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Szanowni Czytelnicy,

W czwartym numerze ,,Zeszytéw Naukowych Uniwersytetu Ekonomicznego
w Krakowie/ Cracow Review of Economics and Management” znajdziemy arty-
kuty z zakresu marketingu, zarzadzania jakoScig i zarzadzania zasobami ludzkimi.
Otwiera go opracowanie Grzegorza Maciejewskiego, w ktérym autor analizuje
zmiany w zachowaniach polskich konsumentow, jakie nastapity w okresie pandemii
COVID-19 oraz dodatkowo w konteks$cie wojny w Ukrainie. Na podstawie prze-
gladu literatury oraz dwukrotnych badaf ankietowych ustalono m.in., ze konsu-
menci czgSciej zatatwiali rézne sprawy zdalnie, wykazywali wigkszg troske o swoje
zdrowie i codzienng higieng, a podczas transakcji ptatniczych czesciej postugiwali
sie kartami ptatniczymi. Jesli chodzi o ograniczenia wydatkéw, to dotyczyty one
w najwigkszym stopniu korzystania z placéwek kultury oraz ustug gastronomicz-
nych. Zaobserwowano tendencje, ze z czasem odsetek konsumentéw charaktery-
zujacych si¢ wymienionymi zachowaniami zmniejszyt si¢, przy réwnoczesnym
wzroScie obaw zwigzanych z wojna w Ukrainie.

W nastepnym artykule Robert Jadach i Mirostawa Pluta-Olearnik omawiaja
kwestig globalnosci i lokalnoSci w postrzeganiu marki na rynkach migdzynarodo-
wych. Na podstawie przeprowadzonej analizy bibliometrycznej stwierdzono m.in.,
ze badania i zwigzane z nimi publikacje skupiaja si¢ na pieciu gtéwnych zagadnie-
niach, a mianowicie: sygnalizowaniu wartoSci marki, interakcjach migdzy postrze-
ganiem globalnoSci i lokalno$ci marki, wptywie globalnoSci postrzegania marki na
zamiary dotyczace zakupdéw, wptywie lokalnoSci postrzegania marki na zamiary
dotyczace zakupdw oraz wplywie etnocentryzmu konsumentdw na preferencje
dotyczace kupowania globalnych lub lokalnych marek. Autorzy podkreslili wzrost
liczby publikacji poSwigconych poruszonej kwestii, wskazali czasopisma, w ktorych
publikuje si¢ najwieksza liczbe artykutéw na ten temat, oraz odnotowali przewage
publikacji po§wieconych postrzeganiu globalno§ci marek.

W kolejnym artykule Wioletta Krawiec, Anna Sibifiska i Wojciech Grzegorczyk
przedstawiajg istotg¢ koncepcji tworzenia warto$ci wspolnej (shared value). Wska-
zuja gtéwne jej wymiary oraz zachodzace migdzy nimi relacje, a takze prezentujg
rézne podejScia do ich definiowania. Na podstawie badaf jakoSciowych, w ktérych
wykorzystano metode delficka, potwierdzono gtéwne wymiary tworzenia wspélnej
wartoS$ci zgodnie z literaturg przedmiotu, a mianowicie: tworzenie wartosci
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spotecznej, tworzenie wartosci ekonomicznej i tworzenie warto$ci Srodowiskowe;j,
odrzucajac wymiar tworzenia wartoSci innowacji. Podobnie potwierdzono wyste-
powanie bezpoSrednich powigzafi z innymi koncepcjami tworzenia warto$ci, m.in.
koncepcja akcjonariuszy, interesariuszy, Corporate Sustainability (CS), Triple
Bottom Line (TBL) i Environmental, Social and Governance (ESG).

Wykorzystanie narzg¢dzi informatycznych w przedsigbiorstwach stosujacych
zwinne praktyki zarzgdzania projektami stanowi przedmiot rozwazan w arty-
kule autorstwa Malgorzaty Zakrzewskiej, Szymona Jarosza, Matgorzaty Kosatly
i Mariusza Sottysika. Na podstawie analizy literatury przedmiotu oraz badan
empirycznych autorzy podjeli probe okreslenia poziomu wdrozenia zwinnego
zarzadzania projektami, obszaréw jego wdrozenia, uzyskanych wynikéw oraz
determinujacych go czynnikéw. W wyniku przeprowadzonych badan stwierdzono,
ze zwinne praktyki stosowane s3 gtéwnie w tworzeniu innowacyjnych ustug lub
produktéw. NajczeSciej wykorzystywanymi praktykami byty Scrum i Kanban, nato-
miast rzadziej DevOps, TDD czy SAFe. Podkreslono réwniez, ze wzrost wykorzy-
stania technologii informatycznych w przedsiebiorstwach wymaga od pracownikéw
i menedzeréw rozwijania kompetencji cyfrowych.

W kolejnym artykule Monika Engler-Jastrzgbska i Aleksandra Wilczynska
poruszaja zagadnienie wiedzy konsumentéw na temat ekologicznych produktow
przeciwstonecznych i podejmowanych przez nich decyzji dotyczacych wyboru tych
produktéw. W wyniku badan ankietowych przeprowadzonych na wybranej grupie
konsumentéw autorki stwierdzity, ze poziom tej wiedzy jest niski. Dotyczy to m.in.
trudnosci z identyfikacja tej kategorii produktéw czy tez stosowanych filtréw UV.
W konkluzji wskazano na potrzeb¢ upowszechniania w spoleczenstwie wiedzy
dotyczacej ekologicznych produktéw promieniochronnych, co przyniesie korzySci
dla zdrowia ludzi oraz Srodowiska.

W trzech ostatnich artykutach poruszone zostaty rézne zagadnienia z zakresu
zarzadzania zasobami ludzkimi. W pierwszym z nich Joanna Tabor-Btazewicz
analizuje kwestie rosngcej roli dobrostanu pracownikéw w §rodowisku pracy oraz
przedstawia praktyki dziatéow HR ukierunkowane na poprawe sytuacji w tym
zakresie. Na podstawie przegladu literatury przedmiotu oraz wywiadéw z mene-
dzerami i specjalistami HR autorka okreslita elementy sktadajace si¢ na kategorie
dobrostanu spofecznego oraz zidentyfikowata stosowane praktyki majace na celu
jego wzmacnianie. Podkreslita kluczowa role dziatéw HR w budowaniu §wiado-
moSci znaczenia dobrostanu wéréd pracownikéw i menedzeréw oraz w inicjowaniu
dziatan w tym obszarze. Wskazata takze na potrzeb¢ zaangazowania si¢ mene-
dzeréw liniowych oraz zarzadu we wskazane dziatania, jak réwniez otwarcia si¢ na
oddolne inicjatywy pracownikow.

Z kolei Beata Buchelt i Ewa Beck-Krala przedstawiajg zagadnienie wynagrodzefi
lekarzy. PodkreSlaja, ze stosowany w literaturze przedmiotu termin ,,wynagradzanie
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za wyniki” odnosi si¢ do wynagradzania za ilo§¢ wykonanych procedur medycz-
nych lub przepracowanych godzin pracy. Autorki podkreSlaja, ze takie waskie
rozumienie wynagradzania za wyniki nie sprzyja podnoszeniu jakoSci Swiadczef
medycznych, nie uwzglednia bowiem innych sktadowych, np. wynagrodzen za
podnoszenie kwalifikacji czy uzyskanie specjalizacji. W konkluzji postuluja
potrzebe wdrazania systemow wynagrodzen opartych na koncepcji wynagrodzefi
catkowitych, ktérych konstrukcja powinna stymulowaé proefektywnosciowe zacho-
wania lekarzy, tj. rozwdj kompetenciji specjalistycznych i pozaspecjalistycznych oraz
realizacj¢ zdefiniowanej liczby procedur medycznych.

W ostatnim artykule Janusz Struzyna podejmuje probe okreSlenia wyzwan dla
zarzadzania zasobami ludzkimi na podstawie analizy tresci polskojezycznych ofert
firm konsultingowych. Firmy te odgrywaja istotng rolg w transferze wiedzy do
praktyki, bedac swoistym facznikiem miedzy teoria i praktyka zarzadzania ludZmi.
Z wykorzystaniem analizy jakoSciowej okre§lono gtéwne kategorie i wymiary
nowej normalnosci zarzadzania zasobami ludzkimi oraz sformufowano sugestie
dotyczace przyblizenia badan naukowych do wskazywanych przez konsultantéw
oczekiwafl praktyki. Autor podkre§la, ze nowa normalno$¢ moze by¢ charaktery-
zowana przez utrzymanie dotychczasowych cech ZZL, naturalnos¢ jezyka, wielo§¢
perspektyw oraz nacisk na sprawnosS¢ operacyjng.

Zapraszam do zapoznania si¢ z prezentowanymi w poszczegdlnych artyku-
fach ideami, koncepcjami i wynikami badafi. Wzbogacaja one istniejaca wiedze
w zakresie nauk o zarzadzaniu i jakoSci.

Prof. dr hab. Aleksy Pocztowski
Redaktor naczelny
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Dear Readers,

The fourth issue of Zeszyty Naukowe Uniwersytetu Ekonomicznego w Krakowie/
Cracow Review of Economics and Management brings readers a range of articles
on marketing, quality management, and human resource management. It begins
with Grzegorz Maciejewski’s analysis of Polish consumer behaviour during the
COVID-19 pandemic and with the backdrop of the war in Ukraine. Based on
a literature review and two survey studies, he concludes that during the pandemic
consumers more often handled day-to-day matters remotely, showed greater concern
for their health and daily hygiene, and more frequently used payment cards to
conduct transactions. When it came to spending limitations, consumers indicated
they had cut back on going to cultural institutions and restaurants. The author found
that the share of consumers demonstrating these behaviours decreased over time,
while concern about the threats of the war in Ukraine increased.

In the second article, Robert Jadach and Mirostawa Pluta-Olearnik discuss
globality and locality in brand perception in international markets. Using biblio-
metric analysis, they found that research and related publications focus on five main
issues: signaling brand value, interactions between the perception of brand globality
and locality, how the global perception of brand impacts purchasing intentions, how
the local perception of brand impacts purchasing intentions, and the influence of
consumer ethnocentrism on their preferences for global or local brands. The authors
found that these issues have garnered growing interest among researchers. They also
identified journals where the largest number of articles are published on the topic,
and noted that brand globality has commanded more interest than brand locality.

In the next article, Wioletta Krawiec, Anna Sibifiska, and Wojciech Grzegorczyk
examine the concepts behind the creation of shared value. They explore the main
dimensions and relationships between them, and the various approaches to defining
them. Then, based on qualitative research using the Delphi method, they showed
that the main dimensions of creating shared value are in line with observations in
the literature: social value, economic value, and environmental value are all created,
while innovation value is not. The authors also confirm the existence of direct rela-
tionships with other groups involved in value creation, such as shareholders and
stakeholders, as well as concepts including Corporate Sustainability (CS), Triple
Bottom Line (TBL) and Environmental, Social and Governance (ESG).
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The use of IT tools in enterprises implementing Agile project management prac-
tices is the subject of consideration in an article penned by Matgorzata Zakrzewska,
Szymon Jarosz, Matgorzata Kosata, and Mariusz Sottysik. Based on a literature
review and empirical research, the authors set out to determine the extent to which
Agile project management is used, the areas in which it is implemented, the results it
brings, and determining factors. They found that Agile practices are applied mainly
for creating innovative services and products. Scrum and Kanban were the most
frequently used frameworks, while DevOps, TDD, and SAFe were less widespread.
The group also emphasise that the increasing use of information technology in
enterprises requires employees and managers to develop digital competencies.

In their article on sunscreens, Monika Engler-Jastrzgbska and Aleksandra
Wilczynska examine consumer knowledge and decision-making in the choice of
organic sun protection products. Employing survey research, the authors found that
the group of consumers they studied had limited knowledge about ecological sun
protection products. Overall, they had difficulty identifying this category of prod-
ucts and the use of UV filters. The authors conclude that, for the good of consumers
and the environment alike, more should be done to educate the public about organic
sun protection products.

The last three articles cover various issues in human resource management.
In the first, Joanna Tabor-Btazewicz analyses the growing role of employee well-
-being in the workplace and presents HR department practices aimed at improving it.
Based on a literature review and interviews with managers and HR specialists,
the author identifies the constituent elements of social well-being and identifies
practices used to strengthen it. She examines the key role HR departments play
in building awareness of the importance of well-being among employees and
managers, and the steps that have been taken in this area. She also highlights the
need for line managers and management to be involved, coupled with openness to
grassroots initiatives on the part of employees.

In their article, Beata Buchelt and Ewa Beck-Krala address the issue of physi-
cians’ remuneration. They examine the literature on “performance-based pay”,
or compensation for the quantity of medical procedures performed or hours worked.
The authors highlight that such a narrow understanding of performance-based pay
fails to take into account other components such as compensation for qualifications
or specialisation, and thus does not contribute to the quality of medical services.
They advocate for the adoption of compensation systems based on “total rewards”,
which should be structured to stimulate pro-efficiency behaviours among physi-
cians, including the development of specialised and non-specialised competencies
and the completion of a defined number of medical procedures.

In the last article, Janusz Struzyna sets out to identify challenges in human
resource management based on his analysis of the content in Polish-language job
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offers from consulting firms. These firms play a significant role in transferring
knowledge into practice, serving as a link between theory and human resource
management practices. Using qualitative analysis, he identifies the main catego-
ries and dimensions of the new normal in human resource management, then puts
forwards suggestions for how to bridge the gap between scientific research and the
expectations consultants have in practice. The author concludes that the new normal
is characterised by the perpetuation of human resource management features,
natural language, diverse perspectives, and an emphasis on operational efficiency.

I encourage you to explore the ideas, concepts, and research results presented in
these articles, which expand and enrich our knowledge of management and quality
sciences.

Prof. dr hab. Aleksy Pocztowski
Editor-in-chief
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ABSTRACT

Objective: The article analyses the changes in Polish consumer behaviour during the pandemic
caused by the SARS CoV-2 virus. Changes in behaviour identified in 2022 were also analysed
through the crisis caused by the war in Ukraine.

Research Design & Methods: Literature studies and original empirical research were conducted.
The empirical research — an online survey using the Ariadna National Research Panel — was
carried out in two waves, the first in November 2020 on a sample of N = 1,045 consumers and
the second in November 2022 on a sample of N = 1,100 consumers. The online survey technique
made it possible to reach adult consumers from all regions of Poland.

Findings: The research findings confirmed that consumer behaviour changed during the
pandemic. Above all, consumers did more things remotely. They also took better care of their
health and hygiene, and used payment cards more often than they had. Going out to cultural
institutions and using the services of catering establishments were subject to the most radical
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restrictions. Respondents were mainly unsure of whether the two crises increased their household
spending.

Implications/Recommendations: Compared to 2020, in 2022 the percentage of consumers
undertaking various types of preventive and prudent behaviours due to the pandemic decreased.
This may indicate a desire among consumers to return to the lifestyle and behaviours they led
before the pandemic. Consumers seem to be slowly forgetting about the pandemic, absorbed by
another real threat: the war in Ukraine.

Contribution: The conducted research contributes to the development of the theory of
consumer behaviour. It shows changes in the behaviours of these entities caused by the pandemic
situation, which they have not experienced so far. It complements the research on the behaviour
differentiation of individual generations of consumers (Z, Y, X, and BB).

Article type: original article.

Keywords: consumer behaviour, consumer generations, household, change, COVID-19 pandemic,
the war in Ukraine.

JEL Classification: D12, D91, M31.

STRESZCZENIE

Cel: Celem artykutu jest diagnoza zmian zaobserwowanych w zachowaniach polskich konsu-
mentow, ktore zaszty w czasie pandemii wywotanej przez wirus SARS-CoV-2. Zmiany zachowan
zidentyfikowane w 2022 r. poddano analizie przez pryzmat kryzysu spowodowanego wojng
w Ukrainie.

Metodyka badan: Przeprowadzono studia literaturowe oraz oryginalne badania empiryczne,
ktére zrealizowano w dwdch falach — w listopadzie 2020 r. na prébie liczacej 1045 konsumentéw
oraz w listopadzie 2022 r. na prébie 1100 konsumentéw. W badaniach zastosowano technike
ankiety online, korzystajac z Ogélnopolskiego Panelu Badawczego Ariadna. Umozliwita ona
dotarcie do petnoletnich konsumentéw ze wszystkich regionéw Polski.

Wyniki badan: Wyniki badan potwierdzity zmiany w zachowaniach konsumentéw, obser-
wowane w czasie pandemii. Konsumenci przede wszystkim wigcej spraw zalatwiali zdalnie,
bardziej dbali o swoje zdrowie i codzienng higiene, a podczas transakcji ptatniczych czesciej
postugiwali si¢ kartami platniczymi. Najbardziej radyklanym ograniczeniom poddane zostaty
wyjscia do instytucji kultury oraz korzystanie z ustug placéwek gastronomicznych. W opiniach
respondentow przewaza niezdecydowanie co do sily oddziatywania obu kryzyséw: pandemii
COVID-19 i wojny w Ukrainie na wzrost wydatkéw gospodarstw domowych.

Whioski: W poréwnaniu z 2020 r. w roku 2022 odsetek konsumentéw podejmujacych réznego
rodzaju dzialania zapobiegawcze i ostroznoSciowe z uwagi na sytuacje pandemiczng wyraz-
nie zmalat. Moze to wskazywac na cheé powrotu do stylu zycia i zachowan sprzed pandemii.
Konsumenci zdaja si¢ powoli zapomina¢ o pandemii, absorbowani kolejnym realnym zagroze-
niem, jakim jest wojna w Ukrainie.

Wkiad w rozwdj dyscypliny: Przeprowadzone badania stanowia wktad w rozwoj teorii zacho-
wan konsumentéw. Ukazuja zmiany w zachowaniach tych podmiotéw, powodowane sytuacja
pandemiczng, dotad przez nich niedo§wiadczang. Uzupetniaja luke badawczg dotyczaca zrdzni-
cowania zachowan poszczegdlnych generacji konsumentéw (Z, Y, X oraz BB).
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Typ artykulu: oryginalny artykut naukowy.

Stowa kluczowe: zachowania konsumentéw, generacje konsumentéw, gospodarstwo domowe,
zmiana, pandemia COVID-19, wojna w Ukrainie.

1. Introduction

Although the COVID-19 pandemic has slowed down significantly and the
SARS-CoV-2 virus has abated, epidemic outbreaks continue to occur in various
places worldwide (Misiurewicz-Gabi 2022). The pandemic remains a major global
emergency over two years after the first case was reported. Many governments are
struggling with uncertainty about how to prioritise their actions at a time when the
pandemic appears to be in transition (WHO 2022) — especially since the risk of
new variants and future surges remains very real (Klimczuk 2021). In September
2022, WHO Director-General T. A. Ghebreyesus acknowledged that the end of the
COVID-19 pandemic, which has killed around 6.5 million people worldwide, is
in sight but at a great distance (Miller 2022). Despite this, the epidemic’s end was
pronounced over in many countries, including Poland (Rozporzadzenie Rady Minis-
trow z dnia 13 maja 2022 1. ...).

For societies and economies today, recovering from the crisis caused by the
COVID-19 pandemic is proving the most difficult task since World War II (Mré6z
2021). The difficulty has been further compounded by another centuries-old human-
itarian and economic crisis — it began with Russia’s invasion of Ukraine in February
2022. That makes two black swans simultaneously landing on the waters of the
global economy. The combination of these very unfavourable conditions has had
repercussions for the current behaviour of consumers, both in the market and in
their households. The pandemic has significantly impacted these behaviours, often
forcing consumers not only to change their lifestyles but also to change their habits,
routines, and behavioural patterns in purchasing and using consumer goods or
services.

This article examines changes in consumer behaviour in Poland resulting from
the pandemic caused by the SARS CoV-2 virus in the years 2020-2022. It looks
particularly at changes in the behaviour of individual generations of consumers,
while also taking into account gender and place of residence. The changes in behav-
iours identified in 2022 should also be considered through the lens of the crisis
caused by the war in Ukraine.

The work contributes to the literature on changes in the behaviour of modern
consumers, in markets and households, as well as changes in consumer behaviour
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caused by the SARS CoV-2 pandemic. It also complements the research on the
diversity of behaviour of individual generations of consumers.

The article is addressed to both scientists and those involved in business who
follow changes in the behaviour of contemporary consumers. The study can also
be a source of knowledge for entrepreneurs and employees of marketing depart-
ments seeking to offer products and services that meet the expectations of the post-
-pandemic consumer.

The work comprises a literature review, a discussion of the research process,
especially the data and research methods used, a presentation of the results of the
primary research and conclusions.

2. Literature Review

The course and effects of the COVID-19 pandemic, which affected almost all
spheres of human life, have become a primary area of research for scientists across
the disciplines and the world (Nicola et al. 2020). The bulk of the research has
been done in medicine, particularly centering on efforts to find a drug or at least
a vaccine to protect against the virus (AOTMiT 2023). A good deal has also been
written on psychology (Javed et al. 2020) and sociology (Moore & Kolencik 2020,
Popescu Ljungholm & Olah 2020) to better understand the thinking of individuals
and entire societies.

A good deal of interest has also been aroused in macro and microeconomics,
including work by Liu, Xu, and Skare (2021), among numerous others. The following
trends can be noted in these works:

— the economic effects of the pandemic (e.g., Karabag 2020, Gagnon, Kamin
& Kearns 2023), including in various countries and regions (e.g., Debata, Patnaik
& Mishra 2020, Naseer et al. 2023),

— the pandemic’s impact on individual industries (e.g., Haroon & Rizvi 2020,
Huang & Wang 2023),

— economic assessments of the effects of the pandemic and scenarios for further
economic development (e.g., Oravsky, Toth & Banociova 2020, Chang, Mohsin
& Igbal 2023).

Many studies have looked at the impact of the pandemic on consumer behav-
iour. They mainly address changes in consumer behaviour (Zwanka & Buff 2021),
including their scale and directions (Wisniewska 2022) and the determinants
shaping consumer behaviour during a pandemic (Di Crosta et al. 2021), ways of
dealing with the threats posed by the pandemic (Khayru 2021) and how changes
in consumer behaviour influence the development of various forms of retail trade
(Inoue & Todo 2023, Verhoef, Noordhoff & Sloot 2023). The extent to which
changes in behaviour may persist after the pandemic has passed has also been
addressed (Chlipata & Zbikowska 2022).
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The last of the research problems is currently taking on greater importance.
From May 16, 2022, under the new regulation of the Council of Ministers, the
state declared Poland free of the epidemic and the state of epidemic emergency
entered into force (Rozporzadzenie Rady Ministréw z dnia 13 maja 2022 r. ...). This
gives rise to further research and discussion on the changes that have occurred as
a result of the COVID-19 pandemic and will continue to occur in the behaviour of
consumers living in post-pandemic times. Taking into account the objectives of the
article and the scientific literature, the following research questions were posed:

RQI1: What changes in the market behaviours of consumers and in their house-
holds have occurred as a result of the pandemic caused by the SARS CoV-2 virus?

RQ2: Which of these behaviours have demonstrated a tendency to return to their
pre-pandemic forms after the pandemic restrictions are lifted?

RQ3: In the opinion of consumers, which of the crises — that caused by the
pandemic or the war in Ukraine — is more responsible for the increase in the main
expenditure groups of their households?

3. Materials and Methods

In order to answer the research questions, quantitative research was carried
out based on a questionnaire. The research had a primary research character and
was conducted in two waves, one carried out in November 2020 on a sample of
N = 1,045 units, and the other in November 2022 on a sample of N = 1,100. They
were designed this way in order to consider possible changes in consumer behav-
iour as a result of the COVID-19 pandemic (Maciejewski & Lesznik 2022). In both
waves, adult consumers from throughout Poland were surveyed. The survey was
done online, using the Ariadna National Research Panel, which made it possible to
reach consumers from all regions of Poland.

The tool used a scale identifying changes that occurred in consumer behaviours
as a result of the outbreak of the pandemic (16-item, five-point, ordinal scale of
behaviour changes), as well as six questions describing the respondents’ demo-
graphic, social, and economic characteristics. The reliability of the scale used in
both waves of the study was calculated using Cronbach’s alpha coefficient, whose
value for the scale in the 2020 study was 0.910 and in 2022 was 0.856 — a very high
level of reliability (Aron, Coups & Aron 2013). In the 2022 survey, consumers were
also asked for their opinions on the COVID-19 pandemic and the war in Ukraine
as the reasons for the increases in individual groups of household expenditure
in Poland.

The research was conducted among registered participants of the Ariadna
National Research Panel. The demographic and sociographic profile of people regis-
tered in Ariadna is consistent with the profile of people using the Internet in Poland
(Ariadna Nationwide Research Panel 2023). From among 300,000 registered and
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verified members of the panel, a research sample was randomly selected (Dobdr
proby... 2021). The sample size was set such that the maximum measurement
error did not exceed 3% (with a confidence level of 95% and a fraction size of 0.5).
An error level of 3% is acceptable in social research (Maciejewski & Lesznik 2022).
The costs of the research were taken into during its design. Only public funds from
the subvention of the Ministry of Education and Science of the Republic of Poland
were available (Maciejewski 2020).

Beyond population size, population homogeneity also plays a key role in deter-
mining sample size. The sample size may be reduced as the homogeneity of the
population increases, based on selected characteristics (Pietrucha & Maciejewski
2020). As a result, the research yielded 1,045 correctly and fully completed ques-
tionnaires in 2020 (Maciejewski 2023) and 1,100 in 2022. The data obtained
were subjected to statistical analysis using the IBM SPSS Statistics 28 statistical
package for Windows. The research received a positive opinion from the Human
Subject Research Ethics Committee at the University of Economics in Katowice
(no. 001/11/2022).

In terms of the distribution of the research samples, in the 2020 sample (Table 1)
there is a slight overrepresentation of women (53.4%) compared to men. This reflects
Poland’s general population make-up (GUS 2021). The sample was dominated
by people with secondary and higher education (respectively 47.1% and 41.0%),
who described their financial situation as average or good (43.3% and 40.3%).
The respondents represented mostly two- and three-person households (30.2%
and 23.4%) from large urban centers with a population of over 200,000 (31.0%).
The distribution of respondents by age — Baby Boomers (60—80), generations X
(40-59), Y (25-39) and Z (18-24) — was almost even (about 25% in all of the gener-
ations). The median age of the respondents was 40 years, and the median number of
people in the respondents’ households was three.

Table 1. Characteristics of Consumers Participating in the Research in 2020 and 2022 (in %)

L Research Sample
Specification
2020 (N = 1,045) 2022 (N = 1,100)
Gender female 534 51.7
male 46.6 483
Age 18-24 24.1 25.0
25-39 24.8 25.0
40-59 25.5 250
60-80 25.6 25.0
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Research Sample

Specification
2020 (N = 1,045) 2022 (N = 1,100)

Place of residence rural area 234 255
cities with < 50,000 223 25.0

inhabitants
Place of residence cities with 51,000— 233 24.0

200,000 inhabitants

cities with > 200,000 31.0 255

inhabitants
Education level elementary 27 4.1
vocational 9.3 10.5
high school 47.1 46.0
tertiary 41.0 394
Number of household 1 person 12.7 13.1
members 2 persons 30.2 334
3 persons 234 21.7
4 persons 204 20.3
5 and more persons 133 11.5
Subjective assessment very bad 32 24
of financial situation bad 26 11.0
average 433 57.0
good 40.3 26.3
very good 3.6 33

Source: the author.

In the sample taken in 2022, the distribution of respondents by gender corre-
sponded precisely to the distribution of Polish residents shown in Central Statistical
Office data from Poland’s 2021 census (GUS 2022). The samples of the respondents
were equal in terms of consumers’ age ranges (generations) and nearly identical
in terms of their place of residence — 25% each. As with the sample from the first
wave, people with secondary (46.0%) and higher education (39.4%) predominated in
the 2022 sample. People taking part in the research most often characterised their
financial situation as average (57.0%) or good (26.3%) and represented two- (33.4%)
and three-person (21.7%) households — Table 1. The median age of the respondents
was 39.5 years, and the median number of people in their households was three.
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4. Results

Changes in consumer behaviours caused by the COVID-19 pandemic can be
observed both in the market and in their households (Table 2). In the first year of
the pandemic in Poland, due to the rapid spread of the disease, the lack of medicines
and vaccines, and the recommendations of the authorities, consumers abandoned
many of their market behaviours or transferred them to their households. The decla-
rations of the respondents show that the most frequent restrictions were related to
going to cultural institutions (38% answered “I agree” and 36% “I strongly agree’)
and the use of food serving services (36% and 24%, respectively). It can be stated
that the obligatory isolation used by governments as a main strategy to limit the
spread of the pandemic also limited the liberty and freedom of consumer choices.
It also shifted many activities, such as shopping and administrative errands, into the
virtual sphere, enabling them to be carried out remotely.

Moreover, fear of infection and sometimes death caused respondents to take
better care of their health and hygiene. Because of the fear of “dirty cash”, they now
paid by card more often. The consequences of the spreading virus were also visible
in consumption financed from future income. Nearly 60% of the respondents agreed
that they limit their financial liabilities by refraining from taking out various types
of loans and credits (Table 2).

In terms of the 2020 results, it can also be assumed that the pandemic had the
least impact on consumer behaviour in such areas as supporting charities and aid
organisations (total 30% of answers “I strongly agree” and “I agree”) and a prefer-
ence for purchasing over renting necessities (total 24%) — see Table 2.

Table 2. Changes in the Behaviours of Respondents and Members of Their Households
That Occurred as a Result of the COVID-19 Pandemic (in %)

I strongl Ineither I strongl
L a ref y I agree disagree nor | I disagree disa rig
Specification g agree g
2020 | 2022 | 2020 | 2022 | 2020 | 2022 | 2020 | 2022 | 2020 | 2022
We limit going out to 362 | 10.1 | 379 | 322 (212|327 | 30 | 171 | 17 | 79

cultural institutions

We limit taking out loans 263 (223330321 (332|350| 41 | 69 | 33 | 37
and credits

We rarely use catering 240 | 10.7 | 362 | 334 | 284 (322 | 78 | 173 | 36 | 6.5
services
We do more things remotely | 24.0 | 159 | 474 | 49.1 | 229 | 257 | 35 | 65 | 22 | 27
by phone, computer

We use payment cards more | 239 | 14.3 | 38.1 | 379 | 27.8 | 31.5 | 58 | 102 | 43 | 6.2
often
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Table 2 cnt’d
I strongl I neither I strongl
. a reg y Tagree |disagree nor| I disagree disa riey
Specification g agree 1sag
2020 | 2022 | 2020 | 2022 | 2020 | 2022 | 2020 | 2022 | 2020 | 2022

We shop online more often 193 | 179 | 40.1 | 415|307 | 286 | 67 | 95 | 32 | 25
We waste less food 185 ] 11.1 | 358 | 380 | 358 | 383 | 65 | 100 | 34 | 2.6
We feel less secure 181 | 98 | 424|326 (303|359 | 6.8 | 156 | 24 | 60
We take better care of health | 16.6 | 13.2 | 51.7 | 44.1 | 249 | 334 | 47 | 68 | 22 | 25
and hygiene
We do more on our own 164 | 97 381|364 |351 334 73 [ 153 | 32 | 53
We limit large expenditure 153 | 96 | 337 |345|356|405| 119 | 105| 35 | 49
We feel more tired, 139 | 105|425 366 | 316 | 321 | 86 [ 155| 34 | 53
depressed
We shop less often 113 | 41 [ 340265353 [355| 146|258 | 48 | 8.1
‘We pay more attention to 9.6 | 85 [ 338|341 418 399|109 | 124 | 39 | 52
environmental protection
Where possible, we rent 6.8 | 3.1 | 16.8 | 125|421 | 41.1 | 23.8 273 | 95 | 155
more often than we buy
We support aid organisations | 6.5 | 6.0 | 23.0 | 22.1 | 50.6 | 49.8 | 149 | 175 | 50 | 4.5
to a lesser extent

Source: the author.

Behaviours that returned to their pre-pandemic form and those that remained
unchanged from the beginning of the pandemic can also be seen for 2022 (Table 2).
The first group includes, above all, going out to cultural institutions. In 2020, nearly
75% of respondents agreed that they limit visits to cultural institutions (answers
“strongly agree” and “agree”). In 2022, that number had fallen to just over 40%.
Outings in restaurants and shopping were no longer subject to the restrictions they
had been. In both cases, the percentage of responses confirming the application
of such restrictions by the respondents decreased by approximately 15 percentage
points (pp.) in 2022 over the 2020 levels. The second group of behaviours certainly
includes online shopping and paying attention to environmental protection. These
behaviours came in at the same level in 2020 and 2022: 60% for the frequency of
online shopping and around 43% for declarations of greater concern for the envi-
ronment. The second group of behaviours also includes such consumer behaviour
as throwing away less food, limiting large expenses, and limiting borrowing and
credit-taking. In all of these cases, the percentage of those who answered “strongly
agree” and “agree” decreased by only about 5 pp. It can therefore be concluded that
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for some consumer behaviours, the pandemic catalysed changes that appear to have
become permanent.

