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Abstract: Two important trends can be identified in the world economy. First, technological
innovations are becoming an increasingly important contributor to economic well-being.
Secondly, citizens are becoming more open and independent, and able to obtain information,
products, and services worldwide. Rapid changes in technology reinforce trade motives and
the consequences of integration into the world trade system. In this context, the importance of
trade in services, the share of services in GDP and value added in individual economies are
increasing. Imports and exports are among the basic foreign trade activities that enable us to
obtain utility values from abroad or to supply them abroad. These activities reflect the
advantages and disadvantages of individual economies. They also reflect government policy.
The aim of this paper is to point out the state and basic trends in trade in transport services in
relation to trade in services and trade in transport services. OECD 2018 statistics are used to
identify the status and underlying trends in trade in services and their components.
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1. Introduction

Rapid changes in technology reinforce trade motives and the consequences of
integration into the world trade system. Two important trends have been identified in the
world economy. First, technological innovation is becoming an increasingly important
contributor to economic well-being. Secondly, citizens of the world economy are becoming
more open and increasingly independent [3, 11,46]. Trade in services includes trade in
transport and travel services, telecommunications, computer and information services,
production services on physical inputs owned by others, business services and other business
services. While transport services indicate the development of international trade and demand
for them comes from international trade, other trade services indicate changes in sectors.
Trade in other business services includes trade in research and development services, legal
services, accounting, auditing, bookkeeping and tax consultancy, as well as business and
management consultancy and public relations services. All these services are based on specific
knowledge and skills. These services significantly change the structure of the economy in the
transitional period and must be integrated into the new sectoral structure based on a economy
with high value-added services [6,31,32]. The provision of other business services indicates
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changes in the business environment and challenges to improve the position on the
international market [26].

2. Theoretical background

When assessing and identifying trends in foreign trade in services, it is necessary to
define two key areas, namely the definition of services and processes related to foreign trade.
There has not yet been a single definition of services in academic literature. A wide variety of
approaches are used to define this term. Unlike physical goods, services are essentially
classified as intangible goods. However, the degree of intangibility is not sufficient to
distinguish between two types of goods [6,14,15,18]. As there are no separate categories, it is
more appropriate to consider the difference between them as gradual and linked to a smooth
transition to the tangible or intangible continuum [10]. Existing approaches to service
definition can be divided into three categories [34,35]:

e enumerative approaches that define services by giving concrete examples [27]
e approaches that describe services as opposed to physical goods [1]
e approaches that explicitly define services using their essential characteristics [45].

The last group of approaches is best suited to derive a more operational perspective.
The basic characteristic is a characteristic attribute that describes the essence of the service
[38]. When structuring service elements, 3 different basic characteristics are appropriate.
These lead to three types of classic definitions [34]:
e potentially oriented definitions
e process-oriented definitions
e results-oriented definitions

Potential-oriented definitions examine the service delivery process [47]. Services are
assessed for their ability and willingness to provide services [28,29]. This requires service
personnel who are ready and able to carry out a service [37,38].

Process-oriented approaches also focus on the service delivery process, but in this case
it is examined on the basis of service-specific characteristics. The integration of the 'external
factor' plays a central role in these definitions [8,9]. This external factor summarizes all the
factors that the buyer must make available to the service provider [30]. Buyers have a dual
role - they are both consumers and producers. For this reason, the buyer is sometimes called a
'prosumer’ [9]. Another criterion is the 'principle of inactivity', which describes current
production and consumption [50]. Critically, it is not possible to separate services from their
providers - whether individuals or machines [23,24,25]. Another characteristic is variability,
as services may vary depending on who provides them, where, when and how [36]. The main
focus of the results-oriented definitions is the outcome of the provision of services, which is
assessed according to a degree of importance. It is assumed that physical goods are material
and services are not significant. Services cannot be stored or transported [10]. Other authors
describe services using other characteristics, such as lack of ownership [23] or perceived risk
of purchase [19]. Some also define services in a much broader sense [48].

However, none of the above mentioned approaches is suitable to cover all kinds of
services. In order to gain real mutual understanding, it is necessary to combine potential,
process and result-oriented approaches.

