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ABSTRACT
For marketing managemeitit can be said that it is the practical application of important
business and marketing techniques. This is the analysis, planning, implementation and control
of the program prepared to design, build and maintain mutually beneficial exchanges with
targetmarkets. The work of the company in most cases occurs in the middle of changing and
uncertain conditions. In other words, there is a vague state of so much uncertainty leads to
increased danger. The refore, the obligation of the company is to inveshigatédrmation in
different ways. Undertake such must receive sufficient information to help make positive
decisions for the purpose of its existence and generating profit. One of the ways of getting
information is a system for collecting marketing data amformation; we will try to define
object types, activities and ways of functioning of the system for collecting marketing data and
information. The system for collecting marketing data and information is part of company
marketing information systert.needs to enable the company to cope with activities and new
challenges, including extensive knowledge of the environment, and a lot of knowledge and
information obtained through a system for collecting marketing data and information that is
responsible focreating special conditions for companies, how it would improve the business
of this company and the relationship with consumers.
Keywords:business operations, information, marketing, management

1. INTRODUCTION

It is of great importance that marketim@nagement has precisely updated information in order

to perform tasks welMarketing is becoming increasingly proactive, and must seek to identify
changes and trends in the maerwvironment and then translate these into action plans. In order

to carry out this task, the concept of the marketing information system (MkIS) has been
developed and this forms an integral part of the corporate management information system
(MIS). Marketing research collects information and a marketing information syMe&if)
analyses and acts on such information. MKIS is a computerized system that is designed to
provide an organized flow of information to enable and support the marketing activities of an
organization. The MKIS serves collaborative, analytical and apeedt needs. In the
collaborative mode, the MKIS enables managers to share information and work together
virtually. In addition, the MKIS can enable marketers to collaborate with customers on product
designs and customer requireme(itancaster 1993, pp 125). The analytical function is
addressed by decision support applications that enable marketers to analyze market data on
customers, competitors, technology and general market conditions.
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These insights are becoming the foundation for the developmenarkting strategies and
plans.These insights become the basis for the development of marketing strategies and plans.
MKIS is dealing with operational needs and client management systems that focusten day
day user and transaction processing from insades through the customer service, which is of
paramount importance.

2. IMPORTANT MARKETING SYSTEMS

We need to emphasize that the theory of decision making in economics, psychology,
philosophy, mathematics and statistics is related to determiningsyalaocertainties and other
issues that anelevant inthegiven areabutalso, its rationality and optimalif@idgoli, 1997,

pp 171).Most of decision theory is normative or prescriptive. It is concerned with identifying
the best decision to take (in practice, there are situations in which "best" is not necessarily the
optimum, but within a specific or approximate range, assuming ahdeeigion maker who is

fully informed, able to compute with perfect accuracy. The practical application of this
prescriptive approach is called decision analysis, and aimed at finding tools, methodologies and
software to help people make better decisiofise most systematic and comprehensive
software tools developed in this way are called decision support systems. Since people usually
do not behave in ways consistent with axiomatic rules, often their own, leading to violations of
optimality, there is a tated area of study, called a positive or descriptive discipline, attempting

to describe what people will actually do. Optimal decision often creates hypotheses for testing
against actual behavior. Last yeamrldecisidner e h:
theoryo and t hi s-evalaaton of awhat rationhl decistamhakihgaequaresr e
Marketing decision support systems (MDSS) constitute a set of core applications of the MKIS.
The MDSS provides computbased tools, models, and tadues to support the marketing
manager 0s d e(fugasej 200Mpp42). o theggensral case, MDSS is optimized for
queries of historical data. MDSS data typically are derived from both internal and external
market sources. The MDSS includes gatiag questionnaires and function reports where a
manager can access marketing data, analyze them statistically, and use results to determine the
optimal flow of action, which is of extraordinary importance.

3. MDSS ANALYSIS

For market analysis theysually use MDSS models to analyze the market, customers, and

competitors. The following list presents some of the most common types of MDSS analysis

problemg(Kotler, 1997 pp 68):.

1 Market segment analysis. Using model technigques to identify segmentsnalydea

economic trends, demographics and behavior.

Market share analysis. Analyze trends and determinants of market share.

Competition analysis. Analysis of the market positions of competitors, the base of economic

clients, and marketing strategies.

1 Price Analysis. Identifies and analyzes factors that affect the firm's ability to set prices,
including price elasticity and demand analysis. It involves internal economy and market
relations.

1 Analysis of the expenses. It examines the overall cost structutee afompany and its
impact on the cost of the product. The margin analysis combinearmalgsis with price
analysis. An analysis of variables requires an explanation of excessive costs and minors.

1 Sales Analysis. It studies the distribution of comparigssay region, products, brands,
sales offices.

1 Forecasting sales. Develops estimates of sales potential by products, region, sales territory,
and brand.

1 Productivity of sales forces. It examines the efficiency and effectiveness of sales forces.

T
T
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1 Advertising analysis. Analyzes the effectiveness of advertising, media selection and
branding innovation.

Distribution. Analyzes decisions from economic and strategic perspectives.

Simulation. Simulates decisianaking in different strategic scenarios.

Customer sagifaction. Analyzes questions concerning customer expectations and
outcomes with the product.

E g

4. INFORMATION SYSTEMS AND TECHNOLOGY OF THE MARKETING
DATABASE

Technological development can be said to have had a major impact on marketing information
systens. These developments are underpinned by relatively cheap yet sophisticated computing
power which is facilitating improvements in data collection storage, manipulation and retrieval
(Kachur, 2000pp 112).A technology that speeds up results from a madsstarch survey uses
computer assisted telephone interviewing that provides instant data feedback to the control
centre as interviews are conducted and questionnaires completed througtheltdadnputer

in a wireless Internet location. Databases Devalaqts in information collection, storage and
analysis are making information an important competitive asset. The key to this information
revolution is the use of databases in marketing. Essentially, a database represents a pool of
information on markets ahcustomers which can be interrogated and analyzed to facilitate
improved marketing decision making. Databases are not new, as even a system of manual sales
records kept on customers in a filing cabinet is a database. A database can be built from a variety
of sourcegKhandpur andWevers 1998,pp 89). Examples include customer orders, loyalty
cards, customer enquiries, subscription lists and ad hoc market research studies. There is a
wealth of information available to the point of it being overwhelming. Not only do modern
database techniques and teclbgas help to overcome this problem, but we now know much
more about the key factors in developing and using successful databases. Data Warehouse
(DW) is a database used for reporting and analysis. Data warehousing is a term used to describe
collecting da& on customers and markets from several possible sources in a company and
storing it in one central database. This has developed because companies have different
departments in the organization, each of which has a unique database that is not always made
available to the rest of the organization (Berry, and Linoff, 1997, pp 209). The data stored in
the warehouse is uploaded from the operational systems. The data may pass through an
operational data store for additional operations before it is used in tHerD®@porting. A data
warehouse maintains its functions in 3 layers: staging, integration, and access. Staging is used
to store raw data for use by developers. The integration layer is used to integrate data and to
have a level of abstraction from useFbe access layer is for getting data out for users. Data
warehouses are an integral part of the MDSS. They provide the ability to access data for creating
marketing operations reports, analyze sales results over time, identifying and mapping patterns,
trerds, that may be emerging in the market, and enabling the development of new products,
pricing, market segmentation strategies, marketing communications campaigns, and
distribution channels. IBM defines a data warehouse as a place that stores enterprise dat
designed to facilitate management decisions. In essence, a data warehouse provides the basis
for an analytical system where periodic data points are collected and stored at specified times
for future analysis. Data warehousing enables marketers to eaptiganize, and store
potentially useful data about customers and markets for decrsa@ing purposes. Data mining

is the computebased exploration and analysis of large quantities of data in order to discover
meaningful patterns and rules for the pwgaf improving marketing, sales, and customer
support operations. The combination of data mining procedures with data warehousing enables
the MDSS to move beyond just support for the operational processes in the marketing
organization and to focus on aatwustomer behavior.
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Data mining and data warehousing provide the means and the infrastructure for extracting
strategic opportunity from knowledge of the customer. Companies need a method for viewing
all customer and marketinglated information in anntegrated way. Often marketing
organizations maintain multiple databases for each business and marketing activity with data
that is not easily integrated for strategic or operational purposes. A new generation of software
that is Internet based gathersaomhation from customer service, Web sites, direct mail
operations, telemarketing, field sales, customer service, distributors, retailers and suppliers for
the purpose of managing marketing, sales and customer service acfhaesster, and
Massingham2002,pp 132 The major applications families are commonly referred to as sales
force automation (SFA) and customer relationship management (CRM) systems. Some CRM
systems are fully integrated with SFA applications and some are standalone. Customer
relationship management (CRM) are software applications that managed the interaction of
customers with an organization. They are used to increase the yield on marketing efforts and to
enable understanding of the complete history of company interaction, witlcltaets. CRM
systems are able to target promotions to potential customers, facilitate sales and deliver
customer service, which helps a lot.

5. INTELLIGENT SYSTEMS IMPORTANT FOR MARKETING

It is quite certain that the market intelligence system dealstivé collection and analysis of

current developments in the marketing environment. This is usually considered as a sub

marketing submarket, called desk research. However, we are considering this as an integral part
of MKIS, so it is logical that marketimgsearch is also includéblougayar, 1998)p207).The

main sources are secondary sources of data, of which the main is now summarized. The process

of the marketing information system consists of collecting; analyzing the expansion of

marketing informatn relies on several steps in the process:

1 Determine which metrics are included in your marketing information system. This is a very
serious step in creating an effective marketing information system. All data have costs,
realistic andopportunity costs, so the inclusion of the RIGHT metric is critical. Measure
the wrong things and make bad decisions and spend niShepard 1998,pp 157). An
example is measuring the fan on your Facebook site. Of course, there is a small advantage
to havre more fans, but their ROI contribution is relatively small. Making decisions that
focus on increasing the number of fans probably cost more money than the ROI you are
looking for. Measure too many metrics and the analysis becomes difficult. It's likg tioy
find a needle in a haystack. A huge amount of seeds (useless data) hides usefal data
needle. Just because you can measure something does not mean that you should. Metering
accumulation costs money. Data is only valuable when the value thaibuatedrto
improved delivery, the decision exceeds the cost of data collecion it is mandatory to
include the human cost of collecting and analyzing this data on other costs in obtaining data.

1 Collect relevant data. Some data come from internal spusiech as sales records,
accounting numbers, analytics websites, and reports from your saleqSbiog et al.

1999, pp 102). Other data come from external sources, including competitive results,
economic metrics, post metrics and Facebook Insightst Mauwketing research data can
also be part of your marketing information system, such as Periodical customer satisfaction
surveys.

1 Draw data. It is very difficult to make decisions based on raw data, because the data are
invisible patterns that could othise indicate appropriate actions. For example, it's hard
to see the atrend of reducing customer satisfaction without graphic display of data until the
fall until then it might be too late to reverse the tr¢@dlliers, and Sutherland, 200%)

99). Schedling data allows managers to quickly detect changes in critical metrics over
time. Of course, you can use a graphical function, Excel or other data program, but newer
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visualization software makes the job even easier. Examples of software that provide
supeior data visualization are IBM Cognos Insight :,Tableau Software, and SAP Visual
Intelligence. Some even create control panels to bring all of your marketing metrics in one
place, making it easy to make decisions.

1 Download results. The more people have information from your marketing information
system, the better. But not everyone will understand the tables of all the data or even
visualization on the control panel above. This is because your marketing inforeyetiem
requires interpreting through the objective of marketing knowled@G®unaris
PanigayrakisandChatzipanagiotol2007,pp 202).

1 Make marketing decisions. The final step in the process is to use metrics from your
marketing information system, aneasions that optimize your marketing results will
prove to be quite effective.