Universal access to vaccines in 2021 and 2022, which for most people mitigated
the dangerous consequences of possible infection, clearly improved the sense of
security and consumer sentiment in the period under review. In the 2020 study,
nearly 60% of respondents admitted that they felt less secure but more tired and
depressed, while in the 2022 study, the former feeling fell to about 42%, and the
latter to 47%. The respondents also were less concerned with health and hygiene
than at the beginning of the pandemic. In 2022, the percentage of people who agreed
or strongly agreed with the statement “we care more about health and hygiene”
decreased by 11 pp.

Both in 2020 and in 2022 women declared more often (a few percentage points)
than men that their behaviours had changed due to the pandemic. The exception
was shopping behaviours on the Internet in 2020. The increase in the frequency of
online purchases during the pandemic was confirmed by over 11 pp. more women
than men. In turn, in 2022, women more often than men declared doing more things
remotely (over 12 pp.) and using payment cards (nearly 11 pp.) — see Table 3.

In terms of behavioural shifts from one generation to the next, the pandemic
caused the most changes in the behaviour of people aged 60—80. Moreover, the
changes seem more permanent within this group than in younger generations of
consumers. Even if one of the generations declared a given type of behaviour more
often than the BB generation, the differences in these declarations were small, at the
level of statistical error (Table 3).

In terms of location of residence, the pandemic caused the most changes in
behaviours among the inhabitants of medium-sized cities (51-200 thousand people).
The residents of rural areas, more often than their urban counterparts, began to
shop online and do more things on their own when the pandemic struck. In turn, the
residents of the largest cities (more than 200,000) in 2020 reduced large expenses
for the purchase of cars, furniture, or household appliances more often than those
from other location types, while in 2022 they did more things remotely. As in the
cross-sections analysed earlier, the differences are minor, which is also important
information in itself (Table 3).

When Russia attacked Ukraine in February 2022, Poland became a frontline
country. During the survey, the respondents were also asked which of the two
adverse events — the COVID-19 pandemic and the war in Ukraine — caused house-
hold spending to increase more.

In all of the expenditure groups, the most common answer was “it is hard to
say”. Looking at the other variants of the answers, however, it is clear that the war in
Ukraine contributed to the increase in household expenses more than the COVID-19
pandemic (Table 4).
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Table 4. Respondent Opinions on the COVID-19 Pandemic and the War in Ukraine as the Main
Reasons for the Increase in Individual Groups of Household Expenditures (N = 1,100, in %)

The Probably | lti)};agirr:?l;f g Probably | Definitel
Specification COVID-19 | the COVID-19 ) y y
. . degree with the war | the war
pandemic pandemic
both factors
Maintaining my household 27 57 424 26.6 22.5
Food for my household 32 79 535 223 13.1
members
Keeping pets 2.3 84 73.5 10.5 53
Protecting the health of my 9.8 217 532 9.6 5.6
household members
Educating members of my 6.3 13.1 69.5 75 3.6
household
Commuting to work, 35 10.6 58.2 17.1 10.5
school, shops, offices
Holiday/vacation trips of 6.6 16.8 59.0 11.8 57
my household members
Spending free time/ 6.0 14.0 64.3 11.2 4.5
pursuing hobbies/interests
of my household members
Car maintenance/use 2.5 7.5 50.5 23.5 159
Renovation and construc- 3.5 10.7 60.0 169 8.9
tion works

Source: the author.

This is primarily the case in groups of basic expenditures, such as maintaining
a household (49.1% of the answers “probably the war in Ukraine” and “definitely
the war in Ukraine”), car maintenance (39.4%), food for household members
(35.4%), expenses on all kinds of commuting (27.6%), renovation and construction
works (25.8%), and keeping pets (15.8%). Respondents believed the COVID-19
pandemic contributed to a greater extent than the war in Ukraine to the increase in
such expenditure groups as healthcare expenses (31.5% of the answers “rather the
COVID-19 pandemic” and “definitely the COVID-19 pandemic”), holiday trips and
other ways of spending free time (23.4% and 20.0%, respectively) and education-
-related expenses (19.4%). See Table 4.

5. Discussion and Conclusions

The primary goal of the considerations undertaken in the article was to
show changes in Polish consumers’ behaviour during the COVID-19 pandemic.
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The research results have allowed us to sketch, though not very sharply, a picture
of the post-pandemic consumer in Poland. They also confirm the findings of other
authors (e.g., Mréz 2021, Chlipata & Zbikowska 2022).

A review of the literature and the results of both waves of research reveals
that the COVID-19 pandemic was a huge shock for societies the world over
(Dabrowska & Jano$-Kresto 2022). This shock has slowly subsided over time, and
consumers began using several countermeasures to reduce the risk of contracting
the virus. These strategies took the form of both active (e.g., increasing care for
hygiene or remote learning, remote work, remote shopping) and passive behav-
iours (e.g., limiting visits to cultural institutions, dining, and retail establishments).
The pandemic has changed the lifestyle of many consumers.

The most frequently indicated changes in the respondents’ market behaviours
and the behaviours taking place in their households resulting from the pandemic
primarily included forced restrictions on current activities (going to cultural insti-
tutions, cafes and restaurants, and other service and commercial facilities). Other
changes included the need to do many of these activities virtually (remote work,
remote learning, meetings with family and other people, online shopping) and,
thirdly, increased care of health and hygiene. Finally, refraining from taking out
various types of loans and credits helped people limit financial losses.

In addition, the fear of contracting the virus and the uncertainty of tomorrow
caused the respondents to take greater care of health and hygiene, as well as
reduce consumption from future income. The results obtained in 2022 confirm the
continued occurrence of these behaviours, but on a smaller scale. The consumers
surveyed show a desire to abandon all the restrictions that held them back during the
pandemic, to return to “normality” and the lifestyle they led before the pandemic.
In the longer term, after the pandemic has completely subsided, a large return
to pre-pandemic consumerism can be expected, especially in the group of high-
-income households of the X and BB generations (RQ2). However, not all forms of
behaviour appear to be returning to pre-2020 norms. For example, the IT compe-
tencies acquired or developed during the pandemic and the accompanying conven-
ience of handling things remotely appear to mean that shopping online or dealing
with various matters remotely (e.g., official matters), for example, may prove to be
permanent changes in consumer behaviours. May a further increase in sustainable
consumer behaviour, such as greater care for the natural environment, rational use
of limited natural resources, or the pursuit of reducing post-consumer waste, espe-
cially throwing away less food, turn out to be a permanent change? The findings
presented here and elsewhere give one reason to hope. This is particularly likely
for Gen Z consumers. The rationalisation and change in the consumption structure
of this group of people and the evolution towards pro-ecological trends of behav-
iour such as eco-consumption, collaborative consumption, or the virtualisation of
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consumption (especially social commerce, social offering, social shopping) should
be expected (Zalega 2022).

During the pandemic, another focus of the global crisis appeared — the war in
Ukraine. It was difficult for the respondents to indicate which of these phenomena
has had a greater impact on the growth of their household expenditures. However,
the respondents’ answers show that a larger percentage of consumers lean towards
the war in Ukraine, particularly as concerns essential expenditure related to main-
taining a household. In a prolonged war of attrition, with the last outbreaks of the
pandemic fading out, this crisis will become the single most destabilising factor on
the global economy (RQ?3).

This study is not without its limitations. Although it was conducted on samples
of over 1,000 respondents, it was geographically limited to the territory of Poland.
Therefore, the obtained results should be related mainly to the Polish consumer
and interpreted from the perspective of Polish market conditions (Maciejewski
2023). Nonetheless, the results can serve as a reference point for analysing consumer
behaviours in other European countries (Henson et al. 2020). The research results
enrich the theory of consumer behaviour with new evidence. After the epidemic
fades, many consumers are likely to return to their pre-pandemic behaviours.
They still maintain only those solutions that allow them to save time and live more
comfortably. This is reflected in their everyday activities and attitudes, although it
must be borne in mind that research has a declarative character (Jaworsky 2021).
Finally, online survey has a number of advantages, but these do not preclude
limitations (Badania... 2016). Therefore, further research based on experiments,
projections or big data analysis is needed to reliably describe the actual behaviours
of the post-pandemic consumer. The literature has presented only initial evidence
(Morales 2021, Salvietti et al. 2022).
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ABSTRACT

Objective: The purpose of the article is to establish the current state of research on the perceived
brand globalness/localness (PBG/PBL) dichotomy. It analyses and assesses the changes in the
research problems and identifies the areas upon which PBG/PBL research is currently focused.
Research Design & Methods: The research method used in the article is bibliometric analysis,
supplemented by content analysis of literature selected from the Scopus database. A four-step
procedure was used to collect data and conduct bibliometric analyses: stage 1 — searching and
identifying primary literature, stage 2 — review of the literature (screening), stage 3 — data export,
stage 4 — bibliometric analysis supplemented by a content analysis of the literature. In addition,
a co-occurrence analysis of keywords was carried out using VOSviewer.

Findings: The research on PBG/PBL issues is concentrated in five main areas: 1) brand value
signaling, 2) PBG/PBL interaction, 3) PBG impact on purchase intentions, 4) PBL impact on
purchase intentions, and 5) the effect of country of origin/consumer ethnocentrism on consumer
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preference for foreign (global) vs. domestic (local) brands. The study also examines changing
trends in PBG/PBL research.

Implications/Recommendations: Recent world events including the COVID-19 pandemic, the
Russian invasion of Ukraine and trade wars have slowed globalisation. Since buying behaviour
is visibly changing under the influence of socio-economic factors, there is a need for further
research to verify consumer preferences vis-a-vis global/local brand positioning.

Contribution: The review and analyses performed enrich the existing literature on PBG/PBL,
while the findings presented can serve as a starting point for further research.

Article type: original article.

Keywords: perceived brand globalness, perceived brand localness, bibliometric analysis,
VOSviewer, Scopus database.

JEL Classification: M30, M31, D12, F23.

STRESZCZENIE

Cel: Celem artykutlu jest ustalenie aktualnego stanu badafn dotyczacych zjawiska postrzeganej
przez konsumentéw globalnosci/lokalno$ci marki (PBG/PBL). Autorzy skupili si¢ na analizie
i ocenie charakteru zmian w podejmowanych problemach badawczych, a takze na okreSleniu
obszaréw, wokot ktérych koncentruja sie obecnie prace poswiecone tematyce PBG/PBL.
Metodyka badan: Zastosowang metoda badawczg byta analiza bibliometryczna, uzupetniona
o analizg treSciowa literatury wylonionej z bazy Scopus. W tym celu przeprowadzono czteroeta-
powa procedure: etap 1 — wyszukiwanie i identyfikacja literatury podstawowej, etap 2 — przeglad
literatury (screening), etap 3 — eksport danych, etap 4 — analiza bibliometryczna uzupetniona
analizg treSci literatury. Przeprowadzono takze analize wspotwystepowania stéw kluczowych
z wykorzystaniem programu VOSviewer.

Wiyniki badan: Badania po§wi¢cone zagadnieniom PBG/PBL skupiajg si¢ w pigciu giéwnych
obszarach: 1) sygnalizacja warto$ci marki, 2) interakcja PBG/PBL, 3) wptyw PBG na intencje
zakupu, 4) wptyw PBL na intencje zakupu oraz 5) wptyw kraju pochodzenia/etnocentryzmu
konsumenta na preferencje konsumentéw wobec marek zagranicznych (globalnych) vs. krajo-
wych (lokalnych). Ponadto zmieniaja si¢ trendy w badaniach dotyczacych zjawiska PBG/PBL.
Whioski: Ostatnie wydarzenia na §wiecie, takie jak pandemia COVID-19 czy inwazja Rosji na
Ukraing, a wraz z nig wojny handlowe przyczynity si¢ do spowolnienia proceséw globalizacyj-
nych. Poniewaz zachowania nabywcze ulegaja widocznym zmianom pod wptywem czynnikéw
spoleczno-ekonomicznych, istnieje potrzeba prowadzenia dalszych badan weryfikujacych prefe-
rencje konsumentéw wobec globalnego/lokalnego pozycjonowania marek.

Wkilad w rozwdj dyscypliny: Dokonany przeglad oraz przeprowadzone analizy wzbogacaja
literature po§wigcong tematyce PBG/PBL, a zaprezentowane ustalenia moga stanowi¢ punkt
wyjécia do dalszych badaf dotyczacych poruszanego zagadnienia.

Typ artykulu: oryginalny artykut naukowy.

Stowa kluczowe: postrzegana globalno§¢ marki, postrzegana lokalno§¢ marki, analiza biblio-
metryczna, VOSviewer, Scopus.




Perceived Brand Globalness and Localness... 31

1. Introduction

Progressive globalisation over the past few decades has contributed to the emer-
gence of a global consumer culture, which has become an important determinant of
how companies operate in the market (Steenkamp 2019). The rapid development of
telecommunications technologies, widespread access to the Internet and the growth
of transnational corporations have contributed to increased cultural homogenisation
(Goliszek 2015). In these processes, the behaviour and attitudes of buyers are also
changing. Globalisation favours those organisations that have managed to estab-
lish themselves in the minds of buyers as global brands, symbolising the values
of global consumer culture (Ozsomer & Altaras 2008). These phenomena require
appropriate positioning of one’s brand in the market to create a specific image
among consumers, one that stands out from the competition and is attractive to the
final consumer. Although a global brand can be considered from an organisation’s
perspective (supply-side perspective) (Reformat 2017), Steenkamp, Batra and Alden
(2003, p. 54) argued that a global brand benefits only when buyers view it as global
— available in many markets and widely perceived by buyers as a global brand.
Emphasising the demand perspective, they introduced the term “perceived brand
globalness” (PBG), which has been widely adopted in the literature (Steenkamp,
Batra & Alden 2003, Liu et al. 2021).

While globalisation processes have intensified exceptionally in recent decades,
recent global events including Brexit, trade wars, widening support for protectionist
trade policies and protection of domestic production have slowed globalisation
(Carvalho, Luna & Goldsmith 2019). As these processes grew as the 21st century
progressed, the coronavirus pandemic hit in 2020, affecting nearly every country in
the world (Albertoni & Wise 2020), then Russia invaded Ukraine. The changes these
two events have brought on have contributed to a new perspective on the problem
of perceived brand localness and also the positioning of the product in the market.

There are two competing views in the literature regarding the conceptualisation
of perceived brand localness (PBL) (Liu et al. 2021). First, a local brand is one that
has a limited geographic reach (Dimofte, Johansson & Ronkainen 2008, Punya-
toya 2013). Ozsomer (2012, p. 73) suggests a different approach in defining local
brands, calling them “local icons”. She defines a local icon as the degree to which
a brand symbolises the values, needs and aspirations of a local community (country)
(Ozsomer 2012). In more recent studies, researchers have argued that PBL and PBG
are not opposing constructs but separate and complementary concepts (Xie, Batra
& Peng 2015, Kolbl, Arslanagic-Kalajdzic & Diamantopoulos 2019, Sichtmann,
Davvetas & Diamantopoulos 2019, Liu et al. 2021).

The PBG/PBL dichotomy is important, as previous research shows that
global/local brand positioning has consequences in the evaluation of brand quality
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and prestige (Akram, Merunka & Shakaib Akram 2011), brand extension (Sicht-
mann & Diamantopoulos 2013), purchase intentions (Halkias, Davvetas & Diaman-
topoulos 2016) and perceived brand authenticity (Safeer et al. 2022). The purpose of
the article is to establish the current state of research on this dichotomy. It analyses
and assesses the changes in the research problems and identifies the areas upon
which PBG/PBL research is currently focused.

2. Research Methodology

The research method used in this article was bibliometric analysis, supplemented
by content analysis of the literature. These methods are commonly used in works
on the state of the art in a wide variety of areas, including, but not limited to, issues
of prosumption (Shah et al. 2020), corporate social responsibility (Ejdys 2016)
and digital marketing (Ledn-Castro et al. 2021). The bibliometric analysis process
adapted the various steps previously proposed by Ejdys (2016) and Karakose ef al.
(2021). The four-step procedure presented in Table 1 was used to collect data and
conduct the bibliometric analyses.

Table 1. The Research Procedure

Stage Description

STAGE 1 Selecting a basic collection of literature in the Scopus database.
Searching and identifying | Records identified through Scopus database (n = 215)
the primary literature

STAGE 2 Literature review (content analysis of titles, abstracts, and in-depth

Screening content analysis of entire publications). Creation of the final database.
Record after exclusion (n = 81)

STAGE 3 From the 81 records received, full data were exported from the Scopus

Data export database, including citation information, bibliographical information,
abstracts and keywords

STAGE 4 A bibliometric analysis supplemented by a content analysis

Bibliometric analysis of the literature was performed

Source: the authors.

Stage 1. Searching and identifying the primary literature

This stage involved selecting a core list of articles on PBG/PBL issues from the
Scopus database using the keywords “brand globalness”, “brand foreignness”, “brand
nonlocalness”, “brand globality”, “global branding”, “brand localness”, “brand
iconness” and “local branding”. Scopus is a broad, scientific database containing
information on scientific papers published in a wide variety of fields, and is often
used in literature reviews (Echchakoui 2020). The keywords presented above are

commonly used to identify papers on PBG/PBL issues and have been previously
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proposed by Kashif and Udunuwara (2021) and Liu et al. (2021). The keywords
were used to search for titles, abstracts, and keywords (searches were conducted in
January 2023). Only records covering documents published in scientific journals
were analysed. In addition, the search was limited only to documents classified
as scientific articles written in English, so book chapters, reviews and conference
proceedings were excluded. No publication timeframe was specified, and no limits
were applied to the subject areas in which publications were classified. The Scopus
database query used is shown in Figure 1.

TITLE-ABS-KEY (“brand globalness” OR “brand foreignness” OR “brand nonlocalness”
OR “brand globality” OR “global branding” OR “brand localness” OR “brand iconness”
OR “local branding”) AND (LIMIT-TO (SRCTYPE, “j”)) AND (LIMIT-TO (DOCTYPE, “ar”))
AND (LIMIT-TO (LANGUAGE, “English”))

Fig. 1. Search String
Source: the authors.

The search criteria outlined above correspond to the objectives of this article and
the search process used ultimately yielded a primary database of 215 records.

Stage 2. Screening

The next step was to conduct a cursory review of the literature (screening),
consisting of selecting and doing a preliminary evaluation of the collection.
A content analysis of titles, abstracts and an in-depth content analysis of entire arti-
cles was performed. This step identifies papers that are truly relevant to the research
area under analysis (Klimas, Staficzyk & Sachpazidu-Wéjcicka 2020). Ultimately,
81 records addressing PBG/PBL issues were identified.

Stage 3. Data export

From the 81 records, full bibliometric data including citation information, biblio-
graphical information, abstract and keywords, funding details and other information
were exported to an aggregate CSV file.

Stage 4. Bibliometric analysis

The data obtained from the Scopus database was subjected to bibliometric
analysis and content analysis. A time series analysis (reflecting the number of
publications identified in the Scopus database) and identification of scientific
journals with the highest number of papers addressing PBG/PBL issues were
done. A co-occurrence analysis was also conducted. For this purpose, keyword
association intensity maps were developed using VOSviewer version 1.6.18 for all
81 publications extracted from the Scopus database. VOSviewer is software widely
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used for bibliometric analysis and is particularly useful for visualising and mapping
research areas (Ejdys 2016, Shah et al. 2020, Le6n-Castro et al. 2021, Jadach 2022,
Zema & Sulich 2022). The mapping process using VOSviewer software included:

1) extracting terms whose recurrence in bibliographic descriptions was
a minimum of 3. Thus, from the 285 terms initially identified in the database,
26 that occurred a minimum of 3 times were obtained;

2) removing keywords indicating only the research methodology that is part of
the abstracts required by the journals or indicating only the location of the research,
e.g.: “cluster analysis”, “India”. In this way, 24 keywords were obtained;

3) developing a map of the intensity of links between the 24 keywords selected
from among all 81 publications covering PBG/PBL issues.

3. Results and Discussion

The first step of the bibliometric analysis was a time series analysis that shows
the number of publications identified in the Scopus database. A detailed distribution
of publications on PBG/PBL issues by year is presented in Figure 2.
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Fig. 2. Number of Publications on PBG and PBL Issues in the Scopus Database
Source: the authors.

Figure 2 shows that researchers’ interest in PBG/PBL issues has increased in
recent years. Although the time frame of the publication is not specified, the first
record in which one of the keywords used appeared came from a paper entitled
“Effects of Brand Local and Nonlocal Origin on Consumer Attitudes in Devel-
oping Countries” by Batra et al. (2000). In this pioneering paper, the researchers
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examined whether consumers in emerging countries preferred brands perceived as
non-local (foreign) over their local counterparts. Beyond that paper, of the 81 records
included in the Scopus database, more than half are articles published in the years
2019-2022, suggesting interest in the topic has risen. A useful feature of the Scopus
database is its filters, which allow users to categorise articles according to keywords.
We also checked the proportions of papers on PBG and PBL. We discovered a large
disproportion: the majority of papers were on PBG, while papers that addressed
PBL focused on the broader relationship between PBG and PBL. It is worth noting
that the first article relating to PBL, by Swoboda, Pennemann and Taube (2012),
appeared only in 2012.

The next step in the bibliometric analysis was to identify the journals in which
the largest number of papers on PBG/PBL were published. A total of 81 articles
were published in 37 journals. Table 2 lists the ten journals where PBG/PBL issues
were covered the most.

Table 2. List of Scientific Journals with the Highest Number of Publications on PBG/PBL Issues

No. Journal Publications SIR*
1 | Journal of International Marketing 15 1.992
2 | International Marketing Review 10 1.329
3 |Journal of Business Research 9 2.316
4 | Journal of International Consumer Marketing 4 0.646
5 |Journal of Brand Management 3 0.942
6 | Journal of Global Marketing 3 0.663
7 | Journal of International Business Studies 3 4.390
8 | Asia Pacific Journal of Marketing and Logistics 2 0.799
9 | Journal of Product and Brand Management 2 0.999
10 |Journal of the Academy of Marketing Science 2 4433

*Data showing journals’ SJR rates for 2021.

Source: the authors, based on data from the Scopus database.

The Journal of International Marketing published the most articles (15), with
an SJR of 1.992 (2021) (publisher: American Marketing Association). This is
followed by journals such as International Marketing Review (10) and Journal of
Business Research (9). These first three journals contain more than 40% of the
81 papers.

In order to identify the areas of research on which PBG/PBL articles focus,
a map of the intensity of links between the 24 most frequent keywords was devel-
oped. The map is presented in Figure 3.
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Fig. 3. Map of the Intensity of Links between Keywords Searched in the Scopus Database
Source: the authors.

As Figure 3 shows, the main areas of PBG/PBL research are centered around
the five main clusters identified and sorted by the VOSviewer software. Note
that the larger the circles, the more frequently the keywords in question were
used, and the smaller the distances between keywords, the higher the number of
co-occurrences. Among all 81 publications, the most frequently used keywords
were “perceived brand globalness”, “brand globalness” and “global brands”.
This confirms previous findings that the majority of articles are devoted to PBG,
while those devoted to PBL issues are in the minority. A detailed set of keywords by
cluster is also presented in Table 3, which complements the data visualised in Figure
3. It should be mentioned that VOSviewer ranks clusters by number of keywords
(Zema & Sulich 2022).

As both Figure 3 and Table 3 show, the first research area, which we have named
“brand value signaling”, includes publications relating to the impact of PBG/PBL
on brand credibility and brand authenticity. Both constructs derive from signaling
theory, which suggests that “brands as credible and consistent signals of product
quality can reduce perceived risk” (Ozsomer & Altaras 2008, p. 9). The works of
Ozsomer and Altaras (2008), Ozsomer (2012), Mandler, Bartsch and Han (2020),
Srivastava, Dey and Balaji (2020), Safeer et al. (2022), among others, belong in this
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area. To uncover the main findings in this area, we performed a content analysis of
articles. One noteworthy observation comes from Safeer ef al. (2022), according to
which PBG/PBL positively influence brand authenticity and, consequently, attitudes
towards brands. On the other hand, research by Mandler, Bartsch and Han (2020)
found that in globalised markets, PBG is a weaker signal of brand credibility than
PBL, while in globalising markets, both PBG and PBL have equal strength.

Table 3. The Keywords Grouped in the Clusters Shown in Figure 3

Cluster | Colour Cluster Name Keywords
1 red signaling brand value brand authenticity, brand credibility, global brand,
perceived brand globalness, perceived brand
localness, signaling theory
2 green | interplay between pbg global identity, globalisation, local iconness,
and pbl localisation, social media
3 blue purchase intention global | brand globalness, brand origin, marketing,
brand perception, purchase intention
4 yellow | purchase intention local | brand attitude, brand localness, consumer
brand ethnocentrism, purchase intentions
5 purple | country-of-origin effect | country of origin, ethnocentrism, global brands,
and consumer local brands
ethnocentrism

Source: the authors.

The second research area (interplay between PBG and PBL) is mainly focused
on understanding the interaction between PBG and PBL and determining the
marketing implications thereof. This area includes articles analysing the issue of
global and local brand positioning in the face of the conflicting forces of globali-
sation and a resurgent local consumer culture. In addition, a group of scholars
researching this area, have signaled that PBG is not the opposite of PBL — rather
they are constructs that can complement each other (e.g., Liu, Tsai & Tao 2020, Tsai
et al. 2021) and even create “culturally mixed symbolic products” (Guo, Heinberg
& Zou 2019, p. 79).

The third and fourth research areas are closely related (global brand purchase
intention/local brand purchase intention). In both areas, researchers focus on exam-
ining the impact of PBG/PBL on consumers’ behaviours and intentions — especially
purchase intentions (e.g., Akram, Merunka & Shakaib Akram 2011, Winit et al.
2014, Halkias, Davvetas & Diamantopoulos 2016). Since purchase intention does
not develop in isolation but is a stage of the decision-making process, some research
also considers other stages of the purchase process preceding the formation of inten-
tion, such as brand attitude (Tasoluk et al. 2015, Baek et al. 2017).
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The fifth research area (country-of-origin effect and consumer ethnocentrism)
focuses on whether and how the country-of-origin effect/consumer ethnocentrism
affects preference for foreign (global) vs. domestic (local) brands. Consumer
ethnocentrism in these studies is mainly taken into account as a moderating
variable and tends to lead to a weakening of the positive effects of PBG (Akram,
Merunka & Shakaib Akram 2011, Huaman-Ramirez, Albert & Merunka 2019,
Vuong & Khanh Giao 2020). In addition, there is a group of studies that look at the
potential benefits of brands as a result of country-of-origin associations (Halkias,
Davvetas & Diamantopoulos 2016, Lee, Chae & Lew 2020).

In order to identify recent trends, a map (overlay visualisation) was developed
(see Fig. 4). Such maps are a useful for verifying trends in research, as they make it
possible to classify scientific papers using a time scale (Shvindina 2019).
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Fig. 4. Keyword Link Intensity Map with Overlay Visualisation

Source: the authors.

As can be seen in Figure 4, individual keywords take on a certain colour
depending on the year of publication. In the example under analysis, the purple
and blue colours indicate the oldest publications, which mainly focus on the PBG
phenomenon — “global brands”, “perceived brand globalness”, “global brand”.
Because research on PBG issues also considers moderating factors and preceding

phenomena, the analysis includes publications devoted to “brand orgin” and
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“signaling theory”. Subsequently, the authors’ research was extended to PBL (green),
as indicated by the keywords “perceived brand localness” and “local brands”. It can
be concluded that the articles on PBL are more a part of broader considerations in
the context of interaction with PBG. In contrast, the most recent research (marked
in light green and yellow) is a continuation of research on PBL — keywords such as
“local iconness” and “brand localness™ appear in this area. It is worth noting that
the area of research centered around “local iconness” is clearly distant from the
rest of PBL research, perhaps suggesting different research approaches. In contrast,
more recent research focuses on brand credibility, brand authenticity, attitudes and
purchase intentions. At the same time, the first works to look at social media issues
in the context of global/local brand identity are emerging.

4. Conclusions

A brand is a valuable corporate resource that is used today to create needs and
influence consumers’ purchasing decisions (Baran 2017, p. 9). Because one of the
key challenges for companies operating in foreign markets is to create an optimal
brand portfolio, positioning individual brands in both global and local dimensions is
essential. This article was intended to present the current state of research on brand
perceived globalness/locality. The results of our analysis allows us to formulate four
important conclusions, which are presented below.

First, research on PBG/PBL issues is concentrated in five main areas: 1) brand
value signaling, 2) PBG/PBL interaction, 3) PBG impact on purchase intentions,
4) PBL impact on purchase intentions, and 5) the effect of country of origin/consumer
ethnocentrism on consumer preference for foreign (global) vs. domestic (local) brands.
As many as two clusters (3 and 4) are focused on the impact of PBG/PBL on purchase
intentions. According to a study by Steenkamp, Batra and Alden (2003), PBG is posi-
tively correlated with perceived brand quality and perceived brand prestige, which
boost the likelihood of a purchase or purchase intentions. Numerous studies have
confirmed these findings (C)zsomer & Altaras 2008, Akram, Merunka & Shakaib
Akram 2011, Xie, Batra & Peng 2015, Hussein & Hassan 2018). The interest
in this topic is well understandable, as buyers’ declared purchase intentions are
among the most critical information used by marketing managers in assessing the
effectiveness of marketing activities and forecasting future sales (Morwitz 2014).

Secondly, developing an intensity map (overlay visualisation) allowed us to
observe and identify changing trends in PBG/PBL research. Initially, researchers’
interest was focused on PBG, but then expanded to include PBL. Recent studies
concern brand credibility, brand authenticity and their marketing consequences,
1.e. attitude and purchase intention. In addition, the first academic papers have been
written on the issue of social media in the context of the global/local brand. More-
over, as noted by Liu, Tsai and Tao (2020), in the initial phase, the authors treated
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PBG as the opposite of PBL. Recent findings of researchers indicate that PBG is not
the opposite of PBL, but these constructs can complement each other, which is even
observed hybridisation of brands (Ozsomer 2012). Through their involvement, global
brands can fit into local tastes and modes of consumption.

Third, there has been a significant increase in the number of papers written
about PBG/PBL issues in recent years, with more than half of the 81 articles we
identified in the Scopus database published in the years 2019-2022. Of the 81, the
majority addressed PBG, while those that looked at PBL tended to focus on the
relationship between PBG and PBL. This may be an interesting direction for future
research. The positive effects of PBL have already been observed in the literature.
For example, Xie, Batra and Peng (2015) found that foreign retailers benefit more
from PBG, and domestic retailers more from PBL. Mandler, Bartsch and Han
(2020), on the other hand, suggest that in a globalised market (Germany), PBG is
a much weaker signal of brand credibility than PBL; in a globalising market (South
Korea), PBG and PBL are equally important. And Safeer et al. (2022) emphasise
that both PBG and PBL positively influence perceptions of brand authenticity and
attitudes toward the brand.

Fourth, regarding the number of published articles on PBG/PBL issues, three
journals — Journal of International Marketing, International Marketing Review and
Journal of Business Research — led the way, publishing over 40% of the PBG/PBL
papers. The present article looks at the contemporary challenges for companies
developing an optimal portfolio of brands (global vs. local). Indeed, over the past few
decades, globalisation has been one of the most important forces shaping markets.
Recent world events including the COVID-19 pandemic, the Russian invasion of
Ukraine and trade wars have slowed globalisation. Since buying behaviour changes
demonstrably under the influence of socioeconomic factors, there is a need for
further research to verify consumer preferences on global/local brand positioning.

5. Limitations and Further Research Directions

The research has several limitations. First, only publications included in the
Scopus database were used in the bibliometric analysis. Although the Scopus
database is commonly used in such analyses (Zema & Sulich 2022), the use of
other databases, e.g. Web of Science or others, could have enriched the study with
valuable research articles focused on PBG/PBL. Furthermore, only academic arti-
cles published in English were analysed (book chapters, reviews, and conference
proceedings were excluded). Expanding the bibliometric analyses to include these
forms could bring additional essential insights and enrich the literature review.
Extending the bibliometric analysis to include literature published in Polish would
also be helpful. This will be a challenging task, as the generation of linkage and
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cluster maps using VOSviewer has limitations — for example, a single map can be
generated from a single database. In addition, including articles written outside of
English would involve the risk of duplicating keywords.

A critical finding of our research is that most articles are dedicated to PBG.
In contrast, articles on PBL issues are less numerous and usually appear as part of
a broader consideration of the relationship between PBG and PBL. Future research
should look more closely at how brand localness can influence buyers, as research
evidence suggests that local brands can also effectively attract consumer attention
(Xie, Batra & Peng 2015, Mandler, Bartsch & Han 2020).

