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Agata Baliiskd
CULINARY TOURISM IS A FORM OF RURAL TOURISM AIMED AT SENIORS

Abstract: The main objective of this paper is to analyze dpportunities of culinary tourism
(food tourism) development within the frameworkrafal tourism (rural culinary tourism). The
paper focuses on culinary tourism, the role of fgmwducts in tourism and examines the
relationships between rural tourism and other foohsgourism, including culinary tourism. The
paper argues that culinary tourism may potentiappeal to senior tourists. The study involved a
survey conducted among active senior tourists whitdws their interest in culinary tourism.

Key words: culinary tourism, rural tourism, seniors

INTRODUCTION

In recent years there has been a growing interesuiinary tourism. Tourists are keen to
discover local and traditional dishes and get tovkmow to prepare them, etc. In response to this
trend tourism market offers food experience whghot just meant to meet basic biological needs
but is supposed to be a leading tourist attraci@ulinary tourism is not attributed to a particular
area and it can develop both in rural areas arttidrcity. It can be perceived as a subset of rural
tourism, which will be further discussed in thisidt. Rural tourism is characterized by a great
dynamics of development. Owners of agritourism faramd other rural facilities improve the
quality of offered services and diversify and cusite their offer for expectations and needs of
different customer groups. Senior travellers ardnaportant segment of the recipients of tourist
services. Due to demographic changes (populatiorgagheir proportion in society is increasing.
This is why this study will explore the needs détgroup of consumers.

In the individual aspect, old age is a biologicaépomenon that is part of the human life cycle.
From a gerontological point of view ‘aging’ is ardymic process while ‘old age’ is a static state
[Porzych et al. 2004]. Usually old age is sub-gemlipnto three stages: young-old (60/65 to 74),
middle-old (75-84), and oldest-old (over 85). [Rdpa 2012]. The proportion of population over
65 in Polish society was 15.8% in 2015 (comparetl0t@% in 1990 and 12.4% in 2000), and it is
estimated to reach 32.7% in 2050 [Rocznik ... 20T6 available research results show that tourist
activity of seniors and their needs vary and, du¢he continuing growth of senior segment, the
tourism providers should ensure that their produst®t the senior travellers’ needs [Gérna 2015;
Pilis et al. 2010, Alén et al. 2018niadek 2007; Parzych, Gotowski 2016; Szpara 20$Eh&ikul
2012].

The objective of this study is to examine the pecsipes for rural culinary tourism
development. It is investigated through literattegiew and a survey conducted on the sample of
83 active senior touristsThe selection of respondents was non-random. ifiteeviewed group
included students attending courses at the Untyefai Seniors run by Jézef Pitsudski University
of Physical Education in Warsaw (AWF) in the Rofalths (Lazienki) and Saski Garden (Ogréd
Saski) in Warsaw.

RURAL TOURISM AND CULINARY TOURISM

Rural tourism is defined as a form of tourism whitdcilitates a close link between tourists
and the local community, uses the assets of ageilland its surrounding as well as the existing
infrastructure with respect to the natural enviremth [Sikora 2012]. The analysis of published

1 Wwarsaw University of Life Sciences — SGGW, Nowwoansska 166 st. 02-787 Warsaw, e-mail:
agata_balinska@sggw.pl

2 The survey was conducted by S. Gérniewska for lesedationCulinary Tourism as a Holiday Offer for
Seniors defended in 2016 at Warsaw University of Lifee®des (SGGW), Faculty of Economics.
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definitions of rural tourism has led to the ideictition of its key components [Batika, Sikorska-
Wolak 2009]:

» It takes place in truly rural areas, .i.e. wheme spatial development and local population’s
activities are dominated by agriculture.

* It provides peace and quiet and unrestricted comigle nature.

« It uses local resources (social, natural and calltwationally.

e It is a small scale venture (relatively small numlé venues providing food and
accommodation) so that the primary agriculturalction is not dominated by the tourist
function.

e It builds on existing housing resources (uses lbcédings through adaptation of e.g. old
mills, stables, granaries, etc.) and labour ressuases surplus labour resources).

The concept of rural tourism can be approached fwonperspectives, one focusing on supply

and the second- on demand (Table 1)

Table 1. Definitions of rural tourism focusing ampply and demand perspectives

Perspective Definitions

Supply Form of the indigenous community’s activiggming at rational
utilization of natural, cultural, housing and humasources in order tp
create an original and comprehensive offer of leisactivities for
tourists and visitors.

Demand Form of spending leisure time in rural aveds agricultural functions
individually or in small groups, with respect totumal and socio
cultural assets of the area.

Source: A. Baliska: Znaczenie turystyki w rozwoju gmin wiejskiatpreyktadzie obszaréw peryferyjnych wschodniego
pogranicza Polski. Wydawnictwo SGGW, Warszawa 20162.

The development of rural tourism involves mainlye timprovement of service quality,
expanding horizontal cooperation between the acamhation providers (e.g. by creating network
products) and enhancing diversification and ativaoess of the offer. As a result, rural tourism
takes forms representative for other types of smras depicted in Figure 1.

Culinary
tourism
Sightseeing —— tgll;::fn
tourism
Rural
tourism

Roots tourism Ecotourism

, Culture

tourism

Figure 1. Rural tourism linked to other forms ofiticm

Source: own elaboration
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Depending on the creativity of the accommodatiavioters and the needs of the tourists, rural
tourism may take the form of: active tourism (eoffering horse riding, bicycles, kayaks, etc.),
ecotourism (e.g. in venues located near natureveser on ecological farms), cultural tourism
(e.g. visiting open-air museums, participating amdicraft workshops), roots tourism (hosting Poles
who live abroad and bringing them closer to thdonjsand culture of their country of origin),
sightseeing (visiting places of interest in a givegion) and culinary tourism (exploring culinary
heritage and food of the region).

Due to the adopted research topic this study witiué on culinary tourism (food tourism).
Culinary tourism is part of more general consunrend involving the quest for authenticity,
fashion for cooking (best exemplified by the grogvimumber of cookery TV shows) and eating out.
Food, and especially food consumption, is an isicielement of travel. Tourists are more and more
eager to look for tastes and flavours typical & tegion they are visiting. There are also those fo
whom gastronomy is a major tourist attraction. &bgons of public persons and organizations such
as Slow Food also contribute to the creation «f thpe of needs ¢gzmyk, Sammel, 2012, p. 224].
The conservation of traditional dishes and flavasralso part of the European Union policy, as
exemplified by the protection of traditional protkin the form of Protected Designation, Protected
Geographical Indication, Guaranteed Traditional cggdty. An interesting example of protection
and promotion of traditional culinary assets is tBeropean Network of Regional Culinary
Heritage, with a very successful contribution ofdhd and the List of Traditional Products kept by
the Ministry of Agriculture and Rural Developmebt/(15 March 2017 it listed 1668 products).

According to A. Matusiak, ‘through foods and thrbuthe world of smells and tastes the
tourist can fully and thoroughly experience cultuidatusiak 2009, p. 5]. Food and everything
related to it from agricultural production througtocessing, packaging and storage is an attraction
in itself. Culinary tourism therefore involves siproviding the experience and knowledge of:

« Traditional regional and national dishes

e Culinary novelties

e Products of famous chefs and confectioners

« Production processes of foods protected under Bidl&ion (PDO, PGI, GTS)

* Vegetable and fruit growing and animal husbandpycal for the region

e Local, regional and national liquors

In the latter case we can talk about enoturism gwaurism) involving trips to wine regions,
vineyard tours, wine tasting, etc. In many coustréne routes are very successful and attract not
only wine connoisseurs but also people seekingraigatypical leisure activities.

According to K. Pleb&czyk culinary tourism can be considered from défer perspectives,
[Plebaczyk 2013, p. 27]:

e Tourism in general, as it is included in the clfisaiion of UNWTO (World Tourism

Organization);

e Sustainable development of agriculture and ruraasy because it contributes to the

maintenance of extensive, traditional forms of picitbn,

« Economy, because it stimulates the developmeniaa lentrepreneurship and creates new

jobs.

In the author's opinion, the development of culntourism is extremely important from a
societal point of view. On the one hand, it conttés to the conservation of regional culture and
identity. On the other hand, it prevents migratfoom rural to urban areas and builds a sense of
belonging to the ‘little homeland’. Culinary toumscan be a form of both rural tourism and urban
tourism. Both in urban and rural areas it is pdssib create networks (clusters) that can (and
increasingly often actually do) provide quality bexperience combined with other memorable
attractions. Rural areas, being a natural placdoofl production, are predisposed to develop
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culinary tourism. Food tourism appeals to peoplalbéges with varied needs for physical activity,
including seniors, especially since their culinarperiences are usually very rich. K. Szpara and M.
Gwdzdz perceive culinary tourism as part of cognitiverteimn and even special interests tourism
[Szpara, Gwédz 2011, p. 222]. There is recognition that food dederages are experiencing a
growing popularity among tourists [Krupa 2010, ppl#455; Borowska 2013, pp. 73-81].
Moreover, this form of tourism facilitates the diea of networking products.

RESEARCH RESULTS

The survey was conducted on a sample of 83 actin®istourists. The interviewed group was
dominated by women who accounted for 74.7% of dw@pde. The vast majority (80%) of the
respondents lived in cities of over 50,000 and @3y were village residents. The sample consisted
mostly of seniors (65-74 years), which accounted7&2% of the sample. The oldest seniors (85+)
accounted for only 4% of the sample.

The majority of the respondents (90%) declared theay travelled at least twice a year. The
details are presented in Figure 2.

Respondents aged 75+, N=18 |[£ii8

Respondents aged 63-74, N=63 51

0 10 20 30 40 50 60

EQver3timesayear #2-3timesayear MOncea year

Figure 2. Frequency of travels by age.

Source: own research

Independently of age, most respondents went ord&y3breaks. Women travelled more often
than men. Nearly half of the women travelled mditerothan three times a year. Only one in four
men declared similar frequency. Most often theyemelatively short 2-3 day breaks (40% of the
respondents) and 4-5 day trips (37%). Only 7% reploone week travels while 16% took minimum
two week holidays. The longest trips were takeSR#s, mainly by women.

The respondents travelled mostly in low seasonn.@autumn (45%) and spring (31%). They
were most often accompanied by spouses (48%),d8i€B3%), children and grandchildren (19%).
Interestingly, the majority of respondents (63%itipgpated in organized trips, mainly in Poland.
The purposes of the trips were diversified, as shiowFigure 3.
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Sightseeing

Religious purpose

Health

Visiting family /friends

Rest and relaxation

Rest and relaxation

EMen, N=21 #Women, N=62 ™M Total, N=83

Figure 3. Purposes of trips by sex

Source: own research

Regardless of sex, the main purpose of the trip sigtstseeing, followed by religious purpose
and health purpose declared by a larger propodfiavomen than men. Culinary purpose was in the
last position which should not be surprising asnauty tourism is not very popular yet. The idea of

culinary tourism got rather positive assessmentarehree in four interviewed seniors (mostly
women) found it attractive (Figure 4).

71
Hard to say 13

Rather attractive 58

Tﬁw
5

Definately attractive 29

—

0 10 20 30 40 50 60 70 30
%

Men, N=21 Women, N=62 mTotal, N=83

Figure 4. Attractiveness of culinary tourism aseddsy respondents by sex

Source: own research.
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Almost one in three respondents was unable to aigisesttractiveness of culinary tourism and
they were more likely to be men than women. It &thdae emphasized that none of the respondents
rated it as unattractive. The majority of responsldB88%) were of the opinion that Poland has a
potential for the development of this form of t@mi (98% of women, 57% of men). The fact that
more women than men found culinary tourism attv@éctian be explained, among others, by their
greater experience in this field. Seniors areraftle a group where the classic division of rods
home was common and the preparation of meals vea®th of women.

The attractions of culinary trips were also asstdsg the respondents, as illustrated in
Figure 5.

Cookery workshops £ 55

Visiting food producers

21

. 50
Tastings q 13 |
Food festivals H 11 | 24
0 10 20 30 40 50 60

%o

Men, N=21 ®Women, N=62

Figure 5. The attractions of culinary trips assdd$sethe respondents by sex

Source: own research.

The interviewed women found it attractive to ledwow to prepare local dishes and to visit
places where they are made. Men preferred tastindggood festivals.

CONCLUSIONS

Despite the fact that culinary tourism is still avelty in the Polish tourism market, the
conducted analysis leads to the thesis that wigitgggiate promotion and customizing the offer for
the needs of different segments of customers foadsm should attract more and more travellers.
Culinary tourism is characterized by low seasowadihd senior tourists are more flexible with
regard to travel time, which was confirmed by thevey results. It is therefore an attractive target
group for tourism service providers.

Rural tourism can take the form of culinary tourismeven rural culinary tourism, which will
take advantage of the culinary heritage and huneengial of rural areas. It can also contribute to
the restoration of long forgotten species and vViegeof vegetables or cereals. Food experience can
become the key rural tourist attraction. What's endir can be an alternative to other local assets
especially those which largely depend on weatheitions as culinary tourism is practically
insensitive to the weather.
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Hanna Doroz-Tomasik Grzegorz JankowsKi

WATER TOURISM AS A CHANCE OF RURAL TOURISM DEVELOPMENT
BASED ON THE EXAMPLE OF MALA PANEW VALLEY

Abstract: The canoe trail on Mata Panew is a less populaerofithis type in Poland. It is a
picturesque water route on a meandering river, atharized by a large variety of landscapes.
Enterprises dealing with comprehensive canoeingaas, as well as marinas being the starting and
ending points of particular canoeing sections wereated along the valley of the river. The
facilities providing services of widely understondal tourism are a complementary offer to active
recreation on Mata Panew.

The aim of this article is to assess the naturabmt@al of Mala Panew valley and to
demonstrate the role of canoe tourism in the deweémnt of rural tourism in this area. Internet
sources and bibliography are the research matéviateover, field studies and interviews with
selected travel agents were conducted.

The results show great natural value of Mala Panaley. The existing tourist and
paratouristic infrastructure, allows for touristieals and professional canoeing.

Natural and non-natural values are an attractiuegboffer. Taking into account the proximity
of large urban centers, while improving and intgsg marketing activities, there is a real chance
to revive interest in rural tourism in Mata Panealley and to activate local tourist businesses.

Key words: water tourism, Mata Panew, rural tourism, cangein

INTRODUCTION

Inland water tourism has long been very populasweler, only a few years ago, as a
result of the liberalization of regulations (suchligenses), it has become really widespread. ®ne o
the most frequently practiced varieties is canoeimgich enables exploration of practically all the
basins (lakes, water bodies, rivers, canals anerotvaterways). Unlike other forms of water
tourism, canoeing does not require extensive itrfiesire, although it undoubtedly constitutes an
important element, which, together with its natwaatl cultural values, makes this form of tourism
attractive.

Currently canoe tourism trails have been desighatemost of the basins. It is estimated
that in Poland there are about 15 thousand kilomseterivers and water reservoirs, which make it
possible to practice caneoing tourism (Klementow$R95). Moreover, in 2013, about 213
waterways with a total length of 15 393 km wereistged (Owsiak 2013). Mata Panew is one of
them. Although it has been present in informatived aadvertising materials of particular
municipalities and tourist institutions (e.g. PTTH) many years it is still a little known, albeit
picturesque trail. Interesting attractions includiemerous meanders and, above all, significant
diversification of natural and cultural values oartiular sections of the river. The functioning
infrastructure (though not sufficient) in the forof marinas, camping sites, higher standard
accommodation as well as catering and paratoufititities year by year makes the canoe trail of
Mata Panew an ever increasing attraction of thasatbrough which the river flows. Marketing
activities are also important. Companies offerirgnaeing, individual sections and existing

% University of Silesia in Katowice, Faculty of Baciences, Department of Regional Geography and
Tourism

Bedzinska st., 41-200 Sosnowiec e-mail: hanna.@gprail.com

4 University of Silesia in Katowice, Faculty of Baciences, Department of Physical Geography, Bekii
st. 60, 41-200 Sosnowiec e-mail: gjj37@wp.pl
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infrastructure appears more often in industry pattions promoting not only canoeing on Mata
Panew but also rural tourism facilities.

In the scientific literature the issue of waterrtem is taken in various aspects. It finds its plac
in the broader concept of tourism (Merski 2002¢ghigki et al. 2008) and it is also elaborated in
foreign literature (Jennings 2007, Pollock et &l02). There are also scientific articles about wate
tourism in narrow contexts (Wyrzykowski 1994, Wi2007, Nitkiewicz-Jankowska and Jankowski
2012).

On this elaboration, both inhouse and field staidiave shown that both tourism (natural
and non-natural) values and existing infrastructoaee a certain potential. Assessment of this
potential — as the main objective of this articlis a summary of mentioned studies.

THE RANGE OF RESEARCH

According to J. Kondracki (2001) the area of M&anew valley is entirely located at
the Opolska Plain (318.57). The Opolska Plain edden the right river basin of Odra River from
Stobrawa north to Tarnogorski Garb being alreadythen Silesian Upland in the south (Ruman,
2011). It borders from the north-west with the @leka Plain, in the eastern belt with the Silesian-
Krakéw uplands and from the south-west with Wrodkav Proglacial Valley. The surface is
covered with loam, sand, gravel, clay and loess#dions overgrown with Bory Stobrawskie,
where the "Smolnik" and "Bany" reserves were created. The area of the Op®&ikin is approx.
2600 knf and it is divided by a Mata Panew River flowingahgh the middle, creating Olienie
Matej Pawki in its eastern part (Kondracki, 2001).

Mata Panew (Fig.1) is the right-bank tributaryQdra River, and its length (about 132 km)
and the catchment area (about 2130 km2) make itatlgest Odra tributary in its upper course
(Czaja, 2011). The slopes of Prog Woznicki aresingrce area of Mata Panew, and then the river
flows into the broad and sandy plain which narrawthe Kalety region. In terms of nature, it is one
of the most interesting sections of Mata Panew,re/ldemeandering river (photo 1.) creates several-
meter indentations. The valley extends only inuieénity of the town of Kolonowskie and reaches
a maximum of 2 km wide. From Ozimek to the Turawes&voir, the trough of Mata Panew has
been settled as it passes through an area of tballsd reservoir backwater (Czaja, 2011).

N

50°50'0"

| Kilometry

Fig. 1. Mala Panew River (black lines — city bounglaalong the river: Wamiki, Kalety, Lubliniec,
Zawadzkie, Kolonowskie, Ozimek, Opole)

Source:https://pl.wikipedia.org/wiki/Ma%C5%82a_Pam#media/File:Ma%C5%82a_Panew_(rzeka).png
access: 24.04.2017
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Photo 1. Meander of Mata Panew in the area of Zakiadown
Source: http://www.esslli2012.pl/index.php?id=4&ess: 24.04.2017

Numerous reserves and protected areas were craatddata Panew, and the most
interesting include: ,Jeleniak Mikuliny” reservechted in Kosgcin commune 37 ha, crane
breeding site, protecting the old trees, appro%. tZa ,Dcby Buroszowskie” reserve located in
Twordg commune and "Hubert" reserve located in @i@$ commune, where on the area of a
little bit over 13 ha mixed forest is being protzt{Kondracki, 2001).

The settlement was established by the river. Laggdtlement centers include Ozimek,

Kolonowskie, Zawadzkie and Dobrodaie

RESEARCH MATERIAL

Research materials used in the article were dellein two stages. The first stage included
inhouse studies. Authors have made a list of estifiroviding rural tourism services (especially
canoe tourism), located in the valley of Mata Pan&he list is shown in Table 1 with a comment

from field studies.

Table 1. Selected rural and canoe tourism fadlitiethe valley of Mata Panew

Facility

Range of services

Comment

Resort ,Zielona” (Kalety)

Accommodation, catering,
recreation

Resort in the process of
modernization

Hotel ,Prawdzic” (Krupski Mtyn)

Accommodation, categ,
recreation, SPA and fitness

Hotel in the process of
categorization and expansion of {
offer; new facility

ne

Mill ,Bombelka” (Zedowice)

Canoes, parties, paintball,
accomodation

Canoe marina ,Tropicana”
(Zawadzkie)

Canoes, small catering

Seasonal activity

Canoe marina ,Siber”
(Kolonowskie)

Moved/liquidated

Canoe marina ,Amazonka”

Canoes, paintball, small

Seasonal activity

(Kolonowskie) catering
Dzika Chata (Staniszcze Male) Restaurant
Turawa canoeing (Turawa) canoes Seasonal activity

Source:Own study



%

Intercathedra 33/2, 2017

17

The second stage included field studies. Mappimbiaventory took place at the riverside area
of Mata Panew as well as in Kalety, Krupski Miyfgdowice, Zawadzkie, Kolonowskie, Staniszcz
Maly and Turawa. Additionally, in three enterpriseserviews with the representatives of the
facilities were conducted - OW ,Zielona”, Hotel @vdzic and Mill ,Bombelka”.

RESULTS

During the field studies (I half of April) despifavorable weather, only three of these
facilities provided any tourist services. Firsttloém was Resort ,Zielona” in Kalety, the second one
was a newly constructed hotel ,Prawdzic” in KrupbKyn and the last one was Mill ,Bombelka”
in Zedowice. During the interviews 9 questions were arsd, which are shown in Table 2. Empty
boxes in the table indicate no response. In the osPrawdzic” hotel this empty box is due to the
short existence of the hotel on the market, theeetfioe representative of the hotel does not hawe th
knowledge to provide a reliable answer.

Table 2. Information on selected tourist facilitieghe valley of Mata Panew

Question:

OW ,Zielona”

"Prawdzic" hotel

Mill ,Bombe lka”

1 - range of services

Accommodation,
recreation (field, city
canoe rental), catering,
educational offer

Accommodation,
restaurant and bar,
recreation, SPA and
fithess

Canoeing, paintball,
outdoor events,
accommodation, camping

2 — period of increased
tourist interest

Holidays and weekends

Weekends (May-
September) and holidays

3 — scale of the regional
significance of the
object

regional

Reception for foreign
tourists — business
tourism

regional

4 — length of stay

1 day

1 day

5 — features attracting
the tourists

Water reservoir, forest

Silence, forest
surroundings and other
natural values

Natural values (mainly
forest, river), silence;
canoes

6 — cooperation (and itg
range) with other
entities

The city of Kalety — canoe
rental; private
entrepreneurs — sleigh
rides, dancing parties

Private entrepreneurs —
event service (catering),
paintball, marina access t
other canoeing organizer
and individual tourists

7 — factors satisfying
the tourists most

Natural values, location in
the forest

Kitchen in the hotel
restaurant (game, fish)

River wildlife, isolation
from civilization, lack of
bigger infrastructure

8 — factors causing the
tourists dissatisfaction

Low water level in the
river

9 — areas needing
improvement to
increase the
attractiveness of Mata
Panew

Improving the standard of
services offered,
increasing
interinstitutional
cooperation, active
participation of various
actors in the organization

of events

Ineffective marketing —
lack of translation of the
tourist centre operation
into the effects of
entrepreneurs

Source: Own study

There are leisure and holiday complexes at Tureamsiike and in its immediate vicinity
(photo 2). Their back facilities are very differentterms of service standards. There are camping
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sites, resorts, boardinghouses, guest houses dat$,hoars and restaurants. During studies these
facilities were closed, in some of them renovatiammsks were performed, preparing them for the
tourist season.

Photo 2. One of leisure complexes at Turawskie Lake

Source: G. Jankowski

CONCLUSIONS

Summing up the above considerations, it can bedtdtat the tourist traffic in the valley of
Mata Panew is characterized by seasonality. Itrisranal phenomenon for canoe tourism, although
the canoeing season is increasingly extended,X@mple by spring rafts to clear the troughs and
direct river waters. Therefore, conducted studies/gd that the seasonality of canoe tourism on
Mata Panew is enclosed in a period from May to ¢hd of August, occasionally there are still
canoe trips in April and September. This is causetdonly by weather conditions, but to a large
extent this is influenced by the fact that a siigaifit portion of the tour operators serving theogan
trail of Mata Panew offers their services only dgrithe holiday season (e.g Kajnar tourist office
based in Gliwice rents equipment in canoe host&rupski Mtyn — photo 3).

Infrastructure is an extremely important elementt timfluences the tourism potential in this
area. Most of the facilities are unfortunately eathrimitive, "home-made" slips, bridges and places
making it easy to cross the weir (canoe carrying passes — photo.4). However, apart from such
facilities there is also an infrastructure alreaffering an adequate level of services. An exarople
this is OW ,Zielona”, which (according to the int@w) year to year increases the range of services
(suitably prepared sandy beach, canoe platform hiitkerland or event organization) but mostly
their quality (renovation of standard rooms, caigffacilities and surroundings around the objects).
The situation is similar in the case of Mill gBelek”. In addition to a well-prepared marina widi
facilities (barbecues, bonfires, shelters, benclets,), the place offers a camping site and
accommodation in a brick building. An additionatrattion is a very popular paintball arena.
According to field studies conducted, the numbepaticipants using the attractions of the area is
slowly but systematically increasing
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Photo 3. The facilities of ,Kajnar” seasonal came&rina

Source: G. Jankowski

'x.‘* = Fal
Photo 4. Canoe pass on the weir in Kolonowkie

Source: G. Jankowski

We cannot forget about the current promotionalvéis strongly highlighted during the
interviews. They are performed, together with mankg mostly by individual entities in a given
area. However, the lack of coordination and cohtemarketing projects for the entire canoe trail of
Mata Panew is seen as rather insufficient, althongiwadays, as clearly emphasized by the
interviewee, it is much better than a more thany&@rs ago when there was no promotion or
marketing at all. Thus, such activities are carrmat by individual municipalities, canoeing
companies, owners of catering and lodging facditend industry organizations (e.g. PTTK).
Despite this (or perhaps due to it), informatioro@tbMata Panew canoe trail, the natural and
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cultural attractions associated with it, and thalitées of accompanying infrastructure can be foun
in numerous materials concerning the trail itsall ¢he areas through which it passes.

It can therefore be stated that already in thegmteform the tourist product of water tourism is
an important aspect of the tourist potential of #Blanew valley. Its impact on the rural tourism
infrastructure development can be seen, not ontlggrform of elements directly associated with the
canoe trail, but also accommodation and caterimgitfas from newly constructed ,Prawdzic”
hotel, aspiring to be a three-star hotel, througldhay resorts (e.g OW "Zielona") to agritourism
farms offering accommodation.

REFERENCES

1. Czaja S.W. (2011), Powodzie w dorzeczu Gérnej Oidagowice, Uniwersyte$laski.

2. Jennings G. (2007), Water-Based Tourism, Sportsurei and Recreation Experiences,

London, Taylor and Francis.

3. Klementowski K. (1995), Mdiwosci uprawiania turystyki kajakowej w Polsce, Probjem
Turystyki, Nr 18 (1/2).

4. Kondracki J. (2001), Geografia regionalna Polskarg¢awa, Wydawnictwo Naukowe PWN.

5. Lijewski T., Mikutowski B., Wyrzykowski J (2008), €ébgrafia turystyki Polski, Warszawa,

PWE.

Merski J. (2002), Turystyka kwalifikowana, Warszawdyd. WSE.

Nitkiewicz-Jankowska A., Jankowski G., (2012): Dide&etwo kulturowe turystycznej

przestrzeni nadrzecznej, jako czynnik wplyyesgj na ruch turystyczny. W: Popyt turystyczny.

