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A vezet6 innovacios képességének hatasa a vallalkozas teljesitményére
The Impact of Leader’s Innovational Capability on Business Performance

Czucka-Varga Vivien'

"Pécsi Tudomanyegyetem, Koézgazdasiagtudomanyi Kar, Vezetés- és Szervezéstudomanyi Intézet,

Magyarorszag, 7622 Pécs, Vasvari Pal utca. 4.
https://orcid.org/0000-0002-9771-9091, Email: varga.vivien@ktk.pte.hu

Paper type: Research Article
Absztrakt

Cél — A tanulmany a vezetSk innovaciés képességének kertil bemutatasra a vallalkozasok teljesitményére gyakorolt hatasat
mutatja be. Azt mar kordbbi kutatdsok is igazoltak, hogy egy vallalkozds teljesitménye nagymértékben fugg az olyan képességektdl és
kompetenciaktol, amelyekkel a vallalkozasok alkalmazkodni tudnak a piaci valtozasokhoz. Ilyen tényezS példaul a vezet6 személye és
innovaciés képessége. A vezetének gyorsan és hatékonyan kell tudni reagalni a kiilsé valtozasokra, emellett a munkavéllalokra is nagy
figyelmet kell forditania. Az ipar fejlédésének egyértelmid kovetkezménye az innovacids fejlédés is, igy a vallalkozasoknak és azok
vezetSinek képesnek kell lenni arra, hogy 4j 6tleteket, technikdkat és technoldgiakat alkalmazzanak, valamint felismerjék a problémakat
és kreativ megoldasokat nyujtsanak.

Tervezés/modszertan/megkézelités — A szakirodalom alapjin két kutatdsi kérdés fogalmazédott meg. Az elsé, hogy
befolyasolja-e a vezetSk innovacios képessége a vallalkozds teljesitményét, mig a masodik, hogy . azonosithaté-e szignifikans killonbség
az innovicids képesség tekintetében a vezeté neme, a véllalkozds mérete, orszagon belili elhelyezkedése és iparaga szempontjabdl. A
témaban az elmult években szamos nemzetkézi kutatas készilt mar, amelyek alapjan a szerzé meghatarozta a teljesitmény (nem pénzigyi
mutatdk) és az innovacids képesség szempontjait. A meghatarozott szempontok alapjan kérdSives felmérés késziilt 2024-ben, amelyben
az EMIS adatbazisaban szerepl, magyar, ipari, kis- és kozépvillalkozasok vettek részt (n=415).

Eredmények — Az eredmények alapjan elmondhat6, hogy a vezetSk innovicids képessége szignifikans hatdst gyakorol a
vallalkozas teljesitményére. Demografiai ismérvek tekintetében a vallalkozas orszagon belilli elhelyezkedése és az innovacios képesség,
valamint az ipardg és az innovicios képesség vetiiletében taldlhat6 szignifikins kapcsolat, azonban a vezetd neme és a vallalkozas
méretkategoriaja nincs hatassal a vezetd innovacios képességére.

Eredetiség — A tanulmany eredményei a gyakorlatban is hasznosithatéak, hiszen kidertl, hogy Magyarorszag mely régiéiban
érdemes figyelmet forditani a vallalkozasok innovacids tevékenységének Osztonzésére, valamint, hogy mely iparagak azok, ahol
tamogatni lehet a vallalkozasok innoviciés torekvéseit. A tanulmany eredményei jévSbeli kutatasi iranyokat is meghatdroznak, akar
vezetSi mélyinterjuk, akar a demografiai ismérvek mélyebb elemzése irdnyaba.

Kulcsszavak magyarul: innovicio, teljesitmény, vezetés

Abstract

Purpose — This study explores the relationship between the innovation capabilities of business leaders and organizational
petformance. Previous research has confirmed that business performance largely depends on the organization’s ability to adapt to
market changes. This process is strongly influenced by leadership and the leadet’s innovation skills. Effective leaders need to respond
quickly and effectively to external changes, while also placing significant emphasis on their employees. As industrial development
inherently drives innovation, businesses and their leaders must be equipped to implement new ideas, techniques, and technologies,
identify challenges, and provide creative solutions.

Design/methodology/approach — Based on the literature review, two research questions wete formulated. 1. Do leaders’
innovation capabilities influence the business performance? 2. Are there significant differences in innovation capability based on the
leader’s gender, firm size, county, and industry sector? Several international publications on the topic have recently been issued, forming
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the basis for aspects of performance and innovation capabilities. Based on these aspects, a survey was conducted in 2024 among
Hungarian industries listed in the EMIS database (n=415).

Findings — The findings indicate that leaders’ innovation capabilities significantly impact business performance. With respect
to demographic characteristics, a significant relationship was found between innovation capability and both the company’s geographical
location and its industry sector. However, neither the leadet’s gender nor the company size showed any significant influence on innovation
capability.

Originality — The study’s findings offer practical implications, highlighting the Hungarian regions and industry sectors in which
supporting innovation activities among SMEs may be most beneficial. Furthermore, the findings suggest directions for further research,
such as in-depth interviews with leaders and more detailed analyses of demographic variables.

Keywords: innovation, leadership, performance
N ,

1. Bevezetés

A jelen tanulmany kozéppontjaban a vallalkozasvezetSk innovacids képessége és a vallalkozas teljesitménye
kozotti kapesolat all, killonés tekintettel arra, hogy milyen mértékben befolyasolja a vezetd innovativ attitidje a szervezeti
eredményességet. A kutatas aktualitasat alatamasztja, hogy a gyorsan valtozé gazdasagi és technologiai kornyezetben az
innovacié egyre inkdbb a versenyképesség és a fenntarthaté ndévekedés alapvetd tényezbjévé valik, kilondsen a kis- és
kozépvallalkozasok kérében. A magyar kkv-szektor struktirdjabol és sajatossagaibol fakadoan a vezetSk személyes képességei
jelent6s hatast gyakorolnak a vallalkozas sikerességére.

A nemzetkozi szakirodalom (pl. Kim, 2022; Kusa et al., 2022; Mantok et al., 2019; Nuryakin, 2021; Oni et al., 2019;
Rochiyati et al., 2022) széles korben targyalja az innovacio és a vallalkozasok teljesitménye kézottl Osszefiiggést, ugyanakkor
ezek a kutatasok dontSen fejlett piacgazdasagon alapulnak. A kozép-kelet-eurdpal orszagok sajatos gazdasagi, torténelmi
és intézményi kontextusa miatt ezek a modellek csak részben alkalmazhatok a magyar viszonyokra. Ebbdl kifolyolag a
hazai empirikus vizsgalatok killénés jelentSséggel birnak, mivel lehetséget nyujtanak arra, hogy a nemzetkdzi eredmények
regionalisan értelmezheté és adaptalhaté kovetkeztetésekkel egésziiljenek ki.

A jelen kutatas célja tehat kett6s: egyfeldl feltarni, hogy van-e kapcsolat a vallalkozasvezeték innovacids képessége
és a vallalkozas teljesitménye kozott, masfeldl vizsgalni, hogy a vezetSk és a vallalkozasok bizonyos demografiai jellemz6i
— mint a vezet6 neme, az iparagi besorolas és a foldrajzi elhelyezkedés — miként befolyasoljak az innovaciés képességet és
annak hatasat a teljesitményre. E kutatasi kérdések megvalaszolasa nemcsak elméleti szempontbdl relevans, hanem gyakorlati
implikacidkkal is bir a kkv-k menedzsmentje, stratégiai tervezése és vallalkozasfejlesztése tekintetében is.

Az empirikus kutatas strukturalt kérd6ives adatfelvételen alapul, melynek célcsoportjait az Emerging Markets
Information Service (EMIS) adatbazisaban szereplé magyar kis- és kozépvallalkozasok képezték. A kérdéiv 6sszeallitasahoz
olyan elméleti modellek és nemzetkézi empirikus kutatasok eredményeit hasznaltam fel, amelyek az innovacids képesség
és a tervezetl teljesitmény kozotti kapesolatot vizsgaljak. A vizsgalat soran a kapcsolatok elemzése kvantitativ moédszereket
alkalmazva, statisztikai elemzések segitségével tortént.

A tanulmany szerkezete az aldbbiak szerint épiil fel: az elsé rész attekinti a relevans hazai és nemzetkdzi szakirodalom,
kilonos figyelemmel a kis- és kézépvallalkozasok, a vezetdi jellemzok és a teljesitmény Osszefiiggéseire. Ezt kéveti a kutatds
moédszertananak részletes ismertetése, amely bemutatja a minta kivalasztasat, az adatgydjtés menetét és az alkalmazott
elemzése technikakat. A kdvetkezé fejezetek a kutatasi kérdések mentén ismertetik az empirikus vizsgalat f6bb eredményeit,
majd a tanulmany végén Osszefoglaljak a legfontosabb kévetkeztetéseket, kitérve azok gyakorlati jelentSségére és a tovabbi
kutatasok lehetséges iranyaira is.

A kutatas kiemelten fontos aktualitassal bir a jelenlegi gazdasagi és tarsadalmi kérnyezetben, amikor a technolégiai
fejlodés, a digitalizacio, valamint a piaci verseny fokozdédasa 4j kihivasok elé allitja a kis- és kézépvallalkozasokat. A vezeték
innovacios képessége nemcsak a vallalkozas fennmaradasat, hanem annak fejl6dését és adaptacios képességét is jelentGs
mértékben befolyasolja. A nemzetkdzi szakirodalomban egyre hangsulyosabba valik az a nézet, amely szerint az egyéni, vezet6i
kompetencidk — kiillénésen az innovacié iranti nyitottsag és kezdeményezékészség — meghatarozé tényezdi a vallalkozasok
teljesitményének. Ennek ellenére a kozép-kelet-eurdpai régidban, killéndsen Magyarorszagon, viszonylag kevés empirikus
kutatas foglalkozik ezzel a kérdéskorrel, ami indokoltta teszi jelen kutatas elvégzését.

A tanulmany djszertsége abban rejlik, hogy egyszerre vizsgalja az innovacios képesség hatasat és annak kilénb6z6
moderalé tényezdit, igy komplex képet ad a vezet6i kompetenciak és a vallalkozasok eredményessége kozotti Gsszeftiggésekrol.
Mindez hozzajarul a kkv-szektor versenyképességének erdsitéséhez, valamint a tudomanyos diskurzus bévitéséhez a vezetbi
innovacios képességek szereprdl a teljesitményalapu menedzsmentben.

2. Szakirodalmi hattér

Korabbi kutatasok mar aldatamasztottak (Iasd Molote et al., 2025; Sekyere & Jalali, 2024; Yahaya & Nadarajah, 2023),
hogy egy vallalkozas teljesitménye jelentGsen fligg attdl, hogy a belsé eréforrasait hogyan képes kihasznalni. A kkv-k
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szempontjabol ez kifejezetten fontos, hiszen alapvetSen a belsé eréforrasokra fektetik a hangsulyt, igy tudnak a teljesitményiik
fokozasara és a versenyel6ny névelésére megfelel hangsulyt fektetni. Ebb6I kifolyélag tehat a kkv-knak olyan képességekkel
¢és kompetenciakkal kell rendelkezniiik, amelyek segitségével tudnak a kiilsé kornyezeti valtozasokhoz alkalmazkodni és ezaltal
sikereseket elérni (Meekaewkunchorn et al., 2021). Képességeket és a kompetenciakat azonban egyéni és kérnyezeti tényezbk
is befolyasoljak. Az tizleti élet szereplSinek ezért kiilondsen erds vallalkozoi attittiddel és képességekkel kell rendelkeznitik
(Wijaya & Rahmayanti, 2023).

2.1. A magyar kis- és kozépvallalkozasok és azok vezetoi

A legtjabb magyarorszagi kis- és kozépvallalkozasokkal (kkv) kapcsolatos kutatdsok eredményei 6sszhangban allnak
a nemzetkozi tapasztalatokkal (Kurath és mtsai, 2024; Borosova, 2024), mivel ezek is azt hangsulyozzak, hogy a vallalkozasok
teljesitményét jelentés mértékben meghatarozza a vezetSk szerepe, killondsen kompetencidik és stratégiai dontéseik (Rideg,
2017). A vezetSk valtozashoz valé alkalmazkodasa lényegében azt jelenti, hogy cselekedeteiket és viselkedésiiket a modosuld
kortlményekhez igazitjak. A sikeres valtozas egyik alapvetd feltétele, hogy képesek legyenek atalakitani viselkedésiiket
és szokasaikat. Ebben a folyamatban kiemelt jelentéséggel bir a valtoztatishoz vezetd l1épések ismerete éskovetkezetes
végrehajtasa (Takacs, 2015).

A vallalkozasok teljesitményének javitasa érdekében kulcsszerepet jatszik a vezeték innovacios hajlandosaga, valamint
aszervezet kompetenciafejlesztése (Szerb és mtsai, 2019). Ennek oka, hogy az olyan piacokon, amelyeket mérsékelt technologiai
fejlédés és innovacio jellemez, a verseny intenziv, sok a résztvevd, és a vallalkozasok nyeresége gyakran a nullahoz kozelit
(Korom, 2013). Magyarorszagon a kkv-k jelent6s része tovabbra is egyszerd folyamatokra épit, amelyek rugalmassagot, gyors
dontéshozatalt és a piaci igényekre vald gyors reagalast tesznek lehet6vé. Ugyanakkor a digitalis technologiak gyors titem(
fejlédése és a globalizacié egyre er6s6dé versenyhelyzetet teremt, amely arra kényszeriti a vallalkozasokat, hogy rendszeresen
és alapvetGen atalakitsak stratégiajukat (Szegedi & Reicher, 2022). A folyamatosan valtozé gazdasagi kérnyezetben tehat
a kkv-k fenntarthat6 noévekedése és rugalmassaga szempontjabol meghatirozé tényez6 a vezetSk adaptiv képessége és
stratégiai gondolkodasa (Krabatné és mtsai 2022).

2.2. Vezeto és teljesitmény

A globalis gazdasag és a modern tarsadalmak jelentds atalakulasi folyamatokon mennek keresztiil, amelyek kiterjednek
a gazdasagi, tarsadalmi, kulturalis, politikai és technol6giai dimenzidkra, 4j kihivasok elé allitva a szervezeteket (Meirinhos et
al.,, 2023). E valtozasok a vezetési gyakorlatban is érdemi atalakulast eredményeztek, kiilléndsen a technolégiai fejlesztések,
modernizaciés torekvések és korszerti adminisztracios megkozelitések terén (Freihat, 2020). Az ipar 4.0 korszakaban a
vallalkozasok arra torekednek, hogy néveljék teljesitménytiket és biztositsak hosszu tavu versenyképességliket (Fariz, 2022).
Ugyanakkor a COVID-19 vilagjarvany kovetkeztében a globalis gazdasagi kornyezet jelentds atalakuldson ment keresztil,
amely az Uzleti szférat gyors és hatékony alkalmazkodasra kényszeritette. A kis- és kézépvallalkozasok esetében kiildndsen
meghatirozé a tulajdonos vagy vezetd szerepe, mivel 6 felelSs a stratégiai tervezésért, annak végrehajtasaért és ellenSrzéséért,
ami a vallalkozas méretébdl adoddan kézvetlen hatast gyakorol annak teljesitményére (Roffia et al., 2022).

Ebbdl kifolydlag elengedhetetlen, hogy a vallalkozas vezetGjének viselkedése és személyes tulajdonsagai elésegitsék a
munkavallal6k motivalasat, valamint, pozitiv hatast gyakoroljanak a hozzaallasukra és teljesitményiikre (Fariz, 2022). Tovabba
a vezets egyfajta referenciapontként is szolgal, amely titkrézi alkalmazkodoképességét mind a belsé szervezeti valtozasokkal,
mind pedig a folyamatosan valtozé kilsé koérnyezettel szemben. A hossza tava siker érdekében elengedhetetlen, hogy a
vezet$ elérelatdé modon azonositsa a jovébeli tendencidkat, és megfelelS stratégidkat alkalmazzon a kivant teljesitmény
elérése érdekében (Para-Gonzalez et al., 2018).

2.3. Innovacio és teljesitmény

Az innovaci6 és a vallalkozas innovativ tevékenysége az a képesség, amely Gtletek, kisérletek és mas kreativ folyamatok
révén lehet6vé teszi a vallalkozas szamara, hogy ujitson, eltérjen a korabban bevett gyakorlatoktél (Milovanovic et al., 2021).
Az innovaciora valo képesség tehat arra mutat ra, hogy egy vallalkozas mennyire hajlandé 4j 6tleteket alkalmazni, kisérletezni
és uj termékeket, szolgaltatasokat vagy 4j tizleti folyamatokat keresni (Williams et al., 2020). Az innovacié lényegében egy olyan
tzleti kornyezetet teremt, amely timogatja és 6sztonzi az 4j technikakhoz, technolégiakhoz, termékekhez, adminisztracios
eszk6z6khoz és mechanikai eljarasokhoz vezetd lehetéségeket (Oni et al., 2019).

Innovaciés képességnek nevezzitk azt a képességet, hogy felismerjik a kreativitast a problémamegoldasban és a
teljesitménynovelés lehet6ségeiben (Wijaya& Rahmayanti, 2023). Ez az innovacios képesség nagy hatassal van a vallalkozasok
és Osszességében az orszag gazdasagi fejlédésére. Flggetlentl attdl, hogy egy orszag mennyire szamit fejlettnek, az allami
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déntéshozok kiemelt figyelmet forditanak az innovaciora a gyorsabb névekedés és a versenyképesség fokozasa érdekében. A
vallalkozasok szintjén az innovacié versenyelonyt és értékteremtést jelent (KKusa et al., 2021), tovabba segit a kkv-k szamara,
hogy egyedick legyenek és hosszutavon képesek legyenck fennmaradni (Meckaewkunchorn et al., 2021) Azt, hogy egy
vallalkozas teljesitményét milyen mértékben befolyasolja az innovacids képessége, szamos pozitiv tényezd képes befolyasolni,
ilyen példaul a tarsadalmi téke szerepe vagy a vallalkozas piaci elkotelezettsége. Emellett egy vallalkozds innovaciods képességét
kifejezheti az is, hogy milyen a K+I intenzitdsa, mennyire képes 4j gépeket és berendezéseket beszerezni, hajlandé-e
innovativ technolégiakat bevezetni, valamint hogy a foglalkoztatottak képzésére, tudasszerzésére mennyire képes hangsulyt
fektetni. Itt példaként lehet emliteni, hogy alkalmaz-e a vallalkozas PhD-fokozattal, vagy miszaki végzettséggel rendelkezé
munkavallalot (Kusa et al., 2021).

Szervezeti megkézelités szempontjabdl az innovacié azt jelenti, hogy a vallalkozasok milyen mértékben hajlandéak
megujulni és megujitani az tzleti folyamataikat (Meekaewkunchorn et al., 2021). Ezt a megtjulast az 4j technoldgiak, 4j
gyakorlatok és megoldasok teszik lehetévé a kreativ 6tleteken és a kisérletezéseken keresztil (Beltrame et al., 2022). A kreatfv
6tletek és kisérletezések nyoman a szervezetek 4j lehetéségeket tudnak kihasznalni, és ezaltal még inkabb ki tudjak elégiteni
a fogyasztol igényeket (Meekaewkunchorn et al., 2021).

Az innovaci6 a termékek és szolgiltatasok szempontjabdl tekintve fontos eleme a vallalkozas hozzaadott értékének,
valamint hozzdjarul ahhoz, hogy a kkv-k megerésitsék a pozicidjukat abban az iparagban, amelyben mikédnek. Ezaltal
lehetévé valik szamukra a gazdasdgi névekedés és a folyamatosan névekvé teljesitmény. Lényegében egyfajta tanulasi
folyamatot jelent, amelynek célja, hogy 4j kezdeményezések segitségével eléremozditsik az adott ipardg tizleti teljesitményét
(Meekaewkunchorn et al., 2021).

Az akadémiai kutatasok tekintetében az innovacié kapja a legtébb figyelmet a vallalkozéi orienticid tényezéi kozil.
Ennek a legfébb oka, hogy eurdpai unids és magyar viszonylatban is fontos az innovativ vallalkozasok tamogatasa. Erre
pedig azért van szikség, mert a kkv-k strukturalis és finanszirozasi problémakkal allnak szemben, raadasul az innovacié
olyan tertletekre iranyul — termékinnovacio, folyamatinnovacio és szervezeti innovacié —, amelyek kritikus tényezoit képezik
a vallalkozasok finanszirozasanak. A kutatasok hozzajarulnak ahhoz, hogy elére lehessen jelezni az innovacios képesség
pozitiv hatasait (Beltrame et al., 2022).

Az innovaciérdl elmondhatd, hogy segitségével tudnak a kkv-k és 6sszességében a vallalkozasok 4j lehet6ségeket
feltarni. Az, hogy az innovacié milyen hatassal van a vallalkozas teljesitményére, egyel6re a kutatok szamara sem teljesen
egyértelmd Vannak tanulmanyok, amelyek pozitiv hatast emlitenek (Bierly & Chakrabarti, 1996; Rangus & Slavec, 2017),
ezzel szemben szamos olyan is 1étezik, amely negativ hatasrdl szamol be (Kandybin, 2009; Artz et al., 2010). Ennek oka,
hogy az innovici6 sikerét bearnyékolhatja az innovaciés tevékenység kockazata és koltsége, amelyek a hazai, de f6ként a
nemzetkdzi innovacids térekvések esetében vannak jelen (Kusa et al., 2021). Ebbél kévetkezik, hogy annak ellenére, hogy az
innovaciét az tizleti élet kulesfontossagu sikertényez8jének tartjak, dSnmagaban mégsem elegendé ahhoz, hogy a véllalkozas
kiemelkedd sikereket érjen el (Pisar & Tomaskova, 2020).

3. Mobdszertan

A kutatds tudomanyos megalapozottsagat és érvényességét a modszertan megtervezése és a minta koriltekint
kivéalasztasa biztositja. A kovetkez alfejezetek bemutatjak az alkalmazott adatgytjtési eljarast, a kérdSiv tipusat és a vizsgalatba
bevont vallalkozasok korét. A mintdba kertlt kis- és kozépvallalkozasok és azok vezetéi jellemzbinek ismertetése — killénds
tekintettel a vezet6k nemi, a vallalkozasok méretbeli, f6ldrajzi és iparagi megoszlasra — lehet6vé teszi a kutatasi eredmények
kontextusba helyezését, és megalapozza az elemzések relevanciajat.

3.1. Modszertan leirasa

A tanulmanyban elemzett lekérdezés sajat kutatds eredménye, amely 2024. januar és 2024. majus kozott zajlott az
EMIS adatbazisban szereplé magyar kkv-k kérében. Az adatallomanybdl az adattisztitas eredményeként térlend6ek voltak
azok a vallalkozasok, amelyekkel szemben a lekérdezés napjaig csédeljarasi, felszamolasi, végelszamolasi vagy kényszertorlési
intézkedés indult meg, Emellett ki kellett zarni azokat a vallalkozasokat is, amelyekhez sem telefonos, sem e-mail-es elérhetéség
nem volt fellelhetd. Igy jott 1étre a végs6 adatallomany, amelybdl végiil a felmérésben 415 vallalkozasvezetd vett részt.
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A kérdéives lekérdezés két £6 témakore a vallalkozas teljesitménye és az innovacios képesség, amelynek szempontjait
az 1. tablazat tartalmazza.

1. tablazat: A teljesitmény és az innovacié mérésének szempontjai

Teljesitmény szempontjai Innovacié szempontjai

Jovedelmez8ség Uj lehetSségek keresése

Termelékenység Uj prc')g’ramok / szolgaltatisok / adminisztricios
technikak

Ugyfélkér Kreativ mikodés

Markaismertség Uj feladatok

Termékek és szolgaltatasok U] fejlesztések, innovaciok

Tamogatasok

Forras: sajat kérddives lekérdezés Kim (2022), Kusa, et al. (2022), Mantok et al. (2019),
Nuryakin (2021), Oni et al. (2019) és Rochiyati et al. (2022) alapjan

Alekérdezésben résztvevé vezetdk Gtpontos Likert-skalan jelolték, hogy a teljesitményre és az innovaciéra vonatkozo
allitasok milyen mértékben igazak a vallalkozasukra.

A kutatds médszertani limitaciéi kozott kiemelendd, hogy a vizsgalati minta nem tekinthetS reprezentativnak. Az
EMIS-adatbazis alapjan t6rténd szdrés kévetkeztében eléfordulhatott, hogy bizonyos relevans vallalkozasok — elérhet6ségi
adataik hianyaban — nem keriiltek be a megkeresett valaszaddk korébe. Tovabbi korlatozé tényezét jelent, hogy a kérdoiv
kizardlag zart végl kérdéseket tartalmazott, amelyek elénye, hogy lehetévé teszik az Gsszehasonlithaté és statisztikai
modszerekkel jol kezelheté adatok gytjtését. Ugyanakkor ezen megkézelités nem biztosit teret a valaszaddk szubjektiv
tapasztalatainak és egyéni néz6pontjainak részletesebb kifejtésére, amelyek tovabb gazdagithattdk volna az elemzést.

Az adatfeldolgozas soran az alapadatok attekintése és értelmezése egyrészt leird statisztikai moédszerekkel tértént.
Masrészt annak megallapitasara, hogy a vizsgalt csoportok kézott kimutathaté-e statisztikailag szignifikans eltérés egyvaltozos
varianciaanalizis (ANOVA) készult. A statisztikai elemzések elvégzéséhez az IBM SPSS Statistics szoftver nydjtott technikai
timogatast.

3.2. Alapadatok

A valaszadd vezetSk alapadatait— a valaszadok neme, a vallalkozas mérete, az orszagon belili elhelyezkedés és az
iparag — a kovetkez6 tablazatok tartalmazzak.

A nemek szerinti megoszlast tekintve a valaszadok 26%-a né és 74%-a férfi. A vallalkozas méretét tekintve a kit6lt6k
8%-a mikrovallalkozas, 69%-a kisvallalkozas, 23%-a pedig k6zépvallalkozas vezetd beosztasaban dolgozik.

A2.tablazata vallalkozasok orszagon beliili megoszlasat mutatja. Elmondhato, hogy Budapesten vettek résztlegtbben
a kérdoiv kitoltésében, a kitdltések 21%-a innen érkezett. A legaktivabb varmegye Pest varmegye volt, itt a vallalkozasok
14%-a kiildott vissza valaszokat. A legalacsonyabb kit6ltési aranyt Nograd varmegyébdl érkezett, innen ugyanis sszesen 1
vallalkozas vett részt a kérdoives lekérdezésben.
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2. tablazat: A vilaszadé vallalkozasok megoszlasa vairmegye szerint (n=415)

Varmegye Vilaszaddk szama (f6) Vilaszadok megoszlasa (%o)
Bics-Kiskun 20 4.8
Baranya 20 4,8
Békés 18 43
Borsod-Abatj-Zemplén 17 4,1
Budapest 87 21,0
Csongrad-Csanad 20 48
Fejér 23 5,5
Gy6r-Moson-Sopron 23 5,5
Hajda-Bihar 21 5,1
Heves 13 3,1
Jasz-Nagykun-Szolnok 8 1,9
Komarom-Esztergom 12 2,9
Nograd 1 0,2
Pest 58 14,0
Somogy 10 2,4
Szabolcs-Szatmar-Bereg 15 3,6
Tolna 11 2,7
Vas 9 2,2
Veszprém 16 39
Zala 13 3,1
Osszesen 415 100

Forras: sajat szerkesztés kérd6ives lekérdezés alapjan

Az iparagi besorolas alapjan a kutatasban részvevé vallalkozasok jelent6s része (30,8%) az épitSiparban tevékenykedik.
Emellett nagy szamban képviseltetik magukat a felmérésben az aru- és személyszallitas, gépjarmdipar (15,9%) és az agrar- és
élelmiszeripar (11,9%) vallalkozasai.

3. tablazat: A valaszadé vallalkozasok iparagi megoszlasa (n=415)

Varmegye Vilaszaddk szama (f6)  Valaszaddok megoszlasa (%o)
Agrar- és élelmiszeripar 49 11,9
Aru- és személyszallitas, gépjarmdipar 66 15,9
Digitalis eszk6z6k iparaga 14 3,4
Egészségligyi ipar 34 8,2
Elektronikahoz kapcsolodé iparagak 13 3,2
Energiaigényes iparagak 25 6,0
Epitsipar 128 30,8
Kiskereskedelem 37 8,9
Kulturalis és kreativ iparagak 11 2,7
Megtjul6 energiaforrasok 20 4,8
Proximitasalapu gazdasag, szocialis gazdasag és polgari biztonsag iparaga 1 0,2
Textilipar 1 0,2
Turizmus 15 3,6
Védelmi ipar és Gripar 1 0,2
Osszesen 415 100

Forras: sajat szerkesztés kérd6ives lekérdezés alapjan
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A valaszadok Osszetétele jOl tukrozi a hazai kis- és kozépvallalkozasok sokszinlségét a nem, a méret, a foldrajzi
elhelyezkedés, valamint az iparagi hovatartozas tekintetében, ezaltal megbizhaté alapot nytjtanak a tovabbi elemzésekhez.

4. Eredmények és diszkusszio

A kutatas empirikus részének kozéppontjaban annak vizsgalata all, hogy milyen kapcsolat figyelhet6 meg a vezeték
innovacios képessége és a vallalkozasok teljesitménye koz6tt. A kvantitativ adatfelvétel alapjan képzett mutatok lehetévé teszik
a teljesitmény és az innovacios képesség indexszintd értékelését. A mutatok statisztikai eszkézokkel torténd elemzései alapjan
keresztmetszeti és Osszefliggés-alapi megallapitasok fogalmazhatok meg. A fejezet célja, hogy bemutassa az indexképzés
logikajat, a valaszadok értékeléseinek alakulasat, valamint a kutatds soran alkalmazott statisztikai modszerek (pl. ANOVA,
kereszttabla-elemzés) segitségével feltart szignifikans Osszefliggéseket a vizsgalt valtozok koézott. A kévetkezé alfejezetek
részletesen targyaljak az innovacios képesség teljesitményre gyakorolt hatasat, valamint annak demografiai tényezsk szerinti
eltéréseit.

4.1. Eredmények

A felmérésben résztvevik a vallalkozas teljesitményéhez és az innovaciés képesség szempontjaihoz kapcsolédo
allitasokat 6tpontos Likert-skalan értékelték (1=egyaltalan nem, 2=nem, 3=nem tudom, 4=igen, 5=teljes mértékben). Az
eredményekbdl egy szazalékos index keletkezett, amely az adott vallalkozas a tiz, teljesitményre vonatkozo6 allitdsra adott
»igen” vagy a ,teljes mértékben” valaszlehetGség, valamint az Gsszes valaszlehetéség hanyadosanak szazalékos aranya
beléle. Tgy egy olyan indexet j6tt létre, amely kifejezi, hogy a vallalkozas hany szazalékban jovedelmezé. Az innovacios
képesség esetében 8 allitast kellett a valaszaddknak az Gtpontos skalan értékelni, amelynél szempont volt, hogy hany esetében
valasztottak az ,,igen”, vagy a ,teljes mértékben” lehetSséget. A kapott eredmény és az Gsszes valaszlehetség hanyadosabol
jott 1étre a szazalékos arany. Ebben az esetben is egy olyan index jott 1étre, amely azt fejezi ki, hogy a valaszad6 vallalkozas
hany szazalékban innovativ. Ezt kévetSen a kereszttablas elemzés eredménye megmutatta, hogy van-e szignifikins kapcsolat
az innovacios képesség ¢és a vallalkozas teljesitménye kozott. Majd az egyutas varianciaclemzés (ANOVA) eredménye
megmutatta, hogy a vallalkozas teljesitményére mint fiigeg6 valtozéra hogyan hatnak a vallalkozas demografiai ismérvei.
Az els6 kutatasi kérdés megvalaszolasahoz, miszerint befolyasolja-e az innovacios képesség a vallalkozas teljesitményét,
az SPSS szoftver segitségével tortént. Az elemzés eredménye alapjan kijelenthetd, hogy szignifikans kapcsolat (p<0,01)
van az innovacios képesség és a vallalkozas teljesitménye kozott. A masodik kutatasi kérdés megvalaszolasa érdekében a
kilonbozé demografiai tényezSknek és a vallalkozas innovaciés képességének kapcsolatat vizsgalo elemzés is megtortént..
Ennek eredményét foglalja 6ssze az 4. tablazat.

4. tablazat: Az innovacios képesség mértéke a vezeté neme, a vallalkozas mérete, az orszagon
belili elhelyezkedés és az iparag szempontjabdl (n=415)

Vilaszaddk neme Vilaszadok szama (£6) Innovicids képesség (atlag) (%0)
Férfi 307 68,9

Né6 108 67,7

ANOVA szignifikancia érték: 0,727

Vallalkozas mérete Vilaszadok szama (f6) Innovaciés képesség (atlag) (%)
Mikrovallalkozas 34 73,1
Kisvillalkozas 286 67,1
Kézépvallalkozas 95 71,6

ANOVA szignifikancia érték: 0,343

Varmegye Valaszadok szama (f6) Innovaciés képesség (atlag) (%)
Bics-Kiskun 20 65,0

Baranya 20 80,0

Békés 18 76,9
Borsod-Abatj-Zemplén 17 70,6

Budapest 87 74,0
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4. tablazat (folytatas)

Varmegye Valaszadok szama (f6) Innovaciés képesség (atlag) (%)
Csongrad-Csanad 20 68,5

Fejér 23 77,6
Gyo6r-Moson-Sopron 23 72,6
Hajda-Bihar 21 63,2

Heves 13 60,4
Jasz-Nagykun-Szolnok 8 73,2
Komarom-Esztergom 12 76,2

Nograd 1 71,4

Pest 58 54,4

Somogy 10 68,5
Szabolcs-Szatmar-Bereg 15 74,3

Tolna 11 59,7

Vas 9 30,1

Veszprém 16 71,4

Zala 13 78,0

ANOVA szignifikancia érték: 0,003

Iparag Vilaszadok szama (£6) Innovicids képesség (atlag) (%0)
Agrar- élelmiszeripar 49 56,5

Aru- és személyszallitas, 69,5

e 66
gépjarmdipar
Digitalis eszk6zok iparaga 14 74,5
Egészségligyi ipar 34 81,5
lektronika
Ea}e)ctsociéiig lril;;régak 13 780
Energiaigényes iparagak 25 58,8
Epitéipar 128 66,6
Kiskereskedelem 37 74,1
Kulturalis és kreativ 1 67,5
iparagak
Megtjul6 energiaforrasok 20 73,6
Gazdasag, szocialis
gazdasag és polgari 1 28,6
biztonsag ipardga
Textilipar 1 0,0
Turizmus 15 81,9
Védelmi ipar és Gripar 1 85,6

ANOVA szignifikancia érték: 0,007

Forras: sajat szerkesztés kérd6ives lekérdezés alapjan

Az 5. tablazatbdl ol lathat6, hogy nincs szignifikins kapcsolat a véllalkozas innovacios képessége és a vezeté neme
kozott, tehat az innovacios képességet nem befolyasolja, hogy térfi vagy né iranyitja a vallalkozast.Ugyanigy nem mutathato
ki szignifikans kapcsolat a vallalkozas mérete és az innovaciés képesség kozott, tehat barmilyen méretkategoriaja vallalkozas
rendelkezhet magas innovacios képességgel. Ugyanakkor szignifikans kapcsolat van a vallalkozas tertleti elhelyezkedése és az
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innovacios képesség kézott. Az eredmények alapjan elmondhaté, hogy a leginnovativabb vallalkozasok Baranya, Zala, Fejér,
Békés és Komarom-Esztergom varmegyékben talalhatok, mig a legkevésbé innovativ cégek Tolna, Pest és Vas varmegyékben
vannak. Nograd varmegyét azért érdemes kiemelni, mert bar viszonylag magas az innovacios képesség, de csak egy kit6ltés
érkezett, igy ebbdl varmegyei szint kovetkeztetést nem lehet levonni.

Szintén kimutathat6 szignifikans kapcsolat az ipardg és az innovacios képesség kozott. A tablazat alapjan a védelmi
ipar és Uripar tinik a leginnovativabb iparagnak, a proximitasalapi gazdasidg agazatai és a textilipar pedig a legkevésbé
innovativnak. Ugyanakkor itt is figyelembe kell venni, hogy csak egy-egy valaszadé vallalkozasa sorolhato ide, igy ezek
nem tekinthetSk relevans eredménynek. A turizmus és az egészségiigyi ipar viszont kifejezetten innovativ, ellentétben az
energiaigényes iparagakkal és az agrar- és élelmiszeriparral, amelyek a felmérés alapjan a legkevésbé innovativ agazatok.

4.2. Diszkusszio

A 415 kitolt6 részvételével megvaldsult sajat felmérés a vezetS innovacids képességét vizsgalja a vallalkozas
teljesitményének tikrében. A nemzetkézi szakirodalmak alapjan Osszedllitott kérd6ivben a teljesitmény és az innovacios
képesség el6re meghatarozott szempontrendszere szerint a valaszadok egy 6tpontos Likert-skala segitségével értékelték, hogy
az allitaisok mennyire igazak a vallalkozasukra. Ennek eredményeként egy teljesitményi és egy innovacios képességi index
keletkezett az alapjan, hogy az adott témacsoporton belil mennyi volt az ,,igen” és a ,,teljes mértékben” valaszok részaranya
az Gsszes valaszhoz viszonyitva. Igy egy szazalékos érték reprezentalja, hogy az adott véllalkozas mennyire innovativ és
milyen a teljesitménye.

A kutatas két kozponti kérdés alapjan vizsgalja a mintat, egyrészrdl, hogy a vallalkozas innovacids képessége
befolyasolja-e a teljesitményt, masrészrél, hogy a vallalkozasok vezetéinek demografiai adatai hatassal vannak-e az innovacios
képességre. Az elsé kutatasi kérdés eredménye teljes mértékben 6sszecseng a korabbi nemzetkdézi kutatasok (Kim, 2022; Kusa
et al, 2022; Mantok et al., 2019; Nuryakin, 2021; Oni et al., 2019; Rochiyati et al., 2022) eredményével, hiszen egyértelmien
kijelenthetd, hogy markans kapcsolat van az innovacids képesség és a vallalkozas teljesitménye kézott. A masodik kutatasi
kérdés esetében a korabbi felmérések eredményei nagy szorassal rendelkeznek, azonban a jelen kutatas eredményei alapjan
megerdsithetS, hogy a vallalkozasok teriileti elhelyezkedése jelentés hatassal van az innovacios képességre. Az orszag azon
régidiban, ahol az elmult években célzott gazdasagfejlesztési és innovaciot Oszténzd beruhazasok valosultak meg — példaul
Zalaegerszegen, Pécsett vagy a kdzép-magyarorszagi régidban

—, a vizsgalt vallalkozasok korében magasabb innovacios index volt mérheté (Vasvari és mtsai, 2020; Zalaegerszeg
MJV, 2021; Pécsi Tudomanyegyetem, 2023). Az iparagi megoszlas vizsgalata szintén 6sszhangban all a nemzetkézi kutatasok
eredményeivel, amelyek szerint az egészségligyi ipar — killondsen a digitalis egészségligy és a biotechnologia tertilete — a vildg
egyik legdinamikusabban fejl6dé és legnagyobb innovaciés potenciallal rendelkez6 iparaga (World Intellectual Property
Organization, 2022; OECD, 2021).

5. Kovetkeztetések

A tanulmany célja az volt, hogy megvizsgalja a vallalkozas teljesitményének és a vezet6 innovaciés képességének
kapcsolatat a nemzetkézi szakirodalmakban megfogalmazott szempontok szerint. Ennek érdekében a tanulmany bemutatja
a legfrissebb szakirodalmakat a vezet§ és teljesitmény, valamint az innovaci6 és teljesitmény viszonylataban. Ezt kévetGen az
irodalom alapjan megfogalmazott kutatasi kérdések mentén empirikus vizsgalat késziilt, amelyben 415, az EMIS adatbazisban
szerepl6, Magyarorszagon mikodo kis- és kozépvallalkozas vett részt.

Az empirikus kutatds soran megallapitast nyert, hogy a magyar kis- és kozépvallalkozasok vonatkozasiban az
eredmények alatimasztjak a nemzetkozi kutatdsi eredményeket, ugyanis a vezetSk innovacios képessége nagymértékben
hatassal van a vallalkozas teljesitményére. Ugyanakkor demografiai szinten megfigyelhetSk eltérések, mert amig az orszagon
beltli elhelyezkedés és az iparag jelentGs hatast gyakorol a vezetS innovacios képességére, addig a vezeté neme, valamint a
vallalkozas mérete nem befolyasolo tényezé az innovacié szempontjabol.

Az empirikus kutatds eredményei alapjan megallapithatd, hogy a vizsgalatba bevont vallalkozasok teljesitménye
kedvezé képet mutat, a vallalkozasvezetSk donté tébbsége sajat vallalkozasanak miikodését sikeresnek értékelte. A valaszadok
tovabba jellemz&en innovativnak itélték meg vallalkozasukat, ami a vallalkozoi attitid és az innovacios hajlandosag meglétére
utal. A kutatas modszertani Gjszerségét egyrészt a felhasznalt kérdSiv értékelési indexeinek kidolgozasa, mésrészt a minta
is alatamasztja. A kérd6iv Gsszeallitasa soran a nemzetkozi szakirodalomban mar validalt kérdések adaptaciéjara kerilt sor,
azonban a forditds nem pusztan nyelvi megfeleltetésre szoritkozott: killon figyelem iranyult a hazai kis- és kézépvallalkozasok
mikodési sajatossagainak figyelembevételére. A kérd6ives adatfelvétel eredményeinek feldolgozasahoz és értelmezéséhez
olyan Gjonnan kialakitott indexek alkalmazasara kertlt sor, amelyek lehet6vé tették a komplex valtozok kézott Gsszetiiggések
feltarasat, valamint hozzéjarultak az eredmények strukturalt, konzisztens és relevans értelmezéséhez.
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A kutatds eredményeit az tzleti szféraban, a vallalkozasfejlesztésben jol lehet hasznositani, hiszen az innovacié
elkeriilhetetlen a vallalkozasok tuléléséhez és fejlédéséhez. Ahogy mar Schumpeter (1934) is hangsulyozta, a fejlédés motorja
az innovacio, és a legfrissebb kutatasok (Kovacs & Nemeslaki, 2023) is ezt timasztjak ala. Igy a jelen kutatis eredményeinek
tiikrében lathatd, hogy az orszag mely teriiletein érdemes Gszténdzni az innovacios képességek fejlesztését, valamint, hogy
mely iparagakra célszeri hangsulyt fektetni.

Az empirikus adatgydjtés kizarolag kérdéives lekérdezés formajaban valosult meg, amely modszer szamos el6nnyel
rendelkezik a strukturalt és 6sszehasonlithaté adatok gytjtése szempontjabdl, azonban nem elhanyagolhatéak a médszertani
korlatai sem. A zart kérdések alkalmazasa nem teszi lehet6vé a valaszadok egyéni motivaciéinak, dontési mechanizmusainak
és tapasztalatainak mélyebb feltarasat, ezaltal korlatozva az Osszefiggések vizsgalatat. Tovabba, a kérdéives modszer
érzékeny a valaszadoi torzitasokra, beleértve az 6nbevallason alapuld tdl- vagy alulértékelést is. Mindezek kovetkeztében a
vizsgalat els6sorban mennyiségi mintazatok azonositasara és statisztikai kapcsolatok feltarasara alkalmas, azonban kevésbé
alkalmas a vezetdi attitidok, dontési stilusok vagy a szervezeti dinamika mélyebb megértésére. Tovabbi médszertani korlatot
jelent, hogy a vizsgalat soran alkalmazott minta nem tekinthet6 statisztikai értelemben reprezentativnak a teljes hazai kis-
és kozépvallalkozoi szektorra nézve. A nem reprezentativ mintavétel kévetkeztében az eredmények nem altalanosithatok,
csupan a vizsgalt mintara érvényesek.

Osszeférhetetlenség:
A szerz6k nem allnak 6sszeférhetetlenségben.
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Absztrakt

Cél — Az Eur6pai Unidban k6z6sségi kezdeményezésként 1991-ben indult LEADER program 2007-ben vilt a vidékfejlesztés
szerves részévé és lett a vidékfejlesztési programok része Eurdpa-szerte. A kutatds célja, hogy a Dél-Dunéntil régidban 1évé
LEADER helyi akciécsoportok miikodésének vizsgalataval ravilagitsunk a 2004 és 2020 kozotti programozasi idGszakok egyezGségire
és kiillonbozoségeire, és a LEADER-nek mint alulrél szervez6dd, valés partnerségi egyiittmiikodésekre épiils, endogén fejlesztési

Tervezés/modszertan/megkézelités — A tanulmany két helyi akciéesoport (HACs) munkatirsaval készitett, strukturalt
mélyinterjira épul. A kérdSiveket a nemzetkozi és hazai szakirodalmak, és a programozasi idGszakok zardsdhoz kapesolédo, expost
jelentések alapjan késziilt, és alapjat képezik egy jovébeni, Q mddszerrel elvégzendd tovabbi vizsgalatnak.

Eredmények — Mindkét vizsgalt HACs esetében magas volt a helyi kézosségek aktivitdsa, igy az alulrdl induld épitkezés
tokéletesen megvaldsult a helyi fejlesztési stratégia kialakitasa soran. A HACs-ok aktiv részvétele a tamogatott projektek kivalasztasaban
és a programozasi id8szakok kozotti forrasnovekedés olyan elemek, amelyek integralhatok a LEADER sajatos iranyitasi és finanszirozasi
rendszerébe. Ugyanakkor a bizonytalansag és a kiszdmithatatlansag, mint negativ tényez6k az indikatorok tudatos alultervezését vontak
maguk utan.

Eredetiség — Kevés szakirodalom foglalkozik célozottan a dél-dunantuili régié helyzetével, a palyazati forrasok eloszlasaval
és hatékony felhasznalasaval, igy a kutatds hianypétld lehet a tekintetben, hogy ravilagit az egyes LEADER programok elényeire és
hatranyaira a j6 gyakorlati példdk szemléltetésével és a tapasztalatok Gsszegydjtésével.

Kulcsszavak: alulrél indul6 kezdeményezés, helyi akciéesoport, helyi aktivitas, vidékfejlesztés

Abstract

Purpose — Launched as a Community initiative in the European Union in 1991, LEADER became an integral part of rural
development in 2007 and has been integrated into rural development programmes across Europe. This research aims to highlight the
similarities and differences between the three programming periods from 2004 to 2020 as well as the opportunities and constraints of
LEADER as a grassroot, endogenous development model based on true partnership, by examining the functioning of LEADER Local
Action Groups in the South Transdanubian Region, one of the least prosperous regions of Hungary.

Design/methodology/approach — Our study is based on structured in-depth interviews with two local action group staff.
The questionnaires were based on international and national literature and ex-post reports related to the closure of the programming
petiods, and will form the basis of a further Q-method study to be carried out in the future.

Findings —LLocal community activity was high in both LAGs examined, so the bottom-up approach was perfectly implemented
during the elaboration of the local development strategy. The active participation of LAGs in the selection of supported projects and
the increasing availability of resources during the programming periods are elements that can be integrated into LEADER ‘s specific
management and financing system. However, uncertainty and unpredictability, as negative factors, have led to the deliberate under-
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planning of indicators.

Originality — Few studies addresses specifically the situation in the South Transdanubian region or the distribution and efficient
use of funding. Therefore, this research can be a valuable contribution, highlighting the advantages and disadvantages of the LEADER
programmes by illustrating best practice examples and collecting expetiences.

Keywords: bottom-up initiative, Local Action Group, local activity, rural development

1. Bevezetés

Az EU LEADER programja a vidéki tertletek fejlesztését tamogatja az Unié terilletén. Maga a rovidités a francia
,Liaisons entre actions de développement de 'economie rurale” kifejezésbdl szarmazik, amelynek jelentése magyarul
,.kezdeményezés a vidék gazdasagi fejlesztése érdekében” (Moseley, 2003).

A kezdeményezés célja olyan innovativ vidékfejlesztési akciok feltételeinek megteremtése, amelyek a belsé anyagi és
kulturélis er6forrasokra alapozva fenntarthaté fejlédéshez vezetnek. A LEADER hosszd, majdnem harom évtizedes multra
tekint vissza, mara az eurépai vidékfejlesztés egyik sarokkévévé valt, lefedi az Uni vidéki teriileteinek és vidéki lakossaganak
talnyomo részét (Di Federico, 2020).

A francia szoban is szerepl6é vidéknek azonban nincs egységes, dltalanosan elfogadott definicidja, {gy maganak
a vidékfejlesztésnek is nehézkes a magyarazata. A Ko6zos Agrarpolitika (IKAP) szabélyait lefektetd keretrendeletek is
nagyfokt rugalmassagot biztositanak e tekintetben. Az 1990-es évek kézepétdl kezd6dben jelentds szakmai diskurzus
alakult ki hazankban is a vidék terminolégiajat illetéen, ennek soran a véleményalkoték szaktertleti k6tédései és a tartalmi
meghatarozasok céljai jelentGsen befolyasoltak az egyes allaspontokat. Csatari (2020) kisérletet tett a magyar kistérségek
urbanitasi/ruralitdsi index alapjan torténd besorolasira, melynek soran azokat a kistérségeket tekintette vidékinek, amelyekben
az adott tertlet népességének kevesebb mint 50%-a élt 120 £6/km?* népstriséget meghaladé telepiilésen, ellentétben az
OECD iltal hasznalt 150 £6/km?®-es kiiszobérték hasznalatival (Kovécs et al.., 2015). Maga a vidékfejlesztés egy Osszetett
fejlesztési folyamat, amelynek soran attdl fligegben, hogy hova helyezziik a hangsulyt, a kiillonb6z6 vidéki térségek killonbozé
beavatkozast igényelnek, és valtozatos fejlesztési utakat jarnak be (Szorényiné, 2020).

A hagyomanyos fejlesztési politika atalakitisa érdekében sziletett meg 1991-ben az Eurdpai Uni6 LEADER
programja, amelynek jelent6sége a vidékfejlesztés Gjszert megkozelitésében rejlik (Labbancz, 2003). A LEADER egy olyan
fejlesztési modszer, melynek alapvetd célja az alulrdl épitkezs kozosségek civil, vallalkozoi és dnkormanyzati tagjainak
Osszefogasa annak érdekében, hogy a kbzésen kidolgozott, komplex, egymast kiegészité fejlesztési elképzeléseik megvalositasa
hozzéajarulhasson a k6z0sség, a térség fejlédéséhez, és ezaltal elsegitse az Burépai Unié mikodésérdl szolé szerz6dés 174.
cikkében megfogalmazott teriileti kiilénbségek mérséklését (Finta, 2022).

A program uGjszertségét az adja, hogy az adott teriileten é16 helyi szereplSket bevonja sajat lakohelyiik fejlesztésébe,
amely er6siti a kezdeményez6 és egylittmikodo képességliket az adott lehetSségek jobb kihasznalasa érdekében. A programok
olyan vidékfejlesztési projekteket timogatnak, amelyeket helyi szereplSk kezdeményeztek, és amelyekben kiilon hangsuilyt
kap a tevékenységek innovativ és atiiltethetd jellege (Ray, 2000; Kézai & Konczosné Szombathelyi, 2021).

A LEADER program alapelvei az alabbiakban foglalhatok dssze:

1. Tertletalapt megkozelités: fontos a helyi identitas, kbz6s igények, a valos igényekre éptls szemlélet.

2 Alulrdl épitkez6 megkdzelités: a helyi szereplék reszt vesznek a déntéshozatalban, a stratégidk elkészitésében; ez
tekinthet6 a LEADER legf6bb sajatossaganak.

3. Sajatos iranyitasi és finanszirozasi modszerek.

4. Helyi akciécsoportok (HACs-ok) felallitasa: a kéz- és a magansztéra partnersége. A HACs-ok maguk déntenek az
egyes projektekrdl, £6 feladatuk a helyi vidékfejlesztési stratégiak Gsszeallitdsa, a tamogatott projektek kivalasztasa.

5. A tevékenység 4jito jellege: 1j, innovativ megkdzelités pl. a kommunikacié terén.

6. A tevékenységek kozotti kapesolatok — integralt 4gazatkdzi megkozelités: tobb tevékenységi dgazat bevonasa.

7. Halozatépités, térségek kozotti és nemzetkdzi egyiittmtkodés (G. Fekete, 2013).

2. A magyarorszagi LEADER programok

A Gazdasagi Egytttmikoédési és Fejlesztési Szervezet (OECD) besorolas alapjan az Eurdpai Uni6 teriiletének 84%-
a vidék, és itt él a népesség 39,5%-a, Magyarorszag tertiletének pedig 94%-a, vagyis a févarosi agglomeracié kivételével
az orszag egész terlilete vidék (Készegi, 2019). Horeczki & Finta (2023) véleménye szerint a periférikus helyzetd térségek
fejlesztése ugyan sosem allt a hazai fejlesztéspolitika kézéppontjaban, az unids csatlakozast kévetGen azonban sor kertlt
néhany olyan kisérletre, mely igyekezett felszamolni a periférikus jelleget, és cskkenteni az egyes térségek kozotti teriileti
kilonbségeket. Vulcz (2023) szerint a varosi és vidéki térségek alulrdl j6vé (bottom-up) kezdeményezéseit is tiamogatni kell
annak érdekében, hogy a helyben megfogalmazott fejlesztési igények meg tudjanak valésulni. Ennek megvalésitasara a CLLD
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(K6zosség vezérelt helyi fejlesztés) és a LEADER megfelel6 eszkdzt biztositanak, de a centrum- és perifériatertleteket
tervezés szempontjabdl komplexen kell kezelni. Kovach (2000) pozitivan nyilatkozott a LEADER programban rejlé
lehet6ségekrdl, szerinte a LEADER az eurdpai vidékfejlesztési politika meghatirozo elvévé és gyakorlatava valhat. Buller
(2000) szerint a LEADER program a vidékfejlesztés egy Uj trendje, amely a vidéki lakossag mindennapi életére éptil, mivel a
helyi tapasztalatokon, identitasokon és cselekvéseken alapul.

A fentiekbdl egyértelmien megallapithatd, hogy a vidékfejlesztés kiemelten fontos szakpolitikai teriilet hazankban is,
ezen belil pedig a LEADER programokra kiilonsen nagy szerep harul a vidéki térség felzarkoztatasaban, fSleg egy olyan
régiéban, amely az egy f6re juté GDP-t nézve az Eurdpai Unid husz legszegényebb régidja kézott talalhato.

A 2001-es, kisérleti jellegdt LEADER programokat kévetéen Magyarorszag ténylegesen az unids csatlakozas utin
kapcsolédott be a kezdeményezés munkdjaba. A LEADER+ az Agrar- és Vidékfejlesztési Operativ Program (AVOP)
3.4. prioritasaként jelent meg a stratégiakban. Az AVOP palyazatok legnagyobb része erre az intézkedésre érkezett be
koszonhet6en annak, hogy a vidékfejlesztés kbzéppontjaban a hatranyos helyzetd térségek lemaraddsanak a csékkentése, az
infrastrukturalis fejlesztések, a vidéki népesség foglalkoztatasinak novelése, illetve az €16 és vonzé kornyezet megteremtése
allt. gy annak ellenére sikeresnek tekinthetjitk a programot, hogy az tdlzottan centralizalt volt és hianyzott az alulrél
szervez6dd megkozelités is. A dél-dunantdli régié mind a benyujtott palyazatok tekintetében, mind pedig a kifizetett 6sszegek
tekintetében a kozépmezényben végzett. Az Uj Magyarorszag Vidékfejlesztési Stratégiaban megfogalmazott fejlesztési
iranyok 2007 és 2013 kozott az unids iranyelvek és forrasok segitségével kivantak erdsiteni a vidéki térségek életképességét,
a tobb-funkciés mez6gazdasig muiikodését, a mezbgazdasagi termelk versenyképességét (Agrar- és Vidékfejlesztési
hiszen a helyi akcidcsoportok szamanak névekedésével a befolydsuk is megerésédott, a bevont telepiilések szamanak
gyarapodasaval pedig a program teriileti lefedettsége is névekedett, a kifizetett timogatasok megtizszerezédtek. A program
tovabbi eredményessége a helyi igények sikeres felmérésének, a HACs-ok tevéleges részvételének, a vallalkozasok és a civil
szervezetek megjelenésének volt készonhets. A program hianyossiaga ugyanakkor az innovacios fejlesztések, nemzetkozi
egytittmikodésck elmaradasa volt (UMVP, 2016). A Vidékfejlesztési Program (VP) kiemelt célja volt a helyi kezdeményezések
tamogatasa, amit a LEADER program keretében tovabbra is a helyi akciocsoportok mikédtetésével valositottak meg. A
Vidékfejlesztési Program zardértékelése szerint 2020 év végéig a 103 HACs altal kidolgozott fejlesztési stratégiak alapjan
14 023 db kérelmet nyujtottak be, amibél 8 427 db-ot tamogattak. Az atlagos timogatasi 6sszeg 12 393 Euré volt, vagyis az
intézkedés jellemzGen kevés forrassal sok kedvezményezettet ért el (Agrarminisztérium, 2021).

1. tablazat: A magyarorszagi LEADER programok 6sszehasonlitasa

Programnév  AVOP LEADER + UMVP VP
Id6szak 2004-2006 2007-2013 2014-2020
AVORP céljaihoz igazodas: - Vidéki szerepl6k - Tarsadalmi befogadas
egyuttmikodésének megalapozasa elémozditasa
- Foglalkoztatottsag és a - Fentarthat6 helyi fejlesztési - Szegénység csokkentése
jovedelemszerzési lehet6ségek stratégiak elkészitése
bévitése
- Lakokornyezet és az - Helyi innovativ megoldasok - Gazdasagi fejlédés timogatasa
3 infrastrukturalis ellatottsag
javitasa
- Vidéki régiok életszinvonalanak - Vidéki telepiilések élhetébbé,
emelése vonzobba tétele
- Munkahelyek meg6rzése és tGjak - Elérhet§ szolgaltatasok
teremtése korének bovitése
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1. tablazat (Folytatas)

Programnév AVOP LEADER + UMVP VP
1d8szak 2004-2006 2007-2013 2014-2020
- A palyazok nagy része - Tertleti lefedettség névekedése - 103 HACs, 621 db palyazati felhivas
onkormanyzat vagy egyesiilet
- A vallalkozas, gazdasagfejlesztés - HACs-ok szamanak névekedése - Gazdasagfejlesztés a legf6bb cél
alulreprezentalt (felhivasok csaknem felénél)
o - 90%-os teljestilés - A projektkivalasztas teljes - Megjelent versenytarsnak a
§D mértékben a HACs-ok kezébe kedvezSbb és  egyszeribb
8 kertlt feltételekkel mikods Magyar
;f” Falu Program
o - Nagyszamu beérkezett projekt - Tamogatasi kérelmek benyujtasara 3
g alkalommal volt lehet6ség 2009.
£ oktSber 1. és 2013, szeptember 30.
£ kozott
- Tamogatasi 6sszegek alacsonyak - Tdmogatdsi Gsszegek alacsonyak

(atlag 4,3 m F)

- Monitoring rendszer hidnya

Forras: sajat szerkesztés Agrar- és Vidékfejlesztési Operativ Program Irdnyit6 Hatosag (2010),
UMVP (2016) és Miniszterelnckség (2016) alapjan

3. Anyag és modszer

A cikk elkészitése soran a LEADER témdhoz kapcsolédé hazai (Bird et al.,, 2014; Gerencsér et al., 2017; Pdla,
2019; Bir6 et al., 2020; Goda et al., 2023; Szérényiné Kukorelli, 2023; Tésits & Rogics, 2024; Veselicz, 2025) és nemzetkézi
szakirodalmak (Di Federico, 2020; Aubert et al., 2022; Cejudo-Garcfa et al., 2022), szakmai folyodiratok cikkeinek attekintése
utan, az egyes programozasi idészakok zarasakor ¢sszeallitott expost jelentéseket értékeltiik ki, valamint a jelentések adatait
Osszegeztik a bevezetésben irt 6sszehasonlito vizsgalat alatimasztasaként. A kutatas soran segitségiinkre volt még a Koézponti
Statisztikai Hivatal és az Eurostat adatbazisa.

A kutatas soran 2024 nyaran online mélyinterjut készitettiink a dél-dunantdli régiéban tevékenykedd ketté helyi
akciéesoport munkaszervezet vezetdjével és tigyintézoijével elsédlegesen abbdl a célbol, hogy kideriiljon, véleménytik szerint
a LEADER hét alapelve mennyire és milyen médon érvényestl az egyes palyazati ciklusokban, valamint hogy melyek voltak
az egyes ciklusok elényei és hatranyai. Rakérdeztiink a palyazati forrasokra, valamint a leginkabb preferalt céltertletekre is.

A mélyinterju elkészitése mellett szolt, hogy a kvalitativ interju egyedilalléan érzékeny és erés modszer arra, hogy
megismerjiik az alanyok mindennapi vilagabol meritett tapasztalatait és e mindennapi vilag megélt jelentéseit. Az interjuk
soran az alany helyzetét sajat szavaival kozvetitheti masok szamara (Kvale, 2005).

A félig strukturalt interjd el6re meghatarozott kérdéseket tartalmazott, hogy iranyitani lehessen a beszélgetést. Bz
lehet6vé tette, hogy arnyalt informaciokat tudjunk meg a LEADER palyazati programrél. A kérdések kozott szerepeltek a
LEADER forrasokra vonatkozé szamadatok, palyazati kifrasok és a tapasztalati megfigyelésen alapuld, szubjektiv témakorék
is.
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4. Eredmények

4.1. Dél-dunantuli régio

Az Burépai Uni6 regionalis politikdjahoz valo illeszkedés elésegitésére alakitottak ki a tervezési-statisztikai régiok
rendszerét, amelyet a tertiletfejlesztésrél és tertiletrendezésrdl szold 1996. évi XXI. térvény késébbi modositasai erdsitették
meg. A jelenleg hatalyos térvény szerint a régio ,,a statisztikai céla teriileti egységek nomenklatardjanak (NUTS) létrehozasardl
sz016 2003. médjus 26-1 eurépai parlamenti és tanacsi 1059/2003/EK (EK 2003) rendeletben meghatirozott NUTS 2 szintd
tertileti egység”. Az orszag tertletét a 35/1998. (II1. 20.) OGY (OGY 1998) hatirozat szerint hét régidra osztottak. 2018.
januar 1-jétél a 2013/2015. (XII. 29.) Korm. hatirozatnak (Korm. 2013) megfeleléen a Kozép-Magyarorszag régié kettévalt
Pestre és Budapestre, igy a hatalyos jogszabalyok alapjan Magyarorszag teriilete 8 tervezési-statisztikai régiéra tagolodik
(KSH, 2025b).

A fejlett budapesti agglomeracié ¢és a vele fejlettségi szempontbol egyre inkabb egybefiiggd Eszaknyugat-
Magyarorszag ellenpélusaként Eszakkelet-Magyarorszagon és Dél-Dunantilon a kiilsé és belsé periféridk koncentralédnak,
melyekbdl a nagyvarosok térsége csupan szigetszeren emelkedik ki (Pénzes & Kiss, 2025). A régi6 telepiilésszerkezete
kedvezétlen, a vardshalozat fejletlen, jellemz6ek az aprofalvak (a régié tobb mint fele) és kistelepiilések. A région beliili
fejlettségi kulonbségek és a régid telepiilésszerkezete k6zott egyértelmi Gsszefliggés mutatkozik. A nagyvarosok térségének,
valamint a Balaton-menti kistérségeknek a fejlédésével éles ellentétben allnak a Drava-mentén tdmbben sorakozé, valamint
a varmegy¢k bels6 hatarain mozaikszerten elhelyezkedd, elmaradott kistérségek. A régié 24 kistérsége kozil 9 hatranyos
helyzetlnek, tovabbi 9 pedig leghatranyosabb helyzetinek mindstl. A régio legfejlettebb térségei kdzé a varmegyeszékhelyek
¢és kornyezetiik, valamint Siofok és kérnyéke tartozik (KSH, 2025b).

Magyarorszagon a tertleti fejlettségi killonbségek kimutatasara alakitottak ki a jarasok fejlettségi mutatorendszerét. A
besorolas alapjat képez6 szamitas négy dimenzié mentén, 23 mutaté értékeib6l normalizalassal képzett kompozit indikator
segitségével itjale ajarasok kozott kulonbségeket. A 290/2014. (XI. 26.) korméanyrendelet hirom kedvezményezetti kategdria
felallitisaval hatarozza meg az orszagos fejlettségi atlagot el nem éré 109 jaras listajat (Mayer & Laszlo, 2024).

A dél-dunantdli régiébol tobb jaras is talalhato a listan, ami j6l mutatja a régié elmaradottsagat. Nem véletlen ennek
alapjan, hogy a dél-dunantili az orszag egyik legelmaradottabb régiéja, melynek bar a teriilete hatalmas, a legkevesebben
lakjak, ezért a népstirtisége a legalacsonyabb (2. tablazat). A havi brutté atlagkeresetek alapjan a 4. helyen all, viszont a brutt6
hazai termék (GDP) alapjan az utolsé régidként szerepel.

2. tablazat: Magyarorszag és a Dél - Dunantul régi6 f6bb mutatészamai

Mutatédszamok Magyarorszag gzlr_léntﬁl
Népességszam (2024) (£6) 9 584 627 846 000
Nyilvantartott dlliskeresSk szama (2024) (f6) 220 839 25752
oo sekbehénck ey sain G038 (1) o6 801 553915
Brutté hazai termék (2022) (millié Ft) 6 6165 628 4048 733
Népstrtség (2024) (f6/km?) 103,03 60,4
Regisztralt gazdasagi szervezetek szama (db) 1965 758 17 1301

Forras: sajat szerkesztés KSH adatok alapjan

A LEADER program egyik sajatossaganak tekinthet6 a helyi akcibesoportok felallitisa és mtkodtetése. Minden helyi
akcibéesoporthoz szamos telepiilés tartozik, melyek fejlesztése és timogatasa a HACs legf6bb feladata azaltal, hogy a helyi
igényeken alapul6 programgeneralds hozzajarul a pozitiv tarsadalmi értékek megteremtéséhez.

A LEADER-megkoézelitésnek a vidékfejlesztési politika megvaldsitasaban jatszott névekvs szerepének készénhetéen
a helyi akci6ecsoportok a vidékfejlesztés intézményrendszerének fontos szerepl6ivé valtak. A helyi fejlédést segits, elomozditd
tevékenységlik révén térszervezs erét jelentenek a vidéki térségekben. Mukodéstk hathatdsan hozzajarul az eurdpai

vidékfejlesztési politika helyi szintl megvalésitasahoz, térségitk versenyképes és fenntarthatd fejlédéséhez (Kis & Szekeres
2010).
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Biczkowski (2020) kimutatta, hogy a strukturalis intézkedéseket azokban az 6nkormanyzatokban lehet hatékonyan
végrehajtani, ahol a beruhdzasok dsszhangban vannak a valédi szitkségletekkel. Igy a helyi gazdasig megerésitése érdekében
kulcsfontossagu, hogy a végrehajtott projektek megfeleljenck az egyes régidk eréforrasainak és helyi potencialjainak.

3. tablazat: A Dél-Dunantalon tevékenykedé helyi akciéesoportok f6bb mutatészamai az egyes programozasi id6szakokban

Mutatészimok AVOP LEADER +  UMVP VP
1d&szak 2004-2006 2007-2013 2014-2020
HACs-ok szama (db) 70 96 103
HACs-ok szama Dél-Dunantul (db) 10 15 16
Tertleti lefedettség - résztvevé telepiilések szama (db) 920 3021 3014
Mutatészimok AVOP LEADER +  UMVP VP
Tamogatott projektek szama (db) 2724 13 374 15597
Tamogatott projektek Dél-Dunantal 401 2641 3238
Kifizetett 6sszeg (Mrd Ft) 6,27 53,535 na
Kifizetett 6sszeg Dél-Dunantdl (Mrd Ft) 0,83 na na

Forras: Sajat szerkesztés az UMVP (2015), Agrarminisztérium (2019) és a
https://archive.palyazat.cov.hu//tamogatott projektkereso honlap adatai alapjan

A LEADER program sajatossagai a két akcidesoporton keresztiil bemutathatdak. Az akcidesoportok kiillonbozéséget
mutatnak az eltérd vidékfejlesztési stratégidjukban, mégis a LEADER programok tamogatasait hatékonyan hasznaljak fel, igy
nagyon szemléletes példai az alulrdl j6v6, helyi igényeket timogatéd szemléletmddnak.

4.2. Szinergia Egyesiilet

A 2007-ben alakult egyesiilet a szentlSrinci és szigetvari kistérség tobb mint 60 teleptilését fogja Gssze, mindsszesen
két varosi rangu és szamtalan aprofalvas kisteleptiléssel. A kistérségre is jellemz6ek a dél-dunantili régiot sujtéd kedvezotlen
demografiai adottsagok (eléregeds népesség, népességfogyas, elvandorlas), a tartds és magas szintd munkanélkiiliség. A
térségben a vallalkozasok szama kevés, az altalanos gazdasagfejlesztés hianya jellemz6.

A helyi akciécsoport a nevével Osszehangban torekszik a telepiilések és a kilonboz6 gazdasagi szférak
egyuttmikodésének az Gsszehangolasara, a teriileti, tarsadalmi szinergiara.

— Koppényvolgyi Vidékiejlesztési Kozhaszni Egyesiilet (UMVP)
~~- Koppanyvélgyi Vidékfejlesztési Kozhasznii Eqyesiilet (VP)

Mértékegység: ezer Ft
1 <=1384
[ 1385-1899
B 1900-2416
. 2417-3042
. >= 3043

1. abra: Egy lakosra juté jévedelem, ezer Ft (2023
Forras: Sajat szerkesztés a KSH (2023) alapjan
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4.3. Koppanyvolgyi Vidékfejlesztési Kozhasznu Egyesiilet

Az Egyestlet 2007-ben két nyertes akciéesoport Osszefogasaval jott 1étre a Dél-Dunantdl kilsé-somogyi részén
1évé, tobbnyire aprofalvas és zsdkteleptilések elmaradottsaganak csokkentése céljabdl. Kezdetben 56, majd 49 teleptilés
tartozott a helyi akciéesoportok tervezése ald. A HACs teriiletén magas elvandorlas és eléreged6 népesség figyelheté meg. A
térségre jellemz6ek a mezbgazdasagi és a turisztikai jegyek is. Hasonlban a Szinergia Egyesiilet teriiletéhez, a Koppanyvolgyi
Vidékfejlesztési Kozhasznu HEgyestiletet alkotod telepiiléseken is alacsony - a régids adatokhoz képest is - az egy lakosra jutd
jovedelem (1. abra).

4.4. Hasonlosagok a HACs-ok kozott

Mindkét HACs esetében jelentSs forrasnévekedés tapasztalhatod a ciklusok el6rehaladtaval. A Szinergia Egyestlet
esetében a 2007-2013-as id6szakban 649 823 275 Ft allt rendelkezésre, mig a 2014—2020-as id6szakban ez a forrasGsszeg
mar meghaladta a 900 000 000 Ft-ot. A Koppanyvolgye Egyesiilet esetében is jelent6s volt a forrasnévekedés. Az elsé ciklus
alatt minddsszesen 369 369 899 ezer It tamogatas allt rendelkezésre, a VP esetében ez az 6sszeg 670 827 000 ezer Ft-ra
névekedett.

Az UMVP esetében mindkét HACs-nak nehézséget okozott az adott program centralizaltsaga, a III. tengely
intézkedéseivel torténd Gsszemosasa: tgy érezték, ebben az id6szakban még nem érvényesilt a LEADER programok {6
alapelve, az alulrél indulé kezdeményezés.

Tovabbi hasonlésagot mutatott a palyazatot benytjtok szamanak a névekedése, azonban az UMVP esetében jelentés
volt a palyazatot visszaadok szama is. Megjelentek a csalodott palyazok, ami féleg az ligyintézési hataridé hosszasaganak és
a talburokratizalt rendszernek volt felréhato.

Jellemz6 volt a programok kiszamithatatlansiga miatt az indikatorok alultervezése. Ez elsésorban a munkahelyteremtés
vallalasanal volt szembetind, mivel nagyon kevés palyazo vallalta 4j munkahelyek teremtését, inkabb a munkahelymegtartas
volt a realis cél.

Fontos volt mindkét HACs esetében az UMVP azon intézkedéseinek megtartasa, melyekre magas volt az érdekl6dés,
igy minkét egyestilet esetében a mikrovallalkozasok tamogatasa volt a prioritas.

A mélyinterjuk alapjan kidertlt, hogy mindkét akciécsoport nagyon aktiv volt, alapvet6 célkitlzésiik, azaz a helyi
szerepl6k bevonasa a helyi fejlesztési stratégiaba, megvalosult.

4.5. A két helyi akciocsoport kozotti eltérések

A timogatott palyazatok darabszdmanak alakuldsa nem mutat hasonlésagot a két helyi akciéesoport esetében. Amig a
Szinergia Egyesiilet az UMVP id6szaka alatt 6sszesen 232 db palyazatot timogatott a harom benyujtasi szakasz alatt, addig a
VP-ben timogatott palydzatainak szama majdnem elérte az 500 db-ot (479 db). A Koppanyvolgye HACs esetében ez a szam
nem mutatott névekedést: mig az UMVP alatt 105 pélyazatot timogattak, addig a VP alatt ez a szam (102 db) nem valtozott
szignifikansan (2. és 3. abra).
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2. abra: Az UMVP (2007-2013) mutatészamai a két HACs esetében
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A Koppanyvilgye Egyesiilet esetében a helyi akcidcsoporthoz tartozo telepiilések szama is lecsdkkent 56 darabrol 49 darabra.

A Szinergia Egyesiilet esetében nem volt igény a kilonleges elképzelésesek tamogatasira, a legnagyobb igény
a mikrovallalkozasok fejlesztésére helyez6dott. A Koppanyvolgyi HACs esetében specialis intézkedések jelentek meg az
UMVP-ben (illegalis szemétlerakok felszamolasa, mévészeti alkotéterek), a VP-ben pedig innovativ projektek is timogatasban
részestltek (pl. rovar és haltermelS egység).

Bar a tamogatasi Osszegeket mindkét HACs maximalizalta, azonban a Szinergia Egyesiiletre inkabb jellemz6, hogy
naluk t&bb projekt alacsonyabb tdimogatasi Gsszeggel valosult meg, mig a Koppanyvolgyi HACs esetében nagyobb projekteket
tamogattak.

A Koppanyvolgyi HACs bevezetett egy tgynevezett ,,elébiralati rendszert” a palyazatok illeszkedésével kapcsolatban,
mely j6 szlrének mutatkozott a timogatasok hatékony lehivasahoz.
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3. abra: A Vidékfejlesztési Program (2014-2020) mutatészamai a két HACs esetében

5. Kovetkeztetések

A tanulmany a Dél-Dunantdli régioban miikédé LEADER helyi akcidcsoportok kérében készitett mélyinterjukra
épitve vizsgalja, hogy a LEADER program megvaldsitasa soran milyen azonossagok és kiilénbségek azonosithatok. Az elemzés
célja annak feltarasa, hogy a vidékfejlesztési egyestiletek milyen tipust intézkedéseket részesitettek elényben, tovabba miként
érvényesitették a LEADER egyik alapelvét, vagyis a helyi, valos szitkségletek feltarasara és azok célzott timogatdsara épiilé
fejlesztési megkozelitést. A Szinergia Egyestilet esetében a legnagyobb igény a mikrovallalkozasok fejlesztésére helyez6dott,
azaz - hasonléan a t6bbi magyarorszagi HACs-hoz - naluk is megfigyelhets a forrasok elaprézodasa (Finta, 2022). Ugyanakkor
meg kell jegyezni, hogy ez nincs ellentéteben az unids szinten tapasztaltakkal, hiszen a LEADER helyi gazdasagfejlesztésre
gyakorolt hatasat elsésorban kis- és kézépvallalkozasok timogatasaval valésitja meg Eurdpa-szerte (European Commission,
2024). Mindkét vizsgalt HACs esetében magas volt a helyi k6z6sségek aktivitasa, igy az alulrdl indulé épitkezés megvaldsult
a helyi fejlesztési stratégia kialakitisa soran. A LEADER sajatos iranyitasi és finanszirozasi rendszerét illusztralta a HACs-
ok aktiv részvétele a timogatott projektek kivalasztasaban, valamint a programozasi idészakok elérehaladtaval névekvé
forras is. A bizonytalansag és a kiszamithatatlansag, mint negativ tényez6k az indikatorok tudatos alultervezését vonta maga
utan mindkét egyesiilet esetében. A j6 gyakorlatok bevezetése (pl. el6biralat a Koppanyvolgyi HACs esetében), valamint a
sikeres célteriiletek megtartasa mindkét HACs tervezési stratégidjat jellemzi. Az innovativ projektek megjelenése elsésorban
a Koppanyvolgyi akcidcsoportra volt jellemz8, mig a Szinergia Egyesilet a jol ismert és nagy népszertségnek 6rvendd
mikrovallalkozasok timogatasat preferalta. Osszességében megallapithat6, hogy két teljesen killonboz6 stratégidval miikodd
HAG: is lehet eredményes, amennyiben a helyi fejlesztési stratégidjukat a helyi igények figyelembevételével, a kbzosségl
szerepl6k mind aktivabb bevondsaval és a kihelyezett forrasaik maximalizalasival tervezik. A strukturalt mélyinterjuk alapjan
tovabbi kutatasok elvégzése szlikséges a Q modszer segitségével, mely a szubjektiv néz&pontokat hasznalja fel tipologiak
létrehozasara.

