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The third quarter of Year II of the U.S. Agency for International Development (U.S.AID)
funded project continued to show growth of the business knowledge and leadership of the three
Polish-American Enterprise Institutes in Bialystok, Poznan, and Rzeszow.

The goal of this project is to encourage teaching of market economics education with
emphasis on entrepreneurship, small business management, marketing, finance, strategic planning
and small business consulting. In addition, we have added export-import in Year II. The
strategy selected is to empower a large group of faculty in three universities to teach struggling
new entrepreneurs in their cities and to upgrade the competencies of these business owners to
compete in a market economy. As a result, we will provide these faculty with new curriculum
and teaching strategies that may be used as well in their economics and business classes. And,
we will envourage these universities to build strong relationships with the emerging private sector
of their communities.

BACKGROUND

Poland continues to show strong growth of the private sector as the public sector
continues to stagnate. Over 1.5 million private companies in Poland now account for over 80
percent of retail activity, 40 percent of imports, and 14 percent ¢f exports. Private-sector jobs
have grown to almost half of nonagricultural employment. There is still a great need for private
sector development as the unemployment rate is projected to be 15 percent by the end of 1993.
(See attached article from the U.S. Department of Commerce, December, 1992.)

Poland has been working on an innovative program to accelerate the transformation of
Polish e:iterprises from public to private ownership through a system of assigning management
groups to work with individual Polish companies. The management groups would prepare the
companies for privatization and then arrange for the transfer of the company to private ownership
through the sale of the company to third parties or through the sale of securities to the public.
The management groups could be either foreign or domestic and were to be selected by
competitive bid. On March 18, the parliament voted down the mass privatization program,
leaving Poland the only post-communist state without a plan to privatize a sizable segment of the
national economy. (See article in Appendix)

Since 1990, 3.5 millicn people in Poland have been unemployed. According to the
Central Statistical Office, 81 percent of the unemployed have come from the public sector and
71 percent of them are blue collar workers. Women are more likely to be unemployed than men
with female unemployment currently at 15.4 percent versus 12.5 percent for men. In the group
of young people aged 18-19, 45 percent are out of work and in the 20-24 group unemployment
stands at 28 percent. The state-owned firms are definitely a problem to Poland’s economy.



According to a report in The Wall Street Journal Europe (2/23/93), the 1.5 million private
businesses employ an estimated 56 percent of the workforce. That makes Poland the pace-setter
for Eastern Europe. The country’s private sector is proportionately bigger than those of Hungary
(where the private sector accounts for 35 percent of employment) and the former Czechoslovakia
(approximately 23 percent). An estimated 98 percent of Poland’s private businesses employ
fewer than four people.

Under Prime Minister Hanna Suchocka, the Polish parliament has finally begun to work
together to pass bills in support of the economy. After much debate the budget was finally
passed by a consortium of parties under her leadership. She says the state will be withdrawing
from it own economic activities and concentrating instcad on legal regulations and controls
wherever the protection of fundamental interests calls for it. It will be responsible for economic
policy. It cannot bow to pressure to renew subsidies for inefficient enterprises and branches of
industry enterprise in any form whatsoever. The Warsaw Voice chose her as Person of the Year,

'92.

During 1993, all Polish people now have to pay personal incorne taxes for the first time.
Prior to this the government employers paid all taxes, plus those private citizens who were in
their own business. The Warsaw Voice says that, "These people had an occupation that placed
them on the fringe of socialist society and no normal person considered these private
entrepreneurs honest." Now everyone must file an income tax report and not many understand
quite how to do it. And, add to the problem the complete inefficiency of tax the office staff who
managed only a few returns in the past, and you have a recipe for chaos. (See article in
Appendix.)

There are many success stories of entrepreneurs now appearing in the press. For example
we have included the story of Wolczanka in Lodz, the largest manufacturer of men’s shirts in
Poland. In 1992 the company finished its second year as a joint-stock company, with a two-fold
increase in profit. Although they have a good export business, their growth came from paying
greater attention to the Polish market.

The enclosed article on the introduction of Valentine’s Day shows the effect of free
market opportunities in the former socialist states. Prior to now most Polish people had not even
heard of this wonderful day when everyone shows their love by buying flowers or candy or some
other type of gift.

We have enclosed an article about the demise of the blacksmith and the handmade hat
maker who found they have no market for their product. It is a wonder they lasted this long in
the 20th century.

Polish youth are beginning to ask what they should be in the future. Almost half of them
now think that their future prosperity hinges on their parents’ wealth versus 20 percent ten years
ago. For the first time in years young people consider their own skills essential. Unlike their
parents, many of whom still wait for help and edicts from above, youngsters are beginning to rely
on themselves. Just like eleven years ago, youth wanted to be doctors, mechanics, and teachers,
but this time some students said they wanted to be businessmen, computer specialists, and other



new-world professionals. The study of these 8th graders shows the first symptom that the
changes gripping Poland are beginning to be recognized by youths as well.( See enclosed report
from the Warsaw Voice.)

And finally, we were delighted to find documented research that the opinion of the Poles
about entreprencurs is becoming more positive. Sociologist Henryk Domanski has been
investigating professional prestige for many years and believes it is closely tied to education and
social usefulness. Today, professions that pay well are turning out to be the most attractive.
While university professors, physicians, and teachers still rank high, the small company owner
and the store owner have risen to very acceptable levels. Selected professions from the study
are rated as follows on a 100 point scale:

1990s 1980s
University professor 83 95
Physician 75 90
Teacher 70 88
Miner 68 91
Skilled Worker 61 61
Unskilled Worker 40 76
Secretary 46 20
Small store owner 53 18
Small company owner 69 18
Farmer 58 na
Sejm deputy 60 na

The average monthly wage in five basic industries in Poland is 3.1 million zlotys (($200
per month) and the average blue-collar worker in a state enterprise often eams under 2.5 million
zlotys per month. University professors, teachers and doctors eamn only slightly more than the
minimum wage. The highest paying professions are directors, accountants, salespersons, city
administrators, and secretaries. (See appendix for article on current salaries.)

SCOPE OF WORK

The following information describes activities of OSU staff, Solidarity staff, and the three
Institutes during the third quarter of Year II of this project. It is divided into the standard tasks
proposed for this project. A summary listing of these activities is at the end of this section.

The appendix to this report includes examples of the work and results of all activities in
this quarter. The appendix is organized to support the 12 tasks of the project, also. The pictures
taken during this period are included to give the reader a realistic view of the people and places
where we are working in Poland.



1.0 Coordinate Program

We continue to work cooperatively with the Solidarity Economic Foundation in Gdansk
to facilitate the activities of this project. Through regular weekly phone calls we plan activities
and communicate the status of activities of each Institute.

During this quarter, we were especially focusing on site visits and plans for the proposal
for the next year. Each site is working on the translations of their section of the course materials
to be shared with the other sites. We completed the quarterly report for the second quarter of
Year II and distributed it. We completed the follow-up work with the sites and our consultants
after the completion of the November training workshops.

In January we arranged a meeting with the third party evaluator’s group (Dr. Leslie
Koltai, Dean Lawrence McKibbin, and Claudine Wolas). The coordinators from Bialystok,
Poznan, and Rzeszow attended plus Alicja Unterschuetz and Alicja Zajaczkowska from Solidarity,
and Dr.Ashmore from OSU. The meeting was held at the Polish American Labor Center offices
in Warsaw. The agenda included an overview of program needs from Dr. Koltai, presentations
on the current activities at each of the Institutes, questions about the curriculum from Dean
McKibbin, comments on the December site visits by Claudine Wolas, and general questions of
Solidarity and the Institutes.

Dr. Koltai shared information on the potential for Year IIl support from AID. This
included the need to devzlop a systeni for continuous improvement to the courses, continuation
of the case development process, and inputting the courses on a common cemputer program
format so that disks could be shared as well as hard copy. He also suggested that we pay
attention to pedagogical issues for our faculty. He told us that the Rzeszow region was a high
priority area for development by the people in Warsaw.

Dr.Koltai commended the Institutes on their excellent work and encouraged them to be
innovative while still maintaining the intent of the program. He recommended we focus on
teaching people to take risks.

Dean McKibbin asked that we send him the course outlines for review and the full
courses when they are ready. These outlines were sent to him after the meeting.

One problem we were able to straighten out in our meeting with Dr. Koltai was the reason
for their report that we had only completed 53 percent of our proposed work for Year I. As it
turns out they were not aware that AID had cut the number of sites from five to only three. As
a result Dr. Koltai’s team cut our results by 40 percent. (See Appendix 1 for letters
communicating the resolution of this problem.)

During this quarter, we developed plans for three separate proposals to submit to AID as
our Year III request. The first proposal was for the continued support for the three Institutes.
It contains support for the Institutes to become much more independent while spreading their
coverage to three new cities in their region. The second proposal was to establish a Center For
Excellence in Rzeszow that would focus major support for developing access to resources for the



faculty in the area. As part of the Marie Curie-Sklodowska University, it would help the region
bring the separate colleges together and give them common access to resources around the world.
The third proposal was to develop the two new sites that we had originally planned to support
in Year I or II. We contacted the rectors at the Polytechnics in Opole and Kaszalin to gain their
support for this concept. If approved, we would have broad coverage of the program throughout
Poland, maximize use of existing resources, and use our existing leadership in Poland as mentors
to new Institutes.

During the February trip to Poland, we reviewed the proposals with Solidarity and each
of the sites to gain commitment. We reviewed the baseline management plan for each of the
three parts with Nina Majer in the embassy in Warsaw. She felt the first two proposals were fine
to submit, but she advised us that the two new sites might not be funded because the priority this
year is to strengthen existing sites. In view of our original proposal, she indicated that it would
not hurt to ask even if she could not be encouraging. As a result of Dr. Koltai’s request, we
asked Nina Majer’s opinion of our continuing cooperation with Solidarity. She assured us that
it was entirely appropriate to maintain that connection.

During this quarter, we made site visits to the Solidarity offices in Gdansk and to each
of the Institutes. Results of these site visits will be discussed under the activities of each Institute
in Task 3.0. The agendas for each of the meetings is-in the Appendix. In general, we are very
pleased with the activities of each site and feel they are growing constantly in their ability to
provide the Institute resources to new groups in their area. The agenda for each meeting was a
follows:

* Review of Institute business plans

’f Review of finances and accounting procedures

* Ideas for Year III proposal to AID, supporting letters etc.

* Discussion of faculty issues (assignments, training, meetings etc.)

* Schedules for balance of Year I

* Case studies and video development
* Observe classes

* Status of materials development

* Forum plans for May

* E-Mail possibilities

* Special events as appropriate



During our visit in Gdansk, we met with Marcin Flisykowski, the new general director
of the Solidarity Economic Foundation. We discussed the role their foundation wished to play
as the Institutes reach a self-sustaining level in the future. They would like to continue to work
with the Institutes as a network for providing educational opportunities in Poland. They see
themselves continuing to provide the national conference each year and to maintain the task force
as a national leadership group. They weuld continue to seck external funds to support work for
the Institutes and manage projects as appropriate. They would share information with the
Institutes through E-Mail and other technologies and facilitate continued cooperation between the
Institutes.

The Solidarity staff continued to provide valuable assistance to the project during the third
quarter. They make weekly calls to the Institutes to ceordinate activities and collect reports and
training evaluations on a monthly basis. They have supervised the budgets for each site and
made monthly payments to each site. Also, they have submitted information on project activities
to Nina Majer for her monthly report. They continue to provide information to us quarterly for
our report to AID.

Solidarity made arrangements for the meeting with Dr. Koltai’s team in January and for
Dr. Ashmore’s site visits in February and March. They coordinated the planning and participated
in the meetings as well. They provided additional copies of the Institute promotional materials
to each site.

During this quarter Solidarity continued to coordinate activities for the Forum and to
produce the cases and videotapes of Polish entrepreneurs. They assisted the sites in development
of the courses in Polish and coordinated the input of the materials into Word Perfect 5.1 for

common sharing and use.

Much of Solidarity staff time was spent this quarter on plans for the Forum in May. They
arranged for the task force to be involved and to meet prior to the Conference. They were also
very helpful in developing the three proposals for AID, especially in the selection of the most
appropriate new sites. They made the contacts for us with the rectors from both Opole and
Kaszalin.

2.0 Develop and Update Materials

During this quarter we worked on the final typing and proof-reading of the materials for
the basic courses. This included being sure that all copyright permissions had been requested
and that permission protocol was followed in the printed materials. We continue to be frustrated
by the publishers that do not answer our requests.

The U.S. consultants were asked to do a final proof-reading of the course materials they
developed to assure us that all was correct. We zre still in the process of getting the books
finished and then will send them to Poland to be sure the Polish version also matches.



3.0 Assist Enterprise Institutes

In this section we will summarize the work of the three Institutes during this quarter.
This includes their reports to us as well as the information obtained on our site visit.

BIALYSTOK

During this quarter the Bialytok Institute provided 1216 hours of training to business
owners in the basic course, 1400 hours for business start-up, 3000 hours for business managers
in larger businesses, and 42 hours of business consulting. In addition to the courses they have
offered previously, the offered a course in import-export for the first time. Total training hours
were 5616 and coinsulting an additional 42 hours.

In January they held a special dinner for the entrepreneurs that had finished the entire
program. They called it a "Grand Ending", probably based on our introductory sessions that we
called a grand opening.

During January the focus of their faculty training was promotion of the program and
teaching methods. They met with their teachers on a regular basis. The staff completed their
additions to the Entrepreneurship Course materials on law and computers. This was particularly
important to be done in Poland so that the content was appropriate.

The coordinators traveled to Warsaw in January to meet with Dr. Koltai and the project
leadership. They also arranged for Dr. Ashmore to be involved in a number of activities on her
site visit to Bialystok in February. The agenda for this visit is in Appendix 3.0.

During this quarter they promoted the beginning of their second series of basic courses
and enrolled 16 entrepreneurs. In addition they started a pilot program for entrepreneurs in
Biolsk Podlaski, a city about 100 km south of Bialystok. And they organized a course for the
management of a local industrial plant, providing 60 hours of instruction for 50 participants.

While the CETE staff was in Bialystok we met with the rector of the Rzeszow
Polytechnical University and received his support for use of the university’s E-Mail facilities for
next year. We also visited one of the entrepreneurs they have trained who is expanding his car
sales business.

While in Bialystok we spoke at the grand opening of the Professional Secretaries Scholld
that wiil be part of the Bialystok Schooi of Business. Dorata Malaszkiewicz, who served as
secretary for the Institute, will now direct this new division. They had over 100 applicants for
the first class and narrowed it down to 50 of the best candidates for the first year.

POZNAN

During this quarter the Poznan Institute provided 4230 hours of training for business
owners with the basic course and another 60 hours of consulting for these business owners. This



involved the completion of the program started in December in Poznan and in Konin.

The total hours provided by the Institute was 5060 which was also made up of several
new approaches. They provided Management training for 12 people from the Building Society.
They continued providing an 18 hour course in sales training. And they provided 60 hours of
individual consultancy for business owners in the area.

Through their relationship with the Local Labour Office they were asked to provide two
new programs, funded by the Labour Office. First, they are training 24 teachers from the rural
areas in the region to teach entrepreneurship in the secondary schools. The Labour Office feels
this is a long-term investment in employment. The Institute is using a combination of the
materials from this project and the one sponsored by the U.S.Department of Labor.

Second, the Enterprise Institute is offering a program to unemployed people from the
region who wish to create a municipal service needed ir the town. The mayor agrees to invest
in the business idea or possible expansion of existing services. The labour office will pay for
the workers and the training. If successful, the municipal service business can later be privatized.
This is a very interesting way to support rural development.

In addition two training sessions were provided for the Semax Company on "How to
Trade Successfully”. The training was held in February for a total of 30 people. In March they
conducted a two-day training for the employees of the Municipal Office in Poddebice on the
"Possibilities of Privatization of State-Owned Enterprises”. There were 12 participants. And they
also ran a one-day seminar for the management of the Osledle Miodych Building Construction
Company on "Financing the Building Construction Industry>

The coordinators traveled to Warsaw in January to participate in the meeting with
Dr.Koltai’s group and to plan future activities with all Institutes. In February they hosted Dr.
Ashmore’s site visit.(See agenda in Appendix 3.0)

During this site visit they held a meeting with new Institute coordinators to discuss the
plans for next year. They also arranged a meeting with the rector of the Academy of Economics
to discuss future plans and make arrangements for the Institute to use the Academy’s access to
E-Mail.

The "Businessmen Club" held a special meeting to talk with Dr. Ashmore.
Businesspeople present included several producers of women’s clothes, a producer of children’s
clothing, a producer of men’s clothing, a couple that produce and operate a retail shop featuring
jellie foods, a car leasing business, a computer software consultant, and an engineering design
consultant for computerized systems. They were pleased to tell me that their organization was
now a formal, legal organization made up of members of the Institute class.

During the site visit we participated in the Marketing class in Poznan and the Finance
class in Konin, We also visited the courses for the teacher training sponsored by the Local
Labour Office.



In January the Institute coordinators met with the academic teachers of the Academy to
tell them about the fundamental areas of the Institute’s activities in this year. The teachers
discussed the problems they face induring the courses. Fourteen ieachers attended the meeting.
Professor Maria Slawinska represeted the Academy of Economics authorities.

In March the Institute signed an agreement with the Academy of Economics authorities
for cooperation in promoting small business in the Wielkapolska region.

A commercial about the Polish-American Enterprise Institute was shot to be used as
advertising on the local TV station.

RZESZOW

During this quarter the Rzeszow Institute provided 2600 hours of training in the basic
series of courses and 240 hours of consulting to business owners. In addition they offered
courses for adults who have returned for additional credits to the Maire-Skladowska University
in Finance and Management for an additional 1100 hours. They also provided training for small
business owners in Sanok (312 hours) and consulting for business startups (40 hours). Their total
training for the quarter were 4012 hours and total consulting was 300 honrs.

The coordinators traveled to Warsaw to meei with Dr. Koltai’s team and the other
Institute leaders in January. In February they prepared for the site visit of Dr. Ashmore and
Solidarity staff.

During January the Institute started working on their strategic plan. They met with their
faculty on a regular weekly basis throughout the quarter to organize courses and plan activities.
They met with members of their Association of Entrepreneurs SBI Century Club.

As part of a cooperative activity the Institute co-sponsored the opening of the Regional
Business Council. This is based on a cooperative agreement between the Polytechnic and Marie
Curie-Skladowska University as well as the business organizations and the Voivodship Office and
was initiated by our Institute. Its purpose is to encourage cooperation between all the groups in
thye region that are trying to encourage private small business development. They will be
sponsoring a regional conference in May, and had their grand opening in March at the time of
Dr. Ashmore’s site visit.

Other activities of the site visit included meetings with the rector of MCSU and the
Voivodship to discuss the proposal for a Center for Excellence in Rzeszow. We obtained input
from all potentially involved partners and developed our approach for the proposal. During the
site visit we also sat in on the marketing course. Enclosed in Appendix 3.0 is a sample of the
handouts being provided to participants. Our major concern is their need for a laser printer so
that the qualtiy of the printing could be improved.

The courses that the Institute is offering to graduates of the Marie-Curie Skladowska
University are the result of a coopertive agreement between the Institute and the University to



use their facilities and name while managing the administration of the program by the Institute.
The participants are likely to be workers and managers in all types of public and private
businesses who realize that they need to learn about a market economy. They were amazed by
a turnout of 70 students for the first clazses.

The Institutes began to promote the program in the cities that will be part of their satellite
system in Year III: Sanok, Przemysl, Tarnobrzeg, and Stalowa Wola. They plan to offer the
series of 5 courses for entreprencurs in Tarnobrzeg starting in March and in Sanok starting in
April. In Rzeszow the next series of courses is scheduled from April 23-June 26. Also they
plan to offer the export-import course for former students May 7-29.

4.0 Task Force Meetings

There were no task force meetings scheduled for this quarter. The next one will be in
connection with the Forum in May.

5.0 Visit U.S Schools

This task was complete in August.

6.0 Develop Case Studies

During this quarter the Institutes worked on writing the six cases agreed on in January.
At that time we decided that it would be better to do 6 more-complete cases than the 10 agreed
to in our proposal. In the quarterly report submitted in January we requested this modification
from Steve French and have been advised verbally that he is in agreement

The entrepreneurs serving as basis for the cases are as follows:

* Bookstore Akcent: This business was established in 1990 in Bialystok. They sell
books, take individual orders, distribute books to libraries in the whole voivodship.

* Bakery U Lecha: They produce varieties of bread, rolls, cakes, tarts, etc. to distribute
to many other bakeries as well as its own. It is located in Lapy near Bialystok and was
established in 1986.

* Szurgot: This building construction company has been operating since 1949 in Kolo
(near Poznan). It specializes in monolith technology for house construction, bank and church
construction. It owns a building materials wholesaling operation, and rents out its professional
equipment. In the last 5 years the employees have increased 600% (70 employees in 1988 and
420 employees in 1993)

* Euro-Astar: A wooden garden accessories production company established in 1982 in
Bnin (near Poznan). They export their whoe production to Western Europe and import plastic



garden furniture. They also manufacture lingeric and women’s clothes as well as provide
shipment services.

* Firma Bocmen: This privae firm, located in Rzeszow, manufactures and trades
furniture and is active in manufacturing structural elements from oak and timber. It has 180
employees and was established in 1988.

* Firma Oakpol: This firm is active in trading of housing equipment. Located in

Rzeszow, they have a network of shops in south-east Poland. And they operate a coffee-bar and
snack-bar in downtown.

7.0 Develop Videos for Promeotion

We have finally been successful in attracting the interest of the TV producers in the
videotapes produced in Year I. In order to accomplish this, Solidarity paid to have them show
the first four tapes with program narrative provided by the Solidarity Foundation. Then, if the
programs are successful they will not charge Solidarity to do the rest of the series.

The above-mentioned six entrepreneurial cases for Year II have been developed also into

videotapes and will be produced by Solidarity and shared with the Institutes as well as others
who may be interested in using them for teaching entrepreneurship.

8.0 Conduct Pilot Program

This task was completed in November.

9.0 Train Faculty

The coordinators in each site continue to update their faculty on a regular basis. We met
with faculty during our site visits in February to discuss their needs for the future. They all were
pleased with the idea of expanding their training to three new satellite cities in each region next

year. Formal training of the faculty by U S staff was completed in November. We will meet
again with them at the Forum, which is in itself a type of faculty training.

10.0 Introduce Export-Import Course
Plans to offer the first Export-Import Course in each site are as follows:

* Bialystok: This wil become part of the standard basic course offered to entrepreneurs



and was taught for the first time this quarter.

* Poznan: This will become part of the regular program taught to business owners in
the future. It has not been scheduled as yet.

* Rzeszow: They have scheduled a special class for the students of their earlier program
who have an interest in export-import trade. They feel it is an advanced concept that should
come after the basic course.

We have invited Martha Cooper, author of this course from the Ohio State University to
speak on the Forum program about the essentials of this marketing opportunity. She will also
participate in the Rzeszow Regional Business Council’s Forum in May and discuss this topic on
their program. The materials are almost completed but will need additional time for final editing
and translation. We expect to continue working on this course in Year IIL

11.0 Arrange World Net Seminars

The only Institute that would be able to receive a WorldNet seminar by satellite is Poznan
which puts a barrier in our way of planning this activity. We could still offer it in Warsaw at
the Forum Hotel. We are working with USIA to determine the possible options for this potential
activity.

12.0 Conduct Polish National Conference

Invitations have been sent to all past participants of the FORUM plus a number of
additional invitees. The conference will be held in the Gdynia Hotel using the same facilities
as last year. This will simplify the planning problems. The final program is still being
completed. Applications for the program were due April 1. National leaders have been invited
to be the key speakers and final agreements are underway. We hope to have Prime Minister
Suchocka or former Deputy Prime Minister Balcerowicz as primary speakers.

All the faculty from the Institutes have been invited to attend. We plan a meeting with
the coordinators prior to the Forum for planning purposes and one following the conference to
evaluate the results.

SUMMARY

During this quarter, the three Institutes have been very busy developing a self-sustaining
program. Although progressing very well, they were very pleased to have the potential of
continuing support for Year IIl. OSU staff and Solidarity have continued to facilitate the
development of new activities and support the Institutes. We feel that the program has begun



in a very positive manner and see that there is much opportunity for sustainability.

FINANCIAL REPORT

The CETE portion of the finarcial report was prepared by The Ohio State University
Research Foundation (OSURF) and is found in Section 13.0. The budget expenditures reflect
a combined Year I and II, and the budget basis has been revised based on our request in our
fourth quarterly report dated August 11, 1992 and AID’s approval to line items dated 8/18/92.,
We would appreciate approval on additional this budget revision request of 8/11/92..

The CETE budget to date is as follows:

Budget $2,277,131
Year I: $1,299,933
Year II: 977,198
Expenscs $2,174,961
Year I:  First Quarter $356,040
Second Quarter 351,314
Third Quarter 354,155
Fourth Quarter 398,733
Year II: First Quarter 254,489
Second Quarter 292,966
Third Quarter 167,264
Balance $102,170

The Solidarity subcontract report for the same period is as follows:

Income $ 658,000
Year I: $376,000
Year II: 282,000
Expenses $555,080
Year I: First Quarter $ 30,513
Second Quarter 68,860
Third Quarter 155,171
Fourth Quarter 110,456
Year II: First Quarter 57,140
Second Quarter 65,122
Third Quarter 56,818

Balance $ 102,920



ENTREPRENEURSHIP INSTITUTES IN POLAND

Seventh Quarterly Report, January-March, 1993

ACTIVITIES OF OSU AND CONSULTANTS
*  Weekly phone calls to Gdansk to solve problems/make plans
* Follow up on details from November training workshop
* Typing and proof reading the course materials in final form
* Transmittal of new materials to Poland for translation
* Tateraction with authors to finalize course materials
* Continue seeking copyright permissions
* Meet with third party evaluator’s team in Warsaw
* Conduct site visits to Bialystok, Poznan, Rzeszow, and Gdansk
* Develop plans for Year III continuation proposal
* Develop plans for Center for Excellence proposal
* Develop plans for proposal for two additional sites in Year III
* Meet with AID staff in Warsaw/ review plans for Year III proposals
* Write quarterly report for October-December, 1992
* Meet with USIS staff in Warsaw to discuss possible WORLDNET program
* Arrange travel and complete paperwork for U.S. staff and consultants
* Develop list of American invitees for the Forum
* Identify the problem with information provided by Dr. Koltai’s office
*  Assist Solidarity staff with plans for the Forum
* Plan Task Force meeting and involvement in the Forum

*  Attend initial meeting of Rzeszow Regional Business Council



%

%

%

Attend grand opening of the Professional Secretaries Program in Bialystok
Send thank you letters and pictures to Polish hosts.

Conducted TV interview in Gdansk

ACTIVITIES OF SOLIDARITY COUNTERPART IN POLAND

%

Make weekly calls to three Institutes, check project status

Supervisc Institute budgets and transfer money monthly

Provide promotioial brochures and folders to the Institutes

Organize meeting with third party evaluator in January

Plan future activities with CETE/OSU by phone and in meetings in Poland
Supervise development of case studies and videos

Assist Institutes in developing agreements with video studios

Plan tasks to be accomplished by the Institutes and oversee results

Organize site visit of C. Ashmore and participate in meetings

Made contacts in Opole and Kaszalin for possible new sites for Year III Proposal
Assisted OSU in developing proposals (3) for Year III submission.

Continued to make plans for the Forum in May

Coordinated process to input all curriculum on computer disk (Word Perfect 5.1)
Make monthly reports to Nina Majer in U.S.Embassy in Warsaw

Collect monthly reports from Institutes and sent to OSU quarterly

Collect and review evaluation forms from training programs

Organize task force meeting for the May Forum

ACTIVITIES OF THREE ENTERPRISE INSTITUTES



Review business plan with OSU and modify as needed.
Provide regular training meetings for faculty

Recruit students for classes

Organize and conduct classes

Continue materials translation and input in Word Perfect 5.1
Develop case studies and organize video production
Promote the Institutes

Participate in third party evaluator meeting in January
Submit monthly reports and budget requests to Solidarity
Manage the Institute budgets

Plan local participation in the Forum, submit proposals
Assist in developing Year III proposals

Identified three cities to add as satellites for Year III
Hosted OSU and Solidarity staff in site visit during February-March

Reviewed accounting system with OSU and Solidarity staff
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Subject: Parliament rejects mass privatization program
Date: Thy, 1& Mar 93 34246 PST

WARSAW, Poland (UP)) — In an unexpected setback for the govermment, Parliament rejected
Thursday its proposed mass privatization program, leaving Poland the only post-comminist state
without a plan to privatize a sizable segment of the national economy.

Prime Minister Hama Suchocka sat stone-faced in the lower house, the Sejm, as the 181-203
vote with nine abstentions was amounced. Later she said she would convene an extraordinary session
of her Cabiret. The fragile govemment coalition has 199 deputies in the 460-member Sejm but to
Suchocka's surprise, 27 coalition members voted against the plan despite intensive lobbying efforts.

Members of the two Christian Democratic parties in the coalition ended up breaking rarks with
the premier. Ten members of the National Christian Union rejected the plan, while 28 voted in favor.
Nore of the six members of the tiny Christian Democratic Party approved the plan four rejected
it. one abstamed and one was rot available for the vote. “The result of the voting puts in doubt the
existerce of the coalition® said deputy Jan Pakula of the Liberal Congress, one of the coalition
partners.

“t 15 a delay of the reforms,” Suchocka said. “The high ratings Poland got 0 far (for it
reforms) will undoubtedly come down' The vote leaves Poland the only post-communist state without
aplan 1o el off otate-owned enterprises, most of which are in bad financial shape and are seeking
ways to acttract foreign mvestors.

The first mass privatization bill was submitted to parliament in autumn 1991, shortly after
Janusz Lewandowski became the privatization minister.

It was read n the Se m for the first time a year later where, after stormy debate, it was
supmitzed for consideration to four separate committees. Those committees selected a sub-
commission To review the measure, and it subsequently underwent dozens of changes.

Suvsequently some political parties, most notably the nationalist Confederation for a
Democra-ic Poland, called for Lewandowskis resignation on grounds his plan amounts to a cheap
selictt of state assets.

Under the plan National Investment Funds will be created that could hold up to 60 percent
coritroling nzerest in an enterprise. Their purpose will be to manage the enterprises in such a way
they will become more efficient. Poles will be given shares in the National Investment Funds.

Finance Ministry spokesman Jan Bazy! Lipszyc said it was too early to speculate what effect
the rejection of the plan will have on foreign nvestment in Poland.
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Polish Private Sector Leads Economic Growth

USS. companies' interest in Poland, already
the United States' largest market in East-
ern Europe. continues to grow. particularly
as recent statistics from Poland indicate
light at the end of a long iunnel of reces-
sion. The Polish Government (in place since
July 1992) has achieved slow but steady
progress in economic reform primarily due
to its focus on economic solutions rather
than partisan issues. The government’s
emphasis continues to be focused on mak-
ing progress on reforms without further
burdening the populace. Prime Minister
Suchocka's government successfully with-
stood a scries of strikes this past summer,
proposing a “‘social and economic pact” 10
involve workers 1o a greater extent in
Poland's economic transformation.

The Polish private sector has grown
exponentially, providing increasing oppor-
tunities for U.S. participation as the pub-
lic sector continues to stagnate. Over 1.5
million private companies in Poland now
account for over 80 percent of retail activ-
ity, 40 percent of imports, and 14 percent
of exports. Private-sector jobs have grown
to almost kal’ of nonagricultural employ-
ment Still, national income and real wages
continue to fall. Unemployment is expected
to reach 15 percent by year’s end. Yearly
infation is forecast to be 47 percent for
1992 and 38 percent in 1993, delaying cur-
rency reform.

U.S. exports to Poland grew 13 percent
in 1991, reaching $458 million. Because of
the special affinity between Americans and
Poles, U.S. products are in high demand.
(See separate article entitled “Guide to
Best Export Prospects to Poland.™) Many
new trade fairs in Poland are specialized,
providing targeted audiences. U.S. compa-
nies are encouraged to take advantage of
US. Government trade promotion support,
particularly by participating in the us.
exhibitions at the Poznan International and
Polagra Fairs, held in June and October
each year.

U.S. direct investment in Poland is
expected to reach $500 million by the end
of 1992, with over $1.5 billion in invest-
ment planned in the near future. Poland
has implemented a series of incentives
designed to spur Western investment: 100
percent repatriation of profits, customs
exemptions for inkind contribution to joint
ventures, guarantee of compensation against
expropriation, and certain tax incentives.
The governmen: is also trying to speed up
the privatization process and implement
the “Mass Privatization Program,” proposed
over two years ago. (See separate article

«“Poland Launches Innovative Privatization
Program™.)

Many U.S. exports to Poland have been
hard-hit by tariff preferences given Euro-
pean Community competitors under the
trade provisions of the Association Agree-
ment signed by Poland and the EC in
December 1991. As of March 1, 1992, over
1,000 tariff linc-items from the EC may
enter Poland duty free under these provi-
sions. This change affects over half of total
U.S. manufactured exports to Poland,
excluding charitable goods. At the same
time. changes in Poland's customs collec-
tion caused U.S. exports to face tariff bar-
riers averaging 13 pe-sent. Over $100 mil-
lion of the fastest-growing U.S. exports to

“ontinued on page 7

Guide to Best Export Prospects to Poland

Poland is the United States’ largest mar-
ket in Eastern Europe, absorbing more than
$450 million in U.S. exports in 1991.
Poland's large population and special affin-
ity for the United States make it an ex-
tremely receptive market for U.S. prod-
ucts. Leading L.S. exports to Poland in
1991 included motor cars and vehicles, as
well as their components; computers and
computer equipment, telephone and com-
munications equipment, and agricultural
commodities.

Yet trade data should not be the only
measure of export potential. As Poland con-
tinues its transition to a8 market economy,
old trading patterns have given way 10 2
wider range of U.S. products, many of which
are new to the Polish market. In particu-
lar, the spectacular growth of the private
sector has played a decisive role in changing
Polish trade.

Based on information drawn from numer-
ous sources and contacts, the Foreign Com-
mercial Service (FCS) in Warsaw has
identified the following seclors as best pros-

pects for U.S. exporters: construction
equipment, furniture, management and con-
sulting services, air conditioning/refriger-
ation equipment, travel and tourssm serv-
ices, telecommunications equipment, print-
ing and graphic arts equipment. household
cunsumcr goods, automotile parts and serv-
ice equipment, food processing/packaging
equipment, hotel and restaurant equipment,
computers and peripherals, electrical power
systems, industrial process controls, med:
ical equipment, automobiles and light
trucks/vans, pollution control equipment,
sporting goods, finished textile products,
and consumer electronics.

For more information on these “best pros
pects,” contact EEBIC and request the
handout: “Best Prospects in Poland: A Guide
to Top Export Sectors.” In addition, man)
of these sectors are analyzed in-depth i1
Industry Sector Analysis (ISA) reports pre
pared by FCS Warsaw. These 1SAs ar
available on the National Trade Data Bank
(NTDB) and may be requested from your
local Commerce district office.

A



Get Ready for the Annual Poznan
International Trade Fair in June

The Poznan International Fair, the largest
rade fair in Eastern Europe, wili be held
June 13-18, 1993. This annual inlernational
sent dates back to 1921. In 1992 more than
4,000 companies from 37 countries partici-
pated in the Poznan Fair. Tota! spece booked
by foreign companies was approximately
130,000 square meters. Over 700 journalists
sovered this event and approximately
250,000 people visited.

Today the fair hosts companies manu-
[acturing investment goods in the follow-
ing fields: construction, power, electronics,
lelecommunications, metallurgy. machinery,
chemicals, transportation, optical and preci-
sion equipment. hotel and catering supplies,
latoratory anc research equipment, and
pape- and wood

The U.S. Pavilion at the fair is always
the center of attention. FCS Warsaw pro-
vides 8 wide range of trade promotion sup-
port for all panicipants, which alsc receive
considerable market exposure from the fair's
extensive television and press coverage.
Past participants have succeeded in es-
tablishing a wide range of valuable con-
tacts through this event.

The Poznan Fair is the premier showplace
in Poland. Sign up before January 24, 1993.
For more information, contact:

Barbara Grabowska

USS. Trade Development Center/Warsaw
Unit 28402

APO, AE 09213

Tel: 48-22-628-30-41

Fax: 45-22-26-11-96

Polagra 1992: U.S. Exhibition Bears Fruit

The U.S. Pavilion at Poland's Polagra
Internationa! Fair this October was once
again the focus of attention. The Polish
Minister of Agriculture, Gabriel Janowski,
was among the thousands of visitors who
came 1o tour the U.S. exhibition and stayed
to do busiress.

Held every year in Poznan, the Polagra
International Fair is the major trade pro-
motion event in agricultural goods in Poland.
This year more than 350,000 buyers flocked
to the fair, many of them private farmers
looking for goods to develop their farms
and improve the efficiency of production.

Export sales generated by the 18 u.S.
exhibitors at this year’s fair are estimated
at $800,000, while contacts made resulted
in over 350 sales leads.

The U.S. exhibition in Polagra provides
excellent exposure to this fast-growing mar-
ket. As evidence of the success of the U.S.
Pavilion, some 90 percent of this year's
exhibitors have confirmed their desire to
participate next year. For more informa-
tion on Polagra 1993 and other trade fairs
in Poland, contact EEBIC and request the
handout Just Do It! on trade promotion
opportunities in Eastern Europe.

Polish-American Help for

On November 18, 1992. the first Polish-
American Small Business Advisory Cen-
ter opened in Gdansk, Poland. This center
is part of a larger project organized by
Scientex Corporation, under the auspices
of the U.S. Congress and the U.S. Agency
for International Development. The proj-
ect is designed to organize three pilot advi-
sory centers in Gdansk, Lodz, and Warsaw.
Scientex Corporation, together with the
Polish Chamber of Commerce, has cofounded
the new Polish-American Small Business
Advisory Foundation to oversee the project

The centers will offer Polish private entre-
preneurs frec managerial assistance to help
them start and develop small businesses.
This assistance will include one-on-one

Small Businesses in Poland

counseling in accounting and finance, mar-
keting. taxes, legal procedures, and other
types of training that are fundamental to
any start-up western business. Other events,
such as workshops in retailing, negotiation
and sales techniques, and inventory and
cost control will be held on a regular basis.

For more information on these advisory
centers, contact:

Michae! Field, Program Manager
Scientex Corporation International
1658 North Fort Myer Drive
Suite 400

Aslington, VA 22209

Tei: (703) 276-3377

Fax: (703) 276-1151

Enterprise Fund
Announces New
Initiatives

The Polish-American Enterprise Fund
recently announced a number of initiatives
designed to meet the needs of Polish pri-
vate sector development. They include the
establishment of a new chief executive
office-level business association, Poland's
first privats mortgage bank, an increase in
capital available for small business bor-
rowers, and additional investment commit-
ments in the manufacturing sector.

Recently, the fund helped launch the
new Polish Business Council. Patterned after
Western business roundtables composed
of chief executive officers, the council serves
as a forum for the leaders of private enter-
prises in Poland to address business and
economic issues and fornmulate action.

Another major initiative has been the
establishment of Poland’s first mortgage
bank. The Polish-American Mortgage
Bank, or PAMBank, has been licensed and
is being organized. It will specialize in
financing single-family attached liousing
for the emerging Polish middie class. It
will be the first such private institution
offering construction loans to developers
and takeout financing for home purchas-
ers. PAMBank's initial capitalization of
$16 million is provided by the Enterprise
Fund, Wielopolski Bank Kredytow in Poznan,
and Polservice in Warsaw. KeyCorp Mort-
gage Inc. of Albany, New York, is assisting
in the training of PAMBank staff.

The fund is also expanding the capabili-
ties of its small business financing program.
With 1,000 small business loans approved,
the fund has acquired substantial experi-
ence in commercial lending in Poland. Small
business loans involve high risks, particu-
larly under the difficult conditions of
Poland's economic transition, but the fund
is committed to providing the capital small
enterprises need to grow. To this end, it is
making an additicnal $10 million availa-
ble for the small business loan program and
raising the limit for these loans to $75,000.

The fund also recently approved major
manufacturing sector investments to estab-
lish a new sport-shoc manufaciuring facility
and a new producer of tooling for indus-
trial molds.

For further information on projects and
initiatives of the Enterprise Fund, contact:

Francis Skrobiszewski, Vice-President
Polish-American Enterprise Fund

$35 Madison Avenue

New York, NY 10022

Tek 212-339-830  Fax 212-339-8359
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U.S. lnformatiqn Sources on Poland

Eastern Europe Business
Information Center

International Trade Administration
1).S. Depariment of Commeszce
Room 7412

Washington, DC 20230

Tel: (202) 482-2645

Fax: (202) 482-4473

Diesk Officer for Poland -

-Audrey Zuck

International Trade Administration
- U.S. Department of Commerce
Room 3413

Washington, DC 20230

Tel: (202) 482-4915

Fax: (202) 482-4505

Embassy of the Republic of Poland
Mr. Jacek Tomorowicz

Economic Counselor

1503 21st Street, NW
Washington, DC 20036

Tel: (202) 234-3800

.1+ Fax: (202) 818-9623

US. Chamber of Commerce
1615 H Street, NW
Washington, DC 20062-2000
Tel: (202) 463-5467

Fax: (202) 463-3114

United Nations Industrial Development
Organization

1660 L Street, NW

Suite 215

Washington, DC 20036

Tel: (202) 659-5165

Fax: (202) 659-7674

US. Library of Coengress

Dr. Ron Bachman, Poland Specialist
European Reference Division
Washington, DC 20540

Tel: (202) 707-5858

U.S. Poland Chamber of Commerce
U.S. Poland Connection (newsletter)
321 N. Clark Street

Suite 550

Chicago, IL 606104714

Tel: (312) 4670614

Fax: (312) 467-0615

Useful Contacts In Poland

Embassy of the United States:
Joan Edwards

Senior Commercial Officer
American Embassy Warsaw
ul. Wiejska 20

00-490 Warsaw

Tel: (48-22) 21-45-15

Fax: (48-22) 21-63-27

Miaistry of Privatization

Iaformation Center:

Monika Stanczuk, Chief of Promotion
Division

36 Krucza/ 6 Wspolna Street

00-522 Warsaw

Tel: (48-2) 628-1190

Fax: (48-2) 625-1114

The Enterprise Development Center, Ltd.

Wilodzimierz Duszynski

Al Jerozolimskie 202 bl. B
02-363 Warsaw

Tel: (48-22) 23-92-61 or 23-83-97
Fax: (48-22) 23-93-05

Foreign Investment Agency
ul. Chopina |

00-559 Warsaw

Tel: (48-22) 29-35-53

Fax: (48-22) 21-84-27

American Chamber of Commerce in Poland
Plac Powstancow Warszawy |

00-950 Warsaw

Tel: (48-22) 26-39-60

Fax: (48-22) 26-51-31

Polish Chamber of Commerce
Foreign Promotioa Office

4 Trebacka Street

00-074 Warsaw

Tel: (48-22) 27-94-78

Fax: (48-22) 27-46-713

Foreign Investors Chamber of Industry
and Commerce

ul. Krakowskie Przedmiescie 64
00-325 Warsaw

Tel: (48-22) 21-45-15

Fax: (48-22) 81-71-05

Poland Launches Innovative
P-lvatization Program

Poland's Ministry of Privatization has
begun an innovative program to accelerate
the transformation of Polish enterprises
from public to private ownership. Under
this Privatization through Restructuring
(PtR) program. management groups will
work with individual Polish companies 1o
help prepare them for privatization. The
management groups, foreign as well as
domestic, will be selected on the basis of
competitive bids.

The restructuring phase may take a few
months or several years, after which the
management group will arrange for the
transfer of the company to private owner-
ship through the sale of the company to
third parties or the sale of securities to the
public.

Polish companies selected to participate
in the PtR program will generally be
medium- to large-size enterprises already
in the process of structural or organizational
change. Management groups will not only
help the companies carry out the restruc-
turing process, but are expected also to
contribute assets such as capital, technol-
ogy. Or access to new markets.

The management groups selected to work
with these companies can benefit in sev-
eral ways. First, the PtR program provides
investors an excellent opportunity to gain
a strategic foothold in Eastern Europe, while
significantly reducing investment risk. From
Poland companies will be able to reach
markets throughout Eastern Europe and
the Newly Independent States. Second,
management groups will earn equity in the
companies they help restzucture and can
realize a profit from the resulting increase
in the value of the company.

Companies are encouraged to apply for
this program as soon as possible. For more
information, contact:

Alan Smith/ Sonia Daccarett
Smith McCabe, Ltd.

230 Park Avenue, Suite 2418
New York, NY 10169

Tel: (212) 949-1940

Fax: (212) 949-6083

Andrew Alexandrowicz

ITCA Europe, Ltd.

al. Jerozolimskie 51, 3rd Floor
01-697 Warsaw

Tel: (48-22) 29-85-40

Fax: (48-22) 29-97-48

EASTERN EUROPE BUSINESS BULLETIN



Poiani—Continued from page |

‘oland are disadvantaged, inciuding tele-
'ommunications equipment, computers,
ood processing equipment, and other high-
echnology goods.

U.S. businesses should also be aware of
ew tax changes in Poland. As of Decem-
er 17 turnover (or sales) tax will increuse
y 2-4 percent. Imports will be further
ixed through a 6 percent import surcharge.
‘he surcharge will be caiculated on the
am of the customs value of an item plus
iriff. This tax increase will be enforced
ntil the introduction of a value-added
ix system mid-1993.

The US. Government has expressed con-
irn over the negative impact of these tar-
f changes at the highest levels of the
olish Government and continues to work
ith Polish officials to ensure that the Polish
arket remains a leve! playing field. It is
orking both within the General Agree-
ent on Tariffs and Trade and bilaterally
ith Poland to gain equal treatment for
.S. companies.

