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Introduction

The modern world faces numerous challenges that demand a holisticand inte-
grated approach to management in various domains of human activity. The com-
plexity of issues such as economic crises, climate change, social inequalities, and
the need for technological innovation requires a fresh perspective on manage-
ment, one that considers both local and global conditions. The need to simultane-
ously achieve economic, social, and environmental goals drives the development
of sustainable practices that not only address current challenges, but also lay solid
foundations for the future.

The monograph Knowledge - Economy - Society. Integrated Approaches to
Sustainable Management is an attempt to analyse and understand these chal-
lenges from an interdisciplinary perspective. In a rapidly changing economic
and social environment, it is essential to seek solutions that not only respond to
crises, but also improve the resilience of organisations, institutions, and individ-
uals to future threats. In this context, an integrated approach means combining
different disciplines and analytical tools as well as incorporating diverse perspec-
tives — from crisis management to innovations in finance and labour manage-
ment, to ensure quality in the modern economy.

Sustainable management is based on several key principles, such as account-
ability for the consequences of decisions, striving for efficiency in resource use,
and openness to collaboration among various sectors and stakeholders. The com-
mon denominator here is the idea of synergy, which is the combination of efforts,
resources, and competencies to achieve goals that cannot be realised in isolation.

This monograph seeks to explore the topic of sustainable management by
analysing the key areas that play a role in building a sustainable, resilient, and
ethical operating environment. It aims to answer questions about how to effec-
tively integrate different approaches, what barriers organisations face in imple-
menting sustainable strategies, and what tools can support the transformation
toward more integrated management models.



Introduction

This monograph represents a discourse among academics and practitioners
from significant academic centres, addressing escalating and previously unknown
challenges related to contemporary economic issues, shaped by the transforma-
tion of management strategies in the era of sustainable development. We would
like to extend sincere gratitude to the authors of the chapters included in this
publication for their efforts in exploring and discussing these issues.

The authors’ reflections have been divided into two parts, illustrating par-
tial topics within the scope of the subject matter of the study:

I. Crisis Management and Organisational Behaviour.

II. Labour, Finance, and Quality in Modern Economy.

The first part of the monograph, titled Crisis Management and Organisa-
tional Behaviour, covers the issue of transforming contemporary organisations
in the face of uncertainty, threats, and crises. This section begins with a study
emphasising the importance of brand orientation in gaining a competitive
advantage. The next chapter presents the significance of Tangible Modern and
Serious Games (TMSG) as a factor that stimulates cultural knowledge, cultural
economy, and cultural society based on insights from various research studies.
The subsequent chapter, based on original research, explores the impact of
remote communication during the pandemic on the increased interest in con-
ducting online transactions in the contemporary market. An attempt was made
to demonstrate how the restrictions introduced during the pandemic influenced
the change in entity behaviour, the acceptance of online transactions and their
choice on the B2C market. The following chapter presents reflections focused on
illustrating the impact of the Business Analyst (BA) on the business organisa-
tion. The essence of this study lies in the presentation of the research methodol-
ogy, the study design, and the results of the empirical data analysis. In the next
chapter, based on original research, the significance and evaluation of resources
and competencies in finance were characterised by comparing dairy cooperatives
of the Swietokrzyskie Voivodeship with those of the Malopolskie Voivodeship.
The following chapter is devoted to deliberations on agile attributes and surviv-
ing crises from the perspective of the experiences of Polish enterprises. It dis-
cusses the traits of agile employees and presents conclusions and recommen-
dations for companies, emphasising the importance of investing in developing
agile employees’ competencies as a long-term strategy for adaptation and suc-
cess. Expanding on organisational behaviour issues, the next chapter delves into
the significance of the emotional intelligence construct and its relationship with
effective leadership, particularly how emotional intelligence influences employee
engagement at work. This section concludes with a study characterising stand-
ardisation and adaptation marketing strategies in foreign markets by agricul-
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tural machinery manufacturers, analysed through the perspective of export sales
managers’ opinions.

The second part of the monograph, titled Labour, Finance, and Quality in
Modern Economy, highlights reflections that address the postulates of sustain-
able management. The first chapter in this section tackles the issue of mapping
the balance between work and private life in EU countries, highlighting specific
aspects of diversity in this area and their implications for policy and practice.
The following chapter emphasises the role of digitalisation in human resource
migration between industries in the Polish labour market, through the lens of
occupational shifts towards the IT sector. The next chapter outlines the benefits
and limitations of using the Cost Deployment method as a management control
tool and provides recommendations for its application in enterprises. In the sub-
sequent chapter, the process of creating quality using a multi-step set of actions
called Global 8 disciplines is presented as an element of continuous organisa-
tional improvement, which helps reduce variability not only in processes where
inconsistency occurs, but primarily in the approach to problem solving. The next
chapter presents considerations on the identification and characterisation of dif-
ficulties in implementing management control systems based on a case study of
a municipal district heating company. In the following chapter, reflections are
made on the review and characterisation of the perspectives and specifics of
Polish-Serbian scientific collaboration within the framework of EU framework
programmes. The next chapter of the monograph offers a broad context of con-
siderations regarding the identification and characterisation of premises for
conducting research on theatre in management sciences. This part of the mono-
graph concludes with a chapter that addresses the issue of verifying the effective-
ness of discriminant analysis as a tool for predicting corporate bankruptcy.

As scientific editors of this monograph, we would like to sincerely thank all
the authors representing academic institutions such as the Academy of Physical
Education in Krakow, Andrzej Frycz Modrzewski Krakow University, Bialystok
University of Technology, Kazimieras Simonavicius University, Krakow Univer-
sity of Economics, Jan Kochanowski University of Kielce, Josip Juraj Strossmayer
University of Osijek, Polytechnic of Porto, School of Education of Polytechnic
of Porto, School of Banking and Management in Cracow, University of Agri-
culture in Krakow, University of Economics in Katowice, University of Applied
Sciences in Nowy Targ, Wroclaw University of Science and Technology, and
the Reviewers, Professor Ivana Bestvina Bukvi¢ and Professor Anna Surowiec,
for their contributions to the creation and substantive shaping of this publication.

Janusz Nesterak, Bernard Zigbicki
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Chapter 1

The Overlooked Importance of Brand Orientation
in Gaining Competitive Advantage

Bartolomeo Rafael Bialas, Adam Figiel, Janusz Nesterak

1.1. Introduction

The management literature is replete with diverse definitions of competi-
tive advantage. This important business concept, however, still appears to be elu-
sive, vague, and ambiguous. Clayton M. Christensen once famously remarked
that “Competitive advantage is a concept that often inspires in strategists a form
of idol worship — a desire to imitate the strategies that make the most success-
ful companies successful” (Christensen, 2001, p. 105). It would seem that com-
petitive advantage is inextricably intertwined with organisation performance
and profitability. However, it has been observed that a lack of a clear defini-
tion of competitive advantage has led to a noticeable schism between scholars
and practitioners. Tim O’Shannassy succinctly summarises the nature of this
schism when he says that “There has been increasing discussion of and empiri-
cal research into competitive advantage in recent years, however understanding
of what competitive advantage is and distinguishing this concept from organi-
zation performance remains a challenge for the discipline. In recent years there
has also been some discussion of the fleeting nature of competitive advantage
for firms in a challenging, competitive marketplace but little connection of this
discussion to the perceived environmental uncertainty construct (...). The term
‘competitive advantage’ is another of the strategy buzzwords that cause confu-
sion for academics, business executives and consultants (ABCs)” (O’Shannassy;,
2008, pp. 168-169). Another voice of concern comes from Hao Ma who claims
that “Competitive advantage is perhaps the most widely used term in strategic
management, yet it remains poorly defined and operationalized (...). First, com-
petitive advantage does not equate to superior performance. Second, competitive
advantage is a relational term. Third, it is context-specific” (Ma, 2000, p. 15).
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Despite a lack of consensus about the competitive advantage’s academic
scaffolding, one thing seems to unite both scholars and practitioners: “Achiev-
ing and sustaining a competitive advantage is essential for success and long-term
viability” (Kernez, 2024).

1.2. Competitive Advantage and Hypercompetition

There is no doubt that the principal objective for business strategy is to
find a viable way of achieving competitive advantage over the other competing
organisations in a market. However, the increasingly interconnected and inter-
depended global economy transforms business competition into aggressive
hypercompetition. According to Richard D’Aveni, “business has entered a new
era of hypercompetition, shifting dramatically from slow-moving stable oligop-
olies to an environment characterized by a quick-strike mentality on the part
of companies aimed specifically at disrupting the competitive advantage of
market leaders” (Rifkin, 1996). Many business organisations around the world
are currently undergoing a radical transformation modifying how they create,
deliver and capture value to remain relevant. According to the 27th Annual
Global CEO Survey conducted in January 2024 by PwC (Pricewaterhouse-
Coopers), organisations are striving to constantly innovate to attract consumers
and remain profitable. “Whether they’re converting a traditional product to be
software-enabled, looking at customer channels and removing intermediaries,
or expanding the value chain into other segments, most companies are recog-
nizing the need to transform and innovate” (PwC, 2024). It is well accepted
that business has become more competitive. Business executives and consult-
ants are frantically searching for new planning techniques that could invigorate
employees, drum up consumer loyalty, and - in the process - establish advan-
tages over competitors.

In today’s fast-paced business environment, organisations can only succeed
when they stand out from their competitors and offer products or services that
resonate with consumers. It has become very challenging to achieve a satisfactory
level of differentiation in a crowded market. Organisations are forced to dou-
ble down on investments in innovation, value creation, business model experi-
mentation, and brand development. Ross Kernez — Director of Search Marketing
at HPOne, Mentor at Starta Ventures, and Founder of SEOMeetup - contends that
“A competitive advantage is what sets an organization apart from its competitors,
allowing it to generate greater sales or margins and retain more customers. This
advantage stems from various sources, including cost structure, product offer-
ings, market positioning and customer service” (Kernez, 2024). In other words,
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competitive advantage might be conceived of as a unique attribute(s), feature(s),
asset(s), or a combination of idiosyncratic capabilities and/or resources that sets
an organisation apart from the competition, makes customers choose its offerings
over the competing offerings, and gives it an edge in the market. These attributes,
features, assets, can include access to natural resources, access to highly trained,
experienced, and skilled employees, cost structure, segmentation, first-mover
advantage, innovation, strategic location, customer service, operational effi-
ciency, product pricing, product quality, sales and distribution network, patented
technologies and innovations, and a plethora of other factors that would make
an organisation’s offerings unique and superior to those of its rivals (Naatu, 2016,
p. 553). This resource-based view of organisations revolves around the recogni-
tion, identification, and analysis of resources that collectively are represented by
the acronym VRIO (Value, Rareness, Imitability, Organisation). According to Jay
B. Barney and Patrick M. Wright, “Firms create value through either decreasing
product/service costs or differentiating the product/service in a way that allows
the firm to charge a premium price” (Barney & Wright, 1997, pp. 4-5). The fun-
damental problem with this perspective though, is that any one of these attrib-
utes, features, and assets is rarely defensible as a competitive advantage on its
own. And even if an organisation is able to appropriate a single attribute, feature
or capability, it is even more unfeasible for that advantage to be sustainable over
time (Lischer, n.d.).

Following this line of thought, one might suggest that a competitive advan-
tage enables an organisation to occupy a unique - and propitious - position
in the market and establish a brand that can become the preferred choice for
customers. Luigi Cantone and Alessio Abbate are of the opinion that the essence
of competitive advantage lies in a company’s ability to create value for its custom-
ers that exceeds its cost of creating it (Cantone & Abbate, 2006). Cam Caldwell
and Verl Anderson amalgamate the aforementioned definitions and offer one that
comprehensively captures the essence of competitive advantage: “Firms achieve
a competitive advantage when they produce a product or service that meets
customer needs at a lower price, when they offer differentiating features not pro-
vided by competitors, or when they meet the needs of customers nor served readily
by their competitors. Three keys to competitive advantage are 1) to create a market
position that is both unique and valuable, 2) to understand trade-offs associated
with what not to do, and 3) to create fit for company strategies by aligning activi-
ties in a way that best accomplishes the chosen strategy. Achieving a distinctive
competence enables a firm to perform in a way that is elusive to its competitors”
(Caldwell & Anderson, 2017, p. 3).
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These varied definitions - although grounded in different schools of thought
— share the conviction that competitive advantage enables an organisation to
become unique in the eyes of consumers. Following this logic, it can be assumed
that every organisation - like every person - should be unique. Even organisa-
tions that offer products or services that are virtually identical should invest in
establishing an idiosyncratic identity that can ultimately set them apart from
their me-too competitors (Allen, 2017). It must be noted, however, that com-
petitive advantage is not “a static platform and must be sustained over a long
period to be leveraged. Competitive advantage must be continuously worked on
and new angles must either be found or existing ones should be strengthened
or revitalized. Sustainable competitive advantage, therefore, is always a ‘work-
-in-progress’ agenda for a firm. However, if the process is continuous, when can
a firm be said to have a sustained competitive advantage?” (Khan & Panwar, 2019,
pp. 215-216). An elegant answer to this question is offered by Jay B. Barney who
- in his seminal paper Firm Resources and Sustained Competitive Advantage -
stated that “A firm is said to have a sustained competitive advantage when it is
implementing a value creating strategy not simultaneously being implemented
by any current or potential competitors and when these other firms are unable
to duplicate the benefits of this strategy” (Barney, 1991, p. 102). In other words,
competitive advantage can be conceptualised in terms of a differential advantage
that gives the customers a compelling reason for choosing — and preferring — one
brand over other brands. The competitive advantage is what sets an organisation
apart — both from the rivals and in the minds of the consumers. When this advan-
tage cannot be easily duplicated by rivals, it becomes sustainable by erecting bar-
riers to entry for new competitors (Khan & Panwar, 2019, p. 216). Competitive
advantage allows an organisation to reap the benefits of superior margins and
generate value for the organisation and its shareholders. It acts as a protective
moat since it cannot be easily duplicated and is exclusive to an organisation.

1.3. Why Brand Is the Ultimate Competitive Advantage

“No matter the industry, product, customer or size, a company’s brand is
its single most important asset” — says Blair Brady (2020). The proposition that
a brand must be treated as the most important corporate asset is currently gain-
ing momentum, but still is viewed by many - scholars and practitioners alike —
with skepticism. However, looking at competitive advantage from the customer
satisfaction perspective, numerous scholars have observed that our contempo-
rary consumer culture has changed dramatically, and this seismic shift justifies
the increasing importance placed by managers on brands. The purchasing act -
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posit Liviu Craciun and Catalin Mihail Barbu - “has become more than an action
to satisty the basic needs. The consumers search for explanations, motivations,
associations of the buying decision with familiar elements in order to achieve
the maximum satisfaction. Brands have become more than an element of iden-
tification and differentiation: they capture and influence the decision-making
process; they create urgency and addiction. Brands sell ideas rather than prod-
ucts. The brand is the magnet that production needs in order to attract con-
sumers” (Criciun & Barbu, 2014, p. 69). Assets, features, capabilities, and skills
that are transformed into building blocks of competitive advantage “can be
created from multiple attributes like product quality, technology, innovative-
ness, reliability, brand image, firm reputation, durability, and customer service.
Democratization brought about by technology and process improvements has
shortened the life-cycles of products. Products become commoditized faster than
in the past (...). Differentiation from competitors can also be achieved through
brand positioning and brand image, however, such a differentiation can only be
established from the customer’s point of view” (Khan & Panwar, 2019, p. 217).

A brand is not just a memorable name, logo, term, sign, symbol, design,
or advertising campaign created to identify the goods or services of one seller or
group of sellers and differentiate them from those of rivals (Naatu, 2016, p. 551).
A brand is how an organisation interacts with the world - internally with its
employees, and externally with its customers. The brand strategy is the essence
and foundation of the organisation’s culture, its raison d’étre; it establishes
an organisation’s values, vision, and strategic intent. Numerous scholars have
indicated empirically that brands are “assets constitutive of intellectual capital
value, significant drivers and creators of market capitalization, reputation and
public integrity” (Naatu, 2016, p. 551). The brand is a constellation of a prom-
ise, personality, identity, look, service, memorability, culture, values and beliefs,
processes, and tangible attributes that make up the essence of an organisation.
The brand should become the very core of all management efforts. Branding
- if embraced as a management philosophy - can instantly define what makes
a product/service more desirable than similar offerings. According to the Brand
Finance Report released by the Institute of Practitioners in Advertising (IPA)
in the UK in October 2022, “the top 50 brands in the UK delivered 30% higher
returns in 2021, but brands that had a high brand value to equity value ratio had
a figure of 80%. The report also indicates that strong brands are a critical strategic
asset that deliver value (...) The findings are based on analysis of the Standard and
Poors 500 and data from the FTSE 100 benchmarks” (Kay-McClean, 2022). When
organisations adopt this asset view of the brand, branding is no longer perceived
as a strictly tactical business instrument operated by middle-level managers
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(or an outside agency) in order to generate short-term sales. Rather — says David
Aaker - “branding should be seen as an overarching business philosophy guiding
every decision and every action” (Aaker, n.d.).

There is no doubt that a brand has evolved from marketing tool to manage-
ment philosophy that can fundamentally shape the future, performance, and prof-
itability of an organisation. Marc Cloosterman asserts that “understanding the
financial impact of brands is crucial. By leveraging the full potential of their
brands, organizations can drive sustainable revenue growth, enhance share-
holder value, cultivate customer loyalty, attract top talent, enhance the license to
operate, and assist companies in navigating disruptive market forces with finan-
cial resilience” (Cloosterman, 2023). It has also been discovered that strongly
branded organisations bounced back quicker from financial crises and retained
their profitability (Kay-McClean, 2022).

Numerous scholars from varied disciplines have come to a realisation that
intangible assets are rapidly becoming a significant source of value for organisa-
tions. Writing for the Wall Street Journal, Vipal Monga observes how RadioShack
- pushed into bankruptcy in 2015 - valued its intangibles (brand and customer
data) and sold them for $26.2 million. Similarly, a huge percentage of META’s
worth is connected to its intangibles: The stock market values META Platforms,
Inc. (META) at $562.19 billion (6.22.2024). As of June 22, 2024, its assets minus
liabilities totaled $159.52 billion. The difference between the two could serve as
a proxy for the value of META’s vast troves of user data, the algorithms it cre-
ates to mine that data, and its brand (Cox, n.d.). In 2023, Coca-Cola’s brand was
valued at $106.1 billion, an eight percent increase compared to 2022 (Faria, 2024).
As a comparison, Coca-Cola’s tangible book value for fiscal years ending Decem-
ber 2019 to 2023 averaged $9.092 billion. This clearly shows that tangible assets
account for 8% of the brand’s market value.

A massive shift has occurred over the last four decades towards intellectual
capital, which is now what drives the economy. Three decades ago, as much as
95% of the average corporation’s value consisted of tangible assets, according to
a report by Thomas Reuters and Interbrand. Today 75% of that average corpora-
tion’s value is intangible (Brigham, 2010). According to Ocean Tomo - an intel-
lectual property merchant bank — between 1995 and 2015, the share of intangible
asset market value increased from 68% to 84%. In 2020, intangible assets com-
manded 90% of the S&P 500 market value (Ocean Tomo, n.d.). Margaret Molloy
- Chief Marketing Officer of strategic branding agency Siegel+Gale - very clearly
states that strong brands have a well-documented ability to raise company share
price. She points to the fact that consumers’ willingness to purchase, recom-
mend, work for, and invest in a company is driven 60% by their perceptions
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of the company and only 40% by their perceptions of its products (Molloy, 2020).
And according to a survey released jointly by the World Economic Forum and
the Fleishman-Hillard public relations firm, three-fifths of chief executives said
they believed corporate brand and reputation represented more than 40% of their
company’s market capitalisation (Brigham, 2010).

Brands - says Tom Roach - “are probably the most powerful and versatile
business tool ever invented. And yet there’s a growing breed of business leaders
who behave as if creating a famous, preferred, distinctive brand is an unneces-
sary luxury” (Roach, 2020). Research conducted by McKinsey shows that CEOs
who prioritise strategic brand management stand to improve their bottom lines.
B2C organisations that prioritise strategic brand management are three times
more likely to achieve greater than 5% revenue growth, and B2B organisations
are more than twice as likely to do so (Kelly, 2023). John Zeigler unabashedly
states that “many CEOs do not appreciate the financial significance of getting
branding right. In today’s economic scenario brand and intangible values cannot
be left uncounted as they bear upon the very destiny and survival of a firm (...)
Brands create choice, build trust and loyalty, drive a premium price and pro-
vide an important source of competitive advantage and the resultant share price”
(Zeigler, 2014).

1.4. Conclusion

It is very difficult to build a strong brand in today’s hypercompetitive
business environment. Chief executives are constantly inhibited by a plethora
of substantial pressures and obstacles rendering the brand building process
challenging and erratic at best and marginal or nonexistent at worst. Pressure
to compete on price, proliferation of competitors, media and market fragmenta-
tion, bias towards changing strategies, short-termism, and pressure to invest else-
where are just examples of factors that prevent CEOs from investing in strategic
brand management and brand orientation (Drypen, 2008). As ad man Jeremy
Bullmore puts it, “brands are fiendishly complicated, elusive, slippery, half-real,
half-virtual things. When CEOs try to think about brands, their brains hurt”
(Basis, 2022). Abundant research studies support the case for brand investment.
Interbrand’s Best Global Brands and Millward Brown’s BrandZ ranking support
the notion of the competitive lift that brands bestow upon organisations (Molloy,
2020). Businesspeople should consider the brand as a dominant management
philosophy rather than marginal tactical tool. Brand orientation - if embraced by
the entire organisation — can lead to the establishment of a competitive advantage
characterised by longevity and resilience.
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Chapter 2

The Role of TMSG as Booster for Cultural Knowledge,
Cultural Economy and Cultural Society

Maria Inés Pinho, Sérgio Veludo Coelho

2.1. Introduction

Cultural Heritage (CH) encompasses the legacy of physical artefacts and
intangible attributes inherited from past generations. Preserving and promoting
this heritage is crucial for maintaining cultural identity and educating future
generations. Tangible Modern and Serious Games (TMSG), which combine phys-
ical interaction with digital gameplay, offer a novel approach to engage the public
with CH. These games can enhance learning, motivation, and appreciation of
CH by providing immersive and interactive experiences, both physical and digi-
tal. This chapter aims to explore how TMSG can be an asset in CH, drawing on
insights from various research studies.

TMSG and CH offer interactive and appealing experiences that enhance
learning, promote awareness, and facilitate the exploration of heritage sites,
both in digital and table top environments. These TMSG leverage advancements
in technology, such as virtual and augmented reality, and in this sense create
immersive environments that allow users to interact with cultural artefacts and
monuments in a meaningful way. But if played in a conventional table board,
all the assets offered by digital technologies can be preserved by the game design
and rules playsets.

The TMSG are also a very useful method of socialising groups such as stu-
dents, parents, families or researchers. The gaming activity, whatever their cat-
egories, goes far beyond the mere ludic challenge to become a powerful enhancer
of group dynamics. By incorporating elements of gameplay, storytelling, and
educational content, TMSG can effectively convey the intangible aspects of CH,
such as traditions, beliefs, and historical events.
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2.2. TMSG as Powerful Tool for Cultural Knowledge, Cultural Economy
and Cultural Society

The concept of Cultural Knowledge has been applied to the area of health
and nursing (Sharifi, Adib-Hajbaghery & Najafi, 2019). However, anyone who
reads this term seems to make more sense for matters linked to Culture or spe-
cifically to the Management of CH (Spennemann, 2023).

The process of this type of knowledge goes through the following phases:
producing information and, based on that information, producing knowledge
and, based on that knowledge, wisdom. In the context of the globalisation
of information, memory was the method of knowing; the organisation, pro-
cessing and retrieval of information was the structure. Currently, the pillars of
the new knowledge society are based on productivity and utility and this has
transformed knowledge into more than productive information. Using TMSG
helps with the transition from one phase to another (Riith & Netzer, 2020). Like-
wise, the use of artificial intelligence makes it possible to interpret the values
of CH (Spennemann, 2023).

With the integration of the global economy in industrialised countries,
the number of citizens coming from diverse cultural backgrounds with different
social, cultural and educational attributes and needs has proliferated and with it,
the concept of cultural competence, in the sense of the ability to respond to cul-
tural diversity within systems of society. In another way, cultural competence is
an umbrella term that involves attitudinal or behavioural concerns at the indi-
vidual level, as well as policy or procedural concerns at the organisational or sys-
tem level. Talking about cultural competence implies:

B cultural safety (where there is no discrimination, where cultural provid-
ers and cultural audiences are respected and involved in decision-making
(Mousazadeh et al., 2023),

B intercultural competence (where the individual functions in another cul-
ture different than their own (Greene-Moton & Minkler, 2020),

B transcultural culture (related to the differences and similarities of com-
parative cultural care between cultures, in order to help the citizen, of each
country, to achieve and maintain cultural practices of significant quality,
respecting the CH of their local heritage) (Chen et al., 2023).

Cultural knowledge, then, refers to gaining a solid educational foundation
about various cultural groups to better understand customers’ different beliefs,
values, and behaviours. The necessary knowledge generally involves “dos” and
“don’ts” when interacting with audiences from different cultures (Zander, 2007).
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With these principles, unintentional cultural offenses can be avoided and public
trust can be established (Starr & Wallace, 2011).

Thus, Cultural Knowledge means knowing the cultural characteristics,
namely: the history, values, beliefs, behaviours of a cultural or ethnic group and
precedes “informed knowledge (cultural awareness)” which is nothing more than
being open to the idea of changing cultural attitudes and prepared to think in
different directions while making use of their own knowledge and experience
(Jasurbek, Irodaxon & Malohatoy, 2023).

Economy and Culture are two concepts that, at first glance, seem to have
little connection. In fact, the first is concerned with maximising the return from
a productive activity. The second ensures that the democratisation of culture is
truly accessible to everyone.

However, several authors have sought to prove that it is possible to speak
of a Cultural Economy. Their research helped to understand that this field is
dynamic and multidimensional, showing the importance of cultural resources
and activities in promoting economic growth, innovation and quality of life.

