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Differentiation

The differentiation at

Providers shifts the product level is
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interacts and communicates with colleagues, thereby
using modern communication media

Communication | interacts and communicates in a professional fareig
skills language

interacts and communicates with colleagues, cust®me
and the public; mastering the art of negotiation

develops new products according to his/her ownsidea
customer's ideas
knows and uses modern marketing methods in theefra
of marketing mix

Marketing and
product
development

Informatics and | management and optimization
Computer knows the novelties in business informatics andpla
Science their implementation; applies modern ICT

Production knows and applies modern approaches to technologid
preparation and operational preparation of the production




Environmental

rationally uses energy, materials and time, pretheglth
and the environment































Market research

Systematic collection of information is the fouridatfor marketing decision-maki
and definition of the marketing strategy. Marketa&rch is systematic scientific corpo
market research or information collection. Thesetargeted and effectively chosen c«

Market research follows the below proc
1. definition of the information need,




Methodolog

As a rule when calculating costs using the costutalion methods, one only exp
ences difficulty defining the indirect costs pee ttalculation unit, because the consumj
of costs corresponding to each calculation unitmquantified accurately for direct co
Based on the purpose of the research, market obsean be described either as qualita
direct (obtaining information directly from the nkat) and causal by nature, or it is use
determine factors that may affect the subject maitte their interrelations. Written inquir
a method used for data collection in marketing asde Two modes were applied: a di
ritten mode and one using electronic mail. Inqusryne of the most commonly emplo
information collection methods in marketing resiait consists in communication with
persons queried, known as respond

Results and discussic
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Size class | (EN DO06)
Length

Diameter

Size class Il (EN D08)
Length®

Diameter

Bulk density

Fines content < 3,15 mm

Mechanical durability

Energy density

LA maximum 20% (w/w) of pellets may have a lengttV & x @.







Properties

Diameter, OF and Length 1

Moisture

Ash

Mechanical durability
Fines content
Additives

Net calorific value

Bulk density

Nitrogen

Sulphur

Chlorine

#Selected size of pellets to be stated.

® Amount of pellets longer than 40 mm can be 1 w-%xvhum length shall be < 45 mm.




According to the certification requirements, thev naaterial used for the production of
wood pellets must be dried with heat energy produtem the renewable sources. In
addition, it is required that the utilization ofeggy during the drying process is efficient, i.e.
that the quotient of the used heat energy and ith@uat of water that evaporated is lower
than or equal to 2.5 x 2.441 MJ/Kg.

Certified wood pellets bear the logo of the Germeco-label
indicating that the usage of these products is fi@akefor the climate
(Figure 2)*?

The documentation or packaging of the eco certifiexbd pellets
must contain the following information:

- Minimal calorific value in kWh/kg and minimal duldensity in
kg/m® so that a consumer can calculate the total ersmdydetermine the
amount of pellets needed for heating;

- Information on C®@ emission resulting from the delivery of
resources, or if the pellets are sold abroad, #lecemission generated
during their export to other countries; in additiaghe place of wood
pellets production must be indicated;

- Notification that the pellets have the properi#sAl class of the DIN EN 14961-2
standard;

- Information regarding suitable storage and appatg burning appliances;

- Identification number of each delivery and thecampanying documentation must
indicate the producer’s headquarters, and if toeycer and supplier are different entities, the
documentation must contain the relevant data abwatsupplier (company name, driver,
license plate number). This is not applicable e pellets delivered in packages.

The criteria used for the issuance of German elgelfor wood pellets came into force in
January 2011 and are valid until December 31, 20h4é.right to use the label is awarded for
a one-year period, with the possibility of extemsi®he annual fee for the usage of the label
depends on the company’s total annual sales okgpective Blue Angel-labelled products.

5.1.3. Austrian Eco Certification Scheme

Austrian eco-labéf is awarded for the pellets made of pure wood whgrdeast 70% of
wood, wood fibers or wood chips used for the praeiduacof
pellets must come from the forest managed in aasdile
manner. The production of pellets must not incltideusage of
particleboard and fiberboards, or the surface EEeE,
impregnated or chemically treated wood. Additives allowed
if they are of bio-renewable origin and permanehérical
composition, and their quantity must be maximum @fdhe d
mass. The certification scheme does not allow tbage of
plastic containing halogenated components for tekaging of
wood pellets.
By acquiring the eco certification, a manufactuodtains

' Evaporation heat of water at 25°C = 2.441 MJ/kgvafer.

