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Souhrn

Cilem této bakalatské prace je nalezeni limitu analyzy hodnotového fetézce, které je
blize vymezeno jako hledani odpovédi na otazku, zda je mozné porovnat dvé velikostné
a strategicky rozdilné spolec¢nosti ve shodném odvétvi v ramci jednotlivych aktivit
hodnotového ftetézce. Dale si prace klade za cil definovani jednotlivych aktivit
hodnotového fetézce vybranych spole¢nosti, stanoveni vhodnych doporuceni vybranym

spole¢nostem a ptehledné zobrazeni vysledki této préce.

V prvni Casti se prace nejdiive vénuje teorii a metodologii souvisejici s Cili prace.
Teorie vymezuje Siroké mnozstvi pojmi souvisejicich shodnotovym fetézcem. Mezi
tyto pojmy je mozné zatadit strategii, interni analyzu a jeji nastroje. Préce dale v prvni

Casti popisuje mozné metody k nalezeni problému.

V druhé ¢asti prace predstavuje vybrané podniky, ve kterych definuje klicové aktivity
hodnotového fetézce. Daéle je zjistovano, zda je mozné porovnani v ramcei jednotlivych
aktivit a nakonec jsou vysledky predstaveny v tabulce. Na zakladé vysledki vznika
tvrzeni, ze u strategii ovlivnénych aktivit hodnotového fetézce vybranych spole¢nosti

porovnani neni mozné.
Summary

The main target of this bachelor thesisisto find the limit of value chain analysis. This is
closer specified as an answer for the question: Is it possible to compare two companies
different in size and strategy in the same branch of business concerning the range of
activities in their value chain? Another target is to define activities of the value chain of
the chosen companies, find advice for chosen companies and create a clear overview of

the results of this research.

In the first part the work is initially focused on theory and methods which are related to
the targets of this work. The theory contains a wide range of key words related to value
chain analysis. Particular keywords are: strategy, internal analysis and its tools. Further,

the work describes possible methods of solving the problem.

In the second part, the chosen companies are introduced and their key activities of the

value chain are described. There is searched, if comparism is possible in the activities.



Finally the results are shown in a table. There one can see that the comparison is not

possible in those activities, where the strategy has influence.
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1 Uvod

S pribyvajici globalizaci svéta konkurence jednotlivych podniki nabyva na sile.
Zejména v obdobi hospodarské krize, kdy je nuceno ukoncit nebo omezit svou ¢innost
velké mnozZstvi spolecnosti, je strategické fizeni podnikii povazovano za jednu
Z nejvyznamnéjSich oblasti ¢innosti podniku. Interni analyza je klicovym néstrojem
k nalezeni konkuren¢ni vyhody, kter4 udava strategickou pozici podniku. Analyza
vnitiniho prostiedi timto zdsadnim zpisobem napomaha managementu pii rozhodovani
0 budoucich krocich. Tyto divody vedou k vysledku, ze téma interni analyzy je

povazovano za nanejvys aktualni, a proto je obsah prace vénovan pravé tomuto tématu.

Interni analyza je podstatnou soucasti stanoveni, provadéni a vyhodnocovani strategie,
coz se stava nezbytnym ukolem pro kazdy podnik. V teoreticko-metodologické ¢asti
bude proto vénovana pozornost zejména vymezeni pojmi strategie a strategické
planovani, dale bude pfedstavena interni analyza jakoZzto U€inny néstroj zejména pii

stanovovani strategie, a rovnéz budou popsany nejdilezitéj$i metody interni analyzy.

Prace se nasledné detailn€ji zaméti na nalezeni a popis kliCovych aktivit, zejména
analyzy hodnotového fetézce jakoZzto jedné z metod interni analyzy. Tato metoda je
vhodna Kk nalezeni klicovych kompetenci podniku. Duvodem pro vybér analyzy
hodnotového fetézce je, ze se jednd o nastroj méné pouzivany, avsak fizeni na jeho
zaklad¢ je efektivni a smysluplné. Ve chvili, kdy se podnik pomoci analyzy
hodnotového fetézce snazi identifikovat klicové aktivity, ve kterych ziskdva
komparativni vyhodu, 1ze béhem tohoto procesu rovnéz nalézt slabé stranky podniku

ana zaklad¢ téch formulovat doporuceni pro zlepseni konkurenceschopnosti.

Déle v teoreticko-metodologické ¢asti prace predstavi pouzité metody a data, na zakladé

kterych bude prace zpracovana.

Druhéd cast prace, analyticka/praktickd ¢ést, bude zamétfena na definovani problému
aurceni postupu pii jeho FeSeni, a samotny postup pak bude aplikovan na vybrané

podniky, které jsou v této ¢asti blize predstaveny.

Hlavnim cilem prace je nalezeni limitu analyzy hodnotového fetézce. Uze je tento cil
vymezen jako hledani odpovédi na otazku: Lze porovnat jednotlivé aktivity

hodnotového fetézce dvou velikostné a strategii rozdilnych spolec¢nosti v tomtéz



odvétvi? Tato otdzka bude analyzovdna na konkrétné definovanych aktivitdch

hodnotového fetézce.

Vysledky analyzy budou piehledné prezentovany v zavéreéné Casti. Dal$im cilem je,
Vv ptipadé¢ nalezeni slabych stranek podniku, formulovat doporuceni, kterd by vedla
spolecnosti k zisku konkurenéni vyhody ve vSech aktivitaich hodnotového ftetézce.

V zavéru prace dojde k vyhodnoceni, zda bylo dosazeno stanovenych cilt prace.



2 Teoreticko-metodologicka ¢ast prace

2.1 Strategie, strategie podniku a strategické analyza

Co je to strategie? Jedna z nalezenych definic tvrdi, Ze strategie je ,, dokument, ve
kteréem jsou urceny dlouhodobé cile podniku, stanoven priibéh jednotlivych operaci
arozmisteni zdrojii nezbytnych pro splnéni danych cilii* (Kovar, 2008, s. 40). Pojem
strategie vznikl ze starofeckého slova stratagan. Stratégos oznacoval velitele a stratos
armadu (Zuzék, 2011, s. 16).

V literatufe miZzeme najit nasledné definice pojmil se strategii souvisejicich.

., Poslanim strategie je formulace takového cilového chovani subjektu, které resi
vzajemné postaveni minimalné dvou subjektii v jgjich neindiferentnim vztahu.* (Kovar,
2008, s. 6). , Neindiferentni vztah predstavuje aktivni interakci mezi nejméné dvema
subjekty.” (Kovar, 2008, s. 7).

Strategicka rozhodnuti ovlivituji dlouhodoby smér celého podniku. Strategické fizeni je
typické pro vrcholovy management a Casto je zavislé na zkuSenostech a instinktech
rozhodujici osoby. Strategické fizeni by mélo vytvorit konkurenéni efekt (Kaliski, 2007,
s. 193).

Strategické pozicovani (z angl. strategic positioning) se snazi o dosazeni udrzitelné
konkurenéni vyhody, které chce dosahnout pomoci zachovani odli$nosti, individualnosti
spolecnosti ve smyslu odliSeni se od konkurentl rozdilnymi aktivitami spole¢nosti
anebo ve smyslu vykonavani podobné €innosti odliSnymi zptsoby. Takto ptedstavuje

pozicovani jeden ze zdroja (Porter, 1996, s. 62).
2.1.1 Strategicky planovaci cyklus

., Strategicky planovaci cyklus slouzi jako zdakladni orientacni ndastroj pri tvorbé

strategickych planu. “ (Kovar, 2008, s. 54).



Obréazek 1 Strategicky planovaci cyklus
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Zdroj: Kovar, 2008, s. 54 — vlastni Uprava

Podle Kovaie (2008) muzeme strategicky planovaci cyklus rozdélit na tii ¢asti, tak jak
je zobrazeno vySe na obrazku 1. V tuto chvili je nejzajimavéjsi se podivat na pozici
interni analyzy, jejiz nastroje jsou pfedmétem této prace a jez Se nachézi v analytické
casti strategického planovaciho cyklu. Po analytické Casti strategického planovaciho

cyklu nasleduje cast strategickd a pozdéji ¢ast realizac¢ni (Kovar, 2008, s. 54).
2.2 Interni strategicka analyza

Podle Kovaie (2008) je jednim z hlavnich cili strategické analyzy vnitiniho prostiedi
nalezeni konkurenéni vyhody. K tomu, aby firma védéla, co je jeji konkurencni
vyhodou, a jaka je tedy strategicka pozice podniku, je nutné mit dostatek informaci jak
o vn¢j$im okoli podniku, tak o vnitinim prostfedi podniku. Tuto myslenku znazornuje

nize obrazek 2.



Obrazek 2 Proces strategické analyzy podniku
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Zdroj: Kovar, 2008, s. 56 — vlastni Uprava

Dalsim z cili interni strategické analyzy je odpovédét managementu podniku, , jaké
maji vnitini zdroje a jaky bude vyvoj téchto zdrojii ve vztahu KmozZnosti vyuziti
prilezitosti, ktera se naskyta ve vnéjsim prostiedi, nebo zda podnik disponuje
dostatecnymi zdroji k obhdjeni pozice Vpripadé hroziciho nebezpeci z vnéjsiho
prostiedi* (Zuzék, 2011, s. 77).

2.2.1 Nastroje interni analyzy

Mezi nastroje interni analyzy se zatazuje velké mnozstvi metod. Nékteré vybrané jsou

blize popsany Vv nasledujicich podkapitolach.
2.2.1.1 SlozKky podniku

Podle Kovare (2007) je analyza slozek zaméfena piedev§im na analyzu uspofadanosti
tii slozek ve wvnitini struktuie podniku, kterd je vychodiskem pro formulaci strategie
podniku. Mezi tii analyzované slozky patfi substance aneb latka, kterou je objekt
tvofen. DalSimi analyzovanymi slozkami jsou usporadanost objektu a procesy

probihajici v podniku. Z uvedenych tii sloZzek nejvice dominuje slozka uspofadanosti,




protoze vSechny tfi slozky mohou byt pfedmétem (objektem) analyzy pravé z pohledu
uspotadanosti (Kovar, 2007).

Usporadanost je podle Kovaie (2008) definovana nasledovné: , Uspordadanost
substance a usporadani procesii je syntetizujicim poznatkem pro analyzu a hodnoceni

podniku. Usporadanost podniku, tj. Uspordadanost jeho substance, organizace a procesii

v podniku probihgjicich je nositelem efektu.” (Kovar, 2008, s. 143).

Dale podle Kovare (2007) se mira neuspofadanosti zkoumaného systému vyjadiuje
pomoci entropie. Entropii muzeme rozdé€lit na interni (endogenni, vniténi), ktera
vyjadiuje neuspofadanost vnitini struktury objektu, tj. vySe zminénych tii slozek
objektu, a externi (exogenni, vnéjsi), jez vyjadfuje uspotfadanost tii sloZzek vnéjsiho
prostiedi analyzovaného objektu (Kovér, 2008, s. 144-145). , Jak entropie interni, tak
externi se miize pohybovat v rozpéti hodnot 0 — stav dokonalé usporadanosti a 1 —
totalni neusporadanost.” (Kovat, 2008, s. 145). Informace o0 entropii vnitini a vnéjsi
jsou potiebné pii hledani odpovédi na otazku, jaka je pravdépodobnost pteziti daného
podniku. Celkova pravdépodobnost Uspésnosti (pfeziti) je oznaCovana jako relativni
stupeii komplexnosti', ktery ,, vyjadiuje, jak daleko je urcity podnik vzdalen od stavu
totalni neusporadanosti, predstavované rovnovahou zaniku. Relativni  stupen
komplexnosti predstavuje soucasné uroven daného konkrétniho podniku v porovnani

S nejvyssi urovni dosazenou v daném case. *“ (Kovar, 2008, s. 146).
Podle Kovare (2007) je relativni stupenn komplexnosti mozné naleznout podle vzorce:
RSK =1—e,
€c = €ext T Cint — €oxt X Eint
kde:

e RSK je relativni stupenn komplexnosti
e e, je entropie celkova
® e, j€ entropie externi

® ¢;,; je entropie interni

(Kovat, 2008, s. 147)

! Princip ristu stupné komplexnosti definoval Ilya Prigogine, nositel Nobelovy ceny 1997.



2.2.1.2 Provéreni zdroji podniku

Jeden z cili interni analyzy je ziskat dukladny ptehled o zdrojich podniku, tak aby byla

strategie podniku ur¢ena spravné. Obecné se zdroje podniku rozdé€luji do ¢tyt skupin:

e hmotné zdroje (stroje, budovy, auta...)

e finan¢ni zdroje (disponibilni kapital, moZnost ziskat tvér, pohledavky...)

e lidské zdroje (struktura pracovnich sil, organizace prace, mnoZzstvi zaméstnanct,
jejich loajalnost, adaptabilita, kreativita, talenty...)

e zdroje nehmotné povahy (know-how, povést, znacka...)

(Kovat, 2008, s. 148)

Podle Zuzéka (2011) je v prubéhu analyzy zdroji nutné zvazit vyvoj zdroju v Case,
neanalyzovat pouze soucasné, ale také budouci, o¢ekavané. Podle Kovare (2008) je pak
vhodné zahrnout viechny zdroje, které by mohly kladné ovlivnit vysledky jednotlivych

strategii, a zamyslet se nad vazbami mezi jednotlivymi zdroji.
2.2.1.3 Nalezeni a popis klicovych kompetenci

Kovat (2008) uvadi, ze kazdy zdroj v ramci podniku je rozdilné vyuzivany a pravé
pterozdélovani a vyuzivani zdroji ma vliv na vykonnost podniku. Ty ¢innosti, které
pfinaseji vyssi hodnotu pfi stejném objemu vyuzitych zdroji, lze oznacit jako klicové

(Kovat, 2008, s. 149).

Dale pak Kovar (2008) definuje klicové kompetence podniku jako ,takové
kompetence, jez neni mozno jednoduchym zpiisobem napodobit tak, aby byla zajistena
dlouhodobost jejich existence” (Kovar, 2008, s. 149). Dalsim pojmem jsou specifické
kompetence organizace, které ,,/ze popsat na zdkladé analyzy hodnotového retézce
anavaznych krokii. Analyzami zjisteni strategické kompetence podniku zdroven
determinuji silné a dabé stranky podniku, tedy jeho strategické moznosti* (Kovar,
2008, s. 149).

Tedy jednim z nastroji k nalezeni klicovych kompetenci je hodnotovy fetézec — nastroj
byva oznafovan také jako amalyza hodnotového Fetézce. Tato analyza byla poprvé
predstavena Michadlem Porterem vroce 1985 vknize soriginanim nézvem
Competitive Advantage: Creating and Sustaining Superior Performance. Blize by

hodnotovy fetézec mohl byt definovan jako vykonny manazersky ndstroj



k identifikovani kli¢ovych aktivit v ramci podniku, které maji potencial pro udrzeni

konkuren¢ni vyhody. Konkuren¢ni vyhodou je oznacena schopnost organizace provadét

klicovou c¢innost v celém hodnotovém ftetézci 1épe nez jeji konkurenti. Literatura

(Porter, 1985) uvadi, ze hodnotovy fetézec utiidi podnikove aktivity podle strategické

relevance k porozumeéni rozdilnosti chovani nakladi a existujicich potencidlnich zdroju

(Porter, 1985, s. 33). Dale pak literatura (Porter, 1985) uvadi, ze podnik je souhrn

aktivit, které jsou piedvedeny designem, produkci, trhem, dorucenim a podporou
produktt podniku (Porter, 1985, s. 36). VSechny tyto aktivity mohou byt zobrazeny

pomoci obrazku 3.

Obrazek 3 Hodnotovy Fetézec
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Zdroj: Porter, 1985, s. 37

Literatura (Porter, 1985) uvadi, Ze hodnotovy fetézec rozdéluje aktivity na primarni

asekundarni. Primarni ¢innosti jsou takové, které zahrnuji fyzickou vyrobu produktu,

jeho prodej a doruceni zdkaznikovi, stejné tak jako zakaznicky servis, na rozdil od

sekundarnich — podpurnych aktivit, které ptedstavuji koupené vstupy, technologie,

lidské zdroje a rizné rozsitené funkce firmy spojené s jeji ¢innosti (Porter, 1985, s. 38).



Literatura (Porter, 1985) upozoriuje na dalsi vyhodu hodnotového fetézce, kterou je, ze
miize hrat vyznamnou roli pfi tvorb& organizacni struktury. ,, Organizacni struktura
seskupuje urcité spolecné aktivity pod organizacnimi jednotkami jako je marketing nebo
produkce. Logika tohoto seskupovani je Ze aktivity maji podobnosti, které by mély byt
vyuzivany shranutim dohromady do jednoho oddéleni, zarover jsou oddéleni oddélena od
Jjejich skupinovych aktivit z ditvodu jejich rozdili." (Porter, 1985, s. 59). K definovani
hodnotového fetézce je nutné identifikovat jednotlivé hodnotové aktivity. Kazda
kategorie aktivit mize byt dale rozd€lena na ,,diskrétni* aktivity. Vesmés vSechno, co
podnik déla, by mélo byt zachyceno primarnimi ¢i podpirnymi aktivitami (Porter, 1985,
s. 45). Ramec konkurenceschopnosti miize mit silny vliv na konkurenéni vyhodu
z dtvodu jeho tvarovani a konfigurovani hodnotového tetézce (Porter, 1985, s. 53).
Ramec konkurenceschopnosti rozdéluje na ramec segmentu, vertikalni ramec,

geograficky ramec a pramyslovy ramec (Porter, 1985, s. 53—54).

Dale nalezeni a popis klicovych aktivit podle literatury zahrnuje analyzu nakladové

efektivity a analyzu efektivity pridané hodnoty (Kovar, 2008, s. 151).
2.2.1.4 Srovnavaci analyzy

Podle Kovare (2008) mezi srovnavaci analyzy patfi predevsim analyzy historickych dat
a analyzy vyvoje odvétvi, které pomahaji pochopit divody vzniku soucasné situace
podniku a divod vhodné zmény (Kovat, 2008, s. 152). Analyza historickych dat
mapuje skuteCnosti a zavislosti ve vyvoji ukazateli pouze v ramci podniku a analyza
vyvoje odvétvi srovndva vysledky dosahované podnikem svysledky daného odvétvi.
Jak uvadi Kovar (2008), je vhodné provadét analyzu vykonnosti na zakladé soubori
relativnich ukazateli a srovnavani na prostiedi jako celek pomoci absolutnich hodnot

(Kovat, 2008, s. 152).

