ISSN 1857 - 99787

MakeoHCKO 3apyKeHre 3a MapKEeTUHI Macedonian Marketing Association
,,MAPKETUHI™ — Ckonije ) "MARKETING" — Skopje
MAKELJOHCKO MEI'YHAPOOHO MACEDONIAN INTERNATIONAL

CMUCAHUE 3 A MAPKETUHI JOURNAL OF MARKETING

MARKETING

v /

SUCCESS ?

. ‘;ﬁmé mN’o);A;(,\q o VISIC ‘
[ogyHa 2 Year 2
Bpoj 3 No.3

Cxonije 2016 Skopje 2016


http://mzmarketing.org.mk/
http://mzmarketing.org.mk/

MU3paBau Editor

MakeoHCKO 3apyKeHMe 3a MapKETUHI
,»MAPKETUHI™ — Ckonije

Macedonian Marketing Association
"MARKETING" - Skopje

MABEH YPEOHUK EDITOR IN CHIEF

Mpocp. o-p Anekca CtameHKOBCKM
@akyrTeT 3a EKOHOMCKM HayK
EYPM Ckonje MakegoHvja

YPEOYBAYKU OOBOP

Mpodb. a-p BuwaHa AHapecka BorpaHoBcKa
dakyrreT 3a EKOHOMCKN HayKA
EYPM, Cronje MakeaoHvja

Prof. PhD Aleksa Stamenkovski
Faculty of economics
EURM, Skopje, Macedonia

EDITORIAL BOARD
Prof. PhD Biljana Andreska Bogdanovska

Faculti of economics
EURM Skopje Macedonia

Mpodp. a-p Pucre TemjaHoBCKM Prof. PhD Riste Temjanovski
ExoHomck Gakyrrer Facutty of economics
Yhveepautet Noue [ertes LLiin University Goce Delcev Stip
Mpodh. a-p Boxo MuxaunoBuk Prof. PhD Bozo Mihailovioc’
ExoHomecxm dhakyrmret Nogropuuia Faculty of Economics Podgorica
Ynueepauret LipHa lopa University Montenegro
Mpoch. a-p Jinamja CraHkosmi Prof. PhD Lidija Stankovic’
ExoHomck dhakyrret Faculty of economics
Yhueepavret Hw Cpbuia University Nis Serbia
Mpoch. o-p HeHan Bpiak Prof. PhD Nenad Brkic’
ExoHomckmn dpakyrreT Capaeso Faculty of economics Sarajevo
BocHa n XepLerovia Baosnia and Hercegovina
A-p OvHka 3naresa PhD Dinka Zlateva
ExoHomcx dhakyrreT Faculty of economics
JyrosananeH yHveepaveT ,Heodour Punciun” “South-West University “Neofit Rilski”
Briaroesrpan Byrapvia Blagoevgrad Buigaria
A-p JacmuvHa [inaumi PhD JasminaDlac’ic’
ExoHomcx dpakyrreT Faculty of economics
YhveepauTeT Prexa Xpearcka University Riieka Croatia
Tamapa MwBeHuepaaze TamaraMshvenradze
Buz AvpYHrapvia Wizz AR Hungary
CEKPETAP SECRETARY
M BoxuH Metpesck M+ Bozin Petrevski
Mp Mimosa CrameHroBcka M+ Mimoza Stamenkovska

mzmarketing.org.mk
+3893296 719
+38970220778
aleksa.stamenkovski@gmail.com



http://mzmarketing.org.mk/
http://mzmarketing.org.mk/
http://mzmarketing.org.mk/
mailto:aleksa.stamenkovski@gmail.com

prof. Aleksa STAMENKOVSKI, PhD
BENEFITS OF MARKETING. ...cuiititiiiieiieiiiiniieteeeetentensessessnsonsesssssnssnsessessnsassonsansesssssanns 6

Prof. Biljana ANDRESKA BOGDANOVSKA, PhD
ONE-TO-ONE-MARKETING (1:1 MARKETING).....cccuttiiiuiiiiiiiiieiiieieiiieieniienemmmeee 11

Prof. d-r Slobodan SHAJNOSKI
AMBUSH MARKETING AND RELATIONSHIP PARTY — STATE . ciiiiiiiiiiiiiiiiiirttieeeeannnsnnn. 16

Andrej CVETKOVSKI, PhD
NEW TECHNOLOGIES IN THE INTERNET MARKETING......cccccottiiiiiiiiiniiiiiineieimeneenes 22

Prof. Zivko ANDREVSKI, PhD
Assistent prof. Biljana TODOROVA, PhD
EMPLOYEES AS ELEMENT OF MARKETING....cccccttiiiitiiiiiniiiiiiatesioiesstcossssscssssscsssasccsnns 28

Teaching Assistant M.Sc. Verica NAJDOVSKA

Ass. Prof Aleksandra ANDRESKA SAREVSKA, PhD

CHANGING ASPECTS OF MARKETING-THE RULES

OF MODERN MARKETIING . .. cettttttiiiiiteteeeesseeeeteeessssececsssssssssssessssssssssscssssssssssasssssessssnne 32

Younger teaching assistant M-r Mimoza STAMENKOVSKA
PROMOTING PHYSIOLOGICAL BENEFITS OF
PHYSICAL ACTIVITY AND SPORT ...utiiiiiiiiiintiiiieiieiesttesssstcsssssssssssssossssscsssssscssssssssnnss 38

Assoc. Prof. Elena STAVROVA, PhD
Chief Assist. Prof. Dinka ZLATEVA, PhD
ONLINE MARKETING AS A PART OF

THE VALUE CHAIN IN THE BANKING SECTOR.....ciiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiieteiecnecaees 47
lva MANOVA
CONSUMER BEHAVIOR....cutiiiiiiiiiiiiiiiiiiiiiiitiiieitiietiatiiteiesiscissssscsscssscsasssscssscsscsssamessns 55

m-r MarinaBALAVANTIJA
prof. Karolina ILIESKA, PhD
THE MARKETING AS A NEW BUSINESS PHILOSOPHY ...cuuuuiiiiiiiiiiiiiiiiiiissssstessessessennnnns 62

prof. Lence PETRESKA, PhD

prof. Pavlina STOJANOVA, PhD

PRODUCT AND SERVICES ADVERTISING IN CONTECST

OF PROTECTING RIGHTS OF COSTUMERS AND RIGHT

OF INFORMATION IN REPUBLIC OF MACEDONIA.....cccitittitiietiiienttccsmmmmmsssssscsessscssnnsn 67

Prof. Ognyana STOICHKOVA, PhD

Assoc.Prof. Yakim KITANOV, PhD

Higher School of Insurance and Finance

Sofia, Bulgaria

STATEREGULATION OF THE LABOUR MARKET

AND EMPLOYMENT IN BULGARIA.....ccictitiiiiitiiiiiiiiiiietiieietieetasasmmmesssssssssssssssssemnes 74



Prof Aleksandra STANKOVSKA, PhD

European University — Republic of Macedonia, Skopje

aleksandra.stankovska@eurm.edu.mk

MARKETING CHALLENGES IN INTERNET BANKING.....cictttttiiiiiniiiiinniricsinstcscnsescsnnssonnns 80

M.sc.Tanja KRSTEVA,

Teaching Assistant,

European University - Republic of Macedonia

tanja.krsteva@eurm.edu.mk

Dragan PAVLOVIC-LATAS, Ph.D

Adjunct Assistant Professor,

European University - Republic of Macedonia

latas@live.com

PUBLIC POLICY ISSUES IN DIRECT MARKEG.....c.cccittuiiiieiuiiiiurniiesasseesasnssesasssssasmasnses 84

M.sc.Tanja KRSTEVA,

Teaching Assistant,

European University - Republic of Macedonia

tanja.krsteva@eurm.edu.mk

Ph.D. Dragan PAVLOVIC-LATAS, Ph.D

Adjunct Assistant Professor,

European University - Republic of Macedonia

latas@live.com

THE CHANGING MARKETING LANDSCAPE.....cciiiiiiiiiiiiiiiiiiiiiiiiiaiiiiinstcssssssscssssccnmensses 87

Emanuela ESMEROVA, PhD

High School- ** Arseni Jovkov" —Skopje

"European University" Skopje - Macedonia

+0038970743758

emaesmerova@yahoo.com

MACEDONIAN MODERN INNOVATION MANAGEMENT

CARRIED OUT THROUGH THE TOOLS OF BUSINESS MARKETING......c.cccccevttiiiinniicnnnnnnes 90

Teaching Assistant M.Sc. Verica NEDELKOVSKA

Faculty of Economics,

European University — Republic of Macedonia

EMOTIONAL BRANDING. .. ttttttititiiinttiiettteetossssssssssssssssssssssssssssssssssssssssssssssssssssssssssns 97

prof. Pavlina STOJANOVA, PhD

MSU “Gavrilo Romanovic — Derzavin”, Sn. Nikole

071 225 883

p_vitanova@yahoo.com

prof. Lence PETRESKA, PhD

MSU “Gavrilo Romanovic — Derzavin”, Sn. Nikole

078 482 040

mr_petreska@yahoo.com

AUDIT OFMARKETINGACTIVITIES TOWARDSACHIEVING
THE BUSINESS OBJECTIVESOF THE COMPANY ..cciittiiittiieteinetenateenseessscesnscensccsnscsnseens 103
Vliadimir GRUJOVSKI

Faculty of Economics,

European University — Republic of Macedonia



mailto:tanja.krsteva@eurm.edu.mk
mailto:latas@live.com
mailto:tanja.krsteva@eurm.edu.mk
mailto:latas@live.com
mailto:emaesmerova@yahoo.com
mailto:p_vitanova@yahoo.com
mailto:mr_petreska@yahoo.com

Teaching Assistant M.Sc. Verica NEDELKOVSKA
Faculty of Economics,
European University — Republic of Macedonia

SMART TARGETING (SMART MARKETING) - ILLUSION OR REALITY

prof. Savica DIMITRIESKA, PhD
European University Republic of Macedonia
Savica.Dimitrieska@eurm.edu.mk

prof. Aleksandra STANKOVSKA, PhD
European University Republic of Macedonia
Aleksandra.Stankovska@eurm.edu.mk

STRATEGIES FOR ACHIEVING COMPETITVE ADVANTAGE

Assistant Professor PhD Dejan METODIJESKI

Faculty of tourism and business logistics,

University ,,Goce Delcev‘ — Stip, Republic of Macedonia
dejan.metodijeski@ugd.edu.mk

Assistant Professor PhD Zoran TEMELKOV

Faculty of tourism and business logistics,

University ,,Goce Delcev‘ — Stip, Republic of Macedonia
zoran.temelkov@ugd.edu.mk

Associate Professor PhD ALEKSANDRA STANKOVSKA
Faculty of Economics,

European University - Republic of Macedonia
aleksandra.stankovska@eurm.edu.mk

GUERILLA MARKETING - AN IMPORTANT TOOL

FOR MANAGERS IN TOURIST SECTOR.....cccccctiiiiiiiiiniieeiiiieieineiennenns

PELHEH3EHTH:

. mpo@d. a-p Asexkca CTaMeHKOBCKH
. mpod. n-p CaBuna Jlumurpuecka
. mpo@d. n-p boxo MuxannoBuk

. mpod. n-p Henag Bpkuk

. 1-p Aunka 3aareBa

. mpod. n-p Pucre TemjanoBcku

. mpod. a-p Jlenue Ilerpecka

00 I & Nt A W N -

. ipo¢. 1-p ’KuBko AHApPEBCKH


mailto:Aleksandra.Stankovska@eurm.edu.mk

prof. Aleksa STAMENKOVSKI, PhD
European Univerrsity Republic of Macedonia
Skopje

aleksa.stamenkovski@eurm.edu.mk
070/220-778

BENEFITS OF MARKETING

ABSTREACT

Good marketing tells a story about
business and gives customers a reason to purchase
from any company instead of the competition.
Marketing can help attract new customers, focus
on satisfying their needs and build lasting
relationships. Marketing requires research, time
and appropriate allocation of budget. Investing
time in developing marketing strategy can help
business grow. Marketing is about identifying and
understanding customers and developing products
and services that meet their needs. Marketing is
important across many areas of business. Good
marketing helps to examine all aspects of
business, no matter how small, and think about
how they affect the perception customers' have of
business. Although marketing takes time, time,
research and analysis, successful marketing can
help increase bottom line. Marketing is already
evident in business model of any company how is
positioned in the market, who is target audience,
how is price of products and services, wich is the
quality of products.

Kay words: business, customers,
company, research, budget, market, products,
services.
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BEHE®UTHU O] MAPKEPUHI'OT

HoGpuotr  mapketuHr  300opyBa  3a
OM3HUCHUTE M MM JaBa Ha KyNyBayHTe MPUYUHH
Ja KynyBaaT oOJf €IHa KOMIIaHHMja HAMeCTO O]
KOHKypeHIHjaTa. MapKeTHHTOT MOXe Ja UM
IIOMOTHE Ha KOMIIAHWHTE Ja IpPHUBJIEYAT HOBU
KyITyBayH, Ja C€ HAcOYaT Ha 33/I0BOYBamETO Ha
HUBHHTE NMOTPEOH U J1a TPaaacT TPajHU OJHOCH CO
KymyBayuTe. MapKeTHHroT 0apa HCTpaKyBambe,
BpeME U COOJBETHO JIONMpame Ha OyuerT.
WuBecTrpameTo BpeMe BO pa3BOj Ha MAapKETHHT
CTpaTeTHH MOJKE Jla MOMOTHE OM3HCOT Ja pacTe.
MapKeTHHTOT € BO BPCKa COMJCHTU(PHUKYBAHETO U
cakamero Ha KyIlyBauuTe€ W pa3Boj Ha
NPOM3BOAM M YCIYTM KOM K€ TH 3a/0BOJIaTa
HUBHHUTE MOTpeOUM. MapKeTHHTOT € 3HadaeH 3a
MHOTYy Tojapadja Ha OusHucoT. JloOGpuot
MapKETHHT MOMara Jia ce UCIUTAAT CUTE aCHEeKTH
Ha OM3HHUCOT, 0e3 oryeses AajiH € TOj ToJeM WIH
MaJl, 1a c€ Pa3MHCIyBa 332 TOA KaKO KOMITAHUUTE
Jla BIMjaaT Ha NeplUeniujata Ha KyIyBauuTe.
Nako mapkeTHHTOT 0apa BpeMe, UCTPaKyBame H
aHanu3a, YCHEUIHHOT MAapKeTHHI MOXe Ja
TIOMOTHE Ja Ce€ 3roJieMd II0jJ0BHATAa JIMHH]a.
MapKeTUHTOT € Beeke EBUAECHTHpPAaH MOJEN BO
OM3HUCOT Ha HEKOja KOMIaHWja U IOKa)xyBa
KOJIKY Taa € MO3UIMOHUpPaHa Ha Ma3apoT, Koj U e
LEJHUOT ayIuTOPHYM, KOHM C€ IIeHHUTe Ha
HEJ3MHHUTE IPOU3BOJIU U YCIIYTH, KOj € KBAJIMTETOT
Ha MPOU3BOJINTE U YCIyTUTE.

Kiayunn 300poBH: Ou3HHUC,
KylyBauM, KOMIIaHHja, HCTpaxKyBame, OyuerT,
nasap, MpoOM3BOH yCIyTH.
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BOBE ]

JIoOpHOT MapKETHHT UM OWBO3MOXYBa Ha
OM3HHMCHUTE J1a J0jIaTI0 CBOUTE KYIyBayH MPEKY
3andoBoNlyBalbe HAa HHBHUTE TIOTpeOM  BO
BUCTHHCKO Bpeme. EdexTuBHHTE W edUKacHH
MapKETUHT CTpPAaTEerMy C€ OCHOBATa 3a YCIEX BO
OM3HHMCOT. YCHEXOT Ha OW3HHCOT 3aBHCH O]
KBJIMTETOT HA MPOU3BOAUTE U YCIYTUTE IITO CE
Hynar. [IpoMoBHpameTo Ha KBAIATETOT Ha
MPOM3BOJUTE HA COOABETCH HAUYMH U MPEKY
epeKTHBHH KaHaJ W JIOBEIyBa Ja C€ J0jIe M0
MOTEHIIUjaTHUTE KYIyBaul BO BUCTUYHCKO BpEMeE
W J1a CE OCTBapH yCIIeX.

bunGopaure, oriacute BO BECHUIUTE U
TeJeBU3WjaTa, IIaHIJIOBUTE, BeO Mpomolujara,
MIPOMOTHBHHUTE CMC IOPAKH, MapKETHHT JIyIeTo,
MPOU3BOJIUTE U YCIYTUTE CE€ 33aCAHUYKU CICHH
Ha CEKOjIHEBHHOT kHBOT. Jlemec ce ce’
npomMoBupa. JleHeC MapKEeTHHIOT € Ha4yhH Ha
KHBOT KOj CE TPOBIJIEKYBa HHM3 CEKOj acCHEeKT Ha
KHUBOTOT. JIeHeC MAapKeTHHTOT € CIeHa Ha
COIICTBEHUOT >KMBOT HAa CEKOj YOBEK M HA CEKOj
Ou3HUC.

MapKeTHHTOT € eqHa OJi Haj3Ha4YajHUTe
KOMIIOHEHTH Ha OHM3HUCOT KoOja BIHMjae Ha
npojakbaTa U MPOAYKTUBHOCTA. MapKETHHTOT €
3HayaeH 3aToa INTO CcUTe OW3HHCH UWMaaar
nmorpeba ox KymyBaud. [IpUBIEKyBameTo Ha
KyIyBauuTe HEp € JiecHa padoTa Kako IITO ce
MHUCIIH, 0cOOEHO Kora Toa C€ NpaBW HU3 €aHA
KOHKYpEHTCKa 60p0a Ha ma3apoT. AKO KymyBayoT
caM He Jmoafa ga TM Oapa MNPOM3BOIUTE Ha
MpeTNnpHujaTHeTo, Toaa Tpeba Jga HampaBu HAIOD,
Jla ja CMEHH OBaa COCTOj0a W J1a TH 3TOJEMHU
MapKeTHUHI HAMoOpuUTe 3a Ja TU [puUBIeYE
kynyBauute. Cure OM3HHUCMEHM TO cdakaaT
3HAYEHETO Ha MAapKETUHTOT, HO HEMOXaT Ja
HampaBaT pa3iiMK Mely MapKeTHHIOT u
oracyBameTo (advertising). MapKkeTHHTOT HMa
MOIMPOKH PAMKH, OTJIACYBambeTO € CaMo €JeH
nen ox wmapkerunror. Cure Qopmu  Ha
MapKEeTHHTOT ja TIPOMOBHpAaT CBECHOCTa 32
MPOM3BOJIOT HA Ta3apoT KOj ce 3roJieMyBa.
MapKeTHHT CTpaTeTHUTEe IoMaraar Jia ce OCTaHe
BO YEKOP CO KOHKYPEHTHTE.

1. Onwrn 6eHepUTH 01 MAPKETUHIOT
MapKkeTHHIOT € KIy4HHO (YHKIIMOHAIHO

MoJipayje BO MHOT'Y OpPTaHU3alMU KOU BO CBOETO
paboTeme ce BOJAaT U CE€ HACOYCHH KOH

3aJJ0BOJIyBam€ Ha MOTpeOUTE Ha KymyBauuTe. Toa
e (yHkIMja Koja TH TIOKPHUBA TIPOIECUTE KOH
ornakaaT UCTpakyBambe M pa3oj Ha MPOU3BOIM,
IpOMOIIH]ja, U MPoAak0a Ha MPOU3BOIU U YCIyTU
MO IIeHW KOW ce MpHUQATINBH 32 KYIYBAUUTE H
HocaT TpoduT 3a opranuzanujata. Cexoj OU3HUC
“Ma motpeda Ja MOTPOIIH Mapu 3a Ja 3apaboTu
napu. MHBecTHpameTo BO MapKETHHIOT, HE €
nouHakBo. Tpeba na ce BiIoXar mapud BO
MapKeTHHIOT 3a TOj Ja JOHece IMapH.
Haj3nauajnata mpeaHOCT Ha MAapKETHHIOT € Toa
IITO TOj €AHOCTaBHO TO 3rojieMyBa HPO(UTOT
MOpPEKy MOTTUKHYBAmbE Ha Mpoaxkoara.

Kako ommtu GeHeduTH 01 MapKETHHIOT
ce MCTAaKHyBAaT:”

e 3roseMyBame Ha )KUBOTHHOT CTaHAP/I,

e JlonaBame KOPUCHOCTH Ha
MPOU3BOJUTE U YCIYTHUTE,

e [IpaBeme COOBETHOCT Ha MpoaxoaTa,

e OppxyBame Ha pU(aTINBYU IICHH,

e VHampenyBame Ha KBaJUTETOT Ha
KHUBOTOT,

e (O0e30emyBame
IPOM3BOJIU M YCIYTH

o 3roieMyBam€ Ha MPOTyKTUBHOCTA.

MapkeTHHTOT € MpoIec CO MOMOII Ha KOj
NPOM3BOJUTE W YCIYyTUTE C€ BOBEAYBaaT U Ce
IPOMOBHUpPAAT Tpeja IMOTEHIUjaIHUTE KyIyBadH.
be3 momom Ha MapKeTHHTOT, MpeTHpHjaTHjaTa
MOXe€ J1a HyJaT Hacjao0pu MpOU3BOAU U YCIYTH,
HO HUTY €lleH KylyBad HEMa Jia 3Hae HUINTO 3a
HUB. be3 MapkeruHr mpopaxbara Moxe Ja
MporajHe, a mpeTipujaTujara ja ce 3aTBopar.

3a ycmex BO OM3HHMCOT IPOU3BOAUTE H
yCIyruTe KOU T HyAaT HpeTipHjaTujata Mopa aa
UM Oujgar T1o3HaTH Ha KylyBauuTe. AKO
MPETIPHUjaTHETO € MO3HATO BO 3aeJHUIATA U UMa
KOMYHHMKAIIMM CO HErOBUTE KyIyBaud, TOTaull ce
KOpHCTAaT MapKETUHT CTPATETHH 3a Jla ce cOo37aBa
CBECHOCT M TIO3HAaBamkE€ Ha MPOU3BOJIUTE H
yciayrute. be3 MapKeTHHTOT, MOTEHIIUjaTHUTe
KylyBaul MO>XeOM HeMa HMKOTraljia 3HaaT IITO
HYJIU TIPETIPHjaTHETO, & CO TOA MPETHPUjaTHETO
Jla HeMa MOKHOCTH 3a pa3BOj U MOCTUTHYBambE Ha
yCIiex. Kopucremero Ha MapKeTHHTOT 3a
NIPOMOBHpame€ Ha TMPOU3BOJUTE U YCIYTHUTE,

Pa3IMNYHUOCT Ha

! Neil Kokemuller:What Are the Benefits of Marketing for
Companies?

2 Kristie Lorette: The Importance of Marketing for the
Success of a Business
http://smallbusiness.chron.com/importance-marketing-
success-business-589.html



NpeTHpUjaTHeTO Cco3/aBa IIAHCH Ja Ouje
OTKPHEHO OJ] UIAHUTE KYITyBaYH.

Ycnexor Ha OpeTHpujaTHjaTa  4yecTo
MOYMBa Ha COJMAHUOT Yyriaen. MapKeTHHToT
rpajy mperno3HaBame Ha OPEHIOT M JI0BenyBa 10
MOBTOPHO KYINyBal€ Ha HCTHOT MPOMU3BOA OJ
cTpaHa Ha KymyBauuTe. Kora ¢upmara nocturae
BHCOKM OYEKyBama O]l jaBHOCTA, HEj3MHYKHOT
yriaen cranyBa Hej3uja ocHoBa. llltom yrmemor
pacte. OWM3HHCOT c€ INUPU M CE€ 3roJieMyBa
npopaxobara. Yriegor Ha Qupmara ce IIHpH
NpeKy akKTUBHO YYeCTBO BO IPOTpaMH Ha
3aeAHMIATa, €()EeKTHBHO KOMYHHULUPABE KOH
HAJBOp U CO KBAINTET Ha IPOU3BOAUTE WIH
YCIYyTUTE KOM C€ CO3/IaJCHU WM TOJJAPKaHU O
MapKETHHIOT.

MapKeTUHIOT, MCTO TakKa, IOTTUKHYBA
OKOJIMHA Ha Ma3apoT 3a 3/paBa KOHKYPEHIHja.
MapKETUHTOT TpeHecyBa MOpPAaKd 3a IIEHUTE Ha
MPOM3BOANTE U YCIyTHTE, KOU HE CE CaMo 3a Jia ce
MpUBJICYAT KYIIyBa4HuTe, TYKH H J1a C€ MMOBUKAAT U
ApYruTe KOMIIAHMM Ja Cce€ KOHKypupaar 3a
no0uMBame KymyBadyd. MapKeTHHIOT 1omara Jia ce
OJIp’KaT IICHUTE Ha KOHKYPEHTCKO HHBO CO 1IN 12
ce moOepAM Ha IMaszapoT, Mpe] TOoa Ja o CTOpU
KOHKypeHIHjaTa. be3 KOHKypeHIHWja, Hema
HamnpeloK, a MAapKeTHHTOT  ja TMOTTUKHYBA
3/IpaBaTa KOHKYpPEHIMja Koja Ha MpeTnpHjaTtujaTa
MM OBO3MOXXYBa YCHEIIHO Ja paborara Ha
1a3apoT U Ja ce pa3BUBaart.

2. beHe(puTUTEe HA MAPKETHHIOT BP3 OM3HHCOT

MapKeTUHroT  JIeHeC  HMMa  TOJIEMO
BJIMjaHUE U MIPAKTHYHO PEUUCH HUIITO HEMOXE J1a
ce npucdatu 6e3 Hero. 3a na ce pazbepe TajHaTa
30IITO MAapKETUHTOT UMa TOJIKY TOJIEMO
BJIMjaHUE, HajHampen Tpeba ga ce cdaru IITO
00e30e1yBa MapKeTHUHTOT:

o C(o30asa  npeno3namaueocm  Ha
Openoom — enHa O OCHOBHUTE MPEIHOCTU IITO
M HYyId MapKETUHTOT € MPEno3HATIMBOCTa Ha
OpeHJ0T. MapKeTHHT CTpaTerHUTE IoMaraar jaa
ce Bpexu OpeHJOT BO IJIaBaTa Ha KYIyBadyHTeE.
OBa o0esz0enyBa KymyBauuTe Ja  Oapaat
ornpezaeneH OpeHa MPOU3BOJ, a HE OPEHIOT Ja TU
Oapa KyIyBauuTe.

® Benefits of Marketing | Benefits Of, benefitof.net/benefits-
of-marketing/

e Jlosedysa 00 cmeKHysarse u
0803M0ICy6a 3a0picysarse Ha Kynyeauu — TOM
OpeHIOT enaHam ja jJo00ue cBojaTa OCHOBA H
npudatu o KyIyBauuTe, MAapKETHHIOT
OBO3MOXYBa KyIyBauWTe Jla OCTaHaT, U Ja Tro
MOBTOpPYBaaT KynyBameTo. OBa € 0CHOBa OpEHIOT
Jla HE ja TYBU CBOjaTa 3aJHUHA OJ IMPOU3BOJIUTE
IITO KaKO HOBM C€ jaByBaaT Ha Ma3apor.

o Jlaca MOMNCHOCH oa ce
uoeHmuguKkyeaam 6ucCmMuHCKUme Kynyeauu —
MapKETUHT CTPAaTETMUTE OBO3MOXKYBaaT Jep ce
uACHTU(UKYBAaaT MOTCHIUJATHUTE U AKTYEIHUTE
KynyBaun. HamecTto na ce HygaT HmpoM3BOAU H
yCIyrd Ha KyNyBLIAYW KOM TOa HE IO cakaart, ,
MapKEeTUHTOT IoMara  MpPeTIpHUjaTHETO Ja ce
HAaCOYM KOH KyIyBayd KOM HMaaaT BUCTUHCKU
noTpedu.

e Obe3bedysa ungopmayuu —
MapKETHHIOT € Hajao0ap HauuH 3a 00e30eayBame
Ha uH(OpMAIMKM 3a MPOU3BOAMTE M YCIIYTHTE.
['maBHUTE KapakTEepUCTUKH HA Ha MPOU3BOJAOT
WIN yCIIyraTa c€ €JIeMEHTHUTE KOH Ce KOPHUCTAT 3a
Ja ce TmpoMmoBupa mpou3BogoT. Toa ce
UHPOpPMALIMM KOM C€ KOpUCTaT 3a Ja ce
npuBIIeYaT KyIyBaunTe3a OTpeeNICHUOT
IPOU3BOJ WM yciayra. 3HACHETO Ha OpeHJoT
o0e30eqyBa KymyBauWTe Jla BepyBaaT BO
MIPOU3BOJIOT.

e 3awimemaoysa epeme — MapKETUHTOT U
ylTe — noBeke,  PEKTUBHHOT  MapKETHHI
OBO3MOJKYBa Jla C€ HaMaJld BPEMETO Ha TOYKHUTE
Ha IpeKpInyBame Ha 6u3HucoT. Co mpoMoIuja Ha
MPOU3BOIUTE W YCIYTHTE TPEKy e(PEeKTHBHUOT
MapKeTUHI, OW3HHUCOT MOXE Ja ja IpPOMOBHUpA
cBojaTa mpojaxba W moOp30 ma  Jgojae 1o
HOCaKyBaHUTE KyIyBauH.

o I'paou ooeepoa - IlOBTOPIMBUOT H
epeKTUBeH  MapKeTHHr  o0e30eqyBa  Jieka
MPOU3BOJUTE K€ OCTaHaT BO CeKaBamke Ha
KylyBauMTe, rpaaud noepba Bo OpeHIOT, H
MIpaBU KyIMyBauuTe Aa To 0a0epaT MpOU3BOAOT Ha
MpeTNpujaTUeTO, a He Ha KOHKypeHIMjaTa
JHloBepbaTa ce Kpeupa Ha JIOAT POK, a
MapKETUHTOT TOA I'0 IPaBU Ha e()eKTUBEH HAYHH.

o [lommukuyea oOasarve nopaxku -
MapKETUHTOT T'¥l IOTTUKHYBA HOBHUTE KYITyBa4X Ja
O6apaar wuH(poOpMAIMM BO BpCcKa CO OpEHMAOT.
[IpeaBejku npous3BoAOT Aa OuJe BUJEH U MTOYECTO
Ja ce ciayma 3a Hero, NpeTHpujaTHEeTO TIH
3roJieMyBa IIaHCHTE, 32 MPEHECYBAmkE TOPAKH O]
ycra Ha ycra. lllancuTe 3a naBame CyrecTuu 3a
YecTo TOrojieMd Kaj TJEJIaHUOT MPOU3BOJI BO



criopenda co MPOU3BOAOT KOj HE Ce Ielna WId
HEMa CO3HaHHM]a 3a HETO.

e I'u mHacouyea  pabomume -
MapKeTHHTOT paboTH Ha pa3jacHyBame Ha
mpamiamarta BO BpPCKa CO  KBAJIUTETOT u
IpUpoJaTa Ha TPOM3BOAOT WM yciayraTa H
cTaHyBa €()EKTHBHO CPEICTBO 3a HAJMUHYBaHE
Ha HeJnopa3OupamaTHa KOM C€ OJHEeCyBaaT Ha
OpeHIIOT.

3. beneduTHUTe 01 MAPKETHHTOT 32
KyNnyBaunTe, OM3HUCOT U OMIITECTBOTO

Mapketuaror  Hocu  OeHedutm  3a
KyIlyBauuTe, OM3HHCOT W ONIUTECTBOTO CO TOA
mro ja  3rogeMyBa  edukaacHOocTa ~ Ha
KOHTHHYUTETOT Ha TOHyJAaTa W ToOapyBaykaTa.
OBue GeHeduTe Ce Orleaaar Bo CIEIHOBO:

3a Kynyeauume: 3a70BOJTyBa Pa3IUYHU
notepOu, 3a70BOJyBa MOceOHM TMOTpeOU 3a KOH
KyllyBaulTe€ HE C€ CBECHH JeKa TI'M HMaar,
3alITelyBa BpeME W Iapu M J0jaBa 3rojeMeHa
BPEIHOCT 3a KOPHUCTEHE Ha NPOU3BOIUTE W
yCIyTUTe, HYIH  MIIOCTOjaH  KBaJUTET |
carucakiyja O] KOPUCTCHETO Ha OIPEICIICH
NPOM3BOJ MJIM YCIyra, TH NpaBU Jy[e€TO CPEKHH,
Ha HEKO] HayMH OJIp)KyBa HEKO] BHJ CTaryc.
MapkeTUHIoT € mapTHep Ha KynyBauuTe. Tue co
MapKETUHTOT TIOJIECHO KyIyBaaT U Cc€ BO
MOCTOjaHa KOMYHHMKAIMja M BO BpCKa €O
MOHYIyBauuUTE, no0uBaar TIOBHCOKH
BPEIHOCTUNOA00TH  TOHYAM ja  3roJieMyBa
KOHKYpEHIIHjaTa 1 MOKHOCTHTE.

3a ousnucom: TV IpoAaBa NPOU3BOJUTE U
yCIyrure M co3gaBa MpoduT, ja 3rojeMyBa
CBECHOCTa 3a OpeHJIO0T, MOBHMKYBAa pPAa3JIM4YHU
[EJHU TPYIH Ha KYITyBa4H, TO 3rOJIeMyBa YIiIenoT
Ha JIgjJHOCTa, IO TIOAWIHYBa CTarycoT Ha
MpeTnpujaTueTo. MapKeTHHIOT 3a OHW3HHCOT
00e30e1yBa HAaCOYEHOCT, pa3BHUBakE Ha HJIEU U
KpeaTHUBHOCT, TpaBu  JudepeHuujanmja, ce
KOpUCTaT pa3HU CpEeACTBA, Ce IpojaBaar
MIPOU3BOJIM M YCITYTH, C€ 3ap)KyBaaT KyIyBauuTe,
ce TIpaad MMM Ha NpPETHpUjaTHETO U ce
3rosieMyBa npodurtadbunHocra. Ilpernpujatujata
ce 3aJ0BOJHM 3aTO0a IITO MAapKETHHIOT KaKo
IMCHIWIUIMHA W TPAaKTHKa WM OBO3MOXYBa Ja
co3laBaar MNpo(UT TMpeKy 3aJOBOJIyBame Ha
norpebure Ha KymyBauute. lIpermpujarujara ce

* How Does Marketing Benefit Customers Businesses And
Society?
www.marketingprofs.com/ea/gst_question.asp?qstid=2675

Npeau3BUKAaHU J1a pPa3BHjaT CUCTeM Ha paboTa
OpPHEHTHpPaH KOH KyIyBauuTe. MapKeTHHTOT
co3/laBa U EKOHOMCKHM OeHedUTH 3a OH3HHUCOT.
ExoHOMCKHUTE O€HE(pHUTH OJ MapKETHHIOT Ce
OeHe(uTH KOM MOXE J1a ce KBaHTH(PHIMpaaT Kak
CO3J1aBalb€ Ha Mapy Kako Ha TPUMEp BKYICH
MPUXOJ, HETO NPUXOA, NPOPUT, HAMATYBakE HA
TPOILIOIUTE.

3a  onwmecmegomo:ro  yHampenyBa
CEKOjIHEBHHOT >KMBOT HA HACEJIEHUETO, UM JaBa
IIAHCH HA JyreTo Ja W30upaat, TH MpaBu CBECHU
3a TIPOM3BOJUTE U YCIYTUTE KOM MMaaT BIIMjaHUE
Ha TMEPCIEKTUBUTE 3a MOA00ap WM MOJIOUI
*KuBOT. OmmrecTBoTO uMa OeHepUTH Kako
NPOMEHH BO JKMBOTHHOT CTHJ, CO3/aBambe
MO’KHOCTH 3a IOTOJIEMH M Pa3IUYHH HM300pH Ha
CTOKH W YCIyTH, cinobonHa  maszapHa
KOHKypeHIIja KOja IO TIpaBH  JKUBOTOT
NIOMHTEPECEH M BpelIeH Ja ce JKUBee, a ce
OCTBapyBa TpeHC(Ep Ha BPEAHOCTH.

[IpaBejkm T KymyBauWTe€ CBECHH 32
IIAHCUTE BOM BPCKA CO TOAa KAaKO MOXKaT Jia TH
NOTPOIIAT CBOUTE MapH, OBO3MOXKYBajKH My Ha
OM3HHUCOT /1a ce BOJM O IIAHCUTE Ha KyITyBauuTe
3a M300p Ha MPOU3BOJAU M YCIYTH KOH UM C€
NOTpeOHH, MOMarajku My Ha OIIIITECTBOTO Ja TH
NOTTHUKHYBA KOHKYPEHTCKHUTE CJIEMEHTH,
OBO3MOXKYyBa [Jla C€ YHampeau I[OHyAara Ha
MIPOU3BO/IU M YCIIYTH.

MapkeTuHror  Hocu  OeHepuTH  3a
KyIyBa4HWTe M CO TOA IITO MM JIaBa CO3HaHHWja Ha
KYIyBauuTe 3a MPOU3BOIUTE U YCIYIMTE BO KOU
THE MOXXE Jla BEpyBaaT M Jla MOXaT Ja HarpaBat
nobap n300p U Aa JoHecaT OJUTyKa 3a KYITyBame.
Bo wucro Bpeme ce co3ngaBaar OeHehuTH U 3a
OM3HMCOT €O TIIpeHecyBalke Ha HHGOpPMAIH
MpeKy yOeoyBadykd KOMYHUKAIMH 0 LEITHHUOT
aymutopuyM. Ha xpajor, Oeneputoute 3a
OIIITECTBOTO C€ MCKa)XyBaaT KaKO KpeUpame Ha
MOJIeNIM Ha pa30bupame Koja ce MaHU(ecTupa Bp3
COHOBHTE Ha JKEHUTEC M MaXHUTE KOM cakaaT Ja
ycreaT BO M30MpameTo Ha MPOHM3BOIU U YCIYTH
KOU MY c€ TIOTpeOHH Ha OIMIITECTBOTOH.

3AKJIYHOK

AKO HEKOe TpEeTIpHjaTHe OTIOYHAIO CO
paboTta, OJHOCHO OTHOYHAIO OW3HHC, UM BEKe
moj0Jro paboTH W caka Ja co3aane OpeHa u Ja
IIOCTUTHE YyCIEeX, Mopa Ja IO IPUMEHYBa
MapKeTUHTOT, aKO BEeKe Toa HE TO I[IpaBH.



MapkeTHHroT € MHOTY 3Ha4yaeH AacIleKT Ha
OM3HHUCOT 3aroa IITO BO HajrojlemMa Mepa
NpUIOHECYBa 32  pacTOT Ha  OM3HHCOT.
[Ipon3BoacTBOTO ® JOUCTUOyHIHMjaTa HAJMHOTY
3aBHUCAT O/ MapKETUHTOT. MiMa MHOTY IpeIHOCTH
aKo ce MMa BUCTMHCKAa MapKETHHI CTpaTeruja 3a
I00pUTE IPOU3BOJIU U 32 BPEIHOCTUTE KOU MM CE
HyJIaT Ha KyITyBauuTe.

MapKeTHHTOT jac IPOMOBHpPA CBECHIIOCTA
3a TMPOM3BOJOT WJIM YCiIyrara Kaj jaBHOCTA.
MapKeTHHIroT TM NIpPOMOBUpPA NPOU3BOIUTE, ja
nHGOPMHpA jaBHOCTA 32 TIPOU3BOUTE U YCIYTUTE
U cO37]aBa MOKHOCTH TPETIPHjaTHTEo jaa Ounie
MO3HATO W Ja TH TPOJiaBa CBOUTE IPOM3BOIH.
[IpernpujaTujaTa 3apagy oBa MOpa Ja BIOXKYBaaT
BO MapKETHHIOT, Jla TW HalpaBaT MPOU3BOJIUTE
MO3HATH, aKO MMaaT J00ap MPOM3BO/J, a HUKO] HE
ro 3Hae T0a, HeMa Jia ce co37aBa MPOQuT.

MapkeTuHroT €O  pa3BUBAKETO  Ha
MPOU3BOJIM KOM T'M 3a1(hOBOJTYBaaT MOTpeOUTE HA
KyllyBauuTe TO TOJA00pyBa KBAJIMTETOT Ha
KHBOTOT, CO TIIOTTUKHYBaWmETO Ha 3JpaBara
KOHKYypeHIIHja, 000e30emyBa MOHUCKO HHUBO Ha
IIEHH, OBO3MOXXYBa TMPEKy JUCTpUOYIHjaTa
MPOU3BOJUTE Ja C€ MpoJaBaaT HAa MOUIMPOKH
nojapayja wWid reorpadCKu  PErHOHH, KakKo
pe3ynraT Ha 3rojieMeHara mobOapyBadyka BIHjae
Ha 3rojeMyBamkbe Ha BpaboTeHOcTa, MpeKy
MIPEHECYBAKETO HA TIOPAKHU 10 MIMPOKATA jABHOCT
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BIIMjae /Ja J10jA€ A0 MPOMEHH BO OMIITECTBEHOTO
OJTHECYBambe.

JIUTEPATYPA

1. Benefits of Marketing | Benefits Of,
benefitof.net/benefits-of-marketing/

2. Benefits to Marketing,

www.benefitstomarketing.com/

3. Benefits Of Marketing For Small Business —

Blue Cow Creative
www.bluecowcreative.ca/benefits-of-

marketing-for-small-business/

4. How Does Marketing Benefit Customers

Businesses And Society?

www.marketingprofs.com/ea/qst_question.asp?qst

1d=2675

5. Marketing - benefits - Reference For Business
www.referenceforbusiness.com » ... » Man-MiX

6. Neil Kokemuller:What Are the Benefits of

Marketing for Companies?

7. Kristie Lorette: The Importance of Marketing

for the Success of a Business

http://smallbusiness.chron.com/importance-

marketing-success-business-589.html

8. What Are the Benefits of Marketing for

Companies? | Chron ...

smallbusiness.chron.com » ...
Ideas for Companies

» Marketing


http://www.bluecowcreative.ca/benefits-of-marketing-for-small-business/
http://www.bluecowcreative.ca/benefits-of-marketing-for-small-business/

Prof. Biljana ANDRESKA BOGDANOVSKA,
PhD
Evropsean University Republic of Makedonija
biljana.andreska@eurm.edu.mk

ONE-TO-ONE-MARKETING (1:1

MARKETING)
ABSTRAKT
One-to-one marketing (sometimes
expressed as1:1 marketing) is a customer
relationship managementstrategy emphasizing
personalized  interactions  with  customers.

The personalization of interactions is thought to
foster greater customer loyalty and better return
on marketing investment. Personalization in some
ways is a making consumer relationships more
closely tailored to the individual.The goal of
making relationship with customers is to create
strong, even emotional, customer connections to a
brand that can lead to ongoing business, free
word-of-mouth promotion and information from
customers that can generate leads.A customer may
be convinced to select that brand one time, but
without a strong relationship marketing strategy,
the customer may not come back to that brand in
the future. Customer relationship marketing is
starting to play a more important role for many
companies.

Key words:customer, strategy,
management, personalization,relationship,
business

11

658.88 ;005.21
IIpo¢. n-p bussana AHAPECKA
BOI'JAHOCKA
EBpornicku yauBep3uter Penyonuka Makenonuja
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EJEH HA EJIEH (1:1)
MAPKETHHT

Enen Ha eneH MapKETHHI WM KakoO IUTO
4ecTo ce u3pasypa 1:1 MapKeTHHT,e cTpareruja Ha
MEHAIMEHTOT CO OJHOCHTE CO KYIyBauWuTe KoOja
M HarjacyBa JMYHUTE WJIA TIEPCOHAITHUTE
MHTEpaKIUK co KymyBauute. Ilepconanusanujata
Ha MHTEPAKIMUTE € Ha HEKO] HAYMH TpaJickhe Ha
MHOT'Y HO6JII/ICKI/I OOHOCHU CO KYIIYBAUUTC BOJACHU
KOH moeauHenoT. [lenara HarpaiemeTo 0THOCH CO
KYIIyBa4WTEe € J]a C€ CO3[aJaT IMOCWIHHU, IYpH H
€MOITMOHAIHUA BPCKHU CO KYIIyBa4WTE KOH OPEHIIOT
KOM MOXAaT Ja BOJAT KOH MOpacT Ha OHM3HHCOT,
ciobo/HAa TMpoOMoOIMja O ycTa Ha ycTa H
UHPOPMALIUU O] KYyIyBauylTe KOM MOTTUKHYBAaT
pa3Boj. KymyBawor Moxke na Ouje yBepeH BO
OpeHJ0T BO OIpeNeleHO Bpeme, Meryroa 0e3
CHJIHA MAapKETUHI CTparervja 3a OJHOCH CO
KyIlyBauuTe, KyIyBadyoT MOXeOM Hema Jjaa ce
BpaTd Ha TOj OpeHa BO HMIHUHA. MapKEeTHHIOT
OOAHOCUTE CO KYIIYBAYWUTC IIOYHYBA a4 UIpa CC
Horojema yjora 3a MHOTY KOMITaHUH.

Kay4ynu 300poBu: KymyBad, cTpaTeruja,
MEHAIIMEHT, IepCoHaNIN3aI1]ja, OTHOC, OM3HUC



BOBE]

One-to-one marketing - Enen Ha eneH
MapKETHHTOT - 3HA4M Ja ce Ouae BO cocTojba 1a
Ce CMCHH OJHECYBAaHETO HA MPETIPUjATHETO KOH
WH/IMBUYAIHUOT KyIyBad Bp3 OCHOBa Ha TOA
IITO TOj BEJIW U HITO YIITE 3HAe¢ MPETIPHUjaTHETO
3a Hero. Bo One-to-one marketing — exnex Ha eneH
MapKETUHTOT MAapKETUHIOT MPETCTAaBHUIIUTE Ha
npeTnpujaTujata TUPEKTHO KOMYHHIIMPAaT Co
[[ETHHOT OJTHOCHO CO KYITyBa4oT KOj € OJ1 UHTepeC
3a mpermnpujatuero. Bo  0BOj  MapKeTHHT
TNjaJIOTOT omndaka MIPETCTaBHUK Ha
MPETOPHUjaTHETO WM JIMIE OJf NMpojaakbara Koj
Cllylla ITO MmMTO Oapa KyMmyBa4oT M TOTOA Ce
Kperpa TMPOW3BOJA WIM YCiIyra Kou Tu Oapa
KyIyBa4oT.

One-to-one marketing —-Exen Ha enen
MapKeTHHTOT € MPHUCTall KOj BO TPB pea ce
KODUCTH  BO  CTPAaTeTMUTE U  TaKTUKUTE
HAaMEHAIMEHTOT CO OJIHOCHUTE CO KYITyBayHTe,
BOOOMYACHO KOTa IMPETIPHjaTHETO Caka Ja MMa
npucran a0 6a3a Ha mHGOpPMAIMK 32 KyIyBaduoT
WIM Kora NpETHpUjaTHETO caka Ja Ouje BO
cocToj0a J1a MOHYAM TOA IITO CaKa KyIyBayoT.

1. degunupame One-to-one marketing - Eden
Ha eden MapKemune

One-to-one marketing — Enen Ha eneH
MapKeTHUHIOT € CTapTervja Koja ce MOTHHpa Ha
MO3HABAKETO HA WHIUBUIYATHUTE HM300PH IITO
I'Y MIPpaBUA KYIIYBA4OT U TOTrall Kperpa MapKETUHT
IIPUCTAI 32 CEKOj KYNyBauloceOHO BO 3aBHCHOCT
01 HETOBOTO Oapame. Toa e n3bop koj He Oapa 1a
ce mpHBJIeYe BHUMAHUETO Ha KYIyBauuTe, TYKY
JIa ce 3aJpXH HErOBOTO BHUMaHHWE M Jia ce
pasBUBA GU3HHCOT.”

One-to-one marketing — Enmen wHa enen
MapKEeTUHTOT,  €IHOCTaBHO  PEYEHO  3HaYM
pa3IMyHO TpeTupame Ha paznuunute jdyre. OBoj
MapKeTUHT € KOMYHHIIMpamke KOe TMpeTCTaByBa
OYEKYBame€, pEIIEBAHTHOCT WJIA 3HAYCHE U
nepcoHaNMu3aImja WIH WHIUBUIYATHOCT.
[TopakuTe KoM ce odeKyBaar, OWMIEJKHM Ha HEKO]
HAaYMH W ce OapaaT, ce WHIAWUBUAYCIHU U C€
OJTHECYBaaT Ha Pa3IMYHUTE JIyKe TIOETUHETHO.

® One-to-One Marketing, 2012 Marketing-Schools.org
www.marketing-schools.org/types...marketing/one-to-one-
marketing.ht...
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One-to-one marketing — Enen Ha eneH
MapKeTUHTOT € WHIWBUAYyAJIU3UPAH METOJ Ha
MapKETUHTOT KOj 'M KOPUCTU MH(OpMAIMHUTE O]
KyllyBayuTe 3a Ja Ce TpajaT JIOJTrOpOYHH,
WHIUBUIYQIHH W NPOQUTHO  OPUCHTUPAHH
OJTHOCH €O ceKoj o KymyBauute. One-t0-one
marketing - EnmeH Ha eneH MapKeTHHIOT €
OPUECHTHUPAH KOH KYIyBadoT, TOA IO NpPaBU BP3
OCHOBAa Ha HMHTCH3MBHU HH(pOpPMAIMH 32 CEKOj
KyllyBad Bp3 OCHOBa Ha KOM ce€ Trpajar
JoAropoyHno aHocu. KyrmyBauuTe ce mozeneHH
Kako TOEAMHIM M ce pacrojiara co 0aza Ha
MOJIATOIM 3a CEKOj KymmyBad. BakBWOT mpucrar,
oaHOCHO nedunuparme Ha One-to-one marketing —
Enen Ha eneH MapKeTHMHIOT Ce NpHKaXyBa Ha
cleaHaBa ciuka:®

Cauxka 0poj 1:

LLiTo e One-to-One MapKeTUHr?

ogenba
Ha
KYNyEa4vnTe,

One-to-One
Mapremurzome... Co

HacoKa

KOH...
OpHeHTUpaH
KOH KynyBa4oT

0 HHTEHZIWUEHH
WHQOPMaLHK

Honropo4Ho
OpHeHTUPpaH

N3Bop: Deborah Baker : One-to-One Marketing,
Chapter 20 Version 6e, 2002 South
Westernwww.swlearning.com/marketing/lamb/ma
rketing.../powerpoint/ch20.ppt

One-to-one marketing — Enen Ha eneH
MapKEeTUHTOT 3acTalyBa KpeHpame Ha IOBeKe
aCTleKTH HAaMapKeTHHT MHKCOT HAaCOYCHH KOH
WHAMBUIYAIHUOT KymyBa. Toj mpercraByBa
KpajHa (opma Ha CerMeHTalMjata BO Koja KpaeH
CerMEHT € ceKoj KymnyBauy.OBOj MapKeTHHI BO
OCHOBA C€ OJHECyBa Ha MPHUCTANOT KOH CEKOj

® Deborah Baker : One-to-One Marketing, Chapter 20
Version 6e, 2002 South Western,
www.swlearning.com/marketing/lamb/marketing.../powerpo
int/ch20.ppt



KyllyBay KakO Ha IMOEAUHELl U Kpeupame Ha
MapKEeTHHT MUKC 3a TOj KyIlyBady.

2. Kapaxmepucmuku na One-t0-one marketing
- Eoen na eoen mapxemune

One-to-one marketing — Enen Ha eneH
MAapKETHHTOT HMa JIBE TIABHH KAPaKTePHCTHKH:®

e HuauBuayanusanyja,

e [Ipunaronysame.

NuauBuayanusanujara 3HA4YH
HPETHPUJaTHETO J1a T MPOYYU UHAUBUAYAIHUTE
npedepeHIMn Ha CEeKoj KylmyBad H Ja To
IPUTIArod CBOJOT MApKETUHI IUIaH KOH TOj
KyIIyBad.

IIpuaaroanyBamero 3Ha4U
NPeTHpUjaTHeTO Ja TO MPUIarogd  CBOjOT
MapKETUHI MUKC KOH CEKO] MOEJMHEUEH KyIyBad.

One-to-one marketing — Enen Ha exen
MapKEeTUHIOT UM IlOMara Ha IpeTnpujatujaTa aa
r'H 00JIMKYBaaT CBOMTE MPOU3BOJN U YCIYTH 32 A2
MOXKaT THE Ja TI'M 3aJ0BOJaT WHAWBUIYaJHUTE
kymyBaun. COBOj BHJ Ha MapKETHUHI C€ Tpaju
JOJalHOCT OJf CTpaHa Ha KyIlyBauuTe U ce
00e30eyBa TOBHCOKA CTalka Ha TOBPAaTOK Ha
WHBECTULIMUTE BO MAPKETHHIOT.

Co eneH Ha e€IeH MapKETUHTOT Ce€
o6e36enyBa:9

e UnentudukyBame  Ha
KyIlyBauy,

e 3anapXKyBame Ha JOjaIHUTE KYITyBayH,

e Bkpcrena mnpomaxba Ha  JIpyru
IIPOU3BOAU U YCIYTH,

e Kpeupame Ha HACOUYEHU MAaPKETHUHT
KOMYHHKAIUH,

e [loTTUKHYBake Ha  JIOHECYBaWHETO
OJUTyKa 3a KYITyBambe O] CTpaHa Ha KyIlyBa4yHTe,

e Kpeupame Ha HOBH NPOU3BOIM CIIOPE]
Oapamara Ha KylyBauuTe,

e [lomoOpyBame Ha edukacHocTa Ha
MapKEeTUHT KaHAJIUTE Ha AUCTpUOYIIH]ja,

Haj100puTe

" Overview of One-to-One Marketing,
www.segmentationstudyguide.com/...marketing/one-to-one-
marketing/

® One-to-One Marketing, 2012 Marketing-Schools.org
www.marketing-schools.org/types...marketing/one-to-one-
marketing.ht...

° Deborah Baker : One-to-One Marketing, Chapter 20
Version 6e, 2002 South Western
www.swlearning.com/marketing/lamb/marketing.../powerpo
int/ch20.ppt

o [lomoOpyBame  Ha
KyTIOyBauuTe.

Co emeH Ha eneH MapKETHHIOT Ha
noerkaceH HA4YMH C€ OCTBAapyBaaT IEIUTE Ha
MPETIPHjaTHETO. Co peanu3anujara Ha
MapKEeTUHT aKTHMBHOCTHTE 3€ Joara 10 KpajHaTa
IeJI OCTBapyBame MPO(MUT, pacT U pa3Boj MPEKy
3aJI0BOJlyBab€  Ha  NOTpeOUTE HA  CEKOj
MOCTUHCUCH KyITyBad.

yCIyTure  3a

Cuauka Opoj 2:

LIEJ] HA ONE-TO-ONE
MARKETING - EJEH HA EJEH
MAPKETHUHIOT

3. One-to-one marketing - Eoen na eoen
MAPKEMUHZOM U MAPKEMUH2OM HA zpadefbe
00HOCU CO Kynysauume

One-to-One Marketing -Enen Ha eneH
MapKEeTHUHIOT, YIITE C€ HapEeKyBa U MapKETUHI Ha
rpajiele Ha OJIHOCH CO KymyBauute. [ 'pajemero
Ha OJHOCH CO KYyIyBauWTe, TIPETCTaByBa
MapKeTUHT CTpaTeruja 3a Jia ce Ipaju JIOjaTHOCT
Ha KyNyBayUTe KOH TMpPEeTHpHjaTUeTO, Ja ce
ocTBapyBaaT MelyceOHM AaKTHBHOCTH M Jla ce
OCTBapH JIOJTOPOYHO aHTaXupame. Toa e
pa3BUBamkE€ Ha BPCKU CO KYNyBauuTe IHpPEKy
00e30emyBame Ha MHPOPMAIMK KOU CE€ BO BpPCKa
CO €O TOTpPeOMTE U HMHTEPECUTE Ha OJJCIIHUTE
KyIIyBa4H.

MapkeTuHr TrpajcmeTo Ha OJHOCH CO
KyIlyBauuTe € OW3HHUC MpoIlec BO KOj ce Tpanar



OJTHOCH CO CEKOj KyIyBad, C€ CO3/[aBa JIOJaTHOCT
Y TIOBP3aHOCT KOH BPEIHOCTA HAOPEHIIOT MPEKY
CIIPOBEIyBalkb¢ HAa MAPKETHUHI CTPATETHd U
MapKETUHT aKTHUBHOCTH. [ pajgemero MapKEeTHHT
OJTHOCH co KYITyBauuTe OBO3MOXYBa
NPETHPUjaTHETO JiIa C€ pa3BHBAa JIOJITOPOYHO
MIPEKy BOCIIOCTABYBAWHE OJHOCH CO TIOCTOJHUTE H
CO MPHBJICKYBakhE Ha HOBU KylyBaud. [ pajemeTo
OJTHOCH CO KYIyBauWTe 3HAYU 3aCUIyBamke Ha
CIIOCOOHOCTUTE Ha TPETNPUJATHETO Jamooue
MOBPATHU MH(OPMALIUU OJ1 KyITyBAaYUTE KOU K€ TH
ynoTpeOu 3a ma o6e30enu 3acuieHa, cTabuiIHa U
HACOUYEHA CBECHOCT 3a HErOBHUTE MPOW3BOJIU H
yenyru.I'pageeTo  OIHOCH CO  KYIyBauuTe
00e30eyBa JTUPEKTHO OILICHYBaHkh€ Ha
BPEIHOCTUTE HA KYIyBauyoT, MOXHOCTH 32
BKpPCTEHa Ipojaax0a, pa3Boj, pacT U OAPKYBaE
Ha JIOJITOPOYHH, TPOIIKOBHO €()EKTUBHU OJHOCH
CO WHAWBHUAYyAJIHUTE KYIyBadW, H00aByBadd, CO

BpaOOTeHUTE, U JpYruTe€ MapTHEPU 3apaju
OCTBapyBame€ HA  3aCJAHUYKUTE  HHTEPECH.
MapkeTUHroT  Ha  Irpajeme  OJHOCH  CO

1
KYIIOyBa4MTE € OPUCHTUPAH: 0

e ['paneme JOJNTOPOYHU
JOJITOPOYHH OJTHOCH,

e 3roleMyBambe Ha 33JpXKyBamETO Ha
KyIlyBauuTe NPEKy OCTBApyBame Ha poaaxoa,

HaMECTO

e O0e30enyBame TMOBHCOKO HHBO Ha
yCIyTH 3a KyIyBauuTe,
e [loTTHKHYBamE Ha IOYECTH

KOMKYHUKAIIUHU CO KYITyBauyuTe,

e [loTTHKHYBak€ Ha MNPUBP3aHOCT Ha
KYITyBa4HTe KOH MPETIPHjaTHETO.

e Co3naBame OCHOBa 3a MelyceOHM
TpaHCAaKUUMU U copaboTka Ha KyIyBauuTe CO
MIPETIPUJATHETO.

e Co3aBame Ha KylyBauM MIPEKy:

o WnentuduxyBame Ha MoTpedUTe
Ha KyIlyBauyuTe,

o CoznaBame NPOU3BOAM U YCIYTH
CO MKOHU K€ C€ 3a/I0BOJIaT MoTpedure
Ha KyIyBayuTe,

o Pa3smena Ha un@opmalmu Bo Bpcka
CO NPOU3BOJUTE U YCIYTHTE 3a J1a ce
3aJ10BOJIaT MOTPEeOUTE Ha KYITyBauUTe,
o CraBame Ha TNPOU3BOAUTE U
yCIyrUT€  Ha  paclojlaramke  Ha
KyIyBauMTe BO BpEME U MECTO KO€ UM
0JIrOBapa Ha HUBHUTE NOTPeOH,

10 Customer Relationship Marketing (CRM)
https://www.techopedia.com/.../customer-relationship-
marketing-Crm

14

o OmnpenenyBame Ha LEHU Ha
MPOU3BOJIUTE M YCIYTUTE KOU K€ TH
MOKpUjaT TPOUIOIMTE, Ke JOHecar
npoduT, ke OuIaT KOHKYPEHTHH U KOH
Ke MOXKaT KylyBa4HTe J1a TY IUIaTart.

4. MacoBHMOT HACHPOTH €eH Ha e/leH
MApPKEeTHHIOT

MacoBHHOT MapKeTHHI € CO3/IaBambe Ha
VICT TIPOM3BOJ 32 CeK0j KymyBau. Kaj MapkeTHHToT
€/IeH Ha €JeH, MPOM3BOJIOT C€ MpOoJaBa Ha €JeH
KyIlyBa4, ¥ CE€ HACTOjyBa Jla ce MpojJajar IuTo €
MO>KHO TOBEKE MPOU3BOJIH, 32 MOJOJIT MEPUO Ha
Bpeme. 3a Jla ce ocTBapH Toa, Tpeba na ce rpajar
€IMHCTBEHH OJHOCH CO CEKOj KynyBad Ha
NPUHLIUIOT €/1eH Ha eneH. Kaj MapeKTuHrot eneH
Ha €JIeH, He Ce JIeNM Ma3poT, TYKy KyIyBauyuTe,
IenTa € CeKoj KymyBad Ja TH  KyIyBa
IPOM3BOJIUTE HA TNPETIPHjaTHETO, Ja KyIyBa
IIOBEKE MPOM3BOJAM, Ja IO KyllyBa OpEeHIOT Ha
NPETHPUjaTHETO U Ja OHJe 3aI0BOJICH CO TOA.

Pa3znukure Mery MacoOBHHMOT M €lIeH Ha
e/leH MapKETHHTOT MOXKE JIa Ce MCKAaKaT Kako: ™

e Kaj MacOBHHOT MapKETHHT
npeTnpujaTijaTa HacTojyBaaT Ja IO 3aJ0BOJatT
[ENUOT Ta3ap KOj € TOJMH CO KyIMyBadyd Co
pa3InYHU MOTpedH HyJejku eneH npousBol. Kaj
MacOBHHOT MAapKEeTHHI HeMa CerMeHTallyja,
npeTnpujaTijata BepyBaaT JeKa CHTE KyIyBauu
UMaaT CIMYHM W JeKa THEe MoXar JjJa Owujar
3aJJOBOJIGHU CO OCHOBHHUOT — TEHEPUUYKHOT
nmpou3Boa. norpedu. Exen Ha eneH MapKEeTHHTOT
MapKEeTUHTOT HYAM NPUIArOJIMBO pELICHHE CO
mQepeHnrpame Ha TTOTPeOUTe HA KYITyBAaunuTe |
TPETUPAJKU TO CEKOj KyMyBay HMHIUBUAYATHO H
Hy/IejKU My TOHYyJa Ha MPOUW3BOJ U yClIora caMo
3a 3aJI0BOJIyBam-€ Ha HEropaTa norpeoa.

e MacoBHHOT MapKETHHT 3a IIeJl TO MMa
MPOCEYHUOT KYIyBad, a MapKeTHHTO €IeH Ha
€/IeH 3a 1eJl TO MMa MHIUBUAYATHUOT KYyIlyBad.
MacoBHHOT MapkeTHHT Tnpudaka JgAeKa co
MIPOCEYHUOT KYIyBay MOXE Jla Cc€ 3aJ0BOJU CO
OCHOBHHOT ITPOW3BO/Ia €/IeH Ha €ICH MapKETHHTOT
' uJIeHTHU(UKYBa TOTpeOUTE Ha CEKOj KyIyBad
Ha WHMBHIyaTHa OCHOBA.

e MacoBHHOT MapKETHHI TH TpeTUpa
Ky[lyBauMTe€ KaKO aHOHHMHH, HEMO3HATH, CEKOj

"Hajara Saleeth: Mass Marketing vs One to One Marketing,
tutebox.com/1458/.../marketing/mass-marketing-vs-one-to-
one-marketin...



KylyBau € KynyBad. ENeH Ha eleH MapKeTHHTOT
“Ma HH(POpPMAIIUK 32 CEKOj TTOSTMHEUEH KYITyBad.

e MacoBHUOT MapKETHHT HYIH
CTaHJIapIU3UPaH MPOU3BOJ] CMETAJKU JEKa CO TOj
NpOM3BOA MOXKE Ja Ouge 3aJ0BOJICH CEKOj
kynyBad. EjeH Ha eJeH MapKeTHHTOT HYIH
CTaH/apU3HPaHO PEIICHHE 3a CEKOj KyIyBad CO
aHAIM3UPAKE HA HETOBUTE MOTPE0O OJ/ICITHO.

e MacOBHHOT MAapKETHHI C€ HacodyBa
Ha MacOBHO IPOM3BO/ICTBO, MAaCOBHA ITPOMOIIH]ja U
auctpuOyluja, a €eH Ha €IeH MapKeTHHIOT Ce
HacouyBa KOH MPUIIaroyBame Ha
NPOM3BOACTBOTO M JUCTPHOYIMjaTa COTJIACHO
Oapamara Ha CeKOj MOeIMHEYEH KYITyBady.

e Kaj MacOBHHOT MapKETUHT
KOMYHHUI[UPAETO €  €JIHOHACOYHO,  Hema
JIMPEKTHU KOMYHHMKALMH CO KYITyBauUT€ OCBEH
HUBHOTO HH(POPMHUpPAKBEC NPEKy MEIUYMHTE 32
MacoBHO KOMyHHIMpawme. Hema mnmoBparHH
uHpopmanuu of KymyBaunute. Kaj mMapkeTHHror
eleH Ha €IeH KOMYHUIMPAmeTO CEeKoramr e
MHTEPAKTUBHO M BO KOMYHHIUPAHETO CC
BKIY4eHH U JBETE CTPaHM M TPOAABAYOT U
KYyIyBa4oT.

JAKJIUYYOK

One-to-one marketing — Enxen Ha enen
MapKEeTUHTOT € cTapTeruja Koja ce MOTIUpa Ha
IMO3HAaBaAKkLE€TO HA HWHAUWBHUAYAJTHHUTC 1/1360pI/I aITo
I'M IIPaBU KYIyBadyoT U TOTalll Kpeupa MapKETUHT
MIPUCTAIl 3a CEKO] KYyIyBaduloceOHO BO 3aBUCHOCT
OJ1 HETOBOTO Oapame.

One-to-one marketing — Exen Ha exneH
MapKEeTUHTOT UM IloMara Ha MpeTnpHjaTujata J1a
T'H O0JIMKYBaaT CBOWTE MPOU3BO/IN U YCIYTH 32 Ja
MOXaT THE Ja T'M 3aJ0BOjJaT WHAWBUIYaJHUTE
kynyBaud. CoBOj BUJ Ha MapKeTHHI ce TIpaiu
JIOJaTHOCT OJf CTpaHa Ha KyIyBauuTe M ce
o0e30eyBa MOBHCOKAa CTalka Ha MOBpPAaTOK Ha
WHBECTULIMUTE BO MAPKETHHIOT.
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One-to-One Marketing -Enen Ha encH
MapKeTUHTOT, YIITE C€ HApeKyBa U MapKETHHI Ha
rpajiele Ha OJHOCHU CO KymyBadWTe. [ pajemero
HA OJHOCHM CO KyIyBayuTe, IpETCTaByBa
MapKeTUHT CTpaTerdja 3a Ja ce TPaad JIOjaTHOCT
Ha KyIyBauuTe€ KOH MpPETNpHjaTHEeTO, [a ce
ocTBapyBaaT MelyceOHM AaKTUBHOCTH U Ja ce
OCTBapU JIOJITOPOYHO aHTaxupame. Tloa e
pa3BUBambE Ha BPCKA CO KYIyBauuTe IHPEKy
00e30enyBame Ha MHPOPMAIIMK KOU CE€ BO BpPCKa
CO CO TOTPEeOMTE M WMHTEPECHTE Ha OJJCIIHUTE
KyIyBauHu.

MacoBHHOT MapKeTHHI € CO3/laBambe Ha
UCT MPOU3BOJ 3a CeKOj KynyBau. Kaj MapKeTHHIOT
€/IeH Ha €JeH, MPOM3BOJIOT Ce MpOoJaBa Ha €JeH
KyIyBau, U C€ HACTOjyBa Jia ce MpOoJajar IITO €
MOYKHO TIOBEKE TPOHM3BO/IH, 33 MOJOJT EpHOJ] Ha
BpeMe. 3a Ja ce OcCTBapu Toa, ce TIpajaar
€IMHCTBEHH OJHOCH CO CEKOj KynyBad Ha
MPUHIIUIIOT €JIeH Ha eJIeH.
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AMBUSH MARKETING AND
RELATIONSHIP PARTY - STATE

ABSTRACT

This paper analyses the application of
ambush marketing by the governing parties during
the pluralist political processes in Macedonia. The
analysis puts its focus on the impact of the
relationship  political party - stateto the
application of ambush marketing. The main
hypothesis of the paper is that the use of ambush
marketing by the Macedonian ruling parties is a
result of the actual terms of cohesion of the party
with the state, and the insufficient democratic
culture in the society. In the everyday life, it is
already difficult to distinguish whether the
country celebrates a national holiday, rather than
the party, that employment rates have been
increased by the state and not the party, that grants
and pensions are provided by the State, and not by
the party, etc.
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AMBUSH MAPKETUHI'OT 1 OJHOCOT
ITAPTHJA - IPKABA

AIICTPAKT

[Ipenmer Ha aHaiM3a Ha OBOj TPYI €
MpuUMeHaTa Ha ambush MapKkeTHHTOT O] CTpaHa Ha
BJIaJICAUKUTE TMAPTHH BO  IUTyPATUCTUYKUTE
NOJMTUYKHU Tporiecd BO Makenonuja. AHanu3ara
IpH TOa, CBOJOT POKYC IO CTaBa Ha BIMjaHUETO HA
OJTHOCOT MapTHja — JpXKaBa Bp3 IMpPHMEHATa Ha
ambush mapkeruHror. OcCHOBHaTa XWIIOTE3a Ha
TpyZOT € pgeka ambush MapkeTwHroT Ha
MaKeJIOHCKUTE BJIaJICAUKy MapTHHE NMPOHM3BOJ HA
(aKTUYKHOT OJHOC HA CPACHATOCT Ha TMapTHjara
CO Jp)kaBaTa W HEIOBOJHHOT KamaluTeT Ha
JIEMOKpaTcka KyJiTypa BO OINIITECTBOTO. Bo
PEATHHOT KMBOT BEKE TEIIKO € Jia Ce Pa3IMKyBa
JieKa Jp)KaBaTa MpoCiiaByBa JAp)KaBeH IMpa3HHK, a
HE TapTujara, Jeka BpaOOTEHOCTa ja 3rojieMuia
IpXaBara, a HE TapTHjaTa, JIeKa CTHICHINH H
NeH3UH J]aBa JprkaBarta, a He MapTHjara...

Kayunn 360posu:ambush Maprkemune,
RONUMUYKU, NAPMULL, OPIHCABA, OEMOKPAMUA
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BOBE]]

OyHIMOHUPAKETO HA IEMOKpaTHjaTa BO
iypanHa Make[oHuja ce ylmTe He MOXe Ja
TMHaJMHHE CIA00CTUTE HA MPETXOIHUOT CUCTEM
Ha CcaMOYIpaBHATACOLM]jaIMCTUYKAIEMOKpaTHja:
MapTUCKMOT MOHOIIOJ M  CpacHaTocTa Ha
naprujara co ApXKaBarta
KaKOMHCKIIyYHBOCTAaMHAMETHYBAalkETO Ha €JHa
BUCTHHA CO 3aMOJIYyBam€ WJINM Ha/JBUKYBambe Ha
pa3IMYHOTO  MuUciIewe. be3  ornen  Ha
HNOJUTUYKUOT IUIypajn3aM, IapTUUTE Ha BIIACT Ce
OJIHECYBaaT  KaKO  BHMCTUHCKM  IOJUTHYKH
MOHOIOJIM YNpaByBajKM HE caMO CO Jp)KaBaTta,
TYKYy u co LUBUITHOTO OIILITECTBO.
CropoBenyBamero Ha [Ip)KMHCKHOT JOTrOBOp 07
jyan 2015 roagmHaHa eKJIATaHTEH HAYMH TO
IOKa)ka OBa CO HEroBUTE pelleHHja Bo Bianara
Ha PM na ce koonTupaaT HEKOJIKY MUHUCTPU O]
OIO3UIIMjaTa CO TOA ILUTO JOTOTAIHUTE MUHUCTPU
CTaHyBaaT HHUBHHU 3aMeHULU.DyHKINOHUPAKETO
U Ha EIHUTEe M Ha JpPYrMT€ MHUHHCTPH BO
MpakTUKaTa ce TMpeTrBopa Bo Oopba Ha 1BE
UCKIY4YMBHM  BJIACTH:  €IHUTE BO  MCTOTO
MUHHCTEPCTBO HOCAT peIIeHHja, a APYTUTEe UM TH
ykuHyBaat. CeTo T0a, HOpMaJIHO, CO MOApIIKA Ha
Ipornarasjata M MeIuymMuTe Oe3 KoM Hema
nojlapusalja M HUCKIYYMBOCT BO JIOBOJIHA
konuunHa.lako cme crneunduuHu cemak He cme
€IMHCTBEHH BO MOJMTHYKATA HMCKIYYMBOCT:
uutatoT Ha ['min Tpoj 3a akTyenHara MOJUTHYKA
cuTyanuja Bo M3paen Moxke a ro moTBpAU Toa -
Jlypu 1 BO MOXHMBH JE€MOKpPAaTUH, HACUIHUYKOTO
3aMOJIuyBamke HaWJyBa Ha OCyZa a OJIKy rojema
noylapusanyja € JecTpykTuBHa. KparkoBujuocta
Ha JiBaTa eKCTpeMa € MpecMeIlHa: LEeNejKH KOH
EVY, necannara caka 1a ru pacCKpuHKa CTPaHCKUTE
BJIaJd KOM THU (UHAHCHpAaT HEBIAJAUHUTE
OpraHM3aliy, JIeBHUIlaTa caka Ja I'M PAaCKpHUHKa
JIOMallHUTE TPUBATHU JAOHATOpU. BuctuHCkaTa
TpaHCIapeHTHOCT Ou mojapazOupana ILEeJI0CHO
o0eNlo/IeHyBakbe Ha CUTE JOHAIMM, 0e3 pa3iuKa
Ha WU3BOPOT, 0O€3 pas3iMKa Ha TMOJUTHYKATa
MHKJIMHANMja. U yiTe HemTo MHOTY TOBaXHO, BO
HaJJIOLIMTE CBOM  BapWjaHTH, JIeBULaTa ja
MUHHMH3HpA BPEJIHOCTA HA JIOjAJTHOCTA a ja LEHH
TpPaHCIIAPEHTHOCTAa CaMO KOora ce OJIHecyBa Ha
IpyTH, a JAeCHUIlaTa € cjena 3a OUJI0 YUH JAPYrH
Maki U ce Oopu IPOTUB HETOJEpaHIMjaTa camo
KOTra CBOjaTa CTpaHa TPIH.

IlocTou M cucreM Ha JeMoOKpaTcka
apTHKYyJalNyja i CHHTe3a HA HHTepecuTe
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[Ipamamero Ha  HMHTErpanujata M
pa3pemryBameTo Ha MeryceOHHOT OJHOC Ha
pa3IMYHUTE WHTEPECH € OCHOBHO Npallame Ha
CEKOj MONUTHYKH cucTeM. [lonuTnukure cucremu
HCTOBpPEMEHO MelyceOHO ce pa3iHKyBaaT 1o TOa,
KaKBU pearHu MOKHOCTH co3/1aBaat
MOCTOCYKUOT HMHTEPECeH IUTypalin3aM, Kako
OIIITECTBEHAa 00jeKTHBHA PEATHOCT Ja CE U3Pa3H
M Ha KOM WHHTEepecH ke HM ce o00e30eau
JOMHHAHTHO BJMjaHHE BpP3 COApXKHMHATA Ha
OINIITECTBEHOTO  oanydyyBame. Cnopen  Toj
KPUTEPUYM, BO COBPEMEHOTO OMINTECTBO MOJKAT
Jla ce pa3lMKyBaaT TPU CHUCTEMH Ha WHTEpPECHA
WHTErpaluja.

Enen on HUB € TakaHAapEYEHUOT CUCTEM
Ha MOJUTHUYKH IUTypalin3aM, KapaKTEPUCTHYCH 32
COBPEMEHOTO TparaHCKO OMNINTECTBO U 32
HerosaTa MOJIUTUYKO-TIPETCTABHUYKA
nemokpardja. CBOjOT WHCTHTYLMOHAJICH H3pa3
HOJIMTHYKUOT TTypaln3aM Ha MHTEPECH T'0 Haora
BO IUIYPaIM3MOT Ha TOJUTUYKHUTE TMAPTHHA M TOA
ro mporyjacyBa 3a YCIOB M MEpPWIO Ha
BUCTUHCKAaTa W pealHa JeMokparuja. Ho,
BUCTHUHCKATa M UCTOPHCKA CMHCIIA Ha OBOj CUCTEM
€ BO TOA IIITO I'0 U3pa3yBa HHTEPECOT,CTPYKTyparTa
¥ CBECTa Ha BIaJieaykaTa Kjaca Ha Oyp)KyacKOTO
ommrecTBo. Ha Taa Bnameauka kiaca W €
norpebHa cnoboja Ha  MOJAUTHU3alMja  Ha
OIIITECTBOTO 3a Jla MOXXE€ KOHKpETHaTa KJacHa
O6opba u cymupu Bo oOlacTa Ha OMNIITECTBEHO-
€KOHOMCKHTE OJIHOCH BO HajrojieMa MOKHA MepKa
Ja TH CBelI€ Ha OMNITH W  TOJUTHYKH
nudepeHnrjalud 1 1a Moxke Ja Ouje cioboaHa
BO CBOJOT OJHOC M BO CBOjaTa aklMja KOH
OCTaHATHUTE.

Y4ecTBOTO Ha rparaHure BO
yIpaByBalkETO €O  ONIUTUTE  paboTH  Ha
ONIUTECTBOTO  CE€  OCTBapyBa  Taka  IITO

rparaHuHOT, CEKOM YE€TUPU TOJUHH, MOXKE JINIHO,
KaKO 4JIeH Ha M30MPavKOTO TEIO, JIa Ce OMpEACIH
nmomMery JBE WJIM TOBEKE TapHUTYpH Ha
npoeCHOHAIHM ~ MPETCTABHHUIM  KOU  TH
OJipeyBaaT MTa0OBHUTE HA MOJUTHYKUTE MAPTHH.
Co T0j popmarnieH 4nH Ha U300p HA CBOJOT OIIIT
MOJUTHYKNA PEMPE3eHTEHT, TparaHUHOT HE Ce
BKIIydyBa BO TMPOIECOT Ha JIEMOKPATCKOTO
n3pa3yBame Ha CBOUTE MHTEPECH, TYKY HAIIPOTHB,
Ce HCKIy4yBa OJi TOj TNpOIEC BO KOPHUCT Ha
MOJIUTHYKUTE MMaPTHH.

Bropuor € cHCTEMOT Ha WHTEPECHUOT
MOHOJIUTH3aM KOTO ro KapaKkTepu3upa
€IHOTMIAPTHCKUOT CHCTEM, 3aCHOBaH Ha JPKaBHO-
COIICTBCHMYKHOT MOHOIMOJ Haj CpeICTBaTa 3a



npou3BojacTBo.Ilo3unuyjaTa Ha mapTujaTa € TakBa
IITO Taa MMa HCKIYYMB IOJUTUYKH MOHOIOJ,
HAorajKu TMOTIOpa BO IEHTPAIU3UPAHUOT H
OMpOKpaTU3MPAHUOT JAp>KaBeH amnapaTr. butHa
KapakTepUCTUKa Ha CHUCTEMOT Ha HHTEPECHUOT
MOHOJINTH3aM € CUJIHATa MOJMTHUYKA JOMMHAIUja
Ha MHTEPECOT KOj To mpecTaByBa naprujara. Cute
Ipyrd HHTEpeCH WJIM HeMaaT MOJIUTUYKH
JICTAINTET, WK C€ MPU3HATH JOKOJIKY ce chareHu
KaKo JIeJ1 Ha OIIITO-ONIITECTBEHUOT UHTEPEC.