12 German eco-label consists of three elements:itsieche is the UN symbol in the form of a bluegrinith the
laurel wreath and a human figure in the middle, gbeond element is the text written around theececitcle
indicating the main environmental properties of pheduct bearing the label, the third element shawish part
of nature the certified product affects (environtreemd health, climate, water or resources).

13 Eco certification in Austria was introduced in 199d it is awarded for different types of produatsl
services in tourism and education.






European Committee for
Standardization (CEN)
EN 303-5 (1999): Heating boilers - Part 5: Heatibgilers for solid fuels, hand and
automatically stocked, nominal heat output of uB@® kW, - Terminology, requirements,
testing and marking, CEN
EN 14785 (2006): Residential space heating appdsriced by wood pellets, Requirements
and test methods, CEN
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- Native" factors — natural resources. loccation
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In spite of the fact that woodworking industrythre last year reported a signific
increase in revenues (mainly sales of Lesy SR #o@ the Slovak Republic/ for the salé
timber, where a 10-fold increase in sales was tedan 2011 compared to last year),
organizations working in this area do not havehspasitive economic results. It is true
the bigger players in the paper and cellulose imgusxperienced, thanks to increa
exports, also an increase by 7.1%. In general, hexyeghe preponderance of small
medium-sized companies operating in the sectotruggling with the crisis. The results
budget cuts and a very significant cost reductiores have seen just in the market
activities. In our paper we want to highlight theportance of marketing planning
effective evaluation of planned activities in tmespect, which can bring positive beng
rather than just unproductive expenses for a comdut it is necessary to plan all activit
related to marketing very carefully and do not &irgbout feedback, which is a part
control mechanisms checking whether the plannedctibps and targets are met effecti
in such a manner that they would bring desiredcedféo the company. Our paper has |
divided into three main parts. In the first partwi cover basic information that generate
essence of planning process closely connectedtidtimanagement. In the second part w
to bring the possibilities and ways of evaluatiig teffectiveness of planned marke
activities using tools and methods which are wellegs known from professional literat
but also in practice. In the third part we will gia concrete example of marketing planni
terms of small and medium enterprises in Slovakia.

Planning — a basic management function in smallnd medium-sizec
organizations operating in the woodworking industry

Planning is one of the most important managementtions. It is deciding on t
future of the organization, i.e. deciding what, haavwhom, in what way, with what mea3
and for how much we will produce. The success ahping lies in knowledge of the
called administrative marketing which means correct understanding, developing
implementing marketing plans. Organizations typycdevelop the following types of plans




a) Strategic plans - this planning document refldbe possibilities and opportunities
organizations to adapt in a changing marketingrenment. It creates a balance betwee
objectives and capabilities of the organization.

b) Long-term plan - describes the factors that imfluence the organization in the followi
years.

¢) Annual plan - reflects the current situatiorthe organization and focuses on the objec
of the annual implementation perspective. Integaat of this plan are control mechanig
mapping feedback in relation to the effectivendgsanned activities.

d) Action plan - addresses immediate objectivestargkts. it is usually made for a very s
time and must give answers to questions like: Whattere?, Who?, How? Until what ti
For what costs?

The planning process goes through three phases:

1. The analytical phase consists of collectingcpssing, evaluation and the subsequen
of information

2. The conceptual phase is a step in the develdpwfea comprehensive plan for {
specified time period

3. Implementation and control phases — in thesegshit is necessary by mutual interactio

monitor compliance with and implementation of thenpand identify the changes t

influenced the plan either positively or negatively

"The purpose of marketing planning is to find sistency between mar
opportunities and business resources."
Marketing plan is included to functional sub-plarighe organization and when setting it,
must take into account any other sub-plans, eam pf research and development, produg

plan, financial plan, personal plan, etc.

Marketing plans are usually developed for 3-5rgeBRlans relating to the use of tg
and procedures for implementation of marketing plare made for the time horizon of
years. Experts in marketing planning recommend &katiag action plan for each mal
marketing activity. Then the following action plasisould exist:

- Plans for each brand that is a part of the plotfaf organization
- Plans for product lines and for different prodoategories

- Plans for individual products in various markegents

- Plans for the geographical distribution of masket

- Marketing plans focusing on major customers ...

