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TARGETED MARKETING

Targeted marketing identifies an audience
likely to buy services or products and promotes
those services or products to that audience.
Once these key groups are recognized,
companies develop marketing campaigns and
specific products for those preferred market
segments.  Promotional = messages and
advertisements are sent to those primary groups
instead of mass marketing without regard to the
specific characteristics of the audience.

Companies that offer specialized products or
services typically benefit the most from using
targeted marketing strategies. Focusing
marketing efforts on specific groups who are
more likely to respond increases the chances
that the marketing efforts will be relevant to
those groups. When marketing is relevant,
people are more likely to spend money on that
service or product.

Kay Words: products, services, groups,
companies, segments, market, audience
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TAPTETUPAH MAPKETHUHI'
Taprerupanuor MapKETHUHT ro
UACHTUPHUKYBA ayJIMTOPUYMOT KOj

HaBEPOjaTHO MOJKE J1a TH KYITyBa MPOU3BOIHUTE
WIA YCIYyTUT€ Ha KOMIAHMjaTa WIM Ha KOj
MOJKE J1a My c€ IPOMOBHMPAAT THUE MPOU3BOAU U
ycayru. llltom eanHam ru ujaeHTHdUKyBaat
KIYyYHUTE TPYNH, KOMIIAHUUTE pa3BHBAaT
MapKeTUHI  KaMmakbu U CHeuu(pu4Hu
MIPOM3BOJM 33 3a THE MAPKETHHI CErMEHTH.
[IpoMOTHBHUTE TOpaku U OIJIACUTE Ce
UCTpakaaT Ha THE TIPUMAPMHH TPYITH HAMECTO
Jla ce KOPUCTH MacoBEH MapKeTHHI 0e3 Ja ce
BOIHU CMETKa 3a crenupuIHUTe
KapaKTePUCTUKU Ha ayTUTOPHYMOT.

Kommannute ¥om Hymar crnenupudHd
IPOM3BOM WM YCIYyrM BOOOMYAaEHO HMaar
UMaT  KOPUCTH  OJ KOPHCTEHETO  Ha
TapreTUupaHu MapKETUHT CTpaTeruH.
HacouyBameTo Ha MapKETHHT aKTHBHOCTHTE
KOH CIleU(pHUYHU TPy KOU HajBEpOjaTHO Ke
OJIrOBOpaT, TIM  3roJeMyBa MOXHOCTHUTE
MapKETUHT aKTUBHOCTHUTE J1a OMIaT COOJBETHU
3a Tue rpynu. Kora MapkeTHHIOT € COOJIBETEH,
MIOBEPOjaTHO € JIeKa JIy['eTo Ke MOTpoLIaT napu
3a J1a TY KyIaT IPOU3BOJIUTE WM YCIYTUTe KON
UM ce HyJar.

Kuayunn 300poBHu: IIPOU3BO/IH,
YCIYIU,Ipyld, KOMIIAaHHM, CErMEHTH, I1asap,
ayIUTOpUYM



1. OueHna Ha MAPKETHHT CerMEHTHUTE

[Ipex na ce OTIOYHE CO MAPKETHUHT aKTHB-
HOCTHUTE HACOUCHH KOH ONPEICICHUTE MTa3apHU
CerMEHTH, CETMEHTHUTE Tpeba TOYHO Ja ce
OLICHAT 3a JIa CE YBHUIM [alld BpPEAU Ja Ce
OCTBapyBaaT MapKETHHI aKTHBHOCTH KOH HUB.
[TpomiecoT Ha OlCHYBalke HA CErMCHTHUTE
3all0YHyBa CO HHUBHOTO HJICHTU(DHUKYBambe, a
3aBpIllyBa CO MPAKTUYHO HCIPaKambe MOPaKh
UHYJCHEC Ha IMPOU3BOJM. 3a OICHYBaWkE HAa
Ma3apHUTE CErMEHTH KOMIIaHWjaTa Tpeba na
3eMe npeaBu ] Tpu (HakTopH U Toa:!

e[oleMuHaTa M pacToT Ha CErMEHTOT -
aHalM3a Ha npojaxdara, CTalKUTE Ha pacT,
OuYeKyBaHaTa MPOPUTAOMITHOCT.

o CTpyKTypHaTa MPHUBIECYHOCT HA CETMEHTOT
- Ja ce 3eMar mpeaBuia  eeKTHTe 0oj
KOHKYPCHTHUTC, PACIIOJIOXKHUBUTE CYI-CTUTYTH
Ha TMPOW3BOJOT M MOKTa Ha KYIyBauuTEe U
no0aByBauuTe.

ellenute W pecypcuTe Ha KOMIaHHjaTa -
CIIOCOOHOCTHTE Ha KOMIIAHUjaTa M PECYpPCUTE
BO OIHOC HAa CCTMCHTOT UJIX CCTMECHTUTC.

! Market Targeting - Targeting Market Segments
effectively,https://marketing-
insider.eu/marketing...i...marketing...marketing.../marke
t-targeting/

Cauka 6poj 1.
OuenyBsame Ha Na3apHHTe CErMeHTH

® Bo ONCHYBAkETO HA PasIHYHHTE MazapHH
CCIrMCHTH l\'OMllEIlelji:'l']'i:'l 'l'pt'GEl Jd ' 3eMe
MPEeIBH CIeAHIBE (haKTopH:

Toaenunara Ienmte

H pacToT Ha
CErMEeHTOT

CTpyKTYpHATA
NPHBIETHOCT HA

CETMEHTOT KOMIIAHHjaTa

pECYPCHTE HA

CermMeHTOT € NOMANKY NPHEICYCH aK0 BEKe
NOCTOH CHAHA H ArpecHBHA HDHH}'pEH].I_I[jB

H/IH AK0 € JIECHD BJIETYRBAKETO HA IPYIH
KOMNAHHH BO CerMeHTOT.

UzBop: Philip Kotler and Gary Armstrong:
Priciples of Marketing - Chapter 7, Customer-
Driven Marketing Strategy Creating Value for
Target Customers, Pearson,
ocw.up.edu.ps/.../chapter%207Principles-of-
Marketing-Costumer-Driven-Marketing

CnennaBa Tabena T HarjacyBa TJIaBHUTE
dakTopu Kou Tpeba Ja ce 3eMar MpeaBu] Kora

CC OncHYyBaar HOTeHI_II/Ij AJIHUTC  [Ma3apHU

CerMeHTH. 2

2 Evaluating Target Markets - Segmentation Study
Guide
www.segmentationstudyguide.com/...markets/evaluatin
g-potential-target-markets/



daxkrTopu 3a
OlleHA

Tabesa Opoj 1.
DAKTOPHU 3A OIIEHA HA CEI'MEHTHUTE

IllTo ce 3ema npenBua? IITo 6apa koMnaHujaTa

I'onemunara u PacToT HA CETMEHTOT

T'omemuna Ha
CETrMEHTOT

Cranka Ha pacT
Ha CETMEHTOT

Maprunu Ha
npopUTOT

Koja e ronemunara Ha Cekoja KOMITaHHja MOXe J]a Ja caka J1a mMa
CErMEHTOT (EIUHUIM IPOU3BOJl MHUHHUMYM Oapama 0] Ia3apHUOT CEIrMEHT 3a J]a ce cMeTa
KOM MOXKaT Jia ce MpoJaiaT Win |neka e GUHAHCUCKU OJIP>KIINB.

OCTBapeH NPHUXOZ O]
npoaaxoara).

Jlanu e Taa 3HAUUTEITHO
rojiemMa 3a Jia ceé CMeTa Jia ce
BJI€3€ BO CEIMEHTOT.

Koja e crankara Ha pact Ha CermeHTHUTE CO OOP3a CTaNKa Ha pacT ce
CcerMeHTOoT (MM MOKeOH Ha MOMPUBJIICYHH IITOM KOMIAHHjaTa MOXE JIa OCTBapU
HaMayBame)? yIIeN Ha Ta3apoT 3a MpuMapHa rnodapysauka (3a pasjiuka

Kaksu ce mnaute m3rnenn? onx motpedara a ce gooue OU3HUC Of BeKe TOCTOJHUTE

KOHKYPCHTH).

I[aJ'II/I € CCTMCHTOT CO BUCOKH Ha3apHHTe CETMCHTH CO ITOBHUCOKH HpO(I)I/ITHI/I
l'IpO(I)I/ITHI/I MAapruHu 1 1ajia € MapruHy €€ NMONPUBJICYHHA 34TOA LITO 6apaH>eT0 HOBHU

CTpyKTYpHA NPUBJIECYHOCT

Konkypentu

Kananu na
mUIcTpuOyIHja

[IeHaTa KOHKYpEHTHa? na3apy BOOOMYacHo Oapa 3Ha4YajHW MAapKETHHT
WHBECTHIIH.
Konky nomuHaHTHH ce Boobu4aeHo HHKOja KOMITaHHMja HE caka Jia ce
MIOCTOjHUTE KOHKYPEHTH? KOHKYpHpa Ha 11a3apoT KaJie IITO IT0CTOjaT JOMHHAHTHH
KakBo HuBO Ha TIa3apHH JINJIEPH, aKO THE CaKaaT Aa OMAaT NPUINIHO
KOHKYPEHTHOCT ITOCTOH? arpecUBHU 32 HOBUTE KOHKYPEHTH.
[TocTojaT nu 3HauajHU IMouecto ce npedepupaar mazapHu CETMEHTH CO
WHANPEKTHU KOHKYPEHTH (ajy [[TOJIeJIeHH Ma3apHH MO3HUIINH.
uMa CyNCTUTYTH Ha HuckoTo HUBO Ha KOHKYPEHTHOCT € 0A00po co
MIPON3BOJIOT)? OrpaHHYeHa MHAMPEKTHA KOHKYPEHIH]a.
Kounky e necHo na ce nojne Jlobpure onHOCH MeTy cerantHuTe KOMIITaHHH BO
JI0 COOJIBETHH KaHAJIM Ha KaHaJINTe Ha JUCTPHOyIHja
mucTpubynuja? MOXe€ /1a 3arprmXyBa. MOXXHOCTHUTE 3a
KonkaBo HMBO Ha BOCIIOCTAaBYBAbE OJIPXIIMBH OJHOCH BO KaHAJIOT Tpeba

WHBECTUINH Ke Omje moTpeOHO |ma Oue 3a0enexmBo.
3a KaHAJIUTE Ha TUCTpuOynmja?

LennTe U pecypcure Ha KOMIAHUjaTa

Pecypcu

I[aJ'II/I KOMHaHI/Ij aTa uMa Kommanuure 6apaaT nazapHu CErMEHTH HAa KOU
(I)I/IHaHCI/ICKI/I IO3UIMHU N MOXKaT J1a BJIC3aT CO IIOHMCKO HWUBO HAa MHBCCTUIINH,
KaJApOBCKU IIEPCOHAT 3a OJJHOCHO (I)I/IHaHCI/ICKI/I CpCACTBa, KaJApu U 0e3 Jla uMmaat
YCHI€IHO Jia BJIE3€ BO HapylulyBakb€ Ha PAMHOTEXKATa Ha pa60T€H:eTO.

CETMEHTOT?



CnocobHoct Janu xoMnaHujara uma Komnanuure, BooOH4aeHO Oapaat na3apeH CerMeHT
CHIOCOOHOCTH J1a pa3Bue KaJie K& MOJKaT Jja ce TMOTIpaT Ha IIOCTOjHUTE
COOJIBETHH NPOU3BOJH BO €ICH (CIIOCOOHOCTH, BEIITHHH M TEXHOJIOTHH.

TIOIP>KITHB MAaPKETHHT MHUKC? [MTazapu mTo Gapaart o1 KOMITaHHjaTa 1a pa3BHUBa

HOBH CIIOCOOHOCTH, BOOOWYIaeHO ce m30erHyBar.

HUseop: Evaluating Target Markets - Segmentation Study Guide

www.segmentationstudyguide.com/...markets/evaluating-potential-target-markets/

2. CesieKTHpam-€ HA TapreTHPaHUTe
NMa3apHH CerMeHTH

ITo onleHyBameTO HA PA3INYHUTE CETMEHTH,
KOMIIaHMjaTa Mopa Ja JIOHECe OJUIyKa KO M
KOJIKYy CerMEHTH ke Taprerupa. Taprerupa-
HBETO C€ COCTOM O]l 30Mp Ha KyIyBauu KOHU
CIIJIeNTyBaaT 3a€AHUYKH MMOTPEOH MM KapaKTe-
PUCTUKHA KOM KOMIIaHHMjaTa OJUIydyBa Ja TH
OICITy’)KyBa. MapKeTHHT TapreTHpameTo Ce

Cauka 0poj 2.

CIpOBeIyBa HAa HEKOJIKY pa3IMYHU HHUBOA U
Toa:®

eMHory wmmMpoko -
MapKETHHT,

e MHOTY TECHO - MUKPOMApKETHHT,

eHemro mnomery - paudepeHuupan u
KOHIICHTPUPAH MapKETHHT.

HeuepeHInpaH

CeneKmupafbe Ha mapeemupaHume rna3apHu cecmMmeHmu

Hemudepemnmpas | | Iudepermpan
(MacoEeH) (cerMenTIpaH)
MapHKETHHT MapKETHHT

HIupoxo
TapreTupame

Murpo-mapreTHnr

KomuenTpupan .
(ToRATEH HIH

(mpommaboues)
MaPKETHHT

HHIHBHIVATEH
MapKEeTHHT)

TecHo

TapreTupame

H3Bop: Philip Kotler and Gary Armstrong: Priciples of Marketing - Chapter 7, Customer-Driven
Marketing Strategy Creating Value for Target Customers, Pearson ,
ocw.up.edu.ps/.../chapter%207Principles-of-Marketing-Costumer-Driven-Marketing

Kopucrewmero Ha crpaterujata Ha Heldudgpe-
PeHyupan mapKemunz Vil MaCOBEH MapKeTHHT, TH
3aHeMapyBa Pa3IMKUTE BO Ma3apHUTE CEr-MEHTH U
3a 11eJ1 To UMa IEeNUKYIHUOT na3ap. Baksara ctpa-
TeTHja Ce HAacoYyBa Ha TOA MITO € 3aeJHUYKO BO
noTpeOUTe Ha MOTPOIIYyBauuTe, a MOPETKO Ha TOa
mTo e paznmyHo. Kommanujata mpousBeayBa mpo-
U3BOJI U Kpeupa MapKEeTUHI Iporpama Koja ke
IpUBJIEYE NTOTr0JIeM OpOj KYIy-BauH.

% Philip Kotler and Gary Armstrong: Priciples of
Marketing - Chapter 7, Customer-Driven Marketing
Strategy Creating Value for Target Customers, Pearson

CoBpeMEHHOT MapKETUHT UMa IrOJIEMO COMHEHHE
KOH OBaa MapKeTUHT cTpaTeryja. [loremxkoruure ce
3rojieMyBaar IMpH Pa3BUBAKBETO HA MPOU3BOJA WIIU
OpeHJl KOj Ke TH 3a/J0BOJHM CHTE IOTPOLIyBaYH.
MacoBHHOT MapKETHHT YeCTO UMa IpobiieMu Ja ce
KOHKYypHpa CO KOMIIAHUUTE KOU C€ HACOUYEHU KOH
HEKOj CerMEHT M KoM MNoao0po TI'M H3BpIIyBaaT
paboTuTe W TH 33J0BOJyBaaT MOTpeOHTE Ha
noceOHUTE CerMEeHTH U nojcermMeHTH. Heaudepen-

, ocw.up.edu.ps/.../chapter%207Principles-of-
Marketing-Costumer-Driven-Marketing



[IUPAHUOT MAPKETUHT TH TpPETHUpa CUTE KYITyBauH,
CeraurHu U MOTEHIM]jaJTHU, KaKO XOMOT€HU T'PYIH.
Henu-¢pepeHmpannor miM MacOBHUOT MAapKETHHT
HE TMOJTrOTBYBa PAa3IUYHU CTPATETHH 32 PA3INYHU
CeTMEHTH Ha Ma3apoT, a He Kpeupa U pa3IuyHH
IPOU3BOIM 32 PA3IUYHU TPYNH, 32 HEro CHUTe
NOTEHIMjaJTHA KYIyBauu C€ XOMOTEHH, UCTH U CO
CTpaTervjara ce KOpUCTU eIUHCTBEH MPUCTAI 3a Ja
ce TIpHUBIEYAT IITO € MOKHO HOBeke KymyBaun.”

Co KopuCTEeHE Ha cTapTerujatra Ha oOughepe-
HUUPAHUOM UNU CEZMEHMUPAHUOM MAPKemuHe,
KOMIIAHUHUTE OJUTydyBaaT Jla C€ HacodaT KOH
HEKOJIKY ITa3apHU CETMEHTHU M OOJIMKYBAAT OJICTTHH
CTpaTeruu 3a cexoj oa tue cermeHTH. Co Mmonyna Ha
IPOM3BOJI M MapKETUHT BapHjaHTH 32 CETEMHTHUTE,
KOMIIAaHUHTE C€ Ha/IeBaaT Ha MOBHUCOKa poAaxkoa u
NOCWJIHU TIO3UIIMH BO PaMKHTE HA CEKOj CEIMEHT.
Pa3BuBameTO CHIIHM MO3MIMU BO PAMKUTE Ha
HEKOJIKY CErMEHTH CO3/[aBa I0rojieMa BKYITHA
npofaxk0a OTKOJNKY Kaj HeAu(epeHIUPaHUOT
MapKETUHT HU3 CHTE CET-MEHTH.

Kaj  mudepeHuupanuor - MapkeTHHT  ce
3roJIeMyBaaT TPOIIOLUTE 3a OCTBApyBame Ha OW3-
HUC aKTUBHOCTHTE. Pa3BuBameTo Ha OJeIHU Map-
KeTHHT TUIAHOBM 3a TMOCEOHWUTE CErMeHTH Oapa
JOTIOTHUTETHO MAapKETHUHT HUCTPaXKyBame, Mpel-
BUYyBamke, aHaIM3a Ha MpoJaxdara, TUIaHU-parhe
Ha TMpOMOIMjaTa U MEHAIMEHT CO KaHaJIWTe Ha
muctpubynuja. OOugyBameTo Ja ce IpuBJeyaT
pa3iMYyHA MapKETUHT CETMEHTH CO pa3-JHYHU
POMOTHUBHH KaMIamy TH 3roJeMyBa TPOLIOLUTE
3a MpOMOIHMja, Mer'yToa, KOMIIaHHWjaTa MOXe Ja ja
3roJieMH Tpojaxk0ara HACIpPOTH HAal-paBEHHUTE
Tpouionu co audepeHpaHaTa MapKEeTUHT CTpa-
Teruja.

Crpaterujata Ha audepeHIIMPaHuOT MAPKETUHT
3HaYM OOHJ Ja C€ MpojaBa Ha JBa WM TIOBEKE
MapKeTUHI cermMeHTH. OBa OBO3MOXyBa Jla ce
3roJIEMH TOTEHIMjalHaTa OCHOBA Ha KYITyBadMTE,
npoaaxo6arta, mpuxogor u mnpoduror. Co oBaa
CTpaTerHja ce 3rojieMyBaaT TPOIIOIUTE 3aT0a IITO €
noTpeOHO Ja ce Kpeupaar pa3IuvyHU MapKETHHT
MOpPAKH, /1a C€ KOPHUCTAT KaHAIM Ha JUCTpUOYIH]ja,

4 Brian Bass: What Is Undifferentiated Marketing?
smallbusiness.chron.com » Advertising & Marketing >
Marketing

Jla ce OIpelenyBaaT pa3NUWIHM II€HH, Ja ce
MoauduIpaaT NPOM3BOAMTE WM Ja CE HyJar
Pa3TMYHU IPOU3BOMIH.>

Konyenmpupanuom mapkemunz Vi mpojyia-
OOYEHHUTE MapKe-TUHI CTPATETUU Ce KOPUCTAT 3a
Jla c€ OCBOU IIOTOJIEM JIeJI O]l HEKOJIKY Majd Cer-
MEHTH WM Tpa3HUHU. [Ipeky KOHIEHTpHUPaHUOT
MapKeTHHT KOMIIaHMjaTa IIOCTUTHYBAa IIOCHJIHA
MO3MIIMja Ha 1a3apoT 3aToa HITO Taa UMa IOTr0JIEMO
IIO3HABamkbEe Ha MOTPEOUTE HA MOTPO-IIYBAYHUTE BO
CerMEHTOT KOj To omciyxyBa. Komnanujara ucro
Taka, MOXe Ja paboTu moedek-TUBHO cO (PuHO
NpUJIarolyBae Ha MPOU3BOAOT, IEHHTE W
IpOrpaMHTe CIIOpe]] IMOTPEOUTE Ha MOTPOIIYBAYUTE
Ha BHUMATEIHO OJOpaHUTE CETMEHTH, NPEKy
HACOYyBame Ha POU3BOIUTE U YCIYTUTE, KAHAINTE
U TPOrpaMHUTE 3a KOMYHHUIM-pame KOH MOTpPO-
IIyBaYUTe KOH MOXKE Hajao0pO W HAjIpo-
(¢uTaOMIHO J1a TH OTICTYXKYBa.

[IpomnaboueHuTe MapKETHHI CTpPAaTerddl WU
MIOTIOJIHYBAETO HA MPAa3HUHU UM OBO3MOXKYBa Ha
MajliTe KOMIIAaHMM Jia T'M HAaco4aT CBOHMTE Orpa-
HUYEHU PECYPCH J1a TH OTICIYKYBaaT IEJIOBHUTE OJ1
na3apoT KOM MOXar Ja OujaT He3Ha4yajHH 3a roJje-
MHUTE KOManmHHH. MHOTY KOMIIaHHU MTOYHYBaaT CO
MIOTIOJIHYBakE Ha Mpa3sHUHHU 3a Ja JA00MjaT MecTo
KaJle MOYXaT Jia 3aCTaHaT HACIPOTH TOJIEMHUTE KOM-
MaHUM KOU MMaaT MOT0JIEMH PECYpPCH M T10TOA Jia ce
pa3BUBAAT BO MOTOJIEMH KOHKYPEHTH.

KoHIIEHTpUpaHHOT MapKeTHHI MOXKe na Ouje
BHUCOKO Npo¢urabuien. Bo ucro Bpeme, T0j] HOCH
MOBHCOK OTKOJIKY HOpMasieH pusuk. Komnanuute
KOM C€ MOTIMHUPAaT Ha €CH WM HEKOJIKY CeTMEHTH
3a CUT€ CBOM OW3HUC AaKTMBHOCTH Ke uMaar
po0JIeMU aKO CETMEHTHUTE HE Ce€ KaKo IITO Tpeoda.

Mukpomapkemunzom € IpPakTUKa Koja cO3/aBa
NPOM3BOM W MAapKETHHT TPOTpaMU 3a 3aJ[0BO-
JyBame Ha BKYCOT Ha OIpeJesieHH Mo-ceOHU moe-
JVHIIA WIK JIOKAIu. MecTo Ja ce riieqa Ha CeKoj
MOEIMHEL KaKo Ha KyIyBay, CO MUKPOMAapKETUHTOT
Ha CEKOj KyIyBad ce€ TJiela KaKo Ha TIOeIWHEIl.
MuUKpOMapKeTHHIOT ondaka JoKaJleH MApKETHHT U
WH/IMBUyalleH MAPKETHHT.

5 Sam Ashe-Edmunds: Differentiated Segmentation Strategy,
smallbusiness.chron.com » Advertising & Marketing >
Marketing Products
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Jloxannuom maprkemune omdaka co3aaBame Ha
OpeHIIOBM ¥ TIPOMOIIMH CIIOPEA IOTPEOUTE WU
XKeJIOuTe Ha JIOKAJTHUTE IPYNU Ha MOTPO-IIYBayH,
KaKo IITO C€ TPaJIOBH, COCEJICTBO, IyPH U MOCEOHH
npojaB-HUIM. HampenokoT BO KOMYHUKAIMCKUTE
TEXHOJIOTUH TH 3TOJIEMH MOXX-HOCTHUTE Ha MapKe-
THUHTOT OPUEHTUPAaH Ha Jiokanuute. Cmapt Tenedo-
Hute co GPS MOXHOCTH M colMjaTHu MpedH 06a3u-
paHM Ha JIOKAllMd UM OBO3MOXKYBaaT Ha KOMIIa-
HUHTE Jla TH BOJAT KyIyBauyWTe KaJie ITO Ce Haj-
OJMCKYU M BEIHAII Ja TM J00HMjaT HUBHUTE TOHYIH.
MapkeTHHroT 3aCHOBaH Ha JIOKAIlMU € MOOWJICH,
NPUBJICKYBA €JICH HA €/ICH MOTPO-IIyBay IIITOM THE
Joaraat U OIaT BO KIIYUHUTE MapKETHHT IMojpadyja.
OBoj mapkerunr ¢ HapeueH CoJloMo - SoLoMo
(social + local + mobile) mapkeTunr.

JIOKaJTHUOT MapKETHHT MMa HEKOU HEJI0CTATOIIH.
Toj BOIM KOH 3rojieMyBamke Ha TPOIIOIUTE Ha
IPOM3BOACTBO W MAapKETUHI TPOULIOIMTE  CO
HaMaJyBamke HA KOPHCTEHETO Ha MPOU3BOJICTBOTO
CTiope] MPUHLIMIIOOT Ha eKoHoMmHja Ha obem. Toj,
UCTO Taka, MOXE Ja co3Jale W MpoOJIeMH BO
JIOTUCTHKATA HITOM KOMIIAHUHUTE CE COOYyBaaT CoO
3a]10-BOJIyBak¢ HAa MOTPEOMTE HA TOBEKE JIOKATHH
na3zapu. Meryroa, Tpeba 1a ce UCTakHe JeKa Kora
KOMITaHHjaTa C€ COOYyBa CO C€ TMOBEKE IOJEIICHH
na3apH ¥ IITOM C€ pa3BHBaaT HOBU TEXHOJOTHH 32
HOJJIPIIKA, TPE-HOCTHTE Ha JIOKATHUOT MapKETHHT
I'M HaIMUHYyBaat c1ab0CTHTE.

WHauBHU Iy THUOT MapKeTHHT co3/aBa
IPOM3BOM ¥ MApKETHHT MPOTPaMH 3a MOTPeOUTe 1
npedepeHInUTe Ha WHAWBUAYATHHUTE KYIy-Bauu.
WHauBuIyalHHOT MAPKETHHT, HCTO TaKa € O3HAYCH
Kako €/IeH Ha €JIeH MapKeTHHI - One-to-one mar-
keting, rojmemo mpumarogyBame - Mass customi-
zation, u masapu Ha MapKETHHT Ha ejieH - markets-
of-one marketing.

JIeHEeITHUTEe HOBH TEXHOJOTUH UM OBO3MOXKY-
BaaT HAa KOMIIAHWHTE Jia CE HaBparaT Ha TrOJIEMO
MapKeTHHT TpujiarogyBame. Jlerannute 0Oa3u Ha
MOIAaTOIHA, POOOTCKOTO TIPOU3BOJACTBO U (hIIEKCH-
OMJIHOCTA Ha TPOU3BOIHUTE TPOLECH, KAKO 1 UHTE-
PaKTHBHUTE MEIMYMH, KAKO TAMETHHUTE TeJeHOHU U
WutepHeToTr ce komMOmHHMpaaT 3a jga ce 3a0p3a
TOJIEMOTO MAapKETHHI TMPHIAroayBame. [ 0JeMOoTo
MapKeTHHT TpHIaro-ayBambe € TMpoIec co KOj

KOMITAHUUTE JI¢jCTBYBAAT €/IeH Ha €/IeH CO MacH Ha
KyllyBaud 3a Ja cO37aJaT IPOM3BOIU U YCIYIH
BOJICHU OJ] MHAMBH-AYyaJIHUTE MTOTPeOu.

WHauBHUyalHHOT MapKeTHHI CO3[aBa OJHOCH
CO KyITyBauuTe KOM C€ MOBAXHH 0J1 0110 Kora. OBoj
MapKETUHT PUHLIMI Ha ABAE€CET ¥ IPBUOT BEK, KAKO
ITO TOa Oelle MAaCOBHHOT MApPKETHHT BO JBacCeT-
THOT.

Kommanunute nmaar notpeda aa 3eMaT MpeaBui
MHOT'Y (hakTOpu KOra IpaBaT u3zfop Ha ueiHa
mapkemunz cmpamecuja. Koja crparermja e
Haji00pa 3aBUCH OJ] pecypcume HA KOMNAHUjAmdA.
Kora pecypcute Ha KOMIIaHWjaTa ce JTUMHTHPAHH,
KOHIIEHTPUPAHUOT MAapKETUHI € HajnpuQaTius.
HajnoOpara crpaTterdja UCTO Taka 3aBUCH U O]
IpOMEHJMBOCTa Ha mpousBofoT. Henudepen-
[UPAaHUOT MAapKETHHT € MOBEEKe IOTrOJIeH Kora 3a
XxoMoreHu mpousBoau. IIpomsBoaute Moxe na
Ougar pa3IM4yHy CIOPE] IU3ajHOT, KaKOo Ha IPUMEp
amapatuTe 3a ororpadupame Wi aBTOMOOHIINTE.
JKuBOTHHOT IMKITyC HAa MPOM3BOJOT MCTO TaKa Ce
3eMa mnpensuia. Kora kommaHujata BOBelyBa HOB
MPOM3BOJI, TOj MPAKTHYHO MOXKE Ja CE BOBEJIE BO
elHa Bep3Mja, Taka IITO HeAUu(epeHLUPaHUuoT U
KOHIICHTPUPAHUOT MapKETUHT MOXarT aa Owupjar
noroguu. Bo ¢aszara Ha 3penoct Ha JKUBOTHHOT
IYKITyC Ha MPOU3BOIOT, YECTO € MOIMOTo/IeH nude-
PEHLIMPAHUOT MaPKETHUHT.

Crnenen (akTop € pazHosuoHocma Ha nazapom.
AKo morojaeMuoT Opoj KymyBado MMaaT HMCT BKYC,
KYITyBaaT MCTa KOJIMYMHA U pearupaaT Ha UCT HAYMH
Ha MapKeTHHT aKTUBHOCTUTE, HeJM(PEPEeHIIUPAHUOT
MapKeTUHI € coojiBeTeH. Ha kpajor Tpeba nma ce
3eMaT MpENBUJ U CTPATETHUTE HAa KOHKYPEHTHUTE.
Kora KOHKypeHTHUTE KOpHCTaT CTpaTernd Ha
JudepeHIMpal WM KOHLEHTPUPAH MAapKETHHT,
HeAU(pEepeHIUPAaHUOT MapKEeTHUHT OM O MoryOeH.
CrpoTHBHO Ha TOa, KOra KOHKYPEHTHUTE KOpUCTAT
HeAu(epeHIupaH MapKeTHHT, KOMIIaHUjaTa J001Ba
NPEJHOCT CO KOpPHUCTEHE Ha JU(epeHIHpaH WIH
KOHIEHTpUpaH MapKeTUHI, HAcO4YyBajKH ce€ Ha
noTpeOuTe Ha MOCEOHUTE CETMEHTH.

[TameTHOTO TapreTHpame UM TOMara Ha KOMIa-
HUHUTE Ja Ouaar nmoedeKTUBHU M MOe(pUKACHH CO
HACOYyBamke Ha CETMEHTUTE KOW THE MOXAT J1a TH
3aJI0BOJIaT Ha Hajao0ap HAa4MH U MPOo(UTAOMITHO.
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TapreTHpaHaeTo HUCTO TaKa UM HOCH IPCAHOCTU U HA
IIOTPOITYBAYUTE 3aTroa aITo KOMIIAHHUHUTE
OIICJIy’KyBaar IMOCeOHHM CETMEHTH CO IoHyaa co3na-
JACHAa 3a 3aJ0BOJIYBAEk€ HA HUBHUTC HOTpe6I/I.

3akiyuok

TapretupameTo ce COCTOM O] 30Mp Ha KyIyBadyW
KOM CIIOZIeTTyBaaT 3aeJHUYKU MOTPEeOH WM Kapak-
TEPUCTHKH KOM KOMIIaHWjaTa OJIydyBa Ja TH
ornciyxysa. Komnanuure 6apaar ma3apHu cermMeH-
TH Ha KOM MOXAaT J]a BJe3aT CO MOHUCKO HHUBO Ha
WHBECTUIIUN, OJHOCHO (DUHAHCUCKU CPEJNCTBA,
Kajpu u Oe3 Ja MMaaT HapyIlyBame Ha paMHOTE-
xKara Ha paboremero. Kommanumnre, BOOOHMYaCHO
0apaar MmazapeH CErMEHT KaJle Ke MOXKaT Ja ce
HOTIPAT HA TIOCTOJHUTE CIIOCOOHOCTH, BEIITHHH H
texHosioruu. [lazapu mTo Gapaatr oa KOMIaHHjaTa
Jla pa3BUBa HOBH CIOCOOHOCTH, BOOOHMYACHO Ce€
n30ernyBar.
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THE IMPACT OF EU TOURISM
DEVELOPMENT ON MARKETING
TOURISM POLICY OF MACEDONIA

Abstrakt

Tourism covers not only travel, staying in certain
places, tourism is an activity that significantly
affects the cultural, social, economic, more precis-
ely, in all spheres of human life. When we talk about
all the spheres of human life, we emphasize
employment, education, technological advance-
ments as an accelerator of the modern living, tran-
sportation and so on.Therefore, we can rightly say
that tourism as a marketing strategy is an important
factor for raising the economy of a country, more
precisely its development as an economic branch for
opening new perspectives, life challenges of young
people for creating new jobs, own businesses,
creating business strategies for linking domestic
offers with tourist offers in the EU and wider. The
participation of the number of tourists in the EU
versus the global tourism market is close to 60% .

Key Words: turism, new jobs, business strategies,
marketing strategy, transportation
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buroma

BJINMJAHUETO HA PA3BOJOT HA
TYPU3MOT BO EY BP3
MAPKETHUHI' TYPUCTHUYKATA
ITOJIMTUKA HA MAKEJIJOHNJA

AncTpakr

Typu3mMoT He ondaka camo NaTyBamwe ,[IPECTOjOT
BO OJIpE/ICHU MecCTa ,TYpPU3MOT € aKTUBHOCT KOj
OUTHO BiIMja€ Ha KYJITYpHHOT, COILM]aHHOT,
eKOHOMCKHOT TIOTOYHO Ha CUTE c(eph O]l YOBEKO-
BOTO XuBeewme. Kora 300pyBame 3a cute cBepH 0
YOBEKOBOTO XHBECHE MOTEHIIMPaMe BPadOTyBambE,
o0pa3oBaHUe, TEXHOJIOIIKU JOCTHTHYBama Kako
aKIeIepaTop Ha MOACPHOTO YKUBECHE, TPAHCTIOPT U
TH .

3aroa MOXeMe CO IMPaBO Jla KaKeMe TYPHU3MOT
KakO MapKeTHHI cTpaTeruja € OuTeH ¢akTop 3a
MOJAWTHYBAalk€ EKOHOMHjaTa Ha eaHa 3emja
IOTOYHO HErOBOTO pAa3BHUBAKE KAaKO CTOMAHCKa
rpaHKa 3a OTBOpame HAa HOBH NEPCHEKTHBH ,
JKUBOTHU TPEI3BHUIIM Ha MJIATUTE 3a KpeHpame Ha
HOBM pabOTHH MecTa ,COTICTBEHU OW3HUCH
,Kpeupame Ha OM3HHC CTPATETUH 3a MOBP3YyBamkE HA
JIOMAITHUTE TOHYIM CO TYPUCTUYKHUTE TOHYIH BO
EVY u nommpoko .YuecTBoTO Ha OpOjOT HA TYPUCTH
Bo EVY HacmpoTn CBETCKHOT TypHCTHYKH Mazap €
omuzy 60 % .
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Kayunn 300opoBm: Typusam, paboTHU
MecTa, OM3HMC CTpaTeruu, MapKeTHUHI CTpaTeruu,
TPaHCIIOPT

1. OcHoBHH KapaKTEPUCTUKU HA TYPU3MOT

Typusmor e 30Mp Ha aKTMBHOCTH, YCIYTH H
JIEJHOCTH KOH JJOCTaBYBAaT HCKYCTBO BO IaTyBambETO
KO€ C€ COCTOM O] TPAHCIIOPT, CMECTYBakbE, OpraHu-
3alKy 32 jaJche U NHeHe, MPOJaBHUIM, 3a0aBa U
JPyTd YrOCTUTEICKU YCIYT'M 3a IOEIUHIM WU
TPyl KOM TMaryBaaT AajeKy oja aoMa.30up Ha
II0jaBU M OJJHOCH KOW MpOU3JIeryBaar oJi MHTEpaK-
nyjata Ha TYPUCTHUTE, OW3HHC [00aBYBaYHTE W
JIOMAIllHUA BJIACTH U JIOMAIHU 3aeJHULUTE KOU
y4eCTBYBaaT BO IPOLIECOT Ha MPUBJIEKYBambE
TYPUCTHU U IPYTU IOCETUTEIH.

TypuszMoT ongaka akTUBHOCTM Ha JIMLATa KOU
natyBaaT W IIPecTOjyBaaT BO MeCTa HAABOP O
HUBHAaTa BOOOMYAaeHa OKOJIMHA, MOKPATKO OJl €Ha
rofiMHa, 3a OJMOp, OW3HMC U Jpyru ueiu."
Typu3aMoT € pasnuueH o] MaTyBameTo. 3a Ja uMma
TypH3aM, MOpa Jia UMa JIBIXKEH-E O] €IHO Ha JIPyro
MECTO, MOEIMHENOT Tpeda Ja maTyBa, KOPUCTE]KH
CEKaKOB BH/]] Ha IPEBO3HO CPEJCTBO (IypH MOXKE A
Ol Tell: BO JEHEUIHO BpEeMe, Toa € YecTO BO
MOCUPOMAILIHUTE OIIITECTBA, a C€ CIy4dyBa AypHU U
BO TIOBEKE Pa3BUEHUTE OMIITECTBA, Ka] TYPUCTUTE.

Ho, cure mnaryBama He ce Typuszam. Tpu
KPUTEPUYMH C€ KOpUCTaT €O 1Iea Ja ce
KapaKTepu3upa TNaTyBambeTo Kako  TypHU3aM.

Typu3MOT ce OTMKYBa TaKa mTo:°

eToj BKIyYyBa JBIXKEHE
BOOOMYAaeHaTa OKOJINHA;

eBun Ha HamMeHa mHaTyBambeTO MOpa Ja uUMa
HEKOja HaMeHa, CO MIMPOK CHEeKTap Ha LeNH;

® BpeMerpaeme - co min 6e3 HoKeBame.

HAJBOP  Of

Typu3MOoT € BO OCHOBa NaTyBame BO Jpyra
JIeCTUHAIIMja 3a peKpearyja, 3a0aBa, Wi OU3HHC.
Opn cBeTckaTa TypUCTHYKA OPTaHU3aIlH]a YOBEK KOj
matyBa JI0 JeCTHHAIMjaTa ¥ OCTaHyBa HAJBOP O]

¢ Definintion of Tourism (UNWTO Definition of Tourism) /
What Is Tourism ? Copyright © 2012 - 2012 Tugberk / Nihan

MECTOTO Ha JKHBeeme noBeke o 24 dyaca, HO
IOMAJIKy O]l €/lHa FOJJMHA CE CMETa 3a Mypucm.

TypusMoT He ondaka camo MaTyBame, PECTOjOT
BO OJpEIEHU MecTa, TYpU3MOT € AKTUBHOCT KOj
OWTHO BIHMjae HA KyITYPHHOT,COIMjaTHUOT, €KO-
HOMCKHOT IIOTOYHO Ha CUTE C(hepu OJf YOBEKOBOTO
xuBeewe .Kora 300opyBame 3a cure cBepu O
YOBEKOBOTO ’KMBEEHE MTOTEHLIUPaMe BpabOTyBame,
o0pa3oBaHUE ,TEXHOJIOIIKUA JOCTHTHYBama KakKo
aKLeJIepaTop Ha MOJEPHOTO XKUBEEHE ,TPAHCIIOPT U
T.

Typusmot, aeHec, ce cooyyBa M CO HpPEIU3-
BUIIUTE HA COBPEMEHOTO METyHapOIHOTO OKPYXKY-
Bame, a Mel'y HUB 0COOCHO co Tiofanu3anujaTa u
HEj3MHUTE BIIMjaHU]ja. BO OBOj KOHTEKCT, CKOHOM-
CKUOT DPa3BOj M INPOMEHUTE BO Jemorpadckara,
KyJITypHaTa M TPaBHO- TIOJUTHYKAaTa cdepa TO
MEHYBaaT CTWJIOT Ha >XKMBOT Ha JIyfeTo, IO JWHa-
MHU3UpaaT HAUYMHOT Ha JKUBECHE, CTUMYJIHpAAT
naTyBamba KOU CTaHyBaaT Ce 0YECTH U [IOMACOBHH.
OBue nMpoMeHu o MEHyBaaT 00eMOT U CTPYKTypaTa
Ha TypUCTHYKaTa 1modapyBayuka U MOHYJa, IpaBejKku
r0 TYPUCTHYKHOT Ta3ap U3pa3uTo KOHKYpeHTeH. Bo
BAaKBM OKOJIHOCTH, HOCUTEIIUTE Ha TYPUCTHUKA
MOHYyJla CE€ CpekaBaaT CO CHJIHa M OCTpa KOHKY-
peHurja U co MpoOJeMHTE 3a HHMBHO IO3UIHO-
HUpamke Ha BAKBHOT Tazap. Tue ja 9yBCTByBaaT MOT-
pebaTa CTpaTErMCKH J1a pa3MHUCITyBaaT 3a MOXHOC-
TUTE KOM Tpeba Ja TH HUCKOPHUCTYBaaT 3apaju
yCIlelIeH IJacMaH Ha HUBHaTa TIOHyJa Ha
MeT'yYHapOJHHOT TYpUCTHUYKH Taszap. Ilpex HuB e
OJITOBOPHOCTA Jla BOCIOCTaBYBaaT M OJp)KyBaar
chUcTeM Ha e(UKacCHO HCKOPHCTYBame Ha TypHC-
TUYKHUTE TOTEHIM]aIu U BOBEYBambe HAa CTaHIapIu
3a KBJIUTET Ha TYPUCTUYKHUTE YCIYTH.

Typusmor e OuteH (akTop 3a MOAUTHYBaHE
€KOHOMH]jaTa Ha €JHa 3eMja MOTOYHO  HETOBOTO
pa3BUBaE KAKO CTOMAHCKA IPaHKa 3a OTBOPame Ha
HOBH TIEPCIEKTHBH, JKMUBOTHH TMPEI3BHUIM Ha
MIIaJIUTEe 3a Kpeupame Ha HOBU PabOTHH MeCTa,
COTICTBEHH OW3HHCH, KpeHpame Ha OW3HHUC CTpa-
TErWu 3a MOBP3YBamke Ha JOMAIIHUTE MOHYAU CO
TYpUCTHUKUTE TOHYyIM BO EY wu mnomwumpoko.
VYyecTBoTO Ha OpojoT Ha Typuctu Bo EY HacmpoTu

|, www.tugberkugurlu.com/.../definintion-of-tourism-unwto-
definition-...
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CBETCKHOT TYPUCTHYKH Ma3ap e 6iau3y 60 % ,a toa
3HAYM rojieMa IMOCBETEOCT Ha Taa eKOHOMCKA I'paHKa
IPETBOPEHA CO MPaBO HapeyeHa HHIYCTpHja .

2. PazBojot Ha Trypusmor Bo EY

[Momutukara Ha EY e na ce 06e30eau oapxyBame
Ha EBpona xako Bojie4ka TypHCTHYKa JECTHHAIM]a
¥ JIa CC MAaKCUMHU3HPA MIPUIOHECOT HA TYPU3MOT BO
3roJieMyBambeTo Ha BpaboreHocTa. [lonnTukara Ha
EY ru npomoBupa akTHBHOCTHTE 32 COpabOTKa
Mery 3eMjUTe 4YICHKM Ha 3aeJHHIATa, OCOOCHO
IpeKy pa3MeHa Ha J0OpH MPaKTUKHU. 3a OAp)KyBambe
Ha mno3unujata Ha EBpoma Kako  BojeYka
TypUCTHYKA JeCTUHAIIH]a, HEOIIXO/IHO e
00e30enyBambe Ha BHUCOK KBAINUTET HAa TYypPHCTHY-
KUTE YCIYrH, Ja Cc€ MOTTHKHyBa MOOWJIHOCTA |
yHampeayBaaT ClloCOOHOCTUTE Ha BpaOOTEHUTE U J1a
UM Ce [oMara Ha TYPUCTHYKUTE OPraHU3al[id BO
MEHAIMPAmhETO HA HUBHUOT OU3HMC.’

3a 3roneMyBame Ha moceTeHocTa Ha EBpoma
KaKo TYpPHUCTHYKa JECTHHAIMja W Ja CE 3rojieMy
TypU3MOT BO 3emjute Ha EBpomockarta yHuja, ce
CIpoBeAyBaaT OpOjHM MPOMOTHBHHM aKTUBHOCTH M
ce mpe3emMaar MEpPKH 3a J]a ce CO3/1aJaT yCJIOBU 3a
HIOJIECHO TaTyBame HU3 EBpomna.

I'maBHUTE MPEU3BHIIM 32 Pa3BOjOT HA TYPU3MOT
Bo Epoma ce:®

ebe30eHOCT W CUTYPHOCT -  €KOJIOIIKa,
NOJUTHYKA, EKOHOMCKAa U CHUTypHOCT Ha
XpaHaTa ® CMECTYBAaKkEeTO U  OJPKIMBH
COLMOKYJITYPHH 3aKaHH,

¢ ExOHOMCKa KOHKYPEHTHOCT - CE30HCKH, pery-
JaTOpPHU W aJIMUHUCTPATUBHU ONTOBApYBamba,
COOJIBETHO  OJIaHOYyBake€ Ha  TYpU3MOT,
TEIIKOTHH BO HAOT'akbETO 3aIPXKYBAKETO 100ap
HepcoHall,

e TexHoNoOWKM - pa3Boj Ha MHPOpPMaTHUKaTa
TEXHOJIOTHja TEXHOJOrHja 3a OyKupame,
COLIMjaJTHU MEANYMH, 00e30e1yBamke COBETH 3a
TYPUCTUYIKUTE YCIYTH,

" Tourism - European Commission,
https://ec.europa.eu/growth/sectors/tourism_en

e[lazapoT u KOHKypeHOLHWjaTa - 3roJeMeHa
nobapyBauka  IPHJIArOJCHU HCKYCTBa,HOBH
IPOU3BO/IN,3T0JIEMEHA KOHKYPEHIIMja O APYTH
nectuHanuu Ha EY.

3. Typusmort Bo Peny0iimka Makenonuja

Penybnuka MakenoHuja cO CBOUTE MPHPOIHHU
pecypcH MOKH Jia Ce IPUKITYYH KOH Taa MHIyCTpHUja
MOYUTYBajKu TH EBpOICKUTE TPEHIOBH CTpEeMEjKH
ce koH EVY wHTerpamumre, pasBHBajKU TU W
MOHAaTaMy JA00POCOCEIICKUTE OJHOCH CO JIP>KaBUTE
KOM ja  ONKpYXyBaaT, Ja TIO pa3BUBa
TaKaHAPEYECHUOT MOTPAHUYCH TypH3aM HYACJKH TH
O/UIMYHUTE PECYpCH CO KOW pacrmoiara a o
noJ00pyBajKu TO HHBOTO Ha KOMYHHKAIHja CO
TYPHCTHTE KOU CEKOjIHEBHO ja TIOCETYyBaar.

Teputopujara Ha PerryOnmka Makenonuja ce of-
JHMKyBa CO KapaKTEPUCTUYHU U TYPUCTHUYKHU H3pa-
3UTH TpupofHu Qaxkrtopu. Tue ce coriemysaar
MIPEKy XeTepOreHNoT MO3auK Ha penjedoT Koj, Kako
Ha [IaxoBcKa Talia, € u3pa3eH HU3 pa3Hu reoMop-
¢donomkn  GopMu, Kako: IUIAHWHH, KOTIMHH,
MOJIMba, JONWHH, Kimcypu. Ilopagm penjedHuUTE
OJUIMKHM, Ha TepuTopujaTa Ha Pemybmuka Make-
JIOHWja C€ TPHUCYTHU PA3HOBUIHU KIMMAaTCKU
YCIIOBH - OJ TUMHMYHA MEAMTEPAHCKA /10 TUIUYHA
IUTaHWHCKa KiuMa. llperuieTyBameTo Ha pasHH
HACTaHU HU3 UCTOpHUjaTa, TOKMY Ha TEPUTOpHjaTa
Ha PemmyGnrka MakenoHMja, OBO3MOXKHUIIO TIPUCYC-
TBO Ha MHTEPECHU U MOIIHE 3HAYajHU PaA3IMYHU
o0jextn. OBe IVIaBHO C€ MHCIM Ha KYJITYpHO-
UCTOPUCKUTE U Ha €THOrpa)CKUTE CHOMEHUIH U
TBOPOM, HA MHOTYOPOJHHUTE CO3/1aJIEHNU BPEAHOCTH,
KaKo IITO ce: HaceJOuTe, TYPUCTUUKUTE JIOKau-
TE€TH, KOMYHUKAallUCKUTE  O0JeKTM U  CIL
CoobpakajHata HHPpaCTpyKTypa IJIaBHO € OpUeH-
TUpaHa M0 JIOJIMHUTE Ha MoroJieMuTe peku. Typuc-
THYKaTa KOMYHHMKAallMja Cc€ OCTBapyBa U TpEKy
aepospomute Bo Ckorje u OXxpui, Kako U MPeKy
penaTUBHO OJIMCKUTE aepoJpOMH BO COCEIHUTE
IpXaBW. [JTaBHM KapaKTEPUCTHKH Ha MaKeIOoH-
CKUOT TYPUCTHYKH IPOCTOP, MOKPAj TPAH3UTHUOT

8 Overview of EU Tourism Policy - European Commission,
https://ec.europa.eu/growth/sectors/tourism/policy-
overview_en

15



TypH3aM, C€ MOIIIHE TOBOJTHUTE TUNIAHUHCKU 3UMCKHU
CHOPTCKU YCIIOBH, TEPMOMMHEPAIHUTE H3BOPH H
MPEKPACHUTE €3epa KOM OBO3MOXKYBAaT U3BOHPEIHH
YCIIOBH 3a JIETE€H CTallMoHapeH Typusam. ['eoTypuc-
THYKaTa mojiockOa Ha Pemybnuka Makenonuja ce
HaAJArpaayBa U CO MPUCYCTBO HA MPOCTOPU 3aUyBaHU
BO MPHUPOJHA COCTOjOA.

Typusmor Bo Penmy6oiinka Makenonuja € cTomnas-
CKa TpaHKa Koja ro omdaka MpUBPEMEHOTO MaTy-
Bame Ha JIy['€TO O/ €IHO JI0 APYro MECTO 3apaau
3aJI0BOJTyBarkh¢ Ha KYIATYpPHHU, PEKPEATHBHU, 3/IPaB-
CTBEHHU U JApyru notpedbu. Pa3Bojor Ha TypuU3MOT
3aBUCH O]I TIOBEKE:!

e [IpupoaHo - reorpadcku,
e AHTPOIIOT€HU U
e MatepujasHu paKTopu.

He e noBonHo 1a ce kaxe neka PenyOnuka Make-
JOHHMja W300MIIyBa CO aMOHMEHTaJIHH BpPETHOCTH,
apXeoJIOIIKN ,MCTOPUCKA M T .H . Tpeba na ce
CTPEMH TypUCTUYKaTa [IOHY/1a Ha THE BPEAHOCTH Ja
ja HampaBu TONPUMaMIIMBa M MOKOHKYpPEHTHa 3a
Mel'yHapOAHHOT Mas3ap Ja C€ BKJIONU BO
crpateryjatra Ha EY Typusmot. Ilpomonujara Ha
Typu3MoT Bo P Makenonuja tpeba ga ce BOoau HU3
MHOTyTE€ TypONEpPAaTOPCKH pOJ IIOya , Ja ce
IPOMOBHUpPA HAIIUOT KYITYpEeH U apXEOJIOIIKH
Typu3aM a Toa 3Ha4M MOCBETEHOCT Ha 3a4yBYBambE
Ha apXxeoJIOIIKUTe OorarcTBa ,KyJTypHUTE Oorart-
CTBa, BEPCKUTE 3HAMEHUTOCTHU, UCTOPUCKH JOKAIHU-
TETHU ,HallMOHAJIHU MapKOBU U C€ OCTAHATO BPEIIHO
3a pa3Boj Ha TYpU3MOT BO MakeoHHja .

Penyonuka Makenonuja caka — Ja pa3BHBa
TypHu3aM, caka Ja ce nosp3u co EY Typusmor caka
Jla TIpUBJIEYE CTPAHCKH MWHBECTHUIIMH BO TYypPH3MOT,
Jla ce TpajaT XOTeJIH,TYPUCTUYKH KaraluTeTH O]
Mel'yHapoJaHH OpeHI0BH, 3a Toa € moTpedHa 100po
OCMHCIIEHA CTpaTeruja MIAJANTe JIyl'e Aa ce BKIy4aT
co n1o0po oOyd4eH kKajap Ja CcTBapaaT MOKHOCTH
CTpaHCKHUTE MHBECTUTOPH Ja TIieJlaaT MepCreKTHBa
3a a00ap TypUCTUYKH OW3HHC, TPOGUT O TOj
OM3HM, KOj Ke IpHBIIEYe MHOTY TOCTH KakKo J10-
MallTHU Taka U cTpaHcku. Pemybnmuka Makenonuja
pacmiosnara co OpojHH TYPUCTUYKU PETKOCTH HO TOA
Tpeba 1o0po 1a € cpaboTeHo Ja ce HampaBu 100pa

NOHY/A, Mana Ha TYPUCTHYKUTE ICCTHHAIMU |
MOXHOCTH 32 MHBECTHpame, KaTaCTapcKHU IpeMep
Ha ypOaHW3MpaHH MOBPIIMHU KOU O CE€ MOHYAUIE
Ha CTPAHCKUOT IapTHEp Ja BIIOKyBa BO HaIlara
3eMja Jia rpaJd TYPUCTHYKHU KaNalUTETH a CEeTO
TOA TOTKPENEeHO CO €KO Mporpamu 3a HH(pa-
CTPYKTypara Koja € HallpaBeHa CcO HajBUCOKU EY
CTaHAap.Iu.

Typusmot Bo PenyOnnka Makenonuja, 1 oKpaj
TOA IITO € TEPMAHEHTHO H3JIOKEH Ha OJpeAcHU
PErPECHOHM W TPAHCTPECHUOHHW TMPOIECH CeHaKk
UMaj, UMa WIu Ou Tpebaio a nma, rojiemMa ysaora
BO CEBKYITHOTO TYPUCTUYKO CTONAHCTBO HA HAIlaTa
3eMja. OBHE KOHCTaTallMM M ONpPENesIOn ce 3acHU-
BaaT, IpeJ1 Ce, Ha TTOCTOCHETO Ha MOIITHE ToJIeM Opoj
KBAJIUTETHU TYPHCTHUYKU J0Opa M pecypcu, a Toa
Mak, oJl CBOja CTpaHa, yKakyBa U Ha MmoTpedara 3a
IIOCTOCHE¢ Ha COOJBETEH MApKETUHI MPHUCTAll BO
TYPH3MOT.

4. TypuCTHYKH MAPKETHHT

MapeKkTHHTOT BO TYpU3MOT MPHIOHECYBaA Jla Ce
OTKpHE WITO CaKaaT TOCTUTE UM KOU CE HHUBHHTE
noTpedu U Bp3 Taa OCHOBA Jia ce 00e30e1u Toa IITo
ce 0apa Ha Ha4YMH KOj K€ OBO3MOXH J1a ce co3adane
npoduT. MapKTHHTOT BO TYpPH3MOT MOYHYBa CO
¢mno3ondurjaTa Ha TYPUCTHUKUTE KOMalaHUU3a aa
co3JanaT yclIoBH Ja TM IICOBOJIAT MOTpeduTe Ha
TOCTHUTE U J1a T 3a/Ip)KaT, 0Croco0yBaaT U MOTTHK-
HyBaaT CBOMTE BpaboTeHU. MapKEeTHHTOT BO TypH3-
MOT € HOoTpeOeH 3aroa IUTO MPOU3BOJUTE Ce
HEJIOMHP-IMBH, aKo He Cce Mpojaajgar JeHec,
HEMOXaT Jla ce Mpojajgar JApyr JEeH MCTUTe
NPOM3BO/IU. YCIYTHUTE BO TYPU3MOT CE€ HEIOMHP-
JUBH, ce NO0OMBaT caMO BO MOMEHTOT Kora ce
YCIIY)KyBa TOCTHHOT. Typu3MOT € JIejHOCTa Koja €
MOBp3aHa CO MHOTY JPYTH JAEJHOCT.

Bo mommpoxka cmucna Ha Tiieiamke, MapKETHHTOT
BO TYpU3MOT CE€ CMeTa JIeKa MpeTcTaByBa OM3HUC
TUCIMIUTMHA KOja MMa 3a 3a/a4ya Jia MPHUBIIEKYBa
TYpPHUCTHU Ha OIpeJIeJIEHH JIOKALUH, XOTeH, IPaJ0BU
KajJie ITO C€ OCTBapyBa OW3HUC WM C€ YXKHBA.
MapkeTHHroT BO TYpU3MOT CE 3aCHOBA HAa BHCTHHA,
OJTHOCH W WCIIOpadyBamke Ha BpPEAHOCT. Mapke-
THUHTOT BO TYpH3MOT € IPOIiec KOj C€ OCTBapyBa BO
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XOTENH, PECTOpaHu, OAMOpAIHIITa U OOjeKTH 3a
3a0aBa 1 pekpearyja.

MHory 3eMju Ha CBETOT CBOjaTa EKOHOMCKa
er3UCTEHIIMja ja TEeMeJlaT Ha CEKTOPOT Typu3aM.
Kako pesynrar Ha TOa, TYpU3MOT CE€ CMETa KakKo
eZIcH 0J1 HajimuOepanu3upaHuTe CEKTOPH, a UMajKu
ro npeaBuj (GakToT Aeka MeryHapOIHHOT TypH3aM
npercraByBa 6% o] BKyIIHaTa CBETCKa TProBHja U
30% on BKymHaTa TProBHja CO YCIyTH BO CBETOT,
TOTrall TYpU3MOT CO3/1aBa HEMOCPEAEH MPHUIOHEC BO
pPa3BOjOT IO TPaHKKM BO BKYyIHAaTa €KOHOMH]ja Ha
eqHa 3eMja.

KBanuterot BO TypH3MOT MOKE Ja IPHIOHECE BO
€KOHOMCKHOT pa3B0j NpeKy MoaoOpyBamke Ha
KOHKYpPEHTHOCTa Ha JelloBHaTa cdepa, UCIONHY-
Bab¢ Ha OMILITECTBEHUTE MOTPEOU U 3aUyBYyBambe Ha
KHUBOTHaTa cpeaunHara. Ilopagum oBa morpeleH e
riobaneH mpucran kKoj ke ce (okycupa Ha
3aJI0BOJIyBabeTO Ha MOTPEOUTE HA TYPUCTHTE, a
3aCHOBaH Ha OJAPXJIUB Pa3BOj KOj MOXKE Jla ce Ha-
pede MHTErpUupaH KBAJUTATUBEH MAPKETHHI MEHa-
UMEHT.

Ce mporieHyBa Jieka Typu3MOT BO 3eMjuTe Ha EY
omndaka 6% on BKYNmHHOT Opoj Ha BpabOTeHH
OHOCHO BpaOOTyBa 9 MUJIMOHM JIMIIA U yYECTBYBA CO
5,5 % on BJII u 30 % ox BkynmHaTa HaJaBOpEIIHA
Tprosuja u yciayru. OBoj (akT ce moTeHuupa Kako
IpPEIU3BUK BO MIHUOT MEPUOJI KOj IPETCTOU Mpej
HACc Kako MOXKHOCT 332 MCKOPHCTYBam€ Ha HAIUTE
OTPOMHHM TMOTEHIMjallu 0] 00JIacTa Ha TYPU3MOT U
YCIAYTUTE KOM MOXE CO yCHeX Ja TH TOHYAH
Penybnnka MakenoHuja, a co Toa Jja cTaHe OJJIHY-
Ha TypUCTHuYKa jaectuHanuja. OJ THE NPUUYUHU
TypUCTHYKaTa MpONaraHjia KOH CTPAHCKHUTE 3eMjU
Tpeba /a ce CTaBU BO BPBEH IMPUOPHUTET 1A CE 3eMe
aKTUBHO YY€CTBO Ha CHTE TYPHCTHUKH MaHH(ec-
TalliM, CaeMH M OCTaHATO Ja ce amocTpodupa
MOYKHOCTa TYpPHU3MOT Jla CTaHE BOJEYKa €KOHOMCKa
OCHOBA 32 Pa3BOj U MOXKHOCT 32 OTBapame Ha HOBH
paboTHu MecTa Bo Penybiinka Makenonuja.

MapKeTHHTOT BO TYpPU3MOT JIOJTO BpeMe ce
CMeTa KaKO I'paHKa Ha TPaJAULMOHAIHHUOT MapKe-
TuHT. Cenak, BO MOCIIeTHNBE TOANHU, MAPKETUHTOT

9

https://www.researchgate.net/publication/268842852_Marketi
ng_vo_ugostitelstvoto_i_turizmot

BO TypHU3MOT IIOMHUHYBa HHU3 (PyHIaMEHTAJIHH IPO-
MEHH Kako mrTo ce:’

e I3BprryBame Ha TIIOOATHHUTE CTPATETHH B3
OCHOBA Ha CTPATEIIKH COjy3H,

e Pacnarame Ha KOMEpPIIHjaJTHUTE TPAHULIH,

o I[OCTI/II‘HYBaH)a BO HOBUTEC TCXHOJOTUN KOU Ha
CUTE UM ja OJIECHYBa KOMeplIrjaan3aiyjaTa Ha
TYPUCTUIKUTE TPOU3BOJIH.

[Topagu MmoOmM3anMjaTa Ha TTOTPOLTYBAYUTE Ha
TYPUCTUYKUTE YCIYTH, MAPKETUHTOT BO TYPU3MOT
Tpeba na Ouae HAacOYeH KOH OTKPHBABETO Ha
noTpeOuTe W MOTHBAIMjaTa KOja KJIMEHTUTE TH
HOCH Ja 1pe3eMarT OApENeHH TYPUCTHYKH
HaTyBama.

Jla ce 3amoyHe cO NpUMEHAa HAa MAapKETHHT

3paun: 0

e [loBp3yBame U ycOriiacyBambe Ha MApKETHHT
aKTUBHOCTM  Ha  CHT€  HOCUTEIM  Ha
TypuCTHUKaTa ¥  palboTHaTa  TMOJUTUKA
3aCHOBAaHM Ha EIMHCTBEHAa CTpaTeruja 3a
JIECTUHALIUCKUOT MPOU3BO/I,

e HacouyBame Ha cHUTE aKTUBHOCTU KOH

OCHOBHaTa 1el — 3a3J0BONyBamke Ha
notpebure Ha  u3OpaHa  rpyma  Ha
MOTPOIIYBAyH,

e lcTtpaxyBame Ha ma3apoT U JeduHupame Ha

HEeroBaTa jacHa CErMEHTalllja, OCTBapyBamhe
MaKCHUMaJIeH €KOHOMCKHU €(eKT KaKo KpajHa
el OTKako Ke Ce OCTBapu IOIIMpOKa
OMILTECTBEHA,
e VBaxyBame Ha IIOCTOCHETO Ha OrPaHU-
qyBauykl (haKTOPH NpPU MOCTUTHYBAHETO Ha
THE €PEKTH U CTPEMEXK KOH BIIMjaHUE BP3 HUB
(JlokamHO HaceNeHHe, KOHKYpEHIIHja, paBHa
perynaruaa, >KMBOTHA CpEJIUHA UTH.)

IIpumeHata Ha MapKEeTHMHTOT BO TYpU3MOT H
YTOCTHTEIICTBOTO OBO3MOIIIYBA OCTBapyBamkE OApe-
JIeHa paMHOTEXa ToMely TOHyJaaTa W molapy-
BayKaTa Ha TYPUCTHUYKHOT ma3zap. Kora ce 30opyBa

10 Panojesun 3. Apakymosuh J.,“Menaument, Bucoka
TEKCTHJIHA LIKOJIAa CTPYKOBHUX cTyauja“, beorparn,
2004
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3a TOHyJaTa Ha OBOj IMa3ap, C€ MHCIM Ha
IENIOKYyITHATa TOHyAa Koja ja  COYMHYyBaar
HAjpa3iIMYHU  T[POU3BOAW M YCIYTH OJf CHUTE
JICJHOCTH KOM YYECTBYBAaaT BO TyPHUCTUYKOTO CTO-
MAHCTBO, KaKO M MPUPOJHU, AHTPOIIOTCHU U JIPYTH
aTPaKTUBHOCTH.

OcTBapyBameTO Ha TYPUCTUYKATA JIEJHOCT € IO
BIIMjaHUE Ha (haKTOpUTE O]l CUTe chepr Ha HAIHO-
HAJIHOTO U MEI'yHapOJHOTO OKpYyXyBame. Kpearu-
jaTa Ha TypHUCTHYKATa TOHYJa 3aBUCH OJ JBIDKE-
BaTa Ha (PAaKTOPUTE HA OKPY)KYBAHETO BO PAMKHUTE
Ha 3€MjUTE U PErHMOHHWTE BO KOU TYPHU3MOT C€
pa3BuBa, Kako HITO CE€ OJHOCHUTE KOW BJajear Ha
na3apoT, KyJITypara Ha 3eMjaTa, NPUPOIAHUTE U
AQHTPOIIOJIONIKYA BPEIHOCTH, NpaBHATA, IMOJUTHY-
KaTa M ONIITECTBEHATAa CTPYKTYpa, KAKO U €KOJIOII-
KHUTE Oapama.

3a TYpUCTUYKUTE YCIYTH 100aByBauyuTEe KaKo
U 3a JPYI'uTe OpTraHU3alUU O] TYPUCTHUYKHOT
CHHIIUD B&XXCH YEKOP O] MPOIECOT KOj BOIH KOH
OJIP)KJIMB TypH3aM € Jia Ce 3aMHUCIIM €/IHa KOoXe-
pPEHTHA MapKETUHT MOJIUTUKA U COOJIBETCH MapKe-
TUHT-MHUKC COCTaBEH O] MPOM3BOJM, IICHH, MIHC-
TpuOylHja, MPOMOIMja, TMEpPCOHAN, (PUINYKU
aMOWEeHT, TpoIleCH Ha YCIyXyBameHa TYypHC-
TUYKUOT Tazap

TypuCTHUKHOT Tma3zap TmpeTrcTaByBa 30Mp Ha
OIHOCH M TI0jaBM KOM C€ jaByBaaT IIOMery
TypUCTHYKATa TMOHYJAa H TYpPUCTHYKATa IMM00a-
pyBauKa co 1IeJl 3a pa3MeHa Ha TYPUCTHUYKH MPOU3-
BOJI 0 OJpEJeHa Ma3zapHa IeHa. TypUCTHYKHOT
maszap €€ COCTOM O]l CJIEJJHUTEe KOHCTUTYHUBHU elle-
MEHTH: TYpUCTHYKA TIOHYJa M TYypUCTHYKA T0o0a-
pyBauka, OTHOCHO T.H. CyOjeKTH Ha TyPUCTHUYKHOT
maszap; TYPUCTHYKH TPOHM3BOJ T.€. MpEeaMeT Ha
pa3MeHa Ha TYPUCTHUKHOT I1a3ap, U LieHa 1o Koja ce
TUTacUpa TYPUCTHYKHOT ITPOU3BO/I.

3akiy4ok

Typu3MOT € E€KOHOMCKHM MeXaHW3aM KO] HhMa
OTpOMEH TOTEHIMjal 32 Pa3BUBAKE HA H3IPIKIHB
pa3Boj BO 3eMjUTE KOW C€ pa3BHUBaaT, 0COOEHO BO
3eMjUTE CO HHU30K CTENEH Ha pa3Boj u pacT. Mako
HETOBUTE KOPCHHU JIC)KAT BO YCCTO HCIIaHWPAHU
MPAKTUKH 33 UCTPAXKYBamkhe U OTKPUBAE, HETOBaTa

UHWHA JIC)KH BO BUCOKO CTPYKTYPHPAHO W JTOOPO
IUTAHUPAHO U MEHAIUPAHO U3BPIIYBAE.

Typu3MOT € MHOTY MOBEKE OJi HHIyCTpHja, TOj
NPETCTaByBa  Pa3lIM4CH, MYJITHIMMCH3HOHAJICH
CHHUMp Ha J0CTaBa HHU3 Pa3IMYHU CEKTOPH.
W3riena emHOCTaBeH, HO BCYIIHOCT € MHOTY
CJIOKCH, & HETOBUOT YCIIEX 3aBUCH OJ] TOA HA KAKBH
OCHOBH C€ IIOCTaBEHU W TIOBP3aHH W3PHIIUBUTE
CUCTEMH U JIOKATHUTE 3a¢/THUIIN.

Typu3MOT mpercraByBa €/Ha OJf HajMAaCOBHUTE
10jaBU BO COBPEMEHOTO ommrecTBo. Mako mma
TOJIEMO OIIITECTBEHO M TOJUTUYKO 3HAUCHHE, CEITaK
Mopajyi MHOTYOPOJHUTE MMO3UTUBHU €(PEKTH KOU TH
NpeI3UBUKYBa Bp3 pPAa3BOjOT HA CKOHOMHjarta,
MoceOHO BHUMAHHWE CE TIOCBETYBa HA HETOBHUOT
CKOHOMCKH aCIeKT

MeryHapoHHOT  TYPUCTHYKH  Ma3ap  ce
KapaKkTepu3upa co GakToT JeKa KYIIyBamkEeTO U MPo-
nax0ara Ha TYPUCTHYKH MTPOU3BON U3JIE3ETYBA O]
paMKHTE HaHAIMOHAIHUTE JpkaBu. [lazapHute
OJIHOCH Ha MEI'YHAapOIHHOT TYPUCTHUYKH I1a3ap ce
neUHUpaHU O CTpaHa  Ha  IOCTOCYKUTE
OwyaTepalH W MYJITHIATCPATHH OJHOCH Mery
3eMjUTE BO HAJBOPEIIHO-TIOJUTUYKU U EKOHOMCKH
TUTaH.
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CAPTURED STATE AND PARTY
SISTEM IN MACEDONIA

Abstract

This paper is an analysis of the influence of the
party system in the formation and functioning of the
captured state in the Republic of Macedonia. The
focus of the analysis are the most significant
political actions, events and decisions of state
institutions. The main thesis of the analysis is that
alienated party centers, in conditions of marked
ethnic contradictions, have partisan state institutions
and state decisions are brought to party summits.
State institutions serve only for formal coverage of
party decisions. The analysis shows that since the
independence of Macedonia to date, all the most
important decisions have been made as a result of
the cooperation of the party leaders or they were not
adopted..
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3APOBEHATA AP KABA U TAPTUCKHUOT
CUCTEM BO MAKEJIOHHNJA

AncTpakr

OBoj Tpyn € aHajM3a Ha BIMJaHUETO Ha MapTuc-
KMOT CHCTEM BO HAaCTaHYBambeTO M (PYHKIHO-
HUpPAmkEeTO Ha 3apoleHara JpkaBa Bo PemyOnuka
Maxkenonuja. Bo ¢dokycor Ha aHanmuzata ce
HAj3HAYajHUTE TMOJUTHUYKM aKIMM, HACTaHU M
OJITYKH Ha Jp>KaBHUTE MHCTUTYIMH. OCHOBHa Te3a
Ha aHaJM3arTa e JIeKa OTyleHUTE MapTUCKU LEHTPH,
BO YCIJIOBH Ha U3Pa3eHU €THUYKHU CIIPOTUBHOCTH, TH
napTU3Upaa Jp>KaBHUTE UHCTUTYLUU U JAP>KaBHUTE
OJITYKH C€ HOcaT Ha MapTUCKU CaMHUTHU. JlpaBHUTE
MHCTUTYLUHU CIyXaT caMmo 3a (hOpManHO MOKPUTHE
Ha MapTHCKUTE pelleHuja. AHaln3ara MOKaKyBa
JieKa OJ1 He3aBUCHOCTa Ha MakeJoHHuja 10 JeHEC,
CHUTE HajBaXXKHU OJUIYKH C€ JOHECEHU KaKO pe3yiaTar
Ha copa0oTKaTa Ha MApPTUCKUTE BOJAAYH WU HE Ouie
JIOHECEHH.

Kayunu 300poBH: MOIUTHYKY TAPTHH, 3apOOEHA
Np>KaBa, Biaja, napjJamMeHTt, MakenoHuja
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Bosen

JlpxaBara Kako ONMmTecTBEH (DEHOMEH € IIeHTpaJIeH
npobieM ~ Ha  ONUITECTBEHAaTa  akuuja M|
ONIITECTBEHUTE HAyku. MHOTY €Hepruja e
HOTPOIIEHO HU3 BEKOBUTE 3a HEJ3UHO Jie(hUHUpAbE,
rpajeme, pasrpaayBame.. OHa MTO JeHEecKa e
onumTo npudareHo 3a mpupojaTa Ha Jp)kaBaTa €
JIeKa Taa € KOMIUIEKCHA OpraHM3aldja co YHHBEp-
3a7HU (QYHKLIMU U MOBEKEAMMEH3UOHAIHU 110jaBHU
oOmuim. Ilpu TOa, KOHCTaHTa BO HEJ3UHOTO
IIOJMOBHO ONpEJENyBamke € JieKa Jp)KaBaTa My
npurnara HEeKOMY W HCTOBPEMEHO HAaCTOjyBamETO
TOA J1a C€ COKPHE.