Cucremor Ha  IIypaIu3MOT  Ha
CaMOYIIpaBHUTE  HMHTEPECH  3aCHOBaH  Ha
OILITECTBEHATa COIICTBEHOCT HA CpEACTBaTa 3a
IPOM3BOJACTBO M CaMOYNPABYBAWHETO  HA
paboTHHUTE Jyfe, HE cCaMO LITO C€ PA3JIUKyBa TYKY
uMalle amMmOuIuja aa Ty npeBajia U MOJIUTHYKUOT
IUlypajiu3aM  OJ  [apJlaMEeHTapeH TUIl U
MOHOJIUTU3MOT Ha €JHOHNApTUCKUOT cucteM. Toj
ro UCKJIy4yBa
OJUTy4yBamETO 4Mja OCHOBA € OWIO KOj U Ouio
KaKOB MOHOIIOJI, CTaBajKu ro pabOTHHOT YOBEK BO
No3MIIMja TO] CaMMOT Ja OJUlyuyyBa 3a CBOHUTE
uHTepcu. Toa 3HauM Jeka IJIaBHU HOCUTENIM Ha
NOJUTUYKATa akl{ja ce CHUTEe CcaMOYINpaBHU
CTPYKTYpU Ha OIILUTECTBOTO, a HE JAPKABHUOT
CHCTEM CO CBOJOT amapaT. JleiaerarckuoT cucteMm
OBO3MOXYBallle 3Ha4aeH JieJ O[] ONIUTECTBEHUTE
MHTEPECHU J]a HE C€ MOJINTU3HpA TYKY Ja CE U3pa3u
BO CBOJOT aBTEHTHYEeH oO0nuKk. Taka ommrTo-
OIIITECTBEHUTE UHTEPECH Ce UJICHTU(UKYBaaT co
CaMOYINPaBHUTE HHTEPECH Ha paOOTHUOT YOBEK.
Bo taa cmucna u Cojy30T Ha KOMYHUCTHTE, KaKo
UJIeJHO TOJUTHYKAa aBaHTrapAa Ha pabOTHUYKaTa
KJlaca ce cBaka Kako M3pa3 Ha eJeH creruduyeH
KOMIUIEKC Ha HJICJHHOT HITOJUTHYKAOT WHTEpEC
Ha Taa KJjlaca ¥ Ha cuTe paboTHHU Jyfe, Ia cropen
TOA € COCTaBeH Jel Ha JIeMOKPaTCKUOT
IUTypaiu3aM Ha JEMOKPAaTCKUTEe MHTEpecH, a He
HEKOja MOJUTHYKA CUJIa HaJl U BOH THE UHTEPECH.
He ce pabotu 3a JpkaBeH MeXaHU3aM Ha
MHTErpalyja U CHHTE3a Ha WHTEpecure, TYKy 3a
HEMOCPEeHO  caMOyIllpaBHAa  HHTErpanuja Ha
OMIUTECTBOTO, 4YHja OCHOBa € CJI000JHOTO
MOBpP3yBalkbe Ha CaMOYNpaBHUTE CYOjeKTH BO
€IMHCTBEHUOT Ipoliec Ha paboTa M YNpaByBambe
CO omuTecTBeHUTE paboTu. OBIAE pa3HOBHUIHHUTE
UHTEpECH HE ce MOJUTU3UpaaT BO OOJMK Ha
NOJUTUYKK TAapTUH, TYKY" . KOH(IUKTUTE cCe
paspelryBaaT HHU3 aBTEHTHYHA apTHKyJaludja Ha
TUTYpaIU3MOT Ha UHTEPECUTE.

IHapTuure - MapKeTHHIIKH
Napa3uTH WM  HOCUTEJH HAa  KpeaTHBEH
MapKeTHHT
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Enna om  BomeukutTe neduHUIUHN 32
MapKEeTHHTOT 0of 3acefa ¢ Ha npod. dasun [lanu
n [esuc llenmnep ox 1989ronuna. Cnopen HUB
MapKETHHIOT O]l 3ace/la € IUIAHUPAH aHTaXMaH (
KaMmIiamkba) OJCTpaHa Ha  opramm3anmja  (
KOMIIaHWja ) CO 1] MHAMPEKTHO Ja T'M TOBp3e
CBOUTE MPOU3BOM, YCIYTU, UJIEU CO OMpeJieeHa
MaHudecranuja ( crmoprt, mpociaBa) M Bp3 Taa
OCHOBa CTEKHE HEKoW OcHepHIMM W TPU3HAHU]jA
KOM Ce€ pe3epBUpaHH camMo 3a oQuUIHUjaTHUTE
CHOH30pH Ha HACTaHOT. OJUMIIMCKUOT MAPKETUHT
O]l 3acella € eleH O] HajIO3HATUTE MPUMEPH BO
cnoptoT. Ha Onumnuckure urpu Bo bapuenona
Bo 1992 romuna cmyxOeH crnoH3op Ouia
komnanujata REEBOK. Ho, Bo TekoT Ha 11e510TO
Tpaetke Ha OIUMIOUCKUTE UTPU KOMIIaHHUjaTa
NIKE cnposenyBana MHOTY BHJUIMBA M CHIIHA
peKIaMHa aKTUBHOCT, HMCTAaKHYBajKH CIIOPTHUCTH
yuecHuin Ha Onmmmujagata kou Hocene NIKE
npous3Boau U Ouse Bo goroBop co NIKE. Ocen
TOQ, OpraHU3HUpalIe Press-KOH(EPCHIIMH CO CIIMKA
Ha bapuenona Bo moszamuna. Majkin [lopman co
menanotr ro mnokpuia Jyororo Ha REEBOK. Ha
IUTAHOT Ha TOJUTHUYKUOT MAapKETHHT, OOMIHOTO
JPKaBHO PEKJIAMUpame Ha jJaBHUTE TOJIUTUKH €
En Jopano 3a BnageaukuTe mapTUy BO YCIOBU Ha
HUBHa  cpacHatocT co  jpxasata.Cnopen
EnexTpoHCKHOT cucTeM 3a jaBHU HaOaBKH, caMo
l'enepannuor cekperapujar Ha Bmagara, Bo
W3MUHATUTE TPU TOJMHU, pacnuiial TEHIEPH,
MOTIUIIAN, TOTOBOPUI U peau3upai Jypu OCyM
MEIUYMCKM  Kammamk nocBereHn Ha: (1)
MPOMOIIHMja Ha BPEIHOCTUTE HaMEl'yeTHHUYKHOT U
MErypeTurucKUOT COXHBOT, (2) mpomornuja Ha
OCHOBHUTE CEMEJHM BpPEAHOCTH, (3) aKTUBHMTE
MEpPKU U BIIAJIMHUTE MOJMTHKU 3a MOJJpILIKA Ha
3€MjOJIETICKHOT CEKTOp, (4) MMILJIEMEHTallljaTa Ha
BJIQJMHUTE MOJUTUKU BO 3JIPaBCTBEHHOT CHCTEM,
(5) BmamuHHUTE TONWTUKHM BO o0Oiacta Ha
oOpa3oBaHHeTo, (6) MOAUTake Ha CBECHOCTA HA
rpafaHMHOT 3a HeroBaTa yJjora, Yy4ecTBO |
OJIHECYBame BO cooOpakajot, (7) mpomolidja Ha
aKTUBHOCTHTE 3a pedopMH BO  jaBHaTa
aaMuHHCTpanuja, (8) KOH3yMHUpame 37paBa
XpaHa.KamnamuTe BO NPOCEK MOECAUHEYHO YHHAT
TIOJIOBHHA MIJIMOH €Bpa, O KOW 65 OTCTO J00MBaat

MapKETHHT-areHI[UUTe 3a OCMHCITYBame u
peanmsupamke Ha CaMUTe KaMIlamu (CIOTOBH,
owibopau, Oanmepu © 1Op.), a 35 OTCTO TIPEKy

MAapKETUHI-areHIIMUTE OJAaT BO MEIUYyMHUTE, OJHOCHO
3a  3aKynm Ha MeIUyMcKH mpoctop. Hajuecto
KaMIIalbUTE C€ EeMUTYBAaT BO MPOBIIATUHUTE MEITUYMHU
¥ Ha BaKkOB HauMH Brnamara craHyBa e€leH 0]
HajrOJIEMHUTE  OIJIACYBauyWBO  JpXkaBata  (BTOp



oriacyBa4 Bo paguoaudysujara Bo 2013 roguna). Ona

MTO €, WCTO Taka, HMHTEPECHO ¢ (aKToT JeKa
TEHJCPHUTE 32 KaMIIAbHUTe TH J0OMBAAT CaMO HEKOJIKY
MapKeTHHI  areHIuu, Kako IOTO  ce, Ha
mpumep,Penryonuka, by Momerntr my wuaeac,
AxkBapuyc  nu3ajH, Mapker Bucmon, Owera
KomynukejmmHe  moctojar  mpeuusHu u
BEPOJIOCTOjHU  OpOjKM 32  W3HOCOT  Ha

MEANYMCKHOT peKjaMeH Kojad Bo MakenoHuja.
Croopen odunmjanaute nonatonn Ha ABMY
BKYITHUTE MPUXOAU IUTO TH OCTBAapHIIE CHUTE
panuonudysepn (KOMEpUMjaTHUTE MEAUYMH H
jaBHHOT cepBuc) Bo 2014 romuHa wu3HEcyBaje
3.176.740.000 npenapu (okoiay 52 MHIMOHHU
eBpa).llpuxoaure Bo pannoaudy3HHOT CEKTOD,
KOMEpIIUjaJIHU MeANYMHU u JaBHHOT
paauoaundys3eH cepBUC, O] BIAIUHHUTE PEKIaMU
n3HecyBa okoiy 26 Muinnonu espa. ( Uugonenrap
)
Ce pa30upa emHu Ha OBa Tjenaar Kako

Ha TApa3UTCKH MapKEeTHHT, a JPYrUTe Kako Ha
yIITE €1€H O]l BUJOBUTE KpPEAaTUBEH MAapKETHUHI
KO MOKe na ce OueKyBa
BOCEKOjaKOHKYPEHTCKaeKOHOMHja. MapKeTHHTOT
O]l 3acefia MPETCTaByBa KOMEPIIHMjalHA aKTUBHOCT
KOja TO KOPUCTH WYOJWUIUTETOT Ha TOJIEMHUTE
OMIITECTBEHH MaHHU(pecTallM, a Koja Ce 3aCHOBa
Ha peKjJamMHpame Koe IITO He MnojapazOupa
MJIakamke Ha TMpaBaTa 3a pEeKIaMHpPAkETO Ha
OpraHM3aTopoT Ha MaHHU(ecTalujaTa.

Baanara nuadopmupa wim ( camo
) pexkJjiaMmupa

Jnabokure OMILTECTBEHU
COPOTUBHOCTA HaoraaT CBO] WU3pa3 H BO
UCKITyYUBOCTa HA CTABOBHTE HA TMApTUUTE BO
BpCKa CO MpPOMOIMjaTa Ha jaBHUTE TOJMTUKU Ha
Brnagata na PM. Cnopen eanuteaHanu3ara Ha
COJIpKMHUTE 00jJaBEHM BO MEIUYyMHTE, a
KpeupaHnu Bo Brnagara, HeZJBOCMHCIEHO MOKaXyBa
JieKa BO KOMYHHUKallMjaTa Ha W3BpIIHATA BIACT CO
jaBHOCTa, HMH(QOPMHUpPAKETO HA TIparfaHUTe 3a
MOJIUTUKHUTE O]l jJaBEH MHTEpEC, He € BO MpeieH
riad. OBaa KOMyHHKaIMja € IpUMapHO BO HAacOKa
Ha yOenyBame Ha TparaHuTe Jeka Bragara e
,yclemHa u Oe3rpemrHa®, OJHOCHO JIeKa €
,TeIIOH* - M3BpIIHA BJIACT HA KOja HE CE€ JIeTH
HUTY €JHa Tpelika, HUTy €IeH HeyCIeX, HUTY
€/IeH CKaHJlad, a BO KOja yCIIEeNIHO c€ ,,[OTBAaT" U
CIpOBEAyBaaT TMOJUTHKH 10 MEpKa Ha CeKOj
rparanuH. 3aKoHCKaTa 00BpCcKa 3a MHGOPMHUpAHE
Ha jaBHOCTa € MCKPHUBOKOJIYEHA BO IMPOIaraHaHo-
WHJOKTPUHUPAYKa aKTHUBHOCT, Ydja TJIaBHA LIEJ €
CO3/1aBalb€¢ MO3UTUBEH MMHII 3a BJIACTa, KaKO BO
MEANYMHUTE, Taka U BO jaBHOCTa.Kpeupamero Ha
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MeIMyMcKaTa CihKa 3a Oe3rpenrHara BIAcT
MpHUJIOHECYBa U HEraTHMBHATa KamIamara KOH
npercenatenor Ha CICM, 3opan 3aeB, koja
3arMmo4yHa BO MEPHOJO0T HA MOHUTOPUHIOT, KOja ce
OJIBHBA IIOJ CIIOTAHOT ,,Ha 3aeB He MOXe J1a My ce
BEepyBa“ M Koja € MPHCYTHA KaKko BO MEIUyMUTE
Taka U Ha Owibopaute mo ymunurte. Maejara Ha
OBaa ,,l[pHa KaMIlama™ € Jja ce OLpPHH JHUAEPOT Ha
OTIO3MIIMjaTa U JIa C€ CO3/1a/Ic HeTaTHUBHA CJIMKA 32
HEro — Kako 3a TOJUTHYap KOj Jaxke, He
WCIIOJIHYBa BETyBama, pabOTH HE3aKOHCKH |
€BeI0LM CME Ha €/IeH HaMEeTHAT TUI Ha OJHOCHU CO
jaBHOCTAa KOj ja JAMKTHpa arMocdepara BO
OIILTECTBOTO BO CMUCIIa HA KpajHA MOJapU3HIIN]ja
Ha Pa3IMYHOCTUTE U YHja JUHAMHKA CE CBEIyBa
UCKIIy4YMBO Ha MEHAMpamke CO TO3UTHBHUTE
E€MOIIMM W TIEPIENINY Ha TparaHuTe MPHUMAPHO
HACOYEHH KOH BJIACTA U HEJ3UHUTE MPETCTABHUIIH.
( Undouentap )

AKO TOBeKe ce OueKyBaulle JieKa
MuHUCTEpOT CHAacoBCKM ke MMa 3HadajHa yIiora
BO OJ[pelicHa CyJcKa pa3Bpcka Ha MHory adepu,
HUKOj HE MPETIOCTaBYBAIlC JeKa MUHUCTEpCKATa
Pemencku-TameBcka ke Bie3e BO BOjHA CO
KpuBHYHU TpHjaBu. Co CBOJOT JOIOJHUTEICH
3aMeHuK-muHHCTep, Jume Crnacos, Ha mar ce aa
MIOCTUTHAT CBETCKH PEKOpPJ BO MeryceOHO
Ty)kewe. PemeHcku mogHece 13 KpuUBUYHU
npujaBu, enHa 3a CmacoB, a TpUHAECeT 3a
pazpemieHute aupektopu. CmacoB, HCTO Taka,
OJITOBOPH CO HEKOJIKY KPUBUIHHM MPHjaBH, HO U CO
HOBHM OOBHMHYBama 3a ,,XaoCOT IITO PeMeHCKHu ro
IIpaBu BO MuHucTepcTBOTO .
,»He My O ToBOJIeH OJIMHANPAHUOT MepIIeieC Ha
kabunetoT, ma CracoBCKU CH 3e1 ’ayau’, T
BMW X5’ u ’macar’®, Oea nen oa KOMEHTapuTe
BO MIPOBIIAIMHUTE MEMYMH. Baksute
OoOBHHYBama TOj BEOHAIl TH OLEHH Kako
3JIOHAMEPHH, COOMIITH JIeKa TO KOPHUCTH UCTOTO
BO3MJIO INTO TO KOPHUCTENE MPETXOJHUTE
MUHHUCTPH W HAIJIACH JIeKa OYEeKyBa W TOHATaMy
Jla IMa BaKBU HamaJu, HO 3a HETro, Kako IITO peye,
kiydHo € onx MBP na nmampaBu mpodecnonamHa
WHCTUTYIIMja. Moxebu BO3HHOT TapK HE To
CMEHHM, HO 3aT0a IIEJIOCHO T'0 CMEHH JIUYHOTO
MUHHUCTEPCKO 00e30eayBame U 10 cebe MoCcTaBH
Jayre Ha KOW moBeke uM BepyBa. OHa mTo Jocera
MIpUBJICYE HAJTOJIEM HHTEpEC BO jaBHOCTa Oere
omrykara Ha CHacoBCKM Ja pa3peld IeT
TIOJIUIUCKA HAYaITHUIIH, HO HETOBUOT
JIOTIOTHATEICH ~ 3aMCHHK-MHUHHCTEpP,  MUTKO
UaBkoB, BeJHAII ja OCHOPU OBaa OIJIyKa Mpes



YnpaBHHUOT cy1I, KOj, aK, My 3a0paHy BO MIHHHA
Jla MO’Ke J1a HOCH BaKBH OJJTYKH.

BeymHoct, ocHoBHaTa 1en Ha Brmanara
HE € J1a r'u uHpopMHpa rpalaHuTe 3a MOJIUTUKUTE
O]l jaBE€H MHTEPEC, TyKy Jla ce MPOMOBHpa cebecu
U J]a UM HaMeTHyBa Ha rpalaHuTe BPEIHOCTH,
CTaBOBM W NPUHIUIHM KOUW HMAAT HCKIYyYHBO
KOH3€pBaTUBHA-NaTpUjapXajHa-
JIEMOXpHCTHjaHCKa wuaeosoruja. LlemokymHOTO
nHpopmupame Ha MPT 3a kpuBHYHATa TpHjaBa
npoTuB 3aeB, BO LEHTPAIHUTE BecTH Ha lIpBuoT
TEJIEBU3UCKU KaHail, Ha JCHOT Ha
00eJI0/ICHYBakETO Ha CIIY4ajoT, Tpaeme okory 13
MuHyTH. O HMB caMO €JHa MUHYyTa My Oelile
oTcrarieHa Ha 3aeB W Toa, nypu Bo 1l1-tara
MuHyTta on Becture. Ocranarure 12 MuUHYTH,
MPT ¥ ru npenymTy Ha BiacTa, BO IPB peja Ha
npemuepor ['pyeBcku, Ha Koro My Oemie
OTCTaleHa PEYHCH €Ha TPETUHA OJ IEJIOKYITHOTO
unpopmupame 3a 0BOj ciydaj. [lpumoror 3a
HEroBOTO oOpakame Tpaelle peuucu 4 MUHYTH U
co Hero 6ea oTBopenu Bectute. ( IH(pomeHTap )

Cute HajaBW, NpUJIO3W M WHGPOpPMALUU
kou Oea oOjaBenu Bo [IneBHukor 2 Ha MPT, ce
oOJWKyBaHM — OJf €JHa CTpaHa, Jga ja
KOHCTpYUpaaT CJIMKaTa 3a 3aeB Kako NpPEJaBHUK,
Koj 0e3 KakBO M Ja € COMHEBame, cakajl Ja
HampaBy Myd4 U HACWIHO J1a je Mpe3eMe BiacTa, a
Ol Jpyra CTpaHa, Jia TO TMPETCTaBaT MPEMHUEPOT
KaKo ,,Xepoj*“ Koj crpeuns1 o0uj 3a Ip>KaBeH yaap,
M KOj HE TMOAJeTHyBa HAa HHKAKBU YIEHU W
nputucond.  HecomHeHo,  HapaTMBOT  Ha
M3BECTYBAKETO O€Ie IUPEKTHO TPECIUKaH Of
u3jaBUTE Ha OOBUHYBa4yKaTa CTpaHa, T.€. BJacTa, 1
CHTEe KOHOTAIlMM M HAarjlaCeHW IIOpPaKH IMOMery
MOpaKUTe Ha BJIACTa U COJAPXKUHUTE HAa JaBHUOT
cepBHUC Oea BICOKO YCOTJIACCHHU.

HoBuHapute mocrojaHo ja HOBTOpyBaa
CHHTarmara ,,CIijpe4eH oOWJ 3a Ap)KaBeH yaap 3a
HAaCUJIHO TIpe3eMame Ha BIacTa™, a BO HEKOJKY
HaBpaTu Oelle HMCTAaKHATO JeKa 32 KPUBHUYHOTO
JIe7I0 32 Koe ce ToBapHM 3aeB, HajMajaTa Kas3Ha
3aTtBOp € 4 roaunu. [locrojaHOoTO MOBTOPYBamkE Ha
OBME CHUHTarMu M KOHCTaTaluH He € BO (hyHKIIMja
Ha uHboOpMHUpame Ha  TrparaHuTe, TYKY,
NpeTcTaByBa e(puKacHa MpoMaraHjHa TEXHUKA 3a
€IHOCTPaHO HCIIpakame MOpaKku J0 JaBHOCTA.

3a gpyrure Tmak, € HOPMalHO, BO
MPECOBUTE Ha 30paH 3aeB IITO HE CIYIIHAME U
BEPOjaTHO 01 3aeB HUKOTall HeMa Jia CIyIIHEMe
3a cnperara Ha 3aeB U CIICM co ono3unuckute
HOBHMHapH 1e0eno (GUHAHCUPAHU O] HETOB JIMYCH
e u oxn crpana Ha ¢onganujara Copoc, Kako H
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3a Tpymara HEBIAJAWHH OpTaHM3aIlMi KO
IpaBUTHpaaT OKOJY OIO3UIMjaTa KOU IITO BO
MeryceOHa cIipera OpraHU3UpPaHO [€jCTByBaat
3apaJy peaiu3alldja Ha COICTBEHUTE IIeNIU, CTOU
Bo peaknujata Ha BMPO-AIIMHE mno mnoBox
o0jaByBameTO Ha YeTBpTara O0MOa O CTpaHa Ha
3opan 3aeB.

Bo coonmrenueTro Ha BiajejaukaTa
maptdja ce BedM MW Jeka 3opaH  3aeB e
no0apu3BpIIMTEN Ha jKejnbara Ha CTpPaHCKUTE
LEHTpH, Oe3 MpH Toa HUTY €IHAII Jla ce 3amparia
KakBa M KOJIKaBa INTeTa W HaHeCcyBa Ha
COIICTBEHATa JpaBa. HampoTus, Kako mTO Bejat
on BMPO-JIIIMHE, cBecen € naexka HaHecyBa
mrera Ha MakeloHH]ja U IPOJ0JIKYBA.

He komenTupajku 1M MarepujanuTe
o0jaBEeHH JIEHECKa 3a MPHUCIYNIyBalkETO Ha
HoBuHapu, BMPO-JIMIIHE Bo peakmujata
npamnryBa 30IITO 3aeB HE CHOMHAI HHIITO 32
CIHUCaHMjaTa KOM, CIOpE] HUB, C€ MOJ KOHTpOJa
Ha Copoc u CIICM.

Cnopen aHaaUTHYapHUTe, BO YCJIOBU Ha
IUTypAIATETEH KOMIIGHAMYM, OOBpCKara Ha
JaBHHUOT cepBHC BO MH(GOPMATUBHUTE IOjacH Aa
M cileau HMHPOpMAlMHUTE 3a MPOTOKOJIOT,
MOJIMTUYKUTE U JejCTBHjaTa Ha JIETAIHO M30paHa
BJIACT, CE€ JOKMBYBA KaKO PEKMMCKa ypelyBauka
MOJIUTHKA, TPOBIAIMHA JUKTATypa, MEAUYMCKH
Mpak. ( CUMjaHOBCKH )

OcHoBara Ha JoIIaTa CiuKa Cropes HUB
Y HeraTHUBHATA TEPIIENIMja 32 JaABHUOT CEPBUC BO
CHOT ILTypaJieH MepuoJl € HHPOPMATHUBHHUOT 1T —
BECTHTE U MOJINTHYKUATE 1eOATHU €MUCHH.

Bropara komnoHeHTa 3a jomiaTa ciauka e
TOa IITO MH(pOPMAIMjaTa Ce T0KUBYBA UCKITYIHUBO
KaKo TOJUTHYKH CTaB.3aToa BO BpEeMHUIbTa KOra
Ha Biact € CIACM, toram MakenoHckara paauo
TEJIEBU3Hja € C/IICMOBCKA, KOMYHapCKH OacTHOH.
Kora e BMPO Ha nosunuja, torami MPTB e
PEXHUMCKO BMPOBCKO JTyBJIO. A, BUCTUHATA € JieKa
YPEIHUKOT KOTa ypeayBa HE Ce€ TPWXKH JIalH
BECTUTE My ce jomaraatr Ha ['pyeBcku umu 3aes,
TYKy JaJdd HETOBUTE BECTH WMaaT pPEjTHHT.
[Tazapor ro AuKTHUpa Toa, W BIUjaTEIIHOCTa Ha
MEIUYMHTE € TOoa INTO TO JPKH PEjTHHTOT.
(JTarac)

3AKJIYHOK

Tpeba na ce crpemMume Jga ja
n30erHyBaMe Jip>kaBaTa Koja OJIHAINpeE]] 3Hae IITO
Haponor caka (JI. KomakoBckum ). [la ja
3ajakHyBaMe€ CIIOCOOHOCTa Ha HapoJOT BO



JIEMOKPAaTCKOTO  BJAJICCHe, 3allTO  TakKBaTa
HECIIOCOOHOCT € OCHOBAa 3a WHCTaJHpame Ha
MOKTa Ha JpkaBara. [IoMUTHYKHOT MOHOIION HaL
ApXaBaTa HE MOXE Jlace OIpaBayBa  CoO
NOOMBAaKETO HAa MAHAATOT Of LEIHOT HApOJ.
HpxaBata He Tpeba 1ma W CIY)XH Ha HEKOja
NOJUTUYKA TIpyna, TyKy Ha  OIIITECTBOTO.
[TorpeOHO € JeMOKpaTHU3HMpame Ha IapTHHTE,
HUBHa JeMoHonou3ayja. Omno3uiyjara He Tpeda
na (QYHKIMOHMpPA KAaKO CIPOTHBHA BIJIACT, TYKY
Kako airepHaruBa. Ha Toj HaumH ja cmpeuyBa
BJIaJleauykara TapTHja Ja ce HWIACHTU(PHUKYBA CO
JpKaBara U CBOjaTa MHTEPIIPETALIMja HA OMILTOTO
Ja ja Tporjiack 3a EJUHCTBEHO BaKeYKa H
arcoJIyTHa.
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Andrej CVETKOVSKI, PhD

NEW TECHNOLOGIES IN THE INTERNET
MARKETING

ABSTRACT

Computer and communication
technologies represent a revolution in the way
people express their thoughts and communicate.
Due to its growing ubiquity, these technologies
have already seized primacy of the main platform
for targeted marketing. Latest technologies,
primarily Virtual Reality (VR), the Internet of
Things (loT) and Artificial Intelligence (Al)
noticeably change the paradigm, not only of
Internet marketing, but also the way in which
communication technologies communicate at the
presentation and application-level with the users.

This paper will explore new types of
interaction among upcoming technologies on one
hand and users of communication technologies on
the other. The emphasis of the presented analysis
is on the dangers of new technologies that should
be considered by the designers of marketing
solutions and by the target groups of marketing in
the everyday environment. Virtual Reality can
give a false impression that it is a complete
replacement for physical reality and lead to
distortion of the system of values. The Internet of
Things is a paradigm for achieving ubiquity, and
this is where the threat of invasive invasion of
privacy lies. Artificial intelligence is used for
processing mass data collected for each user, and
if not used carefully and in an informed and
legislatively regulated manner, it will finally have
a retroactive effect, thus impeding the progress of
technology and the human activity in general.

Keywords:  Internet Marketing (IM),
Virtual Reality (VR), Internet of Things (loT),
Artificial Intelligence (Al)
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J-p Anapej HBETKOBCKH

HOBUMTE TEXHOJIOI'MM BO UHTEPHET
MAPKETHUHI'OT

AIICTPAKT

Kommjyrepckure ¥  KOMYHHUKALUCKUTE
TEXHOJIOTUM  IPETCTaByBaaT pPEBOJYLMja  BO
HAYMHOT Ha KOjIITO JIYF€TO T'M U3Pa3yBaaT CBOUTE
pasmucau M KomyHuuupaar. Ilopaam cBojara
pacTedka CemnpUCYTHOCT, OBHE TEXHOJIOTHH BeEKe
ro 3a3efoa IPUMATOT Ha IIaBHA miardopma 3a
TapreTupaH MapKeTHHT. HajHOBUTE TEXHOJIOTHH,
npen c¢  BupryenHata  peamHoct  (BP),
Wurepueror na newra (MuH) u Bewraukara
untenurennuja (BN) 3abenexurento ja MeHyBaar
napaaurmara, He camo Ha  MHTepHer
MapKeTUHTOT, TyKy M Ha HAYMHOT Ha KOj
KOMYHHKAIIMCKUTE TEXHOJOTHH KOMYHUIMPAAT Ha
IPE3EHTAllUCKO M  alJMKalMCKO HHUBO  CO
KOPUCHHIINTE.

Bo 0Boj Tpyn ke Ougat ucTpakxeHu HOBUTE
TUTIOBM  B3a€MOJICJCTBO  Mely  HajoaraykuTe
TEXHOJIOTUM OJ] €[Ha CTpaHa U KOPUCHHUIIUTE Ha
KOMYHHKAIIMCKH TEXHOJOTMH Of JApyra CTpaHa.
Ke 6une naneH moceGeH OCBPT HA ONACHOCTHTE
OJl HOBHTE TEXHOJIOTHH KoM Tpeba Ja ce mmaar
OpelBU W OJf CTpaHa Ha JU3ajHEpUTE Ha
MapKETHHT PEIICHH]ja HO M O]l CTPaHa Ha IETHUTE
TpyId Ha MAapKETUHTOT BO  CEKOjJAHEBHOTO
OTIKpYXXyBame. BUpTyenHaTta peasHOCT MOXe Ja
Jlazie JIaXKeH BIIEYaTOK JIeKa € IIeJIOCHA 3aMeHa 3a
¢u3nukata peasHOCT W JAa J0Bene  J0
UCKPUBYBalkb€  Ha  CHUCTEMOT  BPEJHOCTH.
WuTepHeToT Ha HemTa € OCTBapyBame Ha
napajgurmara 3a CCNpUCYTHOCT, U TOKMY TyKa
JeKU ~ rojemMara  3akaHa  OJ ~ WHBa3HMBHO
HapyllyBamkbe Ha IpHBaTHOCTa. BemraukaTta
MHTEJINUreHIMja Koja ce KOPUCTH 3a 00paboTka Ha
Macata coOpaHM NOJATOIM 3a CEKOj KOPHCHHUK
MOCTMHEYHO,  JIOKOJIKY HE C€  KOPHUCTH
BHUMATEIHO, HWH(GOPMHUPAHO U JIETHCIATUBHO
perynmpaHo, KOHEYHO K€ WMa TOBPATHO KOYEUKO
JIeJCTBO Ha HAIPEJOKOT Ha TEXHOJOTMHUTE U Ha
YOBEYKaTa aKTUBHOCT BOOIIIITO.

Kuay4ynu 300poBu: MHTepHer MapkeTnHr
(MM), Buptyennara peannoct (BP), MaTepueror
Ha Hemta (MuH), Bemraukara wuHTenureHiuja
(BM)



BOBE/]I

PeBoaynujara HA
KOMIIjYTEePCKHU TEXHOJIOTHH

Kommjyrepckute ¥ KOMYHUKALUCKUTE
TEXHOJIOTUM  MPETCTaByBaaT pPEBOJYIHja BO
HAYMHOT Ha KOJUITO Jy['€TO T'M U3pa3yBaaT CBOHUTE
pasmuciu u KomyHunupaar. Ilopaam cBojara
pacredka CENpUCYTHOCT, OBUE TEXHOJOIMH Beke
ro 3azenoa NPUMATOT Ha IUIaBHA Iardopma 3a
TapreTupaH MapKEeTUHT.

HajooBute  TexHomormm, mpex  ce
BupTyennara peanHoct (BP), Hurepneror Ha
nemra (MuH) u Bemrraukara narenurennuja (BU)
3a0eNe)KUTEIHO ja MEHYBaaT IapagurMara, He
camo Ha VIHTepHET MAapKeTHHIOT, TYKy U Ha
HAQUMHOT Ha KO] KOMYHHUKAIIUCKUTE TEXHOJOTHH
KOMYHHIIMPAAT Ha MPE3EHTAINCKO U alUTMKALUCKO
HUBO CO KOPUCHHIIUTE.

Bupryeana peannocr (BP)

BupryenHa peaJHOCT € KOMIIjJYT€PCKH
reHepHpaHa TPUIMMEH3MOHAIHA CPEANHA CIIMYHA
Ha peaJIHuOT CBET KOja BO MOCJEIHUTE FOJUHHU Ce
MOBEKE CE€ KOPUCTH BO KOMEPUHjaTHH H
MapKETUHIIKH Lenu (BupTYyeseH e-
MapKeTWHT).] TaBHUTE  MOXHOCTH Ha  OBaa
TEXHOJIOTHja ce TocTaByBame Ha 3/ o0jexTH
CIIMYHA HA OHHE BO PEATHHOT >XMBOT KakKO Ha
npuMep OpeHIupaHu MNPOU3BOAM, OMIOOPIH,
panmo-MapKeTUHT, BHPTYEIHH MPOMOIMU Ha
MPOM3BOM, KYITOHU CO MOMycTH UTH. (Schapsis et
al., Kimmel et al.)

Ha Cmuka 1 ce mnpercraBeHn
HAIMYM]ja HA PEATHU KOMEPIMjaTHU OOjeKTH BO
BUpTyeNnHa peanHocT. BakBu  o0jexktn  ce
cpekaBaaT BO OIITaTa WMIUIEMEHTAIMja Ha
BupTyenauot ceer Second Life, Ho moxar na
Oougar m3paboTeHN U 32 KOHKPETHU MapKETHHIIKA
nend. Bo oTcycTBO Ha crienujaieH XapiBep Kako
Ha npuMep BupTyenHu 3J] ouwmsa, BUpTyelHaTa
peasHOCT MoOke Ja paboTH M Ha IOCTOCUKUTE
€KpaHW, JUTUTATHH OWIOOpIM TIOCTAaBEHH Ha
JaBeH MPOCTOp, CIOPTCKHU CTAJAUOHH UTH.

Ha Cnuka 2 e mpeTcraBeHa MOYKHOCTA 3a
roceTa Ha BHpTYyeleH cynepmapkeT. KymyBauute
MMaaT MOKHOCT BUPTYeIHO, Bo 3]] cpennHa Ha ce
JBIDKAT HU3 CYIIEPMapKETOT U J1a TU pasriieyBaaT
IPOU3BOAUTE, Jla T'M II0CTaBaT BO BUPTYyEIHA
MOTPOIIYBauyKa KOIIHWYKA M Jla ja peanu3upaar
LIEJIOKYITHATA TIOpayka OHJIAJH, 110 HITO JOCTaBaTa
Ou Oua peanu3upaHa BO PEaTHUOT CBET.

NMepCOHATHUTE

A New World Of Opportunity
Cauxka 1Hanuuuja Ha peayHu
KOMEpIHjaJIHu 00jeKTH BO BUPTYEIHA PEaTHOCT,
Oounbopau, MPoJaBHUIU

Cauka 2[locera Ha
cyrnepMapKeT

BUPTYEJEH

Mery CBETCKHUTE KOMITAHUU KOU JICHEC
ynotpeOyBaaT BHpTyeldHA peaTHOCT ce BoiBo,
H&M, u MTV Networks, a kopucrteHure
m1athOpMu ce ColMjaTHuTe Urpu kako Farmwille
u Mafia Wars, a ucro Taka ce KopucTar |
aTUTMKAIAK 32 CMapTPOHU, HHTEPHET CaJTOBU KOU



HYJaT BUPTYENICH CBET (01 KOM HajIo3HAT IPUMEp
¢ Second Life)

Kako ¢akTnuku mokasaren Ha
YCIIEXOT HA BUPTYEJIHATA PEATHOCT, JIOBOJIHO € Ja
ce 3abenexu aeka cropen ThinkEquity, Bo 2011

rog. Ha0aBKUTE HA  MPOM3BOAM  MPEKY
TEXHOJIOTHUTE Ha BHUPTYEIIHA
PEATHOCTUIOCTUTHAIE OKoly 2.6 Muiamjapau
JIOJIapH.

[IpyunHUTE 3a YyCNEeXOT Ha BaKBUTE
MapKETUHIIKH CTPATErHH TJI1aBHO MOTEKHYBAAT O
(hakTOT JIeKa ce MOoBeKe Jyre JIEHeC Ce MOTOHATH
BO ymoTpebara Ha CBOUTE EIEKTPOHCKH Ypeau
KaKo JIanTomu, TeaedOHU UTH, CO IITO C€ MOBEKe
ce 3aMarilyBa TIpaHHIATa Mery peaJHHOT U
BUPTYEIHHUOT CBET.

HNurepueror Ha Hemta (MuH)

Hurepueror Ha Hemra (MaH, The Internet
of Things, 10T) ecnemnara reHepamnuja Ha
HuTepHeT BMpeKyBambe KOE COIPKU TojieM Opoj
SHTUTETH, KaKo JIyre, Taka U eJEKTPOHCKH Ypeau
KOU C€ BMPEKEHU Ha CTaHJapIW3MpaH HAYMH CO
mesl pa3MeHa Ha MHQOPMAUU U CEPBUCH.
Busmjata e ga ce mpoMoBHpa KOXEPEHTHA M
OCMHCJIEHA HHTepakuujamery Jyrero Kako
MOEIMHIM U KaKO OMIUTECTBO OJi €IHA CTpaHau
UHTEJIUTeHTHU CKJOMOBM, OJ Jpyra CTpaHa
(Guo et al., Atzori et al.)

Tunnunu amnmkanuu Ha MHH ce cneneme
Ha ’KMBOTHATa CpeJluHa, Ce/leHhe Ha 3/JPaBCTBECHU
napaMeTpH, aBTOMaTu3alyja Ha I0M WIH pabOTHO
Mecto u ap. Ho, mnopaam omnmrtecTBeHaTa
KOMIIOHEHTa Koja ja conpxku, HHTepHeToT Ha
HeIllTa MOXE Ja ce IJieAa U Kako NPHPOAHA
HAArpaada Ha COlHUjaTHUTE MPeXH Oujejku ce
obuayBa Ja Jajge YOBEYKM U COLMjaTHU
KapakTepUCTUKH Ha HEXWBU ypenu (Kako Ha
npuMep MOOWIHH ypelIu, CEH30pH, aBTOHOMHH
Bo3wia WTH.).I'7maBHa 1en mnpw wu3rpamdara Ha
BaKBa MHTEpaKIKja € YIITE Off CAMHUOT MOYETOK Ja
ce CTeKHE BHCOKO HHBO Ha JoBepbamery
Cy0jeKTHTE KOM Ce MPHUjaTesIM BO Mpexara.

Onm acmekT Ha MapKeTHHTOT, TOCEOHO
UHTEPECHH C€ MOXKHOCTUTE Ha BMPEKEHUTE
MUKpPOypeId Ja KOMYHHIIMpaaT Ha  MajH
MeryceOHH pacTojaHHja 1o MaT Ha MaCUBHA Pajiuo
W CBETJIOCHA KOMYHHKaIja (PO
unentudukanmja, QR GapkomoBu utH.) (Jara et
al.) Co momoIin Ha OBaa TEXHUWKa Ha TaKaHapeueHa
uaeHTuukanmja Ha NPOU3BO/IH, ce
OBO3MOXyBa  MOOWJIHO  CHOJENyBamke  Ha
uHpOpMALUK M 3HacHha 3a Pa3IUYHU TPOU3BOIH
KO ce oduIHjaIHOo U3JIaCHA ol
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MPOU3BENYBAYOT WIJIM CE€ TEHEPUpPAHU Of TOJEM
Opoj Ha CONMjATHO BMPEKEHH KOPHCHHIIH.
EdekroT o1 oBa € MHTErpHpame HA COLMjATHUTE
U MOOMITHUTE AacleKTH Ha TEKOBHHUTE MPEKHHU
TEXHOJIOTMHM BO CJIE/IHaTa MApPKETHHI Iapajgurma
MoJiIp>KaHa oI HNuH, TaKaHapeyeHa
NAapTHHHMIATHBEH MAaPKEeTHHT,KOj Ha Ma3apoT Ha

MpPOU3BOIM My JOJaBa HOB KBaJIUTET -
KOJICKTUBHA MHTEIUTCHIIN]a.
[IpB TEXHOJIOUIKU YeKop BO

BMpPEXKYBAakETO Ha KOPUCHUILIUTE W MPOU3BOIUTE
€ IMpOoW3BOIUTE Ja ce CcHabIaT co YHHUKAaTeH
UICHTHPUKATOP, KOj MOXe Aa Oume u3zpaboTeH
kako P® uaentudukarop mwim QR Gapko.

Ha Cnuka 3 e majeH mpumep 3a BHUHCKA
¢rnama co POUJI 3nauka. Kpajuuot norpouryBau
MOXE caMO CO JOONMKYyBakbe Ha MOOWIHHUOT
tenedoH Aa J00ME TpeHu3Hu HHPOpMalUHU 3a
MIPOU3BOJIUTENIOT, TOTEKIOTO Ha TIPOM3BOOT,
JaTYMOT Ha MPOM3BOJACTBO, PELENTH U OCTaHATH
KOPHUCHU HH()OPMAITIH.

Cauxka 3Buncka dnamra co RFID 3nauka



gnex ,
PARMESAN CHEESE

Cauka 5QR Oapkon 3a 3eMjOJEICKH
MIPOU3BOIN

Ha Cnuka 4 e magen QR Oapkon Ha
nakyBaH mpom3Boa. Ha Cimka 5 e mamen QR
0apKo/ 3a 3€MjOJIeIICKU MPOU3BOAN

Bemrauka MHTEJIUTeHIU)A

JleHec uCTpakyBameTO BO o0ylacTa Ha
BEIITaYKaTa MHTEIUTCHIMja HallpelyBaparyIHO —
aBToMOOMIM 0e3 BO3aud, KOMIIJyTepu KOHU
noOeayBaaT  BpPBHM  INAXUCTH,  JAUTUTAIHH
MEPCOHATHA ACHCTEHTH C€ CaMO WHAMKATOpU Ha
roJleMUHaTa Ha WHBECTHpPAHUTE CpEACTBA M
pecypcH U Mpe3HaK Ha UHHATa Koja joara.
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Hekon exkcmeptd cMeraar Jaeka BO
HapelHUTE TOAWHH CMETAYKUTE MAIIMHU W
QITOPUTMUTE 32 MAIIMHCKO Y4Y€H-€ 3aeHO Ke ja
JOCTUTHAT HAJMUHAT YOBEYKATa MHTEIUICHIIN]ja.
Jlpyru mak cMmeraar JieKa ceKoraiml Ke MOCTOH ja3
Mery 4YOBeUKaTa ¥ MAIIMHCKAaTa MHTEIUICHIIN]ja.

Bo CEKOj ClIy4aj, BeIITauKaTa
MHTEINTCHIMja JeHeC € Ha HHBO KOra € BO
cocrojb6a ma Oume ymorpeOeHa BO MapKETHHIIKH
uenu. Jlenec, Tpu AelieHUU Mo pekiiamara ,,1984%,
Ha TMparoT CME€ Ha HOBAa PEBOJIYIHja BO
MapKeTHHTOT: MAapKeTHHI pOOOTM U HOBaTa
KOMYHHKAIIFCKa Mpeka Koja Tue ke ja opmupaar
- UaTepuer Ha poOOTH.

Bo nmocnennuTe roaMHM, OYEKYBaHO J1oara
70 WMMIUIEMEHTallja Ha MapKeTHHT poOOTH BO
CeKOJTHEBHH  CUTyalldM BO KOHTEKCT Ha
MapKeTHHTOT. MapKeTHHT pOOOTHTE ce€ POOOTH
KOM MMaar momMaj Opoj CTeleHu Ha cio0oja, HO
3aToa MaK pacrojaraar co nHTepdejc npuiIaroieH
KOH HHMBHAaTa HaMEHa — M3BPUIYBAIkE 3aa4H O]
o0ylacTa Ha MapKETHHIOT, Kako M 0a3a Ha 3HacHe
W TOBOpPEH HMHTEpdejc — MOoXKar na pa3dupaar
YOBEUKHU TOBOP, J]a OJroBapaaT Ha Ipallama U J1a
y4daT HOBH paboTH.

JIBa mpuMepu Ha poOOTH KO CE€ PEaTHOCT
M BeKke paboTarT BO PEATHUOT CBET CE POOOTUTE
FURO (Cauka 6) u OSHBot (Cnuka 7). OBue
poOoTH ce cnocoOHM Ja HAEHTU(UKYBaaT U
nonmpaar poba M Ja pa3roBapaaT co KyIMyBauWTe
Ha CUTE CBETCKHU ja3uny. MapKeTHHT poOOTUTE ce
TUIIMYHO BUCOKM OKoiy 1,5 merpu u texar 40-
TUHa Kuiorpamu. ONpeMeHH ce co TilaBa BO Koja
€ BrpageH 3-IMMEH3UOHANEH CKEeHep Koj
JETeKTUpPa U UAECHTU(UKYBA JIyI'€ U IPEIMETH BO
O6muzuHa Ha poboTtoT. Mcro Taka mocrojar
CEH30pH 3a U30eTHYBame Ha CyAUp Ha POOOTOT CO
okosMHara. BaxkeH nen o uHTEp(dEjCcOT ce ceKako
MOHHUTOpPUTE CO HHTepdejc Ha JOmUp KOH Ce
MOCTaBEHH Ha pPOOOTOT M  OBO3MOXKyBaat
noOuBame Ha MHGOpMalMU BO BU3yelHa (opma
T.. Kako CJHMKH, aHMMaluu W TekcT. [lpyra
0c00eHO Ba)KHAa KapaKTEPUCTHKA Ha OBHE POOOTH
€ crmocoOHocTa 3a OE3KUYHO BMPEKYBAKE CO
npyra poboru. Taka Ha MpUMeEp acCHCTEHTOT 3a
mpogaxxba OSHBot moxe nga ce moBp3e co
OCTaHAaTUTE pOOOTH BO TOJIeMa MpPOJaBHUIA U J1a
I'M pa3MEHH CO HUB pPabOTHUTE IITO TM HAY4YHI 32
WHTEPECHUTE WM IOTPEOUTE Ha NAJCH KyITyBad, CO
LITO OCTaHAaTUTEe poOOTH OM MOXKese 1Moaoopo 1a
ro yciIyXaT KylyBauoT JOKOJKY TOj Ce€ Hajae BO
Ipyr oxnen oxa taa mpoxaBHuua. Co oBa € jacHO
JieKa ¥ Ha CEralrHuOT CTEIEH Ha pa3BOjoT,BeKe He



ce MOCTaByBa MpalIambeTO Jalud poOOTHKaTa MU
BEIlITAYKaTa WHTEIUTCHIIMja Ke HajaaT ImpuMeHa
BO COBpPEMEHHOT MapkeTuHr.PoOoTute ce Beke
BpaOOTEeHW BO MAapKETHHIOT, WM  4YeKaat
MOJITOTBEHH Ha Oep3uTe Ha TPyJO0T. BucTHHCKOTO
npamame TOoramr e, Jand padoToJaBIUTE Ce
MOJITOTBEHHM 32 MJIHATA UCTOPHja Ha MApPKETUHTOT,
WIIM K€ OCTaHAT 3aCEKOralll BO CeralnrHara.

Cauka 6PobotoT Ha ):[HaTa ®YPO (FUture
RObot)
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~ Brass &Metrle’ > .,

Fasteners

¢ \ \

Camka 7ACHCTEHT 3a HpOIIEDI(G OSHBot

Fellow (BpaboTreH BO TpProOBCKHOT CHHIIHP
Lowe’s)
3AKJIYUYOK

Bo oBoj Tpyn Oea wucTpaxeHH HOBHUTE
TUTIOBM  B3a€MOJICJCTBO  Mel'y  HajoaradkuTe
TEXHOJIOTUM OJ] €[Ha CTpaHa U KOPUCHHUIIUTE Ha
KOMYHHUKAIIUCKH TEXHOJOTHH O] Jpyra CTpaHa.
beme naneH moceOeH OCBPT Ha ONACHOCTUTE OJ
HOBHTE TEXHOJOTMH KOM Tpeba ga ce uMaar
NpeaBua U O]l CTpaHa Ha JAM3ajHEPUTE Ha
MapKETHHT PEIIeHH]ja HO M O]l CTPaHa Ha LETHUTE
ITpyNd Ha MAapKETUHTOT BO  CEKOjJAHEBHOTO
OTIKPY)KYyBambe.

Bupryennara peamHocT MoXxe Ja jaane
JaKeH BIEYATOK JIeKa € IeJIOCHAa 3aMeHa 3a
¢usznykata pealHocT W Ja  JOBeAE [0
WUCKpPHBYBak€  HA  CHCTEMOT  BPEIHOCTH.
WHTepHeTOT Ha HeWTa € OCTBapyBame Ha
nmapagurmara 3a CEHpUCYTHOCT, M TOKMY TyKa
JeKXW ~ TojiemMaTa  3akaHa  OJf  MHBa3MBHO
HapylmIyBamke€ Ha IpHBaTHOCTA. BemraukaTta
MHTEUTeHIMja Koja ce KOpHUCTHU 3a 00paboTka Ha
Macata COOpaHM TOAATOIM 3a CEKO] KOPHUCHHK
MOEJIUHEYHO,  JOKOJIKY HE Cc€  KOPUCTH
BHUMATEIHO, WH(GOPMHPAHO M JIETHCIATUBHO
peryaupaHo, KOHEYHO K€ MMa MOBPATHO KOYEUYKO
JIeJCTBO Ha HAIIPEJOKOT HAa TEXHOJOTMHUTE U Ha
YOBEYKaTa aKTUBHOCT BOOIIIITO.




Conclusion

In this paper we investigated the new types
of interaction including upcoming technologies on
the one hand and users of communication
technologies on the other. A special emphasis was
given on the dangers of new technologies and
these should be taken into account by designers of
marketing solutions and by the target groups of
everyday marketing environment.

Virtual reality can give a false impression
that it is a complete replacement for physical
reality and can lead to distortion of the system
values. The Internet of things is achieving
paradigm of ubiquity, and there lies the great
threat of invasion on the privacy. Artificial
intelligence is used for processing the collected
data accrued for each user, if not used carefully, in
an informed manner and in accord with the
positive regulation, it will finally have a
retroactive and adverse effect on the progress of
technology and human activity in general.

27

JIMTEPATYPA

1.Ackerman , E.: OSHbot Will Save You From
Having to Ask for Help in a Hardware Store:IEEE
Spectrum, Oct 2014

2.Hawking, S. et. al.: Transcendence looks at the
implications of artificial intelligence - but are we
taking Al seriously enough?'The Independent,
(May 2014)

3.Guo B., Yu Z., Zhou X., Zhang D.,
Opportunistic 1oT: Exploring the Social Side of
the Internet of Things, IEEE 16th International
Conference on Computer Supported Cooperative
Work in Design, 2012

4.Atzori L., lera A., Morabito G., From “Smart
Objects” to “Social Objects”: The Next
Evolutionary Step of the Internet of Things, Ad
Hoc And Sensor Networks, IEEE
Communications Magazine, 2014

5.Jara A., Parra M., Skarmeta A., Participative
marketing: extending social media marketing
through the identification and interaction
capabilities from the Internet of things, Pers
Ubiquit Computing, 2014

6.Schapsis C., QR Codes on food packaging,
Georillas.com, 2013

7.Kimmel A. J., Marketing Make Believe:
Turning Consumers on to Virtual Goods,
connectingwithconsumers.net, 2010



Prof. Zivko ANDREVSKI, PhD
Assistent prof. Biljana TODOROVA,
PhD

EMPLOYEES AS ELEMENT OF
MARKETING

ABSTRACT

The theme elaborated in this paper comes
from the understanding / need to affirm the
number and structure of employees in a given
system because of its reputation and marketing
results.

On the one hand speaking, this problem
and practical behavior can be taken as an integral
part of public relations of the organization /
company, but on the other hand, it may have a
marketing dimension and can be incorporated in
marketing goals.

The study will focus on analyzing the
affirmation of employees within the economic
entities operating on a commercial basis, which
means it will not analyze state institutions and
organs of political organizations and parties and
civil forms of linking and organizing.

Keywords: number of  employees,
educational structure, public relations, marketing
goals.
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658.8 : 331.101
IIpod. n-p Kusxko AHIAPEBCKHA
Hou. 1-p buajana TOJOPOBA

BPABOTEHUMTE KAKO
EJEMEHT HA MAPKETHUHI'OT

AIICTPAKT

Temara mTo ce emabopupa BO OBOj TPyX
npousieryBa ojf cgakamero/morpebaTa ga ce
adupMupa OpOjoOT U CTPYKTypaTa Ha BpaOOTCHHUTE
BO JIaJICH CHCTEM 3apajJd HEroBa peryTanuja |
MapKeTHT PE3YJNTaTH.

Opn eqHa cTpaHa riieaHo, TOj MPOOIEMCKH
KPYr ¥ TPaKTUYHO OJHECYBame MOXaT Jia ce
CMeTaaT MOBEKE 3a COCTaBeH e Ha OJHOCUTE CO
jaBHOCTa Ha OpraHu3alldjaTa/mpeTnpujaTHEeTo, HO
O]l Ipyra CTpaHa, TOa MOXe€ J]a UMa, U CHTypHO
MMa MapKETUHIIKU IMMEH3MH M MOXE Ja ce
BIPa/Id BO MAPKETUHIIIKUTE IIEITH.

TpynoT ke ce KOHIIEHTpHpa Ha aHATU3a HA
adpupmanmjata Ha  pabOTHHOT COCTaB Ha
€KOHOMCKM  cyOjekTh  Kou  pabotaT  Bp3
KOMEpIIMjajiHa OCHOBA, IITO 3HAYM JIeKa HeMa Ja
T'H TpeTHpa THE Ipaliamka Kou Ou ce oJHecyBaje
Ha JPKaBHH yCTAaHOBU M OPTraHU, HA TOJIUTHYKH
OpraHu3ali U Cy0jeKTH, Ha rpafaHCKH OOIMIU
Ha MOBP3YyBamke U OPTaHU3HPAE.

Knyunu 3o60posu:
o0pa3oBHa CTPYKTYypa,
MapKETUHILKH IEeJTH.

O0poj Ha BpaboTeHH,
OJIHOCH CO JaBHOCTA,



BOBE]

Kako akrtyemna coctoj6a Bo PemyOiuka
MakenoHmja MOXe Ja ce aHaJTU3upaaT HABOJIUTE
3a OpOjJOT W CTPYKTypara Ha BpaOOTCHHUTE BO
jaBHaTa W JpKaBHAaTa agMUHHUCTparyja ( BO
HAjIIMPOKAa CMHUCIIAa Ha 3HAa4YeHe Ha THE JIBa
nouMa) co 3a0eJelku JieKa € MpeHaTpylaHa,
HeeUKacHa, HEJOBOJIHO CTPyYHa M Ha TOA
cimyHo. ONIIT W HAjAOMHUHAHTEH CTaB € JieKa
OBaa aJMHUHHCTpanuja Tpeba pa Ouge mTO
NOMaJKyOpojHa, IITO € MOXKHO TOBeKe eprKacHa
u edexkTUBHA U Ja HE Ouje ToBap Ha rparaHuTe,
JaHOYHUTE OOBpP3HMLM, OAHOCHO Ha TOBap Ha
Jp>KaBHUOT OyIIeT co orjien Ha (PakTOT HITO TOj ce
dbopmupa (mpHXOJHATA CTaBKa) CO CPEACTBA O
JaHOIIH, IIAPUHH, TAKCH, Ka3HH...

BakBHOT cTaB mMOHEKOram BO jaBHHOT
TOBOP C€ MPECIIMKYBA U 32 EKOHOMCKUTE CYOjeKTH
(mpermpujatuja, KOMIaHuu, (GUPMH) W Bp3 Taa
OCHOBA C€ CIIyIlIa U 3aJIarambeTo 3a HAMaTyBambETO
Ha OpojoT Ha BpabOTEHMTE, IITO, MaK, KOTra Ke ce
OCTBapu, BO HEKOU pPa3MHUCIIyBama, C€ TOJIKYBa
KaKO yCIeX Ha eKOHOMCKaTa OpraHu3alyja.

[IpakTHkara, cekako, ke MOHYIU COCTOjOU
W TOAATOIM KaJe WITO COICTBEHHUIIUTE Ha
¢bupMuTe IPACTUYHO TO HaManuie OpojoT Ha
BpabOTEHUTE, KaKO Bp3 OCHOBA Ha IPOIEHKATAa
JeKka  MPeTXoJHO  CTaHyBalo  300p  3a
peBpabOTEHOCT, TaKa M CHOPEN CTPEMEXKOT 3a
MakcUMau3anyja Ha nNpo(UToT, a TMOHEKoraml H
Kako TOCJenuIla Ha BOBEAYBambEe TEXHHUYKO-
TEXHOJIOIIKKA JIMHUM KOM TMojpa3dupaar momali
Opoj nuIa BO paboOTEeH OTHOC.

Ham craB e nexa BpaOOTEHHTE BO CEKOj
€KOHOMCKH OpraHu3aMm ce KIYyYHHOT JIell,
CYIITUHCKaTa KOMIIOHEHTa OJf KoOja 3aBHCHU
BKYITHOTO ()YHKIIMOHHpAmE Ha CUCTEMOT M KaKo
pe3yaTar Ha TOoa M €KOHOMCKHTE IOKa3aTelH 3a
OusIaHCOT Ha cocToj0a M OMJIAHCOT Ha YCHEXOT.

OTTramy U oOlLleHKaTa Jieka MMa OCHOBa,
nmoTpeba M 1moi3a JOKOJIKY ce 0apaaT W ce HajaaT
HauuHU, (GOopMHU M cpeicTBa 3a adupmanuja Ha

OpojoT Ha BpabOTEHHUTE, HUBHAaTa
KBaJIM(HUKAIIMOHa/00pa30BHA CTPYKTYpa,
CTETIEHOT Ha MOTHBHPAHOCT, HWHOBAaTHBHUOT

npucTall o1 H1B, J'IOjaJ'IHOCTa CIipemMa (prMaTa...
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1. OCHOBHU U MOKHU E®EKTHU

Temarukata Ha  HeBpaboTeHOCTa €
npeaMeT Ha enabopalija Ha MaKpOSKOHOMHMjaTa 1
Taa Hayka uMa AeQUHUPaHO U 00jaBEHO HECTIOPHU
CO3HaHHWja 3a MITETHOCTa Ha HEBPaOOTEHOCTa BO
€IHO OIITECTBO M3Pa3eHO HHU3 HaMaJICHH
NPWIMBH BO OYIIETCKUOT cUCTeM (TIpUIOHECH 3a
MEH3UCKO,  WHBAIMICKO  OCHUTYpYBame,  3a
OIIITOOIIITECTBEHH TIOTPEOH, COIUjalTHH JaBamba
U CIMYHO), KAako M 3a  IICUXOJIOLIKO-
MOTUBUPAYKUTE TEIIKOTUU Ha HEBPaOOTCHUTE
auna  (OTCYCTBO Ha camojoBepOa, HeMambe
NIO3UTUBEH CTaB CIIpeMa COICTBEHATa MIHUHA U
NEepCIeKTHBa, YyBCTBO Ha HEMOK M TpajHa
HOTHUIITEHOCT ¥ )KUBOTHA JIE30PHUEHTUPAHOCT). Bo
JaJICHU TIOJIMTHYKH KOHLICIIIMH, jABHU HACTAIlH U
TOBOpU JIypH UMa W CIOPEAOH JeKa MaTPUOT ¢
CEeKOj OHOj MITO K& OTBOPH Makap €IHO pabOTHO
MECTO.

On T0j acnekT, OpojoT Ha BpaOOTEHUTE €
CEKaKo JIeJI O] TO3UTUBHUOT UMHII Ha pupmara, u
TOA OJ TIOBEKE aryii Ha TJIe/Iamke - CEKOj BPabOTEeH
€ aKTHBEH BO IIPOIIECOT HAa pernpoayKiHja (Ha
CpeACTBa, YCIIOBH, JXKHBOT) M TIpUAOHECYBa 3a
OpraHM3MPaHo (YHKIMOHHPAkHE Ha MOIIUPOKHOT
OIIITECTBEH CHCTEM (KaKO IITO € BeKe peueHo, Co
OJIBOjyBama 3a COINCTBEHH IMOTPEOM M WHTEPECH,
Kako IITO C€ TEH3UCKOTO W HWHBAIHICKOTO
OCUTypYBame, HO M 3a MPUJIOT BO OMIITECTBOTO -
(buHaHCHpakE U OBO3MOXKYBaWkE HA JaBHU YCIYTH
U JIGJHOCTH).

Toa numa u eJIEMEHTH Ha
CceMeeH/TpUBaTeH/TNYEH KapakTep - on
Bpa0OTYBamHETO HA  TMOEAUWHENOT (HETOBUTE

MPUXOJH, CPEACTBA, MOBOJHOCTH) Ja MOXeE Ja
KUBee (7a ce mpexpaHyBa, J1a ce oOpasyBa, Ja ce
penakcupa, KyJITypHO Jla c€ H3IMTHYBa) €JIHO
cemejcTBo. llompenusnure co3HaHuja yBepyBaar
JeKa enHa npoceyHa MeceyHa
3apaboTyBauka/miaTa OM MOXKeJa 1a OBO3MOXKYBa
IpocTa W TPOLIMpPEHa  penpoiayKuuja Ha
YETHPUWICHO CEMEjCTBO, MO MPABUIIO, COCTABEHO
O]l JIBajIiata poAMTENIN U HUBHU JBe Jiena (IITo I'u
COApXH TOTPeOUTE Ha CTaHyBame, HCXpaHa,
o0JieKyBame, XHrueHa, oOpa30BaHHE, TOAMIICH
OIMOp, HAJOCHOBHM KYITYpHH TOTpedH H
MPAKTUKH).



Hema COMHEBamWka JIeKa
(dbupMaTa/koMnaHujaTa UMa TMPUYHMHU U HUHTEPEC
na ja apupmupa Opojkara Ha BpaOOTEHH KOH, MaK,
MMaaT TMO3UTHUBHO JIE€JCTBO BO OAPKYBAWKETO U
pa3sBOjOT HA  JKMBOTOT BO  OMILITECTBOTO.
JIOTIOJIHUTETHU CE€ €JIeMEHTUTE Ha KOHKPETHUOT
cTaTyc  Ha  NOCAMHEYHHTE  BpabOTyBama
(mocrojaHo Ha  HEONPEACIICHO BpeMe, Ha
OIIPENICIHO BpeMe, BO CE30HCKH IEpPHOAM, Ha
MMOCEOHH TPOEKTH).

[Tommpox e MPOCTOPOT 3a
adupmarirja/jaBHO MIPE3CHTUPAHE u
MOTTyJIApU3HpahE Ha CTpYKTypaTa Ha
BpabOTEHUTE, HUBHATa 00pa3oBaHOCT,
KOMITETEHTHOCT, KOHKYPEHTHOCT u
EKCKJTY3UBHOCT.

2. KAKO M3IJIEJA U MOXE JA
MN3I'VIEJA HA KOHKPETHU IPUMEPU

AKO KOMITaHHMjaTa € TIPOU3BOJMTEN Ha
npexpaHOeHW Tpou3BOAM  (CYNmH, YOKOJIAIH,
OWCKBUTH, TPUIKU, JOKYMH, OOHOOHH, MECHHU
MPOU3BO/IM, MJICYHH IPOU3BOAU M CIUYHO) OH
om0 Je1 o7 CTEKHYBameTo JoBepba  Kaj
KyIyBauuTe€ ¥ TMOTPOIIYBAaYUTE JOKOIKY BO
OCMHCITYBalbeTO Ha  Oelie3uTe, KBaJIHUTETOT,
CONpKMHATa Ha MPOU3BOJUTE  y4YECTBYBaar
oOpa3zoBanu nuna(OTpeOEH CTENEeH W BUJI Ha
oOpa3oBaHHe, HWCTaKHATH CTpy4amald, BpPBHU
eKCIIepH, WHOBAaTOPH W  HCTPaXKyBaud) 3a
TEXHUYKO-TEXHOJIOIIKH TPOIIEC, 32 3aPKyBakhe U
MIPOJIOJKYBAE HA TPAIUIIMOHAIHU BPETHOCTH BO
MPOM3BOJIUTE, 33 KAJIOPUYHOCTA M XpaHIHBaTa
BPEITHOCT Ha OJJICTTHUTE MPOYKTH, 32 BIIMjaHUETO
BP3 3/IpaBjeTO HAa KOH3YMEHTHUTE.

Hcro Taka, e 3Ha4ajHO  JIOKOJKY
KOMIIaHWjaTa uMa BpaOOTEHW JHIIAa KOH Ce
KOMITETECHTHH 3a CJICJICHhEe, aHAIN3a U TT0JI3yBambe
Ha PEaKIMUTE Ha MOTPOIIYBAYUTE/KYITyBAUUTE 32
HUBHUTE TIPOM3BOJIM KaKO IIeJIMHA WJIA 34
OJIZICIHU TUMEH3UHU (BKYC, YIIOTPEOIUBOCT, BUJ U
MPAKTUYHOCT Ha MMaKyBame, 00eM Ha MOHY/a, POK
Ha Tpaewe, IPUYNHU 32 KYIIyBamkhe U HEKYITyBambe,
MIPUYMHH 32 OTKAXKYBAE).

BooOuyaeno ce cmera jgeka JAeNOT Ha
MpOMOIIMjaTa TO PeaTU3Upaar CICIHjaTUu3HPaHH
KOMIIAaHUU €O Kou copaboTyBa (HapadyBa U UM
miaka) npousBoauTenoT. Ho, u Toj cyOjekT Moxe
Ja Ouzie COCTaBKa Ha MOJA00PYBAmHETO HA UMHUIIOT,
BO CJIy4ajoB, Ha MPOM3BOACTBEHATA OpraHM3allN]a,

30

JIOKOJIKY CTaHyBa 300p 3a CHCTEM KOj HMa
KOMIIETEHTEH TUM, COO0Opa3eHo paboTeme cropet
Oapamara M moTpeduTe Ha MazapoT (WITO, MakK,
0e31pyro € KOPUCHO Jia ce 00jaBH U Ja ce 3Hac W
BO MOIIUPOKaTa U BO HETOCPETHO
3aMHTEpEeCUpaHaTa jJaBHOCT).

Mosxe na ce pasriena u agupmaijara Ha
THM KOj € oOpraHusupadH Bo ¢upmMa 3a
aBTOMOOWJICKH YCIyTH (OApKYBame M IOIpPaBKa
Ha MOTOPHUTE HAa aBTOMOOMIIUTE, HA CBETIIOCHUOT
CHCTEM, Ha KapocepHja U HaJIBOPEIICH U3IJIe]).

Bo MapkeTHHT aKTHBHOCTHUTE Ha TaKBara
(bupMa nmpenopawivBo €, aKo He U 33J0JDKUTEIHO
na ce moHymar wuHpopmaruu 3a Opojor Ha
BpaOOTEHM W HHUBHUOT CTENEH U BUI Ha
OCTPY4YEHOCT, HUBHATA MOJrOTBEHOCT/CIIOCOOHOCT
3a cleqiemhe Ha MHOBAIMUTE KO CE M10jaByBaat Kaj
aBTOMOOWJINTE, I[I0TOA CIelWjadu3anyjata 3a
OJUICITHA THWIIOBH, MApKH W MOJEITU TaTHUYKH
BO3WIA M ciauyHO. Toa wMMa BiIMjaHUE Bp3
nobapyBaykara Ha YCIyrd oOJ Taa Qupma,
noBepbaTa MmMTO Ke ja MMaaT KOPHUCHUIMTE Ha
YCIYTUTE W BOOIIITO TIO3UTHBHO JICjCTBO BpP3
UMHIIOT HA OpraHu3aImjara.

AKO ce 3eMe Kako NpHUMEp HHCTUTYIIH]ja
KOja Bp3 KOMEpIMjaJlHa OCHOBa pealu3upa
o0Opa3oBHa [IejHOCT, TOTraml Ha Ma3apoT €
HEOIXOJIHO Jla Ce MOHYIAT COAPKUHU KO Ke ja
OTCIIMKYBaaT o00pa30BaHOCTa Ha HACTaBHUOT
Kagap, HErOBUOT PEJTHHT BO paMKUTE Ha
oOpa3oBHATa 3ae/HUIA, PE3YNITATH U YU4ECTBO BO
HACTaBHO-HAYYHH M HUCTPAKYBAUYKH MPOEKTH,
MEryHapOJIHUOT VIJeA W PECHeKT, 00jaBeHU
COOZBETHH HACTaBHM y4eOHWMIIM, TOMarana,
HayYHU TPYJOBHU, OIICHKUTE W BpEIAHYBamaTa Ha
yUEHUIIUTE/CTyAeHTuTe ( W aKTyellHdu W
MOpaHEeNIHN), Kako W JPYrd IUIOJOTBOPHU
UHpOpMaLIUH.

3AKJIYHOK

Mosxe na ce cMmera JeKa BKIy4yBambeTo
10/IaTOLH 3a BpaOOTEHUTE, HUBHUTE
KBaTM(UKAINHN, CIIOCOOHOCTH, €THYKHU TUMEH3UH,
BpEJHYBal€ Ha M[a3apoT OJ CTpaHa Ha
(bupmuTe/OpraHu3alrunuTe/yCTaHOBUTE € MOLIUPOK
NOTJIE] 3a MApKETUHIOT HAa THE EKOHOMCKH
cy0jeKTH, HO aHAJTUTHUYHUOT MPUCTAI - NMPOBEpPKa
Ha NpaKTHUKaTa, HCTPAXKyBambe Ha
(HE)3a0BOJICTBOTO ~ HAa  KOPUCHUHMIIMUTE  Ha



MPOU3BOIUTE M YCIyrUTe OM TOTBPIMI JeKa €
eduKacHO U €PEKTUBHO JOKOJIKY M THE CIEMECHTH
ce NeJ Ha MPOILEeCOT Ha MAapKETHHTOT M HMaar

BIIMjaHHWE/ICJCTBO  Bp3  IIOCTHTHYBameTO Ha
MapKETUHIIKHUTE [[EJTH.
Ce pasbupa, Oene3ute, KBAJIUTETOT,

1[eHaTa, JOCTAllHOCTa M JPYTUTe AMMEH3UU Ha
NPOM3BOAUTE U YCIYTUTE KOM C€ HyAaT HMaar
IIOJOMHMMAHTHO MECTO, OAHOCHO I/IH(I)OpMaI_II/II/ITe
3a BpabOTEHHTE CBOjaTa TOYHOCT, BUCTHHHTOCT,
pa3OUpPIUBOCT ja 10OMBAAT aKO MMAaaT BPEIHOCHO

OCTBapyBame€ BO IIOHyJaTa Ha OCHOBHHOT
MPOU3BO/I.
n TOoTral Kora u3riena JeKa

apupmanmjata Ha (¢PakTUTE 3a BpaOOTCHHUTE €
MOBEKE COCTaBEH JIe]l Ha OJTHOCUTE CO jaBHOCTA Ha
¢upMuTe (YMja MWTO LET € CO3JaBambe U
OJp)KyBamke IO3UTHBEH HMHIl BO jaBHOCTAa) HE
cMee Ja ce M3ryOu OoJ BUJ U JUPEKTHOTO MU
UHIUPEKTHOTO

BpelCHEe U 32 KOHLCMHUPAKETO |
CIIPOBE/IYBAlETO HAa MAapKETHHI-CTparerujara u
pe3ysTaTuTe o]l Hea.
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CHANGING ASPECTS OF
MARKETING-THE RULES OF MODERN
MARKETING

ABSTRACT

“All marketers are engineers now ...The
new wave of marketing is the scientific marketing;
It is not the big idea, it is about making course
corrections everyday”

Sharad Sharma

In today’s complex world, marketing
managers must be aware and be able to adopt their
marketing program according to the constantly
changing environment. Perhaps the most critical
environmental forces affecting modern marketers
are global markets and the rapid increase of
technological change.  Nowadays modern
marketing is liberally tag behind new trends and
technologies.

Thus, the goal of this article is marketing
practices or trends that have had obvious,
persistent effects on how marketers approach their
trade, and how consumers absorb marketing
content.Developing plans and strategies for
marketing today is the most challenging it has
ever been.

Key words:modern marketing, changing
environment, global market, technological change,
new trends.
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DEVELOPMENT OF MODERN
MARKETING

Modern marketing traces its origin to the
primitive forms of trade. As people began to adopt
the techniques of work specialization, a need for
individuals and organization to facilitate the
process of exchange emerged. Until about 1900,
however, marketing was little more than physical
distribution. Development of modern marketing
through three stages- the production era, the sales
era, and the era of marketing concept. As shown
in Figure 1 these changes took place as marketers
evolved from sellers’ markets to buyers’
markets.*?

Figure 1. Development of modern marketing

o0 ncer
custamers what the

Source: Americane Management
Association, “The concept of a modern
marketing”, available on:
http://www.flexstudy.com/demo/demopdf/99037
1.pdf, p.3

According to Theodore Levitt,

management must think of itself not as producing
products, but as providing customer-creating
value satisfactions. It must push this idea (and
everything it means and requires) into every nook
and cranny of the organization. It has to do this
continuously and with the kind of flair that excites
and stimulatesthe people in it."?

2 Americane Management Association, “The concept of a
modern marketing”, Available on:
http://www.flexstudy.com/demo/demopdf/99037_1.pdf, p.3

¥ Quote from Theodore Levitt, Harvard Business

Review, American economist and professor at Harvard
Business School
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Figure 2. Key components of the marketing
concept

Marketing concept
The achievement of cororate goals through

meeting and exceeding customer needs and

expectations better than the competition

/O

Customer orientation Integrated effort Goal achievement
Corporate activities Al staff accept the The belief that
are focused upon respansibility for corporate goals can
providing customer creating customer be achieved thraugh
satisfaction satisfaction customer satisfaciion

Source:Fundamentals of Modern Marketing
Thought, 2012, Available
on:http://www.mheducation.co.uk/he/chapters/978
0077140007.pdf

The modern marketing concept can be
expressed as: The achievement of corporate goals
through meeting and exceeding customer needs
and expectations better than the competition. To
apply this concept, three conditions should be
met:** 1) company activities should focus on
providing customer satisfaction rather than
making things easier and better for the producer or
manufacturer. This is not an easy condition to
meet but it is a necessity to place the customer at
the centre of all activity; 2) the achievement of
customer satisfaction relies on integrated effort.
The responsibility for the implementation of the
concept lies not just within the marketing
department. The belief that customer needs are
central to the operation of a company should run
right through production, finance, research and
development, engineering and other departments.
The role of the marketing department is to play
champion for the concept and to coordinate
activities. But the concept is a business
philosophy, not a departmental duty; 3) for
integrated  effort to  work  successfully,
management must believe that corporate goals can
be achieved through satisfied customers.

PRACTICES AND TRENDS OF MODERN
MARKETING

Y Fundamentals of Modern Marketing Thought, 2012,
Auvailable on:
http://www.mheducation.co.uk/he/chapters/9780077140007.

pdf
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Arguably, the most important evolution in
the history of marketing is ability to understand
what data you have, what data you can get, how to
organize and, ultimately, how to activate the data.
But in our consumer-empowered world, it’s
become more difficult for marketers to cut
through clutter and a lot more challenging to
garner loyalty with their audiences. Traditional
marketing is telling the world you are a rock star.
Content marketing is showing the world that you
are one (Robert Rose).

There are five marketing practices or
trends that have had obvious, persistent effects on
how consumers absorb marketing content:*®

+¢ Proliferation of augmented and virtual
reality

+¢+ The evolution of word-of-mouth
% Marketing without marketing
% The power of user-generated content
% Inundation of customer data

X/ K/
*

K/

Proliferation of augmented and virtual
reality

Between the rapid pace of innovation in
display technology, mobile hardware, and
wearable lies the consumerization of augmented
and virtual reality. According to Perry Simpson
there are 5 growth areas in video that marketers
should watch, because video is changing in more
ways than anyone could have predicted. With
video set to play an increasingly important role in
the marketing landscape, businesses need new
ways to keep the channel engaging. Luckily for
marketers, these are the times of intense video
innovation.Brands are taking huge strides in the
areas of interactive video and virtual reality, and
consumers are loving it. Marketers can get in on
this action as well, but they may need to explore
some of the recent developments in the channel

before  inspiration  strikes. 360  Cam
(https://www.youtube.com/watch?v=NdZ02-
Qenso), Oculus Rift, Google Cardboard,

Interactive Videoand Live Streaming are five
videos video practices, that are changing the ways
consumers consume video content.

The evolution of word-of-mouth

> Perry Simpson, “5 Truly Game-Changing Aspects of
Modern Marketing”, September 29, 2015, Available
on:http://www.dmnews.com/direct-line-blog/section/1242/
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To generate conversation about the
brand—and especially recommendations of its
products—has long been a coveted outcome for
marketers. Unfortunately, the scale of this
discourse was largely out of the marketer's
control, or it was before social media came
along.Indeed, getting people to generate word of
mouth for your brand is vastly important,
especially considering that word-of-mouth media
amplifies paid media by 15%, according to the
Word of Mouth Marketing Association.

According to the Marketing Science
Institute (MSI), there are three signals marketers
can look for or create to trigger word of mouth
among  consumers:*®functional,  social  and
emotional.Functional ~ conversations,  Moore
explained, are factual and educational. These
dialogues, he added, provide the basic information
customers need to Dbetter interpret their
surroundings and make decisions. For example,
Starbucks introduced the Flat White to the U.S.
and Canada. To help familiarize North American
customers with the new espresso beverage,
Starbucks put explanatory signage in its stores.

Figure 3:Starbucks introduce the Flat White to
the U.S. and Canada

®Elyse Dupre, “How to Spark (and Sustain) Brand Love
and Passion”, 2015 Available on:
http://www.dmnews.com/direct-line-blog/how-to-spark-and-
sustain-brand-love-and-passion/article/419475/
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Source:
https://news.starbucks.com/news/starbucks-flat-
white-espresso-beverage

Social signaling occurs anytime a
consumer attaches themselves to a brand. This
attachment is obvious through displays of
affection such as carrying logo-emblazoned items
(e.g. a Starbucks tumbler or Whole Foods tote
bag) and uploading pictures (e.g., from their trip
to Disney World) to social sites, Moore said. By
associating themselves with a brand, he explained,
consumers are saying that they're like the brand,
and that brand is like them.

What happens when people are extremely
happy? They notify their social networks. Same
thing occurs when they're extremely frustrated.
But when people are indifferent, Moore said, they
don't feel the need to tell anybody. That's why, to
generate word of mouth, marketers need to get
their customers to feel an emotion, whether it's
happiness, sadness, empathy, or the just the urge

to giggle.
Marketing without marketing

The advent of social media saw the
evolution of an age-old human practice (talking)
in the form of word-of-mouth. However, as social
media has grown more integral in our daily lives,



so too has the phenomenon that is virility.
Through viral content, marketers can enjoy free
and widespread pseudo-promotion of their
campaigns and products. However,virility is
highly relative, and varies wildly between
consumer segments, often with little crossover. It's
an exceptional marketer who can catalyze, a viral
trend, and even when he does strike digital
discourse gold, control over those discussions is,
well, nonexistent. What marketers can do is
contextualize viral topics and trends for their
brand, thereby participating in the larger
conversations that are sweeping the Web on a
given day. Before this can happen, marketers
must be informed. For example Fueled by the
fandom and fervor around the planned Disney and
Lucasfilm holiday release of Star Wars Episode
VII:The Force Awakens, brands and celebrities
joined millions of Twitter users in celebration of
the informal Star Wars holiday: May 4.

The power of user-generated content
(UGC)

What better way to drive engagement than
to bring consumers in on content creation? This is
a question that undoubtedly made the rounds
during many marketing meetings of yore, but it
wasn't until the Internet democratized virtually
everything that UGC really started to
reverberate.The video game industry is perhaps
the most serial and effective practitioner in the
enabling of UGC, but many brands have tapped
this well of marketing gold as of late, including
Coke and Peanuts. One of the most recent
examples is the new campaign for "The Peanuts
Movie", which is slated for release November 6.
Charles M. Schulz's Peanuts comics strip featured
good ol' Charlie Brown and that loveable beagle
Snoopy—and now the franchise features fans of
Charlie and the gang.

