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Abstract

One of the fundamental problems faced by companies in the market economy is com-
petitiveness. It can be shaped in various ways in order to achieve the desired goals. 
Soft competitiveness is one of such ways of shaping competitiveness and it origi-
nates from human resources, i.e. employees who contribute to the development of 
an organisation (enterprise). This article presents a behavioural-humanistic mod-
el of soft competitiveness of enterprises. The following assumptions have been made:  
Employees (human resources) are the source of soft competitiveness (thesis 1) and soft com-
petitiveness is of a behavioural-humanistic nature (thesis 2). The theses presented have been 
interpreted with the use of the literature of the subject.

Paper type: conceptual article

Keywords: behavioural-humanistic model of soft competitiveness of enterprises, behav-
iourism, humanism, soft competitiveness

Introduction

The basis for the functioning of enterprises and other organisations is man (em-
ployee) without whom the organization cannot exist (Jedynak, 2010). The employee 
is both the source of successes and failures of the organization. A general look at 
employees from the point of view of the management of a given entity demands 
that they be divided into two basic groups: executives (serial employees) and man-
agers (decision makers, responsible for the management of the organisation).
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One of the views presented in this paper is that the man himself decides about 
the value of anything. This view originates from the philosophical thought of Pro-
tagoras (representative of Greek philosophy). Man is the measure of all things 
(Łukomski, 2000, p. 243). When translating the presented view into the problem of 
the organization’s competitiveness from the point of view of the manager as a de-
cision-maker (implementing the management process), one can say that the man-
ager decides about the competitive factors contributing to the competitive advan-
tage of the enterprise.

The manager and what he represents is reflected in competitiveness understood 
as factors (elements) connected with the organization and contributing to the crea-
tion of a competitive advantage. It should be mentioned that managers must active-
ly cooperate with their subordinates, which contributes to positive synergies. The 
clearest picture of competitiveness can be obtained by perceiving the manager as 
a behavioural-humanistic being. The manager provides and implements competi-
tiveness and a competitive advantage. As a behavioural-humanistic entity, the man-
ager is part of the soft competitiveness model. This perception of the manager and 
executive employee highlights the qualitative aspect of the organisation.

The aim of the study is to present the concept of the behavioural-humanistic 
model of soft competitiveness of enterprises. The study assumes that employees 
(human resources) are the source of soft competitiveness (1) and that soft competi- 
tiveness is of a behavioural-humanistic nature (2). The theses presented have been 
developed on the basis of the interpretation of the subject literature, which makes 
use of, among others, the following: logical reasoning (logical thinking) and per-
ception, allowing to combine various aspects into one compact whole and provid-
ing the image of the reality surrounding a given author. This method makes it pos-
sible to present the author’s point of view. In this method, the following are used: 
theoretical experiences, practical experiences and theoretical-practical experiences 
(combination of theory with practice). This method is widely used in the world of 
science and business practice, providing the basis for reactive or proactive human 
activity. In logical reasoning – from the perspective of the author of the study – this 
method can be referred to as the queen of methods.

1. �Behaviouralism and humanism in the management 
of people

The functioning of management as a science and business practice is based on 
many concepts that refer to different sources of philosophy as perception and treat-
ment of people (Oczkowska, 2014).

Human beings can be approached in a variety of ways, as illustrated by the 
behavioural school and humanistic school, among others. The behavioural school 
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(behavioural concept, behavioural approach, behavioural trend) is based on a re-
ductionist human model which is subject to stimulation leading to a predictable 
and programmable reaction (McGee & Rennie, 2012; Miner, 2015). This school 
perceives man as an individual behaving in different ways depending on the situa-
tion or conditions in which a given person finds themselves. The second school is 
the humanistic school in which the manager (leader, mentor) focuses on the indi-
vidual needs of a person, supporting their development (Raiden, Dainty, & Neale, 
2007; Taormina, 2009). Both the behavioural school and the humanistic school 
make a major contribution to the development of human resources. In the prac-
tice of human resources management, both schools should be taken into account, 
i.e. one should adopt an integrated approach (integrated school), because man (em-
ployee) is both a behavioural and humanistic person. The integrated approach com-
bines the two concepts into one compact whole, depicting man as a behavioural- 
-humanistic being. Incentives, situations, conditions and needs constitute an inte-
grated image of the human being.