Most research on PBG/PBL focuses on brand value signaling, PBG/PBL interac-
tion, the impact of PBG and PBL on purchase intentions, and the role that consumers’
country of origin/ethnocentrism plays on consumer preference for foreign (global)
vs. domestic (local) brands. Future research could be supplemented with other vari-
ables, such as consumer cosmopolitanism and brand loyalty, or include demographic
factors such as age or place of residence. For instance, cosmopolitan consumers who
are open to the world may prefer brands with foreign or global origins. Conversely,
consumers living in urban areas with easy access to a wide range of foreign brands
and an easier means of travelling abroad thanks to proximity to airports may show
a higher preference for global brands. These lines of research may bring exciting
insights to the discussion of PBG/PBL issues. In addition, purchasing behaviour
changes under the influence of socioeconomic factors, so there is a need for further
research to verify consumer preferences for global/local brand positioning. Indeed,
as Moroz (2007) points out, success in building a brand’s competitive advantage
requires constantly responding to changes in the brand’s environment
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ABSTRACT

Objective: The purpose of the article is to present the genesis of the concept of Creating Shared
Value (CSV), re-conceptualise it, and point out the main dimensions of value creation. In addition,
the article describes the existing interdependencies between the various dimensions and the
distinct approaches to defining these dimensions.

Research Design & Methods: The article presents the results obtained from an expert survey
conducted using the Delphi method. The survey allowed us to obtain experts’ opinions on
approaches to defining the creation of shared value and its dimensions.

Findings: The results obtained suggest a different approach to understanding and defining the
concept of CSV and the dimensions of value creation. In the study experts pointed to the con-
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nection of the CSV concept with other management theories and concepts in corporate social
responsibility and sustainability. They emphasised the role of creating shared value to different
stakeholder groups in the complex internal and external business environment. The difficulty of
linking company strategy, business models, and activities with social, environmental, or economic
goals was pointed out.

Implications/Recommendations: The article presents the results obtained from the first part of
a study aimed at constructing a tool to measure the creation of shared value. They are the starting
point for both the development of the dimensions of the construct and the factors which can be
measured to evaluate the creation of social, economic and environmental value in each dimension.
Contribution: The article contributes to the understanding of the concept of CSV as
a management theory in the context of enhancing the competitive position of organisations and
provides a methodological basis for developing a CSV measurement tool.

Article type: original article.

Keywords: Creating Shared Value, social value creation, economic value creation, environmental
value creation, innovation value creation.

JEL Classification: M150, M140, M200.

STRESZCZENIE

Cel: Celem artykutu jest przedstawienie genezy koncepcji wartoSci wspdlnej (CSV), dokonanie
ponownej jej konceptualizacji oraz wskazanie na gtéwne wymiary kreowania warto$ci. Ponadto
opisano wspoéizaleznosci istniejace pomiedzy poszczegdlnymi wymiarami oraz odrebne podej-
Scia do okre§lania tych wymiaréw.

Metodyka badai: Przedstawiono wyniki badania eksperckiego przeprowadzonego z wykorzy-
staniem metody Delphi, ktére pozwolito na uzyskanie opinii ekspertéw na temat podejscia do
definiowania tworzenia warto$ci wspdlnej i jej wymiardw.

Wiyniki badan: Uzyskane wyniki wskazuja na istnienie odmiennych podej$¢ do definiowania
koncepcji CSV oraz wymiaréw tworzenia wartoSci. Eksperci, ktérzy wzieli udziat w badaniu,
zwrdécili uwage na powiazanie koncepcji CSV z innymi teoriami oraz koncepcjami zarzadza-
nia w zakresie spotecznej odpowiedzialno$ci biznesu i zréwnowazonego rozwoju. Podkreslali
role tworzenia wspélnej wartosci dla réznych grup interesariuszy w zfozonym wewnetrznym
izewnetrznym otoczeniu biznesowym. Wskazywano na trudno$ci w powiazaniu strategii, modeli
biznesowych oraz dziatan firm z celami spotecznymi, Srodowiskowymi czy ekonomicznymi.
Whioski: W artykule przedstawiono wyniki uzyskane w pierwszej czgsci badania majacego na
celu skonstruowanie narze¢dzia pomiaru kreowania warto$ci wspdlnej. Sa one punktem wyjscia
do opracowania zaréwno wymiaréw konstruktu, jak i czynnikéw mierzacych kreowanie wartosci
spofecznej, ekonomicznej i Srodowiskowej w poszczegdlnych wymiarach.

Wkiad w rozwéj dyscypliny: Artykut wnosi wktad do teorii zarzadzania w zakresie koncepcji
CSV w kontekscie zwigkszenia pozycji konkurencyjnej przedsigbiorstw poprzez nastawienie
na realizacj¢ wielu celéw, ktére przynosza jednoczes$nie korzysci dla firmy, spotecznosci i Sro-
dowiska. Stanowi podstawe metodologiczng do opracowania narzedzia pomiaru CSV, a takze
wypelnia luke badawczg dotyczaca braku skali pomiaru CSV i jej wymiaréw.
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Typ artykulu: oryginalny artykut naukowy.

Stowa Kkluczowe: kreowanie warto$ci wspélnej, warto$¢ ekonomiczna, warto$¢ spoteczna,
wartoS¢ Srodowiskowa.

1. Introduction

Businesses are increasingly seeking strategic concepts for solving social and
environmental problems. This is possible through the implementation of methods
and practices that, on the one hand, lead to growth and market development, and,
on the other, aim to create social innovations in both local and global communities
and markets.

Creating Shared Value (CSV) was introduced by Prahalad and Ramaswamy
(2004), who saw the concept as an opportunity for organisations to create value and
develop new sources of competitive advantage. Subsequently, Porter and Kramer
introduced the term “shared value” in 2006 and defined it as “policies and operational
practices that enhance a company’s competitiveness while improving economic and
social conditions in the communities in which it operates” (Porter & Kramer 2006).

The concept of shared value is also understood as the relationship between busi-
ness and society and indicates that it provides better opportunities to use resources
to create value for society and the environment while developing the organisation
economically (Sinthupundaja, Kohda & Chiadamrong 2020).

Treating CSV as a strategic process influences the choices of a key business
model and the coexistence of different values and goals. CSV can therefore be
presented as a concept of a hybrid business model through which companies can
gain competitive advantage by solving social problems and meeting unmet social
needs, thus acquiring social and economic value (Khurshid & Snell 2021).

The purpose of the article is to present the essence of the concept of shared value,
to re-conceptualise it and to point out the main dimensions of value creation. In addi-
tion, the article describes the existing interdependencies between the various dimen-
sions and the distinct approaches to defining these dimensions. In the paper we show
the findings of a Delphi Study with 19 experts to have a better understanding of
CSV, insights into the theoretical origins of CSV, and identify the main dimensions.

2. Literature Review

Shared value shows the links between the functioning of business and societal
needs (Porter & Kramer 2011). The concept of shared value will involve solving
social problems by creating business solutions which pursue goals beyond mere
profits. The concept has catalysed a shift in the way companies think about iden-
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tifying the links between economic and social progress. Introduced by Porter and
Kramer, the concept of creating shared value points to the linkages between social
and economic development and can become part of strategic thinking moving
toward global socio-economic development, increased business innovation and
company growth (Porter & Kramer 2011). Attention is paid to the strategies applied,
organisational policies, and to operational activities that increase the competitive-
ness of the company while at the same time improving economic and social condi-
tions. In particular, it refers to the local communities and immediate environment
in which the business operates. Porter and Kramer described the creation of shared
value (CSV) as a business model that encompasses both the strategic level and the
translation of business policies into operational activities that ultimately lead to
greater profitability (Porter & Kramer 2011).

There is still a debate in the literature stemming from criticisms of CSV
regarding three main points: it is not original and revolutionary; it does not address
the tensions between business and society; and CSV lacks a conceptual explanation
(Crane et al. 2014, Beschorner & Hajduk 2017, Menghwar & Daood 2021).

A deeper analysis of the concept of CSV should be undertaken, both linking
the concepts to other theories and assessing the theoretical contribution of shared
value to the process of value creation. Scholars have approached the concept of
shared value from various perspectives, combining various previous theories and
predecessor concepts while considering account value creation as a main criterion
(Table 1). The scholars therefore refer to stakeholder and shareholder theories, the
foundation of corporate social responsibility (CSR) and concepts of social innovation.

The literature review also reveals possible common domains where CSV
intersects with other theories and also shows its unique theoretical contribution to
management and business theories.

Crane et al. (2014) emphasised that the outcome of CSV relies on elevation of
social goals to a strategic level. The strength of the concept, supported by Rendtorff
(2017), can be explained by the orientation towards the values of society. Beschorner
and Hajduk (2017) underlined that CSV enables firms to utilise capabilities for
social progress which will lead to growth in profits and gains in legitimacy.

CSV indicates a rise in managerial awareness of social and environmental issues
and potential for the development of business models that drive economic growth,
social progress, and value creation in parallel (McGahan 2020).

With regard to the last indication the concept of shared value suggests the path
which organisations should follow to simultaneously achieve different goals. In this
regard, firms can create economic and social value, but it would demand redefining
the firm’s purpose. Understood in this way, this contradicts the notion that the
primary purpose of a business is to create superior value for customers in order to
gain a competitive advantage (Porter 1990).
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Table 1. The Value Creation Process Evidenced within the Different Theories

Concept Characteristics Source
Stakeholder Approach based on value-creation strategic mechanisms: Mehera (2017)
theory — alignment of strategic goals and stakeholder requirements

— dynamic relationships between customers, suppliers and
investors

— organisational adaptation and innovative collaboration

— innovative strategies to outperform competitors

— instrumental stakeholder management and financial
performance

— managing multiple stakeholders

— organisational sustainability while involving stakeholders

— endeavoring to balance the three dimensions of sustainable

development
Shareholder Concentrating on: Friedman
theory — maximising profits for the owners within legal boundaries | (2007)

— creating value for business with the notion that it is good
for society

CSR Approach based on: Carroll (1999),
— normative business practice to do good in society without Prinz (2017),
necessarily aiming at financial goals and profits Vishwanathan
— isolation of strategic CSR from companies’ performance et al. (2020)
and activities or weak links between business performance
and the domain of CSR
Social innovation |Approach based on: World Eco-
— capability to develop community resources for value creation | nomic Forum
— value chain process and involvement of society (2016),
— new capitalist system through social entrepreneurship Mehera (2017)

— meeting society’s need to build profitable enterprises

— social innovation and social entrepreneurship for value
creation

— leveraging finance to support social enterprises while
developing supply chains and competencies

Source: the authors.

With reference to Porter and Kramer’s original concept of CSV the spectrum
of value creation can be shown to consist of economic value creation and social
value creation (Porter & Kramer 2006). However, since the beneficiaries of value
creation include business, society, and the environment, the spectrum of shared
value creation should expand to cover economic, social, and environmental values
(Sinthupundaja, Kohda & Chiadamrong 2020).

The division of areas of shared value in Porter and Kramer’s (2011) original
concept indicated economic and social values. Subsequent studies began to distinguish
between areas of economic, social and environmental value creation (Paulraj 2011,
Maleti¢, Maleti¢ & Gomiscek 2018, Sinthupundaja, Kohda & Chiadamrong 2020).
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In the latter, social value creation was separated from environmental value creation.
The distinction was primarily due to ongoing climate change, the need to solve prob-
lems for the protection of the environment, and the development of the concept of
sustainable development.

In addition, when examining the role of innovation in creating solutions for the
environment, society, and business, its importance becomes clear. One perspec-
tive shows innovation and the innovation process as a catalyst for change in the
processes of economic, social and environmental value creation. Other studies claim
that innovation is the most valuable product of companies.

In our study, innovation value creation became the fourth dimension of shared
value, although other scholars have discussed examples of innovation in the
economic, social and environmental domains (Barczak, Griffin & Kahn 2009,
Porter & Kramer 2011, Lichtenthaler 2017, 2022, Rubio-Andrés, del Mar Ramos-
-Gonzalez & Sastre-Castillo 2022).

Taking into account previous research on CSV as a strategic process and the
assumption of multiple activities of the organisation, we identified four areas of
value creation: economic (EVC), social (SVC), environmental (EnVC) and innova-
tion (IVC).

Studies in the literature have therefore identified the need to reconceptualise
CSV in the following areas:

1) identification of the concept’s links to other theories,

2) confirmation of the dimensions of value creation: economic, environmental,
social and innovative,

3) indicating the merging and overlap of value generation domains.

3. Methodology

Our research procedure included a narrative review of the literature for the iden-
tification of the nature and elements of creating shared value and surveys of experts
to obtain their understanding of CSV dimensions and their approach to defining
these dimensions. The literature review has allowed us to understand this underex-
plored phenomenon and accurately define the dimensions of CSV.

The qualitative data was collected by using the Delphi method, which is particu-
larly suited to exploratory research which is intended to solve the problem of lack
of accurate knowledge and theories about a specific issue (Dalkey & Helmer 1963,
Okoli & Pawlowski 2004, Kraus et al. 2017).

To ensure adequate education and experience of the experts (Schmidt et al. 2001,
Powell 2003, Okoli & Pawlowski 2004) our panel included academics, practitioners,
NGO representatives with research and professional backgrounds in the field of
sustainable development, strategic management, social entrepreneurship, environ-
mental management and innovation. The sample of experts is described in Table 2.
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Table 2. Sample Description, Results at N = 19

Variable Accepted Response Scale Frequencies
Gender male 12
female 7
Country Canada
USA 1
Poland 12
Germany 3
France 1
Italy 1
Institution academic institutions 13
for-profit organisations 4
not-for-profit organisations 2
Professional experience less than 3 years (0) 0
3-5 years (0) 0
6-10 years (0) 0
11-20 years (9) 9

more than 20 years (10) 10

Source: the authors, based on their own research.

We used the Delphi method with a questionnaire divided into CSV blocks with
open questions. The questionnaire consisted of nine open-ended questions to elicit
expert comments on each dimension of CSV. These were: What comments or
recommendations do you have on the identified dimensions of shared value creation
(one question)? What is your understanding of (in sequence) the SVC, EnVC, EVC,
IVC dimensions (four separate questions)? How would you measure (sequentially)
the SVC, EnVC, EVC, IVC dimensions (four separate questions)?

The results obtained from the survey were subjected to qualitative analysis —
content analysis. Content analysis techniques are used to identify key themes, which
are then translated into a structured questionnaire and form the basis for subsequent
rounds of the survey (Grant & Kinney 1992, Powell 2003). In our study, this formed
the basis for developing a structured questionnaire for the next stage.

Content analysis was conducted based on the principles described in academic
papers (Grant & Kinney 1992, Rowe & Wright 2001, Powell 2003). The content
analysis took a conceptual approach. Content analysis based on open-ended ques-
tions can involve quantitative (focused on counting and measuring) and qualitative
(focused on interpreting and understanding) identification of the occurrence of
specific words, themes (threads) or concepts. Most often, these represent codes that
can generate subcategories of codes for topic exploration (Rowe & Wright 2001).
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The procedure for analysing the content collected in our study included the
following steps:

1. Extracting the analysis labels that are equal to CSV dimensions (SVC, EnVC,
EVC, IVC) and measuring each dimension (Grant & Kinney 1992, Rowe & Wright
2001, Powell 2003).

2. Content analysis was conducted in terms of the frequency of the same expert
statements/threads and qualitative inference by analysing the meaning and semantic
relationship of words and concepts (Grant & Kinney 1992, Powell 2003, Luo 2019).

3. Consensus, not diversity, was sought in statements. The statements were used
to determine a common position according to the principle of validation using the
Delphi method to develop a measurement tool (Duffield 1993).

4. Findings
4.1. Links of CSV with Other Management Theories and Concepts

Findings obtained have confirmed the direct relationship of CSV with other
theories, and moreover, systematised the approaches to the value creation process,
taking into account: stakeholder theory, shareholder theory CSR, Triple Bottom
Line (TBL) and Environmental, Social and Governance (ESG) (Table 3).

Table 3. CSV’s Links with Other Theories According to Experts’ Statements

Concept Experts’ Statements

Stakeholder theory/ | “(...) I see it merely as an extension of the stakeholder value concept,
shareholder theory | which was developed as a deliberate differentiation of the shareholder value
concept”.

“(...) The prerequisite for this is the measurability and verifiability of effects
— or alternatively the assumption of a voluntary reduction of external effects”.

Sustainability “As I understand, it is a process towards sustainability embedded within

an organisation committed to positively impact the people and the planet,
though highly ethical business — delivered products and services as well as
partnerships, just because it’s the right thing, because a company cares about
the present and the future of society while at the same time a company can
grow and be profitable”.

“These issues are the subject of measurement as part of the construction

of the so-called sustainable development indicators. E.g., Beckerman

and Bacon index, Geneva method, Human Development Index, index

of sustainable economic welfare and others”.

CSR “Analysing the impact of a company’s direct impact on society through social
and CSR projects”.

Triple Bottom Line | “It is a concept based on the combination of CSR and ESG/TBL approach”.

Source: the authors.
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4.2. Content Validity of the Dimensions of the CSV Construct

Four dimensions of the CSV construct identified from the literature were
reviewed by experts: social value creation (SVC), economic value creation (EVC),
environmental value creation (EnVC), and innovation value creation (IVC).
The comments we received confirmed the validity of the SVC, EnVC, and EVC
dimensions, but questioned the innovation value creation dimension. Experts
(six indications out of nine statements) argued that “innovation is a way to achieve
CSV goals, not a separate dimension”. According to the experts “IVC is horizontal
and can address all other three dimensions of CSV, e.g., social, environmental and
economic”.

One expert stated that “innovation can take many forms: economic innovation
(e.g., modifying a production process), social innovation (e.g., changing social norms
to reduce crime), and environmental innovation (e.g., new types of chimney filters
that have no other purpose than to reduce emissions)”.

IVC should be understood more broadly, as a determinant of value creation
within the other three dimensions that describe CSV. It should be seen as a prereq-
uisite for any value creation and should be treated as a connector between the CSV
dimensions.

4.3. Social Value Creation

According to experts, SVC is a multifaceted concept. Experts mainly emphasised
the elimination of social problems (related to social needs, housing, food, education,
health care, improvement of living conditions, social care, etc.) through linking
strategies and business models with social goals.

The experts argue that SVC should bring about a change in the perception of
the impact of business or economic activity on the social environment. At the same
time, social change also requires support from the local community, especially if
it affects economic activity. In the opinion of the experts, SCV should be seen in
the light of maximising benefits for a wide group of stakeholders focused on the
implementation of a social mission. These can be employees of the organisation
working together for the benefit of society, but also includes suppliers, partners,
local communities, etc.

It is also important to educate the younger generation in new attitudes and to
increase social awareness of the people’s impact on the environment in which they
live.

According to one expert, SVC is what “propels societies forward or keeps them
going”. Change should mean creating a more favourable environment for social
progress, social mobility and social inclusion. It is important to build local commu-
nities and local relationships. To a large extent, experts’ statements refer to CSR
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activities as a “management strategy thanks to which companies voluntarily take
into account social interests, environmental aspects or relations with various groups
of stakeholders, especially employees, in their activities” (PARP 2022). In turn, this
method of operation contributes to increasing the competitiveness of the company
and shaping the conditions for sustainable development.

4.4. Environmental Value Creation

The statements obtained from experts about EnVC reveal the presence of three
main content threads:

1. EnVC is understood to be a pillar of the concept of sustainable development.

Experts understand environmental value creation as taking care to use natural
resources in such a way that future generations will not suffer from today’s use.
In their view, this not only refers to the skilful use of available environmental
resources, but also to the introduction of solutions that will result in restoration,
regeneration of utilised natural resources, and reversal of the cumulative effects of
past actions.

2. EnVC as a method for business to solve environmental problems.

Experts stressed that EnVC requires companies to solve environmental problems
by linking strategies and business models to environmental goals. According to the
experts, “EnVC is a way to achieve a positive environmental impact by applying
various concepts, tools and methods to manage social aspects and minimise nega-
tive impacts of business activities, such as climate change, water scarcity, reducing
carbon footprint, and reducing use of natural resources”.

EnVC also reflects how the “organisation affects the planet through its supply
chain, its own operations, as well as the services and products it provides to
customers”. Moreover, “external activities with the company’s stakeholders, focused
on supporting initiatives organised for the environment, are also important™.

3. The level of awareness of environmental value creation.

According to the experts, the attention of stakeholders should be drawn to the
fact that “the positive impact on the environment goes beyond compliance with
legislation and aspects such as: indicating that environmental issues are important
as an aspect of business, business projects undertaken are analysed in terms of their
environmental impact, environmentally friendly actions are promoted to employees,
customers and other stakeholders”.

4.5. Economic Value Creation

EVC is achieved on the basis of financial or market performance. With regard
to financial performance, this type of value includes an increase in the company’s
profitability (ROI), the market value of the company, an increase in sales revenue,
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an improvement in profit margins, an increase in income. In market performance,
value can refer to growth in market share, competitive advantage in the market,
brand value, or tangible and intangible value/utility created for the customer.
Experts see the issue of EVC as a matter of a company’s commitment to both
the social and the environmental sphere, and only consider using those production
methods that minimise negative, anthropogenic impact on the environment.

4.6. Innovation Value Creation

The I'VC dimension raised the most doubts among experts. IVC is “alien to the
concept (CSV), as the innovation itself does not directly concern any stakeholder
group, but rather represents an investment in the future. For this reason, it can be
understood as the rate of change and adaptation of the other concepts”.

According to experts, IVC is to carry out, first and foremost, innovation activi-
ties at a strategic and operational level in order to increase economic, social and (or)
environmental value.

Companies need innovation in order to compete and thus ensure their continued
existence. IVC should rather be seen as a prerequisite for the other values. Inno-
vation, in the view of experts, is not a value in itself; but it provides new, creative
ways of solving social, environmental or business development problems. It can
manifest itself in various forms of improvements respecting social needs, but also
environmental constraints, i.e., so that new “innovative” solutions do not generate
negative externalities (avoiding social and environmental costs), create barriers to
the long term development of civilisation, and provide opportunities for balanced,
sustainable development.

4.7. CSV Measurement

According to experts it is difficult to define clear parameters for measuring CSV
and its dimensions. They indicated measures of an objective nature, based on hard
data (quantitative, financial analysis), but also of a subjective nature (qualitative,
non-financial, perceptual analysis, etc.).

Experts most often applied a measurement method appropriate for CSR activi-
ties to the SVC dimension. In addition, the use of a group of ESG analytical tech-
niques (environmental, social and corporate governance) focusing on assessing the
impact of activities on environmental, social, and corporate governance aspects was
proposed. Another method used to measure SVC was TBL analysis.

The EnVC measurement relies on data that provides quantitative information
about consumption, abuse, restoration and any impact over time that human activity
has had on the environment. It also allows measurement of the level of competitive-
ness of a company while taking into account pro-ecological aspects of its activi-
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ties. The measurement may include an analysis of data external and internal to the
company, checking the company’s impact on the ecosystem as a whole.

In the opinion of experts, the measurement of EVC requires the determination
of indicators that take into account long-term economic utility. At the macro level,
it can be the economic value of all assets in the economy. On the other hand, the
micro level is more diverse and requires inclusion of users and economic value
added (EVA) in the analysis in order to assess the overall economic effect of
the enterprise. Such a measurement creates a new perspective that allows you to
look at the company in a different way. It enables managers to more clearly see
the economic foundations of a company’s operations and make better decisions by
taking personal responsibility for the company’s success and failure.

Due to the aforementioned doubts about the IVC dimension, there was also some
difficulty in defining unambiguous ways of measuring IVC. Experts argued that
they do not know the real measure of this phenomenon, mainly because “the term
«innovation» does not cover a homogeneous set of manifestations”.

5. Discussion

Analysis by experts shows that they see connections between the CSV concept
and other theories. Relationships with the theory of stakeholders, the theory of
shareholders, and CSR were confirmed (Porter & Kramer 2011, Mehera 2017).

As a result of the research undertaken, based on a Delphi survey of 19 experts,
the measurement of CSV and its main dimensions are based on social value crea-
tion, economic value creation and environmental value creation.

The specified dimensions of the construct first confirm the areas of social and
economic value identified in Porter and Kramer’s (2011) concept, and substantiate
the factors mentioned in previous studies of SVC, ECV and EnVC (Paulraj 2011,
Patala et al. 2016, Maleti¢, Maleti¢ & Gomiscek 2018, Gregori & Holzmann 2020).

Feedback received from experts as to the identification of the main dimensions
revealed disagreements regarding innovation value creation and pointed out discrep-
ancies in the literature (Bilge 2017, Lichtenthaler 2017, Gregori & Holzmann 2020,
Rubio-Andrés, del Mar Ramos-Gonzalez & Sastre-Castillo 2022).

The research cast doubt on the area of innovation value creation. Therefore, the
researchers upheld the opinion of the experts and decided to revise the IVC dimen-
sion, doing further research aimed at recognising it as a fully-fledged dimension.
In the experts’ opinions, the actions taken by companies in the direction of inno-
vation creation are a way to generate economic, social and environmental value for
external and internal stakeholder groups.

Research has confirmed the doubts many researchers have about the measure-
ment of CSV dimensions (Porter et al. 2012). The difficulties stem from the inability
to develop or adopt standard forms of measurement that could be applied to the
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identified CSV dimensions. Measurement generally varies according to the type
of activity and the approach to developing a measurement system for the identified
dimensions.

Consideration of each dimension has led to the point where SVC and EnVC
should contribute to the mitigation of social and environmental problems by linking
business models to social and environmental goals. The dimensions should result in
a change in the perception of the impact of business or economic activity on society
and the environment. The above considerations largely relate to activities attributed
to CSR and sustainability (Vishwanathan et al. 2020).

EnVC should allow solutions to be put in place that will result in the restoration
and regeneration of consumed natural resources, and reverse the effects of past
actions. This requires effort on the part of business at various levels and ensuring,
for example, that business projects are analysed for their environmental impact.

EVC is assessed on the basis of financial or market performance. It is easier to
verify because of its measurable nature, while the difficulty is in determining the
economic value for different stakeholder groups. However, experts see an opportu-
nity in EVC by orienting companies towards building value in a sustainable way,
which can translate into increased economic value for different stakeholder groups.

Returning to the comments made earlier about IVC, it should be mentioned at
this point that innovation contributes to meeting various social and environmental
needs. Innovation is an investment in the future, represents growth and competi-
tiveness for the company, and provides value by providing new and out-of-the-box
solutions.

Difficulties appeared when attempting to measure CSV. Experts found it diffi-
cult to define clear rules for measuring CSV and its dimensions. The method of
measurement generally varies depending on the type of industry. Measures of an
objective nature based on so-called hard data (quantitative, financial), but also
subjective (qualitative, non-financial) were applied. For the measurement of SVC,
ESG analysis and TBL analysis were reported to be useful. For the EnVC dimen-
sion, analyses checking the impact of the company on the ecosystem in general,
based mainly on hard data, external and internal to the company, were produced.
The measurement of EVC was through user analysis and economic value added
which allows the total economic effect of the company to be assessed. In contrast,
there are no clear measures for IVC, as innovation does not present a homogeneous
set of patterns, phenomena or activities.

6. Conclusions and Limitations

The paper presents the results of a qualitative study carried out using the Delphi
method. It sought data to reconceptualise the CSV concept and its dimensions.
The results presented in this article provide the basis for further development of
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CSV measurement. The results of the study confirmed the CSV dimensions identi-
fied in the literature: SVC, EnVC and EVC, and at the same time removed the IVC
dimension. This decision was motivated by the lack of measurable data in IVC on
which to use CSV measurement tools.

This study is a contribution to the literature on shared value creation and value
creation for sustainable development. It is the first step towards understanding the
spectrum of value creation in the company for the mutual benefit of the company,
society and the environment and supports the idea that the company can be treated
as a multi-value entity.

The presented article, along with the reported results, has some limitations
relating both to the research sample and to the results obtained. Due to the predom-
inance of experts representing Polish academic institutions in the sample, the results
obtained from the study may show the perspectives and experiences of experts in
this geographical context. Furthermore, the results obtained from the first part of the
study, in which an attempt was made to determine the interdependencies between
the different dimensions of shared value. The obtained results will contribute to
further study in order to obtain a definitive consensus/common position among
experts in relation to the topic under research (Hardesty & Bearden 2004) i.e., to
finally establish the dimensions which can be used to describe the CSV construct.
Despite meeting the requirements regarding the number of experts participating in
the study (Okoli & Pawlowski 2004), it should be repeated at a later stage (Hardesty
& Bearden 2004).

Another important aspect of the research method adopted is ensuring the validity
of the created construct. Therefore, in Delphi research it is necessary to determine
the content validity, which was the aim of this study, but it is also necessary to show
the nominal validity of the construct being studied (Sibifnska & Krawiec 2023).
However, for the CSV measurement tool under development to have structural
validity, it is recommended that further steps be taken to examine the significance
of the identified dimensions and the types of measurement used, e.g. discriminant
validity, convergent validity and predictive validity (Hardesty & Bearden 2004).
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ABSTRACT

Objective: The main objective of the study was to assess the level of Agile implementation in
organisations in Poland and to determine the most commonly used Agile methods. The intention
of this paper is to present the results of empirical research on technological tools supporting agile
organisations in Poland and consider which digital competencies may favour their use.

Research Design & Methods: This paper presents a review of the literature and the results of
empirical research on the use of information technology in enterprises which follow Agile practices
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and approaches. Empirical research is based on an interview questionnaire, which contained
questions about the level of Agile implementation in the organisation, Agile implementation and
support areas, support factors, barriers to implementation, and implementation results.
Findings: The paper presents the main IT tools used in agile enterprises and the results of
research conducted in this field. The study shows that in 2019 companies mainly used the Agile
approach for the creation of innovative services and (or) products. Research also indicates that,
when it comes to Agile Good Practices, respondents most often use Scrum and Kanban. Practices
such as DevOps, TDD, or SAFe were much less frequently used by the companies surveyed.
Implications/Recommendations: The results of the research provide valuable information on
three issues: implementation of the Agile approach in Polish enterprises, assessment of the use of
technological bricks in Polish enterprises, and an analysis of good practices in Polish enterprises.
The research also indicates directions for further research. Among others, it is recommended to
repeat the research on the level of agility of the organisation in Poland, primarily to check whether
the level of implementation has changed and whether the implementation has taken place in other
key areas of the company.

Contribution: Literature review and economic practice indicate that there is increasing popularity
of the use of information technologies, not only in agile organisations but in general, requiring
employees and managers to improve their digital competencies. This paper addresses the need to
evaluate the current state of Agile implementation in the organisation and examines the use of
technological bricks in Agile in both theoretical and empirical ways.

Article type: original article.
Keywords: Agile, Agile Good Practices, competencies, technology.
JEL Classification: M15, M19.

STRESZCZENIE

Cel: Gtéwnym celem artykutu jest przedstawienie wynikéw badan empirycznych nad narze-
dziami technologicznymi wspierajacymi zwinne organizacje w Polsce oraz rozwazenie, jakie
kompetencje cyfrowe mogg sprzyjac ich wykorzystaniu.

Metodyka badan: W artykule zaprezentowano przeglad literatury oraz wyniki badan empirycz-
nych dotyczacych wykorzystania technologii informatycznych w przedsigbiorstwach stosujacych
zwinne praktyki zarzadzania projektami. Badania empiryczne opieraly si¢ na kwestionariuszu
wywiadu, ktéry zawieral pytania dotyczace poziomu wdrozenia Agile w organizacji, obsza-
réw implementacji i obszaréw wsparcia Agile, czynnikéw wsparcia oraz barier we wdrozeniu,
a takze wynikow wdrozenia Agile.

Wyniki badan: Przedstawiono gtéwne narzedzia informatyczne wykorzystywane w zwinnych
przedsiebiorstwach oraz wyniki badan prowadzonych w tym zakresie. Ze zrealizowanych
badan wynika, ze w 2019 r. firmy stosowaly giéwnie podejscie Agile do tworzenia innowacyj-
nych ustug i (lub) produktéw. Wyniki badaf wskazuja réwniez, ze jesli chodzi o Agile Good
Practices, respondenci najczeSciej wykorzystuja Scrum i Kanban. Zainteresowanie badanych
przedsiebiorstw praktykami, takimi jak DevOps, TDD czy SAFe byto znacznie mniejsze.
Whioski: Wyniki badan dostarczaja cennych informacji na temat trzech zagadnieh: oceny
zwinnego podejScia w polskich przedsigbiorstwach, oceny wykorzystywanych rozwigzan tech-
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nologicznych oraz oceny dobrych praktyk w polskich przedsigbiorstwach. W artykule wskazano
kierunki dalszych analiz. Zaleca si¢ m.in. powtdrzenie badafi dotyczacych poziomu zwinnosci
organizacji w Polsce, przede wszystkim w celu sprawdzenia, czy poziom wdrozenia ulegt zmia-
nie i czy wdrozenie miato miejsce w innych kluczowych obszarach firmy.

