KOMEpIIii: mepil 3a BCE, CKOPOYEHHS TpaH3aKLUIHHUX BUTPAT, CIPOIICHHS MPOLEAYp TOPTiBIIi,
PO3MIUPEHHS MOXKJIMBOCTEH JIJIs1 IPUIUIMBY 1HBECTHUIIIHA, PO3MIUPEHHS Teorpadii Ta JOCTYIMHOCTI s
y4acTi B 0i3Heci, MiABUIECHHS KOHKYPEHIIIi.

ABTOMaTH4YHA BOPOHKA MPOJIaXiB - 11e e(heKTUBHUIA aHATITUYHUN IHCTPYMEHT, 1110 J03BOJISIE
pO3Mi3HATH KOXKHOTO BiJBigyBada i chOpMyIIOBaTH MPOIMO3UILI0, IPYHTYIOUUCh HA TOMY, Ha SIKIH
cTajil mpolecy NpoaaxiB BiH 3HAXOUTHCA.

ABTOMaTHYHI BOPOHKH 200 aBTOBOPOHKH - 1€ TMOCITIIOBHICTh i, SIKi CIIOYaTKy 3HAHOMIISITh
MOTEHILIMHOTO KII€HTA 3 BalllUM MPOIYKTOM, a IMOTIM BEIyTh JO CKOEHHS BCE HOBUX 1 HOBHX
nokynok. O3HallOMJICHHS 3 TOBapOM / TOCIYTOIO Ta 1l MOAAIBIINM MPUAOAHHAM 31HCHIOETHCS HA
aBTOMaTUYHOMY PiBHI 3a JIOIIOMOTOIO CIICIIAJIbBHUX CEPBICIB.

Came Takuii MeTOJ] Ja€ CHJIbHY KOHKYPEHTHY IepeBary cepeja iHIIMX Oi3HeciB 1 Jae
BEJIMYE3HY MOJKJIMBICTH HOBHM IPOEKTaM IIBUJIKO BHUPOCTH 1 JOCATTH BHCOKHUX (HDIHAHCOBHX
pe3ysbTaTiB

[lepenik BUKOPUCTAHUX JKEpelt:
1. KobGenes O. A. Dnekrponnast kommepius. / O. A. Kobenes. — M.: U3n-o: Jlamkos u K,
2015. 684 c.
2. ABTOBpOHKa poAaX [Enextponmuii pecypc]. - Pexum JIOCTYyMY:
https://timedigitalcrm.com/blog/marketing-automation/8-oshibok-avtovoronok-podoj/

CEKIIA 7. HOCWJIEHHA KOHKYPEHTHUX MO3UIINA EKOHOMIYHUX CUCTEM B
KOHTEKCTI TPAHC®OPMAIIN CTPATEITA MEHE/UKMEHTY YVCIX PIBHIB
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SERVICE QUALITY MANAGEMENT MODEL
AND RELATIONSHIP MARKETING

Service quality is defined by the American Society for Quality Control as “totality of
features and characteristics of a product or service that bear on its ability to satisfy stated or implied
needs” [1]. The second part of the definition clearly indicates that the satisfaction of the customers’
needs is a function of quality. The connection between service quality, customer satisfaction and
profitability appears to be evident. Higher levels of quality contribute to higher levels of customer
satisfaction, which often results in lower costs of production and higher prices [2]. Research results
have indicated a high correlation between relative product quality and company profitability [3].
The quality of service delivery is to great extent determined by the employees’ competence, which
is due to the inseparability of the service from the provider. It is the contact employees that
constitute the connection between the organization and the customer [4]. The customers’
interactions of the service employees, along with the physical assets, are the basis for their
perception and evaluation of service quality. According to the calculation made by Carlzon, a
former President of Scandinavian Airlines SAS, in one year 10 million customers interacted, on
average, with five employees of the SAS for 15 seconds, which resulted in the company image
being created in the minds of 50 million customers. Carlzon refers to those interactions as the
“moments of truth” which determine the success, or failure, of the company [5, p.39]. The author
points out that the customers’ individual needs are highly varied and therefore all the frontline
employees, such as ticket agents, flight attendants, and baggage handlers, have to be empowered
with responsibility to make decisions and to take actions themselves, as the instructions in the rule
books often fail to apply to all possible service encounter scenarios and there is never enough time
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to consult the managers. In order to make the frontline employees’ empowerment possible, the
traditional corporate structure of management has to be turned upside town. The traditional
structure resembles a pyramid with top management at the top, several intermediate levels at the
lower part, and the base representing a large group of employees with the lowest level of decision
powers. The chief executive and vice presidents sitting at the top are in charge of making crucial
decisions. Their decisions are converted by the middle management into instructions, rules, policies
and orders for the employees at the bottom level. Consequently, following this procedure the
middle-level managers de facto perform the role of messengers, rather than managers. The bottom
level of the company structure, operating at the pyramid base, includes frontline employees being
with daily contact with customers and therefore having the most updated knowledge about the
company’s frontline operations. Regrettably, these employees are devoid of decision powers that
are necessary to respond to various individual customers’ requests.

In contrast to traditional management model, the structure of customer-driven company
displays a radically different distribution of roles. This novel management framework is marked by
decentralized organization wherein substantial responsibility is delegated to the frontline
employees. In other words the traditional, highly hierarchical structure has been replaced by a
flattened, more horizontal structure. Yet, it is the role if the top management to initiate the
necessary transformation and to create the environment for the employees so that they can accept
the new responsibilities and be prepared to execute them with confidence. The top management’s
downward communication with the employees is critical for imparting the company’s vision,
informing, teaching and inspiring the staff. Likewise, the upward communication is equally vital so
as the top management be currently updated with information from contact personnel regarding
customers’ expectations. The role of the middle management in the customer-driven company
structure is to delegate responsibility for analyzing problems to the frontline employees and to
provide them with assistance. The frontline employees are in charge of responding to customers’
needs, promptly and with courtesy, by taking actions that lead to the customers’ satisfaction.