Inundation of customer data

Marketers' access to customer data has
forever changed the art and science of marketing.
Never in the history of business have marketers
had such insight into their customers' behaviors
and preferences, their very identities. With this
data, marketers can now ensure their content is
deeply personal and relevant, bringing marketing
closer than ever to the one-to-one ideal. However,

35

with this abundance of data comes greater
responsibility and scrutiny for marketers in its
ethical handling. People used to say that money
made the world go ‘round, and that's still mostly
the case. But for marketers, the world runs on four
letters (d-a-t-a) that are often arranged in binary
code.“Data comes in all shapes and sizes,
allowing marketers to truly drill down into finding
those specific target publics, and target those
publics with very specific and ongoing offers or
calls to action.” Rodger Roese

These days, customer data is about as
ubiquitous as air or water. With the right
technology in place, marketers can know most
everything about shoppers, and those who they
want to become customers. As a result, consumer
culture has shifted, marketers have adapted, and
they continue to experiment in an attempt to
leverage thousands of gigabytes of data. “Before
the age of the Internet and smartphones,
marketing was arguably simpler,” says Gordon
Evans, VP of product marketing at Salesforce
Marketing Cloud. “There were a limited number
of mainly mass-market media channels, where
brands could talk at customers with campaigns,
but had little ability to be able to listen to what
customers were saying back to them and truly
engage them on a personal level.”This breadth of
data makes deep personalization a reality, but
many marketers are still working to keep up with
customer wants, habits, and information.
“Customer data is increasing in type, complexity,
diversity, velocity, and interdependence. The
result is today's marketing challenge: Adapt to
new ways customers are buying and interacting
with brands, sometimes simultaneously, across
devices, marketing channels, and in-store,” says
Nayda Kohl, SVP of business development at
marketing technology company PlacelQ.Before
exploring these new and creative data sets that
enable the deep personalization that customers are
growing to expect, marketers must first establish a
baseline of data to extrapolate on.

PURPOSE OF CONTENT MARKETING

“Traditional marketing talks at people,
content marketing talks with them”

For marketers, the digitization of business
has opened up a new world. No longer are they
forced to launch campaigns while blindly relying
on gut instinct and hoping for the best. Marketing
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and advertising campaigns that succeed do so by
integrating a range of intelligent approaches to
identify customers, segment, measure results,
analyze data and build upon feedback in real
time."’

Content marketing as a way of modern
marketing involves creating free materials such as
articles, videos, blogs, tweets and emails to inform
entertain and educate. The purpose is exactly the
same as traditional marketing and that is achieving
more leads and sales. But content marketing is
subtler, drawing people in rather than
broadcasting a message to them.'®*The traditional
marketing models tended to score the biggest wins
for those with the biggest budgets. Today, that’s
changing as whoever is creating the best content
and generating the most stimulating conversations
is winning. Content marketing is a powerful way
for companies to reach their customers and is fast
gaining traction among business to business and
business to consumer companies of all
sizes. According to a survey of more than 1,300
firms by digital publishing and training group
Econsultancy, 91% of respondents are using
content to market their products and services. And
54% cite increased engagement as the principle
value of content.™

The first and most obvious difference
between content marketing and traditional
marketing is the means of distribution.Traditional
marketing use the following mediums to get their
message out: %

e TV and radio commercials
« Newspaper and magazine ads
e Banner ads
e Direct mail
fliers
« Billboards and signs

advertisements, brochures,

" Forbs Insights, “Data driven and Digitally savvy:The rise
of new marketing organization”, the growing advantage gap
between data-driven and traditional marketing
approaches,2015, p.3, Available
on:https://www.turn.com/livingbreathing/assets/089259 _Dat
a-Driven_and_Digitally_Savvy

¥MavSocial | Social Media Marketing Software for
Business, Content Marketing Vs Traditional Marketing-
How They Compare, Available on:
http://mavsocial.com/how-content-marketing-rivals-
traditional-marketing/

19 http://mavsocial.com/how-content-marketing-rivals-
traditional-marketing/

20 Andrew Brown,” Content Marketing Vs. Traditional
Marketing”, 2015, Available
on:https://www.bluehost.com/blog/educational/content-
marketing-vs-traditional-marketing-5319
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Content marketing uses entirely different
distribution  channels.  According to Content
Marketing Institute, social media is the most
popular way to publish content, with 92 percent of
marketers using this tactic. Other popular
distribution methods include:

o Email newsletters

« Website articles

« Blog posts—either your own blog or guest
posts

« Infographics

« Videos, webinars, and podcasts

« White papers and ebooks

Both marketing tactics come with their
share of advantages and disadvantages

Figure. 4 Difference traditional and content
marketing
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Source:http://www.jonnetworkpro.com/w
p-content/uploads/2014/09/pr-vs-marketing-
infograph-e1411882710112.jpg

Some of the world’s most powerful and
successful  corporations including Microsoft,
Procter and Gamble and Cisco Systems are
focusing on content to communicate with their
consumers. An illustration of the importance that
some companies are attaching to it can be seen at
Coca-Cola. Content is central to plans to double
the size of its business by 2020.Jonathan
Mildenhall, VP Global Advertising Strategy and
Creative Excellence the Coca-Cola Company
said:“All advertisers need a lot more content so
that they can keep the engagement with
consumers fresh and relevant, because of the 24/7
connectivity. If you’re going to be successful
around the world, you have to have fat and fertile
ideas at the core.”


http://contentmarketinginstitute.com/2014/10/2015-b2b-content-marketing-research/
http://contentmarketinginstitute.com/2014/10/2015-b2b-content-marketing-research/

CONCLUSION

It is notable that world as well as business
environment has changed dramatically over the
years, and it is expected that the rules of
marketing will be changed too. Thanks to the
pervasiveness of technology solutions toward
proliferation of augmented and virtual reality, the
evolution of word-of-mouth, marketing without
marketing, the power of user-generated content as
well as inundation of customer data, it is easier to
rapidly reach out to customers and to receive real-
time feedback on the success of campaigns. At the
same time, data-driven marketing requires
changes in organizations—calling for new skills,
new processes and new ways of looking at
customer relationships. Marketing is no longer a
series of projects and campaigns, it is now an
ongoing process of engagement and learning.

“Make it simple.

Make it memorable.

Make it inviting to look at.

Make it fun to read.”

Leo Burnett
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PROMOTING PHYSIOLOGICAL
BENEFITS OF PHYSICAL ACTIVITY
AND SPORT

ABSTRACT

Today's research shows that exposure to
regular  physical activity stimulates certain
physiological and metabolic changes in the body that
are beneficial to human health. Some of the benefits of
regular physical activity include reducing the risk of
developing type 2 diabetes and metabolic syndrome, as
well as improving metabolic health at young people.
People who are physically active have better
cardiovascular system, stronger muscles, lower body
fat percentage and stronger bones. Physical activity
through sport is important for children and young
people for the proper development of the organism.
However, according to the World Health Organization
- WHO, lack of physical activity is the fourth leading
risk factor for global mortality, which not only affects
the general health, but also the direct and indirect
social and economic costs (due to medical expenses,
sick leave, etc.). Promoting the physiological benefits
of exercise and sport actually means enabling people
to increase control over their health and to improve it.
For that purpose, there is need for health education,
changing habits, attitudes and prejudices of the people
in order to improve people’s health at the highest
levels of the health scale.

Key words: health, cardiovascular system,
muscles, body fat, medical expenses, health education
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ITPOMOBUPAILE HA
OU3NOJIOIIKUTE MTPUIOBUBKH
O PUSNYKATA AKTUBHOCT "
CIIOPTOT

AIICTPAKT

JleHeTHUTE HMCTpaXyBama IMOKaKyBaaT JaeKa
M3JIO)KEHOCTa HA pEJOBHA (U3MYKA AKTHBHOCT
CTHUMYJIpa OfipelicHH (HU3HOJOMKA KM METa0OIHU
MPOMEHH BO OPTaHU3MOT KOM C€ KOPHUCHH 3a 3/[PaBjeTo
Ha 4oBekoT.Hekom on mpumoOMBKHTE O peJoBHATA
(bu3MYKa aKTUBHOCT CE PElyLUPAmHETO Ha PU3UKOT OJT
pa3Boj Ha TUN 2 qujaberec M METa0OJUYCH CHHAPOM,
KaKko M TOJ00pyBamke Ha MeTabOIHOTO 31paBje Kaj
miaaute. Jlyreto kom ce 3aHMMaBaaT co (huU3HUKa
aKTMBHOCT ~ WMaaT  T1ojo0ap  KapIuoBacKyJapeH
CHCTEM, TIOCHIIHA MYCKYyJIaTypa, MOHH30K MPOLEHT Ha
MacTH BO OPTraHM3MOT W TOjaku Kocku. Pu3nukara
aKTHBHOCT TIPEKy CHOpPTOT € OWTHa 3a Jeunara u
MIIQIUTE 32 MPaBUJICH pacT M Pa3BOj HA OPTraHU3MOT.
Cemnak, criopen CBerckara 37paBCTBEHA OpraHU3alH]ja
-C30 wuemocTuror ona (u3nMYKa aKTHBHOCT € YETBPT
BOJICYKH PU3WK (PAaKTOp 3a TiobaiHaTta CMPTHOCT KOj
HE caMO INTO BiIMjae Ha ONINTAaTa 3/PaBCTBEHA
cocroj0a, TyKy W Ha JUPEKTHHTE W HMHAWPEKTHU
OMNIITECTBEHH M EKOHOMCKH TpOIIONHu (Topaau
30PaBCTBEHH  TPOIIOLH, OonenyBame UTH.).
[MpomoBHpameTo Ha (PHU3NOIOIMIKUTE TPHIOOMBKU O
(u3nukaTa AKTUBHOCT M CIOPTOT  BCYIIHOCT
noJipa3doupa ocrocoOyBame Ha JIyfeTo Ja ja 3rojieMar
KOHTpOJIaTa HaJl CBOETO 3/IpaBje M Jia Io yHampeaar. 3a
Taa IeJ ce HaBelyBa TNOTpedara oJ 3ApPaBCTBEHO
BOCIIUTYBalkb€¢, MCHYBAlkhb€ Ha HABUKHUTE, CTABOBUTC U
npeApacyauTe Ha JyreTo co Iel Ja ce IMoIo0pH
3[paBjeTo Ha JyleTOo Ha HajBUCOKOTO HHUBO Ha
3[PaBCTBEHOTO CKAJIUIIO.

Kayunn 300poBH: 31pasje,
KapJMOBacKyJapeH CHCTeM, MYCKyJaTypa, MacTy,
3ApPaBCTBCHU TPOIIOIH, 3APaBCTBEHO BOCIIMTYBAKE


mailto:mimoza.stamenkovska@eurm.edu.mk
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BOBE]

AKTHBHHOT HAauyMH Ha J>XUBOT IIPETCTaBYyBa
HajToJIeM MPEIBOAHMK Ha MAaTOT KOH JIMYHOTO 3IpaBje
W BUTATHOCT Ha CEKOj YOBEK, HO MCTO Taka W Ha
MHTETPUTETOT HA €leH HAIMOHAJECH 3IpaBCTBEH
cucteM. JIBIKEHETO IpeTcTaByBa OCHOBEH BHJ Ha
¢u3uKa aKTUBHOCT. YOBEUKOTO TENO € M3rpajeHo 3a
aKTUBHOCT W 32 Ja OM (YHKIIMOHUPATIO MPaBUITHO,
¢u3uYKaTa aKTUBHOCT € HEONmXogHa. YOBEKOT BO
JaiedHOTO MHUHATO CE JIBMXKEN BO MpHpojaTa (JOBe,
o0OpaboTyBaJ 3eMja UTH.), 10JIcKa COBPEMECHUOT HAYUH
Ha XMBOT BO YypOaHaTa, TEXHOJOMIKH W TEXHHYKH
Oorata cpeguHa OCTaBa MAJIKy MOXXHOCTH Ha
COBPEMEHHUOT YOBEK 3a (PM3MYKA aKTUBHOCT, TAKa LITO
TOj JKHBEE BO YCIIOBHM Ha XHITOKWHE3H]a.

YmTe omamMHa ce TPEeTHOCTaByBaloO Jeka
¢u3nuKkaTta aKTUBHOCT M 3ApaBjeTO ce€ MOBP3aHH.
HajctaproT JOKyMEHT KOj TOBOPH 3a BJIHMjaHHUETO Ha
(m3nuKaTa aKTUBHOCT € €leH KWHecKu 3amuc (,,Kanra
3a MEIWIIMHATA Ha OJTHOT Kpaia ), BO KOj ce
CIOMHYBa JieKa KJIy4OT 3a JIOJT KHBOT € XapMOHHjaTa
CO TIpHpOjaTa W paMHOTEXKaTa Mely YMCTBEHHOT U
dusmuxuoT Hamop.* Bo craprot Puwm, mpes moseke o1
1.500 roauHu, mMo3HATHOT Jiekap 'aneH mpenwuiryBai
(m3nuKky BexOH, 32 J1a ce 3a9yBa 3/IPaBjeTo.

Bp3 ocHoBa Ha ronem Opoj Ha HCTPaXKyBama,
C30 cmeTa neka peoBHATa, HHAWBUAYAIHO JO3UpaHa
(¢u3MYKa aKTHMBHOCT BO TOjJeM OOEM IO INTUTH
OpPraHm3MOT O XpOHMYHHTE 3a0oiyBama Ha
COBPEMEHHOT CBET.”

3amaunte Ha  (QuU3MUKaTa
CIIOPTCKHUTE aKTHBHOCTH Ce:

e o00pyBake Ha  3/paBjeTO U
O/UVIOKYBalk€  Ha  MOYETOKOT HAa  XPOHUYHH
JiereHepaTuBHU OOJIECTH Ha CPIIETO, KPBHHUTE CaJIOBH,
OLITETYBal€ HA  MYCKYJO-CKEJIETHHOT  CHCTEM,
nujadeTec ¥ MEHTAJIHU HapyIIyBama,

® pazBUBamke |
onTuMaiHa QU3NIKa KOHUIIH]A;

® [I0/INTHYBAmbe Ha
CIOCOOHOCT Ha IIEJIOKYITHOTO OIIIETCTBO;

e [IOMOII BO CIIpeuyBameTo U Oopbarta
NPOTUB MYIIEHETO, NPEKYMEPHO KOHCYMHUpPame Ha
XpaHa, aJIKOXO0JI3aM U HapKOMaHHja;

AKTHUBHOCT n

ONlp)KyBambe  Ha

paboTHaTta

®ja yOnaxyBa rmojapara Ha
CTapeEHETO;
® 3rOJIEMYBakhe Ha (usnukara
CITOCOOHOCT Ha HACEICHUETO.
Cenak, crnopea Cserckara 3ApaBCTBEHA

opranmzanyja (C30), cefieTapHUOT HAYHH Ha KHUBOT CE&
Haora Mery JeceTTe BOJCYKH IPUUMHH 332 CMPTHOCT U

21 Milobratovic, M. (2012). Promoacija fizicke aktivnosti.
JHocramuo Ha https://prezi.com/hcqbf3z79z07/promocija-fizicke-
aktivnosti-milena-milobratovic/, ITpucraneso na [17.03.2016].

22 Studenti.rs. (2013).Promocija fizicke aktivnosti. loctanxo na
http://studenti.rs/skripte/medicina-stomatologija/promocija-fizicke-
aktivnosti/, ITpucranexo Ha [17.03.2016].
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naBamuauteT. C30 ja  cMmectyBa  (pusnmukara
HEAaKTUBHOCT Mel'y BOJCUKHTE (haKTOpU Ha PU3HK 3a
CMPTHOCT BO CBETOT Ha YETBPTOTO MECTO, 3a]
BHCOKHOT KPBEH TNPHUTHCOK, MYIICHETO U BHUCOKHUOT
kpBeH mekep. Ce mporieHyBa jeka roauirHo o 60 mo
85% onp Bo3pacHUTE BOJAT celeTapeH HAa4YMH Ha
KUBOT. [IpOCEYHHOT KaHIENAPUCKH CIIy’)KOEHUK BO
TEKOT Ha PabOTHHOT Bek , padorejku 40 rogmnan 1O §
win 10 yaca Ha feH ¥ 220 pabOTHU JIEHOBH TOJUIITHO,
Ke TIOMHHE TOJIHM JISCEeT TOJMHHU BO cellerbe, 0e3 aa ce
3eMe BO MPEIBU M BPEMETO 3a CENICHhe BO aBTOMOOUIL,
TeneBH30p M 3a BpeMe Ha 00pok.” HemoBonuara
(hm3MuKa aKTUBHOCT M MPEKyMEpHATa Te)KWHA BIIMjaaT
Ha TII0jaBaTa Ha IWBIJIM3AMUCKATE (XPOHUYHH)
Oornecrn.

Cratuctuukute mojgaTond Bo MakenoHuja
nokaxyBaaT geka 60,5% ox maxutre u 47,8% on
’KEHUTE Ha Bo3pacT Haj 20 rooMHH UMaatr 3rojeMeHa
TelecHa TexuHa, a okoiny 20% oa BO3pacHHUTE BO
Jp>KaBaBa ce CO OJIPEICH CTeIeH Ha aebenrHa, ITo BO
rojemMa mepa ce JODKM W Ha HepeJoBHaTa (hH3mdKa
AKTUBHOCT WJIM BOOIIIITO HEMPAaKTHKYyBamke (U3NIKa
aktuBHOCT.”

[Ipomonmjara Ha (hU3WUKaTa aKTHBHOCT U
CIIOPTOT € €/IeH Off HajTOJIEeMUTE jaBHO-3PABCTBEHU

Npeau3BULM  BO  JEHEIIHMIAara, Iopagd  IITO
KOHTHHYUPaHO ce padoTH Ha OONUKyBame U
MMIUIEMEHTAIlja Ha  CTpaTeTHH 32  HEJ3UHO

nojo0pyBame. JIyreTo He ce oJuTydyBaaT Ja 3all0YHaT
Jla BekOaaT wim Op30 ce OTKaXyBaaT, 3aToa IITO HE
uM e o0jacHeTa , Ha aJeKBaTeH HA4YMH , CMHCJIaTa U
[eNnTa Ha TPEHUHToT. Toa MmTo, HCTO TaKa € 3Ha4ajHO €
JeKa aKTUBHOCTa MpeTCTaByBa Hay4YeH CTHJI Ha
OJIHECYBame€ 32 KOj € IMOTpeOHa MOTHBaIMja Ja ce
3all04YHE W YMOPHOCT BO TOA Ja Ce€ HCTpae, WITO ja
HaBelyBa norpebaTa 3a 37pPaBCTBEHO BOCIHTYBAME,
MEHYBamhe Ha HABUKHTE, CTAaBOBUTE WM MpPEIpaCyIHTE
Ha JyfeTo 3apaiyd MOJWIHYBamke Ha 3/paBjeTO Ha
HACeJICHHETO Ha HAjBHCOKO HUBO Ha 3/IpaBCTBEHATA
cKauna.

1. ®uznonomxku epeKTH HA YOBEUKUOT
OpraHu3aMm oj (pM3M4KaTa aKTUBHOCT U
CIOPTOT

dusznuKka akKTUBHOCT € CeKOja pPeKpeaTuBHA U
KOHKYPEHTHA aKTHBHOCT KOja Ce OCHOBA Ha JIBIKCHA
U IPOMEHH Ha MoJok0aTa Ha TENOTO, CO LeN Ja ce
MOCTUTHE PE3yNTaT KOj 3aBHCH CaMO OJ JIMYHUTE

23 Skes, M. (2015). Promijenite Zivotni stil: sjedite manje - Zivite
dulje i zdravije! locranHo Ha
http://www.zdravljezasve.hr/html/zdravlje07_cuvari3.html,
[IpucraneHo Ha [16.03.2016].

24 Makdaxce. (2015). MakenoHuja cTaHyBa 3emja Ha neben Jyrle -
HEA0CTacyBa (1)I/I3I/I‘{Ka AKTHBHOCT. I[OCTaHHO Ha
http://tocka.com.mk/3/154636/makedonija-stanuva-zemja-na-
debeli-lugje-nedostasuva-fizicka-aktivnost, IIpucraneHo Ha
[16.03.2015].
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criocoOHOCTH Ha m3BemyBaumrte. Criopen HaBeleHaTa
neuHunMja, Mo GU3NYKa aKTHBHOCT ce MoIpa3oupa
CIIOPTOT KaKO HATIIpeBapyBayka (pM3MYKa aKTHBHOCT U
pekpeaTHBHH  (U3WYKH  aKTUBHOCTH. TepMHHOT
,peKpeaTuBHa ce ymoTpeOyBa 3a Ja ce HampaBH
pas3nrka BO OIHOC Ha (pU3MYKaTa aKTUBHOCT MOBp3aHa
co oxapenenu mpodecun. [lox MOMMOT CHOPT, Kako
eaHa o MaHu(decTanuuTe Ha (U3NIKaTa aKTHBHOCT CE
noapa3oupa opraHu3upaHo, OOMYHO HATIPEBAPYBAUYKO
0aBeme co PU3MUKa aKTHBHOCT (MPO(EeCHOHATHO MU
amatepckn).”

Criopenr OMOEHEPreTCKUTE KapaKTEPHCTHKH
CIOPTOBHTE MOXaT Ja ce Kiacupuuupaar Ha
CIIOPTOBH KOW KOPUCTAT JIOMHHAHTHO aepoOcH,
aHaepoOCH W MEIIOBHT, T.e. aepoOHO-aHaepOOCH
METa00IH3aM.

AepoOHuTe BE:KOM aKTUBHpAaT TOJIEMH TPYITH
Ha MYCKYJIM TIPH IITO C€ aKTUBUpaar Oemute ApoOoBH
u cpuero. Toa ce , Ha TpUMep: IMeEUIAYCHE, TPUAbE,
TUTMBAEkE, BO3CHE Ha BEJIOCHICH, TypH M TaHIyBambe.
3a Bpeme Ha aepoOHuUTE BexOM ce 3abp3yBa
JUINCHETO, TOrojieMa KOJMYHMHA Ha KHUCIOPOJ ce
BHECyBa BO OPraHM3MOT, c¢ 3a0p3yBa paborata Ha
CPUETO M C¢ MOTTHKHYBAa KpBHATa MUPKYJaldja, TMpU
TO 3HAa4YajHO ce momoOpyBa ominTaTa 37paBCTBEHA
coctoj0a u ja ctuMyupa paborara Ha Mo30KOT. OCBeH
TOa, acpoOHUTE BEKOU ce J0OpH 3a Mojo0pyBame Ha
KOHJIUIIHMjaTa U U3APKIHBOCTA.

3a pa3nwka Oj aepoOOHHUTE, aHACPOOHHTE
BeXOM aKTHBHpaaT Maia Tpylna Ha MYCKYJIH, Ha
MPUMED, IUTakhEe HA TETOBU HITH MCTerHYBambe. Criopen
€IHO HCTPaXyBame CIPOBEJCHO BO BaHKyBep BO
Kanama, Bo 2008 romuwHa, BO Koe ydecTByBase 155
JKEHH Ha BO3pacT oj 65 10 75 roguHu, OWII0 yTBPACHO
Jeka BeXOUTe KOM TH 3ajakKHyBaaT MYCKYJIHMTE
MOBOJIHO JielyBaaT Ha MHPHO peliaBakbe Ha
KOHQIIMKTH ¥ Ha OJP)KyBame Ha KOHIICHTpalujaTta.
OBue BexOM ce m00pM W 3a 3ajaKHyBambe Ha
MyCKyJlaTypaTa W TOJArOTOBKAa Ha OPTaHM3MOT 32
IIOCHUJIHHU Hal'IOpI/I.26

EHeprujata koja ¢ HEOMXO/[HA HA OPraHU3MOT
3a JONTOTpajHa (PU3MYKA AKTHBHOCT CO HHM30K WM
CpelicH WHTEH3UTET HacTaHyBa CO OKCHIalldja Ha
jaFHeXI/IHpaTI/ITe U MACTUTE, a BO PCETKU ClIydan H
MPOTEUHHTE. O6uuHo, Pa3noKyBamETO Ha
MPOTENHHUTE, KaKO HM3BOP Ha €Hepruja , ce CclydyBa
caMoO BO UCKJIYYUTEIHH CJIy4adl Ha TIaJyBame,
HEJIOCTaTOK Ha jarJIeXWApaTH WM Kaj MpPOJODKCHU
(U3MYKK aKTUBHOCTH KOM MOXKAaT Jia TPaaT ¥ HEKOJKY
JIcHa.

25 Miajilovi¢, M. i sar. (2016). Pojam fizicke aktivnosti.locranno
Ha http://www.besplatansport.com/sportski-blog/sportski-trening,
Ipucraneno Ha [17.03.2016].

26 Poslovi Infostud. (2016). Kako fizicka aktivnost uti¢e na psihu i
mozdane aktivnosti. TocramHo Ha
https://poslovi.infostud.com/savet/Kako-fizicka-aktivnost-utice-na-
psihu-i-mozdane-aktivnosti/267, ITpucramneno Bua [17.03.2016].
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BHumanneTo Ha cBeTCKaTa jaBHOCT 32
¢u3MUKaTa HEAKTUBHOCT KaKO PU3UK (aKTop 3a MojaBa
Ha cpueBu 3a0oinyBama IO TpHBIEYE  €IHO
HUCTpaXyBamkbe  HA  JIOHJOHCKUTE  BO3a4d U
WCTpaXXyBamara HampaBeHH Bo 1954 rommHa. Bo
HCTPaXyBamETO OWjla HalpaBeHa cropenda 3a mojasa
Ha KOpoHapHU OosecTH Mery KOHAYKTEpHTE U
Bozaunte. KoHnmykrepure Kom Owmine  (u3WdKu
MOaKTUBHU of Bo3aunte umane 3a 30% mnoHucka
CTalka Ha 3a0oiyBama. Bo3auute 3abomyBase mopaHo,
a cTamnkara Ha MOPTAJIMTET 3a BpeMe Ha MPBHOT CPIICB
Hamang Owna ABOjHO  morojema. Jlyrero  kou
3all0oYHyBaaT M Ce€ HCTPajHM BO MporpaMara Ha
yMepeHa (pu3MYKa aKTHBHOCT MOXAaT Ja ja momoopat
apTepucKaTa MPOMYCTIUBOCT W HaMallaT PU3UKOT O
nHpapKT Ha MUOKaPJIOT.

PegoBHara u ymepena ¢usnuka akTHBHOCT
UMa CHJIHO TO3UTHBHO BIMjaHHE HA YOBEYKOTO
3npagje. Ilocrojar MHOrY pa3MYHM MEXaHU3MHU CO
KOM  BexOamero  jgenyBa  OJaroTBOPHO  Ha
(hYHKIIMOHUPAKETO HA OPTraHU3MOT, BKIYUIYBajKH TH
edekTuTe Ha  METAa0OMMU3MOT HA  IJIUIIHJWTE,
APTEPUCKUOT TPUTHCOK, (PyHKIHMjaTa Ha EHIOTENOT,
Ba30/IMIIATAIH]a, KoaryJaiuyja, (hubprmonu3a,
OCETIIMBOCT HA MHCYJIHH U TEICCHHOT COCTaB.’

[ToctojaT OpojHYU (HU3MOJIOMIKA TPUIAOOUBKU
ol (u3MUKaTa aKTUBHOCT Ha KapAHOBACKYJIAPHUOT
cucTeMm, Tpen ce', Taa ja ToHOOpyBa MYyCKyJTHaTa
¢yHKIMja W cWiaTta, Kako M CIIOCOOHOCTa Ha
OpraHu3aMoT J1a TO BHECYBa W KOPUCTU KHCIOPOJOT
(MakcuMallHa ~ KHCJIOpOJHA  MOTPOIIyBauka WK
aepoben  kamanuter). Co  3roleMyBameTo  Ha
TPAaCHIOPTOT U UCKOPHCTYBAHETO HA KUCIOPOJOT, Ce
OJICCHYBa HW3BPIIYBaETO HA JHEBHUTE AKTHBHOCTH,
mMTO € OCOOCHO BAKHO 3a TMAIMEHTHTE CO
KapJAMOBacCKyJapHu  OoJjiecTH, OHWACJKM  HHBHHOT
KanaluTeT 3a BexOame € THIUYHO TIOHU30K 3a
pasnuka oja 3/ApaBUTe JIMYHOCTH. McTo Taka,
UCTpaKyBamaTa TMOKKAIE JieKa BEKOABETO TO
noJ00pyBa KamalMTeTOT Ha KPBHHUTE CaJlOBU Ja ce
[IMpaT Kako OJrOBOP Ha BEXOAmHETO MIIM XOPMOHHUTE,
BO COIIACHOCT CO TOMo0pyBame Ha (yHKIMjaTa Ha
KJICTOUYHHOT SHJ Ha KPBHUTE CaJ0OBU U MOJ00pyBame
Ha crmocoOHOCTa na ce o0e30equ KWCIopoa Ha
MYCKYJIHTE 32 BpeMe Ha BexOameTo.”

Ottyka, penoBHata (u3HYKa aKTUBHOCT TO
HamallyBa KPBHHOT TPUTHUCOK Ha JyfeTo BO CpeiHa
WIM NOOJMHHATA >KMBOTHA 100a, MOCEOHO OHME KOM
nMaaT MOKa4yeH MNPUTHCOK. McTo Taka, JOKaXaHO €

27 Lee, C. (2003). “Physical activity and stroke risk: a meta-
analysis”. Stroke, Vol. 34, No. 10, pp. 2475-2481.

28 Myres, J. (2016). Exercise and Cardiovascular Health.
Iocramno ua http://circ.ahajournals.org/content/107/1/e2.full,
Ipucraneno Ha [17.03.2016].



http://www.besplatansport.com/sportski-blog/sportski-trening
https://poslovi.infostud.com/savet/Kako-fizicka-aktivnost-utice-na-psihu-i-mozdane-aktivnosti/267
https://poslovi.infostud.com/savet/Kako-fizicka-aktivnost-utice-na-psihu-i-mozdane-aktivnosti/267
http://circ.ahajournals.org/content/107/1/e2.full

JIeka aKTUBHOCTA, Kako IITO € TMeMIaYyeheTo, Io
HAMAaJyBa CHCTOJHHOT IPUTHCOK Kaj CTapHTe JTHIa. >
AKTHBHOCTa, HUCXpaHaTa W TYOUTOKOT Ha
KHJIOTPaMH 3aeJTHO MIPUIOHECYBAAT 32 HAMATyBamke Ha
LDL xomecTeponoT mo3HaT Kako ,,JIOIM XOJECTePOII,

JIoJIeka  peloBHATa  aKTUBHOCT, a  1moceOHO
JIONITOTPajHOTO WIH WHTEH3UBHO BexxOame
MpHUIOHEeCyBaaT 3a  3romeMmyBame Ha  HDL

XO0JIECTEPOJIOT, MO3HAT KaKo ,,J00ap XOJIecTepos™, Koj
ro cobupa XONIeCTeposoT OJ apTepuuTe U IO
IIPEHECYBa BO LIPHUOT APOO, CO LIEN ja & OTCTPAHH Ol
TEJNOTO.

Criopenr ucTpakyBamaTa, peioBHATa (PU3NUKA
aKTUBHOCT M TPEHHMHI ja HaMmalyBaaT MHCYJMHCKATa
PE3UCTEeHIIMja U TOJIepaHIujaTa Ha Tiryko3a. Toj edekr
Ha BeXO0ameTo € MoceOHO BaXKeH 3a roja3Hu JIyfe U Ha
THE CO WHCYJHMH-He3aBUCeH aujaberec. Bucokoro
HUBO Ha MaCTH BO KPBTa ja HaMallyBa CIIOCOOHOCTA 3a
JIOCTaBYBamh€ Ha TJIMKO3a BO MycKynuTe. BoszpacHure
KOU PEJIOBHO C€ aKTUBHU umaat 42% momai pu3uK of
nojaBa Ha mujaGerec. ™

[locnennure ronuHu uMa ce’ TMOBEKE AOKa3u
JIeKa aKTHBHUOT JKMBOTEH CTHJ € TIOBp3aH CO
HaMallyBalke€ Ha PH3ULUTE OJf MOCAWHU MAJIUIHU
3abomyBama. HajaecTo e ucruTyBaHa BpckaTa oMery
aKTUBHOCTa W KapIWHOMOT Ha Ae0eNoTo HpeBo M
3aKIy4eHO € JieKa aKTUBHOCTa T'0 CKpaTyBa BPEMETO
Ha JelyBamke Ha MOTECHIMjATHO KaHIEPOICHUTE
cyncraniuu. Kora Owiie cropeneHd eQeKTUTe Oj
AKTUBHOCTUTE IO WHTEH3UTET, OWJIO YTBPJCHO JcKa
HallOPHOTO BekOame IO HaMalyBa PHU3UKOT OJ
KapIMHOM Ha mpoctara 3a 30%, a xeHuTe Kou Oue
aKTUBHM BO MJQJl0CTa MMaaT IoOMajla ImaHca Ja
3a00jaT O pak Ha JOjKUTE U PENpOAYKTUBHHUTE
OpraHu O )KEHUTE KoM Omiie (pU3NIKN HEaKTHBHU.

Pesynrature Ha aHaJIU3UTE OKOILy
MOBP3aHOCTa HA TEJlecHaTa aKTUBHOCT M XPOHUYHUTE
OosecTH yKaxyBaaT JeKa BO OJHOC Ha TEJIECHO
HCAKTUBHUTC JIMIIAa, TCICCHO AKTHBHHUTC JIMIla MMaaT
3HAQUUTENIHO TIOMall pPHU3UK 0j 3a0oiyBame Ol
Haj3a4eCTeHUTE KOPOHAPHU OOJIECTH Ha JICHEIIHHULIATA,
Ha MpHUMeEp, 0]l KOpoHapHU OoJyecTu Ha cpueto 3a 21-
29%, Mo30ueH yaap 22-29%, pak Ha 1e0eI0TO IPEBO
27%, pak Ha Oenute apodoBu 23%, pak Ha mojka 12%,
actMa 12% u nypu 3a 31% on mekepHa Oonect TUM 2.
3a JunaTa KoM TEKOT Ha XHBOTOT IO MPOBEILYBaaT BO
(¢u3NUKa aKTUBHOCT CO yMEpPEH  HMHTEH3UTET, BO
Tpaewe 0n 150 MuUHYTH HEIENmHO, AOKaXKaHO € JeKa
»kuBeaT 3-3,5 roguHU HOAOJI'0 BO OZHOC Ha TEJISCHO
HCAKTUBHUTEC .]'II/IHa.sl

29 Studenti.rs. (2013). Promocija fizi¢ke aktivnosti. loctanso Ha
http://studenti.rs/skripte/medicina-stomatologija/promocija-fizicke-
aktivnosti/, TTpucraneno ua [17.03.2016].

30 Studenti.rs. (2013). Promocija fizi¢ke aktivnosti. loctanso Ha
http://studenti.rs/skripte/medicina-stomatologija/promocija-fizicke-
aktivnosti/, ITpucranexo xa [17.03.2016]

31 Skes, M. (2015). Promijenite Zivotni stil: sjedite manje - Zivite
dulje i zdravije! Tocranuo Ha
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Odu3nukaTa aKTUBHOCT IOMara H®  BO
JICKYBakbETO Ha HEKOW MEHTAIHU HAPYIITyBamka, KaKo
mro € Jenpecujata. KakBo € BiIMjaHHETO Ha
(m3uUKaTa aKTUBHOCT OMIIO MOKaXaHO W CIOpEX
ncTpaxyBamara cropoeneHn Bo CAJl (tpm  of
CeBepna Kaponmuna m emno on Ilopumja) Bo 1999
rOJIMHA HA TIAIIMEHTH KOW TMaTaT O TEIlKa JenpecHja.
[MarmenTure Owiie MOAENICHW BO TPH TPYIH, OJ KOU
e/HaTa rpyna 1o0uiia KIacu4YHU JICKOBU 3a JIeTpecH]a,
Jpyrata Owia TMOAJOXKEHa Ha pPEJOBHU (HU3UUKU
BEXOW, a TpeTara e JieueHa BO KOMOHWHAITH]a CO JIEKOBU
u BexxOame. Pesyntatute mokaxane geka (uinukara
aKTUBHOCT € HajeKacHa W Toa HE camo IITO
MPOLIEHTOT HAa H3JIEYCHH TMAalMeHTH OWJ HajToJIeM,
TyKy W TPONEHTOT Ha TMOBTOPHO 3aboiieHn Oui
HajMai.

Cmuka 1. Edextn Ha pasnu4HA BHIOBH Ha
Tepanuja Kaj manueHTy 3a00JIeHN o] IenpecHja

100% .
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80%-| )
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Uzsop: Poslovi Infostud. (2016). Kako fizicka aktivnost
utice na psihu i mozdane aktivnosti. [locramuo Ha
https://poslovi.infostud.com/savet/Kako-fizicka-
aktivnost-utice-na-psihu-i-mozdane-aktivnosti/267,
IIpucraneno na [17.03.2016].

Ou3nuKkaTa aKTUBHOCT € MCTO Taka OMTHA U 32
NpaBWJICH PacT M pa3Boj Ha jaenara. /lemara xou ce
(U3MYKM HEaKTHUBHM 4YeCTO ce OOJNHHM, T0ja3HH,
JETIPECUBHU W CKJIOHH KOH pU3WYHU OJIHECYBamba,
KaKo IITO C€: HACWICTBO, MYIICHE U KOH3YMHPAmE
AJIKOXOJI MJTH JIpOTa.

Hakparko kaxkaHo, edektute ox (usznukara
aKTHBHOCT ce:>

Tepanuja peskGarme U JIEKOBH

http://www.zdravljezasve.hr/html/zdravlje07 cuvari3.html,
Ipucraneno xa [16.03.2016].

32 Poslovi Infostud. (2016). Kako fizitka aktivnost utice na psihu i
mozdane aktivnosti. locramso Ha
https://poslovi.infostud.com/savet/Kako-fizicka-aktivnost-utice-na-
psihu-i-mozdane-aktivnosti/267, TTpucraneno ua [17.03.2016].

33 B92. (2014). 7 stvari zbog kojih je redovna fizicka aktivnost
dobra. Tocranuo Ha
http://www.b92.net/zdravlje/vesti.php?yyyy=2014&mm=11&nav
1d=928625, ITpucraneno ua [17.03.2016].
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® ja KOHTpOJHpa TeJeCHATa TeXKHHA,

e cc OoOpy TPOTHB 3PABCTBEHUTE
cocTojOu u bonectw,

® T0 MOI00PYBa PACIIONOKEHUETO,

® ja 3roJieMyBa eHeprujata,

® I'0 OJICCHYBA 3aCIHBAbETO,

® 10 110100pyBa CEKCYaTHUOT KHBOT,

e OUTHA € 3a MPaBWJICH PacT U pa3Boj
Kaj Jernara.

2. I'nobasnu npenopaku Ha CBercKara
31paBCTBEHA OPraHU3alMja 3a MPUMeHa Ha
(pU3MYKH M CIOPTCKH AKTUBHOCTH Kaj CBEeTCKATA
nomyJamnuja

I'moGamaure mpenopakm Ha  CBerckara
3IpaBCTBeHa opranusanyja ox 2010 roaunHa 3a
MprMeHa Ha (PU3WYKH U CIOPTCKH AKTUBHOCTH Kaj
CBETCKaTa MoIyJalnja ce MOACICHU CIIope]l BO3PacHU
ICPyIH U TOA:

° Meua u mnaou (5-17 zoounu)

3a gmema W MiuagM  (QU3MYKAaTa AKTUBHOCT
BKIydyBa WIPH, CIIOPTCKH aKTHBHOCTH, OJICHe,
Tpuame, pekpeanuja, (Qu3uuko  oOpa3zoBaHUE,
IUIAHUPAbe Ha BEKOWTE W CHTE aKTHBHOCTU KOU CE
CIIPOBEyBaaT BO COCTAaB Ha CEMEjCTBOTO, YUHJIMIITATA
W 3aeTHUIIATA.

[Ipenopakute 3a pu3nyka akTUBHOCT , BO OBa
noba, co Kou ce moao0pyBa cplieBo-0enoapooHaTa U
MYCKyJIHa KOHJIWIM]ja, 3/IPaBjeTo Ha KOCKHTE, Kako U

Onomapkepure 3a CPLIEBO-BAaCKYJIAPHOTO u
MeTaboIMYKOTO 37paBje ce:

. HajManky 60 MuHYTH  (U3NIKH
aKTHBHOCTH YMEPEH JI0 CHJICH HHTEH3UTET Ha JICH,

. ¢u3nuKaTa akTHBHOCT mojionra ox 60
MHHYTH [JHEBHO o00e30emyBa JoJaTHa KOPHUCT 3a
31IpaBjeTo,

o MOTOJIEMHOT JeT O] BeXOHTE 32

¢u3nuka axTUBHOCT Tpeba ma Oumat aepoOHH.
Hajmanky 3 matm HemenHo Tpeba Ja ce BKIyYH
MOCHJICH MHTEH3UTET Ha (PrU3MYKa aKTHBHOCT (TH jaKHe
MYCKYJIUTE U KOCKHTE).

[IpunobuBkuTe Ha (hU3MIKaTa aKTHBHOCT BO
OBa )KMBOTHO J]00a c€ MHOTYKPAaTHH, & MOXXHUTE PHU3UK
(dakTOopu MOXaT Ja ce CIpedaT CO 3rojeMyBame Ha
WHTEH3UTETOT Ha aKTMBHOCTUTE, OCOOCHO Kaj Jeua u
MIaad KOW Owiie TpeTXOoAHO HeakTuBHH. Kaj
AKTUBHOCTUTE KOW HOCAT PH3HK O] TOBpEeIu €
noTpeOHO /a ce HOCH 3alTUTHA omnpema (Ha MpHuMep,
KallUTY, IITUTHWIIK, TOcCe0HAa OIIpeMa HTH.).

. Bospacuu nuya (18-64 zoounu)

Kaj Bo3pacHuTe nmna Qusnykara akTHBHOCT
BKJTy4yBa aKTHBHOCTH BO TEKOT Ha cJI000AHOTO BpeMe,

34 Skes, M. (2015). Promijenite Zivotni stil: sjedite manje - Zivite
dulje i zdravije! Tocranuo Ha
http://www.zdravljezasve.hr/html/zdravlje07_cuvari3.html,
IMpucraneno Ha [16.03.2016].
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TpaHCHOPT (Ha IpuUMep, INelladyere HIN BO3EHE Ha
BEJIOCHIIE]), aKTUBHOCTH Ha padoTa, M3BPILYBamkE HA
JOMAIlHU  3afayd, WIPU, CIOPTOBH, IUIAHUPAHO
BexOame 1 CUTE aKTUBHOCTH KOH C€ CIIPOBEAYBaaT BO
COCTaB Ha CEMEjCTBOTO, YUMJIMINTATA U 3aCTHHULIATA.

[Ipenopakute 3a ¢u3NUKa aKTUBHOCT BO OBa
moba, co mTo ce moaodpyBa cpueBo-OeroapodbHaTa u
MYCKyJTHa KOHIWIIHja, 3ApPaBjeTO Ha KOCKHTE, a Ce
HamallyBa PH3HMKOT O]l 1I0jaBa Ha He3apa3HU XPOHUYHH
0oJecTH U lenpecHja ce CIEIHNTE:

o HajmManky 150 wmwmHYTH aepoOHHU
(U3MYKYM aKTUBHOCTH CO YMEPEH MHTCH3UTET BO TEKOT
Ha HeJenaTa WIM HajMalKy 75 MHHYTH aepoOHH
(M3NYKH aKTUBHOCTH CO CHJICH MHTCH3UTET BO TEKOT
Ha HelenaTa WIM EKBUBICHTHAa KOMOHMHaLMja Ha
(U3MUKK aKTUBHOCTH CO CPENICH U CUJICH HHTEH3UTET,

. aepoOHHUTE (PUBMYKH aKTHBHOCTH O
Tpebasio fa ce CpoBeayBaaT BO HHTEPBAIH BO TpacHke
on Hajmanky 10 MUHYTH,

. 32 Ja ce OCTBapH JOIOJHHUTEIIHA
KOPHCT 3a 3[IpBjeTO, BO3pacHUTE Tpeba 1a ja 3roieMar
cBojaTa aepoOHa (U3UYKa AKTUBHOCT CO YMEPCH
uHTeH3uTeT Ha 300 MuHyTH HepenHo win 150 MuHYTH
HeZlemHO aepoOHM (HU3MYKH aKTUBHOCTH CO CHIICH
WHTEH3UTET WIM CKBUBAJIEHTHA KOMOHMHaLHMja Ha
(U3MYKKA aKTUBHOCTH CO YMEPEH U CHJICH UHTECH3UTET,

. BO AaKTHBHOCTUTE 3a jaKHEHE Ha
MYCKyIUTe, OM Tpedallo /a ce akTHUBHpaaT HajrojieM
el oA MYCKyJIWTE JBa IaTh WIM IOBeKe MaTu
HEJICITHO.

. Cmapu nuua (65 u nogexe 200unu)

Kaj sumara om 65 roaMHM W MOCTapw,
¢u3nUKaTa akTUBHOCT BKJIy4yBa aKTUBHOCTH BO TEKOT
Ha Cil00OMHOTO BpeMe, TpaHCHopT (Ha MpuMmep,
nelavehe WIH BO3CeHe Ha BEJIOCHIIE), aKTUBHOCTH Ha
pabora, u3BplLIyBame Ha [OMAIIHU 3a]add, WIPH,
CIIOPTOBH, IJIAHUPAHO BEXOAmE U CUTE AKTUBHOCTH
KOM C€ CIPOBEAyBaaT BO COCTaB Ha CEMEjCTBOTO,
YUWIMIITATA U 3a€THULIATA.

IIpenopakute 3a ¢u3MUKa aKTUBHOCT BO OBa
no0a, co MITO ce yHampeayBa MYCKYJHATa W CPIIEBO-
BacKyJjlapHaTa KOHAWIIMja, 3ApaBjeTo Ha KOCKUTE U
(YHKLIMOHAIHOTO 31paBje, Kako M HamalyBame Ha
PHU3UKOT O] T0jaByBame HAa HE3apa3HW XPOHHYHH
OoiecTH, jgenpecdja W TYOUTOK HA KOTHHTHUBHHTE
CIOCOOHOCTH Ce€:

- crapure Jnuna ©Oum  Tpebaso  ga
npaktukyBaar 150 MuHYTH HemenHO —aepoOHHM
(U3NYKH aKTHBHOCTH CO YMEPEH HMHTCH3HTET WU
OapeMm 75 MuUHYTH aepoOHM (M3NYKH AKTUBHOCTHU CO
MOCWJIEH HMHTEH3UTET WM TaK eKBUBAJICHTHA
KOMOWHaNMja Ha (PU3NYKUTE aKTUBHOCTH CO YMEPEH U
CHJICH UHTCH3UTET,

- aepoOHHTE  (U3WYKH  aKTHUBHOCTH
Tpeba Ja ce M3BPIIYBaaT BO MHTEPBAIU BO TPACHE OJ1
HajManky 10 MuHyTH,

o 32 Ja ce€ OCTBapH [OIOJHMUTENIHA
KOPHCT 3a 3/paBjeTo, CTapuTe Juila Ou Tpebayio 1a ja
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3rojieMaT CBojata aepoOHa (U3MYKAa AKTUBHOCT CO
yMepeH unTeH3utet Ha 300 MuHyTH HenenHo win 150
MUHYTH HEIENHO aepoOHM (PU3NYKH AaKTUBHOCTH CO
CWJICH WHTEH3UTET WIN EKBUBAJICHTHA KOMOWHAIHja
Ha (U3NYKH aKTUBHOCTH CO YyMEpeH W CHIIeH
WHTEH3UTET,

® TIOMaJIKy ITOJBIKHUTE TTOCTAPH JINIA Tpeda
Jla W3BpIIyBaaT (pU3MYKa aKTUBHOCT TPU WJIM IMOBEKE
JeHa BO Hemenara, cO Iel Jla Ce BOCIOCTaBH
paMHOTEXa U Jia ce CrpeyaT MOYKHH MaI0BH,

® BO aKTHBHOCTHUTE 32 jaKHECHE Ha MYCKYJIUTE
Ou Tpebamo Ja ce BKIyYaT HATOIEM [N OJ
MYCKYJINTE J[Ba TaTH WX TIOBEKE IMaTH HEJETHO.

e CTapuTe JUIa KOM He ce BO MOKHOCT Ja ja
W3BpIIYBaaT NpenopayaHaTa KOJIMYMHA Ha (QHU3MUYKa
aKTHUBHOCT, TIOpagyl 3APAaBCTBEHH MPUYHHH, OH
Tpebarno aa 6umat GU3NIKU aKTHBHH BO COTJIACHOCT CO
HUBHUTE CIIOCOOHOCTH | 3[IpaBCTBEHATA COCTOj0a.

3. Ilpomonuja Ha pusnogOMIKHTE
NpuAoOUBKH 01 (PU3UYKATA AKTUBHOCT U CIIOPTOT

[Ipomonjara Ha (U3HYKUTE AKTHBHOCTU €
€/IeH O] HajrOJIEMHUTE jaBHO-3/[PABCTBEHU MPEIN3BUII
BO JICHEIIHUIIATa, Ma TOpaad TOAa KOHTHHYHUPAHO Ce
paboTH Ha OOJMKyBake M HUMIUIEMCHTAIlMja Ha
CTpaTernd 3a Hej3WHO TomoOpyBame. Dusnukara
aKTHBHOCT HE € CcaMO 3HayajHa 3a 3a4yBYBambe U
yHamnpeayBame Ha 3[paBjeTo Ha MOoeIuHeNoT, TYKy Taa
ja 3rojeMyBa M MPOJYKTUBHOCTA Ha HACEJICHUETO U TU
HaMayyBa MEIMIMHCKUTE TPOLIOIM 3a 3/1PaBCTBEHA
3amTara Ha efHa japkaBa. Ho, u mokpaj pa3nudHuTte
WHUIIWjAaTHBH, pPAaclpocTpaHeTocTa Ha (Quinykara
HEaKTUBHOCT CEYIITE € MHOTY BHUCOKA, IITO YKa)XyBa
Ha oTpedaTa 3a MOWHAKOB U CUCTEMATCKH MPUCTAIL.

Caerckara 37paBcTBeHa opranuzanuja, Ha 10
Maj 2002 roawHa MOJWTHANA TIIO0ATHA WHHIIMjaTHBA
3a o0eneKyBambe Ha MEI'yHapoJeH JIeH Ha (u3uYKaTa
aKTHUBHOCT, CO Il Ja ce€ TOJWrHe CBecTa Kaj
LEJIOKYITHATa CBETCKa IMOIyJanyja 3a 3HAYEHEeTO M
BOXHOCTa HAa pEIOBHUTE (U3MYKU AKTUBHOCTU BO
HAaCOKa Ha 4YyBaWme M YHaNpeayBame Ha JJ00pOoTO
31paBje u 0y1arococrojoa.

Hajuect mpobnem kaj ceneTapHuTe IULA €
n300pOT Ha BHCTHMHCKAa IIporpama 3a MOYETOK Ha
¢u3nMUKaTa aKTHBHOCT TIO JOJTOTPajHUOT TEPHOJ Ha
HEaKTHBHOCT - HM300p Ha BHUIOT, HMHTCH3UTETOT M
¢dpexdennmjara Ha ¢u3nukara AKTUBHOCT.
[penopakuTe 3a HHTEH3UTETOT HA (PU3NYKA AKTHBHOCT
ce pa3MKyBaaT BO 3aBHCHOCT OJ] BO3pacHaTa rpyna Ha
KOja mpumnara nmoeJuHenoT, MPETXOAHOTO UCKYCTBO BO
BexOame, Kako ¥ HUBOTO Ha (PU3MYKA MOATOTBEHOCT.
[penopauanara (u3MYKa aKTHBHOCT 3a Pa3IMYHU
BO3pacCHM TIpPyNud 3aBUCH M OJ MOMEHTajgHara
30paBCTBeHa W (U3MUKa COCTOj0a HA MOEAMHENOT, a
Kaj HeKoW Jmla (Ha MpHUMEp, XPOHUYHO OONHHU) ce
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mperopadyBa U KOHCYJITaIMja co JJOKTOP BO BPCKa CO
(u3nYKaTa aKTUBHOCT.

[IpomoBupameTo Ha ($u3NOoIOIKNTE
MPUAOOMBKU 07 (PU3NUKaTa aKTHUBHOCT M CIIOPTOT
BCYIITHOCT MOApa3z0oupa ocrocoOyBame Ha JIyreTo 11a ja
3rojieMaT KOHTpoJIaTa HajJ CBOETO 3/ApaBje U JAa TO
yHampenar. 3a Taa IeJI ce HaBeayBa morpebarta of
3IPAaBCTBCHO BOCIUTYBamkhE, MECHYBamhe HAa HABUKHUTE,
CTaBOBUTE WM NpeApacyAuTe Ha JIyleTo, co el Jia ce
mo00pu 37paBjeTo Ha JIyf'eTO Ha HAjBUCOKOTO HHMBO
HA 3/IPABCTBEHOTO CKAITUIIO.

MeToan 3a mpoMOBUpame Ha (hU3MYKara
aKTUBHOCT W  3APaBCTBEHO  BOCIHTYBalbeé  Ha
TIOMyJTALAjaTa Ce OPraHU3MPAEHE HA CIICIHOTO:

e TmpelaBama - KaKo HajcTapa MeToJa BO
dhopmarHOTO 00pa3oBaHUe,

e pabora BO Maiu
COKpaTCcKa METO0/1a),

® 3]pPaBCTBCHU TPUOWHH, IITO MPETCTABYBA
TpyIMHA METO/Aa, Koja Moapa3dupa H3I0XKYyBamke Ha
OJIPE/ICHHU 37IPAaBCTBEHO-BOCITUTHU TEMH,

® METOJI Ha IEMOHCTpAIINja,

e KaMmamu BO KoM OM  ydecTByBaie
npercefarel, HEKoj IIO3HAT CIIOPTUCT, JICKapH,
MEIWIUHCKA CECTPH, MpeTceaaren Ha CHOPTCKU
KITyOOBH, COIICTBEHHIIM Ha CIHOPTCKH DPaOOTHITHHIIM,
Kako M [Jela, Y4YEHULIU OJI OCHOBHU U CpPEIHU
YVUUJIMIITA, POUTEINH, 0a0H, JCTOBIIH.

I[Ipy  37paBCTBEHOTO  BOCIWTYBAaWkE  HA
HACEJICHHETO, TPH CIPOBEAYBAkE HA HEKOH O]
METO/IUTE 3a 3[PAaBCTBCHO BOCIUTYBAHE MOXKE Jia ce
KOPHUCTAT CIICTHUTE CPEJICTBA:

e 3/IpaBCTBEHA U3J0XK0a,

® MeYaTeHU CPEJCTBA: IUIAKATH,
MpOMaraH;y, MPaKTUKYMH, OpOIITypH,

e CcpeJICTBaTa 3a jaBHO MH(GOPMUPAE.

Lennata rpyma Ha 34paBCTBEHO-BOCIIUTHATA
pabora ce:

® 3/IpaBCTBEHOTO BOCIIUTYBakhe K OJHOCOT
KOH (H3MyKaTa aKTHBHOCT Tpeda aa 3amovyHe BO
CEMEjCTBOTO;

e VUMJIMINTATa, Kajae Jernara Tpebda IMpeKy
opraHusMpaHa pa0doTa Ja ce 3al03HaaT Co BIUjaHUETO
Ha (U3UUKaTa aKTHBHOCT, a HE CaMO Ha YacOBHUTE IO
¢u3nuko 00pa3zoBaHue;

e paboTHuTe MecTa KoW Oapaar mojonra
CTaTHYHA WJIM CeJeUKa I10J105K0a;

e crapure JMIa, OHICJKM THE KOH Ce
PEKPEATUBHO aKTUBHHU I'l HaMallyBaaT MOXXHOCTUTE O[]

rpynu  (ycoBplleHa

JIETOLIH,

35 Makdaxe. (2015). Makenonuja cTanyBa 3eMja Ha Je0enH yre -
HeJocTacyBa (pU3NYKa akKTHBHOCT. JlocTamHo Ha
http://tocka.com.mk/3/154636/makedonija-stanuva-zemja-na-
debeli-lugje-nedostasuva-fizicka-aktivnost, ITpucraneHo Ha
[16.03.2015].

36 Milobratovic, M. (2012). Promocija fizicke aktivnosti.
IocramHo Ha https://prezi.com/hcgbf3z79z07/promocija-fizicke-
aktivnosti-milena-milobratovic/, ITpucraneno na [17.03.2016].
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rmojaBa Ha ,,CTapeukuTe OOJIeCTH, KakKo IINTO Ce€,
0CTEONopo3a, AWjadeTec, Ce HamaayBa PH3UKOT OJ
MOBpEH MPH Marame.

Peanmmzaropm Ha  31paBCTBEHO-BOCIHTHATA
pabota ce: 3ApaBCTBEHHM THUMOBH O]l TIpHMapHa
3IpaBCTBEHA 3aITUTa (JOMOBH Ha 37paBje, MIKOJICKU
JMCIIaH3epH, COBETYBAJIMIITA 33 MJIA/IU, TOJMBAIICHTHA
MaTpoHakHAa  COyx0a, TPEBEeHTHBHH  IIEHTPH);
CeKyHJapHa M TepuWjapHa 3ApaBCTBCHA 3aIlTHTA
(omuTH W crienMjanHu OONHULM W TEPLHjapHO HHUBO
Kako BHJA Ha pexaOWwiuTanwja) ¢  YYAJIUINTA
(HacTaBHMIM TO (QU3MYKA KyIATypa OJ OCHOBHU H
CpPeAHM  YYWJIMINTA,  OAJCICHCKH  HACTABHHIIY,
HACTaBHUIIM IO OHOJIOTH]a).

IlenTa Ha 37IpPaBCTBEHOTO BOCHHTYBAmbE €
elyKalMjaTa Ha HaceJIeHHEeTO 3a BaKHOCTa Ha
¢u3nUKaTa aKTHBHOCT U 3HAUCHETO KOE Taa r'o uMa BO
3a4yBYBam-ETO W YHAIPEIyBakHETO Ha 3APaBjeTO, Kako
W BO TepUWjapHaTa 3IpaBCTBEHA 3alllTHTa BO
peXabUIMTAIIHOHHOT TPOIIEC.

[pu pabotara co BOCIIHTaHHUIIHTE,
3[paBCTBEHO-BOCHHTHHOT THM Tpeba Ja TH
WHPOPMHpPA 32 MPENopavyaHOTO HHUBO Ha (QHU3MUYKA
AKTUBHOCT W Jleka OWIo Koj OOJMK Ha MYCKyJIHa
aKTHBHOCT KOja JIOBeIyBa /O IIOTPOIIyBadyka Ha
€Hepryja Ha OPraHU3MOT MOToJieMa OTKOJIKY KOTa TOj €
BO MHpYBame MOXe Ja Ouje MpeBEHTHBHO,
JTjarHOCTUYKO (€proMeTpHja - mpoIeaypa Mpu Koja ce
TecTHpa paboTata Ha CpUETO OpU  (UBHYKO
ONTOBapyBame) MU TEpamucko cpeacto. llpu Toa,
Tpeba 1na ce J03Mpa 3a4eCTeHOCTa, WHTEH3HUTETOT,
TPacwmeTo0 W OONMKOT Ha (U3MYKAa AaKTUBHOCT -
MpaBuUiaTa BaykaT KaKO M 3a CEKOj ApYr Jek. Tpeba na
ce Harjiacu Jieka (u3n4Kata akTHBHOCT Mopa Jia Oue
peIOBHA, pAa3HOBWAHA M NPWIATOJEHA 32 CEKOj
noequuen. HMcro Taka, moTpebHO € ga ce
WHPOPMHPAAT BOCITUTAHUIIUTE:

e CeKoramr mpej ¥ 3a BpeMe Ha (u3ndKara
aKTHBHOCT Tpeba Ja ce HaJIoOMEeCTH H3ryO0eHOTO
KOJINYECTBO Ha TEYHOCT CO BOJIA,

® TEXHUKA 32 TMPaBWIHO JHIICHE MpH
W3Be/yBame Ha (PU3MYKa aKTUBHOCT;

e Ja He ce BexxOa BeHAIII TIOCIIE ja/IeHhe.

Cenak, HEONXOJHO € IpeA ce’ 1a ce MOTHUBHPa
noryJanyjarta Jia 3armoyHe J1a ce 3aHUMaBa co (PU3UUKU
aKTUBHOCTA. MoTuBaIyjata ©W Mp3eIUBOCTa Ce
HajuecTHTe MPUYMHU TOpaAM Koja TIOMyJanujara
n30erHyBa Jja ce 3aHMMaBa CO (PU3MYKU aKTUBHOCTH.
[IpB 4ekop MpU MOTUBUPAHETO HA BOCIUTAHUIINTE €
Ja UM ce 3a7aj]e Hekoja nen. bes pasnuka ganm nenrta
€ J]a ja HamaJaT TeKWHATa WIM Jla TpYaaT MapaToH,
OWUTHO € Ja UM ce 3ajJajJe NpUYMHa Ja 3all04YHaT Ja ce
3aHUMaBaaT co Qu3nyKa akTUBHOCT. McTO Taka, Tpeba
Ja uUM o0jacHM JeKa Kora Ke 3alo4HaT Ja ce
3aHMMaBaaT cO HeKoja (M3UUKa aKTHBHOCT Tpeba na
Oujar ynopHH, WCTPajHH BO TOA, JAUCHUILUTUHHPAHHU,
T.e. Toa Ja CTaHe el OJ HHBHATa CEKOjIHEBHA
pytuHa,  (uexcuOwiHM ~ (IOKOJKY  ce  jaBar

44

HETIPpEABUACHN CUTYyaIllWH), TIOCBETCHH, JAa UM Owupe
3a0aBHO JI0/IEKa TOa IO MpaBaT BO TEKOT Ha JCHOT U
Ja ce Harpajatr cebe CH, Kako €ICeH O] Hajao0pute
HAYMHM 33 MOTHBAIHja.”

Bo Penybmmka Maxkengonuja, © TIOKpaj
BIaJMHATE KaMMamu 3a MOJUTHYBame€ Ha CBECTa Ha
rparaHuTe 3a 3HAYCHETO M MOTpedaTa o] KOPUCTEHE
HAa 3][paBa XpaHa W BOJICHE HA 3[[paB HAYMH HA KUBOT
U TpUMEHYBamke Ha (u3nuka aKTUBHOCT, OpOjOT Ha
JWIa co MpeKyMepHa TellecHa TexkuHa pacte. Criopen
HCTpaKyBamaTa jenara B0 MakeloHHja ce BTOPH IO
nebenuna Bo Eppoma. Hajromem Opoj Ha nebenu jgena
ce jaByBaaT BO TpeTo M ceamo ojaenenue. Cropen
OBHE ITO/IATOIH, Tpeba yIiTe MHOTY Jia ce padoTu 3a Ja
ce TMPOMEHH OMNIITOTO MHCICHKE IOBP3aHO CO
HCXpaHaTa, a POAUTENUTE CE€ HajBaKHATa ajKa BO
LEJNOT CHUCTEeM, OHMJIEjKH THE IO IpaBaT MEHUTO Ha
cBoute naena. Ilokpaj noOpo OamaHcupaHaTa HCXpaHa
poIOUTENNTE ToJeMO BHUMaHWEe Tpeba Ia TMOCBeTaT U
Ha (pU3MUKaTa akKTHBHOCT. ['ojleM e OpojoT Ha Jena
KO CBOETO CIIOOOMHO BpeMe TO KOPHCTaT CeIejKu
npen kommjyrep.® Wnentndna e u cocToj6ara u Kaj
auata Kow ce Haj 18 romumrHa Bo3pact, T.e. 18,3
OTCTO Of IIyfeTo mmocTtapu ox 18 romwHH, cropen
HMHIEKCOT Ha TeJIeCHa Maca, ce Aebean, a 55 oTCTo of
JyfeTo ce co 3rojieMeHa TelleCHa TexkuHa. EBporckuor
npocek Ha jgebenn ayfe e 17 orcro.” Orryka, Tpeba na
ce Tpe3eMaT MOAKTHBHU MEPKH 3a TPOMOIMja Ha
¢uznonomkuTe TPUIOOMBKM W 3HAYCHETO  Of
npuMeHaTta Ha (pu3MYKaTa aKTHBHOCT M CIIOPT, CO Il
Ja Cce TMOJWUTHE 3paBjeTO Ha HACEICHUETO BO
Penyonuka Makenonuja Ha TMOBHCOKO HHBO Ha
3[[paBCTBEHATA CKaJla.

3AKJIYUYOK

Jla ce 3amoude co (HU3MYKA AKTHBHOCT
HHUKOTAIl He € JIOIHA, a Hej3MHATa PeoBHA MPUMEHa
MOXE [Ja I'0 YHapeaAu KBAJIUTECTOT Ha XHUBOTOT BO
CeKOE JKHMBOTHO J00a. 31paBCTBEHUTE pPabOTHHIIN
(bu3MyKaTa akKTUBHOCT ja TperopavyyBaatr Kako ,,JieK  u
KaKo CpEICTBO 3a IPEBEHIMja 3a H30ErHyBame Ha
¢dakropure Ha pusnk. dusznMukara aKTHBHOCT HE €
caMo 3HauajHa 3a 3a4yBYBalbe M YHAIpEIyBarbe Ha
3/IpaBjeTO Ha IOEIUHENOT, TYKYy Taa ja 3rojeMyBa H
MPOAYKTUBHOCTA HA HACEJIEHHWETO M THM HamajayBa
MEUIUHCKUTE TPOIIONHM 33 3/IpaBCTBEHA 3alliTaTa Ha

37 Milobratovic, M. (2012). Promocija fizicke aktivnosti.
Jocramuo Ha https://prezi.com/hcgbf3z79z07/promocija-fizicke-
aktivnosti-milena-milobratovic/, ITpucraneno 1a [17.03.2016].
38 Pucrercka, A. (2016). [lenata Bo MakeoHH]a ce BTOPH TI0
nebenuna Bo EBpomna. JloctamHo Ha
http://iris.mk/index.php/vesti/lokalnivesti/14007-2016-02-02-16-
45-46, Tpucraneno Ha [18.03.2016].

39 Becr. (2016). Cryaujara 3a ucxpana Ha MHCTHTYTOT 3a jaBHO
31paBje MOoKa)a HeAOCTUT Ha (PU3MYKa aKTUBHOCT. JIOCTAIHO Ha
http://www.vest.mk/?ItemID=8ECC155586F0594A9D75F9500F7
8C857, Tpucranexo Ha [18.03.2016]
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enHa aprxkasa. Ho, 1 1okpaj pa3IudIHATE WHUIIM]aTHBH,
pacmpocTpaHeTocTa Ha (QHU3MYKaTa HEAKTHBHOCT BO
CBETOT W Kaj Hac, CEylmTe € MHOTY BHCOKa, IITO
yKaKyBa Ha TOTpedara 3a MOMHAKOB M CHCTEMAaTCKH
IpHUCTAIl.

Baxxno e 1a ce 3Hae WTO Aa ce TPEHUpa, co Koj
MHTEH3MUTET, KOJIKY J0JT0 Tpeba 1a Tpae TPEHHHIOT U
KONKy maru HemenHo. Ilopamm Toa € moTpebHO
30paBCTBEHO BOCIUTYBal¢ Ha HacelleHHETO, a
peann3aTopu Ha 37paBCTBEHO-BOCIUTHATa paboTa ce
37IpaBCTBEHN THMOBH OJl NIPUMAapHAaTa, CEeKyHJIapHara,
TepLUjapHaTa 3ApaBCTBEHA 3aIUTHTAa W YYWIMIITATA.
[Ipu pabortara co BOCHHTAHHLUTE, 3APABCTBEHO-
BOCITUTHUOT THM Tpeba ma TH wHPOpMHpa 3a
MPENopavyaHOTO HUBO Ha (PM3WYKAa aKTUBHOCT M JIeKa
Ouiao Koj OOMMK Ha MYCKyJNHa aKTUBHOCT Koja
JOBeAyBa JO TOTPOIIyBayka Ha C€HEpruja Ha
OpPraHM3MOT TOTOJIeMa OTKOJIKy KOra TOj € BO
MUpYBaleé  MOXe Jga  Ouje  MPEeBEHTHUBHO,
JIMjarHOCTUYKO (€proMeTpuja - mpoleaypa mpu Koja ce
TecTupa paborata Ha CpPHETO Npu  (PHUIUYKO
ONTOBApYyBamke) W TEPANUCKO cpenactro. I[lpu Toa,
Tpeba Ja ce Jo3upa 3adecTeHOCTa, HMHTEH3HUTETOT,
TpaewmeTo W OOMMKOT Ha (U3WYKAa aKTUBHOCT -
MpaBHIIaTa BaykaT KaKo W 3a CEKOj APYT Jek. Tpeda ma
ce Harjacu Jeka (u3ndkaTta akTHBHOCT Mopa Jia Ouje
peloBHA, pAa3HOBHIHA M TpPHIAroJeHa 3a CeKoj
MOe/INHE.

Hcto Taka, Ha ayrero Tpeba na UM 00jacHU
JleKa Kora Ke 3alloyHar Jia ce 3aHMMaBaaT CO HeKoja
(m3nuKa aKTUBHOCT Tpebda 1a OuAaT yrmopHHU, HCTPajHHA
BO TOQ, AMCIMIUIMHUPAHH, T.€. TOA Jla CTaHEe JeN O
HUBHATa  CEKOjAHEBHAa  pyTHHA,  (QIeKCHOMIHU
(moxonmky ce jaBaT HEMpPEIBUICHH CHTYyaIlUH),
MIOCBETEHH, J1a UM Ouyie 3a0aBHO JJ0I€Ka Toa I'o IpaBaT
BO TEKOT Ha JICHOT U Jia ce Harpajar cebe CH, Kako
€JICH O]1 HajIoOpUTE HAYMHU 32 MOTHBAIIH]a.

Bo Penybnuka MakemoHnja ©  TOKpaj
BJIaIMHATE KaMIamku 3a TMOJWTHYBamke Ha CBECTa Ha
rpafaHuTe 3a 3HAYEHETO M MOTpedara O]l KOPHCTEeHE
Ha 3/IpaBa XpaHa M BOJCH-C Ha 3][paB HAUYMH Ha KHBOT
U TpUMeHyBamke Ha (pu3muka aKkTUBHOCT, OpOjoOT Ha
JMIIa CO TIPEeKyMEepHa TejecHa TexxuHa pacrte. OTTyKa,
Tpeba Ja ce mpe3eMaT MOaKTUBHU MEPKH 3a ITPOMOIIHja
Ha (UBMONOUIKUTE TPHIOBKM M 3HAUYCHETO Of
npUMeHaTa Ha QU3HYKaTa akTUBHOCT M CIIOPT, CO TEl
Jla ce TMOJWUTHE 37IpaBjeTo Ha HACEJEHHUETO BO
PenyOnuka MakenoHuja Ha TOBHCOKO HHBO Ha
3IpaBCTBEHATa CKaa.
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3A OU3UYKA

PASSION FIRST

AND EVERYTHING ELSE
WILL FALL INTO PLACE

- HOLLY HOLM

FORCEFITNESSPT.NET

Winners never quit
and quitters never win.

-Vince Lombardi
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ONLINE MARKETING AS A PART OF THE
VALUE CHAIN IN THE BANKING SECTOR

ABSTRACT

The development of technology has led to
significant changes in banking practices. Today,
no one banking institution could successfully
implement its business without adequate
adaptation to the new conditions for doing
business. The banking sector is highly sensitive to
the habits of modern technological
society.Controltodayis more than everin the hands
ofconsumers. Internet is not only a source of
information for potential users, but it also enables
them to manage their relationships with banks
performed thanks to the interaction.

Online communications are at the heart of
creating sensations and reliable way to influence
consumer decisions. They are part of the value
chain and are a powerful tool for creating
competitive  advantages for  banks. The
commercial success in the era of online marketing
is the resultant value, which is in direct proportion
to the good knowledge of basic consumer motives
in choosing bank products and the techniques to
attract potential customers to web-based resources
of banks.

Providing value to banking products
through advertising as part of the value chain is
the basis of this report and how digitization of
banking operations by offering personal attitude is
a prerequisite for the successful bank positioning.

Key words: online marketing ecosystem,
online marketing value chain,online
marketingofbanking products
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658.8 :004] : 336.71
INTRODUCTION

In recent years there has been increased
interest in mobile services in all service providers,
including in the financial industry. This change in
consumer behavior formed a new approach to
building corporate strategies of banks. As a
consequence, it has emerged a trend in the
banking sector to expand the range of services
offered by banking institutions that successfully
promote their activities as support and improve
the distribution of products and services. This is
no accident initiated process. Banks are faced with
three critical battles: to restore confidence of
customers to protect their businesses and to
encourage the use of services.* Innovative
technologies and their rapid introduction in
banking practice helps to strengthen customer
relationships and increase loyalty. Radical
technological changes have led to a redrawing of
the mix of distribution channels for banking
services. The growing role of social media reflects
the transition from the traditional Web 1.0 model
to the interactive Web 2.0, where users are active
participants  that dictate the  marketing
transformation and recipients become information
providers.* Today, banks are more increasing
number of channels and platforms used for digital
delivery service, which requires integration of a
substantial part of the activities and their complex
offering the audience.

ANALYSIS AND DISCUSSION

In recent years there have been many
changes in the online advertising market by
focusing on integration to focus on collaboration
and social communication. Automating the
process goes through a serious upheaval of
structured communications to personalization in
relations with consumers. The banking sector is
one of the most affected by the changes that have
"information age". The result is reflected in the

“OKullus, D. (2015), Banking Digital Marketing Trends for 2016,
Available at:https://www.linkedin.com/pulse/digital-marketing-
trends-banking-2016-daniela-killus[Accessed 09March 2016]

“Zlateva, D. (2015). Trends ofthe Online Advertising in
Web 2.0 World. European University-Republic of Macedonia -
Fifth International Scientific Conference:,,New Space In Art And
Science”.  Available at: http://www.eurm.edu.mk/novosti/1504-
petta-eurm-konf/EURM_Konf 2015 Zbornik.pdf [Accessed on 10
January 2016], p.3
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continuous search to improve the flow and
exchange of information between people and
systems. Bank marketing is entering a new stage,
which is increasingly oriented towards customer
needs. This trend is reinforced by the fact that
banking institutions hard deploy mobile
communications in their work, which in parallel
with the high performance mobile applications
supporting telework for customers. Increased
demand for mobile applications is having a
serious impact on the development of BPM
(Business  Process Management)  software.
Therefore, companies that manage to adequately
invest in mobile technology solutions can more
easily be adapted to meet changes in the
environment and in particular to adapt to new
habits of consumers.

The market environment is highly
dynamic. In the past few years it has changed
dramatically. Users of banking products want
more choice, better service and personalization in
the relationship with the company. New
technologies allow in details to be studied
customer preferences. Social media has become a
decisive factor in the marketing mix of
companies. Today a number of marketing
companies make regular measurements related to
the marketing and media ecosystem. Example of
such studies is professionals from Strategy &,
jointly with the American Association of
Advertising  Agencies  (AAAA), Internet
Advertising Bureau (IAB) and the Association of
National Advertisers (ANA). These companies for
several years conducted cross studies in this area.
Now more than ever it is importantformarketers to
join forces with marketing agencies and the media
to develop adequate strategies which are relevant
to new dimensions in marketing — performance,
relevance, andinteractivity.**

Online marketing ecosystem is a set of
interrelated parts to which each banking
institution building its online strategy. The main
components of the ecosystem include content
creation in three areas: search engine optimization
(SEO), social media and targeted marketing.*?

Research on IAB Arena gives a detailed
picture of the key components to be included in

“2Strategy&. The Marketing and Media Ecosystem. Available at:
http://www.strategyand.pwc.com/global/home/what_we_do/servic
es/marketing-sales/our-thought-leadership/the-marketing-media-
ecosystem [Accessed on 10 January 2016]

3B Media Group. Online Ecosystem. Available at:
http://www.jbmediagroupllc.com/about/ecosystem/ [Accessed on
20 January 2016]

48

the online advertising ecosystem. These are the
characteristics that define the positioning of the
product and offer stability in the business

activities of each company.**Professionals from
IAB provide six critical areas that make up the
marketing ecosystem:

Figure 1

Digitaladvertisingecosystem

iab.

 Media Planning and Buying,
» Content Creators,

¢ Media Vendors,

o Execution Technologies,
 Media Enhancements, and

* Business Intelligence.

Source: IAB Arena. (2015) IAB Arena:
Understanding the Digital Advertising Ecosystem.
Available at: http://www.iab.net/iabarena
[Accessed on 9 January 2016]

Each of these areas is divided into sub-
segments. The brand is focus of the efforts of
specialists. All activities are subject to service
user satisfaction through its purchase of the brand,
i.e. by selection and purchasing of services offered
by a particular financial institution. The striving of
each bank is to conduct a focused dialogue with
their customers, which helps updating taken
marketing strategy by offering a wide range of
financial and non-financial products and services.

*Minnium, P. (2015). The IAB Arena: A SimplifiedView of
Digital Advertising Ecosystem. Internet Advertising Bureau,
Auvailable at: http://www.iab.com/news/the-iab-arena-a-simplified-
view-of-the-digital-advertising-ecosystem/ [Accessed on 21
February 2016]
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Banks appear as good adviser facilitating access to
desired information, thus aggregated value by
increasing consumer confidence.

The number of offspring growing online
hours. Daily online users includes the
implementation of operations, share photos, watch
online TV. Banking institutions use the Internet to
supply and manage their distribution channels.
Revenues from online services offered are
growing significantly faster.

Sustainability of business depends heavily
on economic parameters that the Internet and new
generation of consumers by  providing
opportunities for economic business processes.
Providing value affects the strategic activity and
regulation of the processes of making a purchase
decision. While in the early years of promoting
the network, it accounted for only ¥ of the world's
population today; access to Internet-based
resources is much more. Online ecosystem is a
complex series of elements and interconnections
that includes numerous activities and players.

The banking sector is heavily influenced
by global processes that affect consumer attitudes,
given the technological changes that directly
affect their behavior. The powerful force that have
technology are the basis for the creation of Value
Chain for users on their experience and comfort
that their network creates. On the Internet, much
of the content is generated by users through social
contacts or posting on social networks. The
location of online communications for modern
financial institutions can be seen in Fig. 2.

Online services are closely related to the
scope of services that the Internet provides to its
customers.The main services provided by the
global network can be locked in the following
areas:®

- Communications;

- Totallnternet;

Search;
- Entertainment;
- E-commerce.

