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ABSTRAKT

The work is primarily concerned with problems oftiation in a multi-level

marketing asspecific method of management. Theckagepts of word processing are
motivation work performance, motivation theoriesyliMevel Marketing, Structural Company.
The aim of this work is to analyze the motivatiopahciples of professional performance in a

multilevel marketing.

ANOTATION

The work is primarily concerned with questions afrlvmotivation in multilevel marketing as a
specific method of proceeding. The key conceptsafl processing are here — work motivation
- motivation theory - multi-level marketing - Sttucal company. The main objective of this
work is to analyze the principles of motivationank performance in multi-level marketing. As
part of fulfilling the main objective will be firBt described the structural principles of the
companies using a multilevel marketing systemfitseilti-level marketing as a specific method
of proceeding. Subsequently it will be analyzed iwaton of workers in companies operating
on the basis of multi-level marketing. This anadyand subsequent critical reflection will be

selected based on the theories of motivation werkopmance.
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1. INTRODUCTION

To the topic and process of this work led me my ewperience, when | was convinced by
my friend to complete recruitment preparatory ceu®/B Allfinanz, as Initial feelings of
awe, admiration and enthusiasm that was in me gweminars alternated induced me to
more deeply examine these systems. Unfortunatéfr, aimost half a year in this company,
| found that this area is not for me, not the rigirid thanks to my boyfriend, | came to the
firm LR Health & Beauty Systems Ltd., in which | vkotill today. In these days there is
increase of companies which work on base of mubilemarketing and most of these
companies which are built well are quite a longetion the market. Multilevel marketing is

therefore in my view, to a certain extent, a pheaoom that is neglected by society.

The main objective of this work is to analyze thetivational principles work output in
multilevel marketing. As part of fulfilling this nia objective will firstly described principles
of the structural firms using multi-level marketiagd multilevel marketing system itself as
a specific method of proceeding. Second, | willu®®n the analysis of the motivation of
employees in companies operating on the basis diilevel marketing. This analysis and

subsequent critical reflection will be based onexgelected motivation theories work output.

In the first chapter | elucidate the definitionstioirical origins and principles of multilevel
(or network) marketing, which differs from the &=l marketing primarily a means of
distribution of products / services and sales foidet forget to mention also some ethical
issues. | will explain the difference between argoyid”, "avalanche system" or "plane" and

multilevel marketing.

The next chapter will be important to describe dafine motivation as such. There will be
a pivotal concepts as motive, motivation, incentimel stimulation description and resolution
of internal and external motivation. | will try tariefly describe the theoretical approaches to
motivation job performance aimed at both the caars# the course of which further select
one theory suitable for the analysis of the motbrato work in multi-level marketing.

The third chapter is no longer focus on the analg$imotivational funds in companies
using multilevel. The aim here is to analyze mdtoa structures in multilevel companies on
the basis of appropriate theory of motivation. Tdalysis will serve me plus already

collected information from available sources angeical data of regarding companies doing



business on the basis of multilevel marketing ashs&or my thesis | chose the company
OVB Allfinanz, Inc. and LR Health & Beauty Systeisl.

Here we summarize the information, and will be dbésd in detail the applicability of
selected theories of motivation on multi-level nenkg, or advantages and disadvantages
motivation of workers in multi-level marketing. Bheritical reflection will also be processed

based on the selected theories of motivation.



2. THE THEORETICAL PART

2.1 Summary of objectives

Main objective:
Analysis of of motivational principles of work permance in multilevel marketing.
Secondary objectives:

- Description of the structural principles of the ¢tioning of firms using multilevel
Marketing and description alone multi-level markgtias a specific method of
proceeding.

- Description motivation of workers in companies @berg on the basis of multilevel
marketing based on pre-selected motivation theaigeb performance, consequent

critical reflection.

2.2 Multi-level marketing

As is mentioned above, the aim of my thesis isahalysis of motivational principles of
work performance with multilevel marketing on thasls of pre-selected theories of
motivation job performance and according to theeaesh.. But before | get to the actual
analysis, | shall devote the first chapter in thdtievel marketing and its basic principles. In
the first chapter to introduce multilevel marketiingthe whole marketing system, | will
entertain detail definition and subsequent undedste of multi-level marketing and try to
approach it from a position also differentiaterdrh other types of marketing. | conclude is
that without understanding the basic ideas andcimlies of this system would subsequent

analysis of motivational tools perform very difflcu

2.2.1 Marketing — definition of basic concepts

Toman defines marketing as a way how to get tha ggods at the right price right offer
to the right customer at the right time at the riglaceChyba! Nenalezen zdroj odkas..
According to Kotler Keller marketing focused onding and fulfilling human needs. One of
the most concise definition of marketing is: "toahéhe needs with profitably.” [1]. As is
reported by the couple of authorgdBova Honzakova, there are many different defingio
of marketing. All have one thing in common and tise&the customer and meet their needs. So

we can see, for example, marketing as "a socialnaahgerial process by which individuals



and groups obtain what they need and want throughting, supply and exchange value
products with others." [3].

All above definitions of marketing are essentiglgneral definitions.

They focus on the general definition and work wvitie basic concepts of marketing, such as
the needs and desires of customers, demand, \&@tabange or transaction, marketers and

marketing representatives [3].

Given that we have just described, what is generabmmon marketing without
distinguishing the various types of marketing, Wweuwdd just take a closer look at the various
types of marketing, especially on multi-level mankg and its position in the marketing

system.

2.2.2 Demarcation of multi-level marketing

A pair of authors Arndt and Braun divided marketimgo three categories, direct
marketing, traditional marketing and marketing Z@?assic marketing is primarily used for
brand building and has a much broader scope thattdmarketing. Classical and direct
marketing are also using varying channels. Theynaaenly media and multimedia. Direct
marketing then uses direct channels of communicatih as telephone, correspondence etc.
ZIP marketing is derived from the German "Zielgrappdividual Prasent sein" - "Be present
in the target group.” It is actually using directanketing tools in combination with

a successful telemarketing and proven componetemit marketing [4].

From the above classification marketing | assuna thulti-level marketing is specific
type of direct marketing. With which moreover algrees Ivo Toman, which distinguishes
several key areas of direct marketing, which avegkample, sale by mail order direct sale,s
through personal contacts sales representativefij-leuel marketing, telemarketing and

digital marketing using electronic media such a&slttiernet [5].

In this section, | focused on defining the positafrmarketing and multi-level marketing
system of various types or kinds of marketing. ineato the conclusion that multi-level
marketing is one subtype of classical marketingltidwel marketing is a type coincides with
direct marketing, but some specifics from the dim@arketing are clearly different. In my
opinion, it can no longer differentiate on the basi the idea that a specific method of sale
will be reflected in systems motivation of emplogeb the next section so I'll just deal with

multi-level marketing.
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2.3 Multi-level marketing

The basic principle of multi-level marketing, liklee classical marketing is sale of goods
or services[6].

Multi-level marketing (MLM for short), also calleaetwork marketing is a form of direct
selling. Its essence is shortened to the minimutherdistribution chain [7].

Producer or supplier of services creates the comditfor self-employment of independent
direct sellers. This creates multiple layers (miaitiel) structure (net) sales, which is more
effective and cheaper than traditional distributicmain of warehouses and wholesalers

(Multi-level marketing).

Firms using multi-level marketing is so differenbrh other companies primarily through
sales, ie. the distribution of goods and serviéés |

The products and company are usually marketed ttiréc consumers and potential
business partners by means of relationship retearad word of mouth marketing [9].

Here arises the question, how to persuate someom@itk with you? The only way to
impress the other lies in the fact that you talkwhwhat interests them, and show them how

to achieve the goals which they set for themsgliep

2.3.1 Origin of the system

Most sources stated the first mention of MLM in geation with US company California
Vitamins in early 1940 (Origin system). But when ge there a bit in the past, we find that
this system has its roots in the 20s in twentiethtury in the USA. At the time of Prohibition
was, despite the ban on the manufacture and sadcoliol, demand for this product very
high [11]. Eventually there was "invented" distiilom system, which was rapidly expanded,
had clear rules, and which was able to work in {trgh run and was also highly motivating.
Everyone was in fact rewarded according to whaséiks, how much gets vendors and how

they sell - how well they learn to sell [10].

This strategy eventually became a legal form ofifess. In 1940 the company began to
California Vitamins, which first put into practiche principle of MLM, sell nutritional
supplementhyba! Nenalezen zdroj odkaa.. At that time was in the US market, many

companies which used direct sales. However Caldovfitamins allowed its distributors to
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be able to bring trade and other interested pdibesis reward distributors for the work of the

newly inputted people [11].

This created an independent organization of distioits, which is essentially self organized
and trained their sales skills [10]. Each persasughhave the opportunity to build their own
sales organization with the use of products andises California Vitamins (Origin system).

In Europe, the system is spread primarily throughway Chyba! Nenalezen zdroj odkaa..

2.3.2 Multi-level marketing — basic terms

Clothier defines network marketing as a methodallirgy goods directly to consumers
through a network of independent distributors (soos) who brings other distributors,
income is generated by retail and wholesale prdifaen payments based on total sales of
constructed around a distributor. Distributor mii&t put into the business of another
distributor [6]. Multi-Level Mail Order company useinstead of traditional distribution
channels and advertising its own direct distribsitorhose savings are then used for the

training of its distributors and their rewar@byba! Nenalezen zdroj odkaa..

Poe sees in MLM any marketing method that allowsrfdependent agents to acquire new
employees and receive from their sales commissingda! Nenalezen zdroj odkaa.. As
reported Rathousky, network marketing seller pgeseas his partner, who is able to not only

sell product but also the project [1].