6. MARKETING REVIEW - EXAMPLES

When it comes to the global level, in the most developed countries the information provided by
the government is probably the most valuable resesource of secondary data. The more
potentially useful types of government information include: Census data: most governments
conduct a regular census of their citizens. Census data is necessary for government planning
and policy making but it is alsmvaluable source of information for the markét&stler, and

Keller, 2009,pp 56). Census information includes information on numbers in the population,
household and individual data such as number in household, age, sex, and marital status, and
socioeconomic class, country of birth, education and economic activity. Economic activity:
most governments collect and publish statistics about occupations and the employed population
classified into branches of industry. In most developed countriest&istiss, covering age,
distribution, socieeconomic status, housing conditions, housing tenure, car ownership and
many others are available. These statistics are used by marketing organizations to evaluate
potential markets and often form the basis ghsentation and targeting strategiksome and
expenditure statistics contain information on national income and expenditure, population
statistics, laborproduction, agriculture and food, energy, chemicals, textiles, construction,
retailing and cateringransport, external trade, wages and prices, entertainment and overseas
and home financéKenning, Plassman, and Ahlert, 20@f 108). Approach and Expense
Statistics means: collecting and publishing information about number, size, fidelity, and change
in the diversity of site sales. Reporting and Expenditure Statistics Information on fees, main
breakdowns, purchases of materials and fuel, sale and notification of employers. Economic
trends are usually informed about aspects such as investment valileotatne, production

index, retail price, gross domestic product, as well as distribution of income, savings and
withdrawals, consumption and savings. All the government's top investigations were conducted
and collected, collected information on businas8vities that included objective statistics
covering production, delivery and export, and relating to the industrial industry. Statistics on
income and expenditure in the UK relate to: food, drink, tobacco, coal, oil, chemicals,
engineering, textiles,lathing, footwear, printing, publishing, purpose, ceramics, glass and
cement.When it comes to national statistics, they also include information on insurance
companies, tourism, acquisitions, and taxes. Such statistics are collected for government
purposs, and not specifically for marketing companies. Accordingly, such data may not always
correspond to a particular marketing purpose and may need to be modified in detail to be useful.
Furthermore, many of these statistics have been collected by the gewmérandevelop a
general macroeconomic policy. For making such decisions, common aggregates of data are
usually sufficient, and different governments, and agencies will often use a number of
assumptions and conventions in compiling statistics that caat dlfffeir validity, especially

when they are used outside the context in situations that are not listed and for which originally
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assembled (Senior, Smyth, Cooke, Shaw, and Peel, 2007, pp. 305). State statistics are mostly
free and it is a useful source afoarmation that must be used carefully in the development of
marketing plans. Details of the scope and sources of information published by governments in
different countries can be found in the relevant texts of marketing resdaitdd Nations in

addtion to its political role, the UN operates through many agencies. Those who deal with
industrial and commercial researchers are: UNDP and UNIDO both work mainly on helping
developing countries. Each has international staff and engages in a wide rarigenational
operations. By supporting these operations, surveys are regularly carried out and reports on
industrial commercial issues worldwide are published (Arnold, 2005, pp. 147). International
bodies, in addition to organizations sponsored by thedl#d, have some that are related to the

UN and others who are independent but cooperate. Such sources are generally very reliable and
are the main ones: the World Health Organization (WHO), which mainly deals with global
health issues such as fighting theedse and giving guidance on hygiene. Its activities are of
interest for marketing, but also for people who deal with pharmaceutical trade. The International
Labor Office (ILO) mainly deals with attempts to find work and create employment in
underdevelope areas. To a certain extent, its activities take place in parallel with UNDP and
UNIDO, but mainly focuses on employment and work training. The World Trade Organization
(WTO) mainly deals with international negotiations on trade and tariff reforms,duuisalies
publications on trade and industry. The European Union through Eurostat mainly deals with the
development of trade in industry in Europe. It has a large number of publications on trade and
industrial issues that are mainly concerned about Eu&ipee norEuropean countries have

links with the European Union, some publications also have studies and reports on the activities
of other countries. Food and Agriculture Organization (FA@pd and agriculture related is

the use of fertilizers and iasticides. Organization for Economic -©peration and
Development (OECD): this organization aims to achieve the highest sustainable growth,
employment and living standard in Europe, to contribute to economic development and to
expand world trade on a mudteral basis. As a result, the OECD produces many publications
such as Food Marketing and Economic Growth and the organization and management of a
voluntary agency for food and drinking water.

7. CONCLUSION

Only clear and innovative ideas about@mmece and ecommerce applications can create a
revolutionary impact on marketing discipline. Marketing information systems are especially
transformed as new technologies and enable the integration of marketing management
activities. The primary drivers of ththange are statistics that provide the possibility of a faster
value at a lower price. Future implementation of MkIS will increasingly involve clients in the
process, creating value, and working on more efficient synchronization of companies and its
suppy chains with rapidly changing market opportunities. MkIS increases the number of
available options for decision makers, and supports each element of the marketing strategy.
MKIS influences marketing management and confrontation with customers, sugptierther
partners. The main advantages of MKIS are: impact in the areas of functional integration, market
monitoring, strategy development and the application of this strategy. Through the use of
market research and marketing intelligence, MkIS's a@s/itan enable the identification of

new market segments and tracking the market environment for changes in consumer behavior,
competitor activities, new technology, economic conditions and government policies. Market
research is situational in nature amatudses on specific strategic or tactical marketing
management initiatives. Marketing intelligence is continuous in its nature and involves
monitoring and analyzing a wide range of market activities and sources of information.
Syndicated data published byarket research companies and industrial associations is of great
importance, but the primary research sponsored by the company is only important.
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It's much more focused because you are posing specific questions from respondents within your
market, but it costs a lot more cost. Perhaps the best available data is when it comes to user
behavior recorded on web sites, POS sales and systematic feedimadafes forces. MKIS
provides the necessary information important for the development of a marketing management
strategy. Development of strategies for: new products, positioning, marketing communications
(advertising, public relations and sales prommtiopricing, personal sales, distribution,
customer service and partnership and alliance. MKIS provides the basisdomgerce that
depends on the development of the information strategy system. MKIS provides support for
product launches, facilitates theordination of marketing strategies, and is an integral part of
Sales Force Automation (SFA), Customer Relationship Management (CRM), and the
implementation of customer service systems. MKIS enables deomsikers to more
effectively manage sales forcas well as clients. Some USM software companies expand their
CRM applications that include Partner Relationship Management (PRM) capabilities. This has
become more and more important that many traders decide to apply in marketing and to form
a strategicelationship, to solve new markets. MkIS enables the coordination of activities within
the marketing department and between marketing management and other organizational
functions such as engineering, manufacturing, product management, finance, production,
logistics and services to customers who promote business and relationships in relation to
consumers companies.
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ABSTRACT
Our research attempts tdentify a reality that is emerging: the effect of emotional intelligence
on employees6 behavior and organizational p ¢

concept of emotional intelligence, which recognizes the importance of emotion discovery,
communication, thoughtfulness and management, has since been seen as the solution to a wide
range of social problems present in the business world. Emotional intelligence nowadays
predicts professional success better than other factors such as technicaleskiltation or

even social background. Emotional skills, or the capability to build and maintain positive
connections, are replacing traditional or intellectual skills as a way to forecast the potential
and continuing success of a career. Managemenssgsdad less considered as a managerial

and exclusively rational exercise: some companies believe that emotions contribute to
performance. But how to identify them, manage them? How does one analyze the growing
interest of companies for emotional intelligerand more broadly for the question of emotions

in management? What is the purpose of managing emotional skills in the world of work? And
how can we introduce training in emotional intelligence while promoting its benefits for our
immaterial capital? Andvhat are its limits as well as its promisds®s the object of training,
workshops, and coaching inspired by the now famous concept of emotional intelligence while
linking its traits to organizational performance.

Keywords:emotional intelligence, emotional quotient, organizational behavior, organizational
performance

1. INTRODUCTION

The underlying idea is that if emotions are taken into account at school or in the company, the
world will become more cooperative and atteatto the human nature. There is a growing
recognition that emotional intelligence, like any skill, can be used for good or for bad. A
strategic use of emotional intelligence in organizations can thus make it a challenging weapon
inthe serviceofhatefdr unacceptable behavior. On the ol
can hide true intentions, and knowing how to recognize the emotions of others can help
manipulate them in a way contrary to their interests. The objective of this paper is to show that

we must stop associating systematically between emotional intelligence and moral qualities.
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Whether or not associated with positive values, emotional intelligence is in any case perceived
as an increasingly central skill in professional life. Emotionalligence counts more than
intellectual quotient in social and professional success, the reason why it is to be highly
considered and should be taken into accolihe problematic of this study is to present
emotional intelligence as a capitdbsely linked to the knowledge of intangible capital, thus to
organi zati onal perfor mance. The goahowofs t o i
this discipline while promoting its promises. Are companies that operate and effectively
manage theiknowledge capital the ones with the best performance? Companies with more
knowledge consistently achieve better results. Do people who manage their emotions well get
the best paying jobs? In a world of globalization and acute competition, immatertal eapi
certainly a very distinguished competitive force, the latter is not complete without being linked
to emotional intelligence. Emotions are increasingly erupting in thinking about the leadership
and skills of managers, breaking with a model exclugivated on a managerial and rationalist
logic. The concept of Emotional Intelligence has been developed by American authors, who
have come up with an operational model for the world of work, hence its success. Traiing, co
development, coaching, and everrm practices aiming at involving employees for some
businesses make management of emotions a factor in improving the quality of management,
sometimes in a logic of quality of life at work and in the framework of a better management of
its capital immateal.

2. INTANGIBLE CAPITAL

In a knowledge organization, the challenge is competitiveness linked to innovation. As a result,
the book value of a company or organization is no longer meaningful at its true value. The
intangible value valuethe future: itakes into account all the factors that allow an organization

to solve problems quickly. There is currently no way to accurately measure and quantify the
value of a company's intangible capital. Intangible capital is defined by the set of powers that
exist in an organization and that come from different resources such as human and
organizational capital.

2.1.Human capital

On the Web site of fALa documentation Fran-ai
the theory of human capital, develofsdBECKER, Nobel Prize 1992, is to consider that from

the point of view of the individual, the education is an investment. The value of this depends
directly on the monetary cost of education and the anticipated future gains from information.
This represets a worthwhile investment if the net present value of the costs and benefits is
positive. Investment in human capital is also a profitable investment from the point of view of
society. In other words, education also provides social gains that outwaigte gyains. This
positive externality justifies for some the intervention of the State if not in the economy at least
in the care of the education system. For the employer, the distinction between general education
and specific training of the individua of significant importance. Indeed, specific training
increases the productivity of the individual only at his employer. The latter can therefore
recover the fruit of the investment it constitutes. Human capital enters and leaves, morning and
evening, tihhough the door of the company, it, therefore represents a source of income for the
company but it does not belong to it. In this case, the company does not own the individuals
and their skills, it rents them for a salary. If we go further in this topiayidind ourselves
separating the human capital from the emotional consideration. Human capital is a debt of the
company visxVis its employees. It must therefore appear on the liabilities side (PRAX, 2003).

10
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2.2.0rganizational Capital

Organizationalcapital is the ability of the company to combine its intangible factors in
processes, (or products) to create value. Unlike human capital, organizational (or
organizational) capital is an asset of the company. Such-kogwcan be formalized into a
methodor procedure that then becomes the property of the company. This capital is divided
into two types, the first one is the internal corporate capital which is the company's ability to
create value through its organization, management, innovation and heaedrdevelopment
capacity, and this is closely linked to its human capital. The second one is the external capital
structure that corresponds to the capacity to implement a-wedaéing relationship with
external partners. Indeed, human capital comeslance to promote the impact of effective
communication to manage the internal structural capital.

3. EMOTIONAL INTELLIGENCE

3.1.Managerial definitions

Emotional intelligence is sedwareness, sedwareness, social sensitivity, empathy and the
ability to communicate effectively with others. It is the intuition of what is socially appropriate
and of the right moment, the courage to admit one's weaknesses, to express one's differences
and to respect those of others. In other words, emotions diatiors that communicate
feeling€Emotional Intelligence (IE) is the main determinant of job performance; it explains 90%

of the variance associated with job success and performance and it is strongly correlated to
cognitive skills. There exists a varietf definitions of IE, they are all capacity based
approaches. Mayers, Caruso and Salovey, 1999 (revised from Salovey and Mayer, 1990)
suggests that perceiving emotions effectively means identifying emotions from faces, music,
and graphic illustrations. g emotions to facilitate thinking is done via establishing a proper

link between emotions and other basic sensations such as colors and textures and using
emotions to change perspectives. Understanding emotions and their meanings, however, is done
via aralyzing and breaking down the emotional processes, understanding the likely transitions
from one emotion to another, and understanding complex feelings in stories. Managing
emotions is via managing o0 n Aoftheanxed a@oaah,t | on s
Bar-On 1997 suggests five different approaches. He, first of all, emphasized intrapersonal skills
as the awareness of one's own emotions, insurancegssedfim, selfdevelopment, and
independence. The second concept is interpersonal skills whatbses empathy, relational

skills, and social responsibility. The third one is related to adaptability that could be achieved
via problem solving, sense of realities, and flexibility. Stress management is also an important
factor to consider. This lattés explained via tolerance to stress and impulse control. The last
point is the individual 6s General mood that

3.2.Emotional Intelligence in business context

Emotions are present in all man's activities ingigdmanagement activities. The notion of
emotional intelligence is closely linked to the field of management, particularly management,
leadership and human resources management. Emotions can both harm and serve a person in
the workplace. This is a subjettat is mostly taboo in business. Very often, we are in the
illusion that we are rational beings and that we should control our emotions. Any untimely
emotional event is considered unseemly, childish and ridiculous. It can be perceived as a sign
of weaknesseven of psychological fragility. On the other hand, the joy, euphoric and natural
disinhibited, stimulates the production of hormones of pleasure and allows us to accomplish
with enthusiasm all the tasks that fall to us. It is a magnet: it attracts dthes and opens us

to sharing. However, having a good management of your emotions is unfortunately not given
to everyoneln his recent book (Cultivating Relational Intelligence), American psychologist
Daniel Goleman tells us that there are two categories of intelligences: emotional and relational.

11
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As we know, we have two hemispheres in our brain. The right hemisphere manages
emotions and our senses, the left hemisphere manages our logic and our vocabulary. Daniel
Goleman tells us that an individual's success depends more on his IE than on his 1Q. Supporting
evidence, he pointed out that, in the professional world, thaersnare not necessarily the
overgraduates, but those who are humanly appreciated, able to recognize, analyze, and manage
their emotions and those of others. When they ask for help with a problem, they get it right
away. Thus, many researches show thahénlong term, emotional intelligence plays a more
important role than mental intelligence in communications, relationships, and leadership.
Moreover, the majority of authors consider that emotional intelligence can be developed and
trained. Finally, Golman's claims that EI could predict academic and professional success
better than 1Q can reduce the prevalence of IQ testing. So, it is imperative to develop one's
emotional intelligence in order to succeed in one's interpersonal relationships. In fadhanor

80% of the people who are thanked for their jobs are because of their lack of interpersonal
skills. The latest research in psychology and neurobiology proves that we are all capable of
improving our emotional intelligence. Daniel Goleman explained éssential skills while

defining EI which areselffawar eness as being always aware
instinctive inclinations to guide decisions. Setintrol as managing emotions so that they
facilitate their work instead of interfering with Conscientiousness and knowing how to defer

a reward in the pursuit of a goal are crucial factors in El at a workplace. Motivation is using
one's deepest desires as a compass that guides one's goals, helping one to take initiatives,
maximizing one's ééctiveness and persevering despite disappointments and frustrations.
Empathy is to be in harmony with others' feelings, to be able to adopt their point of view and
maintain a harmonious relationship with a wide variety of people. Human skills are about
controlling oneds own emotions in relationshi
and networks with acuteness, react with tact, and using skills to persuade, guide, negotiate and
resolve disputes, to cooperate and lead teams.

