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Abstract 

The study surveys potential of data exchange systems (e-Business, e-Commerce, e-Government) 

and the possibilities of their implementation within the internal organizational structure of logistic 

companies (businesses). It points out benefits as well as threats of B2B integration, and describes 

the prospective opportunities, which make B2B integration a very efficient tool for preserving 

and even improving competitive position, providing an advantage over the competing market 

subjects. There is no doubt whatever that – in view of the 2020 "coronavirus economic recession" 

and the related anti-COVID preventive measures – this issue is – especially in the field of logistics – 

very topical, having an impact on logistic companies economic survival in the time of intensified 

competitive environment.  

Abstrakt 

Studie přehledným způsobem mapuje potenciální možnosti systémů pro výměnu dat (e-Business,  

e-Commerce, e-Government) a možnosti pro jejich implementaci v rámci vnitřních organizačních 

struktur logistických společností (podniků). Upozorňuje na přínosy ale i hrozby integrace B2B 

a podává popis možných příležitostí, díky nimž se integrace B2B stává velice účinným nástrojem 

pro udržení, a dokonce zlepšení konkurenční pozice a získání výhody nad tržními konkurenty. Není 

pochyb o tom, že – vzhledem ke "koronavirové ekonomické recesi" roku 2020 a souvisejícími 

preventivními opatřeními proti šíření onemocnění COVID – se jedná o téma – a to zvláště v oblasti 

logistiky – velice aktuální, poněvadž se přímo dotýká ekonomického přežití logistických společností 

v období intenzifikace tržního prostředí. 
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INTRODUCTION 

Reality of economic life – also due to the globalization of business activities [1] – puts 

considerable emphasis to a rapid and cost-effective satisfaction of customer needs, and thus – 

as pointed out by Mamali and Diderich [2] – to a time-efficient execution of orders placed by 

them. This goal is largely achieved by applying electronic commerce or e-Business as defined 

by Mahadevan [3]. LaPlaca [4] points out however that – in order to successfully implement 

and operate these – well conceived and efficient data exchange systems must be in place. This 

is because – as stated by Tynan and Drayton [5] – satisfying the needs of customers necessitates 

intensive information flows, which are realized between companies (Businesses or abbreviated 

to B), the end customer or consumer (Consumer, C) and public administration (state 

administration or self-government – Government, G). The most important place – especially in 

terms of the number of completed business cases - occupy the relationships at the B2B level 

(applications in the field of e-Procurement, electronic procurement), followed by the B2C level 

(applications in e-Commerce) [6], C2C (purchasing and sale of second-hand goods) [7] and 

G2C (electronic administration, e-Government) [8]. All these levels are then collectively 

referred to as e-Business. 

Aghazadeh [9] points out the fact that the implementation of data exchange system, 

followed by B2B integration, may represent a very efficient tool for enhancing competitiveness 

of market subjects, especially those engaged in logistic activities. This is substantiated by the 

fact that – as Klagge et al. [10] confirms – this entrepreneurial field is inevitably closely 

connected with movement of persons and materials (goods), which is the essence of logistics. 

Folinas and Aidonis [11] state that due to this, logistics is undoubtedly one of the fields that 

have been most heavily afflicted by the anti-COVID measures, which had to be implemented 

globally in order to prevent or leastways curb spreading of the disease [12], thereby however 

creating obstacles to free trade [13]. Thus, they are just logistic firms that are forced to put 

maximum stress on enhancing their market competitiveness, for which B2B implementation 

may be a most efficient tool, with the crucial potential to decide on their economic survival in 

the "hard" times of an economic crisis in general [14], or in the present 2020 "coronavirus" 

economic recession. 

 

1 STUDY OBJECTIVES 

The review study responds to a situation where lack of evidence on this subject is available 

to the researchers as well as business managers. The paper surveys the state of affairs and 

knowledge and aims to provide congested information that will enable the researchers to get an 

all-round and in-depth perception of state-of-art knowledge related to e-Business 

implementation. Also, the study may represent a valuable source of information for business 

managers in formulating their B2B policy in accordance with strategic goals of their company 

with the view of enhancing its competitiveness, especially those engaged in logistics and in 

difficult economic times of the coronavirus economic recession.   

 

2 TYPOLOGY OF E-BUSINESS SYSTEMS 

Mahadevan [3] defines e-Business as a complex system of tools for increasing the efficiency 

of the implementation of business processes through ICT systems. B2B is becoming the most 
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important structure in the field of e-Business with many implications for the global economy 

[15]. Apart from B2B, alternative e-Commerce applications also include electronic 

marketplaces (e-Marketplace, B2B, B2C, B2G), the success of which is based on their open 

character and incorporation of the principle of equality between all the system participants [16]. 

Effective functioning of the electronic marketplace necessitates that the system does not 

constitute just a technological base, but it must be focused on a certain section of products or a 

market segment [17]. One of the circumstances hindering a wider use of electronic marketplaces 

is the absence of clear legislation regulating their operation, the formulation of which should 

involve organizations in the framework of international cooperation [18]. The most complex 

form of Business is represented by the system of Supply Chain Management (SCM), which is 

very common in logistic applications [11]. 

 

3 MANAGEMENT COMPETENCIES 

Aghazadeh [9] states that organizational process leading to the decision whether or not a 

logistic company will implement B2B integration means moving to a completely different 

platform of communication with its business partners, a change of its work routines and the 

related changes in the definition of employee responsibilities. Potentially, this decision can be 

an opportunity to gain a strategic competitive advantage for the company [19]. Therefore – as 

pointed out by Murray [20] – it is a strategic decision, which falls into the exclusive competency 

of its management, i.e. the top level. For this purpose, the company management needs to have 

a strategic analysis available, containing an assessment of the impact of B2B integration on the 

company [21]. When deciding on the B2B integration, the company's management must 

therefore consider both opportunities and threats and their direct and indirect impact on the 

strengths and weaknesses, which were identified on the basis of SWOT analysis and which are 

specific for every particular business entity. 

As the implementation of B2B integration is one of the responses to rapidly changing 

conditions of the global economy [22], with the specific view of anti-COVID measures and 

their impact on logistics [22], it can reasonably be expected that the number of logistic 

companies where B2B integration has already been applied (or is seriously considered) will 

increase over time, as this will provide them with a competitive advantage as also sugggested 

by Corey and Wilson [23] It is therefore clear that the speed with which the application of B2B 

integration is spreading depends on the speed of change of the economic macro-environment 

[24]. Thus it t is not surprising that the acceleration of B2B implementation typically occurs in 

time of economic turbulence, fluctuations, recessions or even crises [19]. For this reason, it is 

to be expected that the efforts of logistic companies to gain any competitive advantage, and 

thereby increase their chances of economic "survival", are "driven" by intensified competitive 

environment, which forces them to increasingly implement B2B integration or – at least – 

seriously consider it. 

 

4 B2B POTENTIAL BENEFITS 

As a result of the implementation of e-Business, an organization (company) is given an 

opportunity to gain a wide range of economic benefits, including the ability to penetrate into 

new areas of the market (whether geographical or product) [25], establish new - and strengthen 
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existing - relationships with its customers [26], expand its portfolio of goods and services 

offered [24], reduce its sales costs and achieve better overall use (allocation) of resources 

available [27]. The most significant benefits of e-Procurement, which has a dominant position 

in B2B, include consistent optimization of internal business processes, reducing the risk of 

errors, establishing and consolidating strategic partnerships and significantly cutting the 

company's operating costs [28]. The pressure to minimize operating costs leads many 

companies to associate in interconnected and coordinated chains, where a Supply Chain 

Management (SCM) system [29] is implemented and actively employed. Christopher and Peck 

[30] state that all the benefits are significantly manifest especially in the case of logistic 

companies, where achieving maximum economic effectiveness is crucial in a time of intensified 

competition due to the very nature of logistics. 

 

5 B2B APPLICATION ASPECTS 

Since intensive information flows are realized within B2B applications, the systems for their 

implementation need to be harmonized between individual participants and integrated into a 

single, effectively functioning unit in order to achieve a system level of their integration [31].  

The system integration can be realized on 2 - consecutive and interconnected – levels [32], 

namely as integration within the company itself (internal integration) and integration of the 

company with its external environment (inter-company integration, or otherwise, integration 

between business partners or B2B integration). In the practice of a logistic firm it means an 

integration with its corporate suppliers, dealers and customers [33]. It is obvious that B2B 

represents a more advanced integration, following the internal integration, because it consists 

in the extension of the company relations with external entities, i.e. entities located outside the 

decision-making competency of the company. Thus, while the application of internal 

integration is decided by the company's management, the decision and implementation of B2B 

integration is always implemented on the basis of consensus reached in business negotiations 

between hierarchically equal partners, who must pursue the same or similar economic goals 

[34]. In this manner, coordinated networks of business partners are formed and strategic 

partnerships are established. 

Data integration – as a necessary pre-requisite for B2B logistic system [35] – can be focused on 

the data itself (i.e. data integration), or on the interface of applications used to manage them 

(application integration), or on methods of working with the data (method integration) or also on the 

portals (portal integration), through which the users work with the data [36]. Data integration consists 

in combining several databases into a consistently functioning system. This process is relatively 

simple, inexpensive, but there may be compatibility issues between the various application interfaces 

through which the data is used. These problems are overcome by application integration, which allows 

the users to work with data that pertains to different application interfaces [37]. However, this often 

constitutes another problem consisting in difficult data consolidation with the aim to integrate them, 

which often requires its transformation into a format that is "understandable" for the application. 

Another type of integration is the integration of methods or services that are applied in the 

implementation of certain standardized activities [35], whose great advantage – and reason for its 

considerable success – is the possibility to expand these integrated systems almost without restriction, 

even outside the company environment. Portal integration [38] offers the users a unified access to 

many information databases and enjoys considerable popularity due to its easy availability via the 

Internet. One of the most common and also efficient technologies employed for system integration is 
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"middleware" [39], which enables an interconnection of in-house and out-of-company units. The most 

commonly used standard for B2B integration is Biztalk [40], whose advantage consists in the fact that 

any programming language can be used in its application. 

 

6 EXTERNAL AND INTERNAL B2B ANALYSIS 

Since the final goal of B2B integration is to gain some competitive advantage, it is necessary 

for a logistic company deciding on eventual B2B implementation to consider not only the 

situation of the company itself, but also all entities in its economic "surroundings", be that 

suppliers, customers, external service providers, distributors, dealers, transporters etc. [23]. For 

this purpose, the company management commonly uses the strategic SWOT analysis [41], 

which focuses on evaluating the strengths and weaknesses of the organization (i.e. internal 

factors that the organization can affect) and also the opportunities and threats (i.e. external 

factors, which can affect only to a very limited extent because they are "located" outside the 

organization) [42]. It is important that the SWOT analysis within the decision-making process 

on B2B integration does not represent a complete SWOT analysis, but – within its framework 

– only the influence of the considered B2B integration on the already completed SWOT analysis 

is taken into account [41]. 

The most accentuated opportunities that a logistic company can gain from B2B applications 

in order to enhance its competitive position include more efficient implementation of internal 

business processes, especially optimization of purchase procedures through their centralization 

[43] and more effective management and planning system throughout the organizational 

structure of the company [44]. All these aspects lead to an overall reduction of the company's 

costs, a reduction of the administrative burden, an overall improvement of relations with its 

business partners and thus a more efficient allocation of resources within a network of 

interconnected business partners [43]. Another opportunity for a logistic company resulting 

from B2B integration is the possibility of entering new markets or their segments [5], the use 

of new distribution channels [45], optimization of all internal and intercompany processes [46], 

a possibility of establishing strategic partnerships and contracting specific services through an 

external supplier [47]. Man must keep in mind however that B2B integration inevitably brings 

about threats which must be taken into account, especially those arising in connection with the 

increased volume of information flows and those arising from globalization of the world 

economy as a whole [21]. As stated above, this especially applies to the field of logistic 

entrepreneurship, mainly due to its global character and the present coronavirus disease. 

Therefore, it is necessary to perform an analysis of target entities, i.e. in this case the corporate 

customers of the logistic company, which focuses primarily on capturing the character of their 

decision processes and purchasing routines [27]. Also, a marketing situation analysis is to be 

applied here, which is specific for every individual company [48] and focuses on both its 

internal as well as external conditions. 

Folinas and Aidonis [11] warn however that – when deciding on implementing of B2B 

integration – a logistic company must consider the threats associated with this step, namely 

relatively high financial costs, especially at the beginning of the implementation process, 

security risk ensuing from the electronic data exchange with external entities, risk of data 

exchange incompatibility, as well as the risk of failure of negotiation between the participants 

of the intended integration regarding its terms and, last but not least, the rather vague legislative 

background that regulates B2B integration. Like in the case of opportunities, also for the threats 
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it is necessary to analyze not only the potential of (prospective) partners but also that of 

(prospective) competitors [49] of the company and their strategic goals [43] – this applies to 

competition in all forms of its existence [50], which is very intense in the present time of 

coronavirus economic recession, especially in the field of logistics. 

Beside the SWOT analysis, the company's management must – in the framework of its 

decision process on B2B integration – consider whether the total revenues of the integration 

exceed its total costs (for example through CBA - Cost Benefit Analysis) [42]. The payback 

period of the integration must also be taken into account since time aspect is to be regarded as 

a form of investment. Based on these analyses (especially SWOT), it is then possible for the 

company management to formulate a specific marketing mix, allowing the company to conform 

its offer to the demand of its potential customers [51] and develop a corresponding marketing 

strategy [52]. 