[ToTBpaa Ha oBaa Te3a ce M aKTYEIHUTE AUCKYCHH 32
KapakTepoT Ha JpkaBaTa MakeloHMja Kako
3apoOeHa ApkaBa. TepMUHOT 3apoOeHa JpxkaBa €
HEjacCeH W HEeMpelu3eH OujejKku: MpBO, CeKoja
JpkaBa 1o aeduHunrja e 3apoOeHa ( ApkaBaTa BO
CylmITHHAa camMo (OpMaTHO M HJAEOJIOLIKU ja
NPETCTaByBa 3a€HHUIIATA, a (PAKTUYIKU € MeXaHH3aM
3a OCTBapyBamb€ Ha apIUjaIHd HHTEPECH ) ¥ BTOPO,
HE Ce OTpejieyBa KOHKPETHO O KOTo € 3apo0eHa,
0c00€HO KOra Hej3MHMTE MHCTUTYLMH C€ KOHCTH-
TyHpaar BO YCJIIOBU Ha TaKaHAPEUCHH JIEMOKPATCKH
n3oopu.

[IpunarameTo Ha apkaBaTa HEKOMY, HajI00pO TO
WIycTpupa MW OOrarcTBOTO Ha TEpPMHUHHM 3a OBaa
cUTyalyja BO OOWYHHUOT TOBOp W BO HayKaTa.
CriextapoT ce mupu of ,,J[p>xaBa — Toa cyMm jac,, 10
JpXKaBa BO OJlyMHpPame, OJHOCHO OMIITECTBO 0e3
npxaBa. Ha mpumep: Haponmna apxkaBa, oyurap-
XHCKa JpKaBa, apuCTOKpATCKa JIp)KaBa, JECIIOTCKa
NpXaBa, THpaHCKa JprkaBa, CYJITAaHCKa JIp)KaBa,
KJIacHa Jp)kaBa, HAIMOHAJTHA JIp)KaBa, MYJITHET-
HUYKa Jp)kaBa, poOOBIajAeTeNICKa JpxkaBa, (ey-
JaHa JIp)KaBa, KamUTaTMCTHYKa Jp)kKaBa, padoT-

HUYKA JAp)KaBa, MapTHCKa JAp)kaBa, Madujamka
IpkaBa, Mmoyuiucka apxasa. Kora tpeba ma ce
IIPUKPUE COIICTBEHUKOT ( TOCHOJApOT ), TOTraml ce
ynotpeOyBaaT KapakTepHU OCOOMHHM Ha JpiKaBaTra
Kako: MpaBHA Jp)KaBa, MajHara Jpxasa, 3apoOeHa
JIpkaBa, JpkaBa Ha Ojarococtoj6a, HedyHKIH-
OHaJIHA Jp’KaBa, OaHaHA JpXaBa, AJadoKa JIpxkKasa.
AKTyelnHHUTE JMCKYCHMU 3a Jp>kaBata BO Make-
JIOHWja c€ BOJAT BO PAaMKHUTE HA KOHIIENTOT 3a
TakaHapeueHaTa NpaBHA Jp)KaBa M I0jaBaTa Ha
3apoOeHa Jip>KaBa.

IIpaBua apxkaBa — contradictio in adjecto

Hcropujata Ha mpaBHATa JpKaBa MOKaXyBa JeKa U
BO YCJIOBH Ha IIPAaBHO OTpaHUYYBame ( peryjanpame
) Ha (QYHKUMOHUpPAWKETO Ha JprkaBaTa, Taa,
JpXKaBaTa, BO IOCEOEH HAaBUIYM JEMOKPATCKU U
HpaBeH OOJHK , € IUICH U OpyJIue Ha ONpE/esIeHH
OMIUTECTBEHU TPYHNH M TOEJAUHIM KOH CBOUTE
COIICTBEHH HHTEPECH TH IMPETCTaByBaaT KakKo
ONMIUTM M TH peaau3upaaT INpeKy cuiaTa Ha
npxaBata. Tyka (opmMamTHOTO IpPaBO MHOTY HeE
nomara. OuurinenHu ce (QaxkTHTe [eKa IpaBHATa
JpKaBa € TIPWIAroJieHa 3a OCTBapyBame Ha
uHTepecute Ha 6oratute. [loa Hej3uHUTE MPUHIUTIH
Oorature CO TEKOT Ha BPEMETO CTaHyBaaT Ce
no0oraTy, a CHpOMAIlIHUTe TOCUPOMAIITHH (CTIOpes
Oxkcdam, 82 0TCTO 071 CBETCKOTO OOraTcTBO reHEepu-
pano Bo 2017 roauHa oTMuUIO Kaj HajooraTtHoT 1
IIPOLIEHT BO CBETOT).

OCHOBHHMOT NPHUHLIMI HA MpaBHATa Jp)KaBa € JeKa
CHTE TPaBHM IPaBWJIAa KOU CE€ JIOHECEHU M C€ BO
CHJIa, UMaaT MOJIE/IHAKBO JEJCTBO HA CUTE IparaHH.
Wneannara ap)kaBa BO CTBApPHOCTA U HE TIOCTOH, C€
paboTu camo 3a ujeanHa JpxaBa YMM MPUHIUIH BO
UCTOpHjaTa HHUEIHA J[p’KaBa HE TH HCIIOJIHWIA BO
IEJIOCT BO MPAKTUYHHOT >KUBOT.
dopmanHO, MpaBHATa JApkaBa ce OJHECyBa Ha
00IMIIUTE HA JIP’KAaBHOTO (DYHKIIMOHHPAHE, BO KOE
BIaziee MmojendaTra Ha BJACTa M 32 KOE BAXKH
NPUHIUIOT JIeKa MpaBaTa u cIo00JUTe Ha YOBEKOT
MOXKaT J1a Ouaat orpaHMYEHH €INHCTBEHO CO 3aKOH.
MarepujanrHuTe KOMIIOHEHTH Ha MpaBHATa JIp)KaBa
Ce MaTepHjaTHUTE MPHHIIUIIH, TIPE]] C€ TMPUHIIUIIOT
Ha 3/I0JDKUTEITHO TOYHUTYBamkbe Ha YOBEKOBUTE
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cinobou u mpasa. J[p>kaBara Bo KOja OBHE IpaBa ce
MOYHUTYBAAT € CIIPOTUBHOCT Ha MOJIMIIMCKA JIpKaBa.

3apo0eHna ap:xaBa — 1jad0Ka ApKaBa

Bo makenoHcku ycinoBM Ha (DYHKIMOHHpAame Ha
npxaBarta, 1moj Qacagara Ha TapTHCKaTa JpkaBa
peasHo /1ejCTBYBa AjaboKaTa JprKaBa.

Majk Jlodrpen ,,yiabokara npkapa™ ja nedunupa
Kako ,XHOpUIHO 3/ApYXKYyBame Ha E€JIEMEHTH Ha
BJacTa M JIEJOBM O]l HAjBUCOKUTE HHMBOA Ha
MEHALIMEHT Ha HHAYCTpUjaTa U (PUHAHCUCKUOT
CEKTOp, KOj ycrneBa peanHo aa Biazgee co CAJl 6e3
Oapame COIJIacHOCT OJ] BJIAJCCHUTE INPEKy KaKoB
owio ¢dopmaneH NOAUTHYKK Tpoiec. ‘Cropen
CHoymen  ,,ulabokara JpkaBa HE C€ CaMo
pa3y3HaBaYKUTE areHIIUU, TYKY TOa € OCIIOBYBAbE
3a cuUTe OHMEe OHUpOKpaTH oOJf Kapuepa, KOH
OCTaHyBaaT Ha CBOWTE IO3WIMH JYpU U KOra ce
MEHyBaaT [peTcelaTeluTe... THE BIMjaaT Ha
NOJMTUKHTE, TUE BIIMjaaT Ha IpeTceaaTenure.
Hexou ru cmetaaT oBHe aMepUKaHCKU OMPOKpPATH 3a
BUTAJIEH MEXaHW3aM BO  CIPEYyBAamETO Ha
IpPEKpIIyBakbe 3aKOHM WIM AaBTOPUTAPHU I Ha
HEKO] JpYyr HAaYMH HEJIETUTUMHH TEHICHIIMU Ha
JIEMOKPATCKU U30paHuTe (QYyHKIIHOHEPH.

Jlpyru TH Tpo3WBaaT Kako cede-ciry)kedka
aBTOpPHUTApHA CEKTa KOja HEJETalHO U HEJIETUTUMHO
M TOTKONYBAa JEMOKpPAaTCKU u30paHuTe (PyHK-
IIUOHEPU U MOJUTUKHUTE IITO THE Ce U30paHM J1a TH
UMILIEMEHTHPAAT.

Buctunara e pneka Jjuiabokara JpkaBa, Koja e
BUCTHHCKH ()eHOMEH, BEKe JI0JITr0 BpeMe € 3aKaHa 3a
JIeMOKpaTcKaTta TOJMTHKA W HEJ3UH CIIacuTell.
[IpoGneMoT e ieka e TEelKo Aa ce OJpKU Hej3MHaTa
yjora Ha cracuten 0e3 mpuroa jaa ce mnpudaTH
Hej3uHaTa yjora Ha 3akaHa. J[Bere omatr paka BO
paka, ¥ TEIIKO € J1a Ce pa3/BojarT.

Jlnmabokara napxaBa € OOBMHETa 3a ToJeM Opoj
pabotu otkako /[lonann Tpamn crana npercenaTen,
Iypu U of mpetcenarenor. Jlyrero mro ro OpaHar
Tpamn TepMHHOT IO KOPUCTAT OIIMITO HE cCaMmo 3a
OMpOKpaTHTE O]l Pa3y3HAaBAKETO TYKY W 3a IOIIU-
POK CIIeKTap Ha MOBP3aHU UTPAYU BO OCTATOKOT O
Oupokparujata, NMpuBaTHaTa WHAYCTpUja U MEIHU-
YMHTE.

Kako ¢pynkinuonupa anadokara apskaBa

OBure OCHOBHU €JIEMEHTH Ha Jjabokara JpaBa, BO
MaxkenoHuja ce 3a0enexxyBaaT yITe BO 3apOJUIIOT
Ha Hej3UHaTa He3aBHCHOCT. MaHudectanuure Ha
JuTabokaTta ApkaBa Oea HajjaCHH BO CIIydauTe Ha
€KOHOMCKHTE eM0Oapra, clIy4ajoT Ha MHpaMu-
nanHoro mreaewme TAT, mnpuBaTH3anmjata Ha
ONIITECTBEHUOT KaruTaj, BOSHHOT KOHMIuKT 2001
roJIMHAa, HE3aKOHUTHUTE MPUCITYITYBamka, TEPOPOT BO
JuBo Hacesbe, HacTanute Ha 27 anpuit 2017 ronuna
utH. U nenec ru 3abenexxyBamMe BO OpHUraHIHA
Bep3Wja Kako: 3Haem Jd KOj cyMm jac? Wi
YUUTENKUTE BMpPOBKH, u30pkanu ox CJIHCM, ce
Bparenu Ha paborta mpeky [AVU. Ilapagurma nHa
dunocodujaTa, opraHu3anmjaTa U er3eKylyjata Ha
JutadokaTa AprkaBa € Hej3MHaTa yJiora Bo MpoIecoT
Ha TpaHchopMmamMja Ha TpeTHpHjaTHjaTa Co
OMILTECTBEH KamuTall

[TpuBaTm3amujaTa € W3BEJACHA KAaKO IOJUTHIKU
npouec. dypu 80% on ucnuTaHuTe BO TEKOT Ha
IpoIecOT ce yOeAeHM JeKa NpuBaTH3aIMjaTa ¢
“nonuthuka urpa:, a 75% jAeka € HaMmeTHara of
HaaBop. Opx BKymHUOT Opoj pakoBomutenu 76%
cMeTaar Jieka € “urpa Ha nojautukara’, a 79% neka
e “HametrHara ojn Hagsop”. Op rTpymara Ha
PaKOBOJIUTENNTE HAJMHOTY c€ YOeIeH! BO TOa OHUE
IITO UMaaT PAKOBOJIEH CTax Mery 6-10 ronunm, a BO
OJIHOC Ha O00pa30BaHMETO, HajMaJKy OHHE CO
OCHOBHO, 85,2%, nacripotu 61,3%.

3a toramHuot npemuep Jbymuo ['eoprueBcku Hema
IUJIEMHU JIeKa TpuBaTU3alijata € BOJACHA KakKo
MOJIMUTUYKA UTPa, OCOOEHO KOra ce MMa MpeaBU
(GakToT JeKa KOHTPOJIUTE Ha OJIPEJACHHU 3HAYajHU
npuBatmzanuu  (Depmmen, Oxrta) ce  BOJAEHU
WHCTIUPHUPAHU OJ1 ToJIuTHYKHTe maptuu (Biamara)
KOra ja OCBOjyBaaT BjacTa BO 3aBHUCHOCT Of
WHTEPECUTE Ha COTICTBEHUTE OM3HUC Tpynu. Toj ro
HaBenyBa npumepoT Ha AJ[ @epmmen u AJl Oxra
kora Bmamara mox BomcTtBo Ha ['eoprueBcku ja
MOHMIITH TNpuBartu3zanujara Ha Depmmen, a
Brnagata sa CACM Bo 2002 roawHa ja MOHUIITH
oJTyKaTa Ha HeroBaTa Bmana.

WNuTtepecen e craBor Ha ekc-npemuepor Jbydodo
['eoprueBcku M3HECEH BO WHTEPBjYTO BO CMHCIA
JieKa TpuBaTH3alMjaTa HYKHO Tpedale aa J0Bee
1o (opmupame Ha ,,pUHAHCHCKa OnUrapxuja“ BO
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Peny6iinka Makenonuja, HO CIIOpe]] HETO, IOMAaJIKy
€ 3Ha4YajHO KaKo J0 Toa Ke ce J0jJe OTKOJIKY O] Toa
Taa (UHAHCHCKA OJIUTapXuja 1a paboTH 3a pa3BOjoT
Ha COICTBEHATa JIp>KaBa, a He 3a IPYTH JIP>KaBH.
Kaj nac, Benu 10j, ,,c€ CilydyBa HaIllaTta oJMrapxuja
Jla HE € CBECHa Koja ¢ Hej3uHaTa (yHKIHja KaKo
onurapxuja. Hammara onurapxuwja ceymre ja
rienaMe cBpreHa koH benrpan, a He kon Ckomje.
Bo oxHoc Ha onmTuTe  pe3yinTrard  Ha
npuBaTU3aIyjaTa Kako mporec 56.2% onx ucnura-
HUIIUTE CMETaaT NMpUBaTH3aIfjaTa Kaj Hac € rpadex
(MHOTY ce cioxyBaar co Toa), a 22.2% cmeraar
JeKa e ,,camo rpabex‘, mTo MPeTCTaByBa OrPOMHO
MHO3HUHCTBO 0J1 ckopo 80%!

Kaj HoBunapute oBoj mpoueHT € 75.3%, mro 3aeaH0
CO OHHE KOH ,,MaJIKy*‘ C€ CI0XYyBaaT ce MpUOIMKYyBa
10 100%. CnuyHO MHCIIAT U CTPYYHHAILIUTE, a TTOTOA
cienyBaar pakoBoautenure co 50% xou MHOTY ce
CloXyBaaT, a 21.6% Manky ce cloXXyBaart, IITO €
CIIMYHO Ha MUCJICHETO Ha PAOOTHHIIUTE.
WuTepecHo e geka co oBa ce CIOXKyBa M €KC-
npemMuepot ['eoprueBcku, Koj BO MHTEPB)yTO U AaBa
JOTIOTHUTEITHH, KOHKPETHU (DaKTH 32 KPUMHHAJ BO
npuBaruzanujata. Toj TBpau J1eka BO MpearnpuBa-
Tu3anuoHuTe npouecu Bo AJ] Makenonuja Tabak —
Ckomje ce ,ucmymnanu® 250 MWIMOHM MapKw,
OJIHOCHO 125 MunmoHu espa. ,,I'0 Hema npamamero
Kajie otua0a 250 MUTMOHU MapKU O MAaKEIOHCKUOT
TYyTYH M IUTapH, a ja UMa NpUKa3HAaTa KaKko €
HalpaBeHa MpHUBaTH3aIija Ha TOa IITO OCTaHa KaKo
cTedyajHa mMaca Ha Makenonuja Tabak. [IpuBaTu-
3anujata Ha Makenonuja Tabak e HampaBeHa
oTkako o1 Makenonuja Tabak ce ,,ucrymmnanu’ 250
MUJIMOHU TIapKH, TYTYH U nurapu kon COpuja 6e3
daktypu, 0e3 eBuacHIMja. Toa € HATOIEMUOT
KpUMUHAI HampaBeH Bo PenyOnuka Makenonuja.
Ha oBOj HaumH jacHO € OJ Kaje MNpOU3JIeTyBa
OTIIITaTa CBECT Ha MPHUBATU3alM]ja Kako Tpabex Ha
OIIITECTBEHNOT KamuTan (Toa To TBpIAT Kako
HOBUHApUTE, Taka u nonuTtudapure). Ho, Bnujanue
BO TaKkBaTa CBECT MMaa W HeAe(PUHUPAHUTE MOJICITH
3a mpHUBaTHU3allja, Kako U HETPAHCIAPEHTHOCTA Ha
HUBHOTO CIIPOBE/IYBambHE.

VYiiTe mo3HavyajHO BO 3alBPCTYBAKETO HA Taa CBECT
€ ($aKkTOT MTO CUCTEMATCKU M CBECHO (Ha HMBO Ha
Kpeupame Ha KPUBHYHO-TIPABHOTO 3aKOHOJABCTBO

¥ Ha HMBO Ha (DYHKIIMOHUPAIE HA MPABOCYIHUTE
OpraHu) € NPUKPUBAH KPUMHUHAJIOT BO IPHUBATHU-
3anujara. OOpa3ioxkeHa MOTBp/Ia HAa OBUE CTABOBH
naBa /[p>xaBHUOT jaBeH oOBuHUTEN Jbyruo I1IBpro-
BCKA KOj TBpPAM JI€Ka OOBHHHUTEJICTBOTO HMAJIO
JIOKa3M 3a KPUMHMHAIHU NPUBATU3ALUHU, HO ,,HEKO]
HE cakai aa rv Buau.“ Toj TBpau JeKa Kora e BpIie-
Ha NpuBaTHU3alKjaTa, CIope TOrallHUOT KPUBUUYEH
3aKOHHK, KaKO U3BPIIUTE] Ha KPUBUYHOTO JIEJIO Kaj
370ynoTpedara He Oelle CaHKLIMOHUPAHO IOBeJe-
HUETO Ha OATOBOPHUTE JHIA. 3HAYM, CBECHO H
HaMEpHO Ce€ OJIeJI0 KOH TOAa OATOBOPHUTE JIMLA BO
dupMuTe 12 MOXKAT J]a paBaT KpUMHUHAN (OuaejKu
HEMaaT CBOjCTBO Ha CITY»KOCHH JIMIIa), a 3a Toa Ja He
Ounat cankronupanu. OTKako 3aBpIlIy Taa pUBa-
TU3alja BO 3aKOHOT Oelle CTaBEHO JIeKa Kako
M3BPIINTENl HA KPUBUYHO JIEJI0 MOXKE J]a C€ jaBU U
OJITOBOPHOTO JHIIE. ,,CeTo Toa MU /1aBa 3a Mpaso Ja
TBpJIaM JIeKa CHOT TOj TPOLIEC Ha MPUBATH3AIH]jA €
BpILEH CO CEeCTpaHa IMOAJPIIKA OJ KpPeaTopuTe Ha
THE PUBATH3AIMH BO JIEJIOT Ha HOpMaTuBara. Hue
uMame OT(piaeHo roieM Opoj KpPUBUYHU MPHjaBH
caMoO 3aToa IUTO OJArOBOPHUTE HEMaJe CTAaTyC Ha
CIIy’)KOCHHM JIMLIa, a UMaBMe JI0Ka3H 32 KpUMHUHAIL.
['oleMHOT TIPOIEHT Ha BaKBO MHCICHE MPOH3-
JIeTyBa U OJ] CTPYKTypaTa Ha OTpaHUTE Ha HHCTUTY-
MUTE KOM ja BojJea mNpuBaTu3auujata. HuBHaTa
CTpYKTypa Oelle onpeneiayBaHa CHOpesl MapTHCKH
KIyd YTBPJCH BO COTJIACHOCT CO MPHHIMUIOT Ha
coctaByBame Ha Brnagara. Ha mpumep, npercraBHu-
[TE Ha OMIITECTBEHUOT KaluTajl BO coOpaHHUjaTa
Ha TpaHC(QOpPMUpaHUTE NpeTHpHUjaTHja, MPEHECEH
Ha AreHuujara, 6ea NpeTCTaBHUIM Ha MapTUUTE BO
COCTaB Ha BJIaJICAUKUTE KOATHUIINU.

3akiy4ox

Cuctemort Ha nmaboka apkaBa Jj1a00K0 € BKOPEHET
BO MOJIUTHKATa, €KOHOMHjaTa W OIMIITECTBOTO BO
1eJauHa ¥ 3a MakeqoHuja € OCHOBEH MpoOJieM BO
Hej3uHUOT pa3Boj. Ce pazbupa MakenoHHja CH To
“Ma MpoOJIEMOT Ha HETUPamke Ha HaIlM]jaTa, Ja3suKOT
U JpKaBaTa KaKo WCTOPUCKH MpoOieM, HO
MIPEeMaBHYBaWkETO HA JTa0KKaTa JIp)kaBa € perieHue
Ha MPOOJIEeMOT Ha JIp:KaBaTa M Ha UCTOPUCKU TLIaH.
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Jnabokata npkaBa TM OHEBO3MOXYBa WIH TH
3amypa CUTE akKIMU 3a JIEMOKpaTHja U €KOHOMCKH
npocreputreT Bo peanHata akTyenHa CHTyanuja
pEIIEHUETO € MPHUKIYYyBalkbhe KOH COBPEMEHUTE
€BPOIICKM M CBETCKM BpEIHOCTH BO Opra-
HU3HPAKETO Ha OMILITECTBOTO U ApxkasaTa. [Ipu Toa
OCHOBHO € J1a C€ MIPUIPKYBAMeE U 10 MAKEIOHCKUTE
Haj100pW TpaUIlMK, a HE Ha UCTOpHjaTa BOOTIIIITO.
Konecku npenymnpenyBaiie eka ce BO HCTOpUjaTa
He ¢ Tpaaunuja. TpaauiujaTa € Aes 0J1 UCTopHjaTa
IITO € CeyIlTe XKuBa..UecHocTa Ha npumep. 3amiro,
KOpyIyjata JeHec (M yTpe) € eIUHCTBEeHaTa
rI00aJIHO  pa3opHa €HEepruja Kako JIOTWUYHA
MOCIIeINIIA Ha CBET BO KOj BEeKe HeMa HJIC0JIOTUU U
ueau3MHU, TYKy caMo HaTIpeBap Bo Oorareme 0e3
Ka3HUBOCT ( 3€KOJIH ).
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BRAND PRODUCT
Abstract

The market today is over-saturated with
products among which there are fewer differences,
which serve to meet the same or similar needs of
consumers. Consumers were never more persuasive.
They choose and have the last word, and the choice
IS never missing. In all this, the brand with its
strength to attract and retain the buyer has an
important role in communication. Consumers in
their consciousness attach value and significance to
a particular brand based on the positive experience
and guarantee of product quality. The true value of
the brand is that which exists in the perception of
consumers. The brand is based on two basic
parameters: differentiation and added value.
Differentiation distinguishes and emphasizes the
product from the competition, while the added value
is the value that the brand has for the consumer.

In developing the marketing strategy, the seller
is faced with the decision to label the product with a
particular mark. The brand is a promise of the seller
for a continuous consistent offer of a specific set of
features, benefits and services to the consumer.
Decisions to mark products with a brand occupy a
significant place in product management. Symbolic
and emotional value of the brand is more important
than the functional characteristics of the product. A
non-branded product is the same as a product

without an identity that could hardly penetrate the
market.

Keywords: brand, marketing, product, consumer,
differentiation
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MAPKA HA ITPOU3BOJAOT
AncTrpakr

[TazapoT neHec € mpe3acUTeH CO MPOU3BOIU
noMery KOH IOCTOjaT Ce MOMAJIKY Pa3jIiKH, a KOH
CIy’)KaT 3a 3aJ0BOJIyBalbé HAa HCTH WIH CIWYHH
notpedu Ha morpomryBauute. [loTpomyBaunte He
Owie HUKoram rnonpedupausu. Tue u3dbupaar u ro
MMaaTr TMOCJIEAHUOT 300p, a U300pPOT HUKOTAI HE
HepocTura. Bo ceto oBa TokMy Mapkara co cBojaTa
CHJIa J]a TO TPHBIIEYE W 33APKH KYyIyBauoT HMa
BaKHa yJora KaKO CpeJICTBO 3a KOMYHHKAIlHja.
[TorpomryBaunTe BO CBOjaTa CBECT W IpHIaBaatr
BPEIHOCT U 3HAUCHE HAa MapKaTa Bp3 OCHOBa Ha
MO3UTHBHOTO MCKYCTBO M TapaHIlMjaTa 3a KBaJHUTET.
BuctuHckata BpeIHOCT Ha MapKaTta € OHaa Koja
MOCTOM BO TEpLENIyjata Ha TOTPOIIyBauUTe.
Mapkata ce Temenu Ha JIBa OCHOBHHU MapaMeTpH:
nudepenumjanrja U poxaneHa BpeaHocT. dude-
peHIjalujaTa To pa3iuKyBa U MCTaKHYBa MPOU3-
BOJIOT OJl KOHKYpPEHIMjaTa, JoJeKa Jojaaje-HaTa
BPEIHOCT € BPEAHOCTa KOja MapkaTa ja MMa 3a
MOTPOIIYBAYOT.

Bo pasBuBameTO Ha MapKETHHT CTparervjara
[IPOJaBauo0T HYXKHO CE€ COOYyBa CO OJIyKara 3a
O3HauyBame Ha MPOU3BOJOT CO ONpEETICHa MapKa.
Mapkara € BeTyBame Ha TPOJABAYOT 32 KOHTH-
HyHpaHa KOH3UCTEHTHA MMOHY/A Ha CrIelU(UYEeH CET
Ha KapakTepUCTUKH, OeHeUIMU U YCIyru [0
notpomryBadoT. OJIykuTe 3a O3HAUyBamke Ha
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IPOM3BOJIUTE CO MapKa 3aB3eMaar 3Ha4ajHO MECTO
BO YIIpaByBameTO cO npousBoaute. CumOonnykaTa
U €MOLMOHAJIHATa BPEJHOCT Ha MapKara uma cé
MOTOJIEMO  3HAYEHE OTKOJKY (YHKHOHATHUTE
KapaKTepUCTUKA Ha Mpou3BoaoT. IlpomsBon Oe3
MapkKa € UCTO IITO U MPOU3BOJ 0Oe3 MACHTUTET KOj
TEIIKO OW MOXeJ J1a IPOoJIpe Ha MMa3apor.

Kayunu 300poBH: Mapka, MapKETHHT, MPOU3BO/I,
MOTpoITyBad, AU epeHIrjaiuja

1. Mapka Ha npou3BOJ]

Bo pa3BuBameTO Ha MapKETUHI CTpaTe-rujara
KOMITAaHMUTE HYXXHO CE€ COOYyBaaT CO OAIyKaTa 3a
O3HauyyBame Ha IPOU3BOIOT CO OIpe-/IeJeHa MapKa.

Mapkara e uMe, TepMHH, 3HaK, CHMOOJ, TU3ajH
Wi KoMOMHalWja O CHTE€ HHMB, CO HaMmepa Ja
npean3BUKaaT WAeHTH(HKanuja u audepeHu-
janyja Ha ompezeneH Mpou3Boa win ycnyra. Taa e
BETYBalb€ Ha TPOJABAYOT 3a KOHTHHYHpaHa,
KOH3UCTEHTHAa IIOHYyJa Ha CHelu(HUUYeH ceT Ha
KapaKTEepUCTUKH, OeHe(UIUU U yCIyrd A0 MOTPO-
I1yBayoT.

Mapkara rmoceayBa HA3a BUJIMBU U HEBUIJTUBU
KapaKTePUCTUKHA Ha CBOJOT MJIEHTUTET MPEKYy KOU
KOMYHHIIHPA CO TIOTPOIIYBAYUTE U UM TO OJIECHYBa
IPOIIECOT Ha JIOHECYBambE Ha OJUTyKa MpHU U300pOoT
Ha MMPOU3BONTE U YCIYTHUTE.

Bo curyanuja kora cTaHyBa IMOTELIKO Ja ce
3aJp>KaT MOTPOLIYBAauYUTE OTKOJIKY Jla CE CO3/anaT
HOBM, Taa JelyBa Ha JIOjaIHOCTa Ha MOTPOIIY-
Ba4yMTe, CO3/1aBajKHU HA TOj HAYMH Ma3apHa BPEAHOCT
U IpEeAHOCT 3a KOMIIaHHWjaTa corncTBeHHK. [lazap-
HaTa BPeJHOCT Ha MapKaTa € 0/aJieHa BPeTHOCT Ha
IPOM3BOJIUTE M YCIYTUTE KOja ce M3pa3yBa IPeKy
WHTEPECOT Ha MOTPOITYBAYNTE, HUBHOTO 3HACHE 32
Mapkara (MHCJIH, UCKYCTBa, YyBCTBA, aCOIHM]jalllN)
nepueniunTe, NpedepeHIuuTe W OJHECYBAHETO
MIOBP3aHO CO MapKara Ha MPOU3BOJIUTE.

KoHmenror Ha ynpaByBame CO MapKara JEHEC €
npudaTeH Kako 1morpeda, UMajKu ja BO MpPEIBHU]
IOBp3aHOCTAa HA BpETHOCTa Ha MapkKara Ha
IPOM3BOJIOT CO BPEIHOCTa HAa KOMIaHMjaTa Koja ja
1oce/yBa.

Kora kynyBaunte mob6apyBaaT u KynmyBaaT TOYHO
ompejeieHa Mapka, a ojaduBaar na mnpudarar
HEj3MHA 3aMeHa JypH U CO MOHHMCKA I€Ha, TOTall
MIPOM3BOJIOT ja yKMBa HUHAaTa mojiapiika. Komma-
HUUTE IITO Pa3BUBAAT ONpeEe/ieHa MapKa CO CHJIHA
MNOJAJpPIIKA Ha KYyMyBauWTE€ CE€ BO rojieMa Mepa
3aIUTUTEHU OJf IPOMOLIUCKUTE CTpaTeruud Ha
KOHKYPEHTHUTE.

1.1. O3HauyBame HA MPOU3BONTE CO MapKa

OmnykuTe 3a 03HaYyBamke HA IPOU3BOAUTE CO
Mapka 3aB3eMaaT 3HAa4ajHO MECTO BO yIpa-
ByBameTO co npousBoaute. [IponsBos 6e3 mapka, e
UCTO IITO U IPOHU3BOJI 0€3 HIACHTUTET KOj TEUIKO OH
MOXeJ Jla IpoJIpe Ha Ma3aporT.

Bo Hekom cirydam MOBTOPHO ce Bpaka OJuTyKaTa
3a HEO3HAUyBambe Ha IPOU3BOJIOT CO MapKa M TOA BO
cly4yauTe Kora ce paboTH 3a OCHOBHHM J00pa 3a
noTpouryBadyka. BooOnyaeHO BO CymnepMapKeTuTe
ce BOBEyBaaT FeHEPUYKH JIMHUU Ha TIPOU3BOIN KOH
HeMaaT MapKa, CO €THOCTaBHO ITaKyBambe U MOHUCKA
[IEHA O] OCTAaHATUTE MPOU3BOIN KOU C€ KYITyBaaT BO
cynep Mapketute. Tue HyAaT CTaHAApICH WIIH
MIOHM30K KBAJIMTET TI0 TIOHKCKA IIeHa 1leHa. Huckara
[IEHa € BO3MOJXKHAa MOpaJud HUCKUOT KBAJINUTET Ha
COCTOJKHTE, HHCKUTE TPOIIONM 32 TMaKyBame WU
eTUKETUPAake W MUHHM-MAJHUTE TPOILIOLU 32
pexiama. Op apyra cTpaHa IMOTPOIIYBAa4YHTE CE
MOBEKE MM CTaHyBaaT BEpHU Ha OBHE MPOM3BOJIM.
TokMmy 3aToa, TEHEPHUYKUTE MPOM3BOIU  BO
npexpaHOeHaTa, ¢apMaleBTckata U MHIYyCTpUjaTa
3a amapatd 3a JOMAakHHCTBO TNIPETCTaByBaar
CepHO3eH KOHKYPEHT KaKo Ha CKalHuTe Taka U Ha
MOEBTUHHUTE MapKH.

3omto  mpojaBayuTe  NMPUOErHyBaaT  KOH
03HauyBamke Ha CBOMTE MPOM3BOIU CO MapKa Kora €
jacHO JeKa TakBHOT YeKOp co cebe MOBIIEKyBa
TPOLIOIM 3a TaKyBame, CTHKETHpame, IpaBHA
3alITUTa, HO M PHU3UK JOKOJIKY IMPOU3BOJOT Ce
MOKaKe Kako HE3aJ0BOJHTEICH 3a KpajHUTe
notpouryBaun? Cenak, Tpeba ga ce 3eMe BO
npeaBua W (PaKTOT JeKa O3HAYyBameTO Ha
MPO/1aBavy0T MY HYAU HU3A MPEAHOCTHU:
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e lImMeTo Ha MapkaTa ja OJecHyBa IOCTalKkara Ha
Hapauka M OTKpHBaWme€ Ha mpobjeMure Ha
IJIACMaHOT;

ellMero Ha Mapkara M 3alITUTHUOT 3HAK Ha
IpOoJaBavyoT MY IIpy’KaaT MpaBHA 3alITUTa, TaKa
HITO KAapaKTePUCTUKUTE Ha MPOU3BOIUTE HE
MOXart Jia OMIaT KOMUPAaHU OJ] KOHKYPEHTHTE,

e [IpuBnexkyBame Ha MOCTOJHUTE U MNPEOUPIUBU
kynyBauu. [IpuBp3aHocTa KOH MapkaTa OBO3-
MOYKYBa M3BECHA 3aIlITUTA OJ] KOHKYpEHLIjaTa 1
morojieMa KOHTpOjJa Ha IUIaHUpame Ha
MapKEeTUHT MHUKCOT;

e [lomara Ha MpoAaBauOT BO CErMEHTHUPAIETO HA
1a3apor;

Jlobpata Mapka momara BO CO3/1aBakbe€TO Ha
KOpIopaiuckuoT Mukc. Hocejku ume Ha oznpeneHa
KOMITaHWja, T[IOMara BO NPOMAardpameTo Ha
KBAJIMTETOT U FOJIEMHHATA HA Taa KOMIIaHUja!

OuurienHo e aexa AUCTpUOyTepuTe OOMYHO
06apaaT NpOU3BOAM CO Mapka 3apajd IOJECHO
paboreme co OlpeieNieH IIPOM3BO/,
UICHTU(HKAIMja HA J0OaBYBauUTE, OAPKYBAhE HA
IPOM3BOJICTBOTO HAa HEKOE HUBO Ha CTaHJapJeH
KBAJIUTET U 3rojieMyBame Ha npedepeHlHruTe Ha
KYILyBauuTe.

[HoTpomyBaunte nak, Oapaar UMETO Ha MapkaTa
Ja UM TIOMOTHE BO HUACHTUHUKAIMjaTa M
rapaHiigjata Ha KBaJHMTETOT, UACHTH(UKaIM]ja Ha
MOTEKJIOTO Ha MPOU3BOJIOT, IOJEecCeH H300p WU
norojeMa e(puKacHOCT NIPH KyIlyBambe, HAMAIyBabe
Ha pusunure u ci. Co31aBambeTo U YIPaBYBambETO
CO Mapkara € eJHa OJf HajBaXHUTE 3aJaud Ha
MapKETHHIOT.

2. Kpenpame Ha Mapka Ha IPON3BOAOT

Kpenpamero Ha Mapkara, Kako M CHOCOOHOCTa
Taa Jja ce OJpPIXKyBa, 3aIITUTYBa M IMPOIIMPYBa Ha
JPyTU TPOU3BOIM, JICHEC € €CH O] HAjToJIeMUTe
NpEeIU3BUIM CO KOU C€ COoOYyBaaT OpeH] MeHa-
JEpHUTE.

YectuTe MCTpakyBama MOKaKyBaaT JeKa elleH
UCT TPOU3BOJ KOj Ce KOPUCTH Oe3 MapKa MHOTY
YeCTO HE C€ pa3iUKyBa JIECHO OJ HEKO] Jpyr
KOHKYPEHTCKU IPOU3BO/I.

Mapxkara tpeba na Ouje m3pa3 Ha KyaTypara u
BPETHOCTUTE  Ha  HEJ3UHUOT  COIICTBCHHK.
['mobanHUTEe MapKH Ha JIOKAJTHUTE Ma3apy 4YeCTO He
ro TOCTHTHYBaaT OYEKYBAaHHOT YCIEX 3apaju
EMOIIMOHAIIHUTE BPEIHOCTH HA JIOKAJHUTE MAapKH
Ha KOM TOTPOIIYBAYUTE MM OCTAaHYBaaT BEpHH.
VYrpaByBameTo CO MapkaTa 3aBHCH O] BHJOT Ha
MPOM3BOJIOT WJIM yCIIyraTa W McTaTa He Tpeda jia ce
HacouyBa KOH ToJieM Opoj Ha TIOTpPOLIyBaYH.
Crparerujarta 3a ynpaByBambe Tpeda Jla ce TeMelH
Ha audepeHyjanja u 101aeHa BPEIHOCT.

Mapkute ce cmeraaT 3a  HajBpeIHAaTa
HEMaTepHjajHa BPEJHOCT HA KOMIIaHWjaTa IITO
BJIMjae Ha IICHATA MU MPEB3EMabe Ha KOMITAHUUTE
KOHU I0CEAyBaaT yCIEIIHA MapKU.

3. Crpereruu 3a pa3Boj Ha MapKarTa

Crpererujara Ha pa3Boj Ha MapKaTa MOXe Jia ce
OJIBMBa BO 4 OCHOBHU HACOKH:

e[IpommpyBame Ha JIMHUjaTa - O3HAYyBa
yrmoTpeba Ha HMMETO WM CHUMOOJOT Ha
yCIIEIIHATa MapKa co IIeJI [TOJT CTa MapKa J1a ce
BOBEJAT U HOBHU JIOTIOJHHUTEIHHU TPOU3BOIH
(HOB 0O0JMK, TOJEMHHAa WIM BKYyCOBU Ha
nocrtoeuka Mapka). LlenTta Ha oBaa cTpaTeruja e
UCIIOJTHYBabE Ha JKEJIOUTE Ha TIOTPOIIYBAYUTE
3a pa3HOBU/IHOCT, UCKOPUCTYBabE Ha BUIIOKOT
KamnanuTeT, MPONIMPYBame Ha MPOCTOPOT Ha
MPOJAXKHOTO MeCTO M cil1. Bo 0Boj ciyuyaj
U3pa3eHH Ce CICTHUTE PU3MIM: TPOIIHMpPEHATA
MapKa MOKe Jia TO U3ryOH CBOjOT HICHTHTET, J1a
npen3BHUKa 30YHETOCT Kaj MOTPOIIYBAYHTE, 8
T'M 3arpo3M BEKE MOCTOCYKHTE MPOU3BOIU O]
ucTaTa MapKa;

e [IpommpyBame Ha MapKaTa- Kora Beke ro3HaTa
Mapka ce ynorpeOyBa IpH JaHCHpame Ha HOB
win MoJuduUIpan Mpou3Bo (T.e. MOCTOCUYKA
MapKa ce MpOIIUpyBa HAa HOBa KaTeropuja Ha
npon3Boja). BooOuuaeHo ce mpuMeHyBa Kaj
NPOM3BOAUTE KOU JIECHO C€ MOAU(UIINPAAT BO
IpoIecoT Ha mpou3BoacTBO. OBaa crpareruja
HYAM UW3BECHH TMPEJHOCTH BO OJHOC Ha
TPONIOINTE Ha PpEKIaAMHpAmETO 3a 3aro3-
HaBalke Ha IOTPOIIYBAYOT CO HOBOTO HME.
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Hcrara BKkIydyyBa M3BECEH CTENEH HA PU3HK
KOTa MapKara He € TPUMEHEeTa Ha KaTeropHja Ha
IPOM3BOJI KOj HE € BO COTJIACHOCT CO OYEKY-
Bamara Ha MOTPOIY-BaYUTe, JOKOJIKY HOBHOT
NPOM3BOJI CE IIacHpa Ha mas3ap Kaje LETHUTE
NOTPONIYBauYM HE ja TO3HABaaT OpruHaliHATa
MapKa, Ila OTTyKa He M0CTOjaT MO3UTHBHHU aco-
njanuu. JIoOKoJIKy Mapkara ce KOPUCTH Tpe-
YecTo MOXKe Ja INTEeTH Ha YIJenoT Ha
OPUTUHAIHUOT TPO3UBOJ, & JIOKOJKY IMPOIIN-
pPYBamETO HAa MapKaTa He ycIiee MOKe Ja IITETH
Ha TO3WIMjaTa HAa Mapkarta Ha OpruHajHaTa
KaTeropuja Ha Mpou3BO/I;

eCrparerja Ha TIOBEKE MapKH- CO OBaa
CTpaTerdja KOMIIAHWjaTa pa3BHBA JIBE WU
OBEKE MapKu 3a HCTa KaTeropuja Ha
IIPOM3BOJIU CO PA3IMYHU CBOjCTBA, UMUII U IICHA
3apajy TOJIECHA cerMeHTanuja. BooOwuyacHO
KOMITAHUUTE OBaa CTpaTervja ja MpuMeHyBaaT
3apaad HEKOJKY NPUYHMHHU: MPOU3BOAUTEIIOT
NOOMBA TOTOJIEM MPOAAXKEH MPOCTOP M HA TOj
HAuWH ja 3roJieMyBa 3aBHCHOCTa Ha Mpoja-
BAYMTE HA MaJIO OJ CBOMTE MapKH, MHOTY € MaJl
OpojOT Ha MPOIaBaYM KOU CE TOJIKY IPUBP3aHU
3a HEeKOja Mapka 3a Jia He Ou mpojiaBajie HeKoja
Ipyra, KpEeWpameTo Ha  HOBHTE MapKH TO
pa3BHUBa TBOPEUKUOT AyX Ha MPOU3BOIUTENOT.
OBaa cTparervja ja TMO3HWIIMOHHpPA CEKOja
MEoIMHEYHA MapKa 3a OCBOjyBambe Ha pa3inueH
ma3apeH CerMeHT. | oiemara OmacHOCT TpHU
BOBEJIyBaWkHETO HAa MOBEKE MapKU CE€ COCTOU BO
TOa IITO CEKOja Mapka OM MoOXelsa Ja 3aB3eMe
camo MaJ Jiell Ha 1a3apoT, a Py Toa HUTY eHa
na He Ouge mnpoduradbunmna. Ilpu Toa,
KOMIIaHWjaTa TH paclopeayBa CpeacTBaTa Ha
MoBeke MapKu HAMECTO Ja U3rpaau Maji Opoj Ha
MapKu Ha BUCOKO Mpodurabunna ocHoBa. Tue
KOMITAaHWU MOpaar Jia TH OTCTpaHaT CliabuTe
MapKy WM Ja BOBeNAaT IMOCTAlKH Ha CTpora
ceJIeKIIHja 3a U300p Ha HOBU MApKH;

eCTparerrja Ha HOBH MapKu- CO Koja ce
KpeupaaT HOBM MapKd 3a MPOIIMpYBame Ha
MIOCTOCYKATA JIMHHja WA 32 HOBH IPOU3BOJIH.
Kora kxoMmnaHujara mpakTHKyBa TOJHMTHKA Ha
NOBEKE MapKH TOTAIll Kpeupa U HOBa MapKa cO
el Ja To HCTakHe CBOJOT HOB IPOU3BOI.

Peno3uiimonnpameTo € HeTo IITO ce CIIydyBa
HIEPMAaHEHTHO Kaj MapKHuTe 0e3 pa3iiuka KOJKY
n00po Omie MO3UIMOHKUPAHU Ha Ma3aporT.

Cekoramr IMOCTOM MOXKHOCT KOHKYPEHTOT Ja
JaHCHpa HEKOja HOBAa MapKa M CO TOa /1a OCBOM JIeT
on mazapot. Ox apyra cTpaHa nak Ou Moxene /ia ce
poMeHaT npedepeHuuTe Ha KyIyBauyuTe, CO IITO
MOXe Ja ce HaMa M mobapyBaykaTa 3a Mapkara Ha
KOHKpEeTHaTa KOMIIaHuja.

4. YnpaByBame CO MApKaTa Ha MPOU3BOIAOT

Komnanunte norpeOHO € 1a ja 00IMKyBaaT U Ja
ja 3agp)KaT eIMHCTBEHOCTAa Ha MapkKara Koja He
MOXe J1a ce KOIMpa M Koja co3/1aBa KOHKYPEHTCKa
npenHocT. bupejkm mapkata cama mo cebe He
00e30e1yBa KOHKYPEHTCKA IPETHOCT, CO Hea Mopa
Ja ce ympaByBa. YIpPaBYyBamETO CO Mapkara
BKJIy4yBa TIpaJiel€ Ha IOCAKyBaHUOT HACHTHUTET
NPeKy BHUMATEIIHO OJIPEyBahe HA CIIEMEHTHTE Ha
WJICHTUTETOT W Je(pUHUPAE HA IIO0CAKYBaHUTE
aTpuOyTH, €IWHCTBEHOCTa M BPEIHOCTA KOja ce
ucriopauyBa. Tokmy 3apamgd Toa, BOCIOCTa-
BYBAIETO U OJIP)KYBAMETO HA CHJICH MJICHTUTET Ha
MapKaTa CTaHyBa IpHMapHa IIeJ BO IMPOIECOT Ha
yIIpaByBame CO MapKara.

[Mpomecor Ha ympaByBame cO Mapkara ja
Npero3HaBa:

e [lazapHara BpeaHocT Ha mapkara (brand equity)-
BPEITHOCT KOja C€ TeMeld Ha CTENeHOT Ha
IIOCBETEHOCT, [103HABame, AaCOLMjallud KOM
MapKara T TpeAn3BUKYBa Kaj MOTPOIIYBAYUTE.
Bucunara Ha mazapHara BpeOHOCT Ha MapKaTa
HOCH OpOJHM KOHKYPEHTCKH MpPEIHOCTH 3a
COIICTBEHMKOT. Mapkara € MO3HaTa U YXKHBa
noBepOa of] rojieM Opoj Ha BEpHU MOTPOLTYBAYH.

e Mepka 3a BpeTHOCT Ha MapKaTa- € CTENEHOT J0
KOj TOTpOIIYBaYMTE C€ CHPEMHHM Ja IulaTaT
HOBeKe 3a ompeienieHa Mapka. Mapkara ce cMeTra
3a IJ1aBHA TPajHa BPEIHOCT Ha KOMIIaHH]jaTa, Koja
MOXE J1la TH Ha/DKUBEE TMPOU3BOAHNTE U
¢du3muKaTa COncTBeHOCT. 3apaan (GakToT IITO BO
yIIpaByBalkETO Ha Mapkara ce BJIOXYBaaT
3HAYajHU HAIlOPH M CPEACTBA MOTPEOHO € Ja ce
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IIpaTM IIOBPaTOT Ha OBHME BIOXYyBama. llpu
Mepeme Ha (PMHAHCHCKaTa BPEJHOCT Ha MapKaTa
Tpeba na ce 3eMe BO IIPEBHJ IIOBPAaTOT Ha
BJIOJKYBam-aTa BO IPAICHETO U YIIPaBYBAHETO CO
MapKaTa T.e. Ja ce€ NpOLEHH HeMaTepujanHara
BPEIHOCT.

[Ipouienara Ha BpeHOCTA Ha MapKaTa omara 3a
yIBpAYBamke€ Ha BpcKara moMelry cpejacTBaTa
BIIOJKEHH 3a I'paJielh¢ Ha BPEIHOCTA Ha MapKara M
co3naaeHata BpegHocT. He moctom eamHcTBeHA
ommro mnpudareHa MeToAa 3a Mepeme Ha
(¢uHAHCHCKaTa BPEIHOCT Ha MapkaTa, a IIeHaTa €
HajJIeCHO Jla C€ YTBP/AU BO MOMEHTOT Ha Mpojaxoa.
Bucrunckara mporenka Ha (pUHAHCHCKaTa Bpe.-
HOCT € BaKHa 3a KOMIIaHHjaTa Koja ja MpojaaBa
Mapkarta, J0JcKa KOMITAHHjaTa Koja KyIyBa MOXKE
Jla TUTaHKpa [TOBpAT Ha BIIOXKYBambaTa 3a ONpe/eleH
BPEMEHCKH TTEPHO/.

5. 3akay4dox

VYnpaByBameTo €O MPOLECOT 3a Kpeupame Ha
MapKa € OCOOEHO 3HauaeH NpOLEC 3a YCIHElIeH
HacTan Ha na3zapot. bop0aTa 3a MecTo Ha mazapor e
6opba 3a MecTo BO CBeCTa Ha MOTPOIIYBAayHUTE.
[ToTpomryBaunte ce 3acuteHu co OpojHu HHGOpP-
Malluy U TIOPaKu U He € €JHOCTAaBEeH MaToT 32

NPENO3HATIMBOCT W E€IMHCTBEHOCT KAaKO YCIIOB
KOHKpETeH IIpOM3BOJA WM Yyciyra ja Oupie
pasrienaH BO MPOLECOT Ha IOHECYBame HA OJUTyKa
3a KyIyBame.

Co rpaseme Ha CHJICH U €IUHCTBCH UACHTHTET Ha
MapKaTa Ha IPOU3BOJOT C€ OCTBAapyBa IIOCAKY-
BaHAaTa I1a3apHa BPEAHOCT Ha MapKaTa, Ce MOCTHI-
HyBa jaCHa IIPENO3HATIMBOCT BO ONpEJesIeHa KaTe-
ropuja Ha TPOU3BOJAU, CE€ OBO3MOXKYBa IPOIIU-
pyBamkbe Ha MapkaTa Ha Jpyrd KaTeropud Ha
NPU3BOJH U IPYTH Ta3apH.
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Abstract

The end of the Cold War and the onset of the New
World Order undoubtedly had a powerful impact on
a new configuration, new approaches to the
evolution of state-building, and the right to self-
determination in relation to international norms and
law. Who is right? Why is he right? What are the
principles and institutions that value this "right" of
"unilateral secession"? There are still questions that
share international law-makers about legal and
constitutional validity over who is eligible for the
promulgation of a certain state territory.

The Republic of Serbia officially addressed the UN
General Assembly to review the legality of the
declaration  of  Kosovo's  declaration  of
independence: "Is the unilateral declaration of
independence by the PISG in Kosovo in accordance
with international law?" The UN General Assembly,
through resolution no. 63/3 of 08.10.2008,
addressed the International Court of Justice to give
its advisory opinion on this issue, which was the
subject of diplomacy and the highest international
institutions.

On the other hand, the treatment of this very
delicate issue for the court was very complex and as
will be seen from the written materials but also from
the media, the court will avoid political motives,
those of international law, the principle of self-
determination until disconnection, will focus only

on the legal nature of the question posed, mainly
based on Article 96 of the UN Charter and 65 of its

Statute. The case will continue to be processed in
accordance with the 1CJ Statute, and the case will be

submitted to the ICJ by the UN Secretary General.
Following the completion of the foreseen
procedures on 22 July 2010, the Court issued a
decision on the Advisory Opinion on the matter
raised by the UN PA. This ICJ advisory opinion is
divided into five parts, but we will to present the part
that deals with the issue of analysis we have dealt
with in this matter, which is the legality of the
decision taken by the Assembly of Kosovo as a
Provisional Institution of Self Government in
Kosovo.

Key words: ICC, UN, PISG.

1. Introduction
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The end of the Cold War and the onset of the New
World Order undoubtedly had a powerful impact on a
new configuration, new approaches to the evolution of
state creation, and the right to self-determination in
relation to norms and international law. The
administrative and territorial map of the world was
changing. Regarding these changing international system
trends, US President Bush will declare: “We have a
vision of a new partnership of nations that goes beyond
the Cold War. A partnership based on consultation, co-
operation and joint action, especially through
international and regional organizations. A partnership,
united by the principle and the rule of law, and supported
by an equitable sharing of expenditures and obligations.
A partnership whose goals are to increase democracy, to
increase prosperity, to increase peace and to reduce
arms.” 1t

Some of these President Bush's principles rely more on
moral standards - equal treatment of all people, which
implies the interest of the US and countries with a
democratic tradition of having a sustainable world order.
These principles were not respected, and the "new order"
was followed by tensions, wars, and many crisis squads,
mainly after the dissolution of former communist
federations and allegations of independence and self-
determination of peoples. Who is right? Why is he right?
What are the principles and institutions that value this
"right" of "unilateral secession"? We opened these issues
because even after 10 years of Kosovo's declaration of
independence, still from states, international institutions
and supranational associations, which the Republic of
Kosovo does not treat as a state, it is not yet part of these
important international institutions that define role but
also the position of a state in the structure of the
International Community. The legality and contestation
of Kosovo's independence was initiated by Serbia at the
World Court or the International Court of Justice.
Regarding the ICJ, well-known international relations
researcher Joshua S. Goldstein writes: “Since
international law has developed, a global legal
framework has begun to form part of which states can
pursue appeals against each other, other. The beginnings
of such a system exist now in the World Court (which is
officially called the International Court of Justice) ......
The World Court is a UN branch.”** The International

11 Kissinger, Henry, “ DiplomacY™, “Simon and
Schuster, Dec 27, 2011, f. 804, 805.

12 Goldstein, Joshua, “International Relations (10th
Edition) , 2003, f. 310.

Court of Justice has its seat in The Hague of the
Netherlands. "This court consists of 15 judges, who are
elected for a 9-year term, a number of clerks who serve
as registrants and administrative bodies.”** From many
well-known scholars, this court is also qualified as the
UN judiciary.

After the declaration of independence of the Republic
of Kosovo, Serbia and its "traditional allies" had started
an intense diplomatic campaign to contest the recognition
of Kosovo's independence and to prevent by all means
the legality of this act and the number of recognitions it
had starting from the most powerful states on the planet.
Serbia insisted on respecting UN Security Council
Resolution 1244, which, according to them, recognized
the sovereignty of the Serbian state over Kosovo. Based
on the legal and convincing aspect that will contest this
act of the Kosovo Assembly, the Republic of Serbia
formally addressed the UN General Assembly to review
the legality of the declaration of Kosovo's declaration of
independence. The UN AP, through resolution no. 63/3
of 08.10.2008, addressed the International Court of
Justice to give its advisory opinion on this issue, which
was the subject of diplomacy and the highest
international institutions. We will not dwell on this
matter in legal and procedural aspects of the work of the
court, but we will analyze Serbia's request, the ICJ ruling,
the attitudes and justifications of the states that voted for
and against and the effect of this decision of the ICJ in
affirmation of the international position of the Republic
of Kosovo as an independent and sovereign state. “By
resolution 63/3 adopted on 8 October 2008, the General
Assembly requested the International Court of Justice,
the United Nations Supreme Court, to issue an advisory
opinion on whether Kosovo's Declaration of
Independence is in accordance with international law.
The resolution was adopted with 77 votes in favor, 6
against and 74 abstentions.” ** With the official launch
of this process initiated by Serbia, it will officially be
addressed to the ICJ through the UN General Assembly.
"This issue was introduced to the AP agenda, following

13 Referuar fages zyrtare té Gjykatés Ndérkombétare té
Drejtésisé — GIND, (ICJ).

14 Arkiva e Ministrisé sé Punéve té Jashtme té Kosovés,
(MPJ), Kosova né Gjykatén Ndérkombétare té
Drejtésisé, 2010, Prishtinég, f. 37.
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Serbia's above-mentioned request, which required this to
go to the ICJ.”* Both countries like Kosovo and Serbia
will make numerous and comprehensive preparations to
present with the most powerful arguments before the 1CJ.

2. Argument process for and against independence
of kosovo as a unique case in international justice

The treatment of this very delicate issue for the court
was extremely complex and as will be seen from the
written materials but also from the media, the court will
avoid political motives, those of international law, the
principle of self-determination until disconnection, will
focuses only on the legal nature of the question
submitted, mainly based on Article 96 of the UN Charter
and 65 of its Statute. The case will continue to be
processed in accordance with the ICJ Statute, and the
case will be submitted to the ICJ by the UN Secretary
General. In accordance with the legal limits envisaged by
the ICJ, the parties will first submit cases - statements or
comments in written form, and Kosovo will be invited as
a party (although not yet a member of the UN), which
will submit comments - its written arguments and will
participate in the ICJ hearings as an equal party. Within
the time limits set by the ICJ Statute, their written
comments sent 35 states with arguments in favor and
against the Declaration of Independence Declaration by
the Assembly of Kosovo. Kosovo, or Kosovo
representatives at the ICJ, prepared comments - written
arguments addressed to the ICJ, divided into different
parts and chapters. We are describing in telegraph form
the content of the Kosovo Declaration at the ICJ.

“Part | - contained a description of the actuality in
Kosovo and other developments since the declaration of
independence.

Part Il - focused on Kosovo's newest history and
negotiations on the final political status, which has given
the immediate context of the Declaration of
Independence. This section itself includes a brief history
of Kosovo and legal status, as part of the former
Yugoslavia, in accordance with the 1974 Constitution,
the period of unlawful removal of Kosovo's autonomy in
1989, with the extension of the period of the war in 1989-
1999, Security Council Resolution 1244 (1999), the
removal of the FRY and the Serbian regime from Kosovo,
the period of UNMIK administration, the process of final

15 Desku, Bujar, “ Interpretimi i Deklaratés sé Pavarésisé
sé€ Kosovés nga GIND”, “Faik Konica”, Prishting, 2013,
f. 69.

status negotiations, which started in 2005 and lasted
until 2007, ending with President Ahtisaari's proposal,
which was in favor of a supervised independence.

Part Il - described the Declaration of Independence
of 17 February 2008, the terms for its signature, its
authors and its content.

Part IV - addresses the legal aspects and questions
contained in General Assembly Resolution 63/3; legal
analysis by addressing in detail the questions asked by
the Court; further explanation that international law
does not stop issuing a declaration of independence
declaration; as well as the practice that occurred in the
case of the dissolution of Yugoslavia, where all other
constituent parts of this federation declared their
independence from the beginning of 1990.

Part V - this part in the conclusion of Kosovo's
written contribution to the Court, containing a summary
of the main contextual elements and legal arguments. As
a conclusion Kosovo has asked the Court to respond to
General Assembly Resolution 63/3, to find that the
Declaration of Independence of 17 February 2008 was
not in contravention of any applicable rule of
international law.”'® This statement depositing cycle
will follow sequentially with hearings organized by the
ICJ. The second phase, or hearings, will continue from 1
to 11 December 2009, where their arguments for and
against the Declaration of Independence of Kosovo will
be presented by 29 states. It is important to present and
analyze the presentation of legal argument by the Kosovo
legal team at the ICJ because the organization of this
process was largely of a legal nature as well as the
declaration of Serbia presented at the ICJ session.

“In presenting the legal argument, Kosovo's
representative, Sir Michael Wood, has stated that Kosovo
continues to rely on what has been said in previous
written statements. (A considerable number of United
Nations members have submitted written statements and
comments in support of the statement that the
Declaration of Independence has not been in violation of
any applicable international law rule.) We appreciate
this support. Kosovo's legal representative, Michael
Wood, has presented the arguments that, according to
him, give Kosovo the right to declare Kosovo's
independence and completely put down the statements of
Serbian representatives made that day during the
morning session. Among other things, he has also
provided historical facts, starting from the period

16 ibid, p. 75, 76.
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between 1912 and 1918, when from the Ottoman Empire,
Kosovo fell under the occupation of Serbia to continue
with its ethnic cleansing during the 1920s - and then the
contempt and suffering of Aleksandar Rankovic's regime
in the 1950s until the last war in the years 1998-99. He
also said that Kosovo has never been part of Serbia, but
was a federation unit of the former Yugoslavia, with
rights like other republics.”*’

Sir Michael Wood in a highly argumentative way will
present other arguments regarding the character of the
question posed, which is focused only on the February 17
statement and does not include other aspects such as
citizenship and similar affairs, then international law
does not contain rules that can be used to assess the
legitimacy of the declaration of independence as in the
case of Kosovo, then nothing to stop the declaration of
the Declaration of Independence of 17 February 2008 in
Resolution 1244 and the deposition of evidence in favor
of this declaration of a significant number of UN member
states.

While in the statement of Serbia it is said: “According
to the agenda drafted by the court, on the same day with
the representative of Kosovo, the statement of the ICJ has
also been made by the representative of Serbia. Serbian
team leader Dusan Batakovic, the first hearing in the
ICJ, calling on resolution 1244, has started with the
assertion that the Declaration of Independence
represents a flagrant violation of Serbia's sovereignty
and territorial integrity. "When it comes to maintaining
peace and security, the unilateral declaration of
Kosovo's declaration of independence is a great
challenge for the international order and the principle of
territorial integrity." According to him, the opinion of the
International Court of Justice will be of fundamental
importance, not only for the developments in Kosovo but
also for the international cause. He has again referred to
Kosovo as the ‘cradle of Serbia’, saying that it is precisely
the declaration of independence that turned Serbs into
Kosovo into a minority. "The declaration of
independence represents a flagrant violation of
sovereignty and territorial integrity,” Batakovic said,
adding that "however, Serbia will seek flexible and
practical solutions to Kosovo." Most of the time,
Batakovic has been summoned in resolution 1244, which,
according to him, "guarantees the territorial integrity of
Serbia". He said that United Nations envoy Martti
Ahtisaari and certain countries have pressed for
independence to be imposed as a solution. "The
unilateral declaration of independence is an attempt to

17 ibid, p.87, 88.

end UNMIK's administration and sovereignty of Serbia
in Kosovo." At the end of his speech, Batakovic said that
Serbia is convinced that when the ICJ gives its advisory
opinion, then only then will conditions be created for new
talks between Serbia and Kosovo to find an acceptable
solution for status of Kosovo. Even lawyer Viadimir
Gjerié, citing the procedural aspects, has said that the
International Court of Justice should give an advisory
opinion in favor of Serbia. Gjeri¢ has argued that the
advisory opinion, in this case, will be in the service of the
international order. "The proclamation of Kosovo's
independence by Kosovo's provisional self-government
organs under UNSCR 1244 and in these circumstances
could not and can not be legitimate.”™®

Serbia also engaged international legal experts, who
almost the same as Serbian representatives emphasized
UNSC Resolution 1244, and highlighting what is illegal
can not be made lawful. From a careful look at the two
statements - the statements of both states, whether in the
historical and chronological aspect of the Kosovo issue
and legal-legal aspect, Kosovo's representatives were
much more concrete, more persuasive, more
argumentative in the submission of the facts. On the other
hand, the representation of Serb representatives was
more political than arguing, with the old logic that
Kosovo is the "cradle of Serbia" and with the emphasis
that in force is Resolution 1244, which was accepted only
after the NATO bombing, s. Even in this next challenge,
Kosovo will win because all the facts were on its side,
but even the most powerful nations in the globe and older
democracies were behind the legitimate right of Kosovo
and its people to an independent state and sovereign.

The legitimacy of Kosovo's declaration of
independence was supported by a total of 14 states,
namely: Albania, the United States, Germany, Great
Britain, France, the Netherlands, Austria, Saudi Arabia,
Jordan, Norway, Denmark, Finland, Croatia and Bulgaria
. On the other hand, 12 countries emerged in support of
Serbia's position, namely: Russia, China, Spain, Brazil,
Argentina, Cyprus, Romania, Bolivia, Azerbaijan,
Belarus, Venezuela and Vietnam.

The structure of the states that supported the Kosovo
Declaration of Independence speaks a lot. These are the
most powerful states in the world, led by the United
States, both politically, economically and in promoting
democratic values, which have maintained a position that
Kosovo is a special case. On the other hand, the states
that supported Serbia's position, led by Russia and China,
held a "universalist™ approach, calling on the principle of

18 |bid.p. 94, 95.
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"non-change of borders and unilateral succession”. The
vast majority of them are still led by neo-communist
regimes, with a fragile development of democracy.

We appreciate that the states that supported the
Kosovo Declaration of Independence at ICJ (which were
the most numerous) constitute the states with democratic
traditions, the most powerful economically and
politically, mainly Euro-Atlantic countries, which have
maintained a coherent strongly related to the historical,
ethnic, demographic, the will of the people for self-
determination, the legal argument that Resolution 1244
does not hinder the proclamation of Kosovo's
independence,  the international community's
commitment, humanitarian intervention in Kosovo by
NATO, the Security Council decision for Resolution
1244, as a transitional phase of the civil and military
protectorate until the final status resolution, and also as
the last chapter of the conclusion of the dissolution of the
former Yugoslav Federation. The overwhelming
majority estimate that state declaration of independence
is not a matter of assessment by the ICJ, as well as the
fact that UN Secretary-General's special envoy, President
Ahtisaari, after a long period of negotiating process after
exhausting all the possibilities of the negotiating process,
states that the most stable solution for stability in the
region is Kosovo's independence. These countries have
not once estimated that Kosovo's case is a special case
and the solution to Kosovo can not be applied in other
cases.

Conclusions

From an analysis of the 1CJ's advisory opinion, which
is divided into five parts, we will present the part that
deals with the issue of analysis we have dealt with in this
matter. "The Court sees it necessary to determine only
whether the declaration of independence has violated
international law, or" lex specialis ", a question posed by
Serbia, created by resolution 1244 (1999). Therefore, he
concludes that the Declaration of Independence
Declaration on February 17, 2008 has not violated the
general international law. Regarding the question of
whether the declaration of independence on 17 February
2008 violated the Constitutional Framework by UNMIK,
the Court noted that it has already affirmed that the
declaration of independence of 17 February 2008 was not
issued by the Provisional Institutions of Self-
Government, nor was it an act intended to enter into

force, within the legal order in which those institutions
operated. It follows that the authors of the declaration of
independence are not related to the framework of
competences and responsibilities established to lead the

Provisional  Institutions  of  Self-Government.
Therefore, the Court finds that the declaration of
independence did not violate the Constitutional
Framework, which we consider to be a strong argument
of the Kosovo party related to the right of the Assembly
of Kosovo to undertake such an act.

The International Court of Justice, with 10 votes in
favor and 4 against, announced the Advisory Opinion on
22 July 2010.

This 1CJ advisory opinion is of the utmost
importance because knowing the composition and
structure of the UN as well as the SC, and given that the
ICJ is a UN tribunal (branch) a decision in favor of the
Declaration of Independence of 17 February 2008 that
does not contradict International Law and that the
declaration of independence did not violate the
Constitutional Framework (also issued by UNMIK, a UN
mission operating under UNSCR 1244) , really has a
special significance for the future stages of Kosovo's
state-building, as well as opens up new perspectives for
affirming Kosovo as a state in the international
community and its membership in important forums and
institutions of international importance. At the same
time, the ICJ Advisory Opinion was a clear message to
Serbia and its strategic partners that Kosovo's
independence is a reality and as such is an irreversible
process and a closed chapter in terms of compatibility
with international law.
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particular, on the creation of a competitive ability of the
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BJIMJAHUETO HA EKOHOMCKHUOT
PA3BOJ BP3 IIPUBATHATA
BE3BEIHOCT BO PEIIYBJIMKA
MAKEJOHHJA
AncTrpakr

[IpuBatHaTa 6e30€IHOCT KAaKO JCjHOCT U OpraHu3aluja
Ce pealn3upa BO YCIOBH Ha aKTYEIHHOT €KOHOMCKHOT
aMOMeHT BO HamaTa JpkaBa. Kako mejHOCT Koja 1o
CBOjaTa MpHUpPoJIa € JIeJl O/ IPUBATHUOT CEKTOP BO MHOT'Y
€ JeTepMHHUpaHa O]l HaI[MOHAJIHATa EKOHOMCKa
NOJUTHKA, OW3HUC KiIMMaTta WM JAePUHUPAHHUTE EKO-
HOMCKH MOCTYJIaTH Ha €KOHOMCKHOT CUCTEM BO IIEJIMHA.
Kpuzata Bo ekoHOMHjaTa ce pedaekTUpa H Bp3
(YHKIIMOHUPAKETO HA TNpUBaTHAaTa Oe30eTHOCT Koja
MOCTOM Ha Ma3apoT M KajJe Ce MOYMUTYBaaT Ma3apHUTE
3aKOHUTOCTH. YCIyTHTE Ha MpuBaTHaTa 0e30eTHOCT T'H
KOPHCTH OW3HHUC 3aeIHHIATa OJHOCHO JIEJIOBHUTE
KOMITaHUY BO CEKOjIHEBHOTO paboreme. Tue ycmyru ce
rapasiyja 3a 6e30eJHO JIeIOBHO PadOTEmE, a CO TOA U 32
UMIUIEMEHTHPAE Ha TIOBOJIHO JICJIOBHO ONKPYXKYBame.
OBaa MOBP3aHOCT U JIETEPMUHUPAHOCT HAa OBOj CHCTEM
BO MHOry 3aBHUCU O BHI/IjaHI/IeTO Ha CKOHOMCKHOT
pa3Boj, IMoOceOHO 3a Kpewpame Ha KOHKYpETHTa
CIIOCOOHOCT Ha NMPHUBAaTHUTE 0€30€AHOCHH MHCTHUTYILIHH.
[Mponyuupamero Ha m00pu pabOTHM MecTa 3HAYU
jaKHEHEe Ha KalalWuTeTHTE Ha YOBEYKU PECYpCH BO
npuBatHata Oe30€ZHOCT O] enHa CTpaHa, HO U
NPOMOBUPAkEe HAa HOBH YCIYTH O/ KOM OCHEpUT mMa
Ou3HUC 3aeaHUIaTa. BO TpymOT ce mMpaBu MOBP3yBame
nomery (akTopute Ha EKOHOMCKHOT pa3BOj KOU ce
3HAuYajHU 3a JIEJIOBHOTO OIKPY)KyBame M IpUBAaTHATA
0e30eIHOCT KOja € JieNl Oj OBa ONKpY)KyBame. [Ipuroa,
ce mpaBu O0MA 1A ce corjieflaaT MOYKHOCTHUTE 3a

34



BOBE/IYBab-€ Ha CTUMYJIALINH 32 KOPHUCTEHE HA HAIIPEIHU
TEXHOJIOTHH, WHOBAIlMM U OCTAHATUTEC MOYKHOCTH KOHU
II0CTOjaT BO aKTYEITHUOT MOJIE] Ha €KOHOMCKH Pa3Boj.