Concludes that the sale of the product, thus tea af multi-level marketing, is the driving
force of this system and distinguishes it from famconcept, which is a direct sale. Creating

networks is one of the cornerstones of multi-lewarketing [2,13].

Network marketing has two basic forms. It may belewel or multi-level. In the single-
parent company behind the expansion of its own atnpr. Partner branches are called
franchise (eg. Mc Donalds) [14].

12



2.3.3 Myths vs. Reality in MLM

Multi-level marketing is often mistakenly confusedth "avalanche” or "pyramid" sales
systems. These schemes are based on the inpuhdienereceiving high charges. Each new
participant must for entry into the scheme payeafte gets the right to collect this fee from
other participants, which itself receives. A satelcportion of the fee keeps to himself a part

gives to the person who obtained it.

Pyramid scheme does not offer any additional qualibduct or service. In practice, such
a model is not working, since the number of pgraais is growing very rapidly. Right
majority European countries such systems prohfpysamid scheme) [15].

Unlike the above schemes, it is multi-level mankgtin most countries approved the form
of sales (marketing, this can not be in their ptmen of fraud). For network marketing
system, there are certain ethical rules Sales,hmmiast govern every distributor. The ethics
of this type of sale oversees the Direct Sellingdtsation, at European level, this entity is

represented by the Federation of European Dirdeh@@ssociations [15].

Direct Selling Association in the Czech Republicpoees on companies using MLM
following duties. There are low entry fees, no gations buy stocks of goods, obligation of
the company to buy back unsold goods and no exeepsbfit from training and promotional

materials (Statutes of the Association of perssakds - Code of Ethics).

In the world of multilevel are emerging firms wdoeinded on the so-called binary system.
In MLM binary systems, each member directly undien personally register only two new

members. Throughout oragnizaci is the entire volofreales divided into two branches [10].

In most binary systems, the remuneration is paiohugeaching certain volume in both

arms as a percentage of the total volume of th&evdaranches [17].

Every new member, then you must include in ondsobianches - the team under one of
their colleagues earlier acquired. Promoters birsystem to attract new coworkers just the
fact that they themselves will create their stroe$u[10]. Which is true, but in fact it leads to
the fact that "people Dave fish" instead, that yeach them "how they can catch fish." In
MLM such an approach does not pay. For successiged people who have the strength and
determination to "catch the fish themselves" [15].
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Binary systems most companies generate very laiggkbhge, which is the amount that is
included in the compensation plan, but not dishilitsecause many people do not reach the

necessary qualifications. Just such a trick to omkng beginners [15,18].

2.4 The differences between the network and the convaohal marketing in

stores.

Question of distinguishing multi-level marketingiin other Marketing types are discussed
in detail in this section. Besides this chapted wélp me to render the system of network
marketing in its uniqueness, it will also help inmegwhat multi-level marketing really is and
what is not. From those differences, which | halveaaly outlined earlier, | would once again
highlight the principle of self consumption, whigk specific for the type of network

marketing.

The second difference, which | have mentioned @vipus subsections, is the difference in
distribution channels. In classical marketing systess used when a product goes from

manufacturer to customer via intermediaries, wiaichwholesale and retail [19].

In this sales system plays an important role adreg. As stated Toman, distribution
chain for multi-level marketing shortens the enthain eliminates the middlemen, and the
distance between the producer and the final consisneunning out as possible [6]. The
company decided not to invest in advertising arelsas/ed money, for example on education

of distributors, commissions for distributors aedvarding the best of them [4].

Among other differences, which can be between reNgl marketing a classic encounter
include marketing communication channels. As wagaaly mentioned, communication
channels, which are used in classical marketingoarearily various types of media. Direct
marketing then uses direct channels of communicatibich for example, correspondence or
telephone calls. The main communication channeltilewtl marketing is a personal
encounter [1]. | assume that the quality of comroation stands or falls on the quality of the
distributor, as representatives of the communicatahannel. His skills, business and
persuasion skills, all this determines the quatifythe communication channel, and his
personal abilities or shortcomings is further retiéel in the creation of networks and

determine its strength and thus profit [20].
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Another difference that you can trace the wayahsmits information about the product.
As | have indicated in the context of the commutica channels in case of classical

marketing information on products most often spribadugh advertising [6].

Personal transmission of information on the prodisctsecondary. For multi-level
Marketing is exactly the opposite. Oral transmissipreferably face to face is the most
important form of transmission [7]. Distributors imulti-level marketing disseminate
information about the product and thereby tryinggain new customers by centrifugal
direction and from ourselves. Information is theref transmitted first to their closest,

families, friends, colleagues, friends and frientifriends [4].

Difference by Rathousky is that while the focudrafie in the classic marketing network
of stores is static, while the focus of trade ia thulti-level marketing is a dynamic network
of traders [1].

Interesting facts about retailing mentions Rogex.(Retailing is a type of acquitance that
everyone has some experience with. Many of us doshbopping nearly everyday, at least
window shop. Many potential owners of a businessespersuaded by this consideration to
start a business [21]. As considering that thitdfigknown field”) will be easy way. It is
enough to have good manner [10], basic skills ialidg with money and you can become
another Jack Cohen (founder of Tesco chain). Howdoeng retail in small volume is not
easy and it is really a challange. A magic of tetgiis that it is very close here to cash box
checking every change. This changes are very @ittblnges in customers taste. These changes

must be recongnized as they mean success or s [2

Generaly money spent in retail is much higher thamney spent within direct selling,
however the percentage increase in revenues oftdsedling companies is significantly
higher compared to increase in retail. In both ga$e business in which the sales are
dependent on customers satsifaction and choiceetiling the customer comes to goods
which sets the retailer into easier position. ldgna Lykova thinks that selling goods or
services is one of the most casual human activittess done by every single human or
organization that creates offer of products orises: It is possible to say that in easy form

selling exists since the beginning of barter ofdgpand services [22].
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Selling has become separated scientific discipius in recent history because of
economical changes and because of changes in psgghof shopping. For this discipline
specific knowledge, proficiency and attitude is dws By its hardeness it rapidly
differentiates from other disciplines done by emyples in company. The seller has never

completely under control the result of activityegaisition of business [22].

The negative effect for customer and shop ownehad shop assistants are often not
motivated to perform the best they can. Shop additas wage per hour and sometimes some
amount of the wage is variable depending on thelteedn this case the results per head are
usually much higher (Ba, a. s. or ELECTRO WORLD).

On the other hand, retailing in Czech Republic sy advantages and especially the
customers habit. Customers in Czech Republic anallysnot used to shop anywhere else
than in retailing stores. For example online shogpt+ 44 % of people between 25 - 34
bought at least one thing or service in last yeathe@ internet and in case of people over 65

years only 3 % answered positively on the sametiqueR3].

When business raises to certain volume it is neamgossible to get along without
employing other people beside family members. Toosk good staff and use them
effectively is probably the most important shom-oroblem in the whole retailing business
process. The problem arises from that the owneorhes more of an employer than

employee [19].

Key problem in good co-operation is partly onlyfelient characters of employees and
moreover legaslative arrangements. In past 20 ybare have been created many new laws

defending rights of employees [24].

When having good employees there must be goodrgai®wners of shops and leading
employees sometimes consider training as a wastienef because it usually doesn’t bring
results inamediatelly. However, value of training @n investment into personnel is an
substantial [19].
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2.5 Network marketing advantages

Ivo Toman mentions an interesting opinion comparieiiling and network marketing.
“Many people think hard about how to get rich. Htavearn money, what to do business
with, where to invest. Basically how to be an gote@eur. There is usually a disappointment
afterall when realizing what means running a bussrend what it entail. Because in this field
can be found not much of money or self-satisfachiowever there are many problems. Have
you ever thought of what is all neccessary to beedohen running a business? Have you
ever though of how much trouble accompanys runaimngpartment store? There would be
needed many long books to be written to cover allri@s connected to having a department
store” [25].

However network maketing allows to work: when thstributor wants, with whom the
distributor wants, where the distributor wants, hwgroduct(s) the distributor wants, the
distributor has no fixed-wage costs [26]. The distior doesn’t have to own or rent real
estates (initial capital), within the of very lomdncial capital, while quicly adapting to new
situations, without the need of investing a lotnodney into finding the best and qualified
cooperatives because the business model is ebidblis a sence that good workers become

leaders on thier own [4].

According to World Federation of Direct selling Asgtions the direct selling provides
important benefits to individuals who desire an apgnity to earn an income and build
a business of their own. To consumers providesdggling joy of an alternative to shopping
centers, department stores or the like. It offersallernative to traditional employment for
those who desire a flexible income earning oppdiguto supplement their household
income, or whose responsibilities or circumstard@sot allow for regular part-time or full
time employment. In many cases, direct selling ojymities develop into a fulfilling career
for those who achieve success and choose to ptirsireéndependent direct selling business

on a full time basis [27].

The cost for an individual to start an independiirgct selling business is typically very
low [26]. Usually, a modestly priced sales kit Ikthat is required for one to get started, and
there is little or no required inventory or othash commitments to begin [28]. This stands in
sharp contrast to franchise and other businessstiment opportunities which may require

substantial expenditures and expose the inves@significant risk of loss [29].
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Consumers benefit from direct selling because efdbnvenience and service it provides,
including personal demonstration and explanatioprofiucts, home delivery, and generous
satisfaction guarantees [30]. Moreover, directirsglprovides a channel of distribution for
companies with innovative or distinctive productst neadily available in traditional retail
stores, or who cannot afford to compete with thereous advertising and promotion costs
associated with gaining space on retail shelveg. [Birect selling enhances the retail
distribution infrastructure of the economy, andvesrconsumers with a convenient source of

quality products [19].