Among the authors who contributed to this scientific advance, the follow-
ing stand out:

B Richard Florida: who studied the economic significance of creativity and
culture, in addition to exploring how cultural industries and cultural facili-
ties, in general, contribute to economic growth and prosperity in cities and
regions (Florida & Adler, 2020),

® David Throsby: who examined the economic value of culture, particu-
larly in terms of the Economy of Arts, CH and Cultural Policies (Throsby;,
Zednik & Aranfa, 2021),

® John Hartley: who wrote about the economic dimensions of culture and
media, exploring topics such as cultural production, consumption and poli-
tics, as well as the role of creativity in economic development (Hartley, 2021),

B  Andy Pratt: who contributed to the understanding of creative industries
and the cultural economy, offering critical perspectives on the concept
of creative economy and its implications for cultural policy and practice
(Pratt, 2021),

®  Ruth Towse: who deepened the understanding of how economic principles
apply to cultural goods and the challenges and opportunities of the cultural
and creative sectors (Towse & Herndndez, 2020),

B Bruno Frey: who combined economics with other social sciences, namely
Psychology, to understand the Cultural phenomenon. His contribution is
therefore based on understanding the economic dimensions of culture and
the arts (Frey & Briviba, 2023).
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In the management of CH, the concept of Cultural Economy refers to
the economic aspects of preserving, promoting and using CH assets for sustain-
able development. And it involves strategies to maximise the economic value
of cultural heritage, while ensuring its conservation and protection for future
generations. In addition, it covers various activities, including tourism, crea-
tive industries, cultural events and products and services related to heritage and
emphasises the potential of CH in terms of contributing to local economies, par-
ticularly with regard to: creating jobs, attracting investment and improving cul-
tural identity and pride (Borowiecki, Gray & Heilbrun, 2023; Bille, 2024).

It is concluded that the Cultural Economy concerns the intersection of cul-
ture and economy, covering the production, distribution, consumption and
exchange of goods, services and cultural activities within society. In this sense,
it involves economic aspects such as those related to:

B cultural production (at the level of arts and culture industries),
the means of communication and entertainment,
heritage and tourism,
creative industries,
intellectual property.
It is stated that this concept emphasises the economic value of cultural
goods, expressions and practices, as well as their role in promoting economic
development, innovation and employment.

The concept of Cultural Society refers to a community or society where
cultural values, practices and expressions play a central role in shaping social
interactions, institutions and identities (Feischmidt, 2020). In a Cultural Society,
culture is not seen simply as a set of traditions or artefacts, but as a dynamic
force that influences all aspects of life, including politics, economics, education
and everyday behaviour. Cultural societies prioritise the preservation, promotion
and celebration of cultural diversity and heritage, while promoting social cohe-
sion, mutual respect and understanding between different groups (Aykag, 2021;
Karayiannides, 2023).

At the level of CH management, the concept of Cultural Society refers to
a community or society where CH is deeply valued, actively preserved and mean-

ingfully integrated into various aspects of social life. Following this, CH Manage-
ment in a Cultural Society involves strategies and practices aimed at involving
communities, promoting cultural participation and promoting the sustainable
management of heritage resources. It emphasises the importance of recognising
diverse cultural identities, traditions and narratives, and empowering communi-
ties to take ownership of their heritage (Wollentz, 2020).
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Among the authors who address heritage issues in conjunction with
community involvement, Smith (2020) stands out. Through her conception
of “authorised heritage discourse,” she highlights the dominant narratives and
power dynamics that shape conservation practices of heritage and the need to
challenge them to create more inclusive and culturally responsive approaches.

From another perspective, Isar (2023) explores the role of CH in promoting
social cohesion, identity formation and sustainable development. It emphasises
the importance of cultural democracy and participatory approaches to CH man-
agement, which prioritise the voices and aspirations of diverse communities.

Macdonald (2022), on heritage and museum studies, addresses the rela-
tionships between heritage, memory and identity in contemporary societies.
Her writings explore how museums and heritage sites can serve as spaces for
dialogue, reflection and engagement, fostering connections between past, present
and future generations.

As for Harrison, Dias and Kristiansen (2023), they emphasise the need for
heritage management approaches that respond to the diverse and often contested
meanings of heritage in multicultural societies.

2.3. TMSG and Cultural Knowledge, Cultural Economy
and Cultural Society

There is a connection between TMSG and Cultural Knowledge, Cultural
Economy and Cultural Society.

In other words, the connection between Cultural Knowledge and TMSG
lies in their use as tools to transmit, explore and improve the understanding
of cultural knowledge. In this sense, they intersect because they have educational
objectives and with a view to cultural knowledge (Ullah et al., 2022). As such,
they can be adapted to educate players about specific cultures, helping them
understand and appreciate different cultural perspectives and practices.

Furthermore, and according to Kuhail et al. (2022), TMSG take advantage
of interactive and immersive elements (such as storytelling, role-playing or simu-
lations) to create engaging learning experiences. These elements can be used to
present cultural knowledge in a way that is both engaging and informative, that
is, for example, players can navigate a virtual environment that mimics a specific
cultural environment, they can participate in cultural rituals, or they can solve
problems, using culturally specific knowledge

By engaging in TMSG that incorporate cultural knowledge, players can
develop greater understanding and sensitivity toward different cultures. This
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can promote empathy and reduce cultural prejudices and stereotypes (Olejni-
czak, Newcomer & Meijer, 2020). Alternatively, games can present scenarios that
challenge players to consider cultural perspectives different from their own, pro-
moting cultural awareness and inclusion.

From the perspective of Tzima, Styliaras and Bassounas (2020) TMSG can
serve as a means to preserve CH and disseminate it to a wider audience. They can
document and simulate traditional practices, histories and stories, ensuring they
are passed on to future generations.

This is particularly valuable for cultures that may be at risk of losing their
heritage, due to globalisation or other factors. Through TMSG, these cultures can
reach a global audience and maintain their traditions in an interactive format.

TMSG development often involves collaboration between game developers,
cultural experts, educators, and community members. This collaborative process
in itself can be a form of cultural exchange and knowledge sharing.

The TMSG can be used as tools in intercultural training programmes, help-
ing individuals from different backgrounds understand and work together more
effectively (Bender & Erle, 2023).

TMSG provide a dynamic and interactive platform to explore and dissemi-
nate Cultural Knowledge. They engage players in meaningful experiences that
educate, promote cultural sensitivity, preserve CH and facilitate intercultural
understanding.

The connection between the concept of Cultural Economy and TMSG lies in
the potential of those games to contribute to economic activities related to culture.
Therefore, from this perspective, TMSG promote economic development, as they
create opportunities for the development and commercialisation of cultural prod-
ucts and services. By monetising cultural content through TMSG, economic value
is generated in the cultural sector (Saitua-Iribar, Corral-Lage & Pefia-Miguel, 2020).

TMSG can also support cultural tourism by providing immersive experi-
ences that allow players to virtually explore cultural landmarks, traditions and
historical sites (Arif et al., 2023).

As in Cultural Knowledge and also in Cultural Economy, TMSG can be
used for educational and cultural training purposes. Examples include language
learning, the development of intercultural skills and heritage preservation skills
(Manshoven & Gillabel, 2021). Institutions and organisations that invest in edu-
cation and cultural training can use TMSG as tools to improve their programmes,
potentially attracting more students and generating revenue.

In the relationship between TMSG and the three concepts, it only remains
to address the connection between the concept of Cultural Society and TMSG.
This lies in its potential to promote involvement, participation and cultural

29



Maria Inés Pinho, Sérgio Veludo Coelho

expression in society. In another way, TMSG can serve as interactive platforms
for cultural exploration, dialogue and community building, thus contributing
to the development of vibrant and inclusive cultural societies. More specifically,
and according to Fonseca et al. (2021), TMSG can promote community involve-
ment, providing opportunities for individuals to participate in cultural activi-
ties and events in virtual environments. These games can facilitate connections
between individuals from different backgrounds, promoting a sense of belonging
and cultural identity in communities.

From the perspective of Pang, Leung and Cheng (2024) TMSG can serve as
a means of cultural expression, allowing developers and players to explore and
share narratives, traditions and cultural values. Through gameplay, players can
experience and interact with different cultural perspectives, promoting empathy;,
understanding and appreciation of cultural diversity.

Finally, TMSG can raise awareness about the importance of cultural pres-
ervation and conservation efforts in society (Capecchi et al., 2023; Pang, Leung
& Cheng, 2024).

2.4. Conclusion

The reflection developed in this paper permitted to conclude that TMSG rep-
resent a valuable asset in the field of Cultural Heritage, offering innovative ways to
engage the public and enhance learning experiences. By leveraging advancements
in technology and incorporating interactive and immersive elements, TMSG can
effectively communicate cultural content and foster a deeper appreciation of CH.
However, ongoing research and development are needed to address existing chal-
lenges and fully realise the potential of TMSG in this domain.

The literature review carried out throughout this work allowed understand-
ing the concepts of Cultural Knowledge, Cultural Economy, and Cultural Soci-
ety linked to CH and the use of TMSG. It can be seen that the technological
change currently being experienced presents itself as a complex and multifaceted
phenomenon that encompasses the different ways in which culture shapes social
life and human experience. This work emphasises the importance of recognising
and valuing cultural diversity and creativity in building inclusive and vibrant
societies, constituting the TMSG as an instrument to help with the transition.

In fact, TMSG not only facilitate a deeper engagement with CH through
interactive storytelling and experiential learning but also foster critical thinking
and empathy by placing users in diverse cultural contexts. The tangible nature
of these games allows for a more hands-on approach to learn, making abstract
cultural concepts more concrete and accessible. Players can immerse them-
selves in historical events, understand different cultural practices, and appre-
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ciate the significance of various cultural artefacts through active participation
rather than passive observation. Moreover, TMSG can bridge generational gaps,
offering a platform where both the young and the old can explore and appreci-
ate cultural narratives together, thus promoting intergenerational dialogue and
learning. These games can be designed to appeal to a wide age range, making CH
accessible to younger generations who may prefer interactive digital mediums
over traditional methods. This shared experience can help in transmitting cul-
tural knowledge and values from one generation to another, ensuring continuity
and relevance in a rapidly changing world.

Concerning Enhancing Community Engagement and Cultural Democ-
racy, this research highlights the importance of community engagement, cultural
democracy, and inclusive heritage practices in building resilient and vibrant soci-
eties. TMSG can be instrumental in fostering a sense of community by involving
local populations in the creation and dissemination of cultural content. Commu-
nity members can contribute their own stories, artefacts, and traditions, making
the games more authentic and representative of their cultural heritage. This par-
ticipatory approach democratises cultural heritage, allowing diverse voices to be
heard and valued.

Moreover, the ability of TMSG to adapt to diverse cultural contexts and
their potential to be customised to reflect local heritage and traditions makes
them an invaluable tool in promoting cultural sustainability and resilience.
Games can be tailored to highlight specific cultural narratives, traditional prac-
tices, and local histories, ensuring that these elements are preserved and cele-
brated. This customisation not only makes the games more relevant to local audi-
ences but also supports the broader goal of cultural preservation in a way that is
dynamic and engaging.

Considering future research and as this was an exploratory investigation,
it is proposed that a mixed methodology should be implemented in forthcom-
ing studies, which will assess the extent to which signs of articulation between
TMSG and the thrust of Cultural Knowledge are visible in this post-pandemic
phase. Those revisions should focus on both qualitative and quantitative meas-
ures to evaluate the effectiveness of TMSG in enhancing cultural knowledge, fos-
tering community engagement, and promoting cultural sustainability.

References
Arif, Y. M,, Putra, D. D., Wardani, D., Nugroho, S. M. S., & Hariadi, M. (2023). Decen-
tralized Recommender System for Ambient Intelligence of Tourism Destinations Serious

Game Using Known and Unknown Rating Approach. Heliyon, 9(3), e14267. https://doi.org/
10.1016/j.heliyon.2023.e14267

31



Maria Inés Pinho, Sérgio Veludo Coelho

Aykag, N. O. (2021). An Overview on Globalization Discussions through the Concept of
Culture. Culture and Civilization, 1(1), 7-17.

Bender, M., & Erle, T. M. (2023). Serious Games for Intercultural Skills: Harnessing
Horizontal and Vertical Asymmetries in Expertise and Dversity across the Curricu-
lum. In: S. Bax, G. van der Laan, T. Leesen (Eds), Breaking Barriers: Innovation through
Collaboration (pp. 67-79). Tilburg University.

Bille, T. (2024). The Values of Cultural Goods and Cultural Capital Externalities: State
of the Art and Future Research Prospects. Journal of Cultural Economics, 48, 347-365.
https://doi.org/10.1007/S10824-024-09503-3

Borowiecki, K. J., Gray, C. M., & Heilbrun, J. (2023). The Economics of Art and Culture.
Cambridge University Press.

Capecchi, I., Bernetti, I., Borghini, T., & Caporali, A. (2023). CaldanAugmenty -
Augmented Reality and Serious Game App for Urban Cultural Heritage Learning.
In: L. T. De Paolis, P. Arpaia, M. Sacco (Eds), Extended Reality. XR Salento 2023. Lecture
Notes in Computer Science, Vol. 14219 (pp. 339-349). Springer.

Chen, S., Zhang, K., Li, X., Ye, H,, Lin, K. J., & Law, R. (2023). ChatGPT: Cross-cultural
Tourism Research Imperative. Journal of Economics and Management, 45(1), 137-146.
https://doi.org/10.22367/jem.2023.45.07

Feischmidt, M. (2020). Memory-politics and Neonationalism: Trianon as Mythomoteur.
Nationalities Papers, 48(1), 130-143. https://doi.org/10.1017/nps.2018.72

Florida, R., & Adler, P. (2020). Creative Class and the Creative Economy. In: S. Pritzker,
M. Runco (Eds), Encyclopedia of Creativity (3rd ed.) (pp. 222-225). Academic Press.

Fonseca, X., Slingerland, G., Lukosch, S., & Brazier, F. (2021). Designing for Meaningful
Social Interaction in Digital TMSG. Entertainment Computing, 36, 100385. https://doi.org/
10.1016/j.entcom.2020.100385

Frey, B. S., & Briviba, A. (2023). Two Types of Cultural Economics. International Review
of Economics, 70(1), 1-9. https://doi.org/10.1007/s12232-022-00410-7

Greene-Moton, E., & Minkler, M. (2020). Cultural Competence or Cultural Humility?
Moving beyond the Debate. Health Promotion Practice, 21(1), 142-145. https://doi.org/
10.1177/1524839919884912

Harrison, R., Dias, N., & Kristiansen, K. (Eds). (2023). Critical Heritage Studies and
the Futures of Europe. UCL Press.

Hartley, J. (2021). Advanced Introduction to Creative Industries. Edward Elgar Publishing.

Isar, Y. R. (2023). Europe in the World: Towards Global Cultural Citizenship. In: C. Bai-
ley, E. Theodoulou Charalambous, G. Drion (Eds), Cultural Governance: Current and
Future European Perspectives (pp. 187-202). Routledge.

Jasurbek, E., Irodaxon, E., & Malohatoy, Y. (2023). Cross-cultural Awareness. Obrazovaniye
nauka i innovatsionnyye idei vmire, 20(4), 114-118.

Karayiannides, E. (2023). Stuart Hall, Development Theory, and Thatcher’s Britain.
Modern Intellectual History, 20(4), 1273-1296. https://doi.org/10.1017/S1479244322000555

Kuhail, M. A, ElSayary, A., Faroogq, S., & Alghamdi, A. (2022). Exploring Immersive
Learning Experiences: A Survey. Informatics, 9(4), 75.

Macdonald, S. (2022). Doing Diversity, Making Differences. Cultural Heritage Studies, 13.
https://doi.org/10.14361/9783839464090

32



Chapter 2. The Role of TMSG as Booster for Cultural Knowledge...

Manshoven, S., & Gillabel, J. (2021). Learning through Play: A Serious Game as a Tool
to Support Circular Economy Education and Business Model Innovation. Sustainability,
13(23), 13277. https://doi.org/10.3390/su132313277

Mousazadeh, H., Ghorbani, A., Azadi, H., Almani, F. A., Zangiabadi, A., Zhu, K,
& David, L. D. (2023). Developing Sustainable Behaviors for Underground Heritage
Tourism Management: The Case of Persian Qanats, a UNESCO World Heritage Prop-
erty. Land, 12(4), 808. https://doi.org/10.3390/1and12040808

Olejniczak, K., Newcomer, K. E., & Meijer, S. A. (2020). Advancing Evaluation Practice
with TMSG. American Journal of Evaluation, 41(3), 339-366.

Pang, W. Y. ], Leung, B. W.,, & Cheng, L. (2024). The Motivational Effects and Educa-
tional Affordance of TMSG on the Learning of Cantonese Opera Movements. Interna-
tional Journal of Human-Computer Interaction, 40(6), 1455-1464. https://doi.org/10.108
0/10447318.2022.2112567

Pratt, A. C. (2021). Creative Hubs: A Critical Evaluation. City, Culture and Society, 24,
100384. https://doi.org/10.1016/j.ccs.2021.100384

Riith, R., & Netzer, T. (2020). The Key Elements of Cultural Intelligence as a Driver for
Digital Leadership Success. Leadership, Education, Personality: An Interdisciplinary Jour-
nal, 2(1), 3-8. https://doi.org/10.1365/s42681-019-00005-x

Saitua-Iribar, A., Corral-Lage, J., & Pefia-Miguel, N. (2020). Improving Knowledge about
the Sustainable Development Goals through a Collaborative Learning Methodology and
Serious Game. Sustainability, 12(15), 6169. https://doi.org/10.3390/su12156169

Sharifi, N., Adib-Hajbaghery, M., & Najafi, M. (2019). Cultural Competence in Nursing:
A Concept Analysis. International Journal of Nursing Studies, 99, 103386. https://doi.org/
10.1016/j.ijnurstu.2019.103386

Smith, L. (2020). Uses of Heritage. In: C. Smith (Ed.), Encyclopedia of Global Archaeology
(pp. 10969-10974). Springer International Publishing.

Spennemann, D. H. R. (2023). ChatGPT and the Generation of Digitally Born “Knowl-
edge”™ How Does a Generative AI Language Model Interpret Cultural Heritage Values?
Knowledge, 3(3), 480-512. https://doi.org/10.3390/knowledge3030032

Starr, S. S., & Wallace, D. C. (2011). Client Perceptions of Cultural Competence of Com-
munity-based Nurses. Journal of Community Health Nursing, 28(2), 57-69. https://doi.org/
10.1080/07370016.2011.564057

Throsby, D., Zednik, A., & Araia, J. E. (2021). Public Preferences for Heritage Conser-
vation Strategies: A Choice Modelling Approach. Journal of Cultural Economics, 45,
333-358. https://doi.org/10.1007/s10824-021-09406-7

Towse, R., & Hernandez, T. N. (Eds). (2020). Handbook of Cultural Economics. Edward
Elgar Publishing.

Tzima, S., Styliaras, G., & Bassounas, A. (2020). Revealing Hidden Local Cultural Herit-
age through a Serious Escape Game in Outdoor Settings. Information, 12(1).

Ullah, M., Amin, S. U., Munsif, M., Yamin, M. M., Safaev, U., Khan, H., Khan, S.,
& Ullah, H. (2022). Serious Games in Science Education: A Systematic Literature. Virtual
Reality & Intelligent Hardware, 4(3), 189-209.

33



Maria Inés Pinho, Sérgio Veludo Coelho

Wollentz, G. (2020). The Cultural Heritage as a Resource in Conflict Resolution — Possi-
bilities and Challenges. Cadernos do LEPAARQ (UFPEL), 17(34), 74-90. https://doi.org/
10.15210/LEPAARQ.V17134.19473

Zander, P. E. (2007). Cultural Competence: Analyzing the Construct. Journal of Theory
Construction & Testing, 11(2), 50-54. https://doi.org/10.1016/j.ijnss.2012.08.22

34



Chapter 3

The Surge in Online Transaction Interest Following
the COVID-19 Pandemic
and Trust between Entities in the B2C Sector

Grazyna Plichta

3.1. Introduction

In today’s market, most companies utilise various digital devices and sys-
tems to enhance their market efficiency. Since the mid-1990s, when the com-
mercial use of the Internet began, many companies have entered the e-commerce
market. These companies were aware that having an online presence brings many
competitive advantages compared to traditional businesses. The digital revolu-
tion and the development of Internet technologies have significantly influenced
the successful development of e-commerce. It is worth noting that the develop-
ment of e-commerce has accelerated significantly due to the restrictions on con-
tact and traditional sales introduced during the COVID-19 exogenous shock.
During the pandemic, due to formal guidelines for conducting transactions
online, consumers were, to some extent, forced to conduct transactions in this
mode. During the exogenous shock, existing companies were suggested to sig-
nificantly expand their operations to include modern technologies. Various tools
for remote communication with customers were made available for use. During
this period, wide and adequate access to online transactions for customers’ needs
meant that this form was not only accepted but also positively evaluated. Con-
sumers who conducted transactions online during this period noticed many
advantages of this form. They largely accepted the online mode and got used to it.
Since they liked it, they did not want to give it up but continued to use it. This had
a significant impact on maintaining and developing this form of business opera-
tions after the lifting of pandemic restrictions. The remote form has remained
and is widely used in today’s market. It can be assumed that the pandemic con-
tributed to the increased interest in conducting online transactions in the B2C
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market. Considering the level of activity in the modern market in the remote
form, it can be assumed that online transactions will be permanent.

Online transactions involve a lack of direct contact between entities. Con-
sequently, building “virtual” relationships between them at a good level is often
a problem. In e-commerce, there is only an “image” of the transaction object and
a promise from the offeror that it meets the declared characteristics, which often
causes uncertainty and risk. Risk is perceived by consumers to come, for example,
from the tools and technologies used, also due to the frequent need to transmit
so-called sensitive data over the network. The perceived risk is also significantly
related to, among others, the lack of a description of the benefits and potential
threats associated with concluding transactions remotely. This may be negatively
correlated with the acceptance and willingness to enter into a transaction.

A key factor that determines the perceived level of risk is trust. Trust plays
a significant role in decision-making processes related to the purchase of goods
and services online. In e-commerce, problems with contact and building rela-
tionships between stakeholders are particularly evident at every stage of con-
tact in the B2C sector. Trust is a factor that has a significant impact on build-
ing relationships between them. A higher level of trust increases the durability
of relationships and reduces uncertainty in relationships in the B2C market.
It can be assumed that trust is an essential element in the process of building
relationships between entities in e-commerce.

This study examines the impact of the necessity for remote communication
during the pandemic on the increased interest in conducting online transactions
in the contemporary market. An attempt was made to show how the restric-
tions introduced during the pandemic influenced the change in the behaviours
of entities, the acceptance of online transactions, and their choice in the B2C
market. It was assumed that the introduced pandemic restrictions contrib-
uted to the increased interest in communication and conducting transactions
online even after the pandemic. To thoroughly present the issue, the verification
of the adopted assumptions was carried out based on an analysis of available
reports, subject literature, and own research (CAWI survey research).

Considering the issues raised and the assumptions adopted, the initial part
of the study describes issues regarding the dynamic development of e-commerce
during COVID-19 and the interest in online transactions in the B2C market also
after the pandemic. Because trust is essential when transactions are carried out
remotely, the next part of the study is devoted to trust, a factor necessary to achieve
business continuity and e-commerce success. In the final part of the study, pre-
senting the results of my own research, important factors influencing customer
interest in online transactions also after the pandemic were indicated.
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3.2. Dynamic Growth of E-commerce during the COVID-19
Exogenous Shock and the Interest in Choosing Online Transactions
in the B2C Market after the Pandemic

The COVID-19 pandemic, which ranks among the largest epidemiological
crises, has had a significant impact not only on the public health crisis but has
also shaken the economy. The COVID-19 pandemic is an exogenous shock that
always leads to crises at the level of entities and social structures causing a state
of imbalance, collapse, fluctuations, disturbances, etc. (Sagan, Plichta & Plichta,
2021). However, it should be noted that it is not only of an economic nature,
and therefore requires a more holistic approach (Fasth et al., 2022). It should be
emphasised that the impact of various shocks, including exogenous shock, on the
behaviours and attitudes of entities has a theoretical basis and is confirmed by the
results of many studies (Sagan, 2011).

The COVID-19 exogenous shock disrupted long-standing consumer hab-
its, accelerating, postponing, or reversing them. However, it also contributed to
the persistence of many practices recommended during the pandemic, such as
online shopping. During the pandemic, in accordance with guidelines, purchases
were made online, and this form was perceived positively by consumers. This is
why interest in e-commerce remained high after the lifting of pandemic restric-
tions. The impact of market behaviours during the pandemic on the consolida-
tion and development of e-commerce after the pandemic was confirmed, among
others, by the results of McKinsey Company research. As part of McKinsey
Company research, based on the so-called stickiness test, which identifies factors
that determine whether individual market behaviours will be maintained, it was
confirmed that, among others, e-commerce will remain at the same level as dur-
ing the pandemic (Remes et al., 2021).

During the pandemic, businesses dynamically entered the digital era.
It should be added that the Internet is a milestone in initiating the digitalisation
era, which has transferred business aspects to the online world. During the pan-
demic restrictions, entities were in a way forced to quickly move to digital chan-
nels. Those companies that did not do so found themselves in a difficult situation
because in the reality of that time, stationary services began to transform into
remote services (Szczukocka, 2022). The pandemic in a way created new potential
and opportunities for cooperation in e-commerce. During this period, new tech-
nologies were used for communication between entities in most sectors. Because
the pandemic accelerated the introduction of the latest technologies, it can be
said that it significantly contributed to the development of the e-commerce mar-
ket (Plichta, 2022, p. 44).
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At the beginning of the pandemic restrictions, Internet traffic was very
dynamic, increasing by 48% from mid-2019 to mid-2020 (Altman & Bastian,
2020, p. 23). The number of people using the internet grew rapidly during this
period. According to the Global Connectivity Report 2022 (ITU, 2022), as many
as 466 million people started using the Internet for the first time in 2020 (an
increase of 10.3%). By the end of 2021, 4.9 billion people were already using the
Internet, which constituted almost 63% of the world’s population. According to
Ecommerce Europe (2022), during the pandemic, the number of Internet users in
the EU exceeded 90% of citizens, of whom 76% made online purchases in 2022.
According to the GUS report (GUS, 2022), in Poland in 2022, 92.6% of house-
holds had access to broadband Internet. The most regular Internet users were
young people, i.e. 16-24 years old (99%). In remote form, they most often looked
for information about goods and services.