Knyunu 360poeu: nenoBHO ONKPYXKyBame, 0e30eIHOCT,
Pa3Boj, KOHKYpEHTCKa NPEAHOCT, 1Ma3ap, NpOMOIIHja.
Bosen

CrnoxeHocTa Ha KOHIENTYaJHHOT JAM3ajH Ha
CHUCTEMOT Ha TmpuBaTHa 0Oe30emHOCT U ordaka
CIIEIHUTE AaCMeKTH: TMPBUOT C€ OJHecyBa Ha
AHTUIUIATEHUYKUOT JUCKYpPC BO KOj yHoTpebaTa Ha
CHJIa HAaJIBOP O[] JISTUTUMHHUTE M aBTOPUTATUBHUTE
rpaHuIy € npoOiemMaTu3upaHa, a UM Ipurara Ha
CBEIITEHHUIIUTE, KPAICKUTE CEME)CTBA, BIaICTSIUTE
Ha CYBEpEHM [pXKaBH WTH., JOJEKa CO BTOPHOT
KOHIICTIT C€ TBPAM JEKa TUIATCHULIUTE C& MOPAITHO
orpaBJaHu, Oujejku He ce Oopat 3a UAE0NIoTHja, 3a
PEIMTHO3HU yBEPYBabha, 32 MOJMTHUKA yOeIyBama
WJIM Ha €THIUYKA OCHOBA, TYKY ce Oopar 3a cebe U 3a
mapy, IITO IJIaBHO CE CMeTa 3a ommro A06po.t°
[lazapnarta opueHTHpaHOCT ©  (YHKIHMOHAIIHA
€r3WCTEHIMja Ha MPHUBATHUTE KOMIAHUH 32
00e30eayBambe € pealTHOCT KaKo BO pa3BUTE Ma3apHU
€KOHOMHH, TaKa W 3eMjUTE O] 3amaJcH OaykaH.
JleHec, BO CBETOT NOCTOM TEHJACHLMja Ha
3roJIEMYBabE Ha npYBaTH3aIHjaTa Ha
6e36ennocHrOT cektop. Ilocrojatr camo Man Opoj
JpXaBH BO KOM HE C€ OJBHBA OBOj IPOIEC Ha
npuBaTH3alyja. 3roJIeMyBalkeTO Ha OpojoT W
3HAYEeHETO Ha MPHUBATHUTE KOMIAHHWU IITO JaBaaT
YCIYTH Of BOEH U 6e30€HOCEeH KapaKkTep U yCIyTrH
BO JIeJIOT Ha (U3NYKO-TEXHUUKHUTE 00e30eryBama
IpeTcTaByBaar riaobaneH (eHOMEH KOH KpajoT Ha
XX Bek u mouerokor Ha XXI| Bek.? Pemy6muika
MakenoHMja He € HMMyHa OJf OBHME IPOLECH H
tenaeHuuu. IlpuBarnara Oe30egHOCT eraliupaHa
BO MAaKEJOHCKOTO Ia3apHO CTOIAHCTBO IMOKaXKyBa
TpeHJ Ha TmocTojaH pact u moneM. Cropen

19 Percy S., The History of a Norm in International Relations,
OUP, Oxford, 2007, p. 12.

20Schreier F., Caparini M., Privatising Security: Law, Practise
and Governance of Private Military and Security Companies,
Geneva, DCAF, 2005, p. 1.
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perucrapor Ha  Komopara 3a  mpuBatHO
00e30emyBame BO HallaTa JAp)kaBa ¢ yHKIIMOHUPAAT
48 arenuuu 3a npuBaTHO 00e30eayBame?! Kou KaKko
NpaBHU JIMIIA ja BpIIAT OBaa JJHOCT BO BUJ Ha
naBame Ha ycinyrd. OBoOj momeM ce JO/DKHM Ha
Pa3sBUBAKETO W YHANPEIyBamkETO Ha Ma3apHUTE
YCIIOBH BO II€JIMHA, & TOA CE MOBP3yBa CO BAKHOCTA
Ha EKOHOMCKHOT pacT BHJIEHA MPEKY “00rarcTBOTO
Ha OINIITECTBOTO W TNOEAMHLMTE, KaKo H Ha
MOpacToT Ha BpabOTEHOCTa OAHOCHO OpOjOT Ha
notponrysaun.”??  T'eHepanHo, areHIMUTE 32
00e30e1yBame ce UICTOBPEMEHO M 0a3MYHO CIIMYHU
CO OCTaHaTUTEC OW3HUC-OPraHW3alHud, HO CE H
cnenuUYHU TOpaaUd JIEJHOCTA INTO € OnmcKa co
TpaaunuoHamHaTa Oe30eqHocHAa (yHKIMja Ha
npxaBara. HamymrameTo Ha KiacM4HaTa Te3a 3a
JpKaBeH MOHOMOJ Bp3 ynorpedaTa Ha CHiia 3apaju
OJIP)KyBamE Ha TIOPEIOKOT M 3alITUTA Ha JIy[eTO H
HUBHATAa COIICTBEHOCT, W TIPE3EMAmbETO HH3a
GbyHKIIMYM Of CTpaHa HA MPUBATHUTE CYOjEKTH ILITO
JlaBaatr yCIyrd 3a (MHAHCUCKU HAZOMECT, 3HAYU H
norpeba oJ1 MorojieMa KOHTPOJIA Hajl BPUICHETO HA
JiejHOCTa, HO ¥ ToTpeda o1 00e30eayBame qoBepOa
¥ Kaj KITMEHTHTE U Kaj jaBHOcTa.”® Perynarusara 3a
npuBaTHaTa 0€30€qHOCT TMOKpaj 3akoHOT lex
specialis u oxpeOMTE HA OMIITHOT MPABEH PEIKUM €
JIOTIOJTHETA M CO €THYKUTE U JICOHTOJIONIKN Havesa
BO OBaa 00JIacT, a CUTE THE 3aeHO ce BO (yHKIHM]ja
Ha TpaJeme eQUKaceH MoJeNl Ha MpHUBaTHA
0e30enHocT. PerynatuBara Ha 3aHUMamara BO
objacrta Ha TNPUBATHOTO 00e30eqyBambe  BO
HAI[MOHAJTHU PaMKHU € TMoBeke of “moTpebHa, HO,
Cernak, HEJ3UHOTO IEJOCHO eQeKTyupame Mmpej ce
3aBUCH  OJI AHTHUIMIIATUBHHOT MPHUCTAll  Ha
Cy0jeKTUTE IITO C€ 3aJ0KEHU 32 H3TOTBYBAIHE
BAKOB JIOKYMEHT ILITO 32 CEKOj Cy0jeKT MHBOJIBHPAH
BO OBaa aKTHBHOCT € JIOCTa TEIIKa W OJTOBOpPHA
pabota. HuBHHOT aHTra)kmaH 3a co3jaBame moaoopa
peryinatuBa Ke MOMOTHE Jla C€ HampaBH pa3jIiKa

%D0%BE%D0%B1%D0%B5%D0%B7%D0%B1%D0%B5
%D0%B4%D1%83%D0%B2%D0%B0%D1%9A%D0%B5/,
29.04.2018 roguua.

22 Konecka Jb., Exonomcka mucina u passoj, Cxomje, 2018
roJIuHa, CTp. 5.

23 Bankoscka B., [TpusaTHHOT 6e30€1HOCEH CEKTOP BO
Penybnnka Makenonuja: Mery norpeOuTe u jaBHaTa
(ue)nosepba, Cxomje, 2016 ronuna, crp. 18.
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Mery 4YeCHM U JAUCKPEAUTUPAHU MPUBATHH
KOMITaHMH 3a 00e30enyBame W Ha KpajoT Ja ce
orctpanT BropmTe.”?* On OBa mpoumsneryBa jeka
peryiaruBara € KIy4eH M KOPHUCEH EJIEMEHT BO
paboTemeTo Ha camara (pupma/KOMIaHHUja MITO UM
roMara Ha PakOBOJHHUTE TUMOBH Jia BOCIIOCTaBat
coo/IBeTeH OayaHC Mely OCTBapeHHTE W IUIaHU-
paHHWTE aKTHBHOCTU. be3 coonBeTHa peryia-TuBa
THE K€ ce MPEeTBOpaT BO cienu HalJbynyBauud Ha
IPOIIECOT IITO MOJKE J1a JIOBEJIC JI0 OTCTaIlyBamka Ha
IUTAHUPAHUTE LM M 33/Ja4d M Ke OujmaTr orpas-
UYeHU 0€3 MOXKHOCT JIa TO KOPUTHPaaT, a Co TOa H
Jla TO MoJ00paT cBoeTo paboTeme, Kako U padore-
HBETO Ha MpUBATHHOT cyOjekT. Co apyru 300poBH,
IOPONMHCOT MOXE Ja C€ TOJKyBa Kako OOWYeH
dopmalieH MexaHH3aM Ha KOHTPOJa KOj € BOCIIOC-
TaBEH CO IIeJ J]a C€ HaCOYyBa OJHECYBAETO 1 Ja Ce
00e30en yHUBEp3aliHa MPUMEHA Ha 3aKOHOT. Bo
NPUHINI, HUIE TBPIUME JIeKa ITOT0JIeMa peryaaTHBa

MOXKE Aa JOBCAC 4O 3roJICMCHA O,Z[l"OBOpHOCT.25

1.0cHoBHH paKTOPH HA EKOHOMCKHOT Pa3Boj

OnHOCOT momery €KOHOMCKHOT pa3Boj U JEJOB-
HUTE CYOJEKTH KAaKO CTOXEp Ha €KOHOMCKHOT CH-
CTEM € OJHOC INOMely JBETE€ CTPaHU IpPHU LITO BO
TeopujaTa €IHU TEOpEeTUYapu BHUMaHHE MOCBETY-
BaaT Ha BJIMJaHUETO Ha €KOHOMCKHOT pa3BOj Bp3
pPa3BOJOT Ha MalluTe W CpPEJHUTE MpeTHpujaTuja,
J0JieKa MaK, Ipyrd Ha BJIMjaHUETO Ha OBHE IpeT-
npujaThja Bp3 €KOHOMCKHOT pa3BHUTOK. Ilocrojar
YeTUPH TOKa3aTeIl Ha eKOHOMCKHOT Pa3Boj U TOA:
BpEeHOCEH (MOHETapeH), HarypajeH (HeMOHeTa-
PEH), EKOHOMCKO-COLIMjaJIeH U HAy4YHO TEXHOJIOUIKI
nokasaren. Hajronemo 3Hauewme 3a u3pasyBame U
Mepeme Ha €KOHOMCKHUOT pa3BOj MMaaT BpeJHOC-
HUTE (MOHETapHM) IMOKa3aTelH, T.H. €KOHOMCKH
arperaTH, KOu ce yTBpAyBaaT co COOMPame 0JTHOCHO
arperaiyja Ha pe3yJITATUTE Ha CUTE CYOjeKTH Ha
OTIIITECTBEHHOT MPOLIEC HA PEpoAyKIHja. 2

24 NTaunuuk M., u npyru, [TpuaTHa 6e30€HOCT TeopHja U
koHnent, Ckomje, 2015 roquna, ctp. 178.

%5 O’Connor Lippert, Greenfield & Boyle, After the Quiet
Revolution: The Self-Regulation of Ontario Contract Security
Agencies, Policing&Society, VVol. 14, No. 2, June 2004, p.
153.

[IporiecoT Ha €KOHOMCKH pa3BOj ce€ OJBUBA BO
OIIpEJICTICHN OMNIUTECTBEHW OKOJHOCTU M € HEeIocC-
pEeIHO YCJIOBEH OJ pPAacIOJIOKIUBUTE YOBEUKH,
NPUPOIHH M MaTepujanHu pecypcu. Cute Gakropu
Cce HEONXOJHM 3a OMIO0 KakBa OIIITECTBEHA
aKTHBHOCT M CUTE OYCKYBaHM €(EKTH CE pe3ynTar
Ha HUBHO 3a€JHUYKO U €IHOBPEMEHO JICjCTBYBAIbE.
[lpy HUBHO mpoy4dyBame M COOJABETCH HAyuyeH
TpEeTMaH HYXXHO € COOJBETHO BHUMAaHHUE O] aCIEeKT
Ha HHMBHATa PacCIIOJOXIMBOCT, COCTaB, aJOKaIlHja
(pa3mecTyBame) ¥ HUBHUOT MOTEHLHUjal KOj HWMa
BIMjaHHE Bp3 [OHATaMOUIHWUTE JI€jCTBA  BO
OIIITECTBEHUOT, IIOCEOHO EKOHOMCKH M 0e30eaH0-
CEH JKHBOT.

Bo nmreparypaTta ce cpekaBaar paziIHYHU
NpUCTAaN KOH KJIacCH(pHULIUpPAmkEe W OICHYBambEe Ha
BAXKHOCTA HA TOCIUHM YHHUTEIM HA pa3BOjOT
BOOIIITO, a MOCEOHO ce MOTEHIMpa yiorara Ha
CKOHOMCKHOT Pa3BOj BP3 YOBEUKHTE aKTUBHOCTU M
HUBHUTE MaHU(ECTAIMH O] IEITYBAHETO.

CTaHgap[HUOT TpPUCTall KOH OBaa TeMaTHKa
yKaXyBa Ha TpU TMO3HAaTH (AaKTOpH  Kako
NPUOPUTETHH 32 Pa3BOjOT: PACTOT Ha HACEIICHUETO,
TEXHHUYKUOT MPOTPEC U aKyMyJIalyja Ha KaluTaJoT.
Ho cenak Bo pa3BojHaTa TeopHja JOMUHUpPA KJIacH4-
Hara 1moyienba Ha eKOHOMCKUTE (DaKTOPH U Toa:

1. TpynoT 1 YOBEUKUTE pecypcH (Kako MpUMapeH
daxrop),

2. 3eMjaTa U IPUPOAHUTE pECYpCH,

3. ®U3NYKUOT KaIluTal,

4. TeXHUYKHUOT MpOrpec u

5. Uudopmarnujara.

NHuBecTupameTo BO YOBEUKUOT (akTop (KaruTant)
€ OCHOBA 3a 3roJIeMyBame Ha MPOJYKTHMBHOCTA BO
pabotemero. Enementure Ha (QopMHpamETO HC
YOBEUKHOT KalMTal c€ BCYIIHOCT WHBECTULIUU BO:
o0pa3zoBaHHe, yU€HEe U CTECKHYBalkh€ Ha BEIITHHU
npeky mpoiiec Ha pabora (learning by doing), wu

26

http://fmpe.edu.ba/images/nastava/933/Ekonomski_razvoj/Ek
onomski razvoj - predavanje 2.pdf, 01.05.2018 roauna.
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NOTTUKHYBAab€ U BIIOKYBakbE€ BO PAIMOHAIHO
KOPUCTCHE Ha YOBEUKUOT KalMTaj MPeKy moaoopa
MOOWJIHOCT M pa3BUEH Mas3ap Ha TPYHA CO COJBETHA
UH(POPMAIIMOHA TIOTKPETICHOCT.

[lopanm AOMHHAHTHOCTA Ha YOBEYKHOT
dakTop, 0COOCHO 3HAYCHE M TPETMaH OBOj €KO-
HOMCKHU (pakTop 700MBa BO MOCIEIHUTE ACLICHUH.
Ckopo Ja TOCTOM IIEJIOCHA YCOTJIACEHOCT JieKa
HAjTOJIEMO BIIMjaHUE 3a MOOpP3 pPa3BOj Ha CEKoja
€KOHOMH]a ¥ BO HEJ3UH COCTAB IMOEANHUTE JISJHOCTH
ce JI0JDKH Ha 00pa30BaHUETO, OOYKUTE U TEXHUKHUTE
Ha M3BPIIYBakE HA aKTHUBHOCTHTE.

“Ilpecynern  ¢daktop 3a mmoAOOpyBame Ha
Omarococroj6ara Ha IJIyFeTO BO CEKOjIHEBHUOT
JKUBOT HE € MPOCTOPOT, CHEPrujara WM 00paboT-
JUBOTO  3€MjUIITE, TYKy T[OJ0OpyBame Ha
KBAJIUTETOT HAa HACEJICHHETO M HaNpeaoK BO

3HaemeT0.”%’

2. EKOHOMCKH acneKTH Ha MPUBATHOTO
00e30eqyBame

Bo Teopuwjata ce HaBemyBa JeKa IpHBaTHATA
O0e30eqHOCT MOXE Ja Oujae pazdpaHa M Kako
HE3aBHCHA WJIM COTNICTBEHMYKA KOMEpIIHjajiHa Opr-
aHu3allMja YUy aKTUBHOCTH BKIIydyBaaT 00e30emy-
Bambe Ha IMOTOT HA KOMUHTEHTOT KOj TH aHTXKUPAJT
U Toa OJ 3allTUTAa HAa YOBEUKU >KUBOTH OO UTCH
OJIFOBOP HAa WHIMJCHTH, BpIICHE WCTparu 3a
MHUHATOTO Ha BpaOOTEeHUTE, N3Be10a Ha PYHKIIUUTE,
JNETeKIMja U HCTPAKYBAHE KPUMHHAI W KPUMH-
HAIIM, KAaKO M W3HECYBame MPECTAmHUIN Ha
pacruT?® 0THOCHO /12 OrOBOPH HAa CTPYKTYPATHHUTE
MPOMEHU Ha KOMIIaHUjaTa MPEeKy OMepaTUBHOCTA Ha
0e30enHOCHAaTa PYHKIIM]a M IPUMEHA Ha IPAKTUYHU
MOJIeNH Ha ympaByBame.?? EBpornckata koHpese-
panyja Ha yciayru 3a o0e30enyBame TH KaTeropu-
3Hpa CIIeJHUTE YCIyTy 3a IPUBATHO 00€30e1yBambe:

21 Schultz T. (1985):”Ulaganje u ljude”, CKD, Zagreb, 1985,
str. 13

28 https://www.asisonline.org/Membership/Library/Security-
Glossary/Pages/ Security-Glossary.

29 Sennewald A. Charles, Effective Security Management,
Elsevier Science, 2003, pp.7-32.

o Ousnuko o00e30eqyBame BO TojieM  Opoj
Pa3HOBUIHH [IPOCTOPUH, MECTA U O0JIACTH:

e Tpancropr Ha BpeaHu paboTH (TpeBO3 Ha
roroBuHa wiu CIT) u TpeTMaH Ha rOTOBHHA;

e MoOunHa marpona;

e llHTepBeHuuja o anapm;

¢ MOHUTOpPHHT;

e VCIyru Ha MOBUK U YyBambe KIYYCBH;

e 3amTHUTa Ha KA (TEJIOXPAHUTEIIN);

e llHcrananuja u oApKyBambe CUCTEMHU U OITpeMa
3a 00e30eyBame. >

Cnopen Hanwmonannara kinacudukanuja Ha
3aHuMamarta Bo PemyOnuka Makenonuja, xoja e
MOJATOTBEHAa W YCOIJIACEHA CIOpeJ] Hadenara Ha
MeryHapoaHata cTaHaapaHa KiIacupUKaluja Ha
3annMamara |SCO-08, 3aHnMame mpercTaByBa
“30up Ha paboTH M PabOTHU 3aJa4d KOHW CIIOPET
CBOjaTa COApPKMHA W BHUJ CE OPraHU3alHOHO |
TEXHOJIOIIKU TOJIKY CPOJTHU B Mel'yCeOHO TIOBpP3aHH
IITO MOXE Ja TW BPIIM €I€H W3BPIIUTEN KOj UMa
COOJIBETHU CIIOCOOHOCTH, 3HACHa W BEIITHHH 32
BpIIeme Ha paboTHH paboTHmTe 3amaun.”®’ Bo
TJIAaBHUTE TPYIHM HAa 3aHMMama, BO rpymara 5 ce
peryiaupaHy 3aHUMamara 3a 3allTUTa Ha JIMIA |
uMoT u Toa: 5414 — ob6e3benyBame u 5419 —
3aHUMama 3a 3allTHTA Ha JINIA U UMOT KO HE ce
knacupuIMpanu Ha Apyro mecto. OBaa 3aHUMambE
kako moarpyna 54 Bo Hamwmonanmnara kmacudu-
Kallyja moapazoupa Jexa paGOTHUIIUTE 32 3allITUTa
Ha JIMIIa ¥ MMOT 3alITHTYBaaT JIMIAa U UMOT O]
MO’Kap U APYrH OMACHOCTH, O/APKYBAAT pel U MUP H
ce TpUApPKYBaaT Ha OAPENOMTE Ha 3aKOHCKUTE
peryiaaTuBM, ako € MoTpeOHO M co ymoTpeba Ha
cuia. 3ajaunTe IMTO THW BpIIAT PaOOTHUIUTE BO
OBaa MoJIPrpyIia HajueCcTo BKIyUyBaar: CIpeuyBame
W Taceme Ha IoKap, CracyBame Ha JIUIa 1 UMOTH H
CTOKM 3a BpeMe MU [0 TMOoXapu M HeCpekw,
ONp)KyBalke Ha peI ¥ 3aKOH, peryaupame Ha

30 Onmt npernes Ha yCIIyTHTE 3a IPUBATHO 00€30€yBamhe BO
EBpoma, npezenrranuja vHa Hatanmu ne Mynaep Ha
Kondepernnujata Make10HCKH JEHOBH 3a IIPUBATHO
obe3benyBame 2013, Cromje, 30.10.2013.

31 JlpsxaBeH 3aBoj1 3a cTaTUCTUKA, HauuoHanHa
KiIacuQuKalyja Ha 3aHIMamaTa Bo Penybinka Makenonuja,
Ckorje, 2011 roguna, crp. 6.
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cooOpaka] W TIpe3eMame Ha OBJIACTYBakE MPH
cooOpakajHu HECpeKH, Ha/ITJICTyBamkhe u
OJIp)KYyBame Ha JUCHUIUIMHA TIOMery 3aTBOpPEHU-
IIUTE BO 3aTBOP M JIMIIATa BO BOCITUTHO-TIONPABHUTE
JIOMOBHU, TATPOJMpamke U HAATJICAyBamke Ha
JICTIOBHH TIPOCTOPUU M 3aIITUTA HA JIMIA ¥ UMOT.
3amaunte MOXeE Ja BKIIy9yBaaT U HAJ[30p Ha JPYTH
pabotHui. OBHE 3aHMMama Ce KOHKPETH3UPAHU
BO cmopenHara rpyma 541 kame BO Kiacudu-
KaljaTa Kako €IWHEYHA TIpyna € HaOpoeHa W
o0e30enyBame — 5414 unu BpabOTeHH BpIIAT Bpa-
TapCKU JIOJDKHOCTH BO CTAaHOEHH 3Tpajiv M JICTIOBHU
00jeKTH, ce TprKar 3a MapKWUH3U, 9yBaaT KyKH H
JPYT UMOT OJ1 HE3aKOHCKO BJICTYBambe, BaHIAIN3aM
Wi KpakOa ¥ OTKpHBaaT TIOXapu U JPYTH
OIaCHOCTH, TO OIP)KYBaaT PeI0T U TH CIIPOBEIyBaat
NPONMMCUTe  HA  jaBHM  HACTaHW,  BpIIAT
o0e30enyBame Ha JMla, cobupaar OWIIETH WIH
BpIIAT  PA3BOJAHMUKM  3ajadm->.  3ajadnre
BKJTy4yBaar:

A) oOuKoJIKa Ha 3rpajid ¥ OJApECHN 00IacTH 3a Ja
ce crpeyaT KpaxOu, HaCHIICTBO, NMPEKPUIYBakEe HA
3aKOHH WJIM IPYTH PETYIATUBH;

b) pabora xako Bparap BO XOTE€IU U
IPEeYEeKOpPYBakEe M HCIpakame Ha TOCTH, MOMOII
OKOJy HHBHHOT Oarax, JaBambe KIy4eBU WIIH
UH(OPMaIIUHU 32 HACOKUTE Ha IBUKEIHE;

B) pabora kako Bparapu BO cTaHOEHU 3Tpaiw,
IpOBEpKa Ha MPaBOTO 3a BJ€3 HAa MOCETUTENU U
JlaBame MoTpeOHN UHPOpMAINY;

I') uyBame Ha KyKH M JIpyT UMOT OJ1 HE3aKOHCKO
BJIETYBam-€ WM Kpak0a, TI0Kap U APYT'H OMACHOCTH;

JI) KOHTpoJla Ha MPUCTANOT BO 00jE€KTH, BiIE3 U
u3Je3 Ha BpaOOTEHU M TOCETUTENH, MPOBEPYBAHE
Ha WACHTHU(QUKAIMOHU JIOKYMEHTH M JeJeHmhe Ha
TIPOTTYCHHIIN;

I) Bpmeme Ha 6e30eIHOCHH TPOBEPKHM Ha
MATHUINA U Oaraxx Ha aepoJIPOMHUTE;

E) Bpuieme Ha TOJKHOCTH TEJIOXPAHUTEIT;

K) noxonky e morpe6HO, yroTpeba Ha cuia 3a 1a
ce 3arpar HaTpalHHIIK;

3) cobupame OuiieTH BO KMHA, T€aTpy, HUPKYCH U
CIINYHU MECTA;

32 U6un, ctp. 240.

S) rpmxka 3a rapaepobepu W TOANETH HA jaBHU
MecCTa;

N) 06e30enyBame Ha CHTYpHOCHA IOCTaBa Ha TapH
U Jpyrd BpeIHOCTH Ha OaHKW, OaHKOMATH W
cedoBy;

J) rpka 3a mapkuH3y;

K) Bpuieme Ha cpoHU 3a1a4H;

JI) Hamzop Ha apyru padoTHHI. >

Haramy, exoHOMCKHMTE acleKTH Ha JIeJHOCTa
MpUBaTHO 00e30e1yBame ce corjeayBaaT BO
neUHUPAmbEeTO Ha OMNIITH YCJIOBU 32 BpIICHE Ha
MPBUOT OOJMK 0] KOMIUIEMEHTAPHUOT MOJIET — BO
BUJl Ha J1aBalb€ Ha yCIyru: yIHC Ha JEJHOCTa BO
LlenTpamauor perucrap Ha Pemry0mmka
Makenonuja, mpuMeHa Ha oJipeouTe 01 3aKOHOT 3a
TPrOBCKH JpPYIITBA, MPUMEHATa HAa OCHOBHUTE
GyHKIIMM Ha  MEHAIMEHTOT — I[IJIaHHpambe,
KOOPIMHHUPAKE, PAKOBOJCHE, KOHTpOJIa  Ha
JIejHOCTa IPUBATHO 00e30e1yBamke UTH.

Mopaenor Ha mnpUBATHO o00e30e1yBambe BO
PenyOoiuka MakegoHuja BO (yHKOHja Ha
YCHEIIHO JeJOBHO padoTeme HA eKOHOMCKHTE
cy0jexTH

3aKOHCKHOT MOJIe/l Ha MpHUBAaTHO 00e30eqyBame
Kaj HaC pa3JIMKyBa J[Ba OCHOBHH BHJIOBH:

1. TlpuBatHO 00e30€MyBamk€ BO BU/I HA IaBakbEe HA

YCIyTH U
2. llpuBatHO  00e30emyBame 3a  COICTBEHHU
notpedu.

He3aBucHo 0o  BOCHOCTaBEHHOT  MOJE,

pUBaTHOTO 00e30eqyBakbe MMa 3a Led OCTBa-
pyBame Ha €KOHOMCKa 0e30eTHOCT Ha JEJIOBHUTE
cy0jeKTH Ha TOj HAUMH LITO TU CIIpeuyBa U OTKpHUBA
IITETHUTE [10jaBH U IPOTUBIPABHU JI€]CTBHja KO I'0
3arpo3yBaar TEJIECHUOT UHTETPUTET "
JOCTOMHCTBOTO Ha JIMYHOCTa U MMOTOT IITO Ce
00e30enyBa. Ce mpaBu JAMCTUHKIMjA TOMEry
npuBaTHO 00e30eayBame BO BHJI Ha JaBame Ha
yCIOyrM KO€ C€ HM3BpUIyBa Kako:  @u3uuko
obe3bedysarve (TelleCHa 3alUTUTa, MOHUTOPHUHI-
nmaTpojiHO  00e30edyBame, 00e30emyBame  Ha

33 Y6un, ctp. 254.
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TPAHCHOPT U MPEHOC HA MapH M IPYTHd BPETHOCHU
npaTKu U 00e30eayBame Ha jJaBHU COOUPHU B IPYTH
HACTaHU) U MeXHUYKo 0be3dedysarbe W MPUBATHO
00e30emyBame 3a CONCTBEHH NOTpeOn (pu3nuko
o0e30emyBame: TelecHa 3alITUTa ¥ MOHHTOPUHT
o006e30enyBame). “OCHOBHHU II€JIM HAa CHCTEMOT 3a
o0e30enyBame Ha JIMIIa U MMOT ce Oe30emHU H
mo00pH YCIIOBH 3a paboTa, peKy o0e30e1yBame u
3alITUTA HAa BPEAHOCTUTE HA MPETIPHUjaTUETO, IITO
KaKO KpaeH pe3yiTaT uMa OCTBapyBame Ha oo0pa
No3Wlija Ha KOMIIaHWjaTa Ha [a3apoT W
3rojieMyBame Ha npogutoT. HaBenenuse nenu ja
NIOTIOJIHYBAaaT  COJAp)KMHATa HA CHUCTEMOT 3a
o0e30eyBame Ha MpETNpujaTuja, Koja mpaBu 30up
0]l HOPMAaTHBHH, OPTaHU3ALMCKO-TEXHUYKH, Ipe-
BEHTUBHO-ONEPATUBHU, OOPAa30BHO-KOHTPOJIHU U
JIpyrd  CoyKOeHM MEpKM ¢ aKTUBHOCTH 3a
TeXHUUYKO-(PU3NYKA 3alITHTA U JApyra 3alliTUTa O]l
3arpo3yBama Ha JIMIa ¥ UIMOT BO CYOjeKTHUTE KOU Ce
06636ez[yBaaT.”34 “IlpenMer Ha HWHTEpEC Ha
0e30eJHOCHO-3aIITUTHA KOMIIOHEHTa C€: CYOjeKTH
Ha 0e30eIHOCT, U3BOPU U OOJIMIIM Ha 3arpo3yBamba,
METOJ Ha BpabOTyBamka HAa HOBH pPaOOTHUIM,
MPEBEHIINja-CIIPeuyBamhe Ha HACUJICTBO Ha pabOTHO
MECTO, MMPOAKTUBHU M aKTHBHA MEPKH 3a 3aIITHTA
Ha JIMIa ¥ UMOT, 3allITUTa Ha OU3HUC KyATypara
KOMYHUKalujara (BKIy4yBajKu T'M MpaBuUjiaTa 3a
OM3HMC-ETHKA CO CETMEHT Ha 3alllTHUTA), 3aITUTA Ha
uHpoOpaMIIUM U HUHPOPMATUUKUTE CHUCTEMH, 0e€3-
OETHOCHU MpOLENyId, 3allTUTa Ha HWHTEJeK-
TyaJHaTa COMICTBEHOCT, 00yKa Ha paKOBOJECH KaJap
U cuTe BpabOTEHW, 3aJ0JDKUTETHA NpOBEpKa Ha
KpeIuTHaTa CIIOCOOHOCT — OOHUTETOT, 3aIITHTA Ha
MMETO U 3alITUTHHOT 3HAK Ha TIpeTHpHjaTHeTo.”
JloceramHata  IpakTHKa  IOKaXxyBa  JeKa
npuBaTHaTa 0e30eHOCT “e jacHO erabiupaHa BO
MaKeJI0OHCKHOT Ta3apeH Mo/ie] Ha ()yHKIIHOHHPAHhE
Ha COBPEMEHHUTE KOPIIPOAIIMU U BO OCTBAPYBAKETO
Ha 3alITHTaTa Ha UMOTOT W JKMBOTOT Ha TparaHuTe
u mpapHuTe JHma.”%® MefyToa, “BO HATAMOIIHHOT

% T'eprunosa T., Kopnoparusna 6e36eaHoct, Ckomje, 2017
ronuHa, cTp. 35.

35 Nannuuk M., O6e36eneme TUa 1 UMOBHHE Npe/Ty3eka y
Peny6smuiin Cprickoj, bama Jlyka, 2005 roguna, ctp. 8 — 14.
% Koszapes A., [Tpusatnara 6e36emH0CT BO PenyGnuka
Make/ioHHja — TCOPETCKH U HHCTUTYLIMOHAJICH TU3ajH,

TIEpHUO]I TOTPEOHO € J1a ce pa3BUe OPraHU3alHOHaTa
CTPYKTypa Ha NpUBAaTHATA JETEKTUBCKA JEjHOCT
KaKO TPETIIOCTABKA 33 HEj3MHO 3aKUBYBAHSE,
0co6EHO BO ENOT Ha MPUOMPAEmETO JOKA3M 3a
KPMBHMYHH J€ia, 33 MCUE3HATH JULA U U3TyOeHH
TIpeJIMETH, 3a YCIEIIHOCTA M JIeTOBHATA HA ITIPaB-
HUTE JUIA U JAPYro, CO IITO BU CE OBO3MOXKHIO
nonuuMjata ga ce (OKycHpa KOH CYIITHHCKHUTE
pa6orn.”?’

3akiay4ox

Enna on ommTecTBEHO KOPHCHUTE aKTHBHOCTH €
CEKaKo MpPUBaTHATa §e30eIHOCT KaKO CYLITHHCKA
JIGJHOCT 32 COBPEMEHHUOT, AaKTyeJIeH >KUBOT Ha
CeKoja HalMOHAJHA EKOHOMHja, CEKako U 3a
Peny6nuka Makenonuja. Tokmy GakTopoT Tpya u
YOBEYKH ITOTEHIMjaj] MOCEOHO 3aCiIy’KyBa PECHEKT
U yKaXyBa Ha IOBp3aHOCTa M MelyceOHa ycio-
BEHOCT 3a pa3Boj Ha oBaa jaejHocT. IlpuBaTtHOTO
o0e30enyBambe KakOo HEOIMHUHIIMB U OMNIITECTBEHO
KOPHCEH CErMEHT e(MKacHOCTa M Pa3BOjOT Ke T'H
0azupa Ha Pa3BOjOT HA COOABETHHTE EKOHOMCKH
¢axkTopu, MOCeOHO Ha YOBEYKHOT YMHHUTEN KaKO
JBIDKEYKA CHIIA.

YoBeukuTe pecypcH, MoceOHO CTENEHOT Ha HUBHA
Pa3BHEHOCT MOXE Ja C€ BO YCIEIIHAa CIpera co
HUBOTO HAa HHBHAa HCKOpUCTEHOCT. COOJBETHO,
HUBHATa HEIOBOJHA EKUIHUPAHOCT, IOTOYHO
Pa3BUEHOCT MOJKE J1a BiIMjae Ha HUBHA HELEJIOCHA U
HeeUKacHa HWCKOPUCTEHOCT TPU OJIBUBAaKE Ha
npuBaTHaTa 0e30e1HOCT, a T0a UMa pENepKyCHH BP3
HaMallyBamke Ha KBAJUTETOT HA YOBEYKOTO 3HACHH-C
U BEIUTHHA.
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COMPARATIVE ANALYSIS OF THE
INSURANCE SECTOR IN THE COUNTRIES
OF THE WESTERN BALKAN

Abstract

This research focuses on the structure and level of
development of the insurance sector in the Western
Balkan countries that share the same political, economic
and social background and have undergone the same
transition process. The insurance market in the Western
Balkan countries is characterized by a large number of
small insurance companies and is undeveloped in
comparison with other European countries, but has been
moderately affected by various factors in the last decade.

The aim of the research is to use a comperative
approach to measure the development of the insurance
sector as an integral part of the financial sector and to
focus on the risks and opportunities that have an impact
on the development of the insurance market of the
analyzed countries. In order to achieve this goal, we
explore several key segments of the insurance sector of
the countries in the region. The analyzed period from
2006 to 2016 coincides with the period before and during
the global financial crisis, which affects largely in the
listed countries, and especially with regard to the
development of the insurance market.

The flaws of the paper is that other indicators such as
living standards, unemployment, inflation have not been

taken into account. This deficiency is intended to be
eliminated in the analysis of this problematic by the
author of this research.

Key words: Insurance sector, insurance companies,
non-life insurance, Western Balkans, EU.

1. Introduction

Insurance is a widely used financial service that is
used primarily for diversification and risk sharing.
Worldwide, the insurance market has rapidly
expanded in the 20th century. Research on the
insurance market as part of the financial market is
very complex, but also important because this sector
takes up a significant position in the financial area
of each country.

The EU has adopted a number of directives for the
development of the insurance market. In particular,
the importance was given to the latter - Solvency |
and I, risk management regimes and capital
regulation of insurance companies analogous to
those in the EU banking sector. (Kozarevic,
Kozarevic, & Siljegovic, 2011).

The Western Balkans region includes the countries
of the Former Yugoslavia (Macedonia, Serbia,
Slovenia, Croatia, Kosovo) and Albania. Insurance
as an activity in the Western Balkans began much
later than other European countries. The first
insurance companies in the region were founded in
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Slovenia and Croatia as branches of a foreign
company of the then Austrian-Hungarian Empire.
(Njegomir, Stojic & Markovic, 2011). After the
Second World War, the Federal Socialist Republic
of Yugoslavia, which consisted of six republics, was
formed. At the beginning of 90s, insurance and
reinsurance functioned as an activity under the
communist regime as well as all other activities
(.Marovic, Kuzmanovic, Njegomir, 2009).

After the breakup of Yugoslavia and the Socialist
system in the Western Balkan countries, were
created the first legal frameworks for transition to
the market economy. After two decades of
implementing the intensive economic policies of the
Western Balkan countries, Macedonia has achieved
macroeconomic stabilization, but the results in
reforming the economy, reforming the public sector
and the public institutions are in insufficient level
and continue to remain challenges for these
countries in the future (Osmani, 2016). Although
countries that share the same political, economic and
social background and have gone through the same
transition process, these countries are characterized
by different levels of economic development.
Croatia and Slovenia have completed the transition
process and now they are a members of the EU,
while other countries are still in the process of a slow
and incomplete transition, far from full-fledged EU
membership and where there are barriers inherited
from the past system that need to be overcome.

2. Literature review

There are numerous theoretical and empirical
researches about the importance and role of the
insurance market at the international level. The
research by Ward & Zurbruegg (2000) about
relationship between the insurance sector and
economic growth in OECD countries is considered
the first of its kind. Through the statistical (G-

Causes) concept, they concluded that in some
OECD countries economic growth is the reason for
the increase in demand in the insurance sector, and
in some countries there is an insignificant
relationship. Haiss & Stmegi (2008) also explore
the link between economic growth and insurance.
The data used for 29 countries for the period 1998-
2008 show that there is a significant link between the
insurance sectors and economic growth.

In the research of USAID (2016), have been
analyzed relationship between economic growth and
insurance. The main findings from this research are:
1) it is more likely that countries will have steady
growth if their insurance markets are developing
well; 2) the development of the insurance market is
closely linked to the improved performance of the
financial sector; and 3) insurance markets are not
developed adequately without investment from the
public and private sectors in their infrastructure.

In the same line with these research are the studies
of the authors Njegomir, Stoji¢ & Markovi¢, (2011),
Kozarevic, Kozarevic, & Siljegovic, (2011) and
Milijana Novovi¢ Buri¢ (2017) who explore the
level of development of the insurance market in the
countries from the Western Balkan. According to
these researches, there is a strong correlation
between the insignificant sector and the economic
growth. Also it’s a worth pointing out, as a result of
rapid reforms and joining the EU, Slovenia and
Croatia have brought new investments that have a
positive contribution to the development of the
financial market and especially the insurance sector.

3. Research methodology

For analyzing the development of the insurance
market in the Western Balkan countries (Slovenia,
Croatia, Macedonia, Serbia, Bosnia and
Herzegovina, Albania, Montenegro), we used data
of the total gross written premium, penetration rate
and density rate available to the association of
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supervisors and individual agencies involved in the
supervision of insurance companies for the period
from 2006 to 2016.

In this research are used data from the following
institutions:  the International Association of
Insurance Supervisors (IAIS), the National Bank of
Serbia, the Financial Services Supervisory Agency
of Croatia (HANFA), the Slovenian Insurance
Supervision Agency, the Insurance Agency in BiH,
the Financial Supervisory Authority in Albania.

Through comparative analysis of statistical data
published in the reports of the competent institutions
and through a descriptive method, the level of
development of the insurance market was measured
by measuring the level of gross written premium, the
level of penetration and other important indicators
that reflect the level of development of the insurance
market in the countries from the Western Balkan.

4. Level of development of the insurance sector
in Western Balkan

The first insurance companies in the region of the
former Yugoslavia were established as branches of
foreign companies, mainly Italian or Austrian, or as
domestic companies, but with a majority share of
foreign capital. Prior to WWII, the largest
companies in the region were Adriatic and
Assicurazioni Generalelli, founded with majority
foreign capital, and Yugoslavia from Belgrade and
Croatia from Zagreb and majority households
(Marovic, Kuzmanovic, Njegomir, 2009 ). And in
Albania, as a country of the same region, the
insurance industry began to grow much later, a
history that dates back to 1944.

By the early 1990s, there were state-owned
insurers in those countries that had a monopoly on
the market. After the breakup of Yugoslavia and the

socialist system, the first legal framework for
transformation of the insurance sector was adopted,
which allowed entry of foreign capital and
development of the insurance market. The analyzed
markets have been selected to represent the
countries of the region that are characterized by
different levels of development. Slovenia and
Croatia have completed the transition and are
already in the EU. While other countries in the
region are still in a slow and incomplete transition
process , far from EU membership.

The analysis of the insurance sector in these
countries is best realized by comparing the
development of Dbasic insurance indicators:
insurance premium, penetration and density rateof
insurance, share of life insurance in total premium,
market concentration, etc., compared with the
insurance markets of developed countries of the EU.
Although the situation on the insurance markets of
the West Balkan countries is not satisfactory, the
accession of these countries to the European Union
is expected to contribute to their economic
development and the development of life insurance..

The development of the insurance market shown
through the total insurance premium for the
countries of the Western Balkans is shown in Graph
1.

As can be seen on the Graph, Slovenia has the
highest level of gross written premium compared
with other countries in the region, followed by
Croatia which in the period from 2006 to 2016 had
a positive increase in the insurance premium of
1,113 million euro in 1,159 million euro. From the
data shown on the chart Albania although there has
positive growth of the total premium for insurance,
compared to other countries, there is still
insufficiently developed insurance market.
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Chart.1 Annual growth of the total gross written
premium for the countries of the Western Balkans
for the period 2006-2016 (in millions of euro)

Source: Annual reports of regulatory and
supervisory bodies in the insurance markets of
Slovenia, Croatia, Serbia, Macedonia, Bosnia,
Montenegro and Albania (calculation of the author)

Based on total gross written premium data,
Slovenia ranks 55st palce on the world level, from
the countries of the former Yugoslavia, Croatia is
61st place , Serbia is 81st, while Macedonia, along

Herzegovina are not specifically listed. (SIGMA
No. 03/2014).

The main indicators through which the rate of
development of the insurance market is measured
are the following: penetration rate, density rate and
share of the gross written premium for life insurance
in the total gross written premium.

Graphs 2 and 3 shows the data of the level of
penetration and of the density rate for the period
2006-2016.

The degree of penetration is an indicator that
measures the share of gross premiums in GDP and

with Albania, Montenegro and Boshia and is calculated as a ratio of the realized gross premium
and GDP (AMC report, 2013)
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Graph 2. Penetration rate on the countries of the
Western Balkans for the period 2006-2016 (in
percent)

Source: Annual reports of regulatory and
supervisory bodies in the insurance markets of
Slovenia, Croatia, Serbia, Macedonia, Bosnia,

Montenegro and Albania (2006-2016) (calculation
of the author)

In the analyzed period of 2006-2016, the
penetration rate registered a positive trend in all
Western Balkan countries. In Slovenia, although the
penetration rate is higher than in other countries, it
has seen a negative trend in recent years of 5.6% in
2006 to 5% in 2016.
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The density rate represents the gross income per
capita and is calculated as a ratio of the gross
premiums earned and the number of citizens in the
country. In Slovenia, this degree is at the highest
level and amounts to 963 euro in 2016, in Croatia

277 euro, in Montenegro it’s 128 euro in 2016,
followed by Serbia and BiH with 103 euro and 92
euro. Macedonia and Albania have the lowest level
of density of 69 euro and 41.3 euro per capita.
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Graph 3. Density rate in the countries of the
Western Balkans for the period 2006-2016 (in euro)

Source: Annual reports of regulatory and
supervisory bodies in the insurance markets of
Slovenia, Croatia, Serbia, Macedonia, Bosnia,
Montenegro and Albania (2006-2016) (calculation
of the author)

Another indicator that measures the development
of the insurance sector is the share of the life
insurance premium in the total gross written
insurance premium.

Life insurance is of special importance for each
country, due to the amount of asset accumulation
and long-term viability of the insurance (Milosevic,
2008; Himemir, 2011).

In 2016, life insurance achieved growth of 3% and
a gross written premiums of 696 billion euros,
representing 60% of the total premium. The
European life insurance industry accounts for 72%
of the world premium for life insurance.

Although the insurance sector in the Western
Balkans has been developing rapidly in recent years,

however, compared to other European countries, it’s
at a low level, influenced by a number of factors,
such as economic, social and political. Countries in
this region are considered as risky and with low level
of foreign investment, also characterized by low
living standards and low awareness of long-term
savings.

Comparative analysis of participation of life and
non-life insurance in the gross premium for the
period 2006-2016 for the countries of the Western
Balkans is shown in Graph 4 and 5. Low percentage
of life insurance in the total premium or high
participation in non-life insurance is an indicator of
the low level of development of the insurance sector.
(Kozarevic, 2011)

As can be seen in Graph 4. Life insurance in the
Western  Balkan countries is still  under
development. Slovenia with 28.8% and Croatia with
33.3%, have the highest share of the life insurance
premium in the total premium, while Macedonia
with 14.81% and Albania with 6.81% are the lowest
rated countries for the life insurance premium.
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Graph 4. Share of the life insurance premium in the
countries of the Western Balkans in%

Source: Annual reports of regulatory and
supervisory bodies in the insurance markets of

Slovenia, Croatia, Serbia, Macedonia, Bosnia,
Montenegro and Albania (2006-2016) (calculation
of the author)
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Graph 5. Participation of non-life insurance
premium in the countries of the Western Balkans
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Source: Annual reports of regulatory and
supervisory bodies in the insurance markets of
Slovenia, Croatia, Serbia, Macedonia, Bosnia,
Montenegro and Albania (2006-2016) (calculation
of the author).

On the other hand, the premium for non-life
insurance in the Western Balkans is at a higher
percentage, which is an indicator of the
insufficiently developed insurance market, which is
oriented only to obligatory insurance. This
percentage is the highest in Albania 93,16%, of
which 60% of the premium is from auto insurance

liability, followed by Macedonia with 85,19%,
where 47% of the premium is from Automobile
liability, in BiH the premium for non-life insurance
participates with 79% in the total premium in Serbia
IS 75%, in Montenegro 83% while in Slovenia this
percentage is 71% and in Croatia 66%.

From the analyzed data of penetration rate, density
rate, and life and not life insurance premium, we can
conclude that Slovenia and Croatia, as already
members of the EU, have a developed insurance
market, while in other Western Balkan countries the
market of insurance is low level, as a result of low
per GDP capita, the economic, political and security
aspect that threatens current and potential investors.
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Conclusions

* The financial market in the Western Balkan
countries is bank oriented, financial services,
including insurance, do not yet have the place they
deserve. Based on data on the level of penetration
and degree of density, the Croatian and Slovenian

markets are in the most favorable position
compared to Macedonia and other Western Balkan
countries.

* The insufficient development of the insurance
market is a direct consequence of the slow transition
process and the overall economic reforms, followed
by a high level of unemployment, informal economy
and political risks.

* The insurance market of the region consists of
several small insurance companies that are not
sufficiently developed and competitive on the
market, which is a consequence of the insufficiently
developed financial market and capital market.

* Analyzing the data of total gros writen premium
for life and non-life insurance, we come to the
conclusion that the market is only oriented in
obligatory insurance, where usually is dominated by
auto-liability insurance.

* Based on data of the total life insurance premium,
we conclude that the development of life insurance
is at a very low level in the region except for
Slovenia and Croatia, which are in the most
favorable position, which leaves opportunity for
further development.

* In the development of the insurance market,
especially in the demand for life insurance,
influence different factors, the most important
economic factors: living standards, total incomes,
employment, which are very low in comparison with
the EU countries; the insurance culture also and the
trust of the population in the insurance companies.

* In order to develop the insurance market, the
insurance companies in these countries, with the

support of the government institutions, should use a
well-coordinated information marketing campaign
to develop a culture of insurance, encourage the
awareness of the citizens and companies with the
need for insurance for risk reduction and as an
opportunity to invest in profitable long-term
investments (life insurance)
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COMPETITIVNESS: EFFECTS AND
CONSEQUENCES
Abstract

No country in the world has grown on a sustained
basis in recent times without successfully
integrating into global markets. Globalization has
melted national borders, free trade has enhanced
economic integration and the information and
communications technology has made geography
and time irrelevant, boosted by transport ability.

More efficient transport infrastructures enable a
better mobility for people and goods as well as a
better connection between regions. Transport
infrastructure influences both the economic growth
and the social cohesion. Road transport is
characterised by the capillarity of its infrastructure
system, able to conjugate urban and extra-urban
mobility in a continuous flow based on individual
planning. A region cannot be competitive without an
efficient transport network.

Competitiveness itself has been a central
preoccupation of the policy of EU. It is obvious that
stronger role and bigger contribution of the transport
sector in the improvement of European economic
growth and competitiveness are highly expected.
Transport was seen as a crucial element in the
establishment of the Common Market, whose rules,
especially those governing international transport,
made possible the free trade of goods and the free
movement of persons. Effective and efficient

transportation systems are vital to the prosperity of
regions because they link residents with employ-
ment, public services, shopping and social networks,
and businesses to labor, consumer, buyer,

and supplier markets. Because transportation
facilities extend beyond local jurisdictions, it is
essential to include them in regional development
strategies.

To enforce global competition EU must investigate
on research and innovative transport development.
Innovative  solutions, comprising innovative
technologies,  suitable infrastructures  and
organizational improvements, are one important
means in implementing these goals.

Key words: transport policy, globalization,
competitiveness, innovation, business facility,
economic growth

1. Introduction

Globalization processes are a vital component of
the contemporary world economy, determining the
modality of approaching social and human resource.
Globalization is reflected through the increasing
interdependence of national economies with the
world economy and the growing interdependence of
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any national science with world achievements.
Countries are interconnected in a multinational
network of economic, scientific, technological,
social and political ties. Achievements in
information technology have made it possible to
overcome the geographical areas, rapid flow of
goods, capital and people, and impose new
technological standards and values. The changes
that occur are not connected to any specific point on
the planet but affect and reflect on each point
individually. We live in a world of great changes,
changes that affect everything we do and fulfill our
everyday life. [Temjanovski, 2016]

Transport infrastructure is the main artery serving
the global economic organism, allowing its
functioning and development. It is widely
acknowledged that transport plays a crucial role in
economic development of each country. The
transport sector is a vital component of economy
impacting on the development and welfare of
populations. When transport systems are efficient,
they provide economic and social opportunities and
benefit that impact throughout economy. When
transport systems are deficient, they can have an
economic cost in terms of reduced or missed
opportunities. More specifically, it has been
recognized that the provision of a high-quality
transport system is a necessary precondition for the
full participation of remote communities in the
benefits of national development: adequate, reliable
and economic transport is essential, although not in
itself sufficient, for the social and economic
development of rural areas in developing countries
(ST/ESCAP/2017 1999). [Maciulis A., Vasiliauskas
A.V., Jakubauskas G, 2009] 2

The axiom of the new economy is trade
liberalization. Transport is directly related to trade
liberalization. The prevailing philosophy in favour
of trade liberalization is based on the export led
growth model which espouses the economic benefits
of exports to the national economy in the form of
employment creation, income generation, and as a
contributor to economic growth. Indeed, the concept
of trade as an engine for growth has been an
economic paradigm that has been passed down from
the trade theorems of the nineteenth century.

Openness of a country’s goods markets enables
growth, facilitating technology transfer, increasing
competition and benefiting consumers. Transport
shapes society, economy and market quality in
myriad practical ways. Yet society also shapes
transportation in ways that are critical to the ordering
of space, place, and people. Transportation is a
social construct that is broadly and deeply
intertwined with the fabric of daily life across the
globe. [Lyons, 2004]

In the era of global competition, spatial economics
also includes a paradox. Developed economies that
have fast transport and communications, as well as
easy access to global markets, remain critical to
competition and remain the location of industries or
companies. It was thought that with the changes in
technology and competition, the traditional role of
the site would be significantly reduced. The supply
of global resources and communications reduces
deficiencies but does not create an advantage.
Supplying from global sources is usually not the
first, but the second-best solution compared to the
approach of a competitive local cluster and in terms
of productivity and innovation. [Porter, 2008]

Krugman gave transport costs a central role in
determining the configuration of the economy
through the influence on workers and firm’s location
decisions, trade flows and regional incomes. Some
recent papers have used these theoretical
developments, usually dubbed as new economic
geography (NEG), to construct and calibrate models
addressing the economy-wide benefits arising from
improvements in transport infrastructure, to
compare them later with benefit estimations arising
from a conventional CBA exercise. [Purwanto,
2016]
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Companies that compete in international markets
tend to develop an optimal system in the supply
chain, that is, the connectivity of the supplier and /
or transport networks that are the most profitable (or
least expensive). Expanding these models with
international locations and suppliers creates
additional challenges, as certain negative changes in
exchange rates and price increases are being
transferred to production costs, and thus, transport
links become more complex and costlier. Labor
costs in certain regions of the world are often so low
that they can outweigh large transport costs with
another location where most technologically
oriented processes will finalize production.
[Temjanovski, Marjanova Jovanov, 2017]

2. Transport and competitiveness in the
contemporary business world

The competition is an important instrument against
the monopoly. When the monopoly replaces
competition, the consumer is left to the mercy of the

monopoly. The monopoly can determine a very high
price, keep technological development, exclude
competition, or otherwise abuse its power.

At the heart of competitiveness is the level of
productivity of an economy. As such, competitive
economies are those that are able to provide high and
rising living standards, allowing all members of a
society to contribute to and benefit from these levels
of prosperity. In addition, competitive economies
also have to be sustainable — meeting the needs of
the present generation while not compromising the
ability of future generations to meet their needs.
[WEF, 2014]

Deeper relationships and the expansion of
interconnectedness between individuals, companies,
institutions and countries are accelerating due to
technological advances, higher incomes, the
reduction of trade barriers and the improvement of
transport facilities. Consumers need a greater variety
of products and services at a lower cost. Such
dynamic processes imply business reacts and
accelerates the process of globalization.

In the contemporary business word, often ask
question related about competitiveness.
Comepetition is a significant incentive and condition
for successful development of the transport sector.
There are various ways to interpret the concept of
city competitiveness. A broad definition of
competitiveness can be used to encompass
economic aspects including employment levels, job
opportunities, investment and output measurements
like productivity and social aspects, such as the
attractiveness of location, quality of life, and the
social structure. Many economists, starting with
Adam Smith, promoted the value as a result of the
competitive struggle as an important segment for an
economic contest. In the competitive game,
companies are motivated to behave in a socially
desirable and economically cost-effective manner.
On the whole, they are forced by the laws of the
market. In terms of supply and demand to secure its
own interest, the transporter must find a way for the
efficient use of capital. In any case, it must be
rational and deal with the competitive pressure that
occurs on the global market.
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According to  Storper, [Storper, 1998]
competitiveness reflects an economy’s ability to
attract and retain companies with stable or growing
activity levels while maintaining or raising the
quality of life of those who participate in the
economy. Scott and Lodge [1985] viewed national
competitiveness as “a country’s ability to create,
produce, distribute, and service products in
international trade while earning rising returns on its
resources”. They also noted that this ability “is more
and more a matter of strategies, and less and less a
product of natural endowments”. The Organization
for Economic Cooperation & Development (OECD)
(The World Competitiveness Report, 1994) defines
competitiveness as “the ability of a country or
company to, proportionally, generates more wealth
than its competitors in world markets”.
Competitiveness is viewed as combining both assets
and processes where assets are inherited (e.g.,
natural resources) or created (e.g., infrastructure)
and processes transform assets into economic results
(e.g., manufacturing).

Stigler (1988) defines “competition is a rivalry
between individuals (or groups or nations), and it
arises whenever two or more parties strive for
something that all cannot obtain” is used as a starting
point. While Stigler clearly speaks in his broad
definition about the real world, the economics
definition of (perfect) competition is focused on the
model world — the most important and defining
features of the “competition” seem to be the
objectives of the competition, the objectives of the
analysis and the dimensions of the competition.
[Listra, 2015]

Porter claims that a locations competitiveness is
associated with the relative strength in their field, of
clusters defined as geographic concentrations of
interconnected companies, specialized suppliers,
service providers, firms in related industries, and
associated institutions. Significantly Porter argues
that governments have a role in providing a physical
and regulatory environment in which firms can
improve their competiveness, and so can act as a
catalyst, helping companies to improve their
competitive position (Snowdon and Stonehouse
2006, p. 165). Conversely Krugman (1996), who

accepts that there are cases in which clusters can
bring economic benefits of improved productivity,
maintains the impact is not nearly so comprehensive
as others have argued. He claims that while there
might be a reason to favors government intervention
to provide supply side conditions to support
development of clusters, in practice such attempts
are rarely effective. [Mullen, Marsden, 2015]

Competition and the global market represent an
inseparable part of the transport sector optimization
system in all its phases. Competition fosters perfect
forms of self-certification, development and
efficient functioning through the forced selection
that is played on the market. Often, small transport
companies are an alternative to large enterprises in
various business areas and are a barrier to
monopolism. A large number of small businesses
can appear in certain areas as protection from the
great power of large companies. Their massiveness
is forcing large enterprises of great efficiency and
with its massive offer of goods, with favorable
prices, protects consumers. It finally fosters
competition from which certain benefits for the
clientele on the market are derived

In global selection, as in Darwin's theory of
evolution, in the market competition, remain the
most efficient and best enterprises, while weak and
non-competitive enterprises are often exposed to
bankruptcy. This game of the business and the
market cannot be considered inhuman, given the
many factors in mind, from those who give everyone
a chance to get into work, to those who are thus
ingraining the efficient use of capital and consumers
protects the monopoly of inefficient and
incompetent enterprises. This model has a great
connection with the philosophy of economic
liberalism. Namely, during the XIX and the first half
of the 20th century, the principles of economic
liberalism were increasingly adopted, and more
economic policies became more liberal. Liberalism
reached the highest point in the second half of the
19th century. Then he found a new theoretical
justification that supplemented the former
philosophical principle of the natural course of
things. Namely, Darwinism developed at that time,
which proved that evolution in the flora and fauna is
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done with constant struggle between the species and
among the individuals, and from that struggle there
Is selection and improvement, because the strongest
always win. This theory was transmitted by English
philosopher Herbert Spencer in the observation of
social phenomena, proving that human struggle is
not only a normal phenomenon, but also a beneficial
one in human society. Thus, the so-called social
Darwinism that had the greatest influence in the
global business world.

3. Transport infrastructure as a booster of
growth the economy

The transport sector plays a significant role in
economic growth at the sub-national, national,
regional and global levels. High transport costs
magnify the impact of distance and reduce trading
opportunities, while good freight services can make
traded goods more affordable and help developing
countries to build more complex supply chains that
facilitate trade. The endeavours of each country are
focused on the reduction of transport costs for traded
goods allows producers to increase their disposable
income.

Faced with increased constraints in financing
transport infrastructure, Governments, especially in
developing countries “starving” for investment.
Many countries are keen to allocate their resources
in a way that maximises their net return to society.
To facilitate such allocation, all of the wide-ranging
impacts of investment in transport infrastructure
should be fully understood.

The idea that transportation infrastructure is a type
of capital investment distinct from other forms of
capital is an accepted part of the fields of economic
development, location theory, urban and regional
economics and, of course, transport economics. In
his classic treatise, Albert O. Hirschman (1958)
classifies transport infrastructure systems as “social
overhead capital (SOC)”, to distinguish it from the
type of capital that is used directly by industry to
produce their goods and services (e.g. plant and
equipment), which he calls “directly productive
assets (DPA)”[ Hirschman, 1958]. Hirschman points

to four characteristics that distinguish SOC from
DPA:

1) SOC is basic to (and facilitates) a great variety
of economic activities;

2) itis typically provided by the public sector or by
regulated private agencies;

3) it cannot be imported; and

4) it is “lumpy” in the sense of technical
indivisibilities.

He also argues that the function of SOC investment
is to “ignite” DPA, and that “investment in SOC is
advocated not because of its direct effect on final
output, but because it permits and, in fact, invites
DPA to come in.

A more modern statement of these issues would
perhaps modify these ideas, but not entirely reject
them. The first two characteristics, for example,
would now be framed in terms of spill over
externalities and the economic theory of partial
public goods, or “clubs”. Roads and highways, for
example, are joint-use facilities with many different
simultaneous users and uses. Unlike “private good”
DPA investments, the conditions for optimal
provision involve the summation of benefits across
the different users (“members of the club”), adjusted
for congestion effects. Sorting out the complex
structure of benefits involved in a club good is
notoriously difficult, all the more so because of the
“igniting” effect such a good has on the evolution of
the economy. The example in the US of the
intercontinental railroads, which opened up the
western regions of the country in the middle of the
19th century, is a case in point: how can one assess
the value of a project that shaped the history and
evolution of the country? [OECD, 2007]

The Hulten-Schwab approach to isolating
externalities follows the general approach of Meade
(1952) in assuming that the effects of infrastructure
capital operate through two different channels in
manufacturing industries. In the first channel, the
benefits to manufacturing industries from
infrastructure investments are received indirectly in
the form of inputs purchased from those sectors
involved in the production of infrastructure services
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(for manufacturing, this is mainly transportation and
various utilities).

Transport infrastructure investment and road
infrastructure investment in particular are seen, by a
major part of the general public and by many
political decision-makers, as a central instrument for
promoting regional or national economic growth.
Large-scale investment in the road network formed
part of long-term growth policies in the US under
the Dwight D. Eisenhower System of Interstate and
Defence Highways, which was launched in 1956
and led to the creation of over 80 000 miles of
highways by 1980  (Federal Highway
Administration, 1976). In 1998, the Transportation
Equity Act was signed, assigning US$203 billion to
the improvement of the national highway
infrastructure. Of this amount, US$176 billion were
allocated for highway construction. [Kopp, 2007]

The main direct user benefits identified in
traditional CBA (cost-benefit analysis) are travel
time, vehicle operating costs and safety. Travel time
savings are usually regarded as the largest economic
benefits of transport infrastructure investment,
although the extent and value of the benefits are
open to debate.

The improvement of travel conditions resulting
from transport infrastructure investment may have
wider impacts on the network by inducing and
affecting demand on a cross-modal basis as well as
improving reliability and quality of transport
service.

The impacts of construction, operation and
maintenance of transport infrastructure on
employment include both created and relocated jobs.
The impacts of construction could be assessed by
methods which allow the direct, indirect and
induced employment impacts of transport
infrastructure projects to be assessed. Direct and
indirect employment linked to the operation and
maintenance of transport infrastructure are largely
related to the level of traffic, which can also be
assessed.

Transport improvements have impacts on the
productive sector through the product and labor
markets. With regard to the product market,
transport improvements impact on firms not only

through transport cost reductions but also through
the scope for cost reductions throughout the logistics
chain. Changes to the logistics chain mean that the
reliability of transport networks is important as well
as the speeds that they offer. Because of significant
spillover effects, transport improvements have
potential impacts on the economy in excess of the
benefits to individual firms. The extent of these
spillover benefits is determined by the structure of
the economy. Where competition is imperfect, and
economies of scale exist, spillovers will be high.

Transportation plays a central role in seamless
supply chain operations, moving inbound materials
from supply sites to manufacturing facilities,
repositioning inventory among different plants and
distribution centers, and delivering finished
products to customers. Benefits that should result
from world-class operations at the points of supply,
production, and customer locations will never be
realized without the accompaniment of excellent
transportation planning and execution.

McKinnon (1995) suggests that there is a complex
relationship between transport improvements and
business costs, which should be considered at a
number of levels. There are four main levels are as
follows:[GEC, 2003]

* Restructuring of logistical systems;
* Realignment of supply chains;

* Rescheduling of product flow; and,
» Management of transport resources.

Consideration of these factors has given rise to
just-in-time,  outsourcing and  centralized
distribution strategies, which have reinforced the
need for high quality transport services. In
implementing these strategies, reliability of
transport networks as well as their speed becomes
important. The producer requires that transport
networks are sufficiently reliable to ensure just-in-
time delivery.

Planning, building and maintaining a road
infrastructure which meets the needs of the
consumer, in fact, represents the key step leading to
important socio-economic improvements. Europe
cannot miss on this occasion to take the lead in a
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sector which has already proved it can multiply the
effects of every Euro invested and yield benefits to
society as a whole.

Conclusion

Transport infrastructure is an indispensable factor
of growth. It has a multiplier effect and serves
broader goals of stimulating economic activity and
facilitating social development. Transport is a sector
supporting other sectors, such as trade, agriculture,
energy, industry, health and education.
Undoubtedly,  without  well-organized  and
developed transportation systems, any market
economy could bring its advantages into full play. A
good transport system in logistics activities,
especially for landlocked countries could provide
better logistics efficiency, reduce operation cost, and
promote service quality. The improvement of
transportation systems needs the effort from both
public and private sectors. A well-operated logistics
system could increase both the competitiveness of
the government and enterprises.

Transport also contributes to faster economic
growth, higher employment rates through job
creation and more dynamic economic activities.
Accordingly, a large number of direct (freight,
managers, forwarders) and indirect (insurance,
finance, packaging, handling, travel agents, transit
operators) are related to transport. Producers and
consumers make economic decisions about
products, markets, costs, location, prices that are
based on transport services, their availability, costs
and capacity.

Transportation plays a central role in seamless
supply chain operations, moving inbound materials
from supply sites to manufacturing facilities,
repositioning inventory among different plants and
distribution centers, and delivering finished
products to customers. Benefits that should result
from world-class operations at the points of supply,
production, and customer locations will never be
realized without the accompaniment of excellent
transportation planning and execution. Planning,
building and maintaining a road infrastructure which
meets the needs of the consumer, in fact, represents

the key step leading to important socio-economic
improvements. Europe cannot miss on this occasion
to take the lead in a sector which has already proved
it can multiply the effects of every Euro invested and
yield benefits to society as a whole.
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MARKETING INNOVATION IN
DISTRIBUTION CHANNELS IN
MACEDONIAN ENTERPRISES

Abstract

Distribution channels, as part of the marketing

strategy of each enterprise, represent the demand for
optimal solutions in bringing products closer to
consumers, ie services to consumers. The complexity of
this issue stems from the many opportunities that
businesses have at their disposal to get closer to
consumers. Any possible combination is a particular
specificity for the company at some point, but such
combinations can change over time and the conditions
imposed by the actors present in the markets. The
creators of these policies, or strategies, endeavor to
constantly carry out new, optimal solutions that will offer
the best effects.

The rapid development of technology has affected the
constantly emerging new ways of distributing products
or services. Such opportunities that stand in front of the
companies on the Macedonian market are different from
those on the world markets. The main reason for the
lower level of utilization of the new technical and
technological breakthroughs among Macedonian
enterprises lies in the limited financial budgets of the
country and the enterprises themselves. Also, the
underdevelopment of the country, in terms of
infrastructure and multimodal staffing, that is, the limited
resources to perform on the world markets, can also be
seen as a reason for this. Each of these problems is part
of the great mosaic of problems that Macedonian
enterprises face in their lifetime.

Key words: marketing strategy; marketing innovations;
marketing  best effects; distribution  channels;
Macedonian enterprises.
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MAPKETHUHIIKATA HTHOBATUBHOCT BO

JUCTPUBYTUBHUTE
KAHAJIA KAJ MAKEJOHCKHUTE
HNPETIIPUJATUJA
AncCTpaKkT
JuctpuOyTuBHUTE KaHalW, Kako Jell  Of

MapKeTUHI CTpaTerujara Ha CeKoe IpeTIpHjaTue,
NPETCTaByBaaT Oapame ONTHMAIHH PEIICHHja BO
JOOJINKYBamke Ha IPOU3BOJIUTE, OJTHOCHO YCIIyTUTE
7o motpomryBaunte. KomiuiekcHocTa Ha OBaa
npobjaemMaTuka  Mpou3JeryBa  Off  IOBEKETO
MOKHOCTH KOHW TMpeTrnpujaTHjaTa I'M HUMaaT Ha
pacronarame 3a Ja ce J00mKaT 0  IOT-
pouryBauute. Cekoja MOKHA KOMOMHAIIM]a TPEeTCTa-
ByBa IoceOHa crenuduKa 3a NpeTHpujaTHETO BO
OJIpeJICH MOMEHT, HO TAKBUTE KOMOWHAIIH MOXKE J]a
ce MEHYBaaT CO TEKOT Ha BPEMETO M yCIOBUTE KOU
I'l HAMETHYBaaT aKTepPHUTE NMPUCYTHHU HA Ta3apuTe.
Kpearopute Ha oOBHME MOJUTHKH, OJHOCHO
CTpaTeTUH ce TPyJaT MOCTOjaHO Ja BpIIAT HOBH,
ONTUMAJIHU pELIeHHja KOUW Ke MOHYyJAAT HajroOpH
eeKTu.

PanuiHuoT pa3Boj Ha TEXHOJIOTHjaTa BIIUjae BP3
TOa MOCTOjaHO Ja Ce MOjaByBaaT HOBM HAYMHH Ha
nucTpuOyrpame Ha  MPOU3BOJAMUTE,  OJHOCHO
ycayrute. TakBUTE MOXXHOCTH KOW CTOjaT Tpen
npeTnpujaTijaTa Ha MaKeIOHCKMOT Ta3ap ce
pa3NMKyBaaT OJ OHHE Ha CBETCKUTE TIa3apu.
['maBHata npUYMHA 3a [OMAJHOT CTENEH Ha
HCKOPUCTEHOCT Ha HOBHTE TEXHUYKO-TEXHOJIOIIKH
OTKpUTH]ja Ka] MAaKEJOHCKUTE MPETIPHjaThja JIeKH
BO OrpaHu4yeHuTe (UHAHCHCKU OylIeTH KakKo Ha
3eMjaTa, Taka M Ha caMmuTe mpetnpujatuja. Mcro
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Taka, Kako IMpUYMHA HA OBa MOXE Jla Ce Iiela u
HEpa3BHEHOCTAa Ha 3emjara, OJf AacleKT Ha
uH(ppacTpyKTypHATa " MYJITUMO/JIATHATA
EKUITUPAHOCT, OJJHOCHO OTPaHHUYCHHUTE PECYPCH 3a
Jla ce HacTamyBa Ha cBeTckute maszapu. Cexoj of
OBHE TPOOJIEMH € JeJI O]l TOJIEMHUOT MO3aWK Ha
mpo0JIeMU cO KOM MaKeIOHCKUTE MPETIpHjaTHja ce
COOYyBaaT BO HUBHUOT )KUBOTEK BEK.

Knyunu  300posu. MapKeTHUHT  CTpaTETHja;
MapKETUHT  WHOBAIlMHM; MAapKETUHT  HajmoOpu
edekTr; AUCTPUOYTHBHM KaHAIW, MAaKEIOHCKU
npeTnpujaTja

BoBen

JducTpuOyTHBHUTE KaHAJM, IPETCTaByBaaT HAYMH Ha
IoOmKyBame Ha  Tpou3BoanTe  (YCIyTHTE) 10
noTpouryBaunTe (KopucHunute). Bo nepuHmpamero Ha
MOUMOT JAUCTPUOYTHBHU KaHalM MOXE Ja C€ CPETHAT
nmoBeke NeuHUIMH, 3aBUCHO of aBTopute. (Mentzer et
all, 2001, p.4) JucTpuOyTHBHUTE KaHAIH CE TIeJaatr
KaKoO CeT O TPH WJIM TIOBEKE EHTUTETH KOU TUPEKTHO ce
BKIIYYeHH BO MPOTOKOT Ha MPOU3BOIUTE, YCIYTHUTE,
(nHaHCHHTE, MHPOPMAIMMTE KOH WM OJ IOYeTHATa
TOYKa [0 KpajHHOT KOpUCHHK. Jlpyrm aBTOpHM maK
IIOUMOT I[I/ICTpI/I6yTI/IBHI/I KaHaJI1 T'O IMOUCTOBETYBAaT CO
HOMMOT MpekH 3a HabaBka. (Bowersow J.D. et all, 1989.
pp.7-10)  Tloafajku  ox  HUBHHUTE  CYIITHHCKH
KapaKTepPUCTHKH, MOXKE Ja c€ BUAM JieKa HaAuYMHHUTE Ha
aucTpuOyupame ce pasnumdHu. bes ornen Ha Toa manu
craHyBa 300p 3a  TPOW3BOJ WM  YyCHyTa,
I[I/ICTpI/I6yTI/IBHI/IOT KaHaJl € €/ICH O BA)XKHUTC MapKCTHUHT
— KOHLIENTH KoM 0apaar 0coOCHO BHUMaHHE O] CTpaHa
Ha Tpernpujatuero. [Ipeky HHBHOTO Kpewpame,
ypeayBame H KOHIIMIHPAkE IPETIPUjaTHETO Mopa J1a ce
TPYAW Aa TH Hajae HajupoQuTaObWIHUTE, HajaoOpuTe M
Haje(pMKacCHUTE HAYMHHU Ja JIONpe J0 MOTPOILIyBayuTe.
Hwusara Ha MOKHOCTH KOja UM CTOW Ha pacrnoyiarame Ha
npeTnpujatujaTa € OrpoMHa, HO Celak ceKoja O]l THE
MOXHOCTH HE€ HyIW HCTH e(DEeKTH W He Mopa aa
COOJIBECTBYBA Ha MOTPEOUTE M CHOCOOHOCTHTE HAa
NPETIPHUjaTUETO.

Make/IoHCKHTE TPeTIpUjaTHja He OKaXKyBaa BHCOK
CTENeH Ha TEXHUYKO-TEXHOJIOIIKA CTPYYHOCT, OAHOCHO
HE TOKa)XyBaaT CIIOCOOHOCT, Kako (prHAHCHCKA Taka W
KaJIpOBCKa, 332 YCBOjyBame€ Ha HajJOOpUTEC TEXHUYKH
MHOBAIMH BO OHOC HA HAYMHUTE HA JUCTPUOYUpaAke Ha
cBOMTE Mpom3BoaM M ycinyru. IlpuunmHure 3a ToOa ce
MHOTYOPOjHH, a KaKO HajBa)KHH MOXKE Jla CE M3]BOjar:

(mHAHCHWCKAaTa HECTaOWIHOCT Ha TNpeTHpHjaTHjaTa,
cocTojbara BO Koja 3eMjaTa ce Haora Kako Ha IMOJIMTHYKH
Taka 1 Ha €eKOHOMCKH IUTaH U MHOTY IPYTH NPUYUHH.

Kako  pesynarar Ha  HENOJATrOTBEHOCTA  Ha
mpeTnpujarujata, ce jgoara 10 coctojda BO Koja
npeTnpujatvjaTa HE MOXaT Ja TH  HCKOpHCTaT
WHOBAaTHUBHOCTUTE BO MApKETHHT JUCTPUOYTHBHHUTE
KaHaJIM, KOW 3a pa3liika OJf Kaj HacC BO CBETCKHUTE
NpeTHpHujaTrja ce BOBEAYBaaT U KOPHCTAT Beke MOAONT
BPEMEHCKH TeproA. TakBUTE WHOBAaTHBHOCTU CO
CUTYpHOCT OM WM JIOHENie TIOBOJIHOCTH W Ha HAIIUTE
NpeTHpHujaTrja, HO MOKHOCTHTE 32 HUBHO YCBOjyBambe U
UMILIEMEHTHPamhe Ce MHOTY MaJIH.

1. Crpareruja 3a qucTpudyupame HA MPOU3BOIUTE
(ycayrure)

HuctpuOyjata Kako aKTHBHOCT MPETCTaByBa
Haj3HauaeH Jel OJ MAapKEeTHHIOT W 32 HEj3HHO
peaiuzupame Cce¢ TOTPeOHM MHOTY aKTHBHOCTH.
[IprumHata 3a Toa ce Haora Bo caMHOT (akT JeKa HUTY
Hajo00puTe TPOW3BOAM, CO HAjAOOpH IICHH KOH Ce
MIPOMOBHpAAT Ha HajAo0ap HA4YMH HE MOXKE Jla CTHTHAT
JI0 TIOTPOIIYBauWTe KOM T 1mobapyBaar, JOKOJKY HE
nmocton auctpubynmjara. [lopagu oBre U ymTe MHOTY
Jpyrd TpPHYMHA CEKOj CTOMAHCKH CYOjeKT Koj ce
3aHUMaBa CO Mpojax0a, T0O UCTAaKHYBa KPEHPAHETO Ha
IucTpuOyTHBHATAa cTparerrja Ha npeneH miad. Co
ycremHaTa JMCTpuOyTHBHA CTpaTerdja ke ycree jaa ja
320KPY’KM MapKETHHT aKTHBHOCTA W Jia TH OCTBapH
nenure. KOMIIEKCHOCTa Ha TIpalIamkeTo 3a Kpeupame Ha
IUCTpUOYTHBHATA cTpareruja 3al04HyBa co
IUIAHUPAkEeT0 M Ce TMpoTera BO IPOIECOT Ha
peaiMzanyjaTta Ha CTpaTeryjara.