We could continue in various types of breakdovamsl previews for marketi
planning. Generally, however, we must say that etarg planning is getting big importa
in the woodworking industry. Organizations opergtin this sector must face a relati
large competitive pressure from neighbouring caestsuch as Poland, the Czech Rep
and therefore the quality and effectiveness of meiamg planning activities leading
prosperity for the company can be a vital step.nmentioned above, at the time of cri
organizations, and not only in the woodworking dadhiture industry, tend to reduce
subsidy funds for the communication mix tools. Plagadox is that this mistake may caug
spend a lot of money by the organization. More athgeous option is to plan an effec
combination of different tools and techniques ofrketing communication so as to give




to an integrated marketing communication, the na@ivantage of which may even be lo
costs.

"The marketing plan is a written document contajnthe basic goals, objectives of
organization, procedures and tools to achieve timeacertain time frame. It is a guide to
location of individual marketing activitie$."

The content of the plans should be brief and isenclhere must be clearly sta
objectives to be achieved by the organization @sdurces to be applied. The range of (g
differ in size and focus of the organization. Anpiontant fact is there are not two ident
organizations, so it is not possible to create ifemtical marketing plans. There is always
appeal to adapt to specific features of the orgdiua.

In general, a marketing plan should contain thievahg parts:
Definitions
Analysis focused on internal and external emrment
A part focused on the specification of markgtobjectives in relation to key strate
objectives of the organization
Timetable for completion of tasks leading toetimey the objectives
Designation of responsibilities for implemegtthe activities
Budget
Control mechanisms based on tools and methbdsamomic and non-economic fog
based on an evaluation of the effectiveness oingdractivities.

Very difficult area is the use of such control aimanisms, which are really vq
meaningful and can objectively evaluate whetherdtigeduled tasks actually contribute
further growth of the organization. It requires exp who know not only the efficacy of {
communication mix tools, but also control methodd avaluation techniques.

2 Evaluation of the effectiveness of marketing comumication

Efficiency can be defined as the relative qugngitpressing the ratio of output &
input, while the following relationship must bedru
Output / Input 1

The basis for efficient marketing communicatientd identify measurable goals
purpose for which the marketing communication i@ Wwoodworking industry is planned.
evaluating the effectiveness of communication wita external environment the followi
must be taken into account:

a) Type of the marketthe use of communication tools varies dependimghe customer a
the type of business (building awareness, undaistgn effective reminders, repea
persuasion, etc.).

b) Using push strategy versus pull strategyPush strategy is based on the marks
activities of a manufacturer (especially the atitgi of sales force and sales support).
strategy includes marketing activities aimed at ersgrs (advertising and promotid

c) The stages of readiness of the customer to buy
- Stage of acquisition of trust (promotion and eiby)




- Stage of tolerance to the customer's productgiding and personal selling)

- Stage of acceptance of rational reasons (persaie)

- The actual order of goods (personal selling atelsspromotion)

- Re-ordering of goods (personal selling, salesnation and advertising in smaller extent

d) The stages of product life cyclehe effectiveness of communication tools wilalar
depending on the product life cycle stages:

- Stage of introducing the product on the markehly effective tools are advertising a
publicity, personal selling and sales promotion

- Stage of growth — all tools of communication mmay be attenuated since the dema
supported by oral promotion

- Stage of maturity — the most important are spfesnotion, advertising and personal selli

- Stage of decline — sales promotion tends tosgeinger and vice versa advertising
publicity reduce their effectiveness.

e) Placing products of the organization on the marketxperience has shown that bra
products of companies with better positioning ire tmarket gain more benefit frg
advertising than from the sales promotion.

After the development of marketing communicatan it is necessary to focus
effect on end beneficiaries. The task is to askthdrethey know the message, whether
recall it, how many times they saw it or registereow they think about it or how th
perceive it. It is important to identify the preum and current attitudes of the ¢
beneficiaries to the product and the company anstatistics or analysis of how many ped
bought a particular product, how many people likeHow many people spoke about it to
others, etc.