Nastrojem srovnavacich analyz je finanéni analyza®, kterd je vlastnd rozborem
vykonnosti podniku. Literatura (Peskovd, Jindfichovska, 2011) oznacuje finanéni
analyzu za formalizovanou metodu, pométujici ziskané Gcéetni tdaje mezi sebou, ¢imz
roz$ifuje jejich vypovidaci schopnost. Finan¢ni analyza tedy vychazi z minulosti a jejim
cilem je poznani finan¢niho zdravi podniku, identifikovani jeho silnych a slabych

stranek. Finanéni analyza je souhrn ¢innosti zjist'ujicich avyhodnocujicich komplexni

? Finanéni analyze se blize vénuje napf. literatura (Valach, 1999) nebo (Mrkvicka, 1997)



finanéni situaci podniku, kterou se rozumi financni vykonnost a financni pozice podniku

(Peskova, Jindfichovska, 2011, s.7). ,, K zdkladnim oblastem analyzy financni a

ekonomicke situace pak patri zejména informace o:

schopnosti  podniku generovat zisk zviozZeného (pouzitého) kapitalu, tedy
0 rentabilité (vynosnosti) podniku,

schopnosti dostat svym zdavazkiim vcas, v pozadované vysi a na pozadovaném
miste, tedy o platebni schopnosti podniku (solventnost, kratkodoba likvidita),
schopnosti dlouhodobé garantovat své financni zavazky a dosahovat optimalni
vynosnosti, tedy informace o ekonomické a finanéni stabilité (dluhova

schopnost a dlouhodoba solventnost) podniku. ‘

(Peskova, Jindfichovska, 2011, s. 39)

Zékladnim nastrojem finan¢ni analyzy jsou tzv. finanéni pomérové ukazatele, které

byvaji rozdéleny do nasledujicich skupin:

ukazatele rentability,

analyza platebni schopnosti (likvidity),
ukazatele aktivity (obratu),

analyza zadluZzenosti,

dalsi.

2.2.15 Bilance zdroji a kompetenci vzhledem k organizaci

Literatura (Kovar, 2008) pti uvedeni jednotlivych zdroji a kompetenci ¢i jejich soupisu

upozoriiuje na mozné ovlivnéni jednotlivych zdrojii a kompetenci jejich vzajemnymi

vazbami. Toto ovlivnéni mize byt bud’ kladné, kdy vznikd synergicky efekt, nebo

zaporné, jehoz efekt je kontraproduktivni. Dale pak Kovatr (2008) uvadi nejznaméjsi

maticova a portfoliova srovnani, ktera se pouzivaji v praxi:

BCG matice,
portfolio matice atraktivity,

matice vyrobek/trh.
(Kovat, 2008, s. 157)
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2.2.1.6 Analyza kritickych faktoru aspéchu

Co to vlastné kritické faktory uspéchu jsou? Literatura (Kovat, 2008) definuje tzv. KFU

jako ,,schopnosti a zdroje, které firma musi mit a rozvinout, aby mohla:

® uspésné soutézit na urcitéem trhu nebo segmentu,
e dodavat vyrobky a sluzby, které zdakaznici vysoko hodnoti* .
(Kovat, 2008, s. 159)

Dale pak Kovai (2008) uvadi, ze analyza, ktera nachazi klicové faktory uspéchu, je
zalozena na znalostech potieb zdkaznika a udani stavu, pozice, ve které se podnik pro
danou oblast vyskytuje. Analyza se pak provadi ve tfech krocich. V prvnim kroku je
pochopeni potieb a pfani z&kaznika a v druhém kroku je provedena srovnavaci analyza
s konkurenci. V poslednim, tietim kroku je provedena analyza konkuren¢niho postaveni

podniku.
2.2.1.7 Identifikace klicovych slabych a silnych stranek

Podle Kovare (2008) by identifikace klicovych silnych a slabych stranek méla vychazet
ze stanovenych cili podniku, jelikoz vSechny skuteCnosti ovliviiujici schopnost
dosazeni cild, at’ kladné ¢i zapornég, jsou chapany jako klicové (Kovat, 2008, s. 164).

Nejznaméjsi metodou k nalezeni slabych a silnych stranek je SWOT analyza®.

Podle literatury (Zuzak, 2011) SWOT analyza je ,,zavérecnou analyzou Vv analytickém
procesu strategického managementu a sklada se zcdsti, které uvadeji identifikované
prilezitosti (opportunities) a ohrozeni (threats) ve vnejsim prostredi a silné stranky

(strenghts) a slabé stranky (Weaknesses) ve vnitinim prostiedi *“ (Zuzédk, 2011, s. 87).

Literatura (Zuzéak, 2011) pak dale uvadi, ze pfi SWOT analyze je nutné zvazit vazby

mezi jednotlivymi polozkami v &ase.*

3 SWOT analyzu vypracoval Albert Humphrey v 60. letech 20. stoleti. SWOT analyza se stala velmi
oblibenym a rozsifenym nastrojem.
* SWOT analyzu vypracoval Albert Humphrey v 60. letech 20. stoleti. SWOT analyza je velmi oblibeny,

znamy a rozsireny nastroj, kterému se vénuje mnoho knih.
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2.3 Metody FeSeni problémi a védecké prace

Tato kapitola je v€novana pouzitym metodam a pouzitym datim. Definici problému

apostupu jeho feseni se vénuje pozdéji kapitola 3.1.2.

Co to vlastné metoda je? Podle literatury (VSEM, 2010) se da tento pojem definovat
nasledné: ,, Metodou rozumime promysleny, objektivné spravny zpusob (postup,
prostiedek) nebo soustavu zpiisobui (postupui, prostredkit), které umoznuji nalezeni nebo
objasnéni védeckych poznatkii a zakonitosti, umoZnujicich poznat dany objekt.
(VSEM, 2010, s. 10).

2.3.11 Pouzité metody

V této praci bude pouzita kvalitativni metoda vyzkumu. Podle literatury (Bryman, Bell,
2007) je to takova metoda, kterd je vice zaméfena na slova nez na cCisla a data mohou
byt shirdna pomoci mnoha zdroju, jako jsou napf. rozhovory a dokumenty. Pfedpoklada
se, ze kvantitativni metoda je vhodnd k pouziti pfi studovani organizaci, skupin
aindividualit (Strauss, Corbin, 1990). Samoziejm¢ vSechny metody maji své klady
azapory a hlavnim negativem této metody je podle literatury akumulace ptili§ mnoha

informaci a nasledné jejich vybér a interpretace (Bryman, Bell, 2007).
2.3.1.2 Pouzita data

V této praci jsou pouzity vefejné dostupné informace od vybranych spole&nosti’.
Ziskané informace ze spole¢nosti Vandenberghe furniture na zakladé rozhovoru
Sdlouholetym zaméstnancem urenym majitelem spole¢nosti. Rozhovor je k nalezeni
v ptiloze 2. Data ziskand cestou rozhovoru jsou uréend pro vetejnost. U spole¢nosti
IKEA hlavnim zdrojem dat pro zpracovani této bakalaiské prace byly jeji internetové
stranky a vefejné dostupné reporty, vyskytujici se na téchto strankach, zejména pak
Report Sugtainability 2010 a Report Sustainability 2011. Nekteré casti téchto reporti
jsou k nalezeni v ptilohach.

Mimo jiné spole¢nost IKEA (nizozemska pobocka) na dotaz, zda metoda hodnotového
fetézce jiz byla zkoumana a zda by pfipadné mohla svoji analyzu hodnotového fetézce

poskytnout, odpovédéla, ze IKEA neparticipuje ve vyzkumech studentii. IKEA v Ceské

® Vybranym spole¢nostem se blize vénuje kapitola 3.1.1.
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republice odpovédéla, ze takové informace nema a anglickd pobocka na dotaz
neodpovédéla. Na zakladé odpovédi pobocek a vyhledanych vefejné dostupnych
informaci bylo usouzeno, Ze tyto informace budou pro zpracovani této bakalaiské prace
dostacujici. O pokracovani ve vyzkumu bylo rozhodnuto z toho divodu, ze spole¢nost
Vandenberghe také poskytla informace urcené pro vetejnost, tudiz u obou zvolenych

podnikii byl rozsah ziskanych informaci ptiblizné shodny.

VétSina dat, na kterych prace byla postavena, jsou tedy data sekundérni (urcena
primarné k jinym zdmértim). Tento fakt, ktery by mohl mit negativni vliv na vystup,

musi byt bran vzdy v Gvahu.
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3 Analyticka/prakticka ¢ast prace
3.1 Vybér podniku a definice problému
3.1.1 Vybér podniki

Vybér podniki byl proveden na zakladé dostupnosti informaci o danych podnicich.
Vybrano bylo odvétvi vyroby a prodeje nabytku, ve kterém byla zvolena velmi rychle
se rozvijejici Svédska spolecnost IKEA a relativné stagnujici belgicka spolecnost
Vandenberghe furniture. Hlavnim produktem obou spolecnosti je dievény nabytek,

avSak spolecnosti jsou jinak marketingové zaméteny, tedy i produkty jsou jiné kvality.
3111 IKEA

Vize IKEA je , prispét k lepsimu kazdodennimu Zivotu mnoha lidi“ (IKEA, 2012).
Historie spolefnosti IKEA

Historii spolecnosti velmi detailn€¢ popisuji jeji webové stranky. Spolecnost byla
zaloZena V roce 1943 Ingvarem Kampradem. , Ndzev IKEA tvori inicidly jeho jména
aprvni pismena nazvii Eimtaryd a Agunnaryd, tedy farmy a vesnice, kde vyrustal. *
(IKEA, 2012). Ve 40. a 50. letech minulého stoleti se Kamprad zajima o design
nabytku, zda a jak si zakaznik mize sam ndbytek smontovat, dale pak o inzerci,
katalogy a prodejni mista. Vroce 1953 je otevieno prvni piedvadéci centrum
v Almhultu ve Svédsku a v roce 1959 firma piijima stého zaméstnance. V 80. letech
IKEA expanduje do dalSich zemi, jako je Norsko, Dansko, Svycarsko, Némecko, ale i
Australie ¢i Rakousko a Nizozemi. Dale pak expanduje do zemi jako Belgie, Itélie,
Velka Britanie, Francie a Amerika. Vznika IKEA Group a také INGKA Foundation
v Holandsku. V roce 1986 ptichazi novy CEO (vykonny feditel) a prezident IKEA
Group Anders Moberg. V 90. letech se IKEA rozsituje do vychodni Evropy, ale také do
Spanélska a Ciny. V této dobé vzniké politika podporujici Zivotni prostiedi, dale se pak
IKEA stava &lenem svétové lesni certifikadni organizace FSCP. V roce 1997 vznikaji
webove stranky a na konci 90. let pfebira fizeni Anders Dahlvig. V roce 2000 ptichazi
IKEA do Ruska, Portugalska a Japonska. Po roce 2000 se IKEA zacina vice rozvijet

® Forest Stewardship Council (FSC)
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v oblasti podpory spravnym vécem. Dale je pak v této dobé zaloZen online shop
avlastni znacka IKEA FOOD.

3.1.1.2 VANDENBERGHE FURNITURE

Tato belgicka spole¢nost byla zaloZzena pted vice neZz padesati lety. Spole¢nost vyrabi
vysoce kvalitni celodievény nabytek s klasickym designem, ktery je prodavan
prostfednictvim obchodnich domt. Nadstandardni sluzbou spolecnosti je vyroba
ndbytku na miru jak pro obchodni domy, tak pro koncové uzivatele. Aktivity, ve
kterych podnik exceluje, budou pozdé€ji definovany v ramci jednotlivych aktivit

hodnotového fetézce.
3.1.2 Reseni problému

Tato kapitola je vénovéana definici problému a postupu jeho feSeni. Pouzitym metodam

a pouzitym datiim se vénuje jedna z predchozich kapitol (2.3).
3.1.2.1 Definice problému

Pfi sledovani tématu hodnotového fetézce se vyskytla otazka, zda je mozné v ramci
tohoto nastroje interni analyzy porovnat rozdilné spolecnosti. Pfi uvdZeni moZznosti
vyskytnuti se takové situace, kdy by se podnik chtél pométit s jinym v ramci aktivit
hodnotového fetézce, by bylo vhodné védét, s jakym podnikem je vlastné mozné se

porovnat.

Tato préce mé za cil zjistit, zda je mozné porovnat jednotlivé aktivity hodnotového
fetézce dvou zvolenych spoleCnosti ze stejného odvétvi, velikostné rozdilnych
asodlisnou strategii podniku. Tuto otazku hodl& pozdéji feSit konkrétné na
definovanych aktivitich hodnotového fetézce, pokud to tedy bude mozné.

V ptipadé nalezeni odpovédi na vySe uvedenou otézku a vyskytnuti se vySe zminéné
situace by se vysledky tohoto zkouméni mohly uplatnit v realném svété.

3.1.2.2 Postup FeSeni problému

Pro postup préce byly zvoleny nésledujici kroky:
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1) Zprvu se prace zaméti na definovani jednotlivych aktivit hodnotového tetézce ve
zvolenych podnicich, na zdkladé kterych budou porovnany, pokud to tedy bude
mozne.

2) Pozdé&ji bude sestaven hodnotovy fetézec jednotlivych podnikii a v pfipadé
nalezeni slabé stranky budou formulovana doporuéeni ke zlepseni.

3) V podedni fazi préce, tykajici se limiti hodnotového fetézce, pak dojde

k vyhodnoceni pfedchozich krokti pomoci tabulek s komentari.
3.2 Hodnotovy fFetézec podniku
3.2.1 Definovani a porovnavani aktivit hodnotového fetézce

3.2.1.1 Podpiirné aktivity

Podpiirné aktivity zvysuji hodnotu aktivit zahrnutych v konkurovéani. V rtznych
odvétvich mohou byt podptrné aktivity rozdéleny do ¢&tyi zakladnich kategorii (Porter,
1985, s. 40).

e Infrastrukturafirmy

Infrastruktura firmy zahrnuje aktivity, jako je napfiklad vrcholovy management,

planovani, Gcetnictvi, pravo, fizeni kvality a dalsi (Porter, 1985, s. 43).
Infrastruktura spole¢nosti IKEA

Podle internetovych strdnek (IKEAFANS, 2012) ma IKEA sdlozitou korporatni
strukturu, ve které je IKEA vlastnéna organizaci Stichting INGKA Foundation. Za
celou slozitou sit' je zodpovédna IKANO, Svédskd skupina, kterd je vlastnéna
Kampradovou rodinou. Kamprad pievedl 100 % svych akcii do zakladajici spole¢nosti
Stichting, ¢imz je do budoucnosti IKEA ochranéna pied jejim prodanim ¢i zni¢enim

Kampradovou rodinou.
Infrastruktura spole¢nosti Vandenberghe furniture

Na zakladé piilohy 2 je mozné uvést, Ze infrastruktura spolecnosti Vandenberghe
furniture je velmi jednoduchd. Divodem je mald velikost podniku a jeden majitel.
Majitel (s pomoci asistentky) sam fidi vS§echny oblasti, jako jsou planovani, ucetnictvi

apravo.
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Porovnani IKEA vs. Vandenberghe furniture v oblasti infrastruktury firmy

Nastaveni podnikové infrastruktury je zavislé na velikosti a strategiich spolec¢nosti.
Spole¢nost IKEA ma slozitou organizacni strukturu, odpovidajici rozsahlosti
spole¢nosti, podobné tak jako mald spole¢nost Vandenberghe furniture ma firemni
strukturu velmi jednoduchou. V podstaté tuto spole¢nost po vsech strankach tidi pouze
jeden clovek, a to majitel —feditel. V tomto ptipadé by tato aktivita mohla byt oznacena
za slabou stranku podniku, vzhledem k nedostatku diverzifikace rizika, a mohlo by
vzniknout nasledné doporuceni nékteré aktivity delegovat ¢i vyuzit sluzeb jiného

podniku (outsourcing).

Porovnani je v nékterych oblastech proveditelné a v oblasti infrastruktury firmy by
mohlo byt zaméfeno na porovnani v rizikovosti pro majitele, nebo zda je firemni

infrastruktura nastavena spravng, tak aby spole¢nosti usetfila co nejvice nakladu.
e Rizeni lidskych zdroji

Rizeni lidskych zdroji obsahuje aktivity od naboru pies rozvoj az po fizeni

kompenzaci veskerého personalu (Porter, 1985, s. 42).
Rizeni lidskych zdroji ve spole¢nosti | K EA

V reportu Sugtainability 2011 se IKEA o svych 131 000 zaméstnancich v 41 zemich
vyjadiuje jako o svém nejhodnotngj§im zdroji.” IKEA povaZzuje své zamé&stnance za
zdroj svého uspéchu.® Jako zaméstnavatel chce byt IKEA atraktivni a konkurenén&
silnd, nabizejici rovné odmény a ptilezitosti k naplnéni kariéry v bezpe¢ném a zdravém
prostiedi.” IKEA sleduje pomoci celopodnikového dotazniku nazvaného ,,VOICE
spokojenost zaméstnanct a ,,JKEA Leadership Index* zndzorfuje, jak jsou zaméstnanci
spokojeni s managementem.'® Pro rok 2012 je planované zavedeni nového priivodce

principti pro kompenzaci a benefity na viech trzich."* IKEA se také miize pochlubit

7 (ptiloha 3)
¥ (ptiloha 3)
? (ptiloha 3)
' (ptiloha 3)
! (piloha 3)
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ozna¢enim ,,A Great Place to Work*."> Zamé&stnancim pomahaji stanovené hodno‘[y.13
IKEA je oteviena komunikaci s odbory a sdileni informaci se zaméstnanci a podporuje
rovnovédhu mezi praci a Zivotem.™ Report Sustainability 2011 dale zmifiuje procento
obratu zaméstnanctu (16,1 % v roce 2011) a report Sustainability 2010 informuje, Ze

pramérnd délka pracovniho poméru ve spole¢nosti IKEA jsou 4 roky.

Nejvice se vsak IKEA v oblasti lidskych zdrojii zajima o vysledky zminéného dotazniku
VOICE, IKEA Leadership Indexu, o podil muzi a Zzen v managementu a o obrat

zaméstnanc, jak ukazuji zavérecna shrnuti v nasledujicim obrazku.