Figure2
The firm value chain and the industry value
chain

“® AtKearney. Internet Value Chain Economics. Available
at:https://www.atkearney.com/documents/10192/178350/int
ernet-value-chain-economics.pdf/bd910b2c-bdae-4d6f-
8903-f5edad6784eb [Accesssed on 17 January 2016]
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Source:Information systems and business
strategy.Management Information System.
Available
at:http://viajeria.com/management%20informatio
n%20systems/ch3/chpt3-4main.htm[Accessed at
21 February 2016]

The main factor that leads to the
appearance of key trends in banking channels is
increasing the user experience is happening
precisely because the integrated channels for
service and delivery of customized solutions for
customers. The banking industry has become
highly competitive thanks to the developed
branches, the system of ATM networks, telephone
marketing, and online banking. The realization of
interaction between banking systems and allows
customers to provide fast and adequate service
through personalized, convenient and reliable
service to customers 24/7 accessibility to banking
resources. Justified is the desire of financial
institutions to operational efficiency in its
branches by delivering quality services based on
interactive automated process for data processing.
Rapid changes in the technological environment
require adequate response and rapid deployment
of integrated logistics management service. These
changes lead to the emergence of some trends in
distribution channels used in the banking sector:*

Banks increasingly increase their investments in
mobile technology and software to improve their
work with clients

The mobile channel has become a significant
part of the bank distribution channels, which is a

“®Camgemini, (2012), Trends in retail banking channels
meeting changing client Preferences, Available
at:https://www.capgemini.com/resource-file-
access/resource/pdf/trends_in_retail _banking_channels_mee
ting_changing_client preferences.pdf, [Accessed 10
February 2016]
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recognized need as a result of the change in the
lifestyles of consumers. Online channels are a
strategic tool through which banks accurately
select audience and attract customers. The
involvement of customers in the sale goes through
the complete customer engagement. With mobile
banking banks provide their customers with
services available at any time of day, from
anywhere in the world and through any device.
The integration of distribution channels
contributes to the optimization of the distribution
mix of financial institution and for closer
collaboration between it and customers to develop
deep interaction and maximum customization
services. Blurring the line between online services
used by mobile devices encourage banks to invest
more funds in these two digital channels.
The interest is directed towards the realization of
mobile deposits and implementing mobile
marketing

Changing consumer habits require banks to
adapt their activity to them by developing
technological solutions that enable the user to
carry out banking operations without restrictions
of time and space. To encourage online banking,
online deposits banks offer higher interest to
consumers than a personal visit to their branch
network. The advantages of this type of service
are adding additional value to the user, making it
the main initiator of the desired operations
through the use of platforms for online banking.
Simultaneously, the client receives timely
information on the latest developments and
proposals that make the bank through a system of
mobile  marketing, saves him time and
unnecessary administrative inconvenience
requiring his  physical presence. Mobile
technology allows real-time to turn customers into
eyewitnesses of the events themselves administer
their bank accounts. Do not underestimate the fact
that the cost of customer service, performing
online banking is lower than others. Offering
opportunities for online banking attracts new
customers because the modern consumer has the
experience and knows the advantages of this
distribution channel for financial services. Online
banking is a niche for socially oriented and
modern banks, which successfully accommodated.
Create applications that support the process of
online banking, providing convenience and
usefulness to consumers by supplying them
unique added value. A common practice is
financial institutions to work cooperatively with e-
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commerce sites by providing their customers
discount coupons when shopping online. So banks
strengthen customer relationships and promote a
more efficient service.
The role of social media as an effective channel
for  disseminating information,  promoting
products and services and the deployment of tools
for qualitative social analysis whose results allow
for better targeting and increase confidence in the
banking institution

Social media is a phenomenon that is not
underestimated by any business organization.
Customers expect financial intermediaries’
information to respond to inquiries and provide
financial advice. Social media support informal
part of the interactive process between the
financial institution and the consumer. Moreover,
through this communication channel banks offer

their customers.
Networktrafficisorganizedthanksto
socialmediaandthetrendwillcontinue. Usingthe

"Share" allowsusers to sharecontentintheirprofiles,
whichtriggerssecondarycommunication
(viralmarketing)
betweenconsumersandencouragesharingonsocialn
etworks, andbrings to
thecompanymoretargetedvisitors.*’ Competency-
oriented cooperation transmit information about
events, presented novelties in terms of products
and services offered, as well as receive valuable
information through the feedback from your target
audience. Banks use social media to offer high
level of service and personal interaction with
consumers. Through this type of communication
financial intermediaries improve the customer
experience, manage to refine profile, habits and
patterns for a particular behavior. By
implementing social analyzes banks increase the
competence of their staff in customer relationships
and approaches used to react in certain situations.
This is a good basis on which to build best
practices by sharing experiences between
employees in the branches. Social media have
quickly become an important part of the
integration of banking services and make a
contribution to the strategy of "intelligent multi-
bank™.

4Zlateva, D. & Kr. Georgieva
(2015).StrategiesForSuccessfulOnlineProductPositioning. Building
TrustInOnlineDiscourse. Macedonian International Journal of
Marketing, Vol. 1, p. 47, Skopje 2015. Available at:
http://mzmarketing.org.mk/Macedonian-Intl-Journal-of-Marketing-
Issue-1.pdf [Accessed on 18 January 2016], p.48
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Ultimately, the success of each bank depends
on customer satisfaction. In terms of increased
competition in the financial sector, in parallel
driven by technology, banks should strive to
maintain and expand their customer base. The
introduction of e-CRM in the corporate market
was one of the most important tools for banking
stability. The advantages of the system for
managing relationships with customers can be
locked in the following:*®
Increasing the use of services of loyal customers;
Offered price premiums for users of services;

Attracting new customers from satisfied
customers.

CRM system is essential as a tool for social
analysis, because it can include various

components such as an interface for customer
service point of sale, and processing of
information may be independent, distributed or
centralized; operating part, providing
implementation of transactions and operational
reporting; a single database; analysis subsystem;
distributed system to support sales.*

Using the system for managing customer
relationships enable social media for social
analysis that helps to transform the system to
communicate with clients and provides valuable
information for banking institution. Today, most
banks look at social media as a means to increase
work efficiency through enhanced cooperation
with customers level team. The development of
relationships take place in several stages -
attracting new customers through satisfied
customers, develop customer relationships
through  personalization, attracting revenue
through cross-selling and final customer retention
and attract new ones.

Special attention is paid to the integration of
multiple distribution channels to increase the
quality of customer service.

Multi-channel integration is a challenge for
modern banks. Financial institutions continue to
make investments to achieve multi-channel
integration.This aspiration is one of the main
objectives set out in their corporate strategies. The
challenge for banks is to make a closed loop in the
Multi-channel integration by connecting the
output of the system with input and make full

“Mittal, R.K.& R. Kumra (2001). E-CRM in Indian Banks: An
overview.Available at:https://www.capgemini.com/resource-file-
access/resource/pdf/trends_in_retail banking_channels_meeting_c
hanging_client preferences.pdf, [Accessed on 10 February 2016]
“‘CRM system. Available at:https:/bg.wikipedia.org[Accessed on

28 February 2016
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integration of channels through full coherence
between them. This challenge unlocks a new
problem - a change in the thinking of customers
and encouraging them  towards  greater
independence in making the desired operations.
The investment in multichannel integration is
important for banks if they are able to offer their
customers new alternative and more effective
channels for service. Reducing operating costs
through the introduction of multi-channel
integration can be stimulated by the price of
services or by removing certain services in bank
branches. All this is related to money, but
investing in improving the IT infrastructure and a
number of organizational changes will result in
improved service. Mobile banking should be a
priority for banking institutions, given the new
type of user and changed consumer habits and
attitudes. Therefore, efforts need to be aimed at
integrating the mobile channel with others for
comprehensive modernization and upgrading of
the system for customer relationships, combined
with adaptive thinking of the management staff to
dynamically changing technological environment
in which modern society lives. Shifting the focus
to Multi channel integration will lead to
optimizing the activities of banks and the services
they provide. This is the path to achieving a
competitive and successful positioning of banking
structures by making consumer confidence and
turning them into loyal customers.

Financial technologies are on the rise. In
parallel, each financial institution has two main
objectives: to increase brand awareness and attract
new customers while improving value to existing
and strengthens their loyalty. The road traveled by
the banking institutions is difficult, because in
today's information age digital marketing
significantly changed the way people expect to be
taking place. The dramatic changes in the
environment in which banks operate have three
basic principles on which we must build their
strategies and that shape the face of modern bank -
is multichannel, social and mobile.*

In the forecast report on developments in the
banking sector, Accenture identified several steps
banks must take to adapt to the new generation

%K ullus, D. (2015).Banking Digital Marketing Trends for
2016.Available at:https://www.linkedin.com/pulse/digital-
marketing-trends-banking-2016-daniela-killus[Accessed on
09March 2016]
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banking.”'They offer three business models that
can be applied separately or in combination:
Multi-pattern, financial / non-financial digital eco-
system and Social Involvement.

Daniela Killus (2015) adds several tools for
transition to a new generation of banking:

v" better use of big data sets - the emphasis is
on the use of data to generate ideas to move
marketing and business decisions;

v’ changes to the banking that is user-friendly
and not a means of generating profit only banking
institution;

v' deployment of mobile applications for
quality customer service - innovative technologies
for alternative payment systems, virtual currencies
and increased competition will encourage
financial  intermediaries to make more
innovations. Buying financial technology, simple
advertising and personalization in building
relationships with customers will drive innovation
in the financial sector;

v more enhanced investment in social media
more fully engage potential customers - social
media should be used to implement the interaction
with customers and maximum tailor services to
their requirements;

v’ digitalization of business banking - go to
better use and deep analysis of data from the
digital channels in the relationship with the
business model "B2B" and improving the process
of personalization and automation of processes
implemented.

Shall we take a look at the digital marketing
trends in financial services we'd see that Carrie
Middlemess expresses the same
position.>Highlights that placed trends are on
building a strong presence of banks in the online
environment; regulation and compliance of online
channels provide adequate security and prevent
possible risks; personalization in customer
relations through active communication through
social media and offering mobile solutions for
banking, relying on the experience that users have
with mobile technology.

St AccentureConsulting (2015)Banking 2016: Next-generation
banking, Accelerating growth and optimizing costs in distribution
and marketing.Available at: https://www.accenture.com/vn-
en/insight-banking-2016-next-generation-banking-summary.aspx,
[Accessed 21 on February 2016]

2Middlemess, C. (2016). Digital marketing trends for financial
services in 2016. Available at:
http://www.metia.com/seattle/amber-newcomer-
dyer/2016/january/digital-marketing-trends-for-financial-services-
in-2016/ [Accessed 15 on February 2016]
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The transition to the promotion of online
banking will be much smoother if you use the
advantages of online marketing, which will
stimulate consumption of this type of banking. For
financial institutions in the marketing online is
most important content of the presentation
information. It helps to attract and maintain
customers by integrating multi-channel
approaches such as affiliate marketing, direct
mail, display advertising, email marketing, search
engine optimization and marketing (SEO/SEM),
blogs, social media marketing, etc.>® Using these
marketing tools applied to direct users to a
specific landing page, blog or corporate website.

In purely promotional aspect - adapting
financial institutions to trending on consumer
habits and making the internet as their primary
part of life gives grounds to make bold predictions
about the development of online financial market
as a result of the efforts of banks to more active
dialogue with their target audiences. Internet
enables access to a huge audience on which
Internet communications are a fundamental part of
their daily lives. Estimates for the current 2016 are
to increase the share of video advertising, targeted
ads and display ads re-targeting will become a hit
among content providers on the Internet.>*
Expectations are for an increase budgets for
mobile advertising. Advances in technology will
allow banks to use different specialized software
that provides a wealth of information about
consumer characteristics. Striving to bridge the
gap between offline and online experience will
give a serious impetus to the development of
banks, which can be seen not only from a
marketing aspect, but entirely on the development
of Internet technology. Focus will again be SEO,
the trend is for banks to rely on longer publishing
content. It is expected that a serious invasion of
mobile applications. Although perfectly optimized
mobile sites give good results, trends they are to
shift from mobile applications because they are
more comfortable and intuitive. Analysts say 2016

>*Rinaldi, Ch. (2014). Digital Marketing Trends for Banks and
Credit Unions in 2014. Available at:
http://www.zaginteractive.com/about/blog/blog-post/the-z-
drive/2013/12/09/digital-marketing-trends-for-banks-and-credit-
unions-in-2014 [Accessed on 18 February 2016]

**DeMers, J. (2015). The Top 7 Online Marketing Trends That
Will Dominate 2016
http://www.forbes.com/sites/jaysondemers/2015/09/29/the-top-7-
online-marketing-trends-that-will-dominate-2016/#7f784d1f4c04
[Accessed on 28 January 2016]
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was a key year for awareness of the advantages of
mobile applications.®

For the current 2016 forecasts are mobile
traffic to dominate. According to analysis of
Google in 2015 for the first time traffic from
mobile devices has been greater than that of
desktops. Google is changing their algorithms
constantly, but recent changes indicate that
indexing sites do not qualify those who do not
have a mobile version. So for banking institutions
need to be aware that their business is in line with
the new requirements and trends in digitization.

CONCLUSION

In summary we can say that the most
promising technologies are the most demanding.
They require simultaneous change internal
"mentality” in the banking structure and change in
behavioral patterns of customers. To accept banks
new challenges should be subject to compliance
with certain regulatory and consistency of
technology, bringing together the different
distribution channels, making maximum use of the
benefits that brings online marketing to promote
products and services, leading to successful
differentiation banks oversold offered by financial
services.
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CONSUMER BEHAVIOR
ABSTRACT

Consumer behavior falls within the scope
of the subtle issues in the theoretical concepts of
marketing. The main reason for this is the
personality of the man in the process of making a
purchase decision , and the inability to perceive
internal motives and psychological elements in a
certain way affect the nature of the decision .
Man, as a social being is exposed to certain
influences which undoubtedly are important for
his behavior, but there are a series of hidden
motives often have crucial importance in the
process of buying . Bearing this in mind, it is not
difficult to perceive the interest of researchers
aimed at detecting the process of deciding to buy a
function of effective action by individual
instruments of marketing.

Key words: coonsumers, customers, users,
buing, marketing
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OJHECYBAIBE HA IIOTPOIIYBAYUTE

ABCTPAKT

OnHecyBame Ha MOTPOILYBAYUTE CIara BO
JOMEHOT Ha HAJCYNTWIHHTE Tpaliama BO
TCOPCTCKUTC KOHUICIIIINN Ha MAapKCTHHIOT.
OcHOBHaTa MPUYMHA 33 TOA € HHIUBUIYATHOCT HA
YOBEKOT BO MPOIIECOT HA JIOHECYBambe Ha OJTyKa
3a KyIlyBame, KakKO M HEMOXXHOCTAa Ja ce
coriicgaar BHATPCIIHHUTEC MOTHUBU W IICUXHUYKUTC
CJIEMCHTH KOM Ha ONpENIeICH HauyuH HMaar
BJIMjaHHE BP3 KapakTepoT Ha ojuiykara. YOBEKOT,
KaKO OIIITECTBEHO OWTHE, € H3JI0KEH Ha
OJIpEICHN BIIMjaHHja KOM HECOMHEHO C€ O]l
3HAYCHE 32 HETOBOTO OJIHECYBAME, HO MOCTOjaT U
HH3a CKPUCHH, HCBAWJIMBH MOTUBH KOU 4YE€CTO
UMaaT MPECyIHO 3HAYCHE BO MPOLECOT Ha
KylyBame. MMajku ro Toa BO MNpEaBUI, HE ¢
TEIIKO Ja Ce Corjiela HMHTepecoT  Ha
UCTPaKyBauuWTE 4YHWja 1€ € OTKpUBamkE Ha
MIPOIIECOT Ha JTOHECYBAmhe Ha OJJIyKa 3a KYIyBambe
BO (yHKIMja Ha e(QUKACHO [I€JCTBYBamE CO
OJI/ICITHA MHCTPYMEHTH Ha MapKETHUHTOT.

Kiuyunn 300poBH: MIOTPOLIYBaYH,
KyIlyBau, KOPUCHUK, KYyIIyBamkhe€, MapKETHHT
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BOBE]

Bo €KOHOMCKara, 0co0eHo BO
MapKETUHIIKATa JUTEpaTypa ce cpekaBaaT OpojHH
nepUHUIUM 3a TOoa IITO ce Moapazdupa oA
IOUMOT OJIHECYBame Ha moTpouryBauure. On
MHOLITBOTO JA€()UHUIMM, CENaK Ce HCTaKHyBaat
CJIC/IHUBE:!

e OpHecyBameTO Ha  IOTPOIIyBauuTe
npercTaByBa (opmMa Ha ,,00HECYBame KOE
NOTPOUIYBAaYUTE  Tro  MaHu(decTHpaaT  BO
nobapyBaukara, KyIYBameTO, KOPUCTECHETO,
OLIEHYBAETO U PACIIONIaralbeTo CO MPOU3BOJIUTE,
yCIOyrUT€ W HWJAEUTe O] KOM  O4YeKyBaaT
3a/10BOJIyBamkb-¢ HA HUBHUTE HOTp€6I/I“1;

e OpHecyBameTO Ha  IOTPOIIyBauuTe
IIPETCTaByBa ,,IPOLIEC HA HUCTPaXyBame KaKo U
30LLUTO [IOTPOLIYBAYUTE KYIlyBaaT U TpOHIaT“Z;

e OpHecyBameTO Ha  IOTPOIIyBauuTe
IpeTcTaByBa ,,30Mp Ha CHUTE€ AaKTUBHOCTU KOM
JTyreTo T IpeB3emMaar npu u300poT, KyIyBambeTO
U KOPUCTEHETO Ha IMPOU3BOAOT M YCIYIHTE CO

1€ 1a TY 33JJ0BOJIaT CBOUTE MOTpeOu 1 Kenon,

1. OaHecyBameTo HAa MOTPOLIYyBayMTe
KAaKO Hay4Ha JUCHHUILIMHA

[IpyuvHU MOpaayd KOW OJIHECYBAaWmETO Ha
MOTPOILIYBAaUUTE CE€ pa3BUIO Kako THoceOHa
HAYYHA JUCIUIIIMHA C€ MHOTY MHOTYOPOjHI™:

e IIpgo, CO3HAHUETO JIeKa
MOTPONIYBAYUTE HE CE OJHECYBaaT CEKoraml |
UCKJIYYHBO OJf €KOHOMCKHMTE U PpalMOHAIHUTE
MOTHBH BO MPOLECOT HA KYIYBaKk€ HA IIPOU3BOIU
U yCIYTH U

e Bropo, TOJIEMHAOT MapKEeTUHILIKA
NPEIU3BUK YCJIOBEH O] AMHAMHYHHUOT Pa3BOj Ha
ma3apoT Ha IMOTPOIIYBadd, KaKO BO TIOTJIEH
HEroBHOT 00eM, Taka W BO TOIJIEJ Ha HEromara
CTPYKTypa, OCOOEHO u3pa3eH Iocje BTopara
CBETCKa BOjHA.

OnHecyBameTO Ha MOTPONIYBAYUTE, KAKO
CaMOCTOjHa HayyHa AWCIMIUINHA, CE jaByBa BO
TeKOoT Ha 60-Te TOOWHU OJ MHUHATHOT BEK, Kora
€KOHOMHUCTUTE U JIyfe€TO0 OJ MAapKETUHTOT
3arovyHajge MHOTY TOBEKE Jla ce€ MHTepecupaatr u

na " KOpHCTaT pe3yaTaTure (i}
OMXE€JBUOPUCTUUKUTE  HAyKH, KOM  J00mie
,»,TJIABHO* MECTO Mery MapKETUHILKUTE

mucturIuHu. Bo T0j moryen ocobeHo e 3HaudajHo
BJIMjaHHETO IITO CO CBOUTE CO3HaHHja TO
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u3Bpimie Kanrona, ®epbep, Xayapa, Hukosuja,
[er u ap., KOoH Bp3 Oa3za Ha
MHTEpIUCLHUILUTMHAPHUTE 3Hacwka OJl objacTa Ha
MapKeTHHTOT, IICUXOJIOTHjaTa, COLMOJIOTHjaTa H
ap. ce oOugene na TM CHCTEMAaTU3UpaaT H
reHepaIN3upaaT HOBUTE 3HAacHa OJ OBaa 001acT
BO (popMa Ha MOJIENIM HA KYITyBamba.

Kako riaBeH karaiu3aTop BO pa3BOjOT Ha
OJTHECYBAIETO HAa MOTPOIIYBAauUTE KAaKO Hay4yHa

JTMCIUIUIMHA  C€  jaByBa  OCHOBaWmETO  Ha
31py>KEeHUETO 3a UCTpaKyBambe Ha
noTtporryBaunte (Association for Consumer

Research) Bo 1969 rommna Bo CAJl. Osa
3IpY)KEHHUE CO CBOjaTa paboTa, MPHUIOHENIO OBaa
MJIala JUCHHMIUIMHA 3a IEPUOoJ| OJ TPHECeTHHA
TOJMHU TIOCTOCHE Ja Bje3e BO IEPHOA Ha
aKaJIeMCKa 3peyocT.

2. OCHOBHY MOUMHU

3a Ja ce IpoydyBa OJHECYBAaHETO Ha
HOTPOIIYBauUTE, MOpa J1a C€ OJrOBOPH HA HEKOU
npamama. lIto ce mnoapa3dbupa 1O MOUMOT
notpomryBau? Koj Moxe ma ce jaBu Kako
kymyBau? Jlanm KymyBadoT € HCTO IITO H
NOTPOIIYBay U CI.?

IoTpomyBayoT mpeTrcraByBa IKapHUILNTE
Ha MHTepecoT Ha MapkeTuHror. BceymHocT Ha
MazapoT Ha KOj IIOCTOM KOHKYpEHLIja |
NPEANPUEMHUIITBO TOTPOIIYBAuYOT MpPECTaByBa
OHOJ] CpeIHUIlIeH Cy0jeKT KOj OJTydyyBa U M30upa.
[ToTpouryBadoT € ONIITECTBEHO U KYJITYPHO
outue. Toj e UCTOBpEMEHO HMHIMBHIYya cama 3a
ce0e, 4JieH Ha MOTECHO CEeMEjCTBO, MPUMAJIHUK Ha
OJIpeJIcHa OIITECTBEHA TPyIa WX CII0j, YWIEH Ha
olapeneHa pedepeHTHa Tpyna uTH. Meryroa,
MOTPOIITyBaY MOXeE Ja Oujae U TMpeTHpHujaTue,
UHCTUTYIMja (OOMHUIIA, YUYMIIMIITE U CJ.) KOU 32
HOpMajdHO  oOaByBame€  HacBojaTa  JI€JHOCT
KyIyBaaT OJpPEACHM NPOM3BOIM M YCIYyTH Ha
a3apor.

OBa e ommuT MOMM KOj MOXe Ja ce
pasrpaHMYd  Ha JBa BHJA IOTPOIIYBAYKH
€IMHUIN:

e [loenunuu (rpafanu) U cemejcTBa Kako
MOTPOITYBaud, (PUHATHM  TOTPONIyBaud, WIH
MOTpPOLIYBAa4d  Ha  [a3apoT  3a  JIMYHA
MOTPOIIYBAYKA.

e [IpaBHuM numa (TProBCKU JIPYILUTBA),
WHAYCTPUCKH, KOJIEKTUBHU WM MOTPOIIYBaYH Ha
na3apoT 3a IIPOM3BOJIHO yCIyXKHa
MOTPOIITYBayuKa,a MOCIeIUIa O OJJHECYBAKHETO HA
OBaa MOTPOLIYBayKa €IMHUIA € 33J0BOJYBABETO



Ha ToTpeduTe Ha morojeM Opoj Jyfe, rpyna WUiH
3aeIHUIaTa BO LEJIHNHA.

e MHaycTpHCKH MOTPOLIYBAaYM — TOA CE
CTONAHCKH WM HECTOMAHCKU CyOjeKTH, jaBHH,
Ip>KaBHU U JPYTH areHUUd U WHCTUTYIUH KOU
KyIyBaaT MPOU3BOIU U YCIYTH 3a MOHATAMOIIHO
MIPOM3BOJICTBO, 32 00aByBamEe Ha CBOjaTa JEJHOCT
WIM 3a I[IOHAaTaMOUIHAa MpoAaxba Ha JApYyrH
KyIyBaud U MOTPOLIYBaYH.

Hajronem nen on o6jacHyBamara BO OBO]
TPYJ € MOCBETEH Ha O/IHECYBAKETO HA (PUHAITHUOT
NoTpolIyBad, oJ cieanuBe npuunHu: [IpBo,
UHAUBUAYaJHTa (JIMYHA) MOTPOIIyBayka IO
CBOJOT 00eM U CTpyKTypa TO COYMHYBa
Haj3HAYajHUOT JeN Ha (UHaAIHATa yrnoTrpeda Ha
OIIIITECTBEHHOT IPOU3BOJl HAa CEKoja 3eMja,
BTOPO, UHCTUTYIIMHUTE, IPABHUTE JIULIA, U IPYTUTE
T.H. MHIYCTPUCKH KyIyBaud caMH 1O cebe He
KyIyBaaT MPOM3BOAM U YCIYTH, TYKY TOj YHH BO
HUBHO HME€ I[IOBTOPHO TO BpIIAT IOEAWHIH,
HAjYecTo BpaOOTEHU BO HAOAHUOT CEKTOP U KOH
KakO YOBEYKH CYIITECTBa — TIOCAMHIHU CE
MOJIJIO’KHU HA UCTHUTE UJIM CIIMYHU BJIMjaHU]ja KaKo
U cuTe Apyrd (UHATHU MOTPOUIYBAYM, CO Taa
pasiuKa MITO HUBHUTE IEIM U OJHECYBAmbE BO
NPOIECOT Ha KYIyBalke CE€ YCIOBEHH Of
crenu(pUIHNA OpraHu3aIoHu (HAKTOPH.

KynyBau e Tu4HOCT KOja BPIIM CTBapHO-
peanHo KymyBame. Bo Taa cMucia KymyBadoT
MOXe Ja ce aepuHupa Kako ... OWIO Koja
JUYHOCT KOja Ha pa3OMpiMB HAYMH IO KyIyBa
TIOHYIEHUOT HpOI/ISBOIL“S, OJIHOCHO JIMYHOCT KOja
uMa peaJjeH WIM JIaATeHTEH HHTepec Ja KYyMH
onpeneHa crtoka. KymyBadoT e mmme Koe uMa
MOTEHIIMjaTHa Kembda WM  CIOCOOHOCT  3a
KynyBawe. KynyBau Moxe na Ouzme u
MPOU3BO/IHO, TPTOBCKO MpETHpHUjaTHE WIM HEKOja
MHCTUTYIMja KOja MpPOU3BOJIUTE U YCIYTUTE TH
HabaByBa U KOPUCTH 3a JIEIOBHHU LIEJIH.

Kopucnuk e nure (wim HHCTUTYIH]a) KOa
MOBPEMEHO WJIM  TIPUBPEMEHO KOPUCTH  —
ynotpeOyBa OjApe[eH MPOU3BOJ WIM yciyra 0e3
orJieJi Ha TOa LITO TO] HE € M BUCTHMHCKUOT
KynyBau Ha uctute. [loronem 6poj Ha KOpUCHUIIH
ce jaByBaaT Kaj TpPajHUTE NOTPOIIHHU 100pa.

2.1. Caeaemwe Ha catuchakuujaTa Ha
MOTPOLIYBAYOT

[MorpormryBaunte opmMupaaT craBOBH 3a
BpEeHOCTA HAa MAapKEeTUHI TMOHYAMTE U TH
¢dbopMupaaT HMBHUTE KYIOBHHM OMJIYKH Bp3 Taa
ocHoBa. Carucdakmnujara Ha MOTPOLIYBA4YOT €
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pE3yNITAaTOT KOj IO MOYYCTBYBAAaT KIMCHTUTE KOM
HCKyCcHJIe Jieka pabOTeHmeTO Ha KOMITaHHWjaTa TH
UCIIOJIHYBA HHUBHHUTE O4YeKyBama. Ho, Ha Koj
HaYyMH KyIoyBauuTe TH (OpMHUpaaT HHUBHUTE
ouekyBama? HeomxomHo e MapkeTepure Jaa
BHIMaBaaT BO IIOCTAaBYBambETO Ha IPABUIIHOTO
HUBO Ha OYeKyBamara. AKO TH TIOCTaBar
OYeKyBamaTa MHOTY HHCKO, THE MOXE Ke TH
3aJJ0BOJIAT OHUE KOU KYITyBaart, HO HE YCIeBaarT /1a
IpUBJIEYaT HOBU KymyBaun. Hamportus, ako ru
MOCTaBaT OYEKyBamara IPEBUCOKO, H3BECHO €
JieKa KyIyBauuTe ke ounar pasodapanu. Bo cekoj
cllyyaj, HEKOM Off JICHEIIHWTECHA]yCICUIHH
KOMalHUM TH TIOAWTHYBAaaT OYeKyBamara U TH
ucrnoiHyBaar. KoMmMmaHuuTe KOM TOCTUTHYBaat
pejTHHT Ha BUCOKa catucdakimja, o6e3denyBaaT
TOa Ja OWJIe MO3HATO Ha LENUOT Ma3ap.

Cekoja KOMIaHWja OpHUEHTHpaHa KOH
NOTPONIYBAauOT 3a IeJl MMa IOCTUTHYBAame Ha
BUCOK  CTEMEH  Ha  caTucdakiuja  Kaj
HOTPONIYBAauYOT BO JIOHOC Ha KOHKYPEHTHUTE, HO
Ccerak He HACTOjyBa MCTATa J1a ja MAaKCHMHU3UPa 10
cekoja neHa. KoMmranujara mocTojano Moxe Ja ja
3rojeMyBa caTuc(akuyjaTa Ha MOTPOIIYBAYOT CO
HaMajyBame Ha IEHaTa WIH IOJ00pYyBame Ha
KBAIUTETO Ha YCIYI'HTe, HO TOoa MOXeE Ja
pesyartupa co noman npodur.Cropea Toa menra
Ha MapKeTHHTOT € Jia MpOpHUTHPa O] BPEIHOCTA
Ha moTpomryBadoT. [Ipy Toa Ha KOMIAHUHUTE MM
Ce Ha pacroJjiarame ClIeJHIBE HEKOJIKY METOIH:

e CucreMn Ha KaJI0OM M CYreCTHM —
KomnanujaTta opueHTHpaHa KOH MOTPOIIYBauOT
UM OBO3MOXYBa Ha KJIMEHTUTE Ja MOJHecaT
KamOM W CYreCTHH, TIOCTaByBaaT OecCIUIaTHH
KOHTAaKTHM JIMHMUM 32 Ja UM OJIeCHaT Ha

MOTPOIIYBAaYUTE Jla IIOCTaByBaaT Ipallama,
KaJOU U CYreCTHH.

e [Ipernien Ha caruchakuujaTta Ha
norpomryBa4or — OJroBopHUTE KOMIAHHUH

Ipe3eMaar JUPEKTHU MEPKU 3a COIJICAYBAamE Ha
3aJI0BOJICTBOTO Ha MOTPOILIYBa40T co
CIpOBENlyBalk€ IOCTOjaHM aHKeTH. Kommanuute
CaMOCTOJHO JI0CTaByBaaT IpaIlaIHULU WIH Ce
jaByBaar 1o TenedoH Ha MOeIUHIM WM Ha rpyna
Ha [TOTPOLITYBayH.

e HeBupua monuur — Toa e ciayyaj kora
HCTPakKyBauMTEe CE€ IPECTABYBAaT KAKO KyIlyBayH.
OBue ,HEBHJUIMBH KyIyBauh® MOXaT M Ja
MIPE3eHTUPAAT ONpEIETHH MPOOJIEMH ce CO Iena
ce YTBpPAM JalM IEPCOHAIOT HAa KOMIIaHHWjaTa
no0po ce cmpaByBa CcO IpoOjeMaTHdHaTa
curyauuja. Ha npumep, MokaT fja ce moskanar Ha
XpaHaTa BO PECTOPAaHOT, 3a Ja BUIAT Kako



MEPCOHAJIOT Ha TOj PECTOpaH Ke Ce CIIpaBU CO THE
MOTUTaKH.

e AHaJW3a HA U3ry0eHNOT MOTPOIIyBay
— Kowmmanunre Tpeba na ce BO KOHTAKT CO
MOTPOIIYBAUYUTE KOW IpecTaHale Jaa KyIyBaat
Wil ce mnpedpiawie Kaj KOHKYPEHTOT, 3a Ja
yYBHJAT 30ILITO ce ciIydyBa Toa. Taa Tpeba na ja
CIEIM CTAlKaTa Ha 3aryba Ha MOTPOLIYBAdOT .
Pacreukara cranka Ha 3aryba ykaxyBa JeKa
KOMalH{jaTa He YycleBa Ja TH  3aJ0BOJH
MOTPOIITYBAYHUTE.

3. OnHecyBam-€TO HA MOTPOLIYBAYUTE U
MAapKeTHHTOT

Bo ¢oxycoT Ha MapKeTHHT KOHIENIHjaTa
ce Haofa TOTPOILIYyBa4yoOT, YHH MOTpedH ce
3aJJ0BOJIyBaaT TMPEKy Ia3apHHOT MeXaHU3aM.
[ToTpomryBauoT Ha  mazapor BO  CBOETO
OJIHECYBal€ € pEeJIATUBHO ,,CI000JIEH BO
JaJICHUTE YCJIOBM Ha OJHOCUTE Ha MOHyJaTa U
no0apyBaukaTa M CTPYKTYpHUTE Oele3u Ha CEKOj
mazap co KOM ce OmpefellyBa IMMEH3MjaTa H
KapaKTePUCTUKUTE BO OIPEACICH BPEMEHCKH
Mepuoz.

Co  BOBenyBameTO  Ha  MapKETHHT
KOHIIEIIMjaTa BO pPabOTeHET0 Ha rojeM Opoj
CTONAHCKU cyOjeKTH, WHTEPECOT Ha
IPOYYYyBaHETO Ha OJITHECYBAHHETO Ha
MOTPONIYBAYUTE CE 3TIEMyBa MOpaau (GaKTOT MITO
NOTpOUIYBauuTe W HMHpoOpManuuTe ITOOMEHH CH

OCTpaXyBal€  HAa  HUBHOTO  OJHECYBame
npecTaByBaaT €CeHIUjaJIeH UHITYT BO
MOCTAaBYyBalb€ HA MAapKETHHI CTparerujata Ha
KOMIIaHHUjaTa.

Cexoe mpenpujaTue KOe UMa MPETECH3UH
yCIemHo Ja paboTh W Ja OCTBapyBa MooOp3

pa3Boj, HYKHO Ke Tpeba cO TMpuUMeHaTra Ha
MapKeTHUHT  KOHIIeMIMjaTa YCHEeNIHO Ja TH
COBJIaJlyBa OCHOBHHTE TIpallaka KOU  Ce

OJlHecyBaaT 3a Ia3apoT Ha KOj ce BepH(uIMpaar
HAIMopuUTe BO MPO3UBOJCTBOTO.

Kopenute Ha MapKeTHHI KOHIEMNIMjaTa
CHOpea OJIpe/iIeHn EKOHOMCKHU TeopeTudapu Tpeda
na ce GapaaT Bo 17-0T Bek MOTOYHO BO JajieyHaTa
1650 roauna, Kora Bo TJIaBHUT rpaj Ha JarnoHwuja,
Tokuno, pamunmjata Mutcyn oTBOpHIIA IPOAAKEH
00JeKT KOj CIOpea COBEPEMEHM CTaHIapAu Owu
MOJXeJ Jia ce aTpudyTHpa Kako ,,IpBa CTOKOBHA
Kyka BO CBETCKM paMKu““. /[Ba Beka momorina Mex
KopHuk ro naBa HajroneMHoT Opoj Ha OCHOBHUTE
MHCTPYMEHTH Ha COBPEMEHHOT MAapKETHHI, KaKo
IITO C€ HCTPaXyBamke Ha I[1a3apoT, HEromara
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aHaiM3a, MOUMOT MOCTOjaH ma3ap, MOJIMTHKATa Ha
dhopmupame Ha IIEHU, U HAjpa3IudHU YCIyTH 3a
kynyBauute. Cemak, 3aOKpyKeHa MHUCIA 3a
MapKeTHMHIOT 3a [pBOAaT OJ CTpaHa Ha
npogecopor Kpeycu, Bo 1905 romuna Owuna
npe3eHTHpaHa Ha cryneHtute Bo [leHcunBanwmja,
CA/Jl. Orroram, MapKETUHIOT IIOMUHAI HU3
HEKOJIKY €BOJIYTHMBHHM (a3u, ceKoja CO OJJICITHU
CHEM(PUIHOCTH:

e daza Ha JOMUHUPAE Ha
npou3BoAcTBOTO o1 1869 no 1930 romuua, BO
KOja BHUMAaHHUETO € CBPTEHO KOH IPOLECOT Ha
IPOU3BOJICTBO, MOPAJNd HEJOCTUT Ha MPOU3BOAU
Ha 1a3apoT

e ®aza Ha  KOMepUHUjaTHO-TIPOJAKHA
OpHEHTaIlMja Koja MoYyHaja Ja ce pa3suBa Bo 1950
rogMHa W Tpae JeceTMHa TOJUHH, a Cce
KapakTepu3upa co (QpyHKIMja HA MApKETHHIOT —
Opd  INTO  PAKOBOAUTENOT HA  MAapKETHUHT
¢byHKIIMjaTa € OJrOBOPEH 3a ILEIOKYIMHOTO
paboTeme Ha IPETHPUjaTHETO U

e ®aza Ha MapKETUHT KOHTpOJa Koja
nounyBa on 1960 roguna m ce ymre Tpae, ce
KapaKTepU3upa CO MOCTAaBYBAHETO HA MAPKETUHT
¢yHKanMjaTa  Kako  OCHOBHA  JIOMHHAHTHA
¢yHKIMja BO pPabOTEHETO Ha MPETHPHjaTHETO,
OIHOCHO (YyHKIMja Koja Ke& TO KOHTpOJIUpa
nenoro mnpernpujatue. Cropen coBpemeHaTa
nepuHuLyja, MapKETHUHTOT ondaka
AHTULMIMPAKkE, MEHAIMEHT U 3aJ0BOJyBalk€ Ha
nobapyBaykaTa, yCJIOBEHa  OJl  B3aeMHHTE
KapakTepUCTHKH M TIOTPEOW Ha MOTPOIIYBAuOT M
jaBHOCTA, MIPEKY MPOLIECOT HA pa3MeHa.

Paznukure  Mefy — mponmaxHata U
MapKeTUHILKATa KOHIIETIHja Ce CYIITUHCKU U Ce
MpecTaBeHu Bo Tadena 1:

TaGena 1: Pasnuku wMefy mnpojakHaTa H
MapKeTHHIIKAaTa KOHIIETIIIH]a

INPOJAXKBA

- [IpogaxkHo opueHTHpaHa

- €/IHOHACOYEH TIPOIIeC

- MOEIUHEUYECH KyIyBay

- nHopmaTuBHO IUIaHUpame U feedback

- MaJIo aJJalTHpambEe Ha OKPYKYBAHETO(MUKPO)

MAPKETHUHI

- OpueHTHpaHa KOH KyITyBauoT

- IBOHACOYEeH(MHTEPAKTUBEH) MPOILIEC

- JOJITOPOYHH LIEJIH

- rpyna Ha MOTPOIIyBaYH(CErMEHTH )

- nH(opMaTUBHO MIaHupame U feedback
-IIEJIOCHO a/IANTHPAbEe Ha OKPYKYBamHETO(MaKpO)




IIpumeHnara

Ha

MapKETUHIOT

Kako

JICIIOBHA KOHIIETIIMja BO PabOTEHETO HAa HAIIUTE

CTONAHCKH CYOjeKTH
BO  CBETCKHTE

MIpUMEHYBa

OHakKa Kako HmTO C€
€KOHOMHH, BO

PenyObnuka Makenonuja € 0COOCHO 3HAuYajHO
MOPaJIH CIICAHOTO:
e Ja cTUMYNM U peryiaupa nodapyBaukara;
e ['u perynupa MapKTUHI TPOILIOLIUTE;
e VKkaxKyBa Ha moTpedaTa 3a MOYUTYBAHE
Ha (PaKTOT JIeKa CEKOj YOBEK BO JaJICH MOMEHT €

MOTPOIIYBAY;

e Brujanue Ha CTWIOT M BEPYBamETO Ha
JMYHOCTA BO ceOe;
e Bo/ii KOH MOKBAJUTETHO KHBECHE H JIP.
Hajnomara ©Oonect Ha MakKeIOHCKOTO

CTOAHCTBO  HE €  OpraHusangjara  Ha
IMPOU3BOJACTBCHUOT mponec 1501051 HETrOBUTC
KBaHTUTATUBHU  pE3yATaTH, TYKYy HEMAamEeTO
[1a3apHO BepU(UKYBAHU IPOU3BOIU.

3.1 BunoBu Ha  ongHecyBame — Ha
KYITyBa4HUTE

OTKakKo MOTPOIIYBAYOT K€ C€ OMPE/En 3a
oJlpe/ieHa MapKa Ha IIPOU3BO/I, CJIEIyBa KyIlyBambe
Ha ucrarta. Ho, co Toa He mpecTraHyBa MPOLIECOT
Ha OJUlydyBame. YmnorpebaTta Ha IPOU3BOJIOT

00e36e1yBa

HOBHU

uHpopMaIuu

KOoHn CC

CIIOpe/IyBaaT co MOCTOJHUTE BEpyBarha U CTAaBOBH.

Tabena 2

OJTHECYBaH€ Ha KYIIyBauUTe

quI/IpI/I BUJOBM Ha

Bucoxk crenen
Ha Y4eCTBO Ha

Husox crenen
Ha y4eCTBO Ha

KYNyBa4ioT KYNyBa4ioT

3HavajHu KommnekcHo OpnnecyBame

Pa3IuKH OJIHECYBambE npu

nomery IIPU KYIIyBamkbe | KYIYBaHmETO

MapKHTe Ha KOra ce IpaBH

NPOU3BOIH 4eCTO
MEHYBame Ha
MapKuTe  Ha
MIPOU3BOJIUTE

Mauaky Huconanna — | KynyBame on

Pa3IuKH pelylupambe Ha | HaBUKa

nomery OJIHECYBAKETO

MapKuTe Ha | IPU KyIlyBame

MPOU3BOIH
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W3Bop: Prisposobeno od Henry Assael, Consumer
Behaviour and Marketing Action, mecrto u3nanue,
ctp 67. (Boston, MA:Kent Publishing Company,
1987godina) © Wadshorth Inc.1987 godina.
Povtorno ispecatena so dozvola na Kent
Publishing Company, a divison of Wadsworth Inc.

Bo T0j mornen ocobeHO ce HUCTaKkHYBaaT
YETUPHU BUIOBU HA OJJTHECYBAE HA KYIIyBaUUTE:

a) IlorpoumryBauure  mnpuUMeHYBaaT
KOMILJIEKCHO O/IHeCyBame — IIpU IPOLECOT Ka
KyIlyBambe€ Kora IMpOU3BOAOT € CKall, PU3HUYEH,
peTKO ce KyIlyBa, KOra IIOCTOjaT 3HA4ajHU
pa3nuKu noMery MapKuTe Ha MPOU3BOAM U Kora
MIPOM3BOJOT BO TroOJieMa MeEpKa € ojJpa3 Ha
JUYHOCTAa Ha KymyBadoT. Bo BakBM ycioBw,
KyIyBa4oT 3a Ja HalpaBd COOJBETEH H300p 3a
KyIlyBambe MOMMHYBa HH3 LEJIOKYITHUOT HpOIEC
Ha y4eme, MPBO Pa3BUBAjKU YBEpyBamba BO BPCKa
CO IIPOM3BOJIOT U CTABOBH.

0) Penynupame Ha oaHecyBameTo NpH
KynyBameTo — Penynupame Ha KylyBambeTo ce
jaByBa Kora MOTPOUIYBa4MTE BO TOJIEMa MepKa
y4ECTBYBAaT CKalo, PETKO U BHCOKO-PU3UYHO
KYIyBambe, HO COTJIeyBaaT MaJlM pa3jIuKu OMery
pasinyHuTe  Mapku Ha  npousBogu.  Ilo
U3BPIIEHOTO KYITyBamke, Kaj KyIyBauylTe MOXKE /1a
ce jaBaT IOCTKYHNOBHM AMJIEMH — 3aJ0BOJICTBO
WM BO  HajrolemM  Opoj Ha  CIy4aeBH
HE3aJJ0BOJICTBO OJI KYNEHUOT IIPOU3BOJ JOKOJIKY
3a0enexaT OJIpe/ieHH HEIOCTaTOLM Ka KYNEHUOT
IPOM3BOJ WM CIyIIHAaT I[OBOJHHM MHCIEHA 32
MapKuTE KOU HE TH KYITUJIE.

B) KynyBame ox HaBuka — KynyBameTo
0]l HaBUKa C€ jaByBa BO YCJIOBHM Ha HU30K CTEITEH
Ha Y4ECTBO Ha IMOTPOILIYBAa4yoOT MpEJ] C€ NOopaau
HUCKHUTE LEHUM Ha MPOM3BOAUTE KOU YECTO C€
KyIyBaaT U MaJld HE3HAYUTEITHH PA3JIUKU IOMery
MapKuTe Ha MPOU3BOAU. AKO THE IOCTOJaHO
IIOCETHYyBaar I10 UCTaTa MapKa Ha IIPOM3BOJI, TOA €
MOBEKE O] HaBHUKa OTKOJKY HEKoja Ccuija
JI0jaTHOCT KOH OJ/Ipe/ieHa MapKa.

r) OnHecyBame NpH KyNyBameTo KOra
ce NMPaBH 4YeCTO MeHYBamh¢ HAa MAapKHTe Ha
NpPOU3BOIH - [HoTpomyBaunte mpe3emaar
OJIHECYBAmE IIPU KYIYBambe KOra c€ IPaBH YECTO
MEHyBam€ Ha MapKUTe Ha MPOU3BOAU BO
CUTyallud KOM C€ KapaKTEepU3upaaT CcoO HU30K
CTENEH Ha YYecTBO Ha MOTPOUIyBayUTe, HO
3Ha4YajHU COTJIeIaHH PA3IMKH IoMel'y MapKuTe Ha
npousBoau. Bo TakBM ciydau, MOTpOIIyBayuTe
4ecTo IIpaBaT MEHYBalkbe€ HAa MapKUTEe Ha
MPOU3BOIU. MEHYBaWkETO HAa MAapKUTE CE jaByBa



MOBEKe CO LeJ J1a C€ HalpaBH IMPOMEHA OTKOJKY
1I0pajii He3a/10BOJICTBO.

4. 3amTuTa Ha MNOTPOLIYBadWTe BO
EBponckara yuuja

3a na MOXe BHATPEUIHHOT Ma3ap Ja TH
OBO3MOXH CBOUTE oenepun Ha
MOTPOIIIyBauMTEe, Ha HCTUTE Tpeda Aa UM Oupe
OBO3MOKEH JIECEH NpUCTanm KOH Jo0para u
yCIlyTUT€ KOM C€ NPOMOBHUpaaT, HyJIaT U
pojaBaar.

3amTUTaTa Ha  MOTPOIIYBAaYUTE  BO
EBponickara YHuja omncrojyBa moBeke o 25
FO,I[I/IHI/I7. Unen 153 on EC Treaty paspaboryBa
HEKOM O]  TOTPOIIyBauKUTE  TpaBa-  3a
uHpopmaiyja, eIaykalnuja W pernpe3eHTaluja.
Hupexktusure Ha EY  3a  3amrura Ha
MOTPOIIIYBAUUTE, HAjUeCTO OA3UPaHU HA OJTYKHUTE
(penieHmjaTa) Ha BHATPENIHHOT Ia3ap O WICHOT
95( mopanemen unen 100a) on EC Treaty, ru
OCBETJIMja JICTAIIUTE 3a CHUTYpHOCTA Ha OBHE
npaBa. HanuoHnanHute perynaTUBM U IpaBHA
HayKa MMaaT TOJieM YyJeJl BO 3allTUTaTa Ha
NOTPOLIYBAaYUTE BO BHATPEIIHHOT TMaszap -
EBporckara yawuja.

[Mupkynanujata Ha eBpo OAHKHOTUTE MU
MeTaJHUTE Tapu Koja 3armo4yHa Bo jaHyapu 2002
roAMHa JaBa OTPOMHA MOXHOCT 3a pa3Boj Ha
MOTPONTYBAYKHOT BHATpEIIeH ma3zap. AKO HeE e
pa3paboTeH, rparaHure Ou OWie OCTaBEHU CO
IIOMHUCJIA JIeKa CYIITMHCKHOT MpPOeKT Ha EY —
BHATpEIIEHE a3ap — € HEepeJIeBaHTeH 3a HUBHUOT
CEKOJTHEBEH JKMBOT W €JHOCTAaBHO € TIPOEKT
IM3ajHUpaH Ja MM CIy)KM Ha HHTEpecuTe Ha
npernpujatujata. llenure Ha 3amrTurata  Ha
MOTPOIIYBAYUTE CE€ A C€ I0CTABU €/I€H CUCTEM OJ]
peryiaTuBH K0j8:

e JlocTUTHYBa HajBUCOKO MOXHO HUBO Ha
3alITUTa Ha MOTPOIYBAYUTE, & KOj BO UCTO BpeMe
TH OJIp’)KyBa TPOIIOIWTE Ha TPETIPHjaTHETO Ha
MUHUMYM;

e E noBonHO (uekcubuinen u 1mrTo e
MOXKHO TIOGHCTaBEH 3a Ja pearupa Op30 Ha
1a3apoT, U KOj I'M BKIIy4yBa HHBECTUTOPUTE LITO €
MOJKHO ITOBEKE;

e OBO3MOXKYyBa JIeTaJlHA CUTYPHOCT H
00e30eyBa HEroB JIEJOBEH U e(duKaceH pasBoj,
0CO0EHO BO CITy4anTe Ha HAJBOPEIIIHA TPTOBH]a.
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4.1 Kane u Ha mro Tpeda 1a oOpHar
BHUMAaHMe NOTPOLIYBAYMTE

Co men ma ce OTprHaT MHOT'YOpOjHUTE
OHJIQJH UW3MaMyBaud HaaBOp O OW3HHCOT,
®denepannata Komucuja 3a Tprosuja (Federal
Trade Commission — FTC) Bogeuka arcHuuja 3a
3alITUTa Ha MOTPOIIYBAaYMTe, KoOja paboTH Ha
3aIlTUTa Ha MOTPOIIYBAUYUTE u 3a
BOCIIOCTaBYBal€ Ha KOHKYPEHTEH maszap, IH
uH(bOpMUpa MOTPOIIYBAYUTE 32 HAYMHUTE HA KOU
THE MOXaT Ja ce (aTaT HAa HHUBHATa WHTEPHET
ctpanunia U ja ru npeno3Haar. Cnopen FTC,
TIOTPOIIYBAYNTE HAJMHOTY CE XKaJIaT Ha';

° HNurepHer aykunuure 3amka:
KynyBaj Ha ,,BUpTYyeneH mazap® Koj HyIu TOJIeM
u300p Ha TMPOU3BOAM CO TOJEMHU  3JEIJIKH.
JloB(pakame): Ilo wucnpakamero Ha mapuTte,
NOTPONIYBauMTE BeNaT JeKa J00MBaaT MpeaMeT
KOj € moMaJsKy BpeneH ol BeteHHoT. Kako na ce
3amrrurar:  [loTpomryBaunte Kora KyrnyBaaT
npeky MHtepHer, moTpeObHO € Ja ro mpoBepar
IpoJaBavyoT, Ja MHCHCTHpaaT IUlakambe Co
KpeIWTHA KapTUYKa WM MaK J1a KOPUCTAT HEKOU
0]l CEpBHUCHUTE 32 3aLITHUTA.

e [IIpucranm Ha ApPyr HHTEPHET CePBUC

e H3mama Ha KpeANTHA KApTHYKAa

e MeryHapoaHo BpTeme O MOJeM

e Bed kpemupame

e MyJuaruiesed
(IMupamuan)

e [IlaryBama m Ogmopu

e Dbu3HHC MOXKHOCTH

o MHuBecTHLHMH

e [IponsBomm / Ycayrm 3a Hera Ha
3apaBjeTo

FTC ja nocturnyBa cBojaTa  1enl
HOTpoIIyBauuTe Ja Oujgar wuHGOpMUPHH 3a
HAaYMHUTE W MOXXHOCTUTE KOM UM CTOjaT Ha
pacriosiarame 3a Ja Oujar 3alTHTEHH, Kako M
JIeKa y>KUBaaT CUTYPHOCT O] TojieM Opoj BIIaIuHU
W HeBiaauHu opranuzamuu. Co TOa CcaMuoT
MOTPOIyBay CTEKHYBa noBepOa BO
€JIEKTPOHCKaTa KOMepIija €O IITO CI000HO
MOJXKE Jia TH KOPUCTH MHOT'YOpojHUTE OeHehuuu
LITO Taa T'M Hy/H.

MAapKETUHI

4.2  3amrTuTa HA NOTPOUIYBAaYMTE BO
Penyoiuka Makenonuja

Bo Penybnuka Makenonuja, BO yCJIOBH Ha
JUMaHUYEH pacT M pPa3BOj U C€ MOHECUTYpPEH



HAYMH Ha OIIITECTBCHO OUTUCYBALE, KYITyBauUTE
C€ M3JI0KEHU Ha Pa3JIMYHH ,,[ICHOBHU BETEPHUIU
W TIOBEKe O] Kora moTrpebata 3a 3aliTUTa Ha
MOTPOIIYBAYUTE CE jaByBa KaKO HEOIXOJHOCT.
Omnpenenbara Ha PenyOnmka MakenoHuja Kako
NpaBHA JpKaBa 3a W3rpajda Ha €JHO OTBOPEHO
Ma3apHO OIIITECTBO 0a3MpaHO Ha JAEMOKpaTHjaTa
U TIOYHTYBAkETO HAa YOBEKOBUTE IpaBa Kako
TEMelHa BPEJIHOCT Ha YCTaBHUOT TOPEIOK
HaMETHa MOTpeda M OJ1 JIOHECyBame Ha MOCeOCH
3aKoH 3a 3alITHTa Ha MOTPOIIYBaYUTE. 3aKOHOT
ro Gasupaar ciegHuBe Hadena'’;

e 3amTuTa a OCHOBHMTE IIpaBa Ha
MOTPOIIYBAYHTE;

e JloOpu nenoBHU oOMYau;

e Onmra 0e30€JHOCT Ha MPOU3BOIAMUTE U
YCIYTHTE;

e [IpomMoBUpame Ha WHUIMjaTHBATA IITO
ce OJJHeCyBaaT Ha eIyKalldja, paBo Ha kajaba u
o0enrTeTyBame;

e J[aBame MEXaHW3aM Ha MOTPOIIYBAYHTE
3a Ie0(h)MKAaCHO OCTBAapPYBamkh¢ Ha HUBHHUTE TIPaBa;

e [I[pomonija W momom 3a pa3Boj Ha
HEBJIAIMHU OPTaHHU3AIMH Ha TOTPOITYBAYUTE U

e 3amiTura Ha UHTEPECUTE Ha
MOTPONIYBAYUTE U APYTUTE KOPHUCHUIIH.

3AKJIYUOK

Bo rpamemero Ha 100puW OJHOCH CO
KyIyBauWTe€  3HAuaeH  acleKT  MpecTaByBa
OJTHECYBAFETO Ha IOTPOLIYBAYHTE M HHUBHOTO
JIOHECYBak€ Ha OJUIYKM BO TIPOLECOT Ha
KymyBame. TakBUTE OJIYKH THE TH JIOHECYyBaat
BpP3 OCHOBAa Ha CBOM YYBCTBA U MHCIH, KakKo U
KOMEHTapH u MperopaKku o1 IpyTu
notpouryBaud. Toa 3HauM Jieka BO MPOLECOT Ha
MOTPOIIyBadKaTa ce MOBP3aHM HE CaMO YyBCTBA
TYKy ¥ KOHKPETHHM [I€jCTBHja INTO THE THU
npe3eMaar. Bp3 OJTHECYBAHETO Ha
MOTPOIIIYBAaUYUTE BJIHjaaT rojieM Opoj QaxTopu
(KynTypHHU, COLHWjaTHH, JUYHU U TCUXOJIOIIKH).
HuBHOTO BiMjaHue € CO pa3nuyeH UHTEH3UTET BO
3aBHCHOCT OJI BHJOT Ha TMPOU3BOAOT KOj €
npeamer Ha KynyBame.Ce mouecto rparaHuTe ce
KPTBU Ha MapKEeTHHT-TPUKOBHU. JIaKHU TOITyCTH,
HEpeaJlHn  MOJApoIH, W  pa3HUd  JPYrH
MapKeTUHIIIKKH TPUKOBH KOM TH KOPHUCTAT
TProBIMTE 3a Ja IO 3rojieMaT CBOJOT MpPOdUT.
Cnopen Toa Tpeba j1a uma 3a4ecTeHa KOHTPOJIA OJ1
MHCIIEKIIUUTE, TMOCeOHO BO MEpPHOAMTE Ha
nonyctd. Ilpum mnpogaxbara Ha TPOUZBOIUTE
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TOJIEM yJeNI UTPa TU3ajHOT Ha MPOU3BOAOT IITO CE
MpoAaBa, Kako M PEKIAMUPAKkETO, TpPU  IITO
HajroJIeMO  BJIMjaHUE C€ OCTBapyBa IIPEKYy
HHTepHeT, Koj 0coOEHO BiIHMjae Ha MoMJjajaTa
MOMyJIalwmja.
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ABSTRACT

Marketing plays an important role in the
development of companies, promoting business
growth and living standards. So, marketing is
accepted as a business philosophy to "create and
maintain living standards."

The development of marketing orientation
implies concentration of the Company's activities
on the: competition, changes in the environment
and culture of the company.

Target marketing as a new business
philosophy is managing the company's behavior
towards customers. Namely companies to achieve
their goals, ie to create loyal customers need to
manage their behavior towards customers.
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MAPKETHUHI'OT KAKO HOBA BU3HHUC
PUJIO30PUNIJA

AIICTPAKT

MapKeTUHIoT HWrpa 3HauyajHa yJora BO
pa3BojOT Ha KOMIAHHMUTE, YHANpeAyBamke Ha
OM3HMCOT Kako U IopacT Ha >KUBOTHHUOT
crangapa. Taka, MapKeTHHTOT ce mpudaka Kako
ouzHuc ¢punozoduja 3a “cozmaBame U OJIP)KYBabE
Ha ’KUBOTHUOT CTaHIAPA .

Pa3BojoT Ha MapKeTUHINKATa OpUEHTAlLKja
nopa3oupa KOHICHTpalrja HA aKTUBHOCTHUTE Ha
KOMIIaHUjaTa Bp3: KOHKYpEHLIMjaTa, IpOMeHaTa Ha
OTIKPYXKYBaETO U KYJITypaTa Ha KOMITaHH]aTa.

Ilen Ha MapKeTMHrOT Kako HOBa OW3HHUC
¢unozoduja e ynpaByBame CO OJHECYBAHETO Ha
KOMIIaHWjaTa KOH moTpouryBauute. ImeHo,
KOMITAaHWUTE 32 JIa TH OCTBAapaT CBOUTE LENH, T.€
Jla CcO3/aJaT JIOjaJHM TOTpOIlyBayu Tpeda naa
ylpaByBaaT €O HHBHOTO OJHECYBame€ KOH
HOTPOIIYBauUTE.

Kayuynu 300poBH: MapKeTHHI, OM3HHC,
¢dbunozoduja, moTporryBaq



BOBE]]

MapKeTUHTOT € TOJIKY (yHIaMEHTAJIEH,
IITO HE MOXE Ja Ce CMeTa Kako moceOHa
¢ynkuupja... Ce paboTh 3a  LEIOKYITHOTO
JedyBamkbe IOCMAaTpaHO HHU3 IIpu3Mara Ha
HETOBHOT KpaeH pe3yaTar, T.€. OJ] TJICAUIITETO Ha
KYyITyBa4oT.

IIutep pakep

MapKeTHHTOT, TEOPETCKH, € COCeMa jacHO
nepuHUpaH M TPaAKTHYHO JOKaxaH. Hero ro
npudatnie BHUCOKO PA3BUCHHUTE 3€MjU U KakKo
TaKoB MpeTCTaByBa J0cTa epukaceH
MHCTPYMEHTAPHYM 3a HHMBHa ekcrau3uja. Cekako
JieKa MpeTHOCTa € Ha CTpaHaTa Ha OHWE KOMITaHUH
KOM IITO TOpaHO Ke ja cBaraT ujaejaTa Ha
MapKETHHTOT M Ke C€ MPHJIaroJar KoH Hea Co
CBOjaTa OpraHu3aiyja 1 Ha4uH Ha paboTeme.

MapKeTHHTOT Kako EKOHOMCKH IIPOIIEC
BIMjac Bp3 ONACITHUTE KOMIIAHWH, TPAaHKH |
00JIaCTH BO CTOMAHCTBOTO Ja C€ MPEOPUEHTHPAAT
O]l TPOM3BOACTBO YHWja I € OICTaHOK, KOH
nazapHo paboTeme, Yrja el € pacT U pa3Boj.

Co ormen Ha TOa IITO, BO TOCJIECTHHBE
TOAMHY, 11a3apOT UMa JOMHHAHTHO BJIHMjaHUE TIPH
dopMupameTo Ha JIeNOBHATAa MOJHMTHKA Ha
KOMITaHHjaTa, MPEJHOCTA € CeKaKo Ha CTpaHara Ha
OHHE KOMITaHMHM KOM IITO TIOpaHo ja mpugakaar
MapKeTHHT KOHLENI1jaTa.

MapkeTuHroTTpe0aaanpu1I0HeCeOTEHIIN]
ATHUTEKOHTaKTHMET YIIPOU3BOIUTEIIUTEHKYITyBayd
UTeJacTaHaTpealeHaKTHApa3MEHATACOIIOCTUTHYB
ambeMaKCUMaJHaCcTaTUC(aKIIN]aKaKOHAIIOTPOIIYB
auUTeTaKanHAIPOU3BOIUTEIIHTE.

[lepriotoT Ha OMIITECTBEH MAPKETHHT Tpebda
na Ouje KyJIMHHAIMja BO Pa3BOjOT HA MapKeTHHT -
KOHIIEMIIMjaTa BO KoMnanujata. Herosara yrora ce
COCTOM BO TOa INTO KOMIIAHMUTE KOW IITO ja
npudaTuiie MapKeTHHT - KOHLENIHjara, Tpeda 1a
npepacHaT BO KOMIIAaHWHM KaJieé MapKeTHHIOT Ke
cTaHe OcHOBHa OusHuc ¢unozoduja. Taxa,
MapKEeTUHTOT Kako HOBa Ou3HUC ¢uno3oduja ke ru
WMHTETpHpa  JOJATOPOYHOTO  IUIAaHHpame |
(rHaHCHpamke, NHBECTHLICKUTE BIIOXKYBamba KaKoO
U OIydyBameTO BO HACOKAa  OCTBapyBambe
CTpATEILIKH 1IeJT Ha KOMITaHHjarTa.

1. HoBa yjora Ha MapKeTHHIOT BO
OU3HHCOT

MapKkeTuHIroT Wrpa 3HaudajHa yYJora BO
pa3BOjOT Ha KOMIAHHMUTE, YHANpeayBambe Ha
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CTOIMAHCKUTC AKTUBHOCTH KAaKO MW 1OpacT Ha
KUBOTHUOT CTaHIAapA. TaKa, MAapKECTHHIOT C€

npudaka kako OmsHuc  Qumozoduja  3a
“cozmaBarkbe M OJIP)KYBalkbe Ha JKUBOTHUOT
cTaHgapx’.

[IpenHocTuTe MITO 'Y MMa KOMIIaHUjaTa co
npudakameTo Ha MAPKETUHT KOHIIETIHjaTa Ce:

-ITono6ap cucreM Ha uH(pOpMUpamHE;

-OcrnocoOyBame Ha KOMITAaHUjaTa yCIEIIHO
Jla ce HOCH €O KOHKYpEHII1]jaTa;

-MOXHOCT /1a IOHECYBa peaTHu OJTYKU H
KOHTpOJIA.

WNako, MapKeTHHI KOHLENTOT Tpeda
MacoBHO Ja Ouae npudaTeH Kako COBpPEMEH
HAauMH Ha paboTeme Kaj KOMIAHHMUTE, CEYyIITe
IIOCTOJaT HECOOJIBETHH CBaKkama KOM CTOjaT Ha
naToT 3a HeroBa IIMPOKa MpPHUMEHa BO
IpaKTHUKaTa.

Merfy MHOT'YTE HECOOJBETHH TOJKYBamba,
OCEOHO c€ HUCTAaKHyBaaT CJIEJHUTE TpPU J0CTa
pacrpoCcTpaHeTH CTaBOBH, & THE CE:MapKETUHTOT
IPETCTaByBa CaMO HU3a MEPKHU BO U3BPILIYBABETO
Ha mnpoaaxOaTa, MapKETHHTOT € CcaMoO eJHa
MOJIepHa HOBMHAa HMAapKETUHIOT € HpPHUMEHJIUB
CaMo BO TOJIEMUTE KOMIIAHHH.

Cute oBUE CTaBOBM C€ CIPOTUBHU Ha
MapKeTUHT KOHIenmujata. MIMeHo, MapKkeTHHroT
HE Ce OrpaHMYyBa CaMO Ha MEpKHUTE KOU ce
mpeB3eMaaT O]l MOMEHTOT Ha 3aBpIIyBameTO Ha
NPOM3BOJHUOT MpOLEC Ma J0 MOMEHTOT Ha
peanuzanMjaTa Ha MOpou3BoaMTE. AKO BO
KOMIIaHWjaTa OHJAT MPHUCYTHU BaKBU CBaKama,
TOTalll HEJ3MHWUTE AaKIMU Ha IUTAHOT Ha
npopaxOata 6u Oune mosoBuMuHU. Bo cymTuHa
THe OW oOcTaHajle OrpaHWYEeHH caMO Ha
YCOBpIIYBalk€ Ha METOJUTE M TEXHUKaTa Ha
npogax0ara,  HaMecTo  Ja  KOHIMIHUpAaT
COBpEMEHA JIeJIOBHA MOJMTUKA CO aKTUBEH OJIHOC
Ha I1eJ1aTa KOMITaHuja KOH 11a3apor.

Toram MapKeTHHTOT HeMa Ja Cce CBaTH
caMoO Kako 30Mp Ha MEpPKH BO paMKHTE Ha
npoaaxoara, TYKY IPBEHCTBEHO KaKo
»buino3odrja Ha IUHAMUYHO paboTeme”’, Koja
Tpeba mga Oujge mpHCyTHAa Hacekaae, Jda Tro
OKUBYBa OPTaHM3MOT HapedeH KOMITaHWja, /1a TH
MOOMJIM3HMpa M HAcOYyBa aKTHBHOCTUTE Ha CHUTE
HEJ3WHU OpraHd W Ha TO] HAYMH Ja TMOCTUTHE
MOBOJIHU (PMHAHCUCKU PE3YITATH.

CoceMa HETOYHA € ¥ MPETIIOCTaBKaTa JAeKa
MapKeTUHTOT € HEeKakBa MoOJepHa MMHJIMBA

nHoBanmja. HemocpenHo co  pa3BojoT Ha
MPOU3BOJICTBOTO, Kako U I[0jaBaTa Ha ce
IIOI'OJIEMUTC KOMIIaHHUH, KOHTAaKTUTEC CcO



KyIyBauuTe ce moBeke ce rybar. CaMHuoT pa3Boj
Ha TPOU3BOJICTBOTO, OJ] Apyra CTpaHa MaK, TH
HaMeTHyBa MpOOJIEMUTE CO peanu3alujara, Taka
na  mpomaxxkbara — MpeTcTaByBa — €IHA O]
HEHTPAJIHUTE MpoOiieMH Ha padoremero. Toj
npobieM ojx JApyra CTpaHa ja HaMeTHYBa
o0jekTuBHATa MOTpeda 3a MOOJU30K KOHTAKT CO
KyITyBa4oOT, KO€ HEIITO C€ pealu3upa IPeKy
UCTPaXYBAYKUTE U IPOMOTUBHHUTE AKTUBHOCTH.

N Tperoto, Jgocta  pacmpoCTpaHETO
TJIEIUIITe € JeKa MAapKeTUHT KOHIENTOT €
MPUMEHJIUB CaMO BO TOJIEMUTE KOMITAHHH.

Ako TmojmemMe oI CTaBOT JieKa CO
npudakameTo Ha MapKeTHHT  KOHIICMIIUjaTa
BCYIITHOCT npudakame HOBa JIeJIOBHA
OpHCHTAaIMja 3aBHCHAa OJl Ma3apoT, TOrall

rojeMHHAaTa Ha KOMIIaHWjaTa He Tpeba nma Ouje
KPUTEPUYM 3a IPUMEHA Ha OBO] KOHIIETIT.

OncCTaHOKOT Ha CEeKoja KOMIIaHWja, OWIIO
Jla € TrosieMa, CpeiHa UM Maja, 3aBUCH NpeJl Ce OJ1
yCIIeNIHATa Mpojak0a, OJHOCHO O] CTENEHOT Ha
HCKOPUCTEHOCTA Ha Ma3apHUOT MOTEHIIH]jaJl.

3Hauu, MapKETUHIOT, HE € IPOCT 30Up Ha
aKTUBHOCTH MOBP3aHU CaMo CO IpojaxoaTa, HUTY
€ HEeKakBa MOJepHAa HOBHHA, HUTY IMaK € KOHIIETIT
Koj Tpeba J1a TmpeTrcTaByBa MpHUBWIETHja 34
rOJIEMUTE KOMIIAHHH.

He tpeba na nocrojar quiemMu 3a Toa Aajiu
u Tpeba  MapKeTHMHI  KOHIeNIMjaTa  Ha
KOMIIaHM]jaTa, UM Mak He u Tpeba. /loOuBKkaTa u
pacTexoT, BO Ma3apHO CTOMAHCTBO, Haje(hUKACHO
ce OCTBapyBa CO KOpPUCTEHE€ Ha Ma3apHUOT
MeXaHU3aM.

[Ipudakamero uIM HEe Ha MApPKETHHT
KOHIENIMjaTa HEe € caMO paboTa Ha KOMITaHUUTE.
Heonxoano e, mpen ce, BO cpeluHara BO Koja
KOMIIaHWjaTa ja BPIIM CBoOjaTa AEJHOCT Ja Oujar
CO3/IaICHH YCIOBHM IITO K€ TO OBO3MOXKAaT
npudakameTo Ha MApKETUHT KOHIENTOT U TOa He
KaKO HEIITO HOBO M MOJEpPHO, TyKy Kako HOBa
ousHuc prtozoduja Ha cekoja KOMIaHU]a.

Kako nenoBHa ¢uino3oduja, MapKeTUHTOT
ro WCTaKHyBa HA4elIOTO: BO IIa3apHHU YCIOBH
KOMIIaHH]jaTa MOXKE€ Ja MMOCTUTHE MOBOJIEH PacT U
pa3Boj aKo eIeMEeHTUTe Ha JeJOBHaTa W
pa3BojHATa MOJUTHUKA TH YCOTJIACH CO Pa3BOjoT Ha
OMINTECTBEHUTE MOTPEOH, OAHOCHO CO MOTpedHTe
Ha ma3apoT. Toj Jen Ha MOMMOT MapKEeTHHI BO
(GOKyCOT TO COApXKHU ,,M1a3apOT” U HEroBUOT
pa3Boj, a HACTOjyBa Jla TW pa3BUBa M yCOIJacyBa
KOMIIOHEHTHTE Ha JIeJIOBHA TOJUTHKA Ha
KOMIIaHHjaTa 33 MaKCMaJlHO Ja THU 3a/0BOJH
noTpeduTe 1 KeJI0uTe Ha MOTPOIIYBAYHUTE.
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Ce paboTu 3a 10CTa CI0XKEHA U OJrOBOpPHA
3a/laya  CcO YMja TIOMOII KOMIIaHWjaTa ja
aHTULMIOMpa Hej3uHata uaHuHA. Cekako Jeka
KOMIIAaHMUTE KOHM ja mpudaTuie MapKETHHT
KOHLICHI_[I/IjaTa ro uzguraat ACJIOBHHUOT XOPHU3OHT
JajeKy HajJ [poOJeMHuTe Ha eaHa JeJOBHA
roauHa.

Pa3BojoT Ha MapKeTHHIIKAaTa OpHEHTAlLHja
€ JIOJITOPOYEH TMPOLEC U NPEACTaByBa CBOEBUICH
oOlmK Ha WHBeCTHLHWja. Bo ocHOBa oBaa
WHBECTHLIMja C€ OJHECyBa Ha IIPOMEHa Ha
OpraHM3alcKara KyiaTypa M OpraHU3alHcKaTa
KJIMMa H TOAa Ha Ha4YWMH Ja 3aCJHHUYKHUTC
BPEAHOCTH H3pa3eHU IIPEKy 3aJ0BOJYBambe Ha
norpebaTa Ha NOTPOLIYBAYUTE M TpuKara 3a
KBAJIUTETOT OMJAT MOTO U IIeJ Ha CHTE BpaOOTEHH
BO CUTC aKTUBHOCTH.

Pa3BojoT Ha MapKeTHHIIIKAaTa OpHEHTAlLHja
nopa3oupa KOHICHTpallja Ha aKTUBHOCTHUTE Ha
KOMITaHHjaTa BP3: KOHKYPEHIMjaTa, IpoMeHaTa Ha
OTIKPYXKYBaWETO U KYJITypaTa Ha KOMITaHH]aTa.

2. Tlpomec Ha uUMIJIeMEHTaNHja Ha
MapKeTHHIOT KaK0 HOBa OHM3HHC
Pusozoduja

[Iporiecor Ha  WMIUIEMEHTalMja  Ha
MapKeTHHILIKaTa OpHEHTalfja Cce€ OJABHMBA BO
HEKOJIKY (ha3u:

A)OGe36enyBame nojpika Ha t0p HUBOTO
Ha MEHAIMEHTOT;

b)®opmynupame KOHKpeTHa MHCHja Koja
ce OJHecyBa Ha pa3BOj Ha MapKETHHIIKaTa
OpHeHTaIyja.

B) Ilnan u pecypcu 3a ocTBapyBame Ha
IUIaHOT;

IN®opmupame CTpydeH TUM COCTaBEH O]
MEHallepyu Ha KOMIIaHUjaTa U KOHCYJITAHTH.

CtpyuyHuot TuM Tpebda na:

-Ja UICHTU(DHUKYBA
OpHUEHTalllja Ha KOMIIaHH]jaTa;

-Oopmynupa M NpeasokKH Iporpama 3a
nogoOpyBame Ha KyATypaTa ¥ KIUMara Ha

ceraiiHara

KOMIIaHM]aTa;
-[lpennoxu  eBEeHTyalHW  CTPYKTYpHH
NPOMEHH BO paMKHTE€ Ha KOMIIaHHjaTa 3a

nmoapuika Ha MApKETUHT aKTUBHOCTUTE U
-IIpeqyioxku mporpama 3a CIPOBEAYBaHE
MPOMEHH BO paMKHTE HAa CHCTEMOT 3a
HarpajayBame (mapuvHH Harpajau u
yHaAIpeayBama).
JluHaMuKaTa Ha TUTAHUPAHUTE TPOMEHU
Tpeba KOHTHHYUpaHO na ce cieau. Jlamu mma



IIPOMEHA U BO KOj CTETIEH MOXE Ja C€ MPOBEPHU CO
MOCTAaBYBalke HA CICAHHUTE Tpalllama: [ald ¢
JIECHO J1a ce paboTH CO KOHKpPETHaTa KOMIIaHW]a;
Jali  Cce WCIOJHYyBaaT BETyBamaTa, JaJld BO
KOHKpEeTHaTa KOMIIaHWja, BpaOOTEHUTE  ce
NPUIPKYBAAT KOH TIOCTABCHUTE CTAHAAPIU; JajH
Op30 ce pearupa Ha MPOMEHUTE?

Co  BoOBemyBameTO  HAa  MapKETHHT
KOHIIeTIIMjaTa ~ C€  MEHyBa  JiOCeramiHaTa
KOHIIenMja Ha paboreme. Ce BHeCyBa HOB CTHII,
ce co3/JaBaaT HOBM OOBpPCKHM, C€ BHECyBa
JIMCHIUIUIMHA BO W3BPIIYBAHETO HA TUIAHCKUTE
3aa4i ¥ 00Bp3yBa Ha Pa3BOj U KOOPAUHAIM]A BO
paboremero. Toj mpolec, cekako, JeKa He ce
OCTBapyBa BO KPaTOK POK, JIOCTa € TEXOK, Oapa
MHOTY HaIopy U pa3oupama.

3. Ile1 HA MapKeTHHIOT KaKo OM3HHC
Puiaozoduja

[Hen ©Ha MapKeTMHTOT Kako OW3HHUC
¢unozoduja e ynpaByBame CO OJHECYBABETO HA
KOMIIaHWjaTa KOH moTpouryBaunte. lmeHo,
KOMIIAaHUUTE 3a J1a T'M OCTBapaT CBOUTE LIEJIH, T.€
Ja CO3[ajaT JIOjalHH TOTPOIIyBa4yM Tpeda maa
ylipaByBaaT €O HHUBHOTO OJHECYBam€ KOH
noTpouryBaunte. Twe co pa3Boj Ha MOCEOHH
nporpaMM 3a JIOjalHU KOPHUCHHLM Ke TO
ONTHMAJIM3UpaaT TOj Mpouec U Ke u3rpaaar
JOJATOPOYHH peNallii CcO TMOTPOIIyBauuTe Ha
HUBHHUTE MIPOM3BOJM M yCIyru. Taka mporpamuTte
3a JI0jaJIHU KOPUCHUIM To ordakaar CleAHOTO:

-JlepuHupame Ha 1eNIUTe U HAYMHOT Ha
KOPUCTEHE Ha HH(OPMAIUNTE;

-OTKpuBame MTO UM €
MOTPOLIYBAauYUTE U BpaOOTEHUTE;

-Mepemwe Ha KpUTHYHHUTE TIOTPEOH;

-OnydyBame Bp3 OCHOBa Ha
nH(popMaLnu;

-Mepemwe Ha nepdopMaHcuTe BO TEKOT Ha
BpPEMETO;

-UctpaxxyBame Ha
MOTPOIIYBAYHUTE.

BaXXHO Ha

3a0BOJICTBOTO Ha

A) lledunupame Ha HeIUTE U HAYMHOT Ha
KOpUCTeHe Ha UWHPOpMaluuTe — BOOOMYacHa
rpeliKka Kora ce HUCTpaXKyBa 3aJI0BOJICTBOTO Ha
KyllyBauuTe€ €  HeJOCTaTOKOT Ha  jacHH,
pazbupnuBn u  MepauBu  uenu.  [Ipuroa
OJIpelyBalETO Ha IenuTe Tpeba ma Oazupa Ha
COO/IBETHH MHGOpMAIMU U Jla Ce€ peaju3upa co
aKTUBHO YYECTBO Ha KIyYHHTE OpraHH3alMCKH
JICTIOBH Ha KOMIIAaHU]aTa;
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b) OrkpuBame 1mWTO € BaXHO 3a
MOTPOLTYBAYHUTE u BpabOTEHUTE -
UACHTUDUKYBalkbe Ha aTpUOyTHUTE KOU TH

CO3/1aBaaT HUBHUTE MEPLEHIMH U OYEKyBama 3a
KBAJIUTETOT U 33/I0BOJICTBOTO.

B) Mepewe Ha KpUTHYHHUTE IMOTpeOH —
KBQJIUTATUBHO UCTPaXyBambe, TITAaOUHCKA
TeJIe()OHCKH, TIONITEHCKU WM JIMYHH WHTEPBjya
Ha PENpPEe3CHTATUBEH NMPUMEPOK Ha MOTPOIIYBaYH,

u3ryOeHu  KynmyBaud M KylyBauyd  Ha
KOHKYPEHTHUTE;
INOnnyuyBame Bp3 OCHOBA Ha

nHpOpMAIMY - TUIAHUPAHETO Ha aKTUBHOCTUTE €
CO WeJ 3rojieMyBame Ha 33J0BOJCTBOTO Ha
norpomyBaunte. Co Toa ce OBO3MOXKYBa
BOCIIOCTaBYBalkb¢ HAa  MYJITHAWCHHUIUIMHAPHH
TUMOBH  3aJIOJDKEHH 3a MoJopOpyBame Ha
KBAJIUTETOT;

1) Mepewe Ha npedopmaHcuTe BO TEKOT
Ha BpPEMETO — TEPHOAWYHO MEpeme Ha
neppopMaHcuTe HAa KOMITAHHMjaTa W HEJ3UHUTE
KOHKYPEHTH KaKo T'€HepaTopH Ha 3aJ0BOJICTBOTO,
KaKko M MEpeme Ha CTalKara Ha 3aJ0BOJICTBO Ha
HOTPOIITYBAYUTE;

I) HcrpaxyBame Ha 3aI0BOJCTBOTO Ha
UCTIUTAaHUIIUTE ¥ (OPMHUpAEE CKalda 3a HEroBO
UCTPAXYBamkE - TOA C€ CHEHU(PUYHK U OIIITH

uHbOopMaIuu 3a 3aJI0BOJICTBOTO Ha
MTOTPOIITYBAYHUTE.
Crnopen  HOBHOT OHW3HHUC MOJEN  BO

(hoKyCcOT Ha KOMITaHMjaTa € MOTPOIIYBAYOT, MOTOA
KOHTaKTHUOT TMEpCcOHaN, Ma BpabOTEHHTE IITO
CO03/1aBaaT BPEAHOCT KOja KOHTAaKTHUOT MEPCOHAI
UM ja HCIOpayyBa Ha MOTPOIIYBAuMTE, NO/EKa,
MaK, MEHayepoT YIpaByBa CO TMPOLECOT Ha
Kpeupame, OApXKyBambe W pa3Boj Ha JIOjalHH
MOTPOLIYBAYH.

Pa3Bojor Ha uH(HOPMAIUCKO
KOMYHHKAITICKaTa TEXHOJIOTHja  OBO3MOXYBa
BUCOK  CTemeH Ha  HMHQOMHUpAHOCT  Ha
MOTPOIIIYBAYHTe, INTO TH TIPaBH CE TIOBEKe

npeOUPINBU BO U300POT HA POU3BOJI WK yCIyTa
3a 3aJ0BOJyBalkb€é HAa HUBHUTE MOTpEOH U
ouyeKyBama. VIMeHO, MOTpolIyBayuTe OuYEKyBaatr
KOMITAHUUTE Aa BJIOXKAT MaKCHUMAJIHW HaAIlOpH 3a
KpeHpame JIOJTOPOYHU peNlallii cO HUB KOM Ke
pe3yaTHpaar co JOMOJHHUTEITHAa KOPHCT W BHCOK
CTENIEH Ha 3aJI0BOJICTBO O] KOPHUCTEHETO Ha
MIPOU3BOINTE U YCIYTHTE OJ] KOMITaHHjaTa.