Wkiad w rozwdj dyscypliny: Przeglad literatury i praktyka gospodarcza wskazuja, ze ro§nie
popularno$¢ wykorzystania technologii informatycznych nie tylko w organizacjach zwinnych,
ale w ogdle, wymagajac od pracownikéw i menedzeréw poprawy ich kompetencji cyfrowych.
Niniejszy artykul wypelnia luke badawcza zwigzang z potrzeba oceny obecnego stanu wdroze-
nia Agile w organizacji oraz zbadania wykorzystania narzedzi technologicznych w Agile na dwa
sposoby: teoretyczny i empiryczny.

Typ artykulu: oryginalny artykut naukowy.

Stowa kluczowe: Agile, dobre praktyki Agile, kompetencje, technologia.

1. Introduction

The development of modern technology is largely the result of the yet unfinished
Fourth Industrial Revolution, which demands changes in, among others, managing
organisations, creating new business models, and developing the competencies of
employees and management.

Jarosz, Sottysik and Zakrzewska (2020) believe the Fourth Industrial Revolution
directly relates to the development of the following technologies: the Internet of
Things (IoT), the industrial Internet, factories of the future, the Physical Internet,
and Cyber-physical Systems. A good example of a phenomenon that has been
triggered by the Fourth Industrial Revolution is the attitude of people to using the
telephone. Bencsik, Machova and Zsigmond (2018) claim that the introduction of
Internet access on smart devices has created new opportunities for both ordinary
users and for companies. Additionally, the authors confirm that there is a growing
demand for software and other virtual content (Bencsik, Machovad & Zsigmond
2018).

Internet tools and work automation tools have completely changed the way
people work and business management models. Such a phenomenon is related not
only to the broadly understood digitalisation but also has its consequences in the
economic and social sphere. This is expected to lead to major social transformations
in the future (Kurt 2019), which are due to strong links between the digital society
that is being born before our eyes, digital culture, and those technologies that stand
behind the Fourth Industrial Revolution (Mazali 2018). It should be emphasised that
the development of the digital society has a very large impact on the labour market,
types of jobs, and competencies of people employed in enterprises that adopt new
management practices (Susskind & Susskind 2015).
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As Herceg et al. (2020) demonstrate, the Fourth Industrial Revolution is the key
challenge for contemporary businesses, this challenge requires the commitment of
people who will be able to cope with technological challenges.

Tyrafiska et al. (2020) state “the concept of competences is considered from the
perspective of an employee or workplace”. Eberhard et al. (2017) claim that a decline
in employment will occur because of new technologies such as computerisation,
robotisation, and digitalisation. Jarosz, Sottysik and Zakrzewska (2020) conducted
a literature review that showed that the process of development of competencies is
still changing and assert that there is a need to develop digital competencies which
have value on the labour market.

Kosata, Matkowska and Urbaniec (2019) claim that digital transformation is
determined by technological development. In the authors’ opinion, the transforma-
tion generates an “‘ecosystem’ for improving digital competencies in the contempo-
rary labour market.

What motivated the authors to take up the topic of digital competencies and
IT tools are the problems in the labour market resulting from the low level of digital
skills among employees and employers. The primary goal of this paper is to present
the results of empirical research concerning technological tools supporting agile
organisations in Poland and consider which digital competencies may favour their
use. The paper presents the research results of a study conducted in 50 Polish enter-
prises. The results reflect Agile implementation in enterprises, but they also refer
to IT tools used in organisations. The main research question is what competen-
cies should be developed among employees and managers in agile enterprises to
enable them to use information technology effectively in their work. This issue is of
particular importance due to the growing popularity of Agile methodologies in the
business world (Zakrzewska et al. 2022). It should also be noted that the foremen-
tioned assumptions of digitalisation behind the Fourth Industrial Revolution bring
a pressing need to study digital tools in Agile methodologies.

The article is structured as follows: the literature review presents the character-
istics of the Agile approach, key IT support tools, and discusses the issue of digital
competencies. The next part of the article presents the methodology of the empirical
research and the results of the authors’ research carried out in Polish enterprises.

2. Literature Review
2.1. Agile Approach

Over the past decade, the term “Agile” has grown in popularity. The topic of
Agile management is a regular at the largest IT conferences both in Poland and
around the world, and the number of successful transformations only increases the
enthusiasm of management. Following contemporary trends, more and more organ-
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isations have decided to abandon the traditional cascade model and to implement
the Agile approach.

Until now, Agile has only been associated with the software development sector.
Agile software development practices were not entirely new, but the fact that they
were formulated and integrated into one ground-breaking Agile Manifesto theory
led customers to appreciate improvements in many areas, such as speed of delivery
and reduction of software development costs (Highsmith 2002, Williams & Cock-
burn 2003, Zakrzewska, Jarosz & Sottysik 2020). In general, Agile methods are
processes that are short and iterative, actively engaging team members in develop-
ment, prioritising, and analysing requirements (Boehm & Turner 2005).

Zakrzewska, Jarosz and Sottysik (2020) list the achievements of the authors of the
Agile Manifesto (Beck et al. 2001). They emphasise that the principles which reflect
the idea of Agile are: people and interactions over processes and tools, working
software over detailed documentation, cooperation with the client over negotiating
contracts, and reacting to changes over the implementation of the assumed plan.

An important benefit of the Agile concept is that it removes the separation
between the project team and customers and vice versa. Customers are constantly
involved in product or service development, which increases the level of innovation
and the value of the information system (Beck 1999, Schwaber & Beedle 2002,
Conboy & Morgan 2011). Other benefits of Agile implementation are as follows:
better software quality, greater customer satisfaction, and a faster return on invest-
ment (Sottysik ef al. 2021). Further advantages of the Agile approach are the oppor-
tunity to make changes in projects when the planning phase ends, engagement of
the stakeholder, the ability to change the requirements, opportunities to test new
solutions and avoid errors, and scope to increase motivation and cooperation (Whit-
worth 2006, Koi-Akrofi, Koi-Akrofi & Henry Matey 2019).

Agile is still being developed, but some good practices in the Agile approach
have been defined. In the literature they are described as Agile methods. Hamed
and Abushama (2013) claim that the two most popular Agile methods are Scrum
and Extreme Programming. Other Agile methods include: Kanban, DevOps, Test-
-driven Development, Scaled Agile Framework, and Large-scale Scrum.

Scrum — a set of guidelines for the software development process, set in a strictly
defined environment working by the guidelines of the Agile Manifesto (Sienkie-
wicz 2013). Wyrozebski (2011) states that the Scrum method is based on three roles
(Product Owner, Scrum Master, Scrum Team), three ceremonies (sprint planning
meeting, sprint review meeting, and daily Scrum meeting), and three artefacts
(product backlog, sprint backlog, and burndown chart).

Extreme Programming — the method was inspired by K. Beck in the commu-
nity of IT specialists from the Smalltalk language and programming environment
(Kos 2019). In project management, Extreme Project Management is also known as
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a method of managing projects in extreme conditions and complex environments
(Olszak & Kisielnicki 2015).

Kanban — the method was created to enable the adaptation of the Japanese
production control system for IT project management (Krasifiski 2013). According
to Wawak (2011), thanks to the Kanban method processing time was reduced to
a minimum, stock was reduced, production volume was adjusted to the number of
orders, quality-control was enhanced, and operating costs were kept to a minimum
at every stage of the process.

DevOps — this approach aims to minimise the time between deciding on
a change in a system and implementing the change in the production environment,
while, at the same time, ensuring a high level of quality (Zhu, Bass & Champlin-
-Scharff 2016).

Test-driven Development — an approach that consists of developing test cases
and then preparing code that will make the tests run correctly (Shull et al. 2010).
This approach allows a reduction in the defect rate of about 50% compared to other
systems of unit testing (Maximilien & Williams 2003).

Scaled Agile Framework — a solution for organisations that need an approach
to scaled Agile development. As a method, it makes it possible to accelerate time
to market, increase quality and productivity, and reduce risks and costs (Turetken,
Stojanov & Trienekens 2017).

Large Scale Scrum — development of this method “requires a release planning
process that supports the agile way of working and planning” (Heikkild et al. 2013).
It is a guide for scaling scrum for teams that work on a single product (Schwaber
& Sutherland 2020).

Methods from the Agile family do not usually constitute a complete alternative
to traditional methods of managing the software development process. However,
their skilful use permits replacement of the traditional approach in software devel-
opment (Btawucki, Ramanovich & Skublewska-Paszkowska 2020).

2.2. Key IT Tools Supporting Agile

Both the Revolution 4.0, and other factors, such as the COVID-19 pandemic,
have significantly influenced the growing need to use information technologies to
manage organisations and direct people’s work. Among the key technological solu-
tions supporting Agile in modern organisations, the following are prominent:

— collaboration and communication development tools,

— tools supporting the automation of tasks,

— technology platforms.

When it comes to collaboration and communication tools, how do they change
jobs? Marion and Fixson (2021) summarised how the impact of digital tools on indi-
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viduals, project teams, and organisations has changed. They highlighted the main
changes: broader process integration, higher performance, lower barriers to entry,
and new types of tools for collaboration and workflow.

Lim (2017) points to the advantages of using collaboration and communication
tools synchronously and asynchronously. The main utility of synchronous commu-
nication tools (video conferencing, web conferencing, audio conferencing, live chat,
whiteboarding, application sharing) is real-time interaction, demonstration, and
co-development of documents, involving a certain number of people, etc. On the
other hand, asynchronous communication tools, such as, discussion forum, e-mail,
weblogs enable cooperation and sharing of ideas, greater reflection on the topic
under discussion, sharing of training materials, privacy of communication, group
communication, etc.

The second category of technological tools supporting agile organisations is
those supporting the automation of tasks. The need to use and develop these tools
comes directly from the assumptions of Revolution 4.0, the concept of which
provides for the automation of work. Automation of tasks is possible thanks to,
among others, internet services and mobile applications. There is no doubt that it
facilitates and improves everyday work. The main advantage of task automation
tools is that “non-technical workers” can easily manage devices via, for example,
an application on a smartphone or tablet (Coronado & Iglesias 2016). The authors
confirm that with time there are more and more new solutions that allow work to be
automated. Sampson (2021) claims that automation of tasks provides certain advan-
tages: focusing on improvement, considering a variety of solutions, and an increase
in the availability of highly qualified positions.

Another group of tools that support agile organisations is technology platforms.
They are considered to be “a valuable policy instrument to assist a multi-stakeholder
formulation and implementation of long-term research and development (R&D)
programs in specific technology areas” (Proskuryakova, Meissner & Rudnik 2017).
Among technology platforms, there are cloud platforms, Open Data platforms, API
platforms. All the platforms are used in IT projects where the required produc-
tion capacity is unknown (Szyjewski & Niemcewicz 2016), and this is particularly
important from the point of view of agile organisations.

2.3. Digital Competencies

The dominant presence of information and communication technologies (ICTs)
in advanced societies, the incorporation of a cultural vision of education, and the
application of psychological theories based mainly on constructivist perspectives
make it possible to consider new approaches to education and preparing employees
to enter the labour market. Revolution 4.0 is bound to increase demand for workers
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with high competencies. Furthermore, employees should also be aware of the
necessity to develop skills and competencies through the lifelong learning paradigm
(Susskind 2020).

A review of the literature indicates that among the most desirable competencies
in the era of digitalisation are:

— advanced cognitive skills for problem-solving,

— skills supporting teamwork,

— combinations of skills which allow employees to be flexible and to adapt
rapidly,

— advanced reasoning skills.

In addition, more and more researchers are highlighting the need to develop
digital competencies as key not only to the success of workers in the labour market
but also as a key aspect of the successful implementation of Industry 4.0 (Flores, Xu
& Lu 2020). Soon, skills that go well beyond the iterative skills needed in the age of
computerisation will be necessary — developing digital competencies is bound to be
a proper response.

So far, there is no universally agreed definition of digital competencies. Digital
competencies are a collection of “knowledge, skills, and attitudes” which are crucial
for people to function in a highly digitised world (Gtomb et al. 2019), or a set of
basic knowledge, skills, abilities, and other characteristics that enable people at
work to efficiently carry out their tasks involving digital media at work (Oberlinder,
Beinicke & Bipp 2020).

In other words, digital competencies give employees opportunities to actively
participate in creating, consuming, and critiquing our contemporary digital work-
place. Swan (2015) points out that in an age when information noise surrounds
everyone through the media or the Internet, the key skill of the 21st century is the
ability to study content and evaluate its quality.

3. Methodology

In this work the research tool used was a questionnaire. Surveys are one of the
basic research tools in management sciences. They consist of a series of questions
addressed to a specific group of respondents who answer them by choosing one of
several available options or by entering their own answers. Surveys are particularly
useful in management research because they allow for quick and effective acquisi-
tion of large amounts of data from a range of respondents.

The study used an interview questionnaire, which generally contained questions
about the level of Agile implementation in the organisation, Agile implementation
and support areas, issues that require support, barriers to implementation, and
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implementation results. Some of the questions in the form focused on examining the
use of digital tools in Agile methodology. Among these questions were:

1. What is the level of adoption of Agile in your company/organisation today?

2. What are your main application areas?

3. Do the following roles exist in your company/organisation?

4. What essential technological bricks have you implemented to apply the Agile
approach — Collaborative Tools?

5. What essential technological bricks have you implemented to apply the Agile
approach — Task Automation Tools?

6. What essential technological bricks have you implemented to apply the Agile
approach (Technology Platforms)?

7. What Agile Good Practices do you currently apply?

8. How do you primarily measure the success and benefits of your Agile efforts?

In 2019, a survey was conducted among Polish companies to assess the level of
Agile implementation.

In order to reach as many respondents as possible, the test data was obtained by
publishing the survey form in selected:

— business social media,

— groups for project managers,

— newsletters addressed to project managers.

This method allowed us to reach and submit a survey request to about 200
employees of various organisations operating in many different sectors of the
economy throughout Poland. These companies were characterised by the fact that
they use or are introducing Agile project management methodology. With regard
to the replies received, 50 usable questionnaires from respondents were received,
indicating a 25% response rate.

Concerning the size of the organisation and the sector, 30% of the respondents
represented small and medium-sized enterprises and 70% were large enterprises.
10% of the surveyed companies were related to administration and investments,
34% to the research and development industry, 38% to consulting, and 18% to media
and telecommunications services.

4. Results
4.1. Assessment of Agile Approach in Polish Enterprises

The main objective of the study was to assess the level of Agile implementation
in Polish enterprises. The first part of the results relates to the evaluation of the
Agile approach.

Table 1 presents the level of adoption of Agile in Polish companies, when the
survey was conducted.
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Table 1. Level of Adoption of Agile

Responses %o
Experimental 32
Used in project management 30
Used for all business activities
Standardly used in all IT operations, scaled up 6
Extended to IT operations 10
Extended to support all departments and areas of the company 6
Others 12

Source: the authors.

The study showed that, in 2019, 32% of the surveyed companies were at an exper-
imental level of adoption of Agile. 30% of the surveyed companies were using Agile
in project management and 10% extended it to IT operations. Among the surveyed
companies, 6% used Agile in all IT operations, 6% extended the Agile approach to
support all departments in a company and only 4% used it for all business activities.
12% of respondents assessed their level of Agile adoption as “different” to those
included in the questionnaire.

Table 2 presents the main areas of Agile adoption.

Table 2. Agile Main Adoption Areas

Responses %
Creation of innovative services/products 34
Important projects with high visibility in the organisation (e.g., mobile 26
applications)
Digital projects 24
Piloting — Proof-of-Concept (PoC) 22
Transformation of the way information services are managed 22
Transformation to scale information services 12

Source: the authors.

When asked what the respondent’s main application areas of Agile are, respond-
ents could choose the two most significant responses for their organisation. 34% of
respondents chose creation of innovative services and (or) products; 26% selected
important projects with high visibility in the organisation; 24% indicated digital
projects; 22% chose Piloting — Proof-of-Concept; 22% chose transformation of the
way information services are managed and 12% chose transformation to scale infor-
mation services.
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Table 3 presents what Agile-related roles existed in the surveyed companies.

Table 3. Roles in the Organisation

Responses %
Product Owner 54
Scrum Master 36
Agile Coach 14
Release Train Engineer 10
Community Leader 6

Source: the authors.

When asked about the existing roles in the company, the respondents answered
as follows: the role of Product Owner existed in more than half of the sur-
veyed companies (54%), 36% of the surveyed companies had the role of Scrum
Master, in 14% of the surveyed companies there was an Agile Coach, 10% of
the surveyed companies had the role of Release Train Engineer, and in only 6%
of the surveyed companies did the role of Community Leader exist.

4.2. Assessment of Technological Bricks in Polish Enterprises

The second part of the results relates to the assessment of technological bricks in
Polish enterprises. Table 4 presents the collaborative tools that the surveyed compa-
nies have used to apply the Agile approach.

Table 4. Collaborative Tools

Responses %
Video conferences/chat 56
SharePoint 36
Gates g

Source: the authors.

The surveyed people indicate three main collaborative tools: 56% have used
video conferences and chat for interactive communication, presenting and sharing
files, and information exchange; 36% have used SharePoint to manage, publish and
disseminate information between users in the corporate network and 8% have used
Gates as tools and templates to evaluate stages of development.

Table 5 presents what task automation tools surveyed companies have used when
it comes to Agile methodology.
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Table 5. Automation Tools

Responses %
Automatic testing 38
Bug analysis 24
Release automation 18

Self-provisioning

Orchestration of services

Source: the authors.

In the midst of the current technological revolution, automation is becoming
more and more common. 38% of respondents declared the use of tools for automated
testing, 24% for bug analysis, 18% for release automation, 8% for self-provisioning,
and only 6% for the orchestration of services.

Table 6 presents what technical platforms surveyed companies have used to
apply the Agile approach.

Table 6. Technical Platforms

Responses %
Cloud platforms 54
API platforms 24
Open data platforms 16
Others 6

Source: the authors.

When asked about the use of technology platforms supporting Agile, respond-
ents indicated: cloud platforms (54%), API platforms (24%), and open data platforms
(16%). 6% of respondents answered that they use other platforms.

4.3. Assessment of Good Agile Practices in Polish Enterprises

The last part of the research results is related to good practices in Polish enter-
prises. Table 7 shows which Agile Good Practices the surveyed companies currently
apply.

Scrum was implemented in 50% of the surveyed companies, Kanban in 40%,
and DevOps in 28%. Test-driven Development was applied by only 12% of the
surveyed companies, the same was the case with Scaled Agile Framework.
The least frequently used practices were eXtreme Programming (6%) and Large-
-scale Scrum (2%).
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Table 7. Agile Good Practices

Responses %
Scrum 50
Kanban 40
DevOps 28
TDD 12
SAFe 12
XP
The LSS 2

Source: the authors.

Table 8 shows how the surveyed companies primarily measure the success and
benefits of their Agile efforts.

Table 8. Success and Benefits of Agile — Measurements

Responses %
Shortening the time of project implementation 20
Increased customer satisfaction 14
Speed of adoption of solutions by users 12
Reduction in the number of errors (production errors, software bugs) 8

Development of a culture of cooperation within the company

Increasing the number of employees trained in Agile techniques and tools
Others 10

Source: the authors.

In response to the question about how to measure the success and benefits of
their Agile efforts, the answers were as follows: 20% of the surveyed companies
have measured their success by a shortening of the time of project implementation,
14% by increase in customer satisfaction, 12% by the speed of adoption of solutions
by users, 10% by others (not indicated in the survey), 8% by a reduction in the
number of errors, 6% by the development of a culture of cooperation, and finally,
4% by increasing the number of employees trained in Agile techniques and tools.

5. Conclusions

The main purpose of the study was to assess the level of Agile implementa-
tion in organisations in Poland. A survey conducted in 2019 among Polish enter-
prises showed that the level of Agile implementation varies: some companies have
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implemented an Agile approach only in selected areas of activity, while others are
only experimenting with Agile. On the other hand, the respondents’ responses to
the questions about the presence of Agile roles in the organisation confirm that the
Agile approach has even been implemented for organisational structures. The role
of Product Owner is present in more than half of the surveyed companies, and the
Scrum Master role in slightly more than 30% of companies. This is consistent with
to the implementation of Agile Good Practices. As many as 50% of respondents
say that they use Scrum and 40% that they use Kanban. Practices such as DevOps,
TDD, or SAFe enjoyed much less interest from the surveyed companies.

In this paper, the results of research on the assessment of technological bricks
in Polish enterprises deserve special attention. The results showed that among the
collaboration tools, the surveyed companies most often chose videoconferencing
and chats. The literature confirms the practical advantages of using such tools, espe-
cially in dispersed organisations.

The results of the conducted research confirm that today’s economic reality
forces innovation, thanks to which it is possible to achieve a competitive advantage.
In search of innovation, organisations are leaning towards Agile. The study shows
that in 2019 companies mainly used the Agile approach for the creation of innova-
tive services and (or) products.

Additional support for the implementation of Agile in organisations is provided
by technological tools that support communication, cooperation, projects, and
processes. Additionally, the application of Agile Good Practices plays an impor-
tant role in agile organisations. The increasing popularity of the use of information
technologies, not only in agile organisations but in general, requires employees and
managers to improve their digital competencies. This is particularly important in an
era of increasingly widespread digitalisation and automation. When it comes to task
automation tools, the surveyed companies most often use automated testing tools
(this may be because the Agile approach is most often used in software companies
whose products need to be tested), bug analysis, and release automation. Technical
platforms are another issue. The survey showed that as many as 54% of the surveyed
companies used cloud platforms.

6. Discussion

The literature indicates that the success of Industry 4.0 depends, to a large extent,
on skills and competencies primarily related to the development and implementa-
tion of key advanced technologies, as well as on the development and use of a new
business process that proposes a new paradigm for digitalisation and networking.

The extensive use of technologies that automate routine activities and enrich
human workplaces impose huge demands on organisations, businesses and business
models, the public sector, and employees. It also poses challenges to the educa-
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tion and training system, which needs to provide multidisciplinary education in
professional and academic institutions, lifelong learning, continuous upskilling and
competency development. These institutions must also work with the latest produc-
tivity tools in distributed online environments and teams (Leitao et al. 2020).

The increasing pace of innovation and technological development, and increased
customer demand for bespoke products has led to rapid changes in the business
environment. One of the solutions for modern organisations is the Agile approach
(Olak 2017). The main determinants of an agile organisation were distinguished by
Yusuf, Sarhadi and Gunasekaran (1999). These are:

— speed and flexibility,

— response to changes and uncertainty,

— high quality and highly customised products,

— products and services with high information content and added value,

— launching key competencies,

— response to social and environmental issues,

— synthesis of various technologies,

— integration both within the enterprise and between enterprises.

The results of research in the field of technological bricks evaluation indicate
the need to improve digital competencies in accordance with the DigComp model
(Vuorikari et al. 2016), which distinguishes five areas of competence:

— information,

— communication,

— content creation,

— security,

— problem-solving.

As for the practical implications, this article may provide guidance for manage-
ment organisations and practitioners in the context of collecting and defining digital
competencies and the directions in which the digital competencies of employees
should develop. In addition, practitioners planning to implement Agile using digital
tools receive tips on what to expect when implementing Agile Good Practices. It can
also help with better Agile implementation (Fuchs & Hess 2018).

This work has its limitations. The study group consists solely of Polish compa-
nies. Further research should expand to other countries so as to also examine the
cultural context of the use of digital tools in Agile. This is one of the most important
directions for scientific research in the field of management and Agile methods
(Zakrzewska et al. 2022). It is also recommended that the research on the level of
Agile implementation in Poland is repeated, primarily to check whether the level of
implementation has changed and whether the implementation has spread to other
key areas of the company. In the future, it is recommended that a larger group of
companies be studied so as to be able to analyse the level of Agile implementation,
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the use of Agile best practices, and the use of IT tools in companies of different
sizes, in different sectors, and with different business models.

In the future, it is also worth examining whether recent years have seen new
technological solutions that are tailored to the needs of a changing environment
appearing on the market, e.g., the COVID-19 pandemic, which has led to much
greater interest in and development of the Agile approach and flexible management
models.
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ABSTRACT

Objective: The aim of the survey was to assess respondents’ knowledge about organic sunscreen
products and to learn about differences in self-assessed levels of knowledge between those who
choose and do not choose organic sunscreen products.

Research Design & Methods: The survey was conducted using a structured, close-ended survey
questionnaire, via an electronic form using the CAWI technique, and with a printed questionnaire.
The survey collected the responses of 1,263 Polish consumers.

Findings: The results show that both objective and subjective knowledge about organic sunscreen
products is low. Identifying this category of products is difficult and knowledge about the UV
filters used is low.

Implications/Recommendations: An effort should be made to widen consumer knowledge
about organic sunscreen products. Greater public awareness of organic sunscreen products, better
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knowledge of credible labels and the health and environmental benefits of their use could help
consumers improve their purchasing decisions and lead them to choose this product category.
Contribution: The results are an important guideline for marketing management, the information
obtained will help guide the marketing activities of sunscreen product manufacturers.

Article type: original article.

Keywords: organic sunscreen products, self-assessment of consumer knowledge, purchasing
decisions, public awareness.

JEL Classification: M31, QO1, I19.

STRESZCZENIE

Cel: Celem badania byta ocena wiedzy respondentéw na temat ekologicznych produktéw pro-
mieniochronnych oraz poznanie réznic w samoocenie poziomu wiedzy pomigdzy osobami,
ktére wybieraja ekologiczne produkty przeciwstoneczne, oraz osobami, ktdre nie wybieraja
takich produktow.

Metodyka badan: Badanie zostato przeprowadzone z wykorzystaniem ustrukturyzowanego,
zamknietego kwestionariusza ankiety za poSrednictwem formularza elektronicznego technikg
CAWTI oraz za pomocg kwestionariusza drukowanego. W badaniu ankietowym wzieto udziat
1263 polskich konsumentow.

Wiyniki badan: Wyniki wskazuja, ze poziom zaréwno obiektywnej, jak i subiektywnej wiedzy
dotyczacej ekologicznych produktéw promieniochronnych jest niski. Respondenci maja problem
z identyfikacjg tej kategorii produktéw oraz nie majg wystarczajacej wiedzy na temat stosowa-
nych filtréw UV.

Whioski: Nalezy podja¢ dziatania prowadzace do zwigkszenia poziomu wiedzy na temat eko-
logicznych produktéw promieniochronnych. Wigksza §wiadomo$¢ spoteczenstwa dotyczaca
ekologicznych produktéw promieniochronnych, lepsza znajomo$¢ wiarygodnych oznaczef oraz
korzySci dla zdrowia i Srodowiska, ktére wynikaja z ich stosowania, mogtyby pozytywnie wpty-
naé na decyzje zakupowe konsument6éw i skfoni¢ ich do wyboru tej kategorii produktéw.
Wkilad w rozwoj dyscypliny: Wyniki badan sa wazng wskazéwka dotyczaca zarzadzania
marketingiem, uzyskane informacje moga zosta¢ wykorzystane w dzialaniach marketingowych
producentéw kosmetykéw przeciwstonecznych.

Typ artykulu: oryginalny artykuf naukowy.

Stowa kluczowe: ekologiczne produkty promieniochronne, samoocena wiedzy konsumentéw,
decyzje nabywcze, Swiadomosc¢ spofeczenstwa.

1. Introduction and Theoretical Background

In recent years, consumers have begun to pay more attention to a healthy life-
style and sustainability issues. Increasingly aware of the negative impact of certain
cosmetics ingredients on their health and the environment, they are more willing
now to analyse the information on cosmetics labels and, in response to what they
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find, to look for organic products. Organic cosmetics is a product category that has
been growing rapidly, both globally and in Europe. Increased consumer interest in
this product category is related to, among other factors, concern for the environ-
ment, widespread promotion of the concept of sustainable development, and interest
in innovation in the cosmetics market (Klimczyk-Bryk 2000, Witek 2015, Nagarajan
et al. 2022).

The global market for natural and organic cosmetics was valued at $32.1 billion
in 2022. At a 9.5% growth rate, the global market for natural and organic cosmetics
is estimated to be worth $50.5 billion by 2027 (Report... 2022).

In the United States, skin care products have the largest share in the natural and
organic cosmetics market, accounting for more than 40% of the market. Revenue
from organic cosmetics in the United States amounted to about $750 million in 2016
and is projected to reach about $1.65 billion by 2025. Almost 40% of American
consumers believe that organic cosmetics are healthier than conventional products
(Statista Research Department 2022).

In Europe, more and more organic products have been appearing in recent years.
Manufacturers are more eager to emphasise the eco-friendliness of their products
and use such information in their marketing activities, even if such cosmetics are
a fairly limited product category (Pienczykowska 2021).

A GFK Polonia report presenting the market situation in Poland, where the
survey was conducted, shows that the value of the market for organic cosmetics
in this country has reached almost PLN 200 million and is constantly growing.
The segment of these cosmetics grew by 39% between July 2019 and June 2020
(Raport GfK... 2020).

According to European legal standards, sunscreens are cosmetic products. Their
main function is to protect the skin from ultraviolet (UV) radiation, and they protect
the skin from sunburn, hyperpigmentation, photoaging, and reduced immunity
(local immunosuppression) due to sun exposure. The use of sun-protective products
can also prevent certain types of skin cancer (van der Pols et al. 2006, Green et al.
2011, Hughes et al. 2013, Jansen et al. 2013, Mancuso et al. 2017). In order for these
cosmetics to have protective properties, they must meet the requirements described
in the Commission Recommendation of 22 September 2006 on the efficacy of
sunscreen products and the claims relating thereto.

In recent years, sunscreen products with eco-labels have appeared on the
cosmetics market. Some are certified by international certification bodies, such as
the organisations forming COSMOS standard, NATURE or ISO 16128 standard.
At the same time, some products bear only a manufacturer’s declaration and (or)
a label such as: BIO, EKO/ECO, or Organic. The wide variety of labels and certifi-
cations appearing on the packaging of organic cosmetics can cause confusion among
consumers and raise doubts about the credibility of the statements on the labels.
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Unfortunately, the term “organic cosmetics” has not yet been defined by law,
so one finds slightly different explanations of the term across a variety of sources.
As a result, different definitions and labels for organic cosmetics have been created
at the national and international levels, as well as inconsistent requirements and
criteria for the certification of this product category.

Globally, many organisations certify natural and organic cosmetics, each with
separate requirements relating to these two categories of cosmetics. In Europe, an
attempt has been made to unify standards and organisations: BDIH (Germany),
Cosmebio/EcoCert (France), ICEA (Italy) and Soil Association (UK) have created
a common standard for natural and organic cosmetics — COSMOS standard AISBL
(Association Internationale Sans But Lucratif) (COSMOS-standard, Version 3.1 —
1 June, 2020). The COSMOS standard was published in 2008 and came into force in
January 2010 (Cosper 2018). While it does not define the term “organic cosmetic”,
it does present a set of criteria that companies must meet to claim a product is
an original organic cosmetic, produced in accordance with the highest possible
sustainable practices. COSMOS ORGANIC-certified sunscreen products do not
contain chemical filters or nanomaterials, and are based on raw materials and natural
substances, some of which are sourced from organic cultivation. These producs
often include antioxidants, which prevent oxidation. A certified organic cosmetic
(total product) must contain at least 20% organic ingredients. Exceptions include
rinse-off products, non-emulsified aqueous products and products containing at
least 80% minerals or mineral-derived ingredients — these must contain at least 10%
organic ingredients (COSMOS-standard, Version 3.1 — 1 June, 2020).

The COSMOS standard covers all aspects of sourcing, production, marketing
and control of cosmetic products. Certification bodies check each of these aspects
when certifying an organic product. While the provisions of this standard are in
line with the legal code of many countries, manufacturers that use this standard are
also expected by the association to comply with all relevant regulations, including
the EU Regulation on Cosmetic Products (EC No 1223/2009) as amended, the EU
REACH Regulation (EC No 1907/2006), the Commission Regulation on Cosmetic
Product Claims (EU No 655/2013) and (or) other local or national regulations on
cosmetic products (COSMOS-standard, Version 3. 1 — 1 June, 2020).

The Cosmos standard also clearly and precisely defines the rules for product
labeling and indicates what information must be included on the packaging.
The organisations ensure that messages are simple, understandable and do not
mislead consumers. In addition to the signature “COSMOS ORGANIC”, the certi-
fication body and seal of the AISBL member organisation must be indicated on the
product label (COSMOS-standard, Version 3.1 — 1 June, 2020).

According to Annex IV of the COSMOS-standard, permitted ingredients of
mineral origin include zinc oxide and titanium dioxide. These are ingredients used
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in sunscreen products as UV filters, especially those labeled natural or organic.
Zinc oxide and titanium dioxide, however, must meet certain conditions, which are
detailed in the document (SCCS/1516/13, SCCS/1489/12).

