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ABSTRACT: Business processes management is a recognized approach to im-
plementation of the objectives of an enterprise. The identification of key pro-
cesses occurring in companies enables a more effective management of a busi-
ness entity and becomes the key to the market success. Each element of the ac-
tivity of an enterprise should be subject to an effective management. This applies 
particularly to the area of corporate finance, which is crucial for the efficient 
functioning of the company. At the same time, it is an activity area in which 
activities are combined in standardized processes, which should be managed and 
continuous improved. This article presents the results of an empirical research 
(the survey) conducted in 2015 on a group of 138 enterprises in Poland. The 
main aim of the article was to identify and analyze the level of BPM advance-
ment in enterprises, especially in the area of finance, both in current finance, as 
well as in long-term finances. We focus on the SME sector and compare it to 
large companies. 

KEYWORDS: business process management, corporate finance, financial man-
agement, enterprises, SMEs 
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Introduction  

Business process management (BPM) is a comprehensive approach to re-
alizing efficient and effective business processes in an organization 
(Schmiedel�±Brocke�±Recker, 2014). As Singh (2012) emphasizes, that 
business processes are necessary for enterprises to be able to be competi-
tive on the market, as the awareness of identification of business processes 
give then a chance of economic success. Various empirical researches 
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clearly indicate that there is a positive correlation between process man-
agement and business success (Trkman, 2010), what make BPM a valua-
ble research area.  

BPM refers to a number of areas of a company's operation, such as 
production, logistics or finances of enterprises. Process management ori-
entation of an enterprise in the financial area has an impact on its efficient 
functioning and is part of strategic management of an enterprise. As 
stressed by Liu (2010), strategic management in this area refers to the the-
ory of finance management, according to which finances of an enterprise 
should be run in the most appropriate way and managed in the most effec-
tive way, which can be ensured by using process management in enter-
prises. 

SME sector is an important group of enterprises, which until recently 
have shown a general tendency not to include elements of process man-
agement in their strategy of action (Zimmerer�±Scarborough, 2005). Fail-
ure to identify the existing business processes in finances and make efforts 
to effectively manage them may represent a threat to this sector of com-
panies (Salazar�±Soto�±Mosqueda, 2012). 

The selected aspects of business processes management  
in enterprises 

Processes can be defined as a sequence of tasks performed within an or-
ganisation (Schulte et al., 2015). A business process consists of a set of 
activities that are performed in coordination within an organizational and 
technical environment (�*�y�P�H�]-�/�y�S�H�]�±Gasca�±�3�p�U�H�]-�È�O�Y�D�U�H�]������������������ 

Elzinga et al. (1995) define BPM as a systematic, structured approach 
to analyse, improve, control and manage processes with the aim of im-
proving the quality of products and services. BPM is a comprehensive 
approach to the implementation of an �R�U�J�D�Q�L�]�D�W�L�R�Q�¶�V goals and its aim is 
to increase the efficiency and effectiveness of organizational processes 
through improvement and innovation (Sipa 2010). BPM refers to aligning 
�S�U�R�F�H�V�V�H�V���Z�L�W�K���W�K�H���H�Q�W�H�U�S�U�L�V�H�¶�V���V�W�U�D�W�H�J�L�F���J�R�D�O�V, designing and implement-
ing process architectures, establishing process measurement systems that 
align with organizational goals, and educating and organizing managers 
to manage processes effectively (Brudan, 2010). 



Business Process Management in the Finance Area of SMEs 7 

 
BPM can speed up organizational processes, reduce used resources, 

improve productivity and efficiency, and indirectly competitiveness of the 
organizations. Although BPM has been a business concept for a long time, 
its strategic and operational roles within organizations are still an im-
portant issue requiring investigation from various perspectives (Bititci et 
al., 2011). 

Every element of the activity of an enterprise should be subject to an 
effective management. From this perspective, business process manage-
ment can be defined as all efforts in an organization to analyze and con-
tinually improve fundamental activities such as manufacturing, market-
�L�Q�J�����F�R�P�P�X�Q�L�F�D�W�L�R�Q�V���D�Q�G���R�W�K�H�U���P�D�M�R�U���H�O�H�P�H�Q�W�V���R�I���F�R�P�S�D�Q�\�¶�V���R�S�H�U�D�W�L�R�Q�V��
(Zairi, 1997). The approach of describing organizations in terms of busi-
ness processes not only helps organizations to be more responsive to en-
vironmental changes but also helps them to overcome the problems due 
to functional differentiation (Melao�±Pidd, 2000; Tomski, 2011). To de-
velop within the organization, BPM requires top management understand-
ing and involvement, process-aware information systems, well-defined 
accountability and a culture receptive to business processes (Smith and 
Fingar, 2003). 

Very often, an enterprise may need to perform a dynamic analysis of 
their business processes so as to simulate and evaluate different sets of 
processes that could ensure the efficiency and effectiveness of the busi-
ness process flow as well as improve the overall performance of the en-
terprise (Alera�±Borrajoa�±Camachoa�±Sierra-Alonsob, 2002; �*�R�U�]�H��-Mit -
ka, ���������������,�Q���H�Y�H�U�\���D�U�H�D���R�I���D�Q���H�Q�W�H�U�S�U�L�V�H�¶�V���D�F�W�L�Y�L�W�\�����L�Q�F�O�X�G�L�Q�J���P�D�Q�D�J�H�P�H�Q�W��
of finances, BPM involves a detailed analysis of an organization, and thus 
a change to the organizational structure (Guha�±Kettinger, 1993). BPM re-
fers to a collection of tools and methods for achieving an understanding 
�R�I�����P�D�Q�D�J�L�Q�J�����D�Q�G���L�P�S�U�R�Y�L�Q�J���D�Q���H�Q�W�H�U�S�U�L�V�H�V�¶���S�U�R�F�H�V�V���S�R�U�W�I�R�O�L�R�����]�X�U���0�X�H�K��
len�±Indulska, 2010). The knowledge of the application of BPM tools and 
methods in the organization can indicate the improvement directions and 
solutions.  

One of the key elements SMEs should adopt to survive for a long 
term, in a global environment is prudent but efficient financial manage-
ment. Financial management is concerning with the creation and mainte-
nance of economic value or wealth (Norasikin�±Norailis�±Izlawanie, 2014). 
It is suggested that financial management consist of six components: fi-
nancial planning and control, financial accounting, financial analysis, 



8  �*�D�]�G�D�V�i�J���	���7�i�U�V�D�G�D�O�R�P�������-�R�X�U�Q�D�O���R�I���(�F�R�Q�R�P�\ & Society �± �������������������V�]�i�P 
 
management accounting, capital budgeting and working capital manage-
ment (Mohd Amy Azhar et al., 2010). 

As most problems of SMEs have a financial nature (Karadag, 2015), 
bad management of a company's finances may lead to problems in the 
operation of this sector (Jindrichovska, 2013). Particularly lack of finan-
cial management knowledge combined with uncertainty of the business 
environment often leads SMEs to face serious problems regarding finan-
cial and overall performances, which can even threaten the survival of the 
enterprise (Kaya�±Alpkan, 2012). A chance and challenge in this sector is 
the process approach in the areas of financial analysis of an enterprise, 
cost management in an enterprise and management of profitability, liquid-
ity and financial control. 

Business processes in managing finances of enterprises in 
empirical studies 

Research description and methodology 
The aim of the authors' own research was to was to identify and analyze 
the level of BPM advancement in enterprises, especially in the area of 
finance, both in current finance, as well as in long-term finances and with 
a special focus on the SME sector. The survey used purposive sampling. 
It was conducted in 2015 on a group of 138 enterprises classified, accord-
ing to the size of employment, as small, medium-sized and large enter-
prises. A survey questionnaire was addressed both to production compa-
nies and services companies. The research sample was not fully repre-
sentative, but the size of the research sample certainly allows the authors 
to draw initial conclusions and identify regularities that can be verified 
during the further studies. The results presented below represent only a 
fragment of the empirical studies conducted. 

The dominating group among the enterprises surveyed comprised 
small companies employing from 10 to 49 people, which accounted for 
69% of all the companies surveyed. The second dominating group com-
prised medium-sized enterprises employing from 50 to 249 people, which 
accounted for 20% of all the enterprises surveyed, whereas 11% of those 
surveyed were large enterprises, employing over 250 people. The largest 
group of companies (65.7%) has operated on the market for over 10 years; 
18.6% of them declared functioning on the market for 5 to 10 years, 
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whereas the remaining companies have conducted their business activity 
for a year to 5 years. The enterprises surveyed did not include companies 
entering the market, i.e. those functioning for a period shorter than 1 year. 
Among the enterprises surveyed, almost 55% declared good current finan-
cial condition, and over 23.5% assessed their financial condition as very 
good. Only 3% of all the respondents assessed their current financial situ-
ation as very poor o�U���S�R�R�U�����P�R�U�H�����/�H�P�D���V�N�D�±Majdzik�±�2�N�U�
�J�O�L�F�N�D, 2015).  

The survey shows that the average score in the assessment of 
knowledge on process management in an enterprise is 3.49 on a five-point 
scale. In over half of all the enterprises surveyed, business processes re-
sulting from managing an enterprise are set in both directions, both top-
down and bottom-up. The most frequent problem in identification of busi-
ness processes, according to the enterprises surveyed, was difficulty with 
defining such processes. 

Identification of business processes in management of finances of 
enterprises 
The level of advancement the business processes implemented in the com-
pany may be quite different, ranging from random, variables and not man-
aged processes to consistent, effectively managed processes, enrolling in 
company strategy. According to McCormack et al. (2009), it should be 
understandable that processes have life cycles or developmental stages 
that can be clearly defined, managed, measured and controlled throughout 
time. 

To the need to this article, business process advancement was deter-
mined using a 5-point scale, where the particular levels mean: 
1. processes in the company are accidental �± lack of awareness that busi-

ness activities can take the form of process; 
2. business processes exist but are not documented �± there is awareness 

that subsequent activities comprise the coherent process; 
3. processes in the company are documented and repeatable �± there are 

descriptions of each action within the processes; 
4. processes are analyzed and evaluated with regard to their efficiency �± 

a system of measuring outcomes and costs within individual processes 
is introduced; 

5. there is a conscious process management (business process optimiza-
tion) �± processes are consciously shaped for the purpose of the compa-
ny's strategy; measuring the process effectiveness provides information 
to managers that are needed to their continuous improvement. 
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Figure 1.: Assessment of business processes advancement in selected 

area of corporate finance according to the size of enterprise 
Source: Own work based on a survey. 

The results of the survey clearly show that the most statistically sig-
nificant dependencies appear regarding to the size of enterprise. The re-
search shows that the processes in the area of corporate finance are on the 
above average level of advancement, but there are significant differences 
between small business entities and the bigger ones (Fig. 1.). Generally 
speaking, the smaller enterprise is the simpler and less structured pro-
cesses have. Additionally, the greatest difference in the advancement of 
processes occurs in the areas of analysis of financial liquidity, financial 
planning and management of production cost. 

The relationship between the variables: number of employees, period 
of functioning of the company and current financial situation of the enter-
prise and the answers to the questionnaire questions on rank scales (grad-
able), in the areas of financial analysis of an enterprise, cost management 
in an enterprise and management of profitability, liquidity and financial 
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control, were analyzed by computing Kendall's tau correlation coeffi-
cients. Test probability at the level of p<0.05 was accepted as significant, 
whereas test probability at the level of p<0.01 was accepted as highly sig-
nificant.  

Table 1.:  Diagnosis of business processes in the areas of financial 
analysis of enterprises 

 Number of 
employees in 
the company  

Period of 
activity of the 

company on the 
market  

Current 
evaluation of the 

financial 
situation  

tau p tau p tau p 

Financial planning  0.2321 <0.0001 0.0338 0.5533 0.1507 0.0082 
Analysis of a company's 
revenue  

0.2531 <0.0001 0.2074 0.0003 0.0767 0.1790 

Analysis of a company's 
costs  0.2048 0.0003 0.0724 0.2047 0.1138 0.0461 

Analysis of the value of a 
company  

0.2085 0.0003 0.0776 0.1735 0.2083 0.0003 

Analysis of financial 
liquidity  0.2138 0.0002 0.0363 0.5243 0.1313 0.0214 

Source: Own work based on a survey. 

Own research shows that the use of process management in the areas 
of financial planning, (i.e. development of plans), analysis of revenues and 
costs of an enterprise, analysis of an enterprise value and financial liquid-
ity are statistically highly relevant (p<0.01) and positively correlated at a 
moderate level with the number of employees, i.e. the bigger the number 
of employees in a company, that is the bigger the enterprise, the bigger 
the awareness of business processes in the areas of financial analysis of 
the activity of an enterprise.  

As far as the period of the functioning of a company is concerned, 
this relationship was found only when analyzing revenues of a company, 
which may indicate that enterprises that have been functioning on the mar-
ket for a longer period of time have to have business processes and process 
management in place, if they want to operate effectively and be competi-
tive on the market (Table 1.). Summing up, the research showed that the 
size of an enterprise mattered during business process management in the 
area of corporate finances, which is conducive to effective management. 
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Table 2.:  Diagnosis of business processes in the areas of 

managing costs of enterprises 

 Number of 
employees in the 

company  

Period of activity 
of the company 
on the market  

Current 
evaluation of the 
financial situation  

tau p tau p tau p 

Management of 
employment costs  0.2939 <0.0001 0.0928 0.1038 0.1518 0.0078 

Management of 
production costs  

0.1844 0.0012 0.1517 0.0078 0.1379 0.0157 

Management of 
administration costs  0.0416 0.4656 0.1124 0.0488 0.1046 0.0666 

Management of 
financial costs  

0.0765 0.1802 0.0638 0.2634 0.1773 0.0019 

Source: Own work based on a survey. 

The survey also showed that among the areas of cost management, only 
management of production costs is statistically highly relevant, at a low 
level with the number of employees in an enterprise, period of functioning 
of an enterprise and evaluation of the current financial activity of a com-
pany. Thus, the bigger the enterprise, the longer it has been functioning on 
the market and the better its financial situation, the more frequently business 
processes are identified during managing production costs (Table 2.). The 
other cost management positions present statistically significant dependen-
cies to one or two characteristics of the research group. 

Table 3.:  Diagnosis of business processes in the areas of 
managing profitability, liquidity and financial control 
in enterprises 

 Number of 
employees in the 

company  

Period of activity 
of the company 
on the market  

Current 
evaluation of the 

financial situation  

tau p tau p tau p 

Management of 
profitability  

0.2483 <0.0001 0.0346 0.5445 0.1140 0.0457 

Management of 
financial liquidity  0.1241 0.0296 0.0305 0.5926 0.2314 0.0001 

Financial control  0.2000 0.0005 0.1964 0.0006 0.1038 0.0687 

Source: Own work based on a survey. 
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The survey shows that financial control in the enterprises analyzed is 

statistically highly relevant and positively correlated with all the charac-
teristics of enterprises, which means that in enterprises that are larger, 
have been functioning on the market for a longer period of time and have 
a better financial evaluation, BPM occurs more often within financial con-
trol of a company and there is more awareness of the necessity of using 
process approach in this area of management of finances of enterprises 
(Table 3.). This seems justified, as bigger and older companies, having 
more experience and resources, both financial and human ones, pay more 
attention to the development of business processes during management of 
an enterprise.  

Conclusions 

The aim of the survey conducted on a group of enterprises carrying out 
business activity in Silesian Province (Poland) was to identify and analyze 
BPM orientation of enterprises, especially in the area of finance, both in 
current finance, as well as in long-term finances and with a special focus 
on the SME sector against large companies. The questionnaire survey 
shows, among other things, that: 

�� the size of an enterprise matters during process management in the 
area of finances of enterprises, as the bigger an enterprise, the big-
ger awareness of occurrence of business processes in the areas of 
�I�L�Q�D�Q�F�L�D�O���D�Q�D�O�\�V�L�V���R�I���D�Q���H�Q�W�H�U�S�U�L�V�H�¶�V���D�F�W�L�Y�Lty; 

�� business processes and process management are necessary for en-
terprises that have been functioning on the market for a longer pe-
riod of time, if they want to operate effectively and be competitive 
on the market; 

�� the bigger an enterprise, the longer it has been functioning on the 
market and the better its financial situation, the more often busi-
ness processes occur during management of production costs; 

�� in enterprises that are larger, have been functioning on the market 
for a longer period of time and have a better financial evaluation, 
BPM occurs more often within financial control of a company and 
there is more awareness of the necessity of using process approach 
in this area of management of finances of enterprises. 
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It is worth considering conducting similar studies on a bigger popu-
lation to identify regularities and present recommendations to enterprises 
that identify business processes within management activity. 
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ABSTRACT: Leadership literature offers a wide array of possible definitions for 
describing its subject. While influence had been historically�±and still has re-
mained�±key in interpreting the phenomenon of Leadership, for the past decades 
other issues, including the le�D�G�H�U�V�¶���D�S�S�U�R�D�F�K���W�R���D�Q�G���Z�R�U�N�L�Q�J���W�K�U�R�X�J�K���Y�D�O�X�H�V���K�D�Y�H��
gained central importance in the conceptualization of the topic. The aim of this 
�S�D�S�H�U���L�V���W�R���H�P�S�K�D�V�L�]�H���W�K�H���L�P�S�R�U�W�D�Q�F�H���R�I���W�K�H���O�H�D�G�H�U�¶�V���Y�D�O�X�H���Z�R�U�N�����L�����D�����D���S�U�R�F�H�V�V��
of identifying, generating, developing, and fostering positive and shared values 
directed/catalyzed by the leader) in the light of some of the relevant theoretical 
�D�S�S�U�R�D�F�K�H�V�����,�W���Z�L�O�O���E�H���D�G�G�U�H�V�V�H�G���K�R�Z���W�K�H�� �O�H�D�G�H�U�V�¶���D�F�W�L�Y�L�W�L�H�V���W�R�Z�D�U�G���D�Q�G���D�U�R�X�Q�G��
values have become an important issue historically. The paper makes references 
to certain related business aspects of value concern, as well, and offers empirical 
illustrations about Hungarian leadership practices in question. 

KEYWORDS: leadership, influence, transformational, value work 

JEL codes: M12, M5 

Introduction  

Leadership literature offers a wide array of possible definitions for de-
scribing its subject. One of the classical definitions sounds: Leadership is 
�Ä�W�K�H���S�U�R�F�H�V�V���R�I���L�Q�I�O�X�H�Q�F�L�Q�J���W�K�H���D�F�W�L�Y�L�W�L�H�V���R�I���D�Q���R�U�J�D�Q�L�]�H�G���J�U�R�X�S���L�Q���L�W�V���H�I��
forts towards goal-setting and goal-�D�F�K�L�H�Y�H�P�H�Q�W�´�����6�W�R�J�G�L�O�O��������������. An in-
terpretation by Kouzes, Posner from the late 20th century is about Lead-
�H�U�V�K�L�S���D�V���Ä�W�K�H���D�U�W���R�I���P�R�E�L�O�L�]�L�Q�J���R�W�K�H�U�V���W�R���Z�D�Q�W���W�R���Vtruggle for shared aspi-
�U�D�W�L�R�Q�V�´ (1995). 

While, as these definitions suggest it, influence had been historically�±
and we can say still has remained�±key in interpreting the phenomenon of 
Leadership, for the past �G�H�F�D�G�H�V�¶ �R�W�K�H�U���L�V�V�X�H�V�����L�Q�F�O�X�G�L�Q�J���W�K�H���O�H�D�G�H�U�V�¶���D�S��
proach to and working through values have gained central importance in 
the conceptualization of the subject. My aim in this paper is to emphasize 
the importance of value work (i. a. a process of identifying, generating, 
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developing, and fostering positive and shared values directed/catalyzed by 
the leader) in interpreting Leadership and in its academic teaching. For 
�W�K�L�V���,���Z�R�X�O�G���O�L�N�H���W�R���E�U�L�H�I�O�\���U�H�Y�L�H�Z���K�R�Z���W�K�H���L�V�V�X�H���R�I���W�K�H���O�H�D�G�H�U�V�¶���D�F�W�L�Y�L�W�L�H�V��
toward and around values has become important historically. I would like 
to make references to some business approaches related to the value work 
of the leader, as well. My observations and suggestions are based mainly 
on some of the mainstream Leadership, and within that, specifically, 
Leadership History sources. Finally, I would like to illustrate certain re-
lated aspects of Leadership practices with some Hungarian research data. 

Theoretical bases �± literature review 

As regards the historical evolution of Leadership, among the most cited 
theories are the Trait, Behavioral and Contingency approaches (see e. g. 
Humphrey, 2014; Nahavandi, 2014; Zehndorfer, 2014; Gill, 2011; Bu-
chanan�±Huczynski 2013; Yukl, 2010; Lussier�±Achua, 2007; DuBrin, 
2004; Northouse, 2001). 

�)�R�O�O�R�Z�L�Q�J���� �D�V�� �D�Q�� �H�[�D�P�S�O�H���� �%�X�F�K�D�Q�D�Q�¶�V�� �D�Q�G�� �+�X�F�]�\�Q�V�N�L�¶�V�� �L�Q�W�H�U�S�U�H�W�D��
tion they describe Trait Spotting as characterized by a search for person-
ality markers (personality traits and other related attributes) of the effec-
tive leader in order to facilitate the selection of leaders. The authors (2013, 
pp. 655�±672.�����R�I�I�H�U���F�R�P�S�D�U�L�V�R�Q�V���R�I���F�R�P�S�U�H�K�H�Q�V�L�Y�H���W�U�D�L�W���O�L�V�W�V�����L�����D�����6�W�R�J�G�L�O�O�¶��
(a revision of hundreds �R�I�� �V�W�X�G�L�H�V���� �D�Q�G�� �6�W�H�Z�D�U�W�¶�V�� ���E�D�V�H�G�� �R�Q�� �D�� �V�X�U�Y�H�\�� �R�I��
American executives). By analyzing them they state �³there was limited 
value in trying to identify leadership traits, although some weak generali-
zation did emerge� ,́ insofar leaders tend to score, for example, higher on 
average on measures of Intelligence, Relevant knowledge, Verbal facility, 
Participation, Cooperativeness, Popularity, Initiative, Persistence (Bu-
chanan�±Huczynski, 2013, pp. 656-657.). 

Behaviourally Based Theories show a �³switch in attention: from se-
lecting the right leaders on personality traits to training and developing 
�W�K�H�P���L�Q���D�S�S�U�R�S�U�L�D�W�H���E�H�K�D�Y�L�R�X�U���S�D�W�W�H�U�Q�V�´�������%�X�F�K�D�Q�D�Q�±Huczynski, 2013, p. 
663.) The main style categories were identified by Behaviourally-based 
theories as: Considerate, Participative, Democratic, and Involving vs. Im-
�S�H�U�V�R�Q�D�O�����$�X�W�R�F�U�D�W�L�F�����'�L�U�H�F�W�L�Y�H�����$�Q���L�P�S�R�U�W�D�Q�W���L�Q�V�L�J�K�W���Z�D�V���W�K�D�W���µ�&�R�Q�V�L�G�H�U��
�D�W�L�R�Q�¶���¶�F�R�Q�F�H�U�Q���I�R�U���S�H�R�S�O�H�¶���D�Q�G���µ�,�Q�L�W�L�D�W�L�Q�J���6�W�U�X�F�W�X�U�H�¶���µ�F�R�Q�F�H�U�Q���I�R�U���S�U�R�G�X�F��
�W�L�R�Q�¶���Z�H�U�H���L�Q�G�H�S�H�Q�G�H�Q�W���E�H�K�D�Y�L�R�X�U���S�D�W�W�H�U�Q�V�����D�Q�G���O�H�D�G�H�U�V���F�R�X�O�G���T�X�D�O�L�I�\���K�L�J�K 
simultaneously in both types of behaviours (ib.). 
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From the insight that no one style of Leadership would be universally 

best came the Contingency approach suggesting that the best style is con-
tingent on the situation. Contingency concepts include i. a. Situational 
leadership, Situational Decision Making, and Emotional Intelligence style 
application theories. A consensus can be found between different authors 
that the main concern of the three mentioned historical Leadership Ap-
proaches was about influencing �I�R�O�O�R�Z�H�U�V�¶�� �E�H�K�D�Y�L�R�X�U�� �R�Q�� �L�Q�G�L�Y�L�G�X�D�O�� �D�Q�G��
group level. The approaches had less to say on how to catalyse and imple-
ment change in organizations, and to show how significant the Leadership 
effects would be on organizational level. Also some specific �± e. g. emo-
tional, symbolic �± methods to influence followers were relatively ne-
glected.  

Simultaneously with the growing understanding about organizational 
�F�X�O�W�X�U�H���� �L�Q�� �W�K�H�� �H�U�D�� �R�I�� �W�K�H�� �V�R�� �F�D�O�O�H�G�� �³�1�H�Z-�/�H�D�G�H�U�V�K�L�S�´�� �W�K�H�� �Z�R�U�N�� �R�Q�� �D�Q�G��
through values, as a leverage and component of Leadership has gained on 
importance.  

Table 1.:  Leadership challenges of the twenty-first century  

From  To 

�x Goal setting 
�x Downsizing/benchmarking/Quality 
�x Reacting, adapting to change 
�x Information held by few decision makers 

�x Vision, new directions 
�x Creating distinctive competencies 
�x Pro-acting, anticipating change 
�x Designing flat, collegial organizations 
�x Information shared with many persons 

Source: Adapted from Bennis and Nanus (1985) 

By the late twentieth century we find in the literature the recognition 
of the role of informal Leadership, at all levels, and the use of additional, 
i. a. heroic, powerful, charismatic, visionary and empowering, develop-
mental �± best generalized as transformational �± style-elements. 

As one of the above elements, the concept of Charisma comes from 
Weber (1987, p. 249.). His concept already forecasts the growing im-
�S�R�U�W�D�Q�F�H���R�I���Y�D�O�X�H�V���L�Q���O�H�D�G�H�U�V�K�L�S�����+�R�X�V�H�¶�V���W�K�H�R�U�\���R�I���&�K�D�U�L�V�P�D���X�Q�G�H�U�O�L�Q�H�V��
strong values (as components of the specific personality characteristics) 
�D�Q�G���W�U�X�V�W���L�Q���O�H�D�G�H�U�¶�V���L�G�H�R�O�R�J�\�����D�V���R�Q�H���R�I���F�K�D�U�L�V�P�Dtic effects on followers) 
(House, 1976, pp. 189�±207.). 

New/transformational Leadership is a complex approach to leader-
ship merging soft tools with specific power elements for handling change 
�V�L�W�X�D�W�L�R�Q�V�����,�W���F�D�Q���E�H���F�K�D�U�D�F�W�H�U�L�]�H�G���E�\���W�K�H���J�U�R�Z�L�Q�J���L�P�S�R�U�W�D�Q�F�H���R�I���O�H�D�G�H�U�¶�V��
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values and complexity of leadership tools, and behaviours. To the soft 
tools�±beyond Charisma�±belong i. a. symbolic effects, and working on 
�V�K�D�U�H�G�� �Y�D�O�X�H�V�� �D�Q�G�� �Y�L�V�L�R�Q�V���� �,�Q�� �1�R�U�W�K�R�X�V�H�¶�V�� �Z�R�U�G�L�Q�J�V���� �Ä�7�U�D�Q�V�I�R�U�P�D�W�L�R�Q�D�O��
Leadership (TL) encompasses multiple theoretical and pragmatic ap-
proaches with various scopes �R�I���D�Q�D�O�\�V�L�V�´����������������p. 131.). 

The contrast between Transactional and Transformational leadership 
clearly highlights the growing value emphasis in Leadership. 

 

Transactional leadership focuses on 
the exchanges that occur between 

leaders and followers 

Transformational leadership refers to the 
process whereby an individual engages 

with others and creates a connection 
that raises the level of motivation and 

morality in both the leader and the 
follower 

Figure 1.: Transactional and transformational leadership 
Source: Northouse (2001) 

In an attempt to synthetize the definitions of several authors it can be 
�V�X�J�J�H�V�W�H�G�� �W�K�D�W���7�U�D�Q�V�I�R�U�P�D�W�L�R�Q�D�O�� �/�H�D�G�H�U�V�K�L�S�� �S�X�W�V�� �O�H�D�G�H�U�V�¶�� �R�Z�Q�� �G�H�Y�H�O�R�S��
ment, values, shared goals, mutually agreed performance criteria, special 
emotional-symbolic-charismatic effects, and empowerment into the focus 
of the influence process. It aims at the development of followers, as well 
as the raising of their level of aspiration and commitment, in order to bring 
about necessary change in the or�J�D�Q�L�]�D�W�L�R�Q�����)�H�K�p�U�������������������������D�������������E��. 

In a CEE context it can be noted that after 1990 a special transforma-
tional challenge to leaders have been the handling and change of the cul-
tural characteristics of organizations of the so-�F�D�O�O�H�G�� �³�7�U�D�Q�V�I�R�U�P�D�W�L�R�Q�D�O��
E�F�R�Q�R�P�L�H�V�´�����$�E�R�X�W���W�K�H���+�X�Q�J�D�U�L�D�Q���H�[�S�H�U�L�H�Q�F�H�V���V�H�H���H�����J�����)�H�K�p�U�±Bonifert, 
1998; Cahoon�±�)�H�K�p�U�±Kovach, 1994). 

As to the overall, global level developments, it can be stated that be-
sides direct business and intra-organizational issues leaders have been 
confronted with those of the external societal, natural and other environ-
mental segments. One of them is the CSR imperative. Corporate Social 
Responsibility, in one of its interpretations is �³the comprehensive ap-
proach organizations take to meet or exceed the expectations of stakehold-
ers beyond such measures as revenue, profit and legal obligations. It co-
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vers commonly investment, human rights and employee relations, envi-
�U�R�Q�P�H�Q�W�D�O�� �S�U�D�F�W�L�F�H�V�� �D�Q�G�� �H�W�K�L�F�D�O�� �F�R�Q�G�X�F�W�´�� ���&�D�E�O�H���� ������������ �������� �L�Q���� �0�X�O�O�L�Q�V����
2007, p. 542.). 

Another cause for value orientation in Leadership is the Creating 
Shared Value paradigm. We can say this in spite of the fact that the term 
value in this paradigm is firstly reflecting on economic aspects. Porter and 
Kramer put: �³The purpose of the corporation must be redefined as creating 
shared value, not just profit per se. This will drive the next wave of inno-
vation and productivity growth in the global economy. It will also reshape 
capitalism and its relationship to society. Perhaps most important of all, 
learning how to create shared value is our best chance to legitimize busi-
�Q�H�V�V���D�J�D�L�Q�����«���7�K�H���F�R�Q�F�H�S�W���R�I���V�K�D�U�H�G���Y�D�O�X�H���U�H�F�R�J�Q�L�]�H�V���W�K�D�W�� 

�x societal needs, not just conventional economic needs, define mar-
kets; 

�x social harms or weaknesses frequently create internal costs for 
firms �± such as wasted energy or raw materials, costly accidents, 
and the need for remedial training to compensate for inadequacies 
in education; 

�x addressing societal harms and constraints does not necessarily 
raise costs for firms, because they can innovate through using new 
technologies, operating methods, and m�D�Q�D�J�H�P�H�Q�W���D�S�S�U�R�D�F�K�H�V�«�´��
(Porter�±Kramer, 2011). 

Table 2.:  Characteristics of the twenty-first century leadership 

From  To 

�x Few top leaders, many managers 
�x Direct and supervise 
�x Leader as boss, controlling 
�x Leader as stabilizer, balancing conflicts 
�x Leader develops good managers 

�x Leaders at every level, few managers 
�x Empower, inspire, facilitate 
�x Leader as coach, creating learning or-

ganization 
�x Leader as change agent, balancing risks 
�x Leader develops future leaders 

Source: Adapted from Bennis and Nanus (1985) 

The aforementioned developments have increased the importance of 
identifying managers and, possibly, also other members of organizations as 
leaders, and simultaneously have further contributed to getting out Leader-
�V�K�L�S���I�U�R�P���W�K�H���µ�0�D�Q�D�J�H�P�H�Q�W���%�R�[�¶�����7�K�H���O�D�W�W�H�U tendencies are mirrored back 
by the changing contents of the newer definitions of Leadership. As an ex-
ample, the authors already quoted in the introduction, Kouzes and Posner 
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�U�H�I�H�U���W�R���W�K�H���G�H�I�L�Q�L�W�L�R�Q���R�I���$�O�D�Q���.�H�L�W�K�����*�H�Q�H�Q�W�H�F�K���V�D�\�L�Q�J�����³�/�H�D�G�H�U�V�K�L�S���L�V���X�O��
timately about creating a way for people to contribute to making something 
�H�[�W�U�D�R�U�G�L�Q�D�U�\���W�R���K�D�S�S�H�Q�´ (Kouzes�±Posner, 2007, p. 3.). 

�$�V���R�I���W�R�G�D�\�¶�V���/�H�D�G�H�U�V�K�L�S���D�S�S�U�R�D�F�K�H�V�����L�Q���D���S�V�\�F�K�R�O�R�J�L�F�D�O���S�H�U�V�S�H�F�W�L�Y�H����
�³�W�K�H�� �H�V�V�H�Q�F�H�� �R�I�� �/�H�D�G�H�U�V�K�L�S�� �L�V�� �L�Q�I�O�X�H�Q�F�H�´���� �D�U�J�X�H�V�� �5�X�P�V�H�\�� ����������, p. 1.). 
Birnbaum (2013, p. 256.���� �G�H�I�L�Q�H�V�� �/�H�D�G�H�U�V�K�L�S�� �D�V�� �³�L�Q�W�H�U�D�F�W�L�R�Q�� �W�K�D�W�� �L�Q�I�O�X��
ences others through non-�F�R�H�U�F�L�Y�H���P�H�D�Q�V�´�����%�X�W���E�H�V�L�G�H�V���W�K�H���L�Q�I�O�X�H�Q�F�H���I�R��
cus much is told also about another important constituent of the subject 
that we could call the content area(s) of Leadership: the objects/terrain on 
which the leader cognitively and emotionally works normally before/after 
and/or throughout trying to exert influence.  

Just to quote some of the leading authors in the field, for example, 
Yukl (2010, p. 26) in his �E�U�R�D�G�� �G�H�I�L�Q�L�W�L�R�Q�� �V�W�D�W�H�V���W�K�D�W���³�/�H�D�G�H�U�V�K�L�S�� �L�V�� �W�K�H��
process of influencing others to understand and agree about what needs to 
be done and how to do it, and the process of facilitating individual and 
collective efforts to accomplish shared objectives.�´�� �+�R�X�V�H�� �Dnd Aditya 
(1997, pp. 444-445.) distinguish between supervisory and strategic lead-
ership in a way saying that while Supervisory Leadership behavior is 
�³�«�L�Q�W�H�Q�G�H�G���W�R���S�U�R�Y�L�G�H���J�X�L�G�D�Q�F�H�����V�X�S�S�R�U�W���D�Q�G���F�R�U�U�H�F�W�L�Y�H���I�H�H�G�E�D�F�N���I�R�U���W�K�H��
day-to-�G�D�\�� �D�F�W�L�Y�L�W�L�H�V�´���� �6�W�U�D�W�H�J�L�F���/�H�D�G�H�U�V�K�L�S�� �³�L�V�� �G�L�U�H�F�W�H�G�� �W�R�Z�D�U�G�� �J�L�Y�L�Q�J��
�S�X�U�S�R�V�H�����P�H�D�Q�L�Q�J�����D�Q�G���J�X�L�G�D�Q�F�H���W�R���R�U�J�D�Q�L�]�D�W�L�R�Q�V�´�����*�L�O�O�����������������S������.) offers 
�W�K�H���I�R�O�O�R�Z�L�Q�J���G�H�I�L�Q�L�W�L�R�Q�����³�/�H�D�G�H�U�V�K�L�S���L�V���V�K�R�Z�L�Q�J���W�K�H���Z�D�\���D�Q�G���K�H�O�S�L�Q�J���R�U��
inducing others to pursue it. This entails envisioning a desirable future, 
promoting a clear purpose or mission, supportive values and intelligent 
�V�W�U�D�W�H�J�L�H�V�����D�Q�G���H�P�S�R�Z�H�U�L�Q�J���D�Q�G���H�Q�J�D�J�L�Q�J���D�O�O���W�K�R�V�H���F�R�Q�F�H�U�Q�H�G�´���� 

In his review of Leadership definitions Humphrey makes a distinction 
�E�H�W�Z�H�H�Q���W�Z�R���S�H�U�V�S�H�F�W�L�Y�H�V�����V�D�\�L�Q�J���W�K�D�W���³�$�F�F�R�U�G�L�Qg to a power perspective 
definition of leadership, leaders command, control, direct, and influence 
�I�R�O�O�R�Z�H�U�V�� �W�R�� �D�F�K�L�H�Y�H�� �J�U�R�X�S���� �R�U�J�D�Q�L�]�D�W�L�R�Q�D�O���� �R�U�� �V�R�F�L�H�W�D�O�� �J�R�D�O�V�´���� �:�K�L�O�H����
�³�I�U�R�P���W�K�H���O�H�D�G�H�U�V���D�V���U�H�S�U�H�V�H�Q�W�D�W�L�Y�H���S�H�U�V�S�H�F�W�L�Y�Hs, leaders are those who 
(1) best represent the values of their followers and (2) are better at solving 
�W�K�H�L�U���I�R�O�O�R�Z�H�U�V�¶���S�U�R�E�O�H�P�V���D�Q�G���D�F�K�L�H�Y�L�Q�J���W�K�H�L�U���J�R�D�O�V�´�������������������S�S������-7.) 

As we can see in the interpretation of the quoted authors getting be-
yond the influence perspective the notion of leadership includes the fol-
lowing, as for example: 

�x creating a connection that raises the level of motivation and mo-
rality in both the leader and the follower (Northouse); 

�x agreeing with others about what needs to be done (Yukl); 
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�x giving purpose, meaning (House, Aditya); 
�x �V�K�R�Z�L�Q�J���W�K�H���Z�D�\�����«���H�Q�Y�L�V�L�R�Q�L�Q�J���D���G�H�V�L�U�D�E�O�H�� �I�X�W�X�U�H�����S�U�R�P�R�W�L�Q�J���D��

clear purpose or mission, supportive values (Gill); 
�x representing the values of the followers (Humphrey). 
We can identify within the listed items the aforementioned content 

area on which Leadership impacts are directed. In the light of the listed 
definitions/definition-parts Leadership, firstly, or at least, markedly, is 
about working on a desired state and/or the guiding principles. We can 
note that value work is important also from the aspect that different future 
choices and decisions about goals and their ambitiousness are embedded 
in value preferences.  