Co 7nojanHOCTa Ha MOTpOIIyBauuTe Tpeda
Jla ce ympaByBa OWJIEJKM Taa € MPOMEHJIMBA Ha
JOAT POK U JIOIIOTO YIpPaBYyBamke MOXeE Ja
pesyntupa ro Ty0eme Ha MOTPOIIyBAdUTE.



KoMmmnanujata Ha MOTpONIyBaYMUTe UM  BETYyBa
BPEHOCT IITOKE ja M00MjaT CcO KOPUCTEHE Ha
MIPOU3BOJIOT WM yCIIyrara.

Bbpennor, mpercraByBa BeTyBame 3a
LEJIOKYITHOTO J0XXHMBYBAmkE IITO TO OUYEKyBaat
norpoiryBauute. Jlanu BeTyBameTO € OJpKaHo,
3aBUCH OJ CIIOCOOHOCTa Ha KOMITAHHMjaTa Ja
yIpaByBa CO CBOJOT CHUCTEM 3a HCIOpauyBambe
BPEIIHOCT, KOj IITO T'M BKJIy4yBa CHTE HCKYCTBa
HITO K€ U J0XKUBEE MOTPOILIYyBauOT BO MPOLIECOT
Ha KOPHUCTEHE Ha TIOHYaTa.

Paznukata wmefy nepuenupaHuoT U
OYEKYBAHHOT KBAIUTET HA MPOU3BOJOT WIH
ycllyrara To JIeTepMHUHHpa 3aJ0BOJICTBOTO Ha
NOTPOUIyBadoT. Ako  mepdopmaHcure  Ha
MPOU3BOJIOT WJIM YCJIyrata MmToO T'M J00Wi He TU
WCTIOJHYBaaT HETOBUTE OYEKyBamara, TOTall
MOTPOIIYBAa4YOT € He3ahoBosieH. Jlofeka mak, ako
neppopMaHcUTE T HCIOJHWIEC  HETOBUTE
OUYEKYBamwa,lOTPOLIYBAUOT € 3anoBojieH. Ho, ako
neppopMaHCHUTE TH HAIMHUHYBAaT HETOBUTE
OUYEKYBama, TOTalll TOTPOILITYBAYOT € BOOYIIIEBEH.

[Ipuroa, mnepHeNUPaHUOT KBAIUTET Ha
MPOM3BOJIOT WM yciayrara oOff CTpaHa Ha
[OTPOILIYBAUYMUTE, 3aBUCHU O MOBeke (akTopu H
TOQ: O/ BUJOT Ha OJHOCHUTE U JIOjAJIHOCTA IITO TH

uMaat HOTPOIIYyBaunUTE KOH
Mapkata.Yecto,norpouryBaunre
(GbopMHpaaTIonoBOIHU nepUeniuun 3a

MPOU3BOJIOT, T.€ 3a MapkaTa 3a Koja Beke MMaaT
MO3UTHBHHU YyCTBA.

Kommnanunte Tpeba na ro HaOsbyayBaaT u
MepaT 3aJ0BOJICTBOTO, MJEHTU(GUKYBaJKHM THU
¢dakTopuTe ITO TO BIMjaaT BpP3 HETOBOTO
co3llaBamke M YHampeayBame. 3a Taa Iell,
MapKeTHHT CTpaTerMUTe, KOHTUHYHPAHO Ke ce
MIPEUCITUTYBAAT " NpUJIaroyBaaT KOH
NPOMEHJIMBUTE Oaparma Ha MOTPOIIyBAYHTE.

BoonymeBenure MOTPOIITYBaYH,
BOOOHYACHO OCTaHyBaaT MIOJI0JITO
JI0jaJTHU,KyIlyBaaT MOBeke, reHepupaar ,,300poBU
Ha ycra“, TOMaJKy C€ YyBCTBUTCIHH Ha
MPOMEHHTE Ha IEHHTE M Ha KOHKYPEHTCKHUTE
nonyau. Tue craHyBaaT MmapTHEP CO KOMIIaHHjaTa
¥ ¥ HyJaT WJIeW 3a MPOM3BOJOT WM YyCIIyrara,a
TPOIIOIUTE 32 HUBHO 33/Ip)KyBame C€ TMOHUCKH
OTKOJIKY 32 CTEKHYBab€ HOBH MTOTPOITYBAYH.

Komnanujata Tpeba ma Ouge ocobeHo
BHUMATEJIHa CO HE3aJOBOJIHUTE IOTPOITYBAYH
Oumejku THE HAjYecTO HE 3€ JKajaT Ha JIOUIUOT
KBaJIUTET HA TPOM3BOJNOT WJIHM YCIIyrara, TYKYy
€HOCTaBHO 3aMHHYBaaT W HHUKOTAlll MOBEKE HE
cakaaT Jja UMaaT KOHTaKT CO Taa KoMmmaHuja. Fcto

66

Taka, THE 3a CBOETO HE33J0BOJICTBO  Ke
nHpopMUpaaT TOJEM  OpOj  TMOTEHIUjaTHU
KyIyBa4M ¥ Ha TOj HAYMH HETaTUBHHUOT €(EeKT Of
HUBHOTO HE3aJJ0BOJICTBO ke oune
MYJATHILTHIAPAH.

3aroa kommaHujatra Tpeba ga Ouje
BHUMATEJHA CO BOCIIOCTAaBYBAamkE HA CUCTEMOT 3a
yIpaByBamke CO TPOIECUTE 32 CO3/1aBambe
KBaJIUTETHU MPOW3BOAM M yciyru. Taa Tpeba na
JlaBa peajlHd BeTyBamba KOH IMOTCHIIUjaHUTE
MOTPOIIYBAYHX U J1a BI0KYBa MAKCHMAaJIHH HAIOPH
Jla TY peaju3upa.

Ycnexor Ha KOMIIaHHMjaTa Ha Ia3apoT, BO
rojemMa Mepa, Ke 3aBUCM U O] HeEj3uHATa
YCIIEIIHOCT BO MPOAKTUBHOTO JIENyBalke M
CO3/1aBalb€é CHTEM 32 CTEKHYBalme€ IOBPATHU
UHPOpPMALIMK  OA  MOTPOIIYBAaYUTE  IPEKY
u3Haoramwe (HOpMU U CTUMYIU 32 TEHEPUpPAHE
HUBHU 1norakd. Popmure 3a  HpeIo3u,
OcCIUTaTHHUTE TeneOHCKH opoeBu,web
CTpaHHIUTE W € —mail ampecuTe OBO3MOKyBaat
Op3a/lBOHACOYHA KOMYHUKAIIH]a.

Crparemka ompenenda Ha MapKETHHT
MEHAIIMEHTOT Tpeba na Ouae MpoaoIDKyBame Ha
KHUBOTHUOT LHUKIYC Ha JIOjAJIHUOT TOTPOIIyBad,
3aroa IITO CIOpe] MPAaBHIOTO 32 3aJ(pKyBambe Ha
npoduradunaute norpourysaun (20-80), 20% ox
NOTPOLIYBAaYUTE 4ecTo co3aaBaaTr 80%unu noseke
o1 Tpo(UTOT HAa KOMIIaHU]jaTa.

[IpodpuTabunen MOTpOIIyBay e
JUYHOCT,TOMAaKUHCTBO WJIM KOMITAaHH]a KOU CO TEK
HA BpeMe co3JaBaaT MPUXOAM INTO TH

HaJMHHayBaaT TPOLIOLMTE HAa KOMIIAHMjaTa 3a
MPUBIIEKYBakE Ha MOTPOIIYBAYOT, peanusaljaTa
Ha mpoaaxOara u 3a o0e30eqyBame YCIyrd 3a
MOTPOIIYBAYOT.

YpaByBameTo CO OJHECYBAHETO KOH
MOTPOIITyBAUYUTEE mpoiiec 3aCHOBaH Ha
“HpOpMAIUA 3a TOTPOUITYBAYUTET.C. 3aHHUBHUTE
KEJIOU ¥ MHTEPECH 3a JIa ja MaKCUMHUpaaT HUBHATA
JI0jaJTHOCT.

CnymameTo Ha MOTPOIIYBaYUTe HMa
KIIy9HO 3Ha4YeHe 3a  YIOPaBYBaBAKETO  CO
OJIHOCHTE CO moTpoiryBauntTe.Hekon kommanuu
Kpeupajie TeKOBEH MeXaHH3aM 3a KOHTHHYHUPAHO
noOuBame MOBPATHU nHpopManun ol
notporryBaunte. CTpaTerujata 3acHOBaHa Bp3
MOBpaTHUTE WH(GOPMALUKA Off TOTPOILIYBAYUTE
Tpeba na Ousie OCHOBA 3a MMIUIEMEHTHpAmke Ha
HUBHUTE OYEKyBaka W CTaBOBH BO HJHUTE
AaKTHUBHOCTH, KOH KOMHaHI/IjaTa IJ1aHvupa 1ga I'u
peanu3upa Ha ma3apor.



[Iporpamure 3a JOjalHOCT ce jaByBaaT BO
JIBa BUJA, U TOA: KAKO MPOrpaMu 3a 3a4eCTEHOCT
" MapkeTuHT-KiIyooBu.IIporpamuresa
3a4eCTeHOCT C€ JM3ajHUpaHd Ja oOeszbenmar
Harpagyd 3a TOTPOINYBaYUTE WITO KyIyBaar
MOYECTO U BO 3HAUMUTEIHHU KojuuecTBa.Tue mMoxe
Ja TIOMOTHAaT BO u3rpaadara Ha JOJTrOpOYHA
JI0JaTHOCT HAa  TOTPOLIYBaYUTE CO  BHUCOKA
BPEIHOCT Ha KMBOTHHOT BEK Ha MOTPOIIYBAYOT.

[IporpaMuTe 3a YJIEHCTBO BO MapKETHHT
KIIyOOBH MOJKE J1a OMIaT OTBOPEHH 3a CEKOj IITO
HabaByBa MPOM3BOJ WIHM YCIyra WIH MOXeE Ja
Oujgar OrpaHMYEeHHd HA XOMOTEHa TpyIa,Hid 3a
OHME INTO C€ MOArOTBEHM Ja IulaTaT Maja
yrieHapuHa.llako oTBOpeHHTE KITyOOBH ce H00pH
3a rpajaeme 0aza Ha MOJATOLU UITH 32 OCBOjYBaHkhE
Ha TOTPOIIYBAaYHTE W HHUBHO OJJIAICUYBAIHE O]
KOHKYPEHTHUTE,KITyOOBHUTE co OTpaHUYEHO
YJIGHCTBO C€, MHOT'Y IOBEKE, MOKHU T'paJUTEIN Ha
JONTOpOYHATa  JIOJAIHOCT.  YCIOBUTE  3a
YJICHAPUHUTE W YWICHCTBOTO TM CIpPEYyBaaT OHHUE
ITO MMaaT caMO MOMEHTaJleH HHTepec 3a
MPOU3BOJIUTE W YCIYrHTEe Ha KommaHujara.OBue
KIIyOOBU TU MPUBJIEKYBAaTH TU 3ap>KyBaaT OHUE
MOTPONIYBAYX IITO C€ OJTOBOPHU 33 HAJTOJIEMUOT
nen o1 mpoUTOT Ha KOMIIaHHUjaTa.

KomnanuuTe ce coouyBaaT co MpEANU3BHK
Ja  BOCIOCTaBaT  AMPEKTHH  pellaliii  Co
MOTPOIIYBAaYNTE W HA TOj HAYMH TIPOIECOT HA
JIOHECYBam-€ OJUTyKa 3a KYIyBame J1a TO HarpaBat
TIOJIECEH W TOETHOCTaBeH, 3a HUB. McTo Taka, 3a
KOMIIAaHUUTE TpUMapHa Iel, € Bpakamke Ha
M3ryOCHUTE TMOTPOIIYBAa4yM, 3aToa INTO THE
aKTUBHOCTH C€ MPOCIEAEHU CO MOMAaIN TPOIIOLHU
BO criopenida co OCBOJyBamkbe€ HOBH MOTPOIIYBAYH.
Toa ce momxu Ha ojpeaeHdn uHPoOpMaLMU 32
OJTHECYBAmbETO HAa TOPAHEUIHUTE IOTPOIITYBAYH,
KOM KOMITaHHMjaTa BeKe I'M Moce1yBa.

VYcenennn ke Ouaar oHME KOMITAaHHHM KOU
MTO Ke BIOXAT HANoOpW 3a aHalM3upame Ha
MPUYUHUTE 3a 3aMUHYBambE Ha
MOTPOIIYBAUUTE,IPEKY pasroBopu 3a
3aMHUHYBAmkETO M aHKETH, CO IITO K€ HACTOjyBaaT
Ja TH OTKpHjaT BHUCTHHCKUTE TMPUYHHH 34
HUBHOTO OJTHECYBAmbE.

[lomaTorure 3a MOTPOIIYBauuTe, Ce
CKiagupaaT Bo 0aza Ha IMOAATONM, a TOA 3HAYH
KOMIIaHWjaTa Tpeba Ja HMMa HMILIEMEHTHPAHO
epuKaceH MapKEeTUHT UHPOPMAICKU CHCTEM.
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3AKJIYHOK

Pa3BojoT Ha MapKeTUHILKAaTa OpUEHTALINja
€ JIONTOPOYEH IPOIEC U MPEICTaByBa CBOCBHCH
o0nmMk Ha wuHBecTUIMja. Bo ocHOBa oBaa
MHBECTHIIMja CE€ OJHECYyBa Ha IpOMEHa Ha
OpraHM3anuckara KyiaTypa M OpraHU3alMCcKaTa
KIMMa M TOAa HAa HAYMH Ja 3aeIHUYKUTE
BPEJHOCTU M3pa3cHU IIPEKy 3a70BOJYBambE Ha
notpebaTa Ha MOTPONIIyBaYMTE M TpUKaTa 3a
KBAJIUTETOT OMIaT MOTO U IIeJI HA CUTE BPaOOTEHH
BO CHTE aKTUBHOCTH.

CONCLUSION

The development ofmarketingorientationis
a long termprocess andrepresentsa uniqueform
ofinvestment.Basicallythis investmentrelates to
thechangeof organizational culture
andorganizational climateandthewaythe common
valuesthrough meeting theneeds ofconsumersand
careabout the qualitybethe mottoandgoal of
allemployeesin all activities.
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PRODUCT AND SERVICES
ADVERTISING IN CONTECST OF
PROTECTING RIGHTS OF COSTUMERS
AND RIGHT OF INFORMATION IN
REPUBLIC OF MACEDONIA

ABSTRACT

The consumption daily evolve in an
extensive and varied form, depending from the
larger human needs while creating immediate
response relationship in which the man cannot
exist without the purchase of certain products.
Each of us daily is in a role of the consumer in
order to satisfy their basic needs and up to luxury
goods. The Rights of consumers receiving an ever
greater importance and role in the modern society,
therefore the legal regulation of these relations of
exchange is very important element whose goal is
the consumer as an individual to be protected
from the uncommon market behavior of traders
which mostly abuse the uninformed consumers
and against legally they gain a profit.

The use of the Internet and the electronic
commerce are in significant growth and thus
increases the risk of manipulative and deceptive
acts to most of the consumers and that’s why it is
important to ensure a high level of protection and
information to consumers. If the protection is
effective and there is a high degree of information
then strengthen consumer confidence in the
institutions and increase their sense of safety and
security in the exchange which encourages the
consumers to be more active in the process of
exchange, by using new products and new
methods, which final aims are to increase the
volume of supply and market consumption.

Key words: consumer, information,

protection of the rights, sale, services
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PEKJIAMUPAILE HA TPOU3BOIHN U
YCIYI'M O ACIHHIEKT HA 3ALITUTA HA
ITPABATA HA ITIOTPOIIYBAYMTE U
INPABOTO HA UH®OPMHUPAHOCT BO
PEITYBJIMKA MAKEJIOHHJA

AIICTPAKT

[TorpomryBaukara CEKOjIHEBHO €BOJIyHPA
BO C€ MO0OEMEH W TMOpa3HOBHEH OOJUK BO
3aBHCHOCT OJ] C€ MOOPOjHUTE YOBEKOBH MOTPEOH
IPUTOA KPEUPajKU HEMOCPETHO 3aBUCEH OJHOC BO
KO] YOBEKOT HE MOXe Ja ersucrupa 0e3
KyIyBalkbeTo Ha ojpeneHu npoayktu. Cekoj on
HacC CEeKOjJHEBHO ce Haofa BO Yylora Ha
MOTPOITYBAY CO IIEJ 32 33J0BOJTyBAabE¢ Ha CBOUTE
OCHOBHM TOTpeOM Ma ce A0 JYKCy3HUTe a00pa.
[IpaBata Ha moTpomryBaunte 100MBaaT ce
norojemMa Ba)XKHOCT M YJIOra BO COBPEMEHOTO
OIIITECTBO, 3aTOa NpaBHATa peryiaiyja Ha OBHE
OJTHOCH Ha pa3MeHa € MHOTY OUTEH eJIeHMET 4Mja
eJ € TOTPOITYyBadyoT Kako (U3WYKO JIHIE A
Ouge  3almITUTEH OJl HEYEeCHOTO  Ia3apHO
OJTHECYBam€ Ha TPTOBIUTE KOW HAJYECTO ja
310ynoTpeOyBaaT HEeMHQOpPMHUpAHOCTa  Ha
MOTPOITYBAYMTE M TIPOTUB MPABHO CE CTEKHYBaaT
co mnpodur. VYmorpebara Ha HUHTEPHETOT H
EIIEKTPOHCKaTa TProBHja C€ BO 3HAYHUTEICH
mopacTt, a co Toa Ce 3rojieMyBa M PHU3HUKOT OJ
MaHUITYJIATUBH M W3MaMHHUYKH [I€jCTBHja KOH
MorojieM Jiel Off TOTPOIIyayuTe U 3aroa e
3Ha4YajHO J1a UM ce 00e30eau BHCOK CTENeH Ha
3aTUTa U WHOPMHUPAHOCT HA MOTPOIIYBAuUTE.
JlokoJKy 3amTHuTaTa € euKacHa M MOCTOH BHUCOK
CTerneH Ha UH(POPMHUPAHOCT Toral
ce 3amBpcTyBa Jo0BepOaTa Ha MOTPOIIYBAYUTE BO
UCTUTYLIMUTE U C€ 3roJIeMyBa HMBHOTO YYBCTBO
Ha CUTYpPHOCT M 0e30eAHOCT BO MpPOLECOT Ha
pasMeHa Koja r'm oxpabpyBa MHOTpPOIIyBauuTe J1a
OMIaT MOaKTHBHU BOIPOIIECOT HA pa3MEHa, CO
KOPUCTEH-E Ha HOBU MPOU3BOAM U HOBU METO/IH,
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IITO 3a KpajHa 1IeJl Ma 3rojieMyBamke Ha 00eMOT
Ha TIOHYy/IaTa ¥ MOTPOIITyBayKa Ha Ma3apoT.

Kiayunu 300poBH: nompouiyead,
unghopmayuu, 3awmuma Ha npasama, nPooaxcoa,
yenueu.

1. UcTopucku pa3Boj U BJIMjaHHETO HA
pekJaMaTa Bp3 OIHECYBaHheTO Ha
NOTPOLIyBaYNTe

Pexnamupamero mpercTaByBa Ia3apHO
OHECYBaE™" OJ] CTPAHA HA JCIOBHHUTE CyGjeKTH.
[Mon pexnamuparme Ha MPOU3BOIU U YCIYTH BO
HAIIMOT 3aKOH 3a 3alITHTA HA IOTPOIIYBAYHTE
(33II) ce nonpa3dupa: Peknamupame Ha
MIPOM3BOJIU U YCIIYTH € ceKoja (hopma Ha MPaBCHE
MPE3CHTAIlM]ja MOBP3aHa CO TPrOBCKA WIIH JICIOBHA
JICJHOCT, 3aHAETYHCTBO WM MpodecHja 3a Ja ce
MPOMOBHpA CHA0yBaWkbETO Ha MPOU3BOJAUTE HIIH
YCIIYyTUTE, BKIYYYBajKH T W HEIBWKEH HMOT,
rpaBa U 0OBPCKH.

HaunmHOT Ha  KOj  KOMEpIHjaTHHUTE
CyOjeKTH TH ylaTyBaje CBOHMTE IIOpaKd 0
MOTPOIIYBAYATE IMOMHUHYBA HEKONKY  (asm.
Bo nouetonuTe, HemocpeaHO Mpea U MO BTopaTa
CBETCKa BOjHA, TPEHIOT Ha pEKIAMHUpPAKE W
OrJIacyBam€ UMall 3a 1€ Ha MOTPOIITYBavyoT Ja MY
ce HaMETHE KaKo JIOBEpJIMB WIEH O] CEMEjCTBOTO
WIH O]l TIPUjaTEIICKUOT Kpyr PekiiaMHHUTE TOpaku
IITO Joarajae o HUB Ouie €JHOCTaBHH, TOILIH,
IUPEeKTHU HuTpedane Ja OuaaT TOJIKYBaHU Kako
MPHUJjaTeJICKH COBET Ha TIO3HATH H  OJIMCKHU
nob6ponamepuunid. OBaa (aza BO peKkIaMHpPabETO
TEOpEeTUYapUTEe ja HapeKyBaar ,,MH(POpMaTHUBHA
¢daza“ Owumejku OCHOBHA IIeT Ha pekjiamaTa Ouia
Ja ce mpeHece MH(oOpMalMja 3a MPOU3BOJIOT KOj
ce HyIu.

OBOj TpeH/T Ha CBETCKA CIICHA IMOYHYBA J1a
ce MEHyBa BO MEJECETTHTE TOAWHU Ha MHUHATHOT
BEK, KOra ce MpeMHuHyBa BO ciemHara ¢aza Ha
pEKIaMHUpamkETo, T.H. YOenyBauKa U PETOPUYKA
¢daza. Pexnamure TmMOuYHyBaaT Ja CTaHyBaar
MTOKOMILJIEKCHU, AHUBHUTE MOpaKH cé

% IMasapuo oxHecyBame KOH INOTPOLIyBAYHTE OX CTpAHA HA
NIETIOBHUTE CYOjeKTH € CceKoe [ejCTBO, IPOIYCT, HAa4yMH Ha
ONHECYBame WM  3acTallyBame, Ma3apHa KOMYHHKallWja,
BKJIy4yBajKi PEKIaMHparme U MapKeTHHT, OJ CTpaHa Ha TProBell,
JIMPEKTHO TTOBP3aHU CO MPOMOIIHja, TPOAaKOa MK CHaOyBamke Ha
IIPOM3BOH M YCIIYTH 3a IOTPOIIyBadHTe.

¥"3akon 3a 3amrTHTa Ha norpouryBayure ,,Cia.BeCHUK Ha P
Maxkenonuja’’ 6p.38/04 ox 17.06.2004 roxuna,un 24, anuneal.
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NOCYyNTHIHH. Ha pa3nu4HUTEe TeHEepaluCKH |
conyjarHu Tmpodwm WM Omie  ymaTyBaHU
Pa3IUYHM U CTICHU(HUYHE OpaKu. 3HAa4M, BO OBOj
NepUOJl CE CIIydyBa IPECBPT BO HAYMHOT Ha
peknamupamweto, koj P. Ilomej (R.Pollay) ro

HapeKyBa  TNpPEeMHH  Ha  pekiamara o]
WHPOPMATUBHOCT  BO  TpaHC(HOPMATUBHOCT.
Nmeno, HAaCIIPOTH nHpopManujara 3a

MOHYJCHUOT IIPOU3BOJI, OTJIACYBAUUTE TIOYHAJIE Ja
ja  HariacyBaaT  BETGHaTa  MOXXHOCT  Ha
MIPOU3BOJIUTE Ja TM MEHyBaar (Tpanchopmupaar)
KHUBOTUTE Ha JyfeTro, Ja WM TH MCHyBaar
HAaBUKHUTE, HAYMHOT M CTWIOT Ha J>KUBECHE H
cimyHo. Mcto Taka, HeEKaje BO OBOj IEPHOJ
MOYeCTO TMOYHYBAa Jla C€ MPaKTUIMpa HU T.H
,IoacBecHo  peknamupame’‘(subliminalmethod),
criope Koe peKJIaMHHUTE CIIOTaHd, (OpMUTE,
0ojaTa U ocTaHATUTE OCOOCHOCTH HA MPOIYKTOT
Ouie mIacupaHd Kako CYreCTMBHH (HOpMH 3a
YOBEUKHUTE XeJOu. ['J1aBHAa NMpHUYMHA 32 KPUTHKA
Ha BaKBOTO PEKJIAMUPAE € TOA IITO KYITyBaduTe
HE CE CBECHHM 3a MPOIIECUTE Ha KOU CE MOJIOKCHU
IpH CJICICHETO Ha peKiIaMuTe. TOKMY IO OBOj
nepuosl  300pOT  peKiaMa MoYHyBa Jla  ce
yrmorpeOyBa HAWM3MEHHUYHO CO TIpoNaraHjga |
HoJieKa CTaHyBa ,.BajlKaH 300p“, IITO KOHEYHO
pe3yiTdpa BO pa3iMYHUA jaBHU Jebatu  3a
peKIaMHTEe U JIOHECYBamb€ 3aKOHCKH  aKTH
MIPEIBUJICHU Jia TO PEryjnpaar HEJ3UHOTO jaBHO
nejcTByBame. [leHec pekiiamarta eBolyHpaia BO
TaKOB THUI MEIWYMCKa COJpXHHa 4YHja (opma
HAjYeCTO PEUHCH J1a HEMa AUPEKTHA BPCKa CO TOA
IITO TO peKJIaMUpa U TIOBEKE Ce OPUCHTHPA KOH
CO3/1aBamkbe M OJPXKYyBambe Ha pPa3IWyeH THUM Ha
MMUI ¥ CTHJI 32 TIOTPOIITYBAYHTE.

3aBHCHOCTA Ha JIYT'€TO KaKo MOTPOILIyBaYU
O KOH3YMHUpPAameTO Ha peKIaMH € ce
MOOYHTJIeIHA BO COBPEMEHHOT CBET, Ma OTTYyKa
B3a€MHO-3aBUCHUOT OJTHOC nmomery
MOTPOIIYBAYOT M peKjiamMaTa To KapakTepuupame
Kako TpHUMapeH, OJHOCHO Kako OAHOC 0e3 Koj
JeHec He MokeMe jaa ersuctupame. OBa 3HAUH
JeKa peKiaMara €  COIHOJIOIIKO-TICHXOJIOIIKH
(eHOMEH Ha COBPEMEHOTO OmImTecTBO. Bo epa
KOTa TMOCTOjaT WJIWjaHULA TTPOU3BOAM U TOJeMa
KOHKYpPEHIIMja, MOKTa Ha pekjiamMaTa € OrpoOMHa,
ma OTTyKa TO3HABAmETO Ha IICHXOJIOTHjaTa Ha
MOTPOIIYBA4OT € HE3aMEHJIMBA U  MHOTY
3HaqajHa.58

58 CekynoBcka, Hanma, /1maboko ,,4enkame’ BO OTCBECTA:
TICHXOJIOTHja BO €EKOHOMCKO TIPOTaraHIHUTE MOpaku, EKOHOMCKH
marasuH, 0p.113, [TUI1[] buzauc memuym, Cromje, 1997, ctp38.



Peknamara kako 1mojaBa BiMjae Ha Icuxara
Ha YOBEKOT, HAa HETOBHUTE CTABOBH, CMOIUH,
BPEIHOCTH, OJUTyKH M Ha HETOBOTO OJJHECYBAambC.
Moxkra Ha pekiaMara € TOJIKY rojemMa IITO AYpHU
Ia HemaMme MoTpeda O] HEKOj MPOW3BEN WM
yciayra, Kaj Hac IOTPOIIyBaYMTE HECBECHO Ce
CO3/1aBa Ofpe/ieHa M Kenda Ja ce IMmoceayBa Toj
NpoM3BOA WM yciyra. Pekimamata uMa JBe
¢bynkuuu, ga ro uHGoOpMHpa M Aa TO yOenu
MOTPOIIYBAaBAauYOT BO CMHCJIa Ha HabaBKa Ha
ONpe/IeNeHH TPoM3BOH MM ycayrd.”  Ilocie
HaBeJCHNUTEe (aKTH 3a CYIITHHCKO 3HAYCHE Ha
pekiamMara ¥ HEj3MHATa yJjora BO CEKOjIHEBHOT
’KMBOT Ke HaBeJeMe HEKOHM O NPEIHOCTHTE H
HEraTUBHOCTHTE KOM peKJiaMara ' HOCH BO cele.
OcHOBHa IPEHOCT Ha peKJiamara 3a OrJlaCyBadoT
MpeJCTaByBa MOYKHOCTA Jla C€ BIIMjac HA OTPOMEH
Opoj Ha TOTPOIIyBauW, II0TOA PEKIAMHUTE
MPEJCTaByBaaT HajYeCTO KOPUCTEHO CPENICTBO O
CTpaHa Ha MOTPOILIYBAYMTE 3a MHPOPMHUpAE 32
OJIpe/ICHH TPOU3BOJIU U YCIYTH KO LUPKYJIUpaaT
Ha 1a3apoT, OJHOCHO TMPEKy peKIaMuTe
MTOTPOIITYBAYHUTE ce uH(popMHUpaaT 3a
KapaKTEepPUCTUKUTE, KBAIUTETOT, LIeHAaTa, MECTOTO
Ha mpojax0a Ha OJIPEJICHU MPOU3BOJIU U YCIIYTH,
3a HoBHTE mpom3Boau wuTH. OBa 3a Hac
MOTPOIIYBAYUTE KAaKO KOH3YMEHTH IPEIICTaByBa
KOMYHHKallfja CcoO TIOHyJaTa Ha TIa3apoT W
unH(popmMalyja 3a Toa Kajae, LITO, KaKo, MO Koja
IIEeHa W KOora MOXeMe Ja KyIHME OJpe/IeHH
nmpousBogu u  ycayru.  HMcero  Taka  Kako
UCKJIyYUTEIHA TPEJAHOCT Ha  COBpEMEHaTa
pekiiaMa € IITO TpeKy eJeH HEj3UH THUM T.H
KOMI'IapaTI/IBHa6O(CHOpeL[6€Ha) pekinamMa  HH
OBO3MOKYBa peKy CTIOpEyBambe Ha
NPOM3BOAUTE W YCIYTUT€ MNOE(PHKACHO Ja TH
YJIOBHUME HeIOCTaTouuTe U OeHedutrure on
UCTUTE M CO TOA JIa ja JIOHEeCeMe Hallara OJTyKa
3a u300p.

HckiyynrenHara mpeaqHoCcT co cedbe HOocH
W TOJIEM HEIOCTaTOK, 3aT0a HITO YeCTO MaTH CO
OBHE peKamMu ce NpenoTeHIUpaar
KapaKTEpPUCTUKUTE HA PEKIaAMHUPAHUTE TPOU3BOTH
M yCIyrM IITO He JOBeayBa JypH H JIO
HaBE/yBarhC Ha MOTPEIIHU (AKTH 3a UCTHUTE, a TOA
HE HOCH JI0 MOMEHTOT Ha U3MaMeH MOTPOIIyBaY.

% [lana- Hukomoseka, Maprapura, Henojamsa pekiiama octTBapeHa
IpeKy IpaBaTa O MHIYCTPUCKA COTICTBEHOCT U CY/CKA 3aIlTHTA
0J1 TaKBaTa pekiama, [ macHuk., 3/1, 3aBoj 3a 3amTuTa Ha
MHIyCTpHUCKaTa cornctBeHoct, Ckomje, 1996, ctp.306-308.

80 KomnaparueHa pexnama Moxe 1a Guie Bo B¢ pOpMH:
MIO3UTHBEH TIPHUCTAN KOH IPOU3BOOT HA JPYTHOT (IPOKIAMUPAjKH
JIeKa OBOj TIPOM3BOJ € UCTO TOJKY 100ap KOJKY U OHOj) HIN
HeraTuBeH (IIPOKIAMUPAjKH AeKa 0BOj IIPOU3BOJ € Iox00ap of

ApYruoT)
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CekojIHEeBHO MOTPOLIYBAUYUTE CE€ COOUCHH
CO BakBaTa ,,JJa)Ha,, NMPUPOJIa HA PEKIAMHTE H
aCUMETPUYHOCTa Ha  HMH(pOpPMauUTE  KOja
TPTOBIIMTE TIOCTOjaHO ja KopucTtaT. Bo oBaa 6opba
3a OICTaHOK M LITO MOToJieMa MOTPOIIyBayka Ha
CBOUTE TPOM3BOJM W YCIYyIrH Kako Ja BaXu
MPaBUIIOTO ,,LIEJITa TH ONpaBAyBa CPEIACTBATA,,.
CekojIHeBHO CME CBEIOIM Ha CEMHTYBame Ha
peKIaMH KOW TH MPEUYeKopyBaaT 3aKOHCKUTE
NpaBWiIa, NPUKAKYBAaT JAKHU HH(pOpMAIHH, ja
HCKOPHUCTYBAat JeTCcKaTa HAUBHOCT "
HeMH()OPMHUPAHOCT, CIIOpeayBaaT MPOU3BOIU H
YCIYTH MO/ HEJJO3BOJICHU YCIYTH, C€ CO LeN JIa ce
u3MaMar MOTPONIYBAa4YMTE M Ja ja  3rojiemMar
cBojata moTpomryBaukara. Ho, m mokpaj oBue
HETaTHBHOCTH COBPEMETO OIIITECTBO HE MOXKE
0e3 pekinamu ,,J/IeHeITHUOT YOBEK OU OWII M3TyOeH
0e3 pekiiamu, BO TojieMaTa Maca Ha Pa3HOBUIHU
IPOM3BOJIM HE OM IO HAIIOJ OHA IITO TO CaKa WX
¢/IHOCTABHO He OU 3Hae wTo caka.’

Tokmy mopamu  310ymorpebaTta  Ha
NOTPOIIYBAaUYUTE KOja TPrOBIUUTE TJABHO ja
NIOCTUTHYBAaaT NpPEKy peKJIaMHuTe MOTpeOHO €
noceOHO BHUMAaHME Ja C€ T[IOCBeTH Ha
WH(POPMHUPAHOCTA HA IMOTPOIIYBAYUTE 32 CBOHTE
npaBa ¥ HMHQOPMHUpPAHOCTa HA TPrOBIMTE 32
cBouTe 00BpCKU. TproBuure Mopa Ja 3HaaT IITO
cMear a, IITO HE cMmear Jaa  ymnorpedbar BO
pexiaMaTa Kako CBOj aayr W Mopa Ja TH
MOYNTYBAaaT 3aKOHCKUTE TPOMUCH KOU Ce
npeasuaeHu Bo 3311. Bo unenot 27 c1.2 on 3311 e
HaBEJCHO OrpaHHYyBamke BpP3 PEKIAMHHHTE
COJIPXKUHHU:,,3a0paHeTO € PEeKIaAMHUPaAmE KOCIITO
ro HaBpelyBa YOBEYKOTO TOCTOMHCTBO, KOEIITO
MIPEIN3BUKYBA WIIM MOXKE JIa TIPEIU3BUKA TEJIECHA,
IylmieBHA WU Jpyra HTeTa Kaj JAelara, Koe Ha
JieriaTa uM IUPH TOPAKK U JICIIOBU O] IIOPAKH CO
KOU CE€ MCKOPUCTYBA MIIU 370ynoTpedyBa min Ou
MOXeNna Ja  Cce  3JIoynoTpeOu,  HHUBHATa

JECHOMMUCIICHOCT U HEAOCTATOK Ha I/ICKYCTBO“.62

61 Janjic, Miodrag, Privredna Reklama | pravo, Savremena
administracija, Beograd, 1980, str. 9.

82 Yaxko oBaa MaTepHja € MPeln3HO U 3aKOHCKH PeryaupaHa, cernak
3aKOHCKHUTE MNPONMHUCH IMOAO0JIIOPOYHO Oea MIPEKpLTYBaHU. CoseroT
3a pagnoaudy3uja OlEHM AeKa pekiiamMaTa 3a COKOoBHTE ,,BuBa,,
peam3rpaHa O CTpaHa Ha OMHUJICHUTE ICTCKU JUKOBHU O K-15
KOja IoA0Jr BPEMEHCKHU IMEepuoa C€ CMUTYBAlllE€ Ha HAIIWUTE
TCJICBU3MU U BO BPEMEC KOT'a J€laTa C€ IpPEA TB C€KpPAHUTE € CO
HETPHUCTOjJHA CONp)KIHA OUIEjKU mopakara ,,Hema qymaeme, camo
HIMYKambe,, aCOLMpAlIe Ha HEIITO HeMPUCTOJHO U BYJITapHO, Ta Mo
peakiujara Ha OIIM ox crpana Ha CPJ] ucrara Gere 3abpaneTa 3a
eMHUTyBam€ Ha cHUTe TejeBu3uu.. Jlpyr mpumep 3a oBa Oeme
pekiamara 3a ,,AJIIICKO MIIEKO,, BO KOja ako ce cekeBaTe Oelie
MPUKa’)KaHO MOMHYE KOC€ OTKAKO K€ HCIHC Yallla MJIEKO CKOKa 01
MpO30peroT Ha cBojaTa coba. Co eMHTYBamEeTO Ha OBaa peKiiama
MIOCTOENIE OMAcHOCT OJ MCKOPUCTYBAame M 3JI0YINOTpeOyBame Ha
JCTCKaTa HAUBHOCT U UCTAaTa MOXKCIIC Ja ' HABCAC AcaTa Ha KON



2. 3aBeyBa4Ko U criope0eHo
peKJIaMupame

3aBeyBaukKo pPeKIaMHUpAbe Ha IPOU3BOIH
WIH YCIYTH € HeI03BoleH0.”  3aBeqyBauko
PEKIIaMHPAE € CEKOe PEeKIaMHUparme Koe Ha Onito
KakOB HAuWH, BKIY4yBajKu ja H HEromaTa
npe3eHTalyja, T JOBeAyBa BO 3aliyga WM €
BEpOjaTHO JIeKa Ke T'W JIoBene BO 3a0iryna Junara
Ha KOM MM € HaMEHETO M KO€ 3apaju CBojaTa
W3MaMHHUYKa MIPUPOJIa HAJBEPOjaTHO Ke BIHjac BP3
HUBHOTO EKOHOMCKO OJHECYBAaI€ HIH KOE€ Of
OBHE TIPUYHMHU TO MOBPEIyBa WM HajBEPOjaTHO Ke
IO MMOBPEIN KOHKYPEHTOT.

OBa  HENO3BOJIEHO  pEKIaMHpame ¢
BCYIIHOCT €IeH O/l HaYMHUTE 3a JOBEIyBambe Ha
MOTPONIYBAYOT BO 3a0iIy/1a, OTHOCHO OTJIacyBauoT
CO  3aBeqyBaykara peKilamMa Kaj  CBOUTE
MOTPONIYBAYM CO3/1aBa €/IHA JIAXKHA MPEJCTaBa 3a
OJIpe/ieHH KapaKTEPUCTUKU HA MPOM3BOJUTE WM
YCOyrUTe€ W Ha TOj HAa4YMH MPEIU3BUKYBa
MOTPOIIYBAYOT Jia JIOHECEe OJIyKa 3a IPaBeHe
MIPOMET KOjaIliTo He OU ja TOHE BO IPYT CIy4aj.

IlITo ce omHecyBa /0 MpoJakHATa ICHA
HAa TPOM3BOIUTE M YCIYTUTE TPU CaMOTO
peKiaMHpame Taa Mopa Ja Ouje BO COTJIacHOCT
co 4.8 c1.1 ox 33[1.Kako morpomryBaun Hue
CEKOJJHEBHO CM€ CBEAOLM Ha PEKJIaMH BO KOHU
Mpe3eHTUpaHaTa IeHa, BCYIIHOCT, HE € KpajHaTa
npojaXkHaTa I[€Ha, HMMEHO BO Hea He ce
MPECMETaHN CHUTE JIaBA4yKH, a HajuecTo IeHaTa ¢
6e3 Bkayden JI/IB, a pexnaMmupameTo Ha
npou3BoauTe 0€3 BKIYYeH JAaHOK Ha J0/AajeHa
BPEIHOCT € NPOTHUB3aKOHCKH M MPEAM3BHKYBa

UM € HaMeTa Ha JIejCTBHMja INTO MOXKaT Ja OujaT OmacHU IO
HUBHHOT JKMBOT. TOKMY IOpajy OBHE NMPUYMHM U OBaa pekiama
MoBeKke He Ce EMHTYBA.

®3akon 3a samTMTa Ha moTpomryBaumre ,CLBECHHK Ha P
Makenonuja’’ 6p.38/04 o 17.06.2004. wr. 27. ct 1.

®3akon 3a samTMTa Ha moTpomryBaumre ,CLBECHHK Ha P
Maxkenonuja’” 6p.38/04 ox 17.06.2004. uin. 24 ct.2.

8 TproBewor Mopa Ha jaceH, BUUIMB, YATIMB M HEXBOCMHCICH
HaYMH Ja ja WCTaKkHe MpOJaXKHaTa IeHa Ha MNPOU3BOIAUTE H
yCIIyTUTe, OJHOCHO Ha MPOJAXXHOTO MECTO Ha KO Ce H3JIOKEHH
MPOU3BOJIUTE, HA IPOU3BOAUTE BO pedycHa cOcTojOa, Ha yCIyruTe
KOU 'Yl JIaBa U Ha PE3EPBHUTE JICTIOBU KOU I'M IIPO/IaBa.

ITponakHa IieHa e KpajHaTa IIeHa Ha CMHMIIA Ha HEKOj MPOU3BOJ
WIH yclyra WIM NaK Ha JajeHaTa KOJWU4YMHA Ha IPOU3BOJOT,
BKJIy4yBajKd TO TyKa M JJAaHOKOT Ha JOJaJeHa BPEIHOCT U CHUTE
IpYTH jaBHU JaBauku. [{eHaTa Ha MPOU3BOAOT, OHOCHO yCIyTara,
Mopa Aa Ouae o3HaueHa BO JICHApH, OCBEH aKo CO JPYT 3aKOH
HOMHAKy He ¢ ypeaeHa. lleHa 3a eaumHHMIIAa MepKa € LieHa 3a €JCH
KWJIOTpaM, eJIeH JIUTap, €ACH MeTap, ¢ACH KBaJpaTeH MeTap Hid
eneH KyOeH Merap NPOM3BOX, WM 3a HEKOja Opyra eIUHHUIA 3a
KOIMYMHA KOja OIIITO WIM BOOOWMYACHO C€ KOPUCTH IIPH
npogax0ara Ha IPOU3BOIUTE.
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3abmyna.. Co 1es MOTEHIUjaTHUOT MOTPOLIYBay
7la ja J03Hae KOHEYHaTa 11leHa Ha IPOM3BOJIOT MIIH
ycayrara 3a Koja € 3amHTepecupaH, Mopa Ja
oOpHEe BHUMaHHME Ha (YCHOTUTE BO PEKIAMHUOT
MaTepHjajl KO OOWYHO C€ HANMIIAHH CO CUTEH
TEKCT CO KOj € IIPEe3eHTUpaHa peajHaTa IpoJaxHa
neHa. Bo 3akoHOT 3a 3amTHTa HA MOTPOIIYBAYUTE
ce HaBelyBa JieKa IpOJaBadoT Mopa Ja ce
NpUIPKYBa Ha OApeAOUTe 3a HMCTAKHYBamkE Ha
npopaxHure neHu. llenara co maHok Mopa na e
HaBeJIeHa BO MCTUOT peJ Kako u mnenara 6e3 /B
U Mopa Ja 6uje yuTiauBa. AKO NpoJakHaTa LEeHa
€ HaluIIaHa Ha JHOTO WM CE€ HaBeAyBa KOH
KpajoT Ha pekjaMaTa, TOoraml cTaHyBa 300p 3a
TOrPENIHO peKIaMuparse.

JlenoBHa KOMIaHMja HE MOXE Ja ce
NIOBHKAa HA CUTHHUTE OYKBM KaKO HM3TOBOpP 3a TOA
IITO B€ HACOYWJIa MOTPEHIHO WM Be M3MaMMJa.
Cexkoj O6uteH (hakT 3a HEKOj MPOU3BOJ MITH yCIyra
Tpeba na Ouje jaceH W o0jaBeH Ha BHUIJIUBO
MECTO.

EBe HEKoIKy mnpuMmepu Ha 3aBEIyBayKO
peKIaMupame O] HAIIETO CEKOjIHEBUE:

[Ip.1. ,,Bo BpemeTo KO€ MpeTXolesio Ha
CKIydyBameTo Ha JloroBopor, Ha odummjamHaTa
UHTEpHET cTpaHuia Ha OnepaTopoT NpeKy Koj Toj
ja Tpe3eHTHpal W HyJel HHTEPHET yciyraTra
OuJI0 TMpenu3upaHo JleKa 3a HcTaTa ce Iulaka
¢ukceH meceueH Hajgomect, a Omeparopor 1o
3aap)KyBa IPaBOTO Jla ja Hamalu Op3uHaTa Ha
MpuCTalm  JIOKOJKY  OCTBApEHHOT  MeCcEUeH
coobOpakaj HanMuHyBa ... GB. Peknamute co xou
ce HyJela WHTEpHET yciIyrara HCTO Taka
COJpXKeNle HaloMeHa JleKa KOPHCTEHEeTO Ha
yciyrata uma (UKCHa IIeHa, Koja Oujia moceOHO
HaBeJleHa 3a CEeKO] O]l NPETXOAHO CIIOMHATHUTE
naketd. [Ipexy  pasznuuHuUTe ~ OOMMIM  Ha
pexiiaMupame Kou ru kopucren, Omneparopor He
ro uHpopmupan KopucHukor npen
CKIydyBamkeTo Ha J[oroBopoT jaeka € MOKHO
MPEeIBUICHOTO TPaBO HAa HaMalyBamke Ha
Op3vHaTa Ha TMpHCTal NpPU HAIMHHYBambe Ha
cnenupupaHuoTr obem Ha cooOpakaj na Oune
3aMEHETO CO BOBEAYBambe€ Ha JOMOJHUTEIHH
HaJOMECTOII 3a HATaMOIITHUOT coo0pakaj, a
HaBe/eHaTa (PUKCHA IieHa 3a yciyrara Ja CTaHe
BapHjabuiiHA U Ja c€ MEHyBa BO 3aBHCHOCT O]I
obemMoT Ha MeceueH cooOpakaj. Co o06jaBeHHOT
orylac  BO  JTHEBHHOT  BECHUK JIHEBHHK,
OmnepaTopoT TH U3BECTYBa KOPHCHUIUTE Ha
WHTEpPHET Yyclyrara Jeka TIOo4YHyBajku on |
HoemBpu 2005 1O HaIMHUHYBame€TO  Ha

86 VYrpuncku Becauk Bpoj 2526 nonenennux, 05 Hoemspu 2007.



HaBEJICHNOT MECEUYeH cooOpakaj rmoBeke Hema Ja
ja HaMmanyBa Op3WHaTa Ha MPHUCTAIl Ha YCIyrara,
Tyky ke HaruiatyBa 175 MKJ (6e3 mpecmeran
JIJIB) 3a cexou Hapeanu 512 merabajTu moyHaT
coobpakaj. Co oBa ce YKHHYBa JIOTOBOPEHOTO
orpaHuyyBambe Ha Op3uHAaTa Ha MpUCTal, a
MECEYHHUTE MCIUIATH 32 KOPUCTEHE Ha YCIyrara,
Kou Ouiie pekiiaMUpaHu Kako (pUKCHU, CTaHyBaaT
BapujaOMIIHU, T.€. C€ MEHYBaaT BO 3aBHCHOCT O]
obemMoT Ha ocTBapeH coobOpakaj. Co BakBara
rocTamnka OmnepatopoT OTCTaIMII oxl
uH(pOpMaLIUUTE 3a KapaKTEpUCTUKHUTE, IIeHATa,
HAUYMHOT Ha Tapu(upame U APYTUTE YCIOBH 32
KOPHUCTEH€ Ha HWHTEpPHET Yyclyrara, KOU TH
npe3eHTupad Ha KOpUCHHKOT TIpEeKy CBOHUTE
pexiamu. OmepaTopoT €O BakBHOT Ha4yuH Ha
pexiaMupame To 10Ben Bo 3abiyna KopucHHKOT
U TO 3aBeJl pu cropeadara Ha KApaKTePUCTUKUTE
Ha pa3IMYHUTE TOHYAH HA IIHPOKO II0jaceH
MHTEpHET MpHCTall Ha [a3apoT, BP3 OCHOBA Ha
BaKBHTE HETOYHHM HHQOpManuu, aa ja wuszdepe
TOKMY MoHynaTa Ha OnepatopoT co KOro moroa
ro ckiydmsn JloroBopor, co Koj ce o00Bp3ai
MHTEPHET ycllyrara Jia ja KOPUCTH BO MEPHUOJ O
(BpemeTpaeme Ha JOTOBOPOT) OJ JIEHOT Ha
TEXHUYKA peaJII/I3auI/Ija“.67

IIp.2. ,, Jlenec Ha MOjoOT TOCT- 1Ej OpOj
no6uB mopaka: ... Bu nmomapysa 100 OecruiaTHH
MUHYTH 32 BHUKEH]] Pa3rOBOPH BO TEKOT Ha IEI
Mecell. AKTHBHpajTe OecIUIaTHO Ha Cpeknu
npasHuiu!.“@aTeH Bo 3aMKaTa Ha “OecrjiaTHO™ ...
no0uB TeneoHCKAa MoOpaka Ieka MU ce
aktuBupana yciayrara 100 genapu 100 GecrimaTHr
MUHYTH (IITO CEKaKo He € Oecrnapu I A

Tprosuute " 3IpyKeHujaTa Ha
MOTPOIIIYBAaUYMUTE UMaaT MpaBo jAa OapaaT CTPYIHO
mucieme ox  CromaHckata  KoMopa — Ha
MakenoHuja Aanu pekiaMara € 3aBeyBauka M
HEZ03BOJIEHA, OJJHOCHO Jalli € BO COTJIACHOCT CO
MeryHapoAHHOT KOJEKC Ha NMpUMEHeTaTa Ipakca
Ha MerfyHapogHata Tproecka KOMOpa.69 Ako
OIJIaCyBayoT c€ Haofa BO CTPAaHCTBO U HeMa
Ha3HAYEHO 3aCTaITHUK BO PenyGnmka
MakenoH1ja, MPEeKpIIOYHATA TTOCTANKA BO CIIy4aj
Ha 3aBeIyBauykO pEKIAMHPamE Ce MOKPEeHYyBa

S7http://volanskopje.blog.mk/2007/11/05/reklamiranje-bez-ddv-
nezakonsko/. Hoemspu 5. 2007.
®8http://volanskopje.blogspot.com/2007/12/t-mobile-
100.html.uerBpTOK, NekemBpu 20, 2007.

%93akon 3a 3amrTuTa Ha norpouryBauure ,,Ci1.BecHUK Ha P
Maxkenonuja’’ 6p.38/04 ox 17.06.2004 romuna,un 31.

NPOTHB  YPEOHUKOT WJIM  HW3[JaBa4Y0T  WJIH
W3BEIyBavYOT HA OTJIACOT.

Kora cranyBa 300p 3a cmnopemnOeHO
peKIaMupame  JIO3BOJICHO €  JOKOJIKY — Ce
UCIIOJIHETH YCIIOBHTE KOW C€ NPEABUICHU CO
3akoH (33I1). CriopenOeHo pekIamMupame € CeKoe
peKIamMupame Koe, 3apaad Npoaakda Ha HEKO]
NPOM3BOJ  WJIM  yCIAyra, JUPEKTHO  WJIH
WHJAUPCKTHO BIIMja¢ HA KOHKYPEHTHOCTa Ha
1a3apoT, OJTHOCHO KOE JIUPEKTHO WJIU HHIUPEKTHO
BJMja¢ Ha KOHKYPEHTCKHOT TPOU3BOJ HWJIH
yeayra. 't

CriopeiOEHO peKIaMUpame € JT03BOJICHO,
JIOKOJIKY HE co3iaBa 3a0yHa Ha 1a3apoT, HE TH
00e3Bpe/IHyBa KOHKYPEHTUTE, HE C€ OJpa3yBa
HETaTHBHO BP3 YIVICJOT, 3AIITUTHUOT 3HAK WM
BP3 UMETO Ha KOHKYPEHTHHUTE MTPOU3BOJIU U HE CE
OJTHECYBa Ha TMPOU3BOJM WM YCIYTH KOU C€
peKIIaMupaaT Kako MMHUTAILMja WM TyIUIMKAT Ha
BEKE MIOCTOCYKH ITPOU3BOM WIIH YCITYTH.

3AKJIYHOK

XapMoHHM3aIKjaTa Ha 3aKOHOJaBCTBOTO Ha
Penrybnmka  Makengonuja co  EBporickoro
3aKOHOJIAaBCTBO OBO3MOXKYBa BHCOK CTEIICHHA
3allITUTA O]l PU3HIM U 3aKaHH Mo Oe30eqHocTa U
€KOHOMCKHTE MHTEPECH Ha MOTPOIIYyBaYUTE, KaKO
u ce  morojemMa  MHPOPMUPAHOCT  Ha
MOTPOIIYBAUNTE 32 HUBHUTE TMpaBa 0e3 paznuka
KaJie THE XUBeaT, KaJie MaryBaaT WU KyIyBaar.
TproBenor e MOMKEH TMpel CKIy4yBameTO Ha
JIOTOBOPOT 3a TpoAax0a COBECHO M YECHO Ha
MOTPOIIYBAUOT Ja My JAaje TOYHH U KOPHCHHU
nHdpopMaui  BO  BpCcKa CO  KBAJUTETOT,
KapaKTePUCTUKUTE HA MPOU3BOJIOT WM yCIyrara
U BO BpPCKa CO YCJIOBUTE 3a Mpojaaxba, TO] €
JOJKeH Ja MyIiTa BO MpoMeT camo 0Oe30eqHu
MPOU3BOJM Ja Jajiefiekiapalija 1 rapasipja Ha
MPOU3BOJIOT M Ja TO W3BECTH MOTPOIIYBAYOT 3a
BIIMJaHUETO HA OJIpe/IeHd TMPOU3BOIU B3
KUBOTHATa CperHa W 37paBjeTo Ha Jylero,
COTJIACHO CO TIPOIUCUTE UCTAHIAPINTE, KAaKO U 3a
MEpPKHUTE 3a 3aIlTUTa, MPEKy YNaTCTBO JaJEHO CO
MPOM3BOJIOT HWCTaKHATO Ha amObajaxkara Ha
MIPOU3BOJIOT WM HA JAPYT COOJABETEH HAUMHU Ja
TH Jaje cuTe ApyrH uHboOpMaruu modapaHu o
noTporryBavoT. LlenTa e ma ce ucTakHe KOJKY €
OWTHA 3amTHTAaTa HA MOTPOIIYBAYMTE, Ja Ce

"93aKkoH 3a 3amTHTA Ha moTpoinryBavnre ,,Ci1.BeCHUK Ha P
Maxkenonuja’’ 6p.38/04 ox 17.06.2004. wn. 25. c1.2
"3aKoH 3a 3amTATA Ha norpouryBayure ,,Ci.BeCHUK Ha P
Makenonuja’’ 6p.38/04 on 17.06.2004 ronuaa,wn 24
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3rojeMu WH(POPMHUPAHOCTA HA TOTPOIIYBAYUTE
uja ce CIpoBeAyBaaT TIOBEKe OOpa3OBHU
IporpaMH 3a eAyKallija Ha MOTPOLIYBAaUUTE, J1a Ce
NOJUTHE jaBHATa CBECT, KAKO M Ja Ce HaMalH
aCUMETPUYHOCTa  Ha  WHPOpPMALMUTE  BO
NPEAKYIOBHHOT MpoLeC Koja JOBeIyBa JI0
HE3a/I0BOJICTBO HAa  MOTPOLIYBAYHUTE BO
MOCTKYHNOBHHOT MPOLIEC U3PA3EHO MPEKY JKaIOH U
NOIUIAKM OJf CTpaHa Ha HE3aJOBOJHHUTE MM
U3MaMEHHUTE TOTPOLTYBaYH.

[Tonaramy, n3Haorame MPEeAIor HACOKU 3a
noj0pyBame Ha 3aKOHOAABCTBOTO BO PemyOimka
Makenonuja U Toa He caMO Ha 3aKOHOT 3a
3alITUTa HA TOTPOLIYBAaUYUTEKAKO TIeHepalieH
3aKOH TYKYy M Ha CHEIHjaJHUTE 3aKOHH Of
obacTa Ha IOTPOUIYBAIIKOTO MpPaBO, Kako |
3aIBpPCTyBamkbe Ha JoBepOara Ha TparaHUTEe BO
UHCTUTYLIMUUTE  KOM  CE€  HAIIeKHH 32
CIIPOBEyBalb¢ HAa 3aKOHOT U TOTHKHYBAamkE Ha
MHCIIEKIIMCKUTE OPraHu CO Lell 32 LITO IOorojiemMa
3ai0k0a 3a CIIPOBEAyBamE Ha IMOTPOLIYBAUKUTE
npaBa. Co MOCTUTHYBamE HAa OBaa OCHOBHA IIE
OpUMapHO Ke ce TMoJ00pH KBAIUTETOT Ha
KMBOTOT ~ Ha  TIpalfaHuTe  OJHOCHO  Ha
MOTPOIIYBAUYNTE a CEKYHAAPHO KE c€ IOCTUTHE U
KOHKYPEHTEH Ta3ap M EKOHOMCKH pPa3BOj BO
Peny6nuka Makenonuja.
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STATEREGULATION OF THE LABOUR
MARKET AND EMPLOYMENT IN
BULGARIA

ABSTRACT

To fundamental processes in the economy,
the impact of which can not remain in the country
by the state are work processes. The use of labor
as a determining factor in the production of
interested state positions to increase productivity,
decisive size of the produced gross domestic
product. The state is interested and to some extent
responsible for ensuring employment and is
concerned about the existence of unemployment.
The state is called to regulate the labor market to
influence the supply and demand of labor force, to
monitor problems with wages. All this testifies
that the management of labor and employment,
regulation of labor relations are an integral part of
government economy.

Although the nature of work and its role in
the development of society to bring universal, in
transition to a market economy labor relations, the
use of labor is undergoing radical changes.
Therein lies the main advantage of the transition
to market relations.

In every economic system work is a
deliberate, appropriate and socially beneficial
activity of man to satisfy certain social and
personal needs.

In the early 21st century actively growing
importance of labor and the role of man as an
agent of work. Worldwide increasingly becoming
the idea of humanization of the economy, the
meaning of which boils down to the fact that the
interaction between the material and human
resources production focus moves to the man, the
human potential to labor resources. This is related
to the fact that increased people's interest in the
results of their labor, increasing workers' skills,
increase in requirements and to their personal
qualities and abilities.
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1. Employment and Unemployment in
Market Economy

Main defining feature of a market
economy is the availability of free labor market.
But that does not mean that in a market economy
absent government influence on the process of
reproduction of labor potential movement of labor
resources and that everything is subject to purely
market relations in the form of absolutely free sale
of the workforce, without state intervention.

In this connection many vicissitudes is the
concept of the market economy as a system of
free, spontaneous, not regulated outside hiring and
dismissal of workers by establishing labor costs
based only on the balance between supply and
demand, i.e. free market prices. In fact, there are
many internal and external regulators both within
the environment of work and the system of
recruiting containing such socially dangerous
phenomena of market economy, competition
between workers and unemployment.

The modern concept of employment
incorporates the following key factors: voluntary
employment flexibility in the labor market and
labor  mobility, existence of  "natural"
unemployment, need for social partnership and
regulation of the labor market.

The state regulates the labor market using
direct and indirect methods, including regulatory
and legislative, tax, credit and budget. The most
important principles for state regulation of the
labor market appear:

- According to the nature of social and
labor relations needs for the development of the
economy as a whole and increase efficiency;

- Assistance in adjusting qualitative
characteristics of the labor force in response to
progress in technology and information systems;



- Providing social protection to the most
vulnerable and less competitive categories of
workers;

- Combining the centralized, sectoral and
regional programs for the regulation of labor and
employment creation and elimination of jobs;

- Ensuring economic, social and political
stability by regulating the labor market.

The labor market is the most complicated
element of market economy. Intertwined interests
of workers and employers in hiring and dismissal
cyclically evolving state of the economy, the level
of investment activity, the amount of labor
incomes established traditions of work, the
specifics of national behavior and other factors
significantly affect the volume and the structure of
supply and demand in the labor market. For this
reason, labor markets have a pronounced specific
national features. The labor market can be defined
as a system of socio-economic relations between
the owners of workforce in need of employment
and command of the means of production, seeking
workforce for plunging into social production, its
functioning and reproduction, as well as
distribution and redistribution.

Characteristically, that the labor market is
not only market labor supply by hiring workers
and to demand her employers. Simultaneously,
this market includes the supply of jobs by
employers (including government) and search for
jobs by holders workforce.

The relationship of employment in a
market economy is based on complete freedom of
both sides to resolve the issue of job placement
offices. Rent country assumes its needs,
conditions, requirements for an employee who
dictate in the first place, the availability of
vacancies, qualification-professional level and
gender and age characteristics of the worker, his
moral and psychological qualities. Rents country
is based on the assumed level of pay, working
conditions, professional correspondence between
jobs and qualifications of the worker, the degree
of attractiveness of the proposed work, the degree
of stability in the workplace, moral and
psychological climate.

The state monitors the functioning of the
labor market in accordance with labor legislation
and the conditions under which together with the
trade unions to be as protect the interests of
workers. At the same time the state is the labor
market as an employer, offering jobs in the civil
service.
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Labor relations in the course of
employment are regulated mainly through
contracts and building a Contract basis. The
contract is a contract concluded between the
employer and worker rents for a certain, often
short-lived time, characterized, above all, that
after the expiry it may be terminated at the request
of both parties or be extended. The peculiarity of
the contract is that it clearly agree the conditions
that each country which has concluded the
contract, is required to comply. Breach of
obligations injured party has the right to terminate
contracts on terms favorable to the party in
breach.

Along with the effect of contractual
relations, workers have the right of initiative to
terminate the employment relationship at will,
without prior notification to the administration,
the administration is required to notify fired
workers and in some cases to pay him
compensation.

Although in recent years the employment
rate in Bulgaria has improved and unemployment
has fallen to almost all educational levels,
indicators of employment are higher for better
educated employees. The unemployment rate for
people with higher education is 2.3% and
employment 72%. According to the Global
Competitiveness Report of the economies of the
World Economic Forum (WEF) for 2011 to 2012,
the overall index on competitiveness, Bulgaria is
74th out of 142 countries surveyed. This indicates
a relatively slow progress of the country in terms
of the degree of competitiveness in the direction
closer to the world average, which in those years
was 4.2. The average index for the EU - EU-27,
however, is much higher - 4.71 for 201172,

Overall Bulgaria is ranked as the country
with the most flexible labor laws among the new
member states of the EU's "lack of flexibility in
employment,” the third-lowest "nonwage costs"
and secondly in the most low "cost of firing."

Companies that have introduced new
products and mastered new processes are more
likely to provide training to their employees
compared to companies that have not done so.
This is the result of increasingly occurring
"learning by doing". New machinery and
equipment require additional training and
qualification of workers, but also reorganize the
management and production lines and upgrading

"2Global Competitiveness Report2011-12.



of skills and knowledge. Increasing the number of
unemployed graduates in the past five years in
Bulgaria is an expression of mismatch between
the requirements imposed by new technologies
and the level of education of employees.

The employment of the population is
associated with the problems of labor, labor
relations, wage and productivity which are not
less no important problems, too. It's about the
extent of the involvement of people in
employment and the degree of satisfaction of their
employment needs, providing jobs.

Table 1.
INDICATORS FORTHE LABOUR MARKETAND
SOCIALINDICATORS™

Indicators
onthe labor
market

006 | 007 | 008 | 009 | 010 | O11

Employme
nt rate(% | 51 (84 |07 |88 |54 |39
ofpopulation
agedbetween
20and 64years)

Employme
ntofpart-time 9 7 4 4 4 4
(%of total
employment)

Unemploy
ment1(% oflabor 9 ,6 8 02 |12
force)

Youth
unemployment( |95 |51 |27 |62 |32 |66
% oflabor
forceaged
between
15and24  years
old)

Graduates
from 45 |49 |6 69 |71
universities(% of
populationbetwe
en 30and 34

2. The Role of Government in
Regulating the Processes of Labor market

The concept of employment is based on the
following two basic principles:

Assessment ofthe National Reform Programmeandthe
Convergence Programme ofBulgariafor2012. opinionofthe
European ~ Commission  onBulgaria's ~ Convergence
Programmefor theperiod 2012-2015, Brussels, 30.5.2012
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First. Exclusive right of citizens to
dispose of their abilities for the production and
creative work. It is not allowed coercion in any
form to work except in special cases specified by
the legislation.

Second.The state is responsible for the
realization of citizens' rights to work, for
assistance for employment, for which the person
is capable and that he wishes to.

Market principles in the formation of the
labor sector are very closely combined with state-
regulations. The personal expression of will of the
people the objective circumstances and conditions
beyond their will and desires also take place.
There are social needs, real opportunities,
emerging structure of production and demand for
labor. Labor unjustified claims can not be satisfied
even in the most democratic society and market
economy is no exception. Moreover, in a market
economy the isolation of people without
qualifications, knowledge, willingness to work in
good faith, on lucrative sites work is able to carry
more acute character is expressed more sharply
than in the centralized economy. However, this
does not reduce the state's obligation to take care
of finding a job for people and provide

employment.
Problems establishing a new type of social
and labor relations, social danger of

unemployment, fluctuations in labor demand and
its supply forced the state to pursue an active
policy on the labor market. The main objective of
this policy refers to assistance for job losers of
work. The realization of this objective is realized
by both labor demand and its supply and includes
a set of events:

- Assistance in  working through
employment agencies;
- Development of the system for

professional training and retraining;

- Organization of public works, including
work on public works in the cities, care for the
sick and aged, etc;

- Assistance for employment and
entrepreneurship by providing loans and grants,
tax benefits for newly created companies,
consultancy and training for entrepreneurs;

- Supporting the employment of socially
less protected groups.

It has to change the idea of full
employment. The concept of maximum, full
involvement of the entire workforce in the area of
social labor gives way to the principle of rational



employment. Full employment should not be seen
as "universal”, but as available. Employment
should be considered complete if everyone
volunteered able to obtain work in regard to his
professional  qualifications.  Legislation  on
employment of the population, along with labor
legislation is required to ensure the right to work
and measures to give people adequate job
considering the professions of service, age,
domicile, which create public employment
services.

For the market economy is inherent
unemployment generally perceived extremely
negatively, especially if its level exceeds the limit
values. The state is required to make significant
efforts to reduce unemployment and mitigate its
social consequences. If this does not lead to
success leads to the activation system of social
support and protection of the unemployed. Huge
role in this system play state unemployment
benefits, monetary support and material
assistance. It is particularly important to assist in
job creation. This comes to the fore the task of
retraining and qualification, acquisition of new
specialties. The obligation of the state include the
organization of special education chains, centers
for free education.

The key directions of state regulation of
labor and employment should be looking at:

- Establishing a system of free choice of
employment;

- Legislative regulation of the labor market
and labor relations;

- Establishing minimum wages;

- Operation of public employment
services;

- Assistance for job creation and
employment of socially vulnerable groups of the
population;

- Payment of state unemployment benefits;

- State participation in the organization of
the system for initial training, retraining,
qualification.

Along with  those  functions for
government work for the state is inherently to
perform the specific function of mediator between
employees and employers in the system of social
partnership. It is a special form of interaction
between employers and employees, based on the
principles of cooperation for the sake of better
satisfying common interests and prevent social
and labor conflicts.
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Concrete form for the realization of social
partnership as a means and a mechanism for
regulating social and labor relations serve the
collective contracts and agreements providing size
and ways to pay, regulation of wages, the working
day, working conditions and its security, duties of
administration and workers.

The state's role in the system of social
partnership is to establish the rules for the
conclusion of collective agreements and ways for
their conclusion. Representatives of state bodies
Management smoothed the contradictions arising
in the negotiation process.

The process of population aging is an
unfavorable factor for the development of the
market of Labour. This problem is characteristic
of the majority of countries in the European
Union. The highest relative share of the adult
population in Germany (20.6%), Italy (20.3%) and
Greece (19.3%). With approximately equal share
of the population aged 65 years and older (18-
19%) except Bulgaria are Sweden and Portugal -
respectively 18.5 and 18.2 percent. The lowest
proportion of the adult population in Ireland - 11.6
percent. In Bulgaria aging population leads to an
increase in its average age, from 40.4 years in
2001 to 41.2 years in 2005 and reached 42.7 years
at the end of 2011.

Fig.2
AVERAGEAGEOFPOPULATION
INBULGARIA™
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Although the Bulgarian labor legislation
provides numerous opportunities for employment
for various reasons still can not say that the
optimum use of the opportunities that are well
settled law in labor legislation. Compared to the
average in the European Union, Bulgaria working
in part-time employment (2.3 per cent) were more
than 8 times less. For comparison, in Belgium,
Germany, Austria, Ireland, United Kingdom,

"National Statistic Institute of Bulgaria. Demographic
Processes in 2011, p.2



Sweden and Denmark part-time workers are in the
range between 21 and 28 per cent of total
employment in Spain, France, Italy, Luxembourg,
Portugal and Finland - between 12 and 20 percent
of all employees in the new Member States
working part-time are from 5 to 10 percent of all
employees.

Insufficient flexibility of Bulgarian labor
market is complemented by the small proportion
of employed having a second job, which is only
0.6 percent of all employees. Officially employees
who have a second job just 20.2000 people. Again
there is a significant difference between the EU
and Bulgaria, it is more than 6 times in favor of
the EU. In Poland, the largest share of employed
having a second job - 7.6 percent of all employed
in Portugal - 6.8 percent, in the Netherlands -6.6
percent, in Latvia - 6.1 per cent in Lithuania - 5.1
percent, in Romania - 3.3 percent.

Fug.2
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The data in Figure 2showthat after adrop
inthe unemployment ratethis index
againreachesthe levelfrom a year agoandis
amounted to 10.2 percent in the beginning of
2016.

The flexibility of wages is a very
important element to the flexibility of the entire
labor market. Indicator flexibility in determining
wages Bulgaria has a number of advantages but
also some reservations. This indicator index EU-
27 (4.36) is significantly below the average for the
world (4.89) and especially for the new Member
States (5.08). Index Bulgaria (5.09) is close to the
average for the new Member States, but flexibility
in determining wages inferior sensitive to that in
other countries with currency boards (the Baltic
states) and some Central European countries
(Hungary, Poland) who made serious reforms in
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the direction of more wage flexibility as a means
of overcoming the global financial crisis. Legal
and regulatory reserves are mainly in two
directions - in determining the minimum wage and
minimum social security income, but mainly to
mitigate the use of two indicators for many other
purposes in the regulation of the labor market,
which creates rigidity and conflicts. At the same
time, no legally acceptable for employers and
workers mechanism for linking the minimum

wage to the official poverty line, which is why

there is the phenomenon of "working poor".”

At the largest state action aimed at
strengthening labor market in Bulgaria in the
global financial crisis refer to the national
programs, projects and measures to encourage-
ment took financed from the state budget. These
measures have spent a total of 57.5 million. Lev
(29.5 min. Euros). Under the National Action Plan
on Employment for 2016 the money planned from
the state budget for programs and measures for
employment are a total of 73 million. Lev (37.3
min. Euros). The insured amount is expected in
employment to be included over 21 400
unemployed persons in training - yet nearly
11,000.

It is expected in employment to be
included over 21 400 unemployed persons in
training - still nearly 11 000.New promotion
measure in the plan is the introduction of duality
training for unemployed people without
qualifications. It will be implemented through the
provision of funds to employers for each job
created through training job. By this plan the first
opportunity for outsourcing services for the
unemployed is given. This will provide sums for
"supported employment” of registered companies
intermediaries for unemployed people who face
the greatest difficulties in job placement, because
they have a high degree of disability and other
problems or are at risk groups. The funds will be

"According to the estimates of the Confederation of
Independent Trade Unions for the cost of living at the end of
2011 the poverty level was 300 lev per person for 2016.
23% of households in the country are below the poverty line
and 43% live in households with income of one person 270
lev.



granted to business firms who have them staged a
work of non-subsidized job after having helped
them with services, consulting, training and joined
the others and they have achieved increasing their
employability. The term of employment shall not
be less than 12 months. It is planned to include
2,000 persons.

Another new incentive measure provides
the employers to engage in employment of 1400
unemployed people from vulnerable groups in the
labor market. These are people registered as
unemployed for at least six months unemployed
up to 24 years, those with primary or lower
education, and people over 50 years, which will
subsidize half the salary and payable by the
employer social insurances.

Through the 28 district regional programs
for employment during 2016 jobs for 2,200
unemployed persons will be created. With funds
from the state budget project "Beautiful Bulgaria™
will provide employment for 550 persons and
vocational training of 200 persons that officially
lost their jobs. The salaries included in subsidized
employment will comply with the minimum wage
for next year - 420 lev in full working day.
Increases and wages of young people under the
"Career Start" - from 430 Levs to 500 Levs are
increasing the salaries of roma mediators,
psychologists, and the unemployed included in a
number of other national programs.

79

CONCLUSION

Policy options for increasing the mobility of
the workforce undertaken by the government
include the following:

a) development and promotion of lifelong
learning;

b) review of labor legislation and
regulations in the process of harmonization with
EU requirements;

c) the rerouting of the active measures of
the labor market by directly creating jobs to
individual support to the unemployed in finding
jobs (especially important for young people);

d) a further reduction of taxes and
contributions on salaries in a fiscally sustainable
manner.
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MARKETING CHALLENGES IN
INTERNET BANKING

ABSTRACT

The implementation of internet in banking
organizations has modernized the banks. Internet
banking is beneficial for both i.e. costumers as
well as banks. Internet banking enables customers
to save time, take control of their personal
finances and even help the environment by opting
to receive electronic statements.

Internet bank as bank’s marketing platform
provides bank with possibility to implement
bank’s marketing strategy by using internet bank
technological platform for marketing activities —
marketing communications, pricing, custom
product offering.

Banks could increase marketing efficiency
by providing necessary solutions for marketing
within Internet banking. Understanding of
marketing possibilities within Internet banking
allows increasing efficiency of bank marketing
and also maintaining comparative advantages.
Purpose of the research is to identify possibilities
and challenges for marketing within Internet
banking.

Key words: Internet banking, marketing
activities and platform, marketing possibilities and
challenges.

1. The Importance of Internet Banking

The rapid development and use of
information and communication technologies is
having a direct and dramatic impact on media,
telecommunications, computing and information
services. Rapid development of information and
communications  technologies created new
possibilities for banks to provide service and
marketing. The most obvious innovation is
internet banking. Internet banking is about using
the infrastructure of the digital age to create
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opportunities, both local and global. Importance
of internet banking for bank’s operations supports
also its possibility to provide environment for
marketing. Bank can get benefit of internet baking
only if it is adopted by customers. Adoption of
internet banking is influenced by internet banking
quality that also facilitates customers’ loyalty.

Internet banking enables the dramatic
lowering of transaction costs, and the creation of
new types of banking opportunities that address
the barriers of time and distance. There is very
important for marketing experts to fully
understand possibilities provided by technology
and use them in order to increase efficiency of
bank marketing. Internet bank ensures a
possibility for banks to provide remote service for
customers and to conduct marketing activities.

The six primary drivers of Internet
banking includes, in order of primacy are:

e Improve customer access;

Facilitate the offering of more services;
Increase customer loyalty;
Attract new customers;
Provide services offered by competitors; &
Reduce customer attrition.
Control, cost savings and convenience are
the three primary motivators that drive consumer
adoption of internet banking.Internet bankers
conduct transactions faster and more easily
with24/7 self-service applications. This not only
makes the institution more valuable to customers
but also reduces operational costs.

With a fully integrated Internet Banking
Solution, financial institutions can optimize
internal systems and processes, provide a

IHermanis Rullis, Biruta Sloka, Internet Banking Quality:
Marketing possibilities and customers’ loyalty, Management
theory and studies for rural business and infrastructure
development. 2011. Nr. 2 (26). Research papers.



comprehensive view of financial activity for users
and easily integrate additional capabilities.

Fig. 1: Proposed conceptual model
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Possibilities provided by information and
communication technologies have changed
modern day marketing. The main challenge for
modern companies is to identify their customers’
lifetime value and to maintain relationships with
them in order to increase their loyalty. Internet
bank environment also support possibility to
provide bank customers with custom made
products, prices, marketing communications in
order to get maximum profit from every customer
during customer’s lifetime.

Figure 1 illustrates the conceptualization
of the challenges of internet banking adoption in a
developing country.? That does include the factors
affecting the marketing of internet banking
services into institutional (bank) factors and user
(customer) based factors.

Zhttp://www.arraydev.com/commerce/JIBC/2012-
08/Bedman%20Nartehv02.pdf (03.01.2016)
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For decades, banks think of marketing in
terms of a branding exercise and expect little in
return. Over the past several years, banks have
learned how a good online or mobile presence can
be at selling two or three times more than the best
branch.

A internet bank's marketing orientation is
partially determined by the market segments in
which it operates and performs, namely the
security oriented, interaction oriented or task
oriented segments.

2. Digital Marketing in Banking

Banks have many products that they can
offer their customers. Many of these customers
are not aware of what the full range of product
banks have to offer. Some banks will offer certain
products to segments in their database that they
think are the best targets. These offers may be
good guesses based on certain criteria, but maybe
not, and even if the targets are correct, they may
not be in a position for buying.

The online channel is potentially the
bank’s most significant channel—and is certainly
the primary battleground for influencing customer
choice. A cohesive digital strategy is critical for
success.

Target customers who have shown an
interest in a specific product or are asking for
solutions that banks products solve. It all comes
down to a great digital strategy included in bank
marketing strategy that addresses the goals for the
bank and integrates into the offline marketing
efforts.

The growth in digital channels is one of
the factors behind the gradual change in the
marketing mix at banks. From a marketing
perspective, digital channels present new
opportunities and new challenges. Interaction with
customers might be more frequent and digital
channels are also producing significantly more
data which can be used to profile customers,
understand their needs, and target them in smaller
and smaller segments with the appropriate offers.

Tools commonly wused in Digital
Marketing for Banks:®

> Website Design / Development for Banks;
> Mobile Apps for Banking;

» Display Advertising for Banks;

» PPC for Banks;

Swww.wipro.com/documents/the-global-retail-banking-digital-
marketing-report-2013.pdf (5.01.2016).
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> Social Media for Banks;
> Email Marketing for Banks; &
> SEO for Banks.

Digital tools can identify customers in
each phase of buying, what products will best suit
their need and put them in the right place at the
right time.

Marketing on the Internet is the newest
and most favored banking advertising technique;
something fresh and revitalizing.

3. Marketing Strategy in Internet
Banking

Marketing strategies of internet banking
sector revealed that banks can base their
marketing strategies on various parameters which
are broadly in terms of 7Ps of marketing viz.,
Product, Place, Price, Promotion, People, Physical
Evidence and Processes. Marketing strategy is the
firm's product-market choice which is guided by
the environmental necessities and  firm's
objectives and capabilities.

Promotion and marketing in general is a
big part of any bank of financial institution. They
rely on their promotional material in order to
sustain their reputation, which to a bank is
everything. This comes through in many ways,
especially when dealing with financial and
insurance policies. They take special care when
creating graphs, logos and other visualizations.

One aspect of marketing strategy of online
banking is security. This is very essential for any
client. In order to give the client peace of mind,
security is an essential marketing strategy that the
bank should focus.

Marketing strategies for internet banking
may include following approaches®:

» Use of public relations
newspapers and magazine publications;

» Email marketing campaigns;

» Print marketing;

» Direct mail marketing;

» Offering free seminars to raise
awareness among clients about online services;

» Approaching web sites to publish
bank’s ads; &

through

*https://www.customermagnetism.com/industry/banking-
marketing/(03.01.2016).