The classification of services refers to demand at the level of differentiation. These
services are not provided to individuals or groups of individuals, but to companies or
organizations. They are therefore called business services. As regards supply at the level of
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differentiation, a distinction can be made between service companies offering services as their
core business and producers offering services as ancillary to their core business.

Growing importance of services in creation of GDP and added value is related to their
changes in terms of international trade [4]. Import and export belong to the basic foreign trade
activities. They reflect the advantages and disadvantages of individual economies, or they
reflect government policies [21,7]. From the time of mercantilism, the efforts of governments
promoting export and import restrictions have been observed. Smith and Ricardo pointed to
the need for a free market with the invisible hand of the market and without restrictions. It
was their approach that emphasized that countries and their economies are differentiated
according to their ability to efficiently produce the goods. A significant shift was the
Heckscher-Ohlin theory of international trade and comparative advantages, which points to
a connection with various national subsidies. Subsidies or restrictions affect the efficiency of
production, as well as the intensive use of own resources in exports and the acquisition of
what is rare in import [16]. Porter's theory of national competitive advantage [42,43] includes
the impact of factors of production, domestic demand conditions, support industries and
corporate strategies, market structure and competition. New trade theories point to other
characteristics in the economy and sectors [2, 12,13]. Most theories deal with trade with
goods, less with services.

3. Aim and methodology

The aim of this paper is to point out the state and basic tendencies in trade in transport
services in relation to trade in services and trade in individual types of transport services
based on international statistics.

The survey focuses on the Slovak Republic as part of the European Union and the
Eurozone, as well as the regional grouping of the Vysegrad Four (V4), which consists of
countries — Slovak Republic (SR), Czech Republic (CR), Hungary (H) and Poland (PL). SR as
well as other V4 countries have been a part of the European Union (EU28) since 2004. SR is
also part of the Eurozone (EU19). From the point of view of the previous economic
development of these countries until the year 1989, it is usually assumed that their foreign
trade activities have a similar development and therefore form a regional grouping of V4.

In identifying the state and basic tendencies in trade in transport services and their
components, we used OECD 2018 statistical database [39,40,41], which contain data used to
analyse trade, export and import. We focused on: the tendencies in the regional direction of
import and export of transport and passenger transport services, as well as on the evaluation
of individual shares.

We also used a modification of the Balassa RCA index [17,22] to analyse trade with
services. The existence of a country's comparative export advantages in a given commodity
group is indicated by an RCA value greater than 1. If the index of a given commodity group is
less than 1, this is a comparative disadvantage [49]. Indicates that in a given commodity a
country exports less than the average for the reference group.

4. Results

When comparing and evaluating the V4 countries in terms of their export and import
of transport services, it can be stated (Table 1) that in years 2013 and 2016 the shares in the
export of transport services to the EU28 countries were equal to 69% in the year 2013 for
Czech Republic and 82% in the year 2016 for Hungary.

1/2020 3



Posta, Telekomunikacie a Elektronicky obchod DOI: 10.26552/pte.C.2020.1.1 ISSN 1336-8281

Table 1 Transport services exports in V4 countries in terms of their geographical direction in 2013-2016

SR CR H PL
ST;‘?‘Vniig‘s’” Export 2013 2016 2013 2016 2013 2016 2013 2016
100%  100%  100%  100%  100%  100%  100%  100%
EU28  export 71% 1% 69% 72% 79% 82% 79% 81%
Euro area export 47% 49% 49% 52% 55% 53% 63% 63%
Austria  export 11% 15% 3% 3% 16% 13% 4% 4%
Germany export 16% 15% 15% 15% 14% 14% 26% 26%
SR export 6% 7% 4% 4% 2% 1%
CR export 15% 12% 1% 2% 3% 3%
H export 4% 3% 3% 3% 1% 1%
PL export 1% 1% 5% 5% 4% 5%
V4 export 20% 16% 13% 15% 9% 11% 6% 6%
UK export 1% 2% 7% 7% 8% 9% 4% 5%
USA export 1% 0% 2% 2% 2% 2% 4% 3%

Source: own processing based on OECD data

Similar results are in the import of transport services, while the share of imports from
EU28 countries with the exception of the Czech Republic reaches a high level (Table 2). In
terms of mutual trade ties of the V4 countries, relatively small shares have been identified,
with the exception of the export of transport services of the Czech Republic to Slovakia.

