consequences of debt collection procedures, which may even lead to eviction into pavement and encourage the 
phenomenon of falling into the debt spiral, social exclusion or homelessness. Consequently, they can be connected 
with social pathologies.

The dominant municipal programs are:
 – debt restructuring programs, which are usually based on significant one-time cancellations of rent arrears,
 – so-called work for rent programs, based on creating possibilities to work off one’s rent debt in the form of 

benefits in kind, which is often associated with the possibility to write off the debt,
 – programs run by the so-called Centers for Social Integration.

It can therefore be stated that the way of providing communal services, designed to meet the housing needs of 
the residents, is evolving towards the indirect model. It involves incorporating at least the weakest economic group of 
tenants into the process of generating revenue from the municipal stock. This inevitably establishes communication 
with the management entity (Cairncross, Clapham, Goodlad, 1997; Simmons, Birchall, 2007). In case of programs 
involving work for rent, the tenants are included in the process of resource management, as they work on cleaning, 
minor renovations, caring for safety, office work. 

However, the observed activities of municipalities are at the beginning of the scale of including tenants into 
the process of improving the quality of resource management services. There are no examples of extensive indirect 
models among the municipalities. There are also no examples of the implementation of tenant participation model 
within the process of communal management, although literature points out its advantages. These include for 
example:

 – mobilizing tenants to care for the resources, which they start to perceive as the common good (Chapman, 
Kirk, 2001),

 – common understanding of resource management rules, thereby an increase in the acceptance of the 
tenants’ obligations e.g. related to rent payment,

 – improving the functionality and attractiveness of the housing tissue as a common space to live (Bengtsson, 
1995),

 – creating social bonds between tenants, and at the same time counteracting unfavorable phenomena 
related to social exclusion (Jadach-Sepioło, Jarczewski, 2015; Carroll, 1999).
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Including tenants in the process of municipal resource management on the example of the Municipality 
of Częstochowa

The management of the municipal housing stock in the Municipality of Częstochowa is carried out by a limited 
liability company that is owned by the Municipality – the Department of Housing Management Social Housing 
Association in Częstochowa LLC (hereafter: ZGM, Company). As part of its activity, the Company also performs 
a function related to the provision of municipal management services. In terms of debt collection activities, the 
Company has faced a problem of negative attitudes of tenants regarding the fulfillment of rent obligations or 
problems with the execution of evictions (lack of social housing). Finally, ZGM came into contact with the debtors 
who are affected by the so-called debt spiral – people whose execution does not even cover the interest and the 
costs of the process.

In response to these issues, the Company has implemented a number of programs aimed at restructuring the 
tenants’ debts, such as:

 – „work for rent” program,
 – debt recovery (i.e. working it off) program as part of the Center for Social Integration,
 – program of voluntary housing exchange,
 – possibility of spreading the debt into installments and redemption of part of the debt in the scope of side 

benefits.
Moreover, the Company undertakes a series of initiatives in order to reinforce positive attitudes of the residents 

towards the payment of rent fees. Among them are the annual editions of the „Reliable Tenant” competition or 
Neighbor Days. ZGM also undertakes actions to simplify the „procedure” of rent payment.

Due to the observed effects, it was decided to carry out a study of attitudes and behaviors of the debtors 
against whom debt collection procedures were initiated, concerning the payment of fees for the premises and the 
security within the housing stock. The study was conducted in November 2016 in the form of a questionnaire survey. 
299 subjects were surveyed, which fulfills the requirements of the sample representativeness.
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Financial problems (low earnings)
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Lack of time

Frequent trips e.g. abroad

Other reasons

Figure 4. Main reasons for not paying rent

Source: own study based on studies commissioned by ZGM TBS Sp. z o.o. in Częstochowa.
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Figure 5. Tenants’ feeling on initiating the debt collection procedure

Source: own study based on studies commissioned by ZGM TBS Sp. z o.o. in Częstochowa.
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Figure 6. Concerns about the consequences of initiating debt collection procedures

Source: own study based on studies commissioned by ZGM TBS Sp. z o.o. in Częstochowa.
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Figure 7. Incentives for the tenants to pay the rent

Source: own study based on studies commissioned by ZGM TBS Sp. z o.o. in Częstochowa.

The study confirms that rent arrears are a result of financial problems and reaffirms the intuitive conviction that 
fees for apartment are no longer paid in case of the objective inability to pay them – financial problems resulting from 
unemployment, low income and a great number of children belonged to the group of 71% of debtors. The survey, 
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however, has shown that there is room to improve information policy as 16% of the subjects were overdue for 
rent due to forgetfulness or, for instance, going abroad. The study has confirmed that the implementation of debt 
collection procedures causes discomfort in the residents – 61% of the debtors referred to it. However, it is worth 
noting that a group of nearly 40% respondents do not react to the threat of court debt collection. Bearing in mind the 
low efficiency of bailiff enforcement, other forms of debt collection should be dedicated to convincing these debtors 
to pay rent fees at least at the level of one’s will.

In the course of the study, it was found that the debtors were aware of the debt relief programs implemented 
by the Company and considered them useful in increasing the effectiveness of debt collection. Nearly 33% of the 
subjects found it important to implement programs of working off the debts and to negotiate repayments (in the form 
of spreading them into installments and partial amortization). Significantly, almost 21% of the subjects pointed out 
the importance of information policy – adequate information about debts.

Conclusions
Analysis of the case of the Municipality of Częstochowa allows to put forward the thesis about the 

appropriateness of including tenants in the process of managing premises. The debt collection area itself allows to 
state that some of the problems with paying debts are solved by the properly suited information policy as well as 
the possibility to participate in debt relief programs. It should also be noted that the provider of the management 
service supports the management of the tenants’ budgets by means of avoiding the most serious financial problems 
connected with the so-called debt spiral.

Conclusions regarding the inclusion of tenants in debt collection procedures of the administrator can certainly 
be extended to other management issues. Therefore, it can be concluded that the participation of tenants in the 
management of communal apartments is a tool of great potential, allowing to increase the quality of the management 
services, to improve the quality of life in common space and to counteract negative phenomena resulting from social 
exclusion.
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Abstract  The paper deals with the issue of value co-production in higher education and it consists of three parts. In the 
first part the literature review on conceptualization and the role of joint production of value is presented leading 
to the proposal of 7-dimensional concept of value co-production in educational services. In the second part 
of the paper, the results of a quantitative study conducted on a sample of over 1,000 business students from 
three leading Polish universities are discussed. The analysis of the results allows for the confirmation of the 
7 dimensions of value co-production (dialogue, control, access to information, intellectual and behavioral 
involvement, knowledge sharing and knowledge intake), as well as their positive relationship with students’ 
loyalty towards the university and the perception of the university image. In the final part of the paper, some 
practical implications are offered and the limitations of the study are addressed.

#0#

Introduction
Every organization seeks opportunities to build strong market position and achieve their goals in the best 

possible way, which sometimes implies high sales and profits but occasionally it refers to more intangible objectives 
such as creation of knowledge and the development of the society. This is also true for the higher education sector, 
where many institutions are forced to re-evaluate their strategies and adapt their activities in order to face the 
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present and upcoming challenges (Diaz-Mendez, Gummeson, 2012; Judson, Taylor, 2014). This paper discusses 
the phenomenon of value co-production, examines its application in the higher education sector and attempts to 
verify some theoretical assumptions via empirical research (survey).

Literature review
Value has been in the center of researchers’ attention for more than four decades, however, there is lack of 

consensus in terms of its meaning and definition (Sanchez-Fernandez, Iniesta-Bonillo, 2006). Various proposals 
presented in the literature range from price/cost approach to the phenomenological understanding of the concept 
addressing the economic and psychological aspects of value creation (Gallarza, Gil-Saura, Holbrook, 2011). In this 
paper value is conceptualized as a benefit for an actor, which emerges from a preferential, interactive and subjective 
experience (Holbrook, 1999) resulting from the comparison of all benefits and all sacrifices incurred by an actor. 
Similarly to the definition of value, there are also debates as to the process in which value is created. With the 
development of the service-dominant logic (Vargo, Lusch, 2004; Vargo, Lusch, 2008), the initial value-in-exchange 
approach has been replaced by value-in-use and value-in-context putting value creation in ever wider context of 
a service ecosystem with numerous participants involved (Vargo, Lusch, Akaka, 2010).

One thing is clear, though – value is subjective and always determined by the beneficiary, thus some form 
of customer participation in this process is necessary (Prahalad, Ramaswamy, 2004). The concept of customer 
participation covers a variety of behaviors, such as value co-creation, co-production, prosumption and open 
innovation (Leclercq, Hammedi, Poncin, 2016). This paper focuses on value co-production which is a sub-process 
of value co-creation (Vargo, Lusch, 2004; Xia, Fan, 2008). Co-production (joint production) of value is not an entirely 
new concept and it has been discussed in the literature for the last four decades. It is understood as a direct or 
indirect cooperation with the customers (Hu, McLoughlin, 2012) or their participation in the design and production 
of a product or service (Etgar, 2008), where the company has the dominant position and defines the scope of 
customer activity. The involvement of the customer in company’s processes is proven to bring various benefits 
(Bendapudi, Leone, 2003), such as increased effectiveness (Fitzsimmons, 1985), perceived quality (Dablokhar, 
1990) and greater responsibility of the customer for the process and its results (Van Raaji, Pruyn, 1998). It also 
allows the company to diversify its market offer (Song, Adams, 1993) and changes the perception of the offer from 
product to process (Firat, Dholakia, Venkatesh, 1995). An interesting conceptualization of value co-production 
is proposed by Ranjan and Read (2016), who claim that it is an essential component of value co-creation and it 
consists of three dimensions:

 – knowledge and information sharing and exchange,
 – equity (transparency and power sharing, company’s willingness to give customer some control over the 

process),
 – interactions occurring via dialogue and customer involvement in the process of value creation.

This proposal was adapted to the higher education sector, where students are the actors in the role of 
a customer – their involvement in the educational service process is desirable and necessary, and to some extent 
predefined by the university, which is officially in charge of the education programs and processes. This approach 
seems of particular importance in the Polish context, where higher education institutions are exposed to increased 
competition, unfavorable demographic trends and social perceptions, as well as are subject of fierce criticism and 
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significant changes (Dziewanowska, 2014; Kwiek, 2015). Understanding students’ perceptions of the educational 
service can be instrumental in planning of the university activities.

Research method
The purpose of this study was to investigate the dimensions of value co-production concept in the education 

service and to investigate the relationship between the dimensions of value co-production and students’ loyalty 
and their perception of the university’s image. Based on the literature review it is assumed that value co-production 
consists of three major dimensions: knowledge, equity and interactions (Ranjan, Read, 2016, p. 303). 

The following hypotheses were stated:
 – H1. Value co-production is a multidimensional phenomenon.
 – H2. There are differences in all dimensions of value co-production among students representing the three 

institutions.
 – H3. There is a positive relationship between dimensions of value co-production and students’ loyalty.
 – H4. There is a positive relationship between dimensions of value co-production and the perception of the 

university image.
The research method used in the study was a survey (PAPI) and the research tool was a questionnaire 

consisting of two parts. Part one comprises statements referring to value co-production (with a 5-point Likert scale 
anchored at 5 – strongly agree, 1 – strongly disagree) and part two refers to sample characteristics. The questionnaire 
was distributed among students from faculties of management at three Polish universities and a quota sampling 
technique was used. Table 1 presents detailed characteristics of the sample.

Table 1. Sample characteristics

University of Warsaw (UW) University of Economics  
in Katowice (UEK)

Poznań University of Economics 
and Business (UEP)

Total 350 353 324
Female 234 253 191
Male 116 100 133
1st BA 70 82 58
2nd BA 78 82 60
3rd BA 66 62 58
1st MA 75 65 86
2nd MA 61 62 62

Source: own study, N = 1027.

Results of the study
In order to verify the first hypothesis (H1) the factor analysis was conducted using principal component 

analysis with a Varimax rotation (with Kaizer normalization). The KMO measure of sampling adequacy was 0.890, 
the Bartlett’s test of sphericity was significant and the factors explained 62.5% of the variance. Table 2 presents 
the statements grouped into 7 factors: 1) dialogue, 2) access to information, 3) behavioral involvement, 4) control, 
5) intellectual involvement, 6) knowledge sharing, 7) knowledge intake. The Cronbach’s alpha coefficients exceed 
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0.76 for all factors except knowledge intake (0.663), which is acceptable for newly created scales (Nunnally, 
Bernstein, 1994).

Table 2. Service co-production dimensions – component matrix

Statement/Factor 1 2 3 4 5 6 7

I think my faculty takes me seriously 0.760
I think my faculty takes active steps to satisfy my needs 0.750
I have a feeling that my faculty makes decisions and acts in my best interest 0.733
I know I will be listened to when needed 0.731
It seems to me that my faculty understands my needs 0.705
I have an impression that my opinion doesn’t matter to my faculty 0.584
I can easily express some suggestions 0.549
I feel well-informed 0.853
I can easily get to important information 0.831
I have negative opinion about the access to information at my faculty 0.828
My faculty uses proper communication channels 0.827
I reckon the information flow at my faculty is satisfactory 0.794
I am involved in additional activities at my faculty (apart from studying) 0.844
I am a member of an academic/student association 0.767
I participate in workshops organized at my faculty 0.734
I participate in social events organized by my faculty 0.728
I participate in conferences organized at my faculty 0.715
I have a feeling I make a substantial contribution to my faculty 0.655
I know that effects of my studying depend on me 0.739
I usually decide on my own what’s best for me in terms f studying 0.727
I feel that in terms of studying I am in charge of my destiny 0.725
While studying, I feel that I can take actions that will benefit me 0.693
I have control over the course of my studies 0.675
I try to prepare for the classes 0.766
I devote more time to studying than other people 0.764
I put minimal effort into studying 0.731
I am involved in my studies 0.721
I gladly talk about my experiences with other students 0.837
I readily share my knowledge 0.803
I gladly discuss my experiences during classes 0.778
In my opinion other people are the best source of knowledge 0.777
I often learn from others 0.738
I think other students are a poor source of knowledge 0.719
Cronbach’s Alpha 0.861 0.922 0.852 0.809 0.768 0.772 0.663

Source: own study, N = 1027.

The 7 identified factors match the three theoretical dimensions proposed by Ranjan and Read (2016) as 
factors 7 and 6 (knowledge sharing and knowledge intake) constitute the knowledge dimension, factors 4 and 2 
(control and access to information) constitute the equity dimension, and factors 1, 3 and 5 (dialogue, intellectual and 
behavioral involvement) constitute the interactions dimension. Thus, the H1 is supported.
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In order to verify the second hypothesis (regarding the differences in all dimensions of value co-production 
among students representing the three institutions), Kruskal-Wallis nonparametric test was used and the results are 
presented in Table 3. It can be observed that the results are significant for all dimensions except dialogue (1) and 
control (4), thus H2 is partially supported. 

Table 3. Kruskal-Wallis test: value co-production dimensions at universities

Dialogue Access  
to information

Behavioral 
involvement Control Intellectual 

involvement
Knowledge 

sharing
Knowledge  

intake
Chi-Square 0.164 15.449 10.829 0.779 26.378 15.759 10.287
df 2 2 2 2 2 2 2
Asymp. sig. 0.921 0.000 0.004 0.677 0.000 0.000 0.006

Source: own study, N = 1027.

A further look at the means for each dimension reveal that students declare a rather high level of control 
over their course of study (3.78), as well as knowledge sharing (3.70) and intake (3.71), while the dialogue (3.04) 
and access to information (3.18) dimensions are perceived as neither high nor low. It is interesting (and perhaps 
worrisome from the university perspective) that the behavioral involvement (2.20) is definitely low and intellectual 
involvement is average (3.23). The UW students declared the highest levels of involvement (3.42 for the behavioral 
and 2.34 for the intellectual involvement) and knowledge sharing (3.83) and intake (3.81), while UEK students 
expressed the highest assessment of access to information (3.30).

Table 4. Means for universities and co-production dimensions

University Dialogue Access to 
information

Behavioral 
involvement Control Intellectual 

involvement
Knowledge 

sharing
Knowledge 

intake

UW
N = 350

mean 3.049 3.187 2.342 3.786 3.423 3.827 3.814
std. dev. 0.723 0.911 0.940 0.687 0.753 0.629 0.650

UEK
N = 353

mean 3.032 3.302 2.109 3.801 3.244 3.654 3.636
std. dev. 0.669 0.853 0.820 0.624 0.675 0.730 0.702

UEP
N = 324

mean 3.052 3.030 2.153 3.743 3.117 3.617 3.687
std. dev. 0.672 0.923 0.844 0.696 0.786 0.743 0.698

Total
N = 1027

mean 3.044 3.177 2.203 3.778 3.265 3.701 3.713
std. dev. 0.688 0.901 0.875 0.669 0.748 0.707 0.687

Source: own study, N = 1027.

The verification of hypotheses 3 and 4 (regarding the relationship between dimensions of value co-production, 
students’ loyalty and the university image) was conducted with the correlation analysis. The scales for students 
loyalty and the university image were developed and tested by Dziewanowska (2016). The mean score for the 
university image was 3.18 (with no statistically significant differences among universities), while the mean for 
students loyalty was 3.55 (the highest for UW – 3.71, and the lowest for UEK – 3.40). The correlation is significant 
for both students’ loyalty and the university image and all dimensions of value co-production, and its strength varies 
between weak and moderate. The strongest relationship can be observed for dialogue and control dimensions for 
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both loyalty (0.469 and 0.343 respectively) and image (0.478 and 0.338 respectively), and behavioral involvement 
for loyalty only (0.354). Thus, hypotheses 3 and 4 are fully supported.

Table 5. Spearman’s rho correlation coefficient for co-production dimensions, students’ loyalty and the university image

Dialogue Access  
to information

Behavioral 
involvement Control Intellectual 

involvement
Knowledge 

sharing
Knowledge 

intake

Loyalty 
correlation coefficient 0.469 0.311 0.354 0.343 0.307 0.230 0.226
sig. 0.000 0.000 0.000 0.000 0.000 0.000 0.000

Image 
correlation coefficient 0.478 0.295 0.172 0.338 0.219 0.177 0.261
sig. 0.000 0.000 0.000 0.000 0.000 0.000 0.000

Correlation is significant at the 0.01 level (2-tailed).

Source: own study, N = 1027.

Conclusions
The results of the study confirm the multidimensionality and complexity of the value co-production concept in 

educational services, as well as their relationship with students’ loyalty and the university image. A closer look at 
the results allows also for some practical implications. 

First of all, it is clear that students feel they are in control of their course of study and willingly engage in 
knowledge sharing with others. At the same time, it can be observed that their behavioral involvement (actual 
participation in activities offered by the university) is rather low, while their assessment of other dimensions is 
moderate. These results are of consequence for students’ loyalty and the perception of the university image. As the 
correlation analysis shows, the relationship between the dialogue dimensions and students’ loyalty and university 
image is the strongest, thus more attention should be paid to understanding students’ needs and acting upon that 
knowledge (or perhaps making them more aware of the university activities undertaken in this area). As for the 
control, its relationship with students loyalty and university image is moderate and this dimension was assessed 
best by the students. However, involvement – especially the behavioral one – was declared at a low level and the 
same time its relationship with students’ loyalty is rather high. Therefore, it seems that more effort should be put into 
encouraging students to physically participate in various activities organized by their universities as it can not only 
increase their loyalty, but also benefit them from educational perspective.

Limitations of the study
This study has three major limitations. The first one results from the sampling method used in the study and it 

is suggested that further research should be conducted on a randomized sample. The second limitation stems from 
the survey technique used in the study where only students’ declarations and not actual actions are investigated. 
Thus, other techniques (such as observations and experiments) should be also used in further research. Finally, 
educational service is a very complex one with various participants within and outside of the university (e.g. 
lecturers, administrative staff, future employers, government) and it would be interesting to learn their perspectives 
on value co-production process.
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Abstract  The main purpose of the article is to determine possibilities and conditions of optimizing the process of providing 
services by communes by initiating and developing network cooperation with private companies operating in 
the region. At the beginning the author described the stages of the process of achieving network maturity 
in network cooperation. Next, the identified stages have been related to possible forms of network relations 
between communes and companies. As a consequence, the practical aspect of this network cooperation 
potential has been shown. Finally, the author answered the question to what degree the cooperation between 
communes and private companies operating in the region shows typical features of a network organization. 

#0#

Introduction
Modern models of providing public services require flexibility and innovative approach. Communes, being 

the key unit of local public administration, must possess the ability to adjust to changing needs of their clients. 
Consequently, local authorities ought to limit exploitation of a supervisor function in favor of initiating partnership 
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cooperation with various organizations operating in a region, including private companies. In this way they may 
optimize the process of providing services by taking advantage of a synergy effect and transfer of knowledge. 

In this context the concept of a network cooperation between communes and local private companies 
seems a considerably attractive way of creating mutual relations. The network consists of knots (organizations) 
and relations between them, thanks to which the added value is created. The net becomes a very specific sort of 
cooperation based on horizontal dependences (Mitręga, 2010; Łobos, 2000; Newman et al., 2004). Hierarchical 
structure is not created (Flieger, 2016), since relations do not base on subordination. Moreover, each partner joins 
the network freely, in the process of searching for mutual benefits (Zimniewicz, Piekarczyk, 2010). Built relations 
allow the exchange (flow) of knowledge, skills and material resources (Downes, 2005).

The analysis and research results presented in the paper are a part of a scientific project realized by the author 
(Optyka procesowa oraz sieciowa w zarządzaniu instytucjami administracji publicznej, project financed by Ministry 
of Science and Higher Education, 77/WZA/46/DzS). The following research methods have been used: analysis 
of documents and law acts regarding functioning of local government institutions and collaboration with private 
organizations, study of literature concerning the characteristics of network relations (inter-organizational network), 
expert interviews with representatives of both communes and private organizations. Analyzed organizations operate 
in Great Poland and Lower Silesia voivodships. Such a methodology allows complex verification of possibilities of 
communes’ involvement (initiation and development) in network collaboration. 

Process of achieving network relations maturity 
In order to realize tasks within a network, partners must understand mutual expectations and capabilities. 

After a preliminary verification of information, first joint initiatives are taken up. They are supposed to check in 
practice possibilities of cooperation. As a result, partners make further decisions which are to strengthen the bonds. 
Thus, creating optimal network structure constitutes a process which includes getting through some stages leading 
to network maturity (Baker, 1993).

The initial stage is the moment potential partners become aware of possibilities of realizing some ventures 
within network. It is especially difficult in case of communes, since their structure is hierarchical, not flexible, public 
servants must obey formal norms and regulations. Such an idea of the way an organization operates is substantially 
different from the concept of network cooperation, in which flexibility and partnership (flat structures) based on 
trust are crucial. Such a perspective requires a totally different attitude to the way an organization ought to operate. 
Of course resigning from hierarchical and formal functioning of communes is not possible. However, it is vital to 
realize that they do not have to follow this pattern completely. There is a possibility to realize tasks also through 
getting involved in network relations, including private companies operating in a region. Forms of such a cooperation 
may be very different, adjusted to needs and expectation of partners.

The second stage of achieving network maturity begins the moment potential partners initiate first relations, 
organize first meetings at which they have a chance to get to know one another and, as a consequence, assess 
whether there exist fields of potential cooperation, if it is possible to define common goals, priorities and strategies. 
At this stage contacts are informal and basically are limited to exchange of information.

If the process of getting to know one another leads to conclusion that there exists a platform for cooperation, 
the third stage appears. Basically, it means that partners declare that they are willing to either create or join network. 
This moment is crucial, since an initial informal network comes to life. 
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The next, fourth stage of network development begins when organizations realize first common ventures. 
They do not generate high risk, often are limited to planning and coordinating initiatives which are supposed to 
increase synergy and cohesion. Still the very idea of such relations is to signal good will and building trust to one 
another. Partners make an attempt to define fields of possible future cooperation which will be beneficial for all.

The utter, most advanced stage of maturity in network relations is formal partnership. This level will be 
achieved only on condition that the experience from earlier cooperation have brought benefits and all partners 
trust one another. Network relations become confirmed by a formal agreement, in which fields of cooperation and 
responsibilities of all parties are stated. Such a formalization often constitutes a beginning of strategic partnership 
which allows achieving common, long-term objectives (Baker, 1993). Depicted process of achieving network 
maturity can be presented in a following synthetic way:

Becoming aware of network cooperation possibilities
↓

Informal relations (getting to know one another)
↓

Declaration of will to join a network 
↓

First common initiatives
↓

Formal partnership

The abovementioned analysis of the process may be also depicted from a slightly different perspective of 
evaluation of cooperation forms (levels). The first level is characterized by defensive approach, separation, even 
conflicts. In a cooperation between communes and private sector organizations the source of a conflict might be 
e.g. fiscal policy of local administration. However, constant conflicts or competing may not be justified from a point 
of view of social and economic development of a region. Becoming conscious of this fact constitutes a key moment 
in the process of development of network relations. Joining forces and resources may bring considerably more 
benefits. Partners create unique added value, beneficial for all members of the network, by taking advantage of the 
synergy effect.

At the beginning such a cooperation is limited to coordination, bonds are rather loose, often informal. Realized 
ventures are low-risky, they allow better understanding of needs and mutual benefits. The relation changes with 
time, bonds become more tight and initiatives more complex and risky. As a result, optimal level of partnership is 
achieved. Depicted dependences can be shown in a following way: 

Competing (conflict) > coordinating > cooperating.

Stages of network cooperation with private companies
At the very beginning of the analysis of possible forms of network cooperation between communes and private 

companies it is crucial to make a fundamental distinction. There are two major fields of relations between the two 
parties. The first one concerns creating conditions for development of entrepreneurship (supporting business activity 
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in a region). Such an activity of local authorities bases on supervisor-subordinate relations – a commune acts as 
a public institution which has a right to make and impose some decisions which have an impact on a private sector. 
In this case the relations have an indirect character. Therefore, from a perspective of creating network relations 
the second field is definitely more important. It focuses on initiating direct, partnership relations which private 
companies in order to realize specific tasks or projects. However, achieving coherent, partnership cooperation 
requires time. It constitutes a process which consists of a few general stages:

1. Informing – cooperation begins with exchange of information (in both directions). There are not any legal 
regulations which would state very clearly in what way the informing ought be realized, thus, it is up 
to both parties what channels and principles of communication they choose, depending on local needs 
and conditions. A platform for information exchange might be a dedicated web page or a unit in a public 
office. At this stage relations are still mostly informal and are supposed to get to know one another better, 
understand other party’s objectives and expectations.

2. Consulting – it is a considerably more advanced form of cooperation. Consultation does not mean only 
allowing access to information regarding some projects, plans, legal acts, but also being open to express 
and share opinions and being ready to implement changes. At this stage informal relations become limited 
in favor of taking up first formal ventures. All parties create a base for joint coordination of realized tasks. 
Example. Authorities of Skawina commune (major, his deputy and the president of city council) organize 
systematic meetings with local entrepreneurs. They allow presenting a vision of economic development 
and priorities in entrepreneurship support. Lately the commune has consulted development of Business 
Activity Zones (Strefy Aktywności Gospodarczej), new grounds for investments, revitalization of a technical 
and road infrastructure within a former Aluminum-works, opening of Investor Centre (Centrum Obsługi 
Inwestora) and adjusting an education system to the needs of a local labor market (www.gminaskawina.
pl, access: 3.01.2017).

3. Forum of cooperation – it constitutes a valuable initiative which allows formalizing and systematizing rules 
of cooperation. Local companies become involved in solving local social and economic problems. What 
is especially important, a forum is a place where representatives of three sectors (private, public and 
non-governmental) may meet and discuss possible forms of further cooperation. In this way a network 
with various organizations (knots) and relations between them are created. It ought to base on strategic 
documents and sectors’ programs implemented by public administration. Institutional adjustment of 
a local public office, in which a unit coordinating cooperation with a private sector is created, constitutes 
a key element of the formalization. At the same time the analysis of what a commune does in the field of 
supporting companies and investors is carried out.

4. Joint projects – it constitutes optimal maturity in network cooperation. All parties are equal partners, 
they join a network with the awareness of common objectives and mutual benefits. There are various 
possible forms of such a cooperation, depending on a social and economic character of a region and 
specific needs of all partners. However, at this point it seems adequate to mention two forms which allow 
strengthening network relations. Firstly, it is recommended that the network consists representatives of 
all sectors operating in a region, both public, private and other, especially non-governmental. Transfer of 
knowledge between organizations which have different experience and objectives allows realization of 
complex projects, taking advantage of a synergy effect and a potential of innovative solutions. The second 
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form is a public-private partnership, whose main objective is to realize tasks and provide services, which 
are traditionally provided by a public sector, together with a partner from a private sector. The cooperation 
bases on an assumption that each party can realize assigned tasks more professionally and efficient than 
the other one. In this way partners complement one another, concentrating on activities within a project 
which they can do the best. Thanks to sharing tasks, responsibility and risk, a public-private partnership 
achieves economically optimal way of creating infrastructure and providing public services. At the same 
time each party gains benefits which are adequate to engagement. 
Example. Major of Gostyń and one of local companies collaborate in the field of founding a so-called 
electric energy purchasing group. It constitutes a virtual client who buys energy for numerous partners. 
Joining a lot of local organizations is going to strengthen their position as a buyer, which means bigger 
possibilities for negotiating more beneficial conditions (www.gostyn.pl, access: 13.01.2017).

Network cooperation features
It is vital to be aware that the very fact of initiating cooperation between communes and private companies 

does not mean that at the same time it initiates creation of network relations. There is a need of taking up thought-
out measures in order to build and develop such a cooperation. However, in case of cooperation between the two 
parties in question, some typical features of network relations are quite natural, other require working on. Thus, 
at this point the question arises: to what degree cooperation between communes and private companies shows 
features of a network? In this context the features ought to be divided into three groups:

A. Network cooperation features are natural for analyzed relations – they include:
 – free choice regarding joining and leaving the network – both parties are able to function and achieve 

their goals separately, they do not depend on one another. Access and leaving the net depend only on 
the analysis whether being in the network is beneficial or not,

 – long-term cooperation – local authorities take advantage of instruments for supporting entrepreneurship 
and their perspective is long-term. Their priority is stable, systematic development of a region. Therefore, 
planning and realizing strategic cooperation with companies operating in a region is very natural,

 – limiting competition in favor of cooperation – objectives of local public administration and private 
companies are not in conflict, it is natural that both parties initiate cooperation in order to increase 
efficiency, they complement one another,

 – legal and organizational autonomy.
B. Network cooperation features start to appear as the cooperation reaches more advanced stages of network  

 relations maturity:
 – awareness of common objectives – basic goals of both parties are not convergent, that is why starting 

cooperation requires identifying common fields. However, it is plausible only if the bonds between 
potential partners become more tight and when they know well and trust one another,

 – open communication system – as a result partners develop a negotiating form of coordinating actions 
– decisions are made together by all participants of the network. However, close, direct contacts are 
well-developed only when partners realize projects, such a dialog does not exist on earlier stages of the 
process of achieving network cooperation maturity,
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 – access to partners’ resources (synergy effect) – absolutely key resource is knowledge, which leads to 
innovative solutions. Transfer of knowledge appears at the most advanced stages (forum of cooperation, 
joint projects) – then partners learn from one another in the process of planning and realizing initiatives,

 – trust – it is absolutely natural that to start trusting partners, they must have time to get to know one 
another. Therefore, the level of trust naturally depends on how advanced and tight the cooperation is.  

C. Network cooperation features do not appear naturally:
 – flexibility – at the beginning it must be clearly stated that theoretically this feature could be exploited 

freely – partners can change configuration of the network, optimally adjusting it to the needs 
of a particular project or a task. However, in practice this extremely valuable potential of a flexible 
adjustment to changing requirements and conditions is not used. Often cooperation bases on routine 
and repeating the same schemes. If partners do not carry out analysis of changes in the environment, 
new needs, chances and threats, they continue cooperation with the same organizations, they are 
not open for consultations, which considerably limits possibilities of reconfiguration of the network by 
access of new organizations,

 – relations based on a process orientation – a turbulent nature of the environment requires building up 
natural ability to cope with challenges (Perechuda, 2000). That is why effective cooperation within 
a network ought to be based on process relations. Partners in a net can build relations basing on 
processes which are linked with one another. Such an approach strengthens horizontal, flat structures. 
Consequently, the network becomes more flexible and it is easier to adjust to changes (Bitkowska, 
2009). However, although theoretically there are not any obstacles to base cooperation on a process 
structure (all partners can identify processes and manage them in order to optimize flow of resources), 
such an orientation is very rarely seen. Public offices (communes) have implemented a functional 
structure and exploit it when they build relations with other organizations (Nowak, 2006). Such an 
atomization makes it more difficult to coordinate operations between particular elements of the chain 
which creates the process of providing services (Flieger, 2012).

Conclusions
The concept of network cooperation may constitute a vital element of creating a modern model of providing 

public services (Jones et al., 1997; Head, 2008; O’Leary et al., 2010; Hooghe, Marks, 2001; Lynn, 2006). The process 
of achieving network maturity can be related to possible forms of cooperation between communes and private 
companies. Thus, the potential to create such network relations is considerable. 

However, in order to exploit the possibilities of such a cooperation optimally, both parties need to take up 
active, well thought-out measures, including: initiating direct relations, developing partnership approach (limiting 
a supervisor’s perspective), focusing on creating teams to realize common projects, changing configuration of the 
net to adjust to needs of clients (flexibility), considering the network in the context of a process orientation. 
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Abstract  Logistic services are evaluated primarily by measuring customer satisfaction. A satisfaction measurement 
provides information on the operations of an organization and how effective it is in meeting the customers’ 
needs.
The aim of this paper is an evaluation of the organizational conditions of the customer satisfaction level 
regarding the quality of logistic services within three groups of transport of food products. In turn, the range of 
the conducted research involved aspects of organizational conditions, such as: effects of the cooperation with 
a provider of logistic services in the field of transport of food products and the usefulness of the compulsorily 
implemented management systems in an enterprise.
The studies were carried out based on a research survey questionnaire addressed to purchasers of logistic 
services. The study subjects were companies that use services for refrigerated transport. The χ2 test was used 
to define the relationship between the effects of the cooperation with a service provider and the spatial range 
of their activities, the respondents’ job seniority and education, as well as to estimate the dependence of the 
evaluation of usefulness of the compulsorily implemented management systems in a company on the spatial 
range of their activities.

#0#

Introduction
The cold chain is a term applied to food handling and distribution where the product is maintained at suitable 

conditions all the way from the cooling or freezing process to the point of sale. The transport of cooled produce was 
one of the first major uses of mechanical refrigeration. Logistics developments have enabled worldwide distribution 
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of food under temperature-controlled conditions. The temperature of the commodity must be maintained within 
specified limits (Hundy, 2008).

The food industry uses important quality management tools, mainly the Good Manufacturing Practices (GMP), 
Manual Good Hygiene Practices (GHP) and Hazard Analysis Critical Control Point (HACCP).

Transporters and/or containers used for transporting foodstuffs must be kept clean and in good condition, 
in order to protect food from contamination and should, where necessary, be designed and constructed in such 
a manner as to permit adequate cleaning and disinfection (Zymberaj, Resyli, Kolgeci, Berisha, 2013).

GMP is a system for ensuring that products are consistently produced and controlled according to quality 
standards. It is designed to minimize the risks involved in any food production that cannot be eliminated through 
testing the final product (Finke, 2003).

The Hazard Analysis Critical Control Point (HACCP) philosophy was introduced in European Community 
legislation in 1993 with Council Directive 93/43/EEC on the hygiene of foodstuffs. It specifies that all business 
operators shall identify any step in their activities which is critical to ensuring food safety and ensure that adequate 
procedures are identified, implemented, maintained and reviewed on the basis of the HACCP principles (Panisello, 
1999).

Table 1 provides a description of management systems for contact with food, which served as the basis for 
analysis.

Table 1. Identification quality management tools

Quality management tools Description

GMP (Good Manufacturing Practices) That part of quality assurance aimed at ensuring that products are consistently manufactured to 
a quality appropriate to their intended use. It is thus concerned with both manufacturing and quality 
control procedures (Anon, 1977).

GHP (Good Hygiene Practices) GHP regulations address issues related to record-keeping, staff training, public hygiene, verification 
(control) equipment and investigate (revue) the clamor (Zymberaj, Resyli, Kolgeci, Berisha, 2013).

HACCP (Hazard Analysis Critical Control Point) HACCP is widely recognized in the food industry as a preventive system for managing food safety. 
The HACCP system identifies critical control points in the production process that are essential 
to monitor and control products safety. HACCPs preventive focus is seen as more effective than 
testing a product and then destroying or reworking it (Bata, 2005).

Source: own research.

Literature review
The design and maintenance of vehicles and transportation equipment must be such as to ensure that it 

does not cause the food that it transports to become unsafe. For example, they must be suitable and adequately 
cleanable for their intended use and capable of maintaining temperatures necessary for the sanitary transport of 
food (Guide Refrigerated Transport, 2016).

The aim of the research was to assess the organisational conditions for customer satisfaction with the quality 
of the logistic services in the transport of various groups of products that require controlled temperature in transport.

The writings on the subject offer a number of definitions interpreting logistic services which essentially differ 
in the degree of their detail (Gołembska, 2010; Kilibarda, 2012). Essentially, a logistic service is an “activity which is 
intended to satisfy logistic needs of businesses and people” (Dembińska-Cyran, 2005, p. 205).
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A logistic service is a response to the customer’s needs and expectations and is about delivering the right 
product, at the right time, at the right price, and with due service quality (Jałowiec, 2010; Wejers, 2012). 

What is being accentuated increasingly frequently in the development of logistics is its link with quality 
management (Gajewska, 2010). Logistic services are evaluated primarily through customers’ satisfaction. 
A comprehensive definition of customer satisfaction in terms of pleasurable fulfilment is given by Oliver (1997): 
“…Satisfaction is the consumer’s fulfilment response. It is a judgment that a product or service feature, or the 
product or service itself, provided (or is providing) a pleasurable level of consumption – related fulfilment, including 
levels of under-or overfulfillment…” (Grigoriudis, Siskos, 2010, p. 4).

The level of the customer’s satisfaction reflects the degree to which the total product offered by an organisation 
satisfies the set of the customer’s requirements (Hill, 2003). Indeed, the customer’s opinion is the key measure of 
the quality of logistic services (Mentzer, 2001; Xu, 2008). A satisfaction measurement provides information on the 
organisation’s operation and effective satisfaction of the customers’ needs. Satisfaction may be interpreted either 
from the viewpoint of a specific transaction or a collective point (Saura, 2008). What matters a lot is a subjective 
nature of the customer’s perception of a product or a service which largely depends on the customer’s individual 
characteristics and requirements concerning the product or the service (Sikora, 2010).

Material and research methods 
The analysis of the research took account of the positive and negative impact of the cooperation with a provider 

of logistic services in the transport of foods. Also obligatory quality management systems in businesses were 
analysed, to include: Manual Good Hygiene Practices (GHP), Good Manufacturing Practice (GMP) and Hazard 
Analysis Critical Control Point (HACCP).

The research was done at the end of 2011 and beginning of 2012, and in 2017, and was quantitative in its nature. 
The research used a questionnaire which were sent out to 1321 purchasers of logistic services. The respondents 
were customers using logistic services in refrigerated transport, such as manufacturers and distributors of foods, 
hypermarkets and groceries. A total of 217 questionnaires were obtained electronically and directly from the 
respondents.

Results and discussion
The analysis of the organisational conditions started with a presentation of the customers’ declarations on 

the impact of their cooperation with logistic service providers in road transport of foods on their satisfaction with the 
service quality (Table 2).

Table 2. Evaluation of the impact of cooperation with the company in the field of food products transport

Impact of cooperation with the logistic service provider  
in the field of food products transport on business satisfaction

Percentage of indications
no influence

 (0 pt.)
little impact

 (1 pt.)
average impact 

(2 pt.)
huge impact 

(3 pt.)
very big impact

 (4 pt.)
Positive influence   3.2 11.87 15.98 40.64 28.31
Negative influence 24.2 19.63 12.79 19.63 23.74

Source: own research.
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According to the declarations of service purchasers, for approx. 69% of them the impact of cooperation with the 
service provider on their satisfaction was positive, and the impact was evaluated as big and very big. The research 
also showed a high percentage of customers who saw the impact of their cooperation with logistic service providers 
on their satisfaction as negative (more than 43%). This suggests that nearly half of the respondents are dissatisfied 
with the fulfilment by providers of logistic services in food product transport of the agreed terms and conditions of 
contract or the results of their mutual cooperation, and hence conflicts arise between the parties.

The statistical analysis covered the dependence between analysed variables (Table 3). The indicator p is the 
result of the significance test χ2. The p figure below 0.05 means that there is a statistically significant dependence 
between the variables under analysis.

Table 3. Dependence evaluation of the impact of cooperation with the company in the field of food products transport  
on the spatial range of their business activities

Impact of the cooperation 
Evaluation of impact of cooperation

P-value
local regional nationwide internationalal

 P
os

itiv
e

no influence 42.86 28.57 14.29 14.29

0.00004
little impact 11.54 46.15 23.08 19.23
average 11.43 0.00 25.71 62.86
huge 11.24 15.73 17.98 55.06
very big impact 6.45 9.68 29.03 54.84

Ne
ga

tiv
e

no influence 18.87 7.55 16.98 56.60

0.00893
little impact 6.98 27.91 13.95 51.16
average 7.14 14.29 39.29 39.29
huge 0.00 13.95 23.26 62.79
very big impact 17.31 15.38 26.92 40.38

Explanation: underlined value means numbers of evaluation >10.

Source: own research.

Both in the case of a positive and negative impact of the cooperation with the provider the value of the 
indicator was p < 0.05. It was demonstrated that the wider the spatial reach of the provider’s operations, the greater 
the positive impact of the cooperation with the logistic provider. However, the dependence between the spatial reach 
of the provider’s operations and a negative impact of the cooperation on the company’s activities cannot be clearly 
defined which is evidenced by the varied ranks.

The statistical analysis also covered the dependence between the respondent’s seniority and the evaluation 
of the relationship with the provider (Table 4).

A significant dependence was demonstrated between the respondents’ seniority and the evaluation of 
a positive and negative impact of the cooperation with the logistic provider on the functioning of the company 
(p < 0.05). The higher the seniority the higher the evaluation of the impact of the relationship with the logistic 
service provider. It seems that more experienced employees are capable of more analytic evaluation of the mutual 
relationship with the service provider.
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Table 4. Dependence of the evaluation of the impact of cooperation with a logistic service provider in the field of food products 
transport on job seniority 

Impact of cooperation 
Evaluation of impact (%)

P-value
from 0 to 3 years over 3 to 6 years over 6 to 9 years more

Po
sit

ive

no influence 0.00 66.67 0.00 33.33

0.0252
little impact 30.77 19.23 7.69 42.31
average 20.00 34.29 11.43 34.29
huge 35.96 14.61 12.36 37.08
very big impact 48.39 19.35 12.90 19.35

Ne
ga

tiv
e

no influence 28.30 18.87 9.43 43.40

0.0190
little impact 28.57 33.33 9.52 28.57
average 57.14 14.29 7.14 21.43
huge 34.88 27.91 18.60 18.60
very big impact 36.54 11.54 11.54 40.38

Explanation: underlined value means numbers of evaluation >10.

Source: own research.

The dependence was also studied between the respondents’ education and the impact of the cooperation 
with the provider of logistic services in the transport of food products. The value of p is the result of the significance 
test χ2 (Table 5).

Table 5. Dependence of the evaluation of the impact of cooperation with the company in the field of food products transport on 
the respondent’s education

The impact of cooperation 
Evaluation of impact (%)

P-value
vocational secondary Bachelor’s degree higher education

Po
sit

ive

no influence 0.00 14.29 0.00 85.71

0.0070
little impact 0.00 7.69 7.69 84.62
average 11.43 17.14 17.14 54.29
huge 2.25 24.72 15.73 57.30
very big impact 3.23 16.13 33.87 46.77

Ne
ga

tiv
e

no influence 7.55 18.87 20.75 52.83

0.0040
little impact 0.00 18.60 4.65 76.74
average 7.14 0.00 25.00 67.86
huge 0.00 18.60 18.60 62.79
very big impact 3.85 28.85 28.85 38.46

Explanation: underlined value means numbers of evaluation >10.

Source: own research.

The statistical analysis demonstrated that there is a significant dependence between the analysed variables 
(p < 0.05). It was noted that the higher the employees’ education the higher their evaluation of the impact of the 
cooperation with the service provider on their company’s satisfaction. It was also demonstrated that the higher the 
employees’ education the higher their evaluation of the negative impact of the relationship with the logistic provider 
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on the satisfaction. The above dependencies are correct because employees with higher education have the 
relevant knowledge and higher awareness and hence are more capable of evaluating the impact of the cooperation 
between the customer and the service provider.

The respondents’ opinions were also used to evaluate the usefulness of the obligatory management systems 
implemented with the service providers (Table 6).

Table 6. Evaluation of the usefulness of the implemented management systems

Management 
systems

Percentage of indications
very little usefuless

(1 pt.)
little usefulness

(2 pt.)
average usefulness

(3 pt.)
high usefulness

(4 pt.)
very high usefulness

(5 pt.)
GHP 5.09 11.11 22.69 37.96 23.15
HACCP 8.29 10.60 18.89 32.72 29.49
GMP 11.11 15.28 29.17 26.39 18.06

Explanation: Due to the fact that respondents did not provide an answer the attempt is: for GHP and GMP, N = 216, for HACCP N = 217.

Source: own research.

Nearly 62% of the respondents found the GHP and the HACCP useful and very useful. For more than 44% of 
the respondents, the implementation in a transport company of the GHP was considered useful and very useful. It is 
to be noted further that none of the respondents mentioned uselessness of the implementation of any of the systems 
under analysis for the purposes of service quality improvement.

The statistical analysis covered the dependence of the evaluation of the management systems that were 
implemented on the spatial reach of the service purchasers’ activities. The value p is the result of the significance 
test χ2 (Table 7).

Table 7. Dependence evaluation of the usefulness of GHP and HACCP on the spatial range of business activities  
(logistic purchasers)

Level of usefulness of 
systems

Evaluation of usefulness (in %)
P-value

local regional nationwide international

GH
P

no influence 9.09 18.18 36.36 36.36

0.95191
little impact 12.50 16.67 20.86 50.00
average 8.16 16.33 20.41 55.10
huge 14.63 17.07 19.51 48.78
very big impact 8.00 12.00 28.00 52.00

HA
CC

P

no influence 5.56 44.44 5.56 44.44

0.00355
little impact 13.04 8.70 26.09 52.17
average 9.76 29.27 21.95 39.02
huge 16.90 11.27 23.94 47.89
very big impact 6.25 6.25 26.56 60.94

Explanation: underlined value means numbers of evaluation >10.

Source: own research.
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The statistical analysis demonstrated no impact of the spatial reach of the company’s activities on the 
evaluation of the usefulness of the Good Hygienic Practices implemented with the company (service provider). 
The values of p were, in the analyses cases, above 0.05. What was demonstrated, however, was a dependence 
of the evaluations of the usefulness of the implementation of the HACCP system on the reach of the customer’s 
activity. It was found that the greater the spatial reach of the company’s operations the higher the evaluation of 
implementation of the GHP (Manual Good Hygiene Practices) and the HACCP system. 

Conclusions
In conclusion to the analysis, it is to be noted that approx. 69% of the respondents consider the impact of the 

cooperation with the service provider on the functioning of the company and its satisfaction as positive. A significant 
dependence was demonstrated of the impact of the cooperation on the satisfaction with the service quality on 
the spatial reach of the service purchaser’s operations. The wider the spatial scope of activities (from local to 
international), the higher the evaluation of the positive impact of the relationship with the service provider. Further, 
a correspondence was identified between the evaluations of a positive impact and the respondents’ seniority and 
education. As regards the usefulness of the obligatory management systems to be introduced by service providers, 
concerning the Good Hygiene Practices and the HACCP system, the respondents mentioned their usefulness 
at the level of above 3.5 points (that is between average and high usefulness). Hence, none of the management 
systems introduced obligatorily in service providers which were analysed obtained an average of high usefulness. 
What was demonstrated, in the other hand, was a significant dependence of the evaluations of the usefulness of the 
implementation of the HACCP system with the provider on the spatial reach of the purchaser of logistic services in 
the area of food product transport.
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Abstract  Many elements contribute to the shaping of a tourist product. One of them is transport services. It does not only 
offer the possibility to reach a certain significant destination, but also to move around the target area. The topic 
of transport services supporting huge mass events, such as World Youth Days, is especially interesting. 
The essay presented the results of the research as well as provided an analysis and estimation to what extent 
expectations were met and the needs related to transport services during World Youth Day hosted by the city 
of Cracow were satisfied. The main aspect for the study was the idiosyncrasy of the transport service market, 
further on the issue of competitiveness between particular branches of transport was covered. The questions 
of the role and significance of transport services were raised, paying special attention to transport availability of 
a certain destination on the example of Cracow, based on the data collected during Youth Day held in 2016 as 
well as the Research on Tourist Movement within the City of Cracow in recent years.

#0#

Introduction
In many places in the world, tourism can only develop when access to a certain destination is guaranteed. 

Nowadays, it is not only important that a certain connection exists, but that a traveller may choose the most 
convenient and comfortable means of transport, as well as be granted a reliable mobility option at the target 
destination, which contributes to what decisions they will make. In particular, it is essential to guarantee and secure 
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the transport services during huge mass events, which World Youth Days are. It must be noted that it is not only 
a religious and spiritual event, but it also poses a huge effort from organisational and logistic point of view, especially 
in the aspect of servicing and communication solutions. Between 23rd July and 1st August 2016, the city of Cracow 
hosted XXXI World Youth Day (further referred to as WYD 2016), which was the largest mass event ever organised 
in our country – almost 3 million pilgrims from 187 countries participated in it. WYD 2016 required numerous 
organisational actions to be taken, not only to facilitate the arrival of the pilgrims from many parts of the world, but 
also to provide transportation within the city borders and its surroundings as part of the meetings and celebrations 
held. In this evaluation, we undertook the issues on the significance and role of the transport service on the example 
of the case study of WYD 2016, yet paying also attention to the data obtained from the annual Research on 
Tourist Movement within the City of Cracow. It is worth mentioning that the transportation issues should be viewed 
from many perspectives due to the fact that preparation and organisation of such events – specific international 
mass events – are not an easy task to undertake. In particular, what is essential is the questions concerning 
communication solutions used, guarantee of safety and security, quality requirements, as well as tourists’ patterns 
and preferences when choosing means of transport to reach such destinations.

The nature of transport service and its impact on tourist product
The existence and availability of reliable transportation is a key factor to facilitate correct operation of a tourist 

system. The development of tourism is closely related to the innovations in transport services occurring right in front 
of our eyes. The development of transport services led to the reduction of costs and time of the transport services, 
which, as a result, changed tourism from an elitist phenomenon to a common one (Sawicki, 2012, p. 1957). In the 
19th century, the railway revolution made it possible for T. Cook to offer the first type of tourist packages for a greater 
number of people. Similarly, the appearance of wide-bodied passenger aircraft in the 1960’s, so called jumbo 
jets, contributed to the mass spread of international tourism (Gierczak, 2011, p. 278). It is accepted that a tourist 
service cannot be realised without providing transport service since transportation is a key element facilitating the 
connection between the place of origin and the destination. The transport service is not only an important, but also 
necessary component of tourist product because without it the tourist product cannot be consumed (Khadaroo, 
Seetanah, 2007, p. 1023). Among tourist products we can distinguish a product in the strict sense, and a broader 
one – it is a complex concept and it consists of many various elements: both tangible and intangible assets, including 
transport services. We recognise the nature of the product, real product and extended product – transport services 
are in the two latter groups. In the literature on the subject we can also find the concept of simple products, which 
includes a particular tourist service, e.g. hotel, boarding, guiding or just transport (Stec, 2015, pp. 233–248).

The concept and role of transport service is closely related to transport availability (Kwarciński, 2012, 
pp. 169–173), which in economic aspects reflects generalised monetary and non-monetary costs (time, money, 
effort, discomfort, risk) necessary to reach a particular place or function. Transport availability plays a key role for 
a given destination, especially for its correct development from the perspective of tourist economy. Moving around 
a target destination is equally essential; transport services may also play a recreational and entertaining role, and 
some means of transport are a tourist attraction in themselves, for example a narrow-gauge railway ride or a ferry 
(Gosik, Zimon, 2014, p. 42). Transport service does not only decide on economic attractiveness of the region, but is 
also an essential component for development of the tourist product, contributing to its overall rating. It means that 
transport service is one of the key services conditioning tourist movement, first of all to provide connection to and 
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within a tourist destination, but also essential to consume a tourist product (cf. Turek, 2009, pp. 27–40; Panasiuk, 
2008, pp. 70–108).

We can distinguish the following four main transport branches: road (car/coach), railway, waterways and 
aviation. Detailed comparative analyses of their pros and cons prove that air transport guarantees relatively the 
shortest time of travel, railway transport provides a high level of safety, waterways transport is useful for sightseeing 
and recreational purposes, road transport, on the other hand, is the most convenient because it allows to directly 
reach a destination, a tourist attraction or accommodation (cf. Bednarczyk, Grabińska, pp. 44–46; Mammadov, 2012, 
pp. 381–386). Prospective tourists also show individual preferences, which significantly influences their choice of 
a particular means of transport (cf. Wilkońska, Rotter-Jarzębińska, 2013, p. 175). The decision to choose a means 
of transport is made based upon various factors such as: possibility to access a destination directly; price (funds 
for travel); travel time (time limitations, speed); quality; comfort, convenience or additional services; distance to 
destination (short/long-hauled or domestic/international/intercontinental; the carrier’s reliability (infallibility, transport 
capacity), restrictions on luggage, electronic system of booking, and an increasingly important factor – safety 
(cf. Westlake, Robbins, 2005, p. 463). Transport services have to be viewed from the perspective of many factors 
which significantly determine the decision made by a prospective passenger concerning their choice of a convenient 
means of transport, resigning at the same time from alternative forms or even changing tourist destination. Since 
a prospective passenger makes that choice, particular branches of transport compete. The process is referred to 
as substitutive competitiveness. The basis for this process is the phenomenon of substitutability in transportation, 
which results from economical homogeneousness of transport services and facilitates replacement of one with 
any other (cf. Bednarczyk, Grabińska, pp. 55–66). The competition relies mainly on competing for a prospective 
customer, propagating and easing access to the services offered, providing services which are increasingly cheaper, 
but at the same time of higher quality, because the demand for transport services influences substitutability of those 
services, connected by high cross-price elasticity of demand. Current market requirements force carriers to provide 
high security measures and quality on every stage of travel, and contemporary travellers expect a broad and 
personalised offer of transportation services. The notion concerning the delivery of transportation services during 
important events is a complex problem not only in economic, technical and organisational aspect, but also due to 
other challenges and needs. 

World Youth Day 2016 from the perspective of transport services
World Youth Day made history for all Christians over the world. This special event of religious nature has 

been taking place regularly every 2–3 years in various countries since 1984, each time gathering a huge swarm 
of young people (Singleton, 2009, pp. 1–12). With time, WYD developed its program up to a couple of days, when 
the peak of the event is always a few days’ gathering in one city with the presence of the Pope. In 2016, 31st WYD 
took place, and the main host of the edition was the City of Cracow. Prior to that, in 1991 Poland organised WYD 
in Częstochowa and is in this way – beside Italy and Spain – one of the three countries which hosted pilgrims to 
this religious event twice. The events usually attract from a few thousands up to a few millions of pilgrims. World 
Youth Days have always attracted huge masses of participants from other parts of the world, with the peak number 
(estimated at 5 million) of pilgrims reported in Manila in 1995, followed by Rio de Janeiro with its 3.5 million visitors 
in 2015. The high level of internationalisation observed from the beginning has ranged from 40 countries to 200. 
Nowadays, representatives from 160–170 countries on average participate in the events. 
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The latest WYD saw almost 3 million pilgrims during the whole period, facing the challenge of providing 
transportation and communication for about 1.5 million people at its culminating moments like the Holy Mass in 
Brzegi. Through the website, altogether 356,294 pilgrims from 187 countries registered for WYD 2016, with the 
most from Poland (78,443) and Italy (63,496). From France 32,979 people confirmed their arrival, from Spain – 
30,592; the USA and the remaining North America – 23,563; Germany – 11,653; Brazil – 9,777; Czechia – 5,945; 
Slovakia – 5,666 and Portugal – 5,454. The remaining participants were not registered, and this group primarily 
consisted of the Polish youth. Among foreigners who came to WYD in Cracow, the top groups were from France 
(16.76%) and Italy (15.68%), significantly surpassing Germans (8.16%), Spaniards (6.36%) or Portuguese (4.99%), 
and visitors from beyond the pond (the USA) accounted for about 7.08% participants (Research on WYD, 2016). 
The organisation of WYD 2016 was connected with numerous actions aimed at not only enabling a huge number of 
pilgrims from all over the world to come to Cracow, but providing for their mobility within the city and its surroundings 
to access the events, meetings and celebrations. It has to be noted that the organisers, predicting huge numbers of 
tourists (cf. Szarata, Drabicki, 2016, pp. 522–530), decided to heavily rely on public transportation according to the 
postulates and guidelines concerning the benefits from the prioritising of public transport services (cf. Gutiereez, 
Miravet, 2016, p. 3). Considering the question of transport availability, it has to initially be noted that Cracow lies 
on a very important communication route and is connected with many cities and regions both by motorways (A4) 
and express roads (S7, 94), or railway connections (there are two important stations: Central Station and Kraków 
Płaszów). It is significant that Cracow is conveniently located close to the second largest airport in Poland, Kraków-
Balice. The existence and smooth operation of railway stations and airports, or road corridors, has a huge impact 
on Cracow’s accessibility (cf. Jaremen, Nawrocka, 2012, pp. 401–414; Seweryn, 2007, pp. 25–44).

Due to the analysis, motifs and preferences of tourists heading for WYD in Cracow in 2016 not only based on 
the data from the research on WYD 2016, but also from the perspective and in relation to the annual research on 
tourist movement within the City of Cracow. In the above mentioned analyses, the means of transport mentioned by 
respondents were aggregated. In the rows of Table 1 options of variants mentioned by respondents were places, 
and in columns the names of aggregates are listed. As it may be noticed, in the case of private cars and trains 
no equivalents were needed. The planes of budget airlines, regular airlines and charters were aggregated in the 

Table 1. The rule of aggregation of transportation categories mentioned by respondents

Means of transport
mentioned

Aggregator 
plane car bus train (empty) other total 

Car  8,698     8,698
Budget airline plane 5,735      5,735
Train    5,326   5,326
Coach   4,286    4,286
Regular line plane 4,231      4,231
Regular line coach   2,177    2,177
Mini-bus   1,571    1,571
Charter plane    444         444
(Empty) 1    243  244
Other 1  5   197 203
Total 10,412 8,698 8,039 5,326 243 197 32,920

Source: own research based on the Research on WYD 2016 and the Research on Tourist Movement within the City of Cracow 2008–2016.
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analyses under one label – ‘planes’. Besides, the category ‘bus’ includes charter coaches, regular line coaches and 
mini-buses. Due to the low number of responses concerning ‘others’ it was omitted in the analyses, as well as the 
cases of no answer. The results of the aggregation were collected in Table 2.

Table 2. Results of aggregation of means of transport in the categories planes and buses

Aggregation of means of transport n %

Plane 10,410 56
budget airline plane 5,735 31
regular line plane 4,231 23
charter plane 444 2

Bus 8,034 44
coach 4,286 23
regular line coach 2,177 12
mini-bus 1,571 9

Total amount 18,444 100

Source: own research based on the Research on WYD 2016 and the Research on Tourist Movement within the City of Cracow 2008–2016.

The percentage shares of the means of transport used by tourists coming to Cracow were exemplified in 
graphs (1–4). The first graph presents all types of transportation for all the years 2008–2016, while the other 
two graphs refer to the last three years 2014–2016. One of those graphs presents the structure of the types of 
transportation over the years, and the other to the contrary – the changes occurring in particular years within each 
category of transportation.

