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DEVELOPING NEW PRODUCTS AS THE KEY TO SUCCESS IN E-BUSINES 
 

Abstract 

The market nowadays is very competitive and 

only companies that follow the needs and 

desires of consumers, followed by innovation, 

can be competitive and create comparative and 

competitive advantages in the market. The 

development of new products in the last decade 

is closely related to the development of 

information technology in general and to the 

development of infrastructure through the 

Internet in particular. Products can now be 

marketed more easily and faster, and the 

services provided by companies become more 

accessible and with a lower cost while 

considering the rapid development of the 

digital economy.  

This approach and this system has already 

reached Kosovo and it has been a full decade 

that some Kosovar companies have found a 

market for their products. One of them, and the 

most successful today, in the Kosovo market is 

Gjirafa Company. Gjirafa is an advanced 

technology and innovation company founded in 

October 2014, which aims to facilitate life in 

the digital age, offering Internet-based services 

such as: Albanian language search engines, 

Internet advertising platform , online sales  

 

 

service, exclusive video platforms, interest 

platforms and businesses and much more. 

Gjirafa today is a success story and a reference 

point for many companies in its sector, not only 

local but also foreign. The aim of this paper is 

to analyze the development of new products in 

Gjirafa as the key to its success through the 

digital economy of Kosovo’s and the foreign 

market. In addition, the role of the new product 

in attracting new customers and retaining 

existing ones in order to increase the market 

and increase the company's participation in the 

highly competitive market will be examine. 

The paper also aims to examine the use of key 

social media indicators from the perspective of 

individuals who are consumers of various 

products and services in Kosovo. The working 

methodology is based on the collection of 

quantitative data through the research phase 

with the use of structured questionnaires. 

Being aware of the importance of e-business 

in dealing with, we utilize professional 

literature, credible and relevant reports and 

research in 30 enterprises in Kosovo in order to 

provide a solid contribution to academic, 

business and research interest. 

Keywords: Business, innovation, success, 

economic development. 
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Introduction 
 

After the fall of communism, the economies 

of the states were finally free to move in a 

process of transition towards the market model. 

However, even capitalism is undergoing constant 

changes in its existence, just as the tectonic 

plates of the earth may undergo significant shifts. 

These plates are: 

• The end of communism; 

• A technological improvement towards an era 

dominated by man-made intelligent industries; 

• A completely new demographic development; 

• A global economy - a new era where there is no 

dominant economic, political or military power. 

Some of today’s players will adapt and learn 

how to win the new game. Those who are 

familiar with economic tectonic plates will be 

placed at the top of the food chain and will 

include the most stable people, firms or states. 

 

 
(https://www.academia.edu/204275/Ekonomiksi_i_Shoqerise_se_Informacion, n.d.) 

 

 

The concept of exchange leads to the 

concept of a market. These buyers share a 

special need or desire that can be met through 

exchange. Thus, the size of a market depends 

on the number of people who show need, 

have the resources to engage, exchange, and 

are willing to offer those resources in 

exchange for what they want. In advanced 

societies, markets do not need physical places 

where buyers and sellers interact. With 

modern communications and transportation, a 

merchant can easily advertise a product on a 

television program late in the evening, receive 

orders from thousands of customers over the 

phone, and send the goods to the following 

buyers the next day without any physical 

contact with them (Kotler, Armstrong, 

Saunders, Wong, 1999, p. 14.15). The concept 

of markets finally brings us a full 

understanding of the concept of marketing. 

Marketing means managing markets to bring 

about exchanges for the purpose of meeting 

human needs and desires. Vendors need to 

look for buyers, identify their needs, design 

good products and services, promote them, 

store and deliver them. Activities such as 

product development, research, 

communication, distribution, pricing and 

service are the main marketing activities. 

(Kotler,Armstrong,Saunders,Wong, 1999, pp. 