Obrazek 4 Lidské zdroje IKEA

KPI - CO-WORKERS: VOICE LA = EO=SILLS R SEEE

FYO7 FYOS8 FYOQ FY10  Goal FY15 FYOE Fr s Frid Frii Foal FY15
VOICE and Leadership index (IKEA total) YOICE and Laadarshi p indes: (TKEA total)
Overal| Cuerall
VOICE index 629 646 663 659 700 WOICE indes 545 653 ] 716 w0
Leadership Index 70 72 73 73 75 |eadership Index 72 72 72 74 75

KPI - CO-WORKERS: Maleffemale management

KPI - CO-WORKERS: DIVERSITY
FYO8 Frid Frid Frii Goal FY15

FYO? FY0D8 FYDS FY10  Goal FY15

Management — share of male/female Managament = shara of malaffamala

Stores — 6436 6534 60/38 so/s0  Sures 6436 egd €038 5Hd2 5050
Retail managament - B4/36 60/39  58/42 50/50 Retail man agement o436 6035 S5/M42 S¥s9 SO'S0
Distribution - 67/33 6931 58/40 50/50 Distribution ygec] FEgE 5/40 SR 43 SOYS0
Trading - 64/36  55/35 61/39 50,50 Trading B3 B853S 139 T4l S0¢50
Others - 74/26 68/32 62/38 50/50 Others T4 532 62138 6¥37 SO'S0
TOTAL mansgament - - - 60/39 S0/S0 TOTAL managenent - - &3 40 S50

Other figures
OTHER FIGURES

FYOE  FYag FVia FY11
FY07  FYDB FY09 FY10

Staff tur nowar
Staff turnover

Part-time 22 224 205 23
Part-tima - 32 22.4 20.5 o
Full-time - 16 T 106 Full-drme 1& 11,9 106 11.5
o - . s e | Al 24 164 143 16.1

Zdroj: Obrazek je sestaven ze dvou tabulek. Prvni tabulka vlevo pochdzi z Reportu
Sustainability 2010 (str. 34), uvedeného v ptiloze 4. Druha tabulka vpravo pochézi
Z Reportu Sustainibility 2011 (str. 44), uvedeného v piiloze 3.

Rizeni lidskych zdroji ve spole¢nosti Vandenberghe furniture

Spolecnost ma 16 zaméstnancti véetné majitele — feditele. Ve spolecnosti je velmi nizka

fluktuace zaméstnancl, avSak neni métfena. Odhadovand priméra délka zaméstnani

2 (ptiloha 4)
13 (piloha 4)
14 (piloha 4)
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pracovnika je pfiblizn¢ 10 let. A pravé nizkd fluktuace pracovnikii by mohla byt
povazovana za konkurencni vyhodu v oblasti fizeni lidskych zdroji. Politika benefitti
aodmén neni fizena. Jediny benefit dostdva zaméstnanec po dvaceti letech zaméstnani
u firmy, kdy dostane jeden den dovolené ro¢né navic. Hledani nového zaméstnance je
provadéno feditelem — majitelem, ktery vede pohovory s uchazeci. Specidlni vzdélani
na vyrobu ze dieva méa pravddpodobng sedm z dvanécti®® pracovniki ve vyrobg. Nikdo
nehlidd spokojenost zaméstnancli, v piipad€ stiznosti, které se objevuji vzacné, se
zaméstnanec musi obratit na feditele sam. VSechny tyto informace byly uvedeny

v rozhovoru se zam&stnancem spole¢nosti.*®
Porovnani IKEA vs. Vandenberghe furniture v oblasti fizeni lidskych zdroji

Fluktuace zaméstnanci je jeden ze stéZejnich bodu, ve kterych by se tyto dvé
spoleCnosti mély porovnat. Mensi fluktuace zaméstnanci jednodusSe znamena niz$i
néklady. IKEA zamétuje vétSinu svych aktivit tak, aby zaméstnanci byli spokojeni
achtéli v pracovnim poméru zlstat. V podniku Vandenberghe furniture se majitel na
fizeni lidskych zdroji nezaméfuje, a presto ma fluktuaci velmi nizkou, tudiz i ,,fizeni-
-netfizeni je v tomto pripadé efektivni a vede k ptiznivym vysledkim. Spole¢nosti tedy
maji tutéz konkurenc¢ni vyhodu. Toto tvrzeni plati za pfedpokladu, Ze ostatni podniky

v odvétvi maji vyssi fluktuaci nez tyto dvé spolec¢nosti.
e Technologicky vyvoj

Technologicky vyvoj tvoti okruh aktivit, které se snazi vylepsit produkt nebo proces ve
firm¢ (Porter, 1985, s. 41).

Technologicky vyvoj ve spolecnosti IKEA

Do této kategorie muize byt zafazena udrzitelnost, kterd provazi vétSinu aktivit ve
spole¢nosti IKEA. Udrzitelny rozvoj (v anglickém jazyce sustainable development) Ize
definovat jako rozvoj, ktery uspokojuje potieby v soucasnosti bez zanedbani schopnosti
uspokojit potieby budoucich generaci (World Commission on Environment and

Development, 1987). IKEA v reportu Sugtainability 2010 zminuje, Ze nastaveni priorit

157 2 12 pracovniki je 58,33 %.
1 (piloha 2)
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na zakladé udrzitelnosti ovlivni cely hodnotovy fetézec.!” Udrzitelnost podle informaci
Ze spolecnosti IKEA vezme v potaz odpoveédnost za zivotni prostiedi v kazdé casti
hodnotového fetézce.'® IKEA v reportu Sustainability 2010 uvadi, Ze udrzitelnost se
projevi zejména ve vyrobé produktii a jejich zdrojich, dale pak v produkci a distribuci,

v marketingu, v obchodech, a pak také na konci Zivota jednotlivych produkti. '
Technologicky vyvoj ve spole¢nosti Vandenberghe furniture

V rozhovoru uvedeném v piiloze 2 bylo zminéno, Ze technologicky vyvoj je ve
spolecnosti Vandenberghe furniture soustiedén na rozvoj vyroby, kdy v posledni dob¢
byly zavedeny ¢asti automatizované vyroby, tak aby produkce probihala rychleji. Za
dalsi vyvoj by mohlo byt povazovano zaméfeni na naklady vyroby, a to zejména na
fixni naklady. V nedavné dobé byl zménén systém vytapéni pracovist’ spolecnosti, ktery

praveé fixni naklady snizuje.
Porovnani IKEA vs. Vandenberghe furniture v oblasti technologického vyvoje

Velikost marzi je zavisla na Gisporach z technologického vyvoje. Cim vice spole¢nosti
uSetii na ndkladech na zdklad¢é technologického vyvoje, tim vétsi budou mit zisk na
vyrobcich. Tato skutecnost se zvyraziuje ve chvili, kdy je podnik zaméten na zisk
Z obratu. Na zakladé popsané myslenky je mozné, ze IKEA by méla byt na zakladé své
strategie vice zaméfena na technologicky vyvoj, coz také IKEA provadi. Spolecnost
Vandenberghe furniture se na technologicky vyvoj také zamétuje, ale v porovnani se
spolecnosti IKEA s menSi intenzitou. Porovnani vybranych spole¢nosti v oblasti

technologického vyvoje je proveditelné.
e Nékup

Nakup (v anglickém jazyce procurement) se tyka nakupu zdroji pouzivanych ve
firemnim hodnotovém fetézci. Tyto zdroje zahrnuji hruby material a jiné spotiebni
produkty stejné tak jako stroje, vybaveni laboratofi a kancelari, a také budovy. Prestoze
nakoupené zdroje jsou bézn¢€ spojovany s primarnimi aktivitami, nakoupené zdroje jsou

ptredstavovany v kazdé z hodnotovych aktivit (Porter, 1985, s. 41).

'7 (ptiloha 5)
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Nakup ve spole¢nosti IKEA

V reportu Sustainability 2010 IKEA uvadi, ze jako podporu udrzitelnosti IKEA
pfedstavila vroce 2000 kodex chovani ,IJWAY®, ktery specifikuje pozadavky na
dodavatele produkti a sluzeb, a také naptfiklad informuje, ze IKEA odmita
zaméstnavani déti. Jak je uvedeno v piiloze 1, tento kodex chovani ma pozitivni vliv na
dodavatelsky tetézec. Déle pak také IKEA uvadi, ze velka ¢ast dodavateli spolecnosti
IKEA pochopila, ze investice do podminek pracovniho prostfedi ¢asto vede k vétsimu
mnozstvi objednavek, vétsi produktivité a vyssi ziskovosti, tudiz veétsi konkurencni
vyhodé. Dale pak IKEA vV reportu Sustainability 2010 informuje o tom, Ze podporuje
rozvoj dodavatelti pomoci programu Supplier Development Program (SDP).*’ V ramci
fizeni nédkupu IKEA vede politiku proti korupci, kterou nepiijima v zddné forme,
aproaktivné pracuje na jeji prevenci. IKEA monitoruje vSechny dodavatele a na zéklad¢
blizkych a dlouhodobych vztahii pracuje na rozvoji dodavateli skrze Skoleni, tak aby

v kone&ném vysledku bylo dosazeno vétsi profitability.*'
Nakup ve spole¢nosti Vandenberghe furniture

Spole¢nost tidi své vztahy s dodavateli pasivng, aktivnéji ve chvili, kdy potiebuje
dodavku néceho nového. Spole¢nost upiednostiiuje dlouhodobé vztahy, avsak najde-li
se lepsi nebo totozna kvalita dodavky za niz§i cenu, podnik dodavatele zméni.
Rozhodnuti o zméné provadi majitel, ktery by logicky pro své dobro neptijal uplatek za
ptijeti horSi dodavky. Strategie nakupu ve spole¢nosti Vandenberghe furniture je za

v v

nezbyva ptilis dodavateli na vybér, jak bylo uvedeno v rozhovoru.”
Porovnani IKEA vs. Vandenberghe furniture v oblasti ndkupu

V porovnani se spole¢nosti IKEA spolecnost Vandenberghe furniture své nakupy fidi
zakladnim zptisobem, kdy vyhledava dodavatele tak, aby profitabilita byla co nejvétsi,
stejné tak, jako IKEA, ktera kromé této podminky nastavuje kodex chovani jako

podporu udrZitelnosti. V ramci porovnani v oblasti nakupt by bylo vhodné porovnat

%% (ptiloha 7)
*! (ptiloha 8)
** (ptiloha 2)

21



vynaloZzené naklady na fizeni ndkupu, k tomu, kolik spole¢nost v zavislosti na tomto
fizeni usetfi. Je efektivnéjsi nakup nékladné fidit, a tedy hledat Gispory, coZ samoziejme
obnési své naklady (naklady na Setfeni naklada), anebo je efektivngjsi naklady na tizeni
nakupi Setfit, a tudiz pfipustit pravdépodobnost, Ze dodavka, kterou spole¢nost kupuje,
neni nejefektivnéj$i moznosti? Samoziejmeé odpovéd na tuto otazku je zavisla taktéz na
velikosti podniku, kdy je mozné, Ze vysledné tvrzeni by bylo nasledujici — u spole¢nosti
s velkym objemem produkce je lepsi byt na fizeni ndkupu intenzivné soustfedeén, kdezto
u malé spolecnosti fidit jen zdkladnim zpGsobem. BohuZel toto porovnani nemize byt
provedeno z divodu nedostatku dat, a bez porovnéni nelze uréit, ktery piistup povede

pravdépodobngji k ziskani konkurenéni vyhody.
3.2.1.2 Primarni aktivity

Primarni aktivity zahrnuji pét skupin aktivit obsazenych v konkurovani v odvétvi.
Kazda z téchto aktivit je délitelnd na mnoho rozdilnych dil¢ich aktivit, které zavisi na
konkrétnim odvétvi a na konkrétni strategii podniku (Porter, 1985, s. 39).

e Logistika smérujici dovnit¥

Logistika sméfujici dovnitf (v anglickém jazyce inbound logistics) zahrnuje aktivity
spojené s pfijimanim, skladovanim a Sifenim zdroji produktu — jako je zachdzeni
Smateridlem, skladovani, inventury, pldnovani vozidel a reklamace dodavatelim

(Porter, 1985, s. 39).
Logistika smérujici dovnitf ve spolecnosti IKEA

V reportu Sugtainability 2010 IKEA povazuje efektivni distribuci v celém pohybu
vyrobkll od dodavatele k zdkaznikovi za podstatnou ve snaze dosaZeni nizké ceny
ak minimalizovani vlivu transportu na Zivotnim prostfedi® Vyrobky IKEA jsou
nakupovany jak globdln¢, tak regiondln¢ k zabezpeceni nizkych cen a vysoké kvality
asoudasné se snahou vyhnuti se zbytnému transportu®* IKEA pouziva piimé
dorucovani od dodavateli do obchodli, ¢imZz se produkt vyhne meziskladovani

v distribu¢nich centrech.”> IKEA pouziva k transportu vlaky kdykoliv je to mozné, dale
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je pak pii dopraveé patrné zaméteni na vyuziti celého prostoru, tak aby transport byl co
nejefektivngjsi.>® V ptipadé, ze IKEA zajistuje dopravu prostiednictvim outsourcingu,

13

dodavatelé musi spliiovat podminky kodexu chovani ,,JWAY*, napiiklad stanovenim

sazeb vedoucich ke snizovani emisi.”’
Logistika sméfujici dovniti ve spolecnosti Vandenberghe furniture

Na zaklad¢ rozhovoru uvedeného v pfiloze 2 je mozné zminit, Ze spolecnost
Vandenberghe furniture je spokojena s piesnosti dodavatelt, jiz dodavaji materialy svou
vlastni dopravou. Evidence je fizena tak, ze kazdy pracovnik je zodpovédny za material
a naradi pattici k jeho pozici. Planovani zasob je fizeno majitelem a jeho asistentkou.

Reklamace dodavateliim nejsou casté.
Porovnani IKEA vs. Vandenberghe furniture v oblasti logistiky smérujici dovnitr

Spole¢nost IKEA v této oblasti Setii naklady tak, ze castecné vyuziva piimého
dorucovani vyrobkl od dodavateli ptimo do obchodi. Toto doru¢ovani si mize IKEA
dovolit pouze pomoci blizkych a dlouhodobych vztahii. V ramci technologického
vyvoje se spole¢nost soustiedi na vliv pfepravy na Zivotni prostiedi. Porovnani v oblasti
logistiky smétujici dovniti firmy by bylo mozné, a to i ptes rozdilné strategie firem.
Bliz§i zaméteni by mohlo byt na ndklady vramci této primarni aktivity. Z divodu

nedostatku dat je vSak toto porovnani neproveditelné.
e Operace

Operace (v anglickém jazyce operations) jsou aktivity spojené s transformaci zdroji do
produktu findlni podoby, jako je napiiklad obrabéni, baleni, montaz, udrzba zafizeni,
testovani atisknuti provozni aktivity (Porter, 1985, s. 40).

Operace ve spole¢nosti IKEA

V reportu Sustainability se IKEA zmifuje o tom, Ze jiz pii operacich se klade diraz na

v v

produkty mély unifikované soucastky.”® Logicky hlavni strategii ve vyrobé je vysoka
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produkce a nizké naklady. IKEA v ramci vyroby Setii naklady na montovani vyrobkd,
protoze IKEA vyrobky nesmontovava,” vyrobky jsou jednoduse smontovatelné
samotnym zakaznikem. Na zakladé principu udrzitelnosti se IKEA pti vyrobé drzi hesla
.more from less®’, dale se pak zamé&fuje na vyrobu zrecyklovatelnych zdroja

a Vv neposledni fads na efektivni baleni produkti.®
Operace ve spole¢nosti Vandenberghe furniture

Podle rozhovoru™ si bdhem vyroby spole¢nost piedpiipravi produkty (nedokondena
vyroba) a teprve na zakladé objednavek produkt dovadi do finalni podoby. Logicky
tento systém vyroby umozZiuje rovnomérné rozdéleni vyroby v Case, coz je efektivni
Z hlediska nakladl, a dal$i vyhodou je kratSi doba dodani zdkaznikovi. Dale pak je
vV rozhovoru zminéno, ze v ramci operaci se spole¢nost snazi uSetfit na baleni, kdy

vyrobky bali pouze z bezpecnostnich diivodi, pokud je to nezbytné.
Porovnani IKEA vs. Vandenberghe furniture v oblasti operaci

Ve spole¢nosti IKEA je zadouci efektivita a velka tspora nakladi vzhledem k cenové
strategii podniku (nizké ceny, vysoky obrat). Operace jsou ve spolecnosti nastaveny tak,
produkty si zakaznik smontuje sam. IKEA v tuto chvili Setfi naklady na smontovani,
skladovaci ploSe, spolecnych soucastkach a dalSich vyhodach. Spole¢nost
Vandenberghe furniture se krom¢ technologického vyvoje v ramci operaci zamétuje

predevs§im na kvalitu provedeni vyroby, ktera je pro ni kli¢ova. Tato rozdilnost strategii

vvvvv

e Odchoz logistika

Odchozi logistika (v anglickém jazyce outbound logistics) zahrnuje aktivity spojené se

shromazdovanim a fyzickou distribuci zakazniklim, jako je naptfiklad skladovani

¥ Pouze vramci dodateéného servisu, kdy je tedy smontovani povazovano za Cast sluzeb v ramci
hodnotového fetézce.

%% Priklad ,,making more from less* je k nalezeni v ptiloze 10.
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hotovych produktt, zachazeni s materialem, doru¢ovani, proces objednavek a pldnovani

(Porter, 1985, s. 40).
Odchozi logistika ve spole¢nosti IKEA

Je vSeobecné znamé, ze spolenost IKEA vyrabi vyrobky ur¢ené ke skladovani a pak
rovnou k pfevozu zakaznikem. Timto zasadnim zpisobem IKEA vrémci odchozi
logistiky Setii pfi odbéru zbozi, kdy si zékaznik sdm vybere své zbozi piimo ve

skladovacich prostorach spole¢nosti IKEA® a odveze.
Odchozi logistika ve spole¢nosti Vandenberghe furniture

V rozhovoru, uvedeném v ptiloze 2, bylo zminéno, ze nedokoncena vyroba je umisténa
ve skladech, které jsou soucasti spoleCnosti. Hotové vyrobky se odvézeji témer
okamzité, pomoci vlastni automobilové dopravy. V ramci této dopravy se Setii na
nékladech tim zpisobem, Ze nakladni prostor je maximalné vyuzit. V ptipadée, ze
doruceni objednavky k jednomu zakaznikovi by nenaplnilo nakladaci prostor, uplatiiuje
se snaha 0 kumulované doruceni vice produktti riznym zakaznikim ve stejné destinaci.