These conceptual examples illustrate how concern about values has 
become part of the definition of Leadership. Much is known from Lead-
ership and organizational Strategy literature and organizational practice 
about using values in the course of leadership activities and strategy de-
velopment processes. But in the practice often we can see a high differ-
ence in the quality of these varying approaches. Under a narrow view clar-
ifying values is one of the ways of influencing people to basically follow 
the already�±partly or wholly�±set goals and directions. In contrast there is 
an existing, broader Leadership, Strategy and HRM concept suggesting 
that working on and by values is / can or should be made more systemat-
ically a prerequisite to goal setting and identifying directions; and that 
value work becomes increasingly a component of the definition of Lead-
ership. (Regarding HRM practices see e. g. F�H�K�p�U���������������L�Q���W�K�H���+�X�Q�J�D�U�L�D�Q��
literature.) 

Value work itself can move on a wide range between focusing on 
strictly instrumental business values on one extreme and broader and 
deeper social and terminal ones (see the mentioned CSR, CSV and further 
Business Ethics considerations) on the other.  

�$�V���D���V�S�H�F�L�D�O���D�V�S�H�F�W�����L�W���F�D�Q���E�H���Q�R�W�H�G���W�K�D�W���/�H�D�G�H�U�V�¶���F�R�Q�F�H�U�Q�V���D�E�R�X�W���Y�D�O��
ues can be seen as instrumental in making the Leadership role more tan-
�J�L�E�O�H���� �W�K�H�� �O�H�D�G�H�U�V�¶�� �Y�D�O�X�H�� �D�V�S�L�U�D�W�L�R�Q�V�� �D�Q�G�� �Y�D�O�X�H�� �Z�R�U�N�� �F�D�Q�� �E�H�� �K�H�O�S�I�X�O�� �L�Q�� �D��
better understanding of the differences between the Managerial and Lead-
ership roles.  

With regard to �.�R�W�W�H�U�¶�V���G�L�V�W�L�Q�F�W�L�R�Q�V���E�H�W�Z�H�H�Q���O�H�D�G�H�U�V�K�L�S���D�Q�G���P�D�Q�D�J�H��
�P�H�Q�W�����.�R�W�W�H�U�������������������W�K�H���U�H�S�U�H�V�H�Q�W�D�W�L�Y�H�V���S�H�U�V�S�H�F�W�L�Y�H���L�Q���+�X�P�S�K�U�H�\�¶�V���L�Q�W�H�U��
pretation, and the ideas of other authors about what I call the content area 
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of the Leadership we can say that value work postulates itself as one of 
the distinctive characteristics of Leadership in contrast to Management. 

�7�K�X�V���/�H�D�G�H�U�V�K�L�S���L�V���P�D�U�N�H�G�O�\�����D�W���V�R�P�H���D�X�W�K�R�U�V���I�L�U�V�W�O�\���D�E�R�X�W���³�L�G�H�Q�W�L�I�\��
�L�Q�J���D�Q�G���Z�R�U�N�L�Q�J���R�Q���W�K�H���F�R�Q�W�H�Q�W�´�����L�Q��other words, the object/terrain to exert 
influence on or towards. The object/terrain can be in the first place: 
1. the guiding principles, the values, themselves,  
2. the vision, the nature of change, the goals with their targeted levels, 

and, logically, the key, non-routine present problems of followers, and 
3. foundations of removing human obstacles to and creating opportunities 

for learning and innovation being instrumental in solving key problems 
of the present and challenges of the future.  

 
Figure 2.�����.�H�\���³�&�R�Q�W�H�Q�W���$�U�H�D�V�´���L�Q���/�H�D�G�H�U�V�K�L�S 

 Source: Own construction 

It is obvious that value work is / can or should be a prerequisite to and 
an integral part of #2 and #3, as well, as caring about future, change, key 
present issues, learning and innovation assume clear value preferences, 
and supposedly require intensive value work. It has to be noted that the 
content areas of influence and the process and success of influence are 
strictly interrelated.  
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Leadership practices �± results of international and 

Hungarian researches 

In the following part, I would like to offer some empirical data to illustrate 
some of the practices in relation to value work and some of the other men-
tioned key content areas in Leadership. The data are derived from a ge-
neric Leadership research for which the Leadership Practice Inventory 
(LPI) by Kouzes and Posner was used (Kouzes�±Posner, 2001). LPI offers 
information about leadership behaviors and practices. In the Hungarian 
research LPI-Self is for leaders with formal managerial responsibilities 
while LPI-Observer for followers (including subordinated leaders) 
(�)�H�K�p�U�±�.�R�O�O�i�U, 2013a, 2013b). The results are drawn from a sample of 308 
Observers and 113 Self-evaluations. The sample is non-representative 
though aggregately highly corresponding to population regarding gender 
distribution, and including a variety of industries, organizational scopes, 
and organizational functions. It shows a bias toward younger people (in 
the range of 23-30), but further statistical analysis did not show significant 
differences along age. 

The instrument contains 30 statements (6 behaviors compose 1 prac-
�W�L�F�H�������(�D�F�K���V�W�D�W�H�P�H�Q�W���L�V���U�D�W�H�G���E�\���D���������S�R�L�Q�W�V���I�U�H�T�X�H�Q�F�\���V�F�D�O�H�����³���´���L�Q�G�L�F�D�W�H�V��
�³�D�O�P�R�V�W���Q�H�Y�H�U�´���D�Q�G���³�����´���L�Q�G�L�F�D�W�H�V���³�D�O�P�R�V�W���D�O�Z�D�\�V�´�� 

�7�K�H���/�H�D�G�H�U�V�K�L�S���3�U�D�F�W�L�F�H�V���D�U�H���W�K�H�� �I�R�O�O�R�Z�L�Q�J�����³�0�R�G�H�O���W�K�H�� �:�D�\�´���� �³�,�Q��
�V�S�L�U�H���D���6�K�D�U�H�G���9�L�V�L�R�Q�´�����³�&�K�D�O�O�H�Q�J�H���W�K�H���3�U�R�F�H�V�V�´�����³�(�Q�D�E�O�H���2�W�K�H�U�V���W�R���$�F�W�´����
�D�Q�G���³�(�Q�F�R�X�U�D�J�H���W�K�H���+�H�D�U�W�´�� 

The list of order and means of the practices are the following meas-
ured by the LPI-Observer. 

Table 3.:  Rank and Mean of five leadership practices �± Observers  

(Hungary, n=308) 
Hungarian  International  

Rank Mean Rank Mean 

Model the way  1. 40.5 2. 46.9 
Enable others to act  2. 40.0 1. 49.4 
Encourage the heart  3. 38.9 3. 46.0 
Challenge the status quo  4. 38.6 4. 44.9 
Inspire a shared vision  5. 37.8 5. 43.8 

Sources: �)�H�K�p�U�±�.�R�O�O�i�U����2013a), LPI Normative Data  



26  �*�D�]�G�D�V�i�J���	���7�i�U�V�D�G�D�O�R�P�������-�R�X�U�Q�D�O���R�I���(�F�R�Q�R�P�\ & Society �± �������������������V�]�i�P 
 

The same data categories measured by the LPI-Self show the follow-
ing results: 

Table 4.:  Rank and Mean of five leadership practices �± Self  

(Hungary, n=113) 
Hungarian  International  

Rank Mean Rank Mean 

Model the way  1. 49.1 2. 46.9 
Enable others to act  2. 47.6 1. 49.4 
Encourage the heart  3. 47.4 4. 46.0 
Challenge the status quo  4. 46,6 3. 44.9 
Inspire a shared vision  5. 45.4 5. 43.8 

 Sources: �)�H�K�p�U�±�.�R�O�O�i�U (2013b), Leadership Practices Inventory (LPI) 

The Hungarian ranking order basically follows the international pat-
tern. Both lists reflect a preference for the more traditional leadership 
practices and a lower priority of challenge and vision.  

Differences can be seen in the self-ratings of the leaders. Observer 
data are systematically lower in Hungary, whereas Hungarian self-ratings 
are higher in international comparisons. Consequently, the gap between 
Observer and Self is considerably higher in Hungary. The results can hy-
pothetically signalize a less developed and/or different leadership culture 
in Hungary, less self-awareness on the part of leaders and/or a more de-
manding/critical attitude on the part of the followers in Hungary.  

Table 5.: Consensus building around values 
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�³I build consensus around a 
common set of values for run-
�Q�L�Q�J���R�X�U���R�U�J�D�Q�L�]�D�W�L�R�Q�´���± Self 

113 4 10 7.69 1.383 7.87 #21 

�³He/she builds consensus 
around a common set of val-
ues for running our organiza-

�W�L�R�Q�´���± Observer 

308 1 10 6.37 2.443 6.52 #21 

Source: Edited by the author 
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LPI contains three statements which can especially be related to value 

�Z�R�U�N�����7�K�H�U�H���D�U�H���W�Z�R���I�D�O�O�L�Q�J���X�Q�G�H�U���W�K�H���³�0�R�G�H�O���W�K�H���:�D�\�´���F�D�W�H�J�R�U�\�����7�K�H���I�L�U�V�W��
�L�V�����³�,���E�X�L�O�G���F�R�Q�V�H�Q�V�X�V���D�U�R�X�Q�G���D���F�R�P�P�R�Q���V�H�W���R�I���Y�D�O�X�H�V���I�R�U running our or-
�J�D�Q�L�]�D�W�L�R�Q�´�� 

This item takes the 21st place out of 30 leadership behaviours. I 
would not interpret this at any rate as a low estimation of the importance 
of value concerns in Leadership. This rank can also highlight the relative 
novelty and the less tangible nature of the item. It can also refer to the 
difficulties of consensus b�X�L�O�G�L�Q�J���L�Q���W�R�G�D�\�¶�V���R�U�J�D�Q�L�]�D�W�L�R�Q�D�O���H�Q�Y�L�U�R�Q�P�H�Q�W����
Actually the item reflects not only on the importance of values but on the 
success of a specific use of them, as well.  

�$�Q�R�W�K�H�U���L�W�H�P���L�Q���W�K�L�V���F�D�W�H�J�R�U�\���V�R�X�Q�G�V�����³�,���D�P���F�O�H�D�U���D�E�R�X�W���P�\���S�K�L�O�R�V�R��
�S�K�\���R�I���O�H�D�G�H�U�V�K�L�S�´���� 

This item holds the 2nd-3rd place within the 30 behaviours. This can 
be interpreted also by the fact that the phrase �³�S�K�L�O�R�V�R�S�K�\���R�I���O�H�D�G�H�U�V�K�L�S�´��
semantically is closer, culturally sounds more familiar to the Hungarian 
respondents than the expression referring to the relation of �³consensus and 
�Y�D�O�X�H�V�´��  

Table 6.:  �%�H�L�Q�J���F�O�H�D�U���D�E�R�X�W���R�Q�H�¶�V���O�H�D�G�H�U�V�K�L�S���S�K�L�O�R�V�R�S�K�\ 
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�³I am clear about my philoso-
�S�K�\���R�I���O�H�D�G�H�U�V�K�L�S�´���± Self 113 3 10 8.65 1.540 7.87 #3 

�³He/she is clear about h/h phi-
losophy of leadership�´�� 

�± Observer 
308 1 10 7.29 2.580 6.52 #2 

Source: Edited by the author 

�7�K�H�� �W�K�L�U�G�� �L�W�H�P�� �E�H�O�R�Q�J�V�� �W�R�� �W�K�H�� �³�,�Q�V�S�L�U�H�� �D�� �6�K�D�U�H�G�� �9�L�V�L�R�Q�´�� �S�U�D�F�W�L�F�H����
�V�R�X�Q�G�L�Q�J�����³�,���V�S�H�D�N���Z�L�W�K���J�H�Q�X�L�Q�H���F�R�Q�Y�L�F�W�L�R�Q���D�E�R�X�W���W�K�H���K�L�J�K�H�U���P�H�D�Q�L�Q�J��and 
�S�X�U�S�R�V�H���R�I���R�X�U���Z�R�U�N�´. 
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Table 7.: Speaking with genuine conviction about the higher  
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�³I speak with genuine convic-
tion about the higher meaning 

and purpose of our work.� ́
�± meaning �± Self 

113 4 10 8.36 1.738 7.87 #9 

�³He/she speaks with genuine 
conviction about the higher 
meaning and purpose of our 

work.�´�� 
�± Observer 

308 1 10 6.78 2.645 6.52 #10 

Source: Edited by the author 

This item has earned a 9th-10th rank within the whole list, illustrating 
the need of followers to have broader understanding about and more feel-
ing for relevance in their activities. 

Conclusion 

To conclude we have to mention that the nature, directions and impacts of 
the value work certainly belong to the less tangible aspects of Leadership. 
For more intensive research specialized instruments are needed. For illus-
trative purposes I have used descriptive generic leadership research data 
which hypothetically show the place of some related items within the 
spectrum of behaviours among Hungarian respondents. The research�±un-
der the mentioned limitations�±can be indicative for the further studies and 
teaching of other aspects of the content areas of leadership, as well. Re-
garding to the aforementioned key Leadership content area elements it 
�V�K�R�Z�V���U�H�O�D�W�L�Y�H�O�\���O�R�Z���V�F�R�U�H�V���I�R�U���W�K�H���³�&�K�D�O�O�H�Q�J�L�Q�J���W�K�H���3�U�R�F�H�V�V�´���D�Q�G���³�,�Q�V�S�L�U��
�L�Q�J���D���6�K�D�U�H�G���9�L�V�L�R�Q�´���F�D�W�H�J�R�U�L�H�V���D�V���F�R�P�S�D�U�H�G to more conventional lead-
ership items. Further research is needed to interpret these data in the light 
�R�I���W�K�H���Q�H�H�G�V���R�I���W�R�G�D�\�¶�V���+�X�Q�J�D�U�L�D�Q���E�X�V�L�Q�H�V�V���H�Q�Y�L�U�R�Q�P�H�Q�W���W�R�Z�D�U�G���D�Q���H�I�I�H�F��
tive use of human resources, thus markedly for Leadership foresight and 
innovation. 
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ABSTRACT: The global financial crisis had a great impact on the world, and so 
did on Hungary. There were industries which were deeply impacted, and so the 
effect was greater on firms operating in these industries, while others were less 
concerned. In Hungary, the ranking of the largest 50 companies was fundamen-
tally changed. There have been companies that have disappeared, and there were 
some, which have tried to survive the crisis through mergers and acquisitions. 
However, many companies seek to restructure and reduce their cost structures 
significantly, by forming shared services centers (SSCs), the number of which 
has grown strongly in the recent years. In our study we examine the reasons for 
their reactions to the crisis by comparing the situations before and after it. 

KEYWORDS: Top50, economic crisis, companies 

JEL codes: E32, L16 

Introduction  

The world economic crisis of 2007�±2009 emerged as a purely financial 
crisis, however, it quickly spread to the real economy as well. Already by 
year 2008, most sectors of real economy were negatively affected, with 
diminishing profits and increasing number of company liquidations. 

In our paper, the intention is to assess the situation of 50 biggest Hun-
garian companies before and after the crisis by examining their public fi-
nancial data of fiscal years 2007 and 2014. The aim is to try to observe 
which industries were more deeply impacted by the economic downturn, 
and which sectors could better survive it. 

Literature review  

According to the definition of �0�D�U�R�V�i�Q (2001), crisis is a condition in 
which the long-term viability of an organization ceases, and it becomes 
unable to fulfill its basic functions; it cannot comply with its mission 
drawn up by the founders, and its survival is at risk. 
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In theory, companies have multiple choices to counteract the effects 

of a crisis both on short and long terms; however, their actual possibilities 
are generally very limited. According to Bod et al. (2009), most of the 
Hungarian companies assessed in the survey primarily targeted cost cut-
ting as a response to the crisis. Among the actual measures, many compa-
nies effected inventory reductions, cut payroll costs, postponed capital and 
maintenance expenditures, and also tried to seek price reductions from 
their vendors. From a more positive perspective, companies can also 
counteract the crisis by means of generating higher sales through increas-
ing market share or by entering into new markets. With regards to the long 
term measures, enterprises generally consolidated their operations and re-
considered their organizations to achieve a more efficient general cost 
structure. Such strategic actions included changes in the product portfolio, 
insourcing or outsourcing decisions, as well as company restructuring via 
mergers, acquisitions and spinoffs. 

Some companies might even benefit from the crisis. According to 
Neumann and Boda (2010), some enterprises actually reported increasing 
order volumes following the fails of their competitors, or could effectively 
utilize low raw material and wage costs. 

The extent to which a company is affected by the economic crisis 
depends on various factors. With the outbreak of the crisis, most compa-
nies encountered falling sales and increasing financing costs. Hence, the 
higher reduction of demand occurred in the main market of a company, 
the more susceptible it was to lose revenues. Also, entities with higher 
indebtedness faced bigger difficulties with rising interest expenses and 
cumbersome credit renewals. 

Establishment of Shared Services Centers (SSCs) constitutes a spe-
cific type of outsourcing. SSCs provide services based on the authoriza-
tion from a mother company to more than one subsidiary in a global or 
regional level. They can either be run by a company of the group or by an 
outside provider. In some cases, they are open to third parties also. SSCs 
are widely used by multinationals, supported by the development of tele-
communication and information technologies as well as by the interna-
tionalization of services and by cost saving needs. SSCs can though be 
useful in case of repetitive standard transactions performed in large vol-
umes. 

According to Lovelock (1999), services can be qualified by their ob-
jects as services aimed at people, objects or information. Of these types, 
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services aimed at information are the most susceptible of outsourcing as 
they concern intangible assets or the thinking of the customer (e.g. advi-
sory services). They do not necessitate local presence as SSCs can contact 
customers by means of telecommunication. Though, services have also 
s�R�P�H���D�W�W�U�L�E�X�W�H�V���W�K�D�W���P�D�N�H���L�W���P�R�U�H���G�L�I�I�L�F�X�O�W���W�R���µ�L�Q�W�H�U�Q�D�W�L�R�Q�D�O�L�]�H�¶���W�K�H�P�����V�X�F�K��
as intangibility, inability to be inventoried, simultaneity and the subjectiv-
�L�W�\���R�I���W�K�H���F�X�V�W�R�P�H�U�¶�V���S�H�U�F�H�S�W�L�R�Q����Demeter�±Gelei, 2002). 

Methodology and work done 

To conduct the assessment, the list of 50 biggest companies in Hungary 
in years 2007 and 2014 was taken, and their financial reports for the re-
spective years got collected. Statutory annual statements are a good infor-
mational base as changes in net sales and shifts in financial positions can 
easily be inspected. The official Top500 list for Central and Eastern Eu-
rope (CEE) countries is prepared by Deloitte every year. These documents 
were downloaded and extended with other data from the official state-
ments. All official statutory annual statements, balance sheets and income 
�V�W�D�W�H�P�H�Q�W�V���J�R�W���G�R�Z�Q�O�R�D�G�H�G���I�U�R�P���W�K�H���J�R�Y�H�U�Q�P�H�Q�W�¶�V���V�L�W�H�����$�I�W�H�U���L�W�����D�O�O���G�D�W�D��
was gathered into one file and converted into million euros based on the 
official rates published by the Hungarian National Bank. At this point data 
consistency check was conducted by comparing the downloaded ones 
with the common ones in the Deloitte list (income, revenue), and correc-
tions were done if necessary. 

Detailed analysis of the Top 50 Hungarian companies 

Industrial distribution 
First the industrial distribution of the Top 50 Hungarian companies in 
years 2007 and 2014 will be reviewed. Of the 50 biggest firms in 2007, 
13 operated in the Energy & Resources sector, followed by Manufacturing 
(12) and Consumer Business & Transportation (10). As for year 2014, the 
largest portion of the Top 50 companies still operated in the Energy & 
Resources industry, representing 16 companies, thus an increase of 3 en-
tities compared to 2007. Also Manufacturing increased its share by 2014 
with 3 firms. The number of companies in the third biggest sector (Con-
sumer Business) remained the same with 10 entities. The changes in the 
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share of industries within the biggest 50 companies in Hungary can be 
visualized by the following radar chart. It can easily be observed that the 
sector to experience the biggest loss of rankings was Technology & Tele-
communications. No company represented Real Estate sector in 2014. 

 
Figure 1.: Industrial distribution of the Top 50 Hungarian 

companies 
Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 

If a closer look into the changes in net revenues of the companies 
listed among the Top 50 Hungarian companies between 2007 and 2014 
by industry is made, as the following chart explains, Energy & Resources 
sector extended its share from 33% to 42%, which is in line with the higher 
number of companies in this industry. Also the biggest loss in share was 
reported by the Technology & Telecommunications sector, from 17% to 
5%. The proportion of the other sector remained almost steady. 
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Figure 2.: Share of net revenues by sector 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 

Average industry returns 
The changes in average returns of the Top 50 companies were investigated 
by industry, considering weighted average Returns of Equity (ROEs). The 
following chart shows that the highest return was reported by the Real 
Estate industry in 2007. It is important to note that the outstanding return 
in the Energy & Resources sector turned into the negative range by 2014. 
Also with the exception of HealthCare and Consumer Business that rec-
orded a slight increase of 1%-point, all other industries experienced lower 
returns in 2014 than in 2007. Note that in year 2014, no company was 
categorized into the Real Estate sector, thus no return could be calculated 
for this industry. 
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Figure 3.: Average industry ROE 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 

Capitalization by industries 
With regards to the capitalization of the industries, the aggregate equity 
of the firms in each sector could be studied. The biggest capitalization was 
reported in the Energy & Resources industry both in 2007 and in 2014, 
and also this sector increased its equity level by the highest amount, fol-
lowed by Consumer Business and Manufacturing sectors. The below ex-
amination shows that a there is a massive loss of capital in the Technology 
& Telecommunications sector and also a smaller reduction in the Health 
Care industry. 
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Figure 4.: Capitalization by industries 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 

Average indebtedness 
To investigate the indebtedness of the sectors, a weighted average debt 
ratio was calculated (total liabilities divided by total assets) of the compa-
nies in each industry. Based on our calculations, we established that in-
debtedness was reduced in the Consumer Business industry (by 23 per-
centage points) and in the Public Sector (by 11 percentage points), while 
it rose slightly in all other sectors (by 2 to 9 percentage points) from 2007 
to 2014. 
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Figure 5.: Industry average indebtedness 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 

Export revenues 
As next, the developments in the export revenues of the entities listed 
among the Top 50 Hungarian companies were examined. The 50 biggest 
companies are key players in Hungarian foreign trade as their export rev-
enues represent approximately 40% of the total exports of Hungary. From 
year 2007 to 2014, Manufacturing sector increased its export revenues 
most by EUR 5.7 billion, followed by Consumer Business (EUR 2.7 bil-
lion) and Energy & Resources (EUR 1.2 billion). Among the Top 50 com-
panies, Technology and Healthcare sectors lost export revenues by EUR 
6.6 billion and by EUR 0.2 billion, respectively. 
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Figure 6.: Export revenues by industry 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 

Scorecard summary 

The results of the calculations are summarized in the following scorecard, 
evaluating the favorable/unfavorable developments in each sector as per 
the factors examined. 

As the scorecard shows, Consumer Business sector developed abso-
lutely positively, while Technology & Telecommunications declined in 
each respect analyzed. In the same time, other industries showed a mixed 
picture. 

A further more detailed analysis of the export data was made by split-
ting the companies into two groups: the ownership is mainly domestic 
(Hungarian), or owned mainly by foreign investors. In 2007 we could 
identify 14 companies in domestic ownership (mainly in the following 
sectors: Energy & Resources �± 7, Consumer Business & Transportation �± 
3), and 27 owned by other nationalities (represented in Consumer Busi-

17 189

9 239

2 148

1 810

755

3

0

22 927

2 561

4 875

1 576

1 972

18

0 5 000 10 000 15 000 20 000

Manufacturing

Technology, Media &
Telecommunications

Consumer Business & Transportation

Life Sciences & Health Care

Energy & Resources

Public Sector

Real Estate

2014 2007



Analysis of Impact of the Crisis on Top50 Companies in Hungary 41 

 
ness & Transportation, Manufacturing, Technology, Media & Telecom-
munications �± ���� �H�D�F�K������ �,�Q�� ���� �F�D�V�H�V�� �W�K�H�� �R�Z�Q�H�U�V�K�L�S�� �F�R�X�O�G�Q�¶�W�� �E�H�� �L�G�H�Q�W�L�I�L�H�G��
surely. After the global crisis, in 2014 we can see, that the domestic-
owned companies were only represented by 9 entities (6 of them in the 
Energy & Resources sector), while the number of internationally owned 
companies rose up to 30. The Energy & Resources and the Manufacturing 
sectors got stronger, with 8 and 10 representative companies, respectively, 
while the Technology, Media & Telecommunications sector showed the 
biggest decline. The number of companies working in this sector de-
creased down to 3 representatives, from which another one (Nokia 
�.�R�P�i�U�R�P���� �L�V�� �X�Q�G�H�U�J�R�L�Q�J�� �E�X�V�L�Q�H�V�V�� �V�K�X�W�G�R�Z�Q�� �D�Q�G�� �Z�L�O�O�� �Q�R�W�� �E�H�� �S�D�U�W���R�I���W�K�H��
Top 50 list anymore. 

Table 1.:  Scorecard summary 

Industry branches  
No. of 

companies  
ROE Capital  Debt Export  

Consumer  Business & 
Transportation  

�” �x  �x  �x  �x  

Energy & Resources  �x  �z  �x  �z  �x  
Life  Sciences  & Health  Care �” �x  �z  �z  �z  
Manufacturing  �x  �z  �x  �z  �x  
Public Sector  �” �z  �z  �x  �x  
Real Estate  �z  N/A N/A N/A N/A 
Technology,  Media & 
Telecommunications  

�z  �z  �z  �z  �z  

Legend: �x : favorable; �”: neutral; �z : unfavorable 

Source: Own calculations 

If a closer look is taken at the data, it can be seen, that the domestic-
owned companies mainly sell for the domestic market, while the other 
companies make 4 times as much revenue (EUR 42 542.57 million com-
pared to EUR 10,312.87 million in 2007 and 40 649.84 million to 
10 414.10 million in 2014), and their main customers are found on the 
markets outside of the country, generating revenues mainly from export. 
This also seems to prove the double duality theory of �5�H�V�]�H�J�L���D�Q�G���-�X�K�i�V�] 
�����������������Z�K�H�U�H�D�V���W�K�H�\���V�W�D�W�H�G�����W�K�D�W���Q�R�W���R�Q�O�\���W�K�H�U�H�¶�V���D���G�X�D�O�L�W�\���Z�L�W�K�L�Q���W�K�H���F�R�P��
panies operating in Hungary based on the�L�U���R�Z�Q�H�U�V�K�L�S�����E�X�W���W�K�H�U�H�¶�V���D�O�V�R���D��
duality within them. For the Hungarian owned companies this can be iden-
tified through the main markets �± �L�I���L�W�¶�V���P�D�L�Q�O�\���H�[�S�R�U�W�L�Q�J�����R�U���V�H�O�O�L�Q�J���W�R���W�K�H��
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domestic markets. The data analyzed showed a significant dependency 
based on the revenues. The Hungarian companies were either making 
products and selling for the domestic market, or were also exporting �± 
mostly as suppliers to the international companies located in Hungary. 
The other split was done within the international companies. They could 
either outsource their standard, non-skilled work for example: line-works 
(putting together the small ready-prepared parts in Audi factory, or for 
Nokia phones), while others outsource some skill-requiring activities (for 
example the finance departments and accounting of huge companies). The 
authors based their hypothesis on the salaries and headcount numbers, 
from which they derived the average salary. From the average salary they 
made the deductions for the type of work carried out: either cheap non-
skilled, or more expensive, which are requiring higher-educated skills. 

 
Figure 7.: Volumes in export and domestic revenue 2007 & 2014 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 

This also shows the problem of integration, indicated by Vahl (2013), 
who led several conversations with directors of multinational firms, where 
it was clearly stated, that the Hungarian small and middle enterprises are 
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not yet prepared to be efficient suppliers. For example he revealed the case 
study with Tesco, who tried to order from local farmers, but they just 
�Z�H�U�H�Q�¶�W���D�E�O�H���W�R���G�H�O�L�Y�H�U���D���S�U�R�G�X�F�W���L�Q���V�X�F�K���D���T�X�D�Q�W�L�W�\���D�V���7�H�V�F�R���Z�R�X�O�G���K�D�Y�H��
�U�H�T�X�L�U�H�G�� �L�W���� �I�X�U�W�K�H�U�P�R�U�H�� �W�K�H�\�� �F�R�X�O�G�Q�¶�W�� �H�Y�H�Q�� �J�X�D�U�D�Q�W�H�H�� �W�K�D�W�� �W�K�H�� �S�U�R�G�X�F�W��
would be grown ready by the given due date. 

Cash reserves 
According to Lynch (2008), those companies, who have a higher balance 
of cash in their books, are subject to higher performance and growth in 
the future. Based on the balance sheet data, we could see that MOL Hun-
gary had extreme values, so we excluded this company to get more fair 
values. We can state, that the cash held by all kinds of companies in-
creased significantly, meaning that a rather careful financial policy has 
been carried out after the crisis. Companies are focusing on increasing 
their Working Capital, by reducing average payment terms with custom-
ers and negotiating longer payment terms with suppliers, but also focus 
on reducing stocks, if possible, all this resulting in the increase of cash 
owned. 

Table 2.:  Cash held by the companies in 2007 

Foreign=1 / 
Domestic=0  

Industry  Sum of Cash  

0 Consumer Business & Transportation 12 
  Energy & Resources 33 
  Public Sector 71 
0 Total   116 
1 Consumer Business & Transportation 48 
  Energy & Resources 6 
  Technology, Media & Telecommunications 15 
1 Total   69 
N/A Manufacturing 109 
N/A Total   109 
Grand Total   293 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 
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Table 3.:  Cash held by the companies in 2014 

Foreign=1 / 
Domestic=0  

Industry  Sum of Cash  

0 Consumer Business & Transportation 17 
  Energy & Resources 344 
  Manufacturing 20 
  PS 83 
0 Total   463 

1 Consumer Business & Transportation 202 
  Energy & Resources 52 
  Life Sciences & Health Care 367 
  Manufacturing 261 
  Technology, Media & Telecommunications 25 
1 Total   907 

N/A Consumer Business &Transportation 239 
  Energy & Resources 32 
  Life Sciences & Health Care 6 
  Manufacturing 124 
N/A Total   401 

Grand Total    1 771 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 

 
Figure 8.: Changes in the amount of cash held between 2007 and 2014 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 
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Investing 
On the other side, companies are more focused on surviving than doing in-
vestments for longer terms. This can be seen in the decrease of fixed assets 
in almost every industry. The only exception to it is the Manufacturing in-
dustry. The main reason is the new investments done by GE (new centers 
established �± SSC, Training Center), Audi (additional manufacturing 
brought to Hungary) and the freshly established factory by Mercedes. 

 
Figure 9.: Changes in the amount invested between 2007 and 2014 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 

Table 4.:  The main inverstors in 2007 

Ranking 2007  Company name  Long -term assets (mEUR) 

35 GE Hungary  3 979 
6 �$�X�G�L���+�X�Q�J�i�U�L�D  1 509 

158 BorsodChem  996 
104 �7�L�V�]�D�L���9�H�J�\�L���.�R�P�E�L�Q�i�W�����F�R�Q�V����  591 
52 Suzuki  508 

147 Dunaferr Group  468 
137 Alcoa-�.�|�I�p�P  179 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 
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Table 5.:  The main inverstors in 2014 

Ranking 20 14 Company name  Long -term assets 
(mEUR) 

20 GE Infrastructure CEE (cons.)  6 267 
16 AUDI Hungaria Motor  3 781 

123 BorsodChem  1 361 
74 Mercedes-Benz Manufacturing Hungary  789 

190 ISD Dunaferr  455 
128 TVK  376 
109 Magyar Suzuki  368 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 

Number of employees 
In the case of the number of employees, we see that Public Sector is 
overrepresented among the companies �± one single company with 36 429 
employees, while other industries have much less �± Consumer Business 
& Transportation an average of 17 769, Technology, Media & Telecom-
munications 8 536, Energy & Resources 3 554 employees in 2007. In 
2014 Consumer Business & Transportation had 1 628, Energy & Re-
sources 6 442 (mainly caused by the growth of MOL Hungary, with an 
increase of 13 000 employees).  

In overall we can see a huge decrease in employee numbers due to 
the financial crisis, mainly effecting the domestic companies (a reduction 
by 51 754 people). But the effects were milder with regards to the inter-
national companies: there was a growth of 10 826 employees.   
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Table 6.:  Number of employees in 2007 

Foreign=1 
/Domestic=0  

Industry  Count of 
Company 

name 

Sum of size 
(person) 

2007 

0 Consumer Business & Transportation 3 53 307 
  Energy & Resources 7 24 876 
  Manufacturing 1 1 187 
  Technology, Media & Telecommunications 1 8 536 
  Public Sector 1 36 429 
  Real Estate 1   
0 Total   14 124 335 

1 Consumer Business & Transportation 7 43 957 
  Energy & Resources 4 587 
  Life Sciences & Health Care 2 11 689 
  Manufacturing 7 28 632 
  Technology, Media & Telecommunications 7 20 736 
1 Total   27 105 601 

N/A Energy & Resources 2 1 200 
  Life Sciences & Health Care 3 3 953 
  Manufacturing 4 15 187 
N/A Total   9 20 34 

Grand Total    50 250 275 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 
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Table 7.:  Number of employees in 2014 

Foreign=1  
/Domestic=0  

Industry  Count of 
Company 

name 

Sum of 
size 

(person) 
2007 

0 Consumer Business & Transportation 1 1 628 
  Energy & Resources 6 38 656 
  Manufacturing 1 0 
  PS 1 32 297 
0 Total   9 72 581 

1 Consumer Business & Transportation 6 49 514 
  Energy & Resources 8 3 360 
  Life Sciences & Health Care 3 7 326 
  Manufacturing 10 39 449 
  Technology, Media & Telecommunications 3 16 778 
1 Total   30 116 427 

N/A Consumer Business & Transportation 3 1 421 
  Energy & Resources 2 605 
  Life Sciences & Health Care 2 81 
  Manufacturing 4 12 036 
N/A Total   11 14 143 

Grand Total    50 203 151 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 

There can be several major causes behind this sequence.  
One is the process identified by �0�X�U�D�N�|�]�\ (2012), who stated that 

currently all countries in Central Europe are now going through a period 
of centralization again. This means, that the scale of the public sector is 
increasing, the state intervenes into the economy to a higher and higher 
extent, trying to minimize the unemployment rate. (General Common Em-
ployment Program, etc.). This is taking up more and more people, who 
were laid off from the competitive sphere, but those companies operating 
in the Public Sphere are just not generating big enough revenues to be 
represented among Top 50 companies. 
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Figure 10.: Changes in employee numbers 

Source: Own calculations based on Deloitte (2007) and Deloitte (2014) 

The other reason behind these processes can be the global crisis af-
fecting several countries, worldwide. The companies tried to increase their 
profits during the Global Crisis, which could have been done from two 
sides: either increasing the revenue or minimizing costs. 

Profit = Revenue �± costs = quantity * price �± costs 

�%�H�F�D�X�V�H���V�R�O�G���T�X�D�Q�W�L�W�\���D�Q�G���S�U�L�F�H�V���F�R�X�O�G�Q�¶�W���E�H���L�Q�F�U�H�D�V�H�G���D�Q�\�P�R�U�H�����W�K�H�\��
decided to focus on cost reduction. According to Chang (2011), due to the 
ineffective negotiations of trade unions, there are huge differences be-
tween the salaries provided in each country. Therefore, a lot of build down 
in the number of employees started in the Western European region, due 
to higher salaries, and workload was outsourced to cheaper countries: ei-
ther to Asia, or Eastern European countries. This caused several SSC 
(Shared Services Centers) to be established in Hungary, which also ab-
sorbed lot of people. 
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Figure 11.: The number of SSC-s established by yearly breakdown 
Source: Own calculations 

The SSCs have been established in the following industries: mainly 
in the Information Technology and Services, followed by the Financial 
services, Chemistry, Outsourcing/Offshoring Industrial and Telecommu-
nications production sectors. 