Osszeférhetetlenség
A szerz8k nem allnak 6sszeférhetetlenségben.

Publisher name: Széchenyi Istvan University
ISSN: 3058-1079 (Online) 25



TER-GAZDASAG-EMBER Vol. 13., No. 2, 2025

Journal of Region, Society and Economy https://doi.org/10.14513/tge-jres.00449

Irodalomjegyzék

Agrar- és Vidékfejlesztési Operativ Program Iranyité Hatosag. (2010). Zdrd végrebajtdsi jelentés ag Agrar- és
Vidékfejlesztési Operativ Program megvaldsitasdrdl. https:/ /sapard-avop-nvt.kormany.hu/download/2/53/10000
avopzarojelentes20100303.pdf

Agrarmlmszterlum (2019) A belyi akcidesoportok Jf{mﬁm veg:zez‘f eriékelés. https //ec.europa.cu/enrd/sites/default/files/

Agrarminisztérium. (2021). Zdrd értékelési jelentés a 1 idékfejlesztési Program 2014—2020 tematikus értékelésére vonatkozdan. https://
eu-cap-network.ec.europa.eu/sites/default/files /publications /2024-06 /final%20evaluation%20report%20for%20
the%20thematic%20assessment%200t%20the%20rural%20development%20programme%202014-2020.pdf

Aubert, F, Frere, Q., Lépicier, D., & Védrine, L. (2022). Decentralization and rural development policies effectiveness: A
quasi-experimental evaluation of the LEADER programme. Regional Studies, 59(1), 1-11. https://doi.org/10.1080/00
343404.2022.2129606

Biczkowski, M. (2020). LEADER as a mechanism of neo-endogenous development of rural areas: The case of Poland.
Miscellanea Geographica, 24(4), 232-244. https://doi.org/10.2478 /mgrsd-2020-0041

Biro, Sz., & Nemes, G. (2014). Vidékfejlesztési tamogatasok, lehivasok, eredmények. Gagdilkodds, 8§5(3), 247-262.

Biro, Sz., Zubor-Nemes, A., Hamza, E., Vulcz, L., & Fieldsend, A. (2020). A Vidékfejlesztési Program 20142020
hatasa a mez6gazdasagi beruhdzasokra és a helyi gazdasag er6s6désére. Gazddlkodds, 64(4), 305-316. https://doi.
org/10.22004/ag.econ.305197

Buller, H. (2000). Re-creating rural territories: LEADER in France. Sociologia Ruralis, 40(2), 190-199. https://doi.
org/10.1111/1467-9523.00141

Cejudo-Garcia, E., Navarro-Valverde, F,, & Cafiete-Pérez, J. A. (2022). Who decides and who invests? The role of the
public, private and third sectors in rural development according to geographical contexts: The LEADER approach in
Andalusia, 2007-2015. Sustainability, 14(7), Article 3853. https://doi.org/10.3390/sul4073853

Csatari, B. (2000). A magyarorszagi kistérségek vidékiség-kritériumai. In J. Rechnitzer & Gy. Horvath (Eds.), Magyarorszag
teriileti szerkezete és folyamatai az, exredfordulén (pp. 193-217). MTA RKK.

Di Federico, E. (2020). LEADER achievements. Publications Office of the European Union. https://ec.europa.cu/enrd/

European Commission. (2024). Evaluation of the impact of I.EADER towards the general objective “balanced territorial development”.
https://ec.europa.cu/transparency/documents-register/api/files/SWID(2024)170_0/090166e50edd76af

EBurdpai Parlament és a Tanacs. (2003). Az Eurdgpai Unid statisztikai célii teriileti egységeinek ndmenklatirdjarol (NUTS) szolo
1059/2003/ EK rendelet. https: i X

Finta, 1. (2022). A t6bbszintd kormanyzas gyakorlatl tapasztalatai a LEADER fejlesztési médszer tikrében

Magyarorszagon. In A vidéki Magyarorszdg a pandémia kordaban: IX. Falukonferencia (pp. 69—77). KRTK Regionalis
Kutatasok Intézete. https://real.mtak.hu/161791/1/finta-tobbszintu-2022.pdf

Gerencsér, 1., & Aldorfai, G. (2017). Kozossegl szerepvallalas helyi fe]lesztesl stratégia kialakitasaban. Studia Mundi —
Economica, 4(1), 26-34. https:

G. Fekete, E. (2013). Integrilt vidékfejlesztés. Miskolci Egyetem. https //gtkuni-miskolc.hu/files /5017/

Integr%C3%A11t%20vid%C3%A9kfejleszt%C3%A9s.pdf
Goda, P, Gerencsér, 1., & Vulez, L. (2023). Vidéki k6z0sségek és unios fejlesztési forrasok 2007—2013. Comitatus

Onkorminyzati Szemle, 33(244), 33-50. https://doi.org/10.59809/Comitatus.2023.33-244.33
Horeczki, R., & Finta, 1. (2023). Vidékfejlesztési programok jellegzetességei a periférikus térségekben. Teér és Tarsadalom,
37(3), 53-76. https://doi.org/10.17649 /TET.37.3.3504

Publisher name: Széchenyi Istvan University
ISSN: 3058-1079 (Online) 26



TER-GAZDASAG-EMBER Vol. 13., No. 2, 2025

Journal of Region, Society and Economy https://doi.org/10.14513/tge-jres.00449

Kézai, P. K., & Konczosné Szombathelyi, M. (2021). A ruralis innovacié eurdpai és hazai mintai. Tér — Gazdasag — Ember /
Journal of Region, Economy and Society, 9(1), 51-75. https://tge.sze.hu/tge/article/view/242

Kis, K., & Koteles, R. S. (2010). A helyi akcidcsoportok szerepe a versenyképes és fenntarthat6 vidékfejlesztés
megvalositasaban. T¢ér és Tdrsadalons, 24(3), 119-135. https://doi.org/10.17649 /TET.24.3.1331

Kovich, 1. (2000). LEADER, egy 4j tarsadalmi rend és a k6zép- és kelet-eurdpai orszagok. Sociologia Ruralis, 40(2), 181—
189. https://doi.org/10.1111/1467-9523.00140

Kovacs, A. D., Farkas, J. Z., & Perger, E. (2015). A vidék fogalma, lehatarolasa és 4j tipologiai kisérlete. Tér és Tarsadalom,
29(1), 11-34. https://doi.org/10.17649 /TET.29.1.2674

Készegi, I. R. (Ed.). (2019). Vidékfejlesztés jegyzet (pp. 57-106). Neumann Janos Egyetem.

Kézponti Statisztikai Hivatal. (2025a). Dél-Dunantil. http:/ /swwwi.terport.hu/regiok/magyarorszag-regioi/

del-dunantuli-regio.html

Kozponti Statisztikai Hivatal. (2025b). Tersileti atlasg — Régidk. https:/ /wwwksh.hu/teruletiatlasz regiok
Kwvale, S. (2005). Az interjii: Bevezetés a kvalitativ kutatds interjitechnikdiba. ] 6sz6veg Mihely Kiado.

Labbancz, M. (2003). A LEADER progran (Vol. 37). Miniszterelnoki Hivatal.

Mayer, G., & Laszlo, T. (2024). Régi-uj kihivasok és megoldasi lehet&ségek a hazai teriiletfejlesztésben. Comitatus
Onkormanyzati Szemle, 34(250), 171-183. https://doi.org/10.59809/Comitatus.2024.34-250.171

Moseley, M. (2003). Rural development: Principles and practice. SAGE Publications. https://doi.org/10.4135/9781446216439

Miniszterelnokség, (2016). Eves végrehajtasi jelentés: Magyarorszag — Vidékfejlesztési Program 2014—2020. https://
ec.europa.eu/enrd/sites/default/files/evaluation publications/ves_vegrehajtasi_jelentes 2016_vp.pdf

Péla, P. (2019). A vidékfejlesztés helyi er6forras rendszere. In Alfildi kaleidoszkdp (pp. 264-275). MTA KRTK Regionalis
Kutatasok Intézete. https://real.mtak.hu/182530/1/pola_videkfejlesztes 2019.pdf

Pénzes, J., & Kiss, J. P. (2024). A tertleti egyenlStlenségek trendjei Kelet-Kozép-Eurdpaban és Magyarorszagon az unids
tagsag elsé két évtizedében. In Tarsadalmi Riport (pp. 69-93). TARKI. https://doi.org/10.61501/TRIP.2024.3

Ray, C. (2000). The EU LEADER programme: Rural development laboratory. Sociologia Ruralis, 40(2), 163—171. https://
doi.org/10.1111/1467-9523.00138

Szorényiné Kukorelli, I. S. (2020). Kérdések, gondolatok, vélemények a vidékfejlesztéstSl. Teér és Tarsadalom, 34(4), 158—164.
https://doi.org/10.17649 /THET.34.4.3328

Szérényiné Kukorelli, 1. (2023). Az eurdpai és hazai vidékfejlesztés dilemmai. Gazdilkodds, 67(4), 338-343. https://doi.
0rg/10.53079/GAZDATKODAS.67.4.v.pp_338-343

Tésits, R., & Rongics, M. (2024). K6z6sség altal iranyitott helyi fejlesztési programok teriileti hatasai egy nyugat-

dunantali egyesulet példajan. Turisztikai és Vidékfejlesztési Tanulmdinyok, 9(4), 9-34. https://doi.org/10.15170
TVT.2024.09.04.01

The Council of Europe. (1996). European Charter for Rural Areas (Doc. 7507). https://assembly.coe.int/nw/xml/XRef,
X2H-Xref-ViewHTMI .asp?FileID=7441&lang=EN

Uj Magyarorszag Vidékfejlesztési Program. (2015). Jelentés a Dardnyi Igndc Terv — UMV'P végrehajtdsinak 2013. évi
eldrebaladdsardl. https://umvp.kormanyv.hu/download/5/56/31000/DIT %C3%9AMVP_%C3%A9ves%o20

jelent%C3%A9s_2013.doc
Uj Magyarorszag Vidékfejlesztési Program. (2016). Uj Magyarorszag Vldekfe;lesztem Program utolagos (ex post)

értékelése: Zarojelentés 1. kotet. https:

videkfejlesztesi-program-2007-2013-utolagos-ex-post-ertekelese-64901
Veselicz, A. (2025). A LEADER helyi akcidesoportok miikidésének vizsgdlata néhdny kelet-kizép-enrdpai orszdg példdajan (Doctoral
dissertation, Debreceni Egyetem). https://hdlLhandle.net/2437/387593

Publisher name: Széchenyi Istvan University
ISSN: 3058-1079 (Online) 27



TER-GAZDASAG-EMBER Vol. 13,, No. 2, 2025
Journal of Region, Society and Economy https://doi.org/10.14513/tge-jres.00449

Vulez, L. (2023). Merre tart az eurdpai és a hazai vidékfejlesztés? Gazddlkodds, 67(3), 267-276. https://doi.org/10.53079
GAZDAILKODAS.67.3.v.pp_267-276

Internetes forrasok

https://archive.palyazat.gov.hu//tamogatott_projektkereso (letdltés datuma: 2025. 08. 04.)

https://www.ksh.hu/stadat (letdltés datuma: 2025. 08. 04.)

@ This article is an open access article distributed under the terms and conditions of the Creative
Commons Attribution NonCommercial (CC BY-NC 4.0) license.

Publisher name: Széchenyi Istvan University
ISSN: 3058-1079 (Online) 28



TE TER - GAZDASAG - EMBER _JE SZECHENYI
Journal of Region, Economy and Society —=_= EGYETEM

Submitted: 31/07/2024 Revised: 15/08/2025 Accepted: 27/08/2025 Published online: 17/09/2025

A kreativ vallalkozasok gazdasagi sulya egy megyei jogt varosban
The Economic Significance of Creative Enterprises in a City with County Rights

Horvath Zoltan!

'Széchenyi Istvan Egyetem, Regionalis és Gazdasigtudomanyi Doktoti Iskola, Gyér, Magyarorszag, 9026 Gyér,
Egyetem tér 1.

Eo6tvos Lorand Tudoményegyetem, Tarsadalomtudomanyi Kar, Kézgazdasagtudomanyi Intézet, Uzleti
Kommunikacios és Marketing Tanszék, Szombathely, Magyarorszag, 9700 Szombathely, Magyarorszag, Karoly
Gaspar tér 4.
https://orcid.org/0009-0003-3860-7713, Email: horvath.zoltan@sek.elte.hu

Paper type: Research Article
Absztrakt

Cél — A tanulmany célja a kulturalis és kreatfv ipar (KKI) szombathelyi 6koszisztémajanak feltérképezése, killonds tekintettel a
vallalkozasok szerkezetére, az egyéni vallalkozok nemi megoszlasara, tevékenységi profiljara és tertileti beagyazottsagara. A kutatds célja,
hogy empirikus alapot nydjtson a varosi gazdasagfejlesztéshez és egy kreativ klaszterfejlesztési stratégia megalapozasahoz.

Tervezés/modszertan/megkézelités — Az elemzés a Vas Varmegyei Kereskedelmi és Iparkamata nyilvanos adatbazisabol
kinyert, TEAOR-kodok alapjan azonositott szervezetekre épiil. A mintiba 398, Szombathelyen bejegyzett kreativ vallalkozas kerdilt; a
kvantitativ, leir6 statisztikai vizsgalat a jogi forméjukra, tevékenységi kériikre és — az egyéni vallalkozoknal — a nemi Gsszetételre terjedt
ki. Az adatbazis a f6 tevékenységre sziir, igy a nem 6 tevékenységként végzett kreativ tevékenységek alulreprezentiltak lehetnek.

Eredmények — A helyi KKI-ban az egyéni vallalkozasok dominalnak (63%), kiiléonésen a mivészeti tevékenységekben. A
legjelentésebb agazatok az épitészet, a reklamiigyndkségi szolgaltatasok, a divat- és formatervezés, valamint az alkotémiivészet. A férfiak
aranya Osszességében 55%, ugyanakkor tébb részteriileten — példaul divattervezés, alkotémiivészet, tirsadalomtudomanyi K+F — a nék
felilreprezentaltak. Szombathely a megye kreatfv vallalkozasainak kozel felét koncentralja, ami a varos kézponti szerepét és halézati
el6nydk jelentSségét jelzi.

Eredetiség/hozzajarulas — A tanulméiny a vidéki magyar varosok korében ritka, a teljes populacion alapuld, leird képet ad
a KKI szerkezetérdl, és kézzelfoghaté fejlesztéspolitikai kévetkeztetéseket fogalmaz meg. Az eredmények a kreativ klaszteresedés, a
célzott néi vallalkozasosztonzés és a piaci szolgaltatdsok és a mivészeti szegmens kézotti kapesolatok erdsitésének sziikségességére
mutatnak ra egy diverzifikalt, valsagallé varosi gazdasag érdekében.

Kulcsszavak: kreatfv gazdasag, kreativ ipar, kreativ varos, kulturalis gazdasag, Szombathely
Abstract

Purpose — This study aims to map the ecosystem of cultural and creative industries (CCI) in Szombathely, with particular
attention to the structural composition, gender distribution, sectoral profile, and territorial embeddedness of enterprises. The research
seeks to provide an empirical foundation for urban economic development policies and to inform the design of a creative cluster
development strategy.

Design/methodology/approach — The analysis is based on organisations identified through TEAOR codes from the
public database of the Vas County Chamber of Commerce and Industry. The sample comprises 398 creative enterprises registered
in Szombathely. Their legal form, activity profile, and — in the case of sole proprietors — gender composition were examined using
quantitative descriptive statistical methods. As the database only reflects primary activities, creative activities undertaken as secondary
activities may be underrepresented.

Findings — Sole proprietorships predominate within the local CCI (63%), particularly in artistic activities. The most significant
subsectors are architecture, advertising agency services, fashion and industrial design, and fine arts. While men account for 55% of
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proprietors overall, women are overrepresented in several domains, including fashion design, fine arts, and social science R&D. Neatly
half of the county’s creative enterprises are concentrated in Szombathely, underscoring the significance of urban knowledge and
networking advantages.

Originality — This paper provides a comprehensive, full-population descriptive analysis of the CCI structute in a provincial
Hungarian city and proposes tangible policy recommendations. The findings highlight the need to foster creative clustering, targeted
support for women entrepreneurs, and stronger links between market-oriented services and the artistic sector, in order to promote a
diverse and resilient utban economy.

Keywords: creative city, creative economy, creative industties, cultural economy, Szombathely

1. Bevezetés

A kultara és a gazdasag kapcsolatat a 20. szazad elsé felétdl vizsgaljak mar, azonban a téma igazan elterjedtté és
népszervé az 1970-es évektdl kezd6dben vialt, amikor a tudatipar - az allampolgarok médian, kultaran keresztil torténd
befolyasolasa (Enzensberger, 1962) -, a szérakoztatdipar, a kreativ termékek és szolgaltatasok egyre jobban meghataroztdk a
nyugati kulturkérben él6k mindennapjait. Mig kezdetben a kultira és a gazdasag kapcsolata negativ értelemben merilt fel, a
szazad végére mar pozitiv és trendi fogalomma valt a kreativ ipar, amely egyre inkabb a kulturalis gazdasag terminust vette
at. A fogalom ma is a mindennapok része, csakugy, mint a kreativ varosok, kreativ k6z6sségek vagy éppen a kreativ ipar
szerepl6, a kreativ osztaly tagjai. A kreativ ipar, illetve a szektorban dolgozok vizsgalata id6szert és aktudlis kiiléndsen akkor,
amikor a digitalizacio, a robotizacid, az okos megoldasok, az ipar 4.0 idején a munkaalapu gazdasagot a tuddsalapi gazdasag
valtja fel, ahol a puha tényez6k szerepe felértékel6dik.

Ajelen tanulmany a kulturalis és kreativ ipar problematikajaval foglalkozik. Attekintésre keriil, Az értekezés attekinti,
hogy a kreativ szektorhoz milyen agazatokat sorolunk, valamint a kreativitas teriileti vonatkozasait is, elsésorban a kreativ
varosokat. Az elméleti 6sszefoglalot kévetGen a szombathelyi kreativ gazdasagi agazat szereplSinek vizsgalatara kertl sor.
Ehhez a Vas Varmegyei Kereskedelmi és Iparkamara bocsajtotta rendelkezésre az altaluk vezetett nyilvanos adatokat azokrol
a vallalkozasokrol, amelyek f6 tevékenységként végeznek kreativ munkat. A szakirodalom szerint a nagyobb varosokban
jellemz6bb a kreativ ipar megjelenése (Florida, 2002). Ezek alapjan a vizsgalat arra iranyult, hogy ugyanez a tendencia
megfigyelheté-e Vas varmegyében, és valéban érvényesiil-e Szombathely dominans szerepe a térség kreatfv iparaban. A
megyeszékhely kreativ szektoranak alaposabb attekintésével feltarhatok azok a f6bb tevékenységek és tevékenységesoportok,
amelyek megjelennek a varosban. A vallalkozasok szerkezetét vizsgalva az egyéni és tarsas vallalkozasok megoszlasa, illetve
az egyéni vallalkozasok esetében a férfiak és nék aranyanak vizsgalata utin, a tanulmany dttekinti, hogy vannak-e olyan
kreativ teriiletek, amelyek egyik vagy masik nemre jobban jellemz&ek.

A kutatasi cél e szegmens vizsgalataval az, hogy a kreativ ipar sokrétd potencidlja, melyet a nemzetkdzi szakirodalom is
alatamaszt, illetve bizonyit (Landry, 2000; Hall, 2000; Florida, 2002) hazai viszonylatban is felismerhet6vé és kihasznalhatova
valjon. Sziikséges tovabba, hogy a tuddsgazdasig a varosok gazdasagszerkezetében, illetve azok gazdasagpolitikdjaban is
nagyobb figyelmet, tobb forrast, tobb teret kapjon, amelynek eredményeként a magasabb hozzdadott értékd iparagak silya
er6s6dhet hazai varosaink gazdasagi struktiraiban.

2. Kultura, gazdasag, kreativitas

A kultara és az ipar kozott kapcesolatrdl el6szor az 1947-es A felvilagosodas dialektikaja ciml konyvikben irt
Theodor W. Adorno és Max Horkheimer, a Frankfurti iskola két kiemelked? tagja. Szerintiik a kulturalis ipar a felviligosodas
terméke, amely az értelmet, a racionalitast és a haladdst helyezte el6térbe. A felvilagosodas ezen elemeit a kapitalista rendszer
ugy kezdte hasznalni, hogy azt a tdmegtermelés és a manipulaci6 eszk6zévé tette. A kulturdlis ipar kulcsfontossagu eleme
ennck a rendszernek, amely egy homogén és témegesen eléallitott kultirat hoz létre azzal a céllal, hogy megerSsitse a
dominans ideoldgiat, és elnyomja az egyéniséget és a nézeteltéréseket. A kulturipar egyik legfontosabb jellemzéje szerintiik a
szabvanyositas, amely olyan tomegkulturat termel, amely a lehet6 legnagyobb kozonséghez sz0l, ezért ugy allitjak els, hogy
kénnyen fogyaszthat6 és gyorsan elfelejthets legyen. A kulturalis ipar ezért az egyéniség és a kreativitds hamis érzését kelti,
mikdzben valéjaban elGsegiti a konformitast és a passzivitast. A kulturat az aruva valas jellemzi ebben a megkdzelitésben,
melynek célja a profitszerzés. Barmely mas termékhez hasonldéan a kultira is olyan arucikké redukilédott, amely
megvasarolhat6 és eladhaté. Ez aldassa a kultdra tényleges értékét. A szerz6k kitérnek arra is, hogy a kulturdlis ipar a tdmegek
manipulacidjan keresztil mikoédik. A kulturalis ipar termékei a fogyasztokban hamis igényeket és vagyakat keltenek. Ezek
a vagyak nem valodiak, hanem a kulturalis ipar teremti meg Gket. A kulturalis ipar tehat a tarsadalmi kontroll eszkézeként
mukodik, fenntartja a status quo-t és megakadalyozza a valodi tarsadalmi valtozasokat.

Az Amerikai Egyesillt Allamok elsédleges szerepléje a kulturalis iparnak, és ez az amerikai kapitalizmus uralkodé
ideologiajat tukrozik. Az USA-ban a kulturalis ipar az ipari rendszer kiterjesztése, szabvanyositott és homogenizalt
tomegkulturat hoz létre, amelynek célja, hogy a lehetS legnagyobb kézonséget szolitsa meg. A hollywoodi filmek torz és
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hamis optimizmust és reményt keltenek, elvonjak az emberek figyelmét életiik valdsagarél. Adorno és Horkheimer elemzése
tehat a kultira és az ipar kapcsolatardl a kapitalista rendszer kultirara gyakorolt hatasanak erdteljes kritikaja, és a kulturalis
ipart negativ kontextusba helyezte (Adorno és Horkheimer, 1947). A szerz6paros allispontja nagy hatast gyakorolt a nyugati
baloldali gondolkozok kulturalis iparhoz valé viszonyara. Herbert Marcuse német szociolégus, aki szintén a Frankfurti iskola
tagja volt, az 1964-ben megjelent Az egydimenziés ember cimd mivében szintén foglalkozik a kultdra druva tételével,
azonban azt sokkal inkabb politikai megkézelitésébdl vizsgalja mar. Szerinte a tarsadalmi kontroll erSteljes eszkdzévé valt a
kultdra, amely hamis sziikséglet- és vagyérzetet kelt. Ez egy egydimenziés gondolkodas allapotaban tartja az embereket, és
megakadalyozza, hogy megkérddjelezzék a tirsadalom fenndll rendjét, és nem hagy teret a kritikai elmélkedésnek vagy a
képzeletbeli felfedezésnek. Szamos fogyasztoi valasztasi lehet6ség all rendelkezésre, azonban a sokféleségnek ez az illdzidja
clrejti a dominans kultdra mogoéttes egységességét és homogenitasat. Olyan vildg jott 1étre, amelyben az emberek elvesztették
aztaképességiiket, hogy alternativakat képzeljenck el a dolgok 1étez rendje mellett. Az egydimenzids kultdranak a lekiizdésére
Marcuse a tagadas radikalis és forradalmi politikdjat javasolja, amelyben az egyének és csoportok kihivast jelentenck az uralkodé
kultaraval szemben, és 0j tudatformakat és tarsadalmi kapcsolatokat hoznak létre. Ehhez a meglévé rendszer elutasitdsa és
a radikalis tarsadalmi atalakulas iranti elkételezettség szikséges (Marcuse, 1964). Ugyancsak baloldali kritikat fogalmaz meg
Guy Debord A spektikutum tirsadalma cimi 1967-es mtve. A kapitalizmus szerinte a képek elballitasa és fogyasztasa koré
szervez6dé tarsadalom. A latvany emberi tapasztalatokat kdzvetit, azonban mindent a piacon eléallitott és elfogyasztott
képek sorozatara redukal. Debord szerint a spektakulum, vagyis a latvany a kapitalizmus térténelmi fejlédésének eredménye,
amely egy olyan vildgot hozott 1étre, amelyben az élet minden aspektusa druva valik és csereértékre silinyodik. Ebben a
vilagban a képek a kommunikacié uralkodé formadiva valtak, amellyel a kapitalizmus djratermeli 6nmagat és megdrzi erejét.
A spektakulum hamis valésagérzetet kelt azaltal, hogy torz és téredezett vilignézetet mutat be, hamis szabadsagérzetet kelt
azaltal, hogy az egyéneknek egy sor fogyasztdi valasztasi lehetéséget kindl, amelyek alapvetSen mind azonosak. Az egyének
clidegenednek egymastol és 6nmaguktol. A spektdkulum arra 6szténzi az egyéneket, hogy inkabb képeket fogyasszanak
ahelyett, hogy értelmes tarsadalmi kapcsolatokat alakitsanak ki masokkal (Debord, 1967).

A kulturalis iparhoz val6 hozzaallas az 1970-es évektdl alapvetSen valtozik meg, hiszen egyre jelentésebb szerepet
toltenek be a gazdasdgon belil is a kulturdlis és kreatfv tartalmak. Tony Bennett 1992-es tanulmanyaban a szérakoztatéipart
mér nem negativ fogalomként irja le. Allaspontja szerint a kultdra mara teljes mértékben az ipar részévé vélt, az dgazaton
belill az esztétikai megfontolasok elenyészé részt képviselnek (Lin, 2021).

A kreativ iparral kormanyzati szinten el6sz6r Nagy-Britannidban kezdtek el foglalkozni. Ok ismerték fel, hogy a
gazdasagban a kultdranak egyre meghatirozobb szerepe van. Tony Blair és Gordon Brown munkasparti kormanyai kulturalis
politikdjanak a kreativitds stratégiai jelent6ségl szlogenje volt. Ezt az idSszakot a neoliberalis gazdasagpolitika jellemezte,
amelyhez jol illett a kultdra mint arucikk felfogasa. 1997-ben a kormany létrehozta a Department for Culture, Media and
Sport (DCMS) elnevezést csoportot, amely egy 1998-ban kiadott dokumentumban meghatarozta a kreatfv iparhoz tartozé
teriileteket (Lin, 2021). A dokumentum a kreatfv iparhoz sorolja a reklamot, az épitészetet, a mivészeti és antik piaci szektort,
a dizdjnt, a divatot, a filmet, a szoftvereket, a zenét, a televiziét és a radiot, az el6adé-muvészeteket, valamint a kiadoi
tevékenységet. A listaban helyet kaptak hagyomanyos analég (midvészet, kézmivesség, épitészet stb.), mar kereskedelmi
(T'V, radio, film), valamint 4j digitalis (pl. szoftverek) szektorok is (Cunningham, 2002). A dokumentumot tobb kritika érte,
ugyanis nem tiintettek fel benne olyan dgazatokat, amelyek egyértelmien a kreativ iparhoz sorolhaték lennének, mint példaul
az 6rokség terilete. A csoport 2001-ben 4j dokumentumot jelentetett meg, amely szerint a kreatfv iparhoz kapcsolédd
politika sikerességének a kulcsa, hogy az allampolgarok kreativitasat sikertil-e hatékonyan felhasznalni. Kreativ Nagy-
Britannia: 1j tebetségek az 7ij gazdasdgban (Creative Britain: new falents for the new economy) cimmel 2008-ban jelent meg a harmadik
dokumentum. Ez két f6bb célkitizést jeldl ki: a gyermekek kreativ készségeinek fejlesztését az oktatasi rendszeren keresztil,
illetve a kreativ karrierek tdmogatasat ijabb munkahelyek létesitésével, a felsGoktatas és a tovabbképzések erdsitésével. A
fenti kezdeményezéseknek készonhetSen a kreativ munkahelyek szima gyorsan nétt az orszagban. A févarosban a kreatfv
munkahelyek aranya 2016-ra 12% lett (Lin, 2021).

A kulturdlis ipar és a kreativ ipar kéz6tti killénbség Cunningham (2002) szerint abbdl all, hogy az utébbi fogalomban
(amely az 1970-es évektdl jelent meg) az egyiranyt kozlés helyét atveszi az interaktivitas, a testre szabas, az egytttmtikodés és
a halézatosodas. Amig a kulturalis ipar nemzeti volt, addig a kreativ ipar részben globalis, részben lokalis. Tipikus szervezeti
formai a mikrovallalkozasok és a kkv-k, épp ezért egy kreativ ipart timogatd politikanak kisvallalkozo-barat kérnyezetet
kell teremtenie. A kreativ ipar az 1990-es években vett 6riasi lendiletet, amikor a szolgaltatéiparhoz képest kétszeres, mig a
feldolgozoiparhoz képest négyszeres névekedést tudott felmutatni. A kreativ iparaghan megjelent az oktatas, a kommunikacid
haszndlata, valamint az e-kereskedelem is. A gazdasigi Gsztonz8k tekintetében az inkubacidnak, az tzlet készségek
fejlesztésére iranyulé programoknak, a digitalis jogok kiterjesztésének, a kutatds-fejlesztésre kiszabott addk csékkentésének,
tesztgyarak létrehozasanak, valamint klaszterezési stratégiak bevezetésének van oriasi jelentésége (Cunningham, 2002).

A kreativ iparrdl sz6l6 tanulmanyok elSszeretettel foglalkoznak a kreativ varosok és kreatfv teriiletek kérdésével is. A
kreativitas jellemz6 médon a varosokban érvényesiil, ahol nagyobb szamu az interakcid és jellemzEbb a tudds tovabbterjedése.
A kreatfv ipar szerepl6ivel, a kreatfv osztaly tagjaival, valamint a kreativ varosokkal Richard Florida foglalkozott el6szor
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(Florida, 2002). Ezekben a terekben a kreativitas, a kulturalis tevékenység, a sokszinlség és a tolerancia egyszerre van jelen
(Horvath, 2024). A kreativ varosok hatdsa aztan tovabb gy(rlzik a térségre is. A kulturalis intézményrendszer, tevékenységek,
valamint a kreativ ipari szegmensek jelenléte ugyanis a regionalis vonzerSben és gazdasagi fejlédésben is fontos szerepet
jatszat (Hrcsey, 2013). Az 4j Otletek ugyan a varosokban sziiletnek altaldban, mert a kultura és a kreativitds a nagyobb
teleptiléseken tud megvaldsulni igazan, azonban ezek gazdasagi hasznat a kornyezé térségek is élvezik. Minden varos egy
sajatos kornyezetbe agyazddik be, amely magaba foglalja az anyagi és immaterialis javakat, a magan, allami és k6z0sségi
er6forrasokat, a kognitlv, szocialis és tarsas vondsokat, az intézményi struktdrat, a kultdrat, a torténelmet stb. Mindezek
Osszessége a teriileti t6ke, amelyre a tertiletek versenyképességi potencialja épiil. A kulturdlis és kreativ varosoknak van a
térségre is tovabbgyliriz6 gazdasagi hatasa, azonban a kutatasbdl az is kideriilt, hogy 6nmagaban a kulturalis 6rokség megléte
vagy a kulturalis intézmények még nem elegek a regionalis gazdasagi mechanizmusok elindulasihoz, ahhoz mindenképpen
szitkségesek az ezekhez kapcsolodo aktivitasok és egyéb tarsitott vonzerdk is. Kicsit bonyolultabb a helyzet, ha a kreativ
gazdasagi hatasok kisugarzasat nézziik. Ez a hatds régiés szinten mar nem annyira egyértelm, hiszen a kreativ munkahelyek
a varosokra koncentralodnak. A kultarat és kreativitast timogatd kérnyezet nagyon kilénb6z6 médon valdsul meg az egyes
varosokban, am azt tapasztaljuk, hogy ezek regionalis hatdsa is viszonylag gyenge, ugyanakkor az Osszes tényezé egyiittes
hatédsa igenis érzékelheté regionalis szinten is (Cerisola és Panzera, 2021).

A foldrajz és a kozgazdasagtan mads iranybol, de az 1960-as évektSl kezdédben egyre erGteljesebben kezdett
kulturalis témakkal foglalkozni. Hazankban kezdetben muvel6désgazdasagtani, illetve kulturalis fogyasztassal Gsszefliged
szociologiai kutatasokat emlithetiink meg a témaban. A piaci szempontok Magyarorszagon a kulturalis teriileten leginkabb a
rendszervaltas kornyékén jelentek meg, amikor az allam visszavonult monopolhelyzetébdl. Mara a kulturalis gazdasagnak két
nagyobb egysége alakult ki: a kulturalis szolgaltatasok kére (turizmus, oktatas, kézmivel6dés stb.) és a kulturdlis termékipar.
Ez utobbi olyan termékeket allit el, melyeknek szimbolikus értéke nagyobb a tényleges hasznossaguknal (gondoljunk
elsGsorban a divathoz vagy a lakberendezéshez kapcsolodo termékekere). A nagyvarosok gazdasiganak dinamikajaban ezek
egyre jelentsebb szerepet kapnak. Erdemes kiemelni a kulturalis gazdasig helyfiiggd mivoltat is, a jellegzetesen nagyvarosi
koncentraciét. A kultura megjelenése Enyedi (2005) szerint mar az 6kor 6ta is varosi vonas volt. A kulturalis gazdasag erésen
épit a lokalis jellemzG3kre, és hagyomanyokon alapuld termékeket allit el6. A nagyvarosokban meglévé magasan kvalifikalt
munkaeré pedig folyamatos utanpétlast biztosit ehhez. Meg kell jegyezni ugyanakkor, hogy vannak olyan hagyomanyok,
szokasok, latvanyossagok, amelyek viszont kifejezetten kistelepiilések szamara jelenthetnek fejlédési potencialt. A jelenlegi
tendencidk atalakitjak a hagyomanyos kulturalis tereket, eladhatéva téve Sket. Igy valtoznak a mizeumok a felhalmozott
6rokségek bemutatohelyeibdl élménykozponti terekké, ahol (a kulturalis gazdasag tobbi szereplGijére is jellemz6 modon) a
profitszerzés meghatirozé tényezévé valt (Enyedi, 2005).

Sagvari és Lengyel (2008) kutatasa szerint az 1990-es évekhez képest a 2000-es évekre nétt a kreatfv osztalyhoz tartozéd
szakmakban dolgozok aranya Magyarorszagon (2005-re mar 1 453 000 {6t tett ki kutatasuk szerint). A szerzéparos szerint
a hazai kreativ osztalyon belill a férfiak vannak tobbségben. Fletkor szerint a 36-50 éves kor kozotti csoporthoz tartoznak
legtébben, de jelentGs aranyt képviselnek a 25 és 35 év kozottiek is. A nagyvarosi dominancia Magyarorszagon is latszik:
Budapestre, illetve a kbzponti régiora koncentraloédnak a kreativ szakemberek (Sdgvari és Lengyel, 2008). Magyarorszagon
a kreativ osztaly fogalmat szamos tanulmany mutatta mar be (Sagvari és Lengyel 2008-as konyvén kiviil Sagvari és Lengyel,
2009; Lengyel, 2012; Egedy, 2020), azonban a konkrét vizsgalatok szama a hazai varosok tekintetében jelenleg még csekély

3. A kutatas mddszertana

A tanulmany kovetkez6 szakasza a kreatfv véllalkozasokat vizsgalja. A kutatds soran a kévetkezS kérdések
fogalmazodtak meg:

K1: A témaval foglalkoz6 szakirodalom kiemeli a nagyobb varosok szerepét és lehet&ségét a kreativ agazaton beliil.
A vizsgalt tertileten (Vas varmegye) is érvényesill az, a témaval foglalkoz6 szakirodalomban feltart tendencia, mely szerint
a nagyobb varosok jelentésebb szerepet toltenek be a kreativ agazaton beltll, és Szombathely szerepe valoban dominans a
térségben a kreatfv szektor tekintetében?

K2: Melyek azok a f6bb tevékenységek, amelyek dominalnak a kreativ szektoron belil? Milyen tevékenységesoportok
vannak leginkabb jelen Szombathelyen?

K3: Hogy oszlik meg az egyéni és tarsas vallalkozasok aranya Szombathelyen a kreativ szektorban?

K4: A szombathelyi kreativ egyéni vallalkozok esetében hogy alakul a férfiak és nék aranya? Vannak-e olyan
tevékenységi tertiletek, ahol domindnsabban van jelen egyik vagy masik nem? Ha igen, melyek ezek?

A kutatas soran Kézai és Rechnitzer (2022) altal a kreativ iparhoz sorolt 27 TEAOR tevékenység vizsgalatara keriilt
sor (1. tablazat). A szerzéparos a pénzigyi szektort kihagyta a listabol, bar azt klasszikusan a kreativ agazathoz szoktak
sorolni. Ugyanakkor a bankok és egyéb pénziigyi tanacsadast és szolgéltatést végzb cégek szinte kizardlag Budapesten vannak
bejegyezve, vidéken telephelyekkel mikédnek, emiatt a jelen kutatas soran vizsgalhatatlanok. A vizsgalt tevékenységeket négy
fébb csoportra lehet osztani: média és kiadoi tevékenység; piaci szolgaltatasok; tudomanyos kutatas, fejlesztés; miivészeti
tevékenység,
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1. tablazat: A vizsgalt CCI szakagazatok f6bb tevékenységesoportjai

Média és kiadoi
tevékenység (6 darab)

Piaci szolgaltatasok (11
darab)

Tudomanyos kutatas,
fejlesztés (5 darab)

Miivészeti tevékenység

(5 darab)

5811 Konyvkiadas

5813 Napilapkiadas

5814 Folydirat, id6szaki
kiadvany kiadasa
5819 Egyéb kiadéi

tevékenység

6010 Radiomisor-szolgaltatas

6020 Televiziémusor
Osszedllitdsa és szolgaltatdsa

5820 Szoftverkiadas

5821 Szamitogépes jaték
kiadasa

5829 Egyéb szoftverkiadas

5911 Film-, videé- és
televiziémisor-gyartas

5912 Film- és videogyartas
és televiziés musorfelvétel
utémunkalatai

5913 Film-, vide6- és
televiziéprogram terjesztése

7200 Tudomanyos kutatas,
fejlesztés

7210 Természettudomanyi,
muszaki kutatas, fejlesztés
7211 Biotechnologiai kutatas,
fejlesztés

7219 Egyéb
természettudomanyi, miszaki
kutatas, fejlesztés

7220 Tarsadalomtudomanyi,
human kutatas, fejlesztés

7410 Divat-,
formatervezés

7420 Fényképészet
8552 Kulturalis képzés

9002 El6ad6-mivészetet
kiegészit6 tevékenység

9003 Alkotémuvészet

7111 Epitészmérnoki
tevékenység
7310 Reklam

7311 Reklamiigynoki
tevékenység
7312 Médiareklam

9004 Mivészeti
létesitmények mikodtetése

Forras: Kézai és Rechnitzer, 2022

A kvantitativ vizsgalat a Vas Varmegyei Kereskedelmi és Iparkamara adatbazisan alapszik, amelyet a szervezet a fenti
tevékenységcsoportokra szlrt le egyéni és tarsas vallalkozasonként. A tablazatok a cégnevet, az adészamot és a székhely
cimét tartalmaztak. A 37 rendelkezésre bocsijtott tablazat elemzésére a kdvetkez6 fejezetben kertl sor.

4. Eredmények

A tablazatok Vas varmegye kreatfv ipari vallalkozasaira vonatkoz6 adatokat is tartalmaznak, melyeket a vizsgalat
tovabb szlkitett Szombathelyre. Az adatok alapjan megallapithatd, hogy a varmegyében Osszesen 785 kreativ vallalkozas
mukodik, melybdl a tébbség egyéni (522), 263 pedig tarsas vallalkozas. Az egyéni vallalkozasok varmegyei szinten igy 66%-ot
tesznek ki, a tarsas vallalkozasok aranya 34%.

A kreativ iparrol szolé szakirodalmak szerint a szektor a nagyvarosokra koncentralédik. Ha a varmegyei adatokat
elemezziik, lathatjuk, hogy val6jaban Szombathelyre koncentralédnak a kreativok: 6sszesen 398 kreativ vallalkozas mikodik
a megyeszékhelyen, tehat a varmegyében a kreativok fele itt talalhato. A telepiilések k6zott Celldomolkon (35 db), Készegen
(34 db), Sarvaron (33 db), Kérmenden (34 db), Gencsapatiban (21 db) és Szentgotthardon (16 db) van emlitésre érdemes
szamu kreativ vallalkozas (2. tablazat).

2. tablazat: Kreativ véllalkozasok szama Vas virmegyében a vizsgalt teleptiléseken (2023. 02. 12.)

Egyéni vallalkozasok  Tarsas vallalkozasok  Kreativ vallalkozasok 6sszesen
Szombathely 249 149 398
Készeg 26 8 34
Celldémélk 25 10 35
Sarvar 22 11 33
Gencsapati 16 5 21
Kormend 15 9 24
Szentgotthard 10 6 16

Forras: Sajat szerkesztés
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A tobbi kisvarosban vagy faluban a kreativ gazdasagi szervezetek szama elenyészé, vagy abszoldt nincs jelen a
szektor. Erdemes kiemelni, hogy Gencsapati, bar nem varos (igaz a virmegye legnépesebb kozsége), felkeriilt a listara.
Ebben szerepet jatszhat, hogy Szombathely agglomeraciés kérnyezetében, kézvetlentl a megyeszékhely mellett helyezkedik
el, ugyanakkor mds, az agglomeraciéhoz tartozé telepiilés nem volt képes emlitésre érdemes szamot produkdlni. A 3.
tablazat a vizsgalt teleptilések lakossagszamat is jelzi. Ez alapjan lathato, hogy lakossagaranyosan Szombathelyt is megel6zve
Gencsapatiban miikodik a legtébb kreativ véllalkozas, ezt koveti a megyeszékhely, majd Celldémélk, Készeg, Kérmend,
Sarvar és Szentgotthard.

3. tablazat: A vizsgalt teleptilések lakossagszama és kreativ vallalkozasok szama (2023. 02. 12.)

Telepiilés neve Lakossagszam (f6)* Kreativ vallalkozas (db)
Szombathely 78 324 398
Celldémolk 10 302 35
Ké&szeg 11927 34
Sarvar 14 931 33
Koérmend 10 781 24
Gencsapati 2679 21
Szentgotthard 8834 16

*2021. janudr 1-jén
Forras: Sajat szerkesztés a KSH 2021 felhasznalasaval

A tovabbiakban Szombathely kreativ gazdasagi szerepléinek vizsgalata kovetkezik. A Vas Varmegyei Kereskedelmi
és Iparkamara 2023. marcius 6-ai, elektronikus levélben megkuldott kézlése szerint Szombathelyen 2022. december 31-én
15.687 gazdasagi szervezet volt bejegyeztetve. Ebbd] egyéni vallalkoz6 10.293, tarsas vallalkozas 3.888, nonprofit szervezet
1.506. Dominansan tehat az egyéni vallalkozok vannak jelen 66%-ban.

A 15.687 mikodo gazdasagi szervezetbdl tehat 398 kreativ egyéni vagy tarsas vallalkozas mikodik, amely az Gsszes
szervezet 2,5%-a. A szombathelyi kreativ cégek kézott 249 egyéni és 149 tarsas vallalkozast talalunk. Az egyéni vallalkozasok
aranya gy 63%, mig a tarsas vallalkozasok 37%-ot tesznek ki. Ez nagyjabol megfelel a varoson belil mikods Osszes
vallalkozason belili aranyoknak.

A kreativ agazatokat tevékenységcsoportonként vizsgalva elmondhaté, hogy a legtébb kreativ vallalkozast a piaci
szolgalatatasok k6zé tartozik (199), jelentés a mivészeti tevékenységekhez sorolhaté kreativok szama is (143), kisebb ardanyban
vannak jelen a média és kiadoi tevékenységet végzSk (29), illetve a tudomanyos kutatast, fejlesztést folytatok (27). A négy
tevékenységesoportbol haromban az egyéni vallalkozasok vannak jelen nagyobb szamban. JelentGs az eltérés a mivészeti
tevékenységek esetében, igy megallapithatd, hogy az ezekhez sorolt agazatokban elsGsorban az jellemz6, hogy a vallalkozo6i
tevékenységet folytatok egymaguk, onalléan végeznek (alkotoi) tevékenységet. A piaci szolgaltatasokndl is jellemzSbb az
egyéni forma, ugyanakkor itt nem akkora mértékd mar az eltérés. A tudomanyos kutatds és fejlesztés esetében szintén
minimalisan t6bb az egyéni vallalkozas, ugyanakkor szinte megegyezik a szamuk a csoporthoz sorolt tarsas vallalkozasokéval.
A négy csoport kozil egyediil a média és kiaddi tevékenység az, amely esetében azt latjuk, hogy inkabb a tarsas formanak
kedvez (4. tablazat).

4. tablazat: Kreativ gazdasagi szervezetek Szombathelyen tevékenységesoportok szerint (2023. 02. 12.)

Villalkozasok dsszese Egyéni vallalkozasok Tarsas vallalkozasok
Média és kiadoi tevékenység 29 7 22
Piaci szolgaltatasok 199 116 83
Tudomanyos kutatas, fejlesztés 27 15 12
Mivészeti tevékenység 143 111 32

Forras: Sajat szerkesztés

A tevékenységcsoportokat a 5. tablazat TEAOR besorolasok szerint bontja tovabb. A tablazatbél kitinik, hogy
Szombathelyen nincs jelen napilapkiadast, televiziomusor Osszeallitasat és szolgaltatasat, szoftverkiadast, szamitogépes
jatékok kiadasat, reklamtevékenységet, mavészeti létesitmények muikodtetését, tudomanyos kutatast és fejlesztést, illetve
természettudomanyi, muszaki kutatast és fejlesztést foétevékenységként végz6 vallalkozas. Folyoirat, id6szaki kiadvany
kiadasat csak tarsas vallalkozas, biotechnoldgiai kutatast és fejlesztést, illetve kulturalis képzést pedig csak egyéni vallalkozas
folytat. Mint lattuk fent, a média és kiaddi tevékenységhez tartozé agazatokban (az egyéb kiaddi tevékenységen kivil) a
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tarsas vallalkozoi forma a jellemzGbb. Mas agazatoknal csak az egyéb szoftverkiadds, a médiareklam, valamint az egyéb
természettudomanyi, miszaki kutatds, fejlesztés esetében talaljuk a tarsasagi format dominansabbnak. A fényképészetnél a
két tipus azonos mértékben van jelen.

A legnépszerlbb kreativ tevékenység az épitészet (87), ezt koveti a reklamiigynokség (73), a divat- és formatervezés
(54), illetve az alkotomuvészet (48). A tobb tevékenységet kevesebb, mint 20 vallalkozas végzi a varosban. Ha vallalkozasi
formak szerint nézziik a tevékenységeket, akkor elmondhatjuk, hogy némileg valtozik a sorrend. Az egyéni vallalkozasok
esetében is az épitészet vezet (56), am itt a masodik a divat- és formatervezés (43), a reklamiigynoki tevékenység a harmadik
helyre csuiszik, az alkotomivészettel azonos szammal (38). A tarsas vallalkozasoknal viszont a reklamiigynékség vezet (35)
az épitészet el6tt (31), mig a divat- és formatervezés 11 vallalkozassal, az alkotomivészet (akarcsak a konyvkiadas) 10 tarsas
vallalkozassal van jelen.

5. tablazat: Kreativ gazdasagi szervezetek Szombathelyen agazatonként (2023. 02. 12.)

Kreatfv agazat Kreativ agazat neve Egyéni vallalkozas (db) ~ Tarsas vallalkozas (db) Kreatfv vallalkozasok
tevékenység- Osszesen (db)
csoportjanak neve
Média és kiadoi Koényvkiadas 2 10 12
tevékenység Napilapkiadas 0 0 0
Folyéirat, id6szaki kiadvany 0 5 5
kiadasa
Egyéb kiaddi tevékenység 2 5
Radiémusor-szolgaltatas 2
Televiziémusor 6sszeallitasa 0
és szolgaltatasa
Piaci szolgaltatasok Szoftverkiadas 0
Szamitégépes jaték kiadasa 0
Egyéb szoftverkiadas 2 6
Film-, vide6- és 12 4 16
televizidémisor-gyartas
Film- és videdgyartas és 4 1 5
televizids miisorfelvétel
utéomunkalatai
Epitészmérnoki 56 31 87
tevékenység
Reklam 0 0 0
Reklamiigynoki tevékenység 38 35 73
Médiareklam 4 6 10
Miuvészeti létesitmények 0 0 0
mikédtetése
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5. Tablazat (Folytatas)

Kreatfv agazat
tevékenység-
csoportjanak neve

Kreativ agazat neve

Egyéni vallalkozas (db)

Tarsas vallalkozas (db)

Kreativ vallalkozasok

Osszesen (db)

Tudomanyos kutatas,
fejlesztés

Muvészeti tevékenység

Tudomanyos kutatas,
fejlesztés

Természettudomanyi,
muszaki kutatas, fejlesztés

Biotechnoldgiai kutatas,
fejlesztés

Egyéb természettudomanyi,
muszaki kutatas, fejlesztés

Tarsadalomtudomanyi,
human kutatas, fejlesztés

Divat-, formatervezés
Fényképészet
Kulturalis képzés
El6ad6-mivészetet
kiegészit6 tevékenység

Alkotomivészet

43
7
10
13

38

10

14

12

54
14
10
17

48

Forras: Sajat szerkesztés

A tarsas vallalkozasok esetében nem all rendelkezésre tobb adat arrdl, hogy milyen egyéb jellemz6i vannak az ott
foglalkoztatottaknak, ugyanakkor az egyéni vallalkozoknal nemek szerint tudunk tovabb vizsgalédni. A 249 egyéni kreativ

vallalkozé kézul 137 férfi, mig 112 a né, igy aranyuk 55-45%.

A nemi aranyokat a tevékenységcsoportokon belil vizsgalva azt lathatjuk, hogy Szombathelyen erételjesen
maszkulinnak szamitanak a piaci szolgaltatasok, valamint a média és kiaddi tevékenységek. A ndi egyéni vallalkozok viszont

némileg tobben vannak a tudomanyos kutatés, fejlesztés tertiletén, valamint a mivészeti tevékenységekben (6. tablazat).

6. tablazat: Kreativ egyéni vallalkozok nemi ardnya Szombathelyen tevékenységesoportonként (2023. 02. 12.)

Férfi Né Egyéni vallalkozasok dsszesen
Média és kiaddi tevékenység 5 2 7
Piaci szolgaltatdsok 73 43 116
Tudomanyos kutatas, fejlesztés 6 9 15
Mivészeti tevékenység 53 58 111

Forras: Sajat szerkesztés

To6bb olyan kreativ agazatot talalunk, ahol kizardlag férfi egyéni vallalkozok vannak jelen Szombathelyen. Ilyen a
konyvkiadds, az egyéb kiaddi tevékenység, az egyéb szoftverkiadas, valamint a fényképészet. Egyetlen olyan tevékenységet
talalunk, ahol csak néi egyéni vallalkozo6 van jelen (biotechnoldgiai kutatas, fejlesztés).
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A néi egyéni vallalkozok nagyobb szamban vannak jelen, mint a férfiak a kévetkez$ teriileteken: radidmdsor-
szolgaltatas, biotechnoldgiai kutatds és fejlesztés, tarsadalomtudomanyi, human kutatas és fejlesztés, divat- és formatervezés,
kulturalis képzés, alkotomuvészet. Az egyéb természettudomanyi, muszaki kutatas, fejlesztés tertileten a két nem egyenld

aranyban van jelen (7. tablazat).

7. tablazat: Nemek ardnya a kreatfv dgazatokon beliil Szombathelyen (2023. 02. 12.)

Kreativ 4gazat

Egyéni vallalkozas

tevékenységcsoportjanak neve Kreatlv dgazat neve Féfi (£6) N6 (6) Osszesen (db)
Koényvkiadas 2 0 2
Napilapkiadas 0 0 0
o . Folyéirat, id6szaki kiadvany kiadasa 0 0 0
Média és kiadoi tevékenység o )
Egyéb kiadoi tevékenység 2 0 2
Radiémisor-szolgaltatas 1 2 3
Televiziomusor Osszeallitasa és szolgaltatasa 0 0 0
Mé&a és kiadoi tevékenység 5 5 7
Osszesen
Szoftverkiadas 0 0
Szamitogépes jaték kiadasa 0 0 0
Egyéb szoftverkiadas 2 0 2
Film-, vide6- és televiziomusorgyartas 10 2 12
Film- és videogyartas és televizios 3 | 4
Piaci szolgéltatdsok musorfelvétel utémunkalatai
Epitészmérnoki tevékenység 33 23 56
Reklam 0 0 0
Reklamiigynoki tevékenység 22 16 38
Médiareklam 1 4
Mivészeti létesitmények miikodtetése 0 0
Piaci szolgaltatasok Gsszesen 73 43 116
Tudomanyos kutatas, fejlesztés 0 0 0
Természettudomanyi, muaszaki kutatas,
fejlesztés 0 0 0
Tudomanyos kutatas, Biotechnologiai kutatas, fejlesztés 0 1 1
fejlesztes Egyéb természettudomanyi, muszaki kutatas, 3 3 6
fejlesztés
Tarsadalomtudomanyi, human kutatas,
fejlesztés 3 > 8
Tudomanyos kutatas
fejlesztés Z’)sszesen ’ 6 K 15
Divat-, formatervezés 20 23 43
Fényképészet 7 7
Mivészeti tevékenység Kulturalis képzés 4 10
El6adé-mivészetet kiegészitS tevékenység 7 13
Alkotémuvészet 15 23 38
2/?::;5:;& tevékenység 53 58 11
Kreativ agazatok 6sszesen 137 112 249

Forras: Sajat szerkesztés
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5. Kovetkeztetések

A tanulmany a kreatfv ipart, illetve annak résztvevdit, a kreativ vallalkozokat mutatta be egy magyarorszagi kézép-
nagyvaros, megyeszékhely, Szombathely példdjan keresztill, valamint attekintette a kulturdlis és kreativ ipar elméletével
foglalkoz6 jelentGsebb szakemberek munkait. A kérdéssel kezdetben a Frankfurti iskola képvisel6i, elsésorban Adrono és
Horkheimer (1947) foglalkoztak, akik a kulturalis ipart lényegében a kapitalizmus betiiremkedésének gondoltak a kultira
tertiletére. Ennek nyoman Marcuse (1964) és Debord (1967) is a kapitalista rendszer manipulaciés elemeként tekintettek a
jelenségre, szamukraa tudatipar, a szérakoztatoipar a tomegek fogyasztova valé formalasatjelentette. A baloldali kritikai szerz6k
jelentSs hatast gyakoroltak az 1968-as diaklazadasokra szerte a vilagon, azonban az 1970-es évektdl a kulturalis ipar helyett
egyre inkabb a kreativ ipar szohasznalat kezdett elterjedni, tovabba a jelentéstartalom is kibéviilt. Az 1990-es évek masodik
felére Nagy-Britanniaban mar kormanyzati dokumentumok és stratégiak is sziilettek a kreativ iparra. Ezek a dokumentumok
voltak az elsGk, amelyek szamba vették a kreativ ipar agazatait. 6l lathaté médon mar nem csupan a kulturalis, mivészeti
tertlet soroltak ide, de a reklamot, marketinget, az I'T-t, valamint a szellemi termékekhez kapcsolodo tevékenységeket is. A
kreativ tevékenységek ezt kdvetSen egyre jelentGsebb szerepet kaptak a nyugati orszagok nemzetgazdasagan belil is.

Az elméleti attekintést kévetd vizsgalat kezdetekor a kovetkez6 modszertani problémak kérvonalazodtak:

P1: Nehézséget okoz a kreatfv vallalkozasok tagjainak pontos meghatarozasa. Ide sorolhatjuk azokat, akik kulturalis
tertileten és kreativ agazatokban dolgoznak. Kérdés, hogy mit tekintiink kreatfv 4gazatnak, hiszen ide tartozénak lehet
tekinteni a pénziigyi, az IT, az épitészeti szektorban dolgozokat, de akar a jogaszokat is (Egedy, 2020)

A kutatasban a gazdasagi tevékenységek egységes agazati osztalyozasi rendszere (TEAOR) alapjan besorolt gazdasagi
tarsasagok vizsgalatara volt lehet8ség. Magyarorszagon jelenleg minden vallalkozas szamara kotelez6 a kamarai tagsag. A
Vas Varmegyei Kereskedelmi és Iparkamara folyamatosan frisstilé adatbazissal rendelkezik a varmegyei vallalkozasokrol.
A nyilvanos adatokbdl kiszlrhetSk a cégek székhelyei és 6 tevékenységei, igy megallapithatok, hogy mely szervezetek
szamitanak kreatfvnak, illetve kigyGjthetSk, hogy ezek kéztl melyek talalhatok Szombathelyen. A Vas Varmegyei Kereskedelmi
és Iparkamara segitségével 2023. februar 12-én rendelkezésre bocsajtott, nyilvanos szervezeti adatokbdl az egyéni és tarsas
vallalkozasok is vizsgalhatok voltak.

P2: A fentiekkel egyiitt egy Gjabb mddszertani problémara is fel kell hivni a figyelmet, miszerint az iparkamara csak a f6
tevékenységlik szerint tudta szdrni a vallalkozasokat. Kimaradhattak {gy azok az egyéni vallalkozok és cégek, amelyek ugyan
végeznek kreativ tevékenységet, am nem f6 tevékenységként.

A kutatas soran feltett kérdések mindegyikére sziiletett valasz. Most ezeknek a valaszoknak az 6sszefoglalasara keriil
sor az alabbiak szerint, a feltett kérdéseknek megfelel6 sorrendben:

V1: A kutatasbdl kitinik, hogy Vas varmegyén belll messze Szombathelynek van a legnagyobb szerepe a kreativ
4gazaton beliil. Erdemes kiemelni, hogy lakossagaranyosan Gencsapatiban van a legtbb kreativ vallalkozas a varmegyében,
és csak ezt kéveti Szombathely. Ugyanakkor Szombathelyen van bejegyezve a vizsgalt térségen belil a kreatfv vallalkozasok
nagyjabdl fele, és még Gencsapati esetében is valdszintleg a megyeszékhely agglomeracids hatasa érvényesil, hiszen a falu
Szombathely kbzvetlen szomszédsagaban talalhato.

V2: A piaci szolgaltatasok és a mivészeti tevékenységek azok a tevékenységcsoportok, amelyek igazan kiemelkednek
Szombathelyen. Ha a konkrét kreatfv tevékenységeket vizsgaljuk, akkor a varosban a legjellemz6bb az épitészet, a
reklamtgynokség, a divat- és formatervezés, valamint az alkotémuvészet. Ha a varos a jelenleginél jobban kivan épiteni
a kreativ iparra, akkor valészinlleg ezekre az agazatokkal kell jobban foglalkoznia, hiszen ezek esetében mar meglévé
adottsagokra épithet.

V3: A varos Osszes gazdasagi szervezetéhez hasonléan, a kreativ gazdasagi szervezetek esetében is az egyéni gazdasagi
szervezetek dominalnak a tarsas vallalkozasokkal szemben. Mig az elébbick szamanak aranya meghaladja a 60%-ot, tgy
az utobbiak aranya kevesebb, mint 40%. Ez az adat minddsszesen annyit arul el, hogy a varosban a kreativ szektoron
beltl kétharmadnyi azon gazdasagi szervezetek szama, amelyek tulajdonképpen egyéneket takarnak. Ugyanakkor fontos
hangsulyozni, hogy ez az adat semmit nem mond el 6nmagaban példaul a szervezetek gazdasagi erejérdl, hatasarél.

V5: Szombathelyen a kreatfv egyéni vallalkozok nemi aranyat vizsgalva elmondhatjuk, hogy a férfiak némileg tébben
vannak, azonban nem jelentSs mértékben. Tipikusan férfias tevékenységnek szamit Szombathelyen a kdnyvkiadas, az egyéb
kiadoi tevékenység, az egyéb szoftverkiadas és a fényképészet, mig a nék a radiomuisor-szolgaltatas, a biotechnologiai kutatas
és fejlesztés, a tarsadalomtudomanyi, human kutatas és fejlesztés, a divat- és formatervezés, a kulturalis képzés, tovabba az
alkotomuvészet teriileteken vannak nagyobb aranyban vagy kizarélagosan jelen.

Akutatds a szombathelyi kreativ agazatot vizsgalta. A varos 2021-ben alkotta meg 10 éves gazdasag- és teleptiléstejleszto
programjat, a Szombathely2030-at, ahol prioritasként fogalmaztdk meg azt, hogy a varost a valsagall, tudasalapu gazdasag
iranyaba mozditjak el, illetve célként tazték ki az autdipari dominanciat meghaladva a t6bblabu ipar megteremtését. Mindezt
az egészségiparra, a z0ld fejlesztésekre és olyan kreativ dgazatra épitve, mint a kutatds-fejlesztés.
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A kutatdi szandék szerint a dolgozatban lefrtak elGsegithetik azt, hogy Szombathely a varosfejlesztési torekvéseiben
nagyobb mértékben tudjon alapozni a kreativ szektorra. Ehhez azonban ismerni kell a szektor szerepléit, tudni kell,
hogy jelenleg milyen kreativ tevékenységek mutikddnek a teleptilésen, valamint, hogy kik a mar meglévé szereplék, milyen
tevékenységeket végeznek. Oket lehetGség szerint halézatba, klaszterekbe kellene terelni, hogy képesek legyenek egymast is
erGsiteni, ezt kévetSen pedig 4j kezdeményezéseket lenne sziikséges timogatni, vagy segiteni kreativok letelepedését.

Osszeférhetetlenség:

A szerz6 nem all Gsszeférhetetlenségben.
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Abstract

Purpose — This study examines key factors influencing the implementation of family-friendly business event management
in Hungary. Business events facilitate professional and academic exchange, requiring organizers to address the needs of professionals
with family responsibilities. A successful approach includes dedicated childcare, family activities, clear communication, and suitable
infrastructure, enabling attendees to balance work and family. Hospitality providers adopting these practices can gain a competitive
advantage by catering to business travelers seeking family-friendly accommodation.

Design/methodology/approach — This qualitative study analyses three Hungarian four-star hotels through in-depth
interviews with hotel representatives and content analysis of hotel websites. NVivo software was used for in-vivo coding, and a
comparative analysis identified similarities and differences in family-friendly practices.

Findings — Family-friendly business event management is implemented to varying degrees in the examined hotels. Key factors
include childcare services, family-oriented activities, targeted communication, and infrastructure catering to both professional and family
needs. Additionally, flexible scheduling, well-trained staff, and interactive spaces that accommodate both work and leisure activities were
found to be essential. Children’s hotel experiences influence long-term consumer preferences, making family-friendly services a strategic
advantage. However, successful implementation requires investment in infrastructure, staff training, and marketing,

Originality — This study enhances understanding of family-friendly business event management by identifying essential
components for success. The findings underscore that without a structured and well-communicated family-friendly approach, business
events may fail to attract professionals with family commitments. Future research should explore broader hospitality sectors and assess
the economic impact of family-friendly event management strategies in Hungary.

Keywords: business hotel, event management, family-friendly hotel, Hungary

Paper type: Research Article

1. Introduction

Family tourism is one of the most important sectors of the tourism industry worldwide, accounting for about 30%
of the leisure travel market. Families with children represent almost 50% of the population in developed countries, making
this demographic an important target market for tourism (Schinzel et al., 2012). Tourism plays an important role in building
family relationships (Backer & Schinzel, 2013; Durko & Petrick, 2013), and the experience of traveling together has a
positive impact on family functioning (Li et al., 2020). Family tourism is driven by promoting family togetherness, keeping
family ties alive and creating shared memories (Schinzel & Yeoman, 2015). A key aspect of quality of life is the balance
between work and family, which has been a focus of research since the 1990s and has become one of the most important
career factors in recent decades (Hall, 1990). Since then, work-life balance has been increasingly prioritized in the workplace,
leading to a more family-friendly approach in the world of work and in the related business events market.

Participation in business events provides opportunities to build and maintain professional relationships, while
presentations and publication opportunities related to the business event provide participants greater visibility (Bos et al.,
2017). This visibility is important both to ensure that the presenter is recognized by their peers in their field and to enable
researchers to develop future collaborations with other organizations (e.g. companies, associations, universities, research
institutes) for joint transnational, multidisciplinary research and projects.

For business event attendees, networking and presenting their achievements in presentations is key to achieving
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career goals and promotion (Bos et al., 2017). Travel to and attendance at business events is essential in some fields (e.g,
some professions require people to earn credits in order to continue working in their jobs), but these events are often not
organized in a family-friendly way, making attendance challenging for participants with family responsibilities, especially
women. In order to ensure equal career opportunities, both employers and event organizers have recognized the potential
of family-friendly business events, and more and more business events are being organized to balance work and family life.
These are designed to help participants better balance their career goals with family commitments.

The label “family-friendly” can be applied to the type of event, to its theme and to its preparation and organization.
Among the types of events, the most frequent examples of the implementation of the family-friendly concept are festivals
and family days. In many cases, festivals are classified as family-friendly leisure activities, where participation is strongly
influenced by the entertainment experience (Asvanyi et al., 2019). In the case of business events, family-friendly approaches
play an important role in the organization of family days as part of corporate events, as a company picnic combined
with family-friendly activities (e.g., pony rides for children) helps to promote collegiality and acceptance at work. However,
organizers need to ensure that these informal family events are attractive to both single employees without children and
employees with families, as this is the only way to achieve community inclusion (Casper et al., 2007). This paper examines
the implementation of family-friendly attitudes in the preparation and organization of business events through case studies.
Specifically, it seeks to answer the research question: What are the key factors that hotel managers need to consider when
applying family-friendly business event management practices? The aim of the research is to identify best practices and
challenges in integrating family-friendly elements into business events through an analysis of case studies of Hungarian
hotels. The paper first presents the theoretical background, followed by the research methodology, details the case study
findings, and finally summarizes the key conclusions and recommendations.

2. Organizational aspects of the family-friendly concept

Family travel is projected to grow faster than other forms of travel, as it strengthens family unity and provides
opportunities for family members to spend quality time together (Schinzel et al.,, 2012). A survey of a sample of 6,000
families in 2019 found that 64% of parents spend the best quality time with their children during travel (Family Travel
Consulting, 2020). The motivations for family holidays include leisure, but also education, fun, excitement, adventure and
the acquisition of new experiences and skills (Poria et al., 2005). Family tourism service providers need to take into account
the changing structure of families, the increase in multi-generational travel, and the changing goals and priorities of family
holidays when planning (Schinzel et al., 2012).

According to Wu et al. (2019), family tourism research has so far focused on three main streams: family travel
decision-making, the benefits of family travel and the experiences that can be gained from family travel. The specific needs of
younger family members often influence families’ travel decisions (Koc, 2004). Early research on family holidays considered
children as passive participants who were not able to actively influence the holiday experience of the family as a whole (Carr,
20006). According to Carpenter (2015), children were not previously considered a preferred target group by the tourism
industry, as professionals assumed they had little influence on their parents’ decisions (Ben Lahouel & Montargot, 2020).
However, this traditional view has since been revised by academics and tourism professionals (Small, 2008), who consider
children to be more active in influencing parental choices and to be an important target group with specific needs (Webster,
2012). Children should therefore be considered as active decision-makers, as their satisfaction influences the satisfaction
of their parents (Lugosi et al.,, 2016). In addition, Shaw and Ivens (2002) have shown that in Western cultures, families
prioritize children’s experiences when planning holidays, with parents giving less priority to their own desire for relaxation
(Ben Lahouel & Montargot, 2020).

When organizing family-friendly business events, event organizers should pay special attention to children and family
members accompanying the participants, in particular when choosing the venue, coordinating the event’s professional and
leisure program, and arranging the food and drink on offer. When choosing the venue, it is advisable to choose a hotel
environment where both event organization and services for children are provided. Families with children are important
players in the hotel industry, regardless of the event, and their expectations should be taken into account when choosing a
venue (Dowse et al., 2018; Lugosi et al., 2016; Seraphin & Yallop, 2020).

Personal interviews with children in four and five-star hotels in Australia between 2009 and 2014 showed that
children expect the same quality of services in hotels as they experience at home. While they recognize that some services
are designed for adults and may be more suitable for them, they still expect equal access. For them, there are two separate
worlds regarding hotel services: the world of children and the world of adults. As children grow older, they increasingly
expect seamless hotel service as they navigate between the world of children and that of adults (Hay, 2017). Children also
recognize that family holidays provide an opportunity to deepen their relationships with siblings and parents through shared
experiences, and to connect with children outside the family (Hay, 2017).

It is important to take into account the specific needs of different age groups, as play and fun are different for a
toddler and for a young child. However, safety is a key issue for organizers of any entertainment program or children’s game.
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To guarantee safety, an activity coordinator, a sufficient number of supervisors, and a doctor should be available at the venue.
And when organizing meals, the focus should be on healthy food that is suitable for the whole family and a short supply
chain for sustainability. Our study will go into detail on the above-mentioned family-friendly practices in the business events
market through case studies.

3. Methodology

As a research methodology, case studies bridge the gap between quantitative and qualitative methods (Johansson,
2007). In case studies, the number of units is significantly smaller, but the level of detail should be higher (Yin, 2014). This
type of research is essential for the development of social sciences, for example to understand the extent to which certain
phenomena are present in a given group or how they vary across cases. The advantage of large samples lies in their breadth,
but they often lack depth. In contrast, case studies offer depth but limited breadth. Therefore, both approaches are essential
for the balanced and consistent development of the social sciences (Flyvbjerg, 2000).

In tourism studies, the main key variables can be derived from case study approaches (Medina-Munoz & Garcia-
Falcon, 2000). Case studies are typically prepared in close collaboration with practitioners and deal with real managerial
situations. Case studies therefore represent a methodology capable of generating knowledge relevant to management
(Leonard-Barton, 1990).

The present study is based on case studies, which are useful for investigating “how” and “why”” questions in a series
of events over which the researcher has little or no control (Yin, 2014). Descriptive qualitative research aims to identify
patterns of behavior and habits through case studies and narrative analysis (Gyulavari et al., 2017), “as a research strategy to
understand current phenomena in their context” (Horvath & Mitev, 2015, p. 132).

The objective of this academic work is to identify and analyze practices that shape the direction of family-friendly
business event organization. In order to achieve the study’s objective, a qualitative research method based on case studies
was chosen, as it allows for a detailed and in-depth contextual analysis of a limited number of event contexts and their
interrelationships. The data collected were analyzed in order to identify commonalities and differences between the case
studies and to identify strategies that worked well in each case.

In this study, we present three case studies, each of which describes the good practices of a four-star hotel in the field
of family-friendly event management. The Hungarian domestic hotels were selected through a Google search for the term
“family-friendly accommodation”. We looked for hotels that target both business guests and families and communicate this
clearly. The selection criteria required that hotels display on their websites that they are family-friendly. However, inclusion
in the sample was not based solely on family-oriented offers. Additionally, the selected hotels had to be suitable for hosting
business events.

The case study interviews were conducted with senior hotel staff in the spring of 2019, a record year for tourism
before the outbreak of the coronavirus pandemic. The characteristics of the hotels included in the study are illustrated in
Table 1. The interviewees were selected based on their position in the case studies.
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Table 1. Characteristics of the hotels included in the survey

Case study Interviewer position Description of the hotel represented by the Reasons for choosing the hotel
number interviewee
1 marketing manager Large holiday complex located in the Online communication:
Transdanubian region, near the county seat wellness, family-friendly,
children’s categories, business
events
2 sales director Large hotel in the Transdanubian region, close Online communication: child-
to the capital Hotel with several types of family- friendly, wellness, business
friendly certification events
3 hotel director Large hotel in the county seat, in the Online communication:
Transdanubian region family-friendly, wellness,
conference

Source: own editing

The interviews lasted approximately half an hour on average, in line with the requirements for expert interviews.
The interviews were audio recorded with the interviewees’ consent and transcribed for analysis. NVivo software was used
to code the interview transcripts and website texts, applying in-vivo coding to extract key themes. During the analysis, 22
unique codes were identified and grouped into five main categories. The key themes that emerged included ,,childcare
services”, ,,family-friendly infrastructure”, ,,work-family balance”, ,,communication strategies”, and ,,event flexibility”.
Additionally, subcodes such as ,,play areas”, ,,special children’s menus”, and ,,family-tailored event packages” further refined
the insights into family-friendly practices. A comparative analysis was conducted based on these in-vivo codes to identify
commonalities and differences in family-friendly practices across the selected hotels. This methodological approach ensured
a comprehensive understanding of how family-friendly business event management is integrated within the Hungarian
hospitality sector, highlighting best practices and areas for improvement.

3.1. Case study 1: Work and play in a hotel environment

Research on family and event tourism agrees that hotels are important players in both tourism products. Analyses on
hotel operations related to family tourism focus on services such as kids’ clubs (Seraphin & Yallop, 2019), leisure offers and
animation programs (Gaines et al., 2004; Khoo-Lattimore & Yang, 2018) and childcare (Liu & Filimonau, 2020). Research
on child-friendly hotels (Hamed, 2017; Ozel, 2013; Song et al., 2020) mostly focuses on resort hotels, as they offer the most
appealing packages for families with children (Zaman et al., 2020). Hotels in cities are often not an appropriate destination
for family travel, but their growing educational and cognitive role means that city visits can in some cases be attractive for
families with children (Dunne et al., 2011). Venues, hotels and service providers can benefit directly from organizing family-
friendly business events if they pay attention to the specific needs of participants traveling with their families.

In Hungary, the Kolping Hotel**** Spa & Family Resort in Alsépahok is a leading example of a family-friendly
conference venue, which won the Family Cup Award in the “Leisure Programs” category in 2016 and is also TUV — which
means Technical Inspection Association — “OK for Kids” certified. The hotel excels in combining professional business events
with family leisure activities, which is actively reflected in their marketing communications. Their programs offerings include
a huge play empire and a family adventure pool with a wide range of special activities for all-day fun for the family members
while the business event participants are at work (Kolping Hotel, 2022). As summarized by the hotel’s marketing manager
during an in-depth interview for a primary research project in May 2019: “Companies are increasingly discovering that it is possible to
organize training and conferences without having to leave the family at home, as the hotel can offer great accompanying activities during the event.
The hotel is very good at organizing a family-friendly conference because it has everything: a separate and modern conference hall and 10 bectares
of land for children and family entertainment.”

Childcare is a very important hotel service in the field of event management, although in some cases it is available at
very high prices or at inappropriate times or locations for family participants. Organizers do not always disclose details of
services early enough to allow potential participants to fully plan their own — and their families’ — travel to the event. The
most optimal childcare conditions are offered by family hotels, which are recommended by the event organizers. One such
family hotel is the hotel in Alsépahok, which not only has a nursery and créche to provide childcare but can also arrange
for a few hours of childcare with a qualified babysitter (not as a basic service) by prior arrangement. The use of a creche is
a basic service and is included in the room rate (Kutai, 2002). A hotel designed to operate as a family-friendly establishment
must be prepared to manage a large workforce, “as it will need nursery nurses, animators and many others not needed in a general hotel
setting.” (marketing manager)
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In addition to childcare, family-friendly event organizers should also be at the forefront of arranging activities for all
members of the family, so that they can create a multigenerational experience. The concept of family-friendliness in hotels
is perceived indirectly by guests as part of the experience creation process, “which is manifested through the manifestation
of child-friendliness, the perception of children and its effects on parents” (Csordas et al., 2018, p. 26). The importance
of children’s perception is also recognized by the hotel in Alsépahok, where staff receive basic training on how to “za/k o
children in order to understand what they want and be aware that the childs request comes first” (marketing manager) When organizing an
event, the complexity is further heightened by the necessity for the planners to coordinate participants’ schedules with the
needs of their children. This entails balancing professional obligations with leisure time, ensuring that family responsibilities
are accommodated during the event. When these additional services provided by the venue are effectively combined by the
organizer, it is not only the parents who benefit, but also the institutions and businesses associated with the business events
as well.

The hotel in Alsépahok is an ideal choice for both conference participants and families, as there is no conflict
between these two distinct target groups. In fact, this dual appeal provides the hotel with a competitive advantage, as noted
by the marketing manager: “I# has everything for success: a separate conference level that meets modern technical requirements and a wellness
area designed for adults, with a swimming pool, spa pool, and sauna park where children are not allowed. Children are entertained in a child-
Sriendly facility covering 10 bectares.”

3.2. Case study 2: Communication is the key to successful event management

Social media can be an effective tool for communication between event organizers and families. According to a survey,
75% of parents use some form of social media platform to gather information, with mothers being particularly engaged in
supporting one another as parents (Duggan et al., 2015). X, Facebook, Instagram and LinkedIn are all free and popular social
media platforms where event organizers can create public or private groups to support parents’ participation in the event and
provide information about family-friendly services available at the venue. Parent social groups are virtual platforms where
parents can easily find and share relevant information before, during and after the conference. Communication within the
community groups can facilitate the planning of leisure activities and childcare, which parents may offer to one another in
their free time between different professional commitments. Communication and community building not only has practical
utility for event organizers, but also benefits the entire parenting community by reducing feelings of social isolation and
anxiety that many parents experience at work and business events (Duggan et al., 2015).