15,16) 
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Source:(https://www.google.com/search?q=e+marketing+picture&rlz=1C1GGRV_enXK751XK

751&sxsrf=ALeKk01yUbZD4DQtyMTvNEtD66jGl3kb7g:1595244090402&tbm=isch&source=

iu&ictx=1&fir=qEABGroB7ar_8M%252Cl9bES23jgbO-zM%252C_&vet=1&usg=AI4_-

kSOaeNAszYKyblG5MUdg-WO5_KC7Q&sa=X&ved, n.d.) 

 

Understanding marketing and its impact on electronic comerce 

In marketing, the strategy starts from the 

outside, taking into account the needs and 

expectations of the customer and moving inside 

the core of the identity brand, to see where the 

business can benefit and add value. (E-

Marketing_the essential_guide_to_digital 

marketing_Single_Page_No_Vouchers). The 

marketing concept assumes that the 

achievement of organizational goals depends 

on determining the needs and desires of the 

target markets and delivering the desires 

pleasures more effectively and efficiently than 

the competitors. The concept of sales and 

marketing are often confused, the concept of 

sales starts with the factory, focuses on the 

existing products of the company and calls for 

big sales and promotion to get profitable sales. 

In contrast, the concept of marketing takes on 

an external perspective. It starts with a well-

defined market, focuses on customer needs, 

coordinates all marketing activities that affect 

customers and earn profits by creating long-

term customer relationships based on customer 

value and satisfaction. The concept of 

marketing, companies produce what consumers 

want, thus satisfying customers and making 

profits. (Kotler, Armstrong, Saunders, Wong, 

1999, p. 19) 

The Need for Marketing Research - Managers 

need information in order to present products 

and services to create value in the minds of 

customers. But the perception of value is 

completely subjective and what they value in 

the next year. So many features of products and 

services create quality that they simply cannot 

be summed up by general knowledge. It is 

therefore best to collect and analyze data. The 

purpose of marketing research is to provide the 

facts and direction that managers need for their 

important marketing decisions. In choosing 

alternatives for doing business in business 

before the management of the enterprise the 

dilemma arises whether to do marketing 

research or not. 



Македонско меѓународно научно списание „МАРКЕТИНГ“ Бр.14 
Macedonian international journal of “MARKETING” No. 14 

 

Осма Меѓународна научна конференција - ГЛОБАЛНИ ТРЕНДОВИ -2021 
Eight International scientific conference - GLOBAL WORLD  TRENDS -2021 

140 
 

Such a decision depends on several factors, 

which are: 

1. Time available 

2. Data adequacy 

3. The nature of the decision to be taken and 

4. Benefits versus cost. (Livoreka, 2011, p. 13) 

The market planning process is a delicate 

scale of creativity and structure. The ability to 

create and detect external market problems that 

occur day in and day out in business is an 

important part of developing a proactive 

marketing plan. On the other hand, a marketing 

plan should have sufficient structure to ensure 

that this marketing plan should have sufficient 

structure to ensure that this plan is 

comprehensive and accurate in terms of 

marketing strategy, resources and performance 

targets to match the market situation. (Elmazi, 

2002, pp. 272,273) 

The Internet has confronted us with the first 

world market, "liberated from friction"; Freed 

in the sense that businesses and consumers 

around the world can use it to make 

transactions without the expense, pressure and 

fruitlessness that come from traditional "mortar 

and brick" offices. By the way, bank transfers 

cost the bank more than a dollar when they are 

made by the cashier, about 25 cents when they 

are made by a cash-counting machine, and less 

than a cent when they are made online 

 

DEFENITION OF ELECTRONIC COMERCE 

 
Source: 

(https://www.google.com/search?q=e+marketing+picture&rlz=1C1GGRV_enXK751XK751&sx

srf=ALeKk01yUbZD4DQtyMTvNEtD66jGl3kb7g:1595244090402&tbm=isch&source=iu&ictx

=1&fir=qEABGroB7ar_8M%252Cl9bES23jgbO-zM%252C_&vet=1&usg=AI4_-

kSOaeNAszYKyblG5MUdg-WO5_KC7Q&sa = X & ved, nd) 