Maly obrat zarucuje vysoky piehled o vyrobcich. Vyrobky nikdy nebyly ztracené.
Porovnani IKEA vs. Vandenberghe furniture v oblasti odchozi logistiky

Porovnani vybranych spolecnosti v rdmci odchozi logistiky je neproveditelné z divodu
jejich odlisnych strategii. IKEA vtéto fazi nejvice Setii na produktu, ktery neni
smontovany, tudiz jeji skladovaci prostor je mnohem mensi, a na dopravé produktt
mozné ceny. Spole¢nost Vandenberghe furniture vzhledem ke strategii podniku také
snizi néklady skladovani, vyrobky jsou vyrabéné pfevazné¢ na miru a poté rovnou
pfepraveny. AvSak spole¢nost Vandenberghe se soustfedi na vysoky standard sluzeb
poskytovanych ne extra, ale jako soucast produktu (napf. doprava, kterou podnik

provozuje na své naklady).

3 Skladovaci prostory jsou soucasti obchodii spole¢nosti.
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e Marketing a prodej

Marketing a prodg (v anglickém jazyce marketing and sales) zahrnuje aktivity
spojené s poskytnutim prostiedkil, kterymi kupujici nakoupi, a prostfedktl, které toto
vykonaji. Mezi takové aktivity mizeme zafadit reklamace, prodejni silu, podporu

prodeje, vybér prodejnich kanalii, kanalové vztahy a ceny (Porter, 1985, s. 40).
Marketing a prodej ve spolecnosti IKEA

Podle reportu Sugtainability 2010 IKEA povazuje katalog za hlavni marketingovy
kanal.** Logicky na zakladé omezeni nékolika sluZeb, jako je smontovani nebo staly
sortiment po celém svété, nabizi zékaznikovi kvalitni a bezpecné vyrobky za takovou
cenu, aby si je mohlo dovolit co nejvétsi mnozstvi zdkaznikl. Posledni dobou se IKEA
zam&fuje i na jiné produkty neZ nabytek a bytové doplitky, zejména na potraviny.*
V reportu Sugtainability 2010 se IKEA zminuje o $tédré politice vréceni a reklamace
zbo71.%° V&echny reklamace a vraceni IKEA eviduje.*” Déle podle reportu Sustainability
2010 podléhaji produkty IKEA bezpecnostnim kontroldm. VSeobecné znamé je také, ze
nakup ve spole¢nosti IKEA je mozny pfimym vybérem V obchodé a také v online
shopu. Obchody IKEA mivaji dlouhé otviraci doby sadekvatnimi sluzbami IKEA
restaurace a détskych koutkd. V rdmci marketingu a prodeje se IKEA zaméfuje na
udrzitelnost, ato podporou dobro¢innych aktivit ¢i sbirek, a také reklamou a prodejem
produktd Setiicich Zivotni prostiedi.®® V ramci Setieni IKEA zaméfuje Svou pozornost
nakatalogy, jejichz vyroba a zachazeni s nimi podléhaji piisnym standardiim.’® Podle
reportu Sustainability 2010 provozuje | KEA v rdmci marketingove strategie zakaznicky
klub IKEA FAMILY card, ktery poskytuje rizné vyhody pro své stalé¢ zakazniky.
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Marketing a prodej ve spole¢nosti Vandenberghe furniture

Na zakladé rozhovoru™ lze uvést, Ze produktem je vysoce kvalitni dievény nabytek
zmasivu, s dlouhodobou zivotnosti a klasickym designem. Dale pak, ze ceny jsou
primérné v porovnani s cenami konkurent se stejnou strategii. Spole¢nost sviij nabytek
dodava koncovym zakaznikim skrze obchodni domy, které obdrzi procento z prodeje
dané¢ho vyrobku. Spole¢nost rovnéz podporuje prodej prostiednictvim vystav,

webovych stranek a katalogi uréenych zakazniktim.
Porovnani IKEA vs. Vandenberghe furniture v oblasti marketingu a prodeje

Spole¢nost IKEA se spole¢nosti Vandenberghe furniture se rizni Vv cesté vyrobki
k zékaznikim. IKEA je zaméfena na prodej koncovym zakaznikim pfimo, coz
vyzaduje masovou reklamu a podporu prodeje. Tu provadi dobfie, a nejen to. IKEA si
také vybudovala velmi dobré jméno, které je mezi zdkazniky spojovano s dosazitelnymi
produkty s relativné dlouhou dobou zivotnosti. Spole¢nost Vandenberghe furniture
prodava vyrobky skrze distribuci, ktera je sama k prodeji motivovana ur¢itym podilem
nazisku. Z uvedeného vyplyva, ze spolec¢nost Vandenberghe furniture reklamu provadét
nemusi. Tato spole¢nost na zaklad¢ své marketingové strategie musi byt zamétena spise
na své zaméstnance v oddéleni obchodu, kteti jsou pro obchod spolecnosti klicovi.
Porovnani vramci marketingu aprodeje je tedy neproveditelné, a to z divodu

diametraIné€ odliSnych strategii zkoumanych podnikda.
e Sluzby

Sluzby (v anglickém jazyce serviceS) jsou aktivity asociované s cilem zlepSeni Ci
udrZeni hodnoty produktu — jako je instalace, opravy, Skoleni, dily a Upravy produktu
(Porter, 1985, s. 40).
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Sluzby ve spole¢nosti IKEA

Spolecnost IKEA je zndméd kvalitnim prodejnim personalem, ktery dokaze poradit svym
zakaznikim s vybérem a planovanim. Na svych internetovych strankach IKEA jako
dodatkové sluzby nabizi vybér, doruceni a smontovani v misté doruceni, instalace
kuchyni, pronajmuti dodavky, finan¢ni sluzby, ale také odvoz starého nabytku

(recyklace).
Sluzby ve spole¢nosti Vandenberghe furniture

Hlavni dodatecnou sluzbou, kterou spolecnost Vandenberghe furniture poskytuje
zakaznikm, je vyroba na miru podle pfani zdkaznika, kterd byva velmi Ccasto

vyuZzivana.
Porovnani IKEA vs. Vandenberghe furniture v oblasti sluZeb

Spole¢nost Vandenberghe furniture provadi kromé standardizované vyroby také vyrobu
na miru podle pfani zdkaznika. Na zdklad¢ této sluzby ziskavd spolecnost urcitou
konkuren¢ni vyhodu. Spole¢nost je schopna vyrobit na zakladé zakazky vétsi mnozstvi
produktl, coz spole¢nost odliSuje jak od samostatnych truhlafi, ktefi nejsou schopni
v kratkém Casovém obdobi vyrobit vice kust, tak od velkovyrobct, ktefi v krétkém
Casovém horizontu nejsou schopni nastavit vyrobu a tudiz pozadované mnozstvi
vyrobit. IKEA by jako svou vyhodu mohla oznacit finan¢ni sluzby, avsak i tyto sluzby
v ramci jeji konkurence zanikaji. Stale vétsi mnozstvi velkoprodejcu poskytuje ndkup
pomoci riznych finan¢nich sluzeb. Ostatni poskytované sluzby spolecnosti IKEA jsou
V podstaté doplnéni jen zdkladnich sluzeb poskytovanych konkuren¢nimi podniky.
Z uveden¢ho vyplyva, ze podniky na zakladé svych strategii pfizplsobuji také

dodate¢ny servis. V ramci sluzeb tedy zvolené podniky opét nelze srovnat.
3.2.2 Hodnotovy fetézec podniku IKEA

Hodnotovy tetézec spolecnosti IKEA je velmi propracovany a je patrné, ze spolecnost
dosahuje svych dobrych vysledkti opravnéné. Vsechny aktivity v rdmci hodnotového
fetézce se snazi o uUsporu nakladl, existuje jedind vyjimka, kdy toto tvrzeni neplati.
Touto vyjimkou je zminéna udrzitelnost — sustainability, ktera nékdy upiednostiuje
nékladnéjsi cestu v zajmu lepsi budoucnosti vSech. Udrzitelnost ma vliv na cely fetézec,

a ne vzdy zaméteni na spravnou véc vraci zpét pozitivni hodnotu. Ba naopak, cileni na

28



spravné véci obcas stoji vic, nez prinese. V piipad¢ hledani kliCovych aktivit se nekdy
aktivity vytréceji z divodu jejich vySSich nakladt. Na druhou stranu tento obdivuhodny
zamer je a bude pravdépodobné ocefiovan jak stalymi zdkazniky, tak budoucimi
generacemi. I prestoze cilem IKEA je prodej produktii s omezenou Zivotnosti, IKEA se
snazi délat tento obchod rozumné, tak aby Zivotni prostfedi ani budouci generace na
masovou vyrobu a spotfebu nedoplacely, nebo alespon doplécely co nejméné. IKEA se
v rdmcei své infrastruktury brani vlastnimu pievzeti nebo zniCeni, ¢imz se snazi témto
svym zaméram zajistit dlouhodobou podporu. Doporuceni na zakladé této myslenky je
takové, Ze spoleCnost IKEA by rozhodné¢ méla evidovat jak pozitivni, tak negativni

vlivy této strategie.

Obrazek 5 Hodnotovy Fetézec spoleénosti IKEA

Strukturovano pro minimalizaci dani vlastnikii a pro budoucnost podniku.

Minimalizovany obrat zaiméstnanctl a snaha o spokojenost zaméstnanci.

Udrzitelnost.

(<

PODPURNE AKTIVITY

Rozsahlé fizeni, kodex chovani IWAY.

Sirok& nabidkal

Zdroj: vlastni vyzkum
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3.2.3 Hodnotovy fetézec podniku Vandenberghe furniture

Obrazek 6 Hodnotovy Fetézec spoleénosti Vandenberghe furniture

~ Nespecifikovano.
[
o
>
o
; Velmi nizka fluktuace zaméstnancti.
<
Z Velké zaméfeni na technologicky vyvoj vyroby.
o
A
a
2 Zakladni fizeni nakupu.
Nedokoncena & atians Vysoce kvalitni
Doprava do roba. nizké Setieni na vyrobky jsou Tvorba na miru.
< | vyroba, nizké :
spole¢nosti balici skladovacich prodévany
ici
dodavatelem. niklady, prostorech. prostiednictvim
distributoru,
vétSina
marketingu tedy
,,outsourcovana‘“.

PRIMARNI AKTIVITY

Zdroj: vlastni vyzkum

Spole¢nost vynik& v mnoha aktivitach, na druhou stranu nékteré opomiji. Za zvazeni by
stalo zjisténi, zda by spole¢nost neusetfila vice nakladii, kdyby nékteré jeji ¢innosti byly
provadény pomoci outsourcingu, napiiklad Gcetnictvi nebo pravni zalezitosti. Dale by
bylo uzitecné zjistit, zda by nebylo vhodnéjsi soustfedit se na technologicky vyvoj
i v jinych oblastech spole¢nosti, ne jen ve vyrobé. Spole¢nost pravdépodobné postrada
pohled n€koho s vyraznymi manazerskymi zkuSenostmi, coz miize byt pti¢inou jejiho
pomalého rozvoje. Tato tvaha by mohla byt také podkladem k doporuceni smérem
k outsourcingu, tj. nechat si zkontrolovat fizeni a operace pomoci spoleCnosti
specializujicich se na tuto ¢innost. Dalsi doporuceni by mohlo byt smérovano do oblasti
sluzeb této spolecnosti, kde by mohlo byt navrzeno rozsifeni napt. o sluzby financ¢ni, ale
to jen v ptipadé, ze je spoleCnost dostateéné financné stabilni. I piesto, ze spoleCnost ma
velmi nizkou fluktuaci, dal$i doporuceni by bylo k fizeni lidskych zdrojt, kde by stalo

Za posouzeni, zda by nebylo vhodné zaméstnance motivovat moznostmi jejich rozvoje
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(napt. poskytnutim kurzi). Toto doporuceni by mélo byt zvdzeno predevSim
U zaméstnanci pracujicich v obchodég, kteti jsou klicovi pro odbyt vyrobkd. Dal$im
ndpadem ke zlep3eni by mohlo byt vice se zaméfit na marketing skrze produkty
spole¢nosti. Spole¢nost vyrabi tak kvalitni produkty s tak nad¢asovym designem, Ze
investovanim do takového kousku clovek také investuje do zivotniho prostfedi. Tudiz
doporuceni je provérit teorii, ze zakoupeni drazsiho, kvalitniho nabytku je pro Zivotni
prostiedi Setrn€jsi nez zakoupeni nabytku s docasnou pouzitelnosti, a v pripadé

pozitivni odpovédi podpoftit novou marketingovou linii.
3.3 Limity hodnotového retézce

V podkapitole 3.1.2.1 byl problém specifikovan jako hledani odpovédi na otazku, zda je
proveditelné porovnani jednotlivych aktivit hodnotového fetézce mezi vybranymi
podniky. Tabulka 1 ptehledné sumarizuje, zda je porovnani v ramci shodnych aktivit

mezi vybranymi podniky mozné.

Tabulka 1 Proveditelnost porovnani v ramci zvolenych spole¢nosti

Nazev aktivity Zarazeni v hodnotovém fetézci Proveditelnost porovnani
Infrastruktura Podpurna aktivita Ano
Rizeni lidskych zdroj@ Podpurna aktivita Ano
Technologicky vyvoj Podpurna aktivita Ano
Nakup Podpurna aktivita Ano
Logistika smérem dovnitt Primarni aktivita Ano
Operace Primarni aktivita Ne
Logistika smérem ven Primarni aktivita Ne
Marketing a prodej Primarni aktivita Ne
Sluzby Primarni aktivita Ne

Zdroj: vlastni vyzkum

V ptipadé neproveditelnosti porovnani je pficinou z vétsi ¢asti fakt, ze spolecnosti maji
rozdilnou strategii. Strategie zvolenych podnikli se liSi ve vyrobcich, jejich vyrobé
adistribuci i v dodate¢nych sluzbach, coz také potvrzuje tabulka. Porovnani je tedy

mozné v aktivitach, kde strategie vybranych spole¢nosti nehraje roli.

Na zaklad¢ uvedené myslenky je mozné usoudit, Ze limitem hodnotového fetézce mezi
vybranymi spolecnostmi bude neproveditelnost porovnani jednotlivych aktivit, které
jsou ovlivnény firemni strategii. Velikost vybranych podnikd na proveditelnost

porovnani vliv nema.
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4 Zavér

Strategické fizeni patii v dneSni dobé k zdkladnim ukolim kazdého podniku, ktery
hodla obstat ve stéle se zvySujici konkurenci. Interni analyza podniku je u¢innym
nastrojem pro podporu strategickych rozhodnuti, pfi¢emz mutize byt provedena rtiznymi
metodami. Mezi tyto metody patfi analyza hodnotového fetézce, ktera hleda klicové
aktivity podniku jakoZzto ziskdni konkuren¢ni vyhody, a tim prosazeni se na trhu. Tato
prace byla zamétena na zkoumani analyzy hodnotového fetézce jako jednoho z nastroji

interni analyzy.

Analyza hodnotového fetézce byla provedena ve zvolenych podnicich. Spole¢nosti byly
rozdilné velikosti a strategii, avSak ve shodném odvétvi. Zatimco IKEA vyrébi produkty
tak, aby byly co nejméné nakladné a nejvice Setrné k zivotnimu prostiedi, tudiz finan¢né
dostupné pro nejSirsi moznou klientelu, spole¢nost Vandenberghe furniture vyrabi
dfevény nabytek z masivu tak, aby vyrobek ziskal nejvyssi moznou kvalitu a dlouhou
zivotnost, ¢imz se vyrobce soustfedi na uzsi skupinu zdkaznikd, kterd je ochotna za

zminénou charakteristiku vyrobkt zaplatit.

V dalsi ¢asti prace byly definovany jednotlivé klicové aktivity hodnotového fetézce
anasledné bylo provedeno zjisténi, zda spolecnosti v rdmci téchto aktivit mohou byt

porovnany.

Definovani klicovych aktivit probéhlo na zéklad¢ dat popsanych v kapitole 2.3.1.2.
Zatimco u spole¢nosti IKEA byly klicové aktivity, kde spole¢nost ziskava komparativni
vyhodu, definovany v kazdé jednotlivé oblasti aktivit, u spole¢nosti Vandenberghe
furniture se pti definovani aktivit vyskytl problém, a to z divodu, ze spole¢nost se
jednoduse na nekteré oblasti aktivit nesoustfedi tolik, jako na jiné oblasti, kde je
definovani kli¢ovych aktivit mozné. V nekterych oblastech jako je oblast fizeni lidskych
zdrojii a oblast ndkupt byly kli¢ové aktivity definovany, prestoze se spolecnost na jejich
fizeni nezaméfuje. V ramci fizeni lidskych zdroji byla nalezena jako klicova aktivita
velmi nizkd fluktuace zaméstnanct, ¢imz spolecnost Setii naklady. V rdmci oblasti
nékupu je to zakladni fizeni nakupu. VynaloZeni vétSich nakladt na uSetfeni nakladu
nakupu by pravdépodobné nepfineslo vétsi celkovou usporu ndkladl, tudiz rozséhlé
fizeni nakladi v malém podniku by nebylo efektivni. Védecké ovéteni této myslenky

nebylo nalezeno a bylo by ucelné se této otazce vénovat, avsak jeji feseni by presahlo
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ramec této prace. Pti hledani kliCovych aktivit se objevily slabé stranky podniku
Vandenberghe furniture, na zakladé kterych vznikla nasledné doporuceni, popsana blize
v ¢asti 3.2.3. Doporuceni se tykaji predev§im zvazeni mozného outsourcingu v ramci
infrastruktury podniku (Géetnictvi, pravni zalezitosti), dale doporuceni v oblasti fizeni
lidskych zdroji, technologického vyvoje a sluzeb. U spole¢nosti IKEA je cely
hodnotovy fetézec ovlivnén udrzitelnosti, kterd byla zafazena mezi oblast aktivit
technologického vyvoje. Udrzitelnost se snazi o uspokojeni potieb soucasnosti, aniz by
byla zanedbana schopnost uspokojovani potteb budoucich generaci. Vliv udrZitelnosti
na podnik je pozitivni i negativni a celd myslenka je blize ptedstavena v kapitole 3.2.2,
kde je doporucena podrobna evidence vlivu zminéné strategie. Tim, Ze bylo
formulovano doporuéeni smérem ke spole¢nostem, bylo dosaZeno jednoho ze spiSe

druhotnych cild.