The behavioural trend officially came into being in 1913 as a result of the Wat-
son’s behavioural manifesto, but it had already had its precursors in figures, such as, 
Pawłow or Thorndike (Stachowski, 2000). In his analysis, Watson focused on fac-
tors that improve human functioning. What he recognized as the purpose of psy-
chology – as an experimental science – was the control of behaviours and the pos-
sibility of predicting them (Ziółkowska, 2008). The Watson’s concept, an extremely 
reductionist concept, is called the psychology of stimulus and reaction. According 
to this concept, the body is influenced by many different stimuli, causing physio-
logical, physical, emotional and even mental reactions (Matusewicz, 2006). Watson 
claimed that the environmental impact is so omnipotent that, regardless of inter-
nal factors, it can influence any specialist even if their proficiency is based on their 
talent (e.g. artistic, musical) (Trojan, 2014). Another representative of the behav-
ioural school is Skinner, who drew attention to the rewards and punishments that 
shape the individual’s behaviour and stressed that stimulus deprivation leads to pa-
thology in the individual’s behaviour (Ziółkowska, 2008). The example of a person 
who may experience this situation is a person who is mobbed, who is not assigned 
any tasks, whose communication is limited, and who is, therefore, isolated from the 
stimuli characteristic of the work environment. One can also rely on the regulari-
ties related to the use of reinforcements when creating incentive systems. The meta- 
-analysis of data from many American studies has shown the dominance of the in-
fluence of financial incentives (particularly those dependent on results) on work 
productivity, reduction of absenteeism and staff turnover over non-financial fac-
tors (Tyszka & Zaleśkiewicz, 2004). This proves that the employee behaves in a cer-
tain way, because he or she has experienced many positive and negative reinforce-
ments that have shaped their attitude. Every behaviour is conditioned by, among 
other things, reinforcements and attitudes towards the problem. Another repre-
sentative of the behavioural school, referring at the same time to a cognitive ap-

http://www.emeraldinsight.com/author/Taormina,+Robert+J
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proach, was Bandura, the creator of the theory of social learning. He believed that 
in order to understand human behaviour, it was not possible to rely solely on learn-
ing theories, but one should also take into account the mutual interaction of the 
social environment. People are shaped by the environment and actively create it. 
Apart from self-assessment, it is also the source of reinforcements. Depending on 
their abilities, they learn by observing the interactions of other people with the en-
vironment (Ziółkowska, 2008). The theory of Bandura was used, among others, in 
experiments explaining the economic socialisation of children (Rolad-Lévy, 2004).

The achievement of the behavioural school is widely used in psychological 
practice, also in solving social problems in organizations, and its special form is or-
ganizational behaviour management. Researchers of this trend have shown that the 
application of behavioural procedures has a positive impact on employee behav-
iours and eliminates the undesirable ones (Suchowierska, 2008). Behaviouralism 
often allows effective treatment of pathological behaviours (e.g. overcoming addic-
tions such as workaholism, modifying dangerous behaviours from the point of view 
of an organisational order) and it is also a method of exerting positive influence 
in the process of education (also professional education) and upbringing. Train-
ing methods based on behavioural knowledge (e.g. workstation training, model-
ling of behaviour) let an employee improve his/her professional competences, feel 
more valued and give his or her skills a specific meaning and purpose. Moreover, 
the research carried out in this field, especially in connection with cognitive con-
cepts, shows how people value gratification (also in the workplace), which induces 
them to make decisions that are desirable from the point of view of influencing de-
cisions and which shapes their various economic behaviours (saving, risk-taking, 
insurance) (Suchowierska, 2008). Behaviouralism aims to emphasize human values 
in the environment in which it functions.