[ToTpebara on wW3ABOjyBame Ha TpPYyHd, BpeMe H
€Hepruja 3a OCTBapyBame Ha OBHE aKTHBHOCTH, KOU Ke
rO OBO3MOXKAT NPEHECYBamETO Ha MPOU3BOJIUTE H
YCIyTUTE JI0 TOTPOIIYBAYUTE, OJHOCHO KOPHCHHIIUTE
YKaKyBa Ha moTpebara o] Kpeupame Ha IEeIOKyIHa
cTparervja Koja ke ro JAeuHUpa IEIMOT OBOj IPOIIEC.
Crparerujata  mpeTcTaByBa  HAauuH  Ha  KOj
NPETHPHUjaTHETO Ce OTYyUYHIIO JIa ja OApKyBa MpekaTta
Ha JUCTpUOyHpame Ha Ta3apuTe Kaje IMTO HacTamysa.
Cekoe mpeTmpHjaTie MMa MOXKHOCT Ja CH Kpeupa
COIICTBEHA, aBTEHTHYHA CTpaTervja 3a JUCTpUOyHupame
Ha MPOU3BOJUTE 3aBHCHO O]] MOTPEOUTE M MOKHOCTUTE
mro Tt wuma. [lokpaj Toa, mpeTmpHjaThjaTa Cce
OJUTy4yBaaT Jia TH BKJIy4YaT EJIEMEHTHTE OJI CTPATETUHTE
MIOHYJICHH BO TEOpHjaTa, 3a KO Ke cTaHe 300p Mo0IHA.
MHory uecto mpeTnpHjaTHjaTa He ja TIpeB3eMaar BO
LEJIOCT CTpaTervjaTa OHaka Kako IITO € IMOHYJEeHa BO
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TeopujaTa, TYKy BpIIAT OJpeneHHu MOoInu(pUKaIIH,
KOMOWHAIIMM ¥ BKPCTYyBama O] TOBEKE CTpaTeThHu.
Kopucture xom ke ru yxuBa o 1oOpo KpewpaHaTa U
MpUMEHEeTa CTpaTernja Ha AUCTPHOyHpame Ce TOJEMH.
IIpexy kpempaHaTa cTparerrmja Ha IUCTpUOYIH]a,
npeTnpujaTueTo cu  o0e30eayBa 3aipKyBambe Ha
KyIlyBauUTe Ha MIPOU3BOIOT M HAjBAXKHO OJI CE THE Jia ce
npeTBopar Bo Jojanau notporryBadn. (Keegan, Green,
,,Global marketing , 2008, p.399)

bes ormenq Ha w30opoT Ha cTparermja 3a
TUCTpUOyHpame, MPETIPHjaTHeTO MOpa Ja OIy4H 3a
TOa KOM BUJOBH Ha KaHAIM 3a IUCTpUOyHpame Ke TH
BKITyYH BO CBOjaTa Mpexa.

W3bopor Ha mpermpujatmjatra Bo PemyOnmka
Makenonnja, ma MokeOM W Hacekaae BO CBETOT, Ce
CBelyBa Ha JB€ IIOLIMPOKH TIPyIH Ha MOCPEAHHUIIN.
(Kotnep, Kenep, ,,Mapkerunr wmenapment, 2009r,
cTp.448)

» TPI'OBIIU, kaxe ciaraat TProBIiy BO MPoakoa
Ha TOJIEMO W MAaJIo, OJHOCHO OHME IITO TH KyIyBaat
MPOU3BOJIUTE M CTEKHYBAaT COTICTBEHOCT HAJ| HUB,

» 3ACTAIIHULN, oBne ce BxiyueHH: OpokepH,
3aCTalHUIM Ha TPOU3BOJUTEIIUTE KAKO M 3aCTAITHUIIN 32
npojax0a, OJHOCHO OHHE INTO MPEroBapaatr BO UMe Ha
MPOU3BOAMTEINTE U HE T'M KYIyBaaT MPOU3BOAMUTE O]
HUB.

Bo pamku Ha OBHE JIBE MOIIUPOKHU TPYITH MOXE Ja e
BKJIy4aT [1OT0JIeM OpOj Ha THUIIOBU MOCPEIHUIIM, CEKO] CO
CBOjaTa yjiora ¥ Ba)XHOCT BO paMKH Ha JIUCTPUOYHparbe
Ha TIPOM3BOJUTE, OJHOCHO YCIyTUTE. 3aBUCHO O]
CTCNIEHOT Ha 3aJI0BOJYBakbe HAa TNOTpeOHWTE Ha
MPETIPHUjaTUETO, TOAa KE C€ OJUIyYd KOM THUIIOBU Ha
MOCPETHAIIN Ke T oxdepe. 3a ma ce chaTu momodpo,
HenaTa Taa Mpeka OJHOCHO MOXXHUTE KOMOWHAIIMK Ha
MOCPEHUIIA BO MpEXKaTa Ha €IHO MPETHPUjaTHE MOXKE
Jia ce BUJIU Ha TpaduKkoH 1.

I'padukon 1: BugoBu MapkeTHHr KaHaIM Ha
JTUCTpUOyIHja
IIP TETI JIHTEN IIP JIHTEN IIP JIHTEN IIP TETI
+
TPTOBELI HA TPTOBELTHA
TOJEMO TOJEMO
TPTOBELL HA TPIOBEL HA TPTOBEITHA TPTOBEITHA
MAJO MAJO MAJO MAJO
4 '

A, L ¢
N BN S

WzBop: [lon B. Mymuac u Opsun 1. Bokep Jynuop,
,Mapketusar meraumernt", APC Jlamuna JI0O, Ckomje, 2012
r., cTp. 319

CrpyKTypara 1 JOJKMHATA Ha KaHAJIOT Ce OAJyKa Ha
KpeaToputre Ha AUCTpUOYTMBHATA CTpaTervja, KOH
MOCTOjaHO TO KOHTPOJNHMPAaT TEKOT Ha JBIDKEHE Ha
mpousBoanuTe. MCTO Taka on MPETIPHjaTHETO 3aBUCH
KOJIKaB CTENEH Ha KOHTpOJIa caka Ja OJp)KyBa Bp3
MIPEHECYBAkbETO HAa MPOU3BOJAUTE 10 MOTPOLIYBAuUTE,
IITO ce TJIeaa ¥ Bo M300poT Ha ¢popMuTe ( KaHAIHTE ) Ha
muctpuOynuja mro ke ru u3bepe. Konky e moronema
Kenmbata Ha MPETNpHjaTHETO JIa ja BPIIM KOHTpOJAara,
TOJIKY € ToMaia JOJDKMHAaTa Ha KaHaauTe 3a
TUCTpUOyHpame.

Kora noara o auctpudyupame Ha IPOU3BOIUTE
Ol TIPOU3BOJIUTENOT A0 TOTPOIIYBAYHTE, BCYITHOCT CE
CITy4yBaaT YeTHPH JBIDKEHA!

O OwusHuKO ABMKEHE HA TPOU3BOIUTE;
O JIBmKeme Ha CONCTBCHOCTA,

O JIBwxkeme Ha IUIakamkbeTO Ha TPOU3BOJIUTE U
YCIIyTHTE;

O JIBmwkeme Ha HHGOPMAITHH.

[IpernpujatreTo NpeKy KaHaIUTE HA TUCTPHOYIHja €
BO cocToj0a ma kpenpa audepeHTHa IPEAHOCT BO OJHOC
Ha KOHKYPEHTCKHTE TMpETNpHjaTHja, OCOOEHO BO
CUTYyalrja Kora KOHKYPEHTCKHTE MPOW3BOIH, LEHH H
MPOMOTHBHHU HAIIOPH C€ CKOPO XOMOTEHH.

1.1. YneHoBHM Ha KaHAJIH 32 TUCTPUOYHPaIbE

Cekoja o7 oBue (OpMH Ha OpraHU3UpPABLE HA CJICH
cyOjekT, 0e3 pa3imKa JJay ce TPTOBIM UIH 3aCTAITHUIIH,
CEKOj O OBHE TOCPENHHUIM CH MMa CBOja (hYHKIHja.
OyKHIIMUTE KOW OBHE TOCPEAHWIM T'M W3BPIIYyBaaT,
BriryuyBaat. (Kotnep, ,IlpuHiunu Ha MapKeTHHTOT,
2014r., cTp.896)

Hupopmuparwe — MapKeTHHT
nHGOPMAIUH OJ1 11a3aPOT;

IIpomosuparve — pa3BuBame U IIHpEHE yOeIIHBa
KOMYHHKAIIH]a;

Konmaxkm — mnpoHaofame U KOMYHHUIHPAHE CO
TIOTEHIIVj ATHU KYIyBayH,

Xapmonusuparwe — OONHUKYBamke U MPUCTIOCOOYBAE
Ha MOHY1aTa;

IIpecosapare — IOCTUTHYBAkhE JIOTOBOPH 32 IICHA H
JIPYTH YCIIOBH;

Qusuuka Jucmpudyyuja — TPAHCTIOPT U CKIIANPAHE;

UCTPaXyBamke M

Qunancupare _— CTEKHyBalbe€ U  KOPHCTCHE
(UHAHCHUCKH CPEJICTBA,;
IIpesemare pusux — TIpe3eMame Ha PU3MLHA 32

H3BpLHIYyBAKC HaA pa60TaTa.
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Cekoja ox oBHe (PYHKIIMH € TMOBEKE WIH ITOMAJIKY
u3pa3eHa Kaj CeKoj WiIeH OJ KaHauuTe 3a
JIUCTpUOYUpame, Ma 3aBHCHO OJ Toa Koja (pyHKIHUja €
NoM3pa3eHa Kaj O[pe/icH WICH Ha KaHAJIOT, a 3aBHCHO H
o ToTpedWTe Ha NPETHpHjaTHETO ke Oupe omdpaH
COOJIBETHHOT YJICH.

1.2. 360p 1 MeHAIIMEHT HA WIEHOBHTE O KAHAJIOT
HA JMCTpuOyHpame

W3bopor Ha uIeHOBHTE BO MpexaTra Ha
NpPETHpHjaTHeTo ce CIydyBa IOJ JEjCTBO Ha MHOTY
(hakTOopM KOM CcHM UMaaT CBOM BiWjaHWja. Haj3HawaeH
(hakTOp, CO MOMHHAaHTHO BJHjaHWE BpP3 H300pPOT Ha
KaHAJUTe NPETCTaByBa IPHUpOJATa Ha IPOHU3BOJIOT,
OJTHOCHO yciyrata. 3aBHCHO 3a TOa KakBa € MPHUpoAaTa,
ke 3aBUCH U U300poT Ha KaHanmuTe. [1p. ako ctanyBa 300p
3a MTUCTpUOyHUpame Ha pexpabeHn MPON30/I1, TOTAI Ke
ce 300pyBa 3a MOpa3lM4yHA CTPYKTypa Ha KaHAJIOT Ha
IUCTpuOyUpame, 3a pa3iuka oJ KaHaloT Ha
TUCTpUOyHMpame Kaj OaHkapckuTe ycuyrn. Bo pamku Ha
MpexpaHOeHnTe TUCTPUOYTHBHYU KaHAIM MOXKE Ja ce
BKIIy4aT MorojieM OpOj Ha WIEHOBH, KOM OHM BpIIMIC
pasnugHu QYHKIUH, J0/eKa Kaj OaHKapCKUTE YCIyTH
KaHaJOT Ha AUCTPHOYHpame € TUPEKTEH, OJHOCHO MMa
JTUPEKTHO YCIy)KyBame Ha KOPUCHUIUTE O]l CTpaHa Ha
OaHKapckuTe CiTy>k0u ( OJTHOCHO, TPOU3BOAUTEIHTE).

Otkako ke ce m30epar WICHOBUTE Ha KaHAIUTE Ha
JTUCTPHOYUpPALE, TPOU3BOJUTEIOT MOPA JIa Ce TPUKH 32
MCHallupalkb€ Ha HHUBHUTC AKTUBHOCTH, OAHOCHO
HAYMHOT Ha O/Ip)KyBame Ha BpckuTe co HUB. Kako eneH
O]l aCIeKTUTE Ha KOM MOpa Ja Ce NOCBETH BHHUMaHHE
IMPpETCTaByBa MOTUBUPAKLETO HA YJICHOBUTEC HA KaHAJIOT.
MoOTHBUpPamkETO OCOOCHO € BaXKHO 3a 3aCTAIHUIINTE,
OHHE KOM HE TH 3eMaaT BO CBOja COIICTBEHOCT
MMPOU3BOJAUTE WM YCIYTMTC, TYKY IO 3acTallyBaar
NPOU3BOAMTENOT. T0j MOpa Aa ce TPy Jia ' MOTUBHpA,
Jla TY TIPETCTaByBaaT BO Haj00pO CBETIIO MPOU3BOIUTE
(ycnyrure), nma  ja  3rojieMyBaaT  IIOCTOjaHO
nmorpomyBadykaTa ¥ Jia ro oaAp’KyBaaT KOHTaKTOT CO
NoTpoIryBaynTe. MOTHBHPAmETO MOXE Ja BKIydyBa
norojeM Opoj aKTUBHOCTHU: JOAETyBame MPHU3HAHU]a;
UCIUIakarkbe Ha OOHyCH 3a momoOpu pe3yiTaTH;
yHampeayBamka BO KaHAJIOT Ha JUCTpUOyHpambe,
OJTHOCHO Jo0MBame moaoOpu moszuiuu u ci. Jpyra
aKTHBHOCT  KOja ~Mopa Ja ja  MeHapupaar
NPOM3BOJMTENINTE TPETCTaByBa  OIECHYBamHETO  HA
HUBHHUTE aKTUBHOCTH WM HUBHO KOHTponupame. Tue ce
HEOIXO/IHU aKTUBHOCTH, JOKOJIKY IIPOU3BOJUTENIOT CaKa
JI00po W3BpIIyBamkbe Ha AKTUBHOCTHUTE O] CTpaHa Ha

MOCPETHUIINTE, HO U JOKOJKY caka Ja Kpewpa 0aza Ha
3aJJ0BOJTHH MOTPOIIYBaYH.

2. MakeIoHCKHTEe TNpeTHNpHjaTHja W KaHAJIUTE Ha
AUuCTpudyupame

3aBHCHO OX NpHUpOJAaTa Ha MPOU3BOAUTE, OJAHOCHO
ycIyrute KoM  Tpeba nma  ce  AaucTpuOympaar
npeTHpujaTyjaTa ce oUTydyBaaT 3a pa3IMuHi THIIOBH Ha
KaHaIu 3a aucTpuOyumpame. Ha makemoHckuo masap,
KaHAJIUTEe 3a AUCTPUOyHpame ce KIACHYHHWTE, OHHE
3alUIIaHd BO Teopwjara. BcymHocT, ce cpekaBaaT
TProBUM M 3aCTAllHULIM KaKO AJTEPHAaTHBH, a MHOTY
YeCTO MpeTIpHjaTHjaTa ce OJUIydyBaaT caMuTe J1a OugaT
Mpo/aBa4d Ha CBOUTE MPOW3BOIM WIM YCIyTH. 3a Ja
MOX€E Ja C€ YBUAAT HUBHHTE MOXKHOCTH, OJHOCHO
HauMHUTE HA KOM MAaKEJOHCKHUTE IMpeTHpujarvja I'H
JUCTPHOYHPAT CBOWTE MPOU3BOJM U YCIYTH, K& 3eMeMe
npuUMep OJf TPHU Pa3NyYHHU MpPETHpHjaTHja, 3aBUCHO O
MpHUpoJIaTa Ha padoTa.

Ilpemnpujamue koe pabomu 6o hapmaueemcka
uHOycmpuja

®DapManeBTCKHOT MAPKETUHT € Hay4Ha TUCLUIUINHA
BO KOja C€ UMIIEMEHTHPAH! 3HaeHaTa U BEIITUHUTE O
OMIITHOT MAPKETHUHT TIOBP3aHU CO JIEKOBHUTE, TepaIujaTa
W YHampenyBameTO Ha 3[paBjeT0 Ha MalMeHTHTE.
Kananute Ha nuctpuOynpame Kaj OBUE HPOU3BOAM
HajuecTo ce BO CIie/IHATA HACOKA!

I'padukon 2: Huroa Ha kaHaJIM HA AUCTPUOYIIHja Kaj
(hapmareBTCKaTa HHIyCTpHja

Graph 2: Levels of distribution channels in the
pharmaceutical industry
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L 3a 31paBa

XpaHa

N3zBop: CoricTBena n3paboTka

JductpuOyTHBHHATE KaHAJIM KOW OBHE MpETHpHjaThja
T'H KOpPHUCTAT Ce€ KJIACHYHUTE KAaHAJIH, OJHOCHO TPEKY
JUpEKTHa Mpojaax0a WM MHAMpPEKTHA. MHIMpeKTHaTa
npojaax0a BKIIydyBa TProBLIY Ha FOJIEMO U Majlo, ar€HTH
WIM HHBHa KoMOuHanuja. Ilocrojar mnpous3BOaM BO
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(hapmareBTCKaTa WHIYCTpPHja KOM C€ AUCTpHOyHpaar
caMo JHUPEKTHO, OJHOCHO HE TMOCTOM MOXKHOCT Ja Ce
BKITy4aT MOCPETHUIIHUTE.

IlIpemnpujamue koe pabomu 60 npexpanodena
uHOycmpuja

Bo oBaa mHmycTpuja, pedrcH He MOCTOM KaHAI Ha
TUCTPUOYyHparbe ITO He ¢ KOPUCTH BO HUBHATA MPEXa.
Kaj oBue mpernpujatrja MHOTY IIOPETKO ce CIydyBa Ja
ce KOpPUCTH JHMpPEKTHATa Mpojakda, HajuecTo ce
KOpHCTAaT TPrOBIM M 3acTamHuIM. [IpudnHara 3a Toa e
HITO CTaHyBa 300p 3a HyKHH 100pa, OMHOCHO MPOU3BOIH
KOM Ce JIeJT 0J] CEKOjAHEeBUETO Ha HaceneHuero. Kananot
HA  JUCTpUOyHpame Kaj TPOU3BOAWUTENHNTE  HA
NpexpaHOCHN TMPOM3BO/AN, PEUHCH CEKOTAIl BKIIYydyBa
MOCPeHHIIN, 0e3 pa3iivKa Ha THIIOT Ha MOCPETHHK IITO
ce u3bwmpa.

I'padukon 3: Kanan Ha
npexpaHOeHH POU3BOIH

TUCTpUOyIHja  Kaj

Graph 3: Channel of distribution in food products

b Toorssonmen > Nocoaen >

H3Bop: CoricTBeHa n3padboTKa

IMocpennunute kaj mpexpaHOeHaTa HHIYCTpHja Ce
HEOMXO0JIHU, OMJIEjKH Ma3apoT 32 OBOj THIT Ha IPOU3BOIH
€ MHOTY IIOTOJIEM, OJHOCHO Ce€ I0jaByBaaT Hacekase.
[MocpennunuTe ce cpekaBaar Kako Ha JIOMAITHHOT Taka
Y Ha CTPAHCKHUTE a3apHu.

IIpemnpujamue Koe padomu 60 6AHKAPCKU CEKMOP

Oaa mHaycTpyja € mocnenuduyHa, 3a pasjinka Of
MIPETXOIHUTE JIBE, OJJHOCHO CTaHyBa 300D 3a MHyCTpHja
BO K0ja ce Hy/aT ycayru. Pasnukara Bo oBaa HHIYCTpHja
€ IITO YCIYTUTE HajuecTo ce HyAaT AUPEKTHO, OJHOCHO
MoOpa Jila TIOCTOM KOHTakT TIOMery JaBaTejoT H
NpUMAaTEJIOT Ha YCIIyraTa.

BormaBHo, Ha MaKeJOHCKHOT I1a3ap ce ynorpeOyBaar
KITACUYHHTE KaHAJIH 32

JTUCTPHOYUpahe Ha IPOU3BOJIUTE U YCITYTUTE BO CHTE
CEKTOPH.

Hanpenokot Ha TexHoJOrHjaTa A0BeNE A0 [10jaBa HA
HOBM HAa4YMHU Ha JUCTPUOYUpame Ha MPOU3BOJUTE H
ycnyrute. Hekon oa THEe TIOHOBM HA4WHH Ha
JUCTpUOYUpAEe Ce OHJIAJH MapKeTHHI, Hpojaxda of
BpaTa Ha BpaTa W CIMYHM HauuMHUA. He mpercraByBaat
HOBHY HAYMHH Ha TUCTPUOYHPambE BO IIENIOCT, OJJHOCHO Ce
cpekaBaaT 0]l MHOTY O1JIJaMHa, HO CETIaK II0CTOjaT MHOTY
YHaIpeayBamba BO BAKBHOT HAUWH Ha AUCTPUOyHpambe.

2.1. llpumena Ha OHJAjH MAPKETHHIOT Ha
MAaKeIOHCKHOT Na3ap

[locTojanute yHampenyBama BO TEXHUKaTa W
TEXHOJIOTHjaTa OBO3MOXKYBaaT Pa3BUBAKETO HA OBOj BUJI
IIPOMOTHBHA aKTHUBHOCT Ja C€ IBW)KM Halpell Co rojieMa
Op3rHa M BUCOK CTereH Ha copucTuupaHocT. ['onema
WHOBATHBHOCT € HAaIllpaBeHO co ymoTpebaTa Ha OHJIAjH
MapKeTHHTOT, IITO HYIH TojeM Opoj Ha MOXXHOCTH 3a
MPOMOBHUPAKE U AUCTPUOyHpare Ha MPOU3BOIMTE.

Ha mnopa3Buennte mnasapu, OHJAjH MAapKETHHTOT
IPEeTCTaByBa MHOTY YE€CTO IIOYETHA TOYKAa BO
MPOIIUPYBAkETO HA MPETIPHjaTHETO, OJHOCHO MHOTY
YecTO ce 3all0YHyBa CO OHJIajH MapKETHHT Ia M0Toa ce
OpeMUHyBa Ha (DU3MYKO MPUCYCTBO HA OJPEAEHO
npernpujatue. Bo Hamrata 3emMja, OHJIajH MapKETHHTOT €
3acTaneH MeryTroa CTETeHOT Ha Pa3BHEHOCT € Ha HUCKO
HUBO H C¢ YIITE HE MOKE JIa CE Kaxke JieKa Ke J1ajiec HeKOH
moceOHM  pe3ydATaTd  Oco0eHO  3a  IOMalluTe
npernpujaryja. Jpyra HEraTHBHOCT IITO MOXE Ja ce
Mpenuile Ha HANIMOT Ma3ap MpeTcTaByBa (PaKTOT MITO
OHJIajH MapKETHHIOT C€ KOPUCTHU 3a OrpaHUYEH BHUI Ha
MIPOM3BOMM, JTOJIeKa Kaj pa3BueHnuTe mazapu kaxko CAJ[
TOj C€ KOPHUCTH 3a PEYHCU CUTE BUOBU Ha MPOU3BOIH.

Enna om MOXXHOCTHTE Kaj OHJIAJH MapKETHHIOT €
pa3Boj Ha HOB HAauyWH Ha JUCTPUOyHpame Ha
MIPOU3BOJINTE, OTHOCHO JIOHECYBaH-€ Ha IPOU3BOIUTE JI0
JIOMOBHTE Ha HACEJIEHHETO, CENaK Ha MaKeIOHCKHOT
nasap OBOj NPUHUMI He (GYHKIHMOHUpPA BO LEJIOCT.
(TTetkoBcka, IletkoBcka Mupuescka, ,,MeryHapojeH
mapketunr,2014, crp.585) Jlyrero kaj Hac ceymTe
HeMaaT J10BepOa BO OBOj HAYMH Ha JAUCTPUOyHpame Ha
NPOM3BOJAMTE KOU I'M M30HMpaar, a NPUUMHHUTE 3a TOA Ce
riieJlaaT BO HEKOJKY chepu: HeloBepOara BO CHCTEMOT
Ha 3eMjaTa; TeXHUYKaTa HeloArOTBEHOCT; BUCOK CTETIEH
Ha HaceJIeHWe KOoe HeMa o0pa3oBaHHE, HEMAambETO
(DMHAHCHCKH CPE/ICTBA 32 KYITyBabe Ha arlapaTv v IPYTH
NPUYMHU KOW BJIMjaaT Ha HEMOXKHOCTA JIa CE YCBOW BO
LIEJIOCT OBOj HAYMH HAa MapKETHHT .

3a menuTe Ha OBOj TPy Oelle CIpPOBE/CHA OHJIAJH
aHKeTa BO Koja Oea omdarenu 50 numa, Hag 18 rogunu
0]l MaIlIKK U KEHCKH I0J. AHKeTaTa € KpaTKa, OJJHOCHO
ongaka 3 npamama:

- Jlamum mmMare CIyITHATO 32 OHJIAJH MOpavdyBambe
Ha TIPOM3BOJINTE KOU TH cakaTe?

- [Jamm 1o cera umare mopadyyBaHO NPOHU3BOAM
OHJIajH, 3a Jla CTUTHAT JI0 Bammor mom?

- [lanmu O6W ro KOPUCTHUIIC OBOj HAYHMH HA KYITyBambe
MIPOM3BOJM BO UHHHA?

I'paduxon 4: IlomoBa W BO3pacHa CTPYKTypa Ha
UCIIUTaHUITU
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Graph 4: Gender and age structure of respondents
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On rpaduxonor 4 ce 3abenexyBa IoOroieMa
3aCTalleHOCT Ha JKEHCKaTa MOIyJialyja BO aHKeTaTa, a
WCTO TaKa JOMUHAHTHO € y4eCTBOTO Ha juuaTa of 18-29
roguHd. Bo mpopomkeHne ce mpeTcTaBeHd Ipapuyuku
ONTOBOPHTE HA WCHHUTAHWUIUTE HA TMpallamkaTa KOH
NPETXOJI0 TH HABEJIOBME.

Ha nmpamamero ,,Jlanu uMare ciymHato 3a OHIIAjH
ropadyBal€ Ha TPOW3BOIWUTE KOW TH cakare?*
oaroBopure ce cienuu: 96%, ogHocHO 48 HCTIUTAHUIIN
OJITOBOpHJIE JieKa KMaarT CJIyIIHATO 33 OHIAjH
ropadyBamk€ Ha MpoW3BoAWTE, noneka 2 ymna (4%)
HeMaart CIIyLIHATO.

I'paduxon  5:
[I0pavyBame

Graph 5: Recognition of online ordering

[Ipeno3HaTnuBOCT Ha  OHJAjH

mJA ®mHE

96%

4%

I'paduxon 6: Yrorpeba Ha OHJIAjH NIPUHLUIOT
Graph 6: Use of Online Principle

® A ®HE

g

I'padukon 7: Ynorpeba BO HaHMUHA
Graph 7: Use in the future

" JA

I'paduxon 6, ru peTcTaByBa 0JIrOBOPUTE HA BTOPOTO
npaniame ,,Jlanm ;1o cera uMaTe MopavyBaHoO MIPOU3BOU
OHJIjH, 3a Ja cTUrHar 1o Bammor nom? “. Moxe na ce
BUIU Aeka camo 24%, ogHocHo 12 nuna ox BkymHO 50
UCIHTAaHHWIIM JI0 Ccera KMaaT TIopa4aHo OHJIAjH
MIPOU3BOJIM J]a CTUTHAT 10 HUBHHUOT AoM. OcTtanaTtute 38
WCIUTAHUIIA HEMaJIe TAKBO UCKYCTBO JIO Cera.

62



I'pduxon 7, moxaxysa aexa 32% ox MCTIUTaHUITUTE
wim 16 ol HUB ke Ce OoJyIyd4aT BO HJHHHA 32 OBO]
NPUHIMII HAa OHJIAJjH TIOpadyBambe Ha MpPOHM3BOAMTE,
moneka ocraHature 34 ucnurtammnu (68%) He Om ce
OITy4HIie 3a OBOj HauWH. BeymHocTt, cnmka 7 maBa
OJIFCOBOP HA MPAIIAKETO ,,J[au OM TO KOPUCTHUIIE OBO]
HAYMH Ha KyITyBame MPOU3BOAM BO MAHKUHA? .

[IpercraBenute pe3ynratu Bo rpadunure 5, 6 u 7
YKaKyBaaT Ha HEMOATOTBEHOCTa HA HACEJICHHUETO Ha
HAIIMOT Ma3ap 3a [OWHOBAaTHMBEH HAa4YyMH  Ha
muctpubyuparme Ha mpou3Boaure. Tue ceymire cakaar na
3aMHHAT Ha TOYHOTO MECTO Ha MpoJakba W camu Jia To
KyIlaT OHa INTO ro cakaar. BeymHocT, HaceneHneTo BO
PerryOnmka MakeoHHja TO TMOYHTYBa M yIOTpeOyBa
TPaJULHMOHATHUOT HA4YMH Ha KyIlyBatbe Ha IPOU3BOJUTE.
He ce moaroTBeHun BO LENOCT Ja TH MPOMEHAT CBOUTE
HAaBHKHM Ha KyIyBame, a U KaKO IITO MPETXOAHO Oerre
HaBeJIeHO IPUYMHHUTE CE€ BO MHOTY IpYTH (haKTopu.

3akiay4yok

JucTpuOyTUBHUTE KaHAIHU, KaKO e OJf MapKETUHT
MHKCOT IPETCTaByBaaT €/IeH O] HajBaKHUTE CETMEHTH 3a
KOM TpEeTNIpHjaTHeTo Tpeda 1aa OCBpPHE IMOToJIeMO
BHUMaHue. [[puunHaTa 3a Toa ce Haora Bo (pakToT MITO,
MPeKy IUCTPUOYTHBHHUTE KaHAIH TPETIPHjaTHETO €
MOTpeOHO Ja THU JIOCTaBU TMPOU3ZBOJUTE /IO KPajHUTE
NOTPOIIYBaYM 3a KOW BCYIIHOCT M TIIOCTOjaT THE
npousBoau (yciyru). KpenpameTo n oApKyBameTo Ha
JUCTpUOYTUBHHUTE KaHAJM Oapa 3Haerma, KpeaTUBHOCT U
IMOATOTBEHOCT Ha MApKCTUHI' TUMOT BO oOjlacta Ha
MApKECTUHI' WU JIOTUCTHUKA. Pa3znmuuHuTe MOXHOCTH H
OrpaHUYyBamba KOM I'M HyAaT AUCTPUOYTHBHUTE KaHAIH
OBO3MO’KyBaaT HUBHM KOMOMHALIMH, O[] IITO Tpeba 1a ce
U3BJICYAT Hajao0puTe eheKTu.

WHoBaTHBHOCTA BO AUCTPUOYTHBHUTE KaHATH MOXKE
Ia Ouje o pa3MueH acleKT, HO HajroJIEMO BIIMjaHUE
nma MapKeTUHIIIKaTa WHOBATUBHOCT. IIpexy
YCBOjyBalE€TO HAa WHOBAaTHBHUTE  pelIeHHWja O
MapKEeTUHI acHeKT, BO pabOTEmEeTo Ha CaMHOT
JUCTpUOYTHUBEH KaHall, C€ OBO3MOXYBaaT MOJ00pH
YCIIOBH H MTOKPYITHH €(hEeKTH.

MakeoHCKHOT Ta3ap He pacroiara, OJHOCHO TH
HeMa Ha 10dat MorojeMuTe UHOBaTHBHHU, MApKETHHIIKH
WHOBAaTHBHOCTH BO pabOTEHETO HA AUCTPUOYyLHjaTa, HO
Cerak ce TPyIu MaKCUMAJHO J1a TO HCKOPUCTH OHA IITO
ro uma. [IpudymHWTE 3a HENOBOJHATa CHUTyanuja M
HEMOXKHOCTA 32 HMCKOPUCTYBalk€ CE MHOT'YOpPOjHH, CO
U1a00KH KOPEHH BO MAakeIOHCKOTO ommrecTtBo. Ho,
MOKpaj oBOj (akT HykHa € morpebara O] HHUBHO
YCBOjyBame W MoOp30 umImieMeHTHpame. CO TaKBHOT
MpUCTalN, MAaKeIOHCKUTE TMpeTIpHjaThHja Ke HMaaT
MOJKHOCT Ja OWaaT MOKOHKYPEHTHH Ha METyHapOIHHUTE
nasapu ¥ Jia OcTBapyBaatr nogoopu eeKxTH.

Jluteparypa

1. ®umun Kotnep, Kesun Jleju Kenep, ,,MapkeTunr
MeHaMeHT" (mpeBoj Ha Biaga na PM), 2009

2. lllyxnecka- llmynoBa AmnHuTa, JakoBckm bomiko
,MapkeTtunr meHaumeHT" , Ckomje 2008

3. Keegan, W. J., M. C. Green, Global Marketing, 4" ed,
Pearson Prentice Hall, 2010

4. TlerxoBcka Tatjana, MupueBcka [letkoBcka Tatjana
»MeryHaponen MapkeTusr, Exonomcku HHCTHTYT -
Ckomje 2014

5. Kotler Philip “Principles of Marketing” Financial
Times, Prentice Hall, 16th edition, 2015

6. Mentzer John T. et all, “Defining supply chain
management”, 2001

7. Bowersow J. D. et all, “Resource based theory and
theory strategic logistics research”, 1989

8. Narus A.J., Anderson J.C, “Rethinking distribution.
Harvard Business Review ”, 1996

9. https://www.inc.com/encyclopedia/distribution-
channels.html
10.http://www.yourarticlelibrary.com/production/what-
are-the-different-types-of-channel-of-distribution/1097/
11.http://www.slu.cz/opf/cz/informace/acta-academica-
karviniensia/casopisy-aak/aak-rocnik-2013/docs-4-
2013/Barcik_Jakubiec.pdf

63


https://www.inc.com/encyclopedia/distribution-channels.html
https://www.inc.com/encyclopedia/distribution-channels.html
http://www.yourarticlelibrary.com/production/what-are-the-different-types-of-channel-of-distribution/1097/
http://www.yourarticlelibrary.com/production/what-are-the-different-types-of-channel-of-distribution/1097/
http://www.slu.cz/opf/cz/informace/acta-academica-karviniensia/casopisy-aak/aak-rocnik-2013/docs-4-2013/Barcik_Jakubiec.pdf
http://www.slu.cz/opf/cz/informace/acta-academica-karviniensia/casopisy-aak/aak-rocnik-2013/docs-4-2013/Barcik_Jakubiec.pdf
http://www.slu.cz/opf/cz/informace/acta-academica-karviniensia/casopisy-aak/aak-rocnik-2013/docs-4-2013/Barcik_Jakubiec.pdf

658.8:005.57

Ass.prof. Tamara JOVANOV APASIEVA, PhD
Faculty of Economics

"Goce Delcev" University — Stip,

Republic of Macedonia,
tamara.jovanov@ugd.edu.mk

INTEGRATED MARKETING
COMMUNICATION:
EVOLUTION, DEFINING AND
IMPLEMETATION

Abstract

In the attempts to define (marketing)
communication, it is very likely that each of us will
come to a different conclusion about what
communication means, on the basis of individual
use and understanding of the term. Aristotle called
people ™"talking animals”, and communication
remains to be one of the characteristic concepts of
the 21st century. After all, the need to understand
each other is one of our basic needs, whose roots can
be found in the formation of the first community,
under the influence of the innate survival instinct.

The etymological meaning of the word connects
it with the Latin communicatio, communicare, that
means to share, inform, unite or literally, to make it
usual, publicly, in general. The thoughts of the
subject of communication have always been current,
but as a particularly "hot topic" they appear in
intellectual debates after the First and after the
Second World War.

Numerous  authors  consciously  denote
communication as a dissemination of influential

symbols that form the public opinion, often
including elements of manipulation with (of) the
people. What is interesting in marketing terms is the
exchange of information for the simple reason that
communication in marketing must not be a one-way
process, since sending the message to the recipient
does not mean simultaneous and effective commu-
nication, because of the probability that the message
is misunderstood, that it didn’t reach the recipient or
IS not accepted according to expectations.

The first original scientific research in this area
was conducted in 1991 by the Medill School of
Journalism, Northwestern University, in the United
States. Some of the terms (names) suggested for the
new discipline were Integrated Communications
(IR), Full Communications and Integrated
Marketing Communication (IMC) - a term that was
favored by the scientific community and is accepted
for use up to date.

Key words: Integrated
communication, evolution, definition

marketing
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HUHTEI'PUPAHA MAPKETHUHI'
KOMYHUKALINJA:
EBOJIYHHHUJA, IEOUHUPAILE U
UMIIVIEMEHTAIINJA

AncTpakT

Bo obuaute 3a neduHupame Ha (MapKETHHT)
KOMYHHUKaIlfjaTa, rojieMa € Bep0jaTHOCTa 3a CEKOj
O]l HaC J1a J10j/1e A0 Pa3JIMYEH 3aKIy4OK 3a OHA IITO
IPeTCTaByBa KOMyHMKallMjaTa, HA OCHOB Ha WH]U-
BUAyaJlHATa yrnoTpeba W pa3Oupame Ha IMOMMOT.
Apucroren, ynre Bo aHTUKaTa T'd HapeKoj JdyfeTo
,»KHBOTHH IITO 300pyBaaT, a KOMYyHHKalHjaTa
OocTaHyBa M TIIOHaTamy Ja Ouje eneH oA
KapaKTepUCTUYHUTE KOHLENTH Ha 210T Bek.
Bnpouewm, notpebara na ce pazdbepeme merycede e
€/lIHa O]l HallUTE€ OCHOBHHU TOTPEOH, YUM KOpPEHH
MOX€E Ja T HajaeMe yuTe BO (OpMHUpameTo Ha
npBara 3aelHUIA, IOJ BJIHMjaHWE HAa BPOJCHHOT
MHCTHHKT 32 NPEKHUBYBAbE.

ETuMonomkoTo 3Ha4eme Ha 300poT To MOBp3yBa
CO JIATUCKMOT communicatio, communicare IITO
3Hauu J1a CIOJENNII, HH(OpMHUpAIL, OO AMHUII TN
OyKBaJHO, Jla IO HamlpaBuIl BOOOWMYEHO, jaBHO,
onmro. PasmucinyBamara Ha TeMaTa KOMyHHUKAIM]a
oTceKoram Ouje axkTyelHH, HO Kako O0COOEHO
»KeIlIKa Tema“ ce jaByBaaT BO HMHTEJEKTyaTHUTE
pactipasu o [IpBara u no Bropara cBercka BojHa.

bpojuu  aBTOpH, CBECHO ja  O3HauyyBaar
KOMYHHMKalMjatTa  Kako  JHCEeMHHalWja  Ha
BIIMjaTeTHU CHMOOJIM KOW To OOJMKYyBaaT jaBHOTO
MHEHHE, HEpPEeTKO BKJIy4yBajKu €JIEeMEHTH Ha
MaHUIyjamnuja co HapooT. OHa IITO € UHTEPECHO
BO MapKeTHHIIKAa CMHCIa, € pa3MeHaTa Ha
uHopManmu, OJ €IHOCTAaBHA TMPUYMHA IITO
KOMYHHKAIIMjaTa BO MapKETUHTOT HE cMee Ja Ouze
€HOHACOYEH Tpolec, OWNIeJKU TMpakameTo Ha
nopakara Ji0 IpuMaTesoT He 3HaYu eTHOBPEMEHO U
edeKkTUBHa KOMYHHUKallMja, MOpaad BEpOjaTHOCTA
nopakara ga 6uie morpemHo pa3opana, 1a He

CTUTHE JI0 TIPUMATEJIOT WK J1a He Ouje npudareHa
CIopesi O4eKyBamara.

[IpBOTO OpPUTHHAITHO HAYYHO HCTPAXKYBAHE BO
oBaa oOiacT Ouio crpoBeaeHo Bo 1991 rom. oxn
ctpana ©Ha Medill School of Journalism,
Northwestern University, Bo CAJl. Hexkou on
Ha3UBUTE KOW OwWie TPeMIOKEeHH 3a HOBaTa
TUCIUIUIMHA Ouie WHTeTPUpPaHu KOMYHHKAIUU
(UK), nemocHM KOMyHMKalud W MHTErpUpaHa
MapkeTuHr komyHukanuja (MMK) - tepmun Kkoj
Own (daBopu3MpaH O] HaydyHaTa 3aeIHUIIA U €
npudarteH 3a ynorpeda 10 JeHec.

Kiuyynn 300poBu: WHrerpupana MapKeTUHT
KOMYHUKaIIja, €BOJIYIIH]a, TePUHUpaAHE

Bosen

Bo oOugute 3a nepuHupame Ha (MapKETHHT)
KOMYHHKaIlMjaTa, rojeMa € BepOojaTHOCTA 3a CEeKOj
OJ1 HaC /1a J10j/1e 10 pa3IndeH 3aKIydOK 3a OHA HITO
IpeTcTaByBa KOMYHHUKallMjaTa, Ha OCHOB Ha
WHAMBHUAYyallHaTa ymnoTpeba u pa3dupame Ha
nouMoT. Hekoj Bo 06jacHyBameTO MOXKE J1a TOCBETH
BHUMaHHE Ha TIPEYKUTE BO KOMYHHUKAIIHMjaTa, a Ipyr
mak, Jla pa3MHUCIIyBa OJl acleKT Ha MOYKHOCTAa 3a
MOBp3yBame. APHUCTOTEN, yIITe BO aHTHUKATa TH
HapeKoJI TyreTo ,,KUBOTHHU IITO 300pyBaat™ (Peters,
1999), a koMyHHKaI[MjaTa OCTaHyBa U MIOHATAMY Jia
Oune eneH o KapaKTepUCTHYHHUTE KOHIIETITH Ha
21lot Bek. Bmpodem, morpebata ga ce paszdepeme
Mmerycebe e eJHa 0] HallluTe OCHOBHU MOTPEeOH, YMH
KOPEHH MOXe€ J1a TH HajJieMe YIIITe BO (OpMUPAEETO
Ha NpBaTa 3aeJHUIIA, TI0J] BIMjaHHUE HAa BPOJACHUOT
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MHCTUHKT 32 IpEeXUBYBame. bpojHu MucmuTen,
HAYYHUIM, YMETHHUIU, MOCBETUJIC TOJEM Jel OJ
CBOJjOT JKMBOT 3a Jia JajaT MpHIOHEC BO oOjac-
HyBamke Ha Tpareiujara, KOMeIujaTra Mid amncyp-
HOCTa Ha OCTBapeHaTa, OJHOCHO HEOCTBapeHaTa
KOMYHUKAIIHja.

EtuMornomkoTo 3Haueme Ha 300pOT TO MOBP3yBa
CO JIATUCKHMOT COommunicatio, communicare mTo
3HAUU da cnooenud, uH@opmupaut, 0b6eourHuw M
OyKBaJHO, O0a 20 Hanpasuus 6000UYEHO, jaBHO,
onwmo. Crnopen Peters (1999), Bo jnaTHMHCKHOT
jasuWK, TIIABHUOT KOPEH Ha 300pOT € MyH o1 Munus,
IITO C€ MOBP3yBa CO jaBHO MOHYIEHUTE IOJAPOIH
WK OOBPCKH, BKIY4YBajKH TH M TJAJAHjaTOPCKUTE
CIIEKTaKIIM, TIOMEHHTE W TOYECTUTE 3a MPTBUTE.
Baka o6jacuer, 300poT He ja O3HauyBa OIINITaTa
BEIITHHA HAa YOBEYKOTO IMOBP3YBambE IPEKY
cUMOOIIM, TYKy, TEHEpaJHO TO BKIy4YyBa
MaTepHjaTHOTO, MHCJIEJKH Tpel C€ Ha MPEHOCOT.
Hacoku 3a 3HauemeTo HAa KOMYHHUKaIUjara BO
KOHTEKCT Ha 1oeoc (IITO BO ce0e CONPIKU 3HAUCH:E
Ha 300p, apryMeHT, TOBOP, pa3yM, MPHKa3HA) MOXKE
Jla ce HajaaT W BO MPEBOAOT Ha kpanot [lejmc Ha
Marej (5:37): ,,... Tyky Bammot 360p Heka Ouze ,,1a*
- 1a, ,,He*“ — He! OHa 1ITO € MMOBEKE 0J1 TOA, O 3JIMOT
e.“ OBe ce ykakyBa Ha €THOCTaBHOCTA Ha HAIIUOT
rOBOp, HO M Ha moTpebaTa OJ] MPUMEHA Ha OIIITA
cTparerrja (JIoroc) BO Heromara ymoTpeba Mery
nyfero. PazMuciyBamara Ha TeMaTa KOMyHHKaIMja
oTceKoraml Ouje axkTyelHH, HO Kako O0COOEHO
»KeIlKa Tema“ ce jaByBaaT BO HMHTEJEKTyaTHHUTE
pacripasu no [IpBara u nmo Bropara cBercka BojHa.
Lukacs (1923), Lasswell (1927), Bernays (1928),
Freud (1930) u apyru aBTOpH, CBECHO ja O3HAYyBaat
KOMYHHKaIMjara  Kako  JHCEMHHANMja  Ha
BJIMjaTeJIHU CUMOOJIM KOU To OOJMKYBaaT jaBHOTO
MHEHHE, HEPETKO BKJIY4YyBajKH €JIEMEHTH Ha
MaHMITyJalKja co HapoAoT. MiMeHo, mpolecuTe Ha
WHyCTpHjaTu3aImja, ypOaHu3aryja,
MICUXOJIOLIKUTE UCTpaXXyBamba MHOBHTE
WHCTPYMEHTH 3a KOMyHHUKaIja o0e30enusie HOBH,
HECTaHJap/IHU YCJIOBHU 3a Kpeupame Ha KOHCEH3YC
nomMery HaceleHHeTo. Ha 0OCHOB Ha MCKYCTBOTO OJ1
IlpBara cBercka BojHa, Lasswell (1927, p.227)
yKa)kyBa Ha YCIIENIHOCTa CO MaHUITyJalkja BO
KOMYHHMKAIIMMTE J1a C€ BOCIIOCTABU OIIITECTBEHA

KOHTpOJIa, Benejku: ,,AKO Macara ce ociao0oau of
JKEJIe3HU TIPaHTH, Taa Mopa J1a mpudaru mpanru ox
cpebpo®, a 3a xaJl, BakBaTa Hjecja BO HACOKa Ha
CO3/1aBamke Ha MOJUTHYKU TIOPEIIOK Ce pa3paboTyBa
u Bo kuurara Ha Adolf Hitler, Mein Kampf (1925).
Homonuurenno, Williams (1962) ru nedunmpa
KOMYHHUKAI[MUTE KaKO ,,AHCTUTYLIUU U (OPMH TIPEKY
KOM wujaeuTe, HHGOpMAIMUTE W CTaBOBUTE CE
eMuTyBaarT W mnpumaar.“ OBaa nepuHUIMja CO
[IMPOK KOHTEKCT I'M BKIIY4yBa 3HAIIUTE, CHMOOJINTE,
XUEPOTTU(PUTE, BECHUIINTE, PAAUOTO, TEJICBU3M]aTa,
TeNe(hOHOT, KOMITjYTepUTE, HHTEPHETOT WM KaKOB
U J1a € IPYT MEIANYM.

Criopeji TUTUTATHUOT PEYHUK HA MAKEIOHCKHOT
jasWk, 300pOT KOMYHHUKAalHja WMa HEKOJKY
TOJIKYBamba:

e CooOpakajHa Bpcka (Tar, )KelIe3HHIIa).

Ynorpeba: Tpancnopt

¢ Pazmena Ha uHpopmanuu.

[Ipumepnu: Ilucmena komynuxkayuja.
Oguyujanna xomynuxayuja.

CnuuHo co: onmTeme (cp.)

e [IpenecyBame nHbopMaluy, KOMYHUITUPAE.

OmHa 1To € HHTCPCCHO BO MapKETHUHIIKA CMHUCJIA,
e pazmeHaTa Ha uHdopmaru. OBa € 0]l eTHOCTaBHA
IIPUYMHA IITO KOMYHHUKAalMjaTa BO MapKETHUHIOT HE
cMee Ja Owue eIHOHAcOYeH TMpolec, Oumejku
MpakameTo Ha TopakKaTa JI0 IPUMATEIOT He 3HAYH
€THOBPEMEHO U e(eKTUBHA KOMYHUKaIlH]ja, TOpaan
BEpOjaTHOCTa TIOpakaTa Ja Ouje TMOrPEeIIHo
pa3bpaHa, 1a He CTUTHE JI0 MPUMATENOT WU Jia He
oune npudarena crnopea o4eKyBamwara. BeynHocT
dpazata ,,OBIe CME CTUTHATU MIOPAIN HEYCIEXOT Aa
KOMYHULIIpaMe® € eHa OJ IMOYECTO KOPUCTEHUTE
BO )KMBOTOT Ha €/IHA WHIMBUAYya U HU3 UCTOpHU]aTa,
BoommTo. [IpuMepn 3a oBa MOXKeMe J1a HajjaeMe BO
npobiieMuTe BO OU3HUCOT, BO OPaKoT, BO OJTHOCHUTE
CO POAUTENINTE, TIPHjaTEITUTE.

IIpBuTe Tparu 3a TepMUHOT MHTEIPHPaHA
MAPKEeTHHI KOMYHHKALHja

Huter pUupakbe HAa KOMYHUKAIUUTEC HC € HOB
KOHIICIIT U BCYITHOCT pasMHC/IyBalkba BO HACOKa Ha
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UCTHOT MOJKE J1a ce Hajaat ymTte Bo 1920ture, kora
ce pa3BHMBajla MuCJAaTa 3a MpomarHajara M
1930tute, KOra NMPOJAKHUTE areHTH U OJACIIU BO
KOMIIAaHUHUTE copaboTyBalle CO TUMOT 3a Kpeupame
Ha pekiama. Beke Bo 1966 roa. HayyHuTe H
00pa3oBHUTE PAaOOTHULIM IMOYHAJE Ja MpejuiaraaT
KOMOMHUpaHa ynorpeda Ha MPOMOTHBHHUTE AJIATKH,
co 1en ga ce 00e30eau CHHEPreTcKu ePeKT BO
nporecor Ha komyHukanuja (Thorson and Moore,
1996). Bo nounute 1970TH 1 BO 1980TI/IT€38, KaKo
pe3ysiTaT Ha HAOpPOT HA KOMITAHUUTE Ja TMOHYIAT
HEIITO MOBEKE 0] caMo peKiiaMa, € 3a0enekan pacT
BO  aKTUBHOCTHTEC 33  KOMOMHHpame  Ha
IPOMOTHBHHUTE TOpPAKW M ajaTKd Off CTpaHa Ha
pexinamMHuTe areHiuu. Bo nouerokor Ha 1990TuTE
MK Owuse BoBeieHU BO IMUTEpaTypara Kako HayqHa
mucrmuinaa (Kerr et al.,, 2008; Holm, 2006) u
CTaHalle elHa OJ] HAajaKTyeJIHUTE MapKETHHILIKH
TEMH, Kak0 BO Hay4yHaTa Taka ¥ BO OHM3HUC
3aenuunarta (Percy, 1997). IlpBoTo opuruHaiHo
HAayYHO HCTpaXXyBalb€ BO OBaa oOnact Owio
crpoBeieHo Bo 1991 roxa. ox crpana Ha Medill
School of Journalism, Northwestern University, Bo
CA]Jl (Caywood et al., 1991). Hekou ox Ha3uBuTe
KoM OmJie mpeyIokKEeHH 32 HOBATa IMCIUILUINHA Oue
unterpupann  komyHukaruu (MK), nenocuu
KOMyHHUKAIlM W WHTETPHpPAaHA  MAPKETHUHT
komyHukanuja (MMK) - TEepMHH KOj Ouin
daBopusupan on HayuyHara 3aennuna (Kerr et al.,
2008) u e mpudaten 3a ynorpebda 10 IeHecC.

Bo texot Ha 20THOT BEK, HA CBETCKO HUBO, CE
ClIy4Mja HHU3a OMNIITECTBEHH IPOMEHU KOH
JpacTUYHO TO TPOMEHHja HAUYMHOT Ha KOj
opranuzanuute rienaa Ha UMK. Nmeno, Hekou of
MO3HAYjaHUTE TPOMEHU KOM  BIHjaclie  Ha
3royieMyBam€ Ha 3HaueweTo Ha UMK Owue:

e 3rojemMyBame€ Ha OpOJOT HAa TPOU3BOAM Ha
nazapure: [lpousBogutenure muacupane ce
noroJyieM Opoj Ha MTPOU3BOIH, OJ1 KOH TOJIEM el
HEMaJjie 3Ha4yajHU Pa3juKh CO BeKe IMOCTOjHH,
UCTH KOHKYPEHTCKM MPOU3BOJIM Ha Mazapor.
[Topagu TOa, mpomecoT Ha OpeHIupame u
Kpeupame Ha YHUKATHOCT cTaHaln

38 Bo noruute 80TH BAKBUTE aKTHBHOCTH HA KOMOMHHpamke Ha
MPOMOTUBHHUTE TMOpPAKM M alaTKU Cce€ HapeyeHu ,, new
advertising “ WU ,,H080 peKknamuparve

UCKIIYYUTEIIHO BaXEH BO  OOMAOT  3a

IIPHUBJICKYBAbE Ha BHUMAaHHUETO Ha
MOTPOIIYBAYUTE 51 3rOJIEMYBaHE Ha
npoaaxkoara.

e 3rojeMyBame Ha OpOjOT Ha MEIAUYMH H
bparmeHTHpame Ha myOiukara: Bo Tekor Ha
1980tute 1 1990THTE, OCBEH BECHUITUTE, OPOJOT
Ha TOJEM JeJ O] OCTaHATUTE MEAMYMH, KaKO
CIeLUjaTM3UPAHNTE CIIMCAHUja, TEIEBU3UCKHUTE
U paJro CTAaHUIUTE OWJI BO TOCTOjaH IMOPACT.
JIONOTHUTENHO, CO NMPOMEHU BO MOJEIHUTE Ha
opranu3zaiija BO KOMIIAHUHTE, Ha PacHojarame
UM Owie CTaBeHM M HOBH TEXHOJOTMU U
KOMIT)yTepH CO KOM MOXKeJIe Ja BpiaT
CerMeHTaluja u TapreTHpame Ha
NOTPONIYBAuMTe, CIIOPEA pa3iIMyHU Bapujadiu,
KaKO €THUYKA IPHUIAJTHOCT, MECTO Ha JKUBECHE U
CIL

e3roieMena ymorpeba Ha AaKTUBHOCTH Ha
MeryHaponeH (rimobaneH) Mapketunr: [lpu
Kpajor Ha 20THOT BEK ce jaBuW 3roJieMeHa
KOHKYpEHIIM]ja BO IPOLIECOT Ha PEKIaMHUPabe O]
CTpaHa Ha KOMITAHUH OJ1 CTPAHCKUTE 3€MjHU, KOH
3a0p3aHO  MOYHAaa CO  OCBOjyBame  Ha
Melf'yHapoAHUTEe ma3zapu. Taka ce HaMmeTHa
norpebaTa oOJl BHHMATEIHO U  CTPATEIIKO
IUTAHUPake Ha KOMYHUKAIMHTE, 32 J1a MOXE Ja
Ce y4ecTBYBa Ha INI0OATHHUOT Iazap.

e 3rosieMeHa MH()OPMHPAHOCT HAa KOMIIAHUUTE U
norponryBaunte: KoMmnanunure co Tek Ha Bpeme
CcTaHaa moBeke HMH(MOPMHPAHU 3a NpaBUIIATA,
NPOIEypUTe U TAKTUKUTE Ha PEKIaMHUPAIbE.
[ToTpomryBaunTe craHaa MOMH(POPMHUPAHU 32
CBOWTE TIpaBa M 3a Pa3IMYHUTE KOHKYPEHTCKH
nonynu. O THE TNPUYUHM, TEIEBU3UCKOTO
peKilaMupame IMoYHa Ja ce HalJbyqyBa CaMo
KaKo eJJHa O]l MHOTYyTE, a He KaKO €IMHCTBEHa
MOYKHOCT 32 IIPOMOBHPAHE.

e3rojleMeHO TIpe3eMame U CIOjyBale Ha
areHIMHUTe 3a pekiamupame: [onem nen on
HAjCHJTHUTE KOMIIAaHWW 33 OJTHOCH CO JaBHOCT H
peKIlaMHTe areHIMM I[I0YHaa Ja Co3JaBaaT
MapTHEpCTBa, INTO TMpPHIOHECE 3a HUBHA
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1orojemMa KpeaTHBHOCT BO ymoTpeba Ha
TAaKTUKUTE HA TPOMOBHPAE H NIPOIIUPYBAkHE HA
HUBHATa JICJHOCT OJ] UCKIIYYHBO DPEKIAMHPAHE
WIA OJHOCH CO JaBHOCT, BO ceomndarHa
POMOIIHja U TUIAHUPAhe Ha HACTaHH.

e HamanyBame Ha eQeKTOT O] TMOpaKuTe WU
HUBHHOT KpeauOWIHUTET: 3rojeMeHuoT Opoj Ha
IUIACUPAaHU  MPOMOTUBHH TOpPAKH  CO3/aje
MOTEIIKOTH]a BO KPEHPAHETO Ha CHIICH e()eKT 01
caMo eJHa MPOMOTHMBHA IOpaKa M ja HaMeTHa
norpebara oJf KOMYHHKAIMja TPEKy IOBeKe
KaHaJM CO IIeJTHATa MyOInKa.

e HamanyBawe Ha Tpomonure 3a 0a3u Ha
nonarony: [lopanu 3roieMeHOTO peKJIaMUpambe,
Ha Ta3apuTe ce II0jaBHja TOoroyieM Opoj Ha
areHIMK 3a KCTPAKYBAalkE HA Ia3apoT KOH
co3naBaa 0a3u Ha MOJATOIHM 33 TOTPOIIYBAYUTE
(uMuBa, aapecu y Ipyrd HUHPOpMAIUH) U TU
HyJea 3a T[IOHHCKH IIeHH, T[Opaad INTO

Tabena 1. Jlebunupame va konnentor UMK

Mapkerapute Oea BO cOCTOj0a TOJECHO Ja
JIOTIPAT JI0 LETHUTE IIOTPOIIYBAYH.

BceymHocr, UHTETPUPAHUTE MapKETUHT
KOMYHUKAI[MM C€ KOHIENT W/WIM TpOIeC KOj ¢
neGUHUpPaH BO pa3IMYHH MEPUONH, OJ CTpaHa Ha
pa3IMYHM aBTOPH, BO 00U M0J00po 1a ro oOjacHaT
HETOBOTO 3HAYCHC U CYIITHHA.

O6umu 3a neduHUpame
MapKETUHT KOMYHUKAIUH

Jlo JneHec, HE € TIOCTUTHAT KOHCEH3yC 3a
CIMHCTBCHA NeQUHUIIM]A, HUTY ITaK CMETaMe JieKa
enHa neduHUIMja Tpeba na Oume mnpudarTeHa
HCAlpOTH OCTaHATHTE, OWJCjKU CaMO OIICEIKEH
nperje] Ha JMTepaTypaTa MOXE Ja HU Kpeupa
IEJIOKYITHA CJIUKA 33 KOHIICTITOT W J1a HU TIOMOTHE
BO HETOBO pa30Mpame U MpruMeHa.

Bo nponomxenue, Bo Tabena 1 e maaeH mperiies
Ha moBeke paznuuyHu JepuHuimn Ha HMMK, co
HUBHHTE KJIYYHU CIIEMCHTH.

Ha HHTETrPUPAHU

ABTOp T'oguna Hepunnumja Enementn
AMepHKaHCKa 1989 ,,KOHILIeNT Ha mianupame Ha MapkeTunr | v Konuenr
Aconujanuja Ha KOMYHHUKAllUK KOj mpeno3HaBa gonaieHa | v/ Ilianupare
Pexnamuan BpEIHOCT BO mporpama koja wuurerpupa | v' Ilporpama
AreHunn [OBEKE Pa3IUYHU CTPATENIKU JUCHUIUMHY, | v CTpaTeuiku IUIUILTHHA
(4A’s) KaKko Ha IIpUMEp, peKIama, JupeKTeH | v JacHa M KOH3UCTEHTHA
OJI'OBOp, YHAIpenyBamke Ha NponaxOara, | KOMyHHKaIHja
OJTHOCH CO jaBHOCT M I'M KOMOWHHpa OBHE
JTUCIHTUTMHU CO TeNl Ja 00e30ean jacHOCT,
KOH3MCTEHTHOCT M MaKCHUMaJeH MMIAKT Ha
KOMYHHUKaIujara.
Schultz 1991 ,LIIpolec Ha ynpaByBame co cute u3sopu | v Ilponec
Ha MH(OpMAIMK 32 IPOU3BOIOT/yciayrarta Ha | v/ YIpaByBame CO U3BOPH Ha
KOM € M3JI0XKEH KylyBauoT W KOH, | HHbOpMAIHH
OuXejBHOPATIHO, TO BOAAT KymyBador KoH | v Ilpomssop/yciyra
npopaxba  (kymysame) U oapkysaar | v Kymysayor
JIOjJTHOCT Kaj KyIlyBauure. v Tlponax6a
v’ JlojanHoct
Keegan 1992 | ,,Crparemka KoopauHanuja Ha cute nopaku | v Crpareruja
U MeIUyMH O]l CTpaHa Ha opranusanuja co | v/ Koopaunaimja
uen ga ce Biuvjae Ha nepuunupanara | v Ilopaku
BPEIHOCT Ha OPEHIIOT, KOJICKTHBHO. v' Menuymu
v' KoJIeKTHBHA Meplerniyja
v BpeaHocT Ha GpeHI0T
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Duncan  and 1997 | ,Kpoc — ¢ynkumonanen mpouec 3a | v Ilponec
Morriarty KpEMpame U OapKyBame Ha npodurabmiau | v IIpodurabuiinu oxHOCH
omHocH  co  KymyBaumre u  apyru | v' Kymysaun
CTEHKXOJIEpH, MIPeKy crparemko | v JIpyru cTeHKXoepu
KOHTpONMpame wunM Biujande Ha cure | v Konrpona
MOpaKyu TpaTeHu a0 OBUE Tpymu, kako u | v Ilopaku
oxpalOpyBame Ha 3HauaeH [Mjajior, BojeH Ha | v Jlujanor
OCHOB Ha MOAATONH. v' Tlomarouu
Kotler 1999 | ,UMK e xoHment co koj kommanmjara | v Komenr
BHUMATENHO TH UHTErpUpa U Koopauuupa | v Kommanwuja
HEj3MHUTE (noBeke) KOMyHMKaucku | v Warerpanuja
KaHaJM, 3a a cropaya jacHa, kousucrentHa | v/ Koopaunaiuja
U TpUBJEYHA MOpaka 3a opranuzanujara u | v KOMYHHKAIHCKH KaHATIN
Hej3MHaTa mopaka. v' Tlopaka
v Opranusanyja
Schultz and 2004 | ,,MMK e crparemiku npolec 3a mianupame, | v Iporec
Schultz pa3sBoj, U3BpLIyBame W eBanyauuja Ha | v Ilnanupame
KOOp/MHUPAHA, MepJIHBa, yoemmusa | v Ilporpama
KOMYHHUKAaIUCKa nporpama Ha OpeHmor co | v' Bpewn
noTpollyBayure, KynyBauure W apyru | v IlorpoinyBadn
3HAYajHU, BHATPEIIHHU U HaJABOPEIIHH Tparer | v JIpyru y4eCHULH
Y4eCcHHIIM U ITy0OnMKa, BO TEK Ha Bpeme. v Tek Ha BpeMe
Kliatchko 2005 | ,,MMK e xoHuenrt u mpouec Ha crparemko | v' Kouuenr
MEHA[Mpame Ha KOMyHHUKanucku nporpamu | v Ilpouec
Ha Openmor kou ce Qokycupanu ko | v\ CTpaTelmKko MEHAUHUpPAEe
ny0InuKaTa, OpHEHTUpaHU KOH KoHkperHu | v IIporpama
KaHAIM U BOJEHU OJ Pe3yiTaTu, Bo Tek Ha | v/ Bpenn
BpeMe. v’ Tly6auka
v’ Kauasnu
v’ Pesyararu
v Tek Ha Bpeme

W3Bop: AHaim3a Ha MIOCTOjHATA HAYYHA JIUTEPATypa O] CTpaHa Ha aBTOPOT

[ToronemuoT nen o npercTaBeHUTE AeDUHULTIN
BO Tabena 1 ro ob6jacuyBaar UMK ox acnekT Ha
KOMITaHMjaTa, OJHOCHO KaKO KOHIENT MM Kako
npouec*® HacoyeH o1 BHATPE KOH HAZBOP — MOPAKK
CO3aJICHM O] KOMIAaHHWjaTa ¥ HACOYEHU KOH
HOTpoIIyBauuTe. Manky npas3jindsa e JepHULInjaTa
npemtoxkeHa ox Duncan  Bo 2002 roxa. kame ce
NpeTHocTaByBa JeKa KOMYHHKalujara Tpeba naa
nojapazoupa W aujajgor OazupaH Ha MOAATONHU (ce
MHCIM Ha M0JIaTOLM 3a MOoTpeduTe n Oapamara Ha
MOTPONIYBAauMTe Ha IEIHUOT Mas3ap), MTO U JaBa
MaJIKy MOIIMPOK KOHTEKCT Ha MCTaTa U HacoKaTa Ha

39 KoHmenT e BOOMIITeHa / TeHEpaTHa TPETCTaBa, Uleja WK TUIaH 3a
oIlpelicHa JIEJHOCT Koja Tpeba ma Ouzae m3spiieHa. [Ipmmep: [a ce
Kperpa IPOMOTHBHA ITOpaKa.

OJIBUBam-€ Ha MPOIIECOT ja CBPTYBa OJ HAZABOP KOH
BHATpE.

Cemak, JeHec, BO CBETOT Ha HEOTPAHUUYCHUTE
MOXHOCTH 3a pa3MeHa Ha uHOOpMaAluu Hu Ce
NOMH(QOPMHUPAHU TMOTPOIIYBAYH, HE € JIOBOIHO
CIHOCTAaBHO HWHTETPUPAE HA TOPAKUTEe W
KOMYHUKAIINCKUTE KaHalW. 3aroa, CMeTaMe JeKa
NMK e xon1enT u mpoiiec kKoj Tpeda 1a movHe u 1a
3aBpIIHN CO MOTPOIIYBAYOT U HETOBUOT CBETOTJIE.
Cnopen toa, UMK wmoxe na ro neduHmpame Kako
»CTPaTeIKl KOHIIENIT ¥ IUJIaHHpaH TMpoIec Ha
pasMeHa Ha wuH()OpPMAIMU, KOj pe3yiaTHpa BO
KOHKpETHA MopaKa CoApKaHa BO COOJIBETHU aJaTKU

40 TTpomec € ceT Ha KOHKPETHN AKTHBHOCTH HITH OTIEPAIMH KOH Tpeba
Jia Guziat mpe3eMeHH 3a jia ce octBapu ueira. [pumep: [a ce HammIie
CLIEHapHO, Jia ce u30epe U3ajH Ha Iopakara U akTepy KOU Hajao0po
Ke ja mpeHecar [0 IeTHaTa my0OJrKa.
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Ha mpomonyja (pekiiama, HpoAaXKHa HPOMOIHja,
OJTHOCH CO JaBHOCT, TUPEKTEH MapKETUHT, UHTCPHET
U COIMjaJTHU MEAWYMHU, JIMYHA TpoAakda U Ap.)
IpeHeceHa MpeKy u30paHu KaHamd (MEIyMH),
MHCTIMPHpaHa O] U HACOYCHA KOH LETHHUTE TPYIH
(moTpoiryBavmre, MOIINPOKATa jaBHOCT,
OCTaHATUTE CTEUKXOJJIEPHU), CO Il 32 OJP)KYBaIbe
Ha JIOJITOPOYHHU, KOHCTPYKTHBHU U TPOPHUTAOHITHH
OJTHOCH CO TOTPOILIYBAYHTE W OIIITECTBOTO BO
eauga.

Baka nepunupann UMK mnokpaj reHepannarta
ujeja 3a pa3MeHa Ha WH(opMaIuu, moapazoupa u
KpeHpame Ha JIeTaJIeH IUIaH CO MPEIBUICHH YEKOPH
3a OCTBapyBambe HA MPEHOC Ha MOpaKaTa Jo [eTHaTa
nyomuka. Ha oBoj wnaumn, WMK cranysa
JBOHACOYEH IMpolec Koj Oapa WHCOUpanuja BO
OJTHECYBAH-ETO Ha MOTPOIIYBAYUTE, TO MOMECTYBa
NOTPOIIYBAa4OT BO  (POKYCOT Ha JICJIOBHUTE
AaKTUBHOCTH M BO LIEHTAPOT Ha KOMYHHKAaIMCKaTa
crparerjata. UMK kako qBOHaco4eH mporec Tpeda
na  o0e30end  emHOCTaBHO M TNPHjaTHO
MOTPOIIYBAYKO UCKYCTBO, OMJICjKH KOTa BPEMETO Ce
cMeTa 3a  Haj3HAyaeH  (HAjcKam)  pecypc,
NOTPOIIYBAaUYUTE HEMaaT BpEeMe Jia pa3MHUCIIyBaatr
KOj THl KpeHpa peKJIaMHTe, eIeKTPOHCKHUTE MOPaKH,
BeO — CajTOBHUTE, TYKY Ipe]l ¢ OueKyBaaT yCciIyra
KOja Ke TH 33JI0BOJIM HUBHUTE TIOTPEOH, TTpoCiIeieHa
CO HerpeveHa KOMYHMKalMja co KOMIaHWjaTa UIH
opraHuzamyjaTa Koja ja IulacHpa IOHyAaTa Ha
nazapor. UMK kako aBOHacoueH mpouec, HCTO
TakKa, noapazoupa u NOBpP3yBalke U
YHADUIIUPAHOCT Ha MAPKETHHTOT CO Mpoaaxoara, a
NPUTOA, PE3yJNTaTHTEe HE Tpeda Ja ce Mepar o
NOCJMHEYHA MPOMOTHBHA KaMIlamka, TYKY Kako
Mepku Tpeba na OujpaT 3eMeHu meplenuuja Ha
BpEeIHOCTa, NPOPUTAOMIHOCTA, CTENEHOT Ha
AQHTQXUPAHOCT Ha TMOTPOITYBAYOT CO OPEHIIOT U CII.

HuBoa Ha uHTErpanuja Ha MApKEeTHHT
KOMYHHMKALMjaTa

Bo cBoeto HajocHoBHO HUBO, UMK (kako miTo
HAjuecTO Ke 'MW OCIIOBYyBaMme), 3HaUl HHTErpUpame
Ha CUTE POMOTHBHH aJIaTKH, CO IIeJl J]a ce 00e30eau
XapMOHHWja W KOH3UCTEHTHOCT BO HHUBHOTO
nenyBame. HampeaHoTo HHMBO ce jaByBa Kora

UHTErpanyjata ' HaJIMHHYBa  OCHOBHHTE
KOMYHHMKAI[ICKA  anarkd. MMeHo,  mocrojar
pasIMYHK HHBOA Ha HHTErpalrja, Kako IITO Ce
(Smith and Zook, 2011): xopu3oHTagHa, BEPTH-
KaJlHa, BHATPEIIHA, HABOPEIIHA U HHTErpalnja Ha
noxatonu. CuTe THE Ha OJpPE/CH HAYMH MOMaraar
JIa Ce 3ajakHe [CIyBameTO HA WHTETPUPAHHTE

KOMYHHUKAIMH.
XOpHu30HTaIHATa KOMYHUKAIIMCKA WHTETpaluja
ce ciaydyBa JOJDK MApKeTHHI MHMKCOT H

nenoBHuTe/OM3HUC (GyHKuMU. Taka Ha mpumep,
pa3iMyHUTE  ONJEeNM  BO  KOMIIAaHWjaTa -
MIPOU3BO/ICTBO, OJIJIE0T 3a (buHaHCHH,
qucTpuOylrjata 1 KOMyHUKaluuTe Ou Tpedano na
paboTar 3aeAHO U J1a OUJaT CBECHHU JIeKa HUBHUTE
OJUTYKM W aKTHUBHOCTH TIIOCTOjaHHM KM IIpaKaar
CHUTHAJIM ¥ TIOPAKX Ha MOTPOLTYBAYHTE.

BeprukanHara wuHTerpamuja o3HauyBa JeKa
MapKETUHIIKATE U KOMYHUKAIMCKUTE LIEJIA MOpa Ja
I'M TOAIPXKYBaaT IICIUTE Ha IIOBHCOKO HHUBO,
OJTHOCHO KOPIOPAaTUBHUTE LEIH, BHU3HjaTa W
MUCHjaTa Ha KOMIIaHUjaTa.

BHarpemna nHTeTpaIyja ce japyBa Bo Cirydaj Ha
pa3BUBambC¢ Ha T.H BHATPEIICH MAapKETUHT, KOj
nospa3zdupa mnpoiuec Ha HUHPOPMHUPAHE, MOTHUBU-
pame 1 00yuyBame Ha BpaOOTEHHUTE 32 pabOTEHETO
Ha KOMIIaHHMjaTa, a 0OCOOEHO BO HAacOKa Ha: BOBE-
JyBal€ Ha HOBU CTaHJApAM, pa3BO] Ha HOBH
MOpPU3BOJM, HOBH  TNPOMOTHBHM  KaMIIambH,
PENo3uIMOHUpake Ha OpPeHJOT M Pa3BOj Ha HOB
UJICHTUTET, HOBU CTPATEIIKH MpPaTHEPCTBA H CII.
OBa 0BO3MO’KyBa CUTYPHOCT BO IIPEHECYBAHETO HA
KOH3UCTEHTHH TMOPAKU Off BpaOOTEHUTE HAZABOP O]
KOMIIaHH]aTa.