When it comes to e-commerce in Poland, according to the report of the con-
sulting firm Strategy& (2022) Perspectives for the Development of the E-commerce
Market in Poland 2018-2027, in 2021 the online sales channel accounted for 13%
of total retail sales, and its value was PLN 92 billion. According to forecasts,
by 2027 the number of people making online purchases will increase to 3.4 mil-
lion people. A constant increase in the share of the platform model in online sales
is also expected, which in 2027 is to reach 55-60% of the market. According to
data provided by the Statista portal (Statista, 2024) by 2027 the total number of
users making online purchases will increase to 5.46 billion people. The total value
of the e-commerce market will reach USD 9.04 trillion. The pandemic has also
highlighted the inequalities in the level of digital skills of customers. Taking into
account the data made available in March 2023 by the European Parliament in
the publication Shaping the Digital Transformation: The EU Strategy (Parlament
Europejski, 2023), almost half of EU citizens (42%) did not have basic digital skills.
This is a significant problem because in order to make online purchases correctly
and be satisfied with e-commerce, digital skills are essential. The large increase
in the number of Internet users since the beginning of the pandemic should be
equivalent to their skills. When operating online, important are competencies
and cognitive abilities, including critical thinking, structuring thoughts and
effective communication while adapting to changing circumstances. It is impor-
tant that the skills go beyond what automated systems and intelligent machines
provide.

It should be emphasised that not only the order to use traditional trade
during the pandemic influenced the interest in e-commerce after the pandemic.
During the pandemic, when remote shopping was suggested, e-consumers expe-
rienced the convenience that always plays a significant role in shaping customer
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satisfaction and opinions. In general, consumers need convenience when shop-
ping. In today’s market, interest in online shopping often stems from giving up
crowded brick-and-mortar stores or choosing a preferred shopping time. In this
area, digital transformation has supported customers, and therefore, among
other things, they are happy to use e-commerce. Taking into account the prefer-
ences of e-consumers, among others, the speed of loading the website, the avail-
ability of product information, and simple navigation also meet their expecta-
tions. E-consumers expect e-commerce platforms to be efficient, effective, and
customer-friendly. They often spend time on e-commerce websites and share
their experiences, and product information, post their opinions, etc., which
influences the behaviours of other consumers (Jalil et al., 2024, p. 5).

Today, the development of e-commerce is largely the result of the widespread
use of modern technologies, increasing mobility, and the gradual digitisation
of business. The fact is that the COVID-19 pandemic has significantly contributed
to the growth of e-commerce, as, among other things, due to the restrictions intro-
duced during this period, the introduction of the latest technologies to the mar-
ket has been accelerated (Izba Gospodarki Ekonomicznej, 2023). The dynamic
development of e-commerce during the pandemic also led to increased competi-
tion between companies in the online market. After the pandemic restrictions,
consumers no longer have a compulsion but a choice. If they want, they can use
e-commerce or make purchases traditionally. In connection with this, for compa-
nies operating online, it is more important than ever to focus on attracting cus-
tomers and ensuring a smooth online shopping experience. It is also very impor-
tant to build relationships with e-consumers - preferably long-term ones.

3.3. Impact of Trust on Customers’ Online Shopping Decision-making
Process and Business Continuity of E-commerce — an Outline
of the Problem

Mutual trust between the parties to a transaction, e.g., seller and customer,
is an important regulator of decisions made in the market. Trust is one of the most
important elements of social capital, it occurs in conditions of uncertainty and
risk environment and is a key factor in building relationships between entities
(Sagan & Plichta, 2016, p. 2). In the case of online shopping, the presence of trust
is desirable and important. For the customer to have trust, the company should
not take actions that are not in the customer’s interest (Plichta & Plichta, 2013).
Trust is a necessary factor for business success. It is important in creating sustain-
able use and business continuity. Trust plays a key role in determining the effec-
tiveness of many relationships in business. Its importance for the successful
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adoption of new technologies makes trust also a key prerequisite for e-commerce
(Ghuloum, 2024). When entities communicate with each other remotely, trust is
particularly important. This is due, among other things, to the significant infor-
mation asymmetry between entities. When communicating remotely, actions
should be taken to convince the other party that they can be trusted. Trust is
important in the face of the increasing dynamics of e-commerce and the use
of new media by companies to communicate with customers (Plichta, 2021,
pp. 161-162). New media enable quick access to information, which undoubtedly
supports consumers. In today’s market, information tools and their functionali-
ties play an important role, as they enable the rapid exchange of information on
any topic. According to SelectLab research, building long-term customer rela-
tionships will be done through voice communication and virtual agents used to
communicate with customers and collect a large amount of information (Plichta,
Sagan & Plichta, 2022, p. 33). However, it should be added that Poles have been
consistently distrustful for years, and the low level of trust is a major obstacle to
the development of e-commerce. According to a CBOS research report (Czurczak,
2024), as many as 73% of Poles believe that you have to be careful and most people
cannot be trusted. Only 24% of Poles believe that most people can be trusted.
This is not much, but 5% more than in 2022 (when 19% of respondents held this
view) (CBOS, 2024, pp. 1-2).

On the virtual market, trust between e-customers and companies influ-
ences the decision-making process of consumers. In general, without the presence
of trust in contacts between the parties in e-commerce, it is difficult to build any
kind of relationship. Companies offering products on the Internet should plan
appropriate customer relationship management processes, including the process
of selecting customer, acquiring them, retaining them, and developing relation-
ships with them (Jaciow & Wolny, 2022, p. 122). In e-commerce, the problem on
the side of e-customers is often the risk of online purchases. This often results
from a lack of trust in the obligations of online sellers. The security measures
that online sellers should take to reduce the risk include, among others, security
related to controls, authentication systems, and payments. If customers are con-
vinced that the companies are taking appropriate action in this area, they feel
more secure and this affects their level of trust (Yusuf et al., 2023, pp. 1-5). Mod-
ern technologies have enabled business companies to increase their customer
base. Customer concerns about the misuse of personal data and data security can
also influence their purchasing decisions. So, to build trust with them, companies
should protect the data they collect by applying regulations and privacy poli-
cies (Jalil et al., 2024, p. 6). Trust significantly influences the building of positive
and lasting relationships between entities. The level of the relationship is sup-
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ported by a reliable exchange of information and cooperation full of empathy.
The durability of relationships built in the virtual space and through the Internet
is not great, and the scale of active relationships does not significantly exceed
those created only through physical contact and direct, personal interactions.
However, it should be emphasised that this is due to several other factors, such
as frequency, the content of information, its quality, reputation, image, com-
munication method (text or video), etc. Trust plays an important role in their
construction because it is a factor that allows for transactions and entering into
relationships (Plichta & Plichta, 2023, p. 172).

Perceived consumer trust in e-commerce significantly impacts their expec-
tations, attitudes, and decision-making processes. Given the highly competitive
e-commerce landscape, maintaining a high level of trust is essential for busi-
nesses to attract and retain customers and encourage repeat transactions.

3.4. Factors Influencing Customer Interest in Making Online Transactions
after Pandemic Restrictions — Own Research

In today’s market, most customers are interested in making purchases and
communicating with each other remotely. This is largely the result of experi-
ences resulting from the restrictions and social distancing requirements imposed
during the pandemic. During this period, companies quickly adapted to new
business models, and consumers adopted new consumption habits that largely
suited them. At that time, they recognised that the widely available remote form
of transaction has many advantages, including being more convenient, faster, and
less expensive. As mentioned earlier, this significantly influenced the dynamic
growth of e-commerce and the willingness and interest in remote shopping even
after the pandemic restrictions.

The issues discussed in this chapter are part of the research problem of
my research carried out as part of the research project entitled: “Determinants
and factors influencing the durability of the attitudes of individuals about other
stakeholders in conditions of uncertainty and risk resulting from threats caused
by an exogenous shock.” The data obtained through the conducted research

! Project no. 211/20/MSAP within REV 4.0. This project has been financed by the Minister
of Education and Science within the “Regional Initiative of Excellence” Programme for
2019-2022. Project no.: 021/RID/2018/19. 578 respondents participated in the research process;
type of sample selection: quota sampling by gender, age and education. Research tool built to
obtain primary data: questionnaire questions, CAWI. The CAWI survey questionnaire consisted
of 22 questions, of which 9 questions included the personal details. The questions in CAWI
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made it possible to verify the assumptions underlying the issues addressed in this
paper. They confirmed the general assessment of consumers that the remote form
is beneficial, and has many advantages, including being more convenient, faster,
and less expensive. The largest number of positive indications was the recogni-
tion that making transactions remotely is convenient (59.86%) and the expecta-
tions of the respondents that after the pandemic it will be possible to use remote
transactions and services (62.80%). On the other hand, taking into account
the convenience of making purchases remotely, the respondents confirmed that
shopping online and dealing with various formal matters requires less physical
effort. It was recognised that the remote form is more convenient than the tra-
ditional form. In e-commerce, it is not like in the case of traditional shopping,
e.g. the need to physically walk around the store, transport purchases, reach sell-
ers and have a direct conversation (70.07% of positive indications). In addition,
it was found that shopping online or dealing with official matters takes less time,
because e.g. there is no need to travel, there are fewer formalities, and there is no
need to print documents. Taking into account the time factor, it was recognised
that using the remote form is better because it enables, for example, faster shop-
ping, dealing with matters, or obtaining information (62.11% of positive indica-
tions). In addition, the majority of respondents confirmed that making purchases
and communicating with employees remotely requires less emotional involve-
ment than personal contact in the traditional form (54.67% of positive indica-
tions). On the other hand, when it comes to the costs incurred in remote contact
compared to the physical way of making purchases or dealing with official mat-
ters, it was also confirmed that the remote form is cheaper. It requires lower costs
compared to traditional contacts (Table 3.1).

were adequate to the formulated research problem and reflected the designated objectives of
the research. They also made it possible to verify the adopted research hypotheses. A seven-point
Likert scale was used to reflect respondents’ opinions on the statements in the survey questions.
The measurement used enabled, among others, a description of respondents’ perceptions and
subjective, hidden variables. Scaling the questions in the developed research tool enabled the use
of, among others, factor analysis in the data analysis process. The system of intercorrelated vari-
ables was transformed into a new system of independent main factors bringing new substantive
content. The assessment of the properties of the measurement scales used and the items that
constitute them, as well as determining how similar the items included in a given factor are to
each other and whether they examine the same theoretical construct, were carried out using the
Cronbach’s alpha reliability analysis method. Using Cronbach’s alpha method in the reliability
analysis procedure, it was found that all scales were characterised by high reliability. To extrapo-
late the research results, the survey was commissioned to be distributed among a representa-
tive consumer panel by the international research company TGM Research, also operating in
the Polish market.
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Table 3.1. Factors determining contacts and making purchases remotely after pandemic
restrictions

% of positive

List of statements Average
responses

Online transactions for both shopping and administrative tasks are more
cost-effective, leading to lower expenses compared to traditional, in-person 4.48 50.69
interactions

Online transactions for both shopping and administrative tasks are less time-
-consuming, exemplifying the following advantages: elimination of commuting

time, reduced formalities, and the absence of document printing requirements. 4.85 62.11
This contrasts with the time expenditure associated with traditional, in-person
methods

Online transactions for both shopping and administrative tasks demand less
physical exertion, exemplifying the following advantages: elimination

of the need to navigate physical stores, transport purchases, reach out 5.11 70.07
to employees, and engage in face-to-face interactions. This contrasts with
the physical demands associated with traditional, in-person methods

Online transactions for both shopping and administrative tasks require less
mental energy and effort, exemplifying the following advantages: reduced
cognitive load associated with decision-making, comparison shopping, 4.62 55.19
and preparation for in-person interactions. This contrasts with the mental
demands associated with traditional, in-person methods

Online transactions for both shopping and administrative tasks demand less
emotional engagement, exemplifying the following advantages: reduced
potential for social anxiety, interpersonal conflict, and emotional distress 4,58 54.67
associated with face-to-face interactions. This contrasts with the emotional
demands associated with traditional, in-person methods

Source: own work.

In the realm of online transactions, effective communication and relation-
ship building are crucial for fostering trust and enhancing customer engagement.
Businesses operating in the e-commerce space should actively engage in social
media interactions and utilise these platforms to connect with their customers.
As previously discussed, the absence of direct, physical contact in online interac-
tions significantly impacts trust levels and, consequently, relationships. Therefore,
entities operating in the hypermedia space must prioritise trust-building strate-
gies, as higher levels of trust lead to stronger and more sustainable relationships.
Trust in another party is fostered when they are perceived as honest and reliable.
Higher levels of trust enhance relationship durability and reduce uncertainty.

Data gathered from surveys reveal a concerning trend regarding trust
levels. Despite the availability of various opinions on trust, most respondents
expressed a lack of trust in others. Only 36.68% of participants agreed with the
statement “people are generally honest.” Over half of the respondents (54.84%)
stated that “it is safer not to trust than to trust people.” Conversely, the high-
est percentage of positive responses (73.36%) was associated with the statement
“only some people can be relied on.” This low level of trust in others is a cause
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for concern. However, it is noteworthy that while the survey data indicates a gen-
eral aversion to trust, the statement “dishonesty usually pays off in life” received
the lowest percentage of positive responses (28.03%).

In conclusion, maintaining high levels of trust among entities engaging in
remote transactions is essential for building strong relationships in the e-com-
merce domain. Low levels of trust can hinder effective communication, collabo-
ration, and overall business success. Therefore, fostering trust should be a central
focus for businesses operating in the online marketplace.

3.5. Conclusion

The COVID-19 pandemic served as an exogenous shock that significantly
accelerated the development of digital technologies, strengthening modern forms
of remote communication and e-commerce. E-commerce has emerged as a cru-
cial digital trend that businesses must embrace both now and in the future.
Internet technology empowers firms and customers to interact on a global
scale. For consumers, e-commerce offers the advantage of seamless interaction
and transaction execution without temporal or spatial constraints. It represents
the most advantageous form of commerce, particularly when targeting the fully
digitalised Generations Y and Z.

As discussed in this work, the pandemic profoundly impacted consumer
behaviours, leading to an expansion of online activities and a surge in online
shopping. However, trust remains a critical factor in online interactions and
transactions. Despite the benefits experienced during the pandemic, trust levels
have not increased and remain relatively low. This widespread lack of trust poses
a significant challenge to building relationships among online entities. When
there is a lack of trust or a low level of trust, it is difficult to build any relationships
between the parties. In e-commerce, this is a big problem because in the virtual
market, trust is a factor influencing the relationship between e-customers and
companies affects consumer decisions. Trust is considered an essential element
to achieve business success. Therefore, online companies should regularly take
various actions that influence a good level of trust. They should plan appropri-
ate customer relationship management processes, including the process of select-
ing a customer, acquiring, retaining and developing the relationship with the
customer. Companies need to focus on these activities because, as noted in this
chapter, the durability of relationships built in virtual space and via the Internet
is not high. As modern technologies have enabled companies to expand their
customer base, customer concerns about the misuse of their data have increased.
In order for customers to feel safe and to build relationships with them, compa-
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nies should protect the acquired data by applying regulations, privacy rules and
authentication systems.

During the pandemic, most consumers recognised the numerous advan-
tages of remote communication and transaction execution, readily accepting this
mode of interaction. The verified benefits of online transactions have led to a con-
tinued preference for this method even after the pandemic. This is supported
by data from the conducted surveys. In summary, the positive experiences and
perceptions of online transactions during the pandemic have significantly con-
tributed to the current market trend where online transactions are the preferred
form of commerce for many consumers across generations. This is satisfactory
for companies operating online. However, for these companies, it is necessary to
attract plenty of customers and to stay in contact with them for as long as pos-
sible. This will be possible when e-customers are convinced that, among oth-
ers, online shopping is safe and e-commerce sites are trustworthy. In the future,
companies should focus on ongoing research and obtaining reliable data regard-
ing, among others, the preferences of e-customers from different generations,
assessment of the safety of online shopping and important factors that determine
the level of trust in e-commerce activities.
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4.1. Introduction

In today’s business world of transformation and optimisation of business
operations, the Business Analyst (BA) plays a leading role (Gobov, Kunanets
& Oliinyk, 2020), as increasing complexity of business processes and fast paced
technological advances have exponentially increased the need for professional
BAs (Kosarenko, 2019). Moreover, discipline of business analysis and the role
of the BA are not only growing in importance but are at a critical stage in its
development (Paul & Cadle, 2020). One of the reasons behind it is that modern
BAs are equipped with new skills and are able to address organisational weak-
nesses by analysing them and recommending workable solutions (Wijetunge,
2021). Nevertheless, the role of the BA remains unheard-of to the general public
and obscure to many professionals and organisations despite being one of the
most in-demand roles in the past few years (White, 2018).

According to the International Institute of Business Analysis (IIBA®), a BA
could be any person who performs business analysis activities within an organi-
sation regardless of whether the job title and business analysis are defined as
the practice of enabling change by identifying needs and recommending solu-
tions that deliver value to stakeholders or not (IIBA® n.d.). The BA plays a criti-
cal role in analysing and synthesising information received from a large number
of stakeholders in order to deliver solutions that meet their needs (IIBA®, 2015;
Wyskwarski, 2020). The BA importance in organisations is proved (Doucek,
Maryska & Nedomova, 2013), as on the one hand BA connects the business,
design, and IT teams (Shah, 2017) and on the other is indispensable for strategic
planning and facilitates cooperation among stakeholders (Vongsavanh & Camp-
bell, 2008; Iberaheem, 2023). However, the nature of the BA role depends upon
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whether an individual BA is based within a business or a technology unit within
an organisation (Vashist, McKay & Marshall, 2010).

The primary objective of this chapter is to attempt to determine the impact
of the BA on the business organisation. The structure of the paper is as follows:
after a brief literature review, the research method and design of the study are
outlined. This is followed by the key results of the analysis of the empirical data
collected from BAs. In the last section, the main findings and research limita-
tions are discussed.

4.2. Research Methodology

4.2.1. Research Approach

The qualitative research methods were employed to examine the role
of the BA, gain understanding regarding the challenges BAs face and make pre-
dictions about the future of the profession.

The study was based on the premise that a BA is someone who performs
business analysis activities, no matter the job title. For research purposes, a “BA
group” was constituted out of 16 BA professionals who came from different
organisations and performed business analysis activities for the past five years
(Table 4.1). A two-stage approach was implemented to gather data from profes-
sional BAs.

Table 4.1. Years of experience and job titles held by professionals with BA responsibilities

No. Identifier Experience? Other titles
IT Project Manager, Quality Officer,
1 BA1 2010 Process Expert, Software Developer, Software Engineer
) BA2 62 Busmesleevelopmlenlt Manager, Implementation Analyst,
New Business Specialist
3 BA3 13/2 Systems Development Coordinator, Senior Customer Service Specialist
4 BAZ 16/4 Implementation Specialist, Specialist for IT Support and Business
Processes
Associate Business Information Analyst, Product Management
5 BAS 151 . .
Consultant, Business Intelligence Consultant
6 BA6 11/2 Web Developer
7 BA7 15/3 Project Manager
8 BA8 20/15 Consultant, Project Manager
9 BA9 18/8 Quality Engineer, Product Owner, Project Manager, Programmer
Technical Product Owner, Lead Business Analyst/ Delivery Manager,
10 BA10 12/6 Senior Business Analyst, IT Business Analyst, Business/Data Analyst,
IT Risk Management Consultant
" BAT1 19/8 System_s and Business Analyst, IT Analyst, IT Solution Architect, Systems
Administrator
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Table 4.1 cnt’d

No. Identifier Experience2 Other titles

1 BAT 22/4 Product Owner, Enterprise Product Manager, IT Manager, System
Engineer

13 BA13 8/1.5 Finance and Accounting Process Specialist, Senior Administrator

14 BA14 18/1 BI Product Owner, Business Solution Architect, Programmer

15 BATS 153 Advlanceld Analytics Manager, Credit Analytics Lead,
Senior Risk Analyst

16 BA16 10/2 Analyst/Designer, Database Programmer, Programmer

aTotal years of work experience / work experience in the BA role.

Source: own work.

4.2.2. Survey

To gain understanding about the BA’s professional background and the role
they play as BAs within their organisations as well as to determine a direction for
the interviews, an online survey was conducted. The survey comprised 14 ques-
tions that were rather basic in nature and combined closed-ended, open-ended,
multiple choice, and rating scale questions.

4.2.3. Semi-structured Interview

Semi-structured interviews were conducted using a pre-written interview
script. The interview questions were formulated to reflect the results of the survey
as well as the overall goal of the study. During the interview, follow-up questions
were asked to address emerging topics, discuss BA work experience or in refer-
ence to answers provided in the survey. In total, 16 online interviews were per-
formed by using MS Teams when the data saturation threshold was reached.

In compliance with the General Data Protection Regulation (GDPR),
the Bas’ answers were anonymised. Furthermore, to ensure the confidentiality
of the findings, each BA received a unique identified from BA1 to BA16.

The video recordings, transcripts and observation notes were collected through
the interviews and structured using Excel files and Word documents. No dedicated
software was used for data analysis due to the relatively small population of 16 BAs.

4.3. Key Results

4.3.1. Business Analyst Impact on Business

To fully understand the specificity of the BAs role, the authors took into
consideration the impact of the BAs on “the business.” Specifically, aspects such
as the strength of BA’s role in the organisation and their impact on decisions
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and strategies. The ratings of a direct BA impact on the business (Figure 4.1)
were based on the subjective perception of a particular BA. The research showed
a dependency between the BA’s responsibilities, the projects in which they are
involved, and the strength of their position within the company.

4

Frequency
[\

O T T T T T T T T T
1 2 3 4 5 6 7 8 9 10

Non-significant Significant

Figure 4.1. Business Analyst impact on business

Source: own elaboration on the basis of pre-screening survey data (N = 16).

4.3.2. High Impact on Business

The interviews with BAs who indicated the highest impact on business
(impact = 8-10) helped to understand how effectively the organisations can imple-
ment BA’s work. These organisations are aware that having a BA ensures that
higher management and senior-level business stakeholders will make the right
decisions, as they recognise that choosing the best available option at the time
would need taking into account the BA. BA9 said, “The craftsmanship of the BA,
this certain way of thinking translates into designing the best possible solution.”
The BAs make important decisions on how the product or system will be shaped.
BA16 said, “BA brings real value, (...) voice on how the system will look like, how
the process will be implemented, so as a BA you can make a change.” Another
BA who rated his impact on business as very strong, 9 on a scale of 10, justified
it in the following way, “I gave it such a high rating because of the work we do as
BAs, as we engage with the business users. We define what is going to be built and
therefore our output is really strong,” BA8 explained. Because of this, it is easier
to forecast the long-term effects of any organisation’s actions and the potential
risks the business may choose to take. BA10 said, “You need to tell the develop-
ment team what they need to do, and you are there to solve the problems. You
need to unblock the team and help them to go faster.”
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4.3.3. Moderate Impact on Business

By contrast, BAs who rated the strength of their position and impact on
the business high or moderate (impact = 5-7), have a scope of duties precisely
defined and know exactly what their tasks are. In this case, they do not face
a situation in which their role is misunderstood by colleagues. Their opinion
is considered when making strategic decisions in the company and they have
a direct impact on decisions made by stakeholders situated higher in the compa-
ny’s hierarchy. BAs have a significant impact on products, services and projects.
Correspondingly, these BAs are the originators of the new ideas for implementa-
tion. Specific and defined responsibilities are an indispensable element of mature
organisations in which structure is clearly outlined. In such organisations,
the BAs are visible and their accountability is high. Each BA has an appropriate
job title and a job description that covers at least the main tasks for which the BA
is responsible. The employer knows exactly that having a BA in the team brings
tangible results and appreciates BA’s work. Other employees take the opinion
of BA and this role is taken seriously. According to BA14, “The BA should par-
ticipate in the implementation of new ideas, new functionalities, new processes
(...) in order to be already at the design stage and come up with a certain concept
of how we want to implement it. And here is the big role of the BA.”

4.3.4. Low Impact on Business

The BAs who assessed their position weakest (impact < 5) were the ones
whose scope of duties often overlapped with other roles and whose positions
were not clearly defined. Such BAs often said that they felt that their opinion was
not taken into account when making important decisions. Rather, they are in
a position to carry out specific duties which are often not consulted with them.
The BAs stressed that they were perceived as “only Business Analysts,” so they
do not have much influence on the generally understood “business.” BA5 said,
“Even though I suggest something or raise something, they might not give you
credit, because I'm only a Business Analyst (...) I think I'm really down in the
hierarchy. (...) The BAs are rather executors. (...) I still feel that 'm far away from
having an impact on a deep level.” BA10 said, “I think that sometimes people
don’t feel the weight of the BA’s responsibility. How much responsibility the BA
has. And I feel that this is sad because it hurts everybody in the project.” BA2,
who rated BA impact on business as very low (2 out of 10) explained it in the fol-
lowing way, “The impact of the BA is quite low in my current organisation (...)
because of complex processes and the fairly extensive structure path to reach
decision-makers.” Moreover, BA2 made one more interesting observation, as in
her view “in a healthy organisation, the indicator of BA impact should be sig-
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nificant. When it is low, I immediately think that something is not quite right
internally. Maybe the Business Analyst faces barriers he cannot overcome on his
own or the processes are convoluted.”

4.3.5. Factors Affecting BAs Impact

Based on the research, multiple factors that potentially could affect BAs
impact on the business organisation have been identified and grouped into three
categories:

1) proximity of the BA’s work to the profit or main interest of a given
organisation,

2) strong functional organisational structure,

3) stance of the senior management on the BA role.

BAs having all three elements in their work, have the greatest impact on
business (Figure 4.2).

PROFIT/
INTEREST

STRONG
FUNCTIONAL
STRUCTURE

MANAGEMENT
ADVOCACY

[[] Business Analysts with the strongest impact on business

Figure 4.2. Key elements affecting the impact of Business Analyst on business

Source: own elaboration on the basis of interview data (N = 16).