Apart from behaviourism, there is a humanistic school (humanistic approach, 
humanistic concept) whose main representatives are Maslow and Rogers. Their 
views were the reaction to the demonic vision of psychoanalysis and reduction-
ism of behaviourism. Maslow conducted discussions on healthy and creative indi-
viduals; he demanded that science depart from the analysis of a sick and dysfunc-
tional man, and focus on what is good, optimistic and what builds the potential of 
individuals. While conducting research on self-realising persons, he created the 
psychological portrait of a positive individual, trusting in himself and others (Hall 
& Lindzey, 2001). He called for a holistic and dynamic approach to individuals, as 
only such an approach provides a deep understanding and lasting solution to pos-
sible problems (Maslow, 2006). Spending some time with an individual (worker, 
pupil, patient) can prevent him or her from being labelled and stigmatized in an 
abusive way as a fierce, bold, unpredictable person, which to a large extent deter-
mines their future functioning. Maslow formulated his proposal for business un-
der the name of eupsychian management, which is based on a humanitarian ap-
proach to people (in its centre there is a man with his individual needs, a human 



81Behavioural-humanistic model of soft competitiveness of enterprisesBehavioural-humanistic model of soft competitiveness of enterprises

and his perspective). In the longer term, such a philosophy of action is also sup-
posed to bring financial benefits (Cox, 2006). The second “father” of the humanis-
tic approach, Rogers, is the creator of the client-oriented non-directive therapy. Its 
basis is an empathetic bond between the facilitator and the client. Its principles are 
widely used in counselling, management of meeting groups and resolution of group 
conflicts (Hall & Lindzey, 2001). This therapy is based on a genuine relationship be-
tween a student and teacher and is widely used in trainings of medical personnel, 
career guidance, managerial training, community animators and various cultural 
circles (Rogers, 1991). Thanks to the humanistic concept, in the sphere of business 
it was also possible to look at the employee differently, seeing his individuality, cre-
ativity and willingness to grow.

The main idea of the humanistic concept is that man is a unique individual, in-
tegrated into the environment in which he lives; human development is determined 
by the factors inherent in him and beyond. Man strives for self-fulfilment and by 
the very nature of his existence he is good and has a positive attitude towards the 
world around. His behaviour is conditioned by the present, what he represents here 
and now, because the man who lives in the past will not achieve full development.

Behavioural and humanistic concepts are the basis of shaping human develop-
ment also as at a workplace, which in turn contributes to building the competitive-
ness of the organisation (enterprise). It can be said that man is the creator of broad-
ly understood development, including the competitiveness of an organization. Man 
is both the beginning and end of an organisation. Considering the organization’s 
competitiveness in the context of man, one can talk about the behavioural-human-
ist competencies that can be regarded as specific competitiveness.

2. Competitiveness of enterprises

Competitiveness is a complex, multi-faceted issue and, depending on the entity in 
relation to which it is researched, is characterised by various traits and often differ-
ent methodology (Adamkiewicz-Drwilo, 2002, p. 9).

Competitiveness is one of the so-called theoretical concepts. It means that it is 
not a sign of any particular person or thing, nor anything that can be imagined as 
things and persons. In fact, there are no directly identifiable determinants. In order 
to clarify the meaning of this concept, it is necessary to break it down, which means 
distinguishing between the dimensions of competitiveness. Competitiveness in-
cludes various factors contributing to generating a competitive advantage on the 
market. Competitiveness is characteristic of a given organisation.