Primérni cil byl stanoven jako nalezeni limitu hodnotového fetézce. UZeji byl cil
stanoven jako nalezeni odpovédi na otdzku, zda lze porovnat jednotlivé aktivity
hodnotového fetézce dvou zvolenych spolecnosti ve shodném odvétvi, ale velikostné
adtrategii rozdilnych. Prace se porovnani jednotlivych aktivit vénovala v ¢asti 3.3, kde
bylo zjisténo, ze porovnani je mozné u vybranych podnikd v aktivitach, na které nema
vliv strategie podniku. Toto tvrzeni vzniklo na zakladé pouzitych dat, ktera jsou
detailnéji popsana v kapitole 2.3.1.2, a stoji za opakované zminéni, ze tato data byla
urcena vetejnosti, tudiz zaveér této prace muze byt zkresleny. Odpovéd’ tedy nalezena
byla, ¢imz byl splnén cil prace. Pozdéji, v ¢asti 3.3, bylo ptehledné prezentovano, zda je

proveditelnost porovnani u jednotlivych aktivit mozna.

V budoucnosti by mohlo byt zajimavé vénovat Se otazce, zda by obdobny vysledek
mélo porovnani vice podnikl s odliSnymi strategiemi, dale pak hledani odpovédi na

tutéz otazku, avsak vztazenou navsechny podniky obecné, tedy vysledky zevseobecnit.
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SUPPLIERS: CODE OF CONDUCT

Ten years of learning guide us
into the future

IKEA ralias an gaad, lang-tarm ralatiars with 2uppliars wha taka 2acial and anviranmantal
raspansibility. Our focus is to motivate and suppart suppliers’ contin uaus affarts to improva.
Tha IKEA cada of canduct TWAY has playad, and will cantinua ta play, an impartant rala

in positiva davalapmants.

CELEBRATING TEM YEARS OF IWAY DEVELOPMENTS

2010 rrarks the ten-yesr anniversary for the IKEA code of conduct, TWway, Our social and environrnental
requiremnents have helped both IKEA and its suppliers to becorne more responsible and maore competi-
tive in a society that rightfully expects us to constantly do better, IKEA has started the work to take

W tothe next level, making significant efforts to reach full cormpliznce desper into our supply chains,

Sinceitwasfirstintroduced in 2000, I'wAY has contributed to many large and small improvernents
imthe IKEA supply chain, Mary suppliers have alzo experienced that investrnents in w orking condi-
tions and the erwironment often lead to more orders, better productivity and immproved profitability,
thereby irmproving cormpetitiveness,

Sofar, hundreds of lakes, rivers and local cormrmunities have benefited from IKEA-required waste
water treatment install ations at factories, and improved w ater managernent has made a huge differ-
ence especially in developing countries, Hundreds of thousands of workers now know more about
their basic rights, for example sboutthe benefits they are entitled to, They have opportunities to
influence health and safety aspects at their w orkplace, and many accidents have been preverted
through better fire safety equiprnent and regular evacuation drills,

Cwer the years, the focus in IWAY and our work has shifted to be more about what needsto be
achieved rather than on detailing how to do it. This has opened up oppartunities for flexible salutions
better adapted to each individual situation, encouraging suppliers to take more responsibility them-
selves Monitoring and audits have rernained anirmportart part of securing compliance, but we have
alzo devoted an increasing amount of resources to supporting and developing suppliers in a number
of key areasin order to strengthen their ability to fulfil and surpass our requirernents,

A working group has now starked planning for Iy of the future, which is expectedto be ready
for implernentationin Fyl3 The work will invelve a variety of internal competencies and external
experts to ensurethe best possible scope and content,

' SUPPORTING SUPPLIER DEVELOPMENT

IKEA representatives are often on-site at suppliers,
where an open dialogue encourages active respons-
ibility for social and environrental izsues. A new,
systernatic approach to home furnishing supplier
developrnent w as intraduced in Fyl0, Initially

around 200 suppliers are eligible to be part of 2
Supplier Developrnent Progr amme (SDP),

Read mare an paga 3%
Homne furmiching supplizrs
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SUPPLIERS: CODE OF CONDUCT

The way we work

THE IKEA SUPPLY CHAIN
IKEA has thousands of suppliers and serv-
ice providers covering the wide range of
products and services required for global
operations. In addition to the suppliers of
home furnishing products in the IKEA
range, there are food product suppliers,
goods transport service providers and
companies that provide IKEA with indirect
services and materials. In turn, most of
these have a number of sub-suppliers.
Qur main focus has been on IKEA home
furnishing suppliers, and on supporting
them in taking responsibility for people and
the environment. IKEA co-workers are
often on-site at these suppliers, and our
close and long-term relationships with

developments become sustainable and
independent of IKEA p e

THE CODE OF CONDUCT IWAY

I'WAY is the IKEA code of conduct, first
introduced in 2000, It specifies the require-
ments that we place on suppliers of prod-
ucts and services, We focus on bullding the
suppliers’ understanding of what they need
to comply with so that they can implement
the most suitable measures more inde-
pendently. In addition to the main docu-
ment, there are several industry-specific
supplements and a special code of conduct
for child labour. IKEA suppliers are respon-
sible for communicating the content of the
IKEA code of conduct to their employees

them have contributed to many impi
ments. Over the past few years, IKEA has
gradually increased its efforts to also sup-
port developments with the vast range of
other suppliers and service providers,

CLOSE AND LONG-TERM
RELATIONSHIPS

The supply chain is often long with numer-
ous sub-suppliers. Many IKEA home fur-
nishing suppliers operate in developing
countries that struggle with social and
environmental challenges.

‘We believe IKEA contributes to positive
developments in the supply chain by
being on-site and conducting responsible
business, and by cooperating with others
- companies, authorities and NGOs.

IKEA strives to build long-term relation-
ships with suppliers who share our values
and want to grow and develop together
with IKEA. Our focus is to motivate and
support suppliers to take more responsibil-
ity and ewnership themselves, so that

NUMBER OF IKEA SUPPLIERS

- 1,074"

IHEA Home

and sub-supp

New suppliers are selected based on
a list of IWAY start-up requirements. This
helps us select suppliers that share our
values and who want to grow and develop
together with us.

Suppliers must comply with the IWAY
start-up requirements before being allowed
to deliver to IKEA, while being given a
maximum implementation time of 12
months from the first delivery date for
other IWAY requirements.

Read more on page 28
Requirements in the TKEA code
of conduct

THE IKEA WAY ON PREVENTING
CHILD LABOUR

IKEA does not accept child labour and
works actively to prevent it. All IKEA sup-
pliers and sub-contractors must comply
with a special code of conduct on child
labour, The IKEA Way on Preventing Child

251

| IKEA Transport E 5 IKEA Food
Furnishing suppliers | service providers ' suppliers (global
9 F F g
e . (excluding
Customer Delivery
carfiers)

Labour. It has been established in order
to make the IKEA position on child labour
clear to suppliers, their sub-contractors
and their employees, as well as to other
relevant parties. All actions taken shall be
in the best interests of the child.

IKEA conducts regular audits to ensure
that there are no children working on
home furnishing suppliers’ premises all
over the world. In addition, KPMG, a third-
party auditor, conducts unannounced

dom checks at hundreds of suppliers
and their sub-contractors in India with spe-
cial emphasis on child labour. Third-party
auditor Intertek has started conducting
child labour audits at IKEA sub-suppliers
in Bangladesh.

Read more on page 38

Requirements in The IKEA Way on
Preventing Child Labour

COLLABORATION ON GLOBAL SUPPLY
CHAIN STANDARDS

IKEA is a member of the Global Secial
Compliance Pregramme (GSCP), an indus-
try-initiated programme working towards a
sustainable approach for the improvement
of working and environmental cenditions in
global supply chains.

GSCP provides a platform for compa-
nies to build consensus on best practices
and to work in partnership with suppliers
on the continuous improvement of working
and environmental conditions through
training and capacity building activities.
Read mare ahout Glabal Sacial

Compliance Programme at
www.gscpnet.com

39
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*IKEA home furnishing suppliers operate in 55 countries around the world, Including Swedwood and Swedspan, which are part of the IKEA Group.
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SUPPLIERS: CODE OF CONDUCT / IWAY

The IKEA code of conduct - IWAY

IWAY specifies the requirements that we place on suppliers of products and services.
Suppliers are responsible for communicating the content of the IKEA code of conduct to

their ploy and sub-
1. LEGAL COMPLIANCE
The IKEA supplier shall always comply with
the most demanding requirements whether
they are relevant applicable laws or IKEA
TWAY specific requirements,

2. START-UP REQUIREMENTS

The following criteria need to be fulfilled

befare starting up a business relationship

with IKEA:

= Mo child labour

* No forced or bonded labour

* No severe environmental pollution

* No severe safety hazards

« A transparent and reliable system for
records of werking hours and wages

* Insurance covering medical treatment
for work related accidents to all workers

3. ENVIRONMENTAL STANDARDS
Suppliers shall have plans in place to
reduce the environmental impacts

from their production and operations.

Suppliers must:

+ Work to reduce energy consumption

+ Prevent pollution to air, around
and water

+ Handle, store and dispose of chemicals
and hazardous waste in an environ-
mentally safe manner

» Ensure that workers handling chemicals
and hazardous waste have the right
competence and are adequately trained

4. SOCIAL AND WORKING
CONDITIONS

IKEA expects its suppliers to respect

fundamental human rights, and to treat

their workers fairly and with respect.

Suppliers must:

* Provide a healthy and safe working
environment

+ Provide health and safety training
for workers

* Ensure their buildings are safe, have
reasonable privacy, are quiet and

The IKEA Way on Preventing Child Labour

The IKEA Way on Preventing Child Labour detalls the IKEA position on child labour and
specifies mandatory requirements for IKEA suppliers and their sub-contractors. Below is a

summary of the key points.

1. GENERAL PRINCIPLE

IKEA does not accept child labour. IKEA
supports the United Nations (UN) Conven-
tion on the Rights of the Child (1989). Cur
position is also based on the International
Labour Organisation (ILO) Minimum Age
Convention no. 138 and the Worst Forms of
Child Labour convention no.182.

2. IMPLEMENTATION

IKEA requires that all suppliers shall recog-
nise the UN Convention on the Rights of
the Child, and take actions to prevent child
labour.

Suppliers must comply with all relevant
national and international laws, regulations
and provisions applicable in the country of
production.

IKEA Sustainability Report 2010

If child labour is found in any place of pro-
duction, IKEA requires the supplier te
implement an immediate corrective action
plan. The corrective action plan shall take
the child’s best interests into consideration
and enable more viable and sustainable
alternatives for the child’s development.

3. YOUNG WORKERS

IKEA supports the legal employment of
young workers. Young workers of legal
working age have, until the age of 18, the
right to be protected.

IKEA requires all its suppliers to ensure
that young workers are treated according
to the law, including measures to avoid
hazardous jobs, night shifts and ensure
minimum wages. Limits for working hours

ppliers. Below is a summary of some of the key points of IWAY.

have facilities for personal hygiene,
in those instances where housing
facilities are provided

» Fay at least the minimum legal wage
and compensate for overtime

+ Base overtime on voluntary agree-
ments, not exceeding legal limits

+ Allow time off and regular breaks

» Mot discriminate on any basis

« Mot prevent workers from exercising
collective bargaining activities

* Mot accept corporal punishment,
threats of viclence or other forms of
mental or physical coercion

and overtime should be set with special
consideration to the worker’s young age.

4. LABOUR FORCE REGISTER
Suppliers shall maintain documentation
for every worker verifying the worker's
date of birth.

5. MONITORING

Suppliers are obliged to keep IKEA informed
at all times about all places of production
(including their sub-contractors). IKEA has
reserved the right to make unannounced
visits at any time to all places of production
(including their sub-contractors) of IKEA
preducts.
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http://www.ikea.com/ms/en_US/about_ikea/pdf/ikea _ser 2010.pdf

39



Piiloha 2 Rozhovor se zastupcem spole¢nosti Vandenberghe furniture B.V.

Dobry den, nez za¢neme s dotaznikem, dovolte mi se Vam jesté jednou predstavit.
Jmenuji se Adéla Simkova a zpracovavam svou bakaldfskou praci na téma Interni
analyza a jeji nastroje. Dovolte mi Vam jesté jednou kratce odiivodnit, pro¢ se zucastnit

mého vyzkumu, ktery je blize zaméteny na hodnotovy fetézec.

Hodnotovy fetézec je nastroj interni analyzy, ktery hledd komparativni vyhodu. Pomoci
zodpovézeni nasledujicich otazek je pravdépodobné nalezeni klicovych aktivit. Klicové
aktivity Vam ukazou, kde je Vase spoleCnost silna a kde jsou Vase slabiny. Po
zodpovézeni nasledujicich otazek sestrojim hodnotovy fetézec Vasi spolecnosti a potom
ho srovnam shodnotovym fetézcem jiné spole¢nosti ze stejného oboru, ale odlisné
velikostné a strategii, s Va§im kompetitorem. Tato analyza by mohla pfinést dalsi
pohled na Vasi spolecnost, ktery by mohl byt vyuzit k podpoie strategického
managementu. Samoziejmé pouze na zaklad€ této analyzy neni mozné Vam poradit
k velkému strategickému rozhodnuti. Existuje mnoho nastroji interni analyzy a analyza
hodnotového fetézce je pouze jednou z nich. Strategické rozhodnuti musi byt provedeno

na zakladé planovani a zvazeni okolnosti.

ZAKLADNI INFORMACE

Jak se jmenujete?

Marnix Huvaere.

Pro jakou spolecnost pracujete?

Vandenberghe furniture B.V.

Jaka je vize/mise spole¢nosti?

Design a produkce nabytku, zeyména jidelen a loZnic.
Kolik ma spole¢nost zaméstnancti?

Spolecnost je tvofena 16 zaméstnanci: fteditel-majitel, ktery také pracuje jako

zamg&stnanec; asistentka; dva obchodni zastupci, ostatni pracovnici (vyroba, doprava).
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V ptipadé, ze pokladate Vasi spolecnost za lepsi ve srovnani s konkurenci v urcitych

aktivitach, ted’ je vhodny ¢as je zminit.
Vyroba na prani zakaznika.

STRUKTURA PODNIKU

Jak vypada struktura spole¢nosti?
Struktura je jednoducha, jeden nadfizeny vSem ostatnim.
Je struktura formulovana na zékladé néjakého specidlniho duvodu?

Ne, na$ podnik je maly, a tudiz nepottebuje slozitou organizacni strukturu. Majitel

upiednostiuje vlastni ptehled nad vSemi aktivitami zaméstnancd.
Je nastaveni struktury spole¢nosti v zgmu vySSiho zisku?

Ano, podle nazoru majitele na méné vedoucich pozic posta¢i nizsi vstup kapitalu

(ndklady na vedouci pracovniky).

LIDSKE ZDROJE

Co povazujete za vyhodu v tizeni lidskych zdroji ve vaSem podniku?

V podstaté nizkou fluktuaci.

Je v podniku sledovana spokojenost zaméstnancii?

Z iniciativity vedeni spole¢nosti spokojenost zaméstnancti neni sledovana.

Mate néjaky nastroj nebo metody ke sledovani, zda jsou zaméstnanci spokojeni?

Ne. Proces funguje opacné. V piipade, ze je nékdo nespokojeny, musi si sam stézovat,

ale tato situace se nevyskytuje prilis§ ¢asto.
Kdo provadi vybér pracovnikti?
Majitel spole¢nosti provadi vybérové tizeni a rozhoduje o vybéru.

Plati v podniku pravidlo, Ze jsou zde spravni lidé na spréavnych mistech?
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Bohuzel, ne vzdy maji zaméstnanci spravné vzdélani. Pravdépodobné 7 z 12 jsou

opravdu vzdélani v oboru.

Mate néjakou politiku pro lidské zdroje, ptipadné poskytujete néjaké benefity

zaméstnancum?

V piipadé, Ze je zaméstnanec u podniku déle nez dvacet let, obdrzi jeden den extra

dovolené.
Jsou ve spole¢nosti silné mezilidské vztahy?

Ano, zaméstnanci jsou vétSinou ze stejné vesnice. Mald Cast zaméstnancli se vida

| mimo praci.

Jak Casto probihd zvedani platt?

Platy jsou zvedany na zaklad¢ informace z Unie.

Maji vSichni stejnou mzdu?

Ne, zkuSeni a schopni zaméstnanci jsou ohodnoceni lépe.
Jsou zaméstnanci vystaveni stresu?

Vibec ne.

Maji n€kdy prescasy?

Ne.

Jsou zaméstnanci ohodnoceni né¢jakym bonusem v piipadé, ze dokonci néjaky specidlni

projekt nebo tak néco?
Ne.
Vyjdete si ob¢as nékam spole¢né s kolegy?

Ano, kdyz zacinaji prazdniny nebo na Vanoce, majitel nas pozve do hospody na jednu,

na dvé rundy.
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Jsou zaméstnanci podporovani v prohlubovani znalosti (napf. vzdélani, kurzy,

seminare...)?
Jen v ptipadé, Ze je potfeba (napf. nové zafizeni).

TECHNOLOGICKY VYVOJ

Jsou produkty tytéz, nebo probéhla néjaka zlepseni v pribéhu jejich historie?
Stejné produkty se moc nelisi. Nejcastéji se lisi pouzité dievo.

Kdo d¢la inovaci designu?

Reditel. Diive také C. Mestdagh.

Jsou ve spolecnosti nastaveny kontrolni procesy, které by zjistovaly, které produkty

pottebuji byt zménény?

Ne. Problému je velmi malo. Pokud je néco poSkozené, je to nahrazeno, ale nehleda se

pri¢ina poskozeni.

Kontroluje nékdo bezpecnost produktti?

Ne. Pouzivame pouze tvrzené sklo.

Vlastni spole¢nost néjaky patent?

Ne. Mimo jiné proto, Ze vV Belgii je doslovné kopirovani produktt nezakonné.

Jak se v minulosti zménily procesy. Mate néjaky ptiklad zmeény ve Vasi spole¢nosti?