Summing up the up-to-date analyses, it has to be stated that the preferences of tourists arriving at WYD 
2016 were slightly different from the preferences of tourists obtained in annual reports. The organisers of WYD 
2016 decided to prioritise public transport, and as the research and analyses show, pilgrims heading for WYD 2016 
in Cracow mainly used various services of the public transport, especially road public transport (coaches were 
used by 48% respondents from Poland and abroad who came to WYD, and only 8% of pilgrims used private cars). 
Another means of transportation favoured by pilgrims was the train (a third of participants). The trains which ran 
during WYD (2,596 regular lines and 398 special trains ordered by dioceses) carried 1.1 m passengers altogether. 
The coordinator of railway transport for WYD was PKP Polish Railways, taking responsibility for the infrastructure 
and the timetable. 10,000 railway workers altogether were responsible for servicing transportation for WYD, 
including 200 informative staff and 100 mobile ticket cashiers at the railway stations. Planes were used by 16% of all 
participants of WYD. A dominant role in the air transport was played by Cracow’s airport – John Paul II International 
Airport Kraków-Balice. Between 19th July and 9th August 2016, Cracow airport served about 40,000 passengers 
and ran 208 extra air traffic operations. On 25 and 26th July, there were 16 flights outside the regular timetable. 
The record number of passengers came to Cracow on Sunday 24th July and the next day – 10,312 and 10,453 
respectively; though pilgrims arriving in Poland also used other airports, e.g. Warsaw Chopin Airport, Katowice 
International Airport, Rzeszów-Jasionka Airport. Air transport was chosen by pilgrims from remote locations and 
older people (over 60yo) due to convenience. Such a spread of means of transport used resulted from the fact that 
participants of WYD were arriving in Cracow in great numbers within a short time, which is why planes and cars 
were used less frequently than collective transportation (buses, trains).
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Figure 1. The percentage share of the means of transport used by tourists visiting Cracow in the years 2008–2016

Source: own research based on the Research on WYD 2016 and the Research on Tourist Movement within the City of Cracow 2008–2016.
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Figure 2. The percentage share of the means of transport used by tourists visiting Cracow in the years 2014–2016

Source: own research based on the Research on WYD 2016 and the Research on Tourist Movement within the City of Cracow 2008–2016.
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Figure 3. The percentage share of the means of transport used by tourists visiting Cracow in the years 2014–2016

Source: own research based on the Research on WYD 2016 and the Research on Tourist Movement within the City of Cracow 2008–2016.
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Figure 4. The percentage share of the means of transport used by tourists visiting Cracow in the years 2008–2016

Source: own research based on the Research on WYD 2016 and the Research on Tourist Movement within the City of Cracow 2008–2016.

One of the vital challenges is the transportation solution in Cracow that was used in the context of the 
organisation and course of the events of WYD 2016. Due to the special attention paid to the security during WYD 
2016, special commands were set up at transport stations, e.g. Railway Emergency Command. During the events 
in Cracow, municipal public transportation played a significant role. MPK (Municipal Transport Company) in Cracow 
had 288 trams and 623 buses at their disposal. Some areas were completely excluded from traffic and available only 
to pedestrians, emergency vehicles and technical support. Special passes were to make public transport attractive, 
and all Pilgrim’s Packages supported free rides on the public transportation, including agglomeration and railway. It 
must be remembered that it was not only passenger transportation that was a real challenge, but also distribution and 
checking tickets, proper marking and information for passengers within the venues serving as stations, or marking on 
the communication routes. For example, 70 volunteers from Poland, Slovakia, Lithuania, Ukraine, Canada, Germany, 
Italy, Romania, Malaysia, Croatia and Vietnam worked at Cracow airport. The staff of information points and 24 h Call 
Centre on the airport premises helped over 19,000 persons (from 23rd July to 3rd August). Also passengers of railways 
were provided service and help at the highest level. That is why it was decided that special buffer zones be created 
and mobile cashiers employed. The attitude of the transportation servicemen was also important – their kindness, 
hospitality, helpfulness towards the needy as well as professional approach to their duties.

Conclusion 
The notion concerning the delivery of transportation services during important events are a complex problem 

not only in economic, technical and organisational aspect, but also due to other challenges and needs. It is essential to 
set goals and needs within the provided transportation services, especially identifying and estimating transportation 
demand, preferences for the choice of a means of transportation, setting out the rules for traffic organisation or 
organisation of the information system. WYD is a form of religious tourism, but it is not only the motivation or 
religiousness of the participants that have an influence on the perception of WYD, but also organisational issues, 
especially transportation solutions. It must be mentioned that such an event as WYD has a huge tourist potential 
and bears far-reaching consequences and results in the economic dimension, or medial and promotional. It is 
necessary to draw conclusions and point to the guidelines aiming at improving the shaping of a tourist product from 
the perspective of the offered transport service. In the context of adjustment to tourists’ expectations and facing 
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current challenges and needs, a carefully performed analysis is extremely significant, because it is able to facilitate 
the implementation and improvement of proper codes of conduct during logistic support of events of a similar 
dimension and importance, taking part in many places all over the world.
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Abstract  For the last decade dynamic growth of the business services sector has been observed in the Polish economy. 
In this sector net sales increases and more and more workers are employed. Among the main reasons of 
the growing demand for business services is the outsourcing of the auxiliary functions that were previously 
performed inside the enterprises and then outsourced to the companies providing the business services.
The aim of this article was to recognize whether focusing on meeting the demand for the services business 
service industries also became outsourcers themselves. The analysis of this phenomenon was conducted 
on the basis of the unpublished aggregated data for the years 2005–2013, collected from the enterprises by 
the Central Statistical Office. This data confirmed that business service industries provided more services as 
vendors to outsourcers. However, they also concentrated on their core activity and outsourced many processes 
or tasks. All population of business service industries varied strongly. 

#0#

Introduction
The service sector is the dominant sector in the Polish economy, as in the economies of many other countries. 

According to the data of the Central Statistical Office in the years 2005–2015 the share of this sector (without 
section O – public administration and national defence) amounted to 65–66% (Wskaźniki, 2017) in creation of 
gross added value, and in the average employment rose from 62,2% in 2005 to 64,5% in 2013 and further to 64,7% 
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in 2015 (Bank Danych, 2017). This sector involves social and business services. First of them meet the needs of 
customers and second ones are used as intermediate goods mainly in manufacturing processes. In Poland the 
most workers are employed in trade, repair, transport and construction, however, the employment rises continuously 
in the business services sector, in which there were 936 business services centres with 212,000 jobs in 2016 
(Business services sector..., 2016).

Dynamic growth of the business services sector is partially a result of enterprises’ answer to the important 
question: to make or to buy? Looking for ways to reduce costs and focusing on core competence, especially on 
production, firms made the decision to outsource some tasks or processes to firms specialising in providing such 
services cheaper and better. The increasing awareness of benefits of outsourcing has caused that more and 
more companies started to outsource and create demand for different business services, which has contributed 
to the development of the business services industry. In order to meet this demand and the expectations of their 
customers, business services industries had to become outsourcing vendors in a relatively short time. Additionally, 
as a result of offshoring, more and more Shared Services Centres and Business Process Outsourcing (SSC/BPO), 
which specialised in knowledge intensive, were located in Poland.

Growing competition in the business service market and increasing expectations of clients caused that 
business service enterprises had to redefine their business models to reduce the costs and to improve operational 
efficiency. Therefore, analysing processes or tasks they had to consider the basic question: to make or to buy, 
or in other words: to do it themselves or to outsource? The measurement of outsourcing is difficult because of 
mismatching of current financial reporting and the lack of published data in the national statistics. Additionally, 
researchers often focused on the causes of using international outsourcing and its consequences for labour 
productivity, employment, innovations, competitiveness, etc. For example, some of them studied the employment 
effects of the international outsourcing of services to low-wage countries (Falk, Wolfmayr, 2008; Amiti, Wei, 2005).

The aim of this article is to recognize whether business service industries in Poland while being outsourcing 
vendors of services also became outsourcers. The analysis of this phenomenon was conducted on the basis of 
unpublished aggregated data from the years 2005–2013 coming from the Central Statistical Office. The data was 
collected from enterprises employing 10 and more workers.

Literature review
The development of the business services sector in Poland was influenced by such factors as: expanding 

globalization, increase in the tradability of services due to advances in the information and communication 
technology (ICT), ability to fragmentation of services and outsourcing defined as the contracting out of a business 
processes or operations to third-party providers regardless of location or capital ties. With ICT many types of 
operations or functions that are traditionally performed in-house can be outsourced to domestic or foreign providers. 
Outsourcing is not a new phenomenon; it was initiated by manufacturing firms that began to specialise in core 
processes creating value additions and contracting out noncore ones. This way the trade in intermediate goods 
(production components) and also in various services has spurred (Falk, Wolfmayer, 2008).

Increased demand for business services and expectations of outsources caused that enterprises, which 
existed in business services industry, also had to specialise in core competence and they became outsourcers 
themselves. In order to be competitive and to deliver services to outsourcers at the appropriate level they also had 
to invest in fixed assets, abandon some ineffective operations, and specialise in core services.
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The survey of almost 3,700 respondents (including 30% of service providers) from eight European countries 
(Denmark, Finland, Germany, Netherland, Norway, Spain, Sweden, UK), conducted by Ernst and Young in 2013, 
showed that outsourcing of services was perceived as the next step to decreasing costs and then improving 
effectiveness. The organizations made services in-house more often (between 81–91%), and outsourced about 
9–17%. The most favoured services were IT and business processes (sales, procurement and Human Resources, 
finance and accounting). There were differences between countries in service outsourcing (Outsourcing in 
Europe..., 2013). Outsourcing abroad was used more often by Finland and Spain. Deloitte survey in 2014 showed 
that outsourcers focused on optimizing vendor relationships and improving operational flexibility. Their behaviour 
suggests that vendors had to provide high quality services. In order to do this they developed their core competences 
and outsourced some services or goods abroad or to vendors in the origin country.

Business services outsourcing market in Poland is one of the leading markets in Europe and in the world. It 
has been growing continuously for the decade due to the location of foreign and domestic BPO/SSC centres. 10 out 
of 23 biggest centres in the world operate here, such as: IBM, Intel, Shell, Google, HP, Carlsberg, Procter & Gamble, 
and others. Apart from the BPO/SSC centres, Polish smaller entities also operate on this market that support mainly 
domestic and also foreign outsourcers. It can be assumed that the enterprises which deal with business services 
are outsourcing vendors. This means that net sales of products can be used to identify the size of business services 
outsourcing market in Poland.

How to measure outsourcing?
The review of literature revealed that outsourcing is defined ambiguously also as: offshoring, integration, 

fragmentation, international (or foreign) outsourcing (Feenstra, Hanson, 1999; Amiti, Wei, 2005; Lewine, 2012; 
OECD, 2007; Espino-Rodriguez, Padron-Robaina, 2006). In spite of the diversity, the essence of these terms lies in 
the separation outside the firm and acquiring some processes or tasks that are not performed internally.

The result of outsourcing are intermediate inputs (goods or services) that are used to prepare the final 
products. However, the phenomenon of outsourcing is difficult to quantify because of lack of explicit categories, 
which could define it clearly. Financial statements contain neither the information about the value of outsourcing 
contracts nor detailed data about intermediate inputs. The author is also aware that not all purchases of intermediate 
goods or services should be treated as outsourcing and the data coming from these statements make it impossible 
to determine the true value of one. For example, the available data also includes operations that are a one-time 
purchase of a component required to produce finished goods or a one-time subcontracting services, but it is not 
plausible to exclude them.

In order to determine the size of outsourcing intensity, especially of offshoring or international outsourcing 
intensity, researchers often used indirect, absolute, or relative measures such as the share of imported intermediate 
inputs in the total purchase of non-energy materials (Feenstra, Hanson, 1999), the share of imported intermediate 
inputs excluding energy by industry i in the total intermediate inputs used by i (Offshoring and employment..., 2007), 
the share of imported intermediate inputs including energy in total output (Geishecker, Görg, 2008) and the share of 
imported intermediate inputs including energy in value added (Hijzen, Görg, Hine, 2005). Growth in outsourcing is 
noticeable in the expansion of purchasing goods or services that are used as intermediate inputs.
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Methodology of research 
Business service industries provide services to other enterprises and so become the vendors of outsourcing. 

The volume of demand for their services is noticed in net sales of products in constant prices of the previous year. 
These industries are also outsourcers. In order to measure the value of what they outsource, it was 

acknowledged that the size of outsourcing will be quantified by the value of intermediate inputs in constant prices of 
the previous year. Based on the financial statements, which enterprises had to submit to the Central Statistical Office 
in Poland, it was assumed that the direct material cost (without energy) means the value of material outsourcing 
and the outside services cost is the value of services outsourcing. The deflator CPI was used to calculate all data 
because of the lack of a suitable indicator for the business services. The study covered all business services 
industries in the period 2005–2013 according to the sections and divisions of Polish Classification of Activities – PKD 
2007 (that is consistent with NACE Rev.2 codes – 2-digital level) included: publishing activities (J58); information 
technology activities (J62); other information service (data processing, hosting and related activities) (J63); legal 
and accounting activities (M69); management consultancy activities (M70.2); architectural and engineering 
activities, technical testing and analysis (M71); advertising and market research (M73); other professional, scientific 
and technical activities (M74); employment activities (N78); security and investigation activities (N80); cleaning 
activities (N81.2) and office administrative, office and other business support activities (N82) (Wskaźniki, 2017). 
In addition to these activities, real estate activities (L68) are included in business services (Obszary-tematyczne..., 
2017). Due to the availability of data, the large diversity, and the limited size of the article, business services were 
divided into groups according to Eurostat indicators (Eurostat, 2017): knowledge – intensive services (KIBS) and 
less knowledge – intensive services (LKIBS). KIBS group consists of the sections: J58, J62-63, M69-71, M73-74, 
M78 and LKIBS group – sections: L68, N81-N82.

Business services industries as outsourcing vendors in the period 2005–2013 in Poland
In Polish economy in the last decade there has been a rapid growth of the business services sector. This is 

reflected in the increase in demand for these services (Figure 1) expressed in net sales with compound annual 
growth rate (CAGR) of 8.7% and in net sales of products with CAGR of 8.4% for the period 2005–2013. Calculated 
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Figure 1. The volume of net sales and net sales of products in 2005–2013 (in billion zł, constant prices of previous year)

Source: own calculations.
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CAGR of net sales for KIBS and LKIBS industries showed that net sales of the first group were higher (9.3%) than 
of the second one (7.6%). Similarly CAGR of net sales of products for KIBS industries was 8.7% and for LKIBS one 
was 7.6%. This data confirms that the net sales of products that reflects outsourcing from vendors’ side has been 
growing all the time in two groups: KIBS and LKIBS. Even the downturn in the Polish economy in 2009–2013 did not 
impede the demand for business services.

However, despite of small differences between them, in each of the two groups of industries, there were 
relatively large variations in these activities (Table 1). Large, over 15% annual growth rate was recorded in activities: 
N78, N82, J62-63 and M70. Enterprises that engaged in other professional, scientific and technical activities posted 
an annual decrease of 10.2%.

Table 1. CAGR of net sales and net sales of products in business service industries between 2005 and 2013 (%)

Item  J58 J62 J63 M69 M70 M71 M73 M74 N78 N80 L68 N81 N82

Net sales 1.9 14.5 21.7 17.3 21.8 6.4 3.5 –11.1 29.3 8.0 6.0 4.8 26.4
Net sales of products 1.9 15.2 22.4 16.8 15.5 7.0 3.9 –10.2 29.2 8.0 6.1 4.4 27.2

Source: own calculations. 

The analysis of the share of services’ export in net sales of products has confirmed that more and more 
services were performed on behalf of foreign outsourcers (Figure 2). 
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Figure 2. The share of services’ export in net sales from products (%) in KIBS, LKIBS and business service industries 
in 2005–2013

Source: own calculations.

The KIBS industries have been exporting more and more services year after year. The share of export in net 
sales from products of these industries to foreign outsourcers rose from 9.1% in 2005 to 20.7% in 2013, while LKIBS 
rose from 0.4% in 2005 to 4.1% in 2013. Since 2009 there has also been a noticeable increase in interest in less 
knowledge services. 
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Business services industries as outsourcers in the period 2005–2013 in Poland
The increase in demand of business services, growing requirements of customers and competition between 

outsourcing vendors caused that they became aware of the need to concentrate on core competences and to use 
outsourcing in their activity in order to decrease operating costs and to meet demand of these services. For this 
reason they decided to outsource outside services and intermediate materials needed to produce and provide 
the services. Due to the specificity of business services, the dominant kind of outsourcing is service outsourcing, 
whose share in total outsourcing was at level of 67–85%. The popularity of this phenomenon can be measured by 
CAGR for the period 2005–2013. In all sectors this index for total outsourcing was at 9.3%, outsourcing services at 
10.1%, material outsourcing at 5.8%. More difference in the growth rate occurred in both groups of business service. 
In KIBS group CAGR for total outsourcing shaped at level of 7.3%, for service outsourcing at 9.3% and for material 
outsourcing at 1.2%. For comparison, CAGR of both kinds of outsourcing was at level of 10.4–10.7%. However, 
there was a relatively large variation in the value of this indicator in service activities (Table 2). 

Table 2. CAGR of outsourcing and its kinds (in constant prices) in business service industries in the period 2005–2013 (%)

Item J58 J62 J63 M69 M70 M71 M73 M74 N78 N80 L68 N81 N82

Total outsourcing 0.4 15.9 24.7 18.1 20.9 9.8 4.6 –10.7 31.9 11.0 7.3 9.2 28.7
Service outsourcing 1.6 18.3 27.2 18.4 22.0 12.0 6.0 –10.9 34.8 13.6 6.0 7.5 32.1
Material outsourcing –1.4 8.1 4.1 12.0 8.9 6.6 –5.5 –9.6 19.1 3.6 7.7 10.4 24.4

Source: own calculations. 

Unpublished data collected by the Central Statistical Office confirmed that two kinds of outsourcing were used 
predominantly in activities such as: N78, N82. Enterprises from activities M70, J62, J63 used service outsourcing 
first of all due to their specific nature. The industries also included activities M74, M73, J58, which reordered 
a decrease of two kinds of outsourcing or only material outsourcing.

If we compare CAGR of outsourcing with CAGR of net sales of products, we can notice that the direction of 
these changes is similar. However, the growth rate of outsourcing is faster than the growth rate of net sales from 
products, which points at the increase of the popularity of outsourcing in production and delivery of services. 

Conclusions
Outsourcing is a difficult phenomenon to measure due to lack of simple direct categories describing it. 

However, the choice of indirect ones allows to estimate its size, intensity, and annual growth rate. 
The analysis of unpublished and collected data on net sales from products allowed to confirm that both 

groups: KIBS and LKIBS industries have increased continuously since 2005. This indicates that enterprises have 
provided more and more business services to outsourcers. Even the crisis of 2008 and downturn in the Polish 
economy in 2009–2013 did not impede the demand for business services. In order to meet the demand these 
industries outsourced more and more processes or tasks. But the growth rate of both, outsourcing and net sales, 
varied among the industries. These changes suggest that outsourcing has become a tool that has helped to reduce 
the employment growth or to escape the shortage of suitable employees, and also to maintain or to improve the 
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effectiveness. Hence, it is necessary to conduct further research on the impact of outsourcing on the structure of 
employment.
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Abstract  This article discusses organizational fiction that is created in building a participative work environment. 
The statement in which the school head declares full cooperation with the teachers, considering their opinions 
and creating the conditions for common planning does not translate into the results of the research among 
the teachers. A significant difference in particular actions taken on everyday basis can be noticed. The author 
discusses the four styles of leadership proposed by Gayle Avery and highlights the role of organic leadership 
for a well-functioning educational institution in the era of changes and reforms that are introduced in education. 
The article was written on the basis of the results of the research that was carried out in a randomly selected 
public Primary School. The author aims at drawing attention to and starting a critical discussion on actions 
taken by school heads who create an external image of their school that differs from the reality. It leads to 
manipulating the public opinion about the processes occurring in a given educational institution.

#0#

Introduction
The Polish management professionals in education undergo constant transformation due to the reforms that 

are being introduced. It is the result of the growing self-awareness of the society and of the introduced systemic 
changes. The new conditions in which school heads operate allow for more flexibility and encourage them to 
share their power. What reinforces the ongoing process of searching for the leader of the future is the reform of 
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pedagogical supervision introduced in 2009 that, in a way, directs school heads to apply the participative style of 
leadership, consisting in including all people that make up the school community in enhancing the quality of learning 
processes. In order to meet the state’s requirements as to the right functioning of educational institutions, it is 
necessary to look at the styles of leadership represented by school heads.

Gayle Avery (2004) proposed four models of leadership: classical (the school head has absolute power), 
transactional (the school head discusses some issues with the teachers but he or she has the last word), visionary 
(the school head has a particular vision and the teachers have to follow it) and organic (all members of the organization 
are responsible for achieving the established goals and the leader emerges from the group according to the needs). 
Those style permeate one another and can be complimentary, which does not alter the fact that organic leadership 
is the most desirable way of leading an organization in the ever-changing reality. The confirmation of this thesis can 
be found in the conception of a discreet leader proposed by Mintzberg (1998) that, in contemporary management, 
makes an organization develop faster. Creating teams and groups made up by experts and sharing power make all 
members of an organization feel that they belong in it and are responsible for the processes occurring in it.

Literature review
An organization is a coherent system in which changes of one element entail other changes. A system 

cannot be completely independent as it would not be a system then. This is why we can only speak of a degree 
of independence (Kieżun, 1997). The most important role is played here by the leader of a given organization, 
who directly influences the fulfilment of given goals. His or her actions can lead to blurring the truth and creating 
a fictitious image. Fiction created in an organization is then nothing but organizational pathology. It undoubtedly 
becomes an obstacle in achieving organizational efficiency (Kieżun, 1997). This phenomenon can be noticed in 
organizations where the system imposes some norms of functioning. The willingness to meet the requirements as 
well as possible oftentimes makes school heads engage in inappropriate actions that have a negative impact on the 
institution’s functioning. Referring to Avery (2004), it is worth reminding that organic leadership allows for blurring 
the formal distinction between leaders and other members of the organization. All employees become partners 
in creating a better future. Leadership becomes dispersed and the knowledge of employees grows. Members of 
the organization are always prepared for changes on both small and large scale, which fully corresponds with the 
surrounding reality. All individuals that make up the organization’s community develop a sense of responsibility 
towards themselves. It results from their personal involvement in pursuing the established goals and from their 
sense of duty towards the others.

Educational management is a relatively new discipline in Poland. Applying a simple transfer of methods 
from the general management sciences, which has dominated since 1980s, can have some impact on creating 
organizational fiction in educational institutions. The managerial theory focused on financial, technical, organizational 
and legal requirements sees success as efficiency in education functioning (Dorczak, 2016). All this oftentimes 
results in forgetting the real role that school has to perform for children and adolescents that attend it. It is then worth 
reminding that the overriding and basic role of each educational institution is to create an organization oriented 
towards students’ learning and their development (Hattie, 2012).
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Method
Every head of an educational institution follows a certain leadership style in his or her professional work. 

It is commonly accepted that the most appropriate style is the organic one, which includes all members in creating 
a common organization. To study leadership style, we have appointed the head of a randomly selected Primary 
School and eleven randomly selected teachers who teach in the same school as the interviewed leader. The aim 
was to compare what the school head says about himself and how his actions are perceived by the teachers. 
It should be assumed that the school head’s statements would be coherent with the teachers’ statements. 

Results 
The respondents were asked to fill in the questionnaire of the survey containing 15 closed questions prepared 

for the purposes of this research. The questions concerned key characteristics of a leader, the main role that he 
or she should perform in an educational institution and ways of sharing power. In the gathered material, there are 
15 answers from the school head and 165 answers from the teachers. The results of the research present the 
leadership style represented by the head of the primary school (Table 1) in subjective opinions of the respondents. 

Table 1. Leadership style represented by the school head in the opinions of the surveyed school head and the teachers 
who work with him (%)

Surveyed respondents  
and their opinions Classical leadership Transactional leadership Visionary leadership Organic leadership

School head 13.33 20.00 13.33 53.00
Teachers 49.69 24.24 7.27 18.78

Source: own elaboration.

Analysing the result of the survey, we can note that the school head perceives his actions taken for the 
institution as organic leadership, while the teachers who work with him every day state quite the opposite. In 49.69% 
they state that the leadership style of their school head is classical. The reason for this situation may be that the 
school head idealizes himself and lacks the ability to rationally look into his own activity.

The tables below present the detailed results of the survey gathered from the school head and his employees.

Table 2. Answers given by the school head and the teachers to question 1.

Possible answers

School head
What key characteristics should 

a leader have?

Teachers
What key characteristics does your 

present school head have?
n % n %

Strong character, firm, decided, opinionated 0 0 6 54.54
Communicative, able to influence people 0 0 5 45.45
Creative, unconventional, seeking for new solutions, inspiring 0 0 0 0
Open, knows the people, stimulating others to act, supportive 1 100.00 0 0
Total 1 100.00 11 100.00

Source: own elaboration.
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From the data presented above we can conclude that the school head sees himself as an open person who 
knows very well the people he works with and gladly stimulates them to act supporting all ideas. The teachers have 
a different opinion as they say that their employer is firm and decided, has a strong character and hold stubbornly 
to his own opinions. This result presents organizational fiction that can induce chaos in the right way of functioning 
of an educational institution.

Table 3. Answers given by the school head and the teachers to question 2.

Possible answers
School head

What should be the main role performed by a leader?

Teachers
What is the main role performed by the head of the school 

that you work in?
n % n %

Decisive 1 100.00 9 81.81
Negotiator 0 0 1 9.09
Creator 0 0 1 9.09
Supporting others 0 0 0 0
Total 1 100.00 11 100.00

Source: own elaboration.

The results obtained in the second question show unanimity among the teachers and the school head. Most of 
them agree that the present school head is the one who has the casting vote. This result goes along with classical 
leadership where strict obedience plays the most important role in creating the organization.

Table 4. Answers given by the school head and the teachers to question 3.

Possible answers

School head
What main tasks/action should the 

leader perform?

Teachers
What main tasks/action does 

the present head of your school 
perform?

n % n %
Making sure that everybody acts according to the assigned duties 0 0 8 72.72
Communicating with people and negotiating on the directions of action 0 0 2 18.18
Searching for new solutions 0 0 0 0
Creating conditions for operation and development for people and teams 1 100.00 1 9.09
Total 1 100.00 11 100.00

Source: own elaboration.

Analysing the results obtained in question 3, we can notice another significant difference in the perception of 
the school head’s role. Most of the teachers – 72.72% believe that their school head makes sure that each of them 
acts according to the assigned tasks, which translates into classical leadership style. Whereas, the school head 
believes quite the opposite. He is convinced that he creates friendly conditions for his employees to act and develop, 
which serves organic leadership.
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Table 5. Answers given by the school head and the teachers to question 4.

Possible answers

School head
How, as the school head,  
do you distribute tasks?

Teachers
How does the school head  

distribute tasks?
n % n %

The school head assigns tasks 0 0 6 54.54
The school head negotiates task distribution 0 0 3 27.27
The school head inspires others and makes them follow his ideas 1 100.00 1 9.09
The school head gives the opportunity for others to find themselves and choose their tasks 0 0 1 9.09
Total 1 100.00 11 100.00

Source: own elaboration.

The results from question 4 confirm the classical leadership style, with which the school head disagrees. 
He believes that he inspires others and makes them follow his ideas. That kind of actions characterizes visionary 
leadership.

Table 6. Answers given by the school head and the teachers to question 5.

Possible answers

School head
What strategy do you, as the 

school head, apply while setting 
goals and planning work?

Teachers
What strategy does the school 
head apply while setting goals  

and planning work?
n % n %

The school head precisely sets the goals and the plan of action 0 0 6 54.54
Goals and a detailed plan are set commonly through negotiations 0 0 2 18.18
The school headsets creative goals and plans that are attractive for others 0 0 0 0
The school head creates the conditions for everybody to influence their goals 

and work plans 1 100.00 3 27.27
Total 1 100.00 11 100.00

Source: own elaboration.

The answers presented in question 5 show contradictory interpretations of the school head’s actions, which 
causes the creation of organizational fiction. The school head is convinced that every employee has the opportunity 
to influence the goals and plans of the institutions. Most of the teachers – 54.54% believe the opposite though. 
They say that the school headsets the goals and plans of action, which undoubtedly is characteristic for classical 
leadership.

The results of the survey presented in Table 7 again show some discrepancy between what the school head 
declares and what the teachers believe. The school’s leader claims that he builds the team basing on his knowledge 
of his employees and their strengths and weaknesses, whereas 72.72% of the surveyed teachers say that the 
school head appoints teachers to given tasks or teams himself. Yet again we can notice here some elements that 
may create organizational fiction.
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Table 7. Answers given by the school head and the teachers to question 6.

Possible answers

School head
What processes should occur  
in school while building a team  

and assigning tasks to its members?

Teachers
What processes do occur in school 
while building a team and assigning 

tasks to its members?
n % n %

The school head appoints people to the team and assigns tasks to them 0 0 8 72.72
Teams membership and tasks distribution is agreed on through 

negotiations 0 0 1 9.09
The teams and task distribution are set spontaneously, following the 

school head’s ideas 0 0 0 0
The teams are created basing on the knowledge of people and their 

strengths/weaknesses 1 100.00 2 18.18
Total 1 100.00 11 100.00

Source: own elaboration.

Table 8. Answers given by the school head and the teachers to question 7.

Possible answers

School head
What methods of work  

are appreciated the most?

Teachers
What methods of work  

are appreciated the most in the 
school that you work in?

n % n %
Individual work 0 0 2 18.18
Team work with clearly established tasks and responsibilities 0 0 3 27.27
Various, according to ideas and the needs of the moment 1 0 5 45.45
Adapted to the needs of the moment and to people’s predispositions 0 100.00 1 9.09
Total 1 100.00 11 100.00

Source: own elaboration.

The obtained information on methods of work show agreement between the teachers and the school head. 
They all referred to visionary leadership style, in which the school head appreciated various methods and techniques 
of work according to ideas and the needs of the moment.

Table 9. Answers given by the school head and the teachers to question 8.

Possible answers

School head
What are the sources of the leader’s 

authority?

Teachers
What are the sources of authority  

of the head of your school?
n % n %

The school head’s formal position 0 0 7 63.63
The school head’s high level of interpersonal abilities 0 0 1 9.09
The school head’s creative mind 0 0 1 9.09
The school head’s ability to form relationships with people 1 100.00 2 18.18
Total 1 100.00 11 100.00

Source: own elaboration.
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The data concerning the sources of authority again show some discrepancy creating organizational fiction. 
The school head claims that he has the ability to form relationships with people. The teachers are of a different 
opinion. 63.63% of the respondents claim that the school head has a formal position, which goes along with classical 
leadership.

Table 10. Answers given by the school head and the teachers to question 9.

Possible answers

School head
How are decisions made  

in the school?

Teachers
How are decisions made  

in the school?
n % n %

Decisions are always or almost always made by the school head 0 0 7 63.63
Decisions are made by consensus 0 0 2 18.18
Decisions are clearly the manifestation of the school head’s creative ideas 0 0 0 0
Decisions are made by those who are responsible for the task 1 100.00 2 18.18
Total 1 100.00 11 100.00

Source: own elaboration.

Another example of creating organizational fiction can be found in the results of question 9. The school head 
says that decisions are made by those who are responsible for a given task, which characterizes organic leadership. 
The teachers have a different opinion and 63.63% of them claim the decisions are always or almost always made 
by the school head. That way of decision making is typical for classical leadership.

Table 11. Answers given by the school head and the teachers to question 10.

Possible answers

School head
What methods are used in the school 

in solving conflicts?

Teachers
What methods are used in the school 

in solving conflicts?
n % n %

The school head is the most important institution that solves conflicts 0 0 2 18.18
Conflicts are solved by negotiations between the sides 1 100.00 8 72.72
The school head usually has the best ideas for solving conflicts 0 0 0 0
Conflicts are an occasion to learn 0 0 1 9.09
Total 1 100.00 11 100.00

Source: own elaboration.

The data presented in Table 11 shows coherence between the teachers’ (72.72%) and the school head’s 
opinions concerning the methods used in solving conflicts. The respondents agree in referring to transactional 
leadership. 

The data concerning the strategies applied in difficult situations or crises again shows a significant 
discrepancy that may contribute to creating organizational fiction. The school head is convinced that all members 
of the organization contribute to solving the problem. This way of thinking is not reflected in the teachers’ opinion. 
45.45% of them believe that in urgencies it is the school head who takes the reins.
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Table 12. Answers given by the school head and the teachers to question 11.

Possible answers

School head
What strategies are applied in the 

school in difficult situations or crises?

Teachers
What strategies are applied in the 

school in difficult situations or crises?
n % n %

In urgencies the school head takes the reins 0 0 5 45.45
In urgencies actions are taken according to the established role 

distribution in the school 0 0 4 36.36
The school heads copes with urgencies the best 0 0 0 0
In urgencies everyone contributes to the solution 1 100.00 2 18.18
Total 1 100.00 11 100.00

Source: own elaboration.

Table 13. Answers given by the school head and the teachers to question 12.

Possible answers

School head
How are changes introduced in the 
school of which you are the head?

Teachers
How are changes introduced  

in the school in which you work?
n % n %

Ideas for change come from the school head and he decides whether 
they are introduced 0 0 3 27.27

Ideas for change are negotiated on in the team 1 100.00 4 36.36
The school head is usually right in fact 0 0 0 0
Changes are a constant element of work and team development 0 0 4 36.36
Total 1 100.00 11 100.00

Source: own elaboration.

Analysing the answers to question 12, we can see that the school declares that all ideas for change are 
negotiated on in the team. The teachers share that opinion and, in addition, claim that changes are a constant 
element of work and team development. The results indicate that transactional and organic leadership permeate 
here.

Table 14. Answers given by the school head and the teachers to question 13.

Possible answers

School head
How is the process of information 

management organized  
in the school?

Teachers
How is the process of information 

management organized  
in the school?

n % n %
The information flow is controlled by the school head 0 0 4 36.36
Information is transferred according to the formally established teams 

and rules 0 0 2 18.18
The school head informs about his ideas on a regular basis 0 0 3 27.27
The school head creates the conditions for everyone to speak their 

mind and access information 1 100.00 2 18.18
Total 1 100.00 11 100.00

Source: own elaboration.
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The obtained information presented in Table 14 again proves that there is some discrepancy between what the 
school head declares and what the teachers say. 36.36% of the school’s employees indicate that the school head is 
a classical leader as he controls the information flow. Whereas, the school head sees himself as an organic leader, 
as he claims that everybody has the opportunity to speak their mind and access information.

Table 15. Answers given by the school head and the teachers to question 14.

Possible answers

School head
How is the cooperation between the school 

and its external environment agreed on?

Teachers
How is the cooperation between the school 

and its external environment agreed on?
n % n %

The school head decides as to with whom the school 
cooperates himself 0 0 2 18.18

The rules of the school’s cooperation with external 
organizations are clearly established 1 100.00 0 0

Most often it is the school head who has ideas 
concerning how and with whom the school should 
cooperate 0 0 1 9.09

Cooperation is started according to the needs of the 
people and the team 0 0 8 72.72

Total 1 100.00 11 100.00

Source: own elaboration.

The answers obtained in question 14 again demonstrate the lack of coherence. 72.72% of the teachers believe 
that the school head starts cooperation with the local environment according to the needs of the people and the 
team, which indicated organic leadership. The school head sees himself as a transactional leader in that aspect, as 
he claims that cooperation with the local environment is clearly established.

Table 16. Answers given by the school head and the teachers to question 15.

Possible answers

School head
How is work assessment/evaluation 

carried out in the school?

Teachers
How is work assessment/evaluation 

carried out in the school?
n % n %

The school head assesses others and their actions himself. 1 100.00 7 63.63
The rules of assessing people and actions are agreed on with the team. 0 0 2 18.18
Assessment is carried out spontaneously in the course of work. 0 0 0 0
The main way of assessing people and their work is their self-assessment 

and evaluation of their own work. 0 0 2 18.18
Total 1 100.00 11 100.00

Source: own elaboration.

Analysing the last question in the survey’s questionnaire, we can see that the school head and most of the 
teachers agree that the leader assesses others himself. That type of action is typical for classical leadership.
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The analysis of the data presented in the tables shows that in five cases the school head’s answers were 
coherent with what the teachers who work in the same school stated. Unfortunately in as many as nine questions 
the school head did not give the same answer as the teachers (Figure 1).

Classical 
Leadership

13% Transaction 
Leadership

20%

Visionary 
Leadership

13%

Organic 
Leadership

54%

SCHOOL HEAD'S STATEMENTS

Classical 
Leadership 

50%

Transaction 
Leadership

24%

Visionary 
Leadership

7%

Organic 
Leadership

19%

TEACHERS' STATEMENTS

Figure 1. Coherence of statements concerning the same aspect among the school head and the teachers who work 
in the same educational institution

Source: own elaboration.

Conclusions
The aim of this study was to present the results of the research concerning creating organizational fiction in 

building a participative work environment. The material gathered in the research and the conducted analyses show 
that the head of a randomly selected Primary School who took part in the study in 54% sees his actions as fostering 
organic leadership. Only 13% of his decisions refer to classical leadership. These statements are not reflected in 
the interviews conducted among teachers. 50% of the respondents declare that the school head with whom they 
work organizes his actions within classical leadership paradigm, 24% believe that transactional leadership is the 
dominant style, 19% claim that the school head represents organic leadership and 7% refer to visionary leadership.

The discrepancies observed in the research may have a negative impact on creating unanimity in pursuing 
the established goals. Oftentimes it may lead to a struggle between the truth and fiction concerning a given school’s 
functioning. All process that contain contradictions are an impulse for continuous development. Kieżun (1997) 
points out that complete agreement and unanimity may prove dangerous as they may be a result of passivity. 
However, it does not alter the fact that the school head should look into his or her actions, bearing in mind that it 
influences the functioning and involvement of other members who make up the school organization.
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Abstract  Low-budgeting is one of the most important pillars of backpacking. It is considered to be the primary 
determinant of this type of travel. Because the cheapness, economic efficiency of spending money, the 
calculation of expenditure, determines the practical dimension of this type of tourism. It allows to take trips to 
the most distant regions of the world, to all those (especially young people) who do not have sufficient financial 
backing, to benefit from the offers of tour operators. Hereby a part of the scientific community understand the 
low-budgeting and see a specific financial backpacker’s tactics in it. Others, in turn, notice more and more 
widespread loosening of budgetary discipline among backpackers, their free approach to economic issues and 
not limiting travel expenses. To describe the concept of low-budgeting in backpacking, to understand its essence 
and determinants, the survey was conducted in 2015/2016. The study involved 100 respondents between 22 
and 35 years old who identify with backpacking and did at least one such a trip. The socio-economic issues of 
backpackers ‘ travel, material backpackers’ compensation and the economic motives of the trips they undertook 
were analysed.

#0#

Introduction
It is acknowledged that the low financial outlay for a trip is a pillar of backpacking, as are three others: 

independent of the tourism industry and self-sufficient way of planning and executing the journey, as well as deciding 
the direction of the expeditions (Pearce, 1990, 2006; Cohen, 2004; Pearce, Murphy, Brymer, 2009). In Australia this 
type of travel is included in the international budget tourism sector [sub-sector of international budget tourism] 
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(Hampton, 1996, 1998) justifying that it is characterized by the choice of travel practices that favour and enable the 
preservation of low-budget discipline. “Backpackers – as recorded in the development strategy of one of Australia’s 
administrative regions – are less susceptible to fluctuations in the economy and more flexible in the face of the 
economic challenges of the world” (Backpacker tourism action plan 2009, p. 2). The backpackers themselves admit 
that “they can sleepover in most countries of the world for less than 10 polish zloty or even for free (...). They eat 
what the natives (...). They usually use local communication, hitchhiking or on their own feet. Most backpackers 
follow the rule that they will eat and sleep well at home” (Sachno, 2008, p. 56). The cheapness is the particular 
advantage of this style of tourism (Jabłonkowska, 2016; 2017). However, as Dłużewska remarks (2004, p. 27; 
2007), backpacking should not to be confused with the Tatra mountain hiking, nor with the lack of money. Traveling 
with a backpack is not vagabonding “in most cases” – explain Patyra and Dłużewska (2015, p. 44) – “is not due to 
poverty, but to the chosen philosophy of travelling”.

In recent years, the backpackers’ society has been promoting the loosening of low-budget discipline. Many 
backpackers do not limit travel expenses, especially if they are directly linked to their need of experiencing and 
learning. They think that when they come to a place, they should take full advantage of the opportunities offered 
to them. So they are ready to pay almost any price for services that will enable them to fulfil their desires (Grygiel, 
2010).

So how to interpret low-budgeting in backpacking? What practices fit into the financial backpackers’ tactics? 
In order to answer these questions, there was conducted the study of socio-economic conditions of backpackers’ 
travel, their material salaries and the economic motives of their trips were analysed. The survey, conducted from 
November 2015 to February 20161, involved persons who identified themselves as backpackers and had at least 
one expedition in this type of travel. There were 100 persons (41% male, 59% female). The median age of the 
respondents was 25 years (the youngest was 22 years, the oldest was 35 years), 41% of the respondents were 
unemployed, 35% declared informal relations, 17% married, and 7% were divorced or widowed (widowers). 
The respondents were mainly from cities (76%), had higher education (42%) or medium (34%), after vocational 
school there were only 23% of people, and elementary – 1%. 65% of surveyed backpackers carried out more than 
4 backpackers’ journeys; almost every fifth respondent had 2–4 expeditions, and for 14% backpackers such a trip 
was a one-time experience. The survey was used asking about the socio-economic conditions of the backpackers’ 
trips (related to the preparation and execution of the trip, sources of its funding, the work undertaken during the 
expedition).

The financial conditions of backpackers
The material background of the surveyed backpackers (Figure 1) does not allow for an unequivocal conclusion 

about their poor financial condition. Over half of them (66%) rated their financial situation as good (51%) and even 
very good (15%). Only 28% – as average and only 6% – as insufficient.

1 The research was carried out by Marta Cieplicka, a student of West Pomeranian University in Szczecin, unpublished master’s 
thesis: Backpacking as a form of practicing contemporary tourism among people aged 20–35 together with socio-economic aspects, 
thesis supervisor prof. B. Stankiewicz. Assistant thesis supervisor dr Jolanta B. Jabłonkowska.
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Figure 1. The financial evaluation of respondents (%) 

Source: own compilation based on M. Cieplicka, Backpacking as a form of practicing contemporary tourism among people aged 20–35 together 
with socio-economic aspects (unpublished master’s thesis).

Backpacking – as the data indicate – do not choose people with small financial resources. Such situations 
are rare and concern only 6% of the examined backpackers (their material conditions – in their opinion – are 
inadequate). For the most part, however, the choice of low-budget travel is the result of their voluntary choice. It’s 
a skill. “Cheap Travel (...) – it is style, fashion, not necessity. Backpackers are generally well-off people, can afford 
airplanes and appropriate clothing – warm Gore-Tex jackets, special cotton underwear that does not soak. And also 
gadgets like self-contained mattresses or water bottles, adjusting to the shape of the free space in the backpack” 
(Więcka, 2002, p. 78).

The “cheap” travel organization skill goes beyond the simplistic concept of low-budget tourism. You have 
to have a certain amount of financial resources to be able to afford to meet your travel needs. The expenses 
associated with backpacking travel are in many cases far higher than those incurred by so-called mass tourists 
(Loker-Murphy, Pearce, 1995; Newlands, 2004; Hannam, Diekmann, 2010). Backpackers are consumers (like the 
mass tourists) of tourist and recreational attractions that require some financial independence and wealth (Shields, 
1992; Cooper, O’Mahony, Erfurt, 2004). But with the difference in terms of institutionalized tourists, they do not 
consume ready packages, but they make their own decisions about financing their next stages of travel according 
to their individual expectations, associated with experiencing pleasure, time and economic capabilities.

Many researchers believe that, backpackers travel on a low budget, with strict spending limits. They choose 
cheap accommodation, cheap means of transport, inexpensive ways of eating, etc. Therefore, they are suggested 
to be called “budget travelers” (O’Reilly, 2006, p. 1005–1006). In order to check the amount spent on travel, the 
respondents were asked about the average expenses they incurred during the week. The respondents marked their 
declarations using scales of answers containing quota ranges.

The analysis of the expenses that the respondents incurred during the trip indicates that when they arrive at 
the destination they do not limit their expenditures. 37% of them spent 250–500 zł in the destination within a week; 
31% – over 501 zł (some even above 1,000 zł), whereas the minimum spending, not exceeding 250 zł, was declared 
by 32% of respondents (Figure 2).
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Figure 2. The range of weekly expenses during travel (%) 

Source: own compilation based on M. Cieplicka, Backpacking as a form of practicing contemporary tourism among people aged 20–35 together 
with socio-economic aspects (unpublished master’s thesis).

The most amount of money backpackers spend on food. Figure 3 shows the structure of expenditure incurred 
by respondents during their departure. The living needs significantly outweighed the costs: food purchases 
(100% of indications). Not every respondent used the available accommodation facilities, so the fees related to 
accommodation indicated 67% of the respondents. The separate expenditure group included needs of cognitive 
nature: related to cognition and experiencing (purchase of admission tickets for tourist and recreation attractions – 
47%). The lowest was the amount spent on the use of alcohol and cigarettes, declared by only 7% of respondents.

The above declarations indicate that expenditure related to the implementation of backpackers’ travel is not 
low, which seems to deny universal opinion about the “cheapness” of backpackers travel. The effect of this apparent 
discrepancy is probably the specifics of this type of trip and the nature of the backpackers themselves. Therefore, 
caution should be kept when formulating final conclusions about the economic backpacking conditions and consider 
the issue of expenditure flexible.
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Figure 3. Backpackers expenses (%)

Source: own compilation based on M. Cieplicka, Backpacking as a form of practicing contemporary tourism among people aged 20–35 together 
with socio-economic aspects (unpublished master’s thesis).
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Issues related to the financing of backpacking trips are also important. The respondents were asked about 
ways to raise money for their backpacking trip (Figure 4).

58

13
25

4 2

Accumulated savings Bank loans Friends loans Sponsoring Family financing

Figure 4. The financing sources of trips (%)

Source: own compilation based on M. Cieplicka, Backpacking as a form of practicing contemporary tourism among people aged 20–35 together 
with socio-economic aspects (unpublished master’s thesis).

Respondents pointed out that their trips are mainly funded by pre-existing savings (58%). Every 4 people 
borrow from family or friends. Some benefit from the help of institutions (13%), even less from sponsorship.

Respondents were also asked about the forms of taking up employment while traveling. 28% of respondents 
said that part of their time spent on work to finance their own trip. Among the answers about the specifics of the 
work done there were examples of: mobile jobs in the IT industry (13%); playing musical instruments (5%); letting 
soap bubbles in the streets (6%); temporary and short-term work on the farm (4%).

The knowledge of the economic backpackers’ salaries was supplemented by information on the market value 
of the equipment they carry with them (Table 1). The warrantor of securing the many needs of backpackers is good 
quality equipment. The price of equipment that they take with them depends to a large extent on the materials 
they are made from, the quality, the weather and damage resistance. The question about the money sources 
the respondents spend on the equipment would not reflect their financial capacity to prepare a low budget trip, 
but to indicate what resources they use on the various elements of their backpacking allowance and also – what 
is their special value in choosing the equipment. Basic equipment is the cost of approximate 1640 zł. Converted 
into average expenditure on travel, assuming that equipment is exploited on average in 5 years – basic equipment 
represents 13.32% of the average amount spent on a given trip.

Table 1. The money the respondents are willing to spend on a given item of equipment 

Equipment
Financial value of equipment (zł)

0–200 200–500 500–1,000 1,000–1,500 Over 1,500
Shoes 28 43 26 3 0
Backpack 30 41 19 10 0
Tent 19 35 29 15 2
Sleeping bag 43 27 24 6 0
Digital camera 0 0 14 39 47
Video camera 0 5 24 55 16
Electronic book reader 38 41 19 2 0

Source: own compilation based on M. Cieplicka, Backpacking as a form of practicing contemporary tourism among people aged 20–35 together 
with socio-economic aspects (unpublished master’s thesis).



128 European Journal of Service Management

Jolanta Barbara Jabłonkowska, Bogusław Stankiewicz

The respondents spend most on electronic equipment, obtaining good cameras and cameras, spending the 
least on a sleeping bag.

The most significant factor in selecting the items is the price, although the respondents also pay attention to 
other criteria. The quality, weight and opinion of other users are also important. The origin of the product took fifth 
place on the scale. However, the brand and fashion are of little importance.

Economic motives of taking up backpacking
Respondents were asked about their motivations to choose backpacking (as a consciously approved form of 

travel) and the preferences of the places they visited. The answers to the question concerning the first part were 
related in many cases to low-budgeting. 19% of respondents opt for backpacking because of low travel costs, 27% 
due to their limited budget. But the motives associated with economics were not the most numerous. The social 
aspects of tourism were more important. For 36% of respondents, the preparation of such a trip involved the 
pleasure of self-organization and personal design of the way to spend free time; for 39% – with satisfaction resulting 
from coping with difficult conditions; for 29% – with the need of meeting new people from different parts of the 
world and from different cultures; for 25% – spending an unlimited amount of time at a particular place according 
to personal design. In the other categories were as follows: “no one except me has my time”, “I decide for myself” 
(25 points); “I develop my personality”, “I develop different skills and broaden my horizons, which will be useful 
in my personal and professional life” (17 references); “A good way to learn foreign languages” (31 references). 
The respondents also pointed out (these were individual answers – 4%) on: the educational aspect of backpackers’ 
travel, the temporary possibility of getting rid of daily duties, lack of interest in other forms of tourism.

The analysis of the countries, the examined backpackers visited during their backpacking trips, also does 
not allow concluding on the economic basis of these choices. Among the most popular European countries were 
Croatia and Montenegro (64%); Albania, Bosnia and Herzegovina (51%), Romania, Bulgaria, Moldova (49%), France, 
Monaco (43%), Greece, Macedonia (41%), Belgium, the Netherlands, Denmark, Luxembourg (32%), Kosovo, Serbia 
(31%), Italy (27%), Austria, Germany, Liechtenstein (19%), Turkey (15%), Malta (10%), Belarus, Ukraine (10%), 
Russia (7%). Among the Asian countries, there were indications of Georgia (24%), India (13%), China (9%), Vietnam 
(9%), Cambodia (7%), Laos (3%), Nepal (2%), Thailand (1%), Japan (1%). From the North America: the United 
States (7%), Canada (4%), Mexico (4%), Panama (2%), Cuba (1%), Costa Rica (1%). In South America, it was Bolivia 
(3%), Venezuela (2%), Brazil (1%). In Africa, respondents travelled to Morocco (8%), Egypt (3%), Zimbabwe (1%), 
Cameroon (1%). In Australia and New Zealand, one respondent indicated his travel presence at this place.

The catalogue of indicated countries does not reflect any economic regularity. You cannot find in these 
choices the differences between the rich and the poor. The respondents visited both the countries of the economic 
prosperity as well as the ones which are in the process of achieving this goal. It can also be noted, however, that 
European countries dominate as well as former socialist countries. 

Conclusions 
Backpacking appears as an intrinsic activity in the philosophy of life, which has its roots in both the stage 

of human life and its materialistic side. Although low cost travel arrangements for most backpackers seem to be 
part of their conscious choice and style of spending their leisure time, rather than the necessity of their overall bad 
financial situation.
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Backpacking is a type of tourism which fits more in with social relationships than in economic algorithms. Low 
budgeting should be understood as an orientation on “cheapness” stemming from the desire to impose budgetary 
rigor to spend according to “personal” needs, most often in the reverse to mass tourism: the least money spent 
on the basic needs of life functions and much more for higher needs – self-fulfillment needs : promoting personal 
development, strengthening self-esteem, improving physical and mental health, developing economic, political and 
historical knowledge and practical skills useful in private and professional life. If there are no funds to continue the 
trip then backpackers undertake part – time jobs.
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Abstract  In this article the issues of social responsibility and necessity of its implementation in public sector have 
been taken on. We’ve tried to answer the question: what criteria should be taken into account in bargaining 
procedures so public task could be completed concordantly with social responsibility rules and in what way 
logistic can support completing public tasks. It’s been said that main criteria consist of ecological and social 
aspects influencing for example improvement of quality of life, solving of social issues and abiding law by 
executors. Moreover we came to the conclusion that logistic area with its coordinating function is the most 
predestine for giving public services.

#0#

Introduction
Meaning of social responsibility and economical aspects is constantly growing. More and more often it is 

a basis of building mutual trust and transparent relationships between external and internal buyers. Nowadays 
being socially and responsibly active should occur among not only economic units, but also public sector  



132 European Journal of Service Management

Sabina Kauf 

ones,1 to which social responsibility is a main goal. It is a consequence to a community, entered in essence of its 
functioning. Any tasks completed through public services have a function to satisfy social or local needs (Tribunal 
of Constitution, 1994, pp. 191–200). That’s why it can seem like the public sector should be socially responsible and 
it does not has to undertake additional and very expensive activities to prove that fact. 

However from the concept of country that guarantees responsibility for delivering mutual good with synchronic 
resignation from independent performance of public tasks says that. National services don’t have to or even should 
not complete all of the tasks independently. As a natural consequence of higher mentioned data is commitment 
private sector in implementation of public tasks as tender procedures. Main meaning is transcribed to expenses 
so social and environmental aspects are neglected. It is happening even though European Union guidelines2 and 
amendment of acts about law of public orders in membership countries. Then the questions are created:

 – what criterion should be made in accordance with rules of social responsibility of public orders to make 
choice of the best solution possible, 

 – in what way responsible Logistics can support completing public tasks. 
Those questions are a starting point of consideration of these assumptions, and its goal is to show 

dependencies in implementing social responsibility in area of public services logistics.3

Validity of implementation of concept CSR in public sector 
Concordantly with The European Union green paper CSR is a concept of voluntary consideration of social 

and ecological aspects in directing commercial actions and contacts with surroundings (Green Paper…, 2008). 
Its implementation lets to improve competitiveness in area of expenses and financial productivity, it helps to increase 
effectiveness of using human capability, is an engine of innovation, simplifies management of risk and improves 
image of the company in customers sight (Communication…, 2008). 

The concept of „Corporate Social Responsibility” shows that it is a concept addressed to economical units. 
Adjective „Corporate”, because of its entrepreneurial connotation, from public sector point of view, doesn’t seem 
to be very adequate. It results from a goal, which is to guarantee correct functioning of society. Without existing 
public sector, social services would be offered on unsatisfactory level in area of quantity, quality and price. This 
assumption excludes economic activity, which may be leader only if it finds explanations in social goals. However 
ineffectiveness of public sector leaded to change the ways of thinking and managing. They deployed concept of 
New Public Management, which means to commercialize public sector and managers way to managing it. This 
means that this sector has its business rules. Enterprising character can be seen in responsibility for good and 
effective delivery of services which means creating their availability and openness and low cost of delivering them 
(Wodecka-Hyjek, 2008, p. 247). It seems to explain necessity to implementation of CSR public sector.

Social responsible actions are used to legitimization of society, and main goal of CSR is showing that any 
entrepreneurial actions, in ethical, social and ecological aspect ale useful for society and their production is 

1 Through the public sector we understand local government units and other public benefit organizations.
2 In 2005, the European Commission published a handbook highlighting the need to integrate sustainable development into 

public procurement, and in 2008 Sustainable Consumption and Production and Sustainable Industrial Policy which contains the 
necessary guidelines to help reduce the pressure of the economy and society on the environment.

3 Public service logistics is understood as temporal-spatial transformation of goods related to the realization of public tasks. 
Logistics is also an important part of cross-sectoral coordination (private, public and non-governmental sectors) (Kauf, 2014, p. 46).
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responsible (Kuhlen, 2005, p. V). Knowing that we should say that actions helping to deliver values to buyers in 
responsible way should be leader by those units which feel the lack of legitimization. For public organizations, 
social responsibility is a main goal, which make them have democratic card. So we can’t say they don’t have 
social card. Possible lack in this area come from deficit of communication. If it is like that then we should ask 
a question: why implementation of the Social Responsibility concept is necessary to public sector? The answer 
seems to be easy. Public sector is quitting independent implementation of public tasks more and more often. 
It is giving its entrepreneurship to private units in which legitimization deficit can be bigger. Some aspects can 
be worrying for example conditions of work which in case of realization of tasks by external units can get worse 
and lead to dissatisfaction and objection of society. That is why decisions of public sector units about choosing 
external contractor should be addicted to for example consequences for labor and quality of provided services 
(Amirkhanyan, Kim, Lambright, 2007, p. 703). 

Connections of public sector with economical one are pointing the necessity to create affiliate multisector 
relationships. Only then cooperation will elaborate, giving satisfaction to both sides and advantages to local 
societies. This direction is recommended by World Business Council for Sustainable Development in document 
„Vision 2050. The new agenda for business”. They pointed what actions should be taken into account to until 
2050 „around 9 billion people live well, and within the limits of the planet”. In the document it was emphasized 
that an important factor determining balanced development is cooperation between sectors, consisting of mutual 
decision making and mutual responsibility for taken actions in all involved units. In this context correctly understood 
Corporate Social Responsibility can help with completing public tasks. 

In harmony with data above public sector should be responsible for creating conditions of effective abiding 
the law, following the procedures, preventing corruption and make ethical actions common. In the matter of social 
and environmental responsibility, public sector also fulfills part of middleman between business world and society. 
Its actions in this area should concentrate on creating good conditions to choose by economical units (and not only) 
voluntary commitment for balanced development. Main goal of a public sector i also providing effective coordination 
of actions in this area and creating a platform to exchange knowledge and experiences. As a consequence we can 
highlight four main functions, which public sector can make in relation to Social Responsibility Concept (Tenta- 
-Skwiercz, 2009, p. 111):

 – educational – promoting concept of CSR,
 – coordination– supporting structuring and negotiating programs of CSR,
 – motivational – making it common to give incentives to representatives of economic area to taking social 

responsible actions,
 – integrative – creating conditions to cooperation between sectors and building public-private partnerships. 

From a point of view of those considerations the most interesting is the last function that refers to deputing 
implementation of public tasks to external units. Among them the most determined ones seem to be logistic 
operatives because logistics with its coordination function creates the biggest possibilities of optimal forming joints 
between public and economical area. Logistic operatives can take on various tasks which area is unlimited. They 
can provide classical (transport, warehouse jobs, order picking), consulting, financial and personal services. They 
can also produce public tasks (like export of waste) and use public sector logistically (feed of the hospitals). Use of 
logistics to complete public tasks requires creating proper procedure of transmitting production of tasks to external 
units. Those procedures are public orders. 
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Public orders as the social base of responsible Logistics of public services
From the principle of subsidiarity it results that public sector should concentrate on its main activity and 

commercialize the rest of it. This creates possibilities to develop logistic public services. Transferring implementation 
of public benefits to logistic operatives makes it real to implement CSR concept to the public sector. It comes from 
a fact that thanks to Logistics initiative, some climate conferences have been and are organized where problems of 
development, responsibility and ethics are discussed. In implementation of logistic processes they started to look 
for pro-ecological solutions and taking into account results of logistic actions for the environment so the society 
could find their reflection in Logistics Social Response (Carter, Jennings, 2002). Coordination function coming from 
idea of Logistics lets to creating partnerships between sectors and promoting way of cooperation that lets to mutual 
determining goals taking into account rules of balanced development and social good. 

Because of public paymasters decisions are made by political and administrative teams, they describe 
conditions of public-private contracts. Because of long term character of public tasks should have form of contracts 
with limited time of duration, depending on type of contract and quality of services (Budäus, 2005, pp. 11–18). 
As a consequence public sector can get logistic operatives to completing public tasks on regulated concurrency 
rules based on act about law of public orders. Procedure of a choice of contractor consists of two levels. Allowance 
g to the second requires from potential entrepreneurs completing formal requirements and having attributes to 
predispose them to completing the task, for example; knowledge, experience, technical and human potential and 
proper financial conditions. In second level choice of the most advantageous offer is being made for example; 
the cheapest or the quickest. These criteria shouldn’t by the only ones because they can lead to short termed 
advantages (Kauf, 2008, p. 265). 

From the point of view of social responsibility the key factors of choosing logistic contractor should be 
environmental policy and social aspects. Those should be literally concluded in tender conditions. Only those 
completed ones will be environmental and social provisions coming from rules in Law of public orders. Those 
modeled ones in the same way as polish law system has been introduced in July 2016. At that time an act about 
changing the act of Law of public orders (Dz.U. 2016, poz. 1020) has been approved, it implemented guidelines 
of European Union Parliament and European Council from February 2014. Those guidelines have become very 
effective tool socially responsible of public orders which means that those which respect human and labor rights, 
support social attachment and social economy and promote mutual equal chances; availability and universality 
of public orders. Idea of taking into account social aspects in European Union forms Strategy called ‘Europe 2000’ 
for intelligent and balanced development beneficial for social connection. Its main goal is to support; economy of the 
effective use of resources, more environmental friendly and beneficial for social connection. On the other hand idea of 
consideration of social aspects on national level forms for example Strategy ‘Efficient Nation2020’. Concordantly with 
its rules, goal of effective management of physical and financial resources, public sector should spread already existing 
law results considering social issues (social clause)and ecological aspects (green public orders) in tender procedures. 

Social implementation of responsibility to public services Logistics should be precluded with analysis 
of antisocial influence arise from ordering process and identification of social areas if interest. Also important 
are partnership relations with contractors (logistic operatives). Respecting social dimension in choosing logistic 
contractor it can find their reflection in preferring units that care about safeness and health of their employees, 
promoting an employment of workers from nearest area, those who follow basic work standards , fair wages or 
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equality of chances. Eliminating those who do not complete those requirements coming from law of work and social 
or health securities of hired workers .