Competitiveness can be understood in various ways (Adamkiewicz-Drwiło, 
2002, pp. 63–69). On the one hand, it is a trait, attribute, outcome, result (result-
ant approach), and, on the other hand, a process (functional approach). Its sec-
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ond meaning should be associated with achieving the trait, attribute or result, i.e. 
competitiveness. Therefore, it is a process through which one has to go in order to 
become competitive (Gorynia, 2002, pp. 49–50; Kusz, Kusz, & Sobolewski, 2009, 
p. 364). This is, in other words, competing (Gorynia, 2009, p. 48). Competitive-
ness, in its first meaning, is most often generalised against the background of eco-
nomic issues and is a concept that refers to the market economy. The essence of 
this economy lies in the fact that the participants of economic life compete at dif-
ferent levels. To put it simply, it can be assumed that competitiveness means being 
able to compete, i.e. to act and survive in a competitive environment. Competitive-
ness in the process (functional) sense is in fact inseparable from competitiveness 
in the attribute (resultant) sense. Process competitiveness leads to attribute-based 
competitiveness (Gorynia, 2009, p. 50). Competitiveness is mainly a relative at-
tribute, which means that it assumes a certain type of relationship between the ob-
ject, about which something is claimed, and other objects. Competitiveness can be 
classified as a relative characteristic which is referred to with the use of compara-
tive properties. Comparative properties of objects involve the attribution of cer-
tain characteristics to objects by comparing them with other objects or with a giv-
en standard of comparison (e.g. an average for the whole group).

Competitiveness can be seen as the purpose of the company’s activity 
(Adamkiewicz-Drwiłło, 2002, p. 57). It means meeting the needs of customers in 
a more efficient way than other companies (Świtalski, 2005, pp. 165–166). Compa-
nies that seek to sustain their competitive position in the marketplace must con-
tinuously invest in innovation and the development of their products and services 
or offer clear price benefits. The best companies successfully combine knowledge 
of the future of the market with well-established competence-based management. 
They put emphasis on the development of an organisational culture with elements 
that drive innovation and entrepreneurship, where top management members are 
the main initiators of pro-development changes (Bailom, Matzler, & Tschemernja, 
2009, pp. 13, 59–80).

Apart from the organizational culture, knowledge, which becomes a strate-
gic resource on the basis of which one can build a competitive advantage in mod-
ern markets (competitive advantage thanks to knowledge), is an inherent factor of 
change. Knowledge is also known as the so-called specific resource “entangled” in 
the whole context of the remaining “soft” resources (Leśniewski, 2015), especial-
ly, such as, organisational culture, internal relations within the organisation, sys-
tems of motivating, communicating and interactions and relations with the envi-
ronment. Many of these resources – together with the knowledge itself – are created 
as a result of a long-term accumulation of experience gathered in specific socio-
economic, technological, legal, political, cultural conditions in which a given enter-
prise functions or operates (Stankiewicz, 2006, p. 14).

Competitiveness of the enterprise is the effect of synergistic-complementary 
interaction of internal factors (within the enterprise) and external factors (outside 
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the enterprise) as well as the mechanism of mutual interpenetration of these fac-
tors. The high level of competitiveness of the company reflects not only the success 
of the management staff with skilful use of knowledge, but also the strength and ef-
ficiency of the national economy and various externalities that the company can 
and should use. Factors that affect the competitiveness of an enterprise should be 
considered in an integrated approach, i.e. by perceiving their mutual interrelation-
ships and interdependencies. The key determinants of competitiveness of modern 
enterprises are interactive in nature, they are a combination of interlinked factors 
that make up a multidimensional space. They should not be seen as single, isolat-
ed variables, but as a set of mutually dependent elements (e.g. soft factors, hard fac-
tors) that occur within the same time horizon and permeate one another.

One of the forms of competitiveness of an enterprise is soft competitiveness, 
which emphasizes the human being and anything that is related to him. Soft com-
petitiveness can serve as an example of the operational and strategic development of 
an economic entity. It should be stressed that the organisation will achieve signifi- 
cant benefits from shaping soft competitiveness in a strategic time dimension rath-
er than an operational dimension, because the components that create it, such as, 
trust, cooperation or skills etc., are pro-developmental in the long run.