An important component of the Direct Selling indyss multilevel marketing. It is also
referred to as network marketing, structure manketr multilevel direct selling, and has
proven over many years to be a highly successfdl effective method of compensating
direct sellers for the marketing and distributidrpooducts and services directly to consumers
[27].

Figure 1: Number of people engaged in direct selling worldia1].
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Figure 2: World direct selling revenues [31].
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Figure 3: Comparison of development of revenues in diredingeand retail [31].

160 —
Comparison of development of revenues
150
[ Direct selling = Retail
Values in 140
percentage
130
120
110
100

1995 2000 2004 2007

2.6 Network marketing disadvantages

From the company’s point of view, a disadvantagthisf economical model is bad name
of network marketing. This sometimes causes suspscireactions among potential
customers (some customers might be suspecious abmutduct, price or a company using
system of network marketing).

Rather significant disadvantage for some distritautaight be — not having fixed income
[12]. In this business distributors are rewardedoading to their results. This is very
motivating for some individuals. However some indials might find it hard to deal with it
[32].
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2.7 Motivation and motivating
Motivation is one of the basic psychological presss Motivation is an internal impulse

that stimulates human behavior. Motivation can tvated by various stimuli (stimulus or

motivating factors). Motivation is closely relatelhuman performance [33].

Motivating is the effort of a individual or indivichls to create within another individual
(other individuals) motivation for the desired beiloa and in practice, it is a necessary part of
management, and it is based on that person in tefrts natural motives of not wanting to
work unless he has a motivation [34].

Self motivating is an effort of a human individealmotivate himself [35].

Motivation in practice: The aim of motivating istaation of a person, stimulation of
internal driving forces and direct their behaviorreach an objective. For the organization
motivating of individuals is one of the key succdastors [33]. Using motivation in the
organizations is created and encouraged the imterest in the people, willingness and their
to engage in fulfilling their tasks and goals oé thrganization [36]. Motivation is simply
related to achievement of specific goal and satigfa of achieving it [35]. The key is to

achieve a genuine internal commitment [37].

It is also necessary to understand the differemteden satisfaction and motivation [38].
While expressing satisfaction with the status gqgeement, motivation is a desire or need to
change or impove the current situation. Therefateatways happy worker is simultaneously
motivated [34].

Motivation is a very important component of managamlt is necessary to listen to the
needs of employees and respond to them [38].

The basic division is on the motivational factors:

* Positive motivation - is based on remuneratiarbfetter performance:
- Factor a material interest
- Factor of moral appraisal
- The factor of self-realization

* Negative motivation - is based on the strengthoiia:
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- Factor of existence

- Fear factor (fear of work or job loss)

2.7.1 Development of motivational theories
Workers in the 19th century worked in the not-sfesanvironment, working in shifts

around 12 - 14 hours per day, 6 or 7 days a weekydry low wages. Ensuring their safety
was negligible, but poverty and unemployment wasigh that they were grateful to have
a job at all. The money was therefore at that taxgeemely great motivation. This condition
persisted until the beginning of the first quaxdéthe 20th century, when most workers were

still very poor, so the money was for them to kaequfficient motivation.

Frederic Taylor (1856 - 1915) developed the missgsiem. Set a minimum number of
products that he expected that employees createkeéfdowho created a little less or have
reached a determinated quantity were remunerated séhndard rate for each unit. Those
employees who exceeded the prescribed amount,aveaeded the higher rate per unit. This
rate was then applied to any entity that they eickauring the reporting period. Not only for

those that exceed a specified amount.

In the 30s of the 20th century, the situation cleahg\ccording to Hawthorne study have
been found that employees are more interested @nafipreciation of colleagues than on

income levels.

Psychological research, which in 1943 carried guAbraham Maslow found that many
needs can motivate people and money can onlypausiie of these needs. Maslow's famous
pyramid of needs is rising from physiological neetts community, to the needs of
selfrealization. Without the prior satisfactionradeds it is very difficult, almost impossible to

meet the following needs.
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1) Physiological needs are basic needs such asdtmiting, etc.

2) People need a place where they feel safe. Als®rtain vision of the future becomes

more important, eg: living, life or health insuransavings bank, pension plans, etc.

3) Social (social) needs mean that people needetoejve that belonging, the need to
interact with people, receive or give love.

4) Then one needs to feel that in the eyes of eldewel, and people respect him.

5) Needs of self-fulfillment represent a desire lb@ing aware of their skills and talent.
This need is the highest, it is very difficult tohgeve its fulfilment. If a worker gets to the
point, it did not work for earnings or to impresthars, but because the task is for him an

interesting and rewarding knowledge.

Figure 4: Maslow's pyramid of needs

Self-actualization

Creativity,
Problem Solving,
Authenticity, Spontaneity

Esteam

Self-Esteam, Confidence,
Achievement

Social needs
Friendship, Family

Safety and Security \

Physiological needs (survival)

Air, Shelter, Water, Food, Sleep, Sex

Most people are motivated by a combination of ne&tie more needs employees have,

the more they improved their work performance.
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In Japan applies different theory - the theoryrZmany Japanese factories is treated with
employees like wit family, employment is guarantdeda lifetime and no one is fired or
kicked out. To make businesses avoided the extrgpeeialization of its employees or
employment stereotype, employees rotate at diftgresitions. This theory is very effective,

because they are trying to satisfy all needs a¢.onc

2.7.2 Theoretical approaches to motivation of work perfomance
There is no unified theory that would be universaltcepted. Motivation theory examines

the process of motivating and shaping motivatiohedries of motivation can not give
universal instructions on how to motivate differgm¢ople in different situations, but
managers can provide a general overview of the adstland possibilities of motivation. It is
a large tray of knowledge, from which the manager draw on the knowledge of psycho-

social characteristics of thinking and behavior][38

Motivational theories can be divided into two basategories. First, it is a theory, which
focuses on the cause, therefore, tries to answegukstion WHY? Looking for the cause of
human actions - motives, needs, values and exatneeelationships between these causes.
Particularly content. Secondly, such a theoriest thrget waveform. These theories focus on

answering the question HOW? [26].
2.7.3 Motivation theories
Overview of best-known motivation theories [37]:
- Maslow’s Pyramid of Needs
- Alderfer’s Theory of Motivation
- Herzberg’'s Two Factor Theory
- Vroom’s Expectancy Theory
- Adams’ Theory of Justice
- Skinner's Reinforcement Theory

- McGregor’s XY Theory
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2.7.3.1 Maslows Pyramid of Needs

Base of Maslow's hierarchy of needs theory is lthiahan activity is the basis for meeting
the needs. The driving force behind the motivation human behavior are therefore
particularly their needs [33]. Maslow identifiedvdi basic groups and put them into
a hierarchical system, which is universally calMdslow's pyramid of needs. This pyramid
consists of the lower order needs, the base opyn@mid consists of so-called physiological
needs. These are basic needs [38]. Their fulfillnenecessary for survival. They include the
need for water, food, air, adequate climatic coodsg, all that is needed to sustain life. At
other levels of the pyramid are then ascendinghderls of security and safety, which means
preserving and existence in the future, eliminat@zard or danger [40]. The last of the lower
order needs are social needs, including in pasdictihe needs of belonging, love and
friendship. Representing the need to integrate angyoup of a larger whole, and also good

relations with other people [26].

The abovementioned trio needs lower order thewviothe so-called needs higher order. It
IS a necessary recognition and awards that comtenstly need self-esteem, respect and
recognition from other people [40]. The highestelepyramids are then self-actualization
needs. There is a need to develop potential arnid s&ibecome by what a person believes

that he is able to become [26].

As | stated above, according to Maslow needs aemged hierarchically from the lowest
to the highest. With a certain level of satisfactaf needs of its importance is declining and
started the next level. Therefore, in order to egpee certain need must first meet all the

needs that precede it in the hierarchy [41].

2.7.3.2 Alderfer’s Theory of Motivation

Clayotonem Alderfer theory is created based on ®#esl| hierarchy theory needs.
However Alderfer reduced the Maslow’s five-steprdniehy for degree three. This reduction
formed a group of existential needs, needs to whaclked physical and physiological [37].
The second group are so-called relational needsthie include relationships with people,
love, hate, friendship and so on. The last groupisrdivision needs are growing, which lie in

the creative work of individuals on themselves #r&lr environment.
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Alderfer But besides reduction needs groups alsoedetheir hierarchy. Therefore needs
not divided into lower and higher. Recognizes, hasvethat go from concrete to abstract

types of needs [32].

Alderfer further talks about the so-called regresgrustration that arises when insufficient
satisfaction or dissatisfaction of some groups sdéd]. On the other hand, when failing to
meet the growing needs, increasing the importariceeeds relationship. This fact called
Alderfer frustration cycle of growth [42]. On theher hand, when there is insufficient to
meet the needs of relationship is strengthenedtestial needs. This is then called

frustratnim cycle of relationships [32].

2.7.3.3 Two Factor Theory - Herzberg Fredarick

Frederick Herzberg and his colleagues in explojoly satisfaction and dissatisfaction
found that job satisfaction has two groups of fesstexternal and internal. Herzberg based on
this research found that satisfaction and dissatfiein are two aspects of one phenomenon,
but they are two different phenomena that are elsited to each other too. Other causes of
causing satisfaction, other causes cause dissaiisfgd43]. This theory is called two-factor
theory or theories also motivational-hygiene.