Proximity of the BA’s Work to the Profit

The research results suggest that there is a direct correlation between
the profit of the organisation and the role of the BA. The interviews with BAs
revealed that one of the key elements influencing BA’s dominant position and
business impact is their proximity to the organisation’s financial gain and
the main interest of the organisation related to its goal or mission. As one
of the BA’s (BA10) put it, “The further the BA role is from profit the more messed
up this role is.” BA2 explained, “If you work as a BA on the system that brings
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money to the company, then your impact is really high. Let’s say that the system
breaks down and the clients cannot do anything. It will translate directly into
losses and hurt the business.” Therefore, BAs who work on the “money mak-
ing” systems or the ones who have direct contact with the customer are char-
acterised by a strong position in the company. BA16 said, “May not be directly
added value for profit but it is one of the variants that can pay off, for example,
by choosing our system, and not the competitive one. Yes, so I would say it goes
more in this direction.” In case of the non-profit organisations (NGOs) or gov-
ernmental institutions, the BAs who worked there stressed the importance of
the optimisation efforts that led to changes in operations and directly translated
into internal monetary gains due to cost savings and other efficiencies. As such
organisations exist to address a social cause or a political issue, the BAs impact
on business is related to the objectives for which the organisation exists. These
BAs take decisions on important aspects of implementing new systems, man-
age the activities of entire teams, and are responsible for the management of the
business requirements of various groups of key stakeholders. BA12 said, “The BA
impacts not only the project or programme but the organisation as a whole. But
generally, I always try to be practical and have as much of a positive impact on
the project and also the team as I can.” The BAs who work in NGOs considered
themselves to be an essential part of the organisation’s activities. According to
the Senior BA who works in an NGO, the goals of the organisation shape the
role of the BA. BAI12 said, “The non-profit organisation is completely different
from the commercial sector. They work in different markets and have differ-
ent objectives.” The interviewed BAs who work in non-governmental, interna-
tional organisations can also be characterised by a strong position and therefore
a strong influence on the business due to their ties to the most significant and vis-
ible projects. They have a strong impact on the decisions made and the direction
of key projects. Interestingly, one of the interviewed BAs separated the impact
on business into two categories — a general impact on the organisation and the
impact on the project or developed product. BA1 justified it as follows “Within
the scope of the application, my impact is very big, as I define what the applica-
tion does. But as a company as a whole, it depends. From the company perspec-
tive, if it is not a top, core application then my impact is much smaller but I could
still have some influence.”

Functional Organisational Structure

The research suggests that organisational design and structure play a role
in BA’s impact and visibility. The BAs who work in highly structured functional
organisations with clear authorities, functions, and responsibilities know what
falls within the scope of their role. In such organisations, the BAs need to adhere
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to policies, processes, and plans when performing their BA role. Furthermore,
it was found that there is a difference in the impact on business between exter-
nal BAs hired by a business organisation and the BAs already working within
the same organisation. BAs who collaborate with external clients have a more
specific scope of work. Their time is money, so it must be put to good use. Their
work structure is defined, with more specific and precise tasks, but at the same
time also adapted to the needs of the client. Possibly, that is why the BAs hired
for consultancy could have greater authority compared to internal experts. Inter-
estingly, several people from the BA group pointed out “an Outsider BA” is seen
as a better expert and is perceived by employees to be more competent than an
internally employed BA. As BA14 put it, “An external BA has more authority,
everyone wants to hear what this person has to say, see what he has to offer.” This
exceptional status makes external BAs feel secure in their position and willing to
share even less popular or unconventional opinions. Additionally, external BAs
have a good understanding of what and how the client’s competitors operate.
They use this knowledge and know-how to coach clients, implement changes, and
even directly impact the company’s strategy. BA14 revealed that an external BA
might have a significant influence on the business by telling customers directly
“You will do it like this, because XYZ company does it.” It is rather difficult for
organisations to disagree with such arguments.

Stance of the Senior Management on BA Role

Along with all the factors mentioned above, it also turned out that
the strength of a particular BA could be influenced by the grit of their supervi-
sors. The BAs whose line managers had a strong position, were encouraged to
act. Moreover, the BAs supervisors rated BA’s role in the organisation as valuable
and of great significance. Some of the interviewees said that whenever there was
a strong BAs team led by the manager or a BAs Team Leader, and this person
was promoting the BAs internally, the impact of the BA was greater. BA8 said,
“I had a really strong and very methodical Team Leader, (...) a promoter of us
— the BAs.” When BAs felt supported by management, they became more confi-
dent and did not hesitate to express less popular opinions or ask tough questions.
As aresult, the BA role in such organisations has gained respect and evolved into
a high-ranking role. Moreover, their analytical work and opinions are considered
by business and technology experts. This clearly demonstrated that in order to
have a substantial impact as a BA, there needs to be outspoken advocacy from
the middle and senior management. BA8 said, “Promoting, advocating, lobby-
ing for the BA is sort of the role of the BAs Leader.” As they need to show that
the BA significantly contributes to the organisation’s success. BA8 explained,
“It is very important that not only your immediate supervisor appreciates your
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work, but your senior management needs to really appreciate that as well. These
people have a role to play. If your big boss at director level tends to undermine
it, and maybe do something else or not involve the BA, then people will do the
same.” BA8 continued, “Director level should make BAs work more visible. If BA
is more visible, BA is also more impactful.”

4.4. Conclusion

The study’s findings show that BAs had varied degrees of impact on busi-
ness in different organisations. The research demonstrated that the proximity to
the profit of the “money making” organisations influence the BA position and
the impact on business. In contrast, for non-profit organisations, the impact
of BA on business is related to the purpose for which the organisation exists.
In these organisations, the BAs led business process improvement efforts that
translated into internal efficiencies and cost savings. We observed a direct cor-
relation between the BAs impact on business and the strength of their position
within the organisation and that organisational attitude is a key factor in ena-
bling the use and contribution of Business Analyst (Paul & Tan, 2015).

The BAs who assessed their impact on business as significant were seen as
an indispensable and integral part of each team’s composition and a guarantee for
delivering a project or product that meets customer needs. In contrast, the BAs
who perceived their position as a rather weak one, emphasised lack of clarity
in the BA’s scope of work or the multiple overlaps with other roles, resulting in
alow influence on the project work and organisation as a whole. Additionally, our
study suggests that BA seniority might be another factor influencing BA’s impact
on business.

The interviewed Senior BAs were mostly assigned to high-profile, complex
projects and had greater responsibilities related to strategic analysis. The research
suggests that Senior BAs supported higher management in reaching the best pos-
sible results. They were also involved in the business process changes or strategic
initiatives, that were distinct from dealing mainly with the IT systems.

In summary, the following connections were observed:

B the more mature and formally structured the organisation, the clearer
the BA role to other employees,

® the higher proximity to profit or main interest of the organisation,
the greater impact of the BA on business,

B the greater the internal advocacy and support from senior management for
the BA role, the greater the visibility and understanding of the BA within
the organisation,
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B the more recognised the role within the organisation, the greater the value
added of the BA.

An impactful BA considers various business possibilities and threats to
close the gap between the understanding of the business needs and how technol-
ogy can provide a solution (Vice, 2022). Moreover, a dedicated BA sets projects up
for success by creating value and positive change for the organisation (Branden-
burg, 2015).

Some of the limitations of the conducted research are worth noting.
The above research is based on one country’s data as well as presents the signifi-
cant simplification of the research framework. This allows it to reflect the main
attributes of the Business Analysts in organisations and may lead to additional in-
depth research. Rooted in the grounded theory, the authors are also conscious of
the constraints caused by the empirical material’s single origin. Without a doubt,
broadening this material to include industry journals, corporate data, market
statistics, and so forth might provide a more complete picture of professional
BAs’ activities and their impact on business. These limitations could be used to
guide future research on the topic of business analysis.
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Chapter 5

The Importance and State of Resources
and Competencies in the Field of Finance.
A Comparison between Dairy Cooperatives
from Swietokrzyskie and Matopolskie Voivodeships*

Izabela Konieczna

5.1. Introduction

Financial management involves using emerging opportunities to obtain
sources of financing for the company’s activities (capital), as well as placing
them in assets so that they help achieve the company’s strategic goals and max-
imise the benefits obtained by individual owners (shareholders) of the company
(Bien, 2016, p. 14). That can be achieved only when the company has appropriate
resources and competencies. It is why resources and competencies in the sphere
of finance are absolutely crucial for the proper functioning of the company.
Every company should be aware of the possession of significant resources and
competencies and should be ready to make changes, sometimes quite big to let
the company to survive and to compete in the turbulent environment. Hence,
the aim of the research is to analyse the importance and the state of financial
resources and competencies of selected dairy cooperatives from Swietokrzyskie
and Malopolskie Voivodeships in comparison to their competitors.

To achieve the goal, research questions and hypotheses were formulated.

B RQIl: Are cooperatives aware of the importance and the state of resources
and competencies in the field of finance in comparison with competition?

B RQ2: Is there any difference in assessing the importance of indicated
resources and competencies in the field of finance between cooperatives from
two neighbouring voivodeships, namely Swietokrzyskie and Malopolskie.

* The publication was financed by the Jan Kochanowski University in Kielce.
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B RQ3: What is the strategic potential in the field of finance of dairy coopera-
tives claimed to be in comparison to the competition?

B HI: Cooperatives are aware of the importance and the state of resources
and competencies in the field of finance in comparison with competition.

B H2:Thereisno difference in assessing the importance of indicated resources
and competencies in the field of finance between cooperatives from two
neighbouring voivodeships, namely Swietokrzyskie and Matopolskie.

B H3: Cooperatives’ strategic potential in the field of finance is claimed to be
better than that of their competitors.

In order to achieve the goals, answer research questions and respond to
the hypotheses, an analysis was carried out based on the results of direct inter-
views conducted with the help of the questionnaire.

The organisation of this chapter is as follows. In the next section, selected
financial resources/competencies are described. In Section 3 are presented
research results of the importance and state of resources and competencies
in the field of finance of selected dairy cooperatives from Swietokrzyskie and
Matopolskie Voivodeships. Section 4 contains a summary and reference to
the hypotheses.

5.2. The Issue of Financial Resources/Competencies Management

Effective financial management allows an organisation to make the most
of its money to further its mission and is essential to the survival and growth of any
business (Sitinjak et al., 2023, pp. 160, 161). To do so, very crucial are the resources
and competencies such as (Stankiewicz, 2002, pp. 121-122):

1. Financial potential. It reflects potential investment opportunities and
tinancial indicators such as profitability, liquidity, and solvency. The competitive-
ness of this type of potential is reflected in the sustainable solvency of the busi-
ness as well as in having enough working capital thanks to clear calculation, so it
can be used reasonably and effectively in business activities (Zherlitsyn et al.,
2019, p. 214). The organisational and management approach in this case is based
on the following features defining the financial potential of the enterprise: organ-
isation of the use of financial resources; the set of resources and the effectiveness
of their management; managing the company’s financial capabilities (Zabediuk,
2022, p. 178).

2. The share of technical cost of manufacturing in total cost, the level
of total unit costs, the level of fixed unit costs, the level of labour unit costs.
One of the ways to obtain optimal profits is to conduct sales activities and reduce
costs. Sales play an important role in providing revenue to a company. However,
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at the same time, the company incurs costs related to production. The company
must calculate them because high production costs will affect sales and profits
(Suzan & Nabilah, 2020, p. 169). Therefore, cost management is an important
tool for increasing the competitive potential of the company, as management
must take into account and collect detailed information on costs incurred, as
well as limit unnecessary expenses in order to reduce production costs (Ditkaew,
2018, p. 60). That is why companies need to count the share of technical cost
of manufacturing in total cost, the level of total unit costs, the level of fixed unit
costs, and the level of labour unit costs. Cost management is very important and
management must pay attention to it to obtain accurate cost information that can
be used in effective governance, decision-making and internal control to achieve
high goals (Ditkaew, 2018, p. 60).

3. Equity financing. This kind of financing means exchanging part
of the ownership of a business for a financial investment in the business. Equity
financing can be a very attractive option for financing growth when a company
is not yet generating positive cash flow from operations (Zickefoose, 2014, p. 1).
Equity financing is considered less risky than debt financing because the company
does not have to repay shareholders. Investors often focus on the long term and do
not expect an immediate return on their investment. Equity financing allows busi-
nesses to reinvest operating cash flow into business growth instead of focusing on
debt repayment and interest (CFI, n.d.). The ability to retain capital and reinvest it
in the business instead of paying it back to lenders on a set schedule allows business
owners to invest in infrastructure or intellectual property (Zickefoose, 2014, p. 1).

4. Access to external financing sources. Many businesses do not have
enough capital to operate, so they choose to borrow from personal sources such
as family and friends, as is the case with small and medium-sized enterprises,
or from non-personal sources such as banks and other financial institutions, as
is the case with large companies (Omoshagba & Zubairu, 2018, p. 35). Access to
debt financing is a means for businesses to obtain capital, in the form of loans,
from lending institutions and then commit to repay the debt on time and at
a certain interest rate. This form of financing is most commonly used by busi-
nesses to obtain investment capital and finance new business projects (Badi
& Ishengoma, 2021, p. 245).

5. Possibilities of the debt collection. A company’s liquidity depends on
its ability to make sales and collect existing debts for goods sold and services
provided (Sokolowska & Wisniewski, 2015, p. 144). The debt collection process is
a set of procedures used to recover outstanding debts from debtors (Lada & Wejer-
-Kudetko, 2018). Collection efficiency plays an important role in determining
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liquidity (Sokotowska & Wisniewski, 2015, p. 144) and, as a consequence,
the company’s survival on the market and development.

6. Abilities in planning the revenues and costs. A good understanding
of the behaviour of costs and revenues is essential for decision-makers to
understand the relationship between a company’s revenues, costs, and profits
(Dabor, Otalor & Erah, 2013, p. 68). Cost data is extremely crucial for plan-
ning, command, and control. It is vital to understand recording and calculating
systems that are accurate, dependable, and relevant to users’ business decision-
making, such as price setting, cost-volume-profit analysis, break-even analysis,
and so on. It is also related to effectively regulating costs and expenses in order to
maximise business profits (Ditkaew, 2018, p. 62).

7. Applied systems of managerial accounting. Management accounting
as a management tool for enterprise activity combines almost all management
functions: accounting, planning, coordination, control, analysis and decision-
-making (Shurpenkova & Sarahman, 2021, p. 54). This system monitors the
efficiency of internal operational and associated duties, as well as the organisa-
tions’” performance in a competitive context (Pedroso, Gomes & Yasin, 2020).
The process of budgeting and strategic planning is shaped by management
accounting. Managers on this basis can set objectives, assign resources, and
develop realistic budgets that align with the long-term strategy of the company
by examining financial data.

8. The knowledge and abilities of financial and accounting services.
The accounting profession in organisations has gained significant importance
as it is responsible for proper care and management of finances (Palacio-Fierro
et al., 2023, p. 225). One of the tasks of accounting and finance is to provide
managers with relevant data that helps them plan and control activities (Dabor,
Otalor & Erah, 2013, p. 69). Only appropriate knowledge and skills of account-
ants and financiers allow obtaining reliable data that is the basis for making
management decisions by managers. Financial data compiled by accountants and
financiers serves them as a source of information and influences management
decisions (Bagienska, 2016, p. 55).

5.3. The Importance and State of Resources and Competencies
in the Field of Finance — the Research Results

The study was conducted among dairy cooperative managers, who were asked
to assess the importance and state of their financial resources and competencies
in comparison to their competitors. The research was conducted on a sample
of 7 out of 17 dairy cooperatives from the Swietokrzyskie and Malopolskie
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Voivodeships, representing 41% of the cooperatives in operation during the year
of the study. A structured interview questionnaire was employed, with carefully
selected questions in terms of number, content, form, and order.

Tables 5.1 and 5.2, as well as Figures 5.1 and 5.2, were created based on
the interview results.

Table 5.1. The assessment of the validity of resources/competencies of dairy cooperatives
in the field of finance

Resources/competencies of cooperatives CRIEIE G EEL L
in thepfield of finance P from Swietokrzyskie | from Matopolskie Mean
Voivodeship Voivodeship
Financial potential of the company 5.00 5.00 5.00
The share of technical cost of manufacturing
in total cost 467 450 459
The level of total unit costs 433 4.00 417
The level of fixed unit costs 4.33 3.75 4.04
The level of labour unit costs 333 4.00 3.67
The possibility of financing development
from equity 4.67 4.00 434
Access to external financing sources 4.00 3.50 3.75
Possibilities of debt collection 4.00 4.00 4.00
Abilities in planning revenues and costs 4.00 3.50 3.75
Applied systems of managerial accounting 433 4.00 417
The knowledge and abilities of financial 367 400 384
and accounting services ' ' '
Mean 4.2 4.02 -

Rating scale: 5 — extremely important, 4 - very important, 3 — quite important, 2 - moderately
important, and 1 - completely unimportant.

Source: own work and (Konieczna, 2013, p. 401).

Taking into account the assessment of the validity of resources/competen-
cies of dairy cooperatives in the field of finance (Table 5.1 and Figure 5.1) it is
seen that:

B Extremely important for cooperatives from both voivodeships are the finan-
cial potential of the company (mean - 5.0) as well as the share of technical cost
of manufacturing in total cost. In the case of the second kind of resources,
there is a little bit of difference in assessment of cooperatives as the mean
of the validity in case of cooperatives from Swietokrzyskie Voivodeship is
4.67 and the mean of cooperatives from Matopolskie Voivodeship is 4.50.
For cooperatives from Swietokrzyskie Voivodeship extremely important is
also the possibility of financing the development from equity (mean - 4.67)
while for cooperatives from Malopolskie Voivodeship it is very important.
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Figure 5.1. The assessment of the validity of resources/competencies of dairy cooperatives
in the field of finance

Rating scale: 5 — extremely important, 4 — very important, 3 — quite important, 2 - moderately
important, and 1 - completely unimportant.

Source: own work.

B Very important are most of indicated resources and competencies.
The level of total unit costs, and applied systems of managerial account-
ing (mean - 4.17) are assessed higher by cooperatives from Swietokrzyskie
Voivodeship. In the case of the level of fixed unit costs (mean - 4.04), access
to external financing sources, and abilities in planning the revenues and
costs (mean - 3.75) the situation is the same because of the fact that coop-
eratives from Swietokrzyskie Voivodeship assessed these kinds of resources
higher than cooperatives from Malopolskie Voivodeship. Other situation
is in case of the knowledge and abilities of financial and accounting ser-
vice (mean — 3.84) because cooperatives from Malopolskie Voivodeship
assess these competencies higher than cooperatives from Swietokrzyskie
Voivodeship. Cooperatives form both voivodeships are in agreement about
the possibilities of the debt collection. The mean in this case is 4.0.

B  The lowest is assessed the level of labour unit costs (mean — 3.67). However,
there is a difference in assessment between cooperatives from both voivode-
ships. For cooperatives from Malopolskie Voivodeship it is very important
but for cooperatives from Swietokrzyskie Voivodeship it is quite important.
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Table 5.2. The assessment of the state of resources/competencies of dairy cooperatives

in the field of finance in comparison to competition

R . . Cooperatives Cooperatives

esources./compgtenues.of cooperatives from Swietokrzyskie from Matopolskie
I8 e A Voivodeship Voivodeship

Financial potential of the company 2.00 2.25

The share of technical cost of manufacturing in total cost 2.00 2.25

The level of total unit costs 2.00 2.25

The level of fixed unit costs 2.00 2.25

The level of labour unit costs 2.00 2.00

The possibility of financing development from equity 2.00 2.00

Access to external financing sources 2.00 1.75

Possibilities of debt collection 2.00 2.00

Abilities in planning revenues and costs 2.00 1.75

Applied systems of managerial accounting 2.00 2.00

The knowledge and abilities of financial and accounting 2,00 2,00

services ' '

Mean 2.00 2.05

Rating scale: 3 — better, 2 - similar, 1 — worse state of resources/competencies in comparison

to competitors.
Source: own work and (Konieczna, 2013, p. 404).

Figure 5.2. The assessment of the state of resources/competencies of dairy cooperatives

in the field of finance in comparison to competition

Rating scale: 3 — better, 2 - similar, 1 — worse state of resources/competencies in comparison

to competitors.
Source: own work.
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While taking into account the assessment of the state of resources/compe-
tencies of dairy cooperatives in the field of finance in comparison to competi-
tion, namely the strategic potential, it is seen that cooperatives from Swie-
tokrzyskie Voivodeship claim that the state in their case is the same as that
of their competitors. In the case of cooperatives from Matopolskie Voivodeship
the situation is different. There is a difference in the assessment of the state of
resources/competencies. The financial potential of the company, the share
of technical cost of manufacturing in total cost, the level of total unit costs,
and the level of fixed unit costs are stated to be slightly better than the same for
competitors. The level of labour unit costs, the possibility of financing develop-
ment from equity, possibilities of debt collection, applied systems of managerial
accounting, and the knowledge and abilities of financial and accounting services
are the same as for the competitors. Slightly worse are: access to external financ-
ing sources, and abilities in planning revenues and costs.

5.4. Conclusion

An essential component of operating a business is overseeing the finances of
the enterprise. Effective financial management reduces risk, promotes stability and
business growth, and enables the efficient use of financial resources and compe-
tencies. That is why the companies should be aware of the importance of resources
and competencies in the field of finance and should know how the resources and
competencies compare to competitors.

Based on the analysis of the research results and taking into account
the formulated questions and hypotheses, it is clear that cooperatives are
aware of the importance and the state of resources and competencies in the field
of finance in comparison with competition. Cooperatives’ representatives assessed
their entities’ resources and competencies and rated each of the indicated answer
options showing their importance. This way, hypothesis H1 was confirmed.
By contrast to the HI, hypothesis H2 was not confirmed. There is a difference
in assessing the importance of indicated resources and competencies in the field
of finance between cooperatives from two neighbouring voivodeships, namely
Swietokrzyskie and Malopolskie. Research results show that cooperatives from
Swietokrzyskie Voivodeship assessed the importance of indicated resources and
competencies a little bit higher. The mean in this case is 4.21, unlike in the case
of the cooperatives from Malopolskie Voivodeship, where the mean is slightly
lower standing at 4.02. Hypothesis H3 was not confirmed either, as the strategic
potential of dairy cooperatives in the field of finance was claimed not to be better
than that of their competitors. As shown by the research results, the strategic
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potential is similar to that of competitors. However, there is a difference in assess-
ment in case of cooperatives from different voivodeships. The cooperatives from
Swietokrzyskie Voivodeship assessed all indicated resources and competencies in
the field of finance as similar to those of the competition, while cooperatives from
Matopolskie Voivodeship assessed some of the resources and competencies to be
better than those of their competitors and some to be worse.

Future research recommendations could be made to address the area limi-
tations of this research, such as carrying out a study among cooperatives from
other voivodeships to find out if they are aware of the importance and state
of resources and competencies in the area of finance.
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Chapter 6

Agile Attributes of Employees and Surviving Crisis Situations
— Experiences of Polish Enterprises*

Maria Kocot

6.1. Introduction

In today’s fast-paced and turbulent business world, organisations face
constant challenges that require them to be agile and adapt to rapidly changing
conditions. Organisational agility, understood as the ability to quickly adapt to
new realities, is becoming a key factor enabling not only the survival but also
the development of enterprises. In this context, the agile attributes of employees
play an extremely important role, as they are the foundation for building and
maintaining agility at the organisational level. This chapter focuses on the anal-
ysis of these attributes, drawing on the experiences of Polish enterprises and
exploring their impact on the organisation’s ability to survive crisis situations,
such as the COVID-19 pandemic. Through a series of face-to-face qualitative
interviews, this study seeks to understand how individual employee characteris-
tics contribute to organisational agility and, in turn, to more effectively cope with
unpredictability and challenges.

In the context of ever-evolving business challenges, it is becoming increas-
ingly clear that the key to success is not only the ability to adapt, but also a proac-
tive approach to the future. The agility and resilience of employees, their adapt-
ability, and their ability to innovate and think creatively, shape the foundations
on which organisations can build their competitive advantage. Continuing this
thought, this chapter offers an insight into how Polish companies can use these
characteristics to strengthen their position in the market, especially in the face
of unpredictable events. The analysis is based on a wide spectrum of experience,

* The publication is financed by the University of Economics in Katowice.
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emphasising the universality and importance of investing in the development
of employee competences as a long-term strategy.

The chapter introduces the topic of organisational agility and its importance
for businesses in the context of rapidly changing market conditions. It presents
definitions of organisational agility from various literature perspectives, empha-
sising its key role in crisis management. The characteristics of agile employees are
also discussed, including cognitive flexibility, the ability to learn quickly, proac-
tivity, emotional resilience, and the ability to work under uncertainty. The chap-
ter then analyses how these employee attributes impact an organisation’s ability
to survive crises, such as the COVID-19 pandemic, based on the results of quali-
tative interviews conducted with representatives from various sectors. Finally,
the conclusions and recommendations for companies are presented, highlighting
the importance of investing in the development of agile employee competencies
as a long-term strategy for adaptation and success.

In the context of research on organisational agility in crisis situations,
the agile attributes of employees are crucial. To explore this issue, a series
of face-to-face qualitative interviews were conducted with workers from different
sectors in Poland in 2023. A total of 103 interviews were conducted to understand
how the individual characteristics of employees contribute to an organisation’s
ability to survive and adapt in challenging times such as the COVID-19 pan-
demic.

6.2. The Essence of Organisational Agility

In the literature, there are various interpretations of the concept of organ-
isational agility. Some of them emphasise the combination of effective human
resource management and the use of modern technologies and production meth-
ods as the key to agility (Chen & Siau, 2020; Skyrius & Valentukevice, 2020).
Other definitions emphasise the importance of integrating flexible technolo-
gies, knowledge and experience gained through end-to-end quality manage-
ment and just-in-time on-demand manufacturing (Kt & Sivasubramanian, 2023;
Almahamid, Awwad & Adams, 2010).

There are also approaches that emphasise an organisation’s ability to
quickly adapt to changing market conditions (Bray et al., 2019; Cappelli & Tavis,
2018; Chen & Li, 2021), treating agility as the strategic ability to adapt in the face
of unexpected market changes. Agility is also understood as an organisation’s
readiness to respond effectively to dynamic changes and the ability to sustain
operations in changing market conditions by developing an effective response
mechanism (Narasimhan, Talluri & Mahapatra, 2006).
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The concept also includes the ability to modify the operational level in
response to increasing customer expectations, defining agility as the ability to
manage change in order to survive in the face of a variety of market challenges
(McNamee et al., 2010). Organisational agility also means taking advantage of
market opportunities effectively and quickly, allowing you to achieve a competi-
tive advantage in a short period of time (Goldman, Nagel & Preiss, 1995; Kidd,
1994; Meredith & Francis, 2000). It is understood as the ability to react rapidly
to changes in both the internal and external environment, and to take proactive
actions to take advantage of the new opportunities that arise as a result of these
changes.

