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Abstract. Highly intensive internalization of the world economy requires
the business sector to have different view of strategic management and
decision making, together with the quality and content of business
processes. Changes in the environment of enterprises significantly
influence their function and behaviour, causing a need to significantly
change enterprise architecture, including the design of development
strategies. The paper focuses on analysing the processes of industrial
enterprises, dealing with their importance and profit, classified by size. The
result revealed that process activities, such as input logistics and
marketing, are dominant in micro-enterprises, and such activities are
important in profitable enterprises. In middle-sized enterprises, there is a
more significant difference between marketing/sales and services without
any relations to profit. However, there is a requirement to intensify these
activities in non-profitable enterprises. Large enterprises revealed a
significant influence of the scientific and technological development and
also, to a lesser extent, of marketing, sales and purchase. Non-profitable
enterprises should also focus on improving the quality of such processes.
Key words: internationalization, enterprises, business process, business
environment

1 Introduction
Internationalizing the world economy in the age of its regionalism and realignment exerts
intense pressures and actions which have a profound impact on business environments and
their conduct. The business environment, in the manufacturing and industry sector, in
particular, is subject to constant changes. These systematic changes require continual and
recurrent theoretical examination of the corporate growth, carried out by many authors.
Dagnino, King and Tienari [1] defined the human capital, strategy, management of human
resources, innovation and skills as five main factors of the significant growth. This process
is supported by the fact that companies work in conditions of discontinual and turbulent
environment [2, 3], i.e. unpredictable, volatile and disconnected environment [4]. Thus, the
strategic management constitutes a central organ of the organization management within
the dynamic and competition environment. The strategic management consists of three
*
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processes, such as strategic planning, strategy implementation and strategic control [5]. The
most evident trends influencing business environment, processing and implementation of
business strategy are suggested in literature [3, 6-12]. As a matter of fact, a good and
flexible decision-making, speeding up information flows and effective use of modern
information technologies are the key requirements for a successful modern company
management [13]. In addition, activities and strategies of international companies
(multinational enterprises, MNE) are more global than a perspective of the regional strategy
shows [14, 15]. Hence, a further research should suggest a detailed comparison of MNE
approach towards the strategy on different levels (National, regional and global), based on
the value chain. Works which claim that a business strategy does not depend on the ability
to predict changes [16, 17] present a development milestone in projecting and
implementing business strategies in conditions of the new economy. Moreover, a wide
vision of potential customers and their needs within following three to five years is
essential. The literature also notes that a thorough analysis is of a crucial importance.
Therefore, there is not a sound reason to draw up a business strategy in advance. It may last
a couple of years to find a really good strategy. Porter’s model of five powers constitutes
one of the basic pillars of the functional strategy, i.e. an essential characteristic of five
competitive powers, their mutual configuration and a value chain analysis, including
branches and value chain adapted to the requirements of a particular enterprise [18]. One of
the premises of successful managerial strategic decision-making is a strategic situational
analysis [19], which means the evaluation of factors of business environment, i.e. changes
in customers’ requirements, competitors, suppliers and development of macroeconomic
factors including characteristics of internal enterprise resources. Similar definitions of
situational analysis with only small differences in the descriptions of micro environment,
mid-environment and macro-environment are suggested by a number of authors [20-29]. A
strategic situational analysis means a complex approach to capture important factors
influencing business activities in their mutual relations. Sedláčková [30] emphasizes the
important role of the SA in strategic planning and decision-making at the top level of
management. Furthermore, she points out individual strategic methods of the business
environment and its internal resources, which play an important role in the business
potential. Dedouchová [31, 32] in her works focuses on strategic analyses, shows relations
between a strategy, organizational structure and business management system and deals
with the conflicts of interests within their production and implementation. Companies often
present themselves as socially responsible. Actions proving their social engagement are not
confined only to the society in which companies exist, but they also achieve a huge impact
on a wider environment [33, 34]. The social responsibility of companies (corporate social
responsibility, CSR) is often associated with a managers’ effort to foster and maintain good
relationships with the interested parties (employees, suppliers, bankers etc.). From this
point of view, the social responsibility constitutes a very important component of the
business strategy. The SA is also defined as a means for projecting a business strategy
based on realizing its inner potential, possibilities and limits of a further development upon
considering the impact of mid-environment and external environment [13, 14]. Studying the
available literature, we may accept the assumption that using analytical methods is highly
effective in the frame of strategic business management, or more precisely, formulating a
viable strategy; however, their structure and content should be considered since some of
them do not have a universal character, and therefore they cannot be applied in a unified
way. Follow-up analyses should be used as a support means for creating a companywide strategy.
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2 Methods
The research was based on a wide-range questionnaire survey of the business sector in the
Czech Republic. The survey is still carried out. The results as presented in the paper include
a sample of 176 enterprises, 70% of which are profitable. Of the total, there were 74 microenterprises, 70 small enterprises and 32 medium-sized enterprises. The size structure of the
sample corresponds to the SME structure in the Czech Republic. In order to analyse the
research questions, such enterprises that did not answer or the answers were unreliable due
to a link to follow-up question were left out of the sample. The statistics used Fisher´s exact
test and a two-sample test. The two-sample test revealed the p-value and two-sided 95%
interval estimate of ratio differences. For Fisher´s test, p-value is reported as it is the test
statistics itself. Both tests were carried out at the significance level of 0.05. The research
analysed questions related to testing the significance of business processes in terms of their
significance for profitability classified by the size of the enterprises (micro-enterprises and
small enterprises, medium-sized and large enterprises.