New law regulations let to choose those logistic partners who are directing themselves not only with economic 
issues but social ecological. Concordantly with amendment of act law of public orders the criteria of assessment of 
offers is price, or expenses or different criteria related to unit of order. This means that we should choose the most 
economically efficient offer which doesn’t mean the same as the cheapest one. As an effect it will let to for example 
buy more expensive but more environmentally friendly and cheaper in exploitation ways of public communication 
(smaller use of fuel) or devices used in implementation of infrastructures investments. Environmentally friendly 
product, even more expensive one, in longer perspective can become cheaper one or equally cheap as the product 
that we used until now. Explanation of a choice of the most economically friendly offer in this case would be Life 
Cycle Cost (LCC) analysis. Defines it Directive 2014/24/eu of the European Parliament and of the Council at art. 2 
p. 20: „life cycle all consecutive and/or interlinked stages, including research and development to be carried out (…) 
throughout the existence of the product (…). According to art.91 ust. 3c of act of Public Orders Law these are the 
costs connected to buying a product, its use (use of energy and different resources), maintenance and with drawl 
of exploitation (costs of recycling).

Strong connections and dependencies between sectors, especially their integration and merging in process of 
implementing public tasks cause that results of actions of one units have very strong influence on reputation of others. 
Facilitation of elimination of risk transpires in order to widening responsibility. In area of Logistics and management 
of chain of deliveries, widening of responsibility is described as corporate social watchdog and it stands to taking 
over dominant position in chain of deliveries by a company or leading corporation which describes standards for 
their suppliers directed by their behaviors in way of their values and expectations. In case of implementation of 
public services role of corporate social watchdog takes off the public administration and standards are described 
in order to tender procedures. Moreover public sector takes paternalistic responsibility for their entrepreneurs 
because from power of law, the responsibility for availability of services is in his hands .In case of not completing 
the task by a private unit, public contractor who is committed to deliver a service anyway. This causes that division 
of risk is asymmetric. Concordantly with the concept of corporate social watchdog relationships between public 
administration and public services entrepreneurs are main point of interest (Faisal, Banwet, Shankar, 2006, p. 535). 
As an effect, disputing pursuance to partnership relations between sectors , some differences in tender forces, 
which is usually at public sector side, are having place. In many cases entrepreneurs understand reasons of existing 
this inequality and are able to accept it. 

Above data directs to transformation of CSR concept in direction to its domination not only in economic units 
but also whole width of connection between public and private sector. Necessity to socially forming of responsible 
logistic of public services comes from expectations of the society. Those apply to making only smart and necessary 
purchases for example products that in possibly smallest point having impact on environment and taking into 
account socially-economical results of shopping decision. 

Summary
Based on made studies it emerges that among main criteria , which should be implemented with harmony with 

social responsibility rules in public orders are; ecological aspects (solutions that in whole cycle of products life have 
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the smallest negative impact on natural environment) and social (employing disabled and people from the nearest 
area, guarantee of minimal wages). Taking them into account leads to many positive effects:

 – improving quality of life, health and satisfaction of citizens – lowering level of global warming,
 – reduction of expenses– for example energy–saving results,
 – solving social issues–for example influence on policy of employment in the nearest area,
 – control of following the law by entrepreneur – for example unfair actions to employees,
 – image advantages and demonstration of social sensitivity.

Social responsibility more and more often is seen as one of key megatrends of logistics that’s why it can 
support implementation of public tasks in important way. Anchored in logistics function of coordination, lets to 
optimize connections between public area and economic one. Logistic operatives can deliver almost unlimited 
variety of services, from classical ones (transport, warehouse jobs), through consulting, financial, personal, to public 
tasks (export of waste) and logistic services (supplying hospitals).
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Abstract  Participation of clients in the creation of value for contemporary organizations refers both to companies 
offering material products as well as non-material ones. Services, due to some specific characteristics, and 
the indivisibility of providing service with consumption process, provide convenient opportunities for a client 
to participate in the rendering process as well as in the pre-purchase and after the completion of a service 
stages. Customer engagement in value creation can take many forms, both through direct contact and use of 
the Internet.
The aim of the article is to present the possibility of co-participation of clients in value creation of service 
products, with emphasis on their Internet activity. In the article, based on theoretical reflections, were presented 
the results of a survey conducted in 2017 among 256 young consumers. Studies have shown that respondents’ 
prosumer activity on the Internet takes place mostly after the transaction, mostly as recommending specific 
service providers, and less likely sharing negative feedback. In general, the respondents rated their involvement 
as moderate, slightly higher in this respect were men, among whom however one in three, has assigned himself 
the lowest rating in this regard.

#0#

Introduction
Standard services’ characteristics such as intangibility, inseparability, heterogeneity, and perishability 

(Gilmore, 2006, pp. 17–18) make the customer in a service company more than just a consumer/purchaser, as he 
becomes a co-creator of a service process. Particularly important role in this respect is played by the intangibility 
of services and their inseparability, which means simultaneity of service provision and consumption. S.L. Vargo, 
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R.F. Lusch suggest that mutual interaction requires first and foremost building symmetric access to information, 
cultivating dialogue, building value-creating networks, learning by exchanging, and adopting a relational perspective 
(Vargo, Lusch, 2004, p. 7). As A. Hamrol states, the interaction between a service provider and a customer “cannot 
be reproduced in series as in production processes” (Hamrol, 2007, p. 20). The interactive nature of a service 
implies the involvement of a recipient, who “becomes a part of a service”. Thus, it can be stated after W. Trzebiński 
that quality of a service and the level of satisfaction with its implementation is largely dependent on a customer 
himself, while the source of the difference in perception of the quality of a given service among customers is the 
customer’s demand for the service (Trzebinski, 2006, p. 27).

It should be stressed that customers are primarily involved in contributing their value in the process of providing 
services. K. Rogoziński points out that a routine service order does not exclude an authentic dialogue, without which 
it is impossible to establish any lasting relationship between the service provider and the recipient. The cited author 
emphasizes the fact that the term “recipient” does not mean a reduction of client’s role to passive reception. A client 
not only specifies his expectations for the service but also actively contributes to the service by actively participating 
(Rogoziński, 2000, p. 17). Consumers can also support the process of service creation at the pre-purchase phase 
(eg, refinement ideas, pre-testing concepts) and in the post-purchase phase (eg recommending service to other 
customers).

The purpose of the paper is to present the possibility of co-participation of clients in the creation of services 
value. Due to the young age of respondents showing the typical characteristics of digital consumers, the empirical 
part is focused on the Internet’s pro-consumer activity, mainly related to activities in the post-purchase phase. 

Co-creation concept in the light of DART model
Among the numerous authors analyzing the issue of customer value co-creation, a large contribution should 

be attributed to publications of C.K. Prahalad and V. Ramaswamy. In their view interactions between an enterprise 
and a customer in the process of co-creating services require respecting four key assumptions: dialogue, access, 
risk assessment, and transparency – so called DART Model (Prahalad, Ramaswamy, 2004a, pp. 23–31). 

Dialogue means interaction, deep commitment and willingness to act. It includes not only exchanging or 
sharing knowledge, but also a whole new quality of mutual interactions (interactivity, deep commitment, listening 
ability, empathic understanding of consumer experience). The dialog allows users to turn their value proposition 
into a value-added process for the organization. This feature in the practice of service companies is implemented 
not only during purchase phase but also in the pre-and post-purchase phases. In practice, it requires the creation 
of a forum where a dialogue can take place, often involving building thematic communities around specific brands 
or service providers.

Access – presupposes the opportunity to take advantage of certain elements of the offer, the desired 
experiences without having to take possession of them. So not only at the last stage of the buying process (sale 
and transfer of property rights) but also at the design and product development stage, customers should be able to 
“experience value “. In the case of services, mainly due to their intangibility and perishability, an experience of value 
before purchase may be difficult, especially in relation to the so-called “pure” services.

Transparency – refers primarily to information access by customers who are involved in product development 
and are increasingly aware of the information they need. Transparency of information makes it easier to build 
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trust between customers and manufacturers (asymmetry disappears). It should be emphasized that in relation to 
services, informal information from other recipients is a significant source of information for formal sources.

Risk Assessment – In recent years, debates on risk and compromising between hazards and benefits of 
buying specific, questionable side effects of products and services (such as hormone therapy) have intensified. 
The multidirectional discussion of potential risks makes consumers using their experience and knowledge capable 
to counteract the negative phenomena, thus taking over some of the responsibilities associated with the purchase 
of problematic products (Prahalad, Ramaswamy, 2004b, p. 8).

Combining elements of dialogue, transparency, risk assessment and access makes it possible for companies 
to take better decisions, more effectively engage clients as co-workers, or build a new quality of relationships based 
on dialogue and trust between equal partners (Dziewanowska, 2013, p. 46).

The application of the concept of value co-creation obliges service providers to work with clients to define 
problems related to the preparation of a service offering, primarily through direct contacts and social networking 
sites, and to identify ways to resolve them. It is essential to ensure diversity of activities, considering the increasingly 
individualized needs of modern consumers.

Consumer of the 21st century as a co-creator of products and services value
The consumer of the 21st century is more and more educated and demanding towards products and services 

offered to him. His active approach and commitment is the result of the transition from passivity to action, from 
anonymity to the desire for subjective treatment, from seeking material benefits to seeking emotion, experience 
or contact with nature. Thanks to the rapid development of new technologies and the spread of Internet access 
(in Poland by the end of 2016 already 80% of households had access to the Internet – Raport strategiczny..., 2017, 
p. 10), the consumer of the 21st century not only has wide access to up-to-date information but also can edit and 
transfer it. This activity is especially noticeable among young people, most often using the Internet (E-commerce..., 
2017), who as digital consumers systematically make purchases in e-shops, using a variety of mobile applications.

In the light of the growing knowledge and activity of today’s consumers, it is becoming increasingly important 
for companies to engage the customer in the process of contributing to the organization’s value. An active, engaged 
client is referred to as a prosumer. This concept gained popularity in the 1980’s with A. Toffler’s works, who defined 
the prosumer as a consumer involved in the product co-creation process, to meet his or her best needs (Toffler, 
1980).

The problem of dual role played by consumers is more and more often being taken up in a domestic and 
foreign literature of the subject. Among the proposed definitions, one can observe the lack of clarity, some authors 
narrow prosumption activities only to participation in product development, omitting other possibilities of influence 
(prosumer as a person co-creating goods and services by choice). Meanwhile, the consumer of the 21st century 
has an increasing role to play in creating a product and organization image, inter alia by participating in marketing 
communication process, especially with the use of a hypermedia computer environment. Increasing consumer 
activity is largely connected with the development of modern forms of communication (social networks, collaboration 
platforms), which allows creating a new quality of relationships with customers. Community building is related to the 
concept of tribalism and assumes that consumers spontaneously connect with specific brands and products, and 
exchange information as well as opinions, which is the first step in adopting prosumer attitudes. 
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The widespread use of prosumer activity in the definition of a prosumer was emphasized among others by 
A.I. Baruk. According to the author, a prosumer is a buyer co-participating with a seller or/and other buyers in 
the process of marketing creation, whose activity contributes to generation of tangible effects (eg. products) and/
or intangible ones (eg. image, brand) beneficial to all participants of a created by this cooperation relationship 
system in the form of a community of marketing partners linked by strong, positive emotions (Baruk, 2017, p. 87). 
In reference to the complex nature of the prosumer behaviour, the author exposes, in particular the innovative, 
relational, image and ethnocentric dimensions of prosumer behaviours (Baruk, 2017, pp. 88–117).

In the light of the presented assumptions, the authors argue that the prosumer should be understood as 
a consumer conscious and engaged in the process of creating value of a product and organization at the pre-
purchase stage, during purchase or after a transaction who through active interaction with the organization, 
contributes to achievement of mutual benefits, not only in economic terms but also social or image ones.

Method
In the article, apart from the critical method of literature analysis related to the subject matter, the results of 

own research conducted in January 2017 on the n = 256 sample were presented. Respondents were students of 
the Faculty of Economics at the University of Rzeszow at the age of 19–26, 76% of the respondents were women. 
Nearly half of respondents (47.2%) were rural residents, 39.0% came from cities up to 100 thousand, while 13.8% 
represented cities over 100 thousand residents. Random non-probability sampling was applied. In addition to the 
basic descriptive statistics measures, variance analysis was used and the NIR significance test at α = 0.05.

Results
The research was aimed at identifying the involvement of respondents in the process of creating value of 

selected services among the surveyed consumer groups, who mainly use the Internet to express their opinions and 
assessments. These are people who usually search before buying, looking for other users’ opinions, ask questions 
on the web, describe products themselves, promote their values, and recommend buying to others.

With regard to service units, the activity of consumers in the post-purchase phase primarily comes down to 
evaluation of transaction satisfaction as well as recommending the product/company to other potential customers 
(Table 1).

Table 1. Activity of respondents in expressing their own opinions on selected types of services (%)

Type of service
Percentage of respondents making at least one assessment:

positive negative
Trade 52.0 41.8
Gastronomic 50.4 43.0
Education 45.3 34.8
Banking 41.0 30.9
Tourism 40.6 30.5
Public administration 36.3 32.0
Medical 35.9 30.1
Insurance 33.2 28.1

Source: own calculations based on survey data, n = 256.
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The results of the study show that the greatest activity in terms of expressing their post-purchase feelings was 
noticed in relation to commercial and catering services, which at least once on their own initiative was performed by 
more than half of the respondents. It is worth emphasizing that positive feelings are shared more often than negative 
ones. It is also worth pointing out that similar situation was observed in relation to all examined services. The lowest 
evaluation activity was recorded for public administration, medical and insurance services, with an average of one 
out of every three respondents. Gender analysis of respondents showed that male respondents were more active 
in expressing opinions, both positive and negative (Table 2).

Table 2. Activity of respondents in expressing written opinions on selected types of services, regarding sex (%)

Rodzaj usługi
Percentage of respondents making at least one assessment

positive negative
women men women men

Trade 47.1 67.2 36.4 56.9
Gastronomic 46.0 60.3 35.9 60.3
Education 40.4 56.9 28.8 50.0
Banking 37.4 48.3 25.3 44.8
Tourism 37.9 44.8 25.3 43.1
Public administration 31.8 46.6 26.3 48.3
Medical 32.3 46.6 25.3 44.8
Insurance 28.8 43.1 22.7 41.4

Source: own calculations based on survey data, n = 256.

In order to determine whether gender of respondents has a statistically significant impact on the level of 
post-purchase activity, the analysis of variation and NIR significance test were performed. Based on the obtained 
results, it can be concluded that gender has significantly influenced the consumer’s commitment, as evidenced 
by the value of probability p level of 0.00002. Men rated their activity in opinion sharing significantly higher than 
women. A higher level of activity by men is found for all types of services analysed. The most noticeable is the 
assessment of insurance services, least banks, and catering services. It is worth pointing out that the surveyed 
consumers statistically significantly (p = 0.00013) more frequently assessed their activity in positive opinions – 
41.8% than negative 33.9%. It is visible both for men (51.7 and 48.5% respectively) and for women (37.7 and 28.3%, 
respectively). This consistency is reflected in all types of services analyzed, except for office services, where men 
were marginally less positive (46.6%) than negative (48.3%).

According to research conducted by the authors, besides expressing their opinions after the transaction, 
consumers also use other forms of product/company support, such as liking/ sharing in social media, as indicated 
by the vast majority (nearly 80%) of the respondents. It is worth emphasizing that seven out of ten respondents have 
done it several times or do it often (Kuźniar, Surmacz, Szopiński, 2017). 

In the final part of the survey, consumers were asked to specify on a scale of 1–5, to what extent do they feel 
as so-called active consumers, having at least partly impact on the structure of service products or creating the 
image of a company they use (Table 3).
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Table 3. Overall self-evaluation of respondents’ participation in the process of creating value of purchased services

Description Total
Sex

women men
General assessment on 1–5 scale 2.47 2.46 2.48
Percentage of extreme assessments

 – assessment 1 (%) 23.00 21.20 29.30
 – assessment 5 (%) 2.30 1.52 5.20

*1 means lack of engagement, 5 – very high engagement.

Source: own calculations based on survey data, n = 256.

The research shows that respondents rated their involvement as moderate. Men ranked slightly higher in 
this regard, yet every third men gave himself the lowest score. The highest ratings, reflecting very high prosumers’ 
activity, occurred only for a small number of respondents.

Conclusions
The process of contributing to the value of an organization refers both to companies offering tangible products 

and services. Knowledge, experience and customer engagement allow, among others, to define common problems, 
to indicate how to solve them, or to recommend to other users. In this respect, the Internet offers a wide range of 
possibilities in which users in many ways can express their acceptance or dissatisfaction with a specific market 
offer. Their activity in the network is not only to receive marketing communications, but also to edit or share opinions 
about products and brands with other users. They also express their engagement by making posts available in 
social media, participating in product knowledge contests, submitting their ideas, and disseminating consumer 
knowledge.

When it comes to services, providers seek to leave the recipient free to shape the structure of the service 
to meet the specificity of the buyer’s expectations. It is increasingly important for service providers to be open to 
innovative solutions, especially in the field of communication, which enables active dialogue and allows them to co-
create and survive the creation of a service offering. An active role in this area is the activity of consumers after the 
purchase of a service, who on the Internet share their feelings and opinions, thus contributing not only to increased 
sales of service offerings but also to strengthening the image of the organization.
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Abstract  The aim of the article is to present the possibilities of using lean government for improving services in Polish 
public administration. The first part of the article outlines the specifics of public services. Then the essence 
of lean management was discussed and also the examples of its use in public administration in the world. 
The final part of the article presents the case study of lean government implementation to improve the selected 
processes. The study was processed using the value stream mapping tool (VSM). The solutions to eliminate 
process waste and main barriers to streamlining action are presented.

#0#

Introduction
In the Polish public administration a trend, aimed at improving both effectiveness and efficiency of its 

functioning, has been observed for many years. On the ground of Polish public administration, quality management 
systems compliant with the requirements of ISO 9001 became particularly popular. This is mainly due to them that 
in Polish public administration procedural approach was implemented and the striving for continuous improvement 
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of quality of service in accordance with the PDCA cycle. Literary research (Bugdol, Pakuła, 2017; Flieger, 2013; 
Ludwiczak, 2014) show that in many cases the application of a procedural approach in the Polish public administration 
does not produce the expected results. Among the most important obstacles to application of this orientation are 
legal regulations, functional organizational structure, lack of decision-making powers at the lower levels of the 
organizational structure, insufficient knowledge of the essence and implementation of the process approach can 
be pointed out. Difficulties in process management occur especially in large units of public administration, which 
include the provincial governments. The services implemented by Marshall offices, as executive bodies of provincial 
governments, are characterized by diversity and complexity. Due to large social groups and organizations, which 
are the recipients of these services, it is difficult to identify the customers and their requirements. One of the 
process oriented concepts, focused on creation customer value at the same time, is lean government. The aim of 
the article is to present possibilities of using lean management in the improvement of the services in Polish public 
administration. 

Literature overview
Lean government is translation of popular in private equities concept of Lean management into public 

administration. So the essence of lean management is so called “Lean thinking” allowing for, according to Womack 
and Jones: defining value, optimal ordering of activities that create value, performing activities that create a stream 
of values without interruption at the time the customer requests the demand, gradual increase in effectiveness of 
implemented activities (Womack, Jones, 2001). It is therefore about planning and then continuously improving value 
stream so as to provide the customer with the expected value in the possibly most effective way. 

Lean government concept has gained huge popularity in the public sector in the world, but in Poland, 
among public managers, it is still unnoticed. Many public institutions in the USA have an experience in using it, 
including Fort Wayne (Graham, 2006), city of Peoria and McHenry in Illinois, Conroe in Texas, Palm Bay, Florida, 
Cincinnati and Montgomery in Ohio and Pitkin Country in Colorado (Kavanagh, 2010). Programs that increase the 
efficiency and productivity of work, resulting from the basic assumptions of Lean management, have also gained 
great popularity among others in Great Britain, Australia and New Zealand (Grycuk, 2011). Numerous examples of 
positive effects of lean management in the context of streamlining processes in public administration can be found 
in the literature. Most of these studies are conducted in the form of case studies (Demel, 2013; Di Pietro et al., 2013; 
Hasenjager, 2006; Kavanagh, 2010; Krings et al., 2006, Maarse, Janssen, 2012; Randor, 2010; Waterman, McCue, 
2012). The research of the above mentioned authors suggests that the use of lean government can contribute to 
improving the functioning of processes, especially those that have very complex nature such as public procurement. 
By identifying waste in processes, the time and cost of implementing them can be significantly reduced. Furthermore, 
by stabilizing and standardizing value streams, it is possible to reduce the number of errors.

Despite many advantages of using lean government, the researchers point out the problems emerging during 
the implementation. Maarse and Janssen note that lean is focused only on efficiency and customer value creation 
and does not take into account the public values. So there is focus on creating customer (citizen) value and it 
neglects to create value for the democratic system (Maarse, Janssen, 2012). Randor points out that many public 
administration employees in the investigated offices had the feeling that lean was being imposed and that staff 
direct-dealing with customer service had nothing to say in its execution. The employees paid attention to increased 
productivity and error reduction, but there was lack of focus on customer needs and motivation (Randor, 2010). It is 
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therefore important to find the answer to the question how to manage and engage employees in lean organization 
improvement. In turn Arfmann and Federico think, that weakness of lean is its maladjustment to service specification 
(Arfmann, Federico, 2014). 

The value of applying lean government concept in Polish public administration is indicated by Krasiński 
(Krasiński, 2011) and Nogalski, Czerska and Klimek (Nogalski et al., 2010), who comes to the conclusion that 
the key actions to improve the work of the office are to focus on investigating the causes of problems, eliminating 
waste, improving internal communication, and delegating authority. In Polish public administration there is still lack 
of practical examples of implementation of the discussed concept. 

Method of study
To perform the purpose of the study, a qualitative research was conducted in the form of a case study. 

The study was based on the interviews with the staff involved in the process and on documentation studies. The 
study was conducted by using Value Stream Mapping tool. For the purpose of analysis, standard graphical symbols 
were used to adjust some of them to the specificity of the administrative processes. Data tagging applied in the 
process: 

 – P/T (Process Time) – time of actual execution of the activity, ie. actual verification of the submitted 
application by the employee,

 – L/T (Lead Time) – time necessary to move one application through the process from the beginning to the 
end (actions + breaks, interruptions),

 – C/O (Changeover Time) – time, for example, to file a single application and prepare to verify another 
application,

 – % C/A – number of positively completed negotiations, opinions, agreements, etc.
Prior to the study, the employees were presented with its goal, and it was explained to them what is the lean 

government concept and what for is the mapping tool. After creation of the current state map together with the 
employees working on the process, the workshop was held, where the improvement plan was drafted and barriers 
to improvements were identified. One of the most important processes implemented by the Marshal’s offices is 
the execution of tasks commissioned by the governmental authorities in the area of regional development. For the 
purpose of this study, one of the processes has been chosen to conduct a grant competition for municipalities to 
develop or update revitalization programs. This task is characterized by a high degree of complexity, involves more 
than one organizational unit and its client is the Ministry of Regional Development, that the provincial government 
has concluded the agreement with. The general course of value stream is shown in Figure 1. 

Due to the high degree of complexity of the process and its execution time, which was envisaged in the 
contract for more than 23 months, two processes were selected for further analysis: recruitment and evaluation of 
the applications and the contracts preparation, which were highlighted in Figure 1. In the examined process, besides 
the provincial government and the Ministry of Development, local governments of the Lubuskie voivodeship, which 
are beneficiaries of the aid, participate. They can be treated on the one hand as suppliers (they provide grant 
applications) and as a specific type of a customer (they support the launch of processes aimed at revitalizing 
degraded areas by helping to prepare revitalization programs).
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Figure 1. Map of value stream for conducting a grant contest for municipalities to develop or update revitalization programs

Source: own study based on surveys.

Study results
The analysis of value stream from the moment of grant call to signing the grant agreement for a randomly 

selected application has shown that the overall lead time (L/T) is 95 days and 1.5 hours, while process time (P/T) 
is 28 hours and 5 minutes. This means that value adding activities in the process represent 3.7% of process 
time. The remaining time of transition consists of waiting for the documents to be processed further, unnecessary 
transport between organizational units, or waiting time during the exchange of correspondence with the municipality. 
An analysis of the current state map, made by the author and the team of employees involved in the process under 
investigation, has highlighted the places where waste is occurring. 

The first noted problem was the long waiting time of the application during the formal and substantive 
evaluation. It was the result of using batch processing in the office, ie. only after the end of the competition the 
formal assessment of the applications was started, and the substantive assessment was launched only after the 
formal evaluation was completed (Figure 2). This resulted in total waiting time of 51.5 days for the analyzed proposal 
until the start of negotiations with the municipality about the amount of the budget, while the value added activities 
in the process (P/T) were 17 hours.

As a streamlining solution it was proposed to combine the formal and substantive assessment into the 
continuous flow area. Prior to the change, the formal evaluation of all applications was handled by two employees, 
who then joined the team working on substantive evaluation. Additionally, according to MRR requirements, each 
application was substantially evaluated by two-pair eye, ie. the evaluation was made by two independent employees, 
what additionally increased waiting time for evaluation of particular applications. Once the changes have been made, 
the proposal, which will be positively evaluated positively, will immediately be submitted for substantive evaluation 
and, if necessary, to the negotiation. The change will shorten the evaluation time for applications by approximately 
5 days (i.e. the time needed for a formal assessment with the involvement of two full-time employees).
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 Figure 2. Part of value stream map concerning the evaluation of the grant application

Source: own study based on surveys. 

Another waste observed during the analysis of the current state map is the improper processing, to which 
Lisiecka and Burka count, among others, as inadequate or outdated technologies (Lisiecka, Burka, 2015). The term 
can also refer to the distribution channels through which communication with the customer takes place. 

Figure 3 shows three parts of value stream map showing the exchange of documents and information between 
the municipality and the Marshal’s Office. It can be seen that each time the waiting time from the time of sending 
the information to receiving the reply via traditional mail took from 5 to 8 days. Replacing traditional mail by sending 
information electronically can reduce waiting time by approximately 4 to 6 days.

The third identified waste was over-processing when contract was approved by the lawyer, as shown in 
Figure 4.
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Figure 3. Three parts of value stream map showing the time devoted to the exchange of information between the municipality 
and the Marshal’s Office

Source: own study based on surveys.
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Figure 4. Part of value stream map concerning the contract approval by the lawyer 

Source: own study based on surveys.
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The interview shows that the lawyer reviews and approves the contract draft with the beneficiaries 
(municipalities) before signing the contract with the Ministry of Development (and before the call announcement). 
Reconsidering the contract identical to a previously approved by the lawyers draft can be regarded as duplication 
of the same operation and this step can be eliminated. 

The fourth noted waste is over processing when the treasurer approves the contract, which is shown in 
Figure 5.
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Figure 5. Part of value stream map concerning the contract approval by the treasurer

Source: own study based on surveys.

In the investigated office, with regard to the existing functional organizational structure, communication 
between the departments and the offices is formalized. Before the particular case is assigned to the substantive 
employee, the following path is followed: secretariat – director – secretariat – manager – employee. Employee 
empowerment can be used to solve this problem, that is empowering the contract auditor to approve the contract on 
behalf of the treasurer. This would reduce the path of the document circulation (reducing unnecessary transportation) 
and as a result shorten process time and breaks between the processing steps.

In addition, during the analysis of the map, attention was paid to the changeover time (C/O), which, in the case 
of administrative processes, is time spent on completing and postponing the documents, whose processing was 
completed and preparing another batch of documents before processing them. In order to improve the system of the 
workplace, which would contribute to reducing the changeover time, the use of 5S technique was recommended.

Presented above suggestions for improvement are the first stage of enhancement and do not close the 
possibilities of the further development of the process. They were developed on the base of the current state of 
human and material resources at the development office (eg. project supervisors – 3 employees involved in the 
project at 50% working time and 1 employee at 100% working time) and taking into account the parallel processes. 
The following obstacles (barriers) hindering or impeding improvements have been identified during the analysis:

1. Too detailed guidance on how to implement the competition imposed by the Customer (the Ministry of 
Development) in the contract.

2. Legal regulations and internal procedures for the document circulation.
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3. Functional organizational structure and low level of emproverment.
4. Little flexibility in the scope of employees’ responsibilities, limiting, for example, the possibility of adding 

more overloaded organizational units to the employees from other departments.
5. Lack of interest in shortening the process time justified by employees’ long implementation deadlines set 

out in the agreement with the Ministry of Development.
In the case of the last barrier, it was noted that the staff engaged in the process of defining customer 

requirements focused exclusively on the Ministry of Development, so the institution entrusted to them. They did not, 
however, take into account the needs and expectations of the communities for which the shorter service time could 
have been important.

Conclusions
In conclusion, using lean government in Polish public administration can improve efficiency of its operation and 

increase customer satisfaction (for example, shorten service delivery time or improve communication channels). 
Nevertheless, one should be aware that implementation of this concept involves breaking down legal, organizational 
and human attitudes barriers. The example of applying lean government presented in this paper requires further 
research in the scope of usefulness of this concept in Polish public administration. 
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Abstract  The aim of the article is to present the concept of mobile learning as an innovative learning form. One of the key 
element in m-learning implementation is selection and evaluation of tools (applications) that can be used and 
contribute to achieve the learning objectives. On the other hand, it is important to increase the usage of such 
resources by the teacher and to implement innovative learning strategies on the basis of IT environment. Taking 
into account the above requirements, the results of the international Modern project (Mobile & Digital Elearning 
Toolkit – Modern Toolkit) will be presented: 1) report: “Audit of Digital and Interactive learning resources for 
European Vocational Training and Higher Education”; 2) report: “Pedagogic assessment of most promising 
mobile and digital elearning resources for European Vocational Training and Higher Education”; 3) “Modern 
Toolkit”; 4) training course concerning the implementation of innovative learning strategies in education 
(“MODERN Innovation in Teaching Course”).

#0#

Introduction
The ICT (Information and Communication Technology) development influenced significantly on many aspects 

of our life, not excluding the education and the ways we learn. Many new learning methods and techniques were 
proposed and implemented changing the traditional realized didactic process. Focusing on the lifelong learning 
concept as well as highlighting the personalized approach to knowledge acquisition causes that there are new 
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requirements stated concerning the ways of didactic materials development and knowledge transferring. For this 
reasons, the need to complement resource-strained classroom teaching with more flexible, remote and available on 
many devices anytime and anywhere is becoming more common (Education and Culture DG, 2011).

The mentioned changes caused the continuous growth of distance learning education offer, and within its 
development, the m-learning concept (mobile learning concept) perceived as a complementary education method 
both to traditional learning and e-learning. The implementation of m-learning requires the utilization of appropriate 
applications and services that allow to prepare and develop the learning content, manage the prepared materials 
as well as engage students to become more active participants of the learning process. However, as shows the 
research (Empowering educators towards Europe 2020, 2011; Baran, 2014), despite the teachers and trainers 
understand the need to use modern technologies in education, many of them will have problem to find appropriate 
resources, use it in practice and adapt their facilities to the learning purposes due to the lack of experiences and 
professional trainings. 

To respond the noticed needs, the Modern project was provided (Modern Project, 2017). The Modern Project 
(Mobile & Digital Elearning Toolkit – MODERN Toolkit) is co-financed by UE funds under the Erasmus+ Program 
within the key action “cooperation for innovation and the exchange of good practices” to promote the strategic 
partnership for vocational education and training. The aim of Modern project is to improve skills and ability to use 
modern technologies in teaching/learning process and increase teachers and trainers motivation to apply them 
in daily work. Modern purpose is to arouse interest of mobile devices usability in education among teachers and 
trainers and root self-confidence associated with the use of a tablet or smartphone in education process. To achieve 
this goals a few main tasks were defined: 

 – elaboration the list of applications and services oriented on supporting the implementation of innovative 
learning strategies, including mobile learning,

 – indication the usefulness of selected solutions from the point of view of objectives pursued by the teacher/
trainer,

 – implementation the toolkit as an environment dedicated to acquire knowledge and skills about modern 
applications and services,

 – elaboration the e-learning training course oriented on motivation the users to implement modern 
technologies in education.

As a result of defined tasks realization the following intellectual outputs were carried out: 
1. „Audit of Digital and Interactive learning resources for European Vocational Training and Higher Education”.
2. „Pedagogic assessment of most promising mobile and digital e-learning resources for European Vocational 

Training and Higher Education”.
3. „MODERN Toolkit” with practical guidance to incorporate mobile and digital e-learning resources into daily 

teaching strategies.
4. MODERN Innovation in Teaching E-learning Course to motivate/guide educators to pursue more innovative 

pedagogic strategies using mobile and digital e-learning resources.

Literature review
The progressive development of the concept of open and distance learning (ODL) causes the need to 

apply more innovative, personalized and engaging learning methods and strategies during the education process 
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(Różewski, Kusztina, Tadeusiewicz, Zaikin, 2011). Next to commonly implemented and formalized e-learning and 
b-learning techniques and procedures, the m-learning concept is highlighted as a corresponding channel to formal 
and informal learning due to the increasing number of users of cell phones, smartphones, palmtops, handheld 
computers, tablet laptops, and e-book readers etc. (Sung, Chang, Liu, 2016; Docebo, 2014; Hojnacki, 2011). 
Mobile learning allows to deliver knowledge and education content on any platform and mobile device equipped 
by appropriate apps and tools to review the material and instructions, upload the assignments and work in online 
created social groups. 

The mobile ecosystem has become the fastest-growing industry ever recorded (Docebo, 2014). As shows 
Chiang, Zhu, Wang, Cui, Cai and Yu (2013), the number of patents regarding to mobile learning in last decade has 
been growth dynamically reaching the number of 130 on the field of context creation, stimulation of learners interest, 
supporting the personalized intelligent pushed content and multidevice, multilocation, seamless learning. 

Mobile technology offers a spectrum of tools for teachers and students dedicated to learning management, 
assessment, interactive content creation, communication between the learning process participants, engagement 
the students in learning process through the cooperation and interaction during the task realization as well as 
providing the complementary forms of acquiring knowledge. There are many literature studies (Zydney, Warner, 
2015; Sung, Chang, Liu, 2016; Araujo, 2015; Hart, 2016; Classroomaid, 2012), that have on aim the classification of 
the available on the market applications and services as a possible source of modernization and the implementation 
of innovations in the education process. However the mentioned research present the short description of tools, 
they do not offer the expanded multi-criteria analysis of the tools, do not guide the end user how use the tools 
in practice and to do not suggest how to join the modern resources with the innovative learning and teaching 
strategies. In this case, the Modern project constitutes the useful supplement to the above.

Method
The Modern project is being carried out in an international partnership (Modern Project, 2017). The research 

team consists of 6 members: the international consulting company in the field of vocational training and e-learning 
application – Canice Consulting Limited (Great Britain), two universities – University of Szczecin (Poland), Universitat 
Politecnica De Valencia (Spain), the training organization oriented on the development of education programs 
and platform to enable entrepreneurs, employees and young people to actively participate in the labor market 
– Momentum Marketing Services Ltd. (Ireland), the European interdisciplinary association for lifelong learning – 
EUCEN (Belgium) and the European association created by and for people involved in vocational education and 
training in Europe – EfVET (Belgium). Each partner was involved in elaboration of the Modern project intellectual 
outputs, however there were selected task leaders to prepare the concept, coordinate and navigate the final result 
of each output (see the outputs listed in the Introduction section).

The first intellectual output -“Audit of Digital and Interactive learning resources for European Vocational 
Training and Higher Education” (Modern Project, 2017) – was created based on the following steps: 1) review the 
digital resources for learning including websites, software programs, apps and all other web 2.0 style resources, 
available in many different languages; 2) evaluation of selected tools in accordance with established criteria; 
3) report elaboration and publishing; 4) recommendation of 25 most promising tools.

The following methods were proposed to elaborate the report and recommend the tools: 
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 – the literature review to analyze and summarize the existing taxonomies of applications and services, their 
availability in partners languages as well as to define the tools supporting different fields of education 
process,

 – discussion panel to select the list of tools, categories and criteria of the assessment, 
 – validation by usage the selected application and services to categorize and assess them in case of 

identified criteria,
 – discussion panel based on elaborated report as well as personal experiences of the project team members 

concerning the tools utilization in case of education to recommend most promising resources.
The aim of „Pedagogic assessment of most promising mobile and digital elearning resources for European 

Vocational Training and Higher Education” was the analysis of strengths and weaknesses of top recommended 
resources based on potential for innovative pedagogic strategies (Modern Project, 2017). The assessment was 
made by in depth analysis of selected tools utilization and the literature review taking into account the pros and cons 
for education purposes and the ability to generate intended teaching-learning outcomes. 

The third intellectual output, Modern Toolkit, was planned to offer concise, actionable information concerning 
the pedagogic contribution of selected tools allowing a trainer/lecturer the quickly review, choose those of most 
interest, learn and implement mobile and digital elearning resources during the education process. The toolkit was 
created as a result of partners panel discussion regarding the layout and section of the software environment and 
analysis of real life examples available in the literature.

The last of outputs, a short course to motivate/guide educators to pursue more innovative pedagogic 
strategies using mobile and digital elearning resources, called “The Modern Innovation in Teaching E-learning 
Course” (Modern Project, 2017) was provided in two main steps. The first one concerned the development of 
course curriculum and content based on case study examples and literature content analysis. The second on was 
oriented on online implementation of prepared materials and optimized them for mobile usage. Partners discussion 
was initiated to verify the content, research the appropriate case studies examples and analyze the tools for each 
module preparation.

Results
The four intellectual outputs elaborated as a result of Modern project realization let to build the compact 

picture of potential, that results from the application of the available on the market IT solutions and mobile devices 
during the learning process. The sequential nature of activities to achieve the substantive results caused that each 
result from the preceding stage was the basis for the implementation of subsequent steps with a precisely defined 
scope of work. The short overview of obtained outputs is presented in Table 1. 

Each of the results is available free of charge via the project website www.modern.pm. In elaborated reports, 
there are presented the brief methodologies as well as the fully descriptions of analyzed resources. The value-added 
issue is the range of applications and services analyzed and assessed to help trainers, teachers and students to 
select the ones required for supporting the teaching/learning process. Additionally, the range of criteria that have 
been taken into account during assessment lets to consider many important aspects from the point of view of final 
user like price, interface language, ease of usage, availability on mobile devices. 
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Table 1. The results of Modern project 

The intellectual output The output main results The output form

Audit of Digital and Interactive learning 
resources for European Vocational 
Training and Higher Education

More than 80 applications and services classified in 10 categories 
(Collaboration and File Sharing Tools; Quizzing, Polling and 
Assessment Tools; Screencasting, Audio and Capture Tools; 
Course Creation Tools; Presentation and Animation Tools; 
Bookmark and Curation Tools; Video Hosting and Editing 
Tools; Blogging and Social Media; Webinar and Meeting Tools; 
Course Management Tools) and assessed in accordance with 
the following criteria: languages available, usability, origins, 
accessibility and compatibility, open access/openness, reliability, 
cost, security & privacy. 25 tools (minimum 2 in each category) 
recommended to pedagogic assessment

Report in pdf form in 3 languages 
(English, Spanish, Polish – only 
part 1); interactive tools explorer 
in English 

Pedagogic assessment of most promising 
mobile and digital elearning resources for 
European Vocational Training and Higher 
Education

25 tools strengths and weaknesses analysis in case of their usage 
for learning purposes

Report in pdf form in 3 languages 
(English, Spanish, Polish)

Modern Toolkit Interactive environment describing the tools facilities; Guide for 
self-learning to implement the tool for innovative teaching/learning

Online tutorial; available in 
3 languages (English, Spanish, 
Polish)

The MODERN Innovation in Teaching 
E-learning Course

5-module interactive course presenting the innovative teaching/
learning strategies, elaborated by using the Modern tools

Online tutorial; available in 
3 languages (English, Spanish, 
Polish)

Source: own elaboration based on Modern Project (2017), Malinowska, Niedzielski (2017).

The Modern Toolkit and the training course are the practical solutions to start using the applications and 
services as a way to enrich the education process (Modern Project, 2017). In attached tutorials, there are presented 
from one side the training materials with many case studies examples how to use the tools and from other side the 
ideas for implementing more innovative teaching/learning strategies to attract the didactic process. Both, toolkit and 
course are divided in predefined section, which allows to systematize the presented knowledge and obtain it by the 
final user in a small objects. 

Conclusions
The implementation of m-learning in education is not easy, because it requires from one hand the professional 

skills concerning the usage of information and communication technologies and from the other the development of 
concept introducing the changes in the curricula on the basis of applied solutions. However mobile learning brings 
many advantages mostly involved with accessing to knowledge portions with no time and location restrictions, it 
requires to consider such problems like: limited or non-existent direct contact with teacher, providing the appropriate 
quality of the didactic materials, providing the appropriate engagement of the students in the learning process, 
inefficient Internet access, difficulties with limited storage capacity of mobile devices, small screen of the tools as 
well as difficulties connected with applying various applications by the final user. The mentioned issues open the 
research areas related to the creation the concepts, methods and technology applications for the mobile learning 
purposes. 

The Modern project was initialized as a response for interest related to mobile learning tools and the ability 
to implement innovative teaching and learning strategies in education. The prepared results were concentrated to 
provide the comprehensive environment to encourage teachers and trainers to use digital learning resources to 
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more effective, relevant teaching causing a positive impact in their students (learning outcomes and engagement) 
and in the sector as a whole (ability to provide relevant training, keep pace with the technological changes taking 
place around them). All resources are available free of charge at the project webpage www.modern.pm (resource 
tab).
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Abstract  Logistic systems of enterprises are characterized by individual character, adapted to the type of business and 
the industry in which they operate, as well as their internal specifics. Shaping the system seeks to determine 
which entities, as well as the extent to which influence the structure and functioning of distribution channels 
specific products and the operation of the entire system. In his paper the author will analyze the concepts 
related to the distribution system and its specificity and, above all, show the way media distribution services of 
fertilizers on the market.

#0#

Introduction
Logistic systems of enterprises are characterized by individual character, adapted to the type of business 

and the industry in which they operate, as well as their internal specifics. Shaping the system seeks to determine 
which entities, as well as the extent to which influence the structure and functioning of distribution channels specific 
products and the operation of the entire system. The market of mineral fertilizers in Poland has a certain specificity, 



162 European Journal of Service Management

Agnieszka Matuszczak

because the demand side is a large number of entities, while supply is represented mainly by units of the oligopolistic 
nature, hence, the market is regulating the flow of consumer products. In addition, fertilizer industry is characterized 
by seasonality and weather changes that is determined by the current financial conditions of final consumers, these 
factors influence the distribution of the service offered.

Theoretical aspects of the distribution systems 
Each enterprise logistics system is characterized by high complexity and specificity, depending on the type 

of enterprise, the scope of its activities or manufactured goods make up the distribution channels it along with their 
links, functions and participants. A review of the definition of the distribution system is presented in Table 1.

Table 1. Overview of selected definition of the supply chain

Publication 
date Author Name of the publication Definition

2009 R.J. Best Market – Based 
Management

The system through which the company provides its products is a marketing system, 
a combination of distribution channels and after-sales efforts

2001 A. Czubała Dystrybucja produktów The structure of the distribution system is the distribution channels and physical distribution, 
the physical flow of products

2000 T. Sztucki
Marketing 
przedsiębiorcy 
i menedżera

The distribution enterprises create distribution channels, which are used to a structured flow  
of products from manufacturers to end customers

2004 T. Kramer Podstawy marketingu

As part of the distribution system are, on the one hand, activities such as transport, storage, 
maintenance and refinement of products that are associated with the physical transfer 
of goods from the producer to the final consumer, on the other activities related to the 
determination of the number and type of cells mediating in the distribution process, and also 
set up tasks for each participant in this process

Source: own study.

Therefore, the logistics distribution functions performed by the company are varied (Gołembska, 2010) and 
different is the number of intermediate links in the logistics process flow of product from the supplier (manufacturer) 
to the final recipient (Choquet, 2010).

Model distribution system presupposes the existence of the structure of the system in the form of distribution 
channels, which are the “way to connect and the order in which they appear intermediaries, through which one 
or more streams of goods” (Garbarski, Rutkowski, Wrzosek, 2000), or “a set of interdependent organizations are 
involved in the delivery of the product or service to the user” (Kotler, 1994; Stern, El-Ansary, Coughlan, 2002; 
Czubała, 2001). 

Clarifying the distribution channels in a subjective aspect enables to specify its structure, according to two 
criteria: ownership and participating in a physical movement. Thus, the structure of the distribution channel is as 
follows (Stern, El-Ansary, Coughlan, 2002):

 – participates in the physical movement of goods through the provision of transport, storage or order handling 
services, transferring ownership rights to individual, downstream producers, wholesalers, individual or 
institutional customers,

 – participants participating in the physical movement of goods but not gaining the right to property during 
their distribution, such as agents, brokers or sales representatives,
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 – entities not participating in the physical movement of goods, at the same time not affording the property 
rights, perform auxiliary functions for the above participants: transport companies, shipping companies, 
logistics and distribution centers, as well as banking, financial and insurance institutions.

Example configurations indirect distribution models take into account the type of the first participants, who 
both make buying and selling products, and communicate what ownership to them, Figure 1 shows.

 

 

Supplier Supplier Manufacturer Distributor Retailer Customer

Figure 1. Exemplary scheme of the enterprise system

Source: Coyle, Bardi, Langley (2002).

The structure of the distribution channel used mainly determined by market factors, the properties and 
characteristics of the product, and the possibility of financial position of the manufacturer and the organizational 
and legal factors (Śliwczyński, Koliński, 2014).

The construction of the distribution system can be seen two major decision-making problems. The first one is 
related to the determination method of marketing, ie identifying types of distribution channels in terms of transaction 
volume. The second decision problem is associated with physical distribution, the choice way to move products 
from the places of production to places of destination (Gołembska, 2010).

The present scope of the decision related to the design of distribution channels includes findings on the 
following issues (Altkorn, 2004):

 – channel type,
 – number of channels,
 – channel length,
 – channel width,
 – the type of participants.

The length of the distribution channel is measured by the number of levels or distribution levels, including more 
cells, forming a path between the producer and the end client.

Shaping the system seeks to ascertain, first of all, which entities, as well as the extent to which influence the 
structure and functioning of distribution channels specific products and the operation of the entire system.
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Analysis of distribution services in the selected company distributing fertilizers 
Decisions related to the building of distribution channels can be both at the discretion of the manufacturer, 

wholesaler and retailer, but most often are taken by the manufacturer, because of the potential economic advantage. 
Manufacturer placing your product on the market can choose one or more channels. The choice of one channel can 
be justified by the individual characteristics of the product, which will decide on the unique control of its distribution. 
The advantage is the ease towards such a channel in the coordination and control of cooperative relations. 
A drawback of the low flexibility can be reacted fluctuations of demand and supply, and a low level of reliability, 
due to a limited number of embodiments of methods of sales (Bowersox, Cross, Cooper, 2006). Another situation 
caused by the desire to optimize costs through the use of outsourcing services, is taking over the responsibility for 
the traders distribution processes. The advantage of this solution is taken up by other parts of the cell risk of the 
product, so that the manufacturing company can concentrate on their “core business”, and the development and 
improvement of the products. Horizontal channel system is the result of decisions about the number and types of 
intermediaries at the various levels of the channel, the result of it the following strategies for distributing the product 
on the market (Frankowska, Jedliński, 2011, Śliwczyński, Koliński, 2014):

 – exclusive distribution is used to maintain a wide range of service level control by the manufacturer by 
significantly limiting the number of intermediaries in the channel,

 – selective distribution includes selected intermediaries to reach a certain number of recipients, providing 
the manufacturer with complete control and low costs,

 – intensive distribution is characterized by the placing of goods at all possible points of sale, thus enabling 
the purchase of large groups of buyers in widely accessible and convenient locations.

Constantly increasing competition in the market makes the company was still looking for opportunities to 
reduce costs of production and supply, and therefore more likely to purchase needed goods on the global market 
and to move the location of production to countries with low labor costs (offshoring). As a result, enterprise systems 
are becoming more complex, and the markets increasingly distant supplies. This situation makes it possible to 
reduce costs, but also increases the likelihood of failure to attain its objectives, thus forming a relationship of trade-
off, which is followed by reduction of operating costs while increasing the risk of various types of interference.

A similar situation occurs in the chemical industry, the fertilizer industry. Suppliers and manufacturers of raw 
materials procured are located in areas where access to raw materials, and thus the production and transport are 
cheaper. The market of mineral fertilizers in Poland has a particular specificity. On the demand side there is a large 
number of entities, while supply is represented mainly by units of the oligopolistic nature (Kapusta, 2003), hence, the 
market is regulating the flow of consumer products. Fertilizer industry is characterized by seasonality and weather 
changes that is determined by the current financial conditions of final consumers. In addition, modifying factor 
influencing the functioning of the chain will place the ordered product, the raw materials - the country imported 
Europe or the Far East. 

Mineral fertilizers are delivered to the Polish market mainly through the national chemical industry. In trading 
with mineral fertilizers on the Polish market dominant role in the case of imports only play potassium fertilizers, 
because Poland does not have its own deposits of potassium salt. Business is conducted through intermediaries 
purchasing and distributing agricultural inputs for their own account and risk (Piwowar, 2008). Diagram of the 
distribution function on the mineral fertilizer market in Poland, determined on the basis of the analyzed company, 
is shown in Figure 2.
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Figure 2. Examples of distribution models

Source: own study.

The results of the study showed that most companies offering the service of distribution of fertilizers in Poland 
mostly not direct sales and channel the most popular choice, it is a three-level distribution channel, as a distributor, 
wholesaler and retailer.

Conclusions
Building a distribution system in any industry is always subject to certain risks and uncertainties, because in 

such a complex system can often come across the events and phenomena bearing signs of randomness, which to 
the end can’t be predicted due to unknown causes them. These challenges largely concerns the fertilizer industry, 
offering services where the distribution is also subject to weather risk, so the construction of such a system is 
particularly careful. Therefore, the company offering the service of distribution of fertilizers, opt for longer distribution 
systems, where it is possible to divide the possible risks. Companies must take action on many levels, create more 
and more opportunities for cooperation, and in building strategies into the future, but above all on the specific market 
of fertilizers must pay greater attention to the distribution system modeling and analysis of its environment, both 
closer and further.
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Abstract  The main aim of the article is to present the current situation on the market of sailing training services in 
the West Pomeranian Province and to answer the question whether entities that provide such services are 
necessary when sailing courses are not obligatory anymore.
The first part of the article presents the current regulations on the conditions for obtaining sailing license and the 
statistics on the number of licenses issued in 2009–2016. Then the offer of selected training centers operating 
in the West Pomeranian Province is described. In addition to study on the supply, the authors carried out study 
on the demand. This concerned the reasons why respondents chose to attend a sailing course.

#0#

Introduction
Sailing is often described as an example of qualified tourism (Lewczuk, 2009; Lubański, 2005; Pawlikowska-

Piechotka, 2003; Piasecki, 2016). According to the definition proposed by T. Łobożewicz (1983, p. 8) qualified 
tourism is a highly specialized form of tourism, which requires proper preparation from its practitioners. To qualify 
for this type of tourism, it is often necessary to have a document issued by a competent organization that will confirm 
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the person’s ability. When sailing is concerned, appropriate skills are required only from people who have the yacht 
they intend to sail, although not always. According to the law currently in force in Poland, a yacht up to 7.5 m in 
length can be operated without any license. However, it is difficult to disagree with the statement by J. Gospodarek, 
who notes that sailing is a special form of water tourism and is related to the fulfillment of specific conditions and 
restrictions resulting from the need to ensure the safety of those who sail (Gospodarek, 2007, p. 151). Every year, 
many people decide to take sailing license exams, thus gaining the certification to operate their own yachts. These 
exams are, in principle, a confirmation of their knowledge and skills. It raises the question that becomes a research 
problem of how they can be passed and whether specialized training centers are needed to do that. In order to solve 
the problem, there is a need to verify the research hypothesis, which says that changes in legal regulations do does 
not present a threat for a position of the training centers.

The first part of the article discusses the current regulations governing the rules for awarding sailing licenses.
Then, the statistics on the number of licenses issued by the Polish Yachting Association (PYA) and the offer 

of selected sailing training centers operating in the West Pomeranian province are presented.
In the next part of the paper the results of a survey conducted among participants in sailing courses organized 

by selected training centers are presented.

Legal basis for sailing tourism 
In Poland there is no single legal act that would regulate all the major issues related to sailing. Regulations in 

this area are often the result of general provisions on tourism, but also on the use of marine and inland waterways 
(Łapko, 2015, p. 36). The most important legal acts in respect to the subject of this article are:

1. Inland Waterway Act (Act, 2000), which is a normative act regulating matters related to navigation in inland 
waterways.

2. Sports Act of 25 June 2010, which introduces Article 37a to the Inland Waterway Act, stating that: the 
operation of sport or recreational craft, known as “water tourism”, requires:

 – possessing appropriate knowledge and skills in the field of sailing,
 – adherence to safety rules for water tourism.

Article 67, para. 3 of the Sports Act contains a very important statement that practicing water tourism on 
sailing yachts with hull lengths exceeding 7.5 m or motors with an engine power exceeding 10 kW requires 
a qualification certificate or license issued by the relevant Polish sports association.

3. Regulation of the Minister of Sport of 9 April 2013 on sailing, which, as an act implementing the Inland 
Waterway Act provides requirements for obtaining sailing licenses on the basis of sailing exams (exam 
methods and fees) and license templates.

It should be noted that in the last decade regulations on the current sailing courses, the scope of their holders’ 
rights as well as the rules regarding their obtaining have changed three times. The current regulation is the most 
liberal in these matters. The highest license-free requirements have been introduced. At present, yachts up to 7.5 m 
(previously 5 m) can be operated without any qualifications (Act, 1996, Article 53a, para. 2). In addition, the number 
of sailing licenses was reduced from 4 to 3 by removing the yacht helmsman license (YH). Remaining licenses are: 
inland skipper (IS), yacht skipper (YS) and yacht master (YM). The liquidation of the YH license increased the rights 
of the IS and YS.
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Now, the IS license authorizes to operate sailing yachts in inland waterways without restrictions and yachts 
of hull length up to 12 m in internal sea waters and other marine waters in the zone up to 2 nautical miles from the 
coast in the daytime. This license can be obtained by a person who has turned 14. 

YS license authorizes to operate sailing yachts in inland waters and yachts of up to 18 m long in the sea 
without limitation. The license may be obtained by a person who has turned 18 and has completed at least two sea 
cruises of a total duration of at least 200 hours. 

The YM license authorizes to operate sailing yachts in inland and marine waters without limitation.
Exams must be passed for IS and YS. The YM is awarded to a person holding a YS license, based on the 

experience.
The exam consists of a theoretical and practical part. Both must be credited to pass the exam. The theoretical 

part is a single-choice test with 75 questions, and in the case of the IS license exam, the applicant also has to solve 
the navigation task. 

The practical part of the exam is carried out on a yacht. It checks maneuvering skills. 
Although the requirement for obtaining IS and YS licenses is passing the exam, for the first time in the post-

war history of Poland, the sailing course is not obligatory.
Unfortunately, it has not been possible to obtain accurate figures from the PYA, but it is known that the 

unchanged difficulty level of the sailing exams makes the vast majority of people taking exams participate in such 
courses.

While it is possible to master the theory independently and to learn the answers to the test questions, it is 
almost impossible to master the maneuvering skills properly. It is necessary to learn it from other people with 
relevant knowledge and experience in this area. In addition, preparation for the practical part of the exam requires 
access to the yacht.

For this reason, despite the non-obligatory sailing training, there are still many sailing schools on the market 
and the sailing courses they organize are still popular.

Statistics on the number of sailing licenses issued
The liberalization of the rules on sailing, did not contribute to reducing the number of people willing to 

acquire sailing licenses. The change in the existing rules on sailing licenses in 2013 makes it difficult to make clear 
comparisons with previous years, so the data are presented in two tables. At the same time, it is pointed out that 
the data covers the entire country, and therefore all the naval districts, since no more detailed information could be 
obtained from the PYA, which would concern only nautical areas of the West Pomeranian Province.

Table 1 shows the number of licenses issued between 2009 and 2011, when the Regulation of the Minister 
of Sport of 9 June 2006 on sailing was in force (Journal of Laws, 2001, No 81, item 889, as amended). The exams 
were obligatory for the IS and YH. Sadly, it was impossible to obtain data from earlier periods. Table 1 shows that 
the number of licenses issued was relatively stable, with much more IS than YH licenses issued. The share of YH 
licenses in the total number of licenses issued in the analyzed years, however, increased and amounted to: 11.86% 
in 2009, 13.99% in 2010 and 16.67% in 2011.

Table 1 does not provide data for 2012 because the current regulation has expired and new ones have not 
yet entered into force, which resulted in the fact that for 9 months there were no provisions specifying the detailed 
conditions for sailing licenses.
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Table 1. Sailing licenses issued in 2009–2011 in Poland 

Year
License

IS YH Total
2009 11,177 1,504 12,681
2010 10,806 1,758 12,564
2011 10,325 1,722 12,047

Source: data of the PYA. 

Table 2 shows the number of licenses for IS and YH issued by the PYA in the years 2013–2016, i.e. during the 
period of validity of the regulation of 9 April 2013 on sailing. According to the data presented, it was only in 2015 that 
fewer licenses were issued than in previous years, while the record year was 2014.

It is evident that, despite the fact that still more IS licenses were issued, the share of YS licenses was greater 
than in 2009–2011.

It amounted to: 44.32% in 2013, 42.9% in 2014, 33.08% in 2015 and 25.51% in 2016.

Table 2. Sailing licenses issued in 2013–2016 in Poland 

Year
License

IS YS total
2013 7,287 5,802 13,089
2014 9,499 7,137 16,636
2015 8,056 3,983 12,039
2016 10,803 3,700 14,503

Source: data of the PYA.

For a better illustration this is shown in Figure 1, where the visible trend line shows the increase in the number 
of IS licenses issued and the decrease in the number of YS licenses issued.
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Figure 1. Number of sailing licenses issued in 2013–2016 

Source: own study based on data of the PYA. 
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Apparently it may seem that the data presented for 2013–2016 shows that more and more people are trying 
to obtain sailing licenses, especially when it comes to YS license. According to figures, despite the falls in 2015 and 
2016 there were nearly twice as many applicant as in 2009–2011. Probably, however, such a large number of YS 
licenses issued in 2014 and 2015 resulted not only from the fact that more people took exams, but also from the fact 
that the licenses issued under the old regulation were replaced by new licenses. Those who held the YH license, 
upon request and payment, could automatically obtain a YS license and gain more rights.

This would explain why in the following years there is a decrease in the number of licenses issued – the 
majority of people who wanted to exchange documents already did it, so the statistics show mainly those taking 
the exams.

Training offer in West Pomeranian Province
Since sailing courses are no longer obligatory, their organizers are not, as it was in previous years, obliged to 

report them to the proper sailing association. It is therefore difficult to determine the exact number of centers that 
are engaged in this activity. Based on the study conducted in June 2017, it was stated that in the West Pomeranian 
Province there could be as many as 20 of such entities.

Their offer is varied in terms of prices and the form and duration of courses. Depending on needs and skills, 
applicants may choose several weeks of training, intensive weekly trainings, weekend trainings, training cruises or 
sailing camps (Gierczyk, 2011, p. 71–72). The standard is that the fee for the exam and the issue of the license is 
paid separately and is not added directly to the price of the course (Łapko, 2012, p. 405).

Table 3 presents selected training centers in the West Pomeranian Province.

Table 3. Offer of selected training centers in the West Pomeranian Province

Training center City/Town
Price (zł)

Type Course 
durationIS YS

Szkoła żeglarska Ferajna Próchnówko 1,350 1,600 Sailing camp;
Training cruise

14 days
7 days

Centrum żeglarskie Szczecin from800 to 1,200 from900 to 1,045 Weekend; Intensive; 
Stationery-holiday

1 month
14 days
8 days

Szkoła żeglarska Wiatr Szczecin 899 1,200 Intensive 7 days

Szkoła żeglarska Wilk Morski Kołobrzeg 1,050 1,200 Weekend; Intensive 1 month
7 days

Szkoła żeglarska Kubryk Świnoujście – 1,650 Intensive 8 days
Szkoła żeglarska Skagen Kamień Pomorski 1,000 1,200 Intensive 9 days

Source: own study based on http://www.ferajna.pl; centrumzeglarskie.pl; wiatr-szkola.pl; wilkmorski.pl; opensailing.com; kubryk.pl; http://
skagen.pl (20.06.1017).

Depending on the type of course chosen, the customer decides on a particular course mode. Standard 
courses last from 60 to 80 hours. The theoretical part lasts no longer than 20. Training centers conduct courses 
according to the curriculum recommended by the PYA. Classes always cover both the theoretical and the practical 
part, although in different forms. 
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Weekday courses are held on selected days from Monday to Friday. During the weekend course, the group 
meets every Saturday and Sunday. Intensive sailing courses are held daily and last from 7 to 14 days. During 7-day 
courses the training centers try to focus on the practical part, while theoretical part is to be mainly learned at home 
– participants only get access to e-learning platforms, materials in the form of textbooks and CDs, and discuss only 
selected topics during classes. All necessary materials for study are included in the price of the course.