 

CONCLUSION 

The sources surveyed in this study are in a complete agreement that B2B has become a very 

significant and even integral part of modern business structures, which finds a wide range of 

economically efficient applications. E-Business provides market participants with a wide 

variety of opportunities of enhancing their competitive position, the most important of which 

consist in extending the range of potential customers, possibility to enter new – even highly 

competitive – markets or their specific product segments and to establish new and/or maintain 

the existing business relations with the company partners, be that customers or suppliers. Also, 

based on the sources reviewed, we conclude that B2B implementation is a great and long-

horizon perspective especially for companies actively engaged in logistics (logistic businesses) 

due to the inevitable essence of this entrepreneurship. The potential of effective improving the 

competitive position makes B2B integration a very efficient tool for logistic companies for 

achieving an advantage over their competitors. This is especially important in time of 

macroeconomic instability, turbulences, be that a crisis or a prolonged economic recession, 

when preserving and/or building a firm competitive position is imperative for any business 

entity, having possible influence on its economic "survival". 
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Thematically, the conference focuses on the issue of 
logistics in the context of Industry 4.0: 

 
Modeling issues 

• Modeling of risk exposure of projects in transport 

• Modeling of the brand valuation process in transport and telecommunications 

• Modeling of stochastic processes on transport networks 

• Modeling the management of the integration of transport systems in the territory 

• Modeling of distribution logistics 

• Modeling the performance development of transport equipment 

• Design of material flow optimization model 

• Creation of a waste logistics model in urban agglomerations 

 
Management issues 

• Supply chain management in the metropolitan area 

• Synergies of air and high-speed rail transport development 

• Optimization of electronic communication flows in the logistics chain 

• Management and performance evaluation of logistics processes in practice 

• Logistics applications to increase business flexibility 

• Evaluation of the logistics performance of the company in the field of services 

• Design of methodology for the analysis of logistics systems 

• Analysis of pipeline transport of material 

 
Other modern methods related to logistics. 
We also welcome contributions dealing with the solution of the impacts of the pandemic 
situation on logistics processes. 
 
Accepted papers will be reviewed and published in the journal Acta Logistica Moravica. 
Instructions for editing the manuscript are available at http://www.actalogisticamoravica.cz. 
Speech at the conference is conditional on the delivery of a written paper. The entry fee for 
the conference is CZK 400 (€ 16), which is to be paid no later than on the day of the 
conference. 
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The Advanced Methods in Logistics, AML (Pokrokové metody v logistice, PML) 
Conference was established in 2016. The first conference was organized in 
cooperation with the Faculty of Transportation Services Czech Technical University in 
Prague. The first chairman of the conference was Professor Vladimír Strakoš. 
Every year, the conference brings about ten important and interesting topics from the 
field of logistics. AML conference is an annual platform to share new points of view on 
logistics and to meet students, teachers, scientists, and experts in the field of logistics. 
The above-mentioned Professor Vladimír Strakoš is still the honorary chairman of the 
Conference. 
This year´s conference was a bit unique. The pandemic situation and government 
restrictions did not allow us to hold the conference as usual, but we have found the 
online platform to allow all accepted papers to be presented. 
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APPLICATION OF AGILE METHODS IN LOGISTICS  
IN THE FRAMEWORK OF IMS 

UPLATŇOVANIE AGILNÝCH METÓD V PODNIKOVEJ LOGISTIKE 

V RÁMCI IMS 

Mgr. Jarmila Blahová1 

Centre of languages, humanities and academic sport 

Slovak university of Technology in Bratislava 

e-mail: jarmila.blahova@stuba.sk 

doc. Ing. Alena Pauliková, PhD.2 

Institute of Industrial Engineering and Management 

Slovak university of Technology in Bratislava 

e-mail: alena.paulikova@stuba.sk 

 

Abstract 

The paper focuses on applying of agile approach within logistic systems for implementation of 

integrated management systems (IMS). The aim is to provide a brief preview of the methods of 

agile management in the context of the current era requirements, as well as, to present the 

options of its application within logistics. Agility, as such, emphasizes focusing on priorities, 

people, transparency, communication, and mineralization of work, which is often connected 

with its improvement. In today’s world that is often characterized as VUCA world (volatility, 

uncertainty, complexity, and ambiguity), the orientation on searching trust, certainty, and 

stability seems to be very topical. It is through these agile methods, in comparison with those 

traditional, the organizations can gain an essential advantage in the competitive environment.  

Abstrakt 

Článok sa zameriava na uplatňovanie agilného prístupu v rámci logistických systémov pre 

zavádzanie integrovaných manažérskych systémov (IMS). Jeho cieľom je poskytnúť stručný 

prehľad metód agilného riadenia v kontexte požiadaviek súčasnej doby, ako aj predostrieť 

možnosti jeho aplikácie v rámci logistiky. Agilita ako taká zdôrazňuje zameranie na priority, 

ľudí, transparentnosť, komunikáciu a minimalizovanie práce, ktoré je často spojené s jej 

skvalitňovaním. V súčasnom svete, ktorý je často skloňovaný ako VUCA world, teda 

charakteristický nestálosťou, neistotou, komplikovanosťou a nejednoznačnosťou, je orientácia 

na hľadanie dôvery, istoty a stálosti vysoko aktuálna. Práve skrze agilné metódy, v porovnaní 

s tými tradičnými, môžu organizácie získať významnú výhodu v konkurenčnom prostredí.  

Key words  

Agile methods, system of control, Scrum, integrated management systems, IMS 

 
1 Doktorand v odbore priemyselné manažérstvo na Materiálovotechnologickej fakulte Slovenskej technickej 

univerzity v Trnave (MTF STU) 
2 Docentka, CSc., PhD. na Ústave priemyselného inžinierstva a manažmentu na MTF STU 

https://is.stuba.sk/auth/pracoviste/pracoviste.pl?id=84;nerozbaluj=1;lang=en
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ÚVOD 

„Mnohé firmy sú na ceste transformácie na adaptabilnú a agilnú organizáciu. Sú rôzne 

prístupy ako zaviesť agilitu do organizácií. Nezávisle od toho akú cestu si vyberiete, skôr či 

neskôr sa dostanete ku kroku, že skutočná práca agilným spôsobom musí začať a tímy sa musia 

naštartovať a fungovať „po novom.“ Diana Rusnáková 

Súčasnú logistiku môžeme bez váhania považovať za významný kvantitatívny, no ešte viac 

kvalitatívny faktor rozvoja vo sfére makro aj mikroekonomiky. Podľa Dupaľa [1] je účinným 

nástrojom na dosahovanie priaznivých zmien a efektívnosti v procesnom manažmente. Vo 

všeobecnosti môžeme konštatovať, že zrejme neexistuje taký podnik, ktorý by nemal ambíciu rásť 

a zlepšovať sa, čoho znakom by boli spokojní zákazníci, zamestnanci, a ďalšie zainteresované strany 

ako aj celková schopnosť ponúkať nové a hlavne kvalitné produkty a služby. V súčasnosti existuje 

pestrá ponuka metód, ktoré pri projektovom riadení môžu podniky využívať, no väčšina z nich nie je 

schopná tieto ciele stopercentne zabezpečiť. Preto sa dnes do popredia dostávajú tzv. agilné metódy, 

ktoré v sebe nesú sľubný potenciál rozvoja. So zvyšovaním sa celkovej komplexnosti výrobných 

procesov, nárastom množstva zariadení, pracovníkov ako aj kvantity a rôznorodosti vstupného 

materiálu a polovýrobkov v podniku, sa riadenie vnútropodnikových logistických systémov stáva 

čoraz náročnejším a preto pružné, flexibilné a inovatívne metódy môžu byť tým správnym riešením. 

O tom, aké metódy sa v súčasnosti v rámci logistiky často využívajú, aké sú ich ciele, výhody aj 

nevýhody pojednáva tento príspevok. Prechádza od stručného popisu tradičných metód cez 

modernizáciu až k najnovším inovačným metodológiám. Agilné metódy dokážu ponúknuť 

zaujímavé riešenia, ktoré pružne reagujú na ekonomické aj hospodárske zmeny súčasnosti a zároveň 

umožňujú predvídavo plánovať využívanie príležitostí, aby sa zaistilo efektívne dosiahnutie 

zamýšľaných výsledkov [2] . 

 

1 LOGISTIKA A JEJ METÓDY 

Systémové riadenie, plánovanie, kontrola vonkajšieho aj vnútorného materiálového toku 

a s ním súvisiaceho informačného toku z miesta vzniku do miesta spotreby, ako aj realizácia 

celého tohto procesu – to všetko sa skrýva pod logistikou. Jej cieľom je naplniť potreby resp. 

požiadavky zákazníkov a dosiahnuť to pri zachovaní čo najnižších nákladov a čo najvyšších 

ziskov. V podnikovej logistike je mimoriadne dôležitá celková optimalizácia daného systému, 

ktorej postup tkvie v používaní takých nástrojov a metód, ktoré dokážu naplniť spomínaný cieľ. 

Výrobná logistika sa zaraďuje medzi aktívne faktory, ktoré hrajú významnú úlohu pri 

zvyšovaní celkovej výrobnej výkonnosti prevádzok, ako aj pri priamom dosahu na 

optimalizáciu využívaných zdrojov, zásob, kvalitu produkcie, vyťaženosť skladov či redukciu 

výrobného času produktu. [3]  

Podniková logistika je obsiahnutá v každej norme systémového manažérstva, ktorá bola 

konsolidovaná od roku 2015 v článku (prípadne pri niektorých v kapitole) č. 7 – Zdroje, kde sa 



17 

uvádza, že organizácia musí určiť a poskytnú a udržiavať infraštruktúru nevyhnutnú na 

prevádzku jej procesov na dosiahnutie zhody produktov a služieb, pričom táto infraštruktúra 

zahŕňa zariadenia vrátane softvéru a hardvéru, ako aj zdroje dopravy, informačnú 

a komunikačnú technológiu. [4] 

 

1.1 POŽIADAVKY SÚČASNEJ DOBY NA LOGISTIKU 

Keďže moderná doba prináša so sebou veľa výziev, medzi ktoré patrí aj neustála potreba 

zvyšovania variability vyrábaných produktov pri súčasnom tlaku na znižovanie výrobných 

časov a prevádzkových nákladov, výrobné prevádzky a podniky stoja pred nevyhnutnosťou 

modernizovať zavedené postupy a intra-logistické procesy, aby tak pružne reagovali na 

požiadavky trhu.  

Na efektívne fungovanie logistického systému je potrebná adaptácia a rýchlosť reakcie na vzniknutú 

situáciu. Čas zohráva kľúčovú úlohu pre zvyšovanie spokojnosti zákazníkov a stáva sa veľkou 

výhodou v konkurenčnom prostredí. Požiadavky na komplexnosť a rôznorodosť zásobovacích 

reťazcov stúpajú, no popri tom sa tlačí na znižovanie časových intervalov a čo najrýchlejšie odozvy. 

Logistické reťazce musia stíhať rastúce nároky a to si vyžaduje prehľad a dobrú orientáciu v rámci 

daného systému. Tieto parametre spĺňajú tzv. agilné metódy, pre ktoré je podstatná tzv. „viditeľnosť“ 

(visibility). Tá kladie dôraz na schopnosť systému vidieť objednávky zákazníka a zároveň zásoby. 

Elektronická komunikácia (mailové služby, fax alebo telefóny takúto prehľadnosť nezabezpečujú. 

Tie môžu byť tzv. pohotovostné nástroje, ale nezabezpečia požadovaný celkový prehľad. Najmä čo 

sa týka medzinárodných dodávateľov, logistika potrebuje moderné metódy, ktoré budú pružne, agilne 

reagovať na dané požiadavky. [5] 

Tri najčastejšie spomínané zásadné prvky, ktoré prispievajú k obchodnému úspechu sú 

technológie, prax/prevádzka a ľudia. Technológie sa v dnešnom svete stávajú nevyhnutnosťou, 

obzvlášť webové systémy, ktoré  vedia byť užitočné pre obe strany – dodávateľské firmy ako 

aj pre ich odberateľov, teda zákazníkov. Nie sú finančne náročné a majú pomerne široké 

využitie. Prispievajú k pružnosti, teda agilite podniku výraznou mierou. Ďalším  kľúčovým 

prvkom pre  agilnosť sa stáva aj spolupráca, ktorá sa často zacieľuje na iné podniky, ktoré môžu 

poskytnúť nové prepravné možnosti alebo skladovacie priestory apod. Spolupráca môže byť 

stimulom pre neustále zlepšovanie výmeny informácií, manažmentu objednávok, dodávok, 

znižovania časov a neistoty. [5]  

Sielniková [6] zdôrazňuje, že tri základné princípy pre sľubnú budúcnosť firiem stoja na funkčnom 

softvéri, spolupráci so zákazníkmi a na schopnosti pružne reagovať na zmeny. Netýka sa to len 

projektového riadenia, ale aj logistiky výkonného podniku. Agilné metódy prinášajú so sebou 

flexibilitu, schopnosť adaptácie – teda svižne reagujú kedykoľvek na akúkoľvek situáciu a zjavne sa 

zaraďujú medzi moderné a mimoriadne prínosné metódy aj v rámci logistiky. 

Tieto agilné metódy začleňujú do seba uvažovanie založené na riziku, kde táto koncepcia je 

vnímaná nie ako ohrozenie, ale skôr ako „risk je zisk“ teda príležitosť na zmenu k lepšiemu.  