 

Electronic commerce: is any activity that 

uses the form of electronic communication in 

inventory, exchange, advertising, distribution 

and payment for goods and services. All 

forms of electronic commerce transactions 

rely on digitized data transmission, including 

text, voice and visual images. (R. Blakeslee & 

A. Garcia, 2002, p. 186). By the end of the 

twentieth century, online business, commonly 

known as e-commerce, was growing every 

year by more than one hundred percent. With 

access to everything online, from cell phones 

to car steering wheels, consumers and 

businesses were finally able to have full 

access to the global market. When the United 

States government - and other governments as 

well - allowed contracts signed on the Internet 

to have the same legal status as contracts 

signed on paper, any kind of transaction 

became possible. Initially, the "B2B" market 

(business to business) consisted of companies, 

which established online shopping centres to 

buy materials and products from each other. 

These e-centres or e-markets make it possible 
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to contact the partners of an ever-increasing 

number of trading partners, which leads to 

lower prices and increased production for the 

businesses that use them. This in itself led to 

lower costs, not only because it was now 

simply easier to find higher suppliers, but also 

because online B2B malls create the 

possibility of better control over bids and 

inventories, and thus companies can save on 

inventory costs and administration costs. Cost 

savings coming from B2B commerce became 

instantly significant throughout the world 

economy. Business-to-consumer e-commerce 

is called B2C (business to consumer), and it 

started to function before B2B e-commerce, at 

a time when online retailers, such as 

Amazon.com or Schwab.com, were creating 

industries of billions of dollars by making 

products and services available to consumers, 

which were cheaper and easier to be found on 

the web. The Internet has also enabled 

retailers to offer custom-made products. 

(Epping, 2007, pp. 141,142,143,144) 

Depending on who the product is intended 

for, the market can be divided into two 

categories: 

- In the final (broad) consumer market, 

- In the consumer market businessmen 

(producers, investors). 

The final consumer market consists of buyers 

or individuals in their homes, who consume 

products purchased alone or together with 

other family members, i.e. who do not buy 

products for profit. 

The business (investment) consumer market 

consists of individuals or a community of 

people who buy certain products for different 

destinations, which are: 

For further sales, 

 For direct use for the production and 

finalization of other items, 

 For general use during daily business. 

The business-investment consumer market 

includes the following markets: 

- Industrial market. 

- Reseller market. 

- Market of state bodies and institutions. 

(Ceku & Rashidi, pp. 34,35) 

For the successful implementation of the 

marketing strategy, it is important to supply 

customers with certain products. In modern 

economy most manufacturers do not sell their 

products directly to final consumers. There 

are many intermediaries between producers 

and final consumers, who perform various 

business activities. Distribution as a business 

activity includes all those actions which are 

necessary for the product to reach the 

consumer from the producer. Intermediaries 

include all distribution channels. (Rexha & 

Reshidi, 1998, p. 227) 

Virtual Retail Electronics - Internet-related 

work can result in one of the classic forms of 

payment. However, the complete virtual 

business unit must do the same in this part of 

the sales process. Electronic forms of 

payment can be made: 

a) By credit card 

b) Based on remote service or bank (self-

service) at home. 

c) With electronic money 

d) With internet banking services. 

In mass e-commerce today the most popular 

form of payment is that by credit card. 

(Segetlija, 2009, pp. 417,418,419) 

Every company needs to go through the 

following steps in the e-commerce 

implementation process. 

Steps of building an e-business 

Register your domain 

Build your online shop 

Define your most suitable host 

Accept online payments 

Promote your business online 

Manage your business onl

A successful business 
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Recent studies have shown that companies 

are successful when “management balances 

long-term risk-taking with short-term 

commitments in order to improve performance, 

and ignores all opportunities that are not related 

to its core technology. A researcher in this 

field, J. Morone, goes further by saying: 

Management and business strategy in general is 

the most important factor in determining a 

company's ability to compete effectively… 

(Kume, 2000, p.  