The road to a successful business deal in
land remains rocky: negotiations are still
infully slow and fraught with uncertainty.
ill, recent announcements of major in-
stments by U.S. companies are examples
the successful outcome of L.S. business
lerest in Poland. While companies should
aware of the difficulties presented by
gh Polish tariffs and the shortcomings of
land’s intelleciual property rights regime
d antiquated financial system, the door
success remains open.

For an update on the status of U.S.-
land bilateral relations, call Poland Desk
ficer Audrey Zuck on 202-482-4915.
r further information on business oppor-
nities in Poland. cuntact the Eastern
irope Business Information Center at
2-482-2645.

czecin—Continued from page 2

5 hectares in the center of the Szczecin
‘bor, 87 hectares near the border post in
Ibaskowo on the German frontier, and
) hectares in Swinoujscie. When mak-
; an investment, companies should be
¢ to take environmental protection ‘reg-
tions and modernization of transporta-
1 systems into account.

‘or more information on the region and
business opportunities, contact:

n Rulland, Peace Corps Volunteer

tad Miasta

¢ Armii Krajowej §1

486 Szczecin, Poland

1(48-091)22-35-30 Fax:(48-091,22-11-29

vodship Office:

Waly Chrobrego 4
502 Szczecin, Poland
| (48-091) 83-32.50

American-Polish I1ome Builders
Institute Now Open For Business

An American-Polish Home Builders
Institute (APHBI) opened for business this
September at a formal ribbon-cutting cere-
mony in (Gdansk. Created under the aus-
pices of the U.S. National Asscciation of
Home Builders (NAHB), with funding from
the U.S. Agency for International Devel-
opment, this new housing organization will
enhance the ability of Polish home build-
ers to establish a private housing industry
and will facilitate the direct transfer of
U.S. capitai investment and technology to
the Polish private housing industry.

The NAHB Research Center is currently
administering a marketing survey of housing
demand in the Gdansk ares, involving
detailed interviews with builders and poten-
tial consumers. The survey will provide
information to U.5. and Polish builders,
developers, and product manufacturers who
are interested in housing developmea: in
this region. The Research Center is also
designing a database of legal, regulatory,
and financial information for potential home
builders and joint venture partners and is
developing a land inventory system con-
taining information on available lands,
infrastructure condition, and status of title.

The APHBI will facilitate contacts for
US. builders, developers and manufacturers
with prospective Polish joint venture pant-
ners and Polish government agencies. By
showcasing U.S. building products, tech-
nologies, mortgage financing, manap:ment
methods and construction practices, APHBI
hopes to help Poland gradually develop its
private housing industry.

For more information on APHBI and
other international builder training pro-
grams, contact:

Steven Lewis

Executive Director

American Polish Home Builders Institute
al. Chmielna 54/57

80-748 Gdansk

Poluad

Tel: (48-58) 31-96-20 or 31-42-17

Zbigniew Kudas

Director

American Polish Home Builders Institute
¢/0 Home Builders Institute

1090 Vermont Avenue, NW

Suite 600

Washington, DC 20005

Tel: (202) 371-0600

New Free Enterprise Consortium Opens in Krakow

In November the U.S. Ambassador to
Poland, the Rector of the Jagiellonian Uni.
versity, and other officials joined in open-
ing & Free Enterprise Transition Consortium
in Krakow. The Consortium, funded by a
grant from the U.S. Agency for Interna-
tional Development, was created to support
Poland’s transition to a free market econ-
omy by linking outside technical approaches
with local expertise. The consortium will
develop case studies on transformation
efforts; develop tailored training for Pol-
ish business, management, and public
administration officials; and provide a
resource center for privatization activities.

Consortium organizers recognize that the
process of economic transformation in
Poland can be enhanced by incorporating
local expertise with the technical assistance
provided by Peace Corps Business Advi-
sors. With local educational institutions as
partners, experience gained through Peace
Corps projects can be analyzed and com-
pared with the experiences of others.

Through this partnership, the Peace Corps
Business Program will also provide the tai-
lored training needed for small businesses,
management officials, bankers, municipal
employees, and other professionals essen-=
tial to free market transformation.

The Peace Corps program in Poland, with
over 250 volunteers, is currently the larg-
est in the world. With its input, the Free
Enterprise Transition Consortium will have
the ability to assess local experiences and
to apply successful economic transforma-
tion solutions.

For more information, contact:

Ted Kontek, Associate Director
Small Business Development
Peace Corps/Poland

ul. Bukowinska 24

02-703 Warsaw

Tel: (48-22) 43-50-11

Fax: (48-22) 43-42-00
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Polish Private Sector Leads Economic Growth

U.S. companies’ interest in Poland, already
the United States’ largest market in East-
ern Europe. continues to grow, particularly
as recent statistics from Poland indicate
light at the end of a long tunnel of reces-
sion. The Polish Government (in place since
July 1992) has achieved slow but steady
progress in economic reform primarily due
to its focus on economic solutions rather
than partisan issues. The government’s
emphasis continues to be focused on mak-
ing progress on reforms without further
burdening the populace. Prime Minister
Suchocka's government successfully with-
stcod a series of strikes this past summer,
proposing a “'social and economic pact” to
involve workers to a greater extent in
Poland’s economic transformation.

The Polish private sector has grown
exponentially, providing increasing oppor-
tunities for U.S. participation as the pub-
lic sector continues to stagnate. Over 1.5
million private companies in Poland now
account for over 80 percent of retail activ-
ity, 40 percent of imports, and 14 percent
of exports. Privatesector jobs have grown
to almost hall of nonagricultural employ-
ment. Still, national income and real wages
continue to fall. Unemployment is expected
to reach 15 percent by year's end. Yearly
inflation is forecast to be 47 percent for
1992 and 38 percent in 1993, delaying cur-
rency reform.

U.S. exports to Poland grew 13 percent
in 1991, reaching $458 million. Because of
the specia! affinity between Americans and
Poles, U.S. products are in high demand.
(See separate article entitled *“Guide to
Best Export Prospects to Poland.”) Many
new trade fairs in Poland are specialized,
providing targeted audiences. U.S. compa-
nies are encouraged to take advantage of
U.S. Government trade promotion support,
particularly by participating in the U.S.
exhibitions at the Poznan International and
Polagra Fairs, held in June and October
cach year.

U.S. direct investment in Poland is
expected to reach $500 million by the end
of 1992, with over $1.5 billion in invest-
ment planned in the near future. Poland
has implemented 2 series of incentives
designed to spur Western investment: 100
percent repatriation of profits, customs
exemptions for in-kind contribution to joint
ventures, guarantee of compensation against
expropriation, and certain tax incentives.
The government is also trying to speed up
the privatization process and implement
the “Mass Privatization Program,” proposed
over two years ago. (See separate article

«'Poland Launches Innovative Privatization
Program™.)

Many U.S. exports to Poland have been
hard-hit by tariff preferences given Euro-
pean Community competitors under the
trade provisions of the Association Agree:
ment signed by Poland and the EC in
December 1991. As of March 1, 1992, over
1,000 tariff line-items from the EC may
enter Poland duty free under these provi
sions. This change affects over half of total
U.S. manufactured =xports to Poland
excluding charitable goods. At the same¢
time, changes in Poland's customs collec
tion caused U.S. exports to face tariff bar
riers averaging 13 percent. Over $100 mil
lion of the fastest-growing U.S. exports

Continued on page

Guide to Best Export Prospects to Poland

Poland is the United States’ largest mar-
ket in Eastern Europe, absorbing more than
$450 million in U.S. exports in 1991.
Poland’s large population and special affin-
ity for the United States make it an ex-
tremely receptive market for U.S. prod-
ucts. Lzading U.S. exports to Poland in
1991 included motor cars and vehicles, as
well as their components; computers and
computer equipment, telephone and com-
munications equipment, and agricultural
commodities.

Yet trade data should not be the only
measure of export potential. As Poland con-
tinues its transition to a market economy,
old trading patterns have given way to a
wider range of U.S. products, many of which
are new to the Polish market. In particu-
lar, the spectacular growth of the private
sector has played a decisive role in changing
Polish trade.

Based on information drawn from numer-
ous sources and contacts, the Foreign Com-
mercial Service (FCS) in Warsaw has
identified the following sectors as best pros-

pects for U.S. exporters: constructior
equipment, furniture, management and con
sulting services, air conditioning/refriger:
ation equipment, travel and tourism serv.
ices, telecommunications equipment, print
ing and graphic arts equipment, househol¢
consumer goods, sutomobile parts and serv.
ice equipment, food processing/packaging
equipment, hotel and restaurant equipment
computers and peripherals, electrical powe:
systems, industrial process controls, med
ical equipment, automobiles and ligh
trucks/vans, pollution control equipment
sporting goods, finished textile products
and consumer electronics.

For more information on these “best pros
pects,” contact EEBIC and request the
handout: “Best Prospects in Poland: A Guidt
to Top Export Sectors.” In addition, man)
of these sectors are analyzed in-depth ir
Industry Sector Analysis (ISA) reports pre
pared by FCS Warsaw. These 1SAs ar¢
available on the National Trade Data Bank
(NTDB) and may be requested from your
local Commerce district office.

f)”y



REGIONAL CORNER

POZNAN

Poznan, Poland's fifth largest city, is
the capital of Wiclkopolska, a large region
in the western part oy Poiand ¢>vering
50,000 square kilometers and inhabited by
5.5 million people. Halfway between Berlin
and Warsaw, its location has made it an
active trading route since the 9th century,
and it is known for a tradition of efficient
economy, conscientiousness, and effec-
tiveness.

Poznan is a large industrial center. Most
people work in the machine. chemical and
food industries. The development of a mar-
ket economy and the privatization process
have yielded many enterprises which are
open to restructuring their production and
modes of operation. The sectors that have
developed most dynamically are telecom-
munications, machine production, and food
processing.

After Warsaw, Poznan is Poland’s sec-
ond largest banking and business center,
with nearly 30 banks and 11 insurance agen-
cies. Poznan also boasts the largest num-
ber of joint venture companies. Average
annual income per capita in Poznan is
approximately twice the Polish average.
Thus. the derang for goods and services is
high. often not satisfied by the supply of
consumer goods. For example. the city needs
more apartments. large stores and ware-
houses, good restaurants. and hotels.

The Poznan International Fair, an event
launched for the first time in 1921, has
great significance for the city’s economy.
Every vear. 14-20 different internaticrai
trade events are held at the fairgrounds.
Most important among these are the Poznan
International Fair in June and the Polagra
International Fair in Ociober. Exhibitors
come from around the globe. averaging
more than 3,000 for the biggest fairs.

Poznan is also a large tourist center. lts
religious and secular historical buildings
reflect many architectural styles and his-
torical eras—from the Middle Ages to Mod-
ernism. Poznan is also a very green city,
with nearly 20 percent of its total area
devoted to forests and parks. Four lakes in
the city are used for water sports and
recreation.

For more infarmation on Poznan, contact:

Pozman City Hall

Department of information and Development
P1. Koleriacki 17

60-967 Pozzas, Poland

Tel: (48-061) 52-19-47

Fax: (48-061) 52-76-86

Poznan Proviace Government Office
Division of International Cooperation
Al Niepodieglosci 16/18

60-967 Porman, Poland

Tel: (48-061) 52-57-42

Fax: (48-061) 52-73-27

NOWY SACZ

Nowy Sacz, capital of the Sadecko-
Podhalanski region, is located in southeast-
ern Poland, west of Rzeszow and southeast
of Krakow. With a population of 700,000,

the Nowy Sacz voivod includes 14 cities,

four national parks, and 25,000 private
businesses. 1t recently kicked off a cele-
bration of its 700th anniversary!

The Sodecko-Podhalanski region shares
three mountain ranges and 272 kilometers
of border with Czechoslovakia. The moun-
tains are an excellent resource for one of
Nowy Sacz's largest industriecs—year-round
tourism. Kills, a 22 kilometer-long lake
near the city of Nowy Sacz, and several
rivers add to the possibilities for campers,
hikers, climbers, boaters, skiers, anglers
and others who enjoy the outdoors. Poland’s
best known ski resort, Zakopane, is located
in the southernmost area of the voivodship,
and other lesser known ski areas cffer good
skiing at very iow <ost.

Just over 49 percent of the Nowy Sacz
voivod is agricultural; 36 percent of the
farms are small (under 5 hectares). The
area also includes thousands of shops, small
businesses and light industries. Major pri-
vate companies include Baritpol (fruit and
vegetable processing), Konspol (poultry
processing), and HOMOL (first private
home-builder in the region).

The Sadecko-Podhalancka Izba Gospo-
darcza, formed not quite two years ago to
encourage economic development in the
region, actively assists individuals and com-
panies interested in investment opportu-
nities. A variety of opportunities are availa-

ble to firms interested in helping the region
in upgrading technology, modernizing pro-
duction, and enhancing services.

For further information, contact:

Suzi Hagen, Peace Corps Volunteer
Sadecko-Podhalanska Izba Gospodarcza
ul. Jagiellonska 52,1V p.

33-300 Nowy Sacz, Poland

Tel: (48-18) 220-07

Fax/Tel: (48-18) 220-30

8$ZCZECIN

One of the largest of Poland's 49 voivod-
ships, Szczecin province covers nearly
10,000 squa:s kilometers in northwestern
Poland. The region is situated in the center
of Europe, on the southern shore of the
Baltic Sea, and on the Odra river trade
route and border with Germany. Regular
ferry connections from the Swinoujscie har-
bor provide links with Sweden and Denmark.

Szczecin hes three distinct areas: industry
in the urban area at the mouth of the Odra
river; small fishing ports, spas, and seaside
resorts along the coast; and the southeast-
ern agricultural region. Tourist attractions
and natural features mark the whole arca
and are waiting to be put to good use.

Szczecin's marine environment is the most
important aspect of the region’s economy.
Building and repairing seagoing ships and
river vessels take place in the Szczecin and
Swinoujscie shipyards. Broker assogiations,
shipping and insurance companies, and
numerous service enterprises for the marine
economy have been formed. Modern ware-
houses for storing foods ard transshipments
are being built. Facilities for handling bulk
cargo (including coal, grain, iron ore, chemi-
cal fertilizers, and sulphur) are available.

The many recent economic and political
changes in Poland have stimulated an
increase in foreign capital and technology.
Sectors which have drawn foreign invest-
ment thus far include building materials,
fish processing, furniture production, con-
struction of -oling containers, and marine
services.

To encourage foreign investors to form
joint ventures, Szczecin has created a num-
ber of tax-free zones. These areas include

Continued on Page 7
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Get Ready for the Annual Poznan
International Trade Fair in June

The Poznan International Fair, the largest
trade fair in Eastern Europe, will be held
June 13-18, 1993. This annua! international
event dates back to 1921. In 1992 more than
4,000 companies from 37 countries partici-
pated in the Poznan Fair. Total space booked
by foreign companies was approximately
130,000 square meters. Over 700 journalists
covered this event and approximately
250,000 people visited.

Today the fair hosts companies manu-
facturing investment goods in the follow-
ing fields: construction, power, electronics,
telecommunications, metallurgy, machinery,
chemicals, transportation, optical and preci-
sion equipment, hotel and catering supplies,
latoratory an€ research equipment, and
pap:: and wood.

The U.S. Pavilion at the fair is always
the center of attention. FCS Warsaw pro-
vides a wide range of trade promotion sup-
port for all participants, which also receive
considerable market exposure from the fair's
extensive television and press coverage.
Past participants have succeeded in es-
tablishing a wide range of valuable con-
tacts through this event.

The Poznan Fair is the premier showplace
in Poland. Sign up before January 24, 1993.
For more information, contact:

Barbara Grabowska

US. Trade Development Center/ Warsaw
Unit 25402

APO, AE 09213

Tel: 48-22-628-30-41

Fax: 456-22-26-11-96

Polagra 1992: U.S. Exhibition Bears Fruit

The U.S. Pavilion at Poland’s Polagra
International Fair this October was once
again the focus of attention. The Polish
Minister of Agriculture, Gabriel Janowski,
was among the thousands of visitors who
came to tour the U.S. exhibition and stayed
to do business.

Held every year in Poznan, the Polagra
International Fair is the major trade pro-
motion event in agricultural goods in Poland.
This year more than 350,000 buyers flocked
to the fair, many of them private farmers
looking for goods to develop their farms
and improve the efficiency of production.

Export sales generated by the 18 U.S.
exhibitors at this year's fair are estimated
at $800,000, while contacts made resvited
in over 350 sales leads.

The U.S. exhibition in Polagra provides
excellent exposure to this fast-growing mar-
ket. As evidence of the success of the U.S.
Pavilion, some 90 percent of this year’s
exhibitors have confirmed their desire to
participate next year. For more informa-
tion on Polagra 1993 and other trade fairs
in Poland, contact EEBIC and request the
handout Just Do It! on trade promotion
opportunities in Eastern Europe.

Polish-American Help for Small Businesses in Poland

On November 18, 1992, the first Polish-
American Small Business Advisory Cen-
ter opened in Gdansk, Poland. This center
is part of a larger project organized by
Scientex Corporation, under the auspices
of the U.S. Congress and the U.S. Agency
for International Development. The proj-
ect is designed to organize three pilot advi-
sory centers in Gdansk, Lodz, and Warsaw.
Scientex Corporation, together with the
Polish Chamber of Commerce, has cofounded
the new Polish-American Small Business
Advisory Foundation to oversee the project.

The centers will offer Polish private entre-
preneurs frec managerial assistance to help
them start and develop small businesses.
This assistance will include one-on-one

counseling in accounting and finance, mar-
keting, taxes, legal procedures, and other
types of training that are fundamental to
any start-up western business. Other events,
such as workshops in retailing, negotiation
and sales techniques, and inventory and
cost control will be held on a regular basis.

For more information on these advisory
centers, contact:

Michael Field, Program Manager
Scientex Corporation International
1655 North Fort Myer Drive

Suite 400

Arlington, VA 22209

Tek: (703) 276-3377

Fax: (703) 276-1151

Enterprise Fund
Announces New
Initiatives

The Polish-American Enterprise Fund
recently announced a number of initiatives
designed to meet the needs of Polish pri-
vate sector development. They include the
establishment of a new chief executive
office-level business association, Poland's
first private mortgage bank, an increase in
capital available for small business bor-
rowers, and additional investment commit-
ments in the manufacturing sector.

Recently, the fund helped launch the
new Polish Business Council. Patterned after
Western business roundtables composed
of chief executive officers, the council serves
as 2 forum for the leaders of private enter-
prises in Poland to address business and
economic issues and formulate action.

Another major initiative has been the
establishment of Poland's first mortgage
bank. The Polish-American Mortgage
Bank, or PAMBank, has been licensed and
is being organized. It will specialize in
financing single-family attached housing
for the emerging Polish middle class. It
will be the first such private institution
offering construction loans to developers
and takeout financing for home purchas-
ers. PAMBank’s initial capitalization of
$16 million is provided by the Enterprise
Fund, Wielopolski Bank Kredytow in Poznan,
and Polservice in Warsaw. KeyCorp Mort-
gage Inc. of Albany, New York, is assisting
in the training of PAMBank staff.

The fund is also expanding the capabili-
ties of its small business financing program.
With 1,000 small business loans approved,
the fund has acquired substantial experi-
ence in commercial lending in Poland. Small
business loans involve high risks, pacticu-
larly under the difficult conditions of
Poland's economic transition, but the fund
is committed 10 providing the capital small
enterprises need to grow. To this end, it is
making an additional $10 million availa-
ble for the small business loan program and
raising the limit for these loans to $75,000.

The fund also recently approved major
manufacturing sector investments to estab-
lish a new sport-shoe manufacturing facility
and a new producer of tooling for indus-
trial molds.

For further information on projects and
initiatives of the Enterprise Fund, contact:

Francis Skrobiszewski, Vice-President
Polish-American Enterprise Fund

$35 Madison Avenue

New York, NY 10022

Tel: 212-339-8330  Fax: 212-339-8359
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ABC Warsaw Takes Off?

As the word gets out, the U.S. and For-
¢ign Commercial Service's American Busi-
ness Center (ABC) in Warsaw is booking
offices quickly. The ABC opened earlier
this year to provice a “soft landing™ ior
U.S. businasses establishing commercial
operations in Poland.

The ABC provides “‘executive suites™
services to U.S. firms, including newly
renovated private office space with tele-
phone, computer, and laser printer. A con-
ference room. copier, fax machine, and
typewriter are also available. The ABC
staff can assist with secretarial services,
translations, and appointment scheduling.
The ABC also provides conveniences that
U.S. companies take for granted, such as
itemized telephone billing, conference call-
ing, and message centers, even though these
are not yet readily available in Poland.

Clients can rent space at the ABC from
half a day up to several months. The space
is being utilized by companies that have
come to Poland to explore business oppor-
tunities, as well as those that are waiting to
finalize arrangements for permanent offices.
Now that such services are available, get-
ting **down to business™ is much easier.

Half-day office rental with standard
information services costs $20.00, and a
full day costs $35.00. Weekly office rental
with standard services costs $150.00. For
further information. contact the ABC from
8:30 a.m. to 5:00 p.m. (Polish time) at:

American Business Center

P1. Powstancow Warszaw)y 1

First Floor, Room 111

00-950 Warszava

Poland

Tel; (48-22) 27-73-65, 27-97-23,
26-21-97, 26-13-26

Fax: (48-12)26-11-9¢6

USAID Assistance
To Poland

Poland is currently the largest recipient
of assistance from the U.S. Agency for
International Development (USAID) to
Central and Eastern Europe. As of Sep-
tember 1992, Poland has received over $526
million in Support for Eastern European
Democracies (SEED) funds and $102 mil-
lion in food assistance.

A major objecrive of U.S. assistance to
Poland is economic growth. Priorities within

Upcoming Business Promotion Events
For Eastern Europe

One of the best ways to get started in Eastern Europe is to participate in U.S. Government-
sponsored and other business promotion events in the region. Such npportunities intro-
duce U.S. companies to high-level foreign government and private sector officials and
facilitate future trips and contacts.

The following are upcoming Eastern Eurupe promotional events updated from the last
issue of the Bulletin. Interested firms should contact the person listed for each event.

MARCH 1993
U.S. Government:

Food Processing & Packaging Trade Mission, Hungary, Poland, and Czechoslovakia,
March 1993: Eugene Shaw, Tel: 202-482-3494 or Fax: 202-482-4098.

Association for Manufacturing Technoloay (AMT) IOGA Trade Mission to Hungary,

Poland, and Czechoslovakia, March 21-April 6, 1993: Richard Kuba, AMT, Tel:
703-893-2900 or Fax: 703-893-1151.

Consumer Goods Catalog Show, Hungary, Poland, Czechoslovakia, March-September
1993: Jim Boney, Tel: 202-482-3973 or Fax: 202-482-0115.

Other:
Exploring Environmental Management Business Opportunitics, Budapest, Hungary, March

16-17. 1993: Marci Mazzei, Air & Waste Management Association, Tel: 412-232-3444
ext. 137 or Fax: 412-232-3450.

APRIL 1993
U.S. Government:

International Consumer Goods Fair, Brno, Czechoslovakia, April 1993: Mark Mowrey,
Tel: 202-482-4915 or Fax: 202-482-4505.

1993 Europe Business Outlook Conference, Pittsburgh, PA, April 26-28, 1993: Dr.
Andrew Blair, University of Pittsburgh, Tel: 412-648-1570.

MAY 1993
U.S. Government:

Environmental Systems Trade and Investment Mission, Poland, Czechoslovakia, May
10-21, 1993: Loretta Jonkers, Tel: 202-482-0564 or Fax: 202-482-5665.

[

JUNE 1993

U.S. Government:

Poznan International Fair. Poznan. Poland, June 13 18, 1993: Audrey Zuck, Tel:
202-482-4915, Fax: 202-482-4505, or Barbara Grabowska, U.S. Embassy Warsaw, Tel:
48-2-628-30-41 or Fax: 48-22-26-11-96.

this goal include assistance with public
policy and fiscal reform, financial sector
institution reform, and private sector devel-
opment. The U.S. prograin assists Poland
in its transformation from a centrally
planned economy to a market-based econ-
omy led by the private sector.

U.S. assistance also promotes democratic
growth by assisting the development and
strengthening of democratic institutions
to form the foundation for enduring politi-

cal freedom, and to encourage broad-based
participation in civic and economic affairs.

An additional key objective of U.S. assis-
tance is improving cr maintaining quality
of life standards while Poland undergoes
the disruptive processes of economic restruc-
turing and political reform.

For a summary report of USAID’s assis-
tance to Poland and opportunities for U.S.
firms to take advantage of USAID pro-
grams, contact EEBIC at (202) 482-2645.
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Eastern Europe Business
Information Center

International Trade Administration
U.S. Department of Commerce
Room 7412

Washington, DC 20230

Tel: (202) 482-2645

Fax: (202) 482-4473

Desk Officer for Poland -

Audrey Zuck

International Trade Administration
U.S. Department of Commerce
Room 3413

Washington, DC 20230

Tel: (202) 4824915

Fax: (202) 482-4505

Embassy of the Republic of Poland
Mr. Jacek Tomorowicz

Economic Counselor

1503 21st Street, NW
Washington, DC 20036

Tel: (202) 234-3800

Fax: (202) 818-9623

U.S. Information Sources on Poland

U-S. Chamber of Coramerce
1615 H Street, NW
Washington, DC 20062-2000
Tel: (202) 463-5467

Fax: (202) 463-31:4

Unsited Nations Industrial Development
Organization

1660 L Street, NW

Suite 215

Washington, DC 20036

Tel: (202) 659-5165

Fax: (202) 659-7674

U.S. Library of Congress

Dr. Ron Bachman, Poland Specialist
European Relerence Division
Washington, DC 20540

Tel: (202) 707-5858

U.S. Poland Chamber of Commerce
U.S. Poland Connection (newsletter)
321 N. Clark Street

Suite 550

Chicago, IL 606104714

Tel: (312) 4670614

Fax: (312) 467-0615

Embassy of the United States:
Joan Edwards

Senior Commercial Officer
American Embassy Warsaw
ul. Wiejska 20

00-490 Warsaw

Tel: (48-22) 21-45-15

Fax: (48-22) 21-63-27

Ministry of Privatization

Isformation Center:

Monika Stanczuk, Chief of Promotion
Division

36 Krucza/ 6 Wspolna Street

00-522 Warsaw

Tel: (48-2) 628-1190

Fax: (48-2) 625-1114

The Enterprise Development Center, Ltd.
Wilodzimierz Duszynski

Al Jerozolimskie 202 bl. B

02-363 Warsaw

Tel: (48-22) 23-92-61 or 23-83-97

Fax: (48-22) 23-93-05

Useful Contacts In Poland

Foreign Investment Agency
ul. Chopina 1

00-559 Warsaw

Tel: (48-22) 29-35-53

Fax: (48-22) 21-84-27

American Chamber of Commerce in Poland
Plac Powstancow Warszawy |

00-950 Warsaw

Tel: (48-22) 26-39-60

Fax: (48-22) 26-51-31

Polisb Chamber of Commerce
Foreign Promotion Office

4 Trebacka Street

00-074 Warsaw

Tel: (48-22) 27-94-78

Fax: (48-22) 27-46-73

Foreign Investors Chamber of Industry
and Commerce

ul. Krakowskie Przedmiescie 64
00-325 Warsaw

Tel: (48-22) 21-45-15

Fax: (48-22) 81-71-05

Poland Launches Innovative
Privatization Program

Poland's Ministry of Privatization has
begun an innovative program to accelerate
the transformation of Polish enterprises
from public to private ownership. Under
this Privat:zation through Restructuring
(PtR) program, mcnagement groups will
work with individual Polish companies to
help prepare them for privatization. The
management groups, foreign as well as
domestic, will be selected on the basis of
competitive bids.

The restructuring phase may take a few
months or several years, after which the
management group will arrange for the
transfer of the company to private owner-
ship through the sale of the company to
thisd parties or the sale of securities to the
public.

Polish companies selected to participate
in the PtR program will generally be
medium- to large-size enterprises already
in the process of structural or organizational
change. Management groups will not only
hielp the companies carry out the restruc-
turing process, but are €xpected also to
contribute assets such as capital, technol-
ogy. or access to new markets.

The management groups selected to work
with these companies can benefit in sev-
eral ways. First, the PIR program provides
investors an excellent opportunity to gain
a strategic foothold in Eastern Europe, while
significantly reducing investment risk. From
Poland companies will be able to reach
markets throughout Eastern Europe and
the Newly Independent States. Second,
management groups will earn equity in the
companies they help restructure and cin
realize a profit from the resulting increase
in the value of the company.

Companies are encouraged to apply for
this program as soon as possible. For more
information, contact.

Alan Smith/ Sonia Daccarett
Smith McCabe, Ltd.

230 Park Avenue, Suite 2415
New York, NY 10169

Tel: (212) 949-1940

Fax: (212) 949-6053

Andrew Alexandrowicz

ITCA Europe, Ltd.

a). Jerozolimskie 51, 3rd Floor
01-697 Warsaw

Tel: (48-22) 29-85-40

Fax: (48-22) 29-97-48
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BUSINESS OPPORTU

NITIES

HEALTH SERVICES PROJECT
IN POLAND

This project. financed by the World Bank,
aims to: (a) improve the health status of
the population by strengthening health pro-
motion and prevention programs; (b) sup-
port the first steps in restructuring the
health sector by shifting the focus from
institutional care to effective primary care
through better trained primary care doc-
tors and nurses; (c) strengthen institutional
capacity in policy-making, planning, man-
agement. and evaluation by providing access
to improved information systems and man-
agemert uevelopment; and (d) ensure sus-
tainability o/ ¢ iccs and control costs in
the health sector in the medium term by
improving effectiveness, efficiency. and
quality of service delivery in three project
regions (Ciechenow, Pomerania, and
Wielkopolski). Consultants will be required
for health systems management, manage-
ment information systems, and accounting.

Contact:
Dr. Michael Marek, Director
Nationa! Center for Health
System Management
Ministry for Health and Social Welfare
ul. Miodowa 15
00-923 Warsaw, Poland
Tel: (48-22) 31-34.41

Source: The World Bank

PRIVATE ENTERPRISE DEVELOP-
MENT IN POLAND

This project aims to support the crea-
tion of new private businesses as one of the
centerpieces of the government’s program
10 transform the Polish economy. The project

will provide financing for efficient invest-
ment in private enterprises, particularly
smal! and medium-size, and for a program
aimed at overcoming deficiencies in busi-
ness practices and at building support serv-
ices for private enterprise development.
Consultants will be required for technical
assistance for training, preparation of proj-
ect proposals, feasibility studies, and design
of financial packages.

Contact:

Mr. W. Kostrzewa, President
Polish Development Bank

ul. Zurawia 47/49

00-680 Warsaw, Poland
Telex: 812-698

Tel: (48-22) 21-63-64

Fax: (48-22) 628-6164

Source: The World Bank

TOURIST COMPLEX DEVELOPMENT
IN POLAND

The Town Council of Czorsztyn in south-
ern Poland seeks investors to build and
operate a tourist resort hotel complex on
the shore of an artificial lake currently
under construction. Total estimated proj-
ect cost is $10 million, including a 200-room
hotel, an outdoor museum and a transpor-
tation center. The lake will be formed on
completion of a dam on the Dunajec River,
currently scheduled for 1995.

A market study commissioned by organiz-
ers of the project shows that Western tourists
would be attracted to a high-quality hotel
with Czorsztyn's location and attractions.
Czorsziyn is an hour and a half drive from
Krakow (which has the nearest major air-
por.) and 40 minutes irom the mountain

resort of Zakopane. 1t also is near the
launching point for the famous Dunajec
raft trip, two castles, and a natural park
reserve.

The council hopes to find an investor to
build the resort and operate it on a long-
term basis. It has sct a Jasuary 15, 1992
deadline for proposals.

Contact:

CITYPROF

ul. Kordylewskiego 11, P. 413
1-547 Krakow, Poland

Tel: (48-12) 11-20-22 ext. 392
Fax: (48-12) 22-33-19

Source: lj.S. Embassy Warsaw

ROOFING SYSTEMS OPPORTUNITY
IN POLAND

A roofing enterprise in Lodz, Poland,
which is currently roofing 1-2 million square
feet per year, is looking for an American
manufacturer of the asphalt-composite type
of roof covering. The firm is in a position to
open new markets for the American manu-
facturer in Poland. Interested companies
should send a package of information anc
the name of a contact.

Contact:

Stefan Klosowski

Department of Architecture

City Planning and Building Construction
10-go Lutego SA m. 12

90-303 Lodz, POLAND

Tel: (48-42) 33-59-15 -

Fax: (48-42) 32-13-70

Source: Nationa! As. sciation of Hom
Builders/Research Institute

1993 Europe Business Outlook Conference Schedulec

The extraordinary political and economic
events which continue to reshape Europe,
both East and West, are creating tremen-
dous opportunities for U.S. companies
looking to develop business possibilities
there. To discuss these challenges the U.S.
Department of Commerce, in cooperation
with a consortium of four universities, is
holding a Europe Business Outlook Con-
ference in Pittsburgh, Pennsylvania, April
26-28; 1993.

The conference will brief U.S. businesses
on economic developments in both Western
and Eastern Europe. Areas of discussion
will include sources of information, assis-

_tance and funding: logistics: dealing with

government agencies; opportunities in
defense conversion; environmental recla-
mation; and trade promotion opportunities.

The three-day event will consist of ses-
sions led by the senior commercial officers
representing the Deparniment of Commerce

in 23 countries and by representatives ¢
major U.S. Government financial institl
tions. Also attending will be officials ¢
major U.S. corporations with experienc
in these markets, as well as several u.t
Ambassadors to Evrope and Europes
Ambassadors to the United States.

For further information on this timel
event, call conference director Dr. Andre
Blair, University of Pittsburgh, at (412
648-1570.
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Poland—Continued from page |

Poland are ‘Jisadvantaged, including tele-
communications equipment, computers,
food processing equipment, and other high-
'lechnology goods.

U.S. businesses should also be aware of
new tax changes in Poland. As of Decem-
ber 17 turnover (or sales) tax will increase

y 2-4 percent. Imports will be further
xed throv_ - a4 6 percent import surcharge.
he surcharge will be calculated on the
sum of the customs value of an item plus
ariff. This tax increase will be enforced
ntil the introduction of a value-added
tax system mid-1993.

The US. Government has expressed con-
rn over the negative impact of these tar-
ff changes at the highest levels of the
olish Government and continues to work
ith Polish officials to ensure that the Polish
arket remains a level playing field. It is
orking both within the General Agree-
ent on Tariffs and Trade and bilaterally
ith Poland to gain equal treatment for
.S. companies.

The road 10 a successful business deal in
oland remains rocky: negotiations are still
infully slow and fraught with uncentainty.
till, recent announcements of major ir-
estments by U.S. companies are examples
f the successful out~.ie of U.S. business
nterest in Poland. 'Whiie companies should

aware of the difficulties presented by
igh Polish tariffs and the shortcomings of
oland’s intellectual property rights regime
nd antiquated financial system, the door
Fsuccess remains open.

For an update on the status of U.S.-
Yoland bilateral relations, call Poland Desk
fficer Audrey Zuck on 202-482-49135.
Kor further information on business oppor-
nities in Poland. contact the Eastern
turope Business Information Center at
'02-482-2645.

‘2czecin—Continued from page 2

26 hectares in the center of the Szczecin
arbor, 87 hectares near the border post in
iolbaskowo on the German frontier, and
90 hectares in Swinoujscie. When mak-
18 an investment, companies should be
ure to take environmental protection reg-
lations and modernization of transporta-
on systems into account.

“ar more information on the region and
n business opportunities, contact;

om Rulland, Peace Corps Volunteer

'rzad Miasta

fac Armii Krajowej #1

)-486 Szczecin, Poland
#l:(48-091)22-35-30 Fax:(48-091)22-11-29

ofvodship Office:

. Waly Chrobrego 4
)-502 Szczecin, Poland
el: (48-091) 53-32-50

American-Polish Home Builders
Institute Now Open For Business

An American-Polish Home Builders
Institute (APHBI) opened for business this
September at a formal ribbon-cutting cere-
mony in Gdansk. Created under the aus-
pices of the U.S. National Association of
Home Builders (NAHB), with funding from
the U.S. Agency for International Devel-
opment, this new housing organization will
enhance the ability of Polish home build-
ers to establish a private housing industry
and will facilitate the direct transfer of
U.S. capital investment and technology to
the Polish private housing industry.

The NAHB Research Center is currently
administering a marketing survey of housing
demand in the Gdansk area, involving
detailed interviews with builders and poten-
tial consumers. The survey will provide
information to U.S. and Polish builders,
developers, and product manufacturers who
are interested in housing development in
this region. The Resc:arch Center is also
designing a darabase of legal, regulatory,
and financial information ior potential home
builders and joint venture partners and is
developing a land inventory system con-
taining information on available lands,
infrastructure condition, and status of title.

The APHBI will facilitate contacts for
U.S. builders, developers and manufacturers
with prospective Polish joint venture part-
ners and Polish government agencies. By
showcasing U.S. building products, tech-
nologies, mortgage financing, management
methods and construction practices, APHBI
hopes to help Poland gradually develop its
private housing industry,

For more information on APHBI and
other international builder training pro-
grams, contact:

Steven Lewis

Executive Director

American Polish Home Builders Institute
ul. Chmielna 54/57

80-748 Gdansk

Poland

Tel: (48-58) 31-96-20 or 31-42-17

Zbigniew Kudas

Director

American Polish Home Builders Institute
c/0 Home Builders Institute

1090 Vermont Avenue, NW

Suite 600

Washington, DC 2000’

Tel: (202) 371-0600

New Free Enterprise Consortium Opens in Krakow

In November the U.S. Ambassador to
Poland, the Rector of the Jagicllonian Uni-
versity, and other officials joined in open-
ing a Free Enterprise Transition Consortium
in Krakow. The Consortium, funded by a
grant from the U.S. Agency for Interna-
tional Development, was created to support
Poland’s transition to a free market econ-
omy by linking outside technical approaches
with local expertise. The consortium will
develop case studies on transformation
efforts; develop tailored training for Pol-
ish business, management, and public
administration officials; and provide a
resource center for privatization activities.

Consortium organizers recognize that the
process of economic transformation in
Poland can be enhanced by incorporating
local expertise with the technical assistance
provided by Peace Corps Business Advi-
sors. With local educational institutions as
partners, experience gained through Peace
Corps projects can be analyzed and com-
pared with the experiences of others.

Through this partnership, the Peace Corps
Business Program will also provide the tai-
lored training needed for small businesses,
management officials, bankers, municipal
employees, and other professionals essen-
tial to free market transformation.

The Peace Corps program in Poland, with
over 250 volunteers, is currently the larg-
est in the world. With its input, the Free
Enterprise Transition Consortium will have
the ability to assess local experiences and
to apply successful economic transforma-
tion solutions.

For more information, contact:

Ted Kontek, Associate Director
Small Business Development
Peace Corps/Poland

ul. Bukowinska 24

02-703 Warsaw

Tel: (48-22) 43-50-11

Fax: (48-22) 43-42-00

ASTERN EUROPE BUSINESS BULLETIN



Private Dreams

In Poland, the Spirit
Of Capitalism Begins
To Take Root, Blossom

Though Starting Out Small,
Often as Simple Traders,

Entrepreneurs Dream Big

Prosperity by Moonlighting

By DANIEL MICHAELS
Special to THE WALL STREET JOURNAL EumorE

WARSAW -The dank pedestrian walk- |

ways that spread bereath central Warsaw
make an unlikely greenhouse for Polish
capitalism. Bundled in five layers against
the harsh winter, 22-year-old Piotr Malinow-
ski is on the job 12 hours a day, seven days a
week, selling books from a prefab kiosk.

Surrounding him are dozens of similar
booths, where merchants hawk anything
from roses to Colgate toothpaste. ““This is a
good location for books,” Mr. Malinowski

says. “But I want to open a big store. Maybe -

this year or next."”

Wlodzimierz Erenhalt has already
opened his big store. And a factory. And
several smaller stores. After starting 10
years ago with a tiny workshop that made
lamps, today Mr. Erenhalt, now 38, manu-
factures and sells almost $20 million of
furniture annually. His 150-person firm,
Celt, has eight shops in Warsaw and
Krakow.

The largest store, a three-story ware-
house of a space named ‘‘Golden Duck,”
after a well-known restaurant that formerly
occupied the building. sells office and home
products manufactured in his 50-person
factory and from around the world.

Growing Capitalist Class

Mr. Malinowski and Mr. Erenhalt are
Polish capitalists, two of the country's
growing class of entrepreneurs. More than
1.5 million private businesses now operate
in Poland, employing an estimated 56% of
the work force. That makes Poland Eastern
Europe's free market pacesetter. The coun-
try's private sector is proportionately big-
ger than those of Hungary (where the
private sector accounts for about 35% of
employment) and former Czechoslovakia
(where the figure is roughly 23%). Accord-
ing to the government, Poland's industrial

. 3 N-WES PEIVEMW YT Uiuc
cotnmunism, added almost-10%.

While some of the private-Sector jobs are
in formerly state-owned enterprises or in
foreign companles, the vast majority have
been created by independent entrepreneurs.
An estimated 98% .of Poland's private
businesses employ fewer than four peo-

ple. .
Mr. Malinowski, begin with
humble, low-capital sales or trading opera-

Most, like

Ceshaee

B s ‘,1
Folsh Shatistical Oft

tions. But 2 surprising number, like Mr.

Erenhalt, were in business long before,

communism collapsed and now run sophisti-
cated manufacturing and service firms.

Although they face a daunting array of -

obstacles and many are overwhelmed by
the challenge of survival in this new market,
Poland's entrepreneurs have become the
foot soldiers of post-communist reform. As
. the government struggles with policies and
programs, private business people are
quietly building capitalism.

Starting as Traders ‘

The capital's subterranean agora of -

bookstalls, flower kiosks and assorted other
ventures is a typical commercial incubator,
With personal savings and loans from
friends and families, would-be capitalists
find a foothold and learn as they go.

“Some of my bes! clients are traders,”
says Robert Grzybowski, vice president of
Fly Away, a Warsaw-based travel agency
that ltself reflects Poland's blossoming
entrepreneurial spirit. “A few years ago
they were going abroad as ‘tourists’ with
$1,000 in their pockets. They bought a few
things and sold them back here in a bazaar.
Now they're in the hundreds of thousands of
dollars, and they're not in the bazaars

anymore. Now they have suits and brief- .

cases. And they did it on their own.”

Grzegorz Borkowski is one of Mr. Grzy-
bowski's clients. Six years ago he wangled
his way into a package tour to Bangkok with
$700 borrowed from friends. He brought
back a load of women's clothing, which he
proceeded to sell on his own. One trip led to
another, and now Mr. Borkowski sits
chatting in an expensive Warsaw bar as he
contemplates his next trip to Jakarta, a new
source of low-cost clothing for his seven-per-
son enterprise. .

His double-breasted suit, crisp white
shirt and floral tie attest to his new status as
an entrepreneur on the rise. “There's an
immeasurable satisfaction in seeing some-
thing of your own, seeing it survive and

Please Turn to Page 8, Column 1



In Poland, Capitalism Starts
To Take Root and Blossom

Continued From First Page
row,” the 26-year-old trader says.

Las? year, Mr. Borkowski took 15 trips to
sia and spent almost five months on the
oad. Nonetheless, he retained his job as a
)cal bureaucrat in the small central Polish
ywn of Konin for three yeais as he built his
usiness. He finally quit when his growing
ales and distribution network, warehouse
nd two retail shops made it impossible to
1aintain even the pretense of holding the
overnment job. :

That sort of moonlighting is common in
oland's transition. A recent government
stimate put the ‘‘grey market" conserva-
vely at 20% of Poland's economy, up from
)% in 1988. Included are illegal employ-
lent, income that eludes taxation and
isinesses that fall through the cracks of
vernment record-keeping-all of which
ive grown since communism.

While there is no longer truly a black
iarket, since any legitimate commereial
stivity is now fully legal, official monitor-
g and law enforcement outside tradition-
ly controlled channels haven't kept up
ith the rapidly changing economy. And
1yway, Poles have a distinguished history
‘doing business around and in spite of their
wernment.

Even after the postwar Communist
wvernment nationalized industry, a few
nall private businesses continued operat-
g. Poles were relatively free to travel, and
any, like Mr. Borkowski, took advantage

it. The country's dire situation in the
80s ~ far worse than that of any of its East
oc neighbors at the time-encouraged
any more, like Mr. Erenhalt, the furniture
aker, to become self-sufficient. As their
nks and fields of business expanded, the
vernment looked the other way and
grudgingly relaxed regulations, allowing
ster development. The result is a capital-

. class more sophisticated than most
tsiders would expect.

Decade of Experience

“We've had 10 years' experience with
ivate business,” says Mr. Erenhalt, who
s cautiously financed his funiture busi-
ss’s growth almost exclusively on cash
w, shunning high-interest loans. ‘‘We
ow how to operate.”

Thus, as the socialist state withered,
les have shown little hesitation in build-
7 their own enterprises. Jerzy Bogus-
vski and Piotr Jankowski, who estab-
hed Poland's first private architectural
idio in 1984 while the country was still in
: grip of martial law, have seen both their
ents and contractors shift from state
ices to private firms. Their projects,
reover, are moving upscale, from small
uses and shops to the likes of an
lertainment complex and showrooms for
ernational companies.

The architects themselves are savvy
businessmen, operating out of a rented
apartment instead of an office building to
hold down costs, and subcontracting five
specialists in addition to their six-person
statf.