6.3. Agile Employee Attributes

Agile attributes of employees are a key element in building organisational
agility. They include a range of competences, attitudes and abilities that allow you
to operate effectively in a dynamically changing business environment. These
attributes include cognitive flexibility, which enables employees to quickly adapt
to new conditions, tasks, and technologies. It is the ability to deal effectively
with uncertainty and complexity, which is essential in rapidly changing contexts
(Brynjolfsson & McAfee, 2017; Cavusgil, Knight & Riesenberger, 2014).

Another important attribute is the ability to learn and adapt. Employees in
agile organisations must be open to continuous learning and development, which
allows them to keep their skills and knowledge up to date in response to changing
market demands (Gupta, Puranam & Srikanth, 2006). This ability also includes
a willingness to experiment, test new ideas and approaches, which fosters inno-
vation and creativity. Communication and collaboration are other key attributes.
Organisational agility requires employees to effectively exchange information,
both within teams and between different organisational units. Cooperation
based on trust and openness fosters quick problem solving and effective project
delivery (Danneels & Kleinschmidt, 2001).

Emotional resilience is another important attribute that allows employees
to remain calm and effective in stressful situations and to accept constructive
criticism. This allows you to maintain a high level of motivation and commit-
ment, even in the face of challenges (Constantinides, 2014). Finally, employee ini-
tiative and proactivity in identifying and capitalising on new opportunities are
essential for an organisation to respond quickly to market changes (Chakrabarty,
2006; Dhillon & Backhouse, 2001). Employees who are able to see and initiate

71



Maria Kocot

change contribute to the creation of an agile organisational culture, which is cru-
cial for achieving competitive advantage (Cullen, Seddon & Willcocks, 2005).

In summary, employee agile attributes such as cognitive flexibility, ability
to learn and adapt, communication, collaboration, emotional resilience, and ini-
tiative and proactivity are essential for building and maintaining organisational
agility. These core competencies enable organisations to successfully navigate
uncertainty and use dynamic market changes to their advantage.

6.4. Organisational Agility in Crisis Situations

Organisational agility in crisis situations is a key element in ensuring
that companies survive and thrive in unpredictable conditions. Crises such as
the COVID-19 pandemic highlight the need to adapt quickly to changing market,
social, and economic realities (Duchek, 2020). Organisations with a high level of
agility are able to respond more effectively to crises, thus minimising negative
effects and taking advantage of newly created opportunities (Cegarra-Navarro
et al., 2021).

In the context of crisis situations, organisational agility manifests itself
through the ability to quickly restructure internal processes, flexibility in supply
chains, and adapt product or service offerings to changed customer needs (Chen
& Li, 2021). Adaptability in human resource management, including the retrain-
ing of workers and the introduction of flexible working arrangements such as
teleworking, is also becoming essential (Nath & Agrawal, 2020).

The example of the COVID-19 pandemic has shown that organisations
capable of quickly digitising their operations, implementing advanced online
communication tools, and maintaining business continuity through remote work
environments have shown greater resilience to disruption (Yoshikuni & Dwivedi,
2024). In addition, agile enterprises are able to effectively manage risk by using
proactive strategies and tools to monitor the external environment, which en-
ables them to detect threats faster and respond accordingly (He & Harris, 2020).

As a result, agility in crisis situations not only enables organisations to
maintain operations and protect key values, but also fosters the identification
and exploitation of new business opportunities that may arise as a result of global
perturbations (Schulze & Pinkow, 2020). This underscores the importance of
agility as a strategic competitive advantage, enabling not only survival but also
long-term growth and success in an uncertain environment.
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6.5. Agile Attributes of Employees and Crisis Survival — Analysis
of Qualitative Interviews

The methodology employed in the research involved a series of face-to-face
qualitative interviews with employees from various sectors across Poland in 2023.
A total of 103 interviews were conducted to understand the impact of agile attri-
butes of employees on the organisation’s ability to survive and adapt during crises,
such as the COVID-19 pandemic. The interviews were transcribed, and the tran-
scripts were analysed using thematic analysis. This method enabled the iden-
tification of common themes and patterns in the responses, providing insights
into the key attributes contributing to organisational agility. The interviewees
represented a wide range of industries, which allowed for a variety of perspectives
on organisational agility in crisis situations. The distribution of respondents was
as follows: 26% (27 people) from the technology sector, 20% (21 people) from the
healthcare industry, 15% (15 people) from the financial sector, 10% (10 people)
from education, 10% (10 people) from retail, 10% (10 people) from manufactur-
ing, and the remaining 9% (9 people) were from other industries, including logis-
tics and transportation.

As part of the qualitative interviews, respondents were asked seven key
questions to understand how the agile attributes of employees affect the organi-
sation’s ability to survive and adapt in crisis situations. These questions addressed
the following issues:

1. How does the flexibility of the mind affect your ability to adapt during
a crisis?

2. How has rapid learning and adaptation helped you adapt to new working
conditions during the pandemic?

3. What proactive actions have you taken to minimise the negative effects
of the crisis on your organisation?

4. How has emotional resilience contributed to your effectiveness in chal-
lenging circumstances?

5. How has your ability to work under uncertainties influenced your profes-
sional activities?

6. How do you think team collaboration and communication affect organi-
sational agility?

7. What personal qualities do you consider to be the most important for
increasing organisational agility?
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The respondents’ answers were as follows:

B 92% of respondents (95 people) said that the flexibility of their minds sig-
nificantly affected their ability to adapt, allowing them to quickly find new
solutions in a crisis situation.

B 87% (90 people) indicated that rapid learning and adaptation were key in
effectively adapting to remote work and other changed working conditions.

B 80% of respondents (82 people) have taken proactive measures, such as
introducing new security procedures or restructuring teams, to minimise
the impact of the crisis.

B 75% (77 people) said that emotional resilience helped them maintain high
levels of performance despite pressure and stress.

B 85% (88 people) said that the ability to work under uncertainties was essen-
tial to continue operating and make quick decisions.

B 90% (93 people) highlighted the role of team collaboration and communi-
cation as the foundation of organisational agility, enabling effective infor-
mation sharing and collaborative problem-solving.

B Proactivity (95% - 98 people), mental flexibility (92% - 95 people) and emo-
tional resilience (88% — 91 people) were the most important personal traits
influencing organisational agility.

Table 6.1. Impact of agile employee attributes on organisational survival and adaptation
in crisis situations

Answer Percentage Number of people
Flexibility of the mind significantly affects the ability to adapt 92 95
Rapid learning and adaptation are key to effective adaptation 87 90
Proactive measures, such as the introduction
80 82

of new procedures
Emotional resilience helps maintain high performance 75 77
Ability to operate under uncertainty is essential 85 88
Team collaboration and communication as the foundation

I~ 90 93
of agility
The most important personal qualities:
— proactivity 95 98
— flexibility of mind 92 95
— emotional resilience 88 91

Source: own work.

The analysis of responses showed that across industries, employees’ value
similar qualities and skills that enable organisations to respond effectively to cri-
ses. These findings highlight the importance of investing in agile competence
development, both at the individual and organisational level, which could be key
to better weathering future challenges.
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6.6. Conclusion

Research conducted on the organisational agility of employees in crisis sit-
uations, such as the COVID-19 pandemic, shows that the individual agile attri-
butes of employees are crucial to an organisation’s ability to survive and adapt.
An analysis of 103 qualitative interviews with representatives of various sectors
shows a broad recognition of mental flexibility, rapid learning and adaptation,
proactivity, emotional resilience, the ability to work under conditions of uncer-
tainty, as well as a commitment to collaboration and communication within
a team to be key factors enabling an effective response to unforeseen challenges.

Mental flexibility has been identified as one of the most important attri-
butes, enabling employees to quickly find new solutions and adapt to changing
conditions. Rapid learning and adaptation have also played a significant role in
successfully adapting to remote work and other changed working conditions.
In addition, proactive measures, such as the introduction of new security proce-
dures or the restructuring of teams, have proven to be key in minimising the neg-
ative impact of the crisis on organisations.

Emotional resilience helped employees maintain high levels of performance
despite pressure and stress, while the ability to work under uncertainties was essen-
tial to continue operating and making quick decisions. Collaboration and commu-
nication within the team have been highlighted as the foundation of organisational
agility, enabling effective information sharing and collaborative problem-solving.

Among the personal traits most frequently mentioned by respondents that
affect organisational agility were proactivity, mental flexibility and emotional
resilience. These results highlight the importance of investing in agile compe-
tence development at both the individual and organisational levels, which may
be key to better surviving future challenges. Overall, this research indicates that
developing the attributes of an agile workforce is important for enhancing an
organisation’s ability to respond effectively to crises and adapt to changing condi-
tions, which contributes to their long-term survival and success.

On the basis of the conducted research on the attributes of employee agil-
ity and their impact on surviving crisis situations, several important conclusions
can be drawn. The analysis of qualitative interviews shows that mental flexibility,
quick learning and adaptation, proactivity, emotional resilience, the ability to
work in uncertain conditions, cooperation and communication in a team are key
attributes that allow employees and organisations to effectively cope with difficult
times. These qualities and skills play an essential role in enabling organisations
not only to survive crises, but also to adapt and evolve in changing conditions.

In addition, the results of the study indicate the universality of valuable
attributes of agility across sectors, suggesting that investing in the development
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of these competencies can benefit organisations regardless of the industry in
which they operate. The importance of such investments highlights the need
for a strategic approach to human resource management, which should focus
on identifying, recruiting and developing individuals with these key attributes.
In the long term, organisations that focus on building a culture that supports
agility, adaptation, and continuous learning can better handle unpredictability
and change, becoming more resilient to future challenges. Such a culture not
only promotes the individual competences of employees, but also creates an envi-
ronment in which cooperation and knowledge sharing become natural elements
of the organisation’s functioning.

On the basis of the conducted research on the attributes of agile employees
in the context of surviving crisis situations, a number of recommendations can be
made for companies striving to increase their resilience and adaptability. Above
all, organisations should focus on developing agile competencies among their
employees, such as flexibility of mind, quick learning, adaptation, proactivity,
emotional resilience, and the ability to work under uncertainty. These features
proved to be crucial in effectively adapting to changing conditions and enabling
the continuation of operations despite uncertainties and crises.

Companies should invest in training and development programmes that
support the development of these competencies, promoting a culture of continu-
ous learning and adaptation. Introducing mechanisms to support innovation
and creativity, such as brainstorming sessions, creativity workshops, or mentor-
ing programs, can encourage employees to think outside the box and respond
quickly to new challenges.

In addition, the importance of team collaboration and communication
as the foundations of organisational agility should be emphasised. Companies
should strive to build strong, inclusive teams where open communication and
collaboration prevail. Facilitating the exchange of information and joint problem
solving allows for faster response to crises and more efficient use of the organisa-
tion’s resources.

Investments in technologies that support remote work and flexible working
can also contribute to organisational agility. Having access to the right digital
tools and platforms enables employees to work effectively from anywhere, which
is especially important in situations where traditional forms of work become
impractical.

Finally, companies should place a high value on building the emotional
resilience of employees. Organisations can offer psychological support, mental
wellbeing programmes, as well as stress management and resilience training,
which can help employees cope better with crisis situations.
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The conclusions of the study emphasise that investing in the development
of agile employee attributes is crucial for building organisational resilience.
Companies that focus on supporting the development of these competencies can
better weather future challenges while maintaining the ability to innovate and
adapt in a rapidly changing environment.

In the context of future research, it will be important to further explore
the relationship between the different attributes of agility and the success of an
organisation in crisis situations, as well as to identify best practices and strategies
in talent management that can support the development of these key competen-
cies. Further research may also focus on understanding how technologies and
innovations can support the development of agility attributes among employees
and across organisations, which could be key to enhancing their ability to survive
and thrive in the future.
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Chapter 7

Emotional Intelligence of Managers as a Determinant
of Interpersonal Relationship Formation in Organisations

Marian Bursztyn

7.1. Introduction

Over recent years, humanity has become increasingly aware of the key
role played by emotional components in the formation of interpersonal relation-
ships and the building of organisational culture. Today’s constant changes in the
organisation of work reflect the constant socio-economic changes, technological
developments, competitiveness and the unprecedented innovation process. There
is no doubt that the fast-paced developmental changes in the economy require
new competences from employees. These changes affect not only rank-and-file
employees, but above all managers, who, due to the nature of their duties, decide
on the success or failure of a company.

The key factor influencing the building of relationships and actions taken
by managers is emotional intelligence. High emotional intelligence enables man-
agers to correctly identify and control their emotions. These situations lead to
factors that result in employee engagement and affect job satisfaction. Emotional
intelligence enables managers to better cope with everyday stressful situations.
It allows them to be more resilient and flexible in relation to the various phenom-
ena occurring in the organisation.

The main intention of the topic is to try to better understand the meaning
of the construct of emotional intelligence, as well as its relationship with eftec-
tive leadership, which includes searching for an answer to the issue of the impact
of emotional intelligence on employee engagement at work.

Given the area adopted, it should be noted that the analysis presented is by
no means definitive and requires further exploration in this area.

The chapter attempts to define the concept of emotional intelligence, tak-
ing into account the basic aspects of its structure, and also makes an attempt to
identify the key areas for the development of managers’ competencies that have
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an impact on the involvement of employees through building the right interper-
sonal relationships. This is followed by a discussion of the determinants that form
the basis for shaping interpersonal relations in an organisation, and which result
from the interrelationship between the emotional intelligence of managers and
employees. In conclusion, the author presents results that should contribute to
the discussion on the use of emotional intelligence as a determinant of interper-
sonal relationship formation in organisations.

Due to a lack of literature treating in a synthetic and expressive manner,
and thus unifying the issue adopted in the title, the author reviewed individual
segments of literature, which from the point of view of the presented subject mat-
ter constituted the core of considerations. The criteria adopted for the selection
of literature, which covered individual detailed levels related to the broad spec-
trum of emotional intelligence, the use of emotions in building interpersonal
relations and also building commitment in the organisation, allowed for the
synthesisation of the discussed subject matter.

7.2. The Essence of Emotional Intelligence

Emotional intelligence (Salovey & Mayer, 1990, pp. 185-211) is one funda-
mental determinant of the quality of a person’s social functioning. Individuals
characterised by high emotional intelligence perform better in building inter-
personal interactions, correctly read the emotional states of others, better under-
stand emotions and skilfully recognise the emotional message of the interlocutor.
Emotional intelligence makes it possible to regulate one’s own emotions in every-
day social situations. As a result, it becomes helpful in the effective performance
of accepted social roles, both in personal and professional life. It enables the use
of emotional processes in the proper construction of interpersonal interactions
based on rational thought and emotional processes (Ledzinska, 2000; Mayer,
Salovey & Caruso, 2000).

The defined concept of emotional intelligence is considered as the ability to
deal with people in an integral and intelligent way and the ability to enter into
intrapersonal relationships with them (Majeed et al., 2017) as “the ability to per-
ceive, evaluate and express emotions accurately; the ability to access and/or gen-
erate feelings when they facilitate thinking; the ability to understand emotions
and emotional knowledge; the ability to regulate emotions, motivate oneself,
empathise and cope with relationships” (Mayer, Salovey & Caruso, 2004, p. 201).

The idea of the accepted concept now referred to as the construct of emo-
tional intelligence was disseminated following the published work Emotional
Intelligence by Daniel Goleman (1995) in which the author showed that qualities
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such as empathy, caring, the ability to control unpleasant feelings, as well as stay-
ing optimistic and establishing and maintaining good relationships with other
people are important in building relationships, especially in the context of work
(Goleman, 2011, p. 241). This approach enabled Goleman to define the term
“emotional intelligence” as “the ability to recognise our own feelings and the feel-
ings of others in order to motivate ourselves and manage emotions well within
ourselves and in our relationships” (Goleman, 2011, p. 73). He emphasises that it
becomes a necessary condition to have and to be able to have knowledge about
emotions, which can be used to understand the internal and social world and
thus allow for appropriate decision-making. A similar position is presented by
Bar-On (2000), who emphasised the adaptive function of emotional intelligence.
In contrast, Bradberry and Greaves (2005) point out that emotional intelligence
is the “missing element” in the conceptualisation of the complete person, whose
immanent elements are personality and intelligence.

Emotional intelligence helps a person understand how to navigate social
and professional environments. The model of emotional intelligence proposed by
Mayer and Salovey (1999) was drawn up as a specific package of individual skills
needed to process emotional information for adaptation in building interper-
sonal relationships. It should be emphasised that these abilities are emotional in
nature. On this basis, four levels of ability have been identified, ranging from the
most developmentally simple to the more complex.

The first level, which includes the perception, evaluation and ability to
express emotions, relates to the ability to identify emotions both in oneself and in
others, to express them in a way that is appropriate to the situation, and to be able
to distinguish between sincere and insincere behaviour and between appropriate
and inappropriate emotional messages.

The next level is the ability to emotionally support thinking, which allows
you to use emotions to direct attention to what is important and consequently
provides emotional support for memory and judgment of reality. This area also
includes the ability to use mood to adopt a variety of viewpoints (from optimism
to pessimism) and the ability to support emotional states in the process of effec-
tive problem solving.

The third level is the use of knowledge based on the resulting emotions,
understood as the correct naming of emotions and their understanding through
their sensible interpretation in the social context (the appearance of sadness due
to loss), as well as understanding complex emotions and predicting probable
emotional sequences.

The final fourth level is the conscious regulation of emotions. This level
covers a wide range of various feelings, both pleasant and unpleasant, as well as
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those that take into account or ignore the received emotions, guided by the assess-
ment of their usefulness in everyday functioning. It is also the conscious ability
to control one’s emotions and the emotions of other people, as well as the ability
to control emotions, i.e. the ability to mute or strengthen emotions (negative or
positive), taking into account the information these emotions carry (Marusze-
wski & Scigala, 1998; Mayer & Salovey, 1999; Mayer, Salovey & Caruso, 2004).

Emotional intelligence should be understood as a comprehensive set of per-
sonality traits that favour proper adaptation to social and task situations. In this
respect, Bar-On (2000) points out that emotional intelligence enables a person to
cope effectively with the demands coming from the environment. He distinguished
the following components: intrapersonal, which include emotional self-awareness,
assertiveness, self-respect, self-fulfillment and independence; interpersonal under-
stood as empathy, the ability to establish and maintain satisfactory interpersonal
relationships, as well as social responsibility; adaptive regarding problem-solving
skills and adaptive flexibility in interpersonal relationships; ability to cope with
stress — stress tolerance and impulse control; and general emotional state associ-
ated with a general sense of happiness and optimism.

Matczak and Knopp (2013), on the other hand, draw attention to the dif-
ference in the understanding of the conceptual scope of “emotional capacity”
and “emotional competence.” They point out that abilities define the causality
of cognitive processes, whereas competences are expressed in already mastered
skills manifested in everyday functioning. The position presented in this way is
consistent with that of Goleman, who distinguished the previously accepted con-
cepts into “emotional intelligence” and “emotional competencies.” He considers
the former to be “the potential capacity to learn practical skills,” while he sees
the latter as indicating “how much of this potential capacity has been turned into
skills” (Goleman, 2011, p. 76). Treating emotional intelligence as a set of compe-
tencies, it is necessary to highlight within it such skills that, from the manager’s
point of view, belong to the important ones in building interpersonal interaction,
namely: goal orientation, emotional self-awareness and self-control, adaptability,
an optimistic approach to life, the ability to be a leader, the ability to influence
others or the ability to resolve conflicts and cooperate with others.

An understanding of emotional intelligence as a sense of self-efficacy is
proposed by Petrides and Furnham (2000, 2001, 2003), who believe that an indi-
vidual makes a subjective assessment of the competences they possess, regard-
less of the actual level they represent. In this case, the mere belief that one pos-
sesses emotional intelligence is sufficient justification for emotional self-efficacy.
In this approach, emotional intelligence is defined as a system of behavioural
dispositions and a position on having such skills that allow for the identifica-
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tion, processing and, consequently, use of information generated by emotions
(Wytykowska & Petrides, 2007).

Among the components mentioned so far, the main elements of emotional
intelligence include the ability to read one’s own feelings and the awareness of hav-
ing them when they arise and when they appear in acts of self-awareness. This
self-awareness enables an individual to grasp the particular nuances of the emo-
tions that arise, as well as their complex and potential impact on our actions and
the functioning of other people (Stein, 2011).

This disposition should also be understood as the ability to build emotional
dynamics on both an inter- and intrapersonal level (Perkowska-Klejman, 2019).
Consequently, self-awareness is the key to self-control and freedom of action,
which leads to the emergence of a new quality of behaviour towards others,
which, in the case of managers, seems to be a desirable disposition. In contrast,
a lack of these skills can lead to failures and difficulties in building interpersonal
relationships (Ekman & Davidson, 2012, p. 231).

Emotions, which are a fundamental component of human life, are impor-
tant in the plane of emotional intelligence. Emotions can determine an indivi-
dual’s physical and mental states when interacting with others. Emotions should
be considered in terms of behaviour and their impact on human cognitive pro-
cesses such as attention, perception, thinking or memory (Jarymowicz & Imbir,
2011). Emotions, by their very nature, arise as an automatic response determined
by the situation at hand and, conversely, a specific behaviour is the cause of an
adequate emotion. There is no doubt that emotions arise on the basis of interper-
sonal relationships and they have an evolutionary function as they allow humans
to adapt to environmental circumstances (Plutchik, 1991).

It should be noted that the ability to regulate, monitor and control emo-
tions allows you to make conscious choices regarding your response to an event
or behaviour. Emotions motivate an individual to take a particular action, which,
in their own appropriate way, leave an indelible mark on the individual’s experi-
ence and thus determine his or her behaviour, conduct and perception of the
resulting relationships (Lewis, 2005, pp. 780-797). In this context, Salovey,
Mayer and Caruso (2002) believe that emotions can influence the construction of
appropriate interpersonal interactions in terms of appropriate response to situ-
ations related to the occurrence of stressful situations, modification of negative
thoughts, the way of reacting and processing acquired information, and allow the
acquisition of skills that allow the differentiation of both emotions and behav-
iour, and thus allow for changes in behaviour appropriate to interpersonal rela-
tionships. The range of emotional regulation thus acquired enables the manager
in the organisation to make the right choices about the manner and nature of his
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or her responses to situations. In contrast, a misperception of emotions can lead
to an impediment to the process of building appropriate relationships (Goleman,
2011, p. 96).

7.3. Emotional Intelligence as a Key Determinant of Managerial
Competence

Marked by socio-economic changes, modern times in which technologi-
cal processes in organisations are evolving dynamically generate a demand for
employees equipped with new sets of soft competences.

There are different definitions of competences, but they share certain
common characteristics, which, according to Lubbadeh (2020), include both
“knowledge” — understood as the possession of information, “knowledge” in as
the way of performing a task (procedure) and “knowledge” understood as “atti-
tude.” All these components are interrelated, leading to an appropriate response
to changing situations. According to Leban and Zulauf (2004), modern manag-
ers are increasingly aware that the organisation is a reflection of their actions,
because a technically proficient professional with a high coefficient of emotional
intelligence is a person who perceives conflicts more easily and quickly than
others and is able to identify an effective solution to ensure better communica-
tion and empathy with his or her employees, to handle new and unexpected situ-
ations in an appropriate way.

Managerial competences generally focus on the behavioural and functional
levels, combining into one level of a multidimensional - holistic — approach.
Kazak (2017) notes that the behavioural level focuses on cognitive attributes,
which include self-awareness, self-regulation and a wide range of social skills
that can be developed, while the functional level emphasises the formal imple-
mentation of the task, i.e. the technical skills necessary to getting the job done.
It should be emphasised that the manager, being the leader of the team, has the
competence to build rules and implement norms of interpersonal cooperation, as
well as define cooperation in order to ensure appropriate team building.

It is worth remembering that, in addition to the above-mentioned com-
petences, technical managerial competences, expressed in terms of the knowl-
edge possessed and the skills directly related to the work performed, as well as
social competences in terms of the ability to transfer knowledge, or leadership
and teamwork skills, become important. With regard to the issue of manage-
rial competences understood as “abilities and skills,” Kieltyka (2016) empha-
sises that in this area the following should be distinguished: perceptual abili-
ties (e.g. openness to new experiences, creative imagination), organisational
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skills (e.g. the ability to motivate, adapt the actions of colleagues to take specific
actions to achieve a common goal), intellectual abilities (e.g. independence in
decision-making, ability to respond to unpredictable situations), motivational
skills (e.g. ability to encourage feedback from others, conscious use of leadership
skills), decision-making skills (e.g. taking responsibility for the course of events,
decisiveness in choosing and making decisions) and intuitive abilities (e.g. psy-
chological intuition, high awareness of own potential).

The above-mentioned abilities, called emotional competences, despite
their autonomous nature, are inherently related to the mixed models of “emo-
tional intelligence” presented by Goleman and Boyatzis (2013) or Bar-On (2010).
In terms of emotional competence referring to managers’ abilities and stemming
from emotional intelligence, attention should be drawn to the models of emo-
tional competence presented by Saarni (1999) and Bisquerra Alzina (2009).

Saarni (1999) defined emotional competence as an articulated set of abili-
ties and skills that an individual needs in order to function well in a changing
environment. The acquisition of these abilities is aimed at an individual’s abil-
ity to adapt appropriately to changing environmental conditions, as well as to
increase self-confidence. In order to build her model, the author adopted three
co-existing theories with emotions as their focal point. Thus, she pointed to:

B arelational model of emotion based on Lazarus’ (2000) theory, which iden-
tifies emotion as the foundation of human motivational development,

m the functionalist model of emotion, understood as a process of building
relationships between the individual and the environment,

® the social-constructivist model of emotion, emphasising emotion as
the cause of the individual’s emergence of experience through social, devel-
opmental and cognitive contexts.