Table 2 Import of transport services in V4 countries in terms of their geographical direction in 2013-2016
SR CR H PL
ggjﬁi‘;‘s’“ Import 2013 2016 2013 2016 2013 2016 2013 2016
100% 100% 100% 100% 100% 100% 100% 100%

EU28 import 85% 83% 47% 48% 79% 80% 73% 76%
Euro area import 48% 48% 37% 37% 59% 60% 55% 54%
Austria  import 16% 13% 2% 2% 10% 8% 3% 3%

Germany import 18% 22% 10% 11% 20% 20% 24% 23%
SR import 6% 6% 6% 6% 2% 2%

CR import 20% 16% 3% 3% 4% 4%

H import 7% 6% 2% 2% 1% 1%

PL import 6% 7% 2% 2% 3% 4%

V4 import 33% 29% 10% 10% 13% 13% 7% 7%

UK import 1% 1% 3% 4% 5% 4% 4% 6%

USA import 1% 1% 7% 7% 5% 4% 6% 5%

Source: own processing based on OECD data

In figures 1 and 2 are stated the results with respect to foreign trade activities related to
trade in transport services and passenger transport services within the V4 and EU28 countries
as well as EU19 in the years 2013 and 2016. Percentages of trade in transport services show a
positive difference between exports and imports in Slovakia, Hungary and Poland. They are
also positive in Czech Republic in the year 2016. The only exception was the year 2013, when
the import volume of transport services in the Czech Republic was higher than that of exports.
In the V4 countries as a whole, exports exceed significantly imports in trade in transport
services, in contrast to both the EU28 and the EU19 (Fig. 1).
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Fig. 1 Share of export and import of transport services in total trade in services of V4, EU28 and EU19

countries (Source: own processing based on OECD data)

When assessing the share of exports and imports of passenger transport services in the
total trade in services of V4, EU28 and EU19 countries, it can be stated that, unlike in the
EU28, in V4 countries exports exceed imports, with the highest percentage differences seen in
Hungary (Fig. 2).
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Fig. 2 Share of export and import of passenger transport services in total trade in services of V4 and EU28

and EU19 countries (Source: own processing based on OECD data)

In order to determine the tendencies and possible specialization of the V4 countries,
we investigated the share of exports in transport services in the export of services (Table 3).
The reference group of countries was V4. If we focus on assessing exports and the potential
comparative advantage of the V4 countries in the transport services business through the
Balassa RCA index [22], it can also be stated (Table 3) that Slovakia and Poland have a weak
comparative advantage in the transport services business (Balassa RCA index is more than
1.00), which in the period under review in Slovak Republic increased.
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Table 3 RCA Balassa Index - export in V4 countries for transport services

Balassa Index RCA SR CR H PL
2013 2016 2013 2016 2013 2016 2013 2016

Transport services - export 1,10 1,14 0,88 0,91 0,95 0,93 1,07 1,05

Source: own processing based on OECD data
5. Conclusion

International trade in services in the V4 countries increased overall by 7% in 2013-
2016, on the import side it decreased by 0.85%, of which trade in transport services increased
by 22.9% on the export side and remained on the same level in import.

Trade in services and, in particular, transport services, despite the V4 membership in
the EU28 and in the single market, is under constant pressure from various factors, such as
those of associations, interest groups or other groups [5,33]. Three of the V4 countries are not
members of the euro area and the use of national currencies and their own monetary policy
also affects international trade in the trade in services. However, new transport-related
technical and technological solutions create new opportunities in the trade in services and
need to be constantly addressed. Technological changes in different sectors and markets lead
to changes in the trade in services, which are inevitably linked to international trade and the
use of the comparative advantages of individual countries in the international environment
[20].
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