Their bright white studio, with its draft-
ing tables,” cordless phones and colorful
architectural models, could be anywhere in
the world - although the atcounting office is
in the kitchen. As skilled service providers,
Messrs. Boguslawski and Jankowski fill a
gaping hole in Poland's economy, until
recently focused primarily on industrial
production. ]

" Mr. Grzybowski's Fly Away has grown to
fill another gap in Poland's formerly
serviceless system. With a master's degree

from the Warsaw School of Economics, Mr.

Grzybowski landed a job as a ticket clerk for
KLM in 1987. After three years of low-level
work and the exposure to Western manage-
ment that came with it, he jumped at
the opportunity when the Polish government
relaxed its nnofficial airline ticket monop-
oly in 1990,

As M. Grzybowski saw it, there would
be enormous demand for a reljable, client-
orfent-u travel bureau. Backed by an
expairiate Polish financier, Mr. Grzybowski

Private Economy
% 01 Polish GNP derly
. |m acRicurTuRE
n mﬂ”?ﬂ"

"and a university friend started selling

tickets from a small suburban Warsaw
office. Today they have five branches
around Poland and 35 employees. Their
newly renovated main office, in a Renals-
sance building near the capital's Old Town,
boasts high-tech halogen lighting, half a
dozen computer reservation terminals and
alluring posters from American and British
airlines.

In a red camel-hair sport jacket, blue
jeans and permpnent stubble beard, Mr.
Grzybowsk! presents a casual appearance
and mild demeanor that belie a serjous
commercial mind. He sees many small
competitors, but only two or three offering
his level and range of services. Mr.
Grzybowski and his partner built Fly Away
by concentrating’ on service quality and
strategic expansion into unserved niches.
Forty percent of Fly Away's revenue now,
comes from highly profitable *value-ad-
:f:g" services such as group tour plan-

There is one huge hurdle for would-be
entrepreneurs in Poland, however. It is the
double punch of sky-high interest rates and
an antiquated banking system.

Interest rates above 50%, a result of
Poland's three-year fight against inflation,
strictly limit most businesses’ tinancing
options. The government proudly points out
that since 1989 inflation has dropped from
almost 600% to just above 40%. Yet few
entrepreneurs have been as lucky or as
skillful as Mr. Erenhalt, who has managed
to bulld a self-sustaining operation without
using high-price bank credits. Mr. Bor-
kowski, the clothing merchant, says many
who began trading when he did have
drowned in loan payments.

Problem: The Banks

And then there is the creaky financial
system. “The banks,” Mr. Grzybowski
says, shaking his head. *‘They make every-
day life very difficult." Among the innumer-
able annoyances, he says, is that a certified
check —which once flew through the bank-
Ing system almost as quickly as cash-now
takes asdong as a normal check to clear.'Yet
he still must use and pay for them because
people don't trust personal checks.

Poland's outdated financial structure is

" the problem most frequently cited by

private business people. Says Mr. Erenhalt,
the furniture dealer: *“Task No. 1 for us is to
organize the banking system.”

Adversity notwithstanding, Polish entre-
preneurs continue to charge ahead. Says
Mr. Erenhalt: “The economy is going
stralght on in spite of its problems."
Gesturing toward the expanse of his furni-
ture supermarket as 30 people wait outside
for the doors to open, he cominents, “In
Poland, it is possible.” .

Back in central Warsaw, ask Mr. Mali-
nowskl, the book dealer, why he wants to
open a store. After all, he himself points out
glumly that sales at the klosk are slow.
“Because it's my business,” he says with a
Philosophic shrug of the shoulders. He
Ipanueses and adds: “It's Russian rou-
e .ll

o



T —
THE POLITICAL SCENE

Success at Last!

Parliament’s dreaded budget may not belpretty—but at least it’s passed.

I The Seim’s acceptance of the government's budget proposal

was a great success not only for the nuling coalition, but also for
Prime Minister Hanna Suchocka and President Lech Walesa.
Whether or not the average citizen has cause for happiness wiil
become apparent within the next several months. So far, the only
positive ripple the event has brought about was the jump in the price
of Polish debt.

The passing of the budget was preceded by a senes of failed
coalition votes over laws directly affecting Poland's finances. Had the
defealed laws been enacted, the budget deficit woukd have been
several times greater than the imit set forth by the govemment. The
failures were due in most part to coalition ceputies, who o a large
extent were either absent during the votes, or lost in the tangle of
amendments being introduced by the opposition.

The uncertainty over the coalition’s effectiveness tumed out to be
so great that the President threatened to dissolve Parfiament If it
failed to pass a budget. The head of state has the nght to do so
based on the Small Constitution, and Lech Walesa's threat to make
use of the nght made an impression on parliamentarians. On the
following cay Prime Minister Suchocka met with the leaders of the
parties represented in Parliament. Some observers say the prime
minister wanted to test the opposition deputies' readiness to agree
to concessions—especially if thraatened with the death of parkament.
The politicians' faces did not reveal much. But perhaps # was the
prime minister's intuition which et the government be optimistic
about the budget debate.

It is hard to judge what finally swung the vote. Certainly, the
coalition remembered that the object of having a majority in the Seim
was supposed 10 make it possible to win votes. This proved a ot
easier since some of the parties from the govemment camp plsced
their deputies under “arrest,” forbidding thern to leave the parkament
building. As a result, the entire coalition voted for the budget; #f was
supported among others by deputies from the German minority and

[Vecoxe oo - 2 /2473

Solidanty caucuses. This surprised observers since the Solidanty
Nationa/ Committee had obligated its deputies to vote against the
proposal.

The result of the vote ks also & success for the opposition, which
highighted all of the sins of the government. The opposition pointed
out the government's lack of a recession-fighting policy. They also
claimed that the government shifted the costs of reform onto the
shoulders of the weakest groups of society and caved in to the
demands of international financial institutions. At the same time, the
opposition was abfe to avoid the disbanding of pariiament. Had
parkament been dissolved, the center of power woukd have moved
closer to the Baweder. This would not have been received well by
the opposition, part of which is in sarious conflict with the president,
Right now, it will peacsfully walt untd the time when (in a few months,
It hopes), the govermment will ask the Sefm to amend the budget.

The president can also claim budget sucoess. By announcing his
readiness to dissolve parkament, he gamished considerable support
for the government, which thus became indebted to the Belweder.
Wadgsa, recently involved in conflicts of his own, also played the role
of a strict father of the nation, who, when the need arises, can stand
above the divisions and shake a scolding finger at the warring
parties.

The budget dabate with its happy ending is one of the few truly
positive events that occurmed in the Polish political arena. Negative
public opinion polls indicate that the Polish public is fed up with
quarrelling pollticians. This trend is sometimes interpreted as
discouragement toward the mechanisms of democracy. However, It
was difficult not to notice that a lion’s share of the debate was
conducted under the slogans of inspection of secrat police files,
decommunization and the anti-abortion crusade. None of these
subyects, which so excite many poltticians, ane being well received by
the Poiish society. Without a doubt it is one of the reason's why the
political class's public approval rating is plummetting.
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Since the start of 1990, 3.5 million people in Poland have been

unempioyed either once or more than once. This means that one in

three Polish families has had 1o tace this problem directly or indirectly.

Recent studies conducted by the Central Statistical Office shows that for

every 1,000 working people there are 1,520 non-working people
or ' non-active)

{ professionally ).

According to the Central Statistical Offire, most of the unemployed are
recruited from the public sector. Eighty-one percent of unempioyed people
come from this sector, though the percentage is aiso rising in the private
sector. Unempiloyed Poles from the public sector are usually former workers
in industry, construction, trade and agriculture, 71 percent of them blue-
collar workers,

The survey shows that the number of professionally active people has
decreased, from 65.3 percent in 1988 to 62.2 percent in 1991.

Among professionally active peopile, the percentage of those empioyed is
currently about 54 percent.

Compared with employment in EC countries, the situation s simiar in the
industrial sector, though employment in the services sector is too low in
Poland. According to the Caentral Statistical Office, even it all the
unempioyed were 10 find jobs in the services sector, the level would stil be
too low compared with the EC. it cummerily stands at 42 percent. Twenty-six
percent of working people are empiloyed in farming, whereas in the EC the
proportion is geven percent.

Of the unemployed who are registersd st unempioyment offices, most
heve low expectations when it comes 1o finding a job. A high percentage
are ready to work for 1.5 to 2 milion Zotys.

The Central Statistical Office states that the number of workers with
disabliites is also increasing. The curment number now stands at 745,000,

Women are in a much more difficult situation on the labor market.
Unemployment among women stands at 15.4 percent, whie the figure for
men is 12.5 percent.

Young people, perticularly school drop-outs, are definitely in the worst
situation of all

In the group of people aged 18 to 19, 45 percent are out of work. in the
20 to 24 group, unemployment stands at 28 percent.

Generally speaking, town and city dwellers are worse off than rural
inhabitants.
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WORK THE OLD - FASHIONED WAY

Twilight
For Tradition

Three custodians of tradition
cling nostalgically to
their dying professions.

“Everything comes to an end,” says 66-year-old Czeslaw
Fabisiewicz bitterly. He is the last of Warsaw's blacksmiths who

shoe horses. He is sure his shop, his profession and he himself are
on their last legs. Other craftsmen in outdated trades are pessimistic
about their future 100. !

“it's a family trade. My great-grandfather and grandfather wer
hatters. My mother was a milliner,” says Ewa Dgbrowska-Bemy¢
owner of Lena, a one-woman company that sells women's hats
Zjednoczenia Avenue in Warsaw's Bielany. She's one of the f{
milliners left in Warsaw who still make their bats by hand. The ng
ber of her clients has declined steadily. “Pcdish women don't hi
time for frills today, and if they did, they would buy cheaper,
made hats. The more affluent import their hats from We
Europe,” she says. So she tries to make her hats as cheaply as
sible. She uses Polish and Czech materials and prices her hats
300,000 zlotys up. If she charged for her work fike artists do
part artist) her hats would cost an average of two to three milk
tys and would reduce her clientele even more drastically. -1

She sells an average of ten hats a month, but some month
sells none. She admits she has been in the red financially
years. Her only consolation is that as long as women live
ba‘icststula.somewilloomsiomkywarﬂaMM'm'
provide her with a kittle income.
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to help i," complains Czestaw
Fabisiewicz. At 20 Sienna Street,
he still shoes two horses for two
coachmen friends at 100,000 zio-
tys per leg. A horse running on
city streets needs new shoes
once a month. But what's needed
and what happens are two differ-
ent things, so Fabisiewicz eams
axtra income making tow hooks
for automobiles and locks for cel-
lars and summer cottages—he
would even hammer out an ax if
someone wanted one. He has
worked in the same place since
1945 and remembers when he
had his hands full of work.

The fact he has trained no
apprentice doesn't make him
sad. “The time of blacksmiths has
come and gone,” he says.

Anna Dubrawala
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YOUTHS AND AMBITION

the individual matters most.

! When askad, “Do you think all kdds in Poland have equal chances
for success in life?* only 22 percent of the polled youngsters
answered “yes.” Aimost half of them think prosperity hinges on their

parents’ wealth. Ten yee's aqo, only one in five teenagers belleved S0.

According to young Poles, the Importance of connections has

diminished. In 1981, 20 percent of polled eighth-graders were certain
that their parents’ membership in various organizations, such as the
Communist Party, translated into a brighter future for themselves. Now,
only 6 percent think so. The conternporary eighth-grader’s attitude
towards himself and his own intellectual potential is undergoing
redefinition. More and more kids think that they have to be abie to act on
the spot and be energetic and outgoing in order to achieve success. For
tha first time in years, young peopia consider thelr own skills essential.

According to sociologist Barbara Fratczak, results of the polls show

that teenagers are no longer "deprived of their own free will.” They are
beginning to realize that prosperity is effected by not only outside
tactors, but by a definite set of personal prerequisites, such as courage,
the will to succead, the right ideas, persistance and strong values.

Uniike thelr parents, many of whom stif wait for help and edicts from

above, youngsters are beginning to rely on themselves. “If you look for
" psychologist Danuta

WhatTo Do?
WhatTo Be?

Polish youths set their sights on a future where

their future

doesn’t believe in himself, who wm! students take a tour of te Sem

thinks he'l never succeed, isn't
going to get anywhere. The old saying thet the world belongs to the
intrepid and the industrious stil hoids today.”
According to psychologists, schools in Poland traditionallty curh
by notoriously promoting “niceness

question:
“What do you want to be?" In response, every third child mentionsd
careers as doctors, actors, or teachers. Ten percent wanted to become
pilots, engineers and computer , 8.5 chose careers
as qualified workers (auto-mechanics, hair-styfists), white 20 percent
didn’t answer at all.

Fraczak, who conducted the poll for the Institute of Sociology et
Warsaw University, says this year's resuits are not so different from
those of 11 years ago. Back then, eighth-graders also strows. ‘o be
doctors, mechanics and teachers. But this time around a few new

snuck into the responses. Some students said they wanted
to be businessmen, computer speciallists, and other new-world
profesionals. Fraczak says these are the first thet the changes
gripping Poland are beginning to be recognized by youths as well.
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WOLCZANKA CLOTHING FACTORY

Sharp Dressed Success

Poland’s favorite shirt-maker sews success on the international market.

I The last few years have not been Kind
Poland'’s clothing industry. The collapee
the domestic market inundated with import
clothes, many of which are inferior to Polish
products in terms of quality, has led to a
situation where many leading Polish clothing
plants are facing a difficult economic
situation. There are fims which have not only
managed to survive this difficult time but have
also developed production. These include
Wéiczanka in t4d2, the largest manufacturer
of men’s shirts in Poland.

in 1882 Wéiczanka finished its second year
as a joint-stock company, with a two-fold
increase in proft. Ryszard Polarield, cheirman
of the company's board, says this was
possible thanks to the implementation of a
strategy besed on paying greater attention fo
the domestic market, which is bscoming

2as

distribution and an
campeaign made ik possible to increase sales
by more than 80 percent.

But even though last year the home mariast
was a priority for Wélczanka, foreign sales

were not negiected. In exports, primarily APolish
processing exports, contacts with traditionsl
partners like Germany and Denmerk were
maintained, but new contracts were signed with other foreign
fims. This made it possible to increase exgorts by about 50
percent. Thanks to its foreign contracts, the firm has
ronstant access to mocdern patterns and manufacturing

For 1953, the company already has a full book of export
orgers. The company’s main export cllent is Germany, taking
sbout 75 percent of all exports. Wéiczanka shirts are aiso
sant to Danmark, Holland and Norway.

"Me company’s good financial situation makes & possible
tq continually upgrade production facities. in addition to the
plart In £6d2, the compeny also operates plants in Ostrowiec

, Opatéw and Wieruszéw. In 1992, more thah
12 blllion ziotys were_spent on buying or upgrading
equipment and this year over one miliion dollars will be
invested. The compeany board belleves that without constant
Invastmant And modemization, t would be imnossibia for

clothing trademaric
Wdiczania finishad 1982 with a two-fold prolk increase

Woéiczanka to keep its position on the markast.

Last year also saw positive changes in employment. The
number of employees involved in production increased by
250, while at the same time the number of service and
administration workers was cut. This made it possibie for
Woiczanka to reduce costs and upgrade the organization of
production. Efforts to optimize the employment structure will
continue this year.

Polanski stresses the good financial liquidity of the firm.
The company board says that the level of invertories is stil
too high, even though it fell by 15 percent in 1992. Further
efforts are being made to reduce inventories, especially
materials and products.

Brokers on the Warsaw Stock say Wolczanka,
which has been listed on the exchange since June 1991, is

considered a good stock. On the exochange & competes with
annthar cinthing cnmnany Prachniic knowan frir e onate For

Inside
Back from the Grave in Style

Bukowina's Bolesiaw mining and metaliurgy plant
shrugged off a past of hardship and dabt
to bacome Poland's compeny of the year in 1982........... B2

Ansther Shot at the Budget

Parlament takes the budget debats into the witching

hour, but what will the alterations mean

in the long run? Bs

Spreading the Werd in Daves

Prime Minister Hanna Suchocka pacied a sulicese

of Polish success sicries for world politicians

and businesarmen at this year's Davoa summit.................. BS

the time being, the prices of both companies’ shares stand
&t about 40,000 Zotys.

During the last exchange session in January, the
Woéiczanka chelirman seid thet during a general assembly of
the sharehoiders in mid-May the company board will suggest
that the company pay out dvidend for 1992. Such a move is
justified by major profits (about 24 billon Ziotys), a lot of cash
in the company’s cofiers (16.4 billon Ziotys) and a drop In
mmm(mwmmmhm

1983 may not be as good as 1862, the compeny boerd
says. “if profits increase 50 pescent, | will consider it @
success,” Polareld says.

One of the most important cbetacies (0 a further increase in
production is the inadequats quality of tabric on the Polish
market. The Polish cotton industry has probierns’ delivering
raw materials mesting Europsen standards. in order 10 remain
on the German markst, Wéiczanka mus: buy raw materials
from the same producers as Gatnen firme do. and there is no
question of raising the prices for its products. Woiczanka
shirts costs 60 to 80 marks sach on the German market.

Nor can the firm go overboard with prices on the Polish
market, because it is easy to cross the demand berrier.
Shirts from the former Soviet countries may become
competitive for Polish shirts because labor in the former
Sowvist Union is much cheaper than in Poland.

Despite these threats, Woéiczanka wants to increase
production and de’i /eries as of March, especially in the
domestic market, where s products stil enjoy considerable
popularity

The results could be seen on the Warsew Stock Exchange
at the end of January, whan a fair for Wéiczanka's
was organized to accompany the publication of the
company’s financisl report. A long line formed to buy
shirts,
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Says Ryszard
Droedziak, owner of

one of the most
renowned Warsaw
halrdresaing salons:
“The most important
thing is color. 1 would
use warm beige mad-
brightsr by natural
sunlight. A perm and &
good halrcut sre

. The

hairstyle must be
vigorous and wavy, it
must bounce back

Czeslaw Frenkiel,
who runs a luxury
optical salon in

. Warsaw, says “it's
almost impossible to
choose the proper
glass frames without
the person who is
supposed 10 wear
them. But instead of
the frames Suchocka
wears | would suggest
more delicate frames
sulting the shape of
her face. I should

think they would -
make her face subtier
and would be very
fashionable.”

“The most universal
type of shoes are
classic pumps with
covered heels and
deeply covered toes,”
Krystyna

says
Kielman, ownerof &
shoe shop. “You can
wear such shoes all
day long. More fancy
shoes must be chosen
to suit the shape of the
foot, to cover possible
defects, or to reveal a
nice line. 1 think

MEN OF THE YEAR, 198891

‘Three for the Times

PriorVoice “Max of the Year” recipients have

one thing in common—an unquenchakbie desire
to change Poland.

were Lech Walgea (1000),Leszek

Il The previous thres Voics "Men of the Year"
Balcerowicz (1000) and Jan Hrzysztof
Choloss
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known before only 10 a closed |.




developments in Polend.

In @ conversation efter he
received the Men of the Year |
award, Baicerowicz introduced
himesif 88 & cautious oplimist. He |

. had sbout
in the mind of the ariet I's the chair of 8 director who  individusl and collsciive exhibitions in such places

hes just had 10 get up becauss of work. Hence the  Rome, Stockholm, Copenhagen, Heleinki, London,

sunkan sest and amooth hend rest. i's also the chalr of  Prague and the United Sates. . The Wassew Vaics

o lsader who, 88 in B Poland of aid, commends the  Apart rom sculpting, Gawron is aiso 8 keen bes- 4 Kalgcin Jomume &

baltls from a lofy vantage point—the chal stands on & weeper st his summer homs becausse, as hs seye, “n

convax base. The uneven texture of the pedesial  Poland's socisl chaos such 8 slepping stons fo order ul 4820375138
modsm Poland’s AR ellustion. and perfect organization has a refreshing and 9L

. Prolessor Piotr Gewren, creator of the “cheir®  therapsulic eflect on psople.” = (68-22)3719%

pressnt=d by the Yoios 1 the Person of the Yess, hopes Ammn Debvein Weskdy by Werssw Voios bc.
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Rewriting Respect

SLALEIE et ol gl e B S W, L S e A b i e i M) Inthe
communist fifties,
miners were king

. in the Polish

l They were supposed to
eam scholarly degrees.
“I'd rather sell hamburgers at
McDonald’s,® his daughter
told him recently while recall-
ing her former plans. She
became a journalist and her
daughter-in-taw went 10 work
for an advertising agency,
though they had always
dreamed of an academic
career. Her son sought hap-
piness in private business,
though he had previously
made a good start in “one of
the central offices.” They are
managing quite well, but
Stanisiaw isn’t happy with his
children’s decisions. He
couldn'’t study for a doctorate
and can't understand how
someone could tum dow. an
academic career.
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Jobs Top to Bottom

Those polled were asked to rate the prestige
of individual professions on a scale of 0 to 100.
The bracketed figures represent the average
prestige ratings in the 1980s where avallable:

university professor - 83 (95)
government minister - 77
physician - 75 (90)
director of a large state enterprise - 72
judge - 71 (78)
chief engineer on a construction site - 71
teacher - 70 (88)
small company owner - 69 (18)
miner - 68 (91)
engineer in a state enterprise - 64
chartered accountant - 64
main shareholder In a large company - 64
nurse - 63
parish priest - 61 (77)
Polish Army captain - 60
Sejm deputy - 60
skilled woiker - 61 (61)
policeman - 58
farmer - 58
small store owner - 53 (18)
bricklayer {n a state enterprise - 51
secretary - 46 (20)
unskilled worker - 40 (76)
cleaner-38
street vendor - 27

HUSOBIC SINUWE WL Y

has always been rated highly

- by Poles. For years, universi-

ty professors, doctors,
teachers and engineers had
the most prestigious posi-
tions. The new political sys-
tem caused movement in the
labor market, so sociologists
decided to research it. They
were surprised to find no
radical change in attitudes.
No one has yet challenged
the doctors’ and professors’
prestige, but changes have
occurred on the lower rungs
of the professional ladder.

. Sociologist Henryk Do-
manski has been investigat-
ing professional prestige for
many years and believes H is
closely tied to education and
social usefulness. In this
respect not much has
changed, though a profes-
sion's attractiveness now
carries weight it never did
before (professions that pay
wel are tuming out to be the
most attractive). For most
Poles, well-paying jobs are
unknown, and the words
“manager” and “marketing”
still ring hollow.

Jolanta Krauze, Stani-
slaw's daughter-in-law,
understands her father-in-
law's disappointment. But
she thinks he is “frozen in
time.” When she began
studying ten years ago, an
academic career was the
only way to avoid a job in an
ordinary school. She worked
in a university for two years,
but didn’t eam enough to five
on and found work with stu-
dents not as interesting as
she had thought.



BIGGEST PAYCHECA S

Director: 15-30 miflion Ziotys

Chief accountant: 10-40 million Ziotys
Accountarit: 10-15 million Zotys
Salesperson: 10-20 milion Zotys
Assistant: 5-15 miliion Ziotys
Secretary: 5-10 millon Ziotys
Receptionist: 4-7 miion Ziotys

Most peopie polied belleve that employees in
private fims eam much more than their coun-
terparts in state fims.

in the initial period of tha development of the
private sector, in late 1390 and early 1991,
wages were several limes higher than wages
offered by the state. The differences between
wages In private and state businesses have not
yet narrowed, especially in high managerial
r--sts. Blue-collar workers, especially highly
s..led ones employed in private businesses
are rarely paid beiow the national average.

EETUYE—

The president of Potand eams 19,672,000 Zotys a month. The
Sejm and Senate speakers earn 17,930,000 zlotys a month
each, deputy prime ministers and ministers of state 15,983,000
Ziotys a month, and ministers 14,360,000 Zotys.

In the central administration, which employs about 70,000
people, the average gross monthly wage is just over five milion
Ziotys. In ministries (16,500 employees), the average wage is 8.5
mion Zotys a month, and in provincial administration offices 4.1
mifion Zotys.

City mayors, town mayors and vilage administrators eam from
six 1o 15 milion Ziotys a month depending on the region. A uni-

Respondent
given to teachers and doctors who shoud be paid
as much as now.

The average monthly wage In five basic industries in
3,100,000 Ziotys. The average blue-collar worker in a state enter
prise often sams under 2.5 miftion ziotys a month.

Wasew VUoice -
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She decided to look for
something eise. She leamed
everythng from scratch with
8 Westem advertisng agen-
cy. The marketing courses
had nothing in common with
her interest in the humani-
ties. but they turned out 10
be fascinating. Maybe she'll
retum 10 the unwversty some
day. maybe she’ll choose
something different again.
But “there are SO many
options now *

Unde: communism, the
bureaucratic labor market
had few interesting ano chat-
lenging job oters Run-of-
the-mili Jobs were taken oul
of necassty, no one tned to
find any satisfaction in them
8nd no matter wiat the pro-
fession, earnings were
always mediocre. Since peo-
ple could not earn money.
they found satisfaction from
beng respected in the com-
munay.

*We still respect socially
indispensable professions,
but we choose them accord-
ing 10 a dferent criterium,”
says Beata Bugaj of the
Institute of Apphed Social
Science. She says high-
schoo! students tend 10 for-
get about social esteem
when making professional
plans. They choose dentstry
and pharmacy three times
more often than medccine. In
the humanities, they opt for
English and German.
According to Krystyna

Krgwezyk of the Mmstry of
Nationa! Educahon, last year
there were frve candidates
for @very 6CONOMICS Piace at
Warsaw University and 8ix
for every pisce in law.
Magda, who has twice
failed the entrance exam for
apphed linguistics, has no
qQuaims. She 100k COurses m

and psychotherapy. °I still
don’t know what | really
wan 10 do. but there are sO
many possibanes.” she says,
looking 8t the ads in 8 NBwWS-
paper. Her parents are dis-
satisfied. *but they spent
ther wa 0l ives working N a
single state enterpnse
According to information
provided by the school
superintendents’ office, in
warsaw sione in 1992, over
40 private schools were
established 10 prepare Stu-
dents for professions. Only
ten existed the year before
Market research confims the
greates: need I1s for secre-
tanes, accountants, comput-
er specialists and people

trained in marketing and
t. Although they

shortage of students.

Anna Tokarczryk contem-
plates the resuts of the lat-
o5t reseasch on j
prestige with delight. The
position of secretary is mov-
ing wp the 80der. She rarely

mentioned her profession
two years ago—she wanted
10 avoid the usual sarcastic
questions abou! her boss’
hesght and eye color. Secre-
tanes were regarded as spe-
csksts n brewng cofles and
putting on sweet smiles.
Anna can operate a comput-
o and knows English. When
she apphed for the job, she
was told she needed 0« ja-

nizational ability and the
motivation to do effective
work.® Like other giris who
make the grade, she prefers
to be called an "assistant”
instead of a “secretary °

The private sector is now
being rehabiltated. Atter 45
years as a °class enemy of
the workers,® the private
businessperson is back n
favor. Wholesaler Roman
Klosinski thinks Poles are
increasingly apt to associate
*private initiative® not only
with profits, but with creatvi-
ty. boidness and hard work.
But not everybody agrees
the willingness 10 take risks
has begun 10 be more prof-
table than ifetime work at
the same job in a state
enterprise.

The picture of a worker
breaking all productivity
records was 8 familar image
in Stalinist propaganda. At
the end of the '50s, miners
found themsetves ahead of
tarmers, prests, soiders and
sccountants in the top ten
most prestigious professions.
In 1987, the miners were
ranked second, just behind
professors. Domanski attri-
butes this to effective propa-
ganda. At that tme, both pn-
vate owners and secretanes
we"". awarded 20 ponts on a
100-point prestige rating.

*Just a few years ago, 8
laborer earned as much as
an engineer,® said a disap-
pointed Eugeniusz Frostek of
the Ursus factor near
Warsaw. Today an engineer
eams at least twice as much.
H his firm goes bankrupt he
can easty find new work, but

8 laborer can only stand
uNBeMEIcYyment knNes.

The most prestigious pro
fess:onals and the stdl poort
pad Polish intelhgentsia ar:
swelling the ranks of th:
impoverished They ofte’
regard therr socially-respect
ed profess:ions as their mis
sion. *Somebody has
teach these children,® §8
the teachers. Sometime
they can atord a *hobby
because “ther husbands a’-
rich.” Grazyna, a doctor !
t6dz for the last three yoar:
‘cannot live on patents
respect and gratitude
When asked why she chos
her dfficult and unprofitab:
profess:on she replied. “T..
situation has to chang
sooner or later *

Ewa Dankowska, who rur
8 smali shop in Grochowsk
Street, Warsaw. goubts tt
sincenty of this °“sock
respect.” °| believe peop
ook on teachers and gocto
with compassion.” she say
“They work hard for nothen:
Let's respect them.” In ht
opinion, many Poles have tt
stereotypical idea that ho:
est, hard-working peop
must be poor. and thos
who fare well must t
swindlers She has encou’
tered more suspicion the
respect since she opene
the shop

Those researching §0C!
phenomena in Poland s:
the situation will chang

soon. The most prestigiol
professions wil begin 10 p:
well. The list of the top te
most prestgious professio:
prodbably won't change, b
will become open 1o profe
sons stll timidly waiting 1
r8SpeCt . SOCety'S waltin
room. Sociologrsts say Pok
will begin to look for quatr
cations and professionalis
to support degrees and ac.
demic tries.

Ptotr Dukeczews!
and Pwa Wrzeclonkowsd
Protos by Jecek Barez -\
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Time to plan in the Solidarity Office in Gdansk with
Marcin Flisykowski and Alicja Unterschuetz.
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Meeting with Third-Pcﬁy Evaluator's Team. Alicja Unterschuetz 'rcl}l‘(s'.
with Claudine Wolas, Lawrence McKibbin, and Leslie Koltai.




RN TN

The Bialystok Enterprise A

cademy Coordinators.
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Third Party Evaluitor Meeting
with
Polish American Enterprise Institutes

Agenda - January 12, 1993

Meeting with Dr. Koltai’s Team
Site Reports

Bialystok

Poznan

Rzeszow
January Economic Restructuring Proposal
Schedules for Classes - 1993
Mentoring New Teachers
Completion of Materials
Cases
Reporting Systems
Business Plans
WorldNet Program
May FORUM - May 15-18
Year III Proposal

Other Issues

“
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OHIO @ E

1900 Kenny Road
Columbus, Ohio 43210-1090

UNIVERSITY

Phone: 614-292-4353
Telex; 9102505950

February 2, 1993 Fax: 614-292-1260

Via FAX

Nina Majer

U.S. Embassy, Warsaw
Al, Ujazdowskie 29/31
Poland

RE: Notice of International Travel! Pursuant to AID Grant
#EUR-0029-G-00-1040-00

Dear Ms. Majer:

This letter is notice of international travel that is required to be given by the above
referenced AID grant. I will be visiting Poland to attend meetings in Warsaw, Poznan,
Gdansk, Bialystok and Rzeszow. I will arrive in Warsaw on February 16, 1993 and return
to the United States on March 7.

I would like to meet with you on Wednesday, February 17 at 9:00 2 m. or late in the
afternoon if possible. The rest of the time I will not be in Warsaw, although if necessary
I could take time on Thursday, February 18, before leaving for Poznan, I would like to have
your ideas on our proposal for Year III and hope we will have time to discuss it. I look
forward to hearing from you.

Sincerely,
0 G | 7 L) K,wot(

M. Catherine Ashmore
Entrepreneurship Program Director



LT CENTER ON EDUCATION
OHIO AND TRAINING FOR EMPLOYMENT

1900 Kenny Road

Columbus, Ohio 43210-1090
UNIVERSITY

Phone: 614-292-4353
Telex: 9102505950
Fax: 614-292-1260

March 31, 1993

Alicja Unterschuetz

Fundacja Gospodarcza NSZZ Solidamosc
Waly Piastowskie 24

80-855 Gdansk, Poland

Dear Alicja:

Attached are letters I am mailing direct to the three Institutes with their pictures from my
latest trip. Also, there are some pictures for Alicja Z. enclosed.

I am anxious to hear about the program for the FORUM. Let me know what you will
need from me. I hope that you will be able to set up a computer program to capture the names,
addresses and phone numbers of everyone who registers. This is something we give conference
attendees and they do appreciate it for future networking.

Please give my love to Malgorzata.

Sincerely,

[l
-l

M. Catherine Ashmore
Director, International Enterprise Academy

e\



OHIO @ e

1900 Kenny Road
Columbus, Ohio 43210-1090

UNIVERSITY
Phone: 614-292-4353
Telex: 9102505950
March 31, 1993 Fax: 614-292-1260

Andrzej Jurgilewicz/Boguslaw Plawgo
Bialystok Business School

ul. Wiejska 45-E

15-351 Bialystok, Poland

Dear Andrzej and Bogusiaw:

Enclosed are some photos from my trip in February. It was nice to have some time to
see your activities and meet the people you are working with. It was interesting to be involved
in your new professional secretary program, as well as sitting in on your classes. I especially
enjoyed the competence of our new “driver”! Thank you for your hospitality.

I hope we will hear soon from AID about funds for next year. I am almost positive that
we will get support for another year, but it is good to have it be official. Please plan on
spending the last two weeks in June in the U.S. so you can attend the ICSB conference. I am
almost sure we will know by the time of the FORUM in Gdynia so we will wait to make plans
then.

Elzbieta tells me that the English versions of both Finance and Entrepreneurship courses
are almost finished, as well as the Polish version of Finance. Our goal is to have all the books
in both English and Polish on Word Perfect 5.1 and shared in print copy by June. Does this
work for you?

I hope all is proceeding as you expected. We look forward to seeing you in May in
Gdynia. Tentatively we plan a Coordinators’ Meeting on Sunday 16 at 2 pm. We will let you
know more about it soon.

Sincegely,

Vit |
M. Catherine Ashmore
Director, Intemational Enterprisc Academy



T Ho CENTER ON EDUCATION
_ OHIO AND TRAINING FOR EMPLOYMENT

1900 Kenny Road
Columbus, Ohio 43210-1080

UNIVERSITY
Phone: 614-292-4353
Telex; 9102505950
March 31, 1993 Fax: 614-292-1260
Zdzislaw Krajewski
Walery Lach

Polish-American Enterprise Institute
Powstancow WIkp. 16 str

Room 1520

61-895 Poznan - Poland

Dear Zdzislaw and Walery:

. Enclosed are some photos from my trip in February. It was nice to have some time to
see your activities and meet the people you are working with. Thank you for your hospitality.

I hope we will hear soon from AID about funds for next year. 1am ’most positive that
we will get support for another year, but it is good to have it be official. Please plan on
spending the last two weeks in June in the U.S. so you can attend the ICSB conference. I am
almost sure we will know by the time of the FORUM in Gdynia so we will wait to make plans
then.

Gerry Hills tells me we will have the final Marketing course with all his changes by April
12. We will send it to you as soon after that as possible so you can finish off the Polish version.
I don’t think he has added much, but I am sure he has improved some of the materials you got
before November.

The Strategic Planning course is pretty much as it was so it can be assembled on a disk
as you have it and there will only be minor additions. I asked Alicja Unterschuetz to find the
original Polish typed copy for you in case having the disks will help you. Our goal is to have
all the books in both English and Polish on Word Perfect 5.1 and shared in print copy by June.

I hope all is proceeding as you expected. We look forward to seeing you in May in
Gdynia. Tentatively we plan a Coordinators® Meeting on Sunday 16 at 2 pm. We will let you
know more about it soon.

Si ccrily, /
C'LT/,/«,/

M. Catherine Ashmore
Director, International Enterprise Academy



T - H - E CENTER ON EDUCATION
OHIO AND TRAINING FOR EMPLDYMENT

1900 Kenny Road
Columbus, Ohio 43210-1030

UNIVERSITY

Phone; 614-292-4353
March 31, 1993 Telex:; 9102505950
Fax: 614-292-1260

Krzysztof Kaszuba/Adam Goral
Polsko-Amerykanski Instytut Przedsiebiorczosci
ul. Zygmuntowska 2A

35-030 Rzeszow, Poland

Dear Krzysztof and Adam:

I hope by now Adam has recovered from whatever took you to the hospital on our way out of
town. Enclosed are some photos from my trip including our lovely evening in Adam’s home. It was
nice to finally see all the beautiful work Ewa has put into it. I am truly impressed...it makes me want to
do something to my place, but then I am never home! Thank you for your hospitality. I enjoyed seeing

everything in action.

I hope we will hear soon from AID about funds for next year. 1hope you were satisfied with our
proposal for the Center for Excellence. And I also hope AID was impressed! 1 am almost positive that
we will get support for another year, but it is good to have it be official. Please plan on spending the last
two weeks in June in the U.S. so you can attend the 1CSB conference. I am almost sure we will know
by the time of the FORUM in Gdynia so we will wait to make pians then.

We just received the final changes in the Management course from Gene. I didn’t expect you to
be ahead of him...so now we will have to see what changes need to be made to your "finished" Polish
version. This is the beauty of computer disks. We will send it to you as soon as possible so you can
finish off the Polish version.

Martha's final version of the Export-Import course is almost typed. Next she will need to proof-
read it and then we will send it to you for fina! translation and typing on disk. Our goal is to have all
the books in both English and Polish on Word Perfect 5.1 and shared in print copy by June.

We look forward to seeing you in May. Please let me know what the agenda is for your regional
Forum and if it will be held for sure. Ineed to make airline reservations for me and Martha Cooper to
join you. We hope a lot of your faculty will join us in Gdynia. Tentatively we plan a Coordinators’
Meeting on Sunday 16 at 2 pm. Is that ok for you? We will let you know more about it soon.

Sincerely,

i

M. Catherine Ashmore .
Director, Intemnational Enterprise Academy



1900 Kenny Road
Columbus, Ohio 43210-1090

T - H - E CENYER ON EDUCATION
| QHIO %ﬂu\mms FOR EMPLOYMENT
|

| CNIVERSITY
Phone: 614-292-4353
Telex: 9102505950
January 29, 1993 Fax: 614-292-1260
Dr. Leslie Koitai

16200 Ventura Blvd. #227
Encino, CA 91436

Dear Dr. Koltai:

We enjoyed meeting with you, Claudine Wolas and Dean McKibbeon in Warsaw earlier this
month and appreciate your interest and support for our project. As you can see, we have a serious group
of leaders who are trying their best to make the program a success. They appreciated the opportunity to
hear directly from you conceming U.S. perceptions of their problems and successes.

I would like to further clarify our concems about the report on the first year of our project. 1 feel
it necessary to do this because there is such a large discrepancy between the 53 percent completion you
report and our understanding that we had completed all but tasks 6.0 and 7.0 by the end of the first year.
Our issues are as follows:

1. You are expecting us to develop five institutes, but U.S. AID requested that we develop only
three and cut our funding accordingly. We were never approved for the original five
although we asked for the funding to do it in the second year also. We su>mitted a revised
proposal dated April 19, 1991 in response to the letter of April 9 from Diane Miller of AID.
(See page 10 of revised proposal)

2. The ten seminars for bankers, etc., should have been changed to six of 6 hours each. In
reality, we substituted a two-day seminar for the six hours and considered this pilot
completed. We hope that the sites will replicate this activity in Year I. Our revised
proposal was not changed accurately in all spots when we were asked to reduce the number
of centers. (See the attached proposal on page 11 and 20.) The three seminars were
described in our third quarter report and were part of the activities of the grand opening and
site visit of American consultants.

3. You questioned whether we had 45 or 15 faculty members at the train-the-trainer workshops.
Actually all of them were there for the first two days and the last week. During the rest of
the four week period, they chose two of the courses to participate in so that we had about
12 at each of the individual course training sessions. Thus they developed individual
specialties and are able to teach two or three of the courses, but not all of them.

4. Business advising was always a part of the planned program, but we changed our approach
to assisting the faculty to be business advisors rather than teaching it as a course. As 2
result, we decided to add strategic planning as an additional course.



5. The number of hours and the number of students causes some confusion. Since each of the
five courses can be attended separately we count each course and each person separately.
Thus, we could have fifizen people attend S courses or 75 people attend one course with the
same niumber of hours of attendance. Actually, the sites reported the following which was
combined in the Quantitative Data Worksheet we sent to you:

Poznan:

Rzeszow:

Bialystok:

24 bankers/15 hours
15 business owners/180 hours
15 business owners/810 hours of consulting

68 business owners/150 hours

20 unemployed/65 hours

15 bankers/8 hours

36 business owners/632 hours of consulting

12 business owners/160 hours

26 bankers/8 hours

59 unemployed/65 hours

12 business owners/240 hours of consulting

Total Participants - 302 (or 685 if each course is counted separately)

In the future, I will collect this information in a more specific way to give you more exact data
for your reports. I would like to point out also that it was 150 students in the revised proposal instead
of 250 as you indicate. (See page 11 of the proposal.) This was based on 10 per class with 5 classes per
course times three sites (10 x § x 3 = 150). We have far exceeded this as indicated above.

I appreciate the time you took to explain your components and will be sure to give you a summary
report at the end of Year II that addresses these. In the meantime, we will endeavor to provide you with
more quantitative data as requested. We would appreciate your questions if you are not sure about our

information.

Also, I would like to know what percent of the work you now feel that we actually completed in
Year I as a result of this discussion. As you know, I am too much of a perfectionist to be happy with a
53 percent result. Thanks for your help.

(il e

M. Catherine Ashmore

Lirector, Intemational Enterprise Academy

cc: Steve French
Nina Majer

-
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! 1900 Kenny Road
: )] Columbus, Ohio 43210-1080
| UNIVERSITY

Phone; 614-292-4353
Telex: 9102505950
Fax: 614-292-1260

January §, 1993

Dr. Leslie Koltai
16200 Ventura Blvd. #224
Encino, CA 91436

Dear Dr. Koltai:

1 received your report on the U.S. AID projects for the first year and was quite upset with
the analysis that shows that we have only accomplished 49 percent of the components of the
Year I project. 1 would like to set this straight right away. It has been my understanding that
you were relatively pleased with our project, at least as far as I have been able to determine from
Nina Majer and Steve French.

The major problem seems to be that you expected a final report at the end of Year I and
we gave you a quarterly report as we had done before. This undoubtedly was my error as I felt
the continuation of the project postponed such a report until the end of the project. However,
our quarterly report does give exact details of our accor.plished tasks as we proposed them. I
realize it is not so easy to check each quarter for completion details, and I would have been
happy to do a summary report if I had known you planned to summarize all the projects at this
time.

I do not know what you are using to identify 21 components for the project. Our
proposal identified 12 major tasks that were divided into 51 sub-tasks. Our quarterly report -
addresses these 12 tasks as appropriate each time and will be summarized in our final report.
For purposes of information I will try to identify these here.

10  Coordinate Program - We have worked effectively with the Solidarity Economic
Foundation to organize the project which includes subcontract management, travel
management, coordinating reports for the sponsor. Because of the continuation
of Year 11, we continued to modify the materials and plan to submit the final
courses at the end of Year IL

20 Identify Available Materials - We brought American and Polish leaders together
to identify the components of five courses ic be offered in Polish. Although
largely a compilation of the appropriate materials available in the U S we
actually wrote a teacher’s guide outlining the use of these materials. Teachers
guides average 300-400 pages and include teaching outlines, handouts, and
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transparencies for use in the course. Separate guides were developed for
Entrepreneurship, Finance, Marketing, Management, and Strategic Planning. In
addition practice materials were developed for training consultants. Books and
magazines were provided to each Institute for use by those speaking English. All
course materials were translated into Polish.

Plan Entrepreneurship Institutes - This task involved visiting the three sites
three times during the year to plan their establishment and continuing activities.
We established regular tasks for the coordinators and for the faculty working with
them. We organized translation of materials at the local sites and we encouraged
the formation and meetings of local advisory committees. We assisted the sites
with problems they encountered with the local university management and worked
out alternative options for the Poznan site.

Establish Task Force on Market Economics Education - We established a task
force of representatives of the Polish ministries involved in small business and
included appropriate organizations at the national level such as the chamber of
commerce and the Cooperation Fund. We held three meetings of the task force
and included them in the national conference. One member even sponsored the
conference in a small way.

Polish Scholars Visit U.S. Schools - This task was accomplished in August, 1991
when the coordinators from each site spent five weeks visiting U.S. schools and
working with the American consultants on the organization of the courses.

Develop Case Studies of Polish Entrepreneurs - Ten case studies of Polish
entrepreneurs were developed and published in a booklet for use of the program
and for sale by Solidarity. They were not completed until August, 1992, because
we had such a difficult time getting entrepreneurs to be willing to be interviewed
for the case study. About half of our original choices backed out and had to be
replaced. Also, we were not able to get case studies from Poznan so finally
replaced them with success stories from Gdansk.

Arrange TV/Radio Shows - Although we have had many opportunities for local
radio and TV coverage of the program, we have not as yet been able to get the
national TV to show the videotapes developed on the ten entrepreneurs. They feel
that a single success story is a commercial for the business and will not show it
as a program. Our previous experience had been with a number of business
owners shown as an example of small business opportunities. It never occurred
to us that a single entrepreneur’s story would noi be acceptable. The 10
videotapes were completed in August and delivered to each of the programs to use
as part of their classes. This is an excellent use of the videos. And they are
available for sale by Solidarity so that others can also make use of them.

Conduct Pilot Program - Each of the five courses was pilot tested with a panel
of entrepreneurs during our training session in Poznan. As a result some changes
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were recommended in the materials. Generally, the business owners were very
positive about the courses.

Train Management Center’s Faculty - Forty-five faculty members from the
three sites came together in November to be trained to teach the courses in the
Entreprencurship Institutes. United States consultants worked with small groups
to develop special expertise by topic and assist the Polish faculty in developing

“skills to teach the courses. They continued to work with the faculty on an

individual and small group basis when we visited each site in March.