Another type of course are training cruises, stationary and holiday training or sailing camps. This type of 
courses offer the possibility to stay on a yacht and spend most of the time on the water, for a cruise of up to 6 days 
(Nowacki, 2016, p. 75). The price of this type of course includes full or partial board, but often does not include e.g. 
port fees, yacht cleaning after the course and fuel prices.

The price of sailing courses varies depending on the type of course chosen, the amount of training material, the 
type of yacht or, for example, extra hours of practice. Often, training centers reduce their course fees at upcoming 
course dates or for the last places. In addition, most schools declare the possibility of conducting individual training 
or for a closed group only.

Analysis of demand for participation in sailing training
For the purpose of the article, in June 2017 the authors conducted a survey among participants of sailing 

courses organized by 3 selected centers operating in the West Pomeranian Province. Two of these centers are 
located in Szczecin and one in Kamień Pomorski. The survey was conducted with a questionnaire using direct 
interview technique. The questionnaire was filled by 17 participants. The purpose of the survey was to determine the 
reasons for the selection of the particular sailing course by respondents and the factors influencing the choice of the 
school. They were also asked about how to prepare for the exams for the appropriate sailing license.

There were more male respondents (71%). The most representative age group was a group of people aged 
30 to 39 (41%), followed by the group of 40 to 49 yo (24%). Youngest people up to 20 years of age accounted for 
only 18% of all respondents.

Most respondents trained to obtain a YS license (71%).
To the question: Why did you attend a sailing course? most people responded that they want to: yacht 

themselves (94%), improve their skills (59%), or indicated other reasons: willingness to spend nice free time (47%) 
and meet new people (29%).

10

16

5

8

Improve their skills Yacht themselves Meet new people Spend nice free time

Figure 2. Reasons for attending a sailing course

Source: own study.
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The next part of the questionnaire was about preparing for the exam. According to the survey, participants do 
not seek for knowledge about the range of material they have to master in order to pass the exam by themselves. 
As many as 88% of the respondents indicated that the course material was the source of their knowledge for the 
preparation for the theoretical part of the exam. As far as the practical part is concerned, 100% of the respondents 
said that maneuvering and yachting exercises are the basic way to prepare for the exam. In addition to the course, 
only 6% of respondents had the opportunity to operate a yacht and practice maneuvers. Only 41% of the respondents 
reviewed the professional literature and 24% of the respondents used the materials available online. Only 29% of 
the respondents said that they were familiar with the content of the Regulation of the Minister of Sport and Tourism 
of 9 April 2013 on water tourism, which provides the range necessary to pass the exam. 

When choosing a training center, respondents most often chose it because of the course date (59%), proximity 
to training center (47%), feedback from friends and online opinions (53%) or used the school services earlier (24%). 
Interestingly, the price of the course (12%) was the least important reason for choosing the training center.

The results of the study show that the training material delivered during the course is often the only material 
used by people preparing for sailing exams. The applicants show full confidence in the training center of their 
choice. Although under the current regulations, sailing courses are not obligatory, they remain the simplest way 
to prepare for the exam. Selected knowledge, provided by professionals is the easiest to remember. The most 
important thing, however, is for the sailing schools to offer access to appropriate training yachts where practical 
training is provided. Obtaining a yacht and practicing maneuvering skills on your own is very difficult. It can therefore 
be said that the future of sailing schools is not threatened, although obviously a large number of these entities force 
owners to offer great flexibility in terms of pricing and the training methods.

Conclusions
The article presents the current situation in the market of training services in West Pomeranian province. 

Although in light of the current regulations governing sailing tourism and the issue of sailing licenses, no training is 
required before taking the sailing exam, the position of the training centers appears to be safe. The number of sailing 
licenses issued in Poland is growing, and most of the applicants use the services of sailing schools. They almost 
completely rely on the theoretical and practical knowledge provided during this type of courses. Participation in the 
courses provides access to the yacht, where applicants can master the maneuvering skills required for the exam.

A large number of sailing training centers force them to offer a great flexibility. This makes it easy for customers 
to find the one that best suits their needs and skills.
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Abstract  The Rapid Alert System for dangerous non-food products (RAPEX) may be considered as a type of e-service, 
which combines e-administration, e-education and e-health. The RAPEX enables quick exchange of information 
between national authorities of the European Union (EU) countries on measures taken against products posing 
a risk to consumers health and safety. In the period 2005–2016 the notifications in the RAPEX related mainly to 
products originated from China (57%), however, notifications to products from EU countries accounted for 18% 
of all notifications. Therefore, the goal of the study was to examine, which product categories from EU countries 
were most commonly submitted in the RAPEX and which was the dependence between product category and 
origin country, year, risk level, product user, submitting country, risk type and adopted measures. There were 
cluster analysis and scatterplots using Statistica 12 and pivot tables using Excel applied. The largest number of 
notifications was submitted to products from Germany, but also from France, Italy, United Kingdom and Poland. 
There were mainly motor vehicles (and the number of notifications increased last years) and also clothing, 
textiles and fashion items, childcare articles and children’s equipment, toys and cosmetics. The product user 
was mainly consumer. The risk level was primarily serious and the risk type was injury. The products were most 
often submitted by Germany and also Greece and the appropriate measures to products were taken mainly by 
economic operators.

#0#

Introduction
The service, which is provided via the internet can be defined as an electronic service (e-service) (see 

Szopiński, 2012). The development of e-services is considered by the European Union (EU) as a manifestation of 
building an information society, an orientation to meet the needs of society and a rising standard of living. The Rapid 
Alert System for dangerous non-food products (RAPEX) may be considered as type of e-service, which combines 
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e-administration (use of information and telecommunications technologies in public administration), e-education 
(use of the internet to obtain information) and e-health (support for all health-related activities) (see Dąbrowska, 
Janoś-Kresło, Wódkowski, 2009).

The RAPEX enables quick exchange of information between EU countries, Iceland, Liechtenstein and Norway 
and the European Commission about non-food products found on the market and posing a risk to health and 
safety of consumers (European Commission, 2017). The legal basis for RAPEX is directive 2001/95/EC on general 
product safety (European Parliament & Council, 2002). This system covers majority of non-food products, however, 
products such as pharmaceuticals and medical devices are covered by other alert systems (European Commission, 
2014). The information on dangerous products are exchanged between national authorities. The notification is an 
alert submitted by national authority and concerns measures taken against these products (European Union, 2017).

The RAPEX can be considered as a reactive tool within market surveillance actions (see Alén Cordero, 
Muñoz Sanz, 2009). The data provided by the RAPEX can be helpful for: customers (wondering about purchase of 
a product), companies (developing new products or assessing existing ones), consumer organizations (gathering 
information within tests) and authorities (to reduce risk and to ensure co-coordinated actions) (Rausand, Utne, 
2009).

The results obtained from the RAPEX database for the years 2005–2016 indicated that 57% of notifications 
related to products from China (European Commission, 2017). This problem was noticed, for example, by Wynn, 
Ouyang, ter Hofstede, and Fidge (2011), who drew attention to toys originating from China and Tse and Tan 
(2012), who mentioned that most of the recalled products in the United Kingdom were made in China. However, 
the notifications to products from EU countries were 18% (European Commission, 2017) and were not widely 
discussed. Therefore, the goal of the study was to examine, which product categories from EU countries were most 
commonly submitted in the RAPEX and which was the dependence between product category and origin country, 
year, risk level, product user, submitting country, risk type and measures (adopted by submitting country).

Data and methods
The data originated from the RAPEX database and concerned 3,625 notifications covering the period from 

2005 (first year in database) to 2016. The data related to eight variables: product category, origin country, year, risk 
level, product user, submitting country, risk type and adopted measures.

In order to increase the readability of figures (i.e. scatterplots as mentioned below), it was necessary to 
adopt certain simplifications. Some values of variable product category were shortened to: „childcare articles…” 
(name in database: childcare articles and children’s equipment), “clothing, textiles…” (clothing, textiles and fashion 
items), “communication… equipment” (communication and media equipment), “electrical appliances…” (electrical 
appliances and equipment), “gas appliances…” (gas appliances and components), “kitchen… accessories” (kitchen/
cooking accessories).

In case of variables risk type and origin country, due to the possibility of occurring more than one value in 
one notification, only first value was adopted. In turn, in case of variable adopted measures in one notification was 
usually one value, however, the values were too varied. Therefore, only two basic values were adopted and they 
related to adopted measures taken by: public authority or economic operator.

Data has been collected and sorted to eight above mentioned variables in Excel and then transferred to 
Statistica 12. In case of tree clustering (joining) the following settings were adopted: linkage rule: Ward’s method, 
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distance measure: Euclidean distance. The Ward’s method uses analysis of variance and is regarded as very 
efficient. The dependences between variable product category and other variables were examined using pivot 
tables in Excel (not presented) and (bubble) scatterplots in Statistica. The values of the variables that occurred more 
often were presented as larger bubbles.

Results and discussion
The results of tree clustering were presented in Figure 1. They indicated the similarity in occurrence in pairs 

the values of variables: year and risk type and risk level and product user. In the case of the first pair it was 
associated with the occurrence of a large number of notifications in recent years (see also Figure 3). In turn, in the 
case of the second pair, this was due to the fact that each of both variables (risk level and product user) had only 
two values (see also respectively Figures 4 and 5), so they were not differentiated.

0 200 400 600 800 1,000 1,200

Linkge distance

Adopted measures

Product user

Risk level

Submitting country

Origin country

Product category

Risk type

Year

Figure 1. Tree diagram

Source: own study.

The largest number of notifications was submitted to following categories: motor vehicles (1351; 37%), 
clothing, textiles and fashion items (429; 12%), childcare articles and children’s equipment (321; 9%), toys (297; 8%) 
and cosmetics (248; 7%) (European Commission, 2017; European Union, 2017), see also Figures 2–8.
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The dependences between product category and origin country presented in Figure 2.
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Figure 2. The dependence between product category and origin country

Source: own study.

The largest number of notifications was submitted to products from Germany (825; 23%), and also to products 
from Italy (517; 14%), France (392; 11%), United Kingdom (312; 9%) and Poland (277; 8%).

Notifications to motor vehicles were most visible and to products from Germany were 461 notifications, i.e. 
about 13% of all notifications, France – 266; 7%, United Kingdom – 169; 5%, Italy – 154; 4% and Sweden – 81; 
2% (see Figure 2). In case of clothing, textiles and fashion items most notifications related to products from Italy 
(101; 3%), Bulgaria (92; 3%) and Greece (63; 2%). Most products submitted within category childcare articles and 
children’s equipment originated from Poland (81; 2%), Italy (51; 1%) and Germany (34; 1%), in case of toys – from 
Germany (79; 2%), Italy (31; 1%), Netherlands (31; 1%), Spain (31; 1%) and Poland (30; 1%) and in case of cosmetics 
– from Germany (43; 1%), France (36; 1%) and Italy (35; 1%).

The dependences between product category and year presented in Figure 3. The highest number of 
notifications was submitted in 2016 (478, 13%), but over 300 notifications (about 9%) were submitted also in 2015, 
2014 and earlier in 2012, 2010, 2009 and 2008.

The dependences between product category and risk level presented in Figure 4. The significant part of 
notifications related to a serious risk – 3545; 98%. 

The dependences between product category and product user presented in Figure 5. The majority of 
notification related to products for consumers – 3549; 98%. 
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Figure 3. The dependence between product category and year

Source: own study.
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Source: own study.
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The dependences between product category and submitting country presented in Figure 6. Products were 
submitted mainly by Germany – 825; 23% and also by Greece (358; 10%), France (246; 7%), Spain (240; 7%) and 
United Kingdom (228; 6%).

The dependences between product category and risk type presented in Figure 7. The risk type in almost half 
of notifications was injury – 1691; 47% and also chemical (528; 15%), fire (338; 9%), choking (320; 9%) and electric 
shock (235; 6%).
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Source: own study.

The dependences between product category and adopted measures to submitted products presented in 
Figure 8. In more than two third of cases the adopted measures to submitted product were adopted by economic 
operators (2483; 68%) and they were: recall of the product from end users, voluntary corrective actions taken by the 
manufacturer and withdrawal of the product from the market (European Commission, 2017).

Pose-Juan, Fernández-Cruz and Simal-Gándara (2016) listed similar as above mentioned most frequently 
submitted products in the RAPEX: toys, motor vehicles, clothing, textiles and fashion items, childcare articles 
and children’s equipment and also electrical appliances (this last category could have been a result of taking into 
account products from China). Liepiņa and Korabļova (2014) mentioned about RAPEX notifications on toys. The 
notifications to cosmetics were indicated by Martin et al. (2011) and Pauwels and Rogiers (2010) directly mentioned 
about chemical risks in cosmetics. Orford, Crabbe, Hague, Schaper and Duarte-Davidson (2014), without indicating 
particular products, mentioned about following risks in RAPEX notifications: chemical, but also electrical and 
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choking. Klaschka (2017) drew attention to the RAPEX notifications related to the chemical risk in personal 
care products. She added, however, that only health effects considered as serious lead to recall products from 
consumers. Duarte-Davidson et al. (2014) mentioned that relevant national authorities should be aware of chemical 
contamination incidents within the RAPEX.

Conclusions
The Rapid Alert System for dangerous non-food products (RAPEX) ensures rapid exchange of information on 

dangerous products between national and European Union (EU) authorities and also provides these information in 
the open access way. Therefore, this system may by considered as a type of e-service (combining e-administration, 
e-education and e-health) not only for consumers (customers), but also for: producers, distributors, sellers (economic 
operators), consumer organizations and authorities.

About 18% of notifications in the RAPEX in 2005–2016 related to products from EU countries. There were 
mainly notifications on motor vehicles from Germany, but also from France, United Kingdom, Italy and Sweden. 
The other product groups were: clothing, textiles and fashion items from Italy, Bulgaria and Greece, childcare 
articles and children’s equipment from Poland, Italy and Germany, toys from Germany, Italy, Netherlands, Spain and 
Poland and cosmetics from Germany, France and Italy.

The highest number of notifications was submitted in 2016. The significant part of notifications related to 
a serious risk for consumers, not professionals. Products were submitted mainly by Germany and also by Greece, 
France, Spain and United Kingdom. The risk type was injury, but it were also chemical risks, fire, choking and electric 
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#1#

shock. The adopted measures were taken mainly by economic operators and they were: recall of the product from 
end users, voluntary corrective actions of the manufacturer and withdrawal of the product from the market.

The RAPEX as an e-service could be developed by, for example, sending information to consumers in the 
given EU country related to dangerous products by email, sms or via a smartphone application. Such information 
should include the exact product name and description and also cover the name of the manufacturer and seller. 
It would increase the consumer’s awareness and safety and would also eliminate unfair business practices on the 
market.
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Abstract  The transport services can vary in complexity, and can be carried out in short or long supply chains. Market 
observations indicate that logistics services including transport service become increasingly sophisticated, 
by far exceeding their traditional perception. They begin to resemble projects characterized by singularity, 
uniqueness, temporariness, limited budget, and, occasionally, innovativeness. Therefore, they are often treated 
as a specific type of projects, called logistics projects. The aim of the paper is to present the essence and 
characteristics of transportation services as a specific logistics project. Author characterizes the transportation 
service, with particular focus on the sector of oversized cargo transportation. The demand for such services 
depends on the industry, energy, infrastructure development, investment projects in particular countries 
as well as on economic policies. Transportation of non-standard cargos creates non-standard problems. 
The management of such services requires specific knowledge, resources, and managers. The paper identifies 
key factors that need to be taken under consideration when planning oversized cargo transportation services, 
i.e. early warning signs. The author presents certain barriers to responding to early warning signs in oversize 
transport service.

#0#

Introduction
An early warning sign is an observation, a signal, a message, or some other form of communication. It is or 

can be seen as expression, indication, proof, or sign of the existence of some future or incipient positive or negative 
issue. Early warning signs are signals, omens, or indications of future developments (Nikander, 2002). These signs 
are possible to identify in organizations (Haji-kazemi, 2015; Williams, Klakegg, Walker, Andersen, Magnussen, 
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2012). It is possible to detect early warning signs in projects including logistics project undertaken by organizations 
and by supply chains. Recognizing early warning signs is an integrated element in project management practices. 
The research reviews (Williams et al., 2012) shows that project professionals are not good at detecting or acting on 
early warning signs. Williams and his research team (2012) have found little evidence that project managers have 
found ways to exploit early warning signs to identify and deflect future problems, the appropriate responses on early 
warning signs in projects are missing from project managers in many cases. 

The basic service on the logistics market, arising out of the need for moving various goods from their 
collection point to their destination, is transportation. Transportation services are an integral part of logistics 
systems. Transportation services are very important in the world. They are a basic element of logistics services. 
These kind of services comprise all relevant interdependencies between production, transfer, and consumption and 
are integrated into the value chains of senders and receivers (Gleissner, Femerling, 2013). Transportation services 
are provided by many companies with a various scope of offers, knowledge, experience, teams, equipment, scope 
of operation and size. Both large and small companies function on this market, companies providing diversified 
services, starting from a typical transport service, through shipping, storage, packaging and customizing, packing, 
to a complex service for entire supply chains on the domestic and international scale (Wiktorowska-Jasik, 2016). 
Oversize transport is a special one of these services. This kind of service is the application of limited resources, 
competences including knowledge and skills by one entity for the benefit of another. Management of such services 
is similar to project management. Oversized transportation can be treated as a specific project called logistics 
project. Logistics project is a non-routine set of task apart from other projects by time and cost, the purpose of which 
is to perform a singular, and unique action that effects change to the logistics system of a one enterprise or a supply 
chain within which this enterprise operates (Pisz, Łapuńka, 2016). 

The purpose of the paper is to analyze the oversized transportation services in terms of the complexity. 
The particular attention was paid to the early warning concept in such orders. The paper presents the impact 
of recognizing early warning signs on the project’s success. The similarity of transportation services to logistics 
projects was depicted. Barriers to early warning signs in oversize transport service were presented based on 
literature review and studies in three companies of oversize transport. 

Oversized transportation services 
The world needs innovative transportation services. Logistics operations, in which transport services 

are included should be sustainability. Economic practice shows that large third-party logistics (3PL) providers 
have usually environmental sustainability goals (Lieb, Lieb, 2010). From the other hand new technologies in 
communication and robotics have a substantial influence on transportation (Fries, Chowdhury, Brummond, 2009). 
These technologies have given rise to the prospect of autonomous vehicle (AV) technology which aims to reduce 
crashes, energy consumption, transportation cost, pollution, and congestion while at the same time increasing 
transport accessibility (Bagloee, Tavana, Asadi, Oliver, 2016).

Transportation services cause movements of people or goods. The market of transport services is a complex 
structure whose efficiency of operation depends on the integration of systems: physical movement, information 
flow, payments and general conditions for concluding transactions (Wiktorowska-Jasik, 2016). We can distinguish 
between internal and external transportation services. Internal transportation services, for instance, occur within 
a plant among different departments of a warehouse. External ones take place between suppliers and customers or 
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between plants and warehouses. Companies use their own vehicles (private haulage) or logistics service providers 
to carry out transport services (Gleissner, Femerling, 2013). 

One kind of transportation service is oversize transport. These kind of service is dedicated to movements 
of oversized goods (Figure 1). Oversize transport is usually a very important part of every development project, 
including infrastructure projects, construction projects, production projects, etc. Oversized transportation is a big 
part of industry, energy, infrastructure development (Gabor et al., 2011). 

 Figure 1. An example of oversize transport service execution

Source: own elaboration.

Oversize transport is a special one of service type. This kind of service is the application of limited resources, 
competences including knowledge and skills by one entity for the benefit of another. Oversized transportation is 
a unique subset of transportation services. These kind of services span the boundaries between suppliers and 
customers and have become increasingly important to successful supply chain operations. These sets of activities 
is very essence of many business. Oversize transport services can vary in complexity, and can be carried out in 
a company (production company) or in a supply chain. Market observations indicate that these kind of services 
become increasingly sophisticated, by far exceeding their traditional perception. It significantly affects the economic 
development of each country, where, however, various regulations and solutions are in use (Gabor et al., 2011; 
Pisz, Łapuńka, 2016). Oversize transport begin to resemble projects characterized by singularity, uniqueness, 
temporariness, limited budget, and, occasionally, innovativeness. The majority of orders received by logistics service 
providers constitute separate and singular transportation processes, which necessitate detailed analysis, planning 
as well as appropriate management methods. Therefore, they are often treated as a specific type of projects, called 
logistics projects. In order to fulfill the order it requires dedicated, and thus costly equipment. It must be emphasized 
that in the case of mass transportation, a range of ready-made semitrailers can be readily purchased, whereas in 
the case of non-standard transportation – these must be ordered beforehand (e.g., in road transportation – multi-
axis modules are typically ordered approximately two years in advance). Entrepreneurs specializing in oversized 
cargo transportation are required to anticipate future market situation as well as the directions of economic 
development. For instance, a particular enterprise must assess whether or not it requires multi-axis semitrailers and 
to what kind of cargo will they be dedicated – low or high, long or extendable, perhaps heavy, etc. Transportation 
company undertaken these kind of project is expected to be able to suitably configure the vehicle and the semitrailer 
designed for the transportation of such cargos, since there is no single applicable standard. Such a configuration 
is particular to a given transportation order. Non-standard cargo transportation is carried out with suitably fitted 
vehicles, the carrying capacity, structure, and labeling of which are usually different from those of standard means 
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of transportation. In order to organize the transit of such vehicles, appropriate permits are required, as well as 
advance arrangements with appropriate infrastructure administrators. This involves obtaining specific permits and 
decisions of authorized entities. The non-standard cargo creates non-standard problems. Transportation these 
kind of load is executed under risk and uncertainty. This includes transportation of special loads (abnormal loads, 
oversized cargo), which can be considered highly problematic and therefore requires special care. The process of 
its management is similar to project management, especially logistics project management. 

Carrying out a logistics service in the context of oversized cargo transportation displays features of a logistics 
project. It constitutes a group of diverse activities, the aim of which is to meet requirements in terms of time, cost 
and scope. Oversized cargo transportation is the final element in a long chain of specialist logistics operations. 
It requires an appropriate approach, the use of suitable methods and equipment. From the perspective of an 
employer, i.e., an entrepreneur responsible for delivering oversized cargo, an order to deliver such cargo is a unique 
undertaking, which requires an individual approach. This necessitates an assessment of the market of oversized 
cargo transportation, selecting a logistics operator based on the chosen assessment criteria, and commissioning 
the organization and execution of oversized cargo transportation. In order to carry out such a logistics service, 
a contractor, i.e., a logistics operator, must prepare thoroughly, must possess or rent appropriate equipment, as well 
as demonstrate knowledge and experience in this type of transportation. It is essential to determine the feasibility 
of transportation, analyze all possible means of transportation, and choose the optimal one, and to assess and 
select loading and unloading equipment. Moreover, it is necessary to analyze available means of transportation 
and all permissible routes of oversized cargo transportation, and to select the optimal route. A logistics operator 
should make plans for loading, unloading and securing individual elements of the cargo, and determine the possible 
approaches for protecting the cargo against external conditions. 

Early warning signs in oversized transportation projects
An important challenge in planning, execution and control of the undertaken logistics project like oversize 

transport in intra- and cross-company in supply chains is the capability to react to unforeseen deviations and 
disruptions. Oversize transport is the last link of a long chain of specialized logistic operations. The service providers 
have to make careful preparations, provide for proper equipment and have right experience in oversize cargo 
carriage. For the entire operation to be successful, the appropriate routes have to be selected along with the right 
vehicles, and the plan for loading and securing each oversize cargos have to be drawn up. Vehicles adjusted to carry 
oversize cargo generally have the dimensions; load capacity, design and marking that differ from standard vehicles. 
Cargo handling equipment has much higher lifting capacity than cranes or other machines handling standard items.

Besides, to arrange a smooth movement of the oversize cargo carrying vehicle, one needs special permits 
and other arrangements with transport infrastructure managers concerning the route, and, naturally, cargo has to 
be insured. If the transport is international, the operator has to satisfy the requirements of the region to be crossed, 
which sometimes is very difficult.

The basic functionality of early warning systems consists of detecting the event and quickly warning the users. 
Early warning system as a tool is concerned with looking into the future of the process or project which is always 
uncertain, and discussing what it might mean for decision-making in the present or in the future (Haji-Kazemi, 2015). 
The ability to react in real-time to hazards and disturbances, especially within time-critical processes, becomes 
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more and more important for many enterprises and supply chain (Genca, Duffieb, Reinharta, 2014; Wieland, 
Wallenburg, 2013).

In this context the availability of real-time data concerning current events in the logistics and supply chain of 
logistics project execution is essential. Therefore research in the field of early warning system of projects including 
logistics project management is becoming more and more important. By being alert to the early warning signs, 
corrective actions can be taken in sufficient time to avoid adverse safety consequences. Companies must pay 
attention to sign of potential weaknesses (Weintrit, Neumann, 2013). Therefore the early warning signs should 
be identify in this kind of logistics project, in project life cycle, at decision gates/other milestones. We should 
note that the front end phase is an effective time to look for early warning signs in all projects, including oversize 
transportation. Roots of problems in later project phases of project life cycle are found in processes and decisions 
at the front-end of projects. During front end phase and especially during project execution phase some of warning 
signs can be omitted. It can be results of intense and distracting activity of project. We can observe that the original 
warning signals may have been conveniently ignored or intentionally hidden by project team and stakeholders. From 
other side some actions may be too late to avert when the warning signals are recognized. 

Project assessment as a typically part of gateways is a useful tool in identifying early warning signals of the 
project. The ability to reflect on what happens (good and bad) in undertaken project is crucial for stakeholders 
including: sponsors, owner, project managers, team members, and assessors. Post-project lessons learned can be 
used to identify early warning signs. The reports should contain information about problems experienced that could 
be used for early warnings in the new project in the future. We should note that converting lessons learned/post-
project reviews into either specific checklists of possible problems or more open lists of possible areas of concern 
can provide new projects with direct sources of early warning system (Williams, 2007). Postmortem analyses of 
unsuccessful projects are also good source for early warning signs. Postmortem analyses are generally conducted 
at the end of the project process, but are also useful at the end of each stage of a multi-phase project. The feedback 
gathered from project postmortem will be used to improve the management of future projects and should be used 
for building knowledge about final failure. These kind of analyses gives the project team a chance for calm reflection 
of the overall undertaken project, to talk about what went well and what could be done better next time in future 
projects. Figure 2 illustrates the main sources early warning signs detected by many persons and organizations 
and associations being part of a given projects – oversized transportation projects. The signals are detected based 
on project practice and the project environments. The information came from many sources. The signs are visible 
and invisible. The early warning signs are detected based on systematic use of project management tools and 
techniques and on project stakeholders’ gut feelings. 

Traditionally, time, cost, scope and quality are most highly rated as measures of project success (Klakegg, 
Williams, Walker, Andersen, Magnussen, 2010). Many researchers and practitioners consider success, performance 
and effectiveness as synonyms (Belout, 1998). It can be treated as the degree to which objectives are achieved 
(Baccarini, 1999; Belout, 1998). Success is corresponding to the effectiveness and the efficiency of the project 
and Brudney and England claim that efficiency is broadly understood as the maximization of output for a given 
level of input or resources. Various aspects of success were assessed: project efficiency (measured by the project 
management triangle), the project’s impact on the client (measured by client satisfaction level), organization success 
(measured by the actual impact of project outcomes on the organization), as well as future-proofing (measuring how 
well project outcomes were aligned with the strategic goals of a company) (Mir, Pinnington, 2014). 
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Figure 2. Early warning signs detected in oversized transportation projects

Source: own elaboration.

Project success factors are consequences of many undertaken activities under risk and uncertainty, incidents, 
and other conscious or unconscious actions, or even lack of actions (Meyer, 2016). For the purpose of early warning 
in projects, there must be additional measures that can be provide relevant information. Project success is much 
more than simply success in these dimensions (Klakegg et al., 2010). Nevertheless, to date success has in principle 
been measured by business results. Today, we can note an evolution of project success concepts. 

Barriers to responding to early warning signs in oversize transport projects
It is very important to known possible barriers to responding to early warning signs in projects of oversize 

transport. Based on the literature review and research findings, the author depicts certain possible barriers to the 
detection of early warning signs in projects including oversize transport projects. The available literature regarding 
the identification of possible sources of EW signs within projects has been examined in sources: (Bartsch, Ebers, 
Maurer, 2013; Flyvbjerg, Holm, Buhl, 2002; Flyvbjerg, Rothengatter, Bruzelius, 2003; Flyvbjerg, Garbuio, Lovallo, 
2009; Hofstede, 1984; Klakegg et al., 2010; Lovallo, Kahneman, 2003; Williams et al., 2012).

The practice study has been carried out by the author based on form of interview. Project managers in 
three companies – specialist of transportation services were asked to depict the barriers to responding to early 
warning signs in transportation orders treated as logistics projects. Project managers and project teams usually 
make decisions based on own knowledge rather than on a rational weighting of gains, losses, and probabilities. 
Because of limit time they are forced to make fast decision. We can find some difficulties for acting due to lack of 
time to think ahead and question assumptions – the orders are limited by the schedule. The undertaken transport 
projects are usually very complexity. Interviewers pointed out that logistics project like oversize transport services 
are characterized by a high level of complexity, both in technical and organizational terms. The services are 
executed with cooperation with another companies (companies specialized in escorting heavy transport, permits, 
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loading, etc.) and institutions (transport ministries, police, etc.). The data needed for decision making are imprecise, 
not crisp. Project situation is involved with flux and unpredictability and large amount of unknown unknowns. 
Because of large optimism of project team and project managers and owner of logistics providers usually cost are 
underestimated, benefits are overestimated, the potential for problems and miscalculations are overlooked. We can 
observe that project teams take their experience to the next project and fail to recognize the need to secure the 
ability of an organization to learn. The interviewed managers did not prepare right analysis of lessons learned. Form 
the other hand the project managers belief that the project assessments would capture all problems. Transportation 
services treated as logistics project are executed by projects team. The success of project is in their hands. They 
usually work in trust conditions. From the other hand the trust atmosphere can provide to hide the bad habits and 
practices. The drivers can steal fuel, the pilots can added kilometers, etc. It creates unreasonable costs of the 
project. The literature review and interviews show that sometime we can observe political pressure exerted by the 
project owners to implement a given solution. The interviewers underline that organization complexity can be one 
of barrier to responding to early warning signs in transportation orders. 

Conclusions
The paper treated about early warning signs in specific transport services which are similar to unique type 

of projects. Orders for oversized transportation can be treated as specific projects named logistics projects. 
Transportation services such like oversize cargo transport are crucial to develop such sectors as industry, power 
supply or infrastructure. They make up an important part in any major investment project in companies and in supply 
chains. 

Particular attention was paid to sources of early warning sing detected by stakeholders projects of oversize 
transport. The main actors of early warning signs were presented. The examples of early warning signals were 
shown. Additionally the main barriers to responding to early warning signs in projects of oversized transportation 
were presented on based on survey. The survey was executed in a chosen oversized transportation companies. 
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Abstract  Perceiving enterprise marketing through the prism of value provided to customers is already a well-established 
approach to management expertise, including the field of marketing. The article addresses the role of services 
in the delivery of this value. The aim of the article is to review the state of research in this area based on 
scientific analysis of Polish and foreign journals. The result of the study is the identification of various research 
approaches to exploit the potential inherent in the service in order to create and provide value to the customer. 
In further research on the business model and competitiveness of enterprises, it is possible to develop an 
innovative concept of so-called service dominance logic in marketing.

#0#

Introduction
Value for the customer can be considered in the context of the business model adopted by the company. 

In the light of research in the area of management, it can be stated that there is a wide range of business model 
concepts, and it is difficult to clearly indicate the elements that determine its success. The most frequently cited 
elements of business models are: the position of the enterprise in the value chain, customer value, sources of 
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revenue, competitive strategy, resources, competencies, external relations, products and services offered, costs 
(Obłój, 2002; Gołębiewski, 2008; Jabłoński, 2013). The success of a specific business model is combined with the 
proposition of value for customers, which means that it creates value for the customer and ensures its delivery. 
The tool for the implementation of the business model is the strategy of the organisation and marketing strategy 
associated with it.

The article focuses on the potential of a marketing approach to customer value creation, which is most often 
perceived as a relation between the benefits provided by the product and all the costs associated with acquiring 
the benefits of the product (Hawkins et al., 2004; Horovitz, 2006). The purpose of this article is to present the role 
of services in the process of creating and providing value to the customer, starting with the narrow view in which 
the service is perceived as one of the elements of a more or less extensive offer for the customer, to the innovative 
concept, presented in the new concept of the logic of domination in service marketing (Vargo, Lusch, 2004).

The result of research into the role of service in the creation and delivery of value for customers is to identify 
new approaches that leverage service-based capabilities and to identify directions for desired changes in business 
models and in building a competitive advantage for contemporary businesses.

Literature review
Nowadays, marketing is defined as broadly understood management of the value creation process for the 

customer in order to achieve a certain competitive position in the market (Doyle, 2003; Kotler, Keller, 2012). Its 
main three streams include: creation and delivery of value for the customer (Doligalski, 2013), customer value 
management (Kumar, 2010) and customer perception of value (Gronroos, 2007).

One of the main streams of research in this area is customer value management, with the emphasis on its 
process character by indicating the following four stages of this process:

 – defining value for the customer,
 – value creation,
 – value communication,
 – providing value (Szymura-Tyc, 2004).

The first stage, i.e. defining value, leads to establishing the core value offered to the customer, i.e. determining 
the product/service characteristics that are the basis of the benefits provided to the customer relative to the price 
and other costs borne by the customer. The package of customer value should be well adapted to the resources 
and competencies of the company, it should distinguish the company from the competition and provide value for 
the company in the long run.

The next stage, creation of value for the customer, involves making decisions and coordinating actions that 
facilitate the physical processes of creating the basic and additional values for the customer. They are held both 
inside the organisation and outside in cooperation with partners and suppliers. At this stage, attention is drawn to 
the need to interact with the customers and encourage them to contribute to the final offer (value). In practice, it 
means customer relationship management, customer coaching, and sharing knowledge with the customer, so the 
end product/service meets the high level of customer expectations.

The third stage, communicating value to the customer, is supposed to build an organization’s image and the 
product/service offer, as well as establish long-term customer relationships. Private, group and mass communication 
tools are used here, with an increasing share of new technologies and the Internet. 



195Vol. 26, 2/2018

Services and creating value for customers – marketing approach

The last step, providing value to the customer, means customer service in a specific form, location, time, and 
agreed terms of payment.

At each of the mentioned stages of the customer value management process there is room for services as 
essential components of the offer of benefits for the customer. However, the question remains, what role do they 
play? Referring to the so-called customer value map, we can see a number of instances where services are the 
source of this value.

The value map of the above-mentioned authors includes the following types of benefits for the customer 
(Dobiegala-Korona, Doligalski, 2010):

 – tighter adaptation of the product to individual needs and expectations (value of function),
 – choice of form; this value gives customers the choice of shape, size, styling, equipment, convenience of 

use (value of form),
 – availability of the offer at a time convenient to the customer or whenever they need it (value of time),
 – delivery of the products to a place that is convenient for purchase or where the consumer needs it (value 

of place),
 – differentiation of the means of transferring the right to use the product from the seller or producer to the 

customer (value of possession); this can be a form of purchase for cash, leasing, credit sales supplemented 
by the company’s taking over the formalities involved in acquiring a loan, etc.,

 – adaptation of information about the offer, terms of use of the product, purchase conditions etc. to individual 
customer needs, and answering the customer’s inquiries whenever they are voiced, e.g. 24/7 (value of 
communication),

 – education of customers in order to help them maximise the use of product features (value of education),
 – customer experience in the periods prior to purchase and during product life (value of experience).

When exploring the level of value provided to the customer, it is important to be aware that it is the result of 
a subjective evaluation of the benefits received and the costs by the customer.

Method
As a result of the critical analysis of the literature will be identified four approaches to the components that 

create value for the customer in the field of services. This analysis shows the evolution in the development of the 
theory of creating value for the customer in service sector, including the new approach (Service Dominant Logic). 
The article is based on publications that make a significant contribution to the development of knowledge about 
service management focused on the customer value creation and available in the EBSCO database.

Results
First approach – The value for the customer in specific services is created in the sphere of unique resources 

and competencies of the service provider and, subsequently, elements of service, which are difficult to copy, by the 
competition. This is typical for the resource-related approach in management. An example of such an approach is 
the study of specific service providers whose strategies are focused on customer satisfaction and customer loyalty. 
The results of these studies pertain to various service industries. For example, in the services of Polish tourist 
offices, customer value is associated with: quality of the offer, price, quality of customer service, professionalism 
of employees, reputation of the office (Chlipała, 2009), whereas in the case of low-cost Ryanair services, the value 
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for the customer is a result of an extensive network of flight connections, competitively low ticket prices, passenger 
safety (Liczmańska et al., 2016).

Second approach – Value for the customer is perceived through a structural model that includes four levels of 
value: basic value (core product, basic benefit), additional value (e.g. complementary services), value extended by 
customer service, e.g. design, consulting, financial services and commercial services. It is also a resource-related 
approach with elements of a relational approach. It has the potential for additional value for the customer 
through the services added to the offered products. What enriches the existing approaches of the structural model 
is the recognition of customer service and relationships as distinctive elements of value creation for the customer. 
In practice, this is typical for the commercial sphere, where companies compete through their specialised customer 
service at every stage of the sales process and cooperate with specialised service providers. An example of such 
a strategy is the collaboration of Swedish Ikea with American Apple to provide customers with a unique mobile 
app which allows the “testing” of furniture in the space of the apartment. The technologically advanced application 
utilises Augmented Reality and is available on Apple’s mobile devices.

Third approach – The value for the customer in the field of services considered in the context of the creation 
and development of system products. It is a process and relational approach. By describing the characteristics of 
system products, L. Żabiński’s (2012) draws attention to such features as: satisfying complex needs (e.g. complex 
leisure needs), high innovation (including technological advancements), the need to cooperate with many entities 
in the process of product creation and sale, often globally, as well as positive brand value. A particular feature of 
system products is, therefore, to provide value to the customer by satisfying the complexity of their needs and 
expectations rather than the needs and expectations associated with them.

An example of the development of system products is the residential property market in Poland and the 
so-called developer multi-product, which is the offer of a “city within the city.” The idea is to create multifunctional 
buildings with the future of residents in mind, which means the use of large spaces where people can live, work, 
shop and actively spend their leisure time. Implementing such an offer requires the developer’s cooperation with 
a number of environmental entities to ensure the fulfilment of all the complex needs of the inhabitants of such a “city” 
– the system product (Pluta-Olearnik, 2015).

Fourth approach – The value for the customer is perceived in the light of the so-called Service Dominant 
Logic. It is a concept developed by S.L. Vargo and R.F. Lusch (2004). The core of this concept is the idea of co-
creation, which is the opposite of Goods Dominant Logic. According to the above-mentioned authors, the value of 
any products (material goods and services) for the customer is created while they are consumed, and the producers’ 
offers are only propositions of value. The Service Dominant Logic concerns not only typical service companies but 
also the providers of material goods.

This concept defines service as “the application of specialised competences, knowledge and skills in the 
process of undertaking activities, processes and activities for others” (Vargo, Lusch, 2004; Edvardsson et al., 2011). 
Due to the limitations of internal intangible resources, companies must reach for outside sources (customers and 
business partners) and marketing is responsible for configuring these resources. In subsequent years, service 
logic concept was the subject of numerous conceptual publications as well as a relatively small number of quality 
empirical studies. 

The pioneers of research in Poland were J. Mazur and P. Zaborek (2014a), who published the methodology 
and results of quantitative empirical research in Polish and foreign journals, raising a visible interest and discussion 
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among international researchers. The authors analysed whether the implementation of service logic had positive 
results for Polish companies, measured by the increase in customer loyalty. In these studies, the attributes of 
service logic were measured by twenty-three observable variables, including five hidden variables representing 
enterprise involvement in service logic: 1) orientation on intangible assets; 2) creating conditions for dialogue; 
3) stimulating dialogue with customers and between them; 4) orientation on long-term relationships; 5) customer 
experience management (2014). The obtained results proved that service companies, in contrast to production 
companies, show greater commitment to service logic. However, in the “advanced” segment of enterprises called 
“True Service Logic,” 62% of service enterprises and 38% of manufacturing companies were recorded. Significant 
statistical differences identified in the study concerned three of the six factors (hidden variables):

 – more successful creation of conditions for dialogue – two-way communication with customers,
 – more successful stimulation of dialogue with customers and between customers, especially through the 

use of modern media (e.g. the Internet),
 – greater focus on management of customer experience rather than product offers (Mazur, Zaborek, 2014b).

The results of these studies have confirmed the hypothesis of the economic (financial) validity of the 
implementation of service logic in enterprises. The authors also point out that the growth of the Internet has 
strengthened the position of consumers in the market, and large companies have recognised the opportunities 
which arise from treating consumers as co-creators of value, as suggested by Prahalad and Ramaswamy (2004) in 
their works about the future of competition.

Conclusions
The article presents the evolution of approaches to understanding the role of services in the context of 

management of value for the customer. The next approaches developed with the increase in marketing knowledge, 
i.e. the use of intangible assets, the co-creation of value with the customer, and the building and maintenance of 
relationships as elements of establishing a competitive advantage for the company.

By learning the customer value creation process, the enterprise can more successfully identify customer 
expectations and, more importantly, it can identify problems the customer does not see. By resolving these 
problems, the supplier can offer the customer more value than the competitor. Creation and delivery of value 
to the customer in marketing processes is a prerequisite for building a competitive advantage, and in relation to 
services, it primarily requires the development of customer relationships (Siemieniako, 2017). In light of the latest 
service concept, market dominance in the marketplace provides customers only with value proposition in the form 
of products or services, while value for the customer is revealed in the process of utilising them. This represents 
a breakthrough in the meaning of the process of creating (contributing) and providing value to the customer in the 
market not only of services but also of material goods.

Finally, by adopting the point of view of the business model, it is worth to quote the opinion of B. Dobiegała-
Korona (2006) that a customer value management strategy to ensure high customer value is a critical part of the 
enterprise. Investments in the customer must be treated as long-term return strategies. Investments undertaken 
in the current period will bring benefits in the future. The more precisely the customer groups are identified on the 
basis of their expectations and generated value for them, the better tailored will be customer value strategies, and 
the strategies for the increased value of customers for the enterprise will be more effective.
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Abstract  The purpose of the paper is to divide the European Union countries into groups of most similar distributions of 
graduates’ fields of education. The study covers three education levels – bachelor’s, master’s, doctoral – and 
ten different fields. As a measure of the degree of similarity of distributions D statistic was used, which is 
the maximum absolute value of the difference between two cumulative distribution functions. Data from 2015 
were used for computations. On the basis of the values of the D statistic calculated for each of the pairs of 
distributions the countries were divided into relatively uniform classes. The implemented procedure enabled to 
distinguish one compact cluster of countries in the case of the bachelor’s level of education, two unlike sets in 
the case of the master’s level and one relatively homogenous group in the case of the doctoral level.

#0#

Introduction
Knowledge is readily recognized as one of the main drivers of economic development, and countries which 

are able to make best use of knowledge are more successful on the global market (Aubert, Reiffers, 2003). As can 
be seen from the overview of empirically based studies, it is clear that the overall economic performance of modern 
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economies is increasingly and more directly based upon their knowledge stock and their learning capabilities (Neef 
et al., 2011).

First and foremost, the twenty-first century is characterised by constant change. Moreover, we are living in 
an age of continuous innovation. Curiosity and creativity are the crucial motivating forces for all innovations. In 
the contemporary world, a new paradigm of multidimensional development is emerging that embracing economic, 
cultural, technological and social aspects at both the macro and micro levels. Central to the paradigm is the fact 
that creativity and access to information are more and more recognised as powerful engines driving economic 
growth and promoting development in all other dimensions. Creativity in this context refers to the formulation of new 
ideas and to the application of these ideas to produce functional creations, scientific inventions and technological 
innovations, as well as original works of art and cultural products. The best outcomes come from creativity in 
management, arts, science & technology combined together, and an eclectic mix of them is vital for multidimensional 
development stimulated by innovations (United Nations, 2008, pp. 4–9).

The role of education in the knowledge-based economy is outstanding (Cunningham, Jaaniste, 2010). What 
is very important, as D. Kirk (2010) argues, the transmission of knowledge through formal education is a good 
foundation for building a creative economy. It is also worth adding what D.P. Baker (2012, p. 97) has aptly noted: 
formal education not only transforms individuals, it reconstitutes entire societies. However, learning is not merely 
the precondition for innovation, technological progress, and the over-hyped rise of an information economy; it is 
also the precondition for imagination, civic courage, and collective struggles that expand and deepen the process 
of democratisation.

As the capacity of people to work creatively in the context of sustained innovation is emerging as a central 
feature of the economy today, higher education institutions must be in some measure estuaries in support of 
innovation (Araya, 2010, p. 22). Unfortunately, most who have commented on the university’s role in the economy 
believe the key lies in increasing its ability to transfer research to industry, generate new inventions and patents, and 
spin off its technology in the form of start-up companies. As such, there has been a movement around the world to 
make universities “engines of innovation” and to enhance their ability to commercialize their research (Feller, 1990; 
David, 1997). Universities have largely bought into this view because it makes their work more economically relevant 
and as a way to bolster their budgets. However, this view misses the deeper and more fundamental contributions 
made by the higher education institutions to innovation, the larger economy, and society as a whole (Florida et al., 
2010, p. 45). Technology is, indeed, very important, but the role of the universities encompasses much more than 
just the generation of technology.

Objective, research tasks and methodology
It is easy to find that the twenty-first century is the time of educational expansion in the European Union 

countries, especially the expansion of mass higher education. Additionally, there is a great diversity of education 
fields in each Member State at all three levels of higher education. Hence, the identification of the EU countries that 
are characterized by very similar graduates’ field of education distributions, and those countries which differ from 
others in terms of the distribution of the discussed variable, has become the objective of this paper. The objective 
was achieved by carrying out the following research tasks: 1) selecting a statistic that allows for making comparisons 
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of distributions; 2) determining the values of this statistic for each pair of distributions; 3) dividing the analysed 
countries into groups with similar field of education distributions.

The study was accomplished separately for the bachelor’s, master’s and doctoral level of education and 
covered the following fields: 1. education, 2. arts and humanities, 3. social sciences, journalism and information, 
4. business, administration and law, 5. natural sciences, mathematics and statistics, 6. information and 
communication technologies, 7. engineering, manufacturing and construction, 8. agriculture, forestry, fishery and 
veterinary, 9. health and welfare, 10. services. All calculations were carried out based on Eurostat database. Data 
for 2015 were used.

In the study conducted in this paper the authors have used an original conglomerate of statistical tools, 
namely, the maximum absolute value of the difference between cumulative distribution functions and the dendrite 
method. The dendrite method is admittedly well known method of classification, but in this study it has been applied 
in an innovative way.

The considered qualitative variable is the field of education. The cumulative distribution function F fully defines 
the distribution of the variable in a given population (Turczak, Zwiech, 2016). Hence, the comparison of distributions 
of the variable in two populations can be reduced to the comparison of values of cumulative distribution functions 
in these populations, and if two populations have the same distribution, the values of their cumulative distribution 
functions have to be identical in all points (Razali, Wah, 2011).

Let the first population contain n1 elements, and the other – n2 elements. Then F1 and F2 stand for cumulative 
distribution functions regarding the first and the second population, respectively. The scale of differences between 
the values of these functions is the subject of the further analysis. The values of the cumulative distribution functions 
had to be calculated for each i-th category of the variable according to the formulas (Turczak, Zwiech, 2015, p. 104):

F1,i = n1cum,i/n1,i;             F2,i = n2cum,i/n2,i

In the next step for each i-th category the absolute value of the difference between the cumulative distribution 
functions was determined and the largest one – labelled as D1,2 – was indicated. Thus, the measure D1,2 was defined 
as (Arnold, Emerson, 2011, p. 34):

= −1,2 1, 2,max .i ii
D F F  

Thanks to the classification procedure the set of twenty eight countries can be divided into subsets that are 
relatively uniform with respect to the adopted criterion. Such a division is desirable, in which the value of D statistic 
calculated for any pair of countries belonging to the same group is less than the value of the statistic for any pair of 
countries belonging to different groups. The classification procedure was carried out in the following stages:

Stage 1. On the basis of the values of D statistic for each country the country most similar was found. Then 
the dendrite was built composed of vertices and lines. The construction of the dendrite was started by joining each 
country with the most similar one. As a result of such a joining procedure a graph consisting of first order clusters 
was created in which countries were connected to one another by lines in a direct or indirect way. More than one 
first order cluster was obtained and therefore it was necessary to carry out the second stage.

Stage 2. At that stage for each first order cluster the most similar one had to be found. As the value of the 
D statistic referring to a pair of clusters, the minimum value of this statistic calculated for countries belonging to 
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these two clusters was assumed. Consequently, by joining each first order cluster with the most similar one, the 
second order clusters were formed. The described procedure was repeated until all clusters were connected.

Stage 3. The number of groups the dendrite should be divided into can be determined by comparing the 
lengths of its lines with the threshold value D̂. As the threshold value D̂  the arithmetic mean of the D statistics 
calculated for all the 378 pairs of countries can be assumed. The pairs of countries for which the inequality > ˆD D  is 
satisfied can be recognized as similar. Conversely, those pairs of countries for which the relation ≥ ˆD D  is fulfilled 
are considered to be dissimilar and therefore cannot be placed in the same group. Finally, the lines corresponding 
to distances exceeding the D̂ value have to be removed from the dendrite.

Countries similar as regards the distribution of education fields at the bachelor’s level
The completion of the first and the second stage of dendrite method led to formation of the connected graph 

presented in Figure 1.
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Figure 1. The dendrite constructed for the bachelor’s level of education (distances in p.p.)

Source: own compilation based on Eurostat database (access: 10.07.2017).

The threshold value is 14.7 p.p. All distances in Figure 1 are smaller than 14.7 p.p. It means it is not necessary 
to delete any lines in the graph – all the EU countries constitute a relatively homogeneous set.
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Countries similar as regards the distribution of education fields at the master’s level
Now the task is to examine which of the Member States have alike distributions concerning the fields of 

master’s level education. Based on the D values the graph in Figure 2 was drawn.
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Figure 2. The dendrite constructed for the master’s level of education (distances in p.p.)

Source: as in Figure 1.

The threshold value amounts to 13.9 p.p. It is easy to notice that only one distance in Figure 2 is greater than 
13.9, namely that of length equal to 15 p.p. It means the line corresponding to this value has to be eliminated from 
the connected dendrite (in Figure 2 this line in question is depicted as the dotted one). Thus, the division results in 
the creation of one 2-elements group and one 26-elements group.
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Countries similar as regards the distribution of education fields at the doctoral level
The connected dendrite is illustrated in Figure 3.
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Figure 3. The dendrite constructed for the doctoral level of education1 (distances in p.p.)

Source: as in Figure 1.

The threshold value is 15.6 p.p. Due to the fact that all distances in Figure 3 are shorter than 15.6 p.p., there is 
no need to remove any lines from the graph. Hence, it can be assumed that the EU countries covered by the study 
form a compact collection and should not be split into smaller groups.

Conclusions
Knowledge is the key driver of economic growth and the major determinant of competitiveness on the 

globalized market (Corno et al., 2000). D. Rooney (2010) has rightly stated that the comparative advantage is 
increasingly based on the creative use of knowledge. In fact, innovations are produced by human imagination and, 
as such, are the main factor of multidimensional development of modern economies (Gürüz, 2011).

The defining characteristic of the creative economy is transdisciplinarity: the interaction, translation, and 
synthesis of knowledge between and among technical, cultural, social and other disciplines, and also between 
different subdisciplines within each. According to G. Hearn and R. Bridgstock (2010) innovations that reach 

1 Netherlands has been excluded from this study because the data concerning fields of doctoral education in Netherlands have 
been not recorded.
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the market are rarely the products of single disciplines, but rather they involve compound multidisciplinary 
knowledge regimes. Indeed, modern corporations, for instance, may be most distinguished by their ability to bring 
together composite knowledge (e.g., scientific, marketing, and legal one). It is extremely important to realize that 
commercialisation depends on “whole product value propositions”, not just basic research in one or two disciplines. 
Creativity is found across the technological, economic, and artistic domains, in diverse forms such as patents and 
designs, and also in the areas of entrepreneurship and business administration. “No intellectual domain or economic 
sector has a monopoly on creativity” (Mitchell et al., 2003, p. 18). Even the classical economists emphasized many 
times that the wealth of nations is not only the derivative of effective operating on the market, but also depends 
on how individual skills, talents, and motivations are utilised (Leśniewska, Pluta, 2011). There is no doubt that – 
since the paradigm of creative economy so strongly promotes diversity – the natural sciences & engineering, arts 
& humanities, economics & sociology and all other fields should be involved in forming and developing the creative 
economy.

The role of the higher education institutions in the process of transition of today’s economies into the creative 
ones is invaluable. However, it has to be noted that universities’ role goes far beyond just technology – they play 
a significant role also across the other axes of multidimensional development.

There has been a huge expansion of higher education in the European Union countries, especially over the 
last several years. Furthermore, there is a great variety of fields of study in all the Member States. Hence, the aim of 
the paper was to determine the degree of similarity between the EU countries in terms of the distribution concerning 
graduates’ fields of education and to single out countries alike in that respect. In order to accomplish this task, for 
each pair of the Member States the maximum absolute value of the difference between cumulative distribution 
functions was computed and then the dendrite method was employed.

When it comes to the bachelor’s and doctorial level of education, all the European Union countries are quite 
similar in respect of graduates’ fields of education. However, in the case of the master’s level the Member States 
have to be split into two clusters of alike distributions. The first class comprises Cyprus and Luxembourg, and the 
second one consists of the other twenty six EU countries. Table 1 presents information on the mean distributions 
in each of the specified groups.

Table 1. Structural patterns in the isolated groups (%)

Field of education
Level of higher education

bachelor’s master’s doctoral
all (28) {CY, LU} other (26) all (27)

Education 9.3 30.7 10.4 3.0
Arts and humanities 12.6 5.5 9.7 12.2
Social sciences, journalism and information 11.1 4.8 10.7 8.6
Business, administration and law 22.3 41.1 26.5 8.1
Natural sciences, mathematics and statistics 7.6 2.6 7.2 28.0
Information and communication technologies 3.9 2.7 3.0 4.3
Engineering, manufacturing and construction 14.0 6.3 15.0 15.0
Agriculture, forestry, fishery and veterinary 1.6 0.4 1.6 2.9
Health and welfare 13.5 4.8 13.6 17.1
Services 4.0 1.1 2.2 0.7
Total 100.0 100.0 100.0 100.0

Source: as in Figure 1.
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Here are the characteristic features of the defined groups:
1. At the bachelor’s level the most popular is ‘business, administration and law’, wherein 15.9% of people have 

graduated in ‘business and administration’, 3.7% – in ‘law’, and 2.6% – in ‘inter-disciplinary programmes’.
2. In the case of Cyprus and Luxembourg, the master’s degree graduates most often have finished ‘business, 

administration and law’: 37.4% – ‘business and administration’, 3.1% – ‘law’, and 0.5% – ‘inter-disciplinary 
programmes’. What is also specific for these two small countries, as many as 30.7% of students have 
graduated in ‘education’ (mainly ‘teacher training’ – 25.2%).

3. In the set of remaining twenty six EU countries, the share of ‘business and administration’ graduates in 
the total number of master’s level graduates is 17.8%, the share of ‘law’ – 7.0%, and the share of ‘inter-
disciplinary programmes’ – 1.8%.

4. People who have been studying at the doctoral level most often have completed the ‘natural sciences, 
mathematics and statistics’ field (28.0% in total), in particular: ‘physical sciences’ – 12.9%, and ‘biological 
and related sciences’ – 9.8%.

In conclusion, it is worth emphasizing that present students have to be prepared to tackle not only the known, 
but also the unknown problems they will face. That is why it is so important to foster creativity in the 21st century 
higher education. The role of modern education should be to inspire curiosity, to create an environment where 
creativity can bloom, to encourage students to be more involved in learning, to allow them to discover new things 
and to develop their individual skills. This is because the creative economies need to be based on people’s use of 
their creative imagination.
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Abstract  Recommendations and “word-of-mouth” play an important role in service marketing. This specific form of 
communication involves supporting a product or service by a satisfied customer. “Word of mouth” is very 
helpful in building awareness of a brand, also in the higher education market. This paper provides some 
insight into a decision-making process of young people, who make the decision concerning the next step of 
their education, thus enabling the universities to develop the efficient communication program. Considering 
influence of recommendations on potential students, universities must learn how to use social ties to promote 
the educational offer.
The outcomes of survey conducted among Polish students will be also discussed, to evaluate, to what extend 
recommendations and word-of-mouth determined their choice of the particular university. Main goal of the 
paper is to discuss the usefulness of recommendations in the communication-mix of the universities. In that 
sense, it provides the contribution to service marketing practice.

#0#

Introduction
In common sense, the main factor influencing the choice of higher education is the quality of the services 

offered by an educational institution. According to Pabian (2005) the quality of educational services is defined as 
the level of satisfaction of needs and requirements of students, resulting from the educational and non-educational 
activities of the university. This quality is determined by university staff, physical environment of the university, 
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teaching processes and other factors, not related to the educational offer itself. Quality of university services may 
be measured and managed (Hall, 2007). However, it is difficult to assess, to what extent it influences the prospect 
students’ choice of a faculty or a university course. It may be assumed, that potential students try to make rational 
and logical decisions regarding the perfect choice of their future by collecting, absorbing and storing data concerning 
the selected university. Despite the high level of involvement of candidates and their family in the decision-making 
process (Moogan, Baron, 2003) and many factors affecting potential students’ “buying behavior” identified 
(Hobsons, 2013; Vrontis, Thrassou, Melanthiou, 2007), there is still a lot to learn about the real determinants of the 
ultimate selection. One of the important factors is the role of other people’s influence over their decision.

Practical implications of such findings should help in planning the communication program of the university.

Literature review
Students enroll in university for various reasons. For example: to develop their future career, to improve 

their social status, to become independent from the parents, to delay their „grown-up life” and work. According to 
Hall (2007) potential students can be divided into several groups: quality-of-education-oriented, career-oriented, 
searchers-for-knowledge, scientific-title-oriented, comfort-oriented (those who search for simple enrollment 
procedures). For each of these specific segments, different selection criteria may play an important role.

Nowaczyk and Kolasinski (2007) indicated several elements determining the competitiveness of Polish 
universities, such as: scientific staff, number of students, teaching programs, tradition, position in university 
rankings, relations with foreign scientific and research centers etc. Some of them certainly may be treated as hints 
for candidates. Taking into account a personal situation of a student, sometimes social-support programs or easy 
and quick access to university premises may decide. However, not only the objective, measurable factors matter. 
The candidates’ decision-making process is influenced by perceived attractiveness of university atmosphere, 
social network influences and individual motivations. One should not ignore the expected benefits, imaginations 
of “student-life” and sometimes unrealistic expectations regarding the post-graduate career. Such expectations 
may appear on a basis of stories told by colleagues, family members’ recollections or other informal sources of 
information such as Facebook or YouTube. Recently, many research articles regarding the impact, that such social 
media have on the decision making process of future students, were published (Constatinides, Zinck Stagno, 2012; 
Hobson, 2013; Sankaran, Kannan, 2016). Many universities have adopted social media to recruit students and to 
communicate with graduates and current students. However, the effectiveness of social media in the context of 
attracting potential students and promoting educational services in the Polish higher education sector has not been 
sufficiently evaluated. Obviously, Polish teenagers and high school graduates use Facebook and other social media 
tools; therefore the information gathered through these communication channels may support the university choice. 
However, official fan-pages of faculties and universities are perceived by youth as dull and, somehow, “less reliable” 
than funny memos or messages shared by a friend. The role of social media in the phase of information search 
(Pabian, 2005) should not be overestimated. According to results of international students’ research (Hobsons, 
2013) direct email or phone conversation with a college officer was more than twice as important as social media.

On the contrary, opinions from people, who are current or former students of the university, are the most 
reliable sources of information and also important decision variables. In the research cited (Hobsons, 2013) 
more than 50% respondents indicated recommendations from university alumni as the criterion of their choice; 
recommendations from friends/family were mentioned by 38% of the students.
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In addition, friends as the source of information were on the 4th position in the ranking, just after university 
webpage, electronic prospects and email communication with the recruitment office. According to Sweeney, Soutar 
and Mazzarol (2008), word-of-mouth recommendations and referrals are strong factors that can influence students’ 
decision-making processes. 

Since friends, trusted advisors, relatives, and family members may strongly affect the decision-making process 
of young people, the outcomes of the conducted research should give the answer to what extend recommendations 
and word-of-mouth determined their choice of the particular Polish university. On the basis of these results it will 
be worth considering, how the recommendations and referrals may be managed for the promotional purposes. 
Certainly the relationship marketing approach should be also implemented here. 