Fundusze europejskie, zagadnienia regionalne. Redpaukowe, Nr 700, Ekonomiczne

Problemy Ustug Nr 85 red. J. Buko, A. Panasiuk, Wydictwo Naukowe Uniwersytetu

Szczeabskiego, Szczecin, s. 199-212.

8. Owsiak J. (2013), Diagnoza stanu zasobdw i inwgstyc turystyce wodnej w Polsce,
Problemy turystyki i rekreacji, nr 1/2013, s. 62-78

9. Pollock N., Chase L. C., Ginger C., Kolodinsky 20@¢7), The Northern Forest canoe trail:
Economic impacts and implications for sustainabtenmunity development, Burlington,
University of Vermont.

10. Ruman M. (2011), Uwarunkowania i skutki zmian $§eavosci fizyko-chemicznych waod
Zbiornika Turawskiego, Katowice, Uniwersytdtski.

11. Wilus R. (2007), Nadrzeczna przestizirystyczna. W: Turyzm 17/1-2 red. S. Liszewski, E
Dziegiet, Wydawnictwo Uniwersytetu £odzkiego, tads. 127-143.

12. Wyrzykowski J. (1994), Rzek jako przedmiot zaingengar turystycznych (na przyktadzie
Polski). W: Rzeki. Kultura, cywilizacja, historia, 3, red. J. Kuttuniak, Wydawnictwslask,
Katowice, s. 157-171.

13.
https://pl.wikipedia.org/wiki/Ma%C5%82a_Panew#/n&lile:Ma%C5%82a_Panew_(rzeka).
png access: 24.04.2017

14. http://www.esslli2012.pl/index.php?id=46 accegk02.2017

No



% Intercathedra 33/2, 2017 21
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RELATIONSHIP BETWEEN AGRITOURISM LODGINGS
AND NATURE CONSERVATION IN EASTERN REGION OF POLAND

Abstract: Tourist values are one of the most significantdescdetermining spatial distribution
of tourist traffic. One of the type of such valwe natural ones, which are especially important fo
rural vacations. Perception of those values' quatidy be strongly subjective, however fact of the
law protection of particular area or place may teated as a specific determinant in this matter.
Therefore the paper is an attempt to find a refatiip between size of protected areas, as well as
their percentage share in general area of countes, number of tourist accommodation
establishments (including agritourism lodgings)hivitthose administrative units in years 2012 and
2015. The research area was Eastern Region of P@snNUTS 1 classification), which covers
Podlaskie, Lubelskie, Podkarpackie asavictokrzyskie provinces. The advantage of such
delimitation is in analysis of areas that, thardkgheir agricultural nature, seem to be predestined
for rural tourism and where at the same time arayniiarms of nature protection. Moreover, inner
landscape diversification of the research arear(fiake sites and plains in the north to mountains i
the south) gives an opportunity of inside comparissf obtained results and provides some
representativeness of carried out analysis. IptHper statistical measures were used and the main
source of data were databases of Central Stati€itae of Poland.

Key words: rural tourism, agritourism, natural values, natpretection, agritourism lodgings,
correlation.

INTRODUCTION

Present civilization transformations and their pawake natural environment increasingly
valuable - both from the point of view of decisiovakers, as well as society. This is accompanied
by increased concern for preserving the environriregbod condition. Such trend is noticeable not
only in the popularity of many ecological initiagis and projects and widely understood education,
but also in tourism [R. D. Tauber, L. Wojtasik 2D1The natural factor is present in many types of
tourism, though not in the same way - in some jeysnit only constitutes the background or
element of the spatial arrangement of differentaations, while in the others is becoming the
primary destination of departure. Undoubtedly, seeond situation is the case of rural tourism,
which already by its name refers to the returnhi® roots of man - nature and life based on close,
direct relationships with nature. It should be eaghked that while in general rural tourism is often
understood as the same as agritourism, they arequitalent concepts. In the broadest sense rural
tourism can in principle be regarded as the whdléhe phenomenon of tourism, if only its
implementation is in rural areas [A. P. Wiatrak &P9ro narrow this general idea a little, it can be
claimed that it is tourism organized in rural areash the use of attractions and tourist conditions
that rural environment can provide, unlike the offé consumption possible within urban areas [J.
Sikora 1999]. Agritourism in turn, however meets tequirements defined for rural tourism and is
considered as its most popular form, has a sigmifly more specialized profile and should be
understood as a form of leisure, held in rural sred an agricultural character, based on
accommodation and leisure activities related to fren and its natural, production and service
environment [M. Drzewiecki 1995]. Agritourism isettefore a much narrower concept than rural
tourism, but for both of them the role of the briyaghderstood nature (rural environment, natural
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surroundings of the farm) is a determining facts,evidenced not only by the constructs of the
definitions given, but also by studies conductedanists spending holidays in the countryside in
different regions of Poland. The surveyed assogititis type of tourism primarily with contact with
nature, appreciated mostly the opportunity to edexvith natural habitats, the quality of the natur
environment and natural values, silence, calmneddrash air and finally mostly preferred to stay
in naturally attractive (flora, fauna, landscapaysundings [A. Baliska 2009; J. Zawadka 2010; J.
Feczko 2011]. Therefore all of this proves the ragroelationship between rural tourism, including
agritourism, and nature, most often representéddrcommon perception by natural values.

NATURAL VALUES AND FORMS OF THEIR PROTECTION

Tourist values are the specific characteristics elethents of the natural environment and the
manifestations of human activity that are objecintérest of tourists [T. Lijewski, B. Mikutowski,

J. Wyrzykowski, 2002]. They are a narrower conctiyain tourist resources, because the latter

should be understood as objective attributes of nhmiral and social environment (so-called

potential values) that, once assessed rightly hyigts (as a result of the perception process), can
become true values [A. Kowalczyk, 2000]. Therefargpecific, physically existing resource is not
perceived by every tourist as a value, the objébtinterest - and values are those elementdrnhat
most cases determine the choice of places to speallends, holidays or vacations [J. Kaczmarek,

A. Stasiak, B. Wiodarczyk, 2010]. Tourist values ¢ divided according to different criteria, but

the most common is their origin, differentiatingeth into natural and anthropogenic ones [Z.

Kruczek, 2003]. Natural values, understood as dmmgng the genetic link with the natural

environment [T. Lijewski, B. Mikutowski, J. Wyrzykeski, 2002], do not create a homogeneous

group, encompassing a number of diversified objgmit and surface, animated and inanimate,
formed with or without human influence, and finalljth some form of legal protection or deprived
of it. It is worth noting that, according to Lijekis Mikutowski and Wyrzykowski [2002], large-
space protected areas are usually terrains withitifeest natural values and outstanding landscape
features, worth keeping for the future, what siigaifitly affects the tourist perception of their
attractiveness.

The Nature Conservation Act of 16 April 2004 digtirshes 10 different forms of protection
[Ustawa..., 2004], but only a part of them may basidered as a large-space. Such requirement is
not fulfilled by the monuments of nature, which nigihave spot character, and covering small
areas documentation sites, established primarilyst@entific and didactic purposes, as well as
decisive for biodiversity ecological areas, whiche aesidues of ecosystems. Also species
protection, as related to certain types of plasménals and fungi, cannot be considered in theslarg
space terms, because its occurrence is a derivafitiee existence or non-existence of particular
species in a given area and it primarily conceasran living objects and their habitats. Therefore
the forms that can be considered as meeting théreggent of a large space are:

* national park, understood as an area of exceptionfdral, scientific, social, cultural and
educational value, of an area not less than 100Gtes, where all nature and landscape values
are protected [Ustawa..., 2004];

« landscape park, understood as an area protectedideeof its natural, historical and cultural
values, as well as and landscape values, in oad@rdserve and popularize these values in
conditions of sustainable development [UstawaD042;

e nature reserves, understood as areas preserveduiralnor unaltered state, ecosystems, refuges
and habitats, as well as plant habitats, animaltdtsband fungal habitats and structures and
components of inanimate nature, distinguished kyaerdinary natural, scientific, cultural or
landscape values [Ustawa..., 2004];
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e protected landscape areas, which are terrains qiedtebecause of distinctive landscape with
diverse ecosystems, valuable because of abilitynéet the needs related with tourism and
recreation or the function of ecological corridfldstawa..., 2004];

« landscape-nature complexes, understood as fragnantsatural and cultural landscapes
deserving protection due to their scenic or aestivatues [Ustawa..., 2004];

¢ Natura 2000 sites, which protect birds, habitatd aites of EU importance and may cover
fragments or whole area of the described above @bhes of nature conservation.

According to J Sikora [1999] rural tourism is appated by tourists thanks to, among others,
the possibility of visiting national and landscagseks, as well as nature reserves. Similar opiison
presented by |. Sikorska-Wolak [2009], who emphesizhat not only diversified, natural
countryside, large areas of forests and resera@sconducive to the development of rural tourism
in Poland, but also large-space protected areks, rational and landscape parks, and nature
reserves. W. Rudolf [2010] argues explicitly thafriurism should be the preferred type of
tourism in landscape parks and its priority is ified by low aggression towards the natural
environment. Also J. Majewski [2013] notes that tivens defining protected areas, such as national
or landscape parks or reserves, fit perfectly ititie image of rural tourism and, as widely
recognized and understood thanks to the educationeps and the media, they create good
associations and make the offer of this type ofismu more diversified and attractive. All these
authors therefore note the role of nature's lapgees protected areas in rural tourism or agritauris
although they focus primarily on their three mospplar types: national parks, landscape parks and
nature reserves. Only J. Majewski [2013] notesithage benefits for rural tourism from Natura
2000 sites, although he stresses the low awar@fekis appellation in Polish society. However, it
is worth noting that for such type of tourism atbe other two forms of large-space protection
(protected landscape areas and landscape-natuigecas) may be important. Although certainly
less popular and recognizable, they have impoffiamdtions in preserving an appropriate natural
environment for tourism, which is evident espegiafl the context of their introduction, where the
aspect of scenic and aesthetic values of the lapésis highlighted, as well as use for tourism and
leisure.

The purpose of the article is therefore an attetmplietermine the relationship between the size
of particular protected areas, as well as theireshmthe overall area of administrative units, &mel
number of tourist accommodation establishments,nipaagritourism lodgings. Finding such
dependency will allow to check how strong impacvendifferent types of large-space protected
areas on the development of local agritourism.

METHODOLOGY

For the purposes of this paper literature searchuoal tourism, agritourism and protected
areas in Poland, as well as a survey based orirgxidata was conducted. This study was carried
out for region of Eastern Poland according to théTS classification (NUTS 1), which includes
Lubelskie, Podkarpacki&wictokrzyskie and Podlaskie provinces. Such choice made due to
common social perception of the provinces menticgigave as areas associated with tradition and
countryside on the one hand, and, on the other,hihadresence of numerous and varied forms of
nature conservation. Moreover, inner landscapersiiieation of the research area (from lake sites
and plains in the north to mountains in the soptimvides some representativeness of carried out
analysis. The unit of analysis was a county andf&hem were considered in the research (due to
the incompleteness of the necessary data the Bieeeki county had to be excluded). In the paper
the statistical data from the Local Data Bank &f @entral Statistical Office were used.

To analyze the phenomenon Pearson's correlatiofficest was used. As the maximum
significance level, for which the results of thelcatations were considered as statistically
significant, p equal to 0,05 was assumed. The module of calclledefficient demonstrates the
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power of interdependence. Based on the literattive, following intervals were adopted [B.
Putaska-Turyna, 2011]: 0,0-0,2: very poor interaejance, 0,2-0,4: poor interdependence, 0,4-0,6:
moderate interdependence, 0,6-0,8: strong interdkpee, 0,8-1,0: very strong interdependence.
There is no doubt that in this case the variabldated to tourism are dependent and those
associated with protected areas independent,almvts to draw some directional conclusions. The
first stage of the analysis was identification cfaPson's correlation between the agritourism
accommodation ba&é microregions (counties), expressed by 4 vaesbhgritourism lodgings in
general, year-round agritourism lodgings, numbebed places in agritouristim lodgings in total
and year-round, and independent variables, inctutie following categories of protected areas:
national parks, nature reserves, landscaped pavksaly protected landscape areas, nature-
landscape complexes and protected areas overalledMer data about nature conservation was
considered at two levels: absolute (surface indres) and relative (protected areas mentioned
above as a share in total county areas). The N2006 areas were intentionally not considered in
the study - partly because of their character (sgeand habitat protection), but primarily due to
their overlap with other forms of protection, wheduld result in double counting of the protected
area and in consequence would bring false totallteesThe calculations were made for 2 years:
2012 and 2015. These were 2 extreme years for vehtd could be obtained, but it is important to
be aware that in such short period of time majange in the tourism sector and the size of the
protected areas could not be observed. In the destage the relationship between the independent
variable, for which the strongest correlation wasnid for 2015, and other types of accommodation
(establishments overall and bed places overall) avedyzed. That verified the legitimacy of the
formulated earlier and based on the literature rapsion that the size of protected areas in given
area influences agritourism accommodation more ifsigntly than other types of tourist
accommodation, like hotels or guesthouses.

RESULTS AND DISCUSSION

The obtained results of the correlation betweemtlmaber of agritourism lodgings, as well as
number of their bed places, and the large-spacasfaf nature conservation are presented in table
1. The results clearly show that the factor whigmidicantly influences the number of agritourism
lodgings (and number of bed places offered in thisrthe absolute size of the protected areas! In al
forms of nature conservation the calculated catimgiacoefficients were higher in this category than
in case of their percentage share in general dreaumties. This may be due to the fact that tosiris
(and therefore the accommodation providers, inaese to the demand side's expectations) are
more attentive primarily just to the existence oftpcted areas and their size, somehow equated
(though not necessarily right) with quality (dueptanciple: the more, the better). This assumption
may be confirmed by the highest correlation cogdfits obtained for overall protected areas, rather
than for particular forms of nature conservatidherefore it can be concluded that for agritourism
more important is quantity (area) than the perakitterough individual types of conservation

’ Data provided by CSO for particular regions consanly collective accommodation facilities, thegith at
least 10 bed places. This rule also applies ta@mgism lodgings, which are understood by thisistiasl
institution agourist accommodation units, which are rooms argidential houses and adapted farm buildings
(after adaptation) in rural farm (agricultural, lpeding, garden or fishing), owned by farmers, réntie
tourists as accommodation for a féttp://stat.gov.pl/metainformacje/slownik-pojedgfpaa-stosowane-w-
statistics-public/899,pojecie.html, access 18.04720Although this approach is methodologically mppiate
and coherent with the definition of agritourismoihits very large part of the smaller accommodatamilities
and doesn't take into account other forms of naatism. Therefore it does not give a completeypedf this
phenomenon. Nevertheless, because of the lack sdilplity to obtain comparable data for particular
categories of accommodation facilities in other wthg statistics presented by CSO were used fopuhgoses
of this analysis.
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quality of valuable natural environment. This ist&how compatible with the assumptions of
holidays in the countryside, based on the proxinufynature and the well-preserved natural
environment, regardless of its legal status - gsirare primarily interested in beautiful landscape
and pure nature and reflections on their valuefficial documents goes to the background. What is
important, all results for the absolute size oftpcted areas, with the exception of landscape-@atur
complexes (which is likely to be due to their lowcarrence, both in number and area, in the
research sample) can be considered statisticghjfisiant for the assumed level pf moreover in

all cases positive correlation was obtained.

Table 1. Correlation between the size of proteateds, as well as their types, and agritourism
lodgings, as well as number of their bed place0ibb (including significance leve)

Agritourism lodgings Bed places

Total Year-round Total Year-round
0,69(+) 0,67(-) 0,68(+) 0,68(-)
Protected areas (p<0,001) (p<0,001) (p<0,001) (p<0,001)

overall 0,45(+) 0,40(-) 0,47(+) 0,42(+)
(p<0,001) (p=0,001) (p<0,001) (p<0,001)

0,26(-) 0,25(-) 0,27(-) 0,27(-)
(p=0,034) (p=0,041) (p=0,027) (p=0,027)
0,22(=) 0,19(-) 0,24(-) 0,22(-)
(p=0,074) (p=0,124) (p=0,05) (p=0,074)
0,48(+) 0,58(+) 0,45(+) 0,57(+)
(p<0,001) (p<0,001) (p<0,001) (p<0,001)
0,42(+) 0,49(+) 0,41(+) 0,49(+)
(p<0,001) (p<0,001) (p<0,001) (p<0,001)
0,51(+) 0,44(-) 0,52(+) 0,46(-)

Landscapes (p<0,001) (p<0,001) (p<0,001) (p<0,001)
parks overall 0,40(+) 0,30(-) 0,43(-) 0,34(-)
(p=0,001) (p=0,014) (p<0,001) (p=0,005)
0,57(+) 0,59(+) 0,55(+) 0,58(+)

Protected (p<0,001) (p<0,001) (p<0,001) (p<0,001)
landscape areas 0,29(=) 0,28(=) 0,28(+) 0,28(+)
(p=0,017) (p=0,022) (p=0,022) (p=0,022)
0,04(+) 0,02(+) 0,05(+) 0,04(+)

Nature- (p=0,748) (p=0,872) (p=0,688) (p=0,748)
landscape
complexes 0,01(+) 0,00(+) 0,02(+) 0,01(+)
(p=0,936) (p>0,999) (p=0,872) (p=0,936)

National parks

Nature reserves

A: size of the area; S: share in total area; +lerease/decrease of correlation values in 201%lation
to 2012.
Source: own research.

Among the forms of nature conservation, the higlhvastes of correlation were obtained for
landscape parks and protected landscape areasfotteeit turned out that only one of the three most
frequently presented by the authors forms is moigindtly linked with the size of the
accommodation. The most important were indeed tharses which, in their assumptions, promote
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primarily landscape values and their popularizadod tourist use. The low correlation coefficient
was obtained for theoretically the most distinctfeem, the national park. This may be due to
restrictions for tourism in such areas, as welthas development of infrastructure in their close
vicinity. This situation in turn is only partiallgimilar with nature reserves, which are internally
differentiated group, also in aspect of protectievel, and are more spatially dispersed, which
facilitates their use in constructing the offerdgcommodation providers. Interestingly, in the case
of almost all forms of nature conservation higherrelations were obtained in the total number of
accommodation, than in the year-round objects. @&keeptions were only nature reserves and
protected landscape areas, where the differencehamlly perceptible. This may be due to the
already mentioned fact of internal diversificatioh reserves, which do not need to be based
exclusively on animated nature values, usually nadtractive in summer, and therefore - with their
uniqueness - may be objects of year-round inteimgstourists. The correlations values' changes
between 2012 and 2015 were symbolic enough (thénmuemx difference was 0,05) that they were
only limited to information about their directionin most cases increases were observed, with
except for national parks and year-round accomnwmulafThis may suggest that agritourism
strengthens its image of a close-by-nature holidayt, seasonal, based primarily on the values
available for tourism without significant restrimtis.

The correlation between the total size of prote@szhs and types of tourist accommodation
establishments, as well as numbers of their bezkplds presented in table 2:

Table 2. Correlation between the total size ofgutid areas and types of tourist accommodation
establishments, as well as numbers of their bezkplan 2015

) ) Correlation between overall size of protecte
Type of tourist accommodation areas and:

establishment . number of
number of establishments
bed places

All objects 0,61* 0,58*
Hotels -0,06 0,55*
Motels -0,06 0,22

Guesthouses 0,43* 0,42*
Other hotel facilities 0,05 0,36*
Excursion hotels 0,07 0,20
Shelters 0,31* 0,28*

|
|
|
|
Youth hostels 0,00 0,17 |
|
|
|

School youth hostels 0,40* 0,42*
Holiday centers 0,28* 0,23
Holiday youth centers -0,09 0,11
Training-recreational centers 0,28* 0,29*
Creative arts centers -0,09 -0,03
Complexes of tourist cottages 0,30* 0,25*
Camping sites 0,29* 0,43*

Tent campsites 0,49* 0,71*
Hostels -0,12 -0,12

Health establishments 0,19 0,20
Private rooms 0,31* 0,33*
Agritourism lodgings 0,69* 0,68*
0,31* 0,16

Statistically significant values are signed by *.
Source: own research.
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The calculated correlation coefficients confirmliearassumptions that precisely agritourism
lodgings are most closely related to the protectatijable natural areas. The highest result of the
analyzed relationship was obtained for the numibe@bfects, and in the case of the number of beds
it was the second best result - in both cases gtimierdependence was observed. Other types of
facilities that have been found to be most stromglyelated with protected areas are tent campsites
and guesthouses, which can also be described salyclassociated with nature. Nevertheless, in
their cases only moderate interdependence wasvausdn aspect of number of beds best locations
were taken again by tent campsites (the highestledion, strong interdependence) and hotels
(with a moderate correlation and interdependerided. latter situation is interesting to note because
in the case of the number of hotel facilities a atie@ correlation was obtained (though not
statistically significant). Perhaps this can belaix@d by the fact that hotel facilities, built fhe
vicinity of valuable natural areas, are usuallyeaitg with a very large number of beds. Finallys it
worth noting that the overall number of facilitieed accommodation places presents significant
degree of correlation (moderate/strong interdepece)lewith protected areas, what only confirms
their role in tourism and the development of theassary infrastructure.

SUMMARY

The conducted study confirmed that there is a ssieaily significant strong positive
correlation between the number of agritourism ladgi and the size of protected areas in the
analyzed region. Moreover, it is by far the largestaccommodation of this kind. Due to the strong
landscape diversity of research sample (lowlarkk End mountainous areas), it can be concluded
that indeed the natural aspect plays an importalet in the spatial development of agritourism
accommodation, regardless of its origin. Howevbe greater importance have absolute sizes of
protected areas and these forms of nature congenvaat are intentionally created for tourism and
holiday purposes, such as landscape parks andci@dtéandscape areas. On the other hand,
considered as the most valuable ones, also in geaenareness, national parks and nature reserves
are designated primarily for close protection dngstthis limits the development of infrastructure i
their neighborhood. Therefore it can be claimed giemerally perceived quantity is more important
than the quality of the protected areas. Furtherclksions, however, require in-depth analyzes,
including also smaller agritourism lodgings, as lwa$ other factors that may affect spatial
distribution of accommodation in this type of tcumi.
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Zbigniew Gota®

THE STRUCTURE AND ECONOMIC AND FINANCIAL RESULTS OF THE
FURNITURE INDUSTRY IN SELECTED EU COUNTRIES

Abstract: The main goal of the study was to make a multefisional analysis of the entity
structure, employment structure and economic amahfiial results of the furniture manufacturing
sector in the EU. The analysis was based on theRXJIRAT data referring to the seven largest
(EU-7) furniture manufacturers in the EU (EU-28%. iGermany, Italy, France, Poland, the United
Kingdom, Spain and the Netherlands. The analysisidted a wide range of economic and financial
determinants of the furniture manufacturing sectach as the number and structure of the size of
enterprises, the number of employees and employsteundture, total income, gross value added,
labour productivity, outlay productivity, productigrofitability. The study revealed that in all the
countries under analysis there was the largest aumbmicroenterprises in the furniture industry.
The income and value added generated by this gvbepterprises was strongly diversified. Apart
from that, the study showed that the highest ecanafiiciency of the furniture manufacturing
sector, which was measured with productivity ratiwas noted in Germany, the Netherlands and
the United Kingdom, whereas the lowest economitieficy was noted in Poland. On the other
hand, the best financial results, measured witHitphility ratios, were noted in the furniture
manufacturing sector in Poland, the Netherlands thedUnited Kingdom. As far as the Polish
furniture industry is concerned, these differenaese chiefly caused by low labour costs, which
constituted a relatively small part of the valualedl In consequence, they were decisive to the
highest production profitability in the EU.

Key words: structure, economic and financial results, fun@tindustry, EU

INTRODUCTION

In 2014 about one million European workers (EU-2re employed in 121,000 furniture
companies and the production of furniture sectoo@nted to more than 90 billion euros, where the
value added amounted to nearly 29 billion eurosnjal..., 2016]. Poland is listed among the
world’s ten largest furniture manufacturers. Pofisimiture industry together with the industries in
Germany, ltaly and France make about 17% of theajlproduction and almost 60% of the EU
production [The EU Furniture, 2014]. The signifitaposition of the EU furniture industry
translates into its high global position. The EUke®a quarter of the global furniture production
[Bicanik et al., 2010; Grzegorzewska et al.,, 2012; The Rlhikure, 2014]. Apart from that,
according to basic measures of the internationalpatitive position, the EU furniture industry
successfully competes on world markets [Grzegorkayn®013; Xiao et al., 2009].

The main goal of this article is to present theittire and assess the economic and financial
efficiency of the furniture sector in selected Etluotries, which are listed as the largest furniture
manufacturers. The overall goal of the study inetlidnalysis of the basic characteristics of the
furniture industry in selected EU countries, ite entity and employment structure, the capacity to
generate income and value added, the levels dfieifiy, productivity, profitability and labour
costs.

MATERIAL AND METHODS
The analysis of the structure and economic andiah results of the furniture manufacturing
sector in the EU was based on the latest updatedfda2014 published by EUROSTAT in the

8 Pozna University of Life Sciences, Department of Econesndbf Agribusiness Enterprises, ul. Wojska
Polskiego 28, 60-627 PozinaPoland; tel.: +48 61 848 71 23; e-mail: zbyszekg@oznan.pl
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form of structural business statistics referringnidividual sectors of the industry as total (Anhua
2016) and according to the size of enterprisesu@trgt by..., 2016). The sources of data were used
to analyse the structure of the size of enterprifies structure of employment, the structure of
income, production and value added in the furnitom@nufacturing sector in the EU countries.
Available statistics were used for assessmentettionomic and financial results in the context of
labour productivity, outlay productivity, productigrofitability as well as the level and structofe
labour costs. The analysis was based on the cosmpamethod and graphic data presentation. The
structural analysis and the analysis of economit farancial results were limited to seven (EU-7)
major furniture manufacturers in the EU, i.e. GemgaSpain, France, Italy, the Netherlands, Poland
and United Kingdom. In these countries nearly 66Pdhe total number of the EU furniture
manufacturing enterprises are located. These aigespemploy 64% of the total number of people
working in the sector and they generate nearly 80%e total value of the furniture manufacturing
sector in the EU (EU-28).

RESULTS AND DISCUSSION

THE NUMBER AND STRUCTURE OF ENTERPRISES IN THE EU FURNITURE
INDUSTRY

According to the data from 2014, the productioreptil of furniture sector is determined by
121,000 enterprises (Table 1), 65.7% of which awated in Germany, Spain, France, Italy, the
Netherlands, Poland and United Kingdom. Italy anthRd stand out in this group as in 2014 there
were respectively 18,100 and 14,800 furniture mactufing enterprises in these countries, i.e.
15.0% and 12.2% of the total number of enterprisgbe EU furniture sector. On the other hand,
the enterprises operating in the United Kingdom twedNetherlands constituted a relatively smaller
percentage in the total number of furniture manuiidiog enterprises in the EU. In these countries
there were respectively 5,900 and 7,900 enterprigesabout 4.9% and 6.6% of the total number of
furniture manufacturing enterprises in the EU.