3 Research on the effectiveness of communicatianadvertising

Advertising is a very effective tool of commurtica and as such it is also of gr
importance in the business environment for small rredium-sized organizations opera
in the woodworking industry. It uses several teghes or methods by which it seeks
attract the attention of the target group. In ttase, the target group includes customers
have interest in products of woodworking and fumetindustry. Advertising methods &
techniques can have various forms — from the usmo¥entional ones focused on stan(
mass media up to the various new, unusual andytreays of reaching customers suc
networking, guerilla marketing, buzz marketing,. etc

Research on the effectiveness of communicaticainged to determine whether
advertising or ad communicates effectively. Thiscadled testing ideasand it takes plag
before the advertisement is presented to mass roediger it is implemented. There are t
main methods of advertising pre-testing of adviengis

a) Method of direct evaluationr consumers are required to evaluate variousnaitees o
advertising. These evaluations are used to asdemskimd of advertising gets attention,

is its cognitive value or emotional impact motivatithem to act. However, it must be 3
that this method of measurement is not very perfdetasurement of high values suggeq
potentially more effective advertising.




b) Portfolio test- consumers are required to see or listen totaiogportfolio of ads. Thg
have enough time for it. They are then asked tember all the ads and their content wit
any assistance. The level of what they remembeefldcts the ability of advertising
penetrate the consciousness and reach that thirmiation is well understood a
memorized.

c) Laboratory test— laboratory instruments are used to measure glogscal responses

consumers to advertising (heart rate, blood presgupil expansion and secretion of swg
Although these tests measure the ability of adsiedito get consumers' attention, they
nothing about the effect on opinions, attitudesntentions.

We must therefore say that the research of conuation effectiveness through 1
above mentioned methods does not say much abounpgaet of the sale and profitability
the organization operating in woodworking and fture industry. They rather serve

support methods that fill an important part of ¢igle set of methods.
Organisations offering products in woodworking diuniture industry are interested
finding out whether they do not invest to the comioation with their clients too little or tq
much. In this case it is necessary to focus on tifyary of the economic indicators. Most
these indicators are evaluated in terms of thamadyics. We can generate e.g. the followi
- The share of expenditure on marketing commuitioabols for a certain period of time
The financial share on prime time of advertisioigother instrument at a certain ti
period
Market share
The share of expenditures for marketing acasiton the profit
Increase in sales following the increase in stneent costs for the advertising campa
etc.

In this way we could even generate the whole raofjeeconomic and non-econo
indicators. They form an integral part of the stiethcontrol phase in marketing planning.
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1 429,19
286,00
38,32

1 079,00

2832,5(

Steps of account calculated cost on order:

Determination of direct material is located on the ground of actual consumption ofdi
material that the order needs. For kitchen undiiect material in table 2 and the different
direct material in table 3 without 20 % surcharge.

Determination of direct wage —Two employers will make order - carpenters. The lkwor
effective fond of one employer is 1920 hours byhé@rs for week. Total annual work plan
for two employers will be 3 840 hours. The base fuayone employer is 370 € and daily
work one employer 8 hours, his average wage fortmisn

Average wage = (total wage/ the number of time usage) / timegesdor day =



I

Leasing 24 852,
Depreciation 34 477,
Expenditure of energy 7 800,
Overhead material 60 578,
Fuelling 5831,
Repair and maintenance 2877,
Lowers 17 280,
Insurance 26 250,
Communications 3923,
Other services 21 620,
Taxes and fees 1777,
Total costs 207 265,
Conclusion

We determined by comparing of method by index jabeorder method, that the order
of kitchen unit was produced with loss, becausedhlculated price by index method was
lower as calculated price by job-order calculatadout 172,04 €. The firm did not accept



1429,18
286,00
842,30 38,32
1090,89 1.079,00
2660,46 2832,50

We can state following comparison of calculatioetihods that it will be better for the
firm to use job-order calculation and the calcalatmethod by index is not convenient for the
firm. Therefore we recommend for the firm thesgste

to use job- order calculation for kitchen unit, &ese this calculated price contains all
actual cost of product,

to revaluate index of calculation, because thiexnmust accept profit and all costs of
product,

to revalue system of cost evidence, to introducg way of cost accounting, that it
would allow more detail of individual expenses itnthat it would allow new
application of calculated price,

to monitor prices on competitive market, demand &atd after products in furniture
manufacturing.
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The problematic of business activity financingsifll expanding. The business
demand for the available finances for the develognaad adhesion their business acti

increase and increase the demand for the accéseno It not enough to have easy acce
finance sources in globalized competitive market necessary to know how effectively
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pespecially the decreasing demand i
construction business. Economic collapse isimmeljiatreflected to the increase

unemployment. That’s why the communication withtaoers became an important pa
well as motivation of employees and receiving higlality system solutio