Research method
The research was conducted to investigate the usefulness of buzz-marketing tools for promotion and 

recruitment processes in Polish universities and to study the impact of recommendations on the choice of 
educational institutions by potential students.

The survey was focused on Polish students from several Polish public universities located in Cracow, 
Katowice, Poznan, Rzeszow, Szczecin, Warsaw, Wroclaw and other cities.

The main goal of the referred survey was to identify the factors influencing the choice of the university by 
candidates. One of the specific objectives of the study was to evaluate the influence of recommendations on 
decision-making of prospect students.

The research objectives were aligned with the several secondary questions, among others:
 – to determine, if potential students make use of recommendations for university selection,
 – to determine, if recommendations influence the university selection process of potential students.

Research was conducted to collect data from young people currently studying in different public Polish 
universities. Primary data was collected in May–June from 242 respondents. The research method was CAWI 
(Computer-Aided Web Interview). A convenient sampling approach (‘snow ball’) was used to select respondents 
for this study; an invitation for the survey and a link to the online questionnaire was delivered to Polish students by 
emails and Facebook messages. 

The literature review was used as the source of information to create the questionnaire, while a combination 
of closed- and open-ended questions was used. 

Results
242 current students participated in the survey: 160 women and 82 men, aged 20 to 33. In majority the 

respondents were full-time students (81.8%). Only 30 respondents (12.4%) were studying at more than one faculty 
at the same time. In case a respondent was a student of more than one educational institution, one was asked to 
answer the questions with the regard to the university considered as foreground.

The respondents were asked to indicate, how many years they had studied at their current faculty. Figure 1 
shows the ‘year-of-study’ structure of the sample. One-third of the group was 1st year students.
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1st

32.6%

5th or up
3.7%

4th

7.9%
3rd

28.1%

2nd

27.7%

Figure 1. Structure of the sample concerning the current year of study at the university 

Source: own study based on surveys.

In the sample dominated students from Cracow (33.9%), Katowice (18.6%), Rzeszow (11.6%) and Warsaw 
(9.5%). It must be noted that the study was limited to public universities only, but not restricted to specific university 
type.

To evaluate the impact of the immediate student’s environment on the university choice, respondents were 
asked to recall how many classmates from their final class in high school had chosen the same college (see 
Figure 2). For almost 80% of the sample the decision regarding the selected university was taken jointly with other 
classmates. 15.7% students choose the same university as one of his/her acquaintances, 48.3% of the students 
made the same decision as 2–5 other classmates. These results show a very strong influence of teenagers’ 
reference group over the decisions of potential students.

No one – only me
21.5%

1 classmate
15.7%

2–5 classmates
48.3%

More than 5 classmates
14.5%

Figure 2. Number of classmates choosing the same university as the respondent

Source: own study based on surveys.

In addition the respondents were asked, how many close friends enrolled in the same faculty at the same 
university. Judging on the results (see Figure 3), the imitation effect plays an important role in decision-making of 
prospect students (Moogan, Baron, 2003).

More than half of the surveyed group of students (52.1%) has chosen the same faculty as (at least) one 
of his/her friends. Certainly the impact of friends’ recommendations is an important factor in university selection  
process.
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More than 5 friends
3.3% 2–5 friends

19.8%

1 friend
28.9%

No one – only me
47.9%

Figure 3. Number of respondent’s friends attempting to enroll in the same faculty at the same university

Source: own study based on surveys.

These findings have been confirmed by outcomes of the next survey question, regarding sources of 
information used by potential students. Several answer options were drawn from the literature review (Moogan, 
Baron, 2003; Pabian, 2005; Hall, 2007) and included: educational fairs, university open days, online forums, social 
media, university rankings, promotional materials, university website, recommendations, etc. Figure 4 shows the 
predominance of direct sources of information accompanying by the official university webpage.

10
97

6
89

34
92

32
198

29
127

214

Others
Internet forums

University fanpage at FB
Ranking of universities

Promotional university's materials
Open days

Educational fairs
University web page

Other people's recommendations
Family members' recommendations

Friends' recommendations

Figure 4. Sources of information used by respondents 

Source: own study based on surveys.

Almost all candidates (88.4%) consulted their choice with friends, family members (52.5%) or strangers (12%). 
This means, that potential students treat the recommendations as the most reliable and hence, the best source of 
information. The vast majority (81.8%) sought information on the official website of the university. Surprisingly, the 
official Facebook fanpages reached rather low position in the ranking (only 2.5% indications), despite the fact, that 
teenagers are the most frequent social media users and according to other studies (Constatinides, Zinck Stagno, 
2012; Sankaran, Kannan, 2016; Smedescu, Ivanov, Ioanas, Fruth, 2016) social media may be successfully used for 
promotion and recruitment purposes. It may be assumed, that the content of official university fanpages does not 
attract young people’s attention.
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Open days have been mentioned by several respondents (38%) along with the educational fairs (13.2%), 
because such events make possible the direct contact with the university and its representatives. Open days also 
enable interactions with current students, who are perceived as truthful and well-informed, when asked about the 
campus atmosphere and studying conditions.

It must be noted, that the universities’ overall quality, as described by Pabian (2005) and Hall (2007) is 
reflected in rankings of universities and colleges, published annually by few Polish magazines. For candidates 
(and undoubtedly their parents) the university’s position in such rankings is an important influencing factor (36.8% 
indications). Figure 5 gives insight into the main determinants of prospect students’ decision-making.

12

76

97

79

62

25

26

95

130

Other factors

Position in university rankings

Job perspectives

University location

Unique university courses

Other people's recommendations

Family tradition

Friends' recommendations

University reputation

Figure 5. Determinants of the university choice perceived by respondents

Source: own study based on surveys.

More than 50% of the sample (130 respondents) paid attention to the reputation of the university. This means 
that students choose an institution, on which there is widespread belief that it is good and represents a high level of 
education. The reputation reflects also on the position of a university in published rankings. Perspectives of a well-
paid job after graduation and friends’ recommendations were consecutive determinants of candidates’ choices.

In the conducted survey, respondents were also asked about the overall satisfaction on the studying in the 
current faculty. 57.9% of current students were satisfied with the choice they had made; 33.7% respondents were 
not sure, whether they are satisfied or not; as many as 8.7% of students have been studying, despite the fact 
that they regretted their choice and were not satisfied with the faculty and its offer. It is obvious, that if someone 
is dissatisfied with the chosen university, one will not encourage others. His/her prospect recommendation will 
be doubtful or misleading. It is evident, how important is implementation of relationship marketing approach in 
management of higher education services.

Limitations
Sampling method of this survey may affect the representativeness of data collected. Sampling frame of 

subsequent research should involve also part-time students and students from colleges and non-public educational 
institutions. 
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Conclusions
Conducted research shows a considerable impact of recommendations on decisions of prospect students in 

Poland, regarding their choice of a university. The results of the current study are convergent with outcomes of other 
research studies (Moogan, Baron, 2003; Vrontis et al., 2007; Constatinides, Zinck Stagno, 2012; Hobsons, 2013). 

Respondents have great confidence in opinions expressed by family members and friends. Young people 
imitate behavior of their classmates or close friends, and attempt to enroll together at the same university or faculty.

Furthermore, it occurs that the candidate’s decision is influenced by unknown people, who are considered as 
experts i.e. other students or alumni. Candidates search for information about selected studies using online forums, 
absorbing opinions supplied by complete strangers.

In the view of the conducted study, it can be stated, that Polish universities should appreciate the importance 
of creating strong relationships with current students and alumni. Relational approach in managing higher education 
services (in the context of maintaining relationships with professors, students, scientific and administrative staff) 
may bear fruits of positive opinions about the organization and encouraging recommendations towards candidates. 
Post-graduated students’ associations and alumni reunion meetings may help in preserving university traditions 
and promoting its good reputation. Thus, promotion of university services may be significantly supported by good 
recommendations from satisfied students, postgraduates and the university staff.

Considering immense influence of recommendations on decision-making of potential students, universities 
must learn how to use social ties of young people, to promote the educational offer. Since advertising is depreciated 
by growing number of Polish teenagers, buzz marketing appears to be a real alternative to traditional forms of 
marketing communication (Hughes, 2005; Leila, Abderrazak, 2013).

In addition, implementation of new technologies, such as social media and social network viral marketing 
may support the university’s promotion program and attracts attention of prospect students. Word-of-mouth 
and recommendations supplied by social media are widespread used as a source of information about the 
educational institution (Sweeney et al., 2008). Therefore Polish universities should be encouraged to fully utilize 
buzz marketing with the support of social media outlets such as Facebook, Twitter, LinkedIn or individual blogs. 
It must be stressed, that all social media tools, used to convey information about the university, students events, 
campus facilities etc. must be constantly updated and monitored to minimize negative comments. Yet, “word-of-
mouth” and recommendations may be successfully used only if based on solid foundations: innovative and high 
quality educational offer, professional and kind university staff, encouraging post-graduation job perspectives, and 
well-designed websites. 
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Abstract  This article is about using BCs to manage brand equity in the service market. Theoretical considerations 
include the specificity of market services and the essence of BC formation. Various definitions of service are 
given. The service itself, however, is characterized by: immateriality, impermanence, inseparability of service 
and quality instability. The most popular model of service management by managers was shown. BC was 
presented from the modernism era through postmodernism up to the present. A set of variables influencing the 
emergence of the consumer group was shown. As a conclusion, the areas were shown in which a consumer 
group adhering to a given brand can be used to spread the brand image, increase loyalty, strengthen brand 
awareness, or better perceive its quality. BC is treated as a tool to manage the brand equity in the service 
market. The article recapitulation points to certain limitations. Its main imperfection is to present the problem 
only in theoretical terms, although the author sees the possibility of developing the problem based on research 
in the market of service goods.

#0#

Introduction
The everyday practice of marketing managers indicates a strong interest in the brand management process. 

The issue of the brand relationship with the consumer is often raised. Thus the importance of the “consumer-brand-
engagement” concept (Hollebeek, Glynn, Brodie, 2014) is growing , i.e. consumer involvement in the everyday life 
of the brand.
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It argues that the nature of the interaction between brands and consumers needs to be more closely 
scrutinized, i.a. by exploring engagement. The issue seems interesting to analyze especially when relating the 
brand management and building customer relationship with the brand to the service market.

Brodie (2011) defines “customer engagement” as “mental state, which is based on interactive co-creation of 
customer experience (Kacprzak, Dziewanowska, Skorek, 2015) with the object, e.g. brand.” The reasons underlying 
this change include the observed growing scientific recognition for today’s rather active than passive roles and 
behavior of consumers in specific brand-related processes. However, despite initial assumptions, data on the 
consumer engagement dynamics are still rare, mainly due to the lack of adequate measurement and empirical 
confirmation.

Getting customers’ trust in the service goods market is a key issue for marketers in building customer 
relationships. In the service market, the efficiency of competitive prices is small because consumers may find price 
reduction as a sign of deterioration in service quality, which in turn can lead to a loss of market competitiveness for 
the service provider. That is why competition in the service market essentially takes the non-price form, whereby 
service providers improve their product and refine its original version by adding new elements that bring additional 
benefits to consumers (Mongiało, 2007). Thus a lot of attention is paid to the quality of services. (Stoma, 2012, 
Bielawa, 2010; Hamrol, Mantura, 2008; Parasuraman, Zeithaml, Berry, 1988). Consumer perception of quality is 
understood as “the features or properties expected by the customer, (...) the degree of product or service excellence 
associated with additional fulfillment of the expectations associated with the product or service, compliance with 
customer requirements” (Roszak, 2014). 

Another topic in the area of enhancing the relationship between the brand and the customer in the service 
market is the idea of educating the customer in the service process and thus building a long-term relationship with 
him (Eisingerich, Bell, 2008). This education includes technical as well as organizational and functional knowledge.

Non-price brand management policy in services doesn’t need to be limited to improving and refining the 
product by improving service quality or customer education in the service process. The purpose of this article is to 
present another tool to build the brand and customer relationships in the service market, which is a BC This article 
describes the essence of services, the mechanism of functioning of a BC and the benefits to customers and brand 
owners coming from a group of its fans.

The essence of services
Today, the growth of the service sector decides about the economic growth in most countries in the world. This 

is evidenced by the growing share of services in GDP, labour absorption, investment, consumption and international 
trade (Czubała, 2015). The marketing concept of services clearly indicates that a service is a specific product 
subject to exchange transactions. The American Marketing Association defines a service as “separate and non-
material activity providing specific benefits that are not related to the sale of products or other services” (Styś, 
2003). Grönroos (1990) emphasizes the service relational side, claiming that a service is “an action or a group of 
actions […], taking place during the interactions between the customer and the service provider representative or 
the customer and the service provider’s physical environment.” Likewise the service is defined by Kotler (2005), 
Gilmore (2006), Czuba (2001) and Payne (1997). According to the aforementioned definitions, the basic feature to 
distinguish services from the physical products is their immateriality. Other service features, i.e. synchronicity of the 
provision and consumption process, heterogeneity and instability are derived from their immateriality (Garbarski, 
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2001; Żurawik, 1999; Kotler, 2002; Czubała, Jonas, Smoleń, Wiktor, 2012). The specificity of services and especially 
their instability and immateriality require a different marketing approach than products. We should consider 3P, i.e. 
additional tools to be used in services, such as: people, physical evidence and process. The synchronicity of 
production and consumption generates a specific interaction between the service provider and the customer, which 
results in both the service provider and the consumer having an impact on the final form of the service.  
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Figure 1. Service elements evaluated by the customer

Source: Kotler (2002), p. 714.

The consequence of the aforementioned relationship is understanding that building of the brand equity (Aaker, 
1991) in the service market requires a different outlook on the classic tripartite division onto the external, internal, 
and interactive marketing. The last of the aforementioned areas allows us to manage the brand in services by 
considering the active role of the consumer or the whole consumer groups, which co-create or even co-manage 
the service brand.

Theoretical reflections on the concept of BC 
From the beginning of this century up to now, BC. have been highly explored in marketing literature (Stokburger-

Sauer, 2010). After the postmodern era and new forms of social relationships (Firat, Dhola, Venkatesh, 1995), a new 
need emerges for consumers characterized by the development of a sense of belonging to the group that places 
the formation of new social ties first among members of the grous. This is referred to as the “sense of community”. 
This concept summarizes the sense of belonging to the community and the awareness of it (Heller, Aliii, 1984; 
Newbrough, Chavis, 1986 cited by Abdelkader, Bouslama, 2014). 

Thus, postmodernist groups are known for their sense of community, which are now one of the psychological 
constructs being the subject of large number of studies. The interest in communities in the modern sense may 
be the result of seeing opportunities to strengthen the loyalty of the community members by the brand owners 
(McAlexander, Schouten, Koenig, 2002, pp. 38–54), influencing the behaviour of members with the introduction of 
a new product under the brand (Thompson, Sinha, 2008), opposition to competitor brands (Muniz, O’Guinn, Schau 
et al., 2009), and affect the intention to purchase (Liaw, 2011).
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BC. can also play an important role in creating relationships with the brand as their members are strongly 
associated with the brand and can become its advocates (Algesheimer, Dholakia, Herrmann, 2005; Andersen, 
2005; Bagozzi, Dholakia, 2006,). As a result, BC. include people who may not be related to each other but only to 
a particular brand (Dubois, Westerhausen, 2011).

Muniz and O’Guinn (2001) list the following characteristics of brand communities:
 – consciousness of kind,
 – shared rituals and traditions),
 – sense of moral responsilibity (see concepts’ characteristics Skorek, 2017).

Use of the BC in the service market
The community characteristics described above, and the processes taking place in groups gathering around 

brands, have proven that emerging relationships in the community can be used to manage the brand in the service 
market. 

To the previously described trio of relationships consisting of consumer and consumer and consumer and 
brand relations (Muniz, O’Guinn, 2001), another relationship was added (McAlexander et al., 2002). It was assumed 
that for the brand community member apart from relationships with other community members and with the brand 
itself, it is also important to have a relationship with the product he owns that’s of a given brand, and with institutions 
which are owners of the brand he adores. The article authors also point out that the meaning of being a BC member 
comes not directly from the brand but from the experience acquired through engaging in a BC (McAlexander et al., 
2002). Both types of community relationships centered around brands are illustrated below.
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Figure 2. Relationships in the BC

Source: McAlexander et al. (2002), p. 39.

Although Muniz and O’Guinn have defined that BC is geographically unlimited, James H. McAlexander, John 
W. Schouten and Harold F. Koening state that the geographic concentration of a BC matters, if it’s focused on one 
point, is scattered or exists only on the Internet (McAlexander et al., 2002).

The meanings of brand and branding have been evolving over the past several decades. This evolution is 
converging on a new conceptual logic, which views brand in terms of collaborative, value co-creation activities of 
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firms and all of their stakeholders and brand value in terms of the stakeholders’ collectively perceived value-in-use. 
(…) Marketing managers might benefit from investing resources in building strong brand relationships with all of their 
stakeholders and a service-dominant firm philosophy built around brand value co-creation (Merz, He, Vargo, 2009).

Discussion
Managing a brand in the service market is an art due to the quoted characteristics of the service product. 

The product itself will become a brand when it is noticed and accepted by consumers. Therefore, the capital and 
value will be built on consistency and genuine cooperation with consumers. Thus, consumers’ influence on the 
brand and its management is essential.

As described above, BC. present some unique features and opportunities for marketing activities, and in 
particular for the brand management in the service market. For managers, it is important to identify from the 
beginning the relationship between the brand and consumers from a given community. From a management point 
of view, it is important to understand why and how consumers engage in the BC and what are its consequences. 
For the BC members, their relationship with the brand can be seen as a relationship with a company or as a simple 
interaction with other consumers with similar interests. In both cases, the marketer must identify the best ways to 
interact with the community without generating a sense of initiation. Thus marketers will learn how to organize or 
maintain BC, as “building and managing brand environments seems cost-effective and efficient” (Algesheimer et 
al., 2005). BC can create value for their members as well as for brand owners. To strategically manage brands, we 
should consider the relevant variables engaging consumers in the BC Service companies can “leverage positive 
group effects happening in communities that lead to compliance, community engagement, brand knowledge 
dissemination, or affecting brand loyalty” (Algesheimer et al., 2005). Engaged consumers show greater loyalty, 
satisfaction, consolidation, connectivity, emotional bonding, trust and commitment “(Brodie, 2011) Most of these 
elements contribute to the formation of brand equity.

Experienced managers will confirm that brand equity can be built by creating appropriate structures of 
brand knowledge based on conversations with relevant consumers. These include brand community members. 
Consumers’ engagement translates into brand awareness, so the presence in BC is based both on passion and 
brand awareness. BC becomes a vehicle through which consumers have the opportunity to share their opinions, 
thoughts, feelings and experiences, and to exchange brand information based on the subjective brand knowledge. 
Brands are built on the basis of consumer opinion and experience.

This is why the concept of co-management is proposed stating that “customers are active co-creators of 
brand value” (Cherif, Miled, 2013). Algesheimer, Dholakia, Herrmann (2005) believe that “BC offer a new, effective, 
and viral approach to brand building in the current marketing environment.” In order to enhance the potential of 
these communities, it is recommended to identify opinion leaders and opinion-makers in each brand community. 
Influential community members can significantly influence the views of other community members. 

McAlexander, Koenig, Schouten (2006) conducted a study on the market of higher education services. 
It showed that this area can also evoke and benefit from the valued qualities of brand community, that are 
associated with these brands and products. This study shows, that integration in a brand community in higher 
education can contribute to such valued behaviors as donations, college referrals, engagement in alumni groups, 
and participation in continuing education. These are the outcomes, that are sought by those professionals, who 
share the responsibilities of marketing and advancement in higher education (McAlexander et al., 2006).
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The most important conclusion of this study is the demonstration of strategic value for educational service 
managers (McAlexander et al., 2006):

 – utilizing the synergy effect resulting from managing of a group rather than of individual clients gives better 
possibilities for brand management and stronger commitment to the brand,

 – the use of knowledge and cooperation of university staff with students gives the opportunity to strengthen 
relationship with the brand,

 – reaping the benefits resulting from cooperation with alumni associations to maintain relationship with the 
brand,

 – making the managers aware that they should start building relationships with students right from the first 
contact in classes and not after the students graduate.

Conclusions and limitations
This study is of a theoretical nature. It considered the specificity of the service market and presented the 

overview of issues related to the BC It also showed the concept essence, its characteristics, community features 
and factors contributing to the formation and organization of the BC In the article two areas were linked to show 
how to use BC to build customer relationships with the brand in the service market. The only limitation of the text is 
adopting only a theoretical perspective. In the future the presented theoretical considerations should be applied in 
specific market situations and a study should be conducted based on specific brands in the service market. Perhaps 
we should think of building a model to analyze the mechanism of maintaining the existing BC. It is expected that the 
increasing level of consumer engagement with the brand will promote better performance, including increased sales, 
lower costs, increased brand recommendations, enhanced consumer input into the common product development 
process, enhanced co-creation and improved profitability. Consequently, engagement will become a key censor to 
evaluate the brand performance in the service market.
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Abstract  Returns of products occur in almost every kind of economic active companies. Important challenge is to use 
the proper management practices for returns handling. The companies that are aware of such functionality 
might expect the bigger market success than others. Proper returns management means not only actions taken 
by the companies themselves, but also activities that can be fulfill by other logistic parties, supporting and 
supplementing them, so here for example logistic centers.
The main purpose of this paper is to present the role of logistic centers and logistic services provided by them 
for supporting and supplementing activities connected with returns management in Polish reality. 
The paper presents at first the services at logistic centers and the concept of returns management. Next there 
is a brief description of research methodology in the form of survey conducted in Polish enterprises. After, 
research results are pointed out together with illustrative idea of usage the services of logistic centers for 
more efficient and effective returns management. Finally, there is a short conclusion with the discussion and 
suggestions for future research.

#0#

Introduction
Recently, because of developing economy and growing customer`s needs and awareness, a lot of companies 

faced of the problems concerning increasing level of products that are returned. The enterprises must deal with 
product returns to keep the balance of their economic activity. In this case the concept of returns management is 
very useful. It is dealing with flows of returns such as product recalls, warranty returns, service returns, end-of-use 
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returns, etc. But it is not necessary that returns management have to be organized by the company. Focusing on 
competition, market, economic and environmental aspects, it is possible that the function of providing the services 
of returns management would be the scope of logistic centers. 

These logistic entities are undoubtedly one of the most important elements in the logistic chain. Thanks to them 
is guaranteed to organize flow of goods or returns with a simultaneous reduction of logistic costs. Also important 
are: storage in the most appropriate conditions for a specific products/returns, professional separation, packing 
and loading of products/returns, the possibility of fast delivery, shorten transport routes and optimum utilization of 
the trips, which not only reduces traffic, but also environmental impact. The main goal of logistic centers are: the 
availability of certain material goods in the necessary quantity at the desired place at the right time and at the lowest 
possible cost (Starostka-Patyk, Skowron-Grabowska, 2016). At this base it is possible to identify the functions of 
logistic centers services for returns management. 

The concept of returns management
In each chain of delivery, its reverse direction may be generated. Even though it seems to be a complex task, 

it may be achieved providing that the management process operates properly. The return of product is usually 
perceived negatively by a customer what can later result in adverse relations with the given brand. 

In reverse logistics, the returns management has a wider scope of application than just returning the product 
(Stock, Speh, Shear, 2006). Its scope covers elements such as marketing, financial operations and accounting. 
Integration of all of these areas creates a new branch of logistics, which may result in creation of whole chains 
covering the management of any kinds of returns. This is a new phenomenon, whose features have just been 
emerging. The opportunity for research is provided, which will define this phenomenon, its influence on managing 
processes and logistic approach. The development of this branch is also influenced by global eco-politics, which is 
conducive to gaining or rather recovering value from goods that have fulfilled their basic task and finished their cycle. 
All of current tasks, which aim to obtain as much information as possible about this phenomenon, will contribute in 
the near future to the emergence of a new management theory, namely, the returns management process. 

Returns management requires very good knowledge of products’ production processes, and assessment 
whether a given product has the processing capacity at all and whether it will be profitable. In order to manage 
returns rationally, it was established that customers presenting some kind of financial value should also be 
implemented in the management process. The returns management process is influenced by various directives 
which pose as its primary pillar. The actions of entrepreneurs must comply with law, which more often and wider 
defines the framework of these actions by applying numerous restrictions resulting from pro-ecological policy. 
Entrepreneurs must therefore constantly follow all amendments and use functional and flexible solutions in order to 
adapt to changing conditions (Mollenkopf, Russo, Frankel, 2011).

In Europe, the concept of returns management has started to be more and more popular. In recent years, 
the awareness of Europeans towards ecological activities has increased significantly which gives the basis to the 
creation of new trends in returns management. (Szymczyk, 2016)

Logistic center as services provider 
Logistic center is a facility that provides a wide range of logistic services. These facilities are spatial objects 

with certain features situated in key areas which allow their functioning. Main tasks of these centers are related to 
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the receipt, storage, distribution and delivery of products, as well as range of other services provided by entities 
independent of the sender or receiver of those products (Rydzkowski, 2007).

Logistic centers are considered to be a very efficient form of transforming the areas with a bad economic 
situation because their creation not only gives a start to new investments related to the arrival of new entities, but 
they also contribute to the stimulation to activity of the local economy (Kucharczyk, 2014).

The modern market of logistic services is relatively well developed (Brzozowska, Starostka-Patyk, 2006) and 
the logistic centers, which cover a wide range of activities, bring consistently added value (Skowron-Grabowska, 
2010), as shown in Figure 1.

ADVANCED ACIVITY
Management of center infrastructure

Management of human resources
Technology and innovations development

Management of finances

BASIC ACTIVITY
Logistic services inside the center
Logistic services outside the center

Additional services
Marketing

Synergy effects 
of complex logistic 

services

Figure 1. Activities of logistic center 

Source: Lisiński (2004).

The primary functions of each of logistic centres can be divided into three main groups: basic, compelentary, 
supporting and market oriented. The details of these functions are presented in Table 1.

Table 1. Functions of logistic center 

Basic functions Complementary functions Supporting and market oriented functions

 – shipping
 – transport
 – storage
 – inventory management
 – order management
 – supply management
 – distribution management
 – packing
 – completion

 – intermodal transshipment loading units
 – customs service
 – insurance
 – management of collective transport packaging trade
 – rental of containers, pallets and other transport 

packaging
 – IT and telecommunications services
 – promotion and marketing

 – vehicles technical service 
 – sale of fuels, oils and accessories
 – container and other transport packaging repairs
 – waste disposal
 – supply of energy utilities
 – hotel services
 – catering services
 – banking services
 – accounting services
 – telecommunication services 
 – cleaning services

Source: Kisperska-Moroń, Krzyżaniak (2009).

Because of logistic centers multitask, they are able to pursue a wide range of operations   and offer a broad 
scope of services to their customers. They provide therefore a universal and exceptionally helpful solution to product 
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management including the return of products. These centers have already been operating in a number of European 
countries and vary in the degree of advancement towards return management tasks.

In Poland, this kind of services is considered to be a big support for entrepreneurs, for which there is constantly 
growing demand in a market. While, existing logistic centers offer a wide range of services, they are not targeted at 
returns management processes what means that they also do not support the process of return. They primarily offer 
the basic services, whose characteristics and development over the last few years are shown in Table 2.

Table 2. Services offered by Polish logistic centers (%)

Services 2008 2009 2010 2011

Transport 100 100 100 100
Storage 26 47 100 100
Inventory management 26 47 100 100
Planning and analyzing of logistics 6 13 33 60
Packing 20 40 60 80
Customs 20 13 26 27
IT systems 6 6 26 27
Car park and car maintenance 6 13 20 20
Hotels – – 20 20

Source: Kott, Grondys (2013).

The above presentation shows that although the scope of services in logistics has been increasing and for 
some services even quite considerably, the services related to return process still show very low presence in the 
market. New entrepreneur who want to succeed in the process of creating new logistic centres enter the potentially 
niche market, which may result in increase of the demand for this type of service, providing that appropriate steps 
of cooperation are taken with key industry entrepreneur.

The mutual market relations and tasks which result from them, create the opportunity for development of the 
services concerning the returns management.

Research methodology 
The research was made in the first quarter of 2014 year in the form of questionnaire (Starostka-Patyk, 2016). 

This questionnaire had 20 questions and was divided into 3 sections: main section, information about responding 
company and confidential part. The research was quantitative, and was conducted through telephone interviews 
(CATI) by a hired an outside company that specializes in this type of research. The main goals of the study was to 
receive the information related to the returns and the manner of their management in the studied companies.

The survey was addressed to Polish manufacturing companies in sectors with high potential for the creation 
of returns, so mainly automotive, household appliances, electronic and computer equipment, toys and clothing, etc.

Respondents were representatives of companies holding managerial positions at the level of the entire 
company and those who were chosen by them – identified as responsible for taking back returns and develop 
strategies and policies of the company in this field.
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The sample covered 302 manufacturing companies located on Polish territory. It has been determined based 
on statistical calculations and is a representative sample (Zawada, 2004), so that the results of the study reflect the 
situation of all Polish production companies.

Research results
For the purpose of this paper only part of the research results was taken into account. In this regard, the 

question was about self-reliance of identified activities connected to returns management realization. The surveyed 
companies could point out if these activities are taken by themselves, are outsourced or are not realized at all. 
The results given by respondents are presented in Table 3. 

Table 3. Activities of returns management in Polish enterprises (%)

Returns activities Self-reliance Outsourcing Not realized

Take-back 64 3 33
Donation to the charity 17 1 82
Re-packaging and sell as new 20 2 79
Re-sell 19 1 80
Renovation (repair, cleaning, etc.) 45 6 49
Usage for production as components or secondary raw materials 23 7 70
Sell-out 28 0 73
Disassembly to elements for re-use 18 6 76
Recycling 33 16 52

Source: Starostka-Patyk (2016).

It is possible to observe that in Polish production enterprises most activities regarding returns management is 
not realized at all. 64% of companies is taking back their products themselves, and 45% is realizing the renovation 
processes. The rest of activities is realized self-reliance with the low percentage indicators, or is not realized at all 
with higher percentage indicators.

Such situation is not recommended for Polish business. The enterprises use logistic services providers too 
rarely, while the European level of such services is on much higher position (Nowakowska-Grunt, 2011).

With the example of other European countries is should be noted that logistic centers have large impact on 
returns management practices and by supporting enterprises with returns management services create added-
value for them (Tundys, 2011). Such supportive role of logistic center is presented at Figure 2 highlights how big role 
might play the logistic center in returns management.

By the point of logistic center all other entities involved in returns management are connected. It means that 
with the support of logistic centers services all other participants dealing with returns flows can redirect these 
flows to this one point, and thanks to it, they do not have to manage the whole way of these flows through all 
participants. With such solution, all participating enterprises can focus on their primary economic activity, with 
usage of outsourcing for managing the returned products. It is a huge advantage, because returns management is 
difficult in many points at operational, tactical and strategic levels, and that is why many companies do not mange 
returns properly or they do not manage them at all (Grondys, Bajdor, 2016; Dziadkiewicz, 2007).
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Reverse (returns) flows

Emissions and waste

Figure 2. Support activity of logistic center in return flows management in enterprises 

Source: Nitkiewicz (2015).

Also, what is important in the case of returns management, logistic centers are very useful for information flow 
support. When the logistic center is already managing the returns flows, it is also obligated to manage the information 
connected to them. This is the crucial activity, because with lack of information the returns management is not 
possible to exist. And this is important, especially because managing information is case of returns management is 
much more difficult than in case of regular products in traditional logistic flows.

The flows of information in case of returns management by logistic center is presented at Figure 3.
Figure 3 shows that the flows of information about returns are multidirectional and include all participants. This 

highlight the reason for usage the logistic center for support activities of returns management in enterprises. Thanks 
to this solution all involved entities are able to receive full package of necessary information that allow them to plan 
the future actions regarding returns management.
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Figure 3. Information exchange about return flows between logistic center and other involved entities 

Source: Nitkiewicz (2015).

Conclusions 

Poland is one of the European countries that still develops its market, also the logistic one. Even if logistic 
centers exist here already for several years, they still need to be developed with some new services. While the 
consumer market seems to be very demanding and by this the returns management becomes more and more 
important in the companies` strategy, logistic centers development can cover this area with their supporting and 
supplementary services. 

This paper presents the services of logistic centers in Poland as the answer for increasing need of logistic 
services for returns management. The research made shows that enterprises do not realize themselves most 
of activities in area of returns management. This proves the lack of solutions. The good practice would be to 
widen the services of logistic centers with services supporting and supplementing the companies with returns 
management. The useful way would be to implement the cooperation between companies and logistic centers on 
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returns management practices, because than the enterprises could focus on their primary activity. Such cooperative 
solution gives benefits for all participants, also with creation of added-value. It is worth to focus the future research 
deeper at this problem to receive some concrete solutions in the case.
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Abstract  The aim of the paper is to identify and explain the relation between spa services distribution and spa 
specialization of Lubelskie (Nałęczów), Podlaskie (Augustów), Świętokrzyskie (Busko-Zdrój and Solec-
Zdrój) and Warmińsko-Mazurskie (Gołdap) spa communes. Time series analysis techniques, Spearman rank 
correlation analysis and linear regression analysis were used. Spa services distribution was measured by the 
share of non-commercial spa inpatient number in total spa inpatient number, whereas spa specialization was 
measured by the share of nights spent in spa establishments in total nights spent. Statistical data came from 
the Central Statistical Office of Poland Local Data Bank and the unpublished data collection obtained from the 
Statistical Office in Kraków. In the case of Nałęczów analysed relationship is functional, where a rise in number 
of nights spent in connection with the growth of spa specialization and the increase in spa service distribution 
– a risky combination of trends, due to increasing dependence on the state distribution channel.

#0#

Introduction
The chosen research problem is the verification of the relationship between the spa services distribution (SSD) 

and spa specialization of the Lubelskie, Podlaskie, Świętokrzyskie and Warmińsko-Mazurskie communes. The aim 
is to identify and explain this relation. The following question was asked: if, and if so – to what extent, analysed 
relation is a correlation or functional relationship? The research hypothesis is placed: the strength of the relation 
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in question is varied, with two groups of communes separated: partly with stronger and statistically significant 
correlation and functional relationships and partly with weaker and statistically insignificant. The research subject 
are the spa communes, i.e. which possess in their territory areas with the status of a health resort.

The spa communes of the Lubeskie (Nałęczów), Podlaskie (Augustów), Świętokrzyskie (Busko-Zdrój, Solec-
Zdrój) and Warmińsko-Mazurskie (Gołdap) voivodeships concentrated in the years 1995–2014 7% of the tourist traffic 
in the spa communes in Poland (excluding Kraków), measured by the nights spent number (Central Statistical Office 
of Poland Local Data Bank – CSOP LDB).

Among the mentioned spa communes particular important is Busko, which is the 9th place in Poland among the 
spa destinations (excluding Kraków) according to nights spent (0.5 million) in 2014, and also in 6th place in Poland in 
terms of nights spent in spa establishments (0.4 million) (CSOP LDB).

In spa towns, as tourism destinations, spa services are distributed through two complementary channels: 
market (commercial) and state (social). They were described in another study (Stelmach, 2017c).

In the light of wider characteristics of spa and tourism specialization (Stelmach, 2017c) and the operationalization 
of the spa specialization (Stelmach, 2017a), the spa specialization is understood as a part of the spa economy within 
the tourism economy, whereas tourism specialization is a part of tourism economy in the economy. 

The rest of the paper is organized as follows: a literature review introduces the current status of reseach, 
a method and data sources section provides the particular research aims, research techniques and data origins used 
for analyzing the research issue; the results section presents research findings; while the last section concludes the 
paper and suggests further directions and policy implications. 

Literature review
The presented study is the next in a series of already published author’s works on the relationship between 

spa service distribution and spa specialization. So far (Stelmach, 2017acde), the relationship between SSD and 
spa specialization has been analyzed for 17 spa communes in Podkarpackie, Kujawsko-Pomorskie, Pomorskie, 
Małopolskie and Śląskie voivodeships, which combined in 1995–2014 48% tourist traffic measured in terms of 
number of nights spent (CSOP LDB). Other studies didn’t compare the phenomena of SSD and spa specialization, 
usually analyzing these issues separately.

Research on the SSD has focused on the duality and diversification of distribution channels and its 
consequences for spa companies and communes (Romanova et al., 2015; Derco, Pavlisinova, 2016; Dryglas, 
Różycki, 2016, 2017; Dryglas, Salamaga, 2017; Kozarkiewicz, Kabalska, 2017; Stelmach, 2017ab; Szromek et 
al., 2016; Vrkljan, Hendija, 2016). Existing research in these two areas has produced the following conclusions 
(Stelmach, 2017a):

1. The current excessive dependence of spas in some countries on the spa services state distribution channel 
is risky, as sudden legal or financial regulatory shocks can pose an economic threat to spa companies 
and communes. Moreover, non-commercial spa patients bring less income to both spa companies and 
communes.

2. Commercial spa patients are key customers because they provide greater value for spa companies and 
destinations in the form of higher spending and more valuable feedback. For some spa communes, foreign 
spa patients are the key guests. The ability to attract a commercial spa patient is a strategic challenge for 
spa communes.
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It has been established (Stelmach, 2017a) that a total of 34 Polish spa communes treated jointly,1 representing 
79% of spa communes in Poland,2 have a strong (Spearman correlation coefficient of –0.9), a statistically significant 
negative correlation. This result can be interpreted as a strong positive relationship between SSD and non-spa 
specialization or between state SSD and spa specialization.

In addition, it has been identified (Stelmach, 2017e) that the strength of the relation in question is varied, with 
two groups of communes separated: mostly with stronger and statistically significant relationships and rarely with 
weaker and statistically insignificant. Within the group of communes for which the relationships are statistically 
significant, SSD is usually negatively correlated to spa specialization. 

Four different development patterns of spa communes were identified and evaluated, among which mostly 
the rise of nights spent is connected with the growth of spa specialization and the decrease of SSD, which is a risky 
combination of trends due to growing dependence on state distribution channel. Identified different development 
patterns may have an impact on the balance of benefits and costs of service for spa patients and tourists by spa 
companies and destinations. 

Method
Table 1 shows the research procedure and the ordered set of research techniques and sources comprising 

the method.

Tabela 1. Research method

Purpose of research Data sources Research techniques

Identification of time series  
for SSD

Secondary data concerning 5 Polish spa communes from 2005  
to 2015, originating from an unpublished data set from CSOP  
from the Statistical Office in Kraków Time series analysis

Identification of a time series  
for spa specialization

Secondary data concerning 5 Polish spa communes from 2005–2014 
from the CSOP

Estimation of the correlation  
and dependence between SSD 
and spa specialization

Secondary data concerning 5 spa communes from 2005–2014  
from the CSOP unpublished data and LDB

1. Analysis of Spearman rank correlation.
2. Student’s t test for statistical 

significance of correlation coefficients.
3. Regression analysis

Source: author.

Quantitative techniques were used to accomplish the goal and answer question. Time series analysis serves to 
improve understanding of the variability of correlations and to identify their properties such as trends and periodicity. 
Spearman correlation analysis with a student t-test is used to identify statistically significant relationships between 
variables with asymmetric distribution and the small number of available observations. Simple regression analysis 
models the relationships between dependent variable (spa specialization) and independent variable (SSD).

The spatial extent of the research included two spa communes of Świętokrzyskie voivodeship (Busko, Solec) 
and one of the Lubelskie (Nałęczów), Podlaskie (Augustów) and Warmińsko-Mazurskie (Gołdap), identified as 

1 These spa communes are listed in another study (Stelmach, 2017c).
2 For 9 communes the data deficiencies have not allowed for the estimation of correlation coefficients. They are enumerated in 

another study (Stelmach, 2017c).
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having available data for correlation and regression analysis for 2005–2014. The use of secondary data was 
justified in another study (Stelmach, 2017c).

The relatively small number of observations (N = 10, 2005–2014) was because of the length of time the CSOP 
has collected statistics on the commercial spa inpatients (data available from 2005) and the coming into force of an 
amendment to the Public Statistics Act of 2015, which resulted in the CSOP ceasing access to data on the nights 
spent at commune level from 2015.

In order to measure the theoretical constructs used in the study, the concepts of the SSD and the spa 
specialization were operationalized. Differently from Stelmach’s (2017a) work, the SSD of was measured by:

SSD indicator = non-commercial spa inpatent number/total spa inpatient number,

where inpatient means patient using treatment on a 24-hour or on a daytime basis, i.e. in a sanatorium or spa resort 
hospital.

For reasons given in P. Stelmach (2017a) spa specialization was measured using: 

Spa specialization indicator = nights spent in spa establishments/total nights spent in tourist accomodation 
establishments, where a spa establishment is a health care provider located in the spa commune and uses natural 

healing resources in the provision of health services. 

In addition, taking into account the conclusions of the previous works (Stelmach, 2017de), the time-series 
analysis of nights spent was also used to identify the development patterns of spa communes. 

Results
The identified time series for SSD are presented on Figure 1.

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015
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60%

70%

80%

90%

100%

Augustów Busko-Zdrój Gołdap

Nałęczów Solec-Zdrój 43 spa communes

Figure 1. SSD in Eastern Poland spa communes: 2005–2015

Source: author, based on unpublished data from CSOP acquired from the Statistical Office in Kraków.
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In Figure 1, there is a common pattern of growth in SSD can be seen. It is countercyclical (Mankiw, Taylor, 
2016), i.e. inconsistent with economic cycles, which is evident especially in relation to the series of data referring to 
the 43 spa communes. A similar variation of the indicator, above national average can be noted for Busko, while the 
greater fluctuations can be seen in Nałeczów and Solec. In Augustów, Gołdap and Busko SSD is falling, whereas 
in Nałęczów and Solec is rising.

In turn, the identified time series for spa specialization is shown on Figure 2.

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
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80%

90%

100%

Augustów Gołdap Solec-Zdrój

Busko-Zdrój Nałęczów 34 spa communes

Note: Due to doubts about the value of Busko and Solec data in 2005, data interpolation was used by adopting for this year the same indicator value as in 2006.

Figure 2. Changes in spa specialization in in Eastern Poland spa communes: 2005–2014

Source: author, based on CSOP LDB. 

In Figure 2, two groups of spa communes having different level of spa specialization are noticeable. In Nałęczów, 
Gołdap and Busko spa specialization is much above average for 34 Polish spa communes,3 dominating in tourism 
specialization. In Solec and Augustów spa specialization is much lower, closer to national average. In Nałęczów, 
Solec and Augustów spa specialization is rising, whereas in Gołdap and Busko falling. Spa specialization indicator 
variability for 34 communes is countercyclical (Mankiw, Taylor, 2016), i.e. negatively correlates with periods of 
economic growth. 

Considering importance of number of nights spent as a key variable correlated with destination revenues from 
visitors spendings, in Figure 3 time-series of that variable is shown. 

3 For nine communes data for counting that indicator was not avaiable.
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Figure 3. Number of nights spent in in Eastern Poland spa communes: 1995–2014

Source: author, based on CSOP LDB.

For 43 communes, Busko, Nałęczów, Gołdap and Solec number of nights spent is rising, whereas for 
Augustów falling. From 2009 to 2014 number of nights spent in Busko and Nałęczów was close to national average, 
i.e. approximately between 400 and 500 thousand, whereas in Augustów, Solec and Gołdap between 100 and 200 
thousand.

Table 2 shows outcomes for the correlation analysis.

Tabela 2. Spearman’s correlation coefficients between SSD and spa specialization: 2005–2014

Augustów Busko Gołdap Nałęczów Solec The critical value of the correlation coefficient for N = 10 and p = 0.05  
(two-sided critical area)

0.11 0.53 0.17 0.6 0.2 0.65

Source: author, based on CSOP LDB and unpublished data from the Statistical Office in Kraków.

For Nałęczów and Busko were estimated high and (in case of Nałęczów) close to statistical significancy 
positive relation between SSD and spa specialization, whereas for Augustów, Gołdap and Solec correlations were 
weak, positive and insignificant.

Outcomes of regression analysis are shown in Table 3. 
Verification of the statistical significance of the explanatory variable, with the level α = 0.05, was based on 

the hypotheses:
H0: independent variable significantly influences the dependent variable,
H1: independent variable does not significantly affect the dependent variable.
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Tabela 3. Ordinary least squares estimation for spa specialization dependent variable and SSD independent variable

Commune Coefficient p value R2 Akaike information 
criterion

Nałęczów
intercept 0.96 <0.0001

0.41 –49
SSD 0.13 0.047

Gołdap
intercept –0.01 0.82

0.05 –8
SSD –0.12 0.52

Busko
intercept 0.39 <0.0001

0.04 6
SSD 0.01 0.6

Augustów
intercept 0.29 <0.0001

0.03 –35
SSD 0.09 0.65

Solec
intercept 0.4 0.007

0.01 –8
SSD 0.07 0.83

Source: author.

As Table 3 shows, the statistically significant and moderately matched dependence of spa specialization 
on SSD for Nałęczów were obtained. In other cases dependencies proved to be unmatched and statistically 
insignificant. 

Conclusions
The research made it possible to answer the research question posed. The above-mentioned research results 

confirm the regularities identified in previous study (Stelmach, 2017d), thanks to analysing 22 Polish spa communes 
from Kujawsko-Pomorskie, Pomorskie, Podkarpackie, Małopolskie, Śląskie, Lubelskie, Podlaskie, Świętokrzyskie 
and Warmińsko-Mazurskie voivodeships:

1. The strenght of relation in question is varied, with two groups of communes separated: ten communes with 
stronger and statistically significant relationships (Horyniec, Ciechocinek, Inowrocław, Solina, Ustka, Uście 
Gorlickie, Kraków, Ustroń, Goczałkowice, Nałęczów) and twelve with weaker and statistically insignificant 
(Brześć Kujawski, Sopot, Iwonicz, Rymanów, Krynica, Szczawnica, Muszyna, Rabka, Augustów, Busko, 
Gołdap, Solec). Noteworthy, in the case of a small number of observations it is more difficult to confirm the 
statistical significance of the correlation coefficient, and to achive this it is needed to identify a high-power 
correlation.

2. Within the group of communes for which the relationships are statistically significant, spa specialization is 
usually positively correlated to SSD, SSD significantly influence on spa specialization, SSD is rising, spa 
specialization is rising, nights spent number is rising.

3. Four different development patterns of spa communes were identified and evaluated:
 – the rise of nights spent connected with the growth of spa specialization and the rise of SSD (Ciechocinek, 

Solina, Uście Gorlickie, Ustroń, Nałęczów) – a risky combination of trends due to growing dependence 
on state distribution channel,
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 – the drop of nights spent connected with the rise of spa specialization and the growth of SSD (Ustka) – 
double negative combination of trends, due to overlap in the fall of night stays and growing dependence 
on state distribution channel,

 – the rise of nights spent connected with the fall of spa specialization and the drop of SSD (Kraków 
i Goczałkowice) – a positive combination of trends due to growing destination revenues in the segment 
of valuable customers, such as tourists sleeping outside the spa establishments and commercial spa 
patients,

 – the rise of nights spent connected with the growth of spa specialization and the decrease of SSD 
(Horyniec i Inowrocław) – a positive combination of trends due to base the growth of destination 
revenues on valuable clients, as in this case commercial spa patients.

To sum all, using number of nights spent variable, because of its correlation with destination revenues from 
visitors service it‘s worth to evaluate identified spa destinations development patterns, conditioning existence of link 
between number of nights spent and analysed indicators. Verification of this assumption deserves further research. 

The limitations of this study are as follows. Firstly, it focuses on the case of one single country from Central 
Europe. Secondly, 22 Polish spa communes have been analysed, representing about half of the population of spa 
communes in Poland. Thirdly, secondary data analysis was limited to period from 2005 to 2015. Fourthly, SSD 
indicator concerns only spa inpatients, omitting outpatients. These four facts together limits the spatial, temporal 
and objective possibility of the findings generalization.
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Abstract  The aim of the article is to analyze the impact of selected variables on the difference in cross-border price 
postal parcels weighing up to 2 kg offered by twenty-eight designated postal operators in the European Union 
countries in 2015 based on 756 collected observations. The study used data from Eurostat, the Universal Postal 
Union and the financial statements of designated postal operators. The base were nineteen indicators verifying 
the hypotheses about impact of selected groups of variables on the cross-border price. Moreover the analysis 
has been extended of electronic postal services indicators provided by designated postal operators, as defined 
by the Universal Postal Union, for selected countries. The results of the analysis confirm the complexity of the 
factors that affect the cross-border prices used by operators.

#0#

Introduction
The European Commission (2012) published a green paper on cross-border parcel delivery as a boost 

to development of e-commerce in the European Union. The purpose of the green paper was to create a single 
market for delivery services in response to the increasing share of online shopping, especially cross-border, that 
would contribute to the improvement of this market segment in European countries and would bring benefits of 
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economic growth and job creation. Ensuring affordable and good quality cross-border parcel delivery services is 
also documented in another European Commission publication – A Digital Single Market Strategy for Europe (2015). 
European Commission conclude that cross-border delivery services can increase consumer confidence in cross-
border online sales, because the lack of regulation in this area leads to a lack of transparency and interoperability 
between different entities dealing with cross-border consignments and excessive costs of small postal mail.

The one of the most important restrictions in cross-border trade is the geographical distance between countries, 
however this variable can be replaced in the research by a cross-border price (Gomez-Herrera, Martens, Turlea, 
2013). On the other hand, the high price of postal delivery services is one of the major barriers to the development 
of the e-commerce market in the European Union, both in sales and in purchase of products (Duch-Brown, Martens, 
2015). Conducted in study for online stores in Western European countries, which were indicated that the choice of 
a cross-border priority delivery was positively correlated with the GDP per capita and the difference in time delivery 
between express and conventional services and negatively with the transport cost to the selected region and the 
difference in the price margin between the supply express and conventional delivery (Kim Dekker, Heij, 2016).

The development of cross-border trade is therefore dependent primarily on the postal delivery price. 
The results of the analysis identified several important factors influencing the difference in the price of cross-border 
parcels post, including: distance, country destination, tracking module, weight of a parcel and common border 
(Claes, Vergote, 2016).

The purpose of this article is to investigate the impact of selected variables on the price of a two-kilogram 
cross-border postal parcel, taking into account macroeconomic factors and financial data of public postal operators 
because, as point out, an appropriate policy on cross-border postal delivery requires adequate quality of statistics 
to forecast and assess the impact of their introduction (Marcus, Petropoulus, 2016).

Literature review
Okholm et al. (2016) indicated four factors related to the economies of scale that affect the price of cross-

border postal parcels: volumes delivered, population density in the destination area, value added delivery features of 
delivery services and interoperability of postal networks. In addition, the price of the postal package was depending 
on degree of preparation of the parcel by the e-retailer and the content of the parcel, and may also be affected 
by a number of other cost factors, for example with: the business model of the delivery operator, labour costs, 
geography and exogenous factors like oil prices, currency risks, and traffic congestion.

Claes and Vergote (2016) analyzed the variability of the difference in the price of cross-border postal parcels 
between 25 European Union countries (excluding Cyprus, Estonia and Luxembourg) offered by designated 
operators. The dependent variable was defined as the percentage in difference between the cross-border and the 
domestic postal parcel price. The study used a series of variables that were divided in seven categories: product 
characteristics, single zone pricing, country groups, market structure, distance and demography, scale and cost 
factors. Conducted analysis showed that the impact on the difference in the cross-border package price was due 
to factors such as the distance, the use of premium tariffs, geographical classification of the country and the weight 
of the postal package, while the fit of the model measured by the R2 factor was equal 0.422. It should be noted that 
most of the independent variables used were dummy variables, which could have influenced on the results.
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Methodology
The analysis covered 756 observations on the cross-border price postal parcel weighing up to 2 kg from the 

price lists of 28 designated operators to other European Union countries.
The study based on the analyzed literature adopted following form of estimated model using Ordinary Least 

Squares regression (OLS):

 _    ,i i i iprice c Xα β ε= + × +

where:
price_ci – natural logarithm of cross-border price postal parcel weighing up to 2 kg,
α – intercept,
Xi – matrix of explanatory variables,
εi – random component.

Based on the analysis of the significance of variables in the work Gomez-Herrera et al. (2013), Duch-Brown 
and Martens (2015), and Claes and Vergote (2016) 10 variables related to cross-border shipments and postal 
activity, 5 indicators relating to the economic environment and 4 variables related to the financial situation of postal 
operators were selected (Table 1).

Table 1. Select variables to the model

Variable Description

price_s Natural logarithm of the price of a postal parcel weighing up to 2 kg in the sender’s country
price_r Natural logarithm of the price of a postal parcel weighing up to 2 kg in the recipient’s country
border The dummy variable equal to one, if the countries have common border and zero otherwise
letter_price Natural logarithm of the price of cross-border letter weighing up to 2 kg in the sender’s country
distance Natural logarithm of the distance expressed in kilometers between the capital of the country of the sender and the recipient
operator The dummy variable equal to one, if the designated operator is the state company and zero otherwise
post_offices Natural logarithm of the number of post offices in the sender’s country in 2015
priority The dummy variable equal to one, if a postal parcel weighing up to 2 kg could be sent as a priority parcel and zero otherwise
priority_price Natural logarithm of the price of a priority postal parcel weighing up to 2 kg in the sender’s country
tariff The dummy variable equal to one, if a designated operator applies a single tariff price to all European Union countries  

and zero otherwise
e2e The dummy variable equal to one, if a postal parcel is delivered between countries in the euro area and zero otherwise
years_liberalization Number of years since market liberalization
min_salary The dummy variable equal to one, if in the sender’s country has minimum salary and zero otherwise
gdp Natural logarithm of the GDP per capita in the sender’s country
zone The dummy variable equal to one, if sender’s country belongs to the euro area and zero otherwise
net_revenue Natural logarithm of net revenues from sales of an operator designated in 2015
net_revenue_3 The dummy variable equal to one, if net revenues from sales decreased in the period 2013–2015 and zero otherwise
net_profit The dummy variable equal to one, if in 2015 the company generated a net profit and zero otherwise
net_profit_3 The dummy variable equal to one, if over the period 2013–2015 the negative net financial results were outweighed  

and zero otherwise
pes1 The value of the PES indicator for the sender’s country

Source: own elaboration.
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The following hypotheses were tested in the article:
H1: The use of variables related to cross-border shipments and postal activity will allow the model to be 

adjusted to 0.95.
H2: Enlarging the model with variables related to the economic environment will improve the fit of the original 

model.
H3: Enlarging the model with financial variables will improve the fit of the original model.
H4: Enlarging the model with PES indicator will improve the fit of the original model.

Results
Prior to the study, a Variance Inflation Factor test was performed on the occurrence of collinearity, which 

indicated that there was no collinearity in the model because no values were greater than 10 for the ten variables 
associated with cross-border shipments and postal activity and the mean value of the VIF test was 1.42.

In addition, the correlation matrix (Table 2) has shown a very strong, significant and positive relationship 
between cross-border price of postal parcel weighing up to 2 kg (price_c) and price of a priority postal parcel 
weighing up to 2 kg in the sender’s country (priority_price), moderate (on strong boundary), significant and 
negative relationship between the distance (distance) and the having common border (border).

Table 2. Correlation matrix for the basic and significant variables used in the model

Variable 1 2 3 4 5 6 7 8 9 10 11

1. border 1.00
2. distance –0.59 1.00
3. letter_ price 0.11 1.00
4. operator 1.00
5. post_ offices 0.11 –0.09 0.19 –0.20 1.00
6. price_c –0.19 0.31 0.40 0.10 0.12 1.00
7. price_r –0.19 0.31 0.09 1.00
8. price_s 0.06 0.20 –0.17 0.43 1.00
9. priority 0.14 –0.26 1.00

10. priority_ price –0.15 0.28 0.41 0.06 0.18 0.96 0.08 0.41 0.15 1.00
11. tariff 0.06 –0.08 –0.23 –0.06 0.08 0.34 –0.26 –0.07 1.00

Source: own elaboration in RStudio.

Regression method performed with Ordinary Least Squares (OLS) for the ten basic variables (model 1) showed 
that seven variables were important in forecasting the cross-border price of the postal parcels (Table 3). Analysis 
for the model with constraints (model 2) showed that the seven variables identified in model 1 were significant. 
The value of the Wald test score of 0.91, means that a restriction model should be chosen. The decrease of the 
cross-border price of a postal parcel was affected by the common boundary between countries, number of post 
offices in the sender’s country and possibility of sending a postal parcel as a priority parcel. In turn, increase of 
postal letter price, distance, price of priority parcel and sending parcels by the state-owned operator has increased 
the value of the dependent variable. However, the value of the R-squared factor at 94.2% means that the first 
hypothesis should be rejected.
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Table 3. Regression results for each model

Model (1) (2) (3) (4) (5) (6)

price_s –0.003 
(0.007)

price_r 0.000 
(0.009)

border –0.038*** 
(0.014)

–0.038*** 
(0.015)

–0.031** 
(0.014)

–0.040*** 
(0.014)

–0.029 
(0.018)

–0.041*** 
(0.011)

letter_ price 0.024** 
(0.010)

0.025*** 
(0.010)

–0.001 
(0.010)

0.019* 
(0.010)

0.197*** 
(0.023)

distance 0.012* 
(0.007)

0.012* 
(0.006)

0.014** 
(0.006)

0.004 
(0.006)

0.011 
(0.009)

operator 0.058*** 
(0.014)

0.060*** 
(0.013)

0.046*** 
(0.015)

0.037** 
(0.015)

0.080*** 
(0.017)

0.042*** 
(0.012)

post_ offices –0.006** 
(0.003)

–0.006** 
(0.003)

–0.008*** 
(0.003)

0.007 
(0.004)

–0.035*** 
(0.005)

0.030*** 
(0.006)

priority –0.118*** 
(0.007)

–0.116*** 
(0.007)

–0.130*** 
(0.007)

–0.134*** 
(0.009)

–0.140*** 
(0.013)

–0.135*** 
(0.008)

priority_ price 0.930*** 
(0.011)

0.927*** 
(0.010)

0.932*** 
(0.011)

0.936*** 
(0.011)

0.854*** 
(0.020)

0.921*** 
(0.009)

tariff –0.002 
(0.008)

e2e 0.001 
(0.008)

years_ liberalization 0.004*** 
(0.001)

0.006*** 
(0.001)

min_ salary –0.007 
(0.010)

gdp –0.035*** 
(0.008)

0.030*** 
(0.011)

zone –0.017* 
(0.010)

–0.016** 
(0.008)

net_ revenue –0.014*** 
(0.003)

–0.036*** 
(0.005)

net_ revenue_3 0.006 
(0.009)

net_ profit –0.071*** 
(0.020)

–0.111*** 
(0.018)

net_ profit_3 –0.057** 
(0.022)

pes 0.015 
(0.035)

Intercept 0.059 
(0.057)

0.056 
(0.054)

0.473*** 
(0.102)

0.190*** 
(0.061)

0.063 
(0.082)

0.003 
(0.122)

No. of obs. 756 756 756 756 405 756
R2 94.2% 94.2% 94.6% 94.5% 92.3% 95.1%

*** p-value < 0.01, ** p-value < 0.05, *p-value < 0.10

Source: own elaboration in RStudio.

Expanding the model with variables related to the economic environment (model 3) has increased the fit of the 
model, which means that there is no reason to reject the second hypothesis. Three of the five variables turned out 
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to be significant, with the number of years in since market liberalization positively affecting the cross-border price, 
while the size of GDP per capita and delivered parcel in the euro zone were negatively correlated.

Also expanding the model with financial variables (model 4) increased the fit of the model which means that 
there is no reason to reject the third hypothesis. Of the four variables, only a decrease in net revenue from sales 
over a three year period was irrelevant, but statistically positive, while the growth of the net revenue from sales, net 
income in 2015 and an outweighed the negative net financial results in the period 2013–2015 affected to increase 
the cross-border price.

Inclusion in the model of electronic postal services indicator (model 5) reduced the number of observations 
to 405, because values were only available to 15 European Union countries. The PES indicator was statistically 
insignificant, and its inclusion reduced the fit of the model, so a fourth hypothesis should be rejected.

Analysis using all variables, and then limiting it to only relevant indicators (model 6) showed that the cross-
border price was affected by ten variables. The size of the dependent variable was reduced by the dispatch of the 
consignment to the country with a common border – by 4.1%, the possibility a giving postal parcel as a priority 
parcel – by 13.5%, membership in the sender’s country in euro zone – by 1.6%, increased in net revenues of sales 
and achieved a net profit in 2015 – by 11.1%. On the other hand, the increase in cross-border price was influenced 
by the ownership form of the operator, increase number of post offices – by 3.0%, increase priority price of the 
postal package, number of years since market liberalization and increase GDP – by 3.0%.

Conclusions
Okholm et al. (2016) have identified six factors affecting the development of cross-border e-commerce: 

experience/trust delivery, regulation as a driver, geographic/cultural drivers, technological drivers, operational 
drivers and price/cost drivers. The last factor associated with exchange rate fluctuations and the costs of dealing 
in other currencies and delivery prices charged by e-retailers may influence consumers’ willingness to shop online.

