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ACHIEVING SUSTAINABLE DEVELOPMENT THROUGH 

STRATEGIC GREEN SUPPLY CHAIN MANAGEMENT 

M.S. ANNAPOORNA 

CMR University, Bengaluru, Karnataka, India; ORCID: 0000-0003-0311-3281 

Abstract: Environmentally and socially responsive supply chains are in the early adoption 

stages in India. Global supply chains need worldwide goals, and the key to the success of Green 

Supply Chain Management is to bring the worldwide industry together to decide upon and 

pledge to work towards reasonable and concrete goals that will make a real difference to the 

environment. Customers are increasingly demanding to know where products come from, how 

they are made and distributed and what impact future environmental legislations will have on 

the products they buy. The aim of this paper is to provide action plans and facilitate knowledge 

among supply chain practitioner that they need to go green the business efficiently, and 

communicate these efforts to their customers, partners, and the public. In fact, the paper 

discusses the key drivers for green initiatives include government compliance, improved 

customer and public relations, a decreased fuel bill and financial ROI through various supply 

chain initiatives such as reverse logistics. Further, increasing supply chain efficiency, 

improving investor relations, decreasing risk and a larger corporate responsibility agenda are 

identified as important factors in the strategic decision to go green. Companies working in India 

are not properly addressing these measures in supply chain design and operations. That is why, 

the paper further elaborates strategic management of green supply chain, which involves 

collecting and analyzing environmental regulations and customer concerns, discussing the 

relevant environmental issues with the procurement, manufacturing and quality control 

departments across the supply chain firms and finally developing and communicating the green 

supply chain policies to all members of the supply chain i.e. supplier’s supplier to customer’s 

customer. 

Keywords: Green supply chain, Environment, Supplier Performance Management, Holistic 

approach, Sustainable Development. 

1. Introduction 

As the public becomes more aware of environmental issues and global warming, consumers 

will be asking more questions about the products they are purchasing. Companies will have to 

expect questions about how green their manufacturing processes and supply chain are, their 

carbon footprint and how they recycle. However some companies have seen that this not a bad 

thing and indeed have been able to convert the public’s interest in all things green into increased 
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profits. Environmental initiatives such as strategic environmental sourcing improve an 

organization’s competitive position and reduce risks (Sroufe, 2003). A number of companies 

have shown that there is a proof of the link between improved environmental performance and 

financial gains. Companies have looked to their supply chain and seen areas where 

improvements in the way they operate can produce profits. Companies can find cost savings by 

reducing the environmental impact of their business processes. By re-evaluating the company's 

supply chain, from purchasing, planning, and managing the use of materials to shipping and 

distributing final products, savings are often identified as a benefit of implementing green 

policies Hopefully the interest in green issues and environmental concern by the public will not 

decrease as economic issues become more important due to the faltering economy. The trend 

towards developing a green supply chain is now gaining popularity but most companies are still 

coming to terms with how this can be achieved and where do they start. For years businesses 

have been concentrating on improving supply chain visibility, refining efficiency and 

minimizing cost. Despite the focus being moving towards a green supply chain the goals of 

visibility, efficiency and cost reduction do not have to be discarded.  

Many businesses have not developed a successful refurbishment program for their products 

that have been returned or exchanged. By offering refurbished items businesses can increase 

purchasing options to their customers and widen their customer base, whilst improving the 

environmental impact of their products. Organizations worldwide are continuously trying to 

develop new and innovative ways to enhance their competitiveness (Rao, and Holt, 2005). 

Bacallan (2000) suggests that some organizations are enhancing their competitiveness through 

improvements in their environmental performance to comply with mounting environmental 

regulations, to address the environmental concerns of their customers, and to mitigate the 

environmental impact of their production and service activities. 

2. Need of green supply chain management 

Greening the supply chain has numerous benefits to an organization, ranging from cost 

reduction, to integrating suppliers in a participative decision-making process that promotes 

environmental innovation (Bowen et al., 2001; Hall, 2003; Rao, 2002). A growing number of 

corporations are developing company-wide environmental programs and green products 

sourced from markets around the world (Min, and Galle, 1997). Globally, governments are 

exerting pressure on businesses to do more to reduce the negative impact of operations have on 

the environment. Pressure is coming from the physical world too. Even if it’s possible for 

companies to ignore the impact of their operations on environment but shortage of resources 

that go into products are necessary to make or move products. It is a direct threat to the success 
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of business. Similarly, a shortage of available energy at a plant location can force companies to 

curtail production. In addition, many 

3. Key drivers for green initiatives 

3.1. Government Compliance 

The climate change is happening faster and will bring bigger changes quicker than 

anticipated. Ironically market and the nature hitting the wall at once, is a sign that we need to 

find better ways to be more sustainable. Whether the drive is to comply with the government 

regulations or to meet the costumers’ expectations companies are finding motivation to go 

green. Going green does not just impact company’s thinking and strategy but influences supply 

chain as well. Righteously the focus is not just to attain cleaner water consumption and 

alternative energy sources for server farms, but to make supply chains more environmentally 

friendly. The movement toward green and sustainable business practices is the new frontier for 

manufacturers and “Going Green” is the next step in the lean, just-in-time movement. There 

has been much reported recently in the news about the conflicting scientific data in the fight for 

our global ecological salvation. But for manufacturers, this should be more than a question of 

carbon emissions and water conservation. It is a means to reduce a significant amount of waste 

and cost in the manufacturing process. No government regulation requires a company to go 

lean, and no regulation should be required to go green either. The green/sustainability 

movement is about eliminating waste, reducing costs and doing business for the long haul. 

3.2. Financial ROI 

The business leaders steering their companies through the recession of 2009 would look at 

their supply chains and assess whether their use of global, open supply-chain standards is 

sufficient to maximize their return on investment and position themselves for profitability.  

The futures of their businesses may depend on it. As the recession continues into the spring of 

2009, many manufacturers are responding to decreased levels of activities with trading partners 

not only by cutting costs, but also by curtailing their supply-chain operations and waiting for 

consumers and retailers to start buying again. They are incorporating a standards based 

approach to product identification and data capture in their "four walls" applications locally, 

like asset management, work-in-process flow, and yard management. More important, they are 

planning ahead for working with their trading partners, thinking globally by implementing data 

sharing with partners everywhere across their operations and supply chains, so they have 

actionable visibility achievable through standards. 
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3.3. Reverse Logistics 

The purpose of the reverse logistics process is to ensure that products/materials are returned 

from the user to the producer in order to be recycled, reused or reconditioned. In reverse 

logistics the chain is covered in the opposite direction. Reverse logistics therefore denotes a set 

of planning, execution and flow control measures for raw materials and finished products, with 

the aim of recovering and recycling those products or materials. Standardized reusable 

containers, good warehousing layouts, and easy information access reduce storage and retrieval 

delays which lead to savings in operating costs whilst being environmentally sound (Wu, and 

Dunn, 1995). Logistics involves a whole range of activities, including collection, sorting, 

processing and reconditioning. Returns management embraces: returns at the end of a product’s 

life, commercial returns (leasing, mail order, B2C), contractual returns, returns under warranty 

(faulty goods), production waste and scraps, and “functional” returns, such as packaging to be 

reused for the same purpose (containers, packaging). Reverse logistics used to be the preserve 

of distributors of newspapers and magazines (products which have a very limited life span)  

and mail order distributors (covering products not wanted by consumers). Manufacturers have 

a variety of options to contribute to the improvement of the environment. Through proactive 

initiatives, current processes can be utilized to create efficiencies that both protect the 

environment and positively impact the bottom line. While this may seem to be a daunting task, 

in most cases, green initiatives can be implemented relatively easily by altering existing repair 

and refurbishment operations through recycling and other programs.  

Here are six tips for creating a "green" program: 

1. Create generic, less expensive and lighter packaging for refurbished goods. 

2. Utilize biodegradable packaging, made from recycled material. 

3. Sort recyclable materials as specific as possible to maximize volume and revenue. 

4. Work with regional recycling experts to reduce transportation costs. 

5. Recycle material in a timely manner to maximize market viability. 

6. Educate and encourage the entire organization to contribute to "green" causes. 

3.4. Supply chain efficiency 

Organizations are integrating their supply chains to reduce operating costs and improve 

their customer service (Walton et al., 1998). Companies do not often change their businesses 

processes and it is this attitude allows inefficient processes to continue unabated causing 

unnecessary waste and pollution. The most commonly perceived enemy to environmental 

protection is manufacturing and production operations. That is, manufacturing and production 

processes are viewed as the culprits in harming the environment, in the forms of waste 

generation, ecosystem disruption, and depletion of natural resources (Fiksel, 1996). Many 

companies that have been through this exercise have identified processes where raw materials 

were wasted; resources underutilized and unnecessary energy used due to inefficient 

equipment. Successful supply chain management is an iterative process that evaluates the 

cost/benefit trade-offs of operational components. The success of effective supply chain 
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management is only as good as the ability to properly execute it for the benefit of all 

stakeholders of the supply chain. A great supply chain, linked with a process of operational 

excellence, can provide success for the manufacturing company and also its partners, suppliers 

and customers. A centralized distribution model can also create further efficiencies. While this 

may not be feasible for all manufacturers, centralizing operations enable asset consolidation, in 

addition to streamlining the test, repair and refurbishment process. Product companies can adopt 

a number of business strategies that serve the dual purpose of environmental stewardship and 

improving business results. 

 Adopt lean materials management. 

 Use more recycled materials. 

 Redesign products to weigh less. 

 Reduce packaging content. 

 Model the environmental impact of your product. 

 Model the health and well-being impact of your products. 

 Buy local to reduce carbon footprint. 

3.5. Corporate Responsibility 

Green initiatives are tied to the larger issue of corporate social responsibility (CSR),  

the idea that companies have obligations not just to their investors but also to their stakeholders, 

society, and the environment. Many corporations driven to comply with increasing government 

regulations and pressure from shareholders are turning to the International Organization for 

Standardization (ISO) for guidance with implementing green and CSR programs. Similar to the 

ISO 9000 standard for quality, the ISO 14000 standard for environmental management systems 

(EMS) establishes best practices and benchmarks for green initiatives, and the ISO 26000 

standard for corporate social responsibility establishes a framework for the development of CSR 

standards. Government agencies and companies concerned with sustainability issues will adopt 

these standards and ask their suppliers and vendors to follow suit. The green strategy is also 

aligned with the government contract compliance initiatives and company’s corporate social 

responsibility initiatives. Today the mission of each firm is to operate their business in the most 

environmentally-friendly way. This includes: 

 Establishing a green product offering from key vendors for national distribution and 

clearly identifying those products in their marketing materials, including their catalog 

and web site. 

 Purchasing green products from their suppliers. 

 Reducing waste and recycling & reusing materials at every opportunity. 

 Reducing their electrical energy consumption. 

 Designing distribution routes to minimize fuel consumption. 

 Encouraging car pooling and responsible business travel. 

 Repairing rather than throwing away whenever possible. 
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 Receiving electronic POs, invoices, and other business documents from vendors and 

customers whenever possible. 

 Encouraging their customers to sign up for Electronic Invoicing via fax, email,  

or the web to reduce paper usage. 

4. Gaining sustainability through green supply chain management 

Sustainable development is development that meets the needs of the present without 

compromising the ability of future generations to meet their own needs. Implementing  

a sustainable development approach within a company is a horizontal task, inasmuch as it 

impacts on almost all the company's functions. Green is a subset of the broader world of 

sustainability. Sustainability incorporates endeavors such as fair labor practices, human rights, 

and community responsibility, while green includes things that impact the environment. 

Companies are considering redesigning their long and complex supply chains to reduce 

transportation costs and the associated carbon footprint generated by moving goods long 

distances. In the next several years we will be hearing more about Supply Chain Sustainability 

or the Green Sustainable Supply Chain. A Green Sustainable Supply Chain can be defined as 

"the process of using environmentally friendly inputs and transforming these inputs through 

change agents whose byproducts can improve or be recycled within the existing environment. 

This process develops outputs that can be reclaimed and re-used at the end of their life-cycle 

thus, creating a sustainable supply chain." The whole idea of a sustainable supply chain is to 

reduce costs while helping the environment. Many people would argue that being 

environmentally friendly increases your costs.  

5. Conclusion 

Businesses can position themselves anywhere along the spectrum of the green chain, from 

complying with regulations and choosing equipment like bio-diesel engines or low-energy-

consuming light bulbs for their facilities. They can position themselves to move ahead of the 

curve and be at the forefront in shaping and fixing the environment by redesigning the overall 

network by pushing for new regulations, developing new products, and beginning to redesign 

their supply chains to include suppliers and transportation mode selections. There are many 

ways in which businesses can transit to a green supply chain; however, it is important to realize 

that it is difficult to achieve results without strong focused leadership. Senior management has 

to lead the effort to move towards a green supply chain and provide the resources for the 
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transition. Many businesses have documented an intent or plan to implement a green supply 

chain, but without the necessary resources, both financial and manpower, any impact will be 

minimal. In the future, companies will be moving to a sustainable supply chain. The harsh 

reality is that we need to change what we are doing from a supply chain standpoint in order to 

ensure that future generations will have resources to use in their lifetime. The benefit of 

implementing a green sustainable supply chain is that we can improve the profitability of our 

company and help the environment. Green can not only be profitable but also become necessity 

to pay our dues for the concern of environment at large. Being at one end or the other of the 

spectrum is not necessarily good or bad, it is just different depending on the dynamics of  

a particular business. 
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THE IMPORTANCE OF RFID TECHNOLOGY IN LOGISTICS 4.0  1 

IN THE AUTOMOTIVE COMPANY 2 

Ryszard BARCIK 3 

University of Bielsko-Biala; rbarcik@ath.bielsko.pl, ORCID: 0000-0002-8825-7251 4 

Abstract: The article provides the reader with information on the role of automatic radio 5 

frequency identification technology – RFID in improving work in an automotive company's 6 

warehouse. The evolution of the RFID method is described and the system construction is 7 

characterized. Moreover, the areas in which RFID is applied are expounded upon. The benefits 8 

of the RFID technology in the automotive company's warehouse are also pointed out. as well 9 

as its importance for improvement of warehouse operations.  10 

Keywords: RFID Technology, Logistics 4.0, Automotive Industry. 11 

1. Introduction 12 

The complexity of the tasks facing modern logistics resulting from the growing competition 13 

on the market and the constantly expanding customer requirements, as well as the 14 

internationalization of business are just some of the challenges that almost all enterprises face 15 

today. However, no company can stay in business if it does not overcome potential and actual 16 

logistics problems. 17 

The condition for success in modern logistics is the implementation of modern technologies. 18 

There is, therefore, a need to advance the introduction of comprehensive and innovative 19 

solutions ahead of time, not as a remedial action. Sometimes such changes are revolutionary 20 

and not evolutionary. One of such solutions is applying the technology of automatic radio 21 

identification – RFID. The implementation of RFID in the automotive industry has brought  22 

a number of benefits and greatly facilitated warehouse work through the speed of reading data, 23 

thereby saving time and eliminating human error.  24 

The aim of the article is inform the reader of the characteristics and background of RFID 25 

technology.  26 
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2. The evolution of RFID system 1 

The idea of automatic identification of goods was brought to life in the 1930s, but it was 2 

necessary to wait around 40 years for its dissemination, when the growing need for improving 3 

trade have accelerated standardization work. Indeed, the first goods marked with an individual 4 

code appeared in American supermarkets in 1974.  5 

Although the history of RFID began in 1948 with the development of the concept of passive 6 

RFID systems, in the 1980s, the technology developed to the point of being extensively used in 7 

the areas of personal access, animal identification, regulation of tolls and identification of 8 

luggage at airports. The 90s of the twentieth century was the period in which RFID became part 9 

of everyday life and a business commonality. Standardization activities, ensuring wider use of 10 

RFID, were, however, taken only in 2000. Well-known global companies that now implement 11 

RFID technology for electronic product labeling include: Wal-Mart, Target, Albertsons, Metro, 12 

Tesco, Max & Spencer, Procter & Gamble and Gilette (Niemojewski, 2007). Currently, RFID 13 

finds wider and wider applications in logistics, public transport and security systems, as well as 14 

in the electronic payments market. RFID technology will replace in the near future the bar code 15 

system for marking goods, which will increase the efficiency of transport, storage and the 16 

process of selling goods. The huge potential that this technique can give is quickly noticed. 17 

Modern radio frequency identification (Radio Frequency IDentification) technology is used 18 

to automate numerous processes in various areas of the economy – in public administration,  19 

in industry, commerce, science and medicine, for example (Gotfryd, Jankowski-Mihułowicz, 20 

Kalita, 2011). Accordingly, this technology will redefine the entire existing supply chain by 21 

including 'intelligence'. If products are equipped with RFID tags and there are readers at every 22 

stage of the supply chain, the paths of these products through this can be mapped out and 23 

bottlenecks removed. 24 

Radio frequency identification technology is a cross-cutting technology that is considered 25 

the next wave of IT revolution. RFID supports innovation, economic growth and global trade 26 

in the same way as IT. However, RFID technology is still in the initial implementation phase. 27 

Researchers agree that the adoption and dissemination of RFID is not yet fully understood and 28 

understood.  29 

3. RFID construction 30 

The central element in RFID technology that accelerates its further rapid development and 31 

use is the electronic product code EPC (Electronic Product Code). The Electronic Product Code 32 

is a kind of serial number, unique on a global scale, which can be described as the successor of 33 
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the standard bar code. It is used in conjunction with an RFID system and it is a coding scheme 1 

that allows unique identification of individual objects, such as individual goods, pallets, 2 

packages and boxes. By marking the product with a number (which usually takes place in the 3 

form of a sticky label, the so-called ‘tag’), it is possible to identify the location of each product 4 

within the supply chain. RFID tags are microchips that store and send data. Such a tag consists 5 

of three parts: a chip, an antenna and a packaging (a paper label, a glass capsule or a piece of 6 

plastic) that connects the other elements. The information is read in a wireless way, at a distance 7 

of several centimeters, to even meters from the reader (Bucharski, 2005). 8 

 9 

Figure 1. Construction of RFID chip. Adapted from: http://rfid.zone/. 10 

The microchip is equipped with several hundred bits of memory potential and the data 11 

saved, includes above all, a unique number that refers to a specific user’s database. To read this 12 

data from the RFID tag, an RFID reader is needed. When the antenna receives the signal 13 

(electromagnetic energy) from the reader's antenna, it sends a feedback signal in the form of 14 

radio waves containing information on the content of the microchip memory. The electronic 15 

reading and writing of data using radio technology is carried out by means of data exchange 16 

between the label and the tag (otherwise known as a ‘transponder’). The reader then transfers 17 

the data obtained in this way to the device in which they will be stored. This device can be,  18 

for example, a system computer (Palonka, 2007). The structure of the RFID system consists of 19 

several basic elements. They are presented in the figure below. 20 

 21 

Figure 2. Elements of RFID system. Adapted from: Milanowicz, 2012. 22 

The crucial element of RFID is the tag, i.e. the transponder. It has a miniature form and is 23 

placed on individual products or packaging. The tag contains a reference to the manufacturer's 24 

database or the distributor of a specific product. The information about the product and its 25 
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routing can be supplement and edited. The transponder can transmit this information on coded 1 

demand. Each tag is built from memory (so-called memory tags) or from memory and processor 2 

(tag tags), and includes an antenna that allows data transmission and which is usually placed on 3 

the tag isolator layer (Juszka, Janosz, Tomasik, Lis, 2013). 4 

 5 

Figure 3. Construction of the tag identifier in the RFID system. Adapted from: Juszka, Janosz, Tomasik, 6 
Lis, 2013. 7 

The data acquired through the transponder is transferred to the reader. In turn, the reader 8 

also performs a number of tasks, which include, first of all, issuing various commands related 9 

to the collection and storage of data to transponders. The principle of operation of the reader is 10 

that it receives data sent by the transponder, and then decodes it and transmits it to the system 11 

computer. It should be added that there are both fixed readers, for example, placed  12 

in the warehouse gate, mobile readers on forklifts, as well as those held by employees (Kanicki, 13 

2012). The last element of the RFID system is a computer with software that contains the 14 

operating system necessary to run an application related to the functioning of the RFID system 15 

and the reception of data transferred by the tag via the reader. Such communication between 16 

individual RFID elements and the computer is possible thanks to special controllers. 17 

 18 

Figure 4. The method of data transfer in RFID technology. Adapted from: https://www.bankier.pl/ 19 
wiadomosc/Historia-i-dzialanie-technologii-RFID-1985822.html. 20 
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4. Areas of RFID Applications 1 

RFID technology can be used to identify and to track movements, as well as to enable 2 

detection and the counting and sorting of various products and objects. RFID tags are placed  3 

in contactless entry cards, e.g. to the premises of some company, in all kinds of access cards to 4 

specific rooms, e.g. in hospitals or in systems recording work time. In many hypermarkets  5 

(e.g. Empik), very small RFID tags are hidden in products so that when the product is illegally 6 

removed, hence, bypassing the cash register, they inform the control gate, and as a result act as 7 

security against theft. 8 

Logistics is one of the most important applications of RFID technology. This results from 9 

many premises, which include, above all, the ever-growing information needs of logistics 10 

supply chains. This information is one of the most important elements of managing individual 11 

operations and logistics processes, because efficient flows of this information enable 12 

establishing connections between the company and suppliers, as well as integrating activities 13 

undertaken by the sphere of supply, production and distribution.  14 

RFID systems are already widely used in security and access control in industrial logistics, 15 

in the identification of measuring samples or materials in research processes. Due to the 16 

multiplicity, diversity and complexity of factors affecting the operation of the RFID system, 17 

"the area of correctness of routing and activity are the most useful parameters that determines 18 

the possibility of widespread use of radio identification of objects in automated processes” 19 

(Gotfryd, Jankowski-Mihułowicz, Kalita, 2013). 20 

The new technology also arouses great interest in trade. Indeed, retail chains use the 21 

technology on a large scale and are the main driver of its development. For example, one of the 22 

biggest American retail chains, Wal-Mart, has committed its suppliers to implement RFID 23 

codes in items supplied. For a company whose employees read codes per annum from over  24 

5 billion packages, even the minimum reduction of time required for this operation means 25 

millions of dollars saved for the company (Ochab, 2004). This technology is also used to 26 

improve the flow of traffic. For example, in New York, there is an RFID based system that 27 

transmits data on vehicle speed to the Traffic Management Center and when it is too low, traffic 28 

lights are adjusted to eliminate congestion (Jakubski, Życiak, 2009). 29 

The largest global carriers and logistic companies have also been working on projects using 30 

the discussed system. Delta Airlines has become interested in it, and in the Delta Airline system, 31 

travel luggage is marked and routed by electronic tags in order to completely eliminate the risk 32 

of loss or misplacement. 33 

RFID is also recently been implemented in the aviation manufacturing industry. One aircraft 34 

manufacturer is working on an RFID system to identify components. These may include 35 

information on when and why it was repaired and how long it has been used. During routine 36 

reviews, these data will be read and updated by ground staff. This will improve the maintenance 37 
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process of components and reduce errors that occur when analogous information is registered 1 

manually. 2 

While RFID technology has been known for several decades, its use on a larger scale began 3 

only when electronics were developed to the point of sufficient miniaturization and affordable 4 

cost (to the point of throw-away cheapness). Currently, RFID is the fastest growing technique 5 

in automatic identification. In addition, its wide application in everyday life makes it one of the 6 

most important trends in global IT (Bucharski, 2005). 7 

Using it logistically primarily leads to improved deliveries. This is due to the fact that the 8 

automation of the process of obtaining data on products located in warehouses or on store 9 

shelves allows to eliminate any discrepancies in deliveries. In addition, it positively affects the 10 

reduction of mistakes when planning these deliveries, which in turn significantly translates into 11 

a reduction in financial losses, as well as the time needed to implement them. In the planning 12 

process, RFID contributes to ensuring the continuous availability of the assortment, which is 13 

achieved due to the constant control of the level of inventory in warehouses. As a result,  14 

it is much easier to find out which products are running out, and, therefore, which should be 15 

ordered, and which are in sufficient quantity to meet customer demand (Orłowski, Kaczan, 16 

Staszak, Tomaszuk, 2008). 17 

5. Implementation of RFID technology in the motorization company 18 

The company under study is a production company in the automotive industry. TI Poland 19 

is part of the TI Automotive group and specializes in the production of brake and fuel metal 20 

tubing, pumps and fuel pump modules and the assembly of plastic fuel tanks. 21 

Due to the specifics of the performed activity, storage-type warehouses have become  22 

an indispensable part of the production system. The warehouse space of TI Poland amounts to 23 

a total of 10,300 sq m. It consists of two external warehouses with an area of 3,200 sq m, where 24 

molds for the production of tubing and castings, as well as parts needed for machine 25 

maintenance are held. Three internal warehouses hold component and raw materials,  26 

and finished assemblies. The warehouse structure is as follows: pipe warehouse, packaging 27 

warehouse, mold and parts warehouse, component warehouse, finished goods warehouse. 28 

From the start materials warehouse, packaging and forms, as well as from the technical 29 

warehouse, materials are transferred for further production. The finished product warehouse 30 

fulfills the function of accepting, storing and dispatching final products to potential recipients. 31 

The logistics department oversees both warehouses. The staff consists of fifteen people 32 

involved in picking, unloading and loading pallets, securing products ready for shipment and 33 

moving packages. The warehouse manager is the direct warehouse management body.  34 
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The positive influence of RFID on the storage process is visible primarily in the way of 1 

loading and transporting containers and palleted goods to and from the warehouses, which are 2 

done through RFID gateways. Thanks to these gates, all tags that are on individual packages 3 

are read, which significantly shortens the time of the storage operations. Previously, it was 4 

necessary to introduce each item separately into the system. Interestingly, in the most advanced 5 

RFID technologies, it is possible to scan up to 400 transponders simultaneously, which can 6 

undoubtedly improve the work of the warehouse, because a few seconds are saved on scanning 7 

each pallet. It follows that RFID impact on a large scale of activity can reclaim up to several 8 

days within a year. 9 

 10 

Figure 5. Application of RFID in the storage process. Adapted from: Milanowicz, 2012. 11 

Companies commonly use a defective control system, or do not have it at all. What system 12 

is used is most often based on manual counting of all elements, using paper forms or Excel, 13 

input being manual, and date gained by scanning barcodes with a mobile reader (at best).  14 

The lack of automation of these processes leads to poor record-keeping and, as a consequence, 15 

to losses. This situation also took place in the discussed company (TI Poland). Before the 16 

implementation of the current technology, items were bar-coded and manually scanned. Often, 17 

discrepancies occurred, notably in the transfer of raw material - especially in that information 18 

was manually loaded into the computer. This also wasted time, and it is known that in order for 19 

the warehouse to work well, all documentation must be dealt with efficiently. The situation was 20 

similar when taking delivering of raw material. During unloading, the warehouseman was 21 

tasked with accurately counting containers, covers, pallets and palleted goods, filling-out 22 

shipping forms when doing so. The data was then cross-referenced with the shipper and the 23 

delivery documentation. Unfortunately, there were lots of discrepancies and delays in this area. 24 

It turned out that, to counter delay, with large deliveries, warehouse workers did not always 25 

count all packages or approximated. Containers were often returned not fully unloaded,  26 

and palleted boxed materials were unpacked and repacked. A frequent problem was delays on 27 

the warehouse dock, delays in the forwarding of items, and delays in return of pallets and 28 

shipping containers. This loss of control generated more and more costs for the company, hence 29 

the problem was researched and RFID technology implemented – firstly as a trial. Herein, only 30 

goods to be shipped to three selected customers were tagged, those with whom there was always 31 

the biggest problem when it comes to returning pallets and containers. In comparison with the 32 

process used with other clients and with previous activity, the trial proved successful.  33 
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The process is as follows. The tag (chip) mounted on a given item, in this case on the 1 

returnable packaging, is picked up by a reader located in the data collector or in the RFID 2 

gateway, and stored in the system. This process takes place remotely. There is no need to scan 3 

or manually input data. The readers can detect up to several hundred objects in their 4 

environment and immediately transfer data to a computer via Wi-Fi or LAN, hence palleted 5 

goods need not be broken open. A well-constructed database of a warehouse program and  6 

an RFID system coupled with it will indicate if there is anything missing or even the ownership 7 

of pallets or containers. By way of RFID systems, it is possible to control not only the inventory, 8 

but also the location and return dates of borrowed/returned returnable packaging. In the case of 9 

non-compliance with contracts, it is exactly known which of the contractors is responsible for 10 

losses. Thanks to such a solution in the system, it is clearly evident of what products are at 11 

which stage of transport, while admission and issue processes are accelerated, labor 12 

consumption is minimized, the number of mistakes is limited and data is verified at the initial 13 

stage of the supply chain. The identification process is therefore instant, which greatly affects 14 

the warehouse, as it speeds up its efficiency. 15 

The replaced process did not perform well due to lack of detailed identification of entries 16 

and exits. The discussed program combined with the RFID system introduces to the company 17 

orderly transaction and a clear and detailed database of all material and container movements 18 

taking place in the company. Hence, bottlenecks or breakdowns can be quickly identified and 19 

remediated. Although the exact effects of full implementation of the new system in the 20 

organization will have to wait a bit longer due to the fact that the project is still in the 21 

experimental stage, great benefits are already noticeable. 22 
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Abstract: The publication shows the research results in the field of conflicts arising within the 5 

framework of process management in selected manufacturing enterprises. The purpose of the 6 

research was to find answers to two questions: 1) what are the most frequent conflicts in process 7 

management? 2) when conflicts are the cause of success and when process management fails? 8 

In the course of the research, methods were used, which included the literature studies, surveys, 9 

analysis and synthesis. The findings of the research were used to formulate recommendations 10 

on how to resolve conflicts in process management. 11 

Keywords: types and causes of conflicts, conflict management, process management. 12 

1. Introduction 13 

Process management is currently one of the most extensively discussed concepts in theory 14 

and in practice. The implementation and use of such a concept requires complex changes to be 15 

made, including many elements of the process management system, focused on improving the 16 

efficiency and effectiveness of business activities in today's dynamic and competitive 17 

environment. 18 

The application of the process management concept is also related to chances for improving 19 

the operations of Polish hard coal mining enterprises. For this reason, a model of a process 20 

management system for these enterprises has been developed (Bijańska, and Wodarski, 2019). 21 

For the development of guidelines for its implementation and use, research was conducted in 22 

other manufacturing enterprises, characterized by knowledge and experience in the field of 23 

process management. In the course of these studies it was observed that the management of 24 

these enterprises emphasised the issue of conflicts. It was noticed that managers indicated 25 

different types and causes of conflicts, and that the appearance of conflicts was perceived and 26 

treated differently by them, which resulted in defining the conflict as a source of successes or 27 

failures in process management. This was the basis for an in depth research on conflicts in 28 

process management aimed to address the following two research questions: 29 
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1) Which conflicts are most frequent in process management? 1 

2) When conflicts are the cause of success and when process management fails?  2 

This publication summarizes the most significant research findings in this area. 3 

2. Research methods 4 

The research was conducted in three stages, in which different research methods were used. 5 

In the stage I, the literature study was conducted on the types and causes of conflicts,  6 

as well as views on conflicts and ways of responding to their occurrence.  7 

In the stage II, a questionnaire was prepared and a questionnaire survey was conducted with 8 

the management of selected production enterprises. 9 

In the stage III, based on analysis and synthesis of research results obtained in stages I  10 

and II, recommendations on how to cope with conflicts in process management in order to 11 

achieve effectiveness and efficiency of the application of this management concept were 12 

presented. 13 

3. Results of the research 14 

Stage I of the research 15 

The literature on process management so far has shown that the implementation and 16 

functioning of this concept in enterprises encounters many issues and barriers, including 17 

conflicts (Bitkowska, 2013; Bitkowska, et al., 2011; Grajewski, 2007, 2009, 2012; Kraśniak, 18 

2009; Maciejczyk, 2011). It should be emphasized, however, that no detailed and 19 

comprehensive considerations were presented concerning types and causes of conflicts in 20 

process management, as well as views on conflicts and ways of responding to them by 21 

management. This is why the literature on the occurrence of conflicts has been reviewed. 22 

In the search for answers to the first research question, it was concluded that there are many 23 

types of conflicts presented in the literature, depending on the criterion chosen. In the context 24 

of the process management concept, the dimensional criterion, taking into consideration the 25 

parties to conflicts, is of major importance (Cowling, and Mailer, 1990; Karney, 1998; Retter, 26 

2005; Wojtoszek, 2014; Omisore, and Abiodun, 2014). The following conflicts can be 27 

distinguished here: 28 

  29 
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 individual, caused by internal tension in the employee, 1 

 interpersonal, caused by tension between two or more employees, 2 

 inter-group, caused by the competition of groups in the enterprise. 3 

These conflicts can take various forms (Stoner, and Wankel, 1997), including: 4 

 evident, when employees openly manifest the causes and objectives of conflicts, 5 

 hidden, when the causes of conflicts are not revealed or are indirectly revealed, 6 

 organised, when conflicts take place according to accepted rules, 7 

 not organised, when conflicts are spontaneous. 8 

Christopher Moor's 'Circle of Conflict' (Moor, 2012) is also crucial in considering the types 9 

of conflicts that may be related to the implementation and application of process management. 10 

It distinguishes between five types of conflict, which are caused by specific causes. Especially 11 

these are: 12 

1. Data conflicts that arise as a result of the lack, limitation or discrepancy of information 13 

available to the parties (conflict participants), which may be due to different methods of 14 

data collection, processing or interpretation. These conflicts are usually accompanied 15 

by mutual accusations of concealment, manipulation of information or intentional 16 

misrepresentation; 17 

2. Relationship conflicts which are associated with the negative attitude of employees, 18 

especially with negative emotions arising in situations of disagreement or 19 

misunderstanding. They often have no objective reasons and may be triggered by 20 

misperceptions, stereotypes, bad communication, revengeful behavior and clashes of 21 

opposing personalities, and temperaments. These conflicts are usually characterized by 22 

unfriendly atmosphere and disturbances in cooperation; 23 

3. Values conflicts which are caused by different behaviors and attitudes of employees, 24 

resulting from the system of values adopted by them: ideology, ethical and religious 25 

principles, but also habits and preferences. The strength of these conflicts is enhanced 26 

by the exposure of one's own values without any attitude of tolerance towards values 27 

respected by the other party. These conflicts are among the most problematic to resolve 28 

in practice; 29 

4. Conflicts of interest, which are associated with an impediment of the ability to meet 30 

specific needs. They concern interests: 31 

- material (e.g. unequal distribution of resources, money or goods), 32 

- procedural (e.g. rules defining the allocation of promotions, awards), 33 

- psychological (e.g. trust, respect, security, justice); 34 

5. Structural conflicts that arise from the structure of the situation in which employees are 35 

placed. They often occur as a result of organizational changes, improper coordination 36 

of teams, new or unclear tasks, duties and competences for particular positions, time 37 

pressure (a barrage of tasks or problems), or poor communication. These conflicts may 38 

be the starting point for conflicts of relations, data or values. 39 
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In search of answers to the second research question, it was found that in the literature views 1 

on conflicts and ways of responding to their occurrence by management are most often 2 

described in evolutionary terms (Robbins, and DeCenzo, 2002; Kisielnicki, 2005; Robbins,  3 

and Judge, 2012). 4 

The first view is related to the classical school of management. It implies that conflicts are 5 

bad because they only have a negative impact on the organization and are a sign of insufficient 6 

communication, lack of openness and trust between people and managers' inability to manage. 7 