Manažovaním rizika je možné vytvárať a chrániť hodnoty v organizáciách, rozhodovaním, 

formulovaním cieľov a zlepšovaním výkonnosti. Manažovanie rizika je opakujúci sa proces, 

ktorý pomáha organizáciám pri formulovaní stratégie, pri dosahovaní cieľov a pri prijímaní 

informovaných rozhodnutí, [7] 
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1.2 MODERNÉ NÁSTROJE ZLEPŠOVANIA LOGISTICKÝCH TOKOV 

Zlepšenia, ktoré sa zameriavajú na kontrolu prísunu komponentov z a do výrobnej organizácie 

môžu firmám priniesť významné úspory. Organizácia by mala byť udržiavať v rovnováhe 

efektivitu a výkonnosť strategickým plánovaním, pravidelnou údržbou systémov, revíziou aj 

komplexnejším pohľadom na rôzne organizačné špecifiká a vonkajší kontext. Nástroje, ktoré 

sú v logistike považované za moderné metódy a prístupy pomáhajú vylepšovať logistické toky. 

Malega [8] uvádza týchto 8 základných metód a nástrojov: PULL systém (ťahový), PUSH 

systém (tlakový), štandardizácia, Kanban systém, Milkrunm JIT/JIS – just in time/just in 

sequence, ergonómia a 7 typov plytvania. Metódy sú rôzne a líšia sa v spôsobe klasifikácie. 

Podľa Janusku [3] medzi tie základné patrí hlavne analýza procesov, ktorá zahŕňa matematickú 

štatistiku, či zhlukovú analýzu alebo teóriu chýb. Patrí sem aj modelovanie, optimalizácia, 

riadenie a vyhodnocovanie procesov, ktoré využívajú teóriu grafov, simulačné techniky, 

operačnú analýzu, teóriu rozhodovania, hodnotovú analýzu, analýzy úžitku a nákladov 

a mnoho iných. Vhodnými pre logistiku a na riešenie úloh s ňou spojenými sú aj metódy umelej 

inteligencie alebo heuristické metódy.  

 

2 AGILITA A JEJ MIESTO V LOGISTIKE 

Základ úspechu pre malý aj veľký podnik v súčasnom konkurenčnom prostredí pramení 

v schopnosti vyrábať kvalitné výrobky, poskytovať kvalitné služby, udržať pritom čo najnižšie 

náklady a promptne reagovať na požiadavky trhu. Podniky, ktoré počas súčasnej ekonomickej 

krízy menia svoje stratégie a myslenie na pružné, využívajú agilné metódy a nástroje, neboja 

sa inovácií a nových technológií budú vo výhode. Podľa Pelákovej [9] vo výrobe pomáha 

podnikom k úspore hlavne vyhľadávanie príležitostí, schopnosť inovovať, optimálna úroveň 

zásob, dobrá organizácia údržby, rýchle reakcie na dopyt, systém a poriadok na pracovisku 

a plynulosť výrobných procesov. Práve tieto atribúty ponúka agilná logistika. 

Termín „agilita“ nie je vôbec nový, skloňuje sa v prostredí projektového manažmentu a logistiky už 

takmer 15 rokov. Jeho korene ležia vo vývoji softvéru, kde je nevyhnutné držať tempo so závratným 

kreatívnym procesom neustálych inovácií. Termín „agilný projektový manažment“ sa spopularizoval 

tzv. „Agilným Manifestom“, ktorý podpísalo 17 vývojárov v 2001. Ten porovnáva a dáva do 

kontrastu kľúčové atribúty agility vzhľadom k tradičným metódam. [10]  

• Jednotlivci a interakcie nad procesmi a nástrojmi 

• pracovný softvér nad obsiahlou dokumentáciou 

• spolupráca so zákazníkmi nad zmluvnými dohodami 

• reagovanie na zmeny nad nasledovaním presného plánu 

Rovnako aj mnohé organizácie, ktoré poskytovali IT služby znížili náklady a zlepšili efektivitu 

svojich služieb, agilitu a spokojnosť zákazníkov. Reagovali tak na tlak, ktorý vyvinul verejný 

sektor s požiadavkou, aby „poskytovali viac za menej“ samozrejme pri zachovaní vynikajúcej 

kvality dodávaných služieb. To bolo možné vďaka implementácii STN ISO IEC 20000-1 a STN 

ISO IEC 20000-3 pre manažérstvo služieb. [11, 12] 
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2.1 TRADIČNÉ VERZUS AGILNÉ 

Agilita je vo všeobecnosti chápaná ako činorodosť, aktívnosť, horlivosť, čulosť. Teda ako 

schopnosť zmeny smeru tela účinným a efektívnym spôsobom. Spravidla sa táto dispozícia 

spájala so živočíchmi, ktoré dokázali meniť smer pri ohrození života. V širšom zmysle za agilitu 

považujeme schopnosť rýchlo sa prispôsobiť meniacim sa podmienkam. Niekedy sa agilnému 

správaniu hovorí cha-orderic – čiže akoby zavedenie určitého poriadku do chaosu. O agilite sa 

najčastejšie hovorí v súvislosti s projektovým riadením, ktoré je protipólom klasického 

projektového riadenia. Tradičné projektové metódy sa nazývajú aj vodopádové, čo sa 

odvodzuje od toho, že príkazy sa zadávajú zhora nadol. Agilita pri riadení projektov znamená, 

že sa prideľujú väčšie právomoci tímom a dôraz sa kladie na požiadavky zákazníka, ktorý sa 

aktívne zúčastňuje procesu. Stručne povedané, klasické riadenie projektu sa snaží zabrániť 

zmenám (change prevention), zatiaľ čo agilné riadenie  je v spojení so zákazníkom a pružne 

reaguje na jeho podnety a požiadavky. [13] Ako užitočný nástroj sa tiež javí Návod na 

projektové riadenie obsiahnuté v medzinárodných normách. [14, 15] 

Agilná logistika je vzhľadom na už spomenuté, integráciou výroby, dopravy a informácií 

v rámci širšieho podniku (napr. celého zásobovacieho reťazca) s cieľom poskytovať 

konkurenčné výhody vďaka flexibilite reakcií v reálnom čase na jedinečné a meniace sa 

požiadavky zákazníkov. Rôzne štúdie naznačujú, že agilné metodológie získavajú viac a viac 

priestoru vo svete obchodu už aj mimo oblasti vývoja softvérov.  Agilné tímy sú totiž nielen 

rýchlejšie, ale aj úspešnejšie. V súčasnosti už existuje celá škála špecializovaných metód 

nástrojov, ako je napr. Scrum alebo Kanban, ktoré sa považujú za vysoko agilné a veľmi 

efektívne. 

 

2.2 PRÍKLADY AGILNÉHO RIADENIA 

Už sme spomínali systém Kanban, ktorý je spolu so systémom Scrum (prekl. mlyn) 

využívaným systémom agilného riadenia. Podľa wikipédie je Scrum interaktívnym spôsobom 

riadenia vývoja softvéru (https://cs.wikipedia.org/wiki/Scrum) a je považovaný za 

najjednoduchší a svetovo najrozšírenejší (cca 60% agilných projektov je riadených 

prostredníctvom Scrum-u) agilný spôsob riadenia.  

Scrum je podľa Swabera a Sutherlnada [10] procesný rámec, v ktorom je možné riešiť 

komplexné adaptívne problémy a zároveň kreatívne vytvárať produkty s najvyššou možnou 

hodnotou. Využíva sa pre riadenie práce na komplexných produktoch od začiatku 90. rokov. 

Scrum nie je proces, technika alebo nejaká definitívna metóda, ale naozaj skôr rámec,  v ktorom 

je možné využívať rôzne procesy alebo techniky. Môže odhaliť relatívnu účinnosť určitého 

produktového riadenia a pracovných postupov, čo ponúka možnosti ako zlepšovať produkty, 

tím aj pracovné prostredie. Pozostáva zo Scrum Tímov a k nim pridružených rolí, 

organizovaných udalostí alebo aktivít (eventov), zdokumentovaných informácií v listinnej 

alebo elektronickej podobe a pravidiel.  

V Scrum-e rozoznáme tri hlavné pozície: Scrum Developer, Scrum Master a Scrum Product 

owner. Scrum Developer zahŕňa všetkých členov vývojového tímu. Pôvodne boli agilné metódy 

používané iba v oblasti IT, preto sa používa názov vývojový tím, ale Scrum je v súčasnosti už 

univerzálnou metodikou a môže sa použiť aj v iných oblastiach hospodárstva. Scrum Master 

dohliada na dodržiavanie Scrum procesov a zabezpečuje, aby Scrum tím mal všetky potrebné 
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prostriedky na nerušenú prácu. Scrum Product Owner zastupuje zákazníka a je zodpovedný za 

správne prenesenie požiadaviek používateľa do vývojového tímu. [13, 16] 

 

Obrázok 1 Scrum predstavuje súbor princípov pre pomoc tímom. 

Kľúčové na Scrume je to, že počas projektu môžu zákazníci meniť názor na to, čo vlastne 

požadujú a potrebujú – to je vlastne základom pre agilitu tohto systému. Nové nepredvídané 

úlohy sa nedajú riešiť len lepšou prognózou a plánovaním. Scrum zahŕňa empirický prístup, 

podľa ktorého sa problém nedá úplne pochopiť alebo definovať. Preto sa sústreďuje na 

maximálnu schopnosť tímu rýchlo dodať to, čo má najväčšiu prioritu a reagovať na nové 

požiadavky podľa potreby. Základom Scrumu je teda malý tím ľudí, ktorý je veľmi pružný a 

prispôsobivý. Tieto tímy vyvíjajú, uvádzajú, prevádzkujú a udržiavajú prácu a pracovné 

produkty ďalších stoviek i tisícov ľudí, ktorí navzájom spolupracujú. [10] 

Pomerne často spomínanou a využívanou metódou agilného riadenia je okrem Scrum už 

spomínaný Kanban (dielenské riadenie výroby, používaním kariet alebo cedúľ). V porovnaní 

so Scrum je táto metodológia flexibilnejšia a nemá striktne rozdelené roly. Kanban kladie 

dôraz na tím ako celok a jeho postupné dodávanie výstupov v čo najlepšej kvalite. Ďalšou 

metódou,  s ktorou sa pomerne často môžeme stretnúť je Lean (štíhly manažment), ktorá sa 

zameriava na dosiahnutie čo najväčšieho zisku s čo najmenším počtom zdrojov. [6] 

 

ZÁVER 

Moderné metodológie riadenia logistických tokov v porovnaní s tými tradičnými prinášajú 

nové výzvy a vylepšenia. Výskum GLOBAL TRADE MANAGEMENT STUDY od AEB 

a DHBW (2017) [17] preukázal, že až 84% spoločností je presvedčených, že agilný prístup 

poskytuje v súčasnej dobe väčšie šance obstáť v konkurenčnom boji. Dve tretiny z oslovených 

spoločností očakávajú, že agilné metodiky nakoniec nahradia tradičné riadenie projektov 

v globálnom obchode aj logistike. Svetový obchod a logistika smerujú k vyššiemu štandardu 

flexibility, úspore nákladov ako aj zameraniu na zákazníka. Agilný spôsob sa zdá byť tým 

správnym prístupom, ako efektívne a úspešne riadiť dynamický vývoj a komplexné projekty. 

Odborníci nevidia v agilite len nejaký moderný výstrelok. Skúsenosť naznačuje, že agilné 

prístupy vo svetovom obchode a logistike skutočne ponúkajú podnikom hmatateľnú 

konkurenčnú výhodu. Agilné metódy iste nie sú odpoveďou a riešením na všetky oblasti 

hospodárstva, no každopádne svojím zameraním na zákazníka ponúkajú široké spektrum výhod 

a možností lepšej udržateľnosti podnikov v súčasnom konkurenčnom prostredí. Pri agilných 

metódach treba tak isto ako aj pri iných a možno aj viac neustále dbať aj na hľadisko 

psychologického dopadu na zamestnancov, podporovať aspekt spolupráce, podpory a ochrany 
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zdravia a bezpečnosti pri práci v rámci podporovanej integrácie manažérskych systémov 

kvality, informačnej bezpečnosti, BOZP a ďalších. [18] 
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Abstract 

Technologies such as 3D printing are fundamentally changing how companies manufacture, 

distribute, and maintain products. Companies are moving toward decentralized manufacturing 

models that allow for manufacturing at the place and time of need. As highly sensitive product 

data travels between industrial companies, suppliers, and subcontractors, ensuring the security 

and integrity of intellectual property becomes a major challenge. The integrity and traceability 

of the 3D printing digital flow is critical to prevent counterfeits, maliciously modified, poor 

quality, or uncertified parts from entering the physical supply chain. 

As more and more industries are realizing the benefits of 3D printing, the transportation, 

distribution, and security of the needed digital files has become a major topic of consideration. 

The products of 3D printing are only as viable as the integrity of the digital files and the printers 

that create them. The volume of data produced by supply chains and their newly formed digital 

ecosystems is overwhelming. If unsecured, this data has the potential to harm through 

counterfeit, maliciously modified. To ensure the integrity and traceability of digital files and 

assure their secure delivery at each stage in the supply chain - from the file developer all the 

way to the end user - more companies are turning to blockchain. 