3 http://marketingmixx.com/marketing-plan-2/185-marketing-plan-
of-online-banking.html
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» Attracting clients by offering discounts
to get existing clients to buy the new offering
online services of bank.

Advertising:

» TV commercials;

» Posters campaign: posters will show the
features and pictures and a massage which are
going to give details about internet (online)
banking services;

» Advertising in trade magazines;

> Public relations;

> Press relations; &

> Infomational ads in newspapers.

Advertising online is just easy especially
online. Social media websites like Facebook,
Twitter, and LinkedIn, are now being used by
many banks to enhance their popularity. Blogging
is also an ideal marketing strategy of online
banking. In order to do this, they will make an
attractive or informative article that can be useful
to the users. By this way, it can help them to be
noticed especially if the user becomes interested
in trying online banking.

Involvement in social media is now
standard practice for banks, though typically this
is limited to the main social media services
(Facebook, Twitter and YouTube) and is for
marketing communications and monitoring of
complaints and issues. The big challenge is to
achieve effective “customer engagement” which
means developing more meaningful digital
interaction with customers, as an alternative to the
traditional face-to-face interactions of banking.
Online activities and social media provide banks
with a wide range of new sourcesof information
on their customers. There are good examples of
banks using social media for launching new
products, delivering non-financial deals and
offers, running competitions, soliciting customer
reviews and crowdsourcing ideas.

4. Customer’s internet

loyalty and
banking quality®
Marketing on an Internet environment
involves building and maintaining customer
relationships using online activities to assist the
exchange of ideas, products, and services.

® Hermanis Rullis, Biruta Sloka, Internet Banking Quality:
Marketing possibilities and customers’ loyalty, Management
theory and studies for rural business and infrastructure
development. 2011. Nr. 2 (26). Research papers.
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https://www.customermagnetism.com/industry/banking-marketing/

Bank can get benefit of internet baking
only if it is adopted by customers. Banking
services through the internet is a way to keep the
existing customers and attract others to the bank.

Internet banking should know customers'
attitudes, perceptions, knowledge structures and
behavioral tendencies extensively, if it made
significant market program and plans and
effective marketing strategies are to be developed
and established. Also bank’s target customers’
image should be align with the services which the
bank offers.

Internet banking quality is important factor
that influence adoption of internet banking and
customers’ loyalty. Internet banking users are
satisfied with internet banking reliability, internet
banking quality and usability.

There is possibility to use internet bank for
marketing purposes if customers have adopted it.
In order to facilitate adoption of internet banking
there should be identified and eliminated factors
that hinder it.

There  were identified  significant
relationships among online customer service
quality, online information system quality,
banking service product quality, overall internet
banking service quality and customer satisfaction.
The service quality is the dominant variables that
influence consumers’ choice of electronic
banking. Customers’ loyalty and willingness to
recommend it depends on customers’ satisfaction
with internet banking.

The users of internet banking services
have been satisfied with such variables as
protection of banking information, personal
information and feeling a sense of security. Also
there is a positive impact of internet banking
service quality on satisfaction and loyalty.

CONCLUSION

Internet banking is about using the
infrastructure of the digital age to create
opportunities, both local and global. Internet
banking enables the dramatic lowering of
transaction costs, and the creation of new types of
banking opportunities that address the barriers of
time and distance. Banking opportunities are
local, global and immediate in e-banking.
Importance of internet banking for bank’s
operations supports also its possibility to provide
environment for marketing. Bank can get benefit
of internet baking only if it is adopted by

&3

customers. Internet banking quality is important
factor that influence adoption of internet banking
and customers’ loyalty.

Encouraging customers to use the Internet
for banking transactions can result in considerable
operating costs savings. The Internet is the
cheapest distribution channel for standardized
bank operations, such as account management and
funds transfer.

In 2016, banks will get around to updating
their website and will figure out how to their
digital properties selling machines. Email address
collection, promotions, tools, educational videos,
forms and business resources will all serve to
promote the bank better than anything that has
come before.
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PUBLIC POLICY ISSUES IN DIRECT
MARKETING

ABSTRACT

Direct marketers and their customers
usually enjoy mutually rewarding relationships.
Occasionally, however, a darker side emerges.
The aggressive and sometimes shady tactics of a
few direct marketers can bother or harm
consumers, giving the entire industry a black eye.
Abuses range from simple excesses that irritate
consumers to instances of unfair practices or even
outright deception and fraud. The direct marketing
industry has also faced growing invasion-of-
privacy concerns, and online marketers must deal
with Internet security issues.

Keywords: Online marketers, e-mail,
marketing, consumers, privacy, direct marketing.

1. IRRITATION, UNFAIRNESS,
DECEPTION AND FRAUD

Direct marketing excesses sometimes
annoy or offend consumers. Most of us dislike
directresponse TV commercials that are too loud,
long, and insistent. Our mailboxes fill up
withunwanted junk mail, our e-mailboxes bulge
with unwanted spam, and our computerscreens
flash with unwanted display or pop-under ads.

Beyond irritating consumers, some direct
marketers have been accused of taking unfair

advantage of impulsive or less-sophisticated
buyers. Television shopping channels
andprogram-long infomercials targeting

television-addicted shoppers seem to be the worst
culprits. They feature smooth-talking hosts,
elaborately staged demonstrations, claims of
drasticmprice reductions, “while they last” time
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limitations, and unequaled ease of
purchase to inflame buyers who have low sales
resistance. Worse yet, so-called heat merchants
designmailers and write copy intended to mislead
buyers.

Fraudulent schemes, such as investment
scams or phony collections for charity, have also
multiplied in recent years. Internet fraud,
including identity theft and financial scams, has
become a serious problem.

One common form of Internet fraud is
phishing, a type of identity theft that uses
deceptive e-mails and fraudulent Web sites to fool
users into divulging their personal data. For
example, consumers may receive an e-mail,
supposedly from their bank or credit card
company, saying that their account’s security has
been compromised. The sender asks them to
log onto a provided Web address and confirm
their account number, password, and perhaps even
their social security number. If they follow the
instructions, they are actually turning this
sensitive information over to scam artists.
Although many consumers are now aware of such
schemes, phishing can be extremely costly to
those caught in the net. It also damages the brand
identities of legitimate online marketers who have
worked to build user confidence in Web and e-
mail transactions. Many consumers also worry
about online security. They fear that unscrupulous
snoopers will eavesdrop on their online
transactions, picking up personal information or
intercepting credit and debit card numbers.
Although online shopping has grown rapidly, in
one survey, 75 percent of participants said they
still do not like sending personal or credit card
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information
over the Internet.”®

Internet shoppers are also concerned about
contracting annoying or harmful viruses, spyware,
and other malware (malicious software).
Another Internet marketing concern is that of
access by vulnerable or unauthorized groups. For
example, marketers of adult-oriented materials
and sites have found it difficult to restrict access
by minors. In a recent survey, for instance, one in
four children ages 8 to 12 admitted to having an
account on a social network site such as
Facebookor MySpace, which supposedly do not
allow children under 13 to have a profile. The
surveyalso found that 17 percent of their parents
did not know they had a social network account.”’

2. INVASION OF PRIVACY

Invasion of privacy is perhaps the toughest
public policy issue now confronting the direct
marketing industry. Consumers often benefit from
database marketing; they receive more offers that
are closely matched to their interests. However,
many critics worry that marketers may know
toomuch about consumers’ lives and that they
may use this knowledge to take unfair advantage
of consumers. At some point, they claim, the
extensive use of databases intrudes on consumer
privacy.

These days, it seems that almost every
time consumers enter a sweepstakes; apply for a
credit card; visit a Web site; or order products by
mail, telephone, or the Internet, their names are
entered into some company’s already bulging
database. Using  sophisticated  computer
technologies, direct marketers can use these
databases to “microtarget” their selling efforts.
Online privacy causes special concerns. Most
online marketers have become highly skilled at
collecting and analyzing detailed consumer
information. As Web tracking
technology grows in sophistication, digital privacy

"®Greg Sterling, “Pew: Americans Increasingly Shop Online
But Still Fear Identity Theft,” SearchEngineLand.com,
November 14, 2015, accessed at
http://searchengineland.com/pew-americansincreasingly-
shop-online-but-still-fear-identity-theft-13366.  See  also
http://www.ftc.gov/bcp/edu/microsites/idtheft/, accessed
November 2015.

"“A Quarter of Internet Users Aged 8-12 Say They Have
UnderAge Social Networking Profiles,” Ofcom, November
26, 2015,

www.ofcom.org.uk/media/news/2010/03/nr_ 20100326a.
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experts worry that some marketers willuse such
information to take wunfair advantage of
unknowing customers:’®

The problem is what economists call
“information asymmetry.” In simple terms, on
oneside of your screen is grandma searching for
arthritis treatments or a birthday gift forher
granddaughter, and on the other side of the screen
is a black-belt quant-jock working for a data-
mining start-up. The consumer can’t be expected
to understand andfollow all that happens with his
or her data. In the realm of online data collection,
thenotion of “consumer empowerment” tends to
ring hollow.Some consumers and policy makers
worry that the ready availability of information
mayleave consumers open to abuse. For example,
they ask, should Web sellers be allowed to
plantcookies in the browsers of consumers who
visit their sites and use tracking information
totarget ads and other marketing efforts? Should
credit card companies be allowed to make data
on their millions of cardholders worldwide
available to merchants who accept their cards?
Oris it right for states to sell the names and
addresses of driver’s license holders, along
withheight, weight, and gender information,
allowing apparel retailers to target tall or
overweightpeople with special clothing offers?

CONCLUSION

Innovation and change are at the core of
much that marketers study and do. Markets evolve
over time in response to changing needs, new
technologies, and competitive actions. A problem
with government regulation is that it tends to be
slow to respond to change and, once in place, is
difficult to alter. Policies that may have made
sense at one point in time may no longer make
sense at another point in time, and even policies
that are clear failures are often difficult to change.
There is a need for ongoing thought experiments
in creative destruction of policies as well as
empirical research to determine the costs and
benefits of policies. Marketing is a discipline well
suited to such analyses. Direct marketers know
that, left untended, such direct marketing abuses
will lead to increasingly negative consumer
attitudes, lower response rates, and calls for more

"8Steve Lohr, “Privacy Concerns Limit Online Ads, Study
Says,” NewYork Times, April 30, 2010.



restrictive state and federal legislation. Most direct
marketers want the same things that consumers
want: honest and well-designed marketing offers
targeted only toward consumers who will
appreciate and respond to them. Direct marketing
is just too expensive to waste on consumers who
don’t want it.
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THE CHANGING MARKETING
LANDSCAPE

ABSTRACT

The recent technology boom has created a
digital age. The explosive growth in
computer,communications, information, and other
digital technologies has had a major impact on
theways companies bring value to their customers.
Now, more than ever before, we are all connected
to each other and to information anywhere in the
world. Where it once took days or weeks to recive
news about important world events, we now learn
about them as they are occurring via live satellite
broadcasts and news Web sites.

Keywords:  Marketing,
customers, globalization,e-mail.

technologies,

1. THE DIGITAL AGE

Digitaltechnology has broughta new wave
of communicationadvertising, and relationship
bulding tools-ranging form online advertising,
video-sharing tools, and cell phones to Web apps
and online social networks. The digital shift
means that marketers can no longer expect
consumers to always seek them out. The new
digital world makes it easy for consumers to take
marketing content that once lived only in
advertising or on a brand Web site with them
wherever they go and share it with friends. More

that just add-ons to tradicional marketing
channels, the new digital media must be fully
integrated into the marketer’s customer-

relationship-building efforts.
The world has changed radically since
those days of mass-media dominance. And,
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advertising has changed as well. A simplistic way
to measure this change is through advertising
expenditures. Between 2013 and 2014, advertising
expenditure:

» grew in North America (+5.4 percent)
and the United Kingdom (+7.2 percent);

« was flat in continental Europe, notably
Germany (+1.5 percent) and France (-2.1 percent);
and

* soared in the emerging markets of China
(+12.5 percent), India (+14.2 percent), and Brazil
(+14.7 percent).

Another way to look at advertising change
is by the diversion of that expenditure from
traditional mass media to online and digital
channels.

* In Australia, online advertising
expenditure grew by 190 percent in the year June
2012 to June 2013, exceeding freeto-air television
expenditures for the very first time.”

* By the end of 2014, in 11 other countries,
including China, marketers spent more on digital
advertising than on television.

* Internet advertising spending has the
highest growth rate of any medium globally (up
18.5 percent in 2014) and increasing 30.3 percent
annually in the Middle East and Africa and 20.6
percent in Latin America.

Consumer media habits, like purchasing
behaviors, also have changed since the last half of
the twentieth century. The com bination of an
abundance of consumer choice and consumers'
increasing access to information has created a
cornucopia of alternatives.

For example, a 2012 study of shoppers
ages 20 to 40 reported that 65 percent of U.K. and
55 percent of U.S. participants searched for

Beard, F. "Peer Evaluation and Readership of Influential
Contributions to the Advertising Literature.” Journal of Advertising
31, 4 (2002): 65-75.


mailto:tanja.krsteva@eurm.edu.mk
mailto:latas@live.com

products online and went in-store to inspect them
before going back online to make their purchases.
Around one-third used their smartphone to
compare prices in-store with alternative outlets.
This so-called "show-rooming” approach is
growing around the world.®In India, consumers
used mobile phone photos to generate agreement
on planned purchases from family and friends in
the United States and the United Kingdom.®

The most dramatic digital technology is
the Internet. The number of Internet users world-
wide stands at more than 3.4 bilion. On a typical
day, 58 percent of American adults check their e-
mail, 50 percent use Google or another search
engine to find information, 38 percent get the
news, 27percent keep in touch with friends on
social-networking sites such as YouTube. And by
2020, many experts belive, the Internet will be
accessed primarly via a mobile device operated by
voice, touch, and even thought or “mind-
controlled human-computer interaction. %

Whereas Web 1.0 connected people with
information, the next generation Web 2.0
hasconnected people with people, employing a
fast-growing set of new Web technologies suchas
blogs, social-networking sites, and video-sharing
sites. Web 3.0, puts allthese information and
people connections together in ways that will
make our Internet experience more relevant,
useful, and enjoyable.®

In Web 3.0, small, fast, customizable
Internet  applications, accessed through
multifunction mobile devices, “will bring yoa a
virtual world you can carry in your pocket. We
will be carrying our amusements with us-best
music collections, video collections,instant news
access-all tailored to our preferences and
perpetually updatable. And as this cooler stuff, we

% Earley. S. "Mobile Commerce: A Broader Perspective." IEEE
Computer Society 16, May-June (2014): 61-65.

8Jain, V., and S. Pant. "Navigating Generation Y for Effective
Mobile Marketing in India: A Conceptual Framework."
International Journal cf Mobile Marketing 7,3 (2012): 17-26.
&|nternet usage stats from m
www.internetworldstats.com/stats.htm,accessed ~ December2015;
James Lewin “Pew Internet and the American Life Project: Trend
Data, “  www.pewinternet.org/Trend-Data.aspx, accessed
December 2015; and Pew/Internet, “The Future of the Internet II1,”
December 2015, accessed at
www.pewinternet.org/Reports/2008/The Future of teh Internet-
ILASPX

8 «Research and Markets: Semantic Wave Report: Industry
Roadmap to Web 3.0 and Multibillion Market Opportunities,” M2
Presswire, January 20, 2009; Greg Smith, “Web 3.0: ‘Vague, but
Exciting,”” Adweek, June 15, 2009, p. 19; and Michael Baumann,
“Pew Report: Expert Opinion Divided on Web 3.0,” Information
Today, July/August 2010, p. 11.
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won’t be connecting to this new Web so much as
walking around inside it.®*

Online marketing is now the fastest-
growing form of marketing. These days, it’s
hardto find a company that doesn’t use the Web in
a significant way. In addition to the click-onlydot-
coms, most traditional  brick-and-mortar
companies have now become “click-and-mortar”
companies. They have ventured online to attract
new customers and build stronger relationships
with existing ones. Today, more than 75 percent
of American online users use the Internet to
shop.®

2. RAPID GLOBALIZATION

As they are redefining their customer
relationships, marketers are also taking a fresh
look atthe ways in which they relate with the
broader world around them. In an increasingly
smallerworld, companies are now connected
globally with their customers and marketing
partners.

American firms have been challenged at
home by the skillful marketing of Europeanand
Asian multinationals. Companies such as Toyota,
Nokia, Nestle, and Samsung haveoften
outperformed their U.S. competitors in American
markets. Similarly,U.S. companies in a wide
range of industries have developed truly
globaloperations, making and selling their
products worldwide.

Quintessenially American McDonald’s
now serves 60 million customers daily in more
than 32,000 local restaurants in 100 countries
worldwide 65 percent of itscorporate revenues
come from outside the United States. Similarly,
Nikemarkets in more than 180 countries, with
non-U.S. sales accounting for66 percent of its
worldwide sales.®

Today, companies are not only
sellingmore of their locally produced goods in
international markets but also buying more
supplies and components abroad.

8L aurie Rowell, “In Search of Web 3.0,” netWorker, September
2008, pp. 18-24. Also see “Research and Markets: Web 3.0
Manifesto,” Business Wire, January 21, 2009; and Jessi Hempel,
“Web 2.0 Is So Over. Welcome to Web 3.0,” Fortune, January 19,
2009, p. 36.

8 «pew Internet and the American Life Project: Trend Data.”
#\www.aboutmedonalds.com/med and www.nikebiz.com,
accessed December 2015
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CONCLUSION

Advertising has evolved from a mass-
media marketplace dominated by the United
States to one driven by digital and mobile media,
buoyed by the growth of emerging markets. This
IS not just the result of changing consumer media
habits, decision making, and purchasing power,
but it also appears to be part of the rise of a
transformative global society: Massive social,

marketing, and media changes clearly are
reflected in advertising expenditure and
allocation.
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MACEDONIAN MODERN INNOVATION
MANAGEMENT CARRIED OUT
THROUGH THE TOOLS OF BUSINESS
MARKETING

ABSTRAKT

We can comprehend the modern
entrepreneurship through the practice as accepting
of innovation, finance, business ideas, new input
forms of innovative management in order to
produce economic goods economically and
placing them on the domestic and international
market by applying the tools of marketing.

In modern flows of globalization There are
imposed new rules of the game referring to
modern flows of globalization reflecting to
Macedonian  businesses in the field of
management and investments as well as in the
areas of innovative products and services
marketing tools of marketing. They face
competition dictated by the wider market, which
apply very high technological standards, criteria
for quality, innovative and standardized
technology and unified management rules. As
technological growth in developed countries is
increasing, companies from less developed
countries face the possibility of technological and
pay little attention to managing and marketing of
targeted global, local and international markets.
This reduces their competitiveness and creates
unfavourable conditions for overall development
of the country. To be competitive, companies
must introduce innovative modern management,
new technologies and innovation in its processes.
These processes are lengthy, expensive, require a
systematic and strategic approach and are exposed
to many challenges of market developments and
trends arising from the concept of modern
innovation management.

Key  words: innovation,  growth,
development, creativity, competitive edge, a new
concept of innovative management, marketing
tools and business marketing mix.
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MAKEJOHCKHUOT COBPEMEH
NHOBATUBEH MEHAIIMEHT
CITPOBEJIEH IIPEKY AJIATKUTE HA

BU3HUC MAPKETHUHI' OT
AIICTPAKT
CoBpeMeHOTO MPETIPUEMHUILITBO

MOXeMe Ja IO COorJieflaMe HU3 IpaKTUKaTa Kako
npe3eMame Ha MHOBAlMM, (UHAHCHM, OW3HUC
Wjeu, BHECyBambe HOBU (OPMH HA WHOBATUBHO
MEHAIePCTBO €O LeJ IOEKOHOMHUYHO Jia ce
NpOM3BEAAaT EKOHOMCKH J00pa ¥  HHUBHO
IUIaCUpake Ha JOMAIIHUOT U MelyHapOAHUOT
nasap CO TMpHMEHAa Ha WCTPYMEHTHTE Ha
MapKETUHTOT.

Bo COBpPEMEHUTE TEKOBH Ha
rio0anu3anyja ce HaMeTHyBaaT HOBU NpaBUIIa HA
Urpa M 3a MaKEJIOHCKHUTE MPETIpHjaTHja KajKo Ha
MOJIETO Ha MEHAIMPAmhEeTO Taka U BO JIOMEHUTE Ha
IUTACMAaHUTEe HAa WHOBAaTHBHHUTE TIPOWU3BOAM |
YCIYrH CO aJaTKUTe Ma MapKeTHHror . Tue ce
COOUyBaaT €O KOHKYpEHIMjaTa AWKTHPAaHa O]
HNOUIMPOKHOT Ma3ap Ha KOj BaXKaT MHOTY BUCOKHU
TEXHOJIOIIKKA  CTaHJapad, KpUTEpUYMH  3a
KBaJIUTET, BUCOKH MHOBAaTUBHU u
CTaHJApAM3UPAHN TEXHOJIOTUU ¥ YHUBHIIMPAHU
MEHallepcKkH MpaBuia. Kako MTO TEXHOJIOIKUOT
pacT BO pa3BHEHHUTE 3€MjU CE€ 3TrOJIEMyBa, Taka
npeTnpujaTijata o MOMAaJKy pa3BUEHUTE 3€MjH
ce COoodYyBaaT CO MOMHOCT OJ TEXHOJIOUIKO
3a0CTaHyBalkb€ M MHOTY Majo IIOCBETyBame Ha
MEHAalpamee W MapKeTHpame Ha IEIHUTE
rio0anHu, JOKAJTHU M MeXyHapoaHu mazapu. Co
TOAa ce HamMallyBa HUBHAaTa KOHKYPEHTHOCT M C€
CO3/1aBaaT HEMOBOJIHU YCIIOBH 32 CEBKYIIEH Pa3BO)j
Ha JpxaBara. 3a Jga Owaar KOHKYpPEHTHH,
npeTnpujaTujara Mopa na BOBE/lyBaat
WHOBATUBHU COBPEMEHH MEHAUHpama,  HOBH
TEXHOJIOTUM ¥ UHOBAIIMH BO CBOUTE MPOIIECH.

OBue mporecu ce TOITH, CKamu, OapaaT
CHUCTEMAaTCKM M CTpaTelIKd NpucTam H ce
W3JI0)KEHW Ha MHOTYOpOJHM  TIpEeIu3BHLIM Ha
Ma3apHUTE CIydyBamba U TPEHAOBUTE KOH


mailto:emaesmerova@yahoo.com
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HacTaHyBaaT OJl KOHLENTOT Ha COBPEMEH
WHOBATHBEH MEHAIMEHT

Kayuynu 300poBH: WHOBaiuu, pact, pas3Boj,
KpEaTUBHOCT, KOHKYPEHTCKa TMpPEAHOCT, HOB

KOHILCIIT HA MHOBATHUBCH MCHAIIMCHT, MApPKCTUHT
aJIaTKU 1 MapKETHUH OM3HUC MHUKC.

BOBE]

HoBuor OM3HMC KOHIIENT € MCKpaTa IITO
ro NMOTTUKHYBa MpPOIECOT Ha MHOBamuu. Toj ce
TPIDKU 32 HOBUTE NPOM3BOAM WM TIPOLECH KOH
MOXaT Ja ce IMOCTUTHAaT oj IMiardopmara Ha
TEKOBHUTE MHOBAaTHBHU IIEHTPH, OJHOCHO THE Ce
MIPOU3BO/IM U MPOLECH KOU € BO KOMOMHAIN]ja CO
MUCJIMTE WM MPOICHKUTE Ha 1a3apoT 3a HOBHOT
Om3Huc KoHment. HoOBHOT OW3HUC KOHIENT
npoM3lieryBa OJ MOMEHTalHaTa cocrojda Ha
MIPOU3BOJIOT U O] MPOLIECHTE BO MPETIPUjaTHETO,
KaKO M 0J1 TCKOBUTE Ha Ma3apoT U MeplenrpanaTa
ujeja 3a MOXXHOCTUTE Ha TMa3zapoT. Mamurte u
CpeIHM TpETIpHjaTHja TO IoMaraaT €eKOHOMCKHOT
pa3Boj. Kora manute W cpemHu mnpernpujarvja
KOHKYpEHTCKaTa NpeaHocT ja Oasupaar Ha
3Haemara, Kako MTO € CIy4ajoT CO eKOHOMHjaTa
Ha 3Hacwe, WHOBalMjaTa W KpPEaTHBHOCTA
CTaHyBaaT OJUIy4yBaukd ()aKTOp BO EKOHOMCKATa
aKTUBHOCT, OM/ICJKU 3HACHETO UMa TeHJICHIIM]a Aa
ce pa3Bue BO BHCTUHCKM KOHTEKCT  IPEKY
MapKeTUHIOT U J00OpOTO  MEHayHupame.
TeXHUYKHOT HampelIoK BOAM KOH HMHOBAIMja |
KpEeaTHBHUTE JIBUXKEHa 3aCTaHyBaaT Ha MparoT Ha
OBHE I[I0jaBU, HAKO THE OOMYHO HE ce
eKCIUTMIIUTHO TOBP3aHU CO HMB. MapKeTHHI ce
KOPHCTH 3a J1a c€ WICHTHU(PHUKYBa TOTPOIIYBAyOT,
Ja ce 3a/J10BOJIM MOTPOLIYBAYOT M Jla C€ 3aPXKH
MOTPOIIYBAa4OTBO M HU3 OM3HHCHTE.

IIpeky kymyBadoT BO (OKYCOT Ha
WHOBATUBHUTE MAapKETHUHT YIPABYBAETO € €IHO
O]l Haj3HAYajHUTE KOMIIOHEHTH BO OM3HHC
MEHAIMPAKETO CO pakoBojeme. Kako mocieauia
Ha CTar"anyjaTa BO Pa3BOJOT M HMHOBalMjaTa Ha
MOCTOCYKHUTE Ta3apu BO MOCHEAHUTE 2-3 TOJWHH,
MIPOM3JI€3€ MAPKETHHIOT 32 J]a T MOCTaBH (a3ute
BO pa3BojoT Ha HOBU nasapi.
HMmiieMeHTHpambeT0 Ha MapKeTHHI CTpaTeruw,
Kako MepKa 3a Ja ocTaHat npoduTaduwiHu , 6apa
Ou3HMCUTE Ja T0 CcMeHaT (OKycOoT KOH
MPOM3BOJCTBO W Ja TO  HAco4yaT KOH
nepueniypaHy noTpedu M xKendu Ha HUBHUTE
KyITyBa4d. MapKETHHT KOHIIENT U J00po OM3HUC
MEHaMpame 3Hauu JIeKa 3a JOCTUTHYBame Ha
OpraHU3aIMCKUTE IENIM MOTPEOHO € MO3HaBambe
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Ha MOTpeOUTe M KeJOUTE Ha LETHHUTE Ma3apu M
HCIOpayyBamkbe Ha IIOCAKYBAHWUTE 3aJI0BOJICTBA.
[IpoanoxxyBa MeHaIepcKHOT (PAKT Ha KOHIIENTO
Ha J00pOo MeHajupa cO IpUMEHAa Ha MapKETHUHT
nox mororo: "Co men Ja r'm 3aJ0BOJIM CBOUTE
OpraHM3aIMCKU  IIEJIH, npeTnpujaTijata  BO
Makenonuja Tpeba J1a Ty MpeaBuaaT MoTpeOuTe
U OKelOuTe Ha KyINyBayUTe M HCTUTE Ja TU
3aJ10BOJIM TI0e(DeKTHBHO 01 KOHKypeHIrjaTa".

1. NHoBaTHBHOCTA HA MAJIUTE
npernpujaruja Bo Penmyoimnka
MakenoHuja IpeKy COBPEeMEHUOT
HHOBATHBEH MEHAIIMEHT

Bo PenyOnuka Makenonuja € ocoOeHO
BOXHO Ja ce BJOXYBa BO pa3BOjOT Ha
NPETHPUEMHHUINTBOTO HA MaJHUTE MIpeTHpujaTHja
KOM MpOAyHHpaaT W [eHepupaaTr KpeaTHBHU
UJed BOJEHU O] KOHLENTOT Ha COBPEMEHHUOT
MHOBAaTHUBEH MEHAIIMEHT. Manure u cpeaHu
npeTipujaTija UMaaT 3Ha4yajHO yYECTBO BO OPYTO
nomamHuoT npousBon (B/II), nHanBopemnarta
TProBuja, W BpabOTyBaaT TroJieM HPOLEHT OJ
paboTHaTa cuia Bo apkaBara. MamuTe W cpenHu
npernpujaTija ce OJf BUTAJHO 3HAUCHE 32
YCIICIITHOCTA Ha €KOHOMHjaTa Ha €JIHa 3eMja, TIPe]
ce 3aToa LITO OJroBapaaT Ha JIOKAIHUTE MOTPeOH,
HO ¥ Pa3BHBAAT YCIICIIHN NMPUKA3HU 33 WIHUHATA,
3HAYUTEIHO MPUAOHECYBAjKU KOH HaMalyBame Ha
MPOLIEHTOT Ha  HeBpaboreHocT. Tue ce
pacrpocTpaHeTd  BO  CHTE€  CEKTOpU  Ha
CTONAHHCYBAWkE: O]l TPAJAUIMOHAIHUTE CEMEjHH
Ou3HMcH ma ce' 10 TPOM3BOJCTBOTO Ha
nH(popMalMcKa TEXHOJIOTHja W MOJEpPHUTE
yeayru.  Co ngo0ap KOHILENT HAa WHOBAaTHBEH
MeHauMeHMT Bo PenyOnnka Makenonuja ce aaBa
IIaHCa HallaTa 3eMja Ja Biie3e Kako  TapreTHa
rpylia Ha 3eMjH H Ja Ce HOCH BO TpKaTa co
MorojieM JieNl oJ] Op30pacTeuky €KOHOMHUH Kaje
Y4e€CTBOTO Ha MAJIMTE U CPEIHH MPETIpUjaTHja BO
BAIl u Bo BpaboTeHocTa € 3Ha4ajHO.(
pretpriemac.com.mKk). IlotBpma 3a HHBHOTO
OTPOMHO 3Hauewe € Hu ¢akrtor mTo BO EVY
¢byHKIMOHMpaaT 23 MWJIMOHM Majld U CpEAHU
npeTnpujaTija, ITO MHpeTcraByBa 99 oTCTO 0A
BKYITHUOT OpoOj perucTpupaHu IpeTnpujaTuja.
Penybnuka MakeqoHuja He € MCKIYYOK Of
BaKBHOT TpeHI. Manure ¥ CcpemHu OW3HUCH
npunoHecysaar co Hazg 60 orcto Bo BT u Hag 75
OTCTO BO BKYNHHUOT Opoj BpaboreHH. (
vlada.gov.mk) Panysa ¢akror mto PemyOmuka
Makenonuja npeky EBporicknor nnpopmaruseH u



WHOBAaTUBEH IIeHTap, € Bie3eHa Bo EBporckara
Mpexxa Ha mnpernpujatuja (Europe Enterprise
Network). OBaa mpexa e mpucytHa Bo 40 3emju
(27 onm eBpo 30HaTa W apyru Mmery koum M3paen,
Hopgsemika, IIsajuapuja). ( www. Inovaciski
fond.gov.mk)

Cuauka 1-1. IToBp3anu 00,1aCTH HA MHOBAIIUU
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H3Bop: Andrew, J.P, Manget, J., Michael, D.C.,
Taylor,A., & Zablit, H., Innovation A return to
Prominence and the Emergence of a New World
Order.Boston, MA: Boston Consulting Group, 2010, p.
144

Bo oBaa wmpexa unenyBaat mnpeky 600
MapTHEPCKW  OpraHu3alul Ko BO  cebe
o0earHyBaaT OKOJY 25 MWJIMOHH IpeTNpujaTHja,
YHHUBEP3UTETHU U HAYYHO UCTPAKYBAUKU LIEHTPH.

Bo coBpeMeHO MaKeIOHCKO CTOMAHCTBO
HAIllUTe WHOBAIMM C€ NMPOU3BOIHHU, CTPATETUCKH,
MPOIECHH,  OPraHU3AIUCKH , TEXHOJOMIKH H
MapKeTUHI HHOBanM. Huz nenwor cBer Ha
rJI00ATHO ¥ METYHAPOJHO HUBO MAJIUTE, CPETHU U
rojJeMu TpeTrpHjaThja BIOXKYBaaT BO  HHBH
WHOBAIlMM W HHUBHO MEHAIIEPCKO YIPaBYBaWkE H
npodputupame. Hammara 3emja e ujieHKa BO MHOTY
MapTHPECKM WHOBATUBHU  acOIMjallid ¥ 3eMa
aKTHUBHO YYECTBO M CO HAIIW JTUPEKHU MHOBaTHBU
MIPOEKTH U BUJOBU HHOBAIIHH .

Ilenta 3a Hamara 3emMja  BO paMKUTE Ha
MpexkaTta jJa ce ooe3denume meryceOHW KOHTAKTH
3a BpILICHE OM3HHC, 32 pa3MEHa Ha TEXHOJIOTUH,
3a 3a€THUYKHM HAYYHO-UCTPaKyBauKH MPOEKTH, 32
3alo3HaBamkbe CO YCIOBUTE 3a BOJCHE OW3HUC,
peanu3upame Ha MPOMIMPEH  KOHIENT Ha
WHOBAaTUBEH MEHAIMEHT KaKo W CTaHAApIUTE BO
3eMjuTe-wieHKd. Bo Makenonuja e norpeGHa
OpraHu3aIKCKa CTpaTerdja Koja € BO KopJialmja
CO HHOBAllUCKAa CTpaTervMja W Cleleme  Ha

OpraHMU3aIICKUTE KapaKTePUCTHKHU u
opraHu3allickata  HMHOBAaTHMBHAa  MEHallepcKa
KyJnTypa.
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Ciauka 1-2. Crparerum Ha MHOBATUBHOCT M
MEHAUMEHT HHOBATHBEH Mpolec

{ OpraHu3auucka crTparterumja |

/" opranmaauvckal

" opranmsaumckn =
\ xapakrepuctuxu , | WHOBaUMUCKa cTpareruja ! uHosauucka |
. . ‘.‘ kyntypa

(onkpyxysanse)
ucTpaxyBatse,

MOHWUTOPUHT U
waeHTUdrkaumja

[ yuere, huadek u nHTepakuuvja ] A

opraHusauujarta

H3Bop: Longenecker, G.J., Moore, W.C., Petty,
W.J , Small Busines Menagment , An
Enterpreneural; emphasis, South-Western College
Publishing, Cincinnati, 2014,p. 154

ObenuHyBameTO u WHOBATUBHUTE
TEXHOJIOTMU CO aAJaTKUTEC Ha HWHOBAaTHUBHHOT
MEHAIMEHT Ce€ KJIy4eH elleMEHT 3a pa3Boj Ha
MQJIUTE W CPEIHU MpeTHpujaTHja U HHUBHHU
MOHATaMOIIIHU pa3BojHU nepdopmancu. Tokmy co
MHOBaTUBHHUOT MPUCTAN NPEKYy MEHAIMEHTOT Ke
Ce 3roJieMU KOHKYPEHTHOCTA Ha MaJIUTE U CPelIHU
NpeTnpujaTija U ke ce MPOMOBUPA M OJECHHU
WHOBATUBHOTO MPETHPUEMHMILITBO CO JaBame Ha
OJITOBOp Ha moTpedaTa Ha OJApelNeH YCIyrH 3a
MOJUIpIIKA Ha MajluTe W CPeAHM MNpeTNpHjaTuja.
Bo pabGoremero BO MamuTe MpeTIpHjaTHja Cce
CllydyyBaaT JEJIOBHU AaKTMBHOCTH IO3HAaTH Kako
JAUCKOHTUHYUTET U HCYCIICX. JII/ICKOTI/IHyI/ITCTOT €
NOOpOBOJHA OJUTyKa Ha  CONCTBEHUKOT Ja
npecrane na paboru. ( Schumpeter,J., 1913, p.70).
[IpyuunHMTE 32 NUCKOTUHYUTETOT MOXE Ja ce
OHECyBaaT  Ha  3/IpaBCTBEHH  IPOOJIEMH,
dbamunuapHu  IpoOJeMM WM MOXKHOCTH 32
BpaboTyBame BO Apyro npernpujarue. CraHyBa
300p 3a  nmoOpoBomHa  OANMyKa  MAajoTo
MpeTnpujaTie 3a JAa mpecTtaHe na padoTu. 3a
pa3nMka O JAWCKOHTHHYHUTETOT, HEYNeXOT WM
npomnarameTo pe3yaTHpa 01 HECIOCOOHOCTA Ja ce
ycriee BO BoJemeTo Ha Ou3HHCOT. [locrojar aBa
BHJIa HEycCIlecH- (popMaTHu HEYCIIECH 3aBpIIyBaaT
Ha CyJA €O 3ary0M 3a KpeIuTOpuTe, W JUYHU (
HepopMaTHU ) HEYCNEeCH KOra COINCTBEHUKOT
HEMOXe J1a co3faBa (PMHAHCHCKHM CPEJCTBA U TO
Hamycta OumsnucoT.( Longenecker, G.J., Moore,
W.C., Petty, W.J , 2000, Small Busines
Menagment , An Enterpreneural; emphasis, South-
Western College Publishing, Cincinnati, p.11).



bunejku Bo OW3HMCOT HajBa)KEH HE € HHUTY
KalluTajloT, HUTY MCKycTBOTO. HajBaxkHu ce
UACUTE N0 KOM ce Joara caMoO CO OTBOPEH yM
HACOYEH Ha KOHIIENT HA MHOBATUBEH MEHAIIMEHT
U HUA3 pabOTHU aKTUBHOCTH. 3a Jla MOXeE Ja ce
IIOCTUTHE pacT U Pa3BOj Ha MAaKEJOHCKUTE
npeTnpujaTija, Kako W Ja Cce TOTTHKHE
MHOBAaTUBHOCTA Tpeba Ja ce KyIATHBHpa JyXOT Ha
OTBOPEHOCT,  PEIIUTEITHOCT, KPEaTHuBHOCT H
OJIrOBOPHOCT Kaj rpafaHUTe, KOU C€ HajrOJIEMUOT
pecypc Ha 3emjara.

3a ga OupaT KOHKYPEHTHHM, MalluTe
npeTnpujaTjaTa Mopa Ja BOBEIyBaaT HOBH
TEXHOJIOTMU ¥ HMHOBAIIMU BO CBOHMTE IPOIECH. (
Schumpeter,J., 1913, p.80): Osue mnporiecu ce
JI0JITH, cKamu, 6apaaT CUCTEMATCKH M CTPATEIIKH
OpucTall W CE€ U3JIOKEHH Ha MHOTYOpPOjHH
OpEeIU3BULM  HAa  [a3apHUTE  CIIydyBamba.
JloceramHuOT pa3BOj Ha MpETHpUjaTHjaTa BO
Peny6nuka MakenoHuja, MoKaxa JIeka MHOTY OJ1
HUB HEMaaT COBPEMEHH TEXHOJIOTUHU 3apajyl IITO
ce BO TELIKOTH]a Jla BOCIIOCTAaBAT MapTHEPCTBO CO
npernpujatija ox crTpaHcTtBo. CTemeHoT Ha
MHBECTULIMU BO HOBA ONpeMa U TEXHOJOTHH Kaj
MOBEKETO JOMAIHU TPETIpHjaThja € HHU30K |
MHOTY MaJKy C€ BIIO)XKyBa BO pa3BOjHU
UCTpaxyBama. LMcTo Taka, TMOCTOM Trojema
HEYCOIJIACEHOCT MOMel'y HayYHOUCTPAXKyBAUKUTE
WHCTUTYLIMU, YHHBEP3UTETHTE W TPOU3BOIHHUOT
cekTop. Bo rosem nen kaapure mTo paboTar BO
OBHE MHCTUTYIIMHM W MpeTNpHjaTHja WIM Hemaar
JIOBOJIHO MCKYCTBO WJIM, IIaK, HEMaaT MOTHBAIja
3a MeryceObHa copabotka. Muory uecro,
MaKeJI0HCKUTE MpeTHpujaThja He MOXKE AypU HH
Ia TH UACHTU(PHUKYBAaT CBOUTE COIICTBEHH
noTpeOu 3a YCOBpPILIYBaWkE€ BO JajeHa 00JacT.
AHanM3upajKku TM TPUYUHHUTE 32 OBUE CIA0OCTH,
MOJKe J1a ce JI0jJIe 10 CO3HaHHE JieKa € MOTPeOHO
na ce m3rpaau edukaceH HAIMOHAJICH CHCTEM 3a
MHOBAllMM, KOj K€ MMa 3ajada Ja Iro IOAMTHe
TEXHOJIOIIKOTO HUBO, KOHKYPEHTHOCTa Ha
MakeJOHCKUTE  MpeTHpujaTHja U HUBHO
€KOHOMCKO COBPEMEHO MeHanmpame. M3rpanbara
Ha OBOj cucTeM Tpeba na Ouje 3acHOBaHA Ha
JOMAIIHUOT MOTEHLHjal, Ha
HAYYHOUCTPaKyBauKUTE UHCTUTYLIUU u
YHHUBEP3UTETH, KAKO M Ha COpPadOTKa CO CTPAHCKU
pa3BOjJHM  MHCTHUTYTH,  HayYHOUCTPAXKYBAuKH
LHeHTpU U mpernpujatuja. [lpkaBata mpeky
CBOUTE MHCTUTYUMH Tpeba na Oujpe CuieH
KaTaJM3atop BO OBWE Tporecd. Bo mpB pex
noTpeOHO € Ja ce CTHUMYIHMpaaT MaKEIOHCKUTE
MaJd TpeTIpHjaThja 3a TEXHOJIOIIKUA Pa3BOj H
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uHOBaumu. Toa MoOXe Ja ce HampaBH CO
¢uHaHCHMCKAa  TOAJAPIIKA W  TPaHTOBH 32
ompenenenu uenu. [IpermpucramHara mporpama
32 KOHKYPEeHTHOCT ¥  WHOBATUBHOCT  Ha
EBponickara YHHja € eaHa o] MOXHOCTHTE KOja
MaKeJIOHCKHTE TpEeTIpHjaTHja MOXe Ja ja
uckopucrar. (Keat Webster Jr. E. F. et al)

,2014, p.256) Mcro Taka 3a 1a ce peaausupa
€lIHAa MAapKeTHHIIKaTa [eJ, MAapKeTOJIIO3UTe
KOMOWHHMpAaT OJpPEACHU KapaKTEePUCTHKH Ha

NpPOAYKTUTE,  ILEHUTe, JAUCTpuUOynujata |
HEj3UHUTE KaHaJIH " MapKeTHHIIKUTE
komynukanuu. Co emgern 30o0p, dopmmpaar

MapKETHHIIKH MHUKC. T0] MapKETHHILKH MHUKC C€
pa3paboTyBa 3a KOHKpPETE€H Tasap, Hpu IMITO
pemieHujata ce JoOMBaaT Bp3 OCHOBa Ha
NpeTXO0AHU MAPKCTUHIIKKU HCTpa)XKyBamkba KOH
MOKa)kKyBaaT HITO TOYHO cakaar
nobapyBayuTe:JaIM CE€ MOATOTBEHH Ja Jajar
MOBEKE Mapu 3a OAPEICH IPOU3BOJ, KOJIKY ce
3aMo3HacHW cO  (DYHKIMOHHPAKHETO HAa  TOj
IPOU3BO/I, KaJIe C€ HAaBUKHATH Jla 1a3apyBaaT 1 Ha
kakoB HauwmH: (“The Decline and Dispersion of
Marketing Competense 7, MIT  Sloan
Management Review, summer, 2014, p. 114)

1. Konky BpemeHckuTe (hakTopu BIUjaaT Bp3
HETO U,

2. KonkaBa e paznukara Mmery xenourte 3a
yCII€exX Ha MCHAIICPUTE W HHUBHHUTC OM3HUCHUTE
IpeKy MPOU3BOJOT U PEATHUTE MOXKHOCTH IITO TU
¥“Ma Ha na3zapoT Bo Penybnuka Makenonuja .

Cauxka 1-3. IloBp3anocTta Ha
NpeTHPUEeMHHUIITBOTO, HHOBaLMUTe u
MapKeTHHIOT

\ \npernpuemuuurr7
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H3Bop: Zhou Z. K. et al. “The Efects of Strategic
Orientations on Technologyand Market Based
Breakthrough Innovations” , Journal of marketing, |,
april, 2005 , Toumensen M. et al. , 2009, p. 215


https://mk.wikipedia.org/w/index.php?title=%D0%9C%D0%B0%D1%80%D0%BA%D0%B5%D1%82%D0%B8%D0%BD%D1%88%D0%BA%D0%B8_%D0%BC%D0%B8%D0%BA%D1%81&action=edit&redlink=1

VYcuemny KOMIIaHUU U TIPETIpHjaTrja BO
Makenonuja Tpeba 1a TpUMEHyBaaT MHKC Ha
uaed OJl TPETIPUEMHUIITBOTO Ja BOBEAyBaar
MHOBAIIMU BO pabOTa W MHOBALIMCKU TEXHUKH U 12
ce Oopar Ja ro mpoaajgar IpPOU3BOAOT WIH
ycayrata €O TIpUMEHAa Ha  aJaTKUTe Ha
MapKETUHTOT

2. AKTyeJIHM cOcT0jou BO MakenoHuja

JloceramHuoT pa3Boj Ha KOMIIAHHHUTE BO
PenyOoiinka MakenoHuja, ocoOOEHO Ha MajuTe M
CpeAHH TpeTHpujaTHja, MOKaXa JeKa MHOTY O]
HUB HEMaaT COBPEMEHHU TEXHOJOTUU 3apajH IITO
ce BO TELIKOTH]ja JIa BOCIIOCTABAT MaPTHEPCTBO CO
KOMIaHuM o  crpaHctBo. CTeneHOoT  Ha
WHBECTHULIMU BO HOBA ONpEeMa U TEXHOJOTHH Kaj
MOBEKETO JOMAIIHU KOMIAHUHU € HU30K U MHOTY
MaJIKy C€ BIIO)KYBa BO Pa3BOJHH HCTPa)KyBamba.
Hcto Taka, mocTtonm ToOjleMa HEYCOTJIaCEHOCT
noMery HayYHOUCTPaXYBAUKHUTEC HWHCTUTYIUH,
YHUBEP3UTETUTE U MPOU3BOJHUOT CeKTOp. Bo
rojeM Jiel KaJpuTe IITO paboTar BO OBHE
WHCTUTYIIMM U TpeTIpHjaThja WM Hemaar
JIOBOJIHO MCKYCTBO WJIM, NTAaK, HEMaaT MOTHBAIHja
3a MeryceOHa copaboTka. Muory decro,
MaKeJOHCKUTE KOMITAaHHH HE MOXE JypU HU Ja TH
UJACHTU(UKYBAaT CBOUTE COICTBEHM IMOTpedU 3a
YCOBPIIIYBalkh€¢ BO JajeHa 00JacT. AHaAIU3UPAJKU
I'M NPUYMHHUTE 332 OBHE clIabOCTH, MOXE Ja ce
70j€ 0 CO3HaHHE JeKa € TOoTpeOHO Ja ce
u3rpaau eQpUKaceH HalMOHAJIEH CHCTEM 3a
WHOBAllMM, KO K€ WMa 3agavya Ja ro IMOJUTHE
TEXHOJIOIIKOTO HHBO U KOHKYPEHTHOCTa Ha
HamuTe KoMranuu. M3rpagbata Ha OBO] CHCTEM
Tpeba J1a Ouge 3acHOBaHa Ha JIOMALIHHOT
MOTEHIIH]aJ, Ha HAyYHOUCTPAKYBAUKHUTE
MHCTUTYUMM W YHUBEP3UTETH, KAaKO M Ha
copaboTKa €O CTPAaHCKH DPAa3BOJHU HWHCTUTYTH,
HAyYHOUCTPAXYBauKW LEHTPU U  KOMIIaHUM.
Jlp’kaBata TNpeKy CBOWTE HHCTHUTYIIMH Tpeba naa
Ouje cuiieH KaTajlu3aTop BO OBHE IporecH. Bo
npB  peld TOTpeOHO € Ja ce CTUMYIHpaar
MaKeJOHCKUTE (UPMHU 32 TEXHOJIOLIKU pa3Boj U
nHoBanuu. Toa MoOXe Ja ce HampaBu CoO
¢uHaHCHCKA TOJIPIIKA, COBPEMEHO HBOBATUBHO
MEHAMpamkbe W TPAHTOBU 3a OINPENEIICHHU IICTIH.
[IpernpucranHara nmporpama 3a KOHKYpEHTHOCT U
nHOBaTMBHOCT Ha EBporickata YHuja € eqHa of
MO>KHOCTHTE KOja MaKeJIOHCKHUTE MpeTHpujaTuja
MOX€ Ja ja uckopucraT. Bo mpBuoT cronbd ox
oBaa Tporpama, KOj ce OJHecyBa Ha
NPETIPUEMHHUIITBOTO ¥ WHOBALMUTE, BEKe Ce
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CO3J1a/ICHU YCIIOBH 32 YYECTBO Ha MaKeJIOHCKHUTE
npeTnpujaTija W WHCTUTYHUH. EBpomnckuor
uHGOPMATUBEH W WHOBAaTHBEH LIEHTap BO
MakemoHuja, Koj € el oa Mmpekara Enteprice
Europe Network, e cosmamen co TpaHT of
EBponckara koMmucuja J00MEH MpeKy oBaa
nporpama. IIpexky oBOj IleHTap MoOXe Ja ce
UHHMLMpA AMPEKTHA cOpabOTKa Ha MaKEJIOHCKUTE
KOMIIAaHWU CO KOMIIAHMUTE O]l €BpO30HATa M TOA
TOKMYy BO  o0Ojacta Ha  TEXHOJOLIKOTO
yCOBpIIyBamke M MHOBanuuTe. /laneHa u e manca
BO OBOj IIEPHUOJ BO paMKHUTE Ha IporpamMara,
MaKEJIOHCKUTE KOMIIAHMM W WHCTUTYUUH 1A
MOXe Ja ydecTByBaaT M BO JE€JOT 3a
MHPOPMAIMCKA U KOMYHHUKAIIMCKH TEXHOJIOTHH,
Kako M BO JIeJOT Ha UHTEIMIEHTHH HW3BOpU HA
eHepruja. Ha Toj HaumH, npexy KOPUHAHCUPAHE U
TPaHTOBH, HAIIUTE MpeTInpujaTHja ke Ao0ujaT
MOYKHOCT 32 (DMHAHCHUCKA MOJJPIIKA HA HUBHUOT
TEXHOJIOIIKM Pa3BOj W MHOBanuu. Tpeba na ce
Hajie HAYMH Ha MpeTIpHjathjaTa Kako BO
MakeioHMja Taka 1 BO PErMOHOT Jla UM ce Oune
00e30eq1 TEXHHUYKa [MOMOLI BO 3rojeMyBame Ha
HUBHHUTE TEXHOJIOIIKU KAalalUTeTH U CTENEH Ha
WMHOBAITUH. Peuncu Bo cute mpou3BOIHH
CEeKTOPHM HEJOCTHra TEXHOJIOIIKH IIaT(GOpMHU BO
Kou ke Omje pa3paboTeHa pa3BojHATA CTpaTErHja
U ke OujaT ompeeneHH HACOKHUTE, 3aJauuTe U
LENUTE 332 UIHUTE HAYYHU-UCTPAKYBaa O KOH
ke Tpousie3aT HOBU TEXHOJIOTUM U WHOBAIUH.
[Ipeky  momuTUKUTE Ol JIOMEHOT Ha
TEXHOJIOIIKUOT Pa3B0Oj MHOBAaTUBHUOT MEHAIMEHT
Y WMHOBAIIMHTE K€ Ce CO3/ajic KpUTHYHA Maca Ha
JIOMAIIIHA KOMITAHMHM KOM Ke OMJaT TeXHOJOUIKH
CHocoOHM 1a 00e30e1aT Npou3BOAU U YCIYTH CO
BHCOK KBAJIUTET KaKO 3a JIOMAIIIeH a3ap Taka U 3a
MeryHapOoeH. Camo Ha  OBOj HAYUH
MaKe/I0HCKHUTE MPETIpHjaTuja Ke ce HHTerpupaar
BO TJI00QJTHUTE TEKOBU KAaKO CEPUO3HHU MapTHEPH
Wi A00aByBaud Ha JPYTd CTPAHCKU KOMITaHUHU.
Co TOa ke ce mMpUBIEYAT W CTPAHCKU IUPEKTHH
WHBECTUTOPH, OCOOEHO BO 00JacTUTE BO KOU €
MOTPeOHO MOBHCOKO TEXHOJIOIIKO HUBO M BO KOH
MIPOU3BO/IUTE CE€ CO BHUCOKA JI0JIaIeHA BPEIHOCT.
Ha T0j HauuH ke ce 3roieMaT KOHKYpPEHTHOCTA Ha
MaKeJOHCKUTe  KOMIIAaHUM W  OpojoT  Ha
WHOBAIIMUTE, TIPEKy ajaTKUTe Ha COBPEMEH
KOHIIENIT HAa WHOBAaTMBEH MEHAIIMEHT, Ke ce
3ajakHe EKOHOMHjaTa W K€ Cc€ OTBOpaT HOBH
MOKHOCTH 3a BpalOOTyBame, a MAaKEIOHCKUTE
KOMITaHUU ke O1/1aT TOKOHKYPEHTHH BO IJI00aIHU
PaMKH MPBO 32 PETHOHOT a MOTOA Ha €BPOIICKO U
CBETCKO HHBO.



Kommnanujata BO ma3apHara €KOHOMHja
OIICTOjyBa CO TMPOM3BEAYBAkE HAa CTOKH IITO
TyreTo cakaaT M ce BO MOXHOCT Ja TH KyImarT.
CrokuTe ce co3qaBaar , TCHEpUpPaaT U MpoaaBaar
3a IUIacMaH Ha  JOMarmieH, TojajlcH H
WHTEPHALMOHAJICH I1a3ap TMPEKy HHOBALUCKH
MCHAIIMCHT.

Ciuka 1-4. TexkoT Ha HHOBALIUCKHOT
MEHalMeHT

MNHOBaLMUCKN MEeHaLMEeHT

= _
naHcupamwe

onpasayeame

Hoen Ha NpoeKToT

pa3Boj Hanpenok

e

pa3Boj Ha uagejarta

pPa3BoOj HAa MHOBALMCKUOT NpoLec, MMNIeMeHTauuja u npernen

npuupare naeu mn npernes

y4yere Ha NPpOoeKTeH MeHalUMeHT U MeHTopUupamwe

n3Gop Ha TUM U TUMCKa AMHaAMUKa

H3Bop: Keat P., ,,Managerial Economics — EConomic
Tools for Today*s Decision Makers, Prentice Hall,
USA, 2014

Criopesr Toa BUTATHO € YTBPIYBamETO Ha
nazapHaTa MOTPOIIlyBadka 3a Ja ce 1o0ue clvka
3a MOHATaMOIITHOTO €T3UCTHPAEe U OTIIOPHOCT Ha
KOMIIaHWjaTa BO CIy4aj Kora HE TIOCTOH
MOTEHIMjalTHa 3aKaHa 3a JMKBUAWpame . MHOTY
KOMIIAaHUU JIeHEeC T0 HacouyBaaT (OKYCOT KOH
norpomyBaunte ( WiIM KoH masapor). Osa
UMIUIMIMpA JIeKa KOMOaHWHTEe TH (OKycupaar
CBOWTE aKTUBHOCTH W IMPOU3BOAM Ha Oapamara Ha
KynyBauuTe. BornaBHo, umMa TpW HA4YMHU J1a Ce
HarpaBu OBa: IMpPUCTAIl KOH HOTPOLIYBAYMUTE,
MpHUCTall Ha TMPENOo3HaBalke Ha Ma3apHUTE
MPOMEHH W TIPUCTAINl Ha MPOW3BOJHA WHOBAIIHW]ja.
(Zhou Z. K. et al. “The Efects of Strategic
Orientations on Technologyand Market Based
Breakthrough Innovations™ , Journal of marketing,
april, 2012, p. 125)

HoBata ManaBepcka W MapKeTHHIIIKA 00JIacT
Ha WCTpaXyBambe W TpPAaKTHKa Ce OCBpPHYBa Ha
BHATPEIIHUOT  MApKETUHT,  OJHOCHO  Kako
BpabOTEHHUTE c€ OO0yYeHW W MEHAlIMpaHu Ja TO
ucropavyaar OpeHIOT Ha HA4YMH KOj MO3UTHUBHO
BIMjae Ha CTeKHYBamke U 33Jp)KyBame Ha
KJIMEHTUTE, 3a OCTaHAaTH 3Hayekha Ha MOUMOT
BHIU OpeHIupame Ha  BpabOTCHM. -

3arBopame
“ usBewTaj
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HcTtpaxyBamero 3a  pacmpocTpaHyBame Ha
WHOBAIlMM OTKPHMBAa KAakO M 30IITO JIyI'eTO
npudakaat HOBU IPOU3BOIH, YCIyrd U uien. - Co
HaMalyBamkbe Ha BHUMAHUETO, OIICETOT U Kendarta
Ha MOTPOULIYBAYMTE Ja OJBOjaT BpeMe 3a Ja TH
ToTJIeIHAT peKIIaMHUTE HIOpaKH,
MPOU3BEIYBAUUTE TM MEHYBaaT pPEKJIAMHTE BO
(dbopMu Ha 103BOJIEH MApKETHUHT KaKo OpeHIupaHa
COApPXHMHA, MEAMYMCKO TPHIArOAyBame H
mapketunr peannoct. (Market Driving Versus
Market Driven: Divergent Roles of Market
Orientation in Business Re laationship”
Industrial Marketing Management, 2004, p. 214)

Cauka 1-5 U3060pu Ha HHOBALIMH

NOXeJTHU
O KopucHuuuTe

WHOBALIUUN
ocTBapnuBeu unisoanuea
Ha nasapot TEXHOJTOLLKN

H3Bop: Market Driving Versus Market Driven:
Divergent Roles of Market Orientation in Business Re
laationship” , Industrial Marketing Management, 2009,
p. 196

Jla ce moTpyaume HU3 MEHAUUPameTo U
ebekeTUBHOTO  paboTeme  Ja  CO3JaJeMH
WHOBALlMU U Ja KOPHUCTUME WHOBAaTHBHO
MEHAupambe €O 4YOBEUKUTE PECUPCH  BO
MpeTnpujaTHjaTa U KOIMaHUMUTE BO HallaTa 3emja.
Mojara mpemnopaka e cienHa: "Co W mpeky
MpUMEHa W KOpUCHA ynoTpeba Ha MAapKETUHT
WHCTPYMEHTApUYMOT  WHOBALMUTE Ja CTaHat
MOXKEJTHU ¥ KOPUCHU 3a TOTPOLIYBAYUTE , /1a C€
W3BOJJIUBU BO TEXHOJIOYKA CMHCIA, KOHKYPEHTHO
MEpJIMBY U OCTBApJIMBU Ha Ma3apor .

3AKJIYHOK

Bo CYIITHHA, MPETIPUEMAUYKUTE
WHOBATUBHU MEHAIEPHU KUBOTOT IO 3aCHOBYBAaaT
Ha WHOBATHMBHOCTA, KOja MOXE Ja TIPETCTaByBa
HOB TPOU3BOJI WUJU YCIyra Kako BO CEMEJHUTE
OM3HHCH ¥ BOOIIITO BO WHOBATHBEH OW3HUC
rporiec. YCHENIHUOT NpeTnpueMayd € MOATOTBEH
Ja Tpe3eMa  PU3WIM, MOTHBUpPaH € 3a



NIOCTUTHYBalkE YCIeX, He € obecxpabpeH o
HEYCIIEXOT, U € I[BPCTO OIpe/eNieH fa Ouie 4eKop
MOHAMpe] OJf KOHKypeHIHjara. MOTOpPOT Ha
eKOHOMCKHOT PacT € MPUBATHHOT CEKTOP, JOJCKa
CTOJI0 W JBUTATe] HA TMPHUBATHUOT CEKTOpP ce
OpeTnprueMadyuTe Cco  NPETHPUEMadyKuTe |
MeHajiepckute kommereHimud. Ho, 3a 1a mmame
OJPKJIMB €KOHOMCKHM DPAacT Ha MHUKPO M MakKpo
HUBO TIOTPEOHO € Ja co3aageMe MNoao0po
MOKOHKYPEHTHO MAaKEJIOHCKO  HMHOBATUBHO W
IPETIpPUEMadKO OIIIITECTBO. Hamrero
HPETIPHEMayKOTO OIIITECTBO J]a CE 3aCHOBA Ha
KpPEaTHBHOCT, MHOBATUBHOCT U MPE3EMAbE PU3HK,
KOj BOJM KOH MMIUICMEHTAIIM]ja Ha HOBH U XpaOpu
uaed. MmmiiemMeHTanyjata Ha OBHE HICH Ke
OTBOpPHM TMATHIITA 32 HOBU MHAYCTPHHU, Ke ja
3rOJIEMH TE€XHOJIOIIKATA MPOyKTUBHOCT, U CO TOA
Ke TeHepupa OAPXKIMB U JO0JITOPOYEH €KOHOMCKH
pacr.

3a PenyOiuka MakenoHuja € 0coOeHO
BOXHO Ja ce BJIOKYBa BO pa3BOjOT Ha
NPETIPUEMHHUINTBOTO M KBAIUTCHO MEHAlIUPAEe
Ha WHCTUTYLIMOHAJIHO HUBO KaKO M BO Pa3BOjOT
Ha MpeTHpueMadka KyIaTypa Kaj MIIajuTe, CO
orsie;. Ha (AKTOT IITO MAJIUTE H CPETHH
MpeTnpujaTHja MaaT 3Ha4yajHO y4eCTBO BO OpyTO
nomamHnot npousBoxa (BJIl) u HanBopemHaTta
TProBuja, M BpabOTyBaaT TOJIEM IPOLEHT Of
paboTHAaTa cuJia BO HallaTta JApiKaBara. | OBOpame
Ha JIOMALIHUOT Ta3ap 3a CTPAHCKUTE MPOU3BOJIU U
yCIyTH, 3a  MAaKeJOHCKUTE  IpeTnpujaTHja
IPETCTaByBa IOrojieMa aHTAXUPAHOCT IMpPH IITO
MOJITOTBEHH Tpeba Ja ja mpedyeKkaar CTpaHcKara
koHKypeHuuja. Co IpeKy MpuMeHaTa Ha
NPUHIUIATE, METOAWTE W WHCTPYMEHTHTE Ha
MEHAIMEHTOT M MapKeTUHIOT Ja ce 06e30eau
OpyXje Koe Ke HM OBO3MOXH Ha HaIIUTe
npeTnpujaTija  paMHOIpPAaBHO Ja ce OopaT co
CTpaHCKaTa  KOHKYpEHIIHja MoxHocTa
MEHAIEPCKHOT KaJap Ja Ce YCOBpIIM (TIpeKy
CTHIIEHAWW W  TPAaHTOBH) Ha  CTPAHCKHUTE
(bakynTeTH ¥ KOMIAHWHU, IPETCTaByBa yIITE €IHA
MOXHOCT KOH Je(UHUTHBHOTO mpudakame Ha
MapKETUHTOT Kako JIeJIOBHA aKTUBHOCT 0e3 Koja
He ce Moke. 3a »kai, mpakThkaTa Bo PemyOnnka
Makenonuja 0 JA€HeC — MOKaxa  JeKa
TOpPEHaBEICHNUTE MTOBOJHOCTH HE CaMmo IITO HE Ce
UCKOPUCTEHHU, TYKy C€ OTBOpaaT IpOLECH Ha
3a0CTaHyBalke¢ BO TPUMEHAaTa Ha OBaa Hay4Ha
JTMCLUIUINHA.

96

MapKeTUHTOT Kako HaydHa AMCLHUIUIMHA
penaTuBHO c1ab0 € BOBEIEH BO PabOTEHETO Ha
MaKeJOHCKUTEe  OM3HHUCUU npeTnpujaThja,
OuIejku ce ymTe HeMaaT pa3BUCHO COBPEMEHO
MEHAIePCKO Ia3apHO CTOMAHCTBO, & U HUBOTO Ha
CTONaHCKaTa Pa3BUCHOCT HE € TAaKBO 3a Jia ce
MOCTAaBM  MpallalkbeTo 3a  peanu3andja Ha
JIOMAIITHOTO TPOU3BOICTBO.
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EMOTIONAL BRANDING

ABSTRACT

The aim of emotional branding is to create a bond
between the consumer and the product by
provoking the consumer's emotion. During the
buying, the consumer generally acts emotionally
and compulsively, subconsciously reacting to the
images and designs that are associated with the
product.ldea is that emotion is not only associated
with compulsiveness and irrationality, but it is a
subconscious reaction, as the framework that
manage emotional branding theory.

Keywords:brand, = emotions,  share, love,
requirements, bonding, consumer.

ITom.acc. M-p Bepnua HEJEJIKOBCKA
@akynTeT 3a EKOHOMCKH HAayKH,

EBporncku YHuBep3uTET - Peny6iuka
Makenonuja

EMOILMNOHAJIHO BPEH/IUPAIBE

AIICTPAKT

Ilenta Ha €MOLMOHATHOTO OpEHAMpAE €
Ia  cosaane BpCKa TMOMery MOTPOIIYBAa4OT
UIIPOU3BOJOT MPEKY MOTTUKHYBAkHE €MOollrja Kaj
MoTpoIIyBaduoT. Bo cuTyanuja Ha KynyBambe,
MOTPOIYBAYOT OOWYHO JIeTyBa EMOTHBHO W
KOMITYJICHBHO, TIOTCBECHO PEearupajku Ha CIUKU U
IM3ajHA, KOM C€ MOBP3aHU CO MPOHM3BOJOT KOj TO
KynyBa. Mejara gexa eMOMUTE HE caMo IITO Ce
MOBp3aHU co KOMITYJICHBHOCTA "
MPAIMOHAIHOCTA, TYKYy C€ TOTCBECHa peaKIlyja,
MpeTCTaByBa paMKa KOja ja pakOBOJM TeOpHjaTa
3a eMOIIMOHATHO OpeHINpae.

Knyunu  360poeu.. OpeHpa, emoluw,
crojieNlyBame, JbyOOB, Oapama, IOBP3YyBambe,
IIOTPOIIIYBaY.
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BOBE]]

Bo cBeroT 0e3 rpaHunm, Kajae JIyrero ce
NIOBEKEe HMCTpakKyBaaT W KyIlyBaaT Ha WMHTEPHET,
KOMIIaHMUTE KOM HE ja cdakaar BakHOCTAa Ha
OpEHINPAKETO CEPUO3HO CE COOYYBaaT CO HHBHA
nponact.BHecyBameTO €MOIIOHAITHO
OpeHIUpame € BUCOKO €(EeKTHBEH HAaYyMH 32
INOTTUKHYBAKLEC PCAKIUMK, YYBCTBA U NO3WUTHBHU
pacrioyioKeHnja Kaj KylmyBauuTe, Kako H
NIOBP3yBamke | JIOjATHOCT CO KOMITAHHjaTa WIIH
IPOM3BOJIOT HA HEPalMOHATHO HHUBO. Hajrojema
UpOHHWja € IITO IMOBEKEeTO Jyfe HE BEpyBaaT BO
€MOTHBHOTO BiiMjaHHe Ha OpeHaoT.Ce mocraByBa
npamameTo 30mTo? 3aroa IITO pa3MUCITyBaaT
panuonanHo. Jlyfeto ojurydyBaar Bp3 OCHOBa Ha
CBOUTE  €MoluM, a Jypu  1[oToa I
palMoOHAIM3UpaaT JIOTWYKU. Toa mpousnerysa
OTTaMy IIITO €MOIIMOHATHOTO OpEeHIUpamke BIIMjae
Bp3 JyI'€TO Ha CKPHEHO, IOTCBECHO HUBO, U TOA €

OHa LITO ro IpaBu HEBEPOjaTHO
MokHO.HeBpoHayyHHIIUTE HEOJaMHa HallpaBHja
rojeM 4eKop BO pa3bupameTo Ha

(YHKIIMOHHPAKHETO Ha YOBEKOBHOT MO30K. Bo
MpaBell Ha TOa TOBOPU M KOTHUTHBHUOT HAYYHHUK
Honang Hopman (Donald Norman), koj Bo
kuurata Emotional Design: Why We Love (or
Hate) Everyday Things, o6jacHyBa Kako
€MOLIMUTE YIIpaByBaaT co Hac: “Emoyuume ce
Hepazoenen U HeonxooeH 0el 00 CO3HABAFEMO.
Cé wmo npasume u Muciume e 000eHoO co emMoyuu
KOU NOmMeKHysaam 00 HaAwama nomceecm.
Hcemume 20  menysaam — HauuHom Ha  KOj
pasmuciyeame, U Hu CIyiHCcam Kako NOCMOjaH
800Uy Ha CONCMBEHOmo 00Hecysarve,
ooaneyygajku He 00 TOUWOMO U NPUOIUICYBAJKU He
KOH 00obpomo.”


https://en.wikipedia.org/wiki/Irrationality

1. EMouuoHaHO OpeHIUpame

“When dealing with people, let us
remember we are not dealing with creatures of
logic. We are dealing with creatures of
emotion.”®

Dale Carnegie

EmMoTHMBHATa  BpCKa  cO
C03J1aBa JIOjaJIeH KynyBay

IIPONU3BOJOT

Moxe Ja ce Kaxe JaeKa OpeHI0T MOYHYBa
TaMy KaJe IITO 3aBpIllyBa PalMOHAIHOTO.
HeroBara CpKX € BO HAIIUTC YYBCTBA, U BCYIIHOCT
OpeHIIoT caMo Tamy U 1moctou. Mako, HajexHO ce
cMerame cebecd 3a pPalMOHAJIHM CYIITECTBA,
Cellak  EMOLIMUTE  yIpaByBaaT CO  HAIIUTE
MOCTAIKH. 3aT0a, EMOTHBHATA BPCKa CO OPEHIOT €

KIlyyHa 3a Heromara ycnemHocT.ExeH of
HAjUHTEPECHUTE pUMeEpH 3a YCIIEILIHO
€MOLIMOHAIHO  OpeHIupame €  pekjIamMHaTa

KamMmama 3a KO3METHYKH Tmpou3Bogu “‘Dove”.
Menaepure  oanyddja  BO  MPOMOTHBHATa
MapKEeTHHI KaMmIlama Jla aHTraxupaar “oOuyHu”
JKeHM, MPUTOA, IO co3aangoa cioraHot “Dove —
KaMIlalka 3a BUCTHMHCKA yOaBHHA — Ha KOj HAYUH
ce TMOTpyAHWja Ja ja ocBojaT myOIHMKaTa.
Peknamata ce mokaka Kako TMOJH TOrOJOK, a
KEHHUTE TOYYBCTBYBaa CHMIIaTHja U TIOBP3aHOCT
CO OCTaHaTUTE “OOMYHU’ KEHU U CE€ OJTyuHja Ja
ro kynat Tokmy “Dove”. OBoj mat Toa He Oere
3apaju cocrojkata Q10, Tyky mopaau 4yBCTBOTO
Ha OJUCKOCT.

HOWIDOWVGGQOWZ Kynyea co dysecmeamd.

Bo cpuero Ha MomepHOTO OpeHAMpame €
MOTPOIYBAa4OT, HAa KOTO  C€ MPHJIAroyBaaT
MapkuTe (OpeHIOBHUTE) HAa TIO3HATH MPOU3BOIH 32
pa3auka OJ] KIACHYHHOT TMPHUCTANl, BO KOj
KaMIIalkbUTe C€ YyCKJIaayBaaT CcO THUIOT Ha
MPOU3BOJOT. EMOIMOHAIHHOT MapKeTHHT €
HACOUeH KOH IKelIOuTe U 4YyBCTBaTa Ha
notpomryBaunte. Jlyfero  co  KymyBameTo
HAOJIPE/ICHU MPOU3BOJU TO TPAAAT CBOJOT CTUI H

8Kora paGoTiMe co nyfe, Tpeba 1a 3amaMeTHTe 1eKa He paGoTHMe
co OuTuja BOJIEHH O] JIOTHKATa, TYKy CO YyBCTBEeHH Outnja.”, lejn
Kapuepu™
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ja pmomonHyBaar imuHOCTa.®Ox Taa mnpHunHA
MMPOM3BOJIOT TIOBEKETO Ke TO M30epar Bp3 OCHOBA
Ha uyBcTBara. Koj Om kymun poseBa moimca 3a
ocurypyBame?bojata Ha MPOU3BOJIOT HCTO TaKa
EMOLIMOHATHO KOMYHHIpa co KymyBador.®® Ejma
O]l HAjBAXHUTE MApPKETUHIIKU OOM € ILpBeHaTa.
Taa  w3pasyBa  JWHaMuKa, CWiIa,  Cpeka,
npuBiiedyHOCT. MeryToa, 1pBeHaTa 060ja Hema Ja
ce onbepe npu PEKIIAMUPABETO Ha
OCUTYpUTEIIHUTE JpPYIITBA, TaMy CeHaKk Ke
MpeoBNaayBa cuHata 0o0ja, Koja CUMOOIH3Upa
jgojamHOCT W BUCTMHAa. (OCBEH BHU3YEIHUTE
CTHMYJIAIIMH KO BJIMjAaT Ja IOCaKyBaMe OApe/ICH
OpeHj, My3HKaTa UCTO TakKa MpeTCTaByBa OUTEH
€JIEMEHT KO] BJMjae Ha CO3/aBambETO IpHjaTHA
atMocepa BO MPOAAKHUTE O0JEKTH U JAUPEKTHO
BIMja¢ HA eMOIMHKTE Ha moTpomysadnte.” EjeH
Ol TaKBUTE TpPUMEpPH € “‘HamaJoT Ha CHUTe
ceTuna”.3a  HOBOTOJMIIHATA  IOTPOIIyBayKa
Tpecka HHU3 I[IOBEKEeTO YJIMIM BjaJee TakBa
HOBOTO/IMIIHA aTMoc(depa HCIONHETa CO THUBKH
00XUKHU MECHU KOW BE OIYINTaaT A0 Taa MepKa
IITO K€ BE HATEpa Jia IMOMUCIHUTE JIeKa BH Tpebda
HOBA HOBOTOJIMIIIHA €JIKa, YIITe HEKOJKY HOBH
JaMITMOHM W HOB Tpa3HuueH dapmas. [locie Toa
ke ce Hajaere ceOecu Kako U3JIEryBaTe Oj
NPOJaBHUIIA CO LEJN KyN KecH, 33 KO HE CTe
CBECHHU Kako cTe T'u Kynuie. He Bu TpeOaiie HOB
YapIias, HO caMaTa HOBOTOJHIIHATAa aTMocdepa,
Npa3sHUYHUTE CBETWIKH, OO0XHMKHATa MY3HKa,
YKUBOIIMUCHUTE OOM M CIIOMEHH TpoOyjauja BO Bac
“He00jacHUBU CTUMYJIM KOHM Be€ TMpHUHYAHja Ha
TaKOB 4YeKOop. bpeHnoBHTEe MM Tpumaraar Ha
moTpouryBaunte, a He Ha KoMmaHuute.’
AKTyeJieH puMep 3a Toa, € JIyKCy3HaTa ImapHucKa
CTOKOBHA Kyka “Printemps”, kojamery mpBuTe BO
jaBHOcTa oBaa ce3oHa, HoemBpu 2015, ru
NPETCTaBU CBOUTE NMPEKPACHU OO0NKHMKHHM H3JI03H.
OrpoMHHu 10OpU CaMOBWJIM, CBETIOCHU €(EKTH U
yIITe MHOTY JPYI'H CHUTHH JeTald KOH TO
MPHUKaKyBaaT MPa3HUIHUOT JIyX, CE CaMoO JIEN O]
HeIITaTa KOU T KpacaT U3JI03UTE Ha OBaa Kyka BO
[Tapu3. Muaky, npen 150 rogunm 3a mpB mar
00KMKHUTE CAaMOBWJIM C€ I0jaBHJIE BO M3JIO3UTE
Ha CTOKOBHUTE KyKu Ha OyneBapor “Xaycman’.

8 Gobe, M., “Emotional Branding; the new paradigm for
connecting brands to people”, Allwort Press, 2001, p.71

®Max, Ulrike.: Emotional Branding: Playing With the Senses — A
Conceptual Approach, Diplomarbeit an der Fachhochschule
Stralsund Fachbereich Betriebswirtschaftslehre, Februar 2002,
Abgabe

% Sloboda, R.: Why You Should Get Excited About Emotional
Branding, Smashing Magazine, April 11, 2014.

*% http://vww. momentology.com/6097-future-of-branding-
emotional-storytelling/



Ha npercraByBameTO Ha OOKHKHUTE H3JI03H KOH
C€ IIOCBETECHU HaA IICTTC ITO3HATHU 6peHI[0BI/I OBaa
ceszona:Burberry, Christian Louboutin, Sonia
Rykiel, Longines u Evian, ce wHajmoa wu
am0Oacajopkara Ha OpeHJOT - croH30p Lancome,
Kejr Buncner, xoja u ro oTBopH nacraor.”?
PackomauTe M yKpaceHn u3no3u qo00Hja U CBOja
MUHH KaMmIlakha BO OOJIMK Ha BHUICO,KOE€ MOKETEC
Jla IO IMOrJICAHECTE Ha CJICIHUOB JIMHK.
https://www.youtube.com/watch?v=EyY?2

7pulCwE

. PR
B IR RB T S At SRa
WzBop:https://www.google.com/search?g=vacanc

es+printemps+2015+paris&espv=2&hbiw=1366&bih=6
67&source=Inms&tbm=isch&sa=X&ved=0ahUKEwji
hvblOLLJAhXGhywKHcalBAEQ AUIBygC#tbm=isc
h&g=printemps+bonne+nouvelle+2015+paris&imgrc=
Kl1vnlgxrwSxdM%3A

Bo mnponomkenue, cieau pekiamara Ha
repManckuoT TproBcku janenn EDEKA, koj ja
o0jaBU efHa OJf MPBUTE U Hajy0aBU peKIaMu 3a
HoBara2016-ta,B0 KkOja TOBeKeMHHa Ke ce
nperno3Haar. [J1aBeH NPOTaroHUCT € oOcaMeH
cTaper] Koj oueKkyBa 3a OOKMKHHTE TPa3HHIIH J1a
ro roceraT HeroBute jJeuna u BHyuu. Ho, Tue
MpPEeTpyIaHu oJi OpOjHUTE OOBPCKHM My jaByBaaT
KaKo OBaa rojIMHa HeMa Jla MOKaT Jia To MoceTar,
U My BETyBaar JieKa CJIeHUOT boXXuK curypHo ke
nojaar. TaXHUOT €0 OCTaHyBa caM Ha macarta,
HO Ha0Op30 CMHUCITyBa HaYMH KaKO HEroBaTa Kyka
3a boxkuk ma 6une nonHa.

https://www.youtube.com/watch?v=V6-

OkYhgoRo

92 ttp://fashionel. mk/video/bozhikj-vo-pariz
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Wzsop:https://www.google.com/search?g=edeka+
christmas&espv=2&biw=1366&bih=667&source=Inm
s&tbm=isch&sa=X&ved=0ahUKEwiVIKOVs7jJAhX
ChiwKHRFWAAIQ_AUIBygC#imgrc=XtpFpZv1IAq
hgM%3A

Bp3 ocHoBa Ha oBue mpuMepH, 1oarame 10
CO3HaHHWE JIeKa €MOIIMOHATHOTO OpeHIupame He
caMO IITO € PEeBOJYLHUOHEPEH, TYKy Xpabap u
YCHEIIeH YeKOp.