As the name suggests this theory, Herzberg disshga motivational factors. These are
internal factors [42]. These factors cause satigfia@and favorable work incentives. If these
factors are in bad condition, causing the workemdat satisfied and is not adequately
motivated to work. Therefore, these factors are ed$erred to this satisfaction [43]. A second
group of factors, which Herzberg mentioned are ated hygiene factors. Here, by contrast,
it is the external factors. These are basic huneeus work that actually motivate, but their

neglect leads to dissatisfaction. They are aldeaaissatisfaktory [41].

From this theory suggests that work motivation etated to job satisfaction, but job
satisfaction does not automatically mean a worketivation. A precondition desirable work
motivation is the absence of long-term job diséatison [41]. From the above, | consider
that the goal is to achieve compliance in intecactmotivators and hygiene factors, and
removing negative incentives and creating condgtidar long-term effects of internal

motivators.

25



From the above described theory in the next chdptdi deal with Herzberg's two-factor
theory. The reasons that led me to choose justtib@y, expand on in the next chapter of my
thesis. In addition to further description of ttheory | will focus primarily on the application

of this theory on motivational principles of mukvel marketing.

2.7.3.4 Vroom’s Expectancy Theory

The starting point of this theory is the fact tpabple are thinking about every situation,
evaluate it, learn from them, they form their ided®ut future conditions and so on. When
the motivation is then racovniho performance bydvinamportant to realize that the worker
develops a work effort to achieve such a feat, twhidll result in a desirable reward. To
ensure that a worker has made efforts, it is nacgds fulfill three conditions. His efforts
both must be followed by a reasonable result, ¢iselt for the second, it must be followed by

reward and the reward must not least for the waiikéiave meaning [43].

Current employee motivation is so dependent ondaracteristics. On valence, which is
a subjective value the outcome of negotiationssThithe expected satisfaction to which
motivated labor negotiations will lead [41]. Mottian is apart from valence extent depends
also on the degree of expectation or expektanas.igla subjective probability that the labor

negotiations will actually lead to the expecteditegt3].

2.7.3.5 Adam’s Theory of Justice

As reported by the New Bedrnova, this theory iseddasn the phenomenon of social
comparison. Man (worker) tends to compare its doution to the work of the contribution of
its employees who perform comparable work [45]. &bwer, it compares the effects that
work brings him to the effect that the work brinigis colleagues. For the effects may be

considered such as money, career advancementagnigon of superior [41].

| assume that justice in rewarding employees mtas/ajustice has a demotivating effect.
However, as stated Belohlavek, it is difficult tojectively determine what is and what is not
during fair remuneration. People use differentecidt for evaluation. Preference specific

evaluation criteria should result from a corponatdosophy [44].
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2.7.3.6 Skinners Reinforcement Theory

Behavior modification is based on the idea that &unbehavior is dependent on its
consequences. Organizations can influence the mehay workers and handling the
consequences of this behavior. System properlcteeleand term rewards can effectively

shape the negotiations, performance [43].

This theory uses the term operant conditioningsTéim refers to the fact that they are the
consequences of certain behaviors positive fomtbidker, this behavior will be strengthened.
This means that it will repeat this behavior[45pr@ersely behavior, the consequences of
which will be evaluated as negative individuals, (egnalty), the individual will be avoided
[44].

In this chapter, | focused on the concept of mdiiva In the first part | focused on
motivation as such. My aim in this section was xplain basic concepts and bring them
closer to the readers of this paper. In the next, pafocused on some basic theoretical
approaches to motivation job performance. Despi, for the purposes of this paper | will
detail use mainly two factor motivation theory Feadk Herzberg, briefly, | also dealt with
other major motivational theories. The reason i$ @aimple attempt to show and understand

this theory in the context of other theoretical im@ehes.

Work behavior motivation is an important componehta properly motivated worker is
a significant source of each company. | assumediato the specifics of network marketing,
its focus on direct sales and the need for highttivated workforce, motivation is very

interesting tool for comparing the multilevel matikg and classical marketing.

2.8 Motivation in multi-level marketing
As already mentioned, any marketing and not justsaat network selling products. The

success of an individual in the organization thepesthds on the number of products sold by
the distributor's turnover and especially in midirzel marketing, the quality of its own
structure. We can therefore assume that multi-lenakketing is performance-oriented.

Therefore, any dealer success is measured prefiseatg execution.

Motivation efforts in multi-level marketing will bstrictly focused on the motivation to
increase work efficiency, it basically means to iwaie workers to increase productivity in

the form of: increased turnover, increase the nurobproducts sold and all in relation to the
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stability of the worker's own network.In this chapt focus on the analysis of the incentive
funds in companies with network character. Thidyammsis based on the amount of practical
examples. Those are a companies OVB Allfinanz @RdHealth & Beauty Systems, Ltd.

The company OVB Allfinanz, Inc. was founded in 19A0Germany. Now operates in
14 countries around Europe and further expand®ecember 11, 1992 it was registered in
the Register office in Prague 4. On the Czech nmasksince 1993 and operates mainly in
financial advisory. Cooperates with 80% of the ficial market in the Czech Republic.

In 1985, LR was founded in the Westphalian Ahleril& Cosmetic". The assortment of
the company consisted of several rows of perfumesbady care products. Two years later,
the range expands and is listed on the market dasfimee "Line Racine." In 1988 followed
by the cosmetic line "Lady Racine." Today, 30 ydatsr, LR belongs to the companies of

direct sale in Europe showing the largest turn@ver operates in more than 30 countries.

In the analysis of motivational principles of md#vel marketing will be based on
Herzberg's two-factor theory of motivation, whiclasbriefly discussed in the last chapter.
| chose Herzberg's theory because | noticed sagmifi similarities, not only in the ways of
motivation, but the whole way of existence of nHdirel companies, just with motivational
factors which are quoted in the theory of Fredelgczberg. As part of this work | will focus
on the analysis of individual factors of motivati@s stated Herzberg and their occurrence in

motivational efforts of multi-level companies.

2.8.1 Herzberg's two factor theory and its application inmultilevel marketing
Herzberg's model is based on the existence of teops of factors, it is a so-called

satisfactors, which are the real motivators of grenbince and so-called dissatisfactores.
These dissatisfactors or hygiene factors do notveiat work behavior, but rather serves to

prevent job dissatisfaction [42].

In my work, | will devote two types of factors.dbuld seem that the hygiene factors are
motivation for work performance in of multi-levelarketing is so important. However, | am
of the opinion that the motivation job performansea complex process. Prevention of
dissatisfaction is not a separate motivating fatior comprehensive work on motivation.
First, the fact that many of the so-called hygidators are external factors, this means they
are outside of the work itself and they are ratsesociated with the working environment or
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the company. As such, they may be perceived aseelsnthat create a sense of belonging to
a group, the company, with its ideas and goalsoig#g, | assume that many of resources of
meeting the hygiene factors are largely overlapginginked to the means of satisfying and

motivating factors that indirectly contribute teetmotivation.

2.8.2 Motivating factors

The most important motivating factor Herzberg cdess the job content. Fairweather
notes that for most employees is the most impomawtivating factor is work itself. If they
love their work and they are interestedin it, itikely that they will do better their job and in
the morning they will wake up with the taste totgavork and be useful there [46].

| assume that if individuals enjoy the work itseifijs much easier to arouse long-lasting
interest of work, encourage efficiency and to mativthem to higher and especially higher-

quality job performance.

Figure 5: The relationship between the intensity of motimatand level of performance

Strong __ Optimal arousal
£ Optimal performance
= Impaired performance
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As stated Forsyth, one of the ways to attract jobtent is to expand range of activities.
The second important point motivations may be, &mample, welcomed ideas and
suggestions to the work itself by its employeesisltan attempt to arouse a sense of

importance in employees of their work [47].

With this fact operates a lot of of multi-level rkating companies. As stated Rathousky,
multi-level marketing is built on a sense of unigess to the fact that the individual becomes
part of something bigger than himself or the peapieund you brings so far unexpected
possibilities [14].
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Forsyth also states facts which can make contewbdt more interesting. It's for example
equipment such as a mobile phone or laptop thakevercan use for their own purposes, or
functionality. This is the functionality of the ggs such as a corporate software. Another of
the factors that may contribute to the attractigsnef the work itself, according to Forsyth is
environment [47]. Here we can notice the above-raeatl facts about the interconnectedness
of the factors motivational and hygienic. For ex&émpust mentioned environment is
undoubtedly a factor hygienic, when i tis used ecity, liable to act on motivational factor
which translates motivating. However, due to thet fénat distributors are not company
employees and do not always work in offices, | dbgonsider the above factors as generally
valid elements contributing to the motivation o thf multi-level marketing.

Conversely Fairweather outlines some practicalsstepmake work more interesting for
the worker, which in my opinion are also suitabde fise in multi-level marketing. These
include further education, delegation of tasks,réase of responsibility, attendance at

meetings, etc [46].

Another motivating factor is acording to Herzbetgcess. Success can be understood as
follows: Something a person feels like a job welhd, which he enjoyed, and after that enters
a feeling of satisfaction and pride. In other worgisu are looking for an activity that gave
you pleasure when you perform it, and then agagr &hishing as the satisfaction of a good
result” [48].

To feel the success it is necessary to determirile dbformal and informal aims. For
workers is important to have some scale to be @bé®mpare their own success with others
[49]. Factors for measuring success are numeraugxample, the amount of soldproducts
by workers, quality and time of work done, costisgs, speed and efficiency, productivity
measurement, and other [47]. For this type of #gtiike selling are best suited criterion of
amounts which a sales representative sells, hoy tenwill keep in the company, on what
rung of the ladder they are, customer satisfactitin Setting objectives for comparison of
success is important because without these egdtallisriteria workers can create their own

criteria, which can be harmful [50].