Abstrakt 

Technologie, jako je 3D tisk, zásadně mění způsob, jakým společnosti vyrábějí, distribuují 

a udržují produkty. Společnosti směřují k decentralizovaným výrobním modelům, které 

umožňují výrobu v místě a v čase potřeby. Vzhledem k tomu, že vysoce citlivá data o výrobcích 

putují mezi průmyslovými společnostmi, dodavateli a subdodavateli, stává se zabezpečení 

a integrita duševního vlastnictví velkou výzvou. Integrita a sledovatelnost digitálního toku 3D 

tisku je zásadní, aby se zabránilo vstupu padělků, zlomyslně upravených, nekvalitních nebo 

necertifikovaných dílů do fyzického dodavatelského řetězce. 

Jelikož si stále více průmyslových odvětví uvědomuje výhody 3D tisku, stala se doprava, 

distribuce a zabezpečení potřebných digitálních souborů hlavním tématem úvah. Produkty 3D 

tisku jsou životaschopné pouze při integritě digitálních souborů a tiskáren, které je vytvářejí. 

Objem dat produkovaných dodavatelskými řetězci a jejich nově vytvořenými digitálními 

 
3 External PhD. student 
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ekosystémy je ohromující. Pokud nejsou tato data zabezpečena, mohou být potenciálně 

padělána. K zajištění integrity a sledovatelnosti digitálních souborů a zajištění jejich 

bezpečného dodání v každé fázi dodavatelského řetězce - od vývojáře souborů až po koncového 

uživatele - se více společností obrací k Blockchainu. 

Key words 

Blockchain, 3D printing, Additive Manufacturing (AM), Intellectual Property, Chain of Trust 

Klíčová slova 

Blockchain, 3D tisk, aditivní výroba (AM), duševní vlastnictví, řetěz důvěry 

 

INTRODUCTION 

3D printing promises to change the way we live and how we make and consume goods. It 

is forecast that the 3D printing market is to become a multibillion dollar industry in the next 

decade. 3D printing has become commonplace in areas such as pre-production prototyping, 

small-scale bespoke manufacturing and with enthusiasts. Nevertheless, the lack of a compelling 

3D printing value proposition is hindering the mass adoption of 3D printing and limiting growth 

in the industry. 

The 3D printing industry is making advances toward printing electronic components and 

entire devices, as well as food, drugs and even organic tissue. As a result, it can be expected 

that a 3D printing economy will develop to encompass local manufacturing of all sorts of goods, 

from the simple to the complex, from the public domain or commercial design specifications. 

Following a typical contemporary trend, many of the current innovations in 3D printing can be 

expected to reach the average consumer soon. 

3D printing technology permits new ways of thinking in terms of the social, economic, 

environmental and security implications of the manufacturing process, with universally 

favourable results. The wider adoption of 3D printing would likely cause the re-invention of a 

number of existing products as 3D printable products, and enable an even bigger number of 

completely new products. 

Despite the growing commercial use of 3D printers, manufacturers are working with 

‘closed’ supply chains consisting of in-house production capability and approved suppliers, 

with whom they share data securely and have a relationship of trust; they are currently deprived 

of the opportunity to take advantage of wider global supply opportunities because no 

mechanism for decentralised trust and fulfilment exists. 

The problem with traditional manufacturing is that it is heavily location-dependent, with 

production typically being centred in a few locations and often driven by cost factors to be on 

a different continent to where the goods are needed, requiring costly and time consuming 

shipping and customs overheads. 3D printing offers the opportunity for localised production, 

however, this is currently only possible on a small scale using individual machine owners or 

3D print service providers. The mechanism does not exist to connect large numbers of 

independently owned 3D printers on a global scale and allow them to act as a global 

decentralised supply chain to any business client or individual. 

The use of 3D printing technology has the potential to affect the global economy, if a 

mechanism as described above were adopted worldwide. The shift of production and 

distribution from the current centralised model to localised production based on an on-demand, 
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decentralised, customisable production model could be revolutionary in many respects. This 

new manufacturing paradigm depends on certain technological advances to make a 

permissionless blockchain driven supply chain a viable alternative to the traditional ‘closed’ 

supply chains commonly used in current manufacturing, as well as advances in 3D printer 

technology to allow them to work with the blockchain.  

Alongside benefits such as less material waste and the use of innovative materials, the digital 

nature of 3D printing puts these manufacturing technologies in a strong position to support 

superordinate trends such as digitization, Industry 4.0 and Logistics 4.0. 

But, besides challenges such as limited scalability and high costs, the digital nature of 3D 

printing processes triggers significant data protection concerns and signifies intellectual 

property-related threats to companies. Based on the digital nature of 3D pritning and the ensuing 

various (data) interfaces, two points of views have to be considered: data and intellectual 

property protection within the manufacturing process and data and intellectual property 

management within the 3D printing value chain and across organizational boundaries. 

Therefore, given the importance of data and intellectual property protection in 3D printing, 

researchers identify blockchain as a possible solution to these data-related threats and through 

this, enable further and more rapid industrialization of 3D printing. 

 

1 TECHNOLOGY BACKGROUND 

3D printing 

3D printing, also known as additive manufacturing – AM (the terms 3D printing and additive 

manufacturing have become interchangeable), is an additive technology used for making three 

dimensional solid objects up in sequential layers from a digital file from a 3D model without 

the need for a mould or cutting tool. 3D printable models can be almost any shape or geometry 

and are created using a computer-aided design (CAD) software package, via a 3D scanner, or 

using a plain digital camera and photogrammetry software.  

 

Blockchain 

As the underlying technology of Bitcoin, blockchain in forms of chained data blocks is a 

distributed ledger shared and maintained by each node in the decentralized system [1]. In 

blockchain system, nodes (also called miners) connected and interacted through P2P network 

are motivated by incentive mechanism to contribute their computing power to execute, verify, 

package and disseminate transactions generated over a period of time. At the same time, miners 

strive for the accounting right according to consensus mechanism and the winner can connect 

its own committed block to the main chain and get the corresponding reward, and then the rest 

of the nodes accept the updates. Generally, blockchain can be divided into public blockchain, 

private blockchain and consortium blockchain based on their permission model. 

The term “smart contract” was first coined in 1994 by the computer scientist and 

cryptographer Nick Szabo, who defined a smart contract as “a set of promises that are specified 

in digital form, including protocols within which the parties per-form on these promises.” [2] 

Concretely, blockchain-enabled smart contracts can be regarded as the computer programs on 

distributed ledger with states, preset rules and conditional responses, they can encapsulate, 

verify and execute complex behaviors of distributed nodes to realize information exchange, 
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value transfer and asset management. As computer transaction protocols that can self-verify 

and self-enforce the terms and conditions without intermediary, digital smart contracts can be 

embedded in various assets, transactions and data, so as to act as trusted agents to efficiently 

and safely execute contracts and create a variety of intelligent assets and systems. Blockchains 

and blockchain-enabled smart contracts both have the characteristics of de-trust, 

decentralization, autonomy,anonymity, traceability and tamper-resistance, and have shown 

broad application prospects and attracted wide attention. At present, they have been applied in 

medical, financial, Internet of Things and many other fields [3]. 

 

2  BLOCKCHAIN TECHNOLOGY IMPLEMENTED IN 3D PRINTING 

Use cases in which blockchain technology could be implemented in AM were identified:   

• Data and intellectual property protection,  

• traceability, authentication and certification,  

• smart contracts, 

• process automation. 

 

Data and  intellectual property protection 

Within this use case, two areas of application could have been identified: firstly, the 

mere secure storage of data and intellectual property. Secondly, through the use of smart 

contracts, intellectual property could be securely and automatically shared without the risk of 

malicious behavior and losing control over own sensible data. The secure and automated 

sharing of sensible data, and especially of 3D printing files (including the necessary printing 

parameters), can then lead the way to a more efficient collaboration among organizations and 

to new business models. 

 

Traceability, authentication, and certification 

The second use case is made possible through the characteristics security (immutability) 

and distribution of blockchains, efficient part traceability, authentication, and certification. 

Using blockchain technology as a shared database with suppliers could help track the quality 

and compliance of products along the entire supply chain. Keeping in mind the major industries 

to profit from 3D printing technologies, namely aerospace, automotive, as well as medical and 

dental, the need for part verification and traceability becomes even more evident [4]. 

 

Smart contracts 

Smart contracts in 3D printing are the basic mechanism with which other use cases of 

blockchain in 3D printing are made possible. There are three instances in which the use of smart 

contracts is regarded as auspicious and thus worth further detailing. First, the secure sharing of 

intellectual property and 3D printing files including automated royalty payments. Secondly, 

blockchain-enabled licensing management. Lastly, smart contracts enable the secure and 

automated governance of business processes in 3D printing. Leveraging the escrow-

functionality of blockchains and smart contracts, such processes can, for example, include the 

order fulfillment and processing. Nevertheless, it proves difficult to determine the exact impact 
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and probability of the introduction of smart contracts within 3D printing. Important unsolved 

obstacles contributing to the uncertainty regarding smart contracts are the lack of integration 

into the current software environment, the low technical maturity of smart contracts, as well as 

the unsettled legal status and enforceability of smart contracts [5]. 

 

Process automation 

In the distant future, Blockchain technology, including smart contracts, has the potential 

to eventually enable machineto-machine communication and thereby automate complete 

business processes in the 3D printing industry. The concept of a shared autonomous factory 

model - in this decentralized model, blockchain and smart contracts enable a more efficient 

printing of parts as printers actively seek to find print jobs that fit their technical features and 

that need to be printed at a specific location. Additional advantages of this decentralized 

manufacturing approach of additive parts include the decrease in necessary inventory, lower 

transaction costs, and shorter supply chains. Therefore, by replicating the entire 3D pritning 

value chain and production process on a blockchain, researchers and experts alike aspire to 

empower a more transparent, efficient, automated, and secure form of 3D printing. 

 

Blockchain-enabled business models in 3D printing 

The introduction of blockchain technology can pave the way for new business models 

within the 3D printing industry.The emergence of such innovative business models in the 3D 

printing industry is made possible by two unique features of blockchains: first, the ability to 

integrate smart contracts and thereby automate business operations upon certain conditions. 

Secondly, leveraging the trust-building and security abilities of blockchains and thereby 

eliminate the need for trusted intermediaries, even when (unknown) third parties are involved, 

blockchain breaks ground for a more distributed value creation and secure peer-to-peer 

transactions. Thus, there are specific new business models thinkable at this moment. First, 

designers and engineers of 3D print files (and the ensuing necessary printing parameters) could 

securely offer and share their designs via blockchain-based marketplaces. This would ensure 

that the owner of such designs can define the quantity, time, price, and other conditions to which 

the respective design is available and to whom it is available. Moreover, end users of additive 

manufactured parts could securely outsource the printing activities without risking a loss of 

control on their data and products. In this so-called „peer-to-machine” business model, 

contracts between a principal and an agent are settled via regular ERP systems, while the data 

and files required for the printing of the part(s) are solely shared via blockchain and smart 

contracts directly between the principal and the printer. By equipping each participating party 

with a unique public and private key and through the use of smart contracts, the security and 

automation of the production process as well as product traceability during and after the printing 

process are increased. 

Concerning the technological aspects, notably, two challenges and risks prevent further and 

more rapid adoption of blockchain technology within the 3D printing industry. First, missing and 

faulty integration of blockchain applications into the existing software environment. Secondly, albeit 

offering vast potentials and opportunities, smart contract use cases and applications are subject to 

vulnerabilities and loopholes. From an organizational point of view, especially the missing expertise 

and know-how is a significant challenge for enterprises. Additionally, most organizations take on a 

passive role instead of a more proactive role to implement blockchain into their processes. Legally, 
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missing governance and regulation is a severe impediment for more rapid adoption of blockchain 

technology and especially smart contracts. 

3 CHAIN OF TRUST 

Traceability and integrity are major challenges for the increasingly complex supply chains 

of today’s world. Although blockchain technology has the potential to address these challenges 

through providing a tamper-proof audit trail of supply chain events and data associated with a 

product life-cycle, it does not solve the trust problem associated with the data itself. 

Despite Blockchain being an effective technology for managing supply chain traceability, 

it alone cannot support the trust and reliability of data regarding the quality of commodities and 

the trustworthiness of supply chain entities. False data generated by the supply chain entities 

becomes immutable once recorded on the Blockchain. One approach to improve the trust and 

reliability of the data is to use accountability and reward mechanisms to penalise and in-

centivise dishonest and trustworthy participants, respectively. These mechanisms rely on a trust 

management system (widely used in e-commerce, distributed systems) which are propose to 

integrate within a supply chain Blockchain. Such a system may also benefit from the data 

generated by Internet of Thing (IoT) sensors (e.g. temperature, location) which are being 

increas-ingly embedded in various stages of the supply chain life-cycle (e.g. farms, 

manufacturing plants, shipping containers) [6], [7]. 

However, IoT sensors are also susceptible to faults or malicious attacks and thus cannot be 

blindly trusted. Apart from IoT sensors, there are other observations contributing to trust in the 

real world, such as food authority approvals, the brand perception of a seller in a food market, 

etc. Moreover, current approaches for trust management either attribute the reputation to the 

entities (i.e., agent-based) or to the asset (i.e., resource-based) [8]. However, a supply chain 

entity (e.g. a supplier) may be simultaneously involved in the trade of multiple products, where 

reputation for each type of product becomes necessary. Supply chain applications demand more 

flexibility and granularity as we not only need to trust both the entities and the commodities, 

but also the entity within one particular product supply chain. Finally, the integration of the 

trust management system within the Blockchain-based supply chain framework should 

introduce minimal overheads to the latency, throughput and resource consumption. In 

summary, some challenges to devise an effective reputation system in supply chains are:  

a) the need for a multi-faceted assessment of the trustworthiness of the data logged in the 

Blockchain which incorporates inputs from IoT sensors, feedback provided by supply 

chain entites, physical audits, etc.  

b) a supply chain participant may trade more than one type of commodities; a participant 

must be evaluated distinctively for each of these types and so should be the individual 

commodity based on whether its quality was preserved during the product chain,  

c) to action the penalties and incentives, an automated Framework is required which not 

only provides traceability of supply chain events but also relates each of these events to 

a trust value of a participant and the quality of commodity, and  

d) the associated overheads should be minimal and not impact the scalability of the platform. 