Offer Entrepreneurship Institute Courses - The faculty spent the time between
November and March preparing to teach the courses. The grand openings of the
Enterprise Institutes were held in each site in March. United States consultants
visited each site and provided advice to the faculty. The U.S. consultants team
taught the courses with their Polish counterparts. The courses were scheduled on
weekends to facilitate participation by business owners. During the period
between March and June, each site ran the series of five courses for business
owners as follows. Individual consulting was also provided to members of the
class as requested.

Bialystok Poznan Rzeszow

Entrepreneurs per class 14 12 28

(plus 23 and 17 in

a modified class)
Entrepreneurship 30 hours 30 hours 30 hours
Finance 40 hours 40 hours 40 hours
Management 30 hours 30 hours 30 hours
Marketing 30 hours 30 hours 30 hours
Strategic Planning 20 hours 20 hours 20 hours

Although our coordinators were not involved in all of the teaching activities in
Poznan, they assure us that the courses were run as planned under the leadership
of the former project manager in the Management Center. The fifteen faculty
members taught the courses and the entrepreneurs were not aware of a change in
program management. The change has moved smoothly because of the support
of Rector Gruchman of the Economics Academy who wants to see the program
continue successfully.

Offer Seminars on Business Plans to Special Groups - Each site organized a
two-day seminar with local bankers to expand their understanding of the use of
a business plan in providing loans to small business owners. In all cases, the
Institutes made important contacts with Jocal bankers who were very pleased with
the program.

Y



120 Conduct Polish National Conference - During May, we held a three-day
conference that was attended by over 230 people from all over Poland. The
purpose was to share information and resources on teaching entrepreneurship and
related courses in Poland. This was considered a very successful way to present
market-economics ideas to educational leaders in other cities as well.

We added an extra activity to the project in connection with the conference. One hour
of the conference was used for a satellite conference between the U.S. and Poland for the purpose
of featuring the project and introducing the entrepreneurs used in the project case studies. This
was the first time the Warsaw TV people had successfully sent a satellite program to the US.
from a remote station with satellite truck hook-up. The technical people were delighted that it
went so well.

As you can see, with the exception of national TV coverage, I truly believed we had
completea all the components of the Year I proposal. We had some problems getting our sites
to use the right evaluation forms in the beginning, but believe we straightened that out. I would
like to be advised of the nature of the 21 components that you have judged completion of only
ten. Please let me know how you organized this evaluation and vhat we can do to rectify the
situation. Needless to say, we do not want others to believe we are performing poorly and we
do not honestly believe we are.

I look forward to seeing you in Warsaw.
Sincerely, /

R e S

M. Catherine Ashmore
Director, International Enterprise Academy

cc: Steve French
Nina Majer
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BASELINE MANAGEMENT PLAN:
Entreprencurship Institutes in Poland Project

J

1991

Coordinate Program*

Organize project with Solidarity and
3 University-based Management Centers.

J

A S

O N D ]

1992

F M A M)

Arrange travel, visas, lodging,itinerary.

Transfer resources to Polish counterparts.

Write reports for (US AID) sponsor.

Submit copies of materials to sponsor.

Identify Available Materials*

Identify appropriste curriculum materials in U.S.

Identify materials in Poland.

Choose best materials.

Drbl’

Design courses,

Armmange for translation and adaptation.

I»

Plan Entreprenewsship Institute®*

Visit 3 sites. ¥ !

Plan seminars and courses.

Plan for translation,

Identily relationships with other programs

g

Establish Task Force on Market
Economics Education®*

Identify members. Y

Conduct meetings.

Identify sources of additional iunds.

Make long-term plans

IDDL

* Partially in the U.S.
** Totally in Poland

39
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Entrepreneurship Institutes in Poland Project--Continued

Polish Scholars Visit U.S. Schools

Plan program.

Visit classes with consultants.

Review materials sclected for courses.
Plan faculty training for Poland.

Develop Case Studies of Polish
Entrcpreneurs**

Identify success stories.

Write up in English and Polish.
Develop strategies for classroom use.
Amange for publication.

Arrange TV/Radio Shows**

Oblain agreements (o provide programs.

Develop scripts.

Shoot TV coverage of success siories and classes. -
Work with station staff to produce serics of programs.

Conduct Pilot Program®*

Offer courses at 1 location
Teach courses with help of U.S. consultants,
Evaluale courses and revise.

Train Management Center's Faculty**

Plan training program.
Conduct faculty training,
Intesact with pilot program

BASELINE MANAGEMENT PLAN:

J J A S O ND

1991

J FMA M
1992

) §




BASELINE MANAGEMENT PLAN:

Entrepreneurship Institutes in Poland Project--Continued

J J A S O NDJ

FMAM))

1991 1992

100  Offer Entreprencurship Institute

Courscs®**
10.1 Conduct grand openings. A A
102  Offer courses with U.S. consultants® help. A A
10.3  Evaluate. A&
104  Revise courses and materials. s 2
11,0  Offer Seminars on Business Plans to

Special Groups**® .
11.1 Contact banks and others (0 organize participation. A A A
11.2  Develop simplified program on how 0 evaluate business plans. A A
11.3  Conduct a 3-day seminar in three cities. A A_A
114  Evaluale A
120  Conduct Polish National Conference*®
12.1  Identify site, 2
122  Plan program. A
123  Promoic conference. Py
124  Amange for speakers. A
128  Obtain public relations coverage. A A A
126  Follow-up on sile details. -
127  Conduct conference A
Dates: Visit three Polish sites: June, 1991

Polish scholass visit U.S.: July/August/September, 1991

Pilot courses offered: November/December

Facully training seminar: November/December
Entreprencurship Institutes Open: February, 1992, (34 weeks)
Scminars for government and financial officers: February, 1992

National Conference: May, 1992, Poland
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Project #: 180-0029
Grant #: EUR-0029-G-00-1040-00

Project Title: Entreprencurship Institutes in Poland

Project Activities (12 major activities): 1. Coordinate Program; 2. Identify, Develop, Update materials;
‘3. Plan & Assist Institutes; 4. Establish Task Force on Market Economics Education; 5. Polish Scholars
visit US Schools; 6. Develop Case Studies of Polish Entrepreneurs; 7. Amrange TV/Radio Shows;

8. Conduct Pilot Program; ©. Train Institute Faculty; 10. Introduce & Offer Institute Courses;

11. Organize Special Groups Seminars; 12. Conduct Polish National Conference.

Implementing Group: The Ohio State University Center on Education and Training for Employment

and Polish Subcontractor - Solidarity Economic Foundation, Gdansk, Poland

Workforce Data:

. -

Category Staff Numbers Total Work Years
CETE Staff 21 2680 Days/262 = 10.23 years
CETE Translators 5 132 Days/262 = 0.50 years
CETE Consultants - Technical Assistance 8 343 Days/262 = 1.31 years

1
Subcontractors: ﬂ
Solidarity Economic Foundation Staff 12 744 Days/262 = 2.84 years I
Entrepreneurship Institute Staff 11 2446 Days/262 = 9.34 years I
University Faculty 45 8910 Days/262 = 34.0 years
Translators 10 660 Days/262 = 2.52 years
Total SUMX = 112 SUM Y = 60.74 years

the actual number of staff which is 112.

e

List Assumptions Here: The following worksheets give a detailed break down by each of the 12 major
activities. Each category states the actual number of staff persons who worked in the specific activity,
therefore, if you add up staff numbers from each of the following detailed sheets, the sum will not equal




Project #: 180-0029 I

Grant #: EUR-0029-G-00-1040-00

Project Title: Entreprencurship Institutes in Poland

Project Activity: Coordinate Program

Implementing Group: The Ohio State University
(CETE) and Polish Subcontractor - Solidarity Economic Foundation,

Workforce Data:

Center on Education and Training for Employment
Gdansk, Poland
Total Work Years

Category Staff Numbers

CETE Staff 12 789 Days/262 = 3 years
CETE Translators 0 0 ]“
| CETE Consultants - Technical Assistance | 0 0 4JJ
|
Subcontractors: J
Solidarity Economic Foundation Staff 2 42 Days/262 = 0.16 yea[sin
Entrepreneurship Institute Staff 0 0 “
University Faculty 0 0 ?IJ;
Translators 0 0 :““
|
|
Total SUMX =14 SUM Y = 3.17 years _J




Project #: 180-0029
Grant #: EUR-002$-G-00-1040-00

Project Title: Entreprencurship Institutes in Poland

Project Activity: Identify, Develop, Update materials

Implementing Group: The Ohio State University Center on Education and Training for Employment
(CETE) and Polish Subcontractor - Solidarity Economic Foundation, Gdansk, Poland

Workforce Data:

Category Staff Numbers Total Work Years
CETE Staff 14 662 Days/262 = 2.5 years |
J.
CETE Translators 5 132 Days/262 = 0.5 years |
CETE Consultants - Technical Assistance 5 48 Days/262 = (.18 years
|
Subcontractors: ﬂ
Solidarity Economic Foundation Staff 12 116 Days/262 = 0.44 ycars
Entrepreneurship Institute Staff 11 316 Days/262 = 1.2 years
University Faculty 45 1485 Days/262 = 5.67 1
years
Translators 10 86 Days/262 = 0.33 years n
||
Total SUM X = 102 SU;_L_d Y = 10.86 years J

/\\o



Project #: 180-0029
Grant #: EUR-0029-G-00-1040-00

Project Title: Entreprencurship Institutes in Poland

Project Activity: Plan & Assist Institutes

Implementing Group: The Ohio State University Center on Education and Trainir.,g for Employment
(CETE) and Polish Subcontractor - Solicarity Economic Foundation, Gdansk, Polaiid

Workforce Data:

Category Staff Numbers Total Work Years
I CETE Staff 3 62 Days/262 = 0.24 years
CETE Translators 0 0
:
CETE Consultants - Technical Assistance 5 20 Days/262 = 0.08 years l
Subcontractors:
Solidarity Economic Foundation Staff 2 52 Days/262 = 0.20 years |
|
Entreprencurship Institute Staff 6 174 Days/262 = 0.66 years |
University Faculty 0 0
Translators 0 0 ﬂ
|
Total SUMX = 16 SUM Y = 1.17 years J




Project #: 180-0029
} Grant #2 EUR-0029-G-00-1040-00

j Project Title: Entreprencurship Institutes in Poland

| Project Activity: Establish Task Force on Market Economics Education

Implementing Group: The Ohio State University Center on Education and Training for Employment
(CETE) and Polish Subcontractor - Solidarity Economic Foundation, Gdansk, Poland

Workforce Data:

ﬂ Category Staff Numbers Total Work Years i
CETE Staff 2 34 Days/262 = 0.13 years ﬂ
CETE Translators 0 0 =
CETE Consultants - Technical Assistance 0 0 n
Subcontractors: ;n
Solidarity Economic Foundation Staff 2 42 Days/262 = 0.16 years

f Entrepreneurship Institute Staff 0 0 1
University Faculty 0 0 }
Translators 0 0 H
Total SUMX =4 SUM Y = 0.29 years ﬁ




Project #: 180-0029
Grant #: EUR-0029-G-00-1040-00

Project Title: Entreprencurship Institutes in Poland

Project Activity: Polish Scholars visit US Schools

Implementing Group: The Ohio State University Center on Education and Training for Employment
(CETE) and Polish Subcontractor - Solidarity Economic Foundation, Gdansk, Poland

Workforce Data:

Category Staff Numbers Total Work Years

CETE Staff 10 368 Days/262 = 1.4 years I

CETE Translators 0 0 J
|

CETE Consultants - Technical Assistance | 6 53 Days/262 = 0.20 years |

Subcontractors:

Solidarity Economic Foundation Staff 2 42 Days/262 = 0.16 years |
|

Entrepreneurship Institute Staff 6 174 Days/262 = 0.66 years n
I

University Faculty 0 0

Translators 0 0

Total SUMX =24 SUM Y = 2.43 years




Project #: 180-0029
| Grant #: EUR-0029-G-00-1040-00

| Project Title: Entreprencurship Institutes in Poland

Project Activity: Develop Case Studies of Polish Entreprencurs

Implementing Group: - The Ohio State University Center on Education and Training for Employment
| (CETE) and Polish Subcontractor - Solidarity Economic Foundation, Gdansk, Poland

Workforce Data:
Category Staff Numbers Total Work Years
CETE Staff 3 102 Days/262 = 0.39 years
CETE Translators 0 0
CETE Consultants - Technical Assistance 0 0
Subcontractors:
Solidarity Economic Foundation Staff 12 115 Days/262 = 0.44 yegrs:I
Entrepreneurship Institute Staff 11 297 Days/262 = 1.12 years l
University Faculty 45 1485 Days/262 = 5.67

years
Translators 10 82 Days/262 = 0.31 years ill
Total SUM X =81 SUM Y = 7.94 years

-

Y



Project #: 180-0029
Grant #: EUR-0029-G-00-1040-00

Project Title: Entreprencurship Institutes in Poland

Project Activity: Arrange TV/Radio Shows

Implementing Group: The Ohio State University Center on Education and Training for Employment
(CETE) and Polish Subcontractor - Solidarity Economic Foundation, Gdansk, Poland

Workforce Data:

Category Staff Numbers Total Work Years

CETE Staff 2 50 Days/262 = 0.19 years

CETE Translators 0 0

CETE Consultants - Technical Assistance 0 0 “

Subcontractors:

Solidarity Economic Foundation Staff 2 42 Days/262 = 0.16 years
Emcprcncurship Institute Staff 0 0 J
| |

University Faculty 0 0 ' Jl

Translators 10 82 Days/262 = 0.31 years ﬂ!

Total SUMX =14 SUM Y = 0.66 years ___I]




Project #: 180-0029
Grant # EUR-0029-G-00-1040-00

Project Title: Entreprencurship Institutes in Poland

r Project Activity: Conduct Pilot Program

ILImplcmcnting Group: The Ohio State University Center on Education and Training for Employment

(CETE) and Polish Subcontractor - Solidarity Economic Foundation, Gdansk, Poland

Workforce Data:

|
|
]
|
1l

Category Staff Numbers
CETE Staff 3 61 Days/262 = 0.23 years
CETE Translators 0 0
CETE Consultants - Technical Assistance 5 46 Days/262 = 0.18 years
i
Subcontractors:
Solidarity Economic Foundation Staff 2 52 Days/262 = 0.20 years
Entrepreneurship Institute Staff 11 297 Days/262 = 1.12 years |
University Faculty 45 1485 Days/262 = 5.67
years
-
' Translators 10 82 Days/262 = 0.31 years
| Total SUM X =76 SUM Y = 7.72 years J




Project #: 180-0029
Grant #: EUR-0029-G-00-1040-00

I Project Title: Entrepreneurship Institutes in Poland

i Project Activity: Train Institute Faculty

hnplcmenting Group: The Ohio State University Center on Education and Training for Employment
(CETE) and Polish Subcontractor - Solidarity Economic Foundation, Gdansk, Poland

Workforce Data:

Category Staff Numbers Total Work Years
CETE Staff 4 101 Days/262 = (.38 years J
CETE Translators 0 0 1
CETE Consultants - Technical Assistance 5 46 Days/262 = 0.18 years

i
Subcontractors: J
Solidarity Economic Foundation Staff 2 42 Days/262 = 0.16 years J
Entrepreneurship Institute Staff 11 297 Days/262 = 1.12 yc?rs4
University Faculty 45 1485 Days/262 = 5.67

years

Translators 10 82 Days/262 = 0.31 years |
Total SUMX =77 SUM Y = 7.83 years




Project #: 180-0029
Grant #. EUR-0029-G-00-1040-00

Project Title: Entreprencurship Institutes in Poland

Project Activity: Introduce & Offer Institute Courses

Implementing Group: The Ohio State University Center on Education and Training for Employment
(CETE) and Polish Subcontractor - Solidarity Economic Foundation, Gdansk, Poland

Workforce Data:

==i==e.===§.i-—==5=L=L_.l—-l-=L—=LA—

Category Staff Numbcrs Total Work Years
CETE Staff 3 61 Days/262 = 0.23 years
CETE Translators 0 0
"ETE .Lv sltants - Technical Assistance 5 46 Days/262 = 0.18 years
Subcontractors:
I Solidarity Economic Foundation Staff 2 42 Days/262 = 0.16 years ﬂ
i Entrepreneurship Institute Staff 11 297 Days/262 = 1.12 ycarsJ
University Faculty 45 1485 Days/262 = 5.67 Jl
years
Translators 10 82 Days/262 = 0.31 years j
Total JUM X =76 SUM Y = 7.68 years J
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Project #: 180-0029
| Grant #: EUR-0029-G-00-1040-00

‘ Project Activity: Organize Special Groups Seminars

{mplementing Group; The Ohio State University Center on Education and Training for Employment

(CETE) and Polish Subcontractor - Solidarity Economic Foundation, Gdarsk, Poland

Workforce Data:

HCatcgory Staff Numbers Total Work Years 4]
CETE Staff 4 78 Days/262 = 0.30 years
CETE Translators 0 0
CETE Consultants - Technical Assistance 7 42 Days/262 = 0.16 ycarsj
Subcontractors: J
Solidarity Economic Foundation Staff 2 42 Days/262 = 0.16 years |
Entreprenecrship Institute Staff 1 297 Days/262 = 112 yearﬂ

i
University Faculty 45 1485 Days/262 = 5.67

years
Translators 10 82 Days/262 = 0.31 years j
Total SUMX =179 SUM Y = 7.73 years _J

™~
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Project #: 180-0029
Grant #: EUR-0029-G-00-1040-00

Project Title: Entrepreneurship Institutes in Poland

Project Activity: Conduct Polish National Conference

Implementing Group:. The Ohio State University Center on Education and Training for Employment
(CETE) and Polish Subcontractor - Solidarity Economic Foundation, Gdansk, Poland

Workforce Data:

Category Staff Numbers Total Work Years

| CETE Statf 9 312 Days/262 = 1.2 years 1
CETE Translators 0 0
CETE Consultants - Technical Assistance 7 42 Days/262 = 0.16 years l
Subcontractors:
Solidarity Economic Foundation Staff 12 115 Days/262 = 0.44 years |
Entreprencurship Institute Staff 11 297 Days262 = 112 years |
University Faculty 0 0 j’
Translators 10 82 Days/262 = 0.31 years <]
Total SUM X =49 SUM Y = 3.24 years j
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NLTTA CENTER ON EDUCATION
OHIO AND TRAINING FOR EMPLOYMENT

1800 Kenny Road
J] | Columbus, Chio 43210-1090
UNIVERSITY

Phone: 614-292-4353
Telex: 8102505950
Fax: 614-292-1260
February 10, 1993

Lawrence E. McKibbin
Dean, School of Business
Washburn University
Topeka, KS 66621

Dear Dean McKibbin:

Enclosed is the instructor’s outline of the six courses we have prepared for use in the
Institutes in Poland, as you requested. We are still working on the final typing of the teaching
outlines that have been put together to help the Polish instructors deliver the course. There are
also handouts and transparency masters as part of the total course materials. When the books
have been completed we will share these with yougalso.

In ti.e meantime, please let me know if you have any questions. All but the Export-
Import course are in their second year of development. This new one is still being modified by
its author. We look forward to hearing from you.

Singerely, :
% %ﬂc

M. Catherine’ Ashmore
Director, International Enterprise Academy

CC: Leslie Koltai

o



Books Sent to Poland

Updated 8-5-92
Houghton Mifflin Software, School & College Div.

Business Strategy & Policy, 3rd ed.
Smith, Bizzell & Amold

Tempomatic IV: A Managemen: Simulation 3rd ed.

Scott & Strickland
Small Business Management 4th ed.
Siropolis
Irwin
Economic Perspective
Streifford
MacMillan

Effective Small Business Management 3rd ed.
Scarborough & Zimmerer

McGraw-Hill

Statistics for Business & Economics
Sandy

Economics 13th éd.
Samuelson & Nordhalus

Starting & Managing the Small Business. 2nd ed.
Kuriloff & Hemphill

Management
Koontz & Weirich

Principles of Corporate Finance 4th ed.
Brealey & Myers

gt



South-Western

Strategic Retail Management: A Lotus 1-2-3- Based Simulation
Gifford

Basic Advertising
Jugenheimer & White

Small Business Management 8th ed.
Longenecker & Moore

Franchising
Justis & Judd

Strategic Planning In The Small Business

Stoner & Fry
Misc. Publishers
Competitive Advantage: Creating & Sustaining Superior Performance
Porter
Free Press

Clients & Consultants: Meeting and Exceeding Expectations
Bell & Nadler
Gulf Publishing Co., Book Div.

Competition in Global Industries
Porter
Harvard Business School Press.

Computers & Mathematics: The Use of Computers in Undergraduate Instruction
Smith, Porter, Leinbach & Wegner
Mathematical Assoc. of America

Running Unix: An Introduction to SCOS
Woodcock
MicroSoft Press

The Successful Business Plan: Secrets & Strategies
Abrams
Oasis Press

q'U



Negotiating a Bank Loan (You Can Live With!)
Pulis
Probus Publishing Company

International Dimensions of Organizational Behuvior 2nd ed.
Adler
P W S-KENT

Survey Research by Telephone 2nd, rev.ed. (Library of Social Research: Vol. 150)
Frey ' '
Sage Publications

Entrepreneurial Behavior
Bird
Scott Foresman
Accounting: The Language of Business

Davidson, Stickney & Weil
Thomas Horton & Co.

New Venture Creation
Timmons
Upstart

BOOKS NOT LISTED BY PUBLISHER (OSU BOOKSTORE)

Accounting Texts & Cases
Anthony & Reece

Basic Financial Management
Martin

Basic Financial Management, Study guide
Martin

Strategic Formulation & Implementation
Strickland

Human Resource Management
Schuler

Economics of Money, Banking, & Finance
Mishkin



Marketing Game
Mason

Marketing Research
Acker

Sales Management
Futrell

Marketing Research in a Marketing Environment
Futrell

Organizational Behavior
Steers

Principles of Financial Managemnt
Winger

Marketing
Skinner

Marketing Management
Kotler

BOOKS NOT LISTED BY PUBLISHER (BORDERS BOOKSTORE)

The Competitive Advantage of Nations & Their Firms
Porter, Michael E.
Free Press

Grit, Guts & Genius: True Tales of Megasuccess: Who Made Them Happen & How They Did _

It

Hillkirk & Jacobson

Houghton Mifflin Software, School & College Div.
The Successful Marketing Plan
Opening Your Own Retail Store

Consulting For Success

How to Start & Run a Profitable Restaurant
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Finance course addresses taxes for business owners.
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TOTAL HOURS FOR BIALYSTOK

Year I Year II
Quarter 1 Quarter 2 Quarter 3
Course: Training | Consulting | Training | Consulting | Training Consulting | Consulting Training
Total Institute Program 920 80 162 67 '
Entrepreneurship 360 8 72
Marketing 300 10 320
Management 180 6 256
Finance 522 6 448 15
Strategic Planning 72 3
Export/fiim:port 48
-}-aculty Training 1,320 240
FBankcrs/’Govemmt:nt 208
Media 150
Business Start-up 3,845 10
Students (Traditional
Business Managers
Other (Describe on back)
Other ((Describe on
back)
Total 6,293 F 480 162




Worksheet for Quantitative Data - AID Projects: Central and Eastern Europe

Institution: Bialystok Ent. Institute

Quarter: Jan.-Mar., 1993 Contact Person Regarding Andrzej Jurgilewicz

. this Report
Project 1S Bepo

Component
TOTAL PROJECTED STUDENT CONTACT HOURS THIS QUARTER: 5658

MANAGMENT ECONOMICS CONSULTATION OTHER EDUCATION VIA LOCATION

‘ o DUCATION MEDIA SOURCES
STUDENT CONTACT | EPUCATION E

HOURS

Actual Actual Aclual Actual Aclual

Project Sustainabilily (Training

Faculty/Traincrs)

Students (Traditional)

Govermnment Officials

Busincss Community/ 4,216 42 | Bialystok

Busincss Managers

Joumalists - Mcdia

Other Groups/Individuals 1,400 Bielsk Podlaski

Bus. Start-up

Other Groups/Individuals

Owncr Groups/Individuals

COMMENTS:




Blatystok Schonl of Musinous
Entrnprnnournhlp Instituto

1/

2/

3/

4/

S/

e/

T/
8/

REPORT. January ‘a3

Wo oarriad on “Tralning Cor BEntrepronoora', Sut joote:

- businoss plan,

- wtrategic planning,

- import-oxport,

- upplying computors in cmall company.

Grand Rnding oFf "Teaining for Entropronourn’.

Dinner for participants (Jan 18¢th).

Entropronourship 1nst)tutc locturora moeting. Subljoetut
« lnatitute end traininge promotion (Jan Tth).

~ toaching mathods (Jan 24th).

Wo workod out fina) vorsion of toaching matorialc law and
spplying cowputors (tonohln;-ouﬁllnon. ecransparonts, “Logel
system') .

Wo workod for proparing “SucceSt Stortlos”

- wo havo chocon oomparioc (boolinhop YAXCENT", oohfootlonor‘c
ghop "U LECHA"),

~ wo havo chogen subjoctc (markectineg. nmaagoment).

- wo havo dipcussod the problam with the ownot's.

Coordinatore mooting wieh Mr L. Koltai in Wareav (Jan 12th).

Wo have pruopssed “peort In Puninops' in Blolok Podlagk!.

Wo bogun promotion of tho noxt vrenining for Entropronaurs’

(rtart p!annnd for Fah 4th). ‘

Coordinator
Andrze.l Jurnllowlcz



BIAEXLYSTOK SCHOOIL. OF BUSINESS
EETREPREIREURSHIP IXTSTITUTE

MOHNTHLY REPORT
February 11993

I. Ve nrganizead the third edition of "TRAINING FOR
ENTREPRENEURS" courase. The list of participants:
name/last name £irm

f. Stanisiaw Luniewsaki "Astwa"
2. Wieslaw Buczynski " "W.Buczynski"

3. Maria Polewaczyk *Domar"

4. Andrzej Xujawa "Awista"

%. Stawomir Wojtkowski "Aneks"

6. Bogdan Borsukiewicz *B.Borsukiewicz"
7. Czeslaw Pruszynski "Aneks"

8. Cezary Lo# "wodrol"

9. Cezary Méidazynski "Mediator"
10. Jerzy Jackowskli *"J.Jackowaki"
11. Piotr Moroz "Biatel"
12. Marek Mikolowski "Everest"”
13. Bogdan Korelczuk "XRUS"
14. Krzysztof Korolczuk "Biatel"
13. Jerzy Leonik "Bialmot"
16. Adam‘Dzieciol

Module Faculty

TAX LAW Leonard Etel

MARKETING Adam Walicki, Xrystyna Kaczynska

Il1. We organized "START IN BUSINE3SS" course in Bielsk Podlaski
(20 participants). Faculty: Jerzy Paszkowski,Anatoliusz Xopczuk,
Leonarad Etel, Edward HoScitowicz, Adam walicki, Anna
Dyhdalegwicz, Grazyna Michalczuk

111. We organized reception for local entrepreneurs

IV. We took part in preparation of "SUCCESS STORIES" films
{confectioner’s firm "U LECHA", book-store "AKCENT"]

V. WwWe worked out f£final version of teaching materials ECONOMIC
SITUATION (t-outline, transparencies, hand-outs)

VI. BEI faculty meetings. Subjects:
- BEI scheduled undertakings,
- plan for Catherine Ashmore & Hanna Litke visit

VII. Catherine Ashmore & Hanna Litke visit in BEI

Andrzej Jurgilewicz
/4 . 71/{/2@60(-“(./%

coordinator
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NONTHLY RIEPORT
March {993

v Wue easrricda nn "Training for Entrepreneura® (basic course).

Hodulen rwalixaa 41 Mapen Faculty T T e TT
¢ MANAGENENT Jerey Pasgkowek i

Aligtoliuar Kupezul
« FINANCE Lizbiate Ormchwo-Mallisrawgks

e e, O 0 ¢ — § " A S " s — CEmts . Camse R CCem—— Ym0 P e O mme

. We earguuired ocvrac o3 manaywnont eof Rialysiok Energetios
Plany (%0 participants., 160 (waching Linurs) .

St ST— ) ‘R —m,  TR— T amg FE— —— . —— i L
Modulce ruulired in Narw *acultly
4 STRATIGIN PLANMING Anna Cimie)ak
FTINANCE [Tax Rystem)] Leounsrd Ltal
s RNTROEPRENEUNSHI P
- Duainaye Law pogusluw Cudownki
- The koonomic Ni{tuation 2uigniew Kjinmons
- Husinnmnuy Computiur Appliicationa Ninu 8tomluniuk
Charactenistios of an
ntrepronoun Andriv.nj Latowiecx
= Muman Re)atinne Jn Dusincas Duguniaw Cuttowak |
Anarga i vurgilnwicy
« MANAGIMRNT Jorey Paagtkowsahd
Anateliuns Xopnouk
¢« Buainoss Neynifations AnAnre S DAkowiow

moguwiaw )'luwgo

o
. emmep; P Cmmmma ) G em T SGms . ‘Smtmmgt B e e S Smme s S ema

- m— - — o —

9. Upamotion ol nuxt edition of *Training {or Entrepreneus”
courms

4, El faoMitly meotingo. Yubjents:
a/ teacni{ng programmes and materiales,
b/ The Becond National Conference.

Couyndinator

/ﬁ - |
1]

AnovZel Jurgllowjce

f



TRAINING FOK ENTEEFREREURS

LAST XNAME VKA i
NAME ____ A O MM

AGE Ul A
JOB__ecQllip\o (1 1 - Aewniupme DA 2.00.

FOSITIZN (et O
FIRM WORKS SINCE 01. 18492
FIRM EMFLOYES
KIND CF ACTIVITY__ AegUllts amdl AL

LAST KAME RIS

NAME N

AGE 3

JoB___ Ml T, 4 o M. Bélaguiin
FCGSITICN NIEN {

FIRM WORKS SINCE___ A%, 1994
FIRM EMPLOYES ‘ ‘
KIND CF ACTIVITY__ tngdupdler $oouxe g orrtiden o ntowmrvg’_

LAST KAME Polew acenyl

NAME Mom N

AGE___ 59

Job  Prasinveionibhg  gudowWing LCm oy o 2 0.¢
FCEITI N AARAIP & !
=:pM WORKS SINCE___iD2 199 4

F1RM EMFLOYES -
KINL CF ACTIVITY k‘)himm\)’ sk, /Y.v,gu;‘/\km&l

LAST KAME KA

NAME _ M}d‘f

AGE 39

or P L AVGAT  BolydWe - fanng ANy~

POSITION Cuevien ' J

FIRM WORKS SINCE___A4¥®

FIRM EMPLOYES 20 =

KIND OF ACTIVITY

LAST NAME A/\)OMWKM

NAME il 0

AGE . y

or_Tidn om0 Foullowe  AVEE B oyt W, Towondiia 4
POSITION___'tm i er

FIRM WORKS SINCE WA . qo

FIRM EMFLOYES 1Y)

-

KIND OF ACTIVITY

LAST NAME BOMMOL
NAME Bonolom .
AGE b l

JoB__ Ykl  fmkaniia Podintol __od, Holet@ 45 m %”
POSITION v € i

FIRM WORKS SINCE 19Fb

FIRM EMPLOYES b _

KIED OF ACTIVITY lmuwunq YoQXR,

Iy
o



~n. N
LASY  WAME FRUSZY NSK I

N £ ME C2EDL AR [

PGE .. 2D _ .

e ANL'KS . _Toworon 4 Blalyshok
FOSIT 10N Mo ML 1

FIRrRM WIRKS

SINCE . 4990
FiRM EMFLOYES 30
KINT: ©F ACTIVITY 4rc.de
LAST KAME o‘fos
NAME Ceaomu
AGE 3y ¢

JCB —imbvieengp  WODROL.  3A. . eoaleoviae ¥ dwokyptol
q " N

FCSITION umecior

FIRM wORKS SINCE AYCY

FIRM EMPLOYES A3Y

KIND. CF ACTIVITY_ _ aiYUites )4 Aﬂw@rm%ﬁ

LAST NKAME Héidebm Stu

NAME _ ; C&a/m

CRES . Al . D - — —
srE_ _Hedigdolm  S¢ i GorlaapAn; /49 Dheduprboll
pomiTion CLne v . ! !

CREM 'r_F}" "’N’.‘E CL.15432

2oy IF ACTIVITY AefiiLe jw_mumo‘ OL n{w{c‘;%

UAST  NAME Motk

NAME Meru '

AGE hg I 4 .

JOE Douiol _ Bedvutulaics Kumbd _ Cw_ Lhwnoszl
PGSITION meuer’ ! -

FIRM WORKS smcs__zﬁé‘i? 1989

FIRM EMPLOYES

KiND OF ACTIVITY mow(}w'\« wblina's ol
:

LAST NAME Momz

NAME Yot

AGE a0

JOB hecagoionw o ielplouin LA UAIKE BIATEL . Brolayatk od ek
POSITION cAireckon y -+ 1

FIRM WORKS SINCE A959

FIRM EMPLOYES /17’ .

KIKD OF ACTIVITY AW MUMU £ 0Y B WAL A

LAST NAME MLkoLownks

NAME NMontic ’Ydlu' -
AGE

M
JoB__ EVUERES {td. ootauo« neduwrndc . Emuylvs A3
POSITION __ OuNeC4OT /

FIRM WORKS SINCE £2.19494

FIRM EMPLOYES 0 _

KIED OF ACTIVITY JQ%-LLE‘A e%w‘p.ww
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Biatostocka
Szkota Biznesu

15-351 Blalystok, ul. Wlejska 45 E. fel. 220-41 w. 406, fel./fax 219-45

INFORMACJA
O SZKOLE
l
KURSACH

Blatystok 1992/93







KURS
“JAK PROWADZIC KSIEGE PRZYCHODOW | ROZCHODOW
ORAZ
JAK WYPEENIAC DEKLARACIE PODATKOWE 7°

PROGRAM_KURSU

* Wprowadzenie
- akty prawne regulujaee prowadzenie ksiggi przychodéw i
rozchodow
- podmioty zobowigzane do prowadzenia keiggi przychodow i
rozchodow
- pojecia abroty, dochodu i kosztow uzyskania przychodiow
* Kaipga i dokumenty lowarzyszyce
- zasady prowadzenia ksiggi
- podstawowe dowody ksigpowe
- amortyzacja i dokumenty tlowarzyszace
- podstawowe bledy wystepujace przy prowadzeniu ksiegi
* Deklaracje podatkowe
- zasady wypelniania dekliaracji podatkowych
- obliczenic podstawy opodatkowania podatkiem dochodowym
i obrotowym
- prowadzenie  ksiggi i dokumentacii - podatkowej 7
wykorzystanicm kompultera

Zajecia bgdy prowadzone przez specjalistow 7 zakresu prawa
podatkowego (biuro rachunkowe, 1zba Skarbowa). Uczestnicy otrzymaja
materialy pomocnicze ulatwiaee zapoznawanic si¢ 7 prawidlowym
prowadzenicm ksiggi przychodaw i rozchodéw.

. Whplaty na konto Bialostockie) Szkoly Blznesu nalezy dokonaé
na 7 dni przed rozpoczeciem kursu.
Nr. konta: PBK S5.A. Warszawa
1 O/Bialystok: 370406-206415-132-3

Szczegolowe informacje: Bialostocka Szkola Biznesu
ul.Wiejska 45 E
15-351 Bialystok
tel. /ffax 219-45

Biatostocka
Szkota Biznesu

B!

INSTYTUT PRZEDSIEBIORCZOSCI

TRENING PRZEDSIEBIORCOW

: Trening  przeznaczony jest tylko dla os6b  prowadzjcych
dzialalno4¢ gospodarczy

. 120 godzin zaj¢ obcjmujacych nastepujace moduly:

- prawo

- finanse

- zarzadzanie

- marketing

- przedsighiorczodd

- planowanic atrategiczne

. 7Zajgcia:  we  czwarlki, pigtki, soboty w  godzinach
popvludniowych

h Urzestnicy otrzymujp cortyfikat Bialostockicj Szkoly Biznesu
potwicrdzony przez The Ohio State University

. Nad caloAcia szkolenia patronat sprawuja Amerykanie
z The Center on Edueatiom and Training for Fmployment przy
The Ohio State University

L

. Whplaty na konto Bialostockiej Szkoly Biznesu

Nr. konta: PBK S.A. Warszawa

1 O/Bialystok: 370406-206415-132-3
nalczy dokonaé na 7 dni przed rozpoczgciem szkolenia

Szczegdlowe Informacje:Blalostocka Szkola Biznesu
ulWiejska 45 E
15-351 Bialystok
tel. /fax 21945




A\

NOWOCZESNE SZKOLENIE DLA OSOR
FLANUJACYCH B()ZI’()CZ[:.(.'H{
WILASNE] DZIALALNOSCI GOSPODARCZE]

.

* START W BIZNIESIE ®

70 godzin zaj¢ z udzialem:
- praktykéw gospodarczych
- przedstawicicla banku

- pracownika Urzedu Skarbowego
Bezplatne porady dla uczestnikow szkolenia

Program szkolenia  dostosowany  do opecnych  warunkow

gospodarczych, w tym éwiczeniowe bloki programowe:

- pravdsigbiorczoéé, biznes plan wlasin lirmy' )

- prawne podstawy i formy rozpoczynania dzialalnodci
gospodarcze

- finanse startupcedy firmy

- podstawy marketingu i reklamy

- pudatki i rozliczenia finansowe _ ] .

- organizadja i zarzad ;anic firmg, kicrowanic ludimi w malyj

firmic

Zajpcia w ponicdzialki i wiorki, w godzinach 16.00 - 21.00

Wplaty na konto Bialostockie) Szkoly Biznesu

Nr. konta: PBK S5.A. Warszawa

1 O/Biatystok: 370406-206415-132-3
nalezy dokonaé najpéinicy na 7 dni przed rozpoczgciem
szkolenia

Szcregélowe Informacie: Bialostocka Szkota Biznesu
ul. Wiejska 45 E
15-351 Bialystok
tel. ffax 21945

Biatostocka
Szkota Biznesu

B

SZKOLELA MENEDZERSKA

ROCZNE STUDIUM MENEDZERSKIE

Zatozeniem Studium jest dostarczenie wicdzy | pomoc w nabyciu
wmicjpelnodic zarzpdzania komarkami organizacyjinymi w firmach réznego
typu.l'rzedstawiciie podstawowych narzydzi sprawowania kontroli nad
<katecznym funkcjonowaniem komarek finansowych, markclingowych,
planowania i organizowania prucesu produkeyjnege.

N
Kryterium przyjycia na Studium jest ukofczona szkola wyssza
dowolnego typu lub ukoiczona szkola drednia i kitkuletni staz pracy.

Zapcia udbywaé si¢ bpdg w blokach 3 tub 6-godzinnych na
sabolnio-nicdziclnych zjazdach, 4rednio co dwa tygodnic. Po cgzaminic

testowym sluchacz moze otrzymaé dyplom lub zawiadczenic o odbytym
wzholenin,

Program jest wzorowany na | stopniu kursu "Master of Business
Adnuneiation”, ktory reelizowany jest w krajach zachodnich.

- Zarzadzanie finansami . .

- Prawo gospodarcze .

- System podatkowy

« Zasady marketingu

- Neguocjacje w biznesic

- Planowanic rozwoju firmy

- Rvnek papicrow wartosciowych

- Zarzydzanic operacyjne

- Inlormatyczne systemy decyzyjne

- Transakeje zagraniczne
‘ W prevpadku zgloszenia zainteresowania sluchaczy mopgg byc
orgamizowane dodatkowe spotkania ze specjalistami z roznych dzicdzin
lob dodatkowe kursy komputerowe i gzykowe.




- ———

WARSZTATY MENEDZERSKIE
KURS DLA KADR KIEROWNICZYCH

* “ Culem kursu jest pudwyzszenice kwalifikaci kadr kicrowniczych.
Nauka podejmowania whasciwych dueeyzji zwigzanych z prowadzeniem

i zarzagdzaniem firmy. Pomoc w opanowaniu sztuki przewidywania i *

Jzialah wyprzedzajaeych sytuacie krytyczive w funkcjonowaniu firmy.

" Kurs skicrowany jest do osob  zajmujaeych  kicrownicze
litanowiska w firmach dowolnego typu.

|

!‘ Zajpcia ovdbywad sig bedp w formic warsztatowej w blokach 6-
‘godzinnyeh na-sobonio-nicdziclnych zjazdach.Po zlvzeniu opracowanego
i"PManu raewojufirmy” uczostnik otrzymuje dyplom ukoczenia kursu.

X Program kursu opracowany zostal na podsawic programow
Szholen "Master of Business Administration™ realizowanych w krajach
izachodnich,  'uzupelniony o materialy  przystosowane do  sytuaci

Eguspudnn:u'i Polski,

- Analiza finansowa

1 d Otoezenie regulacyjne fiegy

"1 e Strategic podatkowe

e Rymuk papicrow wartodciowych
« Kicrowanic ludfmi
- Strategic marketingowe
= Negodacie w hiznesic
- M'rawo gouspodarcze § prawo pracy
- Analiza rynkow zagranicznych
- Kotrakty zagraniczme
« Plan rozwoju firmy

Wplaty na konto Blalostockie] Szkoly Biznesu nalezy dukona¢
na 7 dni przed rozpoczgciem szkolenia,

Nr. konta: PBK S5.A. Warszawa

1 O/Blalystok: 370406-206415-132-3

Szczegilowe Informacje: Bialostocka Szkola Biznesu
ul. Wiejska 45 E
15-351 Bialystok
tel. /fax 21945

- sFeae o

W

Biatostocka

ia_g » Szkota Biznesu

KURSY SPECJ ALISTYCZNE

"PROFESJONALNA SEKRETARKA®

Nowg propozyce szkoleniowa Bialostockicy Szkoly Biznesu stanowi
kurs sckretarck - asystentek szefa. Szkolenie skicrowane jest przede
wszystkim do  absolwentek  szkol grednich, ktore cheialyby  znaleié
zatrudnicnic w roznego typu firmach.

I’rbgram obujmuije nastepujace przedmioty:

* psychologia pracy 4 godziny
* prawo pracy 0
* dwial firmy 10
(w tym zarzadzanic)
* biurowosé i korespondencia 10
* organizacja i wyposazenic biura 5
* ctykicta w biurze n

(w tym moda bizncsowa, przyjmowanic
interesantow i godai, stid i rodzaje przyiee)

* rola sckretarki w firmic 4
* technika maszynopisania 20
* podstawy obslugi komputera 0
* edycja tekstow na komputerze 20

Lacznic kurs obejmuje 120 godzin  zap€. Oslalf\ic 7..1ig\'ia!
przewidziane 53 jeko spotkanie z dyrcktorami firm iz du.-';wmdczunyn-n
sckretarkami. Cheemy wten sposob umozliwié stuchaczkom poznanie
oczekiwan szefow w stosunku do swoich asystentek.

Zajecia beda prowadzone min. przacz psychologa, .pra.wnika,
specjaliste od ergonomii, organizacji przyje¢, mody, maszynopisania.

Zajecia: we wtorki, srody, czwartki, pigtki (maszynopisanic) od
godziny 16.00.



http:ziazdach.Po
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. Wplaty na konto Bialostockiej Sckoly Biznesu naleiy

dokonué nu 7 dni przed rozpoczgciem skolenin.

Nr. konta: PRK S.A. Warszawa
1 O/Biutystok: 370406-206415-132-3

Oferta Bialostockicj Szkoly Biznesu bedzie na biczyco uktualizowsna
Szczegolowe informacje:
Bialostocka Szkola Biznesu
ul. Wiejska 45 E

15-351 Bialystok
tel. /fax 219-45

NOTATKI

CINSTY UL PRZEDSIEBLORC 7OSCL

Od 2502 19 1 Bialostocka Szkola Biznesu, wepolpracujpe 72 The
t enter on Ldueation and ‘Hraining, for Employment przy The Ohio State
University, sealizage program utworzenia Instytutu Pezedsichiorczoded.
W roku szhoteniowym 190/ roppoczyna sig diagi elap organizacg
Inatytinta .
Pirnchomione zostang kolejne edyce kuraw,
- * START W BIZNESIE ©
- " TRENING l'RZl{l)Sl‘illl()R('(')W *

I'owadzona  bedzie rownicz dzialalnosé doradeza
konsultingowa  plownic dla przedsawicicli malych  przedsigbiordw
prywalnych. Jeduym 7 cclow stawianych sobic przez Instytat jest pomoc
ludziom aktywnym i tworczym we wlaficiwym wyhorzystaniu nowej
rzeczywistofiel ckonomiczney krajn.

* SZKOLA MENEDZERSKA

1a sckejo Biatostockief Szkoly Biznesa przeprowadzi szkolenia
- * ROCZNE STUDIUM M.l".Nl’.l)i.l".RSKlli *
- " WARSZTATY MENEDZERSKILE *

Paprzednie edycje tych kursow zostaly wysoko ocenione przez,
ich uczestnikow. Celem tych szkolen jest podwyzezanice kwalifikacji kadry
kictowniczej przedaighiorstw publicznych, wickazych firm prywatnych
maz przeszholenic nowych osib zaintercsowanych prowadzeniem byds,
zuzadzaniem dazymi fiemami.

* SZKOLA DORADCOW PODATKOWYCH

Ten oddzial Bialostockiej Szkoly Blznesa powslal w hiczgeym
rohu szholeniowym w wynikua zapolrzebowania tynku na tego rodzaju
kursy i tepo rodzaju problematyke.

Zostaniec uruchomione:

- * ROCZNE STUDIU DORADCOW PODATKOWYCTT *

Celem  jego  jest wyksztaleenie  profesjonalnych  doradeow
podatkowych. Prowadzone opriez. tego beda  spedgalistyezne kursy
podatkowe.