Effective communication is important not only between organizers and families, but also between the hotels and/or
accommodation providers and families. In their marketing practices, child-friendly hotels focus on child-friendly hotel rooms,
food and beverage options, entertainment options, price offers, and the health and safety of children (Ozel, 2013). The
importance of direct communication is also recognized by the hotel Velence Resort & Spa*™***, which clearly communicates
its family-friendly concept on its website (Velence Resort & Spa, 2022). The hotel has been awarded a Gold level family-
friendly rating based on full compliance with the criteria developed by the Hotelstars Union and has also been awarded the
highest rating by KidsOasis (KidsOasis, 2018). (KidsOasis is a certification scheme for family-friendly accommodation in
Hungary, which provides a real guarantee of the existence and quality of family-friendly services in the hotels that have
been awarded the label. Candidates can qualify to use the KidsOasis wind-twisting trademark after a multi-stage certification
process. The services are regularly checked by trained professionals and the trademark can be withdrawn if the services are
not satisfactory.)

This means that the accommodation is “able to provide a consistently high standard of service to families, both
in terms of facilities and staffing, as well as its programs. The exact day and time of the program is indicated. The hotel
also offers fun and sports activities for adults, such as Zumba or water-related activities, for example water aerobics.” (sales
director)

In our experience-driven society, seeking new experiences is a fundamental expectation across all generations, but
holds particular importance for young people, whose experiential engagement can be greatly enhanced through the use of
information and communication technologies (Boros & Keller, 2022). The most effective method to reach children is the
use of experiential marketing, as successfully applied to consumer products for children (Schor, 2014). Children have specific
consumer needs; they want sensory, affective and memorable experiences, surprises and activities that are creative, unique and
fun (Hemmington, 2007). Applying the principles of experiential marketing, which considers children as emotional beings,
can be an effective marketing tool to capture tourists by offering pleasant experiences (Boo & Busser, 2018). The hotel in
Velence also builds on the power of experiential marketing, organizing various playful competitions in the hotel, “where
there are different prizes that children can win. There is a mini disco at weekends, although this is common in all hotels with
children. There are also guest performers, different puppet groups, a magician, a fire-eater, and even a graphologist, who is
very popular. The guest performers are specifically children’s themed and they put on shows that are very interactive.” (sales
director) These experiences also need to be communicated appropriately, as families are a more complex target group in
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terms of marketing communication, and therefore require completely different communication tools than other segments
(Csordas et al., 2019).

These factors should be considered when organizing a family-friendly business event, so it is advisable to provide a
child-friendly hotel, if not as a venue, then as accommodation for family participants. In the experience of the sales director,
the hotel rarely receives event bookings from individuals, “but rather from business people.” According to the interviewee,
the hotel’s strengths are its location, flexible and fast service and conference facilities. “Many companies from Budapest
and the surrounding area choose the hotel as a venue for their events because it is close to everything. Another advantage is
that hotel sales are very flexible, but if you work in this industry, you can’t do without it. Last-minute changes in programs
and numbers affect the whole hotel. Another strength is the speed of the service and the conference rooms with beautiful
views and natural lighting”” Conversely, the capacity of the catering area on a full house day can be a challenge for hotel
staff, according to the sales director’s experience. “A disadvantage is the size of the restaurant, as when it is full, the large
conference room has to be used as an additional catering area.”

3.3. Case study 3: Creating value through children's experiences

Hotel Azur**** is one of the largest capacity event centers in the area of Lake Balaton, with families as an important
segment in addition to business guests (Hotel Azur, 2023). According to the hotel’s director, “the two target groups account
for approximately 50-50% of annual turnover. So basically, business guests are neck and neck with individual leisure guests,
so business events are a pretty massive revenue stream. [...| These two segments complement each other very nicely.”

Children value the unique experiences that they create through interaction with hotel staff and family members (Cara
& Cova, 2015), and package offers for families therefore focus strongly on the latter (Ho et al., 2013). An important element
in becoming a family-friendly hotel can be to include activities aimed not only at children but also at the whole family (Buzlu
& Balik, 2022). “It is clear that there is a growing demand for the family-friendly trend and that it is attracting a growing
audience.” (hotel director) The hotel under study pays attention to offering services according to age groups. “The hotel
wants to be fully family-friendly, which means offering services for different age groups.”

However, children’s activities organized by hotels are considered inappropriate by many parents due to their lack
of thoughtfulness and strict schedules that families find difficult to adhere to (Khoo-Lattimore et al., 2015). Given that
more than half of families prefer to travel without scheduled activities (Backer & Schinzel, 2012), hotels may inadvertently
increase holiday-related stress for families with young children by offering ‘fun’ family-friendly activities (Khoo-Lattimore
et al., 2015). Another reason for the resistance to hotel programs is that most child-centered activities exclude parents
from participation, which negates the basic need for family experiences, strengthening family bonds and sharing common
experiences (Schinzel et al., 2012). The experience of a family holiday is twofold, as parents want personal space (Gram,
2005), but also quality time with their children. Family holidays should therefore be seen as a consumption unit and not
as a separate entity for children and adults (Lehto et al.,, 2009). Activities and programs should be designed to provide
opportunities for both parents and children to participate and interact (Khoo-Lattimore et al., 2015). The hotel in Siéfok
offers different experience elements for each age group, with a baby-friendly room for the youngest and their parents, play
activities for 2-4 year olds, a playhouse for slightly older children, adult activities and some family activities (Hotel Azur,
2023). The “experience is that there is a growing demand for this.” (hotel director) Families with children of different ages
are the most difficult to cater for, due to different expectations and requirements (Liu & Filimonau, 2020). This perspective is
also acknowledged by the hotel in Si6fok, which aims to operate as a multifunctional family holiday complex. “For example,
if there are three children of different ages in a family, they can have a lot of fun completely independently of each other,
so that the family can have fun together, but also separately for each age group, all in the same comfortable way as if they
were at home.” (hotel director)

Hotel animation programs can also play an educational role, integrating the idea of sustainable development into
the activities for the youngest children in the mini-club during the holiday (Mikuli¢ & Prebezac, 2011; Seraphin & Thanh,
2020). Moreover, young people see animation not only as a fun activity but also as an opportunity to learn more about
their peers from different countries (Seraphin et al., 2022). Families from different cultural backgrounds may have different
expectations regarding the purpose and extent of the activities organized for their children in the accommodation (Liu
& Filimonau, 2020). Parents from Asian countries expect more educational activities during the trip (Khoo-Lattimore et
al., 2015), while parents from Western countries would put more emphasis on uniqueness and originality (which implies
novelty and deviation from the usual) (Schinzel & Yeoman, 2015). The diversity of expectations challenges accommodation
providers to create original yet universal offers.

Parents want activities in family-friendly hotels that offer opportunities not only to play, but also to explore and
discover. These could include swimming lessons; pony rides; cooking, baking and cake decorating; painting, arts and crafts;
drama, storytelling and puppetry; drawing and coloring; field trips to nearby attractions; rock climbing and indoor gymnastics;
simple science activities such as collecting leaves and bugs and anything outdoors; and feeding rabbits and other animals
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in conjunction with lessons on living creatures (Khoo-Lattimore et al., 2015). At the same time, the intangible aspects of
service delivery are crucial, particularly the quality of interactions between statf and children, which is highly important to
parents (Khoo-Lattimore et al., 2015). These elements are also a key focus of the hotel in Si6fok: “we have developed a
program to keep us at the forefront and this is a very important thing. Family travel is booming, and families represent a
financially strong market. So it’s all about providing meaningful experiences and creating value, whether for business events
ot leisure family trips.” (hotel director)

4. Conclusion

The findings of this study highlight that hotel managers must consider several key factors when implementing
family-friendly business event management practices. These include providing high-quality childcare services, developing
family-oriented activities, ensuring clear and targeted communication with families, and designing infrastructure that
accommodates both professional and family needs. Additionally, flexible scheduling, well-trained staff, and interactive spaces
that balance work and leisure are essential for a successful family-friendly approach. Figure 1 illustrates strengths and areas
for improvement for each examined hotel.

Business event & confpge anagement. y infrastructure

Figure 1: Strengths and areas for improvements for the selected hotels

Based on the examination it can be stated that the Kolping Hotel excels in family-friendly infrastructure and services,
but its business event organization and marketing strategies are less developed. It is worth noting that the price of using
the nursery is included in the room rate, and that the programs organized are multi-generational. The Velence Resort &
Spa has strong program integration and flexible event management, but limited childcare and infrastructure. This hotel is
excellent at communicating its child-friendly programs through a variety of channels and has also recognized the importance
of experience marketing. The Hotel Azur offers a balanced approach, particularly strong in business event organization
and marketing, but lacks differentiation in family-focused program customization. The hotel in Siéfok is at the forefront in
offering programs that can be enjoyed, not only by the whole family, but also by different generations.

Balancing work and private life is a major challenge for families, and an increasing number of tourism operators are
recognizing its importance. As a result, it has become an essential factor in business event organization. Hotels play a key role
in supporting this balance by offering children’s programs, either as part of the event itself or through their accommodation
services. These programs not only enhance guest experience but also contribute to the sustainable success of operators
(Makens, 1992). The hotels examined in this study recognize that today’s children are tomorrow’s adult customers and that
preferences developed in childhood often persist into adulthood (Chaplin et al., 2020).

The case studies suggest that hotels which effectively integrate family-friendly elements can gain a competitive
advantage by attracting business travelers with family commitments. To provide a high-quality experience for family
travelers, event organizers and hospitality providers must take into account cultural differences, family values, and the diverse
objectives of travel, alongside socio-economic considerations (Yen et al., 2023). Furthermore, the varying needs of children
from infants to young adults must be considered when designing services and infrastructure (Hamed, 2017). Since children
have different needs and requirements (Shuxia, 2018), their specific expectations should be addressed in the planning and
execution of family-friendly business events.

Ultimately, the elements presented in the case studies — such as a wide range of family-friendly services, direct
communication with families, and program packages that create an engaging experience for all family members — are critical
to the successful implementation of a family-friendly concept in event management. By fostering an inclusive environment,
hotels not only meet the evolving needs of guests but also contribute to a broader cultural shift towards work-life balance
in the business event sector.

Hotels can enhance their positioning and effectively reach target consumer groups by incorporating language and
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expressions in their advertisements that highlight the family-friendly nature of their accommodations (cf. Kovacs, 2024).
A future research direction could involve examining the similarities and differences in marketing strategies employed by
family-friendly business hotels, with particular attention to how they address and communicate the distinct needs of their
target groups. Additionally, the experiences of women attending business events in family-friendly hotels warrant further
exploration through demand-side qualitative research, including generational comparisons.

The research also identified certain limitations. The group of hotels included in the study did not encompass all family-
friendly business hotels in Hungary; therefore, while the findings offer valuable insights, the data cannot be considered fully
representative. Another limitation was that only hotels with more than 100 rooms were surveyed, suggesting that smaller
hotels may face different circumstances.
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Absztrakt

Cél — A tanulmdany célja a Magasan Idézett Kutatdk regionalis megoszlasanak vizsgalata a 2020-2024 kozotti idészakban,
valamint a kutatési kivdl6sag megoszlasinak dinamikdjanak feltarasa a régidk tekintetében. Az elemzés nemcsak globalisan, hanem 21
kutatasi klaszter szintjén is tanulmanyozza a Magasan Idézett Kutatok regionalis megoszlasat.

Tervezés/modszertan/megkézelités — Az elemzés a Clarivate dltal évenként publikalt Highly Cited Researcher listin alapszik.
Az els6 vizsgalat soran 34.225 Magasan Idézett Kutaté regionalis megoszlasa keriilt meghatarozasra 2020-2024 kozott. Az ezt kévetd
szakaszban a Magasan Idézett Kutatok 21 kutatasi klaszter szerinti megoszlasa allt a vizsgalatok kézpontjaban, évenkénti bontasban.

Eredmények — Bar Eszak-Amerika all az elsé helyen a Magasan Idézett Kutatok sziméaban a vizsgalt id6szakban, Azsia, Kina
pozicitja jelentés erésédést mutat nemesak szimossagban, hanem a Magasan Idézett Kutatok aranyaban is. Azsia 2023-ban és 2024-
ben is megeldzte Eurdpét. A klaszter-specifikus régios megoszlas jelentds heterogenitast mutat. A kutatasi Klaszterek kapesan Eszak-
Amerika uralja a klaszterek tGbbségét, de tobb esetben észlelhetd Azsia erételjes eléretorése. Az eredmények arra is ramutatnak, hogy a
Magasan Idézett Kézlemények és Magasan Idézett Kutatok kézott szignifikans linearis kapesolat talalhato.

Eredetiség — A tanulmany els6ként vizsgalja a Magasan Idézett Kutatok regiondlis megoszlasanak valtozasat 5 éves idéablakban.
Bar Azsia globalis reprezentacicja a globalis tudoményos kimenetek teriiletén régota ismert, az eredményeink kutatasi klaszterek szintjén
is hangsulyozzak a globalis tendenciakat, és felhivja a figyelmet a kutatasi és egylittmakodési stratégiak tjraértékelésére.

Kulcsszavak: magasan idézett kutatd, kutatdsi klaszter, régio.

Abstract

Purpose — The aim of this study is to examine the regional distribution of Highly Cited Researchers from 2020 to 2024 and
to explore the dynamics of research excellence across different regions. The analysis is conducted both globally and within 21 specific
research clusters.

Design/methodology/approach — The analysis is based on the annually published Highly Cited Researchers list by
Clarivate. The first phase of the study determined the regional distribution of 34,225 Highly Cited Researchers between 2020 and 2024.
Subsequently, the focus shifted to the distribution of HCRs across 21 research clusters, analysed on an annual basis.

Findings — Although North America holds the leading position in the global number of Highly Cited Researchers during the
examined period, Asia — particularly China — shows significant growth in both absolute and relative terms. Asia surpassed Europe in the
number of Highly Cited Researchers in 2023 and 2024. The cluster-specific regional distribution reveals substantial heterogeneity. While
North America dominates most research clusters, notable instances of Asia’s strong advancement are evident. The results also show a
significant linear relationship between Highly Cited Papers and Highly Cited Researchers.

Originality — This is the first study to analyse the changes in the regional distribution of Highly Cited Researchers in a five-year
period. While Asia’s increasing global representation in scientific output has long been recognized, our findings highlight global trends
at the level of research clusters and emphasise the need to reconsider research and cooperation strategies.
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1. Introduction

The increase in competition among researchers and their institutions shifted the motivation for scientific production
from normative goals toward self-interest. This, along with the still persistent “publish or perish” culture, has manifested
in higher publication and citation counts for scholars, factors that likely to contribute to the scientific reputation of both
individuals and their affiliated organisations (Fanelli, 2010; Johann et al. 2024). However, publication strategies may differ
among researchers. Some may choose to publish fewer but high-impact papers, while others become mass or prolific
producers (Costas and Bordons, 2008; Demeter et al., 2022; Lariviere and Costas, 2010).

One of the key questions is what distinguishes top-researchers from others. This is partly due to the differing
perception of success and research excellence among scholars. A potential tool to address this question is the use of
bibliometric indicators (Abramo et al., 2013; Kwiek, 2018; Piro et al., 2016). In 1955, Garfield introduced the citation
index and the absolute number of citations to identify scientific success (Garfield, 1955). This gave rise to citation-based
metrics. Later, due to criticism from research community — including concerns about disciplinary differences, research
cluster variations, and the temporal evolution of citations (Garfield, 2006; Seglen, 1997) — the normalized citation impact
measures were introduced (Bornmann and Marx 2015; Seglen, 1997). Waltman (2016) distinguished five basic citation impact
indicators: the total number of citations, the average number of citations per paper, the number of highly cited publications,
the proportion of highly cited publications, and the Hirsch index (h-index). For each of these indicators, normalized variants
can be developed (Waltman, 2016). However, no quality indicator is without drawbacks. Thus, the identification of researcher
excellence depends on the approach employed (Frietsch et al., 2025).

Publication databases can be used to identify top-performing researchers. A prominent example is Clativate, which
has published its Highly Cited Researchers (HCRs) list since 2001, and annually since 2014. This list is based on data derived
from the Web of Science and considers the number of publications and citation counts. To identify HCRs, Clarivate uses
Highly Cited Papers (HCPs) — articles and reviews that rank among the top 1% in citations for their field or research cluster.
FEach author of each HCP is selected and ranked for each research category. The more HCPs a researcher has, the higher
the number of points they receive. The approximate number of researchers considered for the HCR list corresponds to the
square root of the total number of scholars in each category. In the most recent 2024 edition of the HCR list, 21 categories
were used. However, Clarivate decided to exclude Mathematics and reassign papers from this cluster to the Cross-Field
category.

The HCR list has been studied by several scholars and research groups, although the focus of these studies varies.
Basu (2006) and Bauwens et al. (2012) highlighted the dominance of HCRs from the United States. They found that the top
25 institutions on the HCR lists from 2001 to 2014 accounted for more than 30% of all listed HCRs. Bornmann and Bauer
(2015) also confirmed the leading role of the United States. They noted that HCRs are a factor considered by the Shanghai
Ranking — one of the oldest and best-known global university rankings. Manipulations of the HCR list can therefore affect
a higher education institution’s position in the global rankings. Li (2016) identified a shift in the contribution of the United
States compared to other countries, observing an increase in the number of HCRs from the United Kingdom, Germany,
China, and specifically the Chinese Academy of Sciences. The growing presence of HCRs from Asia — particularly from
China — was further confirmed by Li (2018), who found significant increases in the fields of Chemistry, Materials Science,
and Engineering.

Some other scholars focused specifically on the collaboration patterns of HCRs. For example, Egret et al. (2024)
found that HCRs exhibit a higher level of collaboration with other HCRs, particulatly in disciplinary categories other than
Cross-field. Aksnes and Aagaard (2021) showed that HCRs tend to have larger teams and engage in more multilateral
collaborations compared to other researchers. Martinez and S4 (2020) revealed that Brazilian HCRs typically collaborate
with at least two non-Brazilian scholars and identified partnerships with English-speaking researchers in indexed journals as
a major factor contributing to higher citation rates. In France, Chaignon et al. (2023) found that more than 85% of HCPs
are internationally co-authored, primarily with collaborators from the United States and other European countries. These
studies underscore the role of collaboration networks in the recognition and impact of HCRs.

Despite the growing literature on HCRs, two major gaps remain. First, most studies analyse data from one or two
years. As a result, they do not capture the longitudinal trends necessary to understand changes in the number of HCRs over
time. Second, there is a lack of regional comparison. While many previous studies focus on individual countries, broader
regional patterns are often overlooked. To address these gaps, I collected Clarivate’s Highly Cited Researchers data for the
5-year period between 2020 and 2024. The study aims to answer the following research questions:

Q1: How has the number of HCRs changed across different regions between 2020-2024?

Q2: What is the region-specific distribution of HCRs across the 21 research clusters during this period?

Q3: How does the number of HCPs correlate with the number of HCRs?
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2. Materials and Methods

Clarivate’s HCR lists for the years 2020 to 2024 were downloaded on May 10, 2025 (Clarivate, 2024c). Each listincluded
the following information for each HCR: first name, last name, category, and both primary and secondary affiliations. For
the purposes of this study, only the primary affiliation was considered.

Data from the 2020-2024 lists were compiled for further analysis. First, the country corresponding to each primary
affiliation was extracted in a new column. Then, based on the country, one of the following world regions were assigned in
a subsequent column: North America, South America, Asia, Europe, Africa, and Australia and Oceania.

The final dataset included six key variables: the year of the HCR list, the first name of the HCR, the last name of
the HCR, category (one of the 21 research categories), primary affiliation name, primary affiliation country, and primary
affiliation region. The complete dataset initially contained 34.225 rows corresponding to individual HCR entries. However,
23 entries were removed during data cleaning, as 16 researchers were listed as “Independent” and had no affiliation included,
as well as seven entries did not include identifiable country information in the affiliation field. As a result, the final sample
consisted of 34.202 HCRs across the five-year period.

The data were analysed using Microsoft Excel. Both tables and figures were created using Excel’s built-in PivotTable
and chart functions.

The analysis was conducted in three parts. The first part was performed at the regional level without distinguishing
between research clusters. The second part focused specifically on the research clusters. It is important to note that in 2023
and 2024, Mathematics was no longer included as a separate category in the HCR list. Instead, HCPs in Mathematics were
reassigned to the Cross-Field category. As a result, the Mathematics category was excluded from this analysis to ensure
consistency across the study period.

The third part of the analysis examined the relationship between HCRs and HCPs. HCPs are used by Clarivate as a
basis for constructing the HCR list. These papers include articles and reviews that rank among the top 1% globally in terms
of citation count. Hach HCP is assigned to a research category and each contributing author is considered for selection. The
approximate number of HCRs is determined by the square root of the total number of scholars in that category. Therefore,
a higher number of HCPs increases the likelihood of a researcher being selected as an HCR.

HCP data were extracted from the Web of Science InCites database using the “Analyse Organisations” feature. The
unit of analysis was set to countries, and a new table was constructed showing the number of HCPs attributed to each
country. As the number of HCPs is continuously changing due to ongoing citation updates, it is not possible to determine
the exact number of HCPs used for the final HCR list. Klein and Kranke (2023) also emphasised, that the methodology
behind the construction of the HCR list lacks full transpatency, and the exact number of HCPs considered in the final
selection is not entirely traceable. Given this limitation, I decided not to restrict the HCP data to the specific timeframe used
by Clarivate for their annual HCR list. Instead, all available HCPs were included in the analysis, regardless of publication year.

The relationship between HCRs and HCPs was tested by linear regression in Microsoft Excel. In this model, the
number of HCPs served as the independent variable, while the number of HCRs represented the dependent variable.

3. Results

3.1. The total number of HCRs by region

This study analyses the regional and national distribution of 34.203 Highly Cited Researchers (HCRs) over the period
2020-2024. The annual number of HCRs ranged from 6,880 to 7,219 (see Table 1). It is noteworthy that the classification
scheme was revised in 2023, reducing the total number of categories from 22 to 21 due to the removal of the Mathematics
category. According to Clarivate’s updated methodology, research outputs previously classified under Mathematics have been
incorporated in the Cross-Field category as of 2023.
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Table 1: The number and regional distribution of HCRs, 2020-2024
Number of HCRs

Year North America Asia Europe Australia and Oceania ~ South America Affica Total
2020 2845 1273 1900 324 28 19 6389
2021 2819 1513 1852 350 35 28 6597
2022 2974 1808 2020 356 35 26 7219
2023 2877 1896 1951 340 30 24 7118
2024 2700 1939 1869 334 25 13 6880
Total 14215 8429 9592 1704 153 110 34203
Regional Distribution of HCRs (%)
Year North America Asia Europe Australia and Oceania ~ South America Aftica Total
2020 44.53% 19.92% 29.74% 5.07% 0.44% 44.53% 100%
2021 42.73% 22.93% 28.07% 5.31% 0.53% 42.73% 100%
2022 41.20% 25.05% 27.98% 4.93% 0.48% 41.20% 100%
2023 40.42% 26.64% 27.41% 4.78% 0.42% 40.42% 100%
2024 39.24% 28.18% 27.17% 4.85% 0.36% 39.24% 100%
Total 41.56% 24.64% 28.04% 4.98% 0.45% 0.32% 100%

Source: Compiled by the author based on Clarivate data of HCRs, 2020-2024

As shown in Figure 1, North America — comprising the United States and Canada — dominates in terms of HCRs
representation. Between 2020 and 2022, Europe was the second largest region by HCR count. However, beginning in 2023,
Asia surpassed Europe in absolute numbers. Collectively, these three regions — North America, Europe, and Asia — have
accounted for over 93% of all listed HCRs throughout the study period.

The rise of Asia is particularly noteworthy: its share of global HCRs increased steadily from 19.92% in 2020 to
22.93% in 2021, 25.05% in 2022, 26.64% in 2023, and 28.18% in 2024. While Asia’s influence has grown, North America has
maintained its leading position, albeit with a gradual decline in its share — from 44.53% in 2020 to 39.24% in 2024. Europe
has experienced a slower decline, with its share decreasing from 29.97% in 2020 to 27.17% in 2024. These figures reflect
shifting regional dynamics in global research influence, with Asia’s steady rise contrasting with more gradual but noticeable
declines in North America and Europe.
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Figure 1: Share of HCRs by region, 2020-2024

In North America, the United States leads with the highest number of Highly Cited Researchers (HCRs), totalling
13,176, followed by Canada. In Asia, the top 10 countries by HCR count are led by Mainland China with 5,601 HCRs,
followed — at a significantly lower scale — by Hong Kong, Singapore, Saudi Arabia, Japan, South Korea, Israel, Taiwan, India,
and Malaysia. In Europe, the top 10 countries include the United Kingdom with 2,716 HCRs, followed by Germany, the
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Netherlands, France, Switzerland, Spain, Italy, Belgium, Sweden, and Denmark (see Table 2).

Table 2: The Top10 countries with the highest number of HCRs for
North America, Asia and Europe

Region Country Number of HCRs

North America United States 13176
Canada 1039
China Mainland 5601
Hong Kong 493
Singapore 489
Saudi Arabia 443

) Japan 432

Asia
South Korea 312
Israel 194
Taiwan 118
India 85
Malaysia 57
United Kingdom 2716
Germany 1720
Netherlands 976
France 708

Europe Switzerland 577
Spain 516
Ttaly 511
Belgium 391
Sweden 292
Denmark 284

Source: Compiled by the author based on Clarivate data of HCRs, 2020-2024

At the institutional level, the top 10 institutions contributing the highest number of HCRs are Harvard University
(United States, 1,083), Chinese Academy of Sciences (China, 807), Stanford University (United States, 611), Tsinghua
University (China, 355), Massachusetts Institute of Technology (United States, 334), Max Planck Society (Germany, 310),
National Institutes of Health (United States, 307), University of Oxford (United Kingdom, 287), University of Pennsylvania
(United States, 271) and University of California, San Diego (United States, 259). Among these top 10 institutions, six are
based in North America, while two each represent Asia and Europe.

These institutions reflect a blend of research excellence and regional influence. Of the top 10, seven are higher
education institutions, all of which are recognized in the 2024 Shanghai Academic Ranking of World Universities with
prominent positions: Harvard University (1*), Stanford University (2°), Tsinghua University (22°¥), Massachusetts Institutes
of Technology (3™), University of Oxford (6"), University of Pennsylvania (14"), and University of California San Diego
(18M). According to the Scimago Institutional Ranking, the Chinese Academy of Sciences holds the top global position (1%
wotldwide and in China), the Max Planck Society ranks 9" in Western Europe and 51* globally, and the National Institutes
of Health is ranked 13" in North America and 33 wortldwide. These rankings underscore the global prominence and
outstanding research performance of these leading institutions across different regions.

3.2. Regional distribution of HCRs across 21 Clusters

Between 2020 and 2024, the global distribution of Highly Cited Researchers (HCRs) reveals a clear trend: the
contribution of Asia, particularly China, has been steadily increasing year by year. In contrast, the share of North American
HCRs has shown a gradual decline. To explore this trend in greater detail — especially the growing influence of Asia and
China — a region-specific analysis was conducted across 21 research clusters (excluding Mathematics, which was removed
from the most recent HCR list). This analysis aimed to identify which regions contributed the most HCRs in each cluster,
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with special emphasis on Asia’s performance. The findings show that North America was the leading contributor in 13 out
of 21 clusters, Asia and Europe each led in 4 clusters. Australia and Oceania, South America, and Africa did not emerge as
the top contributors in any cluster (see Table 3).

Table 3: The number of Highly Cited Researchers (HCRs) in 21 clusters by region
(North America, Asia and Europe), 2020-2024. The highest regional HCR count in each cluster is in dicated in bold.

Number of HCRs

Cluster . .
North America Asia Europe

Agricultural Sciences 101 195 214
Biology and Biochemistry 797 102 350
Chemistry 324 694 164
Clinical Medicine 1203 127 894
Computer Science 67 292 120
Cross-Field 6070 4358 3932
Economics and Business 242 34 114
Engineering 111 422 131
Environment and Ecology 285 167 339
Geosciences 287 204 262
Immunology 508 112 286
Materials Science 322 656 83
Microbiology 407 107 236
Molecular Biology and Genetics 704 96 161
Neuroscience and Behaviour 620 27 390
Pharmacology and Toxicology 294 56 338
Physics 443 235 180
Plant and Animal Sciences 231 326 327
Psychiatry and Psychology 398 19 396
Social Sciences 504 87 474
Space Science 263 7 167

Source: Compiled by the author based on Clarivate data of HCRs, 2020-2024

I also conducted an annual analysis of HCR trends across each of the 21 clusters, comparing the performance of
North America, Asia, and Europe. This analysis revealed a notable shift in regional dominance within nine clusters during the
observed period: Agricultural Sciences, Biology and Biochemistry, Clinical Medicine, Cross-Field, Engineering, Geosciences,
Molecular Biology and Genetics, Plant and Animal Sciences, and Social Sciences. The changes in HCRs for North America,
Asia, and Europe between 2020-2024 are summarised in Table 4. These results are further discussed in the following section
and visualized in Figures 2-7.

Publisher name: Széchenyi Istvan University
ISSN: 3058-1079 (Online) 57



TER-GAZDASAG-EMBER

Journal of Region, Society and Economy

Vol. 13., No. 2, 2025

https://doi.org/10.14513/tge-jres.00424

Table 4: The number of HCRs in 9 clusters characterised by notable regional changes

Number of HCRs
Category Year - -
North America Asia Europe
2020 22 22 53
Agticultural Sciences 2021 23 38 49
2022 20 44 38
2023 19 48 37
2024 17 43 37
2020 116 15 107
. . . 2021 139 16 43
Biology and Biochemistry 2022 199 29 7
2023 182 25 69
2024 161 17 64
2020 274 12 180
.. .. 2021 239 18 175
Clinical Medicine 2022 250 2% 170
2023 228 34 193
2024 210 37 176
2020 1094 559 695
. 2021 1183 730 736
Cross-Field 2022 1268 943 855
2023 1303 1023 824
2024 1222 1103 822
2020 23 102 31
. . 2021 23 99 31
Engineering
2022 23 89 27
2023 20 78 21
2024 22 54 21
2020 67 23 55
G . 2021 55 30 52
eosciences 2022 57 35 48
2023 52 56 57
2024 56 60 50
2020 149 13 39
. . 2021 133 14 27
Molecular Biology and Genetics 2022 148 2 4
2023 135 21 29
2024 139 26 32
2020 60 58 81
. . 2021 51 59 70
Plant and Animal Sciences 2022 43 53 2
2023 40 69 61
2024 37 82 53
2020 88 13 82
. . 2021 121 15 102
Social Sciences 2022 118 16 112
2023 94 20 93
2024 83 23 85

Source: Compiled by the author based on Clarivate data of HCRs, 2020-2024

In Agricultural Sciences, Europe’s dominance in 2020 was overtaken by Asia starting in 2022. Both North America
and Europe experienced a decline in the number of HCRs during this period. In Plant and Animal Sciences, Europe lost
its leading role in 2023 and 2024. North America also showed a consistent downward trend in contributions from 2020 to

2024 (Figure 2).
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Figure 2: The number of HCRs in Agricultural Sciences and Plant and Animal Sciences in North America, Asia, and Europe, 2020-2024

In Biology and Biochemistry, the gap between North America and Europe widened from 2020 to 2021, followed by
a significant decline in the number of European HCRs from 2021 to 2024, compared to 2020. In Molecular Biology and
Genetics, North America maintained the top position throughout the period. However, the gap between Europe and Asia
narrowed significantly: while Europe still leads over Asia, the difference in the number of HCRs decreased from 26 in 2020

to 6 in 2024 (Figure 3).
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Figure 3: The number of HCRs in Biology and Biochemistry and Molecular Biology and Genetics in North America, Asia, 2020-2024

In Clinical Medicine, although North America holds the leading position, the number of HCRs has been decreasing;

In contrast, Asia shows an upward trend (Figure 4).
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Figure 4: The number of HCRs in Clinical Medicine in North America, Asia, and Europe, 2020-2024
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In Engineering, Asia ranks first but shows a consistent decline in HCRs between 2020-2024. Simultaneously, the
higher position of Europe compared to North America decreased between 2020 and 2023, and in 2024, North America
overtook Hurope. In Geosciences, Asia has shown a steady growth, surpassing North America in 2023 and both North
America and Europe in 2024 (Figure 5).
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Figure 5: The number of HCRs in Engineering and Geosciences in North America, Asia, and Europe, 2020-2024

In Social Sciences, the gap between the leading North America and Europe narrowed over time, and in 2024, Europe
preceded North America (Figure 6).
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Figure 6: The number of HCRs in Social Sciences in North America, Asia, and Europe, 2020-2024

In the Cross-Field category, North America remains in the leading position, but Asia has preceded Europe in the
number of HCRs since 2022 (Figure 7).
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Figure 7: The number of HCRs in Cross-Field category in North America, Asia, and Europe, 2020-2024
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From the perspective of cardinality, the Cross-Field category has consistently had the highest number of HCRs in
each year from 2020 to 2024. The strengthening of the Asian Region in terms of HCRs is predominantly driven by the
significant increase in this category. However, Asia’s growth is also evident in other categories, such as Social Sciences,
Geosciences and Clinical Medicine.

These findings highlight the importance of analysing the regional representation of HCRs at the level of individual
clusters. Among the nine clusters with notable reorganisation, Asia demonstrates either a leading role or significant
strengthening in Agricultural Sciences, Plant and Animal Sciences, Engineering, Geosciences, and Cross-Field. North
America maintains a leading position in Biology and Biochemistry, Molecular Biology and Genetics, and Clinical Medicine.
Europe has the highest number of HCRs in Social Sciences, and is also strongly represented in Cross-Field, Geosciences,
and Clinical Medicine.

3.3. Correlation between the number of Highly Cited Researchers (HCRs) and the number of
Highly Cited Papers (HCPs)

In the final part of this study, I plotted the number of HCRs against the number of HCPs for each country. The
results reveal a significant linear relationship between the number of HCPs and the number of HCRs (R* = 0.832, p <
0.0001, ***) (Figure 8).
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Figure 8: Linear Regression between the number of HCPs and HCRs.

The HCR-to-HCP ratio is the lowest for the United States, followed by Hong Kong, Singapore, China Mainland,
Australia, Netherlands, Germany, Canada, Ireland, and Israel. Among the top 10 countries, North America is represented by
two countries, Asia by four, Australia and Oceania by one, and Europe by three.
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The number of HCRs, HCPs and the proportion of HCR-to-HCP ratio are shown in Table 5.

Table 5: The number of HCPs and HCRs, and the HCR-to-HCP ratio by country

Country Region HCPs HCRs HCPs/HCRs
United States North America 74946 2493 30.06
Hong Kong Asia 5756 135 42.64
Singapore Asia 5299 106 49.99
China Mainland Asia 72953 1418 51.45
Australia Australia and Oceania 16886 310 54.47
Netherlands Europe 11669 185 63.08
Germany Europe 21260 334 63.65
Canada North America 15282 207 73.83
Ireland Europe 2613 35 74.66
Israel Asia 3186 42 75.86
Belgium Europe 6158 81 76.02
Macau SAR Asia 536 7 76.57
Austria Europe 4183 49 85.37
Switzerland Europe 9591 104 92.22
Luxembourg Europe 391 4 97.75
New Zealand Australia and Oceania 2295 23 99.78
United Kingdom Europe 57297 561 102.13
Denmark Europe 5563 53 104.96
South Korea Asia 7988 76 105.11
France Europe 13745 129 106.55
Spain Europe 11166 98 113.94
Japan Asia 8964 76 117.95
Sweden Europe 7058 58 121.69
Ttaly Europe 13676 107 127.81
Saudi Arabia Asia 5430 35 155.14
Portugal Europe 2931 18 162.83
Country Region HCPs HCRs HCPs/HCRs
Norway Europe 3601 18 200.06
Finland Europe 3090 15 206.00
Kenya Africa 475 2 237.50
Qatar Asia 763 3 254.33
Kuwait Asia 260 1 260.00
Taiwan Asia 3363 12 280.25
United Arab Emirates Asia 1418 5 283.60
South Aftrica Aftica 2867 10 286.70
Brazil South America 4414 14 315.29
Czech Republic Europe 2261 7 323.00
Estonia Europe 663 2 331.50
Iceland Europe 366 1 366.00
Lithuania Europe 377 1 377.00
Mexico South America 1776 4 444.00
Cyprus Europe 462 1 462.00
Morocco Africa 471 1 471.00
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Table 5. (Continued)

Country Region HCPs HCRs HCPs/HCRs
Ukraine Europe 487 1 487.00
Colombia South Ametrica 979 2 489.50
Chile South America 1574 3 524.67
Thailand Asia 1254 2 627.00
Argentina South Ametrica 1327 2 663.50
Malaysia Asia 2700 4 675.00
Croatia Europe 678 1 678.00
Hungary Europe 1470 2 735.00
TLebanon Asia 745 1 745.00
Russia Asia 2991 4 747.75
Setrbia Europe 767 1 767.00
Greece Europe 2608 3 869.33
Iran Asia 3958 3 1319.33
Pakistan Asia 3383 2 1691.50
Turkiye Asia 3505 2 1752.50
India Asia 8906 5 1781.20

Source: Compiled by the author based on the number of HCRs and HCPs provided by Clarivate (HCR List 2024) and Web of Science InCites

(HCPs)

4. Summary

This study provides a comprehensive analysis of Highly Cited Researchers (HCRs) across various regions and research
clusters from 2020 to 2024. The analysis covers both the overall number of HCRs and their distribution across geographic
regions (North America, Asia, Europe, Australia/Oceania, South America, and Africa) — as well as across 21 specific research
clusters. The study also investigates the number of Highly Cited Papers (HCPs) and proportion of HCRs to HCPs.

Regarding QQ1, North America (United States and Canada) maintains its position as the leading region in terms
of HCR share throughout the study period. However, its percentage share shows a steady decline from 44.53% in 2020
to 39.24% in 2024. The United States accounts for the highest number of HCRs with 13.176 in 2024. Asia demonstrates
a significant growth over the period, with its share of global HCRs increasing from 19.92% in 2020 to 28.18% in 2024,
surpassing Europe in 2023. Within Asia, China has the highest number of HCRs with 5.601 in 2024. Europe, which initially
held the second largest share, experiences a gradual decline, falling from 29.74% in 2020 to 27.17% in 2024. Collectively,
North America, Europe, and Asia account for over 93% of all listed HCRs.

Q2 explores the regional distribution of HCRs across different clusters. The study further analyses HCR representation
across 21 research clusters, identifying the leading region in each. North America is the top contributor in 13 clusters, while
Asia and Europe each lead in four.

A more detailed annual analysis basis across nine selected clusters reveals significant shifts in regional leadership.
Notable observations include the Cross-Field category, where North America holds the leading position and Asia overtakes
Europe in 2022; Agricultural Sciences, where Asia has shown predominance since 2020; and Plant and Animal Sciences,
where Europe lost its leading position to Asia in both 2023 and 2024.

Q3 investigates the relationship between the number of HCPs and HCRs across countries. The findings reveal a
significant linear correlation, indicating that countries with a higher number of HCPs also tend to have more HCRs.

5. Discussion

The observed trends in the distribution of Highly Cited Researchers (HCRs) from 2020 to 2024 reveal a dynamic
shift in the global research landscape. While North America has maintained its leading position, the rise of Asia, surpassing
Europe in HCR representation by 2023, is a noteworthy development. This transition aligns with the well-documented

rise of Asian science in recent decades, driven by increased research funding, strategic policy initiatives, and expanding
international collaborations (Lee and Haupt 2020; Shu et al. 2022; Tollefson 2018; Zhou and Leydesdorft 20006).
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China’s proactive approach to regional integration, including the Belt and Road Initiative (BRI), has further facilitated
knowledge exchange and research cooperation (Lukacs and Volgyi 2021), contributing to the region’s expanding research
output.

Europe’s gradual decline in HCR share warrants closer examination. Factors such as shifting research priorities,
changes in resource allocation, and a slower increase in research productivity relative to Asia may contribute to this trend
(Aghion et al. 2021). As noted by Jonkers and Tijssen (2008), European countries may need to reassess and adapt their
research strategies to maintain competitiveness in an evolving global research environment. Initiatives promoting cooperation
with Asia — such as “Keleti Nyitds — Opening to the East Policy,” which aims to internationalise higher education in Hungary
— (Lukacs et al. 2020, 2021; Lukacs and Vélgyi 2018), could potentially foster stronger academic ties and enhance knowledge
transfer (Lukdcs et al. 2020, 2021; Lukacs and Volgyi 2018).

The cluster-specific analysis highlights the heterogeneity of regional strengths. North America’s dominance in the
Cross-Field category and Asia’s prominence in Agricultural Sciences, underscore the importance of considering disciplinary
differences when evaluating research performance. Additionally, factors such as self-citation practices, collaboration
networks, and citation concentration may also vary across disciplines and publication types, influencing HCR outcomes (Chi
2016; Wang et al. 2017; Zanotto et al. 2016; Zeng et al. 2022).

The strong linear relationship between Highly Cited Papers (HCPs) and Highly Cited Researchers (HCRs) reinforces
the idea that impactful research, as measured by citation counts, is closely associated with the presence of highly influential
researchers. However, it is important to recognise the limitations of citation-based metrics (Bornmann and Marx 2015;
Mingers and Leydesdorff 2015; Szomszor et al. 2020). Furthermore, the success of Southeast Asian integration, particularly
through the ASEAN Economic Community (AEC), has created a more unified production base (V6lgyi and Lukacs 2014),
which may contribute to increased research productivity and citation impact in the region.

The Shanghai Ranking (Academic Ranking of World Universities), a prominent global university ranking, places
significant emphasis on the number of HCRs affiliated with an institution. While this indicator highlights the presence of
high-impact researchers, it has also been subject to criticism. Proponents argue that it encourages institutions to attract
and support high-impact researchers, thereby enhancing research excellence. Critics, however, warn that it may lead to an
overreliance on citation metrics, potentially distorting institutional research priorities (Abduh 2023; D. Docampo et al. 2015;
Domingo Docampo and Cram 2019). The increasing prominence of Asian universities in the Shanghai Ranking is partly due
to the growing number of HCRs affiliated with these institutions.

From the perspective of the Shanghai Ranking, the number of HCRs plays a crucial role in determining an institution’s
standing (Bornmann and Bauer, 2015). However, it is important to recognise that other factors, such as international
collaboration (Zanotto et al. 2016), and the overall research environment (Nemeth et al. 2023) also significantly influence
the position of higher education institutions in global ranking systems. Therefore, it is a key responsibility for university
management not only to attract top scholars, but also to nurture the future generation of HCRs. In this context, it becomes
essential to critically assess the reliance on HCRs and other citation-based indicators in evaluating research excellence.

The ongoing shift in the global distribution of HCRs carries important implications for international research
collaborations. As Asian countries gain prominence, collaborative networks may increasingly shift towards Hast-West
partnerships. While this shift could lead to new knowledge creation and innovation, it also raises questions about equitable
collaboration and the fair distribution of research benefits (Frenken et al. 2009; Jonkers and Tijssen 2008; Zanotto et al.
2016). Furthermore, the emergence of mega free trade agreements (mega-FTAs) in the Asia-Pacific region, particularly from
a Japanese perspective (Lukacs and Vélgyi 2018), may reshape trade and investment patterns, potentially influencing research
collaborations and knowledge flows.

5.1. Limitations and further research

This study, while providing a comprehensive overview of the distribution of Highly Cited Researchers (HCR),
has several limitations. First, the analysis is based on a specific dataset complied by Clarivate Analytics, which may not
fully represent all impactful researchers worldwide. Second, the study does not examine the specific research topics or
methodologies employed by HCRs across different regions and clusters. Future research could explore the publication
and citation portfolio of HCRs, as well as their contribution to the ranking positions of higher education institutions in
different regions. Additionally, it would be valuable to analyse the collaboration patterns of HCRs at the level of individual
researchers, including their institutional affiliations and co-authorship networks.
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6. Conclusions

The global research landscape is undergoing a significant transformation, with Asia emerging as a major force in
scientific production and impact. This study provides empirical evidence of this shift, highlighting the increasing presence
of Asian researchers among the world’s most highly cited. While North America and Europe continue to remain key players,
the rise of Asia underscores the need to re-evaluate reseatrch strategies and to place a greater emphasis on fostering equitable
and mutually beneficial international collaborations.
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Abstract

Purpose — This research examines the existence and extent of gender-based pricing inequalities within the Polish market,
emphasizing consumer awareness and perceptions of equity. By merging an objective price analysis with subjective consumer
assessments, the study provides a thorough understanding of how pricing differs between products aimed at men and women, and how
these variations affect consumer attitudes and behaviours.

Design/methodology/approach — The study utlized a dual methodology. Initally, a comparative price analysis was
performed for selected gender-specific products across categories such as personal care, clothing, and toys and accessories. Pricing
information was gathered from prominent Polish retail websites, comparing similar items for males and females in terms of unit price,
functionality, and brand. Subsequently, a survey involving 155 consumers evaluated their awareness of these pricing disparities and their
views on the fairness of such practices, as well as the influence on their purchasing choices.

Findings — The results indicate notable price discrepancies, with products targeted at women typically priced higher, despite
offering comparable features to those aimed at men. Survey results reveal that a majority of consumers regard these price differences
as unfair, which may result in alterations in purchasing behaviour, including a willingness to explore products marketed towards the
opposite gender to economize.

Originality — This study adds to the limited literature on gender-based pricing in Poland by combining market data with
consumer perspectives. The findings highlight the necessity for enhanced pricing transparency and lay the groundwork for additional
academic inquiry and policy discussions regarding gender-based pricing practices.

Keywords: attitudes, consumer, gender, pricing,

Paper type: Research Article

1. Introduction

In recent years, the concept of gender-based pricing, often referred to as the Pink Tax, has sparked increasing public
and academic interest. This phenomenon refers to the tendency for products targeted at women to be priced higher than
those aimed at men, despite having nearly identical functions, ingredients, or packaging (Grether, 2022, p. 1). The issue has
been widely discussed in the United States, where institutions such as the New York City Department of Consumer Affairs
have published influential reports revealing consistent and measurable pricing disparities. In contrast, research on this topic
in Poland remains limited, with only a handful of academic publications addressing the problem. This lack of systematic
investigation raises important questions about whether similar practices exist in the Polish market and how they are perceived
by consumers.

This study aims to fill that gap by examining the presence and extent of gender-based pricing in Poland. It focuses
on personal care product category, where such disparities have been previously observed, particularly in items such as razors,
shower gels, face creams, and fragrances. The purpose of the research is threefold: to determine whether gender-based
pricing is present in the Polish context, to analyse the scale of these differences through a comparative pricing analysis, and
to evaluate consumer awareness and attitudes toward these disparities.

To answer these questions, a two-stage mixed-method approach was adopted. The first stage consisted of a detailed
price comparison between men’s and women’s versions of similar products sold by major Polish retailers, both online and
in-store. The second stage involved a quantitative anonymous survey designed to capture consumer awareness, perceptions
of fairness, and behavioral responses. The survey, distributed both in-person and online, gathered responses from 155
participants, mostly women aged 18 to 24.

The topic’s relevance lies in its intersection between gender equality, consumer rights, and market ethics. Pricing
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disparities may not only reflect but also reinforce broader social inequalities. Understanding their existence and impact in the
Polish context is crucial for evaluating how seemingly neutral market mechanisms can reproduce systemic gender biases. To
the authors’” knowledge, this is one of the first empirical studies to examine gender-based pricing from the perspective of
Polish consumers. It addresses a notable gap in the literature by combining product-level price comparisons with consumer
perception analysis in a national context.

The paper is structured as follows: after presenting a review of relevant literature, the methodology used in both
stages of the study is discussed in detail. The results of the price comparison and the consumer survey are then presented
and analyzed. The final section provides a discussion of the findings in light of previous research and their implications,
followed by conclusions and recommendations for further study and possible policy intervention.

2. Literature Review

2.1. Pricing strategies in gender-specific product categories

In consumer behavior studies, awareness refers to a consumer’s ability to recognize, recall, or be conscious of a
product, brand, or marketing practice, including issues such as gender-based pricing differences (Lake, 2015; Biercewicz,
Wilodarczyk, Wiscicka-Fernando, 2024). Awareness reflects the extent to which consumers are informed about or notice
these discrepancies, which can influence their purchasing decisions (Brough, Isaac, 2022). In contrast, attitudes represent a
consumet’s overall evaluation or predisposition toward a particular object or issue, encompassing cognitive (beliefs), affective
(feelings), and behavioural (intentions to act) components (Fatah, Khan, 2016). In the context of gender-based pricing,
attitudes shape how consumers perceive and respond to pricing practices, potentially influencing their acceptance, resistance,
or advocacy for change. Comparable links between attitudes and behavioral choices can be found in other contexts as
well, for example in higher education, where Lukacs et al. (2023) demonstrated that students’ perceptions of scholarship
opportunities significantly atfect their mobility decisions.

Pricing strategies in gender-specific product categories show how companies adapt their pricing to fit the expectations
and needs of men and women (Moshary, Tuchman, Vajravelu, 2023). Products designed for different genders often come
with unique features or packaging and are also priced differently (Petersson Mclntyre, 2018). Businesses use these strategies
to not only meet consumer expectations but also to achieve their financial and marketing goals. This part will investigate
how these strategies work, what influences them, and how gender-based differences in design, marketing, and consumer
behavior play a role.

It is a common occurrence that businesses market products according to the gender of their customers. However,
to do this effectively, it is essential to understand differences between genders. Males and females would make different
purchasing decisions and respond inconsistent to various stimuli, however the core problem is that their needs and wants
would differ significantly (Manko, Jose, 2022). Studies display that men are more short-sighted and focus on meeting short-
term or urgent needs and wants, whereas women seck to fulfil long-term needs and desires (Kraft, Weber, 2012). Research
also shows that both genders differ in various areas, such as the usage of internet, online shopping, risk taking or customer
loyalty (Meyers-Levy, Loken, 2015, ). Studies indicate that even though men and women use the internet similarly, men use
it more intensively and are more likely to engage in online shopping (Hasan, 2010). Females value loyalty programs that
highlighted personalization that is not publicly visible, whereas males favor programs that highlight status. Women tend to
exhibit higher levels of brand sensitivity, whereas men display stronger materialistic values (Meyers-Levy & Loken, 2015;
Golik & Wasilczuk, 2025; Németh et al., 2023). These are only a few of the many documented differences. In light of this,
it is essential to deliver gender-appropriate marketing messages.

Gender-specific products are designed and marketed dissimilarly for men and women. These differences are often
based on societal norms and expectations (Febriyanti, Yuwono, 2023). For example, razors for women are often in light,
pink or floral packaging while products for man are in darker packaging. Other examples include facial moisturisers, where
products for women are typically light-colored with feminine patterns, while those for men are dark-colored with masculine
imagery or designs. The differences extend to product features: men’s products are often described as multifunctional,
for example, a three-in-one shower gel for body, face, and hair, whereas women’s products usually have a single primary
function but incorporate numerous attributes, such as a shower gel that is delicate, moisturising, and enhances skin radiance.
Packaging shapes also differ: women’s products are commonly presented in soft, rounded forms, such as oval bottles
without sharp edges, while men’s products tend to have boxier shapes with defined edges. Design variations may also involve
fragrances, ingredients, or added features that align with gender norms. For instance, body washes marketed to women often
include floral scents and moisturising components, while those for men might focus on energising or “cooling” effects.
Although these differences are sometimes minimal, they contribute to the perception of distinct product categories and
enable companies to apply differentiated pricing strategies (Petersson-Mclntyre, 2018).
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Marketing further reinforces these gendered perceptions (Blythe, 2013; Lake, 2015). Advertisements for women’s
products often emphasize beauty, elegance, and self-care, while marketing for men’s products focuses on practicality,
performance, and masculinity. This differentiation influences how consumers perceive the value of the products they
purchase. Marketing strategies for these products often rely on gender norms and societal expectations for both men and
women (Chua at al., 2022). Gender norms are rules and expectations that uphold the gender system (Cislaghi, Heise, 2020).
In other words, gender norms are societal expectations, behaviors, and roles that are traditionally associated with being male
or female. These norms influence how individuals are perceived, what is considered acceptable for each gender, and how
people engage with the world around them. For example, women’s products often align with norms of beauty and care, with
marketing for skincare and hygiene items emphasising aesthetics, self-care, and nourishment. In contrast, products for men
typically reflect expectations of power, strength, and functionality, and their marketing messages highlight these attributes.
Pricing strategies for gender-specific product categories focus on adjusting pricing according to the expectations, purchasing
patterns, and perceived value of various gender groupings. These tactics take advantage of discrepancies in marketing,
product design, and social standards, which frequently result in notable pricing differences between goods marketed to men
and women. When addressing this matter, it is worth referring to the research conducted by Foong and Gerber (2021), who
examined which pricing strategies are influenced by gender. Their findings indicated that cost-based pricing and value-based
pricing were the most affected.

Cost-based pricing involves pricing on the basis of the cost of a product or a service (Courcoubetis, Weber, 2003,
p. 164). While cost-based pricing is straightforward, it is important to note that the same base product (such as a razor
or shampoo) may incur minimal additional costs for gender-specific modifications, like different packaging or fragrances.
However, companies frequently charge a higher price spread on women’ products. For example, women’s razors, despite
having similar production costs to men’s razors, are often priced higher.

Value-based pricing is pricing dependent on either the value that a customer would receive from
a product or service or the value of one’s distinct attributes over competitors (Sammut-Bonnici, Channon, 2014, p. 2).
Gender-specific marketing plays a significant role in shaping this perceived value. For instance, women may perceive skincare
products tailored to their needs as more valuable due to branding that emphasizes sophistication or advanced formulas. In
contrast, men’s products often focus on efficiency or simplicity, resulting in different value perceptions and pricing points.

Gender norms not only shape how products are developed but also have a major influence on pricing strategies. One
notable impact is through the perceived value of products (Vigneron, Johnson, 2004; Mortelmans, 2005). Women are often
expected to invest more in beauty and self-care, which companies take advantage of by setting prices higher for products
marketed to them. These products, such as cosmetics or skincare, are often designed to emphasize luxury or sophistication,
which aligns with societal expectations for females and supposedly justifies a premium price point. On the other hand,
men’s products are closely tied to practicality and efficiency. This reflects an assumption that male consumers are more cost-
conscious, leading companies to price these products lower. For instance, a men’s razor might focus on functional qualities,
while a women’s razor with additional aesthetic touches like pastel colors or floral designs will often cost more, even when
their functionality is identical. These pricing strategies highligcht how deeply gender norms can drive perceived value and,
ultimately, how much consumers are willing to pay (Guittar et al., 2022).

In conclusion, pricing strategies in gender-specific product categories rely heavily on consumer perceptions, product
differentiation, and marketing tactics (Wiedmann, Hennings, Siebes, 2007). Companies design and market their products to
align with societal expectations, influencing how consumers perceive value and, ultimately, how much they are willing to pay.
While these strategies can be effective in driving sales, they also raise questions about fairness and equity, particularly when
the price differences are not fully justified by production costs or tangible benefits. Through understanding these strategies
and examining real-world examples, it becomes clear how deeply gender influences not only product design but also the
prices consumers pay.

2.2. The Pink Tax

A situation when a woman must pay more than a man to purchase a similar or even the same product is called the Pink
Tax (Grether, 2022). The term emerged from an observation of a trend of pricing higher, pink-colored products that were
typically marketed to women than similar or the same products for men (International Journal of Policy Sciences and Law,
2020). The phenomenon can be traced back to the early 20th century. Initially, it was mainly observed in general merchandise
such as clothing and personal care products; however, it soon expanded to a variety of sectors, including services (Harb,
2022). It is essential to note that the Pink Tax is not a real tax, and it does not generate profit for the government (Crawford,
2024).

The concept of the Pink Tax is intrinsically linked to the practice of gender marketing (Febriyanti, Yuwono, 2023).
The term Pink Tax is employed to denote the additional cost imposed on products marketed exclusively to women. This
may pertain to brand or product design, and it is not inherently limited to the color pink. Commonly, the same products of
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equal quality cost more for women than their equivalents for men (Lafferty, 2019).

The Pink Tax occurs in many areas; however, there are a few in which it is particularly visible. According to the New
York City Department of Consumer Affairs these include consecutively (de Blasio, Menin, 2015):

— toys and accessoties;
children’s clothing;
adult clothing;

— personal care products;

— senior/home care products.

In this study, the department of consumer affairs analyzed 5 industries, 24 stores, 91 brands, 35 product categories
and 794 products. The results were that women must pay more than men for similar or the same product, specifically:

— 7 percent more for toys and accessories;

— 4 percent more for clothing for children;

— 8 percent more for clothing for adults;

— 13 percent more for personal care products;

— 8 percent more for senior/home health care products.

The price discrimination was not displayed in only five of those thirty-five product categories. In general, the findings
indicate that women incur higher costs for female products in 42 percent of cases, compared to 18 percent of cases where
men face higher expenses.

However, not only products are subject to the Pink Tax. Rudin Center for Transportation conducted a study on
gender-priced discrimination in how the Pink Tax applies to public transportation in New York City (Kaufmann, Polack,
Campbell, 2018). It was strictly connected to safety problems in means of public transportation. The research displayed that
54 percent of female respondents have safety concerns, whereas male respondents displayed the concern in only 20 percent.
Overall, women are more likely to experience safety problems like harassment in public means of transport, which causes
them to change their clothes, behavior or choose a different mean of transport. The study found that the median extra cost
for women ranges from $26 to $50, whereas for men it is $0. The costs are related to choice of different transportation.
Apart from transportation, women were found to be charged more than men by hairdressers for a basic haircut, regardless
of the hair length and for the dry cleaning of shirts. Moreover, female hygiene products like pads or tampons are perceived
and taxed as a luxury product in USA.

In Poland, female menstrual cups were until recently considered a luxury good and, for this reason, were subject to a
23% Value Added Tax (VAT). The difference is that VAT generates profit for the government. According to the definition
of Kapferer, luxury goods are characterized by decent quality, high price, uniqueness, aesthetics, history of a brand, legacy,
and they are not necessary for survival (Bochanczyk-Kupka, 2014; Kapferer, 1997).

Menstrual cups are not unique or particulatly aesthetically appealing, most brands do not have a long-standing
history, and they are essential for those who menstruate. Therefore, these products do not fit the definition of luxury goods,
yet they were still taxed as such. Currently, it is fortunate that VAT in Poland applies equally to menstrual cups, pads, and
tampons. Nevertheless, there are discussions about lowering this rate from 5% to 3%, as these items are considered essential
personal hygiene products.

In Germany tampons are taxed 19 percent, which is notably more (Bochanczyk-Kupka, 2014). The Consumer
Advisory Center in Hamburg has been carrying out market inspections on gender-based pricing since 2015. Their most
recent study displayed that finally price of razors are more equal; however other products like shaving cream or perfume
differ in price by even 50 percent. The difference is significant, given that there are no additional production costs for these
products marketed to women.

In the United States this problem is being addressed. Legislative initiatives have been undertaken at both the federal
and state levels. Some of the initiatives are shown below.

Federal level:

1. In 2023, an act H.R.7828, known as Pink Tax Repeal was introduced. The act aims to forbid the sale of
similar product at different prices depending on the gender of consumer. The Pink Tax Repeal is currently in the process
of legislation (U.S. Congress, 2023).

11. In 2024, a project of an act which would oblige the USA State Treasury Department to conduct an analysis
of potential prejudice due to gender in the tariff system of the country. The aim is to identify and eliminate any inequalities
in taxing of imported products, which can influence pricing disparities in products for males and females (Safaya, 2024).

State level:

1. In the State of California in 2022 an Assembly Bill 1287 was adopted. The act forbids companies to use different prices
based solely on gender. The law aims to eliminate discriminating pricing practices (Downs, Norris, Gomez, 2024).

II. In New York in 2020 a law aiming to forbid differentiating prices for comparable products addressed to different sexes
was introduced. It was one of the first regulations of this kind, with the goal of protecting consumers from pricing
discrimination based on gender (Practical Law, 2020).
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In Poland, the phenomenon of the Pink Tax is not currently regulated by law. There are no concrete laws or regulations that
ban differentiating prices based on the gender of consumers. One measure that was implemented involved reducing the VAT
rate on pads and tampons from 8% to 5%, aiming to lower the financial burden associated with purchasing these products
(Cichocka-Bielicka, 2022). However, the issue of the Pink Tax and financial discrimination is increasingly being raised in
Poland, which may lead to further necessary actions

In conclusion, the Pink Tax is an existing and problematic phenomenon, which contributes to discrimination based
on gender (Essary, 2023). Women often incur higher costs for various products across multiple categories. Some legal
measures have been undertaken in the United States to address the problem; however, there is a lack of attention and
research on the phenomenon in Poland, even though the issue is also present there.

Studies on gender-based pricing in Poland are exceedingly difficult to find, despite evidence suggesting that such
disparities exist in the local market. Comprehensive research remains largely unavailable. One of the few in-depth discussions
provides a comparative analysis of the Polish and U.S. markets (Raczka-Chodykin, 2024). Raczka-Chodykin highlights the
presence of gender-based pricing but also points out the lack of robust empirical data, relying primarily on secondary
sources. Zulawinski (2017) analyzed price differences between products marketed to men and women, while noting the
challenges of direct comparison due to differences in composition and functionality. Kern (2023) also addressed the issue,
identifying a trend of higher prices for women’s products, though it too lacked concrete data focused on the Polish market.

Compared to the extensive international literature, especially in the United States, where studies such as the New
York City Department of Consumer Affairs report provide clear evidence of systematic price disparities (de Blasio, Menin,
2015), Poland remains under-researched in this area. This significant gap in Polish literature underscores the need for more
focused, empirical studies that examine not only the presence of gender-based pricing but also its root causes and impact on
consumer awareness and behavior.

3. Methodology

Empirical research on gender-based pricing in Poland remains scarce. Existing studies mostly offer descriptive or
secondary data analyses, highlighting a lack of robust, focused research (Raczka-Chodykin, 2024; Zutawinski, 2017; Kern,
2023). Compared to extensive international work, such as the U.S. reports revealing systematic price disparities, the Polish
market is underexplored, leaving significant gaps in understanding how gendered pricing manifests locally and its effects on
consumers.

Given these gaps in the literature and the lack of Polish-focused studies, the following research questions were posed
to guide this investigation:

— To what extent are Polish consumers aware of pricing differences between products marketed to men and women?

— How do consumers perceive the fairness or acceptability of such pricing practices?

— What are their attitudes toward gender-based pricing strategies?

— How does this awareness (or lack thereof) influence their purchasing decisions?

The empirical part of this research followed a two-part methodological approach: a comparative product price
analysis and a consumer survey. The aim was to identity whether pricing discrepancies exist between products marketed to
women and men in Poland and to assess consumer attitudes and awareness related to these differences.

The price analysis was conducted between April and May 2025 and focused on three product categories where
gender-based pricing is commonly discussed: personal care products, clothing, and toys/accessories. For each category,
comparable items aimed at different genders were selected - always matched by brand, packaging size, and function wherever
possible. This ensured comparability of prices across gendered versions of essentially identical products. Prices were collected
from leading Polish retail chains and online platforms. All prices are presented in Polish zloty (PLN). For the benefit of
international readers, the approximate exchange rates during the time of data collection were 1 EUR = 4.3 PLN and 1 USD
=~ 3.7 PLN.

The second part of the study consisted of a structured questionnaire distributed online. The survey included 23
questions and incorporated multiple item formats: closed-ended, open-ended, and Likert scale questions (mostly 5-point
scales). These were designed to evaluate consumer awareness, perceptions of fairness, emotional reactions, and behavioral
responses toward gender-specific pricing strategies.

Although internationally validated multi-item scales were not applied, the questionnaire was constructed based on
established survey techniques and aligned with the study’s objectives. A sample of 155 Polish consumers participated in the
survey. Convenience sampling was used due to accessibility constraints.
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The demographic characteristics of the sample are presented in Table 1.

Table 1: Demogtaphic characteristics of respondents

Category Group Number Percentage
Gender Female 116 74.8%
Male 31 20.0%
Other / non-binary 8 5.2%
Age 18-24 101 65.2%
25-34 22 14.2%
35-44 14 9.0%
45-54 8 5.2%
55+ 10 6.4%
Place of residence <10,000 inhabitants 29 18.7%
10,000-50,000 inhabitants 31 20.0%
50,001-100,000 inhabitants 27 17.4%
100,001-500,000 inhabitants 37 23.9%
>500,000 inhabitants 31 20.0%
Education Primary 2 1.3%
Lower secondary 1 0.6%
Basic vocational 3 1.9%
General secondary 57 36.8%
Technical/vocational secondary 20 12.9%
Post-secondary 24 15.5%
Higher (Bachelot’s/Engineer) 27 17.4%
Higher (Master’s or above) 19 12.3%
Other (e.g,, “high school diploma”) 2 1.2%
Average monthly net income < PLN 1,000 32 21.5%
PLN 1,000-2,999 35 23.5%
PLN 3,000-4,999 53 34.2%
PLN 5,000-6,999 22 14.8%
> PLN 7,000 7 4.7%

Source: own evaluation

The demographic profile of the survey participants shows that nearly 75% were women, with the majority aged
between 18 and 24. Respondents varied in terms of income level, education, and place of residence, which allowed for
a more nuanced analysis of how different socio-demographic factors may influence awareness, attitudes, and behaviors
related to gender-based pricing. The data obtained were analyzed using descriptive statistics, frequency distributions, and
cross-tabulations to examine patterns across gender and income groups. The study prioritized accessible descriptive methods
to reflect the exploratory nature of the research and the expectations of its target audience. Referring to further research
directions, more advanced statistical procedures such as the paired samples t-test are considered for comparing matched
product prices.

4. Results

4.1. Price Comparison Analysis

Personal care products are common chemical products that are used for a variety of purposes, for example cleaning
or beauty, including skin or hair care and perfumes. Research conducted by the New York City Department of Consumer
Affairs has shown that pricing disparity in this product category is the most visible, with 13 percent higher prices for women
in comparison to prices for men (de Blasio, Menin, 2015). Razors are frequently cited as prime examples of gender-based
price disparities, often serving as symbolic representations of the Pink Tax. Across various brands and retailers, women’s
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razors consistently carry a higher price tag than their male equivalents, despite possessing very similar functionality and
purpose (Table 2.)

Table 2: Pricing disparities in razors in Poland

Shop Brand Product for men Regular price  Product for women Regular price Price
in PLN in PLN difference in
PLN
Rossm Wilkinson WILKINSON 79,99 WILKINSON SWORD 109,99 30,00
OSSN S\ord SWORD Barber’s Style Intuition Rose Gold
Heb Wilkinson Wilkinson Sword 79,99 Wilkinson 109,99 30,00
ebe Sword Classic Premium Intuition Rose Gold
Wilki WILKINSON 4,99 WILKINSON SWORD My 8,99 4,00
Rossmann fson SWORD Xtreme 3 Intuition
Sword .
Sensitive
Wilkinson Wilkinson Sword 4,99 Wilkinson Sword 8,99 4,00
Hebe . Quattro For Women
Sword Xtreme3 Sensitive ..
Sensitive
. Gillette 6,99 Gillette 8,99 2,00
Hebe Gilette Blue 3 Venus
Rossmann Gilette GILLETTE Blue 3 6,99 grlrf‘le‘f;[TE VENUS 749 0,5

Source: own work on the basis of Rossmann https://www.rossmann.pl, and Hebe https://www.hebe.pl [access: 17.01.2025].

In all examined instances, razors designed for women exhibited elevated prices, with discrepancies ranging from 0.50
PLN to 30 PLN. For example, the Wilkinson Sword “Xtreme 3 Sensitive” razor for men is priced at 4.99 PLN, whereas the
“My Intuition” variant for women is available for 8.99 PLN. Likewise, the premium “Barbet’s Style” razor for men is 30 PLN
less expensive than the “Intuition Rose Gold” razor targeted at women. While the design or color of the razors may vary,
their fundamental functionality remains consistent. These pricing differences imply that aesthetic differentiation or targeted
marketing strategies can rationalize the higher costs associated with products aimed at female consumers. This serves as a
clear illustration of how gender-based pricing strategies are implemented even in commonplace hygiene products. Gender-
based price disparities are evident in personal care items, including shower gels. Akin to razors, women’s shower gels are
generally priced higher than those aimed at men (Table 3).

Table 3: Pricing disparities in shower gels in Poland.

Shop Brand Product for men Regular price Product for Regular price Price difference
in PLN women in PLN in PLN
Douglas Givenchy Gentleman 158,99 I’Interdit Shower 201,99 43,00
Shower Gel Gel
Notino Dior Sauvage Shower 210,30 Miss Dior Shower 231,40 21,10
Gel, 250 ml Gel, 175 ml
Notino Carolina Bad Boy Shower 224,00 Good Girl Shower 232,00 8,00
Herrera Gel Gel
Rossmann Nivea NIVEA MEN 15,99 NIVEA Cream 16,99 1,00
Protect & Care Care
Hebe Ziaja Ziaja Yego 9,49 Ziaja Mieta 8,99 0,5
Herbaciana

Source: own wotk on the basis of Rossmann: https://www.rossmann.pl, Hebe, https://wwwhebe.pl, Notino, https://www.notino.pl, and Douglas:
https://www.douglas.pl/pl [access: 18.02.2025].

Within drugstore brands, the differences in pricing are relatively small. For instance, Nivea’s men’s shower gel (Protect
& Care) is available for 15.99 PLN, whereas the women’s option (Cream Care) is priced at 16.99 PLN - merely 1 PLN more.
Conversely, in the case of Ziaja, alocal brand, the situation is reversed, with the women’s version (Mi¢ta Herbaciana) being 0.50
PLN less expensive than the men’s (Yego), indicating that not all pricing adheres to a uniform trend. Nevertheless, the most
pronounced price variations are observed in premium and luxury brands. At retailers such as Notino and Douglas, products
like Good Gitl (Carolina Herrera) and Miss Dior shower gels are consistently priced higher than their male counterparts, Bad
Boy and Sauvage, respectively. The price difference can be as much as 43 PLN in the case of Givenchy, where L’Interdit is
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significantly more expensive than Gentleman. Although these differences may be partially due to variations in formulation or
packaging, it is clear that branding and the perception of femininity often command a higher price. This further substantiates
the assertion that gender-based pricing disparities are prevalent across various product categories and market tiers.

Face creams exhibit some of the most consistent and significant pricing disparities based on gender across various
product categories. In almost every instance, products aimed at women are priced higher than those intended for men, even
though they are generally similar in volume (usually 50 ml) and frequently serve comparable purposes (Table 4.)

Table 4: Pricing disparities in face creams in Poland.

Shop Brand Product for men Regular Product for women Regular price  Price difference
price in PLN in PLN in PLN
Notino Rituals Rituals Homme 187,50 The Ritual of Namaste 229,00 41,50
anti-wrinkle cream, anti-wrinkle lifting
50 ml cream for the night,
50 ml
Rossmann  Bielenda BIELENDA 59,99 BIELENDA 79,99 20,00
Professional PROFESSIONAL PROFESSIONAL
Supreme Lab for Men Supreme Lab Hydra
Moisturizing cream-gel, Glow
soothing, 50 ml Oil-free, moistutizing
face cream with Glow
effect, 50 ml
Rossmann  Dermika DERMIKA 100% for 71,99 DERMIKA Maestria 89,99 18,00
MEN Anti-wrinkle face
Face cream, against cream, day and night
wrinkles and furrows, 50+, 50 ml
50+, day/night, 50 ml
Rossmann ~ Hagi HAGI Ahoy Captain! 54,99 HAGI Smart 69,99 15,00
Anti-wrinkle face Face cream, natural,
cream, 50 ml nourishing with retinol,
50 ml
Douglas Douglas Men Anti-aging Face 115,00 Skin Focus Anti-Age 129,00 14,00
Collection Cream Day Cream
Face cream, 50 ml Anti-Aging Care, 50 ml
Rossmann  Nivea NIVEA MEN Active 41,99 NIVEA Q10 51,99 10,00
Energy, 50 ml, Face cream, anti-
Energizing face cream wrinkle, moisturizing,
brightening, SPF 15, for
the day, 50 ml
Rossmann  AA AA MEN Active Care 31,99 AA 5 Repair Gold 39,99 8,00
Outdoor face cream, Treatment
SPF30, hypoallergenic, Rejuvenating, protective
50 ml face cream SPF30, 50
ml
Rossmann  AA AA MEN Advanced 24,99 AA 5 Repair Active 26,99 2,00
Care Lifting

Regenerating cream
for men, day and night,
intensive 50+, 50 ml
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ISANA ISANA MEN Ultra

Sensitive

ISANA Pure
Face cream,

Rossmann 17,49 17,99 0,50

Face cream, moisturizing, 50 ml
moisturizing, for men,
75 ml
Source: own work on the basis of Rossmann, https://www.rossmann.pl, Notino, https://www.notino.pl, and Douglas, https:/ /www.douglas.pl/pl
[access: 19.02.2025].

In drugstore brands like Bielenda, AA, Nivea, or Isana, the price differences vary from minimal (0.50 PLN in the case
of Isana) to substantial (20 PLN in the Bielenda Professional line). Particularly notable are cases such as Dermika, where
the cream designed for women is priced at 89.99 PLN, while the male equivalent costs 71.99 PLN, and Hagi, which exhibits
a price difference of 15 PLN. These discrepancies exist despite both products being targeted at the same demographic
and providing similar anti-aging or moisturizing properties. Premium brands reveal even more significant dispatities. For
instance, at Notino, the Rituals Homme cream is priced at 187.50 PLN, while the corresponding women’s product from the
same brand (The Ritual of Namaste) costs 229 PLN, resulting in a 41.50 PLN difference. Likewise, Douglas Collection lists
the women’s Skin Focus cream at 14 PLN more than the men’s anti-aging cream. Although one might contend that additional
ingredients, distinct packaging, or marketing expenses account for these variations, it is clear that gender alone can influence
pricing, This observation highlights the broader phenomenon of the Pink Tax, in which products marketed to women are
often more expensive despite having similar functions or formulations as those aimed at men. Fragrances exemplify one of
the most distinct categories where gender-based pricing inequalities are both prevalent and substantial. In every instance
across a range of brands and retailers, including high-end names such as Dior, Jean Paul Gaultier, Tom Ford, and Prada,
women’s fragrances are consistently priced higher per milliliter than those intended for men (Table 5.).

Table 5: Pricing disparities in fragrances in Poland.

Shop Brand Product for men Regular price for ~ Product for Regular price for Price
1 ml in PLN women 1 ml in PLN difference in
PLN
Douglas Tom Ford Tobacco Vanille 17,49 Lost Cherry 23,59 6,10
EDP 100 ml EDP 100 ml
Douglas Dolce & The One for Men 6,25 The One Gold 9,72 3,47
Gabbana Gold Intense 100 Intense 75 ml
ml
Notino Jean Paul Le Male Le Parfum 5,15 La Belle Le 8,30 3,15
Gaultier 125 ml Parfum 100 ml
Notino Givenchy Gentleman EDP 6,78 L’Interdit EDP 9,82 3,04
60 ml 50 ml
Notino Versace Eros EDP 50 ml 6,45 Bright Crystal 9,44 2,99
Parfum 50 ml
Douglas Paco 1 Million Parfum 6,55 Lady Million 8,50 1,95
Rabanne 100 ml EDP 80 ml
Sephora Prada Luna Rossa Ocean 10,18 Paradoxe EDP 11,98 1,80
EDP 50 ml 50 ml
Douglas Carolina Bad Boy Le Parfum 9,70 Good Girl EDP 11,26 1,56
Herrera 50 ml 50 ml
Douglas Valentino Born In Roma 7,09 Born In Roma 8,65 1,56
Uomo Intense Donna Intense
Uomo EDP 100 ml Donna EDP 100
ml
Douglas Guerlain L'Homme Idéal 6,89 Mon Guetlain 8,45 1,56
EDP 100 ml EDP 100 ml
Notino Dior Sauvage 5,39 Miss Dior 6,35 0,96
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Douglas Mugler A*Men A*MEN 7,78 Alien EDP 60 ml 8,70 0,92
FANTASM
EDP 50 ml
Douglas Giorgio Emporio Armani 5,85 Emporio Armani 6,49 0,64
Armani Stronger with you Because It’s You
EDP 100 ml

Source: own work on the basis of Douglas, https://www.douglas.pl/pl, Notino, https:/ /www.notino.pl, and Sephora, https:/ /www.sephora.pl
[access: 19.02.2025].

The price differences range from relatively minor (e.g., a gap of 0.64 PLN between Emporio Armani variants) to
substantial -Tom Ford’s Lost Cherry for women is priced at 23.59 PLN/ml, whereas Tobacco Vanille for men is priced at
17.49 PLN/ml, resulting in a disparity of 6.10 PLN per ml. Likewise, Jean Paul Gaultiet’s La Belle Le Parfum is 3.15 PLN/ml
more costly than Le Male Le Parfum, despite being a smaller bottle and having a similar fragrance concentration. Interestingly,
this pricing discrepancy is not limited to luxury brands. Even within mid-range designer fragrances, such as Paco Rabanne’s
Lady Million compared to 1 Million, or Versace’s Bright Crystal versus Eros, women’s perfumes are consistently more
expensive per unit. It is important to note that all products examined are Eau de Parfum (EDP), and the price comparison
is standardized per 1 ml to remove volume-related inconsistencies. These observations reinforce the broader trend noted in
other sectors. Gender-based pricing is significantly present in the fragrance industry, often lacking clear justification. Factors
such as marketing, packaging design, and perceived gendered value may affect pricing; however, the fundamental product
(perfume) essentially fulfils the same role for all consumers: providing scent and facilitating personal expression. This table
effectively demonstrates how gender-based pricing continues to exist even in premium and designer markets, highlighting
systemic inequalities in product valuation based on the intended demographic.