There are two basic requirements for providing traceability and integrity in supply chains:  

1) the data that provides traceability and integrity of supply chain events, product data 

stating its properties, IoT sensor data and other supplemen-tary sources of data (such as 
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crypto-anchors) and regulatory endorsements should be recorded in a tamper-proof way,  

2) the recorded data should be authentic and should represent the true observations of sensor 

devices, supply chain entities, and other data sources. 

Owing to the special features in 3D printing, a „Chain of Trust“ is currently in widespread 

discussion. The idea is to reduce risks to a minimum by using the according technologies. At 

present, there are different, primarily cryptographic approaches to secure the authenticity of 

printing data and prevent unauthorized use of it. 

The project Secure Additive Manufacturing Platform (SAMPL) aims at developing 

consistent Chains of Trust for Additive Manufacturing Procedures for a commercial purpose. 

The entire process is seen – from development of digital 3D printing data via the exchange with 

a service provider of 3D printers trusted by specific secure elements up to labelling of printed 

components by means of RFID-Chips. In addition to the available encoding mechanisms, a 

digital license management based on Blockchain Technology will be integrated into the data 

exchange solution OpenDXM GlobalX of PROSTEP AG. The interface for the exchange of 

certification and license data between copyright holder and receiver is Industry 4.0 Standard 

OPC-UA [9]. Figure 1 illustrates the System Architecture. 

 

Fig. 1 SAMPL system architecture 

Source: Dr. Martin Holland, PROSTEP AG, Hamburg 

 

The enlargement of the Chain-of-Trust via the 3D printer control into the printed product, 

e.g. via integration of RFID Chips, represents an interesting option for the organization of future 

business models culminating in the connection of any product with a digital product memory 

[10]. Thus, all 3D printed and RFID-tagged components could be smart products throughout 

the lifecycle. For example, the evaluation of product use, the analysis of typical damage patterns 

or repair requirements could lead to a targeted development and improvement. The control 

circuit, nowadays not closed at many products, could be closed across the product life cycle 

and, thus, allow new innovations [11]. 
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CONCLUSION 

Blockchain is the most prominent form of distributed ledger technologies, which are 

"databases that are massively replicated on all the 'nodes' or machines in the system". 

Blockchain can alleviate some of 3D printing's major limitations regarding intellectual property 

and data security. For instance, the replication of sensitive 3D printing file and process data 

across the blockchain network makes the integrity of this data nonrepudiable, and therefore 

easy to uncover potential data tampering. 

Blockchain is opportunity for intellectual property rights management, the monitoring of 

printed parts throughout their lifecycle, process improvements, and data security. The most 

important barriers for Blockchain adoption in 3D printing are an absence of Blockchain-skilled 

specialists on the labor market, missing governance mechanisms, and a lack of firm-internal 

technical expertise. By addressing important limitations of 3D printing, Blockchain is expected 

to improve the competitiveness of 3D printing in parts’ production, catalyzing the trend toward 

more decentralized manufacturing resulting in more agile, resilient, and flexible supply chains 

and reduced logistics costs. Beyond that, Blockchain-based 3D pritinting platforms are 

expected to enhance supply chain visibility, drive supply chain digitalization, support supply 

chain finance, and contribute to the emergence of shared factory systems. 

The health crisis has highlighted the weaknesses of supply chains and the limits of the 

current manufacturing methods. Companies are looking for secure solutions to strengthen their 

supply chains, increase their agility, and design more innovative product development and 

manufacturing strategies. 3D printing and Blockchain are key innovations to address these new 

challenges and are part of a decentralised circular economy, which promotes local and on-

demand manufacturing. 

Despite enormous efficiency potentials, a clear-cut picture on future developments of 

blockchain in 3D printing cannot be given at this time. This is especially due to the extreme 

novelty of this technology merger and with regards to the outstanding challenges. However, 

given the promising potentials, practitioners should familiarize themselves with this new 

technology and thereby drive further understanding and implementation of blockchain 

applications in 3D printing. 

 

REFERENCES 

[1] Y. Yuan and F.-Y. Wang, “Blockchain: the state of the art and future trends,” Acta 

Automatica Sinica, vol. 42, no. 4, pp. 481–494, 2016. 

[2] N. Szabo, “Smart contracts,” Available  at: http://www.fon.hum.uva.nl/rob/Courses/ 

InformationInSpeech/CDROM/Literature/LOTwinterschool2006/szabo.best.vwh.net/sm

art.contracts.html. 

[3] S. Wang, L. Ouyang, Y. Yuan, X. Ni, X. Han, and F.-Y. Wang,“Blockchain-enabled 

smart contracts: Architecture, applications, and future trends,” IEEE Transactions on 

Systems, Man, and Cybernetics: Systems, 2019. 

[4] Bahga, A.; Madisetti, K. (2016): Blockchain Platform for Industrial Internet of Things. 

In JSEA 09 (10), pp. 533–546. 



31 

[5] Blechschmidt, B.; Stöcker, C. (2016): How Blockchain Can Slash the 

Manufacturing“TrustTax”. Cognizant. Available at: https://www.cognizant.com/ 

whitepapers/how-blockchain-can-slash-the-manufacturing-trust-tax-codex2279.pdf. 

[6] Combating fraud with blockchain and crypto-anchors. (2019) Available at: 

https://www.research.ibm.com/5-in-5/crypto-anchors-and-blockchain/. 

[7] Provenance: Every product has a story. (2017) Available at: https://www.provenance.org/. 

[8] Z. Yang, K. Zheng, K. Yang, and V. C. Leung, “A blockchain-based reputation system 

for data credibility assessment in vehicular networks,” in 2017 IEEE 28th PIMRC 

Symposium. IEEE, 2017, pp. 1–5. 

[9] SAMPL - Secure Additive Manufacturing Platform, Available at: https://sampl.fks.tuhh.de/en/ 

home.html. 

[10] Y. Chen, Industrial information integration—A literature review 2006–2015, Journal of 

Industrial Information Integration, Vol. 2, 2016, 30–64. 

[11] Y.H. Wang, C.H. Lee,A. Trappey, Modularized design-oriented systematic inventive 

thinking approach supporting collaborative service innovations, Advanced Engineering 

Informatics, 33, 2017, 300–313. 



32 

WILL COVID QUARANTINE MAKE LOGISTIC FIRMS "COME 
TOGETHER" AND IMPLEMENT B2B? 

PŘIMĚJE KOVIDOVÁ KARANTÉNA LOGISTICKÉ FIRMY, ABY SE 

"SETKÁVALY" PROSTŘEDNICTVÍM IMPLEMENTACE B2B? 

Ing. Libor Šimek 

Faculty of Economics and Administration 

University of Pardubice 

e-mail: libor.simek@seznam.cz 

prof. Ing. Václav Cempírek, PhD. 

Department of Master Studies 

College of Logistics 

e-mail: vaclav.cempirek@vslg.cz 

 

Abstract 

The paper provides recommendations for logistic companies on formulating their B2B 

implementation policy with the aim to enhance their competitiveness in the present period of 

COVID economic recession. The research hypothesizes that the 2008-2009 economic crisis 

forced the logistic companies to implement B2B and this happened not only shortly after the 

crisis culmination (i.e. in 2010), but continued even in a longer time horizon of the following 

years (2014, 2018). This is verified by comparing B2B implementation proportions across the 

period examined on a single sample of Czech based logistic companies. This is in order to make 

sure that the hypothesized difference in B2B implementation really consists in a – factual – 

change in the practice of the companies (rather that in a year-on-year change of composition of 

the examined samples). The conclusions derived from the past economic crisis are then – 

analogically – transferred to the current period, where they serve as a base for recommendations 

on B2B implementation for logistic firms, specifically afflicted by the measures taken in order 

to prevent COVID propagation. 

Abstrakt 

Příspěvek dává logistickým společnostem doporučení ohledně formulace politiky 

implementace B2B s cílem zvýšit jejich konkurenceschopnost v současném období ekonomické 

recese COVID. Výzkum hypotézuje, že ekonomická krize let 2008-2009 přinutila logistické 

společnosti, aby implementovaly B2B a že se tak stalo nejen v krátce po kulminaci krize 

(tj. v roce 2010), ale že tato tendence pokračovala také v delším časovém horizontu let 

následujících (2012, 2018). Ověření bylo provedeno prostřednictvím porovnání poměrů 

implementace B2B napříč zkoumaným obdobím, a to na jediném vzorku logistických 

společností se sídlem v Česku, a to proto, abychom se ujistili, že hypoterizovaný rozdíl 

v implementaci B2B skutečně spočívá ve – faktické – změně praktik těchto společností (a nikoli 

tedy v meziročním změně ve složení zkoumaných výběrů). Závěry vyvozené z minulé 

ekonomické krize  jsou pak – analogicky – převedeny do současného období, kde slouží jako 

základ doporučení ohledně implementace B2B logistickým firmám, které byly zvláště 

postiženy  opatřeními pro zabránění šíření onemocnění COVID. 
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INTRODUCTORY WORDS 

For an organization, the decision-making process about whether or not to undertake B2B 

involves transitioning to a radically new platform of collaboration with its corporate partners, 

changing the operating processes and the resulting improvements in the concept of employees' 

duties [1] . This decision could theoretically offer an incentive to achieve competitive 

advantages. It is indeed a business judgment, which is in the sole expertise of the management 

of the organization, i.e. the highest rank, which includes, for this reason, a strategic review 

involving an evaluation of the effect of the introduction of B2B on the company [2]. 

Because implementation of B2B is a solution to the constantly evolving demands of the 

global economy [3], it can be anticipated that the number of companies where implementation 

of B2B has already been carried out will grow over time, as companies can therefore obtain a 

competitive edge. It is also clear [4] that the tempo at which B2B is being applied depends on 

the complexities of the global macro-environment. It can also be concluded that the pace of 

developments in this region normally accelerates during times of economic instability, 

fluctuations, stagnation or crisis [5], which the last Czech Republic – and the world as a whole 

– witnessed in 2008-2009. Logically, it should be expected that the attempts of businesses to 

achieve some strategic edge and thus to boost the chances for their economic "survival" have 

forced them to – at least –consider B2B implementation and its gradual introduction in these 

crisis periods  [6]. 

The foregoing refers in particular to companies engaged in logistic operations. This is 

attributed to the global anti-epidemic steps taken against COVID aimed at stopping its 

propagation [7]. Owing to the global presence of COVID, a wide variety of steps had to be 

taken to minimize the harmful effects of this infectious disease [8], hindering the free flow of 

goods and people, and establishing "new" obstacles to global enterprise. This is why it is 

apparent that these initiatives inevitably had very significant global economic implications, 

especially in the field of logistic economic ventures. COVID has made a vast number of logistic 

companies fight for their economic "survival"  [9], making the pursuit of optimum economic 

productivity a necessity which could – in part – be accomplished by introducing innovative 

structures for resource movement coordination, the most important of which is B2B. It is also 

evident that an  effective B2B strategy will – in COVID time – be a critical instrument for 

economic growth and reaching competitive advantage [10]. 

B2B is already a very essential part of e-business [11], having a great number of 

consequences for the global economy. Thanks to introduction of electronic commerce, of which 

B2B is an integral component, the company is given a significant opportunity to benefit from a 

variety of economic advantages, enabling a logistic company to: 

▪ develop new and improve existing-relations with its clients [4] 

▪ decrease its marketing costs [12] 

▪ achieve overall best use (allocation) of available capital [6] 

▪ expand the range of products and services provided [3] 

▪ gain an opportunity to enter new business areas (geographical or productive) [13] 
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Because the operational effect of the introduction of B2B is not limited to the internal 

environment of the organization [14], it is important to take into account not just the features 

of the corporation itself, but also those of all organizations in its environment. For this reason, 

the strategic SWOT analysis should be applied, which focuses on determining the strengths and 

vulnerabilities of the business (i.e. internal influences that can be modified by the organization) 

and the opportunities and risks, i.e. external factors that can be modified by the organization 

only to a very small degree since they are beyond the organization [15].  

 

1 PROBLEMS SOLVED 

1.1 Aim 

The goal of the research is to establish B2B policy recommendations with a view to 

enhancing the competitive role of logistic firms in the event of economic crisis. This emphasis 

arises from the fact that logistics is undeniably one of the entrepreneurial industries most 

severely impacted by the new anti-COVID initiatives. 

In the first stage, the study determines the degree of implementation of B2B ('implementation') 

with logistic companies in the past economic recession of 2008-2009 (i.e. the years 2006 and 2010), 

including a broader time period in the years following the crisis (i.e. the years 2014 and 2018). In the 

second stage, it is ascertained if there are facts that will allow man to conclude that the 2008-2009 

crisis influenced the way logistic firms based in the Czech Republic approach the introduction of B2B 

in their business activities. In the third stage, the observations taken on the basis of the 2008-2009 

crisis are analogously transferred to the current 2020 COVID recession and realistic and practicable 

recommendations for the introduction of B2B are proposed. 