3 Results and discussion
3.1 Micro enterprises and small enterprises
In regard to a small number of enterprises in the micro-enterprise group, micro-enterprises
and small enterprises were grouped together.
Table 1. Processes in micro-enterprises and small enterprises and their impact on profitability (in %)

Process
Input logistics

nonprofit
13.6

37.7

Difference profit – nonprofit
24.1

profit

Production

59.1

81.1

22.0

Output logistics

13.6

32.1

18.4

Marketing and sale

22.7

45.3

22.6

Basic and accompanying services

18.2

32.1

13.9

Purchase
Scientific-technological
development
Human resources management

31.8

32.1

0.3

0.0

5.7

5.7

18.2

20.8

2.6

4.5

15.1

10.5

Enterprise infrastructure

Tested differences bigger than 10% are marked in bold. With the view of a large
number of aggregates of profit and non-profit enterprises, results of the two-sample test on
ratio differences are shown. Significant differences are marked in bold.
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Figure 1. Processes in micro-enterprises and small enterprises and their impact on profitability
Table 2. Testing individual processes in regard to their significance and impact on profitability

Process
Input logistics
Manufacturing
process
Output logistics
Marketing and sale
Basic and
accompanying
services
Enterprise
infrastructure

Testing
statistics
2.436
1.871

0.0148
0.061

Interval estimate of the ratio
difference
(0.047; 0.435)
(-0.010; 0.451)

1.895
2.005
1.332

0.058
0.045
0.183

(-0.006; 0.375)
(0.005; 0.446)
(-0.065; 0.343)

1.592

0.111

(-0.024; 0.235)

P-value

The results shown in the table indicate significant differences on the confidence level of
95% only in processes in the area of input logistics and marketing and sale. In this case,
the ratio of profit enterprises, which focus on the process, is significantly higher than the
non-profit ones. The test did not reveal any statistically significant ratio differences in
other areas. P-value is only little higher than 0.05 level and interval estimates, of which the
low limit is negative but very close to zero, indicating a very close result, which means that
choosing only a little lower confidence level would show a difference. Therefore, profit
enterprises show higher ration than the non-profitable.
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3.2 Middle-sized enterprises
Table 3. Processes in middle-sized enterprises and their impact on profitability (in %)

Input logistics

39.1

44.4

Difference profit - nonprofit
5.3

Production

87.0

81.5

-5.5

Output logistics

56.5

55.6

-1.0

Marketing and sale

56.5

42.6

-13.9

Basic and accompanying services

43.5

33.3

-10.1

Purchase

34.8

33.3

-1.4

8.7

13.0

4.3

Human resources management

17.4

18.5

1.1

Enterprise infrastructure

13.0

16.7

3.6

Process

non-profit

Scientific-technological development

profit

Percentage representation

Tested differences bigger than 10 % are marked in bold. With the view of a large
aggregate number of profit and non-profit enterprises, results of the two-sample test on
ratio differences are shown.