The analysis of pricing disparities in gender-based product categories has demonstrated that the phenomenon of
price discrimination, often referred to as the Pink Tax, is also present in the Polish market. While the scale of the issue
may not be as pronounced as in the United States, differences in pricing between products targeted at men and women
are observable. The analysis confirms that women often pay more for nearly identical products, despite similarities in
functionality, composition, or material quality.

Among personal care products, clear instances of higher pricing for women can be observed in razors, shower gels,
face creams, and fragrances. While certain brands, such as Yves Saint Laurent, Dove, Isana, and Vistula, maintain uniform
pricing across genders, many retailers continue to implement gender-based price variations.

4.2. Survey Results

The primary objective of this study was to assess the level of consumer awareness regarding the existence of gender-
based pricing disparities. As a result, the first question in the initial section of the survey, which addressed personal experiences
with price differentiation, asked respondents whether they had ever perceived any differences in products marketed towards
women compared to those aimed at men.A significant majority of respondents (85.2%) reported that they had observed
such differences, while 7.7% indicated that they had not noticed any distinctions, and 11 individuals, representing 7.1% of
the research group, found it challenging to ascertain whether they had noticed such differences (Figure 1).

= Yes
= No
Difficult to articulate

Figure 1: Consumer awareness of pricing disparities among products for men and women
Source: own elaboration.

Demographic factors such as age and gender were utilized to examine this issue, as they can considerably influence
the degree of awareness regarding this phenomenon.
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Table 6 presents all the responses from the participants categorized according to the aforementioned demographic
criteria.

Table 6: Consumer awareness towards pricing disparities among products for men and women by age and gender

Age Gender Noticed differences  Did not notice Hard to determine if they
in price differences in price noticed differences in price

18-24 years Woman 93% 4% 3%

18-24 years Man 90% 10% 0

18-24 years Non-binary/othet 100% 0 0

25-34 years Woman 91% 0 9%

25-34 years Man 75% 0 25%

25-34 years Non-binary/other 0 0 0

35-44 years Woman 2% 14% 14%

35-44 years Man 0 0 0

35-44 years Non-binary/other 0 0 0

45-54 years Woman 100% 0 0

45-54 years Man 100% 0 0

45-54 years Non-binary/other 0 0 0

55 and oldetr Woman 100% 0 0

55 and older Man 50% 50% 0

55 and older Non-binary/other 0 0 0

Source: own elaboration.

Theinformation provided in Table 6 reveals a significantlevel of awareness concerning gender-based pricinginequalities
among the majority of respondents, especially among women and younger demographics. Within the 18—24 age range, more
than 90% of both female and male participants acknowledged the existence of price discrepancies, with non-binary individuals
in the same category also demonstrating complete awareness (100%). This pattern of heightened awareness persists among
women aged 25-34 (91%) and 45-54 (100%), indicating that younger and middle-aged women are particularly attuned to
pricing inequalities. Conversely, there is some variation observed among male respondents in older age brackets. Specifically,
only 50% of men aged 55 and above reported being aware of such disparities, while the remaining half did not recognize any
differences. This sharply contrasts with their female counterparts in the same age group, all of whom (100%) acknowledged the
existence of price disparities. Additionally, among men aged 25-34, awareness declines to 75%, with a notable 25% expressing
uncertainty regarding their recognition of any differences, suggestingalevel of ambiguity or reduced engagement with the topic.
Awareness levels among women appear to remain consistently high across all age categories, whereas male awareness exhibits a
slight decrease as age increases. It is noteworthy that there is minimal to no data available for non-binary respondents in older
age groups, which may indicate their limited representation within the sample. In summary, the data indicates that awareness of
gender-based pricing is prevalent, particularly among women and younger consumers. These results reinforce the idea
that perceptions of pricing fairness are shaped by both gender and age, with women and younger individuals exhibiting a
heightened sensitivity to the Pink Tax phenomenon.

Afterwards, participants who recognized variations in pricing were requested to specify the categories of products or
services where they observed these discrepancies (Figure 2).

Cosmetics 0.7%

remember .
DO not remember r— G:GDU

Do not notice such differences
not ¢ v — 6%

Health Products

— 6955%
Tovs

0 3%

Clothing 11,9%

Services 60,9%

Personal Hygiene Products 78,1%

Figure 2: Product categories where participants observed vatiations in pricing,

Source: own elaboration.
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Participants who reported being aware of gender-based pricing discrepancies (151 individuals) were requested to
identify the product or service categories where they had noticed such differences. The findings indicate that the most
frequently recognized category was personal hygiene products, including items like razors and deodorants, mentioned by 118
individuals, which constitutes 78.1% of the total respondents. This significant percentage underscores the prevalent belief
that gendered pricing is particularly common in everyday personal care products. The second most commonly cited category
was services, with examples such as hairdressing and dry cleaning. These services were identified by 105 respondents, making
up 69.5%. This outcome implies that consumers often perceive discriminatory pricing practices not only in tangible goods but
also within service-oriented sectors. Clothing emerged as the third most acknowledged category, with 92 individuals (60.9%)
reporting that they had observed pricing differences between men’s and women’s apparel. This observation is consistent with
broader discussions in academic literature regarding the fashion industry and gender-specific pricing strategies.

In contrast, fewer respondents pointed to other product categories:
—  Toys were mentioned by 18 individuals (11.9%);
—  Healthcare products (such as pain relievers) by 14 individuals (9.3%);
— Cosmetics were reported only once (0.7%);
— 7 respondents (4.6%) said they could not recall the specific category;
— 10 participants (6.6%) reported that they had not noticed any pricing discrepancies whatsoever.

Opverall, the data indicate that consumers most often associate gender-based pricing with personal care and service-
related categories.

In the consequent question, participants rated how frequently do they consciously compare prices of products
for both women and men on a scale from 1 to 5, where 1 signifies ‘always’ and 5 denotes ‘never’. A significant portion of
respondents (32.7%) reported that they compare these very infrequently. Additionally, 24.2% of respondents expressed
uncertainty regarding whether they compare prices often or rarely. Furthermore, 18.3% of the responses pertained to the
exclusion of products aimed at women and men. A total of 26 respondents (17%) indicated that they frequently compare
this information, while 7.8% of participants stated that they are always aware of the prices of products intended for
women and men. In this instance, demographic factors such as gender and monthly net income were employed to conduct
a broader analysis of the question, as these elements can significantly influence the responses provided by the participants.
Table 7 illustrates the responses categorized by monthly net income and gender.

Table 7: Frequency of product price comparison for men and women by monthly net income and gender.

Monthly Net Income Gender 1 (always) 2 3 4 5 (never)

Less than 1000 PLN Woman 0 20% 25% 40% 15%

Less than 1000 PLN Man 0 0 0 67% 33%

Less than 1000 PLN Non-binary/ 0 40% 20% 40% 0
other

1000-2999 PLN Woman 17% 6% 47% 17% 13%

1000-2999 PLN Man 0 25% 25% 25% 25%

1000-2999 PLN Non-binary/ 0 0 0 100% 0
other

3000-4999 PLLN Woman 8% 15% 20% 35% 22%

3000-4999 PLN Man 0 0 0 64% 36%

3000-4999 PLN Non-binary/ 0 100% 0 0 0
other

5000-6999 PLN Woman 27% 6% 13% 27% 27%

5000-6999 PLN Man 0 33% 17% 33% 17%

5000-6999 PN Non-binary/ 0 100% 0 0 0
other

7000 PLN and more Woman 0 33% 67% 0 0

7000 PLN and more Man 0 50% 25% 0 25%

7000 PLN and more Non-binary/ 0 0 0 0 0
other

Source: own elaboration.
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Among women, there exists some variation based on income levels. For instance, those within the 5000-6999 PLN
income range exhibited the highest rate of consistently comparing prices (27%), whereas women earning 7000 PLN or more
predominantly displayed moderate comparison behavior (67% opted for option 3). Notably, no woman in the lowest income
category (<1000 PLN) indicated always comparing prices, despite the clear economic incentive to do so. Conversely, men
in nearly all income brackets tend to compare prices infrequently. For example, 67% of men earning less than 1000 PLN
selected option 4 (rarely), and 36% of men in the 3000-4999 PLN category chose ‘never’. None of the male participants
reported that they ‘always’ compare prices.

The non-binary/other category includes few participants but presents notable variation:

— at lower income levels, responses were more evenly distributed,;

— in the 1000-2999 PLN and 5000—6999 PLN brackets, 100% selected option 2, suggesting a higher likelthood of

price awareness;

— no responses were recorded in the highest income group.

The findings indicate that income by itself does not consistently forecast consumer behavior in relation to gendered
price comparisons; however, gender identity is a crucial factor. Women typically exhibit a higher level of involvement in price
comparisons, particularly within the middle-income ranges, whereas men seem to be less preoccupied or less cognizant of
the pricing differences associated with gendered products. This observation is consistent with previous studies that suggest
women are generally more sensitive to price variations and more observant of market disparities (Barnes, Brounstein, 2022).

The next section in the questionnaire investigated consumer perceptions regarding price disparities based on gender.
In the initial part of this section, participants were asked to rate, on a scale from 1 to 5—where 1 indicated very fair and 5
very unfair—their perceptions of the fairness of charging different prices for products marketed to women versus men.

The majority of respondents (45.8%) deemed this practice to be very unfair. Meanwhile, 26.8% considered it unfair,
and 17.6% rated it as neither unfair nor fair. Additionally, 17.2% viewed the pricing differences for products aimed at women
and men as fair, while 2.6% characterized this practice as very fair. Participants were then asked whether they believed
companies were transparent about the reasons for charging different prices for products marketed to women and men.
54.2% of the respondents indicated that they did not believe so, while 38.7% expressed uncertainty. Conversely, merely
7.1% of the respondents affirmed that companies were transparent concerning the discrepancies in pricing. These results
indicate a largely critical viewpoint among consumers regarding gender-based pricing disparities. The significant proportion
of participants who view these practices as unjust implies a prevalent feeling of inequality within the market. Then, the
influence of gender-related pricing disparities on brand trust among participants was analyzed. The findings are illustrated
in Figure 3.
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1,3%
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m Difficult to articulate
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Figure 3: Influence of gender-based pricing on trust for brand.
Source: own elaboration.

Figure 3 illustrates consumer perceptions regarding gender-based pricing and its effect on brand trust, derived
from 155 responses. A significant portion of respondents (46.5%) reported that recognizing these pricing discrepancies
diminishes their trust in brands. This indicates a pronounced negative attitude towards gendered pricing practices, suggesting
that many consumers consider them to be unjust or manipulative. In contrast, 28.4% expressed that such pricing does not
affect their trust, which may reflect a level of consumer detachment or desensitization to marketing tactics that involve price
differentiation based on gender. Interestingly, 23.9% found it challenging to assess the impact, which could indicate a lack
of awareness or ambivalence regarding the matter. Only a negligible percentage (around 1%) of respondents asserted that
gender-based price variations enhance their trust in brands, signifying that positive consumer reception of these practices is
nearly absent. These results imply that gender-based pricing not only risks alienating a substantial segment of consumers but
also poses a threat to brand credibility and consumer relationships, particularly among those who perceive such strategies
as discriminatory.Participants were also asked about their views on regulations that would prohibit price differentiation
based on gender, such as measures aimed at eliminating the Pink Tax. A significant 81.3% of those surveyed expressed their
support for such regulations. Conversely, 11% of respondents indicated they would not support these regulations, while
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7.7% remained uncertain. The substantial proportion of responses favoring regulations that would prevent the imposition
of varying prices for products aimed at women and men suggests that this issue is sufficiently concerning to motivate them
to pursue tangible changes.

The following section examines consumer attitudes towards the problem under study. Questions refer to the
three components of consumer attitude, i.e., cognitive, affective and behavioral. Participants were invited to express their
opinions on whether gender-based price differentiation constitutes a deliberate marketing strategy employed by companies.
A significant majority, 64.5%, asserted that this pricing approach is intentionally utilized by brands to target consumers
differently according to gender. This suggests that many consumers are aware of, and potentially critical toward, such gender-
based pricing strategies. Conversely, 11% of respondents did not perceive gender-based pricing as a conscious marketing
strategy, suggesting they regard it as either an inadvertent result or a by-product of other influences such as production
expenses or market demand. Furthermore, 24.5% of participants expressed uncertainty regarding the intentionality of this
practice, which reflects a degree of ambiguity or insufficient information on the topic. These results underscore a prevalent
consumer skepticism towards gender-based pricing, while also revealing that a considerable portion of the population
remains uncertain about the underlying motivations of companies in this context.

In response to the inquiry “To what extent do you concur with the assertion: ‘Gender-based price differentiation
reflects social bias rather than actual product differences’?”, participants articulated a diverse array of perspectives. Among
the 154 individuals surveyed, a substantial segment exhibited disagreement with the assertion. Specifically, 27.9% expressed
strong disagreement (option 1), while an additional 27.9% indicated disagreement (option 2), resulting in a cumulative
55.8% of respondents who do not perceive such pricing as predominantly influenced by social prejudice. In contrast, 25.3%
maintained a neutral stance (option 3), suggesting a significant degree of uncertainty or a balanced perspective on the matter.
On the other hand, only 9.1% expressed agreement (option 4), and 9.7% strongly agreed (option 5), indicating that fewer
than one-fifth (18.8%) of participants endorsed the notion that gender-based pricing is primarily a manifestation of societal
bias rather than authentic product disparities (Figure 4).
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Figure 4: Consumer perceptions of gender-based price discrimination as a reflection of social bias.
Source: Own elaboration.

These findings imply that, while a small yet noteworthy fraction views gender-based pricing as socially motivated,
the majority of respondents either dismiss this perspective or remain ambivalent, which may reflect a belief that alternative
factors (such as product characteristics or market demand) exert a more significant influence on pricing strategies.

Subsequently, participants were prompted to evaluate their understanding of the Pink Tax. The
responses indicated a diverse range of confidence levels concerning their awareness of this issue. Only
28.6% of participants reported feeling sufficiently informed to identify such products, suggesting that fewer
than one-third of the sample has a clear understanding of what gender-based pricing disparities entail.
A marginally larger group, comprising 33.1%, candidly acknowledged their lack of adequate knowledge in this domain,
implying that for numerous consumers, the notion of the Pink Tax may still be ambiguous or insufficiently examined. The
most substantial portion, 38.3%, chose the option ‘hard to say’, which underscores a considerable degree of uncertainty. This
response may indicate a general awareness of the issue, yet also reflects a lack of clarity regarding its practical implications
or the specific products it influences. In summary, these findings highlight the necessity for enhanced education and
transparency concerning the Pink Tax phenomenon, as a significant segment of consumers continues to be uncertain about
how to accurately identify or evaluate it.

To investigate consumer attitudes towards gender-specific pricing, participants were requested to estimate the average
price of shower gels for both genders. The open-ended replies were then examined and classified to discern patterns and
approximate averages. Respondents offered a diverse array of estimates for the cost of shower gel aimed at women. The
prices varied from as low as 3.99 PLN (often cited as a promotional or budget-friendly option) to as high as 45 PLN, with
the majority of estimates clustering between 10 PLN and 25 PLN.
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Average estimated price: 18.44 PLN.
1. Most common estimates: 15 PLN, 20 PLLN, 17 PLN.
II. Modal range: 15-20 PLN.

III. Outliers - a small number of respondents mentioned luxury or premium products exceeding 30 PLN (for
instance,40-45 PLN), which had a slightimpact on the average. Interestingly, some participants included remarks indicating
theirtendencyto purchase theleastexpensive products available, frequently during sales, with oneindividualnotingaprice of
3.99 PLN for 500 ml. These commentsimplyalevel of price sensitivity and adependence on promotional pricing strategies.

The estimated prices for men’s shower gel were generally lower and less varied than those for women’s
products. The estimates ranged from 3 PLN to 35 PLN, with most responses centered in the 10 PLN to 15 PLN range.

1. Average estimated price: 13.35 PLN.
II. Most common estimates: 10 PLLN, 15 PLLN.
11I. Modal range: 10—15 PLN.

Although a few responses indicated prices above 25 PLN (e.g., 30-35 PLN), these outliers were infrequent and did
not significantly affect the overall findings. Compared to the estimates for women’s shower gels, the price range for men’s
products was both narrower and lower. Similar to responses from women, some participants mentioned budget-conscious
shopping habits or promotional deals, with one noting the same low price of 3.99 PLN for 0.5 litres. These subjective
perceptions indicate that consumers are aware of the disparities in gendered pricing for common personal care items.
Furthermore, the results highlight the need for transparency and consistency in pricing strategies to maintain consumer trust.

The following questions relate to the segment examining the affective component. In response to the question, “How
do you feel when you notice that products aimed at women are priced higher than those intended for men?”, the predominant
reaction among participants was disappointment, reported by 46.5% of respondents. Furthermore, 18.7% expressed feelings
of anger, implying that a substantial majority (over 65%) experience distinctly negative emotions when faced with gender-
based price discrepancies. These responses likely arise from a sense of unfair treatment and frustration regarding perceived
systemic inequality. Simultaneously, 14.8% of participants reported feeling indifferent, while 11.6% acknowledged that
they do not notice such disparities at all, which may suggest either a lack of awareness or diminished sensitivity to price
differences. An additional 5.8% indicated that they find it challenging to articulate their feelings, demonstrating that not all
consumers possess a definitive emotional response to the matter. Only a small fraction (1.9%) voiced satisfaction, and one
participant selected ‘other’, characterizing their sentiment as disgust. These results reveal that gender-based pricing not only
influences consumer behavior but also provokes emotional responses that can adversely affect brand perception and trust.
For businesses, this highlights the necessity for more equitable and transparent pricing strategies to prevent alienating a
significant segment of their customer base.

The inquiry into the impact of gender-based pricing practices on consumers’ emotional connections with brands
vielded a variety of responses. A significant 36.8% of participants indicated that these pricing strategies adversely affect
their emotional ties to the brand, suggesting that these individuals experience feelings of alienation or dissatisfaction when
confronted with price discrimination based on gender. Conversely, 32.9% of respondents asserted that gender-based pricing
does not affect their emotional attachment to brands, indicating a degree of indifference or acceptance towards these pricing
variations. Additionally, a considerable 28.4% expressed difficulty in clearly assessing the influence of gendered pricing
on their sentiments towards brands, which may signify uncertainty or ambivalence regarding this matter. Notably, a small
fraction of 1.9% claimed that gender-based pricing positively impacts their emotional relationship with brands, suggesting
that a very limited group of consumers may view such practices as justified or even beneficial. These results highlight the
intricate emotional reactions provoked by gender-based pricing and emphasize its potential to undermine brand loyalty
among a significant portion of consumers. It appears that gender-based pricing adversely affects the emotional connection
with brands for a notable segment of consumers, while others remain indifferent or uncertain. This underscores the risks
that such practices pose to brand trust and loyalty, emphasizing the necessity for more transparent and equitable pricing
strategies.

Participants were asked about their level of agreement with the assertion: “Paying a higher price for a product aimed
at my gender is unjust,” utilizing a scale ranging from 1 (strongly agree) to 5 (strongly disagree). A significant portion of
the respondents demonstrated strong agreement, with 63.2% opting for option 1, which reflects a distinct perception of
unfairness concerning gender-targeted pricing. Moreover, 15.8% expressed some level of agreement (option 2), culminating
in nearly 80% of participants supporting the notion that gender-based pricing is inequitable. Neutral responses (option 3)
comprised 10.5%, while disagreement was minimal, with only 5.3% selecting options 4 or 5, respectively. These findings
indicate that a majority of consumers view gender-based price differences as unjust, underscoring the essential consumer
awareness regarding pricing fairness.
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The last section concerned the behavioral component of attitude. Participants were asked whether they had ever
refrained from purchasing a product due to gender-based price differences. A notable 35.7% of respondents confirmed
that they had avoided buying a product for this reason, indicating a tangible behavioral impact of gender-based pricing on
consumer decisions. Meanwhile, 34.4% reported that they had never refrained from a purchase due to such price disparities.
A significant portion, 29.9%, expressed uncertainty, suggesting some consumers may be unaware or unsure about the
influence of gendered pricing on their buying behavior. These findings highlight that gender-based pricing can directly affect
consumer purchasing choices for a substantial segment of the population.

Participants were also asked whether they would be willing to purchase products targeted at the opposite gender
to save money. A significant majority, 82.6%, expressed willingness to do so, indicating that economic incentives strongly
motivate consumers to overcome traditional gender preferences in product choice. In contrast, 12.9% of the respondents
expressed reluctance to participate in such actions, which may be attributed to factors such as brand loyalty, individual
preferences, or societal norms. A smaller fraction, 4.5%, remained indecisive. The pronounced willingness (82.6%) of
consumers to acquire products marketed towards the opposite gender for cost-saving purposes underscores the significant
impact that price variations can have on purchasing decisions. This observation implies that gender-based pricing not only
shapes consumer perceptions but may also encourage buyers to actively pursue alternatives, potentially jeopardizing brand
loyalty and traditional gender-focused marketing approaches.

A notable percentage of participants (41.3%) have actively communicated their views regarding gender-based pricing
disparities to friends, family, or through social media platforms. This suggests that the subject resonates with a significant
number of individuals and stimulates discussions, which may enhance social awareness and potentially shape public
perceptions regarding pricing equity. Nevertheless, nearly half of the participants (49%) have not engaged in conversations
about this issue, and almost 10% are uncertain if they have. This indicates that while the topic is pertinent to many, there
remains substantial opportunity to foster engagement and public dialogue concerning gender-based pricing, which could
result in more robust consumer advocacy and increased pressure on brands to implement fairer pricing strategies.

4. Discussion and Implications

The results of this study align with previous findings in the field of gender-based pricing, particularly in demonstrating
that consumers are not only aware of price disparities but also perceive them as unjust. The findings echo those of the New
York City Department of Consumer Affairs, which similarly highlighted how women pay more for comparable goods (de
Blasio, Menin, 2015). However, this study contributes new insights from a Polish consumer context, where such issues have
not been extensively explored.

The clear differences in perceived fairness and emotional responses, particularly among women and younger
respondents, support earlier observations, while also revealing growing resistance to traditional gendered marketing
strategies (Fatah, Khan, 2016; Moshary, Tuchman, Vajravelu, 2023). Interestingly, although awareness was relatively high,
detailed knowledge about the Pink Tax and its broader implications remained limited. This suggests a gap between passive
recognition and active engagement with the issue.

Another notable contribution is the behavioral impact observed in this study. The willingness of over 80% of
respondents to purchase opposite-gender products for financial reasons demonstrates how traditional gender marketing may
be increasingly ineffective. This trend, if it continues, may compel brands to reconsider product differentiation strategies.

While some results may reflect cultural or market-specific features of the Polish context, such as differing regulatory
frameworks or consumer habits, they align with global patterns, indicating that the challenge of gender-based pricing is
not limited to one geography. The widespread support for regulatory change (81.3%) further indicates that consumer
expectations may be shifting towards greater transparency and fairness.

The findings of this study have several important implications for both consumers and businesses operating in
the Polish market, as well as for public discourse surrounding pricing fairness. First and foremost, the identification of
pricing disparities between products targeted at women and those targeted at men, despite similarities in functionality and
composition, highlights the persistence of gendered marketing practices that may contribute to unequal economic treatment
of consumers based on gender.

For consumers, the results point to a need for increased awareness and critical examination of pricing strategies.
Many respondents demonstrated limited knowledge of these disparities, suggesting that such practices often go unnoticed
and unchallenged in everyday shopping experiences. This lack of awareness may lead consumers, particularly women, to pay
more for products that serve the same purpose as their male-marketed counterparts, often without realizing it. Encouraging
price literacy and fostering greater transparency in product labelling and packaging could empower consumers to make more
informed purchasing decisions.

For companies, the findings suggest that pricing strategies based on gendered branding may no longer be perceived
as neutral or acceptable by all customer groups. As consumer awareness grows and sensitivity to social equity increases,
businesses may face reputational risks if such practices are interpreted as exploitative. Brands that proactively ensure fair
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pricing across gender-targeted lines or adopt more inclusive, gender-neutral marketing may gain competitive advantage and
build stronger consumer trust.

From a broader societal perspective, these findings contribute to the ongoing conversation about gender equality in
economic life. While price differences in individual products may seem minor, their cumulative effect can reinforce existing
disparities in spending power and consumer autonomy. Addressing gender-based pricing may therefore form part of a wider
effort to promote fairness and accountability in market practices.

5. Conclusion

This study investigated the phenomenon of gender-based pricing within the Polish consumer market by combining
a comparative product price analysis with a consumer survey. It revealed that gender-based pricing is indeed present,
particularly in the category of personal care products, where items marketed towards women often had higher prices than
their male-targeted equivalents, despite similar composition and usage.

Through the survey, the research identified a high level of consumer awareness of this issue, especially among women
and younger respondents. However, while general awareness was common, detailed understanding of the mechanisms
behind the Pink Tax remained limited. Consumers overwhelmingly perceived gender-based pricing as unfair and unjustified,
with many associating it with marketing manipulation or structural gender inequality.

The emotional and behavioral consequences of this perception were significant. Many respondents reported negative
feelings such as disappointment or anger, and over one-third indicated that they had avoided purchasing a product due
to gendered price disparities. Moreover, a majority stated a willingness to purchase opposite-gender products if it meant
financial savings, highlighting how traditional gendered product marketing may be losing its effectiveness.

These findings have implications for businesses and policymakers alike. Brands that continue to rely on gendered
pricing may risk alienating increasingly aware and value-conscious consumers. From a policy perspective, the strong support
for regulation underscores public demand for fairer pricing practices. Future studies should continue to examine the long-
term impact of these pricing strategies on consumer trust, brand loyalty, and market performance - both in Poland and
internationally.
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Absztrakt

Cél — A tanulmany célja bemutatni, miként valhatnak az egyetemek a fenntarthaté fejlédés katalizatoraiva, kilonds tekintettel
a Széchenyi Istvan Egyetem (SZE) példajara. A kutatas az intézmény fenntarthatdsagi térekvéseinek és a fenntarthat6 fejlédési célokkal
(SDG-k) valé 6sszhangjanak feltérképezésére, valamint a fenntarthat6 egyetemi kornyezet kialakitasat elésegité tényezék és akadalyok
azonositasara iranyul.

Moédszertan — A vizsgalat esettanulmany-alapu megkézelitést alkalmaz. A fenntarthatésagi kezdeményezések értékelése az
oktatas, kutatas, infrastruktara, mikodés és érdekelt felek bevonasa mentén tortént, 6sszevetve azokat nemzetkézi j6 gyakorlatokkal és
a UI GreenMetric egyetemi rangsor indikatoraival.

Eredmények — A SZE atfogd és tobbdimenziés fenntarthatdsagi stratégiat dolgozott ki, amely magaban foglalja a minéségi
oktatast, a kdrnyezetvédelmi szempontokat, a karbonsemlegességi célokat és a partnerségeket. Mindazonaltal a fejlédés mellett tovabbra
is szamos kihivas akadalyozza a fenntarthat6sagi célok teljes kérd megvaldsitasat.

Eredetiség — A tanulmany egy holisztikus és mas intézmények altal is adaptilhaté keretrendszert kindl az egyetemi
fenntarthatdsagi stratégiak értékelésére és fejlesztésére. Azaltal, hogy az intézményi fejlédést a globalis fenntarthatd fejlédési célokkal
hangolja 6ssze, valamint részletes akadalyelemzést nyujt, konkrét és gyakorlatias javaslatokat fogalmaz meg azon egyetemek szamara,
amelyek erdsiteni kivanjak szerepiiket a fenntarthatdsagi atmenetben.

Kulcsszavak: fenntarthat6 egyetemi kornyezet, fenntarthaté fejlédési célok, innovacié, Széchenyi Istvan Egyetem

Abstract

Purpose — This study aims to demonstrate how universities can act as catalysts for sustainable development, with a particular
focus on Széchenyi Istvan University (SZE). It examines the alignment of the institution’s initiatives with the United Nations Sustainable
Development Goals (SDGs) and identifies both the drivers and barriers to creating a sustainable university environment.

Design/methodology/approach — A case study methodology is applied. The university’s sustainability initiatives are evaluated
across five dimensions: education, research, infrastructure, operations, and stakeholder engagement. These initiatives are benchmarked
against international best practices and indicators from the UI GreenMetric World University Rankings.

Findings — SZE has developed a comprehensive and multidimensional sustainability strategy encompassing quality education,
environmental protection, zero-carbon objectives, and partnerships. Despite these achievements, several challenges persist that may
hinder further progress.

Originality — The study introduces a holistic and adaptable framework for evaluating and improving university sustainability
strategies. By aligning institutional development with global SDGs and incorporating a detailed barrier analysis, it provides practical
recommendations for higher education institutions seeking to enhance their contribution to the sustainability transition.

Keywords: sustainable university environment, sustainable development goals, innovation, Széchenyi Istvan University
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1. Bevezetés

1.1. Fenntarthatosag

Az egyetemek egyediilalld szerepet tdltenck be a tarsadalomban, felel6sek a hallgaték szempontjainak javitasaért,
mint példaul a minéségi oktatashoz valé hozzatérés, a kérnyezeti és tarsadalmi fenntarthatosag iranti érzékenyités, a kutatasi
és innovacios lehetGségek biztositisa, valamint a j6vébeli munkaerdpiaci versenyképességiik ndvelése, a helyi k6zdsségek
tamogatasaért és a helyi vallalkozasok mutkodésének fejlesztéséért tudomanyos innovacioikkal. Az oktatasi és kutatasi
tevékenységek kiemelten tdimogatjak ezeket a folyamatokat. Napjainkban az egyik legfontosabb kdrnyezeti, tarsadalmi és
gazdasagi kérdés, hogy hogyan lehet fenntarthat6 j6v6t épiteni a kdvetkez6 generaciok szamara. Ez 1étfontossaga kihivas,
hiszen a szén-dioxid-intenziv (CO,-intenziv) technologidk tilhasznaldsa miatt torténelmi korban €liink. Ennek a gyakorlatnak
koszonhetSen az tveghazhatasu gazok kibocsatasa évrdl évre né, a biodiverzitds pedig dramaian csOkken. Eppen ezért
kornyezetliink szempontjabol 1ényeges, hogy az egyetemek vezeté szerepet jatsszanak azokban a kezdeményezésekben,
amelyekkel ezek a karos hatasok csékkenthetéek.

Ugyanakkor a fenntarthatésag Gsszetett fogalom, amelyet tobbféleképpen lehet meghatarozni. Az altalanos felfogas
szerint azonban a fenntarthatésiag a kornyezet, a méltanyossag és a gazdasig kozott egyensulyt jelenti. Az Hgyestlt
Nemzetek Szervezete (ENSZ) a kovetkez6 fenntarthatésag-fogalmat hatarozta meg: ,,A fenntarthato fejlédés olyan integralt
megkozelitéstigényel, amely a gazdasagi fejlédés mellett a kdrnyezeti szempontokat s figyelembe veszi. Az ENSZ Brundtland-
bizottsaga 1987-ben a fenntarthatésagot ugy hatarozta meg, hogy »a jelen szitkségleteinek kielégitése nem veszélyezteti a
jové generacidk képességét sajat szitkségleteik kielégitésére.« ” (Egyestlt Nemzetek Szervezete, a)

Az ENSZ 2015-ben 17 fenntarthato fejlédési célt (Sustainable Development Goals — SDG) hatarozott meg, amelyek
célja, hogy felhivijak a figyelmet a szegénység felszamolasat, a bolygonk védelmét, valamint a béke és a jolét biztositasat
célz6 intézkedések sziikségességére minden ember szamara 2030-ig (Egyestlt Nemzetek Szervezete, b). Az 1. abra ezen
célokat jeleniti meg, amelyek minden koérnyezetvéds, valamint fenntarthaté tevékenység alapjat képezik. Ez magaba
foglalja a fenntarthatésig kornyezeti, tarsadalmi és gazdasagi dimenzidinak arinyait. Az eréforrisok felelGs kezelésére és
felhasznaldsara utal, hogy hosszu tavon biztositsa az 6kologiai egyensulyt, a tarsadalmi igazsagossagot és a gazdasagi jolétet.
Azonban fenntarthatésagnak szamos osztalyozasa létezik, igy a kovetkez6kben a leggyakrabban hasznalt csoportositasokat

mutatom be.
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1.1.1. Kornyezeti fenntarthatosag

A biolégiai sokféleség fenntartdsara, a természeti eréforrasok megbrzésére és a kibocsatasok csékkentésére utal,
hogy egészséges kornyezetet biztositsunk a j6v6 generaciéi szamara (Theis & Tomkin, 2015). Ezen kévetelmények teljesitése
érdekében négy kulcsfontossagu cselekvési teriiletet hataroznak meg: az er6forrasok megérzése, a kornyezetszennyezés
megel6zése, az 6koszisztéma megdrzése és a hulladékesdkkentés. A tirsadalomnak a természeti er6forrasokat (példaul energia,
nyersanyagok ¢és viz) ugy kell felhasznalnia, hogy a lehetd legkisebbre csékkentse a pazarlast, valamint a kimertlést (McKinnon
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et al,, 2010). Ez a gyakorlat a tdlfogyasztas csokkentésével és a hatékony termelési rendszerek megfontolasaval kezd6dik.
Szamos kornyezetvédelmi jogszabaly célja az tiveghazhatasu gazok és a levegében 1évé szennyezé anyagok csOkkentése. A
legtobb tGveghazhatasu gaz kritikus kibocsatojaként azonositott két £6 iparag az energiatermelés és a kozlekedés. Ezért az
alacsony CO2-intenzitasu villamos energianak és az alacsony kibocsatasu jarmiveknek létfontossagu szerepet kell jatszaniuk
a szennyez6 anyagok életciklus-alapu csokkentésében. A kornyezetiinkkel szembeni felel6tlen beavatkozasok sziikségessé
teszik az Okoszisztémak (erddk, vizes él6helyek és 6ceanok) védelmét és helyreallitasat a biologiai sokféleség és az Gkologiai
egyensuly fenntartasa érdekében. Ez kulcsfontossagt az éhezés elkeriilése érdekében az alacsony fejlettségl régidkban, és
segit lassitani a globalis felmelegedés titemét. Végtl a hulladéktermelés minimalizalasa nemcsak kozvetlen pozitiv hatdsokkal
jar (példaul kevesebb hulladéklerakd), hanem jarulékos elényokkel is jar (példaul a szallitas alacsonyabb karbonlabnyoma és
a hulladékgazdalkodasi rendszerek alacsonyabb fogyasztasa). A hulladékcskkentés, az Gjrafelhasznalas és az Gjrahasznositas
révén a hulladékcsokkentés minden lehetSségét le lehet fedni. A bioldgiailag leboml6 hulladékok komposztalasa szintén
hozzéajarul a kommunalis hulladék csékkentéséhez. Ezen tilmenden a természetes tragyaként valo felhasznalds a névények
névekedését is tamogatja, amely a fotoszintézis révén tovabbi CO2 megkotéséhez vezet.

1.1.2. Gazdasagi fenntarthatosag

A fenntarthat6sag ezen aspektusa a hosszu tava gazdasagi névekedés és stabilitds elGsegitésére Gsszpontosit anélkiil,
hogy a kérnyezeti és tarsadalmi célokat veszélyeztetné (Baumgirtner & Quaas, 2010). Nem tudjuk a problémakat ugyanazzal a
hozzaallassal kikiisz6bolni, amelybdl a probléma eredt. Ezért a kutatas-fejlesztési és innovaciés (K+F+1) tevékenységeket az
iparag valamennyi szerepl6jének ki kell hasznalnia, hogy 4j technoldgiakat és szolgaltatasokat alkalmazzon a kbrnyezeti hatasuk
csokkentése érdekében. A kormanyzati 6sztonzéknek és az iparagi hozzajarulasoknak timogatniuk kell az egyetemeket és
a kutatéintézeteket, hogy ezt a folyamatot iranyitsak. A K+F-nek készonhet6 hatékonysag névekedésével egyenlStlenségek
keletkeznek, ezért a fenntarthatd gazdasagnak az egyenl6tlenségek csokkentésére is torekednie kell (Spangenberg, 2005).
Mindezen innovaciéknak a tarsadalmi mobilitas lehet&ségeinek javitasara kell 6sszpontositaniuk. A gazdasagi névekedéssel
parhuzamosan a gazdasagnak a kérnyezetbarat és alacsony széndioxid-kibocsatasu iparagak, termékek és szolgaltatasok
iranyaba sziikséges elmozdulnia. Ez amellett, hogy jelent6sen csokkenti a kérnyezeti terhelést, timogatja az 4j munkahelyek
teremtését. A korabban emlitett Gjrahasznositasi modszertan a hulladékot minimalizalé termékek és rendszerek tervezésével
kezdédik. A korforgasos gazdasag koncepcidja maximalizalja az er6forras-hatékonysagot, tovabba lehetévé teszi az anyagok
ujrafelhasznalasat vagy jrahasznositasat. Emellett kiemelet figyelmet kell forditani az egyes f6ldrészek és orszagok kilénb6z6
gazdasagi fejl6dési szintjére, megatrendjeire, valamint az Gjonnan kialakul6 kereskedelmi, befektetési egyiittmikodésekre
(Lukacs & Volgyi, 2018, 2021). A t6ke és befektetések aramldsa kozvetlen hatissal van a CO2-intenziv tevékenységek,
beruhazasok szamara és negativ kornyezeti hatasaikra.

1.1.3. Tarsadalmi fenntarthatosag

A fenntarthatésag egy olyan méltanyos tarsadalom megteremtésére is Osszpontosit, ahol mindenki ugyanolyan
hozzaféréssel rendelkezik az er6forrasokhoz és a jolét javitasanak lehetéségeihez (Orlitzky et. al., 2011). Mindenki megérdemli
a megfelel6 életszinvonalat, amely magaban foglalja az egészség és a jolét fenntarthatosagat. A stabil egészségligyi ellatas
biztositja a sikeres gazdasag erés hatterét. Az egészségligyi kiadasok és a munkatermelékenység, a személyi kiaddsok és a
GDP kozott jelentSs Gsszefiiggés van (Raghupathi & Raghupathi, 2011). A fejlett egészségiigyi rendszer, a tiszta kbrnyezet és
a biztonsagos lakhatas egyiitt biztositjak a fizikai és mentalis egészséget — ezek képezik az emberi jogok alapjat is. Napjainkban
a tarsadalmi fenntarthatosag kiemelt kiilldetése a kilonb6z6 nemd, faju, gazdasagi helyzetli vagy vallasi emberek hatranyos
megkiilonboztetésének megszintetése (Matten & Moon, 2004). Ez a jogi korlatokon tilmenden minden egyén egyenld
tamogatasat is jelenti. El6segitheti a tarsadalmi kohéziot, amely biztositja az emberekben a kiilonb6z6 csoportok szamara
biztonsagos kornyezetet jelenté kozosséghez tartozas érzését. A tarsadalmi fenntarthatésagnak nagy hangsulyt szitkséges
fektetnie a magas szinvonald és elérhet oktatasi rendszerekre. Ugyanis ez biztositja a j6v6 tarsadalmanak tudasat, és elGsegiti
a K+F tevékenységeket, valamint a miszaki és gazdasagi fejlédést.

1.1.4. Vezetes és intézmeényi fenntarthatosag

Az emlitett fenntarthatdsagi szempontok mindegyike fenntarthaté kormanyzati és intézményi rendszerrel valosithatd
meg, amely timogatja és érvényesiti a fenntarthatd gyakorlatokat (Niesten et al., 2017). Ennek a rendszernek fel kell ismernie
és el kell fogadnia minden olyan technikai és tudomanyos fejlesztést, amely csOkkenti tarsadalmunk kérnyezeti hatasat. A
legmodernebb technoldgiak adaptalasa rugalmassagot jelent az iranyelvek megalkotasaban és a fejlett ellen6rzési gyakotlatban
is. Minden helyzetben figyelembe kell venni az 6sszes rendelkezésre allo érdekelt fél véleményét a személyes érdekek és a
jogszabalyok biztonsaga érdekében (Vaughter et al., 2016). A partnerek kézott parbeszéd jelezheti az Gjabb innovacidkat,
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amelyek tamogathatjak a fenntarthat6sagi kihfvasokat. A felsGoktatas helyzete atalakuléban van, amely nagyban fligg az egyes
nemzetpolitikai stratégiaktol (Lukacs et. al., 2020) és kdzvetlen hatassal van a globalizacios folyamatokra. A déntéshozatalhoz
val6 egyenlS mértékd hozzajarulas az alkalmazott folyamatok atlathatésagat is jelenti, amely lehet6vé teszi az transzparens
kommunikaciét, az informaciékhoz valé hozzatérést és a veszélyre val6 id6ben térténd figyelmeztetést. Ezek a jogi korlatok
erésitik a korabban emlitett kdrnyezeti, gazdasagi és szocialisan fenntarthat6 gyakorlatokat.

Osszefoglalva, a fenntarthatdsig az eréforrasaink sziikséges mértéki felhasznalasara helyezi a hangsulyt, biztositva a
kornyezeti stabilitast. A megvaldsithaté gazdasagi névekedést szintén feliigyelni kell a fenntarthatdsagi szempontok alapjan,
mitobb az egyenlStlenségek megszintetésének elGsegitése azt jelenti, hogy mindenki ugyanolyan mértékben jut a javakhoz.
Végiil pedig mindezen térekvéseket egy szilard, de adaptiv jogrendszer kell, hogy timogassa.

Az elmilt években a tudomanyteriiletek hatarai jelentGsen megvaltoztak, és tartalmilag is atrendezédtek. Lényegében
4j tudomanyteriletek is kialakultak, az informatika, a digitalizacio, a mesterséges intelligencia és a nagysebességl halézatok
hatasa szinte minden szakmai és tudomanyos tertileten jelentés. Hasonloképpen, a kérnyezetvédelemmel kapesolatos névekvo
igények jelentGs paradigmavaltashoz vezettek, amely a vidékfejlesztés és az agrartudomany tertiletén is innovaciokat inditott
el. Az alternativ energiahordozok, a fenntarthat6 lizemanyagok és a kapcsol6dé anyagtechnolégiai kérdések egyre inkabb
el6térbe kertilnek. Tovabba a digitalis tarsadalmi struktirak és oktatdsi médszertanok evoluciés mérféldkShoz érkeztek. Ez
a diszciplinaris atrendez8dés kozvetlentl kihat az oktatasra, az innovacios célteriiletekre, a kutatasok, publikiciok inter- és
multidiszciplinaris jellegére, és igy a gazdasagi, valamint kulturalis igényekre, jovéképre. Az egyetem feladata, hogy minél
dinamikusabban adaptalédjon, hogy a kutatok — akik a jovét tervezik —, a hallgatok — akik azt épitik — és a vallalatok egyre
versenyképesebbek legyenck.

A tanulmdny kvalitativ iranyultsaga, az elemzés soran a Széchenyi Istvan Egyetem fenntarthatdsagi torekvéseit
vizsgaltuk kiilonb6z6 intézményi forrasok alapjan. Az elemzés soran figyelembe vettitk a stratégiai és fejlesztési terveket,
fenntarthatosagi jelentéseket, oktatasi és kutatasi programleirasokat, valamint a nemzetkdzi rangsorok értékelési szempontjait
és a belsG szabalyzatokat. A vizsgalat célja az volt, hogy feltarjuk, milyen médon jelennek meg a fenntarthatésagi célok az
intézményi mikoédésben, kilonos tekintettel az oktatas, kutatas, infrastruktira és tarsadalmi szerepvallalas teriileteire. Az
elemzés soran tematikus kodolast alkalmaztunk, amely lehet6vé tette a fenntarthatésagi célok mentén torténd strukturalt
értelmezést, és biztositotta az Osszehasonlithatésagot a nemzetkézi j6 gyakorlatokkal. A médszertani megkozelités célja
nemcsak az atlathatosag névelése volt, hanem az is, hogy mas felsoktatasi intézmények szamara is adaptalhaté legyen az
értékelési keret, hozzajarulva ezzel a hazai felsGoktatas fenntarthatdsagi stratégiainak fejlédéséhez.

2. Fenntarthatésag a Széchenyi Istvan Egyetemen

2.1. Stratégiai terv és kapcsolodds a fenntarthatésdaghoz

A SZE 10 éves Intézményftejlesztési Terve bemutatja, hogy mely allomdsok jatszanak majd kulcsszerepet az egyetem éle-
tében (Széchenyi Istvan Egyetem, 2021). Az egyetem meglévé értékeire alapozva, az alabbi értékek hozzaadasaval biz-
tosithat6 a fenntarthatd és versenyképes egyetem kialakulasa. Ezen 1épések fenntarthatésaghoz valé kapesolédasat az 1.
tablazatban fellelhet6 fenntarthaté fejlédési célokhoz (SDG-k) térténd hozzarendelés mutatja be.
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1.tablazat: A SZE stratégiai pontjai és a fenntarthaté fejlédési célok (SGD-k) kdzdtti kapcsolodasok
Kiemeltek pontok

4 QuALITY 1 RESPONSIBLE PARINERSHIPS
EDUCATION CONSUMPTION FDR THE GOALS
AND PRODUCTION

Design programok elinditasa 1 m @

DECENT WORK AND INDUSTRY, INNOVATION 11 SUSTAINABLE GITIES
ECONOMIC GROWTH AND INFRASTRUCTURE AND COMMUNITIES

Science Park 1. fazis & E
i Al
[ [:2[=2]53]

1 NO GOOD HEALTH GENDER DECENT WORK AND
POVERTY AND WELL-BEING EQUALITY ECONOMIC GROWTH

o

Teljesitményértékelésen alapuld bérrendszer

1 5

SMART FARM
quALTY ) ey monros BfESHREEE
EDUCATION 9 Noveessrcnze 11 ihacomues
MI-programok inditisa I!ﬂ i
QUALITY 17 Prmesiars
EDUCATION FOR THE GOALS
Projektalapu oktatis és tehetséggondozis U i

DECENT WORK AND 9 INDUSTRY, INNOVATION 11 SUSTAINABLE CITIES
ECONOMIC GROWTH ANDINFRASTRUCTURE AND COMMUNITIES

Science Park 2. fazis

QUALITY GOOD HEALTH 17 PARTNERSHIPS
EDUGATION AND WELL BEING FORTHE GOALS

Egészségtudomanyi Doktori Iskola A /\ @

gllllJS'Iﬂ.NNUVATIUH 13 GLIMATE
ANDINFRASTRUCTURE ACTION

Teljesen digitalis adminisztracié & @

9 INDUSTRY, INNOVATION 11 SUSTAINABLE CITIES: 17 PARTNERSHIPS
AND INFRASTRUCTURE AND COMMUNITIES FORTHE GOALS

Startup-modell bevezetése minden hallgaté szamara & E @
N
noEE

Forras: Egyesilt Nemzetek Szervezete, b.

2.2. Felsooktatas

Az egyetem alapveté szerepeként az oktatastis at kell itatni fenntarthat6 tantervi elemekkel. Az egyetemi oktatis magaban
foglalja a krnyezeti és fenntarthatdsagi elvek megértésének kiszélesitését. Az oktatasi anyagok kidolgozasa soran az oktatok
és kutatdk figyelembe veszik a fenntarthatésagi szempontokat. Az oktatasi és képzési tevékenységekkel Ssszefiiggésben a
fenntarthatdsag elsésorban azt jelenti, hogy a meglévé programokban fokozzdk és fejlesszék a kérnyezetvédelmi hangsulyt,
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és 4j programok tervezésekor is beépitésre kertiljenck ezen szempontok. A SZE ennek érdekében a Koérnyezetvédelem és a
Kérnyezetelemzés alapjai tantargyakat szamos képzésben kotelezb vagy valaszthaté tartarggya tette, lehet6vé téve a hallgatok
szamara, hogy kdzvetlentll hozzaférjenek a legfontosabb kérnyezeti kihivasokkal és a lehetséges megoldasokkal kapcsolatos
naprakész informacidkhoz. Az egyetem tovabba a kévetkezS fenntarthatdsagi és koérnyezetvédelem-kozponta képzési
programokat vezette be: kérnyezetmérnoki BSc; mezSgazdasagi vizgazdalkodasi mérnéki MSc; regionalis és kdrnyezeti
gazdasagtan MSc; kornyezetgazdalkodasi agrarmérnoki MSc; 6kologiai gazdalkodd szakiranyd tovabbképzés; energetikai
veszteségteltar6 auditor szakiranyd tovabbképzés.

2.3. Kutatas, fejlesztés, innovdcio

A Széchenyi Istvan Egyetem a kutatasban és a kutatasi témak kivalasztasaban nagy hangsulyt fektet a fenntarthatésagra,
a jelenlegi kutatasi, fejlesztési és innovacios stratégiaban kiemelten kezeli azt. Ennek egyik megnyilvanulasa az elmult
években kialakitott jelentés kutatasi infrastruktira és kutatéi bazis, amely szamos fenntarthatésaggal kapcsolatos kutatasi
kezdeményezésnek adott teret. Az ebbdl szarmazo6 kutatasi eredmények egyre nagyobb elismertségnek 6rvendenek mind
Magyarorszagon, mind nemzetkdzi szinten.

Az egyetem szamos fenntarthatosagi célu K+F+1 tevékenységet folytat, a kévetkez6 kulesfontossaga tertiletekre
koncentralva:  korforgasos gazdasag; az éghajlatvaltozas mérséklése és az ahhoz val6é alkalmazkodas, valamint az
éghajlatk6zpontd  stratégiai tervezés; dekarbonizacié és az intelligens kozlekedési rendszerek kutatisa/fejlesztése;
mezOgazdasagi érzékel6halozatok fejlesztése; autondm robotok és jarmdiranyitas fejlesztése; digitalis gazdasag, megosztason
alapul6 gazdasag; dronok és pilota nélkiili repiilgépek fejlesztése; kérnyezetvédelmi oktatas és tudatossagnovelés; ESG-
kompetencidk fejlesztése; geotechnikai numerikus modellezési eljarasok az épitészetben és az épitGiparban; életciklus-
elemzés és mesterséges intelligencia-alapi kérnyezetvédelmi indikatorrendszerek fejlesztése; 4j, megijuld technologiak és
szerkezetek; precizios mezbgazdasag és SMART Farm; a hidrogénalapu gazdasagra valo attérés.

2.4. Infrastruktura-fejlesztés

Az egyetem elsédleges fenntarthatésagi stratégiai célja, hogy a leheté legkornyezetkimélébben mukédjon. Ez
magaban foglalja az ingatlanportfolié felujitasat a fenntarthatésag, az éghajlatvédelem és a tarsadalmi felel6sségvallalas szem
elott tartasaval. Az elmalt évtizedben az egyetem atfogo fejlesztési programot hajtott végre, amely nemcsak 4j létesitmények
épitését, hanem a kollégiumok és a gy6ri campus f6épuletének energiatakarékos feltjitasat is magaban foglalja. A feldjitasok
célja az ingatlanok héveszteségének minimalizalasa, az épuletszerkezetek szigetelése és korszerisitése, élettartamuk
meghosszabbitisa, valamint a megijulé energiaforrasok hasznalatanak ndvelése. A homlokzati atalakitisok és energetikai
beruhazasok soran jellemz6en megijuld energiatermelést (napelemek) valésitanak meg, amennyiben az megvalésithato.
Ennek eredményeként Gyérben és Mosonmagyarévaron tobb mint tiz épiiletben tortént energetikai fejlesztés, beleértve a
megtjul6 energia hasznositasat is. Osszesen kézel 1000 kW napelemet telepitettek, ami az egyetem teljes villamosenergia-
fogyasztisinak jelentSs részét teszi ki, és jelent6sen csékkenti az intézmény CO,-kibocsatasit. Emellett 76 napkollektor
tamogatja a melegviz-ellatast.

Az energetikai fejlesztések mellett az egyetem vezetése minden jelentés beruhazasnal és épitkezésnél kovetkezetesen
el6térbe helyezi a zoldfelleti aranyt. Folyamatosan bévitik és fejlesztik a zoldfeluleteket, és tobb éptiletre is telepitettek olyan
innovativ megoldasokat, mint példaul a z6ldtetSk, amelyek segitenek csékkenteni a héveszteséget és novelik az abszorpcids
kapacitast. E teriiletek kialakitasa soran az intézmény a biodiverzitis tiamogatasa érdekében az 6shonos névényfajokat és a
tajba ill6 Osszetételeket helyezi el6térbe.

3. A fenntarthaté intézkedések kihivasai

3.1. A fenntarthatosag helyzete a felséoktatasban

Mivel a fenntarthaté fejlédés az egyik legsiirgetébb kérdéssé valik tarsadalmunkban, az egyetemeknek minden
tevékenységiikkel az élen kell jarniuk a folyamatban.
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Fonseca és munkatarsai atfogo attekintést készitettek a fenntarthatosagi jelentések helyzetérél hét kanadai egyeteme
(Fonseca et al., 2011). Elemzésiikbdl kiderill, hogy a legtobb jelentés tartalmaz részleteket a z6ld épiiletekrdl és a beszerzési
folyamatokrol, de a kevésbé beépitett témak kozé tartoznak az emberi jogok és a tarsadalmi kérdések (2. abra).

Z6ld épliletek és beruhazas
Kornyezeti teljesitmény
Szervezeti felépités érianyitds
Jelentési megkdzelités
Tarsadalmi teljesitmény
Tanterv és oktatds
Gazdasagi teljesitmény
Emberi jogi kérdések

Tarsadalmi Ugyek

] | | |
0 10 20 30 40 50 60 80
Szazalék

2. d@bra: A fenntarthatésagi jelentések altal érintett kategoriak atlagos szazalékos aranya a teljes mintiban. Forras: Fonseca et al., 2011.

Ezen adatok alapjan megallapithatjuk, hogy a fenntarthatésaggal kapcsolatos kornyezetvédelmi kérdések a legtobb
egyetem szamara felmeriilnek. Ezt koveti a vezetéssel és az adminisztracioval kapcsolatos tartalom. Az oktatas és a kutatas
a kézépmezényben helyezkedik el; ekézben az emberi jogokkal és a tarsadalommal kapcsolatos kérdések a legritkabban
targyaltak a vizsgalt egyetemi fenntarthatosagi jelentésekben.

Zamora-Polo és Sanchez-Martin tanulmanyaban azt vizsgalta, miként lehet a fenntarthatdsagot a felsGoktatasban
tanitani (Zamora-Polo & Sanchez-Martin, 2019). Megallapitottak, hogy a hallgatoknak a tetraéder kézéppontjaban kell
allniuk. Koncepcidjuk alapjan a hallgatok kompetenciait, az oktataismoddszertant, az oktatokat és az egyittmuikodéseket
tekinti keretrendszeriik tovabbi 6sszetevSinek, amelyek biztositjak a fenntarthatosag tanitasat az SDG-modszertan beépitését
figyelembe véve.

3.2. Az egyetemek fenntarthato tevékenységeinek értékelése

Amint azt korabban hangsulyoztuk, az egyetemeknek egyedilallé szereptik van az allampolgarok kérnyezetvédelmi
szempontbdl tudatos magatartdasanak kialakitasiban. Az egyetemek egyik kritikus szerepe a j6v6 vezetbinek képzése. Ebbél
a szempontbdl a tantervbe integralt, gyakorlatorientalt fenntarthatésag j6 gyakorlat a jovébeni szakmai ipari déntések
biztositdsahoz. A fenntarthatésag értelmezése nemcsak a kornyezetvédelmi szempontbdl tudatos, hanem a tarsadalmi
(esélyegyenlbség, nemek kozotti egyenléség) tevékenységeket és a megvaldsithaté intézményfejlesztési tervezést is magaban
foglalja. Felmeril a kérdés, hogyan lehet mérhet6 a fenntarthatésag az egyetemeken.

Shriberg kilonb6z6 intézménykozi fenntarthatosagi értékelési eszkozoket elemzett, Osszehasonlitva azok erdsségeit
¢és gyengeségeit (Shriberg, 2002). Kiemelte, hogy azok kiemelten hozzajarulhatnak a vezetéi déntéshozatalhoz. Bar az
intézmények Osszehasonlithatésaga a vizsgalt eszkozokkel nem lehetséges, széleskort felhasznalasuk és fejlesztésiik
jelentésen hozzajarul alkalmazhatésigukhoz. A University of Indonesia példaul bevezette az Ul GreenMetric World
University Rankinget, amely az egyetemeket a z0ld campus és a kornyezeti fenntarthatosag alapjan rangsorolja (Suwartha &
Sari, 2013). A hollandiai Wageningen University & Research 2022-ben e rangsorolasi médszertan szerint a legfenntarthatébb
egyetem volt (Ul GreenMetric, 2022). Puertas és Marti az Ul GreenMetrcis valtozokon alapul6, Data Envelopment Analysis-t
(DEA) alkalmazé alternativ indexet javasol, amelynek eredményeként az egyetemek rangsorat a fenntarthatésaghoz vald
hozzajarulasuk alapjan allitjak fel (Puertas & Marti, 2019).
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A vizsgalt 719, az Ul GreenMetrics daltal értékelt egyetemet négy szintre csoportositottdk a Ward-modszer alapjan (2.
tablazat).
2.tablazat: Az egyetemek klaszterek szerinti megoszlasa.

Magas fenntarthat6sagi szint 84 egyetem (12%)

Kézepesen magas fenntarthat6sagi szint 174 egyetem (24%)
Kézepesen alacsony fenntarthatésagi szint 345 egyetem (48%)
Alacsony fenntarthatésagi szint 116 egyetem (16%)

Forras: Ul GreenMetric World University Rankings, 2022,

A 3. abran lathaté a Ul GreenMetrice részletes bemutatasara, mely a rangsorolasi rendszer altal alkalmazott hat
indikatorkategoriat és azok fenntarthatésagi fejlédési célokkal vald kapesolatat mutatja be.

Waste (WS) Water (WR) Transportation (TR)

3mun. 12 s
HEEE

Energy and Climate Change (EC)

Education (ED) Metl’lc

3?-':1‘1'- Af.ti). 5('1:.‘;.
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%

Forras: Ul GreenMetric World University Rankings, 2022.

Amint lathat6, a GreenMetrics valamennyi fenntarthatosagi fejlédési célt legalabb egyszer lefedi. Ezen kategoridkat
a rangsorolasi folyamatuk soran értékelik, és kiilonbozE sulyozassal veszik figyelembe a 3. tablazatban bemutatott médon.

3.tablazat: A rangsorolasban hasznalt kategoriak és sulyozasuk.

Nem Kategoria Az Osszes pont szazalékos aranya (%)
1 Helyszin és infrastruktira (SI) 15
2 Energia és éghajlatvaltozas (EC) 21
3 Hulladék (WS) 18
4 Viz (WR) 10
5 Kozlekedés (TR) 18
6 Oktatas és kutatas (ED) 18
OSSZESEN 100

Forras: UI GreenMetric World University Rankings, 2022.

Van Weenen szerint az egyetemeknek harom altalanos moédja van arra, hogy beavatkozzanak a fenntarthaté fejlédésbe
(van Weenen, 2000). El6szor is, természetikbdl adéddan evolucidés megkdzelitést jatszanak. Masodszor, rendelkeznek
a sziikséges szakértGkkel és tudomanyagakkal. Végtl uttéré megkozelitésitk biztositja a fenntarthatd tevékenységek
megvalositasat egy 0j szervezeti kontextuson keresztll. Batalla és Sanchez kiemelik az egyetemi fenntarthatésagi stakeholder-
ck szitkségességét (Batalla & Sanchez, 20106), helyet kell foglalniuk a fenntarthaté fejlédési tevékenységek tervezésében.
Részvételik révén lehetséges az egyetem és a régio fenntarthatd tevékenységének szintézise. Velazquez és szerzétarsai
tamogatjak azt a hozzaallast, hogy a fenntarthatésag megvalositisa az egyetemek folyamatos fejlesztését jelenti kérnyezeti,
tarsadalmi és gazdasagi szempontbdl (Velazquez et al., 2006). A fenntarthatosag felé vald atmenet titemét illetGen Lozano a
kis Iépések fontossagat hangsilyozza, amelyek lehet6vé teszik a folyamatos fejlédést (Lozano, 20006).
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3.3. A fenntarthatosag akadalyai

Szamos akadaly meggatolja az egyetemek fenntarthaté munkamodellre valo attérését. Avila szerzétarsaival
azonositotta a fenntarthatésag és az innovicio kozotti kapesolatokat az egyetemeken (Avila et al., 2017). Vizsgiltik tovabba
az innovacié és a fenntarthatésiag akadalyait vilagszerte a felsGoktatdsi agazatban (Avila et al.,, 2019). Megallapitottak,
hogy a fé akadilyok a tervezés és a fokusz, a kornyezetvédelmi bizpttség, az intézkedések alkalmgzhatéségénak és
folyamatossaganak hianya, valamint a valtozassal szembeni ellenallas. Ertékeléstk alapjan Afrika és Oceania érte el a
legmagasabb pontszamot a rangsorban. A szazad elején Dahle és Neumayer a felsGoktatasi intézmények zolditési 1épéseit
vizsgalta (Dahle & Neumayer, 2001). Megallapitottak, hogy a koltségvetési korlatok a legjelentésebb akadalyok, amelyek
akadalyozzak az egyetemi kézdsségek kornyezettudatossagat. Elliott és Wright a hallgatok szemsz6gébdl kozelitette meg a
kérdést (Elliott & Wright, 2013). A kanadai egyetemek 27 hallgatéi 6nkormanyzatanak elndkeinek bevonasaval azonositottak
a pénzligyi keretrendszert, mint a fenntarthatosag akadalyat és Osztonzojét. A szerzOk hangsilyoztik a hallgatok jelentSs
¢rdekelt szerepét a fenntarthatsag timogatisiban. Avila szerzGtarsaival atfogoan attekintette a fenntarthat6sig akadalyaival
foglalkoz6 szakirodalmat a felsGoktatasi szegmensben (Avila et al., 2017). Kiemelik, hogy e tirgyak t6bbsége ismert, de nem
foglalkoznak velik. A kévetkez6kben olyan tudomanyos eredményeket keriiltek kiemelésre, amelyek a fenntarthatosag és az
innovaci6 legfontosabb akadalyait tartalmazzak a vizsgalt régidk egyetemein. Waas és munkatarsai megvizsgaltak a témaval
kapcsolatos kortars szakirodalmat, és meghataroztik a fenntarthatésag legtontosabb akadalyait a flamand felsGoktatasi
rendszerben (Waas et al., 2013):

— afenntarthaté fejlédés diverzitasa;

— atanterveknek a koltségvetési igényekkel kapcsolatos valtozasai;

— afenntarthaté fejlédéssel kapcsolatos félreértések;

— (pénzugyi) forrasok hianya és bizonytalansig a fenntarthatésiggal kapcsolatos eréfeszitésekkel/forrasokkal kap-
csolatban;

— fenntarthatésaggal és annak kovetkezményeivel kapcsolatos tudatossag, k6z6s megértés és ismeretek hianya;

— fenntarthatésagi iranyelvek megvaltoztatasara iranyuld koordinacié és jovékép hianya;

— azintegrativ gondolkodas és az interdiszciplinaris egytittmikodés és tanulas hianya a diszciplinaris szervezeti struk-
turaban;

— a fenntarthat6sag tudomanyos megalapozottsaganak hianya;

— a felsGoktatasi vezetSk kérében a fenntarthaté fejlédéssel kapesolatos j6vOkép és prioritasképzés hianya;

— a realista megkdzelités Osztonzésének hidnya;

— tulzsufolt tantervek;

— afenntarthaté fejlédés nem integralt témakor a felsGoktatasban;

— a fenntarthatésagot radikalis koncepcionak tekintése;

— a fenntarthat6sagot kevéssé vagy egyaltalan nem tartjak relevansnak az egyes tudomanyagak szempontjabol;

— a kutatok és az oktatok tudomanyos hitelességének veszélyeztetése.

3.4. Tovabblépési lehetoségek

A fenntarthatésagi fejlédési célok (SDG-k) elérése érdekében egyértelmi, hogy a felsGoktatasi rendszernek
kulcsszerepet kell jatszania ebben az dtmenetben. Waas szerzotarsaival azonositotta a fenntarthatosaggal kapesolatos tipikus
kritikakat és a lehetséges valaszokat (Waas et al, 2013).

Annak érdekében, hogy megvédjitk kérnyezetiinket a tarsadalom karos beavatkozasanak hatasatol, elengedhetetlen,
hogy atugorjuk a korabban emlitett kritizalt pontokat. Waas és szerzétarsai killonb6z6 utakat javasolnak, mely lépések
biztositjak a z6ld atmenetet az egyetemeken (Waas et al., 2013). Ezekhez kapcsolodva a 4. tablazatban talalhaté tizenhat
pont alapjan Osszegytjtésre keriiltek a Széchenyi Istvan Hgyetemen a z6ld atmenetet el8segité meglévé gyakorlatok, és
javaslatok a folyamatok tovabbfejlesztésére.
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4. tablazat: A fenntarthaté fejl6dés tamogatasanak utjai a felsGoktatasban.

Tovabblépési lehetGségek

Meglévé gyakorlat a SZE-nél

Javasolt kévetkez6 1épés

Ertékelés és mérés

Kommunikacio

Az érdekeltek bevonisa

Konkrétumok

Multiplikator-hatas

Igények kiszolgalasa

A megértés elémozditdsa

Beépités a mindségi
oktatasba

Jutalmazas

Az egyetem teljes
kozosségének oktatasa

Felel6sségvallalas
el6segitése

Vezet6i pozicidk
létrehozasa

Halozatok kialakitasa és
azokban valo részvétel

Részvétel regionalis
fenntarthaté fejlédési
kezdeményezésekben

Kutatasi prioritasok

kidolgozasa

Az allami
fels6oktatasi politika és

finanszirozas (4jra)orientalasa

Fenntarthat6sagi célok meghatarozasa, monitoring
a kiadvanyokban

Fenntarthatdsagi jelentés kozzététele, amely a
sustainability.sze.hu oldalon elérhetd.

Kozremkoédés az dnkormanyzati és regionalis
klimastratégia kidolgozasaban.

Szelektiv hulladékgyijtés, koltséghatékony vilagitas
és hégazdalkodasi rendszer alkalmazasa.

A SZE-nél minden tantargy tartalmaz
fenntarthatésagi elemeket.

A fels6oktatasi szektor egyediségére valo
Osszpontositis

Szocializacios tevékenységek a fenntarthat6sag
jelent6ségének megismertetése érdekében.

Minden tantargy tartalmaz fenntarthatésagi
elemeket a
SZE-n.

A vezet6k a munkatarsak célmeghatarozasa soran
fenntarthatésagi mutatékat hatarozhatnak meg;

Minden tantargy tartalmaz fenntarthatésagi
elemeket a SZE-n

Projekt és tapasztalati tanulas
alkalmazasa a fels6oktatasi programokban.

Alkalmazott Fenntarthatésag Tanszék,
Fenntarthat6sagi Kompetencia Kézpont.

A fenntarthatésaggal kapcesolatos publikaciok
készitése nemzetkozi kutatasi halézatban.

Kiemelked6 részvétel a regionalis szocializacios
tevékenységekben.

A fenntarthatésag horizontélis téma a SZE 6sszes
kutatasi tevékenységében.

Kormanyzati indikatorrendszer a magyarorszagi
modellvalté egyetemek szamara.

Szélesk6rd monitoring, értékelés el6re
meghatarozott mérféldkéveknél, KPI-készlet
ujradefinialdsa.

A dokumentumok folyamatos frissitése,
a fenntarthatésaggal kapcsolatos célzott
kommunikacio a 6 stakeholder-ek felé.

Az érdekeltek gyakrabban térténé bevonasa a
fenntarthaté tevékenységekbe.

Az 6sszes SGD-vel kapcesolatos tudatossag
beépitése a mindennapi rutinba, a szelektiv
hulladékgytjtési rendszer optimalizalasa.

A fenntarthat6sag minden tantargyhoz vald
kapcsolédasanak hangsilyozasa, a diakok
bevonasa fenntarthatésagi projektekbe.

Az érintettek gyakrabban térténé bevonasa a
fenntarthatosagi tevékenységekbe

A hallgatok és az 6sszes stakeholder jobb
érzékenyitése a fenntarthat6 fejlédési célokra
iranyuld vezet6i és tarsadalmi programokon
beldl.

Az oktatékfenntarthatéosaghoz valoé
hozzaallasanak felmérése az értékelésukon
keresztul.

A fenntarthatésagi mutatok teljesitésének
fokozott hangsulyozasa a valtozoé bérezésben.

Akadémiai programok és projektorientalt
tevékenységek inditasa a fenntarthatosagrol

Ennek a hozzaallasnak a kiterjesztése minden
programra.

Fenntarthat6sagi feladatok integralasa vezet6i
pozicidkba.

EU-tamogatasokra val6 palyazas a fenntarthaté
fejlédéssel kapcsolatos témakban egy
nemzetkézi konzorciumban, a helyi/regionélis
halézat erbsitése az adott tertileten.

Egyittmkoédés a fenntarthatosag regionalis
szakérti kézpontjaival.

A fenntarthaté fejlédéssel kapcsolatos
kutatasok el6térbe helyezése fokozott
Osztonzdkkel.

Javaslatok megfogalmazasa az indikatorok
kiegészitésére a fenntarthato fejlodési célokkal.
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4. Osszegzés

A tanulmanyban a fenntarthatésag kilonb6z6 megkozelitései kornyezeti, gazdasagi, tarsadalmi és vezetési
szempontbdl kertlt elemzésre. A Széchenyi Istvan Egyetem példajan keresztll bemutatasra kerilt az SGD-k és az egyetem
2030-ig sz6lo6 stratégiajanak stratégiai pontjai kozotti kapesolat. A felsGoktatds, a tudomanyos kutatds, az infrastruktara
fejlesztése, a hatékony mikodés és a szemléletformalas tertiletét érinté szamos fenntarthatdsagi intézkedés kiemelésre kerlt.
A tanulmany masodik részében bemutatasra kertlt a felsGoktatasi szektor kihivasai a fenntarthaté cselekvések tekintetében.

Osszegezve, az elvégzett munka hozzajarulhat a felsGoktatasi szektor fenntarthatobb és kornyezetbaritabb jové
felé torténd atalakitisahoz. A SZE fenntarthatosagi intézkedéseinek vizsgalatara alkalmazott moédszertan kézvetleniil
hasznosithaté barmely felsGoktatasi intézmény esetében. A felsGoktatasi szektor atalakulasanak biztositasa érdekében
értckelni kell az egyetemek fenntarthatésaganak legfontosabb akadalyait. A fenntarthaté fejlédési célok (SDG-k) mentén
torténé  stratégiaalkotasi folyamat kulcsfontossagt, és a modszertan alkalmazasat minden egyetem szamara javasolt.
Végiil a jelenlegi tevékenységek és a jovébeli ajanlasok hozzarendelése a tovabblépési lehetéségekhez lehetévé teszi az
akadalyok lektiizdését, és ezek a lépések biztositjak a fenntarthat6 fejlédés legigéretesebb megvalositasat a j6vére nézve.
Az egyetemeknek egyediilallo kiildetésiik van a tarsadalom jolétének biztositasara, ezért a fenntarthato fejlédési célokkal
kapcsolatos tevékenységek kézpontjaként kell mikodnitk.
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Abstract

Purpose —This study investigates the dual influence of Industry 4.0 and Industry 5.0 on business development, with a particular
focus on their implications for economic security. It explores how the transition from a purely technology-driven paradigm to a more
human-centric one affects business models, innovation strategies, and organizational resilience.

Design/methodology/approach —The article employs a conceptual literature review methodology. It synthesizes findings
from peer-reviewed journals, policy papers, and international institutional reports obtained from databases such as Scopus, Web of
Science, and Google Scholar. The selection criteria included thematic relevance to digitalization, cyber-physical systems, human-
technology interaction, organizational transformation, and strategic foresight.

Findings — The study reveals that Industry 4.0 primarily fosters efficiency through automation, data exchange, and smart
systems integration. However, it also raises concerns over cyber vulnerabilities and labor market disruptions. Conversely, Industry
5.0 incorporates human creativity and ethical innovation into digital transformation processes, aiming to balance productivity with
inclusiveness and adaptability. Nonetheless, both paradigms introduce complex risks, including cybersecurity threats, social inequality in
technology access, and institutional inertia. The findings indicate the urgent need for strategic frameworks that mitigate these risks while
fostering technological competitiveness.

Originality — This research is among the first to conceptually contrast Industry 4.0 and 5.0 from the perspective of economic
security. It introduces the concept of Quantum 2.0 as a holistic strategic framework for securing business development through cyber-
resilience, institutional adaptation, and human-technology co-evolution. The article contributes to the discourse by linking technological
progress with socio-economic resilience, offering insights for policymakers and business strategists secking sustainable and secure
industrial transformation.

Keywords: business economic security, digitalization, Industry 4.0, Industry 5.0.

1. Introduction

Over the past decade, digital transformation has emerged as a key driver of socio-economic development, particularly
within the frameworks of Industry 4.0 and Industry 5.0. These paradigms represent the evolution of industrial systems toward
greater automation, artificial intelligence, and cyber-physical integration (Schwab, 2016; Schwab, 2021). While Industry 4.0
emphasizes technological advancements such as big data, robotics, and machine learning, Industry 5.0 shifts the focus to
human-centric innovation, sustainability, and resilience (OECD, 2023; McKinsey, 2021).

A crucial technological vector accelerating these shifts is the development of quantum technologies, known as the
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second quantum revolution or Quantum 2.0. This revolution facilitates a new stage of interaction between physical and
digital systems and is increasingly integrated within the logic of Industry 4.0 (Volkova, Gorelova & Pankratova, 2020).
According to Rapp, Schneider, and Deutsche Bank AG (2021), the infrastructure for supporting companies in the quantum
technology sector is already in place. Furthermore, AiMultiple (Dilmegani, 2023) projects that the quantum computing
market will reach USD 949 million by 2025, underscoring the technology’s accelerating commercial significance.

However, the same digital innovations that offer new opportunities also generate risks, particularly in terms of
economic security. Businesses must now contend with novel threats to their strategic stability and competitiveness that stem
from rapid technological change. These include cybersecurity vulnerabilities, the destabilization of existing value chains, and
the need for constant adaptation to digital transformation.

This article argues that while quantum and digital technologies pose economic risks, they can also be leveraged to
build more resilient and adaptive business models. It highlights the duality of innovation — as both opportunity and threat —
and seeks to provide a theoretical framework for understanding the impact of these changes on business security.

The objective of this research is to examine how digital technological transformation — including quantum innovations,
automation, and Al — affects business economic security, and to identify strategic responses to mitigate risks and leverage
emerging opportunities. The study employs a structured literature review and general scientific methods such as deduction,
induction, synthesis, and causal analysis to explore how modern enterprises can navigate digital transformation securely.

The article is structured as follows: Section 2 provides a literature review and theoretical background; Section 3
presents the results of the analysis; Section 4 offers a discussion of the findings and implications; and Section 5 provides
conclusions for strategic management of business economic security in the era of digital revolution.

2. Literature Review

The evolution of industrial paradigms — from Industry 4.0 to Industry 5.0 and Society 5.0. — has significantly reshaped
organizational structures, technological trajectories, and human roles in production systems. Industry 4.0 initiated a techno-
centric transformation of industrial processes, built upon cyber-physical systems, big data analytics, and the integration of
smart technologies (Vnukova, 2023). However, scholars now point to a broader shift toward Industry 5.0, which emphasizes
the synergy between human creativity and machine intelligence (Hassan et al., 2024).

While Industry 4.0 focuses on automation and efficiency, Industry 5.0 repositions the human as central to
innovation, promoting ethically aware, sustainable, and resilient industrial systems. For example, Willetts and Kedzierski
(2021) conceptualize Industry 5.0 as “the harmonious interaction of human intelligence with cognitive computing,” where
technologies of Industry 4.0 are enhanced by digital capabilities that serve social and ethical objectives.

At the same time, the broader notion of Society 5.0 emerges as a strategic vision beyond industrial contexts.
Formulated in Japan’s Fifth Science and Technology Basic Plan (2017), Society 5.0 aims to construct ,,a people-centered
society that, thanks to the high degree of fusion between cyberspace and physical space, can balance economic development
with the solution of social problems by providing goods and services that granulatly satisfy a variety latent needs regardless
of location, age, gender or language” (Society 5.0: A people-centric super-smart society, 2020). Japan’s pivotal contribution
to this concept marks an institutional attempt to align technological progress with inclusive development.

In the same publication, the authors emphasize that “in the data-driven society of the 21st century, the most important
currency of economic activity is high-quality, relevant, and abundant ‘real data.” Data has become so valuable that the claim
that business success or failure depends on access to it is by no means an exaggeration” (Society 5.0: A people-centric supet-
smart society, 2020). This underscores the foundational role of data not only in optimizing industrial performance but also
in enabling responsive governance, personalized services, and adaptive infrastructure.

Recent research also highlights the specific technologies underpinning this transformation. Ryvak (2022) identifies
artificial intelligence, digital twins, smart materials, and renewable energy systems as core enablers of Industry 5.0. Meanwhile,
Xuetal. (2021) highlight that the paradigm promotes systemic resilience, talent development, and environmental sustainability,
which are increasingly, regarded as essential conditions for future-oriented economic systems.