 

1.2 Hypothesis Postulated 

The subsequent simple statement was proposed in order to verify the postulated year-on-year 

difference in the application of the B2B over the duration of the 2008-2009 economic crisis. 

▪ Hypothesis: "The extent of B2B implementation by logistic companies changed over the 

period of 2006 – 2018." 

 

2 METHODS APPLIED 

Methods applied have been adopted – with only a moderate modification – from other 

researches [16] performed by the authors and their yet unpublished papers as indirectly cited in 

the below sections.  

 

2.1 Collecting Data 

Telephone call was used as form of data collecting because of its high information yield. 

243 companies (logistic firms with the seat in the Czech Republic; source: Company database 

Albertina - company monitor) were put 4 questions: 
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▪ Research questions: "Had your company – in 2006/2010/2014/2018 – B2B implemented 

within its organization structure?" 

For each of the above questions, the respondents had a choice of 2 different response 

alternatives, i.e. "None" vs. "Full". 

 

2.2 Analysis Design 

Also, the analysis design was adopted from the previous research of  the authors [16] as 

follows . The choice of statistical tool (test or procedure), resp. a whole set of these (in 

accordance with the principle of statistical multi-instrumentality in order to ensure higher 

reliability of conclusions) depends on the interrelationship of compared statistical samples, 

which is based on the overall design of the data analysis. The design is based on 3 analysis 

dimensions and the corresponding 3 categorical variables (inter-sample correlation; number of 

years compared; number of response alternatives), each of which takes exactly 2 values 

(binomial categorical variable). By mutual combining of these values we obtain 8 different 

inter-relations between mutually compared samples. Analogically – and in the same structure 

– we also obtain 8 methods (and sets of instruments) for mutual comparison of the samples 

(Fig. 1), from which however only 1 method (i.e. section G, comprising 1 set of statistical 

instruments) is applicable in this research for testing the above defined basic hypothesis. 

In the case of this research, we compare company samples that are identical, i.e. they are 

composed of the same companies. This is because the hypothesis postulated above presumes 

that the difference in B2B implementation can be attributed (is due) to a – factual – change in 

the attitude of the companies examined. The number of response alternatives is just 2 ("None" 

vs. "Full"). We compare 4 samples (2006 vs. 2010 vs. 2014 vs. 2018). This means that we 

compare 4 dependent proportions (Fig. 2). The set of statistical instruments (tests) for testing 

the basic hypothesis postulated was determined accordingly (Fig. 

 

Fig. 1 G).  



36 

 

Fig. 1 Analysis design – statistical instruments applied [sample characteristics] 

*1 – number of implementation alternatives; *2 – [p-value]; *3 – {difference detected}; 

α = 0.05; 2-sided tests 

Source: own. 

3 PROBLEM ANALYSIS 

Fig. 2 presents the data obtained from the respondents. Fig. 

 

Fig. 1 gives an exhaustive list of the tests and procedures performed for hypothesis 

verification, including their resulting values. The verification description corresponds with that 

applied by the authors in their previous research [16] as follows in the below sections describing 

the course of the testing. 
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Fig. 2 B2B implementation – data obtained from respondents [2006 vs. 2010 vs. 2014 vs. 2018] 

Count: % of the respondents in year (absolute count is given in parentheses) 

Source: own 

 

3.1 Basic Test 

The B2B implementation proportions are compared across 4 years (2006 vs. 2010 vs. 2014 

vs. 2018), there are 2 implementation alternatives (None vs. Full), and the compared samples 

comprise the same companies (i.e. the samples are identical) [16]. 

The hypothesis H0: "P2006 = P2010 = P2014 = P2018" was rejected, which means that the basic 

hypothesis was verified. Since the company samples compared comprise the same companies 

(the samples are identical), this means that the difference in B2B implementation proved 

factually consists in a change of the company practices. Because we compared 4 company 

samples (2006 vs. 2010 vs. 2014 vs. 2018), man can conclude that the different attitude of the 

companies towards B2B implementation was proved even in a longer time horizon, i.e. it 

continued even in the following years after the crisis until 2018. 

3.2 Post-hoc (Multiple Comparison) 

The hypothesis H0: "The proportions are equal in the given pair of the compared years 

(PYR ᵢ = PYR j)" was rejected only in the case of 2 pairs of the years, namely 2006 vs. 

2010/2014; 2006 vs. 2018. This means that the difference in the proportions of B2B 

implementation detected in the basic test above exclusively consists in the difference in the 

named 2 pairs of the compared years. Rem.: The verification was performed on the individual 

level of statistical significance of αIND = 0,05/6 = 0,0083 (Bonferroni correction: 

αOVERALL/count of combinations of all the pairs of the years compared). 
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CONCLUSION 

Similarly as in the previous research performed by the author(s) [16], the results gathered 

on the basis of the study of the 2008-2009 economic crisis have been – after debate – 

analogically translated to the 2020 coronavirus economic recession, and the guidelines for the 

B2B implementation strategy have been worked out accordingly. 

Recommendation 1: The data obtained (Fig. 2) shows that in 2006 B2B was implemented with 

32.26 % of the logistic companies (which provided the data for all the 4 years examined), in 2010 this 

number even increased to 41.94 %, however remained the same in 2014 and rose moderately to 45.16 

% in 2018. This means that B2B implementation considerably increased shortly after culmination of 

the 2008-2009 economic crisis and continued to rise moderately even in the years following the crisis 

culmination (till 2018). From this we can conclude that B2B implementation was and is very common 

with logistic companies based in the Czech Republic. 

For this purpose, we should urge logistic organizations to aggressively adopt B2B because 

the high rates presented above reveal the essential role of B2B in company enterprise processes. 

It points out that avoiding the introduction of B2B may mean losing out a major opportunity 

for a business organization to "catch up" with the current developments in management 

strategies and improve its competitiveness. 

Recommendation 2: Based on the successful verification of the basic hypothesis, we arrive 

at a conclusion that the difference in B2B implementation which was detected is manifest even 

in a longer scope of time, i.e. in the period following the crisis culmination covering 4 compared 

years altogether (2006 vs. 2010 vs. 2014 vs. 2018).  This is valid despite the fact that the post-

hoc testing detected a difference only in case of 2 pairs of the mutually compared years (2006 

vs. 2010/2014; 2006 vs. 2018), which could reasonably be expected when considering that fact 

that B2B implementation remained unchanged between the years 2010 vs. 2016. 

As the 4 company samples (compared to each other) included the same firms we can 

conclude that the observed year-on-year difference (2006 vs. 2010 vs. 2014 vs. 2018) in the 

degree of B2B adoption consisted – in fact – in a "change" in company "behaviour" (internal 

practices), rather than in a year-on-year difference in the composition of the 4 mutually 

compared company samples. This implies that the difference in B2B implementation was not 

due to the fictitious assumption that more logistic companies favoring B2B implementation 

should have been founded after the crisis escalation of 2008-2009 – contrariwise, we can 

assume that it has been proven that the difference in B2B introduction is to be attributed to a 

change "inside" the logistic companies themselves. 

We can conclude that the difference in B2B implementation is detectable even in a longer time 

horizon, persisting even in the years following the economic crisis., and that that  the difference 

detected in B2B implementation – factually – consists in a "change" of the company practices. 

Considering the above results, we would suggest that – in a time of macro-economic 

instability – the stress on the introduction of B2B in business operations should be even more 

severe than suggested in Recommendation 1. It arises from the fact that the increased degree of 

B2B implementation detected in the long time horizon following the 2008-2009 economic 

recession has demonstrated that – most likely as a consequence of the intensification of market 

competitiveness – logistic companies have recognized the value of B2B and have been 

compelled to adopt it in order to boost their chances of "survival" under economic pressure. 

This dynamic feature of the application of the B2B (difference in the implementation of the 

B2B over the time of macroeconomic instability) is another evidence of the value of the B2B 
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for the market processes as set out in Recommendation 1. 

In the basis of these facts, we would suggest that the implementation component of B2B be 

viewed not only in the context of a short timeline (related to current economic instability, i.e. the 

recession), but also in the longer timeframe of the following years. As was shown above, the reason 

is that logistic companies display propensity to change their "B2B implementation attitude" even in a 

longer term, which means not only under an acute price competition at a time of recession, but even 

in the years to come, comparatively far from the onset of the macroeconomic instability. Based on 

ascertainments derived from the 2008-2009 economic crisis, we can expect that the B2B 

implementation will continue to grow even in a long time horizon of the following years. This is why 

the importance of B2B and competitive advantage gained by its implementation may increase even 

in time more remote from the "coronavirus economic recession". 

Limitations of the research: Because the research presented applied the same methods as the 

previous research of the authors  [16], it also shows the same limitations. In consideration of the fact 

that – in all the inter-year comparisons – the analysis solely decided whether a difference in B2B 

implementation may be observed, it is important to bear in mind that the differences – though detected 

in a statistically reliable and relevant manner – may not have their cause in macroeconomic instability, 

i.e. the 2008-2009 economic crisis as assumed in the study. For this reason, man must recognize that 

the differences in B2B implementation could be caused by other causes, the description and 

clarification of which, however, is beyond the scope and purpose of this article. 

However, given the high degree of reliability of the statistical experiments conducted 

(statistical multi-instrumentality), it is very realistic that – leastways – a part of the differences 

found can be due to the impact of the uncertain economic climate, which means the crisis. In 

consideration of the above, man can state that the above recommendations conceived on the 

basis of the analogical transition of the conclusions taken from the study of the economic crisis 

of 2008-2009 to the current time of 2020 COVID economic recession has the potential to 

provide logistic companies – as market players and rivals – with useful information guiding 

them on their B2B effective implementation. 
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Abstract 

The paper discusses the capacity of data sharing platforms and their application possibilities 

within the logistics company's internal organizational framework. It illustrates the advantages 

and risks of B2B integration and explains the possibilities that make B2B integration a very 

successful instrument for maintaining and even strengthening the competitive position, offering 

an advantage over the competing subjects in the industry. In consideration of the "coronavirus 

economic recession" in 2020 and the associated anti-COVID preventive steps, there is no 

question that this problem is very topical, particularly in the field of logistics, having a 

significant effect on the economic sustainability of logistics firms in the time of an increased 

competitive struggle. 

Abstrakt 

Příspěvek diskutuje na téma kapacity platforem sloužících pro výměnu dat a možností jejich 

aplikace v rámci vnitřních organizačních struktur logistických společností. Názorným 

způsobem prezentuje výhody i rizika integrace B2B a osvětluje možnosti, díky nimž se B2B 

stal velice úspěšným nástrojem sloužícím pro zachování či dokonce posílení konkurenční 

pozice a také zdrojem konkurenčním výhody v dané oblasti. Vzhledem ke "koronavirové 

ekonomické recesi" roku 2020 a s ní spojenými opatřeními proti šíření onemocnění COVID 

není sporu o tom, že se – zvláště v oblasti logistiky – jedná o problematiku velice aktuální 

a přímo související s ekonomickým přežitím logistických firem v období zvýšeného 

konkurenčního boje. 
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INTRODUCTION 

The nature of market economy, even due to the globalization of business activities, places 

tremendous importance on the swift and cost-effective fulfillment of consumer needs and also 

on the fast execution of orders made by them [1]. This purpose is largely accomplished by 

implementing electronic commerce or e-Business [2]. Nevertheless, it is pointed out out that 

well planned and effective data exchange mechanisms must be in operation in order to 

effectively enforce and run these programs [3]. That's for the reason, fulfilling customers' 

requirements involves extreme flows of knowledge [4] between firms (Businesses or 

abbreviated to B), the end customer or customer (Consumer, C) and public administration (State 

or self-government-Government, G). The most significant position – particularly in relation to 

the number of executed key decisions – is the association at B2B level (e-Procurement systems, 

electronic procurement), supplemented by B2C level (e-Commerce applications) [5], C2C 

(purchase and selling of second-hand goods) [6] and G2C (electronic management, e-

Government) [7]. These forms are then known as electronic business. 

The introduction of a data exchange scheme, followed by B2B integration, can be a very 

effective way of improving the competitiveness of market players, specifically those involved 

in operational logistic processes [3]. All of that is proven by the fact that this industrial field is 

ultimately directly related to the transportation of people and products (raw materials), which 

is the core of logistics [8]. As a result of this, logistics is undeniably one of the industries most 

seriously impacted by the anti-COVID initiatives, which had to be introduced internationally 

in order to deter or minimally curtail the dissemination of the disease [9], raising barriers to free 

trading activities [10]. Therefore, these are indeed logistics companies that are required to place 

the utmost stress on improving their competitive position, for which the introduction of B2B 

can be the most effective mechanism, with the key capacity to decide on their economic survival 

in the 'severe' conditions of the global economic crisis [11], or in the current economic downturn 

of the 'coronavirus' period in 2020 [12]. 

 

1 AIM 

The paper refers to a situation in which both researchers and business managers have a lack 

of data available on this issue.  The research analyzes the situation and information and attempts 

to include congested data that will enable researchers to obtain a deep and in-depth 

understanding of state-of-the-art knowledge relevant to the introduction of electronic business. 

The research can also be an useful source of knowledge for business people in structuring their 

B2B strategy in line with their business objectives with a view to improving its profitability, 

especially those involved in logistics and in the bad economic times of the economic crisis of 

the coronavirus. 