BIALYSTOK ENTREPRENEURSHIP INSTITUTE

SCHEDULE

Visitors: Catherine Ashmore, Hanna Litke

Hosts:
February 25-th
Hours

9. 15am
9. 30am

1-2.15pm
2.30-3. 30pm
3.30-5pm
5-Tpm

T.30pm

February 26-th
'10-10. 30am
1{1am-12pm

12 - 1pm

1 -2.30pm
2.30-3.30pm
3.30 - S5pm
5 - Tpm

T

. 30pm

Februatry 27-th

9-10. 30am

t1am-12. 30pm

1-2. 30pm
2.30-6.30pm
Tpm

February 28-th

10am
10. 35am

Andrzej Jurgilewicz, Bogustaw Plawgo

Scheduled Activities Place

Arrival

Check In “Turkus” Hotel
Zwyciestwa 54,ph. 511211

Lunch "Hortex" Restaurant

Interview with local press El

Meeting with Coordinators El

Visiting "Training for

Entrepreneurs' course El

(Marketing Module)
Dinner (On Own)

Breakfast (On Own)
Meeting with Prof. K. Pierikowski,
Rector of Biatystok Technical BTU
University
Trip to Bielsk Podlaski
Visiting '"Start In Business"
course [Tax Module]
Lunch
Trip to Biatystok
Meeting with El Faculty El
Meeting with D.Elliott [U.S. Peace Corp] EI
Dinner (On Own)

Breakfast (On Own)
Grand Opening of Professional

Schoo! for Personal Assistants BSB
Visiting Firm "Futura”

Lunch "“Avanti" Restaurant
Visiting Biatystok City

Dinner "Domek Napoleona"

Restaurant

Breakfast (On Own)
Check Out
Departure

W
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Poznan Office—Zdzislaw Krajewski and Ewa Dratwa.

PO




A satellite site for Poznan.

Finance Class in Koni




Marketing Class in Poznan.




TOTAL HOURS IN POZNAN

Year | Year I
Quarter 1 Quarter 2 Quarter 3
Course: Training | Consulting | Training | Consulting | Training Consulting | Training | Consulting
Total Institute Program 2,700 300
Entrepreneurship 1,103 130
Marketing 1,170 25
Management 1,170 10
Finance 1,170 20
Strategic Planning 720 5
Export/Import
Misc. for Sm. Bus. Owners
Faculty Training 1,175 240 264
Bankers/Government 360 432 45
Media
Business Start-up
Students (Traditional 325
Business Managers 528 250
Other: Salesmen 270 720 15
Other: Building Society 96
Other: Public Works 1,950 30
Other: High School Teachers
Total
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Worksheet for Quantitative Data - AID Projects: Central and Eastern Europe

Institution:  poznan Enterprise Institute

Quarter: Contact Person Regarding .
this Report

Project Ohio State University

Component
TOTAL PROJECTED STUDENT CONTACT HOURS THIS QUARTER: /30

MANAGMENT  ECONOMICS EDUCATION VIA
EDUCATION EDUCATION  CONSULTATION OTHER MEDIA SOURCES LOCATION

STUDENT CONTACT
HOURS

Actual Actlal Actual Actual Actua!

Project Sustainability (Training
Facully/Traincrs)

Students (Traditional) -

Govemment Officials

F

Business Community/ 4,230 60
Busircss Managers

Joumalists - Mcdia

Other Groups/Incividuals

96 Poznan
Building Society Mngmnt.

Other Groups/Individuals 720 15 Poznar
Salespersons _ ' ?

O(hchroupsllndividuals 1,950
Public Works Leaders 2

30 Poznan

COMMENTS:

High School Teachers ; 2,064 15 Poznan




Cathy Ashmore * 8 Visit to the Polish — Amcrican Enterprise Institute in

Pomari —= Schedule.

Thursday, February 18th, 1993
9.30 a.m. Arrival at Poznati.

10.30 a.m.  Meeting with the Institute’ 5 coordinators.

12.00 - 1.00 p.m Meeting with the Academy of Economy Rector,
prof. B. Gruchman

1.15 = 2.30 p.m Meeting with the Institute” s teachers.

3.00 p.m. Dinner.

Friday, Pebruary 19th, 1993

10.00 — 11.00 Mecting with Dircctor of the Regional Labour Office,
Mr. P. Kolodziejczyk

11.30 = 13.00 Meeting with the Institutc * 5 coordinators.
2.00 = 3.30 p.m. Lunch.

4.00 - 5.30 p.m. Visiting a course for high school teachers -
" ABC of Entrepreneurship ".

6.00pm.  Meeting with " Businessmen Club "

Saturday, February 20th, 1993

9,00 - 2.00 p.m. Visiting training workshaps in Konin or Puznad.



POISKO ~ AITNICTYKAIINA] L1HDLY LUL L LLVUDIyVave veasows
Spensor: U.S. AGENCY FOR INTERNATIONAL DEVELOPMENT, WASHINGTON D.C.

61-895 POZNAN - ALEJA POWSTANCOW WIELKOPOLSKICH 16
& /FAX 543-521, & 543-520

Report on the Polish — American Enterprise Institule Activities
January 1993

1. Training workshops for small busincss owncrs -~ continucd.
The workshops arc held in Komn; they have attracted 25 participants, among them 19
business owners, 3 government officers and 3 state — owned company employces.

1n January the whole of Marketing modulc was covered and part of the Financc module.

2. Training workshops for small business owners = continucd.
The workshops are held in Poznar; they have attracted 15 participants, among them 10
business owners and § state — owned company employecs. The trainings are providcd by
the Polish — American Enterprisc Institute (eachers: they are based upon American

materials.

3. An agresment with the Regional Labour Office was signed; it deals with a course on
" The Bascs of Entreprencurship * for high school teachers.
The course js starting on February 3th, 1993 «t 4.00 pm. 15 wachers will participat,
The training 18 provided by the Polish — American Enterprisc Tnstitute tcacheys; they are i

based upun American materials.

4. On January 28th, 1993 there was a meeting of the Institute coordinators with the academic
teachers. The coordinators presented the fundamental arcas of the Institute” s activitics in
this year. The teachers talked about the problems they face during courscs.

14 wachcers participated in the mecling; we were hunoured 1o host a representative of the
Academy of Evonomy authoritics, prof. Maria Stawifiska.

Small Business Institute




5. The Polish — Americun Enterprise Institute signed an agrecment with the Regional Labour

Ottice in Pozuwd on organization and implemenwation of a training for public works

leaders. The training is starting on February 12th, 1993 in Poznafi. 20 people will

participate.

"l'»'llpz ap
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Polsko - Amerykafiski Instytut F'1zeasigDIOICZoscl
Spensen U.5. AOENCY FOR INTERNATIONAL .DNIIDPMINT. WMH&NETON 0.C.
61-805 POZNAN = ALEJA POWSTARCOW WIELKOPOLSKICH 16

@ /FAX 543-521, o 543-520

e

REPORT
on Polish -~ American Institute Activities,
Poznad, February 1993

1. Training workthups in Poraafl vontinued, The foliowing modules have haen covered to

date; entroprenourship, finance and murkering

2. I'raining workshops in Konin vontinucd. The following modules have heen coverad 10
dnte: entreprencurship, finance, marketing and management.

3. Cuthy Astinowe® x vinlt to the lusilute = Pelivumy 18 = 2010,

4. An introductory agroomont with the Reglona! Lubour Office has been signed, Actording 10
the agroemont, the Institute Is (v develop w complex program of restructuralization of the ety
of Gniogno and the adjacont countles. ‘Ihe region' s greatest problem §s high unemployment
rate = 18 in the ity of Gniczno diself. The Institute is supposed to develop a progrium of
dosiruble trends of development: how to allevisie unomployment and, furher on, how to
privatizo seie = owned vnlerprises

The Instituiv ix also devuluping & program of sotruining and requalifyng the unemployed.

5. A course un computer aperatiun for members of the Businessmen Club, associated with
tho Institute, sturted.

Small Business Inxtiure

—
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Polsko - Amerykafiski Instytut Przedsigbiorczoscl
sponson U.8. AOBNCY FOR INTSRNATIONAL DEVILOPMENT, WASHINOTON B.C.
61-895 POZNAN = ALEJA POWSTANCOW WIELKOPOLSKICH 16

@ /FAX 543-521, & 543-520

D ey

"REPORT
on Polisk - American Institute Activiries,
Poznak, March 1993

1. ‘I'raining worksbops in Kondn are ovor ( 21 gradunies ). The workshaps were erownud with
i faserviaw for o Tncal radio swiion. An ufficlal clusing ceremony accompunicd by
delivering etificutes uf complation will tako place un April 3rd, 1993 in Konin" Hote!,

2. Truining workshops in Poznad continued with tho module: siratogic planning to b
completed.

3. Course for publie works leuders continucd.

4, Course for high school teachera: * ABC of Dntreproneurship *, Tho purticipunts’ task is 10
acgueis. Ygh schoo! atwdents with thu rulos governing (roo market sconomy.

5, A twi) = dny training for tho amployees of Ui Municipal Office in Poddebice:
" Passibllities af privatizution of statc = vwnod enterprises ™ ( 12 participanty ).

6. A onc - day seminar for tho manogement of the ™ Osledle Miodych " Bullding
Construction Company : * Pinancing the Building Construction Industry".

7. Signing an ugmmcni with the Academy of Bconomy authoritics; the agreement deals with
cooporution in promoting smali busineys in the Wiolkopolska region.

Small Dusiness Institute




&. Twa trainings entivied: * Mow 10 Trade Succesafully " for the " Sermux” company
( 30 paridcipanis: 2 x 18),

8. A commorcial ahout the Polish - American Enorprise Instituto was shot = the commercial
will he broadeast in the Jocal TV stution.

i
N
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COMMENTS ON THE

BUSINESS PLAN
OF
THE POLISH-AMERICAN
ENTERPRISE INSTITUTE
IN POZNAN

There is no Appendix 2 - "Regional Advisory Committee Members"

Appendix 3 - "List of Institute Teachers"
There should be a brief background description on each of the teachers in order
to support the institute’s credibility.

On the page beginning with "Aci vities in Progress”
In the first paragraph, the reference to Appendix 3 "Training workshops
schedule”, should state see Appendix 3.

The institute has briefly described the potential market and customer base,
however they have not outlined or detailed any marketing strategy or
implementation plan and schedule to approach and to market their services to
their potential customers. The institute seems to be avoiding their need to
actively market the institute to the customers, the institute does not see the
need to train themselves in marketing techniques.

There is a high dependence on the cooperative agreements for future work, no
true substance as to how these agreements will actually benefit the institute.

There is a high dependence on USAID funding - actually listed as an
opportunity in their SWOT analysis. The opportunity should be for future
cooperation and resources that is and will be available from the continuous
relationship with OSU/CETE once the funding is gone.

The plan is relying on the current status of funding and cooperative
agreements, and with the current involved relationship between the institute and
CETE. There is no future plan or thought given to what will happen after the
current funding is dropped and when the active participation on the part of
CETE becomes very passive.

The plan is bogged down in legal and contractual issues. These issues are of
little or no importance to the ability to attain and retain customers. The
institute is too involved in its administration and not in marketing or delivery
of its services.



BUSINESS PLAN
of
the Polish — American
Enterprise Institute

in Poznan

e
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INTRODUCTION

In the Poznafi area as well as the adjacent voivodships there are great opportunities
for organizing trainings and supplying consultancy services.

The Polish — American Enterprise Institute® s goal is to generate 1.600 million
Zloties until the end of 1993. The venture" s success will be conditioned by:
* a well trained professional team
* Jocation
* financial support given by the US AID
* successful marketing.
Trainings will be focused on: strategic planning, marketing, finance, entrepreneurship,
management and import — export. Both the Institute’ s management and the teachers have
acquired relevant experience in the realm of trainings and consultancy. This year the Institute
is planning to contribute to the provatization processes taking place in the Zielona Géra

voivodship which is going to bring substantial marketing and financial results.



Institute Profile

The Polish — American Enterprise Institute is an independent organizational unit,
established according to an agreement concluded on July 1st, 1992, between the "Solidarity”
Economic Foundation in Gdarisk and its Regional Branch in Poznafi. The above mentioned
agreement describes principles governing the Institutz" s operations and settling accounts,
forms of financing as well as responsibilities of persons currently involved in managing the
Institute. ( See Appendix 1 for the fuli content of the agreemens ).

The Institute is located in the Academy of Economy building at 16 Powstafic6w
WIkp. Street .

The Institute is currently operated by:

— the Director, Zdzistaw Krajewski, Sc.D.

— The Deputy Director, Walery Lach, Sc.M.

The Institute is associated with the Regional Advisory Committee which provides
help in coordination of courses and training activities. ( See Appendix 2 for the Regional
Advisory Committee members ).

The Polish — American Enterprise Institute offers a broad scope of training and
consultancy activities, primarily for small and medium business owners. The Institute
provides training and consultancy services in the realm of:

* entrepreneurship
* management
* finance

* marketing



* strategic planning
* export — import
as well as use of computers in small business.

In order to undertake all the above menationed activities the Institute employs
academic teachers, usually the Academy of Economy faculty. The Institute has also
developed cooperation with the Adam Mickiewicz University in Poznafi ( See Appendix 3
for the list of the Polish — American Enterprise Institute teachers ).

Training sessions take place in the Academy of Economy classrooms and in Constant
Leamning Centre in Poznafi which is another associate of the Institute.

The area of the Institute” s activities is the Wielkopolska region, covering the

voivodships of Poznad, Pita, Kalisz, Konin,Leszno and Zielona Géra .



Activities in Process.

The Institute is engaged predominantly in organizing courses and trainings and
providing consultancy for small business owners, however broadly the term can be defined,
as well as for banking institutions. The courses and trainings are organized either by means
of placing offers or at different companies and institutions’ direction.( See Appendix 3 for
training workshops schedule ).

In 1993 the Institute is planning, especially in the second half of the year, to broaden
the currently undertaken scope of activities. A significant increase of cooperation with banks
has been taken into consideration as well as va-* us forms of trainings and economic
consultancy. As a result the Institute has already established cooperation with institutions
like: the Regional Office in Poznafl, the Regional Office in Zielona Gora, the Regional
Labour Office in Poznad, The Wielkopolska Economic Bank, Constant Learning Centre in
Poznafi, Centr on Economic Initiative Support in Zielona Géra ( See Appendix 4 for
examplary agreements ).

After having reconsidered the structure of small businesses operating in the
Wielkopolska regionwe predict that the majority of our customers to be shop owners, small
wholesaling operations and service companies. The Polish - American Enterprise Institute” s
strategy will therefore be in line with the needs of the above mentioned segments.
COMPETITION

Competition on the Poznafi market should not be underestimated: the Wielkopolska
School of Business, the Polish - Amen'can School of Business and Technclogy, the
Academy of Economy ( post — graduate studies ), Business Training Company. The oldest

institution, the Poznafi Management School, is supported by the American University. It is



currently implementing a program for small businesses; so far it has offered an MBA course
and studies in Business College for high school graduates. The Wielkopolska School of
Business receives support from the Know — How Fund; it has obtained 1.6 million pounds
for its operations. The School” s favourable position enbales it to offer extremely inexpensive
courses. Post — graduate courses on marketing and banking organized by the Academy of
Economy are boﬁnd to attract participants owing to relatively low prices and prestigious
certificates issued by the Academy. The Polish — American School of Business and
Technology is a private institution, offering courses on sales techniques and marketing.
Business Training Company hires experienced consultants; however, they are oriented more
to cooperating with top executives.

The existing competition will stimulate the Institute to offer more specialized courses
at moderate prices.

The Tustitute® s sales policy aims at direct contant with customers, established by
means of canvassing and with the help of the local press. The canvassers, primarily the
Academy of Economy students, are rewarded proportionately to the number of recruited
participants. In the adjacent voivodships we are planning to cooperate with the local branches
of the " Solidarity " Economic Foundation and regional Labour Offices.

The price structure is dependent predominantly on the teachers' wages. Financial
support secured by the United States enables us to lower prices offered for the training and

consultancy services.

2.



FINANCE

It should be indicated here that this is a prognosticated and approximate financial
plan. This results from the fact that it is not feasible to precisely determine the Institute” s

income. Futhermore, the cost structure diverges from that of an average company operating

in Poland.



Financial Plan ( cash flow ) in 1993

Expenditures Income
Type Thousand Zloties Type Thousand Zloties
1. |The Institute’ s US AID subsidy. 375.000,-
office operations
1. |Rent 48.000,-
2. |Coordinators 192.000,-
wages
3. |Assistant’ s wage 67.000,—
4. |Additional office 85.000,~
equipment
5. |Office materials 25.000,-
6. |Other 50.000,-
Total 467.200,—- - 375.000,—-
I1. |Costs of training Participants’
activities contribution: P
Teachers” wages 567.000,—- 780 hours x 500 000 390.000,- < 6 - BuaiCo
Classrooms 20.000,-  |1115 hours x 700 000 780.500,- 130k
Training materials 30.000,-
Trips 40.000,~
Avertisement and 90.000,~
promotion
Consultancy 75.000,- Payments for 106.000,-
consultancy.
Total 822.000,~ 1.276.500,-
TOTALI+1I 1.289.200,- 1.651.500,-
I11. {Privatization of
state enterpriscs
Costs of preparation 320.000,- Payments for 400,000,-
and completion of completicr: of
privatization privatization
processes processes
1V. |Sales costs 60.000,- Sales of" Salesman’ s 100.000,~
Partner”
Total 380.000,~- 500.000,-
TOTAL I+11+11 1.669.200,- 2.151.500,-

\”A



Explanatory Notes:

1.1. The Institute occupies three rooms in the new Academy of Economy building at
Powstaricow Wikp. Street ( 44.5 square meter area ). According to an agreement with the
Academy" s Rector, prof. B.Gruchman, rent will be paid for only one room ( 14 square

meters ). The joint monthly cost of the rent, telephone and electricity bills is 4 million zloties.
1.2. Coordinators’ wages: 1000 USD x i6.000,— Zoties x 12 months

1.3. Assistant * s wage: 350 USD x 16.000,~ zloties x 12 months

1.4. Predicted cost covers equipment foe the Institute® s subsidiary in Zielona Goéra.

1.6. This includes, among others, equipment maintanance and repairs, Canvassers’ wages,

cleaning services, mail processing and so forth.

I1.1. Techers™ wages: 3000 USD x 16.000,~ zloties x 12 months.
‘ 1N Come ’l’a» 5“’ 4
Different prices per hou,r\ have been established for particular types of educational
activities, namely:
* 500.000,- for training modules
* 700.000,~ for courses offered by the Institute

* 300.000,- for consultancy.



SWOT Analysis

a) Strenghts
— well qualified faculty, primarily academic teachers from the Academy of
Economy and the Poznafi University.

— close cooperation with the Poznafi Academy of Economy; the Academy” s
support of the Institute” s activities.

— the form of courses and trainings which enables complete adjustment to the
client" s needs.

— already concluded cooperation agreements with the Regional Labour Offices in
Poznati and Zielona G6ra

b. Weaknesses
Lack of the Institute® s Jegal status.

¢) Opportunities
— There are many small businesses in the Wielkopolska region; what is more, for
many centuries the area has been attractive for craftsmen .

— There is an opportunity for the Institute to undertake outreach activities,
especially in the sout west of Poland ( primarily Zielona Goéra ).

— We forecast a considerable development of consultancy services supplied by the
teachers at our disposal.

- Financial support from the US AID.

d) Threats

— Fierce competition in Poznafi: smaller or bigger consultancy companies and
institutions providing training services.

— Due to the lack of the Institute" s legal status there are certain impediments on
attracting new clients,



UMOWA

zawarta w dniu //Of ..... 1992r. w Gdanisku pomigdzy :
Fundacjg Gospodarczg NSZZ Solidarnos$é z siedzibg w Gdarisku Walty
Piastowskie 24, zwang dalej w tresci Umowy Fundac jg

sreprezentowang przez

(Wi Reiaralosy Fundacj. ospodnsag), N7, Soliduarode ...

W Poanam
zwang dalej w treSc? owy Szkolﬁ_.repreze towang pprzez:
Pyrevtowa. . OdduiaTar - Jdusimanm . Ke ol

Przedmiotem umowy jest kontynuacja organizacji
dziatalnosci Instytutu Matej Przedsigbiorczosci w ramach
Szkoly na podstawie programu- zwanego dalej programem-
finansowanego przez Agencje Rozwoju Miedzynarodowego CUSAID O

przy wspdétpracy z The Center on Education and Training for
Employment z the OChio State University.

&2
Szkota zobéwiazuje sig do utworzenia w ramach s;ojej struktury
Instytut Malej Przedsiebiorczosci stanowigcy samodzielng
Jjednostke organizacyjng realizujgcg przedmiot umowy okreslony w
&1. ' |

&3
Pracami Instytutu kieruje dyrektor i jego =zastgpca-zwani w
dalszej cze$ci umowy koordynatorami- powolani przez Dyrektora
Szkoly w uzgodnieniu z Dyrektorem Fundacji.

&4
Do obowigzkdéw Szkoly wynikajgcych z programu naleZy :
1. zapewnienie métliwoéci realizacji programu dydaktycznego

zgodnie z programem;

2. zapewnienie sali dydaktycznej wraz z niezbgdnym wyposaZeniem ;

\P



3. udostepnienie biblioteki;
4. zapewnienie pomieszczenia na sekretariat wraz z niezbednym
wyposazeniem biurowym;
S. udostepnienie do dvyspozycji koordynatoréw pokoju wraz =z
niezbednym wyposazeniem .

&S
Do obowigzkéw Dyrtekora Instytutu i jego zastepcy nalezy:
i.biezgce realizowanie programu dydaktycznego z zakresu
przedsiebiorczodci , zarzadzania yfTinanséw , marketingu ,
doradztwa ekonomicznego ,elementéw marketingu w eksporcie itp. w
dziedzinie malej przedsiebiorczos$ci ,seminaridw specjalistycznych
dla bankéw i innych oséb prawnych,oraz uslug doradczych;
2.zapewnienie i zatrudnienie kadry wykladowcéw gwarantujgcych
wladciwy poziom realizacji programu.Cnie mniej niz 12 oséb)d;
3.zapewnienie warunkdéw organizacyjnych dla realizacji programu
4.zapewnienie obslugi administracyjnoc -biurowej
5. podejmowanie decyzji zwigzanych z dzialalnodcig Instytutu i
realizac jg programu;
6. Dyrektor Instytutu oraz jego zastgpca otrzymajg od przedstawi-
cieli organdw Szkoly do tego uprawnionych pelnomocnictwo do
dzialania w zakresie zwigzanym z realizacjg programu.
7.zapewnienie ze grodk dw zarobionych przez Instytut .
wspédlfinansowania 11 Krajowego Forum Przedsigbiorczogci w
wysockodgci SO milionéw zlotych;
8.skladanie preliminarza wydatkéw z 45 dniowym wyprzedzeniem
8. wykonanie innych dziataln niezbednych do realizacji programu na
podstawie zalozern wynikajgcych 2z programu okreslonych przez
Fundacje.

86
Szkota zapewni dalsza wspélprace w zakresie realizacji programu z
Regionalnym Komitetem Doradczym.

&7
Do obowigzkdéw Fundacji wynikajgcych z programu nale2y:

l.organizowanie tlunaczernt i adaptacji do warunkédw polskich

literatury obcojezyczrej ;

2 W



2. organizowanie produkcji programéw telewizyjnych i filmdéw
szkoleniowych oraz promocyjnych;
3. organizowanie transportu materiatow i wyposazenia

przekazywanych przez Agencje dla Szkoty ;

4. koordynacja dziatalnodci Instytutédw Malej Przedsiebiorczodci;
S. wykonywanie innych dzialann potrzebnych do realizacji projektu
na podstawie ustaleri ze Szkoly , USAID, lub The Ohioc State
University.

88
Instytut gromadzi $rodki finansowe na osobnym subkoncie Jktdérym
dysponuja dyrektor Instytutu i jego zastepca na podstawie
upowaznienia do dysponowania grodkami zgromadzonymi na subkoncie.

28

Instytut otrzymuje $rodki na pokrycie nastepujacych wydatkéw
1. wynagrodzenia dla koordynatoréw ,zgodnie z umowami zawartymi
pomigdzy Szoljy a pracownikiem w oparciu o taryfikator wynagrodzerfi
stanowigcy integralng czedé umowy -zalacznik nr.1
2.na wynagrodzenia dla wykladowcdw i innych oséb niezbednych do
realizacji programu dydaktycznego na podstawie uméw ze Szkolg ., w
oparciu o taryfikator wynagrodzen stanowigcy integralng czesdé
umowy zatacznik nr2 )
3. na tiumaczenia i adaptacje materialéw dydaktycznych
realizowanych przez Instytut '
4.na wyposaienie techniczne niezbgdne do realizacji programu
S.na podréze krajowe niezbedne do realizacji programu
6. na wynagrodzenia dla pracownika administracyjno- biurowego w
oparciu o taryfikator wynagrodzefi zalgcznik nr3
7.innych, zgodnych z programem i ustaleniami stron.

810
Wszelkie pozostale koszty zwigzane 2z dzialalx.woscia Instytutu a
wynika ace z realizacji programu ponosi Unstytut we wlasnym

zakresie .

. \‘\V



& 14
1.Fundacja przekazuje drodki finansowe na realizacje programu
zgodnie z zatwierzdonym preliminarzem wydatkéw z Jednomiesiecznym
wyprzedzeniem. )
2. Zakup sprzetu bgdzie rozliczany przez Fundacje na podstawie

faktur wylacznie w przypadku spelnienia wymagali Fundacji.

&2
Szkola dokonuje rozliczenia z udzielonych przez Fundacje zaliczek
w terminie do dnia 20 nastgpnego miesijca na podstawie dowoddéw

finansowych.

843
Instytut zobowigzuje sig do przedktadania Fundacji comiesiecznych
sprawozdatt z przebiegu realizacji programu a w. szczegdblnosci z
wyznaczonych zadan najpézniej do dnia 10 nastepnego miesigca.

814
1.¥ wypadku nie wywigzania sie przez Instytut z realizacji
programu i postanowierli niniejszej umowy a w szczegdlnodci
nie przedstawiania:
adrozliczeri o ktérych mowa w paragrafie 12
bd)sprawozdant o ktérych mowa w paragrafie 13
Przez jeden miesizc Fundacja zaprzestaje finansowania programu
i wypowiada umowe w trybie natychmiastowym. -
2.W sytuacji okredlonej w P.-1 Szkola zobowigzana jest zwrécic
Fundacji przekazany sprzet. ’

815
Nadzdr nad realizacja programu i kontrola finansowy sprawuje
Fundac ja. Funkcje te Przysituguja réwniez Oddzialowi Regional nemu
Fundacji.

816
Za realizacje i koordynacje programu odpowiadajg Dyrektor
Instytutu i jegyo Z-ca.

817
Fundacja oddaje Instytutowi sprzet zakupiony w ramach projektu
bezplatnego korzystania na okres niezbgdny do wykonania zadan
objgtych programem,na-podstawie protokélu zdawczo-odbiorczego.
2.Po zakoficzeniu okresu obowigzywania umowy sprzgt mozZe zostad
Przekazany Szkole na wlasnogé¢ na podstawie odrebnej umowy.

818
Szkota zobowigzuje sie do kontynuacji i rozwoju dzialtalnodci



Instytutéw Malej Przedsiebiorczo$ci przez okres conajmniej
3 lat od daty rozwigzania.

8419
W sprawach nie uregulowanych umowa majg zastosowanie przepisy

Kodeksu Cywilnego.
&20

Unowa zostala zawarta na czas okreslony i wigZe strony od dnia

1.07.1992 do dnia 1.07.1983r.
&21

Ostateczne rozliczenie przedstawi Szkota
dn. 30. 08.1993r.

w terminie

&22
Umoweg sporzadzono w 4 jednobrzmiacych egzemplarzach po 2 dla
kazdej ze stron.

NIEZALESNY
SAMTR ADNY
TeiaTTR

2AWQT Y

telelc: 530866

dr Zqzistaw Krajewski

do

FUNDAC!A GO.PODARCZA
CDD.iIAt RICICN WIELKOPOLSKA
60-768 POZINAN, ul. Zomkowa 1/2
tol. contr. 51-08-40, telex 0414471
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2Zatacznik nri

Wynagrodzenie dla 2 koordynatordéw wynosi/ na osobes/ S00 USD
miesigcznie/ brutto plus sktadka ZUS/ od dnia 1.07.1992r przez o
12 miesiecy

s/wedtug kursu obowigzujgcego w dniu skupu czeku za dany okres

finansowania programu ~/

Zatacznik nra2

¥ynagrodzenie dla wyk tadowcdw za czynnosci Zapewniajace
prawidlowg realizacje programu wynosza 3000 USD miesiecznie
/brutto plus skitadka ZUS” od dnia 1.07.1992r przez okres 12 m-cy
7w/g kursu obowiazujgcego w dniu skupu czeku za dany okres
finansowania programu/

Wyptata wynagrodzeri dla poszczegdlnych wyklacowcdw nastepuje w
oparciu o regulamin wynagrodzeri przedstawiony przez Instytut do

zaakceptowania Fundacji do dnia 15.07.1992r

Zatacznik nr.3

Wynagrodzenie dla pracownika administracyjno- biurowego wyhosi
350 USD miesiecznie/ brutto plus sktadka ZUS/ od dnia 1.07.1992

przez okres 12 miesiecy - w/g kursu obowiqzujgcego w dniu skupu

czekyza dany okres finansowania programu/

NiEZALE NY e
TORA $A%1R LCNY oy
ZA‘W.C.Z: ‘;‘."l
i wshi 3
syho FUNDACJIA GOSPODARCZA
CDD.IAL REGICN WIELKOPOLSKXA
60-768 POZNAN, l. Zomkowo 1/2
fel. centr. 53-08-60, felex 0414471
felefex 530-866
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WYKLADOWCY POLSKO - AMERYKANSKIEGO
INSTYTUTU PRZEDSIEBIORCZOSCI

PRAWO GOSPODARCZE

FINANSE

MARKETING

STRATEGICZNE PLANOWANIE

ZARZADZANIE

NEGOCJACIE

NEGOCJACIE

DR HAB. JAN KUFEL

DOC. DR WOJCIECH SIUDA
SEDZIA RYSZARD MLECZAK
DR KRZYSZTOF SZUMA

DR HAB. MAREK RATAJCZAK
DR RYSZARD MIKOLAJCZAK
DR WLADYSLAW BACHORZ

PROF. DR HAB. HENRYK MRUK
DP. BOGDAN SOJKIN

MGR WALERY LACH

MGR IRENEUSZ RUTKOWSKI

PROF.DR HAB. WIESLAW OTTA
DR MARIAN GORYNIA
DR ZDZISLAW KRAJEWSKI

PROF. DR HAB. HENRYK GAWRON

DR HAB. ELZBIETA URBANOWSKA -
SOJKIN

MGR WIESLAW CIECHOMSKI

MGR WISLAWA GRABARCZYK
MGR WIESLAW CIECHOMSKI
MGR WISLAWA “RABARCZYK

\\)Qo
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POROZUMIENIE

zavarte w dniu 11.01.1592 r. w Zielonej Gérze pouigdzy: Agencji \spierania Inicjat
Gospodarczych - Spétka z c.o. z siedzibg w Zielonej Gérze przy ul. Chopina 14 rep:
zentovang przez Krzysztofa Scheuringa - Dyrektora zwang w dalszej tresci porozumie
nia "A GE N C J A", a "Polsko-Amerykariskim Instytutem Przedsig¢biorczo$ci" z siedz
bg w Poznaniu przy ul. Powstarficéw Wielkopolskich 16, reprezentcuanym przez -

- zdzislawa Xrajewskiego - Dyrektora oraz Walerego Lacha - Z-c¢ Dyrektora, zwanym

dalszej tresci porozumienia "I NSTYTUTEI"

6 MASTEPUJACEJ TRE §cI:

§1

Strony niniejszego porozumienia zobowigzujg sie¢ do podjecia wspilpracy w zakresie
niektérych czynncéci zwigzanych z restrukturyzacjg przedsigbiorstw panstwowych ore
innych podmiotdw gospodarczych, na obszarze dzialania "Agencji Rozwoju Regionalne¢

S.A. w Zielonej Gérze".
§ 2

¥ ranach niniejszej waowy "Agencja" reprezentuje interesy przysziej "Agencji Rozwc

Regionalnego S.A. w Zielonej Goérze".
§ 3

1: ! rawech przyszlej wspélpracy strony zobowigzujg do pedjgcie wspélnych dziatan

w zekresie:

1/ obsiugi poraéczaj przedsigwzig€ gospodarczych pod wzglede% eitonomicznyn,
praunyn orez finenscwym i organizacyjnym;

2/ wykonywenie analiz ekonomiczno-finansowych, feasibility stuay, business-plar
eneliz rynku, stratecii marketingowych, wyceny ekonomiczrej niejgthku;

:/ przygotowyuania koupleksowej dokumentacji niezbgdnej dc przeksztalcen
wlasnosciocwych /m.in. wyceny, analiz ekonomiczno-finansowych, prawnych, anal
sytuacji merketingowej, prognozy'oplat leasingowych, analiz mozliwoéci prze-
trwania i rozwoju przeksztalconej firmy/ jak réwniez obslugi procedury prze-
ksztalceri wlasnosciowych;

4/ opracowywsanie stretegii rozwojowej sprywatyzowanych przedsigbiorstw oraz wpr
wadzania nowych produktéw w/g standartéw Swiatowych;

5/ organizacji osrodkéw szkoleniowych oraz szkolenia personelu wszystkich szcze

2. We wspbélnych przedsiewzieciach uczestniczyé bedg specjalisci "Instytutu" oraz c
najmniej jedna osoba wskazana przez Agencjg.

. Instytut o$wiadcza, iZ zapewni cze¢sciowe finansowanie realizowanych przedsig-

W

w

wzigé .
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Umowa nr1/93

zawarta w dniu 11 stycznia 1993 r. w Poznaniu pomi¢dzy Wojewédzkim Urzedem Pracy w
Poznaniu, al. Niepodleglo$ci 16/18, reprezentowanym przez Kierownika Urzedu, mgra inz.
Piotra Kotodziejczyka, zwanym dalej "Zleceniodawca"
a Polsko — Amerykariskim Instytutem Przedsi¢biorczosci w Poznaniu, ul. Powstafic6w
Wielkopolskich 16, reprezentowanym przez Dyrektora Instytutu,
dra Zdzistawa Krajewskiego, zwanym dalej "Zleceniobiorcg”
o tresci nastepujace;:
§1

1. Zleceniodawca zleca, a Zleceniobiorca zobowigzuje si¢ do realizaciji programu kursu dla

nauczycieli ostatnich klas szkoly Srednie;j.
2. Zadania Zleceniobiorcy obejmuijg:

a) przeszkolenie od 20 do 25 o0s6b bezrobotnych, wytypowanych przez Kuratorium
Oswiaty i Wychowania zgodnie z programem zawartym w zat. nr 1 stanowigcym
integralna czg$€ umowy,

b) dostarczenie uczestnikom kursu materialéw szkoleniowych

§2
Zieceniobiorca wykonywa¢ bedzie swoje zadania w zakresie szkolenia w dniach
od 5 lutego do 25 kwietnia 1993 roku w Centrum Ksztatcenia Ustawicznego w Poznaniu
zgodnie z harmonogramem zajgé, stanowigcym zal. nr 2 do umowy.

§3

1. Zleceniodawca zobowiazuje si¢ zaplaci¢ Zleceniobiorcy laczne wynagrodzenie w kwocie
70. 000. 000 2t ( stownie: siedemdziesigtmilionéwzlotych) platne z konta Funduszu Pracy
w terminie 14 dni od wykonania poszczeg6lnych etapéw umowy.

2. Zleceniodawca zobowigzuje si¢ wyplaci¢ Zleceniobiorcy zaliczke w wysokosci
50% uzgodnionej kwoty w ciagu 3 dni od daty zawarcia umowy.
3. Wynagrodzenie platne jest przelewem z konta Zleceniodawcy nr 633047-3506—189-23



NBP O/O Poznafi na rachunek Zleceniobiorcy w WBK T11 O/Poznaf nr
356211-22914-132-3.

§4
Umowa zostaje zawarta na czas od dnia 11 stycznia 1993 r. do dnia 30 kwietnia 1993 r.

§5
1. Zleceniobiorca nie moze powierzy¢ wykonania swych zadaf innej osobie bez zgody
Zleceniodawcy wyrazonej na pismie.
2. W razie naruszenia postanowied ust. 1 Zleceniodawca mo2e odstapi¢ od umowy ze
skutkiem natychmiastowym.
3. Zleceniobiorca w przypadku zwioki w wykonaniu umowy zobowigzany jest zapiaci¢
Zleceniodawcy 0.2% warosci umowy za kazdy dzief zwloki.

§6
Zmiany umowy wymagaja formy pisemnej pod rygorem niewaZnosci.

§7
W sprawach nieuregulowanych umowgq maja zastosowanie przepisy kodeksu cywilnego.

§8
Spory wynikie na tle niniejszej umowy rozstrzygane b¢dg przez rzeczowo wlasciwy sad

rejonowy w Poznaniu.

§9
Umowa spisana zostala w dwéch jednobrzmiacych egzemplarzach po jedne;j dla kazdej ze
stron.
Dyreffiér Instgtntu

; Kierowvnik
dr a;zu!aw Kroi%\nkl Wojewoweg?\)rzidu Pracy
.............................................. O LY/ .

L mgr inz Piotr Kolodziejczyk
Zleceniobiorca Zleceniodawca

Palske - Amerykaski tnstywt :2edsizororeacel WOJEWODZK! URZAD PRACY

spoosar: US Ageacy for Internatiosal Cevelopmant w Poznaniu

1. PowstoAcéw Wikp. 16, tel./ al. Niepodieglosci 16/18
e ;5_“;9',;:;:;543521 (1) 61-713 POZNAN

W
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PLAN KURSOW I SZKOLEN
organizowanych przez

POLSKO-AMERYKANSKI INSTYTUT PRZEDSIEBIORCZOSCI

N

Szkolenia dla banku PKO: Kredytowame

10.07.1992

podmiotéw gospodarczych”
2 Szkolenia dla banku PKO:"Ewidencja 12.10.1992 8
$rodk6w trwatych”
3 Szkolenia dla Gospodarczego Banku 16.10.1992 8
Wielkopolski
4 Szkolenia dla Banku PKO:"Ewidencija 14.11.1992 8
Srodk6éw trwatych” - II edycja
5 Szkolenia dla przedsigbiorcéw:"Jak 26.11.1992 8
efektywnie inwestowa¢ we wlasnej firmie?”
6 Warsziaty szkoleniowe:"Jak skutecznie  12.12 - 21.§3.1993 130
kierowa¢ wlasng firmg w warunkach
konkurencji”
7 Seminarium bankowe:"Jak przygotowac 11-14.01.1993 30
biznes plan”
8 Warsztaty szkoleniowe:"Jak skutecznie |30.01.- 11.04.1993 130
kierowa¢ wlasna firma w warunkach
konkurenc;ji”
9 Przygotowanie rezerwy kadrowe;j dla luty-maj 1993 150
Ministerstwa Przeksztalceft
WlasnoSciowych
10 | Seminarium bankowe:"Jak przygotowa¢ 1.02-5.02.1993 30
biznes plan”
11 |Przeksztalcenia wlasnosciowe w Spéidzielni] 1 lutego 1993 40
Mieszkaniowe;j 31 marca 1993
12 Jak skutecznie handlowac 4.01.1993 40
8.01.1993
13 Kurs obstugi celnej matych firm 11.01.1993 20
15.01.1993
14 Strategie podatkowe w gospodarce 1.03.1993 30
rynkowe;j 5.03.1993
15 | Seminarium bankowe:"Jak przygotowal 5.04.1993 30
biznes plan” 8.04.1993
16 Jak skutecznie kierowa¢ wiasng firmg w 8.05.1993 130
warunkach konkurencji 11.07.1993
17 | Kurs dla przedsigbiorcéw:"Jak skutecznie 15.03.1993 16
inwestowaé we ‘wlasnej firmie” 16.03.1993 :




Kursy jezykowe: Business English
Wirtschaftsdeutch

styczefi 1993
czerwiec 1993

Szkolenia komputerowe

styczed 1993
luty 1993




Rzeszow

\>
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Coordinators entertain the head ofthe Voivodship
and the University Rector.

The Polish-American Cultural Center Director is also
one of the Institute's faculty.

‘l/‘
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Marketing Class in Rzeszow.




e ..»gmwm‘

(Y

P T i

P % ) “ ‘i.." g .‘ ) N
o W h
ﬁ b ‘“‘-“

€,

Grand Opening of Rzeszow Business Council
features visitors from the Ukraine.
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TOTAL HOURS FOR RZESZOW

— -

Year 1

Year 11

Quarter 1

Quarter 2

Quarter 3

I Course:

Training

Consulting

Training

Consulting

Consulting

Training

Training

Consulting

" Total Institute Program

10,200

560

600

40

" Entrepreneurship

690

30

60

690

20

&

II Marketing
I

Management

460

20

&

Finance

750

70

120

Strategic Planning

10

JHHEE

Export/Import

Faculty Training

1,320

240

Bankers/Government

120

I Media

“ Business Start-up

1,300

32

Students (Traditional-Finance)

Business Managers

Other (Describe on back)

Other ((Describe on back)

Students (Traditional-Management)

Total

R

12,940

872




Worksheet for Quantitative Data - AID Projects: Central and Eastern Europe

Institulion: Rzeszow Sm. Bus. Institute

-

Quarter:. | an-}M 1993 Contact Person Regarding  Krzysztof Kaszuba
) this Report
Project
Component
TOTAL PROJECTED STUDENT CONTACT HOURS THIS QUARTER: 4.342
MANAGMENT ECONOMICS EDUCATION VIA
, CONSULTATION OTHER LOCATION
EDUCATION EDUCATION MEDIA SOURCES
STUDENT CONTACT
HOURS
Actual Actual Actual Aclual Actual
Project Sustainabilily (Training
Faculty/Traincrs)
Students (Traditional) 1,100 Rzeszow - IMCS
Government Officials 10 Rzeszow
Busincss Community/ 2,912 300 Rzeszow - Sanok
Business Managers
Journalists - Mcdia 20 Rzeszow
Other Groups/Individuals
Other Groups/Individuals
Other Groups/Individuals !
COMMENTS:

/
¥

\




FPOLSKO - Amicrey KANSIKD NS I Y oLt
PRV DT RIZLOROGICSOSIOT
I2Cor .1 £330 T—aAMEIRI1ICAN

SMAT.L. BUISSAINESSS ANSTITUTE

35-030 Rzeszow, ul.Zygmintowska 2a, tel. (D 17)394-17
fax: (0 17)394-17
PKO BP/I ODDZ. w Rzeszowie, konto nr 69515-31453-132

L

Rzes26 -01~
FUNDACJA GOSPODARCZA W, 1992-01~30

NSZZ "SOLIDARNOSC!
GDANSK
M, BALKOWSKA

Activity undertook by ocoerdinalurs of “Small Business" in Rzeszéw

January 1 - 31, 1993,

l. Organization of ending the course for entreprcneurs on
8.01.1993.
2. Partgipating in meetinge with entrepreneurs hired by Institute.
3. Preparing certificates for pAarticipante of tho course.
4. Preparing course programs and plans for the Institute
on 1.01-30.06.1993 r.
5. Working out a strategic plan ¢f the Tnrtitute.
€. Preparing teaching materials on management and export-import.
7. Meeting with Mr. L.Koltai and Evaluators Team in warsaw,

12.01.1993.

[ 4
8. Preparing the report on visit of the Evaluators Team in

the Institute.
9. Preparing profiles of entrepreneure of the new course.
10. Organization and partcipating in opening of the new r~Anrse

for entrepreneurs on 15.01.1993.



11. Preparing and filling "Worksheets for Quantitative Data"

- IV quarter,
12. Meeting with participants of the last courses, members of

Association of Entrepreneurs SBI Century Club.

Lol

K.Kaszuba A.G6ral

A

\./



POLSKO-AMERYKANSKI INSTYTU"
PRZEDSIEBIORCZOSCI
POLISH-AMFERTCAN

SMALI. BUSINESS INSTIT
35-030 Rzeszé6w, ul.Zygmuntowska 2a, te'Ir (0 1H£ﬁ17

fax: (v 17 -
PKO BP/I ODDZ. w Rzeszowier, konte nr 695{5-313335133

FUNDACJA GOSPODARC2A w,1992-02-25

NSZZ "SOLIDARNOSC"
GDANSK
M. BALKOWSKA

Activity undertook by coordinators of "fSmall Business Institute"
in Rzeszow

February 1 - 27, 1993.

1. Managing of Small Business Institute activity.

2. Partcipating in meetings with teachers hired by Instituto.

3. Preparing teaching materials on management and export-impolt.

4. Viseiting the course.

5. Preparing course programs for salulite.

6. Preparinq the promotional campaign of the new course for
ontrepronours in Sanok, Tarnobrzeqg, Przenysl and Stalowa Wola

7. Meeting with local officials.

8. Meeting with rector of UMCS branch in Rzeszow and dean of
Economic Department UMCS.

9. Preparing an agreement with Economic Department UNCS.

10.Partcipating in creating Regional Business Council in Rzeszow

11.Preparing case study and video tape, firm Bocmen and Euromed.

D“?E JOR
, ED\
Krzysztof Kaszu.

\



POLSKO-—AMERYKANSIKT INSIYTUT
PRZEDSIEB&DRCZOéﬁT
C POLISH-AMERICAN

SMALYIL BUSINESS INSTITUTE

35-030 Rzes26w, ul.zygmuntowska 2a, tel.(0 17)328-59
fax:(0 17)328~59

PKO BP/I OpD2. w Rzeszowie, konto nr 69515-31453-132

Rzes2éw, 1993-03=2

PUNDACJA GOSPODARCEZA
N$2Z “SOLIDARNOSE!
CDANSK

M.BALKOWSKA

Activity undertook by courdinators of #"Small Business Institut

I
2.