This literature suggests a coherent trajectory: digitalization laid the groundwork for Industry 4.0; human-centric
design and sustainability define Industry 5.0; and the integrative, value-driven logic of Society 5.0 positions the individual -
not just the system - as the primary beneficiary of technological progtess.

3. Results

The growing importance of quantum technologies has been underscored by the United Nations’ recognition of the
International Year of Quantum Science and Technology (2024) on 7th June 2024. The Declaration highlights the profound
impact of quantum innovations on nearly all sectors of the global economy, underscoring the transformative potential
of quantum science and technology. These technologies are expected to contribute significantly to the achievement of
sustainable development goals by reducing industrial risks, enhancing energy efficiency, and stimulating economic growth.

The emergence of the Internet fundamentally reshaped business models and the economic landscape at the global
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and national levels. While it led to the closure of numerous traditional industries, it simultaneously gave rise to new sectors
and economic opportunities. The Internet revolutionized communication, redefined business structures, and transformed
economic systems. Similarly, the advent of Quantum 2.0 anticipates to provoke equally profound disruptions in the global
economy — though with potentially greater risks to business stability.

The advent of the global COVID-19 pandemic has necessitated a major shift in the fundamental approaches to
business processes across all business sectors. The transition to remote work has compelled most companies to rethink
their business models and approaches to the utilization of computer technology. Businesses experienced an expansion
of information flows, necessitating advancements in both technical and technological capacities to manage this growing
resource base. This has resulted in the emergence of a range of Internet-based platforms and applications that facilitate
communication with a large audience, as well as platforms designed for the collection, accumulation, processing and analysis
of information. Furthermore, the transition of businesses to online operations has led to an expansion of information as
a resource, which has in turn necessitated improvements in technical and technological capabilities for the management of
this ever-increasing information resource. It has been demonstrated that the utilization of artificial intelligence necessitates
a considerable input of energy resources. This encompasses not only electricity but also the water employed to cool servers.
For example, the ChatGPT-4 language model requires approximately half a liter of water to generate 100 words (Harwell
D., 2024, September 18). While quantum technologies are not yet widely integrated into daily life, growing global interest
suggests that businesses must begin preparing for their adoption. Enterprises that fail to adapt risk being left behind in the
wake of the Quantum 2.0 revolution.

Contemporary scientific discourse is now focused on the transition toward the fifth industrial revolution. It is
important to note that the majority of researchers view Industry 5.0 as a consequence of the negative impact of Industry
4.0, particularly in terms of the outflow of employees from the industry (Nahavandi, S., 2019; Leong (Y.K., Tan, J.H., Chew,
KW, & Show, PL., 2020; Longo, E, Padovano, A., & Umbrello, S., 2020).

The reconfiguration of human capital is now a central issue in the discourse surrounding Industry 5.0. In 2015,
Michael Rada — the originator of the Industry 5.0 concept — postulated that the technical and technological support of
Industry 4.0 enables systems (e.g. computing devices, robots, etc.) to establish links with one another, thereby enabling
them to implement various processes autonomously and independently, negating the need for human input. In other words,
employees represent a narrow focus in the industry and can be eliminated. The full quote of the ‘father of Industry 5.0’
sounds like this: ”Since all machines and products will communicate, control and interact with each other, it seems to me
that the bottleneck called HUMAN can be eliminated” (Michael Rada, 2015, December 1).

Subsequent research has continued to emphasize the significance of human capital development as a key concern
in the Industry 5.0 framework (Maddikunta, PK.R., Pham, Q.-V., & Ba, P, 2021). In light of these transformations, several
crucial aspects of digitalization affecting business economic security have emerged.

Table 1. Key Aspects and Consequences of Business Digitalization

Aspects of Business Digitalization Implications of Business Digitalization

Transferring business processes to an online Creating a digital copy of the business.

format

The need to change the legal support for the Disputable issues in calculating the workload of employees and, accordingly,
operation of the enterprise in the context of remuneration, as well as the issue of confirming the identity of the person who
remote work of employees carried out the activity, etc.

Accumulation of more and more information The need for greater hardware capacity and faster information computing,

including faster internet speeds.

Changes in communication chains Transition to sharing platforms in the field of communication - increased
exposute to cyber risks.

Emergence and development of artificial On the one hand, this means accelerating the implementation of such tasks as

intelligence collecting and analyzing information. On the other hand, it means the risk of
losing information resources and obtaining unreliable results, since the algorithm
of artificial intelligence is not yet perfect.

Robotization and automation of business Loss of human capital, decrease in employee skills.
processes

Source: developed by authors based on McKinsey & Company (2023); OECD. (2023), Cazzaniga M (2024).
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A synthesis of the effects of digitalization on business and economic stability can be achieved by identifying the following
risks (Modern Cyber Threats: How to Protect Employee Accounts - Forbes.ua, 2023) (Fig. 1).

-

—_— o, Ty
Technicaland
i c Inform ation risks
Cyber dsks A‘ technological risks J ‘
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Usauthosised dissemination or leakage of employes data, compromising personal information secuity

and viclating data protection regulations.

Los: or wicontrolled distdbution of internal busines: documentation, including financial records,
confidentiz] materials, and trade secrets, increasing exposuce to corporate espionage and competitive

sk

Disrption or loss of technical control over automated and robotic systems, potentially halting key

business processes and threatening operational continuity.

Rapid teansition to fully automated and robotic prodirtion eavironments, resulting in workforce
displacement, de-skilling, and long-tesm esosion of human capital relevance.

Figure 1. Key Risks to Business Economic Security in the Context of Digitalization
Source: developed by authors based on Izhevsky P., Samaricheva T., & Kudelsky V. (2024),

OECD. (2023), (Qin, Xu, Wang, & Skare, 2023)

As illustrated in Fig. 1, the digitalization of businesses, particularly under the framework of Industry 4.0, has
introduced a range of risks related to cybersecurity, data integrity, and economic stability (Modern Cyber Threats — Forbes.
ua, 2023). These risks predominantly stem from the development of cyber-physical systems and digital twins, rather than
from traditional staffing or skill-based concerns.

The mere creation of digital copies and the use of innovations in robotics and automation offers many opportunities.

— Improving the implementation of business processes through the use of digital technologies, in particular, artificial
intelligence in the decision-making system;

—  Development of production through the use of robotic systems;

—  Reducing the cost of goods and services through robotics and automation;

— Improving the energy efficiency of business activities, etc.

However, all of the above can be more accurately characterized as falling within the framework of the Industry 4.0
concept, which prioritizes production growth and market expansion through digital technologies (Hassan, Zardari, Farooq,
Alansari, & Nagro, 2024). It can be argued that the Fourth industrial revolution has led to the need for consumers to
purchase goods in a more systematic and uninterrupted manner, due to the ever-expanding range of products (Schwab K.
2016). In addition to widespread unemployment and a decline in overall consumer income levels, the world is experiencing
over-consumption and, as a result, unsustainable use of resources, including energy resources (Qin Xu, Wang, & Skare,
2023). If we summarize the above, the consequences of the era of industrial development in the context of ,business-
consumer’ can be described as a sequence:

Development of industrialization: (increasing the quantity of goods produced, creating the need for the consumer
to constantly buy new goods) + (increasing energy consumption in production, increasing the cost of goods) + (increasing
global inflation, decreasing the quality of personal income, decreasing purchasing power) = creation and accumulation of
consumer debt.

The current situation can be described as a precursor to Industry 5.0, which aims to achieve sustainable development
through the introduction of human-centered production. Assuming that the actual transition of society to the beginning of
the Fifth Industrial Revolution is not far away, it is already clear what companies will face in the new paradigm of industrial
development. The firstis the development of artificial intelligence, and the second is how society will use it (Zhao and Farifias
2022). It is possible to identify the main challenges that the development of artificial intelligence poses for businesses, and
try to describe the opportunities that it opens up.

Publisher name: Széchenyi Istvan University
ISSN: 3058-1079 (Online) 105



TER-GAZDASAG-EMBER

Journal of Region, Society and Economy

Vol. 13., No. 2, 2025
https://doi.org/10.14513/tge-jres.00441

Table 2. Key Business Challenges and Opportunities Related to the Development of Artificial Intelligence

Key Challenges

Key Opportunities

Autonomous cyber-physical systems may function
independently of human input, reducing the role of human
labor.

Unemployment and reduced consumer purchasing power
due to automation and lack of regulatory protections.

Decline in employee skills and relevance due to reduced
human involvement in automated processes.

High capital requirements and technological complexity of
Al implementation.

Heavy energy demands of Al infrastructure, including
electricity and cooling.

Increased importance of cybersecurity as a component of
business economic security.

Deterioration in the quality of education and reduced
research capacity in traditional formats.

Redesigning job roles to focus on oversight, ethics, and AI-human
interaction; attracting investment in Al-augmented sectors such as
quantum technology research.

Reduction in production costs through automation can allow for
price reductions and reallocation of labor to creative, strategic, or
care-related roles.

Development of reskilling and upskilling programs to align with
Al-based work environments and mitigate human error risks.

Real-time monitoring and performance optimisation through digital
twins, increasing operational efficiency and strategic control.

Incorporation of energy-efficient Al systems and optimization
of tools that reduce operational waste and improve sustainability
reporting,

Development of integrated cybersecurity strategies and Al-based
threat detection systems that strengthen digital trust, protect data
assets, and enhance business continuity.

Investment in Al-powered education platforms and research
analytics to personalize learning and enhance R&D productivity.

Source: developed by authors based on Pereira A. G. (2020), Schwab K. (2016, 2021).

4. Discussion

The results of this study highlight the complex and often contradictory impact of digitalization and new technologies
on the economic security of businesses. The analysis showed that while the transition from Industry 4.0 to Industry 5.0
opens up new avenues for innovation and efficiency, it also creates critical vulnerabilities that need to be addressed at both
the organizational and legal levels.

In line with the study’s objective of investigating how technological transformations are impacting security-oriented
business development, the results demonstrate that the integration of artificial intelligence, automation, and future quantum
innovations is changing fundamental business processes. As shown in Table 1, digitalization is impacting communication,
compliance, information management, and workforce composition. These changes increase operational efficiency, but
also increase the impact of cyberthreats, reduce reliance on human capital, and require new infrastructure and regulatory
measures.

Table 2 complements this perspective by showing that for almost every identified challenge — from skill loss to energy
dependency — there is a potential counterbalance in the form of innovation, strategic investment, or policy adaptation. For
example, concerns about the shrinking workforce due to automation could be partially mitigated through targeted reskilling
and job creation initiatives focused on Al oversight, ethics, and so on. Similarly, the growing importance of cybersecurity
provides an opportunity to develop integrated defenses that enhance digital trust and business resilience.

These findings reinforce the argument that business security in the digital age cannot rely on static risk-reduction
strategies. Instead, companies must adopt dynamic, adaptive approaches — what might be called strategic antifragility — that
not only manage risk but also use it to create new forms of value. This is consistent with the evolving conceptual shift from
reactive to proactive security management models, especially in data-intensive economies.

From a legal perspective, the analysis highlights the need to create regulatory frameworks that address the socio-
economic implications of automation and digital dependency. These include unemployment protection, data sovereignty
provisions, and guidance on the ethical implementation of Al Furthermore, as countries prepare for the wider adoption
of quantum technologies, there is an urgent need to establish legal norms and infrastructure that support equal access and
minimize the concentration of power among a few technological players.

In practice, enterprises should view digital transformation not as a discrete transition but as a continuous strategic
process. The ability to integrate new technologies while maintaining resilience and trust will increasingly determine competitive
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advantage. Businesses that treat economic security as a core strategic function, rather than a peripheral one, will be better
equipped to overcome disruptions and seize new market opportunities.

Finally, this study points to several directions for further study. First, there is a need for empirical testing of the
proposed risk-opportunity pairs across sectors and national contexts. Second, the implications of quantum technologies for
SMEs remain understudied. Third, the role of human capital development in Industry 5.0, especially in non-manufacturing
sectors, requires deeper theoretical and practical research.

Finally, the study contributes to the discourse on economic security in the context of technological transformation.
By viewing digitalization as both a risk and a strategic opportunity, it encourages a more balanced, forward-looking approach
to managing business development in the era of Industry 5.0 and Quantum 2.0.

5. Conclusion

This study examines the implications of digitalization, Industry 4.0, Industry 5.0, and the expected transition to
Quantum 2.0 for the economic security of businesses. The study’s findings suggest that while these technological shifts
create significant opportunities in terms of efficiency, automation, and data integration, they also expose businesses to a
growing range of risks, particularly in areas such as cybersecurity, workforce transformation, and regulatory uncertainty.

A structured analysis of risks and opportunities has shown that digital and quantum technologies have the potential
to enhance business resilience, provided that organizations adopt flexible and adaptive strategies. The study illustrates the
need to implement new models of business development and economic security that will not only withstand disruptions but
also use them as a foundation for transformation.

While the study addresses possible future developments, such as the growing influence of artificial intelligence and
the commercialization of quantum computing, these points should be interpreted as forward-looking hypotheses rather than
definitive predictions. The extent to which these technologies will change business practices remains a matter of ongoing
research, regulatory evolution, and technological maturity. Overall, the transition from Industry 4.0 to 5.0 should not be seen
as a linear or automatic process, but rather as a strategic choice that requires rethinking fundamental assumptions about value
creation, human participation, and systemic sustainability. Business and policy leaders must work in tandem to ensure that
innovation supports not only growth, but also social responsibility, equity, and long-term economic security.
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Abstract

Purpose — Sustainability is becoming increasingly important in shaping consumer behavior in omnichannel retailing, The
consumer electronics retail sector, which is characterized by a disproportionately high share of online sales compared other industries and
a poor environmental performance, faces particular challenges in this regard. While numerous studies have investigated the relationship
between individual consumer characteristics and organizational factors, there is a lack of integrated analyses in the omnichannel
environment for consumer electronics. This pilot study seeks to address this gap by exploring how sustainability influences consumer
behavior, with a specific focus on green purchase intention in an omnichannel setting;

Design/methodology/approach — The pilot study focused on consumers who had purchased consumer electronics from
omnichannel retailers within the past 24 months. Participants were recruited through a professional online panel in February 2025. A
total of 125 valid responses were analyzed using structural equation modelling (PLS-SEM) with the software SmartPLS 3, following a
structured multi-step approach.

Findings — The model examines the interplay between environmental awareness, shopping experience, brand identification,
sustainable measures, and channel integration regarding purchase intention. The results indicate that brand identification directly affects
purchase intention, while environmental awareness is significantly related to the perception of sustainable measures. Furthermore, the
study confirms the positive impact of channel integration on the shopping experience; however, the shopping experience does not
significantly affect purchase intention.

Originality — The work provides new insights into the relationship between sustainability and consumer behavior in the
electronics omnichannel retail sector and establishes a foundation for further research with the developed structural model.

Keywords: consumer behavior, omnichannel retail, purchase motivation, sustainability

Paper type: Research Article

1. Introduction

Omnichannel shopping has fundamentally transformed retail (Verhoef, 2021). It aims to seamlessly integrate all
sales and communication channels, creating a consistent, cross-channel shopping experience (Lemon & Verhoef, 2016).
The omnichannel journey allows consumers to research online, to test products in-store, and purchase through the most
convenient channel (Verhoef et al., 2015). While channel diversity improves the customer experience, it is accompanied by
environmental challenges, particularly in the consumer electronics industry, where online sales account for a significantly
larger share than in most other retail sectors (Olaf Roik, 2023).

Recent academic literature highlights an increasingly intense discourse on sustainability in corporate practices,
addressing challenges and responsibilities across the entire value chain (Sousa et al., 2021; Vadakkepatt et al., 2021).
Omnichannel retailing is associated with higher energy and resource consumption due to complex supply chains, packaging,
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and returns (Buldeo Rai, 2019, 2021; Buldeo Rai et al., 2019; X. He et al., 2023). Regulatory requirements and the complexity
of coordinating energy-efficient supply chains further intensify these challenges (X. He et al., 2023; Moshood et al,
2021; Sousa et al., 2021; Xu et al., 2023). In addition to ecological and economic considerations, the social dimension of
sustainability is gaining prominence in current academic research. Consumers increasingly favor companies that demonstrate
environmentally and socially responsible business practices (Buldeo Rai, 2019; Sousa et al., 2021). The consumer electronics
sector reflects these pressures strongly, given its high resource consumption, short product life cycles, and complicated
recycling processes (Bergener, 2023; Wu et al., 2024).

Despite broad consensus on growing consumer demand for sustainable solutions, empirical evidence on how
sustainability factors influence consumer electronics purchasing decisions in an omnichannel context remains limited. To
address this gap, the present pilot study develops and empirically tests a hypothesis- driven structural equation model (SEM).
The model examines the effects of individual factors (environmental awareness, shopping experience) and organizational
factors (channel integration, brand identification, sustainable measures) on purchase intention.

RQ1: To what extent do individual factors such as environmental awareness and shopping experience influence
purchasing decisions for consumer electronic goods in an omnichannel retail setting?

RQ2: To what extent do organizational factors such as channel integration, brand identification, and sustainability
measures influence purchasing decisions for consumer electronic goods in an omnichannel retail setting?

RQ3: What direct and indirect relationships exist between individual and organizational factors in shaping purchase
intentions in an omnichannel retail setting?

A sample of 125 consumers who had purchased electronic products from omnichannel retailers within the past 24
months were analyzed to answer the research questions. Building on current literature, the study derives and empirically
tests a set of hypotheses using structural equation modelling (SEM). The results provide initial insights into the relationships
between sustainability-related factors and purchasing behavior in an omnichannel context and lay the foundation for further
research.

2. Theoretical background and hypothesis development

To ground the hypotheses in practice, this section develops a conceptual model based on current scientific literature
and formulates hypotheses that examine the influence of individual and organizational factors on consumer decisions.

2.1. Environmental challenges of omnichannel retailing in consumer electronics

Omnichannel retailing is associated with significant environmental impacts, particulatly in the areas of transport,
logistics, and packaging (X. He et al., 2023; Sallnds & Bjorklund, 2020; Xu et al., 2023; Yu et al., 2020). Complex delivery
processes, high return rates, and the so-called ‘last mile’ lead to increased energy and resource consumption (Bosona, 2020,
Buldeo Rai et al., 2019). The high demand for packaging materials to ship a single product (Sallnis & Bjorklund, 2020; Xu et
al., 2023) and high return rates in omnichannel retailing increase transportation costs and the ecological footprint (Karlsson
et al., 2023; Sallnds & Bjorklund, 2020).

In addition to the structural challenges of the omnichannel retailing model itself, the consumer electronics products
distributed through these channels are also associated with considerable environmental impacts. The consumer electronics
sector includes a wide range of products, such as smartphones, laptops, televisions, and household appliances, which
are deeply embedded in everyday routines (Olaf Roik, 2024). In Germany, the consumer electronics market — including
entertainment electronics, private telecommunications, and IT products — generated a turnover of 28.9 billion euros in
2024, illustrating its economic and social significance (Blum, 2025). Key sustainability concerns include high resource and
energy consumption during production and use, dependency on rare earths, and short product life cycles which contribute
to the growing volumes of electronic waste (Althat et al., 2021; Li et al., 2015; Meyer &Katz, 2016; Ramprasad et al., 2022).
At the same time, consumer electronics are central to digital lifestyles and strongly shape shopping behavior. Constant
product innovations, high price sensitivity, and the widespread habit of gathering information across different channels,
with 61 percent of consumers researching online before buying in-store, strongly shape purchasing decisions (Getling et al.,
2025). The combination of considerable sustainability challenges, substantial market volume, and complex, cross- channel
consumer behavior makes the consumer electronics sector an essential field for exploring sustainable purchasing decisions
and emphasizes its importance for the development of future-oriented omnichannel strategies.
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2.2. Individual factors influencing consumer behavior

2.2.1. Environmental Awareness

Scientific literature increasingly addresses environmental awareness as a critical driver of sustainable consumer
behavior. Consumers actively contribute to ecological innovation (Buldeo Rai, 2019; Galli et al., 2022; Jena & Meena, 2022),
even though sustainable business models tend to be more cost-intensive (Bauer, 2021). Environmental awareness refers to
individual awareness, ethical attitudes, and understanding of environmental issues, as well as the responsible use of natural
resources (Naparin & Karsudjono, 2025). In this study, environmental awareness is understood as a multidimensional
construct encompassing: cognitive aspects (knowledge about environmental problems and resource use), affective aspects
(ethical attitudes and values related to environmental protection), and behavioral tendencies (willingness to act according
to sustainability principles) (Wiwik Handayani et al., 2021). Consumers with high environmental awareness tend to avoid
environmentally harmful products, accept compromises such as longer delivery times if these are more environmentally
friendly, and actively seek information about the sustainability practices of products and companies (Buldeo Rai, 2019;
Dunlap et al., 2000; Saari et al., 2021; Shao & Lassleben, 2021; Wiwik Handayani et al., 2021). Previous research suggests
that environmental awareness can act as an important precursor to environmentally friendly behavior, as higher awareness
increases the likelihood that values and knowledge will translate into sustainable actions (Mkumbachi et al., 2020). In this
sense, environmental awareness provides a foundation for behaviors that support environmentally responsible consumption.

Although environmental awareness has been identified as a significant driver of sustainable behavior in sectors
such as cosmetics and fashion (Biliiska-Reformat & Dewalska-Opitek, 2021; Teixeira et al., 2023; Zahid et al., 2018), its
specific impact on purchasing decisions for consumer electronics in omnichannel retail remains underexplored. At the
same time, studies from other industries suggest that environmentally aware consumers evaluate sustainable measures
positively and are willing to accept compromises in convenience for ecological benefits (Vhatkar et al., 2024; Yao et al.,
2024). It is therefore interesting to investigate whether these findings also apply to the consumer electronics sector and
how environmental awareness influences the perception of sustainable measures, the overall shopping experience, and
consumers’ green purchase intentions. Based on these insights, the following hypotheses are proposed: H1: Environmental
awareness (HA) positively influences consumers’ perception of sustainable measures (SM).

H2: Environmental awareness (EA) positively influences the shopping experience (SE). H3: Environmental awareness
(EA) positively influences green purchase intention (GPI)

2.2.2. Shopping excperience

Shopping experience describes the overall perception and evaluation of the purchasing process across channels and
includes various components, with customer satisfaction as a central element (Ha & Perks, 2005). Customer satisfaction
refers to the degree to which a product or service meets consumer expectations and is widely recognized as a key determinant
of purchase intention (Kim et al., 2009; V. Lee et al., 2022). Within omnichannel retailing, the shopping experience is
shaped by aspects such as convenience, trust, and comfort (Ng et al., 2021). An efficient ‘last mile’ delivery process has
also been identified as a significant factor influencing both the shopping experience and customer satisfaction (Tyrviinen
& Karjaluoto, 2019). Building on these findings, this study conceptualizes shopping experience as an overarching construct
that includes satisfaction with the purchasing process, the extent to which product quality meets expectations, the likelihood
of recommending the retailer, and the perceived pleasantness of the overall shopping journey. It may therefore be assumed
that, within an omnichannel environment for consumer electronics, a more positive shopping experience — combined with
higher customer satisfaction — positively affects purchase behavior particularly in relation to sustainable decision- making;

H4: Shopping experience (SE) positively influences green purchase intention (GPI).

2.3. Organizational factors influencing consumer behavior

2.3.1. Sustainability measures

Although sustainability-related discussions in the context of omnichannel retailing have expanded (Klein & Popp,
2023; Stakianaki et al., 2022) and environmental aspects are becoming increasingly relevant to customers, these attitudes
are frequently not translated into actual purchasing behavior (Ebner et al., 2022). For instance, researchers have identified a
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low level of consumer interest in environmentally friendly delivery options within the omnichannel retail context (Buldeo
Rai et al.,, 2019; Sallnds & Bjorklund, 2020). At the same time, evidence suggests that sustainable measures can enhance
brand visibility and foster loyalty (Kembro & Norrman, 2019; Sousa et al., 2021). In this study, sustainability measures are
defined as concrete retailer initiatives that aim to reduce environmental impact, such as COz-neutral delivery, sustainable
packaging, and return or recycling systems. The survey captures these dimensions by asking respondents whether they prefer
environmentally friendly packaging, value eco-friendly delivery options, and consider a retailer’s sustainability measures
before making a purchase.

Given the inconsistent empirical evidence on the effects of sustainability measures on consumer behavior, and
considering the substantial environmental footprint of consumer electronics, it is particularly relevant to analyze the impact
of specific measures — such as COz-neutral shipping, sustainable packaging, and return systems — on the shopping experience.
This leads to the following hypothesis:

H5: Sustainable measures (SM) in omnichannel retail, particularly for consumer electronics products, positively
influence shopping experience (SE)

2.3.2. Channel integration

Channel integration describes the coordinated linking of all sales and communication channels to create a consistent
customer experience in an omnichannel environment (Verhoef et al., 2022). A high level of channelintegration is considered
a key success factor (Z. W. Lee et al., 2019; Mirsch et al., 2016), as it enhances the shopping experience and trust (Buckley et
al., 2024; Chen et al., 2023; Pereira et al., 2023) and positively influences purchase intent (Zhang et al., 2018) and sales growth
(Cao & Li, 2015). However, achieving high channel integration quality is complex and requires not only technical integration
but also the coordination of data management and cross-channel consumer behavior (Briel, 2018). This also applies to the
integration of sustainable measures, such as COz-reduced supply chains, green delivery solutions, and recycling-oriented
return programs for used electronic devices (X. He et al., 2023; Y. He et al., 2020; Kayikeci, 2018).

It can therefore be assumed that the seamless and transparent integration of sustainability initiatives and measures
enhances consumer satisfaction and positively influences purchasing decisions in consumer electronics retail. This leads to
the following hypotheses:

Ho6: Channel integration (CI) positively influences shopping experience (SE).
H7: Channel integration (CI) positively influences green purchase intention (GPI).

2.3.3. Green Brand ldentity

According to the ‘Social Identity Theory’, individuals derive aspects of their identity from social groups, such as
political parties or sports teams (Tajfel & Turner, 1986). In a consumer context, this identification can extend to brands.
When consumers recognize their personal values in a brand, the brand may similarly serve as a source of social identification
(Shao & Lassleben, 2021). Brands that credibly communicate sustainability may function as a source of “green” identification,
as consumers perceive their environmental values as being reflected in the brand (Huang et al,, 2014; Lin et al,, 2017). A
prominent example is the outdoor manufacturer Patagonia , whose sustainability-oriented brand positioning fosters strong
consumer identification (Michel et al., 2019). In this pilot study, survey items were formulated to capture this mechanism.
Respondents were asked, for example, whether they identify with brands that promote sustainability, feel emotionally
connected to brands supporting environmentally friendly practices, and perceive sustainable measures as increasing their
loyalty. Previous studies, particularly from the fashion industry, show that sustainable brand management in an omnichannel
context strengthens brand visibility, customer satisfaction, and the shopping experience, as well as purchase intention
(Purcirea et al., 2022; Shao & Lassleben, 2021; Vhatkar et al., 2024). Given these findings, it is assumed that such associations
are transferable to the consumer electronics sector leading to the following hypotheses:

HS8: Green Brand identification (BI) positively influences consumers’ green purchase intention (GPI). H9: Green
Brand identification (BI) positively influences shopping experience (SE).
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3. Methodology

3.1. Research design and structural model

This pilot study adopts a hypothesis-driven quantitative research design based on an online survey. It aims to
theoretically evaluate hypotheses and empirically examine the relationships between individual factors (e.g:, environmental
awareness, shopping experience) and organizational factors (e.g., sustainability measures, brand identification, channel
integration). The study further analyzes how these factors influence consumer behavior and purchase intention in the
context of omnichannel retailing. Structural equation modelling (SEM) was employed to test and validate the structural

model, which depicts these relationships (Table 1, Figure 1).

Table 1: Overview of the structural components and their relationship

Factor Variable Hypothesis Influencing Explanation
Individual Environmental Aware-  H1, H2, H3 Sustainability Measures (SM) Environmentally aware
ness (EA) Shopping Experience (SE) consumers tend to perceive
Green Purchase Intention sustainable measures more
(GPI) positively. Environmental
Awareness also enhances
the shopping experience and
increases the intention to make
green purchases.
Shopping Experience H4 Green Purchase Intention Satisfied customers have a higher
(SE) (GPI) green
purchase intention.
Organizational ~ Sustainability Measures ~ H5 Shopping Experience (SE) Sustainability measures increase
(SM) the shopping experience.
Channel Integration Ho, H7 Shopping Experience (SE) Seamless integration of
(CI) Green Purchase Intention channels increases the shopping
(GPI) experience and influences green
purchase intention.
Green Brand Identity H8, H9 Green Purchase Intention Green Purchase Intention (GPI)
BI) (GPI) Shopping Experience
Shopping Experience (SE) (SE)

Final Outcome

Green Purchase Intention
(GPI)

Final outcome variable based on
influencingfactors.
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3.2. Sampling and data collection

The pilot study focused on consumers who had purchased electronic consumer goods (such as smartphones,
notebooks, cameras, or household appliances) from omnichannel retailers within the past 24 months. Participants were
recruited through a professional online panel that provides access to pre-registered survey participants. The panel setup
ensured that only respondents residing in Germany and aged at least 18 years old were invited to the survey. Within the
questionnaire, a screening question verified eligibility so that only consumers who had purchased an electronic consumer
product from an omnichannel retailer within the past 24 months were able to proceed. The panel settings allowed all genders,
all household income levels, and respondents from all German regions to participate, without quotas for age, gender, or
regional distribution. The sampling approach can be described as non-probabilistic, panel-based sampling, Participants
were recruited from an existing pool of voluntary panel members rather than randomly selected from the entire population,
meaning that not every consumer in Germany had an equal chance of being included in the study. Consequently, the results
are valid only for the examined consumer group and cannot be generalized to all omnichannel electronics consumers. The
survey was conducted online in February 2025. Participation was voluntary and anonymous, and respondents could withdraw
at any time. Ethical approval for the study was obtained from the Interim Ethical Committee of the Doctoral School of
Economic and Regional Sciences at the Hungarian University of Agriculture and Life Sciences. In total, 125 fully completed
questionnaires were included in the analysis. Although the sample is relatively small, it exceeds the minimum threshold of
100 cases for exploratory PLS-SEM studies and complies with the so- called “ten-times rule”, making it appropriate for this
pilot study (Odunga et al., 2024). Nevertheless, the limited sample size should be considered when interpreting the findings.

The demographic data show that 49.6% of the respondents are male and 48.8% are female, while 1.6% did not
provide any information regarding gender. The largest group in the sample is 30-44 years (46.4%), followed by 45-59(28.0%),
60+ (17.6%), 18-29 (6.4%), and under-18 (1.6%). Most respondents held vocational qualifications (58.4%), followed by
bachelor’s degrees (16.0%) and master’s degrees or higher: 11.2%). A further 12.8% had a school-leaving certificate, while
1.6% reported no formal education.

3.3. Measures

The core constructs of the model were measured using validated scales from existing literature, which were adapted to
the specific context of this study (Figure 2). All variables were recorded using a 5-point Likert scale (1 = ‘strongly disagree’
to 5 = ‘strongly agree’).

Table 2: Overview of Constructs, Items, and Sources

Factor No. of Items Description Measurement Source(s)

Environmental Assessment of participants’ environment attitudes ~ (Dunlap et al., 2000; Saari et al.,

Awareness (EA) 4 and awateness 2021; Shao & Lassleben, 2021)
Perception of sustainability measures in

Sustainability omnichannel retailing (e.g, green shipping, (Buldeo Rai et al., 2019; Lalchandani

Measures (SM) 3 packaging) et al., 2024)

Shopping Evaluation of the overall shopping experience and

Experience (SE) 4 satisfaction with the omnichannel retailer (V. Lee et al., 2022; Rita et al., 2019)
Assessment of the consistency and linkage of (Cao & Li, 2015; Intissar Ayachi &

Channel online and offline channels in a sustainable context Rim Trabelsi E1 Amri, 2024; Yegin &

Integration (CI) 4 Tkram, 2022; Zhang et al., 2018)

Green Brand Emotional connection and identification with

Identification 4 sustainability-oriented brands (So etal., 2013)

(BD

Green

Purchase 4 Putrchase intention (Konuk, 2019)

Intention (GPI)
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4. Results and Discussion

Data analysis using structural equation modelling (PLS-SEM) was performed with the software SmartPLS 3, following
a structured multi-step approach (Al-Emran et al., 2019). First, the measurement model was evaluated to assess reliability
and validity. Construct reliability was examined using Cronbach’s alpha and composite reliability, while convergent validity
was assessed through factor loadings and the average variance extracted (AVE). The Fornell-Larcker criterion, heterotrait-
monotrait ratio (HTMT), and cross- loadings were analyzed to confirm discriminant validity. Additionally, multicollinearity
was assessed using the variance inflation factor (VIF) values. The model fit was evaluated using key indices, including the
standardized root mean square residual (SRMR), the normed fit index (NFI), and RMS Theta. Finally, the structural model
was tested using a bootstrapping procedure with 5,000 subsamples to assess the significance of the hypothesized relationships

4.1. Evaluation of the measurement model

The validity and reliability of the measurement model were assessed using established criteria. Factor loadings
ranged from 0.685 to 0.919, indicating strong indicator reliability across all items. Cronbach’s alpha values exceeded 0.70 for
all constructs, and composite reliability (CR) values ranged from 0.815 to 0.925, demonstrating high internal consistency.
Furthermore, the average variance extracted (AVE) was above the recommended threshold of 0.50 in all cases, confirming
the convergent validity of the measurement scales (Table 3).

Table 3: Overview of the survey results and statistical key figures of the variables

Factor Item Factor Cronbach’s Composite AVE
Loadlng Alpha Rehablhty

Environmental I avoid products that significantly harm the environment. 0.823 0.839 0.892 0.675
Awareness

I am willing to accept longer delivery times if they are 0.827

more environmentally friendly.

It is important to me to contribute to environmental 0.822

protection through my purchases.

I actively seek information about the sustainability of 0.813

products and companies.
Sustainability I prefer to buy from a retailer that offers more 0.879 0.925 0.806
Measures environmentally friendly packaging. 0.914

I prefer to buy from a retailer that offers eco-friendly
delivery options (e.g., CO2-neutral delivery). 0.919

I inform myself about a retailet’s sustainability measures ~ 0.858

before buying a product.
Shopping I am satisfied with my shopping experience with the 0.784 0.806 0.873 0.633
Experience brand/omnichannel retailer when buying electrical goods.

The quality of the product I buy meets my expectations. ~ 0.767

I would recommend the brand/omnichannel retailer to 0.786

others.

The brand/omnichannel retailer offered me a pleasant 0.842

shopping experience.
Channel It is important to me that Information and Linking 0.685 0.698 0.815 0.524
Integration across the online and offline channels of a retailer are

consistent.

I use different sales channels (e.g;, online shop, retail 0.757

store, app) and expect a seamless experience.

I find it convenient to research products online and 0.756

purchase them in a store.

The ability to return a product purchased online to the 0.694
store is important to me.
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Table 3: (Continued)

Factor Ttem Factor Cronbach’s Composite AVE
Loading Alpha Reliability

Green Brand I identify with brands that promote sustainability. 0.876 0.876 0.915 0.73
Identity

The values of a brand influence my purchasing decisions. 0.816

I feel emotionally connected to brands that support 0.833

environmentally friendly practices.

Sustainable measures of a brand increase my loyalty 0.89

to that brand.
Green Purchase It is important to me to contribute to environmental 0.83 0.846 0.897 0.685
Intention protection through my purchases.

I avoid products that significantly harm the environment. 0.831

My purchasing decision is strongly influenced by the 0.81

sustainability of a product.

T actively look for sustainable products when I shop. 0.839

To assess discriminant validity, the Fornell-Larcker criterion and the heterotrait-monotrait ratio (HTMT) were applied.
The Fornell-Larcker criterion requires that the square root of each construct’s average variance extracted (AVE) exceeds its
correlations with all other constructs (Fornell & Larcker, 1981). This condition was consistently fulfilled, providing support
for the model’s discriminant validity (Table 4).

Table 4. Discriminant validity based on the Fornell-TLarcker criterion

Factor BI CI SE EA GPI
Green Brand Identity 0.854

Channel Integration 0.368 0.724

Shopping Experience 0.328 0.562 0.795

Environmental Awareness 0.676 0.344 0.266 0.821

Sustainability Measures 0.694 0.387 0.303 0.765 0.898

Green Purchase Intention 0.727 0.365 0.251 0.628 0.667 0.827

All HTMT values were below the threshold of 0.90 (Table 5), further confirming the distinctiveness of the
constructs (Henseler et al., 2015). Consistent with these results, the cross-loadings showed that each indicator loaded
highest on its respective construct and substantially lower on all others, providing additional evidence of discriminant

validity.

Table 5: Discriminant validity based on the HTMT criterion

Factors BI CI SE EA SM GPI
Green Purchase Intention

Channel Integration 0.456

Shopping Experience 0.377 0.745

Environmental Awareness 0.785 0.435 0.323

Sustainability Measures 0.788 0.491 0.356 0.886

Green Purchase Intention 0.840 0.467 0.315 0.744 0.776

Potential multicollinearity was assessed using variance inflation factors (VIFs). All values (Table 6) were below the
critical threshold of 5, indicating no multicollinearity issues, and the stability of the model estimates can be assumed (Hair

etal, 2019).
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Table 6: Discriminant validity based on the VIF critetion

Key indicators BI CI SE EA SM GPI
Green Brand identity 2.174 1.945
Channel Integration 1.205 1.571
Shopping Experience 1.500
Environmental Awareness 2.674 1.000 1.877
Sustainability Measures 2.858

Green Purchase Intention

Model fit

To evaluate the model fit, several key indicators were assessed (Table 7). The Standardized Root Mean Square Residual
(SRMR) was 0.099, which is within the acceptable tolerance range (threshold < 0.10). The RMS Theta value of 0.183 is also
considered acceptable for reflective measurement models. The Normed Fit Index (NFI) reached 0.697, slightly below the
conventional cutoff of 0.90. However, this relatively low value can partly be attributed to the limited sample size (n = 125),
as the NI is known to be sensitive to small samples. In the context of an exploratory pilot study with moderate model
complexity, this value is therefore still regarded as acceptable.

Table 7: Model fit

SRMR RMS Theta Normed Fit Index (NFI)
0.099 0.183 0.697
Hypothesis testing

The structural equation modelling (SEM) yields mixed results regarding the direct and indirect effects of
the variables (Table 8). The hypotheses (H1-H9) were tested using bootstrapping with 5,000 resamples. The path
coefficients were examined for their statistical significance. While three hypotheses were confirmed, six showed no
significant correlation. Table 8 summarizes the results of the hypothesis testing, including the standardized path
coefficients, standard deviations, t-statistics, and p-values indicating the significance of the relationships between the
latent constructs.

Table 8: Results of the hypothesis test

Hypothesis Original Sample SD T Statistics P Values
Sample Mean

H1 Environmental Awareness -> 0.765 0.765 0.047 16.186 0.000
Sustainability Measures

H2 Environmental Awareness -> -0.023 -0.011 0.168 0.139 0.889
Shopping Experience

H3 Environmental Awareness -> 0.236 0.239 0.128 1.847 0.065
Green Purchase Intention

H4 Shopping Experience -0.054 -0.058 0.084 0.646 0.518
->

Green Purchase Intention

H5 Sustainability Measures-> 0.029 0.022 0.157 0.183 0.855
Shopping Experience

Ho6 Channel Integration -> 0.509 0.508 0.085 6.012 0.000
Shopping Experience

H7 Channel Integration > 0.114 0.118 0.092 1.237 0.216

Green Purchase Intention
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Table 8: (Continued)

Hypothesis Original Sample SD T Statistics P Values
Sample Mean
HS8 Green Brand Identity -> 0.543 0.541 0.093 5.827 0.000
Green Purchase Intention
H9 Green Brand Identity -> 0.137 0.134 0.121 1.138 0.255
Shopping Experience

Significant direct effects were found for brand identification on green purchase intention (H8: p = 0.000),
environmental awareness on sustainability measures (H1: p = 0.000), and channel integration on shopping experience (H6:
p = 0.000). No significant effects on green purchase intention were observed from environmental awareness (H3), channel
integration (H7), or shopping experience (H4). Similarly, brand identification on shopping experience (H9), environmental
awareness on shopping experience (H2), and sustainability measures on shopping experience (H5) did no show significant
effects. Indirect effects, such as those mediated by shopping experience were not supported.

5. Conclusions and Contribution

This pilot study aimed to develop and empirically test an integrated structural equation model in omnichannel
consumer electronics retail. The model systematically captures the influence of individual (environmental awareness,
shopping experience) and organizational factors (channel integration, sustainability measures, brand identification) on
consumer behavior and the green purchase intention. Based on theoretically derived hypotheses, the model was first fully
specified and then refined by eliminating insignificant paths to optimize model quality.

The results present a nuanced and multidimensional picture. Among all examined variables, brand identification
emerged as the strongest predictor of consumers’ green purchase intention. While environmental awareness is strongly
related to the perception of sustainability measures, it does not exert a statistically significant direct effect on green purchase
intention. In contrast, consumers’ identification with brands that credibly convey sustainable values plays a substantial role in
shaping purchasing decisions. By contrast, the analysis revealed no significant direct effects of environmental awareness (H3),
channel integration (H7), sustainability measures (H5), or shopping experience (H4) on green purchase intention. Likewise,
brand identification (H9) and environmental awareness (H2) did not significantly influence the shopping experience. The
bootstrap analysisdid not provide evidence for any indirect effects, either. These findings suggest that sustainable purchase
decisions are driven less by functional or technical aspects of the retail experience and more by value-based factors — such
as identification with sustainability-oriented brands. Although channel integration significantly contributes to the shopping
experience (H0), it does not directly impact green purchase intention. This underlines the importance of cross-channel
consistency for enhancing the customer experience, while also indicating that such structural features alone are insufficient to
promote sustainable consumption behavior.

Overall, the structural equation model provides an initial empirical framework for analyzing sustainability- related
factors in omnichannel retail for consumer electronics and offers valuable implications for further research. On a theoretical
level, the study expands the discussion on sustainable consumption by integrating individual and organizational factors into
a single model and transferring concepts from other industries to the comparatively under-researched consumer electronics
industry. It extends existing models of consumer decision-making and highlights the differentiated role of both significant
and insignificant paths in understanding purchase intention. From a practical perspective, the findings highlight that
environmental awareness and brand identity are central drivers of green purchase intention and emphasizes the importance of
a credible and consistent brand positioning regarding sustainable values. Omnichannel retailers in the consumer electronics
sector should implement initiatives such as transparent supply chains, eco-friendly shipping, and take-back systems for old
appliances, and communicate these consistently across all channels. Although channel integration did not directly affect green
purchase intentions, its strong link to the shopping experience indicates that a seamless connection of channels remains
essential. The results also show that sustainability measures are only effective when aligned with consumers’ environmental
attitudes and meaningfully integrated into the purchasing process.

6. Limitations

Despite its relevant findings, this pilot study has several limitations. With a sample size of only 125 subjects, the study’s
statistical significance and generalizability are limited. The small sample may distort results and reduce the stability of the
estimated parameters in the structural equation model. Furthermore, the survey was conducted exclusively in Germany,
which restricts the transferability of the results to other countries or cultural contexts. However, Germany is Europe’s largest
market for consumer electronics and has a high rate of online penetration, . making it a meaningful setting for an exploratory
study — though the findings should still be interpreted in a national context. Different cultural and economic contexts can
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significantly influence consumer behavior.

As a pilot study, the primary aim was to test methods and identify challenges for future large-scale research. Its
exploratory nature is valuable in that it highlights both significant and non-significant relationships, thereby refining the
conceptual framework before applying it to larger and more diverse samples. Therefore, the results should be interpreted with
caution, particularly given the limited sample size. Additionally, the study relied on a non-probabilistic, panel-based sampling
method that is functionally similar to convenience sampling. This approach means that not every consumer in Germany had
an equal chance to be selected As a result, the findings cannot be generalized to all omnichannel electronics consumers but
apply only to the surveyed consumer group. Future research should build on this framework using a larger, more diverse
sample to examine the impact of sustainability on consumer behavior in omnichannel electronics retail, which the authors
intend to pursue in subsequent studies.
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Abstract

Purpose — The objective of the paper is to provide an overview and examine how economic disruptions and rapid
digitalization have influenced organizational cultures, and to identify emerging trends and successful cultural strategies during periods
of crises.

Design/methodology/approach — The article employs the PRISMA method to conduct a systematic literature review of
Scopus-indexed articles that have applied Cameron and Quinn’s Competing Values Framework since 2019, the start of the COVID-19
pandemic. Special attention is given to studies linking organizational culture dynamics to resilience, stability, Covid-19, and innovation
within organizations.

Findings — The review indicates that periods of crisis significantly increase the importance of internal integration within
organizations. This shift toward internal focus is reflected in heightened values of Hierarchy culture, which supports control through
structure and planning. Simultaneously, Clan culture gains prominence by fostering security through collaboration and a sense of
belonging. Adhocracy culture tends to emerge in response to innovation-driven strategies duting crises. Measurements of desired
cultures suggest that post-crisis, organizations often express a desire to revert to their pre-crisis culture types. Matket culture contributes
to resilience by supporting strong supply chain integration.

Originality — This study provides a comprehensive synthesis of empirical findings on cultural shifts in organizations facing
crisis situations. It emphasizes the strategic applications of the Competing Values Framework in navigating organizational responses
to disruption.

Keywords: COVID-19, CVE, competing values framework, OCAI, Organizational Culture Assessment Instrument, resilience

1. Introduction

The events of recent years, particularly the COVID-19 pandemic, have posed continuous and wide-ranging
challenges for businesses and the broader economy. Shifts in consumer behaviour and preferences, declining consumption,
the additional costs associated with health and safety measures, inflation, supply chain disruptions, and rising energy prices
have compelled companies across all sectors to revise their strategies. Large multinational corporations, due to their scale and
market position, were generally more resilient and better equipped to withstand the crisis. In contrast, small and medium-
sized enterprises (SMEs) proved highly vulnerable, with many experiencing financial distress, requiring government support,
or going out of business.

Nonetheless, a significant number of businesses managed to successfully transform their operations, adapt to the
new environment, and emerge stronger despite the difficult conditions. The public sector also faced substantial challenges.
Although not directly reliant on consumer demand, its traditionally stable and predictable operations were disrupted,
necessitating the adoption of new working methods. Remote work, digital communication tools, and flexible workflows
were rapidly introduced across sectors, changing the way organizations interact internally and externally. These rapid and
sometimes forced transformations raised important questions about the cultural foundations that shape an organization’s
characteristics, ways of working, and adaptability.

Organizational culture, considered the invisible yet powerful force behind collective behavior, came under examination
during the pandemic. While strategy and structure provide formal guidance, culture defines how people actually behave and
collaborate during times of uncertainty. During crisis situations, such as the COVID-19 pandemic or economic downturns,
organizational flexibility becomes essential for maintaining operations, responding to stakeholder needs, and leveraging
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new opportunities. Understanding how organizational culture has shifted in response to external shocks is essential for
assessing organizational resilience and change-readiness. Culture may either facilitate or limit necessary adaptations. As
such factor, identifying which cultural attributes foster stability and which enable flexibility and innovation becomes a key
consideration. Organizational culture is a crucial determinant of how effectively an organization can mobilize resources,
make rapid decisions, and implement structural or procedural changes (Boin & van Eeten, 2013).

In addition to promoting structural flexibility, organizational culture also influences how organizations learn from
crises and integrate new knowledge into their practices. Cultures that support continuous learning, encourage feedback,
and within limits allow risk-taking are better equipped to innovate and stably operate during and after a crisis. This learning
orientation enables organizations not only to adapt reactively but also to develop forward-looking strategies that build long-
term resilience (Garvin, 1993).

The question arises: Have the above-mentioned factors shaped and changed organizational culture? Is there a useful,
shareable “recipe” for operating successfully in similar crisis situations? Is it true that the office exodus caused by the
coronavirus pandemic risks diminishing company culture unless leaders actively support it? (Howard-Grenville, 2020).
In this literature review, we analyze and summarize the findings of recent studies focusing on the relationship between
organizational culture and resilience, as well as organizational culture and unexpected change. Doing so, we aim to provide
insights into how organizations can better prepare culturally for future disruptions, drawing on empirical evidence and the
application of the Competing Values Framework in post-2019 academic literature.

1. Concept of organizational culture

The concept of organizational culture, introduced by Jaques in 1951, began gaining significant attention in the 1980s
from both researchers and business leaders. Initially regarded as a key factor for success, organizational culture is now
considered a cornerstone of corporate life, influencing how companies operate and perform (Benedek, 2014). It touches
numerous areas of organizational functioning and can improve team dynamics, enhance employee engagement, promote
collaboration, and increase productivity and overall performance.

Jaques (1951) defined organizational culture as ,,the culture of the factory is its customary and traditional way of
thinking and doing of things, which is shared to a greater or lesser degree by all its members, and which new members must
learn, and at least partially accept, in order to be accepted into service in the firm”. Building on this idea, scholars like Griffin
(1990) and Armstrong (1996) further elaborated the concept. Griffin describes culture as a value system that helps employees
understand the organization’s identity, while Armstrong defines it as a set of shared beliefs, norms, and behaviors that shape
interactions and outcomes.

The central issue concerning organizational culture is its relationship with organizational performance. Several
studies have demonstrated a strong link between culture and business outcomes, confirming that companies that prioritize
customers, stakeholders, employees, and leadership tend to outperform those lacking such cultural attributes (Kotter &
Heskett, 1992; Wagner & Spencer, 1996).

2. Cameron and Quinn competing values framework

2.1. Culture types according to the Competing Values Framework

Organizational culture evolves continuously through social learning, external influences, internal dynamics, and the
organization’s history. Models such as Cameron and Quinn’s Competing Values Framework (CVF) help define, analyze, and
develop organizational culture to ensure its alignment with strategy, objectives and desired outcomes. Introduced in 2000,
the CVF categorises four types of organizational cultures based on two core dimensions: (a) flexibility and discretion versus
stability and control; and (b) internal focus and integration versus external focus and differentiation. The framework has
been widely adopted in organisational research and management practice as a tool to assess, understand, and shape corporate
culture. By mapping cultural traits along these axes, the CVF offers valuable insights into how organizations function and
respond to change. The model identifies four culture types: Clan, Market, Hierarchy, and Adhocracy.
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Figure 1: The competing values framework (Cameron, Quinn, 2006)

In the Hierarchy culture, stability and internal focus are emphasized. This culture relies on formal structures,
strict processes, and operational efficiency. Organizations with a hierarchical culture prioritize consistent performance,
predictability, and error-free operations. Success is recognized through effective planning and cost control. Managers ensure
rules are followed and value expertise and logical problem-solving. While effective in stable environments, this culture is less
adaptable to change.

In contrast, the Market culture also values stability but takes an external focus, emphasizing results and competition.
Organizations with a market-driven culture aim to lead their industry, maximize market share by satistying customers, offer
high-quality or mass-consumable products, and build strong brand recognition. This culture is typically found in dynamic
markets and is common among large retail and service companies.

The Clan culture focuses on flexibility and internal relationships, fostering a supportive and collaborative atmosphere.
This culture values loyalty, tradition, and teamwork. Leaders act as mentors, emphasizing long-term development and
open communication. Known for encouraging collaboration and people-centered values, Clan culture promotes strong
interpersonal relationships and a shared knowledge base.

Adhocracy culture combines flexibility with an external focus, encouraging innovation and adaptability. Dynamic and
forward-thinking, adhocratic organizations support risk-taking, collaboration, and individual initiative. Leaders champion
creativity and empowerment. Success in this culture depends on the organization’s ability to innovate and respond quickly
to change, making it common in technology-driven industries, start-ups, consulting firms, and project-based organizations.

It’s important to note that organizations rarely exhibit just one culture type; instead, they are typically a blend of these
cultures. While each culture has its own strengths, there is no single “best” culture. Effective organizations can leverage the
advantages of all four culture types as needed and adapt their organizational culture to align with their strategy, goals, and
external environment.

2.2. The Organizational Cultural Assessment Instrument

The OCAL tool, developed by Cameron and Quinn alongside their CVE culture framework, helps organizations
define and profile their organizational culture. Widely used by researchers, managers, and consulting firms, this tool uses a
questionnaire where participants distribute 100 points among statements related to the four CVFE culture types, reflecting
both their organization’s current and desired culture. Key areas assessed include organizational traits, management style,
cohesion, strategic focus, and success criteria. Results are aggregated and visualized within the CVF model.
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Hierarchy

Figure 2: Visualization of as-is and to-be organizational culture blends
in the Competing Values Framework (www.ocai-online.com)

The questionnaire offers insights into both the organization as a whole and its subgroups, addressing several key
aspects:
a) Identifying the dominant organizational culture type within the organization or its units.
b) Assessing the strength of the dominant culture.
¢) Examining the consistency of the organizational culture across the organization, including potential diffe-
rences among sub-units.
d) Comparing the current and desired organizational cultures, indicating areas of change.
e) Comparing the organization’s culture with industry norms
f)  Monitoring changes in organizational culture over time.

These insights help organizations diagnose, assess change needs, and develop actionable plans, while also providing
industry comparisons and tracking progress over time.

3. Methodology

For the literature review, the PRISMA systematic review method was applied to a selection of articles filtered
from the Scopus database. Search terms included “Competing Values Framework,” “CVE” “Organizational Culture
Assessment Instrument,” and “OCAIL” appearing in the title, abstract, or keywords. The search focused on peer-reviewed
articles published in English since the COVID-19 outbreak in 2019, within the subject areas of business, management and
accounting, social sciences, economics, econometrics and finance, and decision sciences. Out of 85 articles initially identified,
8 used the abbreviation CVF to refer to unrelated academic disciplines, and two were written in languages other than English.
As a result, 75 articles were considered relevant for this review. The dominant fields among these studies included Strategy
and Management, which appeared in 28 articles with an average journal quartile ranking (Q) of 2.4; Business, Management
and Accounting, with 16 articles and an average Q of 2.6; Business and International Management, with 18 articles and an
average Q of 2.0; and Organizational Behavior and Human Resource Management, which appeared in 10 articles with an
average Q of 2.7.

4. Results

The articles included in the review were categorized based on whether the research was conducted in the for-profit
sector, the public sector, or encompassed both through broader empirical studies. Of the total, 48% of the published
research focused on the private sector, 16% on the public sector, and 36% represented overarching empirical studies that
included organizations from both sectors. Articles in this latter category typically concentrated on a single industry while
disregarding ownership structure.
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Figure 3: Number of articles categorized by sector where the research was conducted

In the sector overview, education has the strongest representation, accounting for 24% of the articles, with research
conducted across both private and public institutions regardless of ownership structure. This is followed by cross-industry
research, which appears in 14.7% of the articles.

Table 1: Number of articles by industry
where the research was conducted

NGOs
governmental institutions

public

social economy organizations

(SN L=l KN 1S

general

—_
[o]

education
both  |healthcare
general/cross industry

prduction
IT
construction

telecom
SMEs

energy

for profit |hospitality

real estate
food
logistics
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banking

—_
—_

cross industry

—_

project management

Source: own compilation

Further analysis of the article base revealed that 12 articles used the CVF solely for diagnosing the “as-is” and “to-be”
states of a specific organization, offering recommendations based on that analysis without linking organizational culture to
any other variable or impact factor (e.g, the COVID-19 pandemic or organizational resilience).
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After excluding these 12 articles, the remaining 63 studies examined organizational culture in relation to another
variable or external factor, which can be categorized as follows:

Research focus area

Iabour market

sucession planning

conflict management

communication, comms effectiveness
lean/lean production

clond adoption

resibence

inneovation,/digitalization /design thinking
lzi'ciec:mauagemal‘.

emplovee pecformance

organizational efectiveness

leadership,/management
12

\_
.
(=X
=]

Figure 4: Number of articles in the literature review categorized by research focus area

In this literature review, we examine the findings of 11 selected articles in detail, analyzing the relationship between
organizational culture and factors such as COVID-19, stability, resilience, innovation, and digital transformation. A limitation
of the review lies in the fact that several articles focus their research on a single industry or organization; therefore, broader
general trends cannot be reliably inferred from the literature.

85 records found after database searching
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2 records excluded
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Figure 5: Number of articles in the literature review categorized by research focus area

4.1. Effects of COVID-19 on Organizational Culture

The most significant recent shock to organizations has been the COVID-19 pandemic, although its impact varied
across sectors and industries. The pandemic began in December 2019, with lockdowns imposed in both the United States
and Europe until July 2020. During this period, EU countries adapted to the new circumstances by shifting to remote
work and adopting contact-minimizing operational methods. The proportion of EU enterprises integrating advanced digital
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technologies into their operations increased significantly, from 58% in 2019 to 63% in 2020 (European Investment Bank,
2022). While the official end date of the COVID-19 pandemic was declared as May 2023, the end of a pandemic is not
always clearly defined in practice.

The impact of the pandemic extended beyond business processes to organizational culture as well. Researchers
observed an increased internal focus, greater control, the dissemination of best practices, and efforts to foster a sense
of belonging. In healthcare, the sector most affected by the pandemic, the critical role of transformational leadership in
shaping organizational culture was emphasized by Gomes et al. (2024). Their findings also indicated that the influence of
different cultural types varied, particularly in terms of work-life balance. Organizations with a Clan-dominant culture showed
a positive relationship with employee well-being, helping to prevent burnout during this overwhelming period. (Gomes,
Tontini, Krause, Bernardes, 2024)

In the case of non-governmental organizations, a transition occurred from a predominantly Hierarchical culture,
defined by rigid rules, formal procedures, and internal competition, toward a more Clan-oriented culture. While achievement
remained a key value in the sector, formal rules and bureaucracy were largely replaced by an emphasis on knowledge-sharing
and collective experience. Interestingly, respondents did not view the more relaxed environment as desirable in the long
term. Instead, they expressed a preference for returning to a previous level of structural clarity, but within a more supportive
atmosphere. The willingness to compete internally and to take risks also declined (Mikusova, Rydvalova, Klabusayova, &
Konecny, 2023).

The education sector was significantly affected by the pandemic, which disrupted regular school operations through
temporary closures and the suspension of in-person classes (Sa & Serpa, 2020). In public education, a shift from the
previously dominant Hierarchy culture as a result of the pandemic can also be observed. A study involving public high
school teachers found that the structured yet collaborative pre-pandemic environment, shaped by formal rules and a mix of
Hierarchy and Clan cultures, was replaced by a focus on innovation and adaptability, characteristic of the Adhocracy culture
type, in response to the impact of COVID-19 The crisis pushed schools to adopt new approaches and encouraged more
dynamic ways of working. (Mikusova, Klabusayova, & Meier, 2023). A common finding in both studies is a strong desire
to return to a Hierarchy-based culture, suggesting that a return to structure and smooth operations guided by clear rules is
preferred at pre-pandemic levels.

In the private sector, changes have shown a slightly different character. In the I'T industry, the previously dominant
Clan culture lost some of its significance, giving way to a blend of increased Hierarchy and Adhocracy values. While an
internal focus remained central to operations, the culture during COVID-19 became characterized by a more formalized
and structured work environment with top-down management. This shift between culture types reflects the changing
environment driven by organizational ‘survival’ needs (Petrova, Konecna, & Hornungova, 2023).

Surprisingly, similar changes were observed in public administration. The previously predominant Clan culture lost
its notable lead and, during the pandemic, was equally replaced by Hierarchy culture within the culture mix. Adhocracy and
Market values remained neatly unchanged, so the shift was primarily from Clan toward Hierarchy. Interestingly, the desired
culture points back to Clan, with an even stronger preference than before the pandemic (Mikusova, Raguz, Kiestova,
Klabusayova, 2023).
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Figure 6: Shifts in the organizational culture as an impact of the COVID-19 pandemic

While these findings have limitations, since much of the research on COVID-19s impact on organizational culture
was conducted mainly in the non-profit sector of Central Europe, it is evident that Clan and Adhocracy cultures became more
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dominant within organizations during and after the pandemic. Organizations increasingly prioritize flexibility, employee well-
being, and inclusivity characteristic of the Clan culture. As they shifted toward supportive work environments to manage
stress and uncertainty, this culture type fostered stronger internal relationships, empathy, and a people-centered approach.
This shift was especially notable in NGOs and public administration, where cohesion, adaptability, and employee support
became key priorities.

Simultaneously, the need for innovation, adaptability, and rapid responses to changing conditions led to a rise in
Adhocracy culture. Companies placed greater emphasis on flexibility, creative problem-solving, and digital transformation,
with leaders encouraging experimentation and decentralized decision-making, The I'T sector and other industries that adapted
well to remote work embraced this culture, fostering autonomy and a focus on innovation.

These shifts suggest that organizations moved away from rigid Hierarchical structures toward models allowing greater
agility, collaboration, and responsiveness.

4.2. Resilience and organizational culture

The relationship between organizational culture and resilience has been of interest to researchers even before the
pandemic. One area of focus is supply chain integration (SCI), highlighting that strong integration builds resilience. By
considering how their organization’s culture influences relationships with supply chain partners, organizations can enhance
their resilience.

It was found that successful SCI (supply chain integration) is more often implemented by companies with low
Hierarchy culture, i.c., those dominated by Adhocracy, Clan, or Market cultures with minimal hierarchy values. The importance
of collaboration, teamwork, communication, and long-term development, typical of Clan and Adhocracy cultures, was
emphasized in creating high levels of integration (Cao, Huo, Zhao, 2015).

Research among hotels shows that Market culture clearly promotes both internal and external supply chain integration
simultaneously. Companies with a dominant Market culture were more successful in integration at all three levels: internal
integration (processes, coordination, joint decision-making), supplier integration, and customer integration. Additionally,
research indicates that Hierarchical culture has no significant effect on SCI (Gebril, Espino-Rodriguez, Gil-Padilla, 2022).

A study of governmental organizations showed that Hierarchy culture is dominant, but Clan culture is preferred
due to its strong orientation toward people. Resilient cultures emphasize unity and belonging, which help reduce shocks
and enable better responses to challenges. These cultures promote a bottom-up approach among policymakers, thereby
increasing their ability to respond to stressors (Andrianu, 2020).

Research in the banking sector reveals that banks with Hierarchy cultures focused on consistency, monitoring, and
control exhibit higher stability. While banks dominated by Hierarchy culture tend to have higher asset quality and lower risk,
those dominated by Market culture also show higher asset quality and better financial performance. However, the impact
of culture on bank stability is more significant during “non-crisis” periods and is more pronounced for smaller banks (Luu,
Nguyen, Vu, Nguyen, 2023).

In the healthcare sector, Mandal (2017) found that Adhocracy, Clan, and Market cultures positively influence
healthcare supply chain resilience, while Hierarchy culture has a negative effect. Additionally, technological orientation was
shown to enhance the positive impact of Adhocracy, Clan, and Market cultures.
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Figure 7: Organizational cultures supporting resilience
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4.3. Supporting innovation via organizational culture

Adaptation and innovation are widely regarded as crucial components of organizational resilience. During
the COVID-19 pandemic, businesses that swiftly adjusted to environmental disruptions and identified new operational
approaches were better positioned to endure the crisis.Given the challenges posed by the pandemic, the ability to rapidly
transform and innovate became essential across various sectors, emphasizing the need to foster a culture that supports and
encourages innovation.

A study by Zeb et al. (2021) in the energy sector provides evidence of the relationship between organizational culture
and innovation, confirming earlier research that highlichted the positive effect of Adhocracy culture on organizational
innovativeness.

In contrast, Hierarchy culture, with its rigid structures, high levels of formalization, and centralized decision-making,
was found to negatively impact an organization’s capacity for innovation (Naranjo-Valencia et al., 2016). The influence of
Market and Clan cultures on innovation capabilities, however, was not found to be significant. Adhocracy culture emerged
as a key driver of innovation, as it promotes risk-taking, creativity, and flexibility—factors that lead to increased innovative
practices. The findings suggest that organizations with a strong Adhocracy culture not only foster innovation but also achieve
better performance outcomes, underlining the interconnection between cultural attributes and organizational effectiveness.

Bendak et al. build on the earlier studies by Naranjo-Valencia et al., not only reaffirming the connection between
culture type and innovation capability but also extending the analysis. They integrate the Competing Values Framework with
an assessment of various forms of organizational innovation, developing and validating a comprehensive framework across
multiple companies.

Their findings suggest that systematically transforming organizational culture can significantly enhance specific types
of innovation among employees (Bendak, Shikhli, Abdel-Razek, 2020).
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Figure 8. Organizational cultures supporting innovation

Publisher name: Széchenyi Istvan University

ISSN: 3058-1079 (Online) 134



TER-GAZDASAG-EMBER Vol. 13., No. 2, 2025

Journal of Region, Society and Economy https://doi.org/10.14513/tge-jres.00448

As the findings vary across sectors and industries, a summary table was created to provide a clearer overview of the

conclusions presented above:
Table 2: Summary of findings organized by country, sector and industry

Country of .
} Sector Industry Conclusions
research

pre-dominant Hierarchy culture, characterized by strict rules, formal
Czech Republic Public NGOs procedures, and internal competition, shifts to a more Clan-oriented
culture of sharing knowledge and experience

pre-dominant Hierarchy culture, replaced by a focus on innovation and

Czech Republic Pubic Education s
p adaptability of the Adhocracy culture type
. . re-pandemic Clan dominant culture lost from its significance and gave

Czech Republic  Private IT pre’p . . 5 &

way to a blend of increased Hierarchy and Adhocracy values
. . Governmental The predominant Clan culture lost dominance during the pandemic and
Czech Republic Public o P . . gep
Organizations was equally replaced with Hierarchy culture.
Hierarchy remains the dominant culture, though Clan culture is often
. . Governmental preferred. Resilient cultures are clan-dominant cultures that emphasize
Romania Public . . . . .
Organizations the need for unity and belonging, by reducing shocks and offering better

responses to challenges.
Companies with a dominant Market culture were better at successful

Egypt Private Hospitality integration on all three levels: internal processes, coordination with
suppliers, and alignment with customers.
Adhocracy culture is a significant driver of innovation. The characteristics

. Private and of a Hierarchy culture, including strict structures, a high level of
Pakistan . Energy . . iy .
Public formalization, and centralized decision-making, have been found to

negatively impact an organization’s capacity for innovation.

United Arab Priva I'T, construction/ Systematically changing the organizational culture can significantly enhance

. vate . . i i i
Emirates design, media the desired types of innovation among employees.
Source: own compilation
5. Conclusion

Our review concluded that in crisis situations such as COVID-19, internal integration becomes a priority. Hierarchical
culture traits, such as structured processes, top-down decision-making, and planned execution, ensure greater control.
Meanwhile, the sense of belonging, people-orientation, and collaboration associated with Clan culture foster security,
knowledge sharing, and coordinated operations. Characteristics of Adhocracy culture enhance innovation capabilities
and organizational resilience, even in non-crisis periods. Measuring an organization’s cultural orientation and intentionally
adjusting it can improve its capacity for innovation. In nearly all cases, the desired post-crisis culture reflects the pre-crisis
dominant culture, indicating that organizations tend to return to a familiar equilibrium after navigating survival mode. In
several instances, resilience and stability are developed through full supply chain integration—an outcome more efficiently
supported by Market culture. Furthermore, technological orientation can amplify the positive effects of organizational
culture on supply chain integration.
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Absztrakt

A tanulmany a médiacélzas gyakorlatit és a helyi média hasznélataval kapcsolatos kérdéseket vizsgilja, kilonos tekintettel a
lokalitds, a média rendelkezésre dllasa és az ezzel jard kihivasok tikrében.

Cél—Feltarni a hazai vezetd médiaszakemberek vélekedéséta médiacélzas gyakorlatardl, kihivasairdl és a helyi média hasznalataval
kapcsolatos tapasztalataikrol. Tessziik mindezt azért, hogy javaslatokat fogalmazhassunk meg a hazai helyi média tulajdonosok szamdra
amelyek segithetik Sket a vezeté médiatigynékségekkel valé hatékonyabb egylittmiik6désben.

Tervezés/modszertan/megkozelités — A kutatis a médiacélzassal kapcsolatos alap szakirodalom és piaci adatok attekintésével
helyezi kontextusba a célzds és a helyi média kinalat témakorét. Ez ad alapot a 11 félig strukturalt szakért6i mélyinterji lebonyolitdsara
és elemzésére. Az interjik feltarjak a vezet6 médiatigynckségi szakemberek vélekedését a médiacélzas gyakorlatardl és helyi média
rendelkezésre allasardl és velik valé egyiittmikodés kérdéseirél. Az interjukat a Braun, & Clarke, (2000) altal kifejlesztett tematikus
szOvegelemzés modszerével elemezziik.

Eredmények — A médiacélzas egyre fontosabb a médiatigynokségek tligyelei szamara, viszont jellemz&en nem hasznaljak ki az
Osszes rendelkezésre allé lehetSséget. Ennek egyik oka a megfeleld szamu magas szakmai tudassal és gyakotlattal rendelkez6 szakember
hidnya, masik oka a helyi média kindlat és veliik valé egyiittmikédési nehézségek. E mellett magasnak taldljak a helyi média drait és
alacsonynak a rendelkezésre dll6 média és dltaluk elérhet6 kézonségrél szolé kutatasi informaciot. Ugyancsak biralatot kapott a helyi
média képviseletének elaprozottsaga. A kutatds ravilagit az adatokra alapulé személyre szabott reklam és a fogyasztdi privat szféra kozotti
feszultségre.

Eredetiség — a tertlettel kapcsolatban kevés szakirodalom taldlhaté nemzetkozi szinten, Magyarorszagon pedig csak elvétve
kertilt a kutatok érdeklédésének kozéppontjaba.

Kulcsszavak magyarul: célzasi médszerek, lokalis média, média célzds, geotargeting

Absztrakt

The study examines the practice of media targeting and issues related to the use of local media, with particular attention to
locality, media availability and the challenges associated with it.

Objective: To explore the views of leading Hungarian media professionals on the practice of media targeting, its challenges
and their experiences with the use of local media. We do all this in order to formulate recommendations for Hungarian local media
owners that can help them to cooperate more effectively with leading media agencies.

Design/methodology/approach: The tesearch contextualizes the topic of targeting and local media supply by reviewing the
basic literature and market data related to media targeting. This provides the basis for conducting and analyzing 11 semi-structured in-
depth expert interviews. The interviews explore the views of leading media agency professionals on the practice of media targeting and
the availability of local media and issues of cooperation with them. The interviews are analyzed using the thematic text analysis method
developed by Braun, & Clarke, (2000).

Results: Media targeting is increasingly important for media agency agents, but they typically do not use all the available
opportunities. One reason for this is the lack of a sufficient number of professionals with high professional knowledge and experience,
another reason is the local media supply and the difficulties of cooperating with them. In addition, they find the prices of local media
to be high and the research information about the available media and the audience they reach to be low. The fragmentation of local
media representation has also been criticized. The research highlights the tension between data-based personalized advertising and the
consumer’s private sphere.

Originality: there is little literature on the subject at the international level, and in Hungary it has only rarely become the focus
of researchers’ interest.
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1. Bevezetés

A reklamozas a modern piacgazdasag szerves része. Ahogy Kotler és Keller (20106) érvel, a reklim nem pusztan a
termékek népszerisitésérdl, hanem a célkézonséggel vald értelmes kapcesolatok kialakitasardl is szol.

A Magyar Reklamszovetség 2012-es tanulmanya mutatta be a reklam gazdasagi hatasat, mely szerint minden reklamra
forditott 10 forint 47 forint gazdasagi értéket general (MRSZ, 2012).

A reklamkéltés legnagyobb részét a reklamiizenet célba juttatasara alkalmazott médiara forditott Gsszeg teszi ki, ami
a jellemzben a teljes reklamkoltés 55-85 szazaléka (Shapiro et al., 2021, Shaver 2003, Silk & Berndt 1993, Ma & Du 2018,
Chakrabarti & Makhija 2021). A médiakoltés vilagszinten 2023-ban meghaladta az ezer milliard dollart, amibdél t6bb mint
70 szazalék a novekedés hajtémotorjanak szamit6 digitalis médiaba kertilt. A digitalis médiakoltés mintegy 60 szazaléka a
Google és a Meta platformokra jut NMHH 2024/4), ami lehetdséget biztosit szamukra a cstucstechnoldgiai szolgaltatas -
fejlesztések finanszirozasara.

A magyar piacon a Magyar Reklam Szévetség kozlése szerint 2024-ra a kommunikacids torta mérete lista aras koltésen
-vagyis a kedvezmények nélkiili, hivatalos arlistakban szereplé arakon szamolt koltés-, 715 millidr Ft volt, amelynek 53,7
szazaléka (384,4 milliard Ft) médiakoltés (MRSZ 2025). Ezen belil a Digitlis média 54 szazalék, TV 22,9 szazalék, Sajté 9
szazalék, Kozterilet 8,7 szazalék, Radié 4,3 szazalék, Mozi 1szazalék részesedéssel bir. A dominans és leggyorsan fejlédé
Digitalis médian belil a nemzetkézi hirdetési platformok (Google, Meta, TikTok ...) 65 szazalékot képviselnek hazankban.
Bz azt is jelenti, hogy a hazai reklim-média koltés 35,1 szazaléka tavozott az orszagbol 2024-ben, amely a haza média
tartalomel&allitas és média kereskedelem szamara hianyzik (ezzel a kérdéssel jelen kutatasban nem foglalkozunk).

Smith (Smith, 1956) a piaci szegmentaciérdl szolé munkaja mondta ki, hogy nem minden fogyaszté egyforma,
¢és a szegmensekben valé gondolkodads és a reklam célzasa jelentésen javithatja a marketing hatékonysagat. Bz inditotta
el a differencidlatlan marketingtSl az egyre inkabb differencialt, szegmens alapt marketing irdnyiba a reklam- és média
szakemberek gondolkodasat is.

A piac és a technoldgia fejlédése lehetévé tette egyre kisebb elemszamu szegmensek 1étrehozasat, igényeikre vald
reflektalast. A ,,one-to-one” marketing (Peppers & Rogers, 1997) kezdetben inkabb direkt marketinget takart, majd késébb
Bergemann és Bonatti (2011) altal leirt erésen személyre szabott digitalis célzast. A tdmegmédia célzas finomitasaval a
reklam egyre inkabb kozelit a direkt marketing vagy CRM megkozelitéshez, amely mar az 1970-es évektdl tizleti gyakorlatta
valt (Guerola-Navarro, 2024). Itt az adott személy jovihagyasara van sziikség ahhoz, hogy kbzvetlen ajanlatokat kapjon, ez
GDPR és mas jogi kérdéseket vet fel, amelyre jelen anyagban nem szeretnénk kitérni.

A médiakindlat egyre sokszindbb, s verseng nem csak a néz6k, hallgatok és olvasok figyelméért, hanem mind helyi
mind orszagos szinten a hirdetésekért is. A reklam média célzas kulcsfontossagt, amelyben a foldrajzi célzas, a helyi média
alkalmazdsa régota jol kihasznalt lehetGség. A digitalis korban ugyanakkor a digitalis média kemény kihivéja a tradicionalis
helyi médianak helyi szinten is, ezért fontos, hogy feltirjuk a médiatigynokségek vélekedését a helyi média hasznalataval
kapcsolatban.

A kutatasunk kézéppontjaba a médiacélzas ezen belil pedig a féldrajzi-helyi média célzas gyakorlatanak megismerése
all, amelyet a médiatigynokségek vezetd szakembereivel végzett mélyinterjik elemzésével prébaljuk feltarni.

A szakirodalmi attekintéstinkben sorra vesszitk a f6bb média célzasi médokat (mind az offline mind a digitalist),
majd megvizsgaljunk a Magyarorszagi helyi média rendelkezésre allasaval kapcsolatos tényeket. EHzt kévetSen tematikus
szovegelemzés (Braun, & Clarke, 2000) segitségével elemezziik a médiatigyndkségi vezets szakértGk mélyinterjuait és keressik
a valaszt a k6vetkezé kutatasi kérdésekre:

RQ1: Hogyan latjak a Magyarorszagon mikodo nagyobb médiatigyndkségek vezets szakemberei a médiacélzas jelenlegi
gyakorlatat, kiilonds tekintettel a f6ldrajzi (lokalis) célzas lehetGségeit?

RQ2: Milyen médszereket és technologiakat alkalmaznak a célzasra (az lgynokségi gyakorlatban?

RQ3: Melyek a £6 szakmai kihivasok a célzas (kiiléndsen a lokalis célzds) megvaldsitasaban?

RQ4: Milyen javaslatokat lehet megfogalmazni a helyi média szamara annak érdekében, hogy sikeresebben versenyezzenek
a médiatigyndkségek éltal kezelt kampanyokban valé részvételért, a média kéltésekért?

2. Szakirodalmi attekintés - médiapiac — reklam célzas

A vallalati gyakorlatban és a szakirodalomban jellemzéen a kévetkezd reklam-média célzasi médokat talalunk:
demogtrafia, foldrajzi, pszichografiai, viselkedési (Keller et. al. 2016), (Veres et. al. 2017), (Liska, 2024) (Gartner, 2022).
A szegmentacid soran kilénb6z6 ismérvek alapjan prébaljuk hasonld keresleti sajatossaggal bird csoportoka bontani

a tarsadalmat és ezek kozil, mint elérend$ célesoportot egy vagy tobb szegmenset a kommunikacié kézéppontjaba allitani
(Szabo, 1997).
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2.1. A reklam-média célzas megkozelitéesek valtozasa

A reklamok adott célesoportokhoz valé egyre pontosabb eljuttatisara a médiacsatorndk technoldgiai fejlédésével
parhuzamosan Gjabb és Gjabb lehet6ség nyilik. A digitdlis média korat megel6zGen, az offline média célzasra a szakértéi
becslés és tapasztalat, valamint a kvantitativ k6zonségkutatas adataira timaszkodva volt maéd.