In this view, managers should avoid conflicts and prevent their arising and disclosure. 8 

The second view is associated with the school of interpersonal relations. It is based on the 9 

full acceptance of conflict as an unavoidable and not necessarily harmful occurrence, as conflict 10 

can be a source of change and a solution to problems. In this view, managers should reduce the 11 

negative effects of conflicts and strengthen the positive ones. 12 

The third view is connected with modern management theory. It stipulates that conflicts are 13 

a positive force and are essential for the enterprise to function efficiently. Within this view it is 14 

recommended to apply the concept of conflict management, under which managers should 15 

skillfully stimulate conflicts in order to force employees to take a specific attitude, creativity, 16 

innovation and initiative (Rummel-Syska, 1990; Buhler, 2002; Ratajczak, 2007; Bieniok, 17 

2011). According to this view, the role of the managerial staff is to ensure that an appropriate 18 

level of conflict is maintained, at which the enterprise functions best. It is thought that too low 19 

a level (intensity) of conflict in an enterprise inhibits its effectiveness as a result of stagnation, 20 

while too high a level leads to chaos, distraction, antipathy and thus contributes to a decrease 21 

in effectiveness (Pocztowski, 1998; Penc, 2000; Hatch, 2002). Maintaining an appropriate level 22 

of conflict requires conflict management skills with particular emphasis on constructive conflict 23 

resolution. 24 

It must be highlighted that although the views presented were dominant in the literature at 25 

various times, all of them still occur in real enterprise situations. It is thought that regardless of 26 

the recommendations presented in the management science, each person presents a specific, 27 

relatively stable attitude to conflict and a corresponding way of responding to its occurrence, 28 

which is related to his or her personality. In psychology, personality is a theoretical construction 29 

that enables one to assess the functioning of a person from the point of view of his or her ability 30 

to adapt to the environment. In considerations of personality, its traits are accentuated: 31 

extroversion, kindness, conscientiousness, emotional stability, and openness to experience.  32 

It has been proven that these traits are of a vital role in explaining individual human behaviors 33 

such as control placement, Machiavellianism, self-esteem, self-control and risk taking (Bolton, 34 

1986; Witkowski, 1999; Robbins, and DeCenzo, 2002). The way people behave is also 35 

influenced by their temperament. It is described as a set of relatively constant characteristics of 36 

behavior and action, enabling qualification of people to types such as: 1) sanguine, balanced 37 

and active type, 2) phlegmatic, strong, balanced and slow type, 3) choleric, unbalanced and 38 

stimulated type, violent, 4) melancholic, weak, passive type. The indicated personality traits 39 
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have an influence on the behavior of people in conflict situations. As a result of research 1 

conducted in this field, five basic ways of responding to conflicts were identified (Dąbrowski, 2 

1991; Chełpa, and Witkowski, 1999; Munduate, et al., 1999; Quinn, et al., 2007). These 3 

methods, called styles of behavior, were determined in relation to the assertiveness of people 4 

and their attitude towards cooperation. It is assumed that assertive people are characterized by 5 

self-confidence, decisiveness, striving to achieve their goals, determined behavior, without fear 6 

and hesitation or aggression. However, cooperation is manifested in the cooperation for 7 

accomplishing outcomes that are beneficial for both sides, despite the fact that in a given 8 

situation one can accomplish outcomes that are beneficial only for one’s self. Assertiveness and 9 

cooperation are independent traits, each person can be characterised as more or less assertive 10 

and more or less cooperative. The combination of these qualities determines the specific ways 11 

people react to conflicts. In particular: 12 

1) Low assertiveness and low cooperativeness lead to a reaction called avoidance.  13 

People with such traits withdraw from conflicts, consciously fail to notice their 14 

existence (e.g. by deliberately dealing with other issues), diminish the importance of 15 

conflicts (e.g. convincing themselves and others that it is not a problem), try to wait it 16 

out, avoid confrontation, ignore conflicts in silence because they do not want to prove 17 

their own reasons or consider the views of the other party. This type of reaction derives 18 

from the belief that conflicts are a threat and that fear and emotional tension connected 19 

with it are so strong that they decide to withdraw from the conflict; 20 

2) Low assertiveness and high cooperativeness lead to a reaction known as submission. 21 

People with such traits are able to give up their own views, objectives and interests. 22 

Conflicts are treated as a threat to the harmony and stability of the desired cooperation, 23 

so they give way to the other party, adapt to their views, objectives and interests and 24 

neglect their own; 25 

3) Average assertiveness and average cooperativeness lead to a compromise reaction. 26 

People with such traits accept the possibility of giving up part of their interests to others, 27 

while at the same time trying to gain some benefit by giving the other party the right to 28 

part of them. Compromise is then based on the belief that agreement is feasible if 29 

everyone is satisfied with achieving only part of their own needs and goals and giving 30 

up part of it; 31 

4) High assertiveness and high cooperativeness result in a reaction called cooperation. 32 

People with such traits cooperate with each other. They look for constructive solutions 33 

to build good relations and cooperation, while at the same time seeking to satisfy their 34 

own interests and those of the other side to the fullest. The cooperation aims to find the 35 

best solution for each of the parties. People who solve conflicts in this way usually 36 

strengthen their relationships and are able to achieve their goals and high performance; 37 

  38 
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5) High assertiveness and low cooperativeness result in a reaction called competition. 1 

People with such traits fight, compete with each other, are ambitious in resolving the 2 

conflict to their advantage, have a strong desire to prove the superiority of their own 3 

interests over those of the other party, strive to achieve all their own goals and needs, 4 

but at the expense of the other party. 5 

The way in which people respond to conflict can be identified through research based on 6 

appropriate tests, the most famous of which is the ThomasKilmann questionnaire 7 

[https://kilmanndiagnostics.com/]. 8 

In short, on the basis of the presented considerations with regard to views on conflicts and 9 

ways of responding to their occurrence, a thesis can be formulated that conflicts can be a cause 10 

of success when the management treats them as a natural and necessary occurrence, which 11 

contributes, among other things, to solving organizational problems and stimulates the activity, 12 

involvement and creativity of employees. In order for conflicts to be a cause of success, 13 

management must have knowledge of how employees react to conflicts. This knowledge should 14 

be the basis for conflict management, the essence of which is the active influence of the 15 

management on conflicts, particularly the identification of conflict situations, as well as the 16 

selection and application of appropriate strategies and methods of conflict resolution.  17 

The literature includes many of them, indicating the conditions of application depending on the 18 

level of conflict intensity (Kłusek-Wojciszke, 2012). The author of this publication first and 19 

foremost considered those strategies and methods that may be used to constructively resolve 20 

conflicts, so that they can be a cause of success. Hence, on the basis of the analysis and synthesis 21 

of the considerations presented in the literature, a thesis can be formulated that conflicts can be 22 

a cause of success when employees treat them as a problem to be solved in the course of 23 

compromise, cooperation or competition. With regard to such employees, three strategies can 24 

be applied within the framework of conflict management, supported by methods of negotiation, 25 

mediation, arbitration (Mastenbroek, 1996; Chełpa, and Witkowski, 1999; Kłusek-Wojciszke, 26 

2012). In particular, with regard to employees who respond to a conflict in a manner defined 27 

as: 28 

1) Compromise a strategy called lose-lose can be applied. This strategy should not be seen 29 

in a negative light, as its name is derived solely from the fact that, when it is applied, 30 

the parties involved in the conflict give up some of their expectations they make 31 

concessions, but in order to reach an agreement and the resulting benefits for both 32 

parties. This strategy can use negotiations aimed at reaching an agreement between the 33 

parties to the conflict, which requires sacrificing by both sides, because both sides are 34 

losing something in order to gain something; 35 

2) Cooperation a strategy called win-win can be applied. The idea behind this strategy is 36 

to bring about an exchange of views and information in order to find the best integrating 37 

solutions, which both sides of the conflict are content with. Mediation can be used in 38 

this strategy (Posthuma, at al., 2002; Wood, 2004; Bercovitch, 2006). The mediator is 39 
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an intermediary whose role in conflict resolution is to create favourable conditions for 1 

reaching a consensus. Consensus determines the agreement between the parties to the 2 

conflict it is therefore a generalized, common position and the best conflict solution 3 

achieved in the course of communication; 4 

3) Competition a strategy called win-lose can be applied. The essence of this strategy is to 5 

lead to the resolution of a conflict in favor of one side. In this strategy, arbitration can 6 

be used, as long as the chosen arbitrator (e.g. specialist, expert) is an authority for the 7 

parties and they respect his or her opinion. An arbitrator, on the basis of the information 8 

obtained, without the participation and possibility of influencing the parties, resolves  9 

a conflict for the benefit of one of them. 10 

Correct use of the indicated strategies and methods should have a positive impact on the 11 

functioning of the enterprise, and in the context of the process management concept, on its 12 

effectiveness and efficiency. This impact should be defined as an impact: 13 

 motivational, because conflicts force the parties involved in them to be active, engaged 14 

in the implementation of tasks set before them, counteracting apathy and routine, 15 

 innovative, because conflicts call for change and the confrontation of different opinions 16 

can bring new, often better solutions, 17 

 identification, because employees in conflict situations are conscious of their own 18 

attitudes, values recognised by them, and also observe differences in the attitudes of 19 

others, which enables rational management of their behavior (Kisielnicki, 2005). 20 

The abovementioned strategies shall not be effective when employees react to conflicts in 21 

a way defined as avoiding or submitting to them. In such situations, conflicts can be a cause of 22 

failure, so conflict management should be based on extinction and adjustment strategies that 23 

support the use of traditional methods, such as ignoring, reorienting and separating (Kłusek-24 

Wojciszke, 2012), directed at reducing the level of emotional tension associated with conflict. 25 

Stage II of the research 26 

Based on the results of the literature study, a questionnaire was prepared for the survey 27 

(Table 1). It consists of 12 questions: 28 

 from 1 to 3 are aimed at obtaining answers to the first research question,  29 

 from 4 to 12 are aimed at obtaining answers to the second research question. 30 

Table 1. 31 
Sample of the survey questionnaire 32 

When placing an X, please select one or more answers 

1. In what dimension do the most frequent conflicts in process management occur? 

 Individual, caused by the internal tension of one of the members of the process team. 

 Interpersonal, caused by tension between at least two members of the process team. 

 Intergroup, caused by tension between at least two process teams. 

 33 
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Cont. table 1. 1 
2. What are the most frequent forms of conflicts in process management? 

 Evident the causes of conflict are openly manifested (e.g. by complaints). 

 Hidden the causes of conflict are not revealed, they are revealed indirectly (e.g. through gossip). 

 Organised conflicts take place according to accepted rules (e.g. as part of a strike). 

 Un-organised conflicts are spontaneous. 

3. Which types of conflicts are most common in process management? 

 
Data conflicts caused by lack of access or unequal access to information, misinterpretation of 

information by parties, false information. 

 

Relationship conflicts caused by the negative attitude of the members of the process team related 

mainly to negative emotions appearing in the situation of disagreement, unwillingness to cooperate, 

ignoring or destroying the ideas of others, prejudices, indifference, favoring selected employees, lack of 

mutual trust. 

 
Values conflicts caused by different behaviors and attitudes of people, resulting from the system of 

values adopted by them — ideology, ethical and religious principles, but also habits and preferences. 

 

Conflicts of interest caused by lack of ability to meet needs: 

- material (e.g. unequal distribution of resources money, goods),  

- procedural rules (e.g. lack of rules defining the allocation of promotions, awards), 

- psychological (e.g. lack of respect, security, justice). 

 

Structural conflicts caused by organizational disorder, defective coordination of the work of the process 

team members, organizational changes implemented as part of the implementation and application of 

process management implying increased requirements for employees, new or unclear tasks, duties and 

responsibilities for individual positions, improper communication, moving decisions to higher 

organizational levels. 

4. What is your view on conflicts? 

 
Conflicts are bad and always have a negative impact. They destroy relationships, disorganize process 

management. They are the source of failure. If they arise, avoid them, do not participate in them. 

 

Conflicts are a natural and inevitable occurrence in process management. They do not have to be 

harmful. If they occur, they should be used to bring about positive changes and new solutions to 

problems. Properly managed, they can be a source of success. 

 

Conflicts are a source of success and are essential to keep employees engaged and to stimulate 

innovation. They must be stimulated and maintained at a certain level. Properly managed, they 

strengthen the position of the managers/process owners. 

5. How would you rate your knowledge in the field of conflict management? 

 None or very low level. 

 Average level. 

 High level. 

6. What is your source of knowledge in the field of conflict management? 

 None. I have never heard of it. 

 Higher education, courses, training. 

 Own interests and experiences work experience. 

7. How do you assess your effectiveness of conflict management in the process team? 

 Low. I am not achieving my objectives. 

 Average. I sometimes achieve my objectives. 

 High. I always achieve my objectives. 

8. How would you rate your knowledge of how the members of the process team react to a conflict? 

 None or low level. I have never been interested in it. 

 Average level resulting from observation. 

 High level resulting from observation and research (e.g. using appropriate tests). 

9. 

 

Do you adjust your conflict management strategies to the way your team members respond to 

conflicts? 

 No. I think it does not matter. 

 Sometimes. However, it is more important to choose the strategy that I prefer and know well. 

 Always. I believe that only then can conflicts be resolved constructively and be a source of success. 
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Cont. table 1. 1 

10. 

Please skip if the first answer in question 9 is answered with 'No'. 

What conflict resolution strategies are used by you according to the behavioral style of the 

members of the process team? 

Strategies/Behavioral style Avoidance Submission Compromise Cooperation Competition 

extinction      

adaptation      

lose-lose      

win-win      

win-lose      

11. In what situations can conflicts be a source of success in process management? 

 
When members of the process team withdraw from conflicts, avoid confrontation, weaken conflicts, 

give up their own ideas, views and interests to maintain good relations. 

 

When members of the process team are open to different, not only their own solutions, they share their 

knowledge and experience to obtain constructive ideas, cooperate and engage in the search for the best 

solutions satisfying all parties to the conflict. 

 

When members of the process team compete against each other, they are ambitious in resolving the 

conflict to their advantage, they become strongly involved because they want the best possible solution 

for themselves. 

12. 
In your opinion, what is the importance of conflict management knowledge for effective and 

efficient process management? 

 None or little meaning. Over time, conflicts disappear by themselves. 

 It is important, but experience and intuition are more important than theory. 

 

It's very important. It gives guidance on how to deal with conflicts, depending on the specific situation. 

Combined with experience and intuition, it supports constructive conflict resolution and therefore 

contributes to effective and efficient process management. 

Source: own elaboration. 2 

The research covered 9 large and 25 medium manufacturing enterprises1 operating in the 3 

Silesian Voivodeship, which declared the use of process management concepts for at least four 4 

years and agreed to conduct a survey research among managers - process owners, who have 5 

been performing this role for at least two years. A total of 204 correctly completed 6 

questionnaires were collected. 7 

The conducted research shows that (Table 1, part. I): 8 

1. 77.9%, i.e. 159 respondents believe that in process management in enterprises the most 9 

frequent conflicts are interpersonal ones, which usually take the form of open (69.2% - 10 

110 people)2 and un-organised (93.1% - 148 people), and in terms of causes they can be 11 

described as structural (42.1% - 67 people), interests (30.2% - 48 people), relations 12 

(13.2% - 21 people), data (8.8% - 14 people), values (5.7% - 9 people). 13 

2. 15.2%, i.e. 31 respondents believe that in process management in enterprises the most 14 

frequent conflicts are intergroup ones, which usually have an open form (90.3% -  15 

28 people) and un-organised form (64.5% - 20 people), and in terms of causes they can 16 

be described as structural (41.9% - 13 people), interests (38.7% - 12 people), relations 17 

(9.7% - 3 people), data (6.5% - 2 people), values (3.2% - 1 person). 18 

                                                 
1 The undertaken research is representative for the studied population of medium and large enterprises of the 

Silesian Voivodeship. The surveyed enterprises were selected from a group of 300 business entities due to the 

use of the process management concept. 
2 The percentage of responses received and the number of people who responded are given in brackets. 



32 J. Bijańska 

3. 6.9%, i.e. 14 respondents believe that in process management in enterprises the most 1 

frequent conflicts are individual ones, which usually have a hidden form (78.6% -  2 

11 people) and un-organised form (92.9% - 13 people), and in terms of causes they can 3 

be described as conflicts of interest (35.7% - 5 people), relations (28.6% - 4 people), 4 

structural (21.4% - 3 people), data (7.1% - 1 person), values (7.1% - 1 person). 5 

Moreover, the conducted research shows that (Table 1, part. II). 6 

4. 69.6%, i.e. 142 respondents believe that conflicts in process management are natural 7 

and inherent, and not necessarily a source of failure because they can be used to bring 8 

about positive change, meaning that properly managed conflicts can be a cause of 9 

success. Among the respondents: 10 

- 47.2%, i.e. 67 people declared the average level and 40.8%, i.e. 58 people declared 11 

a high level of knowledge on conflict management, acquired in the course of higher 12 

education, courses and training (62.7% - 89 people), also in their own scope and 13 

during work experience (37.3% - 53 people), 14 

- 62%, i.e. 88 people stated that sometimes and 38%, i.e. 54 people stated that always 15 

when managing conflicts, they achieve their objectives. 16 

5. 21.6%, i.e. 44 respondents believe that conflicts occurring in process management are  17 

a source of success and are necessary to keep employees engaged, stimulate innovation, 18 

and therefore it is important to stimulate conflicts and keep them at a certain level. 19 

Among the respondents: 20 

- 88.6%, i.e. 39 people declared a high level and 11.4%, i.e. 5 people declared an 21 

average level of knowledge on conflict management acquired during higher 22 

education, courses and training (52.3% - 23 people), and also in their own scope and 23 

during work experience (47.7% - 21 people), 24 

- 72.7%, i.e. 32 people stated that always and 27.3%, i.e. 12 people stated that 25 

sometimes when managing conflicts, they achieve their objectives. 26 

6. 8.8%, i.e. 18 respondents believe that conflicts occurring in process management are  27 

a source of failure, because they always cause adverse effects, destroy relationships, 28 

disorganize process management, and when they arise, they should be avoided and not 29 

participated in. Among the respondents: 30 

- 72.2%, i.e. 13 people declared none or low level and 27.8%, i.e. 5 people declared 31 

an average level of knowledge on conflict management acquired during higher 32 

education, courses and training (61.1% - 11 people), also in their own scope and 33 

during work experience (38.9% - 7 people), 34 

- 88.9%, i.e. 16 people stated that never and 11.1%, i.e. 2 people stated that sometimes 35 

when managing conflicts, they achieve their objectives. 36 

  37 
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The research also shows that (Table 1, part III): 1 

7. 68.1%, i.e. 139 respondents believe that their knowledge of how their process team 2 

members react to conflict is at an average level and is the result of observations. Among 3 

the respondents: 4 

- 63.3%, i.e. 88 people declared that they always adjust their conflict management 5 

strategies to the way their process team members react to conflicts, because only 6 

then can conflicts be constructively settled and be a cause of success, 7 

- 36.7%, i.e. 51 people declared that they sometimes adjust their conflict management 8 

strategies to the ways the members of the process team react to conflicts, because 9 

their preferences are more crucial. 10 

8. 18.1%, i.e. 37 respondents believe that their knowledge of how their process team 11 

members react to conflict is high and is the result of observations and research  12 

(e.g. using appropriate tests). Among the respondents: 13 

- 67.6%, i.e. 25 people declared that they always adjust their conflict management 14 

strategies to the way the members of the process team react to conflicts, because 15 

only then can conflicts be constructively settled and be a cause of success, 16 

- 32.4%, i.e. 12 people declared that they sometimes adjust their conflict management 17 

strategies to the ways the members of the process team react to conflicts, because 18 

their preferences are more crucial. 19 

9. 13.7%, i.e. 28 respondents believe that their knowledge of how the members of the 20 

process team react to conflict is low or none at all, because it was not of interest to them. 21 

These respondents do not adjust their conflict management strategies to the way the 22 

process team members react to conflicts, believing that this is not significant. Moreover 23 

(Table 1, part IV). 24 

10. Among 86.2%, i.e. 176 respondents who stated that their knowledge of how the 25 

members of the process team reacted to conflict was at a medium or high level: 26 

- 98.3%, i.e. 173 people declared that they use extinction (90.3% - 159 people) and 27 

adaptation (8% - 14 people) strategies in conflict resolution in relation to the 28 

behavioral style of members of the process team defined as avoidance, 29 

- 98.8%, i.e. 174 people declared that in conflict resolution, in relation to the style of 30 

behavior of members of the process team defined as submission, they use strategies 31 

of adaptation (84.1% - 148 people), extinction (10.2%, 18 people) and lose-lose 32 

4.5% - 8 people), 33 

- 98.3%, i.e. 173 people declared that they used win-win (86.4% - 152 people) and 34 

lose-lose (11.9% - 21 people) strategies to solve conflicts in relation to the style of 35 

behavior of members of the process team defined as a compromise, 36 

- 98.9%, i.e. 174 people declared that they use win-win (88.1% - 155 people), lose-37 

lose (10.8% - 19 people) strategies to solve conflicts in relation to the behavioral 38 

style of members of the process team defined as cooperation, 39 
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- 99.4%, i.e. 175 people declared that in solving conflicts in relation to the style of 1 

behavior of members of the process team defined as competition, they use strategies 2 

of lose-win (44.9% - 79 people), win-win (40.9% - 72 people), lose-lose (13.6% -  3 

24 people). It should also be noted, that (Table 1, part V). 4 

11. 76.5%, i.e. 156 respondents believe that conflicts can be a cause of success in the process 5 

management, when members of the process team are open to different, not only their 6 

own solutions, share knowledge and experience to obtain constructive ideas, cooperate 7 

and engage in the search for the best solutions, satisfying all parties of the conflict. 8 

12. 15.2%, i.e. 31 respondents believe that the conflicts can be a cause of success in the 9 

process management when members of the process team compete with each other,  10 

are ambitious in the resolution of the conflict to their advantage, are strongly committed 11 

because they want to achieve the best possible solution for themselves. 12 

13. 8.3%, i.e. 17 respondents believe that conflicts can be a cause of success in the process 13 

management, when members of the process team withdraw from them, avoid 14 

confrontation, weaken conflicts, give up their own ideas, views and interests to maintain 15 

good interpersonal relations. 16 

14. 77.9%, i.e. 159 respondents consider that the knowledge of conflict management is very 17 

crucial because it provides guidance on how to deal with conflicts, depending on the 18 

specific situations, and in combination with experience and intuition it supports 19 

constructive conflict resolution and therefore contributes to the successful and efficient 20 

management of processes. 14.2%, i.e. 29 respondents believe that the knowledge of 21 

conflict management is vital, but not as important as experience and intuition. On the 22 

other hand, 7.8%, i.e. 16 respondents believe that the knowledge of conflict 23 

management is either not important at all or is of little significance, because conflicts 24 

disappear on their own. 25 

Table 2. 26 
Results of the research (100% = 204 respondents) 27 

Part I. based on the answers to questions 1-3  

Dimensions of conflicts  

in process management 
Forms of conflicts Types of conflicts 

Individual: 6.9% - 14 people 

evident: 21.4% - 3 people 

hidden: 78,6% - 11 people 

data: 7.1% - 1 person 

relationship: 28,6% - 4 people 

values: 7.1% - 1 person 

interest: 35.7% - 5 people 

structural: 21.4% - 3 people 

organized: 7.1% - 1 person 

unorganized: 92.9% - 13 people 

Interpersonal: 77.9% - 159 people 

evident: 69.2% - 110 people 

hidden:30.8% - 49 people 

data: 8.8% - 14 people 

relationship: 13.2% - 21 people 

values: 5.7% - 9 people 

interest: 30.2% - 48 people 

structural: 42.1% - 67 people 

organized: 6.9% - 11 people 

unorganized: 93.1%, 148 people 

Intergroup: 15.2% - 31 people 

evident: 90.3% - 28 people 

hidden: 9.7% - people 

data: 6,5% - 2 people 

relationship: 9.7% - 3 people 

values: 3.2% - 1 person 

interest: 38.7% - 12 people 

structural: 41.9% - 13 people 

organized: 35.5% - people 

unorganized: 64.5% - 20 people 
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Cont. table 2. 1 
Part II. based on the answers to questions 4-7 

View on conflicts  

of respondents 

Level of knowledge  

of respondents in the field 

of conflict management 

Source of knowledge of 

respondents in the field of 

conflict management 

Self - assessment  

of effectiveness  

of conflict management 

Conflicts are the 

source of failure: 

8.8%-18 people 

none or very low:  

72.2% - 13 people 

average:  

27.8% - 5 people 

high: 

- 

none: 

- 

higher education:  

61.1% - 11 people 

own scope, work experience: 

38.9% - 7 people 

low:  

88.9% - 16 people 

average: 

11.1% - 2 people 

high: 

- 

Conflicts should be 

used to bring about 

positive changes - 

can be a cause of 

success: 

69.6%, 142 people 

none or very low: 

12% - 17 people 

average: 

47.2% - 67 people 

high: 

40.8% - 58 people 

none: 

- 

higher education:  

62.7% - 89 people 

own scope, work 

experience: 

37.3% - 53 people 

low: 

- 

average:  

62% - 88 people 

high: 

38% - 54 people 

Conflicts are a source 

of success - they 

must be stimulated 

and maintained at  

a certain level 

21.6% - 44 people 

none or very low: 

- 
average: 

11.4% - 5 people 

high: 

88.6% - 39 people 

none: 

- 

higher education:  

52.3% - 23 people 

own scope, work experience: 

47.7% - 21 people 

low: 

- 

average: 

27.3% - 12 people 

high:  

72.7% - 32 people 

Part III. based on the answers to questions 8-9 

The level of knowledge of how the members  

of the process team react to a conflict 

Adjustment of the conflict management strategies  

to the way of team members respond to conflicts? 

none or very low: 
13.7% - 28 people 

never: 100% - 28 people 

sometimes: - 

always: - 

average: 

68.1% - 139 people 

never: - 

sometimes: 36.7% - 51 people 

always: 63.3% - 88 people 

high: 

18.1% - 37 people 

never: - 

sometimes: 32.4% - 12 people  

always: 67.6% - 25 people 

Part IV. based on the answers to question 10 (100%=176 respondents)  

Conflict strategies used 

according to the behavioral 

style of the members  

of the process team 

Avoidance Submission Compromise Cooperation Competition 

extinction 90.3% 

159 people 

10.2% 

18 people 

0.6% 

1person 
- - 

adaptation 
8% 

14 people 

84.1% 

148 people 

0.6% 

1person 

0.6% 

1person 

0.6% 

1person 

lose-lose 0.6% 

1person 

4.5% 

8 people 

11.9% 

21 people 

10.8% 

19 people 

13.6% 

24 people 

win-win 0.6% 

1person 

0.6% 

1person 

86.4% 

152 people 

88.1% 

155 people 

40.9% 

72 people 

win-lose 
0.6% 

1person 

0.6% 

1person 

0.6% 

1person 

0.6% 

1person 

44.9% 

79 people 

 2 
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Cont. table 2. 1 
Part V. based on the answers to questions 11-12 

Conflicts  

can be a source  

of success  

in process 

management 

when members of the process team:  
withdraw from conflicts, give up their own ideas, views and interests to maintain 

good relations: 8.3% - 17 people 

are open to different, not only their own solutions, cooperate and engage in the search 

for the best solutions satisfying all parties to the conflict: 76.5% - 156 people 

compete against each other, they get strongly involved because they want the best 

possible solution for themselves: 15.2% - 31 people 

The importance  

of conflict 

management 

knowledge for 

effective and 

efficient process 

management 

none or little meaning - over time, conflicts disappear on their own: 

7.9% - 16 people 

it is important, but experience and intuition are more important than theory: 

14.2% - 29 people 

it's very important - combined with experience and intuition, it supports constructive 

conflict resolution: 77.9% - 159 people 

Source: own elaboration. 2 

Stage III of the research 3 

Based on the analysis and synthesis of the results achieved during the Stages I and II of the 4 

research, conclusions were formulated that provide answers to the defined research questions. 5 

Question 1: Which conflicts are most frequent in process management? 6 

In process management in manufacturing enterprises, interpersonal, open and un-organized 7 

conflicts occur most often, caused by: 8 

- the structure of the situation in which employees find themselves, including 9 

organizational disorder, defective work coordination, organizational changes implying 10 

increased requirements for employees, new or unclear tasks, duties and responsibilities 11 

for individual positions, poor communication, moving decisions to higher 12 

organisational levels, 13 

- interests, in particular obstacles or inability to fulfill material and procedural interests 14 

or psychological needs. 15 

Question 2: When conflicts are the cause of success and when process management fails?  16 

Conflicts are a cause of success, if: 17 

1) Managerial staff – process owners have a positive view on the occurrence of conflicts 18 

and consider them as necessary situations, which have to be properly managed in order 19 

to achieve the assumed objectives; 20 

2) Managerial staff – process owners have at least medium, and preferably high level of 21 

knowledge (both theoretical and acquired in work experience) in the field of conflict 22 

management. The level of this knowledge is closely linked with: 23 

- views on conflicts a high level of knowledge very often implies treating conflicts as 24 

a cause of success, 25 

- achieving goals a high level of knowledge very often implies a high effectiveness of 26 

achieving the assumed objectives; 27 
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3) Managerial staff – process owners have at least an average, or preferably high level of 1 

knowledge about how the process team members react to a conflict and when this 2 

knowledge is applied by them when selecting a conflict management strategy. It is worth 3 

noting that the vast majority of managers who use their knowledge of how the members 4 

of the process team react to conflicts apply: 5 

- an extinction strategy for a behavioral style defined as avoidance, 6 

- an adaptation strategy for a behavioral style defined as submission, 7 

- a win-win strategy for a behavioral style defined as compromise, 8 

- a win-win strategy for a behavioral style defined as cooperation, 9 

- a win-win strategy and a win-lose strategy for a behavioral style defined as 10 

competition. 11 

The indicated choices of strategies in practice are not equivalent to the guidelines 12 

presented in the literature on the subject, in relation to 13 

- a compromise style of behavior for which a lose-lose strategy is recommended, 14 

- a cooperation style of behavior for which a win-win strategy is recommended, 15 

- a competition style of behavior for which a win-lose strategy is recommended; 16 

4) Employees – members of process teams are very open to different, not only their own 17 

solutions, sharing knowledge and experience to obtain constructive ideas, cooperating 18 

and engaging in the search for the best solutions satisfying all parties of the conflict. 19 

The indicated traits determine the behavioral styles defined as compromise and 20 

cooperation. Only a small group of managers believe that conflicts can be a source of 21 

success in the process management when members of the process team compete with 22 

each other, are ambitious in resolving conflicts to their advantage, are strongly 23 

committed to achieving the best possible solution for themselves. These traits determine 24 

the behavioral style defined as competition. 25 

Conflicts are the cause of failure, if: 26 

1) Managerial staff – process owners are very negative about conflicts and they treat them 27 

as a bad, unnecessary, destructive occurrence resulting only in adverse effects, 28 

destroying relations, disorganizing process management. Such a view results in the fact 29 

that process owners avoid conflicts, and if they occur on their own, they try not to 30 

participate in them hoping that they will disappear on their own; 31 

2) Managerial staff, process owners are known for their lack or low level of knowledge 32 

(both theoretical and acquired in work experience) in the field of conflict management. 33 

Lack of knowledge or low level of knowledge directly affects: 34 

- views on conflicts this often implies that conflicts are treated as a cause of failure, 35 

- achieving objectives this often implies a lack or low effectiveness in achieving 36 

objectives; 37 
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3) Managerial staff, process owners have no or low level of knowledge about how to react 1 

to a conflict by members of the process team, and as a result, they do not take it into 2 

account in conflict management; 3 

4) Employees, members of process teams withdraw from conflicts, avoid confrontation, 4 

weaken conflicts, give up their own ideas, views and interests to maintain good 5 

relations. 6 

Based on the presented research results, the following recommendations on how to tackle 7 

conflicts in process management have been developed: 8 

1. Conflicts that occur in process management should be considered as a potential cause 9 

of success, which means that if they occur, they should not be avoided, but utilized to 10 

increase the level of activity and involvement of process team members in the search 11 

for new, innovative solutions or improvements to existing problems, which is essential 12 

in the context of process improvement. 13 

2. In order to properly handle conflict situations and use them to achieve specific 14 

objectives, managerial staff must possess knowledge of conflict management. A proper 15 

level of such knowledge enhances positive thinking about conflicts and also influences 16 

the achievement of assumed objectives. For this reason, it is essential to allow managers 17 

to gain this knowledge, both during their studies, courses or training, and also during 18 

work experience, which involves, among other things, the need to accept the possibility 19 

of committing mistakes. 20 

3. Effective conflict management demands that managerial staff have knowledge of how 21 

to respond to a conflict by members of the process team, based not only on observations 22 

but also on specific tests. This knowledge should be properly utilized in the selection of 23 

conflict management strategies. 24 

4. A strategy described as win-win seems to be the most appropriate for effective conflict 25 

management. In practice, it is used in reference to behavioral styles defined as 26 

compromise, cooperation and competition. When it comes to the latter, the win-lose 27 

strategy is also used, but only few managers believe that this style of behavior towards 28 

conflicts should be developed because it is not beneficial for enhancing interpersonal 29 

relations. 30 

5. Organizational culture is of crucial importance, which should be targeted at the 31 

participation of process team members in the development of change concepts. Among 32 

employees’ members of process teams, it is necessary to build an atmosphere of 33 

openness to changes and new and constructive solutions developed by them, as well as 34 

to share knowledge, engage, be creative and innovative, so that they adopt attitudes 35 

appropriate for searching for compromises, cooperation and (to a lesser extent) for 36 

competition. 37 
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Conclusions 1 