Procesy se zménily zejména tak, ze se pouzivaji predevSim pocitacové tizené stroje.

Tudiz je méné manualni prace, kompletovani je stale ru¢ni.
NAKUP
Ridite vztahy s dodavateli?

Ano, vétSinou vSak z iniciativy dodavateli, kdy jejich zaméstnanci kontaktuji néS

podnik.



Kdo rozhoduje o dodavatelich?
Maijitel.
Jakou drategii sleduje?

Nejlevnéjsi, avSak nejvyssi dostupna kvalita — na zaklad¢ tohoto pravidla pak nezbyva

mnoho na vybeér.

LOGISTIKA SMERUJICI VEN

Jaké jsou vyhody vasich dodavateli?

Ptesnost a dochvilnost.

Kdo dorucuje zbozi od dodavatelii do Vasi spole¢nosti?
Dovoz je feSen ze strany dodavatele.

Jak probiha evidence materidlu?

Kazdy zaméstnanec je zodpovédny za svoji oblast.
Evidujete poskozeny ¢i dokonce ztraceny materiél ?
Ano, ale velmi zfidka nastane takova skutec¢nost.

Jak vybiréte dodavatele?

Na zaklad¢ materialu, ktery je potteba, probiha komunikace s dodavateli a potvrzovani

cen.
Dochazi ke zménam dodavateld ¢asto? Popf. jak ¢asto?
Ne. Dodavatelé se méni ziidka.

Mate ve spolecnosti néjaky dokument (smérnici), ve kterém jsou definovany pozadavky

na dodavatele?
Z4dné smérnice, tykajici se dodavatell, ve spole¢nosti nemame.

OPERACE



Co pokladate za vyhody ve Vasi produkci?

Produkty mohou byt vyrobeny na piani zakaznika. Ruéni prace. Zidle a laky na

postelich jsou outsourcovany.
Co pokladate za nejefektivnéjsi proces produkce?

Produkty jsou vyrabény v sériich 20-25 stejnych vyrobkd. Ve chvilich, kdy si zakaznik
preje néco odlisného, tak to neni problém u jednoho kusu produkce udélat, protoze

produkce neni automatizovana.
Jak balite VaSe produkty?

Produkty balime jen v ptipadé€, ze je to nutné. Pokud tedy musime produkty balit,

pouzivame vétSinou igelit se vzduchovymi bublinkami.
Hlidate naklady na baleni?

Ano, samozifejmé. Snazime se nebalit vibec, jen pokud je to dualezité k ochrané

produktu.

LOGISTIKA SMERUJICi VEN

Kde skladujete produkty ptipravené k vyrobe?

Ve skladovacich prostorech, avSak vét$ina produktd neni Gplné dokoncend V piipade,

7e je produkt prodén, je dokoncen a okamzité odvezen.
Evidujete ztracené kusy? Pokud ano, kolik kusti se Vam ro¢né pfiblizn€ ztrati?

Kdybychom takovou evidence méli, byla by prazdna. Do ted’ se nic neztratilo. Pti

malém obratu se nemtzZe nic ztratit.
Jakym zptisobem dorucujete zdkaznikiim?

Vyuzivame vlastni transport pomoci vlastnich automobilovych prostiedki a vlastnich

zameéstnancu.

Evidujete podrobné naklady vzniklé na dopravu?



Ne. Snazime se usetfit tak, ze pokud neni vyuZit cely ndkladovy prostor pro jednoho

zakaznika, doru¢ime zbozi dal$im zakazniklim ve stejné oblasti.
Zjistujete, jak Vase logistika ovliviiuje Zivotni prostiedi?
Ne.

MARKETING A PRODEJ

Co je specifické na Vasich produktech?
Vysoka kvalita, vyroba z masivu, dlouhd zivotnost a klasicky design.
Jak propagujete Vase produkty?

Jednou ro¢né se nase spolecnost ucastni veletrhu v Mechelenu. Mame webové stranky,
katalogy pro zékazniky. Prodej je nejCastéji skrze obchodni zastupce, ktefi oslovuji

prodejce nabytku.

Do jaké cenové skupiny byste produkty spolecnosti zatadil?

Ceny jsou primérné v porovnani s cenami konkurenti se stejnou strategii.
Co je Vase specialita?

Vyroba na miru. Pro naSeho klienta (mimo jiné prodejce nabytku) mizeme vyrobit

takovy nabytek, jaky si pieje.

Je VaSe spole¢nost soucasti n€jaké charitativni organizace nebo podporujete né&jaké

charitativni projekty?

Ne.

Je Vase spolecnost zaméiena na ochranu zZivotniho prostiedi?
Podnik je vytapén jen dievénymi zbytky.

SLUZBY

Mate néjaky dodatecny servis pro zakazniky?
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Ne.
Provadite instalace produktt?
Manualni instalace jen pro loznice.

Poskytujete detailni informace o produktech? Nebo detailni informace napt. k udrzbé

produktu?

Pouze v Némecku je nutné poskytnout popis udrzby. V piipadé, ze nas produkt
obsahuje nékteré nebezpeéné latky ¢i ¢asti, musi byt informace pifedana zakaznikovi

spolecné s produktem.
Poskytujete nasledny servis produktu?

Ano, v ptipadé, Ze to nemlze udélat obchod, ktery produkt prodal konecnému
zakaznikovi. VéEtSinou se jednd o vyménu za novy kus a dovezeni poskozeného zpét do

tovarny.

Mate néjaké nabidky k recyklaci produktu po skonceni jeho zivotnosti?
Ne.

Prodévate vyrobky na prani zakaznikii?

Ano.

Zdroj: Vlastni zdroj, rozhovor proveden 7. 3. 2012
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Priloha 3

Read more in
“The KEA approach
0 sustainabilin”

00 YOU KNOW

Zaméstnanci

IKEA co-workers are
our most valuable

resource

IKE& co-warkers are essential to our success, We want
to be an attractive and corm petitive em ployer that offers
equal treatment and opportunities for a fulfilling career
in a safe and healthy environment, We give down-to-
earth, straightforward people the opportunity to grow
with us, both professionally and persanally.

& strong and living culture encourages co-workers
to question accepted solutions and test new ideas, and
to see mistakes as an opportunity to learn, Shared
values such as respect, simplicity and cost-conscious-
ness help us all develop together and contribute to a
better everyday life for ourselves and our customers,

= There are 131,000 IKEA co-w ark-
erzin 41 countries sround the
warld, We strive for diversity and
recruit co-w orkers of different
backgrounds and evperiences.

= We continuously monitor how IKEA

= IKEA embraces universal human
rights and respect for the individ-
ual. We support every co-worker's
right to freedom of association and
respecttheir right tojoin, form ar
not to join a co-warker assodation
of their choice - the decision lies

Newr global guidelines for compensation and benefits

IKEA wants to be the ermployer of choice, and aims to offer compen-
sation and henefits that ensure that we attrack, motivats and retain
co-workers that contribute to our ambition to become the leader in life
at home and grow with sustained long-term profitability, In Fri1, a
set of key principles for campensation and benefits were developed
for all of IKEA, along with detailed guidelines outlining areas such as
salaries, job satisfaction and a healthy working environment. The
principles will be implernented on all IKEA markets,

Updated VOICE survey shows significant improvements

&n updated YOICE co-worker survey was introduced in February
2011, and so far 33,500 co-workers in 13 retail countries have com-
pleted the new survey,

The new WOICE survey has been updated to reflact our five-year
strategy, “Growing IKEA together”, It also contains more and refined
questions relating to how co-workers rate IKEA managers” leadership
capabilities, which is translsted into the Leadership Index, and has a
strong focus on IKEA values.

Since many YOICE questions have been altered and only a minarity
of co-workers have used the new version of the survey this yaar, the
Fril global average index result of 716 is not fully comparable with
previous years, However, we can see that results have improved, For
example, questions relating to co-worker engagemnent have not been
dltered, and the share of positive replies increased from 58 percent in
FrL0 to 63 percant,

The FriS goal of 5 global average index figure of 700 out of &
maximum possible 1,000 remains unchanged, while national and local
gaals may be higher

co-workers perceive working at
IKEAthraugh a campang-wide
survey cilled *VCICE", &5 2 com-
plement; the “TKEA Leadership
Indes* quantiies how co-workers
view their managers,

with the co-warker

43 5

Camw orkers
Our mostvaluabla
resource

Comments on KPIs and figures 2011 KPI - CO-WORKERS: ¥OICE

During the year we re-designed our co-worker survey VOICE in order

FYhR FYD5 Fyid Fril Goal FY15

to make it more aligned with our long-term business diredive, to

rmake it simpler and at the same keep the strong foous on the IKEA VOIGE and Lszdersh p index {TKFA total )

values, This means that the index figure for FY11 i not fully compa- Cuerall

rable with previous years, With global goals as a base, national and CICE index 646 663 59 16 o

local irmprovernent targets are developed frorm local survey results Leadership Index T2 73 73 74 iz}

and the protities that are the most important for that particular

arganisation,

There are more women than men working on the IKEA sales ERlEiCORMDRRER == iala/fnmalemanagamant

floars, and while the share of women is slowly inoreasing in same FOE  FVOS  FVID PVl Goal FYLS

ranagement categories, the goal ta reach full gender balance is still T ———

a challenge, When the percentage of malefemals managers does not

add up to 100, it is dus to vacancies, BRI B4%  6¥M  6UE| 3542 30/%0
Retall management 643 eNE sed4 5aEs S0/50
Distribution [ries] 6¥31 5540 5%/43 SO¢/s0
Trading e R S0/50
Cthers THE B3 eHE £3/37 SO¢/50
TOTAL management: = - E¥I SEM0 e

Co-workers by region Other figures
FYDE  Fyig FY1a Fy11

Staff turnovar
Parttime 32 224 205 EE
Full-tirne 16 11.3 106 el
Al 24 16.4 148 16.1

106,500 16,500 8,000

Euape Hailn &meica Az B Auslials

dd

Co-workers
Our most valuable
respurca

Zdroj: Sustainability report 2011, str. 4344

http://www.ikea.com/ms/en_GB/about_ikea/pdf/sustainability report fyl1.pdf



Priloha 4 Zaméstnanci

CO-WORKERS: WHEN WE GROW, IKEA GROWS

Strong co-worker relations help us grow
and develop together

IKEA ca-waorkars ara aur mast valuable rasourca. wWa want co -warkars that shara aur valuas
ta stay and graw with us. This is why wa placa amphasis an safa and haalthy warking
canditians, faund banafite and caraar deavalopmant bagad an aqual appartunitias and
strong carparata valuas.

MEW GOALS FOR CO-WORKER SATISFACTION
YWe want our co-w orkers to stay and thrive with IKEA, and w e cortinuously monitor overall job satis-
faction and motivation through a cornpany-wide survey called *WOICEY

In Frl0, IKEA setthe goal for the end of FY1S that the global average VOICE index should reach
F00 out of & rmaxinnurn 1000, up from 652 in FY10, We have alzo decided that the Leadership indes,
which measures co-w orkers’ view on their managers, shall reach 75 by the end of FY15 compared ta
today’s 73

Mational and local irmprovernent goals are to be set based onthe surveys® sub-categories that

arethe most important for that particular organisation,

MORE TRANSPARENT CAREER OPFORTUNITIES SUPFORT DIVERSITY
IKE A has decided to introduce rmore transparent w ays of spotting potertial and promcting co-workers
inorder toincrease diversity and expand the pool of upcaming talert.

For example, co-workers can nominate themselv ez to the new international “Backpacker Pro-
grarmrne’. Momineess are assessed through an online global toal before national Humman Resources
tearmsfinalise the selection of a total of 200 y oung potentials for a one-year traines prograrmmein
two different courtries, The prograrre will not only help IKEA develop leader s for key pasitions and
recruit them internally, but also provide each country with a broad pool of patential future leaders
to develap in local programmes. The Backpacker Programme is expected torun forfive years, with
2 50,/50 ratio of rmale and fernale participants,

Another way to prorote diversity and equal cpportunities is the "+ 200" project, w hich has the
objective of identifying internal candidates to be developed as potential successors to 200 top man-
agernent positions,

IKEA Sustainability Report 2010

CO-WORKER ADVOCATE TEAM SUPPORTS

U.5. CO-WORKERS

In the United States, IKEA co-workers w ho may have
concerns with their managers, think they may have been
unfairly treated arjust need coaching on w ork relations
have access to a special internal HR function ta assist
thern. This Co-w arker Relations tearn assists in antici-
pating, addressing and diffusing w orkplace izsues;
rezalving dizputes between and armong managerent
and co-workers; aswell as workingto maintain 2 posi-
tive and praductive work environment, Co-w orkers’
izzues can be reparted tothe “iSpeak” call-certre or
website, and ateam of four people stand by taolisten
totheir concerns, mediaste, provide advice and suggest
solutions or conduct an investigation, The team also
has access to external competencies to help with, for
exarmple, lzgal advice.
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CO-WORKERS: WHEMN WE GROW, IKEA GROWS

BEETTER HEALTH & SAFETY STANMDARDS, WORKIMG CONDITION S

Today, IKEA units base most of their oocupational health and safety standards on local regulations
and national legislation that vary from courtry to courtry, IKEA is now looking into the warious
standards, and we airn to level out differences by =etting a minirnurn standard.

We are alsa looking into warious ways of immproving general working conditions in key areas. For
exarnple, IKES and represertatives frorm the European Works Council have conducted 3 case study
at a =aw rmill in Slovakia, owned by IKES's industrial arm Swedwood, in order to learn more about
working conditions outside the retail environment, The aim is to develop guidelines and spread good
exarnples to other IKEA industrial units,

NEW PRIMCIPLES AMD GUIDELINES FOR COMPENMSATION & BENEFITS

IKEA wants to offer commpetitive and transparent compensation and benefits that attract, rmotivate
and retaintalent. To support thiz, IKEA has developed glabal, rnandatory guidelines for commpensation
and benefits that are to be implernented on all markets during Friz.

The guidelines provide a cornrmon global approach comnbined with dear local responsibility to secare
relevance, cormpetitivenezz and to meset the individual need in line with different life situations. Each
courtry must offer the same benefit structure for all co-workers in the country and support co-workers
with individually adapted benefits to reflect and mest changing needs in life over the years,

Berefits aretobe based on core IKEA walues as well as local laws and rmarket conditions, and there
rust be an elernent that is considered outstanding onthe market, For example, legislated parental
leave varies from country to country, and IKE& may locally seled this as an area where outstanding

benefits could be offared,

"A GREAT PLACE TO WORK"

In 2010, the Great Place to Work Institute’s annual Trust Index
Survey listed IKE& Poland asthe best large workplace (rore than
1,000 ermployees) in Poland, and the 49th best large workplace
in Europe. IKEA Spain and IKEA Finland were ranked the second
and third best large workplace in their respedtive countries,

Meary 300,000 employees provided feedback on 1,300 compa-
nies, rmaking this the largest annual workplace survey inthe word,
The survey's definition of a great workplace is an organisation where
employees trust the people they work for, have pride inwhat they
do and enjoy the people they waork with,
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CO-WORKERS: WHEN WE GROW, IKEA GROWS

IKEA embraces human rights and respect
for the individual, and the way we work is
based on a strong and living company cul-
ture. The foundation is a set of shared val-
ues that guide us in our everyday work,
We value togetherness, humbleness,
simplicity, cost-consciousness and common
sense. We share a strong desire to learmn and
improve, We encourage co-workers to ques-
tion accepted solutions and test new ideas,
and see mistakes as a way to grow and
develop. We expect our managers to lead by
example, to live and explain the IKEA values,

LISTENING TO OUR CO-WORKERS
IKEA uses a company-wide survey called
"WOICE" to monitor how co-workers view
various aspects of their employment at
IKEA. Each year, we ask our co-workers to
fill in the survey anonymously to highlight
what motivates them and what they are dis-
satisfied with. Results from the survey help
define areas to develop at IKEA. As a com-
plement, the "IKEA Leadership Index” quan-
tifies how co-workers view their managers.

SAFE AND HEALTHY WORKING
CONDITIONS

IKEA strives to offer a safe and healthy
work environment for all our co-workers.
The safety of co-workers and customers is
a top priority at IKEA, and much emphasis
is placed on making sure co-workers get
appropriate training and have access to the
right tools and safety-gear.

All co-workers within retail and distribu-
tion undergo safety training before starting
to work at IKEA. This includes training on
how to use equipment and machinery, fire
and evacuation training, routines to prevent
and handle workplace accidents, ergonom-
ics, etc. If appropriate, co-workers are also
trained on how to handle threats - such as
bomb threats - and robbery situations.

Each country shall have its own safety
committee with co-worker representatives,
working actively to secure a safe working
environment, Each IKEA unit also has a
risk manager, responsible for local safety
reutines and drills based on the IKEA
Group Risk Manual, Safety work is evalu-
ated annually.

DIALOGUE WITH UNIONS

IKEA strives to have open and honest dia-
logues with co-workers, unions and other
co-worker associations locally and interna-
tionally, building and developing construc-

IKEA Sustainability Report 2010

tive relationships based on mutual respect,
Through our commitment to this dialogue,
we challenge curselves, our co-workers and
their associations to find innovative and
sustainable solutions based on the IKEA cul-
ture of simplicity and cost-consciousness,
IKEA supports each co-worker's right to
freedom of association and does not express
any preference within the institutional and
recognised co-worker associations, We
respect the rights of our co-workers to join,
form or not to join a co-worker association
of their choice without fear of reprisal, inter-
ference, intimidation or harassment.

STRIVING FOR DIVERSITY AND
EQUAL OPPORTUNITIES

We are convinced that IKEA becomes more
creative and dynamic with a diverse work
force, and we strive to recruit co-workers
of different backgrounds and experiences.
The top 800 IKEA managers around the
world represent more than 50 different
nationalities, and our overall ambition is to
have a workforce that mirrors the diverse
IKEA customer base.

SUPPORT TO FULFILLING CAREERS
We want our co-workers to have a fulfilling
career and grow with us, both professionally
and personally, Each co-worker is in charge
of his or her own competence development
with continuous support from IKEA.

Co-workers who have mastered their
current job are encouraged to seek new chal-
lenges. This could be in the form of more
responsibility or through an alternative
career route inside IKEA by chanaging location
or work function. The annual development
talk is one opportunity to discuss and outline
career paths as well as training needs.