3. Soft competitiveness of enterprises

Soft competitiveness is a set of factors that can be subjected to the process of be-
coming more flexible (plasticisation). The process is based on a relatively plausible 
change in the properties, type and character of a given factor (e.g. in relation to or-
ganisational culture it may be a change of culture type from clan culture to adhoc-
racy culture; in the case of motivating – a change of motivation from type every-
one has equally contributed to individual motivation of type you have contributed 
to the company’s profit, you receive a certain benefit, you as an employee, you as an 
individual (Leśniewski, 2015, p. 231).

Soft competitiveness plays an important role in building and shaping the over-
all competitiveness of enterprises. Soft competitiveness can be seen as a detailed, 
specialised form of competitiveness of an economic operator. This form of com-
petitiveness can be realized in any organization that prefers and appreciates quali-
ty employees while, at the same time, recognizing their intellectual potential in the 
organization.

Soft competitiveness through the exposition of human resources and human 
factors such as, for example, competence or knowledge contributes to the effective-
ness and efficiency of behavioural advantage of economic operators. Building and 
shaping soft competitiveness and, therefore, behavioural competitive advantage re-
quires intellectual involvement of the company’s employees, especially the man-
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agement staff (Leśniewski, 2015, p. 231). In order for an economic entity to be able 
to base its development on soft competitiveness, it must have the so-called quali-
ty workers, i.e. people who fully integrate with their intellectual potential into the 
structure of a given enterprise. These are the employees adapted to: work position, 
organisational unit, organizational department, management level, etc. with their 
skills, i.e. the right person, at the right place, at the right time and in the right or-
ganisation (Leśniewski, 2015, p. 232).

The author model of competitiveness of soft enterprises presented below (Fig-
ure 1) depicts the problem taking into account the interaction between internal 
and external environment. It takes into account the behavioural competitive advan-
tage of enterprises, which is generated by factors of soft competitiveness. The po-
tential possibilities of the analysed competitiveness depend on the feedback from 
the internal environment to the external environment. Each model element has 

Human resources Training, improvement Behaviouralism of 
employees 

Competences, skills 
and talents

Creativity Management staff Motivation, 
assertiveness

Organisational culture

SOFT COMPETITIVENESS OF ENTERPRISES

Knowledge Intellectual capital Mind-set, trust Experiences

Education, 
Awareness of changes, 
perception of changes 

Communication, 
communicativeness,

openness 

Relationship between 
workers, cooperation

(internal relations 
within the organisation)

Inter-organisational 
relations, cooperation 
(external relations of 

organisation) 

Internal environment External environment 

BEHAVIOURAL COMPETITIVE ADVANTAGE OF ENTERPRISES

Figure 1. The model of soft enterprise competitiveness.

Source: Leśniewski, 2015, p. 233.
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a value which influences the overall value of the soft competitiveness of the organ-
isation (enterprise). When building and shaping its soft competitiveness, an enter-
prise must determine which soft factor or factors constitute the core of the analysed 
competitiveness (e.g. employees knowledge, skills, experience or trust). The value 
of particular factors is not divided proportionally (e.g. 25% or 10% each) in rela-
tion to the overall soft competitiveness. There may be cases where one or the other 
factor represents more than 50% of the value in relation to all soft competitiveness, 
which means that they play a decisive role. Such factors may include creativity, mo-
tivation or experience of employees. These factors are created by the synergistic-
complementary system of competitiveness of soft economic entities (Leśniewski, 
2015, p. 233).

The model is based on man and his perspective in the organization. Human re-
sources are the first factor generating soft competitiveness. Human resources are 
the primary resource (Leśniewski, 2014, p. 62) of the organization, which is visible 
on the model of soft competitiveness and which constitutes the introduction of this 
model into the behavioural-humanistic aspect. The employees and, above all, their 
quality begin the process of building and shaping soft competitiveness and behav-
ioural competitive advantage of enterprises. Therefore, the human resources pro-
cess of the enterprise (organization) should be carried out by specialists in the field 
of human resources management. What kind of people (employees/workers) are 
employed plays an important role in shaping soft competitiveness and a behaviour-
al competitive advantage. The employee must be such a great match for the enter-
prise that they can collectively be referred to as one body and one soul. The quali-
ty of human resources may stimulate or destimulate soft competitiveness. Whether 
a company will base its development on soft competitiveness depends on the qual-
ity of its employees.