In each sector the production potential is detegohinot only by the number of enterprises but
also by the structure of their size. As resulterfithe data in Table 1, in the entire EU (EU-28)¢he
was the largest number of microenterprises. Thegpuated to as much as 87.6% of the total
number of furniture manufacturing enterprises ia B, whereas the percentage of medium and
large enterprises amounted to only 2.0% and 0.&¥pectively. In general, the group of major
furniture manufacturers (EU-7) is not very muchfafiént in this respect. However, there are
relatively significant differences between the dois in this group. The furniture manufacturing
sector in Germany is characterised by a relatigehaller percentage of microenterprises (79.8%)
and a significantly higher share of small (15.8#%gdium (3.7%) and large (0.7%) enterprises. On
the other hand, in Spain furniture is mostly maotifeed by microenterprises, which amounted to
nearly 92% of the total number of furniture entexps in this country. There is even higher
intensity of microscale business in the furniturdustry in France and the Netherlands. The share
of microenterprises in these countries amountatetyly 96% and in general it indicates that there
is a small number of small, medium and large enigzp. The data in Table 1 show that the high
rank of microenterprises is also characteristicPofand. However, it is also noticeable that in
comparison with the EU-28 the high percentage ef $hmallest entities in the Polish furniture
industry (91.2%) was combined with a relatively ergpercentage of small enterprises (5.9%) and
with a relatively high percentage of large entexgsi(0.7%).

In comparison with the aforementioned countries fhmiture manufacturing sector in
Germany and the UK is characterised by the mostuiable enterprise size structure. The share of
microenterprises in these countries amounted 8% %nd 76.6%, respectively. In consequence of
these conditions there is a noticeably greatereshbsmall, medium and large enterprises in these
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countries. As a result, there are better economit financial results due to a greater scale of
production.

Table 1. The number and structure of enterpriséisdriurniture industry in the EU countries in

2014.
- Number of Structure of enterpris&%)
Specification enterprises
thous. | % EU-28| Micro Small Medium Large
EU-28 121,09 100 87,6 10,0 2,0 0,3
Germany 11,1 9,1 79,8 15,8 3,7 0,7
Spain 124 10,2 91,6 7,5 0,8 0,1
France 9,4 7,6 95,9 3,3 0,7 0,1
Italy 18,1 15,0 834 14,7 1,8 0,2
Netherlands 7, 6,6 95,7 3,7 0,5 0,1
Poland 14,8 12,2 91,2 59 2,2 0,7
United Kingdom 5,9 4.9 76,6 18,5 4.3 0,6
EU-7 79,4 65,7 87,8 10,0 19 0,3

Micro (1-9 employees), small (10-49 employees), iomed(50-250 employees), large (> 250 employees).
Source: Annual detailed enterprise statistics fatustry (NACE Rev. 2, B-E) EUROSTAT
(http://ec.europa.eu/eurostat/data/database)

THE NUMBER OF WORKERS AND EMPLOYMENT STRUCTURE IN  FURNITURE
INDUSTRY IN THE EU

Apart from the number and structure of enterpritles,number of workers and employment
structure are important determinants of productiapacity. As results from the data in Table 2, in
2014 the furniture industry in the EU employed omdlion workers. The major furniture
manufacturers in the EU (EU-7) employed 639,500kexs, i.e. as much as 64% of the total
number of employees in the EU. Furniture productidnsorbs the largest number of workers in
Poland, Germany and Italy, where 161,200, 142,70 86,200 people worked in the furniture
industry, i.e. 16.1%, 14.3% and 13.6% of total nemiif employees in the furniture manufacturing
sector in the EU. It also means that the total remdd employees in Poland, Germany and Italy
makes as much as 44% of the total employment ifutiméture sector in the EU.

As results from the analysis of the data presemtelable 2, the employment structure in the
entire EU (EU-28) and in the seven largest fureitmmanufacturing countries altogether (EU-7) is
very similar and it generally shows that theredsia distribution of the number of employees in
individual enterprise size classes (about 25% theaHowever, there are significant differences
between the countries under analysis. In the furaisector in Spain and the Netherlands there is
the largest percentage of people employed in mitesprises (43.6% and 46.1%). The percentage
of workers employed in medium (17.5% and 20%) andd (6.3% and 6.9%) enterprises is much
lower than average. The situation in Germany, Rbkamd the UK is completely different. In these
countries the percentage of workers employed irrasitterprises ranged between 14% and 19%
and in consequence, there was a significantly greagrcentage of workers employed in larger
enterprises. In the furniture sector in Germanyethg a noticeable relatively high share of workers
employed in medium (30.8%) and large enterpris86(®). In Poland there is a particularly high
percentage of workers employed in large enterpr{gds7%), whereas in the UK there is a
relatively high share of workers employed in medienterprises (34.1%). These differences have
influence on another important determinant of thedpction capacity of furniture manufacturing
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enterprises, i.e. the number of employees per @iiger which results both from the structure of
enterprises and from the employment structure aaegrto their size. It is mostly obvious that the

furniture manufacturing sector looks particuladydurable in Germany, the UK and Poland, where
the average number of employees per enterprise ewmwo 13, 12 and 11, respectively. It was
about 33-57% more than the average value in thelietomparison with these countries, furniture

manufacturing enterprises in the Netherlands, Spath France are characterised by significantly
lower production capacity. In an average furnitar@nufacturing enterprise in these countries 3-5
workers were employed, i.e. 35-65% less than thextzsage.

Table 2. The number and structure of workers engalag the furniture industry in the EU
countries in 2014.

Number of Number of
Specification employees err;p;lltggﬁzeper Structure of employeds(%)

thous. | % EU-28| person| % EU-28| Micro Small Medium Large
EU-28 1000, 100 8,2 100 23,8 25,1 26,1 25,0
Germany 142,71 14,3 12,9 157,3 17,0 23,6 30,8 28,6
Spain 55,7 5,6 4,5 54,9 43,6 32,6 17,5 6.3
France 50,( 5,0 5,4 65,9 27,9 24,4 27,1 20,6
Italy 136,2 13,6 7,5 91,5 30,6 36,7 21,8 10,9
Netherlands 22,8 2,3 2,9 35,4 46,1 27,0 20,0 6,9
Poland 161,2 16,1 10,9 132,9 19,2 11,6 21,9 47,4
United Kingdom 70,9 7,1 11,9 145,1 14,2 28,8 34,1 23,0
EU-7 639,5 64,0 8,0 97,6 24,3 24,9 25,2 25,6

Micro (1-9 employees), small (10-49 employees), iomed(50-250 employees), large (> 250 employees).
Source: Annual detailed enterprise statistics fafustry (NACE Rev. 2, B-E) EUROSTAT
(http://ec.europa.eu/eurostat/data/database)

INCOME, PRODUCTION AND VALUE ADDED IN THE FURNITURE INDUSTRY IN
THE EU

Table 3 includes basic information concerning reffects of the activity of furniture
manufacturing enterprises reflected with the vdbtal income, production and gross value added.
As results from the data, the furniture manufaaigigector in the EU (EU-28) generates significant
income, amounting to 100 billion euros, whereaswhkie of production and gross value added
amount to more than 90 billion and 29 billion eynespectively. Apart from that, the data in Table
3 show that the major furniture manufacturers (BUdve a very high share in the value of income
(73.8%), production (79.5%) and value added (77.#¥he furniture industry in the entire EU
(EU-28). If we take individual countries into coderation, it is easy to notice that this situation
chiefly determined by the high production capacityhe furniture sector in Germany and Italy. The
share of income, production and value added inethesuntries amounted to about 20% of
analogical values in the entire EU (EU-28). Sinmdtausly, it means that more than 40% of
furniture production in the EU results from the gwotion potential located in Germany and ltaly.
In comparison with these countries the furnituret@ein Poland looks relatively poor. In spite of a
relatively large number of enterprises and a netfytifavourable employment structure according to
the size of enterprises, the share of the Poligtitfure industry in the total income, productiordan
value added in the EU does not exceed 9%. Thist&iu clearly shows that in general the
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production capacity is poorly used and it resuitsnuch lower productivity of the Polish furniture
industry. It is noteworthy that in spite of the Inég production potential the position of the Polish
furniture industry is even worse than in the UKPaland there are 14,800 furniture manufacturing
enterprises, whereas in the UK there are 5,900 sntdrprises, which is 60% less. However, both
in Poland and in the UK the values of income, potidm and gross value added are comparable,
which points to a comparable position in the erfté

Table 3. Total turnover, production value and valdded in the furniture industry in the EU
countries in 2014.

o Total turnover Production value Gross value added
Specification

mid € % EU-28 mid € % EU-28 mid € % EU-28

EU-28 100,9 100 90,1 100 29,2 100
Germany 20,6 20,6 19,7 21,9 6,8 23,4
Spain 4,6 4,6 4,6 51 15 5,3
France 7.6 7,6 7,1 7,9 2,1 7,3
Italy 19,9 19,9 20,1 22,3 5,3 18,1
Netherlands 3,2 3,2 3,0 3,3 11 3,7
Poland 8,7 8,7 8,3 9,2 2,4 8,2
United Kingdom 9,4 9,2 8,9 9,9 3,4 11,8
EU-7 73,8 73,8 71,6 79,5 22,7 77,7

Source: Annual detailed enterprise statistics fafustry (NACE Rev. 2, B-E) EUROSTAT
(http://ec.europa.eu/eurostat/data/database)

THE ECONOMIC AND FINANCIAL RESULTS OF THE FURNITURE INDUSTRY IN
THE EU

The assessment of the economic and financial fctofi the furniture industry in the EU
countries was based on selected efficiency andtabifty indexes published by EUROSTAT and
on the indexes that could be calculated on theskdghe data published.

Labour productivity is of primary significance ihe assessment of efficiency. It provides
information about the capacity to create new values it is measured with value added per full-
time employee. As results from the data in Tabléhdre is considerable diversification of labour
productivity in the furniture industry in the coues under analysis. Altogether in the EU-7 it is
about 24% greater than in the entire EU (EU-28}hls perspective the Polish furniture industry is
particularly unfavourably distinguished as laboupductivity in Poland was the lowest and
amounted to €14,800 per full-time employee, whiaswnore than 50% less than the average value
in the EU-28 and even more than 60% less than ahgewoted in the EU-7. On the other hand,
furniture enterprises in Germany, the Netherlanu$ the United Kingdom were characterised by
particularly high and comparable labour producyiyi47,000-48,000 per full-time employee). This
means that labour productivity in the furniture ustty of these countries was 55-57% greater than
the EU-28 average and it was more than three tgnester than labour productivity in the Polish
furniture industry.

The value added index, measured with the sharénisfvialue in total income, is another
important criterion in the assessment of efficieaod, indirectly, in the assessment of profitayilit
This relation carries important information. Fiddt all, it indicates the capacity to generate new
values in relation to the financial costs bornecddel of all, it is regarded as the basic determinan
of the technical and technological advancementntérerises. Third of all, it indicates the quality
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and quantity of human capital [Skoczylas & Niem@05, Wedzki 2006, Skoczylas 2007]. As
results from the data in Table 4, as far as thiasuee is concerned, the furniture sector in the UK
and the Netherlands was the most efficient, bectigsehare of value added in income amounted to
nearly 40% (38.6% and 36.6%) and it was 13% and.d@%ter than the EU-28 average. The
lowest values of this index were noted in Polan8.§2) and Italy (26.3%), where it was
respectively 11% and 19% lower than the EU-28 ay&rdhus, these differences clearly show
considerably different capacities to generate nelwes in the countries being compared.

The last measure of efficiency assessed in thidysts the financial outlay productivity,
measured with value added. It directly results flabour productivity and value added. There are
significant differences in this respect betweendbentries being compared. However, the highest
financial outlay productivity in furniture manufacing was usually observed in the countries
characterised by high labour productivity. It igineable that the furniture industry in Germanyg th
Netherlands and the United Kingdom was distingudsine the highest outlay productivity. In these
countries high outlay productivity correspondechigh labour productivity and the high share of
value added in income. It amounted to €0.50-0.6@adfie added per €1 of outlay, whereas on
average the value of this index amounted to 0.£lif€the EU-28 and 0.44 €/€ in the EU-7. The
situation looked slightly different in the counsiavith relatively low outlay productivity (except
Poland) in the furniture industry. In these cowetriow outlay productivity was chiefly determined
by low value added rather than low labour produfgtivAs results from the data in Table 4, in
Poland, France and Italy there was only €0.36-0f3&lue added per €1 of outlay. It was 5-12%
less than the EU-28 average and 15-20% less thdreigEU-7. As was mentioned above, in these
countries labour productivity in the furniture iredty was strongly diversified. Simultaneously, the
countries were characterised by low capacity tater@mew values, measured with the value added
index. This fact was decisive to the low outlaydarctivity.

Table 4. The economic and financial results offtmaiture industry in the EU countries in 2014

Productivity ratios Profitability ratios
Share of gross
o Labour Value added Outlays operating Production Wages
Specifi-cation  productivity ratio productivity surplus in profitability | profitability o
value added
thous| % | , % % |, % | % |, %
€ |EU28| % | EU-28| ¥ | EU-28| % |EU-28| % | Ey2g| % | EU-28

EU-28 30,9 100| 32,3 100| 0,41 100| 27,7 100| 8,5 100| 31,9 100

Germany 47,9| 155,0| 34,7| 107,4| 0,50 120,4| 24,5 88,4 81 95,3| 30,1 94,2

Spain 27,6 89,3| 33,7 104,3| 0,49| 120,9| 18,6 67,1| 6,2 72,9| 19,0 59,4
France 42,7| 138,2| 30,1 93,2| 0,39 95,4| 8,3 30,0 2,3 27,1 81 25,3
Italy 38,8 125,6| 26,3 81,4| 0,36 87,8/ 30,4 109,7| 8,1 95,3| 35,6/ 111,5

Netherlands| 47,8 154,7| 36,6| 113,3| 0,52| 126,0| 31,4 113,4| 10,8 127,1| 33,3] 104,2

Poland 14,8 47,9| 28,8 89,2| 0,38 91,1 41,8/ 150,9| 11,4, 134,1| 64,3| 201,3

pmted 48,6| 157,3| 38,6/ 119,5/0,60( 1448 31,0/ 111,9|11,6| 1365/ 43,7 136,9
Kingdom

EU-7 38,3| 124,0| 32,7| 101,2| 0,44| 107,8| 26,6 959 7.8 92,0| 29,0 90,8

Source: Annual detailed enterprise statistics fatustry (NACE Rev. 2, B-E) EUROSTAT
(http://ec.europa.eu/eurostat/data/database)
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Three measures of operating profitability were use@ssess the financial efficiency of the
furniture industry in the context of income profitisty (value added and production) and in the
context of employment profitability (remuneration).

The first measure used for assessment of profitghbibfers to the share of the operating
surplus in value added. It shows the capacity toegge profit after paying taxes and costs of
employment (costs of living labour). As resultsnfréhe data in Table 4, profitability measured in
this way achieved the highest value in the Polighifure industry (41.8%). It was also relatively
high in the Netherlands (31.4%) and in the UK (84)0In other countries it was significantly
lower, especially in France (8.3%). The situatiookied similar when production profitability was
measured with the relation between the operatinglssiand the production value. Profitability was
the highest (10.8-11.6%) in the furniture industryPoland, the Netherlands and the UK, while its
average level in the EU-28 was 8.5%, in the EUahibunted to 7.8%, and it reached only 2.3% in
the French furniture industry. Similarly, the caigé under analysis are considerably diversified by
labour profitability, measured with the relationtlween the operating surplus and remuneration
costs. In the Polish furniture industry this measoir profitability amounted to 64.3%. It means that
there was as much as €0.643 of operating surplu€pef labour costs. The average value of
profitability in the EU-28 was 31.9%, whereas i tBU-7 it was only 29%. Labour profitability
was particularly low in France and Spain — 8.1% 39ih, i.e. about 75% and 40% less than the EU
average.

As results from the analysis of productivity anafiiability of the furniture industry in the
major furniture manufacturing countries in the HEigh/low economic efficiency measured with
productivity indexes does not always translate ihigh/low financial efficiency measured with
profitability indexes. The Polish furniture industis an example of this situation. As results from
the data in Table 5, generally high financial e#ficy combined with low economic efficiency
chiefly result from low labour costs in Poland. $kecosts are decisive to the division of value
added and thus, they result in relatively high ipabflity. In 2014 the average salary in the Polish
furniture industry was €9,600 per employee, whemedbe EU-28 it was as much as 160% greater
(€24,900) and in the EU-7 it was 244% greater (B33). Similar conclusions can be drawn from
the data in Table 5. In the Polish furniture industibour costs make only 16.8% of the production
value. They are relatively low and comparable wlithse costs in the German furniture industry. It
also includes social insurance costs in relatiototal labour costs (17.8%). In spite of relatively
low labour efficiency its level compensates fdodar costs to the greatest extent (154.6%). The
situation is completely different in France, whéeine furniture industry is characterised by high
productivity and the lowest profitability. In thisase the low financial efficiency of the furniture
manufacturing sector should be attributed to labowests. In the French furniture industry low
values of profitability indexes go along with thiglirest labour costs (€43,700 per employee), their
high share in the costs of production (27.6%) combiwith a relatively high share of social
insurance costs in labour costs (27.0%) and thesovatio between labour productivity and labour
costs (97.7%), which indicates that there are igh kalaries in relation to labour efficiency.

In comparison with the furniture industry in Poleemtd France, this sector in the UK, Germany
and the Netherlands is characterised by specifanba between economic and financial efficiency.
In general, in these countries the high efficienéylabour and outlay as well as the high value
added index are relatively strongly correlated wiidph profitability and relatively high labour cast
(€34,000; €39,000; €45,000, respectively). In ttase the covering of relatively high labour costs
corresponds to the high capacity to create valueddIn consequence, there are considerable
amounts of the operating surplus and generally pigfitability.
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Table 5. Employment costs in the furniture indugtrthe EU countries in 2014.
Employer's
Average personnal Shi;ig::bor social charges gs Wage adjusted
9ep - a percentage labour
L costs production -
Specification costs of personnel productivity
costs
thous. €/ % o % o % o %
person | EU-28 | 7 | Eu-28| % | EU-28| % | EU-28
EU-28 24,9 100| 23,1 100| 21,4 100| 123,0 100
Germany 39,0 156,6| 26,2| 1134 17,2 80,4| 122,7 99,8
Spain 27,1 108,8| 27,4 118,6| 23,7 110,7|102,0 82,9
France 43,7| 175,5| 27,6| 119,55 27,7 129,4| 97,7 79,4
Italy 33,1 132,9] 18,3 79,2 29,2 136,4| 117,1 95,2
Netherlands 45,1 181,1| 25,1| 108,7] 19,9 93,0| 105,9 86,1
Poland 9,6 38,6/ 16,8 72,70 17,8 83,2| 154,6 125,7
United Kingdom 34,4\ 138,2| 26,7 115,6/ 10,8 50,5| 141,3 114,9
EU-7 33,1 133,1| 24,0/ 104,0| 20,9 97,7| 120,2 97,7
Source: Annual detailed enterprise statistics fatustry (NACE Rev. 2, B-E) EUROSTAT
(http://ec.europa.eu/eurostat/data/database)
SUMMARY

The analysis of the structure and economic andéiad efficiency of furniture manufacturing
sector in selected EU countries leads to the fafigweonclusions:

the entity structure of the furniture industry lretmajor furniture manufacturing countries
in the EU is chiefly determined by microenterprisebich make nearly 90% of the total
number of enterprises in this sector,

the furniture industry in Poland, Germany and théiflcharacterised by a relatively better
entity structure and employment structure, becaudbese countries there are relatively
more medium and large enterprises employing at B@& of the total number of people
working in the furniture industry,

the furniture industry in Germany, the UK, the Nathnds and France is characterised by
the highest economic efficiency, measured with latefficiency and outlay productivity;
the lowest economic efficiency was observed inftineiture industry in Poland,

the furniture industry in Poland, the UK and thetdglands is characterised by the highest
financial efficiency, which is measured with prafility. The high rate of financial
efficiency in Poland results from very low labowsts, which are decisive to a relatively
high operating surplus and in consequence, to pigfitability of production. On the other
hand, in the UK and the Netherlands the high firerefficiency is strictly correlated with
the high labour efficiency, which considerably cangates for high labour costs and in
consequence, it has positive influence on the fatafity of furniture production in these
countries.
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CULINARY HERITAGE AND ITS ROLE IN THE DEVELOPMENT OF
TOURIST PRODUCT ON THE EXAMPLE OF AGRITOURISM OFFER IN
POLAND

Abstract: The paper reports on a research project aimed aysang the role of regional
culinary traditions and local foods in the devel@omof the tourist product from the perspective of
both the hosts and the visitors to agritourism farRollowing a questionnaire-based survey
conducted at the beginning of 2017, authors nalevergence of opinion about the importance of
traditional foods and recipes between the agrismarservice providers and their clients. The former
are aware of local traditions but they use thera timited degree in creating the tourist offer. The
latter, in turn, expect that regional culinary fitechs will be present among the food they are
offered on site and available to purchase as satsvémportantly, the questionnaire results suggest
that agritourism visitors base their choices ofda} destinations as much on the presence and style
of the local cuisine as on other features of tlwallculture, as well as such regional charactessti
as landscape and climate.

Key words: agritourism, gastronomy, culinary heritage, regigraducts, tourism attractions

INTRODUCTION

The main objective of the paper is to explore thle of regional culinary heritage as a factor
influencing the development of the tourist prodontthe example of agritourism offer in Poland.
The authors selected two specific regions thatsabstantially different from one another in terms
of their local culinary traditions and the charaaté the tourist offer, namely Podhale asidsk
(Silesia). The former is both geographically artthegraphically a very particular region, inhabited
by the same people who had settled it centuries &gt its own, very distinctive culture and
identity [Kroh 2002]. In the case of Silesia, tlegion is nominally and historically divided intoeth
Lower and the Upper parts. However, due to the tfdkheritance in the Lower Silesia, as part of
the 1l World War repercussions, the notion of Séasculture — including the cuisine — remains
limited to the former Poland-Germany borderlineisag of Upper Silesia and the today’s Opole
voivodship [Szottysek 2005].

Currently, consumers increasingly often seek highlity food products. Agritourism farms
have the potential to satisfy this rising demandffgring traditional foods along their hospitality
offer [kczmyk, Makowiak, Uglis 2014]. Regional culinary traditionarcexist as tourist attractions
in their own right, which creates an opportunity fiaditional foods’ producers, in particular when
local foods become a popular fixture in visitoremas. Regions that boast rich culinary traditions
are reportedly more appealing to tourists, too, taaditional foods are often part of the brandirig o
the region; site-specific tastes and scents carefttre become tourist products [Szauflera &
Zwolinska 2004].

Rural areas, which choose to develop in the dwactissociated with agritourism and local
food production, become increasingly attractiveaosumers who value high food quality [Sieczko
2008]. The quality of traditional food is obtainddrough the use of natural and traditional
technologies, and natural resources typical fodesination [Ggbowiec 2012].

Local foods belong to the combination of tourisnvelepment factors, particularly in the
agritourism sector, along with landscapes, climatdture and other local features. Local hosts are

® piotrdominik@autograf.pl; Affiliation: Szkota GléwarTurystyki i Rekreacji, ul. Stoklosy 3, 02-787 $¢amwa
10 Affiliation: as above
M Affiliation: as above
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therefore often encouraged to make all the eftodfter their guests tasteful and presentable fpods
based on local ingredients. Satisfactory culinarpegiences can hugely affect the visitor's
propensity to return to the given destination. Bhe role of local gastronomic traditions is not
limited to the catering on offen situ— tourists are also usually keen to purchase axyliproducts

as souvenirs, especially if they sampled them duttieir stay. Local producers are therefore invited
to secure a supply of foods to be consumed outkieie place of production. This poses specific
risks, not least because foods produced usingtizadl methods — free of chemical components
that would otherwise extend their due-by date -ichlfy need to be consumed relatively shortly
after the purchase [Mlynarczyk & Maksa 2002]. Cansts can purchase products directly from the
producer. This creates additional opportunities fosmoting them, andyice versa selling local
products is an opportunity to promote the farm &iclv tourists can be hosted [Sieczko 2013].
Guests are often offered foods, preserves and afglgstproduced by the farmers themselves which
makes it easier to sell them on-site, and creatdiianal economic benefits for the farme¢2myk
and others 2011].

METHODOLOGY, SUBJECT, AREA AND OBJECTIVES OF THE SU RVEY

In order to establish to what extent the above agens are shared by the agritourism sector
and its clients, the authors carried out a two-geshsurvey of agritourism hosts and of their visito
in two selected regions of Poland: Podhale ancsigiléhe data collection method of choice were
two, specifically designed questionnaires. The figt of the survey included 70 agritourism farms
in the period of January through March 2017 and based around a set of questions, whose
objective was to identify how local hosts percetlie role of culinary aspects in designing and
creating an attractive tourist offer. The surveysvemonymous which encouraged honest answers.
The second part of the survey included a groupQff disitors to agritourism farms in the two
regions within the same time frame. The questiaeraiobjective was to find out the culinary
preferences and other behavioural characteristit®eaespondents.

OVERVIEW OF THE RESULTS OF THE FIRST (HOST) QUESTIO NNAIRE

Respondents to the first questionnaire were predamy women (85%). Almost all of them
(95%) agreed that traditional, local food is an amant element of the tourist product they offered,
and that in rural locations it plays a key rolaattracting visitors. At the same time, however yonl
40% of respondents in this group confirmed thatfttoel they offered to visitors was fully based on
traditional, local products. Over 80% of respondestimitted that they based their catering offer
largely (i.e. not less than 2/3 of it) on local d@cand ingredients.

Encouragingly, respondents exhibited extensive kedge of local culinary traditions and
regulations that affect them: 85% of respondengponted using foods registered as products of
protected designation of origin or protected gephi@al indication amongst the food they offer to
their visitors. In the opinion of over 30% of regpents such products are markedly important as
part of what the tourist is offered for consumptiewen if they are not produced on-site.

The survey also sought evidence of traditions ofdfpreparation and/or consumption being
practiced by hosts together with their guests oritagism farms. Over 45% of respondents
mentioned such practices, but only in the form ofkghops for children.

Another objective of the survey was to find ouloi€al and traditional foods were available to
visitors to purchase as souvenirs. As a result, 8% spondents were found to have a variety of
traditional foods on offer with extended expiratidate such as preserves and smoked charcuterie.
Additionally, 60% of farms offered their visitor&ie opportunity to purchase locally produced
vegetables, fruits, cheese, bread and processddgisy such as pierogi.

In general, 75% of surveyed hosts admitted usingeselements of the regional culinary
heritage in their promotional materials and/or diéstl their own cooking as embedded in the
regional tradition. However, only 15% of them adig=d specific regional foods on their websites.
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OVERVIEW OF THE RESULTS OF THE SECOND (VISITOR) QUE STIONNAIRE

Respondents to the second questionnaire were edslmminantly women (70%). Majority of
them were aged 30 to 40, and possessed a higheatemudegree. Also, majority of them (58%)
lived in large cities of more than 100.000 inhatita 25% lived in cities of more than 10.000
inhabitants, 9% in small cities (up to 10.000 inkeatis), 6% in cities of 5.000 inhabitants, andyonl
2% lived in the countryside.