HanBopemiHata KOMyHUKaIlMCKa WHTETpaIyja
noapa3Oupa JeKa HaJBOPEHIHUTE COpPaOOTHUIM U
napTHEPH, Kako MITO Ce PEKJIAMHUTE U areHITUUTE 32
OJTHOCM CO jaBHOCTa, paboTaT 3aegHO CO
KOMIIaHUjaTa U Hej3MHUTE BpaOOTEHH, CO 1IeN Ja ce
00e30en €IMHCTBEHO pElIeHHEe, KOXE3UBHA H
WHTETpUpaHa MOpaKa.

WHTerpupameTo Ha MOJATOIM Cce OJHECyBa Ha
Pa3Boj] Ha MApKETUHIIKA WH(OPMAIUCKH CHCTEMHU
KOM coOupaaT W JUMCEeMHMHHpaaT TMOJAaTOIH 3a
Pa3IMYHATE TPYNH HA CTEUKXOJICPH U Ma3apoT BO
LeJIMHA, JI0 PA3IMYHUTE OJAJENIM BO KOMIIaHM]aTa.
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Wuterpupanute MapKEeTHHIIKH KOMYHUKAIMH CE
CBE/yBaaT Ha €JIeH €IHOCTaBeH KoHienT. CtaHyBa
300p 3a mpomec BO Koj cure QopMu Ha
KOMYHHKAIIMH U TIOPAKH CE€ BHUMATEITHO TTOBP3aHH.

O0e30enyBameTO0 Ha EIHOCTaBHA YCIyra co
MOYKHOCT 32 HeIpe4yeHa KOMYHHKAIHja € O] rojieMa
BXHOCT OJ TIOBEKe acmeku: 00e30emyBa
3aJI0BOJICTBO Kaj TOTPOIIYBauuTe;, TO 3ajaKHyBa
UMHIIOT Ha KOMIIAaHHMjaTa; IPecTaByBa rapaHiiyja 3a
KBAJIUTET BO MOBTOPEHHU KYIyBama; ja 3roJieMyBa
JojaTHOCTa Kaj MOTpOIIyBaduTe, 00e30emyBa
NOBHCOKY npodutH Ha goir pok. Of n1pyra cTpaHa,
OTCYCTBOTO HAa  COOJBETHa W  HaBpEMEHa
KOMYHHKAIlja € CHTYpeH TmaT 3a JICJIOBCH
neycmex™.

Kora wma mnpoOiieM BO KOMYyHHUKalgjata co
NOTPOIIYBauMTe, TOA HE MOXKE Jla OCTaHE TajHa
noaro Bpeme. He3aioBOJTHUTE MOTPOIIIYBAYU HMAaT
pa3IMyHU MEIWYMH KOM MM C€ JOCTalHH 3a
UCKa)KyBamkhe HA CBOMTE CTABOBU U Pa3MHUCITyBamba.
HctoTto Moxe ma ro HampaBaT Ha BeO-CajTOT Ha
KOMIIaHWjaTa, TMPEKy jaByBame Ha OecIIaTHH
Tene@oHCKH OpoeBH BO ILIEHTPUTE 3a Ipuxka 3a
KOPUCHHUIIH, HA OJIOTOBH, HA COIIMjaJTHUTE MEIHYMH.
YecromaTi,  BAaKBUTE  PEAKIHH  OCTaHYBaaT
3aHEeMapeHd W KOMIIaHWjaTa HE WM OOpHYyBa
3HAYUTEIHO BHUMaHHWE, IITO CEKako He ¢
IpenopawinBo, OUJEjKH UCTUTE yKaKyBaaT Ha ja3
noMery KBaJIUTETOT Ha JIaBakEeTO Ha yciyrara H
TepIerljaTa Ha MOTPOIIYBaYHTE 32 UCTATA.

3a koMITaHHWjaTa € Hajao0po Ja Ouje BO MOCTOjaH
JOCITyX CO HEj3WHHTE KOPHCHHIHM, 32 Ja MOXKE
HaBPEMEHO J1a TOHY/IU COOJIBETEH OATOBOP Ha OMIIO
Koja IpOMeHa BO OJTHECYBAHETO Ha
norporryBaunte. Co TOBPAaTHHOT OJTOBOpP OJ
HOTPOIITYBAaYNTE, KOMIIAHMHUTE MOXKaT Ja BOBEJAT
3HAYUTEITHH TPOMEHH BO pPAaOOTEHETO, KO BO
KPajHOCT MOKaT Ja BiIMjaaT U Ha MEHYBame Ha
CaMHOT OpraHHM3allMOHeH Mojen. Jlem ox Tue
IPOMEHH C€ OJHECyBaaT Ha: INPEMUHYBambe Of
TpaaUIIMOHANICH KOH JUTUTAJICH MapKETHHT; TIPEOT
Ol MacOBHM KOH CICIHjaTM3UPAHU MEIHYMH;
3TroJIeMyBamk€ Ha MOKTa Ha yOeIyBambe Ha ITOpaKara;

41 33 oBeke BUIH:

IpeHecyBame  Ha  (OKYyCOT O  MAacOBHO
peKJIaMHpamke KOH MApKETHHT Ha ITa3apHU HUIIN.

NMniieMeHTanMja HA MHTErPUPAHA MAPKETHHI
KOMYHHMKAIHja

Bo mpakcara mnocrojar OpojHHM TO3UTHUBHU
npuMepu 3a cooiBeTHa ymoTpeba Ha MMK Bo
JIEIIOBHOTO paboremwe. Cenak, BOBENYBamETO Ha
koH1enToT Ha UMK kako nen oj cTparemkoTo
IUIAHUpale Ha KOMIIAHMUTE HE € CeKoraml
enHocraBHO. HampotuB, BO  mpomecor Ha
umiuiemenTtanyja Ha UMK Ha gonr pok, Moxe aa ce
jaBat oJpeneHu 0apuepu Kou ja OTeKHYBaaT WU BO
KpajHa Mepa ¥ ja OHEeBO3MOXYyBaaT ucrata. EnHa ox
HUB € OTCYCTBO Ha TOJJIPIIKA OJl BPBHUOT
MEHAIMEHT (MM COICTBEHUIUTE). 32 BOBEIYBaHE
Ha MK e HeomxogHa mnojapiika Of CUTE
BpabOTEHU BO KOMIIAaHHjaTa, a OCOOCHO O] CTpaHa
Ha BPBHUOT MEHAIMEHT W/MJIM CONCTBEHUKOT. OBa
€ Taka OJ €JHOCTaBHA NMPHUYMHA IITO LEIUTE Ha
KOMYHHKAIMjaTa € HEONXOJHO Ja IpOoM3JieryBaar
Ol M Jla TH TOIJAPKYyBaaT MAapKETHHIIKUTE |
KONPIIOPAaTUBHUTE LeIH U MucHja. OTCYyCTBOTO Ha
MOJIpIIKA Off CTpaHa Ha MEHIIMEHTOT MOXeE Ja
pe3yiTHpa BO HEIOCTaTOK Ha pEecypcu HACOUYEHH
koH MK u neycremna ummuiemenraiuja (Valos
et.al., 2016). [Ipyra 6apuepa koja Ou OHEBO3MOXKHUIIA
BoBenyBawe Ha IMK e eBeHTyanHata HEMOKHOCT
na ce pasodepe edextor u 3Hauewero Ha UMK of
CTpaHa Ha KommaHuute. Kako pesyiarar Ha
HEMOo3HaBamke Ha o0acta, pakoBOACTBOTO Ha
KOMITAaHMMTE MOKe norpemHo na ru cmera UMK 3a
TPOIIOK, HAMECTO 32 MHBECTHULIMja OJ] Koja Tpeba a
Ce OUEKyBaaT peallHu pe3yiTaTu. TakBUOT OHOC BO
IpOIECOT Ha CTpaTeIlKO IJIaHupame Ou Tro
HaMajauia 3Ha4eHeTO Ha BoBeAyBameTo Ha MMK.
Hcro Taka, co pa3BojoT Ha HOBUTE TEXHOJOTHMU U
rojaBaTa Ha COLHWjATHUTE MEIUYMH W HUBHATa
aKTyeJIHOCT, MOXe Ja ce ciaydd (HOKycoT Ha
KOMITaHHjaTa TOTPENIHO Ja Ce CTaBH CaMO Ha eJIcH
TUI Ha KaHaJl Ha NPEHOC Ha Mopakara (Ha mp.,
COIMjaTHUTE MEIUyMH), 3a00paBajKu TO TPUTOA

https://en.wikipedia.org/wiki/2009%E2%80%9311_Toyota_vehicle_
recalls; https://wheels.blogs.nytimes.com/2010/01/29/consumer-
reports-withdraws-recommendations-on-eight-toyota-models/
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CHHEPTETCKUOT e(EeKT O]l MHTETPUPAHETO HA CUTE
aKTUBHOCTH IIPU KpeHpame M IPEHOC Ha [opakKaTa.
JIOTIOTHUTENEH OrpaHUYyBAayKH €JIEMEHT MOXE Ja
OujaT U BHaTpe-OpraHU3alUCKUTe KOHMIUKTH. Bo
nporecor Ha wummiementanuja Ha HMMK Bo
KOMITaHHjaTa, MOXE J1a C€ JaBH M KOHQIMKT ITOMery
pa3IMYHUTE OJICTH U OTHOpP OJ CTpaHa Ha JIeNl O]
BpaOOTEHHTE, KOM HE Ce IMOATOTBEHH J1a ja mpudarat
IpoMEeHaTa BO HAYMHOT HAa KOMYHHKAIMja Koja Ou
ciieziesia 1 BO paMKH Ha caMmaTa opraHusanuja.

JlomoTHUTETHA TOTEIIKOTH]a CO KOja Ce COOuyBa
KOMITaHHjaTa BO IPOLIECOT HAa UMILIEMEHTUPABE HA
UMK e wucro Taka u u300pOT Ha €IEH, MOMEry
HEKOJIKYT€ Pa3JIMYHU IPUCTAINN 32 BOBEIYBambe Ha
HNMK. HMmeno, kommanujata Tpeba aa ce pemu
nomery (Lucia, del Barrio-Garcia, and Kitchen,
2012): mnpucramor o BHATpe KOH HAJIBOD;
OPUCTAlOT O HAABOP KOH BHATpe; Kpoc —
(YHKIIMOHAJICH CTPATETUCKU MPHCTAI; MPHUCTAI Ha
CTaBalb€ Ha IMOTPOLIYBa4OT BO IEHTApOT Ha
JICTIOBHUTE aKTHBHOCTH. N36opor ©Ha eneH
HACIPOTH JPYT IpUCTAll BO TOJIEM JEJl 3aBHCU O
[IOCTOjHATa  OpraHu3alloHa  CTPYKTypa  Ha
KOMIIaHUjaTa, Kako W OJ HAaKJIOHETOCTa Ha
MEHAIMEHTOT KOH €/IeH HACIpPOTH IPYr HAYMH Ha
(GyHKLIHOHUpaE.

[Ipucramor ,,01 BHaTpe KOH HAABOP™ TO
OpUMEHYBaaT KOMIIAHMM CO HHCKO HHBO Ha
OpHEHTaIMja KOH MOTPOIIYBAavUTe, a ce (HOKycupa
Ha KOMOUMHallM]ja Ha eIEMEHTUTE Ha MAPKETHHILIKATa
KOMYHHKaIlja W  OCTaHAaTHTE  MAapKETHUHT
aKTUBHOCTH, CO LeJ Jia co3/aJe YHU(HUIMpaHa
nopaka. OHa IMTO ce jaByBa KakO HEIOCTAaTOK €
€IHOCTPAHMUOT MOTJIE]] KOH a3apoT, KOoj € 6a3upaH
caMO Ha pa3MHCIYBamkeTO Ha MEHAMEHTOT H
BpaOOTEHUTE, OJHOCHO Ha OpraHM3alucKaTa
nepcnekTrBa. OBOj TpUCTaN W HEroBaTa ciabocT
Oelie JeMOHCTpHUpPAH O] CTpaHa Ha koMmnaHujara BP
BO IIPETXOJHO HABETHUOT MPUMEP O] ITpaKcara.

[Ipucranor ,,00 HaABOp KOH BHATpe™ ce
OJUTMKYBa CO TOa INTO C€ KOHIEHTPHpa IMPBO HA
NOTPOIIYBauUTe U HUBHATA MEPCHEKTHBA, OTPEOH
u Oapama, 3a MoToa Ja OJpeAM MAapKETUHIIKU U
KOMYHHKAIMCKH IIeJT1 ¥ CTpaTerdja ¥ IPOMOTHBHH
€JIEMEHTH 32 HUBHO HCIOJHYBame. Bo mpumMeHara
Ha OBOj MPHUCTAII ce 3a0eeKyBa 3Ha4aeH HaIllpeokK,

Ouaejku MCTUOT CO37aBa OCHOBA 32 JBOHACOYHA
KOMYHHKAI[Mja M J1aBa MOYKHOCT 3a Kpeupame Ha
noBepOa, 3aToa MITO KOMITAHH]jaTa MOKaxyBa n1o0pa
BOJja ,,Ja TH CIIyIIHE MOTPOLIYBAaYUTE U Ja UM
u3JIe3e BO MpecpeT Ha Oapamara.

,»Kpoc-QyHKIIMOHATHUOT  CTPATETUCKHU TPHUCTAIT
Ce pa3JIKyBa OJ1 MPETXOIHUTE JBa, CO TOA IITO HE
ce (oKycHpa OKOJy KOHLENTOT Ha MPOMOTHBHUTE
eJIEMEHTH 3a KOMYHHKAallHMja CO TOTPOIIYBAYHUTE,
TYKY HarnopoT € BO HacoKa Ja ce IPecTpyKTypupa
OopraHu3zanyjara 3apajy 3rojeMyBambe Ha CTETIEHOT
Ha OpHEHTalujata KOH norpoiryBauute. OBa
noapa3Oupa JeKka cuUTe OJAETH BO KOMITaHHWjaTa
CTaHyBaaT MeryceOHO IIOBp3aHM Ha OCHOB Ha
KOHTHHYHpaHa W  HaBpeMEHa pa3MeHa Ha
uHpOpMallMM  BO  LEJIOKYIHHOT Hpolec Ha
yIpaByBame U IJIAHUPAkE HA pPa3Boj Ha OpEHIOT.
[Ipexy oBOj nupkymnapeH mpoiec ce obe3benyBa
nogo0ap TMOBpaTeH OJIrOBOp O CTpaHa Ha
HOTPOLIYBAaUYUTE U OCTAHATUTE CTEUMKXOJJIEPH, LITO
00e30eyBa 3Ha4ajHU TOJATOIM BO PEATHO BpEME H
OBO3MO’KYBa IOOP3 OArOBOP Ha HUBHUTE PEAKIIMU U
Oapama BO criopenda co KOHKYPEHTUTE KOU HE IO
KOpHUCTAaT 0BOj HpUCTAIL. JIBoHacoyHarta
KOMYHHKallija BO OBOj IpPUCTAIl C€ M3JUTHYBa Ha
MOBUCOKO HHUBO BO crHopenda €O MPEeTXOAHHUOT
npucrar, OuejKu co TeK Ha BpeMe CO3/1aBa JIOjaTHH
HNOTPOIIYBa4d  KOM  C€  IPOAKTUBHU  BO
MHTEpaKIMjaTa ¥ MOXKaT Ja Ou1aT 3HauaeH U3BOp Ha
UJIeU 3a KOMITaHHUjaTa.

[TpucranoT Ha ,,cTaBame Ha MOTPOIITYBAYUTE BO
LEHTApOT Ha JEJIOBHUTE aKTUBHOCTU® MPOMOBHpaA
nopa3jinyHa TepCreKTHBa BO  cropenda  co
OPEeTXOAHUTE BO OJHOC Ha yjorara Ha
notpouryBaunte B0 UMK. BeymHocT, komnanuure
KOM IO NMPUMEHYyBaaT OBOj MpHCTal HE I'M riegaar
MOTPONIYBAaYUTE CaMO KaKo IMTAaCUBHU MTPHMATEIN Ha
MOpaKuTe, TYKy C€ HacoyyBaaT KOH BHCTHHCKO
0CO3HAaBamkhe HAa HUBHUTE TIOTPEOH U HHTETPUPAHE U
Ha moTpoiryBadoT Bo mpouecotr Ha MMK. Osa ro
cMeTaMe 32 HajBHCOKO HHMBO Ha KO€ KOMITAHHUHUTE
MOXAaT Ja THM II0CTaBaT CBOMTE WHTETPUPaHU
KOMYHHKAITCKH aKTHBHOCTH.

Nmajku ja npensuj notpedara J1a ce IpuMeHyBa
ITO TIOBUCOKO HWUBO Ha HWHTErpandja Ha
notpouryBauute Bo mpouecor Ha UMK, moxe na
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KaKkeMe Jexka 3a BoseayBame Ha HMMK  Bo
KOMITAaHUUTE € MOTPEOHO MPETXOAHO Aa ce PadoOTH
Ha pa3Boj Ha KOPIIOpAaTHUBHA CTPYKTypa M KyJITypa
Koja 0Oa3upa Ha Ta3apHa OpHEHTalMja W Koja
noapa3Oupa  MOBHCOK  CTENEH Ha  WHTEp-
GyHKIIOHATHA KOOp/IMHAIIH]a, OJTHOCHO
CHOJIeNyBame Ha HH(OPMAIK TOMETY pa3IUNIHUTE
OJ1/IeIH.

Bo Taa Hacoka, ce IOCTaBeHH HEKOJIKY OCHOBHU
OPUHOMOM KOM TO ToMaraaT TMpoIecoT Ha
ummiementupame Ha UMK (Schultz and Schultz,
2003):

e Co3nlaBambe Ha OpraHM3anuja Koja BO IEHTApPOT
Ha AaKTHUBHOCTHTE IO CTaBa IOTPOIIYBAdOT:
Kommnanmjata Mopa ma Ouzme BOJCHAa Of
norpebure W OapamaTa Ha  KpajHUTE
HOTPOIIYBAYH, IITO MOJAPA30Upa BIOKYBAKE BO
UCTpaXyBamkbe Ha LEJIHUTE Ta3apu, mpes
IOYETOKOT, Kako M 3a BpeMe Ha TEKOBHOTO
paboreme. Hayunute cryqun mokaxyBaar aeKa
UCTPAXYBAbETO Ha TMa3apoT € JUPEKTHO
MOBP3aHO €O TOM00pH (UHAHCUCKU PE3yITaTH
oJ1 1enoBHOTO paboreme (Jovanov et. al., 2017;
Davcev et. al., 2017).

e Yriorpeba Ha CUCTEM Ha IUIAHUPAE Of] HAJABOP
KoH BHarpe: OBoj cucteMm mnojpaszdupa jexa
HelIuTe Ha KoMIaHujata Tpeba na Oupaar
MOCTaBeHM Ha MPETXOAHO UCTPAKEHUTE MOTPEOH
u Oapama Ha NTpoIIyBauyuTe, a Tpeba Aa Ouaar
jacHO 00pa3yioKeHH M HAUYMHUTE HAa KOU OBUE
uenu Ou 6une ucnonueru. Ox ocodbeHa BaKHOCT
npuToa, € (UHAHCHCKUTE Ienu Ja Oujar
KOOpPJMHHUPAHU cO OYIIETOT 32 MApKETUHT KOj €
IpPEIBHUJIEH 32 OCTBapyBamkhe HA MAPKETHHILIKUTE
U KoMyHuKauuckure nenu. Cropen Toa, ako
KOMITaHHMjaTa OYEKyBa BUCOKA CTaIlKa Ha TIOBPAT
Ha WHBECTHIIMH, Toram Ou Tpedano /1a W3BOH
noseke cpeactna 3a UMK.

eDoKyC Ha IEIOKYITHOTO HCKYCTBO  Ha
norponryBaunte: LlemokymHOTO HWCKyCcTBO Ha
HNOTPOIIYBAauYUTe HE € OrPaHHYeHO caMo Ha
KOMYHHKAIMjaTa, TyKy TH BKIydyBa W CHUTE
OCTaHaTH MAapKETUHT aKTUBHOCTU KOM MMaaT
JOTIUP CO TIOTPOIITYBaYMTE, KaKO Ha TPHUMEp
npojaxbaTta M NPOJAKHUOT  IEPCOHA,
MOCPETHUIIUTE BO TPOIECOT Ha TMpoaaxba —

MaJIOTIPOJIaBauMTe, areHTUTE 3a Mpoaaxoa u ci.
BeymHocT, mapTHepuTe M cOopaOOTHHIIUTE HA
KOMITaHUjaTa c€ KIy4yHH BO o00e30enyBame Ha
NMK.

e [locraByBame Ha 1nenu 3a norpomryBaynute: Co
IeNl J1a ce MpUBJeYaT HOBH M Ja Ce€ 3alpkaT
MOTpOITyBaunuTe, IMOTPEOHO € Ja Oujar
MIOCTaBEHM IOBEKE IeJIM KOM Ce OJHEecCyBaaT Ha
HUB, KaKO Ha MPHUMEp: MPUBJICKYBakhe HAa HOBH
NOTPOIIYBauu, 3aJpKyBamkbe Ha IOCTOJHUTE
MOTPOINIYBayuH, pacT Ha Mpojax0aTa, MUTpaIyja

Ha MOCTOJHUTE [IOTPOILYBaYU JLOJK
nopthoJMOTO  HAa  MPOU3BOMW/YCIYyrH  Ha
KOMIIaHHWjaTa.

e KoopauHupame Ha [EJTUTE 32 TOTPOITYBAYHUTE CO
KOpPITIOPATHBHUTE eI Crparemikure

ompenenOn W IeNM Ha KOMITaHWjaTta Tpeda aa
Ougar BO COIVIACHOCT €O HOTpeduTe Ha
norpouryBauute, a He obpatHo. Co oryeq Ha
GakTOoT JeKa MOTPOIIYBAYKUTE IOTPeOH ce
NPOMEHJIMBA  KaTeropvja,  HEONMXOAHO €
KOHTHHYHPAHO CJI€[Ielhe Ha TPEHIOBUTE U
HaBpEMEHa peakilija BO HACOKa Ha PEBUIMPAHE
Ha KOPIIOPATMBHUTE LIEJIM COTJIaCHO BOOYEHUTE
IIPOMEHH Ha I1a3apor.

e Pa3Boj Ha 0IHOC KOH MOTPOIIYBAYOT KaKO KOH
3Ha4yaeH pecypc: 3eMajku TMpeaBHJ  JAeKa
MOTPONIYBAYOT € €JMHCTBEHHOT TeHepaTop Ha
OPUXOJM 3a KOMIIAaHWjaTa, a CUTE OCTaHATH
aKTUBHOCTH BO paMKH Ha OpraHu3andjaTta
CO3/1aBaaT TPOLIOLM, BaXKHO € Jla ce paboTH Ha
POMEHa Ha IMOTJIE0T Ha MOTPOUTYBAYHTE KAKO
Ha 3HaYaeH pecypc U Ja ce HHBECTHpa BO HacOKa
Ha HUBHO 33/Ip)KyBambe KaKo JIOjaTHA KOPHUCHUITN
Ha KOMIIaHMjaTa.

e HacouyBame Ha (yHKIMOHATTHUTE
MapKEeTUHIIKH  akTUBHOCTH: Dokycor Ha
KOMITaHHjaTa Mopa Ja OuJe HacO4YeH Kako KOH
MOCTOJHUTE, Taka M KOH MOTEHIIHUjaHUTE
NOTPOIIYBaud, CO BHHUMAaTENHa YyrnoTrpeba Ha
anatkute Ha UMK kowu ce Ha pacnionarame. Taka
Ha [puUMep, TNPOMOTHBHHUTE IOpAaKUd 3a
HHPOPMUpAhE U CO3/IaBarbe Ha MPUBIICYHOCT HA
NPOM3BOJIMTE MOXKAT Jia Ce ylaryBaaT INpeKy
peKIIaMUpamke M OIHOCH CO jaBHOCT, IOJeKa
IpojaXHaTa MPOMOIMja MOXE [a BiMjae Ha

73



3rojieMyBambe Ha Ipojaaxodarta Kaj MOCTOjHUTE U
NpUBJIEKYBalkbe KOH  IIpBa  npoba  Ha
MOTCHIIMjaTHATE MTOTPOIIYyBAYH.

e MeHyBame Ha  IIOCTOJHUTE MapKETHHT
komyHukanuu: Co men ga ce Boemar MMK
NOTpeOHO € MOHEKOoralll Ja c€ U3BPIIUA TPOMEHA
BO HAYMHOT HA JIOTOTAlTHOTO MAapPKETHHIIIKO
KOMYHHUIIUpamke CO IeHaTa MyOnwKa W Jga ce
peBUIMpaaT MOPAKUTE, ATATKUTE U KAHATUTE KOU
ce KopucTaT, 3a Ja ce o0e3bemu morojema
KOH3UCTEHTHOCT M MaKCUMajeH eQeKT o
OMYHHKAIIH1jaTa.

Cnenemwero Ha nocoueHute npuHuunu Ha UMK,
CO TEK Ha BpeMe ke I OBO3MOKH Ha KOMIIaHHjaTa Ja
ce mpuOMIKKM 10 ynorpeba Ha NPUCTANOT O
»BHaTpe KOH HaABOP®, KOH ,Kpoc-(pyHKIHO-
HAJIHUOT® CTPATETUCKU MPHUCTAIl WM TaK, A0 Haj-
e(peKTUBHHOT  @puUcTam Ha  ,,CTaBale  Ha
HOTPOLIYBAaYOT BO LIEHTApOT Ha JEJIOBHUTE
akTuBHOCTH . CO TPEMHUHOT KOH MOCO(pUCTH-
UpaHUTE TMPHUCTaNH, KOMIIAHWjaTa MOXeE J1a
OUEKYyBa 3alBPCTyBam€ Ha Ia3apHaTa IO3ULHja,
3rojieMyBame Ha 0a3zaTa Ha JIOjaJIHU TIOTPOIIYBayH,
KaKo M 3rojieMyBame Ha Mpo(UTabUIHOCTa Ha JIOIT
POK.

3akiaydox

BosenyBamero Ha UMK Bo KOoMIaHuuTte Biujae
Ha TOJNO0OpyBame Ha IEJIOKYIIHATa MapKETHUHT
cTparervja, 3eMajku TmpenBuJl (04 acmekT Ha
kommanyjata)  jgeka VMK  (mpomouwmjara
/promotion) ce BcymHOCT efieH o1 KIydHuTe ,, 71142
€JIEMEHTH Ha MapKeTHHI  MHKCOT, TIIOKpaj
npou3Bogot (product), menara (price), aucTpu-
oymujara (place), nyrero (people), dwusnukara
okonmaa  (physical evidence) wu mpomecute

42 711 eneMeHTH Ce OJJHECYBAAT Ha: IPOM3BOJI — MaTEPHjAIEH
WM HeMarepujalieH IMPOHM3BOJA, OJHOCHO YCIyra oJl Koja
MOTPOLIYBAYOT CMETA JieKa UMa [oTpeda; [ieHa — CyMa Ha IapH
KOja TIOTPOIIYBAa4dOT € CHpPEeMEH Ja ja IUIaTH 3a Ja ro xobue
MPOM3BOJIOT/yCIIyTaTa; AUCTPUOyIja — MEeCTO Ha Mpojaxoa
Ha MPOM3BOJOT; MPOMOIHja — CTAPTETUCKH KOMYHHKAITMCKU
METO]IY 3a 3roJieMyBame Ha Tpoaaxdara, ogaocHo UMK myre
— KaKo JaBaTey Ha yciryraTta; (pu3uyka OKOJIMHA — BUJJIMBA
Mpe3eHTalja Ha IPOU3BOAOT/yCIIyraTta BO JalueH (HU3UIKH

(process). I'nmenano o acmekT Ha MOTPOIIYBAYHUTE,
mak, KMMK (communication) moBTopHO ce
MOCTaBeHH BO IIEHTApOT HAa MAapKETHHIIKATA
cTpaTernja Kako €IIeH Ol ,,4].[“43 eJIEMEHTHATE Ha
MapKeTUHI  MHKCOT, TIOKpaj  HOTPOIIyBadoT
(consumer), Tpomonure Ha HaOaBkara (COSt) u
IIOrOIHOCTa Ha HabaBKaTa (Convenience).

WuTerpupabe Ha KOMYHHKAIMUTE HE € HOB
KOHIIETIT U BCYIITHOCT Pa3MHUCIyBama BO HACOKa Ha
HUCTUOT MOXe J1a ce HajaaT ymre Bo 1920tute. Beke
B0 1966 roa. HayuyHute U 00pa30BHUTE paOOTHULI
MoYHaJe /1a mpejsiaraar KoMOMHUpaHa yrnoTpeda Ha
IIPOMOTUBHHUTE aJIaTKM, CO L€ Ja ce o00e30eau
CHUHEPreTCKU e(PEeKT BO MPOIIECOT Ha KOMYHHUKAIIHW]a.
Bo moueroxot Ha 1990TTe UMK OMI1e BOBeneHM
BO JIUTEpaTypaTa Kako HaydHa JAMCLUILIINHA, & BO
TeKOoT Ha 20THOT BEK, Ha CBETCKO HHUBO, C€ CIy4Hja
HU3a OMNIITECTBEHU IMPOMEHU KOU JPACTUYHO TO
IPOMEHH]ja HAYMHOT Ha KOj OpTraHU3alMHTe Tiieaaa
Ha UMK.

Ona mto e untepecHo on acnekt Ha UMK Bo
MapKeTHHIIIKA  CMHCIa, €  pa3MeHaTa Ha
uHpopmanuu. Cenak, O JE€HEC, HE € MOCTUTHAT
KOHCEH3YC 3a €IUHCTBeHa Ne(UHUIMja, HUTY IaK
cMeraMe Jeka enHa neduHuIMja Tpeba na Oume
npudareHa HcanpoTd OCTaHATHTE, OUIEJKH CcaMo
OTICEXKEH Mperjiel Ha JuTepaTypaTa MOXKE Ja HHU
Kpenpa LEJOKyHa CIMKa 3a KOHLENTOT M Jla HH
IIOMOT'HE BO HETOBO pa3zbupame u npumena. UMK e
KOHIIETIT U IIpollec Koj Tpeba Ja MoYHe U J1a 3aBpLIH
CO TOTPOIIYBAa4OT W HEroBuot cperoriien. MMK
IOKpaj TeHepajHaTa HjAeja 3a pa3MeHa Ha
uH(popMalnu, Noapa3dupa U Kperpame Ha JeTajaeH
IUIaH CO TNPEeABHJIEHH YEKOPH 3a OCTBAPYBAE HA
IIPEHOC Ha Iopakara N0 LenHara nyonuka. Kaxo
JIBOHACOYEH Ipoliec Tpeda 1a 00e30e/1u eAHOCTaBHO
Y TIPUjaTHO MOTPOITYBAYKO UCKYCTBO.

IPOCTOp; HNPOIEC — AKTUBHOCTHTE KOU CE MPe3eMaaT 3a J1a ce
HCTIOpaya IPOU3BOOT 0 KPajHHOT IOTPOIIYBAY.

43 4] enemeHTH Ce OHECYBAAT HA: IIOTPOLIYBAYUTE — [IEJTHATA
IpyTIa co MHTEpPeC U HaMepa Aa I'o KyIH MIPOU3BOA0T; TPOIIOLH
— BKYIIHHTE TpOLIONM KOM CE€ CO3]JaBaaT BO IIPOLECOT Ha
HabaBKa Ha MPOM3BOAOT, KAKO MApH, BpeMe, eHepruja M CIL.;
MOTOTHOCT — MOYKHOCTA 3a €JHOCTaBHa W Op3a HabaBka Ha
IPOU3BOJIOT Off MECTOTO HA MNpojax6a; KOMYHHKALMja —
HUMK.
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Bo cBoero HajocHoBHO HuBO, MMK, 3Haum
MHTETPHpambe Ha CUTE MIPOMOTHBHHU aJIaTKH, CO LIeJ
na ce obe30eau XxapMOHHUja M KOH3HCTEHTHOCT BO
HHUBHOTO JieNTyBame. HampenHoTto HUBO ce jaByBa
KOTra HWHTerpanyjaTa TM HAJMHUHYBa OCHOBHHUTE
KOMYHUKAI[NCKH ~ajlaTK{, IpH IITO, MOCTOjar
pa3MyHM HMBOA Ha HMHTErpalyja: XOpU30HTAJHA,
BEpTHKAJHA,  BHATpPEINIHA,  HAJBOpEUNIHA |
MHTETpalyja Ha MOAATOIIH.

HHTerpupameTo Ha MOJATOLM CE€ OJHECYBa Ha
pa3Boj Ha MApKETHHINKA WHPOPMAIUCKUA CHCTEMU
KOM coOMpaaT M JAWCEeMUHHpAaaT TOAATOLH 3a
pa3IMYHHUTE TPYNH Ha CTEUKXOJACPH U Ma3apoT BO
LeJIMHA, 10 PA3IMYHUTE OJICTH BO KOMITaHHjaTa.

BosenysameTo Ha koHuenror Ha IMK kako nen
O] CTPATEIIKOTO IJIAHUPAhe HA KOMIIAHUUTE HE €
ceKoraml eJHOCTaBHO. HampoTus, Bo mporecoT Ha
umiieMenTtanyja Ha UMK Ha nonr pok, Moxe 1a ce
jaBar oapeeHu Oapuepy KOU ja OTSIKHYBAAT UITH BO
KpajHa Mepa | ja OHeBO3MOXKyBaar ucrara. Exna ox
HUB € OTCYyCTBO Ha TOJJIpIIKA OJ BPBHHOT
MEHAIMEHT (MM CONCTBEHHUUTE). JlomomHuTeneH
OTpaHUYyBavKH €JIEMEHT MOXe Ja Oujar u BHaTpe-
OpraHM3alUCcKuTe KOHQIUKTH. JlomonHuTenHa
MOTELIKOTH]ja CO KOja Cé cOOouyBa KOMIIaHHjaTa BO
nporecor Ha ummieMeHtupawe Ha VMK e wucro
Taka U u300pOT HaA €1eH, MOMery HEKOJIKYTe
pasJiMyHM TpuUCTanu 3a BoBeayBame Ha HMMK:
NPUCTANOT OJl BHATPE KOH HAJBOP; MPHUCTAINOT O
HAa/JIBOp KOH BHATpe; Kpoc — (yHKIMOHAJEH
CTPATETUCKU TIPUCTAIl; TPUCTANl HA CTaBamke Ha
HOTPOIIYBauOT BO IIEHTApOT Ha JIEJIOBHUTE
AKTUBHOCTH.

Nmajku ja nmpensuj notpedara 1a ce NpuMeHyBa
IITO TIOBUCOKO HHUBO Ha WHTErpamdja Ha
notpouryBauute Bo npouecotr Ha UMK, moxe na
KaXemMe Jeka 3a BoBeayBame Ha HWMMK Bo
KOMITAHUUTE € MOTPEeOHO MPETXOHO Aa ce paboTH
Ha pa3Boj Ha KOPIIOpAaTHBHA CTPYKTypa M KyJITypa
Koja 0a3Wpa Ha ma3apHa OpHEHTalMja U Koja
noapa3Oupa  TOBHCOK  CTENEH HAa  WHTEp-
(GyHKIMOHATHA KOOpJAMHAIH]a, OJIHOCHO
CTOJIeNTyBame Ha WH(OPMAIHH TOMETY pa3TUIHUTE
OJIICTIH.

Bo Taa Hacoka, ce TOCTaBeHH HEKOJIKY OCHOBHHU
OPUHIUINM KOM TO TloMaraaT IpoOLEecOT Ha

nMmImieMeHtupawe Ha HMMK: co3gaBame Ha
opraHu3zaiija Koja BO IIEHTapOT Ha aKTUBHOCTHUTE
ro cTaBa MOTPOILIYBAYOT; ynorpeba Ha CHCTEM Ha
IUIAHUPakEe OJl HAJABOpP KOH BHATpe; (OKyC Ha
HCJIIOKYITHOTO HCKYCTBO Ha MOTPOILIYBAYUTC ;
NOCTaBYyBalk¢ Ha IEJW 32 IOTPOIIYBAYHTE;
KOOPJMHUPAKE Ha IEJUTE 3a MOTPOILIYBAYHTE CO
KOPIIOpATHBHHUTE II€JM; pa3Boj Ha OJIHOC KOH
NOTPONIYBAa4OT KAako KOH 3HAYaeH pecypc;
HacovyBamke Ha (DYHKIMOHATHUTE MAapPKETUHIIKH
AKTUBHOCTH, MEHYBamb€ HA MOCTOJHUTE MAPKETHHT
KOMYHHUKAITHH.

OO06e30enyBameT0 Ha €IHOCTaBHA YCIyra co
MOJKHOCT 3a HEIIpeYeHa KOMYHHUKAIIMja € 0J] rojieMa
BOKHOCT O] TIIOBEKe acmeku: o0e30emyBa
3aJJ0BOJICTBO Kaj TOTPOIIYBauUTe, TO 3ajaKHyBa
MMHIIOT Ha KOMIIAaHHjaTa; IPecTaByBa rapaHiyja 3a
KBAJIMTET BO MOBTOPEHU KYIyBama; ja 3roJieMyBa
JI0jaTHOCTAa  Kaj TMOTPOIIyBayuTe; 00e30emyBa
NMOBHCOKH npodutu Ha aoir pok. O Ipyra cTpaHa,
OTCYCTBOTO Ha  COOJBETHa W  HaBpeMeHa
KOMYHHKAI[Mja € CHTYPEH MaT 3a JICJIOBEH HEYyCIeX.
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PERSUASION AND SALES OF IDEAS AND
PRODUCTS:
THIRD PARTY TECHNIQUE IN
MARKETING COMMUNICATION

ABSTRACT

The most common response that researchers face in terms
of whether the promotional (communication) messages
placed by various institutions, organizations, companies,
and / or people affect people is that they do not affect
them. In contrast, when respondents are asked if they
think that such messages affect others, the answer is most
often confirmational, with strong conviction. In such a
perception, there is an overestimation of the effect of
communication messages on generalized others and
underestimation of the effect of messages on oneself.

Except in cases where promotional messages can be
considered positive as is the case with raising citizens'
awareness of important social issues, the ability for
promotional messages to influence our attitudes and
behavior should be taken seriously, especially in the
direction of better educating the population about the
potential harmful effects, manipulation of opinion,
attitudes and behavior (creating a consumerist society),
as well as the

means to recognize the tactics that support and reinforce
such influence.

Information and campaigns of influence are part of a
broader phenomenon, which we call strategic (political)
marketing communication. The planned approach to
communication, which includes activities based on
detailed knowledge of the situation and the target group,
applying scientific principles and tried-and-true
practices, often results in massive support for the ideas
and programs put out. Man, stimulated by his own
survival instincts, tends to be organized into social units
and belongs to various reference groups, and therefore
the probability of following a particular leader (in
opinion) is in large part predetermined. Indeed, if we
manage to influence the opinion and attitudes of the
leader of a particular group, we can automatically
influence other members of the group. The use of leaders
and / or opinion creators in marketing communication is
known as the third-party technique.

Key words: persuasion, marketing communication,
third-party technique
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YBEJIYBAIGE M TPOJAKEBA HA MJIEU 1
IMTPOU3BO/IN:
TEXHUKATA HA TPETH JIMLIA BO
MAPKETUHI KOMYHUKALIUJATA

AmnCTpakT

HajgectnoT oAroBOp €O KOj HCTpaKyBauyuTe Ce
COOYyBaaT BO BPCKa CO MPAIIambETO Al IPOMOTHBHUTE
(KOMYHHKAITUCKUTE) TIOPAKU KOH T'Yl TIACHPAAT Pa3HUTE
WHCTUTYIMH, OPTaHU3aIlH, KOMIIAHUU W/WIK JIHIA UM
BJIMjaaT Ha JyleTo, e Ieka He UM Biujaar. CIpOTHBHO Ha
0Ba, KOT'a UCIIUTAHUIIUTE Ce TPAIIAHH JIaJId CMETaaT JieKa
BaKBUTE TIOPAKH UM BIIMjaaT Ha JPYTHU JIKIA, OJTOBOPOT
€ HajuecTo MOTBP/JICH, CO CHJIHO u3pa3eHa yoeaeHocT. Bo
Baka (QopMmupaHaTa mepleniuja ce 3abenexyBa
NpEIEeHYBambe Ha ePEKTOT HA KOMYHUKAIIUCKHUTE TOPaKU
Ha FeHEePATM3UPAHNUTE IPYTH JHIIA WU MOTIECHYBakhe Ha
e(ekToT Ha mopakute Bp3 cedecu. OCBEH BO CiIy4aj Kora
O MOXelno Ja ce cMeTa Jieka ¢ TO3UTHBHO
MPOMOTHBHHUTE MMOPAKH JIa BIMjaaT HA OJJHECYBAHETO HA
JyTeTo, KaKo IITO € CIIy4ajoT CO MMOUrame Ha CBECTa Ha
rparaHuTe 3a BaKHH OMIITECTBEHH Tpalliabha, MOKHOCTA
3a TIPOMOTHBHUTE TIOpPAaKW Jia BIKjaaT BpP3 HAIIUTE
CTaBOBU M OJIHECYBame Tpeba 1ma ce cdaTu Cepro3HO,
ocobeHO BO Hacoka Ha moxobpa eaykanuja Ha
HACEJICHHETO 3a TOTCHIMjATHUTE INTETHH e(QeKTH,
MaHUIyJalydja CcO  MHCICHETO,  CTaBOBHUTE U
OJTHECYBamkeTO (CO3[IaBatbe HA  KOH3YMEPUCTHUYKO
OIIITECTBO), KaKO W HAYMHHUTE 3a MpPENO3HaBamhe Ha
TaKTUKUTE KOW T'O MOJUIPKYBAaT M 3aCHIyBaaT TaKBOTO
BIIMjaHUeE.

HNudopmarnunre n kammamuTe Ha BIIMjaHUE C€ IET OJT
efieH )eHOMEH cO MOIMPOK om(aT, Koj ro HapeKyBame
cTparemka (TONUTHYKA) MAPKETHHT KOMYHHKAIIH]ja.
[ImanupaHwoT mpucTam BO KOMYHHKAIMjaTa, Koj
BKITy4yBa aKTUBHOCTH 0a3MpaHH Ha JETAITHO TO3HABALC
Ha CHUTyalyjara W LeJIHaTa Tpyla, MPUMEHa Ha HayYHH
NPUHLUIY U UCTIPOOAHM MPAKTHKH, HEPETKO Pe3yNITHpa
BO MAacOBHa IMOJIPIIKA HAa IUIACHPAHHUTE WJIEH W
nporpaMu. YOBEKOT, MNOTTUKHAT OJ COIICTBEHUTE
MHCTHHKTH 32 TIPEeXHBYBame, MMa TEHICHIMja Ja Cce
OpraHM3upa BO COIMjATHH €AWHHIM U J1a TIpHUIara KOH
pa3Hu ped)epeHTHHU TPYIIH, TOPAJIH IITO BEPOjaTHOCTA Ja
ClleIn OfIpelieH Jujep (Ha MHUCIEHE) BO TOJIeM el €
oJHampen ojpeneHa. BycmHoct, ako ycreeme 1a
BIIMjaeéMe Ha MHUCIICEHETO M CTaBOBUTE Ha JIMIEPOT Ha
oJ]pe/ieHa rpyna, o aBTOMaTH3aM MOXKE Jla BIIMjaeMe U
Ha OCTaHATHTE WICHOBH OJ Tpynara Koja T'o CIeIu.
Ynorpebara Ha TUIEpH W/WIK KPEaTOPH HA MHUCIICHE BO
MAapKECTUHT KOMyHI/IKaHI/Ij aTa € I103HaTa KaKO TEXHHUKAa Ha
TPETH JINIIA.

Kayunu 360poBu: yoemyBame, MapKETHHT
KOMYHI/IKaIH/Ij a, TCXHHWKA Ha TPETH JIMla
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1. BoBen

»3a xkuBot (CACM), ,Ilpomena, He 3amena’
(JIeBuma), ,,Cekorar pabora. Cexorain
Makenonuja“ (BMPO JIIMHE),, ,#MeToo*/
#CeraKaxysam* (HBO cexrop), ,,Tu He cu TH, KoTa
cu rimager (Snickers), ,,Have a break, have a Kit
Kat“ (Kit Kat), ,,Just do it“ (Nike), ,,I’'m lovin’ it”
(McDonald’s), ,,Maybe She’s Born With It, Maybe
It’s Maybelline” (Maybelline), ,.Because You’re
Worth It” (L’Oreal ), ,,For Everything Else, There’s
MasterCard” (MasterCard), ,Ideas for Life”
(Panasonic), ,,Think Different” (Apple)...

OBa ce camo Man Jel OJ TOpaKkuTe KOU
CCKOjIHEBHO CTHTaaT 10 HAc, MPEKy MAaCOBHUTE
MaauyMu (TEJNeBH3HWja, PaIW0, BECHUIU), MPEKY
WHTEPHET U COLU]jaTHUTE MPEXKH, TPEKY HAJICITHUIN
Ha aBTOOYCH, IUIAKaTH HAa aBTOOYCKH IOCTPOJKH U
3rpaguTe, OUIIO0OPIU U CBETIICUKH PEKJIaMH | JIOT0a
Ha TUIOMITAIUTE, MPEKy TPETH Julla... BeymHocT ce
IpeTIocTaByBa Jieka of 1970ture no aenec OpojoT
Ha peKJIaMU Ha KOHW €JIeH IPOCEYeH MOTPOIIyBay €
n3noxkeH ce 3ronemui ox 500 ma men, Ha 5000 Ha
nen (Johnson, 2006). I'ostem e 01 HUB ce Kpenpaat
CO med Ja He yOemaT BO HHBHATa BHCTHHUTOCT,
criopeq ,,MaHTpara‘ AI/II[A44, 38 J1a HH TO
MpHBJIEYaT BHUMAHHUETO, Jla MOOyIaT WHTEpeC, 1a
co3manar sxenba (morpeda kKoja HE € pe3ynTar Ha
HalIata MpUpoJIa, TYKy € KpeupaHa Kako pe3ylTaT
Ha HAJBOPEIIHM CTHUMYJIAHCH) U J1a HE HaTepaaT Ha
aKmuja (HaCOYEHO OJHECYBAm€ KO€ PEe3yITHpa CO
3a/I0BOJTyBah-€ HA CO3/1a/IeHaTa enda, BOOOUYaeHo
MPEeKy KyIMyBame WIM MOCAKYBaHO O] CTpaHa Ha
UCIpakaunTe Ha MopaKaTa, OJIHECYBAbE).

HajuecTHoT 0ATOBOp CO KOj MCTpa)KyBayuTe Ce
COOYyBaaT BO BpCKa CO TMpallalkbeTo JAaiu
IMPOMOTHUBHHUTE (KOMYHUKAIIUCKUTE) MTOPAKH KOU TH
Ilacupaar pa3HUTE WHCTUTYIUH, OpraHU3alluy,
KOMITAaHWH W/WJIH JTUIIA UM BIIMjaaT Ha JIyT'eTo, € IeKa

4 AIDA: Attention, Interest, Desire, Action

4% QOcHoBHaTa XHUIIOTE3a 3a egekmom HA mMpemu IUYd
MPeTIIOCTaByBa Jieka JyreTo HMMaaT TeHAeHIWja aa (cu)
co3/aBaar (JakHa) mepIienimja aeka nopakute (Tiacupanu o
MacOBHHUTE W JPYTUTe MEIUYMH) MMaaT IOToJeM e(peKT Bp3
JIpyTHUTE JIyfe, OTKOJIKY Bp3 HUB CAaMHTe, 6a3upaHo Ha JTMYHATA
npuctpacHocT. IIputoa, TOYHOCTA HA Neplenuujara Ha
JIMYHOCTA 32 TOA KAKO MOPAKUTE (M MeAUYMHUTE) BCYIIHOCT

HE UM BIIMjaaT, YeCTOMATH TMOpaau kenbara ma ce
n3z0erne HauBeH usrien. COpoTHBHO Ha OBa, KOra
UCIIUTAHHUIIUTE CE MpallaHd Jajld CMeTaar JeKa
BaKBUTE IMOpAaKU MM BJIHMjaaT Ha Jpyru JIMIA,
OJITOBOPOT € HajueCTO MOTBPJICH, CO CHITHO
uspasena ybemenoct (Davidson, 1983; Mutz,
1989; Althaus, 2003; Manheim, 2011).
[lepuenuujata M mpeTnocraBkara 3a ,,M3Bec-
HOTO BJHMjaHHEC HA IOPAKUTE HA JPYrH JHUIA
CBOjaTa OCHOBA ja UMa BO BEPYBAETO JIeKa IPYTUTE
JTyre UMaaT TOMajo 3HACHkE M MOMAJIKY BEIITHHU
(om Hac camuTe), 32 Aa UM OJi0JIeaT Ha MCTUTE U
3aroa, ce MOIMOJIOKHN HAa HUBHOTO BiMjanue. OBaa
Nepleniiyja ce TeMeld Ha TPU OCHOBHHM BHUJOBH Ha
onHecyBambe Ha muauBuayute (Davidson, 1983):
Co3/aBambe Ha CIIMKa 3a cebe Kako COIMjalHO
MOXKEJIHA JIMYHOCT (CO camojioBepOa); COLMjaIHO
JUCTaHIMpamke (JIMYHOCTA U30HMpa Ja ce ojjaieuu
Ol JPYruTe KOW TH TMEPIHIHpa KaKo JIECHO
MOJITIOKHU HA  TOpaKure); nepuunupata
W3JI0’)KEHOCT Ha MOPAKUTE (BEpyBambEe JIeKa JIPYTrUTe
CaMOBOJIHO Owmpaar ma Ougar yOemeHH of
nopakute). Bo Baka gopmupanara neprernimja ce
3a0enexxyBa TMpeleHyBambe Ha e(eKToT Ha
KOMYHHKAIINCKUTE TIOPAaKd Ha TCHEPATH3UPAHUTE
JIpyru IMIla WIK TOTIEHyBakbe Ha e(eKToT Ha
nopakute Bp3 cebecu. Bo Haykara, BakBaTa
nepleniyja € TNpeaMeT Ha MpoydyBambe IO
TEPMHHOT TI03HAT KaKO ,, ehexm Ha mpemu auya ‘.
OcBeH BO city4aj Kora OM MOXKEJO Jla ce CMeTa
JeKa € TIO3UTHBHO TPOMOTHBHHTE IOPaKH Ja
BIIMjaaT Ha OJIHECYBAWHETO Ha JYI'eTO, KaKo IITO €
CIIy4ajoT CO IMOJMTarke Ha CBECTa HA TparaHuTe 3a
BaXHU OIMIITECTBEHU TMpallama, IPEeKy COLUjaTHU
MapKETHHT KaMITamkbH, KaKo Ha MPUMEp KaMITamkbH 3a
norojema 6e30eaHOCT BO cooOpakajor,
HaMaJlyBalb€é HAa CEMEJHOTO HACHJICTBO, Hama-

UM BJIMjaaT Ha JAPYruTe Jyre CTaHyBa MpeJieBaHTHA, KOra
Ha ,dopmynara® ke ce gojane peakuyujama Ha
0UeKy8arbemo 3a enujanuemo Ha nopaxKume 6p3 Opyzume
ayre. Bo edexkTor Ha Tperw Jmua, (oKycoT He € Ha
AMPEKTHATA peaKluja HA COAPKUHATA HA NOPaKaTa, TYKy
OIHECYBAIHLETO KO€ € peaKnuja Ha 0YeKYBaHOTO BJIMjaHue
Ha nopakute Ha apyrure (Gunther & Storey, 2003).
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JyBamke HAa HEPAMHOINPABHOCTA MOMElY MaXXHTE H
KEHUTE BO pPaMKM Ha €IHO OINIUTECTBO U CIL.,
MOYKHOCTA 3a IPOMOTHUBHUTE TIOPAKH J1a BIIjaat BpP3
HAIlIUTEe CTAaBOBU U OJIHECYBame Tpeba a ce chaTu
Cepuo3HO, oco0eHO BO Hacoka Ha Tmoao0pa
elyKalyja Ha HACEJEHUETO 3a IOTCHLHUjaJIHUTE
ITeTHH e(eKTH, MaHWIyJalfja CO MHCICHETO,
CTaBOBUTE M OJHECYBAaWmETO (CO3/laBambe Ha
KOH3YMEPUCTHYKO OIIITECTBO), KAKO U HAUMHUTE 32
IPENO3HABAKE HAa TAKTUKUTE KOU I0 NOJAp>KyBaatr
U 3aCHJTyBaaT TaKBOTO BJIHjaHHUE.

[lcuxonorujara (Hayka 3a YOBEKOBUOT YM H
OJTHECYBAmE€TO, KOja KMa 3a el  MpPeKy
[IOCTaBYBalb€ Ha TIEHEPAJHU MPUHLMIN Ja TH
pasz0epe MHAUBHIYaTa ¥ TPYIUTE) U COLMOJIOTH]aTa
(Hayka 3a pa3BojoT, CTpYKTypaTa u
(YHKIIMOHUPAHETO Ha OMIITECTBOTO) CE HAYKH KOU
uMaje 3HayajHa  yilora BO  pa3BOjOT  Ha
MapKETUHIIKUTE ¥ KOMYHYKAI[CKHTE CTpPATETHH.
WNmajku mpenBuja J1eKa YOBEKOT, HOTTHKHAT O
COIICTBEHHTE WHCTUHKTH 32 MPEKUBYBAbE, HMa
TEHJEHIMja Jla Cce€ OpraHu3upa BO COLMjAJTHU
eAMHMLIM U Jla Ipurara KOH pa3sHU pedepeHTHH
Ipyny, MOKEME J1a KakeMe JieKa BepojaTHOCTa Ja
cienu oapeseH auaep (Ha MUCTIEHE) BO TOJIEM e
€ ofHamnpen ojpeneHa. BycmHocT, ako ycneeme aa
BJIMjaéM€ Ha MUCIICHETO U CTAaBOBUTE Ha JIMJEPOT
Ha OJpe/ieHa TIpyma, M0 aBTOMATHU3aM MOXeE Ja
BJIMja€M€e M Ha OCTAaHATUTE WIEHOBH O]l rpylaTa Koja
'O CIIe/IH.

[InanupanuoT npucran BO KOMyHHKaIMjaTa, Koj
BKJIydyBa aKTMBHOCTM Oa3MpaHM Ha JETaJHO
MO3HAaBakE Ha CUTyalMjaTa M LeJNHaTa Trpyna,
OpUMeHa Ha HAay4YHU MPUHLUION U HUCHpOOaHH
NPaKTUKHA, HEPEeTKO pe3ylTupa BO MacOBHA
NOJUIpIIKA HA IJACHUPaHUTE HUAEU U TPOrpaMH.
HNmeno, nHpopmanuuTe U KaMnamUTe Ha BiIMjaHHE
ce e 01 eJieH (heHOMEH CO MOILIMPOK omdar, Koj ro
HapeKyBaMe cTparemka (MOJUTUYKA) MapKETUHT
KoOMyHHKaluja. OBaa KOMyHHMKanuja omdaka
Kpeupamwe, AUCTpuOyluja, KOHTpoJsa, YNoTpeoa,
npolecupame U epekTu o MHPOpPMALUUTE KaKO
pecypc, mopaau ITO MOXEME J1a ja KOPUCTHME 3a
IIOCTUTHYBaWkE Ha OJpPE/IeHH 1eJHM, Ha OCHOB Ha
CO3HaHMjaTa Ha HayKaTa 3a HaYMHHOT Ha

WH/IMBUYAJIHO,  OPraHM3aIMCKO,  KOJEKTHBHO,
JpKaBHO HOcewme Ha omnyku (Manheim, 2011).

CymrtrHata Ha OBOj IUTAHMpAH TIPUCTAIN, KOj
BOJM KOH MacoBHa MpHU(ATEHOCT HAa HUICH, HE €
pe3ynTaT Ha yOenyBame Ha JIyF'eTo JeKa ,,0el10To €
1pHO*. HampoTuB, Kako MoYeTHAa TOYKA HAjuYeCTO
Tpeba na ce 3eMaT Beke mpudareHH CTaBOBH H
yoenyBama (IMOCTOJHU CTEPEOTHIIH, NPEIpacy.i,
IIMPOKO PacIpPOCTPAaHETH BEpyBarba U 3HACHA), KOU
[oTOa Ce 3ajaKHyBaaT NIpeKy IopakaTa, BO Koja
eIHOBPEMEHO C€ BMETHYBa M HJejaTa Ha CaMHUOT
ucrpakay.

[Touerokor Ha 20THOT BEK € MEPUOAOT Ha
OuHIIIe[IHA yIOoTpeba Ha TeXHUKATa Ha TPETH JIUIIA,
CO TIOCTENEHO 3roJIEMYyBamke Ha MHTEH3UTETOT Ha
npuMeHara 10 jAeHec. HaMepHOTO W MIaHHpaHO
BKITy4yBame Ha KpeaTOpH WM JIACPH Ha JaBHOTO
MUCJIEEe BO TMPOIECOT Ha KOMYHHKaIUja e
OCIIOPYBAHO KaKO HEMOPATHO W HEETUYKO, TTOPAIH
MOKHOCTa MCTUTE THE Ja KpeupaaT WM MpeHecaT
nopaka Koja € MpucTpacHa u Cy0jeKTUBHA.

CrnpoTHUBHO Ha OBa Pa3MUCIYBAE € TBPIACHETO
Ha Bernays (1928), eneH o HajuecTUTE KOPUCHUITU
Ha OBaa OBaa MpaKTHKa, JIeKa HCTaTa € MOPAIHO
onpaBJaHa, OMJIeJKH ce€ MPEeTIOocTaByBa JeKa T.H.
eKCIIEPTH C€ MOpPAHO HE3aBHCHM U aBTOHOMHH
WHAMBUAYH KOM C€ CIOCOOHM 3a CaMOCTOJHH
ONNYKH W PETaTHUBHO TEIIKO MOJJIOXKHU Ha TYro
Biaujanue. [lopagu rosemMoTo BiMjaHHE HA TPETUTE
JIUIIa BO MPOIECOT HA KOMYHHKAIMja U KPEUPAmbETO
Ha JaBHOTO MHCIIeHe, Bernays ja mpumenysan oBaa
TEXHHKA BO HAjroJieM Jied Of cBojaTa paboTa, IITO
Kako pe3ynTrar uMa OpojHM TOCHEeIULU WU
,[IPUTIOOUBKHU 32 IIMBIIIM3AIIM]aTa, KAKo:

® pacTpoCTpaHyBame Ha HWjejaTa 3a IMyHIeHme Ha
qurapy  noMery  JKEHCKaTa  IOIyJaluja
pabotejkn 3a kommanujata American Tobacco
Company u Openmor Lucky Strike, mpeky
kammnamara ,, Torches of Freedom* u ,, The Green
Ball* (Toj camuoT He mymien HHUKOrami, a ce
obumyBan na ja yoenu u cBojaTa Compyra Ja TH
OCTaBH IIUTApUTE);

®3roJIeMyBambe Ha MOIMYJIapHOCTa M Mpojaxkdara
Ha Oananute onx komanujata The United Fruit
Company, nenenrna Chiquita Brands
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International mpukaxxyBajku TH Kako 3IpaBa
XpaHa U aHTaXUpajku MO3HATU JIUYHOCTU Ja U
KOHCymMHpaar (u Bo jaBHOCT). MIMeHo, mopaiu
notpebata Ja ce OIpku pabOTEeHETO Ha
KOMITaHHjaTa Ha JJOJT POK U J1a ce M30erHe MOTEH-
[jajlHaTa HaIMOHAJIM3allkja Ha KOMIIa-HUjaTa
nopajy MpoOMEHaTa Ha BJacTa W moOemara Ha
Hanuo-HamucTor Jacobo Arbenz Guzman
Bernays ydecTByBal BO IOTHKHYBAKE U
OpraHM3Upame Ha Jp:KaBeH ynap Bo I'Baremana.
CBoeTo 3HaeHe 3a BIIMjaHUETO Ha eKCIIepTCKaTa
JaBHOCT Bp3 Kpeupame Ha MHCICHE Kaj
MOIIMPOKATa JaBHOCT TO HMCKOPUCTIII 34
COBETYBalb€ Ha KOMIIAHMjaTa Ja Kpeupa
AHOHMMHO IIOBEKEC HATIIHCH 32 BECHUK W
W3Bemtaj 3a 'Baremana koj moToa ro 0CTaBuie
0O CHUTE TMPETCTABHHUIIM HA aMEPUKAHCKHOT
CeHar, Kako U 70 OpOjHU KpeaTopH Ha JaBHOTO
Muciewe. Mcro Taka, mpakaie HeJISTHH CMa 32
I'Batemana no noseke ox 250 HOBUHApH, Mery
KOM U mpujatenu Ha Bernays kom pabotene BO
New York Times, kako U 10 KOJIYMHHCTOT
Walter Winchell. TTomomsa, Bo oBeke HaBpartu,
a TouHyBajku Bo 1952  kommaHujaTa
OpraHm3upaja mocera Ha ['Baremana 3a moseke
HOBUHApW KOW MOTOA U3BECTYBAJIE BO IMOJI3a HA
nenauTe Ha komnanujara. Bo 1954 roza. co momornn
Ha [MA (amepukaHckaTa areHuuja 3a
pa3y3HaBame), a TOTKPEIEHO CO MCHUXOJIONTKATa
TEXHHKAa Ha W3BECTYBamkE€ 3a YCIEIIHOCTa Ha
aKmujaTa, € U3BpIICH ApxaBeH ynap. [lotoa Ha
BiracT jgoara aukraropot Carlos Castillo Armas,
Y] UMHII BO TOYETOKOT OMJI OCMHCIICH O] CTpaHa
Ha Bernays, co coBeTHm 3a HEroBHUTE jaBHH
HaTctany Bo I'Baremana u Bo CAJI.%;

® aKTyeNlM3Hpamke Ha ClIaHWHAaTa Kako 37paBa
XpaHa 3a M0jaJIoK MPEKy KOPUCTECHE HAa MUCTICHHE
Ha  CKCIEPTU/IOKTOPU  CHEIHUJATUCTH  BO
MPOMOTHBHATA MOpaKa U Jp.

BceymHocT, TexHukara Ha TpPETH JMLA YIITE €
MO3HATa U KaKo ,,CPIIETO Ha OJJHOCUTE CO jaBHOCTA"
U JI0 JIeHeC € eHa Of Haj4ecTO YHmoTpeOyBaHUTE.
Excnieptute 3a 0HOCH CO JaBHOCT, TBpJAT JIeKa €

4632 moBeke, BUJIM:

https://en.wikipedia.org/wiki/Edward Bernays

enHa oJ HajeeKTHMBHUTE U HajeUKacCHUTE
TEXHUKH, KOja MYy OCHUTYpyBa OO0j€eKTHBHOCT Ha
ucrnpakador Ha mopakara (Little, 1995): ,3a
MEINYMHUTE W jaBHOCTA, KOMIIAHHMjaTa € €lIeH O]
HajMaJIKy JIOBEpJIMBHUTE U3BOPH HA MH(OPMAIMHU 32
CBOMTE IPOM3BOIM, Oe30emHocTa mpu pabota u
3alITUTaTa Ha JKMBOTHATa CpeAMHA. 3aToa, JBaTa
BHUJIa HA JABHOCT K€ CE HACOYaT KOH EKCIIEPTH, 3a Ja
nobujar 00jeKTMBHO MHUCHEHme. Pa3BojoT Ha
MOJIPIIIKA OJ1 TPETH JIMIA U TTOTBP/Ia HA OCHOBHUTE
MOpaKd Ha KOMIIaHWjaTa € OJ WCKIyYHTEIHA
BakHocT. OBaa mojupmika Tpeda na 1ojue oj
MEIUIUHCKH aBTOPUTETH, TOJUTHYKU JIHJCPH,
NPETCTABHUIIM HAa [WHAMKATH, Tpodecopu U
aKaJeMHUIM, TPETCTaBHUIM Ha  MOJUIMjaTa,
CYJCTBOTO, aKTHBHCTH 3a 3allTHTAa HAa JXUBOTHATA
cpeauna.” Ucrpaxysamara (Cook et al., 1983)
MOKaKyBaaT Jieka CO TIOMOII Ha MEIUyMUTE,
TPETUTE JIMIa CTAKHYBaaT MOXKHOCT JIa BIIMjaaT BP3
MPEHOCOT U NMPH(AKambETO HA UICH U IPOU3BOJIN O]
CTpaHa Ha TIONIMpPOKara jaBHOCT (TparaHuTe/
norponryBaunte). TEeXHUKUTE 3a MpUMEHa Ha
BJIMjaHUETO HA TPETH JIMIIA CE ACTATHO ONHIIAHHA BO
kaurara ,Jllpomaranma® na Bernays, kame ce
BOOYYBa JIeKa HAIMIIAHOTO HE C€ NPUHIUIH 3a
OIICHKA Ha COOJIBETHATA ITPHMEHA Ha MpoIaraHjara,
TYKY aJJaTK{ 3a 0(pOPMYBamk€ Ha JaBHOTO MUCIIEHE,
3a Omio koja men, 6e3 ornea nanmu e Jo0pa WM
mTeTHa. BirjaHueTo Ha OBUE TEXHUKH HAj100pO ce
BOOYYBaaT OJi HUBHaTa mpuMeHa BO Bropara
Ceercka Bojua, onx crpana na Goebbels,
repMaHCKHOT MUHHCTEp 3a MpOoIaraHaa, Koj Kako
oboxaBaren W MpoydyBad Ha jaenata Ha Bernays
ycriean Jia ro co3jazie ,,KylIToT Ha GUpepoT"* OKoIy
Adolph Hitler (Gunderman, 2015).

2. le¢pyHupame ¥ pa3jiudHUd TUIIOBH HA ,,TPETH
JIMIA*“ M HIBHUTE KapAKTePUCTHKH

Bo 1955 roz. on cTpaHa Ha /1Bajiia HCTpakKyBayH,
Katz u Lazarsfeld 6eme nmpemnioskena xurmoresa 3a
MoJie] Ha KOMYHHUKallMja BO J[BA YEKOPH, CHOpEN
KOja MacOBHATa WHJIOKTPHWHAIMja Ha HACEIICHUETO
MIPEKy MAacOBHUTE MEIUYMH HE € IUPEKTHA, TYKY €
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NOCpEe/IHA KAaKO pe3yjTaT Ha BIIMjaHUETO Ha T.H.

wJaUOepu Ha jagéHomo mucieme“ Kou ja
¢uiTpupaar mopakara Ipen Jga CTHTHE [0
MacoBHaTta mybOnuka. VImMeHo, mopakata o

UCIPAKAYOT, MPEKY MEIAUYMOT CTUTHYBa MPBO [0
JUIEpUTE HAa MUCIICHETO U J0 MaJl JIe] Of] IieJIHaTa
nyOJiiKa, a TMOTOa 0 OCTAaTOKOT OJ MacoBHATa
nyonuka. Jlugepu Ha JaBHOTO MHCICHE CE
pEeNaTHBHO TEUIKH 3a WACHTH(HKAIMja ¥ HE ce
dbopMalHA eKCIIEPTH O] 00J1acTa Koja € MpeaMeT Ha
pacmpaBa WM aHaJN3a; HE CE JIMLA KOU CEKOrail
JaBaaT COBET, HO C€ JIMIla KOU UMaatr BJIMjaHHE BP3
MUCIICEETO U OJJHECYBAWmETO Ha JIPYTHU JIyre, MpH
HOCEHE Ha OJJIYKHU 3a KyINyBame WiH (opMUpame
Ha MHUCJICHE 32 KOHKpeTHa TeMa. BooOuvaeHo
UMaaT MOBUCOK COIMjaJIeH CTaTyC M ce MHOBATOPH
BO IIPOIECOT HAa TPOOYBame Ha HOBH IPOU3BO/IH.

OB0j Mojen MpeTnocTaByBa U MOXHOCT 3a
BKIIy4yBal€ Ha JONOJHUTENeH uirep, T.H.
wKpeamopu Ha jagHomo mucaemwe, OIHOCHO
dopmanHH EKCIIePTH KaKo HAyYHUIIH,
aQHAJIUTUYApU, EKCIEepTH, HOBUHApPHU, KPUTHUYAPH,
NPaBHUIM WIK JIMIA O] BIIafieaykaTa TapHUTYpa,
KOHU Cc€ HajMEHH WJIM CaMOCTOjHO M3BecTyBaar ,,3a‘
WJIH ,,[TIPOTUB‘ OJIpe/ICHa TI0jaBa, OpraHu3aIfja uin
JUYHOCT. BooOnuaeHa mpakTHKa BO BaKOB CIy4aj €
TyreTo /Uiy OpraHu3anuuTe 1a 6apaaT COBETHU O]l
HUB, a THE Ja TW o00e30eayBaaT Ha OCHOB Ha
o0pa3oBaHme, HCKYCTBO U KPEAUOMINTETOT IITO T'O
nocenyBaar. Kpearoputre Ha jaBHOTO MHUCICHE
YecTO Ce IUTHPAHW BO JIMTEpaTypara, a HUBHUTE
COBETH HEPETKO C€ BKIYYEHH M BO MPOMOTHUBHUTE
MIOpaKH.

Yecrto, BO mpakcaTa 3a JOOMIDKYyBame Ha
oJipe/icHa ujeja 0 MOIIMPOKATa JaBHOCT, HAMECTO
WHAMBUAYH KAaKO KPETOPH Ha jJaBHOTO MHUCICHE
(excriepTH,  HOBHHApW,  CHEIHUJaJTUCTH...)  CE€
KOpHCTaT U T.H. ¢pponmoeu (Tpynu, acolvjalu,
OpraHu3aliii KOM HaBHIyM C€ HE3aBUCHH, a
BCYIIHOCT BO IM033/IMHA JIe]TyBaaT BO MOJI3a Ha Ipyra

47 Tepmunot Astroturf e ume Ha 6Gpen; Ha CHITMKOHCKA TPEBa,
a € CTaBeH BO OBaa ymoTpeba KaKo OATOBOP HA TEPMHHOT
Grassroots — opranu3aIiy ¥ TpyIu COYMHETH O TparaHy, KOU
ynotpeOyBaaT KOJEKTUBHA (hOpPMa Ha aKIUK Ha JIOKAJTHO HUBO,
3a Ja MHCIIMPUPAaT MPOMEHA KAKO Ha JIOKAIHO, Taka W Ha
PETHOHAIIHO, HALMOHAIHO, Ia IypH U MelyHapOJHO HHUBO
muBo. Osme Grassroots rpymu, mpeky ¢opMa Ha camo-

OpraHu3zalifja Wwiv rpyrma, Yu ujaeu uma norpeda aa
Oupar mpudaTreHn W MPOIIUPEHH Mery HapOAOT.
HaBunym, BakBUTE IpynH 3acTamyBaaT OJpeleHa
areHza oj OIIITECTBEH MHTEpec, JoJeKa BO
peasHoCTa, eIMHCTBEHATA LIEJT UM € JAMCEMHUHALMja
Ha CKPUCHHUTE MHTEPECH Ha OPraHU3alMUTEe KOU TH
CIIOH30pUpaar.

ChauyHM opraHu3allMy Ha T.H. (POHTOBH C€ U
rpynuTe nosnaru kako Astroturf4’  (mo 6pennor na
BUJ Ha CHJIMKOHCKa/BEUITayKa TpeBa), KOU Ce
dbopMupaHy 0O MHAYCTpHjaTa, JOJeKa MPHUBHIHO
U3rJiesa U ce MpeTcTaByBaat Kako Ja ce opMupaHu
ol oOuW4yHM rparand. BakBure Tpymu ce dYecTo
KOPUCTEHH KAaKO MAapKETHHIIKH aJIaTKH, OHIEjKH
KpenpaaT MpPHUBHJ 32 OApEACHA HJeja KaKO BeEKe
npudareHa oJl Iesl O HACEIEHHETO, IITO ja IPaBH
MOJIECHA 32 ,,BapemhEe™ U O]l CTpaHa Ha MOLIMPOKATa
jaBHOCT. YmorpebaTa Ha TPeTH JIMIAa € 4YecTa BO
(dapmareBTCcKaTa HHAYCTpPHja, MOIUTHYKATa chepa,
UHIIyCTpHUjaTa 3a AJIKOXOJIHH NHjalaly U TYTYH H
MHoOry 1p. Enen on mpBute mpumepu Ha yrmoTpebda
Ha TexHukara AStroturf (1ako KOHKPETHHOT TEPMUH
yIITE HE IOCTOEN) I'0 cpekaBaMe BO TeaTapoT, BO
npamara Julius Caesar o Shakespeare, kora Bo 4nH
1, cuena 2, Cassius My nuinyBa M mpaka JaKHH
nyucMma ,,0/1 jaBHocTa* Ha Brutus co mopaku 3a cMpT
u youctBo Ha Caesar. Bo komepuujamsa yrotpeoa,
0]l CTpaHa Ha KOMIIAHMUTE, HEKOM OJI INpPBUTE
IIPUMEHHU C€ BO MOUYETOKOT Ha 20THOT BEK, KaKo IIITO
e mnpumepoT Ha KommaHujata Dixie Cups —
NPOM3BOMMTENl HAa 4Yallkd 3a TMHEHke 3a eIHa
ynoTpebda, Koja NpeKy NpOMOTHBHH NaMdIIeTn oA
umero The Cup Campaigner, Bpiiena BiujaHue Bp3
jaBHOCTA J1a 'M N30€THYBA YalllUTe KOU CE JOCTAITHU
Ha jaBHM MecTa (MIPOJABHUIM, BO30OBU U JIPYrH
MmecTa), Ouzejku mmpar 3apa3Hu Ooijectu (Lee,
2010). Ona mro Owno mTPOOIEMAaTHYHO W
3aBeyBayKo BO MaM(pJIETUTE € HEAOCTATOKOT O
uH(poOpMalMd 3a TOTEHUHUJaTHHOT TMPEHOC Ha
OosiecTuTe, KaKO U M30ETHYBAKHETO Jla CE MOTEHIUPa

opraHusaiyja, TH OxpaOpyBaaT WICHOBUTE Ja Ipe3emMar
HHHUIMjaTHBA W OJIrOBOPHOCT 3a 3allITHTa M pPa3BOj Ha
3aejIHMIIATa BO KOja JKMBeaT. 3a pasjiuka o HuB, Astroturf ce
CIIOH30pHWpaHW W BpHIAT IJIATCHA IMporaranjga 3a Apyru
OpraHMU3aIK CO jaCHa HaMepa Ja BJIMjaaT Ha jJaABHOTO MHUCIICHE€
3apanu npudakame Ha oJIpe/icHa UJeja.
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JieKa TopakaTa € MyIITeHa BO KOMEpIUjalH [EIu.
Enna ox mokoHTpoBe3HHMTE ymoTpeOM Ha oOBaa
TEXHHKA ja JIOIMpaMe BO TYTYHCKaTa WHIYCTpH]a,
BO 1993 roj., Kora akTUBHOCTUTE Ha 3ApY)KCHHjaTa
3a 3amtuTa Ha 37pasjeto Bo CAJl pesynrupaa BO
HOBM 3aKOHCKH DPETyJaTHUBU KOU IO OrpaHHYyBaat
nymemeTo W mnpoxaxbara Ha mwrapu. Jenm on
JUAEpUTE HA Ma3apoT BO MpoAakda Ha LUrapu, ro
uHHIMpaa Kpeupawmero Ha National Smokers
Alliance / Harnonannara ajgujaHca Ha IyIIadu Koja
1oToa, Bo nepuaotT o1 1994-1999 nouna arpecusHa
IIPOMOTHBHA KaMIlama, CoO HaMepa Ja MpUKaxe JeKa
rojeM Jen OJf TparaHuTe THU MOAIPKYBaaT
NyliauuTe ¥ HUBHUTE MpaBa. YCIEXOT Ha OBaa
OpraHu3aija € BO OCIIOpyBambe Ha JIEN O] 3aKOHUTE
KOHM TIOCTPOrO ro perymupaar mymiemwero (Givel,
2007).