In 2008, the association NATRUE, an international organisation committed
to promoting and protecting natural cosmetics globally, introduced guidelines
for organic cosmetics. The NATRUE standard applies to both raw materials and
finished products intended for cosmetic use. The requirements to be met by organic
sunscreen products are min. 15% natural substances and max. 30% of derivatives
of natural substances. In addition, at least 95% of the natural substances of plant
and animal origin and derivatives of natural substances contained in the product
must come from controlled organic farming and (or) wild harvesting, certified by
a recognised certification body or authority for compliance with an organic standard
or regulation approved for [IFOAM (International Federation of Organic Agriculture
Movements) standards, or this standard (NATRUE Criteria Version 3.9 — 2021).

At the initiative of EU Member States and at the request of the European
Commission, the International Organization for Standardization (ISO) developed
criteria for the claims “natural” and “organic” and established standard 16128-1:2016
and, a year later, standard 16128-2:2017, which complements the first part.
The standard specifies definitions of natural and organic ingredients and presents
a methodology for calculating indices of naturalness, natural origin, organic and
organic origin. The ISO standard applies only to ingredients found in a cosmetic
preparation. Thus, manufacturers can only declare the percentage of raw materials
of natural or organic origin on the packaging of a cosmetic product, but cannot
use a term suggesting that the product is natural or organic (ISO 16128-1:2016,
ISO 16128-2:2017, Engler-Jastrzebska & Wilczyniska 2021a).

In Poland, the certification body for natural and organic cosmetics is the Polish
Center for Testing and Certification, which awards the certificate and the right to
label products with the EU Ecolabel, EKO Certified Natural Cosmetic and EKO.
The EKO Certified Natural Cosmetic (EKO CKN) label is awarded to cosmetic
products containing at least 90% ingredients of natural origin, while the EKO
certificate is awarded to at least 50% of these ingredients. The EU Ecolabel is
a voluntary European programme established in 1992 to get the industry interested
and encouraged to introduce environmentally friendly products and services to
the market. The basis for awarding the label is Regulation (EC) No 66/2010 of the
European Parliament and of the Council of 25 November 2009 on the EU Ecolabel
and decisions of the European Commission containing criteria for individual groups
of products or services (Regulation (EC) No 66/2010, Commission Decision (EU)
2021/1870 of 22 October 2021..., Polish Centre for Testing and Certification 2021,
Stepniak & Zalewska 2021).
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The wide variety of claims on organic sunscreen product labels, the different
graphic indications awarded by certification bodies and, above all, the inconsistent
criteria for organic products can confuse consumers. In addition, the lack of regula-
tions clearly defining when a cosmetic product can be called “organic” determines
the emergence of different concepts and standards. All these ambiguities and differ-
ences can lead to ignorance and low consumer awareness of this product category.

The impact of knowledge on consumer decision-making and the measurement
of this variable has been a topic addressed by researchers and described in the
marketing literature for a long time. Three types of consumer knowledge, relevant
to consumer behaviour, have been distinguished: 1) objective knowledge, i.e. the
consumer’s actual state of knowledge, 2) subjective knowledge, i.e. perceived knowl-
edge, what a person thinks he or she knows, 3) previous experience, regarding the
consumer’s purchase and use of the product. Consumers use both subjective and
objective knowledge when purchasing cosmetics products, although probably in
different ways (Brucks 1985).

Park and Lessig (1981) also describe two main approaches to measuring product
knowledge: the first concerns how much a person knows about a product, while
the second measures how much or little a person thinks he or she knows about
a product.

The results of a meta-analysis of research on responsible environmental behav-
iour by Bamberg and Moser (2007) point to the role of knowledge as an important
indirect determinant of behaviour. Other authors note that subjective knowledge
is a stronger motivator of purchase behaviour than objective knowledge (Selnes
& Grgnhaug 1986, Feick, Park & Mothersbaugh 1992).

Studying the effect of objective and subjective knowledge on acceptance of
genetically modified foods, House et al. (2004) conclude that higher levels of subjec-
tive knowledge are significantly and positively related to consumers’ willingness to
consume genetically modified foods, while no such relationship was observed for
objective knowledge.

The aim of this study is to assess respondents’ knowledge about organic
sunscreen products, to find out their opinions about this product category, and to
identify differences in self-assessed levels of knowledge between those who choose
and do not choose organic sunscreen products. Two research questions were asked:
1) what is the knowledge and self-assessment of consumers’ knowledge about
organic sunscreen products?, 2) does self-assessment of knowledge influence the
choice of organic sunscreen products among all those available on the market?

2. Materials and Methods

The survey was conducted using a structured, close-ended survey questionnaire,
via an electronic form using the CAWI (Computer Assisted Web Interview) tech-
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nique, and with a printed questionnaire containing 16 questions, including five socio-
demographic and two filter questions to eliminate non-users of sunscreen products.
The survey instrument consisted of nominal questions for demographic data and
a semantic scale for self-assessment of knowledge about organic sunscreen products,
where 1 indicated a low level of knowledge and 5 a high level. The following factors
were taken into account for the creation of the measurement tool: the current state
of knowledge about sunscreen products, the criteria established by leading certifi-
cation organisations, and the requirements for claims on sunscreen products under
legislation.

A purposive selection of the research sample was planned. It consisted of
people who declared using sunscreen products, at least occasionally. The study was
conducted in the second half of 2022 among Polish consumers of sunscreen prod-
ucts. It took between 3 and 5 minutes to complete the form. The participants were
informed about the scientific nature of the survey and the use of the data collected in
the course of the survey in the form of summary statistics. Sensitive data that would
allow identification of the respondent were excluded. To help us answer the two
questions we posed, statistical analyses were carried out using the IBM SPSS Statis-
tics 26 package. This allowed for an analysis of basic descriptive statistics as well as
a Mann-Whitney U test to check the differences in self-reported levels of knowledge
about organic sunscreen products between those choosing and not choosing organic
sunscreen products. The results are presented as percentage of responses.

Table 1. Characteristics of the Study Population

Study Population Full Sample (N = 1,305) | Analysed Sample (N = 1,263)
Gender
Male 66 (5.1%) 61 (4.8%)
Female 1,239 (94.9%) 1,202 (95.2%)
Age

Up to 35 years 816 (62.5%) 787 (62.3%)

36-59 years 458 (35.1%) 446 (35.3%)

60 years and over 31 (2.4%) 30 (2.4%)

Monthly income

Below the national average

428 (32.8%)

428 (32.8%)

National average

521 (39.9%)

521 (39.9%)

Above the national average 356 (27.3%) 356 (27.3%)
Place of residence
Village 640 (49.0%) 621 (47.6%)

Town up to 20 thousand

239 (18.3%)

229 (17.5%)

City of 21-100 thousand

225 (17.2%)

217 (16.6%)
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Table 1 cnt’d

Study Population Full Sample (N = 1,305) Analysed Sample (N = 1,263)
City of 101-500 thousand 101 (7.7%) 99 (7.6%)
City over 500 thousand 100 (7.7%) 97 (7.4%)
Education
Elementary 22 (1.7%) 21 (1.6%)
Vocational 162 (12.8%) 156 (12.0%)
Secondary 523 (41.4%) 501 (38.4%)
Higher 579 (45.8%) 566 (43.4%)
Not stated 19 (1.5%) 19 (1.5%)

Source: the authors.

N = 1,305 respondents participated in the survey. Since purposive sampling
was planned, only data from participants who declared that they use any sunscreen
products at least occasionally [n = 223 (17.09%)], sometimes [n = 261 (20%)], during
the summer or vacation season [n = 690 (52.9%)] or year-round [n = 89 (6.8%)]
were included in further analyses. Data obtained from [n = 42 (3.2%)] individuals
who declared that they do not use any sunscreen products were therefore excluded.
N = 1,263 respondents were ultimately included in the analysis (Table 1).

3. Results

The respondents were given several statements (some true, some false) regarding
organic sunscreen products. You may be interested to know that respondents marked
statements true as often as they did false. However, this is not surprising, especially
for statements regarding the organic ingredient content of the product, given all the
different certification criteria for organic products adopted by certification bodies
(Table 2).

Table 2. Respondents’ Knowledge of Organic Sunscreen Products

Answers N %o
They must contain 100% natural ingredients 679 53.76
They do not contain synthetic filters 513 40.62
They come in recyclable packaging 685 54.24
They are made in harmony with nature, without using artificial pesticides 730 57.80
They contain only plant-based ingredients 305 24.15
They do not use genetically modified organisms 541 42.83
All ingredients must come from organic cultivation 573 45.37
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Table 2 cnt’d
Answers N %
Must contain a minimum of 95% ingredients of organic origin 582 46.08
Must be certified organic 874 69.20
At least half of the ingredients must come from organic cultivation 254 20.11

Notes: numbers in bold denote that most respondents express this opinion.
Source: the authors.

Respondent opinions on the difficulty of recognising organic sunscreen prod-
ucts are noteworthy. They result from a lack of information about reliable labels
confirming that a given product is organic. At the same time, more than 60% of
respondents believe that only products bearing a quality certificate are trustworthy

(Fig. 1).

There is no difference between ‘ ‘ ‘ ‘ ‘

natural and organic sunscreen products

Organic sunscreen products must -
contain a certain amount of
ingredients from certified cultivation

Certified organic sunscreens
are environmentally friendly

Manufacturers’ declarations about

eco-friendliness of sunscreen products

are just a marketing strategy
Only sunscreen products bearing

a quality certificate regarding

eco-friendliness are trustworthy
While many different “eco-friendly”

labels are placed on sunscreen products,

it is unclear which are reliable

Organic sunscreen products are safer

than conventional ones

H Yes O No [OIdon’tknow

Fig. 1. Respondents’ Opinions on Organic Sunscreen Products
Source: the authors.

Further analysis of the results confirms earlier suppositions about the problems
of identifying eco-friendliness certificates, as the overwhelming majority of survey
participants (60.34%) recognise organic sunscreen products on the basis of infor-
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mation on the label, such as EKO/ECO. Only 26.38% of respondents stated they
looked at quality certificates (Table 3).

Table 3. How to Recognise Organic Sunscreen Products

Answers N %

I rely on information like EKO, ECO 636 60.34
I can read the INCI composition 75 712

1 pay attention to information about the origin of ingredients 261 24.76
from organic cultivation

I pay attention to graphic indicators (quality certificates) 278 26.38
I look for information about ISO standard 49 4.65

I ask the seller for help 282 26.76
I consult my friends 227 21.54
I look for information on the Internet 425 40.32
I do not recognise organic sunscreen products 149 14.14

Source: the authors.

A significant proportion of respondents (61.2%) admitted they lacked knowledge
about the types of UV filters used in organic sunscreen products. That said, partici-
pants were more likely to mark answers which did not contain the phrase “chemical
filters”, acknowledging that chemicals cannot be among organic ingredients (Fig. 2).

[
I don’t now ]61.20

Physical filters + chemical filters + natural substances |
and raw materials with photoprotective effect [ To;

Chemical filters and natural substances and raw |
materials with photoprotective effect s

Physical filters and natural substances and raw |

materials with photoprotective effect 1565
Only natural substances and raw materials 8,60

with photoprotective effect

Physical and chemical filters 6.07

Chemical filters only []1.80

Physical filters only 16.89

0 10 20 30 40 50 60 70
%

Fig. 2. Respondents’ Knowledge of the Type of UV Filters Used in Organic Sunscreen Products
Source: the authors.
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The ingredients used as UV filters in organic sunscreen products proved to be
an even more difficult question for respondents than the type of filters used. More
than 80% of survey participants declared a lack of knowledge on UV filter ingredi-
ents. The distribution of the remaining responses does not allow any conclusion, as
respondents marked correct and incorrect answers just as often, which may suggest
a tendency to guess (Fig. 3).

[ [
I don’t know ]82.35

Ethylhexyl Methoxycinnamate 8.92

Butyl Methoxydibenzoylmethane ]]9.58

Titanum Dioxide 7.50

Ethylhexyl Salicylate 7131

Zinc Oxide [ 6.2

Homosalate [ 541

[=)

Octocrylene [ 1623

[=)}

0 10 20 30 40 50 60 70 80 90
%

Fig. 3. Respondents’ Knowledge about Ingredients Used as UV Filters in Organic Sunscreen
Products

Source: the authors.

The term “greenwashing” is closely related to environmental awareness
(de Freitas Netto et al. 2020). Unfortunately, more than half of the survey partici-
pants openly admitted that they did not know what the term meant. Only 15.04% of
respondents indicated the correct definition.

Analysis of the results shows that consumers’ subjective knowledge about
organic sunscreen products is low: More than 40% of respondents rated their knowl-
edge level as very low, while only 1.74% of respondents considered their knowledge
of this product category to be very high. Both the average score of respondents’
self-assessment of knowledge and the median score confirm the survey respondents’
low level of subjective knowledge (Table 4).

Among the 1,263 consumers of sunscreen products participating in the survey,
only 12.36% stated they would choose organic sunscreen products from the range
available on the market. 55.34% of respondents admitted that they did not know
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whether the sunscreen products they chose were organic. This confirms earlier
suppositions about the difficulty of identifying this product category, perhaps related
to the lack of knowledge of eco-friendliness labels (Table 5).

Table 4. Self-assessment of Knowledge about Green Sunscreen Products

Assessment Scale — Level of Knowledge N %
1 (very low) 518 41.01
2 (low) 370 29.30
3 (medium) 292 23.12
4 (high) 61 4.83
5 (very high) 22 174
Total 1,263 100.00
Mean 1.97
Median 2
Standard Deviation 1.00
Skew/Kurt 0.78/-0.03

Source: the authors.

Table 5. Selection of Organic Sunscreen Products

Answers N %
No 408 32.30
I don’t know 699 55.34
Yes 156 12.36
Total 1,263 100.00

Source: the authors.

Table 6. Differences in Self-assessed Level of Knowledge about Organic Sunscreen Products
between Those Choosing and Not Choosing Organic Sunscreen Products

Not Choosing Organic Choosing Organic Sunscreen
Sunscreen Products (n = 408) Products (n = 156) 5
M M Z p r n
can | \e Min | Max can | Me Min | Max
rank rank
230.07 | 1.50 1.0 5.00 |419.62| 3.00 | 1.00 | 500 |-1294|<0.001| 0.54 | 0.30

Source: the authors.

To test for differences in self-assessed levels of knowledge about organic
sunscreen products between those choosing and not choosing this type of sunscreen
product, an analysis was conducted using the Mann-Whitney U test. The results of
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the analysis showed large, statistically significant differences between the groups.
Based on the median analysis, it appears that those choosing organic sunscreen
products rated their knowledge higher. It can therefore be concluded that the
higher the level of self-assessment of knowledge about organic sunscreen products,
the higher the tendency to choose this type of sunscreen cosmetics (Table 6).

4. Discussion And Conclusions

Other studies and data have shown that consumers are not always informed
about all the labels that appear on sunscreen products, and they also have difficulty
recognising selected quality certifications confirming that a product is organic
(Engler-Jastrzebska & Wilczyfiska 2021b).

The authors warn that claims made on sunscreen product labels often contain
a lot of information of seemingly high importance, making it difficult for consumers
to distinguish their validity when choosing a sunscreen (Yang et al. 2018).
Researchers suggest the need to develop more standardised labeling for sunscreen
products (Wahie, Lloyd & Farr 2007).

Despite ongoing work and efforts in Europe and around the world to introduce
clear, understandable and consistent communication on sunscreen products that
allows them to be differentiated, their specific properties understood, how they
should be used and how much protection they offer, survey results show that termi-
nology on sunscreen product labels can still be confusing for consumers. Kong,
Sheu and Kundu (2015) conducted a survey to assess consumers’ understanding of
sunscreen product labels. Less than half of the participants were able to correctly
identify terminology indicating the level of skin protection against skin cancer
(37.7%), photoaging (7.0%) and sunburn (22.8%). In addition, only 43% of partici-
pants understood the definition of SPF (Sun Protection Factor) value.

The results of a study by Wang and Dusza (2009) indicate that consumers’
knowledge of sunscreen products is quite superficial. Only 32.1% of respondents in
the study knew that sunscreen should be applied 30 minutes before sun exposure,
and only 30% knew the recommendations for reapplication. Only 18% of respond-
ents knew what amount of product was needed to cover the entire body and achieve
proper protection. The overall average score of respondents’ knowledge of sun
protection was 4.9 out of a possible 12 points.

The results of a study conducted by Chao et al. (2017) indicate that the termi-
nology used on sunscreen labels, particularly the broad spectrum indication, is
confusing to consumers. The authors suggest that it is necessary to push for clearer
statements on labels, and to strive to inform consumers about important factors to
consider when choosing a sunscreen (Chao et al. 2017).

Other authors, studying the differences in sunscreen knowledge among different
age groups and between men and women, emphasise that there are knowledge
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gaps in each demographic group. To address them, public health educational
activities will need to be undertaken (Lee et al. 2015). The results of the survey
done for this research also show that both actual knowledge of organic sunscreen
products and perceived knowledge are low. A large number of survey respondents
believe that there are many different labels on packaging and it is not clear which
ones are reliable, so it is difficult to identify these types of products. A very low
level of knowledge was observed regarding the type of UV filters used and the
radiation-protective ingredients that have a protective function against UV radiation
in organic sunscreen products.

Difficulties in recognising green claims may also be evidenced by the fact that
when choosing this category of products, respondents mainly rely on the informa-
tion on the EKO/ECO type packaging rather than quality certificates confirming
that the product has been produced in accordance with organic standards estab-
lished by the organisation.

The results of the survey further indicate that those who choose organic
sunscreen products rate their knowledge about them higher. This may suggest that
a higher level of perceived knowledge may induce consumers to purchase organic
sunscreen products.

Measures should be taken to increase the level of knowledge about organic
sunscreen products, which could increase consumer interest in this product category
and influence their choice among cosmetics available on the market. Greater public
awareness of organic sunscreen products, better knowledge of credible labels and
the health and environmental benefits of their use could have a positive influence
on consumers’ purchasing decisions and lead them to choose this product category.
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ABSTRACT

Objective: The aim of the article is to present the results of research on social wellbeing in the
workplace, with particular emphasis on the activities and social impact of Human Resources
departments.

Research Design & Methods: Qualitative research was carried out in the form of in-depth
interviews using the author’s interview questionnaire. The target group consisted of representatives
of personnel departments.

Findings: The actions that companies take to influence the social wellbeing of employees as
well as the measurements that companies use to evaluate their activities and wellbeing have been
listed. The impact of the COVID-19 pandemic on the idea of wellbeing in companies is discussed.
Companies’ plans for the future in the field of social wellbeing are presented.
Implications/Recommendations: Respondents have different understandings of the definition
of employees’ social wellbeing. They take many actions in the field of social wellbeing, which
means that it is significant for them. HR departments are the biggest contributors to wellbeing
activities, but management and the management board should also be involved. There are problems
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with accurate measurement of wellbeing and the effect of wellbeing activities. The COVID-19
pandemic has increased the importance of wellbeing.

Contribution: Filling a gap in the research on the social wellbeing of employees in the specific
circumstances caused by the pandemic and the introduction of remote work. Filling a gap
regarding the evaluation of wellbeing activities carried out in organisations.

Article type: original article.
Keywords: employee wellbeing, social wellbeing, COVID-19 pandemic, HR department.
JEL Classification: 131, J24, J53, J81, M54.

STRESZCZENIE

Cel: Celem artykutu jest zaprezentowanie wynikéw badan dotyczacych dobrostanu spotecznego
W miejscu pracy, ze szczegélnym uwzglednieniem dziatafi podejmowanych przez departamenty
personalne oraz wptywu dzialéw HR na dobrostan spoteczny.

Metodyka badan: Przeprowadzono badania jako$ciowe w postaci wywiadéw pogtebionych
z wykorzystaniem autorskiego kwestionariusza wywiadu. Grupe docelowa stanowili przedsta-
wiciele dzialéw personalnych.

Wiyniki badan: Zdiagnozowano dziatania, ktére podejmuja firmy, aby wptynac na dobrostan
spoleczny pracownikéw. Stworzono liste miernikéw stosowanych przez firmy do oceny swoich
dziatafi w zakresie dobrostanu. Oméwiono wptyw pandemii COVID-19 na ide¢ dobrostanu
w firmach, a takze przedstawiono plany firm na przyszto$¢ dotyczace dobrostanu spotecznego.
Whioski: Respondenci w r6zny sposob rozumieja istot¢ dobrostanu spotecznego pracownika.
Podejmuja wiele dziatah w tym zakresie, co oznacza, ze jest on dla nich wazny. W dzialania
wellbeingowe zaangazowane sg gléwnie dzialy HR, jednak dziatania te powinny by¢ podej-
mowane takze przez osoby na stanowiskach menedzerskich oraz zarzad. Wystepuja problemy
z odpowiednim mierzeniem dobrostanu i prowadzonych w tym zakresie dzialah. Pandemia
COVID-19 wptyneta na zwigkszenie waznosci tematyki wellbeingu.

Wkiad w rozwoj dyscypliny: Uzupetnienie luki badawczej dotyczacej dobrostanu spotecznego
pracownikéw w szczeg6lnych uwarunkowaniach spowodowanych pandemig oraz wprowadze-
niem pracy zdalnej, jak réwniez uzupetnienie luki dotyczacej ewaluacji dziatan wellbeingowych
podejmowanych w organizacjach.

Typ artykulu: oryginalny artykut naukowy.

Stowa kluczowe: dobrostan pracownikéw, dobrostan spoteczny, pandemia COVID-19, dziat
personalny.

1. Introduction

It is believed that there is a type of social influence in the workplace under-
stood as “beneficial outcomes resulting from prosocial behaviour” (Rawhouser,
Cummings & Newbert 2019). In particular, prosocial behaviours observed in
companies and targeted towards employees are strengthening their bond with the
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company and may influence their levels of effectiveness and engagement. Since the
outbreak of the COVID-19 pandemic, the problem of declining social wellbeing
has been observed in companies where workplace relationships deteriorated as the
result of the compulsory introduction of social distancing and remote work (Benita
& Ghayathri 2020).

What is more, the problem discussed in the paper is global as the same chal-
lenges can be seen all over the world. Virtually every country was affected by the
COVID-19 pandemic when lockdowns with social distancing led to the necessity of
remote or hybrid work. However, there are cultural differences in the way closeness
is perceived and in workplace relationships, largely dependent on the position held
and the hierarchical structure of the organisation.

Traditionally, Human Resource Management (HRM) is understood as the
process of employing, developing, and managing people in organisations (Armstrong
& Taylor 2020). Contemporary challenges make it necessary to change the scope
of responsibilities of Human Resources (HR) departments. In most companies
HR departments are the ones responsible for introducing and carrying out wellbeing
activities (Tabor-Btazewicz 2021). Thus, this article focuses on the social impact of
HR representatives which — through implementation of processes and practices —
may have an influence on the level of social wellbeing among employees.

Taking into consideration the increasing role of social wellbeing in workplaces
and the changing roles of HR departments, the goal of this article is to present activ-
ities aimed at enhancing the social wellbeing of employees in companies, which
should lead to a better understanding of the role social wellbeing plays in current
business practice and the potential social impact of HR departments.

2. Theoretical Foundations

Interest in wellbeing stems from positive psychology, and was started by
M. Seligman in the 1990s (Czerw 2017). The concept has been transferred to
management science and practice due to the belief that taking care of the well-
being of employees translates into better job performance, and thence into improved
economic performance for the entire organisation (Kundi et al. 2021).

However, there is still no consensus for a uniform definition of wellbeing.
Instead, different concepts and attitudes exist, e.g. White (2017) discusses compre-
hensive wellbeing, subjective wellbeing, personal wellbeing and relational wellbeing,
Zheng et al. (2015) find three dimensions: life wellbeing, workplace wellbeing, and
psychological wellbeing whereas Kulig-Moskwa and Nogie¢ (2018) identify phys-
ical wellbeing, psychological wellbeing and social wellbeing .

According to Seligman’s PERMA model, wellbeing consists of five elements:
positive emotions (P), engagement (E), positive relationships (R), meaning (M), and
accomplishment (A) (Seligman 2012). Wellbeing at the workplace can be character-



106 Joanna Tabor-Btazewicz

ised by job satisfaction, commitment, lack of occupational stress, benefits to work-
-life balance, quality of work, and a sense of happiness. Therefore, it is a condition
that makes employees motivated, engaged, and satisfied with their work (Singh
& Chaudhary 2019). Wellbeing should include both job-related experiences such as
job satisfaction or job attachment, as well as dimensions such as satisfaction with
pay or co-workers (Danna & Griffin 1999).

Whereas physical wellbeing (health) and psychological wellbeing (happiness)
are focused on the individual, social wellbeing is focused on interactions (Van De
Voorde, Paauwe & Van Veldhoven 2012). Social wellbeing is thus defined as the
experienced quality of employees’ interpersonal relationships, perceived trust and
social support which is provided in the work community (Bjork, Bolander & Forsman
2022). It can also be seen as the ability to communicate, develop relationships
which are meaningful, and maintain a support network (Strout & Howard 2012).

Awareness of the topic grew considerably during the COVID-19 pandemic when
employers had to deal with physical and psychological problems of their personnel.
Forced social distancing resulted in a lack of face-to-face contact and a breakdown
in working relationships (Kniffin ez al. 2021). Co-workers and family proved to be
extremely important sources of support during the pandemic (Usman ef al. 2023).
The post-COVID era has brought new challenges, hybrid models of work (remote
and stationary work combined) whose impact on wellbeing is not yet exactly known
have been introduced (Wyzwania kierowania... 2022). Therefore, the subject is very
significant, and the current political and economic situation contributes to its further
growth.

Research suggests that businesses are responsible for the subjective wellbeing
of employees, and that business activities that enhance subjective wellbeing may
translate into desirable instrumental outcomes relevant to business performance
(Chia & Kern 2021). The impact of social capital on subjective wellbeing differs
depending on the component of social capital which is under analysis, e.g. social
networks, social trust, and institutional trust are the components that show a higher
correlation with subjective wellbeing (Portela, Neira & Salinas-Jiménez 2013).
Research also underlines the role of HRM practices that contribute to employees’
wellbeing, such as e.g. participation, development, career paths, highly selective
recruitment (Liu et al. 2017). Socially responsible HRM may lead to an enhanced
state-based positive affect at workplaces and thus increase employee vitality (Abdel-
motaleb & Saha 2020). However, there are still considerable gaps in the research
into this field, and the changing situation makes research in this area even more
important. A gap in the research was diagnosed in the area of specific actions taken
by companies in the field of the social wellbeing of employees and how to measure
and evaluate these types of activities.
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3. The Empirical Research Method

The aim of the research described in this paper is to understand the role of HR
departments in enhancing the wellbeing of employees and activities undertaken by
HR departments with the same aim.

As for the research questions, they were phrased as follows:

— What projects, actions and (or) events do organisations undertake to improve
social/relational wellbeing of employees in times of post-COVID hybrid work
systems?

— What are the evaluation tools/metrics used for measuring the effectiveness of
the forementioned activities?

— What changes were brought by the COVID-19 pandemic?

— What is the outlook for the future and what are the post-COVID plans in the
field of social wellbeing?

To achieve the purpose of the research, a qualitative method was chosen to
obtain an in-depth picture and description of specific projects carried out in enter-
prises. Qualitative approaches are essential in understanding respondents’ experi-
ence of wellbeing (Camfield, Crivello & Woodhead 2009). Thus, the first step of the
research process was to create a questionnaire for in-depth interviews.

The second step involved choosing the research sample. The targeted sample
of HR professionals at a managerial level was selected based on their LinkedIn
profiles. Invitations for an interview were sent to 30 HR professionals. 7 of them
declined to participate in the interview, 14 people did not answer, and 9 agreed to
take part in the research. Due to work obligations, 2 respondents cancelled their
interviews. Finally, the author obtained data from 7 respondents. Detailed data
describing the participants are provided in Table 1.

During the third stage of the research 7 in-depth interviews were conducted.
The interviews lasted between 20 and 40 minutes. The transcriptions of the inter-
views were coded with letters and numbers: R1 for the first person, R2 for the
second one, etc.

Table 1. Profile of Respondents

Respon- R Years Number
, Respondent’s . Employment

dent’s Position of Experience Gender Sector of Employees
Code OStHO in HR ecto in the Company

R1 Jr HRBP 1-5 female IT 1-250

R2 HR Manager 1-5 female 1T 1-250

R3 Head of People 1620 female healthcare 251-500

& Culture
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Respon- s Years Number
s Respondent’s . Employment
dent’s Position of Experience Gender Sector of Employees
Code in HR in the Company
R4 Director for Culture 16-20 female technology and | 5,001 and more
and Development communication
R5 Director of HRM 11-15 female banking 501-1,000
Department
R6 HR Director over 20 female consulting 0-250
R7 HR Manager 11-15 female production 251-500

Source: the author.

The fourth stage of the research process consisted of analysis and comparison
of the interviews. A synthesis was made and conclusions drawn. The research was
conducted in September—October 2022.

4. Findings of the Empirical Research

At the beginning of the interviews respondents were asked about their under-
standing of the social wellbeing of employees. The answers varied and their scope
was broad. The elements that were mentioned in defining social wellbeing at the
workplace include:

— stability of employment,

— material and financial security,

— mutual respect in the workplace,

— satisfaction with the workplace and the nature of the work itself, lack of desire
to leave,

— the work having a sense of purpose of work,

— a sense of being well rested, fulfillment, being ready to fulfill duties with will-
ingness,

— pleasant working conditions and potential for development (both vocational
and personal),

— activities aimed at realising employees’ potential,

— good and strong relations with supervisors and co-workers,

— managers’ openness to talk about employees’ needs,

— atmosphere in the workplace,

— challenging tasks and ambitious goals,

— support for employees and managers in improving psychological and physical
health and in proper nutritional habits,

— psychological resilience.
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Defining social wellbeing was not an easy matter for the respondents. Interviews
showed that the concept of employee wellbeing is a new idea, which is not yet
fully understood. Narrowing it down to social wellbeing adds to the difficulties for
respondents. Often, in their later responses, they combined the social wellbeing and
general wellbeing of employees and treated them as one.

Table 2. Actions Taken by Companies to Improve Employees’ Social Wellbeing

Processes

Projects/Programmes

Attitudes

Communication, frequent
meetings

Evaluations with the focus
on development

Ergonomics of the workplace

Healthcare — information about
and campaigns of preventive
examinations, promotion of

a healthy lifestyle

Promotion of diversity, training
on diversity and respectful
communication

Integrations
Voluntary activities

Sports activities, sport
challenges

Consultations with psycholo-
gists, meditation, crisis support

Long-term supplementary leave

Work-life balance in hybrid
conditions — training, educa-
tional campaigns

Building a sense of finan-

cial security of employees,
including education of financial
management

Events for families — compe-
titions for employees’ chil-
dren, presents for newborns,
additional hours to spend
with family

Fun events — e.g. Christmas
Sweater Day

Common canteen for produc-
tion and office employees

Dedicated areas in the building
1) for creative work/silence,

2) for fitness, 3) for co-work

in a pleasant environment

Focus on employees’ needs

Focus on self-awareness,
identification of values,
physical-spiritual balance

Creating a good atmosphere
at work

Creating an atmosphere
of trust, being open, trust-
worthy advisors

Employees nominate colleagues
who display the values adopted
by the company —

a form of appreciation and
praise of the desired attitudes

Giving honest and prompt
feedback

Building respect to each other
through setting rules
for e-mails and meetings

Flexibility in giving days off
when employees need them
for their private matters

Being interested in employees’
private life and their private
needs or challenges

Source: the author.

In response to question 1 of the research “What projects, actions and (or) events
do international organisations undertake to improve social wellbeing of employees?”’
respondents listed many different actions taken. In Table 2 they have been grouped
into categories, depending on their specifics. The “Processes” category includes
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long-term and repeated activities, e.g. taking care of ergonomics, healthcare, or
communication processes. The next category is “Projects/Programmes”, which
includes shorter initiatives, e.g. integration trips, and newly introduced programmes,
e.g. consultations with a psychologist. The third category entitled “Attitudes”
contains activities aimed at shaping certain attitudes that support wellbeing in the
workplace.

The HR department is a key-player in building awareness among employees and
managers, dealing with educational campaigns, and crisis support. HR professionals
are natural promoters of this type of activity. HR plays a strategic role and must
have a prominent role in the company’s structure — the higher the prominence, the
greater the effectiveness. In some companies the HR department is where discus-
sions about wellbeing start.

»Lhe greatest value of this is if everyone gets involved, but of course someone
has to start and often it is the HR department or communication department,
or even in large companies, there is a department already dedicated to engage-
ment or empowerment, and it is also very important that the board is aligned”
(respondent no. 6).