 
Figure 12.: The number of SSC-s established by industrial 

breakdown 
Source: Own calculations 
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Conclusions 

From the analysis it can be established that there were significant changes 
in the list of Top 50 Hungarian companies from year 2007 to 2014. Alt-
hough the sample was limited, it still represented the general trends of the 
Hungarian economy. The most unfavorable effect materialized in the 
Technology & Telecommunications sector, while in the same time, posi-
tive tendencies were observed in the Consumer Business industry. A split 
with regards to the ownership of the companies can also be noted: domes-
tic-owned companies mainly sell for the domestic market, while foreign-
owned companies make four times as much revenue in exports. Centrali-
zation as well as cost cuts led to the establishment of SSCs in Hungary, 
mainly in the IT and Financial sectors. As a further research, it would be 
worth performing the same analyses on a larger sample of companies as 
well to see if our findings could be supported based on that population 
also. 
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ABSTRACT: Corporate governance principles comprise significant laws imposed 
by legislature as well as nationally and internationally recognized regulations set 
�R�X�W���E�\���F�R�P�S�D�Q�L�H�V�¶���R�Z�Q�H�U�V�����7�K�H�\���D�L�P���D�W���S�U�R�Y�L�G�L�Q�J���D���V�R�O�L�G���D�Q�G���O�D�Z�I�X�O���E�D�V�L�V���I�R�U���G�L��
recting and controlling corporate affairs. More than ten years ago, these principles 
were specified in form of national corporate governance codes in many European 
countries and have been constantly redefined since then. This paper features an 
analysis of the current acceptance of corporate governance codes among the largest 
German and Austrian stock-listed companies. The analysis is based on data pro-
vided by the companies in their corporate governance reports of fiscal year 2014. 
I find that the Austrian code acceptance rate of 98.3% surpasses the rate of 97.2% 
in Germany. Simultaneously, the average amount of code deviations per company 
in Austria (1.5) is considerably lower than the German figure (1.8). In Germany, 
the most quoted deviation applies to the severance pay cap for management. De-
�Y�L�D�W�L�R�Q�V���T�X�R�W�H�G���W�K�H���P�R�V�W���L�Q���$�X�V�W�U�L�D���U�H�I�H�U���W�R���W�K�H���V�H�W�X�S���R�I���P�D�Q�D�J�H�P�H�Q�W���E�R�D�U�G�¶�V���F�R�P��
�S�H�Q�V�D�W�L�R�Q�����W�K�H���H�[�L�V�W�H�Q�F�H���R�I���D���Q�R�P�L�Q�D�W�L�R�Q���F�R�P�P�L�W�W�H�H�����V�X�S�H�U�Y�L�V�R�U�\���E�R�D�U�G�¶�V���S�U�R�K�L�E�L��
tion to assume functions on competitors' boards, as well as audit assessments of 
the e�I�I�H�F�W�L�Y�H�Q�H�V�V���R�I���W�K�H���F�R�P�S�D�Q�\�¶�V���U�L�V�N���P�D�Q�D�J�H�P�H�Q�W�� 

KEYWORDS: Corporate Governance, Management, Supervisory Board, Code 
of Corporate Governance, Austria, Germany, GRC 

JEL codes: M12, M14, M16 

Introduction  

Over the last decade, corporate governance has grown to become an es-
�V�H�Q�W�L�D�O���W�R�S�L�F�� �L�Q���W�R�G�D�\�¶�V�� �E�X�V�L�Q�H�V�V�� �O�L�Y�H�����,�Q���J�H�Q�H�U�D�O���� �L�W���F�D�Q���E�H���F�R�Q�V�L�G�H�U�H�G���D�V��
the legal and factual framework for leading and steering companies (v. 
Werder, 2015). It determines how organs of companies (i.e. management 
and supervisory board) fulfil their responsibilities (Root, 1998). Thereby, 
it sets the ethical background of business dealings (Wichert, 2015). 
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Corporate governance comprises significant laws imposed by legis-
lature as well as nationally and internationally recognized regulations set 
�R�X�W���E�\���F�R�P�S�D�Q�L�H�V�¶���R�Z�Q�H�U�V���D�Q�G���D�L�P�V���D�W���S�U�R�Y�L�G�L�Q�J���D���V�R�O�L�G���D�Q�G���O�D�Z�I�X�O���E�D�V�L�V��
for directing and controlling corporate affairs. To work effectively, it 
should balance the necessity to hold supervisory board and management 
responsible towards shareholders and the necessity to provide a sufficient 
level of flexibility to allow good faith business decisions without fearing 
litigation (Root, 1998).  

By complying with corporate governance requirements, companies 
strengthen trust towards shareholders, customers, employees, and the gen-
eral public. Also, corporate governance aims at creating transparency and 
comprehensiveness (Regierungskommission Deutscher Corporate Gov-
ernance Kodex, 2015). Moreover, corporate governance directs corporate 
activities towards responsible, sustainable, and long term-oriented value 
creation (�g�V�W�H�U�U�H�L�F�K�L�V�F�K�H�U���$�U�E�H�L�W�V�N�U�H�L�V �I�•�U���&�R�U�S�R�U�D�W�H���*�R�Y�H�U�Q�D�Q�F�H��������������.  

The beginning of this century was marked by a range of corporate 
scandals which were characterized by companies as Enron and WorldCom 
boosting their financial statements and engaging in illegal management 
practices (Dorfman, 2004). Although not the only cause, these events 
shifted public attention to topics as governance, risk, and compliance 
(short: GRC) and accelerated the further development and introduction of 
laws and standards in these fields. Since its introduction in 2002, the Sar-
banes-Oxley-Act has required all companies being listed on the U.S.-
American stock exchange to implement internal control systems and to 
regularly report about its design and operating effectiveness (U.S. Con-
gress, 2002). Furthermore, a range of widely accepted standards, guide-
lines, and frameworks have emerged over the following years (e.g. COSO 
for enterprise risk management, internal control, and fraud deterrence to 
enable good organizational governance, COBIT for governance and man-
agement of enterprise IT, ISO 31000 for risk management to provide 
sound principles for effective management and corporate governance) 
(COSO, 2015; ISACA, 2015; ISO, 2015). These developed to become 
global cornerstones for corporate governance and risk challenges for both 
stock-listed and non-stock-listed companies. In many countries, national 
legislature has reacted to the increased demand in GRC topics by defining 
specific principles in form of national corporate governance codes which 
have been constantly redefined over the years. These codes ask companies 
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to comply with its principles and to report on compliance with the code 
on a regular basis (European Corporate Governance Institute, 2015). 

The following table shows a selection of corporate governance codes 
and their year of introduction in various European countries.  

Table 1.:  Selection of corporate governance codes in Europe 

 Corporate Governance Code  Year of  
Introduction  

Great Britain  UK Corporate Governance Code 2000 

Germany  Deutscher Corporate Governance Kodex 2002 

Austria  �g�V�W�H�U�U�H�L�F�K�L�V�F�K�H�U���&�R�U�S�R�U�D�W�H���*�R�Y�H�U�Q�D�Q�F�H���.�R�G�H�[ 2002 

Switzerland  Swiss Code of Best Practice 2002 

France  �/�R�L���G�H���6�p�F�X�U�L�W�p���)�L�Q�D�Q�F�L�q�U�H 2003 

Netherlands  Nederlandse Corporate Governance Code 2003 

Spain  �&�y�G�L�J�R���G�H���E�X�H�Q���J�R�E�L�H�U�Q�R���G�H���O�D�V���V�R�F�L�H�G�D�G�H�V���F�R�W�L�]�D�G�D�V 2006 

Source: European Corporate Governance Institute, 2015 

Problem definition and relevant literature 

�:�K�L�O�H���W�K�H���F�R�G�H�V�¶���S�U�L�Q�F�L�S�O�H�V���R�X�W�O�L�Q�H���V�S�H�F�L�I�L�F���U�X�O�H�V���I�R�U���F�R�P�S�D�Q�L�H�V���W�R���I�R�O�O�R�Z����
the code itself is only of recommendatory nature. Therefore, companies 
are not required to comply with them.  

Also, the implementation, administration, and continuous develop-
ment of corporate governance systems require costs and limit manage-
ment and supervisory board in their corporate activities. Companies may 
therefore opt not to comply with the code due to commercial reasons. 

Although the corporate governance codes differ in their structure and 
content from country to country���� �W�K�H�� �F�R�G�H�V�¶�� �S�U�L�Q�F�L�S�O�H�V�� �P�R�V�W�O�\�� �F�R�P�S�U�L�V�H��
the following kinds of rules: 

�� Legal rules: These are derived from laws and must be fulfilled by 
the companies, irrespective of whether they apply the code as a 
whole or not. 

�� Comply-or-Explain rules: Companies are asked to comply with 
these requirements or to disclaim reasons for why they deviate 
from these. 

�� Recommendations: Companies are not obliged to comply with 
these rules, nor are they required to disclaim any deviations.  
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Thus, even if companies report on corporate governance in accordance 
with the code of their country, the Comply-or-Explain ruling bears the risk 
of companies whitewashing deviations from the code and thereby covering 
up potential shortcomings in their corporate governance structures.  

Provided the aforementioned aspects, it is of interest to investigate 
the acceptance of corporate governance as defined in the national corpo-
rate governance codes, especially given the fact that most codes have been 
active for more than ten years. 

Studies approaching this issue were carried out by diverse authors. 
Annually, the Center for Corporate Governance at the Handelshochschule 
Leipzig publishes a report on the acceptance of the German corporate gov-
ernance code among companies listed on the German stock exchange 
(Rapp & Wolff, 2015). Von Werder and Turkali (2005) published a simi-
lar report about the code acceptance and code application among German 
companies. Hudelist, Wieser, and Gahleitner (2012) published a study on 
the acceptance of corporate governance in Austria, on the occasion of the 
�$�X�V�W�U�L�D�Q�¶�V���F�R�G�H���E�H�L�Q�J���L�Q���S�O�D�F�H���I�R�U���W�H�Q���\�H�D�U�V. All three studies focus on a 
single country only and do not include any comparisons to other countries. 
While the German studies favour a more quantitative approach, the ap-
proach chosen in the Austrian study is a more qualitative one. Therefore, 
comparing findings of these studies is hardly possible and would not de-
liver useful insights. The U.S.-American law firm Weil, Gotshal & 
Manges LLP (2014) carried out a comparison of selected corporate gov-
ernance codes among the United States, the United Kingdom, France, 
Germany, the OECD, the Netherlands, Norway, Switzerland, Australia, 
Brazil, China, Hong Kong, India, Russia, and the United Arab Emirates. 
This study compares the selected codes based on a wide range of fields 
(e.g. corporate governance transparency, independent board leadership, 
shareholder input in director selection). Despite its cross-national charac-
ter, the study does not incorporate analytical steps in regard to the degree 
of corporate governance acceptance among the selected countries.  

Therefore, this analysis features an in-depth analysis of the current 
acceptance of corporate governance codes among German and Austrian 
companies �E�H�L�Q�J���S�D�U�W���R�I���W�K�H�L�U���F�R�X�Q�W�U�\�¶�V���O�H�D�G�L�Q�J���V�K�D�U�H���L�Q�G�H�[�����7�K�H���F�R�X�Q�W�U�L�H�V��
Germany and Austria were chosen due to two reasons: Firstly, both Ger-
many and Austria introduced their national corporate governance codes in 
2002 and therefore have gained experience over a comparable length. Sec-
ondly, the German and the Austrian corporate governance codes possess 
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a high similarity in terms of content and structure and are therefore suita-
ble for comparisons.  

In specific, the following research objectives were defined on a per 
country level:  

1. To identify the average acceptance rate indicting the extent to which 
incorporated companies of either Germany and Austria follow the 
principles of the respective corporate governance code 

2. To determine the relative amount of deviations per application field 
as set out by the respective corporate governance code 

3. To determine the absolute amount of deviations per principle as set 
out by the respective corporate governance code 

Methodology and data 

The analysis incorporates all companies of the two �F�R�X�Q�W�U�L�H�V�¶�� �O�H�D�G�L�Q�J��
stock indexes Deutscher Aktienindex (short: DAX) and Austrian Traded 
Index (short: ATX) as per December 31th 2014.  

Table 2.:  Overview of companies of leading stock indexes as per 
Dec. 31st 2014 

DAX company (Germany)  ATX company (Austria)  

Adidas AG Andritz AG 

Allianz SE Buwog AG  

BASF SE CA Immobilien Anlagen AG  

Bayer AG Conwert Immobilien Invest SE  

Beiersdorf AG Erste Group Bank AG  

BMW AG Flughafen Wien AG  

Commerzbank AG Immofinanz AG  

Continental AG Lenzing AG  

Daimler AG �g�V�W�H�U�U�H�L�F�K�L�V�F�K�H���3�R�V�W���$�*�� 

Deutsche Bank AG OMV AG  

�'�H�X�W�V�F�K�H���%�|�U�V�H���$�* Raiffeisen Bank International AG  

Deutsche Lufthansa AG RHI AG  

Deutsche Post AG Schoeller-Bleckmann Oilfield Equipment AG  

Deutsche Telekom AG Telekom Austria AG  

E.ON SE Uniqa Insurance Group AG  

Fresenius Medical Care AG & Co. KGaA Verbund AG 
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DAX company (Germany) ATX company (Austria) 

Fresenius SE & Co. KGaA  Vienna Insurance Group AG  

HeidelbergCement AG Voestalpine AG  

Henkel AG & Co. KGaA Wienerberger AG  

Infineon Technologies AG Zumtobel Group AG  

K+S AG  

Lanxess AG  

Linde AG  

Merck KGaA  

�0�•�Q�F�K�H�Q�H�U���5�•�F�N���$�*  

RWE AG  

SAP SE  

Siemens AG  

ThyssenKrupp AG  

Volkswagen AG  

Source: �'�H�X�W�V�F�K�H���%�|�U�V�H���$�*�����������������:�L�H�Q�H�U���%�|�U�V�H���$�*������������ 

Required information in regard to the compliance with single princi-
ples of the German and Austrian corporate governance codes were drawn 
�I�U�R�P���W�K�H���F�R�P�S�D�Q�\�¶�V���F�R�U�S�R�U�D�W�H���Jovernance reports of fiscal year 2014 or, 
if the company has an non-calendar fiscal year, of fiscal year 2014/2015. 
For German companies, also conformity statements indicating the extent 
of compliance with the corporate governance code on an aggregated level 
were considered for the same period.  

For research objective (1) 
To determine the average acceptance rate per country, the acceptance rate 
per company was determined at first (amount of fulfilled principles over 
the amount of total principles). Afterwards, the results were added on a 
country level and divided by the amount of companies per country. This 
mathematical procedure can be expressed with the following formula:  
 AARc = 

�5

�Ç�Ö
���Ã ���:

�Ñ�Ù

�Ñ�Ö
�;�Ç�Ö

�Ü�@�5  (1) 

with  Xf = amount of fulfilled principles per company 
 Xc = amount of total principles per country 
 Nc = amount of companies per country 
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Each principle was regarded as equal element, irrespective of its im-

portance to the company, its extent (one or several rules included), or their 
nature (legal rule, comply-or-explain rule, or recommendation). 

For research objective (2) 
While the Germany corporate governance code covers six application 
fields, the Austrian pendant holds only five fields. These are provided in 
the following table.  

Table 3.:  Application fields of German and Austrian corporate 
governance code 

German Code  Austrian Code  

Shareholders and the General Meeting Shareholders and the General Meeting 

Management Board Management Board 

Supervisory Board  Supervisory Board  

Cooperation between Management Board 
and Supervisory Board 

Cooperation between Management Board 
and Supervisory Board 

Transparency Transparency and Auditing 

Reporting and Audit of the Annual Finan-
cial Statements 

 

Source: Regierungskommission Deutscher Corporate Governance Kodex, 2015; 
�g�V�W�H�U�U�H�L�F�K�L�V�F�K�H�U���$�U�E�H�L�W�V�N�U�H�L�V���I�•�U���&�R�U�S�R�U�D�W�H���*�R�Y�H�U�Q�D�Q�F�H������������ 

For determining the relative amount of deviations per application 
field, six application fields as set out in the German code were considered. 
�3�U�L�Q�F�L�S�O�H�V�� �F�R�Y�H�U�H�G�� �L�Q�� �W�K�H�� �³�7�U�D�Q�V�S�D�U�H�Q�F�\�� �D�Q�G�� �$�X�G�L�W�L�Q�J�´�� �F�K�D�S�W�H�U�� �R�I�� �W�K�H��
Austrian code were split into two parts in accordance with the naming of 
�W�K�H���V�X�E�F�K�D�S�W�H�U�V�¶���K�H�D�G�L�Q�J�V���D�Q�G���D�O�O�R�F�D�W�H�G���W�R���H�L�W�K�H�U���³�7�U�D�Q�V�S�D�U�H�Q�F�\�´���R�U���³�5�H��
porting and Audit of the Annua�O���)�L�Q�D�Q�F�L�D�O���6�W�D�W�H�P�H�Q�W�V�´�� To determine the 
relative amount of deviations per application field, all deviations reported 
by the companies of each country were aligned to one of the six applica-
tion fields. To account for the different amount of companies per country, 
the sum of deviations per application field was divided by the amount of 
companies.  

For research objective (3) 
To identify the absolute amount of deviations per principle, reported de-
viations were allocated to the principles as set out by both the German and 
the Austrian code.  
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Results 

For research objective (1) 
Based on the aforementioned formula, the average acceptance rate 
amounts to 98.3% for Austria and 97.2% for Germany. Moreover, the fol-
lowing descriptive statistics were determined for the data sample: 

Table 4.:  Descriptive statistics for German and Austrian data set 

 Germany  Austria  

Minimum  90.5% 95.6% 

1st Quartile  95.6% 97.5% 

Median  98.4% 98.9% 

3rd Quartile  99.6% 99.2% 

Maximum  100.0% 100.0% 

N 30 20 

Mean 97.2% 98.3% 

Standard Deviation  0.027088 0.013380 

 
These statistics are depicted in the following figure:  

 
Figure 1.: Box plots for German and Austrian data set 

Source: Own investigations 
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The average acceptance rate for Austrian companies slightly sur-

passes the value for German companies. At the same time, spread and 
standard deviation are larger in German data set. 

For research objective (2) 
The amount of deviations per application field is shown in the following 
figure: 

 
Figure 2.: Absolute amount of deviations per application field per 

country 
Source: Own investigations 

On average, each German company reports 1.8 deviations from the 
codes while each Austrian company reports 1.5 deviations. Accounted for 
the number of companies considered in each of the two data sets, the rel-
ative amount of deviations per application field is presented in the follow-
ing figure:  
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Figure 3: Relative amount of deviations per application field per 

country 
Source: Own investigations 

�$�S�S�O�L�F�D�W�L�R�Q�� �I�L�H�O�G�V�� �³�V�X�S�H�U�Y�L�V�R�U�\�� �E�R�D�U�G�´�� �D�Q�G�� �³management �E�R�D�U�G�´��
hold the most deviations from the code in both countries (93% and 60% 
in Germany, 60% and 60% in Austria). Particularly striking, almost every 
�*�H�U�P�D�Q�� �F�R�P�S�D�Q�\�� �K�R�O�G�V�� �D�� �G�H�Y�L�D�W�L�R�Q�� �L�Q�� �D�S�S�O�L�F�D�W�L�R�Q�� �I�L�H�O�G�� �³�V�X�S�H�U�Y�L�V�R�U�\��
�E�R�D�U�G�´�� �R�Q�� �D�Y�H�U�D�J�H���� �5�H�J�D�U�G�L�Q�J�� �D�S�S�O�L�F�D�W�L�R�Q�� �I�L�H�O�G�V�� �³�&�R�R�S�H�U�D�W�L�R�Q�� �E�H�W�Z�H�H�Q��
�W�K�H�� �6�X�S�H�U�Y�L�V�R�U�\�� �%�R�D�U�G�� �D�Q�G�� �W�K�H�� �0�D�Q�D�J�H�P�H�Q�W���%�R�D�U�G�´���� �³Shareholders and 
the General Meeting�´�� �D�V�� �Z�H�O�O�� �D�V�� �³�7�U�D�Q�V�S�D�U�H�Q�F�\�´���� �F�R�P�S�D�Q�L�H�V�� �R�I�� �E�R�W�K��
countries hardly deviate from t�K�H���F�R�U�S�R�U�D�W�H���J�R�Y�H�U�Q�D�Q�F�H���F�R�G�H�V�����”10%).  

For research objective (3) 
The following figure lists the principles most deviated from as well as the 
amount of deviations as reported by both German and Austrian compa-
nies:  
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Figure 4.: Most quoted deviations per principle per country 

Source: Own investigations 

In Germany, by far the most quoted deviation applies to the severance 
pay cap for management. Also, practices in regard �W�R���V�X�S�H�U�Y�L�V�R�U�\���E�R�D�U�G�¶�V��
composition to ensure proper task allocation and objective definition as 
well as supervisory board's compensation were quoted frequently to devi-
ate from the code. Deviations quoted the most in Austria refer to the com-
�S�R�V�L�W�L�R�Q���R�I�� �P�D�Q�D�J�H�P�H�Q�W���E�R�D�U�G�¶�V���F�R�P�S�H�Q�V�D�W�L�R�Q�����W�K�H���H�[�L�V�W�H�Q�F�H���R�I���D���Q�R�P�L��
�Q�D�W�L�R�Q���F�R�P�P�L�W�W�H�H�����V�X�S�H�U�Y�L�V�R�U�\���E�R�D�U�G�¶�V���S�U�R�K�L�E�L�W�L�R�Q���W�R���D�V�V�X�P�H���I�X�Q�F�W�L�R�Q�V���R�Q��
competitors' boards, as �Z�H�O�O���D�V���D�X�G�L�W�R�U�V�¶���D�V�V�H�V�V�P�H�Q�W�V���R�I���W�K�H���H�I�I�H�F�W�L�Y�H�Q�H�V�V��
�R�I���W�K�H���F�R�P�S�D�Q�\�¶�V���U�L�V�N���P�D�Q�D�J�H�P�H�Q�W���� 

In Austria, five companies (corresponding to 25% of all Austrian 
companies) do not report any deviation from the code and are therefore 
fully compliant with the code. In Germany, the same figure amounts to 
eight companies (corresponding to 27% of all German companies). 

Conclusion 

Provided the average acceptance rates of 98.3% and 97.2% respectively, 
the acceptance of corporate governance in Austria and Germany can be 
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regarded as comparably high. Acceptance in Austria was found to be 
slightly above the acceptance rate in Germany. While the composition of 
deviations based on application fields appears to be similar in both com-
panies, the setup is different on a principle level. Deviations appear to be 
more heterogeneous in Austria as most quoted deviations are spread more 
evenly among several principles. In both countries the application field 
�³�P�D�Q�D�J�H�P�H�Q�W���E�R�D�U�G�´�����H�V�S�H�F�L�D�O�O�\���S�U�L�Q�F�L�S�O�H�V���U�H�I�H�U�U�L�Q�J���W�K�H���F�R�P�S�H�Q�V�D�W�L�R�Q���R�I��
management hold a comparably high level of deviations.  
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�6�R�F�L�D�O���0�H�G�L�D���6�W�U�D�W�H�J�L�H�Q���L�P���:�H�E�������� 
�(�L�Q�V�D�W�]���X�Q�G���1�X�W�]�H�Q���Y�R�Q���6�R�F�L�D�O���/�L�V�W�H�Q�L�Q�J���,�Q�V�W�U�X�P�H�Q�W�H�Q���L�Q��

�N�O�H�L�Q�H�Q���X�Q�G���P�L�W�W�H�O�V�W�l�Q�G�L�V�F�K�H�Q���8�Q�W�H�U�Q�H�K�P�H�Q�����.�0�8�� 

Wassenberg, Nicole5 �± Lehmann, Christian6 

ABSTRAKT: Seit einigen Jahren erfreut sich Social Media immer steigen-
der Beliebtheit im 21. Jahrhundert. Ganz besonders die sogenannten sozi-
�D�O�H�Q���1�H�W�]�Z�H�U�N�H���K�D�E�H�Q���H�L�Q�H���J�U�R�‰�H���%�H�G�H�X�W�X�Q�J���L�P�����R�Q�O�L�Q�H�����$�O�O�W�D�J���E�]�Z�����*�H��
�V�F�K�l�I�W�����+�H�X�W�]�X�W�D�J�H���V�W�H�K�H�Q���M�H�G�R�F�K���Y�L�H�O�H���N�O�H�L�Q�H���X�Q�G���P�L�W�W�H�O�V�W�l�Q�G�L�V�F�K�H���8�Q�W�H�U��
nehmen (KMU) vor der Herausforderung, einerseits ihre fehlende Erfah-
rung im Social Media Bereich zu kompensieren, andererseits praktikable 
�$�Q�V�l�W�]�H���]�X���I�L�Q�G�H�Q�����6�R�F�L�D�O���0�H�G�L�D���L�Q���L�K�U�H���6�W�U�X�N�W�X�U�H�Q���]�X���L�Q�W�H�J�U�L�H�U�H�Q���X�Q�G���]�X��
�L�P�S�O�H�P�H�Q�W�L�H�U�H�Q���� �'�D�U�•�E�H�U�� �K�L�Qaus haben diese kleinen und mit�W�H�O�V�W�l�Q�G�L��
sc�K�H�Q���8�Q�W�H�U�Q�H�K�P�H�Q���J�U�R�‰�H���6�F�K�Z�L�H�U�L�J�N�H�L�W�H�Q�����G�L�H���Q�H�X�H�Q���0�|�J�O�L�F�K�N�H�L�W�H�Q���G�H�U��
Social-Media-�$�N�W�L�Y�L�W�l�W�H�Q�� �L�Q�� �L�K�U�H�� �E�H�V�W�H�K�H�Q�G�H�Q�� �6�W�U�D�W�H�J�L�H�Q�� �H�L�Q�]�X�J�O�L�H�G�H�U�Q����
Aufgrund fehlenden Fach�Z�L�V�V�H�Q�V�� �X�Q�G�� �5�H�V�V�R�X�U�F�H�Q�H�Q�J�S�l�V�V�H�Q���� �V�F�K�H�X�H�Q��
sich viele KMU aktuell noch, Investments im Social Media Bereich des 
�:�H�E�����������]�X���W�l�W�L�J�H�Q�����9�R�U���G�H�P���+�L�Q�W�H�U�J�U�X�Q�G���G�H�U���V�L�F�K���Y�H�U�l�Q�G�H�U�Q�G�H�Q���0�D�U�N�W��
�J�H�J�H�E�H�Q�K�H�L�W�H�Q���L�P���:�H�E�������������E�H�G�D�U�I���H�V���M�H�G�R�F�K���Q�H�X�H�U���6�W�U�D�W�H�J�L�H�Q���I�•�U���8�Q�W�H�U��
nehmen. Das Web 2.0 bietet und fordert gleichzeitig neue digitale Instru-
mente, um die wachsenden und sich �Z�D�Q�G�H�O�Q�G�H�Q�� �0�l�U�N�W�H�� �W�L�H�I�J�H�K�H�Q�G�� �]�X��
beobachten. Eins dieser digitalen Social Media Instrumente ist Microsofts 
�6�R�F�L�D�O���/�L�V�W�H�Q�L�Q�J�����Z�H�O�F�K�H�V���.�0�8���H�L�Q���H�L�Q�I�D�F�K�H�V���6�F�U�H�H�Q�L�Q�J���Y�R�Q���0�l�U�N�W�H�Q���L�P��
�:�H�E�����������H�U�P�|�J�O�L�F�K�W�� 

KEYWORDS: Web 2.0, KMU, Social Media, Microsoft Social Listening, Strat-
egien, Unternehmensstrategien, Marketing 
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�(�L�Q�I�•�K�U�X�Q�J���L�Q�V���7�K�H�P�D�� 

�Ä�6�R�F�L�D�O���0�H�G�L�D���6�W�U�D�W�H�J�L�H�Q���L�P���:�H�E���������³ 

�,�P���)�R�O�J�H�Q�G�H�Q���Z�L�U�G���H�L�Q�H���N�X�U�]�H���(�L�Q�I�•�K�U�X�Q�J���L�Q���G�L�H���7�K�H�P�D�W�L�N���6�R�F�L�D�O���0�Hdia 
Strategien im Web 2.0 vorgestellt. Dazu wird zuerst das Web 2.0 definiert 
�X�Q�G�� �Q�l�K�H�U�� �H�U�O�l�X�W�H�U�W���� �'�L�H�V�� �X�P�I�D�V�V�W�� �Q�H�E�H�Q�� �H�L�Q�H�U�� �'�H�I�L�Q�L�W�L�R�Q���� �G�L�H�� �%�H�Q�X�W�]�H�U��
�I�U�H�X�Q�G�O�L�F�K�N�H�L�W���V�R�Z�L�H���G�L�H���,�Q�V�W�U�X�P�H�Q�W�H���G�H�V���:�H�E�������������,�P���D�Q�V�F�K�O�L�H�‰�H�Q�G�H�Q���.�D��
�S�L�W�H�O�� �H�U�I�R�O�J�W���G�D�Q�Q�� �H�L�Q�H�� �Q�l�K�H�U�H�� �%�H�W�U�D�F�Ktung von Social Media Marketing 
und dem Einsatz in Unternehmen. 

Web 2.0 
Der Begriff Web 2.0 beschreibt eine technologische sowie soziale Ent-
wicklungsstufe hinsichtlich des Angebotes und der Nutzung des Internets. 
�(�L�Q�H���'�H�I�L�Q�L�W�L�R�Q���G�H�V���G�X�U�F�K���7�L�P���2�¶�5�H�L�O�O�\���J�H�S�U�l�J�W�H�Q���%�H�J�U�L�I�I�V���H�[�L�V�W�L�H�U�W���Q�L�F�K�W����
Web 2.0 umfasst dabei keine grundlegend neue Art von Technologien o-
der Anwendungen, sondern stellt vielmehr eine Nutzung und Weiterent-
�Z�L�F�N�O�X�Q�J���G�H�U���0�|�J�O�L�F�K�N�H�L�W�H�Q���G�D�U�����G�L�H���G�D�V���,�Q�W�H�U�Q�H�W���E�L�H�W�H�W�� 

Der Mensch hatte im Web 1.0 eher eine passive Rolle. Er konnte zwar 
�,�Q�I�R�U�P�D�W�L�R�Q�H�Q���V�D�P�P�H�O�Q���X�Q�G���]�X�V�D�P�P�H�Q�W�U�D�J�H�Q�����D�E�H�U���H�V���J�D�E���N�H�L�Q�H���0�|�J�O�L�F�K��
�N�H�L�W���I�•�U�� �L�K�Q�����.�R�P�P�H�Q�W�D�U�H�����9�H�U�E�H�V�V�H�U�X�Q�J�H�Q���R�G�H�U���.�U�L�W�L�N���D�Q���G�H�Q���E�H�V�W�H�K�H�Q��
�G�H�Q���,�Q�I�R�U�P�D�W�L�R�Q�H�Q���]�X���Y�H�U�|�I�I�H�Q�W�O�L�F�K�H�Q�����'�L�H���6�X�F�K�H���Z�D�U���D�X�I�J�U�X�Q�G���I�H�K�O�H�Q�G�H�U��
Suchmaschinenoptimierung langsam und schwer. Im Gegensatz dazu hat 
�G�H�U���0�H�Q�V�F�K���L�P���:�H�E�����������H�L�Q�H���D�N�W�L�Y�H���5�R�O�O�H�����'�L�H�V�H���E�H�]�L�H�K�W���V�L�F�K���S�U�L�P�l�U���D�X�I��
�H�L�Q�H�� �Y�H�U�l�Q�G�H�U�W�H�� �1�X�W�]�X�Q�J�� �X�Q�G�� �:�D�K�U�Q�H�K�P�X�Q�J�� �G�H�V�� �,�Q�W�H�U�Q�H�W�V�� ���.�|�K�O�H�U�± 
Arndt�±Fetzer, 2008, S. 2.������ �8�P�� �G�L�H�V�H�V�� �J�H�l�Q�G�H�U�W�H���%�H�Q�X�W�]�H�U�Y�H�U�K�D�O�W�H�Q�� �X�Q�G��
�G�L�H�� �Q�H�X�H�� �5�R�O�O�H�� �]�X�� �G�H�I�L�Q�L�H�U�H�Q���� �K�D�W�� �V�L�F�K�� �G�H�U�� �%�H�J�U�L�I�I�� �Ä�3�U�R�V�X�P�H�U�³�� �G�X�U�F�K�J�H��
�V�H�W�]�W���� �Z�H�O�F�K�H�U�� �V�L�F�K�� �D�X�V�� �G�H�Q�� �:�|�U�W�H�U�Q�� �Ä�3�U�R�G�X�F�H�U�³�� ���H�Q�J�O�L�V�F�K�� �I�•�U�� �3�U�R�G�X��
�]�H�Q�W���+�H�U�V�W�H�O�O�H�U���� �X�Q�G�� �Ä�F�R�Q�V�X�P�H�U�³�� ���H�Q�J�O�L�V�F�K�� �I�•�U�� �9�H�U�E�U�D�X�F�K�H�U���� �]�X�V�D�P�P�H�Q��
setzt (Schommers, 2009, S. 48.). Der Unterschied zwisc�K�H�Q���G�H�U���Ä�&�R�Q�V�X��
�P�H�U�³���5�R�O�O�H�����L�P���:�H�E�����������X�Q�G���G�H�U���Ä�3�U�R�V�X�P�H�U�³���5�R�O�O�H���L�P���:�H�E�����������E�D�V�L�H�U�W���D�X�I��
�G�H�U���0�|�J�O�L�F�K�N�H�L�W���,�Q�K�D�O�W�H���]�X���H�U�V�W�H�O�O�H�Q�����]�X���Y�H�U�l�Q�G�H�U�Q�����]�X���E�H�D�U�E�H�L�W�H�Q���X�Q�G���]�X��
�Y�H�U�W�H�L�O�H�Q�����'�H�U���8�V�H�U���Z�L�U�G���K�L�H�U�E�H�L���Q�L�F�K�W���H�L�Q�J�H�V�F�K�U�l�Q�N�W�����V�R�Q�G�H�U�Q���Y�L�H�O�I�D�F�K���X�Q��
�W�H�U�V�W�•�W�]�W���� �1�X�W�]�H�U�� �N�|�Q�Q�H�Q��im Umgang mit dem Internet ganze Systeme 
�W�H�F�K�Q�L�V�F�K���V�R�Z�L�H���L�Q�K�D�O�W�O�L�F�K���Y�H�U�l�Q�G�H�U�Q���X�Q�G���J�H�V�W�D�O�W�H�Q�� 

Benutzerfreundlichkeit (Usability) im Web 2.0 
Usability bezeichnet die Benutzerfreundlichkeit einer Website. Dies be-
trifft sowohl das Erscheinungsbild, als auch die Bedienbarkeit einer 
�:�H�E�V�L�W�H�����,�P���:�H�E�����������Z�D�U���G�L�H���8�V�D�E�L�O�L�W�\���Q�R�F�K���Q�L�F�K�W���V�R���D�X�V�J�H�S�U�l�J�W�����Z�L�H���L�P��



68  �*�D�]�G�D�V�i�J���	���7�i�U�V�D�G�D�O�R�P�������-�R�X�U�Q�D�O���R�I���(�F�R�Q�R�P�\ & Society �± �������������������V�]�i�P 
 
Web 2.0 (Alby, 2007, S. 10.�������'�L�H�V�H���9�H�U�l�Q�G�H�U�X�Q�J���J�L�O�W���D�O�V���H�L�Q�H�V���G�H�U���Z�L�F�K��
tigsten Unterscheidungsmerkmale einer Web 1.0 Seite im Vergleich zu 
einer Seite des Web 2.0 Seite und wird von Jakob Nielsen in den Medien 
postuliert (Alby, 2007, S. 11.). Usability entstand aus dem Gedanken, alle 
�0�H�Q�V�F�K�H�Q���D�P���,�Q�W�H�U�Q�H�W���W�H�L�O�K�D�E�H�Q���]�X���O�D�V�V�H�Q�����G�H�Q���,�Q�K�D�O�W���V�W�l�U�N�H�U���L�Q���G�H�Q���)�R�N�X�V��
�]�X���V�H�W�]�H�Q���X�Q�G���L�K�Q���•�E�H�U�V�L�F�K�W�O�L�F�K�H�U���]�X���J�H�V�W�D�O�W�H�Q���� 

Die meisten �G�H�U���K�H�X�W�H���Y�H�U�I�•�J�E�D�U�H�Q���:�H�E�����������± Websites bieten ihren 
�%�H�V�X�F�K�H�U�Q�� �E�]�Z���� �1�X�W�]�H�U�Q�� �H�L�Q�H�� �E�H�Q�X�W�]�H�U�I�U�H�X�Q�G�O�L�F�K�H�� �2�E�H�U�I�O�l�F�K�H���� �6�R�I�W�Z�D�U�H��
und Speicheranlagen durch ihre Browser. Allen Benutzer stehen die glei-
�F�K�H�Q�� �$�Q�J�H�E�R�W�H�� �]�X�U�� �9�H�U�I�•�J�X�Q�J���� �X�P�� �G�L�H�� �P�H�L�V�W�J�H�Q�X�W�]�W�H�Q�� �+�D�X�S�W�I�X�Q�N�W�Lonen 
und Eigenschaften einer Website (Soziale Netzwerke, Benutzer erstellte 
�:�H�E�V�H�L�W�H�Q���R�G�H�U���V�R�J�����7�D�J�V���X�Q�G���Ä�V�H�O�I-publishing-�3�O�D�W�W�I�R�U�P�H�Q�³�����]�X���Q�X�W�]�H�Q����
�'�D�V���H�U�P�|�J�O�L�F�K�W���D�O�O�H�Q���1�X�W�]�H�U�Q���V�L�F�K���D�X�I���Y�H�U�V�F�K�L�H�G�H�Q�H�Q���3�O�D�W�W�I�R�U�P�H�Q���P�L�W���D�Q��
deren Nutzern zu verbinden und auszutauschen (Faber et al. 2012, S. 24.). 
Bezugnehmend auf diese o.g. Hauptfunktionen, fokussiert das Web 2.0 
Usability. Usability versucht dabei eine klare Struktur des Hauptkontextes 
�D�X�I���H�L�Q�H�U���:�H�E�V�L�W�H���D�O�O�H�Q���1�X�W�]�H�U�Q���]�X�U���9�H�U�I�•�J�X�Q�J���]�X���V�W�H�O�O�H�Q���� 

Man unterteilt die Usability generell in zwei Bereiche: die Barriere-
freiheit und das Design (Alby, 2007, S. 10.). Als barrierefreies Internet 
werden Web-�$�Q�J�H�E�R�W�H���E�H�]�H�L�F�K�Q�H�W�����G�L�H���Y�R�Q���D�O�O�H�Q���8�V�H�U�Q�����X�Q�D�E�K�l�Q�J�L�J���Y�R�Q��
�N�|�U�S�H�U�O�L�F�K�H�Q�� �R�G�H�U�� �W�H�F�K�Q�L�V�F�K�H�Q�� �0�|�J�O�L�F�K�N�H�L�W�H�Q���� �X�Q�H�L�Q�J�H�V�F�K�U�l�Q�N�W�� �J�H�Q�Xtzt 
�Z�H�U�G�H�Q���N�|�Q�Q�H�Q�����*�O�H�L�F�K�]�H�L�W�L�J���Z�L�U�G���G�D�U�D�X�I���J�H�D�F�K�W�H�W�����G�D�V�V���8�V�H�U�Q�����G�L�H���Q�L�F�K�W��
�E�H�H�L�Q�W�U�l�F�K�W�L�J�W���V�L�Q�G�����H�E�H�Q�I�D�O�O�V���N�H�L�Q�H���%�D�U�U�L�H�U�H�Q���L�Q���G�H�Q���:�H�J���J�H�O�H�J�W���Z�H�U�G�H�Q����
�(�E�H�Q�V�R���Z�L�H���I�•�U���3�U�R�G�X�N�W�H�����G�L�H���L�P���+�D�Q�G�H�O���H�U�K�l�O�W�O�L�F�K���V�L�Q�G�����J�L�E�W���H�V���D�X�F�K���I�•�U��
das Design von Websites bestimmte Konventionen, die einen einfachen 
�8�P�J�D�Q�J���H�U�P�|�J�O�L�F�K�H�Q���V�R�O�O�H�Q�����'�L�H�V�H���.�R�Q�Y�H�Q�W�L�R�Q�H�Q���V�L�Q�G���G�D�U�D�X�I���D�X�V�J�H�O�H�J�W����
�G�H�Q���,�Q�K�D�O�W���P�|�J�O�L�F�K�V�W���V�W�U�X�N�W�X�U�L�H�U�W���X�Q�G���H�L�Q�G�H�X�W�L�J���G�D�U�]�X�V�W�H�O�O�H�Q�� 