80,00%
60,00%

40,00%
20,00%
0,00%

-20,00%

profitable

nonprofitable

difference profitable - nonprofitable

Figure 2. Processes in middle-sized enterprises and their impact on profitability
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Table 4. Testing of individual processes in regard to their significance and impact on profitability

Process
Marketing and sale
Basic and accompanying
services

Testing
statistics
-1.129
-0.834

P-value
0.259
0.404

Interval estimate
of the ratio
difference
(-0.381; 0.102)
(-0.340; 0.137)

A significant difference in the result of the group of medium-sized enterprises was
indicated only in two cases, i.e. “Marketing and sale” and “Basic and accompanying
services”. Although the statistic test did not show any significant difference, even very
convincingly (p-values are multiplied higher than 0.05 level and interval estimates show
zero, while extreme limits are far from zero), the opposite difference from the small
enterprises is interesting, i.e. non-profit enterprises have a higher ratio of a central focus on
these processes than the profitable ones (therefore, there are the negative ratio differences).
It can, therefore, be assumed that non-profit enterprises feel the need to improve and
enhance the activity of the aforementioned activity.
3.3 Large enterprises
Table 5. Processes in large enterprises and their impact on profitability (in %)

profit

non-profit

Input logistics

52.6

36.4

Difference profit - nonprofit
16.3

Production

86.8

81.8

5.0

Output logistics

55.3

45.5

9.8

Marketing and sale

57.9

27.3

30.6

Basic and accompanying services

31.6

9.1

22.5

Purchase

39.5

54.5

-15.1

Scientific-technological development

34.2

0.0

34.2

Human resources management

39.5

27.3

12.2

Enterprise infrastructure

18.4

27.3

-8.9

Process

Tested differences bigger than 10% are highlighted in the table. In regard to the extent
of the aggregate of non-profit enterprises, p-value of Fisher’s exact test is suggested as the
main result. The results of the two-sample test on the ratio difference and the interval
estimate for this difference are given for guidance only. Statistically, significant differences
are highlighted in the following tables.
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Figure 3. Processes in large enterprises and their impact on profitability
Table 6. Testing of individual processes in regard to their significance and impact on profitability

Process
Input logistics
Marketing and sale
Basic and
accompanying
services
Purchase
Scientifictechnological
development
Human resources
management

P-value of
Fisher’s
exact test
0.496
0.095
0.246

Two-sample test on ratio differences
Testing
Interval estimate of
P-value
statistics
the ratio difference
0.979
0.327
(-0.163; 0.488)
1.959
0.0502
(-0.00023; 0.613)
1.957
0.0503
(-0.00029; 0.450)

0.493
0.024

-0.887
0.375
(-0.483; 0.182)
Double-choice test on ratio differences was not
carried out as a result of zero frequency of non-profit
enterprises in the group.
0.782
0.433
(-0.184; 0.428)

0.724

In regard to the small number of non-profit enterprises, we cannot rely on the results of
the two-sample test for ratio differences, it is necessary to take Fisher's Exact Test as a
conclusion. The test in all areas showed a statistically significant difference between profit
and non-profit enterprises, with a difference of more than 10%, except in the field of
scientific and technological development. There was a decisive influence in this area of the
zero frequency in the group of non-profit enterprises. The marketing and sales
situation was closest to the statistical significance.
Although the questionnaire finds a difference in ratio over 30%, the test of significance
was rejected. The tightness of the conclusion, however, indicates that this area is worth the
attention as well as the area of purchase. Although the test did not prove the statistical
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significance of the difference, it shows that the ratio in non-profit enterprises is greater than
in profitable enterprises.

4 Conclusion
The representation of processes in the business system on the general level depicts system
framework for procedural business management; on the other hand, it introduces the
corporate philosophy of the senior management. It is clear that senior management must
take into account both the current competitive ring in the relevant sector and in the relevant
size category and the prediction of the future development, regarding priorities and
intensity.
The paper focused on these particular questions and outputs from the research can be
summarized as follows.
Process significance in the area of “Input logistics” and “Marketing and sales” was
analysed in micro-enterprises and small enterprises. The enterprises which prioritize these
processes proved to be highly profitable.
The aggregate of middle-sized enterprises indicated a process significance only in two
processes, i.e. “Marketing and sales” and “Basic and accompanying services. The fact that
non-profit enterprises achieved a higher ratio of focusing on these processes than profitable
is also interesting. It might be assumed that non-profit enterprises feel the need to improve
and enhance the suggested activities, and profit enterprises consider these processes as
sufficient and stable.
Large enterprises showed a dominant relation in “Scientific-technological
development”, which is in compliance with the expectation and commonly declared
principles in business and management. The managers should also pay attention to the area
of “Marketing and sales” and “Purchase”. However even in this case, the same rules as in
middle-sized enterprises are applied, i.e. business processes need improving.
Researchers consider these results only as the first entry to the system analysis of
business processes. Apart from practical outcomes, valuable methodological experience has
been gained; mainly in a view of the approach towards such burning and important issue as
a projection of the process enterprise system.
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