Adopting this assumption, Saarni (1999) built a model of emotional com-
petence, listing eight basic competences: emotional self-awareness, which ena-
bles the recognition of a range of emotional experiences, appropriate for differ-
ent levels of human emotional maturity; the ability to recognise and understand
other people’s emotions by recognising the emotions that arise in others; the abil-
ity to express emotions by skillfully linking expressed emotions with social roles;
empathetic attitude towards others, which manifests itself in the ability to recog-
nise and understand other people’s emotions; the ability to accurately distinguish
subjective emotions from the external emotional expressions of others; ability to
adaptively solve unfavourable and stressful situations; awareness of the need for
emotional communication presented in the authentic expression of one’s emo-
tions and the ability to achieve emotional self-efficacy, which is expressed by
emotional balance between personal, social and cultural life.

85



Marian Bursztyn

A similar reference to the presented issues is illustrated by the theoreti-
cal model of Bisquerra Alzina (2009). He indicates that competences constitute
a whole set of knowledge, skills and attitudes that are necessary to become aware,
understand, express and regulate emotional phenomena. This leads to compre-
hensive preparation and proper performance of managerial professional func-
tions. The assumptions made in this way include: emotional awareness, which
should be defined as the ability to read one’s own emotions; emotion regulation
as the ability to properly regulate and use emerging emotions; emotional auton-
omy, which should be defined and understood as a set of features related to the
ability to consciously manage one’s emotions, and social competences allowing
to enter into and maintain appropriate relationships with other people.

The models of emotional competence expressed in the above models indi-
cate that managers, in building interpersonal relationships, need both types
of intelligence at the same time, both general intelligence and emotional intel-
ligence, as high general intelligence or emotional skills alone are not enough.

All the elements discussed above are of great importance in creating
the right interpersonal relationships, which undoubtedly has an impact on
the created structure of personal and emotional relationships in the organisation.

7.4. Emotional Intelligence of Managers — a Determinant of Relationship
Formation in Organisations

Emotional intelligence is usually seen as an individual competence, but
organisations mainly work on the basis of teams, so focusing on this aspect is
as important as on the individual. Managers play a key role in team functioning
(Druskat & Wolft, 2001). It seems that emotional intelligence is closely related to
many indicators of work effectiveness in an organisation, such as: increased eco-
nomic profitability of the company, increased economic status of the organisa-
tion, appropriate interpersonal relationships and attitudes of employees, includ-
ing managers, affecting the functioning of the organisation.

Therefore, the issue of linking the “emotional intelligence” of managers and
the involvement of employees in the organisation becomes an important element
of the functioning of the work organisation.

High competitiveness is becoming an important challenge for a modern
organisation, therefore the appropriate involvement of managerial staff seems to
be justified. In this case, managers play a significant role in the employee engage-
ment process, so leadership development seems to be an element that benefits the
development of the organisation. The organisation can support managers in devel-
oping their soft skills, which can ultimately translate into employee engagement
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and overall wellbeing as well as the economic performance of the company.
In this case, a manager’s emotional intelligence becomes an important factor that
has to do with increasing individual employee engagement at work. Therefore,
Mahon, Taylor and Boyatzis (2014) believe that an emotionally intelligent man-
ager acts as a facilitator that enhances employee engagement.

For this reason, an extremely important task in the field of organisational
management is the improvement and development of interpersonal skills related
to the “emotional intelligence” of managers. Bencikova (2013) suggests that man-
agers have a noticeable impact on the efliciency, quality and overall success of
every organisation through more creative management systems that are based on
knowledge and experience acquired in everyday work. The manager, therefore,
has a leadership role that is crucial to the effectiveness of employees and, conse-
quently, to the productivity of the entire organisation.

A manager needs to know how to inspire and ignite the passion of employ-
ees so that they are committed to their activities and can realise their full poten-
tial throughout their career. A manager must learn how to become an inspira-
tional leader who ignites the passion of employees and create a healthy, happy
and fully engaged work environment. With such leadership, employees at all
levels will feel obliged not only to improve their professional potential, but also
to maintain it throughout their careers, as they will feel that not only their hard
work is appreciated, but also their true belonging to the team.

It should be noted that due to the volatility of the economic environment,
a manager should operate to the highest possible degree with leadership styles,
choosing the right one for the situation.

A manager’s leadership plays a key role in the development of an organisa-
tion. He is responsible for helping members or work teams of the organisation
meet everyday challenges and work positively towards the organisational goal.
In order to show the essence of leadership, it is necessary to synthetically recall
the understanding of this issue. The phenomenon of organisational leadership
has long been of interest to organisational researchers.

Blanchard (2019) defines leadership as an individual predisposition of an
individual who has the ability to influence other people through appropriate
action, both on a personal and professional level, aimed at achieving a desired
goal. Blanchard (2019) believes that leadership is rooted in humility, starts within
us, is effective and benefits everyone and leads to the conclusion that the hardest
thing to do is to lead oneself. Kanste (2011) believes that the most difficult people
to lead are the managers (leaders) themselves, as it seems necessary for a manager
to understand that continuous collaboration with other team members is neces-
sary for success. The author emphasises that it is also the ability to inspire trust
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and influence people to take a specific action. It is important to emphasise that
leadership involves two key levels, one of which is the tendency of subordinates
to perceive how their leaders make the right decisions to achieve their personal
needs and desires, and the other involves the manager’s ability to emotionally
engage employees in the performance of tasks that need to be done.

However, it seems that, when discussing leadership styles, it is necessary to
refer to the concept proposed by Goleman (2011) as, in proposing them, he has
in mind the theory of emotional intelligence he presented, in which he indicated
that an effective manager will seamlessly choose from among the proposed lead-
ership styles to achieve positive results. Furthermore, the author believes that
an emotionally intelligent manager will apply a synthesis of the leadership styles
outlined below in response to the needs of the environment:

Prescriptive (coercive) style — in this style the leader demands immediate,
autocratic compliance. The style most often has a negative impact on remunera-
tion systems and building the right relationships in the organisation. Exceptions
to the use of this style are situations that require an unambiguous defined course
of action, e.g. in times of crisis, when clear direction is needed.

The authoritative (influential) style, whose effectiveness is not based on
“authority,” but is concerned with influencing, that is, motivating individuals
while explaining how their work fits into the overall functioning of the organisa-
tion. Although this style appears to be the most effective in a variety of situations
it can be perceived by some as apodictic, imposing certain solutions by requiring
the establishment of a relationship of trust with the manager.

The affiliative (unifying) style centres around people, their values and emo-
tions, rather than in the tasks and goals adopted by the organisation. The man-
ager builds strong emotional bonds between people in the team. This style has
a clear impact on interpersonal communication, as people who like each other
are more likely to talk to each other and are willing to cooperate. The affiliative
manager naturally builds rapport and socialises with his or her direct reports,
including in private. This style is particularly effective when building relation-
ships and enhancing team harmony.

The democratic style of team management promotes freedom of action and
implies the joint involvement of the whole team in decision-making processes.
This process takes place in an atmosphere of respect. In the democratic approach,
the manager acts as a facilitator whose job is to involve his or her employees in
decision-making.

The prescriptive style is geared towards high quality task performance, while
setting benchmarks and direction described as “follow me.” In this convention,
the manager sets high performance expectations for employees. Managing a team
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in this way is recommended for well-motivated, highly competent employees who
only need guidance in their activities.

The coaching style focuses more on the personal development of the man-
ager than on tasks that are related to the work environment. In this case, leaders
play a supporting role in identifying their strengths and weaknesses, which are
then linked to the personal aspirations of employees. As a result, an agreement is
often made that defines the roles as well as the responsibilities of each participant
in the coaching relationship.

With the above in mind, it is fair to say that the most effective manager
is one who can move from one style to another in a skilful and effortless man-
ner, using the right kind of communication and motivation, which are essential
factors in meeting the needs of employees in different situations. “Good style”
leadership means using the right style at the right time.

Based on the above breakdown of leadership styles presented by Goleman
(2011), authors Goleman, Boyatzis and McKee (2013) emphasise that four styles
are responsible for resonance in an organisation while maintaining a high qual-
ity of work: visionary, coaching, affiliative and democratic, while the other two,
herder style and dictator style, should be used with due and utmost caution.
In this overview, we find the styles already characterised and specified above.
Thus, the visionary style corresponds to the prescriptive style, the coaching style
to the coaching style, the affiliative style to the unifying style, the democratic
style to the democratic style, the “herder” style to the normative style and the
“dictator” style - to the prescriptive.

Drucker (2016) believes that care should be taken to build the right organi-
sational culture and create a good organisational climate, conducive to increasing
managerial effectiveness on the basis of two parameters: efficiency (“doing things
the right way”) and effectiveness (“doing the right things”). At the same time,
the author believes that managerial effectiveness is a certain habit that can be
developed in the form of certain competences and cannot be linked to a certain
innate predisposition or a certain personality type.

Thus, “an effective manager derives productivity from human strength,
which is a real opportunity for success for him and the managed organisation”
(Lubbadeh, 2020, p. 41). Effective emotionally intelligent managers are able, with
the help of the emotional intelligence developed in themselves and other people,
to cope brilliantly with a variety of situations, especially with toxic work environ-
ments, problematic superiors and subordinate managers and difficult employees.

Effective leaders (managers) use at least four styles of interacting with
employees in their daily work: these styles include: authoritarian style, democratic
style, skilful and correct influencing, and building leadership strategies as an aid
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to developing an employee’s individual potential (coaching). The key to choos-
ing a particular style is to be flexible and willing to adapt to the organisation’s
environment. It is important to remember that it is in the hands of the manager
to choose the right leadership style for the situation. The importance of a man-
ager’s personal characteristics and attributes is believed to significantly influence
an individual’s behaviour in the workplace (Handa & Gulati, 2014). The personal-
ity traits manifested are generally consistent and influence the response of indi-
viduals therefore the emotional connotation of commitment, which includes
employees’ feelings and beliefs about their relationship to their work, becomes
an important element. These elements stimulate them to voluntarily engage in
behaviours aimed at achieving the desired organisational outcomes, emphasising
the emotional fulfilment the employee experiences as a result of their commit-
ment to their work.

Shuck and Wollard (2010) believe that the emotional system and positive
feelings of employees including managers affect their work and level of commit-
ment, and are expressed by the positive “state” of the employee (attentiveness,
alertness, enthusiasm, determination, active). He points to an individual’s ability
to control their emerging emotions, and these elements are contained within the
construct of emotional intelligence. Lakshmi and Rao (2018), on the other hand,
argue that in every facet of life, both personal and professional, a manager being
an employee of an organisation, the construct of “emotional intelligence” plays
a key role. This is because proper management of employees” emerging emotions
can definitely lead to an increase in their commitment to the organisation. Fur-
thermore, it can lead to the acquisition of higher competencies of employees in
terms of their individual and team success. As a result, proper emotion manage-
ment will contribute to effective work engagement.

Schaufeli et al. (2002, p. 74) depict the problem of engagement as “a posi-
tive, satisfying work-related state of mind characterised by vigour, dedication and
preoccupation.” In this respect, “vigour” as the employee’s full commitment is
associated with a sufficiently high level of psychological well-being during work,
allowing for overcoming everyday difficulties resulting from work (Schaufeli
et al., 2002). An important element is dedication to the completed task, which
brings the employee a sense of importance, enthusiasm and further inspira-
tion for the work undertaken (Schaufeli et al., 2002). However, the basic fea-
ture of “absorption” is the full concentration and involvement of employees in
the work performed (Schaufeli et al., 2002). Kahn (1990) defines this issue simi-
larly, based on the theory developed by Rich, LePine and Crawford (2010), which
draws attention to the level of work engagement from the physical, cognitive and
emotional point of view. It is worth mentioning that in the available literature
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on commitment, Macey and Schneider (2008) make a distinction, assuming the
issue of commitment as an individual feature, state and behaviour of a person.

In accordance with the presented theory, Schutte et al. (2000) define the
issue of work engagement as an important state of attachment to the organisation
in which employees are both involved in the process of work and are fully aware
of their effectiveness. When defining commitment, the authors believe that it is
an element of a satisfying emotional state related to work, taking into account
both the above-mentioned vigor and commitment to work. In this way, engage-
ment is not just a temporary state, but should be viewed as a more permanent
affective-cognitive state. Therefore, managers need to know which practices work
and what they should focus on in order to motivate their employees and retain
them in the organisation. In such an adopted strategy, employees are not only
aware of their role in the organisation, but also demonstrate greater commit-
ment, characterised by increased productivity and creativity, and, consequently,
are more willing to take on specific professional roles.

The importance of managers’ emotional intelligence in terms of employee
work engagement should be explained through Lazarus’ (2000) theory of emo-
tions, which becomes useful in predicting the emotions of individuals in
the workplace. The theory presented by the author tries to explain its three
aspects: the first one concerns the cognitive level, which refers to the individ-
ual knowledge of the individual and his/her assessment of what is happening in
the work environment, the second level is related to the aspect of building emo-
tional relationships between the individual and its surroundings, taking place
in constantly changing situations, while the third and last level results from the
motivational skills of individual employees. At the same time, it is suggested that
the motivation of an individual is influenced by his or her professional environ-
ment resulting from individual emotional experience (Lazarus, 2000). As a con-
sequence, the individual employee involvement assumed in this way allows for
the assumption that people who are able to manage emotions and, at the same
time, are supported by self-motivation, properly regulate the emergence of emo-
tions, thus experiencing greater commitment in the organisation (Barreiro
& Treglown, 2020). In other words, the way an employee explains and interprets
his or her emotions, how he or she uses self-management in the process of deal-
ing with his or her own emotions, and how he or she responds to the emotions
of others makes the resulting process easier to acquire the experience of proper
involvement in the organisation (Barreiro & Treglown, 2020).

Based on the above considerations, it should be noted that, based on
the theories presented, the individual development of emotions, and therefore
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the ability to manage and regulate them, may lead to positive experiences related
to employees’ involvement in the organisation.

This means that an individual’s ability to respond positively to his or her
emotions enables and leads to significantly greater commitment to the organisa-
tion. It follows that the reason why the “emotional intelligence” construct can
lead to increased work engagement is embedded in the “emotions” component,
which causes actions to support and maintain professional commitment through
the acquisition of emotional experience, which is the ability to deal with one’s
own emotions and emotions of co-workers, becoming the basis for the source
and motivation to achieve intended professional tasks (Green et al., 2017).

Managers’ skills resulting from the construct of “emotional intelligence” are
useful in the daily work of a team leader, aimed at achieving appropriate results,
and resulting directly from interaction with an employee. Such situations include
skilful conflict management, appropriate organisational changes that take into
account the individual characteristics of employees, as well as other skills in order
to achieve a positive emotional climate in the organisation. In conclusion, it is
worth noting that by developing emotional intelligence, you can skilfully regulate
your emotions and the emotions of other people, especially in difficult situations
related to building manager-employee relationships. In the light of the above con-
siderations, it can be assumed that there are well-established grounds for believing
that there is undoubtedly a relationship between the skills of developing emo-
tional intelligence and the involvement of employees in the organisation.

7.5. Conclusion

Emotional intelligence can be considered an important determinant char-
acterising manager from the point of view of relationship building in organisa-
tions (Mahon, Taylor & Boyatzis, 2014; Barreiro & Treglown, 2020). The attempt
to identify the relationship between the emotional intelligence of managers
and the formation of relationships in the organisation became a key element
of the issue undertaken, which encompassed a multifaceted approach embracing
emotional intelligence, emotion management, leadership and leadership styles.
The analysis conducted helps to emphasise that emotional intelligence can be
developed as a skill, and that organisations should invest in development pro-
grammes for managers, developing their leadership skills including the ability to
assess and regulate their own emotions and the emotions of others, and use this
information to guide during their performance (Mayer, Salovey & Caruso, 2004).

It is worth emphasising that the construct of emotional intelligence can
be developed as a skill. Therefore, organisations should invest in development
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programmes in this area, aimed at executives - managers and other members
of the organisation. In the case of managers, it becomes important to develop their
leadership skills, including the ability to assess and regulate their own emotions
as well as the emotions of others, and to skilfully use the emotional information
flowing to guide their team in their actions (Salovey & Mayer, 1990). In such an
aspect, it makes sense to focus efforts on the implementation of emotional intel-
ligence training that will lead to a positive impact on the organisation’s created
interpersonal relationships. In addition, an important element seems to be to pro-
vide managers with increased support with mentoring programmes that allow
them to develop their skills in building and sustaining relationships not only in
the supervisor-subordinate context, but also at the level of colleagues themselves.
These support systems reinforce the employee’s perception of the manager as
a professional, which increases the impact on individual employees’ commitment
to the organisation. Managers should therefore build not only individual relation-
ships with subordinates, but also relationships with and between the entire team
of employees. It is worth noting that emotional intelligence is a very useful tool
that can be used to build a properly functioning work organisation.

In the conclusion of this paper, it is worth outlining the limitations
of the study conducted. Any research analysis of this kind has its limitations, and
this study is no exception. The analysis of the theoretical publications carried
out indicates the cross-sectional nature of the work leading to the identification
of only relevant links between the problems discussed, rather than the identifi-
cation of a cause-and-effect relationship. The limitations in conducting an anal-
ysis of the presented subject matter were primarily due to the scarcity of lit-
erature demonstrating a link between the construct of emotional intelligence
of managers as an element that shapes interpersonal relationships in organisa-
tions. On the other hand, there is a wide range of literature, as well as empirical
research, which treats the particular issues undertaken in a separate manner with
few connections that are only complementary to the main topic. For this reason,
the author made an attempt to pick out from the wide literature only the scope
that would enable the smooth linking of the individual levels presented.

Despite the limitations indicated, it is worth proposing recommenda-
tions for future research that can lead to a decisive deepening and understand-
ing of the adopted issue. Given these limitations, it is worth noting the need
for an in-depth analysis of the theoretical publications, and there is a need for
research that includes the importance of managers’ emotional intelligence in
building interactions in the organisation. According to the recommendations
found in the analysed literature, research should be carried out at group and
organisational levels and the relationship between these levels taking into account
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the construct of emotional intelligence should be identified. Multilevel research
can contribute to identifying not only the links but also the dependencies that
exist between the different planes. These elements will allow for a better under-
standing of the issue undertaken.
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Chapter 8

Marketing Strategies for Standardisation and Adaptation
to Foreign Markets of Agricultural Machines Manufacturers
as Perceived by Export Sales Managers

Sandra Snarska, Urszula Kobylinska

8.1. Introduction

The company operation in foreign markets is related to its internation-
alisation. The internationalisation of companies is a complex process, so it is
difficult to find a single, universal definition of this concept in the literature
(Budzynska-Biernat, 2015). Turnbull defines internationalisation as the physical
emergence of a company beyond the borders of its home market (Turnbull, 1987).
Johanson and Vahlne define it as the process of increasing international exposure
and adapting a company’s strategic activities to the specifics of the international
environment (Johanson & Vahlne, 1977). According to Dunning, on the other
hand, internationalisation is a model of a company’s foreign investment in which
it exploits its advantages (Dunning, 1981).

Referring to Polish authors, reference should be made to Rymarczyk, who
most broadly defined the process of internationalisation as any type of economic
activity undertaken by a company outside the country (Rymarczyk, 2004).
K. Fonfara emphasises that the concept of internationalisation of enterprises is
based on the assumption that a company’s activities on the home market dif-
fer from its activities on foreign markets. At the same time, the author points
out that the foreign environment is characterised by differences with respect to
the local environment and, therefore, any foreign company operations should be
treated differently (Fonfara, 2012).

The background to internationalisation processes, but at the same time
their premise and consequence, is globalisation processes. National markets
are giving way to an expanding global market for three main reasons. The first
is technology development, which has made it possible to significantly reduce
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the transport price and telecommunication services, allowing companies to
minimise production costs by moving part of their production activities abroad.
Second, globalisation is supported by the international trade liberalisation, where
the reduction of tariffs contributes to increased trade and investment. Third, con-
tinuous change and development provide additional incentives for global inte-
gration (Horska, 2014).

Globalisation reflects the companies tendency to buy, sell and distribute
products and services in most countries and regions of the world. Internationali-
sation means doing business in many countries, but is often limited to a certain
area, such as Europe (Hollensen, 2011).

Globalisation and internationalisation create opportunities for access to new
markets, technologies and technological processes, new organisational and man-
agement knowledge, customer preferences. Consequently, they lead to the inter-
nationalisation of production, distribution and marketing. A company can con-
duct its marketing activities on the local market or on an international scale with
foreign markets. However, the peculiarities and complexities of foreign markets
are different from the domestic market, hence the need to implement distinct
activities referred to as international marketing (Doole, Lowe & Kenyon, 2019).

Since the 1960s, a classification of marketing tools according to McCarthy’s
(1964) 4P concept has prevailed, assuming that satisfying customers’ needs is
done by providing them with a coherent offer consisting of product, price, distri-
bution and promotion (Dorozynska, Klysik-Uryszek & Kuna-Marszalek, 2021).

An enterprise intending to enter international markets faces the chal-
lenge of answering the strategic questions of whether to introduce a standard-
ised offer on foreign markets or the same as on the local market or adapted to
the needs of a given market in terms of selected or all marketing-mix elements.
In practice, only an insignificant number of enterprises strive for full standardi-
sation or adaptation of marketing-mix tools, the majority use mixed strategies
(Dorozynska, Klysik-Uryszek & Kuna-Marszatek, 2021). Choosing the right rela-
tionship between standardisation and adaptation is a challenge for today’s man-
agers (Hollensen, 2020). Global standardisation can enhance a product’s brand
image, while strategy adaptation can satisfy customer needs and increase exports
(Khodakarami & Zakaria, 2018).

Following on from the above considerations, the aim of the paper is to
investigate how Polish agricultural machines manufacturers expand into new
foreign markets and thus determine the foreign marketing strategy they use for
internationalisation. In order to achieve the aim of the paper, the authors con-
ducted semi-structured interviews among managers responsible for sales in for-
eign markets of Polish agricultural machines manufacturing companies.
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8.2. Adaptation and Standardisation Strategy in International Marketing
— Bibliometric Analysis

The literature review process is a key tool for analysing knowledge for a spe-
cific study. The literature review purpose is to enable the researcher to both map
and evaluate the existing theoretical area and to clarify the research problem
(Tranfield, Denyer & Smart, 2003). The systematic literature review in this paper
uses bibliographic data on the topic of adaptation and standardisation strategies
in international marketing and was divided into four main steps. The first step was
to search the literature for analysis. The next step involved the selection of publi-
cations found in the database by introducing selected search filters. The third and
fourth stages were devoted to bibliometric analysis, primary analysis elements
and citation analysis. Baseline data for the study were collected from the Web
of Science and Scopus databases on 4 January 2024. A search was performed for
scientific publications that included the phrases “international marketing” and
“standardisation” or “adaptation” in their title, abstract or keywords. The review
covered the period 2009-2023 and related to the area of Business, Management
and Accounting. The total number of documents found for the two phrases in
the Web of Science and Scopus databases was 3,709. The detailed criteria and
results of the publication review for the Web of Science and Scopus databases are
presented in Table 8.1.

Table 8.1. Criteria and results for filtering publications in Web of Science and Scopus databases

Phrase Criteria filtering Scopus Web of Science
"International marketing” title, abstract 8 72
?nd starjda’[dlsanon or keywords 37 128
adaptation
articles published in journals 116 423
“International marketing” title, abstract 247 156
keywords m 408
articles published in journals 1,247 156

Source: authors’ own work.

The first stage of the bibliometric analysis was to assess changes in research-
ers’ interest in the adaptation and standardisation strategies in international
marketing issue.

Figure 8.1 shows the number of publications dedicated to the topic of mar-
keting adaptation and standardisation strategies and international marketing
in general from 2009 to 2023 in the Scopus database. The number of publications
dedicated to international marketing (1,247) far outweighs the number of publi-
cations on adaptation and standardisation strategies (116).
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Figure 8.1. Number of publications on the topic of marketing adaptation, standardisation
strategies and international marketing from 2009 to 2023 in the Scopus database

Source: authors’ own work.

The first article in the Scopus database dealing with the topic of adaptation
strategies “International Marketing Presentations: Some Options” by P. ]. Hovell
and P. G. P. Walters appeared in 1972 in the European Journal of Marketing.
The article outlines the advantages and disadvantages of standardised approaches
to international marketing.

For the Web of Science database, the first publication, “Patterns of Market-
ing Adaptation in International Business: A Study of American Business Firms
Operating in India” by M. P. Kacker, appeared in 1972 in Management Interna-
tional Review. The publication addresses the adaptation strategies of American
businesses in the Indian market.

The next stage of the bibliometric research involves citation analysis
(Table 8.2), which illustrates the impact scale of the selected scientific publica-
tion. The Scopus database identified the 10 most-cited articles on adaptation and
standardisation strategies in international marketing terms. Studies from this
area were cited a total of 1,113 times. The most frequently cited publication in
the database, with 160 citations, is the article by M. Hultman, M. ]. Robson and
C. S. Katsikeas, titled “Export Product Strategy Fit and Performance: An Empiri-
cal Investigation,” published in the Journal of International Marketing in 2009.
On the other hand, in the Web of Science database, the most cited publication
is an article by K. E. Meyer, S. Estrin, S. K. Bhaumik, and M. W. Peng titled
“The Importance of the Export of a Product to the Market. Institutions, Resources
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and Entry Strategies in Emerging Economies” published in Strategic Manage-
ment Journal in 2009 with a total of 1,151 citations.