Instrumente im Web 2.0 
Es gibt viele Instrumente im Web 2.0. Die meist bekanntesten Instrumente 
�V�L�Q�G���:�L�N�L�����%�O�R�J�V�����V�R�]�L�D�O�H���1�H�W�]�Z�H�U�N�H���X�Q�G���Ä�7�D�J�J�L�Q�J�³���� 
Wiki 
�(�L�Q���:�L�N�L�����K�D�Z�D�L�L�D�Q�L�V�F�K���I�•�U���Ä�V�F�K�Q�H�O�O�³�����L�V�W���H�L�Q���6�\�V�W�H�P���D�X�V���$�U�W�L�N�H�O�Q�����G�L�H���X�Q��
tereinander verlinkt sind und deren Inhalte von den Benutzern nicht nur 
gelesen, sondern auch online direkt im Browser ge�l�Q�G�H�U�W���Z�H�U�G�H�Q���N�|�Q�Q�H�Q��
(Cyganiak, 2014). Im Prinzip ist ein Wiki ein Content-Management-Sys-
�W�H�P���� �G�H�U�� �N�R�O�O�D�E�R�U�D�W�L�Y�H�V�� �$�U�E�H�L�W�H�Q�� �H�U�P�|�J�O�L�F�K�W�� ��Back�±Gronau�±Tochter-
mann, 2009, S. 10ff.). Zum Bearbeiten der Inhalte wird meist ein einfa-
�F�K�H�U���(�G�L�W�R�U���Y�H�U�Z�H�Q�G�H�W�����'�D�G�X�U�F�K���Z�L�U�G���H�V���Q�D�K�H�]�X���M�H�G�H�P���1�X�W�]�H�U���H�U�P�|�J�O�L�F�K�W����
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einen Eintrag in ein Wiki einzustellen (Back�±Gronau�±Tochtermann�±
2009, S. 10ff.)�����'�L�H���b�Q�G�H�U�X�Q�J�V�K�L�V�W�R�U�L�H���L�V�W���H�L�Q�H���)�X�Q�N�W�L�R�Q�����G�L�H���H�L�Q���:�L�H�G�H�U��
�K�H�U�V�W�H�O�O�H�Q���l�O�W�H�U�H�U���:�L�N�L�V���H�U�P�|�J�O�L�F�K�W�����'�X�U�F�K���.�R�P�P�X�Q�L�N�D�W�L�R�Q���]�Z�L�V�F�K�H�Q���G�H�Q��
Verfassern, die sogenannte Background-Diskussion, werden Artikel zu-
nehmend genauer, da in diesen oft ungenaue oder unwichtige Informatio-
nen kritisiert werden. Die meisten Wikis werden als Art Lexika oder On-
line-�+�L�O�I�H�V�W�H�O�O�X�Q�J�H�Q�� �E�H�Q�X�W�]�W�� �X�Q�G�� �H�U�P�|�J�O�L�F�K�H�Q�� �V�R�� �G�H�Q�� �:�L�V�V�H�Q�V�D�X�V�W�D�X�V�F�K����
�'�D�V���Z�R�K�O���E�H�N�D�Q�Q�W�H�V�W�H���:�L�N�L���L�V�W���G�L�H���2�Q�O�L�Q�H���(�Q�]�\�N�O�R�S�l�G�L�H���:�L�N�L�S�H�G�L�D�� 
Blog 
�'�H�U���%�O�R�J���L�V�W���H�L�Q�H���$�U�W���G�L�J�L�W�D�O�H�V���7�D�J�H�E�X�F�K�����5�|�K�U�E�R�U�Q, 2008). Blogs werden 
�L�Q���G�H�U���5�H�J�H�O���V�W�l�Q�G�L�J���D�N�Wualisiert und sind endlos d.h. es entsteht eine lange, 
�D�E�Z�l�U�W�V���F�K�U�R�Q�R�O�R�J�L�V�F�K�H���V�R�U�W�L�H�U�W�H���/�L�V�W�H���Y�R�Q���(�L�Q�W�U�l�J�H�Q���D�X�I���:�H�E�V�L�W�H�V (Alby, 
2007, S. 27ff.). Inhaltlich werden meist die Gedanken zu bestimmten The-
men niedergeschrieben. Der Herausgeber steht als wesentlicher Autor 
�•�E�H�U���G�H�P���,�Q�K�D�O�W���X�Q�G���G�L�H���%�H�L�W�U�l�J�H���V�L�Q�G���K�l�X�I�L�J���D�X�V���G�H�U���,�F�K-Perspektive ge-
�V�F�K�U�L�H�E�H�Q�����'�H�U���%�O�R�J���E�L�O�G�H�W���H�L�Q���I�•�U���$�X�W�R�U���X�Q�G���/�H�V�H�U���H�L�Q�I�D�F�K���]�X���K�D�Q�G�K�D�E�H�Q��
des Medium zur Darstellung von Aspekten des eigenen Lebens und von 
Meinungen zu spezifischen Themen. Meist sind auch Kommentare oder 
�'�L�V�N�X�V�V�L�R�Q�H�Q���G�H�U���/�H�V�H�U���•�E�H�U���H�L�Q�H�Q���$�U�W�L�N�H�O���]�X�O�l�V�V�L�J�����Z�H�O�F�K�H���H�Q�W�Z�H�G�H�U���P�R��
�G�H�U�L�H�U�W���Z�H�U�G�H�Q�����G�����K�����V�L�H���P�•�V�V�H�Q���H�U�V�W���Y�R�P���%�O�R�J�J�H�U���I�U�H�L�J�H�V�F�K�D�O�W�H�W���Z�H�U�G�H�Q����
oder sie erscheinen direkt im Blog (Alby, 2007, S. 28.). Damit kann das 
Medium sowohl zum Ablegen von Notizen in einem Zettelkasten, zum 
Austausch von Informationen, Gedanken und Erfahrungen als auch zur 
�.�R�P�P�X�Q�L�N�D�W�L�R�Q���G�L�H�Q�H�Q�����,�Q�V�R�I�H�U�Q���l�K�Q�H�O�W���H�L�Q�H���V�R�O�F�K�H���$�Q�V�D�P�P�O�X�Q�J���H�L�Q�H�P��
�,�Q�W�H�U�Q�H�W�I�R�U�X�P�����M�H���Q�D�F�K���,�Q�K�D�O�W���D�E�H�U���D�X�F�K���H�L�Q�H�U���,�Q�W�H�U�Q�H�W�]�H�L�W�X�Q�J�����5�|�K�U�Eorn, 
�������������� �%�O�R�J�V�� �Z�H�U�G�H�Q�� �K�l�X�I�L�J�� �L�Q�� �V�R�J�H�Q�D�Q�Q�W�H�Q�� �(-Portfolios verwendet. E-
Portfolios sind Internet/Intranet basierte Sammelmappen, die verschie-
�G�H�Q�H���G�L�J�L�W�D�O�H���0�H�G�L�H�Q���X�Q�G���6�H�U�Y�L�F�H�V���L�Q�W�H�J�U�L�H�U�H�Q�����6�L�H���l�K�Q�H�O�Q���H�L�Q�H�U���S�H�U�V�|�Q�O�L��
chen Website oder dem klassischen Portfolio. Das E-Portfolio kann als 
�H�L�Q�H���G�L�J�L�W�D�O�H���6�D�P�P�O�X�Q�J���Y�R�Q���,�Q�I�R�U�P�D�W�L�R�Q�H�Q���E�H�V�F�K�U�L�H�E�H�Q���Z�H�U�G�H�Q�����'�D�U�•�E�H�U��
�K�L�Q�D�X�V�� �Z�H�U�G�H�Q�� �L�Q�G�L�Y�L�G�X�H�O�O�H�� �3�R�U�W�I�R�O�L�R�V�� �I�•�U�� �G�H�Q�� �Q�L�F�K�W-�|�I�I�H�Q�W�O�L�F�K�H�Q�� �(�L�Q�V�D�W�]��
als eine Art Lerntagebuch angesehen, mit dem Ziel, eigene Kompetenz-
profile zu entwicke�O�Q�� �X�Q�G�� �G�H�Q�� �(�U�I�R�O�J�� �G�X�U�F�K�� �G�L�H�� �5�H�I�O�H�[�L�R�Q�� �•�E�H�U�� �G�D�V�� �*�H��
lernte noch zu steigern. Ein Blog kann jedoch nur teilweise als Konkur-
renz zu den klassischen Publikationsmedien gesehen werden, welche 
�]�H�Q�W�U�D�O�� �R�U�J�D�Q�L�V�L�H�U�W�� �V�L�Q�G�� �X�Q�G�� �U�H�G�D�N�W�L�R�Q�H�O�O�� �J�H�I�L�O�W�H�U�W�H�� �%�H�W�U�l�J�H�� �S�X�E�O�L�]�L�H�U�Hn. 
Blogs geben eine eher subjektive Meinung des Autors wieder, anstatt ge-
zielt objektive Informationen zu verbreiten (Alby, 2007, S. 29.).  
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Soziale Netzwerke 
Soziale Netzwerke sind Websites, auf denen sich Menschen mit ihren 
Freunden, Kollegen und Bekannte�Q���R�Q�O�L�Q�H���Y�H�U�Q�H�W�]�H�Q���N�|�Q�Q�H�Q�����-�H�G�H�V���V�R�]�L��
�D�O�H�� �1�H�W�]�Z�H�U�N�� �K�D�W�� �V�H�L�Q�H�� �H�L�J�H�Q�H�Q�� �0�|�J�O�L�F�K�N�H�L�W�H�Q�� �X�Q�G�� �+�H�U�D�X�V�I�R�U�G�H�U�X�Q�J�H�Q����
Die Nutzer dieser sozialen Netzwerke haben unterschiedliche Erwartun-
gen an die jeweiligen Netzwerke (Barker et al., 2008, S. 179.). Vor dem 
Hintergrund der werblichen Zwecke durch Unternehmen und ihre Pro-
dukte, haben Unternehmen ein besonderes Augenmerk auf soziale Netz-
�Z�H�U�N�H���J�H�O�H�J�W�����G�D���V�L�F�K���G�R�U�W���Q�H�X�H���0�|�J�O�L�F�K�N�H�L�W�H�Q���H�U�J�H�E�H�Q�����P�L�W���.�X�Q�G�H�Q���X�Q�G��
�,�Q�W�H�U�H�V�V�H�Q�W�H�Q���L�Q�W�H�U�D�J�L�H�U�H�Q���]�X���N�|�Q�Q�H�Q�����'�D�P�L�W���H�L�Q�K�H�U���J�H�K�H�Q���G�L�H���L�Q�N�O�X�Gierten 
Optionen, in sozialen Netzwerken Gruppen und Fan-Seiten zu erstellen, 
�G�L�H���D�O�O�H�Q���1�X�W�]�H�U�Q���]�X�U���9�H�U�I�•�J�X�Q�J���V�W�H�K�H�Q���X�Q�G���M�H�G�H�U�]�H�L�W���H�L�Q�J�H�V�H�K�H�Q���Z�H�U�G�H�Q��
�N�|�Q�Q�H�Q�����=�D�U�H�O�O�D, 2010, S. 53.).  

Die Historie und der Ursprung der (sozialen) Netzwerke geht auf den 
Anfang �G�H�U�����������H�U���-�D�K�U�H���]�X�U�•�F�N�����'�R�U�W���N�R�Q�Q�W�H�Q���V�L�F�K���H�U�V�W�P�D�O�V���1�X�W�]�H�U���L�Q���H�L�Q��
System einloggen, um Software und Daten zu teilen, sowie Nachrichten 
�D�Q���D�Q�G�H�U�H���1�X�W�]�H�U���]�X���Y�H�U�V�H�Q�G�H�Q���X�Q�G���D�Q���|�I�I�H�Q�W�O�L�F�K�H�Q���3�L�Q�Q�Z�l�Q�G�H�Q���]�X���S�R�V�W�H�Q����
Mit dem Wachstum des Internets erfreuten sich soziale Netzwerke immer 
weiterer Beliebtheit und erste soziale Netzwerk-Websites wurden erstellt 
(Weinberg 2009, S. 199.�������'�D�V���K�H�X�W�H���E�H�N�D�Q�Q�W�H�V�W�H���V�R�]�L�D�O�H���1�H�W�]�Z�H�U�N���K�H�L�‰�W��
Facebook und wurde in 2003 in den Vereinigten Statten von Amerika ge-
�J�U�•�Q�G�H�W�����8�U�V�S�U�•�Q�J�O�L�F�K���D�O�V���H�[�N�O�X�V�L�Y�H���3�O�D�W�W�I�R�U�P���I�•�U���6�W�X�G�H�Q�W�H�Q���G�H�U���+�D�U�Y�D�U�G��
�8�Q�L�Y�H�U�V�L�W�l�W�����V�W�H�K�W���H�V���V�H�L�W�������������D�O�O�H�Q���1�X�W�]�H�U�Q�����G�L�H���L�P���%�H�V�L�W�]���H�L�Q�H�U���J�•�O�W�L�J�H�Q��
E-�0�D�L�O���$�G�U�H�V�V�H���V�L�Q�G�����Z�H�O�W�Z�H�L�W���]�X�U���9�H�U�I�•�J�X�Q�J�����=�D�U�H�O�O�D, 2010, S. 57.).  

Bezugnehmend auf den Basisgedanken der sozialen Netzwerke, ver-
binden Netzwerke Menschen miteinander, die sich aus ihrem Alltag und 
Privatleben kennen, sich vertrauen und gemeinsame Interessen haben.  
Tagging 
Der Begriff Tag leitet sich von der englischen Bedeutung des Wortes (Eti-
kett) ab (Schommers, 2009, S. 57.). Tags werden dazu benutzt, Medien 
oder Dokumente einem bestimmten Thema zuzuordnen bzw. Schlagworte 
zu vergeben (Weinberg, 2010, S. 224.). Viele Mediendienste im Web 2.0 
�K�D�E�H�Q���H�L�Q�H���6�X�F�K�I�X�Q�N�W�L�R�Q���I�•�U���7�D�J�V�����6�F�K�O�D�J�Z�|�U�W�H�U�����L�Q�W�H�J�U�L�H�U�W�����6�X�F�K�H�Q���V�L�Q�G��
anhand von Metad�D�W�H�Q���P�|�J�O�L�F�K�����G�D���G�D�Q�Q���Q�D�F�K���E�H�V�W�L�P�P�W�H�Q���%�H�J�U�L�I�I�H�Q���J�H��
sucht werden kann und nicht nach kompletten Inhalten. Als Metadaten 
�Z�H�U�G�H�Q���'�D�W�H�Q���E�H�]�H�L�F�K�Q�H�W�����G�L�H���,�Q�I�R�U�P�D�W�L�R�Q�H�Q���•�E�H�U���D�Q�G�H�U�H���'�D�W�H�Q���H�Q�W�K�D�O�W�H�Q����
Metadaten und Tagging sind eng miteinander verbunden. Tagging ist der 
Vorgang Metadaten zu vergeben (Werner, 2008, S. 37.). Zum Bespiel sind 
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�G�L�H�� �0�H�W�D�G�D�W�H�Q�� �H�L�Q�H�U�� �G�L�J�L�W�D�O�H�Q�� �'�D�W�H�L�� �9�H�U�I�D�V�V�H�U���� �'�D�W�X�P�� �X�Q�G�� �h�E�H�U�V�F�K�U�L�I�W����
Die Metadaten sind diese Begriffe und der Vorgang diese Schlagworte zu 
vergeben ist das Tagging. 

�(�U�O�l�X�W�H�U�X�Q�J���Y�Rn Social Media Marketing in Unternehmen 

�1�D�F�K���H�L�Q�H�U���(�L�Q�I�•�K�U�X�Q�J���L�Q���G�L�H���7�K�H�P�D�W�L�N���:�H�E�����������H�U�I�R�O�J�W���Q�X�Q���G�L�H���9�R�U�V�W�H�O��
lung von Social Media in Unternehmen. Dazu wird vorab Social Media 
�G�H�I�L�Q�L�H�U�W�� �X�Q�G�� �6�R�F�L�D�O�� �0�H�G�L�D�� �0�D�U�N�H�W�L�Q�J�� �L�Q�� �8�Q�W�H�U�Q�H�K�P�H�Q�� �H�U�O�l�X�W�H�U�W���� �$�Q��
�V�F�K�O�L�H�‰�H�Q�G�� �H�U�I�Rlgt die Vorstellung von Social Listening, sowie die In-
�W�H�J�U�D�W�L�R�Q���L�Q���N�O�H�L�Q�H���X�Q�G���P�L�W�W�H�O�V�W�l�Q�G�L�V�F�K�H���8�Q�W�H�U�Q�H�K�P�H�Q�� 

Social Media 
Um die Relevanz von Social Media zu verstehen, wird eingehend in die-
sem Kapitel das Basiswissen von Social �0�H�G�L�D�� �H�U�O�l�X�W�H�U�W���� �'�D�]�X�� �Z�H�U�G�H�Q��
unter Einbezug der relevanten Fachliteratur kurz die Hauptfaktoren von 
Social Media vorgestellt.  

Der englische Begriff Social Media setzt sich aus zwei Terminologien 
zusammen. Social und Media. Social ���H�Q�J�O�L�V�F�K���I�•�U���Ä�V�R�]�L�D�O�³�����E�H�]�L�H�K�W���V�L�F�K��
�D�X�I���G�D�V���P�H�Q�V�F�K�O�L�F�K�H���%�H�G�•�U�I�Q�L�V���E�]�Z�����G�H�Q���,�Q�V�W�L�Q�N�W�����V�L�F�K���P�L�W���D�Q�G�H�U�H�Q���0�H�Q��
�V�F�K�H�Q���]�X���Y�H�U�E�L�Q�G�H�Q�����'�L�H�V�H�V���9�H�U�K�D�O�W�H�Q���J�H�K�W���D�X�I���G�H�Q���=�H�L�W�S�X�Q�N�W���]�X�U�•�F�N�����D�O�V��
die Spezies begann, zu existieren (Safko, 2010, S. 4). Menschen versu-
chen in �*�U�X�S�S�H�Q�� �P�L�W���D�Q�G�H�U�H�Q�� �0�H�Q�V�F�K�H�Q�� �]�X�V�D�P�P�H�Q�� �]�X�� �V�H�L�Q���� �G�L�H�� �l�K�Q�O�L�F�K��
�E�]�Z�����J�O�H�L�F�K�J�H�V�L�Q�Q�W���V�L�Q�G�����'�L�H�V���O�L�H�J�W���Q�D�F�K���*�U�D�E�V���X�Q�G���%�D�Q�Q�R�X�U���G�D�U�L�Q���E�H�J�U�•�Q��
�G�H�W�����G�D�V�V���0�H�Q�V�F�K�H�Q���X�Q�G���*�U�X�S�S�H�Q���Y�R�Q���0�H�Q�V�F�K�H�Q�����G�L�H���l�K�Q�O�L�F�K���V�L�Q�G�����J�O�H�L�F�K�H��
Gedanken haben und ihre Gedanken sowie Erfahrungen teilen (Grabs�±
Bannour, 2011, S.25).  

�'�L�H���]�Z�H�L�W�H���7�H�U�P�L�Q�R�O�R�J�L�H���0�H�G�L�D�����H�Q�J�O�L�V�F�K���I�•�U���0�H�G�L�H�Q�����E�H�V�F�K�U�H�L�E�W���Z�L�H��
Menschen miteinander verbunden sind. Diese Verbindung kann als jede 
Verbindung beschrieben werden, um miteinander verbunden zu sein, z.B. 
Briefe, Audio, Web, Television, E-Mail etc. (Safko, 2010, S. 4.). Ausge-
hend von der Definition Social Media, beschreiben Bernecker und Beil-
hart (2011, S. 55.), Social Media als den effektiven Prozess, der genutzt 
werden kann, um andere Menschen zu erreichen und sich mit ihnen zu 
verbinden.  

Zusammenfassend kann Social Media als Medien definiert werden, 
�G�L�H�� �J�H�Q�X�W�]�W�� �Z�H�U�G�H�Q�� �X�P�� �Ä�V�R�F�L�D�O�³�� �]�X�� �V�H�L�Q���� �'�D�V�� �K�H�L�‰�W���� �G�D�V�V�� �K�X�Q�G�H�U�W�H�� �Y�R�Q��
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�7�H�F�K�Q�R�O�R�J�L�H�Q�����G�L�H���0�H�Q�V�F�K�H�Q���]�X�U���9�H�U�I�•�J�X�Q�J���V�W�H�K�H�Q�����J�H�Q�X�W�]�W���Z�H�U�G�H�Q�����X�P��
mit anderen Menschen in Verbindung zu stehen. 

Social Media Marketing in Unternehmen 
�%�H�]�X�J�Q�H�K�P�H�Q�G���D�X�I���G�H�Q���*�U�X�Q�G�J�H�G�D�Q�N�H�Q���Y�R�Q���6�R�F�L�D�O���0�H�G�L�D���P�•�V�V�H�Q���8�Q�W�H�U��
nehmen die Frage individuell beantworten, ob sie Marketing (speziell 
Social Media Marketing) betreiben wollen und wie viel sie bereit sind zu 
inve�V�W�L�H�U�H�Q�����6�R�F�L�D�O���0�H�G�L�D���N�D�Q�Q���G�D�E�H�L�� �M�H�G�R�F�K���Q�L�F�K�W���D�O�V���.�R�P�S�H�Q�V�D�W�L�R�Q�� �I�•�U��
�I�H�K�O�H�Q�G�H���R�G�H�U���V�F�K�O�H�F�K�W�H���0�D�U�N�H�W�L�Q�J���$�N�W�L�Y�L�W�l�W�H�Q���J�H�V�H�K�H�Q���Z�H�U�G�H�Q�� 

Social Media stellt ein neues Set an Instrumenten bereit, die es Un-
�W�H�U�Q�H�K�P�H�Q���H�U�P�|�J�O�L�F�K�H�Q�����P�L�W���.�X�Q�G�H�Q���X�Q�G���,�Q�W�H�U�H�V�V�H�Q�W�H�Q���L�Q���9�H�U�E�Lndung zu 
treten und erste Beziehungen aufzubauen (Safko, 2010, S. 5.).  

Social Media kann als eine Gegenseitige-Kommunikation gesehen 
werden. Heutzutage glauben Kunden und Interessenten nicht mehr (aus-
�V�F�K�O�L�H�‰�O�L�F�K�����D�Q���N�O�D�V�V�L�V�F�K�H�V���0�D�U�N�H�W�L�Q�J���X�Q�G���0�D�U�N�H�W�L�Q�J���%�R�Wschaften, sondern 
vertrauen vielmehr den Aussagen und Meinungen von Menschen und 
Gruppen, die sie kennen und denen sie vertrauen (Heymann-Reder, 2011, 
S. 22.). Innerhalb dieses Kommunikationswechsels im Konsumenten-Mar-
keting ist die Reihenfolge dabei wie �I�R�O�J�W���Y�H�U�V�F�K�R�E�H�Q���X�Q�G���G�H�I�L�Q�L�H�U�W�����=�X�K�|��
ren, folgen, verstehen und nur am Ende sprechen (Hettler, 2010, S. 26.).  

Social Media Marketing ist vergleichbar mit einem Networking 
Event oder einer Fachmesse, wo sich viele Menschen mit gleichen oder 
�l�K�Q�O�L�F�K�H�Q�� �,�Q�W�H�U�Hssen treffen. Innerhalb dieser Events bilden sich oft 
Gruppen von 3-���� �3�H�U�V�R�Q�H�Q���� �G�L�H�� �Y�H�U�W�L�H�I�W�� �•�E�H�U�� �H�L�Q�� �7�K�H�P�D�� �G�L�V�N�X�W�L�H�U�H�Q����
�.�R�P�P�W���H�L�Q�H���Q�H�X�H�����I�U�H�P�G�H���3�H�U�V�R�Q���L�Q���G�L�H�V�H���*�U�X�S�S�H�����H�P�S�I�L�H�K�O�W���H�V���V�L�F�K���I�•�U��
�G�L�H�V�H���H�U�V�W���]�X�]�X�K�|�U�H�Q���X�Q�G���Q�L�F�K�W���G�L�U�H�N�W���V�H�L�Q�H���H�L�J�H�Q�H���0�H�L�Q�X�Q�J�����V�H�L�Q��Wissen 
und seine Profession zu teilen (Bernecker und Beilharz, 2011, S. 53.). 
�1�H�X�H���*�U�X�S�S�H�Q�P�L�W�J�O�L�H�G�H�U���K�D�E�H�Q���V�R���G�L�H���0�|�J�O�L�F�K�N�H�L�W�����V�L�F�K���H�L�Q���%�L�O�G���•�E�H�U���G�L�H��
Gruppenunterhaltung und den jeweiligen Kenntnisstand der einzelnen 
Mitglieder zu machen, bevor sie im passenden Moment der Konversation 
���J�J�I�V�����Q�D�F�K���$�X�I�I�R�U�G�H�U�X�Q�J�����L�K�U�H�Q���%�H�L�W�U�D�J���O�H�L�V�W�H�Q�����'�D�G�X�U�F�K���H�U�K�|�K�W���V�L�F�K���G�L�H��
Reputation der neuen Gruppenmitglieder und kommt es zu Fragen nach 
der eigenen Meinung, Wissen oder der Profession des neuen Mitgliedes, 
�H�U�K�l�O�W�� �G�H�U�� �%�H�L�W�U�D�J�� �G�L�H�V�H�U�� �3�H�U�V�R�Q�� �H�L�Q�H�Q�� �K�|�K�H�U�H�Q�� �6�W�H�O�O�H�Q�Z�H�U�W�� ��Bernecker�±
Beilharz, 2011, S. 55.).  

Social Media verfolgt den gleichen Ansatz. Menschen mit gleichen 
�,�Q�W�H�U�H�V�V�H�Q�� �I�L�Q�G�H�Q���V�L�F�K�� �L�Q���*�U�X�S�S�H�Q���]�X�V�D�P�P�H�Q�����X�P�� �•�E�H�U���J�H�Z�L�V�V�H���7�K�H�P�H�Q��
zu diskutieren oder auszutauschen (Safkos, 2010, S. 6.). Sind im richtigen 
�0�R�P�H�Q�W���� �:�L�V�V�H�Q�� �X�Q�G�� �0�H�L�Q�X�Q�J�H�Q�� �S�U�l�V�H�Q�W���� �H�U�K�l�O�W�� �R�I�W�P�D�O�V�� �G�D�V�� �3�U�R�G�X�N�W����
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Unternehmen den Zuschlag, dessen Vertrauen innerhalb der Gruppe 
�Y�R�U�K�D�Q�G�H�Q�� �E�]�Z���� �D�P�� �J�U�|�‰�W�H�Q�� �L�V�W���� �h�E�H�U�� �G�L�H�V�H�V�� �J�H�V�F�K�D�I�I�H�Q�H�� �%�H�]�L�H�K�X�Q�J�V-
konstrukt generiert Social Me�G�L�D�����0�D�U�N�H�W�L�Q�J�����Y�H�U�W�D�U�X�H�Q�V�Z�•�U�G�L�J�H�U�H���8�Q�W�H�U-
�Q�H�K�P�H�Q�V�E�H�]�L�H�K�X�Q�J�H�Q�� �]�X�� �.�X�Q�G�H�Q�� �X�Q�G�� �,�Q�W�H�U�H�V�V�H�Q�W�H�Q���� �K�|�K�H�U�H�� �8�P�V�l�W�]�H����
geringere Reklamationen und eine verbesserte �ÄWord of Mouth�³ (Ber-
necker�±Beilharz, 2011, S.63).  

In den meisten Unternehmen wird Social �0�H�G�L�D���I�•�U���0�D�U�N�H�W�L�Q�J�����9�H�U��
trieb, PR und Kommunikation mit Kunden eingesetzt. Social Media gilt 
dabei in Unternehmen im Kundenservice, B2B-Bereich und in der inter-
nen Kommunikation als ein besonders effektives Instrument (Safko, 2010, 
S. 8.).  

In der gesamten Kundenbetreuung eignet sich Social Media ideal um 
mit Kunden nach dem Verkauf in Verbindung zu bleiben. Setzen Unter-
nehmen Social Media auch im B2B-Bereich ein, so muss Social Media als 
ein integrativer Ansatz der gesamten Unternehmensstrategie gesehen wer-
den, da die Mehrheit der Kunden sowohl im B2B als auch im B2C- Be-
reich davon profitieren �± besonders, wenn einige Informationen Passwort 
�J�H�V�F�K�•�W�]�W���E�O�H�L�E�H�Q�����$�O�V���O�H�W�]�W�H�U���$�Q�V�D�W�]���N�D�Q�Q���6�R�F�L�D�O���0�H�G�L�D���D�X�F�K���L�Q���G�H�U���L�Q�W�H�U��
nen Kommunikation eingesetzt werden. So habe�Q���8�Q�W�H�U�Q�H�K�P�H�Q���G�L�H���0�|�J��
lichkeit, mit Ihren Mitarbeitern zu kommunizieren und in Verbindung zu 
bleiben. Einerseits haben die Mitarbeiter dadurch die Chance, Ideen, Bil-
der und beispielsweise Videos auszutauschen, anderseits werden sie ein 
�V�W�l�U�N�H�U�H�U���7�H�L�O���G�H�U���2�Uganisation (Bernecker�±Beilharz, 2011, S. 64.).  

Social Listening 

Im Folgenden wird Bezug auf das Analyse Instrument Microsoft Social 
Engagement vom Softwareproduzenten Microsoft Corporation genom-
�P�H�Q���� �'�D�]�X�� �H�U�I�R�O�J�W�� �H�L�Q�J�D�Q�J�V�� �H�L�Q�H�� �N�X�U�]�H�� �'�H�I�L�Q�L�W�L�R�Q�� �G�H�U�� �•�E�H�U�J�H�R�Udneten 
�6�R�I�W�Z�D�U�H�� �6�R�F�L�D�O�� �(�Q�J�D�J�H�P�H�Q�W�� �X�Q�G�� �D�Q�V�F�K�O�L�H�‰�H�Q�G�� �H�L�Q�H�� �9�R�U�V�W�H�O�O�X�Q�J�� �G�H�U��
Funktion Social Listening, die als Teil des Instruments agiert.7  

                                                             
7  �,�P���5�D�K�P�H�Q���G�H�U���Y�R�U�O�L�H�J�H�Q�G�H�Q���3�X�E�O�L�N�D�W�L�R�Q���Z�L�U�G���D�X�V�V�F�K�O�L�H�‰�O�L�F�K���G�D�V���$�Q�D�O�\�V�H���7�R�R�O���0�L�F�U�R��

�V�R�I�W���6�R�F�L�D�O���/�L�V�W�H�Q�L�Q�J���G�H�U���0�L�F�U�R�V�R�I�W���&�R�U�S�R�U�D�W�L�R�Q���Y�R�U�J�H�V�W�H�O�O�W�����:�H�L�W�H�U�H���E�]�Z�����l�K�Q�O�L�F�K�H���,�Q��
strumente (anderer Anbieter) finden keine Anwendung. 
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Microsoft Social Listening 
Der englische Begriff Social Listening setzt sich aus zwei Terminologien 
zusammen. Social u�Q�G���/�L�V�W�H�Q�L�Q�J�����'�H�U���%�H�J�U�L�I�I�� �Ä�6�R�F�L�D�O�³���Z�X�U�G�H�� �L�P�� �Y�R�U�D�Q��
�J�H�J�D�Q�J�H�Q���.�D�S�L�W�H�O���E�H�U�H�L�W�V���Q�l�K�H�U���G�H�I�L�Q�L�H�U�W���X�Q�G���H�U�O�l�X�W�H�U�W�����Ä�/�L�V�W�H�Q�L�Q�J�³���V�W�D�P�P�W��
�H�E�H�Q�I�D�O�O�V���D�X�V���G�H�P���(�Q�J�O�L�V�F�K�H�Q���X�Q�G���V�W�H�K�W���I�•�U���]�X�K�|�U�H�Q���E�]�Z�����O�D�X�V�F�K�H�Q���� 

Der amerikanische Software-Produzent Microsoft hat ein Marketing-
Analyse-�,�Q�V�W�U�X�P�H�Q�W�� �H�Q�W�Z�L�F�N�H�O�W���� �Z�H�O�F�K�H�V�� �8�Q�W�H�U�Q�H�K�P�H�Q�� �H�U�P�|�J�O�L�F�K�W���� �G�L�J�L��
�W�D�O�H�� �0�l�U�N�W�H�� �X�Q�G�� �V�R�]�L�D�O�H�� �1�H�W�]�Z�H�U�N�H�� �]�X�� �V�F�U�H�H�Q�H�Q�� Social Engagement. 
�6�R�F�L�D�O���(�Q�J�D�J�H�P�H�Q�W���L�V�W���H�L�Q�H���6�R�I�W�Z�D�U�H�����G�L�H���S�U�L�P�l�U���L�P���0�D�U�N�H�W�L�Q�J���X�Q�G���9�H�U��
trieb sowie kundennahen Abteilungen zum Einsatz kommt. Innerhalb der 
Software Social Engagement gibt es verschiedene Funktionen. Eine da-
von ist Social Listening (Microsoft Deutschland GmbH, 2015c).  

Social Listening ist eine Funktion innerhalb des Analyse-Instruments, 
�G�L�H�� �G�H�P�� �1�X�W�]�H�U�� �H�U�P�|�J�O�L�F�K�W���V�R�]�L�D�O�H�� �1�H�W�]�Z�H�U�Ne in Echtzeit zu beobachten, 
auszuwerten und zu analysieren. National und international. So haben Un-
�W�H�U�Q�H�K�P�H�Q���G�L�H���0�|�J�O�L�F�K�N�H�L�W���]�X���Y�H�U�I�R�O�J�H�Q�����Z�D�V���L�K�U�H���.�X�Q�G�H�Q���X�Q�G���,�Q�W�H�U�H�V�V�H�Q��
ten in sozialen Netzwerken posten, austauschen und in Blogs diskutieren.  

Integration von Microsoft Social Listening in kleinen und 
�P�L�W�W�H�O�V�W�l�Q�G�L�V�F�K�H�Q���8�Q�W�H�U�Q�H�K�P�H�Q 

�1�D�F�K���H�L�Q�H�U���(�L�Q�I�•�K�U�X�Q�J���L�Q���G�L�H���7�K�H�P�D�W�L�N���6�R�F�L�D�O���0�H�G�L�D���X�Q�G���G�L�H���(�L�Q�R�U�G�Q�X�Q�J��
von Microsoft Social Listening innerhalb der Social Media-Analyse-In-
strumente, wird im folgenden Kapitel aufgezeigt, wie die Integration von 
�0�L�F�U�R�V�R�I�W���6�R�F�L�D�O���/�L�V�W�H�Q�L�Q�J���L�Q���N�O�H�L�Q�H�Q���X�Q�G���P�L�W�W�H�O�V�W�l�Q�G�L�V�F�K�H�Q���8�Q�W�H�U�Q�H�K�P�H�Q��
erfolgen kann. 

Die meisten Unternehmen setzen zur Ressourcenplanung (Personal, 
Produktion, Finanzen etc.) ihrer Organisation sog. ERP (Enterprise Re-
source Planning) �± Systeme ein. Je nach ERP-Software-Hersteller und 
Kunde sind diese ERP-Systeme entweder stark individualisiert oder stan-
dardnah in den jeweiligen Unternehmungen implementiert.  

�'�D�V���3�U�R�G�X�N�W���0�L�F�U�R�V�R�I�W���6�R�F�L�D�O���(�Q�J�D�J�H�P�H�Q�W���N�D�Q�Q���X�Q�D�E�K�l�Q�J�L�J���Y�R�Q���G�H�U��
vorhandenen Unternehmenssoftware innerhalb der Organisation einge-
�V�H�W�]�W���Z�H�U�G�H�Q�����0�L�F�U�R�V�R�I�W���E�L�H�W�H�W���M�H�G�R�F�K���G�L�H���0�|�J�O�L�F�K�N�H�L�W���D�Q�����6�R�F�L�D�O���(�Q�J�D�J�H��
ment und damit auch Social Listening, in Microsoft Dynamics CRM 
(Customer Relationship Management) �± oder Microsoft Dynamics ERP-
�6�R�I�W�Z�D�U�H�� �L�Q�W�H�J�U�L�H�U�W���]�X�� �Q�X�W�]�H�Q�����R�G�H�U�� �D�O�W�H�U�Q�D�W�L�Y�� �D�O�V�� �H�L�J�H�Q�V�W�l�Q�G�L�J�H�� ���Ä�6�W�D�Q�G-
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�$�O�R�Q�H�³���� �/�|�V�X�Q�J�� �H�L�Q�]�X�V�H�W�]�H�Q���± �X�Q�D�E�K�l�Q�J�L�J�� �Y�R�Q�� �G�H�U�� �H�L�Q�J�H�V�H�W�]�W�H�Q�� �(�5�3-
Software im Unternehmen (Microsoft Deutschland GmbH 2015b). In Ab-
bildung 1 wird die Integration und der Einsatz von Social Listening in 
�N�O�H�L�Q�H�Q���X�Q�G���P�L�W�W�H�O�V�W�l�Q�G�L�V�F�K�H�Q���8�Q�W�H�U�Q�H�K�P�H�Q���Y�H�U�G�H�X�W�O�L�F�K�W���� 

�+�D�W���V�L�F�K���H�L�Q���8�Q�W�H�U�Q�H�K�P�H�Q���I�•�U���G�H�Q���(�L�Q�V�D�W�]���Y�R�Q���6�R�F�L�D�O���/�L�V�W�H�Q�L�Q�J���H�Q�W��
�V�F�K�L�H�G�H�Q�����V�R���L�V�W���H�V���P�|�J�O�L�F�K���G�L�H���U�H�O�H�Y�D�Q�W�H�Q���,�Q�I�R�U�P�D�W�L�R�Q�H�Q���D�X�V���G�H�Q���V�R�]�L�D�O�H�Q��
Netzwerken, Blogs und Nachrichtenseiten direkt im ERP-System abbil-
den zu lassen. 