3.3.Emotional intelligence traits and behaviors

When we are involved in a discussion of emotional intelligence, there exist numerous variables

that help describe the state of El. They are also used as basis for analyzing the state of mind,
the level of performance joined to the type of motivation. TheaEables are: sefiwareness,
selFmanagement, social awareness and relationship management, and all together are used to
assess the overall job performance. Concerningasefeness, it is a measure thatolves

being aware of different aspects exigtwithin us such as behaviors and feelings. It could also

relate to people who are and would like to become the focus of attention. It is also the number
one element to consider while assessing organizational performance. It is totally central to the
individual, to the point that it becomes part of the individual inner focus and that can spread

over the situation which, in this case, is the organization and its perfornEmeeecond

measure is selihanagement, it relates to the degree to which an geglcontrols or redirects

internal states, impulses and resources-i8aliagement is the ability to control and reorient
destructive urges and moods. All this is achieved by think about the reliability, integrity and
relaxed acceptance of change. It'oalsa b o u t not |l etting oneds em
environment, and instead exploit onebds posi
The third measure is social awareness, also known as empathy, is mainly about having
understanding and sensity to the feelings, thoughts and situations of others. It's about
thinking about other people's emotions, especially when making decisions. At work, empathy
translates into expertise in recruiting and retaining top talent, the ability to develop ofbler pe

and the sensitivity needed to bridge cultural gaps. The fourth one is about relationship
management . It refers to managing other peo
human situations and networks with acuteness.

12
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It is about reacting witkact and using them to persuade, guide, negotiate and resolve disputes,
to cooperate and lead teams. It is one of the most crucial elements of emotional intelligence that
affects job performanced o b perfor mance i s t he empl oyee
achievement in the job task. It relates to the efficiency and effectiveness of his job output.
Although it is an element of El, it acts as the results of the above four elements of El. Job
performance is directly affected by the elements oT Bére ardive behaviors to adopt to help
develop El:

1 Approach life by adopting new points of view to enrich understanding;

1 Adopt a language with selected and precise words. Speak with righteous words by being
able to understand the other and to put oneseglfice;

1 Become aware of the importance of good communication, based on the quality of presence
of being, understanding and empathy and be able to clarify misunderstandings to remove
conflicts;

1 Have a sufficient selésteem while maintaining one's integiityany circumstance;

1 Adapt instantly to new situations and responding with the heart and intuitions.

Managers, in a context where the productivity and -weihg of employees are essential
conditions for the performance of a company, must be able tstaafjd modify their behavior

to find the right balance between productivity and its constraints using the concept of perceived
organizational support considering the wming of employees as a mandatory concept
forming the foundation of organizationallassior. This is where emotional intelligence, as a
characteristic of charisma, becomes important as it acts as a human motivation factor. This can
lead to excellence in leadership and thus contribute to the rapid improvement of employee
performance. If ledership and charisma are recognized as the main levers of engagement,
knowing how to operate the right emotional behavior at specific times may be more effective
in many situations. A leader must be able to control his emotions by placing himself ircspecif
"emotional modes", such as trust, adaptability, creativity or intuitiveness. These emotional
modes are themselves conditioned by other emotions such-asteelin, pessimism, empathy,

and desire. The goal is to know how to use each of these emotjmsrtote the entry into an
emotional mode at a given moment. The right emotional frequency, deployed at a precise
moment, will thus result in an always adequate behavior. If, for example, many doubts assalil
the spirit of a team, reassuring words will netdmough, the shift in a trustworthy way to ensure
motivation for the entire team would be another option to consider. In other words, the control
of emotions can greatly influence those of others. In the world of work and especially for
managers, this dily can generate greater commitment and greater employee motivation:
ultimately, the overall performance of the company is improved.

4. EI AND ORGANI ZATI ONOG S PERFORMANCE

The general concept was first defined by Throndik&920. The term EIl was coined in 1966

by Leuner. Contemporary attention in EI st a
Goleman (1995) spread the term as a possible aspect in accepting and forecasting the
performance of subordinates in their platevork. Goleman (1995) defined El as the skill to
comprehend ones6é6 own feelings and those of o
emotions and effective dealings with others. Varieties of concepts similar to EI have been
proposed over the year(Ashkanasy & Daus, 2005LCurrently El is considered as an
investment. It is referred to as Emotional Capital. It is considered as an advantage. Emotional
Capital means the i ntangible organizational
know-hows that provide them the ability to effectively communicate and develop social
relationships. Emotional capital is increasingly being seen as a significant factor in company
performance since it generates strong relationships that allow people to aclaetreseshared
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outcomes. The lack or nonexistence of emotional resources can lead to staff conflict, poor
teamwork and poor employee relations. The considerable interest in emotions has not produced
a critical reflection because the subject is importanhtonan capital. In the contemporary
business world, the phenomenon of globalization, intercultural relations, and competition, there
is an incentive to make great efforts in the field of emotional intelligence. It is a concept that is
articulated in the nreagement of all the relations of the compavignagement is less and less
considered a management and exclusively rational exercise, some companies believe that
emotions contribute to performance. Beginning with the khow, the human and
organizational apital, without the presence of effective emotional management,
communication as well as negotiations, internal and external, will face the total failure of the
company.

5. METHODOLOGY AND SURVEY RESULTS

A sample of 85 employees was drawn from an ins@aenpany in Rabat. The survey was
addressed to all employees regardless of their ranking, actual positions, work longevity, or
salaries. The questionnaire was a sasessment type. The El questionnaire was divided into
four clusters namely seif awaeness, self management, social awareness and relationship
management. Overall job performance measures were provided by the participating
organization. The survey tackles elements related to different ways of situations that are
arousing from the four nasures of ElI and do or could have effects on job performance. It also
focuses on specific behaviors that lead employees to act upon them while preforming their jobs.

51.Respondentsd profile
Attribute Description | Frequency | % Description | Frequency | %
Gender Male 45 53% | Female 40 47%
Age <25 22 26% | 35-45 20 23%
25-35 35 41% | 45 more 8 10%
Marital Status | Married 39 46% | Single 46 54%
Income < 10K 35 41% | 15K7T 20K | 19 22%
10K7i 15K | 28 33% | 20K more |3 4%
Education Technicians| 43 50% | Master 15 18%
Bachelor 22 26% | Sp. Masters| 5 6%
Experience <5yrs 23 27% |10-20 8 9%
5-10 36 43% | 20 more 18 21%
Department HR 9 10% | Sales 37 43%
Finance 22 27% | Operations | 17 20%
Table 1: Respondentsdé profile

5.2.Description of the survey results

The survey has revealed some crucial information about the relationship between emotional
intelligence and job performance as IE can be a predictor of work performance. The analysis
has measured correlation between vaealdf IE and job performance. It explains at most 5%

of the performance at work which is low incremental validity of IE with respect to cognitive
skills so IE does not predict work performance alone. At most, there exists a moderating effect
of El in certan organizational conditions whereas, there is no relationship between job
performance and the nature of work, as we usually assume that the sales department is where
there is high customer interaction and individuals face stress more heavily than in other
departments and are put in situations in which it becomes more difficult to manage their own
emotions.
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The survey also reveals that there is low correlation of 0.15 between tBasad measures

and contextual performance. Personality explains 34.284tisfaction with life and thus tends

to reduce overall stress and emotions related to job where are well managed as employees look
at the whole picture rather than details. Once personality control, IE measured accounts for
1.3% of satisfaction with lifeln this case, effective personality control predicts 6% of job
satisfaction and 3% of work performanées per the first dimension which is salivareness,

the results have shown that an effective relationship exists between El aad/a@hess,
emotimally strong employees face fear which appears when one needs, for example, to perform
a speech in public or face management and that may result in the impossibility of pronouncing
any word audibly. The other situation is danger that manifests itself orteefeels threatened

or obliged to do something and gives rise to a strong accumulation of energy that can explode
in aggressiveness or brutality such as the illustration by one collaborator who will literally
sweep all that is on his office with a backiloé arm following a pressurization of his superior.
Employees were able to explain such behaviors. Sadness is also a situation that arises after a
disappointment, a painful event, when one integrates the said difficulty and that one seeks to
set new benaharks. It causes a general slowdown, a weariness sometimes going as far as
extreme fatigue or period of discouragement following many lost clients, for example. Another
situation is disgust that intervenes when one is faced with something in total ciunadith
oneods o whichvsaften ensountered during a dismissal. Another feeling within this
category is the feeling of surprise which results in an increased sensitivity of all the senses as
well as a neuronal acceleration in order to prepadawelcome this change, it is the case during

an innovative project in which employees were-gadftivated and with their own outpuloy
translates into an increase in energy and-tseilhg. It is a real source of positivity which is at

the origin of atemendous upward spiral, a perfect illustration by a promotion or an increase.
Overall, the correlation measures strongly between both variables.

6. CONCLUSION

Emotions are today recipes in the world of management. If we can interpret rietasnaof

affects in a world that has always kept them away, it remains that, as we have just seen, its
translation into the "managerial” spheres in the form of Emotional intelligence is debatable in
many ways. For the specialists of the springs of thecafe life at work, which have a true
culture on this subject, the vision that the lawyers expose of the emotional intelligence can
appear limited, simplistic or naive. But the very great popularity of this concept in the circles
of management overseasdathrough influence, in those of other parts of the world, proves
once again how much management is sensitive to practical answers. The only thing we can
hope for is that this opening to the affective dimensions of human behavior will lead managers
to other paths through which they will discover that psychic dynamics are at the heart of
humanity and especially work activity. What most of them already know, but that, in many
cases, their universe constantly tends to repress.
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ABSTRACT
The aim of this paper is to examine how B2C websites features differentiate on cultural grounds
and to explore how companies can reach their local consumers through fulfillment
requirements connected with perception efoexmerce website qualit{e-consumers from
different culture have different needs, expectations and requirements connected with perception
of B2C website quality. Based on the literature review an alternative modetarhmerce
website quality assessment has been proposed. # talceconsideratiorculture dimensions
defined by Hofstede and Hall. The paper discusses the influence of different culture dimension
on website quality perception and describes the adaptation of the specific cultural
characteristics in B2C websites. lemgral, the contributions of this work can be summarized
into the following two areas: the identification ofcemmerce website quality factors, and
application quality model in B2C context with consideration of cultural determinants that
influence econsumers requirements and quality perception. The results of this study may also
help ecommerce companies, because they could use the insights analyzed in this research to
modify their approaches, depending on the culture they are targeting.
Keywords:B2C, BZ website localization, culture, culture dependent consumer behaviors,
culture dimensions,-eommerce, €ommerce website quality

1. INTRODUCTION

E-consumers from different culture have different needs, expectations and requirements
connected with percéipn of B2C website quality, becausiee website features are culture
dependent. The review of prior studies suggests that cultural elements are an important part of
ecommer ce website design and content, and
requiremets are reflected in B2C website. Therefore, culture has been recognized as an
important influential factor for online consumer behavior and expectations (Moura et. al, 2016).

With the growing cultural diversity of online consumers, the importance of uaddnsg

different preferences for online shopping and expectations connected with B2C website quality
becomes even more important, because culture can affdmltagiourof online buyers. The

research studies done on this topic show that cultural factors are influencing for online shopping
experiences and assessment -abmmerce website quality. It is obvious that@nmerce

website design and content need to considerthc ul t ur e dependent cons.i
This will allow the ecommerce website to reach out to the targeted consumer group and
maximize online purchase satisfaction, because the suitable website appearances encourage
buyerds onlinenpuactasnhhbuemecentust omer soé r e
commerce website characteristics have differ
online satisfaction. In particular, the development of effective B2Gnemerce websites must

appeal to consuers from diverse cultures (Baack and Singh, 2007; Gevorgyan and
Manucharova, 2009; Belkhamza and Wafa, 2014). Conducted research revealed that customers
have a significantly more positive attitude towards sites that are highly culturally adapted to
thercul ture and the customization of cul tur al
towards ecommerce website (Snelders et al. 2011). The investigation of cultural values was

also conducted to evaluate the extent to which global companies adaptdbséks to meet

the values of target markets.
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Studies have shown that culture is the important factor influencing both user perception and
online experience, therefore the cultural profiles of targetistomers strong influence the
development obnline strategies of-eommerce ventures. Companies adapt their websites in
order to reflect values of their target consumer group in country versions of their B2C website
(Singh et al . 2006) . Evaluation of orisl ture
important for the success of businéssonsumer websites. With the increasing diversity of
online consumers, the significance of understanding different preferences for online shopping
and determinants of-eommerce website quality assessment acmstures becomes even
more important. The aim of this paper is to examine how B2C websites features differentiate
on cultural grounds and to explore how companies can reach their local consumers through
fulfillment requirements connected with perceptadre-commerce website quality. This study
focuses on the correlation betweencmmerce, culture, and website design, and the article
begins with a literature review mostly related to these areas. At first the article introduces the
literature review. Cultre dimensions defined by Hofstede (2001) and Hall (1976) are analyzed
in the context of the adaptation of the specific cultural characteristics in B2C websites. The
paper discusses the influence of different cultural factors on website quality peraamtion
describes the implementation possibilities of the particular culture dimensions in B2C websites.
Based on the literature review an alternative modetatfremerce website quality assessment

has been proposed. This model takes into consideration ngtfaotbrs connected with
functionality and reliability of website, but also culture dimensions that influecoasumer
behaviour and their expectations, requirements and quality perception. The paper concludes
with discussion and implications from thesudts as well as the limitations and directions for
future research.