The objective of the questionnaire was to idenififyegional foods influence the choice of
holiday destinations by visitors. Majority of resulents (63%) confirmed this kind of connection,
while 37% declared it irrelevant. Responses to ties regarding catering preferences indicate that
47% of participants chose to purchase a full b@drthe place of stay, 29% used local restaurants
and bars, 11% prepared their own meals, and 7%lasabsmall gastronomy.

Asked about their decision to spend holiday on gritaurism farm (see Graph 1), 23% of
respondents admitted they did so because likeccolmtryside and its people, 22% pointed to
picturesque landscapes, 20% highlighted healthyafdc) food, and 19% the natural environment.
Only 16% of respondents indicated affordable pracethe key factor affecting their decision.

Graph 1. Motivation to spend holiday at an agriiemrfarm

O healthy natural environment

@ beautiful landscapes

O countryside and its people

O affordable price

B healthy (organic) food

Source: author’s own compilation

The questionnaire also sought to establish if evégrturing regional culinary heritage also
affect respondents’ choice of a holiday destinatRasults are almost evenly split in this respect,
with 51% of responses for and 49% against any suttience.

Interestingly, the questionnaire results also helgxplore the popular understanding of the
termregional cuising(see Graph 2). Respondents usually indicatedrégabnal cuisine meant for
them ‘foods prepared using traditional recipes%g6followed by ‘dishes that can only be found in
a specific area’ (29%), and ‘dishes based on niaigeedients’ (25%).
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Graph 2. Regional cuisine in the eyes of the qopstire participants

O dishes made using
traditional recipes

29%

46% B dishes only found in
a specific area

Odishes made using
natural ingredients

Source: author’'s own compilation

Lastly, the questionnaire collected information @hthe popularity of selected traditional
foods as a tourist product. Among the survey pigditts, the most popular traditional product of
Podhale was oscypek (52%), followed by bryndza ptadbka (19%) and bundz/bunc (13%),
redykotka (6%) andentyca (6%). In Silesia, the most popular dish pthto be white Silesian
potato dumplings (biate klusklagskie), indicated by as many as 65% of respondéamiteyved by
zur (55%), red cabbage (40%), and Silesian roladg26}3 A popular Silesian soup named
wodzianka was indicated by only 15% of respondests typical regional specialty, next only to
karminadle (10%) and hekele, which were known &aditional Silesian dish only to 5% of survey
participants.

SUMMARY

Local foods and culinary traditions play an impatteole in the current agritourism offer in
Poland, but their potential as tourist productsnig fully realised. The questionnaire usefully
highlights the limited use that agritourism hostake of the culinary heritage of the surveyed
regions, and the potential that lies in the faet tisitors to agritourism farms are usually happy
sample local gastronomy and traditional foods. fésearch demonstrates that culinary aspects are
among the key criterions of choosing a holiday idetibn, alongside such recognised aspects as
local natural and cultural attractions, events mautleational opportunities.

REFERENCES

1. Grebowiec M., 2012Produkty regionalne i tradycyjne oraz ich rola wekwaniu dziedzictwa
narodowegoTurystyka i Rekreacja, ZN WSTiJO, Warszawa, Ze9£¥) 2012, s. 129-147

2. Jczmyk A., Graja-Zwoliska S., Mékowiak M., Spychata A., Uglis J., Sikora J., 208tan
wiedzy na temat produktow tradycyjnyckiréd wiascicieli gospodarstw agroturystycznygch.
Roczniki Naukowe SERIA tom XIlI, zeszyt 2, 155-158

3. Jczmyk A., Makowiak M., Uglis J., 2014Dziedzictwo kulinarne elementem przewagi
rynkowej w ofercie gospodarstw agroturystycznyctiRoczniki Naukowe SERIA, tom XVI,
zeszyt 2, s. 103-108

4. Kroh A., 2002, Tatry i Podhale Wyd. Dolnoslaskie, Wroctaw.

5. Miynarczyk K., Maksa M., (red.), 2002groturystyka w teorii i praktyceZakiad Architektury
Krajobrazu i Agroturystyki UW-M, Olsztyn

6. Sieczko A. , Wojciesziska Z., 2013Produkty tradycyjne i regionalne jako szansa rozwoj
przedsgbiorczaici wiejskiej.Folia Pomer. Univ. Technol. Stetin. Oeconomica 289, s. 181-
190



42

% Intercathedra 33/2, 2017

Sieczko A., 2008,Tworzenie rynku produktow tradycyjnych i regionalmyZN SGGW,
Problemy Rolnictw&wiatowego, 4(19), s. 397-407

Szauflera W., Zwofiska J. 2004 System ochrony regionalnych i tradycyjnych prodwkto
rolnych oraz artykutdbw spgwczych wswietle obowgzujgcego wspolnotowego prawa.
Przeghd Piekarski i Cukierniczy nr 09, s. 6-9

Szoltysek M., 2005G6rny Slgsk Przewodnik po regioni®ascal, Bielsko-Biata 2005



% Intercathedra 33/2, 2017 43

Tomasz Grzegorczyk Robert Glowiski®
PATENT PROTECTION : FUNCTIONS AND WEAKNESSES

Abstract: While patent protection has been establishedrfany centuries, its criticism has
been growing. The aim of this article is to identthe main functions of the patent protection
system as well as its weaknesses. This article shioat main functions of patent protection may be
grouped into following categories: protection, imf@tion disclosure, trade and finance, defensive
functions and an input in the innovation process.tfe other hand, main weaknesses of patent
protection system are: slowing down the technollgiprogress, hindering the commercial
application of innovative ideas, possible hostd&etovers of patent owners, creating barriers to
innovation due to complementary patents and paléckets, patent wars and patent trolls. Despite
those downsides, patent protection system seebes torivaled.

Keywords: intellectual property rights, patent rights, pdtprotection, patent management.

INTRODUCTION

Patent is a set of exclusive rights granted fdmétéd period of time in exchange for detailed
public disclosure of an invention. The patentee thasright to prevent others from commercially
making, using, selling, importing, or distributimgpatented invention without permission. Patent
protection dates back to XVth century and is a comignused system all over the world [Johns
2009, s. 8]. However, it has gained a notableqeritias detrimental in many ways and not serving
one of its basic functions — improving the innovatiess of the economy [Jaffe and Lerner 2011].
Therefore the aim of this article is to identifyetmain functions of the patent protection system as
well its weaknesses.

FUNCTIONS OF PATENTS

It is commonly acknowledged that state-of-the-awtentions ought to be hedged against
imitation and be a spur for conducting further eesh. Often a moment of granting a patent for an
invention is a transition point between researdah development (R&D) activities and its economic
use [Schmeisser and Mohnkopf 2008, p.136-141]. Ating to the guide published by WIPO
(World Intellectual Property Organization), a patéias basically two functions: protection and
disclosure [2012, p.4]. Firstly, the patent owrsealiowed to exclude competitors from commercial
exploitation of an invention covered by the patant the binding right might be utilized for a
certain period of time and within a specific coyntr internationally. This function is the one most
often distinguished amongst researchers [Guelldcvan Pottelsberghe de la Potterie 2004, p.648-
650; Gassmann and Bader 2011, p.137]. The secowtida refers to the disclosure of information:
a granted patent right provides access to knowledgeerning the new technology which should
contribute to the stimulation of the innovativenemsd faster economic growth. In addition,
according to WIPO, patent documentation containferination on filing trends, which are
important for public policy makers (for instance foational innovation and industrial strategies
[2012, p.8g]).

This basic division has been reformulated by Codmel Le Bas [2011, p.1-3]. They prove that
the role and functions of patents have evolved aume. Patents are not only instruments
facilitating the achievement of a monopoly positibnt also tools enabling protection of products
or processes, which constitute the source of difféation from competition. Furthermore, an
individual patent cannot be perceived as a guagatteobtain a temporary monopoly anymore.

2 poznan University of Economics, Department of maéipnal Management. Al. Niepodlegtd 10, Pozna,
Poland, tomasz.grzegorczyk@ue.poznan.pl
13 Rotho AG, Wiirenlingen, Switzerland, glowinski.r@iyzom.
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Mentioned authors classified functions of patents four categories: (1) innovation protection, (2)
trade and finance, (3) defensive roles and (4)tiipthe innovation process. The first function was
admittedly discussed in the previous paragraph.elvew it needs to be added that lately important
improvements have been implemented to protect safidey an innovation, namely probabilistic
patents [Lemley and Shapiro 2005, p.75-98], stiatpatents, as well as patent portfolios and
families [Blind et al. 2006]. Secondly, functiordated to trade and finance comprise such aspects
as technology exchange (licensing), treating patastquasi financial assets and a contribution to
tax optimization [Schmeisser and Mohnkopf 2008,36-141]. On the other hand, the defensive
function of patents is based on defensive blockadeterring character of large patent portfolios
and the role of patents as a “currency”, sinceaisecof a patent-infringement a cross-licensing deal
may be proposed to the competitor. The fourth categf patent’'s functions refers to signaling
function, which seems to be relevant especiallySMEs (small and medium enterprises), since
they can signal the growth potential to potentigleistors. Furthermore, a patent may be used as an
innovativeness index and a basis for further depraknt, due to the fact that innovations have a
cumulative character.

Some authors additionally stress the chance tdecaded value by setting up joint ventures
or following other exploitation strategies and cemsently sharing benefits from the economic use
of patents. Furthermore, the reputation of a lesgddject submitting a patent application grows
significantly. Moreover, patents may contributeatstandardization of products or processes and
become thus profitable in the long term, due toahdgs achieved from its competitors for
permission to use it [Corbel and Le Bas 2011, A3R-Finally, patents make the transfer of
technology easier. Table 1 summarizes the divagaitim patent functions.

Table 1: Overview of functions of patents.
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Input in the innovation +Signaling * Bagis for further development
process *Innovativeness indicator « Transter of technology )
h
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Source: authors’ own elaboration, based on aforeinerd literature.

DOWNSIDES OF PATENT PROTECTION

The role of patent protection cannot be uncritica&Valuated. Although patents have many
vital functions, there are also some significaradivantages. First of all, the monopoly position
achieved through patent rights leads, as other puwies on the market, to a non-effective
allocation of public resources. Secondly, patesteay contributes to waste of resources, since other
companies are required to patent or invent arobadpatented inventions. Thirdly, the idea of the
patent right to be an award for inventors for tedbgical development is misguided, because there
are other institutional and technological methodsding benefits for the innovators. Furthermore,



% Intercathedra 33/2, 2017 45

patent holders may deliberately postpone developig inventions in order to gain profit from
already patented invention. In addition, high delfal costs incurred in patent protection without a
guarantee of financial return cannot be ignoredngeéquently, patent rights could have both a
negative impact on national economies and on coiepan

SLOWING DOWN THE TECHNOLOGICAL PROGRESS

Although patent systems are generally recognizeidsaisuments driving or even speeding up
the technological development, Kortum and Lerne&d9f] challenged this statement due to the
monopoly position gained through patents. Accorgingatent commercialization requires time,
which contributes to slowing down the technologiealvancement [Kortum and Lerner 1999,
p.1105-1107]. Furthermore, patent rights on the lenad stimulate propensity to innovate, but on
the other hand, contribute to reducing the amo@iteahnology spillovers and following “non-risky
research strategies”. The issue of hindering tlubail technology development has rarely been
raised by researchers and business policy makers.

UNTAPPED POTENTIAL OF INNOVATIVE IDEAS

The total amount of granted patents has been athstaowing due to possible high revenues,
generated thanks to achieved competitive advarjieig® 2016]. Innovative companies try to take
the maximum benefit of continuous conversion o&imgfible assets into a measurable profit, since
significant investments in R&D and hedging may jpdfyin the long term. Nevertheless, many of
patented inventions never find an industrial agian, for instance due to the lack of an effective
cooperation between scientists and industrial prereeurs. Literature provides examples of
patented innovations in the field of advanced nialtgrfor which their applicability has not been
known of at the time of their invention. One suckample is the invention of CZ-method
(Czochralski method) in the beginning of XXth cegtuNowadays, scientists struggle to find a
commercial applicability for a promising semi-metalgraphene [Waszak 2011]. In 2011 Polish
scientists managed to develop a method of indlstréss production of this material without the
quality deterioration and high expenses. The pweess granted a worldwide patent protection and
thus became a big hope of the Polish science fdewelopment of new, high-growth potential
markets or a formation of a new industry. Propdepiamanagement is crucial in order to find an
appropriate way of its commercialization.

HOSTILE TAKEOVERS OF PATENT OWNERS

Although small companies and individual inventorsnicibute to enlarging of global
knowledge and technological development throughumgleébreaking inventions, innovation
management within such organizations is especidifficult, due to risks and threats caused by
large, well established corporations. Hixon [20&8&luated the role of patent rights held by small
enterprises indicating their lack of usefulnessmiost of cases (with some exceptions, such as
pharma industry). Accordingly, many entreprenenc®irectly understand the patent value creation
process. To begin with, in contrast to common apigj patent should not be perceived as a
defensive tool (a “shield”) safeguarding a freedtmoperate, but rather as an offensive one (a
“sword”), which gives the right to challenge compmt infringing intellectual property. With
reference to the new understanding of this apprcaghvell as having in mind the length and costs
involved in the average lawsuit, international argiions are thus often resistant to any suitsl file
by small competitors. Moreover, large companiegrofpursue offensive legal strategies against
start-ups, e.g. by an alleged infringement of tha@tent, since the incurred litigation costs
substantially harm small companies’ liquidity. Téfere they are more exposed to hostile
takeovers. All in all, small enterprises may imgrdheir reputation through patenting which leads
to attracting potential inventors, but on the othand it can also grasp the attention of hostile
competitors. Accordingly, general business stratgigyuld not be based on patent rights. Hixon
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[2013] advises small entrepreneurs to develop thesiness on real competitive advantages such as:
rapid innovation and long-term customer relatiopshanagement.

PATENT THICKETS

The cumulative character of innovations leads tddmg of patent thickets, required to
commercialize the state of the art inventions. Tddacerns especially industries with “complex”
technologies (e.g. biotechnology, software, sendootors), namely those with dispersed
ownership [Shapiro 2000, p.121-122]. Should a camgeave developed a new product consisting
of numerous other complementary patents, for eachponent a license has to be gained, which
often makes it unprofitable. Therefore, enterprises often forced to sign patent pools agreements
and cross-licensing deals to assure themselveggemchance for the freedom-to-operate [Shapiro
2000, p.121-122].

PATENT WARS

Since the competition between companies all over world has become so harsh, the
importance of legal patent strategies has also grétaving in mind the increasing role of patent
rights in the contemporary knowledge-based ecormneaterprises are forced to struggle for
enhancement of their competitive positions throaghilable patent-related measures. Especially
vulnerable sectors for patent rights infringemeats those with high competitiveness rate and
complex high-tech technologies, due to the disgpeosenership of patent righté patent war is a
legal "battle” between corporations or individuglrder to securpatent rights, often in the form
of multiple lawsuits This forces firms to allocate time and money thatld have been spent on
research and development in multiple patent litiget Suits between Apple and Samsung or RIM
against NTP are flagship examples of multimillicatgnt wars.

PATENT TROLLS

Another negative aspect related to patent managereéers to the growing share of non-
practicing entities (hereafter called “patent gblor “NPES”) [Reitzig, Henkel and Heath 2007,
p.137]. The goal of a patent strategy pursued lgrpdrolls is to acquire patent rights and thea su
potential violators of their patent portfolio indar to obtain either royalties in case of a seiiein
or damage compensation for an infringement basdti@court’s ruling. Therefore business model
of NPEs is to benefit from innovation only throuliigation without commercializing the patent-
protected inventions. In addition, an importantmeat of the business strategy pursued by patent
trolls is not to offer their competitors a possipilto license-in patent rights [Fischer and Henkel
2012, p.1520-1521]. Due to the fact that small canips are especially vulnerable to measures
taken by NPEs, three hints can be provided in ai@evoid or minimize damages caused by patent
trolls: (1) being proactive — determining which avations are already patented, (2) purchasing
insurance — insurance companies offer protectioainay infringement lawsuits, (3) attorney
consultation — usually requires high costs, althotigese expenses are incomparably lower than
expenditures incurred in the lawsuit.

SUMMARY
This article shows that main functions of paterdtgction may be grouped into following

categories: protection, information disclosuredérand finance, defensive functions and an input in
the innovation process. On the other hand, mainkme&sses of patent protection system are:
slowing down the technological progress, hindethiycommercial application of innovative ideas,
possible hostile take-overs of patent owners, trgdiarriers to innovation due to complementary
patents and patent thickets, patent wars as weflagent trolls. While the downsides of patent
protection system may seem overwhelming, two isseesl to be underlined. Firstly, in most cases
aforementioned functions of patent protection atflled and presented weaknesses are either less
common or not as impactful on whole economy anglsitompanies. Secondly, other systems
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alternative to patent protection have been propobetl it is agreed that they are not a valid
alternative to the patent protection system [Mazaiohnd Nelson 1998].
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DETERMINANTS OF GAINING COMPETITIVE ADVANTAGE OF
A BANK FROM THE PERSPECTIVE OF RETAIL BRANCH MANAGERS

Abstract: Polish market of retail banking services is chawdztd by a high dynamics of
development.
The consequence of this fact is a clear intengifinaof competitive actions of other banks, and in
particular those that have focused less attentiothe retail business. In result market concemnati
increases due to consolidation of the banking seetad the entities that in result of insufficient
capital base or insufficient flexibility in adapginto market changes, are taken over by large
international banking groups. Accordingly a strawmpetitive position in retail banking can be
ensured primarily due to high efficiency of useexisting resources, which in particular should
include human, technological and financial resosircg@ustainable competitive advantage in the
retail sector can provide implementation of appiatprbusiness processes that allow for systematic
measurement and continuous monitoring of effecéganboth in terms of operational and financial
performance.

Keywords: Competitive advantage, quality of service, reftednch, organisational resources,
human capital.

INTRODUCTION

Every year in Poland a growing number of custom@se bank services who are also
increasingly convinced to use modern technologscdlitions offered by banks for self-service in
the field of financial management. An important tpai the old banks' responsibilities in terms
of operational service has been taken over by tistomers themselves through activities such as
data entry for money transfers, making money dépasithe internet system or cash deposits and
withdrawals in dedicated devices. This does notrmaetthe same time that the role of bank
branches gets marginalized, although indeed theictionality takes on a whole new nature. To
some extent however, the scope of activities ferltnk branches gets shifted towards performing
rather advisory functions for the customer. Itlsoaa side effect of another phenomenon, which is
the reduction of operating expenses by banks amhqiing the use of electronic money instead of
cash [Wierzejska 2014, p. 78-79].

An important challenge for managers of retail barknches and banking advisors is to reach
the customer and maintain solid ties with themaraticceptable cost for the organization and in the
form adequate to the one through which the clieammunicates with the environment.
Furthermore, they must find a way to effectivelyneimce customers to work just with them, which
can be a difficult task in the context of substrftomogeneity of banking products and services.

Managers need to create and take appropriate aictionder to differentiate themselves in
a highly competitive local banking market. Branchpdoyees, having direct contact with
the client, through their attitude, knowledge amsmmitment create an image of a banking
institution. Therefore managers are responsiblefgood substantive preparation of employees and
motivating them to achieve the highest quality o§tomer service [Li®t al 2010, p. 190-192;
Mydlarzet al 2011, p. 117-121].

4 sylwia Klus, Poznan University of Life Sciencesp@rtment of Finance and Accounting, Wojska Poigkie
28, 60-637 Poznan, e-mail: sylwia.klus@up.poznan.pl
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INFLUENCE OF ORGANISATIONAL RESOURCES ON THE COMPET ITIVENESS OF
RETAIL BANKING BRANCH

When reviewing concepts of the notion of compaetitiio the literature it can be concluded that
its nature on the modern Polish banking marketdsecto the concept presented in the science of
economics by the strategic and resource-based egofield [Klus and Wanat 2013, p. 39-58].
With regard to the first of these, the competitstauggle manifests itself on the one hand, in the
context of constant rivalry between banks in ordewin customer's favour and market share, and
the other in the implementation of innovation imkiag processes (reducing operating costs), and
product innovations. The competition takes placthiwiexisting resources, and the advantage is
gained by a bank, that allocates them appropriaslyvell as properly and effectively manages
them.

Amongst the main features of services provided dmykb the following should be mentioned:
intangibility, inseparability of services from thgerforming person, the similarity of banking
services, the importance of trust in the provismnservices, the rapid pace of technological
progress and implementation of new products. Haxéggrd to the specifics of banking services, it
must be noted that the sources of competitive adganmust be sought in the skills and resources
of the bank, which primarily determine the image a@putation of the bank, its credibility, as well
as the degree of awareness and satisfying thernastneeds. Thus, the essential meaning in the
matter has the staff, their qualifications, the gedures implemented within the bank and its
branches, the ability of coordinating bank unitsit lalso the tangible resources, such as the
infrastructure of branches, availability of sendg@es well as the modernity of existing technologies

It is widely recognized that employees constitutiag strategic resource of modern
organizations, become source of value creationafsgtions depart from treating a worker as
a resource in terms of a static, depending on dioés tused towards them, and is seen as an
invaluable asset constituting a lever of profitdisT capital requires constant investments by
providing employees with appropriate conditions duive to the development of key
competencies for the organization. In the variabkerket conditions, which undoubtedly is the
competitive environment of bank branches in Polandjected to, it requires employees to take
the initiative, activate proactive behavior and ighhcommitment to the functions performed
[Hydzik and Lewicka 2012, p. 37]. Bratnicki [2008,49-62] notes that the differences in terms of
use of available resources primarily determine timempetitive potential between different
organizations. According to Harasim [2009, p. 9ititangible resources, in comparison with the
tangible, have more features which are of a stiategportance for a company”. In addition, the
fact that they are rare, unique, and thus duratdkenthem difficult to reproduce and use outside
a given organization.

In the research process, conducted among manafgeeteoted retail bank branches within the
Poznan agglomeration, verified how managers ewaltra resource-based approach in building a
competitive  advantage in retail banking market, umssg that success of
a company depends on the applied configurationtsolunique skills and resources. Among the
tangible and intangible resources the following evexssessed by managers: human capital
(competencies, attitudes, experience and skillsnoployees, capital of the client (components of
the offer value, brand value and value of relatigms ability of customer acquisition and
maintaining profitable and long-term relationshjps)jganizational capital (value of management,
qualifications, competencies forming the valuepaficial capital (liabilities, business profitahyilit
and sources of funding loan activity), materiabigses (bank’s infrastructure: buildings, operating
systems, IT systems, equipment and computer techypl

Results of the study clearly indicate, that managecognize human resources as crucial in
building the market advantage (Figure 1).
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Figure 1. The resources of a bank contributinguitding a competitive advantage in the opinion of
managers of selected bank branches in the Raglomeration

Source: own elaboration based on the author’s rege&Building a competitive advantage by bank braes in retail
banking - analysis of selected branches in the 8bagglomeration” in 2014

In the assessment of managers (in scale of 1-5htltdvement of employees, deriving from
well-calibrated incentive systems and appropriatekimg environment, has a clear direct impact on
better customer service. Moreover, branch direcioesaware that in order to achieve this goal a
matter of great importance constitute a satisfiestamer, permanently associated with the bank
through the use of a wide range of products andtioglship with bank personnel involved
in direct service. Subset of these factors wasnddfiin the study as the capital of customer.
Tangible resources, being in a bank’s possessioaye hrelatively little importance
in achieving market advantage and are certainlgastiunique factor that can be easily copied by
competitors. For providing high-quality customervége banks must essentially focus on cost-
effective and conveniently located bank branchéwor.

Results of the survey conducted among customesgletted banks in Poznan agglomeration
explicitly confirm that location of the branch heisal importance for retail customers who want
quickly and easily make necessary operations abthaech. It is also the most important factor in
process of choosing a bank (49% of responses). ddaeaf retail branches, assessing the impact of
tangible resources on the bank’s competitivenesgh@ most important indicate: the location of
branches, electronic banking system and a wellidped network of ATMs. Also they recognized
that the grandeur or the prestige of the buildilugnishing of the operating rooms of customer
service and facilities have become of consideréddg importance for the competitiveness of retail
branch.

MANAGERS ACTIVITIES FOR BUILDING COMPETITIVE ADVANT AGE OF RETAIL
BANK BRANCH

Manager of retail branch plays a key role for th@sth functioning of the operational bank
unit, and thus has a significant impact on thetevaaf organisation’s image within the area, where
their holds their function. Among basic tasks beiag to retail branch director branch are the
following:
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- planning, organizing, and direct supervision overcrition of daily tasks,

- responsibility for the quality of customer service,

— active management of sales operations of subosl@raployees,

— responsibility for cost efficiency and profitabyliof branch,

— organizing and planning sales campaigns,

— internal control and reporting.

Blanchardet al. [2015, p. 36] note that in effective organizatiomsanagers should maintain
constant and direct contact with customers, colleetback from them as well as the market, in
order to understand current trends and share kiogeleith the team. Therefore it is important that
directors of retail branches always have directtaxtnwith customers, so that they could monitor
the level of service quality provided by bank adwison regular basis. Apart from the above
mentioned functions of branch managers they plagial role in recruiting suitable persons, taking
care of competence development of subordinate gmpfy setting the standards of customer
service, providing employees with regular feedbankthe performance and quality of their work.
Buckingham and Coffman [2012, p. 35-44] note tHa tompetitiveness of the company is
determined not only by its products or services,dmople who directly perform or directly deliver
these products and services.

The study, conducted on a sample of selected rebmihks managers within
the Pozna agglomeration, was identified the most importariioms of managers used to reinforce
bank’s competitiveness. To do this, managers wekedto indicate three among those below
listed, most effectively used in daily work in thbanks:

— building and maintaining long-term relationshipghwéustomers,

- learning about customer needs,

- analysis of profitability of customer business tielas,

- working with current customer database,

— implementing of innovative internal processes,

— implementing of innovative services offered to onsérs.

As the results of the study presented in Table dwshin the opinion of managers most
important issue constitutes the ability of buildilang-term relationships with clients (76% of
responses). In addition, they emphasize the impoetaf a good knowledge of customer needs and
expectations, which indicated an average of 67%nahagers in the research sample. In service
activity it is increasingly recognized that precigientification of customer expectations and
reaching the client out with individually preparsolution become the strength of product offer in
relation to the competitors. For that purpose him dpinion of managers, it may be useful to work
on a daily basis with current database of clieftste than 40% of managers of branches indicated
that factor as an essential aspect in obtainingpetitive advantage. Headquaters of banks invest
funds in modern systems of customer relationshipnagament Qustomer Relationship
Managemenso-called ,CRM”), which at any time are able togete accurate information about
the contacts with the customer, their activity sewf bank services, transactions carried out or
financial balance surplus or balance of loans iremurWith such information, an effective financial
counselor can effectively reach out to the customtr precisely selected product or service.