Conflicts in process management are a typical occurrence and they are frequently used by 2 

managerial staff to increase the level of activity and involvement of process team members in 3 

searching for new, innovative solutions or improvements to existing problems. The conducted 4 

research has shown that the vast majority of managers perceive conflicts as a potential cause of 5 

success in process management. These managers have knowledge of conflict management, 6 

which they use in a proper way, for instance, by choosing a conflict management strategy to 7 

react to conflicts among members of process teams. It is worth emphasizing that in practice, 8 

conflict management strategies defined as win-win, compromise and cooperation strategies that 9 

enhance interpersonal relationships are preferred. Only few managers believe that conflicts can 10 

be a cause of success when process team members are strongly competitive, so they seldom use 11 

a strategy called win-win. This is perhaps due to the fact that in process management, integration 12 

and good interpersonal relations are crucial, especially among members of the process team and 13 

therefore the application of the win-lose strategy seems to be justified only between process 14 

teams. The presented findings show that treating conflicts as an opportunity to make 15 

improvements, high competence of the managerial staff in conflict management, as well as 16 

building an appropriate organizational culture focused on the participation of process team 17 

members in the development and implementation of improvements, all contribute to the 18 

effectiveness and efficiency of process management. 19 
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Abstract: Previous research demonstrates the importance of social capital, environmental 7 

complexity, goal orientation, and project performance. However, the influence of these factors 8 

on project performance is unclear and was examined singly, i.e., each factor was studied 9 

separately in connection with project performance. The aim of this paper is to examine which 10 

configurations of selected factors, such as goal orientation, social capital, and environmental 11 

complexity, affect project performance in project-based organizations. This paper argues that 12 

these factors simultaneously affect project performance, in different configurations. This study 13 

applies fuzzy set Qualitative Comparative Analysis (fs/QCA), which points to three 14 

configurations of conditions that influence project performance in project-based organizations. 15 

These findings help complement some of the results of previous studies on project performance. 16 

Keywords: project performance, project-based organization, fuzzy-set qualitative comparative 17 

analysis. 18 

1. Introduction 19 

Today, organizations operate on a market where technological development is progressing 20 

faster and faster. Huge — often global — competition, shorter product life cycles and constant 21 

reorganization of business put increasing demands on companies. As a result of globalization, 22 

the application of new technologies, and a turbulent, complex environment, organizations must 23 

cope with the ongoing transformational process. In this context, the project-based organization 24 

(PBO) emerges as an ideal type of organizational structure to deal with the emerging features 25 

of the temporary and unique demands within a complex market. 26 

The literature has several names for a project-based organization (Sydow et al., 2004; 27 

(Turner, Keegan, 2000, 2001): a project-based company (Jerbrant, 2013; Lundin et al., 2015), 28 

a project-based firm (Lindkvist, 2004; Prencipe and Tell, 2001), a project-oriented organization 29 

(Huemann, 2015), a project-oriented company (Gareis and Huemann, 2007), a multi-project 30 
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firm (Geraldi, 2009), a multi-project organization (Canonico and Söderlund, 2010),  1 

and a projectified matrix organization (Arvidsson, 2009). 2 

Turner and Keegan (2001) defined a project-based organization as one in which the majority 3 

of the products or services delivered are against bespoke designs for customers. A project-based 4 

organization, also referred to as a project organizational structure, is a collection of diverse 5 

project participants (individual and team participants and organizations), and by combining 6 

their cooperation they can effectively implement projects (Trocki, 2014). The PBO is an 7 

organizational form in which the project is the primary unit for production organization, 8 

innovation, and competition (Hobday, 2000). Miterev et al. (2017) define a project-based 9 

organization as one which makes the strategic decision to adopt project, program, and project 10 

portfolio management as business processes to manage its work, and one which views itself as 11 

being project-oriented. 12 

Despite the fact that the project-based or project-oriented organization has been recognized 13 

in the literature for almost 30 years (Gareis, 1991; Hobday, 2000; Lindkvist, 2004; Whitley, 14 

2006; Cattani et al., 2011, Bocean, 2011; Pemsel and Wiewiora, 2013; Trocki, 2014; 15 

Kaczorowska, 2017), there has been no global view to indicate how different factors 16 

simultaneously affect project performance. Previous research has provided a broad view on 17 

single determinants or factors which affect project performance in project-based organizations. 18 

The purpose of this paper is to investigate what configurations of selected factors — such as 19 

goal orientation, social capital, and environmental complexity — influence project performance 20 

in project-based organizations, specifically Polish consulting firms. Achievement goal 21 

orientations are commonly measured in two ways: by mastery goal orientation and by 22 

performance goal orientation (Elliot and Church, 1997; Gong et al., 2013); therefore, further in 23 

the discussion goal orientations will be analyzed and divided into mastery goal orientation and 24 

performance goal orientation.  25 

In this empirical study, a qualitative comparative analysis using fuzzy sets (fs/QCA) was 26 

adopted to examine the links between project results and selected conditions, such as mastery 27 

goal orientation, performance goal orientation, social capital, and the complexity of the 28 

environment. These factors were selected on the basis of a critical literature analysis. The first 29 

section of this paper is a brief review of the literature on a set of factors, namely variables 30 

affecting project performance. Then, the research methodology (qualitative comparative 31 

analysis of fuzzy sets) is presented. Finally, the results of the analysis and the application are 32 

discussed in the last section. 33 

  34 



The influence of selected factors on project performance… 45 

2. Theoretical background  1 

There are many factors that affect project performance. These factors are connected with 2 

the project team, the resources and conditions of a particular organization, goal complexity,  3 

the environment of the organization and the project, and the complexity of a particular project, 4 

among other things. Based on an extensive review of the interdisciplinary literature,  5 

the following factors were selected: goal orientation, social capital, and environmental 6 

complexity. These factors will be discussed below. 7 

The three basic constraints (called “the golden triangle”) in project management — which 8 

are found in every project — are time, budget, and scope (Spałek, 2014). The success of  9 

a project is indicated by project performance. According to previous studies, it is not possible 10 

to design a single set of typical criteria for project success and performance, because every 11 

project has its own criteria based on the project’s complexity, size, and unique features 12 

(Westerveld, 2003). Mainly, project success is based on the golden triangle, which includes 13 

cost, time, and quality (Drury-Grogan, 2014). If a project is completed within the expected 14 

budget and duration while maintaining the desired quality level, then that project is considered 15 

successful.  16 

Project performance within an organization is a measure of how well the project has 17 

achieved its objective. A conceptual critical success factor model for projects suggested by 18 

Gudiene et al. (2013) organizes factors in seven major groups, namely external factors, 19 

institutional factors, project-related factors, project management/team member-related factors, 20 

project manager-related factors, client-related factors, and contractor-related factors.  21 

The performance of a project will be dependent on various factors, including project 22 

complexity, contractual arrangements, relationships between participants in the project,  23 

the competence of the project manager, and the abilities of the key members in the project 24 

(Leong, et al., 2014). Project performance is related to the outcome or perceived success of the 25 

project team in meeting project goals, budget, schedule, and operational efficiency 26 

considerations. 27 

Goal orientation is a predisposition to adopt and pursue certain goals in achievement 28 

contexts (Dweck and Leggett, 1988; Van de Walle, 1997). In the achievement goal literature, 29 

two types of goals have by far received the most attention: mastery goals and performance 30 

goals. A performance goal has been also called an ego goal (Duda, 2001), an ability-focused 31 

goal (Ames, 1992), a relative ability goal (Midgley, et al., 1998), an extrinsic goal (Pintrich and 32 

Garcia, 1991), and a competitive goal (Roberts, and Ommundsen, 1996). A mastery goal has 33 

also been called a task goal (Duda, 2001), a learning goal (Dweck, 1999), and an intrinsic goal 34 

(Pintrich and Garcia, 1991). Mastery goals involve the aim of improving one’s own 35 

performance and gaining task mastery, whereas performance goals reflect the pursuit of 36 

outperforming others and displaying superior performance (Ames, 1992; Dweck, 1986). 37 
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Research on the impact of achievement goal orientations in the context of the project primarily 1 

focuses on exploring how achievement goal orientations affect work engagement and 2 

performance in terms of team performance, rather than the overall performance of the project 3 

(Chi and Huang, 2014; Gong et al., 2013). Achievement goal orientations are usually measured 4 

in two ways: by mastery goal orientation and by performance goal orientation (Elliot and 5 

Church, 1997; Gong et al., 2013).  6 

Team goal orientation captures the shared understanding of the extent to which a team 7 

emphasizes learning or performance goals and, consequently, helps to facilitate group decision-8 

making, collaborative problem-solving, and intragroup coordination, which maintains the 9 

group’s emphasis on learning or performance goals (Bunderson and Sutcliffe, 2003). A team-10 

mastery goal orientation is a state when team members perceive themselves as working towards 11 

learning goals and having challenging tasks, whereas a team-performance goal orientation 12 

occurs when team members work toward favorable evaluations and promotions (Mehta et al., 13 

2009). A team-mastery goal orientation is generally positively associated with commitment 14 

within teams, which in turn is expected to generate positive team and project performance.  15 

A team-performance goal orientation is a focus on demonstrating competence by receiving 16 

positive evaluations and outperforming others (Colquitt and Simmering, 1998; Dweck, 1999). 17 

Intrinsically motivated individuals desire to learn new things, to stretch their possibilities,  18 

and to strive to perform better in their work (Shalley et al., 2009), resulting in team-performance 19 

goal orientations being positively associated with team performance. Patanakul et al. (2016) 20 

state that a mastery goal orientation drives teams to perform assigned tasks better and more 21 

efficiently. Therefore, in a project context, it is expected that overall project performance is 22 

positively associated with team goal orientations. 23 

Social capital provides information and controls benefits by creating relationships between 24 

people who could otherwise be disconnected in the social structure (Lang, 2004). It provides an 25 

opportunity to gain access to the resources embedded within and derived through actors’ social 26 

network ties supporting the attainment of goals (Bartsch, et al., 2013). Di Vincenzo and Mascia 27 

(2012) suggest that through an appropriate management of social capital, project units can 28 

increase coordination and knowledge integration, in turn producing high levels of performance 29 

at the project level. More specifically, the social capital is useful not only in improving the 30 

performance of the project, but also in reducing the number of quality problems, which are 31 

some of the main causes of additional costs in construction projects (Vincenzo and Mascia, 32 

2012). Project-based organizations thus need to mobilize their inner social capital to access 33 

distributed knowledge about their internal processes. Project researchers are aware of the 34 

importance of social interactions within and between organizations and their role as 35 

determinants of the project’s performance. Bhandar et al. (2007) insist on the importance of 36 

intra-organizational social capital as a motivator to launch projects realization, as an integrator 37 

of diverse knowledge during project realization, and as a facilitator to achieve changes when 38 

the project affects the whole organization. Social capital, reflected in the intra-organizational 39 
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social connections of project team members, has been positively linked to learning (Bartsch  1 

et al., 2013) and to the integration of knowledge and project performance (Di Vincenzo and 2 

Mascia, 2012; Prencipe and Tell, 2001). Social capital has been conceptualized as  3 

a multidimensional construct (Nahapiet and Ghoshal, 1998) composed of three dimensions: 4 

structural capital (which is manifested in social interaction ties), relational capital (which is 5 

manifested in trust), and cognitive capital (which is manifested in a shared vision). 6 

Many organizations have to deal with the dynamics, hostility and complexity of the 7 

environment in which they operate, trying to survive and be as competitive as possible. 8 

Environmental factors have a significant impact on the execution and performance of projects. 9 

The factors identified by Walker (1989) and Hughes (1989) that constitute the environment of 10 

projects are political, legal, institutional, cultural, sociological, technological (resources), 11 

economic, financial, and physical (infrastructure). The authors paid attention to some factors 12 

within the environment, that pose greater than others challenges to project's realization, 13 

management and organizational structure and suggested that these factors should form the main 14 

component of the management of the project’s environment. Akanni et al. (2015) explored the 15 

impact of environmental factors on project performance, and they concluded that environmental 16 

factors have a positive impact on project success.  17 

Complexity increases the perception of the comprehensiveness of the strategic decision-18 

making process (Dess, and Beard, 1984) and hinders organizations from maintaining and 19 

meeting customer needs. Complexity in the business environment is generally defined as the 20 

proliferation and diversity of factors and issues in that environment. The greater the number of 21 

factors in the general business environment a manager perceives and must cope with, the greater 22 

the differences among those factors and the more complex the business environment (Aragon-23 

Correa and Sharma, 2003). Complexity is a multidimensional construct that has been overly 24 

narrowly operationalized in many cases (Cannon and John, 2007). Complexity indicates the 25 

degree of perceptible diversity and the comprehensiveness of the environment of the 26 

organization (Miller and Friesen, 1982). The environment influences the operating conditions 27 

of the organization (Aldrich and Wiedenmayer, 1993; Baum et al. 2001), defines the rules of 28 

the game as well as development opportunities, and creates opportunities — but also barriers 29 

and threats. Organizational theory and strategic management have conceptualized environment 30 

as one of the key constructs for understanding performance (Kwiotkowska, 2018). 31 

3. Methodology of research 32 

To examine the association between combinations of selected factors and project 33 

performance, this paper applies fuzzy set Qualitative Comparative Analysis (fs/QCA), which 34 

is particularly suitable for comparing a small number of cases: 10-50 (Rihoux and Ragin, 2009). 35 



48 M. Gębczyńska 

Fs/QCA offers the unique opportunity to identify configurations of conditions which are 1 

difficult to identify by means of other methods. Contrary to correlational methods, which 2 

estimate the net effect of an independent variable on a dependent variable, fs/QCA identifies 3 

the conditions that lead to a given outcome (Cheng et al., 2013; Schneider et al., 2010; Stokke, 4 

2007). In this way, fs/QCA supplements conventional correlational analyses thanks to its three 5 

main advantages: 1) asymmetry (i.e., the relationships between independent and dependent 6 

variables are treated as asymmetric), 2) equifinality (i.e., multiple pathways lead to the same 7 

outcome), and 3) causal complexity (the focus is not on net effects, but on combinatorial effects) 8 

(Fiss, 2011; Ganter and Hecker, 2014; Skarmeas et al., 2014).  9 

The fs/QCA 2.5 software developed by Ragin and Fiss (2008) was used to analyze the data. 10 

fs/QCA is based on a set-theory approach that develops causal claims by means of supersets 11 

and subsets (Ragin and Fiss, 2008). The first stage of the analysis is to identify the various 12 

factors that work in combination to influence project performance in project-based 13 

organizations. The raw data was then calibrated into fuzzy sets (Ragin and Fiss, 2008). Fuzzy 14 

sets allow researchers to account for the varying degree of membership of cases to a particular 15 

set by using the anchors of 1 to designate “fully in” a particular set, 0 for non-membership (fully 16 

out), and 0.5 as the point of maximum ambiguity to mean neither in nor out of a particular set. 17 

The point of maximum ambiguity (or the crossover point) designates when a case is more in or 18 

more out of the set. The next stage includes the analysis of the truth table, which consists of all 19 

logically possible combinations of condition sets (Ragin and Fiss, 2008). After that, using 20 

Boolean algebra, fs/QCA computes the commonalities among the configurations that lead to  21 

a given outcome. Finally, the Quine-McCluskey algorithm provides a logical reduction of 22 

statements (Ragin and Fiss, 2008). Reduction of the truth table provides several useful statistics. 23 

Overall solution consistency indicates the degree to which the subset relationship holds for 24 

sufficiency. The overall solution coverage refers to the joint importance of all causal paths. 25 

Unique coverage of causal conditions is similar to unique R-square calculations in regression 26 

analysis in that it illustrates the relative weight of each path by measuring the degree of 27 

empirical relevance of a certain cause or causal combination to explain the outcome. 28 

A necessity test was executed to examine whether there is a single condition for project 29 

performance in all configurations. A condition is necessary when its consistency is above  30 

0.9 (Skaaning, 2011), which indicates the degree to which a condition is present in all cases 31 

with the same outcome. In this study no necessary conditions were found. 32 

Data on the 17 cases of Polish consulting firms were collected by a series of surveys 33 

(January 2018–January 2019). Most project-based organizations are service firms, and the 34 

findings of the literature on service development apply to project-based firms (Sundbo, 1997). 35 

Project-based organizations are companies that are set up around projects and that produce 36 

complex services for their clients (Gann and Salter, 2000). Consulting firms are a well-suited 37 

research subject for this study because they rely on project organizing to deliver professional 38 

services to their clients; thus, they constitute the pure form of project-based organizations.  39 

The survey includes five scales (goal orientations — mastery goal orientation and performance 40 
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goal orientation — social capital, environmental complexity, and project performance) in the 1 

form of statements to which respondents indicate their level of agreement/disagreement on  2 

a five-point Likert scale. All item loadings are higher than 0.7. An extensive review of the 3 

relevant literature supports the validity of the scales.  4 

Project performance was measured by a 6-item form (Jones and Harrison, 1996; Huang and 5 

Li, 2012) (Cronbach’s Alpha = 0.87). The project performance measure concerns the outcome 6 

or perceived success of the project team in meeting project goals, budget, schedule, and 7 

operational efficiency considerations (Jones and Harrison, 1996; Huang and Li, 2012). 8 

Respondents assess the project performance with six items (Jones and Harrison, 1996; Huang 9 

and Li, 2012), namely, the ability to meet project goals, adherence to schedule, adherence to 10 

budget, expected amount of work completed, quality of work completed, and efficient task 11 

operations.  12 

Team goal orientation was measured by multi-item scales from Sujan et al. (1994) and  13 

Van Yperen and Janssen (2002). Team goal orientation was measured as team-mastery goal 14 

orientation and team-performance goal orientation. The former was measured by a 4-item scale 15 

(Cronbach’s Alpha = 0.84). The latter was measured by a 3-item scale (Cronbach’s Alpha = 16 

0.82). 17 

Social capital was measured through each of its three dimensions according to Nahapiet and 18 

Ghoshal (1998): the existence of social interaction ties among researches (structural dimension 19 

of social capital), the existence of trust (relational dimension of social capital), and the existence 20 

of a shared vision (cognitive dimension of social capital). First, social interaction ties were 21 

measured by a 4-item scale based on Levin and Cross (2004), Kang et al. (2012), and Prieto-22 

Pastor et. al (2018) (Cronbach’s Alpha = 0.79). Trust was measured through a 5-item scale 23 

based on Lee and Choi (2003) and Kang et al. (2012) (Prieto-Pastor et al. [2018]) (Cronbach’s 24 

Alpha = 0.91). Finally, the shared vision was measured by a 6-item scale from Prieto-Pastor  25 

et al. (2018) (Cronbach’s Alpha = 0.87). 26 

Environmental complexity was measured with a 2-item scale from Kwiotkowska (2018) in 27 

reference to project performance in project-based organizations (Cronbach’s Alpha = 0.84). 28 

The research model is presented in Figure 1, and it is verified in the process of scientific 29 

research. 30 
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Figure 1. Conceptual model. Source: author’s own work. 1 

4. Results and discussion 2 

After the hypothetical model was developed, a questionnaire-based survey was carried out 3 

for data collection relative to project performance and chosen factors in project-based 4 

organizations. The results are presented in Table 1. In this table, each column represents  5 

a constellation of causal conditions with their corresponding raw coverage, unique coverage, 6 

and solution consistency. The numbers at the bottom of the table represent the coverage and 7 

consistency of the solution as a whole. In brief, consistency measures the degree to which cases 8 

sharing a given condition agree in displaying an outcome. Raw coverage measures the overall 9 

coverage of a combination that may overlap with other combinations. Unique coverage refers 10 

to coverage uniquely due to a combination. Solution consistency measures the degree to which 11 

membership in the solution (the set of solution terms) is a subset of membership in the outcome. 12 

Lastly, solution coverage refers to the combined coverage of all combinations leading to the 13 

outcome (Ragin, 2008). The parsimonious and intermediate solutions were presented and 14 

analyzed (Ragin and Fiss, 2008). Full circles ( ) indicate the presence of a condition, while 15 

barred circles ( ) indicate the absence of a condition. Each panel represents the alternative 16 

causal combinations or recipes for the outcome (Ragin, 2008). These are consecutively 17 

numbered C1, C2, and C3. 18 

  19 
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Table 1. 1 
Configurations of conditions  2 

Condition (factors) 
Configurations 

C1 C2 C3 

Team-mastery goal 

orientation 
   

Team-performance goal 

orientation    

Social capital    

Environmental complexity    
Consistency 0,74 0,96 0,86 

Raw coverage 0,48 0,24 0,42 

Unique coverage 0,38 0,13 0,32 

Solution consistency 0,78 

Solution coverage 0,63 

Source: own study. 3 

According to the results of the analysis, the solution yields a coverage close to 63% and  4 

a consistency of 78%. The first configuration of conditions, C1, combines team-goal 5 

performance and social capital, but not environmental complexity. This configuration indicates 6 

that the focus on demonstrating competence by receiving positive evaluations and 7 

outperforming others, on structural capital (which is manifested in social interaction ties), 8 

relational capital (which is manifested in trust), and cognitive capital (which is manifested in  9 

a shared vision, without the proliferation and diversity of factors and issues in that environment) 10 

affect project performance in project-based organizations. The second configuration of 11 

conditions, C2, combines team-mastery goal orientation and social capital. This configuration 12 

indicates that teams’ performing tasks better and more efficiently along with the opportunity 13 

access the resources embedded within and derived from the actors’ social network ties 14 

supporting the attainment of goals influence project performance in PBOs. The third 15 

configuration, C3, combines team-mastery goal orientation, team-performance goal orientation, 16 

and environmental complexity. This configuration indicates that when team members perceive 17 

themselves as working towards learning goals and having challenging tasks, and when occurs 18 

working toward favorable evaluations and promotions, when competence is demonstrated by 19 

receiving positive evaluations and outperforming others, and the degree of perceptible diversity 20 

and comprehensiveness of the environment of the organization are indicated, these lead to 21 

project performance in project-based organizations. 22 

5. Conclusion  23 

Numerous benefits have been associated with the adoption of a PBO. They refer to better 24 

processes, control and lead-time reduction, higher output quality (Bresnen, 1990), and an 25 

improved ability to respond quickly and flexibly to each customer’s needs (Hobday, 2000) and 26 
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to innovate in collaboration with clients and suppliers (Pinto and Rouhiainen, 2001). Examining 1 

the factors within configurations in order to explain and understand project performance is 2 

important from the organizational point of view of a project-based organization because it can 3 

indicate the future directions of activities that can help achieve project performance. The use of 4 

fs/QCA is an original contribution to the wide range of research on project performance in 5 

PBOs which studies the effect of all selected factors simultaneously. Specially, team-goal 6 

performance and social capital without environmental complexity (C1), and team-mastery goal 7 

orientation and social capital (C2) influence project performance. Another configuration which 8 

affects project performance in project-based organizations combines team-mastery goal 9 

orientation, team-performance goal orientation, and environmental complexity (C3).  10 

The practical implication of the results is that project performance is influenced by the three 11 

configurations of conditions of selected factors mentioned above. These results provide project-12 

based organizations with a more holistic understanding of the paths that lead to project 13 

performance, and they can be implemented in order to achieve project performance and project 14 

success.  15 

There are several limitations to this study that might indicate opportunities for future 16 

research. Because the empirical study is based on project-based organizations — Polish 17 

consulting firms — research in other project-based organizations from different industries is 18 

needed to examine whether the findings hold true in those contexts. Also, it might be fruitful to 19 

examine other variables affecting project performance, for example, innovative strategy or 20 

organizational size. 21 
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Abstract: The aim of the article is to characterize the value of various forms of employment 8 

for managers in municipal companies in Poland and is an attempt to evaluate them from the 9 

point of view of management efficiency and conducting investment processes in connection 10 

with the obligation to achieve social objectives. One of the main premises of the article is also 11 

the desire to highlight and emphazise the high specificity of the operation of municipal 12 

companies in Poland, and thus the requirements regarding the experience and role of managers 13 

in the territorial form of economic activity in conjunction with the form of their employment in 14 

companies. The Act of 9 June 2016 discussed in the article on the rules of shaping the 15 

remuneration of persons managing certain companies constitutes an area of considerations, the 16 

intention of which is a general assessment of the substantive functions of managers in relation 17 

to economic and financial analysis and the legal form of the adopted solution. The results of 18 

these considerations do not confirm the thesis adopted in the construction of the Act of 9 June 19 

2016 that only a managerial contract in its pure form can be an effective tool for corporate 20 

governance in municipal companies. 21 

Keywords: municipal sector, public sector, managerial contract, manager, contract of 22 

employment. 23 

1. Introduction  24 

Knowledge and skills of managers as well as their methods of reacting and behaving are of 25 

key importance for the operation of private and state enterprises (Penc, 2007). In the context of 26 

management and quality science, knowledge is usually understood as a strategic resource of an 27 

enterprise that guarantees competitive advantage and constitutes a significant source of 28 

organizational power (Bieniek, and Pliszka, 2014). In recent years, few peer-reviewed articles 29 

on public sector managers have been published. The literature also does not refer to the situation 30 

in relation to the country and the area of public services, or to the organizational level (Cregård, 31 

Corin, and Skagert, 2017). In view of the above, it seems interesting to consider this topic in 32 
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the context of a specific country – Poland. Pursuant to Polish law, until 2017, managers of 1 

companies with state capital as well as companies with the participation of local government 2 

could conclude standard employment contracts or managerial contracts. Since the entry into 3 

force of the provisions of the Act of 9 June 2016 on the rules for shaping the remuneration of 4 

persons managing certain companies, the legal environment has changed and since then the 5 

company has been obliged to conclude a contract for the provision of management services 6 

with members of the management bodies of companies with the participation of the State 7 

Treasury or local government units. The main intent behind the changes and the introduction 8 

of such a solution was the will to ensure that the company's managers will fully pursue the 9 

expectations of stakeholders. Will it be so? Time will tell. There is also some doubt whether  10 

a significant element that distinguishes municipal companies from other economic entities has 11 

been forgotten about by accident when striving to standardise legal solutions. It is known that 12 

municipal companies are established to implement a number of public tasks aimed at satisfying 13 

the collective needs of the local government community, i.e. activities that are very cost-14 

intensive, but socially necessary to be performed. 15 

The purpose of the article is to characterize the value of various forms of employment for 16 

managers in municipal companies in Poland and to attempt to evaluate them from the point of 17 

view of management efficiency and investment processes in connection with the obligation to 18 

achieve social goals. One of the main premises of the article is also the desire to highlight and 19 

emphasize the great specifics of the functioning of municipal companies in Poland, and thus 20 

the requirements for experience and the role of managers in the area of economic activity 21 

combined with the form of their employment in companies. 22 

This article is divided into six parts, where the first is an introduction, which presents the 23 

general characteristics of the use of employment contracts and managerial contracts in 24 

municipal companies in Poland. The second and third parts discuss successively the specifics 25 

of management in the municipal sector and the legal aspects of municipal companies in Poland. 26 

The fourth part presents the role played by the manager in the companies of Local Government 27 

Units (LGUs), while the fifth is the analysis of manager's employment forms in LGUs 28 

companies. The article is summarized with conclusions from the analysis and considerations. 29 

2. Specificity of management in the municipal sector 30 

Nowadays, the public sector is facing a serious problem when it comes to retaining 31 

management as a result of the growing number of pensions and voluntary resignations from 32 

managerial positions. Despite the interest in the subject of managers in the public sector, there 33 

that there is still little research and publication on this subject (Cregård and Corin, 2019). 34 
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According to literature sources, a huge number of public sector managerial pensions are 1 

expected in the next decade in the United States (US) and European Union (EU) (Bright, 2013). 2 

Municipal sector companies are part of the public sector and are subject to similar 3 

dependencies in terms of the purposefulness of their operation and connection to the society 4 

and the economy as well as the requirements for assessing the effectiveness of the measures 5 

implemented. Therefore, managing such a company naturally makes it necessary to adopt  6 

a professional approach, use appropriate methods and instruments, and specify standards and 7 

indicators for measuring effectiveness. Municipal administration at a local level (municipality, 8 

poviat) satisfies the basic, collective needs of the local community. By carrying out these public 9 

tasks, the local government became an important and active participant in the economic life of 10 

the country. In the light of the applicable regulations, local government units perform a number 11 

of public tasks themselves, mainly in the form of a budget unit, local government budget 12 

division and commercial law companies. The efficiency of decision-making in the case of  13 

a democratic system and the rationality of the decisions aimed at satisfying social needs depend 14 

to a large extent on a holistic view of the conditions for the operation and development of local 15 

government organizations and the ability to use innovative management methods and 16 

techniques in practice. Innovations in management have an increasing impact on the 17 

organizational structures of the business sphere and affect the research issues undertaken by 18 

scientific institutions (Orbik, 2017). Therefore, one of the important determinants of the success 19 

of enterprises operating in the Polish market is their innovativeness (Kochmańska, 2015).  20 

The managerial approach, with which one is dealing in such a situation, is considered a new 21 

doctrine of public management based on the management process (Szydłowski, 2011). Efficient 22 

management affects not only the proper development of a given local government unit but also 23 

the efficiency and effectiveness of its organs and bureaucratic apparatus, which are not without 24 

significance for residents. In the functional sense, strategic management is an information and 25 

decision-making process supported by management functions such as planning, organizing, 26 

motivating and controlling, whose main objective is to determine the key problems of the 27 

organization's activity, its survival and development, paying particular attention to the impact 28 

of the environment and internal development potentials (Stabryła, 2000). Strategic management 29 

is enforced by implementing strategies. They are characterized by the fact that they favor better 30 

adjustment of the organization to the environment and achievement of strategic objectives 31 

(Griffin, 1996). Therefore, the strategy of stimulating management should be a development 32 

strategy, defined in the broadest sense as a plan to achieve the organization's objectives.  33 

The changing external environment of local government companies, as well as changes inside 34 

them, result in a situation where the managers in charge of them need to be fully aware of the 35 

social tasks and the necessity to base management on four pillars, i.e. planning, organizing, 36 

directing and controlling human resources (Kuc, 2005). The necessity to choose between social 37 

objectives and strict market rules causes the state to create legal and organizational solutions, 38 
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trying to use them to combine both of these objectives. This is exactly the case in, for example, 1 

municipal services (Klimek, 2017). 2 

Municipal companies, in which local government bodies are shareholders or stakeholders, 3 

are a very important element on the map of the Polish economy. These entities are intended to 4 

fulfill a subservient role in relation to local communities. On the other hand, they are players in 5 

the free market and must act in a manner that bears most resemblance to purely private 6 

companies. However, the effectiveness of public entities usually does not equal private entities 7 

operating under analogous market conditions. Which is why the quality of managing them and 8 

the ability to perform acts intended to maintain balance are so important. At this point,  9 

a question naturally arises, and it is the one about the status of a manager in such companies. 10 

3. Legal conditions of activities of municipal sector companies 11 

The necessity to provide public services for the population results from the nature of local 12 

government (Wojciechowski, 2012). The principles and forms of municipal services of local 13 

government units consisting in the performance of their own tasks in order to meet the collective 14 

needs of the local government community were defined in the Act of 20 December 1996 on 15 

municipal services (consolidated text: Journal of Laws of 2017, item 827). Municipal services 16 

can be performed by local government units, in particular in the forms of: a local government 17 

budget division or commercial law companies (Article 2). In accord with Art. 1 sec. 2 of the 18 

Act, municipal services include, in particular, tasks of a public utility character whose purpose 19 

is to provide ongoing and uninterrupted satisfaction of the collective needs of the population 20 

through the provision of publicly available services. The wording of the latter provision 21 

indicates that public utility tasks have the following characteristics: 22 

 they are part of the tasks of a given local government unit, i.e. they serve to satisfy the 23 

needs of the local government community; 24 

 their purpose is to provide ongoing and uninterrupted satisfaction of the collective needs 25 

of the population, i.e. they refer to all or most or a significant part of the members of  26 

a given community (Jagoda, 2012). 27 

The choice of the form of organization of municipal services leads to a situation where the 28 

purpose of the municipality is to meet the collective needs of residents, and at the same time 29 

the municipality as an owner is interested in maximizing profit from economic activities carried 30 

out by municipal entities (Misterska-Dragan, 2004). 31 

According to Art. 9 sec. 1 of the Act, local government units may establish limited liability 32 

companies or joint-stock companies, and may also join such companies. However, Art. 10 sec. 33 

1-3 of the Act of Municipal Services regulates issues of municipalities forming companies 34 

outside the public domain and joining them. This is possible if the following conditions are met: 35 
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 there are unmet needs of the local government community in the local market, 1 

 unemployment in the municipality has a significant negative impact on the living 2 

standard of the local government community, and the application of other measures and 3 

legal measures stemming from the applicable provisions did not lead to economic 4 

activation, in particular to a significant recovery of the local market or permanent 5 

reduction of unemployment, and also when disposal of an item of municipal property 6 

able to constitute a non-cash contribution of the municipality to the company or the 7 

disposal of it otherwise will cause severe property damage to the municipality. 8 

The overriding principle that determines the superiority of a capital company over other 9 

forms of business operation is the principle of the primacy of capital over a person.  10 

The influence of owners on the company is determined by the number of votes held, which in 11 

turn results from the amount of capital employed in the enterprise. The second feature of  12 

a capital company, decisive for its attractiveness, is obtaining, upon its registration, a legal 13 

personality separate from the entity of the owners (Bartkowiak and Borkowski, 2013). 14 

Restrictions on the establishment of commercial law companies and joining them by the 15 

municipality do not apply to the municipal ownership of shares or stocks of companies involved 16 

in banking and insurance activities as well as advisory, promotional, educational and publishing 17 

activities for the local government, as well as other companies important for the development 18 

of the municipality. Considering the above, two basic cases in which the LGU (local 19 

government unit) can establish a company may be distinguished: 20 

 the LGU performs its own tasks within the area of public utility; 21 

 the LGU performs its own tasks outside the area of public utility that meet the 22 

requirements specified in Art. 13 sec. 2 of the Act on Voivodship Government and  23 

Art. 10 of the Act of Municipal Services. The establishment of a company by a local 24 

government unit is also provided for in the Act of 19 December 2008 on Public-Private 25 