.

in Rgesezdéw
March 1 - 31, 1993,

Managing of Small Business Institute activity.,
participating in meetings with teachers hired by Institute.

Freparing thue flnal verslou uf manayement moterials.

Preparing teaching materials on aexport-import.

. Preparing Institute promotional compaign in Sanok and ﬁizomyl

Orgenization of inaugural meeting of Regional Business Coun

in Rzeszdéw.

signing an agreement of cooperation between the Institute a

Fannamia Nnpartannt af INCS hrannh in BresrAW

. Praparing case study and £ilms,

Arranging Dr Cathy Ashmore from Ohioc State University and

Alicja Unterschuetz from Gdansk Solidarity stay in Rzeszéw

on March 4-6, 1993.

QYREKTOM
\F



POLSKO—AMERYKANSKI INSTYTUT
PRZEDSIEBIORCZOSCY
POLISH-AMERICAN
SMALI, BUSINESS INSTITUTE

35=-Q30 Rzeszéw, ul.fygmuntowska 2a, tel.(0 17)394-17

fax:(0 17)394~-17

PKO BP/I ODDZ. w Rzeszowie, konto nr 69515-3145%3-132

DR CATHY ASHMORE VISIT
IN RZESZOW.

MARCH, 4 (Thursday)

9.1%5 am

11000 am-1030 pm

1.30 pm~3.00 pm
3.00 pm-4.30 pm

AGENDA

Arrival in Rzeszéw. Pick by Adam® car at
the airport to Budimex Hotel.

Meeting with coordinators of
Entrepreneurship Institute.

Lunch-Dom Polonii (Polonia House)

Meeting with Dean of Economic Department,

Maria Curie-Sklodowska University

6.00 pm-8.30 pm Grand opening of Regional Businese Council,

9.00 pm"

new structure created by Polish-American
Entrepreneurship Institute and Association
of Entrepreneurs SBI Century Club

Dinner



MARCH, 5 (Friday)

8.00 am=9.00 am Breakfast

9.3'0 am-11.00 am EUROMED Ltd.Co. Meeting with entrepreneurs,
participants of courses orqaniied by
Entrepreneurship Institute in Rzes2éw

11.00 am-1.00 pm Meeting with director of Rzeszéw Voivodship
Bureau

1.00 pm~3.00 pm Lunch-Polonia House

4.00 pn-7.00 pm Participating in marketing course.
Product and canal of distribution, prices
in marketing - teachers: Zofia Borozyk,
Barbara Sierko, Henryk Olejarz

7.00 pm=9.00 pm Dinner, hosted by Ewa, Adan and Agata

MARCH, 6 (Saturday)

8.00 am-8.30 am Breakfast

9.00 am-~ Departure to Warsaw.


http:am-21.00

POLSKO—AMITIRYKANSIKI INSTY'TU'L
PRZEDSIEBIORCZOSCXE
POILITSH—AMERICAN

SMALY. BUSINESS INSTITUTE

35-030 Rzeszéw, ul.Zygmuntowska 2a, tel.(0 17)394-17

fax:(0 17)394-17
PKO BP/1 ODDZ. w Rzeszowie, konto nr 69515-31453-132

PLANS FOR JANUARY-—-JUNE 1993 .

small Business Institute in Rzeszow will organize following courses

for entrepreneurs:

1. 130 hours course for entrepreneurs from January, 15 till

aApril, 9 for 22 persons.

2. 130 hours course for entrepreneurs from April, 23 till June, 26

for 20 persons.

3. 30 hours course on export-import from May, 7 till May, 29

for 20 persons.

N


http:Sl4AI,.31

POLSKO—Ar1! """ VILANSKL I NSV 'L’
PRZEDSIEBIORCZOSCTI

POLISH—AMERICAN

sMaALYL. BUSINESS INSTITUTE

35-030 Rzesz6w, ul.Zygmuntowska 2a, tel.(0 17)394-17

fax:(0 17)394-17
PKO BP/I ODDZ. w Rzeszowie, konto nr 69515-31453-132

PLANS FOR JANUARY—JUNE 1993 .

small Business Institute in Rzeszow will organize following courses

for entrepreneurs:

1. 130 hours course for entrepreneurs from January, 15 till
april, 9 for 22 persons.

2. 130 hours course for entrepreneurs from April, 23 till June, 26
for 20 persoﬁs.

3. 30 hours course on export-import from May, 7 till May, 29

for 20 persons.
4. 130 hours course for entrepreneurs in Tarnobrzeg from March, 19
'June, 5 for 15 persons.
5. 30 hours course on finance in sanok from April, 16 till May, 15

for 15 persons.



RZESZOW

TO BE SENT UNDER SEPARATE COVER:

- PROFILES

- EVALUATION FORMS



POLSKO—AMERYKANSKI INSTYTUT
PRZEDSIEBIORCZOSCI
POLISH—-AMERICAN
SMALL BUSINESS INSTITUTE
35-Q030 Rzeszéw, ul.Zygmuntowska 2a, tel.(0 17)394-~17

fax: (0 17)394-17
PKO BP/I ODDZ. w Rzeszowie, konto nr 69515-31453-132

MARKETING

Material dydaktyczny

Opracowal:

dr Henryk Olejarz



Polsko -~ Amerykanski Instytut Przedsiebiorczosci w Rzeszowie

1 DEFINICJA MARKETINGU ........ccervmcncennancrerecocnsoccccons 3
2. OKRESLENIE MISJI-CELU FIRMY .......ccccuieccrnmcoeccrccrcccne 3
3. BADANIE OTOCZENIA FIRMY ........ccccerevensnscnsrccrsccccnonn 4
3.1. Makro—OlLOCZONi® ........ccccteecansnsosnsoonsanccoveccecns S
3.2. Zakres analizy otoczenia ...........c 0 ]
3.3. Prowadzenie analizy otoczenia .........ccecvvcvccccncorce 7
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1. DEFINICJA MARKETINGU

American Marketing Association definiuje marketing
nastepujaco:

“marketing Jest procesem planowania 1 wprowadzania w 2ycie

tworzenia, wyceniania, promsowania, dystrybucjl pomysidw, ddébr 4
usiug w celu stwarzania transakcji, ktére zaspokajaja cele
kupujacych i cele organizacji®

Marketing obejmuje wszystkie elementy przedsiebiorstwa {1 .

wszystkie jego dziaiania, tak aby dziatanie catej firmy byto
skoncentrowane na osiagnieciu wytyczonego celu rynkowego. o
sukcesie firmy decyduja wszyscy Ppracownicy, a nie tylko dziai
marketigu. '

Przyjecie przez firme marketingowej orientacji w dziaianiu
na rynku wymaga realizacji nastepujacych zadan:
1. Okre<lernia lub rewizji -1sj1-c01b firmy.
2. Badanie otoczenia dla okreflenia czynnikéw wpiywajacych na

realizacje celu firmy.

3. Analiza rynkowych mozliwosci rq,lizacjl celu firmy.
4. VWybdér rynku docelowego.
S. Okreflenie celéw marketingu.
6. Zbudowanie marketingowego Iﬂx programu
7. Wprowadzanie programu w 2zycie i kontrola.

2. OKRESLENIE MISJI - CELU

Misja celu jest fundamentalnym okresleniem cech firmy.
Powinna ona ustalié:
1. Populacje nabywcdw ktérzy sa przez firme obsiugiwani. Polega
to na syntetycznym okresleniu cech tych nabywcdw.
2. Produkty lub (i) usiugi dostarczane nabywcom Ccechy uzytkowe,
jakodd, asortyment).
3. Geograficzny obszar dziatania firmy.

4. Charakterystyczna ideg funkcjonowania firmy.
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Misja—celu Jest nsajogélniej przedstaviona kancepcja -
dzistania firmy. Jej ogdlnodé pozwala prezentowadé Ja wsrystkim
pracownikom firmy, aby nastgpnie wymagaé od nich dziataf sgodnych
z przyjeta misja celu. Dzialanie wszystkich pracwnikév powinno
sprzyjaé¢ uypowszechnianiu maisji-celu.

Wszystkie dzialania  marketingowe powinny eprzyjal
upowszechnianiu { podtr:y-yvnniu ‘dbiegu informacji ‘© d.Ji-eolu
firmy na rynku.

3. BADANIE OTOCZEMIA FIRNY

Celem dziatalnotci marketingowej Jest doprowadzerle do
transakcji, ktére satysfakcjonuja zardwno sprzedajacego, Jjak §
kupujacych. Przy czym rola kupujacego Jjest “bierna® - polega ona
na wyborze sposréd konkurencyjnych propozycji teJ,. ktéra Jego
zdaniem jest najlepsza. Zatem “obowi azek"” rozpoznania potrzedb
nabywcéw i uwarunkowah zwiazanych z ich zaspokojeniem spoczywa
na producencie lub handlowcu. Dlatego kazda firma w wiekszym lub
mniejszym zaresie powinna 1ntog~osovaé sie ograniczeniami {

szansami, jakie dla nieJ vyplyvajg. z otoczenia.

Dobrze zarzadzana firma powinna by¢ firma proaktywna. ktéra
patrzy w przysziosc i antycypujac zmiany planuje swoje dziatania
z my¢la o tych zmianach. Proaktywny menadier dostrzega szanse
firmy w przysziogci 4§ ustawia firmg tak, aby wmogia z nich
shorzystad. Proaktywny menadier potrafi te2 rozpoznawacé
zagrozenia dla firmy,ktéra kieruje i z odpowiednim wyprzedzeniem
podejmuje dzialtania, ktére zapobiegaja negatywnym skutkom tych
zagrozeh lub przynajmnie] minimalizuja te skutki.

Reaktywne zarzadzanie polega na dostosowywaniu sie do
biezacych zmian w popycie. Najpierw zjawisko zachodzi péznieJ
reakcja. Reakcja w tym trybie Jjest zawsze spdiniona, dlatego
reaktywna firmu cierpi mocno z powodu zagrozafh § nie wykorzystuje

dostatecznie szans, pitynacych z otoczenia.
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3. 1. Makro-otoczenie

Makro-otoczenie Jjest to ta czedé otoczenia, ktéra w
jednakowym stopniu oddziaiuje na wszystkie firmy, aczkolwiek
réine firmy moga w rotnym ith i w ré2ny sposdb reagowad¢ na
czynniki makro-otoczenia. Makro-otoczenie skiada i:l.q 2 czterch
obszardéw zmiennych:

- obszar _zmian_technologicznych, ktéry firma powinna fledzié
i w miare mozliwodci wykorzystywacd, .pon.lowat zmiany te:
" kreuja nowe sposoby dziatania Cinformatyka,
automatykad,

# kreuja nowe materialy.

» kreuja nowe technologie.

zmi any w nastepujacych dziedzinach:
# polityka gospodarcza rzadu,
% ustawy regulujace rézne dziedziny gospodarki ,
% ustawy regulujace obowiqzk.'} podatkowe,
% przepisy sanitarne itp.

ogéi przebiegaja dofé wolno, lecz niekiedy moga by¢
zaskakujace, sa to zmiany nastepujacego typu:

» zmiany modelu rodziny,

» zmiany sposobu Zywienia,

% zmiany gsposobu odpoczywania itp.

- obszar _zmian_ekonomicznych, wérdd ktérych wymienic
» stope procentowa,
% poziom dochodéw danej spoiecznosci,
# stope podatkowa,
» dostepno$d¢ kapitaiu itp.
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3. 2. 2akres analizy otoczenia firmy

Makro-otoczenie stanowi ogélne warunki dziatania firmy.
W otoczeniu kazde) firmy. wystepuja zjdwiska, ktére dardzo gécitdle
sa zwiazane z przedmiotem dziaitania i = obszarem, ha ktéryn dziaka
dana firma.

Przebieg tych zjawisk mote by¢ korzystny lub nieékorzystny
v aspokcio realizacji marketingowych c.lé;v danej firmy. Badanie
tych zjawisk i szczegéiowa analiza . kierunku -zmian w obrebie
poszczegdédlnych zjawisk pow:l.nfn obja® nastepujace zagadnienia:

udzieleniu precyzyjnych odpowi edzi na nastepujace
pytania:

charakterystyke danej bruitz. __ktéra polega na

% Czy popyt wzrasta, nlo.Jo. czy stabilizuje sie”?

% Jakie miejsce zajmuje produkt Cusiugid firmy wobec
produktéw Cusiugd konkurencyjnych?

% Jaka jest podaz w branzy?

# Kim sa konkurenci { jakie so ich o2l iwodci?

w tym przypadku nalezy ustalié:

% Jak roziozony jest popyt na obszarze handlowym firmy?

% Jakie wystepuja przesuniecia konkurencji na naszym
obszarze dziatania?

% Czy niezbedna jest restrukturyzacja naszego obszarw
handl owego?

# Jakie s$a przesuniecia v zakresie upodoban i
preferencji wiréd klientdw firmy na docelowym rynku?

charakterystyke dostawcdw, nalezy tlego dokonac przez

ustalenie:

% Jak wrazliwa jest nasza firma na zakidécenia dostaw?

% Jak mocno zalety nasza firma od pojedynczych

odbiorcéw?
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% Jaka jest sytuacja gopodarcza najwiekszych odbiorcéw?

- chagglgt.ry:tyg!_tt_-ggﬂ i kosztow kapitaiu, w tym przypadku
nalezy w szczegdélnodci rozstrzygnad:
% Jakie sa dostepne dla firmy #rédia kapitaiu?
% Jakie sa koszty uzyskania kai:.ttalu z poszczegdlnych
2Zrdédei ?

niejszych czetci analizy otoczenia, powinna ona
ustalié:
# Jaka jest liczba konkurentdw na cbszarze handl owym
firmy?
% Jaka pozycje rynkowa zajmuja konkurenci?
% Jakie x£a silne i siabe strony konkurentdw?
# Jakie strategie zamierzaja stosowad konkurenci?

3. 3. Prowadzenie analizy otoczenia

Profil zagrozen i moz2liwotci otoczenia umozliwia

identyfikacje istotnych mozliwofci i zagrozef.

Zagrozenie jest to czynnik, f‘téry mote limitowad, ograniczad
lul; hamowad firme w osiaganiu jej celdw.

Mozliwoéd (szansad) jest to kazdy czynnik, ktéry daje
Sposobno$é zbliienia sie do celdw firmy lub pozwala szybcie te
cele osiagnac.

Prowadzac analize otoczenia nalezy zdecydowad w
nastepujacych kwestiach:

% Jakie czynniki z otoczenia beda brane pod uwage?

% Jaka metoda lub jakie metody beda wykorzystane w analizie?

% Z jakich 2rddei informacji korzystaé?

Mata firma nie moze pozwolié sobie na <ledzenie wielkiej
liczby czynnikéw otoczenia , powinna ona koncom.row;é uwage tylko
na tych czynnikach otoczenia, ktére maja szczegdlne znaczenie dla
firmy. Zestaw analizowanych czynnikdéw otoczenia zalezy mocno od
przedmiotu dziatalnodéci firmy, od jej wielkof¢ci, od obszaru

dziatania.


http:odbiorc.6w
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Do ustalenia zbioru analizowanych czynnikéw otoczenia moina
na przykiad zastosowad:

- podejscie historyczne,
- burze mdzgdw.

Podejfcie historyczne polega ha starannym zbadaniu
przesziofci, badanie to powinno  pozwolié wstalid, " ktére
zewnetrzne czynniki w przesziogci wywieraly najbardziej znaczacy
wpiyw na realizacje celéw firmy. Podejgicie to jest wartodciowe.
Nalezy by¢ jednak ostrotnym, gdyz znaczenie niektérych czynnikéw
moze znaczaco zmienié sige w warunkach szybkich zmian otoczenia.

Metody stosowane w dutej mierze =zalezia od tego, Jakie
czynniki otoczenia zostana wybrane do analizy. Maie firmy, na
ogdi, nie korzystaja z wyrafinowanych metod.

Warto 2zwrécié¢ uwage na uzytecznosd niesformalizowanych
sposobéw analizy otoczenia, mozna tutaj wymienid:

- wymiana pogladdéw w kregu ludzi zajmujacych sie dziedzina
dziatalnodci firmy,

- rozmowy w klubach biznesowych,

- rozmowy z politykami {itp..
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4. ANALIZA MOZLIWOSCI RYNKOWYCH

Analiza rynku Jest szczegélnie waina czedcia badania
otoczenia przez firme, poniewaz rozpoznanie rynku jest niezbednym
warunkiem sukcesu handlowego firmy.

Na rynku nastepuje ciagia konfrontacja podaty Coferty sprzedatyd
i pPopytu Ccheci kupna popartoj zasobami finansowymid.
Przedsigebiorstwo dzialajace na rynku bada. sechanizmy kreujace
popyt w celu maksymalizacji sprzedazy swoich produktéw, przy czym
cel ten realizuje dwoma sposobanmi.

Po pierwsze przez dostosowanie swojej produkcji do rozpoznanych
potrzeb objawianych na rynku.

Po drugie, po rozpoznaniu mrchanizméw kreujacych popyt,
przedsiebiorstwo moze, w wyni ku planowej dziatalnofci
marketingowej, wywoiad popyt na swoje produkty '

W pierwszym i drugim przypadku niezbedne sa informacje uzyskane w
drodze analizy rynku, ktére obejmuja nastepujace grupy zmi ennych:

- struktura potrzeb,

- czynniki ksztattujace potrzeby,

- czynniki ksztaittujace popyt,

- decyz je kupna.

4.1. Potrzeby i preferencje konsumentéw

Z marketingowego punktu widzenia warto zwrdcié¢ uwage na to,
i2z potrzeby ksztattuja sie w wyniku:
v - bioclogicznych wymogdéw ciata ludzkiege,
- duchowych wiasnodci cziowieka,

- okolicznodci spotecznego wspdizycia.

W procesie zakupu ludzie kieruja sie wieloma réznorodnymi
motywami, niektdre z nich sa nastgpujace:

- zaspokojenie potrzeb zmysiowych,

- naéladbwanio innych,

- prefercwanie'bkreslonegb stylu,

-9 - \/\'7
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- zysk,

- porecznosdé,

- wygoda,

- obawa,

- duma,

- ciekawotd,

- przyjemnosc,

-~ z2dobycie przewagi,
- oszczedzanie.

Na rynkach, na ktérych kupujacymi sa przedsigbiorstwa
waznymi motywami zakupow Sa:

- niezawodnosd¢, )

- upusty przy duzych zaméwieniach,

- cena i jakos¢,

- stosunki z aktualnymi sprzedawcami ,

- realizacja zaméwieh dostosowanych do indywidualnych

potrzeb,

- wytaczno$d rynkowa,

- terminy dostaw,

- gwarancje,

- bezpieczefistwo zaopatzreniowca (dlatego kupuja sprawdzona

markeD.

Proces ksztaitowania sie potrzeb, prowadzacych do kupna
towaru posiada cechy wspdlne, ale i posiada cechy réznicujace,
zalezne od rodzaju kupowanego dobra. Dlatego naley vé&znicowad
dziatalnoéd marketingowa i formy promocji towardw, uwzgledniajac
rodza) potrzeb Jjakie zaspokajaja & klase Jakosci Jaka
reprezentuja, biorac pod uwage proces ksztaltowania sie potrzeb.

Generalnie potrzeby dzieli sie na potrzeby o podstawowym
2naczeniu (Cpotrzely pierwszego rzedud) 1 potrzeby drugiego
Cdalszego) rzedu. Ten podziat ma ‘istotne 2znaczenie, bowiem
potrzeby pierwszego rzedu maja znaczenie priorytetowe dla kazdego

czowieka - ich zaspoko_jem.o chroni tycxo cziowieka

Potrzeby pierwszego rzedu sq ‘zaspoka_;ano przoz nabycie

- 10 -
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2ywnotci, odziezy, obuwia, a . takie przez .nabycie lub Ci)
utrzymanie mieszkania i podstm;ro;ngo-: \;ypocatonla miexzkania.

Potrzeby drugiego rzedu sa zssparne,=n® PO zaspokojeniu
potrzeb pierwszego rzedu, a warunkiem 4ich zupol:ojo_nia Jest
odpowi #dni wzrost dochodéw. - -

Dobra ktére =zaspokajaja potrzeby drugiego rzedu moZna
najogélniej podzieli¢ na dwie grupy

- dobra powszechnej konsumpcji,

- dobra wzglednie luksusowe.

Lista débr powszechnej konsumpcji rozszerza sie wraz ze
wzrostem przecietnego poziomu dochoddw W spoteczefistwie. Na
przykiad samochdd w niektdérych spoteczefistwach jest dobrem
powszechnej konsumpcji, a w innych jest dobrem 1uksusowym.

Dobra zaspokajajace potrzeby o réinym stopniu pilnofci moga
charakteryzowaé sie poziomem jakofci:

- niskim,

- standardowym,

- luksusowym.

Zywnosé zaspokaja potrzebe pierwszej pilnogci, ale mozna™
kupowad¢ “kawior lub kaszanke"”, to zaleiy przede wszystkim o«
poziomu dochoddw. Dlatego nawet w zbiorze sklepédw spoiywczych
wystepuja sklepy, ktdore koncentruja swoja dziaitalnosc na towarach
o danej klasie jakodci.

UWAGI PRAKTYCZNE:

1. Ustal jaki typ potrzeb jest zaspokajany przez produkty, towary
lub usiugi, ktdre dostarcza twoja firma.

2. Ustal motywy Jjakimi kieruja sie przede wszystkim nabywcy
wytwordéw twojej firmy.

3. Ustal w jakiej grupie Jakodéci znajduja sie produkty Custugid

twojej firmy.

4.2. Fkonomiczne czynniki ksztaitujace popyt

Ekonomicznymi czynnikami © ppdstawowym znaczeniu dla popytu
sa: cena nabywanego towaru i dochody nabywcdéw.

-11_
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Juz w XIX wieku Ernest Engel sformuiowai prawo, gioszace iz w
miare wzrostu. dochoddw wudzial wytatkéw na tywnodd maleje,
natomiast wydatki na pozostaie towary i ‘usiugi rosna
proporconalnie do wzrostu dochoddw lub nawet szybciej.

Zaleznodci te wyraza wskaznik dochodowej elastycznodci popytu

Ce )D.
d przyrost popytu przyrost dochodu
e, = s

d ‘popyt dochdd

Na rys. 1 pokazano uproszczony schemat zmian wskaznika
dochodowej elastycznofci popytu. Wraz ze wzrostem dochoddw
realnych konsument przechodzi do zaspokojenia potrzeb na coraz
wyzszym poziomie, jednoczefnie wskaznik elastycznofci dochodowej
roé¢nie od ujemnego dla niektérych towardw do od> 1 dla dla débr
luksusowych.

Elastycznos¢ dochodowa popytu ujemna wykazuja, W pewnym
przedziale dochodowym dobra typu: ziemniaki, przetwory zboZowe,
mieso i wedliny najgorszej jakosci itp. Oznacza to, i2 wzrostowi

dochodu odpowi ada spadek popytu na te dobra.

Q dochéd,
.dobra ., dobra . dobra
.ni%szego . powszechnej . luksusowe :
rzedu konsumpec ji

Rys. 1. Wskaznik elastycznosci dochodowej popytu

_12—
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¥ kazdym spoleczefistwie © ustabilizowanym systemie gospo-
darowania wystepuje rozpietodé dochodowa konsumentdw, ktéra
wykazuje pewna stabilnofé. Nie moina tego obecnie powviedziec o
rozkiadrie dochoddw ludnodci w Polsce, ze wzgledu na burzliwe
przemiany strukturalne w cniyn systenie gospodarczym. Jednakze i
w tym przypadku obowiazuje pirawo regulujace .dochodo;n.roakcjo
popytu

Realne piaca przecietna w Polsce w roku ioéa stanowi 72,08%
ptacy realnej z roku 1989, co iatwo obliczy¢ na podstawvie danych
z tab. 1.

Tab.1. Wskazniki dynamiki prsecietne) placy realne) w Polsce
Crok poprzedni = 100D

Lata 1986 1987 1988 1989 1990 1991 1082

Wskazniki 102,6 06,8 114,.4 109,0 75,6 100,8 85,3
dynamiki

® pilerwsze péirocze 1992r. w stosunku do pierwszego péirocza 10Q1.

2rodTo: Biuletyn Statystycsny, GUS.

Drugim czynnikiem wpitywajacym bezpodrednio na popyt sa ceny
towardw. O wpiywie cen na popyt informuja wskazniki cenowaj

elastycznosci popytu. Sa cne okreslone nastepujaco:

przyrost popytu towaru®“i®” przyrost ceny towaru®i®
e = :
< popyt na towar®i*® cena towaru®”i"
przyrost popytu towaru *“j* przyrost ceny towaru “i*"
e = :
cm pepyt na towar “j§* cena towaru *“i”

Rozrdéznia sie elatycznodé popytu danego dobra na zmiany ceny
tego dobra Cec) i elastycznoéé mieszanay’ c'cn?’ ktéra wyraza

reakc je popytu na dobro “j* jako efekt zmian cen dobra “i

-13-

(H



Polsko - Amerykarniski Instytut Przedsiebiorczoéci w Rzeszowie

Zmiany cen wywoiuja generalnie dwa efekiy:
- efekt substytucyjny. gdyz zmiana ceny skiania nabywce do zmiany
swoich preferencji v'zakupach;
- efekt dochodowy, gdy? wzrost ceny wplywa na spadek dochodéw
realnych, a obnizka cen pcdn;ci Jdbchépy realne konsumentéw.
Efekty wynikajace ze zmiany cen i ze zmiany dochoddw w
Polsce w ostatnich latach przedstawia tab. 2.

Tad. 2. Struktura prsecietnych lﬁoctocgnych wydathdw w
prselicseniu na jedng osode w gospodarstwach pracowntcsych

Lata
Rodzaj wydatkdw
198S 1060 1900 1001
Zywnosdé 47,06 45,77 49,006 43,24
Napoje alkohoclowe 2,94 2,68 1,00 1,87
Wyroby tytoniowe 1,96 1,20 1,45 1,65
Odziez i obuwie 13,73 16,83 11,45 10,61 |
Urzadzenie i utrzymanie 10,78 10,61 0,40 10,32
mieszkania
Opait energia elektrycz. 1,06 1,71 3,33 5,50
. i cieplna
Higiena osobista i ochr. 2,94 2,88 3,37 4,29
zdrowia
Kultura, ofwiata, wycho- 9,80 10,07 10,01 11,02
wanie, sport, turystyka -
i wypoczynek
Transport i tacznos$d 5,88 8,22 6,19 7,50
Pozostate wydatki 2,95 2,14 3,04 4,00

Zrodlo: Biuletyn Statystycsny, GUS.

Dane zawarte w tab. 2 wydaja sie byé maio interesujace z
punktu widzenia analizy popytu, jednakze w polaczeniu Z
informacjami z tab. 1 pozwalaja oceni¢ zmiany w poziomie popytu.
Zatem dla wydatkdw na zywnoéé moina zaznaczyé co nastepuje:

* 45,77% to udzial wydatkdw na Zzywnoscé w roku 1989,
% 43,24% to udzial wydatkdw na 2ywnodé w roku 1991,

% 72,6% to procentowo wyrazony stosunek poziomu ptac realnych z
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roku 1981 do tych piac x roku 108 zaiéimy, 2e place realne
odzwierciedlaja w prxzyblizeniu dochodyd
Trzy wymienione wyZej daty pozwalaja ustalid pzybutony
stosunek popytu na fywnodé = roku 1001 do roku 1980, to Jost: ]
C43,24/45,77O%0,728 = 0,086(08,8% , czyli popyt na 2ywbnodc w
1961 roku byi o 31,4% niZszy od popytu w roku 19680D.
Postepujac tak jak dla zywotci ustalimy nastepujace
szacunkowe zmiany popytu rodzin pracowniczych ma pozostate grupy
towarowe Crok 1901 do roku 1980):

Napoje alkocholowe.......... e cceseceecseatececacacnanacaans s0,08%
Wyroby tytoniowe.......... e eeeee e eececeeneaas [ o2, 7%
Odzi@z i ODUWI®. ... ...ccrccetacccccnccsscnnsscsosanssncnaacnsss 45,8%
Urzadzenie i utrzymanie mieszkania................... e 70,6%
Opai energia elektryczna i cieplana...........cccccnennnee 233,5%
Higiena osobista i ochrona zdrowia............c.c....n .....118,2%
Kultura, oféwiata, wychow., sport, turystyka i wypoczynek. .. 70, 4%
Transport i 2acznodd. .. ... ...ttt ...87.,5%
Pozostate wydatki.........cccivieneeannnn Ceeeeeeeenea e 13S,7%

2.7, wszczone obliczenia pokazuja, ze najbardziej w rodzinach
procowniczych zmalai popyt na odziez i obuwie.

Aby ustalid globalne szany popytu nnalezy jeszcze
uwzgledni¢ rodziny pracowniczo- chiopskie i rodziny chiopskie.

UWAGI PRAKTYCZNE:

1. Analizuj zmiany w strukturze dochodowej ludnogci.

2. Ustal przynaleinoéé¢ do grupy dochodowej klientéw twojej firmy.

3. Ustal wrazliwoéé na zmiany dochodu i na zmiany cen popytu na
produkt twojej firmy.

4. Sled% kierunek zmian dochoddw i cen.

4.3. Socjologiczne, kulturowe i demograficzne czynniki
ksztattujace popyt.

Czynniki wynikajace ze wspdizycia spotecznego ludzi maja
istotny wpliyw na ksztattowanie sie popytu na \szystkié dobra, -
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od chleba do Jachtéw. 'Przy czym najmocniej oddziatywanie
tych czynnikéw ocbjawia si@ w grupie débr luksusowych, natomiast
najsiabiej w grupie débr podstawowych.

Dobra wzglednie luksusowe kupowane sa przez hkonsumentow,
ktérzy nie sa - mocno f.strytcyjnio' Tograniczeni limitami
wydatkdw, dlatego w przypadku takich klientéw bardzo czesto o
wyborze rodzaju iakupionogo dobra decyduja: ,

- natladownictwo o©8éb o podobnej lub wyiszej pozycji spoiecznej,
- efekt demonstracji Ccheé¢ pokazania sie@d,

- dostosowanie sie ' stylu konsumpc ji do zwycza jéw,
charakterystycznych dla danej grupy spoiecznej lub narodowej
Ckulturowejd, '

- moda.

Dziatanie czynnikéw demograficznych ma podioie naturalne,
socjologiczne i kulturowe. W zakresie demografi warto analizowad
nastepujace czynniki wpiywajace na popyt:

- liczba ludnosci,

- struktura wiekowa ludnosci,

-~ wahania sezonowe liczby zawieranych maiZefistw,

- wahania sezonowe liczby urodzefi,

- struktura zawcodowa ludﬁoscir

UWAGI PRAKTYCZNE:

1. Okreél liczebnosd populacji na twoim rynku.

2. Ustal liczbe potencjalnych nabywcédw do ktérych kierujesz swoje
produkty.

3. Zbadaj jakie czynniki socjologiczne i kulturowe wpliywaja na
popyt na twoje produkty.

4.4 Sezonowos¢ sprzedazy

Sprzedaz wielu towardw charakteryzuje sfe sezonowoscl a.
Sezonowoéd zjawisk ekonomicznych wynika z dziatania naslepujqcych
grup czynnikdéw:

- cyklicznych zmian warunkéw przyrodniczych, ktére wpiywajq-

na rytm gospodarci}ch dziataf Ez!owieka.'

-16 -
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S) przekonanie o siusznodci argumentéw wyréiniajacych dany towar,
6) sformuiowanie preferencji - przekonanie. fe dany towar Jest
lepszy od innych,

7> zamiar zakupu,

8) zakup,

0D ocena dokonanego zakupu,

100 lojalnoté lud dysonans pozakupowy.

ODCZUCIE POTRZEBY 1 OGOLNA WIEDZA O TOWARZE

Mo2liwofci dzia'ania w tym szakresie matej firmy sa
ograniczone, gdyz wiedza ogélna konsumentéw ksztaituje sie pod
wpiywem bardzo wielu ofrodkéw oddziatywania (dotwiadczenia domu
rodzinnego, lektury, szkola, telewizja, film 4(tp.D. Jednakile
pracownicy maiej firmy powinni by¢ fachowcami w swoich
dziedzinach i maja oni wpiyw na ksztaitowanie tej wiedzy.
Szczegdlne znaczenie maja wszyscy ci pracownicy, ktérzy stykaja

Si€@ 2 nabywcami.

SWIADOMOSC I1STNIENIA NA RYNKU MARK!

Popularno$¢ marki na rynku zdobywa si¢ wielolet..a czesto
praca promocyjna nha rynku. Prac,‘a ta Jest podejmowania, gdy2
zaobserwowano, 12 konsumenci w swoich decyzjach staraja sie
minimalizowad ryzyko przez preferowanie znanych i sprawdzonych
produktéw lub firm.

Ka2zda firma od poczatku Jjej istnienia 4 ciagle pracuje mna
swoja marke. Marka matej firmy najczefciej ksztaituje sie jako
skutek wysokiej jakogci obsiugi nabywcow.

POZNANIE TOWARU

Najczescie) poznanie towaru jest rozio2cne w czasie
i jest wielostopniowe. Na poczatu konsument posiada ogdélne
informacje o towarze, marce, modelu, producencie lub o sklepie.
Zrédia tych 1nformacj.1 sa réine: reklama, spostrzezenia wiasne,
informacje znajomych. Zasadnicze poznanie nastepuje najczesciej w
sklepie i to nie koniecznie podczas jednego pobytu.

Poznanie towaru w sklepie powinno odbywaéd sie przy udziale

sprzedawcy.
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Czesto sadzi sie., te dolra J-koté ° n&skio cony {4 reklama ¢o
czynniki zwigkszajace .pr:odaz Jat to poglqd -!uszny. ale
zupeinie pomi ja aktywnodé sprzedawcéw w procesie ksitaitowania
decyz ji o zakupie.

Sprzedawca motze zachecié skutecznie do podjecia decyzji
kupna, jefli bedzie chcial { Jotu bedzie umiai to =robic.

Obecnie wielu cprzodavcév w Polsce, to u niestety sprzedasc
przypadkowi , ktérzy nie  posiadaja niezbednej  wiedzy
towaroznawczej © towarach, ktére .priodajq. nie znaja technik
pracy z klientami, a czesto nawet nie maja odpowiedniej aparycji.

SFORMULOWANIE PREFERENCJI

Sformutowanie preferencji polega na uksztaittowaniu sie
przekonania, 2e dany towar jest lepszy od innego. VWartofciowanie
- “LEPSZY" -~ Jjest kategoria w czefci obiektywna., a w czefci
subiektywna. Towar mote by¢ na przykiad dla danego klienta
“lepszy"”, gdyz jest tafnszy, chociaz jest on obiektywnie gorszy od
drozszego. Dlatego nale2y w procesie promocji bardzo jasno
okreélid "obiektywna" klase towaru i stosownie do tej klasy dobracd
hasia reklamowe i sposdéb roklf\n{y.

Sformuiowanie preferencji nastquJo na podstawie przekonania
o siusznogci argumentéw na rzecz danego towaru. Reklama powinna
tworzyé korzystny wizerunek firmy i okreglonych z nazwy towardw
Zainteresowvanie klienta powinno by¢ wykorzystane przez
sprzedajacego, rola sprzedawcy jest decydujaca.

ZAXUP

Po uksztaitowaniu si@ preferencji konsumenta moze on podjaé
decyz=je © zakupie. Zakup nie musi nastapi¢ natychmiast po
uksztaitowaniu sie preferencji, w przypadku tzw. towvardéw
wybieralnych moze on nastapié¢ po kilku a nawet kilkunastu dniach,
dlatego wazna jest ciagiofé sprzedazy okreflonego asortymenty
towaréw w okredlonych punktach sprzedaly.
Nawet po podjeciu decyzji o zakupie klient moze zrezygnowad,
jedli napotka niespodziewane trudnoféci (na przykiad trudno jest
dostad odpowiedni transport do przewiezienia mebli lub sprzedawca
zami ast dokoficzy¢ obsiuge zajmuje sie zbyt diugo 1nny1n1.

- 10 -
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sprawvamid.
Nalezy mocno podkretlié, ge kilient, po podjeciu decyz)i
zakupu, oczekuje szybkiej 4 sprawnej obsiugi.

REAKCJE PO ZAKUPIE

Fo zakupie wystepuja reakcje, ktére moga przyczyni¢ do
wzrostu lub spadku popytu na produk"ty:'dnmj firmy. Zalezy to od
rzeczywistych waloréw nabytego dobra stwier:zanych w trakcie
konsumpcji oraz od zgodnoéci tych waloréw z cechami deklarowanymi
przez producenta lud sprzedajacego.

Nie naleiy deklarowad cech towaru, ktére nie znajduja
pokrycia w rzeczywistodci. Praktyka tego typu mote przyniefé co
najwvyvzej dorazne korzytci, nigdy nie przynosi korzytci
diugoterminowych. Wynika to z procesu uczenia sie *“na wiasnych
biedach” i z wymiany informacji miedzy nabywcami

LB

Schemat zakupu moie by¢ prosty lub ziozony. Prosty schemat
vystepuje w przypadku codziennych lub bardzo czestych zakupdw. Na
przykiad: “maz wraca do domu,’ a Zona stwierdza - nie mamy chleba,
ids do skepu i kup. Ma2 wychodzi do sklepu i wraca, komunikujac -
chieba nie byio - kupiiem buiki.

Zupeinie inaczej przebiega schemat zakupu na przykiad pralki,
dywanu, samochodu, a wiec tzw. ddbr wybieralnych.

UWAG] PPANTYCZNE

1. Ustal cechy charakterystyczne procesu zakupu produktdw twojej
firmy.

2. Dostosuj srodki promocji do typowego schematu zakupdw.



S. POZYCJA RYNKOWA I RYMEX DOCELOWY

5.1 Segmentacja rynku

Przedigbiorstwa przed przystapieniem do dziaiania musza
zidentyfikowad¢ swoje col; ry;\kow. nie mote to byé anoni mowy
rynek, ale wyrainie .konkrotyzounn. grupy nabywcéw. _ . .

Sogmntacj. rynku nie jfest podztdu dla lan-go podziatu,
lecz metoda okretlania sog-ntov rynku. ) ktére - - zapewnia
opiacalnoté dziatan -nrk.tingouych

W procesie segmentacji rynku kluczowe znnczoﬁi. maja

kryteria segmentacji.

Tadb. 3. Kryteria segmentac)i rynku

Charakterystyka
nabywcdw:
- geograficzna klimat, wielko$é miasta 1itd.
- demograficzna viek, pied, wivlko#é rodziny itd. |
- ekonomiczno-spot. dochéd, zawdd, wyksztaticenie
- psychologiczna osobowodé, styl 2ycia, klasa spoi.
1 ’ ’
Rearc je
nabvwcdw:
- motywac ja stata, specjalna
- oczekiwanie poziom obsiugi, Jjako$é, ekonomicznos
- uzytkovaqio i lokgx::_ﬁrquio,.ci.tkto“ l
- lojalnosé . Zadna, ¢rednia, wysoka, absolutna
- nastawienie i otuiJastyczno. pozytywne, obojetne,
{ negatywne wrogie

Samo u2ycie kryteridw segmentacji jest tylko'czescia procesu
segmentacji rynku. Innym waiym etapem tego procesu jest tzw.
prefilowanie, ktére ma na celu pogiebienie znajomosci informacji
© cechach réz2nicujacych segmenty 4 w ostatecznodci pozwoli
wytonié dcidle zréinicowane segmenty danego rynku.

!
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Tab. 4. Segmenty ~.a rynku pasty do sedbdw w USA

T

Ton opisu

Gigboko&t

Umieszczenie

Promodia

W tablicy 4 zamieszczamy przykiad profili segmentéw rynku
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pasty do zebdw. Przykiad ten nie tylko wyodrebnia segmenty tego
rynku, ale wskazuje  wmoiliwpdci °~ skutecznego . oddziaiywania
marketingowego. Uytecznofc -tak przeprowadzonej segmentacji Jest
bardzo duza.

UWAGI - PRAKTYCZNE : ,

1. W segmentacji rynku wykorzystaj wszystkie elementy aralizy
rynku. ,

2. Staraj sie opisaé cechy grupy nabywcdédw, ktérzy nabywaja Cbeda
nabywad twéj produkt.

3. Ustal Jjakie bodice najmocniej stymuluja =zakupy w wybranym

segmencie rynku.

5.2 Rynek docelowy (podstawowy)

Kazda firma powinna okreflid podstawowy dla swego dziatania
rynek. Obejmuje to odpowiedzi na nastepujace pytania:
* Kogo obsiugujemy 7
# Na jakim terytorium Cobszarzed ?

De wyboru rynku docelowego zmuszaja dwa zasadnicze
ograniczenia:

Po pio.rwsze Z analizy rynku wiadomo, 2¢ nabywcy nie sa w swych
decyz jach kupna jednorodni.

Po drugie mozliwodci firmy sa z reguiy oqraniczone i nie
moie ona sobie pozwolid na obsiuge wszystkich segmentédw rynku w
danej dziedzinie dziatalnos$di.

¥ konsekwencji rynek docelowy kreowany jest przez firme
przez stworzenie mozliwodci zakupdw dla tej czeéd segmentu rynku,
ktdra skionna jest kupowad produkty danej firmy.

Rozmiar rynku docelowego Jjest ograniczony potencjatem
finansowym Cprodukcyjnymd) firmy lub wiolkoéci@ popytu na produkty

firmy.

UWAGI PRAKTYCZNE:
1. Obsiuga rynku wymaga niezbednych nakiaddw, zatem kazda decyzja
© rozszerzaniu rynku musi by<¢ starannie zbadana pod wzgledem

- e - O\
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potencjalnej opitacalnodci.’

2. Okretlenie rynku docelowego powinno by¢ co pewien okres czasu
ponownie analizowane. gdyz zmieniaja sie gusty kupujacych,
zmienia siqe klimat gospodarczy., niektdre produkty § ustugl

zyskuja na znaczeniu, inne traca.

5.3 Przestrzenns natezenie sprzeday

Sprzedaz jest z reguly przestrzennie zréinicowana. Przestanki
nierdwnomiernotci natetenia sprzedaiy s\ wielorakie, niektére =
nich sa nastepujace:

- odlegioté i zwiazane z nia koszty transportu,

- uUlrwalone we wczeéniejszych okresach przyzwyczajenia nabywcéw,
- biedy w dzialtalnogfci promocyjneJ.,

- konkurencja innych firm,

- terytorialnie zré2nicowany poziom popytu.

Analiza przestrzennego natezenia sprzedazy pow.nna by<
cragle prowadzona w celu ustalenia odpowiedzi na nastepujace
pytania:

w lak zmienia sie nateienie sprzedazy i dl aczego?
« Taka jest.skutocznoté kampanii promocyjnych?

% ja) zmienia si@ nasz udziai w rynku i dlaczego?

LwAG] PRAKTYCZNE

1. letli twédj rynek Jjest obszerny terytorianie podziel go dla
przejrzystosci analizy na mniejsze jednostki.

2. Badaj nate?enie sprzedazy nie tylko w liczbach bezwzgl ednych -
oblicz na przykiad sprzedaz w przeliczeniu na Jjednego
meszkafhica - w ten sposéb ocenisz akceptacje twojego produktu.

3. wWykorzystuj wyniki analizy przestrzennego natezenia sprzedaly

do weryfikowania twojego okresélenia r ynku docel owego.
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5.4 Konkurenc ja

Firma prowadzaca analize dzialtalnofci konkurencji i wiasciwe
wykorzystujaca wyniki tej analizy =zawsze uzyskuje przevage
konkurencyjna. Ta przewaga przejawia sie przez realizacje wy2szej
stopy zysku lub rozszerzenie rynkéw zbytu.

Analiza dziatalno#ci konkurentéw sprowadza sie zasadniczo do
odpowiedzi na dwa pytania:

Jak konkurenci realizuja swoja dziaialnosc?

Co konkurenci zamierzaja robié¢ w przysziogci?
Odpowiedzied dokiadnie na te pytania Jest trudno. Konkurenci
ukrywaja zardno osiagniecia, jak i biedy, gdyz Jjedne i drugio-
moga, by¢ wykorzystane na ich niekorzyt¢d.

Firma produkcyjna powinna analizowaé dziatalnogé konkurencji
w nastepujacych dziedzinach dotyczacych konstrukcji 41 produkcji
wyrobdw w branzy w ktérej dziata:

- stosowane materiaiy w produkcji wyrobdw,

- maszyny do produkcji i technologia produkcji,

- moda i tendencje w konstrukcji wyrobdw.

Dobre rozwiazania konstrukcyje i produkcyjno pozwalaja dostosowad
produkty do potrzeb rymnku przy minimalnych kosztach.

Analiza konkurencji na rynku powinna doprowadzid do
sformuiowaﬂia odpowiedzi na nastepujace pytania:

# Jaka jest ilo¢d konkurentdw naszej firmy?
# Ktérzy konkurenci sa naszymi giéwnymi konkurentami?.
# Jak cceniany jest nasz produkt Cusiugad na tle konkurentéw?
% Jaka jest polityka cen konkurentdw?
# Jak konkurenci okresflaja finansowe warunki wspdipracy
z odbiorcami?
# Jakie formy kontaktéw z odbiorcami stosuja konkurenci?
® Jakie kanaty dystrybucji wykoriystujq konkurenci?

% Jakie {ormy promocji sa stosowane przez konkurentdéw?
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6. CELE MARKESINGU I PROGRAM MARKETIG-MIXU

Cele marketingu w_ swoim szczegéiowym Wwyrazie WUSZA
har moni zowac ze strategicznymi planami przecdsigebiorstwa.
Dlategeo cele marketingowe sa szczegSiowym rozwiniecienm ogélnych
colév.-‘rynkowych przedsigbiorstwa Cpatrz rys. 2.