 

2 CONCEPTUAL MODEL OF APPLICATIONS FOR E-BUSINESS 

E-Business as a dynamic set of instruments for increasing the reliability of business process 

execution across ICT systems [2]. With plenty of other consequences for the globalized trade, 

B2B is now the most essential term in the world of e-Business. In addition to B2B, electronic 

marketplaces (e-Marketplace, B2B, B2C, B2G) are now used in alternative e-Commerce 

applications, the performance of which is based on their open character and the incorporation 
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of the concept of equity between all actors of the system [13]. The successful operation of the 

electronic marketplace allows the mechanism to be based not only on a technical basis, but also 

on a particular product section or business unit. The lack of consistent regulations governing 

their activity, the design of which should include organisations in the context of international 

cooperation, is one of the circumstances inhibiting the broader use of electronic marketplaces 

[14]. The Supply Chain Management (SCM) method, which is quite typical in logistic 

applications [15], represents the most dynamic type of industry. 

 

3 ORGANIZATIONAL IMPLEMENTATION 

The internal mechanism leading to the conclusion whether or not to embed B2B 

incorporation by a logistics firm entails switching to an entirely new contact channel with its 

business partners, modifying its working routines and the resulting changes in the perception 

of employee obligations [16]. This strategy could theoretically be a chance for the organization 

to achieve a strategic competitive advantage. It is also a strategic decision, which comes within 

its management's exclusive expertise, i.e. the top level [17]. To this end, a structural review 

containing an evaluation of the effect of B2B incorporation on the sector accessible to the top 

management. Therefore, whenever reflecting on the incorporation of B2B, the management of 

the company must take into account all opportunities and risks and their direct and indirect 

effect on the advantages and vulnerabilities that have been defined on the basis of SWOT 

analysis and are unique to each individual business organization. 

Although the introduction of B2B integration is one of the solutions to the increasingly 

evolving dynamics of the global economy, it may fairly be anticipated that the proportion of 

logistics firms that have already adopted B2B integration will grow over time, as this will give 

them a strategic advantage [18]. It is also obvious that the velocity at which B2B integration is 

being applied depends on the pace of transition in the global macro-environment [19]. It is also 

not unexpected that in periods of economic instability, volatility, downturns or maybe even 

crises, the acceleration of B2B adoption usually takes place. For this cause, logistics companies' 

attempts to achieve some strategic advantage and thereby improve their chances of economic 

"survival" can be assumed to be "driven" by a greater competitive atmosphere, which pressures 

them to gradually introduce or, at least, start considering B2B incorporation. 

 

4 ADVANTAGES OF B2B IMPLEMENTATION 

As a consequence of the launch of e-Business, a company has the potential to benefit from a wide 

variety of economic benefits, such as the potential to enter new market areas [20], to develop new 

partnerships with its customers [15], to extend its portfolio of provided products and services [21], to 

minimize its expenses and to allow better use (allocation) of existing resources [22]. Cohesive 

optimization of internal management procedures, lowering the occurrence of errors, forming and 

consolidating strategic relationships and substantially reducing the operational costs of the enterprise 

are the most important advantages of e-Procurement, which has a leading role in B2B [23]. The efforts 

to reduce running costs drives many businesses to collaborate in integrated and organized networks, 

where a system of Supply Chain Management (SCM) [24] is developed and effectively employed. 

All the advantages are readily obvious, particularly in the form of logistics firms, where the 

achievement of full economic performance is important because of the very existence of logistics in 

periods of increased pressure [25]. 



44 

5 FACTORS OF B2B IMPLEMENTATION 

As intensive knowledge flows are realized within B2B implementations, it is important to 

harmonize the structures for their execution between individual participants and to incorporate 

them into a single, efficiently operating entity in order to achieve their incorporation at the 

system level [26]. System integration may be carried out at two stages [27], sequential and 

interconnected, respectively as integration within the organization itself (internal integration) 

and the company's integration with the external setting (inter-company integration, or 

otherwise, integration between business partners or B2B integration). It entails integration of 

its corporate vendors, distributors and clients in the environment of a distribution firm. This is 

clear that after internal integration, B2B constitutes a more sophisticated integration, since it 

consists of expanding business interactions with external organizations, i.e. entities beyond the 

company's decision-making competence. Therefore, when the management of the organization 

agrees on the implementation of internal integration, the determination and execution of B2B 

integration is still carried out on the basis of the consensus achieved in the business negotiations 

between hierarchically equivalent partners who must follow the same or related economic 

objectives [19]. Cohesive structures of business partners are created in this way, and strategic 

alliances are established. 

As a mandatory pre-requisite for the B2B logistics system, interoperability can be based on 

the data itself (i.e. data integration), or on the programming interface used to handle it 

(application integration) [28], or on the methods of data processing (method integration) or on 

the portals (portal integration) from which users work with the data. The communication 

consists of merging many databases into a structure that works effectively. This approach is 

relatively straightforward, cheap, but consistency problems can occur between the different 

application interfaces in which the knowledge can be used. These challenges are solved by the 

convergence of software, which helps team to access data relating to multiple device interfaces. 

Nevertheless, this also poses another challenge consisting of complicated data consolidation in 

order to implement them, which also involves their translation into a format that can be 

"reasonable" for the program. A further form of integration is the introduction of methods or 

resources that are used in the operation of such structured activities, the great benefit of which 

is the potential of extending these integrated processes almost without limitation, even beyond 

the corporate environment, and the reason for its tremendous popularity. Integration of the 

portal allows users centralized access to multiple databases of knowledge and enjoys high 

reputation due to its quick connectivity through the Internet [8]. Middleware, which allows for 

the integration of in-house and out-of-company modules, is one of the most commonly utilized 

techniques utilized for program management [23]. Biztalk is the most widely used standard for 

B2B integration, and its benefit is that any program code might be used in its implementation 

[29]. 

 

6 B2B STRUCTURING 

As the ultimate purpose of B2B incorporation is to achieve a strategic advantage [30], it is 

important for a logistics company to focus on the future introduction of B2B not only to take 

account of the situation of the company itself, but also of all individuals in its business 

environment, such as manufacturers, consumers, foreign service providers, vendors, retailers, 

carriers, etc. The structural SWOT analysis, which aims to determine the strengths and 

limitations of the enterprise [31] (i.e. internal factors that may influence the organization) and 
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both the opportunities and risks (i.e. external factors that may influence only to a very small 

degree because they are 'positioned' outside the organization), is widely used for this aim by 

business managers. This is crucial that the SWOT analysis does not reflect a full SWOT analysis 

inside the decision-making phase on B2B implementation, but only the effect of the considered 

B2B implementation on the already performed SWOT analysis is factored within its 

framework. 

Another very improved benefits that a logistic business can gain from B2B applications in 

order to boost its strategic position also include effective execution of internal business 

processes [18], in particular enhancement of purchase procedures by their centralisation and a 

more productive planning and control framework within the company's organizational 

structure. Both of these factors result in an enhanced reduction in the expenses of the 

organization, a reduction in the regulatory pressure, an overall increase of connections with its 

business partners and thus a more effective distribution of capital within the network of 

integrated business units.  Some other resource for a logistic business emerging from B2B 

convergence is the potential of penetrating new markets or their segments, including use of new 

delivery channels, the integration of both internal and inter-company processes, the possibility 

of forming corporate relationships and outsourcing specialized services to an outside supplier 

[2]. It must be noted though, the convergence of B2B undoubtedly carries with it risks that need 

to be kept in mind [32], in particular those emerging from the increased scale of knowledge 

flows and those emerging from the increasing globalization as a whole. As mentioned 

previously, this refers in particular to the sector of logistic industry, primarily due to its 

international existence and the current coronavirus epidemic. Hence it is important to carry out 

an overview of the target organizations [33], i.e. in this case the logistic company's corporate 

clients, which puts an emphasis on understanding the character of their decision-making 

processes and their buying routines.  In addition, an overview of the market segment is to be 

added here, which is unique to each particular company and based on both the internal and 

external situations. 

A logistic organization must consider the risks associated with this phase while deciding on 

the introduction of B2B implementation [34]. This relates, in particular, to comparatively 

elevated associated costs, the potential threat resulting from the electronic sharing of data with 

external bodies, the risk of data exchange incompatibility, and also the risk of breach of 

agreements between the parties of the planned integration with respect to its terms and, last but 

not least, the somewhat ambiguous regulatory framework regulating B2B implementation [35]. 

As in the case of prospects, it is also important to examine not only the ability of (potential 

future) partners, but also that of (potential future) competitors of the business and its strategic 

objectives – this applies to competition in all types of its existence, which is quite strong in the 

present period of the economic downturn of coronavirus, particularly in the world of logistics. 

In addition to the Swot analysis, the company management would – in the light of its 

judgment on B2B integration – determine if the net income from integration exceeded its total 

costs [8] (e.g. by CBA-Cost Benefit Analysis). The payback period for incorporation must also 

be assessed because time factor is to be considered as a form of expenditure [36]. On the basis 

of these surveys (in particular SWOT), then it's essential for the management of the organization 

to devise a clear marketing blend, to enable the company to meet with the demand of its future 

customers and to create an effective advertising strategy. 
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CONCLUSION 

The references reviewed in this analysis are in full agreement that B2B is now a very 

important and even integral form of contemporary market systems, which find a wide variety 

of economically productive implementations. E-Business offers major corporations with a wide 

variety of ways to improve their strategic advantage, the most significant of which is to expand 

the number of alternative clients, to expand into new markets or their particular product 

categories and to develop new and/or sustain established business partnerships with the 

company partners, be they clients or providers. Again, regarding the information examined, we 

assume that the introduction of B2B is a fantastic and long-term outlook, particularly for 

companies currently involved in logistics owing to the eventual nature of this business. The 

ability to boost the competitive position easily makes B2B incorporation a very powerful 

mechanism for logistic firms to achieve an advantage over the competition. This is particularly 

relevant in a time of macro-economic uncertainty, disruption, whether a depression or a 

protracted global recession, when sustaining and/or developing a good competitive position is 

crucial for any corporate entity to have a future effect on its commercial "sustainability". 
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Abstract 

The aim of the paper is to analyze the demand for parking spaces in the city of Kroměříž and to 

develop a proposal for their expansion. The first part deals with legislation and technical 

standards for the design of parking spaces. In the second part, an analysis of the demand 

for parking spaces is performed and a proposal for their expansion in the selected location 

is prepared. Finally, the contribution of the proposed one is evaluated. 

Abstrakt 

Záměrem příspěvku je analyzovat poptávku po parkovacích a odstavných plochách ve městě 

Kroměříž a zpracovat návrh na jejich rozšíření. V první části jsou řešeny právní předpisy 

a technické normy pro projektování parkovacích ploch. Ve druhé části je provedena analýza 

poptávky po parkovacích plochách a zpracován návrh na jejich rozšíření ve zvolené lokalitě. 

Na závěr je vyhodnocen přínos navrženého řešení. 
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ÚVOD 

S rozvojem ekonomiky velmi rychle každoročně roste zájem o využití osobní i nákladní 

automobilové dopravy. To vše způsobuje stoupající nároky na zajištění možností bezpečného 

a výhodného parkování. Stoupající počet vozidel způsobuje ve většině měst a obcí dopravní 

problémy. Vyhrazená parkovací stání nestačí, řidiči často parkují na místech, kde je to 

zakázané. Představitelé měst a obcí se často snaží tyto problémy řešit. Zatímco ještě 

před několika desítkami let vlastnil osobní automobil málokdo, dnes není vzácností, že v rodině 

jsou dvě osobní auta. Vlastnit automobil je velkou výhodou, na druhou stranu je to i starost, 

kam ho umístit, aby řidič neporušoval zákon. 

Většina měst a obcí doplácí na stávající dopravní infrastrukturu, která byla v lokalitách 
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budována již před několika desítkami let, kdy automobilová doprava nebyla tak rozvinutá, jako 

je tomu dnes. Následně je logické, že podmínky silničních sítí definované před několika 

desítkami let neodpovídají současným podmínkám, což sebou nese významné problémy 

zejména ve velkých městech. Projektování místních komunikací, tak sebou často nese řešení 

problémů, jak přizpůsobit dřívější komunikace současnému stavu automobilové dopravy. 

 

1 PŘEDPOKLADY PRO PROJEKTOVÁNÍ PARKOVACÍCH PLOCH 

První kapitola se věnuje legislativním předpisům, technickým normám a také výpočtu 

parkovacích ploch. 

 

1.1 PRÁVNÍ PŘEDPISY A TECHNICKÉ NORMY 

Mezi stěžejní východiska pro řešení parkovacích ploch patří: 

- zákon č. 13/1997 Sb., o pozemních komunikacích, 

- norma ČSN 73 6110 Projektování místních komunikací, 

- zákon č. 183/2006 Sb., o územním plánování a stavebním řádu, 

- norma ČSN 73 6056 Odstavné a parkovací plochy pro silniční vozidla. 

Návrhy parkovacích ploch podle uvedených východisek musí následně odpovídat zásadám: 

1) Parkovací a odstavná stání pro osobní automobily se zřizují jako samostatné plochy mimo 

prostor místní komunikace, v samostatných stavbách podzemních i nadzemních, jako součásti 

staveb bytového i nebytového charakteru a také jako parkovací pruhy/pásy/zálivy v hlavním 

dopravním prostoru i přidruženém prostoru na komunikacích. 