Partnership (Journal of Laws of 2015, item 696). 26 

Therefore, it is justified to assume that there is a disparity between its own tasks and tasks 27 

in the field of public utility, since not all the tasks of the LGU are tasks focused on public utility 28 

(Byjoch and Redeł, 2000). 29 

As far as legal conditions of the operation of municipal sector companies are concerned,  30 

it is important to mention the fact that the conditions of operation of the municipal sector 31 

constantly change in terms of: environmental requirements, climate protection, the use of web 32 

techniques in the services offered, the intensification of interregional and international 33 

cooperation in terms of the implementation of EU directives as well as raising standards of 34 

population service and changes to the nature of services forced by demographic changes. 35 

Environmental changes concern the municipal sector mostly in the field of waste management, 36 

sewage and their utilization. In the light of the available literature and research it is clear that 37 

environmental protection regulations are today one of the most important challenges 38 

(Synowiec, 2018). The environmental rigor will require new technologies and a change of 39 
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management style with particular focus on the processes of acquiring and implementing 1 

innovations. As the direction of these activities is unquestionable, making changes in a shorter 2 

or more distant time will be necessary. It should be noted that a managerial staff which has 3 

competences in acquiring and implementing innovations is essential in order to implement 4 

them. Specific features of municipal companies in almost every field of activity are so 5 

prominent that, according to many authors specialized in the field, these features should be  6 

a sufficient reason to create separate legal provisions, i.e. the return to the concept from the 7 

early 1990s (Bachor, 2009). 8 

4. Role of a manager in the companies of Local Government Units 9 

Managers from the public sector play a key role in the development of their organization 10 

because they directly affect employees and indirectly affect work procedures and change 11 

processes in enterprises (Whitehead, 2006). There is no doubt that the manager is the main 12 

figure in any organization. The rapid development of the company depends on them. In turn, 13 

the effectiveness and involvement of the manager in the development of the organization 14 

depends mainly on how the basis of their employment is regulated. Therefore, the issue of 15 

choosing the proper and, at the same time, the best form of linking the administrator with the 16 

entrepreneur (owner) evokes a keen interest not only among managers themselves, but also 17 

among entities associated with the organization. 18 

Cities are centers of change based on innovations, the spirit of entrepreneurship,  19 

and economic growth. Municipal services constitute a group of services significant to the 20 

residents of municipalities. They concern, among others, ensuring the cleanliness and waste 21 

disposal of cities, providing public transport, water supply and sewage disposal, managing 22 

municipal parks, or providing lighting in municipalities. Therefore, they differ in terms of their 23 

type. The municipal services sector is characterized by a fairly inelastic demand, high capital 24 

intensity and high costs. The ongoing socio-economic changes in cities begin to affect the 25 

operation of companies providing municipal services. They must increasingly build their brand, 26 

maintain their good image, and pay attention to the needs of their increasingly demanding and 27 

aging consumers. These phenomena cause the necessity of careful development of market 28 

strategies by companies providing municipal services based on cooperation with various 29 

entities both directly operating within and outside their industry (Spychała, 2013). 30 

It affects the style of business management, where the social factor in relation to local 31 

communities and the contact of the local government with the enterprise play a very important 32 

role. At the level of a municipal company there is a specific and significant contradiction 33 

between economic and social elements (Gralka, 2015). One can therefore say that in the field 34 

of municipal services there is a dichotomy of goals: the most important thing for the enterprise 35 
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is profit, while municipalities are established to satisfy the collective needs of the residents.  1 

It should be emphasized that the main difference between a municipal enterprise and a business 2 

activity is their objective. Municipal services have no profit-making objective because 3 

municipal sector enterprises are forced to carry out tasks of low profitability and even ones that 4 

are unprofitable if the good of the local community requires it. Their main objective is to satisfy 5 

the needs of the municipality's residents. A manager in this type of enterprise functions in  6 

a strictly defined political system, where the decisions of local politicians can often generate 7 

major difficulties for the finances or organizational structures of the company. The external 8 

pressure on managers to run the enterprise in a given manner, make imposed decisions, or 9 

implement policies of a particular influence group is also a threat. Since enterprises with the 10 

participation of local government units performing tasks of a municipality in the form of  11 

a commercial law company operate in an environment in which there are other entities 12 

attempting to act as its principals, there is a so-called issue of a joint agency (Kozioł, 2008), 13 

meaning a need for cooperation between interest groups that often have different preferences 14 

(Kozioł and Barwacz, 2008). 15 

 Regardless of the above, managers must be able to solve such or other problems regarding 16 

management in accordance with the political rationality criteria while taking into account the 17 

economic rationality of the adequate market economy (Chmielewiec, 2016) and the ethics of 18 

conscience and responsibility, which focus on a personal approach to ethical issues in the 19 

business world and emphasizes such important experiences as self-esteem and respect for the 20 

dignity of others (Kuzior, 2017). It is also worth paying attention to the important role of soft 21 

competences in managers and their role in creating innovation, which becomes very important, 22 

especially in the context of significant transformations that have recently occurred in the 23 

economy (Kochmańska, 2016) which confirms the analysis of the report regarding the desired 24 

competences of employees in the context of the coming technological changes in industry 4.0 25 

(Kuzior, and Sobotka, 2019). 26 

It should also be remembered that the sector of municipal enterprises, which in most cases 27 

have few owners, does not fit into the neoclassical theory of corporate behavior due to,  28 

for example, the multitude of objectives. In addition, apart from shareholders represented by 29 

local government institutions, almost all (social, political, economic) organizations existing and 30 

operating on a given local level and, most importantly, the local government unit's residents are 31 

interested in the operation of companies with the participation of local government units 32 

(LGUs). 33 

It is important to remember that the very essence of every commercial company, as well as 34 

a municipal company, is to generate profit. The profit should theoretically be in line with the 35 

expectations of the owner, i.e. the residents of the municipality in the case of companies that 36 

are the property of a local government unit entirely. Therefore, the generation of high profit is 37 

unfavorable from the point of view of residents. The revenues of these entities should only 38 

marginally exceed the cost of operations, especially when it concerns public utility tasks,  39 
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to which access should be wide such as, for example, water supply and sewage disposal and 1 

treatment.  2 

This means that discussions continue to this day regarding the precise meaning of public 3 

utility and to what extent it refers to social objectives and to what extent to economic ones.  4 

It should also be noted that in Poland there is still no uniformly recognized definition of  5 

a municipal company itself (Klimek, 2017). In order to attract the best specialists to join the 6 

municipal sector companies, who will be able to skillfully balance these two categories, proper 7 

conditions for their operation, i.e. employment and remuneration, need to be developed. But is 8 

the managerial contract the only right way? Is it the most appropriate form of securing LGUs? 9 

5. Forms of employment of managers in companies of Local Government 10 

Units 11 

The term form of employment should be understood relatively narrowly and defined as 12 

resulting mainly from the legal basis of connections between contractors/managers and 13 

enterprises for which they provide work. Meanwhile, in the case of a managerial contract,  14 

a system free of professional relations is developed. The subordination of the manager is,  15 

on the one hand, mainly resulting from the control rights vested in the superior body over the 16 

manager and, on the other hand, the reporting obligations of the manager. 17 

This was also indicated by the Supreme Court in its judgement of 4 April 2002 (I PKN 18 

776/00 OSNP2004/6/94), rightly stating that the conclusion of a contract for enterprise 19 

management (managerial contract) causes the owners of this type of enterprise to transfer the 20 

rights to take independent factual and legal actions concerning the entire enterprise management 21 

process to the managing person (manager), which means independence in terms of its 22 

management, freedom of choice regarding the management method (style), the possibility of 23 

using existing business contacts, professional experience, organizational skills, reputation and 24 

their own image. These characteristics are not demonstrated in the employment relationship, in 25 

which the employing entity is entitled to issue binding instructions to the employee.  26 

Is it therefore necessary to change contracts and which solution will be the most effective 27 

one? The legislator suggested that the fixed part of the manager's remuneration in a company, 28 

a municipal one among others, be made dependent on the scale of the company's operations, 29 

especially on the value of its assets, revenues and staff headcount, in the amount ranging from 30 

one to fifteen times the average monthly remuneration in the enterprise sector without payment 31 

of bonuses based on profit in the fourth quarter of the previous year, announced by the President 32 

of the Central Statistical Office (Art. 4 sec. 2 point 1-5 of the Act of Voivodship Government). 33 

At the same time, the company has the right to set the amount of basic remuneration at  34 

a different level if it is justified by exceptional circumstances related to the same company or 35 
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the market in which it operates. However, shareholders, when adopting a resolution regarding 1 

the remuneration of persons managing companies with the participation of the State Treasury 2 

and subordinate to local governments, will have to take into account the statutory salary 3 

brackets assigned to companies fulfilling specific criteria, regarding, among others, the number 4 

of employees and the size of the company (cf. Art. 4 of the Act on Voivodship Government). 5 

The variable part of the remuneration of a member of the management body should be 6 

dependent on the level of implementation of management objectives. It cannot exceed 50% of 7 

the fixed remuneration, and in public companies 100% of the basic remuneration, of a member 8 

of a management body in the previous financial year (Art. 4, sec. 5 of the Act on Voivodship 9 

Government). The variable part of the remuneration shall depend, among others, on the 10 

achievement of company's objectives such as, for example, attaining or changing the volume 11 

of production or sales, reducing losses, reducing the costs of management or the costs of 12 

running the enterprise, implementing a strategy or a restructuring plan. The basic differences 13 

between a contract based on a civil law contract and an employment contract are presented in 14 

Table 1. 15 

Table 1.  16 
Legal status of managers employed under a managerial contract and a leader contract 17 

Distinguishing 

criterion 

Managerial contract 

form of civil law contract 

Leader contract 

form of employment contract 

Legal basis The Civil Code - civil law provides the 

manager with an autonomous and 

independent position, giving them  

a broad discretion in actions. 

The Labor Code - labor law certainly 

imposes more on the parties to the 

contract. In this case there is no full 

discretion in actions or full autonomy of 

parties. 

Reporting line Lack of reporting lines – a contract 

generally based on the principle of 

equality of parties to a legal 

relationship. In LGU companies, 

however, it is difficult to talk about full 

autonomy of the manager, since these 

companies are the service providers of 

the so-called basic services for local 

communities and their activities are not 

intended to generate profit. 

There are clear reporting lines based on 

the supervisor - subordinate principle. 

Performance of tasks Independently, under the employer's 

supervision specified in the contract 

(determining objectives and the level  

of their implementation, 

recommendations, tips, coordination, 

performance control). 

The work is carried out under the 

guidance of the employer as defined in 

the Labor Code (official orders and their 

enforcement). 

Remuneration In accordance with the Act of 9 June 

2016, the parties may determine the 

principles of remuneration. 

Remuneration based on the terms  

and conditions of the contract and 

dependent on the results. 

Subject to internal regulations 

(Remuneration regulations and/or  

a corporate collective labor agreement 

within a given group of leaders). 

Job security Limited, possibility of not renewing the 

contract, termination of the contract 

under the contract's terms and 

conditions. 

Larger, on the principles of the Labor 

Code, as for an ordinary employee. 

Labor law protects the interests of the 

manager. 
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Cont. table 1. 1 
Provision of services Flexible working time. The manager is 

not subject to disciplinary action. 

Personal performance of work. Specified 

working time, during which the leader 

remains at the disposal of the employer, 

is subject to disciplinary action. 

Social 

benefits/additional 

entitlements 

Limited, negotiated in a contract 

(limited use of holiday leave/days off), 

the period of employment is not 

included in years of service. 

Employee rights are guaranteed under 

the provisions of the Labor Code 

(holiday leaves, statutory sickness pay, 

rewards, disability packages, benefits 

from the Employee Benefit Fund, 

duration of child care etc.). Labor law 

provisions guarantee the manager 

numerous benefits under the law itself 

without the need to negotiate, i.e. without 

the consideration of either good or bad 

will of the owner. 

Liability Contract based on the principles set out 

in the managerial contract and the Civil 

Code Pursuant to Article 471 of the 

Civil Code, the manager always bears 

full liability for damage resulting from 

non-performance or improper 

performance of official duties.  

In addition, they are liable for damage 

caused by persons with whom they 

perform the obligation under the 

contract for the provision of services, 

as well as by persons to whom they 

entrust this obligation (Art. 474 of the 

Civil Code). 

On the basis of Art. 108-127 of the Labor 

Code; like an ordinary employee's. Only 

in the case when the damage is caused 

intentionally - the manager is obliged to 

redress it in full (Art. 122 of the Labor 

Code). 

Satisfying claims in 

respect of remuneration 

from insolvency assets 

In the event that enterprise declares 

bankruptcy, the receivables due  

to the manager under the contract are 

regulated in accordance with the 

Bankruptcy Law – the fourth category. 

Claims in respect of remuneration –  

the privileged position – the second 

category. 

References: Authors' own study. 2 

Pursuant to the Act of 9 June 2016 on the rules of shaping the remuneration of persons 3 

managing certain companies, only managerial contracts should be concluded with the managers 4 

of State Treasury companies or local government companies. By introducing the Act of 9 June 5 

2016, the main point that a managerial contract is the only effective tool for corporate 6 

governance of municipal enterprises was accepted, and the results of these enterprises should 7 

be the reference. But rightly so? The work of managers under a managerial contract in the years 8 

to come will probably provide an answer to this question. 9 

6. Conclusion 10 

Undoubtedly, one of the most difficult problems to solve is the situation when it is necessary 11 

to combine economic and social objective in business activity, as is currently the case in 12 

municipal companies. Then there is the issue of how to manage such entities. It must be 13 
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remembered that profit is not the only result of a proper management method adopted by the 1 

manager in a company, but the fact that municipal sector companies have been the beneficiary 2 

of numerous EU funds in recent years is of considerable importance as well. In addition, their 3 

effective and timely use by municipal sector companies is the result of the use of efficient and 4 

effective management methods. Effective management can only be guaranteed by effective 5 

managers who have the ability to apply liberating management, which results from the 6 

organization's vigor and positive attitude towards the efforts of employees performing specific 7 

tasks. An effective manager should, therefore, be able to resist the temptations of success and 8 

easy profit, be responsible, composed, prudent, courageous, persistent and able to inspire 9 

employees (Drucker, 2011). Managers should primarily be enthusiastic about what they do and 10 

should be the visionaries of the future for innovation of the industry in which they operate. 11 

Apart from the aforementioned features and competencies, the manager should also have the 12 

ability to gain the trust, credibility, authority and respect of the employees, because they are 13 

supposed to show their colleagues how to achieve the goals that have been set (Różańska-14 

Bińczyk, 2017). Additionally, the manager, while managing the property of a municipal 15 

company, also manages municipal property brought to such a company by the municipality, 16 

which should automatically result in an increase in management diligence standards (Chyb, 17 

2015). At this point, one returns to the key issue of the form of employment and the amount of 18 

remuneration of managers. Pursuant to the Act of 9 June 2016 on the rules of deciding the 19 

remuneration of persons managing certain companies, managerial contracts should only be 20 

concluded with the managers of State Treasury companies or local government companies. 21 

However, the results of these considerations regarding the use of managerial contracts in 22 

municipal enterprises do not seem to confirm the thesis adopted when drafting the Act of 9 June 23 

2016 stating that only in its pure form can a managerial contract be an effective tool of 24 

ownership supervision in a municipal enterprise and give the owner the sense of having an 25 

effective management guarantee. 26 

It should be stated that from the point of view of the employing entity, the managerial 27 

contract seems to be more favorable in many aspects, while the employment contract ensures 28 

greater job security. The company does not have to apply the provisions of the Labor Code that 29 

are uncomfortable for the employer to the manager. In addition, the rules of liability for damage 30 

caused to the company (third parties) are clear, and when the manager's performance results are 31 

not satisfactory, the contract can simply be terminated without the need to worry about potential 32 

interference of the Labor Court. In the case of employment under a managerial contract, 33 

inconveniences may be important to many potential managers including: lack of protection of 34 

work relationship permanence, much more strict rules of liability for damage to the company's 35 

property, or the lack of special procedure for pursuing claims in court. On the other hand, the 36 

feeling of insecurity in the opinion of the authors can block the innovation of individual 37 

industries of the municipal sector due to the protection of managing persons. At the end of the 38 

discussion, it should be emphasized that the protection of shareholders'/owners' interests being 39 
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a result of several mechanisms stemming both from the environment and the mechanisms 1 

specified by law seems to be the most valid approach. 2 

In the opinion of the authors of the paper the issue of the legal form of managers' 3 

employment should always be considered individually: the nature of the unit entrusting the 4 

performance of sector/industry obligations, objectives to be achieved, the characteristics of  5 

a person accepting to perform such obligations and, above all, the type of such obligations.  6 

The main objective of the owner should therefore be to develop such methods of cooperation, 7 

procedures, information policy and control structure that will secure their interests on the one 8 

hand, while effectively motivating managing persons to act in the interests of the owners on the 9 

other. In the opinion of the authors, the most appropriate approach to the discussed issue is to 10 

give stakeholders leeway in choosing the form of employment of management board 11 

members/managers as given in the Code of Commercial Companies. 12 

According to the authors of the article, it is worth considering in the future conducting 13 

research on the perception of the changes introduced by the Act of 9 June 2016 among the 14 

management of enterprises in the water and sewage industry. In addition, it seems interesting 15 

to conduct a comprehensive assessment of the effectiveness of managerial contracts as an 16 

instrument of corporate governance in municipal enterprises. 17 
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Abstract: The presented study is aimed at solving the following problems: what product is 11 

offered by agritourism farms, what is the typology of agritourism farms in terms of the 12 

products offered, and do the specific attributes of a website correspond to the specific 13 

attributes of provided services? The present study was conducted for a set of agritourism farm 14 

websites. From a total of 574 websites subjected to inspection testing, 287 websites were 15 

hosted on a paid server with a ccTLD domain, and 287 websites were hosted on a free server 16 

with an assigned free domain. Each website was described using 35 diagnostic variables.  17 

The achieved score was subsequently normalised using the zero unitarisation method. Based 18 

on the observations made in the present study, it can be concluded that the website 19 

development technique translates into the nature of activities conducted by a farm, as the form 20 

of the offer presentation online translates into what a tourist can expect directly on the farm. 21 

The study revealed that underdeveloped, amateurish websites are used to promote 22 

traditionally understood family agricultural farms which offer an opportunity to work on the 23 

farm. This knowledge is of importance for tourists worldwide, as tourists should not be afraid 24 

of the amateurish websites of agritourism farms, as they advertise genuine rural agricultural 25 

farms offering accommodation. Based on the results, a new typology of agritourism farms 26 

demonstrated that specialised farms with modern websites typically offer more extensive 27 

tourism opportunities and have more available beds at their disposal. 28 

Keywords: agritourism, website quality, tourism supply, quality, typology. 29 

1. Introduction 30 

Rural tourism, which encompasses the entire tourism economy of rural areas, is perceived 31 

as an important direction in rural development. Agritourism has evolved from rural tourism, 32 

and is considered a form of leisure in rural areas that is based on accommodation facilities and 33 

recreational activities related to agricultural farms and their surroundings (Phillip et al., 2010). 34 
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Agritourism is one of the most common non-agricultural forms of business activity pursued in 1 

the countryside. Notably, it is a method of economic and social activation for rural inhabitants 2 

that supports the sales of agricultural products, preserves, and handcrafted articles, while 3 

simultaneously affecting public perception of the countryside and agriculture (Tew, and 4 

Barbieri, 2012). Agritourism frequently provides an additional source of income, thus 5 

contributing to an improved quality of life for rural populations. Moreover, agritourism offers 6 

an opportunity for the alternative use of the available resources of agricultural farms, and 7 

increases potential for the natural and cultural environment of the countryside (Baum, 2011). 8 

Additionally, agritourism helps maintain traditions and the rural lifestyle. An important part 9 

of agritourism services involves tourists’ intangible benefits that are cost-free, which does 10 

affect their price competitiveness. Not only is agritourism a component of the multi-11 

functionality of villages and agriculture. It also represents a multifunctional phenomenon 12 

itself. By assumption, it serves a number of functions for reception and emission areas,  13 

as it generates income and offers infrastructural, social, and educational benefits. However, 14 

agritourism can also potentially lead to adverse consequences. In certain regions, agritourism 15 

takes commercialised forms to such an extent that it adversely affects the natural environment 16 

and becomes burdensome to local communities, which can lead to local conflicts. These 17 

conflicts arise, inter alia, from an increased volume of tourism traffic, including more motor 18 

vehicles and pedestrians, noise and vibrations, increased water consumption (particularly in 19 

regions with low rainfall and no water supply network), increased volume of generated waste, 20 

as well as competitive struggle. Furthermore, rural communities that are attractive to tourists 21 

have observed unfavourable landscape changes and the disappearance of traditional ways of 22 

rural life (Gao et al., 2014). 23 

Generally, agritourism in Poland is perceived as a panacea for problems in Polish villages, 24 

including unemployment and the low incomes of farmers and local governments. Moreover, 25 

agritourism development is viewed as creating opportunities to improve the standard of living 26 

in the countryside. Since 1989 (i.e. from the political transformation of Poland),  27 

all development strategies and programmes have emphasised the need for the economic and 28 

social revival of rural areas, as well as the formulation of multifunctional development 29 

concepts that promote the development of business activities outside the field of agriculture, 30 

such as tourism. In this regard, a special role for regional marketing strategies is assigned to 31 

local tourism sectors, and stimulating the development of such activities is prioritised by local 32 

government authorities. 33 

Purposes of the study 34 

The attention of researchers investigating websites has often focused on the assessment of 35 

website design attributes, development techniques, functionality, and usability. However, 36 

solutions that improve website browsing and increase effectiveness are needed, and the role of 37 

websites in the promotion and sales of products and services is emphasised. In such studies,  38 
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a website can be regarded as a specific “mirror reflection” of the entity it advertises.  1 

The presented study is aimed at solving the following problems: what product is offered by 2 

agritourism farms, and what is the typology of agritourism farms in terms of the products 3 

offered? Do the specific attributes of a website correspond to the specific attributes of 4 

provided services? Can the quality of websites, expressed by specific parameters, indicate the 5 

type of agritourism farm providing the service? Finally, is there a relationship between the 6 

scale and range of services provided by an agritourism farm and the quality of its website? 7 

This knowledge may be useful for agritourism farms aiming to create their images by means 8 

of appropriate online presentation of services and for customers searching for agritourism 9 

facilities online. 10 

An analysis of studies on agritourism farms’ websites enabled the formulation of  11 

a hypothesis that selected the design attributes of a website indicating the type of agritourism 12 

services that can be expected by the customer, and the website development technique 13 

translating into the scale and range of conducted agritourism activities. The facilities that 14 

conduct commercial activities with a large number of beds while simultaneously offering light 15 

catering services, trade, or service provision in the field of mass event organisation typically 16 

have professional and extensive websites with numerous functionalities. However, small 17 

farms for which tourism represents an additional form of income often have websites built or 18 

managed in an amateurish manner. The present study was conducted with the aim of 19 

researching the possible relationships between the scale and range of activities pursued by 20 

agritourism farms and the quality of their websites.  21 

2. Literature review  22 

Agritourism has received increasing attention in academic literature, and it has been 23 

widely promoted both in developed and developing countries. Agritourism is defined as  24 

a form of leisure taking place on rural agricultural farms, based on accommodation facilities 25 

and activities related to farms and their natural surroundings and production (Flanigan et al. 26 

2015; Streifeneder, 2016).  27 

The development of agritourism brings many benefits to farm owners, villagers and 28 

tourists. One of the most important is the possibility of obtaining additional income from 29 

offering lodging and selling agricultural products (Barbieri, 2013). The housing resources 30 

available in the countryside, coupled with the underutilised workforce, offer many 31 

opportunities for providing tourism services (Das, and Rainey, 2010). Furthermore, income 32 

generated from tourism enables investment in and upscaling of tourism activities.  33 

A consequence of agritourism development in rural areas is a decline in the importance and 34 

limitation of agricultural farm production (Flanigan et al., 2015). In extreme cases agriculture 35 
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as an economic activity disappears in favour of service (often tourism) activities. Therefore, 1 

agritourism contributes to changes in the countryside, and can offer opportunities for 2 

development, particularly for small farms that are not specialised in agricultural production 3 

(Tew, and Barbieri, 2012). Additionally, agritourism sometimes offers an alternative or 4 

additional income source for specialised farms. 5 

Notably, agritourism is also of considerable cultural importance. Agriculture and the 6 

people associated with it occupy an important place in national mythologies specific to 7 

Central Europe, and the admiration of and affection for the charms of rural life represent an 8 

important part of Europe’s overall cultural heritage (Bednarek-Szczepańska, 2017).  9 

The traditional perception of rural areas is dominated by an image of villagers as people living 10 

modestly and in harmony with the nature, who keep traditions alive and are able to act 11 

collectively for the benefit of their villages. Agritourism enhances the values of traditional 12 

villages and agriculture while reinforcing their social and cultural significance. 13 

Simultaneously, a new generation of tourists is growing, for whom the opportunity to spend 14 

time in an untypical, fascinating, and innovative manner is becoming increasingly important. 15 

Various theme parks and other attractions based on an original idea are enjoying growing 16 

popularity (Arroyo et al., 2013). If a provider of agricultural services does not want to be 17 

eliminated by competitors, it must think constantly about distinguishing their farm from 18 

others, increasing the quality of services provided, and expanding the range of attractions 19 

offered to customers (Flanigan et al., 2015; Streifeneder, 2016). Therefore, many farms are 20 

currently undergoing a metamorphosis from being typically agricultural, to offering a classic 21 

agritourism product, through to specialised farms that remain active in the agricultural sector, 22 

and to large-scale farms providing commercial services.  23 

When implemented in a competitive environment, agritourism should consider activities 24 

which attract a satisfactory number of customers to farms. After developing an agricultural 25 

product and setting a price, relevant information must then be passed on to potential 26 

customers. Therefore, many agritourism farm owners seek a way to distinguish their offer and 27 

reach out to a wider customer base. To this end they exploit the potential of websites, which 28 

enable the creation of both an image and a brand, and help convey an idea of the services 29 

provided (Platania, 2014). The interactivity, functionality, and usability of websites may 30 

affect the purchasing decisions of their users, including their willingness to shop (Ammirato, 31 

2010; Herrero, and San Martín, 2012). However, website ownership does not guarantee 32 

success. A successful website should present valuable content and be created according to 33 

design standards, while considering current trends and technological achievements (Oliveira, 34 

and Casais, 2019). 35 

Factors determining the quality of a website 36 

The success of a website is primarily determined by its broadly defined quality,  37 

the marketing strategies in its environment, and a properly selected internet address (Sanders, 38 
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and Galloway, 2013). High usability of a website is perceived as an announcement of the high 1 

quality of services presented (San Martín, and Herrero, 2012). However, high quality websites 2 

require certain costs to be incurred. In search of savings and budget solutions, agritourism 3 

farm owners in Poland frequently face a dilemma between choosing to order the creation of  4 

a website and to purchase a hosting package, including the registration of a paid domain, and 5 

using a free service. Both paid (subscription) domain websites and free domain websites for 6 

agritourism farms can be found online. 7 

The effectiveness of a website is determined by numerous factors. An effective website is 8 

a high-quality website, and the quality of a website typically determines its success (Lee, and 9 

Kozar, 2012). An effective website achieves specific goals; therefore, it has a satisfactory goal 10 

conversion rate (Pierdicca et al., 2019). Moreover, the effectiveness of a website is a result of 11 

its usefulness (functionality) and usability (Ali, 2016). This means that when using a website 12 

a user can perform specific actions (e.g. leaving a comment, making a booking, ordering  13 

a service, or purchasing a product). The usability and usefulness of a website may affect user 14 

satisfaction, and could develop the loyalty of users (Belanche et al., 2012). Website 15 

effectiveness is significantly affected by the website development technique. An effective 16 

website is a high-performance website that loads quickly in a browser window and is 17 

responsive (Dickinger, and Stangl, 2013). The effectiveness of a website should not be 18 

restricted by the display size of the device on which it is viewed (Schubert, 2016).  19 

An effective website is also aesthetically pleasing. The effectiveness of a website is 20 

determined by its graphics and visuals, relating to attractive design and aesthetic value (Luna-21 

Nevarez, and Hyman, 2012). Additionally, an effective website is available to all users, 22 

regardless of their limitations and disability. The ergonomics of the user interface, navigation 23 

facilitating content search, and its form of presentation are the means by which the impression 24 

of a website’s professionalism is created, while building trust in the entity the website 25 

advertises. Moreover, the effectiveness of a website is also determined by the affordability of 26 

its content. The use of simple language increases the likelihood that customers will 27 

understand the message in accordance with the author’s intentions. The effectiveness of  28 

a website is also determined by the appropriate formatting of the textual content, using 29 

headers, distinguishing features and bulleted lists. The presented contents should therefore be 30 

useful, varied, complete, unique, natural, and formatted appropriately, as well as 31 

complemented with graphics, videos, and also virtual tours (Paulo et al. 2018).  32 

Website effectiveness is also determined by the support it receives on social media 33 

(Varkaris, and Neuhofer, 2017; Leung, and Jiang, 2018). The effectiveness of a website may 34 

be increased by links from high-quality websites. The diversification of traffic sources and 35 

synergy of marketing channels may also contribute to increased website traffic, which 36 

translates into improved website effectiveness (Danaher, and Rossiter, 2011). Maintaining or 37 

achieving specific effectiveness requires website monitoring, continuous modernisation and 38 

optimisation, and responding to the changing environment, which includes changes in search 39 
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engine algorithms and changes based on competitors’ actions (Killoran, 2013). Effective 1 

websites are frequently updated and ranked high in search results. An effective website is one 2 

that serves specific functions, including the provision of information, marketing, contact, 3 

personalisation, booking, and payment functions. 4 

3. Materials and methods 5 

The present study was conducted for a set of agritourism farm websites whose addresses 6 

were obtained from the following national website catalogues: onet.pl, agroturystyka.pl, and 7 

wp.pl. The inclusion criteria for websites included a clear declaration provided in the website 8 

heading or published content indicating that the farm conducts agritourism activities (i.e. clear 9 

declarations of agritourism activities). The websites of boarding houses, motels, manor-10 

houses, and other hotel facilities – although placed in directories within the “agritourism” 11 

category – were excluded. From a total of 574 websites subjected to inspection testing,  12 

287 websites (the initial set) were hosted on a paid server with the assigned country code top-13 

level domain (ccTLD, an individual name in the .pl domain) and 287 websites (the second set) 14 

were hosted on a free server with an assigned free domain (free hosting package).  15 

This resulted from the assumption that the scale and range of activities conducted by farms 16 

differ between those with free domain websites and those with subscription websites. 17 

Moreover, it was also assumed that the quality of subscription websites was higher than that 18 

of free domain websites. 19 

The present study was conducted at three levels: 1) economic and marketing,  20 

2) functionality, and 3) website development technique. Variables describing the services 21 

offered by a farm were placed on the first level and classified as economic and marketing 22 

indicators. It was assumed that the services offered by a farm provide a basis for marketing 23 

activities, resulting in this name being adopted for this group of variables. A detailed analysis 24 

was performed of the services offered by farms, including: the form and range of their 25 

activities, including the number of beds offered in the hosts’ family home, in holiday cottages, 26 

and stand-alone independent residential buildings; the number of rooms; the price of one 27 

night’s accommodation for an adult; the cost of full-day catering; the accessibility of rooms 28 

for people with disabilities; agricultural activities being conducted by the farm; and the leisure 29 

activities offered to holiday-makers on the farm. Tourism facilities guarantee on-site activities 30 

for guests both inside and outside buildings (in the open air), as well as outside the premises 31 

(frequently in cooperation with other specialised entities). However, only the activities 32 

available on the agritourism farm were assessed in the present study. It was assumed that 33 

activities such as billiard sports, sauna, hot tub, paintball games, or quad riding are typical of 34 

facilities pursuing commercialised activities offering several dozen to over 100 beds, 35 
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representing a specific measure of the degree of commercialisation of the services offered. 1 

Simultaneously, it was assumed that classic agritourism farms offered such attractions less 2 

frequently. An analysis of these attributes enabled an assessment of the scale (how many beds 3 

are offered by a farm?) and range of services (what attractions are available to tourists on  4 

a farm?) provided by farms (Table 1). 5 

Table 1. 6 
A set of diagnostic variables characterising the agritourism services offered, the functionality, 7 

and the website development technique 8 

Group of 

variables 
Diagnostic variables 

Range of scores 

and unit of 

measurement 

Services 

offered 

(economic  

and marketing 

indicators) 

X 1 – total number of beds (including: number of beds in guest rooms; 

number of beds in year-round or summer tourist cottages) 
3-158 beds 

X2 – organisation of special events 0-1 points 

X3 – catering offered by the accommodation facility (full-day catering) 0-1 points 

X4 – adaptation of the offer to the needs of people with disabilities 0-1 points 

X5 – agricultural or fruit-growing activities 0-1 points 

X6 – fishponds, an opportunity for fishing 0-1 points 

X7 – farm animals 0-1 points 

X8 – an opportunity for organising a bonfire or a barbecue 0-1 points 

X9 – playground for children 0-1 points 

X10 – conducting of workshops 0-1 points 

X11 – recreational and sports infrastructure 0-1 points 

X12 – billiard sports 0-1 points 

X13 – sauna 0-1 points 

X14 – swimming pool, hot tub 0-1 points 

X15 – an opportunity for riding bicycles 0-1 points 

X16 – paintball 0-1 points 

X17 – an opportunity for using water sports equipment (i.e. kayaks, 

boats, etc.) 
0-1 points 

X18 – an opportunity for horse riding 0-1 points 

X19 – access to Wi-Fi 0-1 points 

X20 – accessibility of multimedia materials (e.g. films, spherical 

panoramas, or virtual tours) 
0-1 points 

X 21 – website built in a foreign language 0-1 points 

X 22 – website built by a marketing agency 0-1 points 

Functionality 

X23 – contact form 0-1 points 

X24 – service booking form 0-1 points 

X25 – online payment form 0-1 points 

Website 

development 

technique 

X26 – code syntax correctness (W3C) 0-1 points 

X27 – the use of HTML5 or XHTML Strict specification  0-1 points 

X28 – compatibility with mobile devices 0-1 points 

X29 – website performance on desktop devices (according to PSI) 0-100 points 

X30 – website performance on mobile devices (according to PSI) 0-100 points 

X31 – level of search engine optimisation (SEO) (according to 

ClearSense) 
0-100 points 

X32 – level of search engine optimisation (SEO) (according to Semtec) 0-100 points 