However, respondents stressed that introducing and carrying out wellbeing
activities should not only be the responsibility of the HR department. Managers at
various levels and the board must also be involved in the activities. A lot depends on
them when it comes to the wellbeing of employees. Employees are also encouraged
to be open and share their ideas on improvements that could be introduced.

“The awareness of all managers how important these activities are also helps in
the implementation of good habits in the company. In our company, every employee
is involved in creating a wellbeing strategy — they express their opinion on a subject
and have the opportunity to submit ideas” (respondent no. 5).

The response to research question 2 “What are the evaluation tools/metrics used
for measuring the effectiveness of the aforementioned activities?”” was not easy for
respondents. It was clear that fewer evaluations are carried out in the area of social
wellbeing. Engagement surveys and satisfaction surveys were mentioned most often
with the observation that wellbeing is only a part of these surveys. Then, sometimes
with hesitation, respondents talked about observations, meetings and others. Overall,
it was stated that there are not many appropriate tools and that the evaluation
process should perhaps receive higher priority in the future. Table 3 summarises the
tools mentioned during the research.

Research question 3 concerned changes in the area of wellbeing which were
brought about by the COVID-19 pandemic.

Evidently, attitudes towards the wellbeing of employees, which was often treated
as a minor issue, were changed by the COVID pandemic. It accelerated the intro-
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duction of remote work and was the starting point for building a wellbeing strategy

in many companies.

Table 3. Evaluation Tools Used to Measure Social Wellbeing and Social Wellbeing Activities

Qualitative

Quantitative

Observations

Frequent conversations, small things such as
“How are you today? Is everything OK?”

Frequent pulse-checks: “Are you happy
at work?”, “Are you happier than yesterday?”

Meetings

Exit interviews

Engagement surveys
Satisfaction surveys
Employer evaluation questionnaires

Percentage of employees benefiting from
programmes (level of interest)

Organisational Health Survey — a cyclical
annual survey among all employees and goals

(KPIs) for improving indicators
Surveys on each wellbeing activity
Fluctuation rate

Rotation rate

Absenteeism rate

Sick leave rate

Source: the author.

“Raising awareness of our fragility and the fragility of business has triggered
a tendency to look at the employee from different perspectives: business, behavioural
and spiritual” (respondent no. 3).

A number of permanent activities and cyclical activities have been implemented
for employees strengthening new habits, ensuring work-life balance. In production
companies physical barriers have had to be implemented to provide health safe-
guards for production workers. The companies which already had a wellbeing
strategy intended to adapt their programmes to an online or hybrid form (e.g. on-site
healthcare training into webinars on healthcare; massages in the office changed into
active breaks with a trainer on Teams).

It should be emphasised that the necessity for “social distancing” during the
pandemic resulted in a weakening in contacts and relationships. The offices emptied
and co-workers tried to maintain contact through online communication and soft-
ware. Integration events were cancelled. For some employees remote work became
so satisfying that they did not want to return to the office, which made it more
difficult to build bonds with a company.

“During summer time, at the time of loosening the restrictions, the company
organised a trip to the mountains for a whole group of employees. During the trip,
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the authorities tried to find time to talk to each individual, at least for a while,
to build a bond” (respondent no. 2).

In response to research question 4 “What are the outlooks for the future and
what are the post-COVID plans in the area of social wellbeing?”” most respondents
admitted that interest in employees’ wellbeing will grow.

The research showed that companies plan to maintain current activities and
implement new ones to strengthen their relations with employees. There will be
consistent implementation of the wellbeing strategy, expanded awareness of
managers’ mindfulness towards the needs of employees, continuation of activities
with the management board and in the regions. Companies are planning to system-
atically increase the wellbeing budget and to pay more attention to evaluation proce-
dures with more detailed measurement.

In the case of remote workers, an increased number of integration meetings are
planned, implementation of communication applications, joint contacts, getting
acquainted with each other or joint coffee breaks online. Attention is also paid
to visual identification through sending packages of gadgets or clothing with the
company’s logo to employees who are working from home.

“We increase the number of meetings to create a bond, because it is more
difficult to part with the organisation when that bond exists. We have at least two
meetings a year, every month through a common work communicator. For example,
people from Brazil are very active in speaking, make a lot of comments, and are
interested in the relationship in real time. We also try to take care of visual identi-
fication, for example, send small things with the company logo in company colours
that surround these people at home” (respondent no. 1).

5. Conclusions

The subject of the social wellbeing of employees is of growing interest to enter-
prises. The outbreak of the COVID-19 pandemic and the introduction of remote
work definitely contributed to this increase. However, it should be underlined that
some companies had already introduced programmes aimed at taking care of
employees and increasing their job satisfaction. The lack of a uniform understanding
of the social wellbeing of the employee among HR professionals is problematic.

Companies are introducing a wide variety of activities promoting physical,
mental, and social wellbeing. Each of these elements can contribute to the growth of
the other elements, e.g. joint sports activities aimed at improving physical wellbeing
can lead to better relationships, which in turn increases social wellbeing. Therefore,
it is difficult to consider them separately.

It should certainly be emphasised that the HR department has an initiating
and strategic role, i.e. it has an important role to play in the social wellbeing of
employees. However, HR should be an ambassador of a broader understanding
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of this concept and act, not alone, but in cooperation with managers and the board.
It is also suggested that some initiatives are bottom up, they come from employees.
This is because they know best what their needs are.

Taking care of the social wellbeing of employees takes on a special importance
in the case of remote work, when bonds with the organisation weaken, which can
affect staff retention and increase the turnover rate. Therefore, companies will retain
social wellbeing activities in the future and will be one of the responsibilities of HR
departments.

The research was carried out on deliberately selected groups, which limits the
possibility of scaling their results to the population. What is more, it sampled only
one geographical area and was conducted in a short period of time.

Further studies could be conducted on larger groups and over a longer time span,
which would give a more accurate picture of the consistency of the results. It would
also be valuable to recognise how the organisational and national culture as well as
the size of organisation affect the social wellbeing of employees and relationship-
-building in post-COVID times.

Despite these limitations, examples of actions taken by companies are very
valuable and can serve as a benchmark for other managers. In practical business
terms, the research contributes to a better understanding of what types of actions
can be taken by companies to improve employees’ social wellbeing, and what kinds
of measurements they may use to evaluate social wellbeing activities.
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STRESZCZENIE

Cel: Identyfikacja i ocena aktualnie stosowanych sposobéw wynagradzania lekarzy oraz zapro-
ponowanie rozwigzafi zwigzanych z wynagrodzeniem tych profesjonalistéw medycznych.
Metodyka badan: Krytyczna analiza literatury przedmiotu o charakterze integratywnym.
Subiektywny dobdr literatury przedmiotu wynikal ze specyfiki problemu badawczego oraz
wieloSci perspektyw i koncepcji zarzadzania, ktére zostaty poddane analizie.

Wiyniki badai: Dotychczasowe rozwigzania w zakresie wynagradzania lekarzy nie odnosza si¢
do holistycznego ujecia efektywnoSci pracy performance management lekarzy ani nie uwzgled-
niaja specyfiki tej profesji. Termin pay for performance stosowany w literaturze przedmiotu
definiowany jest wasko — odnosi si¢ do wynagradzania za ilo§¢ wykonanych procedur medycz-
nych lub przepracowanych godzin pracy. Podejscie takie jest wyraZznie krytykowane z uwagi
na to, ze nie sprzyja podnoszeniu jakoSci Swiadczefi medycznych. Lekarze wynagradzani sa
réwniez za kwalifikacje (specjalizacje, kursy, szkolenia) lub za dziatania zgodne z wartoSciami
podmiotéw medycznych.
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Whioski: Holistyczne ujecie efektywnoSci pracy lekarzy oraz uwzglednienie cech tej profesji
warunkuje implementacj¢ rozwigzah opartych na koncepcji catkowitego pakietu wynagrodzen,
ktérego konstrukcja powinna stymulowaé proefektywnoSciowe zachowania lekarzy, tj. rozwdj
kompetencji specjalistycznych i pozaspecjalistycznych oraz realizacje zdefiniowanej liczby
procedur medycznych. Takie ujecie performansu lekarzy implikuje zastosowanie celowo dobra-
nych czynnikéw materialnych i niematerialnych, ktérych oddziatywanie bedzie si¢ wzajemnie
uzupetniato i wzmacniato pozadane zachowania przedmiotowej grupy personelu medycznego.
Wklad w rozwéj dyscypliny: Opracowanie propozycji kompleksowego wynagrodzenia lekarzy,
odnoszacego si¢ zaréwno do kluczowych cech ich profesji, jak i specyfiki procesu ich pracy.

Typ artykulu: oryginalny artykut naukowy.

Stowa kluczowe: lekarze, wynagradzanie, zarzadzanie efektywnoScia pracy lekarzy, catkowite
wynagrodzenie, struktura wynagrodzenia lekarzy.

Klasyfikacja JEL: J30, J33, O15.

ABSTRACT

Objective: The aim of this paper is to identify and evaluate currently used methods of
remunerating doctors in hospitals then to lay out general recommendations for rewarding these
medical professionals in Polish health care.

Research Design & Methods: A critical analysis of the literature review was done. The selection
of literature was dictated by the specificity of the research problem and the multiplicity of
perspectives and concepts of management that were analysed.

Findings: The literature review shows that the remuneration solutions for doctors do not capture
a holistic view of the effectiveness of doctors’ work, nor do they consider the specificity of this
profession. The term Pay for Performance used in the literature in the context of remunerating
doctors is defined too narrowly. That applies to remuneration for the number of procedures
performed and for hours worked. This approach to remuneration comes in for widescale criticism
in the literature as it is not conducive to the high quality of medical services provided. According
to the research, physicians are also rewarded for qualifications or for actions consistent with the
values of medical entities.

Implications/Recommendations: The holistic approach to the effectiveness of doctors’ work
and the characteristics of the medical profession determine the implementation of solutions based
on a Total Rewards programme. The structure of the rewards package for physicians should
stimulate pro-effective behaviour among physicians — that is, they develop specialist and non-
-specialist competencies and perform a defined number of medical procedures. Such an approach
implies the use of both tangible and intangible factors that help bring about desired behaviours
among these personnel.

Contribution: The paper reports on the development of guidelines for total rewards of doctors,
referring to both the key features of their profession and the specificity of their work.

Article type: original article.

Keywords: physicians, remuneration, performance management of physicians’ work, total
rewards, structure of physicians’ remuneration.




Catkowite wynagrodzenie personelu lekarskiego 19

1. Wprowadzenie*

Kapitat ludzki w ochronie zdrowia stanowi fundament funkcjonowania przed-
miotowego systemu. Jego strategiczna rola przejawia si¢ zaréwno w mozliwoSciach
zabezpieczenia dostgpnosci Swiadczen medycznych dla kraficowych uzytkownikow
systemu (pacjentéw), jak i w szeroko pojmowanej jakoSci ustug medycznych,
tej faktycznej oraz postrzeganej (White 2012). W jego sktad wchodza przedsta-
wiciele profesji medycznych i paramedycznych. O zainteresowaniu dang profesja
medyczng przez naukowcéw i menedzeréw ochrony zdrowia decydujg zasadniczo
trzy kwestie: rola w realizacji ustugi medycznej, zaangazowanie w funkcjonowanie
podstawowych podmiotéw udzielajacych Swiadczen medycznych oraz dostgpno$é
danej grupy profesjonalistow medycznych. Istotnym zagadnieniem jest rowniez
zaangazowanie przedstawicieli poszczegdlnych grup personelu medycznego
zaréwno w proces zarzadzania, jak i badania naukowe w tym zakresie. Polaczenie
wskazanych wyznacznikéw doprowadzito do tego, ze w literaturze przedmiotu
najczg¢sciej analizowane sg kwestie zwigzane z zarzadzaniem personelem piele-
gniarskim, a rzadziej te dotyczace zarzadzania personelem lekarskim, ktéry od lat
postrzegany jest jako kluczowy decydent w zakresie zasob6w materialnych i niema-
terialnych (Pauly 1978) w procesie realizacji ustugi medyczne;.

W tym kontekscie celem niniejszego artykutu jest identyfikacja i ocena aktu-
alnie stosowanych sposobéw wynagradzania lekarzy oraz zaproponowanie ogol-
nych rozwigzaf zwigzanych z wynagrodzeniem tych profesjonalistéw medycz-
nych. Wykorzystana metoda badawcza to krytyczna analiza literatury przedmiotu
(Raczynska 2020) o charakterze integratywnym. Wybrany problem badawczy
wymagat bowiem kreatywnego podejScia do analizy literatury, opartego na jej
subiektywnym doborze, wynikajagcym z potaczenia perspektyw badawczych
i koncepcji teoretycznych (Snyder 2019). Analizowana literatura obejmowata bazy
Google Scholar, BazEkon, Emerald oraz Sage. Stowa kluczowe wyszukiwane
w literaturze to: physicians, lekarze, personel lekarski, physicans performance
management, zarzadzanie efektywnoScia pracy lekarzy, pay for performance,
wynagradzanie za efekty, pay for value, wynagradzanie za wartoSci, total reward,
catkowite wynagrodzenie. Po zapoznaniu si¢ z wybrang literaturg autorki skoncen-
trowaty sie na wyselekcjonowanych pozycjach wpisujacych si¢ w dyscypling nauk
o zarzadzaniu i jakoSci oraz dyscypling nauk o zdrowiu. Autorki nie analizowatly
artykutéw z zakresu nauk medycznych.

*W artykule przedstawiono wyniki projektu badawczego pod kierownictwem B. Buchelt
pt. High Performance Work Practices: Physicians Perspective (2021), realizowanego w ramach
programu Senior Fulbright Award.
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2. Koncepcja total rewards jako wspotczesne podejscie
do ksztattowania wynagrodzen pracownikow

Wynagrodzenia odgrywaja kluczowa rolg¢ w zarzadzaniu organizacja, poniewaz
bezposrednio przektadaja si¢ na pozyskanie i utrzymanie pracownikéw (Bloom
i Michael 2002, Bloom, Milkovich i Mitra 2003, Borkowska 2012, Armstrong
2015), a takze na motywacje i wyniki pracy (Jenkins i in. 1998, Borkowska 2012).
Te z kolei przektadaja si¢ na jako§¢ wytwarzanych produktéw i Swiadczonych ustug.
Odpowiednie wynagrodzenie pozwala kreowa¢ pozadane zachowania pracownikéw
(Shields i in. 2012, Oleksyn 2014, Jawor-Joniewicz i Sajkiewicz 2017), ich zaanga-
zowanie i satysfakcje z pracy (Lawler 2000, Juchnowicz 2012, Bangchokdee i Mia
2016). Silnie ksztattuje réwniez inne ich zachowania, takie jak lojalno$¢ czy cheé do
pozostania w organizacji (Shields i in. 2012).

Tabela 1. Ogdlny model total rewards

. Najwazniejsze gru
Charakter motywatoréw Rola Y] p Jsze grupy
sktadnikéw wynagrodzenia
Motywatory zewnetrzne Pomagajg zrekrutowac Ptaca zasadnicza,
(materialne, czyli odpowiednich pracownikéw wynagrodzenie zmienne
wynagrodzenie finansowe do organizacji oraz ich krétko- i dtugoterminowe,
i Swiadczenia pracownicze) utrzymac Swiadczenia pracownicze
Motywatory wewnetrzne Kreuja zaangazowanie Mozliwosci rozwoju
(pozamaterialne) i wspieraja rozwdj oraz i wspierajace Srodowisko
dobrostan pracownikéw pracy

Zrédto: opracowanie whasne na podstawie (Armstrong i Cummins 2011, Beck-Krala 2020).

Zaréwno w literaturze przedmiotu, jak i w praktyce zarzadzania do ksztatto-
wania wynagrodzenia pracownikéw coraz czgsciej podchodzi si¢ przez pryzmat
koncepcji catkowitego wynagrodzenia, zwanej total rewards — TR (por. Armstrong
i Cummins 2011), jako jednej z najskuteczniejszych strategii wynagradzania
(Wright 2010, Bremen i Sejen 2012). Strategia TR opiera si¢ na celowo dobra-
nych skfadnikach, ktére tworzg spdjna catoS¢ i zaspokajaja potrzeby zaréwno
pracodawcy, jak i pracownikéw (por. Lawler 2000, Borkowska 2012, Beck-Krala
2020). PodkreS{la sie, ze wynagrodzenie to uwzglednia wszystkie najwazniejsze
dla pracownika aspekty pracy (Armstrong i Cummins 2011) i obejmuje zaréwno
sktadniki finansowe (tzw. wynagrodzenie transakcyjne, tj. nie tylko wynagrodzenia
state i zmienne, lecz takze Swiadczenia pracownicze), jak i skfadniki pozafinansowe
(tzw. relacyjne, tj. mozliwoS$ci rozwoju i awansu oraz wspierajace Srodowisko pracy,
ktére wptywa na jako$¢ zycia zawodowego) (Heneman i Coyne 2007, Armstrong
2015), zob. tabela 1. Takie podejScie odpowiada na wyzwania dzisiejszego rynku
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pracy, oddziatujac silnie na motywacj¢ wewnetrzng pracownikow. Zgodnie z teorig
autodeterminacji Ryana i Deciego (self fetermination theory, SDT) wzmacnianie
motywacji wewnetrznej najskuteczniej wspiera zaangazowanie pracownikow
1 wysoka efektywno§¢ pracy (Deci, Olafsen i Ryan 2017). Dlatego motywujac
pracownikéw, nalezy skoncentrowac si¢ nie tyle na finansowych sktadnikach, ile na
stworzeniu szeroko rozumianych mozliwoSci rozwoju, autonomii, a takze poczucia
sensu pracy (Deci, Olafsen i Ryan 2017). Model TR jest spdjny z zatozeniami teorii
SDT i jest coraz powszechniej stosowany w przedsigbiorstwach oraz organizacjach
publicznych (por. Heneman i Coyne 2007, Wright 2010, Bremen i Sejen 2012).

W literaturze przedmiotu wystepuje wiele modeli catkowitego pakietu wyna-
grodzefi, jednak wigkszo§¢ z nich zbudowana jest na podstawie przedstawionego
powyzej ogdlnego schematu TR. R6znig si¢ one typologia poszczegdlnych grup
sktadnikéw oraz najwazniejszymi sktadnikami ujetymi w kazdej ze wskazanych
grup. Koncepcja TR pozwala kompleksowo oddziatywac na motywacj¢ pracow-
nikéw, zaréwno poprzez motywatory zewnetrzne, jak i wewnetrzne. Na podstawie
analizy rynku pracy i zewnetrznych benchmarkéw (rynek wynagrodzen), celéw
i mozliwoSci konkretnej organizacji, a takze potrzeb pracownikow ksztattowana
jest wewnetrzna struktura catkowitego pakietu wynagrodzen. Takie holistyczne
podejscie uwzglednia najwazniejsze potrzeby pracownikéw, ksztattujac pozadane
zachowania i postawy oraz kreujac satysfakcje pracownikéw z wynagrodzenia.
Klasyfikacj¢ najwazniejszych grup sktadnikéw pakietu oraz ich przykfady przed-
stawiono w tabeli 2.

Tabela 2. Struktura wewnetrzna wynagrodzenia catkowitego wedtug modelu TR

G16éwne komponenty catkowitego pakietu wynagrodzen
wynagrodzenie Swiadczenia mozliwoSci rozwoju | elementy wspierajacego
finansowe pracownicze (benefity) W organizacji Srodowiska pracy
— placa zasadnicza — ubezpieczenie —szkolenia w miejscu |- kultura bezpieczenstwa
— stafe dodatki do ptacy | medyczne pracy, urlopy — klimat organizacyjny
— wynagrodzenie — $§wiadczenia szkoleniowe — polityka work-life
zmienne rekreacyjne (np. — proces zarzadzania | balance (elastyczne
krétkoterminowe karta mutlisport), wynikami pracy, formy pracy)
(premie i nagrody) transportowe (np. — plany sukcesji, — sieci pracownicze
— wynagrodzenie samochdd stuzbowy, |rozwdj kariery — wolontariat
zmienne dopfaty do transportu pracowniczy
dtugoterminowe publicznego), — przywodztwo
(udziaty w zysku, akcje, | mieszkaniowe, — proces komunikowania
opcje na akcje itp.) komunikacyjne itp.

Zrédto: opracowanie wtasne na podstawie (Heneman i Coyne 2007, Bremen i Sejen 2012, Beck-
-Krala 2020).
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Wynagradzanie pracownikéw wedtug koncepcji TR moze by¢ Zrédiem wielu
korzysci, wsrdd ktérych wymienia si¢ m.in.:

— optymalizacje kosztow catkowitego pakietu (Gross i Friedman 2004),

— inwestycje w celowo dobrane sktadniki pakietu, uwzgledniajace potrzeby pra-
cownikéw (Gross i Friedman 2004),

— kompleksowe i trwalsze oddzialywanie na motywacj¢ i zaangazowanie
pracownikéw (Armstrong 2015),

— kreowanie pozytywnego kontraktu psychologicznego (Anku-Tsede i Kutin
2013),

— elastyczno$¢ pakietu wynagrodzen, ktéry pozwala zrekrutowac pracownikow
i zatrzymac ich w organizacji na dtuzej (Lawler 2000, Armstrong 2015),

—realizacje strategii biznesowej organizacji poprzez kreowanie kultury wysokiej
efektywnoSci pracy (Gross i Friedman 2004),

— generowanie zwrotu z inwestycji w wynagrodzenia (Gross i Friedman 2004,
Heneman i Coyne 2007, Kaplan 2007).

Koncepcja wynagrodzenia wedtug TR ukierunkowana jest na rownowazenie
najwazniejszych celéw organizacyjnych i pracowniczych w dtugiej perspektywie
(Beck-Krala 2020). Wskazane korzySci mozliwe sa do osiggnigcia wowczas, gdy
zarzadzanie wynagrodzeniami jest elementem strategicznego zarzadzania przed-
siebiorstwem i wynika ze strategii ogélnej firmy. Takie realne wsparcie realizacji
strategii ogdlnej przez strategi¢ wynagradzania prowadzi do maksymalizacji
warto$ci dodanej i podnosi efektywno$¢ przedsigbiorstwa, a dodatkowo odpowiada
na potrzeby organizacji oraz pracownikow.

3. Wynagradzanie lekarzy

Wynagradzanie personelu medycznego, w tym w szczegdlnosci lekarzy, jest pier-
wotnym obszarem rozwazaf zaréwno teoretycznych, jak i praktycznych. Juz w latach
80. minionego stulecia prowadzono badania ukierunkowane na identyfikacj¢ oraz
wplyw poszczegdlnych sktadnikéw wynagrodzenia na efektywnoS¢ pracy personelu
medycznego (Buchelt 2017). Na podstawie zrealizowanych badafi stwierdzono, ze
na wynagrodzenie w podmiotach medycznych, jego strukture i wysoko$¢ wptywa
nie tylko zréznicowany zestaw czynnikéw zwigzanych z otoczeniem zewngtrznym,
ale takze czynniki wewnatrzorganizacyjne (Buchan, Thompson i O’May 2000).
Konkluzja ta jest spdjna z wynikami badan, ktdre zostaty przeprowadzone w innych
sektorach gospodarki (Lawler 2000), cho¢ odznacza si¢ ona cechami specyficz-
nymi dla podmiotéw medycznych. Czynniki, ktére wzbogacaja klasyczny uktad
determinantow struktury wynagrodzenia w organizacjach udzielajacych Swiadczen
medycznych, to przede wszystkim: tradycje w sektorze ochrony zdrowia odwotujace
si¢ do struktury elementéw wynagrodzenia personelu medycznego oraz poziom
wynagrodzen poszczegdlnych grup profesjonalistéw medycznych (zob. rys. 1).
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Normy wewnetrzne
— tradycje sektorowe

—réznice w wynagrodzeniu
— zwyczaje i praktyki

AN Praktyki 7

wynagradzania
A

Zewngtrzny rynek pracy
— instytucje rynku pracy

— réznice w wynagrodzeniu
— poziom bezrobocia
— opieka spofeczna

Efektywnos¢
— zmiany technologiczne
— konkurencyjno§é

— ograniczenia fiskalne

Rys. 1. Determinanty wynagrodzenia pracownikéw w sektorze ochrony zdrowia
Zrédto: (Grimshaw 2000, s. 951).

Dynamiczna interakcja pomiedzy determinantami wynagrodzenia personelu
zatrudnionego w podmiotach medycznych sprawita, ze projektujac systemy wyna-
grodzefi w tych podmiotach, zwraca si¢ uwage na dwa kluczowe postulaty. Pierwszy
to zachowanie elastycznoSci w ukfadzie elementow sktadajacych si¢ na system
wynagrodzefi personelu medycznego (Grimshaw 2000), a drugi — implementacja
zasady proefektywnoSciowego uktadu elementéw wynagrodzenia (Meker i Barlas
2015). Realizacja tych postulatéw doprowadzita do tego, ze w wielu krajach rozwi-
nietych podjeto sie reformy systeméw wynagrodzeni w ochronie zdrowia. GIéwnym
przyktadem kraju, w ktérym przeprowadzono taka reforme, jest Wielka Brytania,
przy czym podobne rozwigzania zastosowano rowniez w USA, we Wtoszech czy
w Turcji. W Polsce takze zdecydowano si¢ na implementacj¢ rozwigzan uwzgled-
niajacych powyzsze zasady, jednak zastosowano je gléwnie wobec lekarzy zatrud-
nianych na podstawie elastycznych form zatrudnienia — tzw. kontrakty.

Implementacja zasad elastycznosci i proefektywnosci wytacznie wobec perso-
nelu lekarskiego nie jest charakterystyczna jedynie dla polskiego systemu zdrowia.
Analizujac literature przedmiotu, wyraZnie zauwaza si¢, ze wynagradzanie za efekty
— poniewaz do tego sprowadza si¢ zastosowanie wskazanych zasad — w zdecydo-
wanej mierze, niezaleznie od kraju, dotyczy bardziej lekarzy niz pielegniarek (Leatt
i Schneck 1984, Groshen i Krueger 1990). Wiaze si¢ to przede wszystkim z tym,
ze wérdd personelu medycznego zatrudnianego na podstawie elastycznych form
zatrudnienia dominuje personel lekarski. Pozostaty personel medyczny zatrudniany
jest w przewazajacej mierze na podstawie nieelastycznych form zatrudnienia,
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tj. umowy o prace!. W literaturze przedmiotu zwraca si¢ jednak uwage na to, ze
ze wzgledu na rosngcg presj¢ decydentéw politycznych na efektywno$¢ podmiotow
Swiadczacych ustugi medyczne coraz wigcej z nich podejmie decyzje o zastoso-
waniu wynagradzania za efekty wobec innych grup personelu medycznego, w tym
przede wszystkim pielegniarek (Bodrock i Mion 2008).

Podczas analizy stosowanych w przypadku lekarzy rozwigzan dotyczacych
ich wynagradzania istotne jest okreslenie, do czego sprowadza si¢ wspomniane
juz wczes$niej wynagradzanie za wyniki lub efekty i jakie sg jego skutki. Warto
zaznaczyC, z uwagi na ilo§¢ publikacji w tym zakresie, ze w anglojezycznej lite-
raturze przedmiotu wykorzystuje si¢ terminy performance pay, pay for perfor-
mance, performance-related pay. Termin performance nie jest tu jednak stosowany
w ujeciu holistycznym (por. Buchelt 2017), poniewaz odnosi si¢ on najczg¢sciej do
osiggniecia zdefiniowanych wczedniej wskaznikow iloSciowych. W wielu krajach
poziom wynagrodzenia pojedynczego specjalisty silnie zalezy od liczby prze-
pracowanych w tygodniu godzin. Lekarze moga mie¢ pewien stopien swobody
w ustalaniu liczby godzin pracy. Przyktadowo, w Anglii praca powyzej 40 godzin
tygodniowo jest optacana dodatkowo za kazdg czterogodzinng. W Holandii lekarze
moga pracowac dodatkowo do 52 godzin, a w Niemczech do 58 godzin tygodniowo
(Quentin i in. 2018). W USA wynagrodzenie lekarzy przewaznie przyznawane
jest na podstawie wskaznikéw wolumenowych (wynikowych), czyli na podstawie
punktéw wygenerowanych za oferowane §wiadczenie medyczne fee for service
(FES). Jest to model, ktéry zyskal popularnos$¢ rowniez w Polsce.

Wynagradzanie lekarzy za efekty ma juz kilkudziesigcioletnig tradycje, co
sprawia, zZe na podstawie analizy literatury przedmiotu mozna wskaza¢ jego zasad-
nicze wady i zalety. Tych pierwszych jest wiecej niz drugich. Podstawowg wada
wynagradzania lekarzy za wyniki jest realizowanie przez nich jak najwigkszej
liczby §wiadczen medycznych, a w konsekwencji pojawienie si¢ zjawiska homo
economicus. Samo zjawisko nie jest z zalozenia negatywne, poniewaz odnosi si¢
do akceleracji Swiadczen medycznych przez lekarzy motywowanych czynnikami
ekonomicznymi (wzrostem przychodéw z pracy)?, jednak konsekwencje jego wystg-

! Pojawiajgcy si¢ w literaturze przedmiotu argument dotyczgcy uzaleznienia implementacji
zasad elastycznoSci i proefektywnosci od formy zatrudnienia jest dyskusyjny, poniewaz w praktyce
organizacji biznesowych obie zasady s3 stosowane niezaleznie od formy zatrudnienia pracownikow.
Nalezy jednak podkredli¢, ze w wigkszosci krajow Unii Europejskiej na ksztatt rozwigzan w zakre-
sie zarzadzania zasobami ludzkimi, w tym przede wszystkim wynagrodzen, wptywaja nie tylko
akty normatywne dotyczace sensu stricto tego sektora, lecz takze wyraZna dziatalno$¢ organizacji
zwigzkowych, ktérej konsekwencja sa uktady zbiorowe. Sektor ochrony zdrowia jest sektorem
publicznym, co réwniez ma niebagatelne znaczenie, jesli chodzi o adaptacje rozwigzan dotyczacych
wynagradzania personelu zatrudnionego w podmiotach, ktére udzielaja Swiadczeh medycznych.

2 Termin homo economicus uzywany jest réwniez w odniesieniu do osoby racjonalnie podej-
mujacej decyzje — w takim wypadku ma mniej negatywne konotacje (zob. Struzyna 2008, s. 44).
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pienia tak. Che¢ osiggnigcia wyzszych przychodéw finansowych nierzadko sprawia,
ze lekarze decyduja sie na wielogodzinng prace bez odpoczynku?. Prowadzi to do
wyczerpania fizycznego i psychicznego, czego skutkiem moze by¢ wypalenie zawo-
dowe, a w niektérych przypadkach nawet $mieré*. Innymi dysfunkcjami wynikaja-
cymi z zastosowania rozwigzaf opartych na wynagradzaniu za efekty sa (Grimshaw
2000, Meker i Barlas 2015, Taylor 2015, Quentin i in. 2018):

— generowanie nadwyzek niektorych §wiadczen medycznych, szczegdlnie tych
bardziej dochodowych, a w konsekwencji powstanie nieuzasadnionych réznic
w dochodach migdzy specjalistami®,

— skrécenie czasu realizacji ustugi medycznej, co moze skutkowa¢ obnizeniem
jej jakosci,

— zmniejszenie si¢ poziomu zaangazowania lekarzy w funkcjonowanie podmiotéw
leczniczych oraz czgdciowa utrata mozliwoSci kontroli ich pracy, szczegdlnie przy
zastosowaniu elastycznych form zatrudnienia,

— pojawienie si¢ konfliktéw pomiedzy przedstawicielami réznych grup perso-
nelu medycznego, wynikajacych z ewidentnych rozbieznoSci ptacowych,

— koncentracja na realizacji ustug medycznych przy jednoczesnym ograniczeniu
aktywnoSci ukierunkowanej na rozwdj kompetenciji nie tylko specjalistycznych, ale
takze pozaspecjalistycznych.

Wynagradzanie za efekty na podstawie ilo§ci wykonanych procedur lub zwiek-
szonej liczby godzin pracy ma réwniez swoje zalety, ktdre sprawiajq, Ze rozwigzanie
to jest powszechnie stosowane. Najwazniejsze z nich odnosza si¢ do funkcjono-
wania systemu ochrony zdrowia i rozwigzuja, przynajmniej pozornie, kluczowe
problemy zdecydowanej wigkszoSci tych systemdw, jakimi sg niedobdr lekarzy oraz
dostep do Swiadczen zdrowotnych. Wynagradzanie lekarzy za wykonang ustuge
medyczng lub (i) ponadwymiarowy czas pracy zwigksza mozliwoS¢ skorzystania

3 Z badaf przeprowadzonych w 2020 r. na grupie 2144 lekarzy wynika, ze zdecydowana
wigkszo$¢ respondentéw pracuje ponadnormatywnie. Co piaty respondent pracuje 41-50 godzin
w tygodniu (22%). Réwnie wysoki jest odsetek osdb, ktérych tygodniowy wymiar pracy wynosi
51-60 godzin (21%). 15% badanych pracuje w ciggu tygodnia 61-70 godzin, a 8% od 71 do 80
godzin. Tygodniowy czas pracy pozostatych 8% respondentéw wynosi natomiast ponad 80 godzin
(Buchelt, Kowalska-Bobko i Mastyk 2021).