2. E-CONSUMER EXPECTATIONS IN THE CONTEXT OF CULTURE
DIMENSIONS

The best known culture dimensions are proposed by Geert Hofstede (2001). He developed a
model that helps to explain basialue differences between cultures and countries. This model
distinguishes cultures according to five dimensions: Power Distance, Individualism
Collectivism, MasculinityFemininity, Uncertainty Avoidance, and Lofigrm Orientation.

The proposed dimensiorsan be wused to explain differenc
behaviors and expectations. Hofstededbds model
behaviourand has been widely accepted. Other approach presents Edward Hall (1976). Culture

is se@ here as a opdimensional construct in which countries are grouped into high or low
context category. Hall (1976) distinguished patterns of culture according to context, space, time
and information flow. He considered cultures as high anddomtext dinensions based on
communication or messages. In higlo nt e x t culture societybds cc
simple messages. Inlewo nt e x t culture societyds communi
detailed and comprehensive messages (Hall, 1976). Distinduahtire dimensions have

their reflection in consumer purchase behavior and expectations regaatingresrce website

design and content. Culture is one of the most important factors determining B2C website
quality requirements. For example, Tsikrikts002) conducted a survey and concluded that

culture does play a role in website quality expectations. Specifically, the dimensions of
masculinity and longerm orientation were shown to impact most significantly on website
guality expectation. He found th#he scores of a country in masculinity and legn

orientation are associated with higher expectations of website quality. Cultures that are more
shortterm oriented may be more likely to value promotions and discounts co@nmerce

website. Peoplemay decrease online shopping in uncertainty avoidance culture, while
consumers in high power distance cultures are less open to new ideas and products, however
consumer acceptance etemmerce in is higher in high power distance culture (Yoon, 2009).
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Othe study collected a total of 93 websites from different companies with different countries
and found a significant relation between cultural content and Hofstede's cultural dimensions
(Singh et al., 2009). Earlier study identified significant differencesalbcultural dimensions
between American and Chinese company websites. Chinese sites depicted significantly higher
collectivism and uncertainty avoidance features, while American websites portrayed low
context and masculinity elements (Singh et al., 2088 investigation of the Russian and
Turkish websites of multinational companies indicated that the companies adapted the cultural
values on their local-eommerce websites (Yalcin et al., 2011). Similar results were found
when comparing company websitesm the USA and from the Arab countries (Chun et al.,
2015). Analogous results were found in a analysis of 234 sites over fifty three countries. This
research used a different framework and compared a much larger spectrum of countries.
Significant diffeences in website design and content were found in all considered cultural
dimensions: individualism, masculinity, uncertainty avoidance and power distance (Singer et
al., 2007). Singh and Baak (2004) compared Mexican and United Stedesngerce sites to
examine whether they depicted cultural values differently. They found that Mexican websites
in comparison to American websites showed more content related to collectivism, masculinity,
and power distance. Robbins and Stylianou (2002) analyzed the frequfeocgurrence of
specific elements in commercial websites and found many elements that can be related to
Hof stededs di mensions. They confirmed a rel a
of organizational charts on websites. Consumers who areonighasculinity culture value
emphasis more on web information designs. Consumers who are high on uncertainty avoidance
culture value emphasis more on web navigation design to create trust. This means that e
commerce website should present information lalgicto customers from high masculine
culture. While, in case of customers from high uncertainly avoidance cultures, the attention
should be paid on navigation features -@loenmerce website (Ganguly et al., 2010). Callahan
(2006) also suggests that une@ty avoidance is correlated with the use of animation and
graphical art, and a greater ease of use of the site. High uncertainty avoidance and high context
cultures tend to have greater use of animation and easier navigability on the sites (Khanum et
al., 2012). Collectivist consumers are more likely to share their information within the group
and be less expressive and explicit when providing an opinion about another. This is very
different to the individualist consumer, who would easily give negatiwegsaand comments

for poor performance. A collectivist consumer would be more lenient towards a bad experience
and would rather discuss this experience within the group than make a public statement.
Concerningsocial networking with online buyers irRcenmerce environment company can
create trust and positive influence in certain cultures (Brengman and Karimov, 2012). Fhe long
term study on this topic was conducted by Robbins and Stylianou (2010). The authors compared
the exposure of cultural values in ety company websites from tweriyo countries in 1998

with similar companies in 2008. This study is able to indicate the direction of possible cultural
changes. The results point to a slight movement towards the homogenization of some values
across cultwes. Results on individualiseollectivism, uncertainty avoidance and lestgprt

term orientation showed a reduction of their significance levels, possibly indicating a movement
towards homogenization However, the differences amongst countries regardargisiance

and uncertainty avoidance became even more significant after ten years, suggesting an
enhancement of cultural differences in these dimensions (Robbins and Stylianou, 2010).
According to Wirtz (2006)e-commerce takes place in the context of ibeked
communication. This communication channel consists of images, multimedia and interactive
featur es, hence greatl y enhanc.i-cogtexttchiteresi nt er 1
Additionally the Internet is increasingly becoming an interpersaoahmunications and
socialization channel. This tendency has its reflection in social media development and
increasing number of chat rooms, blogs and social network sites.

19



42ndInternational Scientific Conference on Economic and Social Developmé&wndon 12-13 June2019

Therefore contemporary@mmmerce websites with such features have greater accepexel

in high-context cultures and tléfferences in communication styles between kightext and
low-context cultures do occur on B2C websitesV¢ r t z 2006) . Concerni
cultural dimension it is suggested that high context websites shéivsell approach using
politeness and are aesthetic with emphasize animadoyrand images. While low context
websites suggests hard sell approach such as emphasize on discount and promotions (Sinkovics
et al., 2007)According toSohaiband Kang (2014) collectivistic B2C websites contain such

tools as: chat, online help, agup discussion through social networking services. In contrast
individualistic customers prefer website personalization, newsletters and company blogs.
Customersrbm high uncertainly avoidance cultures need more customer service including
AFAQs 0, online help and information about | o
security. Customers from high power distance cultures expdotmation about cormgmy
hierarchy, information about ranks of employees, pictures of employees, high frequency of
organizational charts on website, presence of company vision and mission statement.
Customers from loypower distance cultures expgromotions and discounts @commerce

website. Additionally, customers from high context cultures put more emphasis on the website
aesthetic than customers from low context cultures (Sohaib and Kang, 2@tdjding to

Wirtz websites of higlcontext cultures implement more animasothat assimilate human
presence on the website and are more likely to use images that reflect values characteristic of
such cultures to convey information, especially related to navigation elements. For the
presentation of productlated information, wesites of highcontext culture tend to picture the
product together with an individual, thus giving the consumer a central place of attention but
never the product only. It would be necessary and beneficial to incorporate such features when
targeting consmers of highcontext cultures. On the other hand, when targeting people from
low-context cultures, for example, products should be depicted separately since their attention
tends to be very focused and page layoutcaolurschemes should be consistenaliow for

an easy and quick decoding of the information (Wurtz, 2006). Idwmenerce website is an
important source of information. Customers from higimtext cultures seek information from
personal social networks. As such, it is argued that the s®palct of the Internet may be of
greater value to customers of highntext cultures, as compared to B2C website users from
low-context cultures. Therefore, it is necessary to look for innovative ways to draw consumers
online socially. Strategies suchlaglding and maintaining chat rooms, sending out regular e
newsletters or special deah®ils, developing company blogs or advertising on social network
websites should help enhaneeceu st omer s6 sati sfaction. Il n con
onlineusers of lowcontext cultures, emphasis may be placed on the content offered to increase
the perceived utility in the eyes of these consumers (Gong, 2008j)omers from different
cultures have different requirements connected with their expectatiarsliregecommerce
website design and functionality. Consumer so
are created in cultural context. Their expectations are related with specific culture dimensions
and should be considered ltemmerce websiteadign, especially in the context of fulfillment

guality requirements. Companies should reduce the negative impact of cross cultural
differences through elaboration of common frameworks for consumers from different cultures

or adaptation-€ommerce websitieatures to specific requirements.

3. CULTURAL DETERMINANTS OF B2C WEBSITE QUALITY ASSESSMENT

E-commerce websites are becoming increasingly complex. The number of features offered to
consumers is constantly increasing in order to improve customerasttisf and enhance

quality assessment connected with the information gathering process and the online shopping
experienceCust omer satisfaction is the | evel of t|
or services when customers experience these.
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Customer satisfaction from an online shopping website involves the reactions or feelings of
customers during their experience on the particleoremerce website (Molla and Licker,

2011). Website quality is difficult to define and capture in an operatiwsag) because this

notion represents multidimensional construct ( Hasan, 2016). Fulfilment or surpassing
customer expectations is the essential element of quality providing. The dominant factors which
influence consumer perceptions of online purchasingreravebsite characteristics, because

they create and realize customer expectations. Therefore a high qe@iityneerce site can

attract more customers with positive first impression and enhance their online shopping
satisfaction, especially experiencesmoected with culture dependent expectations. Adaptation

to the | ocal mar ket environment and specific
behavior and fulfillment of customersodo expec
Crucial featires in a successful website design are: aesthetic appearance, easy navigation, well
organized content display, usability, information quality, ease of use, availability,
customization, responsiveness, fulfilment, appropriate content, accessibilitgn dasd
presentation, personalization, ease of use, usefulness of content, adequacy of information,
privacy and security, interaction, reliability and efficiency (Xiao, 2008)line shopping
websites with their innovative features are significantly immdbrtdbecause of rapid-e
commerce development. Therefore&s@nmerce companies must develop high quality websites
that provide a better online experience to attract and retain their customers in the virtual
marketplaceBased on the literature review an alternative modelaafremerce website quality
assessment has been proposed. The factorscistemer satisfaction have been selected from
prior literature studies. Culture dimensions, defined by Hofstede (2010) and $#8), have

been taken into consideration. Culture dependeaanemerce website features, that influence
e-consumer behaviour, expectations, requirements and quality perception, have been presented
in table 1.

Table following on the nexege
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Tablel:E-commerce website quality assessment in culture dependent context
(own elaboration)

Culture dimension Expected ecommerce website quality determinants
Collectivism - possibilities of information sharing with otheonsumers,
- social networking features such as: forum, chat,

- presence of social networking services, Eagebooktwitter, etc.,
- online chat with staff,

- online newsletter subscription,

- company blog,

- group discussion through socratworking services,

- online help.

Individualism - product unique and differentiation features,

- presence of privacy policy,

- privacy concern related to unauthorized sharing of personal information,
- transaction security,

- individual greetings,

- website personalization,

- possibilities of product personalization,

- newsletter and company blog,

- ease of use and easy navigation.
Uncertaintyavoidance | - more customer service,

- online help,

- contact data,

- contact information abduocal store and dealers,

- presence of FAQs,

- navigation featureswell displayed navigation links,

- presence of site maps,

- website reputation,

- presence of other consumers opinions,

- social networking features (forum, discussion graigat, presence of social networking service
- transactions security,

- personal data security,

- privacy policy on website,

- use of animation and graphical elements,

- website functionality and aesthetic,

- greater ease of use and easivigability on the website,
- reliability,

- availability,

- more information about product,

- more information about guarantee and product delivery conditions.
High powerdistance - information about company hierarchy,

- information about ranks of enplees,

- pictures of employees,

- high frequency of organizational charts on website,

- presence of company vision and mission statement.
Low powerdistance - website design and aesthetic,

- userfriendly navigation features of website,

- promotions and discounts orcemmerce website.
Masculinity - high expectation of website quality,

- website reliability and accessibility,

- short response time,

- website functionality,

- easy navigation design,

- logically presentation of informatiomavebsite.
Femininity - website aesthetic,

- userfriendly website features,

- ease of use,

- easy navigation.

Longtermorientation | -high expectation of website quality,

-website reliability and accessibility,

-functional navigation design.

Shorttermorientation | -value, promotions and discounts en@nmerce website,
-short response time.

Low context - focus on discounts, promotions, and product comparison,
- lower use of animation, images atmlours

- use of superlative words and sengsic

- consistent and precise information about product,

- consistent page layout,

- easy and quick access to information,

- easy navigation.

High Context - context information about purchased products,

- more pictures of product,

- presentation of morgroductrelated information,

- website aesthetic,

- use of differentoloursand images,

- greater use of images, multimedia, animated graphics and sounds,
- interactive features,

- social networking features (forum, discussion group, @rasence of social networking service
- company blog,

- userfriendly website features,

- easy navigation design.
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E-consumers from different culture have different needs, expectations and requirements
connected with perception of B2C website qualithie use of appropriate cultural elements
increases the usability of@mmmerce websites and positive influence quality assessment,
because members of different cultural groups prefer different features and elements of e
commerce website. Cultural valuesdifferent countries and consumers group are naturally
reflected on eeommerce websites. The most of B2C websites contain specific elements that
reflect determinants of website quality assessment in the particular culture. Customer
preferences are createdcultural context, therefore influence of different culture dimensions
should be taken into consideration during implementatimonemerce strategy and B2C
website designThere are correlations between distinguished culture dimensions, defined by
Hofstede and Hall, -eommerce website design, and determinants-ocdremerce website
quality assessment, because the local cultures influence consumer online behavior and expected
B2C website quality characteristics. Understanding of culture influenceommerce website
perception and its quality assessment can help enhance adoption suitable B2C website, which
is culturally adapted and meets the needs of custoB@smmerce companies should adapt

their ecommerce websites to requirements of local consumers and better fulfill expectation
customers from different cultures. Effective localization involves individual approaches to
different users group, their needs and requiremé@umpanies should change the features of
their websites and adopt cultural values depicted in theanemerce website to sell products
online successfully. The content, imagery, presented values and functionality of website should
correspondent with req@ments of different consumers gro&waluation of culture influence

on ecommerce website perception is important to the success of B2C website design and its
appropriate adaptation to specific consumer s
dimensions.