X33 – level of search engine optimisation (SEO) (according to Sunspot) 0-100 points 

X34 – content management system (CMS) 0-1 points 

X35 – components extending the functionality and interactivity 0-4 points 

Source: authors’ own elaboration. 9 
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The second level includes attributes enabling the assessment of a website’s functionality, 1 

with the accessibility of contact and booking forms, as well as an opportunity for making 2 

electronic payments being noted. The third level included the assessment of attributes 3 

characterising the website development technique, which was assessed based on selected 4 

engineering criteria, including international W3C (World Wide Web Consortium) standards, 5 

responsiveness (compatibility with mobile devices), and design criteria, including web 6 

performance and the level of search engine optimisation (Pan, 2015). This grouping of 7 

attributes enabled the assessment of relationships between the scale and range of services 8 

provided by farms (first level indicators – economic and marketing indicators) and the quality 9 

of their respective websites (second and third level indicators – functionality and website 10 

development technique). 11 

Each website was described using 35 diagnostic variables, of which 22 were economic 12 

and marketing characteristics, 3 were related to functionality, and 10 were related to website 13 

development technique. It was assumed that the selected variables would be sufficient to 14 

assess the range and form of services provided by farms and their website development 15 

techniques. 16 

In addition, the technical parameters of websites were tested using selected web-based test 17 

automation applications (Table 2). Code syntax correctness was verified using the W3C 18 

Markup Validation Service online application. One point was awarded for a lack of code 19 

syntax errors. During manual inspection of the code, the specifications in which a website had 20 

been built were noted, and one point was awarded for the use of the latest HTML5 21 

specification or one of the XHTML specifications. Website responsiveness was tested using 22 

the Opera Mobile Classic Emulator application, which enables browsing websites in the 23 

window of a selected mobile device in the Opera Mini browser, with one point being awarded 24 

for responsiveness. Website performance was tested using the Google PageSpeed Insights 25 

application. The level of search engine optimisation was verified using three web-based 26 

applications, namely ClearSense SEO Audit, Semtec SEO Audit, and Sunspot SEO.  27 

In addition, the components used to build a website and the content management system 28 

(CMS) were verified using the Complex SEO Audit application. One point was awarded for 29 

each component noted (components frequently increase the functionality and usability of  30 

a website, although they may decrease web performance). One point was also awarded for the 31 

use of the content management system (CMS). The achieved score was subsequently 32 

normalised using the zero unitarisation method. 33 

  34 
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Table 2.  1 
Parameters adopted in the assessment of agritourism farm websites and testing applications 2 

Design (qualitative) attributes Testing application (form of test) 

Design standard according to W3C, 

DTD (document type definition) 

(X26, X27) 

W3C Markup Validation Service (readout of the DTD header and 

validation of HTML code syntax correctness) 

Responsiveness – compatibility 

with mobile devices (X28) 

Opera Mobile Classic Emulator (simulation of website browsing on 

mobile devices) 

Web performance (X29, X30) PageSpeed Insights (measurement of website performance on desktop 

and mobile devices) 

Search engine optimisation (SEO) 

(X31, X32, X33) 

ClearSense SEO Audit, Semtec SEO Audit, and Sunspot SEO Audit  

(a test on selected website parameters affecting search result position) 

Technology of website building, 

design techniques, and tools used 

(X34, X35) 

Complex SEO Audit (identification of the content management system 

(CMS), identification of components extending functionality and 

interactivity, e.g. jQuery) 

Source: authors’ own elaboration. 3 

Zero unitarisation method 4 

Zero unitarisation is a method of normalising diagnostic features (Balcerzak, 2015), and is 5 

characterised by a constant reference point (i.e. the range of the normalised variable). 6 

Normalisation is an operation aimed at the adaptation of diagnostic variables to the role of 7 

partial criteria in the process of complex phenomenon assessment. Diagnostic features are 8 

usually expressed in various units of measurement, and have corresponding, different 9 

numerical ranges. Normalisation methods are used to transform absolute values into relative 10 

values, with transformed variables having no unit, and being unified in terms of the range of 11 

values they can take on. Therefore, the normalisation of features enables comparative testing 12 

on objects (complex phenomena) described using many variables. 13 

Given that the variables adopted for the present analysis were of a stimulant nature, 14 

formula (1) was applied in the unitarisation process in order to replace different ranges of 15 

variability with a constant range, and to make them comparable with each other. This enabled 16 

the description of each website with a normalised website development index (WDI) and  17 

a normalised index of the range of services offered (SOR). The WDI index was the result of 18 

adding up normalised variable values from the set of variables characterising the website 19 

development technique as well as website functionality (as attributes resulting directly from 20 

the website development technique). The SOR index was the result of adding up normalised 21 

variable values from the set of variables characterising the services offered. 22 

𝑥𝑖𝑗
′ =

𝑥𝑖𝑗−𝑚𝑖𝑛𝑖{𝑥𝑖𝑗}

𝑚𝑎𝑥𝑖{𝑥𝑖𝑗}−min𝑖{𝑥𝑖𝑗}
  (1) 23 

Based on the values of aggregated variables, the website quality index SQI was 24 

subsequently determined, which allowed websites to be grouped according to the quality 25 

criterion. Moreover, the value of the “accumulated quality index” for each set of websites was 26 

calculated. Moreover, the relationships between the website development technique 27 

(expressed with the WDI) and the scale and range of services provided (expressed with the 28 
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SOR) were assessed using the Pearson correlation coefficient. This correlation coefficient was 1 

calculated for both the set of paid domain websites and the set of free domain websites. 2 

4. Study results 3 

On the paid domain websites of agritourism farms (the first set) a total of 5913 beds were 4 

noted, including 4688 in 1337 rooms rented in the hosts’ homes or in residential buildings 5 

only offered to holidaymakers, while 1225 beds were available year-round or in summer 6 

tourist cottages. On average, there were 21 beds per facility, with most facilities offering from 7 

several to a few dozen beds.  8 

The farms that presented their offers on free websites (the second set) offered 9 

approximately 38% fewer beds in 871 rooms (an average of 12.5 beds). In this set, a much 10 

greater proportion of farms had a maximum of 10 beds. In addition, these farms offered 11 

accommodation in holiday cottages twice as early. Therefore, it can be concluded that the 12 

websites of farms targeted at agritourism activities with more beds more frequently had 13 

modern, responsive websites. 14 

Every second agritourism farm that presented offers on a paid website demonstrated the 15 

infrastructure necessary for organising special events, including wedding receptions  16 

(144 farms, over 50%). However, for offers placed on free websites, only 58 such farms were 17 

noted (slightly over 20%). 18 

Full-day catering proved to be standard in the farms under study. These services were 19 

declared by 80% of farms presenting an offer on a free website (231 cases), with the price 20 

indicated only for every fourth farm. Regarding offers placed on paid websites, full-day 21 

catering was declared by 171 farms (approx. 60%), of which 108 indicated their price. 22 

Accommodation and catering in facilities presenting offers on paid domain websites were 23 

typically more expensive than those using free domain websites. The average price of an 24 

overnight stay for an adult in offers placed on paid domain websites ranged from PLN 21.5 25 

(approx. 5 Euro) to PLN 46 (approx. 11 Euro). Furthermore, an overnight stay on farms 26 

presenting offers on free domain websites ranged from PLN 16.5 (approx. 4 Euro) to PLN 32 27 

(approx. 7.5 Euro). The average price for full-day catering offered on paid domain websites 28 

was PLN 50 (approx. 12 Euro), while it was PLN 40 (approx. 9.5 Euro) for offers placed on 29 

free domain websites. In most cases, the costs of stay were negotiable, and depended heavily 30 

on the number and type of booked beds, the range of services ordered (accommodation with 31 

or without catering, an extra bed, a visit with guests’ own animals), and on the length and 32 

period of stay (in season or off-season). Notably, the values provided here are approximate, 33 

and the final costs were not used for the final assessment of studied farms. Agritourism farms 34 

frequently failed to present a service price list on their websites, though farms using free 35 
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domain websites were less likely to include this information. Moreover, service price lists 1 

were presented for a variety of offer variants and configurations, as farms set their own time 2 

periods typical of a particular location, which determined the price for accommodation.  3 

For example, selected farms had higher prices during the so-called “natural period” when 4 

selected animal or plant species could be observed. Farms also made prices dependent on the 5 

holiday period, “from autumn to early spring”, or during events (holidays) such as the  6 

“May Day Picnic” or Easter. 7 

For the set of paid domain websites, 72 (12%) presented offers in a foreign language or 8 

provided automatic translation of the content. In the set of websites hosted on free servers, 9 

only 20 such cases were noted. Therefore, it is evident that most of the analysed offers were 10 

intended for the national (Polish) market. 11 

A total of 139 (48%) agritourism farms presenting offers on paid domain websites 12 

declared agricultural or fruit growing activities (of various scales) and, in 133 cases, kept farm 13 

animals. However, these activities were often conducted “for show”, and served the role of  14 

a specific tourism “attraction”. In addition, every third farm (96 websites, 33%) declared that 15 

they owned fishing ponds, either used for fish farming or recreation. In agritourism offers 16 

presented on free websites, 92 farms declared agricultural activity, 100 owned farm animals, 17 

and 83 offered visitors access to fishing ponds. It should be emphasised here that the data 18 

obtained from free websites may be underestimated, as offers presented in this group were 19 

often described superficially. However, more information could often be read from website 20 

photo galleries than from text descriptions. This was different for websites with a paid 21 

address, where leisure offers were usually extensively described.  22 

Agritourism farms presenting offers on paid websites more frequently included activities 23 

such as billiard sports, sauna, swimming pools, or paintball. The most popular forms of 24 

activity offered on farms include outdoor sports such as water sports and horse riding. 25 

Only 10 agritourism farms (all from the first set) declared the adaptation of farm 26 

infrastructure to meet the needs of disabled people. A relatively high number (37%) of 27 

websites from the first set had been built by IT service companies or marketing agencies 28 

whose signature was provided at the bottom of the website (the “footer”), while only one such 29 

case was noted in the second set. In the set of paid domain websites, 45% (130 websites) were 30 

compatible with mobile devices. Moreover, the content management system (CMS) was 31 

identified in 152 cases (53%). Additionally, 60% websites from this set were built in the latest 32 

HTML5 specification or in one of the (X)HTML Strict specifications. Among the free domain 33 

websites, only 7 responsive websites, 11 websites built based on the content management 34 

system (CMS), and 37 (13%) websites built in one of the valid HTML specifications were 35 

noted, with most being rated as amateurish and created at the lowest possible cost (Table 3). 36 

  37 
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Table 3. 1 
Total number of beds offered by agritourism farms in the studied dataset 2 

Offer presentation 3-10 11-20 21-50 51-100 >100 Total 

Paid domain websites (ccTLD) 51 152 74 8 2 287 

Free domain websites 156 109 21 1 0 287 

Total 207 261 95 9 2 574 

Source: authors’ own study. 3 

On paid domain addresses a contact form was provided in 97 cases. Lodging could be 4 

booked using an online form on 25 websites (9%), while only 2 websites offered an 5 

opportunity to pay a deposit fee or the costs of stay via PayPal. Among free domain websites 6 

a contact form was available in only 3 cases, while the same number of websites offered an 7 

accommodation booking form. Moreover, none of the free domain websites had enabled 8 

payment options. In addition, viewing free websites was significantly hindered by 9 

advertisements in 199 cases (70%), which contained content dependent on the hosting service 10 

provider. 11 

A low accumulated website development index (WDI) value of 1.42 characterised the set 12 

of paid domain websites, while for free domain websites it was even lower at 0.94. During the 13 

study the website performance parameter increased the rating of website development 14 

technique for simple, out-dated, free subdomain websites, while decreasing it for mobile 15 

websites using modern components to extend their functionality and interactivity. This is due 16 

to the fact that websites built in an out-dated manner, which are static and present information 17 

primarily using text, are small in size, use a small number of image files, and even fewer 18 

external resources. Therefore, they load rapidly in browsers due to their simplicity.  19 

An accumulated, reduced index of the scale and range of agritourism offers (SOR) of 2.08 20 

characterised the set of paid domain websites, while free domain websites exhibited  21 

a value of 1.29. For paid domain websites the total value of the accumulated quality index 22 

was 3.5, which was higher than the value for free domain websites (2.2).  23 

The paid domain websites of agritourism farms most frequently obtained an SQI index 24 

value ranging from 10 to 14.99, with as many as 207 websites (approx. 72%) obtaining  25 

a value exceeding 10. Free domain websites were ranked lower (Table 4). Of the set of 287 26 

websites, as many as 208 (approx. 72%) obtained SQI values ranging from 4 to 9.99. 27 

Table 4.  28 
Number of websites according to SQI value 29 

SQI qualitative range 1.9-3.99 4.0-6.99 7.0-9.99 10.0-14.99 15.0-20.4 Total 

Paid domain websites 1 20 59 138 69 287 

Free domain websites 18 105 103 58 3 287 

Total 19 125 162 196 72 574 

Source: authors’ own study. 30 

Analysis using the Pearson correlation coefficient (r = 0.155) for the set of paid domain 31 

websites presented a weak correlation between website development technique (WDI)  32 

0.5 significance level. This implies that a paid website determines a better, more complete 33 
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offer presentation. It is evident that farm hosts pay more attention to the offer descriptions and 1 

presentation when spending resources on website maintenance. It can be concluded that farms 2 

with a professionally built website usually have a more extended offer for tourists. It can also 3 

be concluded that improved technical quality (development technique) in a website resulted in 4 

an improved presentation of what farms offered to tourists and the range of services offered 5 

(SOR), which was statistically significant at α = 0. 6 

An analysis of the Pearson correlation coefficient (r = 0.02) in the set of free domain 7 

websites demonstrated that the correlation between the website development technique (WDI) 8 

and the range of services offered (SOR) was not statistically significant at α = 0.05 9 

significance level. This implies that out-dated website development techniques were not an 10 

obstacle to providing a full description of the services offered, which are not significantly 11 

inferior to those presented on paid websites. However, a distinction should be made between 12 

the range of an offer and the form of its presentation – which has not been assessed –  13 

as it involves an assessment of graphics. This, in turn, may be the result of the auditor’s 14 

subjective preferences. This does not change the fact that offers on free websites were usually 15 

presented with significant issues (e.g. a service price list being omitted). 16 

5. Typology of agritourism farms 17 

Based on the observations made in the present study, it can be concluded that website 18 

development technique translates into the nature of activities conducted by a farm, as the form 19 

of offer presentation online translates into what a tourist can expect directly on the farm.  20 

An analysis of offers placed on the websites of agritourism farms in Poland reveals four main 21 

forms of the services provided:  22 

1. The first type (T1) is “classic” agritourism; an agricultural agritourism farm providing 23 

services to tourists on a relatively small scale, offering from a few to several beds in 24 

the host’s house, and allowing tourists to participate in field work and have contact 25 

with farm animals. Agritourism activities are usually regarded as an additional source 26 

of income, and farms themselves conduct production activities of various scales. 27 

These farms are frequently based on multi-generational traditions. The hosts cultivate 28 

the land, sow grains, and grow potatoes. They have a vegetable garden as well as fruit 29 

trees and bushes. They also produce food products, and often everyday and 30 

ornamental objects (handcrafted articles) as well. These farms’ activities are not aimed 31 

at the maximisation of occupancy rate; 32 

2. The second type (T2) is “specialised farms” with a specific agricultural activity 33 

profile, either cultivation or breeding. These are farms which keep studs, have 34 

orchards, nurseries, or fishing ponds, are aimed at providing tourism services such as 35 
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rafting and canoeing trips, or frequently organising “green schools” and thematic 1 

workshops.  2 

3. The third type (T3) is “para-agritourism farms”, being tourism farms located in rural 3 

areas. Their owners do not conduct agricultural activities and have no farm animals, 4 

only pursuing activities that involve offering beds in facilities such as a boarding 5 

house, motel, or guest rooms; however, they do so under the banner of agritourism. 6 

There, the agricultural production aspect is reduced to a house garden or a vegetable 7 

garden. This is also frequently an activity involving the renting of holiday cottages. 8 

4. The fourth type (T4) represents “neo-agritourism”, tourism “in an agritourism style”, 9 

or “quasi-agritourism” activities provided by extensive farms, agritourism centres, and 10 

in modern, often large facilities (on average from several to a few dozen beds), either 11 

traditionally built or patterned on a traditional style. This is a form of commercialised 12 

tourism. Descriptions of the activities conducted in such facilities present agritourism 13 

as “civilised rural tourism”, “closeness to nature along with the comfort of leisure”, 14 

and “convenient accommodation in rural style”. Many of these facilities keep farm 15 

animals and pursue agricultural (often fruit-growing) activities, but this is not 16 

exhibited. A typical rural background with hens and ducks running around is not to be 17 

found here. In these farms agricultural activity only provides a background for 18 

tourism, and farm animals are frequently kept in “mini zoos”. Agricultural machines 19 

and equipment are often treated as exhibits, and older ones as museum objects.  20 

These farms prefer large organised groups and the organisation of special events.  21 

They frequently even have several large rooms at their disposal, which can 22 

accommodate up to several dozen people. Offers are targeted at wealthy customers 23 

willing to pay a higher price, and requiring more luxury. Such facilities often have  24 

a reception and a restaurant, manage a facility servicing offices, and sell gift vouchers, 25 

discount cards and vouchers for their services. They frequently offer a myriad of 26 

activities, including: paintball games, quad riding, saunas, hot tubs and indoor 27 

swimming pools, as well as spa and cosmetic services, organised health camps and 28 

slimming holidays with cosmetic treatments, exercise packages, and consultations 29 

with a dietitian, while hosting green schools, day camps, and camps with various 30 

activities and excursions. This is a specialised tourism activity conducted in rural 31 

areas, and often on a large commercialised scale. 32 

Free domain websites with inferior technical parameters, which frequently displayed 33 

external advertisements, were more often used by classic agritourism farms (T1) and farms 34 

that did not pursue agricultural activities (or these activities were only pursued on a small 35 

scale, for their own use) (T3). For the owners of these farms, agritourism was usually  36 

an additional source of income. The scale of activities for these farms was mostly small,  37 

and amounted to a few or several beds in rooms located in the hosts’ home. Free websites 38 

were not used by any entities pursuing commercial activities in rural areas (T4). It can also be 39 



Polish agritourism farm website quality… 87 

concluded that a large number of facilities that invested in paid websites were in  1 

a “transitional” phase from agricultural activities to service activities: a total of 124 farms 2 

with paid websites were in the “phasing out agricultural operations” phase, while developing 3 

offers for tourists. Websites with inferior technical parameters of the “old design” type were 4 

characterised by poor content, static layout (800-1000px width), small fonts, no CMS,  5 

and static geoinformation (raster map). Such websites were usually used by classic, small, 6 

rural farms for which agritourism was an additional activity. 7 

The present study demonstrates that with increasing website quality – expressed by 8 

selected attributes of website development techniques (e.g. the HTML version used, 9 

responsiveness, performance, level of search engine optimisation, and the functionality range) 10 

– the degree of commercialisation of an agritourism farm as well as the scale and range of 11 

available activities tends to increase. Agritourism farms pursuing commercialised activities 12 

(T4) more often possessed high-quality websites that ranked high in the assessment of 13 

parameters (e.g. 89 points out of the 100 that could be obtained in the SEO test). Classic, 14 

small agritourism farms more frequently had free domain websites characterised by a static 15 

form and a lower level of search engine optimisation (lower goal conversion capabilities). 16 

6. Website quality and the nature of agritourism services 17 

The present study demonstrated that with increasing website quality (expressed, inter alia, 18 

by responsiveness, web performance and the level of search engine optimisation), both the 19 

number of functionalities offered by the website and the scale and range of services provided 20 

by the agritourism farm increase. That is, farms pursuing commercial activities tend to have 21 

better quality websites. 22 

Agricultural farms that regard agritourism as an additional source of income (classic 23 

agritourism, T1) frequently do not own a website, and tend to use national portal grouping 24 

offers of accommodation and social media, or have websites built at the lowest possible cost, 25 

which are old-fashioned, amateurish, static, and frequently in the form of online showcases or 26 

specific “online information sheets” (i.e. a short text description adorned with a couple of 27 

photographs and contact details, with everything included in a single hypertext document). 28 

These websites are often maintained on free servers with the assigned free domain.  29 

The technique of their development leaves much to be desired, and the offer description is 30 

often concise, incomplete, and out-dated, which translates directly into the goal conversion. 31 

Such websites do not serve their marketing and information functions, nor do they exploit the 32 

internet’s full potential. Another important aspect is that such websites are “invisible” on the 33 

internet, as they may have low positions in search results. The hosts, however, are not usually 34 
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interested in intensive promotion of services online, primarily due to the small scale of the 1 

activities carried out, and to the fact that they treat them as an additional source of income. 2 

The websites of the largest agritourism facilities (neo-agritourism, T4) are most frequently 3 

built and supported by interactive agencies. These websites are modern, frequently updated, 4 

and prepared with mobile devices in mind. Such websites serve a representative and 5 

marketing function, and are used to acquire customers. Offers are presented in a dynamic and 6 

interactive manner with attractive graphics, frequently using professionally edited 7 

photographs. Such websites provide multimedia, which often take the form of interactive 8 

spherical panoramas (virtual presentation of the farm’s infrastructure). Moreover, contact 9 

forms and service booking forms are often provided on these websites, which has been 10 

confirmed by other studies. Nieto, Hernández-Maestro, and Muñoz‐ Gallego (2011) studied 11 

150 rural Spanish tourism facilities and their websites. The authors demonstrated that 42% of 12 

entrepreneurs in their study maintained their own website, while the majority hired an 13 

external firm to maintain and develop websites for them. 14 

Farms pursuing specialised agricultural or breeding activities, as well as farms that do not 15 

conduct agricultural activities only offer beds in rural areas (the third and fourth type), and 16 

usually only have online showcases. These farms are typically characterised by a lack of 17 

booking and payment functionalities and contact forms. Such websites primarily provide 18 

basic information and contact details. 19 

7. Discussion of results 20 

Phillip et al. (2010) presented a typology of agritourism farms that considered the farms’ 21 

agricultural activities as well as tourism opportunities involving participation in daily farm 22 

work (non-working or working farm agritourism, passive, indirect or direct contact 23 

agritourism, staged agritourism, or direct contact, authentic agritourism). This typology is 24 

focused on agricultural farms and the nature of activities they pursue. 25 

More recently, Flanigan, Blackstock, and Hunter (2014) modified the classification 26 

offered by Phillip et al. (2010). Notably, the phrase “a holidaymaker’s contact with the 27 

agricultural farm” was replaced by “interaction” (i.e. what is the nature of interaction between 28 

guests and agriculture?). This phrase more completely reflects the relationship between the 29 

holidaymaker and the inhabitants of the agritourism farm, as interaction includes both the 30 

tourist’s impact on the hosts and the hosts’ impact on the tourist. Notably, the nature of the 31 

interaction is determined by the type of agritourism farm in question. Differences exist 32 

between facilities of the NWF type (non-working farm agritourism) and farms of the WFDCA 33 

type (working farm, direct contact, authentic agritourism (Flanigan et al., 2014). 34 
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The typology was developed during the research results based on the assessment of 1 

agritourism farms’ websites. A “reverse” approach was applied to develop the typology, with 2 

farm websites, website development techniques, and the presentation of the offered services 3 

representing the basis of considerations. It is the website that provides the basis for the 4 

typology—an image of a farm emerging from an analysis of its website, resulting in the farm 5 

being classified in a particular category. 6 

The present study concludes that agritourism farms can generally be divided into those 7 

with modern websites and those with old-fashioned or amateurish websites that are frequently 8 

hosted on free domains. The former type usually conducts more or less commercialised 9 

activities, with tourism as their main income source. On the other hand, the latter type usually 10 

conducts agricultural activities while simultaneously offering accommodation services.  11 

For such farms agritourism represents an additional income source. Certainly, “somewhere in 12 

between” forms exist, yet the existing regularity holds true. The more commercialised 13 

(specialised) a facility, the more modern and developed their website. 14 

8. Recommendations for tourists, practitioners, and policy makers 15 

The present study offers recommendations for tourists, owners of agritourism farms, and 16 

website developers. Farms conducting commercialised activities typically offer their services 17 

to organised groups and to wealthy customers who are willing to pay more for a service while 18 

expecting sophisticated attractions and luxurious amenities such as saunas, hot tubs,  19 

spa services, and/or quad riding. A sophisticated website with a modern layout can be 20 

associated with a certain type of service and agritourism facility, including the scale of 21 

pursued activities. As such, customers searching for small agritourism farms will find them on 22 

classic, often rustic websites.  23 

The present study also revealed that underdeveloped, amateurish websites are used to 24 

promote traditionally understood family agricultural farms which, instead of hot tubs and 25 

spas, offer an opportunity to work on the farm. This knowledge is of importance for tourists 26 

worldwide, as tourists should not be afraid of the amateurish (underdeveloped) websites of 27 

agritourism farms, as they advertise genuine rural agricultural farms offering accommodation. 28 

However, customers searching for leisure in rural areas who are not interested in traditionally 29 

understood agritourism should seek offers hosted on modern websites, as it is more plausible 30 

to conclude that such websites advertise entities pursuing commercialised activities. Website 31 

developers should also be aware of this trend, and should determine the type of customer that 32 

the website aims to cater to at the design stage. Therefore, website developers should select 33 

website parameters such as graphic design in relation to the customer’s profile, or, indirectly, 34 

to the scale and range of the activities conducted by the farm. 35 
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9. Conclusion 1 

The results of the present study highlight the services provided by agritourism farms in 2 

Poland as seen through the eyes of an online user viewing a browser window. A website 3 

presents a certain projection or presentation that may either encourage a customer to book  4 

a service or discourage them from doing so. Furthermore, it creates an impression of the 5 

service in the customer’s mind. Notably, it is the hosts who must ensure that the realities of 6 

their farm are appropriate to those created in the customer’s mind after having read the offer 7 

presented online. 8 

The quality of a website may indicate the nature, scale and range of services that an 9 

agritourism farm provides. Farms advertised on simple and ordinary, amateurish websites – 10 

which are frequently hosted at a free domain – are usually involved in traditional agritourism 11 

activities on a small scale, where holidaymakers can experience farm work and get in contact 12 

with farm animals. In turn, facilities carrying out activities “in the agritourism style” or 13 

through “neo-agritourism” activities – where farm animals and farming hold a specific 14 

attraction to visitors – usually have responsive and extensive websites complete with 15 

multimedia. Therefore, paradoxically, an offer of traditionally understood agritourism on an 16 

agricultural farm can be found on simple web pages or online showcases. This implies that the 17 

presentation of an agritourism offer on a web page with inferior technical parameters does not 18 

necessarily imply an inferior quality of the services provided. 19 

A certain phenomenon which accompanies the enlargement of agritourism facilities is 20 

their gradual transformation into mass tourism facilities in which farm work is replaced by 21 

activities such as Nordic walking, yoga exercises, mud baths, massages and spa treatments, 22 

and traditional rural vegetable-based meals. All of the aforementioned activities are offered in 23 

rural areas, and in facilities that are modernly equipped yet patterned on a traditional, wooden, 24 

regional structure. However, such offers are not addressed to every customer, as there remain 25 

a group of holidaymakers who prefer to rest in ordinary agricultural farms. This sector is also 26 

visible online. An increasing number of entities providing tourism services are advertised by 27 

websites created by interactive (marketing) agencies, which demonstrates the specialisation in 28 

tourism as well as the commercial nature of the services provided. This is because such 29 

websites exist to guarantee the promotion of offers online in the form of a continuous inflow 30 

of new customers, since the success of commercial facilities is determined by the number of 31 

overnight stays sold. 32 

  33 
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10.  Limitations of the study and further research 1 

The study indicates certain trends. It confirms that agritourism farms which pursue 2 

commercial activities on a larger scale usually have websites of better quality. There are, 3 

however, small farms with a few beds which have high-quality websites, and large farms with 4 

websites of poor quality. Therefore, the study results should not be perceived in absolute 5 

terms. They can offer certain suggestions to farm owners as to what website parameters they 6 

should take care of for it to be of good quality, and to customers as to what website 7 

parameters they should focus on, and what parameters may show the actual picture of a farm 8 

as well the range and form of services provided. The research materials were collected in 9 

2017, and their analysis showed the current state of the problem. A repetition of the study in  10 

a few years will enable the observation of trends in the information and promotional actions in 11 

agritourism, including the indication of changes in the services offered in the fields of 12 

agritourism and rural tourism. 13 
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Abstract: Software development projects are the essential part of business activity of many 6 

IT companies. According to numerous studies and reports, approximately only one-third 7 

of IT projects turn out to be successful. Software development projects require unique approach 8 

in order to meet customer’s requirements. This article provides an in-depth literature review 9 

on barriers to IT project launch and implementation. Also, the paper presents key findings 10 

of a research that was carried out to identify the most significant barriers to IT projects 11 

implementation. 12 

Keywords: new product development, barriers to IT projects, project management. 13 

1. Introduction 14 

Adaptation to fluctuating conditions prevailing on the dynamically developing markets 15 

allows enterprises to build their competitive advantage. Companies are continuously searching 16 

for new information and communication technology (ICT) systems as a result of an increasing 17 

complexity of production systems and the general evolution of technologies on the market. 18 

Moreover, the information technology (IT) services market is undergoing a real renaissance 19 

due to the ongoing expansion of on-demand services and accelerating growth of sophisticated 20 

software solutions, often offered in the cloud. Services of the ICT sector are widely used 21 

in business practice. The number of IT projects, especially associated with software 22 

development, continues to grow with every year. Project management is currently one of the 23 

most essential solutions used by companies focused on new product development (Friis et al., 24 

2014). Hybrid models, which consist of agile methods combined with traditional stage-gate 25 

new product development models, have been widely implemented by IT companies in order 26 

to accelerate development speed and reinforce product quality (Cooper, Sommer, 2016). 27 

IT products can be defined as services and software solutions (computer programs, 28 

websites, systems or applications) that support various business activities of certain companies 29 
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or meet unique requirements of individual customers (Liebert, 2018). The growing demand for 1 

innovative IT services and software solutions among enterprises and individual customers is 2 

a prelude to Industry 4.0, where all production systems, management systems and IT systems 3 

are vertically and horizontally integrated, thereby increasing the manufacturing capacity 4 

of a certain business entity. Modern approaches, which are being used to launch and implement 5 

advanced IT products or services, have a multidimensional nature, namely:  6 

 They are based on permanent and sustainable cooperation with the customer 7 

throughout the entire software development cycle (Alvertis et al., 2016). 8 

 They initiate a desire to seek innovation (Reich et al., 2008).  9 

 They strive to increase product’s quality (Geraldi, et al., 2011). 10 

 They create optimal conditions for knowledge sharing among development teams 11 

(Iden and Bygstad, 2017). 12 

 They create value for both the customer and the company. 13 

However, it turns out that the development of modern software requires a specialized 14 

(and often virtual) working environment, well-developed customer relations, appropriate 15 

resources, and properly adapted agile software development methods. Agile Project 16 

Management (APM) is considerably different in comparison to traditional project management 17 

(also known as Waterfall approach in IT industry), due to variable project scope and high 18 

flexibility (Palmquist M. S., 2013). Many IT projects tend to fail, exceed their budget, or are 19 

unable to meet their goals. Project Management Institute (PMI) emphasizes that there are 20 

an infinite number of reasons for project’s failure. According to the PMI report from 2017, 21 

37% of projects failed due to the lack of clearly defined project objectives and milestones. 22 

Chaos Standish Group Report 2018 shows that agile project success rates are two times higher 23 

than success rates of waterfall projects. However, it also states that over 50% of evaluated 24 

projects have failed to meet all requirements of project constraints — time, budget and scope. 25 

Therefore, there are many barriers to successful implementation of IT projects. 26 

This article discusses the barriers hindering the implementation of software development 27 

projects in the IT industry. This paper consist of literature review which focuses on barriers to 28 

launch and implementation of IT projects, and a qualitative research which indicates that 29 

organizational culture, poor risk management and lack of proper communication are the main 30 

issues occurring in companies that run IT projects. 31 

2. Characteristics of IT software development projects 32 

Every project can be defined as a unique endeavor and purposeful activity that has limited 33 

resources, scope, and time. Project management is an effective approach commonly used to 34 

develop new products and implement changes in the company. Project’s work-breakdown 35 
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structure and schedule enable companies to develop new solutions in organized stages, which 1 

allows them to take better control of every executed task (Trocki, 2013). There are many 2 

definitions of a project, namely:  3 

 “A project is a time and cost constrained operation to realize a set of defined deliverables 4 

up to quality standards and requirements.” (definition by the International Project 5 

Management Association)1. 6 

 “A project is a temporary endeavor undertaken to create a unique product, service,  7 

or result. A project is temporary in that it has a defined beginning and end in time, and 8 

therefore defined scope and resources. And a project is unique in that it is not a routine 9 

operation, but a specific set of operations designed to accomplish a singular goal.” 10 

(definition by the Project Management Institute — Project Management Body 11 

of Knowledge)2. 12 

 “A project is a temporary organization that is created for the purpose of delivering one 13 

or more business products according to an agreed business case. Every project 14 

is unique.” (definition by PRINCE2 Axelos)3. 15 

An IT project can be defined as temporary endeavor undertaken to develop or modernize 16 

a unique system or software solution, sometimes combined with ICT hardware. The main 17 

objective of such project is to implement all features and functions listed in the user’s 18 

requirements (Liebert, 2017). Projects executed in the ICT sector are highly innovative. 19 

Frączkowski describes an IT project as a set of actions which have to be undertaken 20 

by developers to define unique architecture, interface, data, hardware, and software required to 21 

develop a unique system. Also, he emphasizes that there are many types of IT and ICT projects 22 

(Frączkowski, 2003), such as: software development projects, IT system implementation 23 

projects, network-related projects, and IT/ICT infrastructure development projects. Software 24 

development projects consist in developing software solutions like computer programs, 25 

websites, mobile applications or computer games. It should be noted that the scope 26 

of an IT project may include implementation of software and also activities associated 27 

with computer hardware, infrastructure, networking, or configuration of other types of devices. 28 

This article focuses on the barriers to IT software development project implementation. 29 

Software development projects, which are mainly related to software engineering, are 30 

of a completely different nature than hardware projects. The main purpose of the latter is to 31 

create a tangible product that has a physical form (instead of intangible software). An important 32 

element that distinguishes a modern IT software project from a traditional project is the lack 33 

of a predetermined scope. Over the years, IT software development companies have moved 34 

from a linear waterfall approach to an agile software development approach. Projects that are 35 

                                                 
1 IPMA Individual Competence Baseline®, ICB version 3, 2015. 
2 A Guide To The Project Management Body of Knowledge. Project Management Institute, Inc., 2013. 
3 AXELOS, PRINCE2 Agile® Guidance Preview, 2015. 
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being executed in waterfall methodology have a pre-defined scope from the beginning 1 

of the project (Szalvay, 2004). Nowadays, each IT project is adjusted to the dynamic 2 

requirements of the customer on an ongoing basis throughout the entire production cycle 3 

of a certain IT product. Collaboration with the end-user or customer in a project allows for 4 

an easier exchange of information between commissioner and the development team. This has 5 

a positive impact on the overall quality of the product. This type of approach is the well-known 6 

APM (Highsmith, 2005), which uses Adaptive Project Frameworks to enhance the workflow 7 

of the development team. Scrum method is one of the most popular frameworks used by agile 8 

IT companies (Schwaber, and Beedle, 2001). Agile projects use incremental product 9 

development techniques and production cycles, during which the main features of the software 10 

are being created and verified on a regular basis (Balaji, Sundararajan, 2012). Team coordinator 11 

(called the Scrum Master), development team, and the user of the product (known as the Product 12 

Owner), play the key roles in this approach. Product owner is usually a customer or an expert 13 

in the certain field (Leffingwell, 2011). Also, it is worth noting that IT companies use a lot 14 

of special tools to enhance the collaboration of development teams and provide additional 15 

support to project management activities. There are many different types of supportive software 16 

solutions, and some of the most popular are: JIRA, Slack, Skype, Wrike, GitHub, Microsoft 17 

Project, Trello, Zoho Project, GanttProject, and VMware (Davis, 2013).  18 

The latest concepts that use the elements of agile approach are the so-called teal 19 

management (Blikle, 2017) and holacracy (Robertson, 2015). The latter is a method 20 

of decentralized management and organizational governance, in which team members have to 21 

fill a specific role in the organization, in accordance to their skills and abilities. In addition, all 22 

pieces of information are communicated in a transparent way, in an environment that 23 

encourages creativity and search for innovation. In other words, this approach is based on 24 

creating an optimal environment for self-organizing development teams. Instead of assigning 25 

people to specific positions, each member of the organization can play a variety of roles in order 26 

to support the company’s key objectives. Moreover, every employee is empowered and has the 27 

authority to make important business decisions. 28 

More and more companies are starting to use temporary collaboration networks 29 

(Bendkowski, 2017). This approach consists in developing new products during a few days 30 

period by establishing a temporary network in a virtual environment. Such a network consists 31 

of external experts with professional skills and experience in a certain field — several experts 32 

and professionals join forces to develop a specific product or service within a short amount 33 

of time. Ad-hoc teams of this type are often created dynamically when the project objective is 34 

not fully specified, but the basic assumptions of the final product are defined. The greatest 35 

advantage of this approach is the rapid execution of a certain order and the use of extensive 36 

knowledge provided by experts and contractors in a specified technical field. An additional 37 
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advantage is the optimization of costs in relation to the amount of work performed by a certain 1 

specialist.  2 

There are many approaches used by companies to develop innovative IT products. 3 

Table 1 gives an overview of the most popular approaches and methods commonly used to 4 

develop new software in IT companies. 5 

Table 1. 6 
Characteristics of approaches and methods used in the development of a new IT product  7 

in the context of project management 8 

Approach or method 

used to develop a new 

product 

Is project 

management used? Characteristics 

Waterfall — 

traditional approach 

Yes — Prince2, 

PMBoK PMI 

Scope of the project is fixed. All tasks are planned in the 

beginning of the project. The triple constraints of the 

project are predetermined — there is very limited ability 

to apply changes during the implementation phase. It is 

difficult to implement changes. This approach is not very 

adaptable to dynamic customer requirements 

or a dynamic environment. 