Competence development in many forms
is available to all, from the intreduction of
new co-workers to top management, often
in the form of on-the-job training comple-
mented by traditional classroom courses and
a wide range of web-based training activities
for all aspects of IKEA operations.

E-learning activities from the IKEA Leamn-
ing Centre help develop relevant and essen-
tial skills for various IKEA functions and reach
many co-workers with the same education.

KEEPING CO-WORKERS INFORMED
Access to relevant information is a neces-
sity to enable co-workers to do their job,
but IKEA also wants to build strong rela-
tions with co-workers and help them
engage in their workplace with a sense of

value and belonging. Well-functioning
internal communication is a foundation for
our co-workers' ability to perform their
tasks and to learn and develop, as well as
for effective leadership.

Each manager is responsible for ensuring
that his or her co-workers have the ability
and tools to receive and understand relevant
information. Communication skills are part of
all basic leadership training programmes,
and there are a number of tools and special-
ists available to support managers.

The IKEA Intranet is complemented by
a variety of different channels such as reg-
ular meetings, easily accessible notice
boards and plasma screens, newsletters
and closed-circuit radio. The global co-
worker Magazine Readme which is distrib-
uted to all co-workers and translated into
19 languages, This magazine is in many
parts of the organisation complemented
by national and local magazines.

In many countries, IKEA has web-
enabled services on the Internet to better
reach co-workers with limited computer
access at work and better access outside
work. Co-workers can log in through the web
browser of any computer or mobile phone to
access a range of simply written benefit
descriptions and self-serve applications relat-
ing to wages and benefits, as well as news
and information about various IKEA activities.

TRANSPARENT JOB MARKET
THROUGH “JOBS AT IKEA"”
We want to make it easy for potential job
applicants to see whether IKEA fits their
needs and aspirations, and we want to
recruit co-workers who will enjoy a long-
term career with IKEA, This is why IKEA
values are one important aspect of the "Jobs
at IKEA" section of the IKEA website. The
content and structure gives an overview of
what it is like to work at IKEA, with co-worker
stories and descriptions of various jobs, and
job applications can be made online,

In FY10, IKEA received nearly one million
applications, both for unsolicited and specific
open positions.

SUPPORTING WORK-LIFE BALANCE
Co-workers of different ages are at differ-
ent stages of their lives, and have different
professional needs and abilities.

IKEA can meet individual co-worker
needs for work-life balance in various ways,
for example, by offering flexible working
hours, part- or full-time work, more or less
responsibility, job sharing or telecommuting,

33



CO-WORKERS: WHEN WE GROW, IKEA GROWS

COMMENTS TO KP1IS AND FIGURES 2010

Overall results from VOICE and the leadership index remain
steady. There is a clear connection between good leadership and

a good working climate, which in turn has a clear connection to
business results. This is why we have ambitious global goals for
FY15. With global goals as a base, national and local improvement
targets are developed from local survey results and the priorities
that are the most important for that particular organisation,

There are more women than men working on the IKEA sales
floors, and while the share of women is increasing at management
level, we still have some way te go before we reach our goal of full
gender balance. When the percentage of male/female managers
does not add up to 100, itis due to vacancies.

IKEA operates in a constantly evolving and competitive retail
environment with high staff turnover. However, staff turnover con-
tinued to decrease in FY10, as a result of the economic downturn
as well as persistent efforts to increase the retention rate. The
average length of employment for an IKEA co-worker is around
four years, and staff turnover is significantly lower among full-
time co-workers,

CO-WORKERS

R i

Tatal number of
co-workers

—
&

W

IKEA Sustainability Report 2010

Zdroj: IKEA Sustainability report 2010, str. 31-34

KPI - CO-WORKERS: VOICE

FY07 FYDB FYo9 FY10 Goal FY15
VOICE and Leadership index (IKEA total)
Overall
WVOICE index 625 645 663 659 700
Leadership Index 70 72 73 73 75
KPI - CO-WORKERS: DIVERSITY
FYO7? FYOB FY09 FYi0 Goal FY15
Management - share of male/female
Stores - 64/36 65/34 50!33_ 50/50
Retail management - 64/36 60/39 58/42 50/50
Distribution - 67/33  69/31 S8/40 50/50
Trading = 64/36  65/35 61/39 50/50
Cthers - 74/26 6832 62/38 50/50
TOTAL t - - - 60/39 50/50
OTHER FIGURES
FYO7 FYOB FY09 FYio
Staff tumover
Part-time - 32 22.4 20.5
Full-time - 16 11.9 10.6
all - 24 15.4 14.8
Total number of
countries
34
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Piiloha 5 Sméry udrzitelnosti 2015

INTRODUCTION: IKEA SUSTAIMABRILITY DIRECTION / PRICRITIES

The IKEA" Sustainability

Direction 2015

1. Offering a range of products
that are mere sustainable

The IKEA Sustainability Direction outlines
our priorities for 2015, These priarities
shall influence our ertire value chain, from
product design and developrment to the
wery end of a product’s life,

For sormne priorities, w e have already set
specific, overall goals, During Fril, more
targets at all levels of the arganization will
be developedta help us measure our
progress,

: 2. Taking a leading role towards :
alow carbonh society :

PESTIrS

PYSTIr

Bt

Z. Turning waste inte resources

e

w4

CTEeTTTeT™

IKEA Sustainability Report 2010

Zdroj: IKEA Sustainability report 2010, str. 8
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Priloha 6 Udrzitelnost

INTRODUCTION: SOWERMANCE

Integrating the IKEA® Sustainability
Direction into everything we do

day lifa far tha many paapla, it i& a praragu
IKEA saas sustainability i
a gooad campany. IKEA Bustai

whan craating a battar a ta cara abaut

paopla and th iranm az wall as

ass appo
an far FY15 will halp us

ity

a canditian far ka

cansistantly mava all aspacts af aur aparatians in th an tawards aur goals
SUSTAINABILITY IS A CORNERSTONE OF OUR OVERALL DIRECTION
Sustainability iz one of the four cornerstones of the overall direction for the IKEA Group, “Srowing
IK.EA - Together®, Sustainability shall be an integrsted part of our business, which rmeans that all
IK.EA strategies and business plans must clearly and systematically integrate sustainability improve-
rnents and investments as part of everyday operations, To assist this process, we have developed
the"IKEA Sustainability Direction™ with key priorities and cverall goals for F15,

To integrate sustainability into our business, we need to take social and erwironmental responsi-
bility in every step of the value chain. We will therefore create and secure sustainable set-ups for:
+ product developrment and sourcing of raw materials of horme furnishing and food products
+ production and distribution
+ rnarketing
+ stores and shopping centres

+ the product’z end-of-life

SPECIFIC GOALS TO BE SET IN ALL PARTS OF IKEA

For sorme priorities, we have already set specific, overall goals cormplernented by 2 nurnber of area-
specific targets, During Fvll, rore targets at all levels of the or ganisation will be developed to help
Us Measure our progress,

IKEA VISION, BUSINESS IDEA B SUSTAINABILITY

The IKEA vision
isto create a
better every day
life far the rmany
people,

[ ol Wherever we are, w e shall
\ act with respect to have a
) . . . poszitive impact on people
= C.)ur b:szess.lde‘la: to U;'Fer ta :lde ran:e of ,' e i g I S
well- es.lgne N : nct;jona arne furnis I|ng pro u:l:s e planet ta ensure lang-
at prices so low that az many people as possible P R
will be able to afford therm,
IKE® Sustainability Report 2010 14

Zdroj: IKEA Sustainability report 2010, str. 14
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Priloha 7 Dodavatelé

]
SUPPLIERS: HOME FURNISHING SUPPLIERS

A new generation of supplier development
programmes

IKEA is a production-oriented 1y, and we are often on-site in the factories. This active
presence and a solid understanding of production terms give us influence and the epportu-
nity to take on an active role in supplier development. Over the next few years, prioritised
sL liers will be eligible for d lop 1t progr in six different categories.

INTRODUCING SUPPLIER DEVELOPMENT PROGRAMMES

A new, systematic approach to home furnishing supplier development was introduced in FY10. All
1,074 IKEA home furnishing suppliers have been classified based on capacity, performance and long-
term petential, including sustainability aspects. Initially, around 200 suppliers with the highest prier-
ity classification are eligible to be part of a Supplier Develepment Programme (SDF).

During the SDP analysis phase, IKEA identifies a limited number of suppliers with particular
potential to improve within a specific area, and offers support for a certain period of time. Support
can be provided within six main categeries: sustainability, purchasing (including raw materials),
logistics, manufacturing, quality and product development.

SDP Sustainability focuses on two sub-categories: energy and water. Forestry issues and several
other environmental aspects of suppliers’ activities, such as raw material utilisation, are sub-categories
covered by other SDP categories.

GOAL TO REACH 100 PERCENT IWAY COMPLIANCE BY END FY12

Cne of the goals in cur new Sustainability Direction is that all IKEA home furnishing suppliers shall
comply with all requirements in the code of conduct IWAY by the end of FY12. New suppliers must
comply with the IWAY start-up requirements before being allowed to deliver to IKEA, while being
given a maximum implementation time of 12 months from the first delivery date for other IWAY
requirements.

It is realistic to expect challenges to achieve full IWAY compliance by FY12 among suppliers in
some Asian countries, For instance, full IWAY compliance in China will take longer since there are
major challenges related to freedom of association and working hours. There is a wide gap between
legislated working hours and reality in China. The high share of migrant werkers in China means
that in some regions an 80 hour working week is not uncommon. We have decided to take a step-
wise approach to meeting this challenge by working with our suppliers to first secure a maximum
60-hour total work week by the end of FY12 and then work towards the legal limit of 40 working
hours per week plus a maximum of 36 overtime hours per month,

Further, IWAY states that workers should have freedom of association. Today, Chinese legislation
restricts this, and it is not possible for our Chinese suppliers to comply with our requirement. To improve
social and working conditions in China, IKEA cooperates with other international companies and crgani-
sations while also seeking support from Chinese authorities. In the meantime, the IWAY requirement on
“Health & Safety Committees” allows Chinese workers to give input on their working situation.

Read more on
page 36-38
TWAY code of conduct

INCREASED EFFORTS TO SECURE IWAY AT SUB-SUPPLIERS

The work to secure the IKEA code of conduct IWAY at sub-suppliers has progressed and we have
increased our support to suppliers in their work to implement and maintain the IWAY requirements at
sub-suppliers’ units. We have also increased the number of sub-supplier audits,

IKEA Sustainability Report 2010 39

Zdroj: IKEA Sustainability report 2010, str. 39
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Read more in
*The KEA approach
o sustainabiling”

DID YO U KNOW

”,

Dodavatelé

Our supplier code of
conduct contributes to
positive developments

IKEA relies on good, long-term relationships with sup-
pliers who share our values and take social and envi-
ronmental responsibility, We want to m otivate and
support suppliers’ continuous efforts to im prove. Our
supplier code of conduct IWaAY plays an important role
in positive developrments,

IKEA i5 a production-ariented company, and we are
often on-site in the factories, This active presence and a
solid understanding of production give us the opportu-
nity to take on an active role in supplier development,

= IKEA strives to build close, long-
tatm relationzhips with suppliers
who are a good strategic fit - we
wantthose who share our values
snd make high-quality, affard ahle
products in a sustainable manner to
grow and develop with us,

= Qur supplier code of conduct, IWaY
was first introduced in 2000, So far
it haz contributed to more than
165,000 registered large and small
improverments, Many suppliers have
enperienced that investments in
working conditions and enuiron-
mentally adapted solutions often
lead to more orders, better produc-
tivity and improved profitability

We contribute to positive develop-
ments in our supply chain by sewing
dear standards, being on-site and
conducting business responsibly

Suppliers
Homa furnishing suppliara

Zdroj: IKEA Sustainability report 2011, str. 35
http://www.ikea.com/ms/en_GB/about_ikea/pdf/sustainability report fyll.pdf

Increased efforts to reach FY12 goal of full IWAY compliance
IKEA aims to achieve full I & compliance among our home furnishing
suppliers by the end of FY1Z, This cormmitrnentis reflected in focused
efforts throughout by IKEA purchasing teams to engage and support
suppliers as wework towards this goal. We expectthat some existing
suppliers are unlikely to be fully Twf&v-compliant by the end of FY12, and
as 3 result, we are preparing to phase out those that are unwilling or
unable to commit to our requirements .

IKEA has decided to eliminate earlier IWAY exceptions relating to
compensation and sodal insurances for some Asian countries, Howewver,
there is a wide gap between the legislated working hours and reality in
China. This is why we will acceptthat suppliers here secure a raxirnurn
60-hour total work week by the end of FY12 as a step-wise approach to
achieving the legal limit of 40 working hours perweek plus a maximum
of 36 overtime hours per month and three per day,

Consistent and cle ar commnunication, workshops and training ses-
sions, together with IveAv-based capacity planning and order manage-
ment hawe contributed to significant improvernents and reduced the
nurnber of warking hours at key suppliers in China, Atthe end of Fril,
all prioritised suppliers and the majority of our top-50 Chinese suppliers
were compliant with a maximumm 60-hour week.

Local legislation restricts aur suppliers fram being fully compliant with
the IKEA requirernent on fresdom of assaciation in China and Wietnam.
Forthis reason we registerthis point as not applicable on our audit
reports inthose countries.

Fair Labor Association to help speed up 5 in China
If, by Fy12, we are to achieve our aim of redudng maximum working
hours in factories we source from in Chinato 60 hours per week,
including overtime, we recognise that making overall factory manage-
ment irmprovernents is crudal and that workers are fully engaged.

This is why we have partnered with the Fair Labor Assodation (FLAY
tofurther develop labour relations through a pilot projedt called *Build
Motivated Workforce"”, The pilot project has carried out aseries of base-
line assessments of management and workers and conducted training
for capacity building in selected factories in three strategic regions in
MNarth, Central and South China.

Read more aboutthe
Fair Labar Asmnciation st
wuwFairlabororg
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Doprava produkti

ENVIRONMENT: CLIMATE / TRANSPORT OF PRODUCTS

The way we work

STRIVING FOR MORE EFFICIENT
GOODS TRANSPORT

IKEA has strived for innovative and effi-
cient transport selutions for our products
ever since the early 1950s, with flatpacked
furniture being the first major break-
through. Effective distribution in the entire
goods flow from supplier to customer is an
important piece of the jigsaw to achieve a
low price, and to minimise the environ-
mental impact from transport.

IKEA products are purchased both glo-
bally and regionally to secure low prices
and high guality while also trying to avoid
unnecessary transport. We use direct deliv-
eries from suppliers to stores to a large
extent, and try to minimise goods going
into intermediate storage in distribution
centres.

We choose rail transport where possible,
and where this is the more envirenmentally
adapted option. Truck and container loads
are optimised to maximise fill rates and
minimise the number of transports, and we
work actively with transport service provid-
ers to reduce their environmental foctprint.

INNOVATIVE DESIGN INCREASES
FILLING RATES

Smart packaging is the most effective way
to reduce the environmental impact from
goods transport. Already at the drawing
table, designers and proeduct developers
include considerations to packaging solu-
tions as part of their assignment. Product
packaging is optimised to increase filling
rates,

IKEA works to increase the awareness
along the value chain. Each IKEA trading
area has a filling rate coordinator, and
analysis tools and training packages are
available fer all.

INDUSTRY-SPECIFIC REQUIREMENTS
IKEA transport service providers must
comply with the requirements in our code
of conduct IWAY, including industry-specific
requirements.

COMMENTS ON KPIS AND FIGURES 2010

KPI - ENVIRONMENT: TRANSPORT OF PRODUCTS

The target to reduce CO; emissions per transported cubic metre FYo7 FYOR FYO9 FY10 Goal FY10

kilometre (COz/m3km) by 12 percent in FY 10 was surpassed. For

the end of FY15, the goal is to reduce emissions by 10 percent, €0, emissh ducton per d m? ik (€0 gram/m?km)

with FY 10 as the base year and calculated as grams per cubic © d to FY0S ~i2 ~i4 -2 -18 -i2

metre transported goods (COz/m?) instead of grams per trans-

ported cubic metre kilometre,

Filling rates are stable to slightly higher, and we expect con-

tinued positive developments as wooden pallets are being phased KPI - ENVIRONMENT: TRANSPORT OF PRODUCTS

out and the use of High Cube containers increases. FY07  FYOR  FYo9 FY10  Goal FY12
Filling rate, %
Inbound (supplier

OTHER FIGURES to warehouse) 62 &0 63 64 70
O {ware-

FYO7 FYos FY09 FY10 house h‘.' store) 56 58 &0 &0 ?O_

Modes of transport (goods volume)

Road 69 69 72 73

Ocaan 17 18 15 16

Rail 5 4 3 2

Combined (Including barge) 8 ] 10 9

IKEA Sustainability Report 2010 80

Zdroj: IKEA Sustainability report 2010, str. 80
ttp://www.ikea.com/ms/en_US/about_ikea/pdf/ikea ser 2010.pdf
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Piiloha 10 Udrzitelné produkty

EESSSS———
CUSTOMERS: MORE SUSTAINABLE PRODUCTS

Introducing a new tool to develop more
sustainable products

Wa want custamars ta canfidanthy and fraaly chaosa amang allaur praducts, knawing that
IKEA ie cammittad to sustainabla practicas and that thay da nat hava ta choasa batwaan
sustainability, styla, function ar prica. Tha IKEA Sustainability Praduct Scara Card will halp
wus affar a mara sustainable range of praducts.