4 W Polsce znane sg przypadki $mierci lekarzy na stanowisku pracy, spowodowanej wyczerpa-
niem wynikajacym z przepracowania (zob. m.in. Raducha 2019).

5 Przewarto$ciowanie lub niedowartosciowanie wyceny $wiadczefi specjalistycznych wptywa
na decyzje mtodych adeptéw studiow medycznych co do wyboru §ciezki specjalizacyjnej. Poziom
wynagrodzenia jest jednym z pigciu najwazniejszych czynnikéw majacych wptyw na wybor specja-
lizacji (zob. m.in. Brzozowski i Jaroszyfiski 2014).
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przez pacjentow ze $Swiadczenia zdrowotnego w krétszym czasie®. Innymi zaletami
analizowanego rozwigzania s3 (Grimshaw 2000, Meker i Barlas 2015, Taylor 2015):

— mozliwo§¢ wykonywania duzej iloSci powtarzajacych si¢ procedur, ktére
pozwalaja na poszerzenie wiedzy praktycznej i doskonalenie umiejetnosci,

— powtarzalno§¢ procedur utatwiajaca analizg ich czasochtonnosci,

— specjalizacja w realizacji wykonywania danego zestawu procedur medycznych,
pozwalajaca na zwigkszenie wolumenu Swiadczonych ustug,

— elastyczno$¢ udzielanych §wiadczen,

— zwigkszenie przychodéw wskutek akceleracji wolumenu procedur medycz-
nych, a co za tym idzie — zwigkszenie zyskéw podmiotu medycznego.

Swiadomos§é wad i zalet wynagradzania lekarzy za efekty przyczynita si¢
do pojawienia si¢ w literaturze przedmiotu innych mozliwych do zastosowania
rozwigzaf. Jednym z nich jest koncepcja wynagradzania oparta na wartoSciach,
tzw. value-based compensation (Bunkers i in. 2016). W koncepcji tej proponuje
si¢, aby personel lekarski wynagradzaé, przynajmniej czeSciowo, za dziatania
spojne z warto$ciami, jakimi kieruje si¢ dany podmiot medyczny. Niemniej jednak
wyniki szczegdlowej analizy tego rozwigzania wskazujg, ze niewystarczajgcy
nacisk kfadziony jest na aspekt kluczowy dla jakoSci ustugi medycznej, jakim jest
permanentny rozwdj kompetencji medycznych i pozamedycznych personelu lekar-
skiego (Buchelt 2017). Innym rozwigzaniem jest stosowane juz w niektérych krajach
wynagrodzenie pakietowe. I tak w Szwajcarii pakiety wynagrodzef obejmuja,
oprécz ptacy zasadniczej, premie uzaleznione od wykonywanych przez poszcze-
g6lnych specjalistow ustug, ktérych udziat stanowi od 30% do 40% ich catkowitych
dochodéw (Quentin i in. 2018). W Wielkiej Brytanii tworzenie pakietu wynagro-
dzen wigze si¢ z nagradzaniem wielowymiarowego wktadu specjalistow w wyniki
szpitali, a nie opiera si¢ na wskaznikach iloSciowych. W oferowanych wynagrodze-
niach uwzglednia si¢ poziom specjalizacji lub hierarchii lekarza, co wspiera zaan-
gazowanie specjalistow w dodatkowe wymiary pracy klinicznej (Bloor i Maynard
2012). W brytyjskich podmiotach medycznych oferowane sg réwniez nagrody
za tzw. doskonato$¢ kliniczng — specjaliSci sktadaja do komitetéw lokalnych lub
krajowych wnioski, w ktérych wykazuja swoje osiggnigcia w odniesieniu do wielu
kryteridow, takich jak opieka nad pacjentem, przywodztwo zawodowe, doskona-
lenie organizacji ustug, praktyki oparte na dowodach, badania czy uczenie innych;

6 Zaréwno w Polsce, jak i w innych krajach Unii Europejskiej czas oczekiwania na $wiadcze-
nie zdrowotne rézni si¢ ze wzgledu na charakter potrzeby zdrowotnej (procedury akutywne vs.
mniej pilne). Czas oczekiwania na wizyte u specjalisty zalezny jest natomiast od rodzaju specjali-
zacji. Wedtug raportu dotyczacego zmian w dostepie do gwarantowanych §wiadczen zdrowotnych
w Polsce (Barometr WHC... 2022) Sredni czas oczekiwania na gwarantowane Swiadczenie medyczne
w polskim systemie ochrony zdrowia w ciggu ostatniej dekady wydtuzyt sie. W 2022 r. wynosit on
3,6 miesiaca. Czas oczekiwania na wizyte u specjalisty wynosit z kolei 4,1 miesigca w 2022 r. oraz
2,9 miesigca w 2021 .
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prawie 50% sktadajgcych wniosek otrzymuje nagrode (Quentin i in. 2018). Nalezy
dodag, ze konkretna kombinacja réznych sktadnikow wynagrodzefi jest wynikiem
historycznych zmian i tradycji w danym kraju (Robinson 2001). W krajach o silnej
hierarchicznej organizacji pracy specjalistow w podmiotach medycznych, takich jak
Francja, Niemcy czy Szwajcaria, pozycja lekarza w hierarchii jest waznym czynni-
kiem determinujacym strukture pakietu wynagrodzen, z kolei w Wielkiej Brytanii
czy Holandii nie ma to tak duzego znaczenia’.

4. Propozycja struktury catkowitego wynagrodzenia lekarzy

Z integratywnej analizy literatury przedmiotu wynika, ze dotychczasowe
rozwigzania w zakresie wynagradzania lekarzy nie tylko nie sprzyjaja poprawie
jakosci ustug medycznych, ale takze moga dziata¢ demotywujaco, przyczyniajac
sie do zmniejszenia zaangazowania lekarzy oraz identyfikacji z zatrudniajacymi
ich podmiotami medycznymi (Beckham i in. 2015, Lega i Sartirana 2016). Préby
zmiany sposobu wynagradzania lekarzy sa krokiem w dobrym kierunku, lecz nadal
niewystarczajacym, poniewaz pomijaja one dwie istotne determinanty szeroko
pojmowanego performansu lekarzy®: specyfike profesji lekarskiej oraz procesu
pracy lekarzy.

Lekarze zaliczani sg do kategorii tzw. silnych profesji. Ich gtéwne cechy to
(Ackroyd 1996, Daniluk 2004, Petrides i McManus 2004, Chen, Liu i Hwang 2011,
Beckham i in. 2015, Lega i Sartirana 2016, Buchelt 2017):

— autonomia,

— silna wiez z profesja,

— ched i obowigzek permanentnego doskonalenia wiedzy.

Praca lekarzy to praca o charakterze akutywnym, skoncentrowana gtéwnie
wokot zadan, takich jak odpowiednia diagnoza, podjgcie dziatania interwencyj-
nego i(lub) zalecenie terapii (Garman, Leach i Spector 2006). Lekarze ponosza
pelng odpowiedzialnos$¢ za decyzje podejmowane w procesie leczenia, przy czym

7 W Polsce stosowane sg dwa podej$cia do wynagradzania lekarzy, uzaleznione od formy zatrud-
nienia. Struktura wynagrodzenia lekarzy zatrudnionych na podstawie umowy o prace obejmuje ptace
zasadniczg oraz dodatki za staz, a takze petnione funkcje kierownicze. Placa zasadnicza zalezna jest
od zajmowanego stanowiska bedacego pochodng poziomu specjalizacji. Wysoko§¢ wynagrodzenia
w duzej mierze dyktowana jest adekwatnymi regulacjami prawnymi. Od 1 lipca 2023 r. lekarz ze spe-
cjalizacja powinien zarabia¢ brutto 9201,92 z1, lekarz bez specjalizacji 7551,91 zi, a lekarz stazysta
6028,84 zt (Tyle zarobi lekarz... 2023). W przypadku zatrudnienia na podstawie elastycznych form
zatrudnienia, np. kontraktu medycznego, lekarze wynagradzani sg za liczbe przepracowanych godzin
lub zrealizowanych §wiadczefi medycznych.

8 Autorki §$wiadomie wykorzystaty termin ,,perfomans”, ktéry — jak dowodzi B. Buchelt (2017) —
nie jest neologizmem w jezyku polskim, poniewaz stosowany jest juz od lat w teatrologii. Uzycie go
ma na celu zwrécenie uwagi na wielowymiarowy konfiguracyjno-procesowy charakter zarzadzania
efektywnoScig pracy personelu medycznego, w tym przede wszystkim lekarzy i pielegniarek.
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zaréwno w tradycji tej profesji, jak i w praktyce wazna jest rowniez wspdipraca
w zespole, czyli konsylia lekarskie. Patrzac przez pryzmat procesu zarzadzania
performansem: kompetencja — zachowanie — efekt (Buchelt 2017), prace lekarzy
mozna ustrukturyzowac w nastgpujacy sposob (zob. rys. 2):

— kompetencje — o skutecznoSci procesu Swiadczenia medycznego decyduja
kompetencje personelu medycznego, zaréwno te specjalistyczne, jak i pozaspecjali-
styczne (np. odpowiednia komunikacja, wspo6tpraca w zespole, umiejetnosci anali-
tyczne czy umiejetno$¢ organizacji pracy). Ich aktualno$¢ determinuje zachowania
na stanowisku pracy lekarza;

— zachowanie — diagnoza i terapia to z punktu widzenia zarzadzania perfor-
mansem pracowniczym zachowanie na stanowisku pracy;

— efekt — to skuteczna diagnoza, terapia i (lub) dziatanie interwencyjne; ilo§¢
zrealizowanych procedur medycznych (udzielonych §wiadczef) oraz ich skutecz-
no$¢. Skuteczno$¢ determinowana jest jednak tak duza iloScia zmiennych, takich
jak np. praca personelu pielegniarskiego (opieka nad chorym), zachowanie pacjenta
czy praca innych profesjonalistéw medycznych, ze trudno uznac ja za miernik efek-
tywnoSci pracy lekarzy.

KOMPETENCIJE
e ZACHOWANIE EFEKT
Kompetencje specjalistyczne . . . Diagnoza i terapia (dziatanie
Kompetencje pozaspecjalistyczne Dilagnoza 1 Ferapla, ) interwencyjne) oraz ilo$é
sprzyjajace realizacji zadan w tym interwencja polegajaca i skuteczno$¢ zrealizowanych
na stanowisku pracy na zabiegu chirurgicznym procedur medycznych

Rys. 2. Procesowe ujecie pracy lekarzy

Zrédto: opracowanie wlasne.

Ustrukturyzowanie procesu pracy lekarzy prowadzi do wskazania kluczowych
obszaréw jej efektywnoSci, a mianowicie:

— permanentnego rozwoju kompetencji specjalistycznych,

—adekwatnego do potrzeb podmiotu medycznego rozwoju kompetenciji pozaspe-
cjalistycznych,

— realizacji zdefiniowanej liczby procedur medycznych.

Dokonana synteza wiedzy na temat specyfiki tej profesji oraz pracy lekarzy
pozwala zaproponowac rozwigzania dotyczgce wynagradzania tej grupy profesjona-
listéw. Stosujac te rozwigzania, odchodzi si¢ od wynagradzania ich tylko za efekty
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iloSciowe, a wspiera te zachowania, ktdre odnoszg si¢ do osiggania celéw o charak-
terze jakoSciowym (gtéwnie rozwoju kompetencji). Zatozeniem wyjSciowym
propozycji struktury wynagrodzenia lekarzy, ktéra z jednej strony wpisuje si¢
w koncepcje fotal reward, a z drugiej performance management, jest dazenie do
stymulowania zachowan proefektywnoSciowych, tak aby lekarze koncentrowali
sie na zachowaniach prowadzacych do realizacji celéw jakoSciowych, a nie iloscio-
wych (jak ma to miejsce w konsekwencji funkcjonowania aktualnych rozwigzan
w zakresie wynagradzania).

Stymulowanie zachowan proefektywnoSciowych wymaga jednak odpowied-
niej konfiguracji bodZcéw niematerialnych i materialnych. Jak juz wspomniano,
wynagrodzenie lekarzy powinno by¢ uzaleznione przede wszystkim od osiggania
celéw jakoSciowych oraz ilo§ciowych. Nalezy pamigtaé o tym, Ze struktura wyna-
grodzenia jest wyraznym sygnatem dla pracownikéw, co dla organizacji jest istotne.
Jesli zatem przyjmiemy, ze dla podmiotéw medycznych warunkiem kluczowym
pracy lekarzy jest realizacja celow dotyczacych: permanentnego rozwoju kompe-
tencji specjalistycznych (indywidualne lub zespotowe oraz zarzadzanie wiedza),
rozwoju kompetencji pozaspecjalistycznych wynikajacych z potrzeb danej organi-
zacji czy ilo8¢ zrealizowanych procedur lub przepracowanych godzin pracy, ktérym
towarzyszy motywacja, zaangazowanie i identyfikacja personelu lekarskiego
z zatrudniajagcymi ich podmiotami, to wynagrodzenie lekarzy odnoszace si¢ do
zewnetrznych motywatoréw powinno obejmowac:

— place zasadniczg uzalezniong zaréwno od kompetencji pracownika (poziomu
specjalizacji, ukonczonych kurséw oraz szkolefl), jak i stazu pracy w danym
podmiocie medycznym; jej poziom powinien by¢ ustalany poprzez analiz¢ stawek
rynkowych i powinien by¢ okresowo aktualizowany,

— dodatki do wynagrodzenia za pelnienie funkcji menedzerskich, opieke nad
nowo zatrudnionymi pracownikami, prowadzenie szkolefi wewngtrznych oraz prace
projektowa,

— premie i (lub) nagrody za realizacje celéw iloSciowych i jakoSciowych, przy
czym ich wymiar nalezy ustali¢ tak, aby sprzyjaly one dziataniom zwigzanym
z rozwojem 1 dyfuzji wiedzy, a nie wyltacznie osigganiu celéw iloSciowych,

— benefity (Swiadczenia pracownicze) odpowiadajace jasno zdefiniowanym
potrzebom lekarzy, takim, przede wszystkim jak zachowanie réwnowagi migdzy
zyciem osobistym a zawodowym, dbanie o zdrowie fizyczne i psychiczne czy
zwiekszenie komfortu pracy i obniZenie stresu zwigzanego z wykonywaniem pracy;
jest to wazny aspekt wynagradzania lekarzy, ktéry bywa zaniedbywany.

Wymienione elementy wynagrodzenia pozwalaja na optacenie kompetencji
i wysitku pracy specjalistow, a takze zapewnienie im poczucia bezpieczefistwa oraz
higieny pracy. Z punktu widzenia pracodawcy umozliwiaja one natomiast pozy-
skanie i utrzymanie lekarzy.
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W koncepcji wynagrodzenia catkowitego zestaw bodZzcéw materialnych powi-
nien by¢ uzupetniony o bodZce o charakterze niematerialnym. Oprdécz typowo
motywacyjnych instrumentéw kluczowe w przypadku profesji medycznych jest
tworzenie szeroko rozumianego wspierajacego Srodowiska pracy, doskonalenie
procedur zarzadzania ludZmi oraz usprawnianie proceséw pracy. Proponowany
zestaw takich bodZcéw obejmuje m.in.:

— dostarczanie informacji zwrotnej na temat wykonywanej pracy,

— publiczne docenianie dziataf ukierunkowanych na rozwoj kompetencji (Gumus
iin. 2011),

— podejmowanie dziatah zmierzajacych do zachowania réwnowagi miedzy
zyciem zawodowym a osobistym i kreowania dobrostanu pracownikdéw,

— elastyczny czas pracy,

— tworzenie specjalnych warunkéw pracy dla os6b wyrézniajacych sie efektyw-
noScig pracy (talentéw) (Buchelt 2018),

— dbato$¢ o rozwdj kompetencji menedzerskich kadry kierowniczej podmiotéw
medycznych, tzw. hybryd-menedzeréw, ktérzy na biezgco zarzadzajg podlegtymi
grupami pracownikow i bezposrednio wptywaja na ich efektywnosc¢ pracy (Buchelt
2017),

— zapewnienie mozliwoSci i efektywnych narzedzi komunikacji wewnatrz orga-
nizacji i poza nig (sie¢ wspétpracy np. z podmiotami o wyzszym poziomie referen-
cyjnym).

Powyzsze sktadniki stanowig raczej ogélng propozycje struktury catkowitego
pakietu wynagrodzen profesjonalistow medycznych. Uwzgledniono w niej specy-
fike pracy tej grupy zawodowej oraz realizacj¢ najwazniejszych celéw pracodawcow.
Konieczne wydaje si¢ przeprowadzenie dalszych badan dotyczacych potrzeb i ocze-
kiwaf samych lekarzy oraz wskazujacych na mozliwoSci wdrazania koncepcji TR
w polskiej ochronie zdrowia.

5. Podsumowanie

Lekarze to jedna z kluczowych grup personelu medycznego funkcjonujaca
w systemie ochrony zdrowia, ktéra jednoczesnie jest najrzadziej rozpatrywana
w naukach o zarzadzaniu i jakoSci. Ograniczona liczba publikacji naukowych
w tym zakresie sktonifa autorki do przeprowadzenia badan, w ktérych skoncentro-
wano si¢ na wynagradzaniu lekarzy. Jest to obszar kluczowy dla funkcjonowania
podmiotéw medycznych, wyraznie pomijany w dyskursie dotyczacym zarzadzania
pracownikami w ochronie zdrowia. Powodem takiego stanu rzeczy moze by¢ to,
ze kompleksowa rekonstrukcja systemu wynagradzania personelu lekarskiego
wymaga fundamentalnej zmiany w realizacji funkcji personalnej — dotyczy
to zwlaszcza organizacji dziatajacych w polskim systemie ochrony zdrowia.
Z przeprowadzonej analizy literatury przedmiotu wynika, ze aktualnie stosowane
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rozwigzania w zakresie wynagradzania lekarzy, oparte na iloSci zrealizowanych
procedur lub przepracowanych godzin pracy, nie wspieraja szeroko pojmowane;j
efektywnoSci ich pracy, a takze moga by¢ szkodliwe w dtuzszej perspektywie
zaréwno dla lekarzy, jak i dla calego systemu ochrony zdrowia. Inne proponowane
przez badaczy rozwigzania w tym zakresie mogg eliminowaé dysfunkcje pay for
performance, lecz w niedostatecznym stopniu, poniewaz nie tylko nie odnoszg si¢
do specyfiki profes;ji lekarskiej czy procesu pracy lekarzy, ale takze nie uwzgled-
niajg holistycznego podejScia do ksztattowania wynagrodzef, jakim jest koncepcja
total rewards. Majac to na uwadze, w artykule zaproponowano zestaw sktadnikéw
catkowitego wynagrodzenia, odnoszacy si¢ zaréwno do cech profesji lekarskiej, jak
1 do procesu pracy lekarzy. Wskazano, ze prawidtowa konstrukcja wynagrodzenia
lekarzy powinna obejmowaé celowo dobrane instrumenty motywacyjne z punktu
widzenia najwazniejszych celéw i potrzeb pracodawcy i pracownikéw. Oznacza to
odpowiedni zestaw motywatoréw materialnych (ptacy zasadniczej, premii i (lub)
nagréd, dodatkéw czy benefitow) oraz motywatoréw niematerialnych (kreowania
mozliwosci szeroko pojmowanego rozwoju, zarzadzania talentami i wspierajacego
Srodowiska pracy pozwalajacego na zachowanie rownowagi migdzy zyciem zawo-
dowym a osobistym, efektywne komunikowanie si¢ czy przywédztwo). Przepro-
wadzone badania oparte na analizie literatury przedmiotu stanowig teoretyczne
rozwazania autorek, wskazane bytoby dokonanie dalszych analiz w tym zakresie.
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STRESZCZENIE

Cel: OkreSlenie wyzwan dla nauki zarzadzania zasobami ludzkimi (ZZL), ktére wylaniaja si¢
z analizy treSci ofert firm konsultingowych zajmujacych si¢ doskonaleniem ZZL.

Metodyka badan: Analizg treici ofert internetowych polskich firm konsultingowych oparto
na ogélnych wytycznych do badafi jakoSciowych, sformutowanych przez J. Saldang (2011),
K. Charmaz (2009) i D. Silvermana (2007).

Wyniki badan: Na podstawie analizy treSci ofert internetowych polskich firm konsultingo-
wych zajmujacych si¢ doskonaleniem ZZL wyodrebniono pigé kategorii i cztery wymiary, ktére
odzwierciedlaja zagadnienia uznawane przez konsultantéw za kluczowe dla praktykéw. Wyniki
te w oryginalny sposéb porzadkuja i rozszerzaja zagadnienia ZZL.

Whioski: Laczne uwzglednienie zidentyfikowanych kategorii i wymiaréw pozwala wskazac
trzy tematy, ktore stanowig wyzwanie dla tzw. nowej normalno$ci ZZL, zaréwno dla praktykow,
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jak 1 teoretykow. Sg nimi: 1) naturalizacja jezyka ZZL, 2) ukryta logika procesu doskonalenia
i jej konsekwencje, 3) wyzwania poznawcze, ktére przekraczaja prosty mechanizm adaptacji
teorii do praktyki.

Wkilad w rozwdj dyscypliny: Przedstawione wyniki badafh wzbogacaja wiedz¢ o aktualne
informacje na temat kluczowych, zdaniem konsultantéw, elementéw doskonalenia ZZL.. Zidenty-
fikowane kategorie i wymiary, porzadkujace treS¢ ofert, s3 odmienne od prezentowanych w innych
pracach poSwieconych problematyce ZZL. Na podstawie badan okres§lono dwa gtéwne wyzwania
badawcze. Pierwsze dotyczy kierunku metod analizy rzeczywisto$ci organizacyjnej i zarzadcze;.
Proponuje si¢ w tym zakresie mySlenie oparte na analogii kalejdoskopu. Jest ono odmienne od
postulatu wielowymiarowosci, ztozonoSci i interdyscyplinarnoSci. Drugie wyzwanie odnosi si¢
do waloryzacji wiedzy teoretycznej poprzez mechanizm rynkowy firm konsultingowych. Zagad-
nienia te nie zostaly dostatecznie opisane w literaturze.

Typ artykulu: oryginalny artykut naukowy.

Stowa kluczowe: zarzadzanie zasobami ludzkimi (ZZL), luka pomiedzy teorig i praktyka,
konsulting, wyzwania poznawcze i metodyczne.

Klasyfikacja JEL: M12.

ABSTRACT

Objective: To identify the challenges theorists of HRM face. Such challenges are hidden in the
content of HRM consulting firm offers.

Research Design & Methods: The analysis of the content of online offers of Polish consulting
firms was based on general guidelines for qualitative research formulated by Saldana (2011),
Charmaz (2009), and Silverman (2007).

Findings: The analysis of the content of the offers revealed five categories and four dimensions
considered by consultants to be of key importance to practitioners. These results organise and
extend HRM issues in an original way.

Implications/Recommendations: The synthesis of the categories and dimensions identified
points to three topics that are emerging as a challenge for the “new normal” in HRM:
1) naturalisation of the language used in HRM, 2) the hidden logic of the improvement process
and its consequences, 3) cognitive challenges that go beyond the concept of the simple mechanism
of adapting theory to practice.

Contribution: The research results contribute to the knowledge base on key challenges
consultants see for improving HRM. The categories and dimensions of HRM improvement
uncovered in the study differ from those discussed in other studies. Two new challenges for
practitioners and researchers have emerged. The first concerns how to go about improving
methods of analysing organisations and their management. In this respect, kaleidoscope-like
thinking is recommended. Such an approach differs from thinking based on multidimensionality,
complexity, and interdisciplinarity. The second challenge concerns improving theoretical
knowledge by considering the practice of consulting companies working on the market. These
issues have not been sufficiently described in the literature.



Wyzwania wspétczesnego zarzadzania zasobami ludzkimi... 137

Article type: original article.

Keywords: Human Resources Management (HRM), theory-practice gap, consulting, cognitive
and methodological challenges.

1. Wprowadzenie

Problem praktycznoSci teorii zarzadzania i jego subdziedzin, w tym zarzadzania
zasobami ludzkimi (ZZL, HRM), jest systematycznie podejmowany w opracowa-
niach naukowych (Rynes i in. 2001, Jabtonski 2016, Roegman i Woulfin 2019).
Wynika to nie tylko ze zmieniajacego si¢ kontekstu zastosowan nauki, ale rowniez
z samej jej natury. Nawet jezeli uzna si¢, ze wyr6zniki naukowosci ZZL wspolgraja
z charakterem teorii Sredniego zasiggu (Merton 1968), to takie przyporzadkowanie
nie jest rownoznaczne z aktualnym w danej chwili praktycznym zastosowaniem
wskazan teoretycznych, a jedynie empiryczng naturg dowodu. Epistemologia prak-
tycznoSci nauki jest ztozona i wymaga glebokiego namystu (Realin 2007). Efektem
takiej refleksji moze by¢ propozycja jednoczaca lub trwale separujgca obie sfery:
dazenie do arbitrazu lub transferu teorii do praktyki i odwrotnie (Van De Ven
i Johnson 2006). Jeszcze inng mozliwoS$cig jest uczynienie z praktyki przedmiotu
teorii, ktéra ma pomaga¢ menedzerom z wigksza jasnoscig dostrzec i zrozumie¢
codzienne czynnosci (Feldman i Worline 2016, s. 305).

W artykule podjeto wysitek witaczenia si¢ do dyskusji, ktéra ma pomoc
w tworzeniu teorii ZZL w powiazaniu z wyzwaniami praktyki. Wybierajac
spos$réd wskazanych przez A.H. Van De Vena i P.E. Johnsona (2006) propozycii,
skupiono si¢ na kwestii transferu wiedzy. Odbywa si¢ on poprzez dziatalno$¢ wielu
podmiotéw, takich jak szkoty, wydawnictwa, stowarzyszenia profesjonalne i inne.
W niniejszych badaniach szczegdlng uwage skierowano na konsulting, poszukujac
odpowiedzi na pytanie: Jakie wyzwania dla nauki zarzadzania zasobami ludzkimi
ukryte sg w treSci polskojezycznych ofert firm konsultingowych pracujacych na
rzecz doskonalenia praktyki ZZ1?

Celem badan jest identyfikacja wyzwan dla nauki ZZL, ktére wylaniajg si¢
z analizy treSci tych ofert. Realizacja celu pozwolita w dalszej kolejnoSci na:
1) oceng¢ tych wyzwan w kategoriach nowej normalnoS$ci oraz 2) wypracowanie
sugestii, ktére moga przyblizy¢ problematyke badan naukowych do wskazywanych
przez konsultantéw oczekiwan praktyki. Przyjeto przy tym, ze nowa normalno$é
to stan, w ktérym ,,aktualna sytuacja, zwyczaj spoteczny itp., réznigcy si¢ od tego,
czego doswiadczyliSmy, lub od tego, co istniato wczesniej, staje si¢ oczekiwany
w przysztosci jako zwykty lub typowy” (Dictionary.com 2022, thum. J.S.). Sytuacja
ta ,,kiedyS byta niezwykta, ale teraz jest tym, czego nalezy si¢ spodziewac” (Oxford
Learner’s Dictionaries 2022, ttum. J.S.).
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W pierwszej czesci artykutu zaprezentowano wyniki narracyjnego przegladu
literatury dotyczacej roli konsultingu w zarzadzaniu. Do studidw wybrano opraco-
wania przekrojowe i przeglady systematyczne. Ustalono, ze sama analiza ofert nie
byta dotad prowadzona. W nastepnej czgSci zaprezentowano zalozenia metodyczne
badania, opisano otrzymane wyniki i przedstawiono wnioski. Opracowanie zamyka
dyskusja i opis gléwnych wyzwan. Autor moze udostepnié zainteresowanym mate-
riat Zrédiowy.

2. Zarys roli konsultingu w taczeniu teorii z praktyka

Historia firm konsultingowych w doskonaleniu organizacji rozpoczyna si¢ wcze-
$niej niz uznany czas narodzin naukowej organizacji pracy (Ludwicki 2016), a przy-
ktady twdrczej aktywnoSci takich firm jak Boston Consulting Group czy McKinsey
sq uwazane za znaczace przez wiele Srodowisk zarzgdzania. Tak zwana wielka
czworka korzysta z dostepu do danych i do§wiadczen z catego Swiata, co daje jej
przewage konkurencyjna. Stad tez oferta tych firm rézni si¢ od oferty mniejszych
konkurent6w, ale regionalni dostawcy réwniez sg obecni na rynku. Ich oferta skfada
sie na nowg normalno$¢. Na ustugi ,,wielkiej czworki” staé najwigksze organizacje,
ale praktyka konsultingu tworzona jest tez przez mniej znanych konsultantow.

Sam konsulting mozna definiowaé z perspektywy funkcjonalnej, atrybutowej,
strukturalnej oraz cech specyficznych procesu (Kubr 2002, rozdz. 1). W zarza-
dzaniu organizacja konsulting oznacza co§ wigcej niz dawanie rad, gdyz reali-
zuje cele o réznym charakterze. Mozna je utozy¢ w piramide: od dostarczania
informacji po doskonalenie organizacji i zarzadzania (Turner 1982). Konsulting
opiera si¢ na bezpoSrednim zaangazowaniu w dzialalno$¢ konkretnej organizacji.
Do form aktywnoSci konsultantéw nalezy udzielanie fachowych porad i wsparcia
oraz dostarczanie roznych ustug. AktywnoS¢ ta jest ukierunkowana na osiggniecie
pozytywnie oceniane przez praktykéw (Whats... 2023). Szkolenia czy treningi
petnig w konsultingu funkcj¢ pomocnicza, a nie kluczowa. Konsultanci odgrywaja
role poSrednika w przeptywie wiedzy pomiedzy praktyka i naukg — wprowadzaja
do organizacji wiedze po to, aby kierowac jej procesami i je wzmacnia¢ (Szeiner
i in. 2020). Te grupe zawodowa moga tworzy¢ zaréwno akademicy, jak i praktycy.
Kazdy konsultant musi posiadaé szczegdlne kompetencje i moze wystepowaé w roli
tertius iungens (taczacego) lub tertius gaudens (korzystajacego) (Bouwmeester,
Heusinkveld i Tjemkes 2021). Zadania konsultantéw mogg wykonywac takze osoby,
ktére nie sg ani akademikami, ani praktykami (np. osoby po studiach, prowadzace
doradztwo na podstawie wiedzy nabytej na studiach). Konsultanci, bez wzgledu na
swoje odmienne cechy, zwiekszaja lub zmniejszaja luke pomiedzy teorig i praktyka.

Praca konsultantéw musi by¢ akceptowana przez rynek, ma charakter bizne-
sowy, zatem kluczowym jej aspektem jest komunikacja z potencjalnym klientem
(Bellaaj 2014). Jedna z jej form jest oferta internetowa w tym zakresie, majgca swoje
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cechy regionalne i branzowe. Przeszukiwanie baz danych w celu zidentyfikowania
wynikéw naukowych analiz internetowych ofert firm konsultingowych dziatajacych
w domenie ZZL nie przyniosto wartoSciowych rezultatéw. Stad tez uznano, ze prze-
prowadzenie badania dotyczacego tego problemu moze dostarczy¢ oryginalnych
informacji, pozwalajacych na zainicjowanie petniejszego rozpoznania wyzwatf,
jakie dla nauki i praktyki stwarza konsulting w zakresie ZZL.

3. Podstawowe zatozenia metody badania

Celem badai byto ustalenie kluczowych kategorii i tematéw, ktére wytaniaja
si¢ z analizy treSci polskojezycznych ofert internetowych firm konsultingowych
z zakresu ZZL. Analizy prowadzono zgodnie ze wskazéwkami, jakie zapropono-
wali J. Saldana (2011), K. Charmaz (2009) i D. Silverman (2007). Postgpowanie
badawcze sktadato si¢ z kilku etapéw. Po pierwsze, w treSci zebranych ofert
poszukiwano stéw i fraz, ktére symbolicznie streszczaja i ewidentnie oddajg istote
danego fragmentu oferty. W procesie otwartego kodowania identyfikowano przede
wszystkim kody rzeczowe odczasownikowe (Glaser 1978). Jednostka analizy
byly fragmenty tekstu, ktére pozwalaly na odnalezienie ukrytego w ich treSci
znaczenia. W kolejnych etapach organizowano opracowany wstgpnie materiat,
uporzadkowano subkody i skoncentrowano kody wokét wytaniajacych sie kategorii
i ich wtasnoS$ci (Van Maanen 1979). Dalej podniesiono abstrakcje poziomu poje-
ciowego w celu uchwycenia kwestii konstrukcyjnych i relacyjnych i w ten sposéb
dokonano spostrzezefi teoretycznych (Charmaz 2009). Tak przygotowany materiat
zostal przeanalizowany pod katem wysitku badawczego, ktéry powinien zostaé
podjety w przysztoSci (wyzwaf), aby luka miedzy naukg i praktyka ZZL nie rosta.
W procesie kodowania nie udalo si¢ zachowac¢ Scistej metodyki proponowanej przez
poszczegdlnych twdércow podstaw badan jakoSciowych. Ograniczenie dla wniosko-
wania stanowita réwniez wiedza autora, ktéra wplywata na etykiety kodow, a dalej
ich uog6lnienia. Autor jednak starat si¢ unikac¢ schematu porzadkowania wedtug
kodéw teoretycznych zarzadzania.