Agile — flexible 

approach 

Yes — AgilePM 

methodology plus 

methods such as Scrum 

or Scrumban 

Scope of the project is variable and may change, only the 

budget and timespan are predetermined. The project is 

divided into iterations (production cycles also known 

as increments). Product backlog is being used instead 

of plans and unnecessary documentation. The whole 

project and deliverables can be adjusted to meet the 

updated customer requirements. Every task is flexible. 

Hybrid approach 

Yes — combination  

of Prince2 or PMBoK 

at the initiation and 

planning phases of the 

project with Agile 

methods used during 

the implementation 

phase; there is also  

a Prince2 Agile variant 

This approach applies waterfall methods and techniques 

in the project initiation and planning phases. However, 

Agile Project Management methods are being used in the 

execution phase of the project. The project is therefore 

optimally implemented in terms of preparation, 

documentation, and practice. It is a professional approach 

that quickly adapts to a certain situation, but requires the 

development of specific networks, rules, and internal 

structures within an organization. 

Teal Organization — 

Holacracy 

Yes or no — a product 

developed using a self-

organizing team which 

may use project 

management methods 

and tools 

This approach significantly reduces the overall top-down 

hierarchy in order to create an environment that 

encourages teamwork, collaboration, creativity, and  

self-organization. The project management approach is 

abandoned in favor of dynamic team management,  

in which everyone plays a specific role. Knowledge 

sharing plays a key role in this approach. 

Virtual Ad-Hoc 

Temporary 

Collaboration 

Network 

No — the product is 

developed virtually  

in a self-organized team 

This is a dynamic, temporary, and swift solution which 

consists of solving a certain problem or issue as quickly 

and qualitatively as possible. It is highly adaptable to 

changes in the scope of the project — members 

of development team work in a virtual environment from 

different places around the world and additively develop 

a certain product with an intensive exchange 

of knowledge and experience. 

  9 
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3. Barriers to execution and implementation of IT software development 1 

projects 2 

3.1. Key barriers to the launch and implementation of IT projects 3 

There are many scientific papers and reports concerning the issue of barriers to launch 4 

and implementation of new software development projects. In this section of the paper, 5 

an overview of various scientific studies on the barriers to implementation of IT projects has 6 

been presented. Individual types of barriers were divided into internal and external barriers. 7 

According to the Standish Group’ Chaos Report 2015 on the current status and condition 8 

of IT projects, in which the size of the research sample (collected in a period of a few years) 9 

reached over 50,000 IT projects, many companies have decided to migrate from waterfall to 10 

agile development methods. Despite the fact that modern management solutions are becoming 11 

widely popular, they are not perfect yet. In general, only 39% of IT projects that used the agile 12 

method were fully successful, and in the case of traditional waterfall methods only 13 

11% of projects concluded successfully4. 14 

According to the Standish Group, there are 10 key barriers to the implementation  15 

of IT projects:  16 

1. Poor communication with product users or product owners. 17 

2. Excessive delay in making key decisions about the project. 18 

3. Poorly specified objectives. 19 

4. Emotional immaturity of the project team and organization. 20 

5. Incorrect optimization of the project scope and problems with setting priorities. 21 

6. Inflexibility of project processes. 22 

7. Excessive complexity of project activities. 23 

8. Lack of specialized staff with key competences for the project. 24 

9. Lack of focus on cooperation — an unfavorable organizational culture. 25 

10. Lack of specialized tools and infrastructure. 26 

Another international study with interesting results is the CollabNet VersionOne 13th State 27 

of Agile Report, in which the researchers mainly focused on the general condition and problems 28 

of agile software development methods.5 VersionOne is a company offering a range of services 29 

and products in the field of agile software development methods. The corporation also conducts 30 

market research related to the use of APM by the IT industry. This report presents the survey 31 

results of 1,319 companies which described their experience with agile development methods.  32 

It should be noted that in 2018 and 2019, according to the report’s annotations, the research 33 

was not only conducted on customers of VersionOne software (17% approximately), but it had 34 

a much wider range. According to the report, the greatest benefits of using agile team 35 

                                                 
4 CHAOS Report. CHAOS Standish Group, 2015. 
5 VersionOne 13th Annual State of Agile Report. VersionOne & CollabNet, 2019. 
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management methods (or product development) are: the ability to manage changing priorities, 1 

accelerated production speed, and an increased productivity. Enhanced software quality 2 

and business alignment have also been emphasized. The report presents 11 key barriers to 3 

the implementation of agile methods in organizations, which can be considered as barriers to 4 

the implementation of IT projects: 5 

 Organizational culture issues associated with the proper adaptation of agile values. 6 

 General organizational resistance to change. 7 

 Lack of support from top-management executives. 8 

 Lack of skills/experience with agile methods. 9 

 Inconsistent processes and practices across teams. 10 

 Insufficient training and education. 11 

 Lack of product owner support and availability. 12 

 Pervasiveness of traditional development methods. 13 

 Fragmented tooling and project-related data/measurement. 14 

 Minimal collaboration and knowledge-sharing. 15 

 Regulatory compliance or government issues. 16 

Another study, conducted in Poland in 2015, also identified key barriers to 17 

the implementation of IT projects. According to this study, problems in understanding project’s 18 

scope and improper management of project’s schedule are the most significant barriers to 19 

implementation of IT projects. Also, a lack of formalized procedures and standards was 20 

highlighted — managers often tend to use intuitive management based on a simple action plan 21 

instead of tools recommended by professional project management methodologies 22 

(Kozarkiewicz, and Wójcik, 2015). The risk factors in IT projects are quite unique and diverse, 23 

so it is difficult to predict them and apply appropriate risk response (Bannerman, 2008). Most 24 

of the IT project risk factors are highly associated with the scope of the project and customer 25 

requirements (Wallace, et al., 2004). A study on the factors which impeded the successful 26 

implementation of ICT projects, that was conducted in Poland in 2014 on a sample of 90 27 

IT companies, revealed the following key barriers (Jasińska, 2014) related to IT projects: 28 

 Organizational structure and company procedures are not properly adapted to the 29 

implementation of IT projects. 30 

 Lack of support from suppliers. 31 

 Lack of support from customers. 32 

 Negative impact of competition that may obstruct or delay project implementation. 33 

The next stage of the above-mentioned research was the verification of problems directly 34 

related to organization and management at executive levels. The following issues have been 35 

identified:  36 

 Problems associated with proper allocation of resources in the project. 37 

 Issues related to adjustment of  company processes to the project management system. 38 
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 Problems associated with conducting a large number of pointless project meetings. 1 

 Poor communication among project team members and top management. 2 

Strzelczyk and Skalik have defined the key success factors of an IT project (Strzelczyk 3 

and Skalik, 2013). Their scientific research is consistent and identical to the extensive reports 4 

of the Standish Group, which outline the wide scale of problems related to the implementation 5 

of IT projects. The scientific literature also points out that poor communication between 6 

the development team and the customer is a serious threat to a project (Woźniak, 2013). 7 

The customer may lack the required commitment, and is often unable to fully specify the scope 8 

or functionality of the product. Such issues may cause a drastic decrease in the quality 9 

of a product (Redlarski, and Basińska, 2013). Scientists emphasize that the problem of distorted 10 

knowledge flow in software development projects is significant (Kukko, 2013). There are many 11 

communication-related barriers that impede knowledge sharing activities between project 12 

participants and stakeholders. These barriers include such issues as: 13 

 Lack of trust.  14 

 Lack of time. 15 

 High individualism. 16 

 Lack of developed intra-organizational communities which may create a proper 17 

environment for collaboration. 18 

The PARP report from 2017, concerning the development of the Polish ICT sector until 19 

2025, identifies the following barriers to the development of ICT companies, and therefore to 20 

the implementation of IT projects6: 21 

 Low level of availability of skilled professionals and engineers on the market. 22 

 High amount of taxes and fees imposed by law.  23 

 Strong competition. 24 

 Limited financial resources. 25 

More barriers have been identified by the European Information Technology Observatory 26 

(Wojnicka-Sycz, 2013). These barriers include, in particular, limited investments in research 27 

and development and unfavorable environment for modern high-tech activities. 28 

3.2. Barriers to IT projects: A macro- and micro-level approach 29 

Barriers to IT projects can be perceived from the perspective of macro and micro point 30 

of view. Macro scale relates to ICT projects and project activities that can be associated 31 

with a whole region or area. For example, according to the Innovation Development 32 

Strategy of the Silesian Voivodeship for the period of 2013-2020, one of the biggest challenges 33 

for SMEs (from the sector of intelligent specializations of Silesia region) is risk management 34 

in financing innovative activity. Each implementation, launch, or development of an IT system 35 

                                                 
6 Report: Perspektywy Rozwoju Polskiej Branży ICT do roku 2025. INVESTIN, Ministerstwo Rozwoju, Polska 

Agencja Rozwoju Przedsiębiorczości, 2017. 
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is associated with high development costs and maintenance of both software and hardware. 1 

The aforementioned strategy points out how difficult it is to develop markets based 2 

on technologies of the future. Digitization and modern hardware make it possible to create 3 

complex systems that will allow enterprises to combine their knowledge and solutions 4 

into integrated IT networks. Modern products, technologies, and software developed 5 

by the ICT sector are usually made in collaboration with clusters and alliances, in which 6 

appropriate software components form new system solutions. One example is the initiative to 7 

create Smart Cities, as mentioned at the European Congress of Small and Medium-sized 8 

Enterprises in Katowice in 2017 (Jankowska, 2015). The Smart City concept consists 9 

in achieving sustainable urban and regional development by adapting to the needs of residents 10 

(with the use of innovative information technologies). The barriers to such complex projects 11 

or project portfolios include: 12 

 Infrastructural deficiencies. 13 

 Bureaucratic and legal problems associated with complex administration. 14 

 Lack of adequate means to implement modern technologies on a mass scale. 15 

The awareness of residents and entrepreneurs about the potential of this type of project (the 16 

social aspect) is also important. Residents may reject new IT solutions due to their lack of trust, 17 

or even due to resistance to change as many people prefer to use older solutions. An equally 18 

important aspect is the issue of licensing and law. Such legal regulations as the General Data 19 

Protection Regulation, may have a negative impact on many IT systems and their features. 20 

Therefore, the political and economic situation may also have an impact on the life cycle 21 

of major IT projects.  22 

From the micro point of view, barriers refer directly to the internal structures 23 

of IT companies. Therefore, it is necessary to verify and identify what kind of barriers hinder 24 

or delay the implementation of IT projects in enterprises offering software-related services 25 

(according to the Polish list of business activity classification, PKD 62.01.Z). A number 26 

of serious internal problems has been observed during the implementation of new IT solutions 27 

in enterprises, such as (Moś, 2012): 28 

 Problems in understanding dynamic requirements and specifications. 29 

 Unclear goals of the project and utility values of the software. 30 

 Lack of support from users of the system. 31 

 Inaccurate analysis of user needs and poor selection of IT/ICT components. 32 

 Lack of knowledge and skills required to run and operate new software. 33 

 Employees’ resistance to change. 34 

 A lack of support from top executives. 35 

During the InfoMEET 2017 IT industry conference (which took place in Katowice, Poland, 36 

in 2017), more than 300 IT specialists and experts of the IT industry had to answer a set 37 

of questions regarding the biggest problems and challenges associated with successful 38 
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implementation of IT projects7. It turned out that companies have serious problems in adapting 1 

to the principles of agile methods. Due to this issue, most projects are being delayed or become 2 

unsuccessful. Employees and top management executives are reluctant to use complex project 3 

management methodologies full of pre-imposed procedures and rules.  4 

Some companies try to drastically change their organizational culture and use holacracy, 5 

where the traditional hierarchy of positions is abandoned (employees don’t have any leader 6 

or superior), and each employee or team member fills a specific role in a self-organized 7 

development team. This approach is often combined with agile team management frameworks 8 

like Scrum. The latter is a framework for developing, delivering, and sustaining complex 9 

products that has many benefits in comparison to traditional waterfall approach, namely:  10 

 Quicker release of useable product to customers. 11 

 Higher quality and productivity. 12 

 Lower costs. 13 

 Greater ability to incorporate changes if they occur (due to the daily meetings 14 

and variable scope).  15 

Companies also prefer to use so-called collaborative ad-hoc networks, where solutions 16 

or products are developed in just a few days through the use of a virtual environment 17 

and external experts, who can be considered as professionals in a certain industry. 18 

During the InfoMEET 2018 IT industry conference, more than 200 IT experts and programmers 19 

have confirmed that the organizational culture and properly scaled agile methods have 20 

the highest impact on the successful implementation of new software development projects8.  21 

Small enterprises quite often have a form of small-scale family businesses with just a few 22 

employees. Outdated approaches to product development are being used among those 23 

companies due to the high resistance to change. The lack of support from top management only 24 

discourages and delays the option of organizational restructuring in order to adapt to the latest 25 

technologies and trends that could significantly improve manufacturing processes. Also, 26 

the lack of appropriate knowledge and resources that would enable small companies to adapt to 27 

new standards is another serious problem. Virtual environments may be hard to implement due 28 

to the specific nature of virtual collaboration. Poor level of risk management is also 29 

an important issue in the case of very small companies. The latter often renounce detailed risk 30 

analysis and prefer to implement projects by using the intuitive ‘ad-hoc’ mode. 31 

Barriers to implementation of IT projects are related to the organizational, technological, 32 

social, and economic layers. Key barriers associated with the successful implementation of IT 33 

projects have been presented in Figure 1. The macro barriers have been defined as a set 34 

of external barriers, while the micro barriers have been defined as internal barriers occurring 35 

within the internal structures of a company.  36 

                                                 
7 InfoMEET Conference. Katowice, 2017. 
8 InfoMEET Conference. Katowice, 2018. 
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 1 

Figure 1. Key barriers to IT project launch and implementation, divided into external (macro) 2 
and internal (micro) barriers. 3 

4. Results of qualitative research on barriers to the implementation 4 

of IT projects 5 

The main objective of this qualitative study was to identify and verify the barriers hindering 6 

the implementation of new software development projects in Polish IT companies. The research 7 

was conducted in the period of December 2018 to March 2019 on a group of 71 representatives 8 

of SMEs with at least 3 years of experience in the IT industry and expert knowledge in the field 9 

of software product development. A research tool in form of a questionnaire has been used to 10 

obtain the results. The survey consisted of qualitative and quantitative questions, in which 11 
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the respondents had to select key barriers that impede the implementation of software 1 

development projects. The answers to qualitative questions have been described below. 2 

• Is organizational culture a key factor hindering the implementation of software 3 

development projects and how can companies overcome this type of barriers? 4 

Almost all of the respondents (90%) pointed out that organizational culture is one 5 

of the main sources of problems in today’s software development environments. These issues 6 

may derive from the unique and specific nature of every organizational culture. Every company 7 

uses its own set of habits, customs, rules and principles. There are many important aspects 8 

and factors that may have a huge impact on development teams. Experts indicate that team 9 

building should consist of internal training, team integration, and establishment of clear 10 

and understandable rules. Transparency, swift communication and an appropriate style of team 11 

management are essential values required for building agile teams. In the case of organizational 12 

culture, even the language used by team members may have an impact on their ability to 13 

understand various tasks. Employees that work in IT industry often tend to use different types 14 

of jargon to describe certain parts of the developed product or project elements. Therefore, 15 

every company should provide a guidebook with primary rules and objectives that explain all 16 

details related to team building and collaboration. This also applies to the definition of done. 17 

The best solution that may be used to overcome these barriers is coaching. Every coach (senior 18 

team developer) may not only train new team members but also support team integration. 19 

• Can agile methods, hybrid models, holacracy, or collaborative ad-hoc networks 20 

ensure proper prevention of many issues occurring in the IT projects? Can these 21 

modern approaches be used as a solution to the most common barriers to software 22 

development (in relation to the results of the Standish Group’s CHAOS Report 23 

and the State of Agile — VersionOne Report)? 24 

More than half of the experts (62%) indicated that new approaches are much better than  25 

traditional waterfall methods. Agile frameworks are regarded as best solution to run software 26 

development projects. Furthermore, agile project management seems to be most popular among 27 

modern software development companies, because it has an impressive set of useful features 28 

like adaptive planning, incremental development or early delivery. Also, it encourages rapid 29 

and flexible response to change. Most of the respondents (62%) agree that modern approaches 30 

can help companies reduce barriers or even overcome them, especially in the case of poor 31 

communication and issues associated with proper understanding of project’s objectives. 32 

However, latest methods and solutions, like holacracy, require sophisticated resources, 33 

in particular, expert knowledge and a technologically advanced working environments. Such 34 

environments require expensive assets in form of software solutions and hardware that may 35 

provide support in the areas of project management and team collaboration. In other words, 36 

the software development model should be adapted to the resources which are currently 37 

available in the company. 38 
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The key research results have been presented in Figure 2. Respondents had to answer 1 

the following question — What are the key barriers to IT project implementation in small 2 

and medium-sized enterprises?. The respondents had to select 3 out of 12 key barriers to 3 

the implementation of software development projects. Twelve key barriers hindering 4 

the implementation of new IT product development projects were selected in accordance to 5 

the literature review conducted in the previous subsections of this paper. The most critical 6 

barriers to IT project implementation (the most common responses), that were indicated 7 

by IT experts, have been listed below:  8 

 Problems and issues associated with organizational culture (20%). 9 

 The inability to properly manage risk in an IT project (15%). 10 

 Lack of knowledge of development team members (11%). 11 

 Fear of agile software development and agile methods like Scrum (10%). 12 

 Lack of customer support and issues associated with collaboration (10%). 13 

 Problems associated with proper communication (9%). 14 

 15 

Figure 2. Key barriers to IT project implementation according to the IT experts of SMEs, ranked 16 
in order of the most frequent responses. 17 

5. Conclusion 18 

Information technology projects associated with software development deliver real value to 19 

customers, thereby allowing business entities to strengthen their position on the market. There 20 

are dozens of technical, organizational, social, political, and economic barriers that may have 21 

a negative impact on the progress of an IT project. Companies may reduce these barriers 22 
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by taking appropriate precautions and implementing organizational changes. Enterprises should 1 

use a variety of supportive tools, like project management software solutions, in order to make 2 

IT projects more successful. Also, a proper software development method has to be  3 

selected — agile software development is slowly becoming a common standard in most 4 

IT companies. Enterprises should search for optimal methods of team management, which must 5 

be adjusted to the organizational conditions of a certain company. Organizational culture has to 6 

be properly managed and configured — it should be understandable to all employees 7 

and stakeholders. To overcome the barriers to IT project implementation, the company should 8 

verify whether it meets a number of important criteria, which are the key success factors 9 

of IT projects. According to the Chaos REPORT 2015 by the Standish Group, the key success 10 

factors of an IT project include the following items9: 11 

 Top management support. 12 

 Emotional maturity (in the context of organizational culture). 13 

 User involvement. 14 

 Optimization and specialized resources. 15 

The research results presented in this article indicate that a properly adjusted organizational 16 

culture is a key factor that may reduce barriers to IT project implementation. A well-developed 17 

organizational culture can provide favorable conditions for the creation of self-organized 18 

development teams. Another important aspect is the optimal use of agile team management 19 

methods. Companies should develop appropriate procedures, habits, and standards required 20 

by agile frameworks in order to enhance the workflow and knowledge sharing among project 21 

team members. Proper risk analysis and comprehensive risk management plan will help 22 

IT company identify and manage potential problems that could undermine a project. Also, 23 

every company has to skillfully manage its resources and provide sophisticated assets in form 24 

of software and hardware that can be used to establish a virtual working environment. 25 

There are many barriers to the implementation of NPD projects in the IT industry. This is 26 

mainly caused by the uniqueness and complexity of IT projects. The literature review presented 27 

in this paper and key findings of the empirical research can only provide a minor overview 28 

of this dynamic issue. Therefore, more research should be conducted to explore this issue 29 

further. 30 
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Abstract: The importance of reputation in achieving a competitive advantage and creating  10 

a company’s value is noticed by both theorists and practitioners of management. However,  11 

the relationship between the level of corporate reputation and a company’s investment 12 

characteristics, which determine their investment attractiveness, still has not been 13 

systematically and comprehensively verified. The variety of previously used methods for 14 

assessing and measuring corporate reputation means that the results are not quite reliable and 15 

cannot be used for intra-sectoral, cross-sectoral and over time comparisons and makes it 16 

difficult — or even impossible — to examine the relevant relationship between reputation and 17 

market value or the investment risk of different entities. Therefore, the main purpose of the 18 

paper is to attempt to determine the relationship between the assessment of companies by the 19 

capital market — based on price multipliers — and their reputation, obtained using an original 20 

method, based on information reported by companies and the methodology of fuzzy sets.  21 

The research is preliminary in nature and was performed on the Polish banking companies listed 22 

on the Warsaw Stock Exchange in the period of 2007-2018.  23 

Keywords: corporate reputation assessment, correlation analysis, stock market indicators. 24 

1. Introduction 25 

Reputation is considered one of a company’s most valuable resources in the current era of 26 

the knowledge-based economy. Reputation as an intangible strategic resource — valuable, rare, 27 

and difficult to imitate — can be a source of long-term strategic advantage (Barney, 1991; 28 

Davies, et al., 2003), and as a component of intellectual capital, it is classified as a market asset 29 

that builds enterprise value (Dowling, 2006). Although the valuation of reputation is still an 30 

open and difficult accountancy challenge, it is estimated that it can represent between 20% and 31 

https://orcid.org/0000-0002-2120-3494?lang=en
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90% of a firm’s value, depending on the industry and measurement method (Black, et al., 2000; 1 

Dube, 2009; Burke, et al., 2011; Adamska, and Dąbrowski, 2017). 2 

The studies conducted over many years have revealed a positive relationship between 3 

reputation and the company’s economic and financial results in most cases (Roberts and 4 

Dowling, 2002; Sabate, and Puente, 2003; Choi, and Wang, 2009; Love, and Kraatz, 2009;  5 

Vig, et al., 2017). The research on the relationship between reputation and the market ratios of 6 

listed companies or their market value is less clear (Dowling, 2006; Smith et al. 2010;  7 

Cole, 2012). One of the important dilemmas regarding the reliability of results and the 8 

possibility of making cross-sectoral or over time comparisons is the issue of measuring and 9 

quantifying reputation. So far, many concepts and methods for measuring reputation have been 10 

developed (Helm, 2005), but a single generally accepted methodology has not been developed. 11 

The one most often used is Fortune’s Most Admired Companies (Flanagan, et al., 2011), 12 

although it is criticized for its extensive structure, the need for specialist knowledge, the strong 13 

correlation between the attributes studied, and too much impact of financial criteria on final 14 

results (Brown, and Perry, 1994; Fryxell, and Wang, 1994; Lewellyn, 2002). 15 

The main purpose of the paper is to determine the relationship between the assessment of 16 

companies by the capital market, based on price multipliers, and their reputation. To assess this 17 

relationship and its significance, Pearson’s correlation coefficient, the coefficient of 18 

determination (R2), and p-value tests were used. To measure corporate reputation, an original 19 

method was used, based on information reported by companies and the methodology of fuzzy 20 

sets (Nawrocki, and Szwajca, 2017). The research was performed on the Polish bank companies 21 

listed on the Warsaw Stock Exchange in the period of 2007-2018. 22 

2. Literature review 23 

Reputation affects a company’s economic and financial results because it plays an important 24 

role in the decision-making processes of key groups of its stakeholders. The research conducted 25 

in this area has shown a significant impact of the company’s reputation on the decisions of 26 

stakeholder groups such as clients, employees, or business partners (Puncheva, 2008; Wagner, 27 

et al., 2011). The key groups of stakeholders of joint-stock companies include investors who, 28 

as capital donors, determine their development opportunities. If investors are convinced that 29 

the reputation reveals relevant information about the profit, risk level, and development 30 

potential of a company, then the “reputation of [the] company will be influenced by the 31 

competition” (Chajet, 1997, p. 20). Although these issues have been the subject of interest to 32 

investor relations managers for many decades, the research carried out so far has not provided 33 

clear results as to the impact of reputation on the assessment of companies in the financial 34 

market and investors’ decisions.  35 
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The majority of the research conducted in the 1980s and 1990s found that companies with 1 

the best reputation ratios are able to achieve above-average rates of return in the long run 2 

(Antunovich, and Laster, 1999; Roberts, and Dowling, 2002). Fombrun (1996) and Deephouse 3 

(1997) note that companies with a better reputation are assigned higher positions in the financial 4 

market rankings. The opinions of specialists from the financial market are also formulated on 5 

the basis of the company’s reputation rating (Return on Reputation, 2006). 6 

However, the practice shows that safe shares and high future profits are not only guaranteed 7 

by companies with high reputation rates. As Shefrin (2001) notes, “investors err if they expect 8 

safe stocks and high future earnings only from highly reputed companies”. In turn, other authors 9 

(deBondt, 1998; Goldberg and von Nitzsch, 2001) have noted that a company’s reputation and 10 

the price of its shares are not necessarily correlated. Blajer-Gołębiewska and Kozłowski (2016), 11 

in their research on companies listed on the FEZ showed a lack of strong, short-term 12 

relationships between the company’s reputation and selected financial variables: profitability, 13 

financial stability, and risk. 14 

Another group of studies suggests a significant impact of reputation on investor decisions. 15 

It has been shown that investors perceive companies with a good reputation as less risky than 16 

companies with comparable financial results but a worse reputation (Shefrin, and Statman, 17 

1995; Srivastava, et al., 1997) and are ready to pay more for shares of more reputable companies 18 

(Larsen, 2002). Brown (1998) and Jones et al. (2000) note that investors treat reputation as  19 

a reservoir of trust in the company and a form of collateral in the event of unpredictable events 20 

that could adversely affect the company’s profits and the price of its shares. The analyses carried 21 

out have shown that decreases in share prices and the market value of companies during 22 

economic downturns are significantly lower in the case of companies with a good reputation. 23 

Pfarrer et al. (2010) found in their research that both companies with a good reputation and 24 

well-known celebrities gain bigger market prizes for positive surprises and smaller market 25 

penalties for negative surprises than other companies. 26 

Reputation also affects the level of satisfaction and loyalty, especially of individual 27 

shareholders towards the company, and becomes an important criterion for their investment 28 

decisions (Helm, 2007; Pfarrer, et al., 2010). In recent years, reputation — and especially the 29 

aspects of corporate social responsibility — are gaining more and more recognition in the eyes 30 

of various stakeholder groups, including investors. This applies to both individual and 31 

institutional investors (including investment funds), who begin to see the benefits of investing 32 

in the activities of enterprises that respect ethical standards and the rules of social coexistence. 33 

These benefits can be felt by both society and the company in the form of better financial results 34 

(Neville, et al., 2005; Pradhan, 2016; Rodriguez-Fernandez, 2016). 35 

 36 
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3. Research methodology 1 

Based on a community interview among stock market investors on the Polish capital market 2 

and by analyzing the expectations of investors which were presented by Lev (2013), three main 3 

aspects which are relevant from the viewpoint of capital market participants were taken into 4 

account for the needs of corporate reputation evaluation: informational, financial, and 5 

development aspects, as well as social ones.  6 

The general structure of the proposed corporate reputation assessment model, consistent 7 

with the approach proposed above and with earlier studies by other authors (Nawrocki, and 8 

Szwajca, 2017), is shown in Figure 1.  9 

 10 

 11 

Figure 1. General structure of corporate reputation assessment model (stock market investors’ view). 12 

The calculation apparatus in the suggested solution is based on the fuzzy set theory (Zadeh, 13 

1965; Piegat, 2001), which involved developing a fuzzy model. The Mamdani approach was 14 

used in its construction (Figure 2) (Mamdani, and Assilian, 1975). There were also some 15 

assumptions made regarding individual stages of the fuzzy model construction process 16 

(Nawrocki, and Szwajca, 2018): 17 

 For all input variables of the model, the same dictionary of linguistic values was used, 18 

and their value space was divided into three fuzzy sets, named {low, medium, high}. 19 

 For output variables of the model, in order to obtain more accurate intermediate 20 

assessments, the space of linguistic values was divided into five fuzzy sets, named {low, 21 

mid-low, medium, mid-high, high}. 22 

 In the case of all membership functions to particular fuzzy sets, a triangular shape was 23 

decided for them. 24 
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 The values of the fuzzy sets’ characteristic points (x1, x2, x3) for the particular input 1 

variables of the model were determined partly based on the literature on companies’ 2 

financial analysis and partly arbitrarily, based on the distribution of the values of 3 

analyzed variables and on the author’s experience within the considered field. 4 

 The fuzzification of input variables was carried out with the use of the simple linear 5 

interpolation method. 6 

 Fuzzy reasoning in the particular knowledge bases of the model was conducted using 7 

the operators PROD (fuzzy implication) and SUM. 8 

 For defuzzification of fuzzy reasoning results within particular rule bases, the simplified 9 

Canter of Sums method was used. 10 

 11 

 12 

Figure 2. Construction process scheme of corporate potential innovativeness assessment fuzzy model. 13 
Source: own work based on Piegat A., Fuzzy Modeling and Control, Berlin Heidelberg 2001: Springer-14 
Verlag. 15 

Next, taking into consideration the general structure of the corporate potential 16 

innovativeness assessment model presented in Figure 1 and the author’s experience in the issue 17 

being analyzed, nine rules bases were created in the form of “IF – THEN” statements (eight 18 

bases with nine rules and one base with twenty-seven rules); in this way, a “ready-to-use” form 19 

of fuzzy model was created. The intermediate and final assessments generated by the model 20 

take values in the range of 0-1, where from the viewpoint of the analyzed issue, values closer 21 

to 1 mean a very favorable result (better corporate reputation), while values closer to 0 indicate 22 

a less favorable result (worse corporate reputation).  23 

It should also be noted that among many assumptions resulting from the characteristics of 24 

the applied methodology, one assumption taken into account refers to the long-term nature of 25 

corporate reputation: all of the assessment criteria used in the model were calculated or 26 

described over a 5-year period in order to consider a probable period of growth and economic 27 

downturn. Taking into account the timeframe of the research (2007-2018), seven readings of 28 

reputation are produced for the entities being studied. 29 
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With reference to the second variable in the dependency analysis — a market assessment 1 

of the studied entities — two basic price multipliers for the stock market were adopted:  2 

the price-to-book-value ratio (P/BV) and the price-to-earnings ratio (P/E). In order to preserve 3 

the comparability of both variables, the price multipliers used in the research were a median of 4 

monthly readings from 5 years (the arithmetic mean generated false results, due to the large 5 

spread of the readings). 6 

The analysis of the relationship between the reputation of companies and their assessment 7 

by the capital market was performed based on Pearson’s correlation coefficient (Pcc) and the 8 

coefficient of determination (R2) with a p-value test at the level of 0.05 to measure the 9 

significance of the results obtained. 10 

4. Research results 11 

The dependency analysis between corporate reputation and market assessment was 12 

conducted for eight banks listed on the Warsaw Stock Exchange with at least 11 years’ history 13 

of public reporting and listing: BOŚ Bank – BOS, Bank Zachodni WBK – BZW, Citi Bank 14 