Cele dziatalnofci marketingowej sa dcitle zwiazane z postawa
strategiczna, jaka na najbliiszy okres dziatania wybiera firma.
Generalnie mozna stwierdzié, i2 maie przedsiebiorstwa wybieraja
strategie spofrdéd nastepujacych:

- koncentracja na Jednym produkcie lub Jjednym segmencie

rynku,

- postawa niszy - odmiana strategii pojedynczego produktu,

- postawa ekspansywnego wzrostu Crozszerzanie dziatalnofci

lub rozszerzanie obszaru dziataniad,

- postawa rozwojowego wzrostu Cwprowadzanie zmodyfikowanych
Cnowychd produktow lub obe jmowani e nowych rynkéw
docelowychd,
postawa innowacji produk towych Cwprowadzenie zupeinie

or yginal nego produktud.

Niezaleznie od wybranej; przez przedsigebiorstwo postawy
strategicznej, w okresleniu strategii marketingowsj formuiuje sie
cele w u_je'ciu ilo¢ciowym, ktére naleiy w pewnym okresie czasu
z2realizowad. Cel te moga by¢ wyznaczone w postaci:

1. Wielkog¢ci sprzedazy Cna rynkach dotychczasowych 1lub nowych;
produk téw dot ychczasowych lub nowych).

2. Udzialu w rynku (na rynbkach dotychczasowych lub nowych).

3. 2Zyskownogci C(w postoci stopy zysku przed opodatkowanie -
dotyczy to dotychczasowych dziatan i dzialtahh nowychd.

Wielko¢¢ sprzedazy, udziat w rynku i zyskownosc jest w
znacznej nierze zdeterminowana dzialalnoécia przedsiebiorstwa w
obrebie tzw. marketingu-mixu.

Koficowym etapem procesu formuiowania strategii marketingowej
jest programowanie marketingu-mixu, ktdére bezpoérednio wiaze sie
2 okreéleniem przysziych dziatan marketingowych.
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Rys. 2. Pouwiqzantie programu marhketing-mixu = celami

strategicznymt przedsiebiorstwva

Kategorie marketingu-mixu okresla sie jako kombinacje
czterch zmiennych kontrolowanych przez przedsiebiorstwo w
dziataniu zmierzajacym do realizacji wybr anych cel 6w
strategicznych. Do kombinacji tej wszyscy marketingowcy zaiiczaja
cztery charekterystyczne dla marketingu instrumenty oddz.atywvania

na nabywce:
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- produkt,

dystrybucje.
- cene.,

- promocje.

Mozliwodci programowania marketingu-mixu uwarunkowane sSa
nastepujacymi czynnikami:

- za.sobami przedsigebiorstwa,

- jednorodnogcia produktu i jego wiasnodciami,
jednorodnotcia rynku i jego cechami,
etapem cyklu Zycia produktu,
strategia marketingowa konkurencji.
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7. PPODUKT
7.1 Struktura asortymentowa

Struktura asortymentowa et.rti Jest waina zardéwno dla firmy
produkcyjnej, Jak i handlowej, gdyz biedy w J.dxiym i drugim
przypadku prowadza do strat. Jednakie straty te sa z reguiy
dotkliwsze dla producentéw. Maie firmy czesto produkuja Jjeden
produkt i dlatego powinny niezwykle starannie aralizowad szanse
r ynkowe produktu.

Firmy o potecjale produkcyjnym pozwalajacym skuteczne
prowadziéd dziatalnoéd w zakresie produkcji kilku produktow
jednoczednie powinny tak komponowaé swoja strukture produkcji,
aby mogiy oferowad jednoczednie:

- produkty poweli schodzacych z rynku,

- produkty kreu)e gross §przodaiy Cdojne krowy),

- produkty modyfikowane dla utrzymania ich na rynku,
- produkty wprowadzane na rynek.

Zestawienie w ofercie produktéw, bedacych w rdzinej fazie
eks;pansji rynkowej $wiadczy o przemydlanej polityce produkcyjnej,
dostosowywaﬁej w czasie do zmeniajacych sie tendencji w popycie.

Deklarowany w ofercie asortyment powinien by< natychmiast
dostepny dla zainteresowanej firmy handlowej lub konsumenta. Jeg}
to niezbedne dla utrzymania zainteresowania produktami nabywcow.
Braki asortymentowe niwecza w duzej czed$ci dzialania promecyjne.
Klienci zadaja sobie pytanie: po co oni sie reklamuja. jesli nie

maja w sprzedazy reklamowanego towaru.

UWAG! PRAKTYCZNE:
1. Dosiosuj szerokoid asortymentowej oferty do twoich mozliwosci

finansowych.

ro

Dbaj o to, aby w twojej ofercie znajdowaly sie produkty, ktcre
mozesz sprzedad na obslugiwanym segmencie rynku.

3. Twoja oferta asortymentowa powinna byé wzglednie staia, gdyZz w

przeciwnym przypadku nabywcy nie beda wiedzies =z Jakim

zakresem dziatalnodci wiazaé twoja firme.
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4. Prognozuj sprzedaz produktdw, aby méc prowadziéd odpowiednia
gospodarke zapasami, i aby wiedzied kiedy produkt wejdzie w
schyitkowa faze sprzedazy.

7.2. Jakof¢ produktu Cusiugi)d

Generalnie produkty lub usiugi danego typu Cdanej grupyd
mozna zakwalifikowaé do trzech lub czterech grup jakofci:

- niska jako#d,

- standardowa jako$d,

- wysoka jakos$é,

(- pozion jakofci nieibedny dla profesjonalistdéwd.

Nabywcy w swoich potrzebach i1 w swoich mozliwodciach nie sa
jednoredni, dlatege produkty lub usiugi o réinym poziomie jakosci
znajduja nabywcdw. Dobrym przykiadem ilustrujacym te teze sa
nabywcy aparatdw fotograficznych, ktérzy akceptuja roézine poziomu
Jakodgci przy rdéinych poziomach cen.

Ocena Jakosci produktu usiugi musi by¢ zawsze ocena
relatywna. to Jjest musy by¢ wykonana przez pordwnanie jakodci
oferowanej przez firme 2z jakodcia oferowana przez konkurentdw
dziatajacych w tym samym segmencie rynku.

Poziom jakcd¢ci powinien by¢ ciagle podnoszony. Doswiadczenia
wielu firm pokazuja, 12 jest to wysiiek optacalny.

UWAGI FPRAKTYCZNE

1. Okredl w jakiej grupie Jjakodci miedci si@ twéj produkt
Cusitugad.

2. Okreél segment rynku, ktéry akceptuje jJjakodd, reprezentowana
przez twd) produkt.

3. Okredl odpowiedni dla jakosci kanai dystrybucji.

7.3. Zarzadzanie produktem na rynku

Zarzadzanie produktem wymaga =zespolenia wysiikédw rdinych .
dziaté&w firmy. Produkt jest dobrze zarzadzany, Jjeé$li dobrze
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sprzedaje sie na rynku. Ten korzystny efekt note by¢ uzyskany,
jeéli proces rozwoju produktu zostanie dobrze wykonany. Proces
przygotowania produktu obejmuje nastepujace dziatania:
1. Wypracowanie Cwybranie) idei produktu,
2. Rozwédj 4 testowanie koncopcj.i.
Analiza rynku
Rozwédj produktu,
Testy rynkowe,
Wprowadzenie na rynek,

0O i » w

Firma powinna starannie bada¢ potrzeby nabywcédw, gdyZz czesto
pomusiy nowych
produktéw. Drucim zasadniczym 2rédiem idei produktow sa wyniki

na podstawie analizy tych potrzeb powstaja
réznorodnych prac badawezych i to niekoniecznie gcidle zwiazanych
= przedmitem dziatalno$ci firmy.

Pomvsiy produktdw, ktére zostaty ocenione Jako rokujace
radzie)e przechodza do etapu rozwoju i testowania koncepcji. W
tvm etapie wykorzystuje sie opinie potencjalnych nabywcow,
réwniez okredla sie potencjalnych uzytkownikdw i ich preferencje.
Pomocnym narzedziem w tej pracy wmoga by¢ tak =zwane profile

semant vczhe,

WARI ANTY MEBLA

A B c
Orredlenie 10 &) 10 Okredlenie
prosty a. be . wyszukany
- L
jasny b ‘a\g: ciemny
klasyeczny .c.: b~~a nowoczesny
L
droai & b ,a' tani
polemny c.. R a: niepojemny
®q ~
wysoki b .'f_:a niski
P,
ciekawy a;. b nieciekawy
. L -~ b Y
trwaty c* b -~ a nietrwaty
L]
praktyczny c b a niepraktyczny
Rys. 3. Profil semar;tyczny: mebel
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Dudowanie profilu semantycznego pomaga uporzadkowad cechy
produktu, ktéry mote by¢ wytwarzany w przyszioéci.

Po ustaleniu cech @groponowanych modeli produktu nalety

oceni¢ ich szanse rynkowej akceptacji. &mcza'to analize branty
pod katem mozliwotci sprzedazy danego modelu. Nalezy ocenié czy
na rynku istnieje produkt podobny, Jetli tak to Jak sie
sprzedaje. Jetli na rynku istnieje produkt podobny naleiy ocenid
czy pojemnogé rynku Jest dostateczna do przyjecia naszego
produktu.
Jedli na rynku nie ma ‘produktu podobnego nale2y ocenic¢ jaka jest
tego przyczyna - czy rzeczywiscie nasza propozycja Jest
atrakcyjna, moze ktoé Juz prébowai wprowadzié¢ podobny produkt,
ale bez powodzenia.

Opisane wyZe) Lrzy etapy procesu zarzadzania produktem sa
etapami, ktérych dokiadna realizacja zapewnia oszczednofd
kosztéw dzialalnodci. Nastepny etap polega na rynkowym testowaniu
prototypdw, aby jeszcze raz upewnidé sie. €2y nabywcy sa
Zainterescowan: naszym produktem, aby poprawid ewentualne usterki,”
oraz aby sprawdzié¢ strategie sprzedaiy. Testy rynkowe sa
kosztochionne, dlatego warto podkreslic wage analiz wstepnych
prowadzacych do przyjecia projektu do realizacji.

Etap finalny procesu zarzadzania produktem to wprowadzenie
produktu do sprzedazy. Nie oznacza to jednak zaprzestania

¢ledzenia loséw produktu. Nalezy ciagle "walczyd o jego 2ycie” na

rynku.
Kazdy wprowadzony na rynek produkt przechodzi nastepujace
fazy:
- wprowadzenie,
- w2rost,
- dojrzatogd,
- schytek.

Rysunek 4 pokazuje cykl 2ycia produktu. Wynika z niego, 2e
zysk na produkcie jest mozliwy, gdy osiagnie on dojrzaios¢ i gdy
jest dostatecznie diugo sprzedawany na rynku. Produkty, ktére
zostaty na rynek wprowadzone bez naleiytych badanf marketingowych

czesto nie wchodza w stan dojrzalogci {4 wowczas nie daja
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mozliwotci osiagniecia zysku -:ilustrujs to Rys. 8.
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Cykl 2zycia mnieudansgo produktu. nie -pozwala, = ;rovul'y.
zrekompensowaé¢ kosztdow poninienyr:h w fazie rozwoju i vprowa-
dzania produktu, prmdzi te do strat lub zmniejszenia zysku ‘w
najlepszynm przypadku

Faza wprowadzenia towaru na rynek wymaga starannego wybrania
czasu miejsca i sposcbu wprowadzenia nowego produktu na rynek.

Wybierajac czas wprowadzenia towaru na rynek nalezy
uwzgledni¢ dziatania konkurentéw, sezonowcdé popytu, zmiennodé
mody, potrzebe usuniecia ewentualnych dalszych usterek.

Obserwujac rozwéj sprzedazy produktu, w okresie fazy
wzrostu, mozna ocenié szanse Jjego wjtcia w faze dojrzatofci 1§
odpowiednio przygotowaé sie do zwiekszonego popytu okresu

dojrzatodci. W tym okresie mozliwe Jjest Jjeszcze vq:rowadzonio‘

niewielkich zmian, dodanie nowych funkcji, wybranie sposocbu

pakowania.

Faza dojrzalodci w przypadku dobrze . zaprojektowanego
produktu to najprzyjemniejszy okres dla producenta, gdyZz w tym
czasie zbiera "smietanke”- najwyzsze zyski z produktu. Czesto

wyda je sie wtedy, Ze produkt “sprzedaje sie sam”. Tak nie Jest. ~

Nie nalezy réwniez w tym ©okresie zaniedbywad dziatan
rerlamujacych produkt. Warto w -tym ockresie myfle¢ o roznych
modyf ikac jach, ktére przediuza wysoki poziom sprzedazy

popul arnego na rynku towaru. ¥Wprowadzanie nowego produktu Jest, z

reauiy, znacznie droisze i bardziej ryzykowne niz modyfikacja Juz

1stniejacego.

UwWAGI PRAKTYCZNE:

1. ZTbieraj pomysliy do ksztaltowania twego produktu Cusiugid z
wszystkich mozliwych Zrédei.

2. Staraj sie uzyskad zivy;o!ci.m pr awdopodobi efist wem ocene S$zany

zvsku =z produkcji wyrobu jeszcze przed rozpoczeciem jego

produkc ji — oszczedzisz koszty.

Do produkeji wdrazaj projekty -wyrobéw. ‘ktdére maja sSzanse

sprzedazy w iloéciach, pozwalajacych ~ uzyskac zysk

w

wykorzystaj koncepcje punktu krytycznego.
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7.4. Marka - znak markowy

Marka to jest nazwa, lermin, symbol Jub ich kombinacja
stwotzone w celu tatwiejszego rozpoznawania débr i usiug
oferowanych przez sprzedawce na rynku.

Czeé¢ werbalna marki jest nazwa marki CCoca—Cola, WMcDonald,
Mer cedes, Camel). Czet¢ niewerbalna marki (Csymbol, znak
graficzny) jest znakiem marki Cinaczej logod- tuki McDonalda,
wielbiad Camela, kéitko Mercedesa itd.

Znak handlowy jest marka lub czefcia marki prawnie zastrzezona.

O sile marki najlepiej $wiadczy fakt, 1i2 niektére znich
zastapity nazwy produktédw np: ksero, adidas, junkers.

Marka wywiera ogromny wpiyw na nabywcéw w ich decyzjach
zakupu. Dobra marka czesto bywa jedynym kryterium wyboru.
Znajomos< marki ogranicza ryzyko zakupu. Czesto prbwadzi do

powstania tzw. lojalnosci nabywcy wobec marki.

Markowanie produktdw przynosi liczne korzyéci sprzedawcy.
Pozyskanie lojalnogci nabywcdw jest niezwykle cenne dla firmy.
Zapewnia popyt na jej produkty i Jest bardzo pomocne w budowaniu
wizerunku na rynku. By jednak wyrobi¢ sobie marke niezbedne jest
dysponowanie naprawde dobrym produktem i utrzymywanie Jego

jakosgci przez diugi czas.

Marka stanowi Jeden 2 najskuteczniejszych sposobdw
wyrdézniania produktu i firmy na rynku. Nawet w przypadkach, gdy
trudno Jest réznicowacd dobra Cbanany, kurczaki, wegiel,
pomar ancze) dokonuje sie wprowadzenia marki przez stosowanie
specjalnych naklejanych znakdw markowych lub przez stosowanie

odpowiedniege opakowania.
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8. DYSTRYBUCJA

8.1. Wybdr kanalu dystrybucji

Na rynku nabywca oczekuje okredlonego poziomu obsiugi,
ktéry zalezy od rodzaju produktu i Jego Jako‘cl.' Ten pozion
obstugi powinien by¢ zapewniony przez kana: dystrybucji.

PRODUCENT

hurtownik
firma
dostawy
sprzedazly —_—
wysylkowe j bezposrednie
automaty :
uliczne detalista

OSTATECZNY NABYWCA

Fys. 5. Przyrlady kanaidw dystrybucjt

Dla wyboru kanatu dystrybuc ji niezbedne jest okreslenie
przedsiegbiorstwa. cele te zalez2a od

celéw dystrybucyinych
wyboru rynku docelowego i

podjetych wczesnie) ustales co do

planowanego w nim udziatu. Projektowany kanat dystrybuc ji

powinien spetniacd nastepujace wymagania:
- produkt przedsiebiorstwa powinien by¢ dostepny dla

maksymalnej liczby nabywcéw rynku docelowego,

- 36 -



Polsko - Amerykariski Instytut Przedsiebiorczogci w Rzeszovie

- potrednicy powinni by¢ zdolni do zapewnienia odpowiedniego
poziomu cbsiugi nabywcdédw,

- kanai dystrybucji powinien mied przepustowodé, niezbedna
do przemieszczenia odpowiedniej dla rynku docelowego masy
towarowej,

- kanal dystrybucji powinien =zapewnic realizacje celdw
dystrybucyjnych przy sinimalnych kosztach.

Kana: dystrybucji moie mied rézna diugodc, a zatem rézna
liczbe podrednikdédw. Ogédlnie obowiazuje zasada wydiuzania kanaiu
dystrybucji wWraz z rosnacym rozproszeniem odbiorcédw i wraz z
rosnacym rozdrobnieniem zkupdéw. Na przykiad Coca-Cola sprzedaje
swoje produkty za pofrednictwem ponad tysiaca hurtownikéw i 1,6
min detalistédw rozproszonych po catym g$wiecie, dlatego Coca-Cola
jest dostepna wiasciwie "na kazdym rogu®.

W zaleznod¢ci od wymagans rynku docelowego stosowane sa rézne
kanaty dystrybucji. Do typowych odmian dystrybucji naleza:

- dystrybucja intensywna,

dystrybucja selektywna,

dystrybucja wylaczna Cekskluzywnad.

Dystrybucja intensywna jest stosowana w przypadku gdy
pi-zedsi ebiorstwo produkuje tzw. dobra 1 atwego zakdpu. Sa to dobra
nabywane rutynowo, przy minimalnyn wysitku, a wiec przede
wszystkim Zywnosdc.

Dystrybucja selektywna polega na wyborze przez producenta
ograniczonej liczby posrednikéw na danym obszarze. Ten rodzaj
glystrybuc.ji Jest stosowany  przez producentdéw tzw. débr
wybieralnych, czyli takich ktore nabywca poréwnuje miedzy soba
Cjakosd¢, ceny, markid, odwiedzajac kilka sklepdw przed zakupem.
Do tej grupy débr naleia: modne ubrania, samochody, meble, sprzet

gospodarstwa domowego.

Dystrybucja wylaczna polega na wyborze jednego posrednika,
ktéry najlepiej zrealizuje pozadane przez producenta dziatania
dystrybucyjne. Ten rodzaj dystrybucji stosowany jJest przewaznie
przez producentéw dobr specjalnych Cluksusowych): zegarki Rolex,
for tepiany Steinway, samochody Ferrari itp.
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8.2. Koszty dystrybucji

Kanail dystrybucji powinien ~umodliwié. fizyczne
przemieszczenie odpowiedniej flodci produktéw -do nabywcéw, =
zachowaniem odpowiedniego poziomu -obsiugi. Zatem kosziy
dystrybucji obejmuja:

ad koszt przechowywania produktédw Ckoszt utrzymania zapaséw),

b) koszt zbierania { rozliczania zaméwien,

c) koszt transportu.

Warto zwrécié uwage, 32 w przypadku niewlasciwego wyboru
karatu dystrybucji firma ponosi tzw. koszty niewidzialne.

Koszty dystrybucji widzialne sa uwidocznione w ksiegowodci,
gdy2z dotycza czynnikéw, wymienionych wyzej w punktach ad, bd §
c).

Przedsiebiorstwo organizujac kanai dystrybucji powinno tez
okredlié¢ poziom obsiugi, ktéry bedzie zadawalai nabywcow. Typowe
elementy skiadajace sie na poziom obsiugi nabywcdw to:

- diugoéé cyklu realizacji zaméSwienia,

- pewnoéd realizacji dostawy,

- Fatwoéé ziozenia zamdwienia przez klienta,

- wysoki procent realizacji asortynentu zamdwi efh,
- stabilnoéé warunkdw wspédipracy handlowej.

Cla detalistéw wazine Jjest Jjak sa obsiugiwani przez
producenta. Jesli poziom usiugi nie jest satysfacjonu_jqc;.
producent ponosi tzw. koszty niewidzialne. na ktére skiadaja sie
utracone korzyéci, takie jak mniejsza sprzedaz i mniejsze zyski.
w‘ nastepstwie producent musi ponosi¢ dodatkowe nakiaddw na
promoc je dla utrzymania sie na rynku.

UWAG] PPAKTYCZNE:

1. Poziom obsiugi dystrybucyjnej Jjest czeécia oferty, dlatego
jest skutecznym narzedziem walki konkurencyjnej.

2. l;ami etaj o kosztach niewidzialnych.

3. Wybieraj kanait dys\rybucji dostosowany do twoich mo2liwosci

finansowych.

a
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9. CENY
9.1. Funkcje cen

Ceny peinia réine funkcje. Stymuluja 1 kocrdynuja decy:je
produkcyjne wytwércdw, pobudzaja decyzje n&byvc:or -konsumentéw,
ale przede wszystkim ~ 4 Jest to ich najwainiejsza rola -
skupiaja w uiytecznej formie wvielki wmaséb informacji. Dziegki
funkcji informacyjnej sygnalizuja czego konsumenci oczekuja, ile
warte jest dane dobro (a warte jest tyle, ile nabywcy gotowi sa
Zaptacid) i w koficu - jakie zasoby sa aktualnie dostepne. T

Poziom ceny wyznaczany Jjest przez dwie bariery: kosztowa
Ccena minimalna) i popytowa Ccena maksymalna)d.

Cena produktu nie moze byc 2zbyt wysoka, bo nie zostanie
Zzaakceptowana przez odbiorecdw, ale powinna by na tyle wysoka by
mogia pokrywad koszty jego wytworzenia (nabyciad. ‘

Ceny ksztattuja sie pod wpiywem wielu czynnikdw, do ktdérych
przyktadowe mozna zaliczyd:

- wielkodd¢ i intensywnodd popytu,

- Jjakosd produktu,

- dostepnosé¢ substytutdw,

- koszty produkeji,

- cykl 2ycia wyropu,

- konkurencje.

9.2 Metody ustalnia cen i strategie cenowe

Wysokodséd ceny moze by¢é ustalana w oparciu o rézne metody,
sposréd ktérych mozna’ wymienid: metode kosztowa, metode wartosci
rynkowej czy metode ceny przewodniej w branzy.

Kosztowa metoda ustalania ceny

Prezentacje metod ksztaltowania cen rozpoczynamy od metody
kosztowej, gdyz przez diugi okres metoda ta byia powszechnie
wykorzystywana w naszym kraju, pomimo licznych uwag zgtaszanych
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pod jej adresem.

Istota jej stosowania polega na wyliczeniu kosztow
ponoszonych na wytworzenie Jednostki wyrobu oraz uwzglednienie
okreslonego narzutu zysku.

Ustalani>» cen wyrobow wedlug ich wartosct rynkowe

Poziom ceny w tym przypadku wyznaczony jest przez wielkod#c
popytu na dany produkt. Metoda wymaga wiec ustalenia, ile
konsument jest gotowy =zapiaci¢ za dany wyréb. Cena wmoze by<
2réznicowana zaleznie od segmentu rynku.

Z istoty metody wynika, Ze ceny tak ksztaitowane sa bardzo
elastyczne, gdyz wiadomo, Ze popyt Jjest bardzo niestabilny.

Cera przewodnia w brangy jako podstawa wyznacsania cen

Za cene przewodnia uwazana jest cena produktéw dostarczanych

przez przedsiebiorstwo wiodace lub moze to by¢ frednia arytme-
tyczna cen produktéw danej branzy.
Opierajac cie na tej metodzie, cena na produkt wyznaczana Jest
ponizej, powyzej lub na poziomie ceny przewodniej i czestoma ona
niewiele wspédlnego =z kosztami ponoszonymi na wytworzenie
produktu. Poniewaz w metodzie tej najwazniejszym czynnikiem jest
konkurencja, dlatego nale2y zastanowi¢ sie nad odpowiedzia na
nastepujace fpytanie:

Kiedy proponowana cena moze przewyiszacd ceny produk t. 4w
wytwarzanych przez konkurentdéw; a kiedy musi bydc uksztaltowana
ponizZej tych cer.

Doé¢wi adczenia rynkowe wskazuja, ze cena moze przewyiszad
cery konkurencji jezeli:

- rynek nie jest wrazliwy na cene i ma tendencje rozwojowa.,

- produkt jest atrakcyjny dla odbiorcdéw, ma ustalona juz pozycje
na rynku i dodatkowo jego vartoéé jest powiekszana przez wysoka
reputacje firmy,

- produkt stanowi niewielki udziat w calkowitych zakupach
konsumentdw C(czestotliwoéé zakupu produktu jest niewielkad.

Odwrotna sytuacja w zakresie poziomu cen Ww odniesieniu do cen

konkurentédw moze wystapié wowczas, gdy:

- produkt wprowadzony Jest dopiero na rynek,
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Ceny wynikajace z tej stratcgii sa takie niskie po to, by mogiy
wzbudzié zainteresowanie konsumentdw nowya wyrobem.

Zapewnienie sobie w ten sposéb dutego popytu umoc2liwi zwiekszenie
produkcji do takiego poziomu, przy ktérym niskie ceny zaczna by<
opitacalne dla firmy Cdzigki rozkiadaniu si¢e kosztéw staitych na
wigksza liczbe wyrobdwd.

Konsumenci reaguja na zmiany cen w dwojaki sposdéb.
Po pierwsze, podwyZzka ceny w ogéle nie wywoia zmian w popycie,
gdy2z konsumenci uwazaja na przykiad, ze jakotc wyrcbu jest bardzo
wyscka, 2e wyréb w peini zaspokaja ich potrzeby & warto go kupic,
nawet bez wzgledu na to, Ze jego cena wzrosia.
Po drugie, moie zaistnied takze odwrotna sytuacja, w ktdrej
obnizka ceny nie wpiynie na wzrost popytu a wrecz przeciwnie,
wywoia negatywna ocene i niechetne postawy konsumentéw, gdyz moga
przypuszczaé, 2e:
- jakod¢ produktu pogorszyia sie lub produkt posiada wady., co
utrudniaio jegoc zbyt przy dotychczasowej cenie,
- mamy do czynienia 2 wyprzéda:q przed wprowadzeniem nowego
modelu wyrobu,
- w najblitszym czasie cena zostanie jeszcze bardziej obnizona,
a zatem warto jeszcze z27:zekac z zakupem.

Z powyiszego Wynika wniosek, iz dziatania w zakresie
ksztaltowania cen musza byd poprzedzone dokiadna analiza rynku,
gdy® reakcje konsumontéQ na korygowanie ‘nietrafionej ceny"
bywaja zaskakujace 1 powoduja hieoczekiwane -~ zarédwno dla

producentéw jak i poirednikdéw - straty.

LWAGI PRAKTYCZNE:
1. Pamietaj, ze reakcje na zmiany cen Sa réznorodne.
2. Nie obniZzaj ceny, je$li nie musisz - najpierw wykorzystaj inne ‘

atuty w walce konkurencyjnej.

w

Niezaleznie od zastosowanej ostatecznie metody ustalania ceny,
przeprowadZ zawsze staranna kosztowa kalkulacje ceny i oblicz

mar2e 2ysku.
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10. PROMOCJA
10.1. Zasady promocji

Promocja Jjest inwestycja. Nie moze byé traktowana jako
dodatkowe obciatenie finansowe czy “sprawa do zatatwienia na
pé2niej”. Promocji nie prowadzi sie tylkc wtedy, gdy “"sa na to
pieniadze”. Nie moina jej przerywadé, gdy wyroby sa sprzedawvane
bez problemu, stosujac uzasadnienie: “teraz to nie jest
konieczne"”. Réwniez, gdy pojaviaja sie trudnofci finansowe nie
nalezy przerywad promocji uzasadniajac: “teraz nas na to nie
stad".

Promocja jak kazda inwestycja musi by< tak prowadzona, aby
przynosita efekty. Jezeli wiec promocja ma by¢ skuteczna, tzn.
jezeli ma wytworzyd w umydle potencjalnego klienta trwaiy obraz
firmy i jej produktédw, to musi mie¢ charakter ciagtej i spéjnej
kampanii promocyjnej. Powinna by<¢ staiym dialogiem z konsumentem,
a nie monologiem producenta czy organizacji handlowej. I staa
coraz czesciej =zamiast o promocji, méwi sie © procesie
"komunikacji rynkowej®, ktéry zakiada nawiazywanie i utrzymywanie
kontaktu wymiennego miedzy uczestnikami rynku: producentami,
sprzedawcami i konsumentami . Uzyte okreslenie “kampania
promocyjna” ma swoje giebokie uzasadnienie. Promowanie na maia
skale to wyrzucanie pieniedzy. Péidérodki w tej dziedzinie nie
przynosza nawet pdiefektu.

Cho# sens promocji polega na informowaniu o towarze io jednak Jjej
celem jest takze przedstawianie i wutrwalanie w $wiadomogci

odbiorcéw obrazu firmy oraz korzy$ei wynikajacych z zakupu

produktu.

Promowanie jest czynnoécia nie tylko bardzo trudna a1 réwnoczesnie
kosztowna, a co najwazniejsze - nie gwarantuje sukcesu. Nie daje
pewnogci, 2e wioiony trud i. poniesione koszty =zaowocuja

zwiekszonym popytem.
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10.2 Formy promocji

W procesie promocji wykorzystywne sa réznorodne astody 4
narzedzia promocyjine, do ktérych naleia:
reklama,
- public relations i publicity,
- sprzedaZ osobista,
- promocja sprzedazy.
Spoéréd wymienionych instrumentéw przedsiebiorstwo wybiera
te, ktére sa uiyteczne, biorac pod uwage uwarunkowania branZowe,

finansowe i rynkowe.

A. Reklama
Reklama prowadzona przez przedsigbiorstwo wmoze dotyczy<d
produktu lub przedsigbiorstwa jako organizacji.
Reklama produkiu powinna pozwolié¢ realizowad 2z -sukcesem
nastepujace cele:
- wprowadzid na rynek nowy produkt,
- wyjasni¢ wazne cechy produktu,
- budowaé preferencje marki,
- przekonywad posrednikodw,
- przyciagaé nabywcéw produktéw innych marek,
- utrzymywadé dominacje marki na rynku,
- przypominad¢ historie produktu.

Feklama przedsigebiorstwa jako Lakiego. jest prowadzona dla
realizacji nastepujacych celdw:

- budowanie korzystnego wizerunku firmy,

budowanie lojalnodci nabywcdw,

wykazanie przewagi firmy nad konkurencja,

zachecenie podrednikdédw do wspdipracy,

- pokazanie zasiug firny.
W procesie zar: dzania reklama niezbedna jest realizacja takich
zadah jak:

- okredlenie odbiorcdw reklamy,

- okreflenie celdw reklamy,
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— okreflenie budfetu reklamowego,
= przygotowanie odpowiedniej strategii,

= wybdr medidw reklamowych,
T ocena efektdw reklamy.

Wszystkie wynienione zadania L T wvaine, ll._ Jedna z
najistotniojszych'docyzji ¥ Zzarzadzaniu reklama jest wybdr kanaiuy
komunikacyjnego Cmedidw). Jednostkami upowszechnia jacymi akcje
reklamowe sa przede wEzystkim drodki masowego przekarzu.
W szczegdlnotci moga to byeé:
1. Media transmisyjne:
- telewizja,
- radio.
2. Media drukowane:
- gazety,
= periodyki Ctygodniki, miesieczniki),
- inne pozycje drukkowane C(ksiazki telefoniczne itp.).

)

Media bezpotérednie:
- poczta bczpotr.dni.-(katalogi. prospekty i broszury),
- media elektroniczne Ctelewizja kablowa, tekst
komputerowy).
4. Reklama zewnetrzna:
~ nieruchoma,

= ruchoma.

n

Miejsce sprzedazy.

Inne media.

Najwazniejszym elementem reklamy jest obietnica Jedynej w
Swoim  rodzaju korzyéci konsumencki.j oraz realistyczne i
Przeronujace dowody wspierajace te obietnice.

Wiedza 2 dziedziny reklamy nakazuje, by filmy reklamowane byiy
spektakiami. ktére oléniewaja 1 Sprawiaja, Ze chcemy by¢ czeécia
prezentowanego <wiata. Taka reklama Wpiywa na zachowania ludzi,
ksztaituje ich systemy wartodci, kulture.

Efekt ten osiaga sie poprzez selektywny dobér informacji w kons-
truowaniu przekazu. Oznacza to Przekazywanie informacji prawdzi-

wej ale niepeinej. Prawdziwoée informacji jest sprawa bezdysku-

A
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syjna, gdyz ujawnienie faiszu powoduje nieocdwracalne szkody dla
producenta. Natomiast ukazywanie tylko czeici prawdy korzystnej
dla zainteresowanego (producenta, sprzedawcy) jest powszechne.

Reklama ma szanse by¢ efektywna., jeteli:

- zawiera niewiele informacji,

- jest nowatorska, kreatywna, atrakcyjna,

- powtarzana Jjest czesto w sposdd bardzo sugestywny a hnawet
natarczywy.,

- kolejne przesiania informacyjne sSa zintegrowane,

odwoiuje sie zawsze do tej samej marki, obrazu graficznego.

Dziesied zasad dobrej reklamy:

1. Jest zorientowana na nabywce;
2. Koncentruje sie na jednym pomyfle sprzedazowym,
3. Wykorzystuje jeden wiodacy apel (przekonujacy argument) a nie

wiele z jednym czasie;

4. Prezentuje atrakcyjny - na tle innych = pomys? ;

S. Wiacza w sposéb szeroki odbiorce;

6. Jest wiarygodna i prawdziwa;

7. Jest. prosta, jasna i zrozumiala;

8. lednoznacznie taczy pomytil sprzedazowy Capel) =z marka

handliowa;

o

Wvkorzystuje wiele grodkdw reklamy (siowo, obraz, dzwiek...D,

dazac do efektu synergicznego. =
10. Wyzwaia u potencjalnego nabywcy ched¢ dokonania zakupu rekla-
mowanego produktu tworzac réwnoczeénie podstawe lojalnodci

nabywcy wzgledem marki.

Televizja dysponuje najwieksza ilofcia érokéw oddziatywania
na odbiorcéw: obraz, ruch, diwiek, siowo. Ma réwniez najszerszy
zasieg. FR&znorodnosd programéw kierowanych do selektywnych grup
odbiorcéw sprzyja pqowadzonlu reklamy adresowanej do wybranych
grup nabywcdw. Wadi reklamy telewizyjnej Jjest wysoki koszt,
krétkosd przekazu i emisja w “tioku rekl amowym®™.

Radio réwniez zapewnia szeroki zasieg Cwzrastajacy dzieki

;Z)X

- 46 -


http:zrozumia.La




Polsko - Amerykarski Instytut Przedsiebiorczodci w Rzeszowie

i siia lokalnego oddziai ywania. . -Tan. sposéd prowadzenia reklamy
nie pozwala przencsié dutej ilofci informacji.

W przypadku bardzo maiych fira Cnp sklep © znaczeniu
osiedlowymd ten rodzaj reklamy - ~dobrze wykcnanej --— Jest
wystarczajacy.

W Polsce ostatnio czesto stosuje sie forme reklamy w postaci
ofert umieszczanych na tablicach ogiocszeniowych w klatkaeh bl okéw
spéidzielczych. Jest to godna polecenia metoda dzia!ania dla
malych firm, gdyz jest tania Ckoszt druku; nie ma op&at z tytuiu
umi eszczenia reklamy) i relatywnie skuteczna, poniewaz mcie by<
bez pospiechu przeczytana.

Wybdr medium, czyli no€nika informacji reklamowej zalezy
generalnie od:

- cech odbiorcéw, do ktérych skierowana Jest reklama,
- cech reklamowanego produktu lub firmy,
- rodzaju rynku firmy,

~ zasobdw finansowych firmy.
B. Public relations i publicity

Public relations oraz publiq}ty to oddziaitywanie na opinie
publiczna lub wrecz pozyskiwanie opinii publicznej. Obejmuje
zespsdt $wiadomie i celowe prowadzonych dziatah -zmierzajacych do
uksztattowania pozytywnego obrazu firmy Jako:

I'rzetelnego wytwérecy czy sprzodawcy wartosciowych produktdw,

% partnera handlowego godnego zaufania,

# organizacji zTaangaiowanej w Sprawy iokalne Cchodzi szczegdlnie
o dziatania na rzecz ochrony érodowiska, dzieci, kultury
lckalnej) ale takize waine JestL uczestnictwo w rozwiazywaniu

probleméw spoiecznych czy kulturalnych.

Dziatania prowad;one w ramach tej formy promocji sprowadzaja sie

do:

- podawania do publicznej wiadomosci informacji o osiagnieciach
firmy, jej kulturze organizacyjnej i przyjetej strategii
C(misjid dziatania, z wykorzystaniem trodkéw masowego przekazu,

- organizowania odczytéw, konferencji czy wycieczek do przedsie-
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biorstwa,

- sponsorowanie imprez kulturalnych i cportovych.

- proponowanie stypendidw,

- rozprowadzanie materialdéw drukowanych <Craporty roczne, biule-
tyny> i audiowizualnych Ckasety.' ®slajdyd. ) ‘

- uruchamianie bezptatnej 1nfcrlncjilt.1.tonicznoj~dla klientdw,

- wprowadzanie grodkéw identyfikacji przedsiebiorstwa - -sa to
tzw. gadiety, do ktérych naleza: papier firmowy, wizyt.évki,
wystréj biur, stroje personelu.’ o

Cecha charakterystyczna wszystkich t.ych dziatan jest to, to
musza by¢ one prowadzone w formie ‘nie wzucajqcoj si..
przyjaznej ale réwnoczefnie rzeczowej. Przekazywane 1nforncjo
musza by¢ konkretne, wyczerpujace, aktualne, zrozumiaie oraz
mozliwe do sprawdzenia.

Public relations i publicity umoZliwia wiec:

- wzbudzenie zainteresowania firma i jej produktami,

- budowe image Cobrazud firmy i image produktu,

- wzmocnienie pozycji firmy na rynku Ci jej autorytetu w srodo~™
wiskud,

- pobudzanie sprzedazy dotychczasowych produktdw,

- jest pomocne przy wprowadzaniu na rynek nowych produktéw,

- przygotowuje potencjalnych nabywcow do przyjecia reklamy,

- siuzy do badania reakcji opinii publicznej.

C. Personal selling

Sprzedaz osobista C(bezpofredniad nalezy do najstarszych
érodkodw promocji i jest najbardziej skuteczna forma pozyskiwania
klientow.

Opiera sie na bezpofrednim dialogu miedzy nabywca a sprze-
dawca. Rozmowa sprzedazowa odbywa sie we wszystkich miejscach
oferowania Lowaréw i zawierania transakcji kupna-sprzedazy, |
a zatem:

% w punktach sprzedazy Csklepach, magazynach, biurach sprzedaiyb.'
* w domach, w czasie wizyty akwizytoréw'.

% na targach i wystawach, pokazach, degustacjach..

WM
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Specyficzna forma bezpotredniego kontaktu jest oscbisty list
handlowy. Istota Jego wynika z samej -nazwy. Ma on handlowy
charakter ale tret¢ jego musi by¢ indywidualna, prywatna; w for-
mie szczerej, Zyczliwej rozmowy :aa temat opitacalnodci nabycia
danego produktu i Wotliwodci dalszych kontaktéw  firma.

Skutecznoté rozmowy sprizedazowej. wynika z cech osobistych
sprzedawcy oraz zakresu jego informacji na temat:

- firmy, ktéra reprezentuje,

- cech, funkcji i zastosowahh produktéw, ktére oferuje.

- technik sprzedazowych Cwiedza fachowa i znajomofé psychologii
reagowania konsumentdow),

- dziatalnofci marketingowej w ogdle.

Dlatego tak waina sprawa jest wiadciwy dobdr sprzedawcdw
i odpowiednie ich przygotowanie (np. w ramach treningdéw szkole-
niowychd.

Jezeli chodzi o© dobra konsumpcyjne, sprzedaz osobista jest
szczegdlnie przydatna przy towarach wybieralnych 4 produktach
zaspokajajacych potrzeby wyZszego rzedu.

D. Promocja sprzedazy - sales promotion

Metoda ta nazywana jest takze wspomaganiem sprzedaiy i po-

iega na aktywizowaniu sprzedazy poprzez stosowanie pewnych
¢rodkdw Czachet o charakterze materialnym) do prowokowania konsu-
mentdw czy posrednikédw do pozytywnege zareagowania na of.rzo
produkiowa.
04 przeiomu lat siedemdziesiatych - osiemdziesiatych, w krajach o
ustabilizownej gospodarce rynkowej, wydatki na promocje sprzedaly
ﬁrzekraczaja wydatki na reklame. Wynika to z rosnacej wrazliwogci
natcvywcdw na oszczednofci finansowe.

Wyrdznia sie dwa rodzaje promocji sprzedaly:

- promocje konsumencka,

- promocj@ handlowa.

Promoc ja konsumencka wykorzystuje rézne drodki zachety do

zakupéw, skierowane na nabywce. Sa to:
- bezptatne prdébki;
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- kupony,

- ulgi cenowe Cod producentéwd,
- konkursy,

- bezpiatne préby,

- gwarancje itp.

W promocji handlowej stosuje sie techniki dziatania zmierzajace
do realizacji nastepujacych celéw:

-~ przekonywanie pofrednikéw do swoich produktdw,

- zachecanie do wigkszych i czestszych zamdwien,

- pobudzanie promocji produktu 4 marki w kanale

dystrybucji,

- utrwalanie wspéipracy z posrednikami.
Do typowych bodicéw stosowanych do oddziaiywania na handl owcdéw
naleza: '
a) obnizki cen - =zachecaja pofrednikéw do nabywania partii
towardw, umozliwiajac im obnitenie wiasnych cen lub wykorzystanie
funduszy na reklame,
b) zasilanie finansowe - fundusze dla handlowcéw, miedzy innymi
na reklame i wystrédj miejsca sprzediy,
ed prezenty - nagrody 2za prowadzenie towardw danej marki lub
firmy,
d) dostarczanie materjiaiow reklamowych - bezgotéwkowe wspomaganie
promoc ji poérednikdw,
e) targi handlowe =~ przedstawienie odbiorcom nowej oferty,
nawiazanie kontaktow _ {1 ustalenie = 1list _potencjalnych .
wspdipracownikdw w kanale dystrybucji,
f> pokazy handlowe - znaczenie analogiczne jak targow, ale na
mnieisza skale.

"

Frzedstawicno kolejno poszczegélne metody promocyjne, ale
faktyczne efekty mozna uzyskad¢ traktujac te metody kompl eksowo,
to znaczy tworzac okreslona promotion - mix. JIdea tej tzw.
mieszanki promocyjnej oparta jest na wiasciwym zsynchronizowaniu

w czasie wielu érodkdw promocyjnych.
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Siia oddziatywania na odbi or céw 1nst.ru-tnt6v vykorzysty\n-
nych w ramach poszczogélnych metod promocyjnych Jest zrétnicc-_

wana, co obrazowo przedstawviono na rys. 7.

si @
oddzia yva-
nia

1 reklama i
T - I public relatine

L ) personal eelling
’ #ales promotion

Przed zakupem W czasie zakupu Po zakupie czas

Rys.7. Relatywne znaczenie metod promocyjnych

Dobér érodkéw promocji musi byé oczywiscie skorelowany ze
wszystkimi pozostaiymi elementami marketing-mixu: produktem, cena

i kanatami dystrybucj:.

UWASI PRAKTYCZNE:

1. Pamietaj, 2Ze nie tylko promocja wpiywa na wielkosd twojej
sprzedazy - kupujacy reaguja ha cene, hna jakod$¢ obsiugi w
procesie dystrybucji i na walory Ccechy) twoich produktdéw. '

2. Pamietaj, e promow.a'é motni produkt nie tylko przy’ pomocy

reklamy. niekiedy reklama Jjest niepbtrzobna.

w

Prace w dziedzinie promocji wykonuj zawsze na najwy2szym
poziomie - nabywcéw nie oszukasz. ' '

4. Najpierw wykorzystaj tafisze $rodki promoc ji.
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Biznes | darmowe obiady ™

Rozmowa z dr. KRZYSZTOFEM KASZUBA

e s

~— dyrektorem. Polsko-Amerykafiskiego Instytutu Przedsiebiorczosci
adiunktem w Katedrze Zarzqdzania Politechniki Rzeszowskicj

== Czy konieczny fest kapital
zagraniczny, aby nasza gospo-
darka rorwijala sle?

® Jefli co$ produkuje, poka-
zalem, ie potrafie, mam zbyt,
ale brakuje mi pieniedzy na
rozwéj firmy, a to jest warun-
kiem zwiekszenia dochodu, to
kapital jest niezbedny. I nie-
waine skad jest ten kapital, zza
ktorej granicy. Wazne, aby byl
- 1 aby go wtadciwic wykorzystaé.

— Czy kapital to tylko ple-
nigdze?

— Kapitat jako okreflona su-
ma pleniedzy znajduje odzwier-
cledlenie w czynnikach produk-
cji. W cennych przedmiotach. W
maszynach, surowcach, energii,
w ludziach (jednd posladajg
sdolno#ci zarzadzania firma, in-
ni nie). W warunkach gospodar-
kl rynkowej poérednikiem mle-
dzy tymi vzynnikam! ptodukcii
jest pleniadz w postaci marki,
dolara czy zlotego.

= Bkad si¢c wsigl kapital na
Zachodzie?