 

 
 

Source: 

(https://www.google.com/search?q=e+marketing+picture&rlz=1C1GGRV_enXK751XK751&sx

srf=ALeKk01yUbZD4DQtyMTvNEtD66jGl3kb7g:1595244090402&tbm=isch&source=iu&ictx

=1&fir=qEABGroB7ar_8M%252Cl9bES23jgbO-zM%252C_&vet=1&usg=AI4_-

kSOaeNAszYKyblG5MUdg-WO5_KC7Q&sa = X & ved, nd) 

 

Marketing management philosophy - 

influences the way it approaches its customers. 

There are five alternative concepts under which 

organizations carry out their marketing 

activities: production, product, sales, marketing 

and society. (Kotler, Armstrong, Saunders, 

Wong, 1999, p. 17). 

The concept of production - is a useful 

philosophy in two types of situation. Firstly, it 

occurs when demand for a product exceeds 

supply. Here, the management must look for 

ways to increase production. The second 

situation occurs when the cost of the product is 

too high and improved productivity is needed 

to bring it down. (Kotler, Armstrong, Saunders, 

Wong, 1999, p. 17) 

Importance of new products - It is similar to 

that of careful diagnosis made by a doctor 

before issuing the relevant prescription 

medication. (Duke, 1999, p. 1) 

Concept of sales - Most studies show that 

dissatisfied customers do not buy again. The 

average satisfied customer tells three others 

about good experiences, the average 

dissatisfied customer tells ten others about his 

bad experiences. (Kotler, Armstrong, Saunders, 

Wong, 1999, p. 18) 

Negotiation Skills - The basic purpose of 

negotiation is to convince the other negotiating 

party that our proposals and positions are fair 

and reasonable and that the other party must 

accept them. However, the "correctness" and 

"reasonableness" of our proposals are often 

relative, as the other side does not necessarily 

have the same opinion. For this reason we often 

need a special skill to persuade the other party 

to accept our views. If we know how to 

negotiate, we will be able to achieve our goals, 

because we will know how to present them so 

that they are acceptable to those with whom we 

negotiate. (Vukmir, 2007, p. 19) 

Choose the right people - Choosing the right 

people is also the point of excellence in 

management. Maybe 95 percent of your 

success as a manager lies primarily in the 

ability to choose the right people. If you choose 
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the wrong people then no matter what you do, 

no matter what techniques you may use, or no 

matter how hard you try, there will not be a 

noticeable change. Almost all of the problems 

you face as a manager come from choosing the 

wrong people in your workplace. (Tracy, 2013, 

p. 14) 

 

Analysis and research of e-business performance 

 

Recent years have shown an increasing 

potential for the development of e-commerce 

in Kosovo with an increase in the number of 

customers in the market and an increase in 

revenues. However, compared to the larger 

economies and national markets in the region, 

there is ample room for improvement and 

growth. This research transforms the 

knowledge of the public into a scientific and 

usable study for the electronic marketplace in 

Kosovo with special emphasis on the Gjirafa 

Company. In particular, this research 

highlights how customers and businesses 

expect the industry to change in the near 

future. This study has analyzed the challenges 

and future plans of potential customers and 

how much they are expected to seek services 

from Gjirafa Company. Based on the study 

conducted with private businesses, the trust of 

customers in e-business (Gjirafa Company) is 

really high. Clients and collaborators give a 

good estimate of the scale and scope they can 

offer, especially during the preparation, 

financing and execution phase of strategic 

plans. In this research, a survey method was 

used which contained 5 questions and 30 

businesses participated. Of these 30 

businesses, at least one of them was customer 

of Gjirafa Company. 

 

 
Figure 1. 

Basic products of the Gjirafa company 

Source: Author 

 

The question posed to the respondents 

shows that customers do not keep them in their 

memory due to workloads but use them when 

they start their business, where out of 30 

surveyed businesses it turns out that only 12 

businesses have knowledge of Gjirafa 

Company products while 18 other businesses 

do not have knowledge as mentioned above due 

to their dynamics and workload as owners or 

managers. 