Materiat do analizy byt gromadzony przez sformulowanie nastepujacych zapytafi
w przegladarce Google: ,,wyzwani* ZZL”; ,wyzwani* zarzadzani* zasobami ludz-
kimi”. Te wstepne zapytania prowadzily takze do oferty ustug okreSlanych frazami
,placowo-kadrowe”, ,,zarzadzanie talentami, beneficjami” itp. Dlatego tez zrezygno-
wano z osobnego zadawania szczegétowych pytan z zakresu poszczegdlnych zagad-
niefi ZZL. Badania zawgzono do stron polskojezycznych. Liczba przegladanych
adres6w byla ograniczona i zalezata od aktualnych zasad dziatania przegladarki.
Obecnie maszyna sama dokonuje wyboru adreséw na podstawie historii zainte-
resowafl uzytkownika. Dodatkowo uznano, ze porzadek wySwietlen jest wazna
informacja o wadze rynkowej danej oferty. Przyjeto takze, Ze interesujace sg oferty
zamieszczone z datami od 2019 r. Rézne zapytania powodowaty, Ze nalezato usunaé
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powtdrzenia z pierwszego otrzymanego zbioru. Kolejne kryterium selekcji mate-
riatu wynikato z wiaczenia do badan jedynie oferty firm konsultingowych, a nie
prac naukowych, blogéw itp. Juz na tym etapie wytonito si¢ pierwsze wyzwanie dla
badaczy, ktére zwigzane jest z pytaniem o zalezno$¢ pomigdzy réznymi kanatami
rozpowszechniania wiedzy naukowej wsrdd praktykow.

Po etapie wstepnej selekcji tekstow przekopiowano teksty kazdego z oferentow
do jednego dokumentu, a nastgpnie poddano je kodowaniu i kolejnym zadaniom
analitycznym. Przy kodowaniu i kategoryzowaniu zastosowano zasad¢ cofania si¢
do wczesniejszych ustalen.

Badania przebiegaly w nastepujacych krokach:

1. Zadanie zapytaf.

2. Wstepna selekcja polegajaca na poszukiwaniu oferty firm konsultingowych
w materiale zwréconym po zapytaniach.

3. Eliminacja powtérzen.

4. Przekopiowanie tresci oferty bez grafiki do jednego dokumentu.

5. Kodowanie, ustalanie kategorii i tematéw w cyklu zapetlen analizy.

6. Ustalenie koncowych wynikéw prac analitycznych.

7. Ocena wynikéw z perspektywy wyzwaf i nowej normalnoSci — konfrontacja
wylonionej wiedzy z pozyskang wczedniej przez autora wiedzg o teorii ZZL..

Tabela 1. Etapy procesu badawczego — kroki, na podstawie ktérych formutowano wnioski

Efekty procesu tworzenia danych

Kroki .. .
1 wnioskowania

Otwarte kodowanie — identyfikacja aktywnoSci | Przyktady wyprowadzonych kodéw:
proponowanych w ofercie identyfikacja firmy, automatyczne wyswietla-
nie, automatyczne ostrzeganie, przypominanie,
rejestracja czasu pracy

Identyfikacja watkéw drugiego rzedu opisu- Przyktady: intencjonalne uwidacznianie, auto-
jacych fragmenty oferty z uwzglednieniem wyta- | matyczna akcja/reakcja, automatyczne zbieranie
niajacych si¢ zagadnien i wiedzy badacza danych

Abdukcja — wnioskowanie oparte na poréwna- | Kategoryzacja materiatu zgodnie z wiedza
niu materiatu uzyskanego wczesniej z wiedza o zarzadzaniu i wiedzg z nauk pokrewnych
badacza pozyskang przez badacza

Przyktad uogélnien: tworzenie cyfrowego
Srodowiska, tworzenie projektu ZZL, zarza-
dzanie baza wiedzy

Sformutowanie wyzwan dla badaczy w kate- Przyktady zagadnienf: jezykowa wieloznacznoS$¢,
goriach nowej normalnoSci i wzbogacenia ukryta logika, metoda akceptujaca réznorodno$é
teorii ZZL

Zrédto: opracowanie wasne na podstawie (O’Mahoney, Heusinkveld i Wright 2013, s. 214).
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W punktach 6 1 7 wykorzystano abdukcje. Autor §wiadomie poszukiwat dopa-
sowafi danych empirycznych do wiedzy teoretycznej. To zestawianie pomaga
w wyjasnieniu i porzadkowaniu otrzymanych wynikéw. Abdukcja zaktada
uprzednig wiedzg teoretyczng i iteracyjny proces, w ktérym dane empiryczne s3
wprowadzane do kodéw, a kodowanie jest porownywane z istniejagcymi teoriami
(O’Mahoney, Heusinkveld i Wright 2013). Istote tego postepowania w przeprowa-
dzonym badaniu przedstawia tabela 1.

W celu ukierunkowania poszukiwafl i uporzadkowania wynikéw kodowania
postawiono pytania pomocnicze: ,,Co jest oferowanym efektem konsultingu?”” oraz
,W jaki spos6b zamierza si¢ ten efekt osiagnac?”.

4. Wyniki

Whpisane zapytania przyniosty tacznie 173 adresy stron zawierajacych sformuto-
wane frazy. W zbiorze pierwszych 100 wySwietlonych adreséw byt tylko jeden adres
prowadzacy do oferty konsultingowej. Na kolejnych stronach cze¢sto$¢ wystgpowania
ofert byta wigksza. Lacznie otrzymano tekst ztozony blisko z 14 tysiecy wyrazow.
Z analiz wytaczono obrazy, strukture i uktad sktadowych treSci oferty. Do analizy
zakwalifikowano 11 ofert (tabela 2).

Tabela 2. Zbiér analizowanych firm

Marka oferenta Adres internetowy
All for one Group https://www.all-for-one.pl/pl/oferta/system-hr/
Asseco Business Solution https://assecobs.pl/erp/system-hr/
Comarch https://kotrak.com/pl/oferta/comarch-hrm/
DMZ http://dmz.pl/
4Value https:/www.4value.com.pl/
Hrappka https:/hrappka.pl/
PeopleForce http://www.peopleforce.io/pl
Optimakers™ https://optimakers.pl/uslugi/hr-business-partner
-w-produkc;ji/
Symfonia Hsys https://www.hsys.pl
TomHRM https:/tomHRM.com/
Zalaris https://zalaris.pl/uslugi/obsluga-procesow-hr/

Zrédto: opracowanie wilasne.

W analizie treSci ofert zidentyfikowano ponad 450 kodéw opisowych. Zarys
sposobu analizy i porzadkowania wynikéw przedstawia tabela 3, za$§ koficowy efekt
prac zamieszczono w tabeli 4.
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Tabela 3. Przykladowe wyniki zwigzane z zapytaniem o oferowane efekty

Wybrane wyniki Kody opisowe

Przyktady wykorzystywanych stéw

otwartego kodowania (przyktady uogdlnione) w treSci ofert

sukcesu
Porzadkowanie celéw

pracownikéw
Spojrzenie z lotu ptaka
Tworzenie list kontrolnych
Podziat czasu pracy

Ustalanie istotno§ci |Identyfikacja kluczowych czynnikéw |,,Odkryj kluczowe czynniki

sukcesu”

Wyznaczanie celéw (metoda OKR) |, Filtrowanie celow”

,.Zarzadzaj celami dla pracownikéw,

Budowanie Swiadomosci biznesowej dziatéw i catej firmy”

,Umozliwia pracownikom i kierow-
nictwu skupienie si¢ na celach
i odpowiednich dziataniach
z pozycji «lotu ptaka»”

Zrédto: opracowanie wlasne.

Tabela 4. Zestawienie wynikéw kodowania

Propozycja uogdlnienia kodéw

Kategoria

Ustalanie zatozen projektu

Ukierunkowanie systemu

Definiowanie, konceptualizacja i zespalanie
elementéw projektu

Definiowanie i konfigurowanie procesow

Zmienianie, rozwdj projektu

Kontynuowanie tworzenia projektéw
dotyczacych ZZL

Nabywanie wprawy i do§wiadczenia w reali-
zacji procesu

Stabilizowanie procesu

Stabilizowanie zaleznoSci

Podtrzymywanie wzoréw

Wdrozenie rozwigzan/narzedzi wspierajacych

Urealnianie i podtrzymywanie rozwigzan
projektowych

Tworzenie cyfrowego Srodowiska

Tworzenie warunkéw wspoétpracy

Tworzenie przestrzeni pracy

Tworzenie Srodowiska funkcjonowania
pracownika

Publikowanie komunikatow

Dazenie do wyzwalania reakcji/akceji, zmian,
wzrostu wiedzy u konkretnych podmiotéw

Stymulowanie do postaw i zachowafi oraz
zinstytucjonalizowanych (organizacyjnych)
reakcji

Tworzenie bazy

Wykorzystanie zasobéw bazy

Powigkszanie bazy

Zarzadzanie baza wiedzy o zdarzeniach
z zakresu ZZL

Zrédto: opracowanie wlasne.
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Przeprowadzone badania pozwolity wskaza¢ pie¢ kategorii ofert konsultingo-
wych w zakresie ZZL.. Sa nimi:

1) kontynuowanie tworzenia projektéw dotyczacych ZZL, ktére odnosi sie do
proponowanych prac nad projektem, zapowiedz efektéw, a takze sugerowanych cech
projektowanego rozwigzania oraz mozliwoSci dalszego rozwoju (np. ,,rozbudowaé
o dodatkowe funkcje”);

2) urealnianie i podtrzymywanie rozwigzah projektowych, czyli procesy,
poprzez ktore projekt zostaje utrwalony w codziennych pracach i w ktdérych zostajg
wypracowane odpowiednie narzgdzia stuzace do jego prowadzenia;

3) tworzenie Srodowiska funkcjonowania pracownika, bedace efektem prac,
ktére tworza i materializujg Srodowisko cyfrowe i spoteczne oraz przestrzen pracys;

4) stymulowanie do postaw i zachowan oraz zinstytucjonalizowanych (organiza-
cyjnych) reakcji, czyli dostarczanie bodZzcéw pasywnych (afordancja) i aktywnych,
ktoére tworzg nacisk na dziatanie lub tylko wzbogacaja wiedzg;

5) budowanie i wykorzystanie baz wiedzy, ktére dotyczg konstruowania
uwarunkowarf i proceséw identyfikowania, zbierania, przetwarzania, udoste¢pniania,
analizy, organizowania, zmieniania danych, informacji, wiedzy oraz cech i funkcji
bazy.

Badanie tresci ofert pozwolito takze wytoni€ cztery kategorie wymiaréw, ktére
mozna opisaé poprzez opozycje:

I. Automatyzacja — intelektualna refleksja.

II. Ukierunkowanie poznawcze — inercja przyzwyczajen.

III. Kopiowanie — adaptowanie.

IV. Uniwersalne rozwigzania — sytuacyjne rozwigzania.

Zapisy kodéw pozwalajacych wyodrebnié kategorie ,.kontynuowanie tworzenia
projektow” sugeruja tendencje w kierunku intelektualizacji procesu. Jednak
w ramach tej kategorii mozna réwniez wskaza¢ czynnoS$ci automatyczne, np. ,,aktu-
alizujemy nasze aplikacje dla HR do najnowszych zmian w prawie z odpowiednim
wyprzedzeniem”. Taka aktualizacja najnizszego wynagrodzenia wywotuje konse-
kwencje dla systemu wynagrodzei, ale jest mechaniczng korektg. Ukierunkowanie
poznawcze mozna bylo odczytaé z takich kodow, ktére zawieraty stowa: ,,definio-
wanie”, , konfigurowanie”, ,,ustalanie”, za$§ nieSwiadome ukrywanie sugerowaty
zapisy: ,,obstuga negatywnej i pozytywnej rejestracji czasu pracy”, bez jakiejkolwiek
informacji o zasadzie podziatu. Konstrukcja wymiaru ,,kopiuj—adaptu;j” opiera si¢
na analizie zapiséw w rodzaju ,,oparcie si¢ na gotowych wzorcach” i ,,dopasowany
do wszystkich potrzeb twojego biznesu”.

Wymiary uniwersalizacji i sytuacyjnosci egzemplifikuje zapis: ,,tworzenie
uniwersalnych proceséw” i ,,dopasujesz do specyfiki twojej firmy”.
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REFLEKSJA

Kontynuowanie
tworzenia
projektu

\8 Tworzenie «
% Srodowiska 5
2 3
& =<
~ Z
= o
2 &
= Urealnianie Budowanie
i podtrzymywanie i wykorzystanie _bb
% rozwigzaf bazy wiedzy {,\)
2 S
), e 0—9
“ S
AUTOMATYZACJIA =

Rys. 1. Obraz gtéwnych kategorii i wymiaréw ZZL

Zrédto: opracowanie wlasne.

Zestawienie wymiaréw w pary opozycji pozwala na dialektyczna syntezg
prowadzacg do wypracowania nowej jakoSci ZZL. Ta mozliwos¢ nie zostala jeszcze
w literaturze opisana. Gtéwne kategorie i wymiary ZZL, ktére wytoniono na
podstawie badaf, zaprezentowano na rys. 1.

5. Interpretacja wynikow w perspektywie nowej normalnosci

Przedstawiony na rys. 1 obraz nie sugeruje, ze nowa normalnos¢ bedg tworzy¢
przetomowe zdarzenia z zakresu ZZL.. Warto na ten wynik spojrze¢ przez wcze-
$niej opisang specyfike konsultingu. Konsultanci uzywaja jezyka zakorzenionego
w praktyce. Powierzchowna analiza ofert pozwala stwierdzi¢, ze nowa normalno§¢é
bedzie kontynuacjg tego, co ugruntowane w praktyce. Jednak poglebiona refleksja
zmusza do wskazania istotnych dla przysztosci konsekwencji takiej kontynuacji.
Ponizej przedstawiono je w formie trzech réznych tematow.

Temat 1. Ku naturalnosci jezyka ZZL

Mimo ze jezyk ofert w ogdlnym sensie jest podobny do jezyka podrecznikéw, to
w kazdym sformulowaniu sa uzywane uszczegétowienia, w innym miejscu stawiane
sq tez akcenty, ktére wymagaja doprecyzowania w kontakcie z oferentem. Przykfa-
dowo, etykiety zwigzane z oczywistg (pozornie) kwestig ,,czasu pracy”, sg rézne,
np. ,,ewidencja”, ,,Sledzenie”, ,,monitoring”, ,,podglad”. Sledzenie stanowi przejaw
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innego stylu kierowania niz ewidencja. Doprecyzowania wymagaja tez sformuto-
wania: ,,przechwytuj dane ze spotkafi”, ,,pomoze ci zblizy¢ sie¢ do pracownikéw”,
»zaawansowany wglad w ludzi i raportowanie”.

Osobnym zidentyfikowanym zagadnieniem jest komunikacja za posrednictwem
botéw (np. ,.telegram bot”, ,,samoobstugowa strona”) oraz wprowadzanie mozli-
woSsci wyrazania emocji w kontakcie cyfrowym. Przyjmujac, ze jezyk maszyn
ksztattuje zwyczaje komunikacji w organizacji, nalezy zapytac, jakie zwyczaje
spoteczne wyzwoli konkretne rozwigzanie techniczne, np. nacisk na monitoring
versus §ledzenie. Zebrane informacje, a takze przestudiowana literatura nie dostar-
czajg na to pytanie satysfakcjonujacej odpowiedzi.

Stwierdzone na podstawie analizy niedoprecyzowanie i algorytmizacja kontaktu
za poSrednictwem urzadzef prowadza dodatkowo do wniosku, ze jezyk praktyki
771 w coraz wiekszym zakresie moze by¢ podobny do jezyka naturalnego (ksztat-
towanego obecnie réwniez przez multimedia i boty). W konsekwencji do zrozu-
mienia jezyka organizacji i poziomu jego zgodnoSci z teorig ZZL potrzebne sg
kompetencje wymagane w badaniach nad jezykiem naturalnym i formalnym jedno-
cze$nie. To szczegdlny przejaw nowej normalnosci. Radzenie sobie z wieloznaczno-
Scig jezyka naturalnego i maszynowa komunikacja jest ponadto uwiktane w specy-
fike komunikacji mediéw spotecznoSciowych. Transfer wiedzy z praktyki do teorii
1 odwrotnie nie jest juz zdominowany przez zbiory pojeé teoretycznych, ale wspot-
tworzony w procesach, ktére wymagaja rozpoznania. Stad tez nowe zadanie ZZL
stanowi porzadkowanie jezyka w danej organizacji. Jednoczesnie, paradoksalnie, na
poziomie uogodlnien teoretycznych wysitki porzadkujace jezyk (np. tworzenie stow-
nikéw) nie przyniosg oczekiwanego poziomu ujednolicenia znaczen. Stowotwdrstwo
akademikéw i popularyzatoréw nauki jest szybsze niz zdolno$¢ do porzadkowania
nowych stéw. Mozliwe jest natomiast odtworzenie jezykéw lokalnych, ale wéwczas
nowa normalnoScig staje si¢ problem przeniesienia wiedzy uniwersalnej na poziom
lokalny. Propozycja weryfikujaca otrzymane wyniki badan w ramach tematu 1
brzmi nastgpujaco:

Propozycja 1. Stopief nieprecyzyjnoSci uzywanego w praktyce jezyka ZZL
bedzie si¢ zwigkszat.

Temat 2. Ukryta logika procesu doskonalenia

Wyniki analizy pozwolity na wskazanie istniejacych i okreS§lenie nowych
sformufowaf, ktére sugerujg logike oferowanego procesu doskonalenia. Propo-
nowane reguty dotycza réznych aspektéow praktycznych ZZL: od zapominania
(,,zapomnij 0...”), przez koncentrowanie (,,wszystko w jednym miejscu”), do dopa-
sowania (,,dopasowane do...”). Prawie kazda oferta zawiera zapowiedZ koncowego
efektu i szczeg6towych regut doskonalenia. Jednak na wysokim poziomie uogdl-
nienia oferty sa do siebie podobne.
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Mozna wskazaé dwa zasadnicze typy logiki doskonalenia. Pierwszy opisywany
jest przez deklaracje typu: funkcjonalno$¢, wygoda, automatyzacja, porzadek,
przejrzystosc¢, ujednolicenie, fatwoS¢ dostgpu, szybkos¢, mobilno$é, optymalizacja,
oszczedno$¢ czasu, bezpieczefistwo, wspoétdzielenie, wielokanatowo$¢ komunikacii,
szybka reakcja, sprawno$¢, korzystanie z dobrodziejstw cyfryzacji i najlepszych
praktyk oraz narzedzi, integracja, gotowo$¢ do szybkiego uruchomienia, komfor-
towos§¢, przyjazno$¢ Srodowiska pracy. Ta lista §wiadczy o stosowanej regule
usuwania ucigzliwosci.

Drugi typ logiki doskonalenia ilustruje zbiér takich kodéw, jak: kompleksowosé,
angazowanie, wsparcie rozwoju, analizowanie, przekraczanie granic administro-
wania, dopasowanie, definiowanie, symulowanie, dbatos$¢, wszechstronnos¢, dosto-
sowywanie, indywidualizacja i zorientowanie na kazdego pracownika, tworzenie
kultury. Te zapisy sa zorientowane na szersze zagadnienia o skomplikowanej
naturze. Sformutowania maja tu mniej precyzyjny charakter niz w pierwszym
zbiorze. Wymagaja intelektualizacji, cho¢ moze ona wynika¢ z wymagan stawia-
nych przez maszyne (np. okienko wyboru).

Usuwanie ucigzliwoSci pracy tworzy szans¢ na zwigkszenie sprawno§$ci operacji.
Natomiast mniejsza precyzja kodéw mieszczacych sie w drugim zbiorze moze ogra-
nicza¢ glebsze zrozumienie istoty ZZL, a dalej procesu jego utatwiania. Transfer
wiedzy pomiedzy wskazéwkami upraszczajacymi i poglebiajacymi jej zrozumienie
wymagaé bedzie nowych kompetencji. Aby je okresli¢, nalezy sprostaé wyzwaniu
nowej normalnosci, polegajgcemu na prowokowaniu do intelektualnej refleksji nad
logika doskonalenia w warunkach rozwoju systeméw upraszczajacych dziatania
ZZ1.. W celu potwierdzenia takiego wniosku mozna sformutowac¢ trzysktadnikowa
propozycje.

Propozycja 2

1. W opiniach pracownikéw cyfryzacja ZZL skutkuje wzrostem napig¢ spotecznych.

2. W organizacjach o wysokim poziomie wykorzystania urzadzen cyfrowych do
realizacji praktyk zarzadzania ludZmi dyskusja o fundamentalnych zatozeniach ZZL
ma ograniczony zasieg tematyczny i podmiotowy.

3. Wraz z cyfryzacja operacyjnej dziatalnoSci ZZL zauwazany przez pracow-
nikéw rozdzwigk pomiedzy deklaracjami naczelnego kierownictwa dotyczacymi
wartoSci zasobdw ludzkich a odczuciami pracownikéw bedzie sie poglebiat.

Temat 3. Nowe wyzwanie poznawcze

Przedstawione na rys. 1 kategorie ZZL wzajemnie si¢ naktadaja. Wiele kodéw
mozna polaczyé z ré6znymi kategoriami. Interesujacy jest domniemany obszar
wspdlny wszystkich zakresow kategorii. Jego wyrdznienie nie prowadzi jedynie do
znanego spostrzezenia: ,,wszystko faczy si¢ ze wszystkim”. W badaniu nie udato
si¢ odnalez¢ kodow, ktére lokowaly si¢ w tym wspdlnym obszarze. Rowniez symu-
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lacja intelektualna w tej kwestii nie data efektu. Trudno jednak przyjac, ze obszar
Srodkowy przypomina ,,czarng dziure”. Te mozliwoSci nie sugeruja rozwigzania
pojawiajacego si¢ problemu czesci wspdlnej. Gdyby jednak problem ten sprowadzi¢
do zagadnienia osi obrotu zfozonego modelu, to pojawia si¢ mozliwa i intrygujaca
interpretacja tej kwestii. Istnienie osi sktania do analizowania cato$ci ze zmieniaja-
cych si¢ perspektyw i dopuszcza takg mozliwos§¢. Wybdr kazdej perspektywy jest
uprawniony i rownie warto§ciowy. Taka propozycja analizy modelu przedstawio-
nego narys. 1 przypomina postugiwanie si¢ kalejdoskopem. Na mocy tej analogii
logika zmniejszania ucigzliwos$ci nadaje kontynuowanej tworczo$ci wymiar rutyn
zmieniania (dopasowywania). Jednak w przypadku logiki dopuszczajgcej kompliko-
wanie znaczeh (wzrost ucigzliwosci), tworczo$¢ ma charakter niepowtarzalny.

Analogia kalejdoskopu jest przy tym rézna od idei interdyscyplinarnoSci i wielo-
aspektowosci, wielowymiarowosci (Pidrkowska 2016). Stawia rowniez mniejsze
rygory metodyczne. PodejScie multidyscyplinarne wymaga kompetencji w zakresie
syntezy, faczenia wiedzy i umiejetnoSci z réznych dziedzin, proby zerwania z domi-
nacja wlasnej wiedzy i wartoSci. W kalejdoskopie okresla si¢ samodzielnie, ale
w ramach okolicznoSci, wybrang perspektywe. Istotna jest Swiadomo§¢ takiego
uproszczenia, a nie dazenie do poszerzania skali analizy i wszechogarniajacych
syntez. Proponowana analogia daje tez inne ufatwienie — zmniejsza rygor postu-
latu spgjnosci efektéw analiz. Spdjnos¢ jest wowczas konsekwencja wyboru, a nie
ponadSrodowiskowym, pozornie obiektywnym ustaleniem. Wyzwanie zespolenia
wieloaspektowosci to dgzenie do budowy teorii bliskiej teorii metasystemu. Logika
kalejdoskopu przekonuje do obnizenia poziomu doskonatos$ci metody badan
i praktyki, ale nie zwalnia z jej ukazania. W tym kontekScie wyzwaniem nowej
normalnosci bedzie odkrywanie przez naukowcéw stosowanej przez praktykow
konsultantéw perspektywy analiz i Swiadome jej ksztattowanie. Woéwczas identy-
fikacja niedoskonatoSci i ograniczen metody odkrywania i uSwiadamiania staje si¢
istotniejsza od spdjnego projektu metodyki odkrywania.

Propozycja 3

1. Prace nad odkrywaniem praktykowanej w organizacji pespektywy analiz
ZZL nie s3 prowadzone w organizacjach.

2. Dominujgca w praktyce organizacji perspektywa urealniania projektow
i podtrzymywania rozwigzan skutkuje specyficznymi typami ograniczen twdrczoSci
i innowacyjnoSci organizacyjne;.

6. Dyskusja i postulaty dotyczace przysztych badan

Dostrzeganymi przez badaczy cechami wspéiczesnego ZZL sg: niejasnos$¢ co
do konstrukcji systeméw HR na réznych poziomach, niezgodno$¢ z fundamen-
talnym zatozeniem synergii migdzy praktykami HR, coraz wigksza liczba r6znia-
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cych si¢ koncepcji, wzrost trudnoéci i stopnia zfozono$ci pomiaru ZZL, a takze
spdznione w stosunku do potrzeb decyzyjnych wyniki analiz (Boon, Den Hartog
i Lepak 2019). Przeprowadzone badanie nie pozwala wskazaé istnienia prze-
stanek zmiany tych cech. Nowa normalno§¢ bedzie te wlasnoSci podtrzymywac,
a moze wrecz je rozwijac. Otrzymana odpowiedZ na pierwsze pytanie pomocnicze
(,,Co jest oferowanym efektem konsultingu?”’) wskazuje, ze precyzyjniej sg opisy-
wane usprawnienia, a mniej konkretnie — dgzenie do wydobywania istoty ZZL
oraz zasad konstruowania projektéw. Badanie ofert firm konsultingowych pozwala
zauwazy¢, ze obecnie ktadzie si¢ w nich nacisk na sprawno$¢ proceduralng, zatem
moze by¢ tak, iz bedzie ona wazniejszym elementem nowej normalnoSci niz inte-
lektualizacja ZZL. Przewaga mySlenia rachujacego nad mySleniem rozwazajacym
w zyciu spotecznym zostala dostrzezona wiele lat temu (Heidegger 1994). Nowa
cechg wspoélczesnosci staje si¢ sprowadzenie mySlenia rozwazajacego do adaptacji.
Z analizy ofert wynika, Ze znana opozycja ,,kup—zréb” przesuwa si¢ w kierunku
mySlenia: ,,kup—dostosuj”. Te norme¢ normalnoSci wzmacnia réwniez nurt najlep-
szych praktyk. W efekcie odpowiedz na drugie pytanie pomocnicze (,,Jak ten efekt
0siagnac?”) dotyczy réwniez sposobu powielania. Wyzwaniem nowej normalnoSci
jest w zwiazku z tym wzmocnienie krytycznego spojrzenia na ZZL (Thompson
2011, Webster 2021) lub, co najmniej, wzmocnienie potrzeby uwzgledniania zmien-
nych mediujacych i kontekstowych (Igbal 2019), ale nie przez adaptowanie, lecz
w procesie okreSlania istoty ZZL. By¢ moze podejmujac to wyzwanie, nalezy
powrdci¢ do badania wartoSci praktycznej myslenia menedzerskiego (Pidrkowska
iin. 2022).

Przeprowadzone badania pozwalajg sformutowa¢ dwa ogdlne wnioski i jedno-
cze$nie wskaza¢ wyzwania badawcze. Pierwszy dotyczy zmiany metody anali-
zowania rzeczywistoSci. Nowe metody nie powinny pomija¢ réwnoprawnosci
odmiennych perspektyw stosowanych w praktyce ZZL. Realizacja tego wyzwania
nie musi odbywa¢ si¢ kosztem obnizenia rygoréw metodycznych (Gioia, Corley
i Hamilton 2012, Webster 2021, Feldman i Worline 2016) i z catkowitym odrzu-
ceniem uniwersalizacji. Na przyktad dazenie do platformizacji ustug konsultin-
gowych (Crisan i Marincean 2023) ma charakter powszechny i trudno bytoby ten
proces zatrzymac. Czym innym jest jednak uniwersalne narzedzie komunikacji,
a czym innym — uniwersalna tre§¢ komunikatu. Uniwersalno$¢ narzedzia moze
rzutowad na tre$¢, ale wyzwaniem jest nadanie tej treSci intencjonalnego, a nie
uniwersalnego znaczenia i formy. Badania wskazaty, ze nowa normalno$¢ moze
by¢ charakteryzowana przez: kontynuacj¢ dotychczasowych cech ZZL (pozytywnie
i negatywnie waloryzowanych przez akademikéw), naturalno$¢ jezyka, wielo§é
perspektyw, ukryte procesy stanowienia o istocie oraz nacisk na sprawnos¢ opera-
cyjna. Wyzwanie, jakie si¢ z tym wiaze, dotyczy za§ wprowadzenia metod nie
tylko sprawnego dziatania, ale tez poszukiwania istoty ZZL w danej organizacji.
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Warto rozwazy¢, czy przesuniecie akcentu badafi z wymiaru, ktéry mozna okresli¢
pytaniem: ,,Jak si¢ dziafa?”, na wymiar: ,,Co jest istota i jak si¢ ja odnajduje?”, nie
przyczynitoby sie do trafniejszego opisu i wyjaSnienia dziatah w zakresie ZZL.
W Swiecie akademikdéw takie przesunigcie akcentéw sugeruje zwrot w kierunku
np. fenomenologii lub podejscia krytycznego. W sferze praktyki stanowi ono
powazne wyzwanie — krytyczne spojrzenie na ZZL w firmie moze by¢ bowiem
traktowane jako zagrozenie wiadzy.

Zrozumienie tego, jak i co jest identyfikowane jako ZZL, wymaga zwrdcenia
uwagi na drugie wyzwanie. Jest ono zwigzane z waloryzacja réznorodnych mozli-
wosci teoretycznych w procesie rynkowego ofertowania. Zagadnienie wartoScio-
wania w transferze wiedzy i samego transferu nie jest szerzej opisane w literaturze.
Przeprowadzona analiza wykazata, ze waloryzacja moze przebiega¢ w kilku
krokach. Najpierw oferent dokonuje wyboru atrakcyjnych i oczekiwanych przez
klienta kwestii. Nastepnie oceniany jest sposob przekazania ich potencjalnemu
klientowi. Kolejny etap stanowi wybdr oferty przez organizacje. Dalej oferent
i beneficjent waloryzuja prace wdrozeniowe, eksploatacyjne i posprzedazowe.
Wszystkie etapy koficza si¢ budowaniem wiedzy partneréw rynkowych, ale nieko-
niecznie wiedza ta przenosi si¢ do Srodowiska teoretykdw. Przedstawiona kolejno$é
etapow wymaga potwierdzenia w badaniach.

Nalezy réwniez zastanowi¢ si¢ nad tym, czy rozbudowa sieci zaleznoSci orga-
nizacyjnych pozwala na opanowanie réznorodnosci i ztozonosci wariantéw decy-
zyjnych i kryteriow ocen. Pewne sugestie praktyczne na temat czynnikéw waznych
dla eksploatacji takiej sieci sformutowano juz w sferze budowania relacji migdzy
catymi firmami (Mitrgga 2023). Na przyktad warto§¢ marki pracodawcy moze
pomagaé w budowaniu odpowiednich twérczych i opiniujacych relacji, ale réwno-
legle wptywa na wybory rynkowe.

Na zakoficzenie warto zauwazy¢, ze badanie ofert konsultantéw moze jedynie
sugerowaé okreSlony zbiér propozycji badawczych. Zaprezentowane w artykule
badania nie dotyczyty ZZL w konsultowanych organizacjach, a jedynie odzwier-
ciedlenia tego zarzadzania w percepcji waznej, ale jednej z grup tworzacych nowg
normalno$¢ zarzadzania.
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