The above management model of customer-driven company is to a great extend in line with
relationship marketing principles with the focus on the relationship with employees. As relationship
marketing 1s “a process of strengthening ties between the organization and its customers,
intermediaries, suppliers, and employees” [4, p.256], this concept is in its great part pertinent to
customer-driven management model wherein the role of effective vertical communication is pivotal.
Apart from improving communication and empowering the employees, the key strategies based on
the concept of internal relationship marketing include: (1) selecting employees with the right
service attitude so that the concept of customers service is understood by employees at all levels, (2)
involving employees at all levels in the strategic planning process so that they are more willing to
accept and share the company goals, (3) providing training for service recovery as customer
satisfaction is more influenced by way service breakdowns and problems are handled by the service
provider, rather than by the fact that they occurred [6], and (4) developing a reward system for
recognizing employees so that the employees displaying high quality performance are granted extra
benefits. The above strategies enhance long-lasting relationships with employees and at the same
time they contribute to improving service quality [4, pp.257-258]
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WYZWANIA OBECNYCH PRZEDSIEBIORSTW W KREOWANIU SYSTEMU
ZARZADZANIA OPARTEGO NA WIEDZY W KONTEKSCIE WSPOLPRACY Z
GENERACJA ,,POKOLENIA MILLENIALSOW”

CHALLENGES FOR EXISTING ENTERPRISES IN THE CREATION OF KNOWLEDGE-
BASED MANAGEMENT SYSTEM IN THE CONTEXT OF COOPERATION WITH THE
»GENERATION OF MILLENIALS”

Millenialsi, inaczej zwani dzie¢mi przetomu w Polsce, urodzeni mi¢dzy rokiem 1984, a
2000. Millenialséw charakteryzuje wyznawanie zupelnie innych wartosci, niz generacj¢ X. Stawiaja
wysokie oczekiwania przysztym pracodawcom, cenig sobie swojg prywatnos¢, nie chca wigzac si¢ z
zadng posadg na dtuzszy czasu, sa przygotowani do funkcjonowania w zglobalizowanej gospodarce
(Wrzesien, 2016). Chcg swobodnie decydowac o swojej pracy, niezbedne wydajg si¢ im wyzwania
intelektualne, korzystaja z technologii dzigki czemu miejsce pracy nie jest dla nich istotne, chca
widzie¢ rezultaty, a najbardziej motywuje ich cel sam A4 sobie
(https://rynekpracy.pl/artykul.php/typ.1/kategoria_glowna.324/wpis.826). Posiadajac te cechy
stanowig ogromne wyzwanie dla dziatbw HR, a dla calego przedsigbiorstwa zagrozenie
wyhamowania rozwoju. Dlatego obecni managerowie niskiego i $redniego szczebla zmuszeni sa
przeorganizowac¢ systemy zarzadzania i jak nigdy wczes$niej kreowaé preznie dziatajacy system
zarzadzania wiedza, co docelowo przyczyni si¢ do tworzenia gospodarki opartej na wiedzy. System
zarzadzania wiedzg z zalozenia polega na tworzeniu, gromadzeniu i najlepszym wykorzystaniu
wiedzy uczestnikOw organizacji, skupianiu si¢ na wartosci kapitalu intelektualnego (Kuklinski,
2001, s. 290).

Sytuacja, jaka obecnie mozna obserwowa¢ na rynku pracy i wigze si¢ z obecnie
wkraczajacymi na droge kariery zawodowej ludzmi urodzonymi $rednio w latach 1984-2000,ma
miejsce pierwszy raz od 25 lat. Na rynku pracy mamy do czynienia z ewidentnym rynkiem
pracownika. Wzrost PKB, spadek bezrobocia, liczne inwestycje zagraniczne, rosnace
wynagrodzenia w wielu gateziach gospodarki — $rednio o ok. 7,4% w roku 2017 i zglaszane wciaz
ogromne zapotrzebowanie na pracownikow- te makroekonomiczne wskazniki informujga o
korzystnym uktadzie sit dla pokolenia Millenialsow, natomiast mimo wszystko- hamuje dynamike
rozwoju gospodarczego. Mozna przewidywaé, ze taka koniunktura utrzyma si¢ jeszcze
maksymalnie do 2 lat, chociaz trzeba pamiecta¢, ze dopoki wydatki socjalne w Polsce beda
utrzymywane na dotychczasowym poziomie, dopoty bedzie to napedzato konsumpcj¢ 1 handel, a
posrednio zapotrzebowanie na pracownika.

Strategiczna zmiana systemu zarzadzania 1 rewizja polityki personalnej, ktéra wydaje si¢
by¢ konieczna na przestrzeni kilku najblizszych lat, stawia przed polska gospodarka wiele wyzwan.
Mimo, ze wcigz najwickszym wyzwaniem 1 celem wigkszosci dobrze prosperujacych spoétek, jest
osiggnigcie odpowiedniego poziomu sprzedazy, zaraz po tym- nalezaloby skupi¢ swa uwage na
skutecznym procesie rekrutacji oséb o pozadanych kwalifikacjach. Problemy z zatrudnieniem 1
utrzymaniem rotacji personalnej na poziomie zapewniajagcym rozwoj gospodarczy firmy sa jednymi
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