Introduction

There are several industries with a long tradition Slovak republic. The wo(
processing industry felt the impact of the globabreomic crisis significantly especi
for faling demand in the construction business.isTHact led to closing of seve
smaller factories. Economic collapse immediatefieoted to the increase of unemploym
That's why the communication with customers becamemportant part as well
motivation of employees and receiving high-quadiygtem solution

1 Timber industry

The wood processing industry belongs to categérynaddle industry. This indust
represents about 10% share in total sales of indirstSlovakia. Currently 41% of Slovak
territory is covered by forests which representistor reserves over 396 million. m3.
main activities of wood processing industry relatedhe main raw material which is wos
Its rich sources are used mainly in the mountaigiores of Slovakia. Businesses in
sector are small and middle companies which ar@stlentirely privately owned. This v4g
various economic sector includes sawmilling indgstrconstruction or building indust
furniture industry, manufacturing of packaging s, plywood, matches, paper and pti
The best-performing sector in the Slovak economysspulp and paper industry. Due
the global economic crisis revenues fellby in ager 13% per year (export f
by around 15% per year). The biggest integrated pahd paper factory in the Slo
Republic is Mondi SCP in Ruzomberok.

The wood processing industry in  Slovakia is one tfe industry sectt
which strongly felt the impact of the global economarisis. According to some econom
the financial and economic crisis should last ubgcember 2009 but it didnt happ
To find the way out of the crisisis more important than to mark the culprit of dnisis. Thig




is a global crisis and it is obligation and respbitisy of all states and their communities

find solutions. The end of the crisis in the woadgessing industry depends on renovatid
the EU markets. The negative sign is the discrephatween wages and productivity.

Personnel marketing in wood processing compani

There is only a few furniture producers in Slovakighe present day. Plenty of wg
shows that Slovakia has the potential to becomeratéire power. The Slovak furniture is ¢
its growing potential. The most significant investmin the Slovak furniture sector made
Swedwood company which bought Trnava furniture daes inthe mid of 90's. T
Swedwood company is an international industriabigriounded in 1991 by IKEA focused
the production and distribution of wooden furnitussvedwood Group has got approxima
50 production units and offices in 10 countries ¢ime three continents. This go
employs approximately 16.500 employesq

remain untouched by
crisis and situation led to dismissal of employ&é= first redundancies was in 2009 and
one at the end of 2011. Unemploymentis a compleraltilevel relationships and
effect is not limited to a employdemployer or employment offices only but alsoptivatq
and family life of the unemployed person.

The Swedwood company is the biggest Slovak emplioy&irniture industry and
can show on this example how the personnel maxketorks in wood processing compan
People are the basic value of Swedwood Slovakigpeomn Employees are admitted
a company according to employment contract for renpaent job. Employer creates w
conditions according to labour law as well as mmigof its internal regulations. He
responsible to arrange a pleasant working enviromnpeotection and work safety a
provide personal work-protective equipment to alpéoyees.

Motivation of employees in reward system consistsfinancial rewards, bonug
or through attendance bonus which is paid to angl@yee who didn’t miss any work shift
working month. This bonus is very motivating. Thapdoyees lose this bonus if they mis
work shift (for example if they are ill or have take care of family member, if they tak
holiday) and it has got opposite or reverse eff@fien employee inability to work led to t
decision and implementation of theses bonuses bsitiye effect. If employees are sick m
than 100 days, the employer pay them financial sapphich cover the loss of earnings
to illness. According to the labour low the collaag have the right to organize and join
trade union supported by company. The above mesdiadea for covering the losse
earnings was created by this union.

Further support for workers is a positivecial development which means for
Swedwood company a major area focused on emploessives consist mainly in care

SVEC, M. - MADLE AK, A.: Kriminologické aspekty pracovného préyazamestnanosvs. kriminalita. |
Teoretické Gvahy o prave 6. Trnava: Trnavskaemita v Trnave, Pravnicka fakulta. 2010,
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employees and their children, food allowance, omgasports and recreational activities
also adaptability of workers. Adaptation is regd in newly hired employees who recs
their mentorto oversee the integration into e thcorporate culture. T
Swedwood company has ambitious plans for therdutand will need more people
all areas of competence. There is a lot of workessary to focus on increasing
productivity of the production units by developmeoit technical equipment to increa
work productivity.