The model shown in Figure 1 can be viewed in two ways: analytically or syn-
thetically. Analytical model refers to the development of this competitiveness in 
one or more factors (e.g. the company cares only about the education of employees, 
or training or development of employees or trains them to develop certain skills). 
This view is accurate and secure when the company has a strong competitive advan-
tage on the market. Synthetic model refers to the development of soft competitive-
ness in the area of all factors included in the model. In this perspective, the compa-
ny should holistically consider the factors of its soft competitiveness (Leśniewski, 
2015, p. 234).

In analytical and synthetic approaches, the economic entity should constantly 
monitor their factors of soft competitiveness. The experience of economic entities 
shows that the company should take into account both views (synthetic and analyt-
ical). Each of them contributes to soft competitiveness. In addition, the combina-
tion of approaches should be treated as an integrated approach to factors that cre-
ate soft competitiveness (integrated approach). It is worth emphasising that each 
economic entity must develop its own, unique and difficult-to-copy model of soft 
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competitiveness. Competitiveness factors contribute to the creation of a competi-
tive advantage for an economic entity. Each soft competitiveness factor creates and 
shapes a specific behaviour of enterprises in relation to other market participants. 
This can be called a behavioural competitive advantage for companies. The behav-
ioural competitive advantage of companies is about gaining an advantage over oth-
er market participants through taking a specific action that will be beneficial for the 
company and thus the goal will be achieved.  The behaviour of an economic enti-
ty (Budzanowska-Drzewiecka, Marcinkowski, & Motyl-Adamczyk, 2016) can be 
based on two main forms of market activities: cooperation and competition. For 
example, the type of organizational culture can make an enterprise favour collabo-
ration, which means that an entity enters into market agreements (e.g. strategic al-
liances, clusters or other forms of cooperative market activity), or competes by win-
ning or losing on the market (Leśniewski, 2015, pp. 234–235).

None of the soft competitiveness factors in the presented model can stand 
alone. There has to be a synergistic-complementary relation among them. Soft 
competitiveness factors, functioning together with other factors, generate bigger 
benefits for the company and, at the same time, complement one another (they cre-
ate strong and lasting relationships with one another). It can be stated that the qual-
ity of soft competitiveness factors is the quality of behavioural-competitive advan-
tage (Leśniewski, 2015, pp. 234–235).

The soft competitiveness model can be oriented towards various aspects of the 
company’s functioning. One of these aspects is the behavioural-humanist perspec-
tive on the model of soft competitiveness.

4. �Behavioural-humanistic model of soft competitiveness 
of enterprises – conceptual model

The basis for the functioning of every organisation is man (employee). The qual-
ity and number of employees creates a specific melange between various factors 
that characterise individual employees. Every development-oriented organization 
should choose man and his perspective in the organization as a focal point, i.e. 
adopt the concept of a forward-looking man. This concept is based on the fact that 
man sees and perceives the organisation as a place of their own and the organisa-
tion’s development.