For companies based on network marketing successdsubtedly measured by the

amount ofconcluded contracts, month turnover ofapigation, network stability, or the
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number of obtained recruits. In addition to quantitte elements mentioned above here are
also watching qualitative elements [47].

For qualitative element can be considered, for gtamcustomer satisfaction with the
product. In OVB for example exists so-called lapbés means that the client must use the
product for a certain period, otherwise the emptogemmissions retroactively withdrawn.
The logic of contracts is re-checked at the comisahgadquarters in Prague, where all
contracts are sent (Annex no. 1).

Bonus system of rewards has most of multilevel camgs. As an example | can mention
OVB, which provides discounts on entry fees forestynents and savings, discounts on car
insurance, discounts on computer equipment, coieettariffs for mobile calls. Other
benefits can include, for example, the remunerafr@m the competitions. Always for
a certain period (usually monthly) they are annedndy motivational competitions
respective heads. These competitions are perfornamented. An employee who reports for
a certain period the largest number of bank uniideu contract, for example, receives

a reward. In the form of a holiday.

Presentation of own success and the associategnigoa is, in my opinion, in the multi-
level marketing, crucial. On OVB billboards ofteiseas inaccessible mountain peaks which

every individual has the option to "conquer".

Here | want to stop for a moment at the commissiRaward for work in business
professions is built on commission system. Howehese really the best and worthy can get
employment contract - permanent employment andritenion to retirement in case of OVB

Allfinanz as (Annex no. 1).

Responsibility is another in a series of motivatibfactors. Sense of responsibility is an
important factor of motivation, because in additiorbeing used to improve the attractiveness
of the workload, for example it promotes solidastith the company and self necessity. To

enhance the sense of responsibility we use varmans, such as the delegation of tasks [47].

Among hygiene factors Herzberg stated company ypdalied administrative processes,
degree of control, working conditions, salary, tielaship with others, personal life (and the
impact of work on it), job and job security. In myork, | will focus only on some of the

above factors.
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As a first hygienic factor is interpersonal relasbips. Given that in the multi-level
marketing each distributor is a part of a netwdrkicture, it follows that he is actually part of
a team [32]. Given that the quality of the netwsti&nd on their individual articles, is for him,
especially for the head of its own network importtrat his structure is without conflicts
[51].

Therefore, it is essential to motivate this arscte sense of belonging to this network
organisation and complete identification with th&ian of the company [25].

Working conditions are another important hygienactér. These conditions do not
motivate themselves, but on the contrary, peomedamotivated if their working conditions
are deemed as insufficient, or even complain alark[49]. Such conditions include, eg,
office equipment, cell phones, laptops etc. Foesglositions, it is of course important

passenger car [47].

Given that most distributors are working on a faeek, they are not employees of the
company, they do not work in the stone office [48]multi-level marketing is not therefore
on the current positions factors of this type awgriworker can obtain mobile phone, laptop
or even a car, but rather as a single performaoceides [5]. Such rewards, however, are

rether classified as motivating factors, than hygidactors.

Third hygiene factor what | will mention in this wois job security. Job security does not
apply only to stay in business, but also to theanization of the company. It is therefore
a clarity of rules and organization, workload andividual steps [49]. Job security distributor
based in the certainty that if | follow the rulefstloe organization and | will meet (or exceed)
the limits, I'm sure I'll be properly rewarded fmstance workflow, bonuses or material
reward. For example, the company OVB and LR areigety determined criteria for career
growth [31]. A plan of action within the hierarckgructure of the company is clearly defined

and is part of the contracts (agreements) betwezndmpany and collaborator [8].

Another hygienic factor, which mentions Herzbergsiatus. Status means that a person
wants to be seen and wants to be considered astanp{b1]. It is a manifestation of respect,

especially respect for age, length of experiengegess and time of employment [47].

Last hygienic factor which Herzberg indicates idasa Question of hygienic and

motivational effect of salary is fairly discusséehrsyth says that the current salary is rarely
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motivating. The salary increase for done work deed encouraging, but only in the short
term. Higher salary is in fact an early adoptiortled norm and it is regarded as a standard
[47].

It is certain that due to the commission systemmnafti-level marketing is the salary seen
as one of the main motivators of work behavior.eAfall, the motto of almost every
multilevel company is built on the basis of highreags. In all companies there are tables of

calculations rewards.

For example, the company LR Health & Beauty Systeffers the bonus dependent on
turnover. The bonus is a reward for the buildiraglér and is calculated according to the table

of bonus levels and bonus foundations.

Annexe 1:Table of bonus levels and bonus foundations.

12.000 bodt PRI 210.000 K&
8.000 bod [EERTE7SNN 140.000 K&
4.000 bods  [EREET 70.000 K&
2.000 bodti  [EERREZ 35.000 K&
1.000 bod 9% 17.500 K&

500 bod 6 % 8.750 K&
250 bodi 3% 4.375 K&

The bonus is calculated on the basis of the bonest (just BZ), which is the purchase
price excluding VAT and shipping. 1 point (nexttjidH) = 17.50 CZK BZ, 1000 BH =
17.500 CZK (BZ).

To determine the degree of the bonus is calculbiegiour own turnover + turnover of
your organization in BH, which you will achieve tlaest day of each month. This means that
you do not have to collect their orders to getrtteximum bonus. This makes it possible, that
you can deliver to your customer the goods quiekigt on time. Points from individual orders
within a month add up. It means that you will reeeadditional margin in the middle of the

month some more procet of your turnover dependmg/loat level you are.
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But the most interesting way to make money in atibeukl is differential bonus. Bonuses
for group turnover is paid for induction and ongpsupport directly or indirectly mediated

partners.

It's very simple.If you are for example on the fiosi of 16% and a person below you at

9%, the differential bonus will be 7% of the tuveo of his group.

Annexe 2:Differential bonus

17.500,00 K&
BZ

5% rozdil = 875,00 K& 5% rozdil = 875,00 K&

17.500,00 K&
5% rozdil = 875,00 K& 5% rozdil = 875,00 K& BZ

BZ

17.500,00 K&

These examples are only a very small organizatibichwis in its infancy. Just for an
example | will show you an organization with whigbu have the right receive a managerial

bonus.
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Annexe 3:Managerial bonus

17.500 K& ) e
7% rozdil = BZ "= 18% rozdll =
= b 4.900,00 K& 788,00 K¢
70.000 K& 4.375 K&
BZ - BZ
7% rozdil = 16% rozdil =
4.900,00 K& 1.313,00 K&
7% rozdil = 15% rozdil =
4.900,00 K& 1.313,00 K&
70.000 K&
BZ :
7% rozdil = 15% rozdil =
6.125,00 K& 1.313,00 K&

8.750 K&
. BZ
87.500 K& |
BZ

1. Vlastni bonus ve vy$i 21 % na 17.500 Ke BZ = 3.675,00 K¢
2. Rozdilovy bonus na linie B+C+D+E+F+G+H+l = 25.552,00 K&
3. Bonus pro manazery ve vy8i 3 % na linie B+C+D+E+F+G+H4+ |

z Castky 328.125,00 K& v BZ = 9.844,00 K¢
Celkovy zisk (bez obchodni marze) = 39.071,00 K&

This system works with the fact that the more sssfté your structure, the more will be
extensive and higher quality. The longer you wilirtv for a company, the less you actually
have to work and the more you earn. Since the higbgtions, the sellers are becoming more
like managers who are responsible for providingrtimivation of the structure and especially

motivation for incoming rookies.
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3. METHODOLOGY
In this chapter, | would like to state hypothesample and used methods. My research is

based on primary data, because, there is not agameh concerned about this topic. The

research was done in two multilevel companies hoh@&ompany has different target groups.

3.1 Hypothesis
At the beginning, | stated two hypotheses.

H1: People working in multivelel firms have a gexainotivation than employees.
H2: People working in LR Health & Beauty systemsos.have greater motivation than

people working in OVB Allfinanz, a.€R.

3.2 Sample
I would like to have a sample of hundret of resporid for each company. Because there

is no particular age limit, so | don’t want my saeno be limited by age. All respondents will
be divided into two groups according to their &fibn to the company. My sample of
respondents will be sum of people who is registaaedeast three months and they have
reached the bonus stage.l want to compare thetgseaoiong themselves by age, sex,

education and belonging to the company.

3.3 Characteristics of methods
In this research will be used a method of questoen There are 170 questions. The

guestionnaire will be compiled by the official mbadé¢ LMI Questionnaire of motivation to
job performance. Questionnaires will be electroand will be in Czech language. Both
groups will have the same questions. For achievingganted results | will use a so-called

rough score. For each dimension | count it as asunguiestions that are related to each other.

Subsequent procedure for the calculation is asvi@l The diameter of each score within
the respondents. Each respondent has their owesséor each dimension - 17 numbers. It
get 17 averages among respondents whereby, dime tiadt that the initial response range

was 1-7, so the range of score is 10-170.

36



| determined the value of clinical significancethe amount of 6 points for comparisons

with statistical significance. This is becausesilil0 of values.

For every company | create the average score arabbrdimensions, | am counting the
extent of these averages, which | count as + -dst@hdeviation from the overall average,
which brings point and interval estimate of theueabf the total score for each company. |

compare these scores among gender, age, educttion e
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4. RESULTS
In this chapter are stated the results of questioen!| will specify the real sample of
respondents and describe the answers of on que$tjofigures and comments.

4.1 Real sample
This research was done in the city of Brno. Theamonsisted of people representing

the members of the two companies such as LR and. W& questionnaire was compiled by
the official model LMI questionnaire. Data were rdten into electronic system of
Survio.com and there were also evaluated. The #waluation and tables were created in
programm IBM: SPSS.