 
Abbildung 1.: Social Listening �± Einsatz in kleinen und 

�P�L�W�W�H�O�V�W�l�Q�G�L�V�F�K�H�Q���8�Q�W�H�U�Q�H�K�P�H�Q 
Quelle: Eigene Darstellung 

Social �/�L�V�W�H�Q�L�Q�J�� �H�U�P�|�J�O�L�F�K�W�� �8�Q�W�H�U�Q�H�K�P�H�Q���� �G�D�V�V�� �V�L�H�� �•�E�H�U�D�O�O�� �Ä�]�X�K�|��
�U�H�Q�³�����6�W�L�P�P�X�Q�J�H�Q���D�Q�D�O�\�V�L�H�U�H�Q���X�Q�G���,�Q�W�H�U�D�N�W�L�R�Q�H�Q���I�|�U�G�H�U�Q���N�|�Q�Q�H�Q�����$�O�O�H���,�Q��
�I�R�U�P�D�W�L�R�Q�H�Q�����G�L�H���•�E�H�U���G�D�V���,�Q�V�W�U�X�P�H�Q�W���E�H�U�H�L�W�J�H�V�W�H�O�O�W���Z�H�U�G�H�Q�����H�U�P�|�J�O�L�F�K�H�Q��
den Entscheidern in Unternehmen entsprechend reagieren zu �N�|�Q�Q�H�Q���X�Q�G��
ihre Strategien bei Bedarf anzupassen. Insofern eine Reaktion durch das 
Unternehmen im Netz erfolgt, wird diese ebenfalls zeitnah und in Echtzeit 
in den sozialen Netzwerken passieren. Die dann eingepflegten und aktua-
lisierten Informationen werden wiederum von den Nutzern in den sozialen 
�1�H�W�]�Z�H�U�N�H�Q���J�H�Q�X�W�]�W�����5�H�D�N�W�L�R�Q�H�Q���D�X�I���G�L�H���D�N�W�X�D�O�L�V�L�H�U�W�H�Q���b�Q�G�H�U�X�Q�J�H�Q���O�D�V�V�H�Q��



76  �*�D�]�G�D�V�i�J���	���7�i�U�V�D�G�D�O�R�P�������-�R�X�U�Q�D�O���R�I���(�F�R�Q�R�P�\ & Society �± �������������������V�]�i�P 
 
sich dann wiederum in Echtzeit in der Funktion der Software einsehen und 
analysieren. Dieser Prozess kann als ein kontinuierlicher und sich wieder-
holender Kreislauf beschrieben werden.  

Durch den Einsatz von Social Listening haben Unternehmen den Vor-
teil, dass durch das Instrument eine Analyse der Unternehmensreputation 
�L�P���9�H�U�J�O�H�L�F�K���]�X�P���:�H�W�W�E�H�Z�H�U�E���H�U�I�R�O�J�H�Q���N�D�Q�Q�����6�R���O�l�V�V�W���V�L�F�K���G�L�H���0�H�Q�J�H���D�Q��
Like�V�����H�Q�J�O�L�V�F�K���I�•�U���J�H�I�l�O�O�W���P�L�U�������.�R�P�P�H�Q�W�D�U�H�Q���R�G�H�U���E�H�L�V�S�L�H�O�V�Z�H�L�V�H���)�R�O�O�R��
�Z�H�U�Q�����H�Q�J�O�L�V�F�K���I�•�U���I�R�O�J�H�Q�����H�L�Q�I�D�F�K���H�U�P�L�W�W�H�O�Q���X�Q�G���Y�H�U�J�O�H�L�F�K�H�Q�����'�D�U�D�X�V���Z�L�H��
�G�H�U�X�P���N�|�Q�Q�H�Q���8�Q�W�H�U�Q�H�K�P�H�Q���6�L�J�Q�D�O�H���]�X�U���.�D�X�I�H�Q�W�V�F�K�H�L�G�X�Q�J���D�E�O�H�L�W�H�Q���X�Q�G��
in ihrer Strategie dazu verhelfen, Werbekampagnen noch zielgerichteter 
zu gestalten und platzieren (Leibniz-�,�Q�V�W�L�W�X�W�V���I�•�U���:�L�V�V�H�Q�V�P�H�G�L�H�Q������������������ 

Aufgrund der Tatsache, dass soziale Netzwerke eine breitere Ziel-
�J�U�X�S�S�H�� �H�U�U�H�L�F�K�H�Q�� �N�|�Q�Q�H�Q���� �D�O�V�� �N�O�D�V�V�L�V�F�K�H�� �0�D�U�N�H�W�L�Q�J�D�N�W�L�Y�L�W�l�W�H�Q���� �N�|�Q�Q�H�Q��
durch Social Listening auch �Q�H�X�H���0�l�U�N�W�H���P�L�W���Q�H�X�H�Q���=�L�H�O�J�U�X�S�S�H�Q���J�H�I�X�Q�G�H�Q��
und erschlossen werden.  

Fazit 

�,�P�� �=�H�L�W�D�O�W�H�U�� �G�H�U�� �'�L�J�L�W�D�O�L�V�L�H�U�X�Q�J�� �Z�L�U�G�� �H�V�� �I�•�U�� �,�Q�W�H�U�Q�H�W�Q�X�W�]�H�U�� �L�P�P�H�U�� �H�L�Q�I�D��
�F�K�H�U�����,�Q�I�R�U�P�D�W�L�R�Q�H�Q���•�E�H�U���3�U�R�G�X�N�W�H�����0�D�U�N�H�Q�����'�L�H�Q�V�W�O�H�L�V�W�X�Q�J�H�Q���X�Q�G���8�Q�W�H�U��
nehmen zu generieren. Dank steigender Nachfrage und Einsatz von Social 
�0�H�G�L�D���L�P���:�H�E�������������K�D�E�H�Q���.�X�Q�G�H�Q���X�Q�G���,�Q�W�H�U�H�V�V�H�Q�W�H�Q���K�H�X�W�H���Y�L�H�O�H���0�|�J�O�L�F�K��
keiten der Informationsbeschaffung.  

�'�H�P���J�H�J�H�Q�•�E�H�U���V�W�H�K�H�Q���M�H�G�R�F�K���Q�R�F�K���Y�L�H�O�H���N�O�H�L�Q�H���X�Q�G���P�L�W�W�H�O�V�W�l�Q�G�L�V�F�K�H��
Unternehmen, die im Umgang mit den neuen Medien noch nicht sehr er-
fahren sind. Fehlende Erfahrung in dem Bereich, sowie Ressourceneng-
�S�l�V�V�H�� �I�•�K�U�H�Q�� �G�D�]�X����dass keine Investments �L�Q�� �G�H�P�� �%�H�U�H�L�F�K�� �J�H�W�l�W�L�J�W���Z�H�U��
�G�H�Q�����9�R�U���G�H�P���+�L�Q�W�H�U�J�U�X�Q�G���G�H�U���V�L�F�K���V�W�D�U�N���Z�D�F�K�V�H�Q�G�H�Q���X�Q�G���Y�H�U�l�Q�G�H�U�Q�G�H�Q��
�0�l�U�N�W�H���L�P���:�H�E�������������E�H�G�D�U�I���H�V���M�H�G�R�F�K���H�L�Q�H�V Umdenkens der Unternehmen. 
�'�D�V�� �:�H�E�� �������� �E�L�H�W�H�W�� �P�L�W�W�O�H�U�Z�H�L�O�H�� �Y�L�H�O�H�� �0�|�J�O�L�F�K�N�H�L�W�H�Q���� �R�Q�O�L�Q�H�� �0�l�U�N�W�H�� �]�X��
�V�F�U�H�H�Q�H�Q�� �X�Q�G�� �]�X�� �•�E�H�U�Z�D�F�K�H�Q���� �9�L�H�O�H�� �,�Q�V�W�U�X�P�H�Q�W�H�� �H�U�O�H�L�F�K�W�H�U�Q�� �G�D�V�� �G�L�J�L�W�D�O�H��
�Ä�]�X�K�|�U�H�Q�³���X�Q�G���H�U�P�|�J�O�L�F�K�H�Q�����6�W�L�P�P�X�Q�J�H�Q���L�Q���V�R�]�L�D�O�H�Q���1�H�W�]�Z�H�U�N�H�Q���]�X���H�U��
fassen. So hat Microsoft mit dem Software-Analyse-Instrument Social 
Engagement und der darin enthaltenen Funktion Social Listening ein In-
strument geschaffen, welches einfach in Unternehmen implementiert und 
�E�H�G�L�H�Q�W�� �Z�H�U�G�H�Q�� �N�D�Q�Q���� �1�H�E�H�Q�� �G�H�U�� �1�X�W�]�H�U�I�U�H�X�Q�G�O�L�F�K�N�H�L�W���� �H�U�P�|�J�O�L�F�K�W�� �G�H�U��
fr�•�K�H���(�L�Q�V�D�W�]���H�L�Q�H�Q���V�W�U�D�W�H�J�L�V�F�K�H�Q���9�R�U�W�H�L�O���J�H�J�H�Q�•�E�H�U���G�H�P���:�H�W�W�E�H�Z�H�U�E�����G�D��
schnell und situativ auf Stimmungen im Netz reagiert werden kann. Ein 
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weiterer Vorteil liegt darin, dass Social Listening neuste Technologien 
und Instrumente miteinander verbindet. Dadurch ist es Unternehmen 
�P�|�J�O�L�F�K�����Q�H�X�H���=�L�H�O�J�U�X�S�S�H�Q���X�Q�G���0�l�U�N�W�H���]�X���I�L�Q�G�H�Q���X�Q�G���]�X���D�G�U�H�V�V�L�H�U�H�Q�����G�L�H��
sonst bzw. ohne den Einsatz unerschlossen bleiben. Der Einsatz von 
Social Listening im Marketing ist in den kurz- bis mittelfristigen Entschei-
�G�X�Q�J�V�S�K�D�V�H�Q���]�X���E�H�U�•�F�N�Vichtigen. 

�'�H�Q���9�R�U�W�H�L�O�H�Q���V�W�H�K�H�Q���D�X�F�K���1�D�F�K�W�H�L�O�H���J�H�J�H�Q�•�E�H�U�����:�L�H���E�H�U�H�L�W�V���H�L�Q�J�D�Q�J�V��
�H�U�Z�l�K�Q�W���� �H�U�I�R�U�G�H�U�Q�� �G�L�H�� �Q�H�X�H�Q�� �0�l�U�N�W�H�� �D�X�F�K�� �)�D�F�K�N�U�l�I�W�H���� �G�L�H�� �I�X�Q�G�L�H�U�W�H���(�[��
�S�H�U�W�L�V�H�� �L�P�� �6�R�F�L�D�O�� �0�H�G�L�D�� �%�H�U�H�L�F�K�� �K�D�E�H�Q���� �'�L�H�V�H�� �)�D�F�K�N�U�l�I�W�H�� �V�L�Q�G�� �H�Q�W�Z�H�G�H�U��
neu einzustellen, oder vorhandene Ressourcen sind weiter auszubilden. 
Ein weiterer Nachteil des Social Listenings liegt in der Einsetzbarkeit in 
Unternehmen. Das Instrument als solches kann schnell implementiert 
�Z�H�U�G�H�Q���� �M�H�G�R�F�K���V�L�Q�G�� �Q�L�F�K�W���D�O�O�H���%�U�D�Q�F�K�H�Q�� �L�P���0�D�U�N�W���L�G�H�D�O�� �I�•�U���G�H�Q���(�L�Q�V�D�W�]��
geeignet. Es gibt Branchen, die privilegierter sind als andere Branchen. In 
weniger privilegierten Branchen kann ein Einsatz durchaus weniger sinn-
�Y�R�O�O�� �V�H�L�Q���� �6�R�� �N�|�Q�Q�H�Q�� �E�H�L�V�S�L�H�O�V�Z�H�L�V�H�� �Z�H�Q�L�J�H�� �E�L�V�� �J�D�U�� �N�H�L�Q�H�� �,�Q�I�R�U�P�D�W�L�R�Q�H�Q��
im Netz vorhanden sein, die Trends, Meinungen und Stimmungen inner-
�K�D�O�E���G�H�U���)�X�Q�N�W�L�R�Q���D�E�E�L�O�G�H�Q���N�|�Q�Q�H�Q���� 
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�P�i�Q�\�D�L�U�D���p�S�•�O�����S�O�������L�Q�W�H�U�Q�H�W�����H�O�H�N�W�U�R�Q�L�N�X�V���E�D�Q�N�R�O�i�V�����K�i�O�y�]�D�W�L���J�D�]�G�D�V�i�J���V�W�E������
�(�]�p�U�W���~�M���V�W�U�D�W�p�J�L�i�N�D�W���N�H�O�O���I�H�M�O�H�V�]�W�H�Q�L�����P�H�O�O�\�H�O���E�L�]�W�R�V�t�W�K�D�W�y���D���M�|�Y�H�G�H�O�P�H�]����
�V�p�J���p�V���D���K�R�V�V�]�~���W�i�Y�R�Q���Y�D�O�y���I�H�Q�Q�P�D�U�D�G�i�V��  

�$���Y�H�]�H�W���N�Q�H�N���W�H�K�i�W���U�H�D�O�L�W�i�V�Rkon �D�O�D�S�X�O�y���V�W�U�D�W�p�J�L�D�L���W�H�U�Y�H�]�p�V�W���N�H�O�O���P�H�J��
�Y�D�O�y�V�t�W�D�Q�L�X�N�� ���,�O�O�p�V�±Podmaniczky, 1997). Ehhez olyan �•�]�O�H�W�L�� �U�H�D�O�L�W�i�V�R�Q��
�D�O�D�S�X�O�y �V�]�H�P�O�p�O�H�W tudatos �D�O�N�D�O�P�D�]�i�V�R�N�U�D���Y�D�Q���V�]�•�N�V�p�J�����D�P�H�O�\���D�G�R�W�W���S�R�O�L��
�W�L�N�D�L�����J�D�]�G�D�V�i�J�L�����W�i�U�V�D�G�D�O�P�L�����W�H�F�K�Q�R�O�y�J�L�D�L���N�|�U�Q�\�H�]�H�W�E�H�Q���~�M���Y�H�]�H�W���L���N�R�P�S�H��
�W�H�Q�F�L�i�N�D�W���I�R�U�P�i�O���p�V���N�|�Y�H�W�H�O���P�H�J���H�J�\�V�]�H�U�U�H�� 

�.�X�W�D�W�i�V�L���W�p�P�D�Y�i�O�D�V�]�W�i�V�R�P���D�O�D�S�Y�H�W�����L�Q�G�R�N�D�����K�R�J�\���D���K�D�]�D�L���Y�i�O�O�D�O�N�R�]�i��
�V�R�N���D���Q�D�S�L���W�H�Y�p�N�H�Q�\�V�p�J�p�E�H�Q�����L�Q�I�R�U�P�i�F�L�y�����P�D�U�N�H�W�L�Q�J���V�W�E���������D���V�W�U�D�W�p�J�L�D�L���W�H��
�Y�p�N�H�Q�\�V�p�J�p�E�H�Q�����L�Q�Q�R�Y�i�F�L�y�������p�V���D���J�O�R�E�i�O�L�V���S�L�D�F�R�Q���W�|�U�W�p�Q�����Y�H�U�V�H�Q�\�H�O���Q�\�K�|�]��
�M�X�W�i�V�E�D�Q���H�J�\�U�H���Q�D�J�\�R�E�E���V�]�H�U�H�S�H�W���M�i�W�V�]�L�N���D���Y�H�]�H�W�������D�Q�Q�D�N�� �I�H�O�I�R�J�i�V�D�����p�V���D�]��
�~�M���L�U�i�Q�W�L���L�J�p�Q�\�H�����7�H�K�i�W���D���Y�H�]�H�W�����V�]�H�P�p�O�\�L�V�p�J�H���P�H�J�K�D�W�i�U�R�]�y�����0�L�Q�G�H�Q���Y�H�]�H�W����
�U�H�Q�G�H�O�N�H�]�L�N���R�O�\�D�Q���N�R�Q�F�H�S�F�L�y�Y�D�O�����M�|�Y���N�p�S�S�H�O�����P�H�O�O�\�H�O���L�U�i�Q�\�t�W�M�D���Y�i�O�O�D�O�N�R�]�i��
�V�i�W���� �0�L�Q�G�L�J�� �D�U�U�D�� �N�H�O�O�� �W�|�U�H�N�H�G�Q�L���� �K�R�J�\�� �D�� �M�|�Y���N�p�S�� �H�J�\�V�]�H�U�&�� �p�V�� �Y�L�O�i�J�R�V�� �O�H��
�J�\�H�Q�����0�L�Q�G�L�J���D���Y�H�]�H�W�����W�X�G�D�W�R�V���J�R�Q�G�R�O�N�R�G�i�V�D�����W�D�S�D�V�]�W�D�O�D�W�D�����L�U�i�Q�\�P�X�W�D�W�i�V�D��
�K�D�W�i�U�R�]�]�D���P�H�J���D�]���H�O�p�U�H�Q�G�����F�p�O�W�����7�H�U�P�p�V�]�H�W�H�V�H�Q���D���Y�H�]�H�W���N���N�p�S�]�H�W�W�V�p�J�H�����N�p��
�S�H�V�V�p�J�H���� �p�O�H�W�N�R�U�D���� �D�W�W�L�W�&�G�M�H�� �P�i�V�� �p�V�� �P�i�V���� �&�V�D�N�� �N�D�U�L�]�P�D�W�L�N�X�V�� �H�J�\�p�Q�� �W�X�G��
�R�O�\�D�Q�� �M�|�Y���N�p�S�H�W���N�L�D�O�D�N�t�W�D�Q�L���� �P�R�]�J�y�V�t�W�D�Q�L���W�X�G�M�D���E�H�O�V�����N�|�U�Q�\�H�]�H�W�p�W�����$���Y�H�U��
�V�H�Q�\�K�H�O�\�]�H�W�E�H�Q���~�M�U�D���N�H�O�O���J�R�Q�G�R�O�Q�L���P�L�Q�G�H�Q���Y�i�O�O�D�O�N�R�]�i�V�Q�D�N�� 

�� �P�L�O�\�H�Q���V�W�U�D�W�p�J�L�i�W���D�O�D�N�t�W���N�L���D���N�L�D�O�D�N�X�O�W���J�D�]�G�D�V�i�J�L���N�|�U�Q�\�H�]�H�W�E�H�Q�" 
�� �P�L�O�\�H�Q���H�V�]�N�|�]�|�N�N�H�O���U�H�Q�G�H�O�N�H�]�L�N���p�V���N�t�Y�i�Q-�H���p�O�Q�L���H�]�H�N�N�H�O�" 
�� �P�L�O�\�H�Q���P�y�G�R�Q���W�X�G�M�D���N�•�O�G�H�W�p�V�p�W���P�H�J�Y�D�O�y�V�t�W�D�Q�L�" 
�� �P�L�O�\�H�Q���P�y�G�R�Q���V�]�H�U�]�L���P�H�J���D���W�R�Y�i�E�E�O�p�S�p�V�K�H�]���V�]�•�N�V�p�J�H�V���L�Q�I�R�U�P�i�F�L�y�N�D�W�" 
�$���.�.�9���V�]�H�N�W�R�U���V�]�i�P�i�U�D���D�]���L�Q�Q�R�Y�i�F�L�y���Q�D�J�\���O�H�K�H�W���V�p�J�H�W���U�H�M�W���P�D�J�i�E�D�Q����

�(�]���D�N�N�R�U���L�J�D�]�����K�D���I�H�O�L�V�P�H�U�L�N���p�V���N�L�K�D�V�]�Q�i�O�M�i�N���H�Q�Q�H�N���M�H�O�H�Q�W���V�p�J�p�W�����$���.�.�9��
�V�]�H�N�W�R�U���O�H�J�Q�D�J�\�R�E�E���S�U�R�E�O�p�P�i�M�D���D���M�|�Y�H�G�H�O�H�P�W�H�U�P�H�O�����N�p�S�H�V�V�p�J���p�V���D���W�H�U�P�H��
�O�p�N�H�Q�\�V�p�J���� �P�H�O�\�� �D�� �V�W�D�W�L�V�]�W�L�N�D�L�� �D�G�D�W�R�N�� �D�O�D�S�M�i�Q�� �M�H�O�H�Q�W���V�H�Q�� �H�O�P�D�U�D�G�� �D�� �N�|�U��
�Q�\�H�]�����R�U�V�]�i�J�R�N���V�]�t�Q�Y�R�Q�D�O�i�W�y�O�� Ez alatt nem csak a technikai elmaradott-
�V�i�J�R�W�� �N�H�O�O�� �p�U�W�H�Q�L���± �E�i�U�� �H�Q�Q�H�N�� �H�J�\�L�N�� �R�N�D�� �D�]�� �L�Q�I�R�U�P�i�F�L�y�� �K�L�i�Q�\���� �P�t�J�� �P�i�V�L�N��
�R�N�D���D���I�R�U�U�i�V�K�L�i�Q�\���± �K�D�Q�H�P���D�� �Q�D�J�\�� �P�X�Q�N�D�H�U�����N�|�O�W�V�p�J�p�W�����P�H�O�\�K�H�]���S�i�U�R�V�X�O��
�D�]�� �H�O�P�D�U�D�G�W�� �W�H�U�P�H�O�p�V�� �p�V�� �P�D�U�N�H�W�L�Q�J�V�]�H�P�O�p�O�H�W�� �K�L�i�Q�\�D���� �$�]�� �H�O���E�E�L�H�N�H�W�� �I�R��
�N�R�]�]�D���D�]���L�Q�I�R�U�P�i�F�L�y���N�p�V���L���I�H�O�L�V�P�H�U�p�V�H�����p�V���D�Q�Q�D�N���D�O�N�D�O�P�D�]�i�V�D�� 

A kis-�p�V���N�|�]�p�S�Y�i�O�O�D�O�N�R�]�i�V�R�N���W�|�U�H�N�Y�p�V�H���H�J�\�p�U�W�H�O�P�&�����6�L�N�H�U�•�O�M�|�Q���D���J�O�R��
�E�i�O�L�V���S�L�D�F�R�Q���P�H�J�P�D�U�D�G�Q�L�����L�O�O�H�W�Y�H���D���J�O�R�E�i�O�L�V���S�L�D�F�R�Q���W�H�U�H�W���Q�\�H�U�Q�L�����0�H�J���N�H�O�O��
szerezni a vers�H�Q�\�H�O���Q�\�|�N�H�W�� �p�V�� �H�K�K�H�]�� �P�H�J�I�H�O�H�O���� �Y�H�U�V�H�Q�\�N�p�S�H�V�V�p�J�H�W�� �N�H�O�O��



�$���Y�i�O�O�D�O�N�R�]�i�V-�Y�H�]�H�W�p�V���p�V���D���V�W�U�D�W�p�J�L�D���S�U�R�E�O�p�P�i�L���D���.�.�9���V�]�H�N�W�R�U�E�D�Q 83 

 
�N�L�p�S�t�W�H�Q�L�����(�]���F�V�D�N���~�J�\���O�H�K�H�W�V�p�J�H�V�����K�D���D���.�.�9���V�]�H�N�W�R�U���U�p�V�]�p�U�H���D�]���L�Q�I�R�U�P�i�F�L�y��
�L�G���E�H�Q���p�U�N�H�]�L�N�����p�V���V�L�N�H�U�•�O���N�L�N�p�Q�\�V�]�H�U�t�W�H�Q�L���D���N�R�P�P�X�Q�L�N�i�F�L�y���P�H�J�Y�i�O�W�R�]�W�D��
�W�i�V�i�W�����6�]�i�P�R�V���Y�i�O�O�D�O�N�R�]�i�V�Q�D�N���Q�L�Q�F�V���V�W�U�D�W�p�J�L�i�M�D�����Y�D�J�\���p�S�S�H�Q �i�O�V�W�U�D�W�p�J�L�i�N���O�p��
�W�H�]�Q�H�N���� �P�H�O�\�H�N�Q�H�N�� �S�p�O�G�i�X�O�� �D�� �N�|�Q�Q�\�H�Q�� �P�H�J�V�]�H�U�H�]�K�H�W���� �i�O�O�D�P�L�� �I�R�U�U�i�V�R�N��
�P�H�J�V�]�H�U�]�p�V�H���D���F�p�O�M�D�����9�D�U�J�D, 2006) 

A kis- �p�V�� �N�|�]�p�S�Y�i�O�O�D�O�N�R�]�i�V�R�N�� �Y�i�O�O�D�O�D�W�Y�H�]�H�W�p�V�L�� �p�V�� �V�W�U�D�W�p�J�L�D�L�� �S�U�R�E�O�p�P�i�L�W 
�N�p�U�G���t�Y�H�V���P�L�Q�W�D�Y�p�W�H�O���V�H�J�t�W�V�p�J�p�Y�H�O���Y�L�]�V�J�i�O�R�P�����I�L�J�\�H�O�H�P�E�H���Y�p�Y�H���D�]���H�G�G�L�J�L���N�X��
�W�D�W�i�V�R�N�D�W�����p�V���W�D�S�D�V�]�W�D�O�D�W�R�N�D�W�����7�|�E�E�I�p�O�H���N�p�U�G���t�Y�H�W���Y�H�W�W�H�P���D���N�X�W�D�W�i�V�L���N�p�U�G���t�Y�H�P��
�|�V�V�]�H�i�O�O�t�W�i�V�L���P�L�Q�W�i�M�i�X�O�����p�V���H�]���D�O�D�S�M�i�Q���S�U�y�E�i�O�R�P���O�H�Y�R�Q�Q�L���D���N�|�Y�H�W�N�H�]�W�H�W�p�V�H�N�H�W���� 

�$�]���H�J�\�H�V���Y�L�]�V�J�i�O�W���Y�i�O�W�R�]�y�N �P�H�J�K�D�W�i�U�R�]�isakor figyelembe vettem Van 
der �9�H�H�Q�����������������P�H�J�N�|�]�H�O�t�W�p�V�p�W�����D�N�L���i�O�W�D�O�i�Q�R�V���p�V���V�S�H�F�L�i�O�L�V���M�H�O�O�H�P�]���N�H�W���P�D��
�J�\�D�U�i�]�y���Y�i�O�W�R�]�y�N�U�D���R�V�]�W�R�W�W�D���Y�L�]�V�J�i�O�W���P�X�W�D�W�y�L�W�����È�O�W�D�O�i�Q�R�V���M�H�O�O�H�P�]���N���Y�R�O�W�D�N����
�i�O�W�D�O�i�Q�R�V���N�p�S�]�H�W�W�V�p�J���V�]�L�Q�W�M�H�����Y�H�Y��- �p�V���Y�H�U�V�H�Q�\�W�i�U�V���R�U�L�H�Q�W�i�O�W�V�i�J���I�R�N�D�����D���N�|�U��
�Q�\�H�]�H�W�L���I�R�U�U�i�V�R�N���p�V���D���Y�i�O�O�D�O�N�R�]�y���V�]�H�O�O�H�P�&�V�p�J�� 

�$�� �Y�i�O�W�R�]�y�� �N�D�W�H�J�y�U�L�i�N�� �N�L�D�O�D�N�t�W�i�V�D�N�R�U�� �D�U�U�D�� �W�|�U�H�N�H�G�W�H�P���� �K�R�J�\�� �D�� �Y�i�O�W�R�]�y�N��
�W�|�E�E�V�p�J�p�E�H�Q���H�J�\�H�W�O�H�Q���N�D�W�H�J�y�U�L�i�E�D���N�H�U�•�O�M�H�Q�H�N�����Q�H���O�H�J�\�H�Q�H�N���i�W�I�H�G�p�V�H�N�����P�L�Y�H�O��
�F�p�O�V�]�H�U�&�� �P�L�Q�p�O���W�L�V�]�W�i�E�E���N�D�W�H�J�y�U�L�i�N�D�W���N�p�S�H�]�Q�L���� �$�� �P�L�Q�W�D�Y�p�W�H�O���V�R�U�i�Q���R�O�\�D�Q�� �M�H�O��
�O�H�P�]���N�H�W���Y�i�O�D�V�]�W�R�W�W�D�P���N�L�� �D�P�H�O�\�H�N���D�O�D�S�Y�H�W�����K�D�W�i�V�V�D�O���O�H�K�H�W�Q�H�N���D���N�X�W�D�W�i�V���V�R�U�i�Q��
�Y�L�]�V�J�i�O�W���M�H�O�H�Q�V�p�J�U�H�����$�U�U�D���W�|�U�H�N�H�G�W�H�P�����K�R�J�\���D���W�p�P�i�P���V�]�H�P�S�R�Q�W�M�i�E�y�O���I�R�Q�W�R�V�Q�D�N��
�p�U�W�p�N�H�O�W���Y�i�O�O�D�O�D�W�L���p�V���Y�H�]�H�W���L���M�H�O�O�H�P�]���N���N�H�U�•�O�M�H�Q�H�N���D���Y�L�]�V�J�i�O�D�W�L���P�L�Q�W�i�E�D�����0�L�Y�H�O��
�D���Y�L�V�H�O�N�H�G�p�V�I�R�U�P�i�N�����P�D�J�D�W�D�U�W�i�V�E�H�O�L���V�D�M�i�W�R�V�V�i�J�R�N���R�N�D�L���D���I�H�O�W�i�U�i�V�i�U�D���D�O�N�D�O�P�D��
�V�D�N�����H�]�p�U�W���D���N�Y�D�O�L�W�D�W�t�Y���P�y�G�V�]�H�U�H�N���L�V���K�H�O�\�H�W���N�D�S�W�D�N���D���N�X�W�D�W�i�V�R�P�E�D�Q�� 

�$���Y�L�]�V�J�i�O�D�W�L���N�|�U �N�L�Y�i�O�D�V�]�W�i�V�D�N�R�U���D���I�����Y�i�O�O�D�O�D�W�L���W�H�Y�p�N�H�Q�\�V�p�J�H�W���Q�H�P���N�R�U��
�O�i�W�R�]�W�D�P�����t�J�\���L�J�H�Q���V�]�p�O�H�V���N�|�U�E�H�Q���V�L�N�H�U�•�O�W���D�Q�\�D�J�R�W���J�\�&�M�W�H�Qem. A kis-�p�V���N�|��
�]�p�S�Y�i�O�O�D�O�N�R�]�y���V�]�H�N�W�R�U���U�p�V�]�p�U�H���1�\�X�J�D�W-�'�X�Q�i�Q�W�~�O�R�Q�����������G�E���N�p�U�G���t�Y���N�H�U�•�O�W��
�N�L�N�•�O�G�p�V�U�H�����P�H�O�\�E���O���D���Y�i�O�D�V�]�W���D�G�y�N���V�]�i�P�D�����������G�E�����D�]���p�U�W�p�N�H�O�K�H�W�����Y�i�O�D�V�]�R�N��
�V�]�i�P�D�����������G�E���Y�R�O�W�����$�]���p�U�W�p�N�H�O�K�H�W�����Y�i�O�D�V�]�W���D�G�y���Y�i�O�O�D�O�N�R�]�i�V�R�N���P�H�J�R�V�]�O�i�V�D��
�D���N�|�Y�H�W�N�H�]�������N�H�U�H�V�N�H�G�H�O�H�P�������������p�S�t�W���L�S�D�U�����������p�O�H�O�P�L�V�]�H�U�L�S�D�U�����������P�H�]����
�J�D�]�G�D�V�i�J�������������Y�H�J�\�L�S�D�U�����������S�p�Q�]�•�J�\�L���V�]�H�N�W�R�U�������������W�X�U�L�]�P�X�V�����������*�p�S��
�J�\�i�U�W�i�V�����������L�Q�I�R�U�P�D�W�L�N�D�����������H�J�\�p�E���V�]�R�O�J�i�O�W�D�W�i�V���������� 

�$�� �P�L�Q�W�i�E�D�Q�� �V�]�H�U�H�S�O������ �Y�i�O�D�V�]�W�� �D�G�y�� �N�L�V- �p�V�� �N�|�]�p�S�Y�i�O�O�D�O�N�R�]�y�L�� �V�]�H�N�W�R�U��
�Y�i�O�O�D�O�N�R�]�i�V�R�N���V�]�H�U�L�Q�W�L���P�H�J�R�V�]�O�i�V�D���D���N�|�Y�H�W�N�H�]�������������������P�L�N�U�R���Y�i�O�O�D�O�N�R�]�i�V����
�������������N�L�V�Y�i�O�O�D�O�N�R�]�i�V�����������������N�|�]�H�S�H�V���Y�i�O�O�D�O�N�R�]�i�V�������0�L�N�U�R���Y�i�O�O�D�O�N�R�]�i�V�Q�i�O��
�D�]���p�Y�H�V�� �Q�H�W�W�y���i�U�E�H�Y�p�W�H�O�� �Y�D�J�\�� �P�p�U�O�H�J�I���|�V�V�]�H�J������ �P�L�O�O�L�y���H�X�U�R�����p�V���D���O�p�W�V�]�i�P��
�������I�����D�O�D�W�W�L�����N�L�V�Y�i�O�O�D�O�N�R�]�i�V�Q�i�O���D�]���p�Y�H�V���Q�H�W�W�y���i�U�E�H�Y�p�W�H�O�����Y�D�J�\���P�p�U�O�H�J�I���|�V�]��
s�]�H�J���������P�L�O�O�L�y���H�X�U�R�����p�V���������I���Q�p�O���N�H�Y�H�V�H�E�E���D���O�p�W�V�]�i�P�����N�|�]�H�S�H�V���Y�i�O�O�D�O�N�R�]�i�V��
�Q�i�O���������P�L�O�O�L�y���H�X�U�R���p�Y�H�V���Q�H�W�W�y���i�U�E�H�Y�p�W�H�O�����Y�D�J�\���P�p�U�O�H�J���V�]�H�U�L�Q�W�L���H�U�H�G�P�p�Q�\�����p�V��
���������I���Q�p�O���N�H�Y�H�V�H�E�E���D�]���D�O�N�D�O�P�D�]�R�W�W���� 
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�$���P�L�Q�W�D�Y�p�W�H�O���V�R�U�i�Q���R�O�\�D�Q���Y�i�O�O�D�O�N�R�]�i�V�R�N�W�y�O���N�D�S�W�D�P���t�U�i�V�R�V���Y�i�O�D�V�]�����D�Pe-
lyek le�J�D�O�i�E�E�� ���� �p�Y�H�� �Y�D�Q�Q�D�N�� �D�� �S�L�D�F�R�Q�� �p�V�� �D�� �Y�H�]�H�W���N���W�|�E�E�V�p�J�H�� �P�L�Q�L�P�X�P�� ����
�p�Y�H���i�O�O�� �D���Y�i�O�O�D�O�N�R�]�i�V���p�O�p�Q�����(�]���D�]�W���I�H�O�W�p�W�H�O�H�]�L�� �Y�p�O�H�P�p�Q�\�H�P���V�]�H�U�L�Q�W�����K�R�J�\���D��
�Y�i�O�O�D�O�N�R�]�i�V���P�&�N�|�G�p�V�p�Y�H�O���W�L�V�]�W�i�E�D�Q���Y�D�Q�Q�D�N���� 

�,�Q�I�R�U�P�i�F�L�y�����N�R�P�P�X�Q�L�N�i�F�L�y�����W�X�G�i�V���N�D�S�F�V�R�O�D�W�D 

�$���J�D�]�G�D�V�i�J���U�p�V�]�W�Y�H�Y���L���D���N�|�O�F�V�|�Q�|�V���H�J�\�P�i�V�U�D���X�W�D�O�W�V�i�J�E�D�Q���V�]�i�P�R�V���V�]�i�O�O�D�O���N�D�S��
�F�V�R�O�y�G�Q�D�N���H�J�\�P�i�V�K�R�]���p�V �G�|�Q�W�p�V�H�L�N�H�W���P�D�J�D�W�D�U�W�i�V�X�N�D�W�����G�|�Q�W���H�Q���H�]���K�D�W�i�U�R�]�]�D��
�P�H�J�����$���W�X�G�i�V���P�L�Q�G�L�J���V�]�H�U�H�S�H�W���M�i�W�V�]�L�N���D���J�D�]�G�D�V�i�J�����D���Y�i�O�O�D�O�N�R�]�i�V���P�&�N�|�G�p�V�p�E�H�Q����
�$���W�X�G�i�V���i�O�W�D�O���O�p�W�U�H�K�R�]�R�W�W���L�Q�I�R�U�P�i�F�L�y���Y�i�O�K�D�W���D���W�H�U�P�H�O�p�V���p�V���V�]�R�O�J�i�O�W�D�W�i�V folya-
�P�D�W�i�Y�i�����(�]�]�H�O���J�\�R�U�V�X�O���D�]���L�Q�Q�R�Y�i�F�L�y�N���I�H�O�K�D�V�]�Q�i�O�i�V�D�����D�P�L���D���W�X�G�i�V���E�H�p�S�•�O�p�V�p�K�H�]��
�Y�H�]�H�W���� �+�D�� �W�|�E�E�� �L�Q�I�R�U�P�i�F�L�y�Y�D�O�� �U�H�Q�G�H�O�N�H�]�•�Q�N���� �D�N�N�R�U���H�O�Y�L�O�H�J�� �M�R�E�E�� �G�|�Q�W�p�V�W�� �W�X��
�G�X�Q�N���K�R�]�Q�L�����$�]�R�Q�E�D�Q���D�]���L�Q�I�R�U�P�i�F�L�y���K�R�U�G�R�]���Y�H�V�]�p�O�\�W���L�V���D�E�E�D�Q���D�]���H�V�H�W�E�H�Q�����K�D��
�Q�H�P�� �Y�L�]�V�J�i�O�M�X�N�� �D�]�� �L�Q�I�R�U�P�i�F�L�y �I�R�U�U�i�V�i�W���� �,�Q�I�R�U�P�i�F�L�y�N�� �E�L�U�W�R�N�i�E�D�Q�� �N�|�Q�Q�\�H�E�E��
�S�D�U�W�Q�H�U�W���Y�i�O�W�D�Q�L�����P�i�V�U�p�V�]�W���S�D�U�W�Q�H�U�H�N�H�W���P�H�J�W�D�U�W�D�Q�L�����$�]���L�Q�I�R�U�P�i�F�L�y�W�����D�]���H�O�P�p�O�H�W�L��
�W�X�G�i�V�W���D�]���L�G�����I�•�J�J�Y�p�Q�\�p�E�H�Q���D���G�L�I�I�~�]�L�y���V�H�J�t�W�V�p�J�p�Y�H�O���Y�L�K�H�W�M�•�N���i�W���D���J�\�D�N�R�U�O�D�W�E�D����
�$���W�X�G�i�V���N�p�S�H�V�p���W�H�V�]���U�X�J�D�O�P�D�V�D�Q���D�O�N�D�O�P�D�]�N�R�G�Q�L���D���N�L�K�t�Y�i�V�R�Nhoz.  