Source: Author 



Македонско меѓународно научно списание „МАРКЕТИНГ“ Бр.14 
Macedonian international Journal of “MARKETING” No. 14 

 

 

 
Figure 2. 

Development of new products based on market 

demands and the initiative of Gjirafa employees? 

Source: Author 

 

Gjirafa Company is the best example that follows the market demands where the respondents 

show that their requests as clients or collaborators are always taken into account by Gjirafa 

Company where out of 30 businesses surveyed 24 of them answered yes, while only 6 out of 30 

respondents replied with no. Therefore, as a result of customer care has resulted that Gjirafa 

Company is in one step with the market economy. 

 

 
Figure 3. 

Development of new products in increasing sales and market share? 
 

Source: Author 

 

Based on the results from the survey of 

participating businesses, it turns out that the 

update with new products and cooperation with 

partners has a dominant impact where out of 30 

surveyed businesses, 17 respondents stated that 

it has greatly influenced, 10 businesses stated 

that it has affected , while few, only 3 

businesses. This shows that in order to be in 

line with the market economy, you must be 

ready for every customer where in this case 

Gjirafa Company results by staying well in step 

with the customer's requirements. 
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Figure 4. 

Models for distribution of new products 

 

Source: Author 

 

Since the dynamics is the alpha and 

omega of today, it has made life, both 

private and that of the business, to be so 

dynamic that you do not have time to look at 

the market for certain products but through 

e-commerce which by introducing fast mail 

has facilitated business life in the country. 

This is best shown by the results of the 

survey where out of 30 businesses surveyed 

most customers have used the order with 

delivery where 15 of the businesses have 

responded for the delivery of the product 

order and delivery while 9 businesses 

responded that they used fast mail and 6 

businesses only used points of sales. 

 

 
Figure 5. 

The impact of e-commerce on Kosovo's economy? 

Source: Author 

 

 

From the results of the survey we have a 

significant impact on the economy and trade in 

the country where out of 30 surveyed 

businesses, we have 19 that have rated very 

significant impact, 9 businesses have declared 

moderate impact and 2 businesses answered 

with “little impact”. As a result, Gjirafa 

Company has contributed with its activity in 

trade in the country by facilitating doing 

business through the provision of products and 

a very fast launch to a certain business. 
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Conclusions and recommendations 
 

Based on the scientific literature used and 

research, as well as the treatment of Gjirafa 

Company as an example of e-business or e-

commerce, this paper will serve educational 

institutions, businesses, researchers, students 

and managers and managers of various sectors. 

The purpose of this paper is to increase 

knowledge about e-marketing and e-commerce 

and their positive impact on oriented 

businesses. E-commerce is emerging as a new 

way to help businesses increase 

competitiveness and thus contribute to the 

country's economic success. Spaces and 

opportunities for e-commerce are increasing 

due to the steadily improving access to 

technical and communication infrastructure in 

Kosovo. In order to achieve its effect as well as 

to fill the gap of e-commerce in addition to the 

use of contemporary literature, adequate and 

professional at the same time we have done 

research for the company Giraffe as a sample 

or reference point of doing business where 

through the survey of 30 businesses which have 

collaborated or have been clients of the 

company in question who with their answers 

have contributed to this paper to be included in 

the research side where during the collection 

and analysis of the survey we came to several 

conclusions and at the same time 

recommendations for all stakeholders as 

academic , student and business: 

Recommendations: 

Businesses and associates are not interested in 

the brand but the service, ie through quality 

service you can have a brand in the market. 

Tracking market demands and customers as the 

only gateway to keep up with the market. 

 Enriching with new products and cooperating 

with a partner has a dominant impact on being 

in step with the competition. 

 Today's dynamics has limited the time to go 

through the market, but this is now done 

through electronic commerce which by 

introducing fast mail facilitates business life in 

the country. 

From the results of the survey we notice a 

significant impact of e-commerce on the 

economy and trade in the country. 
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