My idea of a suitable sample was from 50 to 100pfeedJnfortunately a large number of
people were discouraged by the length of the quasdire, so my real obtained sample is

very small.

Graph 1: Statistics of respondents for LR

56 13 4 40 )5)%

Number Number of Number of Only displayed
of visits finished q. unfinished
Visits in total Source of visits Time of completion of the questionnaire

=

® Display only (70,1 %) ® Direct link100 %) * 10-30 min. (81,8 %)
» Unfinishedfy g %) * 30-60 min. (18,2 %)
® Finished(23 & %)
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Graph 2: Satistics of respondents for OVB

40 14 1

Number Number of Number of
of wisits fimished o. unfinished
Vsits in total Source of visits

® Displayed only {52.5 %} ® Direct link (1{]{] %}

@ Unfinished (2,5 %)
® Finished 55 %}

Omly displayed

Time of completition of the questionnaire

1030 min. (66,7 %)
® 30-60 min. (16,7 %)
© 560 min. (16,7 %)

From this figures we can see that the ,mortaliti¥espondents is very high.
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4.2 Description of investigated sample
The research sample includes two companies - O\dB_&»

At both companies | monitor age range 18-25, 2538550 years. | also monitor the level of
educational attainment of secondary schools, usityer Bc. And University - Ing / Mgr.
Graph 3: Description of investigated sample - OVB

1. Sex
Wihér z maZnosti, zodpovézeno 14x, nezodpovézens (x

7 50%
7 50%
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1. Age
Whér z maZnosti, zodpovézeno 14x, nezodpovézena (i
® 1§-25 9 643%
® 25-35 4 86%
® 35-50 1 1%
g (64,3%)

BT |

i
(1.8 5% 1% 15% 0% I5% % xE A% a5% i 55% B 5% Ta% 5% {549 BE% 0% o5 100%

3.What is your highest level of education?
Vibér z moZnost!, zodpovizena 14x, nezogpovézeno (i

25 0 0%
Rl 8 571%
di 6 429%
® V5- dokontens . o
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Oh 5% 10% 15%  20% 25% 0% 5% 40k 45%  S50% 5%
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Graph 4: Description of investigated sample - LR

Sex Age

® Muzi ®mZeny m18-25 m25-35 35-50

8%

Level of education

mSS mVS-Bc. mVS-Ing/Mgr

From the graph above we can see that in the finhsphere, the situation is balanced,
while in the company, which is engaged in the distion of cosmetics, is higher number of
women. Also we can see that in case of age, thebarsmare almost oppposite. In the
financial sector is a lot of young people aged leetw18 and 25 years old. It can have such a
reason that many young people are experimentiny meiv possibilities and working with
finances is a tempting and sounds good.

In our case it is pretty match of the age and levedducation. Because in company OVB
is working many young people under 25 so it isejlogical that they have in most of cases
only high school or degree of bachelor.

In company LR, layout of degree of education ikbeed. The opposite effect is seen in
the company OVB where none of the respondents has@lege degree and is mostly just

high school.
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4.3 Raw scores

Table 1: OVB and LR raw scores - sex

Male | Female | Total

Males | Females | Total

Sex Sex

Raw score Raw score
persistence 45,7 429 44,3
dominance 48,3 48,9 48,6
involvement 46,0 43,0 44,5

confidence in

persistence 41,2 48,4 45,1
dominance 55,0 53,6 54,2
involvement 46,5 50,0 48,4

49,7 49.8 49,8 confidence in the

the SL-JCICIESS SUCCeSS 52,2 51,6 51,8
flexibility 44,9 41,1 43,0 flexibility 49,3 51,6 50,5
flow 52,0 49,0 50,5 flow 53,8 55,1 54,5
fearlessness 42.9 330 379 fearlessness 39,8 39,6 39,7
. , ’ ’ ' internality 445 48,5 46,5
internality 43,0 38,9 40,9 LR i 6.0 56 0 14
OVB compensation | 44,4 48,6 46,5 compe.r;sa lon 61’5 62’6 62’1
pride 503 | 591 | 547 .”',O” £ p e .

wilingness | 53.9 | 504 | 521 willingness 55, 59, 57,
difficulty difficulty 365 | 394 | 381

preference 42,4 36,3 39,4 preference ) ) )
independence | 51,1 41,3 46,2 independence 40,7 46,1 43,6

self-control 40,7 41,7 41,2 self-control 41,8 47,3 44,8

focus on status | 49,4 50,7 50,1 focus on status 58,3 55,9 57.0

competition 46,3 52,3 49,1 competition 49,2 54,0 51,8
sense of
purpose 48,3 49,3 48,8 sense of purpose | 54,7 55,9 55,3
Sex
In Total pt
Men Women
OVB 46,3 (41,7 - 50,9) 47,0 (43,3 -50,6) 45,6 (39,2 - 52,0) 0,469
LR 50,1 (43,8 - 56,4) 48,5 (41,5 - 55,6) 51,4 (45,4 - 57,5) 0,220
P 0,061 0,434 0,012 -

Pl - Statistical significance evaluated by using the two-sided t-test.

Between the sexes, there is no obvious differevwsmnen in OVB have a wider range of
values. This means that they answer consistenly thkan men, mainly between solved
dimensions. It can be said that women are thinkioge about the responses. For the second
firm LR does not confirm the result of a previousmf OVB. Conversely in LR men
correspond consistently less than in OVB becausg llave double variance. We can see that
difference between women in OVB and women in LRtaistically significant, but clinically

it is on the border of significance.
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Table 2 OVB and LR raw scores - age

18-25 [25-35|35-50| Total 18-25]25-35]35-50] Total
Age Age
Raw score Raw score
persistence | 43,1 | 450 | 52,0 | 44,3 persistence | 410 | 463 | 460 | 451
dominance 44,2 58,3 | 49,0 | 48,6 dominance | 55,0 | 553 | 42,0 | 542
involvement | 40,1 51,8 | 55,0 | 445 involvement | 430 | 504 | 460 | 48,4
confidence in confidencein | 477 | 553 | 600 | 51,8
the success 468 54,3 56,0 49.8 the Success
flexibil 388 183 60.0 230 flexibility 50,0 50,8 50,0 50,5
exibility ‘ ' : ' flow 56,0 | 550 | 46,0 | 54,5
flow 481 | 545 | 56,0 | 50,5 fearlessness | 34,3 | 41,0 | 44,0 | 39,7
fearlessness 32,6 46,0 54,0 37,9 internality 49,5 45,2 52,0 46,5
internality 38,0 44,5 53,0 40,9 compensation | 55,0 50,4 49,0 51,4
LR
OVB | compensation | 45,9 46,3 53,0 46,5 pride 60,7 62,9 59,0 62,1
pride 52,4 57,5 | 64,0 | 54,7 willingness 60,3 56,6 59,0 57,6
willingness 47,8 58,0 68,0 52,1 difficulty
difficulty reference 36,0 | 38,1 | 440 | 38,1
35,6 | 44,0 | 550 | 39,4 P
preference _
independence | 43,9 48.8 57.0 46.2 independence | 44,7 43,3 43,0 43,6
self-control 41,4 38,5 | 50,0 | 41,2 self-control 42,7 | 457 | 430 | 448
focus on focus on
Status 47,8 56,5 | 450 | 50,1 Status 59,0 | 57,4 | 47,0 | 57,0
competition 45,9 52,5 61,0 49,1 competition 60,0 51,4 30,0 51,8
sense of sense of
46,9 485 | 66,0 | 48,8
purpose , . . . pUIpose 540 | 552 | 600 | 553
Age
In Total
18 — 25 (1) 25-35(2) 35-50 (3) 0] p23 13
OVB 46,3 (41,7-50,9) 43,4 (38,4-48,4)  50,1(44,5-55,8) 56,1 (50,1-62,0) 0,001 0,006 <0,001
LR 50,1 (43,8 - 56,4) 49,9 (41,6-58,2) 50,4 (44,1-56,7) 48,2 (40,5 - 55,9) 0,844 0,38 0,552

p 0,061 0,012

0,899

0,002

P!- Statistical significance evaluated by using the two-sided t-test for age group of 18 - 25 years.
P2-Statistical significance evaluated by using the two-sided t-test for age group of 25 - 35 years.
P3-Statistical significance evaluated by using the two-sided t-test for age group of 35 - 50 years.