Komnanunte, xou MHOry Op30 THU YBHIO0A
KOPHUCHOCTHTE U ja MPUMEHYBaa OBaa TEXHUKa, BO
on0paHa Ha HWCTaTa, BOOOMYAEHO TBPAAT JEKa UM
noMara Ja IUlacupaaT BaXXHH HWHQPOpPMALUU 10
jaBHOCTa, 0e3 uctuTe Aa Oumar cdareHu Kako
CyOjeKTHBHM M TpHCTpacHU. Bo mnpumenata Ha
TEeXHHKAaTa Ha TPETH JIHIIA, BOOOUYacHa MPaKTHKA €
Jla ce KOPUCTAT JOKa)XKaH! €KCIIEPTH W aBTOPHUTETH
0]l COOJIBETHaTa 00JacT, Kako IITO CE€ MOJIMTUUKH
JUIEpH,  aKaJAeMHUIH, Mpodecopu, TOKTOPH,
npercefaTeNd Ha CUHAWKATH, PaKOBOAWTETH Ha
NOJIMIIMja, 3aKOHOMABIHM, JIMACPH Ha IBIKEHA H
OpTraHM3aIMH 32 3alTUTa Ha )KUBOTHATA CPEANHA U
np. [Ipuroa, 3a MOCTUTHYBakE Ha yCIIEX Ce CMeTa 3a
BaXKHa TMpUMEHaTa Ha T.H. CcTpaTeruja Ha
»ep3yeame* (tie — up / tie - in)*® ma mapopmarmuTe,
criopell Koja CHUT€ aKTUBHOCTH TIOBp3aHHU CO
KOMYHHKAIlFja Ha OpraHM3andjaTta co IeJHaTa
nyOnuka, Tpeba 1a OuaaT MmoBp3aHu €IHa CO APYra,
KaKo Ha IpUMep MapajiesnHo (WK MoCcIeA0BaTEIHO)
Ilacupame Ha MPOMOTHBHA TMOpaka BO MAacCOBHH
MeauyMu (BecHHMK, paauo, TB), mnymrame Ha
ropaxata MpeKy COLUjaJIHu MEeIUyMH, BO MECTOTO
Ha mpojaxba (mMamompomaxba), 3a BpeMe Ha

48 3a IpB 1aT € KOpUCTEHa BO NOYETOKOT Ha 20THOT BEK, O]
ctpana Ha Edward Bernays.

49 TepmunoT blue chip 1oafa oy CMHUTE YMIIOBH BO Ka3UHATA,
KOM MMaaT HajroJleMa BPEIHOCT U € TIPEHECEH BO yNoTpeba u
Ha Gep3ara 3a ONKUC Ha KOMIIAHUM KOU MMaaT rojieMa ras3apHa

3Ha4YaeH Npa3HUK (HAJBOPEIIHO PEKIAMHUPALE),
OYKBaJIHO CTaBame HA IMPOU3BOJIUTE (MICHUTE) BO
pariere Ha IMO3HATH jaBHU JIMYHOCTH (J1a T'H KOPUCTAT
BO JaBHOCT, /1a T IIPOMOBHpaar Bo emMucuu Ha TB,
Jla T HOCAT Ha COLMjaTHA HACTaHM) U CII.

Bo Ou3HHC — OM3HHUC OJHOCHUTE, BIMjaHUETO Ha
TPETH JIUIIa € IOBEKE O] PEaHo, a CE MO3HATU KaKO
blue-chip / cun - uun®® knuenmu — xomnanuu xou
ce MO3HATH HAjMAJIKy HA HAI[MOHAIHO HHUBO, HO H
HOLIMPOKO, c€ (PMHAHCUCKU CTAOUITHU U CO OJUTMYEH
umul.  BooOuuyaeHo mpojaBaar  KBaJIMTETHH
OPOM3BOAM M  YCIYTH, KOM C€ HallupOKO
npudarenu. O HUB ce OYEKyBa JIeKa U BO YCJIOBU
Ha pelecHja ke ro ofpxar (pyHKIHOHUPAHETO Ha
BHCKO HUBO M C€ MaJKy PH3UYHU 32 WHBECTHPAIHC
BO HUB. Bo OuM3HHMC — OU3HUC OJHOCHUTE THE C€
JHMIEpU Ha MUCIICEHETO U C€ MHOTY OapaHu, OuejKu
HUBHOTO IPUCYCTBO KaKO KJIMEHTH BO MPOT(HOINOTO
Ha KOMIIaHM]jaTa, 3HaYM TapaHiirja 3a paboTemeTo u
BJMjae MO3UTHBHO Ha OAJyKara 3a copaboTka Ha
CHUTE€ TOTEHIMjallH KIWEeHTU. JlomomHuTenHa
MOYKHOCT 32 KOMIIAHUMTE € 1 TIOBP3yBabE CO MOKHU
3ApYy)KE€HHja ¥ HEeNpO(PUTHU OpTaHU3AIUH, YUH
YJICHOBU MMAaaT BHCOK OMILUTECTBEH CTaTyC U YyIJea
¥ MOXarT J]a BIIMjaaT Ha OJUTYKUTE Ha KOMITAHUUTE
BO Pa3JIMYHU MHIYCTpUU. TakoB € MpuUMepoT Ha
copabotka Ha IBM co 3apyxenuero 3a MapKeTHHT /
Marketing Society®®, xoe 6Gopu 3.500 Mokuu
YIEHOBU KOU CE MOBP3aHU CO OPOJHU PaKOBOIUTENN
Ha KOMITaHUM BO PEAIHUOT CEKTOP U MMaaT MOK Ja
BJIIMjaaT Ha HUBHUTE OJUIYKHU (BO I0J13a HA HUBHUOT
napTHep).

JlunmepuTte U KpeaTopuTe Ha MHUCICHETO MOXKAT
Ja  TpuaoHecaT  KOH  3rOoJIEeMyBame€  Ha
KpeAUOUIIMTETOT Ha opraHu3anyjata. Bo cymruna,
MOKeJIHA e pUMeHa Ha HPUCTATIOT
wKpeoubunumem  nped  euodaueocm*,  1TO
noapa3Oupa Jeka IpeJ arpecMBHa HPOMOTHBHA
KaMIlalkba Koja Ke ja 3rojeMd BHJIMBOCTa Ha
KOMITaHHjaTa Ha 1a3apoT, € MOTpeOHO /1a ce paboTH

BPEAHOCT W HajrojemMa 0e30eMHOCT O]l pHU3MK Ha
nHBecTuMjara. IIpumep 3a TakBu KommaHmu ce IBM,
Microsoft, Facebook, Disney u ap.

% Bumm noseke na: https://www.marketingsociety.com/the-
clubroom/about-membership#Z5v5yp7tjyH0c0J1.97
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Ha pa3BOj Ha KPeIUOMIUTETOT, KOj K€ IO OJIECHH
HpoLecOT Ha npudakame Ha MPOMOTHBHATA ITOpPaKa.

3. IlpuMep o1 mpakca: KakO HUTapuTe CTaHAa
»(Pakesa Ha c10001aTa* 32 JKeHUTE?

Bo 1927 rox. Bernays kpatko Bpeme e
aHT@XHUpPaH O]l TMPOU3BOAMTEIUTE HA IMTAPUTE
Chesterfield, unj rnaBeH KOHKYpeHT OMJl OpeHIOT
Lucky Strike ma American Tobacco Company.
VYcnexor Ha kamnamwata (Bernays kpeupan nopaxku
KOM T'0 MCMEjyBaaT HAYMHOT Ha PEKIAMHUPABE Ha
Lucky Strike, Bo k0j omepcku meauu TBpAese AeKa
nurapute Lucky Strike ce ,,He)XHM cO HHUBHHOT
rmac”) ro mpunyayBa George Washington Hill,
corcTBeHHKOT Ha American Tobacco Company na
ro anraxxupa Bernays u 3a motpebure Ha HeroBarta
Komranuja. EfHa o1 1ienuTe mocTaBeHa rnpej Hero €
3rojeMyBame Ha mpojaxobara Ha Openmor Lucky
Strike, ocobeHo momery *eHUTe, KOU BO HAjTOJIEM
Jen  J0Toraml, TO M30ErHyBaaT IIyIICHETO Ha
nurapu. llpBara ctpareruja koja Bernays ja
pa3BuBa, UMa 3a IeJI Jla TH Harepa >KEHUTE Ja
3aMeHarT JIeJ OJ] CBOMTE JIHEBHU OOPOIIU CO MYIICHE
Ha [HUrapu. 3a Ja To OCTBapaT 3aMHUCIIEHOTO, TOj
3Hae JieKa ke Tpeba Ja ru yoenaT *eHUuTe JIeKa Toa €
MOXKEJIHO U 100po 3a HUB (ciuka 1).

“I smoke a Lucky instead

of eating sweets.””

pr-

t's toasted”™
No Throat Irritation —ough.

Cimka 1. Pexkiama BO BeCHMK KoOja
NMPOMOBHMPA HOBA YNOTPeda HA LUTApHTE KAKO
3aMeHa 32 CJaTKH NPOU3BOAN

Taka, THMOT TIOYHYBa CO CO3/laBak¢ Ha HOB
ujean Ha JKeHCKa ybaBmHa — mocnaba (IMOTeHKaA)
JKeHa, UJieall KOj OCTaHyBa akTyeseH 1o aeHec. OBa
€ OCTBapeHO TMpeKy copaboTka co Qororpadu,
YMETHUIIM, HOBUHApM W  YPEJAHUIM  Ha
CHeNUjaIM3upaHy  CIucaHuja (Mara3wHu), KOH
NpeKy IOBTOPYBakEe Ha IOpakaTa BO pa3IMYHH
dopmu (poTorpadun, yMeTHUYKH Jienia, HATITUCH BO
BECHHIIM M CJI.) TIOYHYBaaT Jia ja HaMETHyBaaT H
MIMpaT IMopakaTa 3a HOBHOT HEa] 3a JKEHCKaTa
ybaBuHa. 3a 1a ce 3ajakHe e(heKTOT Ha IopaKaTa, BO
IpOIeOT Ha KOMYHHKalldja C€ BKIYYEHH W
EKCIIEPTH, KAKO JJOKTOPH CIICLIUjATUCTH KOU TBpAT
U MWOIYBAaT HAIMKMCH U KOJYMHU JIEKa LIUTApUTE Ce
103/IpaB U300p 3a pa3jivKa O] CIATKU MPOU3BOIH HA
0a3za Ha mekep. [lapaneHo, HajMEeHU ce W MO3HATH
jaBHU JINYHOCTH CO M3IJIE]] CIMYCH Ha MJCaJOT BO
co3zaBame (TIyMIM, My3U4apH ), KOH TUIAHUPAHO TO
KOHCYMHpAaat MpOU3BOJIOT BO jJaBHOCT M HA HACTAHH
O]l KyJITypHa U 3a0aBHa MPUPO/A, 3a J1a Ce CO3/aje

CJIMKA 3a I[MrapuTe KaKO OIIITECTBEHO TMOXKEICH
MPOM3BOJI, OCOOCHO TMOTOJCH 3a COlHWjaTu3aIyja
(ciuka 2).

e

Cinka 2. Pexnama Bo BecHuk 3a Lucky Strike
Koja mpeky d¢ororpadpuja nma Nickolas Muray
MPOMOBHPA BPCKa Mely OpeHIOT U y0aBa TeHKa
JKeHa
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[IpBara mpoMOTHBHA KaMIlamkba, UMa TOJIEM yCIIeX
¥ BOJIM JIO TIOroJieMa Mpojjak0a Ha OpEeHI0T momery
JKEHCKaTa MoMyJalyja U 3a3eMamke Ha TO3HIIHja Ha
nazapeH jujep. Cemnak, Kaj MonmMpoKara jaBHOCT, BO
OJTHOC Ha JKEHHUTE, OCTaHa CJIMKA 32 LIUTApUTE KaKo
HETIOXKEJICH MPOU3BO/I ¥ Ta0y TeMa. [ ieajku Ha oBa
Kako Ha TMOTEeHIMjalHa Ipedka BO mpojaxoOarta,
KoMITaHujaTa Oapa ox Bernays ma ro pemmu oBoj
npobaem. Kako nmodyerHa ocHOBa 3a pa3Boj Ha HOBA
cTpaTeruja, Bernays ro KOHYJITHPA
ncuxoanaimutuuapor Abraham Brill, ydyenux Ha
HEroBUOT 4MuKo Freud, 3a Bpckata Mery »eHUTE U
murapure. O Hero J03HaBa JeKa CIOpen
UCTpaXyBambara, JKCHUTE IIyIIa4yd Ha I[UTapUTe
riiegaaTr Kako Ha cum00i Ha crodoma (Torches of
Freedom), criopenyBajkii TW MPUTOA LUTAPUTE CO
¢axenoT Ha craTyaTa Ha ciobonata. OBa 0COOCHO €
ClIy4aj Kaj KeHUTe (PEMHHHUCTKH CO CHIIHO UYBCTBO
Ha MOTHINTEHOCT OJI HUBHATA MOJAPE/ICHA YJIOTa BO
OJTHOC Ha MaXHTe, BO MoOJepHHUOT cBeT. OBa
CO3HaHHWE My J1aBa ujeja Ha Berneys 3a npomotuBHa
kammama. Toj, Bo 1929 roa. opranusupa rpymna Ha
xKeHd (Miaan (eMUHHCTKY, WICHKH Ha TOTAIIHATa
[MapTuja Ha KeHHUTE, KOM H3Tjenaar yoaBo, HO HE
MPEMHOTY KaKO MOJIEJN), /1a CE I0jaBaT BO JaBHOCTA
CO 3allajieHa IMrapa BO paka, 3a BpeMe Ha napajara
110 TTOBOJI BEJIMTCHCKaTa rmpociaBata B0 New York
(cmuka 3). buito pemieHo, HajMajIKy IO TPU JKEHH CO
nurapa BO paka, Ja ce TojaBaT Kaj CeKoja Of
I[PKBUTE KaJie Ce CIaBH M NPHUOIIKYBajKH c€ JI0
mapajara Jia TY 3amnajaT [Urapure u Ja movyHar Ja
nymar. [myMunm u Mmojenu He 6110 mpeiBUEHO Ja
ce BKIy4YaT BO KaMmIamara, 3aToa INTO HCTaTa
Tpebasio J1a u3riena Kako Ja He € OpraHu3upaHa oj
HUKOTO M Kako Toa Jla € HOpMaJeH TeK Ha
HACTaHWTE, a He TMPOMOTHMBHA Kammama Ha
KoMIaHujaTa. bpojHu HOBMHAapU HpeTXoaHO Ouie
U3BECTEHHU JIeKa K€ MMa MHTEPECHO, HEBOOOUYAECHO
CIlydyBame 3a BpeMe Ha Tapajiata, KOM BO TOTpara
[0 MHTEPECHH BECTH C€ Hallle Ha MECTOTO Ha
HACTaHOT u COOJIBETHO Ha HEeroBaTta
KOHTPOBEP3HOCT, M3BECTyBaJle 3a HCTHOT BO

S lenocnara m3pexa riacu: ,,AKO IJIaHMHATA HE CaKa Ja
nojne xaj Myxamen, Toram Myxamen Mopa jJa OTHIC Kaj
mnanuHata®. Ce BepyBa Jeka MOTEKHyBa OJl CTapa TypcKa
HOrOBOPKA, a BO 3allCUTE € PErMCTPUPAHA Kaj AHTIIMCKHOT

pazmuunn  menuymu. Co Toa, Omn  00e30emeH
orpoMeH, OecruiaTeH MyOJIUIMTET, HAceKaae BO
CAU. Ilo Toj HactaH, nponax0aTa Ha HUTApH METy
JKEHCKaTa MOoMyJalyja noyHana 3adp3ano Ja pacre.

Cianka 3. @eMHHUCTKH aHTaKUPaHU Ja ce
M0jaBaT Ha BEJINT/IEHCKATA Mapajaa co Urapu

Cenak, 1 IOKpaj JOTOTallTHUOT €BUICHTEH yCIeX
Ha crpareruute Ha Bernays, mpoOnemMute BO
TYTYHCKaTa MHAYCTpHja Kako Ja Hemaar kpaj. Bo
1934 ron., moBTOpHO € moOapaHa MOMOII O OBO]
(tuckyrabunHo)  OpwinjaHTeH  ym.  MMeHo,
aHATUTHYApUTE Ha TAa3apoT BOOUYYBAaaT JeKa Kaj
KEHUTE BO TOa BpEME Ce€ jaByBa OTIOp BO
npudakameTo Ha 0o0jaTa Ha MAaKyBaWkeTO Ha
nurapure (3eneHa M LpBeHa), OuAejKH ce KOCcU €O
aKkTyenHata W npudareHa Mojaa Koja KEHHUTE ja
cienar. [lo onbuBameTo Ha npeasiorotr Ha Bernays
0ojaTa Ha TMAaKyBameTO Ja C€ MPOMEHH BO
HEYTpaJHa, TOpagl IOTECHIUjaIHUTE BUCOKH
TPOIIOIM W JOTOTAIIHUTE TOJIEMHU BIIOKYBama Ha
CpeZCTBa BO ITOCTOJHHUTE MAaKyBamka, CTPATETOT MOpa
Jla HajJe HOBO peIIeHue 3a MpobyeMoT. 3a Ja ro
HaJIMHUHE TTPOOJIEMOT TOj OJUTy4dyBa Jieka ,,Myxame;y
Tpeba ma oTuae Kaj IIaHuHaTa !, 0JHOCHO fa ja
HaIlpaBU MOCTOjHATa 00ja Ha MAaKyBamETO (3€JICHA),
MOJIEpHa U MTOCAKyBaHa.

¢dumocod Francis Bacon Bo merosoro jeno Essays ox 1625
rojx. 3HAYEHETO € JieKa Kora HalmaTa BoJja He MOXE Ja
mpeBlana, Toram Mopame Ja ce ,JIOTYMHHME Ha
ANTCPHATHBA.
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Cauka 4. PexsiaMma BO cnmucaHue Koja ja
npoMoBHpa 3ejieHaTa 0oja m Openmor Lucky
Strike Bo 3ejieHO MaKyBame

Bo nenrapot Ha HeroBaTa cTpareruja e mocTaBeH
XyMaHUTapeH, KyJITypHO-3a0aBeH HacTaH T.H.
3eneH Oal, CO MECTO Ha OJPKYyBame€ BO XOTEJIOT
Waldorf Astoria, Mmojgepupan oJ cTpaHa Ha rI-ra
Mabel Narcissa Cox, mopaHeInHa rmperceaaresika Ha
Jlp>xaBHaTa JUTa Ha JKCHCKHUTE Iiiacaun Bo New
York. JIpec — komoT 3a Bie3 Ha 0ajaoT, Ha KOj
YYeCTBYBaaT MHOTY TIO3HATH jaBHU JIMYHOCTH €
obnexka Bo 3eneHa Ooja. IlpomsBoaurenute u
pojaBaunuTe Ha o0JieKka W MOJHHM JoJaToLu Ouie
COBETYBaHM 32 MOTEHIMjAJIHUOT pacT Ha
nobapyBaykara 3a o0JeKa U MOJHHU JOJIaTOId BO
3eneHa 0oja. VHTenekTyanmu Owie MOBUKaHU Jia
JIpKaT TOBOpU Ha Tema ,,3€leHO . YmTe mnpen
MOYETOKOT Ha 3eNeHHOT Oal BECHHIIUTE W
cnucaHujata (Co TOCPEACTBO M BIHUjaHUE Of
KaHIleJapujaTta Ha Bernays) Hammpoko 300pyBaaT
3a aKTYyeJIHOCTa Ha 3eJieHaTa 0oja.

4. IIpaBHa (3aK0OHCKA) peryJjanuja Ha
BJIMjAHMETO HA TPETH JIMLA BO CBETOT M Kaj HAC

3noynoTtpebara Ha TEXHMUKATa ,6aujanue Ha
mpemu nuya“ Tpeda 1a Ouje peryiaupaHa co 3aK0H
U Ka3HMBa. ['oeMuoT 6poj Ha MOrpeUIHN MPaKTUKH
JIOBEJIE M JI0 BOBEYBAHE HA pa3HU 3aKOHCKU MEPKH
KOM MMaaT 3a LIeJl Ja ja HamMajJaT WM cIpeyar
3noynotpebara. Taka, Bo CAJl, ®enepaianara

komucuja 3a tprouja (FTC / Federal Trade
Commission) uMa mpaBo Ja Hapeau MPEKHHYBambe
Ha EMUTYBaIbE Ha MOpaKaTa WM J1a U3peye v Ka3HH
o $16.000 Ha meH, BO Cilydaj Ha MPEKPINyBambe Ha
JMaJCHUTe ,,HACOKW 3a ymorpeba Ha modandu u
CBeloYeHa BO pekiiamupamero”, a ox 2009 rog.
HAaCOKUTE C€ TPOLIMPEHH 3a Ja TO BKIy4YaT H
pPEKIaMHUPAETO HA COLUjaTHUTE MEIUyMH U
MapKeTUHIoT ,,04 Yycra Ha Yycra“. Ilpuroa,
KOMIIAHUUTE C€ JOJDKHH Ja C€ OCUTypar JeKa
TPETOTO JHIIC KOe TO HajMuie (0orepu, eKCrepTi
U CII.) c€ IPUIpPKyBa 10 HACOKUTE U € 00p3aHo Aa
M3BECTYBA 32 MIOHYUTE YECHO.

Bo EY, JAupexkTuBara 3a Hedep
KOMepPUHMjaJlHu TNPaKTHUKM Oapa IUIaTCHUTE
MIPOMOTHBHH MTOPAKU BO OUJIO0 KOM MEAMYMH BO cebe
Ja COApKAaT W3BECTYBame JeKka ce paboTm 3a
CIIOH30pUpaHa peKjiaMa, a Ha IUIATeHUTE TPETH
TUIa UM € 3a0paHeTo Ja ja 3aBeayBaar ImyOauKara
Ja BepyBa JeKa THE C€ pErylapHd KIHWEHTH Ha
kommnanujata. Bo B. Bpuranuja, Opranu3aunujara
3a 3alITHTAa HAa MOTPOUIyBayH o1 Hedep
TPrOBCKH  peryJjaTuBH, 3a0paHyBa  JIaXHO
peTcTaByBakb€  Ha  TPEeTUTE  JUIA  Kako
MOTPONIYBAa4YMd W TPEIABUAYBA Ka3zHa J0 2 TOJUHH
3aTBOp M MapUyHHU Ka3HU BO HEOTpaHWYE M3HOC 3a
npekpmmrenure. IloHaramy, BO  pekiaMHaTa
uHAycTpHja Bo bpuranuja ce jaBuja U OpojHH
HEBJIAMHA OpTaHU3aIlMM KOM CTpakapaT Haj
IPEKPIIYBakbETO Ha 3aKOHUTE U BPILAT UCTIMYBaHbE
BO CJTy4aj Ha >KaJIOM 01 CTpaHa Ha MOTPOIITYBAYHUTE.

Bo Ascrpanuja, 5aXHOTO H 3aBeIyBayko
pEeKIIaMUpAbEe € PEryIHpPaHO cO ABCTPAJIHCKUOT
3aKOH 32 NMOTPOLIYBA4M, HO Kaj HUB UMa IIPOIYCTH
BO CIIPOBEIYBamkH-ETO HA 3aKOHUTE, OUIE]KU TYKOUTE
HajuecTO Ce MHHUIUpPAHU OJ CTpaHa Ha
KOHKYPEHTUTE, a HE OJ IpXKaBHHUTE OpPraHd 3a
3alITUTa Ha MOTPOUIyBAauMTEe, Kako IITO €
ABCTpPa/IMCKATA KOMHUCHja 32 KOHKYpPEeHUHja M
norpomyBaud. ['oneM 1en oJ OBHE 3aKOHH cCe
NIPBEHCTBEHO HACOUYCHHW KOH JIAXKHUTE CBEIOYCH:Q,
nodandu u TBpAewma 3a MoHyaaTa (OWJIO of
KOMITIaHHUjaTa WK O] TpeTa JHila), a BpaOOTEHUTE BO
KOMIIaHWjaTa MOXe Ja Owujgar BO yjora Ha
MOTPOITyBauYMd, CaMO BO ClIy4a] Ha CaMOCTOjHO
npUcTanyBambe KOH mnodanbda Ha KOMIIaHUjaTa H
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KOra HemMa IPUTHUCOK OJ o(HIMjalieH aBTOPUTET Ja
CE BPIUM peKJIaMUpame Ha IPOU3BOIUTE.

Bo pamku Ha MakeZJOHCKHOT 3aKOH 3a 3alITHTA
Ha norpomyBauute o1 2004 rox., a cnopeaeHo co
OCTaHATUTE 3€MjU BO CBETOT, MOXE Ja MOCOYMME
JIeKa Ma MPOIYCTH BO OAHOC HAa PETYIUPAmHETO Ha
pEKIaMUPakETO HA MPOU3BOAM U yciyru. MmeHo,
Bo [en Il ox 3akonor, wien 27 u 28, KOH TO
perynupaaT  3aBelyBadyKOTO  peKJIaMHpame,
HUKaJle jaCHO HE Ce I0COoYyBa JieKa € 3a0paHeTro
NPUKAKYBAlke HA TPETH JIMIA HAJMEHU OJ
KOMIIaHHWjaTa, KaKo peryjapHu norpourysayu. Mcro
Taka, HEIOBOJIHO JIETAIHO € 00jacHeToO mTO cé
MO3Ke na npeTcTaByBa 3aBelyBa4KO
pexkjaMupame, O0COOCHO  OJ  acleKT  Ha
COJAP:KMHATA M HAYMHOT HA Npe3eHTHpPame Ha
HH(OpMANMUTE OJT CTPAHA HA OTJIACYBAYOT, HUTY
maKk ce omndareHu CcuTe KaHaJu (IMYHU H
HEJIMYHHM) M MeJIMYMH 32 MPEHOC HA MopakaTta.
CamuoT 3akOoH MMa MPETPIECHO U MOBEKE M3MEHH,
IITO IO MTPaBH PEIATUBHO TEKOK 3a pa30upame 1 01
CTpaHa ca MpaBHUIUTE, a YIITE OBEKE O] CTpaHa Ha
rparanute. JlomonnutenHo Bo bpomypara 3a
3alITUTA HA NOTPOLIYBAYMTE W3TOTBEHA O]l
cTpaHa Ha JIpKaBHUOT Ma3apeH MHCHEKTOPAT Ha
PM, koja Tpeba ma ciaykH Kako BOJAWY Ha
MOTPOITYBAUNTE, HHKAJAE HE CE CIIOMEHYBa
NOTEHIMjajTHaTa 3nmoynoTpeda Ha
KOMYHHKAIINCKUTE TeXHUKH, HAYMHUTE 32 HEJ3UHO
BOOUYBakbE M  MOXHOCTUTE 32 JellyBambe.
JononuuTesneH mpobdiieM mpeTcTaByBa ClIo)KeHaTa U
KOH()y3HA TIOCTAaBEHOCT HAa WHCTUTYIIMUTE KO Ce
HA/JIC)KHY 3a MpaBaTa Ha MOTPOIITYBAYHTE, IITO T'O
OTEKHYBa MPOIIECOT Ha MOJHECYBakE HA TIPHUjaBa U
3allOYHYBakb€ Ha TMIOCTallka 3a pellaBamke Ha
poOJIeMUTE CO KOU C€ COOUyBaaT MOTPOIITYBAYUTE.
BceymHoct, ciopen ucrpaxyBamara ox 2016 roa.
Ha Opraam3anmjata Ha MOTPOLIYBAYUTE Ha
Makenonuja 3a uHbpopMUpaHOCTa Ha rparaHUTE 3a
CBOHWTE TOTPOIIYBAYKH MpaBa, HAJTOIEM AEN O]
aHKeTHUPAaHHE TparaHy CMETaaT Jieka HUBHUTE ITpaBa
JEIIYMHO WJIH BOOIIIITO HE CE€ 3aIITUTEHH, a MCTO
Taka, TOJEeM JeJI OJf HHUB HE Ce€ MEeJIOCHO
uH(popMUpaHH 3a cBoWTe TpaBa. OBa moapazbupa
JIeKa ce TOTPEOHM TPOMEHHU BO paMKH Ha 3aKOHOT,
3a J1a MOXe Ja ce 00e30e1 COO/IBeTHA 3allITUTa Ha

rpafaHuTe TpU BpIICHE Ha HHUBHATA yJora Ha
HOTPOIIYBA4H, KaKO ¥ BOBEyBamhe Ha YHU(PHUIIUpPaH
CHCTEM Ha TOIUIAKH M KaJIOM BO KOj MHCTUTYLIUUTE
U 3JApy)XeHHjaTa Ha TMOTPOIIyBayHTe Ke Oujar
CHCTEMCKH TIOBP3aHH.

3akiaydox

Ce npermnocrtaByBa jieka oa 1970ture no aeHec
OpojoT Ha peKJIaMH Ha KOU €JeH NPOoceUYeH
MOTPOIITyBaY € u3J103keH ce 3rosiemut o1 500 Ha JieH,
Ha 5000 Ha nen. ['osmeM nen o1 HUB ce Kpeupaar co
e J1a He yOoenar BO HUBHATa BUCTHHHUTOCT, 3a J1a
HU IO IPUBJICYAT BHUMAHUETO, 1a TOOyIaT HHTEPEC,
Jla co3aaaar xenba (morpeda Koja HE € pe3yyTar Ha
HalaTa Ipupoja, TYKy € KperpaHa Kako pe3yJiTar
Ha HAJBOPEIIHM CTHMYJIAHCH) H JIa HC HaTepaaT Ha
akiuja (HacCOYCHO OJHECYBame KO€ PE3YNTHpa CO
3aJI0BOJTyBam-€ Ha CO3/1a/IeHaTa Kenba, BOOOMYaeHO
MIPEKy KyMyBame WM IMMOCAaKyBaHO OJI CTpaHa Ha
UCIIpaKadnTe Ha IMOpaKaTa, OJTHECYBAHE).

[Icuxonorujata (Hayka 3a YOBEKOBUOT yM H
OJIHECYBAWETO, KOja HWMa 3a Iel  MPeKy
MOCTaByBalk€ HAa TCHEPATHH MPUHLIMINA Ja TH
pasz0epe UHIUBHUIyaTa U TPYIIUTE) W COLIMOJIOTH]jaTa
(Hayka 3a pa3BojoT, CTpyKTypaTa u
(GYHKIIMOHUPAKHETO Ha ONIITECTBOTO) CE HAYKH KOU
uMaie 3HadajHa ylora BO  pa3BOjOT Ha
MapKETHHIIKUTE W KOMYHYKAIIMCKUTE CTPATeTHH.
YOBEKOT, MOTTUKHAT OJ1 COTICTBEHUTE UHCTHHKTH 32
MIPSKUBYBAKkE, IMa TCHJICHIM]a Ja ce OpraHu3upa
BO COIMjaTHU €JUHUIM U Ja Mpumnara KOH pa3HH
pedepeHTHN TpyHH, MOXeMe Ja Kaxkeme JeKa
BEpOjaTHOCTa Ja Cleau ofpeneH mnuaep (Ha
MUCJICEE) BO T'OJIEM JIeTT € OJHAIMPE ] OApeICHA.

[TnanupaHuoT mpucTan BO KOMyHHKaIlMjaTa, KOj
BKIIydyBa AaKTUBHOCTH Oa3upaHW Ha JIETaTHO
MO3HABAK€ HA CHUTyalMjaTa M I[eIHAaTa TpyIa,
NpUMEHA Ha HAyYHU MPUHIUIK W HCIPOOaHH
MPAKTUKH, HEPETKO pe3yaTHpa BO MacoBHA
MIOJIIPIIKA HA TUTACHPAHUTE UJICH U TIPOTPaMH.

MapkeTHHT KOMYHUKaldjaTa orndaka Kpeupame,
TUCTPUOYIIH]ja, KOHTPOJa, yIIoTpeda, Mpolecupame
u edextu oa nHMOPMALIMUTE KAKO pecypc, Mopaau
ITO MOYKEME JIa ja KOPUCTUME 3a TIOCTUTHYBamkE Ha
OJIpEICHHM IIeNIM, Ha OCHOB Ha CO3HAaHHMjaTa Ha
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HayKaTa 3a HAUYUMHUOT HAa  HHJIUMBHUIYaJIHO,
OpraHMU3aIMCKO, KOJEKTUBHO, IP>KaBHO HOCEHE Ha
OJUTYKH.

[Touetokor Ha 20THOT BEK € MEPUOJOT Ha
OUUTIIeJIHA YIIOTpeda Ha TEXHUKATa Ha TPETH JIUIIA,
CO TOCTENEHO 3rOoJeMyBalb€ Ha MHTEH3UTETOT Ha
npumeHara 10 JeHec. HamepHoTo W miianupaHo
BKIIy4yBamkE€ Ha KpeaTopH WK JUAEPU Ha jaBHOTO
MHCIICEhe BO MPOLECOT Ha KOMYHHKAalWja e
OCIIOPYBAaHO KaKO HEMOPAJIHO U HEETUYKO, MOpaIH
MO>XHOCTa MCTHTE THE Ja KpeupaaT WM MpeHecaT
nmopaka Koja € TpucTpacHa W CYOjeKTHBHA.
CrnpoTUBHO Ha OBa Pa3MUCIIyBalbe € TBPACHETO Ha
Bernays (1928), enen ox HajuecTUTe KOPUCHUIIN Ha
OoBaa OBaa IIPAaKTHKa, JIeKa HCTaTa € MOPAIHO
ompaBJaHa, OWJIEJKH Ce MPETIOCTaByBa JeKa T.H.
eKCIIepTH C€ MOpAJTHO HE3aBUCHU W ABTOHOMHH
UHAMBUAYH KOM C€ CIHOCOOHHM 3a CaMOCTOjJHH
OJUTYKM U PEJIaTUBHO TEIIKO TMOJJIOKHHM Ha TYyro
BJIMjaHHE.

Monenor Ha KOMYHHUKAalHja BO JBa YEKOPH,
cropel Koja MacoBHaTa WHJIOKTpUHAIMja Ha
HACEJICHUETO TMPEKYy MAaCOBHUTE MEAUYMU HE €
TUPEKTHa, TYKy € IOCpelHa KaKo pe3ylnraT Ha
BIIMJaHUETO HA T.H. ,,IUOEPU HA JABHOMO MUCIebe
KOHW ja (QuiITpupaaT mopakaTa Mpea Ja CTUTHE 0
MacoBHaTta myoOinuka. VImMeHo, mopakarta of
UCIPAKauoT, MPEKy MEIAUYMOT CTUTHYBa MPBO [0
JUIEpUTE HA MUCIIEHETO U JI0 MaJl JieJ Of] LieJIHaTa
ny0nMKa, a ToToa 10 OCTaTOKOT OJ] MacoBHATa
nyonuka. Jlumepy Ha JaBHOTO MHCIEHE Ce
pEeNaTUBHO TEUIKK 3a HACHTU(UKALMja U HE Ce
dbopmasiHu eKcepTH o] 001acTa Koja € mpeaMeT Ha
pacmpaBa WM aHallM3a; HE Ce JHUIA KOU CEKOTalll
JlaBaaT COBET, HO C€ JIMLla KOU UMaar BJIMjaHHE BP3
MUCJICHETO U OJIHECYBAWHETO Ha JPYTU JIyle, MpH
HOCEHE Ha OJJIYKHU 3a KyNyBambe Win (hopMupame
Ha MHCIICHE 32 KOHKPETHA TeMa.

OB0j Mozen MpeTnocTaByBa M MOXHOCT 3a
BKIIlyUyBamke Ha JOIMOJHUTENEeH Quiurep, T.H.
wKpeamopu Ha jaenomo mucaeme, OIHOCHO
dbopMmanHH eKCIIepPTH KaKo HAyYHUIH,
AHAIMTUYApH, EKCIIePTH, HOBUHApPH, KPUTHYAPH,
MpaBHUIM WIMA JIKMIA O] BiaJieaykaTa TapHUTYpa,
KOU C€ HaJMEHU WJIM CaMOCTOJHO M3BECTyBaarT ,,3a"

WIH ,,TIPOTHB‘* O/Ipe/ieHa T0jaBa, OpraHu3alija uin
JIUYHOCT.

Yecto, BO mpakcara 3a J00IIKyBame Ha
oJlpe/ieHa ujeja 0 MOIIUPOKaTa JaBHOCT, HAMECTO
WH/IMBUIYH KaKO KpPETOpPH Ha jaBHOTO MHCICH-E
(excriepTH,  HOBHHApH,  CHEIHUJaJUCTH...)  CE
KOpHCTAaT U T.H. hpoumoeu (Tpynu, acolvjalu,
OpraHM3aliyl KOW HaBUAYM C€ HE3aBHCHHU, a
BCYILIHOCT BO [103a/IMHA JIeJIyBaaT BO 110J13a HA JIpyra
OpraHu3alyja wid rpyrna, Yuu ey uMa notpeda na
ounar npudaTeHn U MPOLIUPEHH Mel'y HapOJIOT.

CnuyHu opraHu3anyi Ha T.H. ()POHTOBU ce U
rpynurte no3Haru kako Astroturf (mo OpemHOT Ha
BUJ Ha CHJIMKOHCKa/BelITauka TpEBa), KOU Ce
dbopMupaHy 0oa MHAYCTpHjaTa, JOJEeKa MPHUBHIHO
U3IJIeNla U ce MPeTCcTaByBaaT Kako Ja ce GopMupaHu
ol oOuW4yHM rparand. BakBure Tpymu ce 4YecTo
KOPHCTEHH KAaKO MAapKEeTHHILIKU ajaTKu, Ouaejku
KpenpaaT MpPHUBHJ 32 OApEACHA HJeja KaKO BeKe
npudarteHa o AeN Ol HACEJICHHUETO, IITO ja MPaBH
MOJIECHA 32 ,,BapemhE™ U O]l CTpaHa Ha MOLIMPOKATa
JaBHOCT.

Bo Ou3HuC — OM3HHUC OJHOCUTE, BIIMjaHUETO HA
TPETH JIUIIa € TOBEKE O] PeaHo, a Ce MO3HATH KaKo
blue-chip / cun — wun K1uenmu — KOMIaHUK KOU CE€
MO3HATH HajMaJdKy Ha HAIMOHATHO HUBO, HO H
MOIINPOKO, c€ (UHAHCUCKU CTAOMIIHU U CO OJJINYEH

umuy. BoobuuaeHo mpojaBaar  KBaJIMTETHH
NPOM3BOMM M YCIYyTH, KOH C€ HaIluPOKO
npudareHu.

Bo mpuMeHata Ha TeXHWKaTa Ha TPETH JIMIIA,
BOOOMYAeHa MPAKTHKa € J]a C& KOPUCTAT JOKaKaHH
eKCTIepTH M aBTOPHUTETH O] COOJBETHAaTa 00JacT,
Kako MITO C€ MOJUTHYKH JHICPH, aKaJEeMHIIH,
npodecopu, TOKTOPH, TPETCeNaTeNIn Ha CHH/INKATH,
PAaKOBOJHTENN Ha TIOJHIH]ja, 3aKOHOIABIH, JTHIEPU
Ha JIBWOKCHAa W OpPTraHM3allMd 3a 3allTHTa Ha
KMBOTHaTa cpeamHa W np. llpuroa, 3a
NOCTUTHYBalkbe Ha YCIeX Ce€ CMeTa 3a BaKHa
NpUMEHaTa Ha T.H. CTpaTeruja Ha ,6p3ysame* (tie
—up/ tie - in) nHa uHGOpPMAIUHTE, CIIOPE/] KOja CHTE
AaKTHBHOCTM TIOBpP3aHM CO KOMYHHKaluja Ha
opraHuszanyjata co lLieaHaTa nyOnuka, Tpeda na
Ouaar MmoBp3aHM €IHA CO Jpyra, Kako Ha MpHMEp
napajenHo (WK IMOCJIe0BAaTeIHO) IIacupame Ha
POMOTHBHA ITOPaKa BO MAaCOBHH MEINyMH (BECHHK,
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paauo, TB), nymrTame Ha MoOpakaTa IPEKY
COLIMjaJTHU MEIWyMH, BO MECTOTO Ha Mpojaaxkda
(manonpojiax6a), 3a BpeMe Ha 3HA4aeH MpPa3HUK
(HaIBOpEITHO pEeKIaMHUpame), OYKBAIHO CTaBamkbe
Ha Mpou3BOAUTE (MAEUTE) BO paleTe Ha MO3HATH
JaBHM JIMYHOCTH (71a TM KOPUCTAT BO JaBHOCT, J1a TH
IIpOMOBHpaar BO emucuu Ha TB, ma ru HOcar Ha
COIIMjaTHU HACTaHM) | CJI.

JlunepuTte M KpeaToOpUTe Ha MHUCICHETO MOXKAT
Ja  mpuaoHecaT — KOH — 3rojieMyBambe — Ha
KpeIMOMIUTETOT Ha OpraHu3anujara. Bo cymruna,
MOJKETHA e pUMeHa Ha MPUCTAIOT
wKpeoubunumem  npeo  euoaueocm*,  1TO
nojnpa3dupa Jaeka Mpea arpecuBHa IMPOMOTHBHA
KaMmama Koja Ke ja 3TojieMH BHJIJIMBOCTa Ha
KOMIIaHHWjaTa Ha Ma3aport, € NoTpeOHO /1a ce padoTu
Ha pa3BOj HAa KPEIUOMIUTETOT, KOj K€ IO OJIECHH
polecoT Ha Mpudakame Ha TPOMOTHBHATA MTOPAKa.

3nmoymorpebara Ha TEXHHWKATA ,,8lUjaHUE HA
mpemu nuya“ Tpeba na 6ue peryiarpaHa co 3aKOH
¥ Ka3HuBa. ['onemMuoT Opoj Ha MOTPENTHH MPAKTHKH
JIOBEJIE U 10 BOBEIYBAHE HA Pa3HHU 3aKOHCKH MEPKHU
KOM HMMaaT 3a [eJ Ja ja HaMajaT WIH cIipeyar
3noynorpedara. Bo paMku Ha MakeJOHCKHOT 3aKOH
3a 3al0TUTA HA noTpouyBayute oa 2004 rox., a
CIIOPEJICHO CO OCTaHATUTE 3€MjH BO CBETOT, MOXeE
Jla TOCOYHMME JeKa MMa NPOIYCTH BO OJHOC Ha
PETYIMPamkEeTO Ha PEKIIAMUPABHETO Ha IPOU3BOIU U
yciryru. OBa monpa3bupa jAeka ce MoTpeOHH
IPOMEHH BO PaMKH Ha 3aKOHOT, 32 Ja MOXe Jia ce
00e30e11 COOJIBETHA 3allITUTa Ha TparaHuTe TMpHU
BpIlICH-E¢ HA HUBHATA yJIOTa HAa MOTPOIITYBAayuH, KaKo
¥ BOBE/yBame Ha YHU(UIIUPAH CHCTEM Ha TIOTUTAKH
U KaJlOM BO KOj MHCTUTYLIMUTE U 3[pYKEHUjaTa Ha
HOTPOIIyBaunTe K€ OUJIaT CUCTEMCKH ITOBP3aHHU.
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Abstract

Economics has become multinational, and
international marketing brings together different
cultures, values, knowledge, attitudes about work
and life. For a long time in history, there has been an
interest in man through religious and sociological
terms, and today is the study of man through
industrial and economic relations. There is
knowledge about international marketing and
human resources management both current and
unavoidable. Otherwise, globalization itself is
complex and requires customization. It has gone
through several phases, and in this last third phase,
it has the most developed production and trade, an
increasing number of multinational companies and
human resources in large settlements. Therefore,
international marketing and international business
today represent important elements of improving the
business of companies, national markets and
economies.
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Apstrakt

Ekonomija je postala multinacionalna, a
medunarodni marketing sabira u sebi razliCite
kulture, vrednosti, znanja, stavove o radu i Zivotu.
Dugo vremena kroz istoriju, postojalo je
interesovanje za ¢oveka kroz religijske i socioloSke
termine, a danas je aktuelno proucavanje Coveka
kroz industrijske i privredne odnose. Tu su znanja o
medunarodnom marketingu i upravljanju ljudskim
resursima 1 aktuelna 1 nezaobilazna. Inace,
globalizacija je sama po sebi kompleksna i zahteva
prilagodavanje. Prosla je kroz nekoliko faza, a u
ovoj poslednjoj tre¢oj fazi, ima najrazvijeniju
proizvodnju 1 trgovinu,  povean  broj
multinacionalnih kompanija i ljudske resurse u
velikim seobama. Stoga danas, medunarodni
marketing 1 medunarodno poslovanje predstavljaju
znafajne elemente  unapredenja  poslovanja
kompanija, nacionanih trzista 1 ekonomija.

Klju¢ne re€i: medunarodni marketing, ljudski
resursi, globalizacija, promocija, kultura

91


mailto:mmaksimovic@idn.org.rs
mailto:mmaksimovic@idn.org.rs

Uvod

O znafaju  medunarodnog  marketinga,
medunarodnog poslovanja, kao i medunarodnog
menadzmenta ljudskih resursa za globalnu
ekonomiju, izliSno je govoriti. Marketing ima
multidisciplinaran karakter i obuhvata orijentaciju
ka potroSacima i orijentaciju ka konkurentima. On
podrzava organizacijske forme koje karakteriSe
fleksibilnost, izrazena specijalnost i pozitivan
menadzment odnos, §to daje pozitivan odgovor na
brze promene u tehnologiji, konkurenciji i zeljama
potrosaca. Takve organizacijske forme nazivaju se
»mrezna forma*“, ,mrezno upravljanje®, vrednosni
dodaci partnerstva“ i ,,alijanse®. Ovakve kompanije
poseduju sposobost prilagodavanja, agilne su i
sposobne da preokrenu strategiju u akciju (De Cieri,
Fenwick, 1998, Maksimovi¢, 2004. s. 5).
,Marketing  pristup  trziStu  (domadem i
medunarodnom) je preventivnog, usmeravajuceg i
strategijskog karaktera.” (Rakita, 2006, s. 25). Osim
Sto je planskog karaktera, on podrazumeva akciju
koja se sastoji u kreiranju i ostvarivanju trziSnog
uspeha. Kreiranje trziStnog uspeha postize se putem
kriranja trZiSnih vrednosti za sve zainteresovane i na
taj nadin ostvarivanja odredenih postavljenih
ciljeva.

1. Medunarodni marketing i globalizacija

Kako je globalizacija napredovala, tj. Sirila se 1
produbljivala svoje domete, tako su i medunarodni
marketing 1 medunarodno poslovanje Sirili svoj
opseg delatnosti. Tako je okruzenje medunarodnog
marketinga tokom vremena imalo svoje faze
evaluacije. U devetoj deceniji XX veka glavne
odlike marketinga su bile marketing kao autonomna
funkcija sa segmentiranom i pozicionom taktikom.
lako je u toj deceniji sam razvoj marketinga
stagnirao, mnoga odeljenja makretinga bila su
restrukturirana. Tokom desete decenije XX veka,
glavna karakteristika uspeSnog biznisa bila je
mrezna konkurencija, sa ciljem smanjenja sistema
troSkova 1 uvodenja novih proizvoda na trziste.
Rastu¢e kompanije bile su u potraznji za
reinZenjeringom procesa putem inovacija i putem

odnosa sa potrosac¢ima. U toj poslednjom deceniji
XX veka naglasavala se razlika izmedu marketinga
kao filozofije ili kulture i marketinga kao seta
upravljackih aktivnosti, strategije, sistema i
programa. Sama zamisao marketing orijentacije na
kojoj se insistira u organizacijama, pociva na
distribuciji informacija koji daju odgovore na
pitanja vezana za potrosace, Sto zapravo ¢ini deo
marketing mis-a. Medutim, prava baza vrsnog
marketinga u XXI veku je ,,vrsna propaganda“
(Piercy, Cravens, 1995. Maksimovic¢, 2004. s. 4).

Medutim, globalizacija sama po sebi je
kompleksna i zahteva prilagodavanje. Prosla je kroz
nekoliko faza, a u ovoj poslednjoj trec¢oj fazi, ima
najrazvijeniju proizvodnju i trgovinu, poveéan broj
multinacionalnih kompanija i ljudske resurse u
velikim seobama. Globalizaciju kao poslednji
stupanj  internacionalizacije,  karakteriSe i
regionalizacija 1 S§iroka ekspanzija. Moze se
posmatrati kao prosirenje, intenziviranje, ubrzanje i
rastuc¢i uticaj svetske povezanosti (Maksimovic,
Petrovi¢, 2017. s. 211). Danas globalni poredak ili
svetski sistem ¢ine tehni¢ko-informatic¢ka revolucija
i globalna ekonomija, globalna kultura i
transnacionalni politi¢ki reZimi koji podrazumevaju
transnacionalne korporacije sa svojim filijalama kao
lidere u oblasti poslovne ekonomije (Pecujli¢, 2002.
s. 53). Opsta je poznata Cinjenica da kredibilne
kompanije nastoje da se medunarodno proSire 1 tako
,»osvoje* druga trzista 1 osiguraju veci broj kupaca.
Nekada razlozi za Sirenje mogu biti ,,jeftina radna
snaga“, dolazak do sirovina, kupovina malih
kompanija, uvozna ograni¢enja zemlje domacina,
ekonomske koncesijie zemlje domacina, zastita
sopstvenih inovacija, orijentacija ka spoljnem trzistu
(Maksimovi¢, 2014. s.83)

Inace, ono Sto predstavlja okruzenje u
medunarodnom poslovanju, to i ¢ini uticaj na
medunarodni menadZzment ljudskih resursa, a to su
ekonomsko, politicko, tehnolosko 1 kulturno
okruzenje (Napier, Tuan, 1998). U medunarodnom
marketing poslovanju, kulturno okruzenje Ccine
jezik, religija, vrednosti i stavovi, pravo, obrzovanje,
politika, materijalna kultura i dru§tvene organizacije
(Grifin, 1984). Stoga, prilagodavanje kulturama
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odredenih trziSta u globalnoj areni postalo je
imperativ.

2. Upravljanje ljudskim resursima u kontekstu
medunarodnog marketinga

Strategije internacionaliizacije mogu se kretati od
onih najjednostavnijih do onih najkomplikovanijih,
ali svaki pristup zahteva znanje i iskustvo lidera i
menadzmenta (ljudskih resursa). Uspeh globalnih
poslovnih strategija je u uzajamnmom odnosu sa
uspehom prakse ljudskih resursa jedne kompanije.
Profesionalci ljudskih resursa imaju klju¢nu ulogu u
odabiru globalnog menadZzmentu i njegovog uspeha,
kroz obezbedivanje talentovanih  zaposlenih,
njihovom zadrzavanju i prihvatanju praksi ljudskih
resursa koja ¢e stvoriti i sjediniti visoko sposobnu
radnu snagu. U velikim preduzeé¢ima, neophodni su
zaposleni koji su spremni da se prilagode globalnom
trziStu, ali 1 zadrZe ona znanja koja su potrebna za
»sigurnost domaceg uspeha. (Harvey, Novicevic,
2000).

Globalani menatalitet osim §to zahteva globalne
vestine 1 znanja zaposlenih, on ukljucuje i razlicite
strategijske pristupe, 1 potrebno je isticati vise
slicnosti nego razlike, snabdevati potroSace
standardizovanim proizvodima, formirati adekvatnu
cenu i isticati prednosti kvalilteta. Globalne
kompanije imaju moto ,,rasti ili umreti*, a njithove
teznje su osvajanje globalnog trZiSta, globalnih
kupaca i sposobnost da se stoje rame uz rame sa
drugim globalnim konkurentima u istoj industrijskoj
oblasti. Takozvano ,,vrhunsko vodstvo‘ treba da ima
globalnu viziju, da omogu¢i da plan preraste u
akciju, da uz prikupljene informacije identifikuje
nove proizode i ustanovi da li su oni potencijalna
Sansa ili eventualna opasnost. Ekonomija je postala
multinacionalna, a medunarodni marketing sabira u
sebi razliCite kulture, vrednosti, znanja, stavove o
radu i zivotu. Dugo vremena kroz istoriju, postojalo
je interesovanje za Coveka kroz religijske 1
socioloske termine, a danas je veoma aktuelno
proucavanje Coveka kroz industrijske 1 privredne
odnose. Tu su znanja o medunarodnom marketingu
i upravljanju ljudskim rsursima i aktuelna i
nezaobilazna (Maksimovi¢, 2004, p.3).

Medunarodni  marketing 1 medunarodno
poslovanje  predstavljaju  znaCajne  elemente
unapredenja  poslovnih  politika 1 strategija
preduzeca, ali 1 elemente razvoja nacionalnih trzista
1 Sirenja medunarodne saradnje. Danas gotovo da
nema medunarodnog politickog dijaloga bez
reSavanja ekonomskih pitanja kao $to su privredni
rast 1 borba protiv nezaposlenosti. Politi¢ki dijalog
ukljucuje pregovore, reSavanja pitanja globalnih
nesuglasica i konflikata, ali i pitanja globalizacije
proizvodnje,  kvaliteta  proizvoda, odnosno
poboljSanja plasmana proizvoda ili usluga na
ekonomski opravdan nacin. To su ujedno i ciljevi
medunarodnog marketinga. Uz to, promocija
ljudskih resursa, uz promociju nacionalne kulture i
njenih vrednosti, predstavlja znacajnu aktivnost u
domenu spoljne politike jedne zemlje. Ovo je
znacajno, jer mnoge komunikativne barijere poticu
iz kulturnih razli¢itosti oli¢ene u jeziku, simbolima,
tradiciji,  vrednostima, normama i  nivou
obrazovanja. Stoga se u pojedinim slucajevima
kultura i kulturne razlike smatraju kljuénim za
komunikaciju i1 razumevanje u medunarodnom
marketingu. U uslovima globalizacije, upravljanja
ljudskim resursima odvija se na nekoliko nivao, na
primer etnocenri¢ni ili regiocentri¢ni, ili pak
policentricni. U globalnoj ekonomiji u ranoj fazi
globalizacije bili su znacajni ekspatrijati, a danas su
podjednako vazni 1 inpatrijati. Upravo zaposleni u
medunarodnim 1 globalnim kompanijama, koji
prelaze granicu zemlje rodenja predstavljaju nosioce
promocije nacionalnog i poslovnog identiteta.
Ljudski resursi su postali vazan faktor
medunarodnog poslovanja, postali su direktno
odgovorni za konkurentnost preduzeca i njegov
pozitivan poslovni imidZ. Oni uti€u i na pozitivan
imidZ? zemlje kroz obrazovanje, obuku, norme
ponasanja, vrednosti i stavove, ali i brigu o
sopstvenom zdravlju. Cak i ako jedna zemlja nema
apsolutnu prednost u proizvodnji i produktivnosti
odredenih proizvoda, ona moZe uz pomo¢ svojih
medunarodno konkurentnih zaposlenih da se
odrZava u medunarodnoj ekonomiji, ukoliko su oni
sposobni da se uklju¢e u marketinsku borbu za
opstanak na medunarodnom trziStu (Krugman,
1992/1993).
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U globalnim uslovima, upravljanje ljuduskim
resursima je postalo veoma kompleksno, a sama
uloga odeljenja ljudskih reursa kao strateSkog
poslovnog partnera je postala jos istaknutija. Kao
najznacajnije aktivnosti ljudskih resursa, izdvojili su
se ispitivanje 1 analiziranje zivotne sredine,
planiranje  potreba za ljudskim  resursima,
obezbedivanje potrebnih ljudi organizaciji, procena
ponasanja zaposlenih, kompenzaciono ponasanje
zaposlenog,  poboljSanje  radne  sredine i
uspostavljanje 1 sprovodenje efikasnih radnih
odnosa (Schuler, 1996). Kao i svaka druga profesija,
upravljanje ljudskim resursima sledi propise
profesionalne etike. Sami profesionalci moraju
razumeti poslovne probleme koje moraju da rese,
moraju se promisljeno odnositi prema pojedina¢nim
interesima zaposlenih, njihovom blagostanju, kao i
dostojanstvu svih zaposlenih na koje uti¢u svojim
preporukama i akcijama. Internacionalizacija
upravljanja ljudskih resursa je komponenta koja
ukljucuje  globalne  perspektivne upravljanja
ljudima, 1 obuhvata polje efikasnijeg iskori§¢avanja
ljudskih resursa, a prema strategijskim potrebama
organizacije (Wayne, Bailey, 1995). Sam strateSki
menadzment ljudskih resursa u centar stavlja ,,visok
uc¢inak radnog sistema“ i ukljucuje Cetiri elementa ili
organizaciona procesa, a to su: - snaga (donoSenje
odluka u organizaciji), informacije (odnosi se na
ljude koji ucCestvuju u komunikaciji), znanje
(veStine, sposobnosti  zaposlenih) 1  koristi
(komponeneta efektivne ukljucenosti zaposlenih)
(McMahan, Bell, Virick, 1998). Strateski pristup
upravljanju ljudskim resursima najjednostavnije
rec¢eno predstavlja odabir i1 planirano rasporedivanje
ljudskih resursa na one aktivnosti putem kojih mogu
ostvariti ciljeve zbog kojih su postavljeni na
odredene pozicije.

Do kraja XX veka multinacionalne korporacije
(MNK) su slale na medunarodne zadatke ljudske
resurse u razlicite organizacione jedinice van zemlje
u kojoj je sediSte kompanije. To je zapravo
etnocentricni  pristu koji podrazumeva slanje
drzavljana zemlje rodenja u inostranstvo. Medutim,
kako MNK nastoje da iskoriste poslovne
moguénosti zemalja u razvoju, neizbezno se
suocavaju sa jednim novim pristupom realokacije

ljudskih resursa, a to su inpatrijati. | ekspatrijati i
inpatrijati zapravo vrSe transfer znanja, ali u
razli¢itim pravcima. Inpatrijati su zaposleni
nacionalnosti zemlje u kojoj je se nalazi podruznica,
ali i nacionalnosti neke tre¢e zemlje. Lokalno znanje
inpatrijata treba da nadoknadi  nedostatke
ekspatrijata kao Sto su lokalna znanja, iskustva u
takvim kulturama, udaljenost od mati¢ne kompanije.
Premestanje inpatrijata moze biti vertikalno (iz
filijale u $tab) ili horizontalno (slanje u ravnopravno
zavisne jedinice). Inpatrijati, na primer, odlaze u
Stab mati¢ne kompanije, upoznaju se S njenom
korporativnom kulturom i prenose nova stecena
znanje u svoje mati¢ne jedinice. (Reiche, Kraimer,
Harzing. 2008).

Dakle, u ranijim fazama globalizacije, veoma su
vazni bili ekspatrijati, da bi u danasnjom fazi
globalizacije bili podjednako znacajni inpatrijati.
Ekspatrijati su ona vrsta zaposlenih koji odlaze na
rad u neku drugu zemlju, najces¢e onu gde doticno
preduzeée ima svoju podruznicu. Ekspatrijati se
Salju u inostranstvo u razliitim vremenskim
periodima, imaju odredenu funkciju kako bi
izgradili pozitivne odnose izmedu Staba kompanije i
podruznice. Te funkcije mogu biti vrSenje kontrole
nad zavisnim druStvima, koordinaciju njihovih
aktivnosti, kao 1 transfer znanja. Medutim, ukoliko
je kulturna distanca vec¢a izmedu Staba i podruZnice
jedne kompanije, ukoliko je prilagodavanje
ekspatrijata teZe, utoliko je moguénost za neuspeh
veci, a samim tim 1 troSkovi. Iz tih razloga su
inpatrijati postali znacajni (Borici (Begani), Borici,
Dergjini, 2013. str. 220).

Medutim, inpatrijati su zaposleni zemlje
domacina, tj drZzavljani zemlje u kojoj se nalazi
podruZnica neke strane kompanije. Od inpatrijata se
ocekuje da pruze kompaniji globalni nacin
razmi$ljanja u razvoju sopstvene strategije i
upravljanja operacijama u inostranstvu. Inpatrijati
olakSavaju transfer znanja u oba smera od zavisnih
preduzeca ka Stabu i obrnuto. Oni najbolje razumeju
lokalna trziSta i osposobljeni su da razumeju i
tumace podatke koji doprinose efikasnijem procesu
donosenja odluka o zavisnim delovima kompanije —
podruznicama. (Borici (Begani), Borici, Dergjini,
2013. str. 220 - 221). U svakom slucaju, i ekspatrijati
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I inpatrijati moraju poznavati poslovnu kulturu
kompanije za koju rade, moraju biti tehnic¢ki upucéeni
u moraju posedovati mnogostruke vestine. UspeSan
menadzment mora imati dobru komunikaciju sa
okolinom, a u tome mu pomaze izmedu ostalog,
kros-kulturna obuka, ali i promocija (Noe,
Hollenbeck, Gerhart, Wriht, 2006. p. 550, 552).

Promocija kao instrumenta medunarodnog
marketinga i marketigna uopste, ima ulogu da
informiSe i1 podstakne poslovne partnere na akciju.
U tome znacajnu ulogu igraju ljudski resirsi, jer oni
su ti koji treba ostvare stiulans razmene, povecaju
frekvenciju kupovine, uti¢u na razli¢itu upotrebu
proizvoda, pojacaju uverljivost, razbiju pogresna
shvatanja, ali i da pretvore nedostatke u prednosti.
Moguce je kombinovati pojedine oblike promocije,
menjati strukturu inforamcija i stalno obnavljati
komunikaciju kako bi doSlo do vece lojalnosti
kupca. Upravo su ljudski resursi ti koji treba da
smanje broj komunikativnih barijera kao §to su
zakonska 1 poreska ograni¢enja, simboli, tradicija,
vrednosti 1 norme i troSkovi (Rakita, 2005, s.421-
422). Jednu od znacajnih promotivnih aktivnosti
predstavljaju medunarodni odnosi s javnoscu ¢iju
sustinu ¢ini funkcionalno povezivanje sa kreiranim
korporativnim  imidZom i  instruticionalnim
komuniciranjem sa okruzenjem. Medutim, odnosi s
javnosScu su 1 viSe od efiksanog komuniciranja, jer
zahtevaju  odgovarajue poslovno ponaSanje
preduzeéa u razli¢itim sredinama, naroCito u
medunarodnom okruZenju. Ono na Sta ljudski
resursi moraju da obrate paznju su zapravo principi
medunarodnog marketing, a to su da jedno
preduzece mora da se ponasa u skladu sa zakonim a
zemlje u kojoj posluje, da mora da se ponaSa eticki
korektno i u skladu s lokalnom kulturom, kao i da se
ponasa prijateljski 1 a bude uvek dostupno javnosti.
Takode i1 ulogu medunarodnog oglaSavanja, ljudski
ressursi, tj. zaposleni preduze¢a moraju obavljati
korektno i moraju delovati informativno, ubedivaki
I podsticajno. Pri tome, vrS$i se odabir medija
lokalno, nacionalno ili globalno (Rakita, 2005,
s.441, 445). Takode, ljudski resursi su nosioci
nacionalne promocije izvoza koja obuhvata:

1) promociju nacionalnog poslovnog identiteta —
to je efekat zemlje porekla na potrosaca, poznato kao

»made in“ i podrazumeva renome koje jedna zemlja
ima na svetskom trziStu. To u svojoj osnovi ima
konkurentsku 1 trzi§nu referencu, kao i marketing
napor koji skupa vode do ekonosmskih efekata.
Renome zemlje porekla najces¢e podrazumeva
inovativnost - kori$¢enje novih tehnologija, dizajn -
kao spoljni izgled, stil; prestiz - tj. status; i nacin rada
— pouzdanost, kvalitet proizvodnje; i

2) nacionalno unapredenje izvoza — je U interesu
1 proizvodaca i same drzave. Ovim instrumentom se
obezbeduje medunarodni prestiz nacionalne
privrede, povecava zavisnost inostranih partnera od
nacionalnih proizvodnih potencijala, obezbeduje
stabilnost domace valute 1 trziSta. Takode
medunarodno  poslovno lobiranje  predstavlja
znacajnu stavku prilikom uticaja na donosioce
odluka, koji ¢e postupati tako i donositi takve odluke
koje ¢e imati relevantne 1 realne poslovne
implikacije. Cilj lobiranja je da se potpomogne
donoSenje povoljne odluke koja je u interesu
nalogodavca — preduzeca ili drzave. Na
medunarodno poslovno lobiranje mogu se osmeliti
samo jake multinacionalne kompanije koje imaju
medunarodne aktivnosti, a direktno ih sprovode
njihovi zaposelni, dakle kompanijski ljudski resursi.
Veoma je Cesto prisutno da se lobiranje vrsi u
funkciji odredenih grupa i to strukovnih, granskih ili
nacionalnih interesa. Stoga je jasno da lobista
zastupa uvek necije interese, nekih grupa ili
pojedinaca, a mora se nametnuti stru¢noscu,
poznavanjem problema zbog kojeg lobira. Dakle
treba da nudi znanje i informacije, i spretno sprovodi
lobisticke aktivnosti koje moraju biti finansijski
podrzane (Rakita, 2006, s.280, 470, 472).

ZAKLJUCAK

Kako se razvijala globalizacija, tako su mnoge
medunarodne kompanije, u potrazi za novim
trziStem kupcima i moguénostima postale globalne
kompanije. Sa njihovim razvojem postao je znacajan
razvoj ljudskih resursa u globalnom kontekstu.
Ljudski  resursi su postali vazan faktor
medunarodnog poslovanja, postali su direktno
odgovorni za konkurentnost preduzeca i njegov
pozitivan poslovni imidz. Upravo u promotivnim
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aktivnostima kao Sto su promocija nacionalnog i
poslovnog identiteta, odnosi sa javnoscu,
medunarodno oglasavanje, nacionalno unapredenje
izvoza 1 medunarodno poslovno lobiranje ljudski
resursi imaju klju¢nu ulogu. Njihova uloga se sastoji
u poboljSanju utiska i1 kroz to postizanja ciljeva od
interesa korporacije ili nacije.
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IMPROVING THE
COMPETITIVENESS OF SMEs BY
FOSTERING AND PROMOTION OF
NON-TECHNOLOGICAL
INNOVATIONS

Abstrakt

The small businesses that act at their level and
appreciate the importance of innovation as an
opportunity for change to a positive development in
the current unstable and uncertain business
environment not only survive. They successfully
compete and even thrive in the reach of emerging
unfavorable and volatile business and economic
conditions.

They use innovation as a strategic, system and
technology lever to develop flexible innovative
cultures, responsible business management
processes and global ecosystems. This ensures that
their employees develop creative credibility; Self-
confidence and belief, the ability to invent creative
ideas, and the courage to try and co-operate to
influence the desired changes in the world around
them.

What are the major business benefits that have
made the achievement of a number of key business
outcomes, including?

e Engaging and inspiring people to use the power of
the inner crowd and enabling people to create,
invent and update new products, processes and
Services.

e Increasing return on investment for shareholders,

¢ Achieve business growth goals and improve end
results,

e Increase business value, making business
attractive for shareholders, for mergers and
acquisitions, Achieve productivity and efficiency
gains to increase profitability,

e Compete successfully to meet the challenges of
industry, increase market share and extend
product lifecycle,

¢ Rapid response by developing internal
capabilities in both human and technological
resources to change direction and do things
differently.

Key words: marketing innovations, “New 4-P”,
hedonistic consumption, strategy for marketing
innovation

""'We cannot solve the problem with the same way of thinking
we used when we created it."
Albert Einstein \

l. Introduction

Research and technological development are
often viewed as the only way to get innovative
products on the market and a way to make a
company competitive. This approach may result in
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lower growth for those economic operators who
have limited investment and financial opportunities,
as is usually the case for the majority of small and
medium-sized enterprises.

Innovative entrepreneurship is: there are 5 types
of innovation according to Schumpeter:

* introducing a new product;

* use of new manufacturing technology;

* finding a new raw material or material;

* Exiting or creating a new market;

* using a new business or management
organization;

At European level and probably due to the
economic crisis, the message that the European
institutions want to convey to small and medium-
sized enterprises is that the process of innovation is
not mandatory and not only related to development
and research activities, thus placing the emphasis on
technological innovations.

Surely, innovation is a driver of economic growth
and play a key role, although there are at least so
many  opportunities  for  non-technological
innovation, for example through business models,
better design and process organization. Thus, the
slowdown in economic growth in the post-crisis
period has made it necessary to find additional
innovative leading models becoming even more
acute.

Indeed, according to data gathered through a
survey conducted for Innobarometer 2007, it
appears that more than 50% of innovative
companies are making innovations without the need
for additional research and development costs.
Compared to companies that are efficient enough,
these innovators are generally smaller, active in low-
tech sectors, and are in countries with relatively low
innovation characteristics. However, they grow at
the same, no lesser speed. They engage in other
creative activities to bring innovative products and
services to the market, and focus on consumer-
orientated or consumer-focused innovations as the
cornerstones of their innovation strategies. One way
to provide innovative products, services and systems

Is where they better meet the needs of the consumer
and are therefore more competitive.

The needs of consumers, aspirations and abilities
are the starting point and goal of the project
activities. Therefore, user-oriented innovation is
often driven by design activities for new designs and
includes tools and methodologies developed and
used by designers.

Engine design and tool for user-oriented and
sustainable innovation and differentiation, in
addition to technological innovation. Increased use
of design as an innovation tool can increase Europe's
competitiveness. Unfortunately, very often, design
is associated with limited aesthetic perception of
objects, while in reality, its application is much
wider.

The innovative business development in Bulgaria
is without an alternative for the following main
reasons:

1. Resource limitation - natural resources - water
resources, minerals, biosystems as a result of
conscious human activity are constantly decreasing.
Rising resource prices on international markets exert
constant pressure not only on the prices of finished
products but also on their effective use, thus
changing the nature of human activity.

Technological innovation is related to the
introduction of new production factors and new
materials to new technology, which requires
significant costs - both material and time.

2. Limitations of human resources. The aging
population and the negative birth rate in highly
technologically advanced countries do not allow for
intensive development.

Under the impact of these significant market
processes, economic agents - companies are looking
for a solution to the introduction of new buffer
systems and market penetration paths based on
functioning, highly competitive, marketplaces.

Small businesses that see and act at their level of
ability and appreciate the importance of innovation
as an opportunity for change to a positive
development in the current unstable and insecure
business environment not only survive. They
successfully compete and even thrive in the reach of
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emerging unfavorable and volatile business and

economic conditions.

They use innovation as a strategic, system and
technology lever to develop flexible innovative
cultures, responsible business management proce-
sses and global ecosystems. This ensures that their
employees develop creative credibility; Self-
confidence and belief, the ability to invent creative
ideas, and the courage to try and co-operate to
influence the desired changes in the world around
them.

What are the major business benefits that have
made the achievement of a number of key business
outcomes including:

e Engaging and inspiring people to use the power
of the inner crowd and enabling people to create,
invent and update new products, processes and
Services.

e Increasing the
shareholders,

e Achieve business growth goals and improve end
results,

e Increasing business value, making business
attractive for shareholders, for mergers and
acquisitions,

e Achieve productivity and efficiency gains to
increase profitability,

e Compete successfully to meet the challenges of
industry, increase market share and extend
product lifecycle,

e Rapid response by developing internal
capabilities in both human and technological
resources to change direction and make things
different.

return on investment for

I1. The innovation — the needed way

Here are the first 8 reasons - They are a system
lever that engages and enables people to influence
business breakthroughs and change culture, systems,
processes, products, and people. The result is an
increased commitment to organization, scope,
competitiveness, faster business growth and
increased business value to enable businesses to
develop in a complex economic environment.

Reasonl: The world is full of difficulties that
can hardly be solved and will not disappear.

So the simple conventional linear planning and
problem-solving processes using the same thinking
that created some of these unwanted problems in the
first place will not lead to vision, creative ideas and
innovative solutions needed to resolve them.

The first thing you need to know about
innovation is that they are basically seeing,
perceiving, and solving problems in a creative way!
This requires a sense of urgent passion and dream
dreams and thinking to play with solving wicked
problems in order to improve the quality of life of
people and the way we live.