Nyomtatott sajtondl a hirdetSk és médiatigynékségi szakemberek tapasztalatai, a lapok eladott példanyszam adatai,
témaja ¢és tematikdja, majd a média kézonségének kutatdsi (demografia, attitid, fogyasztas) adatait hasznaltak (Abrahams et
al., 2013).

TV és radi6 esetében is els6 korben az adott csatorna 4ltal lefedett f6ldrajzi tertilet, misor tematika, valamint egy-egy
adott misor elemre alapoztak a célzast, majd kiegésziilt az egyre részletesebb és pontosabb hallgatottsag és nézettség mérés
adataival (Abrahams et al., 2013), (Tucker, 2012), (Staneva et al., 2025).

Koéztertlet és zarttertileti média (Out of Home — OOH) esetében els6dlegesen az adott hirdetési feliilet elhelyezkedése
képezte a célzas alapjat, amely kiegésziilt mind a gyalogos mind az autds és a tdmegkdzlekedési forgalmi adatok és a feltlet
lathatosagaval kapesolatos informaciékkal (Hinton, Watson & Oviedo-Trespalacios, 2022), (Czajkowski et al., 2022). Ahogyan
a médiapiac egyre fejlettebbé valt, a médiakutatasi informaciok is egyre részletesebbekké valtak, kiterjedve a pszichografiai
¢s az ¢életstilus adatokra is (Abrahams et al., 2013), (Verhoef et al., 2010).

A digitalis média elSretrésével, annak jellege miatt sok adat kéz6dik termézszetes modon, valamint a hasznalt
kilonbo6z6 kédok (cookie) segitéségével. Ezek lehet6séget adtak a felhasznalédl szokas (béngészési szokasok - behavioral)
a témahoz valo illeszkedés (keresési kulcsszavakhoz és tartalmi elemekhez k6t6d6 - contextual) alapt célzasra. E mellett
a konkrét bongész6hoz és az azon keresztll végzett tevékenységi mintdzathoz, esetleg vasarlasokhoz, szamitégéphez és
személyhez k6t6d6 célzasra is, ami a relevanciat és a reklammal kivalthaté hatast ndvelheti (Illescas-Manzano et al., 2021),
(Cheng, Chen & Huang, 2023), (Sanchez & Viejo, 2018). Ma, a felhasznaléi szokasokra, a digitalis labnyom adataira alapuld
ugynevezett adat-vezérelt célzasok mutatkoznak a leghatékonyabbnak (Sanchez & Viejo, 2018).

A digitalis médiaban és az adat alapt megkozelités a konkrét felhasznaloi aktivitasok kévetésével torténik elsédlegesen
(Bergman et. al. 2011). Ezek az informacidk lehet6séget biztositanak a digitalis médiacsatorndkon a tradicionalis célzasi
moédszerek mellett, killonb6z6 specialis célzasi technikak alkalmazasara, amelyek kozll a leggyakrabban hasznaltakat a 1.
szamu tablazatban foglaltam Gssze.

1. tablazat: Kilonb6z6 médiacélzasok és sajatossagaik

Célzasi mod Leiras/ismérvek Ajanlott Elonyok Korlatok Lehetséges Forras
felhasznalas kockazatok
Demogratfiai Eletkor, nem, Széles pracra szant  Konnyen Feltételezi, hogy a Stereotipiakra Iyer, Soberman
célzas jovedelem vagy fogyasztoi termékek  szegmentalhatd demografiai épithet, igy & Villas-Boas
iskolai végzettség és szolgaltatasok. piacok, hatékony csoportok potencialis (2005)
alapjan hirdetési homogének; nem tgyfeleket
koltségek. tartalmaz zarhat ki.
viselkedési
adatokat.
Foldrajzi A felhasznalé Helyi vallalkozasok,  Relevans a helyi Az IP-alapu Adatvédelmi Bergemann &
célzas foldrajzi helye turizmus, régio, tgyfelek szamara,  helymeghatarozas aggalyok a Bonatti (2011)
alapjan vagy helyi koltséghatékony. pontossaga valtozd  helymeghatarozissal
specifikus a lehet. kapcsolatban.
janlatok, helyi
megerdsités.
Viselkedésalapi A bongészési Amikor egy adott Nagyon célzott, Nagy mennyiségti A talzott Chen &
célzas el6zmények, digitlis labnyom- noveli a konverziés  adat sziikséges; személyreszabas Stallaert (2014)
kattintasok és viselekedés aranyokat. adatvédelmi kellemetlen
korabbi kapcsolatba aggalyok lehet a felhasznalok
vasarlasok hozhaté egy merilhetnek fel. szamara.
alapjan igénnyel.
Kontextualis A hirdetések a A hirdetést egy Nem igényel Kevésbé pontos, Az irrelevans Gal-Or et al.
célzas weboldalon talalhaté  adott tartalmi személyes mint a tartalom (20006)
tartalomhoz koérnyezetben adatokat. viselkedésalapu csOkkentheti a
igazodnak szeretnénk célzas. hatékonysagot.
megmutatni.
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1. tablazat (Folytatas)

Célzasi mod Leiras/ismérvek Ajanlott Elonyok Korlatok Lehetséges Forras
felhasznalas kockazatok
Erdeklddési kor A felhasznalok Markaépités, Noveli a hirdetések Az érdeklédési k6r  Buborékokat hozhat Yan et al.
alapu célzas kor?bbi o iigyf’élkapcsola't(?k clkételezettségét. id(ével valtozhat, létre (2009)
tevékenységei kiépitése, affinitas ezért az adatok

Pszichografiai
célzas

Retargeting
(Ujracélzas)

Hasonmas
(Lookalike)
célzas

Programozott
médiacélzas
(Programmatic
Media
Targeting)

alapjan megallapitott
érdeklédési korokre
épit

A személyiségjegyek,
életmdd és értékrend
alapjan célzott
reklamok.

Olyan
felhaszndléknak
jeleniti meg a
hirdetéseket, akik
korabban mar
kapcsolatba léptek
egy weboldallal vagy
termékkel.

Meglévé
ugyfélkorhoz/
kivalasztott
csoporthoz hasonld
4j felhasznalok
azonositasa.

Automatizalt
hirdetésvasarlas

valés idej licitalassal,
adott célcsoportra.

alapon.

Magas
clkotelezédést
igénylé termékek
és szolgaltatdsok
esetében.

Elhagyott kosaras
vasarlasok
Osztonzése, lead
nurturing,

Hatékony
piacb6vités

a meglévd
tgyfélkorhoz
hasonlé
személyekkel. .

Nagy volument
digitalis
kampanyokhoz,
amelyeknél fontos a
hatékonysag;

Noveli az érzelmi
kotodést és a
markahtiséget.

Noveli a konverzids
aranyokat.

Segit a kampanyok
gyors skalazasaban.

Rendkiviil
hatékony, lehet6vé
teszi a valos ideji
optimalizalast.

elavulhatnak.

Az adatok
OsszegyUjtése
bonyolult, fejlett

analitika sziikséges.

Tl gyakori
megjelenités
esetén zavard

lehet.

Pontos adatok
sziikségesek az
érvényes

modellekhez.

Fejlett
adatintegracié
sziikséges; csalds
(AdFraud),
markabiztonsagi
(Brand Safety)
problémak
lehetnek

Vakratsas et al.
(2004)

Nehéz mérni a
hatékonysagat,
és adatvédelmi
problémakat is
felvethet.

Lambrecht &
Tucker (2011)

Farasztéva

valhat a

felhasznalok
szamara, rombolhatja
a marka megitélését.

Pontatlan modellezés Beales (2010)
esetén felesleges
hirdetési koltségeket

eredményezhet.

Atléthat(’)ségi Bergemann &
problémak, Bonatti (2011)
el6fordulhat, hogy

nem biztonsagos
webhelyeken jelennek
meg

a hirdetések.

Forras: Sajit szerkesztés Iyer, Soberman & Villas-Boas (2005), Beales (2010), Bergemann & Bonatti (2011), Chen & Stallaert (2014), Gal-Or et al.
(2006), Yan et al. (2009) Vakratsas et al. (2004), Lambrecht & Tucker (2011) alapjin

Megjegyzés: az egyes célzasok kombinacidit is hasznaljak a médiaiparban, a jellemz&k leirasandl egyszertsitéseket

hasznaltunk

A viselkedés alapu reklamcélzas jelentsen néveli a hirdetések hatékonysagat, példaul a kattintasi aranyokat (CTR)
és az impulziv vasarlasokat. A viselkedés alapui célzas kétszer hatékonyabb lehet, mint a hagyomanyos reklamok (Saia et al.,
2016), (Nyrhinen et al., 2024), (Boratto et al., 2016).
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A kontextualis célzas esetében, ahol a média tartalom és a hirdetés j6 illeszkedik a felhasznal6i élmény né és a hirdetések
atkattintasi aranya is emelkedik (CTR) (Zheng, Chen & Jiang, 2012,). Ugyanakkor ebben az esetben alacsonyabb a reklamra
val6 visszaemlékezés aranya, de magasabb vasarlasi szandékot mértek, s a hirdetést a felhasznalok hattérinformacioként
értelmezték (Peitz & Reisinger, 2015).

Az érdekl6dési kor alapu célzasnal (interest-based targeting) altalaban né a reklamok relevanciaja, igy né a felhasznalok
pozitiv valasza, a vasarlasi szandék és a kattintasi arany. Ugyanakkor a felhasznalok egy része kellemetlennek talalhatja ezt
a célzast mert a maganszféra megsértésének érzését kelthetik, csékkentve reklamok iranti pozitiv attitddot és névelheti az
clutasitast vagy a reklamkertlést (Zarouali et al., 2017).

A pszichografiai célzas (pszichologiai és életstilusra alapuld) soran azonositjak a kilénb6z6 életstilus, érdeklédést
és attitdd csoportokat. Példaul, ha a Facebook felhasznalok személyiségét a like-jaik alapjan becsiilik meg, és ehhez igazitjak
a reklamokat, akkor mérhetéen javul a kattintasok és a vasarlasok szama (Matz & Netzer, 2017). Ugyanakkor a Cambridge
Analytica esete ramutatott arra is, hogy ez a tudas alkalmas lehet pl. a valasztok manipulaldsara is. Lehet6ség van arra, hogy
a valasztok személyiségéhez igazitott politikai tartalmakat jelenitsenek meg, ami befolyasolhatja a valasztasi integritast (Matz,
Appel & Kosinski, 2020), (Zarouali, Dobber & Schreuder, 2024).

A retargeting (Gjboli célbavétel) olyan felhasznalokat céloz meg, akik mar interakciéba léptek a markaval, de nem
vasaroltak. A cél, hogy emlékeztessék Gket az érdeklédésiikre és visszacsabitsak Gket a vasarlas befejezésére. Ez a célzas néveli
a fogyasztéi figyelmet, killénésen, ha a reklam kiemeli a termék egyedi tulajdonsagait, amelyeket a felhasznalé korabban mar
megtekintett (Huang, 2018), ugyanakkor, ha a felhasznalok ugy érzik, hogy sokat tudnak réluk a hirdeté akkor csékken a
célzas hatékonysaga, sét a marka ellen is fordulhat a felhasznalé (Stephen, 20106) (Bleier & Eisenbeiss, 2015).

A Jookalike (hasonmids) célzas lényege, hogy a meglév, idealis fogyasztéi csoporthoz hasonld viselkedést és
tulajdonsagi potencialis vasarlokat céloz meg. Napjainkban a digitalis reklamcélzas 77%-a alkalmazza ezt a modszert, amely
segitségével automatizalt modon jut el a hirdetés az idealis kézénséghez nagyon hasonld személyekhez. Ez a technika
kilonosen fiatalok (14—19 évesek) korében volt hatékony (Driessen et al., 2025).

A programmatic média (automatizalt hirdetés vasarlas) mint célzas 1ényege, hogy valés idében kapcsolja Gssze egy
adott médiafelilletre érkez6 latogatot annak a hirdetének az tizenetével, amelyik az hirdetének fontos, adott profillal (adott
demografiai és egyéb felhasznaloi szokassal) rendelkezik. Mindezt egy kézponti rendszeren futd algoritmus segitségével,
automatikus hirdetés vasarlason keresztil (Tam & Lung, 2025). A médszer lehet6vé teszi a személyre szabott hirdetések
eljuttatasat, valos idejd drazassal és licitalassal, ami még inkabb hatékony, ha CRM rendszerekkel integraljak, s az abban
tarolt adatok segitik a licitalast és a megcélzandok profiljanak kialakitiasat (White & Samuel, 2019). A digitalis reklamkoltés
mintegy 80 szazalékat ma mar igy vasaroljak (Braghin & Cremonini, 2025). Ugyanakkor ez a rendszer néveli a felhasznalok
adatvédelmi aggalyait, kiiléndsen a mobil hirdetések esetében, mivel ezek t&bb személyes adatot (pl. tartdzkodast hely adatot)
gytjtenck. (Ford et al., 2023),

2.2. A média célzas elonyei és kockazatai

A hirdetSk oldalarol, a médiacélzas a néveli annak valoszintségét, hogy egy adott hirdetés megfelelé fogyasztohoz
jut el igy, csokkentve a reklim medd6szorasat vagyis a célcsoporton kiviili személyekkel valé kontaktust (Bergemann &
Bonatti, 2011). Célzott és jol kivalasztott médiamix, az online és offline reklaimok egyiittes hasznalatanak szinergia hatasa
néveli a reklam hatasat (Naik & Peters, 2009) amelyet els6dlegesen a nagyobb hirdetSk tudnak kihasznalni. Ugyanakkor a
kisebb szegmensekre fokuszald, elsédlegesen kisebb hirdetSk is beléphetnek egy-egy sziikebb piaci szegmensbe a hatékony
médiacélzassal (Chen & Stallaert, 2019), igy névelik a verseny és a valasztas szabadsagat (Johnson, 2009).

A fogyasztok oldalan el6nyt jelenthet, hogy a kapott hirdetések relevansabbak szamukra, kisebb reklamzaj (Bergman
2011) ezzel egyiitt csokken a megfelel6 aru vagy szolgaltatas megtaldlasanak ideje is (Iyer, Soberman & Villas-Boas, 2005).

Ugyanakkor nem csak elényok, hanem jelent6s kockazatok is vannak. A valds idejd adatgydjtésre alapozva né a
hatékonysag, de adatvédelmi, kiber-biztonsagi, etikai, piaci versenyre vonatkozo és fogyasztoéi magatartasi aggalyokat vet
fel (Fulgoni, 2018). Kénnyen el lehet jutni abba az allapotba, hogy az igazan preciz célzas és az adott személyek a konkrét
igényeikre szabott tizenetet agresszivnek érzékelik. Ezzel csokkenhet a fogyasztoi bizalom, s egyfajta ,,big brother” effektus
érvényesiilhet (Fulgoni, 2018). A felhasznal6 azt is érezheti, hogy a személyes dontéshozasi szabadsagaban korlatozzak
(Fitzsimon et.al. 2024). Az adat alaptsag teljes kihasznalasa azt sugallhatja a fogyasztonak, hogy a hirdet$ kitalalta mit akar,
s olyan ajanlatot kapott amire csak azt tudja mondani: ,,pont ezt szerettem volna”. Kialakulhat a ,,privacy paradoxon” amikor
ugyan a fogyasztok élvezik a személyre szabott tartalmakat és a hirdetés relevancidjat, ugyanakkor egyre kevésbé hajlanddak
megosztani a személyes adataikat félelmeik miatt (Bleier & Eisenbeiss, 2015).

A nagy pontossiagi célzast elsédlegesen az értékesitési céld kommunikaciéban alkalmazzak, a révid tava
cladasosztonzési aktivitdsoknal. Ha az értékesitési fokusz és a markaépités egyensilya megbomlik, hosszabb tavon ez
hatranyos lehet az értékesitésre nézve is (Binet & Field, 2013). Az iparban sokszor ugy emlitik ezt, hogy a tuleréltetett
értékesitési kommunikacio ,,kiégeti maga alol a markat”.
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2.3. A foldrajzi célzas - geotargeting

A foldrajz elsé torvényeként hivatkozza Tobler: ,,minden 6sszefiigg minden massal, de az egymashoz kozelebb
levé dolgok jobban, mint a tavolabb levék™ (Tobler, 1970, p.:236). A foldrajzi célzas soran egy-egy nagyobb vagy kisebb
tertiletre fokuszalunk, mint példaul régid, orszag, megye, varos, kertlet, lakékorzet, ahol azonosithatéan eltérd fogyasztoi
preferenciak, viselkedések és gazdasagi jellemzok vannak. (Zaragoza et. al. 2019).

A foldrajzi célzast reklamok els6dlegesen az adott tertileten mikods vallalkozasok és tizletek szamara relevansak,
e mellett globalis vagy orszagos kampanyok helyi megerdsitésére is alkalmasak. Bz a célzas megvalosithaté mind offline
¢s online eszkozokkel, a helyi TV, radid, sajtod és kozterileti feltletek mellett a mobiletelefonon keresztili hirdetésekkel,
koz6sségi média és a online hirdetésekkel. Itt a célzas, példaul postai iranyitészamok alapjan, utcaszinten vagy egy adott
lakokorzet szintjén is megvaldsithaté. Elénye a pontossag, kiilondsen varosi kornyezetben (Aiken et al., 2022), ugyanakkor
megjelennek az adatvédelmi kérdések a személyes adatok hasznalataval kapcsolatban (Thapa, Guzman & Paswan, 2024).
Geotargeting tovabbi fejlesztését egyes kutatok a viselkedésalapu célzassal kombinalva latjak megvalosithatonak (Luo, Li &
Chen, 2021).

Az offline médiaban, a féldrajzilag kdnnyebben irdnyithaté tipusok a kézteriilet és zart tér, jarmireklam, ezen tdl a
helyi sajto, radio, illetve a helyi TV, valamint a helyi mozi.

Az elsé digitalis foldrajzi célzasi megoldasok IP-cim (Internet Protocol cim, amivel az internetre kapcsolt eszkozt
azonositani lehet) alaptak voltak, majd a GPS, Wi-Fi, mobilcella alapuak jelentek meg (Callejo, 2022). Kés6bb a kiterjedt
adatgyijtés segitségével épp egy adott pillanatban adott profillal rendelkez6knek tette lehet6vé a célzast helyi kampanyokban
mobilalkalmazasokon és kézosségi médian keresztill is. A Google és a Meta platformjai a legelterjedtebbek, ezekkel meg-
célozhatunk orszagokat, vairmegyéket vagy postai irdnyitoszamhoz tartozo tertiletet, adott pontos cim kéril valamekkora
sugard kort vagy helycsoportokat. Ugyanakkor mindkét szolgaltatd kiemeli, hogy nem garantalja a100%-os pontossagot
(Google, 2025; Facebook, 2025).

Legjellemz3bb geotargetinget hasznald iparagak a kiskereskedelem (Iyer, Soberman & Villas-Boas, 2005) és éttermek,
program és turisztikai kommunikacié (Callejo, 2022) ahol a hiperlokalis vagyis egy telepiilés egyes utcai vagy utca adott ré-
szere fokuszald célzas egyre gyakoribb (Zaragoza, et. al. 2019).

3. Helyi média kinalat Magyarorszagon - desk research

A helyi médiakinalattal kapcsolatos informaciét leginkdbb az Nemzeti Média és Hirkozlési Hatosag (NMHH,
2024), és a White Reportbdl (White Report 2024) kaphatunk. A hazai média kinalat széleskord és kifinomult. A legtrissebb
elérhet6 adatok szerint t6bb mint 600 audiovizualis, 200 radiés, 3300 koriili internetes sajtoterméket, 6700 feletti nyomtatott
sajtéterméket (NMHH, 2024/1, NMHH 2024/2, NMHH 2024/3, NMHH 2025), 153db mozit 422 vetit6teremmel (KSH
2023) 46083 db oriasplakatot és citylight feltletet tartanak szamon (Scores Group 2022). Magyarorszagon az orszagos
lefedettséget biztosité média mellett elsédlegesen telepiilés szintl helyi vagy varmegyei (kevésbé a regiondlis) a jellemzé.
Az egyes varmegyékben fellelhetd, az adott megyére fokuszalé médiatermékek darabszamat (kozteriilet és mozi nélkil) az
alabbi 4bra tartalmazza a Whiterepor adatai alapjan (Whitereport 2024).

1. abra: Varmegyék helyi és megyei médiumszama médiatipusonként;
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Megjegyzések: A radi6s darabszamok frekvenciianként értend6k.
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Az abra nem tartalmazza a korzeti televiziokat (37 db), a korzeti radidkat (103 db), a regionalitds szerint nem
besorolhat6 nyomtatott lapokat (1.073 db) és az orszagos médiumokat.

Az 1. dbran szerepl6 média kinalat mellett szamos, alapvetéen kz6sségi média alap, els6dlegesen nem kereskedelmi
médiacsatorna alakult ki. Az dbraban szerepl6 Internet, mint helyi média arra vonatkozik, hogy az adott megye egészére vagy
egy nagyobb részére fékuszaldan (alapvetSen a tartalom ezzel a tertilettel foglalkozik) hany weboldal mikédik a Whitereport
felmérése szerint.

A Geotarget Kft. (Geortarget 2025) helyi média kinalatot fogja Ossze és segit a hirdetSknek, valamint a
médiatigynokségeknek a helyi kampéanyok lebonyolitasaban. Osszesen megkézelitSleg 2000 helyi kozésségi média csoportot
tart szamon, ezek kozil a legtobb Pest megyében mintegy 300, Borsod Abatj Zemplén varmegyében mintegy 150, Bacs
Kiskun Szolnok varmegyében mintegy 130 kézosségimédia csoporttal. Ezek a csoportok kevésbé fokuszalnak hirdetési
tevékenységekre, inkabb helyi hir- vagy tizenéfalként tizemelnek.

4. A kutatas alanyainak és a kutatas modszerének kivalasztasa

2024-ben a mért reklam- média listadras koltések 87 szazalékat médiatigynokségeken keresztill kertilt befektetésre a
magyar piacon (Kantar 2025). A médiatigynékségek szenior szakemberei jelentGs szerepet toltenek be a hirdetési dontések
meghozataldban azzal, hogy milyen médiastratégiat javasolnak, amelybe beletartozik az alkalmazott médiacélzasi modszer
és a helyi média hasznalata is. Empirikus kutatisunkban ezért a médiatigynokségek vezets szakembereinek vélekedését
vizsgaljuk a reklamcélzas és a helyi média célzas gyakorlataval kapcsolatosan.

Mind a haza, mind a nemzetkézi szakirodalomban kevés kutatds foglalkozik az utébbi idGszakban a
médiatigynokségekkel. A nemzetk6zi kutatasok elsGdlegesen az tigynokségek belsé mikodésével és tgyfélkapcsolatok
menedzselésének kihivasaival (Lichtenthal & Shani, 2000) valamint a digitalis korszak, tizleti modelljitkre gyakorolt hatasaval
foglalkozik (Petroni et al., 2009) (Ceccottiet al. 2025)

Kutatasunk modszereként szakért6i mélyinterjut valasztottunk, amely lehetGséget biztosit a megkérdezettek
véleményének és gyakorlati tapasztalatinak, a piaccal kapcsolatos meglatasainak mélyebb feltarasara. Ez Osszhangban van
mas, hasonldan az tigynokségi piac kérében végzett kutatassal, mint példaul Cecotti kutatasaval (Ceccotti et al. 2025) amely az
tgynokségek tzleti modelljének valtozasat kutatta grounded theory megkdzelités hasznalataval 38 mélyinterjut lebonyolitva.
Ennek a kutatiasnak a kézéppontjaban nem csak a médialigynokségek, hanem kreativ tgyndkségek, hirdeték és szakmai
szervezet is voltak, igy a mintaban csak 8 médiatigynokség szerepelt.

Kutatasunkban a grounded theory megkézelitését alkalmaztuk, s eszerint a mélyinterjikat addig folytattuk, amig a
valaszok elkezdtek ismétl6dé mintazatot mutatni, tehat az 4j interjuk hozzajarulasa mar nem hozott 4j ismeretet (Corbin &
Strauss, 2014). Mi a kutatasunkban azt tapasztaltuk, hogy a 9-10-edik szakértéi mélyinterji soran mar erGsen megjelentek az
el6z6ekben mar hallott valaszok, {gy a vélekedés mintazat ismétlédése, ezért csak 11 mélyinterjut tartottunk.

A kutatasba bevont 9db médiatigynkségek a 2024-es Gsszes lista aras koltés mintegy 55szazalékat kezelte, k6zépvezetdi
vagy 10+ éves gyakorlattal rendelkezé kollégai koziil 11 f6t kérdeztiink meg, Legtébbjitk médiatervez6-vasarlé csoportot
vezet, amely multimédia -tehat mind offline mind digitalis média- tervezéssel és vasarlassal is foglalkozik, jellemz6en nagyobb
nemzetkozi és hazai tigyfelek szamara. A 11 £6 kozil 6 £6 nagy nemzetkozi hattérrel rendelkezé tigyndkségnél, 3 £6 kozepes
méretd hazai vagy nemzetkozi hattérrel rendelkez6, 2 6 pedig hazai hatterd, kisebb médiatigynékségnél dolgozik. A 9
tgynokségbol 5 tigyndkség nemzetkdzi haldzat tagja, 4 pedig tisztan hazai médiatigynokség.

5. Kvalitativ kutatas

A kvalitativ kutatas 2025 februarjaban zajlott le, 50-70 perc id6tartamu félig strukturalt szakértéi mélyinterjuk
formajaban.

Az interji guide f6bb tartalmi kérdéskorei a médiapiac jelenlegi helyzetét és valtozasat, a médiacélzas fontossagat,
enneck modszereit és eszkozeit, a lokalis célzasra alkalmas média csatorndk rendelkezésre allasat és a célzassal kapcsolatos
kihfvasokat 6lelte fel.

A mélyinterjuk feldolgozasa soran a tematikus szévegelemzés Braun & Clarke, (2006) ,,Using thematic analysis in
psychology” (tematikus elemzés alkalmazasa a pszichologiaban) alapmodszerét hasznaltuk. Ez olyan moddszer, amely
a teljes adathalmazban megjelend jelentésmintazatok (témak) rendszerének azonositasara és csoportositasara
szolgal, valamint betekintést nyujt ezen mintazatok jelentésébe.

Az elemzés f6bb lépései:
a) Az adatok megismerése: Az interjuk tobbszoti elolvasasa, jegyzetelés, elsé benyomasok rogzitése.
b) Koédok generdlasa: Az egyes relevans szévegrészek kiemelése és nyilt kodoldsa.
¢) Témak azonositasa: A kédok Gsszesitése és kategdridkba sorolasa.
d) Témék felilvizsgalata: A témak relevancidjinak ellenérzése az interjuk titkrében.
¢) Témidk definidlasa és elnevezése: A végleges témak pontos megfogalmazasa.

Publisher name: Széchenyi Istvan University
ISSN: 3058-1079 (Online) 144



TER-GAZDASAG-EMBER Vol. 13., No. 2, 2025

Journal of Region, Society and Economy https://doi.org/10.14513/tge-jres.00423

f) Jelentés megirasa: Az eredmények bemutatasa idézetekkel és interpretacioval alatimasztva.

Az elemzés soran az egyes témakorokben megjelend killonb6zé témak azonositisara torekedtiink. Az idézetek
esetében a valaszad6 megjelenitése az anonimitas érdekénben Vxx, ahol xx a valaszad6 sorszama.

5.1. Mélyinterjuk elemzésének eredményei — feltart témak és értelmezésiik

A, Reklamcélzas fontos, foldrajzilag is de elsédlegesen digitalis médiaban, ehhez viszont magas szintd
tudas kell

Allitas: A reklamok célzasara nétt az igény és a technolégiai lehetGségek is, ugyanakkor az ehhez sziikséges adatok
gyujtésével kapcsolatosan vannak felhasznaloi ellenérzések. Osszességében nétt a célzas jelentésége, a foldrajzi célzas fontos,
egyéb célzashoz kivaldak a digitalis platformok és a k6z6sségi média, amit az adatok taplalnak, ehhez szakmai tudas is kell az
tgyndkségeknél. A hangsuly az adat alapu (platform-, kontextualis-, lokacids) megolddsokra tolédott; a lokalis célzas szerepe
stabil vagy enyhén er6s6dé ott, ahol a fizikai jelenlét dontd.

Idézetek:

Hat én azt gondolom, hagy e abszolit trend a célzis. En nem biztos, hogy a digitdlis médidt egyébként geogrdfiai célzids oldalril kize-
liteném meg, de arra is nagyon alkalmas” — 17-02,

WUgy 5 évvel exelitt viszonylag forrd volt az adat alapii célzisi téma, de valahogy aztin mostandban ez mdr mindennapi lett. Az emberek
egyéként kexdenek vigyazni ag adataikra” — 17-04,

o Ugye kontextudlis célzds nagyon régota létezik, annak van egy korlitia ag tényleg az ilyen biper célzds azon miilik, hogy hogy van e
arra vonatkogdan adatod, amire neked siikséged van?” — 17-02

wabhoz képest, hogy mennyi fajta célzdst lebetne haszndlni, a gyakorlatban ennek kis résgét haszndaljuk még a digitalis médidaban is”
— 104

wEbbez kell egy olyan szakembergdrda, aki érti az adatot, tud vele mit kexdens, az adatot at tudja forditani, hogy ag egyébkeént hasz-
ndlhato legyen, és ebbdl szerintem ma még nincs annyira sok szakember. ” — 17-02

Ertelmezés: A célzas fontos, mind az offline mind a digitalis csatorndkon. a digitalisban az adatalapi célzas korlatja
az, hogy a felhasznalok egyre jobban védik adataikat. Ugyanakkor Ggy tlnik, hogy a lehetGségek csak kis részét hasznaljak ki
az Ugynokségek, egyrészt szakmai kompetencia hianyaban.

B, Médiatigynokségek és helyi média egytittmiikodését érdemes fejleszteni

Allitas: Hazai helyi (telepiilés vagy megyei szintd) médiakinalat, a médiatulajdonosokkal val6 kapcsolatot nehézkesnek
itélik meg a médiatigynokségek

A legf6bb akadalyok: kicsi a helyl média exkluziv elérése (orszagosokkal is elérhetéek az emberek), kevés kutatasi
informaci6 all rendelkezésre a helyi médiardl, Gsszkoltsége magas, kevéssé hasznaljak az orszagos médidban hasznalt
sztenderdeket — riportokat, kereskedelmi gyakorlatot -adminisztrativ folyamatokat, arazasi modszereik masok mint amit az
tgynokségek megszoktak.

Idézetek:

\1ehéz sokszor dsseszedni a helyi média kindlatot, mit ki intéz, adott helyen, néba késve kapunk csak vilaszt a kérdésiinkre” — 1702

bizonytalanok vagyunk néha, hogy megelent-e a hirdetés az adott helyen, az igazold anyagok késve jonnek, mdsként szamoljak ag,
drakat mint az, 0rs3dgosok, s nem beszéliink egy nyelvet, pl. mi az, hogy Net/ Net dr el kell mondani” — 17-06,

Ertelmezés: Az egyiittm(ikodés ott gordiilékeny, ahol a helyi értékesités tigynokségi szakzsargont és folyamatokat
ismeri és alkalmazkodik az orszagos médiakkal val6 egytittmikoédés szabalyaihoz.

C, Lokalis médiakinalaton van mit javitani

Allitas: Csatornanként egyenlétlen a médiakinalat; OOH erés, radié teriiletfiiggd, lokalis TV szik, a digitalis
geo-megoldasok elérhetSk, de ezek pontossaga és megbizhatosaga még fejlesztendd

Boltban vagy annak a boltnak a hirdetése megjelenike a telefonodon, ami geogrdfiai célzds, de nem belyi média. Ez kicsit mds értelmezés,
mint mondjuk egy helyi sajtd vagy kozteriileti média.” — 17-02,

JHt az érdekes a helyi média - nem sok van. En helyben elsisorban biztos, hagy valami helyi sajté vagy kizteriileti megolddsban gon-
dolkodnék.” — 17-07,

Ertelmezés: Valtozik, hogy mit tekintenek helyi médiinak a médiatervezSk. A tradicionalis helyi lapok, radié, TV és
koztertilet mellett a digitalis lehet6ségek mar teljesen elfogadott megoldasok.
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D, Helyi médiat a helyben jelenlevé cégek hasznaljak tilnyomo t6bbségben

Allitas: Helyi médiat szinte kizarélag helyben mikodé és elérhetd termék vagy szolgaltatas hirdetésére hasznalnak,
orszagos kampanyokban kevéssé relevans. A lokalis célzas erésebb ott, ahol a fizikai elérhetdség/lokacios dontés befolyasolja
a vasarlast (kiskereskedelem/FMCG, aut6/szetviz), illetve tzlet- vagy fidk-kozeli kommunikaciéval dolgoznak (telekom,
pénziigy). Ingatlan- és kdzsztéra-tigyeknél is gyakori a teriileti relevancia. Orszagos kampanyban dragak

whely médidval, sajt, ridid, kizteriilet antds hirdetiknek jo lebetdség szerintem, jol eszkiz célzdsra.” — 17-08,

wvagy ha egy telekomos szolgdltatd fejlest egy varosban vagy faluban, akkor nincs mds amit megéri hasyndini csak a belyi médidat, a belyi
lapot kis TV -1 plakdtokat. Nagy kampdnyokban drdgik lennének, de amikor helyben kell hirdetni és csak ott akkor ezek a jok” — 17-09,

Ertelmezés: A helyi média kevéssé méretgazdasagos, egységkoltsége az orszigos médiahoz képest magas, a helyi
kampanyokban amikor ott és akkor kell valamit hirdetni, arra hasznaljak, de orszagos kampanyok megerdsitésére tal
koltségesnek tartjak.

E, A digitalis kampanyok dominaljak a célzott kampanyokat

Allitas: Digitalis kampéanyokat jobban szeretnek futtatni az tigynokségek, mint a helyi offline kampanyokat. A t6bb
adat precizebb célzast tesz lehet6vé, ez a digitalis média csatornak esetében all leginkabb rendelkezésre

,online vagy digitdlis kampdnyokkal sok a munka, de legaldbb nagyon friss adatokra épitve lebet veliik célozni, helyi médiardl kevés a
meghizhatd adat” — 17-011,

\offline médidban a kizonségkutatds adatai sokszor nem frissek, ag online média frissebb és 16bb adatot haszndal” — 17-03,

Ertelmezés: A digitalis média annak ellenére, hogy komplexebb felkésziiltséget igényel a preciz tervezés biztonsagosabb
terep az igynokségeknek, ha tobb munkat s jelent, mint az ofline vagy helyi média tervezése és ott a kampanyok menedzselése.

6. Diszkusszio

A 11 mélyinterju elemzése megerdsiti a szakirodalom és a médiakéltési adatok tizenetét, a média célzas
jelentGsége Gsszességében nétt, am egyértelmulen a digitalis iranyba rendezédik at. A piac koncentracidja és a digitalis
csatornak tulsulya n6 (NMHH?2). A felhasznaléi adatok a minél pontosabb célzas forrasa, viszont névekszik az adat-
tudatossag, ami Osszhangban van a szakirodalmi megallapitasokkal igy ez a ,,privacy paradoxon” megjelenését mutathatja
(Bleier & Eisenbeiss, 2015). A lehetéségek teljes kihasznalasahoz megfelel szamu, adathoz jol ért6 gyakorlott szakemberre
van szlkség,

Nem egyszerti a médiatigynokségek és a helyi, f6ként offline médiatulajdonosok és értékesitSk egyiittmikodése, amely
elsédlegesen abbdl fakad, hogy az tgynékségek sztenderdjei eltérnek a helyi média szervezeti és folyamati gyakorlatatol.
Ezzel kapcsolatos kutatasokkal nem taldlkoztunk, igy ez a tertlet érdekes tovabbi kutatasi téma lehet.

Helyi média elsédlegesen a helyben relevans termékek és szolgaltatisok természetes hirdetési médiuma, ebben a
kiskereskedelem, és a banki és autds hirdetSket emlitették az interja alanyok. Bz 6sszhangban all a szakirodalommal (Iyer,
Soberman & Villas-Boas, 2005) ugyanakkor a tarizmust és a hiperlokalis célzast (Callejo, 2022) (Zaragoza et. al. 2019) az
interjualanyok nem emlitették.

A fentieken kiviil a mérés és a média kinalatrol szolo adatok és kozonség elérési adatok hianya erésen megjelent az
interjuk soran, ugyanakkor a gyakorlati tapasztalat a kis kampanydarabszam, kevés helyi kampany gyakorlat eredményeképpen
a tervezOk gyakorlati tapasztalatait nem igazan emlitették meg.

7. Kovetkeztetések

Kutatasunk eredményeképpen részben kaptunk csak valaszt a kutatasi kérdésekre.

RQ1- Hogyan latjak a Magyarorszagon miik6dé nagyobb médiatigynékségek vezet§ szakemberei a

médiacélzas jelenlegi gyakorlatat, killonos tekintettel a foldrajzi (lokalis) célzas lehet§ségeit?

e A valaszaddk szerint a lokalis megoldasok elsGsorban akkor kapnak szerepet, ha a hirdeté konkrét helyi célokat
fogalmaz meg (uzlet-/fidk-kozeli forgalomterelés, esemény-promocio, telepilés- vagy megyeszintl akciok).
Orszagos kampanyok esetén draganak talaljak a helyi médiat a médiatigyndkségek.

RQ2 - Milyen médszereket és technolégiakat alkalmaznak a célzasra (az tigyndkségi gyakorlatban?

* A helyi média offline média foldrajzi célzasa mellett egyre inkabb dominal a digitlis média és annak adat
alapu célzasi lehetGségel. A célzasi lehetGségek kozil nem hasznalnak ki azonban minden lehetGséget a
kampanyokban, egyrészt mert nincs elég adathoz jol ért6 gyakorlott szakember.

RQ3 - Melyek a 6 szakmai kihfvasok a célzas (killénésen a lokalis célzas) megvaldsitasaban?

* A leggyakoribb akadalyokként azt emlitették, hogy a helyi offline médidban (i) kevéssé standardizaltak

az ajanlatok, eltérd ar képzés; (i) adminisztrativ surlédasok (valaszadds, hatiridSk), késedelmes
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igazolé dokumentacié; (iii) szakmai mikédésmoéd, illetve szakmai sztenderdek, a gordilékenyebb
egyuttmikodés feltétele az tigynokségi ,,nyelv” és miikodés megtanulasa; (iv) a lokalis kézonségkutatas és
inventory-transzparencia korlatozottsaga.
RQ4 - Milyen javaslatokat lehet megfogalmazni a helyi média szamara annak érdekében, hogy sikeresebben
versenyezzenck a médiatigynékségek altal kezelt kampanyokban vald részvételért, a média koltésekért?

*  Harom beavatkozasi pontot lehet javasolni a kutatas alapjan.

1. (0 — mint higiéniai faktor) a helyi offline média hasznalja és értse a médiatigynokségek altal hasznalt
terminolégiakat és tervezési-vasarlasi, valamint minéségbiztositasai sztenderdeket (képzés jelentésége)

2. (1) ,,Ugynokségi csomagok és mikédésbiztonsag™: standard inventory, ar képzés, mérési lehetSségek
kialakitdsa, egyértelmu folyamtok és szabalyok felallitasa és kévetése.

3. (2) Atathat6 informacidk biztositisa az egyes médiumok rendelkezésre allasardl, technikai és kézonség
elérési adatairdl. E 1épések csokkentik a tranzakcios koltségeket és névelik a bevalasztas esélyét.

Kutatasunkbdl latszik, hogy a helyi média gy tudja névelni relevancidjat és az orszagos hirdetési kampanyokbodl vald
részesedését, ha bele tud illeszkedni a médiatigynokségek altal hasznalt média Skoszisztémaba, mind haszonérvrendszerrel,
mind ketreskedelmi szemlélettel, mind &r képzéssel, mind pedig a kapcsolattartds standardizalasaval.

8. A kutatas korlatjai, tovabbi kutatasi iranyok

A mélyinterjuk nem fedik le az 6sszes médiatigynokséget, s annak mind multimédias és digitalis szenior szakembereit,
csupan a multimédias szenior szakemberek egy korét. A megkérdezés soran a reklamozassal kapcsolatos eseteket — példakra
nem fokuszaltunk, noha az esettanulmanyok plusz insight-okat hordoznak, amelyek gazdagithattak volna az eredményeket.
A jelenlegi kutatas csak egy pillanatfelvétel, vélhetSen 1-2 év alatt a technoldgiai eszkéz6k valtozasaval a célzassal kapcesolatos
percepciok és gyakorlat is valtozik, a helyi média atalakul, ezekre tovabbi kutatasok tudnak majd valaszt adni. A reklam média
célzas gyakorlataval kapcsolatosan az egyes eszk6z6k és modszerek hasznalatanak intenzitdsat kvantitativ médon lehetne
felmérni.

Ko6szonetnyilvanitas

Koészonetet szeretnék mondani a kutatdsban résztvevd 11 szenior munkatarsnak, akik valaszaikkal lehet6vé tették
ennek a cikknek az elkészitését, a White Report és a Kantar Media vezetSinek, hogy adathozzaférést biztositottak, valamint
Neumanné Dr. Virag Ildiké professzor asszonynak szakmai timogatasaért.

Osszeférhetetlenség
A tanulmany szerz6je ezennel nyilatkozom, hogy a kutatas témaéjaval és eredményeivel kapcsolatban nem 4ll fenn
Osszeférhetetlenség.
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Abstract

Purpose — Global climate change demands multifaceted solutions, especially in the realm of emerging green technologies.
Carbon capture and utilization (CCU) technologies are crucial for reducing emissions in sectors where other alternatives are not
economically favorable. In recent years, researchers focused on the catalytic reforming of CO2 with H2 to produce chemicals and
energy source. One of these researched methods is reverse water-gas shift reaction, which can be a cost-competitive solution for syngas
according to previous studies.

Design/methodology/approach — Our goal is to have a deeper understanding of teverse watet-gas shift as an alternative
way of carbon utilization from an economic perspective. In our research, we utilized literature sources and MS Excel to develop our
own model.

Findings — In our study, analysis of literature and the model developed using MS Excel reveal that the RWGS process as a
chemical CO2 conversion route could serve as a sustainable alternative for syngas production, contingent upon the simultaneous presence
of multiple factors. However, considering the current TRL of this technology and the anticipated high, yet scalable, maintenance costs,
achieving profitability necessitates a significantly large plant scale. Alternatively, profitable operation could be attained through regulatory
changes, such as an increase in CO2 ETS credits.

Since the number of available literatures is highly limited, and the technology has a lower level of TRL, there is a lot of
uncertainty in our techno-economic analysis. However, it is clear that for this technology to be profitable, many factors must come
together at the same time.

Originality—This is the first empirical work that integrates economic decision-making theory with training transfer mechanisms,
incorporating factors that organizations can control to optimize human capital investments. Additionally, establishing supervisor and
peer support as contextual variables extends the widely recognized model by Baldwin and Ford.

Keywords: carbon utilization; reverse water gas shift reaction; syngas; techno-economic analysis

Paper type: Research Article

1. Introduction

Global climate change is one of the most pressing challenges of our time, and it demands immediate global action
(Bown et al., 2021). The continuous rise in CO2 levels, which have reached approximately 420 parts per million, underscores
the critical need for effective strategies aimed at both reducing and managing these emissions. If left unchecked, these levels
will continue to exacerbate the adverse impacts on ecosystems, human health, and the global climate system. In response
to this, various approaches have been proposed to mitigate the effects of rising greenhouse gas emissions, among which
Carbon Capture and Utilization (CCU) technologies have emerged as one of the most promising solutions (Ekemezie &
Digitemie, 2024). These technologies offer a dual benefit: they not only capture COZ2, thereby preventing its release into the
atmosphere, but also enable its conversion into valuable products. This innovative approach not only addresses the urgent
need for emissions reduction but also aligns with the goals of a circular carbon economy, where CO2 is viewed as a resource
rather than merely a waste product.

The development and scaling of CCU technologies are crucial to achieving meaningful progress in the fight against
climate change, as they represent a potential pathway for both mitigating emissions in hard-to-abate sectors and creating
economic value from carbon dioxide.

The reverse water-gas shift (RWGS) reaction is a promising technology for CO2 utilization, producing syngas as a
building block for various chemical processes (Gonzalez-Castano et al., 2021; Almajed et al.,

2023). While RWGS has attracted significant attention from researchers, there is a need to quantify its net CO2
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consumption and economic feasibility (Bown et al., 2021). Previously published techno-economic assessments reveal that
optimal RWGS conditions involve low temperatures and intermediate pressures, balancing capital and operating costs
(Portillo et al., 2023). The economic viability of RWGS largely depends on the availability of low-cost, low-carbon hydrogen
sources (Bown et al., 2021). However, in the current literature, the reported data shows significant deviation, which presents
a challenge in establishing a reliable basis for the accurate modeling of the RWGS process. In addition, there is also a lack of
standardization in techno-economic analyses, making it difficult to gather consistent data and compare results across different
assessments.

2. Techno-Economic Analysis Framework

Since CCU technologies are at lower technology readiness level and our experience with them is limited, traditional
cost-benefit analysis requires significant adjustments. In response to this challenge, techno- economic analysis (TEA) has
become a widely adopted approach for assessing the economic feasibility of these technologies. TEA is a widely known and
used methodology among both technical and economic experts, and various methodologies exist for its implementation.
It offers a comprehensive framework by integrating financial costs, potential revenue streams, environmental impacts, and
technological challenges. According to Suleiman and Rosentrater (2018), techno-economic analysis (TEA) is a systematic
assessment of economic feasibility aimed at identifying opportunities and risks in projects, considering capital, variable
(operational), and fixed costs, as well as benefits (Suleiman & Rosentrater, 2018).

Others define techno-economic analysis as an evaluation of economic feasibility and the impact of parameters most
influencing successful deployment (Guerrero et al., 2023). Techno-economic assessment can help determine the technical
and economic requirements for the profitability of successful infrastructure development strategies (Koratagere Anantha
Kumar & Oughton, 2022). Similarly, TEA can help identify the technical and economic requirements for the profitability of
successful strategies (Koratagere Anantha Kumar & Oughton, 2023).

According to Mishra etal., TEA at the research and development scale is an essential step toward the commercialization
of any new technology or product as large-scale industrial processes (Kumar Mishra et al., 2023). Meanwhile, Scown and
colleagues describe TEA as an empirical, data-driven approach to process design and simulation for estimating capital costs,
operational costs, mass balances, and energy balances in a commercial-scale technology (Scown et al., 2021). The simplest
approach is described by Horvath and colleagues, who define this analysis as a cost-based technology assessment (Horvath
et al,, 2018).

This is especially critical for CCU technologies, which typically involve high initial capital investments and significant
variations in operational costs. As a result, TEA provides a more nuanced understanding of their long-term economic

viability.
2.1. Technical Considerations

One of the research directions explored in recent years is catalytic CO2 reforming. One pathway for that is RWGS,
which is a promising technology. This reaction appears to be a viable solution for CO2 utilization, as it converts CO2 into H2
and CO, producing valuable syngas that can be further transformed into sustainable fuels and chemicals.

CO, + Hy S CO + Hy0 Al g = 42k] /mol

= O

e e
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Figure 1: Pathway of reverse water-gas shift
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The ratio of CO and H2 in the syngas produced by the reverse water-gas shift reaction is influenced by several factors.
Among others, this ratio is determined by the catalyst used, ratio of H2 and CO2 in feed, as well as the reaction temperature
and pressure. Since according to thermodynamics CO only becomes the major product above 700 °C, it is important to use
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a catalyst with high selectivity, capable of operating under this temperature (Gonzalez-Castafio et al., 2021). The intended
form of syngas for further utilization plays a significant role in determining the technical conditions required for the reverse
water-gas shift reaction. These conditions must be carefully tailored to ensure the reaction proceeds efficiently and yields the
desired product composition.

Numerous studies have been conducted to establish the optimal technical parameters for the process. For instance,
Adelung et al. (2021) provided a detailed investigation into the reaction’s selectivity, analyzing how varying temperatures and
pressures affect the outcome, all while maintaining a consistent H2/CO2 ratio in feed. This research contributes valuable
insights into understanding the ideal operating conditions for maximizing efficiency and selectivity in the RWGS process.
This study had the conclusion that the maximum product output is reachable at 725 °C and 1 bar.

Portillo et al. (2023) provided a comprehensive depiction of the reverse water-gas shift (RWGS) reaction, focusing
not only on the catalytic thermodynamics that govern the process but also on the identification of optimal operational
conditions. By integrating both the thermodynamic principles and the techno- economic considerations, their study offers a
detailed exploration of the reaction’s efficiency under various conditions. This dual approach allowed them to determine the
most favorable operational parameters, ensuring both technical feasibility and economic viability, ultimately contributing to
the broader understanding of RWGS as a key component in carbon capture and utilization technologies.

2.2. Economic Considerations

After deeply understanding all the technological information of RWGS, we studied the available literature to find
economic data. In the current literature, there is significant variability in the reported economic data, which presents a
challenge in establishing a reliable basis for the accurate modeling of the RWGS process. To enable a comparison of the data
available in the literature, we examined the capital investments (CAPEX) and operating costs (OPEX) in relation to capacity.
However, as it shows in Table 1., there is significant difference in the available studies. (Table. 1).

Table 1: CAPEX and OPEX in relation to syngas capacity in various studies.

Syngas production capacity (kmol/h) CAPEX OPEX Source
288 $ 78 260 000 $ 175 000 000 (Theofanidis et al., 2024)
4000 $ 37 470 000 $ 232 960 000 (Rezaei & Dzutyk, 2019)
22 500 $ 113 400 000 $ 1241 950 000 (Rezaei & Dzutyk, 2019)
23100 $ 139 930 000 $ 559 720 000 (Almajed et al., 2023)
59 342 $ 378 878 419 $ 35120 000 (Zang et al., 2021)

One factor contributing to the significant differences may be variations in production capacity and technical
parameters, such as operating temperature and pressure. In studies where syngas was not the final product, we estimated
syngas production based on molar masses and the reported data provided in those studies. We then calculated the CAPEX
and OPEX specifically for syngas production. This approach allowed us to exclude any additional costs related to further
processing or conversion of syngas into other products, providing a clearer and more focused economic analysis. Upon
reviewing the references cited in these studies, it became evident that there is a strong connection between them, as many of
the reviewed sources rely on Rezaei’s article as a key reference (Fig. 2).

Rezaei Bown
2019 2021
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2021 2022
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2023

Han
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2023

Fig. 2: Connection map of the literature reviewed in this study.
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Sources where both OPEX and CAPEX data were available are marked in green, while all other referenced literature is marked in blue.
In an effort to broaden our perspective, we conducted an additional search for more independent literature that
could provide fresh insights into the economic aspects of the RWGS process (Fig 3.).
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Fig. 3: Results of additional search

Unfortunately, we discovered that a substantial proportion of the articles we found also referred back to Rezaei’s
work. This frequent citation of the same source, especially regarding CAPEX, highlights the limited availability of diverse,
independent data on the economic viability of RWGS. The heavy reliance on a single study creates a bottleneck in the existing
literature, further emphasizing the need for new, comprehensive economic analyses to diversify knowledge on this topic. The
cost breakdown of OPEX varies significantly across the available literature, primarily due to differences in the methodologies
and the assumptions made regarding operational parameters, such as energy consumption, catalyst use, and maintenance.
Some studies include additional costs, like labor, utilities, or infrastructure, while others may focus solely on the core process
expenses. These variations create a wide range of OPEX estimates, making direct comparisons between studies challenging.

However, one common conclusion across most of the research is that the largest contributor to the overall operating
cost of the RWGS is the cost of hydrogen. (Bown et al., 2021; Adelung et al., 2021). This is largely because hydrogen,
especially when sourced from renewable or low-carbon methods like electrolysis, tends to be expensive, accounting for a
substantial portion of the total operational expenditures. As a result, the economic feasibility of the RWGS process is heavily
dependent on access to affordable hydrogen, and any significant reductions in hydrogen costs could drastically improve the
viability of the technology.

Since this reaction operates at high temperatures, the maintenance costs may be higher compared to other carbon
capture and utilization (CCU) technologies. This elevated cost is largely due to the wear and tear on equipment, as well as the
need for more robust materials that can withstand the extreme conditions.

Previous studies indicate that the operational lifetime of a RWGS plant can range from 10 to 20 years. This relatively
long lifespan can help offset some of the initial investment and maintenance costs over time, making the technology more
viable in the long-term.

3. Methodology and Data Input

From the available literature, we made our own model to study the feasibility of a plant with 100 000 t/year syngas
capacity. Figure 4 represents the scope of boundaries considering the study. The feed is a mixture of H2:CO2 with the ratio
of 3:1 which is assumed to be available on site already as feedstock. In order for the RWGS reaction to be a net consumer
of CO2, H2 should be produced from water electrolysis using electricity generated from renewable resources.

Pretreatment

H20

H2+C0o2

H2

§—— Syngas

200K + ZHX

Cc0o2

Fig. 4: Technical boundaries of this study
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3.1.Technical Considerations

Accotding to several studies, it is shown that for efficient syngas/ CO generation a significant surplus of H2 is
required in the feedstock for the reaction, therefore 3:1 ratio of H2 to CO2 is used as feed. Due to its endothermic nature,
the reaction favors high temperature, which based on eatlier studies is most commonly set to be over 700 °C. Depending on
different use cases, pressure can be as high as 3000 kPa. Based on the results of Rezaei & Dzuryk (2019), in this assessment
a reference temperature and pressure isset to 900°C and 410 kPa respectively, in which case the favored reaction is possible
with minimal side product formation.

Table 2: Technical Parameters

H2 ratio in feed 0,74 %
CO2 ratio in feed 0,26 %
Temperatutre 900 °C
Pressure 410 kPa
CO yield 52 %
CO2 conversion 52 %

Furthermore, the reaction is dependent on the use of catalysts, significantly impacting yield and conversion rates.
For this study 52% CO2 conversion rate with a 99,94% selectivity towards CO is assumed, based on the thermodynamic
considerations proposed by Rezaei & Dzuryk. As green H2 is a significant part of the cost breakdown, the model considers
the cost of H2 production via PEM electrolysis, which is based on the assessment of Raya-Imbernon et. al. (2023).

3.2. Economic Analysis

We started the development of our own techno-economic model, based on information from previously presented
literature sources to establish a comprehensive framework. Despite making progress in certain areas, we continue to face
challenges, particularly when it comes to accurately estimating the CAPEX of the RWGS process.

Based on the previously presented literature review, we attempted to determine the CAPEX of the RWGS process.
Given that we found explicit cost calculations only in the studies by Rezaei & Dzuryk (2019) and Theofanidis et al. (2024),
we relied on these two sources as the foundation for our analysis. We plotted the reported CAPEX values as a function of
plant capacity and subsequently derived a fitted function based on these data points. Using this fitted function, we estimated
the CAPEX for our proposed facility.

In the current available literature, we found, that the number of operational days per year range between 315 and
345 days. Therefore, we averaged this to 330 days, equivalent to 7,920 hours of annual operation. The plant’s lifespan is
commonly determined to be 20 years, according to multiple literature sources (Han, 2021; Markowitsch & Lehner, 2023).

The most significant expense in the process is the cost of hydrogen, which is dependent on electricity prices.
Therefore, in our model, the electricity price is the most crucial variable. The hydrogen cost calculation was based on the
relationship found in the following article (Raya-Imbernon et al., 2024).

Besides the lack of reliable data on CAPEX of RWGS, our analysis indicates, that our modeled plant is not profitable
at the current level; however, it is important to note that the literature presents a significant amount of uncertainty. To ensure
the reliability of our analysis, we are conducting a thorough review of the available literature on the CAPEX of SMR. Given
the technological similarities between the two processes, examining SMR’s capital costs will provide valuable insights and
allow us to create more accurate CAPEX estimates for RWGS.

To enhance the reliability of our findings, conducting a sensitivity analysis will be an essential next step for the study.
This analysis will help to identify how variations in key parameters affect profitability, thereby offering a clearer understanding
of the uncertainties associated with the existing literature. By addressing these uncertainties, we can improve the robustness
of our conclusions and better assess the viability of the RWGS technology in practical applications.

4. Conclusion

In our study, we conducted a thorough analysis of existing literature, which indicates that the reverse water- gas shift
(RWGS) process holds promise as a sustainable method for CO2 conversion into syngas. However, this potential hinges
on the concurrent fulfillment of several critical factors. Currently, the technology readiness level (TRL) of RWGS is low,
and while the maintenance costs are expected to be high, they may be scalable if implemented in sufficiently large plants.
It is also clear, that the largest percentage of OPEX will be attributed to the cost of hydrogen, since this reaction is highly
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hydrogen intensive.

However, there remains considerable uncertainty regarding CAPEX due to the lack of reliable literature and the
interconnections present within the available studies. This skews the overall understanding of capital expenditures associated
with the RWGS process. To address this uncertainty, further research is needed to provide a more comprehensive and diverse
set of data that can accurately reflect the capital costs involved in implementing this technology.

By analyzing SMR’s capital costs and understanding how they scale, we hope to draw parallels that can inform our
estimates for RWGS. This step will allow us to develop a more reliable and comprehensive techno-economic model for
the RWGS process, which is critical for assessing its feasibility and identifying potential cost-saving measures in future
deployments.

However, our study indicates that the RWGS process is not profitable at the current level. Achieving profitability
in this context will likely necessitate a significant plant scale and low hydrogen cost. Alternatively, the economic viability of
RWGS could improve with favorable regulatory changes, such as an increase in CO2 emissions trading system (ETS) credits,
which would provide additional financial incentives for CO2 conversion technologies.

It is essential to highlight that the existing body of literature on this subject is limited, and the lower TRL adds a layer
of uncertainty to our techno-economic analysis. Despite these challenges, it is clear that for the RWGS process to achieve
profitability, a variety of conditions must align harmoniously. This includes not only advancements in the technology itself but
also supportive regulatory frameworks and evolving market dynamics that favor the integration of CO2 conversion methods
into broader industrial practices. Addressing these factors will be crucial for the successtul adoption and commercialization
of RWGS as a sustainable syngas production alternative. To further strengthen the reliability of our findings, a sensitivity
analysis will be a crucial next step in this research. Such an analysis will provide deeper insights into the impact of key
parameter variations on profitability, offering a more comprehensive understanding of the uncertainties present in the
existing literature. By systematically addressing these uncertainties, we can enhance the robustness of our conclusions and
more accurately evaluate the feasibility of RWGS technology in real-world applications.
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Abstract

Purpose—This study examines how sustainability objectives are realised in rural micro-regional development through the
LEADER programme, focusing on the extent to which funded local projects integrate the environmental, social, and economic
dimensions of sustainability.

Design/methodology/approach-The research investigates the activities of the Szigetk6z—Mosoni Plain LEADER
Association, located in northwestern Hungary, during the 20142020 programming period. All project applications submitted to the
Local Action Group (LAG) were analysed using the association’s internal database, supplemented by semi-structured interviews with
experts responsible for programme coordination. Applications were categorised and evaluated according to how well they connected
with and simultaneously supported society, the economy, and the environment, in line with the principles of sustainability.

Findings—The results show that projects focused on improving social well-being, such as better quality of life, keeping more
people in the region, and supporting local communities, were the most common across all five funding themes (called ‘measure packages’)
of the local LEADER strategy. Projects with economic goals or combined social-economic goals came second. Projects that directly
targeted environmental protection were much less common, even though the region has valuable natural areas and landscapes worth
protecting. This points to an imbalance among the three pillars of sustainability (social, economic, and environmental) and suggests that
future rural development programmes should place greater emphasis on the environment.

Originality—Through the empirical evaluation of implemented projects, the study contributes to the field by operationalising
the LEADER programme’s intervention logic. Systematically evaluating sustainability outcomes at the project level provides novel
insights into how the sustainability approach has evolved within the LEADER-funded rural development framework during the 2014—
2020 period.

Keywords: LEADER, Local Action Group (LAG), rural area, development, sustainability
Paper type: Research Article

1. Introduction

Implementing and enforcing sustainability is now a requirement at both national and local levels. As a consequence,
the aim of rural policy has shifted to ensuring the well-being of people, the economy, and nature more broadly. According
to a publication by Goda et al. (2022), rural development policy is now a declared part of the Common Agtricultural Policy
(CAP), which is the EU-wide framework that governs agriculture and rural development across all member states, including
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Hungary. The CAP focuses on addressing local problems and strengthening local economies to create prosperity, generate
new jobs, preserve the natural and cultural values of the countryside, and support environmental protection (Finta and
Horeczki, 2023). The scope of the European Union’s rural development policy has broadened considerably, but the emphasis
remains primarily on agriculture and sustainable food production, with the goal of innovating rural spaces (Stimane et al.,
2018). The bridge between the management of rural areas and efforts to support those areas is embodied in community-

level development policy (Figu 1 . 8
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Figure 1: Bridge to Development Policy at the Community Level
Source: Finta (2022).

While this bridge provides a useful starting point, rural areas and the challenges they face demand a more complex
approach and way of thinking. Anyone secking to improve rural conditions must recognise that the countryside and its
settlements are constantly changing, and the activities taking place there are continually diversifying. Agricultural work is no
longer the fundamental determinant of rural life in Hungary either (Dancsékné Foris, 2020). The gradual depopulation of
certain rural areas is a substantial and negative trend. Fekete (2015) explains that the emigration of young people, the decline
in village populations, and the ageing of society remain characteristic trends. Improving the population retention capacity
of rural areas is therefore a priority. Two opposing forces make this difficult to achieve. On the one hand, rural settlements
offer an ‘idyllic village lifestyle’ that is sustainable, peaceful, and in harmony with nature (Henkel, 2012). On the other
hand, villages face the fundamental need to offer a wider range of services and improve their quality, while village residents
increasingly demand that their settlements become more urbanised (Szlavik, 2019). These forces are typical, to varying
degrees, of rural areas in East-Central Europe (Furmankiewicz et al., 2010; Veselicz et al., 2025).

The tension between these forces has also set villages on a new development path, and new development directions
and strategies can serve as breakthrough points for villages, resulting from these changed roles and expectations (Bérczi et
al.,, 2022; Konecny, 2019). One of the tools for implementing these development directions and strategies is the so-called
LEADER programme (or LEADER approach), which supports community initiatives (Ray, 2000; Szérényiné Kukorelli,
2020) and provides the conditions essential for the development of peripheral regions (Finta and Horeczki, 2023).

LEADER is a French acronym detived from Liaison entre Actions de Développement de 'Economie Rurale, meaning
‘Links Between Actions for the Development of the Rural Economy.” It is a rural development tool (or, more accurately, an
approach) that has undergone several phases. Its specificity lies in its promotion of grassroots initiatives, the self-organising
capacity of local communities, and cooperation among different groups in society (Bartfai, 2023). This is because the local
level represents a value and, in terms of its role, can become an increasingly value-bearing level in the future (Szlavik, 2019).

The LEADER ‘generations’ (in the European Union) are as follows (Nemes and Magocs, 2020):

e LEADERI (1991-1994): introduced as an experiment to disseminate a new type of rural development approach.

e LEADERII (1995-1999): built on the success of the previous programme and sought to promote it. It focused
mainly on disadvantaged rural areas.

e LEADER+ (2000-2000): extended the programme to a wider range of rural areas.

e LEADER (2007-2013): included in the rural development programmes as the fourth axis of support. It had a much
larger budget than the previous phases.
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e LEADER (2014-2020): required to be integrated into the rural development programme; the concept of
Community-Led Local Development (CLLD) was introduced, and several Structural Funds were involved.

The LEADER programme was introduced in Hungary in 2001 (Patkés, 2016.) While its ‘generations’ largely follow
the EU timeline, the programme was adapted to local conditions and priorities, progressing through four distinct phases
during the pilot period:

* LEADER (2001-2004): a pilot phase designed to gain experience before Hungary’s EU accession.

*  AVOP LEADER+ (2004-20006): implemented under the Agricultural and Rural Development Operational
Programme (hence also called AVOP LEADER+), aimed at expanding opportunities for income generation and
employment.

«  UMVP LEADER (2007-2013): implemented under the New Hungary Rural Development Programme
(adopted in 2007), aimed at creating community spaces and supporting village renewal.

e VP LEADER (2014-2020): implemented under the Rural Development Programme, aimed at linking
development as closely as possible to local needs.

Funding for LEADER implementation is shown in Table 1.

Table 1: Support for the Implementation of LEADER in Hungary

LEADER AVOP LEADER+ UMVP LEADER VP LEADER
Time 2001-2004 2004-2006 2007-2013 2014-2020
Number of LAG 14 68 96 103
Budget 25 million HUF HUF 6.7 billion HUF 70 billion HUF 74 billion

Source: the authors, based on the official KAP site (K6z6s Agrarpolitika, n.d. )

There are seven defining characteristics of the LEADER approach (Figure 2), which should be reflected in local

development.
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Figure 2: The seven Pillars of the LEADER Programme
Source: the authors, based on Johansson and Holmquist (2024)

The distinctive strength of the LEADER approach in the period under review lies in its delivery by local and regional
actors, namely municipalities, entrepreneurs, and NGOs, through Local Action Groups (LAGs). During implementation, the
LAG draws up a rural development strategy tailored to the area’s natural and socio-economic characteristics; this strategy
is then implemented by a working group (the local LEADER association). The working group selects and supports local
development projects through local calls for proposals, within the limits of the allocated budget (Gazdakér Leader, n.d.).

According to the European Court of Auditors, LEADER and community-led local development have both notable
strengths and significant weaknesses.

The two main strengths are as follows:
e Local Action Groups (LAGs) help local organisations play a role in territorial development, and
e The majority of Member States examined have good procedures for selecting Local Action Groups.

The principal weaknesses are:
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*  The approval process is slow,
e Itis difficult to demonstrate that the supported proposals actually provide added value, and

*  The multi-fund approach makes it difficult to support regional development projects (European Court of
Auditors, 2022).

According to the European Network for Rural Development database, at the end of 2022, there were 3,134 LAGs
across the EU, of which 103 were in Hungary, 77 in Austria, and 110 in Slovakia. In Hungary, the largest number of LAGs
(17) is in the North Hungary region, while the smallest (5) is in the Central Hungary region (European Network for Rural
Development, 2016 n.d.). (https://eu-cap-network.ec.europa.cu/networking/leader/lag-directory_en)

Veselicz et al. (2025) note that, since the launch of the LEADER programme, several international analyses have
examined the LEADER approach from different perspectives (Dax et al.,, 2016; Furmankiewicz et al., 2010; Volk and
Bojnec, 2014). There are also examples of critical characterisations of Local Action Groups (LAGs), which are among the
main implementing bodies of LEADER (Cejudo et al., 2022; Ray, 2000).

Patkos (2016), in his examination of the LEADER approach, found that Hungarian Local Action Groups (LAGs)
tend to be very large, which runs counter to the LEADER spirit. His research also showed considerable variation in both
the size and composition of these groups, and he argued that more professionals should be employed to address the size of
their working structures.

Nemes and Magocs (2020) examined the strategies, local calls, and functioning of LAGs in 2020. Their key finding
is that the distinctive contributions of the LEADER programme, beyond those of conventional funding programmes,
were notably lower in the 2014-2020 period than in the previous programming period. This decline occurred because the
application process became significantly longer and available resources were reduced, leaving far less time and capacity for
essential LEADER activities, such as generating bottom-up project ideas and fostering local networking. As a result, the
LEADER approach lost much of its relevance as a tool for genuine local-level development.

An important factor in the functioning of Local Action Groups (LAGs) is the size, composition, and experience
of their working staff. At the 2015 Regional Studies Association conference in Piacenza, experts from several European
countries observed that many LEADER managers treat their positions as temporary stepping stones and quickly move on
to more established roles in regional or national spatial development agencies (Fekete 2015). On average, these working
organisations consist of only 3—4 people, with only a few exceptions for larger management teams. One striking example is
the Biikk-MAK Local Rural Development Community, which is notably large by international standards.

The size and composition of LAG membership itself are additional key characteristics. Groups based in large lowland
settlements tend to have very few members, whereas those in mountainous and hilly areas often integrate a much larger
number.

In an average Hungarian Local Action Group, the three main sectors, namely public authorities (municipalities),
the private sector (businesses/entrepreneurs), and civil society (NGOs and associations), are roughly equally represented,
though businesses are slightly underrepresented. At the same time, the total number of members varies widely, with almost
a ninefold difference between the smallest and largest LAGs (Patkos, 2016).

The Federation of LEADER Associations was established in Hungary to support the work of existing Local Action
Groups (LAGs) and promote greater collaboration among them. For the 2014-2020 programming period, these LAGs
identified strengthening rural-urban cooperation and the co-development of rural areas as key priorities (Finta, 2022).

The scale of activity during this period was substantial: the 103 LAGs published a total of 688 local calls for proposals
by the end of 2020, a figure that rose to 715 by 7 June 2021. By that date, 8,891 applications had received support, totalling
HUF 36.02 billion (European Network for Rural Development, 2022).

Several structural changes, however, created significant difficulties for the LAGs. Compared with previous periods,
they were no longer permitted to cross county borders, a restriction that led many groups to dissolve or restructure to comply
(Patkds, 2014). Another widely noted weakness was the post-project financing model: beneficiaries receive grants only after
project implementation, which places a considerable burden on applicants during the eatly stages of an undertaking (as
reported by the head of the Szigetk6z—Mosoni-Plain LEADER Association).

Against this background, the present study analysed the projects implemented or initiated during the 2014-2020
period under the coordination of the Szigetkéz—Mosoni-Plain LEADER Association, a Local Action Group operating in
western Hungary. The analysis employed a ranking scoring system to evaluate the extent to which proposals within each
package of measures integrated the environmental, social, and economic dimensions of sustainability.
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2. Material and Method

2.1. The Szigetkoz-Mosoni-Plain LEADER Association (Hungarian acronym: SZMSLE)

The implementation of the LEADER programme in the area under study is carried out by the Szigetkéz—Mosoni-
Plain Association. In this study, the main information and data on the applicants were analysed using the association’s
database of applications received during the period under review.

The Association’s activities cover three adjacent geographical areas of Gyér-Moson-Sopron County: the Szigetkéz,
the Mosoni Plain, and the Hansag (Figure 3). The Szigetkoz is the only land delta in Europe formed by the Danube, located
in the Little Hungarian Plain. Its fauna has adapted to the region’s natural and geographical conditions, giving rise to a unique
biodiversity (Szabd, 20006). The Mosoni Plain is also part of the Kisalféld landscape, characterised by low-lying, fertile soils. It
stretches from Mosonmagyarévar in a north-westerly direction to the Hungarian—Austrian and Hungarian—Slovak borders.
It has an outstanding population of great bustards. The Hansag was once Hungary’s largest wetland, forming a system
connected to Lake Fert6. The Danube, Raba, and Répce rivers played the main role in its formation. After its drainage, the
area has been subject to intensive agricultural activity under the supervision of the National Park to protect the native flora
and fauna (Németh, 2014).

Figure 3: Area Covered by the Szigetkéz-Mosoni-Plain LEADER Association
Source: Szigetkéz-Mosoni Plain Leader Association (SZMSLE). Local Development Strategy 2014-2020

The Local Action Group covers 963.33 km? and encompasses 35 settlements. The population was 61,233 inhabitants
in 2019. (Szigetk6z-Mosoni Plain Leader Association (SZMSLE). Local Development Strategy 2014-2020) The region is
an economically developed, dynamically growing part of the country, mainly due to its transport infrastructure and its
geographical location. These factors have contributed to the development of industrial parks in the region, which are the
largest employers. Austria’s capacity to absorb labour is also a characteristic feature. The association compared the number
of enterprises operating in its area with the number of registered enterprises per 1,000 inhabitants in three other LEADER
associations in the county (RVE—Rabakéz Rural Development Association, AFLE—Alpokalja-Fert6taj Rural Development
Association, PKLE-Pannoénia Kincse LEADER Association). It was found that the Szigetk6z—Mosoni-Plain LEADER
Association has the fewest enterprises. The tourism sector (based on thermal water, rowing, water sports, and fishing) and
related services play an important role in the region’s economy. The region’s agriculture remains significant thanks to its
fertile soils, agricultural traditions, and an increasing focus on local products. Despite the overall decline in the agricultural
sectot, local products such as honey, jam, cheese, butchery products, and processed vegetables and fruits are increasingly
coming to the fore in the community.

The Local Action Group has developed a development strategy based on the social, economic, and environmental
characteristics of the area (such as the unity of the area, common social characteristics, colourful cultural heritage and natural
values, cooperating NGOs, cohesive settlements, the available entrepreneurial base, and school cooperation to ensure the
acquisition of skills) as well as its interests and development needs.

The Local Action Group under review set the following main objectives for the 2014-2020 period: the preservation
of natural assets, the improvement of the population’s quality of life, the enhancement of the region’s population retention
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capacity, the development of local businesses, the support of NGOs and municipalities, and the promotion of local products
in the market (Szigetkéz-Mosoni Plain Leader Association (SZMSLE). Local Development Strategy 2014-2020). To achieve these

objectives, the local strategy consisted of two overarching objectives and additional sub-objectives (Figure 4).

Sustainable development of|
the area covered by the

1. Sustainable use of heritage assets
toimprove quality of life

L. Strengthening a community
capable of responding to the
economic, social and

2. Developing local identity.
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Szigetkz-Mosoni-Plain
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Figure 4: The Target Tree of the Local Action Group Under Review
Source: Strategy covered by the Szigetk6z-Mosoni-Plain LEADER Association

Six thematic measure packages were developed to achieve the main objective and sub-objectives, but one had to be

withdrawn due to resource constraints. Consequently, the following five were put out to tender:

1.

2.
3.

Support for initiatives to preserve our natural, cultural, historical, and built heritage, to improve accessibility, and to
enhance identity (VP6-19.2.1-81-1-17)

Development of local civil society organisations (VP6-19.2.1-81-2-17)

Programmes and community initiatives for the development of rural intellectual and community life and the transfer
of knowledge (VP6-19.2.1-81-3-17)

Development of local entrepreneurs and quality product supply initiative (VP6-19.2.1-81-5-17)

Development of tourism services and cooperation (VP6-19.2.1-81-6-17)

2.2. Method

The LEADER programme, which forms part of the Common Agricultural Policy, is designed to ensure the sustainable

development of rural areas through innovative, integrated strategies that enrich natural and cultural assets, strengthen the
local economy, and improve community self-organisation and cooperation (LEADER Newspaper, 2004).

This approach is based on the assumption that LEADER projects can shape the three pillars of sustainability

(environment, society, and economy—TFigure 5) in the following ways:

Environmental

system

Economic system

Figure 5: The Three Pillars of Sustainability
Source: the authors, based on Horvath (2018)

For areas where the status and relative proportions of the three pillars are optimal, the overall net impact of any

improvements needed to maintain the level of the three dimensions is zero (Tran et al., 2023), and generally these
improvements are not implemented within the LEADER programme.

A more pronounced impact is made in one or more pillars to establish and ensure optimal conditions.
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Based on how developments are grouped to promote a sustainable area, six main categories are distinguished.
Those:

e Focusing on the environment,

e FPocusing on social well-being,

e Strengthening economic competitiveness,

e Combining environmental and social aspects, and

e Combining environmental protection and economic interests.

These investments have been grouped under ‘compensatory action’.

The main research question considered how efforts to implement the principles of sustainability were actually
realised in the region. Therefore, we reviewed all the applications received and, for each package of measures, presented
the amounts paid and the purposes for which they were used. We then provided a ranking of the implemented proposals,
showing how they contributed to different areas of development. We examined how the proposals implemented within the
five measure packages evolved along the sustainability pillars. The analysis was based primarily on the sustainability approach.
The LEADER programme aims to bring rural areas closer together so that the area in question can continue to function
with a positive return, but this may not always be synonymous with sustainability. The implemented projects were ranked
according to their composition and implementation on a scale of 1 to 7, corresponding to the seven cases described (levelling
measure + six compensatory actions), where 1 represents the least involvement and 7 the most intensive contribution to the
sustainability score. The ranking of projects was evaluated together with the coordinating experts involved in the research.
By summing the ranking values, it becomes clear which area has been developed and by what contribution.

3. Analysis

3.1 Packahge of measures 1: Sui)port for initiatives to preserve, improve accessibility, and raise awareness of our
natural, cultural, historical, and built heritage

A brief overview of the region’s assets, along with the situation assessment conducted before preparing the
Association’s strategy, shows that the area covered by the Association is rich in natural, cultural, and historical heritage.
The Association considers it very important to preserve, restore, and transmit this heritage to strengthen identity and
thereby maintain the attractiveness of the municipalities. The resources available under this call for proposals were intended
to protect, preserve, maintain, and promote local heritage and heritage assets, thereby improving the local area’s image
and increasing the population retention capacity of the settlements. The funds allocated under this measure were open to
applications from municipalities, non-governmental organisations, and ecclesiastical legal entities within the LAG area under
consideration.

The grants awarded were mainly used for the following purposes:

* Installation and renewal of street and house number sign systems,

*  Renovation and modernisation of existing buildings (e.g;, fire stations, memorials),

* Landscaping, creation of nature trails, and creation of outdoor community spaces,

*  Purchase of equipment for the maintenance of community spaces (e.g., lawnmowers, tractors),

*  Purchase of equipment for public safety (e.g.,, CCTV systems),

*  Construction of playgrounds and outdoor sports facilities,

*  Production of marketing publications, and

¢ Renovation of church bells.