Here we can see that in the company OVB are differge between age groups statistically

and clinically significant because the differen@aween their points is equals to 6 or more.
We also see that the age differences between coegp@vB and LR in the groups 18-25 and

35-50 are also statistically and clinically siga#nt. | could say, that people working in LR

are more motivated, but | could be lie, becauseraatg to the table above the rearon, why

LR has higher number is, that it has a wider ravfgalues.
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Table 3: OVB and LR raw scores - level of education

High | University High Uni Uni
Level of Total : : Total
school Bc.
education Level of school Bc. Ing/Mgr
Raw score education
- Raw score
persistence 45,3 43,0 44,3
dominance 49,4 475 48,6 persistence | 350 | 46,0 54,0 45,1
involvement 45,9 42,7 44,5 dominance 52,0 57,4 52,5 54,2
i i involvement 41,0 48,8 55,3 48,4
Ct(r);ﬂguegcceeslsn 524 46,7 49.8 confidence in
the success 47,0 53,6 54,5 51,8
flexibilit 44,3 41,3 43,0 =
XTIy flexibility | 47,0 | 51.6 | 528 | 505
flow 49,6 51,7 50,5 flow 505 | 57,8 545 545
fearlessness 40,6 34,3 37,9 fearlessness | 39,0 37,2 43,5 39,7
OVE internality 393 432 40,9 |nternaI|t¥ 43,3 47,2 48,0 46,5
compensation 45.3 48.2 46.5 LR compelnsatlon 41,5 55,0 56,8 51,4
pride 50,9 59,8 54,7 ”p”de eg,z 2;8 63'0 62'615
illingness 49, 4 59,5 57,
wilingness | 52,4 51,8 52,1 witing
PP difficulty
difficulty 34,5 37,8 42,0 38,1
preference 41,1 37,0 39,4 preference
independence | 49,8 41,5 46,2 independence | 39,0 | 44,4 47,3 43,6
self-control 39,8 43,2 41,2 self-control 37,3 | 46,0 50,8 44,8
focus on focus on
status 48,5 52,2 50,1 status 56,5 60,2 53,5 57,0
competition 45,0 53,8 49,1 competition | 48,0 | 56,6 49,5 51,8
sense of
48,1 49,7 48,8 sense of
purpose pUrpose 53,3 | 554 | 57,3 | 553
Education
In Total
pl'2 - a4 14
High school (1) Bc.(2) Mgr./Ing.(3) B pt*
OVB 46,3(41,7-50,9) 46,3 (42,1-50,4) 46,3 (40,0 - 52,6) - 0,998 - -

LR  50,1(43,8-56,4) 455(38,2-52,9) 51,7(44,1-59,2) 52,6(47,3-58,00 0,026 0,681 0,004

p 0,061 0,734 0,035 - - - -

P'- Statistical significance evaluated by using the two-sided t-test for group of high school
P2-Statistical significance evaluated by using the two-sided t-test for group of university title Bc.
P3-Statistical significance evaluated by using the two-sided t-test for group of university title Ing./Mgr.

In this example, we can notice the interesting faat in the company OVB is not even
one person with a university degree higher Bc. Qirse, this is not valid for the whole
company, but only for a sample of respondents wdrtigipated in my research. In the group
Bc. between companies is clinical significance Igvet it is statistically significant. Also we
can see that difference between level of educati@ompany LR is significant excluding the
comparison between bachelors and engineers. Gbnehal level of education doesn’t have

for difference between companies OVB and LR suchmgortance.
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4.4 Comparing obtained raw scores with standards.

Figure 6: Raw scores distribution of Czech standardizationme (2003)

—— Cely stand. vaorek (N = 263) Zeny (M = 209) Muzi (N = 84)
M | SD [ Min. [Max. [ M | sD | Min. [Max | ™ | 50 | min [
Eru.alc-sl 454 | a7 18 69 | 458 | 94 [ 18 69 | 444 | 107 25- ' :.
| Dominance W8 | w7 | 14 | 9 (a2 {108 | 14 | & |22 | 153 19 | 68 |
| Angatovanost 83 | 107 12 [& [387 |10 | 12 | & | 393 Y 23 =
Diwera v uspéch 466 | 9.2 17 | 69 [ 461 | 88 17 | &8 a;r'a rrlr 4 [ 22 E?
| Fiexibilita 492 | 86 | 18 [ 70 495 | 85 | 18 | 70 |aas i 30 :; '
Flon. 81|13 ] 7 [ 70 483 [ 105 | w7 | 0 @ 95 31 64 |
Nebiojacnest 1| 11| 5 | 66 | 396 [ 109 | 15 | 68 | a1z i 11J:5 15 N
internaiita 03 | 71 | 32 | & [s10] 69 | B | &8 | as3 o 32 —
| RompenzaZntaslt | 494 | 92 | w | n |62 | 88 | 25 | 31 7 57 17 —
[ Hdostfnawgkon) | 560 | 73 | 28 | 70 | 588 | 70 | 31 70 | 540 = 28 2
Dchata wlit se 91| 83| 23 | 70 |a88 ] 80 | 23 | 70 rmlg ;ﬂ 26 E: |
Preference obtiznoss | 412 [ 11,1 | 12 0 | a5 | 113 | 1a | 70 43-0 1c;3 15 N
%\amg;ﬂa a3 | g5 | 17 68 | 450 | &g 17 | ea d.EI1 ?I? 28 o
Sebekoriral 52196 | 15 | 68 | 459 95 | 15 | 88 @A | 58 | =
| Orientace nastatus | 473 | 115 | 13 | &9 | 481 | 113 | 18 | & 4'5'4 nls ' u__i
| Soutézvost M9 ) 98 | 15 | 67 [ M4 100 | 18 | o 43Io g 5 19 =
llevédomost 458 | 80 | 24 67 | 457 | 83 | 24 67 dﬁ:l rla 2; :;
Celkovy hruby sk:irl 7845 | 101,7 | 389 | 1085 | 7856 u:n,?| 389 | 1085 | 7818 | 1015 | 53 | 1024
|

Table 4: Results of Total raw score between companies O\RBahd Standard.

Female Male

LR 875,4 826
OoVvB 776,3 799,3
Standard  785,6 781,8

The result was achieved by summing up all the rawres of each dimension for all
respondents.

According to the table above, we can see that fesnal the company LR are more
motivated than in OVB and even more than the awetatal raw score of females. Males in
both companies are more motivated than the avei@gé raw score of males. From the
results we can observe that in LR females are mw#vated than males and in company

OVB i tis conversely. Also we can say, that peapleR are more motivated than in OVB.
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5. DISCUSSION

The purpose of this study was to describe and méterhow much differs motivation of
working people in the multilevel companies agaitgt standards and to compare obtained
results between individual companies accordingextam criteria such as gender, age and

education.

Thanks to the obtained data from the questionnbir&s able to create a table with a raw
score and total raw score and then compare thebeeach other and with the standards. |
found out that people working in multilevel systears really motivated to job performance
more than is common. Finally, | confirmed the hyasis that LR sales representatives are

more motivated than representatives from OVB.

This research is groundbreaking because, as | kimotlis manner is not rated yet. | have
one value with interval margins which evaluates eéhtire company and all the people who

answered the questionnaire, which is relativelyuai

But it also has its drawbacks. For example, intggiton of the results is somewhat
imprecise. It is difficult mathematically deduceyatonclusions from the figures obtained ,
because this methodology is not commonly usedaltlsing that | took and | think it works
well, but how it actually works, it is not easyday. It's a thing that | took over and | think it

works well, but how it actually works in reality,is not easy to say.

As | said, it was used to compare the level of waditbn of work performance in multilevel
companies. | found out that people working in neMel systems are really motivated to job
performance more than is common. Finally, | confidnthe hypothesis that LR sales

representatives are more motivated than represergdtom OVB.

If 1 would make this research next time, it woukttainly expand and improve to make it
work better. It could be examined as well as adogrdo other characteristics than the age,
gender and level of education. For example, ralasepof residence, religion, social status
etc. Of course it would be great to explore moremganies and with a larger number of

respondents. That was probably the biggest probletims research.
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6. CONCLUSION

This bachelor thesis deals with analysis of workimation in multilevel companies. In the
theoretical part of the study were used availal#ed@ and foreign literature and scientific
articles related to the issue of marketing, mwtlemarketing and especially motivation and
of work motivation. The gained literature was incacance with valid dean’s normo f
FRRMS MZLU as well as with the quotation norm ISED6

At the beggining of this part of the study is sthéem. The aim of my bachelor thesis was
the analysis of motivational principles of work fsemance with multilevel marketing on the
basis of pre-selected theories of motivation jodfqenance and according to the research. |
created two hypotheses: H1: People working in meil firms have a greater motivation
than employees. H2: People working in LR Health &aBty systems s.r.0. have greater
motivation than people working in OVB AllfinanzsaCR. And | was able to confirm both of

them.

| used quantitative research by LMI questionairemark performance. There was 170
questions in 17 dimensions. So each dimension l@adjuestions. According this paper
guestionaire | prepared an electronic one on Sutmithe empirical part has been described
the research of this paper and interpreted datardadnation that was discovered through

research.

The research itself has served as a tool througthwie are able to describe the degree of
motivation to work in multilevel companies such @¥B and LR. The research sample
included in total 27 of respondents, 14 of themenfer the company OVB and 13 for the
company LR. At the same time | must mention thardéhwas a huge mortality rate of
respondents in sence of that 65-77% of the respasddid not complete a test or just
displayed it.

After obraining data from questionaires | deducedatusions a | discussed it.

This thesis provides objective insights into jobsaetions, job performance and
motivation in multilevel companies. Potentiallyetbfore, may be informative tool for other

individuals who are thinking of working in multilel\company.

I met all objectives and bachelor thesis is fulfile
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A.Vieobecné podminky

b %

~

»

w

~

-

12,

13.

14.

15.

1.

Plan postupu v ramci hierarchie struktury OVB (déle jen Plan kariéry) je
nedilnou soucasti vnitinich predpisi OVB a tim i dohod mezi OVB Allfi-
nanz, a.s. (dale jen spoleénost) zastoupenou pracovniky vedeni spolec-
nosti na strané jedné a spolupracovnikem, ktery ma uzavienou Smlouvu
o obchodnim zastoupeni se spolecnosti (dale jen spolupracovnik) na
strané druhé.

. Plan kariéry je zalozen na principu vykonnosti. Zakladem hodnoceni je

produkce spolupracovnika a jeho struktury. Kazdy spolupracovnik a jeho
struktura maji narok na pfislusny postup, pokud spini pfislusna postupo-
va kritéria (viz odstavec B).