4. CONSLUSION

Knowledge about culture influence on consumer online purchasing behavior and expectations
regardingec o mmer ce website quality can facilitate
and implementation optimal development sggteof ecommerce venture in cultural
differentiated online environment. This paper presents a literature review on website design
with regard to consumersodo cul ture -cdrempereendent
website quality assessment modehis quality assessment model takes into consideration
factors connected with culture dimensions defined by Hall and Hofstede. The proposed quality
determinants related to the particular culture dimensions can improve the quaktyofreerce

website deg n , enhance customersd satisfaction f ¢
customersd quality requirementThe congibusohseoi t o ¢
this work can be summarized into the following two areas: the identificatiorcameerce

website quality factors, and application quality model in B2C context with consideration of
cultural determinants that influencecensumers requirements and quality perception. The
results of this study may be helpful forremmerce companies, becaukey could use the

insights analyzed in this research to modify their strategy, depending on the culture they are
targeting, improve their B2C websites design, enhance their customers satisfaction and better
ful fildl cust omer s 6-commeecce WebsitanqualityAslvanceengnain€i ng e
commerce developmehas created a critical challenge for companies, specificalhgtailing

and relations with customers in online environment. The findings of this study suggest that
companies should considarlture dimensions of each country, when they decide to formulate
strategies about online retailing anec@mmerce website desigi-commerce companies

should use these insights to develop culturally adapted B2C websites, impros®mers
satisfaction fom online purchase and website quality perception, or analyze their existing
strategy to measure the degree of adaptaticomemerce websites targeted toward a particular
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culture.The paper presents also a few limitations and various future researciodgect fact,

future research of website cultural adaptation can be extended to new forms and interfaces of
digital communications such as mobile interfaces or video games. Additionally, the results of
this study may not be generalized due to consideratiothe limited number of factors
connected with B2C websites quality assessment. In addition to this, only culture dimensions
defined by Hofstede and Hall have been taken into consider@tias, perhaps it may be useful

for future researchers to asséiss application of other culture dimensions to study website
localization and determinants of quality assessment.
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ABSTRACT
The turn of the 21st century ipariod of growing importance of finance in the global economy.
The domination of the financial sphere in relation to the real sphere is defined as
financialization. Inflation of financial instruments, derivatives in particular, is indicated among
the sympims of financialization. Financialization in relation to companies is associated with
the growing importance of financial motives in the decisi@aking processes of enterprises.
The growing pressure of financial markets and investors forces transformatidghe value
management process. Companies raising capital from share issues are evaluated by investors
(shareholders). In turn, management is entrusted to hired managers whose evaluation depends
on the current results. In order to meet the requiremeinise owners (shareholders), they stop
taking into account the lontgrm development of a given undertaking and focus on achieving
the required rate of return in the short term. Therefore, they limit their operational activities,
and in particular longterm investment activities, in favour of shoetm financial activities.
They use derivatives as one of the forms of deom profit generation. Their use is
characterised by a relatively high level of risk resulting from the use of leverage in their
condruction. It also results in potential profits (or losses) many times higher than the capital
employedThe purpose of this paper is to examine whetheffmamcial enterprises operating
in Poland use derivatives in value managem&he research was bagen the analysis of
indicators identifying the role of derivatives in the enterprise and determining their impact on
the ROE ratio as a measure of value for shareholders. For this purpose, the financial statements
of nonfinancial enterprises published Poland by the Central Statistical Office for the years
20102017 were used.
Keywords:company, derivatives, financialization, financial statement analysis

1. INTRODUCTION

Financialization is connected with the dominance of the financial sphegiron to the real

sphere. Inflation of financial instruments, derivatives in particular, is indicated among the
symptoms of financialization [Ratajczak, 2012, p. 291]. Derivatives are financial assets whose
prices depend on changes in the prices of lyidg instruments (shares, bonds, stock indices,
exchange rates, interest rates, etc.). Their original purpose was protection against risk, including
FX risk. However, they quickly became a form of quick, profitable yet risky earning and in
time became srulative instruments. In the era of financialization, as a result of increased
demand and the development of speculation on the derivatives market, a dynamic growth of
financial assets took place through the issue of new assets based on other agsiisnitoa

the quantitative increase in the value of derivatives, their development in terms of quality also
took place. More and more financial instruments created by financial engineering have become
more complicated and often illegible, especially fait buyers. Their muHliayered structure
concerning revenue that depends on the price of another asset blurred the associated risk. This
trend could be observed over the last quarter of a century, and it acquired exponential character
in the years 2002008. The total nominal value of derivatives which were traded on the market

in 1998 amounted to USD 72 billion, while in 2008 it was already USD 673 billion. In
subsequent years, after the subprime crisis, their value fluctuated, exceeding USD 700 trillion

26



42ndInternational Scientific Conference on Economic and Social Developmé&wndon 12-13 June2019

in 2011 and in 2013, while in 2018 it amounted to USD 544 trillion [BIS,
https://www.bis.org/statistics/about_derivatives_stats.htm?m=6%7C32%7da88lization

is a challenge for contemporary managers. Financialization, when applied -tmaraial

enities, means the increase of importance of financial motives in the denisking
processes of enterprises. As a result of the transformations of the system of economic incentives
and developmental patterns both in the economy and among business eatitiegtration on

quick earnings, on creating shareholder value occurred [Stockhammer, 2004 -1} For

this purpose, managers use financial instruments to generateteshorprofit, limiting
operational and investment activity [Krippner, 2005, pp3208, Orhangazi, 2008, pp. 863

886]. Such a possibility is offered to them by derivatives, which allow to obtain profits (or
losses) many times higher than the capital employed, thanks to the use of the financial leverage
in their structureThe purpge of this paper is to examine whether Hfioancial enterprises
operating in Poland use derivatives in building company value research was based on the
analysis of indicators identifying the role of derivatives in the enterprise and determining their
impact on the ROE ratio as a measure of value for shareholders. For this purpose, the financial
statements of nefinancial enterprises published in Poland by the Central Statistical Office for
the years 2012017 were used.

2. COMPANY VALUE MANAGEMENT I N THE ERA OF FINANCIALIZATION AND
DERIVATIVES

Value management involves making strategic and operational decisions of an investment,
organisational and financial nature that contribute to the growth of the company's value.
According to the traditional appach, increase in (market) value of qu@duction companies

is associated with generation of letegm profit (income) from operational and investment
activities. That is because core activity for such enterprises is the manufacture of goods
(rendering srvices) and trade in goods. They generate revenues by selling them, which off set
with the incurred costs constitute profits. The generated profit is the source of revenues for the
owners and can be used to fund the investments. The investments dethendaeelopment

of enterprise and greater profits in the future. On the other hand, financial activity constitutes
additional source of revenues for the purpose of financial investments when the enterprise has
a surplus of nomllocated financial fundsChe financialization processes connected with the
growing significance if the financial sector in the economy have led to transformations in the
sphere of management and ownership. The companies obtaining their capital from financial
markets as listed compare s are assessed from the i.nvesto
[Nawrocki, Szwajca, 2016, pfa65171]. Ownersshareholders from the financial sphere treat
their investments as one of periodical and alternative forms of funds allodaidmgwska,

2019, p. 282]. Their activities, especially the activities of institutional owners, are associated
with the secalled impatient capital, which looks for the possibility to gain exceptional profits

in a short period of time [Dore, 2002, pp. 11AL]. The company value management process

is connected with the assessment of companies by the financial market. Company management
is entrusted to managers whose position and remuneration depend otershorésults
[Williams, 2000, pp.112]. One of themost frequently used indicators is the ROE indicator
[Froud et al., 2000, pp. 8010, Dembinski, 2011, p. 150 ]. Emphasis on the results well
received by the financial markets means that managers move away from the stakeholder
perspective and are guidedMards the concept of management in the interest of the owners
(the sacalled shareholder perspective). [Palley 2Q@ohekk o wa | s k a I ., Zielidc
pp. 129413(0. Taking into account the above phenomena associated with financialization, the
manag@ment of company value is directed towards stesrh financial result. Using the
conditions of financialization, the companies look for sources that can ensure quick profits.
Investments in financial instruments, derivatives in particular, are one obpghens.
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Derivatives perform two basic functions in business trading, i.e. they hedge the risk of changes
in the prices of underlying instruments and create the opportunity to achieve speculative profits.
The first function is related to the fact that thetity wishing to avoid the risk of losses
associated with adverse price fluctuations of the financial instrument (currency, interest rate,
shares, etc.) through the purchase of a hedging derivative (contract, options) creates an
insurance mechanism agdiffisture price changes. The use of hedging transactions involving
derivatives allows the entrepreneur to predict the volume of flows (prices, margins) that will be
realized in the future. Skilful use of hedging transactions can also affect the sales Vdhene
calculating sales prices based on quoting forward transactions, there is no need to assume a
buffer for possible volatility, and the prices offered may be more competitive in relation to other
market participants. The hedging function of derivatigasainly used in international trade.
Thanks to the use of contracts or currency options, importers and exporters can insure
themselves against FX fluctuations. The condition is a very thorough knowledge of functioning
of the market on which the activity conducted. Derivatives are also a tool for achieving short
term (speculative) profits. Their attractiveness in generating quick and high profits is related to
the possibility of using financial leverage, i.e. the possibility of achieving dispropdeigpna
high profits in relation to the amount inves
derivatives is usually a margin representing a small percentage of the nominal value of the
purchased/sold instruments. However, it should be remembeatddrivatives are high risk
instruments. The lever works in both directions. It can contribute to high profits, but also losses.
Most transactions on derivatives are in fact an obligation towards a financial institution that
needs to be fulfilled. To exaine the significance of derivatives in managing the value of an
enterprise in the era of financialization, their function as a speculative instrument is taken into
account.

3. RESEARCH METHODOLOGY

The research method adopted to examine whether finaatiah processes influenced the
value management of ndimancial enterprises in Poland was the analysis of indicators built on
the basis of financial statements published by the Central Statistical Office for the years 2010
2017 [Financial instruments ohonfinancial enterprises20102017]. To assess the
significance of derivative instruments in enterprises, indexes of derivatives' participation in the
structure of assets / sources of financing were used. In accordance with the legal regulations
regarding accounting records [IAR,3AS 39,Accounting Act Ordinance of the Minister of
Finance on specific recognition principles, valuation roé#) scope of disclosure and
presentation of financial instruments], derivatives are recognized in financial statements at fair
value, which the market price is most often considered to be. It should be noted that depending
on the type of instrument andsitharacteristics, its presentation in records and financial
statements may differ. And so, contracts (forward, future) result in the simultaneous creation of
financial assets and financial liabilities. As at the balance sheet date, their value is adjusted
their market value. In contrast, options, depending on the side of the transaction, are recorded
in two ways. If options are purchased, they are recognized as financial assets, and if they are
offered for trading- as financial liabilities. Swap contis are only valued for reporting
purposes. The estimation of fair value of the instrument may have a positive value (resulting in
the recognition of a financial asset) or a negative one (resulting in the recognition of a financial
liability) [Gmytrasiewiz Kar ma Es k a-331]2F0rthlla, 1 shpws. the Pabtibipation

of derivatives in the balance sheet total.

D/BST = *100% (1)
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This ratio expresses tlshare of financial instruments in total assets or liabilities. The increase

in the ratio indicates an increase in the significance of financial assets in the company's assets
or as sources of financing, and thus a greater involvement of free fundsstmewués related

to derivatives.

Another indicator determining the role of financial instruments in the functioning of non
financial enterprises is the ratio of participation of the result from operations on derivatives in
the net financial result. Thisdicator is presented in Formula 2.

RFOOD/NFR = *100% (2)

This indicator shows the share of profit (loss) generated as part of operations on financial
instruments in the net profit of the enterprise. The growth of the indicator means an increase in
the significance of income from operations related to derivativegal income.

Due to time constraints of data on the result from operations on derivatives (until 2015), the
ratio expressing the relation of the fia&x financial result (gross) to the operating result (model
3) was adopted as a supplementary irtdica

GFRI/OR = 3)

This indicator shows the extent to which financial activities (including derivative transactions)
affected the operating activity of the enterprise. The indicator greater than 1 means that the
enterprise generates profit from financial activities, whidraases the operating result. The
indicator lower than 1 shows that the result on financial operations is negative and absorbs
profits generated from operating activities.

In order to assess the value of the enterprise (for shareholders), the ROEagtised, in
accordance with the trends observed in practice among invesiamsholders. Its formula is as
presented in Formula 4.

ROE = *100% (4)

This indicator demonstrates the profitability of equitg. how much net income each zloty
(PLN) brings by engaging in equity of a given enterprise. In general, the higher the ratio, the
higher the profit value for the owners (shareholders).

4. EMPIRICAL ANALYSIS

Empirical analysis concerning tlsggnificance of derivatives in the value management of a
company was carried out for the period 2@017.The indicators of the share of derivatives

in the balance sheet total have been presented in two charts. Chart 1 presents the structure of
active deivatives, while Chart 2 the structure of passive derivatives.