Table 8.2. Ranking of articles with the highest citations number in the Scopus database

Number
No. Authors Title Journal Year of citations
(% share)
1 | Hultman, M., "Export Product Strategy Fit Journal of Interna- 2009 160 (5%)
Robson, M. J., and Performance: An Empirical tional Marketing,
& Katsikeas, C. S. Investigation” 17(4), 1-23
2 | Schmid, S., “50 Years of Research on International Business | 2011 134 (4%)
& Kotulla, T. International Standardization Review, 20(5),
and Adaptation — from a Systematic | 491-507
Literature Analysis to a Theoretical
Framework”
3 | Paul, J. “Marketing in Emerging Markets: International Journal 2020 126 (4%)
a Review, Theoretical Synthesis of Emerging Markets,
and Extension” 15(3), 446468
4 | Vrontis, D., “International Marketing Adaptation | International 2009 116 (4%)
Thrassou, A., versus Standardisation of Multina- | Marketing Review,
& Lamprianou, I. tional Companies” 26(4), 477-500
5 | Navarro, A., “Implications of Perceived Journal of World 2010 112 (3%)
Losada, F., Competitive Advantages, Adaptation | Business, 45(1),
Ruzo, E., of Marketing Tactics and Export 49-58
& Diez, J. A. Commitment on Export Performance”
6 | Schilke, O., "When Does International Marketing | Journal of Interna- 2009 110 (3%)
Reimann, M., Standardization Matter to Firm tional Marketing,
& Thomas, J. S. Performance?” 17(4), 24-46
7 | Donthu, N., “A Bibliometric Retrospection Psychology and 2021 94 (3%)
Kumar, S., of Marketing from the Lens Marketing, 38(5),
Pattnaik, D., of Psychology: Insights from 834-865
& Lim, W. M. Psychology & Marketing”
8 | Steenkamp, J.-B.E.M., | “Manufacturer and Retailer Strate- | Marketing Science, 2014 94 (3%)
& Geyskens, . gies to Impact Store Brand Share: 33(1), 6-26
Global Integration, Local Adapta-
tion, and Worldwide Learning”
9 | Hallbédck, J., "Entrepreneurial Marketing Strate- | International Business | 2013 85 (3%)
& Gabrielsson, P. gies during the Growth of Interna- | Review, 22(6),
tional New Ventures Originating 1008-1020
in Small and Open Economies”
10 | Olejnik, E., "SMEs’ Internationalisation Patterns: | International 2012 82 (3%)
& Swoboda, B. Descriptives, Dynamics and Deter- | Marketing Review,
minants” 29(5), 466495

Source: authors’ own work.

Most studies have focused on indicating companies’ attitudes toward the use
of standardisation/adaptation strategies and examining the reasons influencing
their selection criteria (Vrontis, Thrassou & Lamprianou, 2009; Navarro et al.,
2009; Olejnik & Swoboda, 2012; Hallback & Gabrielsson, 2013). The following
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authors’ studies: (Schilke, Reimann & Thomas, 2009; Hultman et al., 2009) veri-
fied the benefits obtained with standardised strategies with those that can be
achieved with adaptation strategies. Among the most frequently cited publica-
tions was a systematic literature review of international standardisation/market-
ing adaptation strategies (Schmid & Kotulla, 2011).

The next step of the bibliometric analysis was to verify the number of cita-
tions in relation to the country of authors’ origin publishing articles on adaptation
and standardisation strategies in terms of international marketing in the Scopus
database. Table 8.3 shows the countries of origin of the authors publishing most
frequently in the Scopus database, together with the number of citations, publica-
tions and the number of citations per publication.

Table 8.3. Country of origin of the most frequently published authors in the Scopus database

No. Country Citations Publications Citations per publication
1 USA 990 40 24.7
2 UK 859 26 33
3 Germany 390 15 26
4 Spain 317 12 26.4
5 France 127 " 11.5
6 Italy 106 (l 9.6
7 Australia 198 10 19.8
8 India 313 9 34.7
9 Israel 157 9 17.4
10 Finland 176 8 22

Source: authors’ own work.

As can be seen, the largest number of authors publishing on the issues ana-
lysed comes from the USA. This can be explained by the fact that this country
plays a key role as a business and technology centre in the world. Companies
from the USA often have a global reach and are interested in strategies of adap-
tation and standardisation in order to compete effectively in international mar-
kets. In addition, there is a huge market in the USA with great cultural diver-
sity. Companies operating in this market are often interested in expanding into
international markets and are looking for strategies that will allow them to adapt
effectively to different cultures while maintaining some standardisation of their
marketing efforts.
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8.3. Research Methodology and Research Sample

Therealisation of the research goal, i.e. investigation of how Polish agricultural
machines manufacturers expand into new foreign markets and thus determining
the foreign marketing strategy they use for internationalisation, required the use
of an appropriate research methodology. The authors chose the semi-structured
interview as a research method because its basic feature is the possibility of pos-
ing any questions and deepening certain themes (Minski, 2018). The interview
is one of the most popular obtaining information methods. According to Kvale,
an interview is a specific conversation form, during which knowledge is created in
the course of interaction between the interviewer and the respondent (Kvale, 2010).

The advantage of this method is to ensure that all areas of interest to
the researcher are explored. The interview scenario may change during the
course of the study as new connections and reflections result in the researcher.
Open-ended questions presuppose a focus on certain topics rather than the rigid-
ity of the interview structure. On the other hand, disadvantages can include the
occurrence of any disruptions in the interview involving a topic change, which
can affect the final result (Maison, 2022).

A total of ten interviews were conducted, involving foreign sales managers
in the export sales departments of agricultural machines manufacturing compa-
nies in Poland. Interviews were conducted in the second quarter of 2022.

The questions were designed in such a way that the empirical material col-
lected through them would allow the following research questions to be answered:
QI. How do Polish agricultural machines manufacturers expand into new foreign
markets? and Q2. What foreign marketing strategies do they use for expansion?

The interviews were recorded, transcribed and analysed in a manner typi-
cal of information collected using a qualitative method. Analysis included struc-
turing the data collected during the study and interpreting it.

Kvale advises a short briefing before the interview, i.e. introducing
the respondent to the interview situation (Kvale, 2010), so the first step was to
provide information about the interview purpose, the interview transcript and
to clarify any ambiguities. At the initial stage of the interview, respondents were
asked about the employment level in the company, the average length of service
in the position, the number of foreign markets served by country and the exports
structure in the company’s total sales.

Among the surveyed enterprises, their structure was as follows — 3 large
enterprises, 6 medium-sized enterprises and 1 small enterprise. Table 8.4
shows the research population characteristics. The average length of service
of the respondents as foreign sales manager was 7 years. On average, managers
were responsible for the sales development in nearly 15 foreign markets. For all
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large companies and three of the medium-sized group, the markets are divided
by geographical regions, with individual managers responsible for sales in groups
of geographically similar markets. The amount level of foreign sales in the com-
pany’s total sales in the case of large and 4 medium-sized companies ranged from
60 to 70%, while in another 2 medium-sized and 1 small company it was 40-50%.

Table 8.4. Research population

Responder Position Gender Length of service Number of markets served
Respondent 1 M 12 <15
Respondent 2 M 8 <5
Respondent 3 M 6 > 15
Respondent 4 M 17 <15
Respondent 5 Export sales M 5 <10
Respondent 6 manager M 2 <5
Respondent 7 M 5 <5
Respondent 8 M 6 <5
Respondent 9 M 4 <10
Respondent 10 M 8 <10

Source: authors’ own work.

The dominant internationalisation form of agricultural machines manu-
facturing companies in Poland is export. This means that the surveyed compa-
nies have opted for a low risk of doing business in a foreign market, partially
transferring it to a distributor, with the concomitant lower costs of such activity.
Only one of the surveyed companies engages in a more advanced international
activity form - three foreign subsidiaries.

8.4. Findings

The first question concerned the factors determining the choice of tar-
get markets. The specificity of the answers was dictated by the enterprise’s size.
For the representatives of large enterprises, the key factors were - the demand for
a given product and the competitors presence on a given market, while for the
representatives of small and medium-sized enterprises these were — geographi-
cal proximity and the agriculture specificity in a given country, as confirmed by
the words of one manager responsible for sales in a medium-sized enterprise:

The specificity of agriculture should be similar to that in Poland, so as not to
modify the products too much [R6].

When asked about the process of entering a new foreign market from
a company perspective, sales managers were happy to share details. For all com-
panies it was similar. Excerpt from a foreign sales manager at a large company:
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Usually the first contact is at an industry trade fair in Poland or in other coun-
tries where we are already active, then the customer is asked to take a closer
look at the offer and determine the sales potential. Sometimes only a narrow
products group is attractive, sometimes the entire range. We often encour-
age the potential distributor to sell the first machines at a very attractive
price. As we are confident in our products, we know that they will stand up
to the work. The first working machines create the best advertisement. It is
important to select the first machines to be “put on the market” so that they
prove themselves in the specific market conditions. If a machine does not per-
form, such news will spread very quickly in the local farming community [R1].

We are often referred by a dealer or farmer for a distributor from another
country, in which case we usually manage to make new contacts [R8].

The marketing-mix strategy development and implementation is another
important stage of a company’s operating strategy in foreign markets. However,
the strategy preparation should be preceded by marketing research of selected
foreign markets. When asked about marketing research prior to entering a new
foreign market, participants in the interviews mostly answered that they do not
conduct such research. Only the representatives of two large companies answered
in the affirmative, indicating that they conduct research, but only for a selected
markets part using their own resources in specialised marketing departments.

It can be concluded that the product policy of Polish agricultural machines
producers corresponds to standardisation and undertaking adaptations in indi-
vidual cases, i.e. adjusting the offer to the selected market segment requirements.
The answers obtained show that all producers make modifications to the prod-
ucts offered, but only in specific cases, as indicated by one of the representatives:

Modifications relate to technical parameters and functionality when there is a high

demand for selected machine models in specific markets. An example would be
agricultural machines designed for working in high mountain areas [R5].

However, smaller producers, representing small and medium-sized enter-
prises, are less likely to put modified products into serial production, as they
rather try to make these only on an exceptional basis.

In product branding policy terms, the abandonment of their own original
brand becomes apparent. Three out of ten of the companies analysed produce
agricultural machinery which is then sold on foreign markets under the brand
name of another manufacturer, well known in the chosen country; moreover,
companies are open to this type of cooperation between other manufacturers.
Excerpt from a statement by one sales representative of a large manufacturer:

As anew company in an difficult exotic market, we are able to work with a well-

known leading manufacturer and offer products under its brand name already
known to customers [R1].
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In terms of pricing policy, all managers were in agreement — the price level
is adapted to the markets specifics. Citing the words of one manager, the pricing
strategy assumes export prices at a different level than those in the home market:

Prices are not determined by the selected foreign markets specifics, but only
by the costs associated with logistics and distribution of agricultural machines
and pricing at a relatively lower level than western competitors [R10].

The distribution policy of Polish agricultural machines manufacturers
abroad involves the use of their foreign distribution channels. Only one of the
surveyed companies in the large group has its own distribution channel - two
foreign companies. All Polish manufacturers prefer selective distribution with
independent intermediaries, so-called exclusive importers and dealers, a fact
explained by a sales representative:

Dealers are able to assume the risks and costs of selling products in foreign
markets [R4].

Managers cited the following as deciding factors when choosing a distribu-
tor for expansion into foreign markets: sales risk, sales costs, distributor reach,
market knowledge and effectiveness in reaching end customers.

The forms of promotion used in the agricultural machines market are not
spectacular, the limited number of buyers means that direct marketing instru-
ments are much more important, while the role of mass media tools is less impor-
tant — as Niewiadomski’s (2012) research has already shown. The following were
indicated as the promotional tools most frequently used in foreign markets: trade
fairs, advertising brochures and catalogues, social media, Internet advertising,
press advertising, machines demonstrations in the field and open days at the com-
pany or factory tours. The choice in most cases was dictated by the market and
buyer group specifics, observation of competitors’ activities, to quote the words
of the salesman responsible for sales in a medium-sized company:

On the previously verified effectiveness of activities in a given market [R9].

Promotional activities are partly tailored to the individual markets specif-
ics, but through the significant share of the brand distributor in the market in
question. As one manager specified:

Marketing activities are the responsibility of dealers who know the market in
a given area [R3].

Figure 8.2 shows a diagram of 4P marketing mix of the international strat-
egy of the companies surveyed.
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Figure 8.2. 4P marketing-mix strategy diagram of the companies surveyed

Source: authors’ own work.
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8.5. Conclusion

Summarising the research results, it can be concluded that in the agri-
cultural machines manufacturing industry, the company size has a significant
impact on the decision behind the choice of target markets. For large companies,
product demand and the competitors presence on a market are key factors, while
for small and medium-sized companies factors such as geographic proximity and
the agriculture specifics are more important. Entering new foreign markets usu-
ally begins with the first contacts at trade fairs in Poland or other countries where
the company is already active. It is important to familiarise the customer with
the offer and to identify sales potential. Companies often encourage potential
distributors through attractive prices for the first machines of whose quality and
good performance they are certain.

The development and implementation of a marketing-mix strategy is an
important stage of an enterprise’s operations in foreign markets. It should be
noted, however, that most surveyed companies do not carry out marketing
research before entering a new foreign market. Only the representatives of some
large companies indicated that such research is carried out, but only for selected
markets and with the help of internal resources in specialised marketing depart-
ments. It can also be noted that larger companies are more inclined to adapt
by introducing modifications to serial production, while smaller producers are
less likely to do so, making sure that these are only pro-dynamic exceptions.
Pricing policy is adapted to the specifics of individual foreign markets, where
export prices are usually lower than on the home market, taking into account
costs related to logistics and distribution. In terms of product branding policy,
some producers have abandoned their own brands in favour of well-known local
brands in order to better penetrate foreign markets, which can be an effective
strategy for entering new markets.

The forms and promotion tools used in the agricultural machines market
are very different from those used in the fast-moving goods market. The lim-
ited number of buyers means that instruments of direct marketing, such as
fairs, industry events or machines demonstrations, are much more important.
The export predominance over other forms decisively influences the low interna-
tionalisation degree of the companies surveyed. It can be assumed that as their
knowledge of foreign markets develops, the internationalisation level of their
business activities will increase. Some limitations of the study can be identified.
The qualitative nature and small research sample, only on the Polish market,
could potentially limit the results generalisability. Future research could inves-
tigate foreign marketing strategies used in other industrial production sectors
within the EU.
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Chapter 9

Mapping the Balance:
Diversity of Work-Life Balance in EU Countries

Katarzyna Piecuch, Michat Niewiadomski

9.1. Introduction

Contemporary trends such as an ageing society, technological transfor-
mation, and the globalisation of labour markets emphasise the significance
of reconciling professional and personal life. Work-life balance (WLB) solutions
increasingly influence European labour markets, determining human resources’
competitiveness, inclusion, and diversity levels. These solutions benefit entre-
preneurs and individuals but differ across EU countries in terms of assessing
their effects. The study aims to identify these variations and group EU countries
according to the quality of WLB system assessments from the employees’ per-
spective. This comparison enabled the recognition of similarities and contrasts
in how effectively employees in different countries reconcile their professional
and personal lives.

The evaluation of WLB efficiency examines the impact of occupational
demands on the quality of personal life and the extent to which personal obliga-
tions determine the work domain (Staines, 1980). Job responsibilities may inter-
fere with individual private environments at various levels, often by depleting
physical and mental capabilities necessary for domestic responsibilities or care-
giving. Conversely, personal life dynamics, such as family concerns, can reduce
employees’ levels of concentration and attention at work. This backdrop cre-
ates tensions that lead to work-life conflict (Greenhaus & Beutell, 1985), which
assumes that achieving fulfilment or satisfaction in one domain necessitates
compromises in another. Such conflicts result in many adverse outcomes, includ-
ing physical and emotional exhaustion and, ultimately - job burnout (Bannai
& Tamakoshi, 2014). These negative consequences decrease work quality and effi-
ciency, affecting companies’ economic performance (Elizebeth Thomas, George
& Joshua, 2024; Murugan & Dharshini, 2023; Timms, Brough & Graham, 2012).
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In contrast, companies that implement strategies to improve the WLB of their
employees report lower absenteeism rates, reduced employee turnover and
increased commitment and loyalty (Kurniasari & Dewi, 2023; Secret, 2006).

Another important criterion for evaluating work-life balance is time man-
agement, which refers to how effectively an individual can allocate time between
personal and professional life (Strzeminska & Bednarski, 2014). A review of more
than 60 studies by Albertsen (Albertsen et al., 2008) found that nearly all exam-
ined studies confirm the negative impact of extended working hours on WLB.
The flexibility of time and the ability to freely decide how to divide it between
work and personal commitments are also necessary to successfully reconcile
work and personal duties (Timms et al., 2015).

Consequently, balancing professional and private life is one of the EU’s
fundamental goals and policies. Efforts to enhance working conditions and
strengthen the labour force are also closely linked to the Sustainable Develop-
ment Goals (SDEs), particularly SDG 8 (quality of work and economic devel-
opment). However, despite the consistent actions of the European Commission,
EU member states display considerable differences in how their working popula-
tion perceives their WLB (Eurofound, 2023).

The current body of research on work-life balance (WLB) often focuses
on specific industries, sectors (Aufa et al., 2023; Murugan & Dharshini, 2023),
or countries (Fagnani & Letablier, 2004; Romeo, Yepes-Baldé & Berger, 2014;
Vilhelmson & Thulin, 2016) making it challenging to understand WLB on an
international level. Multinational studies can offer valuable insights for policy
development by highlighting effective policies in diverse contexts. One common
approach in multinational studies involves grouping and comparing methods.
For instance, a typology was developed by comparing family policies across
28 OECD countries, categorising them into five groups based on their welfare
regimes (Thévenon, 2011).

Other comparative studies delve into the cultural aspects of WLB, such as
gender roles and household status (Clarke, Koch & Hill, 2004; Uberti & Douarin,
2023) indicating a distinction between Mediterranean countries (e.g., Italy
and Greece) and Nordic countries (e.g., Iceland and Sweden). These find-
ings align with the study that indexed EU countries in terms of WLB systems
(Fernandez-Crehuet, Gimenez-Nadal & Reyes Recio, 2016). The National Work-
-Life Balance Index encompasses five assessment categories: time, work, family,
health, and politics. The index authors concluded that Northern and Central
European countries, such as Denmark, the Netherlands, Finland, and Sweden,
had a higher National Work-Life Balance Index value when compared to South-
ern and Western European countries, such as Spain, Greece, Portugal, Latvia, and
Bulgaria. Such multinational studies hold the potential to shape policy-making
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by highlighting the effectiveness of certain WLB strategies in specific cultural
and regional contexts.

This study aimed to bridge a research gap in international comparisons by
identifying current differences among EU countries in the quality of employees’
assessment of the WLB system. The comparison revealed both similarities and
contrasts in how specific national circumstances influence the effectiveness of
WLB regulations and solutions.

The chapter is structured into several key sections. The methodology sec-
tion details the use of the Czekanowski diagram method to analyse second-
ary data from the European Working Conditions Telephone Survey (EWCTS).
Results are then presented, showing eight distinct groups of EU countries based
on WLB experiences and the factors affecting them. The conclusions and discus-
sion section interprets the results and their implications for policy and practice.

9.2. Methodology

To assess the EU member states’ WLB concept, we employed the Czekanow-
ski diagram method. This method, originally from anthropology science (Solty-
siak & Jaskulski, 1999), which has been extended to other scientific fields (Barto-
szek & Luo, 2023; Grabinski, 2017; Mowczan, 2017; Oleniacz, 2021) is a graphical
representation of the similarities and differences between sets of data. It allows for
comparing multiple variables and identifying patterns or trends in the data set.
The method replaces selected distance measures with graphic symbols or, in this
study, with colours, which allows for the possibility of observing similarities and
differences in the data set.

In our study, estimating the distances between objects (analysed countries)
was preceded by the standardisation of data within individual variables, which
led to the unification of the studied features. The distance between the objects
was determined by the urban distance (Manhattan, City Block) (Malkauthekar,
2013), according to the formula:

d,= |z, -z (i=1,2, ...nj=1,2, ....m), 1)
j=1

where:
d, - represents the distance between object i and |,
z;; - signifies the standardised value of variable xj for the i-th object,
z;, - signifies the standardised value of variable xj for the I-th object.

Applying the above transformation, we obtained a matrix of distances
between objects (countries). Interpreting such an asymmetric matrix is com-
plicated. Therefore, symbols or colours are assigned to individual values within
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the accepted distance intervals (as in this study). This results in a symmetrical,
unordered diagram, a fundamental problem at the creation stage.

Ordering the diagrams can be achieved using different algorithms, such
as the ordering algorithm, the genetic algorithm, and the UMCzek (Soltysiak
& Jaskulski, 1999). This study selected the ordering algorithm due to its abil-
ity to deliver efficient results with limited observations. This algorithm trans-
forms the diagrams to minimise the value of the optimisation function (Strojny
& Niewiadomski, 2023).

9.3. Results

In order to analyse the WLB phenomenon, we include all member states
of the European Union (EU27). The secondary data for this analysis was obtained
from the European Working Conditions Telephone Survey (Eurofound, 2023),
conducted by the European Foundation for the Improvement of Living and
Working Conditions in 2021 (Eurofound, 2023). We specifically selected variables
from the original survey related to the WLB aspect. These variables encompassed
questions regarding the intersection of personal and professional spheres (spill-
over and conflict theory — questions 3, 4 and 5), control over time and its flexibil-
ity (questions 1, 2 and 7), and the consequences of work-life conflict (question 6).

Each question had different response options. These are presented in
Table 9.1.

Table 9.1. Questions used to research the WLB EU employee’s experience

No. Question Response option
1| How do your working hours align with your family Not well at all
or social commitments outside work?
Not very well
Well
Very well

2 | Would you say that for you arranging to take an hour | Very difficult
or two off during your usual working hours to deal P——r

. : . Fairly difficult
with your personal or family matters is...?

Fairly easy

Very easy

3 | How often in the last 12 months have you felt too tired | Always
after work to do some of the household jobs which

Often
need to be done?

Sometimes

Rarely

Never
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Table 9.1 cnt’d

No. Question Response option
4 | How often in the last 12 months have you found it Never
difficult to concentrate on your job because of family
P Rarely
responsibilities?
Sometimes
Often
Always
5 | How often in the last 12 months have you worried Always
ing?
about work when you were not working? Often
Sometimes
Rarely
Never
6 | Do you suffer from emotional or/and physical Physical exhaustion

exhaustion? . -
Physical and emotional burnout

No burnout

Emotional exhaustion

7 | Do you work more than 48 hours per week? Less than 48 hours per week

48 hours or more

Source: own work based on Eurofund (2023).

The data obtained were analysed using the MaCzek programme, which cre-
ated a distance matrix between objects. The program then assigned symbols to
each class corresponding to their distance. However, to present the data more
clearly, the study authors deliberately converted these symbols into coloured rec-
tangles (Table 9.2).

Table 9.2. Classification of symbols and class intervals with the determination of the level
of similarity between observations

Symbol Class compartments
| 0-16.725 (high level of similarity)
| 16.725-25.289 (medium similarity level)
[ | 25.289-37.043 (low level of similarity)
37.043-67.378 (negligible similarity)
Blank = 67.378 (no similarity)

Source: own calculation, MaCzek programme.

The matrix was sorted using a simple automatic algorithm. Countries
with similar variables describing WLB were grouped along the main diagonal.
The chapter’s authors then individually coloured the sorted distance matrix in
Excel (Figure 9.1).
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Figure 9.1. Grouping countries by variables describing the WLB phenomenon presented
in the ordered Czekanowski diagram for data from 2021

Source: own work.

The diagram presents clusters of similar symbols, representing typologi-
cal sets indicating the most and least diverse objects. Based on this, eight main
groups were identified and marked with a red dotted line in the diagram. Addi-
tionally, two extra sets were identified for two groups, marked with a blue dotted
line. The mean values of the individual variables for the resulting groups and
subgroups are presented in Table 9.3.

The first group comprises Slovenia, Austria, and Germany. These countries
have the lowest reported workload, with about 88% working less than 48 hours
(variable V3). They also have the rarest occurrence of working hours interfer-
ing with personal duties and causing excessive fatigue that affects family life.
Only about 7% of people in this group (V2) reported a problem with the flex-
ibility of working hours. Additionally, people in these countries rarely worry
about work when not working, translating to a relatively low risk of burnout,
with approximately 8.8% (V7) of individuals experiencing emotional and physi-
cal exhaustion combined.
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Table 9.3. Mean values of variables for groups identified by the Czekanowski diagraphic method

. . V2: Would you say that for you V3: Do you
V1: In general, how do your working .
S . . arranging to take an hour or two off work more
hours fit in with your family or social - -
. . during your usual working hours to deal |  than 48 hours
commitments outside work? . . .
Group/ with your personal or family matter is? per week?
response less
option . . than 48 48
not well | not very very very fairly fairly very
well o o hours | hours
atall well well | difficult | difficult | easy easy
per | ormore
week
Group 1 2.94 10.62 4454 | 41.90 7.20 10.69 37.10 45.01 88.01 11.99
Group 2, 566 | 1539 | 4692 | 3203 | 9.89 | 12.48 | 4134 | 3630 | 8230 | 17.70
subgroup 1
Group 2, 575 | 1240 | 4235 | 3949 | 1033 | 12.80 | 3935 | 3752 | 8428 | 15.72
subgroup 2
Group 3 4.39 14.80 42.69 38.13 9.57 12.64 43.25 34.54 80.27 19.73
Group 4, 346 | 1275 | 50.27 | 3352 | 770 | 12.29 | 4154 | 3847 | 8114 | 18.86
subgroup 1
Group 4, 3.50 11.90 42.89 41.70 11.68 11.25 36.89 40.18 81.84 18.16
subgroup 2
Group 5 5.79 15.72 46.22 32.27 17.99 17.54 43.33 21.13 81.76 18.24
Group 6 4.57 12.48 42.88 | 40.07 7.61 13.05 30.75 48.60 84.13 15.87
Group 7 6.36 14.72 46.62 32.31 8.49 16.03 43.43 32.05 82.43 17.57
Group 8 5.85 16.18 54.98 22.99 715 11.43 48.55 32.87 81.44 18.56
V4: How often in the last 12 months have you | V5: How often in the last 12 months have you
Group/ felt too tired after work to do some of the found it difficult to concentrate on job because
response household jobs which need to be done? of family responsibilities?
option some- some-
always | often - rarely | never | never | rarely . often | always
times times
Group 1 2.33 17.75 32.58 30.00 17.34 36.85 37.27 18.53 5.75 1.61
Group 2. 599 | 2075 | 3121 | 2494 | 1711 | 36.24 | 3256 | 2271 | 686 | 163
subgroup 1
Group 2, 8.18 19.49 36.56 23.12 12.65 27.62 37.34 26.73 5.87 2.45
subgroup 2
Group 3 4.61 21.98 33.33 24.88 15.20 36.78 35.10 19.99 6.80 1.33
Groupd 1 469 | 1457 | 3306 | 2549 | 22.09 | 3992 | 3018 | 2086 | 6.07 | 297
subgroup 1
Groupd 1 ysg | 1681 | 3245 | 27.04 | 1902 | 3198 | 3639 | 2281 | 709 | 172
subgroup 2
Group 5 3.84 23.62 29.24 21.73 15.57 33.57 35.10 20.88 8.30 2.14
Group 6 11.02 18.70 33.43 20.22 16.63 33.96 26.70 26.80 712 4.82
Group 7 4.65 15.20 37.39 22.92 19.84 36.20 32.76 25.47 3.52 2.05
Group 8 4.99 19.83 38.98 21.28 14.93 33.14 28.99 28.42 712 2.32
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Table 9.3 cnt’d
W HOV\.’ e i il mst 12 mannie [iave V7: Do you suffer from emotional or/and
you worried about work when you were not . X
. physical exhaustion?
Group/ working?
ESpoE physical
option alwavs | often | OMe [ il never physical and no emotional
y times y exhaustion | emotional | burnout | exhaustion
burnout
Group 1 2.81 14.58 26.49 28.60 27.52 18.82 8.79 66.44 5.96
Group 2. 898 | 2099 | 2495 | 2055 | 2453 | 22.27 1473 5751 550
subgroup 1
Group 2 14450 | 1819 | 2789 | 2216 | 2055 | 1966 | 1240 | 6276 517
subgroup 2
Group 3 6.84 19.56 24.42 24.59 24.59 20.13 13.78 59.77 6.32
Groupd 1 g79 | 1175 | 2645 | 2250 | 30.81 | 1561 892 | 7203 | 345
subgroup 1
Group 4, 9.06 | 1898 | 22.85 | 22.02 | 27.09 | 2419 12.34 59.84 3.63
subgroup 2
Group 5 6.54 23.36 22.62 22.74 24.74 20.84 16.20 56.94 6.02
Group 6 11.99 19.63 25.97 17.48 24.92 20.26 14.03 58.98 6.73
Group 7 13.86 22.19 34.75 14.47 14.74 23.99 9.18 63.05 3.78
Group 8 1.62 20.76 30.72 19.94 20.96 22.41 11.52 62.17 3.89

Source: own work.