Handlowy – BHW, ING Bank Śląski – ING, mBANK – MBK, Bank Millennium – MIL, Bank 15 

PEKAO – PEO, and Bank PKOBP – PKO.  16 

According to the adopted methodology, the basis for the corporate reputation assessment of 17 

the above-mentioned banks were data acquired from their annual reports published between 18 

2008 and 2018. Therefore, for each of the banks reputation assessments were received for seven 19 

consecutive periods, ending in 2011, 2012, 2013, 2014, 2015, 2016, and 2017 (Nawrocki, and 20 

Szwajca, 2018). 21 

On the other hand, data regarding the price multipliers P/BV and P/E for the banks under 22 

study were obtained from the website, www.stooq.com. 23 

The relationship between corporate reputation and the market assessment of these banks 24 

was calculated separately for P/BV and P/E in two dimensions: 25 

 individually for each bank, and 26 

 generally, for all banks (the general homogeneity of the banks was assumed in terms of 27 

the banking industry). 28 

In the first case, calculations were made based on seven pairs of variables; in the second 29 

one, they were based on 56 (eight bank companies times seven pairs of variables). In the area 30 

of reputation, the dependency analysis was performed for general reputation assessment as well 31 

as for its main components/aspects: informational, financial and development, and finally, 32 

social. The results are presented in Table 1. Significant results (with a p-value of ≤ 0.05) are 33 

distinguished by bold font. 34 
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Table 1. 1 
Results of dependency analysis for the selected banks listed on the WSE 2 

  

P/BV P/E 

General 

Reputation 

Assessment 

Informational 

Aspects 

Financial  

and 

Development 

Aspects 

Social  

Aspects 

General 

Reputation 

Assessment 

Informational 

Aspects 

Financial  

and 

Development 

Aspects 

Social  

Aspects 

B
O

S
 Pcc -0.969 0.770 0.771 -0.984 -0.491 0.937 0.340 -0.590 

R2 0.938 0.592 0.595 0.968 0.241 0.879 0.116 0.348 

p-value 0.000 0.043 0.042 0.000 0.263 0.002 0.456 0.163 

B
Z

W
 Pcc -0.564 -0.563 0.528 -0.842 0.836 0.917 -0.319 0.816 

R2 0.318 0.317 0.279 0.709 0.698 0.842 0.101 0.665 

p-value 0.187 0.188 0.223 0.017 0.019 0.004 0.486 0.025 

B
H

W
 Pcc 0.678 -0.904 0.548 0.914 0.318 -0.898 0.166 0.635 

R2 0.460 0.816 0.300 0.835 0.101 0.806 0.028 0.403 

p-value 0.094 0.005 0.203 0.004 0.487 0.006 0.722 0.126 

IN
G

 Pcc 0.553 -0.557 0.576 0.425 0.734 -0.915 0.809 0.786 

R2 0.306 0.310 0.332 0.181 0.539 0.837 0.654 0.618 

p-value 0.198 0.194 0.176 0.342 0.060 0.004 0.028 0.035 

M
B

K
 Pcc -0.412 0.433 -0.210 -0.562 -0.349 0.269 -0.178 -0.315 

R2 0.170 0.188 0.044 0.316 0.122 0.072 0.032 0.099 

p-value 0.358 0.332 0.651 0.189 0.443 0.560 0.703 0.491 

M
IL

 Pcc 0.133 0.261 0.176 -0.442 0.676 0.113 0.710 0.113 

R2 0.018 0.068 0.031 0.195 0.457 0.013 0.504 0.013 

p-value 0.776 0.572 0.706 0.321 0.096 0.809 0.074 0.809 

P
E

O
 Pcc -0.475 -0.467 -0.497 -0.341 0.600 -0.006 0.550 0.793 

R2 0.225 0.218 0.247 0.116 0.359 0.000 0.302 0.629 

p-value 0.281 0.290 0.257 0.454 0.154 0.990 0.201 0.033 

P
K

O
 Pcc 0.765 -0.914 0.934 -0.961 -0.649 0.294 -0.559 0.530 

R2 0.585 0.835 0.872 0.923 0.422 0.086 0.313 0.281 

p-value 0.045 0.004 0.002 0.001 0.115 0.522 0.192 0.221 

A
ll

 Pcc 0.532 0.267 0.545 -0.082 -0.442 -0.385 -0.493 0.210 

R2 0.283 0.071 0.297 0.007 0.196 0.148 0.243 0.044 

p-value 0.000 0.047 0.000 0.548 0.001 0.003 0.000 0.120 

 3 

The results are characterized by a significant degree of ambiguity, including both the value 4 

of the correlation coefficient and the direction of the investigated dependence. Moreover, only 5 

slightly over 1/3 of them can be considered statistically significant at a p-value of 0.05 (due to 6 

the larger research sample, this mainly concerns the analysis of dependence for all analyzed 7 

banks, All). 8 

In the case of the first — individual — dimension of the research, in the course of different 9 

variants of the variable pairs considered (reputation–market assessment), a very large range of 10 

values was obtained, including strong positive to strong negative correlations, which makes it 11 

impossible to draw valid conclusions. 12 

In turn, in relation to the second — more general — dimension of the study (all banks as  13 

a relatively homogeneous sector) it may be only a partial (related to selected pairs of variables), 14 

moderate, and statistically significant correlation stated, but with a low coefficient of 15 

determination (R2) and different directions of correlation, depending on whether the multiplier 16 

P/BV (positive relationship) or P/E (negative relationship) will be accepted as a measure of the 17 

market assessment. 18 
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5. Conclusions and discussion 1 

As mentioned at the beginning, the research should be considered preliminary, mainly due 2 

to the relatively short time series of data and the limitation to one sector. In addition,  3 

the proprietary method based on the fuzzy set theory was used to measure reputation, which 4 

makes it difficult to conclude based on the results obtained in relation to the results of research 5 

conducted by other authors in this field. 6 

The results of this pilot study (mainly for individual banks) indicate that the correlation 7 

between the reputation of businesses and their assessment by the capital market is not as 8 

unambiguous as the theoretical premises indicate, or as research published by Fortune magazine 9 

suggests. It is not only about the value of correlation coefficients, but above all about their 10 

direction, which often indicated a negative relationship. What’s more, this applies to both 11 

individual entities and their various dimensions of reputation. The findings confirm the opinions 12 

of such authors as Shefrin (2001), deBondt (1998), and Goldberg and von Nitzsch (2001),  13 

who state that a company’s good reputation does not guarantee it good stock quotes and high 14 

future profits. In practice, it happens that companies with relatively low reputation ratios or 15 

those belonging to industries that are negatively perceived (e.g., oil companies, chemical 16 

corporations, or tobacco companies) can achieve better results on the capital market if they are 17 

considered financially attractive by investors (Helm, 2007). In addition, as noted by Blajer-18 

Gołębiewska and Kozłowski (2016) in relation to companies listed on the WSE, in the short 19 

term it is difficult to observe strong positive relationships between their reputation and the level 20 

of risk or profitability. 21 

In summary, it should be said that perhaps broader research, both in terms of subject 22 

(intersectoral) and time, would produce more reliable results and show clearer relationships and 23 

tendencies. Reputation is a very valuable, but specific resource that is built over many years, 24 

and its effects (especially positive ones) are revealed in the long run. This study, therefore,  25 

can be treated as a contribution and inspiration to undertake broader and more in-depth analyses 26 

in this thematic area. 27 
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Abstract: After three industrial revolutions, the fourth has come, transferring production to 8 

sophisticated networks of companies equipped with intelligent devices, machines, and means 9 

of transport, communicating with each other using modern technologies. It creates new 10 

challenges for industrial companies; it requires existing business models to be redefined.  11 

The development of the Industry 4.0 concept forces modern companies, especially small and 12 

medium-sized enterprises, to quickly and flexibly adapt to the changing demand conditions. 13 

This is reflected in the creation of new business models, ones that allow for the introduction of 14 

innovations, the rapid reorganization of processes, and very flexible adaptation of enterprises 15 

to the conditions of a changing environment.  16 

The aim of the article is to present the concept of a business model assuming the creation of  17 

a network of small and medium-sized enterprises that are able to generate added value for their 18 

clients in the era of Industry 4.0.  19 

Keywords: business model, Industry 4.0, customization, network production companies. 20 

1. Introduction  21 

Technological changes have gained strategic importance in the thinking and actions of many 22 

market players, at the same time penetrating into all links of the value chain and the ways they 23 

are connected, which changed the range of competition and the way in which the needs of 24 

buyers are met. The technical revolution has broadened the boundaries of what businesses can 25 

deliver to customers in the form of value. In a modern, highly competitive production 26 

environment, enterprises face the challenge of dealing with large amounts of data, the need to 27 

make quick decisions, and the need to make production processes flexible (in terms of offering 28 

the customer a highly personalized product). The contemporary nature of production is shaped 29 

by changes in the paradigm from mass production to production at the customer’s request 30 

(Gajdzik, 2018). 31 
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Industry 4.0 marks the fourth industrial revolution, which is assumed to be a vision of 1 

intelligent factories built of cyber–physical systems composed of intelligent manufacturing and 2 

logistical resources communicating with each other through information and communication 3 

technologies (ICT). In addition, within the framework of the proposed concept of Industry 4.0, 4 

there is a close connection of physical objects functioning in geographically dispersed 5 

companies with an information network (Grabowska, 2018). Thus, sophisticated networks of 6 

companies are created, connected by intelligent resources, communicating via the Internet for 7 

the purpose of implementing joint production projects. The functioning of small and medium-8 

sized enterprises in production networks today provides many additional development 9 

opportunities, but at the same time raises some concerns and requires many problems to be 10 

solved. In the case of SMEs, it means the possibility of offering customers a wide variety of 11 

products and services. The effectiveness and efficiency of such functioning requires businesses 12 

to create a cooperation network and to apply appropriate business models, as well as making 13 

often significant changes to them (Saniuk, 2018). 14 

Almost all existing business systems are built as a way to archive and manage large numbers 15 

of transactions related to the company’s operations — from sales through purchases and 16 

employee benefits to industrial processing. However, in the “modern world,” and especially in 17 

the concept of Industry 4.0, the task of creating unique, personalized experiences requires 18 

systems to capture the essence of interaction, not the transactions themselves. 19 

The aim of the article is to present the concept of a business model assuming the creation 20 

of a network of small and medium-sized enterprises that are able to generate added value for 21 

the client in the era of Industry 4.0. The article attempts to present the conditions for the 22 

development of production networks of small and medium-sized enterprises capable of 23 

functioning within the framework of the Industry 4.0 concept and the concept of a business 24 

model that takes into account their individual characteristics. The article is based on in-depth 25 

literature studies and the previous research of authors in the field of business models, Industry 26 

4.0, and virtual cooperation networks. 27 

2. The Concept of Industry 4.0  28 

Industry 4.0 is currently one of the most interesting and current areas of research for many 29 

research centers and businesses, which makes it one of the most frequently discussed topics 30 

among practitioners and scientists dealing with production management issues. The growing 31 

expectations of customers in the modern market mean that modern enterprises, along with the 32 

increased efficiency and production quality, must also meet the high requirements of expected 33 

product customization, i.e., manufacturing products where the customer has a decisive 34 

influence on the final product. Customization can take various forms depending on the degree 35 
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of customer influence on the new product. The highest degree of customer interference, at the 1 

same time the most expensive and the most difficult to organize, occurs in the case of “pure 2 

customization,” where the customer participates in the design phase of the product and thus, 3 

having an impact on the manufacturing process, receives a unique product. Certainly, these are 4 

the expectations of both the customer and the target creators of the concept of Industry 4.0.  5 

A slightly easier way to customize the product, one that is easier to organize and can be used 6 

currently in Industry 4.0 networks, would be either “tailored customization” or “customized 7 

standardization.” In the first case, the customer has an impact on the production phase of 8 

standard parts, assemblies, or components, especially in terms of their sizes or shapes.  9 

In the second case, the customer influences the final assembly by selecting elements of the 10 

product configuration. In all cases, it is important that the price of the product is similar to the 11 

price of mass-produced products. The possibility of highly resolved production is guaranteed 12 

by the concept of Industry 4.0, which assumes the creation of a fully integrated system of 13 

suppliers, producers, and clients operating within cyber–physical systems (CPS), which are 14 

open sociotechnical systems capable of mutual communication and exchange of data for the 15 

implementation of activities imposed by manufacturing, logistics, or management.  16 

The implementation of this idea should allow for the development of intelligent production 17 

systems that, in addition to this autonomy, will have the characteristics of self-configuration, 18 

self-control, or repair (Wittbrodt, 2018). 19 

The Industry 4.0 concept includes numerous technologies and associated paradigms.  20 

The main elements which are closely related to the idea of Industry 4.0, include the Industrial 21 

Internet of Things (IIoT) (cloud-based production, intelligent factories, cyber-physical systems, 22 

or social product development (Herman, 2015; Lee, 2013, Lasi, et al., 2014). 23 

In this concept, the production process will continue to be an orderly series of actions thanks 24 

to which the consumer (user) has the opportunity to obtain the required product or service.  25 

It must be designed and organized for specific purposes that can be quickly and flexibly adapted 26 

to changing conditions, such as the volatility of quantitative and qualitative characteristics, 27 

material, energy, and information. It should be used to maximize corporate profit and customer 28 

satisfaction (Kagermann, 2014). Industry 4.0 is the use of mechatronic CPS products such as 29 

machines, devices, robots, manipulators, and means of transport throughout the production 30 

process, starting from creating a new product concept, designing, creating a product in a virtual 31 

environment, conducting necessary tests in a computer environment, and creating a product in 32 

a real environment, together with the development of software and computer-aided 33 

documentation of production and assembly, organization of logistics, service, and development 34 

of the recycling principles of the product offered. This provides the ability to meet customer 35 

expectations while maintaining high profitability of the production process, thanks to the 36 

dynamic adjustment of autonomous modules of the entire process of preparation, production, 37 

and delivery of the product to the customer using the IoT and information stored in Big Data 38 

and Cloud Computing (Chui, et al., 2010). 39 
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In the age of Industry 4.0 concept, the Industry 4.0 concept, each company is perceived as 1 

offering an intelligent module for use in the entire logistics chain, so the size of the enterprise 2 

ceases to matter. Meanwhile, the business model of a particular company takes on the 3 

significance of the technology used, the level of highly qualified staff employed, and openness 4 

to unlimited communication using increasingly common technologies, including Cloud 5 

Computing, Big Data, the Internet of Things, and blockchain (Saniuk, 2018). 6 

3. Determinants of the business cooperation model of companies in the era 7 

of Industry 4.0 8 

In a turbulent and changing environment, businesses are forced to look for the most effective 9 

methods of monitoring and detecting changes in the environment to undertake effective 10 

adaptation activities resulting from the Industry 4.0 concept. 11 

The constantly increasing complexity of modern technologies, the progress of information 12 

and communication technologies, networking, globalization, social innovations, and the 13 

increase in the requirements of customers who increasingly expect a highly personalized 14 

product, pose new challenges for managers (Grabowska, 2018). As Z. Malara aptly put it,  15 

“all this means that new organizational rules, rules and modalities emerge from the 16 

organizational reality, which forces him to think of the future” (Malara, 2006). This means that 17 

today’s enterprise needs to change its modus operandi — which has worked well in the past — 18 

and develop network cooperation. Companies should increase their ability to participate in 19 

global networks that use shared resources of partners in order to meet the high requirements of 20 

a modern client. This fundamental transformation of business is just taking place. Industry 4.0 21 

will absolutely force enterprises to change their models of operation. One of the most important 22 

models of business management which enables flexible, effective, and competitive functioning 23 

of the company on the market is a process-based model. 24 

In order to create a business model of a network of manufacturing enterprises operating in 25 

the era of Industry 4.0, it is necessary to start with some assumptions: 26 

 The value is determined by experience created at a given time in cooperation with  27 

a single consumer (this phenomenon will be called N = 1). 28 

 The company is not vertically integrated. 29 

 The company is not able to satisfy the consumer’s expectations at a given time due to 30 

size and activities. 31 

 Attention is focused on access to resources, not on ownership of resources. 32 

 Resources are derived from various suppliers, and access to them is global (this trend 33 

will be marked as R = G). 34 

 It is crucial that the supply of products, services, and competences is multi-institutional. 35 
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The observed increase in competitiveness and globalization processes, as well as ongoing 1 

mergers and acquisitions, affect the search for new methods, techniques, and management 2 

instruments. The ongoing development of a knowledge-based economy expressed in the 3 

intensive transfer and diffusion of innovation has a significant impact on changes in business 4 

models and business processes. New forms of competitiveness and cooperation emerge.  5 

New models applying a wide range of different types of innovations are used, business models 6 

based on the principles of a “new era of innovation” (Prahalad, Krishnan, 2010). 7 

Using the concept of the “new era of innovation” for the research needs of the work, it was 8 

assumed that the business model is a configuration of business processes that combine and 9 

develop resources, shaped in the form of the social and technical architecture of the enterprise. 10 

The need to conduct research in the field of business models of enterprise networks can also 11 

be proven by the numerous benefits of business cooperation indicated in the literature. Entering 12 

enterprises into various cooperative arrangements, including the organization of permanent or 13 

temporary networks, is particularly attractive for small and medium-sized enterprises, which in 14 

this way can overcome the main competitive advantage of large companies, especially in terms 15 

of access to all types of resources (capital, competencies, know-how, etc.). 16 

From the point of view of creating and using the so-called The "new era of innovation" 17 

should be treated as one of the most important elements of the company's competitive and 18 

innovative potential structure, serving its transformation as shown in Figure 1 (Prahalad, 19 

Krishnan, 2010). 20 

 21 
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 37 
Figure 1. Structure of building the business transformation potential by principles of the new era of 38 
innovation (N = 1 and R = G) in Industry 4.0. 39 
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The business model, according to the new era of innovation, is based on the configuration 1 

of social architecture and technological architecture of interconnected business processes and 2 

perfectly meets the requirements of Industry 4.0 (such as product customization, the need to 3 

build cooperation networks, digitization, robotization, logistics 4.0, etc.). 4 

In this model, the role of business processes is clearly emphasized. In practice, the elements 5 

of such a business model are as follows: 6 

 social architecture (knowledge resources, management systems, competencies, 7 

employee development, and motivation), 8 

 technological architecture (IT and telecommunications devices, computers, ICT 9 

systems, robots, etc.), 10 

 business processes that combine these databases (essentially infrastructural) and at the 11 

same time derive from them the resources necessary for the implementation of 12 

appropriate products that create value for the client. 13 

Schematically, such a model is shown in Figure 2. 14 

 15 
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Figure 2. Business model of network enterprises in Industry 4.0.  31 

When analyzing Figure 2, it is worth noting that the transformation potential is highly 32 

dependent on human resources and the ability to apply modern ICT systems. In particular,  33 

this concerns the competencies and opportunities for employee development, as well as the 34 

advancement of digitization processes and efficient communication systems. It is worth noting 35 

that in this approach the results of business operations are conditioned by the transparency of 36 

the developed strategy and the configuration of business model elements. Only in such 37 

conditions will enterprises cooperate effectively within the network. 38 
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1. Value is based on exceptional personalized customer experience. Businesses must focus 1 

on one customer. Regardless of the number of clients, the focus is on the central position 2 

of the unit. This pillar is known as N = 1 (the experience of a single client at one time). 3 

By focusing on the needs of an individual customer, it is possible to get his/her feedback 4 

or directly materialized product. Such an approach to the customer means treating 5 

him/her as an active recipient and a modifier of the product, and thus a prosumer, which 6 

is the main assumption of the concept of Industry 4.0. Meeting this assumption requires 7 

interaction with SMEs. The level of technology used, the level of highly qualified staff 8 

employed, and openness to unlimited communication are becoming increasingly 9 

important today. By combining the potential of partners as a network organization, you 10 

can offer more complex, innovative products and services tailored to customer needs 11 

(Walters, Buchanan, 2001). The company’s participation in the network provides new 12 

opportunities and enables the use of modern organizational solutions which have  13 

a significant impact on the increase in operational efficiency manifested by the process 14 

orientation, decentralization of management, professional development of employees, 15 

etc. (Perechuda, 2002). In addition, the possibility of being part of many alliances allows 16 

one to better use one’s resources and increase their use with the benefit of increasing 17 

the productivity of the entire company. It is also worth mentioning the positive impact 18 

on the learning process of organizations (enterprises operating within the network) of 19 

gaining new experiences and know-how from mutual relationships between cooperating 20 

enterprises (Urbaniak, 2001). 21 

2. All enterprises have access to a global ecosystem, including resources. Businesses focus 22 

their attention on access to resources and not only on possessing them. This pillar is 23 

described as R = G (resources are global from many suppliers, often from anywhere 24 

around the world). 25 

As can be seen in Figure 2, in the business model business processes must be associated 26 

with the relevant qualifications, attitudes, and orientations of managers. Social architecture — 27 

organizational structure, measurement methods, training, qualifications, and organizational 28 

values — must reflect the new competitive imperatives resulting from the concept of Industry 29 

4.0. The same must be required from the technological architecture of the company —  30 

the backbone of its information technology, automation, and robotization of production 31 

processes. All of these areas represent the potential that can be offered to partners within the 32 

cooperation network. 33 

It can therefore be said that an important advantage of this concept is the treatment of the 34 

model as overriding values — innovation and efficiency — which are achieved through 35 

appropriately selected and combined elements of the model. The use of innovations that 36 

radically change the company’s strategy enables the creation of a new market space —  37 

a formula of success that allows one to “work around” the existing competition system. 38 
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4. Conclusions  1 

With the development of Industry 4.0, there are new opportunities as well as threats to 2 

companies and their business models. Building a new industry is not easy because it requires 3 

new business resources. Formulating and adapting to change is a long-term activity.  4 

The assumptions of the business models of enterprises presented herein should be treated as an 5 

overview because the concept of Industry 4.0 is such a new concept that there are many possible 6 

scenarios for its development. It is difficult to predict today how enterprises should behave 7 

because we do not know exactly what expectations the client will have. On the other hand, to 8 

paraphrase Pitcher Drucker, the companies shape the client — his tastes, expectations,  9 

and requirements. 10 

However, it can be stated that changes in business models and business processes will play 11 

an important role in the area of management systems. The new business concepts will translate 12 

into a concrete model constituting a strategic and operational basis for changing the 13 

configuration of products and processes in the company, enabling competition on the market 14 

determined by the concept of Industry 4.0. 15 

The emerging transformation of business from the ideas of Industry 4.0 is based on trends 16 

that cannot be reversed. Consumer activism, ubiquitous communication, the convergence of 17 

technologies and industries, globalization of markets, and the global search for and access to 18 

resources are trends that are not controlled by any single company — hence, the creation of 19 

cooperation networks, especially for SMEs. These changes will inevitably lead to the business 20 

world that follows the development of Industry 4.0. 21 
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Abstract: Mentoring is used by enterprises as an effective method of developing the 8 

competences of their employees. The purpose of the article was to determine the areas of 9 

application of mentoring in nonprofit organizations. The authors conducted a systematic review 10 

of the issue, which highlighted that there are few publications on this topic. On the basis of this 11 

review, a theoretical framework was prepared, which was further verified. Three areas of the 12 

application of mentoring in Polish nonprofit organizations were distinguished: staff 13 

development, the professionalization of the organization as a whole and the implementation of 14 

its stated mission principles or statutory goals1. Subsequently, 26 nonprofit organizations that 15 

use mentoring were selected and an analysis of the words contained on their websites was 16 

conducted (supported by IRAMUTEQ program). To triangulate data, a semi-structured 17 

interview with one of the surveyed organizations was conducted. An analysis showed that 18 

nonprofit entities use mentoring not only as a method of developing employee competences, 19 

but also to professionalize the entire organization as well as directly to achieve statutory 20 

objectives. In addition, it has been shown that Polish nonprofit organizations use both intra-21 

sectoral and cross-sectoral mentoring. The research results may be the basis for further analyzes 22 

of the use of mentoring in nonprofit entities regarding its effectiveness in particular areas,  23 

as well as the relationships between various areas. 24 

Keywords: mentoring, nonprofit organizations, professionalization of nonprofit organizations. 25 

1. Introduction 26 

Mentoring2 in organizations arose as a response to the need to support employees in the 27 

pursuit of self-improvement and the achievement of corporate goals (Myjak, 2016). It assumes 28 

a partner relationship between the mentor (master) and the mentee (protégé, pupil3), in which a 29 

                                                 
1 In Poland, NGOs operate via a set of stated principles known as statutory goals. This term is used throughout this 

study since it concerns Polish third-sector entities. 
2 Its genesis has been repeatedly described in the literature (see e.g. Antal, 1993; Ehrich and Hansford, 1999; Hall, 

2003; Inzer and Crawford, 2005; Mesjasz, 2013), which is why such considerations were omitted in this article. 
3 In the article, these terms are used interchangeably for stylistic reasons. 
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more competent and experienced person gives advice, information and guidance to a less 1 

experienced person, thus caring for his or her professional and personal development  2 

(cf. Luecke, 2006; Mesjasz, 2013; Wanberg et al., 2003)4. The individual receives support  3 

to manage their own learning in order to maximize their potential, develop their skills, improve 4 

their performance, and become the person they want to be (Parsloe, 1992, as cited in: Simkins 5 

et al., 2006, p. 323; cf. Clutterbuck, 2002). In addition, they discover new opportunities, 6 

undertake new challenges, identify their limitations and barriers, and embark on activities that 7 

will enable them to overcome them, receive emotional support and help in monitoring their 8 

progress (cf. Gambande, in: Guryn, 2013). 9 

Different types of mentoring (individual/team, formal/informal, intra-team/inter-team, 10 

traditional/e-mentoring, etc., for more, see e.g.: Brewerton, 2002; Mazur, 2008; Stankiewicz 11 

and Bortnowska, 2016) can be effectively implemented in business organizations5, contributing 12 

to: improved knowledge transfer, more effective talent management, increased employee 13 

retention rates, improved cultural and diversity management (cf. Beltman and Schaeben, 2012; 14 

Ehrich and Hansford, 1999; Garvey and Garrett-Harris, 2008). The benefits of mentoring are 15 

also enjoyed by employees in such organizations, and they include better: satisfaction, 16 

motivation, self-confidence and commitment, a development of professional competences, and 17 

opportunities for promotion (cf.: Beltman and Schaeben, 2012; Ehrich and Hansford, 1999; 18 

Garvey, Garrett-Harris, 2008). 19 

A preliminary analysis of issues related to mentoring gave rise to the question about the 20 

fields of its use in organizations other than enterprises, namely in nonprofit entities  21 

(non-governmental, NGO, the third sector, and voluntary)6. The assumptions of mentoring 22 

seem to be consistent with the culture of the third sector. The concept of training based on  23 

a master-student relationship fits well into the axio-normative aspect of the activities of 24 

nonprofit entities, along with the principles of democratic management that they adhere to7. 25 

Since the literature on the subject has a limited number of scientific publications on the use 26 

of mentoring in nonprofit entities, our analyzes were undertaken in that area. The object of the 27 

article is to determine the fields in which mentoring can be used in Polish nonprofit 28 

organizations. Answers to the following questions were sought: Who is the recipient of 29 

mentoring offered to nonprofit organizations? To whom do they then provide mentoring 30 

services? In which fields can mentoring be used in Polish nonprofit entities? 31 

                                                 
4 Such an understanding of mentoring is adopted in this article. 
5 This has been demonstrated by numerous studies on the effectiveness of mentoring (e.g.: Baran, 2017; Jyoti and 

Sharma, 2017; Neupane, 2015; Tewari and Sharma, 2014; Underhill, 2006). An example may be the quantitative 

research carried out by Peace and Ofobruk (2015), according to which mentoring (directed at career support, 

psychosocial and/or knowledge transfer) had a positive impact on employee performance. 
6 According to the structural-operational definition popular in the literature, nonprofit organizations are entities 

that are institutionalized, have a private nature, are independent of public administration, self-governing, 

voluntary, and generate profits to pursue missionary activity (Salamon and Anheier, 1997). 
7 Fudaliński (2013) characterized the culture of nonprofit organizations as: flexible, innovative, people-oriented, 

collectivist, feminine, with a small distance of power and low level of avoiding uncertainty. They are also 

inclusive of informal, personal relationships, consensus, the idea of expressing different views and different 

attitudes, mutual trust, cooperation, and commitment. 
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The study is divided into seven sections, starting with the introduction. Subsequently,  1 

the results of a literature review are presented (based on publications on mentoring in nonprofit 2 

organizations included in the EBSCO and Google Scholar databases), followed by the 3 

methodology of our research. This paper also presents the results of a review of the websites of 4 

a number of Polish third-sector entities, which provide mentoring services. The next section 5 

gives an account of the interview conducted with the coordinator of a mentoring program in 6 

one of the surveyed nonprofit organizations. The article ends with a presentation of the 7 

conclusions derived from the conducted research. 8 

2. Mentoring in nonprofit organizations – results of database review 9 

An analysis of the content of the EBSCO and Google Scholar databases (for the years 1980-10 

2018) showed only a small number of peer-reviewed publications on mentoring in nonprofit 11 

organizations (searches for articles containing the following terms in the title: 12 

‘mentoring’/‘mentor’, and ‘nonprofit’/‘non profit’/‘non-profit’/‘NGO’/‘non-governmental’/ 13 

‘nongovernmental’/‘voluntary organization’/‘third sector’) (Table 1)8. 14 

Table 1. 15 
Number of publications containing terms related to mentoring in nonprofit organizations  16 

in their titles 17 

Key terms included in the titles of publications 

Number of titles of 

reviewed publications 

in the EBSCO 

database 

Number of titles9 

of publications in the 

Google Scholar database 

‘mentoring’ and ‘nonprofit’/‘non-profit’/‘non profit’ 1 

8 (including 4 doctoral 

dissertations, 1 guide  

and 3 articles) 

‘mentor’ and ‘nonprofit’/‘non-profit’/‘non profit’ 1 0 

‘mentoring’ and ‘NGO’ 3 0 

‘mentor’ and ‘NGO’ 1 0 

‘mentoring’ and ‘non-governmental 

organization’/‘nongovernmental organization’ 
3 

3 (including 1 doctoral 

dissertation and 2 articles) 

‘mentor’ and ‘non-governmental organization’/‘non-

governmental organization’ 
1 1 

‘mentoring’ and ‘voluntary organization’ 0 0 

‘mentor’ and ‘voluntary organization’ 0 0 

‘mentoring’ and ‘third sector’ 0 1 

‘mentor’ and ‘third sector’ 0 
2 (including 1 doctoral 

dissertation and 1 article) 

Source: own study based on: EBSCO and Google Scholar (http://www.bu.uz.zgora.pl/index.php/pl/  18 
e–zbiory/eds; https://scholar.google.pl/). 19 

                                                 
8 The results of the systematic review of the literature on mentoring in the third sector prompted a conclusion that 

this area of knowledge is only beginning to take shape (most of the identified studies have been developed in the 

last ten years). For this reason, the authors have helpfully synthesized knowledge in the field of business 

mentoring and the specifics of the functioning of non-governmental organizations. 
9 Reviewed publications cannot be filtered out in the Google Scholar database. 
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By reviewing the publications indicated in the EBSCO database, the list of relevant articles 1 

was reduced to four10, whereas the review of Google Scholar items expanded that list by another 2 

four scientific articles11 and six doctoral dissertations concerning the subject area under 3 

consideration. Among the identified articles, three were theoretical studies (Bronznick and 4 

Goldenhar, 2009; Codreanu, 2012; Safi and Burrell, 2007) and the remaining five were 5 

empirical works (based on surveys using questionnaires, case studies and heuristic methods: 6 

Bogdanova, 2008; Momoh et al., 2015; Nyamori, 2015; Smith et al., 2005; Washington, 2011). 7 

Some authors analyzed issues related to the use of mentoring for the development of 8 

employees in nonprofit organizations (Bronznick and Goldenhar, 2009; Codreanu, 2012; 9 

Momoh et al., 2015; Safi and Burrell, 2007; Washington, 2011). Nyamori (2015), via empirical 10 

research, and found a positive impact of this technique on non-governmental organizations and 11 

on the development of their members12. Another research perspective was adopted by Smith et 12 

al. (2005) who analyzed the functions and characteristics of mentors, including those who work 13 

in the third sector. Meanwhile, international mentoring and the diffusion of modern 14 

management models across Bulgarian nonprofits were addressed by Bogdanova (2008).  15 

In this context, mentoring may be recognized not only narrowly, as a technique for the 16 

development of staff competence, but also more broadly – as a source of the professionalization 17 

of the entire organization13. According to the authors, this is particularly important when 18 

analyzing the situation in the countries of Central and Eastern Europe, in which there is a certain 19 

backwardness of the third sector springing from the socialist structure of their economies before 20 

1989. 21 

The specificity of the organizations in question is that they operate in the public dimension, 22 

are not profit-oriented, are driven by certain values, and work towards social change. In such 23 

entities, mentoring may be a tool for the direct implementation of the objectives they were 24 

founded for in the first place. The literature exploring this topic is more extensive and falls 25 

within the area of what is known as social mentoring, a practice whose usefulness has been 26 

demonstrated, among other areas, in working with: children and adolescents (Rhodes and Lowe, 27 

2008; Thompson et al., 2016), patients (Rube et al., 2014; Hafford-Letchfield and Chick, 2006), 28 

and socially excluded persons (Engelbrecht, 2012; McGeorge and Stone-Carlson, 2010) 14. 29 

Based on the results of the literature review, the fields in which mentoring may be used in 30 

nonprofit organizations were distinguished (Figure 1). 31 

                                                 
10 For comparison, the number of peer-reviewed mentoring studies in the EBSCO database was 26,364. 
11 There were 1,080,000 mentoring publications in the Google Scholar database. 
12 Research conducted at SOS Children’s Villages. 
13 These fields are interrelated, as increased professionalism among employees translates into the professionali-

zation of the entire organization. 
14 170 peer-reviewed publications on social mentoring were identified in the EBSCO database, and 630 items –  

in Google Scholar. 
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 1 
Figure 1. Fields of application of mentoring in nonprofit organizations. Source: own study. 2 

Concerning nonprofit entities, mentoring may be applied in three main fields: the 3 

development of staff competences, the professionalization of the organization, and the 4 

implementation of its statutory objectives. It may be used to develop the competences of 5 

individual employees as represented by various categories, i.e. managers, paid employees and 6 

volunteers. Mentoring can also be a tool for professionalizing the entire organization: to raise 7 

business standards, as well as to adopt models from the business world. It should be noted that 8 

improving the professional knowledge and skills of individual members also contributes to 9 

professionalization. Finally, mentoring can be conducive to the direct implementation of 10 

statutory goals, e.g. by creating opportunities for the development of beneficiaries of nonprofit 11 

entities. 12 

3. Methods 13 

The conducted research process consisted of several stages. Firstly, research problems and 14 

goals were identified. Subsequently, publications exploring the outlined research problems 15 

were identified based on the EBSCO and Google Scholar databases as well as other online 16 

resources [websites reviewed at www.google.com – recommendations from Czakon (2011) and 17 

Grzybowski (2014) were accounted for in conducting the systematic literature review].  18 

They concerned the fields of mentoring in third-sector organizations, and in business 19 

organizations as providing a comparison. In the articles, information was sought on the potential 20 

recipients and targets of mentoring. The studies were filtered by a rejection of those that were 21 

repeats or those that did not meet the requirements of a scientific publication. Lastly,  22 

the obtained research material was coded and categorized. A report on the conducted literature 23 

review was prepared, on the basis of which a theoretical framework was put forward for the 24 

fields where mentoring could be used in nonprofit organizations (Figure 1, section 2). 25 

Subsequently, an initial analysis of text contained on the websites of Polish nonprofit 26 

organizations that provide mentoring services was conducted. During the research, specific 27 

words and phrases contained in websites regarding mentoring programs offered to employees 28 
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of nonprofit organizations were searched, and so were their synonyms. The context in which 1 

they were used as well as the links between the most common terms were also considered 2 

(supported by the IRAMUTEQ program). The collected data was quantified (cf. Babbie, 2008; 3 

Silverman, 2011), thus, both qualitative and quantitative approaches were combined in the 4 

content analysis. 5 

Furthermore, the identified texts were analyzed by considering the theoretical framework 6 

of this study (Figure 1). In the process of selecting organizations for the study, a set of keywords 7 

and the Google search engine were used. Also helpful was a general knowledge of Polish 8 

nonprofit entities. Ultimately, a total of 26 cases (websites) were selected. Given the non-9 

random selection of the sample, the obtained research material was not representative of the 10 

general population, but still enabled a more profound exploration of the problem at hand.  11 

A preliminary data analysis was performed during the collection of the data, whereas a proper 12 

analysis was performed after gathering the appropriate research material. The obtained data 13 

were then coded to provide a list of codes based on the theoretical framework. In the course of 14 

the analysis, this list was subject to further specification. Findings from the research were 15 

confronted with the available literature and the experience of the authors in the area of 16 

mentoring and cooperation with third-sector entities. This allowed for the formulation of 17 

relevant conclusions from this part of the research. 18 

In the next stage, for triangulation purposes, a semi-structured interview15 was conducted 19 

(Frankfort-Nachmias et al., 2015) in one of the 26 identified nonprofit organizations16, whose 20 

discussion guide was also developed on the basis of the theoretical framework. The interview 21 

took place in April 2019, with the coordinator of the mentoring program serving as the key 22 

informant. While the interview was indeed exploratory, it also enabled a verification of the 23 

conclusions formulated in the previous stages and helped to pinpoint directions for future 24 

quantitative research. The closing of the investigation process was preceded by the formulation 25 

of conclusions and an indication of the limitations of the research that was conducted. 26 

4. Results of a preliminary analysis of websites related to mentoring 27 

programs offered to representatives of Polish nonprofit organizations 28 

The preliminary analysis of the content of identified websites was supported by the 29 

IRAMUTEQ software (see more: Glińska-Neweś and Escher, 2018: 85; Camargo and Justo, 30 

2013), among other tools. Due to the fact that it does not contain a Polish dictionary, it was 31 

                                                 
15 The interview agenda contained nine open-ended questions. 
16 Representatives of six Polish non-profit organizations using mentoring were asked to participate in the interview. 