A �G�L�I�I�~�]�L�y���O�p�Q�\�H�J�H���D�]���L�V�P�H�U�H�W�H�N�Q�H�N�����W�X�G�i�V�Q�D�N���D���J�\�D�N�R�U�O�D�W�E�D���Y�D�O�y���i�W��
�Y�L�W�H�O�p�E�H�Q���i�O�O�����(�]�W���D���W�i�Y�R�O�V�i�J�R�W���i�W���N�H�O�O���K�L�G�D�O�Q�L�����(�]�W���S�H�G�L�J���~�J�\���W�H�K�H�W�M�•�N���P�H�J����
�K�R�J�\�� �P�H�J�L�V�P�H�U�M�•�N�� �D�]�R�N�D�W�� �D�� �W�p�Q�\�H�]���N�H�W���� �D�P�L�N�� �D�Q�Q�D�N�� �E�H�I�R�J�D�G�i�V�W�� �V�H�J�t�W�L�N����
�Y�D�J�\���D�N�D�G�i�O�\�R�]�]�i�N�����(�U�U�H���D�]�p�U�W���Y�D�Q���Q�D�J�\ �V�]�•�N�V�p�J�����P�H�U�W���D���W�D�S�D�V�]�W�D�O�D�W���V�]�H�U�L�Q�W��
�V�]�i�]���L�Q�Q�R�Y�i�F�L�y�E�y�O���P�L�Q�W�H�J�\���W�t�]���K�D�V�]�Q�R�V�X�O���F�V�D�N�����N�L�O�H�Q�F�Y�H�Q���Y�p�J�O�H�J���I�H�O�H�G�p�V�E�H��
�P�H�U�•�O�����5�R�J�H�U�V, 2005). �$���G�L�I�I�~�]�L�y�V���I�R�O�\�D�P�D�W���Q�p�J�\���D�O�D�S�Y�H�W�����|�V�V�]�H�W�H�Y���M�H�� az 
�L�Q�Q�R�Y�i�F�L�y, a �N�R�P�P�X�Q�L�N�i�F�L�y�V���F�V�D�W�R�U�Q�i�N, az �L�G�����G�L�P�H�Q�]�L�y�M�D, valamint az a 
�W�irsadalmi rendszer, amelyben az adott folyamat lezajlik. 

�$���N�R�P�P�X�Q�L�N�i�F�L�y���F�p�O�M�D�����K�R�J�\���D���N�•�O�G�����V�]�i�Q�G�p�N�D���V�]�H�U�L�Q�W�����D�]���•�]�H�Q�H�W���K�D�W�i��
�V�i�U�D���D���E�H�I�R�J�D�G�y���Y�i�O�W�R�]�W�D�V�V�D���P�H�J���D���P�D�J�D�W�D�U�W�i�V�i�W�����Y�D�J�\�L�V���D�]���D�G�G�L�J���E�H�Y�H�W�W���K�R�]��
�]�i�i�O�O�i�V�i�W���H�J�\���G�R�O�R�J�E�D�Q�����$���G�L�I�I�~�]�L�y���H�G�G�L�J���D���S�R�Q�W�L�J���P�H�J�H�J�\�H�]�Lk a kommuni-
�N�i�F�L�y�Y�D�O�����$�N�N�R�U���E�H�V�]�p�O�K�H�W�•�Q�N���G�L�I�I�~�]�L�y�U�y�O�����D�P�L�N�R�U���D���E�H�I�R�J�D�G�y���P�L�Q�G�H�Q�N�L���V�]�i��
�P�i�U�D���P�H�J�Y�i�O�W�R�]�W�D�W�M�D���D���P�D�J�D�W�D�U�W�i�V�i�W�����p�V���H�]���G�|�Q�W�p�V�H�L�E�H�Q���L�V���P�H�J�P�X�W�D�W�N�R�]�L�N�����$��
�W�X�G�i�V�����Y�D�J�\���D���P�H�J�J�\���]���G�p�V���P�H�J�Y�i�O�W�R�]�i�V�D���H�J�\���G�R�O�R�J�E�D�Q���Q�H�P���I�H�O�W�p�W�O�H�Q�•�O���M�i�U��
�H�J�\�•�W�W���D���P�D�J�D�W�D�U�W�i�V���P�H�J�Y�i�O�W�R�]�W�D�W�i�V�i�Y�D�O�����$�W�W�y�O���P�p�J�����K�R�J�\���W�X�G�D�W�i�E�D�Q���Y�D�J�\�X�Q�N��
�H�J�\�� �M�H�O�H�Q�V�p�J�Q�H�N���� �P�p�J�� �Q�H�P�� �E�L�]�W�R�V���� �K�R�J�\�� �P�H�J�Y�i�O�W�R�]�W�D�W�R�P�� �D�� �P�y�G�V�]�H�U�H�L�P�� �p�V��
�J�\�D�N�R�U�O�D�W�R�P�����$�]�W���N�H�O�O���N�L�G�H�U�t�W�H�Q�L�����K�R�J�\���P�H�O�\�H�N���D�]�R�N���D���W�p�Q�\�H�]���N�����P�H�O�\�H�N���H�]�H�Q��
�P�D�J�D�W�D�U�W�i�V�E�H�O�L���Y�i�O�W�R�]�i�V�R�N�U�D���K�D�W�i�V�V�D�O���Y�D�Q�Q�D�N�����P�H�O�\�H�N���Y�i�O�W�M�i�N���N�L���D�]t. Megvizs-
�J�i�O�W�D�P���D���P�L�Q�W�i�E�D�Q���V�]�H�U�H�S�O�����Y�i�O�O�D�O�N�R�]�i�V�R�N���Y�H�]�H�W���Q�H�N���p�O�H�W�N�R�U���p�V���L�V�N�R�O�D�L���Y�p�J��
�]�H�W�W�V�p�J���V�]�H�U�L�Q�W�L���P�H�J�R�V�]�O�i�V�i�W�����$�]���H�U�H�G�P�p�Q�\�W���D���N�|�Y�H�W�N�H�]�����W�i�E�O�i�]�D�W���W�D�U�W�D�O�P�D�]�]�D�� 



�$���Y�i�O�O�D�O�N�R�]�i�V-�Y�H�]�H�W�p�V���p�V���D���V�W�U�D�W�p�J�L�D���S�U�R�E�O�p�P�i�L���D���.�.�9���V�]�H�N�W�R�U�E�D�Q 85 

 
�������W�i�E�O�i�]�D�W:  �$���.�.�9���Y�H�]�H�W���N���p�O�W�N�R�U���p�V���L�V�N�R�O�D�L���Y�p�J�]�H�W�W�V�p�J���V�]�H�U�L�Q�W�L��

�P�H�J�R�V�]�O�i�V�D�����I���� 

�0�H�J�Q�H�Y�H�]�p�V �)���L�V�N�R�O�D����
egyetem  

�)�H�O�V���I�R�N�~��
tanfolyam  

�e�U�H�W�W�V�p�J�L �g�V�V�]�H�V�H�Q�� 

�������p�Y���D�O�D�W�W 52 5 1 58 

30-�������p�Y���N�|�]�|�W�W 21 15 2 38 

40-�������p�Y���N�|�]�|�W�W 85 20 2 107 

�������p�Y���I�H�O�H�W�W 58 7 6 71 

�g�V�V�]�H�V�H�Q�� 216 47 11 274 

�)�R�U�U�i�V�� �6�D�M�i�W���Y�L�]�V�J�i�O�D�W 

�$���W�i�E�O�i�]�D�W�E�y�O���O�i�W�K�D�W�y�����K�R�J�\���D���.�.�9���V�]�H�N�W�R�U���Y�H�]�H�W���L�Q�H�N������������-�D���I���L�V��
�N�R�O�D�L�����H�J�\�H�W�H�P�L���Y�p�J�]�H�W�W�V�p�J�J�H�O��������������-�D���Y�D�O�D�P�L�O�\�H�Q���I�H�O�V���I�R�N�~���Y�p�J�]�H�W�W�V�p�J��
gel rendelkezik. A kis- �p�V���N�|�]�p�S�Y�i�O�O�D�O�N�R�]�i�V���Y�H�]�H�W���N���N�R�U���V�]�H�U�L�Q�W�L���P�H�J�R�V�]��
�O�i�V�D���D�O�D�S�M�i�Q���D���Y�H�]�H�W���N������������-a 40-�������p�Y���N�|�]�|�W�W�L������5,9%-�R�W���N�p�S�Y�L�V�H�O�Q�H�N���D�]��
�������p�Y���I�H�O�H�W�W�L�H�N�����p�V���Y�L�V�]�R�Q�\�O�D�J���P�D�J�D�V���D���������p�Y���D�O�D�W�W�L�D�N���D�U�i�Q�\�D�������������������� 

A �������W�i�E�O�i�]�D�W �D���Y�H�]�H�W���N���D�]���L�G�H�J�H�Q���Q�\�H�O�Y���L�V�P�H�U�H�W�p�W���P�X�W�D�W�M�D���E�H�� 

�������W�i�E�O�i�]�D�W:  A kis- �p�V���N�|�]�p�S�Y�i�O�O�D�O�N�R�]�i�V�R�N���Y�H�]�H�W���L�Q�H�N���L�G�H�J�H�Q���Q�\�H�O�Y�L��
�L�V�P�H�U�H�W�H���D���P�L�Q�W�D���D�O�D�S�M�i�Q 

Megneve �]�p�V �)��  % 

Angol  104 34,3 

�1�p�P�H�W 86 31,4 

Orosz  14 5,1 

�5�R�P�i�P 19 6,9 

�6�]�O�R�Y�i�N 8 2,9 

�6�]�O�R�Y�p�Q 5 1,8 

�+�R�U�Y�i�W 6 2,2 

Szerb 2 0,7 

Francia  2 0,7 

�1�H�P���E�H�V�]�p�O���L�G�H�J�H�Q���Q�\�H�O�Y�H�W 93 33,9 

�g�V�V�]�H�V�H�Q: - 100,0 

�)�R�U�U�i�V�� �6�D�M�i�W���Y�L�]�V�J�i�O�D�W�� 

�$���N�p�U�G���t�Y���H�U�H�G�P�p�Q�\�H�� �P�H�J�O�H�S�������K�D���D�]�W���L�V�� �I�L�J�\�H�O�H�P�E�H���Y�H�V�V�]�•�N�����D�P�L�� �D��
�W�i�E�O�i�]�D�W�E�D�Q���Q�H�P���O�i�W�K�D�W�y�����Y�D�Q�Q�D�N���R�O�\�D�Q���Y�i�O�O�D�O�N�R�]�i�V���Y�H�]�H�W���N�����D�N�L�N���Q�H�P���H�J�\����
�K�D�Q�H�P���N�p�W-�K�i�U�R�P���Q�\�H�O�Y�H�Q���L�V���E�H�V�]�p�O�Q�H�N�����$�]���L�G�H�J�H�Q���Q�\�H�O�Y�W�X�G�i�V���H�O�V���V�R�U�E�D�Q��
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�D�]���H�X�U�y�S�D�L���L�Q�W�H�J�U�i�O�y�G�i�V�����Q�H�P�]�H�W�N�|�]�L���S�i�O�\�i�]�D�W�R�N���Piatt lenne fontos. Mivel 
�N�|�]�W�X�G�R�W�W�D�Q�� �.�|�]�p�S-�(�X�U�y�S�i�E�D�Q�� �0�D�J�\�D�U�R�U�V�]�i�J�R�Q�� �D�� �O�H�J�D�O�D�F�V�R�Q�\�D�E�E�� �D�� �O�D��
�N�R�V�V�i�J�� �L�G�H�J�H�Q�� �Q�\�H�O�Y�� �L�V�P�H�U�H�W�p�Q�H�N���D�]���D�U�i�Q�\�D���� �I�R�Q�W�R�V�� �O�H�Q�Q�H���� �K�R�J�\���D���Y�i�O�O�D�O��
�N�R�]�i�V�Y�H�]�H�W���N���O�H�J�D�O�i�E�E���H�J�\���L�G�H�J�H�Q���Q�\�H�O�Y�H�W���E�H�V�]�p�O�M�H�Q�H�N�����$���Q�\�H�O�Y�W�X�G�i�V���D�O�D��
�F�V�R�Q�\�� �V�]�L�Q�W�M�H�� �E�H�I�R�O�\�i�V�R�O�M�D���D�� �Y�i�O�O�D�O�N�R�]�i�V�R�N�� �J�D�]�G�D�V�i�J�L�� �W�H�O�M�H�V�t�W�P�p�Q�\�p�W���� ���$��
�I�H�O�P�p�U�p�V�� �F�V�D�N�� �Y�i�O�O�D�O�N�R�]�i�V�R�N�� �Y�H�]�H�W���L�U�H�� �Y�R�Q�D�W�N�R�]�R�W�W������ �0�L�Q�G�H�]�H�N�� �P�L�D�W�W���W�R��
�Y�i�E�E�L���N�p�U�G�p�V�W���W�H�W�W�H�P���I�H�O���D���Q�\�H�O�Y�W�D�Q�X�O�i�V�U�D�����W�R�Y�i�E�E�N�p�S�]�p�V�U�H���Y�R�Q�D�W�N�R�]�y�D�Q���� 

�������W�i�E�O�i�]�D�W:  �$���Y�i�O�O�D�O�N�R�]�i�V�Y�H�]�H�W���N���V�]�•�N�V�p�J�H�V�Q�H�N���W�D�U�W�M�i�N-e szervezett 
f�R�U�P�i�E�D�Q���•�]�O�H�W�L�����Y�i�O�O�D�O�N�R�]�i�V�L���L�V�P�H�U�H�W�H�N���W�D�Q�X�O�i�V�i�W����
�H�V�H�W�O�H�J�H�V�H�Q���H���W�p�P�D�N�|�U�|�N�E�H�Q���W�R�Y�i�E�E�N�p�S�]�p�V�W�" 

�0�H�J�Q�H�Y�H�]�p�V �0�L�N�U�R�Y�i�O�O�D�O�N�R�]�i�V (%) �.�L�V�Y�i�O�O�D�O�N�R�]�i�V (%) �.�|�]�p�S�Y�i�O�O�D�O�N�R�]�i�V (%) 

Igen 20,9 23,6 41,1 

Nem 79,1 76,4 58,9 

�g�V�V�]�H�V�H�Q�� 100,0 100,0 100,0 

�)�R�U�U�i�V�� �6�D�M�i�W���Y�L�]�V�J�i�O�D�W 

�$���Y�i�O�O�D�O�N�R�]�i�V���Y�H�]�H�W���N���D���N�p�U�G���t�Y���D�O�D�S�M�i�Q���G�|�Q�W���H�Q���Q�D�S�U�D�N�p�V�]���L�Q�I�R�U�P�i��
�F�L�y�N�N�D�O�� �U�H�Q�G�H�O�N�H�]�Q�H�N���� �(�]�� �D�]�W�� �M�H�O�H�Q�W�L���� �K�R�J�\�� �D�� �Y�H�]�H�W���N�� �W�|�E�E�I�p�O�H�� �F�V�D�W�R�U�Q�i�Q��
�N�H�U�H�V�]�W�•�O���p�U�W�H�V�•�O�Q�H�N���D���K�D�]�D�L���p�V���Q�H�P�]�H�W�N�|�]�L���J�D�]�G�D�V�i�J�L���H�V�H�P�p�Q�\�H�N�U���O�����D���S�L�D�F��
�Y�i�O�W�R�]�i�V�i�U�y�O�� 

�������W�i�E�O�i�]�D�W: A �Y�i�O�O�D�O�N�R�]�i�V�R�N���Y�H�]�H�W���L�Q�H�N���L�Q�I�R�U�P�i�F�L�y�V�]�H�U�]�p�V�L���F�V�D�W�R�U�Q�i�L 

�0�H�J�Q�H�Y�H�]�p�V �$�U�i�Q�\��(%) 

Internet  35,1 

�6�]�D�N�P�D�L���N�R�Q�I�H�U�H�Q�F�L�i�N 23,9 

�7�9�����U�i�G�L�y�����~�M�V�i�J 18,7 

�%�D�U�i�W�����L�V�P�H�U���V 22,3 

�g�V�V�]�H�V�H�Q�� 100,0 

�)�R�U�U�i�V�� �6�D�M�i�W���Y�L�]�V�J�i�O�D�W 

�$���Y�H�]�H�W�����P�L�Q�G�L�J���Q�D�S�U�D�N�p�V�]���L�Q�I�R�U�P�i�F�L�y�Y�D�O kell, hogy rendelkezzen an-
�Q�D�N���p�U�G�H�N�p�E�H�Q�����K�R�J�\���D���Y�i�O�O�D�O�N�R�]�i�V���p�O�H�W�p�E�H�����J�D�]�G�i�O�N�R�G�i�V�i�E�D���L�G���E�H�Q���E�H���W�X�G��
�M�R�Q���D�Y�D�W�N�R�]�Q�L�����$�]���L�Q�W�H�U�Q�H�W���H�O�W�H�U�M�H�G�p�V�p�Y�H�O���D���Y�i�O�O�D�O�N�R�]�i�V���Y�H�]�H�W���L���J�\�R�U�V�D�E�E�D�Q��
�M�X�W�K�D�W�Q�D�N�� �L�Q�I�R�U�P�i�F�L�y�K�R�]���� �$�� �I�H�O�P�p�U�p�V�� �V�]�H�U�L�Q�W���D�]�R�Q�E�D�Q�� �D�� �Y�H�]�H�W���N�� �P�D�J�D�E�L�]��
�W�R�V�V�i�J�D�� �|�Q�L�V�P�H�U�H�W�L�� �K�L�i�Q�\�R�V�V�i�J�R�N�D�W�� �K�R�U�G�R�]���� �(�O�O�H�Q�W�P�R�Q�G�i�V�� �P�X�W�D�W�N�R�]�L�N�� �D��
�N�p�S�]�p�V�H�N�E�H�Q���W�|�U�W�p�Q�����U�p�V�]�Y�p�W�H�O���p�V���D�]���L�Q�I�R�U�P�i�F�L�y���V�]�H�U�]�p�V���P�y�G�M�D�L���N�|�]�|�W�W�����(�]��
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�D�]�p�U�W���L�V���O�p�Q�\�H�J�H�V�����P�H�U�W���H�E�E���O���N�|�Y�H�W�N�H�]�W�H�W�K�H�W�����D�]���L�V�����K�R�J�\���D���Y�i�O�O�D�O�N�R�]�i�V���Y�H��
�]�H�W���N���P�H�N�N�R�U�D���I�L�J�\�H�O�P�H�W���I�R�U�G�t�W�D�Q�D�N���D���V�]�H�P�p�O�\�H�V���L�Q�I�R�U�P�i�F�L�y-�J�\�&�M�W�p�V�U�H���p�V���D�]��
�L�V�P�H�U�H�W�H�N�� �P�H�J�V�]�H�U�]�p�V�p�U�H���� �,�W�W�� �M�y�O�� �O�i�W�K�D�W�y���� �K�R�J�\�� �D�� �Y�H�]�H�W���N�� �N�|�]�H�O�� �I�H�O�H�� �U�p�V�]�H��
�V�H�P�P�L�O�\�H�Q�� �N�p�S�]�p�V�H�Q���� �W�R�Y�i�E�E�N�p�S�]�p�V�H�Q�� �Q�H�P�� �Y�H�V�]�� �U�p�V�]�W���� �L�O�O�H�W�Y�H�� �H�]�W�� �Q�H�P�� �W�H��
�N�L�Q�W�L���I�R�Q�W�R�V�Q�D�N�����3�H�G�L�J���D���Y�H�]�H�W���N���W�X�G�M�i�N�����K�R�J�\���D���Y�H�U�V�H�Q�\�E�H�Q���V�]�•�N�V�p�J�•�N���Y�D�Q��
�L�Q�I�R�U�P�i�F�L�y�N�U�D�����P�H�U�W���F�V�D�N���H�]�H�N���D�O�D�S�M�i�Q���W�H�K�H�W�Q�H�N���V�]�H�U�W���H�O���Q�\�|�N�U�H�� 

�0�H�J�I�L�J�\�H�O�K�H�W�������K�R�J�\���D���������p�Y�H�V���N�R�U�R�V�]�W�i�O�\�L�J���G�|�Q�W���H�Q���D�]���L�Q�W�H�U�Q�H�W���D�G�M�D��
�D�]�� �L�Q�I�R�U�P�i�F�L�y�� �P�H�J�K�D�W�i�U�R�]�y�� �U�p�V�]�p�W�� ������ �p�Y�� �I�H�O�H�W�W�L�� �N�R�U�R�V�]�W�i�O�\�� �H�O�V���V�R�U�E�D�Q��
szak�P�D�L���N�R�Q�I�H�U�H�Q�F�L�i�N�����L�O�O�H�W�Y�H���E�D�U�i�W�R�N�����L�V�P�H�U���V�|�N�����V�]�H�P�p�O�\�H�V���N�|�W���G�p�V���U�p��
�Y�p�Q���M�X�W�� �L�Q�I�R�U�P�i�F�L�y�K�R�]�� �(�E�E�H�Q�� �D�� �N�R�U�R�V�]�W�i�O�\�E�D�Q�� �I�L�J�\�H�O�K�H�W���� �P�H�J�� �M�R�E�E�D�Q�� �D��
�V�]�H�P�p�O�\�H�V���F�V�D�W�R�U�Q�i�N�� �I�H�O�p���W�|�U�W�p�Q�����R�U�L�H�Q�W�i�O�y�G�i�V�����D���P�H�J�E�t�]�K�D�W�y�����E�D�U�i�W�L���N�D�S��
�F�V�R�O�D�W�R�N�D�W�� �U�p�V�]�H�V�t�W�L�N�� �H�O���Q�\�E�H�Q���� �7�|�E�E�� �W�X�G�R�P�i�Q�\�R�V�� �P�X�Q�N�D�� �p�V�� �D�]�� �H�O�P�~�O�W��
�p�Y�H�N�E�H�Q�� �W�|�E�E�� �p�U�W�H�N�H�]�p�V�� �L�V�� �I�R�J�O�D�O�N�R�]�R�W�W���D�]�]�D�O���� �K�R�J�\�� �D�� �N�R�U�P�i�Q�\�]�D�W�L�� �L�Q�I�R�U��
�P�i�F�L�y�N���X�J�\�D�Q���K�D�V�]�Q�R�V�D�N�����G�H���N�H�Y�H�V�H�Q���W�X�G�M�i�N���K�D�V�]�Q�i�O�Q�L�����K�D�V�]�Q�R�V�t�W�D�Q�L���D�]�R��
�N�D�W�����(�E�E�H�Q���H�J�\���Q�D�J�\���H�O�O�H�Q�W�P�R�Q�G�i�V���P�X�W�D�W�N�R�]�L�N�����P�H�O�\���N�•�O�|�Q���N�X�W�D�W�i�V���W�p�P�i�M�D��
�L�V���O�H�K�H�W�����X�J�\�D�Q�L�V���V�]�•�N�V�p�J�H�V�H�N���D���N�R�U�P�i�Q�\�]�D�W�L���L�Q�I�R�U�P�i�F�L�y�N�����G�H���D���Y�i�O�O�D�O�N�R�]�y�N��
�D�� �V�]�R�O�J�i�O�W�D�W�i�V�R�N�U�D�� �Q�H�P�� �W�D�U�W�D�Q�D�N�� �L�J�p�Q�\�W���� ���%�D�G�L�Q�V�]�N�\���� �������������� �$�]�� �(�X�U�y�S�D�L��
�8�Q�L�y�V���L�Q�I�R�U�P�i�F�L�y�I�R�U�U�i�V�R�N�D�W���D�O�L�J���K�D�V�]�Q�i�O�M�i�N���D���Y�H�]�H�W���N���� 

�$�� �Y�i�O�O�D�O�D�W�Y�H�]�H�W�p�V�� �N�p�S�]�H�W�O�H�Q�V�p�J�p�Q�H�N�� �R�N�D�L�� �D�� �N�|�Y�H�W�N�H�]���N�U�H�� �Y�H�]�H�W�K�H�W���N��
�Y�L�V�V�]�D�����$���N�p�U���t�Y�U�H���Y�i�O�D�V�]�R�O�y���Y�H�]�H�W���N���M�H�O�H�Q�W���V���U�p�V�]�H���V�D�M�i�W���Y�i�O�O�D�O�N�R�]�i�V�D���J�\�D��
�N�R�U�O�D�W�i�E�y�O���V�]�H�U�H�]�W�H���Y�H�]�H�W���L���L�V�P�H�U�H�W�H�L�W�����(�]���S�i�U�R�V�X�O���D�]�]�D�O�����K�R�J�\���D�]���L�V�P�H�U�H�W�H�N��
�I�R�U�U�i�V�D���F�V�D�O�i�G�L���� �E�D�U�i�W�L���N�|�U�E���O���V�]�i�U�P�D�]�L�N�����7�|�E�E���H�V�H�W�E�H�Q���H�O���I�R�U�G�X�O�����K�R�J�\�� �D��
�Y�i�O�O�D�O�N�R�]�i�V���Y�H�]�H�W���M�H���P�i�V���Y�i�O�O�D�O�N�R�]�y���Ä�W�H�Y�p�N�H�Q�\�V�p�J�p�E���O�´���W�D�Q�X�O�W�����$���W�H�U�Y�H�]�p�V�L��
�W�H�Y�p�N�H�Q�\�V�p�J���S�H�U�L�I�p�U�L�N�X�V�����H�O���Q�\�H�L�U���O���Q�L�Q�F�V�H�Q�H�N���P�H�J�J�\���]���G�Y�H�����6�R�N���H�V�H�W�Een 
�H�O���V�]�|�U���N�H�U�•�O���V�R�U���D���V�D�M�i�W���H�O�N�p�S�]�H�O�p�V���P�H�J�Y�D�O�y�V�t�W�i�V�i�U�D�����F�V�D�N���H�]�W���N�|�Y�H�W�L���D���S�L�D�F��
�N�H�U�H�V�p�V�H�����+�R�O���W�H�O�M�H�V�t�W�K�H�W�H�W�O�H�Q���Y�i�O�O�D�O�N�R�]�i�V�E�D���K�D�M�V�]�R�O�M�D���P�D�J�i�W�����K�R�O���U�H�Q�J�H�W�H�J��
�P�X�Q�N�i�Y�D�O���V�H�P���M�X�W���H�J�\�U���O-�N�H�W�W���U�H���� 

�$���V�]�D�N�P�D���p�U�W�p�V�H���Q�H�P���P�L�Q�G�L�J���H�O�p�J�����S�p�O�G�i�X�O���L�V�P�H�U�Q�L���N�H�O�O���D���P�D�U�N�H�W�L�Q�J��
fo�J�i�V�R�N�D�W���L�V�����(�]�W���E�H���N�H�O�O���p�S�t�W�H�Q�L���D�� �P�L�Q�G�H�Q�Q�D�S�L���•�]�O�H�W�Y�L�W�H�O�E�H�����$�� �P�D�U�N�H�W�L�Q�J��
�R�O�\�D�Q���P�p�U�W�p�N�E�H�Q���K�L�i�Q�\�]�L�N���H�J�\�H�V���Y�i�O�O�D�O�N�R�]�y�N���W�X�G�D�W�i�E�y�O�����K�R�J�\���D�]���P�i�U���D���M�|��
�Y�H�Q�G���� �D�O�N�D�O�P�D�]�N�R�G�y�� �N�p�S�H�V�V�p�J�H�W�� �Y�H�V�]�p�O�\�H�]�W�H�W�L���� �/�H�J�W�|�E�E�� �H�V�H�W�E�H�Q�� �F�V�D�N��
�V�]�D�N�P�D�L�����D�G�y�]�i�V�����V�]�i�P�Y�L�W�H�O���H�V�H�W�O�H�J���P�D�U�N�H�W�L�Q�J���W�H�U�•�O�H�W�p�W���p�U�L�Q�W�����N�p�S�]�p�V�H�N�H�Q��
�Y�H�V�]�Q�H�N���U�p�V�]�W���D���E�H�R�V�]�W�R�W�W���G�R�O�J�R�]�y�N�����$���N�p�S�]�p�V�H�N�U�H���Q�H�P���P�H�J�\���H�O���D���Y�H�]�H�W������
�P�X�Q�N�D�W�i�U�V�D�L�W���N�•�O�G�L���H�O���D���N�p�S�]�p�V�H�N�U�H�����P�H�O�\�E���O���D�G�y�G�y�D�Q���F�V�D�N���V�]�&�U�W���L�Q�I�R�U�P�i��
�F�L�y�N�D�W���N�D�S�����P�H�O�\�� �Q�H�P�� �E�L�]�W�R�V�����K�R�J�\���D���Y�i�O�O�D�O�N�R�]�i�V���V�W�U�D�W�p�J�L�i�M�i�K�R�]���K�H�O�\�H�V�H�Q��
�M�i�U�X�O�� �K�R�]�]�i���� �0�L�Q�G�H�K�K�H�]�� �S�i�U�R�V�X�O���� �K�R�J�\�� �D�� �W�H�F�K�Q�L�N�D�� �Y�i�O�W�R�]�i�V�i�Q�D�N�� �H�O���Q�\�H�L�W��
�N�p�V���Q���L�V�P�H�U�L�N���I�p�O�����P�H�O�\���~�M�D�E�E���O�H�P�D�U�D�G�i�V�W���M�H�O�H�Q�W�K�H�W���D���Y�i�O�O�D�O�N�R�]�i�V���V�]�i�P�i�U�D����
�9�L�V�]�R�Q�\�O�D�J�� �N�H�Y�p�V�� �Y�i�O�O�D�O�N�R�]�i�V�� �U�H�Q�G�H�O�N�H�]�L�N�� �Y�i�O�O�D�O�D�W�L�U�i�Q�\�t�W�i�V�L�� �U�H�Q�G�V�]�H�U�U�H�O����



88  �*�D�]�G�D�V�i�J���	���7�i�U�V�D�G�D�O�R�P�������-�R�X�U�Q�D�O���R�I���(�F�R�Q�R�P�\ & Society �± �������������������V�]�i�P 
 
�P�H�O�\�� �L�Q�I�R�U�P�i�F�L�y�L�Y�D�O�����H�O�H�P�]�p�V�H�L�Y�H�O���V�H�J�t�W�K�H�W�Q�p���D���Y�i�O�O�D�O�N�R�]�i�V �I�H�M�O���G�p�V�p�W�����$��
�Y�L�V�V�]�D�M�H�O�]�p�V�H�N���D�O�D�S�M�i�Q���D���Y�i�O�O�D�O�N�R�]�i�V���Y�H�]�H�W���N���D�O�D�F�V�R�Q�\���V�]�i�P�E�D�Q���R�O�Y�D�V�V�i�N���D��
�J�D�]�G�D�V�i�J�N�X�W�D�W�y�N�� �H�O���U�H�M�H�O�]�p�V�H�L�W���� �D�P�H�O�\�� �D�� �V�]�p�O�H�V�H�E�E�� �O�i�W�i�V�P�y�G�� �N�L�D�O�D�N�t�W�i�V�i��
�K�R�]���Y�i�O�O�D�O�N�R�]�y�L���V�]�L�Q�W�H�Q���L�V���Q�p�O�N�•�O�|�]�K�H�W�H�W�O�H�Q���� 

�$�� �I�H�O�P�p�U�p�V�� �N�L�W�p�U�W�� �D���Y�i�O�O�D�O�N�R�]�i�V�R�N���W���N�H�V�]�H�U�N�H�]�H�W�p�Q�H�N �Y�L�]�V�J�i�O�D�W�i�U�D�� �L�V 
(�������W�i�E�O�i�]�D�W). 

�������W�i�E�O�i�]�D�W:  A �Y�L�]�V�J�i�O�W���.�.�9���P�L�Q�W�D���W���N�H�V�]�H�U�N�H�]�H�W�H 

�0�H�J�Q�H�Y�H�]�p�V Mikro - 
�Y�i�O�O�D�O�N�R�]�i�V 

(%) 

Kis - 
�Y�i�O�O�D�O�N�R�]�i�V 

(%) 

�.�|�]�p�S- 
�Y�i�O�O�D�O�N�R�]�i�V 

(%) 

�6�D�M�i�W���W���N�H 29,1 37,1 44,9 

�+�R�V�V�]�~�O�H�M�i�U�D�W�~���N�|�W�H�O�H�]�H�W�W�V�p�J 42,5 44,4 39,4 

�5�|�Y�L�G�O�H�M�i�U�D�W�~���N�|�W�H�O�H�]�H�W�W�V�p�J 28,4 18,5 15,7 

�g�V�V�]�H�V�H�Q�� 100,0 100,0 100,0 

�)�R�U�U�i�V�� �6�D�M�i�W���Y�L�]�V�J�i�O�D�W 

�$���N�p�U�G���t�Y�H�V���I�H�O�P�p�U�p�V���L�V���M�y�O���V�]�H�P�O�p�O�W�H�W�L���D���P�D�J�\�D�U���N�L�V���± �p�V���N�|�]�p�S�Y�i�O�O�D�O��
�N�R�]�i�V�R�N�� �W���N�H�V�]�H�U�N�H�]�H�W�L�� �S�U�R�E�O�p�P�i�L�W���� �$�O�D�S�Y�H�W���� �J�R�Q�G���� �K�R�J�\�� �D�� �V�]�H�N�W�R�U�� �D�O�D��
�F�V�R�Q�\���V�D�M�i�W���W���N�p�Y�H�O���U�H�Q�G�H�O�N�H�]�L�N�����(�E�E�H�Q���V�]�H�U�H�S�H�W���M�i�W�V�]�L�N���D�]�����K�R�J�\���D���N�L�V- �p�V��
�N�|�]�p�S�Y�i�O�O�D�O�N�R�]�i�V�R�N���Q�D�J�\���U�p�V�]�H���K�D�]�D�L���W�X�O�D�M�G�R�Q�E�D�Q���Y�D�Q�����N�L�V�� �P�p�U�W�H�N�E�H�Q���W�D��
�O�i�O�W�D���P�H�J���D���N�•�O�I�|�O�G�L���W���N�H���D�]�W���D���V�]�H�N�W�R�U�W�����0�i�V�L�N���J�R�Q�G�����K�R�J�\���D���N�L�V- �p�V���N�|�]�p�S��
�Y�i�O�O�D�O�N�R�]�i�V�R�N���N�|�]�|�W�W���V�R�N���D���N�p�Q�\�V�]�H�U�Y�i�O�O�D�O�N�R�]�i�V�����$���N�L�V-�p�V���N�|�]�p�S�Y�i�O�O�D�O�N�R��
�]�i�V�R�N���Q�D�J�\���U�p�V�]�H���Q�H�P���W�X�G�R�W�W���E�H�N�D�S�F�V�R�O�y�G�Q�L���D���Q�H�P�]�H�W�N�|�]�L���P�X�Q�N�D�P�H�J�R�V�]��
�W�i�V���I�R�O�\�D�P�D�W�i�E�D���D���V�]�L�J�R�U�~���V�]�D�N�P�D�L���p�V���J�D�]�G�D�V�i�J�R�V�V�i�J�L���p�V���N�|�U�Q�\�H�]�H�W�Y�p�G�H�O�P�L��
�N�|�Y�H�W�H�O�P�p�Q�\�U�H�Q�G�V�]�H�U���P�L�D�W�W�����t�J�\���E�H�O�V�����S�L�D�F�U�D���W�H�U�P�H�O�Qek.  

Sok mikro- �p�V���N�L�V�Y�i�O�O�D�O�N�R�]�i�V���Q�H�P���N�p�S�H�V���•�]�O�H�W�L���W�H�U�Y�H�W���N�p�V�]�t�W�H�Q�L�����t�J�\���N�L��
�]�i�U�M�D���P�D�J�i�W���D���W���N�p�K�H�]���M�X�W�i�V���O�H�K�H�W���V�p�J�p�E���O�����$���E�H�O�V�����S�L�D�F���N�H�U�H�V�O�H�W�p�Q�H�N���V�]�&�N��
�•�O�p�V�p�Y�H�O�� �p�U�W�p�N�H�V�t�W�p�V�L�� �Q�H�K�p�]�V�p�J�H�N�� �O�p�S�Q�H�N�� �I�H�O�����(�]���D�]�]�D�O�� �P�D�J�\�D�U�i�]�K�D�W�y���� �K�R�J�\��
�p�Y�H�N���y�W�D���Q�L�Q�F�V���I�R�J�\�D�V�]�W�i�V�E���Y�•�O�p�V�����V���W���D�]���X�W�R�O�V�y���p�Y�H�N�E�H�Q���I�R�J�\�D�V�]�W�i�V���F�V�|�N�N�H��
�Q�p�V�U���O���E�H�V�]�p�O�K�H�W�•�Q�N�����/�L�N�Y�L�G�L�W�i�V�L���S�U�R�E�O�p�P�i�W���M�H�O�H�Q�W���D�]���H�J�\�U�H���J�\�D�N�U�D�E�E�D�Q���N�L��
�D�O�D�N�X�O�y���O�i�Q�F�W�D�U�W�R�]�i�V�����P�H�O�\���D���J�D�]�G�D�V�i�J���H�J�\�H�V���i�J�D�L�E�D�Q���M�H�O�H�Q�W���V���P�p�U�W�p�N�H�W���|�O�W����
�(�P�H�O�N�H�G�Q�H�N���D���I�L�Q�D�Q�V�]�t�U�R�]�i�V�L���N�|�O�W�V�p�J�H�N���p�V���H�J�\�U�H���W�|�E�E���V�]�H�N�W�R�U�W���p�U�L�Q�W�����Y�i�Olal-
�N�R�]�i�V���N�H�U�•�O���I�H�O�V�]�i�P�R�O�i�V���N�|�]�H�O�L���i�O�O�D�S�R�W�E�D�� �(�]���P�H�J�Q�|�Y�H�O�L���D���V�]�H�N�W�R�U���U�|�Y�L�G���O�H��
�M�i�U�D�W�~�� �I�R�U�U�i�V�L�J�p�Q�\�p�W�� �0�L�Q�G�H�Q�Q�D�S�R�V�� �M�H�O�H�Q�V�p�J�J�p�� �Y�i�O�W���D�� �O�L�N�Y�L�G�L�W�i�V�� �H�O�Y�H�V�]�W�p�V�H����
�O�p�W�V�]�i�P�O�H�p�S�t�W�p�V�����D���V�W�U�D�W�p�J�L�D���P�H�J�Y�i�O�W�R�]�W�D�W�i�V�D����Parragi, 2011).  