Mondi SCP company is another example one of thgedst industrial entity as w
as the biggest employer in region. Company prodofsst paper, wood pulpe, woodf
paper, printed wrapping pafeand wooden palletts. It is a producer of the @atenerg
and company adjusts waste water for a town Ruzoskb&tondi SPC company carries
many social activities to achieve satisfaction wipéoyees as well as other stakeholde
makes a big investments in technology to achieveomdy higher but environmenta
acceptable production. Mondi SCP company has eras and all activities lead to th
fulfillment. These activities are carried out undlee strategy of sustainable develop
Company aims to develop and strengthen the pedmsisperformance by a specialis
human resources, providing advice and managemepbsLl The success of the comp
consists of skilled and educated workforce whiclalide to carry out work safely a
productively and in this way to fulfill its poteati They are seeking fundamental rig
under the Convention of the International Laboumddisation (ILO) to ensure f4
conditions for the employment of all staff (for exale in remuneration, the prohibition
discrimination based on race, sex, age).

The current situation in the company is perhapstduhe crisis a little bit differe
Dismissed employees describe the situation in dnepany unflattering. Managment be
dismiss the employees when crisis came. The remtucif employees affected mai
permanent employees because management gave tlemrhdice either they will &
dismissed, or they will work on trade (self_emplant) as contractors.

A lot of employees chose self_employment becasg Wwried that they will lose a jo
Total number of employees decreased and the warlstiéted from two employees to ¢
employee but the salary stayed the same. Motivaifoemployees is very low. The mj{
reason is that management began to use outsoaftars together with it began work i
company so called "Children management". It mehas ¢companies began to hire yo
people who can speak English but have no work eéxpegs. The professionals
worked in the company 10-15 years were dismisseth fwork because they had
language barrier and they did not speak Englishnddament in the current situat
benefits from the fact that it is a weaker workioagand therefore they can affq
fluctuation or job changing.

Positive thing is that the company still considessthe most important area the :
of training and staff development. The company [@es to their employees and t
families scholarships and other forms of finansigbport for higher education, training §
various training courses and seminars for knowlesiggport. Staff development is an 4
where management develops a safety and healthcponteat work. Management affo
better care of employees through the trainings sewhinars focused on safety,
prevention on the workplace, as well as carryingaudlits leading to subsequent correg

° http://www.mondigroup.com/sk/desktopdefault.asqifi-511. (2012-04-19)




of deficiencies. All these steps are provide ineor reduce and eliminate harmful effe
at work.

The significant increase in export of final protiuof the wood processing industr
the expense of exports of raw material, increasdel af domestic wooden products on
domestic market, better use of surplus raw woodraeents, creating of the new jobs i
building of the stable business relations betwernlycers and processors of raw wood
the main activities in Slovakia. Modern technolagiesupport of innovation, innovati

business, creativity, education, building reseaand development centers, laboratories
testing are currently the most important areasoff@ss across the country.

Support of foreign investment, communication withistomers, motivation
employees and receiving of high-quality system tsmhs belongs to one of the main tools
innovation in the industry and increasing of theaativeness of Slovakia.
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The aims of the European Union policy on energy @arensure the functioning of the ene
market, to ensure the security of energy supplthexUnion, to promote energy efficie
energy saving and the development of new and rdslewarms of energy, and to prom
the interconnection of energy networks. Energycefficy measures implemented in
industry consist of improved power management, nogation of existing processes 4
implementation of new technology and facilities 8amultaneous production of electrig
and thermal (heat) energy. Total energy consumgtiomst always increases with increag
economic development, to support energy, especiallgnergy-intensive industries.
joining of the environmental standards products aighly energy efficient — producti
technology are important elements of non-price catitipeness. In this paper based on
investment projects from 2007 to the 2010 has kdsme the analysis of the amount
investments for wood processing and furniture petida companies in Republic of Crog
has been analysed. The analysis shows noticeabigvpaising trend of investment proje
through the period.
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Crowdsourcing can be seen most frequently as aféeetay for entrepreneurs to
access external knowledge or collect valuable dathcreative proposals. The crowd also
can be used to provide inspiration for internaffsbd company, or for new marketing and
sales ideas.