INTRODUCING THE IKEA SUSTAINABILITY PRODUCT SCORE CARD

A omew tool for rmore sustainable produck developrnent and purchazing has been developed for intro-
duction during Fyll, The IKEA Sustainability Product Score Card will help classify the IKEA home
furpizhing range, It will steer ustowards selecking the bast possible altermatives within 11 criteria
that have an impact on a product’s sustainability profile throughout its life-cycle,

IKEA Sustainability Product Score Card criteria, in brief:

+ More from less (using less raterial in the product)

+ FRenewable material

+ Recycled rmaterial

+ Enwironrmentally better material

+ Separable & receclable material

+ Product quality

+ Transport efficiency (nurmber of producks per container)
+ Energy efficient production

+ Renewable energy in production

* Raw rnaterial utilization at suppliers

+ Produck use (less use of energy and water, and less waste in custormers’ homes)

For a product and its packaging to be classified as more sustainable compared to its predecessor or ko
cornparable products on the rarket, it roust score a certain nurmber of points inthe IKEA Sustainabil-
ity Product Scare Card, It is a prerequisite that the product is produced by suppliers that live up to
the social and environmental requirernents inthe IKEA code of conduck Tiay)

The IKEA Sustainability Product Score Card is an internal tool that will help us rmeasure aur
progress and irmprove the sustainability in our entire range of products, Therefore, scores will not be
carmmunicated to customer s in the form of individual product labels,

o B e T B T B T o O S T T ST S BT
MAKING MORE FROM LESS

If STUWA had been inthe range a few years ago,w e would only have been able to

rnake 13 STUWA starage boxes fromthe w ood of onetree, Today, one tree is enough

for 23 of therm! How didw e doit? We replaced some wood with air, using atechnique h-‘_r

called B oard on Stiles instead of the traditional 18 rm chipboard,

B oard on Stiles
1. Stiles are cormbined with honeycormb paper in
an autornatic process, Heated, thin fibre-
boardis placed on each side and everything
goes into arolling press,
2, After pressing, the board is splitirko 2 nurmber of different
widths depending on the product line.

3. The boards are drilled and varnished or painted - ready for packaging.
4, Strong and lightw eight, the final product allow s for better filling rates in containers
andtrucks, and iz easy for custorners to handle
IKEA Sustainability Report 2010 19

Zdroj: IKEA Sustainability report 2010, str. 19
ttp://www.ikea.com/ms/en_US/about ikea/pdf/ikea ser 2010.pdf
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Dodavatelé

SUPPLIERS;: CATALOGUE SUPPLIERS

Introducing audits

at IKEA® Catalogue Suppliers

wWa hava warkad with tha anviranmantal aspacts af tha IKE & Catalogue sinca tha aarky

80s, and aur papar and print suppliars hava baan raquirad ta rapart anviranmantal data
far a numbar af yoaars. In FY10, wa dacided ta devalop coda aof conduct audit procaduras
and will canduat tha first avdits during FY11.

INTRODUCING SYSTEMATIC AUDITS FOR CATALOGUE SUPPLIERS
IKE A Catalogue suppliers hav e provided regular inforrnation on environmerntal performance and corme-
pliance tow ards the IKEA Catalogue Sustainability Requirernents since 2002,
Atthe end of Fy10, IKEA decided to conduct systematic audits of IKEA Catalogue suppliers, We
have started to develop audit procedures and train inkernal resources to conduct audits bazed on the

IKE A Catalogue Sustainability Requirernents, The first audits will be conducted during Frld,

The way we work

IKEA MONITORS THE
IMPALT OF THE CATALOGUE
All IKE A Catalogue suppliers are
required to report w ater and
energy consumption, as well as
ernizzions to water and ain This
dataisusedby IKEA Lo caloulate
the environmental impact indica-
tors per catalogue copy annually,

THE IKEA CATALOGUE IS QUR MAIN
MARKETING CHANNEL

The IKEA Catalogue has been an indispen-
sable w ay of communicating the IKEA
range to our custorners The IKEA Cata-
logue 2011 (produced in F¥i0) w as prinked
inrmore than 197 million copies in 29 lan-
guages and &1 editions, It isread by more
than 400 million people in 38 countries,

IKEA Sustainability Report 2010

STRIVING FOR SUSTAINABLE
CATALOGUE PRODUCTION
All catalogue suppliers document data on
fibre sourcing and use; water and enargy
consumption; as well as emissions ta w ater
and air. Using this information, IKEA
reports the catalogue’s environmental
impact par copy,

The IKEA Catalogue w as the first major
colour publication in the waorld to be printed
on TCF (Tetally Chlorime Free) paper The

blz aching technology in the paper and pulp
induztry has developed sincethen, and the
focusz is on avoiding the use of elermentary
chlorine, Today, the paper we use for the
IKEA Catalogueis a mix of both TCF and
E<F (Elernentary Chlorine Free) paper

In Fr08-09, wemoved to a new com-
pact forrnat for the IKEA Catalogue to
reduce paper consunnption and cut trans-
portation needs, This also resultedin low er
20z ermizsions per copy,

50

Zdroj: IKEA Sustainability report 2010, str. 50
ttp://www.ikea.com/ms/en_US/about_ikea/pdf/ikea ser 2010.pdf
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Read more in
"The IKEA approach
o sustainabilitg”

DID YO U KNOW

”

Zdroj: IKEA Sustainability report 2011, str. 13

Rozvoj udrzitelnych produkti

Developing more
sustainable products
without compromises

We want customers to confidently and freely choose
among all our products, knowing that IKEA is com -
mitted to sustainable practices and that they do not
have to choose between sustainability, style, function
or price, It is in our nature to economise on resources,
and we always try to make more fram less,

Our products must always be safe and healthy.
IKEA started to test product quality back in the 1960s,
Today, we conduct thousands of tests in laboratories
each year to check IKEA products’ fire resistance,
durahility, emissions and much more.

= We meet our cistomers in the IKEA
stores, where we sell everything for
the home displayed in inspiring
roam settings. In FY11, 655 million
custamars vizited our 287 sares in
26 countries,

= The IKEA range comprises some
2,500 home furnizhing products,
Materials and products are subject
o extensive testing, and we work
proactively to stay shead of health
and safety standard= and regula-
dons,

Customers
IKEA products

= Al IKEA stores have a customer
restaurant serving fresh, affordable
dishes including organic and
healthy options Most stores also
have a Swedizh Food Marker, offar-
ing delicious food items under the
IKEA Food brand,

Newr tools to i product

The IKEA Sustainability Score Card, developed last vear, is now actively
in use, This is the most important of a number of new tools helping
IKEA develop more sustainable products, By the end of FY15, we aim to
hawe 30 percert of our sales value come from products that are classi-
fied as more sustainable according our Score Card oritena.

In addition to evaluating all the products we sell, we are continuing
to make improvermnents &t an individual product lewvel, At the start of
2011, 200 design and range development co-workers received train-
ing on how to use the web-based Score Card, Sofar, produdts that
account for around seven percent of IKEA sales value have been eval-
uated using the Score Card's 11 cntena. Qurambition is to have 80
percent of the sales value evaluated by theend of Fri2,

IKEA has also started to use a basiclife-cyde assessment tool that
helps us cornpare raterials and products with a focus on OO, smissions,
In addition, product developers and technicians use anew guide
that provides a quick overview of key sustainability aspects of 100 of
the most important materials in IKEA products, outlining the carbon

footprint and to what extent it is renewable and/or recyclable.

all three toals - the IKEA scorecard, lifecyele assessment toal and
materal guide - contribute to making sustainability part of product
development, helping us identify opportunities for continuous
irmprovernents of the IKEA range of products.

Mapping materials to investigate the need for alternatives
By the end of FY15 we aim to ensure that all materals used in

IKEA products shall be recyded, recydable or renewable, Analysis
conducted in Frll shows there are currently 45 materials — used in
producks representing around 10 percert of IKEA sales walue - that
do not meet any of these critena, Challenging materals indude foarn,
rubber and plastic composites, The nest step is to develop action
plans for replacing these materals or improving ther so they can, for
example, becorne recyclable, At the same time, it is important not to
introduce additional renewable raterials that lead to new sodal and
environmental corflicts, For instance, plastics made from vegetable oils
may cause conflics if land is used for raw material crops instead of
food crops,

http://www.ikea.com/ms/en_GB/about_ikea/pdf/sustainability report fyll.pdf
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Zakaznici

CUSTOMERS: SAFE & HEALTHY PRODUCTS

REMOVING LEAD FROM HOME FURNISHING PRODUCTS

Whenever possible, IKEA strives to remove harmful substances from our products above and beyond
legal requirements. Lead and cadmium are two such examples, and IKEA drinking glasses have been
free of these substances since the early '90s.

In FY10, IKEA introduced new cost- and energy-efficient lead- and cadmium-free screen printing
paint systems for glass, one using UV techneology and one using thermal plastic inks. These printing
techniques will be used for both drinking glasses and decorative glass products. In FY10, IKEA also
introduced an alternative preduction methed for mirrors, resulting in a lead-free mirror range.

When U.S. regulatoery autherities decided en tougher limits for lead levels in children's products as
of February 2010, IKEA decided to remove all lead from the entire range of IKEA fixtures and fittings
by the end of FY11, and implementation at IKEA suppliers is under way.

WIDER SCOPE FOR THE IKEA CHILDREN'S SCHOOL

Co-workers across IKEA who work with the Children’s IKEA range go through regular training in the
IKEA Children’s School. Qur teachers are experts in their field and teach us about children’s develop-
ment and needs with focus on quality, safety and health. In FY10, invitations to the training sessions

were extended to also include retail managers and suppliers of children's products.
The intreductory e-learning has been updated and now includes a film "IKEA Children's School -
The Movie” that gives an overview of children’s needs and the implications on the IKEA range. The
e-learning module is followed by classroom activities during one to three days, depending on the
work role, before a participant is licenced to work with the IKEA Children’s range.

ENABLING BETTER INFORMED FOOD CHOICES
We plan to provide full nutritional infarmation to customers for the food served and sold in IKEA
stores during FY11. This is already available on products in the Swedish Food Market range and on
restaurant food served in some U.S. states. Transparent information on all food products and dishes
will make it easier for customers to make informed choices.

The way we work

A GENEROUS RETURN POLICY AND
STRICT FOLLOW-UP ROUTINES

IKEA has a generous return policy, and
customers have at least 30 days to bring
back purchased products for a full refund
regardless of the reason for the return,
Every return is systematically documented
so that IKEA can analyse reasons for returns
and take action when nesded. There are
routines in place for returns related to
quality problems, so that measures can be
investigated by IKEA and the supplier in
question. In addition, return reasons that
can be an indication of safety problems
immediately prompt measures to prevent
injury and/eor health hazards.

RIGOROUS SAFETY ALARM
PROCEDURES

Any indication of safety problems with
IKEA home furnishing and foed products
immediately prompts measures deter-
mined by our Safety Alarm process to pre-
vent injury and/or health hazards.

IKEA Sustainability Report 2010

The Safety Alarm process helps us to secure
and monitor product safety and safety
standard compliance on all IKEA markets
and to initiate corrective and praventive
action if needed. All IKEA co-workers have
a duty to report safety-related incidents or
risks involving IKEA products. Our guide-
lines state that the threshold should be
deliberately low for reporting, and that
over-reporting is encouraged.

Alarms are directed to a central internal
watchdog team, which is on stand-by
around the clock, for initial classification.
In case of severe risk, an immediate sales
stop or recall can be set in motion almost
instantly. All alarms trigger an investiga-
tion into the problem, inveolving all neces-
sary parts of the IKEA erganisation as well
as suppliers and autherities when needed.
Safety Alarms also provide important infor-
mation for product developers and design-
ers in their quest to develop safe and
healthy products.

Zdroj: IKEA Sustainability report 2010, str. 25

Every IKEA store and national Service
Office has dedicated resources working
with safety alarm procedures, and they
receive regular training.

HOME FURNISHING PRODUCTS

PROACTIVE RISK ASSESSMENT AND
EXTENSIVE TESTING
IKEA uses proactive risk assessments to
ensure preduct safety by evaluating, detect-
ing and eliminating potential hazards. Each
year, thousands of tests are carried out on
home furnishing preducts during IKEA prod-
uct development, and various tests are con-
ducted continuously during preduction.
Suppliers are required to have product
tests conducted at IKEA-approved third-
party laboratories. IKEA has its own third-
party accredited test laboratories in Sweden
and China, which are complemented by
more than 100 external laboratories
around the world,

25

ttp://www.ikea.com/ms/en_US/about_ikea/pdf/ikea ser 2010.pdf
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Zdroj: IKEA Sustainability report 2011, str. 46

Charita

Reaching out to
developing countries and
the local community

IKEA believes that home is the most important place in
the world, and children are the most important people
in the world, The IKEA Foundation aims to improve
oppaortunities for children and youth in developing
countries by funding haolistic, long-term programmes
that can create substantial, lasting change.

Wie also want to be a good neighbour in our local
communities. This means that stores and other IKEA
units engage in local social and environmental issues,
and lend a helping hand in times of need.

= The KEA Foundation is a regis-
tered Dutch charity foundation, It
aims to improve the opportunities
for children and youth in develop-
ing countries by funding halistc,
lang-term programmes that can
create substantial, lasting change,
and enable them to take charge of
their own future, Tota| donations
reached &5 million euro in 2011,
and currently funded programmas
benefit an estimated 100 million
childran,

Communities
Commu ity involvamant

= Emergency relisf in developing
countries iz funded and organized
by the KEA Faundation, while
IKEA retail courntries manage
emergency support when needed
in their countries and local commu-
nitie 5,

= IKEA stores are actively inueluad in
their local communities in partner-
ship with carefully selecced organi-
zations such as WWE Save the
children and UMICER Examples of
national and lacal activities can be
found on national IKEA websites,

Expanded scope for UNDP project to em power women in India
The IKEA Foundation has increased funding and suppart for a worm-
en’s empowerment project run by the United Nations Developrment
Programme (UMDP) in India since 2009, Initially aimed at reaching
50,000 women in 500 willages in Uttar Pradesh, the programme is
now expected to reach 2.2 million wormen and their families in 16,300
rural willages in Gujarat, Maharashtra, Rajasthan and Uttar Pradesh by
the end of FY15. Funding has increased from 5.5 million euro to 50
millian.

The programme initiates a varisty of community adivities to
ernpower village wormen socially, economically and palitically, so that
they can create a better future for therselves, their communities and
their children,

In 2005, only five wornen stood for local self-govemance elections
inthe project villages in Uttar Pradesh. In 2010, 764 stood for elec-
tion and 278 elected wornen representatives are now bringing change
to their comrunities.

Far the first time in this region, 35,000 women have been argan-
ised and trained to establish and manage their awn equity sharehold-
ing companies.

Foundation at
wn.ikeafoundation. org

Major donation to support relief efforts in the Horn of Africa
Drought in the Hom of africa, coupled with conflicts in Somalia, has
affected rmore than 13 million people in five African countries, forcing
250,000 children into refugee camps in the Dadaab region,

This is why the IKEA Foundation commmitted 43.4 million euro to
the United Mations High Comrission for Refugees (UMHCR) in 2011 -
the largest corporate donation the UMHCR has ever received, The
donation benefits about 120,000 refugee families in Dadaab Kambioos
refugee camp in Kenva that have flad from drought, famine and con-
flict, It also funds & three-year partnership airned at oreating and
implermenting innovative new ways to provide refugees with termpao-
rary accornmodation, life skills and economic empowermnent,

In addition, the IKEA Foundation has donated one million euro to
support UMICEF efforts to provide immediate therapeutic and supple-
mentary foods to 130,000 aitically malnourished children in Somalia,

Product donations benefit Libyan refugees in Tunisia

The conflict in Libya has resulted in several hundred thousand people
fleeing their homes to borderning countries. To alleviate the situation in
refuges camps, the IKEA Foundation donated 50,000 IKEA mattresses,
50,000 quilt covers and 50,000 guilts to UNHCR in Tunisia,

http://www.ikea.com/ms/en_GB/about_ikea/pdf/sustainability report fyll.pdf
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Suppliers: Cammants an KPIs and figuras 2041 Dthar figuras FYDH Yoo Friq Frid
Faad suppliars All global food suppliers are now TWAY spprowved, IKEA expect to IKER Catal B pp pplisrs, %
introduce audits also st the many national food suppliers in Fri2, TER Coralogus Susnabiiey
with the aim to reach full cormpliance by the end of Frls Requirements approved auppliers 7l T3 LS 90
= = TIndu stry-specific requirerments,
KPI - SUPPLIERS: Faad suppliars pproved suppliers 52 =0 &5 72
a8 FVas FY10 FY11 Goal FY1s
IWAY approved food suppliats, %
Global food suppliers 13 41 67 100 100 Other figures FYDE FYoo Frig Frit
Mation al food li - - - - 100
oo e Envitonmental kay parformanca indicators, Catalogis totala
P«era?e TAAY fulfilment
rata global suppliers =40 im0 Frinted number of Catalogues
(millions) 158 156 157 08
50 14001 certified
Suppliers: Cammants an KPIs and figuras 2011 Z’:e‘r Sunlicts (%‘l = U: = 73 = 43: = ;:g
IMS suppliars The share of IWAY approved suppliers of indirect materials and sery- 2ldausipaperiiones] u i 2 &
2 din Frid. Available f Ly lirnitad F5C Certified Chain-of-Cu stody
ices incressed in . Avsilable figures are based on a limite fibre (99 =0 190 210 200
nurrber of sudited suppliers, selected based on risk assessment, Recyeled fibre contnt (58] e = T =
Othar figuras takla Share of renewable energy (94 40 S5t 50 45
FVOE FYOo FY1D Fvil Environmental datz per Catalogus copy
TWAY approved 1KEA Indiract Material & Sarvices aupplisrs, b Water consumption (litres) 17.92 14.% 14.26 13.55
Indirekt Materials 2 Service s Energy consumption (kWh) 311 3.04 2% 272
suppliers™® = = il ol Fossil catbon dioride (kg 00 0Eg 0EL 0,49 042
Puerage IMAY fulfilm ent rate™ = = e S Emnissionsto air [gr WG
* Mguies bazed an 2 lmiled number ol 2udiled supple s, z=kcled Dazed an woltile organic o mpoun dz) Lot 0.7 112 1.15
st smvezments Enmis= on= to wastewater [gr OO0,
Chemical Crpgen Demand) a8 3,53 349 3.47

Suppliers: Cammants an KPIz and figuras 2011
Catalogua The [KEA Catalogue 2012 (produced in Fri1) invelved = total of 38
suppliare paper and print suppliers, Approval rates reflact the share of suppli-

ers that comply with all the sustainability requirernents according ta
self-assessments. Five Catslogue suppliers haus bean audited sa far,

Erwironmnental data has been provided by all supplisrs. The gaal
to have 30 percent FSC-certiied virgin fibre used in the Catalogue
was reachad in Fril, whila the share of recycled paper decreasad for
quality and availability reasons.

Ernizsions of valstile organic compounds (WOG) increased same-
what while €O, emissions continued to decrease, For the first time
ever, all paper suppliers are certified sgainst 15014001,

Suppliers
Gthar IKEA suppliars

Zdroj: IKEA Sustainability report 2011, str. 25
http://www.ikea.com/ms/en_GB/about_ikea/pdf/sustainability report fyll.pdf
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