. Pro povy3eni z I. stupné na stuper Il. a z II. stupné na stupen ll. je nut-

né, aby nadfizeny vedouci spolupracovnik s potvrzenim opravnéného
feditele pisemné sdélil tuto zménu Centrale spolecnosti. K povyseni do
funkce Generalniho agenta, Obchodniho vedouciho a vy3e (dle odstav-
ce B body 4~ 9) se ,‘ duj; ]menovém di spolecnosti a Zemsky

ro povy je treba dorudit Centrdle spolecnosti
do 25. dne v mésici. Povy3eni je pak platné od 1. dne nésledujiciho pro-
dukéniho mésice.

. Vieobecné plati, ze spolupracovnik ma zabezpeceny nérok na povyse-

ni, spinil-li podminky uvedené v Planu kariéry. Zemsky feditel na navrh
primého nadfizeného spolupracovnika je opravnén zmirnit jeho kritéria
postupu anebo postup pozastavit ¢i neschvilit, napf. na zakladé neplné-
ni povinnosti vyplyvajicich ze Smlouvy o obchodnim zastoupeni.

. Vieobecné plati, Ze spolupracovnik ma narok na povy3eni anebo setr-

vani na daném kariérnim stupni, jsou-li spinény podminky uvedené
v Planu kariéry, ve Smlouvé o obchodnim peni, ve vnitfnich pfed-
pisech OVB, v internich pravidlech OVB a v ostatnich ujednanich mezi
spolupracovnikem a OVB. Spolupracovnik nema narok na povyseni, po-
kud stornokvéta obchodd, které zprostiedkoval on nebo spolupracovnici
jeho struktury, pfekroci sazby stanovené OVB. Pokud by zprostfedkovani
smluv vedlo ke zvyseni stornokvéty (procento zrusenych a redukovanych
smluv), vyhrazuje si OVB prévo pozastavit spolupracovnikovi postup.
Sazby vcetné urceného vypoctového vzorce pro stornokvétu jsou jasné
definovany OVB a jsou k dispozici na Potralu OVB.

. U vedoucich a feditell se vyzaduje, aby ziskavali, 3kolili, fidili a vedli spo-

lupracovniky k Aktivnimu statutu. Pfisludnost ke struktufe je dana dotaz-
nikem spolupracovnika, pfipadné ohlasenim schvalené zmény zafazeni
spolupracovnika, pficemz tato zména musi byt schvalena ziskatelem,
pfimym nadfizenym, Zemskym feditelem a vedenim spolecnosti OVB.

. Historicka produkce spolupracovnika, ktery méni skupinu nebo struktu-

ru, se nezapocitava do data zmény do kritérii nejblizdiho postupu jeho
novému vedoucimu. Totéz plati v pripadé zmény ve skupinach nebo
strukturach. Pokud by Obchodni vedouci ukonéil svou ¢innost, mize
jeho nadrizeny se souhlasem vedeni spolecnosti a Zemskeho feditele
jmenovat na jeho misto spolupracovnika z této byvalé struktury. Nejpoz-
déji do 14 dnli po ukonéeni ¢innosti musi pfisluny nadfizeny vedouci
zaslat pisemnou zpravu o této zméné vedeni spolecnosti.

. Povydeni na Obchodniho vedouciho je mozné nejdrive po uplynuti 9 mé-

sicli od podpisu Smlouvy o obchodnim zastoupeni.

. Povy3eni na Oblastniho vedouciho, Oblastniho feditele a Regionalniho

feditele je mozné nejdfive za 1 rok po dosazeni predchazejiciho stupné.

. Povy3eni na Zemského feditele je moiné nejdfive za 2 roky po dosazeni

predchazejiciho stupné.

Na zakladé vykonnostniho principu je mozné dostihnout a predstihnout
nasledujici kariérni stupen pfimého nadfizeného.

Splni-li spolupracovnik podminky Planu kariéry pro povyseni na vy3si
stupen a nebyl-li spolupracovnik povysen, ma spolupracovnik i Centrala
moznost intervence. Centrdla vyvold jednéni s pfislusnym Zemskym fe-
ditelem.

Jestlize spolupracovnik nesplini podminky Planu kariéry, Centrala vyvold
jednani s pfislusnym Zemskym feditelem pro vyjasnéni postupu pro sni-
zeni.

Pro Aktivni statut stanoveny v ¢asti C tohoto vnitfniho pfedpisu se zapo-
Citdvaji jednotky paralelni skupiny ve vysi 50%

Pro povyseni od pozice BL a vy3e se povy
zapocitava 100 % vykonu viech jeho paralelmch struktur

B. Kritéria postupu

Nasledujici podminky jsou pfedpokladem pro povy3eni do pfislusného stup-

né
1

Cinnost G ilniho agenta je z yhrad

nebo pozice.

Reprezentant I.
zacatek Cinnosti u OVB

. Reprezentant Il.

240 jednotek/vlastni produkce (historicky)

. Reprezentant lil.

2 400 jednotek/vlastni produkce (historicky)

. Generalni agent V.

11 600 jednotek/vlastni produkce (historicky)
Generalni agent VI.
23 200 jednotek/vlastni produkee (historicky)

& na vlastni produkci.

Vedeni spolupracovnik( neni dovoleno.
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5. Obchodni vedouci

a) 1900 jednotek/vlastni produkce (historicky)

b) nejméné 1 400 jednotek celkové produkce za posledni 3 po sobé jdou-
ci mésice

¢) 3 spolupracovnici min. na pozici R2 - v Aktivnim statutu (posledni
3 po sobé jdouci mésice aktivni)

Obchodni vedouci je pripravny stupen pro pozici vedouciho pracovnika.
Je opravnén a povinen ziskavat a vést pracovniky.

0Od okamziku povy3eni se mu zapocitava produkce podfizenych spolupra-
covnikii k jeho celkové produkci.

6. Oblastni vedouci

a) 2 800 jednotek/vlastni produkce (historicky)

b) 6 spolupracovniki min. na pozici R2 (poslednich 6 po sobé jdoucich
mésichi aktivni), pfimo podfizeni a vzajemné rovnocenni, pficemz
max. 2 R2 mohou byt nahrazeni 1 GST - (poslednich 6 po sobé jdou-
cich mésict aktivni)

c) Nejméné 5 600 jednotek celkové produkce za posledni 3 po sobé jdou-
ci mésice

0Od pozice Oblastniho vedouciho obdrzi spolupracovnik Smlouvu o spo-

lupréci pfi spravé produktl vedoucimi spolupracovniky. Od této pozice je

treba vykonavat tuto cinnost jako hlavni a jedinou v rdmci svych podnika-

telskych aktivit.

7. Oblastni feditel

a) 4 200 jednotek/vlastni produkce (historicky)

b) nejméné 14 000 jednotek celkova produkce za posledni 3 po sobé
jdouci mésice

c) 6 spolupracovniki min. na pozici GST (poslednich 6 po sobé jdoucich
mésich aktivni), pfimo podfizeni, jim ziskani a vzajemné rovnocenni,
max. 2 GST mohou byt nahrazeni kazdy 2 pfimymi R2

Regiondlni feditel

a) nejmeéné 83 600 jednotek celkové produkce za poslednich 6 po sobé
jdoucich mésicl

b) 4 spolupracovnici min. na pozici BL (poslednich 6 po sobé jdoucich
mésich aktivni), pfimo podfizeni a vzajemné rovnocenni, pficemz
max. 1 BL mlze byt nahrazen 3 GST (poslednich 6 po sobé jdoucich
mésich aktivni)

9. Zemsky feditel

a) nejméné 195 000 jednotek celkové produkce za poslednich 6 po sobé
Jjdoucich mésich

b) 6 spolupracovnikd min. na pozici BL nebo 4 spolupracovnici min.
na pozici BD (poslednich 6 po sobé jdoucich mésicii aktivni), pfimo
podfizeni a vzijemné rovnocenni

C. Aktivni statut

1. Pojem Aktivni statut znamena minimalni produkci pracovnika, pripadné
celé skupiny za dané obdobi (viz bod 2). Dodrzeni Aktivniho statutu je
podminkou pro setrvani spolupracovnika na prislusném stupni. Zakla-
dem hodnoceni je produkce, pficemz:

Vlastni produkce = osobné vyprodukovana produkce
spolupracovnikem

Skupinové produkce = vyprodukovana produkce vlastni skupinou
(bez viastni produkce)

Celkova produkce = vyproduk produkce spol
se skupinou dohromady

pracovnikem

2. Kritéria Aktivniho statutu
Reprezentant II. 170 jednotek za posledni 3 po sobé
jdouci mésice
Reprezentant Il 250 jednotek za posledni 3 po sobé

jdouci mésice
480 jednotek za posledni 3 po sobé
jdouci mésice

Generalni reprezentant V./VI.

Obchodni vedouci 870 jednotek za posledni 3 po sobé
jdouci mésice

2 toho 210 jednotek vlastni produkce
2 400 jednotek za posledni 3 po sobé
jdouci mésice

3 500 jednotek za posledni 3 po sobé
jdouci mésice

Oblastni vedouci
Oblastni feditel

Regionalni feditel 5 800 jednotek za posledni 3 po sobé
jdouci mésice
9 300 jednotek za posledni 3 po sobé
jdouci mésice

Zemsky feditel

Spolupracovnik na stupni Obchodniho vedouciho a vyse maze byt dle svého
vykonu pfefazen na nizsi stupen, nespliuje-li v poslednich 6 po sobé jdou-
cich mésicich pozadavky kladené na jeho aktivitu. Reprezentant Il. a lll. stup-
né mize byt prefazen jiz po 3 po sobé jdoucich mésicich své nedostateéné
aktivity. O viech téchto pripadech rozhoduje Zemsky feditel a vedeni spolec-
nosti. Plivodniho stupné je mozné znovu dosahnout, je-li opétovné spinéna
podminka Aktivniho statutu pro tento stupen.