�$�� �N�L�V�Y�i�O�O�D�O�N�R�]�y�L�� �V�]�H�N�W�R�U�U�D�� �M�H�O�O�H�P�]���� �D�� �Q�D�J�\�I�R�N�~�� �N�L�V�]�R�O�J�i�O�W�D�W�R�W�W�V�i�J����
�6�R�N���H�V�H�W�E�H�Q���F�V�D�N���D���S�D�U�W�Q�H�U�H�N���L�J�p�Q�\�H�L�W���H�O�p�J�t�W�L�N���N�L�����$���P�D�J�\�D�U�R�U�V�]�i�J�L���.�.�9��
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�V�]�H�N�W�R�U���N�•�O�V�����P�H�J�U�H�Q�G�H�O���L���N�D�S�F�V�R�O�D�W�U�H�Q�G�V�]�H�U�•�N���D�O�D�S�M�i�Q���K�i�U�R�P���F�V�R�S�R�U�W�E�D��
�V�R�U�R�O�K�D�W�y�N�����+�R�U�i�Q�\�L���������������� 

�� �$�]�R�N���D���Y�i�O�O�D�O�N�R�]�i�V�R�N�����D�P�H�O�\�H�N���N�D�S�F�V�R�O�D�W�D�L���H�J�\�H�W�O�H�Q���P�H�J�U�H�Q�G�H�O����
�K�|�]���N�|�W�K�H�W���N�����(�]�H�N���D���Y�i�O�O�D�O�N�R�]�i�V�R�N���H�J�\�H�W�O�H�Q���W�H�U�P�H�O�����Y�D�J�\���V�]�R�O�J�i�O��
�W�D�W�y���N�L�V�]�R�O�J�i�O�i�V�i�U�D���|�V�V�]�S�R�Q�W�R�V�t�W�D�Q�D�N�����,�G�H���V�R�U�R�O�K�D�W�y�N���D�]�R�N���D���O�H�i�Q�\��
�Y�i�O�O�D�O�D�W�R�N���L�V�����D�P�H�O�\�H�N�H�W���N�L�V�]�H�U�Y�H�]�W�H�N�����p�V���W�H�Y�p�N�H�Q�\�V�p�J�•�N���D�]���D�Q�\�D��
�Y�i�O�O�D�O�D�W�K�R�]�� �N�|�W���G�L�N���� �(�J�\�•�W�W�P�&�N�|�G�p�V�� �F�V�|�N�N�H�Q�W�L�� �|�Q�i�O�O�y�V�i�J�X�N�D�W���� �N�L��
�V�]�R�O�J�i�O�W�D�W�R�W�W�i���Y�i�O�Q�D�N�� 

�� �$���E�H�V�]�i�O�O�t�W�y���Y�i�O�O�D�O�N�R�]�i�V�R�N���i�O�W�D�O�i�E�D�Q���N�•�O�|�Q�E�|�]�����P�p�U�H�W�&�����P�i�V���J�D�]��
�G�D�V�i�J�L�� �i�J�D�N�E�D�� �W�D�U�W�R�]�y�� �Y�i�O�O�D�O�N�R�]�i�V�R�N�� �L�J�p�Q�\�H�L�W�� �H�O�p�J�t�W�L�N�� �N�L���� �$�]�� �L�G�H��
�W�D�U�W�R�]�y�N���i�O�W�D�O�i�E�D�Q���W�|�E�E���O�i�E�R�Q���i�O�O�Q�D�N�����X�J�\�D�Q�D�N�N�R�U���Y�L�V�]�R�Q�\�O�D�J���Q�D�J�\��
ru�J�D�O�P�D�V�V�i�J���V�]�•�N�V�p�J�H�V���D���O�|�N�p�V�V�]�H�U�&���P�H�J�U�H�Q�G�H�O�p�V�H�N���P�L�D�W�W�� 

�� �$���V�]�p�O�H�V���N�|�U�E�H�Q���p�U�W�p�N�H�V�t�W�����Y�i�O�O�D�O�D�W�R�N���i�O�W�D�O�i�E�D�Q���D���S�L�D�F���V�]�i�P�R�V���W�H�U�•��
�O�H�W�p�U�H���p�U�W�p�N�H�V�t�W�H�Q�H�N�����L�O�O�H�W�Y�H���W�H�U�P�p�N�H�N�N�H�O�����V�]�R�O�J�i�O�W�D�W�i�V�R�N�N�D�O���K�R�V�V�]�~��
�W�i�Y�~���N�D�S�F�V�R�O�D�W�R�N�D�W���p�S�t�W�H�Q�H�N���N�L�����3�L�D�F�L���U�p�V�H�N�H�W���L�V���J�\�D�N�U�D�Q���N�L���W�X�G�Q�D�N��
s�]�R�O�J�i�O�Q�L���� �$�� �F�p�J�H�N�� �U�X�J�D�O�P�D�V�V�i�J�D�� �Y�L�V�]�R�Q�\�O�D�J�� �Q�D�J�\���� �X�J�\�D�Q�D�N�N�R�U��
�J�D�]�G�i�O�N�R�G�i�V�X�N���M�H�O�H�Q�W���V���U�X�J�D�O�P�D�W�O�D�Q�V�i�J�R�W���I�H�O�W�p�W�H�O�H�]�����(�]���Q�p�P�L�O�H�J���H�O��
�O�H�Q�W�P�R�Q�G���D�Q�Q�D�N�����K�R�J�\���D���S�L�D�F���Y�i�O�W�R�]�i�V�i�U�D���p�U�]�p�N�H�Q�\�H�N���� 

�$���N�p�U�G���t�Y�H�V���P�L�Q�W�D���D�O�D�S�M�i�Q���D���V�]�H�N�W�R�U��������-�D���Q�D�J�\�Y�i�O�O�D�O�D�W�Q�D�N���D���E�H�V�]�i�O��
�O�t�W�y�M�D���� �P�t�J�� ��7%-�D�� �D�� �P�H�J�N�p�U�G�H�]�H�W�W�H�N�Q�H�N�� �S�L�D�F�L�� �U�p�V�W�� �H�O�p�J�t�W�� �N�L���� �P�t�J�� ������
�I�U�D�Q�F�K�L�V�H�����0�i�V���F�V�R�S�R�U�W�R�V�t�W�i�V���D�O�D�S�M�i�Q���D�]�W���P�R�Q�G�K�D�W�M�X�N�����K�R�J�\���D���Y�i�O�O�D�O�N�R�]�i��
sok 14%-�D���H�J�\�H�W�O�H�Q���F�p�J���E�H�V�]�i�O�O�t�W�y�M�D�������������W�|�E�E���F�p�J���E�H�V�]�i�O�O�t�W�y�M�D�����P�t�J����������
�S�L�D�F�L���U�p�V�W���H�O�p�J�t�W���N�L�� 

�È�O�W�D�O�i�Q�R�V�V�i�J�E�D�Q���H�O�P�R�Q�G�K�D�W�y���D���V�]�H�N�W�R�U���W�D�J�M�D�L�U�D�����K�R�J�\���D���Q�D�J�\���F�p�J�H�N�N�H�O��
�V�]�H�P�E�H�Q���D���Y�H�U�V�H�Q�\�K�i�W�U�i�Q�\�� �I�R�N�R�]�D�W�R�V�D�Q���Q�������D���J�\�H�Q�J�H���D���I�L�]�H�W�p�V�L�� �I�H�J�\�H�O�H�P��
�p�V���D���N�|�U�E�H�W�D�U�W�R�]�i�V�R�N���Q�H�K�H�]�t�W�L�N���D���P�X�Q�N�i�U�D���Y�D�O�y���N�R�Q�F�H�Q�W�U�i�O�i�V�W�����(�K�K�H�]���M�i�U�X�O��
�K�R�]�]�i���D�]���L�Q�I�R�U�P�i�F�L�y�N���O�D�V�V�~���W�H�U�M�H�G�p�V�H�����D�P�H�O�\���D���Y�H�U�V�H�Q�\�S�R�]�t�F�L�y���U�R�P�O�i�V�i�K�R�]��
vezet (Lesk�y, 2006). 

A mikro- �p�V���N�L�V�Y�i�O�O�D�O�N�R�]�i�V�R�N�����Y�D�O�D�P�L�Q�W���D���N�|�]�H�S�H�V���Y�i�O�O�D�O�N�R�]�i�V�R�N���V�]�R�O��
�J�i�O�W�D�W�i�V-�L�J�p�Q�\�E�H�Y�p�W�H�O�H���N�|�]�|�W�W���I�R�U�G�t�W�R�W�W���D�U�i�Q�\���I�L�J�\�H�O�K�H�W�����P�H�J�����������W�i�E�O�i�]�D�W). 

�0�t�J���D���P�L�N�U�R���p�V���N�L�V�Y�i�O�O�D�O�N�R�]�i�V�R�N���D���V�]�R�O�J�i�O�W�D�W�i�V�R�N���N�|�]�•�O���D�]���D�G�y���p�V���V�]�i�P��
�Y�L�W�H�O�L���V�]�R�O�J�i�O�W�D�W�i�V�R�N���L�U�i�Q�W���P�X�W�D�W�O�D�N���I���O�H�J���L�J�p�Q�\�W���D���M�R�J�L���V�]�R�O�J�i�O�W�D�W�i�V�����V�]�i�P�t��
�W�i�V�W�H�F�K�Q�L�N�D���p�V���D���U�H�N�O�i�P���P�D�U�N�H�W�L�Q�J���V�]�R�O�J�i�O�W�D�W�i�V���L�J�p�Q�\�E�H�Y�p�W�H�O�H���P�H�O�O�H�W�W�����D�G�G�L�J��
�D���N�|�]�H�S�H�V���Y�i�O�O�D�O�N�R�]�i�V�R�N���G�|�Q�W���H�Q���M�R�J�L���p�V���V�]�i�P�t�W�i�V�W�H�F�K�Q�L�N�D�L���V�]�R�O�J�i�O�W�D�W�i�V�R�N�D�W��
�Y�H�V�]�Q�H�N���L�J�p�Q�\�E�H�����(�P�H�O�O�H�W�W���M�H�O�H�Q�W���V���N�L�D�G�i�V�Q�D�N���P�R�Q�G�K�D�W�y���D���U�H�N�O�i�P�����P�D�U�N�H��
�W�L�Q�J���� �S�L�D�F�N�X�W�D�W�i�V�� �p�V�� �S�L�D�F�I�H�O�W�i�U�i�V���� �P�H�O�\�� �Q�\�L�O�Y�i�Q�� �D�� �W�R�Y�i�E�E�O�p�S�p�V�� �O�H�K�H�W���V�p�J�p�W��
�K�R�U�G�R�]�]�D���P�D�J�i�E�D�Q�����)�L�J�\�H�O�H�P�U�H���P�p�O�W�y���D�]���L�V�����K�R�J�\���D���N�|�]�H�S�H�V���Y�i�O�O�D�O�N�R�]�i�V�R�N��
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je�O�H�Q�W���V�� �|�V�V�]�H�J�H�N�H�W�� �I�R�U�G�t�W�D�Q�D�N�� �S�i�O�\�i�]�D�W�L�� �V�]�R�O�J�i�O�W�D�W�i�V�R�N�� �L�J�p�Q�\�E�H�� �Y�p�W�H�O�p�U�H����
�P�t�J���H�U�U�H���D���P�L�N�U�R-�Y�i�O�O�D�O�N�R�]�i�V�R�N�Q�D�N���Q�L�Q�F�V�����Y�D�J�\���Q�D�J�\�R�Q���N�H�Y�p�V���I�R�U�U�i�V�D���Y�D�Q�� 

�������W�i�E�O�i�]�D�W:  �$���Y�i�V�i�U�R�O�W���V�]�R�O�J�i�O�W�D�W�i�V�R�N���J�\�D�N�R�U�L�V�i�J�D���D���Y�L�]�V�J�i�O�W���.�.�9��
szektorban 

�0�H�J�Q�H�Y�H�]�p�V 
(�D�]���H�P�O�t�W�p�V�H�N���D�U�i�Q�\) 

Mikro - 
�Y�i�O�O�D�O�N�R�]�i�V, 

0-�������I�� 
(%) 

Kis - 
�Y�i�O�O�D�O�N�R�]�i�V�� 

11-�������I�� 
(%) 

�.�|�]�p�S- 
�Y�i�O�O�D�O�N�R�]�i�V�� 
�������I�����I�H�O�H�W�W 

(%) 

�$�G�y���p�V���V�]�i�P�Y�L�W�H�O 69,2 74,9 31,3 

�-�R�J�L���V�]�R�O�J�i�O�W�D�W�i�V�p�W�H�O�H���N�|�]�W 16,0 27,4 67,7 

�5�H�N�O�i�P�����P�D�U�N�H�W�L�Q�J 12,1 29,3 35,4 

�3�L�D�F�N�X�W�D�W�i�V�����S�L�D�F�I�H�O�P�p�U�p�V  1,9  6,9 31,3 

�6�]�i�P�t�W�i�V�W�H�F�K�Q�L�N�D 13,4 29,9 67,1 

�h�]�O�H�W�L���W�H�U�Y���N�p�V�]�t�W�p�V  3,6 11,5 27,9 

�3�i�O�\�i�]�D�W�N�p�V�]�t�W�p�V  1,9  6,9 31,3 

�)�R�U�U�i�V�� �6�D�M�i�W���Y�L�]�V�J�i�O�D�W 

�g�V�V�]�H�I�R�J�O�D�O�i�V�����D���Y�i�O�O�D�O�N�R�]�i�V-�Y�H�]�H�W�p�V���S�U�R�E�O�p�P�i�L  

�$�]���R�U�V�]�i�J�E�D�Q�� �P�&�N�|�G�����Y�i�O�O�D�O�N�R�]�i�V�R�N���Y�H�]�H�W���L���H�J�\�� �V�]�H�P�p�O�\�E�H�Q���W�X�O�D�M�G�R�Q�R��
�V�R�N���p�V���F�p�J���Y�H�]�H�W���L���L�V���H�J�\�E�H�Q�����0�H�J�i�O�O�D�S�t�W�K�D�W�y���D���I�H�O�P�p�U�p�V�E���O�����K�R�J�\���D���Y�H�]�H��
�W���N���M�H�O�H�Q�W���V���U�p�V�]�H���K�L�i�Q�\�R�V�� �P�H�Q�H�G�]�V�P�H�Q�W���L�V�P�H�U�H�W�H�N�N�H�O���U�H�Q�G�H�O�N�H�]�L�N���� �P�H�O�\��
�M�H�O�H�Q�W���V�H�Q�� �E�H�I�R�O�\�i�V�R�O�M�D�� �D�� �Y�i�O�O�D�O�N�R�]�i�V�� �L�U�i�Q�\�t�W�i�V�i�W���� �D�Q�Q�D�N�� �M�|�Y�H�G�H�O�P�H�]���� �p�V��
�K�D�W�p�N�R�Q�\���P�&�N�|�G�p�V�p�W���� 

�$���N�p�U�G���t�Y�H�N���D�G�D�W�D�L���V�]�H�U�L�Q�W���D���.�.�9���V�]�H�N�W�R�U���Y�H�]�H�W���L�Q�H�N���Q�D�J�\���K�i�Q�\�D�G�D��
�D���S�L�D�F���N�L�K�t�Y�i�V�D�L���P�L�D�W�W���Q�D�S�����P�L�Q�W���Q�D�S���P�D�J�X�N���D�O�D�N�t�W�M�i�N���W�H�Y�p�N�H�Q�\�V�p�J�•�N���V�]�D��
�E�i�O�\�D�L�W���� �t�J�\�� �R�O�\�D�Q�Q�i�� �I�R�U�P�i�O�y�G�Q�D�N�� �D�� �Y�i�O�O�D�O�N�R�]�i�V�R�N���� �P�L�Q�W�� �D�� �Y�H�]�H�W���� �P�D�J�D����
�0�H�J�i�O�O�D�S�t�W�K�D�W�y�� �D�]�� �L�V���� �K�R�J�\�� �D�� �Y�H�]�H�W���N�� �I�L�J�\�H�O�P�H�� �D�� �V�W�U�D�W�p�J�L�D�� �I�R�U�P�i�O�i�V�D�� �K�H��
�O�\�H�W�W���D���Q�D�S�L���R�S�H�U�D�W�t�Y���W�H�Y�p�N�H�Q�\�V�p�J�H�N���N�H�]�H�O�p�V�p�U�H���p�V���P�H�J�R�O�G�i�V�i�U�D���N�R�Q�F�H�Q�W�U�i�O����
�(�E�E�H�Q���V�]�H�U�H�S�H�W���M�i�W�V�]�L�N���D���P�D�J�\�D�U���J�D�]�G�D�V�i�J���V�W�D�J�Q�i�O�i�V�D�����Y�L�V�V�]�D�H�V�p�V�H�����D�]���R�U��
�V�]�i�J�E�D�Q���N�L�D�O�D�N�X�O�W���I�L�]�H�W�p�V�L���P�R�U�i�O�����D�P�H�O�\���P�L�Q�G���D���J�D�]�G�D�V�i�J���P�&�N�|�G���N�p�S�H�V�V�p��
�J�H�L�Q�H�N���S�U�R�E�O�p�P�i�L�U�D���P�X�W�D�W���U�i�����$���Y�H�Y���L���N�L�Q�W�O�p�Y���V�p�J�H�N���i�O�W�D�O�i�E�D�Q���M�y�Y�D�O���P�H�J��
�K�D�O�D�G�M�i�N���D���V�]�i�O�O�t�W�y�L���W�D�U�W�R�]�i�V�R�N���P�p�U�W�p�N�p�W��  

�$���Y�i�O�O�D�O�N�R�]�i�V�R�N���Q�H�P���N�p�V�]�t�W�H�Q�H�N�����p�V���Q�H�P���N�p�V�]�t�W�W�H�W�Q�H�N���P�H�J�E�t�]�K�D�W�y���S�L��
�D�F�I�H�O�P�p�U�p�V�W�����P�H�O�\�Q�H�N���R�N�D���Q�H�P���F�V�D�N���D���J�D�]�G�D�V�i�J���p�V���(�X�U�y�S�D���Y�i�O�V�i�J�E�D�Q���N�H�U�H��
�V�H�Q�G�������K�D�Q�H�P���D���Y�i�O�O�D�O�N�R�]�i�V�R�N���S�p�Q�]�•�J�\�L���I�R�U�U�i�V���K�L�i�Q�\�i�U�D���L�V���U�i�P�X�W�D�W�����8�J�\�D�Q��
�F�V�D�N�� �D�� �S�L�D�F�L�� �I�H�O�P�p�U�p�V�H�N�� �K�L�i�Q�\�i�U�D�� �Y�H�]�H�W�K�H�W�����Y�L�V�V�]�D�� �D�]���� �K�R�J�\�� �V�R�N���H�V�H�W�E�H�Q�� �D��
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�Y�i�O�O�D�O�N�R�]�i�V�R�N�� �W�~�O�p�U�W�p�N�H�O�L�N�� �D�� �Y�i�U�K�D�W�y�� �p�U�W�p�N�H�V�t�W�p�V�L�� �H�U�H�G�P�p�Q�\�H�N�H�W���� �P�H�O�\�Q�H�N��
�N�|�Y�H�W�N�H�]�W�p�E�H�Q�� �K�L�E�i�V�� �G�|�Q�W�p�V�H�N�H�W�� �K�R�]�Q�D�N���� �K�R�O�� �W�H�O�M�H�V�t�W�K�H�W�H�W�O�H�Q�� �Y�i�O�O�D�O�N�R�]�i��
�V�R�N�E�D���K�D�M�V�]�R�O�M�i�N���P�D�J�X�N�D�W�����K�R�O���V�R�N���P�X�Q�N�i�Y�D�O���V�H�P���M�X�W�Q�D�N���H�J�\�U���O-�N�H�W�W���U�H�� 

�$���P�L�N�U�R���Y�i�O�O�D�O�N�R�]�i�V�R�N���H�J�\���U�p�V�]�H���Q�H�P���Y�i�O�O�D�O�N�R�]�L�N���D���Y�i�O�O�D�O�N�R�]�i�V���L�J�D�]�L��
�p�U�W�H�O�P�p�E�H�Q�����K�D�Q�H�P���F�V�D�N���P�X�Q�N�D�K�H�O�\�H�W���W�H�U�H�P�W���|�Q�P�D�J�i�Q�D�N�����(�K�K�H�]���N�D�S�F�V�R��
�O�y�G�L�N���D�]���H�O���E�E�L�H�N�E�H�Q���P�i�U���P�H�J�I�R�J�D�O�P�D�]�R�W�W���P�H�J�i�O�O�D�S�t�W�i�V�����K�R�J�\���H�O���V�]�|�U���N�H��
�U�•�O���V�R�U���D���V�D�M�i�W���H�O�N�p�S�]�H�O�p�V���P�H�J�Y�D�O�y�V�t�W�i�V�i�U�D�����p�V���F�V�D�N���H�]�W���N�|�Y�H�W�L���D���S�L�D�F���N�H�U�H��
�V�p�V�H�����$���Y�i�O�O�D�O�N�R�]�i�V�R�N���W�~�O�p�O�p�V�p�U�W���I�R�O�\�W�D�W�R�W�W���K�D�U�F�D���P�L�Q�G�H�Q�Q�D�S�R�V�� �M�H�O�H�Q�V�p�J�J�p��
�Y�i�O�W�����5�p�V�]�E�H�Q���D���S�L�D�F���H�O�Y�H�V�]�W�p�V�H���H�J�\- �H�J�\���Y�i�O�O�D�O�N�R�]�i�V���O�p�W�V�]�i�P�V�]�•�N�V�p�J�O�H�W�p�W��
�M�H�O�H�Q�W���V�H�Q�� �E�H�I�R�O�\�i�V�R�O�M�D���� �p�V�� �H�]�� �D�� �Y�i�O�W�R�]�i�V�� �P�D�J�i�E�D�Q�� �K�R�U�G�R�]�]�D�� �D�� �V�W�U�D�W�p�J�L�D��
�P�H�J�Y�i�O�W�R�]�W�D�W�i�V�i�Q�D�N���O�H�K�H�W���V�p�J�p�W���L�V�����$���N�X�W�D�W�i�V���D�]�W���E�L�]�R�Q�\�t�W�M�D�����K�R�J�\���D���P�L�N�U�R- 
�p�V���N�L�V�Y�i�O�O�D�O�N�R�]�i�V�R�N���M�H�O�H�Q�W���V���U�p�V�]�H���t�U�R�W�W���V�W�U�D�W�p�J�L�i�Y�D�O���Q�H�P���U�H�Q�G�H�O�N�H�]�L�N���� 

�$�� �Y�i�O�D�V�]�W���D�G�y���Y�H�]�H�W���N��������-�D���D�]���X�W�R�O�V�y���K�i�U�R�P���p�Y�E�H�Q�� �Q�H�P�� �Y�H�W�W���U�p�V�]�W��
�V�H�P�P�L�O�\�H�Q���N�p�S�]�p�V�E�H�Q�����W�R�Y�i�E�E�N�p�S�]�p�V�E�H�Q�����0�H�J�i�O�O�D�S�t�W�K�D�W�y���Y�R�O�W�����K�R�J�\���F�V�D�N��
�D���������p�Y���D�O�D�W�W�L���Y�H�]�H�W���N���I�L�J�\�H�O�L�N���Q�D�S-�P�L�Q�W���Q�D�S���D���N�•�O�|�Q�E�|�]�����K�t�U�S�R�U�W�i�O�R�N�D�W���p�V��
�V�]�H�U�H�]�Q�H�N���W�X�G�R�P�i�V�W���D���W�H�F�K�Q�L�N�D���D���S�L�D�F���Y�i�O�W�R�]�i�V�i�U�y�O�����.�H�Y�p�V���Y�i�O�O�D�O�N�R�]�i�V���Y�H��
�]�H�W�����E�H�V�]�p�O���L�G�H�J�H�Q���Q�\�H�O�Y�H�W�����$���Y�L�]�V�J�i�O�W���V�]�H�N�W�R�U���Y�H�]�H�W���L���Q�H�P���N�p�V�]�•�O�W�H�N���I�H�O���D��
�Q�H�J�D�W�t�Y���K�D�W�i�V�R�N���N�L�N�•�V�]�|�E�|�O�p�V�p�U�H�����H�O�K�i�U�t�W�i�V�i�U�D�����P�H�O�\���D�U�U�D���Y�H�]�H�W�K�H�W�����Y�L�V�V�]�D����
�K�R�J�\���H�J�\�� �Y�D�J�\���N�p�W���F�p�J�� �L�J�p�Q�\�H�L�W���H�O�p�J�t�W�L�N���N�L�����p�V���H�E�E���O���D�G�y�G�y�D�Q���Q�D�J�\���D���N�L��
�V�]�R�O�J�i�O�W�D�W�R�W�W�V�i�J���� �X�J�\�D�Q�D�N�N�R�U���D�O�D�F�V�R�Q�\�� �D�� �Y�H�U�V�H�Q�\�N�p�S�H�V�V�p�J���� �+�D�W�i�V�X�N�E�D�Q��
�Q�H�P���p�U�]�p�N�H�O�K�H�W���N���D�]���H�O�L�Q�G�t�W�R�W�W���X�Q�L�y�V���N�R�U�P�i�Q�\�]�D�W�L���S�U�R�J�U�D�P�R�N�� 

�g�V�V�]�H�V�V�p�J�p�E�H�Q�� �H�O�P�R�Q�G�K�D�W�y���� �K�R�J�\�� �D�� �Y�H�]�H�W���N�����Y�i�O�O�D�O�D�W�L�� �N�D�W�H�J�y�U�L�i�W�y�O��
�I�•�J�J�H�W�O�H�Q�•�O���p�U�]�p�N�H�O�K�H�W���H�Q���N�•�O�|�Q�E�|�]�� �Y�p�O�H�P�p�Q�\eket fogalmaztak meg. Az 
�H�O�W�p�U�p�V�H�N oka: az �•�]�O�H�W�L�� �N�X�O�W�~�U�D�� �K�L�i�Q�\�D����a �Y�i�O�O�D�O�D�W�R�N�� �p�U�G�H�N�O���G�p�V�p�Q�H�N �K�L�i��
nya, a �Y�i�O�O�D�O�D�W�Y�H�]�H�W���N �N�p�S�]�H�W�O�H�Q�V�p�J�H�����Y�i�O�O�D�O�D�W�R�N���p�U�G�H�N�O���G�p�V�p�Q�H�N���D���K�L�i�Q�\�D, 
�p�V���D���I�H�O�� �Q�H�P �L�V�P�H�U�W���V�]�•�N�V�p�J�H�V�V�p�J�� �$���Y�H�]�H�W���N���H�J�\���U�p�V�]�H���X�J�\�D�Q�D�N�N�R�U���F�V�D�N 
egy �V�]�&�N piacot �O�i�W�����D�]�R�Q���E�H�O�•�O�� �H�J�\�� �E���Y�•�O�����S�L�D�F�L���U�p�V�]�D�U�i�Q�\�W����amelyet ter-
�P�p�N�•�N�N�H�O�� �P�p�J nem tudtak lefedni. Folyamatosan keresik azokat a ver-
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�'�H�Q�Q�L�V���1�L�F�N�V�R�Q�������������y�W�D���D���J�O�D�V�J�R�Z-i Stratchlyde Egyetem profesz-
�V�]�R�U�D�����I�����N�X�W�D�W�i�V�L���W�H�U�•�O�H�W�H���D�]���L�Q�W�H�U�D�N�W�t�Y���P�X�Q�N�D���p�V���D���E�H�R�V�]�W�R�W�W�D�N���Y�L�]�V�J�i�O�D�W�D��
�N�•�O�|�Q�|�V�H�Q�� �D�� �N�L�V�N�H�U�H�V�N�H�G�H�O�H�P�E�H�Q�� �p�V�� �D�� �Y�H�Q�G�p�J�O�i�W�i�V�E�D�Q���� �S�R�Q�W�R�V�D�E�E�D�Q�� �D��
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�P�X�Q�N�D�H�U���S�L�D�F�����D���M�i�U�W�D�V�V�i�J�R�N�����D���I�R�J�O�D�O�N�R�]�W�D�W�K�D�W�y�V�i�J�R�N���Y�L�]�V�J�i�O�D�W�D���H���V�]�H�N��
�W�R�U�E�D�Q�����$�����:�L�W�]�]�H�O���p�V���&�K�����:�D�U�W�K�D�X�V�V�]�D�O���H�J�\�•�W�W�������I�H�M�O�H�V�]�W�H�W�W�H���N�L���D�]���H�V�]�W�p��
�W�L�N�D�L���P�X�Q�N�D�H�U�����N�R�Q�F�H�S�F�L�y�M�i�W������������-�W���O���������S�X�E�O�L�N�i�F�L�y�M�D���M�H�O�H�Q�W���P�H�J���� 