Reason 2: Adapt to Black Swan events

Black swans are random and unpredictable
events that can not be expected, and make us
discover new ways to react and adapt to them and
their impact when they happen. So to be innovative
means to be ready and competent to adapt and to
know how to think differently. Knowing how to
think analytically and sideways, as well as knowing
how to think at a critical, creative and associative
level. To see and solve problems and to respond to
Black Swan Events and external crises in different
ways to turn them into creative ideas and innovative
solutions that people value and appreciate.

Reason 3: Take advantage of the Global
Entrepreneurship Movement

Entrepreneurship is becoming a global
movement and entrepreneurship is growing,
especially in emerging markets where China and
India are leading destinations, and Africa is
expected to be the next hot spot. There are three
particularly "hot" sectors that include people who
really want to "take responsibility for their future by
contributing to creating a better and more
sustainable place in the world" and "to make a
difference through the social, women and youth
sectors. This movement is fueled by governments
that realize that entrepreneurship is a means of
economic success and prosperity, as organizations
realize that they can use the collective genius of their
people by building entrepreneurial abilities and
eventually by creating new investors with strikes.
Innovation is a means of entrepreneurship, as well
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as a way of enabling and enabling people to take
control of their lives and to show their own destiny
and economic prosperity.

Reason 4: Blue Ocean Competition with
elegant and flexible startup methods

The book, Blue Ocean Strategy, claims that there
are no lasting excellent companies and that
organizations as well as people make smart and not
so smart things. They suggest that it is important to
make intelligent strategic moves and the strategic
move that has the central importance is to create
"blue oceans™ on destructive, new and undisputed
markets.

The growing business paradigm is shifting to the
discovery of blue oceans, which include appropriate
and flexible start-up methods as a way to innovate
businesses to create value for customers they value.

Reason 5: Sequence of advances in technology

The advancement of digitization, largely thanks
to the internet-dissemination of resources, creates
the connection and sharing of data between digital
devices ranging from home appliances and heating
systems to cars and even jet engines. This
connectivity and resulting data aggregation create
entirely new business models and revenue streams
for both emerging companies and established
companies that use existing assets in interesting,
profitable new ways. It also changes the basis of
competition, as companies can now compete as part
of ecosystems. Increasing accessibility and
accessibility to free online low cost education is
encouraging and enables almost everyone who has
the desire to learn and hunger for knowledge to
become an expert on matters in their field.

Start-ups of innovative entrepreneurs and
multiplying through the Internet, permanently
connected by mobile devices, cloud computing, and
social media, and especially through the
development of software applications aimed at
improving the quality of people's thinking and lives
everywhere.

Reason 6: Adapting to changing dynamics and
workplace trends

Because of the negative population growth and
conventional  sequencing  processes become
obsolete, the aging demographic situation on a

global scale is the new tidal wave that imposes
financial needs on already exhausted financial
systems. Millenniums are also changing jobs at a
rising pace as they are looking for more work,
independence and equality. Hiring processes are
changing, as most employers rely on Internet-based
social processes where reputation is rapidly
becoming increasingly important for professionals
and businesses. Free movement and bargaining
become a way of life, meaning more people work
from home by taking responsibility for generating
their own income and wealth. They also work more
than working together and working together. This
means that they work in a network and communicate
to share and gain knowledge, skills and experience.

These factors force organizations to explore
innovative strategies to increase staff engagement,
empowerment and improvement, as well as
acquiring and retaining the best talents.

Reason 7: Respond to growing expectations
and customer choice

Significant changes are needed in the way clients'
needs, desires and expectations are perceived and
assessed, as they are adapting to them, are
underpinned by the increasing speed and prevalence
of choice in an increasingly connected and digitized
world. Their focus is on gaining value that shows
that companies understand and share with them and
support the choice of lifestyle.

The clients have never had more control over
who they are, what they do, and what matters, how
and where they buy! Increased expectations and
complicated consumer choice affect organizations
that are becoming more customer-oriented through
their innovative changes. By using the Human
Center to improve user experience, it provides more
value and new ways to create and invent products
and services, and to implement plans in ways that
customer’s value.

Reason 8:
globalization

The current wave of globalization is driven by
policies that have opened up economies at national
and international level as a result of many
governments adopting economically free market
systems, significantly increasing their own

Enhancing the link with
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production potential and creating new opportunities
for international trade and investment while
reducing barriers to international trade and negotiate
new international agreements to promote trade,
goods and services as well as investment.

The main dimensions in marketing innovation
are: aspirating, choosing, discovering, developing,
accelerating, expanding, enlarging, and mobilizing;

It's no secret: the innovation process is a tough
process for established companies. Generally, they
are better manufacturers for well-established
products and services on the market than companies
that work as innovators by offering new, unfamiliar
products and services, and at least they can succeed
through changing creativity rather than optimize
existing and operating industries and businesses.

I11. Innovation and creativity

Since innovations are complicated for the entire
enterprise, they require a set of common practices
and processes for structuring, the need to organize
and promote. Together they represent an efficiently
functioning operating system. These often
overlapping, repetitive and non-repetitive practices
resist ~ systematic  categorization, but can
nevertheless be considered in two groups.

The first four dimensions are strategic and
creative, helping to identify and grasp the terms and
conditions under which innovation is more likely to
be built.

The next four - importantly deal with how to
deliver and organize for an innovative, continuous
process over time and with sufficient added value to
contribute as an effect on overall efficiency.

In the digital age, the pace of change is taking
place at a fast pace, so companies need to get these
strategic, creative, operational and organizational
factors right to make innovations successful.

1. Aspire

Courageously determined President John F.
Kennedy in 1962, the desire to "go to the moon in
this decade,” but motivates a nation to an
unprecedented level of innovation. A large-scale
vision can be a convincing catalyst, provided it is
realistic to stimulate real action today.

In a corporate setting, many executives have
discovered, even the most inspiring words are often

insufficient, no matter how many times they are
repeated. This helps to combine high-level
aspirations with value estimates that innovation
must generate to meet the goals of financial growth.
Quite a "targeted innovation for growth"” makes it an
explicit part of future strategic plans, helping to
highlight the importance of accountability for
innovation. The goal itself must be large enough to
force managers to include innovative investments in
their business plans.

However, the creation of quantitative ideas for
innovation is not enough. Target value must be
allocated to the respective business owners "and
goes down to their organizations in the form of
performance targets and timetables. Smaller risks
encourage inactivity or the belief that innovation is
working for someone else.

For example, a large farm cooperative had
planned organic growth without innovation. Top
managers created only a wishful thinking and a
strategic plan related to their financial goals: 6%
growth in core business and 2% growth in new
organic ventures. In order to encourage innovation
projects, these quantitative targets are parallel to
business units and, ultimately, by product groups.
During the development of each innovation project,
everyone had to show how they would contribute to
achieving the growth targets for their category and
markets. As a result, the agricultural cooperative
went from 4 percent to 13 percent annual growth,
coupled with the success of several new brands. In
fact, it has become a market leader in pre-cooked
food just four years after entering and has created a
new premium segment in this market.

Such working parameters may seem painful for
managers accustomed to a more traditional
approach. In our experience, however, executives
tend to use assessments and rewards for excellence
and account for the contribution of all top managers
to innovation.

2. 1 choose

Fresh, creative insights are invaluable, but
experience shows how many companies are working
harder because of a lack of new ideas than a struggle
to determine which ideas to support and scale. In
larger companies, this may be problematic during
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market mismatches when participating in the next
wave of growth may seem too risky and under the
pressure of competition to cause painful changes.

Innovation is inherently risky, and to make sure
you get the most out of a portfolio of innovation
initiatives in most cases it comes down to risk
management and its elimination. Since no one
knows where exactly valuable innovations will
occur, look for it anywhere impossible, managers
need to create some boundary conditions for the
spaces and opportunities they want to explore. The
process of identifying and outlining these spaces can
work from intuitive visions of the future to be
followed by strategic analyzes. Planned
prioritization of these spaces also enables companies
to assess whether they are ready for sufficient
investment to realize their most valuable assets.

During this process, companies have to start more
projects than they will eventually be able to finance,
making it easier for them to give up less promising.

RELAX Group, for example, works from 10 to
15 large consumer segment experiments, each
funded with a preliminary budget of about $ 20000,
through innovation each year, choosing to invest
more significant in one or two of them, and dropping
out part of them. In the words of managers, this is
also "one of the most difficult things - to understand
that several ideas need to be abandoned to survive
one or two."

Most of the established companies make
mistakes and overload innovation channels in a
relatively short term as well as additional projects
that have little chance of realizing their growth
targets or staying within their risk parameters. Some
companies distribute their efforts among too many
projects instead of focusing on those with the
greatest potential for success and by providing
resources to win.

These trends are reinforced by the sluggish
process of redistribution of resources. Studies show
that a company typically reallocates only a small
part of its resources from year to year, thus forming
a significant group of stagnant innovations.

3. Find out

Innovation also requires practicable and
differentiated insights - about the type that

customers know and excite, as well as about the
introduction of new products and markets. How do
companies that are targeting development? A genius
approach is always an attractive approach if you
have a chance to find it. Fortunately, innovations are
often directed to other approaches, except to the
extreme creativity.

The rest of us can seek insights through
methodical and systematic study of three areas:

¢ VValuable to solve a problem,
e Technology that makes it possible to solve and
¢ Business model that generates added value.

It can be argued that almost every successful
innovation happens at the intersection of these three
elements. Companies that effectively collect ideas,
synthesize them and collide them have the greatest
chance of success.

The process of insight - a discovery that extends
beyond a company's boundaries to include external
generating partnerships - is a source of power for
innovation.

One thing we can add is that the discovery of
repetitive and pro-active prototypes can help
companies continue learning as they develop, test,
validate and perfect their innovations. In addition,
we firmly believe that without a fully developed
innovation system covering the other elements, large
organizations are unlikely to make successful
innovations, no matter how effective the process is.

4. | develop

The business model for innovation, namely those
that change the economy and the value chain,
diversify the flow of profit and / or change delivery
models - have always been an important part of a
great innovation portfolio. Both smartphones and
mobile applications are threatening to shock old-
fashioned industries, and the business model of
intangible innovation has become even more
successful: well-established companies need to
rethink their business before technology is a major
factor. Why then do most innovation systems so
strongly highlight new products? The reason, of
course, is that most large companies tend to risk
interfering with their core business model while he
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Is not in danger. At this point, they can only hope it's
not too late.

Leading companies struggle with this worrying
trend in a number of ways. The longer they
participate in market research, the better they can
capture each single interference signal. They set
incentives to finance new businesses that do not fit
into the current structure. They are constantly re-
evaluating their position in the value chain, carefully
considering their business models that can deliver
value to priority groups of new customers. They
sponsor pilot projects and experiments away from
their core business to overcome the limited
understanding of what they are and what they are
doing. Finally, they stress the proposals of emerging
value and patterns of work to counter competitors.

Amazon works specifically for new business
models aimed at addressing the emerging needs of
its customers and suppliers. In fact, it includes many
of its suppliers in customer base by offering them a
wider range of services, including warehouse
management computers.

Another strong brand, Financial Tams, has
already experimented with its business model in
response to growing media digitization. When in
2007, it launched as an innovative subscription
model, ending its relationship with advertisers and
readers, everyone felt that the media had gone
against the popular opinion of popular strategies at
the time. Structural changes were made and the
solutions proved to be very successful. At the height
of printing technology, 80 percent of FT's revenue
comes from print advertising. Now, more than half
of it comes from content, and two thirds of the
turnover comes from digital subscriptions.

5. Speed up

Internal processes often undermine innovation in
many of the big companies. Management processes
become cautious, facilitated by suffocating
bureaucracies in marketing, legal, IT, and other
functions to find reasons for halting or slowing
decisions. Too often, companies simply stand in the
way of their own attempts to innovate. Surprisingly,
a large number of impressive innovations in
businesses are actually the result of the work of left-
wing employees who have managed to circumvent

the early approval processes. It is clear that there is
a need for a balance, and bureaucracy needs to be
curtailed, but as long as the market is in a hurry, it
should not undermine intra-functional co-operation,
uninterrupted learning cycles, and the regulation of
clear decision-making pathways to support
innovation. There are managers with the right
knowledge, skills and experience to make definitive
and timely decisions so that innovation is constantly
moving into an organization in a way that creates
and maintains a competitive edge without exposing
the company to unnecessary risk.

Companies succeed by testing their prospective
ideas with customers at the beginning of the process
before the internal forces impose modifications that
blur the value of the original proposal. Therefore, it
IS necessary to remove the barriers that stand
between the new idea and the end-user benefit.
Companies need managers with better contacts to
implement the project, as well as be responsible for
the budget, to shorten the time to market.

Direct cooperation can help ensure end-user
participation throughout the development process.
In many companies, the role of marketing is to
guarantee the needs of end users, such as product
development teams, and helps the end result to be
what everyone has first imagined. Other companies,
meanwhile, find that users do not always know what
they want until the end product is already successful.
This may be true, but customers can certainly say
what they do not like. And the faster and more often
this, the project team receives and uses feedback, the
faster the end result is improved.

6. Scale

Some ideas, such as luxury goods and many
smartphone applications, are designed for a specific
niche market, and others, such as social networks,
are working globally. Explicit consideration of the
appropriate magnitude and scope of an idea is
important to ensure that the proper resources are
involved in its pursuit and adequate risks are
provided. Resources and opportunities need to be
arranged to ensure that the new product or service
can be delivered quickly at the desired volume and
quality. Manufacturers, suppliers, distributors and

103



others must be prepared to fulfill their full capacity
quickly and fully.

For example, when TomTom released its first
touchscreen navigation device, in 2004 the product
took a seat on the shelves. By 2006, the TomTom
portable navigation device line reached sales of
about 5 million units per year, and by 2008 the
annual volume has jumped to more than 12 million.
"This is the faster market penetration of mobile
phones,” says Harold Goghin, TomTom's CEO and
co-founder. While TomTom's initial achievement
consisted of combining a well-defined user problem
combined  with  widespread  technological
components. Fast scaling is vital to the continued
success of the product. "We have doubled our
production by managing our resources, our
operations to maintain quality for all parts of the
iceberg that no one sees,” added Goghin: "We were
extremely well organized."

7. Expand

Within just a few years, companies from almost
every sector have recognized that innovation
requires the involvement of external collaborators.
Streams of talent and knowledge go beyond
company and geographic boundaries. Successful
innovators achieve significant gains for every dollar
invested in innovation by accessing the skills and
talents of others. In this way, they accelerate
innovation and discover new ways to create value
for their customers and system partners.

Intelligent collaboration with external partners
aims to go beyond the source of new ideas and
insights; this may include sharing costs and finding
faster routes on the market. Famous, the components
of Apple's first Ipod have been developed almost
entirely outside of the company. From the effective
management of these external partnerships, Apple
has been able to move from the original concept of
a sellable product within just nine months to a
NASA Ames Research Center team multiply not
only with international partners but also launch joint
satellite programs with different peoples like
Lithuania, Saudi Arabia, and Sweden, but also with
emerging companies such as SpaceX.

High-performing innovators are working hard to
develop the ecosystems that help achieve these

growths. In fact, they aspire to become partners by
choice, which increases the likelihood that the best
ideas and people will stand in their way. This
requires the application of a systematic approach.
First of all, these companies understand which
partners they are already working on, and
surprisingly few companies know this. Then they
decide which networks - usually four or five of them
- should support with their innovation strategies.
This step will help narrow the survey and focus on
collaborative work and outsourcing. Strong
innovators regularly check their networks for
shrinking and expanding, if necessary, through
sophisticated incentives and contract structures to
motivate business partners with high efficiency.

8. Mobilize yourself

How do leading companies stimulate, encourage,
support and reward innovative behavior and
thinking among the right groups of people? The best
companies find ways to build innovations in their
culture, from the kernel to the periphery.

They start where we started: with aspirations that
link closely with innovation, strategy, and
productivity. When a company sets the financial
goals for innovation and defines market spaces for
thinking, consciousness, its employees become
much more focused. As these aspirations come to
life through individual projects on the company's
territory,  innovation  leaders  clarify  the
responsibilities of the various levels of staff, using
appropriate incentives and benefits.

The Discovery group, for example, has ceased
offering medical and life insurance services in its
native South Africa, while offering similar services
in the United Kingdom, the United States and China,
as well as other locations. Innovation is a standard
measure in six-month stand-alone reporting cards
that reflect the company's innovation process that
helps mobilize the organization and affects about
100 of the company's business leaders. "They all
have to make innovations every year," They have no
choice. "

Organizational changes are necessary insofar as
they not only stimulate, but rather encourage co-
operation, learning and experimentation. Companies
need to help people share ideas and knowledge
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freely, perhaps by assigning teams to work on
different types of innovation at the same place,
periodically reviewing the structure of project teams
to see that they always have fresh ideas, ensuring
that the lessons of success and failure are captured
and assimilated, and recognition of innovation
efforts, even when they are insufficient for success.

Conclusion

We live in a world of dynamic technological
change. Today, more than ever, the rapid
introduction of novelties, the application of non-
traditional approaches and adaptation to market
needs are part of the wisdom in business which is
based on the knowledge and innovations. It is not
accidental that Peter Drucker - the classic of the
science management pleads to the two main
characteristics of the business: innovation and
marketing. Their role strongly affects the modern
entrepreneur and opens opportunities for small and
medium-sized enterprises. In today's digital
economy it is not important how big you are, but
how fast and adaptable you are. Creating additional
value is the way to reach today's "sensitive™ buyer,
and this is possible if you are ready to think
differently!
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Abstract

The study of consumer behavior in the market of
housing and communal services provided by the
operation management company is relevant for
Russia, primarily in connection with the reformation
of this branch of the national economy. Because the
housing and communal services sector is not
sufficiently studied with respect to market
conditions, the authors presented their vision in the
marketing system levels of a product such as
"housing and communal services", represents the set
of goods that meet the needs of consumer of the
metropolis.

Based on the use of values approaches —
methodology of J.N. Sheth, B.l. Newman and B.L.
Gross (1991) in Galina V. Astratova’ interpretation
(1998) — it was conducted a study of theoretical,
methodological and practical aspects of consumer
behavior in the housing and communal services
market. The economic and psychological portrait of
the consumer of housing and communal services is
described. It is shown that functional, representative,
associative and emotional

determinants have the greatest influence on
consumer choice for this type of service.

Research of interrelation of administrative decisions
of economic subjects in the market of housing and
communal services and behavior of the consumer is
conducted. A priori ranking of influence revealed 14 key
factors of consumer behavior that make up the system of
values: socio-economic portrait of the consumer — 8
factors and psychological portrait of the consumer — 6
factors. The result of the expert survey and application
of methods E. A. Tikhomirov (2012) and V. V.
Glushchenko V. V., L. I. Glushchenko (1997) it was
found that the effective strategy of the operation
management company is due to three indicators:
financial management, volume of sales and the gross
amount of services provided to the population housing.

Keywords: housing and communal services (HCS);

HCS market; marketing; marketing research; consumer
behavior; metropolis; management decision
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Introduction

The reformation of housing and communal services
(hereinafter — HCS) in Russia is conditioned by the
necessity of transition from public administration to
market mechanisms, including the use of marketing
tools. Transformation of productive forces and industrial
relations in Russian HCS, changes in the regulatory
framework of economic relations in the public sector are
accompanied, inter alia, by a change in consumption
patterns in society. In particular, at the moment an
individual consumer has the possibility to choose the
place and living conditions from renting a
room/apartment in an apartment building to individual
residential construction outside the city and obtaining the
ownership of a separate house.

This requires from management companies
(hereinafter — MC) working in the HCS market, search
for competitive advantages and, in particular, methods of
managing the behavior and customer loyalty based on
market research and the introduction of their results into
practice. This is especially true for large cities,
megacities, where the economy as a whole is actively
developing and the transformation of HCS, in particular.
Accordingly, the importance and necessity of using the
methods of complex interdisciplinary research, allowing
to make adequate managerial decisions on the basis of
understanding the underlying motives of consumer
behavior and the nature of the factors influencing it in the
purchase of HCS in the metropolis, increases.

However, marketing research on the HCS market in
General, and in relation to the specific activities of MC
major cities are not always performed in full and are
generally highly reduced nature. For example, only the
analysis of the economic behavior of the consumer
(income level, age and social status of the resident of the
metropolis), or — some features of the psychological
portrait of the consumer (the motives for choosing a
particular MC, or the motives for choosing a place of
residence — metropolis, district center, countryside).
Another word, it was leads to an underestimation of the
potential of the HCS market and, as a consequence, a
poor account of the actual needs of consumers. It is also
important that the theoretical and methodological support

52 Alekseev |. A. (2008), "Evaluation of factors of consumer
behavior in the market of small architectural forms and their
use in the process of optimization of production programs",
Thesis’s of. Ph.D. Econ. of Sciences, M. (In Russain);
Tikhomirov E. A. (2012), "Factors of consumer behavior and

of the study of the consumer of HCS of the metropolis is
not sufficiently reflected in the scientific and practical
literature available to us. This is due to many objective
and subjective factors, among which the most significant
is the fact that the marketing concept, theory and practice
of marketing research in industrial markets is still
evolving. This fully applies to the HCS market of a large
city, as well as, Yekaterinburg.

Thus, the choice of the research topic and its
relevance are due to the demand in the practical activities
of the management companies for the study results of the
consumer behavior of housing and communal services
provided by the management company of HCS of the
metropolis.

2. Main content

Analysis of available literature on the study of the
consumer needs of housing and communal services
shows that at the moment there is a process of
accumulation and systematization of empirical data, the
formation of theoretical concepts and scientific school of
marketing®?. However, we can highlight a number of
important points.

First, at the moment economists note that the need for
housing and communal services is inextricably linked to
the need for housing. This is due primarily to the fact that
each unit of housing produces a corresponding flow of
HCS.

Secondly, the need for HCS of a resident of the
metropolis is inextricably linked with the need for
housing of such quality, which is inherent in the
metropolis. In this regard, many researchers emphasize
that in megacities build, mainly, new, modern formats of
housing (for example, with the system "smart house"),
which represent such a complex engineering and
technical system that providing a comfortable living
environment is impossible without the coordinated work
of HCS. In other words, the system of indicators by
which to assess the quality of urban housing in General,
and the metropolis in particular is a complex
characterization of the ability of housing to meet the
consumer needs, including at least a few groups of

their influence on management decisions in various segments
of the furniture market", author. Thesis’s of. Ph.D. Econ. of
Sciences, Moscow (In Russian); Shulepina S. (2015), “The
State and Developmeny of Housing and Communal Sector of
Russia”, In Eurasian Journal of Economics and Finance, Vol.
3(3), p.65-71;et al.

107



indicators implemented by HCS: functional needs,
technical parameters, sanitary and environmental
indicators, social and other needs.

Third, the distinctive characteristics of the HCS as a
set of benefits that meet the consumer needs are the
following:

o the obligatory nature of the services execution in the
case of a contract with the contractor and/or vendor
services;

e constant, continuous frequency of service provision;

e ensuring the quality and nature of the service is
implemented in accordance with firmly established
norms and standards for the maintenance of the
housing stock and in accordance with sanitary norms
(temperature, pressure, period of provision, and other
characteristics);

e specific social (public) character of consumption,
which does not allow to take the form of classical
market demand for goods of individual consumption;

e vailability of the actual nature of the realization of
benefits for all levels of individual needs: from the
lowest to the highest in the pyramid of A. Maslow®;

¢ non-working law of diminishing marginal utility and
dependence of the price of services on the volume of
their implementation;

e possession of a value that, in a competitive market,
dictates the price of a service based on its quality; etc.

In our opinion, interesting are the studies of a number
of authors (for example, V. B. Bulychev®*), who propose
to consider housing and communal services as a product
(product) in the marketing system in the light of the M.
Fishbein's multiattribute concept of goods® and F.
Kotler's levels goods®® . However, we have not found
work in relation to the study of housing and communal

58 Maslow A. (1954) , « Motivation and Personality”, New
York: Harper and Row

% Bulychev V. B. (2007), "Formation of entrepreneurship in
modern housing and communal services of Russia (conceptual
and methodological aspects)", Thesis’s of.Ph.D. Econ. of
Sciences, M. (In Russian)

% Fishbein M. (1963), “An Investigation of the Relationships
between Beliefs about an Object and the Attitude toward that
Object”, In Human Relations, Ne 16. pp. 233-240; Fishbein
M., Ajzen I. (1980), “Understanding Attitudes and Predicting
Social Behavior”, New Jersey: Prentice-Hall.

% Kotler Philip, Armstrong Gary (1994), “Principles of
Marketing” / 6-th ed., New Jersey: A Paramount
Communications Company.

services of the metropolis. In this regard, it was
considered expedient to present the author's
interpretation of the application of the concept of levels
of goods F. Kotler applied to housing and communal
services of the metropolis (table. 1). This allows not only
to identify the basic, specific and expected set of values,
but also to clarify the content of HCS of the metropolis.

The analysis of the literature available to us shows
that in the marketing system the behavior of an individual
in the consumer markets of goods and services
determines the set of needs of the customer — needs,
wants (desires) and demand — as a multidimensional
phenomenon caused by the perceived usefulness of the
consumer good, or a complex of differentiated benefits,
or "value system".

R. Lauterborn®” founded that consumer behavior on
Western consumer markets due to the system of values of the
4 motivational “C”- factors that contribute differently to the
specific market the choice of the consumer: 1) consumer
value; 2) customer costs; 3) convenience; 4)
communication). In the future, J.N. Sheth, B.l. Newman
and B.L. Gross® made it possible to significantly
supplement and expand these ideas. As a result of which it
was found that this value system includes five independent
values that determine the market behavior of the consumer:
1) functional; 2) associative; 3) emotional; 4) cognitive; 5)
relative. In relation to Russian consumers these 5 factors
were not enough. As shown by the research of the Ural
scientific school®®, the value system that determines the
individual choice of the consumers in various Russian
markets of consumer goods and services consists of six
factors and is as follows: functional, emotional, associative,
relative, cognitive (information) and representative.

Analysis of the literature available to us on the study of
the needs, behavior and interests of the HCS consumer shows
that in this direction also to date there is a process of
accumulation and systematization of empirical data and the

57 Lauterborn Robert (1990), “New Marketing Litany: 4P’s
Passé; C-Words Take Over”, In Advertising Age, October 1, p.
26.

%8 Sheth J.N., Newman B.l. and Gross B.L. (1991),
“Consumption Values and Market Choices: Theory and
Applications”, Cincinnat, OH: South-Western Publishing
Company; Sheth J.N., Newman B.I., Gross B.L. (1991),
“Why We Buy What We Buy: A Theory of Consumption
Values” In J. of Bus. Res., Ne 22, pp. 159-170.

% Research led by Professor Galina V. Astratova from 1998
to 2018.
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formation of the theory and methodology. However, as a
result of the analysis of the sources available to us, we can
highlight a number of important points.

First, in compared with other markets of consumer goods
and services with practically no limits to consumer choice,
consumer utility services limited in their choices of basic
services. This is due to the fact that the provision of housing
and communal services, as we have noted earlier, is strictly
regulated by legal acts.

Second, the consumer is not limited in his options to
manage his housing, and currently has three choices: 1) direct
management by the owner of the property; 2) management
of the partnership property owners/housing, housing
construction cooperative, other professional collectives; 3)
operating Management Organization/Company.

Third, the practical realization of the opportunities
of the Russian consumer of HCS is faced with a number of
significant difficulties caused, in our opinion, the formation
of market relations in Russia in the HCS-branch:

o the inability of consumer waiver purchased services;

o lack of/insufficient evaluation of the quality of services
quantitative tools;

o ack of possibility of objective control of implementation
of contractual obligations by managing organizations
and application of necessary penalties and other
economic and legal sanctions.

Fourthly, the consumer of HCS is practically
unlimited in the opportunities of the choice of the
additional services provided by operating Management
Company or partnership of owners of housing.

Consequently, in the context of the marketing
concept, it is of interest to study the spectrum of not only
basic but also additional services that can be provided by
the Operating Management Company (hereinafter —
OMC). In the list of additional services can be called
work on additional landscaping adjacent to the house
territory, services concept "smart home", etc.

Based on all the above, it was considered expedient to
present the author's interpretation of the application of
the system of values that determine the individual market
choice of the Russian consumer by the method of
marketing research of the Ural scientific school (table. 2).
The author's interpretation differs from the known
methods of J.N. Sheth, B.l. Newman and B.L. Gross
(1991) and Galina V. Astratova (1998) that

60 "Basics of marketing" (2008), collective of authors of
authors under the General and scientific editorship of
Professor Galina V. Astratova, Yekaterinburg (in Russian).

representative value was entered, and also that each
component of the system of values was in detail
characterized in relation to the HCS-market. This makes
it possible not only to clarify the content of HCS of the
metropolis, but also to identify a set of differentiated
values that determine the HCS-choice of the consumer.

Proceeding from the statement that the buyer in the
market of goods and services carries out the choice on the
basis of the values system which are differentially
influencing his choice, and also — a series of polls of
experts concerning features of behavior of the consumer
in the HCS market, we received ranks of importance
determinants of the above system of values in the field of
housing and communal services (table 3). Data of table 3
shows that functional, representative, associative and
emotional determinants have the greatest impact on
consumer choice for this type of service.

Comparison of the data obtained by us with the
behavior of the consumer in other segments of the service
markets of Yekaterinburg® (Graph. 1), shows that, on
the one hand, the consumer of housing services as well
as the consumer of other services, have a common
features, as well as the fact that the consumer of services
in the housing market inherent in the following specific
features:

1) usually in the sphere of services the emotional
component plays a big role and takes the traditional second
or third place in the system of values. However, the HCS
market there is a different story: emotions go on the
penultimate place, behind the position of the other
components of the system of values;

2) the relative value, which in the service sector can
also play a significant role (fourth place, on average), in
the housing market is the last place;

3) the associative value in the HCS market has grown
to a second value in the overall ranking compared to the
traditionally last/penultimate place in the system of
values in the markets of services. This is due, in our
opinion, to the fact that, firstly, housing services are
associated with the basic human need for housing.
Secondly, it is the level of housing and communal
services that is associated with income and human status
in society, which affects both the individual's self-esteem
and attitude to him in society.

Based on the system of values it was
characterized by "socio-economic”, "psychological" and
"complex" portraits of the consumer. Complex portrait of

109



the consumer of housing and communal services consists
of two components: 1) social and economic and 2)
psychological component.

1.Socio-economic portrait of the HCS-consumer. As
a result of the study, we found that the person making the
decision to purchase housing and communal services,
and, accordingly, the target audience of buyers of
housing and communal services of Yekaterinburg is a
woman belonging to four groups of active working — age
population, in each of which it takes at least 50%: a) 21-
30 years (13.7% of the entire target audience); b) 31-40
years (19.0%); C) 41-50 years (24.7%); d) 51-65 years
(24.0%).

In General, women make up more than half (62.3%)
of all consumers of housing and communal services for
the management company under study. The buyer of
housing and communal services is rather educated: the
target segment (further — TS) of active buyers in
Yekaterinburg has the higher (80,3%) and unfinished
higher education (11,9%). About a third of TS are
married (28.5%), about half — live together without
formalizing relations (40.7%), and almost every sixth
inhabitant of microdistricts — alone (15.9%). As for the
number of children in families, on average, the
respondents were single (41.70 per cent) and double
(23.7 per cent). The social status of the target audience
is characterized by the fact that the majority (37.3%) of
consumers of housing and communal services are
employees of commercial organizations (48%).

The financial situation of the residents of these
neighborhoods allows you to select a target segment,
consisting of the majority of respondents, i.e. the segment
"average", "average plus" and "average minus". In other
words, based on the quantile gradation®, these are
segment groups:

- "average minus", or low-income (income per
person in the family is not more than 200 USD), occupies
18.3% of respondents;

61 More details can be found in the sources: Astratova G. V.,
Bazhenova E. V. (2014), "A Comprehensive portrait of the
consumer of housing and communal services of the metropolis
(on the example of Yekaterinburg)," the all-Russian scientific
journal "Humanitarian, socio-economic and social Sciences",
Ne 5, p. 395-399 (In Russian); " Basics of marketing" (2008),
collective of authors of authors under General scientific
editorship of Professor G. V. Astratova, Yekaterinburg (In
Russian); Astratova G. V., Bazhenova E. V. (2016),
"Marketing of housing and communal services " // Under the
General scientific editorship of doctor of Economics, Professor

- "average" or middle-income (income per person in
the family is no more than 500 USD) , occupies 50% of
respondents;

- "average plus", or wealthy/well-off (income per
person in the family reaches the value of 3000 USD and
above), occupies 22.7% of respondents.

In these three groups of the population, as shown by
the studies of the Ural scientific school, the cost of
services (and housing, in particular), occupy no more
than a third of the family budget.

2. Psychological portrait of the HCS-consumer.
Comparison of our data with the behavior of the
consumer in other segments of the service markets of
Yekaterinburg®?, shows that, on the one hand, the
consumer of housing and communal services as well as
the consumer of other types of services, have common
features, reflected in the place and role in the system of
values of the consumer services of individual
components. On the other hand, among the specific
features of the psychological portrait of the consumer of
housing services can be attributed to the value of the
components of the value system. In particular, it is shown
that functional, representative, associative and emotional
determinants have the greatest impact on consumer
choice in the HCS market.

Further, for check of correctness of use in practice of
administrative decisions of economic subjects of the
housing and communal services market of the considered
factors of consumer behavior we realized a priori ranking
of these factors on influence tightness. As a result, 14
factors of consumer behavior were selected and ranked:
socio-economic portrait of the HCS-consumer — 8 factors
and psychological portrait of the HCS- consumer — 6
factors. It has been adapted methodological basis for the
model of managerial decision-making by E.A.
Tikhomirov®®, obtained on the basis of functional-
oriented methodology of structural analysis and design —
SADT. The author's interpretation differs from the
known method (E.A. Tikhomirov, 2012) in that the
empirical data on consumer behavior were used in the

G. V. Astratova. Moscow: Publishing center "science of
Science” (In Russian); et al.

62 “Basics of marketing" (2008), collective of authors of
authors under the General and scientific editorship of
Professor Galina V. Astratova, Yekaterinburg (in Russian).

8 Tikhomirov E. A. (2012), "Factors of consumer behavior and
their influence on management decisions in various segments
of the furniture market", author. Thesis’s of. Ph.D. Econ. of
Sciences, Moscow (In Russian)
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model in relation to the HCS-market: as external factors
of consumer behavior, we took into account the attributes
of the socio-economic portrait of the consumer, and as
internal factors — the characteristics of his psychological
portrait. This made it possible to show the relationship
between the "complex portrait” of the consumer and the
complex marketing of HCS in the process of decision-
making by OMC of the metropolis. For the first time
SADT method was adapted and applied to the objects of
research in the HCS market in the context of value
research.

As a result of expert survey and application of
methodology E. A. Tikhomirov (2012) it was revealed
that effective economic activity of OMC is conditioned
by three indicators: financial management, sales volume
and gross volume of services rendered to population by
HCS. Determined that the most closely correlated in the
process of harmonization of interests of actors in the
housing market and, consequently, affect the adoption
upravlencheskikh solutions to business entities housing
the following indicators (Graph. 2):

* financial position, social status and age (socio-
economic portrait of the consumer);

* functional, associative and representative values
(psychological portrait of the consumer).

Accordingly, in order to make a successful
management decision in the course of strategic planning
in a particular OMC, it is necessary to develop a plan —
scheme of management decisions aimed at harmonizing
the interests of consumers of housing services
(methodology EA Tikhomirov, 2012).

In connection with the above, we have consistently
calculated the financial performance of LLC "OMC HCS
Oktyabrsky district" in Yekaterinburg on three scenarios
of management decisions based on the behavior of HCS-
consumers for 2013-2017 years, which allowed to
compare their effectiveness (table. 4). From table. 4 it
follows that the use of the so-called "proactive strategy"
in the management decision-making process, i.e. the
based on the study of the needs of consumers and the
harmonization of interests of the OMC and the
consumers, allows to obtain a high social impact and high
yield management company.

The results obtained allow us to recommend the
following activities as the main directions of improving
the management decision-making process of LLC "OMC
HCS of Oktyabrsky district” in Yekaterinburg when
working with consumers:

o intensification of market research by studying
the behavior of consumers of HCS on a regular basis;

e  further conducting of training sessions,

consultations and clarifications, activation of personal
contacts of the head of the OMC with the population;

. improving the quality of personnel, improve the
system of selection and training of employees;

. increase in the range of services offered by
OMC at the same level of quality of service;

) introduction of innovations, industrialization
and Informatization of the HCS based on improvement
of technical equipment and standardization of the process
of providing housing and communal services;

e improve the efficiency of service OMC;

e encouraging consumers to self-service; etc.

3. CONCLUSION

Summarizing the above, we consider it necessary to
highlight the following main conclusions and provisions:

1. The study of consumer behavior in the market
of housing and communal services provided by the
operation management company is relevant for
Russia, primarily in connection with the reformation
of this branch of the national economy. Because the
housing and communal sector is not sufficiently
studied with respect to market conditions, the
authors presented their vision in the marketing
system levels of a product such as "housing and
communal services", represents the set of goods that
meet the needs of consumer of the metropolis.

2. Based on the use of values approaches —
methodology of J.N. Sheth, B.l. Newman and B.L.
Gross (1991) in Galina V. Astratova’ interpretation
(1998) — it was conducted a study of theoretical,
methodological and practical aspects of consumer
behavior in the housing and communal services
market. The economic and psychological portrait of
the consumer of housing and communal services is
described. It is shown that functional, representative,
associative and emotional determinants have the
greatest influence on consumer choice for this type
of service.

3. Research of interrelation of administrative
decisions of economic subjects in the market of housing
and communal services and behavior of the consumer is
conducted. A priori ranking of influence revealed 14 key
factors of consumer behavior that make up the system of
values: socio-economic portrait of the consumer — 8
factors and psychological portrait of the consumer — 6
factors. The result of the expert survey and application
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of methods E. A. Tikhomirov (2012) and V. V.
Glushchenko V. V., I. I. Glushchenko (1997) it was
found that the effective strategy of the operation
management company is due to three indicators:
financial management, volume of sales and the gross
amount of services provided to the population housing.
It is established that the following indicators most closely
correlate in the process of harmonization of interests of
housing market actors and, accordingly, influence on
decision-making of economic subjects of housing and
communal services: 1) financial position, social status
and age (socio-economic portrait of the consumer); 2)
functional, associative and representative values
(psychological portrait of the consumer).

4. Our research is not complete, does not claim to
be exhaustive, and will continue in the very near
future.
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Table 1: Levels of goods (product) "Housing and
communal services"”, as a set of benefits that meet the

needs of the city consumer in the marketing system

Levels of
goods

Product (service)
"Housing and
communal services»

Product
(service)

""Housing
and
communal
services of
metropolis»

Core
value

(what gets
the buyer
customer
value)

Production,
restoration and
maintenance of proper
technical, sanitary-
hygienic and
"intellectual" state of
housing and communal
facilities, providing a
basic set of values
(safety of life,
reproductive  function,
privacy, etc) and a
specific set of values
(work at home,
recreation — recreation
and/or Hobbies at
home,
socialization/communic
ation at home).

Life in the
metropolisasa
basic key
value.

* cleaning of the
house adjoining
territory, etc.

Main
product

(filling of
value)

The specific
characteristics of
HCS:

* creation and
repair of buildings,
structures,
equipment,
communications;

* production and
supply of electric and
thermal energy, gas to
consumers;

* wastewater
treatment,
preparation and
supply of drinking
water to consumers;

* garbage
removal, household
and food waste;

Specific
characteristic
s of housing
and
communal
services and
quality of life
in the
metropolis is
on average
higher than in
the  whole
country
(region).

Expected The minimum set The
product of characteristics of | optimum set
(condition | housing and | of
s on which | communal services | characteristic
the buyer | developed in | s of housing
agrees) consciousness of the | and
consumer conforming | communal
to requirements of the | services
buyer which  has
developed in
consciousnes
s of the
consumer
conforming
to
requirements
of quality of
life in the
megalopolis
Improved The standard The
product consumption of | standard
(quality of | utility services is a | consumption
service way of life promoted | of utility
beyond by the management | services —the
expectation) | company, image high
homeowners quality of life

associations,
developers, leaders in
the housing market,
etc.

promoted by
the operating
management
company,
homeowners
associations,
developers,
leaders in the
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housing environment
market, etc. ally friendly
Potential Provision of Provision concepts  of
product housing based on the | of  housing advanced
(future concept of "Smart | and technology
service home". communal "Smart
improvement services on home".
S and the basis of
transformatio the most
ns) modern,
economical
and

Table 2: Adaptation of the system of values - methodology of J.N. Sheth, B.l. Newman and B.L.

Gross (1991) in Galina V. Astratova’ interpretation (1998), determining the market choice of the individual consumer
in the market of housing and communal services, in the author's interpretation

The name of the
independent
determinants

The degree of satisfaction of need perceived by the consumer caused by the
following factors:

1. functional
value

Basic properties of HCS:

- housing services - housing management (rent, purchase and sale of housing, etc.));
- utilities - system installation and maintenance:

- heating, ventilation and air conditioning;

- burglar and fire alarm and control;

- cold and hot water supply;

- water disposal (Sewerage);

- gas supply, installation of gas stoves;

- power supply, equipment installation;

- lighting of common areas;

- video surveillance;

radio communication, installation of radio streams;
- collective TV and Internet; etc.

2. cognitive
value

The ability of utilities to meet the need for up-to-date information:

- knowledge of potential consumers about the category of "housing and communal
services" and related rules and regulations;

- the nature of the information about the products and the utility services provided
by managing companies and homeowners;

- the methods of informing consumers about the level of services provided housing
as object of purchase and sale;

- satisfaction of consumers with the range of housing AND communal services,
represented in the housing market now;

- awareness consumers about CC and homeowners ' Association and their products
(services); and others.

3. associative
value

Association of housing and communal services with existing social and cultural
stereotypes in the society:

- the level of services is associated with a certain amount of income, place (status)
in the social structure of society, career movement;

- the level of housing services affects self-assessment;
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- a special attitude in society to people who have prestigious living conditions and
housing services; etc.

4, emotional
value

Emotions received from the purchase and consumption of utility services:
- emotions received in the process of pre-and after-sales service;

- emotions in the process of using the services of housing and communal services;
- emotions that arise when you remember the level of housing services (post-

consumer effect); etc.

5. relative value

Special situation due to which utility services acquire functional or associative

value:

- reason to change the management company;
- an occasion for receiving (change) of housing and communal services;

- identification of themselves with the group, with individuals, embodying the ideal
ideas of the consumer about the level of housing services and the consequences of

obtaining these services; etc.

6. representative
value

The availability and affordability of desired housing services:
- the magnitude of the entry barriers to the market, desired housing services;
- possibility of getting free or discounted use of services (products) provided by the

criminal code and the HOA,
- opportunities for discounts and benefits in the use of housing services;
- area (place) of acquisition of housing services; etc.

Table 3: Expert evaluation of the importance of
determinants in the 5-point scale (5-max, 1 — min
assessment), constituting the system of values and

Yekaterinburg for 2013-2015, calculated by the basic
models® taking into account the factors of behavior of
consumers of housing and communal services

determining consumer choice in the housing market, The Main Expected result
average research data from 2013 to 2017, (N =85, nl = name of the | content Econo Social
84; KK =0.18; KS = 0.87)* script scenario’' | mic effect | effect
s
The name of the Importance  grades, 1. Act Accounti The Elevat
independent score ive ng, analysis | activity is | ed
determinants and profitable
o functional value 4,89 forecasting (100-
e cognitive value 3,71 of external | 110% of
e associative value 4,44 and internal | the plan)
 emotional value 3,59 factors  of
e relative value 3,31 goEsumer
representative value 4,67 ehavior —
* Tep 2. Analysis Activiti Absen
Neutral of external | es at the | ts
Table 4: Efficiency of scenarios of management I:?)i;[:;i}er of prloe Ut;b'“t
decisions of LLC "OMC HCS of Oktyabrsky district" in ) y
behavior (99-
101% of
the plan)

64 Here and further: N -total number of the interrogated, ni -
number of the received answers of experts; n2 - number of

the received answers of consumers of housing and communal
services; Kk -Kramer correlation coefficient; K¢ -concordance

coefficient (coordination of opinions of experts and

consumers)

8 Glushchenko V. V., Glushchenko I. I. (1997), "Management
decision Development. Forecasting-planning. The theory of
design of experiments", Moscow (In Russian)
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‘Graph’ 1: Assessment of the importance of value
system determinants in the 5-point scale (5-max, 1 — min
assessment), constituting a system of values and
determining consumer choice in the market of services,
according to our research on the HCS market in 2013-
2017 (N= 85, n; =84; n, = 279; Kk = 0,16; K. = 0,84)

in comparison with the research data of the Ural
scientific school in the market of services, on average, in
2012-2017 (N = 24,n;=21;n,=1890; Kk =0,17; K. =
0,89)

functional

value
5

the gross
volume o

cognitive
value

associative

sales volume
value

financial emotional
management value
representati...

Graph’ 2: The ranking of the importance of the
internal factors of behavior (a psychological profile) of
the consumer and the determinants of economic activity
in the process of harmonizing the consumer interests and
economic entity on the market of housing services, a 5-
point scale (5 — max, 1 — min estimate), according to our
research in the market of housing services in 2013-2017
(N = 39, n1 =44; n, =52; K« =0,18; K. = 0,87)
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REPUBLIC OF MACEDONIA

Abstract

The issue of implementation of the values and
policies that are required by globalization are
mentally distant for the ordinary people in our
society. This is because, the gradual joining of
Macedonia to the developed world is inevitably
linked with the level of development of the
economy, the limited available resources,
underdeveloped infrastructure, the number of the
population decreasing from day to day, strategic
positioning, education and degree of specialization,
the industry development and also the great
discourse between the rich and extremely poor and
overwhelming financial indebtedness of the state.

Small societies are limited by their physical,
social and economic size, to manage their grounds
to incorporate the principles and rules of the global
world, it is necessary to offer the world something
which could differ them from the others. Good
strategic partner is another thread that small
societies need, so they can be linked to the global
world.

For Macedonia to become a part of the global
world, its economy is necessary to enrich the
growing number of foreign investments, through
which not only will be transferred financial benefits,
but also enrich society experiences, habits and rules
of major countries.

Macedonia is a multinational society whose
history is rich with ethnic conflicts, insecurity of
potential investment capital, uncertainty of
employee, confidence in the functional monetary
and fiscal system, the bureaucratic structure of the
administrative system, the uncertainty in the
banking and financial institutions and funds, are just
some of the reasons to initiate distrust and a sense of
uncertainty among potential foreign investors.

Analyzing deeper, we come to the conclusion that
the local situation is far worst. The aim to the global
world on local level, for now is only a well packaged
product that practically could not be used, because
the reluctance to accept the global challenges now
only creates problems.

Keywords: Globalization, Financial institutions,

Strategic partners, Economy, Regional security and
development
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npo¢. 1-p Meroauja AHIEJECKH
dakynTeT 3a ACTEKTUBH U 0€30€THOCT,
®OH VYHuusepsuret — Ckomje, Permybnmka
Makenonuja

M-p Hukosmna TAIIEBCKHU
Peny6iinka Makenonuja

M-p Maptuna HEJJEJIKOBCKA
MuHHICTEpPCTBO 32 BHATPEIIHU PabOTH,
Peny6iinka Makenonuja

BJIMJAHUJATA HA
TJIOBAJIM3ALIMJATA BO PEITYBJIUKA
MAKEJOHUJA

Armncrpakr

[lpamamero 3a  UMIUIEMEHTalMja  Ha
BPEIHOCTUTE M MOJUTUKUTE KOW TH Hauara
rmo0anu3anyjaTa ce OJf JCHEIIHA MepCleKTUBA
JIaJIeYHu 3a HaleTo ommrecTBo. Toa oTTamy HITO,
MOCTAITHOTO MPUKIyYyBamke Ha MakeqoHHja KOH
Pa3sBUEHUOT CBET HEHM30€XHO € TIOBP3aHO CO
CTETIEHOT Ha Pa3BHEHOCT Ha €KOHOMHM]jaTa, OTPaHU-
YEHUTE PACIIONIOKIMBH PECYPCH, HEIOBOJIHO pa3BU-
eHaTa uH(ppacTpyKkTypa, OpojoT Ha HaCEJIEHUETO KOj
0J1 JICH Ha JIEH ce NOBEKe ce HaMallyBa, CTpaTenKaTa
MO3UIIMOHUPAHOCT, CTETEHOT Ha 00pa3oBaHUE |
CrelMjalu3upaHocTa, pa3BOjOT Ha HMHJIyCTpujaTa,
roJeMHOT JUCKypc Mely OoraTu M €KCTPEMHO
CUpOMAalIHM M HperoseMaTra (UHAHCUCKA 3a]0J1-
KEHOCT Ha JIp)KaBaTa.

ManuTte ommTecTBa KOM C€ OTPaHUYEHU OJ]
cBojaTa (hU3MYKA, OIMIITECTBEHA M EKOHOMCKa
rojeMrHa, 3a Ja ycrnear Ja T'M HHKOpPIOpUpaaT
NPUHIUIATE W TpaBHJaTa OJ TI00ATHHOT CBET,
noTpeOHO € 1a My MTOHY/AAT Ha CBETOT HEILITO I10 KOoe
O0u ce paznmkyBaie on aApyrure. JloOpuoT crpare-
KK ¥ (PUHAHCUCKY MApTHED € YIITE €JHA HUILIKA CO
KOja MaJHTe OIITecTBa OW ce TOoBp3aie Co
rJ1I00aTHUOT CBET.

3a na Makenonuja cTade el oJ] INI00aTHHOT
CBET HEOIXOJHO € CBOjaTa €eKOHOMH]ja J1a ja 30oraTu
CO IITO TMOrojieM Opoj Ha CTPAHCKHA HHBECTHUIINH,
Opeky KoM He caMo IITO Ke ce IpeHecar
dbuHaHCHCKUTE OJIaro/IeTH, TYKYy U Ke ce 300raTu

OIIITECTBOTO CO MCKYCTBaTa M HAaBUKHUTE Ha
roJIeMuTe 3eMjH, a co Toa MakenoHuja ke ouae u
yekop MnoOnM3y [0 YycHemHo mnpudakame Ha
riodanu3amnyjara.

MakenoHuja € MyJITHHAIIMOHAIHO OIILITeC-
TBO 4YHMja HCTOpHja € Oorata CO MelyeTHUYKH
KOH(JIMKTH, HECUTYPHOCT Ha MOTEHLHJATHUOT
WHBECTUIIMCKHU KalWTall, HECUTYPHOCT Ha BpaboTe-
HUTE, HenoBepba BO (PyHKIMOHAIHOCTA Ha
MOHETApHUOT U (PUCKAIHUOT CUCTEM, OUpPOKpaT-
CKaTa TIIOCTaBEHOCT Ha  aJAMHUHUCTPATHUBHUOT
CHCTEM, HECHTYPHOCTa BO OaHKapCKUTE HHCTHUTY-
M U QuHaHcUckuTe (OHIOBH, Oe30eTHOCHUTE
PH3UIA CO KOW C€ COOYyBaaT TparaHUTE, c€ CaMo
JieNl o]l MPUYMHHUTE KOM MHHMLMpaaT HejoBepOa u
YyBCTBO Ha HECUTYPHOCT Ka] IOTEHIMjaJIHUTE
CTPAHCKH UHBECTUTOPH.

AHanuzupajku  noanaboko, jgoarame 10
KOHCTaTalMja JeKa Ha JIOKAJIHO HHUBO CTPEMEKOT
KOH TJI0O0aJHHOT CBET € caMo J00po crhakyBaH
IPOM3BOJI KOj MPAKTUYHO HE OM MOXKen Ja ce
UCKOpHUCTH, OuJejKu HEMOATrOTBEHOCTa Ja ce
npudarat riobanHUTe NMPeIu3BULM OU MOXeNo Ja
co3/a7Ie camo MPOOIEMH.

Kayunmn 300poBu: riobdanmu3zaiuja, GuHaAHCUCKH

WHCTUTYIIUHU, CTpPATEIIKU TMapTHEp, pPETHOHAIHA
06e30eHOCT U Pa3Boj.
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1. BoBen

[Ipamamero 3a MOJCPHU3UpAKE M IOCTAITHO
npuKiydyBame Ha PemyOnnka MakenoHuja KOH
pa3BUEHHOT CBET HEM30EKHO € TOBP3aHO CO
NpoIlecCUTe Ha TJodanu3anyja W eBpOaTiaHCKa
MHTETpaIyja.

['moGaHOTO MOBP3yBamke BO MEI'YHAPOIHU PaMKH
€ MO3HATO M KaKO CBETCKa II100anu3aliyja, Koja mro
Ce pasrieayBa BO IMOIIMPOKA M BO TIOTECHA CMHUCIIA
Ha 300pot. HajuecTto moumort ,,rmobanuzanuja“ ce
cdaka BO TIOTECHA CMHCIIa HA 300pOT, U TOA KaKO
€KOHOMCKa Triof0anu3anujata, OJHOCHO  Kako
nporec  IMTO  O3HAYyBa MOBP3aHOCT U
MeTry3aBUCHOCT Ha HALIMOHAJTHHUTE €KOHOMHUU (KOH
MIOCTAITHO K€ Cce CTpeMarT Jia CH Hajaar CBOE ,,MECTO
0]l COHLIETO" Ha MEI'YHAapOJHUOT Ia3ap Ha TPyJIO0T
BO paMKHTE Ha CBETCKaTa riodajiHa eKOHOMHU]a).

['mo6GasiHOTO  €KOHOMCKO — TOBp3YBamE IO
3a0p3yBa pacTEeKOT U TO 3ajaKHYBa KalalMTeTOT Ha
HAIlMOHAJTHUTE EKOHOMHH, MeryToa, TBOPIHTE H
NOTTUKHYBaYMTE Ha MPOILECUTE HA III00aTH3almja
ce yIITe HeMaaT jJaCeH OJrOBOP Ha MPALIAmbETO TajH
BaKBUTE  TpOIleCM  KE&  OBO3MOXAaT  Op30
IPEMOCTYBalkbe Ha EBWICHTHHUTE HAI[MOHAIIHH,
C€THUYKH | JAPYTH KOHQIUKTH UK IPOTUBPEYHOCTH
IITO 3aKOHOMEPHO Ce€ jaByBaaT BO HHUCKO
pa3BUEHUTE 3eMjH, ocoOeHo Ha bankaHoT, co oryex
JleKa HUBHATa KPEeBKa IEMOKpaTHja U HECTaOMITHOCT
HETaTMBHO C€ OJ[pa3yBaaT Bp3 perHoHaIHATA
0e30eHOCT, HO M Bp3 HallMOHAIHATa 0€30€THOCT.

['mobanu3anujata Moxe na ce pasbepe Kako
CBOEBUJIHO ,,JI€JCTBYBakE OJI MUCTaHIA” IITO TH
TpaHchOpMHpa CHUTE TMojpadja HAa KHBOTOT H
OBO3MOXXYBa (DYHKITMOHUpPAWE HA TUTYpajH3aM Of

BPEIHOCTH BO CHUTE ONIITECTBEHU CQEpH.
Peny6nmka Makenonuja kako 3eMja BO TpaH3UIH]a
BJIOXKYBa €BUJCHTHU u Mer'yHapOIHO

BEepUPUIIMPAHU YEKOpHU 3a (hakame MPUKITYIOK KOH
npolecuTe Ha riobanu3anuja M eBpoaTiaHTCKa
UHTETpaluja, Cco IITO TMOKaXyBa JeKa HMa
KaraiureT Ja ce MOJICpPHU3HPA U J1a MY C€ TIPUKITYUIH
KOH pa3BUEHHOT cBeT. CTpeMeXHTE 3a YWICHCTBO Ha
Peny6nuka Makenonuja Bo EY u HATO e mporec
Ha  Tinobanmu3amyja; — rojemMara  Jkemba  3a
NPUBJIEKYBaE CTPAHCKU MHBECTUIIUH U 32 YUECTBO

Ha CBETCKHOT Ia3ap, HMCTO Taka, € TNpoIlec Ha
riiobanu3aiyja.

2. Ilo3unujaTta HA penyOJUKA MaKeIOHHja BO
NPoLecoT Ha IJ100aaIu3anuja

bankaHoT 3a BpeMe Ha IOCTCOIMjaJTHCTUYKATa
TpaHchopmalja ce Hajae pacTprHar Mery
MUHATOTO, CeralmHocTa M HWJHUHATa, Mery
MoJIepHH3aljaTa U TOBTOPHOTO OXKHUBYBamE Ha
Tpagunujata. Mely ocraHature — OaJKAHCKU
IpkaBu, W MakeqoHrja ce u300puH 3a CBoOja
CyBEpeHa Jip>KaBa, apHO ama YIITE Ha [IOYETOKOT O]
HEJ3MHOTO OcaMocTojyBame Bo 1991 romuna ce
CyIpH CO MHOTY TPaH3UIMCKH TEIIKOTHH, a Ce
COOYH CO HeZopa30upama HacjeleHU ol
MHUHATOTO, KOM 3a JKajl  yIITe ce€ Jel O
KaTaJHEeBHUOT Pa3BOj HA 3eMjaBa.

OcHOBHa CTOMAaHCKa W MHAYCTPUCKA I'paHKa BO
Makenonuja e 3eMjoaenctBoro. HaumHOT Ha
MPOM3BOJICTBO Ha 3EMjOJICIICKHTE MPOM3BOIU CE
u3Be/lyBa Ha crienu(UYeH HAYMH KOj OBO3MOXYBa
NOOMBamke Ha 3/IPaBO M TEHETCKH HEMOIU(PHUIINPAHO
MPOU3BOJICTBO, IITO BO MOMEHTOT C€ HAaMETHYBa
KaKo TpeH]1 Ha riobannute mazapu. [lorpedHo e Bo
OBOj] CEKTOp Ja ce UMIUIEeMEHTUpaaT Jen oOf
ro0aJaHUTe CBETCKM MEpKH, Ja C€ NpHUMEHaT
YCTEUHUTE MPUKA3HU O] Pa3BUEHUTE 3€MjOJIETICKU
CTOIMAHCTBA, Ja C€ M3BpIIM JuOepanu3anyja Ha
na3apoT CO 3€MJOJEJICKM TPOU3BOAM  TPEKY
oTBOpame Ha Arpo bep3u, u npumena Ha nobpute
uaen 3a ciobomHa TproBuja. Ceto oBa ke
IpHJIOHECE Ja ce 3rojieMu (UHAHCHCKaTa MOK Ha
MPOU3BOJUTENNTE, & KOHCEKBEHTHO Ha Toa Ke ce
UMIJIEMEHTHPAaT  HOBHUTE  TEXHOJIOTMH, KOH
MoHaTaMy Ke MpHJ0HEcaT /10 YIITE MOKBAJIUTETHO
MPOM3BOJICTBO KO€ Ke Omae KOHKYPEeHTHO Ha
TJI00ATHUOT Ta3ap, co KpajHa el 3roJieMyBame Ha
M3BO30T U 00e30eayBame Ha CTa0WJICH WHITYT BO
BKYITHATa €EKOHOMUja Ha JIp>KaBara.

MHory e TmoJecHO JpkaBa €O pa3BHEHa
€eKOHOMH]ja, Ja TH HMMIUIEMEHTHpa MpaBuiIaTa H
MOJIMTUKUTE Ha TJIOOATHUOT CBET, OTKOJIKY 3eMja
kako mto e P. Makenonuja. Ilopamum nHamata
reorpacka rojeMuHa, a ¥ MOpPaJu Toa IITO CMeE
3eMja CcO JUMHUTHPAHU PECYpCH, KaKO U TOpaau
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OMMACHOCTHTE OJ HECUTYPHOCT KOHW JIeMHeaT
(OmImITECTBEHH W EKOHOMCKH), KaKO €JIMHCTBEHA
“cUTypHOCHa Bpara“ € TOKMY TO] CTpaTCIKH
napTHep kKoj Om 3acranan no3amu P. Makenonuja.
CornacHo oBa ce YMHHM JIeKa 3a J1a eJHa EeKOHOMHM]a
ycree J1a u3lie3e O/ CBOETO PEIECHCKO JTHO U Cce
OPUKIYYd KOH TJI0OamHUTEe Ta3apw, Mopa Ja
co3iaze ,,[IOBOJHA MOYBa“ 3a BJ€3 HA CTPAHCKH
WHBECTUTOPH KOM Ce€ Beke eTabimupaHu Ha
rJI00ATHUTE TMMa3apH, U KOu OM OWjie MOTCHIIHjaTHUA
CTpaTelIK! MapTHEPH, BO MPOIIECOT Ha Tpajckhe Ha
nenoBHa (robanHa) KyaTypa.

[Torpe6HO € na uM ce 06e30eau oapeneHa 103a Ha
0e30eIHOCT U CUTYPHOCT HAa HHUBHUOT KamuTal,
0e30eTHOCT Ha TIOCTOJHUOT W OOPTEH KamuTal, Ja
U3rpaau A0Bepda BO MHCTUTYIIUUTE U CUCTEMOT, a
CO Toa W JoBepOa BO BUCTHHCKA JIEMOKpaTHja H
BJIaJIeCH-€ Ha MPaBOTO, MOBOJIHU YCJIOBH 3a paboTa
Ha BpabOTeHWTE, ITO MOApa3Oupa  BHUCOKH
HAJIOMECTOLIM COTJIACHO HUBHHUOT MOTPOIIEH TPY/I,
o0e30esieHa 3ApaBCTEBEHA, MHBAIUTCKA U MTEH3UCKA
CUTYPHOCT, Kako u 0e30egHocT Ha paboOTHOTO
MECTO, U KaKO HajBakeH (pakTop na ce o0e30eaHu
CTaOUITHOCT HAa MakKpo M MHKPO EKOHOMCKHTE
TEKOBHU BO IEJIOKYITHUOT (DMHAHCUCKU CEKTOP, IITO
BO ce0e BKIy4yBa: CUTYPHOCT BO MOHETApHHOT U
(ducKalleH cCuCUTEM, MHCTUTYIIMU 0€3 OUpoKpartHja,
penakcupaHoT  BO  (YHKIMOHUPAHETO  Ha
0aHKapCKHUOT CHUCTEM, CTaOMIIHOCT Ha
¢duHaHcucKuTE HOHIOBH.

Peny6niuka Makenonuja ce cTpemMu jJa ro 3adyBa
CYBEpEHUTETOT M MHTETPUTETOT HHU3 MPOIIECUTE Ha
robanu3anyja U WHTETpanuja 1Mo MPUMEpPOT Ha
npyrute 3eMju. MerfyToa, HecriopeH € GakToT AeKa
BO COBPEMEHH YCJIOBH HAIIMUTE MHOTY IOBEKE CE
COOYYyBaaT CO PU3HMIIM M OIMACHOCTH OTKOJIKY CO
OTBOPCHM HEIPHjaTelId Ha HUBHUTE TPAHUIIN, TaKa
IITO MOpa OJHOBO Ja TH OCMHUCIAT HHUBHUTE
UJCHTUTETH BO MOMEHTOT KOTa crapute GopMu Ha
TeOIOJINTHKA CTAHYBaaT 3aCTapeHH.

Tpacupanute TATHINTa BO JBa IPaBIHU
(u3HAOTrame MeCTO MoJi 0e30€AHOCHHUOT ,,9a 0P Ha
HATO; npuxiydyBame BO CEMEJCTBOTO Ha
o0eMHEeTH  EBPOINCKM  HApOAM) BOAAT  KOH
JOJITOPOYHA CTAOMITHOCT, TapaHTUPaHa HAllMOHATHA
U peruoHanmHa 0e30eqHOCT, Kako W KOH 3a0p3aH

CTOMAHCKH pACTeXK MITO KE 3HAYd TOCTaIHO
U3BJIICKYBal¢ HA HAIllaTa 3eMja OJ] JOJITOTpajHaTa
€KOHOMCKAa KpH3a M MacoBHAa HEBPaOOTEHOCT
(mocera He3abene)xaHa BO COBpeMeHaTa HCTOpHja Ha
bankanot u nommpoko Bo EBpona). Camo Ha TakoB
HaunH Ha PemyOnmka MakenoHHWja U ce OTBOpaaT
HOBHM XOPHU30HTHU M MEPCIEKTUBU 32 3alBPCTYBAHE
Ha HEj3MHHUTE NO3MIMU Ha OajkaHcKata W Ha
eBpoOIiCKaTa ClieHa. EMWHCTBEHO Ha BAaKOB HAYWH,
CTPAHCKHOT KamuTaj Ke 3allo4He Jia Ce BJIMBa BO
3eMjaBa, CO LITO KE yCIeeMe CTEIEH IO CTENeH Aa
ro KpeHeMe CTaHIap0T U KBAJUTETOT Ha )KUBECHE,
IITO TMaK IMOHATaMy Ke Tro CTarHupa MacOBHOTO
UCENTyBamke Ha MJIAJIUTE YMOBH O] Ip)KaBaTa.
EnvHCTBEH HAYMH INTO BOIW KOH CHTypHA
Tpancopmaiuja Ha P Makenonuja u Ha apyrure
IpkaBu Ha bamkaHoT (KoM IMITO MPETCTaByBaaT
nepudepuja Ha EBpoma) e co3maBameTo H
HETYBamkETO Ha MOJICPCH JICMOKPATCKU KOHIIENT Ha
OIITECTBA, CO IITO OM ce co3Jlaje YCIOBH 3a
JIEMOKPATCKH Pa3Boj U JIOCICIHO MOYHTYBAmkE Ha
YOBEKOBUTE IPaBa U cJI000H.
3.Mogeax Ha 0e30eqHOCT HA
0aJKaHOT

peruoHaiHa

Temko nmexa MoXxe 1a ce peanu3upa uaejata 3a
CYHITUHCKO ()YHKIIMOHHUPAKE HAa ONTHUMAJIEH MOJIEN
Ha peruoHaigHa 06e30eIHOCT JTOKOJIKY BO TJI00aIHU
paMKH He ce MPOEKTHpa U JIOKOJIKY BO MpaKTUKaTa
HE c€ OXXMBOTBOPHU MeTyHapoJHa CcCTpaTeruja 3a
pelaBambe Ha MpoOJeMHUTe MITO Ce JOBEIyBaaT BO
BpCKa co cTabuiiHOCTa, Oe30eHOoCTa M MHUHATA Ha
CHUTE€ 3€MjU INTO cmaraaT BO PErMOHOT Ha
Jyrouncrouna EBporma.

Ilenta Ha enHa TakBa cTpareruja Oum Ouia
Jyrouctouna EBpomna na ce nmpeo6pasu Bo pernoH Ha
CTaOMIIHOCT, cOpabOTKa U MPOCIEPUTET TEMEICHH
Bp3 OCHOBa Ha (YHKIMOHHWpAmke Ha 3aeIHUYKA
IpeBEHIMja Ha KOH(QJIMKTU U HA 3aeJHUYKU KPH3EeH
MEHA[IMEHT, KaKO M Bp3 OCHOBAa Ha HEMOICICHH
acnupanuu 3a 3awieHyBake Bo HATO u 3a
uHTerpamuja Bo EBponckara Yuuja. Bo Toj mporuec
noreHiujamure Ha HATO 3a 3auyByBame Ha
06e30eqHocTa W crabwiHOCTa BO JyromcrodHa
EBpona ©Ou Owuie [OMONHETH CO EKOHOMCKa
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»€BpOIlen3anrja”“ Ha PErHoHOT TPEKy MPOIIH-
pyBamke Ha MOHETApHUTEC M WHBECTUIIMOHU apaH-
KMaHU TO (YyHKIIMOHUpAAT Bo 3emjute Ha EVY.

HckycrBata MOKa)KyBaaT JieKa o1
HE3allMPJIMBUTE  OMNIITECTBEHW  MPOIECH  Ha
riobanu3alyja ¥ MHTErpaliyja BOOIIITO He Tpeba 1a
ce Oera, co orienq naeka THE ,,IPOAYyIUpaaT:
noaropoyHa 0e30eHOCT, OJPXKJIMBA  CKOHOMCKa
CTaOMIIHOCT U HECOMHEH COILMjaJieH MPOCIIEPUTET.
['mobammzamujata Tpeba na ce pasdepe Kako
JTUPEKTCH TeHepaTop Ha pa3BOjOT, a pPa3BOjoOT
JTMPEKTHO KOpecloHaupa co Oe30eqHOCTa Ha
npkaBata. Jpkasute Ha bankanor Tpeba ma ru
npudaar Npeau3BUIUTE Ha Tiobamu3alyjata BO
cure chepu Ha penpoaykuujara, co mro de facto ce
3alBpCTYBa M  HAI[MOHAJIHATA M PETHOHAIHA
6e30eqHOCT.

TokMy mopaau oBa 3amo4HaTHTE PePOpPMH BO
Perrybnuka MakenoHuja criope CTaHAapAWTe Ha
(YHKIIMOHUPAKE HA CBPOIICKUTE WHCTHTYIIUU U Ha
€BPO-aTJIIAHTCKUTE CTPYKTYpPH Tpeda J1a mpoaoInKatT
CO HECMaJCHO TEMIIO 3a Jia M IIOHaTamy Cce
MOTBP/IyBa KaIaluTeToT Ha Perrybnmka
Makenonurja 3a Toa JeKka € CrocoOHa aa ce
npeoOpa3yBa 1 Ja ¢aka IPUKIYYOK KOH HE3arup-
JUBUTE MPOIIECH Ha TIo0alu3almja.

EnuHCTBEHO €O MONTOpOYHA KOHCOJMAANMja Ha
OIHOCHTE CO OalkaHCKUTe JpkaBu (M Toa
MPBEHCTBEHO MPEKYy MOTTHKHYBAaWkEe M Pa3BO] Ha
JEMOKpaTHjaTa, Kako M CO JOCJIEIHO MOYUTYBaHE
Ha YOBEKOBHUTE IpaBa U c€JI0001M), MOXKE Ja ce
MOMHCITyBA Ha  HCKpPEeHa copaboTKa, 3aeMHO
NOYNTYBamkbe M TOJEpaHIMja 3a pa3IMyHOCTa BO
CeKOj Torjen, a Cco Toa 3rojieMyBamke W Ha
TProBCKaTa pa3MeHa.

4. PaMHONIpaBHOCT NP pa3MeHaTa HA KYJITPHH
U 1YXOBHHU BPEeIHOCTH

MoskeOu MucCIUTE JeKa JIOKaJHaTa MpOJaBHUIIA
HEeMa ToOJeMO 3Hauelkhe 3a INpoydyyBame Ha
COIIMOJIOTHjaTa, HO COIIMOJIO3UTE MHUCICHETO 3a
OIITECTBEHHOT CBET YECTO T'0 CTEKHyBaaT Ha
HajHEeO4YeKyBaHM MecTa. JIokamHaTa mpoJaBHUIA €

6 Gidens E., Sociologija, Centar za izdavacku delatnost,
Beograd, 2007, ctp.55

MECTO KOE€ MOXXE€ MHOTy Jia HH Kaxe 3a
OMILTECTBEHUTE MOjaBU KOU Ce€ IMpeIMET Ha TrojeM
MHTEpEC Ha couuoio3ure Ha 21 Bek. CneaAHUOT naT
Kora Ke 0iuTe BO cylepMapKeT oOpHEeTe BHUMaHUE
Ha TOJIEMHUOT aCOPTHMAaH Ha MPOU3BOJIU KOU CE
U3JIO)KEHW Ha TOJUIMUTE. AKO 3aloyHeTe [a
KyIlyBaTe€ BO OJJICJIOT 3a CBEXHU MPOH3BOJIH,
BEpOjaTHO K€ HajJeTe aHaHaC 0J1 XaBauTe, rpejrndyr
on Jyxxna Adpuka u aBokaao on [lInanuja. Ho mro
e OutHO Tyka? Hume He MOkeme Ja To OJBOMME
HAIIETO  JIOKAJHO JIeTyBamke OJl IIHPOKOTO
OMILTECTBEHO BIMjaHUE KOE Ce MpOTera HU3 Iiena
wraneta. OrpoMHaTa pa3HOJIMKOCT HAa TPOHU3BOIH
KOja HHE CME€ HayuyeHd Ja ja [iegame Io
CyllepMapKeTHTe € OJpa3 Ha HH3a CIOXKEHH
€KOHOMCKH U OIIITECTBEHU BPCKHU, BPCKU KOU MOpa
Jla TIpU3HAaeMe, TH 30JMKHja TyreTo OJaJICYCHH CO
WIjalHULIM KWIOMETPU, MHOTY IOBEKE OTKOJIKY
nopano. Ha riobanm3anujara He Tpebda na ce riieaa
caMO KakO Ha pa3B0j Ha OMNIITECTBEHUTE W
CKOHOMCKHTE CHCTEMH Ha CBETCKO  HUBO.
['mobGanu3anmujata € u (QeHOMEH CcO JIOKaJeH
KapakTep - (EHOMEH KOj BJIMjac Ha HAIIAOT
CEKOjAHEBEH JKUBOT.