2) Parkovací a odstavná stání pro osobní automobily se zřizují u všech potenciálních zdrojů 

a cílů dopravy, tj. u obytných staveb, výrobních a administrativních zařízení, škol a zařízení 

občanské vybavenosti tak, aby etapově i výhledově byla jejich potřeba uspokojena. 

3) Parkovacím stáním je plocha, která slouží k parkování vozidla např. po dobu nákupu, 

návštěvy, zaměstnání, naložení nebo vyložení nákladu. Parkovací stání mohou být vyhrazena 

pro různé účely a pro různé uživatele. 

4) Odstavným stáním je plocha, která slouží k odstavení vozidla v místě bydliště nebo 

v místě sídla provozovatele vozidla po dobu, kdy se vozidlo nepoužívá. Odstavná stání mohou 

být vyhrazena pro různé uživatele. 

 

1.2 VÝPOČET PARKOVACÍCH STÁNÍ 

Celkový počet stání pro posuzovanou stavbu (pro řešené území) se určuje podle vzorce: 

 

𝑁 = 𝑂𝑜 ∙ 𝑘𝑎 + 𝑃𝑜 ∙ 𝑘𝑎 ∙ 𝑘𝑝 (1) 
 

kde: N - základní počet odstavných stání, 

Oo - základní počet odstavných stání, 

Po - základní počet parkovacích stání, 

ka - součinitel vlivu stupně automobilizace (viz Tab. 1) 

kp - součinitel redukce počtu stání (viz Tab. 2) 
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Tab. 1 Určení součinitele vlivu stupně automobilizace 

Ka -  součinitel vlivu stupně automobilizace  

Stupeň 700 600 500 400 333 290 
 poč. vozidel / 1.000 

obyvatel 

automobilizace 1:1,43 1:1,67 1:2,0 1:2,5 1:3,0 1:3,5 
 1 vozidlo / počet 

obyvatel 

Součinitel 1,75 1,5 1,25 1 0,84 0,73       

Source: ČSN 73 6056 

 

Tab. 2 Určení součinitele redukce počtu stání 

    Součinitel kp 

Skupina   A B C 

1 obce do 5 000 obyvatel  1     

2 obce (města) do 50 000 obyvatel  1 0,8 0,4 

3 obce (města) nad 50 000 obyvatel 1 0,6 0,25 

Stupeň úrovně dostupnosti    1-2 3 4 

Source: ČSN 73 6056 

 

2 ANALÝZA POPTÁVKY PO PARKOVACÍCH PLOCHÁCH V KROMĚŘÍŽI 

Druhá kapitola je zaměřena na vývoj automobilizace a jejího důsledku pro město, rozbor 

situace parkování a bilanci odstavných ploch. 

 

2.1 ROZBOR ÚDAJŮ O PARKOVÁNÍ 

Vývoj automobilizace a důsledky pro město 

Statistická data prodejů automobilů ukazují, že jejich počet neustále stoupá a společně s jejich 

počtem se stále zvyšují problémy s nedostatkem parkovacích míst ve městě Kroměříž (Tab. 3). 

 

Tab. 3 Vývoj stupně automobilizace v Kroměříži 

Rok Osobních vozidel Motorek Obyvatel Stupeň automobilizace Roční růst 

2012 9 694 1 390 25 454 380,8  

2014 9 879 1 410 25 266 391,0 0,95 % 

2016 10 497 1 478 25 254 415,7 3,13 % 

2018 11 241 1 579 25 215 445,8 3,54 % 

Source: [2] 

 

Bilance odstavných a parkovacích stání 

Průzkum statické dopravy se uskutečnil v Kroměříži v květnu 2019. Cílem bylo zkoumat 

nabídku a poptávku po odstavení vozidla v lokalitách bytové výstavby. Obrázek 1 prezentuje 
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bilanci nabídky a poptávky pro jednotlivé lokality, ve kterých jsou zohledňovány počty vozidel 

odstavených v souladu se zákonem, počty vozidel odstavených mimo zákon a počet volných 

stání.. Při porovnání nabídky a poptávky došli autoři průzkumu k závěru, že počet míst 

ve stávajícím stavu nepokrývá poptávku. 

 

Fig. 1 Nabídka a poptávka po odstavování vozidel 

Source: [2] 

 

Podle tabulky 4 autoři průzkumu definovali počet osob na 16189. S celkovým počtem 

nabídky míst stání 4000. Poptávka po stání je 4273. Z toho vyplývá, že poptávka po stání 

převyšuje možnosti stávajících parkovišť. 

 

Tab. 4 Souhrnné indikátory odstavování vozidel 

 Počet 

Počet obyvatel 16 189 

Počet legálně parkujících 3 141 

Počet nelegálně parkujících 1 132 

Počet volných stání 859 

Počet nelegálně parkujících 26,5 % 

Počet volných stání 21,4 % 

Nabídka stání 4 000 

Poptávka stání 4 273 

Bilance nabídky a poptávky - 273  

Stupeň automobilizace ve zvoleném území 264 vozidel/1 000 obyvatel 

Průzkum postihl 56 % populace Kroměříže 
 

Source: [2] 

 

SWOT analýza parkování vozidel 

K souhrnnému rozboru problematiky parkování byla také zpracována oficiální analýza 

zastupitelstva města Kroměříže (Tab. 5). 
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Tab. 5 SWOT analýza parkování vozidel 

SILNÉ STRÁNKY SLABÉ STRÁNKY 

Nízký stupeň automobilizace ve městě Nedostatečné kapacity stání pro bydlící 

Zajištěný systém P + G u pěší zóny Podíl nelegálně stojících dosahuje 26,5 % 

Dostatečně řešené centrum města Bilance na sídlišti Oskol je – 272 míst 

Zavedený systém zpoplatnění P + G centra města  

PŘÍLEŽITOSTI HROZBY 

Zajištění podmínek pro nízký stupeň 

automobilizace 
Zdvojnásobení počtu vozidel ve městě 

Source: [2] 

 

3 NÁVRH NA VÝSTAVBU A REKONSTRUKCI PARKOVACÍCH PLOCH 

Třetí kapitola se zabývá výstavbou a úpravou parkovacích ploch v jedné z problematických 

kroměřížských lokalit, sídlišti Zachar. 

 

3.1 SOUČASNÝ STAV 

Nejvíce parkovacích stání je na ulici Albertova. V této části je celkem 143 parkovacích 

stání. Další stání jsou umístěna přímo na sousedících ulicích Francouzská a Rumunská, kde 

se nachází 58 parkovacích míst. Celkem je pro lokalitu Zachar vyčleněno 201 parkovacích míst 

ve stávající zástavbě. Jedná se o naprostý nedostatek míst na parkovištích, pro rezidenty ale 

i případné návštěvy. 

 

 
Fig. 2 Mapa parkoviště na ulici Albertova 

Source: www.mapy.cz 
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3.2 URČENÍ POČTU PARKOVACÍCH PLOCH 

Při určování počtu parkovacích bylo vycházeno ze základních ukazatelů a příslušných 

součinitelů. 

 

Základní ukazatele počtu odstavných stání 

- druh staveb: bytová výstavba 

- účelová jednotka, byt o 1 obytné místnosti: 156 

- účelová jednotka, byt do 100 m² celkové plochy: 554 

 

Součinitel vlivu stupně automobilizace 

- počet obyvatel v obci: 29 035 obyvatel 

- počet registrovaných vozidel: 11241 osobních vozidel 

- stupeň automobilizace: 389 osobních vozidel na 1000 obyvatel 

- součinitel vlivu stupně automobilizace: 0,97 

 

Součinitel redukce počtu stání 

- druh MHD: BUS 

- součinitel frekvence spojů: 5 vozidel za hodinu 

- průměrná čekací doba: 10,8 minut 

- docházková vzdálenost: 100 metrů 

- doba docházky na zastávku: 1,2 minut 

- součinitel nástupní doby: 12 minut 

- měřená frekvence spojů: 5 

- index dostupnosti: 9,3 

- stupeň úrovně dostupnosti: 1 

- charakter území B (stavby v centru obce, ale mimo historické jádro, městskou památkovou 

rezervaci, dobrá kvalita obsluhy území veřejnou dopravou) 

- součinitel redukce počtu stání 0,8 (obce do 50 000 obyvatel) 

 

Celkový počet stání 

Na základě platné legislativy, normy ČSN 73 6110 a obecně technických podmínek 

pro výstavbu je celkový počet stání 614. 

 

3.3 BILANCE PARKOVACÍCH STÁNÍ 

V rámci bilance parkovacích stání jsou porovnány současná parkovací místa a parkovací 

místa, která jsou vyžadovaná. 

 

R = S − V = 201 − 614 = −413 (2) 

 

kde: R - rozdíl mezi současnými a požadovanými místy, 

S - současná parkovací místa, 

V - vyžadovaná parkovací místa. 

 

Je nutné konstatovat nevyhovující stav, chybí 413 parkovacích míst. 

 



55 

3.4 NÁVRH NA ROZŠÍŘENÍ 

Na základě výše uvedených skutečností je třeba řešit parkovací a odstavná stání uvedené 

lokality. Vzhledem k malým prostorovým možnostem lokality navrhujeme umístění 

karuselových „garáží“, které zabírají minimální zastavěnou plochu a svým vzhledem tolik 

nenaruší okolní zástavbu. 

 

 
Fig. 3 Situační výkres sídliště Zachar s karuselovými garážemi 

Source: vlastní zpracování 
 

Zpracovaný návrh řeší výstavbu karuselových garáží ve městě Kroměříž na pozemcích 

města, místní části Zachar, včetně vybudování nových sjezdů na přilehlou komunikaci. 

Karuselová stání byla zvolena s ohledem na již zastavěné území. Tato lokalita je velmi hustě 

zastavěna a nedisponuje téměř žádnou volnou plochou pro vybudování parkoviště nebo 

parkovacího domu. Z těchto důvodů je velmi nutné citlivé umístění dalších staveb, aby nedošlo 

ke zhoršení bytového komfortu obyvatel. 

Tento typ stavby potřebuje jen velmi malý prostor a umožňuje parkovat vozidla nad sebou. 

Fasády těchto objektů mou být kreativně ztvárněny. Vzhledem k tomu, že se jedná o výstavbu 

ve městě, na sídlišti, je vhodné posílení zeleně tzv. zelenou fasádou, případně zelenou střechou. 

Toto řešení bude mít za následek zlepšení mikroklimatu. Jedná se o kombinaci dvou různých 

výškových typů s rozdílným počtem míst. Zvolená výška by neměla přesahovat stávající okolní 

zástavbu, aby nedošlo ke zhoršení oslunění stávající výstavby. 
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4 VYHODNOCENÍ 

Výchozí situace je taková, že problematika nedostatku parkovacích míst se táhne již řadu let. 

Stávající zástavba byla plánovaná v letech, kdy na prvním místě rozhodně nebylo architektonické 

řešení, stejně tak se příliš nedbalo na vzhled okolí bytové zástavby. Tehdejším požadavkem byla 

hlavně rychlost výstavby. Celý koncept tedy vychází z požadavků dané doby, a to včetně počtu 

parkovacích míst. Dříve vůbec nebylo pravidlem, na rozdíl od dnešní doby, aby každá rodina měla 

automaticky automobil. Prostor mezi domy je stísněný, oddychové zóny zde v podstatě neexistují. 

Tím, jak se zvyšuje automobilizace občanů Kroměříže stává se, tento problém stále naléhavější a žádá 

si řešení. Dalším problém je však skutečnost, že sídliště Zachar je velmi zahuštěné a nová parkovací 

místa se sem již nevejdou. Jako řešení se tak nabízí restrukturalizace celých ploch daného území. 

Na základě těchto skutečností byl vypracován návrh řešení karuselových garáží. Umístěny 

byly na pozemcích města, a to v místní části sídliště Zachar. Jiná varianta z hlediska možných 

volných ploch se nejevila jako relevantní. Na základě toho jsme se snažili o velice citlivé 

umístění do prostoru, aby nová stavba zapadala do vyznění a kontextu stávající zástavby. 

Zastavěnost území a nedostatek místa vyžadujte inteligentní řešení. Systém karuselového 

parkování tak může ušetřit více jak 90 % místa oproti standardnímu způsobu parkování. 

Samotný proces parkování je přitom velmi jednoduchý a od řidiče nevyžaduje skoro žádné úsilí. 

 

ZÁVĚR 

Příspěvek se zabývá aktuálním tématem nedostatku parkovacích míst ve městech a potřebou 

budovat nová parkovací místa, neboť žijeme v době, kdy je automobil běžnou součástí vybavení 

každé rodiny. Častokrát tak běžná rodina vlastní i několik automobilů. Zejména kvůli této 

situaci dostupnosti automobilů a jejich nadměrnému počtu na infrastruktuře, vznikají problémy 

v dopravě. Dopravní kongesce, problémy se zaparkováním, větší množství dopravních nehod. 

Právě kvůli těmto zmíněným faktům ohledně aktuální situace s dopravou v Evropě je třeba 

hledat způsoby, jak dopravní toky a dopravní systém zefektivnit a dospět do stádia, kdy doprava 

představuje co nejmenší stresový faktor pro obyvatele. K tomu, aby se tato idea mohla také 

realizovat, napomohou moderní inovativní řešení, jakým je i zavedení inteligentního parkování. 

Právě takový model byl zvolen v Kroměříži na sídlišti Zachar. Zde se rezidenti potýkají s velice 

hustou zástavbou, která nedávala možnost vybudovat nová parkovací místa, která by byla 

z důvodu stále rostoucí motorizace obyvatelstva velice potřebná. 
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