A m�R�Q�R�J�U�i�I�L�D���W�L�]�H�Q�N�p�W���I�H�M�H�]�H�W�E���O���i�O�O�����1�L�F�N�V�R�Q���D�]���H�O�V�����U�p�V�]�E�H�Q�����$���+�5��
�D���W�X�U�L�]�P�X�V�E�D�Q���p�V���D���Y�H�Q�G�p�J�O�i�W�i�V�E�D�Q�����D�U�U�y�O���t�U�����Y�p�O�H�P�p�Q�\�H���V�]�H�U�L�Q�W���D�]�p�U�W���p�U��
demes a turizmus-�Y�H�Q�G�p�J�O�i�W�i�V�� �H�P�E�H�U�L�� �H�U���I�R�U�U�i�V�D�L�W�� �Y�L�]�V�J�i�O�Q�L���� �P�H�U�W�� �G�R�O��
�J�R�]�y�� �O�D�N�R�V�V�i�J�� �������� �V�]�i�]�D�O�p�N�D�� �H�E�E�H�Q�� �D�]�� �i�J�D�]�D�W�E�D�Q�� �G�R�O�J�Rzik, ami azt je-
�O�H�Q�W�L���� �K�R�J�\�� �K�R�]�]�i�Y�H�W���O�H�J�H�V�H�Q�� �������� �P�L�O�O�L�y�� �H�P�E�H�U�W�� �I�R�J�O�D�O�N�R�]�W�D�W�Q�D�N�� �G�L�U�H�N�W��
�Y�D�J�\���L�Q�G�L�U�H�N�W���P�y�G�R�Q���L�W�W�����(�J�\�p�U�W�H�O�P�&�H�Q���G�H�I�L�Q�L�i�O�M�D���D���+�&�7�6���I�R�J�D�O�P�i�W�����D�]�D�]��
�D���K�R�W�H�O�H�N�E�H�Q�����D���Y�H�Q�G�p�J�O�i�W�i�V�E�D�Q���p�V���D���W�X�U�L�]�P�X�V�E�D�Q���G�R�O�J�R�]�y���H�P�E�H�U�H�N�H�W�����U�i��
�Y�L�O�i�J�t�W�Y�D���D���P�X�Q�N�D���K�R�P�R�J�H�Q�L�W�i�V�U�D�����D�P�H�O�\���D�E�E�D�Q���U�H�M�O�L�N�����K�R�J�\���D���Y�L�O�i�J���P�L�Q��
�G�H�Q���S�R�Q�W�M�i�Q���D�� �Y�H�Q�G�p�J�H�N�Q�H�N���� �D�� �Y�i�V�i�U�O�y�N�Q�D�N���� �V�]�R�O�J�i�O�W�D�W�i�V�W���D�G�Q�D�N���H�O�� �D���W�X��
rizmus-�Y�H�Q�G�p�J�O�i�W�i�V�E�D�Q�� �G�R�O�J�R�]�y�N���� �$�]�� �i�O�O�i�V�R�N�� �W�H�U�p�Q�� �Q�D�J�\�� �D�� �G�L�Y�H�U�]�L�W�i�V����
�D�P�H�Q�Q�\�L�E�H�Q���D���W�D�Q�X�O�P�i�Q�\�L���H�O���N�p�S�]�H�W�W�V�p�J���I�H�O�W�p�W�H�O�H�L�W�����Y�D�O�D�P�L�Q�W���D���W�H�F�K�Q�L�N�D�L��
�M�i�U�W�D�V�V�i�J�R�W���� �p�V�� �D�� �N�p�S�H�V�V�p�J�H�N�H�W�� �W�H�N�L�Q�W�M�•�N���� �)�H�O�W�H�V�]�L�� �D�� �N�p�U�G�p�V�W�� �D�� �6�]�H�U�]������
�P�p�J�L�V���P�L�E�H�Q���N�•�O�|�Q�E�|�]�L�N���H�J�\���O�p�J�L���X�W�D�V�N�t�V�p�U�����P�X�Q�N�i�M�D���H�J�\���N�R�Q�\�K�D�L���N�L�V�H��
�J�t�W���� �P�X�Q�N�i�M�i�W�y�O�"�� �/�H�Q�Q�H-�H�� �P�L�Q���V�p�J�L�� �V�]�R�O�J�i�O�W�D�W�i�V�� �E�i�U�P�H�O�\�L�N�•�N�� �P�X�Q�N�i�M�D��
�Q�p�O�N�•�O�"�� �$�]�W���J�R�Q�G�R�O�M�D���� �N�•�O�|�Q�E�|�]�����N�Y�D�O�L�W�i�V�~���H�P�E�H�U�H�N�H�W���D�O�N�D�O�P�D�]�Q�D�N���N�•��
�O�|�Q�E�|�]�����W�t�S�X�V�~���K�H�O�\�H�N�H�Q�����K�L�V�]���P�i�V���D�]���H�O�Y�i�U�i�V���H�J�\���0�L�F�K�H�O�L�Q���F�V�L�O�O�D�J�R�V���p�W��
�W�H�U�H�P���F�K�H�I�M�H�����p�V���H�J�\���%�H�G���	���%�U�H�D�N�I�D�V�W���V�]�D�N�i�F�V�D���L�U�i�Q�\�i�E�D�����$���P�i�V�R�G�L�N�����$��
�Q�H�P�]�H�W�N�|�]�L�� �+�5�0���� �D�O�I�H�M�H�]�H�W�E�H�Q�� �D���V�]�H�U�]�����~�M�� �N�L�K�t�Y�i�V�R�N�U�D�� �K�t�Y�M�D�� �I�H�O�� �P�X�O�W�L��
�Q�D�F�L�R�Q�i�O�L�V���F�p�J�H�N���I�L�J�\�H�O�P�p�W���D���V�]�i�U�P�D�]�i�V�L���R�U�V�]�i�J�E�D�Q���H�O�I�R�J�D�G�R�W�W���Q�R�U�P�i�N���p�V��
�D���I�R�J�D�G�y���R�U�V�]�i�J���N�|�]�W�L���Q�R�U�P�i�N���R�N�R�]�W�D���N�R�Q�I�O�L�N�W�X�V���K�H�O�\�]�H�W�H�N�U�H�� A nemzet-
�N�|�]�L���+�5�0���Q�H�P�F�V�D�N���D���I�L�]�L�N�D�L���R�U�V�]�i�J�K�D�W�i�U�R�N�D�W���O�p�S�L���i�W�����K�D�Q�H�P���D���Q�H�P�]�H�W�H�N��
�N�|�]�|�W�W�L�� �N�X�O�W�X�U�i�O�L�V�� �K�D�W�i�U�R�N�D�W�� �L�V���� �(�]�H�N�� �N�|�]�p�� �W�D�U�W�R�]�L�N�� �D�� �N�X�O�W�~�U�D���� �D�� �Q�\�H�O�Y���� �D��
�J�D�]�G�D�V�i�J�L���p�V���S�R�O�L�W�L�N�D�L���U�H�Q�G�V�]�H�U�H�N�����D���M�R�J�V�]�D�E�i�O�\�L���N�H�U�H�W�H�N�����D���P�H�Q�H�G�]�V�P�H�Q�W��
�V�W�t�O�X�V�D�L�� �p�V�� �N�R�Q�Y�H�Q�F�L�y�L���� �$�� �Q�H�P�]�H�W�L�� �N�X�O�W�~�U�D�� �K�D�W�i�U�R�]�]�D�� �P�H�J�� �H�J�\�� �V�]�H�U�Y�H�]�H�W��
�N�X�O�W�~�U�i�M�i�W�����H�]�W���V�]�i�P�R�V���W�D�Q�X�O�P�i�Q�\�����N�X�W�D�W�i�V���L�J�D�]�R�O�M�D�����K�R�J�\���D�]���H�O�W�p�U�����N�X�O�W�X��
�U�i�O�L�V���E�H�i�O�O�t�W�R�W�W�V�i�J�~���H�P�E�H�U�H�N���Q�p�]�H�W�H�O�W�p�U�p�V�H�L���Q�H�P���Q�\�H�O�Y�L���D�V�S�Hktusokra ve-
�]�H�W�K�H�W���N���Y�L�V�V�]�D�����K�D�Q�H�P���D�U�U�D�����K�R�J�\���Q�H�P�]�H�W�L���N�X�O�W�~�U�i�M�X�N�E�y�O���D�G�y�G�y�D�Q���D�]���H�P��
�E�H�U�H�N�� �P�i�V�N�p�S�S�H�Q�� �J�R�Q�G�R�O�N�R�]�Q�D�N���� �p�V�� �P�i�V�N�p�S�S�H�Q�� �R�O�G�M�i�N�� �P�H�J�� �D�]�� �H�O���W�W�•�N��
�i�O�O�y�� �I�H�O�D�G�D�W�R�N�D�W�� �$�� �K�D�U�P�D�G�L�N�� ���6�]�H�U�Y�H�]�H�W�L�� �N�X�O�W�~�U�D���� �U�p�V�]�E�H�Q�� �%�U�R�Z�Q�� �p�V��
�6�F�K�H�L�Q���V�]�H�U�Y�H�]�H�W�L���P�R�G�H�O�O�M�H�L�U���O���R�O�Y�D�V�K�D�W�X�Q�N�����$���Q�H�J�\�H�G�L�N�����0�X�Q�N�D�H�U���S�L�D�F����
�U�p�V�]�E�H�Q�� �D�� �6�]�H�U�]���� �N�L�I�H�M�W�L���� �K�R�J�\�� �P�X�Q�N�D�H�U���S�L�D�F�� �D�O�D�S�Y�H�W���H�Q�� �O�H�K�H�W���Y�p�� �W�H�V�]�L��
�D�]�W�����K�R�J�\���E�i�U�N�L���E�i�U�P�L�N�R�U���~�M���P�X�Q�N�i�W���N�H�U�H�V�V�H�Q�����Y�D�J�\���W�R�Y�i�E�E���i�W�N�p�S�H�]�]�H���|�Q��
�P�D�J�i�W���� �p�V�� �H�]�� �i�O�W�D�O�� �H�J�\�� �~�M�� �P�X�Q�N�D�K�H�O�\�U�H�� �N�H�U�•�O�M�|�Q���� �9�p�O�H�P�p�Q�\�H�� �V�]�H�U�L�Q�W�� �D�]��
�(�X�U�y�S�D�L���8�Q�L�y�E�D���Y�D�O�y���E�H�O�p�S�p�V�V�H�O���W�|�E�E���R�U�V�]�i�J�E�y�O���L�Q�G�X�O�W�D�N���H�O���E�H�Y�i�Q�G�R�U�O�y�N��
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�D�� �Q�p�S�V�]�H�U�&�E�E���� �p�O�K�H�W���E�E�� �R�U�V�]�i�J�R�N�E�D���� �P�L�Q�W�� �S�p�O�G�i�X�O�� �$�Q�J�O�L�i�E�D���� �1�p�P�H�W�R�U��
�V�]�i�J�E�D�����$���W�X�U�L�]�P�X�V-�Y�H�Q�G�p�J�O�i�W�i�V�E�D�Q���G�R�O�J�R�]�y�N���W�|�E�E���P�L�Q�W���I�H�O�H���E�H�Y�i�Q�G�R�U�O�y����
�t�J�\�� �M�R�J�J�D�O�� �P�H�U�•�O�� �I�H�O�� �E�H�Q�Q�•�Q�N�� �D�� �N�p�U�G�p�V���� �V�]�D�E�D�G-�H�� �i�W�D�G�Q�X�Q�N�� �Q�H�N�L�N�� �H�]�W�� �D��
szek�W�R�U�W�"���$�]���|�W�|�G�L�N�����7�R�E�R�U�]�i�V���p�V���N�L�Y�i�O�D�V�]�W�i�V�����I�H�M�H�]�H�W�E�H�Q���D���+�5���H�J�\�L�N���O�H�J��
�N�U�L�W�L�N�X�V�D�E�E���S�R�Q�W�M�i�W���D���P�X�Q�N�D�H�U�����W�R�E�R�U�]�i�V�D�����P�D�M�G���D�]���~�M���Y�D�J�\���P�i�U���P�H�J�O�p�Y����
�S�R�]�t�F�L�y�N�U�D���Y�D�O�y���N�L�Y�i�O�D�V�]�W�i�V�W���Y�H�V�]�L���J�y�U�F�V�����D�O�i���D���6�]�H�U�]�������1�\�R�P�D�W�p�N�R�V�t�W�M�D����
�~�J�\���N�H�O�O���W�R�E�R�U�R�]�Q�L���� �K�R�J�\�� �P�L�Q�G�H�Q�N�p�S�S���N�|�]�W�•�N�� �O�H�J�\�H�Q���D���N�L�Y�i�O�D�V�]�W�R�W�W���H�P��
�E�H�U�����$���W�R�E�R�U�]�i�V���V�R�U�i�Q���D���O�H�J�I���E�E���V�]�H�P�S�R�Q�W�����K�R�J�\���M�y�O���P�R�W�L�Y�i�O�W���H�P�E�H�U�H�N�H�W��
�W�D�O�i�O�M�D�Q�D�N���� �p�V�� �M�y�O�� �V�]�H�U�Y�H�]�H�W�W���N�|�U�Q�\�H�]�H�W�E�H�Q�� �D�O�N�D�O�P�D�]�]�i�N�� ���N�H�W�� �P�X�Q�N�D�H�U����
�Q�H�N���� �$�� �K�D�W�R�G�L�N�� ���(�V�p�O�\�H�J�\�H�Q�O���V�p�J�� �p�V�� �V�R�N�V�]�t�Q�&�� �N�H�]�H�O�p�V�H���� �D�O�I�H�M�H�]�H�W�E�H�Q�� �D��
�G�L�V�]�N�U�L�P�L�Q�i�F�L�y�� �P�L�Q�G�H�Q�� �I�R�U�P�i�M�i�Q�D�N�����Q�H�P�L���� �I�D�M�L�����H�O�N�H�U�•�O�p�V�p�Q�H�N�� �I�R�Q�W�R�V�V�i��
�J�i�W���K�~�]�]�D���D�O�i���1�L�F�N�V�R�Q�����G�H���D�]���H�P�E�H�U�H�N���N�•�O�|�Q�E�|�]���V�p�J�p�U�H���Y�D�O�y���W�H�N�L�Q�W�H�W�W�H�O��
�W�|�U�H�N�H�G�Q�L���N�H�O�O���D���P�X�Q�N�D�D�G�y�Q�D�N���D�]���H�J�\�V�p�J�H�V���Y�i�O�O�D�O�D�W�L���Q�R�U�P�D���N�L�D�O�D�N�t�W�i�V�i�U�D����
�$���K�H�W�H�G�L�N�����$���+�5���I�H�M�O�H�V�]�W�p�V�H�����D�O�I�H�M�H�]�H�W�E�H�Q���D�� �P�&���V�]�H�U�]���M�H���D�]���p�O�H�W�K�R�V�V�]�L�J��
tart�y���W�D�Q�X�O�i�V���I�R�Q�W�R�V�V�i�J�i�W���H�P�H�O�L���N�L���� �P�L�Q�W���D���+�5�' egyik legfontosabb ele-
�P�p�W�����$���+�5���J�\�D�N�R�U�O�D�W�R�N���p�V���S�R�O�L�W�L�N�D���O�H�J�M�R�E�E���Y�p�J�U�H�K�D�M�W�y���H�V�]�N�|�]�H���D���W�U�p�Q�L�Q�J��
�p�V���D���I�H�M�O�H�V�]�W�p�V�����H�]���X�J�\�D�Q���Q�D�J�\���Y�L�W�i�N�D�W���H�U�H�G�P�p�Q�\�H�]���D�]���H�O�O�i�W�i�V���P�L�Q���V�p�J�p��
�E�H�Q���� �P�p�J�L�V���V�]�i�P�R�V���D�O�W�H�U�Q�D�W�t�Y�i�Y�D�O���V�]�R�O�J�i�O���D���V�]�H�U�Y�H�]�H�W���N�|�O�W�V�p�J���K�D�W�p�N�R�Q�\��
�V�i�J�i�Q�D�N���N�L�G�R�O�J�R�]�i�V�i�E�D�Q�����$���Q�\�R�O�F�D�G�L�N�����7�H�O�M�H�V�t�W�P�p�Q�\�P�H�Q�H�G�]�V�P�H�Q�W���p�V���p�U��
�W�p�N�H�O�p�V���� �D�O�I�H�M�H�]�H�W�� �U�i�Y�L�O�i�J�t�W�� �D�U�U�D���� �K�R�J�\�� �D�]�� �D�J�J�i�O�\�R�N�� �H�O�O�H�Q�p�U�H�� �D�� �W�H�O�M�H�V�t�W��
�P�p�Q�\�p�U�W�p�N�H�O�p�V���W�R�Y�i�E�E�U�D���L�V���D���V�]�H�U�Y�H�]�H�W�L���p�O�H�W���N�X�O�F�V�I�R�Q�W�R�V�V�i�J�~���U�p�V�]�H�����$���N�L��
�O�H�Q�F�H�G�L�N�� ���$�� �M�X�W�D�O�P�D�]�i�V�� �V�W�U�D�W�p�J�L�i�M�D�� �D�� �Y�H�Q�G�p�J�O�i�W�i�V�E�D�Q���� �D�� �N�|�W�H�W�� �P�H�J�Y�L�]�V��
�J�i�O�M�D���D���I�L�]�H�W�p�V�L���p�V���M�X�W�D�O�P�D�]�i�V�L���V�N�i�O�i�M�i�W�����D�P�H�O�\���N�L�P�X�W�D�W�M�D�����K�R�J�\���D���N�R�U�U�H�N�W��
�H�O�E�i�Q�i�V���P�p�J���P�L�Q�G�L�J���H�J�\���M�y���~�W���D���W�X�U�L�]�P�X�V�E�D�Q���G�R�O�J�R�]�y�N���V�]�i�P�i�U�D�����N�•�O�|�Q�|�V��
�N�p�S�S�H�Q���D���V�]�i�O�O�R�G�i�N���p�V���Y�H�Q�G�p�J�O�i�W�y�K�H�O�\�H�N���N�|�U�Q�\�H�]�H�W�p�E�H�Q�����7�H�U�P�p�V�]�H�W�H�V�H�Q��
vannak k�L�Y�p�W�H�O�H�N���D�]���D�O�D�F�V�R�Q�\���I�L�]�H�W�p�V�L���W�H�U�•�O�H�W�H�N�H�Q�����$���U�H�Q�G�V�]�H�U���~�J�\���P�&�N�|��
�G�L�N���D���Y�D�O�y�V�i�J�E�D�Q�����K�R�J�\���D���O�H�J�P�D�J�D�V�D�E�E���V�]�t�Q�Y�R�Q�D�O�D�W���E�L�]�W�R�V�t�W�y���V�]�R�O�J�i�O�W�D�W�i��
�V�R�N�D�W���Q�\�~�M�W�y���K�H�O�\�H�N�H�Q���V�R�N�V�]�R�U���D���O�H�J�D�O�D�F�V�R�Q�\�D�E�E���D���I�L�]�H�W�p�V���D���V�]�H�U�Y�H�]�H�W�H�Q��
�E�H�O�•�O���� �$���W�t�]�H�G�L�N�����$�� �P�X�Q�N�D�Y�i�O�O�D�O�y�N���N�D�S�F�V�R�O�D�W�D�L���� �E�H�Y�R�Q�i�V�X�N���p�V�� �U�p�V�]�Y�p�W�H��
�O�•�N�����D�O�I�H�M�H�]�H�W�E�H�Q���D���6�]�H�U�]�����I�R�Q�W�R�V�Q�D�N���W�D�U�W�M�D�����K�R�J�\���D���P�X�Q�N�D�Y�i�O�O�D�O�y�N�Q�D�N���O�H��
�J�\�H�Q�� �N�p�S�Y�L�V�H�O���M�•�N�� �D�� �P�H�Q�H�G�]�V�H�U�L�� �G�|�Q�W�p�V�K�R�]�D�W�D�O�� �V�]�L�Q�W�M�p�Q�� �L�V���� �$�� �V�]�R�F�L�i�O�L�V��
�H�J�\�•�W�W�P�&�N�|�G�p�V���D�O�D�S�H�O�Y�H���E�L�]�W�R�V�t�W�M�D���W�H�K�i�W�����K�R�J�\���D���V�]�D�N�V�]�H�U�Y�H�]�H�W�H�N���W�p�Q�\�O�H��
�J�H�V���V�]�H�U�H�S�H�W���M�i�W�V�]�D�Q�D�N���D���G�|�Q�W�pshozatalban. Nagy-�%�U�L�W�D�Q�Q�L�i�E�D�Q�����H�]���N�•�O�|��
�Q�|�V�N�p�S�S�H�Q�� �L�J�D�]���D���W�X�U�L�]�P�X�V���Y�H�Q�G�p�J�O�i�W�i�V���L�S�D�U�i�J�U�D�����D�K�R�O���D���G�R�O�J�R�]�y�N���E�H�I�R��
�O�\�i�V�D���I���O�H�J���I�R�U�P�i�O�L�V���p�V���L�Q�I�R�U�P�i�O�L�V���W�p�Q�\�H�]���N���N�H�Y�H�U�H�G�p�V�p�Y�H�O�����p�V���U�p�V�]�I�R�O�\�D��
�P�D�W�R�N�U�D���Y�D�O�y���U�i�K�D�W�i�V�X�N�N�D�O���Y�D�Q���E�L�]�W�R�V�t�W�Y�D�����$���W�L�]�H�Q�H�J�\�H�G�L�N�����-�y�O�p�W�����H�J�p�V�]��
�V�p�J���� �E�L�]�W�R�Q�V�i�J�� �D�� �P�X�Q�N�D�K�H�O�\�H�N�H�Q���� �I�H�M�H�]�H�W�E�H�Q�� �H�J�\�U�H�� �I�R�Q�W�R�V�D�E�E�i�� �Y�i�O�W�D�N��
�H�]�H�N���D���Q�p�]���S�R�Q�W�R�N���D���W�X�U�L�]�P�X�V���p�V���Y�H�Q�G�p�J�O�i�W�y���V�]�H�U�Y�H�]�H�W�H�N���V�]�H�P�V�]�|�J�p�E���O����
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�P�L�Y�H�O���D���Y�H�]�H�W���N���I�H�O�L�V�P�H�U�W�p�N���D�]���•�]�O�H�W�L���•�J�\�H�N���S�U�R�D�N�W�t�Y���Y�i�O�D�V�]�D�L�Q�D�N���M�H�O�H�Q��
�W���V�p�J�p�W�����$���M�y�O�p�W�L���N�p�U�G�p�V�H�N���V�]�p�O�H�V���N�|�U�p�W���Y�L�]�V�J�i�O�Y�D���H�O�P�R�Q�G�K�D�W�y�����K�R�J�\���H�]�H�Q��
�•�J�\�H�N���H�J�\���U�p�V�]�H���|�V�V�]�K�D�Q�J�E�D�Q���i�O�O���D���W�X�U�L�V�]�W�L�N�D�L���p�V���Y�H�Q�G�p�J�O�i�W�i�V�L���V�]�H�N�W�R�U�U�D�O����
�$�]�� �L�J�p�Q�\�H�V�� �Y�i�V�i�U�O�y�N�� �M�H�O�H�Q�O�p�W�p�E�H�Q�� �D���N�|�G�|�V�t�W�H�W�W���P�X�Q�N�D�����D�� �K�H�Q�\�p�O�p�V���� �Y�D�O�D��
�P�L�Q�W���D�]���D�O�N�R�K�R�O���N�D�W�D�O�L�W�L�N�X�V���K�D�W�i�V�D���J�\�D�N�U�D�Q���R�O�\�D�Q���N�|�U�•�O�P�p�Q�\�H�N�H�W���W�H�U�H�P��
�W�H�Q�H�N�����D�K�R�O���D���P�X�Q�N�i�O�W�D�W�y�N���J�R�Q�G�R�V�V�i�J�D���N�•�O�|�Q�|�V�H�Q���K�D�Q�J�V�~�O�\�R�V�����$�]���L�V���P�H�J��
�i�O�O�D�S�t�W�i�V�U�D���N�H�U�•�O�W���D���J�\�D�N�U�D�Q���p�U�]�p�N�H�Q�\���W�p�P�i�N���Y�L�]�V�J�i�O�D�W�D�N�R�U�����K�R�J�\���D���V�]�H�U��
�Y�H�]�H�W�L���W�D�J�R�N���N�|�]�p�O�H�W�L���p�V���S�U�L�Y�i�W���p�O�H�W�H���N�|�]�|�W�W�L���H�J�\�H�Q�V�~�O�\���P�H�V�V�]�H���Q�H�P���H�J�\��
�p�U�W�H�O�P�&�����$���P�D�L���P�R�G�H�U�Q���V�]�H�U�Y�H�]�H�W�H�N���P�H�Q�H�G�]�V�H�U�H�L���N�p�W�V�p�J�N�t�Y�•�O���P�H�J�N�|�Y�H��
telik ezt a fa�M�W�D�� �W�X�G�D�W�R�V�V�i�J�R�W���� �D�P�H�O�\�� �P�L�Q�G�� �D�� �V�]�H�U�Y�H�]�H�W���� �P�L�Q�G�� �D�]�� �H�J�\�p�Q��
�p�U�G�H�N�p�W���V�]�R�O�J�i�O�M�D�����$���W�L�]�H�Q�N�H�W�W�H�G�L�N�����6�p�U�H�O�H�P���p�V���I�H�J�\�H�O�P�L���H�O�M�i�U�i�V�R�N�����D�O�I�H��
�M�H�]�H�W�E�H�Q���V�]�H�U�Y�H�]�H�W�H�Q���E�H�O�•�O�L���V�p�U�H�O�P�H�N���D���M�D�Y�t�W�y���L�Q�W�p�]�N�H�G�p�V�H�N���V�]�•�N�V�p�J�H�V�V�p��
�J�p�W�� �K�D�Q�J�V�~�O�\�R�]�]�D�� �D�� �6�]�H�U�]������ �$�]�� �H�O�E�R�F�V�i�W�i�V�� �D�� �V�]�H�U�Y�H�]�H�W�L�� �p�O�H�W�K�H�]�� �W�D�U�W�R�]�y����
�V�]�•�N�V�p�J�H�V���V�|�W�p�W���R�O�G�D�O�����t�J�\���P�L�Q�G�H�Q���P�H�Q�H�G�]�V�H�U�Q�H�N���W�X�G�Q�L�D���N�H�O�O�����P�L�W���M�H�O�H�Q�W���D��
�P�H�J�D�O�D�S�R�]�R�W�W���p�V���P�H�J�D�O�D�S�R�]�D�W�O�D�Q���H�O�E�R�F�V�i�W�i�V�����$���U�H�O�D�W�t�Y���N�H�Y�p�V���V�]�i�P�~���H�V�H�W��
�H�O�O�H�Q�p�U�H���� �D�P�L�N�� �D�� �E�t�U�y�V�i�J�R�Q�� �Y�p�J�]���G�Q�H�N���� �H�]�H�N�� �O�H�K�H�W�Q�H�N�� �D�]�R�N�� �D�� �V�]�H�U�Y�H�]�H�W��
�V�]�i�P�i�U�D���P�D�J�D�V���N�|�O�W�V�p�J�J�H�O���M�i�U�y�����U�R�V�V�]�X�O���N�H�]�H�O�W���H�O�Y�i�O�i�V�R�N�����$���W�L�]�H�Q�K�D�U�P�D��
�G�L�N�����=�i�U�y���P�H�J�M�H�J�\�]�p�V�H�N�����U�p�V�]�E�H�Q���D���W�X�U�L�]�P�X�V���p�V���Y�H�Q�G�p�J�O�i�W�i�V�L���V�]�H�N�W�R�U�K�R�]��
�N�D�S�F�V�R�O�y�G�y���� �i�P�� �P�p�J�L�V�� �H�O�N�•�O�|�Q�•�O���� �U�H�Q�G�H�]�Y�p�Q�\�V�]�H�U�Y�H�]�p�V�� ���(�Y�H�Q�W�V�� �L�Q�G�X�V��
�U�W�\�����N�H�U�•�O�W���J�y�U�F�V�����D�O�i�����(���I�H�M�H�]�H�W���N�t�V�p�U�O�H�W�H�W���W�H�W�W���I�H�O�W�i�U�Q�L�����D���U�H�Q�G�H�]�Y�p�Q�\�V�]�H�U��
�Y�H�]�p�V���P�L�N�p�Q�W���W�H�N�L�Q�W�K�H�W�����N�•�O�|�Q�i�O�O�y�Q�D�N�����Y�D�O�D�P�L�Q�W���D���U�H�Q�G�H�]�Y�p�Q�\�V�]�H�U�Y�H�]���N��
���W�X�U�L�]�P�X�V�� �p�V�� �Y�H�Q�G�p�J�O�i�W�y�� �V�]�H�U�Y�H�]�H�W�H�N���� �K�R�J�\�D�Q�� �W�|�U�H�N�H�G�Q�H�N�� �D�U�U�D���� �K�R�J�\�� �D��
�U�p�V�]�W�Y�H�Y���N���P�D�J�D�V���V�]�t�Q�Y�R�Q�D�O�~���H�O�O�i�W�i�V�E�D�Q���U�p�V�]�H�V�•�O�M�H�Q�H�N�����p�V���M�y���Y�p�O�H�P�p�Q�\�•�N��
�O�H�J�\�H�Q���D�]�� �H�V�H�P�p�Q�\�W�� �N�|�Y�H�W���H�Q���� �$�� �6�]�H�U�]�����N�L�H�P�H�O�L�� �D���U�H�Q�G�H�]�Y�p�Q�\�V�]�H�U�Y�H�]����
�V�]�H�P�p�O�\�]�H�W�Q�H�N���N�X�O�F�V�V�]�H�U�H�S�p�W���D���P�D�J�D�V���V�]�t�Q�Y�R�Q�D�O�~���p�O�P�p�Q�\�H�N���Q�\�~�M�W�i�V�i�E�D�Q����
�$�]���|�Q�N�p�Q�W�H�V�V�p�J���V�]�H�U�H�S�p�Q�H�N���Y�D�O�D�P�L�Q�W���P�R�W�L�Y�i�F�L�y�M�X�N���V�R�N�V�]�t�Q�&�V�p�J�p�Q�H�N���I�H�O��
�L�V�P�H�U�p�V�H���X�W�i�Q���W�R�Y�i�E�E�L�� �K�i�U�R�P���+�5���W�H�U�•�O�H�W���N�X�O�F�V�� �I�R�Q�W�R�V�V�i�J�i�U�D�� �V�L�N�H�U�•�O�W���U�i��
�Y�L�O�i�J�t�W�D�Q�L���D���W�R�E�R�U�]�i�V���p�V���N�L�Y�i�O�D�V�]�W�i�V�����D���N�p�S�]�p�V���p�V���P�H�J�W�D�U�W�i�V�����p�V���D���O�H�K�H�W�V�p�J�H�V��
�V�]�H�U�Y�H�]�H�W�L���U�H�D�N�F�L�y�N���D�]���|�Q�N�p�Q�W�H�V�H�N���P�H�Q�H�G�]�V�H�O�p�V�p�U�H�� 

�g�V�V�]�H�V�V�p�J�p�E�H�Q���H�O�P�R�Q�G�K�D�W�y�����K�R�J�\���D���Y�H�Q�G�p�J�O�i�W�i�V�E�D�Q���D�O�N�D�O�P�D�]�R�W�W���H�P��
�E�H�U�L���H�U���I�R�U�U�i�V���P�H�Q�H�G�]�V�P�H�Q�W���N�H�Y�p�V�E�p���D�Q�D�O�L�]�i�O�W���W�H�U�•�O�H�W�� �$���N�•�O�D�O�D�N�����I�R�U�P�D����
�Q�p�Y�P�X�W�D�W�y���V�H�J�t�W�L���D�]���R�O�Y�D�V�y�W���D���P�&�� �P�H�J�p�U�W�p�V�E�H�Q�� �1�H�P���V�]�L�Q�W�H�W�L�]�i�O�����K�D�Q�H�P��
�R�E�M�H�N�W�t�Y�H�Q���P�X�W�D�W�M�D���E�H���D���W�X�U�L�]�P�X�V���i�J�D�]�D�W�U�D���M�H�O�O�H�P�]�����K�X�P�i�Q���H�U���I�R�U�U�i�V���H�O�H��
�P�H�N�H�W���� �$�� �F�t�P�P�H�O���� �D�]�D�]�� �$�]�� �H�P�E�H�U�L�� �H�U���I�R�U�U�i�V�� �P�H�Q�H�G�]�V�P�H�Q�W���D�� �Y�H�Q�G�p�J�O�i��
�W�i�V�E�D�Q���p�V���D���W�X�U�L�]�P�X�V�E�D�Q�����W�H�O�M�H�V���P�p�U�W�p�N�&���H�J�\�H�]�p�V���W�D�S�D�V�]�W�D�O�K�D�W�y�����.�X�W�D�W�i�V�L��
�H�U�H�G�P�p�Q�\�H�L���U�H�O�H�Y�i�Q�V�D�N�����P�L�Q�G�H�Q���U�p�V�]�K�H�]���W�D�U�W�R�]�L�N���O�H�J�D�O�i�E�E���H�J�\���H�V�H�W�W�D�Q�X�O��
�P�i�Q�\�����D�P�H�O�\���U�H�S�U�H�]�H�Q�W�i�O�M�D���D�]���D�G�R�W�W���I�H�M�H�]�H�W�E�H�Q���W�i�U�J�\�D�O�W�D�N�D�W�����.�L�H�P�H�O�H�Q�G����
�W�R�Y�i�E�E�i���D�]���L�V�����K�R�J�\���Y�H�U�W�L�N�i�O�L�V�D�Q���E���V�p�J�H�V���Q�p�Y-�p�V���W�i�U�J�\�P�X�W�D�W�y���W�D�O�i�O�K�D�W�y���D��
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�N�|�Q�\�Y�E�H�Q���� �D�P�H�O�\�� �D�� �Y�L�V�V�]�D�N�H�U�H�V�K�H�W���V�p�J���V�]�H�P�S�R�Q�W�M�i�E�y�O�� �O�H�K�H�W���K�D�Vznos. A 
�E�H�Y�H�]�H�W�����U�p�V�]�E�H�Q���H�O���U�H�Y�H�W�t�W�L���D���V�]�H�U�]�����D���F�p�O�R�N�D�W�����D�]�D�]���P�H�J�K�D�W�i�U�R�]�]�D���D���I�H��
�M�H�]�H�W���R�O�Y�D�V�i�V�D���X�W�i�Q�� �P�L�U�H�� �O�H�V�]���N�p�S�H�V�� �D�]���R�O�Y�D�V�y�� �$�]���i�E�U�i�N�����W�i�E�O�i�]�D�W�R�N�� �M�y�O��
�V�]�H�P�O�p�O�W�H�W�L�N���D�]���D�G�R�W�W���I�R�O�\�D�P�D�W�R�N�D�W�����P�L�Q�G�H�Q�� �I�H�M�H�]�H�W�H�W���D�]���Ë�U�y���N�|�Y�H�W�N�H�]�W�H��
�W�p�V�H�L�� �]�i�U�M�i�N���� �$�� �P�&�E�H�Q�� �I�H�O�O�H�O�K�H�W���� �K�L�Y�D�W�N�R�]�i�V�R�N�� �V�]�D�N�W�X�G�R�P�i�Q�\�R�V�� �P�y�G�R�Q��
�V�]�H�U�H�S�H�O�Q�H�N���� �+�D�� �D�� �N�|�W�H�W���Y�L�V�]�R�Q�\�i�W�� �Y�L�]�V�J�i�O�M�X�N�� �D�� �0�D�J�\�D�U�R�U�V�]�i�J�R�Q�� �I�H�O�O�H�O��
�K�H�W�����V�]�D�N�L�U�R�G�D�O�R�P�P�D�O�����D�N�N�R�U���D�U�U�D���D���P�H�J�i�O�O�D�S�t�W�i�V�U�D���M�X�W�X�Q�N�����K�R�J�\���1�L�F�N�V�R�Q��
�N�|�Q�\�Y�H���~�W�W�|�U���Q�H�N���V�]�i�P�t�W���P�L�Q�G�H�Q���W�H�N�L�Q�W�H�W�E�H�Q�����K�L�V�]�H�Q���K�D�]�i�Q�N�E�D�Q���D���+�5���p�V��
a turizmus (a ve�Q�G�p�J�O�i�W�i�V�����N�D�S�F�V�R�O�D�W�i�W���H�G�G�L�J���V�H�Q�N�L���Q�H�P���Y�L�]�V�J�i�O�W�D�����(�]�p�U�W��
�O�H�Q�Q�H�� �I�R�Q�W�R�V�� �H�� �P�&�� �P�D�J�\�D�U�U�D�� �Y�D�O�y�� �I�R�U�G�t�W�i�V�D���� �P�H�U�W�� �H�]�� �S�y�W�R�O�Q�i�� �D�]�� �H�G�G�L�J�L��
�K�L�i�Q�\�W�����p�V���D���W�X�U�L�]�P�X�V-�Y�H�Q�G�p�J�O�i�W�i�V���~�M���N�X�W�D�W�i�V�L���W�H�U�•�O�H�W�N�p�Q�W���M�H�O�H�Q�Q�H���P�H�J���K�D��
�]�i�Q�N�E�D�Q���D���W�X�G�R�P�i�Q�\�R�V���p�O�H�W���S�D�O�H�W�W�i�M�i�Q�� 

�$�N�L�� �D�� �W�p�P�D�� �X�W�i�Q�� �p�U�G�H�N�O���G�L�N���� �D�Q�Q�D�N�� �I�H�O�W�p�W�O�H�Q�•�O�� �D�M�i�Q�O�R�P�� �H�� �N�|�W�H�W�H�W����
�P�H�J�t�W�p�O�p�V�H�P�� �V�]�H�U�L�Q�W���~�M�� �D�V�S�H�N�W�X�V�E�y�O�� �I�R�J�M�D�� �O�i�W�Q�L�� �D�]���H�P�E�H�U�L�� �H�U���I�R�U�U�i�V�� �P�H��
�Q�H�G�]�V�P�H�Q�W�� �p�V�� �D�� �V�]�R�O�J�i�O�W�D�W�y�� �V�]�H�N�W�R�U�W���� �H�]�H�Q�� �E�H�O�•�O�� �D�� �W�X�U�L�]�P�X�V�W�� �p�V�� �D�� �K�R�]�]�i��
�N�D�S�F�V�R�O�y�G�y���Y�H�Q�G�p�J�O�i�W�i�V�W�� 
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�%�X�V�L�Q�H�V�V���3�U�R�F�H�V�V���0�D�Q�D�J�H�P�H�Q�W���L�Q���W�K�H���)�L�Q�D�Q�F�H���$�U�H�D���R�I�� 
�6�P�D�O�O�����D�Q�G���0�H�G�L�X�P���6�L�]�H�G���(�Q�W�H�U�S�U�L�V�H�V 

�0�D�á�J�R�U�]�D�W�D �2�.�5�	�*�/�,�&�.�$ 
�&�]�H�V�W�R�F�K�R�Z�D���8�Q�L�Y�H�U�V�L�W�\���R�I���7�H�F�K�Q�R�O�R�J�\�����&�]�
�V�W�R�F�K�R�Z�D�����3�R�O�D�Q�G  

Anna �/�(�0�$���6�.�$-MAJDZIK  
�&�]�H�V�W�R�F�K�R�Z�D���8�Q�L�Y�H�U�V�L�W�\���R�I���7�H�F�K�Q�R�O�R�J�\�����&�]�
�V�W�R�F�K�R�Z�D�����3�R�O�D�Q�G 

ABSTRACT: Business processes management is a recognized approach to im-
plementation of the objectives of an enterprise. The identification of key pro-
cesses occurring in companies enables a more effective management of a busi-
ness entity and becomes the key to the market success. Each element of the ac-
tivity of an enterprise should be subject to an effective management. This applies 
particularly to the area of corporate finance, which is crucial for the efficient 
functioning of the company. At the same time, it is an activity area in which 
activities are combined in standardized processes, which should be managed and 
continuous improved. This article presents the results of an empirical research 
(the survey) conducted in 2015 on a group of 138 enterprises in Poland. The 
main aim of the article was to identify and analyze the level of BPM advance-
ment in enterprises, especially in the area of finance, both in current finance, as 
well as in long-term finances. We focus on the SME sector and compare it to 
large companies. 

KEYWORDS: business process management, corporate finance, financial man-
agement, enterprises, SMEs 

JEL codes: M21, L10, L25, G30 
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�9�D�O�X�H���:�R�U�N���D�Q�G���/�H�D�G�H�U�V�K�L�S���3�U�D�F�W�L�F�H�V�� 

�-�i�Q�R�V���)�(�+�e�5���3�K�' 
�.�i�U�R�O�L���*�i�V�S�i�U���8�Q�L�Y�H�U�V�L�W�\���R�I���W�K�H���5�H�I�R�U�P�H�G���&�K�X�U�F�K���L�Q���+�X�Q�J�D�U�\�����%�X�G�D�S�H�V�W�����+�X�Q�J�D�U�\ 

ABSTRACT: Leadership literature offers a wide array of possible definitions for 
describing its subject. While influence had been historically�±and still has re-
mained�±key in interpreting the phenomenon of Leadership, for the past decades 
other issues, includ�L�Q�J���W�K�H���O�H�D�G�H�U�V�¶���D�S�S�U�R�D�F�K���W�R���D�Q�G���Z�R�U�N�L�Q�J���W�K�U�R�X�J�K���Y�D�O�X�H�V���K�D�Y�H��
gained central importance in the conceptualization of the topic. The aim of this 
�S�D�S�H�U���L�V���W�R���H�P�S�K�D�V�L�]�H���W�K�H���L�P�S�R�U�W�D�Q�F�H���R�I���W�K�H���O�H�D�G�H�U�¶�V��value work (i. a. a process 
of identifying, generating, developing, and fostering positive and shared values 
directed/catalyzed by the leader) in the light of some of the relevant theoretical 
�D�S�S�U�R�D�F�K�H�V�����,�W���Z�L�O�O���E�H���D�G�G�U�H�V�V�H�G���K�R�Z���W�K�H�� �O�H�D�G�H�U�V�¶���D�F�W�L�Y�L�W�L�H�V���W�R�Z�D�U�G���D�Q�G���D�U�R�X�Q�G��
values have become an important issue historically. The paper makes references 
to certain related business aspects of value concern, as well, and offers empirical 
illustrations about Hungarian leadership practices in question. 

KEYWORDS: leadership, influence, transformational, value work 

JEL codes: M12, M5 
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PhD student, University of West Hungary, Faculty of Economics 
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ABSTRACT: The global financial crisis had a great impact on the world, 
and so did on Hungary. There were industries which were deeply im-
pacted, and so the effect was greater on firms operating in these industries, 
while others were less concerned. In Hungary, the ranking of the largest 
50 companies was fundamentally changed. There have been companies 
that have disappeared, and there were some, which have tried to survive 
the crisis through mergers and acquisitions. However, many companies 
seek to restructure and reduce their cost structures significantly, by form-
ing shared services centers (SSCs), the number of which has grown 
strongly in the recent years. In our study we examine the reasons for their 
reactions to the crisis by comparing the situations before and after it. 

KEYWORDS: Top50, economic crisis, companies 

JEL codes: E32, L16 
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Master of Science in International Business CIA, CISA, CISM, CRMA 
Doctoral candidate, University of West Hungary, Faculty of Economics, Sopron, 
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Managing Director, �%�X�V�L�Q�H�V�V���%�U�R�W�K�H�U�V���*�P�E�+�����'�•�V�V�H�O�G�R�U�I�����*�H�U�P�D�Q�\ 

ABSTRACT: Corporate governance principles comprise significant laws 
imposed by legislature as well as nationally and internationally recognized 
�U�H�J�X�O�D�W�L�R�Q�V���V�H�W���R�X�W���E�\���F�R�P�S�D�Q�L�H�V�¶���R�Z�Q�H�U�V�����7�K�H�\���D�L�P���D�W���S�U�R�Y�L�G�L�Q�J���D���V�R�O�L�G��
and lawful basis for directing and controlling corporate affairs. More than 
ten years ago, these principles were specified in form of national corporate 
governance codes in many European countries and have been constantly 
redefined since then. This paper features an analysis of the current ac-
ceptance of corporate governance codes among the largest German and 
Austrian stock-listed companies. The analysis is based on data provided 
by the companies in their corporate governance reports of fiscal year 
2014. I find that the Austrian code acceptance rate of 98.3% surpasses the 
rate of 97.2% in Germany. Simultaneously, the average amount of code 
deviations per company in Austria (1.5) is considerably lower than the 
German figure (1.8). In Germany, the most quoted deviation applies to the 
severance pay cap for management. Deviations quoted the most in Austria 
refer to the setup of managem�H�Q�W���E�R�D�U�G�¶�V���F�R�P�S�H�Q�V�D�W�L�R�Q�����W�K�H���H�[�L�V�W�H�Q�F�H���R�I��
�D���Q�R�P�L�Q�D�W�L�R�Q���F�R�P�P�L�W�W�H�H�����V�X�S�H�U�Y�L�V�R�U�\���E�R�D�U�G�¶�V���S�U�R�K�L�E�L�W�L�R�Q���W�R���D�V�V�X�P�H���I�X�Q�F��
tions on competitors' boards, as well as audit assessments of the effective-
�Q�H�V�V���R�I���W�K�H���F�R�P�S�D�Q�\�¶�V���U�L�V�N���P�D�Q�D�J�H�P�H�Q�W�� 

KEYWORDS: Corporate Governance, Management, Supervisory Board, 
Code of Corporate Governance, Austria, Germany, GRC 
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GOB Software & Systeme GmbH & Co. KG, Krefeld, Deutschland 

ABSTRACT: Since several years social media is becoming very popular 
and famous in the 21st century. Especially so called social media networks 
are having huge relevance in the daily (online) business. But in nowadays 
many small and medium-sized enterprises (SMEs) are facing the missing 
practical and feasible solutions how to integrate and implement social me-
dia activities in their current structures. This is based on the fact that many 
medium-sized companies are facing difficulties with new business strate-
gies such as social media business. Additionally, there is no know-how 
about the possibilities of social media activities. Besides, there are no re-
sources and the big fear of wrong investments into tools concerning the 
Web 2.0. Since many years the classical marketing tools are used over 
generations to support many companies and brands to build brand aware-
ness and to strengthen sales activities. In order to establish �³up to date�  ́
business strategies, the Web 2.0 offers and (at the same time) requires new 
digital communication tools to have deeper insights in the moving and 
growing markets. One of the new communications within the social media 
�H�Q�Y�L�U�R�Q�P�H�Q�W���W�R�R�O�V���L�V���0�L�F�U�R�V�R�I�W�•�V���³Social Listening�  ́which enables SME 
to screen markets easily. 

KEYWORDS: Web 2.0, SME, Social Media, Microsoft Social Listening, Strat-
egy, Business possibilities 
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ABSTRACT: Today, all companies and businesses should be able to make prof-
its and to gain in the long run in fast-paced, globalized economic and social en-
vironment.  
They also need to think about what strategy to develop in the changed environ-
ment, what equipment to use and how to accomplish their mission. 
Analysing the channels of the market the marketing and market opportunities 
can be greatly affected by the information source and business trends. Lack of 
strategy, the short-term approach, the quality of the contractual practices are the 
obstacles to make it difficult to cooperate between undertakings.  
The present study would like to call the reader's attention to the contradictions 
revealed in small or medium-sized businesses, the lack of business culture, man-
agement qualifications and IT knowledge.  

KEYWORDS: Management, Corporate Culture, SME-sector 
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