Finally, only one person decided to take part in it. The others refused, justifying the lack of time or by creating 

other barriers. 
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necessary to translate the text into English. Consequently, the translation was prepared in 1 

accordance with the program requirements, and conjunctions, prepositions, most particles, etc. 2 

were removed. The words that appeared at least five times in the websites’ content were used 3 

for the preparation of Figure 2, which shows the number of individual words and the 4 

correlations that exist between them and their intensity. During the preliminary analysis of the 5 

text, the words were sought that were included in Figure 2 and referred to our theoretical 6 

framework. The term ‘development’ (or similar words) appeared on the examined websites  7 

15 times, ‘competence’ – ten times. It was supposed that the recipients of mentoring could be, 8 

e.g. leaders (this term occurred 12 times) or volunteers (16 times). The word 9 

‘professionalization’ appeared only once, ‘statutory’ – twice, while ‘goals’ – six times. A few 10 

main islands of words have been identified. The focus is on the mentor and the activity he or 11 

she pursues. A mentor pays attention to people with whom he or she builds relationships and to 12 

whom he or she gives support. A mentor’s activity is also oriented towards organization and 13 

management, including seeking solutions to the problems which mentees have experienced. 14 

 15 
Figure 2. Correlations between the most common words found on websites related to mentoring 16 
programs for nonprofit representatives. Source: own study. 17 
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Due to such an analysis, only a preliminary view of the content of websites related to 1 

mentoring programs offered to representatives of nonprofit organizations was obtained. 2 

Subsequently, a detailed analysis of the content of the identified websites was carried out. 3 

5. Mentoring in Polish nonprofit organizations – results of a website review 4 

analysis 5 

In management terms, nonprofit organizations clearly differ from enterprises and public 6 

organizations. Their distinctive features include, but are not limited to: a mission-like and non-7 

financial purpose of activity, an implementation of social services in an emotionally and 8 

personally engaged relationship with recipients, voluntary membership, and a reliance on 9 

voluntary social work (Stankiewicz, Moczulska, Seiler, 2018; cf. Anheier, 2005). Needless to 10 

say, this specific character of nonprofits should be taken into account when implementing 11 

mentoring. The analysis of the content of websites showed that such efforts were made in 12 

Poland by the Association of Education and Social Research in Wroclaw. As a project 13 

coordinator, the Association completed a two-year program entitled Mentoring as a vocational 14 

training method for third-sector organizations, in which nine non-governmental entities and 15 

enterprises from seven different countries of Western, Central and Eastern Europe participated. 16 

Due to this undertaking, examples of global good mentoring practices were identified and  17 

a training program for representatives of nonprofit organizations was developed, considering 18 

the specific nature of such organizations. The solutions proposed were tested among employees 19 

and volunteers of non-governmental entities in seven countries participating in the project 20 

(http://fundacja–umbrella.org.pl/portfolios/mind–ts/). The results of the analysis of training 21 

materials shared on the websites, which were one of the results of this project, did not show any 22 

significant differences in the mentoring methodology in the third sector. Their authors focused 23 

on the specifics of particular nonprofit organizations, preparing individual (dedicated) 24 

mentoring solutions, but at the same time they did not find significant cross-sectoral disparities. 25 

This could indicate the relative universality of mentoring as a training technique and the 26 

possibilities of its adaptation and dissemination in the nonprofit sector as well. 27 

5.1. Mentoring for the development of staff competence in a nonprofit organization 28 

Nonprofit organizations are a product of grassroots, civic initiative and link their 29 

functioning with social work. As a consequence, they have a more diverse staff structure than 30 

commercial or public organizations. Four basic categories of third-sector employees may be 31 

distinguished. These are: a) managers; b) members (founders or shareholders who serve as  32 

a resource to internal volunteers); c) external volunteers (social workers who are not members 33 
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of the organization) and; d) paid employees. The analysis established that mentoring may be 1 

addressed to each of these categories of employees. 2 

5.2. Mentoring for the development of staff competence in a nonprofit organization 3 

In Poland, acquiring volunteers (social workers) and maintaining their involvement poses  4 

a significant challenge to non-governmental organizations (Stankiewicz, Bortnowska, Seiler, 5 

2018; Bortnowska and Seiler, 2018). The problem is the low supply of volunteers compared to 6 

other OECD countries, but also the ephemeral and occasional nature of volunteering in Poland. 7 

In other words, third-sector organizations in Poland face difficulties not only with recruitment 8 

as such, but also with the retention of volunteers afterwards (Stankiewicz et al., 2016). 9 

According to research by Adamiak et al. (2016), this problem is reported by more than one in 10 

three (37%) Polish nonprofit entities. 11 

Non-governmental organizations should seek opportunities to improve the offer for 12 

volunteers, so that these can not only develop the competences needed to carry out their tasks, 13 

but also to have the chance to meet their own needs, such as improving knowledge and skills 14 

useful in the commercial labor market17. 15 

As found in the research, mentoring addressed to Polish volunteers focused not only on the 16 

development of their competences necessary to perform assigned tasks, but it was also to 17 

prepare them for fulfilling the role of a citizen or employee (Table 2). In one of the organizations 18 

(TEB Edukacja), participation in the mentoring program was an opportunity for volunteers to 19 

update skills necessary to work with socially excluded persons. Additionally, it made it possible 20 

for the employees to acknowledge their strengths and identify resources that may be used in 21 

fulfilling their duties as a social worker, as well as to pinpoint areas for development. Another 22 

organization (Fundacja Centrum Aktywności Twórczej) implemented activities as part of 23 

European Voluntary Service. The declared goal of the mentoring program in this case was to 24 

develop the competences of intercultural volunteers and to facilitate their adaptation in the 25 

country where they had come to perform social work (cf. Abbe et al., 2007). 26 

Table 2. 27 
Examples of Polish nonprofit organizations implementing mentoring addressed to volunteers 28 

Organization name  Mentoring program goal 

TEB Edukacja Teach volunteers how to cope with stress and difficulties in working with socially 

excluded persons, prevent burnout, animate the local environment, raise funds for 

those at risk of social exclusion, etc. They obtained information about their 

resources and areas for development. 

Fundacja Centrum 

Aktywności Twórczej 

Make it easier for volunteers to take up social work in countries participating in the 

program and neighboring partner countries, accelerating the process of socio-

professional adaptation. 

Source: own study based on: https://efs.teb.pl/aw/wsparcie; http://fundacja–cat.pl/news/w–94/ 29 
mentorzy–dla–zagranicznych–wolontariuszy–poszukiwani.  30 

                                                 
17 Instrumental motivation among volunteers was confirmed, among others, in research studies by Stankiewicz  

et al. (2016). 
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In the literature, it is emphasized that in third-sector organizations, departures of employees 1 

are more frequent than in the case of commercial enterprises, which could be explained by the 2 

low barriers of exiting such entities. Resignation from cooperation with third-sector 3 

organizations is more frequent in situations where other areas of a volunteer's life require greater 4 

involvement or when a volunteering employee loses the benefits that led them to cooperate with 5 

the organization in the first place (Alatrista and Arrowsmith, 2004; Bradshaw, 2003; Phillips, 6 

H., and Phillips, J., 2010). According to Wymer and Starnes (2001), volunteer retention is 7 

favored by receipt of support from other members of the organization. A similar argument,  8 

as believed by J. Garner and L. Garner (2010), may be used in relation to providing feedback 9 

on the performance of voluntary work. Therefore, leaders in the discussed entities should 10 

consider the use of mentoring, which not only promotes the development of volunteer skills 11 

(needed to effectively carry out assigned tasks), but also strengthens their commitment to the 12 

organization’s cause (cf. Stankiewicz, Bortnowska, Seiler, 2018). 13 

The research shows that mentoring programs can be addressed not only directly to 14 

volunteers, but also to people who manage them. Such an offer was prepared jointly by 15 

Fundacja Rokoko and Stowarzyszenie Literackie K.K. Baczyński (http://rokoko.org.pl/ 16 

szkolenia--wolontariacie-i-tionoring-dla-kulturalnych-ngo/). The proposal targeted 17 

representatives of nonprofit entities engaged in cultural and artistic activities, offering 18 

participation in educational undertakings on subjects related to cultural volunteering.  19 

Their participants learned not only how to design an offer, but also how to manage a team of 20 

volunteers, e.g. in terms of their recruitment and development. This example shows that 21 

mentoring can also be addressed to people managing nonprofit organizations, namely, their 22 

leaders. 23 

5.3. Mentoring addressed to leaders of nonprofit organizations 24 

A characteristic feature of the discussed organizations is the varied level of the professional 25 

competences of the people working in them. Limited funding opportunities for remuneration 26 

mean that the Polish third sector mostly employs low-skilled managers and workers (Bogacz-27 

Wojtanowska, 2009, p. 20). In addition, a phenomenon that may be described as manager's 28 

loneliness is very much at play in the Polish third sector. Since there is no structure of 29 

subordination in such organizations, their leaders do not have formal tools for shaping 30 

relationships with staff. Because of that, they often end up being overwhelmed by the excess of 31 

responsibilities without receiving adequate support from members and volunteers. In Poland, 32 

more than half (55%) of the surveyed non-governmental organizations admitted that most of 33 

the tasks are carried out by their leaders, i.e. members of the management board (Adamiak  34 

et al., 2016). Only in every fourth (26%) is the work divided evenly. This, of course, negatively 35 

affects the well-being of managers. In 2015, fatigue and burnout among leaders was observed 36 

in every third (36%) such individual (Adamiak et al., 2016). To combat this, mentoring can be 37 

suggested that will help leaders to identify goals and recognize the resources needed to 38 
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implement them, not only their own, but also those available to third parties (co-workers, 1 

donors, etc.). It would also push leaders to seek ways to develop staff engagement so that they 2 

are actively supported in the implementation of their organization’s mission. Another problem 3 

faced by third-sector entities in Poland concerns limited succession possibilities, i.e. difficulties 4 

in finding replacements for current leaders. There is also a shortage of ideas on the roles these 5 

retired leaders could fulfill after handing over the managerial position, or how to make use of 6 

their potential. In fact, there is currently no specific development path for such outgoing leaders. 7 

Perhaps they could adjust well to the role of the mentor? Their knowledge and managerial 8 

experience could indeed become an important source of inspiration for those who take over 9 

their managerial positions. 10 

In the course of the research, mentoring programs addressed to the leaders of nonprofit 11 

organizations were identified. They were being implemented through intra-sectoral and cross-12 

sectoral cooperation (Table 3). 13 

Table 3. 14 
Examples of Polish organizations implementing mentoring addressed to managers of 15 

nonprofit entities in the framework of intra-sectoral and cross-sectoral cooperation 16 

Organization name  Mentoring program goal 

Regionalne Centrum 

Wolontariatu w Kielcach 

Support for NGO leaders in areas such as: creating and managing the 

organization, building missions and visions, leading, raising funds and managing 

volunteers. 

Feminoteka and IBM  

 

Provide care from female managers at IBM to women starting their management 

career in the third sector. 

Fundacja Szkoła Liderów 

and Fundacja PwC 

Support social leaders by PwC managers in the areas of management, team 

management and strategy building. 

Source: own study based on: http://centrumwolontariatu.eu/oferta–dla–ngo/; http://warszawa.ngo.pl/ 17 
wiadomosc/661205.html; https://tuwiazowna.pl/sektory–jedna–wizja–coaching–pwc–dla–liderow–18 
spolecznych/. 19 

An example of mentoring implemented through intra-sectoral cooperation was the activities 20 

of the association Regional Volunteer Center in Kielce, Poland, which provided mentoring 21 

services to managers at third-sector organizations. The mentors shared their experience and 22 

worked on competences of the mentees in the field of creating and managing third-sector 23 

entities. On the other hand, cross-sectoral cooperation may be exemplified by the activities of 24 

IBM and PwC addressed to social leaders, both male and female. In the course of this 25 

mentoring, the knowledge of the mentees was developed regarding management techniques 26 

typical of the business world. 27 

Mentoring programs may be dedicated to specific categories of employees, but they are 28 

sometimes also addressed to a nonprofit organization as a whole. In that case, the use of 29 

mentoring does not only serve the development of the competences of specific staff members, 30 

but is a form of development of an entire third-sector entity. This approach is of a strategic 31 

nature and constitutes a type of intervention at meso-structural level. 32 

 33 
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5.4. Mentoring aimed at the professionalization of a nonprofit organization 1 

The role of nonprofit organizations is being redefined today. Among other things,  2 

their importance in the institutional system of social services is rising, prompting increased 3 

pressure from key stakeholders (government agencies, private donors) so that the entities in 4 

question adopt effective performance standards, and on the other hand increased competition 5 

between nonprofits themselves. Institutional change may lead third-sector organizations to 6 

adopt two main strategies of action (Sanzo-Perez et al., 2017): professionalization,  7 

or partnership with the business sector. 8 

Going beyond reactive action and moving away from the current administration to pro-9 

development management is becoming a precondition for the survival of third-sector 10 

organizations in the changing environment. As a result, the professionalization of nonprofits is 11 

being increasingly discussed in the literature. Some researchers identify this term with 12 

professionalism, while others with the adoption of business orientation and the adaptation of 13 

managerial practices (Cumming, 2008; cf.: Dobrai and Farkas, 2016; Hwang and Powell, 2009; 14 

Pope et al., 2018; Stankiewicz and Seiler, 2013). According to Kafel (2014, pp. 103-104), these 15 

approaches may be partially reconciled, as professionalization is linked with the postulate of 16 

building a professional nonprofit organization. It can be focused on a person and refer to the 17 

pattern of professional roles, or be organization-oriented and characterize the resources, 18 

processes and capabilities of the entity as a whole. With this assumption, organizational 19 

professionalism stems directly from the professionalism of employees. 20 

Participation in mentoring is not only an opportunity for the personal development of 21 

employees of the third sector, but also a form of the intra-organizational diffusion of patterns 22 

of a modern approach to social management. The literature notes that training contributes to the 23 

dissemination of professionalization among nonprofit entities (Hwang and Powell, 2009; 24 

Carvalho et al., 2016). This is a manifestation of normative isomorphism (DiMaggio and 25 

Powell, 1983), associated with the sharing of certain beliefs by professionals from various 26 

organizations. 27 

Training, including mentoring, is an opportunity to spread specific cultural patterns in the 28 

third sector, seen as manifestations of professionalism (e.g. standards of rationality or 29 

pragmatism) (cf. Stankiewicz and Seiler, 2013). In the analysis of the websites, examples of 30 

Polish mentoring programs were identified, in which mentoring was a tool for building  31 

a professional nonprofit organization. In such cases, the explicitly formulated offerings 32 

emphasized the technique’s effectiveness in this area. The implemented activities were to be an 33 

element of a strategic, intentional approach to the professionalization of the entities in question. 34 

The mentoring was carried out by raising professionalism among employees, but at the same 35 

time it was geared towards increasing the durability and independence of the organization as  36 

a whole. Such programs were implemented, among other organizations, by the Krakowskie 37 

Forum Organizacji Społecznych KraFOS, the Europejskie Stowarzyszenie Edukacji i Rozwoju 38 
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‘Pionier’, Fundacja Pokolenia, and Fundacja Biuro Inicjatyw Społecznych. Additionally, 1 

participation in a mentoring program was offered by Fundacja Impossible (Table 4), which 2 

would rationalize the functioning of a nonprofit entity by increasing the professionalism of its 3 

staff.  4 

Programs addressed to representatives of third-sector entities expressing interest in 5 

economizing activities of their organization and seeking alternative ways of financing the 6 

implementation of statutory objectives were also identified. Examples include:  7 

the Mentors4GdańskNGOs program offered by the Mentors’ Forum "AHA EFECT",  8 

or the "Economization of NGOs" project put forward by the Centrum Wspierania Organizacji 9 

Pozarządowych Sektor 318. 10 

Table 4. 11 
Examples of Polish nonprofit organizations oriented to the professionalization of third-sector 12 

entities 13 

Organization name  Mentoring program goal 

Krakowskie Forum 

Organizacji Społecznych 

KraFOS 

Support representatives of the third sector who want to become independent  

(i.e. professionalize) their organizations. Mentors focused on formal, legal, 

financial, organizational and strategic issues related to cross-sectoral cooperation 

and volunteering, etc. 

Europejskie 

Stowarzyszenie Edukacji 

i Rozwoju ‘Pionier’ 

Legal mentoring concerning the organization of obligatory statutory meetings, 

carrying out board changes, setting up business within NGOs, raising external 

funds, etc. 

Fundacja Pokolenia  Empower and increase the effectiveness and outreach of informal groups and non-

governmental organizations. Offer support in working out solutions based on 

available potential and resources. 

Fundacja Biuro Inicjatyw 

Społecznych 

Educational, consultative and socially mobilizing assistance. Mentoring directed at 

supporting organizations in achieving their goals. 

Fundacja Impossible Assistance in achieving objectives according to the scheme: 1. Analysis of health 

(situation in which the organization finds itself), 2. Prescription (defining the areas 

in which the intervention will bring the most benefits), 3. First-aid kit (establishing 

relationships with professionals providing solutions and offering advice),  

4. A follow-up visit (observation of the first effects of changes, support). 

Forum Mentorów "AHA 

EFFECT" 

Support for nonprofit leaders who are interested in economizing their organization 

by participating in a training and consulting program offered by business mentors. 

Centrum Wspierania 

Organizacji 

Pozarządowych Sektor 3 

Assistance provided by a business mentor to a representative of a nonprofit 

organization in the development of a plan to acquire new sources of financing for 

the organization. 

Source: own study based on: https://co.krakow.pl/strona_glowna/208400, artykul,mentoring.html; 14 
http://www.ngo.olsztyn.eu/index.php/ogloszenia–organizacji/331–bezpatny–mentoring–dla–15 
organizacji–pozarzdowych?font=big; http://fundacjapokolenia.pl/aktywnosc–obywatelska/; http://bis–16 
krakow.pl; http://impossible.org.pl/projekty/mentoring/; http://forum–mentorow.pl/programy/. 17 

A professional nonprofit organization should, by definition, try to effectively achieve the 18 

objectives it has outlined for itself. The use of mentoring to improve the efficiency of an 19 

organization can indirectly contribute to a more effective solving of social problems. However, 20 

it is also possible to use mentoring with a view to directly achieving objectives in the social 21 

dimension. 22 

                                                 
18 Activities focused on raising the professionalism of nonprofit organizations are particularly important in 

countries where the third sector is relatively weaker, e.g. in Central and Eastern Europe (cf. Gliński 2006).  
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5.5. Mentoring to achieve social goals 1 

Nonprofit organizations start as a result of a grassroots, civic initiative to help resolve social 2 

problems in a situation where the state and the market are failing to do so. Such organizations 3 

work in the fields of education, social care, health care, culture, sport etc., adopting a self-help 4 

orientation aimed at supporting their own members or service orientation directed at activities 5 

in the interest of external clients. It could be argued that mentoring can be a tool helpful in 6 

achieving social goals in various fields, regardless of the orientation adopted by a nonprofit 7 

organization. Such cases were also identified in Poland (Table 5).  8 

Table 5. 9 
Examples of Polish nonprofit organizations that use mentoring to achieve social goals 10 

Organization name  Mentoring program goal 

Polsko-Amerykańska 

Fundacja Wolności, 

Towarzystwo Inicjatyw 

Twórczych "ę", 

Stowarzyszenie Przestrzeń 

Inicjatyw Społeczno-

Kulturalnych PISK, 

Fundacja Joanny Radziwiłł 

Opiekuńcze Skrzydła  

Forging intergenerational bonds. People 55+ shared their life experience with 

children, who in return made them familiar with technological novelties and 

drew attention to what the younger generation finds important. 

Erasmus Student Network 

Polska 

Supporting the acclimatization of people coming to Poland as part of student 

exchange. 

Fundacja na rzecz 

Collegium Polonicum 

Assistance for unemployed people aged 25 or less, who are planning to enter 

the labor market and are planning a path of career development. 

Stowarzyszenie Innowacji 

Społecznych "Mary i Max", 

Fundacja ALPHA and 

Krajowe Towarzystwo 

Autyzmu, branch in Łódź 

Friendship volunteering oriented towards supporting people with autism and 

Asperger's syndrome. Due to mentoring, these people gained self-confidence in 

interpersonal relationships and more actively participated in social and cultural 

life, etc. 

Stowarzyszenie Centrum 

Promocji Ekorozwoju 

Education of people who will implement the principles of sustainable 

development in their environment. A series of training sessions were offered 

(on sustainable development, project management and interpersonal skills) and 

mentoring as part of the Inkubator Ekopomysłów initative. 

Stowarzyszenie Sursum 

Corda and Centrum 

Wspierania Rodzin 

"Rodzinna Warszawa" 

Assistance offered to children from incomplete families, deprived of contact 

with the family, on the part of "big brothers and big sisters" who disseminate 

positive examples among them by spending time together. 

Centrum Wsparcia 

Imigrantów i Imigrantek 

Help for refugees in adapting in Poland (sharing knowledge, ideas, contacts, 

learning how to move around the city, showing important places, learning  

a language, etc.) 

Source: own study based on: http://seniorzywakcji.pl/utw–dla–spolecznosci/; https://www.esn.pl/pl/ 11 
czym–jest–erasmus–student–network–polska; https://centrumwspieraniarodzin. pl/aktualnosci/180–12 
starszy–brat–starsza–siostra; http://www.sc.org.pl/projekty/starszybratstarsza siostra/misjaprogramu/; 13 
http://lubuskimentoring.pl/; https://wolontariatkolezenski.pl/o–projekcie/mentoring/; http://cpe.info.pl; 14 
https://centrumwspieraniarodzin.pl/aktualnosci/180–starszy–brat–starsza–siostra; 15 
https://www.facebook.com/events/813829075397907/; https://www.gdansk.pl/ wiadomosci/uchodzcy–16 
wolontariusz–pomoze–blizniemu,a,43324. 17 

  18 
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Nonprofit organizations are also active in the area of business support and stimulation of 1 

economic development. Their objectives can be of a social nature, carried out by helping 2 

particular groups of citizens in setting up and running their own business, for example.  3 

In the course of the research, examples of mentoring in this area were identified (Table 6). 4 

Table 6. 5 
Examples of Polish nonprofit organizations using mentoring in the diffusion of knowledge 6 

from the third sector to the business sector 7 

Organization name Mentoring program goal  

Fundacji 

Przedsiębiorczości Kobiet 

Business mentoring addressed to enterprising women entering the business 

world. Mentors, active businesswomen, shared knowledge and experience, 

helped in the development of business concepts. 

Fundacja Liderek Biznesu 

 

Support for representatives of non-governmental organizations by business 

leaders in the implementation of their professional goals, a conscious shaping of 

their careers, developing critical self-awareness and improving leadership skills. 

Fundacja Mentors4Starters 

 

Help people who want to launch and develop their own businesses, shape their 

careers in corporate structures, as well as those who act voluntarily and 

implement social projects. 

Odpowiedzialni.pl 

 

Promoting entrepreneurship and innovation; creating and developing SMEs, 

improving cooperation with administration and other organizations in order to 

create a common ground for development activities; popularizing knowledge in 

the field of insurance among the public, propagating knowledge about new 

technologies, etc. 

Fundacja Inkubator 

Technologiczny 

 

Support for entrepreneurs in the field of: setting up a company and creating 

valuable products and services, preparing a marketing strategy, developing  

a business model and assessing the investment potential of a startup and raising 

funds for social activities. 

Source: own study based on: http://www.entertheroom.pl/life/22–wywiady/7004–wywiad–fundacja–8 
przedsiebiorczosci–kobiet; https://www.fundacjaliderekbiznesu.pl; http://mentors4starters.pl/o–9 
programie/; http://www.odpowiedzialni.pl/; http://ybp.org.pl. 10 

These types of activities were carried out as part of cross-sectoral exchange. A number of 11 

the third-sector organizations in this study organized mentoring programs addressed to 12 

company representatives and enabled the development of practical business skills. 13 

6. Mentoring in Polish nonprofit organizations – exemplification based on 14 

interview results 15 

Having analyzed the content of the websites, it was found that mentoring is used in Polish 16 

nonprofit entities not only to achieve their statutory objectives, but also to develop the staff and 17 

professionalization of the entire organization. Further exploration of the issue was provided by 18 

an interview carried out in one of the 26 surveyed Polish organizations, with a representative 19 

of the foundation from the Pomeranian region. The organization operates in three main fields: 20 

social assistance, civic activity and social economy. It runs, among other things,  21 

an entrepreneurship incubator for a nonprofit organization whose aim is to empower informal 22 

groups, third-sector entities, and improve the efficiency of their operations and expand the 23 
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scope of their activities. The mentor, with whom they collaborate on their development, takes 1 

care of the incubated group/organization. Additionally, in the incubation process,  2 

the organization uses the services of mandatory legal and formal advice. 3 

Retracing the interview, two editions of the mentoring program were organized in the 4 

organization. The first one lasted six months, and the second - twelve months. A total of sixteen 5 

nonprofit organizations participated in these programs, which were looked after by ten mentors. 6 

According to the key informants, mentoring in nonprofit organizations can be applied to all 7 

categories of employees: managers, members, volunteers and paid employees. They suggested 8 

that mentoring proves particularly useful in the process of the development of managerial skills, 9 

as it is there where it creates the greatest opportunity for the professionalization of a third-sector 10 

organization. One respondent reported that, in their work with nonprofit leaders, it was essential 11 

to systematize their knowledge in the fields of formal and legal aspects, planning and settlement 12 

of projects, gaining financial resources, image shaping, marketing, cooperation with volunteers, 13 

etc. At the same time, many stressed that, in the case of leaders of nonprofit organizations,  14 

it is particularly important to provide them with mental support and to boost their  15 

self-confidence, since they often have no managerial skills and are therefore apprehensive and 16 

diffident. Overcoming psychological barriers with the mentor's help was helpful, including in 17 

initiating economic activity, and thus in obtaining economic stability and independence by 18 

organizations. 19 

The key informant also pointed to barriers to the use of mentoring in nonprofit 20 

organizations. They emphasized that in the face of multi-tasking and multiple roles in the 21 

organization, their employees simply did not have enough time to participate in mentoring. 22 

This translated into lesser involvement in the mentoring process. In addition, issues also arose 23 

due to frequent changes in the organization's objectives, depending on the sources of financing 24 

for current operations. As a consequence, as the interviewer stated, mentoring in nonprofit 25 

entities is difficult to plan and interrupted by current problems. 26 

7. Conclusions 27 

The conclusions from this research show that the use of mentoring in the third sector can 28 

serve to transfer knowledge from the environment to a nonprofit organization, and vice versa. 29 

This transfer can be internal or cross-sectoral. In the first case, it occurs within the third sector, 30 

while in the second case it takes place between sectors. Mentoring, as a tool for transferring 31 

knowledge to nonprofit organizations, can also favor the development of the competence 32 

among staff, managers, employees and volunteers, as well as help improve the efficiency and 33 

professionalization of the entire organization. Knowledge can also be transferred by nonprofit 34 



Mentoring in polish nonprofit organizations 149 

organizations themselves. Mentoring can be helpful in achieving statutory objectives,  1 

both in the social (within the sector) and the business context (cross-sectoral) (Table 7). 2 

Table 7. 3 
Directions of knowledge transfer and fields of using intra-sectoral and cross-sectoral 4 

mentoring in nonprofit organizations 5 

Direction of 

knowledge 

transfer using 

mentoring 

Fields in which 

mentoring was 

used 

Intra-sectoral Cross-sectoral 

Transfer of 

knowledge to 

nonprofit 

organization 

Development of 

competences of 

nonprofit 

organizations 

employees 

Employees of the third sector 

are mentors to employees of 

nonprofit organizations, and the 

relationship is based on 

experiences from the 

functioning of the third sector. 

Employees of enterprises are 

mentors to employees of 

nonprofit organizations, and the 

relationship is based on 

experiences from the business 

sector. 

Professionalization 

of nonprofit 

organizations 

Mentors from the third sector 

disseminate their knowledge 

and experience in nonprofit 

organizations in order to 

professionalize them. 

Business mentors disseminate 

knowledge and experience in 

nonprofit organizations in order 

to professionalize them. 

Transfer of 

knowledge from 

nonprofit 

organization 

Implementation of 

statutory objectives 

(nonprofit 

organizations) 

Mentors from the third sector 

implement statutory social 

objectives, e.g. by working with 

the unemployed, the disabled, 

youth, etc. 

Mentors from the third sector 

implement statutory business 

objectives, e.g. by supporting 

people running their own 

business. 

Source: own study. 6 

Mentoring applied to employees of nonprofit organizations can serve various functions. 7 

When addressed to young volunteers, it can be a means for those people to implement plans 8 

related to their professional life. Participation in mentoring can be an opportunity to learn about 9 

oneself and get to know oneself better, but it is also used to develop skills useful in the labor 10 

market. Mentoring addressed to the managerial staff may serve the development of the entire 11 

organization to a greater extent. In this context, it becomes an organization's tool for 12 

professionalization. Mentoring used in this area is characterized by an intentional approach to 13 

improving the sustainability of nonprofit organizations. Its application is of a strategic nature. 14 

Professionalization takes place by raising professionalism among staff, but what it truly intends 15 

is to raise the standards of the entire organization, and consequently, to contribute to its 16 

durability and stability. This application of mentoring is of vital importance for Polish nonprofit 17 

organizations, due to their relative weakness and young market age. However, implementation 18 

of mentoring also encounters certain barriers related to the specific nature of the activities of 19 

third-sector entities. The main such obstacles include problems arising from limited financial 20 

(e.g. problems with allocating funds for administrative costs, including training costs), 21 

organizational (e.g. difficulties related to the coordination of accessibility of social workers and 22 

mentors), psychological (e.g. managers’ concerns related to self-perceived lack of managerial 23 

skills) capacity. In this article, it is argued that the implementation of mentoring in nonprofit 24 

entities should also take into account their relatively low level of formalization and bureaucracy. 25 
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The presented study is exploratory and does not allow for drawing far-reaching 1 

generalizations of the obtained findings. There are few publications on this issue, thus the 2 

obtained results may be the basis for further in-depth analyzes of the use of mentoring in 3 

nonprofit entities regarding its effectiveness in particular areas, as well as the relationships 4 

between various areas.  5 
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