Chart following on the next page
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Chart 1: The structure of active derivatives of fiorancial enterprises in Poland in the years
20102017 (own work based on: Financial instrumentsaffinancial enterprises, Central
Statistical Office, Warsaw, 2042D17)

Considering the structure of derivatives in the balance sheet total of the Polishammmal
enterprises, it can be concluded that the share of derivatives in total assdiggdimblow

it does not exceed 1%. As far as active derivatives are concerned, their highest level was
observed in 2011 and amounted to 0.65%. In the following years it decreased to approx. 0.5%.
The share of passive derivatives exceeded 0.9% iretims 201€2011. In subsequent years, it
decreased, to 0.3% in 2013, and then it stalled at around 0.4%.
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Chart 2: The structure of passive derivatives of-financial enterprises in Poland in the
years 2012017 (own work based on: Financiaktruments of nofinancial enterprises,
Central Statistical Office, Warsaw, 202017)

Analysing the types of derivative instruments, it can be observed that iR2BQ21options
were dominant group within the assets (0.26% in 2010, 0.34% in 2011).
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Enterprises purchased options as a form of investment. On the passive side, their share in 2010
was 0.37%, and in 2011 it fell to 0.16%. Thus, a smaller group of enterprises issued options.
On the other hand, in the initial period of analysis, swap contdmtsnated within the
liabilities (0.42% in 2010, 0.51% in 2011). This means that in the covered period swaps caused
a negative valuation in a larger number of {imancial enterprises. After 2013, forward
contracts were the most frequently used derivatiB®th on the side of assets and liabilities,

their level approximated 0.3%. A slightly higher value was on the asset side, which was
associated with the valuation as at the balance sheet date.

Table 1: Indicators of the share of the result from opereation derivatives in the net
financial result, the ratio gross result / operating result, ROE offmeemcial enterprises in
Poland in 2012017 (own work based on: Financial instruments of-fioancial
enterprises, Central Statistical Office, Warsa@1@2017)

2010 | 2011 2012 | 2013 | 2014 | 2015 | 2016 | 2017

Result from
operations on
derivatives / net | -1.07%| 1.18% | -0.26% | 1.39%| 1.07% | -0.19% | no data no data
financial result
*100%

Gross result /

: 0.92 | 0.89 084 | 059 | 0.75 | 0.52 0.85 | 0,.95
operating result

ROE 10.16% 12.73%| 7.60% |[6.93%| 5.91%| 2.47% | 7.46% | 9.42%

Investigating the significance of derivatives in managing the value of an enterprise, the effects
of investing in derivatives and the results achieved by the enterprise should be analysed.
Evaluating the profitability of derivatives based on the ratio of the result from operations on
derivatives to the net financial result, it can be seen that it was at a low level of around 1%. The
highest value was observed in 2013 and amounted to 1.89é6ntrast, in 2010, 2012 and
2015 its value was negative, while ROE was positive. This means that operations on derivatives
had a negative impact on the profitability of equity. Due to the limited data on results from
operations on derivatives for the yeaefore 2015, the ratio of the gross financial result (before
tax) to the operating result was additionally used. This ratio was lower than 1 in all years of the
analysis (2012015). This means that the result from all financial operations (including
derivatives) was negative and absorbed profits generated from operating activity. Thus, it
negatively affected the ROE ratio, which had positive values in the analogous period

5. CONCLUSIONS

The purpose of this paper was to examine whethefinancial enérprises operating in Poland

use derivatives in value management. On the basis of the conducted research, it should be said
that derivatives did not contribute to the creation of value of Polish enterprises (measured by
ROE). The share of derivatives iretbalance sheet total in 202018 was at a low level and

did not exceed 1%. What is more, the analysis of types of derivatives indicates that the forward
contracts and foreign currency swaps are dominant. These are instruments with an individual
characterand they perform mainly a hedging function, not a speculative one. However, the
most important conclusions come from the analysis of profitability on derivatives. The ratio of
the share of the result on financial operations in the net financial ressilalg@ low, not
exceeding 1%. In the years 2010, 2012 and 2015 its value was negative, while ROE was
positive.
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The additionally analysed ratio of the gross financial result to the financial result from operating
activity in the covered period was less than 1, which means that the result from operations on
financial instruments (including derivatives) had a negatiygact on the financial result and

thus on the ROE ratio. The research carried out concerns the period of the past eight years.
Financialization is a developing phenomenon, therefore, research into the discussed issues
should be continued.
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ABSTRACT
Knowledge and skills related to communication are of utmost importance for the effectiveness
of presenting business ideas and as such present some of the key competences required for
modern business management. This usesl as a starting point for a research that compares
and analyzes the influence of presentation slides that support a business speech or presentation
of business ideas on the memory and perception of the audience in accordance with theoretical
assumptionsThe research presented in this paper is driven by the fact that properly designed
slides increase the success of the presentation performance, while too much unstructured text
reduces the interest in the presentation and makes memorizing the preseatedridacts
more difficult. The respondents were divided into two groups, each faced with one type of the
same presentation. Both presentations contained the same number of slides and their content
was equal but processed in a different wale first pesentation was designed in accordance
with the theoretical assumptions of what makes a good presentation, and the second one
contained all the elements considered to be unacceptable and inadvisable in theory. The
differences were clearly visible in coldtihe amount of text, font, animation, and accompanying
slideshows. The results reveal that most respondents prefer visual presentations that
accompany business situations and use them on a daily basis. Moreover, a properly designed
and formatted presentatio has a better i mpact on the resp
attention longer. Each segment of a badly designed presentation shows significantly worse
results at the memory test.
Keywords:accompanying presentation, communication competences, competences for modern
business, PowerPoint, successful presentation

1. INTRODUCTION

Presentations have become an inevitable business communication tool. Of the millions of
presentations held daily e world, only a small percentage of them produce the right and
desirable results. The reason for this is the lack of education on visual communication using
one of the most powerful communication tools. Shwom and Keller (2003) claim that the blame
for an unsuccessful presentation should be placed on the author of the presentation, not on the
application used, which is what many people do. The key notion of every presentation is
persuasion by using rational means to influence the judgment, attitudeslgafd bf an

i ndi vidual or by directly influencing other
persuasion is to change attitudes or opinions of other people, and its purpose is to influence the
behavior and opinion of other people without anyrcio®, threats or demonstrated authority.
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Aristotle defined rhetoric as the ability to perceive the essential and primal means of persuasion
which can be found within every subject or occurrence. In other words, the author has the task

of identifying theprimary elements that will be emphasized during the presentation. The
difference in the rhetoric that was taught in ancient times and the one taught today is visible
only in the advancement of technologythe technological, not emotional, advancement of
mankind. People are still more emotional than rational beings. For example, in the 21st century,
rhetoric is called presentation skills or art of presentation. Visual rhetoric looks at how
rhetoricians wuse visual S Yy mbeaahs of cononunccatienat e t
Visual elements in rhetoric are also referred to classical rhetoric: ethos, pathos, and logos.
Pathos is determined by influencing emotion in persuasion. Ethos is achieved by the credibility

of a speaker or institution. Logos is assted with rational arguments, but it can also act
through an i mage that <can be a power ful arg
(2012) have shown that visual figures have a better effect on emotion in advertising, while
deviations from common peeptions affect emotions of consumers and stimulate greater
interest.

2. PRESENTATION AS A COMMUNICATION TOOL

The main task of an accompanying presentation is to visually support and follow the story
shared by the presenter with their audience. The=aadiis in the focus of the presentation as

a recipient of the message, and the present e
and understandable way so as to contribute to memorizing the presented content. It is important
not to burden the auelce with unnecessary content and to feel its needs. Erdemir (2011) has
tried to determine how lectures presented in PowerPoint format affect the success of physics
teaching. The control group of the respondents was exposed to the traditional teachiag meth
(lecture), while the experimental group was additionally given a presentation prepared using
Microsoft PowerPoint. According to pewst results, the students who were exposed to
PowerPoint lecture were more successful than those in traditional feclims result was
accepted as proof that the presentation has a positive impact on learning and memory, and is
supported by other studies as well. Compared to the lecture that uses only chalk to show and
talk, the presentation offers more options to nevimages. Mayer and Moreno (2003) speak

of the loads in multimedia learnirig according to their research in the field of cognitive
sciences, there are three assumptions: 1) the human informadicessing system consists of

two separate channels: an aady/verbal channel which processes what is said, and the visual
(pictorial) channel that also receives input signals and responds to them just like the auditory
channel; 2) limited capacity, or cognitive processing, can take place in the verbal/auditory
channel at a given time, and in the visual channel; 3) meaningful learning requires a significant
amount of cognitive processing taking place in both channels. In order for active learning to be
realized, it is necessary to have multiple processes, ingydiying attention to the presented
material, mentally organizing the presented material into a coherent (consistent, without
contradictions, etc.) structure, and i ntegra
knowledge. The capacity to phydigapresent words and images is almost limitless, as is the
capacity of longgerm memory, while the capacity to retain and manipulate words and images

in the human workingnemory is limited (Mayer and Moreno, 2003). Pertaining this, the
information presemd must be carefully designed to avoid channel and cognitive processing
overload. Weissman (2006) sees the main cause of bad presentations which do not achieve the
primary goal in authors who do not differentiate between a presentation and a document. Whil
business documentation is filled with text, charts, schematic overviews, and very detailed
tables, a presentation asks for a different structure. When a slide is displayed, the audience
begins with an analysis, which for the majority equals reading ekean the slide and
automatically distracts them from the speaker who presents the idea.
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By using fewer entries, the listener chooses in just a few seconds what interests him and further
develops motivation for listening. In their research, Brock antedag(2011) focused on the

use of visual elements, the number and density of slides, and on othixha@ elements

within the presentation. The number of slides did not affect the research, but there was a rule
for shaping each slidethree bulletsad 20 or fewer words. Lower textural density on the slide

and added notextual elements encouraged positive student feedback. Weissman (2006) argues
that many slideshow charts are more often used to blur rather than shed the light on facts. The
chartsarea nt enti onally designed to be full of te
essential data. Such chart concepts are commonly present in corporate presentations where
figures play an important role. The use of font should be consistent throtlgd@uéesentation.
Recommended fonts for presentations are such as Arial or Verdana, because they are easily
readable on a remote screen. If there are some additional fonts used in the presentation for the
purpose of emphasizing, it is recommended to uge tipee different fonts in one PowerPoint
presentation (Brkil, Mehil and Kenjil, 2006)
less than 24 point, the audience will find the content difficult to see and understand. Suggested
slide font sizes wy between 24 and 32, depending on the size of the room where the
presentation takes place. Moreover, the consistency of one font size throughout the presentation

is important. Italic letters should be avoided because they are difficult to read, whikeréold

used only with the purpose of emphasis. Capital letters are used only when something needs to
be emphasized; otherwise they are difficult to read because they seem tight (ibid.). The best
combination of background and font colors is that they creatsiast. One of the possible
graphic overview technigues is using icons.
i's mored6 criterion. The right choice of i co
Images as a visual means of commumcaénhance the quality and understanding of the slide
content. Visualization is an important element for the accompanying presentation. The size of
the image must not interfere with the text; there must be a balance between these two elements
(Brkill, aMmehiKenjil, 2006). Color psychology i
and emotions that an observer has with regard to a certain color or colors. It has been shown
that particular colors evoke different moods, emotional states and behabiwavitus people.

The research conducted by Duh and Kolar (2012) focused on the relationship between basic
emotions and colors. The results showed that the participants associated positive emotions with
warm colors and the negative ones with cool colotaciBproved to be very unpopular. The
psychological effects of green and red are particularly interesting. Green has a great emotional
connection with safety and represents stability and endurance and it is calming. Red is a symbol

of fire and blood and ithus associated with war and dangers. It is emotionally intense and thus
accelerates the rhythm of breathing, strengthens human metabolism, and raises blood pressure.

3. RESEARCH METHODOLOGY

The aim of the research was to determine the impact thatampanying presentation during

public speaking has on the memory and the interest of participants, and thus demonstrate that
properly designed slides and their content contribute to better memorization and acceptance of

an idea. The following hypothesesvkeabeen set:

f H:Properly designed slides contribute to ¢t
1 H2: Visual elements on the presentation have an impact on how pleasant it is to follow it.

Using the Microsoft PowerPoint® application, version 2016, two presentations were created
with universal text for both of them. The first presentation was designed according to the theory
that follows the characteristics of a successful presentation, wanildhe second group of
participants, identical content was prepared with a completely different presentation that did
not follow the positive recommendations of the theory of visual communication.
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After presenting it to different groups of participangs) identical memory test and a
guestionnaire on the perception of the lecture were given to them. Both presentations consisted
of 11 slides, and the lecture lasted for 20 minutes. The study was conducted on a sample of 120
participants, of which 88 wereomen and 32 men. Both groups were of the same size: 60
participants listened to a positive and 60 a negative presentation. All the participants were
students of different studies at University North.

4. RESULTS

The participants responded that they massigd presentations as support to their study or work

and presentations made their act of presenting easier and gave them a sense of security. The
tool they use to create their accompanying presentations is in almost all cases Microsoft
PowerPoint (only onperson uses Prezi). Since they use presentations at their studies or work,
the participants also responded to the question of how important it was for their presentation to
have a good layout. Statistical data show that none of the respondents thimé pnasentation

layout is not important. 75% of respondents in both groups agree that it is very important that
the presentation looks good, while the other either did not think about this or do not pay too
much attention to it. Prior to the memory telsg respondents were asked to assess some of the
statements referring to public appearance using the Likert scale. They expressed their attitudes
and opinions with regard to the speaker and his characteristics, and to the attitude of following
a lecture acompanied by a PowerPoint presentation. The difference between the two groups is
minimal. The average grade for each of these statements is almost identical. The mean values
for the statement that it is easier to follow the lecture with PowerPoint priesentare 4.10

and 4.25, indicating that respondents in both groups agree with this statement. The statement
that a PowerPoint presentation increases the clarity of lectures resulted in almost identical
values with both groups 4.18 and 4.12. The parti@pts assessed the statement that a good
speaker must have a pleasant voice with somewhat lower ratings, but they still indicate an
agreement with the statement. The groups still do not disagheeaverage score of the first

group here is 3.92 and of teecond group 3.85. The last statement with regard to mean values
states that a good speaker must have attractive appearance. Here the average score is almost at

the border between | nether agree nor disagr
and the other groupbés 3.57. With these resu
assessment of the aforementioned statements. By comparing the results obtained using the
Li kert scale, clear differences reas(Figued). r espo

The positive presentation had a better effect in each segment and was better perceived by the
respondents. The greatest deviation is visible in the color segment, which was given a greater
focus during the pr ergsemation had daarscontraste and tgencolorsP o s i
were gentle and soothing according to psychology, while the negative presentation was full of
colors that cause discomfort. In addition, the negative presentation did not have a clear and
consistent font thraghout the presentation and the letters were unreadable and in various
colors. This relates to the result of how pleasant it was to follow the presentation itself. The
participants in the positive presentation group were more comfortable than thoseeigetineen

one, which the research wanted to achieve. The storyline was identical in both presentations,
but the negative presentation diminished the overall impression and probably caused confusion
among the respondents, so they were no longer sure ifoitylirst was appropriate. The data

on how much they liked each presentation was an indicator of a successfully conducted
research.