® Generalnie z pracy kolej-
nych pokolerr. Na przykiad w
Wielklej Brytanii od 200 lat go-
spodarka rozwijala sie bez wiek-
stych probleméw. W pewnym
okresie Anglicy skupii w swych
rekach handel $wiatowy, to
przynioslo im wielkie bogactwo.

~— Jakie formy fto bogactwo
przybralo?
@® Stworzono Infrastrukture

gospodarczg — powstaly miasta,
domy, wautostrady, lotniska. Lu-
dzie majg wlasny 1-ajatek w
postaci mieszkan, samochodéw...

—= Nam hictfaria nie enrzviala,

® Rodzina holenderska od 4
po'tolen mieszka w tym samym
domu. W Polsce ciggle trzeba
bylo budowaé od nowa, a ka-
pital ludzkl ging! na wojnach,
w Ofwiecimiu, Katyniu...

— Ale po wojnie nicustannie
budowalifmy.

® Ten kapital rzeczowy two-
rzony byl ogromnym wys:tkiem,
ale w sposéb nie zzwsze racjo-
nalny — przykladem nadmierna
rozbudowa sektora wydobyw-
czego. Wydajnoéé pracy w prze-

mysle przetwérczym jest znacz--
.nie wyzsza nit w wydobywczym

Inne s3 motliwoscl unowoczes-
niania technologil. Waine sg tez
réinice w wyrzadzanlu szkéd
ekologicznych. To wszystko g3
koszty, ktére pomniejszajy nasz
dorobek.

— Przeclet wegiel byl potrzeb-
py dla kraju 1 na ckspert.

@ Polowa tego wegla srla na
taspokojenie potrzeb wiaénie te-
go sektora, za$ koszt uzyskania
dolara ze sprzedaty wegla byl |
jest wysoki. Prosty przyklad:
tym samym wagonem moina
wywieié wogiel za kilkaset do-
larébw albo odkurzacze za kilka
tysiecy. To ma wplyw na kosz-
ty jednostkowe.

— Kiedy bedzicmy
tyle co na Zachodzle?

zarabiac

@® Sedno zagadnienia tkwl w
jakoéci 1 wydajno$cl pracy. Tam
straty sq mniejsze, a wykorzy-
stanie czasu pracy lepszc.

— Co Jest tym motorem wy-
muszajgecym oszczedzanie i
wzrost wydajnofcl?

® Wolna gra sil rynkowych

iréli in nie wvmvéle 7rahi

to ktoé inny i on sprzeda, a ja
nie. U nas przez 40 lat brako-
walo takicj motywaciji.

~— Nasze sklepy s3 zapelnlone
towarami nicmal jak w Niem-
czech czy Austrii. GdybySmy
otrzymali po 100 min zl (2 ma-
my otrzymaé) bylibySmy (Ledzie-
my) bogaci juk obywatele tam-
tych panstu?

@® Rzcez w tym, ic Niemiec
swoje, powiedzimy 10 tys. ma-
rek jakie ma na koncie, wypra-
cowal, cos wylworzyl,
ustugi wyswiadczyl. A jesli mnie
kto$ chce daé¢ ile§ tam milio-
now, to jest to oszustwo, bo ja
na te pienigdze nie zapracowa-
lem i one mi sig nie naleis.

— A ja bym wslial sto 1 wie-
ce) milionéw, nie musialbym
wychodsié 2c sklepu z pustymi
rekami.

® Ceny s zaleine od iloki
produktéw na rynku i je$li po-
jawl sie wiecej pieniedzy, ceny
muszg ulec podwyiszeniu. Wy-
nlka to z prostego réwnania:
mxv = px q, gdzle m ozna-
cza {loéé pieniqdza, v — szyb-
koéé obrotu pienigqdza, p — ce-
ny, q — ilo§¢ produktow. Ceny
nie zmienilyby sie, gdyby
tmniejszyla si¢ szybko&é obrotu
picnigdza (v) albo zrwiekszyla
illo§¢ produkiu (q). A to jest
niemoiliwe, bo wtedy nasz do-
chod zwickszylby sie np. trzy-
krotnie w skali roku. Produkcija
— wydajno$¢ pracy — tez musia-
taby tyle samo wazrosnaé. Albo
naleialoby zmniejszyé trzykrot-
nie zuiycie S$rodkéw produkcii.
To s3 nierealne marzenia.

— W Rosji kaidy

doctal -10 tvsieev rublf.

obywatel

jakie$.

® | w ub, roku mieli infla-

cje w wysokoScl 2 tys. proc, &
diisiaj te ruble warte s3 kilka-
nafcie dolar6w. W gospodarce
rynkowej 83 bardzo twarde re-
guly: cod ra cof. Dawanie czegoé
aa nic jest nie tylko oszustwem,

- ale 1 krzywdq dla obdarowane-

g0, bo stwarze ilutje, te moina
cod otrzymaé za darmo. A jak
méwig Anglicy — nie ma dar-
mowych obiadéw, ktod mus; za
nie raplacié.

— W 1948 r. w Nicmczech
kaidy obywatel dostal okreflo-
n3 sume pleniedsy 1 tak zaczal
sig¢ ,cud gospodarcry”,

@® To nie tak. W strefie Nic-~
miec Zachodnich Amerykanie
przeprowadzili wéwczas reformg
walutowo-pieniezna. Zlikwido-
wano stare plenigdze { kazdy
otrzymal kwote na zak"p pod-
stawowych 4rodk6w na swoje
utrzymanie, a jednoczesnie _u-
realnione zostaly ceny. Trzeba
wiedzieé, 2e wtledy- rynek wy-
gladal u nich tak jak u nas w
1881 roku — puste potkl, Zyw-
no$é¢ na kartki. I nagle w sklc-
pach pojawily sle towary, a
réwnoczeénie organlzowano pro-
ces pracy. Ludzie pracowali, ale
Jjuz wiedzieli, 2¢ bedg mieil co
kupié, firmy produkowaly |
znajdowaly zbyt na swe wyro-
by. Umiejetnie skojarzono kapi-
tal osobowy { rzeczowy. Od te-
go zaceal sie ,cud gospodarczy".

— Jak ten ,cud” prrenlest na
polski gruni?

@ Najpierw naletaloby stwo-
rzyé w spos6éd racjonalny calg
organizacje procesu wytwarza-
nia nowych produktéw | dwiad-
czenia ustug. Nastepnie, majqc
okresflong 1lo$é towar6w umoili-
wiamy ludziom podejmowanie
pracy, 2a ktirg otrzymuja ple-
niagdze. Wszyscy nle moga sie
jednak szybko wzbogacié, to wy-
maga czasu. Pamietajmy takie
o tym, te czeéé mlodych ludzi
zacznie jut wkrétce cof dziedzi-
czyé po swoich rodzicach. Sto-
plen zamoznofci spoleczeAstwa
bgdzie coraz wiekszy.

~ Nledawno kanclerz Kohi
nowiedzial. #¢  Niemevy muszn

2.03. 1993 r.
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bardzic] ostezedzaé. Przy pa-
szych potrzebach | niskich de-
chodach chyba tym bardziej
trzeba 1y6 oszczednle.

@ Wystarczy e nie bedzie
marnotrawstwa | nastqpi zmia-
na siruktury gospodarki.

— Cxy na priyklad eprowa-
dzanle dregich samocbodéw s
zagranicy nie jest w nasze) ay-
tuacif marnoirawieniem nasze-
go kapltalu?

® Z punktu widzenia intere-
sédw gospodarki -- tak, bo ten
samoch6d moina bylo wyprodu-
kowa¢ w Polsce, z naszych su-
rowcdw, przez naszych robotni-
leow. Bylyby praca, zarobki.
Skoro jednak rynck wewnetrzny
nie daje mi tego produktu, to
muszg siegnqé na zewnatrz.

— Rynek krajowy ofcruje mi
samoch6d, ale gorszy. Ciy ¢
wigledéw patrliotycznych nic po-
winicnem go wybraé?

~— Kupitbym lepszy, bo w
przeciwnym razie popadlibysmy
w zac~fanie wtoérne. Jesli be-
dziemy kupowaé zly produkt, to
nie wymusimy na producentach
poprawy. Musi byé konkurencja.

— Jeiell w ekonomice obowlia-
sujy ‘ssne regutly, prawa, dila-
ozege program Balccrowlcza byl
tak krytykowany?

@® Po przejéciu do mechaniz-
moéw gospodarki rynkowej, takie
zasady jak urealnienie podat-
kéw, kursu walutowego, stony
procontowej { prowadzcnie ra-
cjonalnei polityki pieniginej (ty-
le pienijdza dla gospodarki, ile
ta gospodarka jest w stanie
wytworzyé) byly niczbedne. Na-
tomiast w kwestil poddjécia do
szybkoécl rmian w gospodarce
narodowej, restrukturyzacji, pry-
watyzacji, radiuienia firm, in-
terwencjonizmu pafistwa, moina
mieé zastrzeienia. Tu popeinio-
no blgdy. Dla mnie teza, ic na
tym co upadnie zbudujeiny ,no-
we'”, byla nie do przyjgcia.

— Oby tylko kolejne
umialy wyciagaé wnloski.

Dzickuje za rozmowe.

rzady

Rarmawlal Jan NIEBUDFY
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Business and Free Lunches

An interview with Dr Krzysztof Kaszuba, from Rzeszow Polytechnic, the Director of Polish-American
Entrepreneurship Institute in Rzeszdw

- I tried very hard to save some money (eating only oatmeal soups and bread with
margarine), I managed to borrow some money from my family and now I would like to set up a
smzll business on my own, but I do not have any idea what to invest the moncy in.

« First of all, thinking about going into business you have to figure out if such a kind of business
has any chance to be profitable in very nearest future. The value of money changes over the time, for
example if someone invested 100 million zlotys in Commercial Bank No. I, in January 1992, after a year
he would eam 166 million zlotys. But, if he ran a retail business at the same time he would be able to
make a higher profit on the business.

- How do others do?

« I know several persons who have about 1,5 million zlotys but they are afraid to invest them in.
A high interest rate offered by banks discourages people to think about starting a small business on their
own. Those who do not have a clear idea about their business prefer keeping their money in a bank to
investing in business. Certainly, such a situation will improve our economic situation.

- T would like to help our economy but first of all I have to start with myself. What kind
of business should I invest my money in?

« In our region, the last two years showed very clear that wood industry created a lot of
opportunities for people who wanted to work on their own. The idea was to buy a lot of logs and than
to process them to make flooring blocks and to sell the products on Warsaw or Poznafi markets. In this
kind of business you might reach a profit about 30 percent of your monthly income what was equal to
the same amount of money received from the bank but after one year of keeping your saving in.

- It sounds very optimistic but wood industry requires a lot of hard work let us talk about
another kind of business but a little easier one.

« In our region, a citrus fruits business has become very popular because of its profitability.
Especially mandarins and bananas are marketable products. Those companies which in the start-up period
spent more money on finding direct fruits-suppliers are doing much bet.c.' now than those ones which
cooperated with wholesalers in Austria and Germany. They established ¢..cct distribution channels which
enabled them to reach profits about 10-20 percent higher.

- What does it mean to have a good business idea?
« It means to find a marketable product or service.

- Recently, I have visited a small company of metal inZastry, which employs 20 persons. In
the past, that company cooperated with big state-owned enterprises but nowadays the company has
some difficulties in adjusting to new free market economy.

« It seems to me that the company suffers a lack of entrepreneurship spirit.



- How would you define entrepreneurship?

o Entrepreneurship is a kind of business activity which leads to manufacture new products, find
new markets, introduce new technologies, create a new organizational structure. In terms of a small
business it means to find a new marketable product or service through studying the market carefully and
investing in research.

- Let me present you another company. It is a very poor one which finds it difficult to make
ends meets and it has no capital neither for investments nor marketing.

« In this case, the company should try to raise capital or money to survive. First, the company
needs to prepare a good business plan. It may be done by a specialist. A good business plan helps a ot
to find potential investors. There is another way to find investors even foreign ones e.g through advertising
in a "Business Foundation Book" which is available abroad. I personally know a company "Oakpol"
Rzesz6w which received a lot of business offers in this way.

If you represent a small business you have to be very active on a market to find customers. You
may participate in Trade Fairs being organized each year, in our country. You cannot waste your time
waiting for accidental customers.

- Here is another case. A Polish company planned to manufacture export goods. It made
some business contacts but it turned out that the costs of production were too higher. Also potential
German customers did not want to purchase them because they could find cheaper ones on their
domestic market. Another co-partner - a Swedish company figured out that the same products might
be manufactured in another country at lower costs and backed out of the joint-undertaking. The
result is that the company manufactures very costly products and the employees receive very low
salaries. How could you explain this situation?

+ Looking at Polish economy, as a whole, we may say that it is not competitive. It has been '
dominated by heavy industry companies (inefficient mining and metallurgy industries) what increases
costs of production. Poland uses more energy - electric power, cool, raw materials and fuel in
manufacturing process than other countries.

- We, Poles are convinced that we earn less money because we sell our products at low
prices.

« In Poland, the cost of each product includes also costs of employees housing, clinics and cultural
centers. Costs of energy and freight also affect it. Besides, we should construct better roads and
manufacture more economical cars what may decrease expenses of running a small business.

- For the time being the industry of energy has not changed its policy.

« For several years Polish Govemment has not made any decision to change the situation.On the
one hand strikes organized by employees and trade unions make the situation more difficult to implement
changes. On the other hand, Polish Seym is focused much more on political than economic problems.

- The upshot is that small businesses are left to their fate. In Japan it looked different...

» In Japan, from the beginning the govemment decided what major industries should be developed.
The government established a national research center where several thousands of specialists from various
industries were working together, studying markets, making researches on different economic models in
foreign countries. After that, those specialists started to adjust some of the best "borrowed" models to their
specific economic reality. The best companies were obliged to implement new projects in terms of
manufacturing new products and when the products occurred to be marketable than small businesses were
included as partners in the process of developing a new economic order.
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- Don’t you think that can learn something from the Japanese experiences?

o Oh, yes. We should also concentrate our efforts on defining the crucial directions of our
economic development and establish a supportive system for entrepreneurship (such as: credit lines and
tax policy). I think we need a more clear vision of the macro economic development. Privatization as onc
of the main factor of the process has been neglected for many years. I feel that we have wasted our time
for the last 3 years.

- We have lost our traditional foreign markets and a lot of companies ran into debt...

« Poland has almost 38 million inhabitants - potential customers, some companies took credits
offered by banks to develop their production useing domestic raw materials, technical equipment. It was
not their fault (of course there were some exceptions) that banks increased the interest rate what made
them go bankrupt. For example, Fumiture Factory Sedziszéw started to construct a new building to expand
its production and to export some products. It was a very rational decision. But, due to the changes in
bank’ policy, the company became insolvent. In this situation, if the bank had taken over the company’s
debts as shares it would have helped it io survive the first crisis of growth. The bank could have sold the
shares and eamn profits from the operation. Such an approach would have helped the company (and others)
to keep its production going and simultaneously it would have prevented small and medium size
busine-ses from failures.

- Does our economy need foreign capital to grow?

» For those businesces which manufacture marketable products but need financial sources to
develop their businesses in order to increase its profitability, foreign capital may be indispensable.
Certainly, it does not matter where the capital comes from. But, if you get it you must use it properly.

- Does "capital" mean only money?

« "Capital" has a broad meaning - a defined sum of money in a form of factories, machines, raw
materials, human beings (not everyone has the same skills to manage a business). In a market economy
money. becomes an intermediary between these factors.

- Where did "capital" come from in the West?

« In general, “capital" was the resuit of previous working generations achievements. For example,
in Great Britain, the economy has been developed for 200 years without major problems. In the nick of _
time, Britishers managed to keep tight hold of intemational trade what brought them a lot of wealth.

- What type of wealth?
« They established basic infiastructure for economic development what helped them to construct
houses, highways, airports. Nowadays, the British hold their personal and real properties.

- History was against our country
« Dutch family has lived in the same house since four generations. In Poland, we still need to
construct houses anew. Of course, we have to remember that the most valuable capital - human capital

was killed during the wars, in prison-of war camps in OSwi¢cim, Katyfi ...

- But after the Second World War we have kept constructing new houses.

» This capital was built very hard, but not very sensibly for example, a mining industry was
developed unduly. In the mining industry the production efficiency is lower in comparison with the
processing industry. There are different ways of introducing technological modemization in both industries.
Talking about development in the heavy industry we need to consider social costs which the society will



4

have to cover in fiiure because the industry causes a lot of damages in our natural environment.

- But we need coal to meet b.’h our domestic and foreign customers needs.

« About half of coal resources was used by the mining industry. We used to sell coal at a very
low price. Let me present you a very simple exampie: using the same freight car we may transport coal
to eam several hundred dollars or vacuum cleaners to eam several thousands dollars.

- When will we earn the same amount of money as people in the West?
« When we improve our work quality and productivity. In the West, they are better in terms of
time management.

- What makes them save money and increase productivity?
» The answer is free market competition - if I do not come up with the idea of a new product
someone else will do this and reach profits. Such a mciivation has not existed in our country for 40 years.

- Our shops provide us with produ<ts imported from Germany, Austria. If each of us
received 100 million zlotys (we are promised to get them) we would be as reach as they are.

« The point is that if a German ovwns savings amounting to 10,000 DM it means that he generated
the money through performing some kind of work. If we receive any amount of money it will not be a
result of our work.

- But I would (ake 100 or more million zlotys and I hope I would not leave shops empty-
handed

« Prices relate to the quantity of products available on the market. If there is more money than
products the prices grow. You may calculate it using a very simple equation: mx v = p x g, where m -
the amount of money; v - velocity of money; p - prices; ¢ - the quantity of products. Prices would not
change if the velocity of money decreases or the quantity of products increases. Such a situation will not
take place.

- In Russia, each citizen receivea 10,000 roubels.

« Last year, inflation in Russia reached a level of 2,000 percent and today those roubles have
lower value - only severa! “ousand dollars. In a free market economy there is a very strict rule:
"something for something”. ...s the British say - there are no free lunches, someone has to pay for them.

- In 1948, in Germany each citizen received the same amount of money. It was the beginning
of so called "economic miracle".

« Not exactly. At that time, American specialists implemented a moaetary reform in the West
Germany. They withdrew old money and everybody got the same amount of muney to purchase essential
goods. Prices were made real. As you that the economic situation in Germany was very similar to ours
in 1981 - empty shelves, food coupons. And suddenly, plenty of products appeared in shops.
Simultaneously the govemnment managed to organize and lead the labor forces. Working persons were
aware that they would be able to buy essential good for their wages. Companies manufactured marketable
products. The govenment directed human and productive capital very successfully. It was the beginning
of so called "economic miracle".

- Could we adjust tiie same idea of "the economic miracle” to the Polish reality?
« First of all, we need to establish a new structure of manufactured goods and provided services.
This will enable us to create new job-positions. Remember that nobody becomes rich ovemight. Our

2%
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generation is lucky because we have inherited some properties from our ancestors. We become ric™ . .an
one generation to another one.

- Recently, the German Chancellor Kohl has said that the German people had to increase
their savings. Considering our needs and very low incomes do we need to be frugal.
« I think that we should use our existing capital propery. °

- Don’t you think that the import of foreign cars increases the waste of domestic capital.

« As far as the national interest is concemed "yes" because the same car might be constructed in
Poland using our labor forces and .aaterials. It might create new jobs and more incomes. But from my
private point of you if the domestic market does not provide me with products of high quaiity I will buy
a car on a better foreign market.

- Our domestic market provides cars of not high quality. Don’t you think that we should buy
them in order to promote our economy.

« I would choose a product of the best quality otherwise all of would face another problem falling
in backwardness. Purchasing domestic products we promote them and their producers will never improve

their quality.

- If economy has its own clear rules why Balcerowicz’s program was criticized?

+ Balcerowicz’s program had its strengths and weaknesses. I think that we agreed to some extent.
In the market economy such issues like: taxes, interest rate, real monetary policies needed to be
established. But. how fast such changes like reconstructing the economy, privatizing state-owned
cempanies should be implemented was another issue. I think that Balcerowicz made a mistake trying o
build a new economy destroying existed capital.

- I believe that our government will draw proper conclusions from the lesson.

Thank you very much for sharing with us your opinio.s.
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Bialystok Firms - Video & Casca

1. Bookstore "ARCENT"
Owriera: Marek Butwilowski
Adam Samsoriowicz
Andrzej Ka)inowski

Established: May 1990

They sell books, take individual orders, distribute beoks to
lihraries in tle whole veoiveodship., Offer discounts and
instaliments.

Conerantly do market research and respond to client’s necds.

2. Barery "U Lecha"
Owner: Lech Trushkolawaki
Z7 Employees
t.apy near Bilalyastok
Eatablished: (98€E

Produre:z varjety of bread, rc'ls, calles, tarts, etc. Han a good

empioymment structure. Provides its products many bakeries= gella
at ite own.



Polsko - Amerykafiski Instytut Przedsigbiorczoéci

Sponson U.S. AGENCY POR mmnom.mwmm, WASHINOTON D.C.
61-895 POZNAN = ALEJA POWSTANCOW WIELKOPOLSKICH 16

o /FAX 543-521, & 543-520
VIDEO TAPES
1. Company name: SZURGOT
2. Town : KOLO
2. Numa: ZBIGONIRW S7ZURQOT

" Szurgot ", u bullding consiruction company, was ostablishod in 1949, 11 specializes
In munolth technology, of extroms s in houso construction. The company denls with bank
and church conatructon, owns u bulding matorinls wholosaling oporation and provides
scrvices in the realm of renting profensiona) oquipmont. During Iast 8 yesrs the number of
cmployoes has incressed by 600 % ( 70 omployoos in 1988 and 420 4n 1093 ),

- D O - o WP ¢0 ) G (D P D G G e - - hdad

f. Compuny nsmv : KURO - ASTAR
2. Town: BNIN ncar Pornat

3. Nume: Kreysriof Korczyk

‘The company. cswblished In 1982, deuls primarily with production of wooden garden
accessorics. ‘1'he whole of the moduction s exportcd_w Western Burope. ‘1hey import plastic
parden furnfiune, manufacivre Hingerie und women® s cluthes as well ax provide shipmuont

ROPVILHA,

Sniull Business Institute
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POLSKO-AMERYKANSKI INSTYTUT
PRZEDSIEBIORCZOSCI
POLISII-AMERICAN
SMALI BUSINESS INSTITUTE

35-030 Rzeszéw, ul.Zygmuntowska 2a, tel.(0 17)326-%5
fax:(0 17)328-59

PKO BP/I1 ODDZ. w Rzeszowie, konto nr 69515-31453~132

FIRMA BOCMEN - PRZEDSIEBIORETWO PRODUKCYINO~-USLUGOWE - Ltd. Conmpany
ul .Hanasiewicza 10, Rzesz6w - tel. 440-89, 440-74
Private firm est. in 1988

No. of Employees: 180
Managing director: Mr Wieslaw Boczkaj (owner-95% of shares)

This private company is active in marufucluring structural elementc

from oak and timber, manufacturing and selling furniture.

FIRMA OAKPOL - PRZEDSIEBIORSTWO HANDLOWO~PRODUKCYJNE - Ltd. Company
ul. Jagiellonska 12, Rzeszéw - tel. 620-3835

Private firm est. in 1991 (4 shareholders)

No. of Employees: 26
Managing director: Mr Marek Kowalski
other shareholders: Andrzej Kosonocki (engineer)
AnLuni Niemiec (mechanic)
Lilianna Kowalska (engineer-chief of the Board)

This private firm is active in trading of housing equipment. They
have network of shops in South-East Poland. They have also

coffe-bar and snack-bar in downtown.
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T - H - E CENTER ON EDUCATION
(‘)HIO AND TRAINING FOR EMPLOYMENT
SI :A; I ! E 1900 Kenny Road

Columbus, Ohio 43210-1090

| UNIVERSITY

Phone: 614-292-4353

Telex: 9102505950

Fax: 614-292-1260
March 25, 1993

Kyle Kreutrberg
WORLDNET

Program Acquisitions Division
Room 5106

Washington D.C. 20545

Dear Kyle:

I would be very please! for WORLDNET to take an interest in the Second Annual
Entrepreneurship Education FORUM to be held in Gdynia, Poland, May 16-18, 1993. This is
part of our U.S.AID-funded project which focuses on empowering Polish educators to train the
emerging private sector business ownzrs to succeed in a market economy. It is being organized
by our counterparts, the Solidarity Economic Foundation and will take place in the home of
Poland’s leaders for democracy. (Gdynia is part of the Gdansk area).

Enclosed is the brochure that has been distributed broadly in Poland. (Sorry I have no
English version). Also I am sending you some information from last year’s agenda which will
be similar to the one we are preparing for this year. They will again invite some key national
government leaders to be on the program but we do not have confirmations yet. Last year we
had about 250 participants including faculty and rectors from all over the country, government
leaders from Warsaw and other cities, and others interested in the growth of Poland’s private
sector economy.

Last year we undertook to conduct a one-hour satellite broadcast to the U.S. from the
conference and used Polish TV staff and equipment (including a mobile unit from Warsaw). 1
have a videotape from this activity that I will send you under separate cover. Needless to say
the transmission wasn’t always perfect, but the miracle was that it worked.

Please let me know how I might help you further with this possibility.
Sincerely,

[l

M. Catherine Ashmore
Director, International Enterprise Academy
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II NATIONAL ENTREPRENEURSHIP FORUM in GDYNIA

16-18 May, 1993
May 17 (Monday)
¢ OPENING CEREMONY 9:00 - 9:30
1. Prime Minister H. Suchocka 2. Vice-Minister Goryszewski/3. A.Olechowski
2. Leader of -Solidarity Foundation Krzaklewski
3. Cathy Ashmore
4 Invited Speakers:  a representative of AID - Nina Majer

a representative of DOL
USA Ambassador in Poland - Thomas Simons
5. Director of Solidarity Foundation in Gdarisk - Marcin Flisykowski

« GENERAL SESSION - 9:30 - 11:00

1. Minister Ejsmont 2. Leszk Balcerowicz
2. Gene Gomolka and Marzena Czerwifiska

3. Metcalfe

4. Cathy Ashmore

5. Alicja Zajaczkowska - organizational issues

CONCURRENT SESSIONS - 1i:30 - 18:00

May 18 (Tuesday)

« GENERAL SESSION - 8:30 - 10:00

1. Minister J. Lewandowski 2. Minister of Construction
2. M. Mironowicz

3. K. Gurbiel

4. M. Flisykowski

+ CONCURRENT SESSIONS - 10:30 - 13:15
+ CLOSING CEREMONY (by the host) - 13:30 - 14:00

« LUNCH



CONCURRENT SESSIONS

Monday May 17, 1

A1 11:30 - 13:00

ORGANIZATIONS PROMOTING ENTREPRENEURSHIP

1. An idea to establish Agency for SME Development (M Koszuda)

2. Sharing experiences in promoting entreprencurship under Polish-American
Entrepreneurship Clubs

3. Cooperation Fund

4, The Ministry of Entreprencurship Promotion

B1

CONSULTING AND A SMALL BUSINESS

1. Individual consulting as a consulting method used in a small business
2. Characteristic of customers of The Center for Consulting Services for Small Business (P.

Kulawczuk)
3. Ethics in business and consulting (Bialystok Business School)

A 2 14:3C - 16:15

ESTABLISHING CONDITIONS FOR DEVELOPMENT OF SMALL BUSINESSES
IN MARKET ECONOMY

1. The role of venture capital and factoring in financing small businesses (B. Borkowska
Economic Academy Wroclaw).

2, Small and medium sized enterprises’ investments in new economic reality

3 Capital and technical equipment of small industrial businesses (P.Dominiak Gdarisk
Polytechnic).

4 Centers for Information as one of the main factor of a new government information policy

related to development of small businesses. (M. Lewandowski CPR Ltd.,).
5. CARESBAC - POLAND Company - presentation of its policy in terms of investing in
small businesses. (K. Lipski).



B 2 14:30- 16:00

EDUCATIONAL PROGRAMS FOR ENTREPRENEURS AND CANDIDATES FOR

ENTREPRENEURS

1. Consulting and educational programs supporting entreprencurship in £6dz region
(B. Piasecki and A. Rogut from L6dz University).

2. Institutional - personal barriers to reach the access to educational programs and using
consulting services based on Cooperation Fund’s experiences (J. Janczewski).

3. Financial analysis - instructive barriers (in the light of experiences of Polish-American

Entreprencurship Institute in Rzeszéw).

A 3 16:30- 18:00

DOES FREE MARKET NEED EDUCATED ENTREPRENEURS?

1.
2.

3.

B3

An education reform of Economic Academies and small businesses’ needs (based on an
example of Economic Academy in Poznar - B. Gruchman)

Problems of staff education in the scope of market economy and entreprencurship
(Koszalin T. Hryniewicz)

Education - a barrier to develop entrepreneurship in Poland (Z. Matusiak £.6dz University)

Export/Import in a small business. Benefits and threats. (M. Cooper Ohio State

University)
International marketing and a small business for example Polish-American Entrepreneur-

ship Institute in Rzesz6w (K. Kaszuba).

A



Tuesday May 1

A 4 10:30 - 12:00
BARRIERS OF SMALL BUSINESS DEVELOPMENT

1 Bottle-necks in small businesses - opportunities to develop international cooperation

(Denmark) :

2. Barriers to develop small and medium sized enterprises in Poland (Nelly Bohdanowicz
Gdarisk Polytechnic)

3. Dilemmas of small businesses development in the border-regions. (for example

Euroregion Karpaty K. Kaszuba)

B4
LOCAL ORGANIZATIONS PROMOTING SMALL BUSINESSES

1. An idea to create Gdafisk Network for Supporting Business (E. Galosz-Suszka).
2. The role of Gdarisk Economic Chamber in promoting small businesses.

A 5§ 12:15-13.15
THE ROLE OF SMALL BUSINESSES IN A COMMUNITY
1. Macroeconomic conditions in creating cultural and individualistic models (Economic «

Academy Poznari W. Piotr)
2. Motivations; Creating labor market (G. Zielifiska)

BS
MARKETING AND A SMALL BUSINESS
1 Marketing management in a small business (analyzing managers’ opinions) (F. Blawat

Gdarisk Polytechnic)
2. (Poznari)



NSZZ SOLIDARNOSC

80-855 GDANSK tel. 314-051, 384-412, 384-319
ul. Waly Piastowskie 24 tix 513160
POLAND fax 384219, 31 4478

Dv Coerne Ashhwmore Gaansk , 20 Fepruary 1993

DOivetor
\EA, CETE _
Ol Stekt Univess v
VSA
Encouraged by the successs of 1 Eational Entrepreneurship Forum,
Fconomic Foundation HSZZ »soljdarnoéé” along with the Onio State

University and Entrepreneurahip institutes have a pleasure to
invite you for

|n Natiomal |‘E'11L'“I3-D'"¢2'WCEIJI"!5'?1l [ o)
Formamm -
T EFTREERE MARKET — A CHANCE FOR

sMALL. IBIJSS]ZIIESEBEB"

The Forum will be held on 16-18 May 1993 . Hotel Gdynia .
Poland

The main objective of the Forum is to provide exchange of
information and experience among numerous institutions dealing
with entrepreneuranip promotion in Poland

During the conference weé intend to create a consistent source of
information about initiatives and programs supporting Small
Business developement in Poland. Ve also intend to write a
memorandum to the Polish goverment and Polish institutions that
stimulate entrepreneursnip in our country.

we look forward to presentations of university pusiness and
economics faculty members from all over Poland,
entrepreneurs, repreaentatives of Chambers of Commmerce and
economic societies, universities, government, and foreign
guests.

LY

The Forum is sponsored mainly by US Agency for International
Developement (US AID) as a part of ‘Entrepreneurship institutes
in Polana” Project.

For further details please seek for the attached note.

we would appreciate your participation in II EHational
Entrepreneurahip Forum, as well as the early confirmation of the
participation. we look forward to a great Forum and hope You
will be part of it.

Yours sincerely,
Malgorzata Balkowska
Director of Fducation Department
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Program Forum:

16 maja

15.00 — 18.00 rejestracja uczestnikow
w Hotelu Gdynia

18.00 - 21.00 powitaina kolacja

17 maja
9.00 - 11.00 oficjaine otwarcie Forum
11.00 - 18.00 sesje rbwnolegte

18 maja
8.30 - 10.00 sesja generaina
10.00 - 13.30 sesje réwnolegte
13.30 - 14.30 ceremonia zamknigcia Forum
14.30 pozegnalny obiad

Oficjaine jezyki Forum

Oficjalnymi jgzykami Forum s3
poiski | angieiski.

Il KRAJOWE FORUM
PRZEDSIEBIORCZOSCI

1993
Gdynia Polska
16 - 16 Ma}

MRS



http:13.30-14.30
http:10.00-13.30
http:8.30-10.00
http:18.00-21.00

It Krajowe Forum
Przedsiebiorczo$ci

odbedzie sig w dniach 16 - 18 maja 1993r.,
w Hotelu ,Gdynia”

w Gdyni, ul. Armii Krajowej 7,

tel. (58) 20 66 61 /tax (58) 20 86 51.

Tematem Forum Jest

Wolny Rynek - Szansq dla Small Businessu".

Oto proponowane przez organizatoréw tamaty sosji:
e Czy wolny rynek potrzebuje wyksztalconych
przedsigblorcéw?

— Instytuty Przedsigblorczodcei | ich rola
w stymulowaniu Small Businessu

- Wplyw kaztaicenia ustawicznego na rozwdj
przedsigblorczoécl
e Prywatyzacia i joj wplyw na Small Business
- Relacje malych | dutych firm

e Rola Small Businessu w spoleczefistwie

~ Tworzenie nowych wzorcédw kulturowych
| osobowodciowych
— Motywacla; tworzenie rynku pracy

e Miejsce doradcy w firmle
— Strategie | techniki konsultingowe - ich efektywnobé
- Etyka zawodowa w doradztwie

e Eksport/import w Small Businessie ~ korzyébel
i zagrotenia — Transter technologll, jakoéé,
konkurencja

® Rzadowe | nlezaleine organizacie promujace
przedsigblorczoéé

- Rola instytuc)i rzadowych we wepleraniu Small
Businessu

— Organizacje | Stowarzyszenia przedsiqblorcéw
- Programy zagraniczne | zadowe
e Nowe problemy i formy Small Businessu

~ Ekologia - pomysi na firme
~ Firmy rodzinne
- Kwestie prawne

N
O
—

Prezentacje:

osoby zainteresowane prezentaciq swoich
tez prosimy o ich nadsytanie najpéZniej do

Objeto$¢ materialéw nie powinna
przekracza¢ 1 strony. Prosimy zalaczy¢
2 zatytutowanie kopie i krétkie informacije
o autorze.

Optata Forum

300.000zi dia kazdego uczestnika wnoszona na koo
organizatora:

Fundacja Gospodarcza NSZZ Solidarnoéd™ nr konta:
BG IV O/Gdafisk nr 301817-1270-132-3 ,FORUM".

Oplata Forum pokrywa koszty peinego uczestnictwa
w Forum:

o maderialy konferencyjne
® 2 noclegl

® oblady

o kolacjg powitaing

Anulowanie

W przypadku rezygnacii z udzisiu w Forum prosimy
o pisemne powiadomienie.

Organizatorzy nie przewiduja zwrotu wpiaty
dokonanej z tytulu uczestnictwa.

SzczegSiowe IfOrMacie MOINA UZYSKEC POC SOTERETTY

FUNDACJA GOSPODARCZA
NSZZ ,SOLIDARNOSC”

80-855 GDANSK tol: 304412, 314051,

ul. Waly Plsstowskle 24 384319
t: 513170, 513160
fax: 384210,314478

v "_""i!.‘i"l”‘-’l.'"w..: .
¥ RN

.o R
Qi )



s SNatiIiomatl Enntrepreneursnip
Forasmm
CTEFREE MARKET- A CHANCEK FOR SMAIL.L.

BUSINESS®™

The adgdress:

Hotel Gdynia

ul .Armif{ Krajowej 7

Gdynia, Poland

tel. (58)206661/ fax (358)208651
The Hotel Gdynia is a large and modern facility that will
accommodate you comfortably for 40% per night. Please make your
own hotel reservations (48-38-206661) . The reserved block of
rooms is in the name of the Solidarity Economic Foundation.

Sessjions ec :

# Does free market require well trained , educated
entrepreneurs?

Privatization - how it influences Small Business?

Small Business role in the community .

Business Consulting - the pesition of a consultant in a firm.
Export/Import in Small Business Advantages and threats.
Governmental and independent organizations promoting
entrepreneurship

Hew problems and forms of Small Business.

* % % x %

Presentations:

.If you would 1ike to share your program at the conference,please
send us one-page abstract of your presentation.

Abstracts are due to 135 April 1993!

wWe wii use your one-page abstract as part of the program for "all

participants. Faxes welcomed.
Program:

16 May
3:00-6:00 pm Registration at Hotel Gdynia
6:00-9:00 pm Reception

17 Hay
9:00-11:00 am Grand Opening
11:00-6:00 pm Concurrent Sessions

18 Hay

8:30-10:00 am General Sessions
10:00-1:30 pm Concurrent Sessiona
1:30-2:30 pm Official Cloaing
£:30 pm Dinner, Adjourn
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FINANCIAL STATUS REPORT

(Short Form)
(Faollow instructions on the back)
Federal Agency and Organizational Element 2. Federal Grant or Other identifying Number Assigned OMB Approval Page of
to Which Report is Submitted By Federal Agency No. 1 1
Agency for International Development 0348-0039 pages
Office of Financial Management EUR-0029-G-00-1040-00
Recipient Organization (Name and complsete addreas, including ZIP code)
The Ohio State University Research Foundation
1960 Kenny Road
 Columbus, Ohio 43210-1063
Fmployor |dentification Number 5. Recipient Account Number or !dentifying Number | 6. Final Report 7. Basis
D Yeu @ No D Cash E Accrual
1 31-6401599 724951/769185-01
Fundlnglaunt Period (See instructions) 0. Period Covered by this Report
From: (Month, Day, Year) To: (Month, Day, Year) From (Month, Day, Year) To: (Month, Day, Year)
5/28/91 6/20/93 1/01/93 3/31/93
Transactions: | 1 i
Previously This Cumulative
Reported Period
s. Total Outlays
2,152,922.82 167,264.10 2,320,186.92
b. Recipient share of outlays
145,224.91 0.00 145,224.91
¢. Federal share of outlays
2,007,697.91 167,264.10 2,174,962.01
d. Total unliquidated obligations R LR e %%.
% 16,696.32
e. Recipient share of unliquidated obligations
0.00
f. Federal share of uniiquid ited obligations
16,696.32
g. Total Federal share (Sum of lines c and 1)
2,191,658.33
h. Total Federal funds authorized for this funding period
_ 2,277,131.00
i. Unobligated balance of Federal funds (Line h minus iine g)
85,472.67 |
a. Type of rate (Place *X* in appropriate box) 1
. Indirect 0 Provisional i) Predstermined (0 Final 0 Fixed
Expense b. Rate c. Base d. Totel Amount e. Federal Share
29% 73,072.94 21,191.16 21,191.16
. Re.cerks: Attach any explanations deemed necessary or information required by Federal sponsoring agency in compliance with governing
legisiation.
I Certification: | certify to the best of my knowledge and belief that this report is correct and complete and that all outlays and

unliquidated obligations are for the purposes set forth in the award documents.

ped of Printed Name and Title

Richard W. Bradbury

. Manager, Fiscal Services

(614) 292-1381

Telephone (Asea code, number and extension)

Date report Submitted

Mos é[j/f,J

griature of Authorized Certitying M /4#
! 0

Standard Form 269


http:21,191.16
http:21,191.16
http:73,072.94
http:85,472.67
http:2,277,131.00
http:2.191,658.33
http:16,696.32
http:16.696.32
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http:145,224.91
http:145,224.91
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Year I & 11
Financial Status Report
(by Subcomponent)

January - March, 1993

Balance of

| Budget Category Budget* 7th Quarter Encumbered | Federal Funds
| A. Direct Costs |
“ Salaries/Wages J
| Direct Labor $520829 |  $41.684 n ss5.442 |
Fringe Benefits 128,456 10,494 n 13,559 |
Consultants 130277 1,070 n 15,324 |
Travel/Per Diem 261,355 11,482 *+12,162 *%(.2.397) “
Expendable supplies and J
materials 46,624 (-966) 285 16,368
Nonexpendable equipment 29,292 -0- -0- 2,543 1
Subcontracts/
Subarrangements 687,000 73,000 500 *ee%(-500}
Other Direct Costs 104,652 9,349 (4) (-34,130)
SUBTOTAL 1,908,485 146,073 12,943 66,209
B. Indirect Costs |
Overhead (29% MTDC) 368,646 21,191 3,753 19,264
TOTAL AMOUNT | $2,277,131 $167,264 $ 16,696 $85.473

—

* Budget revised based on letter of August 11, 1992 and permission of August 18, 1992

** ncludes about $10,000 that will be closed out

#+* [ncludes expenditures for satellite conference

w**% Includes $500 to be closed out

;ﬂ*",“‘\,
., ", .-



WOrKSneet 1or Yuanuauve paia - AlD Projects: Lentral ana rastern kurope (Hinancial pata, page 1)

Institution: 54,40 state University

Quarter: Yr. II, Qtr.3 Contact Person Regarding Cathy Ashmore

. this Report:
Project Entrepreneurship Institutes po
Component: -
GRANTEE OTHER OTHER " AID FUNDS
AID FUNDS (COST SHARE) SOURCES SOURCES ACCRUED REMAINING
PROJECT
EXPENDITURES
Actusl  Projecied Azl Projected Actusl  Projected Actusl  Projected Actual Actnal
Staff Salarics U.S. (Instruc.) |41.6 | 45.0] | 465.3 55.4
Staff Salarics U.S. (Stafl)
Fringe Benefits 10.5 | 10.0 114.9 13.6
Salaries Local
Consultants 1.1 | 10.0 115.0 15.3
Travel - Per Diem 11.5 5.0 251, 6 E‘
Nonexpendable Equipment | e 26.7 2.5
Expendable Supplies 1.0l 8.0 o o Ij
Indirect Costs 21.2 | 39.0 26.3 426.9 19.2
Participant Costs ’

PROJECTED
NEXT QUARTER

32.0

19,2




Worksheet for Quantitative Data - A1D Projects: Central and Eastern Europe (Financial Data- Pape 2)

. - OTHER OTHER AID FUNDS PROJECTED
AID FUNDS GRANTEE SOURCES SOURCES ACCRUED REMAINING NEXT QUARTER
PROJECT
EXPENDITURES
Actual Progected Actusl Projected Actusl Projected Actual Projected Actual Actual Projected
Workshops, Seminars, Conf.
Video/T.V. Production
Subcontractors - I
Subcontractors 73.0 | —-—- 25.5 738.0 -5 -
Subcontractors
Translation
Scholarships
Curriculum Devclopment .
5 0 =

Other Direct Costs 9.4 5.0 138.7 -34.1 | 10.0
Other ,_

, 3 N
TOTAL PAGE | & 2 167.2f122.0] [s51.8 2312.( 85.4 85.4




Solidarity Financial Summary

Year II - 1992-1993

Budget Quarter 1 Quarter 2 Quarter 3
Staff Salarie $ 9.600 $ 2,400 $ 2,400 $ 2,400
Institutes 176,100 43,960 50,730 45,316
Faculty Training Workshop 34,300 10,000 8,000
l Translators/Interpreters 8,000
" Materials Purchase 1,000 110 16 215
I Materials Development 8,000 2,508 2,570
Equipment 6,000
'h.ocal Travel 2,000 340 1,203 800
330 265 80
Videotape Production 20,000 5437
Case Study Book 7.000
" National Conference 10,000
Total $282,000 $57.140 $65,122 $56,813




Worksheet for Quantitative Data - AID Projects: Central and Eastern Europe (Financial Data, page 1)

Institution: Solidarity Economic Foundation

Quarter: vy, 11, Qcr.

3 antact Person Regarding Alicja Unterschuetz
this Report:

Project Enterprise Institutes
Component; -
GRANTEE OTHER OTHER AID FUNDS PROJECTED
AID FUNDS (COST SHART) SOURCES SOURCES ACCRUED REMAINING NEXT QUARTER
PROJECT
EXPENDITURES
Acual  Projected  Actusl  Projected  Actusl  Projected  Actusl  Projected Actual Acteel Projected
Staff Salaries U.S. (Instruc.)
StafT Salarics U.S. (Staff)
Fringe Benefits l
Salaries Local (Poland) 2.4 5.0 17.2 2.4 2.4
Consultants 2.0 4.0 T
Travel - Per Diem .8 2.3 -.3 5
Noocxpendable Equipment 3.0 6.0 6.0 6.0
Expendable Supplics .2 1.0 2.3 .7 .7
Indirect Costs
Participant Costs




Worksheet for Quantitative Data - AID Projects: Central and Eastern Europe (Financial Data- Page 2)

. OTHER OTHER AID FUNDS PROJECTED
AID FUNDS GRANTEE SOURCES SOURCES ACCRUED REMAINING NEXT QUARTER
PROJECT
EXPENDITURES

Actual Proyected Actual Projected Actual Projected Actual Projected Actual Actual Projected
Workshops, Scminars, Conf.| —_ i~ 1.0 20.0 16.3 -—
Video/T.V. Production e .5 6.4 14.5 14.5
Subcontractors 45.3 12.0 164.0 36.0 52.6
Subcontractors
Subcontractors
Translation 8.0 4.0
Scholarships
Curriculum Devclopment 2.6 1.0 7.1 10.0 10.0
Other Direct Costs .1 .7 -.7 .2
Other Nat'i conf. _— — 10.0 12.0

4

TOTAL PAGE 1 & 2 56.8 25.5 230.0 102.9 102.9




