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The Role of Branding in Small and Medium-Sized Enterprises
Franc Vidic and Jaka Vadnjal

The purpose of this article is to show the relationship between brand-
ing and brand management in small and medium-sized enterprises
(smes). Traditionally, branding was associated with large and global
corporations. However, we often forget that small and medium-sized
enterprises also deal with their own names (brands) in their own way.
The study identified four types of businesses, regardless of their asso-
ciation with brands. We named these four types, as follows: Ignorant;
User; Low-Cost Producer; and Differentiation Producer. If the first two
types (i. e. Ignorant and User) differ primarily in the extent to which
they use simple branding activities, and are used mainly in the local
market where the enterprises tend to operate, we found that the last
two types (i. e. low-cost producers and differentiation producers) de-
sign their branding strategies in accordance with their generic strate-
gies and mode of growth.
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Perceived Relationships among Components of Insurance Service
for Users of Complementary Health Insurance Service
Urban Šebjan

This article explores the relationship between the components of the
services provided by complementary voluntary health insurance (cvhi),
to which users ascribe different levels of importance. Research model
that consists of four constructs (importance of quality service, addi-
tional coverage, price discounts of cvhi and insurance company rep-
utation) and an indicator of the importance of insurance premium of
cvhi was tested with structural equation modelling (sem) on the sam-
ple of 300 Slovenian users of cvhi. Our findings show that – according
to the users – the importance of the component of cvhi service (insur-
ance premium) is reflected in the perceived importance of other com-
ponents of cvhi (additional coverage, quality, price discounts and in-
surance company reputation).
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Entrepreneurship Policy and Supportive Environment
for Entrepreneurship Development
Katja Crnogaj in Miroslav Rebernik

The decision of individuals to either establish their own business or
to expand an existing one, as well as the interdependence between
entrepreneurship and economic development are significantly influ-
enced by the environment in which those individuals live and work.
Such an environment is possible to shape with appropriate industrial
policy. Based partly on the Global Entrepreneurship Monitor (gem)
database, obtained by surveying national experts in 2012, authors ana-
lyze business environment in Slovenia. We linked the results of anal-
ysis with potential channels of policy intervention proposed by en-
trepreneurial policy framework. The analysis shows that in Slovenia
adequate social consensus on the importance of entrepreneurship and
understanding of its role for economic growth and social development
is still missing. Results also indicate that it is particularly important
to strength the intervention on the supply side of entrepreneurship,
because potential entrepreneur will take advantage of good business
opportunity only if he/she will have the required capacities, skills and
necessary resources.

Key words: entrepreneurship, business environment, entrepreneurial
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entrepreneurship policy

Management 8 (4): 309–332

The Importance of Knowledge Management in Terms
of Increasing Social Capital in Selected Slovene
Technology Parks
Riko Novak, Vasja Roblek and Gabrijel Devetak

This article investigates the importance of knowledge management
(km) and how it is influencing social capital (sc) in selected organisa-
tions that are members of Slovene technology parks. The purpose of
this article is to point out statistical important characteristics between
the dependant variable and several independent variables on the ba-
sis of preliminary studied empirical data based on a population of 667
organisations chosen from the subjects of the innovative environment
database maintained by the Public Agency of the Republic of Slove-
nia for Entrepreneurship and Foreign Investments (japti). On the ba-
sis of a multivariate regression analysis we wanted to present empiri-
cal findings, namely, whether communication technologies and the ca-
pability (ability) of the employed to access information sources influ-
ences km. With this article we want to present the final findings which
define the development of a conceptual framework for understanding
the influence of km in small and medium sized companies on the de-
velopment of social capital. We came to the conclusion that in an or-
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ganisation the importance of intellectual and social capital, intangi-
ble capital assets and their continuous measurement has to be empha-
sised in order to increase the importance (awareness) of km.

Key words: information resources, knowledge management, social
capital, technological parks
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The Development of Competencies of Creativity
in Elementary School
Patricija Halilović and Borut Likar

Competencies of creativity, which are partly intertwined with innova-
tive and entrepreneurial ones, can be encouraged and developed. The
purpose of research is to examine whether the appropriate approach
establishes a positive classroom climate and consequently, whether the
changes occur in the field of creative practice and flexibility of pupils.
The study involved 146 pupils of the third triad from 22 Slovenian pri-
mary schools who participated for one year in the upi (creativity, en-
trepreneurism, innovativeness) or in the entrepreneurial club. For data
processing, we used basic statistical methods. Results of quantitative
research show a positive impact of entrepreneurial club on the cre-
ation of creative classroom climate and consequently on greater cre-
ativity and flexibility of the pupils who attend the club.
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