A total of 69 applications were supported under this package of measures, amounting to HUF 154,766,558. Of these,
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49 were submitted by municipalities and 20 by NGOs. The maximum eligible amount per application was HUF 5,000,000.
Most payments ranged from HUF 4 million to HUF 5 million, with funds mainly used for construction work and camera
installations. Because some municipalities submitted multiple applications, their total final payments are correspondingly
higher. The municipality of Dunaszeg received the largest overall amount, with four successful applications: renovation of
the churchyard and educational trail, construction of a promenade, renovation of a playground, and installation of a camera
system.

3.2.Package of measures 2: Development of local civil society organisations

The Association’s pre-strategy mapping exercise found that the number of NGOs in the SZMSLE area was below
both the national and county averages. Strengthening local NGOs and emphasising their role is therefore crucial to building
stronger communities and improving the quality of community life, which in turn can make rural areas more attractive and
help stem the outward migration of young people. Funds available under this package of measures could be used to set
up or develop a website, purchase equipment, machinery, uniforms, publications, and marketing materials related to the
organisation’s work. In addition to the general criteria, applications had to promote networking, meaning the applicant had to
commit to cooperation (e.g. involving an organisation from a different municipality, or making the grant-funded equipment
or materials available free of charge to three or more organisations). Another key requirement was the active involvement of
young people in the supported development activities.

The supported applications were selected from among those undertaking the following activities: purchase of sports
equipment for football and handball, fire-fighting clothing, pruning shears, hedge trimmers, dart machines, lawnmower
tractors and accessories, purchase of changing rooms and pumps, renovation of a bird-watching tower, purchase of a
winterised yurt, and production of a map of the Szigetkéz. Two NGOs applied for support to increase cohesion within the
equestrian community and to promote volunteering,

A total of 29 applications were supported under this package of measures, for a total amount of HUF 30,685,028.
Only NGOs were eligible to apply. The maximum eligible amount was set at HUF 2,000,000 per application. Most applications
were paid out between HUF 1 million and HUF 2 million. Several NGOs from the same municipality were awarded grants, so
Rajka received the largest total final payment under this package of measures. The Rajka Equestrian Association purchased
riding equipment, while the Rajka Fishing Association purchased a pruner, a scythe, a saw, a hedge trimmer, and a generator.
The second-largest grant was awarded to Gy6rzamoly, where Gyérzamoly SE spent the money on changing rooms and
marketing equipment, and the K4 Water Sports Association of Gy6rzamoly on water sports equipment.

3.3. .Package of measures 3: Programmes and community initiatives for the development of intellectual and
community life in rural areas and the transfer of knowledge

The call’s title makes it evident that this package of measures seeks to establish and support local programmes and
an ongoing series of events. In doing so, it strengthens rural communities and local identity, nurtures traditions, and spreads
awareness of environmental and health-conscious living, Such programmes help residents connect, exchange ideas, and draw
inspiration from each other’s successful practices.

Benefitting programmes’ resources could be used to organise and run events, initiatives, thematic camps, awareness-
raising lectures, initiatives to promote environmental and health awareness, professional competitions, quizzes, study trips,
workshops, project days, the purchase of equipment and machinery, marketing activities, rent, accommodation, and so on.
All these endeavours are linked to the preservation of traditions.

The supported projects also had to meet other specific criteria, such as: events had to include the presentation of
local products and values, or provide traditional activities for children, or involve an organisation from a municipality other
than the applicant’s home municipality.

Ten events and programmes were implemented under this package of measures, with a total of HUF 4,033,862
in grants. The maximum eligible amount was set at HUF 500,000 per application. The beneficiaries were divided roughly
50/50 between municipalities and NGOs, with only a minimal difference in the final payment amounts in favour of the
municipalities.

In the municipalities of Kimle and Kisbajcs, both the municipality and one NGO each received funded applications,
while in the other municipalities, there was only one funded programme per settlement. Thematic camps were organised,
focusing on the values of the Szigetkéz and the arts. The Friends of Kisbajcs organised an old-time pig-slaughtering
programme, and the Friends of the Leaf Association organised a folk song day. To maintain and increase health awareness,
the Foundation for Mosonudvar organised an event for healthy children. The Dragon Boat Festival of the Kimlei Dragons
Water Sports Association and the Fishing Tournament organised by the Municipality of Vének were the main events, both
aimed at raising awareness among young people about local values and customs.
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3.4. Package of measures 4: Developing local producers and entrepreneurs

The shortage of skilled workers in the region, Austria’s draining effect on the labour force, and the decline in the
number of businesses have made supporting entrepreneurship particularly necessary. This package of measures aims to
improve the competitiveness of natural persons and micro-enterprises in the area covered by the Association, increase their
capacity to maintain and create jobs, develop local products and services, expand their product range, and help them access
the market by improving cooperation between economic operators. The aid was open to municipalities, private individuals,
farmers, and micro-enterprises.

The supported activities are:

*  Starting a business,

*  Start-up of a business,

*  Construction, investment, and energy development related to business development,
*  Marketing and promotion of local products,

*  Purchase of equipment, machinery, and software for enterprise development,

*  Creation of a website related to the enterprise, and

*  Training for business development.

In addition to the basic objectives outlined above, successful applicants had to agree to carry out the supported
activity in cooperation with an educational institution (e.g., by presenting the profession to young people in upper primary
schools who are about to choose a career). Other important criteria for support included the linkage of the activity to the
development of other microenterprises in the region, energy-saving and renewable energy use, and the employment of
women.

Under this package of measures, 57 applications were supported for a total amount of HUF 157,965,719. The
maximum eligible amount was set at HUF 10,000,000 per application (with a maximum of HUF 200,000 for events and
HUF 500,000 for training).

Of the total number of applicants, 57.9% were micro-enterprises, 31.6% were individuals, and 7% were smallholders.
Among the successful applications, there was one from a municipality and one from a natural person. The use of the awarded
funds was highly varied: for farmers, the purchases included a robot for making honey cream, machinery for producing local
products (seed drill, dehydrator, packer, jam maker), a lavender harvester, a mobile garage, and a tent. Most micro-enterprises
also acquired equipment for their activities, such as a camera, a laptop, a mini excavator, surveying equipment, installation of
a solar panel system, construction of a warechouse, creation of a car repair workshop, development of equestrian services,
development of a carpentry workshop, and purchase of veterinary equipment. Private individuals also applied for funding to
purchase similar equipment (trailers, containers, gazebos, distilleries, etc.). The grants awarded varied widely by activity and
use area, ranging from HUF 900,000 to HUF 10,000,000.

One municipality (in Hédervar) used the funding to build a marketplace and sales area, while one individual used it
to purchase equipment for photography and filmmaking, Geographically, most applications were received from the Upper
Szigetkoz (Hédervar, Darndzseli, Kimle, Halaszi, Dunakiliti, Kisbodak, Mariakalnok).

3.5. Package of measures 5: Development of tourism services and cooperation

Tourism and related services play a very important role in the region’s economy. This package of measures was
designed to promote economic development through tourism by strengthening the sector’s income-generating capacity,
providing alternative income-generating opportunities, and facilitating cooperation between operators. Aid was available to
natural persons, micro-enterprises, municipalities, non-profit organisations, and church legal entities.

The eligible activities were as follows:

*  Development of new or existing accommodation, camps, or community accommodation,

*  Development of tourist services not linked to accommodation (e.g., bicycle storage, kitchen equipment),
*  Development of a tourist information system (e.g., website),

*  Beach, boat, and marina development,

*  Preparation and purchase of marketing tools (e.g., brochures, posters),
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*  Development of new accommodation, and
*  Acquisition of equipment (e.g, bicycles).

An additional selection criterion was the promotion of networking. Applicants could only carry out the development
in cooperation with a tourism service provider to achieve a coherent presentation of village accommodation.

A total of nine applications were supported under this package of measures, for a total amount of HUF 46,549,807.
Of these, one was submitted by a municipality, two by natural persons, and six by micro-enterprises. The maximum eligible
amount was set at HUF 10,000,000 per application.

Natural persons used the funding to develop the Cseresznyés House in Lip6t and a guest house in Lébény. The
municipality of Vének used the grant for construction work. Among the micro-enterprises, a lawnmower and a canoe
were purchased in Kimle, while accommodation services and accommodation development were carried out in Dunakiliti,
Halaszi, and Mariakalnok. In Gy6rijfalu, a tourist centre was established, and equipment for horse-riding training was
purchased. The majority of the projects focused on modernising accommodation facilities or purchasing related equipment,
although there were also examples of canoe purchases as part of beach, boat, and harbour development.

3.6. Sustainability impact assessment
In the region, 177 out of 217 projects were implemented during the 2014-2020 period /Szigetk6z-Mosoni-Sik

Leader Egyestilet (SZMSLE) (2023)/. These developments have created jobs, community spaces, support for disadvantaged
people, and new services, all of which contribute to the development of the local rural area (Figure 6).

Added value generated by projects in the region |

Strategy by the
Szigetkoz-Mosoni-
Plain LEADER

Association

DEVELOPMENT COST 728 471 229
FT

ure]]-Tuosopy

-zo31aiZg ay) Aq paiasod eare atf) ut safueyod [einjonig

Impacts: jobs created,
community spaces
created, disadvantaged
people helped, new

Figure 6: Intervention Theory of LEADER
Source: the authors, based on EC (2017)

A summary assessment according to the sustainability criteria described in the methodology section is presented in

Table 2.
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Table 2: Sustainability Appraisal of Investments in the Packages of Measures in the SZMSLE Area Under Study

Package of measures  Levelling Focosing on the Social Strengthening  Taking Strengthening ~ Developments
measure environment/ Welfare’ the environmental  environmental responding
environmental competitivness and social protection to social and
protection of economy aspects into and economic  economic
account interests challenges
Support for 1 5 6 3 7 4 2

initiatives to
preserve, improve
accessibility, and
raise awareness of
our natural, cultural,
historical, and built

heritage

Development of 1 2 7 3 5 4 6
local civil society

organisations

Programmes 1 2 7 5 4 3 6

and community
initiatives for the
development of
intellectual and
community life
in rural areas and
the transfer of
knowledge

Developing local 1 2 4 7 3 5 6
producers and
entrepreneurs

Development of 1 2 5 7 3 4 6
tourism services and
cooperation

13 29 25 22 20 26

Source: the authors

The primary objective of the LEADER programme is to promote the catching-up of lagging rural areas (i.c.,
reducing regional disparities and enabling less developed regions to converge with more prosperous ones). For this reason,
the maintenance category was assigned a score of 1 for all packages of measures. When packages of measures are aggregated
by sustainability category based on conclusions drawn from implemented investments, it becomes clear that the greatest
attention was paid to developing social well-being, while the least to measures focused on the environment and environmental
protection.

4. Conclusion

In our study, the development projects supported by the Szigetkéz—Mosoni-Plain LEADER Association, which is
responsible for implementing the LEADER programme and unites several landscape units in western Hungary, were classified
into support programme groups. During the analysis, the supported projects were also evaluated and ranked according to
sustainability criteria. The uniqueness of the study lies in operationalising the LEADER programme’s intervention theory
model by examining the work of the studied LEADER association during the 2014-2020 period and identifying how the
sustainability approach has evolved through the implemented projects.
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In its development strategy, the regional LEADER association set the following main objectives for the 2014—
2020 period: preserving the value of natural assets, improving the quality of life of the population, increasing the region’s
population retention capacity, developing local businesses, supporting NGOs and municipalities, and promoting the market
penetration of local products. The Szigetkbz—Mosoni-Plain Association will continue its work in the future, for which it
has prepared the Local Rural Development Strategy 2023—2027. The main support objectives of this strategy will be to
improve the image and quality of life in the settlements, strengthen local identity, develop local civil society organisations,
and stimulate the local economy.

The Local Action Group under review set the same main objectives for the 2014-2020 period: the preservation of
natural assets, the improvement of the population’s quality of life in the region, the enhancement of the region’s population
retention capacity, the development of local businesses, the support of NGOs and municipalities, and the promotion of
local products in the market. To achieve these objectives, five sets of measures were implemented, providing local actors
with access to resources totalling more than HUF 700,000,000. The largest number of payments was made under the Local
Entrepreneurs Development and Quality Product Supply Initiative Programme. The other packages of measures were also
popular among regional actors; for example, they helped to modernise streets and buildings, organise events, increase the
proportion of green spaces, purchase sports equipment, and set up a tourist centre.

The sustainability assessment shows that the five packages of measures were dominated by the implementation
of tenders and projects aimed at creating social well-being in the region. Developments that address economic and social
challenges ranked second-highest. These developments were a priority in the strategy, along with enhancing the region’s
economic competitiveness, which ranked third in the evaluation criteria. Among the sustainability pillars, applications
explicitly targeting environmental sustainability were less frequent. However, in our opinion, in the pursuit of sustainability,
the environmental pillar should be regarded as equally important alongside social well-being, as it contributes to the long-
term quality of life for society. The conservation or improvement of the quality of natural resources should be increased
through conscious planning, along the lines of targeted or thematic developments (a simple example is more conscious
planning of green spaces in residential areas through creative projects, as the pace of development is becoming increasingly
intensive in rural areas, often to the detriment of the natural environment).

In the next phase of the research, we would like to conduct a similar study with LAGs across different parts of the
country and compare the projects implemented by these organisations to determine the extent to which sustainability aspects
are taken into account.
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Absztrakt

Cél — A tanulmany célja a tudomanyos és innovacids parkokkal (TIP-ekkel) foglalkozd nemzetkézi tudomanyos kutatasok f6bb
megallapitasainak 6sszefoglalasa, valamint a TIP-ek érintetti kérének és kérnyezetére gyakorolt hatasanak feltirasa. A kutatds arra is
kiterjed, hogy feltarja a TIP intézmény fenntarthaté mikoédésének feltételeit. A kutatds attekinti a sikeres menedzsmentmodelleket, azon
beliil a TIP-ek bevételi forrasait. Ezek alapjan ajanlasokat tesz a magyar TIP-cket szabalyozé szervezetek és iranyitd testiiletek szamara.

Tervezés/modszertan/megkézelités — Az elemzés harmine év (1994-2024) nemzetkozi akadémiai irodalmanak félig
szisztematikus dttekintésére épil. Az elsé szakaszban relevans kereskifejezések alapjan 173 tanulmanyt véalogat le. A kutatasokat
az idézetek szama alapjan allitotta sorrendbe. A kévetkezd szakaszban a talalatokat konkrét TIP-ekre vonatkozé esettanulmanyokra
sziikitette, és az eréforrismenedzsment szempontjabol kezelheté mennyiségre csokkentette. gy valasztott ki hisz kutatést, amelyeket
részletesen elemzett a kutatasi kérdések mentén.

Eredmények — A TIP-ck megitélése vitatott — pozitiv vagy semleges hatist gyakoroltak kérnyezetitkre. A park érintetti kore
valtozatos — ipari szerepl6k, azon belill nagyvallalatok, véallalkozok, 4 technoldgiaalapt cégek, startupok, tovabba allami szereplSk és
egyetemi, kutatasi intézetek is ide tartoznak. A parkok sikerének egyik f6 titka a megfelel6 menedzsmentcsapat felallitasa. A parkok belsé
fenntarthatésaganak zaloga a sikeres partneri kapcsolatok dltal atszivargé tudas, technolégiatranszfer, majd innovaci6 létrejotte.

Eredetiség — Ez az elsé olyan irodalmi attekintés, amely nem a parkok partnereinek, hanem maguknak a parkoknak a
sikerkritériumait veszi goresé ali. Atfogd nemzetkozi esettanulmanyok alapjan altalanos érvényl kovetkeztetéseket fogalmaz meg,
amelyek a magyar TIP-ek sikeres mikédéséhez és miikodtetéséhez is hozzajarulhatnak.

Kulcsszavak: fenntarthatésdg; innovacié; menedzsment; tudomanyos és innovaciés park; tizleti modell
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Abstract

Purpose — This study aims to elucidate the key findings of international scholatly research pertaining to science and technology
patks (STPs). Furthermore, it seeks to identify the diverse stakeholders involved in STPs and assess their impact on the surrounding
environment. The research also investigates the crucial boundary conditions for the sustainable operation of STPs as institutions.
Through this comprehensive review, the study seeks to understand successful management models, with a particular focus on the
revenue streams of STPs. Based on these insights, the study will formulate recommendations for the Hungarian regulatory bodies
governing STPs and the boards overseeing their operations.

Design/methodology/approach — The analysis is based on a semi-systematic review of international academic literature
from the last thirty years (1994-2024). In the initial phase, 173 relevant studies were selected using search terms. These studies were
then ranked by the number of citations. The subsequent phase narrowed down the results to case studies concerning individual STPs
specifically, thereby reducing the volume to a manageable size from a resource management perspective. This process led to the selection
of twenty research papers that were analyzed in detail in accordance with the defined research questions.

Findings — The assessment of STPs is contentious. Their impact on the surrounding environment is eithet positive or neutral.
These parks have a diverse stakeholder landscape, including industrial actors, such as large corporations, entrepreneurs, new technology-
based companies, and start-ups, as well as government entities, universities or research institutions. A park’ success largely rests on
establishing an appropriate management team. The internal sustainability of a park depends on successfully cultivating partnerships that
foster knowledge spillover, technology transfer, and ultimately, innovation.

Originality — This is the first literature review to examine the success criteria of the park itself, rather than focusing solely on
its partners. Based on overarching international case studies, it formulates generalizable conclusions that can contribute to the successful
operation and management of Hungarian STPs.

Keywords: business model; innovation, management; science and technology park; sustainability

1. Bevezetés

A Tudomanyos és Innovacios Parkok (T1P-ek) regionalis gazdasagélénkité hatasaval nemzetkozi és hazai kutatok is
szamos tanulmanyban foglalkoztak (Albahari et al., 20106; Birkner et al.; 2022, Germain et al., 2022), azonban a TIP-ek tizleti
modelljére, tulajdonosi szerkezetére vonatkozé tudomanyos kutatasok alulreprezentaltak (Lecluyse et al., 2019). Az eddigi
tanulmanyok els6sorban a TIP-partnerek gazdasagi eredményeit vizsgaltak arra keresve a valaszt, hogy ez az innovaciés
rendszer pozitivan hat-e az abban résztvevék — vallalatok, oktatasi intézmények és allami szereplSk — teljesitményére és
folyamataira (Guy, 1996). Jelen tanulmany a TIP mint cég fenntarthatésaganak belsé dimenzidjara fokuszal, megvizsgalva a
nemzetkézi tudomanyos és innovacids parkok menedzsmentstratégiajat és operativ mikodését. A téma killénésen aktualis
Magyarorszagon, tekintve, hogy szamos tudomanyos és innovacios park van kialakuléban. Mikédésik még nem kiforrott,
igy aj6 és esetleg tanulsagos nemzetkdzi gyakorlatok értékes municiét adhatnak a parkok vezetése és a szabalyoz6 hatdsagok
szamara egyarant.

A modern gazdasag legf6bb értéke a tudas, ennek megfelel6en a legfontosabb folyamat maga a tanulas (Lundvall,
2010). A tanulas egy interaktiv folyamat, amire hatassal van az intézményi és kulturdlis kontextus is. Lundvall elmélete a
nemzeti innovacios rendszer, amelynek szerepléi mind egyfajta keretet alkotnak a tanulas és az innovacios folyamat szamara.
Az innovaciét a gazdasig mozgatérugdjanak is tartjak, az ezt timogatd kezdeményezések létfontossagiak az orszag
versenyképessége szempontjabol. Schumpeter (1942) az ,innovaciét” és az ,,4j kombinacidkat” szinonimaként alkalmazta,
ami az innovaci6 granulacios természetére utal — ez a kordbban megszerzett tudas uj médon torténd alkalmazasa. A kreativ
rombolasra vonatkozé elméletében a vallalkozok tjszert megkézelitését, mint az innovacié nélkilézhetetlen mozgatoérugodiat
emelte ki. Tébbek kézétt ez volt jellemzé az 1950-es években az Egyesiilt Allamokban, a Szilicium-volgyben: a véllalkozok
tenni akarasa tarsult a kormanyzati deregulacidval és az akadémiai, kormanyzati és ipari szféra kollaboraciéjaval. Kialakult a
klaszter, amelyben egymassal fizikai kozelségben levo cégek szabadon versenyeztek technoldgiai iparagakban, mikézben a
kormanyzat altal tamogatott oktatasi és kutatasi szektor magasan kvalifikalt mérnékoket és kutatokat adott a piacnak (Porter,
1990). A tudas szabadon aramlott a cégek és az akadémiai kézeg k6zott, és ez a nyilt innovacids paradigma hozzajarult ahhoz,
hogy a Szilicium-vélgy az innovacié egyik boles6jévé valt (Chesbrough, 2003). A volgyet a tudomanyos és innovacios parkok,
a technopoliszok el6futaraként tartjak szamon (Benko, 1992).

A tudomanyos parkok és innovacios tertiletek nemzetkdzi szovetségének definicidja szerint a TIP-ek olyan, fizikailag
helyhez kotott létesitmények, ahol az ipari, az akadémiai és a kormanyzati szereplok, illetve bizonyos esetekben a civil szféra
és az allampolgarok egylittmikdédése soran tudatosan térekednek vjdonsagot létrehozo, az érintett cégek versenyképességét
névelS tevékenységre, és ezaltal hozzajarulnak az Skoszisztéma szerepl6i k6zott a tudas és technolégia aramoltatasahoz
(IASP, 2025). A szbvetség 78 orszagban 350 tagot szamlal és tobb mint 115.000 céget tomorit, ami demonstralja a TIP-ek
nemzetkozi jelenlétét és egytittmikodését.

Ehhez képest Kelet-K6zép Eurépaban lassabban indult el a TIP-ek fejlédése. Magyarorszagon emlitésre méltd
kezdeményezések a ZalaZONE Zalaegerszegen, amely a Széchenyi Egyetemmel egylittmikodésben a j6vé autdipari,
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energetikai, agrar- és védelmi innovacidinak kézpontja (Zalazone, 2025), valamint az innovacids parkok, amelyeket a
Debreceni Egyetem és a Szegedi Tudomanyegyetem (SZTE) hozott létre. Az Obudai Egyetem harom parkot alapitott,
mindegyik jelenleg még tervezési fazisban van. E helyzet inspiralta a kutatasi kérdéseket: miként miikddhetnek hatékonyan a
TIP-ek, milyen feltételek sztiikségesek ehhez, és hogyan biztosithat6 a parkok hosszu tavon is fenntarthaté menedzsmentje.
A magyar parkok relatfv elmaradasinak kutatéi szemmel elényét is élvezziik, hiszen Osszehasonlithaté tanulmanyokat
végezhetink kilfoldi példakkal, ahol mar teszteltek killonb6z6 modelleket és gyakorlatokat.

Szamos kutatas sziiletett olyan orszagokban, ahol a tudomanyos és innovaciés parkok komoly mualttal rendelkeznek,
igy az Egyesilt Allamokban, Nagy-Britannidban, Svédorszagban, Finnorszagban, Svajcban, Franciaorszagban és
Spanyolorszagban (Guy, 1996.; Amoroso etal., 2019; Anton-Tejon et al., 2024). Ezek azt vizsgaltak, hogyan csoportosithatjak
a TIP-eket, miként mikodnek és teremtenek értéket az érintettek szamara, beleértve az ipari és regionalis allami szereplSket.
Késziltek tanulmanyok japan, kinai és mas azsiai TIP-ekr6l (Chan & Lau, 2005), valamint fiatalabb parkokrol is Dél- és
Kelet-K6zép-Eurépaban, példaul Olaszorszagban (Colombo & Delmastro, 2002), Portugaliaban (Hobbs et al., 2016) és
Lengyelorszagban (Lobejko & Sosnowska, 2015). A tudomanyos parkok célja, killdetése és kornyezeti feltételei alapjan
az utébbi, lengyel kutatéparos négy tipusi menedzsmentmodellt azonositott be. Az elsé az egyetemi tudomanyos park,
amely az egyetem szerves részeként miikodik, felhasznalva akadémiai eréforrasait és infrastruktdarajat. A masodik modell
egy ugynevezett fliggetlen szervezet, amely korlatolt felel6sségt tarsasagként (Kft.) mikodik, igy nagyobb autonémiat élvez
a dontéshozatalban A harmadik modell a vallalati park, céges formajat tekintve részvénytarsasag, Bz a modell gyakran
a jovedelmezbségre és a befektetési megtériilésre fokuszal. Végiil, a negyedik valtozat a ,halézatos park”, amely egy
egyittmkods haldzati struktiaran keresztiil mikodik, hangsulyozva a kiilonb6z6 érdekelt felek kozotti partnerségeket és az
er6forrasok megosztasat. Az érdekelt feleket Etzkowitz és Leydesdorff (2000) a Triple Helix Modellben, mint koncepcionalis
keretben képzelte el, amelyet az elmult husz évben tovabbi érintettekkel egészitettek ki Gjabb kutaték. A parkban dolgozok
egyfajta mediatorként tevékenykednek a résztvevSk kézott (Laur et al., 2012).

A fent emlitett kutatdsok arra vildgitanak ra, hogyan tevékenykednek a TIP-ek kilonbozé kérilmények kozott.
A parkok strukturalt kérnyezetet teremtenek a résztvevék szamara, hatékonysaguk zaloga pedig stratégiai orientaciojuk
(Klofsten et al., 2025), operativ miikbdésiik és a partnerek kézotti intenziv egytittmiikodés.

Akévetkezokben négy kutatasi kérdést vizsgal meg a tanulmany. A masodik fejezet modszertani attekintést tesz, majd a
harmadik, az eredményeket tartalmazé szakasz a téma beagyazottsagat vizsgalja a nemzetkézi szakirodalomban. Ezt kévetéen
definialja a TIP-ek érintetti korét a levalogatott esettanulmanyok alapjan: megallapitja, hogy kik azok az ipari, oktatasi és
allami szerepl6k, akik a park mikodésében és mikodtetésében részt vesznek. Majd a kutatas megvizsgalja a TIP gazdasagi
és tarsadalmi hatasat a regionalis kérnyezetre, tovabba elérheté adat esetén a nemzetgazdasagra. Azeredmények utolséd
alfejezetében sorra veszi azt is, milyen tevékenységeket végeznek a TIP-ek annak érdekében, hogy mikodésiik fenntarthatd
legyen. Az utols6 bekezdés levonja a megfelel6 kovetkeztetéseket, és az értekezés tudomanyos vitat kezdeményez a relevans
kérdésekben. Végiil kitér a jelen vizsgalodas korlatjaira, és megfogalmaz lehetséges jovébeni kutatasi iranyokat.

2. A kutatas célja

A tanulmany nemcsak a nemzetkozi kutatasokhoz, hanem a hazai akadémiai diskurzushoz is hozzajarul. A TIP-ek
kapcsan viszonylag kevés tudomanyos iras sziletett Magyarorszagon és magyar kutatok altal (Benko, 1992; Hoffer & Vago,
2003; Vasvari et al. 2020; Birkner et al., 2022; Keser(, 2022; T6th et al., 2025). A cél, hogy a magas impaktfaktorral rendelkez6
folyoiratokban jegyzett, nemzetkdzi szakirodalmat félig szisztematikusan dolgozza fel a kutatas, igy attekintést adjon
a téma tudomanyos beagyazottsagarol, megismertesse a TIP-ck sikerességét taimogato tényezoket, a TIP-menedzsmentet,
valamint az adminisztraciéra kialakitott kiilénféle modelleket és a bevételi forrasokat.

Cél tovabba parbeszédet kezdeményezni az akadémiai kézegben és a killonboz6 érintettek kozott arrdl, hogyan
lehet a TIP-ek hatékony mikédéséhez szitkséges tizleti kérnyezetet megteremteni. Ehhez a tanulmany az eurdpai, azsiai és
amerikai TIP-ek kapcsan késziilt, széles kérben idézett tanulmanyokbdl von le tanulsagokat.

Fontos szempont, hogy a kutatas eredményei a gyakorlatban is hasznosithatok legyenek. A tanulmany javaslatot
fogalmaz meg arra, miként célszerd szervezni a magyar TIP-cket a hosszu tavu sikeresség és az Onfenntarté mikodés
érdekében. Az életképességet biztosité menedzsmentstratégiak azonositisa hozzajarulhat a szabdlyozasi doéntések
megalapozasihoz. Ezen tdlmendGen a tanulmany kévetkeztetései relevans iranymutatast nyujthatnak a parkvezeték szamara
a TIP-ck tervezése és mikodtetése soran. A kutatds mindemellett tudasbazist kindl azoknak, akik 4j TIP-ek létrehozasat
tervezik.

3. Moébdszertan

A szakirodalmi attekintés az elmult 30 év (1994-2024) kutatasait vizsgalja, ezaltal atfogd képet mutat a tudomanyos
és innovaciods parkok menedzsmentjérél és tizleti modelljérdl. A szakirodalom vizsgalatdhoz a Scopus adatbazist hasznalta.
A félig szisztematikus attekintést a PRISMA elvek mentén készilt el (Moher et al., 2009, idézi Nagyné, 2021). A kutatasi
megkozelitést és folyamatot az 1. dbra szemlélteti.
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A cikkek kereséséhez alkalmazott kifejezések a Bevezetés részben érintett hazai és nemzetkézi kutatasok témai és
eredményei alapjan lettek kivalasztva. Az ,,innovaci6” és ,,tudomanyos park” kifejezéseken tul a

,»sikertényez8k™ kifejezést tartotta a tanulmany lényegesnek, hogy fokuszaljon a parkok hatékony muikodésére. A
vallalkozok bevonasa, valamint az egyetemek vallalkozoi szemlélettel t6rténé mikodtetése a parkok sikerfeltételei kozott
szerepeltek tobb magasanidézett tanulmanyban s, gy ezeketis beemelte a keres6feltételek kzé. Ezen tdl a technoldgiatranszfer
fogalmat hozta be, ami a parkok medidcids feladatabol kévetkezik és egyik meghatarozé célja is egyben, vagyis tudast és
technolégiat kozvetitenek az érintettek kézott.

A publikiciok megfelel6 lekérdezéséhez a kovetkez6 CCL keresSkifejezést alkalmazta:

(TITLE-ABS-KEY (,,science park”) AND TITLE-ABS-KEY (innovat*) AND TITLE-ABS-KEY (,,success
factor”) OR TITLE-ABS-KEY (entrepreneur*) OR TITLE-ABS-KEY (success AND criteria) OR TITLE-ABS-KEY
(technology AND transfer)) AND PUBYEAR > 1993 AND PUBYEAR <2025 AND (LIMIT-TO (DOCTYPE, ,,ch”) OR
LIMIT-TO (DOCTYPE, ,,at”) **

A keresés soran, latva a kutatdsok megjelenésének tendencigjat, valamint figyelembe véve, hogy a 2025-6s évre
még nem lehet teljeskora attekintést kapni, az 1994 és 2024 kozotti idGszakra szikitette a talalatokat. A vizsgalat soran a
lekérdezésnek megfelelé publikaciok kézil a 30 legtobb hivatkozassal rendelkez6 cikk absztraktjanak attekintése tortént
meg. A harminc cikkbdl kizarta azokat, amelyek altalanossagban foglalkoztak a parkokkal, nem pedig egy-egy konkrét TIP
esetét mutattak be. Tovabba szikitette az idézetek szama alapjan, igy kiejtette az 50 idézet alatti publikdciokat. Huasz cikk
tartalma vonatkozott konkrét tudomanyos és innovacios parkokra, tovabbi két cikk kutatdismodszertani szempontbol hozott
ujdonsagot és vizsgalta altalanossagban a parkokat. A keresési kritériumoknak és a kutatasi céloknak megfelel6 cikkek szamat
igy végtl hiszra redukalta. A kutatasokat az alabbi négy kérdésre fokuszaltan tekintette at:

* KI1. Milyen a fenntarthat6 tudomanyos és innovacios parkok témajaval foglalkozé szakirodalom?

*  K2. A kutatasok mely érintettekkel foglalkoztak?

*  KB3. A kutatasok hogyan itélik meg a parkok gazdasagi, tirsadalmi hatasat?

* K4. Milyen menedzsmentmodelleket figyeltek meg a kutatok?

A cikkekben fellelt 6sszefliggéseket és a tanulmanyok részletes elemzését a kévetkez fejezet tartalmazza.

Az adatbazis keresése sorin
beazonositott taldlatok (n=173)

Nl gk

Alkalmasnak itélt szoveges cikkek
(n=30)

{ Atvilgitott tallatok (n=173) H Kizart tallatok (n=143)

Kizirt szoveges cikkek, okkal (n=10) }

v

g =

A kvalitativ szintézisben vizsgilt
tanulmanyok (n=20)

1. abra: A PRISMA médszertan alkalmazasa a tanulmanyban.
Forras: Sajat szerkesztés a Scopus adatbazis felhasznaldsaval.
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4. Eredmények

4.1. A TIP-ek belsé fenntarthatésagaval foglalkozo kutatdsok bibliometriai dttekintése a nemzetkozi
szakirodalomban

Akeresés eredményeként 173 publikaciét kaptunk a Scopus adatbazisaban, amelyben folyéiratcikkek és konyvtejezetek
szerepeltek. A konferenciakézleményeket kizartuk az eredmények koziil, hogy az alaposabb kutatisokkal foglalkozhassunk,
mivel a konferenciakézlemények jellemzSen limitalt terjedelmiek, és ezen terjedelem is nagymértékben szért (absztrakt
szintd anyagtol a néhany oldalas kézleményig). A végzett keresés jol mutatja a téma beagyazottsagat a nemzetkdzi tudomanyos
irodalomban.

A 2. 4dbra a publikaciok szamat illusztralja haroméves peridédusokat jelSlve. A gérbén jol lathatd, hogy a téma irdnti
érdekl6dés folyamatosan nétt a 2000-es évektdl kezdve, majd el6szér 2009-ben tet6zott. FeltételezhetSen az Eurdpai Unid
2007-ben inditott Hetedik Kutatasi Keretprogramja 6sztondzte az ilyen iranyd kutatasokat. A program célul tizte ki az ipari
versenyképesség erdsitését, jelentSs koltségvetést biztositott a kutatasi és fejlesztési tevékenységek tdimogatasara (Huropean
Commission, 2016). Azonban a 2008-as globalis pénziigyi valsig visszaesést hozott minden dgazatban. Ujabb tiz évre és
tovabbi kézponti tamogatasra volt szikség a talpra allashoz. Ezutdn a kévetkezS publikacios cstucs 2018-ban kévetkezett
be. Az Burépai Unié 2014-ben inditotta a mintegy 77 millidrd eurés Horizont 2020 nevi kutatasi és innovacios programjat
a tudomanyos és innovacios tevékenységek tamogatasara (Horizon, 2020). A 2021-es mélyrepiilést a 2020-as COVID-19
vilagjarvanynak és az annak kévetkeztében megjelend altalanos hanyatlasnak készonhetjik. 2024-ben Gjra optimizmusra
okot ad6 tendenciat latunk.

Dokumentumok megjelenése évenként

14
12

10

1994 1997 2000 2003 2006 2009 2012 2015 2018 2021 2024

2.abra: Publikaciok szama éves bontasban (1994-2024).
Forras: Sajat szerkesztés a Scopus adatbazis felhasznalasaval.

A keresokifejezések alapjan a kovetkez6 harom kutato jelentette meg a legtobb publikaciot:

*  Wonglimpiyarat, Jarunee: 5 publikacio, affilidcié: Massachusetts Technoldgiai Intézet, Cambridge, Egyestlt
Allamok.

e Lindel6f, Peter: 4 publikicio, affiliacio: Dél-Keleti Norvég Egyetem, Kongsberg, Norvégia.

e Lofsten, Hans: 4 publikacio, affiliacio: Chalmers Technologiai Egyetem, Goteborg, Svédorszag,

A fenti kutatok jelentés mértékben hozzdjarultak a tudomanyos és innovacios parkok, az innovaciérdl és a
vallalkozasokrdl sz616 irodalomhoz. A kutatok publikicidinak szamat és az idézetek szamat vizsgalva az a trend figyelhetS
meg, hogy atlagosan nyolc-tiz év telik el, mire egy-egy publikacidban gazdagabb évet kévetSen idézik a miveket. Erre
az idéintervallumra van szitkség ahhoz, hogy a kutatisok igazan megérkezzenck az akadémiai és szakmai kozdsségekbe,
elismerjék Sket, majd a kovetkezé tanulmanyok hivatkozzanak rajuk.

A TIP és a menedzsment témdjaval leginkabb foglalkozé tanulmanyok az innovacioval, technoldgiatranszferrel és
vallalkozasokkal foglalkozé, vezeté folydiratokban jelentek meg. Ezek a tudomanyos lapok meghatarozé szerepet jatszanak
a TIP-ek kortl folytatott parbeszédben és platformot biztositanak szamos jelentés cikk szamara. A legtermékenyebb
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folyoiratok a kévetkezok:
*  Technovation (ISSN:0166-4972)
* Industry and Higher Education (ISSN:0950-4222, E-ISSN:2043-6858)
* Journal of Technology Transfer (ISSN:0892-9912)
*  Technological Forecasting and Social Change (ISSN:0040-1625)
* International Journal of Entrepreneurship and Innovation Management (ISSN:1368-275X, E- ISSN:1741-
5098)

Altalanossagban elmondhaté, hogy a keresett témaban 1994 6ta folyamatosan névekvé szamban jelennek meg
tanulmanyok. Wonglimpiyarat, Lindelof és Lofsten a fejenként 4-5 publikiciéval a témaban a legaktivabb szerzéknek
szamitanak.

4.2. A TIP-ek érintetti korének bemutatasa

A kutatasok egy része az ipari szereplSkre fokuszalt, az ipari szerepl6kon belil killénds tekintettel a startupokra,
valamint az 4j technolégian alapuld cégekre (new technology-based firms, NTBF). A TIP szerepe és hatdsa a cégekre, a
TIP-en belili és azon kivili cégek teljesitményének vizsgalata mind gyakran vizsgalt témak voltak. Az érintettek kozott
megjelent a régié és az allam s, tekintettel arra, hogy a TIP-ck jelentSs hatast gyakorolhatnak a régiok gazdasagi fejlédésére.
Ugyanakkor ez forditva is igaz: a TIP fejlodését meghatarozza a régi6 és az allam timogatasi politikaja, hiszen a kormanyzat a
parkok legf6bb fenntart6ja és mikodtetSje. Egyes azsiai orszagokban jelentSs kormanyzati beruhazasok nyoman joéttek 1étre
technolégiaalapu klaszterek; ilyen példaul a tajvani Hsinchu TIP (Hsinchu Science-based Industrial Park, HSIP), amely ad6-
és bérletidij kedvezmények révén valésult meg (Hu et al., 2005). A high-tech cégek altalaban egy helyen koncentralédnak, és
kozosen hasznaljak a helyi infrastruktarat. A jelenség hatdsara a 1égi6 fejlédik, ily médon a TIP hatékony eszkéz az integralt
ipar és a regiondlis fejlédés el6idézésére.

Szamos kutatas vizsgalta a felsGoktatasi intézményekkel, egyetemekkel, kutatasi intézetekkel valé kapcsolatot is. A
kutatasok arra tértek ki, hogyan mikédnek a TIP-ek egyetemi affilidciéval vagy anélkdl, illetve hogyan jarulnak hozza a
TIP sikeréhez ezek a tudasintenziv intézetek. Kihlgren (2003) Oroszorszagban vizsgalt TIP-eket és innovacios centrumokat,
melyekbdl az utébbiaknak nem volt egyetemi kapcsolata, inkabb egyfajta inkubatorhazként mikodtek, ennek ellenére sikeresek
voltak. A siker oka nem a fels6foku oktatasi intézmények hianya, hanem egy akkorra aktivabb allami finanszirozasi rendszer
lehetett. Ng és munkatarsai TIP-tipografiai munkaja (2019) is e kettésségre utal: a kutatasi intézetek és a felséfoka oktatasi
intézmények (High-Education Institution, HEI) jelenléte adta a TIP tudasintenziv jellegét, ellentétben az inkubatorokkal
(Zhang, 2002, idézi: Ng et al., 2019).

5.3. A TIP-ek gazdasagi és tarsadalmi hatasanak bemutatasa

Harom tipust TIP-et kiildnbéztethetiink meg a fejlesztési célok, a funkcidk és a helyi fejlédéssel valéd kapesolatuk
alapjan: az innovacié-/inkubaciéfokuszu, amikor NTBF-ek jonnek létre; a kutatas- fejlesztésfokuszi, amelyekre egyetemek,
kutatasi intézetek mellett a tudasalapu tevékenységekbdl szarmazé tudastranszfer és a tudas bevonzasa jellemz6; valamint a
gyartasfokuszi, ami regionalis ipari tevékenységet honosit meg, gazdasagi névekedést indukal, altalaban technolégiai termé-
keket gyart vagy szerel Ossze. A TIP-ek folyamatosan alakulnak 4t az egyik tipusbél a masikba (Hu et al., 2005).

Lindelof és Lofsten (2003) tértek ki a nem linearis innovaciofejlédésre, amely szerint a tudomanyos és innovacios
parkok sikerességét nem mérhetjik kizardlag azon, hogy hany szabadalom szilletett, vagy milyen mértékben névekedett a
cégek innovaciés képessége. A siker mérészama a létrejott kapesolatok halézata és mindsége is, melyek technoldgia-, illetve
tudastranszferhez vezetnek. Olasz esettanulmanyok alapjan (Liberati, Marinucci & Tanzi, 2015) a parkokban levé cégek értéke
magasabb, mint a parkokon kiviili cégeké az értékesités, a netto érték és a hozzaadott érték alapjan. Ez vonatkozott a befek-
tetési profilra és az innovacios kapacitasra. Ugyanakkor ezek a vallalatok nem kilénbéztek profitabilitasban, kdvetkezésképp
nem 4llithatd, hogy a TIP dnmagaban ndvelné a parkban bérlé vallalatok teljesitményét. Habar a parkba kolt6z6 cégek
termelékenysége magasabb, viszont a TIP-hatas nem befolyasolja az altalanos befektetési hajlanddsagot és az innovacios
képességeket.

A vizsgalt kutatasokbdl levont tudomanyos kévetkeztetések és megallapitasok kilenc esetben semleges hatast
tulajdonitottak a parknak, azaz ugy talaltak, hogy az nem befolyasolja a cégek és a régi6 innovacids teljesitményét, gazdasagi
névekedését. Ezek az esettanulmanyok Olaszorszagban (Colombo & Delmastro, 2002), Madridban, Spanyolorszagban

Publisher name: Széchenyi Istvan University
ISSN: 3058-1079 (Online) 179



TER-GAZDASAG-EMBER Vol. 13., No. 2, 2025

Journal of Region, Society and Economy https://doi.org/10.14513/tge-jres.00425

(Mian et al., 2016), az Egyesilt Kiralysagban, Portugaliaban (Ratinho & Henriques, 2010), Izraelben (Felsenstein, 1994),
Nyugat-Ausztraliaban (Phillimore, 1999), Tajvanban (Wang et al., 2013), valamint Koreaban (Yoon et al., 2015) késziiltek.
Ugyanakkor a tajvani Hsinchu TIP és a portugal parkok kapcsan megoszlottak a vélemények. Mds szerzék szerint (Hu et
al., 2005; Gibson & Naquin, 2011) a parkok hatasa inkabb pozitiv volt, mint semleges. Minimalis hatast tulajdonitanak a
parkoknak viszont Olaszorszagban (Liberati, Marinucci & Tanzi, 2015), tovabba a legtébb esetben Gérdgorszagban (Sofouli
& Vonortas, 2007) és Oroszorszagban (Kihlgren, 2003). Gorogorszaghban az 1990-es években azzal a céllal kezd6dott politikai
reform, hogy tudasintenziv vallalatokat vonzzanak a parkba, akik ki tudjak akndzni az oktatasi és kutatasi intézmények fizikai
kézelségébdl adodo elénydket. A TIP-ek mégsem valtak sikeressé a finanszirozas elégtelensége, a komplikalt létesitmények
vezetéséhez szitkséges vezetdi képességek hianya és a kutatasi és kereskedelmi igények Osszekeverése miatt. Nehezitette
boldogulasukat az is, hogy csekély mértékben tamaszkodtak a parkon kivili cégekre, akik szolgaltatast nyujthattak volna a
bérlék szamara. A £6 hatraltatd tényez6 azonban a nem megtelel6 formaji tamogatas volt, ugyanis a magancégek helyett
allami intézmények vezették a TIP-eket. A g6rog Patras Tudomanyos Parkban (Sofouli & Vonortas, 2007) a technolégia
transzfer és a kapcsolatteremtés is nehézkesnek bizonyult egyrészt az alulfinanszirozottsag, masrészt a parkban dolgozok
alacsony létszama miatt. Oroszorszagban egy felmérésben a megkérdezettek mind&ssze 24 szazaléka allitotta, hogy a TIP-ek
a 1égid technolodgiai, tarsadalmi-gazdasagi fejlédésére barmiféle hatast gyakoroltak volna (Kihlgren, 2003). A tanulmanyok
alapjan az orosz és gbrog parkok alulfinanszirozottak, és hatasuk csekély. Mindez arra utal, hogy a megfeleld finanszirozas, az
adoelényok biztositasa, valamint a parki haldzatok mikddtetése a siker meghatarozo tényez6i lehetnek.

A publikaciok ugyanakkor husz olyan tézist is megfogalmaztak, amelyek a parkok pozitiv hatasara utalnak. Ezek egyike
az ipari szereplGkre, kifejezetten az 4j technoldgiaalapu cégekre gyakorolt hatdas (New Technology-Based Firms, NTBF), mivel
tudvalevs, hogy ezek a cégek gyakran kiizdenek forrashiannyal az alapitas utani els6 években (Colombo & Delmastro, 2002).
Az NTBF-ek legnagyobb nehézsége a tékebevonds, mert nehéz megbecsiilni a technologiai kockazatot, tovabba a kdlesont
folyositok tajékozottsaga alacsony a széban forgd termék és szolgaltatas kapcesan. A befektetés soran altalaban hosszatava
és folyamatos kutatas-fejlesztési (K+F) tevékenységre van szitkség ahhoz, hogy a technologia korszerd maradhasson, a
befektet6k igy minimalizaljak a befektetés rizikéjat (Lofsten & Lindeléf, 2003). Ez esetben a park inkubdtorként mikodik,
és megadja az 0j technoldgiaalapt cégeknek a sajat labra allashoz szitkséges infrastrukturalis, képességbéli és financialis
timogatast egyarant.

To6bben hivatkoztak a Porter-féle klaszterelméletre (Porter, 1998, idézi: Phillimore, 1999) és a klaszteresedés altal
az ugynevezett agelomeracios gazdasagra is, amikor egy sikeres cég precedenst teremt, ezaltal teszi vonzébba a parkot. A
klaszter olyan Gsszekapcsolt szolgaltatok és szervezetek f6ldrajzi koncentracidja, amelyek egyiittmikodnek, illetve idénként
versenyeznek egymassal (Wonglimpiyarat, 2010). ElSsegitik, hogy az inkubator elérjen egy kritikus témeget, igy a cégek
kozott szinergiahatast érnek el. A thaifldi Nemzeti Tudomanyos és Technologiai Fejleszté Ugynokség Tudomanyos Parkja
(National Science and Technology Development Agency, NSTDA) stratégiai klasztereket hozott létre példaul a merevlemez,
radiéfrekvencia-beazonositas, okos kartyak, bioenergia és napelem ipardagakban. A szektorok kivalasztisanal a nemzeti
versenyképesség gyémantmodelljét vették alapul ugyancsak Porter ajanlasa mentén (Porter, 1990). A NSTDA megalapitotta
a thaifoldi TIP-et, igy névelve az orszag innovacids kapacitasat azzal az ambicidval, hogy az innovaciébol kereskedelmi
lehetéségeket teremtsen. A park kis- és kdzépvallalatokat tamogat, akik a K+F-eredmények alapjan termékeket fejlesztenek.
Ezaltal a TIP néveli az allami szektor kutatas-fejlesztési hatékonysagat. Tavlati terv, hogy a TIP brokertigynékségként
mikodjon, igy bevonzza a bankokat, a befektetési angyalokat, a kockazati tSkebefektetSket, az ipari szereplSket és a
finanszirozékat (Wonglimpiyarat, 2010). A kozelség, az eréforrasokon vald osztozas és a kialakul6 klaszteridentitds mind
névelik az innovaciéra valé nyitottsagot (Tan, 2006). A cégek foldrajzi kozelsége mobilizalja a munkavallalokat, igy a
technoldgiai képességek és a technoldgiai tudas, avagy ,,.know- how” szabadon aramlanak régiészerte.

Az esettanulmanyok szamos sokrétl hatasra mutattak rd mind a mezo-, mind a makrogazdasagok vonatkozasaban.
TObb munkahely jon létre a régidban, hiszen 4j vallalkozasok alakulnak, a meglevék pedig béviilnek. Bevonzzak a kilfoldi és
a kockazati t6két, akik 4j technolégiaba, innovacioba fektetnek be. A cégek és az egyetemek kozotti aktiv informacidéaramlas
azt eredményezi, hogy pezsgé vallalkozoi kultdra és jo szakembergarda alakul ki az egész régidban. Portugalidban
példaul a tudastranszfer érdekében workshopokat és konferenciakat szerveztek, igy a tacit (rejtett) tudast explicit tudassa
transzformaltak, ezaltal egy fenntarthato, technoldgiatranszferen alapo tudasbazist hoztak létre (Ratinho & Henriques, 2010).
Ugyanakkor a krétai TIP (Science and Technology Park of Crete, STEP-C) céljai kbz6tt nemcsak a technologiatranszfer-
cégek bevonzasa szerepel, hanem hogy egy 4j regionalis fejlédési kbzpontot hozzon létre olyan tradicionalis agazatok mellett,
mint a mez6gazdasag és a turizmus (Sofouli & Vonortas, 2007). Az ugyancsak gorog Lavrion park ellenben kifejezetten a
hagyomanyos iparagak — banyaszat és fémipar — tamogatasat tizte ki célul, demonstralva ezaltal a helyi kulturalis hagyatékot.
Ezek a parkok szamos, nemcsak konvencionalis, hanem modern gazdasagi szektorban is névekedést tesznek lehetévé.

Ugyanakkor a technoldgiatranszfert és a regiondlis innovaciés rendszereket gyakran befolyasoljak allami és
szabalyozasi tényezék. Kelet-Azsidban példaul az allami beavatkozas hianya hétraltatja a regionalis innovacios rendszerek
hatékonysagat. Hianyoznak a maganbefektet6k és a kockazati téke, amelyek nélkil megall a névekedés bizonyos teriileteken.

Publisher name: Széchenyi Istvan University
ISSN: 3058-1079 (Online) 180



TER-GAZDASAG-EMBER Vol. 13., No. 2, 2025

Journal of Region, Society and Economy https://doi.org/10.14513/tge-jres.00425

Ezek ellentételezésére a vezetd kutatok allami kockazati alapok 1étrehozasat javasoltak. Kinaban a Wuhan Donghu High-
Tech Zoéna kivalé példa a kormanyzati beavatkozds pozitiv hatasara (Xie et al.,, 2018). A Zoéna 518 négyzetkilométeren
tertl el egyetemekkel, kutatasi intézetekkel, és egy pulzal6 vallalkozéi kézdsséget hozott létre. Ennek kdszénhetSen 1 ipari
fejlédési mintazat jott létre a parkban, létrehozva szamos technoldgiai innovaciot, amelyek szamottevéen hozzdjarultak
Hubei provincia gazdasagi jolétéhez. A technoldgiai, rendszerszint(i innovacio, a startupok és a tamogaté vallalkozo6i kultara
kombinacidja kiemelt szerepet jatszott ebben a példa nélkili fejlédésben.

Nemcsak regionalisan, hanem orszagos szinten is kiemelked§ lehet a tudomanyos és innovacios parkok hatasa, ezt
szemlélteti a Hsinchu Tudomanyos Park (HSIP) Tajvanban (Yoon et al., 2015). Az éves termelés tizszeresére nétt tiz év alatt,
a cégek szama 150%-kal emelkedett, a foglalkoztatottak szama megharomszorozédott. A HSIP-be kélt6z6 vallalatok 15%-a
olyan ,,spin-off”, a technoldgiatranszfer kévetkeztében kialakult Gj cég volt, amit 1987 és 1989 koz6tt az Ipari Technologiai
Kutatasi Intézet (Industrial Technology Research Institute, ITRI) kutatasi és fejlesztési tevékenysége hozott 1étre. A cégek és a
kormanyzati kutatéintézetek kézott erds kapesolat alakult ki, timogattak a tudasmegoszto platformokat, ezaltal lehetévé téve
a technologiai er6forrasok korforgasat a halézatban. Ezen til a kormanyzat tdimogatta a j0l képzett emigransok hazatérését,
tovabba szamos kulféldi tudomanyos konferenciat szponzoral, hogy a tajvani kutatok ily médon bekeriiljenek a nemzetkézi
tudomanyos vérkeringésbe. Ezek az intézkedések Osszességében egy virdgzé tajvani vallalkozoi kulturat eredményeztek.
Az itteni parkok az innovacié katalizatorai, hozzajarulnak mind az 4j iparagak, mind pedig a hagyomanyos szektorok
névekedéséhez, sikeriikben létfontossagu szerepet toltenek be a kormanyzati intézkedések és kezdeményezések.

Mian és kutatétarsai megfogalmazasa szerint (2016) a TIP-ek hidat képeznek a dinamikus innovacidés 6koszisztéma
kiilénb6z6 rétegei kozott, igy a nemzeti — regionalis réteg, a park és az inkubator, valamint a vallalkozéi és a nagyvallalati
réteg k6zott. Bz a keretrendszer is arra utal, hogy a tudomanyos és innovacios parkok 6sszekétik a killonboz6 iparagakat és
az innovacios 6koszisztéma szereploit.

A pozitiv hatds okai k6zott tObben emlitenek tgynevezett kemény tényezSket, mint a megfelel§ finanszirozasi
struktira, ugyanakkor felsorolnak puha tényezdéket is, mint amilyenek a kulturalis tényez6k. Rosenberg és Henrekson nevéhez
fizhet6 egy kulcsgondolat (2001), miszerint az innovacié és a vallalkozé szellem voltak igazan meghatarozéak a Szilicium-
volgyben. Ez jelenti a kalandvagyo hozzaallas és a munkamoral kiemelt fontossagat az innovacio6 kialakulasaban.

Osszességében, a parkok gazdasigi és tarsadalmi hatisa komplex, fiigg a gazdasagi és szabalyozasi kérnyezettdl, az
egyetemek vagy a kutatasi intézetek szerepétdl, valamint a formalis tizleti kapcsolatokon til az informalis kapcsolatoktol is.

4.4. A TIP-menedzsment modellek és a bevételi forrasok bemutatisa

Az attekintett, konkrét esettanulmanyokra fékuszalé husz kutatas alapjan a parkok tulajdonosi struktdraja kis hatassal
van a TIP-ek mikédésére. Ng és kutatdtarsai (2019) megallapitjak, hogy a tulajdonosi kér lehet allami, magan, azaz ipati,
vegyes egyetemi-allami, Triple Helix, tehat egyetemi, allami és ipari vegyesen, vagy akar egyetemi és ipari, illetve allami és
ipari k6z6s tulajdont modell. A tudomanyos parkok és innovacids teriiletek nemzetkdzi szovetsége legutébb 2024-ben
mérte a TIP-ek tulajdonosi struktdrajat, ami alapjan domindns az allami jelenlét, ez a parkok felére jellemz6 (International
Association of Science Parks and Areas of Innovation, 2024).

A tanulmanyok alapjan megallapithaté, hogy a TIP-ck muikédtetésében inkdbb a menedzsment a differenciald
tényezd. Az operativ vezetStestillet feladata a park fenntartasan tdl a kapcsolatok menedzselése, k6zosségek épitése és
egytittmikodések elésegitése a parkon belil és azon kivil.

Az olasz technoldgiai inkubdtoroknal Colombo és Delmastro beszamoldja szerint (2002) a vezetS cégek tébbsége
(54,4%) a TIP-ben 6nall6 vallalatként mikodott. Ehhez képest kisebbségben voltak az allami kutatasi laboratériumok
(15,1%), valamint a privat kutatasi laboratériumok (12,9%). Portugdlidban a Tagus Park menedzsmentjében a regionalis
politikai szervek, az egyetem ¢és az ipari szerepl6k muikdédnek egyttt. A Biocant Park és az IPN Inkubator ugyancsak a
regionalis innovaciés Okoszisztémak jelentds szerepét és az egyetemekkel vald szoros kapcsolatot demonstraljak. Ehhez
képest a legtobb kinai TIP-et a helyi 6nkormdnyzat vezeti, ami a parkmenedzsmentnek egy centralizaltabb formaja. Ebben
a modellben jelentés a kormanyzat szerepe a TIP-en beliili innovacié és vallalkozoi kultara fejlesztésében is. A pekingi
Zhongguancun TIP (Filatotchev et al., 2011) menedzsmenttanacsaban van egy kormanyzati intézmény, amelynek feladatai
kozé tartozik a nemzetkézi kereskedelem, az addzds, a pénzigyek és a szabadalmak menedzselése 4j technolbgiaalapt cégek
szamara.

Az izraeli TIP-ek esetében az egyetem kulénb6zé mértékben vonddik be a park vezetésébe (Felsenstein, 1994).
Rehovotban magan fejlesztési cégek domindltak a menedzsmentben, mig Jeruzsdlemben egy joval komplexebb struktira
alakult ki a helyi 6nkormanyzat, egy centralizalt fejlesztési tarsasag és tObb nagy parkpartner részvételével, akik kozvetlentl az
aktualis kormanyzati intézményekt6l kaptak megbizasaikat. Ez a felallis azonban problémasnak bizonyult, és ezt felismerve
az egyetem clkezdett jobban bevonédni. Haifaban a varosi gazdasagi fejlesztési tandcs egy leanyvallalatot hozott létre a park
menedzselésére, fejlesztésére és a marketingtevékenységekre. Tel Avivban a park vezetése a helyi kormanyzat és egy egyetemi
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leanyvallalat k6z6s tevékenysége altal valosul meg.

Gorogorszagban a Thessaloniki Technolégiai Park Menedzsment és Fejlesztési Tarsasag (TTP/MCD S.A)) vezeti
a TIP-et (Sofouli & Vonortas, 2007). A thessaloniki TIP-et a Kémiai Folyamattervezési Kutaté Intézet (Chemical Process
Engineering Research Institute, CPERI) alapitotta, és tovabbra is dominans tulajdonosa a parknak. Ezzel ellentétben a Patras
Tudomanyos Park teljesen dllami tulajdonban van, a Hellas Kutatasi és Technolégiai Alapitvany és a Nyugat-Goérdgorszagi
Fejlesztési Tarsasag alapitotta. Olaszorszagban az 1978 és 1989 kozott alapitott TIP-ek tobbségiikben allami kézben vannak,
mig a 2000 utan sziletett parkokban csékkent az allami tulajdonrész (Liberati, Marinucci & Tanzi, 2015).

Azonban nem csak a tulajdoni rész lehet meghatirozé a tekintetben, hogy kinek milyen beleszolasa van a park
tgyeibe. A tulajdoni ardnytdl figgetlentl Tajvanban a kézponti kormanyzat konkrét utmutatast ad a TIP-ek szamara, ezzel
szavatolja, hogy a parkokban az innovacios tevékenységek a nemzeti fejlesztési célokkal 6sszhangban maradjanak (Hu et al.,
2005). A maldj ,,Multimédias Szuper Folyos¢” (Multimedia Super Corridor, MSC) ugyancsak kormanyzati finanszirozasu
intézmény (Ramasamy, 2004). Az MSC-ben a kormanyzat optimalis szabalyozasi kornyezetet teremt a vallalkozasok szamara
azzal, hogy eredménytermékeket vasarol, és tamogatja a kutatast és a fejlesztést. Bz a dotaciés modell a TIP-ek el6futaranak
tartott Szilicium-volgybdl ismert. Hasonloképp tamogatta az amerikai szovetségi kormanyzat is a Szilicium-vélgyet, beleértve
az adokedvezményeket, a dolgozdi mobilitast timogaté intézkedéseket, valamint a korai fazisu fejlesztések finanszirozasat.
Ausztralidban a Nyugat-Ausztral Technolégiai Parkot az allam kezdeményezte az egyetem helyett, igy demonstralva a
régié dominanciajat olyan iparagakban, mint a banyaszat és a mezégazdasag (Phillimore, 1999). Az allam szerepvallalasat
az a felel6sségérzet hajtotta, hogy az 6 feladata az innovacié tamogatdsa a nevezett szektorokban. A park élére olyan
menedzsmentet valasztottak, amely tapasztalt volt ingatlankezelésben, és f6 céljanak tekintette, hogy a parkba bérlGket
vonzzon be. Az ilyen parkokat ,,céghotel”-ként is nevezték a késébbiekben (Anton-Tejon et al., 2024) azt kritizalva, hogy a
park nem a Triple Helix szellemisége mentén mikédik és t6lt be hid szerepet, hanem csupan ingatlanokat kezel.

Sofouli és Vonortas, g6rog kutatok (2007) a TIP-siker titkai kozott emlitik a szervezeti és menedzsmentkvalitasokat.
Allitasuk szerint a hatékony parkvezetSk rendkivil szerteagazé tudassal és képességekkel rendelkeznek, csak gy képesek egy
technolégiai park komplexitasat kezelni.

A TIP-vezetés Gsszetételét és mikodését a tulajdonosi struktira, a regiondlis kontextus és a kormanyzat, valamint
az akadémiai intézetek szerepe is befolyasoljak. Mindazonaltal, barmilyen is a modell, a felekkel val6 j6 egylittmikodés, a
koz6sségépités, az innovacié motorja a hatékony menedzsmentgarda.

Miutan a kutatas attekintette a tulajdonosi strukturat és a vezetdi csapattél elvart kompetenciakat és tevékenységeket,
a kovetkez6kben bemutatja, hogy a parkok hogyan tesznek szert bevételre. Ez a téma elvétve jelent meg a kutatiasokban,
igy a lenti Gsszegzés ennek a csekély informacionak az attekintése. Mig a parkoknak a partnereikre gyakorolt hatdsait tobb
szempontbdl is elemezték, a parkok mikédtetéséhez szitkséges bevételi forrasok minimalis figyelmet kaptak. A tanulmanyok
a TIP-ek harom tipust bevételi forrasat emlitik. Az elsé kategéria a legdirektebb forma, ami elsésorban kormanyzati
tamogatast foglal magaba. A tamogatds szarmazhat az egyetemtdl is, illetve lehet banki kdleson komplex egytittmikodés
keretében, amikor a kézszolgaltatasok biztositasaba az intézmények bevonjak a maganszektort. A hozzajarulas érkezhet a
helyi hat6sagoktol vagy a kormanyzati fejlesztési tigynokségektdl is. Ez a tipusu pénziigyi tamogatas kritikus a park korai
fejlesztési szakaszaban.

A miasodik kategoria a lokalis és globdlis adokedvezmények, allami tdmogatasok vagy mas pénziigyi juttatasok,
amelyek fellenditik a park kiils6 befektetéseit. A forrasok ily médon serkentik az innovaciot és a startupok, parki vallalatok
fejlodését. A harmadik bevételi kategoria a park partnereitSl vagy bérl6it6l szarmazik. A TIP-ek bevételre tesznek szert
azaltal, hogy térités ellenében nydjtanak bizonyos infrastruktirdhoz valé hozzaférést és szolgaltatasokat. Ide tartozik a
laboratériumi eszkzok, helyek, irodahelyek bérbe adasa, IT szolgaltatasok, amelyekre a partnereknek szikségik van
mindennapi mtkodéstikhéz (Ratinho & Henriques, 2010). Ezen tal a TIP-ek szamos egyéb szolgaltatast kindlnak, igy
technolégiatranszfer-tevékenységeket, K+F tamogatast, technolégiai kollaboraciok propagalasat és szakmai tréningeket.
Ezeket a szolgaltatasokat a cégek tobb, mint 50 szazaléka veszi igénybe a parkokban (Colombo & Delmastro, 2002). Habar a
téritéses szolgaltatasok listdja kimerits, az ezekbdl szarmazo bevétel a TIP-ek teljes vagyonmérlegéhez csak kis részben jarul
hozza. A parkok jovedelmének jelentds része tovabbra is allami tamogatasbol, kiilfoldi befektetésbol és a bérl6knek nydjtott
infrastruktira bevételébdl szarmazik.

5. Eredmények

Az elmult 30 év nemzetkdzi akadémiai irodalmanak félig szisztematikus attekintése azt mutatja, hogy a tudomanyos
és innovacios parkok és a belsé fenntarthatésag, a sikeres menedzsmenttényezSk témdja jol beagyazott a tudomanyos
publikiciékban. A parkok mar nem csak ingatlanberuhazasok, hanem a regionalis innovaciés klaszterek megkeriilhetetlen
fizikai terei lettek. Kozvetité kbzegek, amelyek tamogatjak az innovaciot és a gazdasagi fellendiilést. A parkok a régiofejlesztés,
ezaltal pedig a gazdasagfejlesztés eszkdzei is. Kézvetett médon hozzajarulhatnak nemcsak a 1égid, hanem az orszag gazdasagi
és tarsadalmi fenntarthatosagi céljainak eléréséhez is. A Technovation nevi tudomanyos folydirat foglalkozott a legtbbet
ezzel a témaval, f6ldrajzi szempontbdl valtozatos esettanulmanyokat bemutatva, tobbségében empirikus modszertannal. A
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publikaciékat nemzetkdzi szerzSk jegyzik az Egyesilt Allamokbol, Nagy- Britanniabdl és Kinabol.

Az érintettek kore a Triple Helix Modellt alkalmazva allami, kutat6i és céges képvisel6kbdl all 6ssze. A parkjelenség
hatasa az attekintett kutatdsokban vitatottnak bizonyult. Semleges vagy pozitiv hatast tulajdonitottak a parkoknak, fliggéen
az adott orszag és régi6 kontextusatol, valamint az érintettek részvételének intenzitasatol.

Erdekes megallapitas, hogy a formalis kapcsolati halé felépitése legalabb olyan fontos, mint az informalis kapcsolatok
kialakitasa és alkalmazasa. A sikeres menedzsment igy nem csak a stratégiai tizleti kapcsolatokon mulik, hanem a park
kozosségének, az ottani érintetteknek a tdmogatasan is. Menedzsmentmodellek tekintetében valtozatos képet mutattak
a vizsgalt kutatdsok, a vezetés Osszetétele ugyancsak fliggott a helyi érintettek aktivitasatol. A park vezetésére az esetek
tobbségében 6nall6 céget hoztak 1étre, ezaltal biztositva a dontéshozatal autonémiajat. A nagy cégekhez, allami és oktatasi
intézményekhez képest ez rugalmasabb mikédést és gyorsabb folyamatokatis lehet6vé tesz. Ily médon a TIP versenyképesebb
lehet a piacon, nagyobb eséllyel képes a kutatas-fejlesztés soran megteremtett tudast kereskedelmi értékké konvertalni. A
parki menedzsment esetén fontos a komplex és széleskord tudas és dontésképesség megléte a sikeres tizemeltetéshez.

A park bevételi forrasait harom kategoériaba sorolhatjuk: kdzvetett vagy kézvetlen allami timogatas, a parkban levé
infrastruktura és a park altal, térités ellenében kinalt szolgaltatasok. A TIP-ek olyan tevékenységeket végeznek, amelyek
tamogatjak fenntarthaté mikodéstiket. Megvalogatjak a parkba beengedett partnereket, projektalapon technoldgiai és irodai
infrastrukturat biztositanak, és tovabbi szakmai, illetve kényelmi szolgaltatasokat kinalnak. Szamos, a park tekintetében belsé
tényezé meghatarozonak bizonyult a park fenntarthatésaga szempontjabol. llyen az ipari partnerek ndvekedési potencialja,
az egyetem ambicidja és megfeleld mikoédési struktardja ahhoz, hogy tudomanyos kutatds altal értéket teremtsen. Nem
elhanyagolhat6 az sem, hogy a parkban levé vallalatok egytittmikddése és kommunikacidja mennyire intenziv. Minél aktivabb
kozottik mind a formalis, mind az informalis kapcsolat, annal inkabb né a parkban az innovaciés potencial. Ugyanakkor a
kilsS tényezSk is lényeges szerepet toltenek be a park fenntarthatésagaban, kiiléndsen a regionalis tarsadalmi, politikai és
gazdasagi kérnyezet, valamint a helyi dnkormanyzat aktivitasi szintje.

Habar minden TIP egy Szilicium-vélgy 2-t kivant 1étrehozni, t6bb kutatas utalt ra, hogy az a siker nem kénnyen
masolhat6, készonhet6en az amerikai vallalkozoi moralnak. Az innovacié motorja nem lehet csupan a megfelel$ szabalyozasi
kornyezet és a résztvevlk aktiv egyiittmikodése, hanem szitkség van vallalkozoi kulturara és magara a vallalkozora, aki
hajthatatlanul halad elSre és nyitottan szemléli a vildgot. Akinek magas a rizikétdrési képessége és a hajlandésaga arra, hogy
partnerségbe Iépjen kutatasi intézetekkel vagy tovabbi vallalatokkal, az tud a legtobb esetben kiugré sikert elérni. A Szilicium-
volgyben az allami szerepvallalas korlatozott volt, viszont az eurdpai és azsiai TIP-ekben inkabb ez jellemzé. Mindazonaltal,
habar az allami beavatkozas gyakran szitkséges a TIP-ek mtkddéséhez és sikeréhez, annak hidnya nem feltétlen jelenti a park
hanyatlasat.

A parkban és a parkon kivili cégek teljesitménye kézott bizonyos kutatasok nem talaltak szamottevé kilénbséget,
ahogy a parkkal rendelkez6, illetve park nélkili régiok fejlédése kézott sem. Abban a régidban, ahol volt TIP, az bizonyosan
kihatassal volt a kbrnyezetére és meghatarozo volt annak fejlédésére. Emiatt vontak le egyes kutatok azt a kévetkeztetést,
hogy a TIP-ek hatdsa semleges, mig masok egyértelmlien pozitivnak vélték a parkokat. A tudomanyos és innovacids
park sikere rendkiviil kontextusfiiggd. Legalabb annyira mdlik a finanszirozasi és menedzsment modellen, a timogatasi
politikan, a gazdasagi és tarsadalmi kérnyezeten, mint amilyen mértékben befolyasolja a vallalkozéi kultura vagy éppen
annak hianya. Magyarorszagra reflektalva az alabbi ajanlasokat fogalmazza meg a tanulmany. Lényeges a TIP-et korilvevo
régi6 sajatossagainak megismerése és figyelembevétele a park mkodési stratégiajanak kialakitasakor. A Porter-féle nemzeti
versenyképességi agenda és a regionalis jellemz8k hatarozzak meg azokat az iparagakat, amelyekre a parkot fokuszalni
érdemes. Az érintettek kore az allami szféra, a kutatdi — egyetemi szereplék és a cégek, kilénb6z6 mértékben. A park
menedzsmentjének felel6ssége, hogy az érintettek kilénb6z6 csoportjait talalkoztassa, a kozottik levs egylttmikodést
lehet6vé tegye. Fontos, hogy a park ne valjon csupan ingatlankezelési intézménnyé, hanem aktiv mediator szerepet t6ltson
be az el6bb emlitett érintettek kozott. Minél intenzivebbé valik ez a kollaboracié, annal nagyobb eséllyel hoznak Iétre 4j
tudast, adott esetben egy védjegy vagy szabadalom forméjaban. Ebben kulcsszerepe van a park vezet testiiletének, ezért
azt killon6s kortltekintéssel érdemes kivalasztani. Multidiszciplinaris tudés és széles korQ tapasztalat, j6 kapcsolatteremtési
képesség sziikséges, és ezeket folyamatosan fejleszteni is kell.

Szabalyozéi szempontbdl 1ényeges szempont, hogy megfelel6 kdrnyezetet biztositsanak mind a park partnerei,
mind a park szamara adokedvezmények vagy mas, az innovaciot és a rizikotlrési képességet néveld, valamint az egyetemi
és ipari egytittmikodést el6segitd intézkedések altal. Ez vonatkozik a lokalis és az allami szabalyozasra egyarant.

5.1 Korlatok és jovébeni kutatdsi iranyok

Jelen kutatas korlatja, hogy csak a legtobbet idézett cikkeket tekintette at, igy az igazan aktudlis, friss tanulmanyokat
nem vizsgalta. A magas idézetszammal rendelkezé kutatisok tovabba nem vonatkoznak magyar tertiletekre és hazai TIP-
ckre, ezaltal a helyi adottsagokat, korldtokat és lehetéségeket nem volt alkalmunk részleteiben attekinteni és bemutatni.

A jov6beni kutatasok tovabb vizsgalhatnak a tudomanyos és innovaciés parkoknak a hosszd tava mikédés tamogatasa
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érdekében végzett tevékenységeit, kiillonos tekintettel a parkon beliili és a kiils6 érintettekkel valé interakcioikra. Ez a szempont
figyelemre méltonak bizonyult az attekintett tanulmanyok alapjan. A kutatok bévithetik a vizsgalatot azaltal, hogy azonositjak
azokat a konkrét tevékenységeket és kezdeményezéseket, amelyeket a TIP-eck nemcsak gazdasagi és tarsadalmi, hanem
kornyezeti szempontbél fenntarthatobb mikédésiik érdekében végeznek. Ezek a tevékenységek magukban foglalhatjak a z6ld
technologidk bevezetését, a fenntarthaté tizleti gyakorlatok népszerGsitését a bérl6k korében, a kérnyezetbarat infrastruktira
elémozditasat vagy a regionalis gazdasagi fejlédés timogatasat felelés innovacié révén. Friss kutatdasok igazoljak, hogy a
klimavalsag a z6ld innovacié motorja, digitalis transzformaciora és z6ld technolégidk alkalmazasara motivalja a vallalatokat
(Xiaohang et al., 2024). Tovabbi esettanulmanyok fényt derithetnek arra, hogyan tamogatjak ezek a tevékenységek az Eurépai
Uni6 és globalis intézmények fenntarthatdsagi céljait. Tovabbi érdekes kutatdsi irany annak vizsgalata, hogy a szabalyozasok
miként hatnak vissza a TIP-ek mtikddésére, és hogyan befolyasoljak hosszu tavu életképességtiket.

A TIP-eken beliili fenntarthatosagi tevékenységek tervezését és megvaldsitasat befolyasold belsé és kiilsé tényez6k
atfogd vizsgalata egy masik teriilet lehet a jovObeli kutatdsok szamara. A belsé tényez6k kézé tartozik a park vezetdi
struktirdja, a menedzsment elkotelezettségének szintje és a rendelkezésre allo eréforrasok. A kutatok feltarhatjak, hogy a
TIP-cken belili iranyitasi modellek hogyan jarulnak hozza a fenntarthatésagi stratégidk kidolgozasahoz és végrehajtasahoz.
Osszehasonlité tanulmanyok vizsgalhatjék a regionalis politikék, gazdasigi keretek és kiilsé partnerségek valtozatos hatasait
a kiilénb6z6 parkokban, ezzel beazonositva a kulestényezSket, amelyek elGsegitik vagy éppen akadalyozzak a fenntarthatosag
érdekében végzett tevékenységeket.

Annak vizsgalata, hogy a fenntarthatosagra valé térekvés hogyan befolyasolja a parkok napi mikodését és stratégiai
iranyat, feltarhatja a parkmenedzsment elStt all6 kihivasokat és lehetGségeket egyarant. Elengedhetetlen annak tanulmanyozasa,
hogy ezek az er6feszitések mérhets elényokhoz vezetnek-e az innovacio, a partneri elégedettség, a regionalis fejlédés vagy a
pénziigyi fenntarthat6sag tekintetében. Ha a kutatok azonositjak ezen tevékenységek sikertényezoit és esetleges hidnyossagait,
akkor ajanlasokat fogalmazhatnak meg a parkmenedzsment szamara

Ezenkiviil a j6vébeli tanulmanyok konkrét irinymutatast adhatnak a TIP-ek fejlesztésében és menedzsmentjében részt
vevl érintettek szamara. A sikeres parkok bevalt gyakorlatait és tanulsagait megvizsgalva a kutatok stratégiakat fogalmazhatnak
meg, amelyek segitenek a parkok szamara egyensulyt teremteni az innovacio, valamint a kérnyezeti, tarsadalmi és gazdasagi
felel6sség kozott. Az ilyen kutatasokbdl nyert ismeretek tajékoztathatjak a dontéshozokat a TIP-ek fenntarthatdsaganak
leghatékonyabb mddjairdl, biztositva, hogy ezek a parkok ellenalléak maradjanak, és pozitivan jaruljanak hozza a regionalis
és nemzeti gazdasagi és tarsadalmi fenntarthatdsaghoz.

Ké6szonetnyilvanitas
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Abstract

Purpose — This study examines the correlation between individual competencies and project performance in the context
of international automotive body development. Increasing cross-border outsourcing among suppliers has intensified the demand for
project planning methodologies that consider variations in individual skills and behavioral characteristics. The precise assessment of
development timescales is affected by both technical proficiency and interpersonal abilities, including communication, collaboration,
and decision-making;

Methodology — A systematic literature review was conducted to analyze peer-reviewed research published between 1999 and
2025. The review process included structured database searches, thematic screening, and quality assessment. Studies were selected using
predefined inclusion and exclusion criteria and organized into thematic categories.

Findings — A total of 33 relevant studies were identified and classified into four thematic clusters: project management,
competency development and learning, recruitment and internships, and automotive-specific skills. The review reveals a growing interest
in competency-based approaches but also identifies a consistent gap in linking individual competencies to measurable performance in
automotive body development projects. The findings emphasize the importance of integrating behavioral attributes such as teamwork,
leadership, and adaptability with technical knowledge in order to improve project outcomes.