Especially for small and medium-sized firms is pbitively expensive to employ a
range of specialists. Work on specific contrastsniore and more about specific projects,
where specialists are applied to solve variousifipgroblems® Crowdsourcing phenomenon
is also considered a tool for innovation cooperatend consumer’s participation. The
motivation for such activity can be not only momgtar material prizes....... there are both
intrinsic and extrinsic motivations that cause pledjp contribute to crowdsourced tasks, and
that these factors influence different types oftiwoators. For example, students and people
employed full-time rate Human Capital Advancemestless important than part-time
workers do, while woman rate Social Contact as nioygortant than men do”"People who
contribute to crowdsourcing efforts can receivastadtion by developing their own skills,
social recognition in the community, increase sskeem, or may simply be a form of
expression of sympathy to the brand or interestieg.

In accordance to study of company eYeka, on-linessamers could be divided into a
ratio of 90:9:1. This concept first introduced Jakdielsen, principal and co-founder of the
Nielsen Norman Grodp There are identified three basic groups of custsm

90% of consumers are deemed “spectators”. They readhtoh but do not contribute.
They are good at talking about their experiencér \pitoducts and identify problems.
This is the group traditionally involved in focusogps or consumer research.

9% of consumers are termed “enthusiasts” who actiweéy, share content and
interesting ideas, yet do not create from scratch.

The remainingl% is “creative consumers”. They have superior cweathinking
capability and create content actively of which thenaining 99% view and share.
They are not necessarily representative of a targeience of a given brand they are
working on, but they have the ability to come uphwinnovative solutions and
messages that will resonate with them.
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All these properties are a valuable asset in tmelhaf managers who value alternative open
innovation strategy and they can take advantagbeohetworked world. Suitable examples
can be found in the furniture industry or othertses; where designers are involved. Instead
of creating a furniture design proposals on theimo hiring freelance or self-imposed
designers, producers can give a crowd the oppoktsrio create the proposals on their own.
“Current employment strategies usually rely on soragonal compromise between hiring
people with skills that are needed immediately lamiehg people with skills that will likely be
needed in the future. A more open approach to iataw promises access to “smart people”
that are outside of your organization:” In this process plays a vital role especially the
quality of the educational process, particularly ttaining of future marketers and innovative
managers?

There are several examples of successful implerentaf this model in the furniture
industry. We can refer to a case study about Gal@rasilian furniture company that allows
customers to vote browse a range of products atelfeo their favourite items. Those pieces
of furniture that garner the most votes are setetde production. Customers who voted for
particular items are given a discount off them otieey roll off the production line. This
crowdsourcing business model is also a boon taqydess who are able to see which designs
are popular with the public. This crowdsourcing @gpt is helping to transform the
relationship between retailer and consumer. Franpka customizing of colours or styles to
buildinglgproducts from scratch, crowdsourcing cdferoa wealth of opportunities for all
players.

Another example relates to the company Made.com fBseat Britain. This company
operates a specialized e-shop whgnemote fresh ideas in furniture design that mateh
customers' sense of style. The site is designedllésv new designers, who may find it
difficult to get the attention of buyers elsewhéerause of their lack of reputation, to post
their designs up for customers to $&&lade.com gives designers the opportunity to submit
ideas and then asks customers to vote on them. tDaliop vote getters are offered for sale.
The term crowdsourcing is only a few years old, thé idea's been around for a decade.
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International Association for economics and managemin wood
processing and furniture manufacturipodEMA, i.a. is international, non-
political, non-profitable and open Association. dgation was founded in
september 2007 and it was registered in decemifat. 20

Association's goal is to promote science and resoit scientific and
professional work of its members, as well as topsup the science and
professional development in the Association's fadldvork.

To achieve the goals Association is working ondieihg:

Exchange of knowledge and researh results amongbersnioy organizing
conferences and publishing articles in journals @mod¢eedings

Support the development of scientific and professioorganizations in
Association's fields of expertise

Scientific and professional education by organizisgientific and
professional symposiums

Collecting and exchange of market, technologicaltantinical data

Every physical and legal person who accepts Staatkeacting code of
the Association can become a member. The Statutk ah additional
information may be found on the web siavw.woodema.orgYour questions
and suggestions you may send to e-mail addresseoAs$sociation secretary,
Assoc. prof. Denis Jela, PhD.:jelacic@sumfak.hr.
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