On the one hand, man is the basis, the foundation of the organization’s devel-
opment and, on the other hand, it is a cost-creating resource of the organization. 
This dichotomy requires a certain balance. The concept that forms the basis for 
such a balance is the behavioural-humanistic model of soft competitiveness of en-
terprises, in which man (employee) determines the quality of the development of 
the whole organisation (company). In this model, man (employee) is perceived as 
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the person needed by the organisation (friend of organisation). In order to be seen 
in the organisation as a foundation for development, man should have clearly de-
fined attributes and everything that shapes him. In this model, man is considered 
both as a behavioural being and a humanistic being influencing the elements of 
soft competitiveness with the aim of achieving a behavioural-humanistic competi-
tive advantage of enterprises. Human behaviour and being human forms the qual-
itative picture of the reality of the organisation where man plays a leading role. The 
model shown in Figure 2 is bidirectional. The first direction of analysis starts with 
man (employee) and ends with the organization achieving a behavioural-humanis-
tic competitive advantage (this direction is illustrated by an arrow pointing down-
wards on the far left) and the second direction of analysis starts with the enterprise 
achieving a behavioural-humanistic competitive advantage and ends with the final-
ly-shaped man (employee) of the organization (this direction is illustrated by the 
arrow pointing upwards on the far right). In each direction of the analysis, the el-
ements of soft competitiveness and interpersonal relations are taken into account. 
In this model, the internal and external environments of the company are mutual-
ly permeating.

The behavioural-humanistic model of soft competitiveness of enterprises is an 
author view of both the problem of the competitiveness of an economic entity and 
the functioning of man in an organization. In the model of the behavioural-human-
istic soft competitiveness of enterprises, the starting point is man as a behaviour-
al being having their dignity together with various attributes (humanistic).2 Man is 
the backbone of the organisation that grows thanks to a quality employee. Man be-
ing in an organisation (enterprise) influences its formation and organization influ-
ences the formation of man (employee). There is then a mutual relationship: man 
– organization and organisation – man. The employee responsible for the manage-
ment process is a manager who, through other employees, changes the shape of the 
present and potential image of the organisation’s reality. The manager, as an em-
ployee of the organisation, looks at it as a system (perceives the whole organisation) 
and sees the organisation as subsystems (specific groups of people and individual 
employees). The manager takes care of the factors of soft competitiveness of compa-
nies, knowing that these factors are shaped not only by the person, but also by the 
interpenetration of the internal and external environment. Finally, through factors 
of soft competitiveness, the economic entity achieves a current and/or potential 
behavioural-humanist competitive advantage over other companies. The achieved 
and shaped behavioural-humanistic competitive advantage influences factors of 
soft competitiveness, interpersonal relations and employees whose value shapes the 
life cycle of an enterprise.

2   It is possible to consider and analyse man in an organisation or to manage human resources 
in the light of the concept of behavioural man and the concept of humanistic man and in the light of 
the integrated concept, i.e. the behavioural-humanistic concept.
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Man as an individual (employee) and his behavioural-humanistic attributes

−− Employee (manager and subordinates) and his or her approach to work, diligence in the perfor-

mance of duties, positive attitude to work and people – employee quality 

−− Dignity and freedom of the employee, well-being of employees, positive attitude towards change 

−− Internal motivation and external motivation of employee

−− Personality of employee

−− Awareness of employee

−− Personal fulfilment of employee

−− Employee perspectives in the development of organization - noticeable contribution of the em-

ployee to the development of the company

  Interpersonal relations such as: Competition 	        Interpersonal relations such as: Cooperation        

The enterprise as a whole (system) – all employees – holistic viewpoint

The enterprise as groups and entities (subsystems) – individual groups of employees, individual 
workers – detailed look

 Elements of soft enterprise competitiveness

Human resources Training, improvement Behaviouralism of 
employees 

Competences, skills 
and talents

Creativity Management staff Motivation, 
assertiveness

Organisational culture

Knowledge Intellectual capital Mind-set, trust Experiences

Education,
Awareness of changes, 
perception of changes 

Communication, 
communicativeness,

openness 

Relationship between 
workers, cooperation

(internal relations 
within the organisation)

Inter-organisational 
relations, cooperation 
(external relations of 

organisation) 

Internal environment External environment

ELEMENTS OF SOFT COMPETITIVENESS OF ENTERPRISES
 

BEHAVIOURAL-HUMANISTIC COMPETITIVE ADVANTAGE OF ENTERPRISES

 
Figure 2. Behavioural-humanistic model of soft competitiveness of enterprises.