The analysis showed that the impact on the cross-border price of postal parcels weighing up to two kilograms 
has many factors related to the activities of designated postal operators, but also its financial and economic 
environment. Sending a parcels to a country with a common border, the possibility of giving postal parcel as 
a priority parcel, membership in the sender’s country in euro zone, increase in net revenues of sales and achieving 
a net profit in 2015 have contributed to a reduction of the cross-border price. On the other hand, the ownership 
operator form, the increase in the number of post offices, increase in priority price of the postal package, number of 
years since market liberalization and increase of GDP influenced in the growth of the dependent variable.

Identifying the factors affecting the cross-border price may help to increase the importance of e-commerce, 
however does not have to affect the decline in prices of products offered through online channels. In addition, the 
increased importance of cross-border e-commerce should be reflected in developing appropriate measures to 
support its development, which should contribute to job creation and stimulate economic growth (Duch-Brown, 
Grzybowski, Romahn, Verboven, 2017).
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Abstract  In recent years, the participation of citizens in public life plays an increasingly important role in the management, 
in particular in local government units at the local level. Changes in the needs and demands of citizens have 
led to the fact that social participation has effectively transformed itself into active, effective and multidirectional 
action. Local communities are becoming more aware of the fact that their active participation in public life, 
based on multilevel and multi-sectoral cooperation, depends on the quality of public services. The purpose of 
this paper is to show opportunities and different solutions of influence citizens on the shaping of public services 
in selected local governments units on the same level in Italy (Piacenza) and Poland (poviats in Małopolska).

#0#

Introduction
Nowadays, rapidly progressive socio-economic development caused that changed the expectations of citizens 

to services provided by the public services. In countries where democratic systems exist, there are numerous legal 
regulations and a broad set of instruments to oversee the proper performance of public authority tasks at various 
levels of activity. This control, which is a part of public management is institutionalized in the vast majority of cases 
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and in recent years the need for social control has become more and more evident. The implementation of this 
control is possible, inter alia, through the use of tools ensuring effective cooperation between citizens and the 
public authorities. While direct co-operation between the public and central government is limited, it is possible 
and desirable at the local government level. Citizens should participate in the decision-making process, and the 
requirement for effective management in local self-government units is, firstly, equipping local communities with 
actual and authentic entitlements, and secondly, realizing their enormous role and impact. 

It is therefore appropriate to check and demonstrate how local communities in Italy and Poland participate in 
the shaping of public services to which the local authorities are obliged in both countries. In the paper tried to show 
the different role of citizens in shaping local politics and analyzed the strategic planning process in Piacenza and 
Małopolska, where were taking into account the strategies for solving social problems, because the activity of local 
authorities in the social sphere, focused on problem solving, it includes the provision of certain services. 

In the article there were used various methods and techniques of research. Inter alia there used the 
descriptive, comparative and tabular – descriptive method. There were analyzed documents and data in territorial 
self-government units and statistical data published by national institutions. 

The article is the result of international pilot studies conducted jointly by universities Università Cattolica del 
Sacro Cuore and Jagiellonian University.

International determinants of public participation 
The essence of participation in public affairs management is that public administrations, both governmental 

and local government, interact with the citizens through the use of specific participatory and consultative procedures 
(Hausner, 2008). The introduction of participation there are in favor of both ideological considerations (a reference to 
the democratic ideas) and practical considerations (increase effectiveness, improvement and adaptation of services) 
(see Ober, 2017). The key element of such governance is public participation, which has been recommended 
internationally at the international level (OECD, European Commission) since the 1990s. This participation includes 
four main forms of public participation in public life:

 – public activity (actions initiated by local community members in the form of lobbing, protest, advocacy, civil 
disobedience), 

 – involvement of citizens (actions initiated by public authorities – for example in the form of public 
consultations); 

 – electoral participation (activities involving participation in elections and referendums), and 
 – compulsory participation (compulsory actions – for example paying taxes to a given community) 

(Kaźmierczak, 2011). 
In Poland, from the point of view of influence on the current activities of the territorial unit and the provision of 

its public services, a key role plays engaging of citizens and electoral participation. In Italy only electoral participation 
contributes to shaping services at the local level, and citizens rather are not interested in directly influencing the 
shaping of local strategy documents. 

It is worth emphasizing that the involvement of citizens in public life in specific countries depends on a number 
of issues, including: cultural nature (the willingness of the society to co-manage), economic (specific financial 
resources), political (openness to cooperation with citizens and acceptance of certain forms of cooperation with 
Authority side) and technical (established rules and procedures) (Zybała, 2013). 
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Citizen participation in shaping public services in poviats of Małopolska 
There are many forms of direct or indirect participation in the Polish legal system, including information; 

consultation, including participatory budget institutions or civic initiative adopt resolution; delegation; cooperation, 
local initiative, and of course the general elections and local referendas (see Dobrowolski, Kożuch, Pypłacz, Sasak, 
Szczudlińska-Kanoś, Žukovskis, 2016). It should be emphasized that the selection of the above mentioned solutions, 
even despite the lack of regulatory work in the part of local governments on the basis of statutes, regulations, or 
various other regulations, agreements and their practical use is characterized by great diversity. 

Talking about citizen involvement in public management, it is important to address to the issue of local strategy 
documents, which are increasingly influenced by the opinions of local community members. In Poland, one of 
the strategic documents that is compulsory at the local level is a strategy for solving social problems. Mandatory 
creation of this type of strategy has been imposed by the legislature and results in the implementation of a number 
of legal acts, which should include in particular the Act of 12 March 2004 on social assistance (see Szczudlińska-
Kanoś, 2015). 

For the purposes of this article, authors have analyzed the strategies of solving the social problems functioning 
in all 22 poviats of Małopolska (19 poviats and 3 cities with poviat rights). Preliminary analysis of the documents 
showed that such strategies were developed in all self government units, although some documents were developed 
after the deadline. The main reason for the above was the prolonged participatory character of the whole process. 
The carried out analyzes showed that the documents, despite the absence of repeated references corresponded 
with the strategic documents developed at higher levels – regional, national and international level. The analysis 
shows that the diagnostic part of the strategies is to a large extent elaborated. Its content fluctuates between 40% 
to almost 90% and covers an average of 76% of the document. The goals of the district strategies for solving social 
problems in Małopolska are different, as are the diagnoses presented in them. In the strategies there declared 
that the selection of priority areas was the result of an analysis of the current social situation of poviats, although 
most often elaborated on the basis of quantitative data, external environment analysis and statutory requirements. 
In general, the issues in the strategies concerned: broadly understood support for families, particularly those at risk 
of exclusion, foster families, inadequate care and education; childcare; help the elderly and the disabled; promotion 
of employment; professional activation; and strengthening the cooperation of entities implementing social policies 
of poviats. 

In 64% of the poviats, at the declarative level, there appeared the participation of representatives of public and 
non-governmental institutions. In the 30% of the poviats during the preparation of the strategy there were organized 
the workshops, where participated the representatives of the local government representatives, the representatives 
of the social welfare and labor market institutions, the representatives of the Police, the organizations of the third 
sector and possibly the social leaders.

Only 21% of the poviats declared co-creation of the strategy with the inhabitants. Only two of them indicated 
the form of consultation, which was the questionnaire delivered to residents through social assistance centers and 
non-governmental organizations. This polls were also posted on the website. It should also be noted that the share 
of inhabitants in the process of creating strategies more frequently appeared in newer strategies. As many as 77% 
of the strategies that indicated the participation of members of the community were developed after 2014. This fact 
would have a negative impact on the quality of the strategy, because the lack of contact with the inhabitants has 
in principle prevented the identification of new social problems and also increased the likelihood that the adopted 
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documents do not fully correspond to the actually existing needs, so the local government units will not be testified 
to suit the needs of residents of public services.

Participation of Italian citizens in shaping public services looks very different. Citizens only have an indirect 
influence on the creation of strategic documents in local governments, as exemplified by the strategic planning 
process described below in Piacenza. 

The strategic planning process of the Italian local governments: the case of the province 
and the city of Piacenza

In 2011 the Italian Central Government passed a reform (Sicilia, Steccolini, 2017) on local governments. A new 
managerial tool was introduced: the unique document of planning (DUP in Italian) (Bleyen, 2017). Previously Italian 
local governments were used to produce many different documents aimed at planning and programming and linking 
the priorities with the budget. With the 2011 reform all the municipalities had to implement the same document with 
the same structure and the same aims. It is a 3 years document with a rolling process so each each a new period 
is added (2017–2019 document approved in 2016 becomes the 2018–2020 in 2017 and so on in the forthcoming 
years).

The DUP represents the framework and the linking pin with all the other managerial documents the Italian 
municipalities have to produce (e.g. budget, Performance plan) and it is strictly linked to the with the political agenda 
of the Mayor. In Italy before the election each candidate has to produce a document that represent the agenda for 
his/her government in case he/she should win the election. The DUP is made of two sections: the strategic and 
the operative parts. The strategic part presents the Key performance areas of the municipality for the next three 
years while the operative one address the implementation plans so to translate the strategy into actions. The DUP 
has to be approved by the city council yearly and it usually presents in its first part a SWOT analysis of the local 
government. The DUP and specifically the operative part represents the long term objectives and the priorities of 
the municipality and it is linked to two managerial tools the annual budget and the performance plan. The annual 
budget allocates the financial resources to the different actions for that specific year with the performance plan 
cascades the organizational objectives internally at unit and at personal level too.

In Italy all the public managers are given annual goals (financial and non financial goals) linked to the DUP and 
to the annual budget. If the individual targets are met financial incentives are given to the managers. Each single 
municipality has an independent body appointed for three years (renewable) in charge of measuring the individual 
and the overall performance of the organization (yearly production of a performance report).

Table 1. Strategic planning in Italian local governments 

Document Aim Duration Approved by

DUP Strategic planning 3 years rolling City council

Performance plan Programming and cascading internally the annual goals  
on the first year 3 years rolling Mayor and his/her delegates

Performance report Performance measurement 1 year Indipendent body produces it and then 
it is acknowledge by the Majoyr

Source: own study.
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According with the Italian law all these documents have to be uploaded on the local municipality website. 
In this paper it will be analyzed the case of the City of Piacenza, a municipality of 102,000 inhabitants, place in 
the northern part of Italy and specifically in the EMILIA ROMAGNA Region. It is located by the Po river and it was 
founded by the Romans in the 3rd Century B.C.

The 2017–2019 DUP (the document aimed at managing the strategic planning process for the Italian 
municipalities) has been approved by the City Council on Sept 12th 2016. It is structured according with the 2011 law 
and divided in to parts: the strategic and the operative ones.

The strategic part presents a SWOT analysis of the City and strategic Goals. They are 11:
1. Economic Development for competitive City.
2. Innovation, research and university for a smart. 
3. Health care, solidarity and social cohesion for a friendly city.
4. Environment for a sustainable city.
5. Mobility for a interconnected city.
6. Safety for a peaceful city.
7. Young generations and educational system for the city of the future.
8. Culture, tourism, free time and sport for educated city for the active city.
9. Protection and development of the territory for an attractive city.

10. Active citizenship and social inclusion for a engaged city.
11. Serving the communities for an efficient city. 
Each of these strategic goals is then in detail described.
The last point of the strategic part is related to transparency and on the how the local government of Piacenza 

will report to the citizenship. The DUP clearly states that the social reporting will be twofold: annually with the 
discussion of the city council on the performance and right before the new election day with the final document 
produced by the administration in charge (strategic control). The operative part takes into consideration each single 
strategic objective describing how are in charge of implementing it, which are the involved stakeholders and which 
are the missions and the actions/programs to be implemented in the next three years. At the end of this part the DUP 
presents the budgeting system for the forthcoming years in term operating and capital expenditures and operating 
and capital revenues. This is aimed at linking the strategic goals, the strategic objectives and the action plans with 
the resources available and allocated. After having presented the content and the structure of the DUP, the new 
strategic planning tools implemented by the Municipality of Piacenza and for all the Italian local governments by 
the 2011 reform it is important to analyze the pros and cons of this managerial tool. As all the managerial tools it is 
neutral by definition it can be used in order to help managing the city or just in a bureaucratic way.

In term of transparency the documentation is uploaded on the city website (it is the law) but if the question 
is: will the citizens ever read it? The answer is no, it is a 301 pages long document, none will ever read it. It has 
internal purposes, managerial and political purposes, city managers and politicians are familiar with that document, 
the citizenship is not even aware of the existence of it; but it is available on the web. Each single municipality has its 
DUP posted on its website within the transparency folder. So the tool is there but the population is not engaged not 
aware and, perhaps not even able to understand that document. The average Italian citizen does not understand 
the different between a goal and an objective, and objective and a measure, a measure and its target. So from 
a managerial perspective this is way all these documents have to be approved by the city council and the discussion 
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will never get published or televised by the local media because the citizens are not interested nor involved if not 
indirectly through their representative: the city councilmen/women.

Conclusions
From the above analysis it is clear that the influence of citizens on shaping public services in local governments 

in Poland and in Italy is clearly different. In Italy, the dominant form of governance is indirect democracy, otherwise 
called a representative, where citizens do not directly participate in the drafting of strategic documents, and their 
expectations are expressed primarily by voting in elections and through greater control of the authorities. In Poland 
over the last decade there has been an increase in public interest in public affairs. Communities see the need to 
co-decide on the quality and quantity of local public services and are more likely to be involved in the creation of 
strategic documents, although they are not always able to. It is therefore necessary to strengthen and regulate any 
direct forms of participation of citizens. 

Finally, it is worth emphasizing that the study carried out by the Institute of Public Affairs shows that, from 
the point of view of participation in Poland, it is important that the services are universal and concern the general 
public and that they are selective and satisfy only specific needs, solve specific problems. It turns out that the type 
of services affects the level of participation (see Kaźmierczak, 2012). Using public services is not motivating for 
participation unless an initiative in this area comes from the service provider. Attendance in participation increases 
with individualization of services. 

The pilot studies and conclusions drawn from them should be a contribution to their continuation. However, 
studies should be conducted with due diligence of statistical representativeness.
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Abstract  The article contains theoretical deliberations concerning the usage of crowdsourcing platforms in order to 
obtain creative resources necessary to design advertising services. The article also aims at defining what role 
crowdsourcing can play in the creative service market. The first part of the article presents the characterization 
of advertising as creative services and the role of crowdsourcing in gaining creative ideas. The concept of 
crowdsourcing platforms used as a way of gaining creative resources and creating ideas constituting the basis 
of the offered advertising services was presented in the form of examples in the next part of the article. 

#0#

Introduction
Crowdsourcing as an effective concept of leveraging dispersed resources from a crowd has been used in 

various fields of activity. This also applies to advertising services performed by advertising agencies in the creative 
service market. Activities of advertising agencies are focused on providing buyers with creative ideas in order 



258 European Journal of Service Management

Anna Szwajlik

to highlight their products and services in the market. The descried situation creates the need for an advertising 
agency to obtain the access to creativity resources and is a major challenge for its business tasks.

The aim of the article is to indicate the development potential of advertising services using crowdsourcing, as 
well as to characterize entities applying the indicated concept in business practice.

The paper uses the methods of literature review, analysis of exemplary crowdsourcing platforms and synthesis.

The role of crowdsourcing in the creative service market
Advertising services belong to the creative service sector and are offered by companies that derive income 

from the sale of their time and transfer of the rights to their intellectual property to other businesses entities or 
organizations. Advertising services, being creative services, are characterized by the following set of attributes:

 – a significant importance of creativity in the creation of advertising service core,
 – an innovative work conceived as a result of a creative specialist’s work,
 – no possibility to objectify the performed activities and effects of service process related to them,
 – the competencies of professionals are based primarily on unique abilities and gathered experience.

Entities performing advertising services are required to possess specific competencies in the scope of 
creation and performance of creative ideas in various areas of promotion and image-building activities. According 
to the American Association of Advertising Agencies, advertising agencies that act as entities offering creative 
services are independent organizations gathering creative and entrepreneurial people who specialize in preparation 
and realization of promotional plans and tools (Wiktor, 2001). Entities operating in the advertising service market 
can be distinguished from others by: 

 – the scope of the service offered and the degree of specialization, 
 – type of customer serviced,
 – the organization’s structure and number of employees.

Therefore, for many years the creative service market has been characteristically divided between global 
advertising companies whose clients are international brands, and smaller, specialized local advertising agencies. 
Global advertising companies have in their organizational structures departments responsible for delivering 
creative ideas and solutions. Apart from the employed specialists, creative departments, may if needed, benefit 
from the work of independent designers. Moreover, cooperation is underpinned by outsourcing, while the individual 
designers create, among others, graphic designs, advertising messages, name, and corporate logos based on 
precisely defined expectations. The scope of works depends primarily on advertising activity. However, it should 
be noted that the number of designers cooperating with an agency is usually limited and that competencies are 
strictly defined and verified. The added value offered by global advertising agencies is enriching the core of an 
advertising service with additional services, such as advising on the selection of marketing strategies, market 
research, including preliminary tests of developed projects, and supervision of the implementation of developed 
ideas. The extensive offer of additional services allows such agencies to keep attractive brands in an order portfolio. 

In case of the latter group, i.e. small local agencies, it is expensive to maintain a bigger group of designers 
responsible for creative ideas in organizational structures. The main reason for this is a limited access to big 
advertising budgets that make it is possible to maintain creative specialists. Although such entities often benefit from 
the work of independent designers, their cooperation is threatened by poor quality of the offered ideas. Advertising 
agencies in the described group less often add additional services to the creative core and, in turn, focus only on 
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providing ideas. Usually their offer is limited to graphic designs, preparation of advertising texts, or the basis of 
visual identification systems. 

Limitations of both types of advertising agencies are related first and foremost to the crucial resource that, 
in described services, is creativity. A characteristic feature of this resource is that it is not related to a particular 
profession, education, or place of residence. Creativity is dispersed in the crowd and its acquisition requires creation 
of a favourable co-operation between the parties: the designer and the contractor of the creative service. 

The answer to the above-mentioned challenge is crowdsourcing. Following the definitions of J. Howa (2006) 
G. Kazai (2011) and M. Poetz (Poetz, Schreier, 2012), crowdsourcing can be described as an enterprise’s or 
institution’s activity leading to acquisition of dispersed resources belonging to heterogeneous crowd by means of 
online public inquiry. Such resources may be information, knowledge, experience, ideas, skills, free time, work, or 
financial resources.

One of the key resources for crowdsourcing is creativity, understood here as an ability to solve problems and 
create ideas for a new product, graphic design, logo, advertising message, etc. In principle, crowdsourcing provides 
more creative ideas than other traditional and previously applied methods. This concept allows organizations to 
access a rare type of resource, which is creativity of dispersed creators, whose ideas, skills, and remarks have 
been so far undervalued and unused (Brabham, 2008). The examples analysed in the literature suggest that a large 
amount of ideas and hidden knowledge allow organizations to discover new patterns and trends that are important 
from the point of view of a potential recipient (Howe, 2008). The use of crowdsourcing has a positive effect on the 
efficiency and speed of generating ideas. The combination of the number of participants, creativity and passion, 
provides many interesting ideas quickly. Consequently, the short time spent on creating new ideas has a significant 
impact on the business process efficiency.

The use of crowdsourcing however, requires fulfilment of specific conditions (Howe, 2008): 
1. Properly defined crowd characteristics. Depending on the resource that is planned to be acquired and the 

complexity of the ordered task, both the size and the characteristics of the crowd may vary.
2. A precisely described task, which is the basis for the execution of the order by the crowd.
3. Well-chosen tools and technologies for a two-way flow of information.
4. Preparation and selection of a public inquiry form. 
5. Preparation of a remuneration system for completed and accepted tasks.
Implementation of crowdsourcing requires from an enterprise to not only prepare proper conditions described 

above, but also to be more open and go beyond the patterns existing in the organization.
Crowdsourcing is currently being intensively developed in the following areas (Petavy, 2017):
1. Innovation: product, service, experience or business model innovation.
2. Marketing & communications: Brand strategy (naming, identity), communications (positioning, 

communications platforms, creative development), Activation and promotions.
3. Design: Design (packaging, point of sale, retail).
Research carried out in 2016 showed that the ideas derived from the crowd by means of crowdsourcing were 

implemented in (Petavy, 2017):
 – 59% in the area of innovations,
 – 34% in the area of marketing-communication activities,
 – 7% in the area of design.
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The use of crowdsourcing platforms on advertising service market 
Crowdsourcing platforms that are tailored to the purpose of business activity and character of acquired 

resources are employed in business (Galizia, Garibaldi, 2014). Using crowdsourcing platforms to acquire and offer 
creative ideas for advertising products is becoming more and more common. Examples of this type of phenomenon 
are crowdsourcing platforms that have been operating for over a decade, described below as creative agencies.

Crowdsourcing platform is a business model that enables the acquisition of distributed resources from the 
crowd for a specific purpose and in a specific business area. In case of advertising services, for which creativity is 
a key resource when using these platforms, special attention should be paid to the following elements.

The type and characteristics of crowd. When talking about creative services offered by crowdsourcing 
platforms, it is essential to provide the customer with the best ideas for graphic design or advertising text. Making 
use of a crowd of creative designers allows platforms to deliver a greater number of ideas that are more diverse. 
This is possible thanks to the applied rule saying that creativity may come from anyone, regardless of education, 
profession, or geographic location. Such approach creates a society of passionate people who eagerly share their 
creativity and can create interesting projects. Of great importance is also the fact that projects are created in parallel 
and that their creators have no contact with each other. This increases the chances of creating many independent, 
varied proposals for the client.

Well-defined objective. The concept of engaging crowd in action requires a person ordering to precisely 
define the task. In case of creative services related to creating graphic ideas, it is necessary to develop a proper 
description of the task. 

Specified way to invite the crowd to cooperate. In case of the discussed services, contests constitute 
a form of a public inquiry. Participation in a contest is voluntary and does not guarantee a gratification. Creators 
decide themselves if they want to take part in the ordered task based on its description. 

Well-chosen technologies. Works implemented on crowdsourcing platforms require properly selected 
technical solutions. The choice of technology affects communication efficiency and security of transactions.

Legal procedures. Given the character of the conducted services, preparation of legal procedures that 
facilitate management of intellectual property and acquisition of projects also becomes of particular importance. 
Crowdsourcing platforms implement the principle of confidentiality using the following solutions:

 – contestants sign confidentiality agreements,
 – use of market ideas requires signing an agreement on transfer of copyrights.

Remuneration for specific and sold projects. In case of crowdsourcing platforms that offer creative 
services, an important gratification is payment for the winning project. Remuneration usually falls into the range 
of 1,000 to €10,000 divided among the best designers (Petavy, 2017). Apart from the financial incentives, the 
possibility to present one’s works created on the platform and outside it to potential buyers is equally important.  

The above-mentioned requirements are only the basis for the creation of models of crowdsourcing platforms 
operating in the creative service sector. Nevertheless, it should be noted that what distinguishes crowdsourcing 
platforms operating in the described way is the great number of acquired ideas and short time of project completion. 
Crowdsourcing platforms chosen for exemplification have been designed on the basis of independent rankings. 
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Table 1. Leading crowdsourcing platforms in the advertising service market

Crowdsourcing platform/ 
year of creation Advertising service offer Number of designers  

and authors (crowd) Customer Number of clients/number 
of completed projects

https://www.crowdspring.com
Year 2008

Logo design, website design,  
web content 205,000 Service for small 

companies 40 thousand/53 thousand

https://99designs.com
Year 2008

Logo, websites, publishing, packaging, 
labels, illustrations, clothes 1,500,000 Small and medium-

sized companies
444 thousand/500 
thousand

http://www.designhill.com
Year 2014

Logo, websites, packaging, labels, 
illustrations, clothes 39,000 Small and medium-

sized companies Several hundred

https://en.eyeka.com
Year 2006 Wide range of dedicated solutions 350,000 Big companies Several hundred/882

https://tongal.com
Year 2009 Video content 120,000 Big companies Unknown

Source: own work based on: www.crowdsspring.com, www.99designs.com, www.designhill.com, www.eyeka.com, www.tongal.com. 

Based on the crowdsourcing platforms presented in the above table two different business models can 
be distinguished. In the first model, implemented by e.g. CrowdSPRING, 99design, Designhill, and Tongal, 
the crowdsourcing platform manages the entire creative process, from gaining ideas to realizing them. A great 
advantage of this type of platforms is, first and foremost, creative resources of designers who number around 
1.5 million in case of 99design, and several hundred thousand participants in case of the other described platforms. 
Access to creative potential is possible only from the platform, which, in this case, is an active intermediary between 
the parties. Similarities between the described platforms from the point of ordering party are presented below:

 – scope of offered services,
 – degree of legal protection,
 – guarantee of satisfaction with the purchased creative projects,
 – short order execution time,
 – specified price for the offered services-packages,
 – communication between the ordering party and the designer takes place only through tools shared on the 

platform.
Similarities between the functioning of platforms from the perspective of the service provider (the designer) 

are mainly:
 – designers’ participation in the project is based on the idea of a competition,
 – gratification is determined before the task begins,
 – protection of intellectual property is clearly defined and specified,
 – portfolios and profiles of designers are available on the platform,
 – completed projects are also available on the platform.

The differences in the activities of the analysed platforms are not as prominent as the aforementioned 
similarities. It is possible to find features that, at a marketing level, distinguish the offer. For example, the 
crowdsourcing platform CrowdSPRING links the price of the package to the level of security and confidentiality of 
the obtained and transferred information. Thus, it points out the essence of legal protection of the prepared projects. 
The largest platform, 99designs, links the price to the number and quality of designers, additionally emphasizing the 
speed of execution and staying within the determined budget. This is a big advantage when compared to traditional 
advertising agencies that rarely assure meeting the determined budget at the stage of offer. Another platform, one 
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that has been operating on the market for the shortest span of time, Designhill, is characterized by great efficiency 
and low prices. Its packages are mainly limited in regards to the number of designers.

In the case of the first described cooperation model, the buyers, i.e. the representatives of small and medium-
size companies, gain access to a vast number of interesting and diverse advertising projects that are executed in 
a short time. Another advantage of these types of platforms is the guaranteed fixed price of the order execution. 
The number of accomplished projects with the participation of a multitude of designers enabled the analysed entities 
to achieve profits significantly higher than local agencies. The prices of services offered by crowdsourcing platforms 
are usually included in packages with a value between USD 100 and USD 1,000. As to the benefits of the designers, 
the main advantage is the access to a market of potential buyers located in different regions of the world. Moreover, 
it is the prepared project proposal and not the designer’s competence that goes through assessment. The downside 
of the aforementioned model is mostly the lack of professional advice at the stage of project selection. The buyers 
must decide on their own, which, together with the lack of experience and knowledge, may result in a wrong choice.

Another model of cooperation is the so-called community model (Petavy, 2017). An example of use of this 
model is the crowdsourcing web platform eYecka. Community models:

 – allow access to a highly motivated creative community,
 – provide the tools and IT technologies to facilitate the flow of information,
 – organize and control the course of competitions, and select projects,
 – develop financial and legal frames for cooperation.

eYecka platform, unlike the model mentioned before, offers its customers advice and support at various stages 
of cooperation with creators. Both buyers and creators are moderated by the platform staff in order to achieve the 
best final results. Inquiries from buyers are discussed in detail and refined before being submitted to execution. 
Projects submitted by creators undergo internal pre-selection and evaluation by eYecka employees. This platform 
has a developed system of cooperation, evaluation, and selection of projects submitted by thousands of designers 
and members of a creative crowd.

Both models of crowdsourcing platforms provide a perfect solution for an effective acquisition of creative 
ideas. The number of implemented ideas, creators involved, as well as the short project execution time, make these 
solutions a viable opportunity for the development of the creative service sector.

Conclusion
The concept of crowdsourcing applied in the creative service sector provides an unprecedented access 

to creativity dispersed in a crowd. Creativity, as the core of the advertising service, has been freed from the 
organizational constraints of a company and has become its authentic resource. Utilizing this potential becomes not 
only a great opportunity, but also a challenge for the advertising agencies as entities in the creative service market. 
Regardless of size and location, advertising agencies can use crowdsourcing to provide their customers with new, 
creative ideas for advertising actions in a shorter time and at a lower cost. This kind of approach facilitates access 
to high quality advertising products for a bigger group of small and medium-size companies as buyers, which has 
a positive impact on new operating conditions of entities. The creators themselves have become more important, as 
their work, until recently merely a hobby or additional activity, has become a valuable resource.

Advertising agencies that use crowdsourcing may apply different models of action. In business practice, both 
the integrated model, such as crowdsourcing platforms that offer a standardized offer for creative services, and 
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the hybrid model, exemplified by community platforms, are applicable and effective. The hybrid model can be an 
incentive to move beyond the rigid framework of division between local and global agencies for entities operating 
so far in the traditional way in the advertising market. Hybrid agencies combine the strategic knowledge of their 
employees with the external resources of creative communities. In this arrangement, the employees of the agency 
remain in their role of the designers’ work coordinators. The only difference is that they have access to unlimited 
creative ideas resources, which highly increases the chance to meet the needs of demanding customers.

In the context above, crowdsourcing becomes a solution to overcome the existing limitations in the creative 
service sector. This particularly applies to improvement of quality in case of creation of unique ideas. As indicated 
by the conducted research, this is the most desired feature of any good advertising service.
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Abstract  The article aims at responding to the following research question: do the undertakings in the area of corporate 
social responsibility (CSR) play a role in enhancing the desired image features of the analysed service 
provider’s brand, and if yes, what does this role consist in ? The decision to focus the attention on this particular 
subject has been motivated by the significance of corporate responsibility of today’s service organizations, and 
the awareness that in their decision processes people are guided by the service provider’s brand image. It is 
important therefore to increase understanding of methodological activities undertaken by a service organization 
in pursuit of its desired brand image, and of possibilities to attain this goal by means of CSR undertakings. 
The methodology of conducted research spanned the diagnosis of the actual state of knowledge in the analysed 
area, review of available results of research, own research using the case study method, and meta-analysis of 
the Internet sources of information on the Orange CSR activities.
The analysed operator is socially responsible and has a well-considered strategy in this area. Methodical 
Orange CSR actions form a clear support for the creation of a strong socially responsible brand and enhances 
its positive image. In current market conditions the effective creating of brand image of a service organization 
seems to be determined by appropriate activities in the field of corporate social responsibility. The obtained 
results might be used to develop knowledge in the field of brand management of a service organization or by 
involved stakeholders from the service sector.

#0#

Introduction
The effectiveness of operation of today’s service organizations largely depends on: orientation towards 

shareholders, activities targeted at protection and enhancement of social standards, economic and legal 
responsibility, ethical conduct, respecting social obligations of the market players, but also on the personified brand 
management, including its appropriate image. Consequently, the obligations of the today’s service organization, 
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apart from its core activities, seem to comprise among others: protection of the planet, defence of human rights, 
care for natural resources, engagement in matters of importance to the stakeholders, and provision of positive 
experience related with the brand, which the stakeholders desire to get involved with.

In many sources of information authors are concerned about the impact of CRS on brand and customer 
relationships (Liu, Wong, Shi, Chu, Brock, 2014; Kuo-Fang, Yan, Kuang-Wei, 2014; Khojastehpour, Johns, 2014; 
Moon, Lee, Oh, 2015; Fatma, Rahman, Khan, 2015; Wolf, Issa, Thiel, 2014; Pogorzelski, 2015; Wang, Korschun, 
2015). However, studies on the impact on brand image have not been met. The identified research gap led to aims 
at presenting the role of actions of corporate social responsibility (CSR) in shaping the appropriate brand image of 
a service organization.

A service organization faces a challenge of application of proper tools, means and procedures, including the 
socially responsible initiatives, by which the individual is the most important subject and beneficiary of the created 
benefits, including the ones resulting from it appropriate image. 

Actions of CSR of a service organization and its brand image – literature review 
The term – action of corporate social responsibility – is generally applied to a variety of activities in the area 

of corporate social responsibility. It is related to an effective management of a service organization, which by 
responding to identifiable expectations of stakeholders contributes to enhanced competitiveness, ensures stability 
and sustainable development, and at the same time facilitates economic and social development while creating both 
the social and economic value (Rosenbaum-Elliott, Percy, Pervan, 2011; Khojastehpour, Johns, 2014).

CSR forms a background for designing and including the projects which incorporate the goals and values 
pursued by the society in the strategy of operation of a service organization (Johann, 2015, pp. 19–30). Responsible 
business means a strategy which involves social, ethical and environmental aspects into business operations and 
contacts with stakeholders, i.e. the employees, clients, shareholders, local community, media representatives and 
other subjects. 

No commonly agreed set of CSR instruments can be observed in the available sources of information. 
According to the Responsible Business Forum, business practice shows a multitude of CSR practices, which can 
be divided into the following categories: business and the market, business and workplace, and business and the 
society. Activities for the benefit of the society comprise: charity, employee volunteering and social investments; for 
the benefit of the environment: corporate environmental policy, environmental audit, employee involvement, green 
manufacturing, and green products (Fatma et al., 2015). 

The types of social activities, so called CSR actions, comprise: a social agenda, a social action, and a social 
campaign (Rasche, Morsing, Moon, 2017). Social agenda means a planned and long-term activity aimed at responding 
to a specific problem, frequently implemented with the support of public institutions, business representatives and 
social organizations; a good idea which can attract attention of the society is of primary importance, such as the “the 
whole of Poland reads for children”. Social action is a one off or cyclical, usually short-term endeavour – for example 
a money collection for a specific purpose, such as The Great Orchestra of Christmas Charity. Finally, the social 
campaign is a series of targeted actions designed to change the behaviour, and even the attitude of a specific group 
of people. It is a large endeavour which involves a large number of entities: business, media, social organisations, 
state institutions. Involvement takes various forms: financial, service-oriented, physical, educational. Summing up, 
service organizations may use various CSR tools, it is important however to adopt a well-considered approach.
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Organizations interested in professional involvement in matters of social importance should design a special 
programme or a strategy in this. The following procedure for getting involved in socially important matters seems 
to be logical: 1) analysis of the mission statement and deciding if the pro-social activities may be related to it; 
2) identification of the areas which will be supported (protection of health, environment, education, culture, etc.); 
3) choice of subjects to be supported (children suffering from cancer, persons with disabilities, women constituting 
potential clients, or other populations); 4) specifying the expected benefits (strengthening employee loyalty, creating 
a positive image, support for local community, etc.); 5) defining the forms of engagement (financial, educational, in-
kind, service-oriented); 6) choice of tools (agenda, campaign, action, other); 7) deciding if this is a one-off endeavour 
or a long-term process; 8) preparing the schedule of implementation; 9) specifying persons responsible; 10) launch 
of activities; 11) planned methods of assessment (measuring) of the achieved results. The stages indicated above 
should allow for optimisation of the activities and results in the analysed area.

A brand image of a service organization is a set of characteristics or a list of features ascribed to it (Keller, 
2013, p. 76, 549; Rasche et al., 2017, p. 92; Tarczydło, 2013).

Razmus (2010, pp. 10–11) describes three views of understanding of brand image: psychological (individual 
impression), sociological (collective impression) and anthropological (cultural element). The author states that brand 
image is a hypothetical construct whose aim is to create loyalty to a brand. 

And what’s more, supporters of the significance of the brand image claim/promise that a tenderer who decides 
to create the most distinctly outlined brand image will gain the biggest part of a market and the biggest profits. 

Stakeholders, including customers, can be attached to the image of a service organization because of their 
beliefs concerning psychological and social aspects ascribed to it. It results from the fact that associations with 
a brand may carry a crucial meaning for a self-image of an interested party (Franzen, Moriarty, 2015, p. 114; 
Rosenbaum-Elliott et al., 2016, pp. 92–93).

Thus, it seems legitimate to state that in current market conditions service organizations should take particular 
care of the right brand image which appears to be an important tool of market competition and a factor generating 
value for stakeholders. 

A method and the object of research
For the purposes of this study, the analysis was focused on the telecommunications services operator Orange 

in the period of February to July 2017. The performed case study was directed at finding the answers to the following 
questions: 1) does the analysed service organization constitute a socially responsible organization and pursues 
a well-designed strategy of CSR actions; 2) did Orange implement any CSR undertakings in the analysed period 
and what was their nature; 3) were the undertakings new or did they form a part of long-term projects; 2) what is the 
role of socially responsible activities in the creation by the operator of the brand image; 3) what is the impact of the 
identified CSR actions on the image features of the analysed service brand. The description of the market object 
is presented in Table 1.

Table 1 summarises the object of research, the brand which marks the services and the characteristic features 
of the marketing communication developed for it, and outlines the CSR policy of the analysed operator. 
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Table 1. Selected features of the analysed operator, its brand, and the CSR policy 

Criteria Description of criteria 

General 
information

Orange Polska is a telecommunications, multimedia and entertainment services provider which uses modern technologies. It is 
a leader in the Polish fixed telephony, Internet and data transmission market; it offers comprehensive telecom solutions. 

The brand  
and main values

Orange is an international brand for telecommunications services owned by France Télécom and managed by Orange Brand 
Services Ltd. Orange brand determines the values and the way of operation which should be followed by the whole organization. 
Its aim is to be the most willingly chosen telecommunications brand. The purpose is to democratise the digital revolution. 
Services provided by the operator should be easy to understand, simple, and user-friendly. The values which guide Orange 
pursuant to its Code of Ethics are the following: direct, honest and inspiring, friendly and dynamic.

Features of the 
communication 
for the brand

Marketing communication for the Orange telecom services brand is based on creativity, stirring emotions, creating positive 
experience, engaging stakeholders, making life easier, and providing entertainment. It is the widely understood communication 
which is stressed, and not the technical specifications of the service and product packages.
On 10 February 2017, a campaign was launched promoting the new Orange Love service (it includes Internet access, 4K TV, 
and unlimited calls in one package for less than 3 PLN per day). The Beatles “All You Need Is Love” song has been used in 
an advertising spot. The creation of the new advertising campaign for the Orange Love service has been entrusted to Publicis 
agency.

CSR policy By means of the CSR undertakings the brand engages itself in socially important matters and consequently it starts to play an 
important role in the stakeholders’ life. The Orange CSR policy constitutes a set of decisions, actions and undertakings in various 
areas of responsibility vis a vis its employees, clients, partners, communities, media, Internet users, and other stakeholders. 
Overall, the Orange brand marks clever and courteous CSR actions which allow for attainment of a variety of objectives and 
generate a range of benefits.

Source: own elaboration on the basis of conducted research.

While presenting the problem of creation of an appropriate image for the Orange brand it is worth making 
a reference to connotations with the etymology of the name linked to the orange colour and its influence on the 
recipients. The colour of the brand is formed by a mixture of red and yellow, it signifies joy, optimism, energy, fun and 
warmth, and creates connotations with physical comfort, good communication between people and abundance. 

The role of CSR in creating the proper brand image – results of case study
In order to face the challenge of investigating the opportunities for creation of an appropriate image of the 

Orange brand involving the CSR actions, a case study was conducted; the results are presented in Table 2. 
Information presented in Table 2 confirms the thesis that the CSR activities play an important role in the 

process of creation of the appropriate image for the Orange brand. The conducted research shows that the 
analysed brand has regularly participated in numerous pro-social projects for a number of years. Most probably the 
engagement in the issues important for the stakeholders and general contribution to doing good constitute its main 
goal. At the same time, the observed undertakings attract the attention of many partners, clients and journalists, 
resulting in a publicity effect and facilitating positive connotations with the Orange brand. 

The assessment of the identified CSR actions pursued by Orange lead to the conclusion that they contribute 
to the long-term process of development of its market value. The most important results of the methodical CSR 
actions are quantifiable benefits for the analysed service organization and its environment, such as: motivation for 
personnel, support for the projects which are important for the stakeholders, enhancement of social standards, 
protection of the environment, education, creation of positive experience, and provision of entertainment.
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Table 2. Enhancement of the Orange brand image involving the CSR undertakings

Areas of Orange CSR 
activities Examples of projects/undertakings and their description Enhanced features  

of the Orange brand image
Interesting team Orange pays particular attention to providing to its employees equal treatment, 

clear criteria of evaluation and promotion, opportunity for professional and personal 
development, good and safe working conditions. The company raises employee 
awareness of values, ethics, and social responsibility: CSR Day in Orange Polska; 
Volunteering Week in Orange “Share your Smile”; employee volunteering initiatives, 
e.g. we play for The Great Orchestra of Christmas Charity, a phone call to Mum, etc.

Valuable employees

Safe net Security and safety in Internet and other electronic media and preparation for informed 
use of them; security for children in the net, e.g. Helpline.org.pl – 800,100,100 (special 
free-of-charge emergency number and website for children in dangerous situations 
encountered on the Internet); educational internet services, such as www.sieciaki.pl; 
e-learning courses and educational materials; guides for parents “Safe media”

Responsible provider 
of comprehensive 
telecommunications solutions;
showing care for the most 
vulnerable

Digital integration Countering the digital exclusion, Orange actively gets involved in development 
of internet network supported by EU funds, e.g. in the Lubuskie and Pomorskie 
Voivodships; cooperation with the Widzialni Foundation in the area of accessibility of 
the Foundation’s website to internet users with disabilities; encouraging the elderly to 
use new technologies, among other through educational materials, training courses, 
on-line interviews “Meetings with passions”; multimedia Orange workshops

Friendly (comprehensible, 
simple), close, inspiring, 
accessible

Clean environment Striving to reduce the environmental impact, such as “Green IT” project, which covers 
global eco-effective approach to the development and use of the IT environment, 
e.g. digitalisation of resources, energy consumption, printing methods; “E-schools” 
educational programmes; promotion of e-document solutions, tele- and video-
conferences; www.orangerecykling.pl

Pro-environmental

Health, sport, active life Orange sports clubs; running events under the auspices of the brand; cooperation with 
schools in the area of education for healthy living

Stimulating active lifestyle

Fun, quality entertainment, 
positive expe-rience 
related with the brand

Orange Warsaw Festival; a variety of events engaging the stakeholders Providing entertainment, 
close, dynamic, creative

Reporting of achievements CSR reports developed with reference to key opportunities and challenges of 
sustainable development in ICT industry, defined on the basis of strategic documents, 
i.e.: Vision 2050 – World Business Council for Sustainable Development, Challenges 
for the ICT sector according to SAM, Global e-Sustainability Initiative Report, Europe 
2020 and Poland 2030 reports

Well-known, most readily 
chosen international operator, 
reliable, transparent

Source: own elaboration on the basis of conducted research and with the use of Internet resources.

Conclusions
This study has been focused on the subject of corporate social responsibility of a service organization, its 

form, pertinence, and relevance of the activities for creation of an appropriate image of the service brand.
Today’s service organizations are accused not only of polluting the environment, but also of social effects, 

such as loss of jobs, feeling of insecurity, or social disparities. They are expected not only to provide high quality 
services, but also to participate in solving a variety of issues of concern for the stakeholders. The implemented CSR 
undertakings of the brand may generate a variety of benefits: employee involvement in supporting the ones in need; 
personal and professional development of the persons involved; strengthening the relation with the community, 
protection of the environment; taking care for health; provision of social aid; rising awareness; promotion of culture; 
and additionally – efficient creation of an appropriate image.

The analysed operator is socially responsible and has a well-considered strategy in this area. It duly performs 
its integrated reporting obligations, hence the volume of available information on the range of the pursued CSR 
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undertakings. Observed actions are long-term projects, which provide framework for subsequent campaigns and 
actions. It is important to grasp the opportunities and perform the activities which are inspired by the signals from 
the market. This is also inspired by the client-oriented business strategy implemented since April 2015 based on 
consumer insights, entitled “What is important to you, counts” (Kubicka, 2017, pp. 33–40; Keller, 2013, p. 335). 
In the light of representative research, the key areas of client’s life in which Orange can support them by providing 
the solutions which are best for them are: the loved ones, home, mobility, entertainment, money, technology, and 
business.

Methodical Orange CSR actions form a clear support for the creation of a strong socially responsible brand 
and its recognizable and positive image, they attract talented individuals and strengthen employee motivation, 
facilitate implementation of an innovative strategy which follows the principles of sustainable development, and 
contribute to increasing the profits and a range of various social and community benefits. In the light of the available 
information, as at 6 June 2017 Orange is one of 48 companies and the only telecom services provider in Poland 
who joined the Partnerships for Sustainable Development conceived by the United Nations. They are targeting the 
challenges faced by today’s world, including poverty, inequalities, climate change, and strive towards the economic, 
social and environmental balance.

In the light of the performed analysis and research, the following thesis proves to be justified: at the time of 
sustainable development (of which the core objects seem to be the people, the planet, and the profit) the effective 
creation of the brand image is determined by an appropriate CSR strategy. This is due to the fact that the CSR 
undertakings of the brand constitute today an apparently effective tool for influencing the stakeholders’ behaviour, 
generating value, stimulating sales, and creating results of relevance for the image.

Summing up, a socially responsible service organization should be honest, competent and sound in the 
performance of its obligations, it should be motivated by both its own interests and the ones of the society; it 
should temper the desire for immoral and unbridled profit and wastefulness, it should think and act with the long-
term perspective in mind for the benefit of the society and the environment, in line with the concept of sustainable 
development. 
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Abstract  The air transport market is followed by the development of competitive processes. One of the instruments of 
competition is broadly understood as aviation service. Most often it is defined as a typical transport service. 
However, due to the specific nature of the branch, it is necessary to indicate the services that accompany the 
transport service, including airport services. They are carried out by airports and all parties cooperating with 
the airport.
Airports, increasing the catchment area, increasing the network of air connections, must manage the quality 
policy. The quality policy should be analyzed by the airports at the level of: passenger satisfaction, customer 
retention, passenger loyalty, and loss of customers. 
The main purpose of the article is to assess the quality of services offered by airports in Poland. In accomplishing 
such a goal, the work structure was defined.
In the first part, quality issues in air transport were analyzed, then airport services were determined, and then 
in the last part, based on author’s research, opinions of passengers using Polish airports on airport quality 
were presented.

#0#

Introduction
The air transport market is followed by the development of competitive processes. One of the instruments 

of competition is broadly understood aviation service (Tłoczyński, 2016, pp. 123–172). Most often it is defined as 
a typical transport service. However, due to the specific nature of the branch, it is necessary to indicate the services 
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that accompany the transport service, including airport services. They are carried out by airports and all parties 
cooperating with the airport.

Airports, increasing the catechment area, increasing the network of air connections, must manage the quality 
policy. The quality policy should be analyzed by the airports at the level of: passenger satisfaction, customer 
retention, passenger loyalty, and loss of customers. And then analyzed in each area of activities related to the 
operation of air transport.

Quality in air transport 
There is a varied approach to quality in world literature. It can be defined in a number of different ways, such 

as utility, conformance, or lack of standard deviation (Quality: the UD..., 1982, pp. 68–80; Quality Programs..., 1992, 
p. 81), but most often the literature provides the definition of the American Society for Quality. This is a subjective 
term in which quality is defined as the totality of characteristics and characteristics of a service that determine its 
ability to meet actual or implied needs. (A subjective term for which each person or sector has its own definition. 
In technical usage, quality can have two meanings: the characteristics of a product or service that bear on its ability 
to satisfy stated or implied needs and the product or service free of deficiencies. According to Joseph Juran, quality 
means “fitness for use;” according to Philip Crosby, it means “conformance to requirements.”) (Basic Concepts). 

This definition focuses on the client. The manufacturer takes care of the quality when the service fully meets 
the needs of the purchaser or when the service quality exceeds the buyers expectations. The enterprise creates 
quality when the good or service satisfies the needs and requirements and expectations.

Total Quality Management (TQM) is implemented in all areas of the economy, regardless of the areas of 
activity. With regard to air transport the company delineates the quality of the operation from the quality of service 
adjustment to the needs of the purchaser. Quality-related activities relate to the level at which the air service 
performs its functions. Examples air transport services offered to passengers by traditional and low cost carriers. 
On the other hand, the quality of service customization means no faults and constant delivery of a specific level of 
service.

The quality of passenger service should be defined as an element defining standards from one part, on the 
other – passenger expectations, as well as the requirements of operators handling air transport. Customer service 
includes all activities related to the implementation of the air service and additional activities accompanying this 
service, as well as actions aimed at repairing errors committed at any stage of the order execution. The passenger 
handling process in passenger air transport consists of four aspects.

 

• before check-inPhase I

• in airportPhase II

• on boardPhase III

• after arrivalPhase IV

Figure 1. Handling in airport

Sources: my research.
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The natural character of air transport services is diverse. However, due to the specific nature of air transport 
and its features, that the need to offer high quality service is highlighted, especially since operators are well known 
and have a good position in the market. Air transport companies provide:

 – appropriate selection and improvement of staff qualifications (good health, ability to deal with unusual 
situations, language skills, etc),

 – specification of any services associated with the primary service – transport, specific services offered by 
traditional, low cost carriers or a particular class of travel,

 – passenger satisfaction analyzes (carrying out systematic surveys, guest reviews, use of suggestions and 
complaints to improve service imperfections).

In many air transport companies, quality managers perceive it through own assessment criteria rather than 
from the perspective of the air carrier. Therefore, any customer service initiatives should be closely linked to quality 
improvement programs.

In the process of managing the quality of passenger service, there are three segments that define the 
competencies:

a) managing airlines:
 – traditional requirements analysis and quality control measurement,
 – internal analysis of employees’ views on quality and performance,
 – the management’s view on the quality of service,
 – internal marketing of quality specifications and expected performance,
 – marketing activities;

b) employees:
 – employee view of service quality,
 – ability and willingness to perform tasks in accordance with high quality,
 – interpretation of expected quality,
 – demand analysis and quality control,
 – manufacture and sale of air services;

c) travelers:
 – market quality evaluation of services (expected quality, experienced quality, perceived quality) (Stryś, 

2003, p. 30). 
The presented systemic approach to the quality of services in air transport makes it easier and more efficient 

to manage companies operating on the air transport market and to provide services in line with buyers’ expectations.

Airport poroduct 
Quality is one of the major tools for positioning aviation. One of the features of aviation service is high quality, 

that is to provide customers with reliable, safe, reliable, high-travel and additional services.
In the marketing concept service is understood as an intangible product. Such a broad definition stems from 

the fact that the term “product” in marketing is everything that gives the consumer or buyer specific benefits. This 
means that consumers do not buy goods or services, but only make payments for selected benefits and value from 
the entire supply of benefits offered (Payne, 1994, p. 159).
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An aviation service should be seen through its:
 – external (formal) functions,
 – basic usable value (Rucińska, Ruciński, Wyszomirski, 2004, p. 161),
 – total usability, ie, a service enriched by the inclusion of additional services in the primary transport service 

(Rucińska, Ruciński, Tłoczyński, 2012, pp. 202–203).
Airlines are increasingly offering service packages (Głowacki, Kossut, Kramer, 1984, pp. 55–56):

 – a network of convenient connections,
 – timetable and coordinated timetables and departures in various relationships,
 – type of aircraft operated,
 – accessibility to the varying levels of quality of travel conditions,
 – comprehensive and efficient service of airport service recipients (Czownicki, Kaliński, Marciszewska, 

1992, pp. 48–49).
 – catering on board aircraft,
 – ensuring adequate leisure onboard aircraft (long-haul routes) and at airports (children’s play areas),
 – sale in duty-free shops, on board aircraft,
 – possibility to carry luggage,
 – bilateral agreements, alliances,
 – other facilities (Wensveen, 2007, pp. 263–266).

The features of the aviation service should be synchronized with the objectives and production capacities of 
carriers, airports, market conditions of their macro and microcosm. There are two main market segments for the 
aviation service:

 – carriage services performed by air carriers,
 – services supporting the transport service performed at airports.

The airport product consists of a supply of services, both tangible and intangible, to meet the needs of different 
market segments. Marketing theory often divides the product into the core, actual or physical, and augmented 
elements. The core product is the essential benefit that the consumer is seeking, while the actual product delivers 
the benfits. Product features, quality level, brand name, design, and packaging make up the physical product. 
The augmented product is the additional consumer services and benefits that will distinguish the product from 
others (Kotler, Amstrong, 2006, pp. 243–244).

The airport product has tangible elements such as the physical infrastructure and intangible elements such 
as the provision of services. B. Urfer and R. Weinert classify the tangible features as the airside infrastructure, 
landside infrastructure, airport support infrastructure and support areas such as industrial areas and duty free 
zones. The intangible components are defined as the organisational, structural and operational aspects such as 
state support administration, operations, airport maintenance and external factors such as regulations and the 
environment (Urfer, Weinert, 2011).

It’s common to differentiate between business-to-consumer (B2C) products purchased to satisfy personal and 
family needs, and industrial or business-to-business (B2B) products bought yo use in a company’s operations or to 
make other products (Dibb, Simkin, Pride, Ferrell, 2005). The airport industry has both types of product (Figures 2 
and 3). For instance, it offers a B2B product to airlines and B2C product to its passengers. For the airline, the core 
is the ability to land and take off a plane, while for passenger it will be the ability to board or disembark an plane. 
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Core 
product

• ability to land and take off

Tangible 
product

• runway, terminal, airbridges
• fire and rescue
• air traffic control facilities
• fuel services
• ramp handling eguipmet

Augmented 
product

• service level agreements
• airport opening hours
• minimum connect time (MCT)
• marketing support
• price discounts

Figure 2. The airport product for airlines

Source: Halpern, Graham (2013), p. 118.

Core 
product

• ability to board or disembark

Tangible 
product

• check-un desk and self-dervice kiosk
• baggage handling
• security, customs, immigration
• ground transport
• information services

Augmented 
product

• airport lounges
• loyalty schemes
• comercial facilities
• conferences facilities
• transfer services
• hotels

Figure 3. The airport product for passengers

Source: Halpern, Graham (2013), p. 118.
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For each customer there will be a core product: for instance, for freight forwarders it will be the ability to load and 
unload freight on the aircraft. In order to provide the core product for airline, the actual product consist of the runway, 
the terminal building, the equipment, and so on, as well as the expertise to provide all these facilities efficiently and 
safely. For passenger, the actual product include check-in, luggage and other facilities, and immigration control, 
security, gate. The actual product will also include adequate transport services to/from airport and airport bridge, 
information desk and toilets.

At the augmented level the airport may, set service level agreements with its airlines to speed up processes or 
open for longer hours to improve accessibility. For passenger, the range and diversity of shops, catering and other 
commercial facilities, and loyalty programs (Halpern, Graham, 2013, pp. 117–119).

There are many factors that affect the choice of an airport. Between the enterprites comes competition. 
By competing with other airports, they want to attract new carriers, get the right seats in apron, and have a base for 
airline operators. The competitive position of airports is largely dependent on the economic potential of the region.

Airports are characterized by very similar developmental conditions. In handling the needs of the international 
market, the airports towards oneself are highly competitive. Competition between airports should be analyzed on 
two levels.

Table 1. Tools for analysis of competition between airports

From the point of view of air carriers From the point of view of passengers

 – catchment area,
 – potential demand,
 – slots – time slots for performing flight operations,
 – network of air connections,
 – competition between handling agents, fuel agents, etc.,
 – port charges,
 – quality of handling (passenger and ground),
 – the possibility of receiving public aid, subsidies,
 – basing aircraft carriers,
 – presence of major aviation competitors and their grid connections,
 – guaranteed operating time of air carriers,
 – aviation and non-aviation infrastructure and access to it,
 – possibility of further development of the port

 – destination airports,
 – frequency and flexibility of the offered connections,
 – possibility of transfer to other airports,
 – air transport links efficiency,
 – duty free area, 
 – costs of transportation to and from the airport,
 – terminal functionality

Source: Kaliński (1998), p. 42 and Vogel (2001), p. 7.

Ultimately most decisions concerning the choice of airport will be based primarilly on the air services available 
at the airport and the proximity of the airport to the potential consumer. It is very important for the airport to remember 
this and to focus its marketing on the air services on offer and the airport’s convenience rather than giving every 
fact about the facilites on offer. Similarly, when marketing to airlines, it is information about the nature of catchment 
area and potential demand rather than small details about the airport infrastructure that will most probably sell the 
airport. No amount of money spent on improving facilities will attract airlines to the airport inless they consider that 
there is a market for their services.
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Quality research airport product
Quality of service results from the ability of airlines to meet customer expectations or even to exceed them. 

The measure of this capacity is the actual quality of the air transport service assessed from the point of view of:
 – technical quality of passenger handling,
 – functional quality of passenger service (Hooley, Saunders, Piercy, 1998, p. 147).

Passenger in relation to the quality of services is expecte:
 – achieve the benefits,
 – implementation of the acquired service on the offered high level of services rendered,
 – save time and quickly resolve the problem of acquiring services,
 – individual and efficient handling while ensuring a buyer’s sense of uniqueness,
 – loyalty, confidentiality, honesty and integrity,
 – competence and empathy of distribution staff (Rosa, 2006, p. 142).

Two dimensions of service quality represent the subjective character of quality assessment. The most 
commonly used criteria for assessing the quality of services in air transport include:

 – rolling stock operated by the carriers – quality, number of seats in each class in the aircraft, spacing 
between seats, offered catering,

 – capacity of the terminal, quantity, quality and location of service points, number of check-in counters, 
checks, number of gates, technical and technological solutions (moving stairs, moving platforms, sleeves, 
bus or passenger train),

 – reliability – assurance that the service will be carried out in accordance with standards and time,
 – professionalism and qualifications – having the relevant knowledge, experience and skills needed to solve 

a variety of problems,
 – sensitivity – willingness to offer passengers the necessary help,
 – attitude and behavior – passengers must be aware that carrier personnel, handling agents will be interested 

and friendly, polite in solving problems, and showing willingness to know the needs of passengers,
 – availability – free hotline, website, directions to the airport, possibility to buy air tickets at the airport, check-

in at the city,
 – reputation and credibility – the image of the air carrier, trust, honesty,
 – security – not to expose customers to danger, airport control systems and procedures, safety to air 

transport and onboard aircraft,
 – communicability – maintaining contacts with customers by sending understandable messages to them and 

listening to them,
 – speed of response air carrier, and handling agent (Payne, 1994, p. 268; Gronross, 2007, p. 47).

In 2013, thirteen airports operating at that time researched marketing to passengers’ evaluation of the 
implemented instruments of competition. The survey evaluated 2.4 thousand passengers, (0.1% of traffic in each 
of the analyzed airports). In order to conduct the study, the sample was stratified on the basis of the number of 
passengers and the specificity of traffic in each airport. Adoption of such division was necessary due to the inability 
to obtain complete information from all airports on the air traffic structure, age, occupied position and destination of 
passengers and other key criteria. One in every 18–80 year old passenger was surveyed in each port surveyed at 



280 European Journal of Service Management

Dariusz Tłoczyński

the time of the safety audit. The study was not carried out only at Modlin Airport, because during the study period 
the Modlin Airport didn’t operate.

In primary studies, the top scores were obtained by the flight scheduling system – 86% of the passengers 
surveyed and the directional information system (visual and voice) – 80% of the respondents. The most objectionable 
passengers had to trade services – 25% of respondents and gastronomic – 24% of respondents (Figure 4).
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25 24
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Culture Security Gate area Shopping Catering
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Figure 4. Evaluation of quality airport product in Poland 

Source: my research in Polish airports.

The way to get to the airport is closely related to the nature of travel and social status. In Europe, passengers 
using low cost and charter carriers and traveling by air of traditional carriers in economy class, usually use public 
transport services for airport transport. In Poland only every 10 passengers use public transport services.

Passengers most often assessed the travel time to the airport as good (Figures 5 and 6). 
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Zielona Góra

Total
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Figure 5. The opinion of passengers traveling business about airport links in Poland

Source: my research in Polish airports.
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Figure 6. The opinion of passengers traveling non-business about airport links in Poland

Source: my research in Polish airports.

The respondents highly valued the competence and quality of handling agents. 55% of respondents were 
very satisfied, 33% were rather satisfied, 9% were travelers who had a neutral attitude to handling and 2% were 
dissatisfied. The respondents who were not satisfied with the service at airports were only 1% of travelers.

Summary
Airports need to understand and manage quality policies. Major areas of airport product quality include:

 – service contact – the passenger is in contact with the staff of the airport operators and with the terminal 
infrastructure,

 – service structure – core product, tangible product and augmented product,
 – organization and culture of service – efficiency and quality of infrastructure and staff involvement in the 

handling of passengers,
 – the connection between the airframe and the quality of service provided to carriers and passengers at 

airports.
Based on the research conducted, the following conclusions were drawn:

 – airport product quality is assessed by passengers and carriers. Both the first and second groups evaluate 
the quality airport product in the functional and technical area,

 – The highest scores were obtained in airport surveys: 86% of passengers surveyed and 80% of 
respondents (visual and voice guidance). The most objectionable passengers had to trade services – 25% 
of respondents and gastronomic – 24% of respondents,

 – Passengers most often assessed the travel time to the airport as good,
 – respondents rated the competence and quality of handling agents very highly; 55% of respondents were 

very satisfied,
 – marketing research must be conducted systematically and in accordance with internally accepted rules.
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Abstract  The service strategy details how the service provider will use the service in the process of meeting the set 
objectives to meet the needs of the customer while achieving the direction of the company’s development. 
Taking into account the complexity of the service process and the needs of customers is the first step in creating 
a service strategy. The result created services strategy is a service portfolio that properly managed is a key 
area of activity of the company.
The aim of this article is to present a approach based on a set of recommendations called the Information 
Technology Infrastructure Library (ITIL). The recommendations allows for the development of a service 
portfolio, which is a key element of the enterprise services strategy. The assumptions and stages of the service 
portfolio management process will be presented on the basis of the data characterizing the selected service 
market in Poland.
The process of portfolio management services allows to specify priorities and optimize the allocation of 
resources necessary to produce a specific service. It assumes striving to maximize the value of services, 
enables to know and understand the requirements for services, and select resources to maximize the effects 
of the service process.