In the opinion of surveyed managers similar impw&afor achieving market advantage has
implementing of innovative services to customers, iadicated in the study by 40%
of respondents. Skilful encouraging customers toagutions such as: mobile banking, CDMs, or
platform for currency exchange provides reachivgder customer base and higher level of cross-
sell among existing customers.
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Table 1. Factors most effectively undertaken oteotto build a competitive advantage

Crédit
. Agricole Citi Bz - .
Facltjc;resdTr?Zt]:féztr:]tll(vely PKSOABP PSekAao Bank Handlowy WBK Mlllesnz‘lum Average
o o Polska S.A. S.A. o
S.A.
Knowledge of customer | 500 | 7704 60% 100% 64% 45% 67%

needs

Building and maintaining|
long-term relationships 100% 94% 90% 0% 89% 82% 76%
with customers

Analysis of the
profitability of bank 9% 6% 0% 0% 13% 9% 6%
customers

Working with current

18% 47% 40% 50% 44% 45% 41%
database of customers
Implementation of
innovative internal 27% 12% 0% 50% 11% 18% 20%
processes
Implementation of
innovative services for 36% 53% 20% 50% 33% 45% 40%

clients

Source: own elaboration

CONCLUSIONS

Managers of retail branches are facing increasingtgnsifying competitive struggle for
customers in extremely difficult and unfavorable ttee banking sector circumstances. Low interest
rates, additional capital charges or implementedkitax have had a measurable impact on the
banks earnings and their returns on equity. Thaseoifs are forcing banks to make additional
savings, but also an even greater mobilizationrdeoto build the revenue base by acquiring new
customers, which is still possible due to contirsibuprovement of competitive position in relation
to other banks. Managers of retail branches attiaghgreatest importance to the development and
keeping long-term relationships with customers, olthiprovide high quality of service and
flexibility in product offerings. Relationships areuilt through the use of banking services,
discussions with customers and good recogniticheif needs.

However, equally important role plays by the peticepof a bank, image of the institution and
its reputation. Managers agree that the key faaot@chieving a sustainable competitive advantage
in the banking sector is human capital. It is vidined and committed bank advisors, having daily
contact with clients, who guarantee gaining contppeti advantage and creating
a positive image of the bank to which customersnaliang to come back and highly recommend.
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Woijciech Lig®, Marek Wieruszewsk?, Wiodzimierz Popy¥

| MPACT OF INFLATION ON ECONOMIC PROCESSES IN THE POLISH
TIMBER INDUSTRY

Abstract: A major macroeconomic index, inflation is a pricerease process affecting the
distribution of national income. According to esditions, even up to 90% of new money issued in
Poland is generated by commercial banks. Each lmark means generating such new money. In
economic theory, this process is referred to asnégacreation.” This paper presents the impact of
inflation and deflation on economic processes @Rblish timber industry.

Key words: inflation, economic process

INTRODUCTION

While inflation is common in the global economyg ibtensity may vary across countries and
periods. The intensity is determined by the inflatrate: the increase in price levels in a specific
period compared to the baseline period, expresspdrcentages. Based on the yearly inflation rate,
the following classification is adopted: creepindation (up to several percent), walking inflation
(over a dozen percent), galloping inflation (ovee@® and hyperinflation: a situation where rational
management, sound business cases and businesty gdéning become infeasible, and incentive
schemes are ineffective due to intense inflatiomcesses. As a consequence, social life
progressively falls into anarchy.

The complexity of the inflation process results nfrothe multiplicity of its causes,
manifestations and impacts. The causes of inflation as follows: in the case of demand-pull
inflation: excessive amounts of money in circulatio

in the case of cost-push inflation: increasing piain costs.

To restrict and counteract inflation, adequate qiedi need to be implemented by the
government as regards incomes of the nation, hignithe government deficits (fiscal policy), the
central bank’s supervision over money issuance, amhey creation by commercial banks
(monetary policy).

The inflation rate is an economic index closelyldaled by virtually all market actors:
consumers, producers, traders, central banks, coriahend investment banks, and politicians.
Inflation level and the axis of expected inflatiohanges is what decides of future costs, profits,
standards of living and social attitudes. Theséofachave a direct effect on support levels rewkale
by opinion polls which are closely monitored byipoilans.

This paper presents the impact of inflation andatieh on management processes in the
Polish timber industry.

INFLATION MEASUREMENT

Inflation may be measured in multiple ways. Thaultssmay vary depending on the measure
employed.

General inflation, or the consumer price index,aiswidely adopted indicator. Known
internationally as CPI, it shows the change ingwiof a basket of goods purchased by an average

15 Pozna University of Life Sciences, Department of Ecomcenid Wood Industry Management, Wojska
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household. International analyses are based on aamgpthe shares of specific groups of goods in
the basket.

Recently, the highest inflation rates were reportedZimbabwe (previously, Southern
Rhodesia). Already in 2008, there was not enougitespio display the zeros on the calculators’
screens. In mid-2008, the inflation level reach&tiillion %. When 231 million % was attained,
the government worksheets went out of scale, affidiafdata was no longer published. As
estimated by the economists, the peak inflatioa vas 500 billion % or even more. The galloping
inflation could be stopped by replacing the locatrency (Zimbabwean dollars) with foreign
currencies in the calculations. From December 2888 estimations of price dynamics have been
based on US dollars. Several months later, otheeicies (South African rand, Botswana pula and
British pound) started to be used as a referenesm @v day-to-day transactions. In 2009, as a
consequence of the above stabilization measure<ithbabwean consumer price index decreased
to 7.7%, and signs of economic recovery becameéleigor the first time since 2000. In December
2010, the inflation rate in Zimbabwe was 3.2%:itiflation was over.

At the beginning of 2015, high inflation levels wereported in Venezuela, a country going
through recession (with a GDP growth rate of -2.5%J struggling with hyperinflation (64% in
2014). The main reasons were the shortage of gadipolitical and social tensions. The crisis was
strengthened by the risk of nationalization, restd imports and price and margin controls. Under
these circumstances, the difficult situation ofloentrepreneurs was getting even worse.

MONEY CHANGEOVER AND REDENOMINATION

In the case of excessive inflation, the governmematy decide to put in place money
changeover and redenomination measures. In Podted, world war 2, money changeover took
place three times. The first changeover was peddromder the decree of the Polish Committee of
National Liberation of August 24, 1944, deprivirigetmajority of the population of their savings.
The second monetary reform was announced in theoA@ctober 28, 1950 and performed on
October 30, 1950. Coming as a total surprise, ®&01changeover was also a redenomination.
Polish zlotys in circulation from 1948 to 1950 wepgickly replaced (within a couple of days) with
the newly issued money. The underlying principleswia convert bank deposits, all prices and
employee remunerations using the same rate, i@.o0ld zlotys against 3 new ones. The cash
conversion rate was definitely less advantageo@@:ald zlotys against 1 new zloty. Strict financial
discipline was also imposed, reducing the highaindh levels for nearly 25 years (from 1957 to
1981; Table 1, Table 2).

The third changeover, and the second redenominatok place on January 1, 1995. A new
monetary unit referred to as “zloty” (PLN) was oduced to replace the “old zloty” (PLZ). In all
conversion cases, 10,000 old zlotys were replactd W new zloty. The redenomination was
caused by hyperinflation, reaching a level of 2%08 1989-1990 (Table 1, Table 2) and as much
as 10,488% in 1989-1994 (which is more than thesI@@enomination rate). It may be concluded
that the 1995 redenomination compensated for thmerinyflation effects taking place during the
transformation period (1989 — 1994). Inflation eagge shown on a cumulative and rolling basis in
Table 1 and Table 2, respectively.

If the analysis excludes the 1989-1994 period uingler the assumption that the 1988 inflation
rate was immediately followed by that of 1995, firece increase from 1949 to (and including)
2016 was 10,481.67% (Table 2) which is slightlyslékan during the economic and political
transformation (1989 — 1994).
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Table 1. Yearly cumulative consumer price indexe$950-2016

Cumulative consumer price indexes

YEAR CPI YEAR CPI YEAR CPI YEAR CPI YEAR CPI
1950 |100,00] 1970 203,97] 1990 | 71595,11| 2010 |305,04| 1988 100,00
1951 |109,60| 1971 203,77] 1991 [ 121 926,46| 2011 |318,15| 1989 351,10
1952 |125,38] 1972 203,77] 1992 (174 354,84| 2012 |329,93| 1990 | 2 407,84
1953 |177,92]| 1973 209,47| 1993 | 235902,11| 2013 |332,89]| 1991 | 4 100,56
1954 |166,71| 1974 224,35| 1994 [311 862,58] 2014 [332,89] 1992 | 5 863,80
1955 |162,71| 1975 231,08 1995 127,80| 2015 |329,90| 1993 | 7 933,72
1956 |161,08]| 1976 241,24 1996 153,23]| 2016 |327,92] 1994 |10 488,38
1957 |169,78| 1977 253,06| 1997 176,06

1958 |174,36| 1978 273,56 1998 196,84

1959 |176,28| 1979 292,71| 1999 211,21

1960 |179,45| 1980 320,23| 2000 232,54

1961 |180,71] 1981 388,11| 2001 245,33

1962 |185,23| 1982 779,33| 2002 249,99

1963 |186,71| 1983 951,57| 2003 251,99

1964 1188,95| 1984 | 1 094,30| 2004 260,81

1965 |190,65| 1985 | 1 259,54| 2005 266,29

1966 |192,94| 1986 | 1482,48| 2006 268,95

1967 |195,83| 1987 | 1856,06| 2007 275,68

1968 |1198,97| 1988 | 2973,41| 2008 287,25

1969 |1201,75] 1989 |10 439,65| 2009 297,31

Source: the Information Portal of the Central Stitial Office (accessed on August 23, 2017)
Price index (previous year = 100)

Table 2. Yearly rolling consumer price indexes $49-2016

Rolling consumer price indexes

YEAR CPI YEAR CPI YEAR CPI YEAR CPI YEAR CPI

1950 (107,50] 1970 219,27 1990 0,00 2010 | 9 750,26( 1988 100,00
1951 (117,82] 1971 219,05 1991 0,00] 2011 |10 169,52 1989 351,10
1952 (134,79] 1972 219,05 1992 0,00] 2012 |10 545,80 1990 | 2 407,84
1953 (191,26] 1973 225,18 1993 0,00| 2013 |10 640,71| 1991 [ 4 100,56
1954 |179,21| 1974 241,17] 1994 0,00| 2014 |10 640,71| 1992 [ 5863,80
1955 (174,91]| 1975 248,41] 1995 4085,02| 2015 |10 544,94| 1993 | 7 933,72
1956 (173,16]| 1976 259,34 1996 4897,94| 2016 |10 481,67| 1994 |10 488,38

1957 |182,51| 1977 272,04 1997 5627,73
1958 (187,44| 1978 294,08 1998 6291,81
1959 [189,50| 1979 314,66 1999 6 751,11

1960 (192,91] 1980 344,24 2000 7 432,97
1961 (194,26] 1981 417,22( 2001 7841,78
1962 (199,12] 1982 837,78 2002 7 990,78
1963 (200,71| 1983 | 1022,93| 2003 8 054,70
1964 [203,12]| 1984 | 1176,37| 2004 8 336,62

1965 [204,95| 1985 | 1 354,00 2005 8 511,69
1966 [207,41| 1986 | 1593,66| 2006 8 596,80
1967 [210,52| 1987 | 1995,27| 2007 8811,72
1968 (213,89 1988 | 3 196,42 2008 9181,82
1969 (216,88] 1989 0,00{ 2009 9503,18

Source: the Information Portal of the Central Sttitial Office (accessed on August 23, 2017)
Price index (previous year = 100)
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INFLATION INDEXES

Table 3 shows a summary of annual consumer pridexes systematically calculated by the
Central Statistical Office over the 1950-2016 peérfccordingly, in Poland, deflation was reported
6 times, at the end of: 1954 (93.7%), 1955 (97.6P8%6 (99%), 1971 (99.9%), 2015 (99.1%) and
2016 (99.4%). The highest price decrease took prat854 (by 6.3% vs. 1953). In 1972 and 2014,
prices remained stable, and the annual price ineex 100%. Also, the annual inflation rate was
below 1% five times: in 1961 (100.7%), 1962 (100)8¥965 (100.9%), 2003 (100.8%) and 2013
(100.9%).

The highest annual inflation rate (685.8%) was réed in 1990. Also, two times, in 1989
(351.1%) and 1982 (200.8%), the inflation rate wbayond 200%. Ten times, it ranged from
121.2% to 170.3%, reaching the levels of gallogimitation (over 20%). Poland faced galloping
inflation 13 times (in the 68-year period under sideration), including in nine consecutive years,
from 1987 (125.2%) to 1995 (127.8%). Since 1998ation has been mastered. Thus, Poland has
not experienced galloping inflation for the lasty&ars.

Based on data consistently published by the Cetatistical Office (as per the Public
Statistics Program, by the 15th calendar day oheaonth following the reporting month), the
Money Portal publishes 4 inflation indexes each tinon

Inflation 1: the corresponding month of the predgear is used as the calculation baseline,

Inflation 2: the previous month is used as theuaton baseline,

Inflation 3: last December is used as the caloutaliaseline,

Inflation 4: average inflation rate from the lagt rhonths = the annual average inflation index.

Inflation indexes of particular economic importarinelude Inflation 1 and Inflation 2 which
will be thoroughly analyzed later in this paper.

Table 3. Consumer price indexes in 1950-2016

Yearly consumer price indexes

YEAR | CPI | YEAR | CPI | YEAR CPI | YEAR | CPI
1950 (107,5| 1970 | 101,1| 1990 685,8| 2010 | 102,6
1951 | 109,6 | 1971 | 99,9 | 1991 |170,3 | 2011 | 104,3
1952 | 114,4| 1972 | 100,0 | 1992 143,0 | 2012 | 103,7
1953 |141,9 | 1973 | 102,8| 1993 |135,3 | 2013 | 100,9
1954 | 93,7 | 1974 | 107,1| 1994 132,2 | 2014 | 100,0
1955 | 97,6 | 1975 | 103,0| 1995 127,8 | 2015 | 99,1
1956 | 99,0 | 1976 | 104,4| 1996 1 119,9| 2016 | 99,4
1957 | 105,4 | 1977 | 104,9| 1997 | 114,9
1958 | 102,7 | 1978 | 108,12 | 1998 | 111,8
1959 | 101,21 1979 | 107,0| 1999 | 107,3
1960 (101,8| 1980 | 109,4| 2000  110,1
1961 | 100,7 | 1981 |121,2 | 2001 105,5
1962 | 102,5( 1982 | 200,8 | 2002 | 101,9
1963 [ 100,8 | 1983 |122,1 | 2003  100,8
1964 | 101,2| 1984 | 115,0| 2004 | 103,5
1965 [ 100,9| 1985 | 115,1| 2005 102,1
1966 (101,2| 1986 | 117,7| 2006 101,0
1967 | 101,5( 1987 |125,2 | 2007 102,5
1968 (101,6 | 1988 |160,2 | 2008 104,2
1969 | 101,4 | 1989 [351,1 | 2009 103,5
Source: the Information Portal of the Central Stdtial Office (accessed on August 3, 2017)
Price index (previous year = 100)
deflation galloping inflation inflation below 1%

hyperinflation above 200%
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INFLATION CALCULATIONS WITH THE CORRESPONDING MONTH  OF THE
PREVIOUS YEAR USED AS THE BASELINE

Table 4 shows a summary of Inflation 1 indexesgudated with the corresponding month of
the previous year used as the baseline. The asgigsiod extends from 1989 to 2017. In 1H 1990,
that index went beyond 1,000%, reaching the peékevd,183.1%) in February 1990. In 2H 1989
and throughout 1990, Inflation 1 remained above?d0Bor the last time, Inflation 1 exceeded 20%
in August 1996. Thus, it may be concluded that tlite marked the end of galloping inflation in
Poland.

Table 4. Monthly price indexes compared to previgesr in 1989-2017

Monthly price indexes
(Inflation 1: with the corresponding month of the previous year used as the baseline)

car maonth
y 1 2 3 4 5 6 7 8 9 10 1 12
1989 703 | 742 | 77.8 | 85,4 | 91,3 |103,9(182,7|269,2|457,.1|557,0|639,6

1990] 1007.6| 1183,1| 1132.8] 1102.9] 1076 5] 1051,2| 994.0| 748 5| 558.0| 356.0| 285.9| 249.3
1991 949 800 818] 710 678 724 68.3] 67.6] 67.1] 648 62.7] 60.4
1992| 454 401 381] 402 432] 39.0] 413 44.3] 465] 46.4] 454 443
1993 37.5] 39.7] 39.7] 381 358 34.3] 34.8] 34.4] 31.0] 29.8] 33.0] 37.6
1904 324 299 302] 312 312] 32.7] 32.8] 32.2] 34.6[ 6.1 33.5] 29.6
1995| 32.3| 336| 331 324 323 303| 27.6| 257 242] 22.4] 22.0] 21,6
1996 210 204 204] 203 198] 19.5] 20,4 205] 195 19.5] 19.1] 185
1907 17.8] 17.3] 166] 153 146] 15.3] 14.9] 14.5] 13.6] 12.1] 13.2] 13.2
1908 136] 14.2] 139 137 133] 122[ 11.9] 11.3] 106 99| 92[ 86
1999 69| 56| 62] 63 64 65 63 7.2/ 80 87 92 98
2000 101 104 103 9.8 10,0 10.2] 11.6] 10.7] 10.3] 9.9] 9.3 85
2001 74| 66| 62 66 69 62| 52 51 43 40 36/ 36
2002 34 35 33 30 19 16| 13 12[ 13 11 09 08
2003 05] 05 06| 03 04 08 08 07 09 1.3 16 17
2004 17| 16| 17| 22| 34 44 46| 46| 44 45 45 44
2005] 40| 36| 34 30 25 14| 13 16| 18 16| 10 07
2006 07 o7 04 o7 09 o8 1.1 18 16 1.2[ 1.4 1.4
2007] 18] 19 28 23] 23 26 23] 18 23 30 28 40
2008] 40| 42| 41| a0 a4 as| 48] 48] ag| a2] 37 32
2000 31| 33| 36| 40 36 25| 36| 3.7 34 31 33 35
2010 36] 29 26| 24 22 23] 20 20 25 28 27 31
201|386 36| 43| 45 50| 42| 41| 43| 39 43| 48] 46
2012 41| 43| 39| 40 36 43| 40 38 28 34| 28 24
2013 1.7 13| 10| 08 05 62| 11 1.1 10 08 06 07
2014 050 07 o7 03[ o2 03] 02 03 03 0.6 06 10
2015 -1.3| 16| -1.5] -1.1] 09 0,8 07 06 208 07 06 -05
2016 -0.7] 08| -09] -11 09 -08 09 08 05 02 00 08
2017 18] 22 20 =20 19 15 17 1.8

Source: own study based on the Money Portal (aedess August 23, 2017)
inflation above 1000% inflation below 1% deflation
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Table 5. Monthly price indexes compared to previoasith in 1989-2017

Monthly price indexes compared to previous month
(linflation Il - to the previous month used as the baseline)
year month
1 2 3 4 5 6 7 8 9 10 | 11 | 12
1989 79181]|98|72|6,1]95|39,5|34,4]54,8|22,4|17,7
1990 | 79,6| 23,8 4,3| 7,5 4,6] 3,4 3,6] 1,8 46| 5,71 49| 59
1991 12,7) 6,71 4,51 2,7 2,71 49| 0,1 0,6/ 4,3] 3,2 3,2 3,1
1992 7,5 1,8 2,01 3,71 4,0 1,6| 1,41 2,71 53| 3,01 23] 2,2
1993 4,11 3,4 2,11 2,3] 1,8/ 1,4 1,1} 2,3 2,5 1,9 4,0 5,6
1994 1,91 1,1f 2,00 2,9 1,7\ 2,3] 1,51 1,7\ 45 29| 18 1,9
1995 39 21| 1,7} 2,31 1,8 1,00-0,9] 0,4 3,00 1,71 1,3] 1,5 1
1996 3,4 1,5 1,5 2,2 1,4 1,04-0,1} 05| 1,91 1,4] 1,3] 1,3 1
1997 29 1,1 0,8} 1,0f 0,6] 1,5 -0,2] 0,1} 1,4 1,1] 1,2| 1,0 1
1998 3,2 1,7 0,6] 0,71 0,4 0,4]-0,4| -0,6f 0,8 0,6/ 0,5 0,4 2
1999 1,5 o6 1,04 0,8 0,7 0,2]-0,3] 0,6/ 1,4 1,1 09| 0,9 1
2000 1,8/ 0,94 0,9 0,4 0,7 0,8] 0,7} -0,3] 1,0] 0,8 0,4 0,2 1
2001 o8 0,1 o5 0,8 1,1 -0,1}-0,3] -0,3] 0,3 0,4 0,1] 0,2 3
2002 0,8 0,1 0,2 0,5 -0,2] -0,4] -0,5| -0,4] 0,3 0,3] -0,1] 0,1 5
2003 0,4 0,1 0,3] 0,2 o} -0,1] -0,4| -0,4f 0,5 0,6] 0,3] 0,2 3
2004 0,4 0,1 o3} 0,8 1,04 0,9]-0,2f -0,4f 0,3] 0,6/ 0,3] 0,1 2
2005 o,1{ -0,1} 0,1} 0,4} 0,3] -0,2| -0,2] -0,1] 0,4 0,4] -0,2| -0,2 6
2006 0,2 0| -0,2f 0,7] 0,5 -0,3 0ol 0,3] 0,2] 0,1 0| -0,2 3
2007 0,4 0,3] 0,5 0,5 05 0] -0,3] -0,4] 0,8] 0,6] 0,7/ 0,3 2
2008 0,7] 04 0,4 0,4 0,8/ 0,2 0| -0,4f 0,3] 0,4 0,2| -0,1 2
2009 0,5 0,9 o,7] o,7f 05 0,2 0,1 -0,4 ol 0,1 0,3 0 1
2010 | 0,6 02| 03] 04| 03] 03]-02] -04] 06] 05/ 01| 04 2
2011 1,2| 0,2 0,9 0,5 0,6] -0,4]-0,3 ol 0,1 0,7] 0,71 0,4 2
2012 0,7] 04 o5 0,6 0,2 0,2]-05|-03| 0,1 0,4 0,1 0,1 2
2013 0,1 0j 0,2 0,4] -0,1 ol 0,3] -0,3] 0,11 0,2] -0,2] 0,1 3
2014 0,2 0,1} 0,1 0| -0,1 0] -0,2] -0,4 0 0| -0,2 -0,3 5
2015 -0,2| -0,1] 0,2 0,4 0 o] -0,1] -0,4| -0,3] 0,1} -0,1] -0,2 7
2016 -0,4] -0,1] 0,1] 0,3 0,1 0] -0,3| -0,2 o] 0,5 0,1] 0,7 4
2017 0 0 0 0 0 0 0 0 0
total '23,1710,5'11,7715,0'11,1" 52"-4,2" -3,8713,2"12,6° 7,7° 6,9
+ T 20" 17" 217 217 17" 11" 37 57 18" 217 167 16
- " 2" 3" 17" o" 3" 6" 17" 16" 1" 0" 57 5 deflation
o " 1" 3" 17 2" 3" 6" 3" 2" 3" 17 17 1
>= 7 217 207 227 237 207 17" 6" 77 217 227 177 17
together 23 23 23 23 23 23 23 23 22 22 22 22
(0] 1
1 6
2 7
The number of months where deflation occurred in the year under 3 4
consideration (in the period covered by this study: from 1995) 4 1
5 2
6 1
7 1
Source: own study based on the Money Portal (aedess August 23, 2017)
inflation below 10% inflation 0% deflation
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Inflation 1 remained at a very low level (below 1) a total of 32 months (Table 4), in 2002
(2 times), 2003 (9 times), 2005 (once), 2006 (@HN2013 (6 times), 2014 (6 times), 2016 (twice).
In August 2014, for the first time since the socedonomic and political transformation, negative
inflation (deflation) was recorded in Poland. laily, it was quite low: -0.2% compared to the
corresponding month of the previous year. Previquskgative (annual) inflation was reported
43 years ago, in 1971 (Table 1). Inflation 1 reradimegative throughout 2H 2014, consistently
growing from -0.2% in July to -1% in December 20THe levels of -1.3% and -1,6% (the negative
peak rate in the period concerned) were reachegpectively, in January and February 2015. In
March 2015, the deflation rate slightly decreased1t5%. The total duration of the 2014-2016
deflation was 28 months, from July 2014 to Octdt@t6 (Table 4).

The economy, including the timber industry, deadtllwvith the Polish deflation. However,
generally, the decrease in consumer prices is guapnied by recession or a major economic
slowdown. For reasons which include preventing ¢ginewing deflation, the Monetary Policy
Council reduced the interest rates. However, thidysd only at the beginning of March 2015 (i.e.
8 months after the deflation started to grow insiegly faster). The one-time decrease was very
high (50 basis points), so that the interest regashed the lowest level ever. The consequence was
a very limited decrease of deflation, by -0.1 patage points, in March 2015. It took more than one
and a half year to fully suppress deflation.

INFLATION CALCULATIONS WITH THE PREVIOUS MONTH USED  AS BASELINE

After 1989, deflation against previous month (Itifla 2) was reported for the first time in July
1995, reaching a quite significant level of -0.9%alfle 5). Also, it was the highest month-over-
month deflation in the period concerned. The levetorded in August 1998, July 2002 and July
2012 were -0.6%, -0.5% and -0.5%, respectivelyc&ih995, deflation has occurred on a regular
basis, initially once a year (before 2000) and Uguaice a year (7 times) or three times a year (4
times) thereafter. Before 1997, deflation was rdedrin July only. In 1998, it was experienced both
in July and August. In Poland, these are the twath® with the most frequent occurrence of
monthly deflation: 17 times in July, 16 times ingst (over a 23-year period). In 2015 and 2005,
deflation occurred 7 and 6 times, respectivelychesy the highest frequency in the 23-year period
under consideration. In 2002 and 2014, deflatios regorded 5 times, with 4 occurrences in 2016.
In 2015, deflation was experienced for the firstdiin January and September. No deflation was
recorded in April or October. Inflation reachednOJianuary 2017 for the first time. In the 8-month
period from January to August 2017, the Inflatioim@ex was 0 (Table 5).

DEFLATION

The opposite of inflation, deflation means a loagyt decrease in the average price levels.
However, this is neither a desired nor an expegiéck decrease resulting from technological
progress or reduced manufacturing costs. Gened®Ration is caused by the shortage of money in
the economy. Low amounts of money in the marketsilege into in low levels of demand. For the
producers, this means problems with selling thewds and services. Growing stocks of products
and merchandise make them reduce their prices addce output. When selling outstanding
merchandise at discounted prices, they incur lotkeg try to minimize. Thus, they reduce
expenditure, including personnel costs, in two wasither by reducing remunerations or by
reducing employment. The latter measure means ggwnemployment which reduces demand
more rapidly. This is putting greater pressure ornthker reduction of prices and output. A
deflationist spiral is initiated.