Originality — Although the broader project management literature increasingly addresses the role of competencies, few studies
focus specifically on the automotive body development context. This paper proposes a holistic, competency-based planning framework
that incorporates both behavioral and technical dimensions of performance. Such an approach may enhance time estimation, resource
allocation, and stakeholder coordination in complex, internationally distributed development settings.

Keywords: project planning, job performance, individual competencies, automotive industry, cross-border projects

Paper type: Review Article

1. Introduction

In the aftermath of the worldwide economic crisis of 2007, various scholarly investigations have been conducted on
the outsourcing procedures of European automotive enterprises. Hoffmann, Wallau, and Kayser (2009) and Kremic, Tukel,
and Rom (2006) have identified numerous potential issues associated with outsourcing. They include the loss of knowledge,
unrealized cost savings that may lead to increased expenses, employee morale concerns, supplier dependence, missed future
business opportunities, and customer dissatisfaction. Moreover, recent changes in international industrial policy, particularly
those influenced by China’s strategic initiatives, have directly impacted investment flows and technological integration in the
European automotive sector, especially in Central Eastern Europe (Lukacs & Vélgyi, 2021). These issues are being spread
indirectly through secondary or tertiary channels, not with the resumption of operations. The statement suggests that local
(or European) companies supply goods and services to producers while labor is performed abroad. Therefore, it can be
observed that primary suppliers possess a singular crossover function among firms. Due to supplier cost pressures, projects
backed by Western salaries cannot be profitable. Thus, more supplier cross-border projects have evolved. In particular
outsourcing work to Eastern Europe or abroad has been undertaken as long as customer trust and proximity maintained.
This shift aligns with broader global trade trends, where regulatory and economic agreements increasingly shape regional
outsourcing strategies and supplier roles (Lukacs & Vélgyi, 2018). Within the engineering discipline, technical expertise has
traditionally been regarded as a cornerstone of professional knowledge. This is particularly evident in the context of vehicle
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body development. However, this narrow emphasis on domain-specific knowledge risks marginalizing equally critical factors
such as behavioral attributes, interpersonal capabilities, and soft skills. While technical proficiency remains essential, it alone
is no longer sufficient. Competencies, such as effective communication, teamwork, adaptability, and creative problem-solving
are increasingly recognized as vital for sustained professional success (Hodosi et al., 2023). Personal traits including resilience,
flexibility, and innovation also contribute significantly to project performance in complex engineering environments. As a
result, body development projects face considerable uncertainty in the planning. Project managers must organize complex
interfaces while also motivating and integrating contributors with significantly varying abilities and work styles.

Preliminary observations from industrial practice suggest that a core source of planning difficulty lies in estimating the
time and effort required during development phases (Stile, 2013). These estimates are strongly shaped by each contributor’s
skills, personal attributes, motivation, and decision effectiveness. This acknowledgment highlights the necessity for a
reformed strategy in project planning and management. Such a strategy should enhance professional and technical expertise
with insights from related fields and behavior-driven evaluation. Nearly a decade of experience indicates that assessing
performance solely through professional background is insufficient; a multidisciplinary, competency-based examination is
necessary.

During the research, the authors’ aim was to answer the following questions:

RQ1: What are the most significant individual competencies in the field of vehicle body development? RQ2: What
are the potential strategies that an evaluation system could utilize to comprehensively assess all aspects of an employee’s
performance in a specific project?

This comprehensive literature review addresses a number of interconnected gaps that currently limit evidence-based
planning in automotive body development. Existing literature typically focuses on the automotive sector broadly or on generic
project management practices. This work emphasizes body development as a unique engineering subdomain, distinguished by
intricate interfaces, gateway maturity, and supplier coordination. In this context, competency requirements and failure modes
significantly diverge from those observed in more general engineering environments. Conceptual diversity further impedes
synthesis. Studies often mix individual, team, and organizational dimensions under the term “competency,” and they utilize
disparate labels that restrict both comparability and practical application. Moreover, despite its robust predictive validity,
the Behavioral Event Interview (BEI) has only been occasionally adapted for engineering-centric environments only. As a
result, empirical evidence remains limited regarding its relevance, limitations, and required modifications. Finally, findings
are often presented without adequate attention to contextual moderators, such as development phase, organizational setting,
or geographic— cultural environment, despite the significance of these elements in cross-border staffing and distributed
engineering work.

This systematic evaluation mitigates these constraints by focusing on body development and implementing a
consistent individual-level taxonomy that integrates both behavioral and technical competencies. It combines bibliometric
mapping with qualitative synthesis to delineate thematic clusters and to characterize the evidentiary environment, indicating
that explicit links between individual competencies and project performance are rare, fragmentary, or absent. Alongside this,
the review offers a critical appraisal of method usage with a focus on BEI, considering its appropriateness for engineering
contexts and specifying workable adaptations (e.g., standardized interviewing protocols, coder calibration, digital transcription
and coding). This emphasis is justified as BEI derives evidence from actual, role-critical incidents rather than self-reports. It
has consistently demonstrated the ability to differentiate between exceptional and average performance by focusing on the
intensity, scope of impact, and complexity of observed behavior (Spencer & Spencer, 1993).

This review aims to establish the theoretical foundation for the authors” doctoral research. It integrates relevant
concepts and outlines an individual-level, hybrid framework encompassing behavioral characteristics and technical expertise.
Building on these insights, the research formulates a BEI-based competency model specifically designed for automotive
body development and later assesses its efficacy in independent project environments.

2. Literature review

2.1. Competency definitions

Competency-based management is often presented as a strategic tool for improving organizational performance
and competitive advantage by aligning human behavior with business goals. However, defining “competency” remains
a point of contention across disciplines. Draganidis and Mentzas (2006) categorize competencies into three types:

a) Observable behaviors,
b) performance standards,
¢) undertlying personal attributes.

These viewpoints suggest that competency involves both measurable output and internal characteristics that contribute to
performance.
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Spencer and Spencer (1993) define competency as: “An underlying characteristic of an individual thatis causally related
to criterion-referenced effective and/or superior performance in a job or situation.” This emphasizes that competencies are
predictive, stable, and integral to job success. Table 1 summarizes additional definitions by scholars such as McClelland
(1973), Boyatzis (1982), and Marrelli (1998), who have variously highlighted knowledge, skills, attitudes, and personal values.

Table 1: Definitions of the competency concept.

Source Definition Key Focus

McClelland (1973)

Boyatzis (1982)

UK National Vocational
Council for Vocational

Qualification (1997)
Marrelli (1998)

Dubois (1998)

Treasury Board of Canada
Secretariat (1999)

Selby et al. (2000)

Intagliata et al. (2000)

Jackson and Schuler (2003)

Competency refers to a complex construct that includes a range of
individual characteristics, including motives, traits, self-concepts,
attitudes or values, content knowledge, and cognitive behavior skills.
These characteristics can be reliably measured or quantified and have
been shown to distinguish superior from average performers.

Competencies are fundamental attributes of an individual that exhibit
a causal relationship with effective job performance, wherein a change
in one variable leads to a change in another.

Competency is defined as the set of performance standards that enable
individuals to effectively carry out their work roles or job functions to
the level of proficiency required in their respective employment settings.

Competencies refer to quantifiable human abilities that are necessary for
meeting the demands of efficient job performance.

Competencies refer to a set of attributes, including knowledge, skills,
mindsets, and thought patterns, that enable individuals to achieve
successful performance when utilized either independently or in
combination.

Competencies refer to the collection of knowledge, skills, abilities, and
behaviors that an employee utilizes in the execution of their work. These

competencies serve as crucial employee-related mechanisms for attaining
outcomes that align with the organization’s business strategies.

Competency can be defined as a manifestation of ability through
observable behavior.

At its core, competencies offer organizations a means to articulate the
behavioral requirements for their leaders to achieve desired outcomes
while also fostering and reinforcing the organization’s culture. Leaders
at all levels ought to be provided with a guiding principle, commonly
referred to as the ,North Star’, to effectively steer their actions towards
achieving greater synergy and generating more substantial and uniform
outcomes.

The term ,,competencies” refers to a set of skills, knowledge, abilities,
and other attributes that are necessary for an individual to effectively
carry out a particulat job.

Motives, traits, values,
cognitive skills

Individual attributes, causal
link to performance

Performance standards,
job functions

Abilities, measurable
skills

Knowledge, skills, mindsets

Knowledge, skills,
behaviors, organizational
alignment

Observable behavior

Leadership behaviors,
organizational culture

Skills, knowledge, abilities

Despite their conceptual richness, these definitions vary in emphasis, challenging the creation of cohesive frameworks,
particularly in highly technical fields. This definitional variability poses a fundamental issue for building competency-based
models in engineering project performance.
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2.2. Competencies and work performance

A significant body of literature links competencies to job and project performance. Savkovi¢ et al. (2022) contrasted
the emphasis on communication, cooperation, and leadership in agile project management with the technical focus of
traditional approaches. Gruden and Stare (2018) and Majeed et al. (2022) suggested that leadership and communication
significantly impact project outcomes. Stubbs KKoman and Wolff (2008) and Miiller and Turner (2010) underscored the role
of emotional intelligence in enhancing team efficacy. Multiple studies employ surveys and questionnaires to assess the
competencies of project managers and their influence on business innovation and entrepreneurship (Martin-Rojas et al.,
2013; Akinshipe et al., 2022; Moradi et al., 2020). Chung and Wu (2011) identified strategic thinking and communication
as essential for HR leaders. Ekrot et al. (2016) showed that perceived organizational support and skill development
improve project performance, client satisfaction, and profitability. Starkweather and Stevenson (2011) suggested that
while certifications, such as PMP, hold value, they are insufficient without additional soft skills.

Mixed-methods research was utilized in the studies conducted by Dobrowolski et al. (2021), Loufrani- Fedida and
Missonier (2015), Ortiz-Marcos et al. (2013), and Hopkins and Bilimoria (2008). Korzynski et al. (2021) found that leaders that
are politically knowledgeable and flexible are better able to overcome a wide range of obstacles. Each of these investigations
incorporated interviews with managers in their data collection. In these research articles, the value of competencies in a
variety of business domains was investigated through the use of a mix of interviews, questionnaires, and literature reviews.
However, these studies often lack detailed methodology, limiting their replicability.

Collectively, these findings underscore the multi-dimensional nature of competencies. Yet, competency models vary
across industries, and few explicitly integrate both technical and behavioral skills in relation to performance metrics.

2.3. Competency development

Many studies show that although instruments for competency development exist, their application is inconsistent.
Competency growth often depends on organizational context, and there remains a gap in scalable, validated frameworks
for ongoing development, particularly in engineering domains. Boyatzis (2013) introduced the Emotional and Social
Competence Inventory (ESCI), a tool for assessing self- awareness and relationship management. Suhairom etal. (2014) used
a mixed-methods approach to develop an I'T competency model, incorporating expert interviews and surveys. Mazurchenko
and Zelenka (2022) highlighted the absence of structured digital competency development in construction and automotive
sectofs.

Tisch et al. (2013) and Riesener et al. (2021) demonstrated the ability of competency models to enhance learning
environments and resource allocation in applied contexts such as learning factories and multi- project settings. Ribeiro et al.
(2021) emphasized the importance of technical, managerial, and behavioral competencies for project managers to meet the
demands of Industry 4.0.

According to Herczeg and Pintér (2025), sustainability frameworks and their corresponding indicators not only offer
a historical lens for understanding developmental goals but also function as operational tools for synchronizing strategic
and competency-based performance management systems. Németh et al. (2023) emphasized this perspective by identifying
institutional obstacles—such as disjointed methods and inadequate stakeholder engagement—that frequently impede such
alignment in both educational and industrial settings. In addition, the success of such frameworks often depends on the
motivations and behavioral intentions of individual participants, as demonstrated by Vinkoczi et al. (2024), whose research
highlights the role of internalized values in shaping sustainability engagement, including zero-waste practices that can affect
wider organizational behavior.

2.4. Competencies in the automotive sector

The studies conducted by Huhtala (2023), Budiman et al. (2020), Johannsen (2022), and Saputra et al. (2020) emphasized
the significance of possessing professional knowledge and job competencies within the engineering industry. The qualitative
review conducted by Huhtala (2023) shed light on the crucial significance of both practical and theoretical education in
the acquisition of essential competencies in aviation and automotive engineering. The study conducted by Budiman et al.
(2020) employed the Delphi method to delineate the graduate learning competencies of automotive engineering education.
The researchers identified five crucial competencies, which encompassed technical skills and knowledge of automotive
engineering. Johannsen’s (2022) model, known as the ,,Wheel of Competencies,” was designed to ascertain the competencies
required by the industry for research and innovation. The study revealed that technical competencies were of paramount
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importance. The research conducted by Saputra and colleagues (2020) focused on the perceptions of automotive industry
managers. The investigation highlighted the significance of technical skills, communication, teamwork, and problem-solving
abilities for students undertaking internships.

These findings suggest that the automotive environment values a hybrid profile: deep technical knowledge
augmented by soft skills. Nonetheless, most existing models remain descriptive and lack empirical validation or alignment
with performance indicators.

2.5. BEI method

The utilization of the Behavioral Event Interview (BEI) technique presents vatious benefits in the identification
and evaluation of competencies. According to McClelland (1998) and Boyatzis (1982), BEI approach provides predictive
insights by analyzing past behavior. Spencer and Spencer (1993) affirm its adaptability across professions. The methodology
employed by BEI is based on the critical incident technique (Flanagan, 1954), which prioritizes the identification of particular
behaviors and actions, as opposed to abstract constructs, such as intelligence or personality (Barrett & Depinet, 1991; Hogan,
Hogan, & Roberts, 19906).

However, BEI is resource-intensive and susceptible to interviewer bias (Motowidlo et al., 1992; Boyatzis, 2013). While
it enables personalized feedback (Caldwell & O’Reilly, 1990), it is rarely used due to its complexity. Consequently, only five
articles in this review employed BEI Fernandez (2006) expounded on the methodology and advantages of utilizing it and also
provides guidance on how to conduct BEI interviews proficiently. Dreyfus’s (2008) article emphasized the significance of
identifying competencies through a quantitative approach to determine the most crucial competencies for R&D managers.
The research revealed that effectiveness can be predicted by a combination of technical and non-technical competencies,
with the management of interpersonal relationships being the most crucial competency. Dillon and Taylor (2015) employed
grounded theory methodology to ascertain the behavioral competencies that are essential for information technology project
managers. Their findings revealed that effective project management in I'T necessitates competencies such as communication,
problem-solving, and leadership. Takey and Carvalho (2015) conducted a study with the objective of creating a competency
mapping model for project management in an engineering firm. The study emphasized the significance of customizing the
competency mapping process to suit the distinct context and requirements of the organization. Macpherson and colleagues
(2022) employed a mixed-methods research design to ascertain the nascent job classifications and corresponding proficiencies
within the automotive sector in South Africa amidst Industry 4.0. The study underscores the necessity of reskilling and
upskilling to equip the workforce for the emergent job categories.

Although limited in adoption, BEI holds promise for building validated, context-specific competency models,
particularly in engineering and project management.

3. Methodology

This systematic literature review (SLR) was conducted following the guidelines of Kitchenham and Stuart (2007),
which outline a structured, transparent, and replicable method for synthesizing existing research. The methodology
consisted of planning, conducting, and reporting the review, with specific steps including the formulation of a research
question, selection of appropriate databases, definition of inclusion and exclusion criteria, quality assessment, and evidence
synthesis. Researchers have applied it to explore, among others, organizational sustainability perspectives (Miah et al.,
2024), environmental sustainability (Bartucz et al., 2023) and the employment effects of technological development (Szabod-
Szentgréti et al., 2024), which can be used to inform model-based empirical research (Gelencsér et al., 2024). This approach is
aligned with the broader challenges of methodological consistency in reviewing complex constructions. Mechta et al. (2025)
emphasized that the lack of defined measuring frameworks in non-financial disclosure areas underscores the necessity of
systematic, replicable review processes like those applied in this study.

The research methodology encompasses both automated and manual search techniques. The research process is
summarized in Figure 1 and involved the use of two comprehensive academic databases, ScienceDirect and JSTOR. The
databases were selected for their broad, high-quality coverage of management, engineering, and project-related outlets that
match the interdisciplinary scope of this review. Relative to other major indices (e.g., Scopus, Web of Science), ScienceDirect
and JSTOR provided more consistent full-text accessibility across the target period (1999-2025) and ensured representation
of both technical and managerial perspectives pertinent to automotive body development.

The search used the TITLE-ABS-KEY field, which retrieves documents containing the specified keywords in
the title, abstract, or keyword sections. This ensured that any publication referring to the search term in these fields was
included in the results. The applied search string was TITLE-ABS-KEY (,,competency” AND ,,project performance” AND
wautomotive industry”). An initial keyword “behavioral event interview” was tested but excluded from the final automated
search due to its overly restrictive results. Subject areas irrelevant to the topic, such as medicine, agriculture, and veterinary
sciences, were excluded.
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Figure 1: Results of the search and selection process

The study employed the forward and backward search approach as described by Webster and Watson (2002) to
trace the gathered references of primary studies through supplementary reference scanning, commonly known as the
»snowballing” method (Venesz et al., 2022). This methodology ensured comprehensive and methodical exploration, despite
the initial search failing to yield pertinent literature. Utilizing a backward search methodology, a manual scan of all references
cited within the present paper was performed in order to identify relevant studies that were not captured through the use of
automated search techniques. In addition, the snowballing method enabled us to gather sources from databases that would
have otherwise remained outside the scope of the automated search process.

As shown in Figure 1, the initial keyword-based search yielded 652 documents. After removing 11 duplicates using
Mendeley, exclusion criteria, such as publication type, language, accessibility, and topic relevance, were applied, reducing
the pool to 269. Further screening for thematic relevance narrowed the set to 121 studies. Following Kitchenham’s (2004)
guidelines, the authors documented exclusions and conducted a full-text review, identifying 24 relevant publications. An
additional 45 papers were identified through manual and snowball searches on ResearchGate. After applying the same
inclusion criteria and content analysis, 9 of these studies were retained in the final dataset. A total of 33 studies were selected
for final analysis.

Each article included was evaluated using a six-item Quality Assessment (QA) checklist adapted from Venesz et al.
(2022). To increase the researcher’s trust in the general standard of the chosen articles, the quality evaluation questions were
assessed for each primary study.
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Table 2 displays the six quality assurance criteria that were developed.

Code Question

QA1 Does the research deal with the impact of competencies to work
performance?

QA2 Does the research examine the automotive industry?

QA3 Does the research include the BEI method?

QA4 Is the research methodology and data collection methods, including the use of valid and reliable
instruments, standardized procedures, and blinding of assessors accurater?

QA5 Are measures taken to minimize bias, including randomization, blinding, and control of confounding
variables?

QA6 To what extent can the findings of the paper be generalized to other populations or settings, and can

this generalizability be evaluated?

Table 2: Quality assessment criteria.

Each criterion was scored as 1 (yes), 0.5 (partially), or 0 (no). Scores ranged from 0 to 6. Articles scoring

=5 were considered high-quality, scores between 4—4.5 were medium-quality, and =3.5 were considered low-quality.
In total, 9 high-quality, 24 medium-quality, and 36 low-quality studies were identified. Only medium- and high-quality papers
were retained for further analysis. Scores for each article are reported in Appendix A.

The search results were exported in CSV format. This file included detailed information such as author names,
article titles, keywords, journal names, publication years, countries, document types, subject categories, citation counts,
affiliations, and author-provided keywords. The dataset was then imported into VOSviewer to map keyword co-occurrence
and thematic structure across the selected literature. VOSviewer offers three visualization options: network visualization,
overlay visualization, and density visualization. The layout and clustering parameters were adjusted to suit the dataset and
improve clarity of interpretation. In general, larger nodes with more connecting lines indicate greater relevance or stronger
connections. Additionally, some statistical graphs were generated using Microsoft Excel.

4. Generalization of the main statements

A total of 33 articles were selected as primary sources for this systematic review. These included 24 journal articles
and 9 conference proceedings. Relevant data from each study were extracted and recorded in a standardized extraction
form (Appendix B), which contained the following fields: study 1D, reference, key findings, research method, publication
type, journal name, source database, journal ranking, and publication year (Table 3).

Table 3: Data extraction information

Data name Description
1D Unique identifier of the study
Reference The title and name of the authors of the study

Short Content

The key findings and description of the methods used in the study

Method Name of the methods used in the study

Type of Paper The type of the paper (journal article, conference proceeding, etc.)
Journal/Conference Name of the journal or conference proceeding the study was
Proceeding Name published in

Data Provider

Name of the source the study was retrieved from

Ranking of the The quartile ranking of the journal, if given
Journal
Year Year of publication (between 1999 and 2025)
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The reviewed articles were retrieved from multiple sources, including ScienceDirect, Scopus, Emerald, Wiley, IOP,
WoS, AOSIS, ARCOM, DOA]J, and MDPI. Figure 2 shows the distribution of articles by source.
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Figure 2: Numbers of articles from several providers

The methodological approaches observed in the reviewed studies were diverse, including surveys, literature reviews,
case studies, and mixed methods. Notably, only five articles applied the Behavioral Event Interview (BEI) technique. Using
VOSviewer, a bibliometric analysis was conducted to generate a co-occurrence keyword network (Figure 3), which revealed
thematic convergence in areas, such as project management, competencies, and training, with relatively limited coverage
of the automotive sector.
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Figure 3: Network of the keywords of the primary studies

In the VOSviewer network, node size reflects the frequency of a keyword’s occurrence across the corpus, while
edge thickness reflects the co-occurrence strength between two keywords. The resulting articles exhibit four primary clus-
ters, groups of keywords that tend to co-occur more frequently with each other than with the rest of the network. In the
map, four clusters are observed. The first cluster of the studies explores the topic of project management and the defini-
tion of competency from a broad business management standpoint, with a strong emphasis on emotional intelligence and
related soft skills, denoted by red and blue. The second cluster concentrates on the development of competency and the
subject of learning, denoted by rose. The third cluster covers the responsibilities of internship and recruitment, specifically
in the context of human resources management within the automotive industry, denoted by turquoise. Finally, the fourth
cluster explores the correlation between automotive engineering and skills, as well as Industry 4.0 solutions, which assume
that they are primarily concerned with professional skills (purple and green).
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A brief summary of the four clusters and their representative keywords are provided in Table 4 for reference.

Table 4: Description of the clusters

Node colour

Theme

Representative keywords

Key insights for the review

Red, blue

Rose

Turquoise

Green, purple

Project management &
competency definition

Competency
development & learning

Internship, recruitment
& automotive HR

Automotive engineering
& Industry 4.0

- project management

- competencies
- emotional intelligence
- communication

- leadership teamwork

- competency development
- curriculum

- action-oriented learning
- training

- learning factories

- internship

- recruitment

- role fit

- selection

- entry-level skills

- automotive sector

- automotive engineering
- industry 4.0

- digital skills

- data

- automation

- dominant management-driven discourse
- social skill emphasis

- limited direct automotive application

- shows training modalities

- scarce validation against project outcomes
- informative for designing

- evaluation/ training pipelines

- HR-pipeline emphasis
- sector-specific but methodologically uneven
- practical touchpoints with limited outcome linkage

- most recent emphasis
- automotive-specific evidence still thin prime target
- KPI-anchored validation

The clusters may also be categorized chronologically; this is illustrated in Figure 4.
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Figure 4: Chronological map of the primary studies by keywords

Figure 4 displays the chronological development of topics by keyword analysis. Articles from 2000-2010 primarily
explored basic competency frameworks and project management. In contrast, studies published after 2010 focused more on
competency development. The two remaining clusters, which pertain to the investigation of new industrial solutions and the
automotive sector, represent the most current research in this field. Both visual representations demonstrate an obvious lack
of correlation between basic competency theories and performance within the automotive sector.
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As such, the systematic literature review serves to validate the existence of this research gap. In line with this
interpretation, Table 5 summarizes the four thematic clusters by timeline (2000-2010, 2011-2015, 2016-2020, 2021-2025)
to make their temporal distribution more transparent.

Table 5: Thematic clusters over time (2000-2025).

Timeframe Label Clusters (Emphasis)

2000-2010 Foundational competency frameworks Project management & competency
definition, Competency development &
learning

2011-2015 Performance discourse & PM profiles Project management (links to performance

discourse), Internship & recruitment

2016-2020 Industry 4.0 & digital skills expansion Automotive engineering & Industry 4.0,
Competency development & learning (strong
growth, learning factories)

2021-2025 Hybrid models & behavior-based assessment  Project management & competency definition
(calls for hybrid framing), Competency
development & learning (refinement; micro-
modules/blended learning)

Across the clusters, three major patterns emerged:

* A persistent disconnect between general competency theories and performance outcomes in engineering or
automotive settings;

*  Minimal integration of BEI methodology despite its relevance for identifying practical, job- based competencies;

*  Alack of validated models linking individual competencies with measurable project KPIs. Although many studies
highlight the importance of soft skills, such as communication and leadership, the majority of frameworks continue
to be descriptive and lack sector specificity. Research on the automotive sector is particularly underrepresented,
and body development as a technical subfield is entirely absent.

In summary, the 33 studies reviewed confirm the strategic relevance of competency assessment for improving project
outcomes, talent management, and employee development. However, the current literature does not sufficiently capture the
interaction between individual competencies and performance in engineering environments. This justifies the need for
integrated frameworks that can accommodate both technical and behavioral factors in future research and practice.

5. Discussion

The findings of this review highlight a number of important implications for the theory and practice of competency-
based frameworks in engineering and automotive environments. First, the majority of the literature focuses on generic project
management competencies without establishing strong empirical links to project performance indicators. This suggests that
although competencies, such as leadership, communication, and emotional intelligence, are widely recognized, their role in
performance outcomes remains under-theorized and under-validated, particulatly in technical fields.

The review also confirms the underutilization of structured methods like the Behavioral Event Interview (BEI),
despite their capacity to identify job-relevant competencies. This may be due to resource- intensiveness and the dominance
of quantitative survey-based approaches. However, the few studies that implemented BEI show promise in connecting
behavioral insights to practical project outcomes, indicating that future research should consider combining BEI with
performance metrics to explore causal mechanisms. In our present doctoral research, BEI benefited from domain-literate
interviewing. The lead researcher’s extensive expertise in automotive body engineering facilitated effective technical
communication, clear identification of essential events, and proper clarification of engineering language. Consequently,
narratives were translated into codable competencies with enhanced accuracy, minimizing typical sources of distortion and
decreasing interpretive variability during coding. The research experience suggests that domain familiarity is a necessary
condition for implementing BEI in engineering-centric environments. However, it must also be supplemented by defined
protocols, double-coding, and explicit reporting of inter-rater reliability to harmonize the benefits of insider knowledge with
the demands of transparency and rigor.

Furthermore, the literature shows a persistent gap in the integration of technical and behavioral competencies into a
unified framework. Most reviewed models treat soft and hard skills separately, which reduces their applicability in practical
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engineering contexts, where such competencies often interact dynamically. This fragmentation restricts the efficacy of
competency models for tasks like recruitment, training, and performance assessment.

The automotive sector, while included in several studies, remains largely underrepresented. In particular, there is a
significant lack of research linking competencies to measurable performance in subdomains such as vehicle development.
This indicates a missed opportunity for industry-specific frameworks that align with the technological and collaborative
demands of modern engineering projects.

The results also point to a temporal evolution in competency research. While eatly studies emphasized general
frameworks and managerial roles, more recent work reflects growing interest in industry-specific, digital, and hybrid
competencies relevant to Industry 4.0. However, even these recent contributions tend to prioritize operational optimization
over the human aspect of project performance.

Overall, the findings underscore the need for more comprehensive, empirically validated, and context- specific
competency models. Future research should focus on empirically testing the correlation between competencies and project
performance indicators (KPIs) within engineering domains. Moreover, there is

an increasing necessity to investigate hybrid frameworks that combine both technical and behavioral aspects of
competency. It is very advisable to integrate qualitative techniques, such as Behavioral Event Interviewing (BEIL), with
quantitative methods to attain more profound insights and wider applicability. Finally, developing domain-specific competency
models tailored to underexplored fields, such as automotive body engineering, represents a promising direction for future
investigation.

6. Limitations

The study is not without limitations. As Sparrow (1995) and others have noted, the lack of definitional consensus
in competency-based research can lead to conceptual ambiguity. This may result in confusion when selecting or prioritizing
competencies for specific roles. Additionally, many existing approaches rely heavily on subjective assessments, such as self-
reported surveys or managerial opinion, which may introduce bias and reduce generalizability. This issue extends to behavior-
based methodologies; although Behavioral Event Interviews (BEI) yield more substantial evidence than self-reports, they are
resource- demanding and reliant on the interviewer. In the absence of standardized coding, interpretive drift may arise, while
the varying methodological rigor of competency identification tools further constrains both the comparability of findings
and their practical application.

Another limitation lies in the scope of the literature included. While this review focused on peer-reviewed academic
publications, it excluded grey literature, technical reports, and industry white papers that might offer valuable practical
insights. Also, most studies originate from Europe and North America, limiting geographic diversity. Cultural differences
in perception, execution, and recognition of competencies may influence their prominence across contexts. As a tresult,
findings derived from Western OEM environments may over-represent “Western-coded” competencies while neglecting
patterns common in other regions. This is particulatly relevant for automotive body development, where cross-border
collaboration and decentralized engineering are standard; competencies that forecast interface management or gate readiness
in one cultural context may manifest differently in another. The original research agenda intended to investigate cultural
effects by contrasting Western contexts with Asian supplier workforces. However, the necessary multi-site access, translation
and calibration of instruments (e.g., BEI codebooks), and representative sampling proved impractical within the scope of
a single doctoral project. This study is limited to peer-reviewed sources and cleatly indicates geographic bias. Moreover, the
prioritization of cross- regional, multilingual, and measurement-invariance-tested strategies would be beneficial for future,
larger- scale research.

Finally, despite using both automated and manual search strategies, some relevant works may have been inadvertently
omitted due to limitations in database coverage, delays in indexing, or vatiations in keywords. The methodological variability
in competency identification techniques among research (including measurement equipment, thresholds, and reporting
standards) restricts direct comparability and may hinder the practical applicability of results to automotive programs.

Despite these limitations, the study adhered to a rigorous systematic review methodology using the Kitchenham and
Stuart (2007) protocol, supported by a quality assessment process and bibliometric analysis through VOSviewer. These steps
helped ensure transpatency, reproducibility, and analytical depth.
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7. Conclusion

This study synthesized 33 peer-reviewed articles spanning from 1999 to 2025 to examine the application of
competency-based frameworks within engineering contexts, with a focus on the automotive sector. The results underscore
the complex nature of competencies, particularly the interplay between technical and behavioral skills in determining project
performance. Despite widespread recognition of soft skills like leadership and communication, few models integrate them
effectively with technical competencies.

The review revealed significant thematic gaps, particularly in the underrepresentation of the automotive sector and
the absence of validated frameworks linking competencies to project KPIs. Moreover, while tools like the Behavioral Event
Interview (BEI) offer potential for capturing real-world competencies, their use remains limited.

Regarding RQ1, the evaluation does not provide a conclusive answer. The evidence base is disjointed, classifications
and analytical levels are varied, and the automotive body development subdomain is inadequately represented. Therefore, the
review can merely identify a pool of commonly referenced competencies and outline their distribution, without establishing
a definitive or prioritized set.

Concerning RQ2, the review outlines evaluation methodologies transcend mere dependence on credentials or self-
assessment. These include standardized, domain-specific Behavioral Event Interviews (BEI); structured scoring rubrics
and codebooks; coder training and calibration; and the incorporation of independent project artifacts (e.g., PLM logs,
change notices, gate review minutes) to contextualize behavioral evidence within verifiable workflows. The study serves as a
navigational tool and a compilation of methodologies, rather than a definitive answer to the research questions posed.

This review not only synthesizes diverse findings but also provides a practical framework for implementation. It further
clarifies terminology and delineates methodological options that can reliably elicit behavior in engineering contexts. Within
the broader research program, these insights are being translated into a BEI-informed, hybrid framework encompassing
behavioral characteristics and technical expertise, which are evaluated for efficacy against independent project records. The
combined approach of literature synthesis and empirical testing demonstrates the translation of evidence into competency-
based practices, facilitating more justifiable hiring and advancement decisions, focused training and development, and more
dependable project resourcing while also establishing a cohesive framework for further empirical enhancement.

The research indicates that definitional vatiety and dependence on subjective measures limit comparability.
Additionally, the geographic concentration of studies in Europe and North America complicates generalizability, particularly
when cultural norms influence the perception and enactment of competencies. The authors advocate for mixed-methods,
longitudinal, and multilevel designs, extensive geographic sampling with measurement-invariance assessments, and clear
reporting requirements, including pre- specified codebooks, double-coding, and inter-rater reliability.

Future research should prioritize the development and empirical validation of hybrid competency models to address
these deficiencies. These models should consider sector-specific requitements, incorporate both soft and hard skills, and be
validated against measurable performance metrics. Research should include a broader range of methodologies, integrating
qualitative and quantitative approaches, while also extending its geographic and industrial scope.

In conclusion, improving engineering project performance necessitates a transition from fragmented, generic
frameworks to integrated, evidence-based models. These models can more efficiently capture the interaction between
technical and behavioral aspects. They also establish a more robust foundation for matching competencies with project
results in complex environments like automotive engineering, This review establishes a theoretical foundation for the authors’
doctoral research. The subsequent phases enhance it by implementing a hybrid, BEI-informed model and evaluating its
validity in project situations.
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Appendix A Quality assessment scores

1D QA1 QA2 QA3 QA4 QA5 QA6 SUM Quality
S1 0 0 0 0,5 1 0 1,5 low

S2 0 0 0 1 1 1 3 low

S3 0 0 0 1 0,5 1 2,5 low

S4 0 0 0 1 1 1 3 low

S5 0 0 0 1 1 0,5 2,5 low

S6 0 0 0 1 1 0,5 2,5 low

S7 0,5 0 0 0,5 1 1 3 low

S8 1 0 0 1 1 1 4 medium
S9 0 0 0 1 1 1 3 low

S10 0 0 0 1 1 1 3 low

S11 1 0 0,5 1 1 1 4,5 medium
S12 0 1 0 1 1 0,5 3,5 low

S13 0 1 0 1 1 0 3 low

S14 0,5 0 0 1 1 0,5 3 low

S15 1 0 0 1 1 1 4 medium
S16 0 1 0 1 1 0,5 3,5 low

S17 0 1 0 1 1 0 3 low

S18 0,5 0 0 1 1 1 3,5 low

S19 0 0 0 1 1 1 3 low

S20 0,5 1 0 0,5 1 0,5 3,5 low

S21 0 0 0 1 1 1 3 low

S22 0 1 0 1 1 0 3 low

S23 0 0 0 1 1 0,5 2,5 low

S24 0 0 0 1 1 1 3 low

S25 0 0 0 1 1 0 2 low

S26 0 0 0 1 1 1 3 low

S27 0,5 0 0 1 1 0,5 3 low

S28 0 0 0 1 1 0,5 2,5 low

S29 1 1 0 1 1 1 5 high

S30 1 1 1 1 1 1 6 high

S31 0 1 0 0,5 1 0 2,5 low

S32 1 0 0 1 1 1 4 medium
S33 1 0 0 1 1 1 4 medium
S34 1 1 0,5 1 1 0,5 5 high

S35 1 1 0 1 1 0,5 4,5 medium
S36 1 0 0 1 1 1 4 medium
S37 1 0 0 1 1 1 4 medium
S38 1 0 0 1 1 1 4 medium
S39 1 1 0 1 1 0,5 4,5 medium
S40 1 0 0 1 1 1 4 medium
S41 1 0 0 1 1 1 4 medium
S42 1 0 0 1 1 0 3 low

S43 0 1 0 0,5 1 0,5 3 low

S44 0 0 0 1 1 0,5 2,5 low

S45 1 0 1 1 1 0,5 4,5 medium
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Appendix A (Continued)
D QA1 QA2 QA3 QA4 QA5 QA6 SUM Quality
S46 1 0 0 1 1 1 4 medium
S47 1 0 0 1 1 1 4 medium
S48 1 0 1 1 1 0,5 4,5 medium
549 1 0 0 0,5 1 0,5 3 low
S50 1 0 1 1 1 1 5 high
S51 1 1 1 1 1 0,5 5,5 high
S52 0,5 0 0 0,5 1 0,5 2,5 low
S53 1 0 0,5 1 1 1 4,5 medium
S54 1 1 0,5 1 1 0,5 5 high
S55 1 0 0 1 1 1 4 medium
S56 1 0 0 1 1 1 4 medium
S57 1 0 0 1 1 1 4 medium
S58 1 0 0 0,5 1 0,5 3 low
S59 1 1 0 1 1 1 5 high
S60 1 0 0 1 1 1 4 medium
So1 1 0 0 1 1 1 4 medium
S62 1 0 0 1 1 0 3 low
S63 1 1 0 1 1 0,5 4,5 medium
S64 1 0 0 1 1 0 3 low
S65 1 1 0 1 1 1 5 high
S66 1 1 0 1 1 0,5 4,5 medium
S67 1 1 0 1 1 1 5 high
S68 1 0 0 1 0,5 1 3,5 low
S69 0 1 0 0,5 1 0 2,5 low
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Abstract — This study examines how small and medium-sized enterprises (SMEs) can align their human resource management
(HRM) practices with the motivational factors of Generation Y, a demographic known for its distinct work expectations, including
flexibility, career development, and digital engagement. The research employs a systematic review methodology guided by the PRISMA
protocol, focusing on studies conducted within Europe over the past five years. An initial search yielded 580 articles, of which 52 were
assessed, and ultimately 7 met the inclusion criteria for analysis. The findings indicate that Generation Y employees are driven by a desire
for work-life balance, career development, and roles that align with their personal values. SMEs that offer flexible working conditions,
structured career paths, and digital tools for engagement and feedback are more likely to retain this cohort. However, resource constraints
in SMEs pose challenges, necessitating scalable and adaptable HRM strategies. The study provides practical recommendations, including
the adoption of flexible work policies, digital engagement tools, and recognition programs, to enhance employee satisfaction and
retention. The research highlights a gap in the literature regarding long term strategies for integrating these practices in SMEs. Future
research should focus on developing cost-effective HRM solutions tailored to the specific needs of SMEs while addressing the unique
motivations of Generation Y employees.

Purpose — This paper explores how small and medium-sized enterprises (SMEs) can align their human resource management
(HRM) practices with the motivational needs of Generation Y employees. It addresses the growing challenge SMEs face in adapting to
generational shifts in workplace expectations, particularly around flexibility, purpose, and psychological safety. The goal is to synthesize
existing research and highlight HRM approaches that support employee engagement, satisfaction, and retention within the constraints
typical of SME environments.

Design/methodology/apptroach — This study employs a systematic literature review following the PRISMA (Preferred
Reporting Items for Systematic Reviews and Meta-Analyses) methodology. The review process included comprehensive searches in
databases such as Google Scholar, Scopus, and Web of Science, focusing on articles published between 2019 and 2024. After applying
predefined inclusion and exclusion criteria, 580 studies were initially identified, of which 52 were reviewed in detail. Ultimately, 7 peet-
reviewed articles met all criteria and were analyzed to identify recurring HRM practices aligned with Generation Y’s motivational factors
in SME settings.

Findings — The review identified flexibility, career development, purpose-driven work, and digital engagement as core
motivational drivers for Generation Y employees in SMEs. HRM practices that promote autonomy, clear growth pathways, and
meaningful feedback were consistently associated with higher engagement and retention. Despite resource limitations, SMEs can adopt
scalable solutions such as flexible work policies, low-cost digital tools, and supportive leadership structures. The findings also highlight
the need for balance in feedback practices and the importance of aligning organizational values with personal values to foster long-term
loyalty among Generation Y employees.

Originality — This paper offers one of the few systematic reviews focused specifically on aligning HRM practices with
Generation Y motivational factors in the SME context. By applying the PRISMA methodology, it consolidates fragmented academic
findings into a structured overview of effective HR strategies for smaller enterprises. The study highlights a notable gap in existing
literature and provides a foundation for future empirical research. Its value lies in offering practical, adaptable recommendations that
SMEs can apply despite resource limitations, bridging the divide between generational expectations and operational realities.

Keywords: Generation Y, HRM Practices, Motivation, SMEs, Strategies
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1. Introduction

As the workforce continues to evolve, small and medium-sized enterprises (SMEs) face increasing pressure to attract
and retain talent from Generation Y, a demographic known for its unique work expectations and values. Unlike larger
firms, SMEs often lack the financial and structural resources to implement sophisticated HRM systems, making alignment
with Generation Y’s expectations particularly challenging (Hidegh et al., 2019, Csutoras, 2022, Baksi, 2016). The scholarly
significance of this research is underscored by the convergence of demographic shifts in the workforce, resource constraints
specific to SMEs, and the evolving nature of employment relationships. As Rasticova and Hinzmann (2024) note, systematic
research examining Generation Y’s integration into SME environments remains limited and theoretically underdeveloped.
This knowledge gap is particularly problematic given the substantial role SMEs play in European economies and their unique
operational constraints compared to larger enterprises (Demirkan et al., 2022; Irwin et al., 2018).

The distinct motivational factors of Generation Y, ranging from a desire for meaningful work to the expectation of
flexibility and career advancement pose a significant challenge for SMEs, which often operate with limited resources and
strategic capabilities.

Given these constraints, the need for tailored HRM practices that align with Generation Y’s motivations has become
more pressing than ever. This study secks to address this challenge by systematically exploring existing literature to identify
HRM strategies that are not only effective but also feasible for SMEs. By focusing on the intersection of generational
expectations and the operational realities of SMEs, this research aims to provide actionable insights that can help smaller
enterprises build a competitive edge in today’s dynamic labor market.

Through a comprehensive review and synthesis of recent studies, this paper contributes to the ongoing discourse
on how SMEs can optimize their HRM practices to better meet the needs of Generation Y. The findings presented here
offer practical recommendations that are designed to enhance both employee satisfaction and organizational performance,
ensuring that SMEs can thrive in an increasingly competitive business environment.

2. Literature review

In today’s dynamic work environment, integrating Generation Y (also known as Millennials) into the workforce
presents both challenges and opportunities, particularly for small and medium-sized enterprises (SMEs). Generation Y, born
between the early 1980s and mid-1990s, is characterized by distinct motivational factors that differ from previous generations
(Cennamo et al., 2008; Klein, 2020; Pandey, 2019). These preferences are shaped by a generational differences theory, which
suggests that cultural and technological shifts, such as the rise of the internet and economic prosperity in the 1990s, influence
Millennials’ work values, emphasizing work-life balance, intrinsic rewards like meaningful work, and extrinsic rewards like
career advancement (Twenge, 2010).

Generation Y tends to prioritize job security, a sense of prestige, competitive compensation, career development
opportunities, and a desire for roles that provide challenges and personal growth (Baum, 2019; Cennamo et al., 2008; Niati
etal,, 2021; Szondi et al., 2019; Terera & Ngirande, 2014). These unique preferences have a significant impact on how SMEs
approach Human Resource Management (HRM) practices. Unlike larger organizations, SMEs typically operate with more
limited resources, both in terms of finances and workforce capabilities, making it difficult to tailor HRM practices to meet
the specific needs of Generation Y (Demirkan et al., 2022; Irwin et al., 2018). In SMEs, where resources are often limited,
leadership style plays a pivotal role in ensuring successful change management and organizational performance. According
to Filep (2022), leadership style and a resilient attitude toward changes are key to enhancing SMEs’ ability to adapt, which is
critical for maintaining competitive performance in rapidly evolving markets.

The importance of understanding these generational preferences is amplified by the growing presence of different
generations in the workforce and SMEs must adapt to attract, retain, and engage these employees. This study integrates
generational differences theory with SME-specific challenges to explore how HRM practices can align with Generation
Y’s motivations, addressing a critical gap in the literature by providing a contemporary framework for understanding their
workplace expectations.

Theoretical foundation for understanding Generation Y motivations:

a. Research on generational differences suggests that shared experiences during formative years create distinct
workplace expectations. For Generation Y, technological advancement and economic prosperity shaped
their expectations for flexibility and career development (Cennamo et al., 2008; Klein, 2020).

b. Intrinsic vs. extrinsic motivation: Generation Y places higher emphasis on intrinsic motivators like mean-
ingful work and autonomy compared to previous generations (Cennamo et al., 2008).

c. Career stage development: Most Generation Y employees are currently in their career-building phase, ex-
plaining their focus on development opportunities (Klein, 2020).
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d. Digital native characteristics: Generation Y’s comfort with technology creates distinct expectations for
workplace digital tools and communication (Klein, 2020).

Our further review synthesizes the findings from the 7 studies that examine the alignment of HRM practices with the
motivational factors of Generation Y within SMEs. Through the synthesis of the reviewed articles, key connections were
identified across several recurring themes, such as work-life balance, career development opportunities, and digital engage-
ment. Additionally, divergences in leadership approaches and the impact of resource constraints in SMEs were highlighted,
offering a comprehensive understanding of how these studies align with the research objectives. These connections and
divergences are illustrated in Table 1.

Table 1: Synthesis of Key Themes and Divergences Across Selected Articles

Key Themes and Divergences and Unique
Agreements Perspectives
‘Work-Life Career Digital Leadership Resource
- - gital - -
Author(s) and Title of Article Balance and Development E & ’ and Feedback Constraints in
ngagemen
Flexibility Opportunities 828 Mechanisms SMEs
Caprano, J.
(2019). Recruiti ion Y for the backbone of
P X
economy: Organizational
of small, family d, and rural firms
Happonen, A.,
Manninen, L., Santti, U., & Mariappan, M. (2021). X
Online brand,
pp ics, realities and for SMEs
Klein, P.
(2020). New ions: Changi s of
Y & Z: Impact on X X X
taday’s organisations, human resource management and
leadership
Mura, L.
2021). Innovative start-ups and family enterprises in
(2021), Ps ly enterp: X X X
terms of age structure
of the entrepreneurs
Niezurawska-Zajae,
J., Kycia, R. A., & Ni icz, A. (2023). ing %
Generation Z:
Motivation, engagement and loyalty
Radticova, M., & Hinzmann, R.-A. (2024).
Ag id P gies in X X
SMEs: Analysis of practices
and research opportunities
Viadimirovic,
P. F. (2020). Generation diversity and its implementation x
to talent
management and firm performance

Source: Own editing based on the synthesis

Key themes and agreements

Work-life balance and flexibility

Several studies, including Klein (2020) and Mura (2021), emphasize the importance of work-life balance for Generation
Y. They argue that this cohort values flexibility in their work schedules, which contributes to their job satisfaction and overall
engagement. Both studies highlight that SMEs need to implement flexible work arrangements, such as telecommuting or
flexible hours, to meet the expectations of Generation Y.

Career development opportunities

Career development is another critical factor highlighted across multiple studies. Rasticova and Hinzmann (2024) and
Mura (2021) agree that Generation Y employees are driven by opportunities for professional growth. SMEs that provide
structured career paths and continuous learning opportunities are more likely to retain these employees. Additionally,
Niezurawska-Zajac et al. (2023) note that Generation Z, though younger, shares similar values related to continuous
development and loyalty but may require different engagement strategies. These findings suggest that SMEs should invest in
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training programs and clear promotion paths to align with the career aspirations of Generation Y.

Digital engagement

Digital tools and technology play a significant role in engaging Generation Y, as noted by Klein (2020) and Rasticova
and Hinzmann (2024). Both studies suggest that SMEs must leverage digital platforms not only for communication but also
for providing feedback and recognition, which are highly valued by Generation Y. The adoption of digital tools is seen as a
critical strategy for enhancing employee engagement and satisfaction in this demographic.

Divergences and unique perspectives

Leadership and feedback mechanisms

While the importance of leadership is universally acknowledged, there is a divergence in how feedback mechanisms
should be implemented. Klein (2020) advocates for continuous feedback as a means to engage Generation Y, while Rasticova
and Hinzmann (2024) caution that overly frequent feedback can be perceived as micromanagement, potentially leading to
disengagement. This suggests that SMEs must strike a balance between providing enough feedback to meet expectations
without overwhelming employees.

Resource constraints in SMEs

Mura (2021) and Klein (2020) highlight the challenges SMEs face due to limited resources. While Mura (2021)
suggests that SMEs can overcome these challenges by adopting innovative HR practices, Klein (2020) emphasizes the
need for scalable solutions that can be adapted to the specific constraints of smaller enterprises. Caprano (2019) adds that
smaller, family-owned firms can leverage their close-knit environments and unique company cultures to attract Generation
Y employees, despite limited financial resources, by promoting a sense of purpose and belonging. This divergence points to
the necessity for SMEs to customize their HR strategies based on their unique circumstances, rather than adopting a one-
size-fits-all approach.

3. Research objectives

This study addresses a significant gap in the intersection of generational workforce theory and SME management
literature. While research exists on Generation Y workplace preferences (Cennamo et al., 2008; Klein, 2020), the unique
constraints and opportunities present in SME environments create a distinct research context requiring specialized
investigation. As Mura (2021) and Klein (2020) demonstrate, SMEs face particular challenges in adapting HRM practices to
meet generational expectations due to resource limitations. The scientific contribution of this work lies in three areas:

1. Theoretical: by applying generational differences theory specifically to resource-constrained organizational
environments

2. Methodological: by employing systematic review protocols to synthesize fragmented empirical evidence

3. Practical: by developing evidence-based recommendations that account for SME operational realities while addressing
Generation Y’s distinct motivational factors. This study is driven by the need to better understand how SMEs can
effectively manage and engage Generation Y employees, a demographic that brings unique challenges to traditional
HRM practices. To address these challenges, the following research questions were formulated:

- What are the key motivational factors for Generation Y in SMEs? Understanding the specific motivational dri-
vers of Generation Y is crucial for SMEs aiming to attract and retain this cohort. By identifying these key factors, SMEs
can better tailor their HRM practices to meet the needs of this important workforce segment.

- How can HRM practices in SMEs be aligned with these motivational factors? Once the motivational factors
are identified, the next step is to explore how HRM practices can be adapted to align with these preferences. This ques-
tion is essential because SMEs often operate with limited resources, making it critical to develop HR strategies that are
both effective and resource-efficient. Aligning HRM practices with the expectations of Generation Y can lead to higher
levels of employee engagement and retention.

- What practical strategies can SMEs implement to enhance satisfaction and retention of Generation Y em-
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ployees? This question addresses the practical application of the research findings, offering SMEs concrete strategies
to improve job satisfaction and retention among Generation Y employees. By focusing on practical solutions, the study
aims to bridge the gap between academic research and real-world HRM challenges faced by SMEs. The basic aims of
the study seeks to provide actionable recommendations for SMEs.

4. Methodology

This systematic review was designed to meet established standards for scientific rigor in management research.
The review protocol was developed to ensure transparency and minimize selection bias throughout the research process.
Our approach integrates both theoretical considerations regarding what constitutes valid knowledge about Generation Y
motivations and practical considerations about SME implementation capabilities. The choice of PRISMA methodology
reflects our commitment to systematic evidence synthesis and reproducible research practices. The PRISMA framework
provides standardized procedures for minimizing bias, ensuring comprehensive literature coverage, and maintaining
transparency in study selection and data extraction processes, as referenced by Moher et al. (2009) in our methodology.

To address the research questions, a systematic literature review was conducted using the Preferred Reporting Items
for Systematic Reviews and Meta-Analyses (PRISMA) protocol (Moher et al., 2009). This method provides a rigorous and
structured approach to identify, evaluate, and synthesize relevant literature on HRM practices in SMEs, specifically related
to Generation Y’s motivational factors. The search strategy involved querying major databases such as Google Scholar, Web
of Science, and Scopus using a combination of search terms: (“Generation Y OR “Millennials”) AND (“Motivation” OR
“Motivational Factors”) AND (“HRM Practices” OR “Human Resource Management”) AND (“SMEs” OR “Small and
Medium-Sized Enterprises”) AND (“Strategies”). The initial search yielded 580 articles.

The search was limited to European studies in English (from 2019 to 2024) to maintain regional relevance and
manage resource constraints, as SMEs in Europe face unique regulatory and cultural contexts. Expanding to other regions
or languages was not feasible due to time and translation limitations, potentially reducing the pool of relevant studies.

The initial search yielded 580 articles. To minimize bias and ensure objectivity throughout the screening process,
both authors independently screened all titles and abstracts using the predefined inclusion and exclusion criteria. Differences
between reviewers were resolved through discussion until consensus was reached. While the inclusion and exclusion criteria
were designed to be as objective as possible, certain aspects required subjective judgment, particularly in determining:

- Whether studies sufficiently addressed motivational factors versus general workplace preferences
- The extent to which findings were applicable to SME contexts when not explicitly stated
- The relevance of studies that mentioned Generation Y but focused primarily on other generational cohorts

For the 52 studies selected for full-text review, both authors independently assessed each study against the inclusion
criteria. Reasons for final inclusion or exclusion decisions were documented to ensure transparency in the selection process.

Inclusion criteria were applied to narrow down the search to studies published in the last five years, focusing on
HRM practices in SMEs, conducted in Europe, peer-reviewed, written in English, and addressing Generation Y motivational
factors. Exclusion criteria removed studies unrelated to HR topics, irrelevant studies, non-English publications and studies
focusing on large enterprises. After applying these criteria and removing duplicates, 52 relevant studies were selected for
further analysis.

The 52 studies were then assessed in greater detail to determine their eligibility based on pre-defined inclusion and
exclusion criteria:

- Inclusion Criteria: Studies published between 2019 and 2024, focusing on HRM practices in SMEs, conducted in
Europe, peer-reviewed, written in English, and addressing motivational factors specific to Generation Y;

- Exclusion Criteria: Studies unrelated to HR topics, studies focused on large enterprises, or those not addressing
Generation Y’s motivational factors were excluded.

After applying the final eligibility criteria, only 7 studies fully matched all the inclusion criteria, focusing on HRM
practices for Generation Y within SMEs in Europe. This limited number highlights the scarcity of comprehensive studies in
this field, further emphasizing the importance of this research in addressing existing gaps in the literature.

The PRISMA process, as highlighted in Figure 1. ensured that the review was conducted systematically and
transparently, allowing for a comprehensive synthesis of the most relevant and high-quality studies. This method not
only facilitated the identification of current trends and gaps in the literature but also provided a solid foundation for the
subsequent analysis and recommendations.
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Figure 1: Systematic review: PRISMA
Source: Own editing based on Nagyné et al. (2021)

Appendix 1. highlights the key criteria for each reviewed paper, helping to identify the studies that best align with
the research objectives. The majority of the papers were published within the last five years, ensuring relevance to the
current HRM practices and generational trends. However, only a subset of these studies focused specifically on SMEs and
Generation Y within a European context, reflecting a potential gap in the literature that this research secks to address.

5. Results

This section presents the findings from the 7 studies that fully met the inclusion criteria out of an initial review of
52 papers. The goal of this research is to synthesize evidence on how HRM practices in SMEs align with Generation Y’s
motivational factors, with a focus on practical strategies for improving satisfaction and retention. Each study offers specific
insights that address the research questions proposed eatlier.

Key motivational factors for Generation y in SMEs include work-life balance and flexibility, which emerge as
critical drivers of job satisfaction. The studies consistently highlight several key motivational factors for Generation Y
employees in SMEs. Both Klein (2020) and Mura (2021) emphasize that Generation Y values the ability to balance their
professional and personal lives, seeking employers who offer flexible working arrangements. This flexibility is not merely
about working hours but also encompasses the freedom to manage workloads and the option to work remotely when
needed. SMEs that provide such flexibility are seen as more attractive to Generation Y, contributing to higher retention rates.

Career development opportunities are equally important. Rasticova and Hinzmann (2024) and Mura (2021)
both note that Generation Y employees are highly motivated by opportunities for professional growth. Unlike previous
generations, who might prioritize job stability, Generation Y secks roles that offer continuous learning and development.
SME:s that invest in structured cateer paths, mentorship programs, and regular training are better positioned to engage and
retain Generation Y employees. This emphasis on development aligns with the cohort’s desire for roles that not only offer
immediate rewards but also contribute to long-term career aspirations.

Purpose-driven work is another significant motivator. Klein (2020) and Mura (2021) highlight that Generation
Y secks roles that align with their personal values and contribute to a larger societal good. SMEs that articulate a clear
mission and demonstrate a commitment to social responsibility can tap into this desire, making their roles more appealing
to Generation Y employees. This connection between personal values and organizational goals is crucial for fostering loyalty
and long-term engagement.

Aligning HRM practices with Generation Y’s motivational factors is most effective when SMEs focus on
flexibility, career development, and digital engagement. The studies suggest that digital tools are particularly important in
this alignment. Vladimirovic (2020) highlights that generational diversity significantly affects talent management strategies,
suggesting that SMEs must tailor their HRM practices to meet the differing needs and expectations of Generation Y and
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other generational cohorts. Klein (2020) argues that the integration of technology into HR practices - such as using digital
platforms for continuous feedback, professional development, and communication - can significantly enhance engagement
among Generation Y employees. For example, SMEs might implement online learning modules or digital mentorship
programs that allow employees to develop their skills at their own pace.

However, while continuous feedback is valued by Generation Y, Rasticova and Hinzmann (2024) caution that
teedback must be balanced. Overly frequent or micromanaged feedback can lead to disengagement rather than motivation.
SMEs should therefore aim to provide regular, constructive feedback that empowers employees without making them feel
overly monitored. This might involve setting up quarterly or bi-annual review sessions that focus on growth opportunities
rather than just performance metrics.

In addition, the studies underscore the importance of scalability and adaptability in HRM practices. Mura (2021)
highlights that while SMEs often face resource constraints, they can still adopt innovative HR strategies that are scalable.
For instance, SMEs can introduce flexible work policies or low-cost digital engagement tools that do not require significant
financial investment but still meet the expectations of Generation Y. This adaptability is crucial for SMEs to remain
competitive in attracting and retaining talent.

Practical strategies for enhancing satisfaction and retention

The studies reveal actionable strategies that SMEs can implement to enhance Generation Y employee satisfaction and
retention. Rasticova and Hinzmann (2024) suggest that recruiting and retaining Generation Y requires a company culture
that emphasizes career development and offers clear pathways for growth. Moreover, the study by Klein (2020) highlights
the importance of creating internal recognition programs and offering opportunities for mobility within the organization,
which build loyalty among Generation Y employees. SMEs should invest in clear career progression paths, mentorship, and
continuous learning opportunities. Providing access to professional development resources, even in a digital format, can help
retain Generation Y employees by aligning with their growth-oriented mindset.

Another significant finding is the role of digital engagement. Happonen et al. (2021) argue that a strong online
presence, coupled with digital initiatives that engage employees, helps create a sense of belonging, which is crucial for
Generation Y. These initiatives contribute to higher retention rates by aligning with Generation Y’s values of innovation and
purpose. Implementing digital tools for communication, feedback, and professional development can meet the technological
expectations of Generation Y. SMEs might consider using online platforms for communication, offering online courses for
skill development, or setting up digital feedback systems that provide timely and relevant insights.

The importance of mental health and well-being is also a key consideration in these strategies. Mura (2021) discusses
the significance of offering wellness programs and flexible working arrangements to support the mental health of Generation
Y employees, leading to improved engagement and satisfaction. SMEs that offer such programs see a marked improvement
in employee retention. These practices not only meet their desire for work-life balance but also demonstrate trust and
autonomy, which are highly valued by this cohort.

Despite the resource limitations often faced by SMEs, the strategies are adaptable and can be scaled according to the
organization’s specific needs and capacities. For example, a small SME might start with a simple digital feedback tool and
gradually build a more comprehensive digital engagement platform as resources allow.

In this study, “scalability” refers to the ability of HRM practices to be adapted across different SME contexts
while maintaining effectiveness in engaging Generation Y employees. The 7 reviewed studies provide limited evidence on
implementation variations across different SME contexts. However, several considerations emerge:

- Resource constraints: Mura (2021) and Klein (2020) acknowledge that SMEs face resource limitations that require
adaptable solutions rather than expensive HR systems. SMEs should prioritize flexible work arrangements and basic
digital communication tools, which require minimal investment but significantly enhance Generation Y satisfaction.
Rather than expensive HR platforms, SMEs can use accessible tools like messaging apps for communication, free online
learning platforms for development, and simple feedback systems.

- Size variations: The reviewed studies do not differentiate between various SME sizes, representing a gap in current
research understanding of implementation challenges. Even small SMEs can offer cross training opportunities, external
mentorship partnerships, or skill sharing sessions among employees to address Generation Y’s growth orientation.

- Geographic and industry context: Limited evidence exists on how recommendations apply across different industries
or geographic contexts (rural vs. urban). Limited evidence exists on how recommendations apply across different
industries or geographic contexts (rural vs. urban). SMEs should adapt strategies to their specific context: rural SMEs
might focus on community connections and work-life integration, while urban SMEs might emphasize digital engagement
and networking opportunities.

Research gaps identified: Our analysis reveals significant gaps in understanding how Generation Y HRM strategies
can be effectively adapted across different SME contexts. Future research should examine implementation effectiveness
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across varying organizational sizes, industries, and resource levels.

6. Conclusion

The primary aim of this paper was to explore how HRM practices in SMEs can be aligned with the motivational
factors of Generation Y. Through a systematic review using the PRISMA protocol, we identified only 7 studies that provide
valuable insights into the preferences and needs of Generation Y within the SME context. While these studies offer important
findings, the limited number highlights a significant gap in the existing literature.

The findings from these studies underscore the importance of work-life balance, career development opportunities,
and digital engagement as key drivers of job satisfaction and retention for Generation Y employees. SMEs that offer flexibility,
structured career paths, and leverage digital tools are better positioned to attract and retain this cohort. Additionally, the
alignment of organizational goals with the personal values of Generation Y - particularly around purpose-driven work - can
foster loyalty and long-term engagement.

Despite the resource constraints often faced by SMEs, the studies reviewed suggest that even modest investments in
flexible work policies, career development programs, and digital tools can yield significant benefits. However, there remains
a gap in the literature regarding the integrated application of these strategies and their long-term impact on SMEs.

7. Limitation and further research direction

Given that only a small number of studies met the inclusion criteria, this study is limited in its scope and findings. The limited
number of relevant studies highlights the constraints in current research, suggesting the need for more comprehensive
exploration.

Sample size and generalizability issues: The inclusion of only 7 studies significantly limits how broadly our findings can
be applied across different SME contexts. This limitation has several important implications:

Geographic and cultural limitations: Our focus on European, English-language studies may not reflect Generation Y
motivations in other regions where cultural values, economic conditions, or work expectations differ. For example, Generation
Y expectations in Eastern European SMEs may vary from those in Western European countries due to different economic
conditions and work cultures.

Sector and size diversity: The limited sample likely does not represent all SME sectors (e.g., manufacturing vs. service
industries) or different company sizes within the SME category. This affects how applicable our recommendations are to
SME:s in traditional industries or rural areas where digital tools may be harder to implement.

Research implications: With only 7 studies, we cannot identify clear patterns or differences across various contexts. The
small sample size makes it difficult to analyze subgroups and reduces confidence in our findings.

Practical implications for SME managers: SME managers should carefully consider our recommendations, especially
when their company context differs from the European service sector focus found in the reviewed studies. The strategies we
identified may need significant changes for different cultural, economic, or industry contexts.

Research design limitations: Our decision to focus on European, English-language publications, while justified by resource
constraints and regional relevance, excluded potentially valuable research from other regions. This is particularly important
given that Generation Y workforce trends are global, and innovative HRM practices may exist in non-Western contexts that
we could not access due to language barriers.

Future research should focus on developing scalable and cost-effective HRM solutions tailored to the unique needs
of SMEs. Additionally, more empirical studies are needed to assess the long-term effects of these HRM practices on the
retention and satisfaction of Generation Y employees in smaller enterprises. By addressing these limitations and exploring
new research directions, future studies can provide more comprehensive guidance for SMEs looking to optimize their HRM
practices for this generation.
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Appendix 1: Summary of Inclusion and Exclusion Criteria for Reviewed Literature

Source: Own editing based on the literature review
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Appendix B — Data extraction form
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Short Content
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learning factories. The author used a mixed- methods approach, including expert interviews and
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cies necessary for learning factory success.

Method

mixed-methods approach

The paper develops a competency model and instrument for measuring comp The author
used a mixed-methods  approach, including expert interviews, focus groups, and a survey,
10 develop the model and measure related to gy positions.

The paper conducted a survey to investigate the influence of technological support, skills and
competencies, and learning on corporate entreprencurship in European technology firms. The
authors found that technological support and learning had a significant positive effect on corpo-
rate entrepreneurship, while skills and competencies had a less significant effect.

The paper reviewed the anticipation case study on competencies in aviation and automotive

Engineering: Review of the “ase Study on C in
Aviation and Automotive Engineering During 2014 2021

Macpherson, W., Werner, A., R. Mey, M. (2022). Industry 4.0:
Emerging job categories and associated competencies in the automotive
industry in South Africa

Savkovié, M., Komatina, N., Nestic, S., & Gojkovié, R. (2022). Compa-
rative Analysis Competencies in traditional and agile project

between 2014-2021, using a qualitative research approach. The study identified the
i for aviation and i and the key

required in these fields. The key finding is that the integration of practical and theoretical educa-

tion is essential to develop the required Sfor aviation and

The paper identified the emerging job categories and associated competencies in the automoti-
ve industry in South Africa under Industry 4.0 using a mixed-methods research approach. The
study found that newjob categories, such as digital maintenance technicians and data analysts,
require newcompetencies related to technology and data analysis. The key finding is that there
is a need for reskilling andupskilling to prepare the workforce for the emerging job categories
in the automotive industry.

The paper conducted a comparative analysis of competencies in traditional and agile project

approaches

Majeed, M. I, Mahmood, R., Md. Som, H., & Munir, S. (2022). An Empirical
Impact of Project Management Competencies on the Project Success

Mazurchenko, A., & Zelenka, M. (2022). Employees’ Digital Competency
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Gruden, N.. & Stare, A. (2018). The Influence of Behavioral Competen-
cies on Project Performance
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nagement requires more related to , and leadership,
while traditional project management requires more technical competencies.

The paper investigated the impact of project management competencies on project success
using a survey-based method. The study found that project management competencie:
ficantly influence project success, with communication, leadership, and technical competencies
being the most important.

igni-

The paper examined the development of employees® digital competencies in the construction
and automotive industrial sectors, using a case study method. The study found that both sectors
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munication skills, teamwork, problem-solving, and technical skills were perceived as the most
crucial competencies for internship students in the automotive industry.
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Ekrot, B., Kock, A., & Gemiinden, H. G. (2016). Retaining project
— and 1

The paper aimed to identify the leadership competency profiles of successful project managers.
The research employed a survey to collect data from project managers and identified ten key
competencies that are essential for project management success.

The paper the of the Project (PMP) certi-
fication as a core competency for project managers. The study found that although the PMP
certification is an essential aspect of project management competency, it is not sufficient on its
own and needs to be complemented by additional skills and competencies.

The paper aimed to develop a competency mapping model for project management in an engi-
neering company. The research used interviews, document analysis, and workshops to identify
the required competencies and map them into a competency model, which was validated by stake-
holders. The study highlighted the importance of tailoring the competency mapping process o
the specific context and needs of the organization.

The paper discusses the Behavioral Event Interview (BEI) as a tool for identifying com-
petencies in potential job candidates. The article outlines the methodology and bene-
fits of using the BEI and provides guidance on how to conduct effective BEI interviews.

The paper uses a quantitative approach to identify the competencies that are most
important for R&D managers. The study found that both technical and non-technical

were important of ., with the ability to manage
interpersonal relationships being the most important competency.

The paper uses a multilevel approach to identify the critical competencies required for
project managers in project-based organizations. The study identified five key com-
petencies that were important at different levels of the organization: project, team,
and organizational.

The paper explores the i of for i ional engi-
neering projects and proposes a competency training program. The study found that a
lack of competencies was a major barrier to success in international cooperation engi-
neering projects and that a competency training program could be an effective solution.

The paper explores the i of for ing i ional engi-
neering projects and proposes a competency training program. The study found that a
lack of competencies was a major barrier to success in international cooperation engi-
neering projects and that a competency training program could be an effective solution.

The paper examined the impact of emotional intelligence (El) on team performance.
The authors conducted a multilevel analysis and found that both team level and leader
level E competencies have a significant positive impact on team performance.

The paper reviewed various based systems and
and identified several trends in the field, such as the increasing importance of soft skills
and the ion of ies into various HR The authors

that there is no one-size-fits-all solution and that organizations should tailor their com-
petency models to their specific needs and contexts.

The paper investigated the concept of ,bounded leadership”. The authors identified
several constraints that limit leaders’ effectiveness, such as time pressure, resource
constraints, and organizational politics, and found that some competencies, such as
political skills and adaptability, can help leaders navigate these constraints and be more
effective.

The paper a tool for emotional The
tool, called the Emotional and Social Competence Inventory (ESCI), assesses various
competencies related to emotional intelligence, such as self-awareness, empathy, and
relationship management.

The paper used the job competence assessment method to identify the competency
profile of personnel directors. The authors found that the most important competen-
cies for personnel directors are strategic thinking, leadership, and communication skills,
among others.

The paper explored the concept of competency niche as a source of competitive ad-
vantage by conducting a literature review and empirical research, including surveys
and interviews. The study found that the competency niche concept could be applied
across different industries, and organizations could benefit from identifying and deve-
loping their competency niches.

The paper i the ies that project need to possess to be
effective in the context of Industry 4.0. The study employed a literature review and a
survey of 112 project managers. The findings showed that the project managers need
to have technical, and to succeed in Industry 4.0.

The paper used a longitudinal study to examine the factors that contribute to project ma-
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including needs analysis, learning, and evaluation.
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Abstract

This review examines the updated 2024 edition of The Innovator’s Dilemma by Clayton M. Christensen, a seminal work on
disruptive innovation and its impact on established firms. Christensen’s theoretical framework, which explains why market leaders fail
in the face of disruptive technologies, remains highly relevant. At the same time, this review critically assesses the transferability of
his theory within the context of contemporary management research. Particular attention is given to the applicability of Christensen’s
concepts to European and German firms, with a focus on structural, regulatory, and sectoral differences. This review highlights key
limitations and outlines potential avenues for future research that could better integrate managerial decision-making, industry- specific
dynamics, and institutional frameworks into the study of disruptive innovation.

Keywords: Disruptive Innovation, The Innovator’s Dilemma, Innovation Management, Upper Echelons Theory,
Corporate Governance

Paper type: Book and Conference Review

In the ever-changing landscape of business and technology, The Innovator’s Dilemma by Clayton M. Christensen
remains a seminal work that continues to challenge conventional wisdom on innovation and corporate success. First published
in 1997 and reissued in 2024 with a foreword by Marc Benioff, cofounder and CEO of Salesforce, the book examines the
paradoxical relationship between established firms and groundbreaking technologies. Christensen’s central thesis—that the
very management practices enabling companies to become industry leaders may also contribute to their decline when faced
with disruptive innovation—remains as relevant today as it was nearly three decades ago.

The 2024 edition of The Innovator’s Dilemma not only reaffirms Christensen’s original insights but also incorporates
new case studies and analyses that reflect the rapid technological advancements and market shifts of the 21st century. This
review examines the key concepts and themes in the updated work and critically analyzes the applicability of Christensen’s
conclusions to Germany and Europe, particularly in relation to established management theories such as the Upper Echelons
Theory.

The Innovator’s Dilemma examines why successful companies, despite their market leadership, frequently fail in
the face of disruptive innovations. Christensen argues that such technologies are typically simple at first and target small,
overlooked markets that established firms tend to neglect. He highlights the fundamental differences between emerging
technology-driven markets and traditional ones, which incumbents frequently misjudge. Christensen emphasises that
a culture of risk aversion and intolerance for failure hampers innovation within large corporations, while slow, difficult
decision-making processes are exacerbated by limited information about disruptive technologies. He further contends that
conventional marketing strategies are poorly suited to disruptive innovations. . The core dilemma is that successful companies
have little incentive to abandon established technologies in favor of disruptive (initially inferior) innovations, a reluctance
that can ultimately lead to their downfall. Firms that remain committed to their existing customer base and market structures
risk being overtaken by disruptive technologies. Echoing this perspective, Marc Benioff in his foreword stresses the need
to challenge traditional business models, move beyond conventional business strategies, and embrace new technologies and
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shifting market demands.

Christensen’s research approach is based on the systematic examination of real-world cases from economic history,
from which he derives general principles to develop a comprehensive theory. He employs an empirical research methodology
to formulate his theory of disruptive innovation, incorporating several key components. First, he analyzes historical case
studies, examining various examples from economic history (e.g. IBM, Honda) to identify patterns in the failure of established
firms. This is followed by a pattern recognition process, through which Christensen identifies recurring trends associated
with corporate failure in the face of specific innovations. Selected companies are then examined in greater depth to uncover
the underlying causes of their decline. Building on these observations, Christensen develops further theoretical concepts.

The theoretical foundations of his work rest on several key principles that explain the dynamics of innovation
and market development. Central to his framework is the S-curve of innovation, which illustrates how new technologies
initially grow slowly, then accelerate exponentially before reaching saturation. Christensen distinguishes between sustaining
innovations, which enhance existing products, and disruptive innovations, which create new markets or replace established
ones. Disruption occurs in two forms: low-end disruption, offering simpler, cheaper solutions for price-sensitive customers,
and new- market disruption, which establishes entirely new markets.

Like Phelan (1999) on dynamic capabilities, Christensen links the challenges of disruptive innovation to organizational
capabilities, emphasizing processes and values as key factors shaping managerial and employee innovation priorities. While
he places greater emphasis on organizational processes and systems, Christensen also addresses the role of management,
arguing that leadership style and managerial decision- making are critical determinants of a firm’s ability to navigate disruptive
innovation successfully. Recent research has further explored the relationship between managerial personality traits (such
as risk aversion) and corporate success in the context of innovation (e.g, Benischke et al., 2019; Cain et al., 2014; Gordon
et al., 2021). Moreover, the nature of leadership, as highlighted by Christensen, has been extensively studied in relation to
innovation outcomes (e.g, Chen et al., 2022; Hauck & Prugl, 2015).

In contrast to prevailing Upper Echelons Theory approaches (Hambrick & Mason, 1984), Christensen largely
downplays the impact of individual managerial characteristics on innovation outcomes. At the same time, he suggests
that, while management is responsible for the efficient allocation of resources and thereby plays a pivotal role in steering
innovation, the workforce remains ultimately responsible for implementation. In this respect, Christensen does not directly
contradict Upper Echelons Theory but instead provides complementary insights.

Like many recent studies (e.g., Lertpiromsuk et al., 2024), Christensen identifies organizational culture as a key lever
influencing corporate innovation. He demonstrates that established organizational values and decision-making processes in
incumbent firms often impede radical innovations, partly due to a reliance on existing knowledge and familiar sources of
information. Radical innovations, Christensen argues, often introduce discontinuities in knowledge, rendering previously
relied-upon knowledge bases obsolete in new technological and market contexts. Building on concepts like ambidexterity
(O’Reilly & Tushman, 2008) this review encourages further research on the interplay between managerial decisions and
organizational structures.

Christensen differentiates between firms threatened by disruption and those driving it, often focusing on small
businesses while overlooking the innovation potential of large corporations. Examples include, Aldi, which has restructured
the traditional business model of the grocery retail sector, and Siemens, which has established the open innovation program
Siemens Dynamo and its own disruption unit. This retrospective approach, also criticized by Blank (2014), may underestimate
the adaptability of incumbents. Nevertheless, even backward-looking studies on innovation factors can provide valuable
predictive insights. A key limitation of Christensen’s work in the context of Huropean and, more specifically, German, firms
lies in his predominant focus on the United States and Asia. While his theories regarding large, established firms can, to some
extent, be applied to other economies, they do not explicitly account for companies operating in structurally, culturally, and
regulatorily different regions. For international practitioners, it is therefore essential to reinterpret Christensen’s insights in
light of factors such as corporate governance and data protection regulations. While Christensen’s latest edition does touch
upon emerging technologies such as artificial intelligence, blockchain, and digital platforms, it does not provide a detailed
analysis of the regulatory and privacy differences between the US, Asia, and Europe, which significantly shape innovation
behavior.

Moreover, Christensen places limited emphasis on industrial goods and service providers, concentrating predominantly
on technology and IT firms. This focus also applies to his conceptualization of disruption. When analyzing German firms
and their innovation strategies, this sectoral emphasis may limit the applicability and generalizability of his theories. In
2024, the manufacturing sector contributed 19.7% of Germany’s total gross value added, maintaining a traditionally greater
significance than in other major EU economies (Statistisches Bundesamt, 2025). The omission of this economic sector
constrains the direct transferability of Christensen’s findings. This limitation is not unique to Germany but extends to
other
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economies with strong manufacturing industries, where Christensen’s framework may require adaptation to reflect
the sector- specific characteristics. Integrating case studies from these industries could enhance the model’s applicability.

Despite these limitations in applying Christensen’s work to different economies, the Oslo Manual 2018 by OECD/
Eurostat (2024)—used to assess the innovation success of German firms and incorporates several aspects of The
Innovator’s Dilemma: When New Technologies Cause Great Firms to Fail (1997)—demonstrates the continued relevance
of Christensen’s ideas for contemporary innovation research.

In summary, even in its updated 2024 edition, Clayton M. Christensen’s The Innovator’s Dilemma remains a
foundational work for understanding innovation dynamics and the challenge established firms face in times of change.
Limitations are evident in the areas of country-specific differences, diverse industries, and managerial roles in innovation.
Recognizing global shifts (e.g., COVID-19, artificial intelligence, and geopolitical tensions) is crucial, as disruption is driven
not only by technological innovation but also by external shocks and societal changes. This underscores the ongoing relevance
of the theory of disruptive innovation in understanding contemporary technological and economic challenges.
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