Yenexom na 6penoom Johnnie Walker

WHTepecHUTE MPUKA3HU WM aHETJIOTH 32
€/lHa KOMIIaHWja WM MPOM3BOJ BO TrojemMa Mepa
BIIMjaaT Ha TMON0OpyBamke Ha HACHTUTETOT U
MO3UIMOHUpakeT0 Ha Opengor. JlecHo ce
MpeHeCcyBaaT Ha TMOTPOIIYBAYUTE U TOIIMPOKATA
JaBHOCT HE3aBUCHO OJ TOa Jajll CE€ BHCTUHCKH
unu He. BaxkHO € camo Ja ce HMHTEpEeCHU U
no3uTuBHU. EnHa o TakBUTEe € M aHerjorara
MOBp3aHa 3a IIKOTcKaTa komnanuja [lonn Boxkep
(Johnnie Walker).**T'openasenenara kommnanuja ja
ocHoBaJIO 15-rogumHoTo Momue [lon Bokep,
namuerntHata 1820 roguna. I[Ipumonecor Ha OBOj
YOBEK 3a Pa3BOjOT HA WHIYCTPHjaTa HA BHCKHU €
HEMEpJIUB, MPB MOYHAI Ja “OJieHayBa”, OAHOCHO
Jla MeIla Pa3jIuYHU COCTOJKUA CO el J0oOMBame
€IMHCTBEH BKYC W MHUPHC Ha TNHjAIOK, YHH
KOMIIOHEHTH C€ HEpa3JBOjHU. 3a pasiuka O
CBOWTE COHAPOIHHIIM, KOU BO TOA BpeMe IHEIe
QIKOXOJIHM TMHJAJIONM  CO TPEMHOTY jaK H
HEMpHjaTeH MHPUC, 30IITO TIOMHAKBH  HE
MOCTOEJIe, TOj yCTeal UCTUTE Ja TH MPETBOPH BO
HEMITO INTO HApeAHHWTE JIBa BEKa Ke CTaHe
HaJKOH3YMHUPAHUOT  QJIKOXOJEH TMHjaJIoK Ha
cBeToT. HajmosHatmor OpeHJ Ha KOMIIaHHUjaTa

Bnttp:/fwww.irfcg.me/me/2014-03-05-12-55-37/2014-03-05-12-
56-48/128-svijet-biznisa/278-uspjeh-brenda-johnnie-walker


https://www.youtube.com/watch?v=EyY27pulCwE
https://www.youtube.com/watch?v=EyY27pulCwE
https://www.youtube.com/watch?v=V6-0kYhqoRo
https://www.youtube.com/watch?v=V6-0kYhqoRo

Ilonu Bokep, (Johnnie Walker), Red Label, yme
30-Te rogHM HAa MHUHATHOT BEK MpepacHa BO IPB
rinobaneH OpeHn co mpoaaxkba Bo mpeky 120
np>kaBu Ha cBeToT. Kommanujata, ox 1933 roguna
moceyBa CIEIUjalHa JI03BOJa 332 EKCKIy3UBHO
CHaOayBame HAa OPUTAHCKOTO KPAJICKO CEMEjCTBO
co ankoxomHu nuwjanonu.  CymepuopHUOT
KBQJIUTET KOj IO MMajo OBa BUCKM BO OJHOC Ha
KOHKYPEHTUTE HE € CIUHCTBEHATa NpHYMHA 34
HEroBUOT riio0ajeH ycnex. BHyKOT Ha 0CHOBauoT
Ha koMIitanujaTa, [lopu Ilarepcon Bokep (George
Paterson Walker)uanopenno co paborara Ha
VHaNpeayBambeTo Ha KBAIUTETOT HAa MPOU3BOJIOT,
CTpaTerucku paboTel U Ha Kpeupamero Ha
HErOBHOT WJICHTUTET. TBOpell Ha JOroTo Ha
KOMITaHHWjaTa, JCHCIIHHOT II0O3HAT  ‘“‘mmeray’”’
(“Striding man”), OuJI O3HAT LIPTa4y HA CTPUIIOBU
oa Toa Bpeme. IIpBuoT “merad’” e co3maaeH Ha
3aJIHUOT JIeJl O]l MEHUTO BO €JCH JIOKaJeH
pectopan. Habp3o e co3maieH W pPEeKIaMHHUOT
cimoradn “Born in 1820 — still going strong”
(“OcuoBan  1820ta — wu céymre pabotu
YCIEIIHO’)CO KOj € MpHKaXkaHa uJcjaTa Ha
COIICTBEHUKOT Kako Iuiardopma 3a KOMyHUKaIIH]ja
Jla ja WCKOPHCTH TpaaulljaTa ¥ WHBCHTUBHHUOT
IyX Ha cBoeTo cemejcTBO. O Taa MpUYMHA MOXKE
Ja ce Hapede MPEJABECHUK HA OHA IITO PEYUCH
€/IeH BEeK IMOJOllHA, BO CTPyYHATa JUTEpaTypa ce
JIePUHUPATIO KAKO EMOIMOHAITHO OpeHINPAahE.

H&M u  IKEA -Tnobanen ouznuc
3aCHO6ANH HA emouuume Kon oopeoern openo

Ce paboTu 3a KOMIAHMU KOU Yyclieaie Ja
pazBujar rio0armeH OW3HHUC Ha OpEeHIOT KOj
CYIITUHCKM  HMako  MpeTcTaByBa  NOe(TUHU
MIPOM3BOIM, Oyl Kaj MOTPOIIYBAYUTE O3UTHUBHA
emoryja.llpuroa, curypHo cme cBpaTHie BO
H&M kako Ou cu 103BOIHIIE HCTOBPEMEHO 33 OKO
ynoOHa a 3a gebot npudariauba rapaepoda. dypu
W aKko TMOJIOIIHA BO >XMBOTOT HU C€ IOJ00pH
¢uHaHCHCKaTa cocTOj0a U IIeHaTa He € MPeCyAeH
bakTop, eMOIMHTEe W CEHTHMEHTAIHOCTA Ja Ce
HaBpaTUMe TaMy KaJie IITO CMe KyIyBaJsle IIOpaHO
OCTaHaJle JOBOJIHO CWIHW. Taka, Ha mpuMep,
MaKO HAIIUTe JIOMOBH C€ OINPEMEHHM CO CKall
MeOern, He OM HU Mpedelio TOKpaj Hero Jia ce Hajae
u oapeneHo mapue meben kymeHo Bo IKEA, a
nmomery napyvmaTta OpeHaupaHna obJjieka ce Hajae
u Hekoe “kprue” og H&M, xoe ke ro obGieueme
CO TIOJIETHAKBO T'OJIEMO 33J0BOJICTBO.
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Koea xynysame co cpuemo — emoyuu u

bpeno

YecTonaTH, MpH KYIIYBAaKETO aBTOMOOMII
Ce BOJAMME OJf KpPUTEPUYMH 3a H300p KOU HH
caMHTe He 3HaeMe Jia cu ru objacHume.Toa Moxke
na Oujge 1eHara, Koja IPETCTaByBa HajuyecT
OTpaHWUYyBauKH WJIH OJuIydeH (aktop mpu
KynyBameTo. MeryToa, He CeKorall CTanyBa 300p
3a TaKOB palMOHAJICH KpUTepuyM. EmHOCTaBHO,
BepOara BO HEKOj OpeHa MOKe Ja Ouje TJIaBHUOT
(dakTop K0j K& He HaTepa Jia TUIATHME U TIOBEKE OJ1
KBJIUTETOT MTO ro nobuBame 3a Taa neHa.Taa
€MOIMja KCTO TaKa IMPETCTaByBa BPEIHOCT, KOja
MOXKeMe na ja aeduHupaMe Kako BPETHOCT Ha
opennot.Jla mpobame na ru NMpUONMKUME JBaTa
acrmiekTa Ha OpeHJIOT, OpeHJO0T Kako eMoIfja |
OpEHIIOT KaKO UMOT.

Konky epedu opendom?

Bpesn = emomum = HMOTOT Ha
KOMIIAHHUjaTa
I'padguxon 1: Banjanue HA

3a10BOJICTBOTO HA KYITYBAYUTE BP3 MPUXOAUTE

i

o= o

3

& EMOTION

Y- AR e
= o =

H3Bop:https://www.google.com/search?q=emotion+vs
+profit&espv=2&hbiw=1366&bih=667&source=Inms&
tbm=isch&sa=X&ved=0ahUKEwjm70LA8LPJAhXF
2ywKHV0kDe8Q_ AUIBigB

Peanmnata wmarepujasHaTa BPETHOCT Ha
eleH OpeHJ TeUIKO MOXe Ja ce MPOLEHH, Kako
IITO € BCYNIHOCT M peajHaTa IMpolieHa Ha OMIIo
ko] uMoT. Ho, BpeHOCTa HA MMOTOT Kako M Ha
OpeHIO0T 3aBuUCH 0j TroseM Opoj dakropu, a
HajMHOTY OJ 3aKOHOT Ha T[IOHyJaTa H
noGapysaukara.” Mefyroa, emHO € CHIypHO,
OpeHJ0T MMa CBOja €MOTHBHAa M MaTepujaiHa
BpeIHOCT.AKO cyOmuMupaMme c€ J0ocera KakaHo
MOXXKEMe Ja JojaeMe 10 3aKIy4OKOT JIeKa:

% http://profitiraj.hr/brend-emocija-potrosaca-ili-imovina-
kompanije/



BPEHIOT = EMOLMJA = HUMOTOT HA
KOMITIAHMJATA.  CymTuHCKH, OBa  HE
MPETCTaByBa rojemMa MyIpPOCT, MEI'yToa JOKOJIKY
cakaMe Jla To M3MepHMe MM KBaHTH(HUIUpame
UCTOTO Joarame 10 mpobiem. He mocrou Takos
aNropuTaM KOj OM MOJKEJI CUTE OBHE BapHjaldiIu 1a
T TTOBP3€ BO JIOTUYHA LEJIMHA M CEKOTall 110 UCTa
MaTpuIa Ja jaaae mnpenuseH pesynrar.Kako m Bo
PEaTHHOT >KUBOT, MTA3apPHUTE YCIIOBH M COCTOjOaTa
Ha IPOJIaBavoT M KYIyBadyoT BO KpajHa JIMHH]A ja
¢dopmupaar BpeaHocta Ha HabaBkaTa.bpeHnoT BoO
MHOTY HWHIYCTPUCKH TpaHKH uMa moceOHa
BPEIHOCT, Kako 3a BpabOTeHHMTE, Taka H 3a
norpouryBaunte.MHOry =~ 49ecro, BO  HEKOH
WHAYCTPUCKH TpaHKH, OpEeHJOT MpeTcTaByBa
HajBpeleH /el OJ HEeMaTepHjalHUOT HMOT Ha
enHa kommanwja. Kako Toa ce manudecrupa?
[IpBeHCTBEHO BO MOCBETEHOCTA W JIOjAJIHOCTA Ha
BpabOTEeHUTE cripemMa OPeHI0T Ha KOMITaHHjaTa 3a
Koja pabortaT.HeBo3MOXkHO € 1a BUIuTe BpaboTeH
Bo Coca Cola pa mwme Pepsi. Ilonatamy, Ha
notpouryBador, koj co roauuu nue Coca Cola
HEeMa Jla My IpeTCTaByBa Mpo0IeM Ja ro MpOMEHH
Kadyrero 3a fa ro 10061Me CBOjOT OMUJICH MHjaJIOK.
Ha kpajor, ce mocraByBa mpamiameTo Kako TOA
MOXE Jla C€ BaJOpuU3Mpa BO BpEIHOCTA Ha
KOHKpeTHaTa Kommanuja?HaunHOT Ha KOj € Toa
MOJKHO € CIIEIHHOT. CeKOja KOMIIaHHWja UMa CBOja
OuylaHCHa - KHUTOBOJACTBEHa BpenHocT. Mcto
Taka, ako KOMIIaHHjaTa € aKIMOHEPCKO JIPYIITBO
U yuecTByBa Ha Oep3ara KMMa CBOja BPEIHOCT
u3pa3eHa IMpeKy I[a3apHaTa KamuTajau3aluja
(BKymHHOT Opoj Ha akuMU X OpOjOT HA aKIMHU Ha
Oep3ata).MHOry 4ecTo BpeJHOCTa Ha Ma3apHaTa
KamuTaiu3aiuja e rorojema o1
KHHUTOBOJICTBEHATa BPEJHOCT HAa KOMIIaHHUjaTa, ma
ce MOCTaByBa MPaIambeTo: Kane e
pasnukara? TokMy TOj Jien Ha HeMaTepHjaJTHHOT
MMOT ja MPETCTaByBa BPEIHOCTA KOja MOXEME Ja
ja MaTepujaJiuzupaMe M TPEeTCTaBUME Kako
BpenHOoCcT Ha OpeHmor. Ha mpumep, masapHara
BpenHoct Ha Coca Colae 4-5 matu morosiema o
Hej3MHaTa KHUTOBOJICTBEHA BpeIHOCT. Toa e camo
HAauYMH Ha KO] MOXXKeMe Ja ja KBaHTU(HUIMpame
BpEJHOCTAa Ha HEKoj OpeHa, HO CcTBapHaTa
BpPEHOCT € MHOry mnocijoxeHa. Co Hej3MHOTO
HaBJleTyBalbe BO  cdepara Ha  eMOIHH
paMHOTeXaTa mpecTaHyBa J1a Oujie BUUINBA.
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3AKJIYHOK

Ha kpajoT o oBa HCTpaxyBame,MOXKEME
Ja 3aKIyddMe JieKa JICHCUIHHTE BPEIHOCTH
OUUTIICIHO CE€ pa3lIMKyBaaT OJ] MmopaHemHuTe. Bo
COBPEMEHOTO OKPYKYBame CE MOBEKE C€ TOBOPH
3a EMOIIMOHATHOTO WM IOYYBCTBYBAHOTO W
KYJITYPOJIOIIKO OpeHIUpame, a CeTO Toa IMOYHBa
Bp3 MICUXOJIOITKUTE u COLIMOJIOIKUTE
3acuiryBavd. EMOIIMOHAIHOTO OpeHIupame
J03BOJIyBa ymoTpeOa Ha BHU3YENICH, TaKTHIICH,
CEeH3MOMJIEH ¥ BepOaJleH pPEYHUK CO KOj ce
W3JIMTHYBA HAJl KOHKYPEHIIMjaTa ¥ KyIIyBauyUTe TH
npetBopa Bo oOokaBarenu. I[IpowsBomute ce
HampaBeHH BO (abpukute — OpPEHIOBUTE Ce
co3/1aBaar BO rinapute.CylTuHaTa Ha
E€MOIIMOHATHUOT MAapKETUHT YKa)KyBa Ha (aKTOT
JIeKa KyIyBayWTe T'Y IPHBIEKYBAaT MPOU3BOIH
KOM UM TPEIu3BUKYBaaT 3a10BOJICTBO. Cropen
TOAQ, HaKo, KBQJINTETOT e HajOuTEH,
E€MOIIMOHAIHOTO OpeHaupame TO HaIMUHYBa
paIMOHAIIHOTO, OMACjKH (HOKYCOT O/ KBAITHTETOT
Cce TmpeHacoyyBa Ha IKEJIOUTE, IOTPEOUTE W
npedepeHIMUTE Ha KYITyBauuTe.

CONCLUSION

At the end of this study, we can conclude
that today’s values clearly differ from the former.
In the modern environment are increasingly
talking about emotional or feel and cultural
branding, and all of that are based on
psychological and sociological —amplifiers.
Emotional branding allows the use of visual,
tactile, sensitive and verbal vocabulary that rises
above of competition and customers turning them
into fans. The products are made in factories —
brands are created in the minds. The essence of
emotional marketing indicated that buyers are
attracted to products that cause pleasure.
Accordingly, although the quality is the most
important, emotional branding exceeds rational,
because the focus of the quality is redirect to the
wishes, needs and preferences of the customers.
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AUDIT OFMARKETINGACTIVITIES
TOWARDSACHIEVING THEBUSINESS
OBJECTIVESOF THE COMPANY

ABSTRACT

The purpose of this paper is to identify the
main  advantages and  disadvantages of
marketing audit. Marketing audit is a technique of
collecting data necessary for the revealing of the
marketing activities of a company. Marketing
audits often used periodically, as part of the
marketing plans, when required expansion of the
activity of the company, or expand the product
line, or general improvement of business
performance, but also in times of crisis when
things just do not go. The need for marketing
audit comes from the desire of top managers to
control within the organization.

Keywords: audit, marketingaudit
,marketingenvironment, marketing activities,audit
plan
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PEBU3UNJA HA MAPKETUHI'
AKTUBHOCTH BO HACOKA HA
OCTBAPYBAIBE HA IEJIOBHUTE HEJIN

HA NIPETHOPUJATUETO
AIICTPAKT
llenita ©Ha oOBOj Tpyn € Jda TH
UACHTH()HUKYBA  TJIaBHUTE  MPEIHOCTU u

HEJOCTaTOLM Ha MAPKETUHT PEBU3HUjaTa BO HACOKA
Ha OCTBapyBam€ Ha JICJIOBHUTE LEIH Ha
IPETIIPHjaTHETO. MapxkeTuHr peBu3ujaTa
NPETCTaByBa TEXHUKA HA COOMpAaEe Ha TOJATOIIH,
NOTPEOHM 3a OTKPHBAKETO HA  MAapKETHUHT
aKTUBHOCTHTE Ha emHonpernpujatue. Hajuecto
MapKeTUHI PEBH3MjaTa c€ KOPUCTH MEPUOJUYHO,
KaKoO JIeJI 0] MapKeTHHT TUIAHOBHTE, KOra ce Oapa
eKCIaH3Mja Ha JIeJHOCTa Ha NPEeTHpHUjaTHETO, WIN
MpOIIMPYBake HA MPOW3BOAHATA JIMHUjA, WIH
BOOMNINTO 32 TMO0A00OPYBAaKETO Ha JIEJIOBHUTE
nepdopMaHcH, HO, UCTO Taka, U BO BpeMe Ha
KpH3a Kora pabOTHTE €IHOCTaBHO He oJarT.
[loTpebara 3a MapkeTHHI peBHU3Mja jgoafa of
*KenbaTa Ha TON MEHAllepuTe Aa BpLIAT KOHTpoJa
BO PaMKUTE Ha OpraHu3aIlyjaTa.

Knyunu 360poeu:pesusuja, mapxemune
pesusuja, mapkemune ONKpyIcy8are, MapKemuHe
AKMUBHOCMU, PEeBU3OPCKU NILAH
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1. VYjora u 3Havyeme HA MAPKETHHT
peBu3HjaTa

MapkeTrHTpeBH3HjaTapeTCTaByBa
cHCTeMaTcka W TepUOoJMYHA KOHTpoOJIa Ha
OIIKPY)KYBAaETO Ha TPETHPUjaTHETO, HETOBUTE
IEJIM, CTPATErMH U aKTUBHOCTHU CO IEJI OTKPUBAHE
Ha 00JacTH KajJe MTO MMa MpoOJeMHu, HO U KaJe
MOXAT Ja ce 10jaBaT MOKHOCTH. PeBusujata Ha
MapKeTHHTOT C€ CIpOBEAyBa IO MPETXOIHO
MOJITOTBEH PEeBU30PCKHU IIaH. [IpBHOT rnaBeH e
O]l TUIAHOT TO ONHIIYBA IETHHOT I1a3ap Kako U
MECTOTO Ha TPEeTHpUjaTHETO Ha TOj TMasap.
[lmanor Ttpeba na 3amoO4YHE CO CTPATEIIKUTE
UMIEpaTHBH: BAKHUTE IeJIM, MOJUTUKH H
eNIEMEHTH Ha CTPAaTeTuUTEe, KO MPOU3IIETYBaaT O/l
MOIIMPOKUTE IUIaHOBU.BO genmor mocBeTreH Ha
TEeKOBHATa TNa3apHACUTyalldja IUIAHOT  JiaBa
uHbOpMaAIMKM 32  TMA3apHUOT  yclexX  Ha
MIPOU3BOJIUTE, KOHKYpEHIIMjaTa U AUCTPUOYyIHja.
OBoj nen BKIIy4yBa OIKC HA Ma3apoT,0HOCHO T'O
neduHMpa Ma3apoT, BKIYYyBajKH U T'M TOJIEMHUTE
MapKETUHTCEIrMEHTH. [Tnanotja MOKaXKyBa
roJieMHHaTa Ha [a3apoT, CEBKYHO U IO
CETMEHTH, 32 HEKOJIKYIPETXOJAHUTE TOAMHHU, KaKo
U JaBa Tperie] Ha MOTpeOMTe Ha KIHMEHTHTE,
3a€HO  CO  YHMHUTEIUTE  OJ  MapKETHHT
ONKPYXYBAaWkETO  KOM MOXKaT Ja BiIMjaaT Ha
HUBHOTO KymyBame. [lotoa ciemu mperienor Ha
IPOM3BOJIOT, KO] ja TMOKaxyBa mpojaaxoOara,
[EHUTE U OpYTO Map)kaTaHa TJIAaBHUTE IPOU3BOIH
BONPOM3BOJHATA JHMHMjAa. JlenoT mocBeTeH Ha
KOHKypEeHIIHjaTa TH TPUKAKyBa  TOJEMHUTE
KOHKYPEHTH W HHMBHUTECTPATErMM BO OJHOC Ha
KBaJIUTETOT Ha IPOM3BOJIOT, [IEHHTE,
auctpuOyinujata U mpomonujara. Mcro Taka ru

MPUKaKyBalla3apHUTe yaenu Ha
NPEeTHpUjaTHeTO,KaK0o M Ha  CHTEHETOBH
KOHKypeHTH. KoHeyHo, Ha Kpaj, BO IUIAHOT

MOCTOM U JIeN MOCBETEH Ha IUCTpUOyIMjaTa, Koj
TH ONHWIIYBAa HOBUTE TPEHIOBH BO MpOAaxda H
pa3Boj
KaKO ¥ MPAMapHHUTE TUCTPUOYTUBHU KaHAIIH.
Ilenta Ha MapKeTHHI peBHU3WjaTa € Ja
00e30enu yBU BO TEKOBHATA TMa3apHa CUTYyallHja,
MPUKaKYBajKH TUCOCTOJOMTE HAa KOMIIAHMHTE CO
HCTPaXyBambe Ha MHUKPO 171 MaKpo
OTIKPYXYBabETO, CO LIeJ coOMpame Ha MOJaTOIH
3a CBOUTE W KOHKYPEHTCKUTE MPOU3BO/IN, KaHAIH
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Ha JAUCTpUOYIMja,a3apoT U KOHKYPEHTCKUTE
MpeTnpujaTHja.

VYnpaByBambeTo CO MapKeTUHT (YyHKIIH]a,
ke Ouae MOBOJHO TEMIKO M KOTra MAapKeTHHT
eKClepToT Tpeba Ja CcecnpaBd  caMO €O
BapHjaldnuTe Ha MAPKETHHT MUKCOT KOMMOXKAT Aa
ce KoHTponupaar. Ho, Bo peaqHocTa Toa € MHOTY
noremko. [Ipernpujatnero ce Haora  BO
KOMIUIEKCHO MAapKETHHI ONKPY)XyBambe KOE ce
COCTOM O]l CHJIH KOM HE MOXKaT Ja ce
KOHTPOJIMPAAT, a NPETHPHjaTHETO MOpa Ja UM Ce
npuiaroau. ONKpYKyBameTo, HCTO Taka, HOCH H
3aKkaHM W MOXKHOCTU. IIpermpujatuero mopa
BHHMATEITHO na ro UCIIUTA
HErOBOTOONKPYKYBamE, Ja n30erue
3aKaHHUTE u na T UCKOPHCTH
MOXHOCTHTE.MapKEeTHHI ~ ONKPY)KYBambeTo Ha
NpPETIPUjaTHETO, BKIydyBa W CHIM KOH C€
Haoraar BO OJM3MHA HAa CaMOTO MpPETIpHjaTHE
VUKOW BIIMjaaT Bp3 HErorara CIIOCOOHOCT 3a
yCIyXKyBame Ha KIMEHTHUTE, a TOa C€ IPYruTe
oJJiend  Ha  TPETHPHUjaTUETO,WICHOBHM  Ha
KaHaJIMTE, 100aByBauNTe, KOHKYPEHTHTE U IPYTU
3auHTepecupaHy cTpaHu. ONKPYXKYBameTO TI'H
BKIIydyBa H JEMOTPa(CKUTE ¥ EKOHOMCKHUTE

3a '

CUJIM, TOJMTUYKMTE U  IpPaBHUTE  CUIIH,
TEXHOJOLWIKATE M  EKOJOUIKUTE CHJIU U
COLIMjaJIHUTE " KYJITypHHUTE CHJIN.

[IpernpujaTuero Mopa Ja T'M pasrieia CUTE OBHE
CHJIMKAaKo OM ja pasriejiaia cBojaTa IMOHYyAa Ha
HEeTHUOT Tasap. 3apajy IOJECHO HCTPaKyBambe
Ha MAapKeTHUHI ONKPY)KYBAambETO, TOAa € MOJEIIEHO
Ha BHATPEIIHO W HAJABOPENIHO. BHaTpemHoTo
MapKEeTUHT  OINKPYXYBalke€ C€ COCTOM O]
(MHAaHCUCKU U He-PUHAHCUCKH KapaKTEPUCTHUKU
KOM 3aeAHO 00e30emyBaar ceomndaTHa CIMKa Ha
MIPETIPUjaTHETO BO OJHOC Ha CBOUTE jaKu U cl1abu
CTpaHM, KaKO U MOXKHOCTUTE W 3aKaHUTE KOU TO
orncpy)KyBaaT.97 Kaxo nen Ha npernpujatuero Ha
MIPBO MECTO OOMYHO ce cTaBa MpopHUTAOMIHOCTA,
KOja BO paMKHUTE Ha MPETIPHjaTHETO Ce OIEHYBa
Mo MaT Ha aHauu3a  Ha HOpopHUTAOMIHOCTA.
[IpoduTabunHOCTa OBO3MOXKYBA pabOTEHE U PaCT
Ha MpeTHpUjaTHEeTo, Na TOopajud Toa MHOTY €
BXHO OBOj BHJ Ha aHalW3a Jla ja TMpaBH
KBaJIM(HUKYBAHO JIUIE CO IIeN Ja ce BUIAT CUTE
TOYHM W PEJICBAHTHU IIOJATONM TIOBP3aHH CO
npodUTOT U J1a ce 0030ean yBUA BO pabOTEHETO
3a mpernpujatuero. Jlpyra BakHa (uHaHCHCKA
KapakTepUCTHKa TpeTcTaByBa aHajgu3aTa Ha
npoaakbaTa co Koja MIEKyIrpa 3a JOjaTHOCT Ha

"Ucro, om. uur., ctp. 57



MOTPOIIYBAYUTE, OJHOCUTE CO KOHKYPEHTHUTCH
cTparerdjara  Ha  IPETIPHU]ATHETO. Kora
300pyBaMe 3a pacT WM MaJl Ha npojaxoara Tpeda
Ja ce 3eMaT BO MPEIBHJ KAaKO Ma3apHUTE, Taka W
MOJINTUYKH, CKOHOMCKHTE, COIHjaIHUTE U
TEXHOJIOIIKATEACTICKTH. [Topann BaXHHUTE
MaKpOCKOHOMCKH €JIEMEHTH KOou Tpeba na Oumar
3eMEHM BO  MPEABHINPU  aHaiM3ara  Ha
npoaaxoara, KOH BakBaTa aHaju3a € J0JaJeHa U
aHanM3aTa Ha Ma3apHUTE YACTH H MOPT(HOIUO
aHanM3aTa,co 1ea Ja ce J00ue YBUA BO
IEJIOKYITHATa CJIMKa Ha [a3apoT, OJHOCHO
KOJIKaByZIeJ Ha 1Ma3apoT omndakaJpymTBOTO U CO
KOW TIPOM3BOJM, IOTOYHO KOU MPOU3BOIU CE

HajepukacHn Ha mazapor. Co orienq Ha
KOMIUIGKCHOCTa Ha CTPATeIIKO IUIAaHHpame |
paboTemeTo Ha MPEeTNpHjaTHeTO, jacHO €

JieKaOpUeHTallMja Ha HCKIY4YUBO (DUHAHCUCKH
KapakTepUCTUKM HE € JOBOJHO, I1a 3aroa
notpeOHO € Ja ce 3eMaT BO TpeABHJ He-
(MHAHCHCKM KapaKTePUCTUKH KOHM BKIydyBaatr
LEeJM M CTpaTeruu, pacloiOKIMBH PECYpCH,
OpraHu3aIicka CTPYKTypa W KyATypa, pa3Boj Ha
HOBM TPOMU3BOJM MKBAIUTETHU IPOU3BOAU MU
yciyru. BaxkHo € 1a ce cnoMeHe U KBaJIUTETOT Ha
YOBEUKHOT MOTEHILIMjal KAKO CYIITHHCKAa OCHOBA
3a yCremHo paboTeme Ha IPETHPUjaTHETO.

MHUKpPOOTIKPYKYBaHETO e
OTNKPYKYBal€BO OKOJIMHATAa HamNpeTHpHjaTUETo,
Taka Jla aHaJu3aTaHa TOj JieJl Ha peBU3HjaTae OJ
roJIEMO3HAUCHE, ouejku TyKace
aHaJIM3UpPaaTI00aByBauu,KylyBaul, KOHKYPEHTH,
MOCPEIHULIN MJaBHOCTA, npen
KOUIMpETNpHjaTHeToce MpPeTcTaByBa .3apas3iinka
0JIMAaKpPOOIIKPYKYBAHETO BP3 KOENPETIPUJaTUETO
HEMOXe Ja J1€jCTBYBa,KajMUKPOONIKPYKYBAHETO
jacHOe BHUIUIMB OJHOCOT Ha KO] MPETIPHjaTHETO
MOJK€ J1a BJIMjae BO CEKOj Jedl.

2. OCHOBHM KApPAKTePHUCTHMKH HA MAPKETHHI
peBHu3njaTa

MapkeTuHr peBu3MjaTa € JeduHUpaHA
Kako comdarHo, CHUCTEMAaTCKO, HE3aBUCHO M
MIEPUOIMIHO UCTIHTYBAkE HA ONIKPYKYBAmHETO, HA
TNIaBHUTE 1M, Ha MApKETHHT CTPATETHUTE H
MapKeTHHT  aKTHBHOCTUTE WM  JICJIOBHUTE
€IMHHUIIH, KaKo ou ce yTBpAUIIE
npoOJeMaTHYHUTE TIo/Ipavja U O ce mpernopadann
IJIaH 3a akKldja co Iel MoJoO0pyBame Ha
MapKeTHHT ~ pe3y/ITaTHTe Ha MpeTpHjaTHeTo.”

%Kotler, P; Upravljanje marketingom:analiza, planiranje,
primjena i kontrola; MATE,zagreb 1997, ctp. 708
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IlenTa Ha MapKeTHMHr peBU3WjaTa € Ja TH
HUJeHTU(DHUKYBA MOKHOCTUTE W/WUJTU 3aKaHUTE U Ja
My TMOHYIW HAa TPETIPHUjaTHETO OCTBAPIIUB ILIAH
3a  aKmyja, 3a Jga TH 1mogo0pu  CBOUTE
neppopmancu. llenrta Ha MapkeTHHT peBH3HMjaTa
Ce COCTOM BO IIPOBEPKAa Ha HAYMHOT HA KOj
MapKETUHT KOHIIENTOT C€ MPUMEHYBa Of CTpaHa
Ha MPETHPHUjaTHETO, BO CO3/IaBAMETO BPEIHOCT 3a
KIIMEHTUTE, a CEeTO TOa CEKaKo 3a OJpelcH
npO(bI/IT.gg

OCHOBHHM KapaKTEpPHCTUKH Ha MapKETHHT
peBu3Mjara ce:

1.Ceongpammna

TepMUHOT MapKeTHHT peBHU3Hja Tpeda na
ounar pe3epBHpaH3a
ceondarHa(MWINXOPU30HTAIIHA)PEBU3Hja,  KOjaru
onaka cUTETrJaBHH MAPKETHHI AaKTUBHOCTH -Ha
ONKPY)KYBame,lIeJIM,  CTpaTeruu,0praHu3aliyjau
cucTeMMHa  mpernpujatueto.CripoTuBHO  Ha
Toa,(pyHKIIMOHATHA (mmm BEpPTUKAJIHA)
peBHU3MjaiMaMe KOTaMEHAIMEHTOT Ke C€ OJTy4H
JETalHO JIark  pasrjelaHeKOu O]l  KIYYHUTE
MapKeTUHTQYHKIIMH, KaKOIITO C€ YIpaByBame
COMPOJAXHUTE  omepauud, GopMupame Ha
CHUMITH HEKOHJIPYTH
MapKeTUHTakTUBHOCTU.DyHKIIMOHAIHA PEBU3H]A
ce HapekyBamopaau (yHKIMjaTa IITO  CE
peBHIMpA,KAaKO  peBU3Mja  Ha  IpOJakHa
olepaTuBa, peBU3Mja Ha TpOIaraH/a,peBr3nja Ha
neau.Mako (QyHKIIMOHAIHUTEPEBU3UMMOXKAT /2
OugaT KOpPHCHH, YECTO MOXE Ja To JOBeAatr
MEHAIIMEHTOT BO KOH(Y3MjaBO BpcKa CO
BUCTHHCKATa IPHYMHA 3armpoOiieMoT,nia IMOpaan
Toa,ceondaTHaTa MapKeTHHI peBH3HMjae OOUYHO
MOYCTICTITHABO JIOUUPAKHTO HABHCTUHCKUOT HM3BOP
HaMapKeTHHT MPOOJIeMOT HaNpeTIpHjaTUETO.

2. Cucmemcka

Kopuchocrana
MapKEeTUHTPEBU3UjaHOPMATHOKE  C€  3TOJIEMH
BOCTETIEH BO KOjTaa
CIIEIMMETO TOJIONITKNOPTaHU 3N PaHAHN3a
Ha/IMjarHOCTHYKU YEKOPHUIITO Iy
orndakaMapKeTHHT
OTIKPY>KYBabETO,BHATPEIIHUOT MapKETUHTCUCTEM
" crnenu(pUIHIMAPKETHHT AKTUBHOCTHHA

% McDonald, M., Keegan J. W.: The Marketing Planning Process
in: Marketingplans that work, Butterworth-Heinemann, USA. 2002
p. 15



npernpujatuero./lujarnozara e mpocieneHa
COIUIAaHHA KOPEKTHUBHHM MEpKH, KOj BKIydyBa H

KpPaTKOPOYHU u JOJTOPOYHUMEPKHU
3armonoOpyBame Ha  eduKacHOcTa  Harenara
MapKEeTUHTOpraHu3allyja.

3. He3zasucHa

MapKeTuHTOT peBHU3HMjaTaMOKe hitc}
GuIeCIpOBeICHA HammecT HaunHu:

1. CaMOIIPEHUCIIUTYBAE,

2. BKPCTCHA pEBU3HMja -pEBU3HjaHa
HCTOXHEPAPXUCKO HUBO,

3. peBH3Hja 0/103T0pa,

4. ciyx0a 3a peBusnja BO
MPETIPUjaTHETO,

o. BHATpeIIHAaKoOMKCcHja  (TUM) Ha
MPETIPHUjaTHETO 3apeBU3Uja U

6. peBu3Hja 0] HAABOP (HAJABOPEIIHA
peBu3nja).

CamormpencnuTyBameMoxke  ga  Ouze
KOPHUCHO, HO MHOTY EKCIIEPTH C€ corjacyBaar
JIEKaBO HEro HeMa 00jeKTUBHOCT u
HE3aBUCHOCT./IakOHMKO] HE MOXKE Jlace OYCeKyBa
JeKaBpaOOTECHUTEBO HPETIPUjaTHETO ce
[IEJIOCHOHE3aMHTEPECUPAHU  3apE3yNITaTUTE O]
peBu3MjaTta, cemak OW OWIOMOXHO Ja ce
dopmuparpyna  (TUM) BO  paMKUTe  Ha
MPETIPHUjaTUETO KOja MOXKE JIaro 3aBPIIMOBO] BU/T
Ha peBu3Mjan npodecHoHaTHOU
HernpuctpacHo.l'enepanHo, cemak, Haja00po €

peBu3MjaTa JAa Ouje W3BPLICHAO] CTpaHa Ha
WCKYCHH KOHCYJITQHTHOJ HAaJIBOp,KOM TH HMaar
MOTPEOHUTE00]eKTUBHOCT u HE3aBUCHOCT,
00raToTo UCKYCTBOBO Tr0JIeM OpOj HACEKTOPH, KOU

ce3alo3HaeHW COJIeJHOCTa BO Koja pabotu
NPETHPHUjaTHETO, KAaKO0 W TOTPeOHOTO Bpeme
MBHUMaHHEKoe Tpeba Ja ce TIOCBeTH Ha
peBu3mjara.

4. Ilepuoouuna

MapkeTuHr  peBH3MM ~ OOMYHO  ce
MHUIMpaaT camMoO [0  Harjioonarame  Ha

npogaxoarta,HaMaTyBame Ha Ma3apoT, MPOQUTOT,
MOpaJIOT Ha BpaOOTEHUTE U JPYTH MPOOIEeMH KOH
ce jaByBaaT BO mpetnpujatuero. ponujata e BO
TOA WITO KOMIIAHUHUTE 3alajHaje BO KpH3a
IeTyMHO W TIOpagd Toa INTOHE Yycreane /a
CIpoBeJaT pEeBHM3Mja Ha CBOETO MAapKETUHT
paboTeme BO no0pure

100k otler, om. wurt., crp. 709
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Bpemuma. [ lepuouaHaTaMapKeTHHT peBu3Mja
BeTyBa OeHe(UIIMM KaKo 3a KOMIIAHUUTE KO
no0po paboTar, Taka W 3a OHHE KOU HMaaT
npobiemu. M Baka pacuieHeraraneuHHIM]a 3a
MapKEeTUHT peBU3HMja ce YIITe He € IenocHa. Taa
C¢ YIITE HE MOJKE IEJIOCHO Ja TO MPEHECETYBCTBO
3a [eIUTe Ha PeBU3MjaTa, OHaKa Kako ITo Tpebda,
3aroa ITO € BaXHO Ja ce paszdepe jeka
peBu3MjaTa € W NPOTHO3MpAvKa KaKO IITO € U
JIMjarHOCTUYKA ajaTka —Tparame 3a MOXKHOCTH,

UCTO KaKo u 3aHEYCIEXOT, 3apaau
(byHKIIMOHUpamkEeHA HOpMaJieH Wi Ha
3aJI0BOJIMTENIEH  HauyuH. MHOry  MeHayepu

peBu3MjarTa ja rienaaT CTaTHUUKH, UCIIUTYBAamE IO
Ha MAapKETUHTOT WJIM HEKOMKOMIIOHEHTH Ha
MapKETHHI aKTUBHOCTHUTE, PEYUCH HUCKIIYUYHUBO OJI
acliekT ,, cera W OBAE “, coHaMmepa Ja ce
uACHTU(UKYBAaaT TMOCTOJHUTE NPOOIEMU WIH
cabOCTH W OTKPHUBAaE¢ HAa HHUBHUTE TNPHYUHH,
Kako OM MOXKeNIo Ja ce Mpe3eMarT KOPEKTHBHU
MepKH. MapKeTHHI peBH3WjaTa, HCTO Taka,ce
dbokycupa Ha IOIHMpame HAa TOCTOCUKHUTE
c1aboCTH, TOYHOTO CKULIMpAmke Ha TEKOBHUTE
npobiaemMu U HUBHUTE nU3Bopu. Criopes Toa, Kako
W JIpyTUTE BHJOBH Ha OIICHYBamka, U PEBH3MjaTa
npeTcTaByBa AMjarHOCTHYKO  cpeacTtBo. Taa
OBO3MOXYBa Je(QUHHpAamE HAa BHCTUHCKHUTE
npoOjJeMH W TpeB3eMame Ha palloHalHA M
HaBPEMEHAAKIIH]a. MHorymnpobnemu Kaj
MapKEeTUHI aKTMBHOCTUTE HUMaaT MWCTH WIH
CIIMYHU CUMITOMH. AKO TMjarHo3aTa € MorpelHa,
IIOCTOM peajlHa ONACHOCT JIeKa HaloOpHUTe BO
MapKeTUHTOT K€ ce yCMepaT BO MOrPEITHOHACOKA.
Ho nujarnosata He € eMHCTBEHATa, WIK TypHU U
HajBa)kKHATa, 11e71 Ha MApKETHUHT PeBU3MjaTa.

3. [locTanka Ha peBU3HjaTa
PeBu3mjarazanouynyBa COJOHECYyBame Ha

OJUTyKMHA MEHAIMEHTOT Ha TpeTNpHjaTHeTo3a
W3BelyBake Ha peBU3MjaTa UU300p HAPEBU30PHU

(BHaTpelHa, HaJaBOpEIIHA HIMKOMOWHHPAHO).
HeomxogHo ema ce  OApKHM  COCTaHOKHA
PaKoBOJCTBOTO Ha MPETIPUjaTHETO co

peBI/ISOpI/ITe Ha MapKeTI/IHFaKTI/IBHOCTI/ITe,HOpa}II/I
JIOTOBOP  OKOJIy ~TporpamMara HIIOCTalKaTtaHa
peBH3HUjaTa,0THOCHO3a I[EJTUTE, JOMEHOT,
JU1ab0vYMHATA, U3BOPOT HA MojaTonu, GpopmaTa Ha

W3BEILTajOT MBPEMEHCKUOT rnepuoasa
peBusyja.lloronemuor ge1  of BpeMeTO Ha
pEBU30pUTE C€ TpPOUIM Ha coOupame Ha

nojatoru. Tpeba BHUMATENHO Jace MOATOTBH
JIeTaJICHIUIaH3a Toa Kojke Ouie MHTEePB)yupaH,Kou



npamiama ke OuaaT MoCTaBeHH, BpeMe U MECTO 3a
KOHTaKT H Jp., 3a Ja BIOXKEHOTO BpeMe
UTPOILOLUTE HA peBU3MjaTadUMAAT MHUHUMAIIHU.
NudpopmanuuTern MHCICHATAKOM C€ TOTIUpPAaT
caMO HapakOBOJCTBOTO Ha MPETHPUJaTHETO HE
MPETCTaByBaaT OCHOBHO IPABHJIOBO COOHMPAHETO
Hamojaror. ' Tpeba  na CEMHTEPB]yHpaat
MOTPOIIYBaYUTE, JTUIICPUTEU IPYTUTE
HA/IBOPEUIHUTPYNH.MHOTY KOMITaHUMHABHCTHHA
HE 3HAaaT KaKO THE W HHUBHUTEKOHKYPEHTHCE
nepuenupaHd  oJ  CTpaHa  HAa  HUBHUTE
MOTPONTYBAYH, HUTY [[EJIOCHO TH
pa3bepaaTnoTpeduTe Ha MOTPOITYBAYUTE.

Kora ke cesaBpmmdazara HacoOupame Ha
MOJIATOIM, MApKETHHT PEBU30pOT (HOpMAIHO Ke
TH MPE3CHTHPA TJIABHUTCHAO TN u
npenopaku./paromneHacnexr Ha
MapKETUHTPEBHU3UjaTa € MPOIECOT, MPEKY KOj BO
UCTO BpPEMEIIOMUHYBaaTMEHAICPUTE: THE
acCUMWJIMpaar, IUCKYTHpaaT ¥ pa3BHBAaaT HOBH
UACUBO  BpPCKa  CO  NOTPEOHUTEMApKETHHT
AKTHUBHOCTH.

4. KoMIoHeHTH Ha peBHU3Hja

MapkeTuHr peBU3MjaTa HEONXOTHO Tpeda
Ja TW TIOKpHE CUTE TMOoJpadja Ha MApKETHUHIOT, a
HE CaMO HEKOJIKY 3arpo3eHd acmekTh. Bo
aUTeparypaTa Cc€ WCTaKHyBa JIeKa MapKEeTHHT
peBHU3MjaTa ce COCTOMH O] UCHUTYBame Ha IECT
TJIABHU  KOMIIOHEHTH Ha  MapKETHHTOT  BO
npeTan/IjaTI/IeTO:lO2

1. Pesusuja na mapxemune Onkpyrcy8arbemo
OBaa peBu3Mja ce 3ajiara 3a aHajiW3a Ha
[JIABHUTE YMHHUTEIM HA MAaKpOOIKPYKYBAHETO
KOM MOJKaT Jia BiIMjaaT Ha MPETNpHUjaTHETO MU HA
IJIaBHUTE TPEHJIOBH U KIYYHHUTE KOMIIOHEHTH Ha
HEemocpeJHaTa OKOJIMHA Ha MPEeTHpUjaTHETO:
na3apor, MOTPOILIYBAYHUTE, KOHKYPEHTHUTE,
IUCTpuOyTepuTe, AUIEpUTe, A00aBYyBauuUTE WU
MOMOIIIHUTE OpraHu3aluu U HHCTUTYIHH. Cekoe
MapKeTHHT IUIAHUPAkE C€ TEeMEIHd Ha OCHOBAHU
NPETHOCTaBKM 3a CHTyallMdjaTa M pa3BOjOT Ha
1asapor, CHJIUTE u cnabocTure Ha
NPETHPUjaTHETO, KAKO M 32 HErOBUTE IIAHCU U
pU3MLIUTE BO KOHKypeHTcka cpeauHa. Co Toa
CTaHyBa jaCHO JIeKa CEKOe IUIAaHUPAE MOXKe Ja
ouae 100po, caMO OHOJIKY, KOJIKY IITO C€ J00pH
U TMPETIOCTaBKUTE W MH(POpMAIMUTE HA KOU TOA

101y ranegevi¢, T; Upravljanje strateikim marketingom, Zagreb,
Accent, 2004, cTp.98
102I/ICTo, OIl. IIUT., CTp. 99
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ce TeMmenu. 3aToa peBU3MjaTa MMa 3a 3ajada,
KPUTHYKHA Jla TH TPEUCHHTa CUTE TUIAHCKH
MPETIOCTAaBKM W BO Cly4aj Ha morpeda, aa TH
aKTyelnm3upa M Koperupa. AHaiam3ara mpel ce
Tpe6a Jja ce KOHIEHTPHpA Ha [opadjaTa: >

- npemnocmaska 3a cumyayujama u
Pazeojom Ha CLyuy8arbama 60 ONKPYIHCYBAFEmO
Ha npemnpujamuemo (KaKko wimo ce yciosume Ha
CMONAaHUCy8are, 3aKOHOOA8CMBO, MEXHONI02Ujd,
CIMUJL HA JHCUBOM U OP),

- npemnocmasKka 3a cumyayujama u
paszeojom Ha cayuyearsama Ha nazapom ( Kaxko
Wmo ce pazeoj Ha NAzapom, KOHKYPEeHmcKama
cumyayuja, 00Hecy8aremo Ha nompouilyeaiume,
paszeoj Ha mpzosujama u op.), u

- npemnocmasKka 3a cumyayujama u
Pazeojom Ha CIyuysarama 60 NPemnpujamueno
(kako wmo ce QuHaHncuckama cuna, nazapHama
nozuyuja, O0eudicerbemo Ha npooaxcoama u
dobuskama,  UMUUOM,  NOMEHYUjaiom  Ha
nompoutygauume u op.).

OBne o1 rojieMO 3HAYCHE CE MAPKETHHT
WH(POPMAIIMOHUTE CUCTEMH M CUCTEMHTE 32 PaHO
npenynpenysame. [locrojaHara pacrooKINBOCT
Ha aKTYeJHH IMOJATOLW M WHIUKATOPH 3a PaHO
npenynpenyBame  (KOHjyKTYpHH  ITOJATOIH,
CKJIOHOCTAa KOH TOTPOIIYBAauKa, TEXHHUYKHUOT
pa3Boj u Ap.) OUTHO ja OJIECHYBaaT peBU3MjaTa Ha
MIPETIIOCTaBKUTE.

2. Pesusuja na mapxemune yenume U
cmpamezuume

OBaa peBH3Mja 3aroBapa MpPEUCHHUTYBaHE
Ha MAapKeTHUHI LEeJIUTe U CTpaTeTMUTe Ha

NpPETIPHjaTHETO, 32 Jla Ce OIEHH BO KOja MepKa
THE C€ TMPWIArOJCHH KOH CEralmHoOTO |
MIPEABHICHOTO MapKETHHT OIIKPY)KYBambe.
Pa3zymHO e, o7 BpeMe Ha BpeMme, Jia C¢ HalpaBH
MPEUCTINTYBakE Ha LEIUTE U CTPATETUUTE KO Ce
YTBPIICHH BO MAapKETHUHI IJIAHOBHTE, 3a Ja Ce
NpUIaro/iaT Ha akTyelHUTEe CllydyBama. [Ipu Toa
Ce MOCTAaBYBAAT M CIICJIHUTE TIpalllarba:

- JaiM ce OCTBapjMBH IenuTe (masapeH
yIen, PUHOC, AUCTPUOYIHja, mapudeH Tek (cash
flow)) koH kou ce Texu?

- Jlanu mocTaBeHUTE LENU C€ BO COTJIACHOCT
CO TIa3apHaTa CUTYallHja U Ialh Ce peaTHu?

- OpxroBapaar iy 0J0paHUTE CTpATErud Ha
LIETTUTE KOH KOU CE TEXU?

- Jlanu 1nemuTe W CTpaTeruure Imomery
pa3IM4HU MMoJ[pavja ce KOOPAMHUPaHH?

103I/ICTo, OIl. ITUT., CTp. 99



3. Pesusuja na mapkemune opeanuzayuja.

Ogaa peBH3Hja ce 3aHMMaBa CO OIICHKA Ha
CIOCOOHOCTa HA OpraHu3alljaTa Ha MAPKETHUHTOT
3a  QopMmynupame ¥  CIpOBEIyBame  Ha
HEOMXOJHUTE CTPATeTUU 32  NIPEIBUICHOTO
onkpyxyBamwe. EdextuBHOCTa Ha QyHKIIMjaTa HA
MapKeTUHTOT OWTHO 3aBUCH OJf HEj3UHATA
opraHuszanyja, T.e. OpraHU3allMCKaTa KyJITypa H
TEKOBUTE Ha IMPOLECOT OJUIydyBaaTr 3a TOa JalH
MapKeTUHTOT ¢ ycrnemeH win He. OTTyka o

MapKeTUHT OpraHM3anyjata Mopa Ja Ouze
HO/BprHaTa Ha HIOCTOjaHO
NPEUCIIUTYBabE:0IroBapa M MapKETHHT

opraHuzainyjara Ha Oapamara BO BpCKa CO
(hraexcuOMIHOCTa, WHOBATHBHOCTA, CIIOCOOHOCTA
3a KooIepaluja, T CHCTEMATCKH
OOJIMKYBaHUTE MPOIECH HAa WHTEPHU TEKOBU H
nH(pOpMaLIUCKU Mporecu (dbopmamau u
HedOpMalTHU); OJrOoBapaaT JH XHepapxujara,
CTpYKTypaTa Ha KOMYHUIIUPAKkE M CTPYKTypara
Ha MOK, HAuYMHUTE Ha OJUIyYyBame, KaKo WU
KBAJIUTETOT M NPOPWIOT Ha BpabOTEHUTE, Ha
Oapamara Ha Ta3apoT W KoHKypeHiujata? Llenra
Ha pEBU3MjaTa HAa MApKETUHI OpraHu3alujaTa
Tpeba na Ouae GopmMupame Ha MITO € MOXKHO
noeuKacHa CTPYKTypa, Koja MOKe Jla 0j10Jiee Ha
Oapamara Ha ma3apor.

4. Pesusuja na mapxemumne cucmemom

Ogaa peBu3Hja ondaka NpercriuTyBamke Ha
aJIeKBaTHOCTA HA CHCTEMOT Ha MPETIPUjaTHETO 32
aHaJM3a, IUIAHUPamke U KOHTpOJIa BO objacTta Ha
MapKETHHTOT, KaKO ¥ BO 00JIacTa Ha HHOBAIIUHUTE.
5.  Pesusuja  Ha Ha
MapKemuHzom

OBaa peBu3Mja ce 3ajara 3a IMpoBepKa Ha
PEHTAOMIIHOCTa HAa Ppa3IMYHUTE OpraHU3alMOHU
JIETIOBH HAa MapKETHUHIOT, KaKo M €(PEeKTHBHOCTA
Ha pa3IMYHUTE BJIOXYBamka BO MAapKETUHT
aAKTUBHOCTHTE.

NPOOYKMUSHOCMA

6. Pesusuja na ¢pynkyuume na mapxemunzom

OBaa peBusmja omndaka H3BpIIyBambe Ha
JETalHA OlleHyBama Ha TJIABHUTE KOMITOHEHTH
Ha  MapKeTHMHI  MHKCOT, TpPOU3BOA, Il€Ha
muctpubynuja u  npomonuja. Ce mocTaByBa
npamame Jalid KOHKPETHUTE MEepKHU BO obiacta
Ha TOJWTHKAaTa Ha TPOM3BOJOT, IICHHUTE,
aucTpuOylujaTa 1 KOMYHUIIMPABETO, JTOTIPHHETE
3a OCTBAPYBAWKHETO Ha MapKeTHHr uenute? [lamum
Oune yCHemHH M OLEHETH KaKo PEeHTAOMIHU?
OBoj nmen Oapa mocTojaHa KOHTpoOJa, OUAEjKU
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JVHAMUKAaTa Ha I[a3apoT YeCTO IO IIPUCUIIYBA
MpeTnpujaTHETO 3a Op30 TpeB3eMame Ha
TaKTUYKW Mepku. llpamamara kou OOMYHO ce

: 104.
II0CTaByBaaTBO p€BU3HjaTa HA MEPKHU CE .

- Jlanu  cmpoBeneHUTe  MepKH  Owiie
yCIEUHU?

- Ogprosapa 1M mpecMeTKaTa Ha MapKETUHT
Oapamara?

- OgpgroBapa 5 MapKeTHMHI MHKCOT Ha
MIOCTAaBEHHTE 1IENTU HA IPETIPHjaTHETO?

- Jlanmu MepkuTe T UCIOJNHYBaaT Oapamara
Ha 1a3apoT?

3AKJIYYOK

Co men pma ce o0e30emu BpeaHOCT 3a
KIUEHTUTE, CEeKoe TMpeTmpujatue Tpeda mJa
NPUCTA KOH MapKEeTUHT peBHu3Hja. MapKeTHHT
peBHU3MjaTa NpeTCTaByBa TEXHUKA Ha COOMpame Ha
NOJAaTOM, TMOTPeOHM 3a OTKPHUBAKETO HA
MapKETHHI aKTUBHOCTHUTE Ha €HO MpPETIpHjaTHe.
Hajuecto MapkeTuHT peBU3MjaTa C€ KOPUCTH
NEPUOANYHO, KAKO JIEJI O] MAPKETUHT TUIAHOBUTE,
Kora ce Oapa eKcllaH3Wja Ha [IgjHOCTa HaA
OpeTnpujaTHeTo, WA  [POUIMpYBamke  Ha
NpOM3BOJIHATA  JIMHWja, WM  BOOIIITO 32
mo1I00pyBamkEeTO Ha JIEIOBHUTE MEepPOPMAaHCH, HO,
UCTO Taka, U BO BpeMe Ha KpH3a Kora paboTure
enHoctaBHO He ozar. Ilorpebara 3a MapKeTHHT
peBM3Mja goafa oJ keinbaTra Ha TOI MEHaepuTe
Ja  BpHmiaT ~ KOHTpOJA BO  paMKUTE  Ha
opraHuzanyjara. MapKeTUHI peBU3MjaTa ce
nepuHUpa KaKO MHOTY CII0XKEHO, CHCTEMAaTCKo,
HE3aBUCHO M TEPUOJWYHO MCIUTYBamkE HA
ONKPYXXYBAaWkETO, Ha TJAaBHUTE LEJIH, Ha
MapKeTUHI CTpaTeruuTe M akTUBHOcTHTE. LlenTa
Ha MapKeTUHT peBU3MjaTa € J1a T UIACHTUPHUKYBa
MOYKHOCTHTE W/WJIM 3aKaHUTE U Ja My MOHYJIU Ha
MPETIPHUjaTHETO OCTBAPIIUB TUIAH 3a aKIyja, 3a Ja
ru nonoOpu coute neppopmancu. lLlenra Ha
MapKETHUHT peBU3HjaTa Ce COCTOM BO MPOBEPKA HA
HAaUMHOT Ha KOj MAapKETHHI KOHIIENTOT Ce
MpUMEHYBa OJl CTpaHa Ha NPETIPHjaTHETO, BO
CO3/IaBabETO BPEAHOCT 3a KIMEHTUTE, a CETO TOA
CEKaKo 3a oJipeicH MpoduT.

104 _
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SMART TARGETING (SMART
MARKETING) - ILLUSION OR REALITY

ABSTRACT

Every organization is seeking for their
own target market and costumer, in order to
satisfy their needs through its products and
services, resulting in its own development.
However, finding the target market and a
consumer (especially in the past) was not that
easy.

With the amplification of the new
media(specifically the social networks), through
their options for indirect grouping and filtering, a
so-called Smart marketing was developed, and
along with and as a part of it a Smart targeting
was brought.

In this paper through scientific research,
analyses and practical examples, the effectiveness
of these activities can be noticed, in terms of
development of the organization as main and
primer goal of every marketing activity.

Keywords: smart marketing, target, new
media, social networks, organization, consumer.
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ITAMETHO TAPTETUPAIBE
(ITAMETEH MAPKETHHTI') - HJIY3UJA
NJIN PEAJIHOCT

AIICTPAKT

Cekoja opraHuzanyja € BO TOTpara Iio
CBOJOT LIEJICH Ta3ap M MOTPOIIyBay, C& CO IeJ Ja
T 33JI0BOJIM HETOBUTE IMOTPEOM MPEKYy CBOUTE
IPOM3BOJIU WJIU YCIIYTH, a CO TOA Jla CE€ Pa3BHE U
Taa camara. Ho, moTparara mo meneH maszap H
notpouryBad (0coOEHO BO MHMHATOTO) He Ouia
TaKa JIECHA.

Co aKkTyeJM3upameTo Ha HOBUTE MEIAHMYMHU
(moceOHO HAa COUHMjATHUTE MPEXKH), TPEKY
HUBHHUTE OIIUH HA HHIAUPEKTHO TPYNUPABE H
bunTpupame ce pasBM U Taka HapPEUYCHUOT
NaMeTeH MapKEeTUHT, a CO TOoa M TMaMETHOTO
TapreTUpame Kako JIeN 0J1 UCTHOT.

Bo oBoj Tpyam  mpeky = Hay4HO
HCTPAXyBamke, aHATN3a W PAKTHYHU TPUMEPH Ke
MOXKE€ Jla ce YBUIU JaId OBHE AKTUBHOCTH C€
peanHo e(peKTUBHU M e(PUKacCHM BO HAcOKa Ha
pa3Boj Ha oOpraHu3anyjata Kako TIJaBHa |
MpUMapHa I1eJT Ha CeK0ja MAPKETUHT aKTHBHOCT.

Kiyunn 300poBu:aMeTeH MAapKETHUHT,
Taprer, HOBH MEIWYMH, COLUJjaTHU MpPEXH,
OpraHusaiiyja, moTpoIyBad.



BOBE]

MapKeTHHIOT KakKO HaydHa UCIUIUIMHA
NpUMEHYBaHAa BO MpPAKTHKAaTa BO MHHATOTO CE
KapakTepU3upaj co Toa IITO HEroBaTa MpHMapHa
yimora Owna nga co3mame Oyka co IITO Ke
Npeau3BUKa Nepleniuja ¥ IMPHUBIEKYBambE Kaj
MPUCYTHUTE Ha Ta3apoT, a CO TOA U 3alBPCTYBAbHE
Ha KOHKYpPEHTCKara IO3UIMja HAIPEIXOIHO
TapreTUpaHuoT masap. Jokonky rTiemame of
acIeKT Ha MApKETHHTOT KOj OMJI MPUCYTEH BO TOA
BpeMe (BTopara monoBuHa Ha 20 Bek), u
COBPEMEHUOT MAapKETHHT JIeHEC, (Ha MOJIOBUHA OJ1
BTOpara jeleHrja Ha 21 BEK), CO CHUTYPHOCT
MOJKEME J1a 3aKIydrMe JieKa CTaHyBa 300p 3a JBa
pa3IMYHKU TPUCTANM HA MAPKETUHI aKTUBHOCTH,
MaKo IO 3aMa3yBaar UCTUOT PEIOCTE]I.

MapKeTHHTOT Kako Hay4YHa JIMCIUIUIMHA
BO OJHOC Ha XHepaxHucKata MOJPEICHOCT BO
CBOUTE MPOLIECH HE € 3HAYUTEITHO U3MEHET, HaKO
UCTHOT WMa IMPETPIICHO TOJEMH TPOMEHHU BO
OJTHOC Ha OJIBUBAKETO Ha MPOIECHTE, 0COOEHO BO
JIeNOT Ha KAaHAIHUOT MAapKEeTHUHT, OJHOCHO,
KaHAIM3UPAKHETO, MPH IITO MOCEOEH aKICHT Ce
CTaBa Ha MAapKETUHT  HCTPAXKYBAKETO U
TUTAHUPAHETO.

Cekoe mpermnpujaTie € HACOYCHO KOH
POHAOIake M MO3UIMOHUPAmEe HAa COOJBETHHOT

masap, a Co Toa M BO OCTBapg’BaH)C Ha CBOjaTa e,
105

IIOTOYHO  CKECHUPABE. CkeHMpameTo  Mak
BKIIyuyBa H3y4yyBam€ HA CHUTE CErMEHTH Ha
OIILITOTO OKpyXyBame.Bo OBOj Clly4aj

OCTBapyBamara Ha LEIHTEe MOXEeMe Ja TH
coriename of Ba pa3lWYHHU aclekTa KOW BOAAT
KOH OCTBapyBame€ Ha TJIaBHaTa 1€l Ha
npernpujatuero.Toa ce! MpoHaorameTo Ha
[EIHUOT TIa3ap W OCTBApyBAmbETO HA IIEJIHTE, O]
€lHa CTpaHa, ¥ MPOHAOTamkETO (TapreTUPAETO)
Ha LEJIHUTE MOTPOIIYBAaYM HUBHO OCBOJYBAHE U
MO3UIIMOHHUPALE BP3 HUB, O] PyTa CTpaHa.

OBoj mporec (omuimaH TPEKy OBUE JBa
4YeKopa) HaKo HaBUAYM JIECHO OCTBApJiHB €
MPEMHOTY pHU3MYEH 3a CeKoe IMpeTIpHujaTHe.
Huxkoramr He cMee 1a ce u3yMu JieKa MapKETHHTOT
Kako HaydHa IUCIMIUIMHA € TEeCHO IOBp3aH a
BOE/IHO M 3aBHCEH O] ICUXOJIOTHjaTa KaKo HayKa,
M 3aTtoa Tpeba Ja ce MoBeie CMETKa W Jla He ce
3a00paBH JIeKa BO CEKOE BpeME U CEKOj
moTpoiryBad Tpeba na ce HabbyayBa TPEKy
CEeTMEHTUTE Ha MpHu3MaTa Ha MOCEOHWOT Jen Ha

105«Crparernckn menaument” — B. lykes,
Jb.IpakyneBcku 2001 rom.
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TICUXOJIOTHjaTa “JIMYHOCTA KaKO IEJIOBUT CUCTEM
Ha otpedu u xendu. TokmMy OBOj Jie U IEIOCHO
ja omMIIyBa TEMaTa Ha OBa UCTPAKYBAE KOS UMa
3a 1eJl Ja JOKaXe Jalld MaMETHOTO TapreTHpame
(mMaMeTHHOT MAapKETHHI) NPETCTaByBa WITy3Hja
WIH TIaK PEaTHOCT.

1.ITonm 3a TapreTupame

Tapretupamero  Kako  mpolec  Oj
MapKEeTUHTOT MPETCTaByBa 3a/I0BOJyBalEe Ha
NOTPEeOUTE W HKEJIOUTE Ha MOTPOIIYBAYUTE, a CO
TOa ¥ OCTaBpyBalke Ha TJIaBHATa 1€l Ha
HpeTan/IjaTI/IeTo.106 32 oBa e moTpeOHO
MPETIPUjaTHETO TMPEKYy HCTPAKyBamke Ja TH
3alo3Hac COINCTBEHHUTE MOTPOIIyBauYd Ha BEKe
NpOHajIeHUTE LeTHU ma3apu. Ho, 3anmo3HaBameTo
Ha TIOTPOINIYBAaYUTE HE OJU CaMO BO HACOKa Ha
OIIITO 3all03HABAE M JIETCKTUPAHE HA HUBHUTE
XKenOou U TOoTpeOH, TYKYy BOCIIOCTaBYBambe Ha
JBOHACOYHA W TIOCTOjaHA KOMYHHUKAaIHja CO
ucture. Bo oBUE METOIM HA HCTPa)KyBame HCTO
Taka 3eMa yJIeJl ¥ TICUXO0JIOTHjaTa Kako HayKa Koja
IITO € TECHO IOBP3aHa CO MAapKETUHTOT IPEKY
CBOJOT MEXaHW3aM Ha H3KYyBambe BO ICIOT Ha
KOHATUBHUTE TPOIIECH, TOTOYHO MOTHBAIIMjaTa
KaKo €JIeH O] HHUB. A HajIIOBEKe MOpPaaH TOA IITO
CeKOj MOCAMHEl HAajMHOTY Ce MOTHBUpA O of
KapaKTePUCTHYHUTE BHATPEITHU (PAaKTOPHU KOH TO
MOKPEeHYBaaT MOEINHEIIOT Ha aKUBHOCT U KOU Taa
aKTUBHOCT ja HACOYyBaaT U PETHIINpPAAT.

3a mpernpujaTHjaTa KOM INTO cakaar Ja
BOCIIOCTAaBaT BaKOB NPHUHIMII Ha paboTa, cemak
nmojliecHo € JAa 30opyBaaT 3a OBOj THO Ha
MapKETUHT, OTKOJIKY UCTHOT Jia ro mpuMeHaTt. Toa
€ Taka mopaau (aKTOT IITO BOBEIYBAHETO Ha
JIBOHACOYHA H TIOCTOjJaHa KOMYHHUKAIMja CO
MOTPOIITYBAUMTE Ha IENIHUOT Ta3ap MpeTCTaByBa
MepKa CO rojeMo ()MHAHCHUCKO ONTOBApPYBAE 3a
CeKoe TpeTmpHjaThe. 3a OBHE AaKTUBHOCTH
noTpeOHM ce morojieM Opoj Ha YOBEUKH PECYpPCH
CO COOJIBETHHU 3Haema, HO UCTO Taka Mmojapazoupa
W TIOTOJIEMO BJOXKYBamke€ OJf TEXHUYKO
TEXHOJOWKK Kapaktep. Ho, u oBoj mpobiem
OKOJIy HMHBECTHIIMHTE CO TI0jaBaTa Ha HOBUTE
MeINyMH € perieH. FiMeHo, UCTUTe HyJaT MIUPOK
CIEeKTap Ha aJaTKu KOWM He ce HarulaTyBaart.

1%https://www.b2bmarketing.net/resources/blog/smart-
marketing-targeting-your-audience-online

W%Ieuxomoruja” — pod. Jp. Beprua CramenkoBa —
TpajkoBa 1995rom.



JletanuuTe GUITPU, MOKHOCTA 32 MOJECYBAkhEe HA
00jaBu, peoOjaByBambeTO WTH. TIPETCTaByBaaT
caMo Jiel OJrOJIeMHUOT Opoj ajaTku KOM To
OJIECHYBaaT OBO]j POIIEC.

Kora ce roBopu 3a HOBUTE MEAUYMH U
MpUMeHaTa Ha OBUE alaTKl HECOMHEHO ce
HaBJIETYBa BO JIEJOT Ha MAaMETHHOT MAapKETHHT,
J0JieKa TaK, pas3rieyBalbeTo M KOHKpeTHaTa
pUMEHa Ha CUTE TEeXHUYKO-TEXHOJIOIIKH aJaTKH
KOM HU CTOjaT Ha pacrojaramke yrnaryBa Ha
MaMETHO TapreTHpame, CO LITO OBaa MApKETHUHT
€IMHMIIA TOoJeKka Jo0MBa U CBOE MECTO BO
MapKETUHTOT KaKo NoceOHa Hay4Ha AUCIUILINHA.

Kora ce 30opyBa 3a o0BOj TUm Ha
TapreTupame (IaMEeTHO TapreTHpame), Mopa Ja
HCTaKHEME JieKa UCTOTO CE CIy4yyBa IJIaBHOBO TPHU
YCKOPH:

1. ['pynupamse;

2. Cenexrtupame; u

3. Taprerupame;

Bo npopomkeHue, Ha cieiHara ClMKa €
MPETCTAaBEH MPOIECOT Ha TapreTUpame IMPEKy
B3a€MHOTO JI€jCTBO Ha IPYIHUPABETO,
CEJIEKTUPAETO U TAPTETUPAETO.

Cauka 1. IIpouec Ha TapreTupame

ﬁ \

TPYMUPAHE

S

TAPTETUPAHE

P

CENEKTUPAHE

OBue Tpu YeKOpU ce€ MYIATHILUIMLKpAAT,
OJTHOCHO, pa3BUBAaT BO JUIa0OYMHA, U Ha TOj
HA4YMH Cce HYJIU NPELU3HO TapreThpame. BakBoTo
U3/IBOjYBam€ MOJIOIIHA MOXKE Ja C€ KOPHCTU KaKo
BO HAacOKa Ha MOA0OpYyBame Ha LEIOKYNHUOT
MapKeTUHI Ha TNpeTnpujaTHeTOo, Taka M BO
octaHaTuTe (OpMH Ha MAapKETUHI MPOMOIHja,
OJIHOCHO TPaJUIIMOHAIHUTE MEANYMHU.
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I'pynupameTo compku BO3pacHa, MOJOBA,
reorpadcka U o0Opa3oBHa CTPYKTypa Ha IiejHaTa
rpyna, Io/eKa MakK, CEIEKTUPABETO CE BPIIH BP3
OCHOBAa HAa WHTEPECHTE H TOTPEOUTE KOH
MOTPOIIIYBAYOT jaBHO T'M MMa 00jaBeHO, WIU IaK
caka ja ru crogei. ™ Ha kpajot, ce crpoBeyBa
JeTalHa aHanu3a Ha JOOMEHUTE TMOJATOIH |
HCcTUTEe ce (uiaTpupaar mo IMTO ce Jgo0uBa
TapreTupaHata Trpyla Ha M[OTPONIYBaYyd Ha
LEJHUOT Ta3ap.

Ho, mo 3aBpiryBameTo Ha ToOcCTamkara 3a
TapreTUpame Ha KpajHUTE TOTPOINYyBauyd Ha
LETHUOT Ta3ap, OBOj NPOIEC HE MpecTaHyBa,H

UCTHOT IIPOAOIIKYBa BO HacoKaHa
KOHKpeTH3alija, WIH MOoJ00pOo 3al03HaBame CO
cBOojaTa Taprer TIpyna, MCTPaXyBame Ha

HEj3UHUTE MOTPEON M CEKOjIHEBHA MOTHBALMja U
MOTCETYBama 3a MPOM3BOJOT HMJIM yCiyrara LITO
KOMImaH#jatTa ro Hyau 3a  HuB. ' Cropen
U3BPLICHOTO HCTpaxyBame (Mo Meron Ha online
aHkera) Ha Trpyna oxa 80 wuCOUTaHUIM Ha
Teputopuja Ha PenyOnuka Makenonuja, xoe 3a
IIeJ1 MMAIIE JIa ja TPOBEPH OBaa METOJIOJIOTH]ja 3a
MaMeTHO  TapreTUpame NpeKy METOI0T Ha
aHaM3a Ha HOBUTE MEIUYMHU U COLIMjATHU MPEXKH
Y HUBHHTE QJIATKH KOM CTOjaT Ha pacroyiarame, u
OLIEHYBAalETO IO OAHOC HA  3acTameHocCT,
cneuu(UYHOCT M BIMjaTEIHOCT MOXeMe Jia
TO3aKITy4YlMe CIIETHOBO:

- Cure 80 wcnUTaHUIHU
MHTEPHET BpPCKa 24 Jaca BO TEKOT Ha JIEHOT;

- Hcture ce Ha Bo3pacT nmomery 18 —
45 roauuuy,

- ITonoBara cTpykTypa € MellaHa, Ho
JOMMHHMpA MAIIKMOT TMOJd, Mnpu mTo: Sl
HCIUTAaHUK CE€ OJ] MallKW Moj, Jojxeka 29 on
KEHCKH TI0JT,

- Hajronem nen onx ucnuTaHuIuTe,
OJIHOCHO JIypu 75 ja KOpHUCTaT coIlMjajgHaTa
mpexxka facebook, ox koj 35 mmaar HeakTUBHH
twitter mpodum;

- 2 0ol MCIUTAaHULIUTE CE H3jacHUIIE
JIeKa HajMHOTY ja KOpUCTAT COlLlMjajHaTa Mpexa
twitter, a camo 3 ucnHMTaHMKA OJIrOBOpPHWIIC JcKa
HeMaaT MNpoQuyl Ha COLHUjATHUTE MPEXKH, HO
UCTUTE HaJMHOTY KOPUCTAT UHTEPHET MEIUYMHU U

umaart

198 http://www.smartinsights.com/digital-marketing-
strategy/customer-segmentation-and-targeting/
mg“BJ'II/IjaTeJ'IHOCTa HA EJIEKTPOHCKUTE MEAUYMU’
HctpaxyBame cruposeneHo exemspu 2015 — THK-
Conytron Ckorje (MapKeTHHT areHIuja)



MO3UTHUBHO
JIMHKOBH;

- Ha npamameTo mocraBeHO 3a Toa
Jadd HEKOrall MMaaT IPOHAjIeHO IMPOM3BOJ Ha
MHTEPHET KOj T'M 3aJ0BOJyBa HUBHUTE MOTPEOU H
xenbu, cure 80 MCIHMTaHWKAa MMaaT OJIrOBOPEHO
CO MOTBP/IEH OATOBOP;

- Kontunynrer BO  KyIyBameTo
HoBeke MpojaByBa >KEHCKHOT I10JI, OAHOCHO, CUTE
29 uCIMTaHWYKH MMaaT OATOBOPEHO JeKa Oapem
yIITe eIHall KMMaaT HalpaBeHO Hapadka o
UCTOTO MPETIpHjaTHE U MPO3UBO,

- I'pynu Ha mnpousBoau Kou ce

pcarupaar Ha CIIOH30PUPAHUTC

HaBeJCHU KaKo HajaKTyeIH! 3a HUB
Oowie:rapaepoba, KO3METHKA U JIOJATOLM BO
HCXpaHaTa,

- Kako Hajronem mpo0Oiem ce jaByBa
HEMameTO MOKHOCT 3a Online namnara Ha BeO
CTpaHUTE HAa MaKEeIOHCKUTE MPETIPHjaTH]a.

Kako mpumep 3a mpermpujatue Koe
MAaMETHOTO TapreTUpame I'o UMa W3BEACHO MPEKy
I00pO OPraHU3HPAHOTO BMPEXKYBAHmE, M HCTOTO
CEKOjHEBHO BpIIM TIOTCETYBambe [0 CBOUTE
JIOja)lHM TOTPOILIYBaYWM BO HHBHAaTa OMMJICHA
Kateropuja (HajmoceTyBaHa, U HajrOJIEeM OCTBApEH
npodut Bo mcrara) ce HaBeamyBa BEBCIIOT |
TABEBCIIOT U [IO3HATO KaKo
Grouper.mk.OBa  mpeTnpujaTHe  CEKOjIHEBHO
BpILM MPOLIMPYBakE Ha CBOjaTa MpEXa CO HOBH
KIIMEHTH, KOW OECIUIaTHO ce 3aweHyBaaT TpEeKy
HUBHATa web iatgopma. [Tpuroa,
MOTPOIIYBAaUYNTE TEHEPAIIHO TH TPHUBJICKYyBaatT
NPEeKy COLUjaIHUTE MpPEXKH, TMPeKy HyICHe
NPUMaMIIMBA TIOHYAM CO IOUPOK CIEKTap Ha
MPOU3BO/IM U rojeMa IUPOYHHA U JUIab0YMHa Ha
UCTHTE.

3AKJIYUOK

Tenaenmujata co Koja ce 3rojieMyBa H
CTapoCHAaTa TpaHUI]Aa Ha WHTEPHET MpekKara
MpeTCTaByBa caMO TIPEAHOCT BO OJHOC Ha
OJIECHYBAaWkE€TO HAa MAMETHOTO TapreTUpame KaKo
€IeH BaXCH MAapKETHHI NpPOIeC BO OJHOC Ha
moOp30TO U TOJIECHO TpOHAOramke Ha KpajHUTE
MOTPOIIYBa4H, BOCIIOCTaBYBamkh¢ U OJIPIKyBambe Ha
JIBOHACOYHA KOMYHHUKAIlMja CO WCTUTE, U HUBHO
JIECHO TIPEKJIONYBamke CO MITO O Ce 3aapKaie H

Ou ce BoOBele BO JIUCTaTa Ha JIOjaJTHH
notpouryBaud. Kako MO3UTHBEH acleKT ce cMeTa
u ce mnoromemara gosepba Bo  online

mnakamero.Ho Herpeba 1a ce wu30CTaBu U
TOJIEMUOT PU3HK IITO caMaTra MUHTEPHET MpEeka Iro
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HOCH cO cebe, BO HAacOKa Ha MOXXHOCTa 3a
MaHHMITYJIaIlu|, HO U TEIIKOTH]aTa Jia ce ONCTOou 24
yaca Ha MpeXa 33J0BOJIyBajKH T'M MOTpeOHTE Ha
CBOHUTE MOTPOIITyBAYH.

Cenak, BO 3aKIy4YHHTE COTJIEIyBama O]
OBa HUCTpPaXyBambe MOXXEME Jia MCTaKHEeMe JieKa
MaMETHOTO TapreTUpame U TMOKPaj CHTE HETOBU
NO3UTUBHU WM HETaTUBHH AaCIEKTH IPETCTaByBa
COBpEMEH KOHIIENT BO MApKETUHIOT KOj € O]
oco0eHa BaXHOCT 3a CEKOE IMPETIPHjaTHe U CEKOj
nasap.

CONCLUSION

The tendency of growth of the age limit of
internet users is an advantage in terms of ease of
smart targeting as an essential marketing process
for faster and easier finding of the ultimate
consumers, establishing and maintaining of two-
way communication with them and merging the
two, which would lead to keeping them and
putting them on the list of loyal consumers. Also
the growth of confidence in online payment is
considered to be a positive aspect. The great risk
that is brought by the very internet network in
terms of possibility of manipulating and the
difficulty to maintain 24h meeting the needs of the
consumers shouldn’t be omitted. However, in the
final observations from this study we can note that
smart targeting despite all its positive and negative
aspects represents a modern concept of great
importance in marketing of every company and
market.
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STRATEGIES FOR ACHIEVING
COMPETITVE ADVANTAGE

ABSTRACT

A company has ccompetitive advantage
over rivals whenit provides and retains as many
customers as possible and defend against
competitive pressures. There are many ways to
achieve a competitive advantage in the market, as:
creating the highest-quality product, providing
superior customer service, achieving lower costs
than competitors, having a more convenient
geographic location, designing products that
perform better than competing brands, making
technologically modern and long-lasting products
and providing buyers more value for the money(a
combination of good quality, good service and
acceptable price). In order a company to achieve a
competitive advantage in the market, it must
recognize what buyers perceive as a “high value”,
either a good product at a low price or premium
product that is worth paying more for. This paper
explains how a company can achieve a
competitive advantage using the theoretical expert
opinions.

Key words: competitive advantage,
strategies, competition, customers, value
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CTPATEI'NM 3A IIOCTUT'HYBAIBE
HA KOHKYPEHTCKA ITPEJHOCT HA
ITA3BAPOT

AIICTPAKT

KomnapatuBHa npeaHOCT OCTBapyBaaT
OHHME KOMIIAaHWU KOU C€ TpIKar ja ode3benar u aa
3aJprKaT LITO MOorosieM Opoj MOTPOLIYBAYU U /1A Ce
on0paHaT oOj NPHUTHUCOKOT Ha KOHKYpEHIIHjaTa.
Ilocrojar moBeke HayMHU 3a OCTBapyBame Ha
KOHKYPEHTCKa TPEAHOCT Ha Ia3apoT, Mery KOH
Ce: CO3/1aBamke Ha MPOU3BOJ CO BHCOK KBAJIUTET,
JlaBarbe CYIMEPUOPHH JIOTIONHUTEIHU YCIYTH Ha
HOTPOIIYyBauuTe, paboTeHe CO NOHUCKU TPOIIOH
O]l KOHKYPEHTUTE, IIOCEIyBarkbe Ha TIOTOIHH
reorpa)ck  JIoKallMMd ~ BO  ONM3MHA  Ha
MOTPOITYBAYUTE, TU3ajHUPAHE HA TIPOU3BOIU KOU
¢yHKIMOHMpaaT  HOJOOpO  OA  OHHME  Ha
KOHKYpEHIIMjaTa,  CO3JaBalkbe  IOCOBPEMEHH
TEXHOJIOIIKA U TOAOJITOTPAjHU IMPOU3BOAU WIIH
00e30emyBame TorojieMa BpeJHOCT 3a MapuTe Ha
noTpomryBauuTe  (KkoMOMHamMja  OA  BHUCOK
KBQJIUTET, J00pa yciayra W NPUCTAHU II€HH).3a
Ja MOXE eJHa KOMIaHWja Ja IIOCTHTHe
KOMIIapaTHBHA MPETHOCT HA Ma3apoT, Taa Mopa Ja
npero3Hae KaKBa BPEIHOCT Oapaar
MOTPOITYBAYNTE, Jaimd J00ap TMPOU3BOA IO
MOHHUCKA II€HAa MM MPEMUYM IMPOU3BOJ KOj ja
3acimy’KyBa BucokaTa 1eHa. OBoj Tpya o0jacHyBa
Kako eJHa KOMIIaHHja MOXe Jila OCTBapH
KOMIIapaTUBHA  MPEAHOCT  KOPUCTEJKU  TH
TEOPETCKUTE EKCIIEPTCKH MUCIICHbA.