Noticing the consecutive price reductions, consgnuercide to make their purchases at a later
time, even if they can afford it now. This resuitsa consistent reduction of consumption, and has a
devastating effect on economic growth as it isdrgontributed to by domestic consumption, in
addition to exports and investments.
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Deflation is believed to be a symptom of a deepgniconomic recession, resulting in
decreased wages and increased unemployment. Bus thet all. The decreasing prices trigger the
increase of real interest rates. Companies andithgils with bank loans find themselves in a
deteriorating situation: on one hand, their reveisudropping (and this fact alone makes it more
difficult to repay the liabilities and loans) white the other, the real cost of loans becomes highe

The consequence of deflation is a wave of bankmeptand insolvencies, hitting hard the
banking system. Deflation also means losses fostae budget: tax revenues are decreasing due
both to the reduced value of goods and servicah saold to the deteriorating financial standing of
companies and banks. Budget expenditure does motake too rapidly (if at all); the amount of
unemployment benefits certainly rises. Generalyg state budget deficit and government debt
increase as a consequence of deflation.

The deepest deflation took place during the GreeprBssion, i.e. the 1929-1933 global
economic downturn. Also, deflation had a disturbéffipct on business relationships in Japan in the
1995-2005 period.

Major deflation, which means persistent long-teracréase in prices with adverse effects on
the economy, is very rate in today’s economy.

INFLATION TARGET

Deflation is compared to sand being thrown intoe#fitiently operating gearbox (increasing
friction between the interoperating parts and hammpeheir operation). In turn, low inflation rates
are considered to be the correct lubrication of gbearbox (reducing the friction but only to an
appropriate level, without slippage).

The key principle of monetary policies adopted bgngn central banks is a commitment to
achieve a specific inflation level, i.e. the initat target. The optimum target level was formulated
by Peter Howitt, a Canadian economist, and is mefeto as the Howitt's rule. The target level is
such an inflation rate where further reduction gsirmore disadvantages than advantages to the
economy. This means an excessive restriction optice increase rate is not always beneficial.

When setting the optimum inflation target, impatreduced inflation rates on the economic
growth and unemployment is taken into consideratibhe optimum inflation target is not
equivalent to the lowest possible inflation and mayy over time. It depends on the current phase
of the economic cycle.

Central banks usually assume that an inflation oht@ound 2% (+/- 1%) is an advantageous
level for the economic development. It enables ig@ra growth rate close to the potential rate.
Therefore, the inflation targets set by the US FaldReserve (Fed) and by the European Central
Bank (ECB) for the dollar and euro, respectivele 28%. The inflation target set by the National
Bank of Poland for the zloty is slightly higher5%.

Also, it is recommended to keep the inflation abdv&.5%. That dogma exerts a certain
pressure on the world’s largest banks, making tlkesp their interest rates at a very low level
(often reaching zero), even with low unemploymégnifes and very moderate GDP growth rates.

CONCLUSIONS

Today, an increase of living costs at an annua Ht 2-4% is believed to be a positive
development which means the economy is in a heatihgition. However, the zero-inflation policy
results in high costs in the short term while pdinvg illusive long-term benefits. It may easilyriur
into deflation. And fighting against deflation idengthy process which involves serious problems.
Usually, it requires much more time and effort tlighting against inflation.

The situation of industrial companies, includingltier processors, strictly depends on inflation
rates, just as the entire economy. Mastering tfiation definitely promotes economic development
and helps entrepreneurs running their businesshe. Folish economy, especially the timber
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industry, have undergone the 28-month deflatioriopefJuly 2014 — October 2016) in a healthy
condition.
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Sylwia Marek?®

FINANCING THE PROMOTION OF RURAL TOURISM AND AGRITOURISM
WITHIN SOCIAL AND PRIVATE PARTNERSHIP

Abstract: In practice the financing of rural tourism anditgrism is a project which always
combines social and private partnership. The ainthefarticle is to show how to promote rural
tourism and agritourism effectively and efficienlg as to achieve the synergistic effect based on
social and private partnership.

Keywords: rural tourism, agritourism, financing, effectivesseand efficiency of promotion,
private and social actions, synergy.

RURAL TOURISM AND AGRITOURISM

In the last fifty years there have been consideratzainsformations which affected nearly all
aspects of human life. The welfare of a large parthe world population has increased. Modern
information technologies have been developing dyaally. We have seen increasing globalisation
and continuous transformations in the developmémadern tendencies in lifestyles. As a result,
the significance of tourism has increased. It isSmportant element of the development of national
economies. This aspect is commonly emphasised mnoeaists. According to Mikuta &
Swiatkowska [2008], for long years tourism has beeniraportant factor stimulating economic
development in many countries around the worldnfluences the development of new products
and services. At present tourism is considerecetorie of the most important branches of the world
economy due to the capital invested, profit gemekathe number of people employed and the range
of the market of tourist services.

International institutions and organisations, sastthe UNWTO, OECD, Eurostat, and private
enterprises, e.g. Knoema [2017] and the World Tr&e€lourism Council [2016], thoroughly
monitor the development of tourism around the woHdr example, Knoema is a special data
generation system, which enables collection ofistieél data concerning global tourism and
tourism in individual countries. The data aboutdPdl refer to the last thirty years. For example, in
2014 16 million tourists visited Poland, whereas788nillion visited France. Poland is the
eighteenth most popular tourist destination in wwld. There were 56 million tourist trips from
Poland (the fifth country in the world ranking), ereas there were 84.5 million tourist trips from
China. Unfortunately, this mechanism does not gaeestatistical data concerning rural tourism
and agritourism.

There are a lot of definitions of tourism, whichnga from literature interpretation to
articulation of tourists’ real needs. The definitigiven by the United Nations World Tourism
Organization [UNWT®’ deserves attention as it defines tourism in tdofving way:
“Tourism comprises the activities of persons trawglto and staying in places outside their
usual environment for not more than one consecuyi@ar for leisure, business and other
purposes not related to the exercise of an actingtpunerated from within the place visited.”

At present tourism is a very strong and dynamicdiyeloping branch of many national
economies. Simultaneously, it is one of the mogianant world branches [UNWTO 2016]. In
nearly all countries around the world we can seeitisreasing importance of alternative tourism,
which emphasises environmental protection. Thigigou should develop in harmony with the
natural, social and cultural environment. It corapsi nature tourism, ecotourism, etc. Rural tourism

18 poznai University of Life Sciences, ul. Wojska Polski2g§p60-637 Pozna Poland, e-mail:
sisim@poczta.onet.pl
19 United Nations World Tourism Organization
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is a special trend in this development. It is ohdasirable forms of business activity in ruralase
As far as the social aspect is concerned, it &atively new form of tourism, supported by natibna
governments. On the one hand, it increases ruralbitents’ income. On the other hand, it is a
desirable method of increasing people’s qualitylifef According to Lane & Majewski [2001],
tourism in rural areas, i.e. rural tourism, is &ym of tourism exercised in a rural environmend an
making use of its values. Rurality (nature, langscaulture, buildings, etc.) is the main attractio
of rural tourism. Tourism which involves staying arfarm is defined as agritourism. It is part of
rural tourism. Agritourism is related with differteforms of leisure and tourist services provided on
a farm. Agritourism has already become a speclfiba brand. It is widely known and commonly
used. People became aware of the term ‘agritourish@n it boomed in the 1990s and the first
decades of the 21century. In consequence, the colloquial term frucaurism’, which was of
secondary significance, was replaced by the teagstourism and rural tourism’, which are used
by experts.

SOCIAL AND PRIVATE PROJECTS

A human is both an individual and a member of dgcigecause the community is a group of
individuals living in a particular area. People sue their personal, individual goals by taking
personal, private actions and by participating igraup which takes social actions. Similarly, the
community pursues its goals both by social andviddal actions taken by group members on their
own. Therefore, it is natural to implement projeatsich are both social and private. On the one
hand, social and private projects are a powerfivirdy force for the development of local
communities and individuals. On the other handy tineolve the risk of abuse. Transparency is a
significant postulate made by contemporary peopleut social and private projects. This means
that all investors should have full knowledge witety finance and what effects they can expect.
There is a risk that individuals may abuse socidloas for their private needs and that the
community may impose too far-reaching obligatioms individuals. The search for the golden
means, or in contemporary economic terms — foragumble development, is an important element
in the creation of social and economic order inaatipular community. In order to achieve the
desirable trend of development and progress tharaority sets useful standards, which make the
development desirable and transparent.

Contemporary sciences, including economics, supgperidea of harmonious development of
individuals and communities. It is particularly essary to develop transparent methods of planning
and implementation of actions when a project ificanced from public and private funds.

Rural tourism and agritourism are key leveragesooinomic and social development in many
macroregions almost all over the world. Francdy |tAustria, the USA and many other countries
are areas of mature rural tourism and agritouriBoland, Slovenia, Croatia and many other
countries are on the way of their dynamic developmeurkey is discovering its great potential for
the development of rural tourism and agritourismn@der 2015]. Even Afghanistan, an unstable
and dangerous place, is also a potential placeuon tourism. Apart from tourist and recreational
purposes, international rural tourism and agrimuarican play a significant role in peaceful
coexistence between nations, which can contritupeaice in the world [Sznajder 2015].

Agritourism is usually a private undertaking, wraserural tourism is mostly a public
initiative. Therefore, agritourism should be finadcfrom private funds, whereas rural tourism
should be financed from public funds. Although ther noticeable separateness of agritourism and
rural tourism in terms of property, both types afiism should be coordinated in a particular area
to produce the synergistic effect. Promotion ofitagrism and rural tourism is a particularly
sensitive aspect of coordinated activity. It canrbplemented in different forms, usually resulting
in social and private partnership.
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EFFECTIVENESS AND EFFICIENCY OF PROMOTION

Contemporary tourism, rural tourism and agritourisnables efficient and sustainable use of
the economic and cultural potential. As resultarfrgeneral experience, effective and efficient
promotion is necessary to make use of this potemii@ional and local governments at different
levels as well as tour operators spend considerabieunts of money to promote regions.
Increasing amounts of money are spent to promat& taurism and agritourism. The efficient
promotion of rural tourism and agritourism shoutéate the image of a particular region which
would be noticeable and acceptable to the inhatsitdn consequence, it will attract domestic and
foreign tourists.

The effectiveness of promotion of rural tourism aagtitourism is considered in different
ways. Sometimes the direct economic effect is il@gortant than recipients’ long-lasting, general,
rational and emotional impressions about individyralups of products and services, the people or
enterprises that offer them and the credibilityredir offers. The effectiveness of actions pronmtin
rural tourism and agritourism (PE) should be unierd as the extent to which planned actions have
been implemented. It is expressed as the ratiogmtwthe goal and its implementation:

rural tourism and agritourism promotion goal impented
PE =

rural tourism and agritourism promotion goal plaghne

The closer the actions promoting rural tourism agdtourism bring them to the goal, the
greater their effectiveness is. In practice, thieativeness of promotion of rural tourism and
agritourism is analysed while making projects, prém promotional campaigns, implementing
development strategies, promoting regional and |lquaducts and while preparing events
promoting rural tourism and agritourism at domestied foreign fairs. Effectiveness is not
equivalent to efficiency. If promotional actionsaffective, i.e. they give the expected resutts, i
usually means that the promotion is efficient, s not always so. Even if the effectiveness of
promotional actions is high, their efficiency mag low or they may be inefficient. The efficiency
of promotion of rural tourism and agritourism deggron the amount of outlay and income. It is
difficult to identify the effects of promotion, bagse they cannot be precisely assigned to a
particular point in time. It is natural that therey be a relatively long period of time between a
promotional action and its effects. The currenultssshould be interpreted as the effect and past
and present outlay on promotion.

Figure 1 shows a scheme of the efficiency of praomodf rural tourism and agritourism and
the dependences between its components. Incomeoattaly have considerable influence on
promotion, the effects of promotion of rural tomnisind agritourism as well as the rural tourism and
agritourism promotion efficiency ratio. There aralitative and quantitative effects of promotion.

The effects of money spent on the promotion in diqdar year can be seen only in later
years. As the promotion financing process contininethe previous years, the final effect of a
particular year is the accumulated effect of finagdn that year and in a few preceding years. In
practice, the efficiency of promotion of rural t@mm and agritourism can be estimated by the
increasing number of tourists, higher income gaiftech non-agricultural activity, more visits to
websites in a particular region and more informagabout the region given in the media.

Partnership and cooperation

In general, partnership cooperation involves wagkimgether to achieve a goal. Apart from the
entities that provide tourist services directlycdbauthorities, tourist organisations, inhabitaard
institutions supporting the development of touriand functioning in the regulatory branch are the
most important entities which participate in theplementation of tourist undertakings in rural
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areas. Market environment institutions and touaidministration are the most important entities
which support the development of tourism indire§@gnyslony 2008].

The activities performed by individuals, local gowaents, institutions, organisations and
enterprises within a specific social area can hagamistic, competitive, neutral or complementary

to each other.
/ Income
; Effects of promotion of Efficiency of promotion of
Promotion * rural tourism and » rural tourism and
agritourism agritourism
Qualltauve Quantr!anve
Qutlay on promotion Dfl
rma\ tourism and

agntounsm

Figure 1. A scheme of the efficiency of promotidmural tourism and agritourism.

Source: The author’'s scheme based on Wrzosek 005)ZEfektywné&’ marketingu. Collective work, PWE, Warsaw, p. 19.

The efficiency of promotion of rural tourism andrigmurism (B is defined as the ratio
between the outlay/budget for the promotion ofIrtoarism and agritourism and its effects.

effects of promotion of rural tourism and agritisan

Epta=
outlay on promotion of rural tourism and agritauni

Antagonistic activities lead to the elimination aher stakeholders from the social activities.
They have egoistic nature and generate numeroual ssotwd economic problems in a particular
community.

The aim of competitive activities is to strengthmre’s own position as a stakeholder at other
stakeholders’ (competitors’) expense. The effeate taken over by the most competitive
stakeholder.

One stakeholder’s neutral activities do not infleeeanother stakeholder. However, it does not
mean that they do not have negative influence ereffects of their activities.

We can speak of complementary activities when dakebolder’'s activities favour other
stakeholders and increase the efficiency of akedtalders’ activities.

Financing the promotion of rural tourism and agnitsm

In general, agritourism is usually a private unalertg, whereas rural tourism is mostly a
public initiative. Therefore, agritourism should fieanced from private funds, whereas rural
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tourism should be financed from public funds. Aligb there is noticeable separateness of
agritourism and rural tourism in terms of propeligth types of tourism should be coordinated in a
particular area to produce the synergistic efffcomotion of agritourism and rural tourism is a
particularly sensitive aspect of coordinated agtivit can be implemented in different forms,
usually resulting in social and private partnership

There are various multifaceted relations and cotmes between the development of rural
tourism and agritourism. The people, organisatiansl institutions that are interested in the
expected economic effects of rural tourism andtagrism need to invest money on their
promotion, maintenance and development. Agritoulisiemn inadvertent beneficiary of investments
in rural tourism. It particularly results from exptures on promotion — the effects of investments
become intertwined. The promotion of rural touridma commune includes the financing of
numerous general development projects from pubhd$.

As can be seen in many countries all over the watdl tourism is usually promoted from
public funds (local budgets, central budget) wheanpting the entire region or country. By
contrast, agritourism is promoted from private feit@longing to farmers or other business entities
operating in this branch. Sometimes there are ofpsguations, causing misunderstandings and
conflicts. In spite of the fact that the promotiinthese forms of tourism is financed from differen
sources and by independent business entitiessuttsein joint economic effect, i.e. the maximum
return on private and public funds invested togethe

As the promotion of rural tourism and agritourissnfinanced from public and private funds,
which are independent from each other, it is realslento take actions that are not antagonistio or i
opposition to each other. This situation may oaglien promotional actions are not coordinated or
when destructive (diversionary) actions are finandeliberately so as to make the operation of
competitive entities more difficult. From the sdcpint of view, the financing of diversionary
actions is a waste of funds, which are spent tse&gquoblems or eliminate competitors from the
market. This action is egoistic and socially unatakle. Local cooperation between stakeholders of
rural tourism and agritourism should eliminate #wn&dent irrationality.

SYNERGY

The financing of the promotion of rural tourism aagritourism should be oriented so as to
achieve common goals and produce synergy. It isiestgpnable that the promotion of rural tourism
as part of the promotion of a region favours theettgoment of agritourism because it refers to the
values of the tourist areas where these agritofarsts are located. In consequence, more tourists
arrive at these places. The self-promotion of agrist farms also increases the number of tourists
arriving at particular rural areas and, in consegeeit accelerates their development. We can speak
of a synergistic effect in both cases. Only when phomotion of rural tourism and agritourism is
coordinated by the right stakeholders, private poblic funds produce a synergistic effect. The
perspective of synergy shows that the territorigegration of stakeholders engaged in the
development of rural tourism and agritourism igoral.

Synergy can be expected when funds are used valyrdaad independently in a coordinated
manner. It does not result from the obligatory jjmgnof private and public funds combined by one
manager who finances particular social and privatdions together. It is important that
stakeholders’ short-term (1-5 years) and long-tateeds (6-10 years) should be taken into
consideration.
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> «_ (Goals of promotion --\(T Effectiveness

Effmency

Figure 2. The effectiveness and efficiency of prooro

Source: Wiktor J. W., (2001): Promocja. System kokaeji przedsibiorstwa z rynkiem, Wydawnictwo Naukowe PWN,
Warsaw, p. 102.

Figure 2 shows the idea of effectiveness and efiicy, using the example of promotion, which
is the subject of consideration in this article.eTéhegree of effectiveness and efficiency can be
specified both in a quantified form and in an ungifeed manner — verbally. The effectiveness of
promotional actions shows whether and to what éxtengoals of these actions were achieved. The
funds used for promotion are the promotion budBedmotion efficiency is the ratio between the
funds expended on promotion and its effects. Aioaatan be considered efficient if it resulted in a
surplus of effects over the costs of promotion. &&e speak of synergy in promotion when the total
effectiveness and efficiency of promotion resultfrgm the implementation of solutions is greater
than individual promotion of these solutions [Wik&D01].

SUMMARY

The promotion of rural tourism and agritourismiisahced ad hoc from the community budget
and farmers’ funds, without coordination at thealdevel. In consequence, the synergistic effect is
lost. Uncoordinated promotion may be ill-advisedstty and inefficient. The question arises who
should coordinate cooperation in a particular regind how it should be coordinated. Farmers are
often sceptical about coordinated actions in wiiay should invest their private funds. Instituson
and organisations may also be sceptical about gwdidn of common goals because of their
particular interests. However, the synergistic @ffeesulting from the financing of coordinated
goals may be tempting enough to encourage farnmetsretitutions to take the risk. Rural leaders
should initiate and coordinate these actions. Tiwenption of rural tourism and agritourism is a
very good area for positive analysis of social pridate partnership so as to achieve the synecgisti
effect.
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Elzbieta Mikotajczak®

| MPACT OF LEGAL REGULATIONS ON THE ACCESSIBILITY OF WASTE
PAPER AND CARDBOARD AS A SOURCE OF RAW MATERIAL
FOR PAPER INDUSTRY

Abstrakt: The basic material used in paper production is wotmvever, paper industry, in
accordance with sustainable development ever nftea opts for solutions facilitating substitution
of wood with other valuable raw material, namelysteapaper and cardboard. This material is used
for the production of packaging paper, newsprird, veell as sanitary and household paper.
Significant growth of the production of packagingper with a 100% share of wastepaper in the
recent years caused an increase in the demankafomaterial. Abundant, yet not fully used source
of waste paper and cardboard is offered by murici@este included in the system of selective
collection. This article presents an evaluationtlté impact of legal regulations in Poland on
functioning of this system and as a consequenah@mavailability of waste paper as the source of
raw material for paper industry.

Key words: waste paper and cardboard, paper industry, legalatons, Poland

INTRODUCTION

Limited resources of raw material, as well as tlencern for natural environment
encourage paper industry to a wider substitutiomwadden pulp with pulp made through recycling
of waste paper. In 2015 in member states of CEPTlrthousands of tons of waste paper and
cardboard was used which constituted 52,6% of t¢ital tvolume of utilized material while in
Poland this ratio reached the level of 50% [Godleydastrgbski 2016]. Up to 10 states reached a
better result that Poland and five of them may boasr 80% share of waste paper usage in the
production of paper and cardboard (Figure 1).

100,04 86,6 84,4 83,7 83,6 84,0
80,0
60,0 -
40,0 -
20,0

Figure 1. Ratio of usage of waste paper in CERidintries in 2015
Source: [Annual Statistics 2015]

20 poznai University of Life Sciences, Department of Ecomcenid Wood Industry Management, Wojska
Polskiego 38/42, 60-627 Pozhd&oland, emikolaj@up.poznan.pl
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CEPI — The Confederation of European Paper Indissifinember states of CEPI in 2016: Austria, Belgi@mrech
Republic, Finland, France, Germany, Hungary, Itdhe Netherlands, Norway, Poland, Portugal, RomaSBiavakia,
Slovenia, Spain, Sweden and Great Britain).
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The value of ratio of waste paper usage, apart frarket potential, technological possibilities
and the level of economic development of a givennty depends on the efficiency of the
recycling process. In highly developed economiestavgaper is recovered and reused for paper
production or exported to Asia as a valuable raviene. Countries such as Germany and Japan
rely on their own domestic material while china kasise the supply of exporters from Europe, the
USA and Japan [Godlewska 2012]. Simultaneously éstimated that in Poland 2.5 million tons of
waste paper fills up landfills or is incineratede@ych M. 2012].

The increase of waste paper usage in paper produstisupported by the need for expansion
of raw material base, which is justified by envimoent-friendly approach. According to Surewicz
[Surewicz 1999] substituting 1 ton of cellulose p@generated from waste paper results in the
following savings: 5,5 rhof wood, 400 kWh of electric energy, 8¢ of water and 1200 kJ of heat
energy. Motivation is clear and leads to a consitlen of reasons limiting the increase of waste
paper usage in domestic paper industry.

CONSUMPTION OF PAPER AND CARDBOARD IN POLAND AS COM PARED TO
OTHER EUROPEAN COUNTRIES

One of the determinants of the level and qualitylifef and at the same time the cultural
competitiveness of societies and regions is thenael of paper consumption per capita. Annual
paper usage per capita in Poland oscillates atkiB3(Figure 2), with general upward tendency,
however the pace of this growth is slightly decieggFigure 3). In years 1995-2015 Poland
recorded a trifold increase of this ratio that e highest among the states included in the study.
In comparison with countries of Western Europe whpaper consumptions per capita is about
twice this volume (Austria, Belgium, Spain, Germpnyith an average of 177 kg per person,
indicates a possible increase of domestic demanplafeer and cardboard goods. Despite a decrease
in the demand for printing paper in Poland oneuhexpect that the ratio of paper consumption
per capita in Poland will continue to grow, dueatgrowing demand for sanitary paper as well as
packaging paper and cardboard. [Jabski 2017, Werner 2017].
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Figure 2. Comparison of paper and cardboard consomim Poland and the selected European
countries in 1995 and 2015 [kg/person]

Source: own elaboration based on: [Yd@zko 1999, Godlewska, Jastoski 2016]
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This tendency confirms the forecast for increaséhan supply of waste paper and cardboard
and it correlates with a growing demand for thiw raaterial within paper industry. For example in
Ostrokka as the result of investment in the line for peduction of packaging paper made only
from waste paper, the demand for this materiah@recent years tripled to 600 000 tons annually
[Gawrych 2012]
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Figure 3. Paper consumption per capita in Polagtpfeson] in years: 1965, 1995, 2000, 2005, and
2010-2015

Source: own elaboration based on [Cupryn. 1969,f&darka materiatowa 1996, 2001, 2006, Fornalski2@®013, 2014,
2015,2016]

LEGAL DETERMINANTS OF SELECTIVE COLLECTION OF MUNIC IPAL WASTE
The volume of waste paper usage by paper industyetermined by its availability. The
analysis of paper usage in Poland shows that kaslygenes of this material should be recovered for
recycling. Only selective waste collection was ablsupply over 70% of the volume of recovered
paper used by paper industry in 2015 [Mikotajcz@d 7. The barrier is however created by the
need for extraction of paper and cardboard fractrom municipal waste, as well as their low
quality. Despite EU recommendations Poland beldagbe group of ten countries which achieve
the least efficient results in the area of selectiaste collection. The main problems related o th
management of municipal waste were indicated indibi@estic plan for waste management 2022
[Krajowy plan 2016], and among them there were:
too low a share of selectively collected wastégirtoverall resources,

— inadequate quality of collected waste caused by l#uk of unified standards of selective
municipal waste collection,

— too big a share of mixed municipal waste in theralvstream of collected waste,

— insufficient education related to waste managemamd too low market prices of some
secondary raw materials — SRMs.

Without solution of diagnosed problems also by nseahadequate legal regulations it'll be
difficult to reach adopted in the domestic plan feaste management assumptions that 50% of
municipal waste should be recycled by 2020 and 6Q%025.

Legal acts related to the recovery of waste pagmerime considered in three areas:
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I. general waste management,
Il. selective municipal waste collection
Ill. obligations of entrepreneurs launching packagingdarcts onto the market

Regulations linked to the first area (l) are maibpdsed on two acts:

1. Act on waste of 14 December 2012 [Ustawa 2012]ctwhiletermines the means of protection
of environment, life and health which decrease tiegampact on environment and health
resulting from generating and managing waste, a agelimiting overall consequences of
resources utilization improving the efficiency afch utilization.” (art. 1). Article 3, paragraph
1, point 2 of the act defines waste managementcaliegtion, transport, processing waste
including the supervision of those activities, asllvas the subsequent handling of places
dedicated to waste disposal and activities donedste dealers or brokers”. Activities related to
waste management should be based on sustainabdéopeent taking into consideration the
hierarchy of dealing with waste and should be immg@ated by all levels of administration.
Activities considered to be the most significante gahe prevention of waste generation,
preparation for re-usage, recycling, disposal n@neration, and finally storage.

2. Act of 27 April 2001 Environmental Law [Ustawa 2Q0ivhich determines ,standards of
environment protection and the conditions of usitsgresources including the demands of
sustainable development especially:

a) rules determining conditions of environmental reses protection and conditions of
launching substances or energy, as well as the obstsing the environment and the costs
of environment utilization,

b) obligations of administration authorities

c) responsibility and penalties

Issues related to municipal waste managementgégifically regulate:

1. The Act of 13 September 1996 on the maintenanceleainliness and order in municipalities
[Ustawa 1996], introducing the obligation of sebeetcollection. This law determines the tasks
of communities and obligations of property owneithwegards to maintaining cleanliness and
tidiness, conditions of collection of municipal wa$rom property owners, means of utilization
of this waste and the conditions of awarding lieento institutions providing services related to
issues regulated by this act. In line with thise@ath town is obliged to collect municipal waste
from property owners. The obligation is mutual, legcoperty owner is obliged to pass such
waste to the company which won a tender for mualcipaste collection. The law requires
selection of at least the following fractions ofst&a paper, metal, plastics, glass and multi-
material packaging, as well as biodegradable mpaicivaste. In practice in many cases
municipalities eagerly use the possibility to immpknt dual collection system dividing the waste
into dry, assigned for segregation and further rganeent and wet, assigned for composting
which significantly lowered the efficiency of sefie waste collection.