Source: own elaboration based on: Leśniewski, 2015, p. 233; Leśniewski, 2016a, pp.151–164; Leśniewski, 
2016b, pp. 115–134.
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Conclusions

An enterprise that is subject to market rights must ensure that it permanently shapes 
its competitiveness, which contributes to the achievement of a competitive advan-
tage. Competitiveness and a competitive advantage allow for the operational and 
strategic development of the enterprise. Through human resources (managers 
and subordinates) it is possible to shape soft competitiveness together with the be-
havioural competitive advantage of enterprises. In a detailed analysis, man appears 
to be a behavioural-humanistic individual. What creates a human being and how 
they behave influences the success or failure of an organization. The way manage-
ment and subordinates implement the process of behaviouralization and humanisa-
tion of changes taking place in the organisation (enterprise) and beyond ultimately 
affects the competitiveness and competitive advantage of the economic entity.

The basis for constructing the objective and theses in this study is the quality 
of management staff and the quality of subordinates, who picture the quality of the 
economic entity. It can be said that the quality of employees contributes to the qual-
ity of the organisation. The management staff, as the entity implementing the man-
agement process, has a direct influence on the direction of soft competitiveness into 
the behavioural-humanistic area, while executive employees have an indirect influ-
ence by maintaining relations (cooperation) with managers.

The concept of the soft competitiveness model and the behavioural-humanis-
tic model of soft enterprise competitiveness emphasize the importance and funda-
mentality of employees (human resources). The use of the method of interpretation 
of the literature subject gives rise to the following statements:

−− the basic resource of the organisation are human resources (primary reso-
urce),

−− human resources are the basis of the soft competitiveness model,
−− the quality of human resources stands for the success or failure of the orga-

nisation,
−− man (employee) is a behavioural-humanistic individual,
−− the soft competitiveness model coming from man as the primary resource 

of the organisation takes the behavioural-humanistic form.
These statements confirm that:

−− The source of soft competitiveness are employees (human resources) (the-
sis 1).

−− Soft competitiveness takes the behavioural-humanistic form (thesis 2).
The presented study should be a contribution to the discussion on shaping soft 

competitiveness as a form of detailed competitiveness of the organisation, where 
the quality of employees is emphasised in the overall operational and strategic de-
velopment of the economic entity.

Man as an individual (employee) and his behavioural-humanistic attributes

−− Employee (manager and subordinates) and his or her approach to work, diligence in the perfor-

mance of duties, positive attitude to work and people – employee quality 

−− Dignity and freedom of the employee, well-being of employees, positive attitude towards change 

−− Internal motivation and external motivation of employee

−− Personality of employee

−− Awareness of employee

−− Personal fulfilment of employee

−− Employee perspectives in the development of organization - noticeable contribution of the em-

ployee to the development of the company

  Interpersonal relations such as: Competition 	        Interpersonal relations such as: Cooperation        

The enterprise as a whole (system) – all employees – holistic viewpoint

The enterprise as groups and entities (subsystems) – individual groups of employees, individual 
workers – detailed look

 Elements of soft enterprise competitiveness

Human resources Training, improvement Behaviouralism of 
employees 

Competences, skills 
and talents

Creativity Management staff Motivation, 
assertiveness

Organisational culture

Knowledge Intellectual capital Mind-set, trust Experiences

Education,
Awareness of changes, 
perception of changes 

Communication, 
communicativeness,

openness 

Relationship between 
workers, cooperation

(internal relations 
within the organisation)

Inter-organisational 
relations, cooperation 
(external relations of 

organisation) 

Internal environment External environment

ELEMENTS OF SOFT COMPETITIVENESS OF ENTERPRISES
 

BEHAVIOURAL-HUMANISTIC COMPETITIVE ADVANTAGE OF ENTERPRISES

 
Figure 2. Behavioural-humanistic model of soft competitiveness of enterprises.

Source: own elaboration based on: Leśniewski, 2015, p. 233; Leśniewski, 2016a, pp.151–164; Leśniewski, 
2016b, pp. 115–134.
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