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Debt Financing and Thin-Capitalization: Case Study in Slovenia
Lidija Hauptman and Sašo Tič

Since each form of financing provides a different level of security and
risk, companies are often faced with a dilemma, which equity to debt
ratio to choose in financial structure. In order to avoid overexploita-
tion of certain types of debt financing, tax legislation defines a thin
capitalization rule. In this paper we present, how the relationship be-
tween equity and debt financing has changed in the period 1997–2012
and how the thin capitalization rules affected this relationship in the
selected parent companies in Slovenia. The analysis reveals that the
proportion of debt financing increased before and after the introduc-
tion of thin capitalization rules throughout the period.
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Management of the Cultural Factor As Determining Factor
of Foreign Direct Investments
Zoran Vaupot

The empirical research of determining factors concerning foreign di-
rect investments (fdi) has started to grow in their importance since
the 1980s of the previous century. The main reason for that was inter-
national growth of fdi volume. In the 1990s, we started to observe an
integration of national culture’s factor as an explanatory variable in
models that try to explain changes concerning fdi. An overview of ref-
erential research shows that results, connected with a mentioned role
of a national culture’s factor are often contradictory. Taken it into ac-
count, we first try to analyze basic reasons of that fact. After that, some
directions for improvements in methodological approach and areas of
future research are proposed in order to better evaluate the role of na-
tional culture as determining factor of fdi.
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Introduction of New Products on the Market with Regards
to the Internal Potential of the Company
Tina Vukasović and Jure Zidar

Development of new technologies and market saturation with products
from different backgrounds with different properties for end users
often causes confusion and uncertainty in the process of buying. Be-
cause of the faster flow of information, modern companies are becom-
ing a learning societies based on open information, equality and the
organizational culture that encourages collaboration, flexibility and
research through the introduction of new products on the market. At
the beginning, we have focused on the theoretical bases and market
research with regard to knowledge management. Below, we have de-
signed and built appropriate marketing to introduce a new product to
the demanding European market. The market survey was conducted
examining the internal potential of the company who gave the answer
or the placement of a new product on the demanding European mar-
ket economically justified and reasonable or not.
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Role of Marketing Communication in a Company:
Lumar Case Study
Sara Kobold

Marketing communication is an integral part of the famous 4-p. It plays
an important role in the company, as it helps to increase company’s
visibility and strengthen its brand. Marketing communication is achiev-
ing its objectives in communicating with customers and consumers
using its marketing communication tools. If a company wants to be
ahead of the competition, and have a good look in costumers’ ayes,
marketing communication is most crucial. In this paper we analyze
the case of marketing communication company Lumar. The results
obtained argue that the company is well known, where we recognize
especially the electronic media as most important tool of marketing
communication. However, we noticed that the brand recognized more
regionally – especially in Styria and Carinthia, despite the fact that
the company is well known and active in all regions in Slovenia and
abroad (Italy, Germany, Austria).
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Efficient and Effective Project Management
Dušan Pene and Zlatka Meško Štok

The purpose of the article is to investigate different authorities and re-
sponsibilities of a project manager and of a project leader. Considering
the fact that nowadays the project management is becoming the im-
portant factor in performing and leading the investments which are
modified by modern leadership theories, we can say that the key el-
ement is the sovereign leadership of a manager and a project leader.
The current multi-project environments and modern techniques at the
project management area need the interdisciplinary leadership ap-
proach and at the same time they enable the strengthening of com-
pany’s competitive features so they are consistently satisfying high
project expectations of the project investor or a client.
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