2. Regulation of the Minister of the Environment fr@#@ December 2016 (binding from 1 July
2017) concerning detailed regulations regardingcie collection of individual waste fractions
[Rozporzdzenie 2016], complementary to the act summariaqabint 1. This law introduces a
fundamental change with regards to the means t¢éatimn, which adds one more container to
the three existing ones: blue (fraction 1 — papggen (fraction 2 — glass), yellow (fraction 3 —
metal and fraction 4 plastic including multi-magégpackaging) the fourth container — brown for
biodegradable waste (fraction 5). The regulatidaved for the collection of metal and plastic
plus multi-material packaging in one container Baes not allow for narrowing the selection
beyond 5 fractions. A modernized system has be#edcdoint System of Waste Segregation
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(Wspolnym System Segregacji Odpadow-WSSO), andiits is to improve the ratios of
recovery and recycling as well as enhance thetgu#iicollected secondary raw material.

The main legal regulations concerning the obligetiof entrepreneurs (lll) are as follows:
The Act of 13th June 2013 on the management of ggnl and packaging waste [Ustawa
2013], determining :

a) requirements to which packaging launched on th&ketahould adhere,

b) the principles governing the operations of compangpecializing in packaging

recycling

¢) the rules governing handling of packaging and pgickpwaste,

d) the rules of determining and collecting producsfee
In accordance with the act entrepreneurs launghéugaging products onto domestic market are
obliged to guarantee recovery and recycling of Wastepackaging. Theyshould recycle the
same type of packaging waste which remained foligwhe consumption of their products. This
obligation may be done independently or via recylinit. Clearance of the obligatory levels of
recovery and recycling is done at the end of calerygar based on the volume of packaging
launched onto the market in the previous finangier. Currently the demanded level of
recovery and recycling for paper and cardboard agicly is 61%.

. Decree of the Minister of the Environment of 16 Bxeber 2014 concerning the level of product

fees for individual types of packaging [Decree 2fJ1@ournal of Laws from 2014 item 1972),
which indicates product fees for individual typdégackaging binding for entrepreneurs who do
not meet the required levels of recovery and réegclThe fee for paper and cardboard
packaging i©.70 PLN.

. Decree of the Minister of the Environment of 12 ®ar2014 concerning annual levels of

recovery and recycling of household packaging wH3teree 2014a], determining the required
levels of these ratios in given years. (Table 1).

Table 1. Annual levels of recovery and recyclindnotisehold packaging waste

Ratio

[%] 2014 2015 2016 2017 2018 2019 2020

recovery 32 35 38 41 44 47 50
recycling 32 35 38 41 44 47 50

Source: [Decree 2014]

CONCLUSION

Ratio of waste paper utilization in Poland which2615 reached 50%, is lower than the

average determined for member states of CEPI. Adwid that the increase of this ratio is prevented
by technological barrier has not been justifiedod?andustry in Poland is constantly enhancing the
technology of waste paper processing increasingptssibilities for its more efficient recycling.
Identified as the main barrier was an inadequattesy of selective municipal waste collection
being the result of weaknesses in legal regulations

of

The majority of municipal waste is delivered todéts as mixed waste without the possibility
its recycling. In such form this waste constiunused source of secondary material including

waste paper. The forecast rise in the consumpfigmper in Poland indicates a possible increase in
the demand for waste paper and cardboard. Onlgieritly handled selective collection of waste
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may guarantee reaching referential values of rati@®nsumption, recovery and recycling of waste
paper simultaneously ensuring an adequate volurdehigh quality of recovered material. It'll be
determined by both institutional and legal fact@s,well as practical and organizational elements.
Positive changes are being promoted by new legislatvhich imposes and absolute obligation for
waste segregation into at least 5 fractions (papass, metal, plastic and biodegradable waste).

Legal regulations require verification in relatitm the rules governing launching packaging
products onto domestic market. The lack of effitieontrol of packaging waste market results in a
number of irregularities when confirming the regdirlevels of recycling. It results in a drastic
decrease of revenue from product fees which weeadted to finance the system of selective waste
collection. The lack of sufficient financial resoas means that the costs of recovering waste paper
is paid by those who purchase it and hinders thesldpment of the whole system of waste
maintenance, especially in rural and peripherabhgrevhere due to logistic problems, costs of
selective waste collection are higher.
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Marek Tabert?

METHODS TO DETERMINE BATCH SIZE IN MANUFACTURING
PROCESSES IN WOOD INDUSTRY ENTERPRISES

Abstract: The paper discusses methods to determine theoiaebatch of products (parts),
which may be applied in the organisation of mantwfidéeg processes in wood industry enterprises,
particularly furniture industry enterprises. Thiessic methods are characterised: economic analysis
based on technical indicators, the costing metmolbitlhe graphic method, respectively. For the first
two methods formulas are derived and discussethédetermination of batch size.

Key words: woodworking industry, organisation of manufaatgri processes, batch of
manufactured parts, methods to determine batch size

INTRODUCTION

The most common method to determine batch sizeoimdwndustry enterprises is to consider
solely the size of an order for final products. Hgatch size is calculated as a product of the
multiplicity of parts within a final product anddhsize of the initiated batch of the final product.
Typically batch size is equivalent to the sizelad brder for the product. This method to determine
batch size neglects adequate utilisation of wotksta and potential for minimisation
(optimisation) of manufacturing costs.

Increasing competition on both the domestic and mdrkets between wood industry
enterprises requires continuous efforts to reduaaufacturing costs. The aim of this paper is to
present methods, which will reduce production casta manner requiring no investments. The
methods may be applied when preparing manufactyiogesses in terms of their organisation.

Appropriate identification of the number of pantmi{ products) for a manufactured batch is a
complex issue, since batch size affects severalnpeters of the manufacturing process at the same
time causing various economic effects. An incre@ecrease) of the number of products in a
manufactured batch results respectively in (DW20K7):

— an increase (decrease) in the share of effegtimking time of machines in the
available standard hours of workstations,

— a decrease (increase) in changeover time of &station or setup time per
production unit,

— an increase (decrease) in efficiency of assentibly employees,# extension
(shortening) of the manufacturing cycle of a gipeaduct,

— an increase (decrease) of the work in progresk €tnd the related manufacturing
costs,

— an increase (decrease) in demand for warehoggiace and an increase (decrease)
of warehousing costs,

— an increase (decrease) in frozen working assats imterest paid to financial
institutions.

In the case of an increase in the number of prodnoits in a batch the first three effects are
advantageous economically, while the others amsdgEntageous.

Three basic methods to determine batch size maglisienguished (Liwowski, Koztowski
2007, Brzeziski 2015):

22 poznan University of Life Sciences, DepartmerEafnomics and Wood Industry Management, ul. Wojska
Polskiego 38/42, 60-627 PozhaPoland; tel. +48 61 848 74 26, fax: +48 61 84828t e-mail address:
mtabert@up.poznan.pl
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— economic analysis based on technical indicattire (nethod based on the share of
changeover time) — facilitates high utilisationnedinufacturing resources,

— costing (optimisation method) — facilitates miigation (optimisation) of manufacturing
costs,

— graphic — using costing criteria, minimising méawuring costs.

DETERMINATION OF BATCH SIZE USING ECONOMIC ANALYSIS BASED ON
TECHNICAL INDICATORS

Economic analysis based on technical indicatoiis used to determine an economically sound
batch size. This makes it possible to determine shmallest size of a manufactured batch
guaranteeing an economically viable degree ofsatilbn of a workstation. This method is based on
the structure of lead time of a manufacturing opena(a single operation step). This operation is
presented in Fig. 1.

Fig. 1. Structure of lead time for a single openatstep, denotations as in formulas (1)

Source: own study.

Duration of a single operation step (the time akstation is occupied in a single operation
step) may be divided into two basic periods. Thst ftovers the time required to execute actions
connected with the preparation, changeover andictpaf a workstation after a part has been
processed. The second period covers the time, glwhich all parts comprising a manufactured
batch are processed. The former time categorycisngponent of the preparation phase, while the
latter is a component of the execution phase ofaufacturing operation.

The starting point for the determination of an emoitally viable batch size is the time, during
which a workstation is occupied by a single operastep (the duration of a single operation step).
It is determined from a formula:

T, =TPZ + N, [TJ, (1)
where:
T — time when a workstation is occupied by thie $ihgle operation step (the duration
of the i-th single operation step),
TPZ - time of the preparation phase of the i-th gngperation step,
N;-TJ— time of the execution phase of the i-th siraperation step,
TJ — time per unit, i.e. the time of manufacturedingle part in a batch,
N; — the number of parts in the batch manufactdrethg the i-th single operation
step,

i — type of the single operation step, i =.1k.

In the economic analysis based on technical indisdt is assumed that for a specific duration
of a single operation step the ratio of the timaqakeconnected with the preparation phase (TPZ) to
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the time required for the execution phase of thigle operation step (N-TJ) may not exceed the
empirically adopted value or the value adopted dhase standard (catalogue) values. This
dependence is expressed in coefficieptdatermined from formula:

A =2TPZI(N; D7), (2)

where:
A — coefficient specifying the share of time floe ppreparation phase in the time of the
execution phase for the i-th single operation,step
— the other denotations as in formula (1).

The duration of the preparation phase is treatedoaseffective working time, reducing the
capacity of a manufacturing workstation. Thus treater the value of this coefficient, the lower the
degree of utilisation of a workstation in the cauo$ execution of a single operation step. The towe
limit for the batch size is identified by the edtiakign between the sides in this inequality (2).
Thus the economically viable number of manufactyreds for the i-th single operation step (NE
is:

NE =TPZ/(A [1J), (3)

where:
NE; — economically viable size of a batch of parts,
— the other denotations as in formulas (1) — (2)

The standardised value of coefficientié selected from the catalogue table based otytee
of production and manufacturing costs of partstha first case the coefficient takes the lowest
values for piece production and the highest fagddot production. In the other case it takes \&lue
from 0.02 to 0.05 for low-cost parts and from 0t0®.15 for high-cost parts (Brzézki 2016).
Formula (3) is used to determine the economicaifble number of parts in a batch for a
specific (i-th) single operation step. Typicallystimumber is established for the workstation wlité t
greatest workload or completing the manufacturingpcess. In the latter case products

NE= iTPz/A DETq, (4)
i=1 i=1

manufactured at such a workstation are characterge the highest cost accrual coefficient.
Occasionally the ratio of the sum of TPZ timeshe sum of TJ times for the adopted sequence or
all operations performed on a specific batch ofperassumed as the basis for the determination of
batch size. Then the number of products in a biatektablished using formula:

where:
A — coefficient determining the mean share ofttime of the execution phase of all
single operation steps in the total time of theppration phase of these operations,
— the other denotations as in formulas (1) — (2)

The approach described by formula (4) is criticiBetiterature on the subject (e.g. £ds It is
pointed out that at large differences between iddial TPZ or TJ times formula (4) is no longer
meaningful.

Using the economic analysis based on technicakegl®atches with a small number of parts
are established. These results need to be corrdetddg into consideration manufacturing

Bis S. (1984)Organizacja i ekonomika proceséw produkcyjnych zepryle maszynowynPWN,
Warszawa.
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conditions. Values of coefficient A are sometimssuaned with no analysis of such conditions, thus
the established NE value may be incorrect.

DETERMINING THE SIZE OF A BATCH OF PARTS USING THE COSTING METHOD

In the costing methodthe optimal size of a manufactured batch is suohraber of parts, at
which total costs per production unit (unit costs the lowest. Total costs are a sum of costiseof t
preparation phase of an operation, direct costscasts connected with interest on current assets
frozen in the batch. Total costs per unit produetdetermined following formula:

JKC=JKB+KTPZ +JKZ (5)
where:
JKC - total unit cost (total costs per product unit),
JKB — direct unit costs (costs of direct materiald direct labour per product unit),

KPZ/N — costs of the preparation phase of an djperécosts of workstation preparation,
clearing and changeover) per product unit,

JKZ — costs of freezing current assets in a bpgchproduct unit,

N — number of parts (product units) in a manufeed batch.

Unit costs of freezing current assets in a manufadtbatch are determined using formula:

JKZ=(J KB+K—PZ) BTOﬂDiB, (6)
N 100
where:
STC — mean waiting time of a single part in anafactured batch before and after
processing,
PSB - interest on current assets frozen in a faatwred batch [%],

— the other denotations as in formula (5).

Costs of freezing current assets in a manufactbatch result from interest (PSB) on current
assets (capital) spent on the performance of a faaiming operation on a batch of parts and mean
waiting time (STC) of these parts during the exerubf the manufacturing operation (see formula
(6)). Used current assets refer to direct costs amgstitute the sum of costs of direct materials,
direct labour and costs of the preparation phasbeobperation (costs of preparation, clearing and
changeover of a workstation).

During the waiting period of parts in the coursetlé operation current assets spent on
processing of parts remain frozen. Interest ontahfaned for the execution of the operation is
charged for the waiting period.

Individual parts in the batch wait (are passivejhat workstation twice, i.e. before and after
processing. The manner, in which the total waittirge of a product unit (before and after
processing) is determined, is explained in Tabli 5. assumed that receipt of manufactured parts
follows production pacé.

For the first part (piece) waiting time before aitér processing is zero (at the assumption
that the part is immediately transferred to thet mgyeration). The next part is waiting for
processing throughout the execution phase of aratipe (processing time) executed on the
previous part. In turn, waiting time of a part afbeocessing results from the difference between
production pace and processing time of this partThe further procedure for the successive parts
is analogous and is shown in Table 1.

#4Brzezinski M. (2013),Organizacja produkcji w przedsiiorstwie Wyd. Difin, Warszawa.
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Table 1. Determination of total waiting time ofiagle part in a manufactured batch before and
after operation (processing)

Part number in Waiting time
batch before processing after processing total
1 0 0 0
2 T TPR-T
3 2-T 2-TPR-2.T 2-TPR
N (N-1)-T (N-1)- TPR-(N-1)- T (N-1)-TPR
Source: own study on based Brzski (2013, p.61), where:T — time of execution phldsn operation, TPR — production
pace.

The total waiting time of individual parts of a méactured batch changes incrementally. For
the first product unit it is zero. In turn, thedbtvaiting time for the last part is (N-1)- TPR. Bhhe
mean waiting time of a product unit before andraftecessing is determined following formula

(7):
STC=(N-1)ITPR/2, (7)

where:
TPR - production pace,
— the other denotations as in formulas (5) &)d (

Production pace is a period from the executioméer) of one to the next product unit. The
production pace length is determined by formula:

TPR = EFC PPG (8)

where:
EFC - periodic (e.g. annual) effective availadiBndard hours of a workstation,
PPC - periodic (e.g. annual) production planastg
— the other denotations as in formulas (6) and (7

After the dependences presented in formulas (8) arg included, formula (5) takes the form:

kc=ke+ KPZ, (kp+ KPZ N -DEFCPSE ©)
N N 200PPC
while after reduction of terms of equation (9) visain formula:
KPZ (N-1) (EFCPS
JKC= (JKB+ + , 10
( N e 200PPC BB (10)

where:
— denotations as in formulas (5) — (8).
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In order to establish the optimal size of a manuigx batch (NPP = N) the first derivative
of total unit cost is calculated in relation to@guating it to zero (dJKC/dN = 0). These calculsio

(11)

NP 200KPZPPC
JKBIPSBIEFC-1)
produce formula:

where:
NPP — optimal size of a manufactured batch,
— the other denotations as in formulas (5) - (8)

The value (-1) found in formula (11) has a negligigffect on the final optimal batch size.
For this reason it is typically omitted. Then fola(l1) takes the form (12):

N— 200KPZIPPC (12)
JKBIPSBEFC

where:
— denotations as in formulas (5) — (8).

DETERMINING THE SIZE OF A BATCH OF PARTS USING THE GRAPHIC METHOD

In the graphic method to determine the size of aufectured batch we use the same groups of
costs, which are applied in the costing method. i@, in this approach we need to know values
of these costs for various batch sizes (N) andlod gn their basis respective cost curves. The
application of the graphic method is possible amding a special computer programme, which will
reduce labour consumption of this method.

The graphic manner to determine optimal batch Bizthe graphic method is presented in
Fig. 2.

Costs

Fig. 2. Graphic determination of optimal batch sis&ng the costing method
Source: own study on based Wréblewski K.J. (1988)Rasternak K. (2005).
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Denotations:
JKC — total unit cost,
JKZ — unit costs of freezing current assets,

JKB = const — direct unit costs,

KPZ/N - unit costs of the preparation phase foop@ration (decrease hyperbolically
with an increase in the number of pieces in thet)at

NPP — optimal batch size.

The curve of total unit cost (JKC) presented in. Zds a sum of all unit costs incurred by an
enterprise when manufacturing a batch of partsitacfthnges depending on the number of pieces in
the batch. The curve takes a parabolic form, whithimum (the lowest value) determines the
optimal number of pieces of unit products (NPR), at which the unit production cost takes the
lowest value.

Unit costs of freezing current assets (JKZ) chapgsportionally to the number of product
units in the batch and in Fig. 2 they are represkfly a straight line. An increase in these costs
with batch size results from the length of waitithnge for processing and after processing for a
product unit, which also increases proportiondtycontrast, the number of pieces in a batch has no
effect on direct unit costs (JKB). They remain d¢ang which in Fig. 2 is illustrated by the
horizontal straight line. These costs comprisescofused materials and consumed direct labour as
well as consumed direct labour. Their level intielato a single unit does not change during the
execution of a specific operation on a manufactlratth. The last group of costs, which has an
effect on the optimal batch size comprises unitoéthe preparation phase for an operation (unit
costs for the preparation, clearing and changeoVes workstation). Along with the size of a
manufactured batch they decrease following the thygie curve. The sum of the above-mentioned
types of costs produces a curve of total direct oosts for the manufacture of a batch with a
varying number of parts. It assumes a parabolimfand in Fig. 2 it is marked with a broken line.

CONCLUSIONS

Economic analysis based on technical indexes mappked when an enterprise has - at least
for the most important workstations - a set of fioets, which determine the share of time of the
preparation phase for an operation in its execupbase at individual workstations. This method
makes it possible to determine the smallest ecorallyiviable size of a batch in terms of the
degree of workstation utilisation.

In the costing method we have to know values adalimanufacturing costs. This type of costs
is generally available from bookkeeping recordse Thsting method makes it possible to determine
the optimal size of a batch in relation to dire@nufacturing costs. In the graphic method we use
the same types of costs, which are applied in tdstirg method. This method well illustrates the
principles for the establishment of batch size. ldoev, it is the most labour-intensive method,
requiring the largest number of calculations. Ihdd recommended unless an appropriate computer
programme is available.

When using computational methods to determine baioh a two-stage procedure is most
recommended. First the number of pieces in thehbiatgreliminarily determined, which is done
based on the size of an order for the final produnct the multiplicity of its parts. Next one of the
computational methods may be applied. If economalyesis based on technical indexes was used,
the result of calculations defines the minimal hasize. It is compared with the preliminarily
established number of pieces in the batch. If thkier determined in economic analysis with
technical indexes is greater, then the enterprismild strive to obtain a higher price for the
execution of that order or refuse to execute iteWthe result calculated in economic analysis with
technical indexes is lower, then the manufacturea darger batch, as it was determined in the
beginning, will be economically advantageous far ¢imterprise.
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If calculations were conducted using the methodnaping batch size in relation to direct
manufacturing costs, then the established numberegks in the batch guarantees the lowest cost
of its manufacture. Around the optimal point theveuof total direct unit cost is gently sloping
within a wide range of batch size values. This rsetliat costs change slightly despite changes in
batch size. Such a characteristic of the curve miakeossible to determine the limit ranges of batc
size, for which changes in costs have no signifieffect on the enterprise. If the preliminarily
established batch size falls within the establishembe, acceptance of an order placed for the
execution of such a batch of products is econofyigaistified. Otherwise, the price for the
execution of the order needs to be increased arther should not be accepted.
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Katarzyna Mydlar?

PROMOTION OF INDUSTRIAL PRODUCTS ILLUSTRATED WITH AN
EXAMPLE OF A MACHINE MANUFACTURER FOR WOOD INDUSTRY

Abstract: Each enterprise aims at achieving a success. Quorispauccess is its ability to
reach profit level which would guarantee its stabtion and as a consequence its further
development. In order to achieve this goal an ent has to reach new areas of the market. It
constitutes a kind of fight with competition for ish every enterprise should always be prepared.

The article emphasizes the significance of advegisand marketing in enterprises
manufacturing industrial goods for wood sectortstyy of such enterprises has been drawn and the
importance of the marketing tools used for imprgvtheir financial results has been pointed out
here.

Key words: marketing, advertising, wood industry

INTRODUCTION

In the recent years in Poland one may observetansive development of small and medium
size enterprises. They are active in various seatbreconomy and fight to win their share of the
market. Due to an adequate usage of promotionatlamdlopmental instruments they successively
and effectively expand the area of their influence.

Promotion is a form of communication which aim dsattract the consumers to the offered
ideas and concepts. Its task is to achieve plahaadfits by market oriented enterprises. It is & no
price competition, which has a significant impacttbe consumers.

One of the tools of promotion is advertising. Itthe field of human activity which requires
creativity, intelligence and due diligence. Ovee tiecent years it has been frequently transformed.
Advertising does not only spread simple slogansftén uses a versatile knowledge of specialists in
marketing, economy, psychology and media studiezg@drczyk A. 2010). As it may be concluded
from the activities of enterprises manufacturindustrial goods for wood sector it is also efficient
in this area.

PLANNING PRODUCT PROMOTION

Promotion means establishing contact with poterd@sumers. For that contact to be
possible an enterprise launches a whole chain tofitées, first in order to obtain information on
client needs and subsequently fulfilling those seethd eventually it tries to encourage the client
purchase its product. In order to fulfil all thosesks an enterprise needs to organize an adequate
system of information that is promotion. It is thgstem of coupled means which facilitate the
communication between an enterprise and its enwiesn. System of promotion has to guarantee a
smooth flow of information both ways, between ategrise, dealer and consumer.

Promotional system includes activities which faatk communication of an enterprise with its
environment, gaining a certain position on the ragrs well as presenting its offer of services and
products (Drzazga,2006). Hence promotional systasith mainly help the information about a
product to reach the selected market segment, coathe potential buyers to purchase the product
and create a positive climate between the manufactand the seller. Creating a system of
promotion is a very serious venture for an entsgohbecause it requires an adequate market and
consumer approach. System of promotion includesynvamiables, one of which is advertising,
occupying a key role in this system. System of ptom is a set of means through which an

% poznan University of Life Sciences, DepartmerEafnomics and Wood Industry Management, ul. Wojska
Polskiego 38/42, 60-627 PozhaPoland; tel. +48 61 848 74 26, fax: +48 61 84828t e-mail address:
kmydlarz@up.poznan.pl
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enterprise communicates with its environment. A&tems of information need to be two-way and
in the system of promotion both formal and inforrabannels are of equal importance. As far as
formal and informal channels are concerned, therinétion circulating between the consumers is
of special significance (Wmiczka J. 2009). Therefore, it may be concluded itahe informal
channels of communication, especially important ggeple perceived as authorities in a certain
field.

PROMOTION AND ADVERTISING IN AN ENTERPRISE MANUFACT URING
MACHINES FOR WOOD INDUSTRY

Promotional activities, although they refer to alterprises active on the market, differ
depending on the profile of each firm. Not all metikg tools can be used in a certain situation. As
an example we may take industrial enterprises, hwhace forced to modify the accessible
promotional instruments. Significant premise focls@nterprises is often the implementation of a
long-term development programme and not focusin@ameving profit within a short time. The
implementation of an adopted plan typically estdldis the best possible work conditions for the
employees who are essential for the high qualitya dinal product. In case of manufacturers of
machines for wood industry attention is usuallydp@ energy efficiency, precision of processing,
user-friendliness or high quality of the finishewguct.

For this group of producers it is important tha thformation about their product will reach a
specific targeted segment of the market and comgnthe potential buyers to purchase their
product. Industrial enterprises also have to know im the best and most efficient way to inform
the market and consumer about the benefits of thdugts they offer and how to convince the
consumer to eventually purchase the product and wiakes the clients to buy products from a
certain producer.

Producers of industrial goods also use advertigtngducer of such goods needs to answer the
question: ,How to advertise their products in thesmefficient way?” The choice of form of
advertisement, as well as the medium depends orchheacter and type of the product or the
market segment which the advertisement is due tgeta One also needs to consider the
communication capacity of each form of communiaatio

Figure 1 presents the results of a questionnarged out in an enterprise manufacturing
machines for wood industry.
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Fig. 1 Type of advertisement

Source: Own elaboration based on the questionnaiselts.
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As it may be concluded from the research, the piatertlients remembered best the
advertisement which they heard and saw, which siggbat this form of advertising is the most
efficient.

An important element which is taken into consideraivhen selecting the type of advertising
and its source is also the frequency of ad exposutéas possible to use high frequency of ad
exposure which results in a fast growth of brandranwess, but also means that within a short
period of time there comes a fast decrease inaWisreness or the implementation of a so called
pulsing advertising, which has a significantly seswmpact on the potential client, however the
final effect is much more positive (Kotler P. 2008herefore, companies use those tools depending
on product life-cycle and the sales season. Remgnddvertising is used both at the beginning of
sales when the expansion of the first distributibannels takes place but also further on, following
the channels expansion. This type of advertisingiged to remind the consumers about the
company and its brand. It informs the consumers tha company is still in operation and
manufactures its goods. Client has to know thatpfeElucts of a certain manufacturer are still
perfect and reliable. In order to maintain its fogsi on the market, an enterprise in line with
technical progress launches advanced editions chimas. For that reason it also uses launching
advertising which explains the advantages and nmohnology used in new products and points
at benefits which product user may get.

The frequency of ad exposure is, to a large extdatérmined by seasonality. Figure 2 shows
the frequency of ad exposure throughout a yearaf@roducer of machines for wood industry
(company’s internal data).
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Fig. 2 Frequency of ad exposure in a company througa year

Source: Own elaboration based on company’s intedadih

As can be seen from figure 2 the highest ad expasurecorded in January which is a month
of stability of production following an intensive h@stmas holiday period in wood industry
enterprises. It mostly concerns the producers wiitiure, floors, wood-based panels and so forth, as
well as early autumn which is considered to bentlost important moment for a company. It's the
time when the frequency of ad exposure is the lsigh® large scale of promotional articles and
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advertisements encourages potential clients to rmpakehasing decisions or at least awaken interest
and the urge to obtain detailed information on lacded product. Due to such activities company
gets measurable results in a form of a higher numberders.

Each company with a high market status valueststoeners opinion on their products and
services. Therefore, producer’'s help is of sigaificimportance as far as machine handling is
concerned and not only at the introductory phadealmo as an element of post-sales service. It is
also important from the point of view of experiengeénandling such machines by potential buyers.
Due to promotional campaign, adequate form of athmeg,, as well as company’s endeavour
achieving clients satisfaction is possible, whizglatlarge extend, boosts the sales of these machine
For industrial enterprises manufacturing machireswood industry customer service is of key
importance because cooperation between a prodadecustomer does not end at a purchase of a
given machine. Often it is extended for the durataf this machine usage by a given buyer.
Therefore, department of customer services offecoraplex help with technical preparation for
machine handling and delivers a whole package fifrimation which might be useful when
exploiting the purchased machine. The most impoitathat the client who is in possession of a
certain machine could if needed as soon as possiédethe services of the company which
manufactured that machine. Such client approadlitseism a high level of satisfaction of the client
which for the company under the current study reac®6%. That help facilitates the purchase of
specialized machines for wood industry by peoplé ai different level of knowledge, experience
and education. It is confirmed by the results glastionnaire presented in figure 3 which focus on
the education of those who purchased machines metowéd by a company under the study
(company’s internal data).