Figure following on the next page
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Figure 1: Comparison of positive athe negat:i
presentation experience

In the second part of the research, a memory test was administered. The questions were directly
related to the theory presented in the presentation for both groups. The respondents who were
exposed to a positive accompanyinggantation were to a greater degree aware of the correct
answer when compared to those who listened to the negative presentation. The answers were
entered on an empty line or were chosen on a multiple choice principle. The students who
attended the positevpresentation had better results than those who participated in the negative
presentation (see Table 1). Visual eleméritse negative presentation was dominated by piled

up texti led to reduced interest in following the presentation and resultedaoryy solved

test. Readability, complexity and precision of the information presented in the positive
presentation have resulted in efficiency. More than 80% of respondents gave correct answers
to all the questions but the third; however, even the thiedtipn was answered correctly by a

high 72%. When compared to the participants following the negative presentation, the results
are lower: there were less than 50% of the correct answers, except for the first question in which
the percentage was 57%.

Table following on the next page
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An overview of correct answers obtained in the memory test

Positive presentation

Negative presentation

Number of
participants 60 people 60 people
1st question 48 correct 80% 34 correct 57%
answers answers
2nd question 50 correct 83% 19 correct 320
answers answers
3rd question 43 correct 7904 27 correct 45%
answers answers
4th question 50 correct 83% 12 correct 20%
answers answers

Table 1: Memory test results after following the positive meghtive presentations

5. DISCUSSION
Based on the memory test results for both groups of participants, statistically significant
differences are visible with regard to memorizing the content after the presentation. The above
suggests the possibility of efirming the first hypothesis that properly designed slides

i stener 0s

contri

but e

to the
positive agreement regarding all the statements about the positive experience of accompanying

memory.

Stati

presentabns referring to the pleasantness of the presentation and the graphic and visual

elements used, and a statistically significant number of respondents expressed a positive

correlation. With regard to the negative presentation, the percentage for aldtdmeestts is

smaller than 50%, except in the statement that the presentation follows the storyline. Since the

negative presentation followed the storyline, this result is in favor of confirming the second
hypothesis and can therefore be concluded thatisiiahelements of the presentation have an
impact on how pleasant it is to follow it. Based on the results, the research provides important
guidelines for understanding the theory of visual communication and the effect of
accompanying materials on the eéfcy of presenting. However, the possible limitations are
the relative shortness of the presentation while conducting the study and a relatively small

number of participants.

6. CONCLUSION
The list of things that can be done today with the help of technology is almost infinite.

Presenters have become aware of the benefits of the progress of technology and the use of

accompanying presentations. Their everyday use in public performanceseésdieavalue of

the public performance and establishes better communication between the speaker and their

audience.
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This has also led to the advancement of visual literacy. Images, sounds or videos are transmitted
with the help of an accompanying presentation, which further places the focus on the subject of
the presentation. Although it is important that the accompgmptiesentation is of high quality

and that it contains only the most important factb ecause the rest i s
responsibilityi it cannot have full impact on the audience if it is not presented adequately by
the presenter. The technique and Hrt of presenting stimulate interest in listening, and a
properly dosed display of emotions is just an extra spice for success. On the other hand, if all
this is applied equally to every public appearance but the presentation is badly designed, it can
result in failure. Too much text on slides, too small fonts, bright colors that do not have enough
contrast are just some of the features that can irritate the audience and interfere with their
following the presentation. In the accompanying presentatierviid rule is that less is more.

Most of the research conducted refers to the comparison of performance success of the
presentation in a traditional way versus exposure to using PowerPoint presentations. The results
have shown that PowerPoint lecturenisre efficient and the information flow is faster because
respondents have visualizations at their disposal and images have a stronger effect than the text
itself. Properly designed and formatted accompanying presentation enhances the success of
public peformances, but it is still a background material and should in no way be in the focus.

In the focus of the act of presenting is only the speaker and the visual presentation of the story
itself.
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ABSTRACT
Land transportation can be organized with different types of modern transport technologies at
different terminals and can be managed with specialized techeiclahological parameters
and technological processes. Dependamgthe level of economy development, which is linked
with the development of a different transport systems, the usage of transport technology in
Europe is distributed into different shares. Road transportation is the most common mode for
freight transporation and as shown in Eurostat statistic document for2BUhe share is about
75%. Other modes of transportation in the EU are divided into a share which depends on the
level of railway infrastructure development (at £8 level is 18%) and natural preghgsitions
for inland waterways (EL28 at 7%). It is also evident that road traffic produces the most CO2
gases through the exhaust emissions which generally has a negative impact on the generation
of GHG and it increases the global warming. The importaoié rin reducing negative
environmental impacts has the European Commission, which for many years has contributed
to the development of guidelines through adopting documents with their aim and on the basis
of defined measures, the development of sustaimablality and more efficient transport
system by shifting freight from road to rail. That is the reason why huckepack transport
technology has a future in the freight transportation by rail because this mode of transportation
contributes in increasing themodal split, consequently will be reduced the negative effect of
greenhouse gas emissions and on the economical basis it will be reduced the external costs.
The railway is more cosgffective mode of transportation compering to the road transportation
pertons per kilometer (tkm) over long distances. In this paper, it will be analyzed the market
in the road and railway mode of goods transportation in the European Union, which are
reflected to importance of developing the economies of the member statasvalde
analyzed the use of huckepack transport technology (intermodal transport) in freight
transportation with the economic effects of Hupac Group's operators.
Keywords: Intermodal transport, transport technologies, land transport, freight transport
analysis, economic parameters in transportation

1. INTRODUCTION

Business organizations and business systems today operate on a very active capital market
under the constant influence of turbulent development, and because of their existence in this

market they must be prepared for everyday changes and adaptations. The worldwide present
process of globalization imposed the conditions of a dynamic and rushing lifestyle, and constant

progress in the development of new technologies, the progress atapdsat of information
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communication technologies with computerization and automation of each process, created the
preconditions for redime action. Since market conditions are present at global level in a
competitive environment of product and servié¢ierngs, with certainty it can be said that
timely received, processed and submitted information between business logistic system entities
favors choosing the optimal solution. Traffic and transportation, as important factors in the
economy, due to the spific nature of the activity, require financial investments for their active
and competitive business. This makes them the subject of economic analysis and questions of
justification and profitability. To give an answer to these and many other issugsermpants

work on various studies and projects for the purpose to optimize the costs and duration of the
transport process. Specifically, they explore how to approach the organization and realization
of the transportation process from the point of producto the place of consumption. In
starting initiatives, setting guidelines for development, and preparing studies and projects, the
European Commission [1,2,3] actively participates with important proposals for the
development of intermodal transport, lvian emphasis on the rail transport system and the
inland waterway system. It wants to actively influence the reduction of the road transport sector
in the total share of freight and goods transport by increasing modal split. For the organization
of the Iqggistics chain there are very important Just in time and Door to door type of
transportation. They make technitathnological parameters and technological processes
challenging in the organizational sense, acting in the direction of reducing the number of
transshipment operations, reducing costs and time of transport from manufacturers to
consumers and in the direction of reducing environmental pollution.

2. LITERATURE REVIEW

The issues of this paper are based on the facts that arises from the datddbdamnthe
research carried out in the area wansport organization using intermodal transport
technologies. According to an article published in the journal "Our Sea", International Journal
of Maritime & Technology, Vol. 63 No. 2, 2016 entitled "Apsis of Intermodal Transport
Efficiency in the Central and Eastern Europe” [4] it stated that several factors are involved in
the selection of certain intermodal transport technologies to achieve the effects-tdidoor
transportation, reducing or optizing the cost of transport services. The main costs of transport
services include: the costs generated by the carrier (internal transport costs), the state budget
for public transport, the costs of the company (external transport costs). In the mambetyc
internal transport costs are fully included in the cost of transport services. External costs are
subjects to outside entities which are not directly related to the transport service and which bear
these costs without their consent. External trarispsts, due to infrastructure constraints are
unwanted side effects that are manifested in: excessive noise, congestion, accidents, air
pollution. Given the specificity of the costs, the profitability of each mode of transport has a
defined number of kimeters where is also for the railway and for the intramodality more than
500 km. According to an article published in the Hindawi Publishing Corporation The Scientific
World Journal, Volume 2014 entitled "An Approach for Economic Analysis of Intermodal
Transportation”[5], it provides an economic analysis of various intermodal transport systems
where, among comparative analysis of the individual use of road and rail transport,
intramodality of roads and railways, which argues that intramodality is wortlist@nces
greater than 1200 km in relation to the road. The road is the most profitable mode of transport
on short and medium distances and the rail is the most profitable on long distances. The analysis
is based on a mathematical model for the presentaticosts in intermodal transport. The
article published on a professional network for scientists and researchers from the "Research
Gate" from 2018 "The Economics of intermodal freight transport” [6] refers to the role of
terminal on intermodal networkusiness model and integration into the entire transport system,
the application of 3PL logistic services, cost of transport depending on the distances, required
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time of transportation and on the key economic parameters required for successful operations
and the implementation of intermodal processes.

3. MODERN TRANSPORT TECHNOLOGIES

Human history is filled with facts that point to a natural human need for trade in goods and
resources, and it shows man's need for trading, for achieving profit and passgelssigoods

were swapped (a substitute for one type of goods for the other), later exchanged for various
forms of coinage (money merchants, rulers, statesmen, made of various alloys), whereas today
goods (product/service) has its own price defined by etdakv. The routes of transport were
organized in a conventional way which means that the goods are transported using a different
means of transportation. Integral transport (nowadays palletization) is designed to extend
freight and goods transportationingtwo or more modes of transport in the transport process.

In the 60s of the 20th century, containerization is being developed, and today the increasingly
emphasized intermodal transport. There are several definitions of intermodal transport where
accordng to the book Integralni transportni sustavi i robni tokovi the intermodal transport is
definedas a technology that in transportation uses in the same time two modern and convenient
mode of transport, whereby first vehicle with the cargo becomes atfteignother mode of
transportation and the transport process are carried out at least between twq73tates.
According to the book Intermodalni transportni sustavi it is stated that intermodal transport is
a mode of transport were two or more modegaridportation with freight units are used in
transportation as a part of a road vehicle without unloading or transshipment. Intermodal
transport is a system that involves transporting goods from door to door with the use of at least
two modes of transpoand without changing transport modes such as containers;bswlags,

or complete vehicles. [8] According to a document published by the Transportation Research
Board, the Intermodal Freight Transport Committee there are also mention several definitions
that defines Intermodal transportation, with muftbde integration capabilities, provides a
flexible response to changing supply chain management requirements at global markets and
distribution systems, and explains that Integrated intermodal transpa@amnsigst significant

and crucial factor in the successful implementation of supply chains, both domestic and
international [9]. The development of transport technologies has enabled continuous
movement, movement and flow of goods and resources from predtceconsumer,
minimizing negative effects on transport, optimizing travel costs and time, and rationalizing
and harmonizing time and space inequalities. Each of the transport technologies has the purpose
of optimizing, enhance and improving transport.

4. HUCKEPACK TRANSPORT TECHNOLOGY

Huckepack transport technology is formed for horizontal or vertical loading and unloading
trucks with trailer and sentrailer, separate trailers, setnailers and swapodies or tanks

off/on special railway wagons. In hugback transport, transport routes are formed with the
routes merging road and railway mode of transportation. Routes defined with road network are
in huckepack technology represented less comparing with the railway which is one of the
important goals of htkepack technology (unload road routes using the railways). In Europe,
huckepack transport is organized and operated by specialized national societies or companies
for the transport of road vehicles by rail. Examples are companies from SR Germany
(Kombivelkkehr A.G.), Sweden (Eombi), France (Novatrans), Switzerland (Hupac), Austria
(Okombi) and other companies. The huckepack network is development towards other parts of
the European continent (north and east) where is established and expanded tramgpdrt net

on the territory of Asia and the Far East (Russia, China). In the Republic of Croatia, the
huckepack transport technology is operated by Crokombi Ltd with organization of transport
containers and transport road vehickesgp body trucktruck semitrailers and trucks).
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The use of huckepack's transportation technology in the world marks significant development
especially in the US, Canada, and South American and Australian countries. Problems arise due
to differences in the railway dimensions, harnzation of the timetables, lack of registered
companies that would carry out huckepack's activities, the underdevelopment of the railway
network, procedural barriers, etc.