#0#

Introduction
Services are a specific area of activity because of the link between the service provider and the recipient, 

and because of the high dependence between the service provider and the service process. Therefore, all service 
solutions and delivery should be driven by business needs and requirements, while reflecting the strategies and 
policies of the service provider organization.
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The aim of this article is to present a approach based on a set of recommendations included in Information 
Technology Infrastructure Library which describe the best practice in IT service management. It provides 
a framework for the management of IT, and focuses on the continual measurement and improvement of the quality 
of IT service. It takes into account both business and customer perspective. The recommendations allows for the 
development of a service portfolio, which is a key element of the enterprise services strategy. The article assumes 
that the recommendations creates the concept of service creation and expansion irrespective of the type of services 
being provided. Service portfolio management allows to maximize the value of services, enables to maximize the 
effects of the service process.

Service life cycle
In the process of creating value for the recipient, profitable service operations and the service quality are 

crucial. They require new mindsets and deeper insights into the nature of services, relationships, and measurement 
(Gummesson, 1998). Regardless of the type of service, there is a similar increase in the impact on the consumer of 
various social, economic and technological factors. Increasing levels of income per capita, the need for a broader 
range of social benefits, the size and role of the public sector, the complexity of work environments, increased 
specialization, the relaxation of trade barriers are recognized among the forces that drive higher consumption 
(Bryson, Daniels, Warf, 2004). These trends contribute worldwide to the growing importance of service activities, 
thus indicating the directions of strategy design activities.

The service strategy details how the service provider will use the service in the process of achieving 
goals, which meet the needs of the customers while achieving the directions of the company’s development. 
The overarching source of information in the process of creating service strategies is a set of recommendations 
called the Information Technology Infrastructure Library (ITIL) commissioned by the UK government.1 Increasing 
dependence on IT services has created the need to systematize the methods and techniques used to create a set 
of consistent and clear guidelines for the service management process. In 2007, an enhanced and consolidated 
third version of ITIL was published, consisting of five core books covering the service lifecycle, together with the 
Official Introduction (Kuller, Grabowski, Sames, Vogt, 2010). Each from the five core publications covers up a phase 
of the service lifecycle from the initial definition and analysis of business requirements in ITIL Service Strategy and 
ITIL Service Design, through existing in the live environment within ITIL Service Transition, to conduct Service 
Operation and Continual Service Improvement (IT Service Management Forum, 2012). The first book applies to 
service strategy. It create guidance to IT service providers and their customers, to help them operate and thrive in 
the long term by building a clear service strategy, elements of Service Strategy actions and other ITIL books are 
included in Figure 1. 

Taking into account the complexity of the service process and the needs of customers is the first step in 
creating a service strategy. It is also important to know and understand competitors operating in the market. 
The idea of strategic service management requires the enterprise to invest, taking into account in the development 
of the knowledge strategy the opinion of the employees directly involved in the service delivery process, and above 
all the creation of strong relationships between customers and employees (ITIL, 2007). Creating a service strategy 

1 ITIL was published between 1989 and 1995 by Her Majesty‘s Stationery Office (HMSO) in the UK on behalf of the Central 
Communications and Telecommunications Agency (CCTA) – now subsumed within the Office of Government Commerce (OGC).
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requires designing, drafting and implementing a procedure that takes into account client objectives, expectations, 
market conditions and potential. 
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Figure 1. ITIL core books elements

Source: own elaboration based on Kuller et al. (2010), p. 26.

The service strategy provides information on how to provide services, so that they are a key area of the 
business. The principles on which service strategy is based are included in the service life cycle (ITIL, 2007). 
The first phase of the cycle includes service strategies that set rules and goals for the service life cycle (Łagowski, 
2008). The formulation of ITIL service strategies is based on five basic principles:

 – value creation, 
 – service assets,
 – service provider types, 
 – service structures, 
 – service strategy fundamentals (Innotrain IT, 2013). 

Creating a service strategy by any service provider should be based upon a fundamental acknowledgement 
that customers do not purchase products, but the satisfaction. Because of that the services provided must be 
perceived by the customer as a high level value outcome, which allows him to achieve his goals Introduction (Kuller 
et al., 2010). In the result of creating a service strategy is formed a well-managed service portfolio that is a key area 
of business activity.

Creating service strategy
The main aim of portfolio management is to ensure that an organization total portfolio of service is aligned with 

and contributing optimal value to the organization strategic objectives (ITGI IT..., 2006). Therefore, a key element 
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in creating a service portfolio is to develop a strategy that addresses to the principles mentioned above. Based on 
the guidelines, basic actions will be presented which enable the creation of a service strategy and are crucial for 
a service portfolio project.

In order to create a service portfolio, it is necessary to define the pillars under which the strategy should be 
based on . The first pillar concerns creating value for customers. The value creation process is based on providing 
utility and warranty of a particular service. Utility allows the service provided to meet customer specific needs. 
The guarantee is an assurance or commitment of the company to fulfill specific requirements through a given 
service . Both of these aspects must be taken into account by the enterprise and equally fulfilled in the provision of 
services. Figure 2 presents the universal scheme of creating services value. 
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Figure 2. Service value scheme

Source: own elaboration based on ITIL Version 3 (2007); GUS, p. 18.

According to the presented scheme, the service consumer is considering the value in terms of providing utility 
and warranty. They determine the level of alignment of the services offered to the extent and purpose they were 
acquired. The company should determine what levels of usability and guarantees should be provided to create the 
desired level of customer service value. Bearing in mind that both aspects are indispensable, and none of them 
alone will produce value that will allow to effective competition on the market (ITIL, 2011).

In the process of creating value, the company uses a specific contribution that, through the transformation 
process, is supposed to create a service that can meet customer needs. The effectiveness of this process depends 
on the resources available and capabilities that have units functioning in its structure. The next step in creating 
a service strategy is to identify the resources needed to create the service. The ITIL concept assumes that resources 
and capabilities are the strategic means for every business to deliver to its customers.

The next step in developing a strategy is to determine the type of service provider. The Information Technology 
Infrastructure Library distinguishes two basic units involved in the service delivery process. The first one deals with 
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the creation of services and in this case corresponds to the management level, who is the creator of the services 
offered. The second unit is a direct contractor and includes all employees who have direct contact with the customer. 
Depending on how the service is delivered, there are three types of providers: internal service providers, shared 
service units, external service providers (ITIL, 2011).

After defining the type of service provider, the next step in creating a service strategy is to define the service 
structure. However, this stage consists in the verification by the company of the services provided to customers by 
specifying:

 – all participants in the service process,
 – general guidelines for the implementation of the transaction,
 – what is the effect of each transaction that influence on the participant,
 – how can be maximize the value produced.

The result of this stage is the diagram presenting the scope of services of the company, the methods of their 
implementation and the entities to which they are directed.

The last step in creating a service strategy is to define a formal framework for the strategy. This is to ensure 
the existence of official sources that include guidelines, standards and assumptions for the strategy. They have 
a point of reference, based on theoretical assumptions confirming the correctness of the adopted procedure and 
preventing the occurrence of process or system errors. Application schema strategy development services in areas 
other than IT is possible and justified, since there are based on the same basic premise, namely creating value for 
the customer.

A properly structured service strategy determines what measures an enterprise should use to create services 
of desirable value to the customer. A strategic approach to service management is to create unique customer 
relationships based on the readiness to resolve any confusion and inconsistency in this complex process. So that it is 
possible to have the capacity to expand the relationship between the service provider and the receiver. An effective 
strategy is based on the ability to use the wealth of resources in creating the value of the service provided. Therefore 
the task is to create a service offering in which the resources and capabilities available will not only correspond to 
the present, but will be able to meet future customer needs. To achieve this, the company must create a portfolio of 
services that will be the right mix of services to meet business outcomes.

Elements of the service portfolio
The service portfolio describes the services provided by the company for the value they produce. Specifies 

customer needs and how to meet the demand. It takes into account the definition of individual services and allows 
to compare company offer with competitors. Service portfolio is a complete set of services that is managed by 
a service provider. It is used to manage the entire lifecycle of all services (IT Service Management Forum, 2012). 

The service portfolio is at the heart of the decision-making process regarding the company’s service offering 
(ITIL, 2011). The task of the service portfolio is to provide partial or complete answers to the following questions:

 – Why customers should buy the services that company is offer?
 – Why should customers buy services from company?
 – How is the price structure for services?
 – What are our strengths and weaknesses, opportunities and threats?
 – How should we use our resources and capabilities? (ITIL, 2007).
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In order to implement a service portfolio as in any management process a plan should be create. Design of 
the service portfolio requires action in accordance with the diagram in Figure 3. 
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Figure 3. Stages of creating a service portfolio

Source: own elaboration based on an introductory overview of ITIL (2011), p. 4.

The portfolio consists of three categories of services. Includes services planned by the company Service 
Pipeline, catalog of services offered to clients Service Catalouge and services withdrawn from the offer Retired 
Services. Figure 4 shows the structure of the service portfolio. The categories of services included in the portfolio 
correspond to the lifecycle phases of the service:

 – planned services are services that are planned to be launched or are in the development phase but not 
part of the offer available to customers,

 – the catalog of services includes services currently available, placed on the market, or services ready to 
be placed on offer,

 – retired services include all services that are no longer active.
Planned services reflect long-term service provider plans for market offerings. This service category action 

starts with an assessment of the market situation and customer feedback. It includes services that have been 
requested, which are then evaluated against the requirements that they should meet. This requires the following 
actions, defines and analyzes services in terms of customer requirements, cost, risk, and expected value. Based on 
the verification performed, a decision is made to implement or reject the service.

Approved services go to the second category of services, catalogue. It represents preparation of the supplier 
to provide services to customers and to a specific area of the market (ITIL, 2007). ITIL determines what conditions 
should be met for each placed service in the catalogue. Regardless of whether the services are active or on the 
market placement phase they should have:

 – detailed specification,
 – the characteristics of the service creation activities,
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 – requisition and procurement procedures,
 – SLAs (service level agreements) precisely designated service levels,
 – specific support conditions,
 – specified prices and return costs (Understanding ITIL..., 2008).
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The purpose of the catalogue is to provide solutions to customers through a particular service or group of 
services. Catalogue services can be configured differently, also in terms of price, so as to best meet the customer’s 
need. This is an important tool because it reflects the actual capacity of the provider to create value for customers.

A service catalog is an area in which services are divided into components that include resources, capabilities, 
and processes. There are defined entry points, ways of using and supplying the service in specified resources. 
Therefore, the catalog may include different service listings for specific customer groups. The goal is to demonstrate 
the ability of the service provider to meet customer needs (ITIL, 2007).

The last category of services includes items withdrawn from the offer. It is important to execute periodic 
reviews of service portfolio to see if there is a service available for retraction. The category of retried service may 
include, non-demanded services that have been replaced by others or are no longer profitable. The main aim of 
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service portfolio is to find out what consumers want, how is possible to add value to services they need (Serifovski, 
Christensen, 2016). These processes allows to identify and define the services that should be provided.

Service portfolio in use
In the knowledge-based economy, the developmental capacities depend more than ever on the quality of 

human capital, its creativity, innovative capabilities and adaptation to innovation. Recently, this quality is formulated 
to a decisive extent in the learning process.

Education is one of the factors affecting the socio-economic development of societies. In the process of 
raising the quality of human capital, not only the level of education of the society is important but also the completed 
education profile which determines the possibilities of a more effective functioning in the working life. Education is 
one of the factors determining the ability of an individual to perform a particular service. According to data from the 
Central Statistical Office in Poland studying a total of 1,348,822 people (GUS, 2016).

At present, globally, regionally and regionally, the gap between the needs of the dynamically changing labor 
market and the education and qualifications of university graduates appears to be at varying intensity. Therefore, 
shaping the educational offer is possible by applying an approach based on the ability of an educational service to 
create value, namely, it can be created on the basis of the assumptions of the service portfolio.

Polish high school graduates have the opportunity to choose a future higher education institution from among 
133 public institutions, 283 non-public and 7 ecclesiastical schools. This proves the high competition of the existing 
educational services market. The key element in choosing a service is its ability to meet the needs of the client, so 
using the right service strategy makes it possible to build a suitably attractive service offering. Service management 
is a planned and conscious means of building and managing support structure to meet business and service 
objectives (A practical Guide to ITIL, 2007).

Based on the assumptions underlying the construction of the service portfolio, an example of a portfolio of 
educational services has been created. Figure 5 shows four basic educational services portfolio. The diagram 
illustrated is just an example of what classifications can be subjected to higher education and what can be included 
in each of the service portfolios.

The construction of the educational services portfolio requires a precise characterization of the service status 
for each of the portfolios. It will be possible to create portfolios that are optimally matched to current and future needs 
of recipients. Improving the portfolio requires the inclusion in the process of creating the service portfolio of service 
recipients as well as local and central units, and employers. The improvement process can take place on the basis 
of the seven stages used by ITIL. It assumes the following actions: developing a strategy of improvement, define 
a set o measurements, collecting the necessary data, transforms the data and the information into knowledge, 
present and use the information, implement improvement (IT Service Management Forum, 2012). 

Figure 5 shows the components that build a portfolio for the four core groups of educational services. Each 
element requires a precise description that reflects the preferences of the target recipient. The example presented 
is merely a general scheme that needs clarification, but demonstrates that the application of ITIL recommendations 
may be the basis for building a portfolio of non-IT services.
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Conclusions

A service portfolio is a tool that provides constant access to customers for desirable services that they can 
acquire and consume. The service portfolio is a useful tool for the efficient management of the service process. 
Analyzing the demand and satisfying it with an adequate service offer makes it possible to increase the efficiency 
of the company’s operations. The portfolio of services helps in making decisions concerning the development 
of an offer or area of action to meet future requirements. ITIL guidelines are precise and detailed elaboration of 
considerable usefulness even though they are composed for the construction and development of strategies for IT 
services may be used for the construction of various services.
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Abstract  The point of view of the considerations shows the main goal was to show the barriers, benefits, and motivators 
for taking action to build a new management strategy namely the green supply chain. To realize of the aims was 
used literature analysis, which let to the selections of the extracted factors, and their verifications were based 
on empirical research conducted in two industries: food and clothing manufacturers. The catalog of factors is 
the basis for consideration and recommendations for organizations and supply chains, what elements to avoid, 
or which ones may be a problem in creating the green supply chain, and on the contrary, and to shows they will 
be motivating for the implementation of the new business strategy.

#0#

Introduction and problem description 
Interest in the area of the green supply chain and its management has been observed since the 1990s. 

The evolution of the chain’s assumptions and the support of trends in tackling the negative environmental impacts 
of economic processes contribute to the implementation of the new business strategy in the economy. The rapid 
industrialization of supply chains means that ecological effects are becoming increasingly problematic. Economic 
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decision-making, by excluding the environmental interest, can contribute to environmental degradation, global 
warming, increased greenhouse gas emissions, and depletion of resources. There is no doubt that a holistic 
approach is needed to implement environmental goals in the supply chain, as well as the deployment of pro-
environmental solutions already at the product conceptualization (and chain) stage, design, processing, assembly, 
storage, packaging, transportation, as well as collection, recycling, reuse, recycling and re-introduction into the 
economy. Activities cover both products and their packaging, and refer to all processes that take place within the 
supply chain. Such an approach to the problem contributes to growing interest in the green supply chain. Achieving 
competitive advantage requires also changes in the supply chain, traditionally understood relationships, scope, and 
paradigms are no longer sufficient to meet the needs of both customers and the market trends and requirements of 
competitors. Balancing environmental, economic and social goals contributes to building the foundations of green 
and sustainable supply chain management (Luthra, Qadri, Garg, Haleem, 2014). The paradigm of the green supply 
chain is based on the environmental and economic aspects that underpin its construction and operation. Joining the 
“green” into the supply chain contributes to the environmental and management implications of chain management. 
The goal of managing the green supply chain is to reduce waste and pollution by incorporating environmental 
thinking in product design (and packaging) and end-of-life management (Rehman, Shrivastava, 2011). The most 
important motivators for engaging an organization and reorienting its actions to implement green practices are: 
cost reduction and profit maximization, which also fosters competitiveness. These practices must involve all actors 
in the chain, suppliers, manufacturers, and customers. The cooperation of suppliers with partners and customers 
and producers can lead to better strategic and competitive position if environmental management is implemented 
in a cost effective manner (Vachon, Klassen, 2006). There is no doubt that the new management strategy is 
intended to help reduce negative environmental impacts and improve the efficiency of the supply chain (Seuring, 
Muller, 2008). It is therefore important to identify the barriers and benefits that new solutions bring to supply chain 
management. It should be pointed out that the presented results provide valuable information on the identified 
barriers and benefits in companies operating in Poland, as well as give the opportunity to compare with solutions 
indicated in the world literature. This is also a hint of what to look out for to turn traditional chains into greener ones.

Literature review
The implementation of green supply chain management affects both barriers and benefits. Drivers forces are 

motivating factors for organizations, and barriers make it difficult to implement a new business model (Jain, Sharma, 
2014). It is important to both understand the essence of both occurring, often parallel elements, and be able to 
take appropriate action to counter the hindrances and to achieve as many positive elements as possible. Green 
supply chain management refers to all processes that take place in the supply chain. Despite the need to incur high 
initial costs and investments, the efforts are aimed at improving the quality of processes, products, and increasing 
customer satisfaction. Green supply chain management can be defined as: integration of environmental thinking 
into the framework of supply chain management, which includes: product design, materials sourcing, and selection, 
manufacturing processes delivery of the final product after its useful life (Srivastava, 2007). According to Zhu and 
Sarkis (2006) shows that processes of the GrSCM have trend to close the loop from suppliers, to manufacturers, 
to customers and reverse logistics. In order to improve the environmental performance of suppliers and customers, 
it is important to integrate environmental issues into supply chain management (Lee, Klassen, 2008). Supply chain 
management is understood to have motivating factors and barriers. On the basis of literature one can point to the 
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Table 1. Barriers, drivers and benefits for the green supply chain management – selected criterion for the empirical research 

Barriers Drivers

Increase in charges for waste disposal Supporting the principles of sustainable development
Increase in financial outlays Development of modern logistics
Increase in energy consumption

Investment recovery (sales) of excess stocks/materials
Stock up
Increase in investment

Designing products with reduced material energy consumption
Increase in operating costs
Increase in training costs Designing products for reuse, recycling, material recovery, 

componentsMaterial cost increase
The increase in costs for the purchase of environmentally friendly materials Product design to avoid or reduce the use of hazardous 

products and/or their manufacturing processIncreased requirements for suppliers
Requirement of “green” investment Collaboration at various levels and in areas to improve the 

environmentThe need for close cooperation in the chain
No approval from employees Comprehensive environmental quality management
No demand Implementation of audit programs
No customer acceptance (cost increase) Entering new markets

Benefits

Increased use of “alternative” energy sources Reduction of solid waste
Improve the image of your business/supply chain Fall in stocks
Increase the efficiency of processes in the chain Decrease in the cost of materials purchases
Increase employee involvement in implementing environmental Decline in consumption/harmful/hazardous materials
Increased customer satisfaction The decrease in material costs
Increase in the amount of goods delivered on time Reduce the frequency of environmental accidents
Increase in customer satisfaction Reduction of waste charges
Increase in profits Reduce energy costs
Increased productivity of processes in the chain (including logistical processes) Reducing the fee for waste (pollution related)
Improving energy efficiency Reduction of fees for ecological disasters
Improvement of the company’s environmental situation Reduce energy costs
Improved operating performance in the chain Reduction of waste charges
Improved capacity utilization Reduction of charges for waste released
Improving the quality of processes/products Reduction of charges for environmental accidents
Increasing the rate of decline of pollutants and waste Supplier risk management
Falling energy consumption Trust suppliers
Reduction of pollutant emissions into the atmosphere Flexibility
Wastewater reduction Better image

Source: own elaboration.

driving forces that contribute to the implementation of new solutions. The most important ones include: increased 
intensity of competition, changing economic trends, government regulations, increasing consumer awareness and 
pressure. There is a close link between driving forces, and economic performance and competitiveness (Rao, 
Holt, 2005). So far, however, a complete catalog of driving forces, barriers and benefits of greening both in the 
chain as well as in the single link has not been established. Green supply chain management is based in principle 
on green procurement, procurement, production, storage, distribution, packaging and transport, green design and 
green operations (manufacturing and remanufacturing, reverse logistics, waste management) (Srivastava, 2007), 
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Under which it is important to implement the principles of environmental management, redefine the concept of 
supply chain, use of recycling and remanufacturing processes, and change the performance measurement system 
(Beamon, 1999). The catalog of barriers and opportunities can be greatly expanded depending on the specificity 
of the organization, chain or geographic aspect, the issues are broadly described in the literature of the subject. 
The main sources of literature include: W. Niemann, T. Kotze, F. Adamo (2016), H. Walker, L. Di Sisto and D. McBain 
(2008), E. Ojo, C. Mbowa and E.T. Akinlabi (2014), S. Luthra et al. (2014), E. Nikbakhsh (2009). P. Srivastav and 
M.K. Gaur (2015). M. Javaid, M. Shoeb (2015), A. Diabat, K. Govindan (2011). Literature studies and pilot studies 
have allowed the selection of elements for the study, which is presented in Table 1.

Research goals and questions
The research objectives of the discussion are based on identifying and verifying motivators, barriers and 

benefits of greening processes and supply chain links based on literary analysis and empirical research. The most 
important issues to be addressed in the discussion include:

 – what are the motivating factors and barriers to the implementation of green practices in the supply chain 
in the research organizations,

 – which one has the greatest impact on the creation of the green supply chain.

Solution methodology and data collection
The paper was prepared using the method of critical analysis of the literature (Cotrell, 2011). On this basis 

were selected the criteria catalog for the drivers, barriers and benefits of the implementation and creating the 
green supply chain management (Table 1). The data was used to create a questionnaire. The empirical studies 
were prepared in the form of questionnaire (Lydeard, 1995), then were selected a sample of the research and 
conducted the empirical studies on a selected group of the entities. Criteria selection took place after pre-selection 
and expert investigation. It was agreed that the factors included in the questionnaire will be taken into account 
in the questionnaire. The next phase of the survey was followed by an analysis and interpretation of the data. 
The survey using a questionnaire was conducted throughout of Poland, using the CATI method, in connection with 
an extensive questionnaire and the need to sacrifice more time to fill it, interviewers performed them for 3 months. 
The survey was directed to the Food and clothing Industry. On the basis of randomly selected study sample, were 
examined 222 companies. Other limitations of the study are: the number of employees between 50 and 99 person 
and responding to the questionnaire employees are: middle to senior levels of management experience, for example 
supply chain manager, logistics manager, head of logistics or supply chain, procurement and purchasing manager. 

Results and discussion
By analyzing the research conducted, one can point out that in most cases classification of elements as 

barriers, opportunities or motivators coincides with respondents’ responses. It is also worth noting that for some 
respondents some factors are irrelevant when creating a green supply chain, and that, regardless of the industry, 
the results are practically overlapping.
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Table 2. Results of the empirical research 

Factors 
Percent

clohting industry; n = 68 food industry; n = 154
barrier benefits  neutral barrier benefits  neutral

1 2 3 4 5 6 7

Increase in charges for waste disposal 95.59 0.00 4.41 95.45 0.00 4.55
Increase in financial outlays 100.00 0.00 0.00 100.00 0.00 0.00
Increase in energy consumption 60.29 0.00 39.71 60.39 0.00 39.61
Increased use of “alternative” energy sources 45.59 30.88 23.53 44.16 32.47 23.38
Increased productivity of processes in the chain (including logistical processes) 0.00 94.12 5.88 0.00 94.16 5.84
Increase the efficiency of processes in the chain 0.00 97.06 2.94 0.00 97.40 2.60
Increase employee involvement in implementing environmental, 0.00 63.24 36.76 0.00 62.99 37.01
Increased customer satisfaction 0.00 86.76 13.24 0.00 86.36 13.64
Stock up 83.82 0.00 16.18 83.77 0.00 16.23
Increase in investment 67.65 0.00 32.35 66.23 0.00 33.77
Increase in operating costs 45.59 5.88 48.53 44.16 5.84 50.00
Increase in training costs 100.00 0.00 0.00 100.00 0.00 0.00
The increase in costs for the purchase of environmentally friendly materials 32.35 0.00 67.65 31.82 0.00 68.18
Material cost increase 92.65 0.00 7.35 92.86 0.00 7.14
Increase in profits 94.12 5.88 94.16 5.84
Improve the image of your business/supply chain 0.00 94.12 5.88 0.00 94.16 5.84
Improving energy efficiency 0.00 60.29 39.71 0.00 59.74 40.26
Improvement of the company’s environmental situation 0.00 35.29 64.71 0.00 35.06 64.94
Improved operating performance in the chain 0.00 11.76 88.24 0.00 11.69 88.31
Improved capacity utilization 0.00 89.71 10.29 0.00 88.96 11.04
Improving the quality of processes/products 0.00 57.35 42.65 0.00 60.39 39.61
Increasing the rate of decline of pollutants and waste 0.00 51.47 48.53 0.00 53.25 46.75
Increase the quantity of goods delivered on time 0.00 27.94 72.06 0.00 28.57 71.43
Falling energy consumption 0.00 58.82 41.18 0.00 57.79 42.21
Reduction of pollutant emissions into the atmosphere 0.00 94.12 5.88 0.00 94.16 5.84
Wastewater reduction 0.00 70.59 29.41 0.00 70.78 29.22
Reduction of solid waste 0.00 76.47 23.53 0.00 77.92 22.08
Fall in stocks 0.00 69.12 30.88 0.00 0.00 0.00
Decrease in the cost of materials purchases 0.00 94.12 5.88 0.00 68.18 31.82
Decline in consumption/harmful/hazardous materials 0.00 38.24 61.76 0.00 94.16 5.84
The decrease in material costs, 0.00 23.53 76.47 0.00 38.96 61.04
Reduce the frequency of environmental accidents 0.00 54.41 45.59 0.00 23.38 76.62
Reducing the fee for waste (pollution related) 0.00 63.24 36.76 0.00 52.60 47.40
Reduction of fees for ecological disasters 0.00 67.65 32.35 0.00 64.29 35.71
Reduce energy costs 0.00 47.06 52.94 0.00 66.23 33.77
Reduction of waste charges 0.00 35.29 64.71 0.00 48.70 51.30
Reduction of charges for waste released 0.00 41.18 58.82 0.00 35.71 64.29
Reduction of charges for environmental accidents 0.00 42.65 57.35 0.00 41.56 58.44
Increased requirements for suppliers 57.35 0.00 42.65 0.00 42.86 57.14
Requirement of “green” investment 61.76 0.00 38.24 57.79 0.00 42.21
The need for close cooperation in the chain 22.06 32.35 45.59 61.69 0.00 38.31
No approval from employees 38.24 0.00 61.76 22.73 33.12 44.16
No demand 69.12 0.00 30.88 38.31 0.00 61.69
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1 2 3 4 5 6 7

No customer acceptance (cost increase) 55.88 0.00 44.12 70.78 0.00 29.22
Supplier risk management 14.71 26.47 58.82 57.14 0.00 42.86
Trust suppliers 0.00 70.59 29.41 15.58 25.32 59.09
Flexibility 0.00 70.59 29.41 0.00 70.78 29.22
Better image 0.00 58.82 41.18 0.00 58.44 41.56
Supporting the principles of sustainable development 0.00 70.59 29.41 0.00 70.78 29.22
Development of modern logistics 0.00 67.65 32.35 0.00 66.88 33.12
Investment recovery (sales) of excess stocks/materials 0.00 16.18 83.82 0.00 18.18 81.82
Designing products with reduced material energy consumption 0.00 10.29 89.71 0.00 11.69 88.31
Designing products for reuse, recycling, material recovery, components 0.00 8.82 91.18 0.00 9.74 90.26
Product design to avoid or reduce the use of hazardous products and/ 

or their manufacturing process 0.00 8.82 91.18 0.00 9.74 90.26
Collaboration at various levels and in areas to improve the environment 0.00 22.06 77.94 0.00 21.43 78.57
Comprehensive environmental quality management 0.00 16.18 83.82 0.00 16.23 83.77
Implementation of audit programs 8.82 7.35 83.82 8.44 7.79 83.77
Entering new markets 0.00 16.18 83.82 0.00 16.23 83.77

Source: own elaboration.

Interestingly, there is a lack of demand in the clothing industry is a barrier, which is not a problem for the food 
industry. In other cases, respondents respond similary. It is clear that certain criteria in literature describe as barriers 
are barriers to the organization, which were examinated, as well as opportunities or motivators. The interesting 
result is that for the most organizations, drivers are considered it indifferent to creating a green supply chain. This 
means that actions need to be taken to reduce the number of barriers and costs associated with them, and the 
implemented solutions will contribute to increasing the benefits, both in terms of their numbers and percentage 
of respondents who take the actions they consider beneficial, and not, for example, affecting the creation and 
operation of the supply chain.

Limitations
Definitely a limiting factor, both considerations as well as interpretations and general conclusions are the 

selected sectors, the number involved in the study and the size of the enterprise. One should ask yourself whether 
in other conditions and in other industries the results would appear in a similar way. 

Conclusions
By analyzing the empirical research conducted, it is important to point out that the identified factors indicating 

the benefits, barriers or motivators for undertaking green supply chain construction activities in a large part were 
confirmed by the respondents. The biggest barriers are Increase in charges for waste disposal, Increase in financial 
outlays, Increase in training costs, Material cost increase. As benefits it could be point: Decrease in the cost 
of materials purchases, Reduction of pollutant emissions into the atmosphere, Increase in profits, Improve the 
image of your business/supply chain, Increased customer satisfaction, Increased productivity of processes in the 
chain (including logistical processes), Increase the efficiency of processes in the chain. An interesting element 
of the discussion is the indication that some of the respondents recognize the presented factors as completely 
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indifferent. This means that they do not have an impact on the creation and operation of the green supply chain. 
Recommendations may refer to further education and training, which will help to identify benefits and barriers better 
to offset the number of neutral factors that respondents do not consider relevant and which affect the development 
of the green supply chain. The study also showed that both the number and the range of benefits are definitely 
greater than the potential barriers. Motivators should be supported and benefits should be emphasized, and costs 
and barriers to the introduction of the green supply chain should be eliminated.
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Abstract  The basic services used in the field of municipal waste management systems are the collection and management 
of waste. Under these two basic services it is possible to use a series of innovates and so that the entire system 
from the point of view of the resident functioned in a smooth and at the same time not generate nuisance. They 
are introduced, among others, mobile applications, informing residents about the date of exportation of waste 
by specific factions. Increasingly, residents are also able to make declarations and corrections via the Internet.
From the point of view of the community is also important is the use of innovative solutions in order to verify the 
type of waste and place of their creation. For this purpose, GPS and RFID are used. It is also very important to 
use innovations in waste management facilities themselves. Such solutions allow to reduce the negative impact 
of waste on the environment, as well as reduce the nuisance for the inhabitants, due to the reduction of the odor.

#0#

Introduction
From 1 July 2011 in Poland, has changed legislation on municipal waste management (Ustawa..., 2011), 

enforced by EU requirements. Since then, the municipality has been responsible for the collection and management 
of waste within the developed systems. Municipalities are forced to comply with high standards of waste management, 
and further legislative changes.
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The main assumption of the legal changes introduced is to encourage greater innovation in services related 
to municipal waste management systems and to create new business opportunities conducive to sustainable 
development in the waste management market (Lipińska, 2016; Mesjasz-Lech, 2014).

According to Directive 2006/12/EC of The European Parliament and of The Council of 5 April 2006 on waste 
(Directive..., 2006), term ‘waste’ shall mean any substance or object in the categories set out in Annex I which the 
holder discards or intends or is required to discard.

In practice, this means that the decision about what is municipal waste, is taken by the residents. The amount 
of municipal waste generated by residents shows their level of environmental awareness and behaviors they 
choose. Differentiation of the amount of waste generated per capita in the EU countries is very high, which has 
a direct impact on the waste management.

In the case of municipal waste it is also extremely important to examine how they are developed. The concept 
is to collect, transport, recover and dispose of waste, and to supervise these activities and places of waste disposal.

Innovative solutions applied in waste management allow to meet strict environmental protection requirements 
and adapt to EU requirements.

Municipal waste management systems in Poland
Legislative changes introduced in Poland in 2011 assume that the government, which is responsible for 

serving the local community, should also be responsible for receiving and appropriate waste management (Ulfik, 
Nowak, 2014). 

Very important in the functioning of the municipal waste management system is the level of awareness of 
the inhabitants, especially in the context of segregation of waste at their place of origin (Smolnik, 2013). This 
has a significant impact on the cost of operating the entire system, including economic costs of environmental 
protection, and the selection of logistical processes needed (Bajdor, Starostka-Patyk, Lis, 2016; Krzywda, 2012). 
Equally important are pro-ecological solutions in enterprises, consistent with the ideas of sustainable development 
and corporate social responsibility.

Local governments, apart from a whole range of responsibilities aimed at improving the quality of life of 
local communities (Dziadkiewicz, 2013), were additionally obliged to construct, maintain and evaluate the municipal 
waste management system. The composition of these systems include the Regional Systems Processing Municipal 
Waste, which uses Best Available Technique (BAT) to apply new available waste treatment technologies or provide 
mechanical and biological waste treatment (Siemiątkowski, 2012) combined with the prior separation of mixed 
waste from municipal waste that is suitable for recovery or recycling (Piontek, 2014; Zbroński, 2015).

IT Services in the management of municipal waste
It is practically impossible to operate in any industry without the use of specialized IT tools. In terms of IT 

systems relating to waste management, diversity is enormous. They should have a wide range of functionality 
and include such functions as: creation of analyzes, forecasts, reports, statements and creation of databases for 
the purposes of registration and exchanging data with other entities. Applied systems should also provide the 
opportunity to communicate the municipality and residents via the Internet (Stępień, Kurus, Białecka, 2015).

There are many applications available on the Polish market that have all or most of these functionalities. These 
include the following applications: eco-soft.pl (Eko-Soft 2018 and Ewidencja Odpadów 2018), ARISCO (GOMiG®), 



303Vol. 26, 2/2018

Innovative solutions used in services in municipal waste management systems

darsoft.pl (package of various programs, including Ewidencja Odpadów 2018), Ulisses (Ulisses PSZOK and Ulisses 
ZZO), Zeto Opole (Mewa) and many other.

In the field of waste management in Poland, municipalities are obliged to fulfill the function of information 
in proper waste management, but above all to promote the selective collection of waste. Lack of transparent and 
easily accessible information about selective collection, places and dates of waste collection, discourages residents 
to segregate. Retention of waste selective collection points, also affects the perception of deterioration by the 
inhabitants of the same system (Hanczar, Pisiewicz, 2015).

Currently, the most commonly used systems, consisting in publication on the websites of the respective 
schedules are often very complicated, lacking in transparency and discourage their citizens to the whole system, 
and thus to segregate waste. Mobile applications are a good solution in this area.

Mobile application “Kiedy Wywóz”
In Poland there is more and more widely used mobile application “Kiedy Wywóz” created by SophScope 

Sp. z o.o (http://kiedywywoz.pl).
This application is an innovative solution for the communication between the residents and municipalities in 

terms of waste collection. Its basic functionality consists of a transparent and convenient information on the dates 
of collection of waste, both for single family housing, multi-family housing and companies in municipalities that use 
this application (for example Bielsko-Biała, Brzeg, Częstochowa, Jaworzno, Katowice, Kołobrzeg, Kraków, Kraków, 
Lublin, Łódź, Opole, Poznań, Sosnowiec, Tarnowskie Góry, Ustka, Wałbrzych, Warszawa, Wrocław, Zakopane).

Residents to check where and when they will be picked up individual waste fractions, only need to find the 
correct address. They can get information about individual factions very quickly and conveniently. In addition, the 
application also allows to find the Stationary Selective Municipal Waste Collection Points (SPSZOK), along with the 
possibility to route the map. Residents using this application may also directly from the phone with a photo, provide 
information about irregularities such as non-collection of waste or generated wild dump (Hanczar, Pisiewicz, 2015; 
Stefko, Nowak, Ulfik, 2015).

The benefits of using modern IT tools
The applied information systems used in municipal waste management, or is not part of the functionality or for 

various reasons they are not implemented. Still rare in Poland functionality consists in the possibility of electronic 
filing and adjustments of declaration, which would significantly facilitate communication between residents and 
the municipality, and thus influence in a significant way to the convenience of residents. Another innovative step 
could be an electronic form of communication between the property owners and municipalities, even in the field of 
reminder fees, information on changes in the rates or the possibility of lodging a complaint. Such solutions could 
significantly reduce the cost of operating systems because of the reduced cost of delivering information by mail, 
which currently amounts to several hundred thousand zlotys per year in individual municipalities.

For such solutions, the problem remains the appropriate user authentication and security of data sent to 
the municipality or the company in charge of system of waste management. A good solution would be to use an 
electronic signature or a trusted ePUAP profile (Electronic Platform of Public Administration Services). In the case 
of an electronic signature, the problem is the additional costs that the user must incur. In the case of the trusted 
ePUAP profile, the problem is frequent failures and the system is still underdeveloped. For stable and functional 
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solutions, most likely we will have to wait a bit longer and no municipality in Poland is able to deal with such 
problems. The solution must take place on the side of the government administration and it is the central and not 
the self-governmental authorities that must provide adequate solutions.

In the context of the mobile application “Kiedy Wywóz”, the benefits of using it are huge. It gives every user 
an easy and convenient way to reach information on the waste collection schedule. Due to the great popularity of 
this application among Polish municipalities, it has become a monopolist on the market. Most of the big cities use 
this application, although also many multi-municipal and multi-urban communes have implemented this system 
of informing residents about the schedule of waste collection. The only downside of using this application are the 
costs on the side of the municipality. First of all, using the mobile application “Kiedy Wywóz” involves a license 
fee. Secondly, it is necessary to properly enter the schedule data into this application. However, these costs are 
unnoticeable within the entire waste management system. Benefits for individual users, however, are enormous. 
With this application you can easily check the date of collection of individual factions, which makes it easier to 
segregate waste, it is easy to check when each fraction will be collected. A very important social benefit of using this 
application in a given municipality is a quick and very easy process of reporting wild waste dumps. Thanks to such 
a large facilitation, wild landfills can be cleaned faster, and at the same time, because of the great ease of reporting 
wild dumps, there is a greater likelihood of catching the perpetrators.

Use of GPS and RFID
Among the innovations associated with IT solutions in waste management, should be mentioned more often 

used GPS and RFID. The use of GPS systems can be one of form of control over the process of receiving and 
exporting waste by the companies that win the tenders. On the proper recorders installed in the vehicles collecting 
the waste, are recorded events such as loading and unloading (special sensors are installed for this purpose) as well 
as the route of the vehicle. The use of GPS systems with recorders, prevents cheating dishonest entrepreneurs by 
loading the wastes from areas not covered by the tender. Another innovative improvement of this solution is the use 
of radio frequency identification RFID refuse trucks and containers. If all waste containers are equipped with RFID 
sensors and garbage trucks in RFID terminals, then such system is very secure. In addition, it also allows for greater 
control of the quality of waste segregation or lack thereof by the locals due to the assignment of specific containers 
for places (Nowak, Grabara, Ulfik, 2015; Stefko et al., 2015).

Ecoinnovations used in waste management
Scandinavian countries, Germany and Switzerland are the leading countries in Europe with innovative 

solutions in the field of waste management (Grzymała, 2013). In Poland, in terms of waste management, eco-
innovation is mainly used in products and processes (Urbaniec, 2015). However, they are not as frequent and 
widespread as among the leaders in the industry.

In the case of innovations used in waste management companies among the most common, the following 
should be distinguished:

1. Thermal waste treatment – consisting in the use of technologies that mainly involve combustion or pyrolysis, 
leading to a reduction in the amount of waste deposited, and recovery heat or electricity from the waste 
(Jurczyk, Koc-Jurczyk, 2017; Lapčík, 2013; Levidow, Upham, 2017; Łapińska, 2014).
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2. Technologies to reduce odor in waste treatment plants and landfills, eg. through the use of bioreactors for 
composting in a closed system (den Boer, den Boer, Jager, 2005; Potdar et al., 2016; Siemiątkowski, 2012).

3. Effluent treatment technologies generated at landfills.
4. Acquiring heat or electricity from biogas produced in the process of composting or in landfills in the process 

of fermentation of stored waste (Kalinichenko, Havrysh, Perebyynis, 2016).
5. Production of fertilizers, both in the bio composting process and in the combustion of selected waste 

fractions (Łapińska, 2014; Siemiątkowski, 2012).
In the case of Poland, there is still much to be done in terms of applying innovative solutions to waste 

management. First of all it is necessary to build more waste incineration plants.

Conclusions
According to the Ordinance of the Minister of the Environment of 14 December 2016 on levels of recycling, 

preparation for reuse and recovery by other methods of certain fraction of municipal waste (Rozporządzenie..., 
2016), the level of recycling of paper, metal, plastics and glass in 2020 is to reach 50%. To meet these high 
requirements, a comprehensive approach to the problem of municipal waste is needed. It may be helpful to use 
innovative solutions. It is important to carry out activities that will result in more efficient segregation of waste among 
the population. This should include, first and foremost, efficient information on the inhabitants and control of the 
operation of the systems. Equally important are eco-innovation measures, which reduce the negative environmental 
impacts of economic processes and lead to a reduction in resource use. It is hoped that the application of innovative 
solutions in the management of municipal waste in Poland will become more and more common and will contribute 
to the improvement of the situation in this sector.
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Abstract  The issue of standardisation has not yet been widely researched in the service industry. At the same time 
standards are the main management methodology to achieve quality and repeatability in service delivery 
processes. Moreover, standards according to Lean methodology are a means of gathering and spreading 
knowledge across the organization. The study aims to investigate standardisation in service organizations in 
the light of the Lean Management framework. The study employs the qualitative research approach. A sample 
of 30 service managers were asked open-ended questions referring to existing standards. The gathered stories 
were processed according to content analysis principles. The study concludes that the current approach 
to service standardisation is very far from Lean Management, which is a huge challenge for Lean Service 
dissemination.

#0#

Introduction
Lean Management is a management methodology which is becoming more and more popular in many 

industries all over the world. Many companies have experienced outstanding productivity growth in recent decades 
thanks to this methodology. It was developed in Japanese companies over a period of several decades, and after 
the presentation of outstanding results it started to be desired by other companies from many industries, at first 



308 European Journal of Service Management

Wiesław Urban

manufacturing ones. Now, the manufacturing world is pretty experienced in Lean principles and tools, as well as 
the Lean transformation process.

Lean Management in the service industry has not yet been widely introduced in companies. Lean methodology 
is being implemented by some service companies, and a slightly wider implementation is noticed in healthcare 
services (Burgess, Radnor, 2013), but there are still plenty of fields of ignorance as well as challenges related to 
the practical implementation of the Lean approach to services. This is because service organization is noticeably 
different from the manufacturing one, and its delivery system has different characteristics compared to the 
manufacturing system (Grönroos, 2007; Vargo, Lusch, 2004).

Standardisation consists in using standards within an organization, and standardisation is a main concept 
in the whole, fairly extensive Lean methodology. This study aims to identify how standardisation works in service 
organizations, and to what extent current practices of service standardisation are consistent with the Lean 
Management framework. The study employs the qualitative approach, and the empirical investigation takes 
advantage of the Critical Incident Technique.

Standardisation in services
Standardisation has being exploited by service organizations for a long time. A standard in the service literature 

is understand as a routinized process with well-defined tasks and an orderly flow of customers. So standardisation 
helps to provide uniformity in service quality because the process is easier to control (Fitzsimmons, Fitzsimmons, 
2008, p. 77). In the service industry, the blueprints methodology is perceived as a powerful management tool (Bitner, 
Ostrom, Morgan, 2008). It is probably the most widespread approach to service standardisation. Some authors 
highlight that most services defy standardisation because of their variability and unpredictability (Haksever, Render, 
Russell, Murdick, 1999). The reason mostly lies in the fact that services are co-produced – they emerge with the 
simultaneous participation of the customer. According to research (Jylhä, Junnila, 2014), service employees, during 
the co-creation process, do not always know what the customers really require, so standardisation understood as 
routinization becomes more challenging.

The Toyota Production System is perceived as an unmatched model of Lean Management. Hino (2006) 
mentions that in the centre of Toyota’s gene transmission are documented procedures. He calls the standardisation 
Toyota’s DNA. Work standards form a management cornerstone of Toyota’s system. It is a fundamental part of 
step by step improvement. Ohno (1988) from Toyota admires Henry Ford, who wrote that standardisation means 
nothing unless it means standardising upward. Today, in the Lean Management approach a standard is perceived 
as a documented expression of the best method known at a given point in time, and after improvement it is changed 
into a new standard. 

The literature mentions two types of standardisation techniques in Lean Service: the service standard process 
as a method of doing work in a constant cycle time, and the standard operations display as a visualised sequence 
of process steps (Sarkar, 2008). Others (Haeckel, Carbone, Berry, 2003, p. 22) argue that pretty widely used 
blue prints are not sufficient because service standards need narratives which capture the tone and texture of 
the desired performance. Hunter’s (2011) research reveals that frontline service staff are willing to go above and 
beyond their job descriptions to ensure total customer satisfaction. A glimpse at the literature suggests that there 
is absolutely no clear view on standardisation in the service organization, and that the Lean approach might be 
particularly inspiring in this field. 
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Research methodology
Standards in the service industry are very rarely studied empirically. The idea of the study is to observe 

standardisation from a fairly new angle, which is the Lean Management methodology, so the qualitative research 
strategy is necessary. An in-depth insight into the investigated issue is allowed by employing the Critical Incident 
Technique for gathering the field data. As scholars underline, the Critical Incident Technique can be employed to 
investigate many different aspects of a service over the duration of an encounter’s enactment (Wong, Sohal, 2003). 
This technique is based on getting people to tell stories about things which have happened to them (Lockwood, 
1994). The stories gathered from the respondents are transcribed and analysed according to content analysis 
principles. 

The respondents were recruited from randomly chosen service companies operating in the B2C market. 
Managers from 30 service companies were interviewed with open-ended questions. The query presented to 
respondents has a complex nature, and it was as follows: ‘What do you associate with the notion ‘standards’ in the 
services you are working on? Describe as comprehensively as you can a standard you know, and how this standard 
works in your organization’. After the description of a standard a respondent was asked to describe another one if 
(s)he could. The answers were recorded and transcribed afterwards.

All in all 61 standards were identified in the provided stories. This means that this number of organizational 
routines are reported, each of them reflecting a particular issue within a service organization. Sometimes 
a respondent provided a series of service standards which in fact was only one standard devoted to one particular 
issue in an organization. Conversely, a respondent sometimes reported a long description as one standard which 
in fact was interpreted as several separate standards. The number of identified standards appeared only in the in-
depth analysis of the reported stories.

What is standardised in service organizations?
The crucial issue while performing content analysis. It is repeatedly studying and categorising the stories on 

standards to identify exactly what organization sphere/problem is standardized. A number of organizational issues/
spheres were identified as being objects of standardisation. They are listed in Table 1 below, along with numbers 
and percentages. The standards identified as individuals are not presented in the table.

Table 1. The groups of standards identified in interviewees’ stories

Category Number Percentage of objects Percentage of standards

Staff outfit 18 60 30
Conversation with the customer 8 27 13
Customer treatment 7 23 11
Staff appearance 5 17 8
Cleanliness 3 10 5
Selected process steps 3 10 5
Customer service process 2 7 3
Service sequence 2 7 3
Telephone call 2 7 3
Access to information 2 7 3

Source: own studies.
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The most frequently appearing object of service standardisation is ‘staff outfit’, which appeared in 60% of 
entities, and its frequency is noticeably greater than any other. The object of these standards is the variety of 
elements worn by service staff. The standards are set to enforce the wearing of the company’s uniforms and other 
clothing. It is noticeable that the standard of the staff outfit always exists as ‘came from the outside’, considering 
the viewpoint of service staff. And it is absolutely clear that these standards are stable for long time. They might 
change along with company brand renewal, but their main purpose is to strengthen the company’s image. Apart 
from the visual identification of a company, these standards to some extent make a contribution to customer 
experience during service provision. In some cases the standard of staff outfit goes along with the standard of ‘staff 
appearance’ (identified in 5 entities, 17%). This refers to how the staff should look, for example hair length or tattoo 
visibility. These standards are very similar in terms of objectives and existence conditions for ‘staff outfit’ standards.

Another standards group is devoted to conversation with customers (8 objects, 27%). These standards are 
set to ensure that during conversations service staff communicate appropriately and show necessary respect to 
customers. Another group is ‘customer treatment’ (7, 23%). These standards regulate some staff behaviour while 
being in contact with customers. They are mostly about symbols, gestures and courtesy towards customers. Apart 
from the above-mentioned standard groups a few more are identified: standards of ‘cleanliness’, standardized 
‘selected process steps’, ‘customer service process’, ‘service sequence’, ‘telephone call’ and ‘access to information.’ 
It is important that these standards are very similar to those mentioned in the previous paragraph. In terms of the 
manners of implementation they are set to the service line as come from outside. 

Identified service standards versus Lean Management framework
The idea of the performed empirical investigation is to determine to what extent the standardisation currently 

practiced in the service industry is consistent with the standardisation typical for the Lean Management approach. 
The above-mentioned service standard types were deeply analysed in the light of Lean Management methodology. 
The most common standard, the staff outfit, is not consistent with any Lean methodology components. It does 
not diminish its importance, but the staff outfit standard does not fit in any way anything that is important in the 
Lean Management approach. Moreover, as clearly mentioned in the literature section, the Lean approach to 
standardisation relies upon standards prepared to improve them as a provisional state striving for improvement. 
The staff outfit standard operates in a different logic. It purpose is to force identical-looking clothes worn by staff 
in all service spots. The standards of staff appearance present exactly the same function and logic as staff outfit.

Other quite numerous standard groups also have no common points with the Lean Management framework. 
Conversation with the customer actually sets routines referring to the conditions of the service process, not just 
the process stream, and it does not bother the productivity of the stream. According to Lean methodology, the 
most important things happen in the value stream. Lean is focused on eliminating waste from the value stream. 
The standards of customer treatment also play a supplementary role in the core service process where the value 
stream is flowing.

Exploring all the recognized standards, the first noticeable similarity to the Lean Management framework 
is identified in the standard of cleanliness, and similar to it – ‘the order’. Both these standards have something 
in common with technique 5S, popular in Lean Management. 5S is a popular technique of keeping order and 
cleanliness at workstations by operators (Urban, Mazurek, 2011). The 5S method is partly aimed at people operating 
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more productively in workstations and partly at building operators’ personal engagement. The next three standards 
groups deal with the value stream, which is inevitably the focus point of Lean Management. These groups are as 
follow: selected process steps, customer service process, and service sequence. It is clear that these standards 
cover in their scope the flow of a main service process which is very similar to the Lean value stream. These 
standards concern some different sequences of the value stream or only selected spheres. The summary of the 
correspondence of identified service standards with Lean methodology is presented in Table 2. As is summed up, 
only 11 standards, 18% of all the standards (not entities), are compliant with Lean Management. But this compliance 
is not exact or complete.

Table 2. Standards’ compliance with Lean Management

Standards Number Percentage Lean components

Cleanliness 3 5
5S technique

The order 1 2
Selected process steps 3 5

Value streamCustomer service process 2 3
Service sequence 2 3
Total 11 18

Source: own studies.

The main idea of Lean with regard to standardisation is to standardize to change the standard. This means 
that a standard is treated as a temporary solution that should eventually be improved, again and again. Along 
with this understanding of standardisation goes its bottom-line character. Teams of operators set up standards to 
eliminate waste and to prevent quality flaws within the value stream. In the Lean approach standards do not come 
from outside, nor from the top managers, nor from the company’s central office, and nor from outer organizations. 
The operators are responsible for achieving some goals, and they set up, improve and set new standards. All the 
above-mentioned service standards identified in companies play a noticeably different role. All of them, from the 
point of view of the line staff, come from outside – from a franchisor, a company’s central office, external advisors 
or top managers. This also applies to the five groups of standards qualified as to some extent being in accordance 
with the Lean Management framework, presented in Table 2 above.

Conclusions
The research on standardisation is not wide yet, and some stakeholders perceive it as a subordinate tool for 

getting more work from operators, or even to ‘squeeze’ them. But this view on standardisation is not appropriate, 
as Toyota proved that standardisation is an excellent method of capturing the best practical knowledge and to 
accumulate it and develop it; a standard forms an edge to bounce off to find a better solution. The Lean Management 
approach is approaching the service industry, bringing many hopes for improving performance and productivity. This 
study, based on qualitative in-depth studies, tried to confront existing service standards with the Lean Management 
framework. According to the performed content analysis and a deep understanding of the 61 standards existing in 
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service companies, there are only two feeble tangent points with the Lean approach. These standards, which to 
some extent are close to Lean, represent only 18% of all the recognized service standards.

Although some potentially common points were identified, the discovered logic of standardisation is totally 
different than that practiced in Lean Management. The identified service standardisation serves as a tool for forcing 
some desired behaviours in distributed service spots. From the point of view of knowledge, this is one direction 
knowledge flow, from some centres to the service line. These are not symptoms of producing practical operational 
knowledge in service spots and capturing them in standards. It should be underlined that imposed standards are 
not well perceived and not easily accepted by executors – employees. The final conclusion is pretty clear: the 
discovered approach to service standardisation is very far from the approach practiced by Lean methodology. 
It shows a huge challenge in terms of Lean Management implementation in the service industry.

The conclusion that has emerged from this study is coherent with views recently appearing in the literature. 
Gupta, Sharma and Sunder (2016) argue that the Lean road to services is still in a nascent stage and needs much 
research. Suárez-Barraza, Smith and Dahlgaard-Park (2012) and Gupta et al. (2016) also point out the urgent 
need for Lean Service definitions and clarification of principles. Dos Reis Leite and Ernani Vieira (2015) postulate 
the identification of best practices and standards for Lean tools (like 5S and process standardisation) referred to 
a service organization. Standardisation needs to discover its diametrically different face to be adopted in Lean 
Service transformation in a service organization.
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Abstract  Creating a CSR strategy and preparing a sustainability report has become more and more popular among 
a wide range of branches including the blue economy. The aim of the paper is to identify joint maritime industry 
initiatives promoting socially responsible shipping companies and to point out areas of interest for Corporate 
Social Responsibility raised by shipowners. The research question was asked about the identification of 
possible ways of understanding and implementing sustainable ideas in shipping companies operating in 
container market. In order to answer that question the multi-case study of container shipowners was prepared. 
Significant disparities in the approach to CSR are evident. They depend on the specificity of the company, 
primarily on the size of tonnage at disposal and market presence strategies. Leading shipping companies 
in the field of CSR are shipowners with significant market shares. They refer to CSR standards, participate 
in sustainable shipping initiatives, create coherent strategies that skilfully combine environmental, social and 
business goals.

#0#

Introduction
The aim of the paper is to identify joint maritime industry initiatives promoting socially responsible shipping 

companies and to point out areas of interest for Corporate Social Responsibility (CSR) raised by shipowners. 
The research question was asked about the identification of similar actions taken by shipowners that can be 
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considered as typical solutions for these entities. The paper focuses on the activity which is an inseparable part of 
the main business of shipping companies.

CSR initiatives in the shipping market
CSR is becoming more and more important for entities from various industries, also for those operating in 

the shipping market. However enterprises do not always implement this idea in an identical way. The nomenclature 
used is also not uniform. There are several terms which are connected with CSR and very often they are used 
interchangeably. For instance one can find: environmental responsibility, social responsibility, sustainable 
development, sustainability, corporate citizenship, green marketing or triple bottom line. Regardless of the term, 
the intent is to reflect business responsibility for the wider societal good (Crittenden, Crittenden, Ferrell, Ferrell, 
Pinney, 2011). 

The growing importance of the sustainability concept created a need to give it operational character and provide 
implementation instructions for organizations and enterprises. Such guidance is provided e.g. by International 
Organization of Standardization (ISO) in ISO 26000: 2010. It declares that implementing its guidance should bring 
benefits for companies. Also EU insists on implementing CSR approach in companies and convinces them that 
addressing CSR issues is in their interests. EU defines CSR as “the responsibility of enterprises for their impacts 
on society” (European Commission, 2011). The core subjects of CSR are: environment, labour practices, human 
rights, combating corruption, fair operating practices, consumer issues and community involvement (ISO, 2010) 

Shipowners rarely provide information on the implementation of CSR strategies based on ISO 26000. When 
presenting their CSR activities shipping companies often refer to international standards such as UN Global 
Compact, UN Sustainable Goals or GRI Global Reporting instead of ISO 26000. Among the analysed shipowners, 
only CMA CGM mentions taking into account the suggestion of ISO 26000 in its activities. 

The literature on CSR in shipping is scarce (Yliskylä-Peuralahti, Gritsenko, 2014). Especially there are not 
many research papers studying CSR as a comprehensive concept applied in shipping. It is easier to find research 
that focus on particular aspects of sustainable shipping. Most of them concentrate on topics such as air pollution 
by ships (Psaraftis, Kontovas, 2013), working conditions of seafarers (Lundh, Lützhöft, Rydstedt, Dahlman, 2011), 
piracy, decision transparency or improving an image of shipping industry (Theotokas, Biassias, 2014). Some issues 
regarding CSR in shipping can be found also in studies devoted to application of sustainability in sea ports (Gibbs, 
Rigot-Muller, Morgan, Lalwani, 2014) and in supply chains (Wolf, Seuring, 2010). Good practices and examples 
presented in literature often go beyond the legislative requirements in force. It creates a link between these ideas 
and CSR concept. 

It is important to remember that company’s activity can be identified as CSR-related only when it is based 
on self-regulations that are more strict than it is required by law. Therefore, in order to confirm that the shipowner’s 
actions in the area of pollution prevention by ships are consistent with CSR, it should be demonstrated that his 
decisions are more stringent than the minimum required by law. The assessment of the shipowner in this respect 
is facilitated by the initiatives of several organizations. Such institutions promoting the sustainable development of 
ports and shipping industry create a number of tools useful for assessing shipowners or individual ships. The most 
well-known examples of such indicators are shown in Table 1. Each of these tools promotes activities carried out 
with higher environmental standards than required by law. The most popular is ESI programme (last row in Table 1).
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Table 1. Examples of tools for assessing the pro-environmental nature of ships and shipowners

Assessment and 
certification entity Tool name Tool description

Clean Cargo Working Group
(CCWG)

CCWG Performance Metrics Tool The assessment covers shipping companies, shippers and logistic shipowners 
involved in container shipping by sea in terms of points achieved in 6 categories: 
CO2 (1), SOx and NOx emissions (2), waste and water management (3), chemicals 
(4), environmental management (5) and transparency of activities (6). The rated 
companies are compared to industry standards

Clean Shipping Project Clean Shipping Index It assesses both ships and shipping companies. Shipowners enter information 
about their ships into the database with an online tool. It is possible to compare 
the results for individual ships or shipowners, and separately for 5 categories: 
SOx and PM (1), NOx (2), CO2 emissions (3), chemicals and water management 
(4) and waste management (5). The members of the project are also shippers 
who can use the index when deciding on choosing the shipowner

RightShip GHG Emissions Rating It rates ships for energy efficiency and emissions
Green Award Green Award Certificate The ship is awarded a certificate for environmental and safety measures that 

exceed minimum legislation. Certification must be audited at the shipowner’s 
headquarters and on ships

World Port Climate Initiative Environmental Ship Index (ESI) For ships that exceed IMO requirements in the field of emission reduction

Source: Adapted from: Andersson, Brynolf, Lindgren, Wilewska-Bien (2016), Coady, Lister, Strandberg, Ota (2013), Green Award (2017).

Methodology
The analysis of CSR topics of shipping companies was carried out for container shipowners. This is determined 

by three reasons. The first is high dynamics of growth of seaborne container trade (ISL, 2017). Secondly, container 
ships are vessels with the highest levels of GHG emissions among all types of ships (IMO, 2015). This contributes 
to the highest expectations of the public regarding the reduction of air pollutants. The third reason is the structure 
of this market, which due to the high degree of concentration of entities, shows the symptoms of oligopoly. This 
structure will grow stronger as the largest container shipowners strengthen their presence in the market. Top 
five carriers will control nearly 60% of the world’s containership fleet by 2021 (Port Technology, 2017). Market 
concentration is compounded by takeovers and mergers as well as operational alliances, which offer customers 
a joint shipping service. The large share of the main shipping companies in the container market means that the 
analysis of the implementation of the CSR concept by the five largest shipowners is also a study of the trends 
prevailing in this market.