Customers education

\ 52%

16%

32%

& secondary education higher education vocational education

Fig. 3 Results of a questionnaire carried out @atcitmpany under the study.

Source: data based on the questionnaire from tinepemy

In order to maintain such high level of satisfastmmong its clients the company organizes
quarterly seminars for people who use their machiSBeminars are aimed at clients and providing
them with information on modern achievements indeetor of wood industry, recent changes and
further plans for implementing new solutions instfield. Apart from the lecture and presentation,
there are machine demonstrations and their préparédr work. The employees of customer
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service department present how to handle the mestanufactured by the company, the means of
adequate saw sharpening so that the product dprimgpssing achieves the highest quality. Using
such meetings company employees have a unique ehangresent the gathered guests with the
new models of machines which have been launchdbddebogompany.

Once all lectures end there is also time for disicuss, during which the guests may ask
questions and obtain thorough answers from spstsalkollowing the training very valuable data is
collected concerning the efficiency of those megiand thus validity of organizing them in the
future. There is a great demand for such seminadsadl their guests declare the willingness to
participate in them in the future.

CONCLUSION

The experience of highly developed countries shihats manufacturing a certain product and
even more so its subsequent sales on a competitivket is very problematic. Problems with the
sales of manufactured products are solved by imphtimg promotional and advertising operations
by a company. Advertising stimulates the activitgwstomers in finding products and services.

In contemporary economy in order to increase prtdocand sales, company needs to
manufacture better and better products and launem tboth in a domestic and foreign markets
using various forms of advertising which would biuihe knowledge of their recipients. In order to
make a purchase a buyer needs to “buy” its adeengmt and believe in advantages of the
advertised product.

Companies which specialize in the production of mvaes for wood industry do what they can
to meet the requirements of their customers in $epmequipping and continuous refining of their
products. The aim of those companies is to guagdnitgh quality of their products and services.

Advertising products for example in specialized amges or exhibiting at tradeshows
facilitates reaching with the information to thegeted market and helps to convince a larger
number of potential buyers to purchase certain yobend simultaneously build positive relations
between the producer and the seller (,Gazeta prgenyzrewnego” 2007). The most important
rule is not to forget about the client, who hasadly purchased their produdihey need to take
care of him also after the purchase, guarantedimind of help and assistance.
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Jarostaw Uglis®, Magdalena Kozera-Kowalska

DEVELOPMENT OF THE SOCIAL FUNCTIONS OF FOREST AREAS KRUCZ
FOREST DISTRICT CASE STUDY

Abstract: The article presents the development of the nonywstive functions of forest areas,
with particular consideration of social functiomgjich include educational, tourist and recreational
activity. The development of these functions hasnbpresented using the example of the Krucz
Forest District. The authors point to the visitoigfowing interest in the development of
infrastructure and forms of activity. They emphasilzat, the forest’'s social functions in the forest
district in question balance its productive (comeiedy functions.

Key words: tourist and educational functions of forest arsastainable development, forestry
educational infrastructure

INTRODUCTION

Forest areas are the most complex land ecosystanisaxh, consisting of plant and animal
organisms which coexist, forming the biocoenosigl&ting the forest is considered to be one of
the oldest forms of human activity. As the wildlifebitat, forests are the source of wood and
undergrowth (mushrooms, blueberries and blackisrrighich sustain local communities, as well
as a reservoir of natural resources used in foddsiny. Forest areas undoubtedly perform various,
often complementary functions, either in a natumaly or as a result of human activity. The
literature on the subject provides descriptionsoeér 100 such functions [Mandziuk, Janeczko
2009]. The possibilities of performing individualrfictions by forest areas largely depend on their
natural conditions (the area, state, habitat aediep-age structure of the forest stand), as weina
the amount of non-productive infrastructure, whishthe effect of human activity (tourism and
recreation infrastructure).

The article presents the Krucz Forest District adisdrict making up “The Note Forest
Promotional Complex”. It is an attempt to evalutite realisation of the social functions and tasks
by the Krucz Forest District.

The authors used the case study method, assumaigthib past situation analysed with
reference to this particular case is the same milasi to the situation concerning other cases
[Wojcik 2013]. The authors also made a review d&f tieerature on the subject and the studies
conducted by other authors, using the desk resemethod. They used source materials provided
by the Krucz Forest District, concerning the cr@atand development of the forest educational
infrastructure — reports on the educational agtikiin in 2012-2016. They were supplemented with
State Forests data regarding forest promotionaptexes created in Poland.

THE PLACE OF THE EDUCATIONAL FUNCTION IN THE DEVELO PMENT OF
FOREST AREAS

The total area of Polish forests cover 9.2 milllmctares, and the forestation level comes to
29.59%% which makes Poland one of the European leadetisisnrespect. In a report devoted to
studying the function of forests, Poles were askbdther going to the forest was a purpose in itself
for them, or whether it was incidental (happened., @vhile going on holiday, on a weekend trip, to

%6 pozna University of Life Sciences, Department of Ruilffsm, Wojska Polskiego 28, 60-637 Pogna
uglis@up.poznan.pl
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28 According to the National Forestation Program2020, forests are to make up 30% of the countnga,a
and in 2050 — 33% [see Jalinik 2016, p. 314].



% Intercathedra 33/2, 2017 91

visit the family or on business). The majority @spondents chose the first ansiteThe same
study sheds light on the behaviours and needs lesRasiting forests. It shows that they choose
national parks and nature reserves rather tharr éahest areas, mostly due to safety reasons and
the fact that they do not know the rules of stayimgorest areas, which confirms the common
opinion that regardless of their incomes, Polesingily visit forest complexes. However, this starts
a discussion about the economic sense in develdpisgspect of using forests, usually treated as a
profitable component of the national economy [PigkiBSuperson 2008].
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Figure 1. Productive and non-productive functiohBoest areas

Source: author’s elaboration

29 The study was carried out on the sample of 1.8B8kitants of Poland, who declared that in the past
months they had visited a forest in Poland at lease and for recreational purposes [mitykcz, Giergiczny
2013].



92 % Intercathedra 33/2, 2017

Many typologies of forest functions refer to itsnomercial and non-commercial use. Other
classifications refer to using the forest's unie¢rsnaterial and immaterial natural resources
[Drozdowski 2008]. They are usually used non-conuiadly and serve educational and
promotional purposes. At the same time, they miagessible to implement the rules of sustainable
development in forest areas, taking the needs efdbtonomy, environment and people into
consideration [Rykowski 2002, Siry et al. 2005, tBefer et al. 2017]. The tourist function of the
forest is an aspect of its non-commercial use asthgability. It also opens relatively new or ao f
unpopular opportunities for people, such as silerpy (tree healing), aesthetotherapy (healing
through sensual experience) or kinesiotherapy coetbwvith relaxation classes [Przezbo6rska 2010].
Although nearly every forest function arising frdhre wish to achieve different goals (economic,
environmental or social) assumes caring for itsuesugdce and future, a particular role is played by
the educational function, supported by the towst recreational functions. It is worth mentioning,
however, that recreational activity has changethfpassive to more active [Wilkes-Allemann et al.
2017], which additionally predestines it to supp@teducational activities run in forests and for
their benefit.

Given the common implementation of sustainable kbgveent, it seems that the discussion on
the classification of forest functions is not a angproblem, which is obvious if we just list these
functions (Figure 1). They clearly show that theolehforest management will be affected by the
economic, environmental and social (socio-cultuiahctions alike.

A comprehensive look at the forest functions, elgcfrom the point of view of sustainable
management, requires considering the economic ieneff forest management not from the
perspective of, e.g., a single forest sub-disthiat, a superior unit - in this case — a forestrigist
Thus, the diversity of the resource and forest mameent should be rationally correlated: the
benefits brought by the productive functions shduddmaximized where the benefits due to social
and protective functions are smaller than average the other way roundZflicz, Giergiczny
2013].

In recent years, we have observed a growing irteresand demand for nature-forest
education. Since 2004, the educational functioforsts has been planned and its purpose has been
to popularize the knowledge about forest envirorinagm sustainable forest management, and in
this way to increase people’s awareness as regatideal and responsible use of forest products. It
appears that the Krucz Forest District puts thlis into practice.

THE EDUCATIONAL, TOURIST AND RECREACTIONAL INFRASTR UCTURE OF THE
KRUCZ FOREST DISTRICT

The Krucz Forest District, together with the elzychdd, Oborniki, Potrzebowie, Sierakéw
and Wronki forest sub-districts, make up the Ndterest Promotional Complex (established on the
strength of Decree 62 of the Director General aft&SForests, of $40ctober 2004, on the Ndte
Forest Promotional Complex). The complex, situatethe drainage basin of the Warta and Note
Rivers occupies an area of over 137,000 hectarsholvs considerable topographic diversity, with
relatively homogenous stand (the majority are panel single-storey stands). The aims of a
promotional forest complex include promoting muiti€tional and diversified forest management,
perfecting forms of cooperation with the societyegards forest management, as well as perfecting
the system of the Forest Services and educatisociety’. The Krucz Forest District has been
striving to achieve these aims for years by propaganature protection combined with forest
tourism and agritourism. The infrastructure of Kreicz Forest District has been oriented towards
four groups of activity, including walking, cyclingayaking and horse-riding.

%0 http://vww.puszczanotecka.lasy.gov.pl/
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One of the first large-scafeeducational activities, however, was the openiig wature-forest
path in the Kruczlas sub-district in 2013. The pladis the shape of a loop, about 3.5 km long. Its
beginning and end are in the immediate vicinitytled forest district buildings, at the, so called,
Educational Canopy. It includes a place for a bom-hear a pond, a “green classroom” with many
outdoor exhibits, and an educational room, wheepedding on the needs and weather conditions,
classes for children and teenage students are Apfztoximately at the same time, in the area of
Ciszkowo and Hamrzysko, some trails intended fdking or cycling tourism were prepared (a 15
km long path).

The forest districts financed many educationalvitigs themselved. Some other activities
were also possible due to effective search forreatefunding, such as the subsidies from the
Wojewddzki Fundusz Ochronyrodowiska i Gospodarki Wodnej (the Regional Fund fo
Environmental Protection and Water Managementjon@n.

In 2016, it resulted in completing two tasks: ciregtwo nature-ecological paths in the Goraj
forest sub-district (“Morena Czarnkowska” / “Czaomkska Moraine”, and “Z biegiem Natury” /
“In the course of Nature®, as well as an educational path called “The Fdessthes Us” in the
Kruczlas forest sub-district. The money was spemong other things, on teaching aids
(educational games, such as nature and ecology Hmest Jump Records, a guessing game,
Wooden Fruits), building the path gate, installeducational boards in wooden cases, signposts,
welcoming boards, buying educational toys, etc.

In 2016-2010, the Krucz Forest District is planntogcarry out the tasks of a national project
entitled “A comprehensive project of adapting faseand forestry to climatic changes — small
retention and preventing water erosion in lowlareha”. The financial sources in this case will be
mostly EU funds. The plans include building two @rateservoirs (for the purpose of increasing
retention) and restoring functionality to the ma&sharea by building melioration amenities.

FORMS AND ECONOMIC ASPECTS OF EDUCATIONAL ACTIVITIE S

As regards forest education, the Krucz Forest Bistakes advantage of elements directly
connected with forest management (such as thestee®l, small retention objects, a nursery), as
well as those which are not closely related (caltwites, tradition, a garden, a dendropark / an
arboretum). An important role is played by the #&reducation centre, including the forest
educational canopy (the green classroom), as welWa educational paths.

Educational activity involves many forms of teaahirsuch as field classes and guided
excursions, lessons in the green classroom, cotigoesti educational campaigns, exhibitions,
festivals or workshops. The analysis of availatdéad Table 1) shows that the largest number of
participants using those forms of education wasnded in 2013 — over 6,800 people. The most
popular were campaigns and events held in thetfdissict in question. Other very popular forms
of education were field classes and guided excussiattended by nearly 1000 people in 2015. The
number of people taking part in various forms ofiation in the Krucz Forest District in the
studied period reached over 31,700 people, halffltdm (52.7%) participated in theme-oriented
educational forms.

3L Fully financed from the State Forests means aadtite budget

%2 In a great majority of forest districts in Polatite educational activity is financed by the diggithemselves
[see Ankudo-Mankowska, Starosta-Grala 2016; Cz&iret@l. 2016].

3 A path created as a part of the Regional CentRoodst Education in Goraj Castle, the area oKitez
Forest District.
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Table 1. Forms of forest education implementedheyirucz Forest District and attendance in

2012-2016
2012 [ 2013 [ 2014 ] 2015 | 2016
Form of education No of participants
(No of classes)
. . . 742 794 880 998 659
Field classes and guided excursions (17) (19) 21) (20) (13)
. . 169 175 141 165 125
Classes in the forest education room
(4) () (4) () )
. . . . 205 186 182 118 156
Meetings with a forester in schools and kindergeste
9 = @ | ® (5) (3) 2)
N . 276 297 266 490 325
Forest competitions (knowledge, art, literature,)et
P ( g @ | 5 | ® (5) (4)
. 1298 1358 1490 1380 1260
Campaigns, events
paig ® | 6 5) 5) @)
. o 560 612 490 493 420
Educational exhibitions
_ (2 (2 (2 (2 (2)
Other, e.g. festivals, fairs, workshops, etc. 3300 3400 3 000 2 900 2 400

*estimates
Source: author’s elaboration, based on the KruceeBbDistrict data

Considering the expenses per one participant otaohn at the Note Forest Promotional
Complex (12.69 PLN) in 2015, it is possible to mstie expenses incurred for the educational
function by the Krucz Forest District at over 83ukand PLN. In order to estimate the non-
productive benefits, particularly those drawn froetreation and tourism in the Krucz Forest
District, the travel cost model was applied. Assugnihat the average cost of travel for one
participant is 20 PLN [after: Bartczak et al. 2008k forests of the Krucz Forest District geneeate
stream of recreational-tourist benefits worth al/28.000 after tax, annually.

CONCLUSIONS

In recent years the society has become increasintgliested in recreation and tourism, as well
as education in forest areas. Forests are perfeditigble for practicing both these forms of atyivi
They have many natural assets which attract eratbissof active recreation in the open air, as well
as tourists. Aware of the growing interest in fesg$orest districts develop and modernize tourism
and education infrastructure, setting new educatipaths, and walking, cycling and horse-riding
trails. At present, there are 20,000 km of walkirails, 4,000 km of cycling trails and 7,000 km of
horse-riding trails in Poland, prepared for towisthey are supplemented with 500 camping sites,
300 bon-fire sites and over 200 designated cangditeorder to make the forests more available,
3,000 parking spaces and 87 forest car parks heere éstablished.

The activity of the Krucz Forest District is thesppnse to the increasing public demand for
recreational-tourist and educational infrastructukethe same time, it is an example of practical
implementation of complementarity, which means tlgpieg the educational and tourist-
recreational infrastructure in areas of lower eeoicovalue, and at the same time intensively using
areas of high economic value. In this way, the doreanagement in the Krucz Forest District is
optimized, which means maximizing total economiadfés. Optimalization partly results from
realizing the non-productive functions of the fdrdsis worth stressing that the economic benefits
of the educational activity of the forest distctrpass the incurred costs.
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Wieruszewski Mare¥, Lis Wojciect®, Malinowski Zbigniew®

THE EFFICIENCY OF BEECH TIMBER PRODUCTION FOR THE
DOMESTIC MARKET

Abstract: The research on the efficiency of production ofbgmand sawmill products was
based on averaged results obtained from elementaog processing enterprises characterised by
medium volume of production. The data covered calendar year. The production and sales of
edged and unedged timber, chiefly produced from WI@8s wood, was analysed in the study. The
raw material for processing was supplied by that&torests’ National Forest Holding. The ratios
of the efficiency of production of timber and sawmioducts for sale on the domestic market were
verified and compared. The research showed thaavbeage unedged timber production efficiency
was higher than the edged timber production efiicje The economic ratios for the year under
analysis showed improvement in the efficiency afdurction of low-processed products. There was
a simultaneous increase in the costs of furthecgssing and in the demand for unprocessed timber,
which enabled wider use of the product in differergas of the wood sector.

Keywords: sawn wood, wood quality, efficiency, wood prices

INTRODUCTION

The sawmill industry largely depends on raw matergsources. The availability of raw
material depends on the forestation rate in a Qdati area. Forests occupy 9.4 million ha, i.e.
29.7% of the area of Poland(www.lasy.gov.pl).

Most forested areas, i.e. 7.6 million ha, are madalgy the ‘State Forests’ National Forest
Holding. Coniferous forests are predominant — thke about 69.1% of the tree stand. Pine-trees
are the most common species in the forests (58%g.share of deciduous forests is much smaller.
The predominant species are: birch-trees (about 8&&-trees (about 7%), and beech-trees (about
6%) (www.lasy.gov.pl).

The aim of the sawmill industry in Poland is tagatlly process different round wood species
into solid wood materials. According to the Eurtsdata, Poland is the sixth largest European
producer of timber, making about 5.6 millior? myear. Hardwood makes 20%, whereas softwood
makes 80% of the total volume (www.sosnowemebldR4.p

The sawmill industry is the second largest sectdh® wood industry, following the furniture
industry. It is an important part of the Europeasmunfacturing industryJarvinen, 2014).

The share of the wood industry in the GNP exceddsTBe employment rate in the wood
industry amounts to 6%. The technological equipmesetd by Polish wood processing enterprises
is constantly improving. The efficiency of matenmbcessed in Polish enterprises is about 65-68%.
It is similar to the efficiency in the German aneveslish sawmill industries although Polish
companies are not so modern and do not use suddeavariety of machinery (Ratajczak et al.,
2010).

In order to improve the competitiveness and in@dahg processing efficiency in small and
medium sawmills it is necessary to increase automand modernise the technological process
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(Gotych et al., 2008). The improvement of the textbgical process involves numerous challenges.
Maintaining the highest quality and high materifficeency are the most important elements which
will guarantee keeping the current position in tharket. It is necessary to shorten the sawmill
production process and extend the period of usimmanaterials.

Production profitability can be increased by stadking the specification of products and
improving quality control. It is very important feawmill enterprises to have stable access to wood
material. As far as the costs of transport are eored, it is very important to limit the distance t
raw materials bases. The process of timber prooluainquestionably depends on the quality of
material processed (Ratajczak 2011).

The development of the sawmill sector and the mudation of individual companies give a
possibility to increase the sawmill production effeeness and efficiency. The automation of wood
processing reduces employment per’bfrmaterial processed (Hruzik 2006).

AIM AND RANGE OF STUDY

The aim of the study was to determine the cor@taltietween the efficiency of production of
selected types of beech timber in the domestic etadnd the dimensional and qualitative
variability of the products. The research was cateli on small and medium wood processing
enterprises, which are the most common in Poland.

The research encompassed analysis of wood progessia full financial year as well as
verification of qualitative and quantitative datancerning the processing of beech wood into sawn
materials. The results were analysed by describowg variability in the material type, quality and
dimensions influenced basic processing parameters.

METHODOLOGY

The volume of timber and other materials was mess@according to the guidelines of the
Polish Standard PN-EN 1309-1:2002Round Wood and&irm Dimensions Measurement — Part 1:
Timber. The data analysis consisted in classificatdf the assortments according to their type,
dimensions and quality. Third quality class logsGBY of three thickness classes were used as the
material for comparing the processing efficiency.

The index of technological processing efficiencyswalculated according to the assumptions,
using the formula below (1) (Hruzik et al., 1998he efficiency was expressed as percentage. It
was the ratio between the total volume of producésle from the raw material and the purchase
price of the material used in production.

E(p)=(ZVw*Cw+XVz+Cz+XV0%CoXVs*100) /(Cs+Tr) [%] (1)

Vw — volume of products processed for the domesticEalmopean market,
Cw— unit price of products,

Vz— volume of woodchips,

Cz —contractual price of woodchips,

Co- volume of waste and sawdust,

Vs— contractual price of waste and sawdust,

Vs —volume of raw material,

Cs— contractual price of raw material,

Tr — cost of transport of raw material.
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RESULTS

Table 1 shows the data concerning the structubeeth wood sawn per annum. If we assume
that the real volume of beech timber production amed to about 10,000%mwe can see that the
processing was relatively equal in the consecutimaths of 2016. The amount decreased in the
summer months and at the end of the year.

The highest production (Table 1) was noted in fird months of the year. The monthly
production of timber amounted to about 968 Beech wood was chiefly processed into un edged
assortments (79%), where medium-length timber, mbgie shortening side timber, had a
considerable share (12%). The analysis of the dramnaunt of beech wood processed into sawn
materials showed that the production of 50 mm lagd 26 mm timber was predominant — these
were the main products made from sawn wood (Fig\slfar as edged assortments are concerned,
laths up to 1 m in length were the largest grouprofiucts made from beech wood.

It is necessary to take the quality of raw matern&b account when analysing the quality of
sawn products (Fig. 2). The third class of woodliguavas predominant in the products sawn from
lower quality round wood — about 52%. The shartheffirst quality class amounted to about 27%.
About 8,000 m of timber was made from un edged beech wood. iheesof the third quality class
wood amounted to about 63%, whereas the shareadfrt quality class amounted to about 20%.
About 2,000 M of timber was made from round wood. The shardeffirst class sawn assortments
amounted to about 56%, whereas the share of tiemdeatass amounted to about 34%.

Table 1. The structure of beech wood sawn per anni216

Thickness The thickness of the obtained sorts - share in h#oifito]
[mm] 1| 2| 3| 4| 5| 6| 7| 8| 9| 10 11| 12 Total
n/o20 | 0,00 0,41| 0,00| 0,00| 0,00| 0,00|0,00|0,56|0,97| 0,00 | 0,13| 0,00 2,07
n/o22 | 0,00 0,00| 0,00/ 0,00|0,00|0,61|0,00(0,00|0,00{ 0,00 | 0,00 0,00 0,61
n/o26 | 1,54 2,08|1,69|1,17|2,15|1,68|1,80|0,35(0,38| 0,90 | 1,81| 0,00 15,54
n/o32 | 1,54 0,52|0,16|1,12| 0,00| 0,00| 0,00/ 0,41| 1,34| 0,71 | 1,69| 0,00 7,48
n/o 35 | 0,29 0,00| 0,00| 0,00| 0,00| 0,00| 0,00| 0,00( 0,00 0,00 | 0,00| 0,36 0,65
n/o42 | 1,42 1,89|1,55|1,69|0,98|1,30(0,94|0,57|0,60( 2,03 | 0,00| 0,00 12,98
nfo 50 | 2,09 1,81|2,41|2,80|1,69|1,85(2,92|1,76|2,36| 2,27 | 2,52| 3,13 27,59
n/o 55 | 0,04 0,00| 0,00| 0,00| 0,74| 0,00| 0,00( 0,00( 0,00/ 0,00 | 0,00| 0,00 0,74
42x88 | 0,00 0,21|0,29|0,00| 0,00 0,00 0,20| 0,20| 0,00{ 0,00 | 0,00| 0,00 0,91
68x68 | 0,19 1,28|0,45|0,67|0,45|0,45|0,22|0,00(0,22| 1,12 | 0,90| 0,45 6,38
85x145 | 0,84 0,21|0,21| 0,00| 0,61| 0,42| 0,21| 0,24| 0,00| 0,21 | 0,36| 0,00 3,31
120x220 | 0,00 0,21| 0,18/ 0,36 0,19 0,19| 0,00| 0,00| 0,22| 0,00 | 0,43| 0,22 2,01
150x240 | 0,00 0,00 0,33| 0,00| 0,00| 0,92| 0,59| 1,62| 1,06/ 0,31 | 0,34| 0,52 5,68
160x250 | 0,24 0,02 0,23 0,24| 0,22| 0,44| 0,00| 0,00| 0,00| 0,00 | 0,43| 0,21 2,08

Unedged
timber,
medium
length
Total 9,62(9,70|8,53|8,96| 7,85| 8,98| 7,73| 6,16| 8,12| 8,73 | 9,79 | 5,83 100
Source: compiled by the author

1,47)1,07|1,02|0,90|0,83|1,13(0,85|0,44|0,97| 1,19 | 1,17| 0,94 11,98

n/o — un edged timber
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Fig. 2. The volume of beech wood sawn accordingulity classes

Source: compiled by the authors

SALES PRICES OF SAWN MATERIALS

The average purchase prices of beech wood werkedein order to assess the profitability of
round hardwood processing (Fig. 3). The resultsatdés of edged and un edged sawn materials are
shown in Fig. 4 and 5. In view of the fact that W@ass beech wood is mostly sold in Poland at
269-430 zlotys/r) the average price of 345 zloty$/mas assumed for calculations. Table 4 shows
the prices of timber with division into differerttitknesses of un edged assortments and quality
classes. The value of individual sawn materials agsessed when they were wet. It ranged from
700 to 1,470 zlotys/fn The thicker the timber was and the better thdityuelass was, the higher
the price per rhwas.
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Table 6 shows the efficiency of un edged timbedpobion for the local market. The highest
efficiency of beech wood processing, i.e. about-223% was noted in the first quality class of
timber. The lowest efficiency, i.e. 110-136%. wasedl in the third quality class of sawn materials.
The average efficiency was 167%. The weighted aesrevhich depended on the price of timber
and the quality class of elements for sale, amalLiutd 56%.

The research showed that it is necessary to séart¢he possibilities to increase the share of
higher quality timber in the total amount of beeabod processed.
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Figure 7 shows the efficiency of edged beech tingseduction for the local market. The lath
and square timber production efficiency ranged fa84% to 160%. The average efficiency, which
depended on the price of timber and the qualitgsclaf elements for sale, amounted to 146%,
whereas the weighted average exceeded 150%.

Lower processing efficiency ratios, which were wofer edged beech timber, resulted from
lesser processing efficiency. Deeper processinglveg extra costs of processing and employment.
It may also significantly reduce the processingcefhcy.

SUMMARY

The available data concerning the amount of domdsech wood sawn into timber enabled
analysis of its processing and verification of #e®nomic aspects of manufacturing low-processed
sawmill products. The research resulted in the¥alhg conclusions:

1. The sawing data showed that un edged timber watopr@ant in the total amount of
beech wood processed.

2. There were equal amounts of timber produced froecthevood during the year under
study.

3. The analysis of the domestic market of beech tinphgchasers showed that there was
the highest demand for high-thickness un edgedeimbresulted in higher prices of this
timber. Simultaneously, this quality class had aalfen share in the total sawmill
production.

4. The share of edged beech timber was significantijaller (by about
20%).Simultaneously, this was higher quality timbddowever, it did not result in higher
efficiency ratios. The average ratio for the figstality class was 160%. The weighted
average for timber amounted to 150%.

5. The production efficiency is influenced by the priof raw material acquired for
processing and the possible sales value of prodesssortments. The weighted average
of un edged timber production efficiency was 159%e maximum efficiency of 227%
was noted for the first quality class assortmentsch were 40-55mm thick.
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6. The difference between the efficiency of beech wptessing into un edged and edged
assortments is caused both by the production psass the demand for a particular type
of timber. There was much higher efficiency in fm®cessing of beech wood into un
edged timber. There was high demand for this prodscit can be flexibly used in
different branches of the wood industry.
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