Figure1: RMG

(Rubber mounted gantry crane)

Source [10]

5. HUCKEPACK TERMINALS

The huckepack terminals are configured for pigkdelivery of semtrailers, swagbodies, full

trucks and containers. By its position and techrieahnological parameters, the huckepack
terminals are part of a group of land teraighwith the characteristics of rosall terminals,

which implies connecting the road and rail transport sectors to the mutual cooperation of road
and rail transport vehicles. In a functional way, huckepack terminals clearly represent goals of
huckepackechnology, which reduces the road traffic loads by using railways or rail trains to
provide longdistance freight transport with reduction of road freight traffic, effectively linking
road and rail transport with fast and secure switching to each otheseed and participants of

the huckepack transport service provide access to information at every stage of transport
through the information and communication system and provide quality service in compliance
with standards and standards in operations svghificant environmental impact.

5.1. Technological processes

Terminal technological processes are divided as a functional unit into several segments or
subsystems:

1 Subsystem of receiving / dispatch zones

1 Temporary storage subsystem

1 Subsystem of the transceiver zones.

Since the processes are interlocked and there exist frequenactioss, it cannot be separated
physically. Most of the overhauling operations are carried out in the area of railway and crossing
tracks with RMG crare wagons, maneuvering locomotives and surfaces for temporary
decommissioning of freight units. Mechanization as an important part of the huckepack
terminal equipment can be divided into two groups:

1 main and accompanying.
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The main mechanization is:
1 RMG crane (floating container crane) which carries out loading, unloading and
transshipment of freight wagons

In accompanying entries:

1 RTG (Rail mounter gantry cran#ioating container crane on wheels)
1 Mobile transceiver / portable / warehouse / restelcker

1 Tractor terminal (tractor)

1 Maneuvering locomotives for wagon retrieval and train formation

Wagons of different shapes and batches of production, wagons with pockets, low wagons,
wagons for transporting containers to wagons for the transport pflswhes, tanks, trailers

and semtrailers are used to accommodate cargo units. The main means of operation is semi
trailers, in occasions the trailers, the sviaglies and the lowrofile railway wagons.
Transverse operations are performed by meansspkaialized grappler arm, but more and
more are used for loading units requiring application of the spreader of the capture device for
the transfer. For the transshipment of removable class C-lsadips from a vehicle on a
vehicle, the horizontal technigugrasping is used to draw cargo units by hanging.

6. ROLE OF ROAD AND RAIL FREIGHT TRANSPORT IN ECONOMIC

DEVELOPMENT OF THE EU

Transport plays an important role in the development of country economy. It creates a single
market in which companies from thfent sectors operate. The transport market produces
opportunities for opening new jobs positions that directly contributes to the definition of gross
domestic product (GDP). Road transport generally makes a support of connecting economically
active areas land transport while rail transport is increasingly gaining importance because of
the comparative advantages. Advantages are in the field of less traffic congestion, less
environmental pollution, and lower transport prices at medium and farther distances. According
to statistical reports and analyzes [19] carried out by the European Commission for EU state
members, transport is in all modes of transportation comparatoiigross domestic product
(GDP), gross value added (GVA) and through realization of turnover in trade of goods within
the external and internal market. In the field of transportation, in total, according to the available
data from the document entitle8tatistical Pocketbook 2018 EU Transport in Figures" [2016],

the traffic system has achieved for the-B8 state members a share of 5% turnover from the
total GVA, the entire transport and storage system employs about 11.5 million employees,
which represets about 5.2% of total EU workforce, there was achieved about 3,661 billion tkm
in freight transport, where the share of road transport were about 49.3% of total turnover,
railway 11.2%, inland waterways 4% and oil pipelines 3.1%. Maritime traffic witlere U

28 was the seconaostimportant aspect of transport of goods with a share of 32.3%, while air
traffic was only in 0.1%The trend of transportation services of goods and passengers compared
to the GDP is shown in the graph [1] and table [1].

Graph following on the next page
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Graph 1: The trend of transportation services of goods and passengers compared to GDP
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Table 1: Annual growth rates in transport in E28

Annual Growth Rates EU- 28 19952016 20002016 20152016
GDP atyear 2005 prices and exchange rates 1,7% 1,3% 1,9%
Passenger transport pkm 1,2% 0,9% 3,2%
Freight transport tkm 1,2% 0,8% 4,5%

Source: [19]

6.1. Road transportation in EU28

In year 2015 there was about 3.07 million employees in road transport, which is a little more
than 28% of employees from the total number in the transport sector. There are 571,046
companies registered for providing road transport services, the largesemafiregistered
companies was recorded in Estonia with 101,113 companies while the largest number of
employees was registered in Germany with 427,100 employees. About 22,100 employees and
5,478 companies were registered in the Republic of Croatia. Itotédemodal distribution
(modal split) for land transport, road traffic share was 72.8%, which is equivalent to the
transmitted tonn&ilometers (tkm) in the amount of 1.804 billion tkm. According to period
from 2000 to 2016, there was an increase indk@®.5%. There are 37,626,700 freight vehicles
registered (2017 was newly registered for 2,377,705 freight vehicles, that shows increase of
3.1% compared to 2016), where are 1,173.6 billion tkm achieved in national transport (64, 1%),
while in internatioml transport 657.2 billion tkm (35.9%). The important role has also the
shares of tkmempty runs that are inevitable due to the nature of the transportation services. At
the EU28 level, there were 20% of empty runs and most member states recorded 80%8%6 to

idle rate. In domestic transport it is 23.1% while in international transportation 12.2%. Due to
domestic transport, the data indicates that it must act on a better organization of transportation
in order to minimize their empty runs to the smallessgible level. Transport companies
achieved 334,046 million euros annual turnover, which makes 22.41% of the total turnover,
and represent a share in the total GDP of the2Bldountries in the amount of 2.11%. Most of

the freight was transported with velds with a capacity of 20-&5.5t, which makes 32.5%,

while around 3.4% of the freights was transported with vehicles with a load below 9.5t.
Compared to 2013, in both cases, this is an increase of around 25%.
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Graph 2: Road transport by load capacity #6U-28 in period from 201-2017

Road freight transport by load capacity, EU-28, 2013 and 2017
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Cabotage is increasingly taking a percentage in total tons gbtkndue to the still undefined
liberalization of the market for cabotage, transport can be considered as part of the integration
of the market. There is also a way of transporting goods calledtcaoles which involves the
carriage of goods in internanal traffic between the two countries with a vehicle registered in

a third country. In the cabotage, a total of 6.5% tkm was achieved, while ifir@dssransport,

26.7% tkm was achieved. Lithuania and Bulgaria are leading in-tramss transport wiit

around 56%, while Luxembourg and Finland took the highest place in cabotage with around
12%. Considering the geographical specificity of the territorial area, the freight traffic of the
Alpine and Pyrenean area is particularly important, including ¢raffi the countries of
Switzerland, Austria and France, where was recorded the traffic of 66.2 million tons of cargo.

Graph 3: Crosdrade and cabotage in international road freight transport in 2017

Cross-trade and cabotage in international road freight transport, 2017
(% share in tonne-kilometres)

60

50

40

30

20

a
a
a
a
g

Italy

EU-28 (1)
Lithuani
Bulgari
Roman
Sloven
Slovakia
Luxembou
Latvi
Hungary
Estonia
Croatia
Poland
Portugal
Ireland
Czechia
Austria
Netherlands
Denmark
Finland
Belgium
Germany
Sweden
Spain
United Kingdom
France
Greece
Switzerland
Norway

Cross-trade mCabotage

Source: [19]

Due to the distance at which the load is transported, the highest rate of transportation is done at
a distance of 306099 km with a total share of 30% (increased by 752 520 million tkm) as
comparing to the year 2013 an increase of 14.9%.
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Graph 4: Road fright transport by distance class in E28 for period from 2012017

Road freight transport by distance class, EU-28, 2013-2017
(based on tonne-kilometres, 2013=100)
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The most common type of transport technology was palletization with a share of about 43% or
approximately 764,999 million tkm, while in the containerization with differerdl Tigits there

was a share of about 6% or 108,704 million tkm. The age of the fleet is of great importance not
only in terms of technical safety which affects the overall safety of transportation, but also
because of the general costs that arises fromatinges of traffic, equally internal and external
costs. Given the high ecological standards accepted by the European Commission's decisions,
the age of the fleet should be as small as possible, or on an averadeyedrs. Also important

is the CO2 emissn generated by the exhaust system and the generation of GHG emissions.
The total number of freight vehicles in E28 area in 2016 was registered in amount of 6.3
million freight vehicles, where the average age of the lightweight vehicles was 10.wweglars,
medium and heavy trucks 11.7 years. In 2017, the highest number of transported tkm was
recorded for vehicles under 2 years, in amount of 417.073 million tkm or 21%. Regarding to
the period from 2013 to 2017 this makes an increase of 56.1%, whichtgevendication for

the renewal of the fleet.

Graph 5: Road freight transport by age of vehicle innB&Jfor period from 201-2017
Road freight transport by age of vehicle, EU-28, 2013 and 2017
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Economic activities in the transport of goods are divided into several categfamsgortation

and storage, wholesale, retail, repair of motor vehicles and motorcycles, manufacturing and
construction, and other categories. The largest share of economic activities was achieved in the
area of transport and storage.

Graph 6: Road trangort by economic activity in 2017

Road freight transport by economic activity (NACE Rev.2), 2017
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In the year 2017, in EA28 state members, there was built a total of 76.823 km of motorways,
which makes for the period from 2000 to 2016 an increase of 28%. For the roads with different
categories, there wdmlilt a road network with 4.911,789 km. Considering the diversity of the
road transport network, considering the number and age of the registered vehicles in the freight
transportation and the legal regulations on the prohibition of movement of frelgbliege the
inevitable fact is that accidents also occur in traffic, with different consequences. It is recorded
for 2016 in the ELR8 total of 1.099,075 traffic accidents with injured persons, of which 25.651
people were killed. The goal is to 2020 redtilenumber of killed persons by 39% to number

of 15.750 killed

Graph 7: Total number of persons killed in road traffic accidents and EU targets f@8EU
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For the purposes of environmental protection, the reduction of GHG emissions, ecidlBsp

the reduction of CO2 emissions in transport and total reduction of energy consumption in daily
life, the Paris Agreement and the Kyoto Protocol have defined the goals for reducing global
warming and CO2 emissions. Transport is one of the majoupeo@df GHG emissions, which

is also reported by the sectoral comparison in a share of 24.3%. Also comparing sectoral CO2
emissions, transport is at the very top after energy production for the industry with a share of
29.3%. According to total energy camsption, transport share is 33.2% and is behind energy
consumption in households and businesses, which share is 39.6%. If we comparing separately,
road traffic in the total share of GHG and CO2 emissions representing the share of 72%.

Graph 8 Total greenhouse gas emissions |
sector in 2016 for EL28

Graph 9 Total CO2 emissions by sec

in 2016 for EU28
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Graph 10 Total transport CO2 share by mo
in 2016 for EU28

Share by Mode in Total Transport CO2 Emissions, including
International Bunkers: EU-28 (2016)

Other
0.5%

Total Navigation

13.6% Total Civil

Aviation
13.4%
Railways ***
0,5%

Road
Transportation
72.0%

Source [19]
6.2. Railway transportation in EU- 28

Source [19]

Graph 11 Final energy consumption by

sector in 2016 for EL28
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In the railway transportation there was2815 approximately 4,964.000 employees, which
represents a share for about 4.6% of the employees in the transport sector. Rail transport is
carried out by companies either in state or private ownership. There were 928 registered
companies, where the largasumber of companies and employees were in Poland (167
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498,000) and in Germany (18§0,000). In the total modal split for land traffic, rail
transportation took a share of 16.6%, which is equivalent to overturneditometers (tkm)

in the amount of 42 billion tkm. We should not analyze total rail transport from the position
of the entire ELR8, because of the specific freight transportation, but the data for the 2017
shows that the share of international traffic was for almost 16%, internationdit fBp,
transit 12% and national 50%.

Graph 12: Ralil freight transport by type of transport in 2017

Source: [19]

In the year of 2017, there was 65.567 locomotives and rail vehicles registered, which have
achieved 414.8 million tkm and 18% of share iaight transportation. Cargo companies
recorded 74.113 million euros turnover on an annual basis, which makes 4.97% of the total
turnover. The participation in GDP on the level of the-ZBJwas 0.47%. Transportation of
freight in the Alpine and Pyrenean aserecorded a turnover of 42.5 million tons which on a
comparative basis between 2000 and 2015 makes an increase of 0.8% and between 2015 and
2016 increase by 5.9%. Freight transportation under LaManche recorded 1.637,000 t
transported tons on the prinaysl of shuttle transportation. For the 28 area, in 2016 there

were 217.081 km of railway lines, of which 116.593 km were electrified (53.7%). There are
8.434 km of railway on which the speed is above 250 km/h. At the moment, in the process of
constructio or reconstruction of highpeed railways is a total of 1.676 km. Despite the
separation of the railway infrastructure from the road infrastructure, it is very dangerous to cross
spots where the railwayoad crossings are. No matter what these plaeawarked, protected

and ensured, there is still a potential danger of accidents. In 20188 E&éported a total of

1.787 railway accidents involving 964 deaths by train crash. It is also not possible to exclude
data on the number of suicides in the nundiet.773 persons. Compared to 2010 the number

of deaths in traffic accidents decreased by 24%. Regarding energy consumption and the share
of GHG emission of gases and CO2, railway traffic in the total share of GHG emissions and
CO2 participates for only.8% which makes it the cleanest transport mode, with total energy
consumption for only 2% of the total energy consumption in transport.

6.3. Analysis of freight transport using Huckepack transport technology

In Europe, the largest organization who repnésbuckepack transport technology is the Hupac
Group organization. The group consists of 18 companies according to data from the end of 2017
and the companies are positioned in Switzerland, Italy, Germany, the Netherlands, Belgium,
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