Kiyunn 3a00poOBH:KOMIIapaTUBHA
MIPEIHOCT, CTpaTeruu, KOHKYpEHIIH]a,
MOTPOIIYBa4H, BPEAHOCT
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1. OCHOBHM 'EHEPUYHUA
KOHKYPEHTHHU CTPATEI'NHA

KonkypeHntHa  cTpateruja Ha  enHa
KOMIIaHMja 3HAaYdl [pe3eMameuyekopu 3a Ja
npHBJIieYe TOrojeM Opoj MOTPOIIyBayd, Ja IO
U3JPKU TPUTHUCOKOT HAa KOHKYPEHIMjaTa M Ja ja
moAoOpu  cBojara  TMO3WIMja Ha  Ma3apor.
Konkypentnata crparermja uMa 3a LI
KOMIIaHH]jaTa Jia C€ CIPOTUBCTABH M JIa TH IMO0SIH

CBOUTE KOHKYpEHTH U  Ja 00e30enu
KOHKYpPEHTCKa IPETHOCT Ha na3apor.
Crparermjata MoOXxe Ja Ouje arpecwBHa,

on0OpaHOeHa WM Jla C€ MEHYBa OJ] €JIHa BO Jpyra
dbopMa BO 3aBHCHOCT O] YCJIOBHTE Ha I1a3apoT.

Paznuunute crietupuIHA UH]YCTPUH,
pasnM4yHaTa  Ia3apHa  CPeAWHA, BHATPELIHU
cocToj0M  BO  KOMIIAHUHTE,  MEHALCPCKH
CTPpYKTYypH,  JOBeAyBaaT JO II0jaBa  Ha

MHOTYOpOjHH KOHKYpeHTCKH ctpaTteruu. [locrojat
TOJIKY KOHKYPEHTHH CTPaTerud KOJIKY IITO
KOMIIAHUU Ce HaTIIpeBapyBaaT Ha Ma3apoT.

Cemak, BO TMPUHIMI, MOXaT @ Ce
U3[BOjaT CJIEJHUTE OCHOBHU KaTeropuu Ha
crparerum:

A) Crpareruja Ha JMIEPCTBO CO HUCKHU
TPOIIOIIH,

b) Crpareruja Ha nudepenuujanuja u

B) Crparernja Ha ¢Qokycupame (HUYe-
cTpaTeruja).

A) Crparternja Ha JHMIECPCTBO CO HHUCKH
TPOIIOLH

CrpareryjatTa Ha  KOMIaHWjaTa  Ja
NpeIHUYN CO HAJHUCKU TPOUIONM € MOKEH
KOHKYPEHTEH TMpHCTal BO CJy4Yaud Kora Ha
MOTpOIlyBauuTe HajOMTHU UM ce ueHute. Llenta
Ha OBaa CTpaTervja € Ja ce OJAPKU IIEHOBHA
MPEIHOCT Mpea KOHKYPEHTHUTE, Ja CE€ KOPHUCTaT
HHUCKUTE€  TPOIIONM 32 HUCTUCHYBamke  Ha
KOHKYPEHTUTE U OCTBAPYBAalkE Ha IOrOJIEM
Ma3apeH ynel, Kako U OCTBAapyBamke Ha MOT0JIEM
npodut co mpoaax0a Mo MOHUCKH IICHH.

KomnanunTe kou cakaat ga ce JUIEpHu CO
HUCKHM TpoOIIOLM, Tpebda Ja uMaar BKYIHH
TPOIIOIY MOHUCKH OJf OHUE HAa KOHKYPEHTHUTE, HO
Tpeba Na BHMMaBaaT Ja HE CO3/ajaT MOTrpelrHa
CIMKa Kaj TOTPOIIyBAaYMTE JIeKa IIIacupaar

"®Michael E. Porter, Competitive Strategy: Techniques for

Analyzirlg Industries and Competitors (New York: Free Press,
1980), chap. 2, especially pp. 35-39 and 44-46.
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epTHHH, HEKBAIUTETHH mpousBoau.OBa ce
peanu3upa Ha JBa HAYMHHU: a) pabOTEHmE CO
norojeMa e(UKACHOCT W KOHTpOJa Ha CHUTE
TPOIIOIH 32 CUTE€ aKTUBHOCTH U 0) OTCTpaHyBambe
Ha HEKOW HEMPUOPUTETHH AaKTUBHOCTU KOH
npojaynupaar Tpomond. /[Bata mpucranu Moxar
Ja ce kopucrar cumyiaradHo. Kommanuure
NIOCTUTHYBAaaT TPOIIKOBHA TPEAHOCT MPEKY
3alTequ Kaj CHTE AaKTUBHOCTM KOW TH BpILIAT.
Peuricn HUTY enHa aKTUBHOCT HE € IOIITE/ICHA.
KomnanuuTe nMaar mreyMBa OpraHU3alMoOHA
CTPYKTYpa 3ajaKHaTa CO CIIaPTaHCKO OJJHECYBAmbE,
M OTrpaHM4yyBaaT JOOWMBKHTE 3a MEHALIMEHTOT,
NOKa)XyBaaT  HETOJIEpaHIMja 3a OTmajg H
HENOTpeOHO TpOIICHe, MHTEH3UBHO TH Cieaatr
OapamaTta 3a Tpoliewme o OyieroT u Oapaar
IIEIOCHA T[MOCBETEHOCT Ha BpabOTEHUTE BO
KOHTpoJa Ha TpomonuTe. Kora e BO3MOXHO,
KOMITaHWjaTa €JIMMHUHUpPA IEN aKTUBHOCTH Of
paboTEmETO 3a J1a 3aIITE/IH.

Komnanujata co HajHUCKH TpoUIOH Tpeda

na ce oAOpaHu Of CIEAHUTE MeT KOHKYPEHTHH
111

NPUTHCOLIN:

A) KoHKypeHTH: TIPUTHCOKOT  Of
KOHKypEHIIMjaTa ce€ OJHecyBa Ha OpojoT u
CcrocoOHOCTa Ha  KOHKypeHTHTe.  JIOKOJIKY

KOMITaHHjaTa WMa TMOBEKe KOHKYPEHTH, a THE
HyJaT €THAKBO AaTPAaKTUBHHU MPOU3BOJM, TOTAIl
HajBEpOjaTHO KOMIIaHHWjaTa HMa Majla MOK U
BJIMjaHUeE. Jlokonky nobaByBaunuTe u
MOTPOILIYBAYUTE HE C€ Ccrorojar aodpo co
KOMIIaHWjaTa, THE Ke copaldoTyBaaT co Jpyru
komMnanuu.CIIpOTHBHO Ha OBA, JOKOJIKY HHEIHA
Jpyra KOMIIaHUja He TO HyAH OHa IITO T MpojaaBa
KOMITaHHWjaTa, Taa K€ MMa rojieMa KOHKYpPEHTCKa
cuia.

b) KynyBaum: ce olHeCcyBa Ha TOa KOJIKY
€ JIECHO 3a KylyBauuTe Ja TIM Hamajar
nenute.OBa 3aBUCH O] OpOJOT Ha KyIyBaud Ha
na3apoT, 3HAYECHETO Ha CEeKOj WHIUBHIyaJeH
KylyBad, TPOIIOUUTE 3a TpaHcep oI eneH Ha
JpyT TPOU3BO/I, YCIyra Uil KOMIaHH]a.

B) /lobaByBaum: ce ojHecyBa Ha ToOa
KOJIKY € JIECHO 3a JoOaByBauMTe Jia TW 3rojiemar
LIEHUTE, IITO 3aBUCU O]l OpojoT Ha N0OaByBayH,
YHHKAaTHOCTA Ha MPOU3BOAUTE, CHJIaTa W
KOHTpoOJlaTa ~ IMTO THE ja  WMaaT  Bp3
MOTPOLIYBAUYUTE W TPOLIOLUTE 3a IMpedpiyBame
OJ1 €JIeH Ha JAPyT 100aByBad.

" Aaker, David A. "Managing Assets and Skills: The Key to a
Sustainable Competitive Advantage.”" California Management
Review, USA, 1999



) Bie3 Ha HOBM NOTEHUMjaHH
NMPOM3BOIMTENN:E  CIOCOOHOCT Ha  HOBUTE
KOHKYPCHTHU Ja Biie3aT Ha ma3apoT. JIOKOJKy ce
noTpeOHU TIOMaIM TPOUIOIU BO BPEME WIIH TapH
3a BIe3 Ha Ta3apoT UIOPH CaMO HEKOJIKY
CKOHOMHMH Ha O0eM WIM Maja 3aliTuTa 3a
KIIYUYHHUTC TCXHOJIOI'UU, TOoTrall HOBUTC
KOHKYPEHTH MOYAT JIECHO J1a BJIe3aT Ha 1a3apoT
Ja ja 3arpo3ar IMo3ulldjaTa HAa KOMIIaHHWjaTa.
CunHn W Tpajuu Oapuepu 3a BIle3 Ha HOBHU

KOHKYPEHTH C€ BOCIIOCTaByBaaT caMO CO
OJIIP’KyBame Ha KOHKYPEHTCKA MPEIHOCT.

) CyncrutrytH: ce oOJHeCyBa Ha
CIIOCOOHOCTa Ha KOHKYPEHTHTE Ja NpOoHajaatr
HOBHU )51 pasiinuHu Ha4YuHU 3a

UMUTHUPABE/KOMUpamke Ha MPOU3BOJAO0T. JIOKOIKY
MPOU3BOJIOT WM YyCiyrara JIECHO c€ KOIHpa,
TOTall Toa ja ociabHyBa KOHKYpPEHTCKaTa MOK Ha
KOMITaHHjaTa.

Kommnanuute, nunepruco HUCKU TPOILOIIH,
uMaaT TPEAHOCT BO TNPUBJICKYBale HA OHHE
MOTPOIIIYBAUX 3a KOM IleHaTa € HajouTeH (akTop
NpU JIOHECYBame Ha OJUIyKa 3a KylyBame. 3aToa
OBHE KOMIIAHMM MOpa Ja TM MeHayupaar
TPOMIOIHTE, CEKOTall J1a OUaT TOHUCKH O]l OHUE
Ha KOHKypeHLlWjaTa. 3aoBaa cTpaTeruja HajOuTHa
e edukacHocra. KoHKypeHTHaTa cTparerrja Koja
Cce 3aCHHBA Ha JIMAEPCTBO CO HAJHUCKH TPOLIOLH €
0co0eHO NmpenopavwinBa Kora:

A) Ce mnpousBeayBa CTaHIapAU3HPaH
MPOM3BOJ] BO rojieMu KOIu4uHU. OBOj MPOU3BO/I

MMa  OMNIITH  KAapaKTePUCTUKH,  3aJI0BOJyBa
WUCTW/CIIMYHU  ToTpeOu  HA  TOojeM  Opoj
MOTPOIIYyBAYM U 32  HUB  TPH  UCTH

KapaKTepUCTUKH, NepPOpMaHCH U KBAIUTET Ha
IIPOU3BOJUTE, IIPECY/IHA € LIEHATa 3a JIOHECYBAKE
OJUTYKa 3a KyIlyBame,
b) lleHoBHata  mpexHOCT  mHOMery
KOHKYPEHTHUTE € TOMHUHAHTHA KOHKYPEHTHA CUJIa,
B)Kommanujata uma romeM yzaen Ha

1a3apoT, CO JIECEH M CHUTYpPEeH MpHUCTal [0
pecypen,

I")Hema ronema nuBep3udukanuja nomery
IIPOU3BOJIUTE,

1) CrnpeMHOCT Ha MEHAIMEHTOT Ja TH
HaMaJId TPOIIOLUTE HA PA3IMYHU HAYUHH, KAKO:
MPUMEHa Ha HOBH TIPOU3BOJIHH TEXHOJIOTHH,
KOpHUCTeHe Ha e(TUH TPOU3BOJEH MAH3ajH,
HaMaJTyBamkE€HATPOIIOIUTE3aIUCTPUOYIIN]a,
W3HaolambeHae(D THHUCYPOBUHH,
HaMaJTyBamkEeHATOOMBKUTEHUCT.

I") [MotpouryBaunte UMaaT rojemMa Mok Ja
MperoBapaat 3a HaMaJlyBamke Ha IICHUTE.
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Cenak, oBaa KOMIIapaTUBHA CTpaTerHja
umMa ®u  oxapenenn  Hemocraromu.  Co
TEXHOJIOIIKUOT pPa3B0j, HO U CO KOPHCTEHE Ha
noeTrHa pabOTHA CWJIA, KOHKYPEHTHTE MOJKaT
Ja T'M HamajaT TPOLIOLUTE U Ja ja 3arposar
no3uIyjata Ha KommaHujata. KOHKypeHTCKuTe
KOMITaHMH MOXaT JIECHO, 11a IYPH U eYTHHO Ja TH
KOMUPAaaT METOJUTE 3a IIOCTUTHYBAE HHUCKH
TPOIIOIIM HAa KOMIIAHHWjaTa, CO IITO Opry ke
IIOCTUTHAT KOHKYpEeHTCKa mpeanoct.Mcro Taka,
MOCTOM PU3UK IMOTPOIIYBAYUTE JIa TM MPOMEHAT
CBOUTE KYITyBauK{ HaBHKH, BKYCOBH,
npedepenunu. KommanujaTta xoja e ornceanara co
HaMaJlyBale€ Ha TpolonuTe, 3a0opaBa aa TH
CIIe/IM BaKBHTE Ma3apHU MPOMEHH, CO IITO MHOTY
JIECHO MOJKE J1a TH U3TYOH IOTPOLITYBadHUTE.

b) Crparteruja na nudepennujanmja

Crparerujata Ha gudepeHIHjanmja €
3HayajHa Kora IoTpeduTe Ha MOTPOILIYBAYUTE CE
MHOTY Da3JIMYHH 32 Ja C€ 3a/J0BOJAT CO €JCH
CTaHJapAu3upaH mnpousBoa. llenta Ha oBaa
cTpaTeruja € a ce co3jajie IpOU3BOA UM YCIyra
KOoja Ke ce pas3uKyBa OJl INPOU3BOAUTE WIH
ycayrute Ha KoHKypeHTuTe. OBaa crparermuja ce
¢doxycupa Ha NPOM3BOAHA JH(epeHIHjanuja. 3a
NMpUMEHa Ha OBaa CTpaTervja, HajBaAXHO €
KOMIIaHWjaTa Ja T HUCTpaxkyBa NOTpeOHTE Ha
MOTPOITYBAYMTE 3a Ja OTKpUE IMITO HUM HM €
BaXHO U BpenHo. Komnanumjata Ttpeba na
rocejlyBa pa3BOJHH BEIITUHHU, JOOPU OAHOCU CO
IUcTpuOyTepuTe, KpeaTHUBeH Kajiap, MapKeTHHT
no3HaBama.  KOHKypeHTCKa  TpPEJHOCT  ce
OCTBapyBa Kora J0BOJIEH Opoj Ha MOTPOLIyBauyM
CHJIHO K€ ce MOBp3aT CO YHHUKATHUOT MPOU3BOJ U
ke ce CIpeMHH Jia TuIaTaT MOBUCOKA 1I€Ha 3a HEero.
JudepenunjannjaTaHocunpopuTabuIIHOCTCEKOTa
HIKOTallOBUCOKATAIlCHAHATIPOM3BOIOTTHHAIMHUHY
BaJIONOJTHUTEITHUTETPOIIONMHATIPABEHI3aHEA.
JudepennujanyjaraeHeyCcreHaKoranoTpoIyBa
YUTEHETUBPEIHYBAAT/IOTIOTHUTEITHUTEKAPAKTEPHC
TUKU33]aroKynaTIpou3BOIOT.

Bo mnpuHIum, mocrojar HeorpaHU4YeHH
MOKHOCTH 3a TpPOM3BOJHA AH(epeHuujanmja,
Mery KOW: TOIOoOpuW TIPOM3BOAM W YCIYTH,
no100pHu MOCTHPOJAXKHU YCIIYTH, Moj00ap UMHIL
Ha KOMIIaHMjaTa, HOB BKYC Ha IPOU3BOJHUTE,
CEepBUC, TapaHILIMU U MONpPaBKU, HEOOUYEH JM3ajH,
CHTYPHOCT Ha TIPOHM3BOJIOT, 3alITHTA HA 3]JpaBjeTo
Ha MMOTPOIIYBAYMTE, LIEJIOCHA TajleTa Ha YCIYTU U
ci.HajarpakTuBHM ce OHHE CTpaTerud 3a



mudepeHnrjanija Kou HajMaJKy MOXar jaa oujar
npeAMeT  Ha  KONMUpamke M MMHTaluja.
Hudepenuujanujata TOTTHUKHYBA JOJTOTpajHA
KOHKYPEHTCKa IPEIHOCT aKo ce 3acHoBa Ha: 1)
TEXHOJIOIIKA CYINEPUOPHOCT, 2) KBaJHUTET, 3)
HorosieMa yciay)KHa TOApPIIKA 32 HOTPOIIYBAaUYNTe
1 4) norojieMa BpEAHOCT 3a MapuTe.

JudepeHuupameTo JaBa NPeIHOCTH3A
KOMIIaHWjaTa OM/IejKH TOTPOIIYBaYUTE CTaHyBaatT
JIOJallHA Ha Pa3IMYHUOT MPOU3BOJ U CE€ CIPEMHHU
Jla TIaTat noseke 3a Hero. McTo Taka, ycrnemrHara
mudepennyjanmja: 1) mocraByBa Oapuepw 3a
HOBHTE KOHKYPEHTH KOHM cakaaT Ja Bie3aT Ha
11a3apoT, 2) ja HamallyBaaT MOKTa 3a IIPEroBapame
Ha TOJIEMUTE KYIyBa4d M 3) rmomara KOMITaHHjaTa
7la ce 3alUTUTH O] CYIICTUTYTH.

Kaxko [IpaBUIIO, CTpaTErunuTe 3a
nudepeHyjanrja Hajaoopo GyHKIHOHUPAAT BO
CUTyaluu Kaje: 1) uma moBeke MOXHOCTH 3a
audepeHnpambe Ha IPOM3BOJOT WIIM yciayrara
WIHA TIorojieM Opoj Ha MOTPOIIYBadyd TM CMETaat
THE pa3NuKd 3a 3HAYajHU, 2) MNOTpeduTe Ha
MOTPONIYBAaUYNTE W HAYMHHUTE HAa KOPHCTEHE Ha
IPOU3BOUTE c€ pa3HooOpasHM U 3) camo

HEKOJIKY KOHKYPCHTHH KOMITAHUU KOPHUCTAT
CIIMYEH MpucTan 3a audepeHujamnmja.
BucTtuHcka BpeaHOCT, NepUHEeNnIHpPaHa

BPEeIHOCT U CHTHAJIM 3a BpeaHocT: KymyBauute
MHOTY PETKO IUIakaaT 3a BPEIHOCT Koja He ja
nepueniupaar, 0e3 orjiea KOJKy € YHUKaTeH
npousBonoT. OTTyka, BHCOKaTa ILieHa Koja ja
HaMeTHyBa cTparervjara 3a audepeHuujanmja ja
pednexkTrpa BpeAHOCTa KOja HABHCTHHA C€
UCTOpayyBa M BpEAHOCTa KoOja KYIyBayoT ja
nepuenuupa (Oypu Taa (aKTUYKM M Ja HE ce
ucnopaya). PakTuukata U MeplenuupaHaTa
BPEIHOCT MOXaT Ja Ce pa3iuKyBaaT Kora
KylyBauMTe MMaaT MOTEIIKOTHH OJHAIpPE] Iaro
nmporeHaT nmpou3BonoT. KymyBaunre 0e3 3Hacme

3a TMPOU3BOJOT YECTOMATH ja MPOILIEHYBaaT
HEroBata BpEAHOCTA MPEKy ‘CUTHaIu , Kako:
yriel Ha KOMIIAHHMjaTa, aTPaKTUBHO MaKyBambe,
pekiamMu, Opourypw, TMpOJaKHA TMPOMOIIH]a,
ornpema Ha MpO/1aBavoT, YAENIOT Ha
a3apoT,IePHOI0T HAa KOMITaHHjaTa BO OM3HUCOT,
neHata, npodecuoHaTHOCTa,  H3TIEAOT |

YCIYKJIMBOCTa Ha mpojaaBaunte. OBHE CUTHAIH 3a
BPEIHOCT MOXaT Ja OujaT 3HayajHU KOJIKY H
¢dakTHykaTta BpeAHOCT: 1) Kora mpupoaara Ha
nudepeHnupame € CyOjeKTHMBHAa MIIM TELIKO ce
MepHu, 2) Kora KylyBauWTe MpB MaT KylyBaat
TaKOB MPOU3BOJ WIH YCIIyra, 3) Kora HOBTOPHOTO
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KyllyBambe€ € PeTKO U 4) Kora KyIlyBauMTe HE ce
MIPUOUPIIUBH.

Pusuom  Ha  cTparermjara:  HeMma
rapaHiuy Jaeka audepeHiyjanyjara ke pe3yaTapa
CO 3Ha4yajHa KOHKYPEHTCKa MpeaHocT. [loKoiKy

HOTPOIIYBAUOT TJjela Maja BPEeIHOCT  BO
YHMKaTHOCTa (CO CTaHJApA€H MpPOMU3BOA CE
3a/l0BOJlyBa  HeromaTa  MoTpeda), TOramt

CTpaTerrjara Ha HUCKU TPOIIOUM € moxolpa of
cTpareryjara 3a audepennujamuja. Mcro Taka,
mudepeHnyjanydjata  HeMa CMHUCHIA  JOKOJIKY
KOHKYPEHTUTe Opry Mo’KaT Jia ja KOIUpaart.
OTTyka, 3a Ja KOMIIaHMjaTa HampaBU YCIIEIIHA
nudepeHnyjanrja, MOTPeOHO € Ja TMPOoHajIe
TPajHU M3BOPH HA YHHUKATHOCT KOM HE MOXKaT
Opry wiu epTuHO na ce komupaar. [lokpaj oBue
OCHOBHH HEJIOCTATOIM, OBaa CTpaTeruja ra uMa u
CIIC/IHUTE:

A) obun na ce nudepeHunpa MPOU3BOJ
BP3 OCHOBA Ha HEIITO IITO HE ja HAMaJlyBa IleHATa
3a MOTPOIIYBAYOT WM HE TO 3r0JeMyBa HETOBOTO
3aJI0BOJICTBO,

b) mperepyBame co audepeHiupame, co
IITO [IEHUTE CTaHyBaaT NMPEBUCOKH BO OJHOC Ha
KOHKYPEHTUTE WM KBAIUTETOT HAa TPOHU3BOIUTE
I'Ml HQJIMUHYBA TOTPEOUTE HA MOTPOIYBAYHUTE,

B) 3aHemapyBame Ha  CUTHAJHHUTE
BPEIHOCTH M TIOCBETYBamkE€ BHUMAaHHE CaMO Ha
MaTepHjaTHUTE KapaKTEPUCTUKH Ha TPOU3BOAOT
3a Jia ce MOCTUTHE JudepeHnnjanyja,

I') Hepa3zbupame MM HEMOXKHOCT Ja ce
UIEHTU(PHUKYBa HITO MOTPOIIYyBauYUTe CMeTaar 3a
BPEIIHOCT.

Crparerujata 3a audepeHLUpame Koja
uMa 3a Ied Ja UM JaJe¢ Ha TOTPOIIyBauyUTe
HorojeMa BpEeIHOCT 3a MapuTe OOWYHO 3HAYU
KOMOWHUpamke Ha HHCKHTE TPOUIONH  CO
3roJIEMyBambE Ha KBaJIUTET, yciyra,
KapakTepUCTUKH U nieppopmancu. Unejata e na ce
CO3/1a/ie CyNepHOpHa BPETHOCT CO 3aI0BOJIyBambE
WIM  HaIMHUHYBamkbe Ha  OYeKyBamaTa Ha
MOTPOLIYBAUYUTE TMPEKy MOBHCOK  KBAJIUTET,
ycayra, KapaKTepUCTUKHA WU TmeppopMaHCH 3a
CMETKa Ha HUBHUTE OYEKyBamba 3a [IeHaTa.

B) Crpareruja Ha ¢okycupame u
crneuMjaausamnuja

Crparerujata Ha (OKycHUpame 3HAYU
KOMIIaHH]jaTa Ja u30epe eeH CEerMeHT Ha ma3apoT
Kage IOTO  KyIyBayWTe HWMaaT  IOCEOHH
npedepenunn unu 6apama. OBOj cerMeHT (HUUE)
MOJe J1a ce neduHupa Kako reorpadcka neiHa,



noceOHU Oapama 3a KOPHUCTEH-€ Ha MPOU3BOAOT
WIN CIIOpea KAapaKTEPUCTHKHUTE HA MPOHM3BOAMTE
NPUBJICUYHU 3a MPUIMATHULUTE HA TOj CETMEHT.
OcHoBara Ha OBaa KOMIIapaTHMBHA CTpaTeruja e
WIN /12 Ce HACTaIlM CO MOHHUCKH IICHU O] OHHE Ha
KOHKYpEHIIMjaTa WU J1a ce TIOHYAN HEeUITO coceMa
pa3NUYHO OJ KOHKYPEHTUTE 3a TOj CETMEHT.
Crparerujata Ha (OKCyHpame 3HA4d TNPHMEHA
WIA Ha CTpaTerujaTa co HUCKU TPOILOUM WM Ha
cTparervjara 3a audepeHIrjanMja Ha TOMal
na3apeH IpocTop.

Crparerujata 3a QOKycHpame ¢ MOCeOHO
aTPpakKTMBHA NPH  CJIeJHUTEe  YCJOBH:A)
Ma3apHUOT CETMEHT € JOBOJHO roJIeM 3a Ja Oupe
npodutadbuiieH, b) mazapuuor cermeHT uma g06ap
MOTEHIIMjall 32 pacTeX, B) M3apHUOT CerMeHT He e
KpylMjaJleH 32  YCIeXOT Ha  TOJIEMHUTE
KOHKYpeHTH,[') kKommaHHjata Koja ce HacouyyBa
KOH CErMEHTOT TM MMa PECypCHTE M BEUITHHUTE
3a e(EeKTHBHO Ja IO OICIYXH CErMEHTOT,/])
KOMIIaHWjaTa KOja C€ HacodyyBa KOH CETMEHTOT
MOXE Ja TH H3ApKU TNPUTUCOLUTE Ha
HOBO()OpPMHUpPAHUTE KOHKYPEHTH Bp3 OCHOBAa Ha
3a7I0BOJICTBOTO M JIOjAJIHOCTAa Ha MOTPOIIYBAYUTE
BO TOj CETMEHT.

dokcynpamero Ha Jgen  OJ Ma3apor
Hajao0po ¢yHKuHMOHUPa Kora: 1) € ckamo Wiu
TEIIKO 3a MYJTHCETMEHTAJIHUTE KOHKYPEHTH Ja
TH 33/I0BOJIAT TIOCEOHWUTE U CHENHjaTH3HpaHH
noTpeOM Ha CErMEeHTOT, 2) Kora HUTY eJeH
KOHKYPEHT HE TPaBU HAIOp Jla Ce CIICIHjalTn3npa
3a Ma3apHUOT CETMEHT, 3) Kora KOMIIaHUjaTa HeMa
JIOBOJIHO PECYpPCH 3a Jia OTCIY)XH TMOIITHUPOK JIeT
OJ1 BKYITHHUOT Ma3ap U 4) Kora MHJIyCTpUjaTa UMa
MHOTY Pa3JIMYHH CEIrMEHTH M OBO3MOXYBa €IHA
KOMMaHHja Ja ce (oKycupa Ha CErMeHT Koj
0JIrOBapa Ha HEJ3UHUTE JaKU CTPAHU UMOXKHOCTH.

Crparernjata 3a  ¢oOKycHpame HMa
HEKOJIKY HelocTaTouu. EleH o1 HUB € MOYKHOCTa
KOHKYPEHTUTE Ja MpOHajlaT Ha4MH U TUE JIa TO
OTICITY’)KyBaaT TECHUOT Ta3apeH CErMEHT, 0COOEHO
aKo yTBpJAT JeKa MOKaT J]a 0CTaBapaT MOBUCOKU
npoduTH. J[pyr HEmocTaTOK ce jaByBa JOKOJKY
notpebute W npedepeHIuuTe Ha KyIyBauuTe ce
MPOMEHAT, CO IITO CE€ OTBOpaaT BpaTUTEC Ha
KOHKypeHTUTe. Tpero € MOKHOCTa CerMEHTOT J1a
CTaHE TOJKY aTPaKTHBEH INTO KOHKYPEHTHUTE HE
06U ro UTHOpHpae.

2. ATPECHBHM CTPATETHH 3A
OCTBAPYBAILE HA KOHKYPEHTCKA
MPEJHOCT
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ArpecuBHaTa crparerdja (cTpaTermja Ha
Hamaja), JOKOJKY € yCIelIHa, MOXeE Ja JIOHece

KOMIIApaTHBHA MPEAHOCT HAa  KOMIIAHHWjara.
[lporecor Ha Tpageme HAa KOMIIApaTHBHA
IPETHOCT 3aBUCH OJI KOHKYPEHTHUTE OCOOMHU Ha
uHaycrpujara. Taka, Toje  IOKpaTOK  Kaj

YCIyXKHHOT Ipolec Kaje IITo ce Oapa Maia
ornpemMa M AMCTPUOYTUBHA MOJAPIIKA, a HAJEKY
HOJO0JT BO KallUTAJIHO-UHTEH3UBHUTE,
TEXHOJIOIIKO-COPUCTUIIPAHN MHTYCTPUHU KaJle ce
noTpeOHM TOBeKke TOJMHM 3a pa3Boj Ha HOBA
TEXHOJIOTHja, TPaJCHeé HAa HOBH KAaNalUTETH H
npuaoOMBake  Ha  HOTPOIIyBauuTe3a  HOB
npousBoa. IlpemHocra mMoxe na Ouae orpoMmHa
(mareHTH 3a HOBU JIEKOBH BO (hapMaleBTCKaTa
UHIYCTpHUja) WM ToMana (MHOyCTpujaTa 3a
o0sieka Kajie MOIyJapHUTE HOBH JHM3ajHU MOXKaT
JecHo na ce konupaar). [lo ycnemnaTa arpecuBHa
CTpaTervja, KOMIaHUjaTa y>KUBa OJpesieH MepHo
Ha OeHeUIMU O KOHKYPEHTCKaTa MpPEIHOCT.
JlomkuHata Ha OBOj mnepuoa Ha OeHeduUn
3aBHCH OJI TOA KOJKY BpeMe MM € TMOTpeOHO Ha
KOHKYPEHTUTE Jla JaHCUpPaaT KOHTpa-arpecCUBHU
NOJUTUKA M Cce J0OMMKaT [0 KOMIIaHWjaTa.
[lononruor mnepuox Ha OeHebpuuuu U JaBa
MOXKHOCT Ha KOMITaHHWjaTa Ja 3apaboTH BHUCOKH
npoputu u na ' MOBpaTH
nnBectunuute.Hajnobpute crpareruu 3a Hamaj
JlaBaaT TOJIEMM KOMIIApaTMBHU TPEAHOCTH H
nonru  mepuoau  Ha  OeHepunuu.  Kora
KOHKYpEHTUTe Ke OJAroBOpaT CcO  KOHTpa
arpecMBHU CTPATErWy, TOTAIl 3alOYHYBa MEPHOJ
Ha epo3uja. Cekoja KOMIapaTHUBHA MPEAHOCT KOja
Ke ja HaMeTHEe KOMIIaHWjaTa MOXe Ja Ouje
epo/MpaHa co aKLUU Ha KOMIETEHTHH, O0raTH co
pecypcu KoHKypeHTH. Taka, 3a 1a ce OMIpKH
NpBOOMUTHATAa MPEJHOCT, KOMIaHWjaTa Mopa Ja
pa3Bue BTOpa arpecuBHa ctpareruja. OCHOBHTE 3a
BTOpaTa arpecMBHa cTpaTeruja Tpeba nga ce
MOCTaBaT 3a BpeMe Ha MepuojoT Ha OeHepuIuu
CO IITO KOMIIaHMjaTa ke Oujie MOArOoTBEHa Ja ja
JaHCUpa KOra KOHKYPEHTHTE Ke OAroBOpaT Ha
MPEeTXOHAaTa arpecuja. 3a Ja yCreuHo ja oJApKu
KOMIIapaTHBHATA MPEIHOCT, KOMITaHHMjaTa Mopa Ja
oCTaHe MIpeJ] KOHKYPEHTHTE CO OCMMCIYBame Ha
arpecWBHU CTpaTeruu, eaHa 1o apyra. [locrojar
1IeCT HAYMHM 32 CIPOBelyBame Ha arpecuBHA
CTpaTerI/Ija:112

112Por‘cer, Michael : “From Competitive Advantage to Corporate
Strategy”. Harvard Business Review May-June (3): 43-59, 1987



A) Haman Ha cuiHUTE CTpaHU Ha
KOHKYPEHTOT,

b) Hamang wna cnabute cTpaHu Ha
KOHKYPEHTOT,

B) Cumynran Hanaj Ha oBeke (pOHTOBH,

I') Kpajuo-somenn Hanmaaum (End-run
offensives),

) I'epwita Hammanu u

I) IIpeBeHTHBHN HANATH.

A) Hamax Ha CcWIHHTE CTPpaHM Ha

KOHKYPEHTOT (Attacking Competitor
Strengths)
[Tocrojar J1BE IIPUYUHU 30LITO

KOMIIaHU]jaTa JUPEKTHO OM CE CIIPOTHBCTABUJIA HA
CBOJOT KOHKYPEHT, U TOa CHJIHA CTpaHa CO CHJIHA
CTpaHa, IieHa MPOTUB 1IeHa, MOJIEN POTUB MOJIEIT,
IIPpOMOTHUBHA TaKTHKa IIPpOTHUB IIPOMOTHBHA
TaKTUKa, reorpad)CKO MECTO MPOTHB reorpad)cko
mecto. IlpBara mpuumHa € 1a ce mnpurpadu
MOTOJIEeM TMa3apeH ylel CO WCTUCHYBamke Ha
nociyabuTe KOHKYpeHTH, a Jpyrarta € jaa ce
MOTIEHH  KOHKYpEHTCKara  MHpEeJHOCT  Ha
IMOCUJIHUTEC KOHKYPCHTH U Ia CC HaMallu ja3OT CcO
HUB. YCHEXOT Ha JUPEKTHAaTa arpecHBHA
MOJIUTHKA 3aBUCH O/ COOJTHOCOT HA TPOUIOIHUTE M
oenedummmTe 011 Hea.

HananHTe Ha CHUJIHUTEC CTpaHHu Ha
KOHKYPEHTOT ~ MOXaT Jla pe3yjlTHpaar co
HaMalyBalkb€ Ha NEHUTC, HWHTCH3WMBUPAKLC Ha
peKIaMuTe, BOBE/IyBambe Ha HOBH
KapaKTCpUCTUKU Ha IMPONU3BOJUTCE, HOBH
MPOU3BOJICTBEHH KAAIIUTETH, HOBH TEXHOJOIIKH
MOCTUTHYBaka ® ci. HajaoOpa crtparermja e
arpecopotT Ja HamaJHe CcO €aHAaKBO Jo0ap
MIPOU3BOJI, HO CO MOHKCKa 1eHa. OBa JToBeyBa 110
MOrojieM Tas3apeH yaen JOKOJKY LEITHUOT
KOHKYPCHT UMa CUJIHU IIPUYUHHA Oa HE ' HaAMaJIu
IIEHUTe W JOKOJKY KOMIaHWjaTa THU yOeau

KyIyBauuWTe JeKa HyAM HCTO Taka jo0ap
IIPOU3BOI.
b) HanagnaciaburecTpaHMHAKOHKYPEHTOT

(Attacking Competitor Weaknesses)

Kaj oBaa  arpecuBHa  CTpareruja,
KOMIIaHH]jaTa ce KOHIIEHTpHUpa Ha JUPEKTEH Haraj
Ha cirabuTe CTpaHW Ha KOHKYpeHTOT. Cnabu
CTpaHM KOM MOXaT Jla Cce HamajJHaT Kaj
KOHKYPEHTOT ce:A) Hamag Ha TeorpadCcKu
pPErMOHN KaJae KOHKYPEHTOT uMMa clad maszapeH
ynen,b) Hamax Ha 1a3apHU  CETMEHTH KO

119

KOHKYPEHTOT T'M 3alocTaByBa WM Cj1ab0 TH
OTICITY)KYBa,B) Hamaj Bp3 KOHKYPSHTH KOW MMaat
nmocaad  KBAIMTET,  KapaKTCPUCTUKH WM
nepodppmMaHcn Ha TnpousBojoT,’) Hamam Ha
KOHKYPEHTH KOM HE TH OICIy)XyBaar Ja00po
noTpouryBaunte,/]) Hamajg Ha KOHKYPSHTH KOM
pMaaT cnaba mpoMoIHja M MMHU Ha Openm, 1)
HamaJ Ha Ia3apHu JUJACPH KOW MMaaT ja30BU BO
HUBHUTE mpous3BojAHM JuHMKM,E) Hamag Ha
nazapHu JIMJACPU KOW WMICHOPHpaaT HEKOH O]
MOTPEOUTE HA IOTPOIITYBAYUTE.

Kako mnpaBwio, Hamagute Ha
ciabute CTpaHM HAa KOHKYPEHTHTE HMaar
oJ0OpH MOXKHOCTH 3a YCIIeX OJI HamajauTe Ha
CWJIHHUTE CTpPaHU, OCOOCHO aKo CIAOWTE CTpaHH
NPETCTaByBaaT paHa 3a KOHKYPEHTOT M TOj €
daTeH Ha W3HCHAAyBamke M HECIPEMEH 3a
on0paHa.

B) Cumyaran HanagHa mnoBeke ¢(POHTOBH
(Simultaneous Attack on Many Fronts)

[lonekoram KoMIaHHWjaTa Koja Hamara
JaHCUpa IOBeKe WMHULMJaTUBM CO 1LeJ Ja ce
OTCTpaHM KOHKYPEHTOT O] Ia3apoT WIH Ja ce
HarpaBH IIPUTUCOK TO] Jia ce (pokycupa Ha apyru
KOHKYpeHTH/ ma3apu. Taka, nmpe HeKOJIKY TOJMHH
komnanujata Xant (Hunt) Bomena arpecuBHa
MOJINTUKA HA MOBEKe (POHTOBU MPOTUB CHUIIHUOT
KOHKypeHT XeuH3 (Heinz), Ha ma3apor 3a keuarl.
Ha nmoueroxor, XaHT BOBeNn JBa HOBM BKyCa Ha
Keyall co 1Iedl Ja ce MOTTMKHAT HOBH
npegepeHnn Kaj MOTPOIyBauuTe, I0TOA CO3/1ajl
HOBM TNa3apHU CEITMEHTH M MpaBel Hamopu 3a
MIpeB3eMamkEe Ha MOBEKE MPOCTOp Ha MOJIMIIUTE Ha
npoaaBHuimre. CuMynaTaHo, XaHT TM HaMaluwl U
nenurte 3a 70% BO OJHOC HA IICHUTE Ha XEHUH3,
HyJen OOHYCHM 3a HajaoOpuTe MpoAaBayH, IO
3rosieMui OylIeTOT 3a peKjIaMHpame 3a JABa NaTH
01 0HOj Ha XenH3. ArpecuBHaTa cTpareruja ouna
HEyCHenHa OuACjKu TOJeM el OJ JIOjaTHUTe
MOTPOLTYBauX Ha XenH3 He Onie 3auHTepecupaHu
3a keyanmoT Ha XaHT, a TMaKk Jenl of
MOTPOLIYBAUUTE KOU TO Mpobajie KedamoT Ha
XaHT ce MPeJOMUCIUIIE U CE BpaTUjie MOBTOPHO
Ha KevarnoT Ha XeuH3. OTTyka, 3a KOMIIaHHUjaTa
KOja BOJM BakKBa cTpaTerdja MHOTY € OWTHO Ja
uMa pecypcH, Jla ce HaMeTHE KaKo Ma3apeH JHep
U J1a ja 3aJIp’KU CBOjaTa KOHKYPEHTCKa MPEeAHOCT.

I') Kpajuo-Boaenn Hanagu (End-Run
Offensives)



KpajHo-BojeHn Hamamu 3Hayar 1a
Ce OCBOjaT HOBH TMPEIU3BHUIM, TPH  IITO
KOMIIaHWjaTa Ja HE Cc€ CIOPOTUBCTaBH Ha
KOHKYPEHTOT CO arpeCMBHO HamallyBame Ha
[IEHUTE, CO 3rOJIEMEHO PEKJIAMUPAhE M BHCOKH
Tpomond. Mpuejata e jma ce  3ao0uKojaT
KOHKYPEHTUTE M J]a C€ OCBOM COcCeMa IIpaseH,
HEOKyIHpaH ma3apeH mnpocrop. Kako mpumep 3a
BaKBU CTpPATETUU CE arpeCHBHO HACTAIyBambe Ha
reorpad)cka 00JIaCT KajJie HeMa KOHKYpPEHTH,
CO3/1aBalb¢ HAa HOBU TMa3apHU CETMEHTH MPEKY
BOBCJYBalkb¢ HA TMPOU3BOAM CO  Pa3IMYHH
KapaKTePUCTUKH ¥ epOPMaHCH KO MOJ00PO TH
3aJI0BOJIyBaaT MOTPEOUTE HA TOTPOLITYBAYUTE WIIH
BKIIy4yBamke Ha HOBA T'eHEpalyja Ha TEXHOJIOTHH
CO KOM Ke Ce IPOMEHAT IOCTOCUKHUTE MPOM3BOIN
WM pou3BoaHUTE Tiporieck. Co OBHE CTpAaTervu
KOMIIaHMjaTa MOX€E Ja OCTBapu 3HayajHa
IIPEHOCT BO HOBHOOJIACTH.

) I'epuna nanaau (Guerrilla Offensives)
I'epuna Hamagure ce ycnemHu 3a

Majid KOMIIaHHWHM KOU HWJIM HEMaaT pECypCu HIIN
HEMaaT OOBOJIHA IIa3apHa BHUJIMBOCT 3a Ja TI'U

HamagHaT MHAYCTPUCKUTE Juuepu. [ epuia
HaIlaJuTe ro KOPUCTAT MPUHLMUIIOT Ha “HAIlaJ{HU U
Oeraj”, cO CeNeKTMBHO Hamarame 3apaau

MPUBPEMEHO HCKOPHCTYBalke Ha CHUTyalMjara 3a
cBoja kopHucT. [TocTojaT HEKOJIKY HAYMHHM 3a J1a Ce
CIIPOBE/IaT OBHME TepUIa HAMAIHU:

A) Hanman Ha TeceH, mai, A00po

neUHUpaH Ta3apeH CEerMEHT Koj € cJabo
oJ10paHeT 0]l KOHKYPEHTHTE,
b) Haman na oOnactu Kane

KOHKYPEHTUTE C€ MPEMHOTY paclpoCTpaHeTH U
MMaaTr HaceKaJie PalTPKaHU pecypcH (ILen € Ja ce
OCBOjaT TOTPOIIYBauYd BO TOMAJKy HaceJIeHH
reorpa)cku 00JaCTH, Aa c€ 3roJeMH U MoJgo0pu
UCTOpaKaTa BO NEPUOJIU KOTra KOHKYPEHTHUTE He
TH BpIIAT THE WCIOpPaKW, Ja c€ MoAo0pHu
KBAJIUTETOT KaJe IITO KOHKYPEHTHUTE HE BpIIaT
KOHTpOJIa Ha KBaJIHTETOT, Ja ce moxoopar
TEXHUYKHUTE YCIYTU KOra KyImyBauuTe ce 30yHeTH

ol OpojoT Ha KOHKYPEHTHH MOJAEIU U
KapaKTEePUCTUKH),

B) CnopoBenyBamkbe Ha Majw,
CIIy4ajHH HAmaJayd Ha JUACPU CO TAaKBH TaKTHUKU
KaKko CJIy4ajHO HaMallyBalke€ Ha  IICHUTE,
W3HEHA/HO  3rojJeMyBame Ha  IPOMOTHUBHH

aKTUBHOCTH, MPEKPIIyBalk€ Ha MAaTeHTU U Hedep
peKIIaMUpame.
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I') lpesenTusuunanagu (Preemptive
Strategies)

[IpeBeHTHBHUTE CTpaTEeTUU 3HAYAT
JIBUKEH-€ KOH CUTYpHA U MOBOJIHA MO3UIHja KOja
KOHKYPEHTUTE ja 3aHeMapwie WIM He ce
3aMHTepecupanu 3a Hea. [locTojar nmoBeke HaYMHU
Jla ce CTeKHe IpHUMapHa CTpaTellka MO3HIHja CO
IIPEBEHTUBHU YEKOPU: A) na CENpOIIUPHU
MPOU3BOJHUOT KamaluTeT Mpe] Aa Ce 3roJeMH
naszapHara 1odapyBayka co HaJleX KOHKYPEHTHTE
na He mpojaBaT uHTepec. Kora KOHKypeHTUTe
yIITE HE CE CBECHM M HE CO3/aBaaT KalaluTeT
(BUIIIOK Ha TMOHYIA) M TOMAaJKy Td KOPHUCTAT
KalaluTeTUTe, KOMIIAHHWjaTa CO IPEBEHTHUBEH
HaraJl OCTBapyBa MOTOJIEM Ia3apeH Yl TOKOJIKY
nazapHara nobapyBauka pacTe U IEJIOCHO ce
HCKOPHUCTYBa HEj3UHUOT MIPOU3BOJICTBEH
KaranuTeT.b) 1a ce moBp3aT HajmoOpUTE M3BOPU
Ha CyYpOBHHH CO HajnoOpuTe ¥ HajCUTypHHUTE
no0aByBauM IMPEKY JOJTOPOYHU JOTOBOPH WITU
BEepTUKaJIHA WHTerpauyja HaHazan.B) nma ce
o0e30ean HajmoOpa U aTpakTuBHA reorpadcka
nokanuja, ') ma ce mobue OM3HHC 3a MPECTHIKHU
notpouryBaun,J[) 1a ce M3rpagd TMCHUXOJOUIKH
UMHII BO MHCIUTE Ha NOTPOIIyBauuTe JieKa
MPOU3BOJOT € YHUKATEH, TEIIKO CEe KOMHpa U €
mHory  atpaktueen.l) ma ce  obesbenu
€KCKIy3UBEH WJIM JIOMHHAHTEH TMpHCTall 10
Hajoopute qUCTpuOyTEpH BO 00OJIacTa.

[IpeBeHTHBHUTE  CTpaTeTuu  ce
KOPHCTAT YCHEIIHO OJf MHOTY KOMITaHWHU. Taka,
pecropanotr I'enepan Mwuic Pex JloGerep
(General Mills' Red Lobster) ce crekHanm co
IprUMapHa MO3MIHMja BO PECTOPAHCKHOT OHM3HHC
MIPEKY BOCMOCTAaBYBakE HA CUITHA BPCKH CO MHOTY
CUT'ypHH J100aByBaun Ha Mopcka xpaHa. [le beepc
(De Beers) craman JOMHMHAHTEH CBETCKH
TUCTpUOYTEp HA JMjaMaHTU TPEKY KyMyBame Ha
MPOU3BOJICTOTO O/ MHOTY 3HAYajHU PyTHHUIM Ha
JUjaMaHTH.

32 ma ce Oume YycHemieH BO
MIPEeBEHTUBHUOT Halaj, KOMIaHHjaTa He Mopa Ja
rH OJIOKMpa KOHKYPEHTHTE O] CJEICHhe WIH
KONMpame, TYKy eJHOCTaBHO Tpeba Ja ce Oopu aa
3a3eMe MpuMapHa TMo3uIlHja.

IIpeamer Ha cTpaTerum 3a
NOCTUTHYBahe HA KOHKYPEHTCKA MPeIHOCT
Kommanunre xom  “‘Hamaraatr”

Tpeba Ja 3HAaT KOM CE€ HUBHU KOHKYPEHTH H
HAaYMHUTE KaKo Ja r'W HanajaHaT. Kommanum xou
arpecHBHO MOXaT J1a CE HaIla(HaT Ce:



A) IlazapHu Juaepu:arpeCUBHUOT Hanaj
Ha CWJIHHTE JHJEPU HOCH PHU3MK 3a I'yOeme Ha
JparolieHd pecypcl M MOXE Ja Ce CIy4H
BJIOXYBamke Ha TOJEM HAmop 3a Majl Ia3apeH
ynen. ArpecHBHUTE Hamaaud MMaaT CMHCIA CaMo
aKo JIMAEpOT, OJf acleKT Ha ToJIeMUHaTa Hu
[Ia3apHUOT yJell, HE € "BUCTUHCKU Juuep" U
100po HE Tro ONCIOyXyBa I1a3apoT. 3HaUM 3a
"paHmuMBOCT" Ha IUIACPOT MOXKAT Ja Oujar
HE33JI0BOJIHM  KYIyBauM, HaMmalyBame  Ha
npouToT, 3acTapeHu MIPOU3BOJIHU
KararuTeTH/onpema, MIPEOoKyIaIuja co
nuBep3u(uKanja  BO  APYTd  HUHAYCTPHH,
IPOM3BOJIHA JIMHMja KOja HE € BaxHa 3a
KOHKYPEHTUTE W KOHKYPEHTCKa CTpaTeruja Koja
HeMa BHCTHMHCKA MOK Oa3uMpaHa Ha JIMJEPCTBO CO
HUCKM  TpOWIONM  WIM  JudepeHnujamnyja.
Hanmanute Ha nuaepuTe UCTO Taka ce YCIEUIHH
JIOKOJIKY HamaradoT € BO MOXHOCT Ja TO
aKTHBHMPA CBOJOT CHHIMP HA HUCKU TPOIIOLH IO
aKTUBHOCTH WJIM HampaBdu JuQepeHnujanyja.
Hananute Ha nuaepute HE Mopa Jja UMaar 3a Lell
arpecopoTr Ja CTaHe HOB JIUJEp, TYKy caMo Ja
OCTBapHUIIOrojieMa mpoaaxoa.

b) Bropo-panrupanu KOMIIAaHHHU
(Runner-up firms):mamagure Bp3 mocaabuTe,
pPaHIMBU  KOMIIAHMMHOCAT TIOMAJld  PU3HIIM.
Hanmaramero Ha oOBHE KOMIAHMU € OCOOEHO
aTpaKTUBHO KOTa KOMIApaTHBHHUTE CUJIHHU CTPAHH
Ha HamarayoT OJroBapaaT Ha ciabuTe Ha BTOPO
paHTHUpaHUTE.

B) Kommanum kxom ce Ha pador Ha
nponact (Struggling enterprises that are on the
verge of going under):3naun aa ce mpeau3BUKa
KOHKYPEHT KOj € IIpU Kpaj Ha cBojaTa (pMHAHCHUCKa
cuJia U KOMIapaTHBHA MO3MIIM]ja U J1a C€ UCTUCHE
0]l Ta3apor.

I') Maau n0KaJHM ¥ PeruoHAJIHHU
komnannu (Small local and regional firms):
Ouaejku OBME KOMIAHMM MMaaT OTpaHUYeHa
eKCTepTH3a, HarmaradoT cO MOUIMPOKH MOXXHOCTH
MoOXe J00po Ja ce TO3MLIMOHMpa U Ja TH
npeB3eMe MOTPOIIYBAYUTE OCOOCHO OHHE KOH

uMaar OCOPHUCTULIUPAHT norpedu U
pasMuciyBaaT 3a npedpiayBame KOH —Jpyr
no0aByBadu.

ArpecuBHaTa  CcTpareruja

Mopa J1a Ouje moBp3aHa co Toa MITO KOMIaHUjaTa
ro MpaBH HAjA00PO, CO HEJ3UHUTE KOMMApAaTUBHU
cwiHA cTpaHu. Kako mpaBuiio, OBHE CHIIHHU
CTpaHu ce BO ¢opMa Ha KIYYHH BEIITHHH
(cocoOHOCT 3a HaMallyBamke Ha TPOIIOIUTE,
BEUITHHHU 33 YCIYXKyBamke Ha IOTPOIIYBAYHTE,
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TEXHHUYKaA eKCHCpTI/ISa) HWJIM YHUKATHA CHJIHA
(yHKIIMOHATHA KOMIIETEHTHOCT (MHXUHEPUHT H

IM3ajH  Ha  TOPOM3BOJ,  GKCIepTh3a  3a
IPOU3BOJICTBO, pEKIaMHpame U  IPOMOILHja,
MapKETUHT 3HACH-E).

3. OABPAHBEHU CTPATEI'NHN 3A

MOCTUTHYBAIE HA KOHKYPEHTCKA
MPEJHOCT

Ha  xoHkypeHTHUTE  ma3apu, CHTE
KOMIIaHWU c€ TpEeAMET Ha Hamaiu O]l CTpaHa Ha
KOHKYPEHTUTE. ATpPECHBHHUTE HamaJu MOXKaT Aa
Mpou3ie3ar U 0]l HOBOPOPMUPAHUTE KOMIAHUU H
0]l BeKe MMOCTOCYKUTE KOMIIAHUU KOU cakaar Jia ja
noo0paT cBojara mo3uiyja Ha ma3apot. Llenra Ha
o0paHOEHUTE CTpaTeTMd € Ja Cc€ HaMalu
PU3UKOT O] Hamas, Ja ce ociadHe BIMjaHHETO Ha
CEKOj Hamaj M Jla ce BIiMjac Ha HamarayuTe Ja TU
HAco4aT CBOWTE HAIAJHW KOH JIPYTH KOHKYPEHTH.
Lenra nHa opOpanOenata cTpaTerdja € Ja ce
3alBPCTH U OJJIP’KM KOHKYPEHTHATa MO3HIHja Ha
komnanujata.lloctojar moBeke HAYMHU  KOU
KOMITaHHjaTa MOXE Ja TM KOPHCTH 3a Ja ja
3allITUTH CBOjaTa KOHKYpeHTcKa mo3unuja. Enen
Ol TpHUCTANMTEe BKIydyBa OJIOKHpame Ha
HANaravyort nmpeky:

A) IpoummmpyBame Ha MPOU3BOIHATA JIUHH]A
Ha KOMIIaHUjaTa ¥ 3aTBOpAme Ha CUTE ja30BU KOU
ce MpeaMeT Ha HallaJ Ha arpecopor,

b) BoBenyBame Ha mMozenu/ OpeHAOBU KOU
UMaaT UCTH WM CIIMYHUA KapaKTePHCTUKU KaKo
OHHE Ha arpecopor,

B) 3anmpxyBame Ha IEHHUTE Ha HUCKO HHUBO
IITO O/IFOBapaaT Ha MOHYAUTE Ha arpecopoT,

I') CxknyuyBame Ha €KCKIY3UBHU JI0TOBOPU
CO JAuWJiepu U JUCTpUOyTepH cO 1Leda Ja ce
OHEBO3MOXXH KOHKYPEHTHTE Ja TH KOpPHUCTAT
UCTHUTE,

1) JaBame Ha TojieMu MOMYCTH 3a 00eM Ha
auiepd W aMcTpuOyrepu  co  Len  Ja  ce
obecxpabpar ga paboTtar 3a Apyru 1006aByBayH,

I) Ionyma Ha OecrulaTHH MM e()THHH
TPEHWH3H 3a MMPOJaBavUTE,

E) TIlocraByBame Oapuepu 3a
KOHKYPEHTHUTE J]a JA0jaaT A0 KylyBaud mpeky: 1)
oJ00pyBame CHelHjaIHu IIEHOBHHU IOMYCTH Ha
KyIyBauWTe€ KOW cakaaT Ja TIu [pobaar
OpeH/IOBUTE Ha KOMIIaHMjaTa, 2) KYIOHH H
OecrutaTHU TPHUMEPOIH O] TTPOU3BOIUTE 33 OHHE
KyIyBa4Ml KOU C€ CKJIOHM Ha €KCIIEPUMEHTHpaH-e
u 3) Op3u HajaBu 3a BOBEAyBakE€ Ha HOBH



NIPOU3BOM WM TPOMEHHU
IIPUBJICKYBABHE HA KYIIyBayH.

X) HamanyBame Ha BpPEMETO 3a MCIOpaKa
Ha pE3epBHU JIEJIOBH,

3) 3rosieMyBam€ Ha FapaHTHUOT NEPHOJ,

W) TlatenTupame Ha  anTEepPHATHBHU
TEXHOJIOTUH,

J) 3amTuTa Ha CONCTBEHOTO 3HAacHE 3a
MPOU3BO/IM, NPOM3BOJHU TEXHOJOTHH H JAPYTH
aKTUBHOCTH OJ1 CUHIIUPOT Ha aKTUBHOCTH,

K) KynyBamwe Ha nmpupoaHu pecypcu Kako
pes3epBa Ipej Toa Jja ro HarnpaBaT KOHKYPEHTHTE,

Jb) U3bernyBame Ha OHUE H0OABYBauM KOU
UM CIIyXaT U Ha KOHKYPEHTHUTE.

JIpyrHOT TpuUCTalm Ha CTpaTeruuTe 3a
on0OpaHa TMojapa3dupaar CHTHAJM3MPame Ha
CHJIHA MO3MIHja MpeJ HANAMTE HA arpecopor.
Ilenta e na ce oxBpaTu O] HamaJ arpecopoT WM
TOj Jla ce MPEHAcOoYd KOH JIPYTUTE KOHKYPEHTH.
Toa curnanusupame BKIydyBa:

A) JaBHO mHpOpMHUpame HA MEHAIMEHTOT
3a Heropara 3aJi0’k0a /1a ce OJJIp>KU ITOCTOCUKUOT
masapeH yJell Ha KOMIIaHujaTa,

b) JaBHO wm3narame Ha TIUIAHOBHUTE 3a
KOHCTPYKIIMja Ha COOJBETEH MPOU3BOJICTBEH
KalaluTeT 3a 3aJl0BOJIyBalkbe€ Ha 3rojeMeHara
nobapyBadka Ha 1a3apor,

B) HaBame jaBHM MHpOpPMaIUM 3a HOBU
MPOM3BOJM,  TEXHOJOLIKM  HAMpeloK WM
IUTAHUPAHO BOBEAYBame€ Ha HOBU OpPEHIOBU WIIH
MOJIENH,

I') JaBHa 3amox0a jaeka KoMmMIaHMjaTa Ke
BOJM TIOJWTHKAa Ha II€HW KakBa INTO HyJaT
KOHKYPEHTUTE,

1) [laBame Ha CHMJIHM KOHTpa-apryMeHTH Ha
YeKOpUTE€ Ha MociaaduTe KOHKYPEHTH CO Lel
3ajaKHYBaWb€ Ha COIICBEHUOT UMMI] ITPEJl jJABHOCTA.

Ha IlleHara 3a

3AKJIYYOK

busHuc crtpareruute ce JOHECyBaaT Co
LIe] /1a C€ MOCTUTHE KOMIIapaTUBHA IPEIHOCT Ha
nazapor. Ha xomnanunte wuM ce MNOTpeOHH
CTpaTErUy 3a Jja CE OCUTypaT JeKa PECYPCUTE ce
aloMpaHd Ha HajepekTuBeH HauuH. OTTyKa,
MIPEIN3BUKOT Ha KOHKYPEHTHUTE CTpaTeTuu 3a
HUCKHU TPOIIOIH, AudeeHIHjanrja 1 GOKyCcUupame
€ Ja ce Cco3/Jaje KOMIlapaTMBHa IPEIHOCT 3a
koMmnanujata. KommaparuBuara mpenHocT poara
Ol TO3MLMOHMPAKETO Ha KOMIIaHWjaTa Ha
na3apoT U HEJ3MHOTO  CIPaByBame  CO
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KOHKYpEHIIMjaTa BO IPUBJICKYBaHE Ha
MOTPOIITYBAYHUTE.

Ho, cekoja cTtpatermja He MoOXe Ja ce
npUMEHH  BO  CeKoja  curyamuja.  Taka,

CTpaTernjara Ha HHUCKH TPOIIOIM HAajao0po
(YHKIIMOHHpA BO CUTYAI[MH KOTA: HHYCTPUCKUOT
MpOU3BO KOj €€ HyAM € CTaHAapAu3HUpaH
OJTHOCHO € HCT WJIM CIIMYCH Kaj MPOJIaBavYuTe, Ha
nma3apoT JOMHHHpa IIEHOBHaTa KOHKYpPEHIIHja,
OJTHOCHO KYyITyBauuTe JOHECyBaaT OJUIyKa 3a
KyIyBamb€ BpP3 OCHOBA Ha LIEHATa, IOCTOjaT MOMal
Opoj HauMHM 3a MPOU3BOJHA UdEpeHIIHjalHja,
TPOIIOIMTE Ha KYNYBAa4yOT 33 NPEMUHYBAIE O
€IeH Ha JPYr NpojaBady Ce HUCKU, KYIyBayHlTe
MMaaT rojema IperoBapadka MoK M cil. 3a Ja ce
NOCTUTHA TPEAHOCT CO  HHUCKH  TPOIIOIH,
KOMITaHHjaTa Mopa Ja Ouje TMOBEIITa OJf CBOUTE
KOHKYPEHTH BO KOHTpOJIaTa Ha TPOILIOUU U Ja
W3HAaora HOBM METOIM 32 HaMalyBambe Ha
TPOIIOIMTE TI0 CUTE AKTUBHOCTH KO T'Yl BPIIIH.
Crpareruute 3a U epeHIInjanmja
JIOHECYBaaT KOMITapaTUBHA MPEIHOCT BP3 OCHOBA
Ha TEXHOJIOIIKA CYEPUOPHOCT, KBAJTHUTET, YCIYTH
win 00e30enyBame MOBEKE BPEIHOCT 3a IapH.
OBue CTpaTeruu Haj1o0pH pe3ynTatu
TIOCTUTHYBAaT JOKOJKY: MMa IOBEKE HA4YMHHU 32
nuQepeHnrpame Ha TPOU3BOIOT WM yCIIyraTa Ha

KOMIIaHWjaTa, MOTpeOuTe Ha KyIyBayuTe ce
Hajpa3HOBUJHM M Kora Maji Opoj KOHKYpPEHTH
IPUMEHYBaaT CIINYHA cTpaTervja Ha
nudepeHupamne.

Komnaparusnara IIPEHOCT Ha
cTpaTteruure 3a (hoKycHpamenpousieryBa oj
NOCTUTHYBalk¢ HAa  HHMCKM  TpPOIIOUM  WIH

mudepeHIpal MPOU3BO BO OICIYKYBAaHkETO Ha
noMan mnazapeH cermMeHT. OBHe CTpaTeruu ce
MIpUMEHYBaaT Kora: norpedure Ha
NOTPOIIYBauYUTEe CE€ HAJpa3sHOBUIAHM, HEMa JpPYyT
KOHKYPEHT 3aMHTEPeCHpaH 3a OICIyXyBame Ha
UCTHOT Ta3apeH CerMeHT, Ha KOMIIaHWjaTa H

HEIOCTUTa CIOCOOHOCT  Ja  pabortu 3a
MOIIUPOKHUOT Ta3ap.
KOMHaHI/II/ITe 3a aa IIOCTUTHAT

KOMIIapaTHBHA TMPETHOCT MOXKAT Ja KOPUCTAT
OpOJHM arpecuBHH CTpaTeTuU. THe CTpaTeruu
MOXKaT Ja OugaT HACOYEHH KOH CHJIHHTE WJIH
CTabuTe CTpaHW Ha KOHKYPEHTUTE, Ja Oujar
NU3ajHUPAaHA Kako Tepuia WIW MPEeBEHTHBHU
Hamanu. Llen Ha oBHe cTpaterun MoXkat ja OujgaT
MazapHUTe h1120i (5007 8 BTOPO-PaHTHUPAHUTE
KOMITAaHUU WM MAJHTEe W CJIa0M KOMIIAaHWHM BO
UHAYCTpHjaTa.



3a na ce ogOpaHM MOCTOEYKATa MO3MIHMja
Ha Ia3apoT, KOMIaHujaTa Moke: 1) ma HampaBu
YEeKOpH 32 33ajaKHyBame Ha MO3UIUjaTa, 2) Ja TH
HaraJHe KOHKYPCHTHUTE 3a Ja T 3aTCKPHE CBOUTE
cimabocty U 3) 1a TH OJBpaTH KOHKYPEHTHTE O]l
Harma.

BpemeTo Ha mpeB3emMame Ha CTPATCIIKH
YeKOpH € MHOTY BakHO. J[OKOJKy KOMIlaHWjaTa
mpBa Mpe3eMe YEKOPH, IOHEKOraml MOXe Ja
OCTBapy CTparenika MpPeTHOCT, HO BO HEKOU
ClIy4au TOJIECHO, TOe(THHO U MOSTHOCTABHO € J1a
ce Oune ciaenOeHuK, a He JIUJEp.
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GUERILLA MARKETING - AN
IMPORTANT TOOL FOR MANAGERS IN
TOURIST SECTOR

ABSTRACT

Aim of this paper is to present the
opportunities arising from the application of
guerilla marketing for managers in the tourism
sector. Examples of successful implementation in
the hospitality and tourism sector are presented
within the paper. Another objective is to present
the idea that managers in tours sector, especially
the one with limited marketing budget, should
implement a creative, easy to implement and low
cost strategies that could result in increased profit.

Key words: guerilla marketing, managers,
hotels, tourist sector

INTRODUCTION

In it’s very basic, tourism is representing
the stay of people outside of their residence of
living, with the aim of vacation (rest), work,
pleasure or other activities. Nowadays, it can be
considered as a standalone phenomenon, a mass
phenomenon and there is no country in the world
that doesn’t either sends or welcomes tourists.
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Tourism by itself is enjoying significant
development and growth. According to the
statistical data of World Tourism Organization
(UNWTO), in 1950 there were 25.5 million of
tourists in the international tourism, spending
approximately 2.1 billion of dollars. Latest data
shows that the arrival of international tourists in
2014 has reached the number of 1.133 million,
whereas the tourist consumption has reached
1.245 billion of dollars (US). The tourist industry
is participating with 9% in the global gross
domestic product, and every eleventh employed
person works for the tourism industry™. It is a
sector growing twice as faster as other sectors™**.

The hotel industry i.e. the tourist
accommodation is an important tool for the
tourism industry. Hotels are facilities providing
accommodation related services. Hotel guests are
paying for the hospitality and usually their stay is
of short-term nature. That is the primary service
provided by the hospitality sector. Additional
services are taking into account the food and

113 UNWTO Tourism highlights, 2014 Edition. Madrid: World
Tourism Organization. 2015

W4 Cnaseiixos, II., Haiinenos, K. Hxonomuxa na mypuzma.
Codus: CV , Kimmment Oxpuacku‘. 2009



beverage as well as other auxiliary services
offered to the guests during their stay, services
such as: laundry, phone services, exchange
services, hairdresser, etc.

Hospitality origins can be traced
back to ancient times, which is associated with
travel as part of human nature and the need for
people to stay overnight on these trips'*®. There
have been numerous reasons as to why people
were traveling in the past. For instance business
(trade) related traveling, research related traveling,
sports activities (Olympic Games), etc. Hospitality
as a sector has been developing simultaneously
with the development of society, scientific and
technological progress, and the development of
modern technology, thus following the modern
flows and tendencies as well as trends. One
example would be the implementation of central
heating in rooms in 1846, other examples are:
building an elevator in 1859, electric lights in
1881, phone in the room in 1907, radio in each
room in 1927, air conditioning in each room in
1940, etc''®. Most favorable period for the
development of hospitality sector and closely
related to the growth of tourist industry is coming
after the Second World War.

Considering the classification of
hotels, different authors provide different
classification  methods, but the general
classification of hotels is performed in relation to
their location, the season in which they offer their
services, the types of clients they work with, etc.

In Republic of Macedonia, on the
basis of the quality of services, accommodation
capacities are divided as a basic accommodating
facilities (hotel, motel, pension, etc.) and
complementary ~ accommodation capacities
(campsites, bungalows, villas, etc.). There is also
variability in the categorization of hotels in
relation to the country and the conditions that
should be fulfilled according to the legal
requirements.

There is vast number of hotels around the
world. Some of the hotels act as an independent
(stand alone) service provider, while other hotels
are part of some hotel chain. There could be a:
thematic hotels, art hotels, castles transformed
into hotels, ice hotels, hotels on unusual places,
underwater hotels, space hotels, hotel capsules in

115 Tamkos, H., Meronujecku, . Xomeauepcmeo. 1tum: YT/
2012

16 Bardi, J. Hotel front office management. New Jersey: John
Wiley and Sons, Inc. 2007
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Japan, etc. All these are part of a continually
changing market, and their primary objective is to
increase their profit. While some of them are
using the creativity, or innovations (ex.Citizen M
hotels'), others are using the standard techniques
for marketing and ads, others are even designed
by well-known designers such as the Armani hotel
in Dubai, designed by the Italian fashion designers
Giorgio Armani.

Aim of this paper is to present
successful examples of hotels using the method of
guerrilla marketing, thus enabling them to develop
an ad different from their competitors. They
succeed in being noticed and talked about.

1. DEFINING THE GUERILA
MARKETING CONCEPT

American  Marketing  Association is
defining the term marketing as — a process for
planning and fulfilment of the concept, pricing,
promotion, and distribution of ideas, goods and
services which offer the possibility for exchange
aimed at satisfaction of individual or
organizational objectives'*®,

It is a general misinterpretation that
marketing is only about selling and advertising.
Selling and advertising are just the tip of a
marketing iceberg. Marketing is considered to be
an art and science for identifying, retaining and
developing profitable clients™*.

Marketing is representing every
contact that the company has with the outside
worlds. This means abundant marketing
possibilities, it does not necessary means investing
a lot of money*?.

A specific thing about the
marketing in tourism sector is the creation of
values, “packages” and promotion of experiences
in a manner that will make the consumer to feel
that he/she has to make the purchase from you,
not from your competitors.

The term “guerrilla marketing” is
pointed out for the first time by Jay Conrad
Levinson. In his book he is explaining the basics
about this type of marketing. He is presenting the
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guerilla marketing as nonconventional method
based on the time management, imagination, and
creativity, instead of eating up a huge marketing
budget. This marketing is not anticipated for, and
clients could be found on unusually places.
Although this form of marketing is directed at
small and medium enterprises with limited
marketing budget, table 1 is presenting the fact
large companies used this form of marketing as
well.

Table 1: Examples of guerilla marketing used by
different companies and institutions

Company/ Activity Place of
0. institution conducting
guerilla
marketing
IKEA Production of Frankfurt
furniture and
households
products and
construction
Sony Ericsson Mobile phones New York
Corona Beer production | New York
(brewery)
Philips Electronic Sao Paol
devices and
home appliances
Swiss Airline Berlin
International Air | company
Lines
Australian Tourist On website
Government promotion

Source: Prepared by the authors

One example of a company using the
guerilla marketing is the furniture manufacturing
company “IKEA”. Ikea in Frankfurt conducted
guerilla marketing by equipping couple of bus
stations throughout the city with furniture from
their product line or they have painted the
balconies of a building in a way that they will
resemble a draw drawers*?.,

Another example about the use of guerilla
marketing techniques is the “Sony Ericsson”
company, which promoted the t68i cell phone.
Since the phone had a camera s an accessory, the
company hired fake tourists to go around New
York and ask for people to take photo of them
with  their  phenomenal  mobile  phone.
Simultaneously they were explaining the
sophistication of the device, while the accidental

12 http://www.coolbusinessideas.com/archives/ikea-guerilla-

marketing-stunt/

126

walkers didn’t know that they were in the middle
of a marketing campaign®**.

A third example would be the Mexican
brewer “Corona”, which is the most sold imported
beer in USA. This company, for the purpose of
encouraging people to celebrate the summer, has
built a beach in the middle of Time square
bringing 30 tons of beach sand, palms, beach
equipment and played the sound of the ocean. At
the same time people could have played volleyball
or simply rest. This move was part of it summer
promotion*%,

Another example of company using the
guerilla marketing is “Philips”, promoting its new
shaving machine in the town of Sao Paolo. In the
middle of the afternoon, during the rush hour, the
company uses two people dressed up in suites
running through the city center. One men is
dressed up as a shaving machine and is chasing
the other men dressed up in a hair alike
costume®?,

Next example is taking into consideration
the airline company ,,Swiss International Air
Lines®, which during a hot and sunny day rented
five vehicles in red color, placed a snow alike
design and wrote the price of a ticked to
Switzerland. The vehicles were going around
Berlin all day long a caught the attention of
walkers'?.

Following the example of big
companies, is it rational to expect that guerilla
marketing could be used by State Tourism
Agencies, the creators of tourism policy in a
country? The answer to this question could be
found in the campaign Australian government
titled “The best job in the world”*®.  This
campaign served the purpose of successful
promotion of Great Barrier Reef islands through
out the world. There were many candidates from
different countries applying for the job position,
the news about the job vacancy has been on the
major television and newspaper mediums, and the

122 OH-NajH HeJeNHUK 3a JACNOBHU Iyle, ,,BpaboTyBame News®,
lopmna 1, 6p.11, 01.05.2009
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pay for the job position has been 70 000 euros for
a six months contract*?’.

According to Levinson, the heart
and soul of guerilla marketing are small
companies with low marketing budget and big
dreams, recognizing the vast possibilities and the
desire grasp the benefits. He also points out 20
differences between the conventional and guerilla
marketing, and lists 200 weapons that could be
used and combined by the guerilla marketers.

2. EXAMPLES OF GUERILLA
MARKETING IN TOURIST SECTOR

Due to its complex organizational needs,
various entities are included in the tourism, each
with its own interests*?®®. There are governmental
and non-governmental institutions related to
tourism on one hand, and on the other hand,
entities from the private sector are also involved.
There is heterogeneity in interested entities from
the private sector consisted of large number of
diverse entities. These entities are making
suggestions regarding the offers for tourists and
hospitality products and services, transportation,
etc. All these entities represent an important part
of the tourism organizational activities. For
instance, accommodation facilities, food and
beverage, party and spirits, sport and recreational
facilities, retail facilities, craft shops, souvenir
stores, handcrafts and local products, shopping
centers. In addition, they also represent an integral
part in terms of tourist agencies, tour operators
organizing religious travels, as well as
transportation enterprises.
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Table 2: Examples of guerilla marketing in
tourist sector

Company Activity Place of
0. conducting
guerilla
marketing
Hotel Chamonix | Hospitality Chamonix
Villa Dihovo Rural tourism Dihovo
Hotel Roger | Hospitality New York
Smith
Hotel Hospitality Skopje
Continental
Hotel One King | Hospitality Toronto
West
Hotel Inter | Hospitality Los Angeles
Continental
Hotel Hilton /| Hospitality /| Sofia
Tuborg beer production
hotels.nl Web site for | Amsterdam
reservation in
hospitality
Hotel de glace Hospitality Quebec

Source: Prepared by the authors

Examples for companies in the tourism
sector using guerilla marketing as part of their
strategy are presented in table 2. The director of
hotel Chamonix, a well know winter center in the
French Alps, Gerard Petit, has the objective to
increase the number of tourist during the summer
of 1997, with a creative idea. Beginning on 5™ of
July to 23" of August he have the possibility for
the clients to set their own price in accordance to
the services offered. Only the floor price of $30
has been set as a guideline for a single person for
full board*®. Similar example can be found in the
promotion of Villa Dihovo, located near the city
of Bitola, with core activity in the rural tourism.
This villa does not have any fixed price for
accommodation of its guests, instead the guests
are paying when checking out in accordance to
their personal appraisal of the value and
satisfaction from the services and
accommodation®*°.

Another example is taking into account the
hotel “Roger Smith”. This hotel has created a
special offer for tourist that would like to stay in
New York for free. The only condition was that
they stay in a ground floor room and allow for
pedestrians to see their activities. The first quests
rewarded with the five day free accommodation in
Roger Smith hotel on Manhattan have been a
couple from London. They stayed in a ground

129 Cramos, C., Alekcuena, .. Xomenuepcmeo. Ilnosaus: Kora.
2006
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floor room identical to the other room, with one
difference, one of the walls has been a window. In
accordance to the agreement, the window should
have been opened during the period from 16: 30 to
19: 30, so that a pedestrians could observe them.
This is an example where the hotel on one hand
had very low level of costs to accommodate its
guests, but on the other hand it made an
advertisement for itself, and advertisement for
which daily newspapers and medium have written
or talked about all over the world. Another live
attraction has also been the created with the boxer
Tor Hamer has conducted its trainings live in the
window of the hotel, preparing himself for the
next fight™*,

In the presidential suite 916 at the hotel
“Continental” which is located in Skopje, as part
of the event “Skopje summer” the show “Border”
has been performed in the Small Drama Theater
as well as the new theater in Ohrid. The same
hotel was hosting the “Skopje Tatoo Fest” where
35 artists all over the world had their own show.
The revenue from the festival has been donated to
the home for children with special needs™*.

The “One King West” hotel located in
Toronto is yet another example for guerilla
marketing. Hundreds of hotel employees dressed
in dressing gown with hotel logo, went out on the
neighboring streets giving away presents and free
coffee to random walkers. This action has been
combined with another guerilla marketing
campaigns such as: organization of parties,
billboards, radio and different free giveaway
events in the neighborhood*®.

Successful example for guerilla marketing
is also the “Inter Continental” hotel located in the
center of Los Angeles. During the summer, more
precisely the entire month of June, the Hotel has
presented the art work of the artist and stylist
Kime Buzzeli, through a wide projected on the
exterior of the hotel itself. The video was
projected from sundown till midnight every night,
along with projects about the internal appearance
and service offered in hotel Inter-Continental.
Since the facility is 17 floor high, the projection
could have been seen all the way to Santa
Monica™**,

Similar activity has been performed by the
“Hilton” hotel located in Sofia™. On the right

131 Apx#Ba Ha OH NajH H3TAHHETO HA BECHUKOT JIHEBHUK
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wing of the hotel, a commercials from the famous
beer “Tuborg” have been projected. Due to the
physical size of the hotel, the visual effect had
made a strong impression. Next example, is the
Dutch internet website “hotels.nl”, selecting
unconventional technique for its commercials.
This web site, has designed special west
containing the site logo for sheep grazing near the
roads. This is considered to be a creative way to
make an impression with the transiting tourists
and tourists that haven’t decided yet about their
place of stay.™*®.

“Hotel de glace” in Quebec is another
example for the implementation of guerilla
marketing. The hotel has created an eco-friendly
marketing campaign, as a result of the favorable
climatic conditions. The hotel used a specially
designed snowman place them in groups
throughout the town, having the logo of the hotel
on their belly. The campaign has had a positive
feedback®’.

From the aforementioned examples it
could be concluded that the guerilla marketing has
found its successful application by numerous
companies in the hospitality and tourism sector all
over the world.

CONCLUSION

To ensure success, guerilla marketing
should be developed with energy, enthusiasm and
passion. As one can conclude from the various
examples presented, you do not need big budget to
create a successful marketing campaign. In most
cases the most important issues are creativity and
desire to work. It should be summarized that using
guerilla marketing techniques for commercials
and advertising could significantly help managers
in the tourism and hospitality sector, faced with
limited marketing budget. Noteworthy mentioning
is that well know big size companies as well as
public enterprises, are successful in using guerilla
marketing techniques. The objective of this paper
was to point out the benefits arising from using
the guerilla marketing, through successful
marketing campaigns. These examples could
serve as a starting base for managers and their
desire to promote their companies in the future.
They could either modify the activities or the
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concept of the aforementioned examples or they
could create an entirely new concept suitable for
their needs. In addition, another objective of the
paper is to stimulate further research in relation to
the effects arising from guerilla marketing. His
research should have the aim to boost further
development of guerilla marketing application in
tourist sector.
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