In order to answer the research questions the multi-case study of selected container shipowners was 
prepared. Interesting part of the methodology is the way the companies for comparison were selected. It was done 
using a shipowners’ ranking which enables to verify if the CSR actions depend on a shipowner’s size.The selection 
of companies for the study is based on the ranking of the 100 largest container shipowners by total TEU capacity 
published by Alphaliner (Alphaliner, 2017). The first five largest shipowners were compared to those in positions 50–
54 and the last five places in the ranking. The comparative analysis is based on information provided by shipowners 
in reports and on websites as well as articles published in shipping magazines. The content analysis based on 
company’s web pages and sustainability reports is quite popular in the field of CSR research. This methodology can 
be found in papers analysing other industries and sectors (Liao, Xia, Wu, Zhang, Yeh, 2017).
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Popular topics among shipowners in the CSR area 
The study was designed to outline similarities and differences in terms of CSR activities realised by selected 

shipowners. Table 2 provides information on the CSR strategy pursued by analysed companies.

Table 2. CSR actions taken by analysed companies

Alphaliner  
top 100 
position

Shipowner Total capacity
(thousand TEU)

UN Global 
Compact 

participant

CSR activities 
presented  

on the website
Carbon calculator ESI participant

1 2 3 4 5 6
1 MAERSK 3505 Yes Yes No Yes
2 MSC 3059 No Yes Yes Yes
3 CMA CGM 2382 No Yes Yes Yes
4 COSCO 1768 Yes Yes Yes Yes
5 Hapag-Lloyd 1498 No Yes Yes Yes

50 MILAHA 19 No No No No
51 Crowley Liner Services 16 No Yes No No
52 FESCO 16 No No No No
53 Westwood Shipping Lines 16 No No No No
54 Far Shipping 16 No No No No
96 Harbour-Link Group Bhd 5 No Yes No No
97 Imoto Lines 5 No Yes No No
98 Grupo Susa 5 No No No No
99 Admiral Feeder Line 5 No No No No

100 ADNATCO 5 No No No No

Source: own study based on websites of presented companies and: Mediterranean… (2017), CMA CGM (2016), Moller-Maersk (2016), COSCO 
Shipping (2016), World… (2017), United Nations Global Compact (2017).

The information about shipowners’ actions (column 4 in Table 2) were taken into account in one of the three 
main areas, i.e. environment, employees or community. As a confirmation of implementation of CSR strategy the 
information about concrete actions was taken into account, not merely general assurances of the importance of 
these issues in the operation of the company, which are not supported by any examples.

Table 2 indicates that the top five shipowners are more likely to formulate a CSR strategy, participate in 
international sustainable shipping initiatives and report on their activity in this area. The most detailed reports, 
Sustainability Reports, are published by Maersk and COSCO. In case of COSCO the content refers to the guidelines 
proposed by the GRI. The CMA CGM publication is entitled Code of Ethics, the Hapag-Lloyd is Global Code of 
Ethics, and the MSC is Code of Business Conduct. They are sets of rules of behaviour in the corporation rather 
than real CSR reports. In any case, the scope of the report covers the entire capital group, not just the container 
shipowner.

Analysis of sustainability reports and the content of container shipowners’ web pages allows to identify the 
main areas that are most frequently repeated in CSR strategies. Figure 1 presents the ones that relate to the 
specificity of functioning on the freight markets. Those that are general (such as anti-corruption policy, charity, 
supporting local communities) and could concern businesses in any other industry are omitted.
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Shipowner                

Ship construction & equipment 

Employees safety 

Ship management 

Training & education Responsible ship recycling 

Information transparency 

Sustainable partnership 

Dangerous goods handling 

Figure 1. Key areas of interest for shipowners in the field of CSR

Source: own work.

The CSR concept is about integrating environmental and social issues into business, while taking into 
account stakeholder expectations. However, according to the information published by the shipowners, many of 
them focus mainly on the issues of conservation of the marine environment and fight against climate change. 
The information on social involvement is largely limited to the presentation of charity. The issue of identifying and 
analysing stakeholder expectations is also rarely discussed. Even among the first five largest container shipowners 
this process is described only by COSCO.

The decision to implement the CSR strategy should be related to a general strategy of the company’s presence 
in the shipping market (Goss, 2008), the scale of its business and relationships within the shipping business group. 
From this standpoint, several typical categories of shipowners can be distinguished (Table 3).

Table 3. Most typical categories of analysed shipowners according to their size, presence in the container shipping market  
and attitude toward CSR

Dimension Category 1 Category 2 Category 3 Category 4

Large market share Yes No No No
Long term presence in the market Yes Yes Yes No
CSR formal strategy Yes No No No
Only few CSR actions No Yes No No

Source: own work.

The first one is composed of big companies operating within diversified business groups, which often represent 
several brands. This type of business most often develops and implements a formal CSR strategy, characterized 
by precisely defined objectives, methods and reporting effects in the form of CSR reports. These companies are 
the most recognisable by the public, hence their positive image is of great importance. This group has the leading 
position in Table 1. For further categories the scale of services is definitely smaller and the market share is lower. 
In the case of small shipowners, CSR approach is not indicated as a priority, and even if it is mentioned, it is more 
intuitive than described in the documents. Applying or abandoning the implementation of the CSR concept depends 
to a large extent on their business objectives, i.e. long-term presence on the market or entering the market only for 
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making quick profits. There are also entities concentrated only on financial aspects of doing business. Their activity 
on the freight market is closely related to the business cycle in shipping. Their objective is to achieve the highest 
possible profit in the short term. Such shipowners are not interested in implementing the CSR concept at all.

Conclusions
It is extremely difficult to compare the implementation of a CSR strategy implemented by several companies. 

This is because CSR activities are undertaken voluntarily, cover many aspects of business operations and the 
standards only provide general guidelines and recommendations to facilitate their application. Specific actions must 
already be individually tailored to the industry and specificity of the business.

It is essential to carefully implement CSR principles for core business. For the shipowner this activity is sea 
transport, and the basic work tool – a ship. The article identifies CSR activities typical of shipping shipowners as: 
sustainable ship management and integrating sea transport into the “green supply chain” as well as ship design with 
the main aim of minimizing pollution, increasing energy efficiency, ensuring ship and crew safety. In addition, an 
important area of implementation and one of the biggest challenges faced by the shipping industry is the application 
of CSR throughout the whole ship life cycle - during shipbuilding process, fleet management and ship recycling.

Significant disparities in the approach to CSR are evident. They depend on the specificity of the company, 
primarily on the size of tonnage at disposal and market presence strategies. Leading shipping companies in the 
field of CSR are shipowners with significant market shares. They act according to CSR standards, participate in 
sustainable shipping initiatives, create coherent strategies that skilfully combine environmental, social and business 
goals, publish CSR reports and, above all, have “green” ships.
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Abstract  Due to the dynamic world growth, people more often need to choosetheoptimal mean of transport. To do it 
properly, experts correlate many transport offers and compare such features as: time of transit, costs, capacity. 
But it should be mentioned, that process of collecting, comparing and studying the data is a time consuming 
process. The article presents how the AHP method could be used as an aid to choose the optimal mean of 
transport. The method is widely used not only because of high effectiveness of resolving complex problems, but 
also because it is simple and the results are transparent and easy to interpret. Several significant parameters 
were chosen to conduct theanalysis. 

#0#

Introduction
The AHP method was developed and described by Saaty. It is mainly used as an aid tool during complex 

decision making process. During that process, the user can select physical objects and states that representthe 
project or other variants, that could lead to the certain states (quality, risk). What is more, diagnostic and 
comparative evaluation of examined objects is possible by using the AHP method (Downarowicz, Krause, Sikorski, 
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Stachowski, 2000, p. 7). The assumption is, that the AHP method would make it easier to choose optimum variant 
inthemulticriterial optimizing, especially because of its reduction to theseries of comparison in pairs (Emrouznejad, 
Marra, 2017, p. 6653). The method has many advantages, but the fact that both measurable and nonmeasurable 
features can be used inthe analysis should be considered as the most crucial issue (Mu, Pereyra-Rojas, 2017). 
The aim of the article is to show possible usage of the AHP method in transportation problem. 

Literature review
Because of thecomparison in pairs of all elements with each other, standard evaluation scales are insufficient. 

To make the analysis more complete, the 9-point grade scale was introduced. Comparing two elements with each 
other will show which is more significant and how much (Przybyło, Krężołek, 2017).

When we want to comparethe elements that are nonmeasurable, the linguistic approach should be applied. 
In that approach, the linguistic variable takes as its value the verbal definition. In order to evaluatethe elements 
on different levels in the analyzed structure, the comparison matrix was created (Cabała, 2010, pp. 5–23), and its 
degree is equal to thenumber of compared elements (Mu, Pereyra-Rojas, 2017).
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where: A – square matrix where aij denote the elements of the matrix (i, j = 1, 2, …, n); the matrix is called square if:1

a) aij = z, then  
z

a ji
1

= , z ≠ 0

b) criteria Ci is equiponderant to Cj, then aij = 1 iaji = 1, and aij = 1 for i = j.

Wherewith matrix A also fulfill the following property:  .,...2,1,1,0 nji
a

aa
ji

ijij =∀=>  i, j = 1, 2, …, n.

All the elements of the model are ordered according to validity ofthe priority vectors W = w1, ..., wn. Firstly, 
to calculate the priority vector W, it is necessary to perform a matrix A normalization (the matrix B is created), by 
dividing each element of the matrix by the sum of theelements in column, in which it is located (Mu, Pereyra-Rojas, 
2017):
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Next, average value in every row of the new matrix should be defined. That value is the element wipriority 
vector W: 

1 http://www.dii.unisi.it/~mocenni/Note_AHP.pdf.
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Therefore, thecriteria and the variants comparison is made by defining superiority of one element over the other. 
The experts usually make that observation and because of that it is rather subjective opinion. Even an experienced 
expert could make a mistake while studying data, what is most often caused by the lack of consequences duringthe 
evaluation (Mu, Pereyra-Rojas, 2017).

According to E. Mu and M. Pereyra-Rojas, checking the credibility of results in the AHP method should be 
made by calculating the consistency ratio from theunder mentioned formula: 

 
 %100

RI
CICR =  (5)

where: 
RI – Random Consistency Index, gaining values from 0 to 1.57 (Table 1),
CI – Consistency Index, we define from dependence: 

  
)1(

)(
−
−

=
n

nCI maxλ   (6)

where λmax is maximum value from the matrix, always higher or equal to rank of the matrix n.

Table 1. Random Consistency Index RI 

Matrix order number n 1 2 3 4 5 6 7 8 9 10 11 12 13 14

RI RI 0.00 0.00 0.58 0.90 1.12 1.24 1..32 1.41 1.45 1.49 1.51 1.54 1.56 1.57

Source: Mu, Pereyra-Rojas (2017).

Maximum estimated value of the matrix λmax can be calculated asthe amount of sums of theproducts averaged 
in row normalized values of wages and sum of columns referring each criteria, what can be written as (Ginda, 2007):
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The value of the consistency ratio CR should not exceed 10%, because it will mean that the evaluation 
process must be repeated (Mu, Pereyra-Rojas, 2017).

Method
Using above information, the authors decided to use the AHP method to conduct thesimulation of thedecision 

making process, where theoptimal mean of transport has to be chosen. There are five criteria in analysis: speed, 
transport availability, capacity, transport costs, exploitation reliability. What is more, there are 6 different means of 
transport taken into account: heavy-loaded truck, truck, train, ship, ferry, airplane. 

First part of the analysis is to make thecriteria ranking, what is shown in Table 2. Secondly, it is necessary to 
normalize the criteria ranking, what is presented in 3th Table. 

Table 2. Criteria ranking

Speed Transport availability Capacity Transport costs Exploitation reliability

Speed 1.00 0.33 0.14 5.00 0.11
Transport availability 3.00 1.00 0.20 5.00 0.11
Capacity 7.00 5.00 1.00 7.00 0.11
Transport costs 0.20 0.20 0.14 1.00 0.11
Exploitation reliability 9.00 9.00 9.00 9.00 1.00
Sum 20.20 15.53 10.49 27.00 1.44

Source: own work.

Table 3. Normalized criteria ranking

Speed Transport availability Capacity Transport costs Exploitation reliability

Speed 0.05 0.02 0.01 0.19 0.08
Transport availability 0.15 0.06 0.02 0.19 0.08
Capacity 0.35 0.32 0.10 0.26 0.08
Transport costs 0.01 0.01 0.01 0.04 0.08
Exploitation reliability 0.45 0.58 0.86 0.33 0.69
Sum 1.00 1.00 1.00 1.00 1.00

Source: own work.

Calculations in that method are rather complex but repetitive and because of that the authors decided to omit 
some of it in further part of the article. Next part of the analysis is the alternative ranking of all the alternatives in 
all the criteria. Table 4. shows example of the alternatives ranking according tothe exploitation reliability criteria.

In that case, CR = 0.04. In other criteria, the CR is: 
 – speed – 0.09,
 – transport availability – 0,05,
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 – capacity – 0.08,
 – transport costs – 0.06.

That values show, that the CR is optimum in every case. After building the pairwise comparison matrices, the 
decision maker could point out thescore vectors, that are shown in Table 5. 

Table 4. Ranking ofthe alternatives according to the exploitation reliability criteria 

Exploitation reliability Truck Heavy-loaded 
truck Train Ship Ferry Airplane

Truck 1 0.33 0.11 0.20 0.20 0.14
Heavy-loaded truck 3 1.00 0.14 0.33 0.33 0.20
Train 9 7.00 1.00 5.00 5.00 3.00
Ship 5 3.00 0.20 1.00 1.00 0.33
Ferry 5 3.00 0.20 1.00 1.00 0.33
Airplane 7 5.00 0.33 3.00 3.00 1.00
Sum 30 19.33 1.99 10.53 10.53 5.01

Source: own work.

Table 5. Score vectors in each criteria

Speed Transport availability Capacity Transport costs Exploitation reliability

Truck 0.11 0.32 0.03 0.05 0.03
Heavy-loaded truck 0.11 0.32 0.05 0.05 0.05
Train 0.18 0.20 0.09 0.03 0.45
Ship 0.03 0.06 0.35 0.18 0.11
Ferry 0.03 0.06 0.35 0.18 0.11
Airplane 0.53 0.03 0.14 0.51 0.24

Source: own work.

Next, the score vectors should be multiply by the priority vector and the sum in rows. The results are shown 
in Table 6. 

Table 6. Overall priority for variants

Priority vectors

Truck 0.06
Heavy-loaded truck 0.08
Train 0.31
Ship 0.16
Ferry 0.16
Airplane 0.23

Source: own work.

According to the calculations and the initial assumptions, optimal mean of transport in that case is train. 
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Conclusions
Taking everything into consideration, the AHP method is one of the mathematical method that support 

the decision-making process in complex and multicriterial problems (Lu, Qin, Jin, 2017). That method is an aid, 
especially for those who are not enough experienced in some fields. The AHP method grant an optimum solution 
to be chosen fromthe different alternatives. Among many advantages, the most valuable is that duringthe decision-
making process the problem can be seen from different perspectives and complex problem could be reduced to 
thesimple mathematical equations. Thanks to that, taken decision is not biased or influenced by theone issue. 
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Abstract  The aim of this paper is to study the role of import for the growth of KIBS intensity in the economy. The study 
covers the EU countries, making it possible to carry out a comparative analysis between countries, in particular 
between the EU-15 and the EU-12. The study is based on the data from the World Input-Output Database 
(WIOD). Owing to the availability of relevant data, the period analysed covers the years 1995–2011.
The study demonstrates that KIBS intensity is higher in the more developed EU countries, and KIBS are mainly 
delivered from domestic markets. Exceptions include Ireland and Luxembourg, distinguished by the highest and 
rapidly growing KIBS intensity (satisfied mainly by import), which is accompanied by their strongest KIBS export 
performance. In the analysed period, the importance of imported KIBS increased (mainly in the EU-15), but to 
a much lesser degree than with respect to manufacturing products. The role of imported KIBS was higher in the 
EU-12 than the EU-15 (with a trend to decrease these disparities), as well as in smaller economies.

#0#

Introduction
The development of knowledge-based economy, the information and communications technology (ICT) 

revolution, and increased competition on markets have resulted in the need to reorganize production processes 
in enterprises so that they can effectively exploit the intellectual potential of more educated workers, supported by 
ICTs and automation (Bhagwati, 1984; Jones, Kierzkowski, 1990; Motohashi, 1997; Fixler, Siegel, 1999; Baldwin, 
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2006, 2014). These changes have led to (1) the growing fragmentation of production; and (2) the growing demand 
for business services, in particular those related to new technologies and knowledge, which are called ‘knowledge-
intensive business services’ (KIBS). 

The existing literature demonstrates that companies using KIBS improve their competitiveness (a review of 
the literature in this field can be found in Wyszkowska-Kuna, 2016), and the level of intermediate consumption 
of KIBS within a domestic economy improves the competitiveness of its KIBS sector (Wyszkowska-Kuna, 2016, 
2017). The goal of this paper is to examine KIBS intensity and the role of import in delivering KIBS to EU companies. 

The study also tries to answer the question regarding the impact of market size and the level of economic 
development on KIBS trade. In the light of international trade theory, KIBS imports should play a more important 
role in smaller economies (as they tend to be more trade-dependent than larger ones), as well as in less developed 
countries (as they tend to be worse endowed with knowledge than more developed ones). One should note, however, 
that trade in intermediates depends less on a country’s market size, which represents a chance for smaller and 
emerging economies (Miroudot, Lanz, Ragoussis, 2009). 

Global sourcing of KIBS
The dynamic development of global sourcing is linked to the ICT revolution. The rapidly declining costs of 

communication and coordination have made it possible to perform most manufacturing stages in different locations 
(Baldwin, 2006, 2014). Most recently, the ICT revolution has increased significantly the tradability of many services, 
and then the process has spread from factories to offices (Baldwin, Lopez-Gonzalez, 2015). This, in turn, has 
stimulated the development of international trade in intermediates with respect to both manufacturing goods and 
services. 

Over the recent years the range of business services that have been subject to global sourcing has not only 
grown, but has also changed its structure. The growing demand for specialized business services has reduced 
the importance of simple, routine and standardized tasks, while increasing the role of processes with higher value 
added (Lewin, Massini, Peeters, 2009). It should be noted, however, that the possibility of providing services from 
a distance is primarily applicable to highly standardized services (Rybiński, 2008). Tailor-made services, produced 
in interaction with clients – and a large part of KIBS can be considered as such – require direct contact between 
service suppliers and recipients. In this case, international production through foreign direct investment seems 
to be a better way of internationalisation. On the other hand, the technological progress in ICTs is constantly 
creating better and cheaper communication between service providers and their clients, which together with the 
ease of travel should have a positive impact on the possibility of distant deliveries, including with respect to KIBS. 
As a result, the issue becomes of the extent to which they are provided by companies operating on domestic 
markets, and the extent to which they are traded internationally. 

Data and research methodology
The study is based on input-output tables from the WIOD database (National Input-Output..., 2013) showing 

the structure of domestic and imported intermediate inputs in each of the EU countries. To compare the results for 
groups known as the EU-15 and EU-12, weighted averages for them are calculated. Data showing the structure 
of domestic and imported intermediate inputs is available for divisions according to NACE Rev. 1.1 for the period 
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1995–2011. In the light of available data, KIBS can be defined as comprising ‘Renting of Machinery & Equipment 
and Other Business Activities’ (divisions 71–74). 

Two main indicators are used in the study. The first indicator examines the role of import in providing EU 
companies with KIBS input, and it takes the form of the share of imported KIBS input in total (domestic and 

imported) KIBS input (i.e. 
∑
∑

Im
jitj
T
jitj

KIBS

KIBS
, where j is the industry, i the country, t time, Im imported, and T total). 

The second indicator, in the form of the ratio of total or imported KIBS input and GDP (i.e. 
+∑ ∑

∑

D Im
jit jitj j

jitj

KIBS KIBS

GDP  

and 
∑
∑

Im
jitj

jitj

KIBS

GDP ), is used to examine KIBS intensity in the economy (Falk, Pen, 2011) – by subtracting the value 

of imported from total KIBS intensity one can obtain the value of domestic KIBS intensity. Additionally, the second 

index is standardised by population (i.e. 
+∑ ∑D Im

jit jitj j

it

KIBS KIBS

POP   and 
∑ Im

jitj

it

KIBS

POP ), as in the sample composed 

of countries being at different levels of economic development, the number of population should better control for 
size effects than the value of GDP. 

In order to characterize countries with different imported KIBS intensities, the indicators measuring the role of 

(1) KIBS exports (i.e. 
∑

KIBSit

jitj

EXP
EXP  – the share of KIBS exports in total exports; KIBSit

it

EXP
POP  – KIBS exports per capita); 

and (2) foreign controlled enterprises (FCEs) in KIBS trade (i.e. 
FCE
KIBSit
T
KIBSit

EXP
EXP

 and 
FCE
KIBSit
T
KIBSit

IMP ,
IMP  where T means total 

enterprises) are included in the analysis.

Empirical study
Figure 1 shows the EU-27 average structure of KIBS input, taking into account the share of domestic and 

imported KIBS inputs, as compared with a similar structure for: a) services input; b) manufacturing input; and c) total 
intermediate inputs. Import plays much a more important role in delivering manufacturing input than services input 
to EU companies. In 1995, 34% of manufacturing input and only 8% of services input came from import, and in 2011 
these disparities were further increased. 

While, the growing role of import is visible with respect to both manufacturing and services inputs (including 
KIBS), the growth was significantly stronger in the case of manufacturing (13 percentage points (pp) compared to 3 pp 
for services). As a result, in 2011 on average almost half of manufacturing input (ranging from 87.6% in Luxembourg 
to 31.8% in Italy) came from import, while only 11% of services input (ranging from 60.7% in Luxembourg to 6.5% in 
France) came from import. The importance of import was slightly higher with respect to KIBS input in comparison 
to overall services input, and also showed an upward tendency.

In Table 1 the values of indicators measuring KIBS intensity and the role of imported KIBS input in the EU 
countries in 2011, as well as their changes between 1995 and 2011, are presented. 
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T – in total economy; M – in the manufacturing sector; S – in the service sector; KIBS – in the KIBS sub-sector.

Figure 1. Imported and domestic KIBS input in the EU countries1 in 1995 and 2011

Source: own calculations based on data derived from: National Input-Output... (2013). 

Table 1. KIBS input in the EU countries

Country

KIBS input/GDP KIBS input per capita Imported KIBS input/
total KIBS inputtotal IMP total IMP total IMP total IMP

 2011 
(%)

1995–2011* 
(pp)

2011
(mln of US$)

1995–2011*

(in mln of US$)
 2011 
(%)

1995–2011* 
(pp)

1 2 3 4 5 6 7 8 9 10 11

AUT 6.5 1.1 2.1 –0.2 6.2 1.0 4.1 0.4 16.4 –12.8
BEL 10.5 1.9 2.9 0.9 10.5 1.9 6.3 1.3 17.8 4.2
DNK 8.6 1.2 4.0 1.0 9.3 1.3 6.6 1.2 14.2 9.0
FIN 7.1 2.4 3.1 1.3 7.0 2.3 5.1 1.8 33.3 5.2
FRA 10.7 0.7 1.5 0.3 8.3 0.5 4.1 0.3 6.6 2.0
DEU 8.4 0.5 1.7 0.3 7.0 0.4 3.5 0.3 6.2 3.3
GBR 10.7 1.0 5.1 0.4 7.4 0.7 5.3 0.4 9.0 –1.9
GRC 3.6 0.4 –0.1 0.3 1.4 0.2 0.7 0.1 10.8 7.7
IRL 15.1 11.5 9.1 8.2 15.4 11.8 13.2 10.5 76.3 21.0
ITA 7.2 0.6 2.1 0.3 5.2 0.4 3.3 0.3 8.2 2.3
LUX 11.0 6.7 4.6 3.7 33.9 20.7 27.9 17.8 61.0 13.8
NLD 8.9 3.4 1.0 0.5 8.9 3.4 4.9 2.0 38.4 2.2
PRT 6.6 0.7 1.6 –0.1 2.7 0.3 1.7 0.1 10.0 –5.7
ESP 5.6 1.0 1.7 0.6 3.5 0.6 2.4 0.5 17.9 6.6
SWE 9.1 2.3 3.4 1.0 9.9 2.5 6.9 1.8 25.2 2.9
BGR 1.9 0.5 0.8 0.2 0.3 0.1 0.3 0.1 25.9 1.9
CYP 4.6 0.3 1.2 0.0 2.1 0.1 1.4 0.1 6.3 –3.7
CZE 6.9 1.4 2.8 0.4 3.5 0.7 2.9 0.6 20.7 –4.1
EST 7.1 1.3 3.7 0.4 2.3 0.4 2.1 0.4 18.1 –9.3
HUN 6.6 2.5 –0.1 –0.2 2.1 0.8 1.5 0.6 38.1 –2.1
LVA 6.2 0.4 4.3 –0.2 1.7 0.1 1.6 0.1 6.7 –24.3

1 Weighted averages, with weights assigned based on each country’s share in the EU-27’s GDP. 
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1 2 3 4 5 6 7 8 9 10 11

LTU 3.5 0.3 2.5 0.1 0.8 0.1 0.8 0.1 9.1 –11.6
MLT 7.0 2.2 3.3 0.7 3.0 1.0 2.3 0.7 31.8 –9.0
POL 4.2 0.9 1.9 0.7 1.2 0.2 1.0 0.2 21.2 12.2
ROU 4.3 0.5 2.8 0.1 0.8 0.1 0.7 0.1 12.2 –12.6
SVK 5.2 0.8 2.7 –0.1 2.1 0.3 1.9 0.3 15.8 –19.4
SVN 7.2 1.0 1.9 0.2 3.5 0.5 2.4 0.3 14.3 –0.2
EU-15** 8.8 1.2 2.4 0.6 7.1 1.1 4.2 0.8 12.9 3.3
EU-12** 5.2 1.0 1.9 0.3 1.7 0.4 1.4 0.3 20.3 –0.1

* Change in the period 1995–2011. 
** Weighted averages, with weights assigned based on each country’s share in the EU-15’s; and EU-12’s GDP respectively (all values in current prices, US dollars). 

Source: own calculations based on data derived from: the source as in Figure 1; National accounts... (2017).

In 2011, the highest KIBS intensity was recorded in Ireland (15.1%) and Luxembourg (11%). 
KIBS intensities increased in almost all countries, and they generally reached higher values in countries with 

higher GDP per capita, i.e. in the EU-15 than the EU-12, as well as in the higher-income countries within both groups. 
A positive correlation between KIBS intensity and GDP per capita occurred with respect to both imported and 
domestic KIBS inputs, and it was stronger in the case of imported KIBS input (the Pearson’s correlation coefficient 
achieved the values of 0.5 and 0.3, respectively). The analysis based on KIBS input per capita shows even larger 
disparities between the more and less developed EU countries. Generally, it is not evident that a relatively low level 
of domestic KIBS intensity was compensated for by a relatively higher level of imported KIBS intensity. Excluding 
the cases of Ireland and Luxembourg, this is apparent only in Finland and Hungary. Bulgaria, followed by Lithuania, 
Poland and Romania, recorded the lowest domestic and imported KIBS intensity. 

While taking into account a relative importance of imported KIBS, it was also usually higher in countries with 
higher incomes and the resulting higher KIBS intensities. The situation was different in the largest, high-income 
EU-15 countries, where relatively high total KIBS intensities were accompanied by the lowest shares of imported 
KIBS input in total KIBS input. The average importance of KIBS imports was significantly higher for EU-12 than 
EU-15. One should note, however, that the EU-15’s weighted average is underestimated because of very low shares 
in the largest EU countries, whereas in this group there are also a few smaller economies with the highest reliance 
on KIBS imports (Ireland, Luxembourg, Netherlands, Finland). Thus, in reality the disparities between these two 
groups are less significant. In the EU-12 the relationship between market size and the role of imported KIBS was 
less apparent than in the EU-15. 

Most of the EU-12 countries experienced a decrease in the share of imported KIBS input in total KIBS input, 
with the most significant drop in Latvia and Slovakia. In the EU-15 the trend was generally reversed, and the 
strongest increase, much higher than in other countries, took place in Ireland (21 pp). A relatively high growth is 
also visible in Luxembourg (13.8 pp), Greece (7.7 pp) and Spain (6.6 pp), as well as in Poland (12.2 pp). In 2011 the 
share of imported KIBS input in total KIBS input ranged from 38% in the Netherlands to 6% in Germany. Ireland 
and Luxembourg clearly stood out among the EU countries, as imported KIBS input was higher than the domestic 
one, with a high upward trend – as a result in 2011 in Ireland 76% of KIBS input and in Luxembourg 61% came from 
import (in general, these two countries were distinguished by a relatively high importance of imported service input).
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The values of indicators presented in Tables 1 and 2 show that the countries with a relatively high importance 
of imported KIBS usually also enjoyed a relatively high importance of KIBS exports (the Pearson’s correlation 
coefficient for imported KIBS input per capita and KIBS exports per capita amounted to 0.8), and the highest 
values of KIBS exports per capita, much higher than in other countries, were achieved by Ireland and Luxembourg. 
KIBS exports played a more important role in the EU-15 than the EU-12, and the disparities between them tend to 
increase. One should note, however, that in most cases a large part of KIBS trade was carried out by FCEs, e.g. in 
Ireland they accounted for 61% of KIBS exports and 56% of KIBS imports. The importance of FCEs in KIBS trade 
was significantly higher in the EU-12 than the EU-15, with their highest share in Romania. 

Table 2. KIBS exports and imports

Country

KIBS exports/total exports KIBS exports per capita 
(mln of US$)

KIBS exports by 
FCEs*

KIBS imports by 
FCEs*

2011  
(%)

1995–2011**  
(pp) 2011 1995–2011** 2011  

(%)
AUT 6.6 –2.2 1.7 0.9 6.4 14.0
BEL 8.0 2.9 2.7 1.8 19.2 18.3
DNK 5.1 3.1 1.5 1.2 25.6 66.9
FIN 9.4 4.9 1.8 1.4 20.6 62.4
FRA 5.9 1.0 0.6 0.4 25.7 28.1
DEU 3.9 1.4 0.8 0.6 22.5 24.1
GBR 12.1 5.3 1.3 1.0 30.1 49.3
GRC 3.7 1.8 0.1 0.1 0.0 0.0
IRL 17.1 12.9 8.0 7.4 60.5 55.9
ITA 4.0 1.3 0.4 0.3 24.2 38.9
LUX 6.2 3.0 10.9 9.3 – –
NLD 9.3 2.5 3.0 2.0 48.5 42.6
PRT 4.8 2.1 0.3 0.2 4.5 32.8
ESP 8.2 4.3 0.7 0.6 – –
SWE 10.8 5.6 2.8 2.3 36.3 –
BGR 0.9 0.4 0.03 0.03 48.8 74.4
CYP 3.6 1.6 0.2 0.2 – –
CZE 3.5 –2.7 0.6 0.4 – 0.1
EST 6.2 3.0 0.5 0.5 21.4 48.3
HUN 4.9 –1.7 0.6 0.5 39.4 49.0
LVA 3.5 –1.7 0.2 0.1 36.6 35.5
LTU 1.6 0.3 0.1 0.1 12.7 57.6
MLT 9.6 5.3 1.3 1.0 4.7 14.2
POL 3.4 2.5 0.2 0.2 42.0 54.8
ROU 6.6 3.8 0.2 0.2 89.1 64.3
SVK 3.3 –0.5 0.4 0.3 49.7 55.2
SVN 3.2 0.8 0.4 0.3 – –
EU-15*** 6.9 2.7 1.2 0.9 26.0**** 34.1
EU-12*** 3.9 0.9 0.3 0.3 48.5**** 46.4
* KIBS exports/KIBS imports by FCEs as % total KIBS exports/total KIBS imports. KIBS defined as comprising ‘Professional, scientific and technical activities’, and ‘Information  

  and communication’. 
** Change in the period 1995–2011.

*** Weighted averages, with weights assigned based on each country’s share in the EU-15’s; and EU-12’s GDP respectively (all values in current prices, US dollars). 
**** EU-13 (without LUX and ESP), EU-9 (without CYP, CZE and SVN).

Source: own calculations based on data derived from: the source as in Table 1; and Trade... (2017).
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Conclusions
Based on the study carried out in this paper a few conclusions can be formulated:
1. The EU-12 appeared to be more dependent on KIBS imports, which is in line with the lower-income countries’ 

poorer endowment in knowledge. The EU-15’s reliance on KIBS imports was determined by market size, 
whereas in the EU-12 this tendency was less obvious. As far as KIBS intensity is concerned (both domestic 
and imported), it was positively correlated with the level of economic development. A relatively higher 
importance of imported KIBS was usually accompanied by a relatively higher importance of KIBS exports, 
in large part attributed to FCEs. The EU-12 countries decreased their reliance on KIBS imports (in a result 
of their rapid economic and service sectors’ development), whereas in the EU-15 the trend was reversed. 

2. In most countries, KIBS were mainly delivered by companies operating on domestic markets. The growing 
role of import in providing KIBS is visible (the growth was a bit higher than with respect to total services), but 
this tendency was rather weak when compared with the growing importance of manufacturing intermediate 
import. This leads to the conclusion that there is still a need for direct proximity between service providers 
and customers in delivering most services, including KIBS. 

3. Ireland and Luxembourg stood out among the EU countries with their highest KIBS intensities and growth of 
KIBS import, as well as the domination of imported over domestic KIBS inputs, accompanied by the highest 
and rapidly growing importance of KIBS exports. Both countries are attractive locations for transnational 
corporations, which are involved in numerous business relationships with their subsidiaries, co-operatives 
and customers located throughout the world, which in turn stimulates KIBS trade in these countries.2 

4. The findings of the study are subject to some limitations. First, the studies on international trade in 
intermediates should be based on data from input-output tables, and the creation of the WIOD databases 
gave such an opportunity. One should note, however, that the WIOD 2013 Release is based on NACE 
Rev. 1.1 and covers a limited period. Its new release is under construction now, and it may open up some 
new opportunities for continuing research in this field based on NACE Rev. 2 and over a longer period of 
time. Second, KIBS input is embodied in the values of other products being traded internationally, and thus 
the calculation of KIBS content in international trade should be the subject of a separate study. Third, while 
analyzing KIBS trade, data on global sourcing are required, as its large part is carried out by transnational 
corporations, which hides a real export potential and import needs of different countries. Therefore, it is 
recommended that international organizations (e.g. Eurostat, WTO) should undertake some actions aimed 
at collecting the data on global sourcing of services.

2 Luxembourg is recognized as a tax haven, and characterized by very favorable regulations, political stability, financial security 
and its location in the center of Europe (Mainelli, Yeandle, 2009). Ireland is not officially recognized as a tax heaven, but it has the 
features of a tax heaven and provides prolific tax loopholes for many large service multinationals (Stewart, 2014), as well as it is an 
English-speaking country.
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Abstract  Determining the place and the role of the private sector in delivering public services is one of the problems that 
modern economics faces. It is currently believed that there are no goods and services that can only be provided 
by the private or the public sector. Governments use the form of public-private partnership PPP, which aims to 
create the components of infrastructure that enables the implementation of public services.
In Poland, the first concession contract with a private investor for the construction and operation of transport 
infrastructure was signed in 1997. The 20 years of experience with PPP projects leads to assessments and 
summaries.
The article presents a literature review, which shows that a high number of publications are devoted to the PPP, 
including identifying the factors for the success of PPP projects. Then, it focuses on the results of the analysis of 
these factors in terms of practical implementation of projects in Poland. Also, an attempt to answer the question 
‘At what stage is the implementation of PPP projects as a form of delivering public services’ was made.

#0#

Introduction
Although the place and the role of the private sector in delivering pubic services is not a new issue in 

contemporary economics, it is still difficult to answer the question unambiguously: ‘how much should the state 
be engaged in the economy?’ The answer to this question is difficult because of the specific nature of public 
services. They are defined as public administration actions related to the provision of a particular good to which 
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all citizens have access. Administrative, social and communal services are distinguished amongst public services 
(Szczudlińska-Kanoś, 2012).

In the 1980s, as a result of the financial crisis, the attention was paid to the private sector as a source 
of financing public investments. What is more, the effectiveness of the use of financial resources in the public 
sector was critically assessed, and the quality and level of services offered did not fully satisfy the purchasers. 
These considerations have caused that the objective scope of the public sector started to be limited. Currently, it 
is believed that there are no goods and services that can be provided only by the public or private sector (Stiglitz, 
2004). Governments entrust the implementation of public services or even investments to private entities. They 
make use of a form of public-private partnership PPP, which aims to create the components of infrastructure 
enabling the delivery of public services. 

Problematic aspects of PPP have been the subject of scientific research for years and are well known 
theoretically. The European Commission also supports PPP through directives, communications and other 
elaborations. It could seem that the implementation has a wide range and high intensity. However, the economic 
practice has shown that achieving benefits without negative effects is more difficult than literature has indicated. 
Problems in implementing the partnership have occurred in many EU countries. It was an impulse to undertake 
research on factors of PPP success. 

In Poland in 1997 the first concession contract was signed with a private investor for the construction and 
exploitation of the A2 motorway. The period of 20 years of experience in PPP implementation has led to the analysis 
and evaluation, The question is: at what stage is the process of implementing PPP as a form of delivering public 
services? The article is an attempt to answer this question. 

As a fundamental research method, the cause and effect analysis is used to explain the economic phenomena 
and the conditions that are taking place in the implementation of the partnership. Indirect empirical research, 
particularly literature, and the monographic method have shown the interest in problematic aspects of PPP, and 
have helped identify success factors. Further empirical studies, which were based on statistical data, have shown 
the level of PPP development in Poland in comparison to the European market. Then, using the inductive and 
diagnostic method, the PPP factors in terms of the degree of their fulfillment were analyzed. This allowed us to 
define the stage of implementing the partnership in Poland. 

PPP – literature review
The problem of public and private sector co-operation in delivering public services is not a new issue in 

western countries. One of the first scientists dealing with this issue was the professor of the Columbia University 
– Savas (1982). Research on not only financing but also operation and management of public infrastructure by 
the private sector was conducted in the 1990s by Osborne and Gaebler (1993). Out of the European countries, 
the Great Britain implemented various forms of public and private sector co-operation at the earliest and with the 
largest scale. At the initiative of the government agency – The Private Finance Initiative, a number of theoretical 
and research papers have been created on the role of private sector in public services and infrastructure (Jackson, 
Price, 1994; Gayle, Goodrich, 1990). 

The concept of public-private partnership itself in the subject literature is defined as a type of agreement 
between a public partner and a private one, who work together on the project while at the same time they have 
their own goals and interests. They cooperate on the basis of a clearly defined division of risk and responsibilities 
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(Flyvbjerg, Bruzelius, Rothengatter, 2003). The result of this cooperation should be a lower cost of the enterprise 
and a higher quality of services than if they were funded traditionally – from public funds. The form of involvement 
of private entities in PPP projects depends on its specificity and individual needs of project participants. Detailed 
classification was presented by among others Mu, de Jong, ten Heuvelhof (Mu, de Jong, ten Heuvelhof, 2010). 

In the context of the European structures public-private partnership is an area of interest for the European 
Commission, especially in the context of the construction of the trans-European network TEN. The Commission 
supports PPP, because it provides the opportunity to raise private capital, and helps fill the gap between investment 
needs and available funds of the countries. European legislation documents and other documents such as 
The Lisbon Strategy of 2000, The White Book of 2011 or an Investment plan for Europe called ‘Jucker Plan’ created 
in 2015, indicate the commitment of the Commission. The Commission commissioned to develop guides which 
were to help with practical implementation of PPP – Guidelines for Successful PPP, A Guide to Guidance. 

In Poland PPP studies are relatively new and have been developing since 2000. Their scope includes the 
use of PPP in widely understood activity of public utility (Moszoro, 2011) as well as in selected areas (Kopańska, 
Bartczak, Siwińska-Gorzelak, 2008). The analysis of the conditions for PPP development in Europe in terms of 
institutional environment was taken by Brzozowska (2010). 

The subject literature shows also that the success of the partnership requires creating appropriate economic, 
legal, institutional and social conditions (Galilea, Medda, 2010). The conditions favouring the implementation of 
PPP are defined as critical success factors CSFs. Their identification was the subject of wide research conducted 
by Harcattle, Edwards and Akintoye (2005), which resulted in distinguishing five main groups of factors, i.e.: 
the effective purchasing process, the possibility of project implementation, the government guarantee, favourable 
economic conditions and available financial market. 

For further analysis factors were classified into 4 groups: economic and financial, political and legal, technical, 
and social. These factors have a varied effect on the PPP success. The study of Chou, Tserng, Lin and Yeh (2012) 
shows, that at the macro level the following things have the strongest influence: stable macroeconomic conditions, 
economic and political support of the government, availability of financing, legal system, competent advisory public 
agencies, social support, transparent ordering process, competition in the ordering process. 

Analysis of the PPP implementation in Poland
Examining the level of PPP development in Poland, this issue is worth considering in comparison to the 

market in Europe. Figure 1 shows the development of the European PPP market in 2003–2016, based on research 
conducted by the European PPP Expertise Centre EPEC. Data includes large investment projects – up to 2010 they 
were projects worth over 5 million euro, and since 2011 over 10 million euro.

The PPP market was developing dynamically until 2008. This trend was hindered by the global economic and 
financial crisis, and the recent years 2014–2016 have brought a further decline of the value of the projects. 

By the end of the twentieth century the PPP market was developing mainly in the Great Britain. This tendency 
continues, and the Great Britain remains an unquestioned leader of the European PPP market (Figure 2).

Compared to other EU countries, the market value of projects in Poland is very small – in 2012–2016 it was 
only 0.3% of the total value. 
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Figure 1. European PPP market 2003–2016, in EUR bn (EPEC, 2017)

Source: own elaboration, based on Review of the European PPP Market in 2012, 2014, 2016 (www.eib.org/epec). 
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Figure 2. The European PPP market by country over the period 2012–2016, in EUR bn (EPEC, 2017)

Source: own elaboration, based on Review of the European PPP Market in 2012, 2014, 2016 (www.eib.org/epec).

Analysis of this market (Korbus, 2016), covering the years 2009–2016 allowed to identify the following 
characteristics:

 – the projects are mainly initiated by local governments,
 – the contribution of the public side to the enterprise was to provide a property on which a private partner 

was to build the infrastructure based on the rule ‘land for infrastructure’, 
 – most of the agreements were signed by the local governments, which are large economically active urban 

agglomerations, 
 – 470 PPP auctions were initiated and 112 contracts were signed, so only 25% of the auctions were 

successful,
 – the largest number of agreements was for small projects worth up to 1 million euro – 44% of the total 

number, however, the agreements worth over 60 million euro represented only 6%,
 – the contracts are implemented in the following sectors: sport and tourism – 23%, transport infrastructure – 

13%, water and sewage – 6%, healthcare – 6%.
The Polish market can be described as ‘under construction’.
The success of PPP implementation requires fulfilling critical success factors, especially at the macro level. 

They form a fundamental framework for the functioning of the partnership, without them the PPP formula will 
not exist, not to mention a successful implementation. A detailed analysis of these factors was presented by the 
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author in the previous publications (Zagożdżon, 2016). Here, however, only relevant research conclusions will be 
presented, formulated with reference to the most important factors: legal system, the support of the government, 
and particularly the activities of the public advisory agencies, availability of financing. 

Stable law and certainty of its interpretation is a key and necessary condition for the PPP implementation. 
In Poland, the first law which enabled the private sector to implement road investments was set up in 1994. Practical 
implementation showed problems, and consequently the law was changed and amended – in 2000 and 2005. 
The first law on PPP, which gave the possibility for a wide application of this concept by the authorities of all levels, 
was passed in 2005. This law has formalized the way of carrying out the project analysis at the pre-implementation 
stage. It was a difficulty which caused that no investments were realized during its validity. After three years, in 
2008, a new, more flexible law was passed which initiated the real process of implementation of public tasks in the 
PPP formula. At present there are relatively few obstacles of a purely legal nature. The regulations are so flexible 
that even political changes do not exclude interest in PPP (Wachowska, 2016).

However, the problem which has not been resolved unambiguously yet is the impact of liabilities of PPP 
contracts on the level of the public debt. The possibility to finance investments without charging the limits of liabilities 
is one of the fundamental prerequisites of public involvement in PPP contracts. Another issue is the lack of clear 
guidelines regarding the way and consequences of attributing particular risks to individual partners. The correct 
allocation of risks is a basic action which determines the impact on the debt level of local governments and the 
profitability of projects. 

The position of banks is also important for the implementation of PPP projects. External financial support is 
relevant at such an early stage as technical preparation of the project, analysis and the selection process of the 
private partner. In practice funding in mainly provided to the projects which meet one of the two criteria: limited 
financial involvement of a public partner or a small scale of a project that allows a private partner to make a financial 
contribution themselves, and repetitiveness of the project. This approach is quite restrictive and a large proportion 
of projects are not financed. At the same time, banks are willing to provide communities with investment or current 
loans which have easy procedures and are safe. 

The government support and the work of public advisory agencies is a very important factor for PPP success. 
On the initiative of the Ministry Of Development, the PPP platform was established in 2011, which aims to help to 
prepare and implement projects. However, the conducted research shows that this support is not enough. There is 
a lack of extensive training program for public administration staff, private sector and bank staff. Consequently, there 
is a lack of experienced, well-prepared employees. Another problem is a lack of pilot projects, poor use of positive 
experiences, a lack of model documents and standards. 

The long-standing lack of public advisory institutions causes that the practice of employing an external advisor 
has not been disseminated – 47% of the entities did not use their help. In the total number of PPP auctions only 25% 
end up with signing an agreement, in many cases auctions are repeated because there is a lack of interest of private 
investors (Korbus, 2016). Not flexible enough approach to PPP contracts does not help either. One may think that 
the public side perceives PPP as a characteristic experiment, and while starting auctions they want to check if PPP 
can succeed in implementing the project. 

A currently implemented project ‘Development of public-private partnership in Poland’ is an element of PPP 
support from the government. Its main objective is to improve the qualifications of public administration employees, 
and the actions include free trainings, workshops, visits and study missions, debates.
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Conclusions 
A review of the theoretical assumptions and determinants of PPP implementation as a form of public 

service delivery has allowed to identify the most important determinants: the legal system, government support, 
in particular the activities of public advisory agencies, the availability of funding. Analysing and evaluating the 
process of implementing PPP in Poland, one can conclude that the legal regulations are quite well adapted to 
the specificity of the partnership, however, insufficient support of the government and public institutions is still 
a problem. The government does not initiate large projects whose success would be promotion and encouragement 
for using PPP. Involvement of both public advisory institutions and banks in projects is not enough, there is a lack 
of wide range of trainings and workshops. Inadequate knowledge of PPP leads to the situation that public entities, 
private investors, banks are cautious and sustainable. 

The PPP market analysis shows that the barriers are gradually eliminated, but the pace of these changes is 
slow. The further development of the partnership and its intensification depends on the activeness of the government 
and its institutions in spreading knowledge and good PPP practices.

Continuous monitoring and updating PPP implementation as a form of public service delivery in Poland may 
be the direction for further research. It is worth carrying out an in-depth CSF analysis, using statistical methods and 
econometric models. The purpose of these studies may be to determine the degree to which these factors are met 
in economic practice.
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Abstract  Growing competition in the market causes that the energy companies increasingly are looking for new services 
that they can offer to their customers. The requirements of these customers are systematically increasing. They 
expect similar benefits as from other highly competitive and customer-focused industries. So some services 
offered by energy companies at first glance are not closely related to the energy market, and often involve very 
distant spheres of sales and supply of electricity. By analyzing the market it is possible to distinguish several 
groups of services (apart from electricity sales), which are present in the offer of energy companies. These 
include services accompanying the core businesses of these companies, such as home energy management 
systems, energy efficiency services, electrical equipment servicing, electric car charging stations and services 
that are no longer clearly linked to the energy market. Examples include warranty and insurance services, 
Internet and television signaling services, gardening services, technical customer support for individual 
customers, smart home building advice, authorization services and loans.
The purpose of this paper is to characterize existing and new services – not related to electricity sales – which 
are presently offered by energy companies operating on the energy market and to assess the benefits of the 
introduction of these services to the market.

#0#

Introduction
A wide range of energy products and services that are fully tailored to the needs of the energy consumers 

are the necessary conditions for a positive cooperation between the customer and the electricity seller, and they 
are at the same time one of the key elements in achieving a competitive advantage over other energy companies. 
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The main products and services provided by energy companies include the sale of electricity using standard and 
non-standard products such as (Produkty..., 2017):

 – sales of standard products, i.e. in tariff groups that result from the Tariffs of Operators System Distribution,
 – sale of non-standard products, i.e. fully flexible, valuation of which is based on quotations of the Polish 

electricity exchange,
 – sales of energy in the form of typical trading products such as baseload (constant energy value in each 

hour during delivery on weekdays, weekends and holidays) or peak load (constant energy from 8:00 to 
22:00 on working days),

 – energy sales in the form of a full supply with a flexible approach to the risk of imbalance,
 – sales of energy in the form of graphs (variable energy value for each delivery period with the risk of 

customer imbalance).
Apart from selling electricity, companies operating on the energy market may also provide the following 

energy services:
 – Commercial Operator Service (this service is aimed at those trading companies that have a transmission 

contract with the Transmission System Operator but do not have direct access to the balancing market and 
want to avoid charges for purchasing and operating their own WIRE system),

 – Service of Technical and Commercial Operator (within this service company companies represent clients 
on the balancing market in the field of transmission of balanced commercial and technical graphics of the 
units of the planning, manufacturing and receiving units to the Transmission System Operator),

 – Trade Balance Service (within this service, as the entity responsible for trade balancing, the company 
reports to the Transmission System Operator information on the implementation of the electricity sales 
agreements concluded by the users of the system and calculates the difference between the actual amount 
of electricity supplied or consumed and the amounts specified in those contracts for each settlement 
period).

All the aforementioned products and services are inseparable from electricity trading, however, the decrease 
in margins due to the price struggles of competing companies forces them to sell parallel new sales not necessarily 
related to the sale of electricity.

Client in the structure of the energy market
There are several groups of participants in the electricity market. The first of these are electricity generators, 

which include: system power plants, local CHPs, power plants and CHPs, hydroelectric plants, wind turbines, solar, 
biomass, biogas, etc. The second most important part of the market is the Transmission System Operator that 
manage the high voltage power of 220 kV, 400 kV and 750 kV. In Poland this function is done by Polish Power Grids 
(PSE-Operator). Low voltage power transmission is handled by Distribution Network Operators managing 110 kV 
and lower voltage networks, i.e. those with whom the customer (end user) has a distribution agreement. They are 
currently in our country 185, although the distribution market is divided between the four main distribution operators: 
Enea, Energa, PGE and Tauron. In Warsaw the distribution is carried out by RWE. The last group of participants in 
the electricity market are trading companies dealing in energy sales to end customers (about 17.05 million) and 
wholesale market activity (Zawada, 2011).
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Analyzing the consumer’s behavior on the energy market, on the one hand, the specifics of this market in 
Poland and in the world should be taken into consideration, on the other hand, the progressive changes both in 
the rapid diffusion of modern communication technologies and in the increasing role of distributed energy. The 
current model based on large energy producers is gradually changing due to the emergence of electricity producers 
manufacturing energy for their own use; it is understood by consumers – prosumer, who, using new technological 
solutions, produce energy to meet their needs (Marie, Grybś-Kabocik, Put, 2016).

Research conducted by the National Consumer Confederation in 2016 reveals that the customer of energy 
industry is becoming to understand that in his relationship with the electricity seller he has to be no longer a petitioner. 
He has the right to expect similar, positive experiences from other industries – strongly competitive and customer 
focused. He has not yet decided to take action to change the seller, but is already considering it, is already beginning 
to know what his energy seller offers him and what he can expect from the competition. He expects the company to 
meet his needs to help him solve his problems, to anticipate and prevent those that have not yet occurred.

These studies show that small scale energy retailers are making active contact with an individual customer. 
As many as 82% of households declare that in addition to the invoice within last year the seller did not contact them. 
73% of Poles are aware of the possibility of changing the electricity seller, it is no longer a barrier for them, but only 
27% think it is very easy or easy. The potential for acquiring new customers is very high, 23% of households plan 
to change the vendor in the future to reduce costs. Most can not point to a company that would consider a change 
(Klient..., 2014; Pamuła, 2013).

From the energy market observation, its sellers take a very serious approach to the results of such research 
and strive to put more emphasis in their strategies on customer relationships by offering them not only electricity 
products and services, but also others not directly linked to the energy market.

New services on the energy market
Looking at the development of the energy market from the point of view of introducing new services, four 

groups of services (apart from electricity sales), which are today offered by power companies, can be distinguished. 
Two of these groups can be described as a companion service to their core businesses. These are:

 – information services (home energy management systems, end user energy reports, energy efficiency 
services, Demand Side Response services, online energy consumption information for end users),

 – energy services (overvoltage protection, facility upgrades, lighting, weather adaptation services, electrical 
equipment servicing, electric car charging points).

Two other groups of services are not connected so clearly with the energy market. Firstly, they are warranty 
and insurance services, Internet and television signaling services, gardening services, and technical support 
for individual customers. Energy companies also offer services such as intelligent house building consultancy, 
licensing, credit, or intellectual property licensing services. (Nowaczewski, 2015).

The characteristic feature of the complementary offer is that the basic scope of services provided by energy 
companies is to put them into packages with the sale of electricity. For example we can buy a package of electricity 
with:

 – access to MS Office 365 (Energa), 
 – simultaneous purchase of light bulbs LED Philips (PGE), 
 – small law services (PGE), 
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 – access to medical specialists LUX MED (Enea), 
 – free bank account at Getin Bank (Enea),
 – insurance (Enea – unemployment insurance and casualty insurance, PGE – accident insurance, 

unemployment insurance, temporary work incapacity insurance, hospitalization insurance, assistance 
insurance),

 – help from a specialist in the event of an energy failure „Energy with electrician 24H” (Tauron),
 – professional electrical repairs 24 hours a day „Energy with serviceman 24H” (Tauron).

PGE offers together with the Environmental Protection Bank a package of electricity sales for electricity 
generators from photovoltaic panels (BOŚ – makes it possible to participate in the „Prosuming” program, PGE 
provides electricity when the needs of a prosumer are greater than the energy generated by panels). PGE and 
Tauron also offer to the companies the sale of 100% renewable energy, which is certified with a proof-documents. 
It is a service addressed to companies whose image is important for the status of environmentally friendly entities. 
Energa carries under its brand an online store (sections: appliances, tools, sports and health, electronics and 
lighting, travel and leisure). Obviously, Energa’s electricity recipients have some bonuses when using this store, 
such as free deliveries.

Enea within the service of ENERGIA + Professional advises on how to reduce electricity costs, offers technical 
and product support, and suggests how to improve the reliability of electrical power. PGE, on the other hand, will 
not only help to choose tariffs, but will also carry out a number of specialist services, such as capacitor banks, 
power quality measurements, thermovision measurements of the distribution system, one-day audit so called 
“walk-through”, full audit of power with PQ measurements and load analysis, periodic inspection of the electrical 
installation together with the SV/n station review, energy efficiency audit in accordance with the Act, white-light 
certification consultations for energy efficiency (Nowaczewski, 2015).

Energy sales companies are outraged in advertising campaigns that encourage the use of only their services. 
Here are some examples of selected advertising slogans (Kulesa, 2015):

 – And you – what will you do with the free electricity?
 – Energy in your account. Make money on promotion (...).
 – Fixed Price Guarantee Gas.
 – Fixed Price Guarantee – Do not be surprised by the current up until the end of 2019.
 – Guaranteed Lowest Price Plus.
 – GUARANTEED: 5 PLN cheaper.
 – MAXimum savings not only for seniors.
 – Offer for prosumers.
 – Energy-saving offer.
 – Stable Offer with Premium Package.
 – Lawyer with Energy – Get a fixed price guarantee up to half of 2017 and legal care Patron Direct.
 – Ecological Product.
 – The Internet is the cheapest.
 – Cheap Gas and Safe Electricity.
 – Cheaper after hours.
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 – Energy service 24/7 – free electro technical intervention and repair of the electrical system as a result of 
overvoltage.

 – Sale of electricity (...). Up to 60% discount on electricity until the end of the year!
The above-mentioned examples of services offered by major electricity retailers in Poland and the variety 

of advertising campaigns point to a fierce fight for the customer not only through the price of energy but also the 
additional benefits of being a buyer of energy in this company. With the full range of services offered to current and 
potential customers, it is possible to read the official websites of the companies mentioned earlier.

The benefits of introducing new products and services
The benefit propositions offered to customers in mature mass-media (banking, telecommunications, etc.) has 

taught them that they can demand a better offer from the service provider/product. On the other hand, the possibility 
of changing the electricity seller has become a tool of choice allowing the customers to fight for their rights in 
relation to the energy supplier. Increased customer awareness and an increasing number of market players have 
led to an increase in the number of customers who decide to switch to electricity. According to monitoring by the 
Energy Regulatory Office (URE), according to the state on the end of June 2017, the number of industrial customers 
(tariff groups A, B, C) who changed their energy supplier since 2007 was 183,862. On the other hand, among the 
household tariff in the households – tariff group G – the seller was changed by 511,035 recipients (Urząd..., 2017).

Increasing competition and growing customer awareness have led to the need to look at electricity from 
a different perspective. Competitors strive to respond to the specific needs of each segment by expanding their 
offerings. This is done by expanding energy products and adding more ones not related to energy itself. In this 
way energy products become similar to products offered in other industries and can be described in the following 
product layers scheme:

 – electricity,
 – additional products and services,
 – customer experience.

The first layer is the delivery of electricity – these conditions respond to the preferences of consumers in terms 
of price, exposure to change, consumption in time zones, etc. The next layer is services and products that respond 
to the preferences of consumers in the purchase of products in a combined offer with other products and services, 
the use of new solutions, etc. The last layer is customer experience – it addresses the preferences of recipients 
in the form of settlements, payment terms, level of service, self-service tendencies, contact channels, degree of 
fulfillment of specific needs (Koniec..., 2015).

The development of additional products and services can fulfill three basic functions that improve the 
economics and efficiency of the customer acquisition process:

 – it allows to build an extra margin,
 – it is an element of differentiating the offer, allows the customer to create a value that is equivalent to 

a certain amount of money,
 – it is the basis on which marketing communication can be based.

Selling products from other mass-market industries, while having the potential for improving profitability, can be 
a dangerous strategy in the long run. Mass industries meet the specific needs of customers: the telecommunications 
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industry sells innovation to the customer, banking and financial security. The energy industry also needs to find 
a unique customer need that it can meet.

Energy companies should build a value proposition around energy competencies or associated with the power 
industry. Energy connotations with safety and stability can be used to build a wide range of products.

The energy product is much more than the supply of energy (electricity, gas, heat) – it can be a comprehensive 
media management service. It is important, however, to find a sufficient market for an “energy product”. On mature 
markets, such services are built around home services. Customers living in homes are characterized by greater 
consumption of eclectic energy, gas and have some kind of autonomy over the management of their home 
installations. Therefore, an energy company can develop a wide range of products that support the maintenance 
of not only electricity, but also gas, and hydraulic systems, and support the customer in optimizing the energy 
consumption of his home, such as home warming, photovoltaic panels, etc.

Conclusions
The process of liberalization of the electricity market, among others by unbundling or by introducing the TPA 

principle significantly accelerated the development of the services provided on this market. We can observe that 
apart from the core services resulting from the Transmission System Operator and Distribution Network Operators 
concession services, there are also services provided by trading companies and commercial operators. 

The widespread trend among energy companies is the widening of the offered product – offering energy 
companies a wide range of products and services, both energy-efficient and completely outside the sector’s interest 
(so-called service packages). According to this strategy, power companies are transforming not only into multi-
energy companies that provide different energy sources, but also in multi-media companies providing very diverse 
packages of products and services. In the case of energy companies, the potential product may be both a substitute 
product (e.g. introduction to the offer of electricity companies) and a product complementary to the primary product 
– the energy carrier (e.g. the sale of energy equipment) (Zawada, 2013).

Power companies make a profound change to their approach to customers. Traditionally, when they had 
monopoly status, they identified customers only from the counter or meter side at the end of the power line or 
pipeline. Nowadays it is necessary to know the individual needs, preferences and expectations of clients and collect 
as much information as possible about them. This information can be initially transformed into customer knowledge 
that can be used, inter alia, to predict their behavior and to more accurately determine target segments. This 
involves the use of increasingly sophisticated customer relationship management (CRM) systems and the use of 
data mining techniques (Wiernek, 2008). 

One thing is certain – the market for new services offered by energy companies due to increased competition 
and increased consumer awareness, which will be increasingly sought in the near future, will develop dynamically.
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