The second group consisted of two subgroups: 1) Belgium, Luxembourg,
Portugal, Spain, Ireland, Croatia, Malta, 2) Italy, and France. These countries
demonstrated a higher workload, with about 18% of subgroup 1 and 16% of sub-
group 2 working more than 48 hours per week. A slight decrease in the percent-
age of people working less than 48 hours led to a noticeable increase in work-life
conflict and significantly impacted respondents’ fatigue levels. The “always” com-
ponents within the V4 variable were about 6% for subgroup 1 and about 8% for
subgroup 2, respectively. At the same time, respondents from this subgroup were
the least likely to say (about 13%, V4) that they never feel tired after work.

The third group included Estonia, Sweden, Finland, and Denmark. These
countries have the highest (approximately 20%, V3) proportion of individuals
reporting working more than 48 hours per week. These countries also have the
lowest percentage of people (about 1.3%, V5) reporting problems concentrating
on work due to personal workloads. Around 25% (V6) are rarely bothered by
worrying about working outside. However, about 22% (V4) feel tired after work
frequently, and 6.3% admit to experiencing emotional exhaustion (V7).

The fourth group consisted of two subgroups: 1) Bulgaria, Slovakia, Poland,
2) Czechia, and Hungary, and the adjustment of working hours to non-work
duties was rated relatively well (V1). However, there is less flexibility in leav-
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ing work for personal matters than other groups (V2). The percentage of people
working more than 48 hours per week is high (18% in both subgroups in V3),
but it does not lead to frequent fatigue after work. Subgroup 1 countries are most
likely to have no problems concentrating at work due to family responsibilities
and report the lowest percentage of burnout symptoms (V6). They are also char-
acterised by the lowest percentage of people reporting symptoms of burnout or
physical and emotional exhaustion (V7).

In the fifth group, which comprises Cyprus and Greece, respondents rated
their ability to align working hours with personal responsibilities at an average
level (V1). However, 18% of them, the highest among all groups, reported facing
high or very high difficulty in obtaining permission to take a break during work-
ing hours for personal matters. Additionally, this group had the highest percent-
age (23%) of individuals who constantly felt fatigued after work (V4), followed by
the lowest percentage of people who did not declare professional burnout (V6).

In the sixth group, the Netherlands was the only country represented.
The survey revealed that it was easiest for employees in the Netherlands to take
time oft work for personal reasons, with about 49% of respondents indicating it
was “very easy” (V2). However, the Netherlands also had the highest percentage
of people feeling tired after work (around 11% for V4) and experiencing difficulty
concentrating on work due to non-work demands (V6). These findings could
explain why approximately 6.7% of respondents from the Netherlands reported
feeling emotionally exhausted, which is the highest average share among all the
groups.

The seventh group was Romania. This country had the highest percentage
of respondents (around 6.3%) struggling to balance work and personal respon-
sibilities (V1). Additionally, they are the most worried about their jobs when not
working, with approximately 14% reporting this concern (V6). Physical exhaus-
tion and a high risk of burnout are also relatively common in this group.

In the eighth group, including Lithuania and Latvia, about 55% of respond-
ents rated their WLB as good, while approximately 16% rated it as not very good
(V1). Respondents from these countries reported being able to take time off
work for personal matters as reasonably good (V2), but about 19% worked more
than 48 hours a week (V3). Additionally, around 40% of respondents sometimes
feel too tired to do housework after work, and about 28% find it challenging to
concentrate on work due to personal responsibilities (in both variables, it is the
highest number of all surveyed groups).
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9.4. Conclusion

The categorisation of countries has been instrumental in advancing our
understanding of the factors influencing WLB in Europe. Our analysis showed
significant variation among countries, indicating that the same factors impact
WLB differently. From the grouping analysis, the following conclusions were
drawn.

Less overtime work improves WLB. The characteristics of group 1 support
studies that indicate a positive correlation between long working hours and
weaker WLB (Hsu et al., 2019). Reducing overtime leads to a more efficient per-
sonal life and a lower risk of burnout or lack of concentration on work. These
results align with previous studies demonstrating that improved WLB is linked
to reduced levels of burnout (Tomar & Singh, 2024). Findings are also supported
by the conclusion of group 2, where only a slight increase in the number of people
working more than 48 leads to more frequent fatigue after work, which makes
it challenging to perform non-work duties. The tilting of the balance towards
work may be related to the cultural emphasis on work and strong labour mar-
ket regulations. This is confirmed by research by Matilla-Santander, who notes
that despite solid labour market regulations (e.g. overtime), little effort is made to
facilitate WLB in these countries.

Long working hours are conducive to high concentration at work. Group 3
coincides with Thévenon’s classification. In our research, the Nordic countries
have been enlarged to include Estonia, which is in line with the direction of devel-
opment of this country, bringing it closer to the level of this group (Laar, 2008).
In contrast to group 1, there is the most significant problem with long work-
ing hours, but at the same time, the lowest problem is concentration on work
due to personal burdens. This can be explained by the well-developed care sys-
tems in these countries, which effectively relieve people who work overtime from
non-work-related responsibilities (Pylkkanen & Smith, 2021).

The assessment of WLB is not solely determined by working hours and flex-
ibility. In countries where people work longer hours (groups 3 and 4), there is
usually less tension in the work sphere, and concentration on work remains high.
The situation of group 4 may be linked to cultural conditions resulting from
the communist regime, leading to a lack of gender equality in household chores
and a solid social acceptance of long working hours. In contrast, the situation
of group 3 may be associated with a well-established care and support system
for families, which helps employees effectively detach from family or personal
duties. This conclusion is supported by a study, which revealed that highly devel-
oped countries view overtime as time taken away from family or personal mat-
ters, while in countries with a lower level of economic development, overtime
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work can be viewed as beneficial for the family due to increased profits, reducing
the tension associated with the risk of job loss (Spector et al., 2004).

The flexibility in work schedules can support WLB, but it can also lead to emo-
tional exhaustion. Cyprus and Greece have high instances of individuals finding it
challenging to take time off work for personal reasons and always feeling fatigued
after work. The low scores in Greece are consistent with findings from other studies
(Fernandez-Crehuet, Gimenez-Nadal & Reyes Recio, 2016; Piasna & Spiegelaere,
2021). The Netherlands provides an example of a country with high work flexibility
but also experiences reduced work focus, post-work fatigue, and emotional exhaus-
tion (Spreitzer, Cameron & Garrett, 2017). Therefore, offering too much flexibility
in working hours may not always solve WLB issues. One possible reason for the high
emotional exhaustion despite flexible work schedules is the pressure to be available
anytime and anywhere. Research has shown that while flexible work schedules can
have benefits, they may not necessarily improve concentration at work or reduce
the effects of post-work fatigue and emotional exhaustion (Bencsik & Juhasz, 2023;
Nagar & Rana, 2024). This may be linked to the misuse of employee availability
after work and the lack of skilful time management in a remote or hybrid environ-
ment. Effective WLB systems should alleviate professional stress, offer flexibility in
work schedules, and empower employees with greater autonomy over their work.

A low WLB rating may be more influenced by worrying about work than per-
sonal life. Romanian respondents rated their ability to reconcile low, indicating
that they worry less often about personal responsibilities at work but more often
about work when they are not working. This suggests that insufficient labour reg-
ulation may contribute to WLB disruption more than social and family regula-
tion deficits. Fear of losing a job is more critical in assessing WLB than fear of the
personal sphere. This underscores the need for policies that address job security
and work-related stress to improve WLB.

Our research offers a new perspective on country groupings in the context
of work-life balance (WLB). We found that Eastern European countries within
Thévenon’s (2011) welfare model show significant diversity in relation to WLB
and its connection to the labour market (Piecuch, 2017). Our results also indicate
a positive relationship between strict working time policies in certain countries
and better WLB (Germany, Austria). However, countries with extended working
hours and poor enforcement of working time rules present a contrasting scenario
(Matilla-Santander et al., 2019). This emphasises the importance of balancing
workplace flexibility to avoid emotional exhaustion.

The conclusions of the analysis point to the complexity of the WLB phe-
nomenon, highlighting that not only the number of working hours but also
social support, flexibility and cultural aspects play a crucial role in shaping
the experience of work and private life. The observed differences suggest that
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while EU legislation is uniform, country-specific measures may be more effective
in moderating conditions for a high WLB score.

One of the limitations of the study is the use of secondary data from
the European Working Conditions Telephone Survey, which might not capture
all nuanced cultural and social factors influencing work-life balance in different
EU countries. The Czekanowski diagram method, while effective for comparing
multiple variables, can result in some minor complications when interpreting
asymmetric matrices of distance between objects. Future research should con-
tinue to analyse differences between countries, focusing on understanding how
different policies affect WLB. An important research direction would also be to
investigate how cultural determinants in individual countries influence the per-
ception and implementation of WLB, which may lead to a deeper understanding
of the mechanisms that determine differences between countries. Finally, fur-
ther research is proposed on the effectiveness of various policy interventions to
improve WLB, analysing their impact on reducing post-work fatigue and improv-
ing the overall well-being of workers.
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Chapter 10

The Role of Digitisation in the Migration of Human Resources
between Industries on the Polish Labour Market

Dominik Pawelec

10.1. Introduction

Nowadays, we have been dealing with an increasing importance of digi-
talisation and the demand for IT skills. IT companies are no longer looking for
people with technical education only, but also specialists like project managers,
analysts or user interface designers who have digital competences (Departament
Rynku Pracy, 2021).

In 2022, the Polish Economic Institute conducted research which showed
that 42% of vacancies for specialist positions were identified as difficult to fill
in the IT sector. Moreover, 64% of surveyed companies employed less IT special-
ists than planned, and 20% had to refuse to implement a project very often due to
the lack of a sufficient number of specialists (Polski Instytut Ekonomiczny, 2022).
Staff shortages in the Polish IT sector amount to up to approximately 25,000 posi-
tions. If Poland could be compared to the European Union, there is a shortage
of nearly 147,000 positions (Kotelba, 2022). According to the CompTIA report
IT Industry Outlook 2024, one of the main goals and challenges of the IT sector
in 2024 will be the recruitment of qualified employees with specialised knowl-
edge and skills, as well as their retention in companies (CompTIA, 2023). Special-
ists are needed in many IT areas, such as: data analysis, programming, testing
and project management (Coders Lab, n.d. - a). Many services are based on data
processing which is crucial in industries like technology companies, business,
finance, medicine and entertainment.

Changing the employment sector to find a job in IT is becoming more and
more popular, and there are more and more reasons for making such a decision
(Wojciechowska, 2018). According to the report compiled in 2022, over 60%
of Poles would like to change the industry in which they currently work and
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move to the IT sector (Klimowicz, 2023). The growing popularity of such a trend
is a challenge for the entire economic sector of Poland and affects all industries.
The purpose of this article is to analyse the phenomenon of people changing
their profession towards the IT sector, as well as to identify motivations, obstacles
and ways to achieve the goal of changing a profession towards the IT industry.

10.2. Research Methodology

To achieve the adopted purpose of the analysis, the following research
questions were asked:
B  What are the reasons for employees changing their careers towards I'T?
B Whatare the ways and obstacles in the process of changing the industry to I'T?
®  What impact does the migration of human capital to the IT industry have
on other industries?

To obtain answers to these questions, the ARC Rynek i Opinia company
used the results of research commissioned by the Enter the Code website, which
surveyed a group of 1,025 professionally active people aged 25-37, who have
a secondary or higher education, in May 2022 (Klimowicz, 2023). Research
was also carried to indicate the motivation to continue the professional path in
the IT industry. This survey was conducted among people aged 25-50 in a group
of 1,200 people from July to November 2022. All people participating in the
research were Polish. The respondents were asked to indicate the motivation for
changing their career to the IT industry from the following options: salary, pos-
sibility of remote work, flexible working hours, new challenges, transparency
of the development path, access to the latest technologies, employee benefits,
other. The respondents could indicate more than one answer.

The research was conducted using methods typical of qualitative research.
The subject of the research was a phenomenon occurring among an increasing
number of professionally active Poles. The issue of professional change towards
IT was considered in terms of both subjective and socio-cultural conditions.

10.3. Reasons for the Increased Process of Migration
of Human Capital to the IT Industry

In almost every manufacturing company, the process of replacing employees
with technology is visible. Innovative production lines and intelligent robots effec-
tively replace the work of human hands. For employees who are afraid of changes,
this is an anxiety-inducing process. The research of Future of Skills Employment in
2030, conducted by the Nesta foundation, reveals that (Bakshi, 2017):
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® 10% of people currently perform a profession for which demand will
increase,
B 70% of people have a profession whose way of doing it will change (but will
still exist),
B 20% of employees have jobs that will be completely replaced by robots.
Analysing the data of the conducted research, it can be concluded that
employees concern about maintaining their jobs are legitimate. The impact of I'T
on the environment will be increasing: this is a trend with a strong economic and
social basis, because the number of people engaged in this industry is growing
dynamically. According to Eurostat data, during the years 2012-2021, employ-
ment in the IT industry in the European Union increased from approximately
5.5 million up to 8.8 million (Figure 10.1).
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Figure 10.1. IT employment in EU in 2012-2021
Source: (Eurostat, 2022).

The World Economic Forum predicts that in 2030 the IT industry will
develop many new professions, which may include: algorithm bias auditor, data
detective and cyber calamity forecaster (World Economic Forum, 2021).

The IT business will create a new social class in which more and more
people will participate. To highlight the motivation for the change among soci-
ety, an online survey was conducted (Figure 10.2). People participating in the
research were asked to indicate the reasons why they would like to change their
profession. The survey was conducted among 1,200 people aged 25-50 with var-
ious levels of education.

The most common reason of migration between industries is the perspec-
tive of higher earnings. According to the Central Statistical Office (data from
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October 2023), earnings related to digitalisation or telecommunications are on
average about 65% higher than in other sectors. Table 10.1 reflects the average
monthly gross salary in individual sectors in Poland in 2023.

I I
Earnings |

1 | |
Remote working |
1 |

Flexible work hours |
1 |

New challenges |

Development path |
transparency

Access to new :I
technologies

Benefits system :I

Others

0% 25% 50% 75% 100%

Figure 10.2. Motivations to move into IT

Source: own work based on (Klimowicz, 2023).

Table 10.1. Average monthly gross salary in October 2023 (PLN)

Enterprise sector Average monthly gross salary (PLN)
Average earnings 7,544.98
Agriculture, forestry, hunting and fishing 11,296.82
Mining 13,910.71
Industrial processing 7,059.91
Generation and supply of electricity, gas and hot water 10,175.17
Water supply: sewage and waste management 6,513.61
Construction 7,250.34
Trade 6,820.18
Transport 7,668.61
Accommodation and gastronomy 5,384.21
Information and Communication 12,463.47
Real estate market services 7,333.25
Professional, scientific and technical activities 10,051.42
Administration 5,758.89
Culture, entertainment and recreation 6,838.46
Other service activities 5,739.61

Source: (Wynagrodzenia.pl, n.d.).
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The data presented in Table 10.1 allows us conclude that earnings in the
Information and Communication Industry are in the second place (after the
mining industry) and in some cases the average salary in this industry is more
than twice as high as in other sectors of the economy.

According to the IT Salary Report, a new person working as a junior pro-
grammer in Poland in 2021 earned on average PLN 6,355 on an employment
contract or PLN 7,204 providing business to business (B2B) services. A program-
mer with slightly more experience (mid) could count on a salary of PLN 11,240
(employment contract) and PLN 13,694 (B2B). However, a senior developer (senior)
earned on average PLN 16,133 (employment contract) and PLN 18,717 (B2B).

Another point considered when changing industries is work flexibility
(Grafton, 2022). Employers in the IT industry provide wide opportunities to
choose the form of employment (employment contract, mandate contract or B2B)
as well as the start and end times of work. Over 80% of employees in the sector
related to the production of software products declare their willingness to work
flexible hours, which means that the employee can start work at a convenient time
within the hours set by the employer (Optim Human, n.d.). The possibility to
choose the working mode (stationary or remote) is also an important condition.
According to the Future Business Institute report, in the era of the COVID-19
pandemic, but also in the post-pandemic times, many employers offer remote
work, which does not require presence in the office, or hybrid work - partly in the
office, partly remotely (Polski Instytut Ekonomiczny, n.d.).

Employees are interested in new challenges related to both the change
of profession and the industry. Science and access to constantly improved tech-
nologies mean an opportunity for development in many fields and on many
levels of digitalisation. Transparency of the development path and specific
requirements for the employee, as well as employee benefits, are also important
motivators (Pazio, 2022).

10.4. The Most Popular Methods of Moving into the IT Sector

The methods that are being used during the process of transition into
the IT sector depend on the functions that a particular person is going to per-
form in the organisation. Figure 10.3 reflects the most popular professions in
the IT industry according to a survey conducted for the Enter the Code website
(Klimowicz, 2023).

The most frequently chosen professions are those that require the ability to
create automatic tests, data analysis, programming, graphics or project manage-
ment (Figure 10.3).
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Figure 10.3. Most often chosen IT professions

Source: (Klimowicz, 2023).

The market trend indicates that people with programming skills are much
more needed and usually they have a higher chance for the better-paid positions.
Also, when it comes to work flexibility or new challenges, these are the options
that best suit the thesis (Kodilla, 2017).

The most common method of learning issues related to the above-men-
tioned professions are free courses available on the popular streaming platforms
or gaining knowledge from free blogs or websites created by professionals (Coders
Lab., n.d. - b). Another way for people who want to change their career to IT is to
participate in paid courses — bootcamps) or workshops (Onwelo, 2023). Comple-
tion of such an event is usually associated with a certificate. Companies sponsor-
ing a given training often offer the opportunity to join the recruitment process
in their company after completing the classes. The price discrepancy between
courses is huge and depends on the level of advancement, duration and person
who conducts them. For example, an online Java developing course for a begin-
ner costs PLN 150, while an 8-week testing course, online in the form of group
meetings or stationery, preparing a person to work as an automatic tester in Java
costs PLN 10,000 ending with an ISTQB (International Software Testing Qualifi-
cations Board) certificate exam (Inprogress, n.d.).
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10.5. The Impact of Migration between Industries on the IT Industry
and Other Sectors of the Economy

TheIT industryisaveryattractive option of change for employees from other
sectors. The phenomenon of migration between industries has been reflected in
the research prepared by the Enter the Code website, in which 1,025 respondents
took part. 623 people showed a willingness to change their profession. Table 10.2
reflects these areas of the economy from which migration into the IT sector is
the most common (Klimowicz, 2023).

Table 10.2. Areas of economy and percentage quantity of respondents who show a willingness
to change their profession into IT

Specification Percent

Administration 14

Wholesale and retail trade

Industrial processing

Construction

Other service activities

Transport, shipping, logistics

Education

Health care and social assistance

Scientific and technical activities

Culture and entertainment

Uniformed services

Hotel services, gastronomy

Energy of industry

Agriculture

Mining

Mechanics

=== N W W &~ O N OO

Real estate market services
Others

o

Source: (Klimowicz, 2023).

Among the specialisations in which respondents would like to change
industries, the highest places were taken by administration (14%), wholesale and
retail trade (11%), industrial processing (9%) and construction (9%).

According to data from the international recruitment company Randstadt,
although nearly 90% of candidates of the IT sector are university graduates, only
54% have completed studies in fields such as computer science or automation and
robotics (Dziennik Gazeta Prawna, 2019). The smallest percentage of people who
are trying to change their profession to the IT industry are graduates of medical
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schools, artists, and manual workers, such as cleaners, because these are profes-
sions not threatened by the development of technology and artificial intelligence
(zrobotyzowany.pl, 2023).

The entry threshold to the IT industry is being set higher and higher.
The requirements for beginners are changing and growing. To join the digiti-
sation sector, required are not only programming skills, but also, for example,
the administration of operating systems or computer networks (Coders Lab.,
n.d. - ¢). The labour market generates fewer offers for employees without experi-
ence than in previous years. According to the research conducted by Team Con-
nect, 15% of recruiters pay more attention to experience rather than to education
(Team Connect, n.d.). It is estimated that 77% of inexperienced employees in
2021 had problems to find a job in their profession. According to Rekruter maga-
zine, in 2021, only about 9% of all offers were for people inexperienced in the IT
industry (Magazyn Rekruter, 2023).

The growing popularity of profession change among people migrating into
the IT sector also generates staff shortages at the place of their previous employ-
ment. The report Profession Barometer indicates that the largest deficit of special-
ists in 2022 in Poland was in the construction, education, TSL (transport, ship-
ping, logistics), administration and production industries (Antonczak-Swider,
2022). These are the industries from which employees would most like to work
in IT (Table 10.2). Migration between the above-mentioned industries generates
staff shortages in the sectors from which employees decide to change.

Undoubtedly, remote work, which is one of the main motivators to change
profession, can be identified with the most job offers on the IT market, which
leads to many social and economic changes described in the report “Aspects
of remote work from the perspective of the employee, employer and the econ-
omy,” impacting mainly on cities with high population. This type of solution is
usually introduced in the IT and Telecommunications Sector (PARP, 2021).

Digitalisation and the requirements for specialists in the above fields affect
universities and the education system in Poland. Computer science was the most
often chosen field of study in 2022 (studia.pl, 2024). Currently, according to
otouczelnie.pl website, studies connected with IT are being offered by 67 public
universities and 34 private universities in full-time, part-time and online educa-
tion (otouczelnie.pl, n.d.). Studies last 3-3.5 years (first level) or 1.5 to 2 years
(second level) and end with a diploma of bachelor’s/engineer’s or master’s degree.
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10.6. Conclusion

Most forecasts say that the Polish IT market will become saturated by 2030
(Zielona Linia, n.d.). However, this is an extremely optimistic forecast, assuming
that the huge employment gap will be filled within a decade if the demand for
Polish programmers does not increase several times by then.

Upcoming demographic decline may have an impact on fewer IT gradu-
ates in the future. These forecasts do not take into account the phenomenon
of the inflow of human capital from other industries, which can be continued in
the future. There is a good chance that the shortage of I'T specialists will never be
reduced to zero. The perspective of work in an industry that is characterised by
the same features in every country in the world, and universal skills, the knowl-
edge of which can be used in many companies, mean that the migration trend
will intensify (Olbert, 2017).

The popularity of career change to IT is an upward trend. There are many
motivations for such a decision. These include finances, work style, new challenges
as well as working with the latest technologies. There are many ways to achieve this
goal, including: participation in free courses, paid training, access to literature or
obtaining a degree in computer science or a related field. The migration trend carries
consequences for other industries and the I'T industry itself, affecting the recruitment
process among people ready to work in digitalisation, as well as causing significant
changes in the current economic system of cities and whole regions, and it also gener-
ates staff shortages in other industries whose employees find employment in IT.

IT migration challenges and how to overcome them might be the subject
of an upcoming study because forecasts of migration popularity say that every
year more people will decide to change their career path and it is difficult to indi-
cate the end of such a process or at least its slowdown.

Human resources policy makers need to monitor the labour market by
continuing to research IT employment and the challenges it faces. These include
specialisation in IT itself, threats to employment in other industries, the need
to adapt the education market to changing employment conditions. The article
points out that experience is increasingly important when applying for IT jobs,
with employers paying more attention to skills than education. It should also be
noted that it is not only hard skills that are necessary. Increasingly, employers are
paying attention to the need for soft skills, such as project management, analytics
or user interface designing.

Future research should include not only changes in the labour market, but
also the adaptation of education to changing conditions and the need for special-
ists. In the IT sector itself, there are many specialisations, therefore the labour
market should be shaped in such a way that employees are trained according to
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future demand. Another area of research is the development of online or micro-
credentials courses leading to certificates, as tools supporting lifelong learning.
This is an important addition to education, since 90% of employees are in jobs
that will either disappear or be replaced by robots in the future.
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Chapter 11

Benefits and Limitations of Using the Cost Deployment
Method as a Management Controlling Tool

Janusz Nesterak, Angelika Wodecka-Hyjek, Ewa Bachor

11.1. Introduction

Integrated management is a complex decision-making process that takes
place in interrelated functions and phases. Management controlling can be
considered a management concept that is a cross-functional tool, supporting
the precise setting of goals to be achieved by the company. It is also the collection,
analysis and processing of key data necessary for decision-making, as well as the
control and analysis of the company’s performance. All this through the prism
of analysing the processes taking place and the level of achievement of objec-
tives arising from the adopted strategy. Th