Hanu nenec mosxe 1a ce 300pyBa 3a OMJI0 KakBa
paMHOIIPaBHOCT BO pa3MeHaTa Ha KYyITypHU U
JTyXOBHH BPETHOCTH TIOMETy CBETCKHUTE BEJICCHIIN U
Manute IpxaBu? BuctuHa e gexa aeHec 00jeKTUBHO
[I0CTOjaT MHOTY T0/I00pHU YCJIOBHU 3a pa3BUBame Ha
Taa cj100o0/Ha pa3MeHa Ha HJEH, HO 3a Kall Toa €
MOBEKEe WJeall, OTKOJKY peanHocT. Hawmecro
c1o0o0Ha pa3MeHa Ha BUCTUHCKU BPEAHOCTH, HHE
JICHEeC MMaMe pa3MeHa Ha HETaTHBEH eKCTPEMH3aM
BO peYHCH cuTe 00JaCTH Ha YOBEKOBOTO JIENTyBabE,
1ojaBa Koja HajMOTy ce IIMPH IPEeKy CpecTBaTa 3a
MacoBHa KOMyHHUKanuja. OTpOMHUTE Pa3IUKH KOU
NPOM3JIETYBaaT OJf E€KOHOMCKaTa pa3BHEHOCT H
0orarcTBo, KOHIICHTpHUpPAaHATa TMOJUTHYKA MOK,
HACIIPOTH CUpOMAIIITH]aTa, MTOJINTUIKATA
WH(MEePHUOPHOCT W EKOHOMCKAaTa 3aBHUCHOCT Ha
OyrHTe JAp)KaBH C€ JIOBOJEH TOKa3aTen 3a
JOMHHAIIMjaTa HaJ HAlMOHAHUOT WJCHTHTET Ha
MaJuTe 3€MjH.
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entpanHo MecTo u yiora Bo Mer'yKylITypHaTa
KOMYHHUKaIHja uMaaT TPaHCHALIMOHAIHUTE
KOpIOpauu TPeKy KOW C€ BpIIM HajMacOBHA
pazMeHa Ha uH@popMaluu. Tue MoCTojaHo IUIeTaT
3aeHUYKa Mpexa, OylarojapeHue Impels ce Ha
3aeTHUYKUTE MHTEpecH Ha enurara. TokMy Taa
€KOHOMCKa CIIOCOOHOCT M MOK KOja ja MmoceayBaaT
JoBelyBa O  €IHOHAacOYeH  MPOTOK  Ha
unpopmanmute. Op emHa cTpaHa WMa CHIIH,
(¢UHAHCUCKUM MOKHHM Ja OBO3MOJXKAaT IIHUpEHEe Ha
“cBojaTra KyJnTypa W CTHJ Ha XUBOT™, a Of Japyra
CTpaHa MaJM JpXaBH KOM C€ jaByBaaT Kako
KYJITYPHO H30JIUPAaHU OUJICjKU HE CE BO MOXKHOCT Ja
ja mpUKaXkaT U MJIacupaar cBojaTa KyjaTypa.

5. Be30eaHocTa HA 1J1002JIJHO HUBO

Ho ona mro MoxeOu HajMHOTY 3arpuxyBa e
pa3BUBamETO Ha TIJO0AJIHMOT KapakTep Ha
KPUMMHAIOT. AKO B€ MMHATOTO Oea MCKIYYOK,
JICHEC CTaHaa CEKOjJHEBHE OpraHWU3HUPAHHUTE
KPUMHAJIHU TPy KOU (PYHKIIMOHUPAAT Ha HUBO HA
HEKOJIKY JpkaBu. COBPEMEHHOT TEpopu3aM Cce
pa3BuBa BO IOBeKke MpaBuu. Mako ceymre uma
UHAMBUAYyaNIM, (QaHaTULM, KOM  Ipe3emaar
CaMOMHMIIMJaTUBHU TEPOPUCTUYKU AKTUBHOCTH,
JeHec OUTHM C€  HEKOM  HEroBu  JIpyru
kapaktepuctuku.’’ Ho, oHa mTo ce jaByBa Kako
HajOUTHA KapaKTEPUCTHKA e HEerosara
UHTepHaUMoHamM3anuja. Kako  pesynrar Ha
HUBHATa MOOWJIHOCT, U3BOHpEIHATa OpraHu3alyja
U OJUIMYHATa MaTepHjajaHa U (PMHAHCHUCKA MOTIIOpa,
THE JIeyBaaT MHOTY MOJAJIEKy OJ1 3eMjaTa oJ Kaje
LITO TIOTEKHYBAaT.

CoBpemeHara TEXHOJIOTH]a, Mac — MEIUYMHUTE U
COLIMjaJIHUTE MPEXH T'0 “TiomMaraat’ OCTBapyBameTO
HAa HUBHaTa Ilell - Ja [puUBJIeYaT BHUMaHUE,
NPUKAXKYBajKU Ce€ KaKO ‘KPTBU Ha PEXKUMU H
noyMTUKY . CO IPUBJIEKYBAkHETO HA BHUMAHUE, THE
ceaT CTpaB M Ha TO] HAa4YMH ja TIJ00aIM3UpaaT
3aKaHaTa, 3aKaHaTa Koja CeKO0j YOBEK o TIJIaIIH AeKa
MOXX€OM TOKMY TOj ke Omjae ciemHata >XpTBa.
Bropara 6utHa kapakTepuCTHKa Ha TEPOPU3MOT My
naBa OOJNMK Ha ,,HEBHJUIMBO 3JI0“ KO€ KaKO THBOK

67 Micovic V., Globalizacija I novi svetski poredak, Cigoja
stampa, Beograd, 2001r., cTp.160

youerr cexoj NeH 3eMa HOBH kpTBH. OHa ITO BO
WJHMHA Cce OYEeKyBa € ymoTpebda Ha CpelcTBa 3a
MacOBHO YHUINTYBame€, BKIy4yBakd TH Mpe] Ce
MaJuTe HYKJICapHOTO OpYXXje, KOe € BO cocToj0a na
HaHECe OrPOMHH, JIOJNTOTPAjHU U HEMONPABIUBH
HITETH, CO IITO YOBEIITBOTO IOBTOPHO OU C€ HAIILIO
BO CUTYyaIja ia ce 60pu 3a CBOJOT OTICTAHOK.

[Tpornecot Ha rimobanu3ayja 100U TUIAHETapHU
pasMepu W Kako OIIITa TEHIACHLHWja M KakKo
nojauTHYKa crpareruja. Ho kako m cekoja mpyra
1ojaBa, Taka M riiodanusanyjaTta uMa MO3UTHUBHU H
HeraTuBHH cTpanu. O eHa CTpaHa AeMOKpaTujaTa
Y YOBCKOBHUTE MpaBa 3aKUBYBAaT M OHAMY KaJIe IITO
BO MHHATOTO He TocToene. EiekrpoHckaTta
peBoJIyliMja M HEj3UHHTE IPOU3BOAM TH IIUPAT
JIOKAJHUTE  XOPU30HTH  BO  Hacoka  Ha
KOCMOIIOJIUTCKA KYJITypa.

Ho onm apyra crpaHa oHa IITO HCTO Taka ce
riobanu3upa e " cCHpOMaIITrjaTa "
eKCIUIoaTanyjata  Ha  3EMjUHUTE  PECypCH.
YosemtBoTo goara mo0 ¢asm Ha gemorpadceka
eKCIIO3HMja BO OJIPE/ICHU PETHMOHH, a jaeMorpadcka
UMIUIO3HMja BO JPYTH CO IITO CE jaByBaaT TOJIEMH
HEPaMHOMEPHOCTH BO Pa3BHTOKOT Ha cBeToT. Co
oBa rino0anHara 0e30eqHOCTa € CTaBeHa /1a CTOM Ha
»CTaKIICHH HO3e“,a pPH3HWIUTE OJf HECaKaHH
IIOCJIEIIN CE ' CE IIOTOJIEMHU.

6. BAKJIYUOK

AHanu3upajku 1moanaboko jroarame 0 3aKIy4OK
JileKa CHUTyallMjaTa Ha JIOKaJHO HHMBO € JalieKy
MoJIOIIA IITO ce peieKTUpa Ha MOJIUTHKATA KOja ja
BOJIM €/IHA JpKaBa CTPEMEJKH Ce€ KOH INI0OOaTHHUOT
cBeT. Bo TakBUTE Ciy4aeBH CTPEMEXKOT KOH
rJ100aJIHUOT CBET € CaMo JJ00pO CraKyBaH MPOU3BOJL
KO] MPaKTUYHO HE OM MOKEeN Jla C€ HCKOPUCTH.
[Tonnaky  kakaHo,  UMIUIEMEHTalldjaTa  Ha
MOJIMTUKUTE ¥ TpaBWiaTa Ha TiobOamu3arujarta
ceymTe ce  JaleKy oI  Hac, Ouaejku
HETIOATOTBEHOCTA Ha CHCTEMOT WCTHTE TH IPaBH
KOHTPAINpPOTyKTHUBHH, u parMaTHYIHO
HEVMITJIEMEHTHUPAYKH Ha COIICTBEHO TIIO, a TOa
CBOEBPEMEHO BPOJlyBa EHOPMHH MTPOOJIEMH.
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HNako  Makenonuja BOAM  TOJHMTUKA  HA
HaJIBOPELIHO TPrOBCKAa pa3MeHa, CTPEMEjKU ce KOH
rio0anu3anyjaTa, cemak CTPOTUTE KPUTEPHUYMH H
YCJIOBH KOM Tpeba Ja TM MCIOJHM JAprKaBara 3a Ja
CTaHe JIe]l 0/ TII00aTHUOT CBeT (He 3a00paBajku r'u
CBOMTE KalaluTeTH U pecypcH) OapeM 3acera uMaar
BIMjaHHE KO€ Cce Ojpa3yBa CO HeraTHBHA
KOHOTaIja. Toa HeraTUBHO BIIMjaHHUE CO3/aBa “ja3
Ha MOTEIIKOTUU  KOU JIOKOJIKY HE C€ OTCTpaHaT Ha
BUCTUHCKHOT HAaYMH M BO BHUCTHHCKOTO BpEME H
MoHaTaMy Ke MPOJI0JDKAT Ja ja CIpedyBaar 3emjaTa
Jla T HaMETHE HAaBUKUTE O] TJI00AaTHHOT CBET Ha
CBOja IIOYBA.

Jlonropounara crpartemka nen Ha PemyOnmka
Makenonuja 3a a cTaHe Aed OJ TJIOOAIHUT CBET
Tpeba na Ouje CBpTEeHa M KOH KOHTHHYHpaHaTa M
O0eckoMInpomMucHa Oopba NPOTUB OPraHU3UPAHUOT
KpUMHUHAII U KOpYyIIlHjaTa, co 1en obe3deqyBame
€KOHOMCKH W TIOJIMTHYKHA Pa3Boj, CTaOWIHOCT H
CUTYPHOCT Ha 3eMjaTa U HEJ3MHA HUHTEerpaiuja BO
HATO u EY.
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ASPECTS OF PROMOTION THROUGH
SOCIAL MEDIA COMMUNICATION

Abstract

Nowadays, communication is an inextricable part of
everyday life, included in all segments of people’s lives,
it is fast, direct, two-way, multi-layered and it represents
an inevitable tool in the work and functioning of every
entity in society. People communicate, debate, promote
different ideas, products, strategies, brands — they build
an image, however, in order for it to be successful and
positive, they must be familiar with the tools of
communication, and in this day and age special focus
should be paid to the operation and the role of media,
particularly the role of social media. Media, as conveyors
of messages, as potent communicators with the public
and as a tool for reaching out to the public, in all of their
different types and forms, are also extremely important
in the system of marketing, i.e. promotion. Knowing
them, as well as knowing their similarities and
differences, opportunities, advantages and traps is
essential for the successful work of any entity in society.

The communication process, which is an activity
defined with the method of communication, i.e. defined
by the communicators - by specifying who participates in
the communication process, how the message is being
sent to its final recipient and how the channels, i.e. the
media are being used so the message can reach the public
or reach a certain target group. All of the above is part
of so-called positive feedback and successful promotion.
In an era of exceptional development of modern
technologies, using social media to promote different
entities has become imperative, because it helps you
quickly deliver your message to the public, make the
message easily accessible, it also helps you save time and
resources, it provides transparency, reliability and it
allows you to monitor the effectiveness of your work.

Key words: promotion, communication, media,
social media, messages.
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ACIIEKTH HA ITPOMOIINJATA
ITPEKY KOMYHUKAIIUJA HA
COLUNJAJIHUTE MEANYMHU

AIICTPAKT

KomyHukanujara 1eHec € HepaCKHHIUB JeT 01
CeKOjI[HCBI/IeTO BO CUTEC CCIMECHTHU HaA ) KUBOTOT Ha JIyI"CTO.
Taa e¢ Op3a, TUPEKTHA, JABOHACOYHA, ITOBEKECJIOjHA H
IpeTcTaByBa He3aMEHIMBa ajaTka BO paborata u
(YHKIMOHUPAKETO HA CEKOj CyOjeKT BO OMILITECTBOTO.
Jlyfeto koMyHUWIHMpaar, aebaTupaar, MPOMOBHpAAT
CEKaKOB BH/JI Ha UJEH, IPOM3BO/IN, CTPATETHH, OPEH/IOBH,
rpagaT UMHIL, HO 3a TOj J1a OHie yCIemeH 1 TTO3UTHBEH,
Tpeba Oa ce MOo3HaBaaT aJaTKUTe 3a KOMYHHKAIlja,
0c00eHO (ZYHKITMOHUPAETO U YJIoTaTa Ha MeJTUYMUTE 1,
BO JICHEITHO BpeMe, OCOOEHO yIIoTaTa Ha COIMjaIHUTE
MeauyMHu. MenyMuTe Kako IIPEHECYBAUX Ha ITOPAKUTE,
KaKO0 MOKHHM KOMYHHKATOPH CO jaBHOCTA M KaKO ajaTKa
HpEeKy KOja MOJKE J1a Ce CTUTHE JI0 jJaBHOCTA, BO PA3IHYHU
BUJIOBU M (OPMH, CE€ HCKIYYHUTETHO BAXHU U BO
CHCTEeMOT HAa MAapKEeTHHIOT, OIHOCHO TPOMOIIHjaTa.
HuBHOTO mMo3HaBame, KaKo M IMMO3HABAKHETO HA HUBHHUTE
CIIMYHOCTH U Pa3IMYHOCTH, MO’KHOCTH, TIPETHOCTH, HO U
3aMKH, € €CEHIM]jaJIHO 3a YCIICIIHO PabOTeHe Ha CEKOj
cy0jexT Bo ommrecTBOTO. [Ipomecor Ha KOMyHHITUpAHE
KOj INpeTCcTaByBa aKTHBHOCT KOja ce Je(pHHUpA NPEKy
HAYMHOT Ha KOMYHHKAIMja, OJHOCHO IMpPEKy KOMY-
HUKATOPOT, MPEIH3UPAjKK KOj € TOj IITO KOMYHHUIHpA,
KaKo ce IpeHecyBa Iopakara, /10 KOro € Taa HaMeHeTa 1
KaKO Ce KOPUCTAT KaHAJIHUTE, OJHOCHO MEIMYMHTE 32 Taa
nopaka Jia CTHUTHE [0 jaBHOCTa WJIM OJpejieHa IIeHa
rpyna, ce Jejl OJ Toa IITO C€ BUKa MO3UTUBEH QUIOEK U
ycnensa npomonuja. Bo epa Ha nckiryunreneH pa3Boj Ha
COBpPEMCHUTEC TCXHOJIOTHUH, KOPHUCTCHECTO Ha
COLIMjATHUTE MEJAMYMH 3a TPOMOIMja Ha CYOjeKTHUTE
CTaHa MMIIEPATHB 3aToa IITO IOMara Iopakara IITO
cakare J1a ja UCIIpaTUTe J0 jaBHOCTAa Opry Ja CTUTHE JI0
Hea, 7a OuJe JIECHO JIOCTanHa, 1a 3allTeld BpeMe U
CpencTBa, 1a 00e30e1 TPaHCTIaPEHTHOCT, KOHCTAHTHOCT
U MOKHOCT 3a Clie[Iclhe Ha epEeKTUBHOCTA Ha BallaTa
pabora.
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Bosen

JlnHaMpuKaTa Ha BpPEMETO BO KO JKHBEEME,
KOPHCTEHETO Ha CHTE BHIOBH TEXHOJIOIIKH MOYKHOCTH
npuoHece 3a MHTEH3UBEH pa3Boj W BO oOiacta Ha
MapKeTUHrOT ® Tnpomonujata. Ilpomornmjata BO
HOIINPOKA CMHUCIIA IPETCTaByBa ITIOUM 32 YHAIIPEAyBambe
Ha HEIITO J0/IeKa BO MOTECHA TPOMOIIKjaTa € eIeMEHT Ha
MapKEeTUHT-UMHUIIOT CO KOM CE€ eMHTYBaaT Pa3InUHUTE
nH(OpMAaITH, IMTO MoApa3dupa CIUIET Ha Pa3HOBHIHU
aKTHBHOCTH CO KOHM C€ OJBMBa KOMYHHKAIlMjaTa Ha
cy0jeKkTUTE CO TOCAMHIIUTE W jaBHOCTA 3a MelryceOeH
uHTEepec W morpebda. Bo THe MOXKHOCHM Ha COBPEMEHO
KOMYHHUIIpamke NOCEOHO MECTO M yilora HuMaaT
COLIMjaJTHUTE MPEKH KOU MIPETCTaByBaaT BU]] HA MEANYM
KaKo DejcoyK, Majcrejc, JIuHKEIH. ..KOH
mpercraByBaar  ImargopmMa  Koja  OBO3MOXYBa
KOMYHHUKalldja cO MOTEHIWjaHnTe KiueHTu. Kiyd Ha
OBOj BHUJ MapKETHHI € KOMYHHKalldjaTa CO OCTaHATUTE
4ICHOBM Ha OBHE colujaanu Mpexu.%® Opue Mpexu n
OBOj BHJ Ha KOMYHHKAIFja C€ HCKIyYUTEIHO
NOITyJIapHH M OBO3MOXKYBaaT MOBP3YyBamke Ha JIyeTo U
BO BHPTYEIHHOT CBET. THe ce JecHO JOCTanHu, eQTUHH
a ajaTKuTe 32 KOMYHHUKall{ja ce €JIHOCTaBHU CO IITO
CTaHyBaaT KaHaJli Ha KOMIaHWjarta, (Qupmara,
Cy0jeKTOT, KOM Hy1aT OPOjHH MOXHOCTH 3a CEKaKOB BUJI
Ha mpomorja. Bo Teopujarta 3a mpomorjara mocrojar
HoBeKe JIe(MHUIINY, HO Kora ce 300pyBa 3a Hea, IIpej ce,
ce MUCIH Ha 30Up OJ] pa3NIMuyHU aKTHBHOCTH MPEKY KOH
KOMTIaHHjaTa/Cy0jeKToT HAaCTOjyBa, HEj3WHUTE
NpOM3BOAM W YCIYyrH Ja WM OWIAT II03HATH Ha
MOTPOIIYBAYUTE CO KOPUCTEHE HA MEIAWYMH M JTUYHO
aHTaXHUPamke CO LIeN J]a Ce OCUrypa modapyBadkaTta Koja
(upmara moxe na ja 3agoBonu. [IpomorjaTta ce cmera
3a eJIeH OJ] YeTPHUTE EIEMEHTH Ha MapKETHHI MHKCOT —
41T ogrocuo Product -TITpoayxkr, Price - mena , Promotion
- mpomonja, Place — mecro, a ce omHecyBa Ha cuTe
METOJM M KaHAIM 32 KOMYHHKaI{ja IITO MOXaT Ja Ce
KOpUCTAaT 3a Jia ce MpocienaT WHPpOMaIUUTE 3a
IPOU3BONTE/yCITYTUTE MK 32 CAMHUOT Cy0jexT.®

88 file:///C:/Users/DELL/Downloads/PM_br4 cl12%20(3).pdf
89 https://www.eventbrite.com/blog/how-to-promote-event-social-
media-ds00

1. Iloum, yyora u 3Ha4Yeme HA IPOMOLUjaTAa BO
MelyHAPOIHHOT MAPKETUHT

MeryHapOAHHOT MapKeTHHI MpPETCTaByBa MpOIEC KOj
MOKpaj aKTUBHOCTHTE KOW TH COJPXKH MEryHapOAHOTO
paboteme W MelryHapoJHaTa TPrOBHja, KaKO INTO Ce
KylyBamkbe M Tpomax0da, (Qu3Muka AUCTPHOyNHja H
¢dopMmupame I[EeHW, BKIyYyBa W HCTpaXyBame Ha
nasapor, IUIaHUpamke W pPa3Boj Ha MPOHU3BOJNTE,
nucTpuOymuja u mpomornwmja. Llentra e na ce mpomosupa
Y MpoAajic MPOU3BOAOT MIIM Jia C€ IPOMOBHUPA U MPOAAJE
ycJIyrara JIojieka Hej3UHM OCHOBHH LIeJH ce: '

1. Jla ce epadu 3uaerwe - HoBute mpousBoau u
HOBHTE KOMIIAHWHU CE YECTO HEMO3HATH 3a Ma3apoT, IITO
nmonpa3oupa JeKa WHHLWjATHATE TMPOMOTHBHU HAIOPH
Mopa j1a ce (OKycHpaaT Ha Kpeupame M CO3JaBambe Ha
UACHTUTETOT MPEKY:

a) e(heKTUBHO MPUA0ONBakE HA KOHCYMEHTH U

0) 1a My ce COOIIITH Ha Ma3apoT KOU C€ THE U IITO THE
MMaaT Ja OHyAaT.

2. Ilpomomuenu yeau - KOU CyOjeKTOT THU MOCTaByBa
NOpajy YTBPAYBalb¢ HA YCIEIIHOCTA M OTJIACYBAHETO
KOM TIPETCTaByBaaT COCTaBEH el Ha MPOMOTHBHHUTE
TTOJTUTHKH.

3. Ha ce nommuxue unmepec - Jla ce ycmnee ma ce
MTOMECTH MOTPOIITYBAaYOT OJl CBECHOCT JI0 KYITyBame Ha
MPOM3BOJOT € 3Ha4aeH npeau3Buk. [loTpouryBayoT npBo
Mopa Ja ja mpeno3Hae morpedara mpex da IOYHE
aKTHBHO Jla pa3MHCIIyBa 3a KymyBameTo. POKycoT mpu
KpeHupameTo Ha [I0paKara, 3a 1a ce yoe U I0TpOoLIyBayoT
JIeKa IoCToM notpebara, € oJIMKa Ha MapKETHHIOT KOja
Tpae eJeH TOAOJT TMEpPHOJl CO TAapreTcCKHu OazuvHu
KapaKTEePUCTUKHU KaKO IITO CE eMOIMHUTE, CTpaByBamaTa
W XyMOPOT.

4. Jla ce oocmasam ungpopmayuu - Hekon nmpoMOTHBHH
aKTHBHOCTH C€ [HM33jHMpPaHU Ja KM [oMaraaT Ha
NOTPOLIYBaYHTE BO TOTparara 1o HOBHTE MPOMU3BOIU U
THe OapaaT MPOCTOP 3a MPOMOTHBHUOT YOeIyBauKu
nporiec. Bo onpeneHn cnydam, Ha TpuMep, Kora
MPOMU3BOJOT € TOJIKY HOB IITO NMPETCTaByBa COCEMa HOBa
Kareropuja ¥  WMa  HEKOJIKY  KOMIICTHTOPH,
uHpOpMaIjaTa eIHOCTaBHO Tpeba Ja objacHyBa MITO €

0 www.types of promotion- promotion mix, types of promotion
objectives, 2008.

125



IPOU3BOJOT, a TPHTOA Ja HE CIOMHYBAa HHUKOTO O]
KOHKypeTHata cTpaHa. Bo npyru curyanuu, Kora
NPOM3BOJOT CE€ HATIpeBapyBa Ha MOCTOCYKHOT Tasap,
nHpOpMaTHBHATA IIPOMOIIHja MOXe Aa Onje yroTpebeHa
3a Ja TOMOTHE 3a IPOM3BOAHATA MO3UIMOHUPAYKA
CTpaTerHja ¥ TOraml MOXaT Ja Ce KOpHCTar
MPOMOTHUBHUTE 100pa BKIy4yBajKH TH JUPEKTHUTE
CIIOpet0CHOCTH 3a Ja Ce TIIOCTHUTHE CO3HaHWE 3a
pasnu4HoCTA.

5. Ilommux 3a Kynysauume - BUCTHHCKaTa MpoMonyja
Tpeba aa ro yoeaum KOPUCHUKOT JAa Ky IMPOHU3BOA KOj
JIOTOTAIll He TO KYITyBaJl MJIM IO KyIyBaJ Ia IpecTaHall,
OJJHOCHO HE TO KyITyBa BeKe IMOAONT mepuo]. Bo TakoB
CITy4aj TPOMOTHBHUTE MeTOoAu Ou Ownie AMPEKTHH CO
Hy/ICEb¢ ¥ OBO3MOXKYBame Ha KyIyBauoT Jga ro mpoda
HPOU3BOJOT. 32 OHHE KOPUCHHUIIM KOU CE ONPENICIICHH 3a
€IeH OJpeleH INPOM3BOA OM MOXKela Ja ce 3TroJeMH
HUBHATa KYMOBHA HWHHUIMjaTWBa co 00e30emyBame Ha
MpUYUHA 3011TO Toa OM OMII0 A00pO 1a ro Hampasat. Ha
HpUMep, 3a BpeMe Ha TOTUIIHATE OJMOPH BO JIEJIOT 3a
pekiiaMa Ha OJMOPCKHTE apamKMaHH MOXE Ja ce
pexiiaMupaaT ¥ OHUE MPOU3BOAM HA HAYUH IITO OM T'U
HNOTTUKHAJ KOPUCHUIIUTE J1a KyIIaT MOBEKE OTKOJIKY IITO
TOA BOOOMYAaEHO TO mpaBaT. MHCTpYMEHTHTE KOM ce
KOPHUCTAT 32 POMOIIHja Ha MapKETHHT KOMYHHKaIxjaTa
UMaaT 3a el Ja MPOMOBHpAaT aKTUBHOCTH M THE CE
nedunupaar Kako:'' HHPOPMHpAEE, TOIYYyBame MU
Haco4dyBamkbC, IIOTTUKHYBAlkbC HAa AaKTUBHOCTHUTE Ha
JUCTPUOYIHNja, CO3IaBahe MIIH OJIPYKBAE HA MIMHUIIOT Ha
CyOjeKTOT WJIM Ha OJPEACHH IPOHM3BOIM H YCIYTH,
UCTAaKHyBalk€ Ha OJPENCHM KAapaKTepPCTHKH Ha
NPO3UBOJIMTE U YCYJITUTE, OJPIKYBabe Ha MOIMyJIapHOCTa
Ha 11a3apHOTO MPUCYCTBO HA CY0jeKTOT M, OCTBAPYBAHHE
Ha TIOCTOjaHM BPCKM M JHPEKTHH KOHTAaKTH 3a
peau3upame Ha CEeBKYIHATa MapKETHHIIIKA POrpama.

2. MacoBHOTO KOMYHHIIMPaH-€¢ H IPOMOLHjaTAa

Ommr MOZCI Ha KOMYHHUIINPAKC

1 Jovic M.,“Megunarodni marketing program, politika instrumenta
marketing miksa”, 2003, ctp..443.

KoMyHHIIMpamkeTO TOMPENM3HO MOXE Jia ce TpeThpa
KaKo MpOIIeC OpraHu3upaH O]l CTpaHa Ha HEKOW MpPaBHU
i (GU3MYKM JUIla HapeuyeHW — emuTop(u), a 3a
eMUTyBame, IpeHecyBabe Ha  wuH(popmamnujata,
HEJ3UHOTO JOCTaBYBaWkE MPEKY COOJBETHU KaHAIH JIO
nprUMaTeInTe OJHOCHO 0 perentopure. Ha oBoj HaunH
ce 00e30emyBa OJpXKyBame Ha PEJOBEH KOHTAKT CO HHUB,
a BAaKBHOT TIPOIEC Ha KOMYHHIMpame TH ordaka
CJIE/IHUBE EIEMEHTH: /2

Emutop - ucnpakagor Ha mopakaTa Koj ©Ma 3a IIell Ja ja
OCTBapu KOMyHUKaIMjaTa.

1. Komupame - omHocHo mudpupame Ha IopakaTa u
HEj3WHO TPETBOPAamE BO HEKOj CUMOOIMYEH OOJHK BO
3aBUCHOCT OJl METUYMOT.
2. Menuymu - TpEHOCHHUIMTE Ha MOpAKaTa.
3. Hexomupame -  OmHOCHO Jemmdpupame Ha
nopakara.
4. PeuenTop - MpOIECOT MITO PEIEHTOPOT K& IO OCTBAPH
BO IPOLIECOT HA KOMYHHUIINPAHE.

3agaua Ha IpoMoIIKjaTa € a TH UHDOpMUpa, nomcemu
# ybeou OTPOIYBAYHTE Jia pedeupaam Ha TPOU3BOAOT
WIN yciayrure Kou ce Hynar. [Ipomecor Ha
KOMYHHUIIpamke TIPETCTaByBa aKTHBHOCT Koja ce
JIepUHUpPaA KaKo:

® K0j - (KOMYHHKATOpOT) - KO] KOMyHHIIUPA,
e Taa - (KOMyHHKAaIMCKaTa MOpaka) - ce
IpeHecyBa,
® Ha KOTO - (KOMYHHKAaHTOT), a MPEKy KOPHUCTEHE
Ha KaHaJU (MEIUYMHUTE) U
e KakBM BIHMjaHWja C€ OCTBapyBaaT - MOBpaTeH
OJrOBOP

72 Cexynoscka H., “ITpomoruja”, Ekonomcku dakynret - Ckorje,
2005, cTp. 58.
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Crnuka 1.Moaea Ha KOMYHHIIUPaHbe

KOMYHHUKAaTOp KOMyHI/IKaHI/ICKa o KOMyHHKaHPICKH o
g nopaka "l xanamm d
KOMYHUKAHT
IToBpataa Bpcka
WzBop: Mapuen M., ,[IPOMOILINJA”, Ocujek, 1997.
Co KOMYHHKAIIMCKHOT TMPOIEC Ce MpeHecyBaar nponaravga.  Ilpomoyujama  mooce  oda  Oule

COOJBETHH WH(MOpPMAIMd OJ KOMYHHKATOPOT JIO
KOMYHHKAaHTOT, a wuH(opMamujata €  CeKoralmr
€JIHOHACOYHA,  JIOJIcKa  KOMYHHUIIMPAmETO  UMa
JIBOHACOYCH KapakTep KOj Ce OcTBapyBa CO MOBpaTHa
Bpcka. OCHOBHA 3ajjauya HA KOMYHHKATOPOT € Jia Ouje
UCrpaTeHa BUCTHHCKATa MOpakKa, Taa Ja Ouje BpaMeHa
COTJIACHO BPEIHOCTHUTE M IOTPEOUTE Ha IMyOIMKaTa 3a Jia
Moxxke Jna Oume mnpudareHa. [maBHM npodIeMH BO
CHCTEMOT Ha KOMYHHKaI’ja Cce:

® UIeHTH(DUKYBAakHETO HA KOMYHHKAHTOT,

® ONIMKYBamkeTO Ha HH(opManyjaTa,

© 1300pOT HA MEAUYMOT U

e MEpPKHTE KOM ce€ IIpe3eMaaT BO IIPOLECOT Ha
KOMYHHILIUPABETO.

MapKeTHHT KOMYHUIPameT0 € CO JABOHACOYEH
KapakTep, JoJieka TMpoMolljata € eJIHOHACOYCHA.
MapKkeTHHI KOMYHHUIMPamETO MoApa3dupa AHjanor co
HEKOr0, Jnoaexa poMoLujara noapasoupa
npe3eHTHpame Ha  npukasHata.llpomorjara  BO
CHCTEMOT Ha MAacOBHOTO KOMYHHUIMpame Noapazoupa
BKIIydyBam€ Ha KOMYHHUKAalMja CO CHTE 3HauyajHH
BHATPEITHN U HA/IBOPEIIHU YHMHUTETHN Ha jaBHOCTA U CE
o0uyBa a kpeupa cakarma IoMelr'y OpraHUu3aIuCKUTe
LIEJIU ¥ OIIITECTBEHUTE OUeKyBama.Toa BKIy1yBa rojiemM
aHraXMaH KOj € IUIAHMpaH M KOHTHHYHUPaH CO LeI
BOCIIOCTAaBYBalk€ U OApPXKYBalke Ha JOOpPH OJHOCH
noMely jaBHOCTa U cyOjekTuTe (IPETHpHjaTHETO,
¢upmaTa, opraHuzanujata, BIaJMHA WIM HEBIAJAWHA
uHcTUTyIMja). [IpuMapHu akTUBHOCTH Ha MPOMOIIHjaTa
ce: EeKOHOMCKaTra TpolaraHjia, yHanpeayBameTo Ha
npojax0aTa, OJHOCUTE CO JaBHOCTA U MMyOJIULIUTETOT. 3a
CeKYHJapHH AaKTHBHOCTH C€ CMeTaar: JIM3ajHOT,
ambanaxara, yCIyrUTe Ha MOTPOIIAYHTE W JIMYHATA

73 Marcel M., ,PROMOCIJA, Osijek, 1997, str.34.

HabpyOyeana kako:"

1. enemMeHT Ha MapKETUHIOT,

2. KOMyHHKaIfja co ma3apor,

3. MapKeTHHT JAEJHOCT (MapKeTUHT (PYyHKIIH]a),

4. opraHu3anMcKa eIUHHIA BO Cy0jeKTUTE U

5. Hay4YHa JUCLUIUIMHA.

Co mpomommjata ce TIIOCTUTHYBa JONOJHHUTEIHA
BPEIHOCT M Toa Ha mnoBeke Haumnu:’* Ce co3maBa
OJIpeicH HMHUIl - CO IPOMOTHUBHUTE JCJHOCTH Ha
KYIyBambETO MY CE 1aBa CHMOOIMYHO 3HaueHmke. Mapkara
Ha MPOM3BOJOT € MOMOJEH CHUMOON Olaromapejku Ha
HUBOTO Ha LIEHUTE IITO I'O UMAaaT OAPEAEHU ITPO3UBOIH,
Ha IIpuUMep, Kako Wro ce narukure Hauk, maunure Jla
Koct, mapdemot Illanen, HO WCTO Taka W IHjaJIOKOT
Koka-kona, yokonagute Mapc, Kut-ketr u The Ha HEro
MYy AaBaaT AOIIOJIHHUTEIIHA BPEAHOCT IIPU KYIIYBAaHCTO.
lonemMuoOT yrien Ha MPOU3BOJOT M KOMIIAHMjaTa Kaj
HOTPOLIYBAaYOT TI'O0 HaMalyBa CTPaBOT OJ PH3UKOT.
Hexou eremenT Ha IMPOMOTUBHHU aKTUBHOCTU NUPEKTHO
NpeTcTaByBaat JIOTIOJTHUTEITHA BPEIHOCT 3a
KyIyBamkeTO. [ OTBAaYKM pELEeNTH Ha KOpHUIATa O]
HPOU3BOJIOT, COBETH ¥ MH(OPMAITHH 32 ITOTPOIYBAYHUTE,
VHaIlpeqyBamke Ha Mpojakdara co MOJapOlH WU
Harpa/iu, lypy U KECH 3a MaKyBambe - CETO TOa KOJIKY IITO
nuMa (pyHKIMOHAITHO TOJIKY MMa U TPOMOTHUBHO 3HAUCHE.
KyHyBa‘II/ITe Ha pas3JIMYHUTEC BUIO0BU ITPUO3BOJU, HO U HaA
CATE€ BHMIOBU MHTEIEKTyalHU MW JAPYr BHUJ YCIyI'U
CEKOjJIHEBHO ce OomMOapaupaHu oj uH(popManuu, u
MPE3CHTAIMU OJl Pa3iH4YeH BHJ M KapakTep W TOKMY
3aToa MOTPEOHO € J1a ce BOAM CMETKa 3a HaBEICHHUTE
napamMeTpH Ha pa3JInYHUTE BPEJHOCTH Ha MPOMOLMjaTa
KaKo LITO € Hej3MHAaTa MpUMapHa ACjHOCT BO HYICHETO
MOYKHOCTH W apTyMEHTH 32 JIa Ce TIPUBJIeYE jaBHOCTA.

74 Hatton A., “The Definitive Guide to Marketing Planning,”
Persons Education Limited, 2000, p.126.
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3.00.1u1u HAa MpoMoLMjaTa

[Ipomonjara e popma Ha KOPIIOpPAaTUBHA KOMYHHKALIHja
KOja KOPUCTH Pa3INyHH METOJHU Ja CTUTHE A0 LETHUTE
Ipynu €O OIpeleHa IOopaka, a 3a Ja C€ IOCTUIHAT
OpraHu3aTOpCKUTE  LeNu. Peuucm HE  MOCTOM
opranuzanmja Oe3 pasiavKa Ha HEJ3UHHOT KapakTep
(mpodwurHa - HempodwWTHA, BIATWHA - HEBIATWHA, BO
CUTE BHJIOBH Ha MHIYCTPHH...), KOja HE € IOBp3aHa CO
KaKoB M Jia ¢ OOJMK Ha MpPOMOIlMja. 3a YCIEIIHOCT Ha
mpoMoIrjaTa € moTpedHa MPOMOTHBHA CTpaTerrja Koja
Tpeba ma Oume HampaBeHa COTJIACHO Oapamara Ha
na3apoT M 3aJ0BOJTyBalb€ HA CUTE EIEMEHTH BpP3aHHU CO
Hero. [lomMoT mpomouuja moapa3zdupa MPOMOLUCKH
30up koj omdaka KOMYHHIIHpame CO TOSIUHIINTE,
OpraHU3alMUTe WM UHCTUTYLIMUTE, U BPIIM JAUPEKTHO
WIM WHAMPEKTHO OJIECHYBal€ Ha pa3MeHaTa Ha
nHGOpMAINH U yBepyBa JleKa MPOU3BOAOT Tpeba 1a ce
npudatu. Toa e eneH KOHTHHYHPAH MPOLEC Ha pa3MeHa
Ha TIOpakuTe, MHPOPMAIMUTE W TMOTTHKHYyBamara Ha
MpeTIprjaThjaTa BO OJHECYBAaEkETO CO OKOJHMHATA H
cBouTe LenHU nyonuku. KoMmyHuKkanumure MoxxaT na
OuaT MacOBHU WJIX MOEANHEYHHU (JIMYHU), BO 3aBHCHOCT
Ol TPOMOTHBHUTE JEJHOCTH KOU C€ BKIYYCHH BO
MPOIECOT Ha KOMyHHIUpame. lIpomonujata e cekoj
0o0JMK Ha KOMYHHKAIMja 4dja yjora € mH(popMHpame,
nepcyasdja OJHOCHO TMIOJICETYBamkbe Ha JyreTo 3a
NPOU3BOAMTE, YCIYrHTE, MMHUIOT, HWICUTE WM
norpebara on OIIITECTBEHATA BKJIyYE€HOCT.
MapkeTHHIIIKa KOMYHHKalldja € COCTaBeHa Of CHTE
€JIEMEHTH Ha OPraHU3aIMCKUOT MapKETHHIIIKHA MHKC KOj
ja TOTTMKHYBa pa3MEHaTa, BOCIOCTaBYBa 3aeIHUYKO
3HAa4YeHE€ CO TMOTPOIIYBAYUTE OJHOCHO KIIMEHTHTE.
[IpOMOTHBHMOT MHUKC € ONTHMajiHa KOMOWHAIMja Ha
cUTE€ OONMMIM W METOOM Ha NPOMOBHpAamE HA HEKO]
NPOM3BOJ WM yCIyTa, JoJeKa KOMyHUKAUCKHOT MHUKC
€ COCTaBeH O]l OHHE CEJEeMEHTH KOW YYeCTBYBaaT BO
KOMYHUKallUCKaTa IporpamMa Ha  cyOjekror  (
KOMarnHujaTa):

*Pexnamupame - BrilyuyBa He JHYEH KOHTAaKT WIIH
KOMYHHKaIlja, TYKy Haj4ecTo IUIaTeHH IPOMOIINH,
YecTO KOPHUCTEjKM TM MEAMYMHTE 3a Ja Ce INpeHece
nopakara  Ha  mazapor. Jlomeka  MCTOPUCKH
peKJIaMHUPabETO MpeTcTaByBa €JTHOHACOYHA
KOMYHHKal{ja coO MaJKy MOXHOCTH 3a OBpaTHa BpPCKa
W pa3IMYHH PEaKLUUH, HOBHUTE TEXHOJIOTHH OCOOEHO
WuTepHeror ja 3roieMuja MOXHOCT2 KOPHCHHIIUTE
OJTHOCHO KYITyBayHTe J1a Aafat U Op3 OIroBOp.

75 web.efzg.hr/dok//mar/kolegiji/marketing/predavanja/ MK T/
Ekonomski fakultet- Katedra za marketing — Zagreb.

*Tlpomaxna mnpomorja - Bo Hea ce BKIy4YeHH
CHELYjaTHU KPaTKOPOYHH TEXHUKH, YeCTO BO GopmMa Ha
MOTTHK, 1a TH 0XpadpaT KOPUCHHULIUTE 1a OATOBOPAT HIIH
Jla Tpe3eMaT HeKOoW aKTUBHOCTH. Ha mpumep, ma rm
MCKOPUCTAT a/ICHUTE KYIOHH CO POK KOj TIOMUHYBA CO
IITO HEKOH KYITyBauu Ke pearupaat JoAeKa THE Ce YILTe
BaJKar.

*OnrHocu co japHOCTa - OBOj BH]I HA IPOMOIIHja KOPHCTH
MEIMYMH M TPETH W3BOPH Ha WHPOpPMHUpamEe 3a Ha
Ma3apoT J1a To MOHYIU MPOU3BOAOT HIIH YCIIyraTa IITO T
(dhaBopuzmpa.

*JInyna npogaxk6a - Kako mTo camoTo MMe Kaxysa,
oBaa (opMa Ha mMpoMoLMja BKIydyBa JTUUYHU KOHTAKTH
noMmery HpEeTCTaBHUIUTE Ha KOMIIAHWUTE M OHHE KOU
MMaaT yJiora Bp3 OUTyKaTa Ha KyIyBadoT. YecTo Toa ce
CIIydyBa JIUIIE BO JIMILIE WIIM NIPEKY TeJeOH, HaKO HOBUTE
TEXHOJIOTMHU O03BOJIyBaaT W OH-JIMHC KOMyHI/IKaHI/Ija
MIPEKy MejIIOBH, BUAECO KOH(EPEHIINN WM KOMII]yTEPCKH
TakaHapeueHu Chat pasroBopu, cmMc Tmopaku U
TeneoHCcK MHOOPMATHBHY alUTUKALIUH.

*]lupekTeH MapKeTHHT - VIHTEepaKTHBEH CHCTEM KOj
KOPHCTH €/IeH WIN TOBeke MEeIMyMH Ha eKOHOMCKAaTa
nporaranjga 3a Ja o0e30eau IUPEKTHA MapKETHHT
nopauka. llenra e JMpPEKTHO 3amo3HaBamkE CO
MO’KHOCTHTE 32 KYITyBarbe MO OJIpeIeHH OBOJIHOCTH U
NPEJHOCTU LITO T'M MMAaT OHUE KyIlyBayu KOU IIPEKY
JUpEeKTHa KOMYHHUKallMja ce BHECEHHM BO 0Oa3ara Ha
nojatony Ha onpenenenata ¢upma. Toj e ce
MONIPUCYTEH M TOaKTyelleH 0co0eHO co MojaBarta Ha
WHTEepHeTOT ITO BIIjae Bp3 HAMallyBamke Ha TPOIIOIIUTE
Ha JUCTpuOynujaTta, MCIPAKamkEeTO TIOpaKH IPEKy
MoOmiHata TenedOHHMja, KAKO H  3TOJIEMEHUTE
HWHTCPAKTUBHU TCJICBU3UCKNU MOXHOCTHU IIPEKYy KOH
KyITyBa4nTe MOXKaT Jia HapadyBaaT IMPOU3BOAN U NPEKY
TENETEKCT-CHCTEMOT.

4.IIpomonuja Ha CONMjaJTHUTE MeIMYMHU

[Ipomonujata Ha COUMjATHUTE MEIUYMH MOXKE Ja ce
peanu3upa NPEeKy MapKeTHMHIIKA CTpaTeruja Koja
MPBUYHO Tpeba fa v e nHIpa OM3HUC IETUTE OJJHOCHO
Jla ce HaIlpaBH MPOLIEHKA 01 ToTpedaTa 3a KOpUCTEeHE Ha
COLIMjaJIHUTE MEINYMH U KaKO J1a Ce IOTPE JI0 HUB CO LIE
Jla ce 3roJieMH CBECHOCTA 3a OPEHIOT Kaj KyIlyBauuTe
Jla ce HaMmMaJaT MapKeTHHIIKUTE TPOIIOIH KO Ce
peneBaHTHH 3a cuTe. benexxmMe HEKOJIKY OCHOBHH
YEeKOpH 3a MPOMOILMja Ha COLMjaTHUTE MEAWYMH, a 3a
HUBHO KOpPHUCTEHE Tpeba Ja ce oxbepe colMjaaHara
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Mpexa Ha Koja ce caka Jia ce MPOMOBHUpA OJHOCHO Ce
MIPOIICHYBA KOja € HajpelieBaHTHA 3a OJIPSICHUOT CY0jeKT
COTJIaCHO MPOW3BOJAOT M wenHara rpyna. DejcOyk,
Wncrarpam, Jluakenma wu  Teutep ce HajuecTo
3acTareHuTe conrjarHu Mpexxu. Ha ®ejcOyk Moxere ga
I'M CHOJeNyBaTe HacTaHuTe, na UHopMupaTe 3a
HAJHOBUTE CIydyBama, Jla TH BKIydyBaTe BalllUTe
cIenOeHUII U 1a Kpeupare OaHep Ha cTpaHHUIaTa, KaKo
U ga ce oOpaTuTe Ha crHeuU(HUYHA LETHA Trpymna
KOpUCTEjKM TmjareHa npomolja. HWHcrarpam-or e
KapaKTepPHCTHUEH 3aToa INTO BKIy4yyBa HAjMHOTY Ha
conujaiHTe wiatrGopmu goneka JIMHKeIUH € oInvYeH
3a  ¢opmymara bB2b (Ousauc 3a OuW3HHC) ©
UHIYCTPUCKOTO  MpPEXHO  KoMyHHIUpame. Obaa
npodecHOHaTHA COIMjalTHA MeIWyMcKa ImaTgopma e
nobap m300p 3a 00jaByBamk¢ Ha HOBUHM U HACTaHH Ha
KOMITaHUHTe/CyOjekTuTe. TBUTEP HAJMHOTY C€ KOPHCTH
3a MocTHpama Ha 00jaBH BO BpeMe Ha HACTaHW, JOJEKa
“hashtag““ognocHo ¢pasata hash sign e mHajuecta Ha
COLIMjaIHUTE TIOpTadd W AaIlUIMKalliH, I[OCEOHO Ha
Teutep, 3a Ja ce WICHTU(PUKYBAa TMoOpakaTa Ha
cnenuduuna Tema.”® Toa ce mpaBu €O Lead Oa ce
NpUBJicYe BHUMAHHETO 3a BpEME Ha OJIPEJCH HACTaH,
CIIydyBame, TojaBa IypH U aKO TBUTYBAmbTETO HEMa
BpCKa CO CaMHOT HACTaH HO c€ TOCTHpa peakiuja,
pedenuna, ¢pasza, miera... co el Ja ce MpUBIEYAT
cnenbennnuTe Ha Hero. I[IpegHocTta Ha couujanHUTE
MpEXH € HITO THEe ce Op3u, ePTHHU, W IITO HMaat
OFPOMHHM MOYXHOCTH Jla C€ MPOMOBHpAarT HeITara
HCTOBPEMEHO M TMapajieIH0 Ha HEKOJIKY OJ] HHB. 3a
OJIPEJICHU MPOMOIIUH OCOOCHO MAPKETHHIIIKH MPOIaXKOH
ce KOpUCTH Kpeupamero Ha ,,DejcOyk Hacran* 3a mTo
ce ooupa gororpaduja o napamerpu 1920 x 1080 koja
NpUOHECYBa ceKoj GOopMaT Ha CIIMKa 100po Ja u3riena.
BoenHo, Tpeba aa ce nmpenusupa JoKalujata, BpeMeTo U
KaTeropujara co Koja ce caka Jia ce NMPOMOBHpaTe Ha
dejcOyK KOj ce yITe ¢ JOMUHAHTHA COLMjalHa ajaTka
BO HAjTOJIEM JIeJl OJ1 CBETOT. 3a MPOMOIIHja Ha OJIpeicH
HAacTaH MOXe Jia ce ynmoTpebu u Gopma Ha KpaToK KBU3
Ha comujasHaTa Iuardpopma. KpaTkuTe mnpaimama Ke
NIOMOTHAT J]a C€ OCO3Hae rmorpedara Ha KOHCYMEHTHTE,
HO Tpeba Ja ce OJp)KyBa KOH3HCTEHTHOCT W KOTa
conujanHa IwiathopMa 3a MPOMOIMja €AHall Ke ce
odopmMH NIOTPEOHO € Taa MOCTOjaHO Ja C& HAOIOJIHYBA,
OCBEKYBa, HA/I'PajIyBa.

[IpoMoriujaTa U KOPUCTEHETO HA COLIMjATHUTE MEIUYMH
3a MapKETUHIIKH aKTUBHOCTH OJ] CCKaKOB BH/I € ITO3HATa

76 https://www.eventbrite.com/blog/how-to-promote-event-social-
media-ds00/

Ol BpEMETO Ha BOBEIYBAmETO HAa TEPMUHOT Tepuiia
MapkeTuHT oJi cTpaHa Ha Jay Conrad Levinson ymire Bo
1983 rommHa BO CBOjaTa KHHWra HacjoBeHa ,,Iepuia
MapKeTHHT** — TIOMM BOBEJIEH Ja ce 00jacHAaT HEKOH O]
HEKOHBEHIIMOHAIHUTE METO/IN Ha OTJIACYBamE CO KOj CO
MUHHMalNeH OylleT ce HacTojyBa Ja Ce IOCTUTHAT
MakcHMagH{ pe3ynratd. [Ipumenara Ha O0BOj BHJ
MapKeTHHI MMalle IeJT J1a Ce pealm3upa cTparerujara
Koja Oerle ocMUCIIeHa 32 Majli ¥ HETIO3HATH MapKu KOH
cakaa Jla ce MPOMOBUpaaT Ha Ma3apoT a 3a Toa HeMma
JIOBOJTHO Tosiemu Oyuietu. Hajronemara mpeaHoOCT € mTo
3a MPOMOILIMja Ha OBOj BUJ MapKETHHIIKA aKTUBHOCT CE
KOpUCTaT  COLMjATHUTE  MEOUyMH. AJaTKu  3a
NPOMOBHpAamke Ha repuia MapkeTHHrot ce: [Ipodmm,
I'pynu, Crpanuum, CrnyuyBawmwa, benemku u
¢dororpadun, [lopaku, CrosenyBame Ha COIPKUHUTE,
Mpexute. 3a ycIeliHa MNPOMOIMja Ha COIMjaIHUTE
MEINyMH TOTpeOHA € COO/IBETHA IUTHTATHA CTPATErHja
BO paMKH Ha Koja € Hajqo0po /1a ce MmocTaBar mnpaiamara
- IITO ce IIeTI Ha OpraHu3alyjara, MTO Ce caka Ja ce
HOCTHTHE, KaKO U KOM MPEXH M OHJIMHE TUIadTOPMH BO
MOMEHTOT C€ KOPHCTAT ¥ Koja e IeiHaTa rpyna. Llenrra
Ha TpoMolldjaTa MOXe Ja Ouiae aa ce uHpopMupa
jaBHOCTa 3a caMaTa OpraHM3airja, KOMIaHuja, GupMma,
cy0jeKT Wi 3a MpoOIEMOT CO KOH CE€ 3aHMMaBa OJJHOCHO
NPOM3BOJOT INTO ce Hyau. JururanmHara crpaTteruja
roMara InpH MpoMoIHjaTa v Ha TOj HAa4WH IITO TOBUKYBA
u 00e3e0/1yBa MHTEPAKTBHOCT, pa3MeHa Ha MHUCIICHA,
CTaBOBH, TJICJIUINITA, TIOBUKYBa HA aKIHja M JOKOJIKY Ce
uMa TmoTpeba oOe3bemyBa 3aeqHUINTBO BO 00e30e-
JyBambEeTO Ha IOJIPIIKa OKOJIy HEKOj HaCTaH, 1ojaBa W
npooiieM. bpojor Ha ¢upmu Bo EBporickara yHHja mTo
KOPHUCTAT COLIMjaTHU METMYMH € BO IOCTOjaH mopact. Bo
2017 roguHa pedmcH cekoja BTOpa (GupMa KOpHCTena
TaKoB OOJIMK Ha KOMYHHUKalWH, coomTH EBpocTar BO
W3BENITAjOT 32 MUHATaTa roJuHa. Bo Hero e 3abenexaHo
neka 47 orcro ¢pupmu ox EY (ox onue co Hajmanky 10
BpabOTeHH) KOpHcTele OapeM eIeH O]l pa3IndHUTe
TUTIOBM Ha COLMjaJTHM MEAWYMHU IITO € TopacT ox 17
orcto Bo oxHoc Ha 201377, Crnopex HCTpaKyBameTO
HajpaclpoCcTpaHeT OOJIMK Ha TaKBU MEAUYMH Ce
counjasHuTe Mpexu kako PejcOyk u JluHkenuH uuj
yaen Ha HuUBO Ha EBpomckarta Yuuja e 45 otcro.
Bbioroeutre 1 MUKpPOOIOrOoBUTE Kako TBUTEp, KOpUCTAT
14 orcto ¢upmH, a MyITHMEIVjaJHUTE CTPAHHLMU 32
criojienyBame coapkuHa kako JyTjyo- 16 otcro.
[IpoMonujara Ha COIHjAIHUTE MIAMYMH OCJIeKH

77 www.makfaks.mk
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UCKJIYYUTETICH HANPEOK U BO Pa3BOjOT HA TUPEKTHHOT
MapkeTrHr. OBOj 00JUK Ha TPOMOIIHja KOj OBO3MOXYBa
JUpEKTHa KOMYHHUKaIMja CO KYIyBadOT JAEHEC Toa TO
MpaBH TPEKy TEXHHWKHUTE Kako Ttenedonckute ,,CMC*
MOpaKkH, ,,-MejJIOBHA", MHTEPAKTUBHU BeO CTpPaHUIH,
,»OHJIajH* OaHepu, OpoIIypH, KaTalno3u, Kako U APYTH
CJINYHU TEXHUKH KOW OBO3MOJXKYBaaT ,,[TOBUK Ha aKiuja“
u ,feedback ommocHo Op3a W AMpeKTHA IOBpaTHA
uHpopmanuja. MHTEpHETOT, a Mmpel ce COIMjaTHUTE
MpEKH TO H3MEHHja HAYMHOT Ha KOMYHHUKalHWja
KOMIIaHHMja-KOPUCHUK Ha TO] HAYMH INTO Taa CTaHa
JMHAMHAYHA, JIBOHACOYHA KaJ¢ INTO KOPHCHHIUTE
nmoaraat a0 uH(popmanuja mMorrHe O0p30. MHTEepakiujaTa
mTo ce 00e30emyBa moMery KOPHCHALIUTE TPUIOHECYBa
3a 3Ha4YajHO BIMjaHHME BpP3 CaMOTO paboTeme Ha
KOMIaHujaTa/cy6jekToT.

3akiaydox

[Tpomonumjarta e popma Ha KOPIOpaTHBHA KOMYHUKAIH]ja
KOja KOPUCTH pa3IMuyHH METOAN Jla CTUTHE JI0 LEITHUTE
TPYIH CO OJpe/ieHa Iopaka, a 3a Ja Ce IOCTHIHAT
OpraHM3aTOpCKUTE Meau. Toa € eIeH KOHTHHyHpaH
npolec Ha pa3MeHa Ha MOpaKUTe, MHPOPMAIMUTE U
MOTTUKHYBamaTa Ha MpeTnprjatujata (CyOjeKTuTe) BO
OJTHECYBAETO CO OKOJIMHATA M CBOUTE IICJTHU MYOIHKH.
KomyHukanuuTe MokaT nAa OujgaT MacoOBHU WIIH
NOEMHEYH! (JIMYHHU), BO 3aBHCHOCT O] IPOMOTHBHHTE
JICJHOCTH KOM C€ BKIyYeHH BO NPOLECOT Ha
KOMyHUIIUpame. VMMajku mpeiBuj JieKa COIMjaTHUTE
MEIMyMH M OKyIIpaa CHTe HaIlld CEeTHIIA, JeKa BOBeJI0a
JIBOHACOYHA HEBEPOjaTHA JAWHAMHUKA HA KOMYHHKaIHja,
MPOMOBHpaa TOCTOjaHOCT M 00e30eauja OrpoMHa
OpOjHOCT HAa HHUBHHUTE CIICJOCHUIM, C€ HaMETHYBa
3aKIyYOKOT JIeKa THE WIrpaaT MCKIyYHTENIHa yJora BO
CHUTEC CETMCHTH Ha OIIIITCCTBECHUOT KHUBOT a CO TOA U BO
HAYMHOT U PYHKIIMOHUPAHETO Ha Cy0jeKTHTE KOU Tpeda
CEeKOralll Jla T UMaat MPeBH] HUBHUTE MEIUYMCKH H
KOMYHHUKAIUCKH NOTeHIHjanu. COLyjaTHuTe MPEXH TH
MOBp3yBaaT JyleTO W TH HCTAKHyBaaT HHUBHHTE
NPUOPUTETH W UHTEPECH M 3aT0a BO MApKETHHIIKHOT
OJTHOCHO TIPOMOTHMBHHOT TIpOIlEC HE cMee Ja ce
MUHHMMH3Upa HHMBHaTa yJjora. Tue momaraar BO
TpaA€HkEeTO0 Ha ITO3UTHBEH HMHUII U HpOMOHI/IjaTa Ha
NPOU3BOJUTE M YCIYTHTE€ LITO C€ HyJAaT M JaBaaT
OpProMHa MOYKHOCT 32 KOPUCTEHE Ha Pa3INYHUTE BHIOBU
aJIaTKW 32 KOMYHHKAI[Mja KOM UMAaT MO3UTHBHA YJIOTA BO
IMPOMOBHUPALETO HA PA3JIMYHUTC BUJOBU ITPOU3BOIU, YCIIYTHU U

8 Kotler P Kartajaya at al.,: Marketing. Hoboken, New Jersey, John
Wiley & Sons, Inc.,2010.

JIEJHOCTH, KaKO M BO TPOMOITHjaTa HA CAMHUTE CYOjeKTH.
HcroBpeMeHO, MMajKu TO MPEeABUA HAYMHOT HA KOH
COLMjaTHUTE MeOuyMH (DYHKIMOHUpaaT, Op3vHaTa H
JIBOHACOYHATa KOMYHHKAaIlMja Ce HaMeTHyBa U
3aKJIy4OKOT JIeKa Tpeba /1a ce BHUMaBa HA MOXKHOCTHTE
0l 370ymnoTpeOn M MaHUMyJaUuu cO HHGOpMAIHUUTE
o0jaBeHn Ha HHB. TOKMy 3aTOa HEONMXOHO € JO0OpO
MO3HABA-E HA CHTE BUJIOBH MEIUYMH, HUBHUTE Pa3JINKU
U CIMYHOCTH, KaKoO HITO € MOTPeOHO Ja ce MpoBepyBa
TOYHOCTa Ha MH(OPMALMUTE CO LIEN Ja ce€ NPEeBEeHUpaar
HECAKaHWTE CIIyYyajHH WIH HAaMEPHH TPEIIKH MpH
Ipe3eHTalyjaTa OJHOCHO MPOMOIMjaTa Ha KOj U JAa €
Cy0jeKT miu el of Heromara paboTa Ha COLMjaJIHUTE
MEINYMH.
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MAPKETHHI' THOOPMALIMOHHUOT
CUCTEM BO IIPETIIPUJATUJATA U
HEI'OBO BJIMJAHUE BP3
OPI'AHU3UPAILE HA EJIEKTPOHCKATA
IMPOJAXKBA U HAIIVIATA

AncTpaxr:

EdukacHoTO HM3BpIIyBamke CKOPO Ha cUTe paboTH,
BO KO€ OMJIO MOjpayje HAa YOBEUKUTE IECJHOCTH €
npociieieHo co nHpopmaluu u nogarouu. Taka, Ha
npuMep, TIPH MPoAaXK0Oa ce u3aBa CMeTKa, BO Mara-
IIUH ce OeJie’)kn MOMEHTaTHaTa 3ajIMxa Ha CTOKa, BO
WHJIEKC CE BIUINYBa OIIEHKA O] MPEIMETOT WTH.
JlecHO MOKe J1a ce 3aKiIy4H Jeka HHPOpMaluuTe ce
noTpeOHM 3a M3BPIIYBamkE HA 33J]aUNTE U JIeKa WH-
(opMaLMCKUOT CHCTEM KOj TM coOHpa u OenexH, e
noTpeOeH 3a (YHKIMOHUPAKE Ha MPETIIpUjaTHjara,
UHCTUTYLUUTEe U noeauHuute. MHpopmManuckuoT
CHCTEM JIeJTyBa BHATpPE BO JACIOBHHUOT CHCTEM U MYy
OBO3MOJXKYBa J1Ja KOMyHHMILIMpa BHaTpe BO cebe U co
CBOjaTa OKOJIMHA. BO EIOBHUOT CHCTEM BIIETyBaaT
¥ U3JIeTyBaaT MaTepHjaiHu (MaTepujaiu, CypOBHUHH,
eHepruja) u uHbopmarucku TekoBu. Mudopmanm-
CKHOT CUCTEM T'Hl Ipe3eMa nH(popMaluure, r'u oopa-
0oTyBa M Taka mpeoOpabOTEeHM TH MPE3EHTUpA Ha
JIEIOBHUOT CUCTEM MJIM OKOJIMHATa. 3Hauu, MHDOP-
MAIFCKHOT CHCTEM MPETCTaByBa IMMOTCUCTEM Ha Jie-
J0BHUOT cucteM. HHpopmanuure mnoTpeOHH 3a
MapKETHHT — OJIITYKHUTE e JOOMBAAT O] CHCTEMOT 3a

00paboTKa Ha MoaTOIMUTE (MIOJATOIH 3a MpoAak0a-
Ta), CO MCIHUTYBamke HA Ma3apoT BO MAPKETHHIIKU
1enu (Ha mp. MHTEPBjy HAa KyIyBa4yHTe), O]l CHCTe-
MOT 3a TIOJJIPIIKA Ha OJITy4yBakETO, pa3HU H3BOPH
3a KOHKYpEHIIMjaTa, Ha/IBOPEIIHN HHAUKATOpH (COo-
[IUjaJTHUOT CTaTyC, TPEHJIOBUTE BO OJHECYBAamE Ha
KyIyBauMTe), KAKO U CTPATErMCKHOT IUIaH Ha MpeT-
IIPHUJaTHUETO.

Kayunn 360poBu: WHdopmaumcku cucrem,
MapKEeTUHT MH(POPMAILIMOHEH CHCTEM, €JIeKTPOHCKA
npojax0a, KyryBauu, Haruara.

1. HNH®OPMALMOHUTE CUCTEMHU U
OPTAHM3UPALETO HA MAPKETUHTOT

NHbopManmoHUTe CUCTEMH BO  TOCICIHHTE
JBaeceT TOJUHU JOKUBease 3HadajHa MeTamopdo3a
¥ TIOTHOJHO ja CMEHWJIE CBOjaTa CTPYKTypa BO
norJie]l Ha XxapaBep U copTBep. XapABEpOT HEKOTAIIT
OWJ IEHTpaJeH KOMIjyTep BO Mpexara pacrio-
peneHa kaj KopucHMIUTEe. Bo  TproBckute
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npeTnpyrjaTija KOPUCHHULIUTE HAjYECTO Ce Haorajie
BO BOJCYKMOT - (QuHaHcucKku oxanen. Bo
HONPOTPECUBHUTE TPETIpHjaTHja KOMIIjyTepUTe
Ouiie pacropeneHu BO JIOTMCTUKA M KOMEpIHjaja.
BpBor Ha ycmemHocTa ce 3a0enexyBall  BO
@KYpHOTO CIIEIEHh€ Ha 3alMXH BO MaraluH U BO
UHPOpPMALIUUTE 32 KOJIMYECTBOTO HA HEKOja CTOKa,
KOja IITO KOMEPIMjATHCTUTE Ha HaOaBKa U MPOIaXK-
0a Moene ,,co CTUCKamke Ha Kormue 1a Th Jo0ujar,
IIOCTaBYBajKH Ipalllamkbe IPEKy ONepaTopoT.
Ob6umute na ce obe3bemar 3aMXH U BO
MaJionpojaxxoara He Ouse MOXKHU Ce JI0 CpeluHaTa
Ha ocymjeceTute rogqunu o1 20 BeKk Kora € pa3BucHa
TEXHOJIOTHjaTa Ha ONTHYKUTE YuTauu. Meryroa, u
Toram OWJIO TEIIKO Ja ce codepar MOAaToIH Of
OJlJAJICYCHUTE OOJeKTH M Ja ce axypupaar Oap
KOJOBUTE KOM OWjie HEpeJOBHM Mpakayud Ha
npoaykTtute. Taka HacTaHana eHa MapajoKcalHa
CHTyalMja, Ia MAJONPOJAKHUATE MpPETHpUjaTHja
UHBECTUpAJe OrPOMHHM CpEACTBA BO TOJEMH
KOMITjYTEpH 3a CIIEJCHhEe Ha 3AMXUTE, 33 TI0TOA A2
ja cienaTt 3ajaMxaTa camo OJ HEHTPAJIHUOT MaralyH.
[IpBara KOHTpoNa Ha 3aJUXUTE MOYHYBa CO
peBoilyliMjaTa Koja ja JOHENe IepCOHATHUTE
KOMITj)yTepH Ha KOM INTO IleHaTa OWja HHUCKa, a
MOKTa BO paboTemeTo Ouia Hall mepopMaHCUTe Ha
3acTapeHuTe ToNeMu Komrmjyrepu. llepcoHamHuTe
KOMITjyTepH Hocele (pIeKCHOUITHOCT OUJIEjKH JIECHO
ce IOCTaByBajle BO OWJIO KOj A€l Ha HpeTIpH-
jatuero. OcoOeHa mpoMeHa BO paboOTEHETO JIOHENe
NPEHOCTHUTE KOMITjYTEpH KOU IITO OBO3MOXKYBaat
aKTUBHO BKJIyUyBalkb€ Ha TEPEHCKUTE KOMEpIH-
JaJMCTH U TOIl MEHallepuTe BO paboTaTa.
CodTtBepckute UH(pOPMALMOHH CHUCTEMHU
HAjrOJIEMO HampeayBame JIOKMBEalle CO BOBe-
NyBamke Ha rpaUUKUTE ja3ulM KOM LITO OBO3MO-
JKUJIE HA MIAPOK OpOj KOPUCHUITM KOMAHINUTE /1a TH
JlaBaatr MpeKy MKOHUTE HAMECTO KOMIUIMLIUPAHUTE
CHHTAaKCH OJ PAa3JIMYHUTE MPOTPAMCKH ja3HIIH.
[TapanenHo co Toa, eBojyupasne u ynorpebara Ha
KOMIIjyTepUTe BO JenyBameTo. O]l HEKOTaluIHOTO
coOupame 1 4yBame Ha MOAATOLH, KOMIIjyTepuTe ce
NOBEKE AaKTHBHO C€ KOpHCTaT BO aHAIMU3H,
IPOEKIINH, 1A AYPHU BO TIOCIETHO BPEME U BO MTPOIIEC

" B. Harsh S., Management Information Systems, Michigan
State University, Michigan, 2004, ctp. 4-7

Ha JMjarHO3a Ha JIENIOBHAaTa cocTojda Ha
npernpujatijata. Ha cnmka 23  edexktuBHO €
NPETCTaBeHa eBOJylMjaTa Ha HMH(POPMALUOHUTE
CHCTEMH, KOja IITO CE€ CIy4dyBa M BO TPrOBCKUTE
npernpujatuja’®,

Cauxa. MndopMaTHuKy JIaHEI] Ha BPEJHOCTHTE

ynpaByBarbe co
nogaroum

[ mogenm l l uHTepnpeTau.ma]
Ha nogaTouure

Uzsop: B. Harsh S., Management Information
Systems, Michigan State University, Michigan,
2004, ctp. 4

cobupatrbe n
npeHoc Ha
nopatoum

cuctemm 3a
noAApLUKa BO
OANyYYBabETO

CoOupame Ha mnogaroum € mnpBa (asza BO
pa3BojOT Ha MH(OpPMAIMOHUTE cHcTeMH. MHoOry
COBPEMEHHM  TEXHOJIOIIKM  pElIeHHja,  Kako
MOCTEPMUHAIIUTE M CJ., C€ BKIy4YeHH BO OBaa,
novyeTHa (aza Ha mHpopmaTuzanuja. TproBckuTe
npeTnpujaTija co rojeM KoeQHUIHUEeHT Ha oOpT Ha
CTOKara, co rojieM Opoj Ha TpaHCAKIHUU Ha
IpojaXKHaTa CTpaHa M rojieM Opoj Ha JoOaByBauM
Ha CTpaHaTa Ha HabaBkara TO TeHepHpaar
CEKOJTHEBHOTO roJIeMO KOJINYECTBO Ha
uHpopmarnuu. [IpBara 3amaua Ha HHGOPMAITHOHUTE
CHUCTEMH € CHUTE THE IMOJATOLM Ja ce 3ayyBaaT 3a
OTIepaTUBHUTE TMOTPEOU, KaKo W 3a MOTpeOUTE Ha
JIeIOBHUTE  aHauu3u.  Merfyroa,  OTpOMHOTO
KOJIMYECTBO Ha MojaToIu Tpeda 1a ce conana. bes
MIOMOIII Ha aNJIMKALMH 32 ypaByBame Ha 0a3ara
€O MOJAATOLM TEIIKO MOXKE J1a C€ M3BJICYE KOPHUCT 3
TOJIKY T'OJIEMHU TIOJJaTOIIH.

Ha wmenaygepure OCBEeH KiacH(PHUIMPAmHETO Ha
NOJATOIM M TEHEPUPAmETO Ha U3BEIITajOT CO
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OCHOBHUTE CTATUCTHKU IMOTpeOHA € U Mpe3eH-
Taluja HA pe3yJTATHTE 0] OCHOBHHTE aHAJIU3M.
3a oBuMe 1eNM pa3BUEHU C€ AaIUIMKaluu 32
WHTEpIpeTHpame Ha aHanu3upanu nomxaroru (DIS
— Data Interpretation System). Bp3 ocHoBa Ha oBue
CUCTeMH, MeHalepuTe nobuBaar MHGOpMAIUU 3a
TeHEepaToOpuTe Ha TIPOMET, TEeHEpPaTOpUTe Ha
MOJIaTOLIM, 3HAYCH-ETO Ha OJpEICHUTE JENIOBH Ha
ACOPTUMAHOT H CII.

CneaHHOT YeKOp € Pa3BOjOT HA MO/IeJIUTE KOU ce
KOpHCTAT 32 00pa00oTKa HAa I00HEeHUTEe MOIATOLH.
CodTBepoT neHec ce yCoBpIIyBa Taka IITO BO HETO
ce BrpagyBaaT MHOTY TMPOLEAYpH MOJICITH Ha
00paboTKa 3a MOJATOIM COOpaHM OJl EKCTEPHH M
uHTepHH u3Bopu. OcobeHo 3a TpryBaymre ce
UHTEPECHH MOJIENUTE Bp3aHU 3a BIMjaHHE Ha
[eHaTa  Ha  MPOU3BOJIUTE,  KOHKYPESHTHUTE
MPOU3BOHM, MTPOMOTUBHHUTE IICHH, BIOXKYBamhE BO
npomaraHnza M CI. 3a  OBHE  1OTpeOw,
UH(GOPMAILMOHUTE CHUCTEMH MopaaT JAa Oujar
YCOBPIIICHH U HAJOTIOTHETH CO TIOJATOIN KOH IITO
HE ce coOupaar.

Bo Tekor Ha TmocnemHara YeTBPTHHA Ha
JIBACCETHOT BEK €BOJyIIMjaTa HA UH(POPMAIIOHUTE
CUCTEMH, BOOIINTO, AyPH H BO TPrOBCKUTE
npeTnpujaTvja ojena BO IpaBel] Ha pa3Boj Ha
cHCTeM 3a momapmka Ha omirydyBame (DSS).
EBonynujara Ha OoBHE CHCTEMHU € HampaBeHa Mpej
okouty enHa netiennja. Ce paboTH 3a arIMKaluu KOu
HITO C€ COCTaBeHHW o]l 0aza Ha mojaTouud u 0asza
MOJIENIA, CO BHECYBamb€ Ha OJPEACH CTeleH Ha
aBTOMATH3aM BO AaKTHBUPAKETO HA aHATUTHUKH
npornenypu. Bo cucteMoT € BrpazieHa JIoTHKa Koja
IITO HEKOTAlll ja KOpPUCTEIe MEHAIEPUTE CO ToleMa
KOHTpOJIa - YIpaByBame CO MAaT KOH HCKIYYOIIH.

[IpucTurHaTuTe  MOAATOIM  ABTOMATCKH  C€
oOpaboTyBaar, a WCKIy4OIlUTE C€ JelaT u
Npe3eHTHpaaT WIM  [OCeOHO  aHAIM3HUpaar.

Ucknydonn ce wuaeHTuduKyBaar Bp3 0Oaza Ha
BIPAJICHUTE KPUTEPUYMH OJf HCKyCcTBaTa Ha
ekcriepture (,,ekcneprcku cucremu’). Taka Ha
pUMep, eKCIIEPTUTE 3HAAT KOJKAaB € HOPMAIHUOT
Koe(UIIMEHT Ha OOpT 3a HEKOja CTOKAa, KOJKAaBO €
HOPMaJTHOTO  BpeMe  3a  33Jp)KyBambe  Ha

80 paul Timmers, Business Models for Electronic Markets,
Electronic Markets, Vol. 8, No. 2,1998, ctp 34

MPOM3BOJIUTE HA MOJIMIUTE, KOJIKAB € IMOCTOjaHUOT
OJIHOC Ha Mpojax0a momery BojeuykaTta Mapka U
IpaTeyKara.

CoBpeMEHHOT TpeHJI BO pa3BOjOT Ha
UHPOPMALIMOHM CHCTEMH BOOIITO, A M BO
TPrBOBHjaTa, BP3aH € 3a Pa3BOjOT Ha MHTErPaJHU
aeqoBHM codrBepu. HHTerpanHutre [€JIOBHU
coTBepH ce 6a3upaHu BP3 HEKOJIKY eTeMEHTH . :

e Criamupame Ha nogarornu (data warehouse) —
HOBAa TEXHOJIOTHja Ha CKIAJUpamke Ha TOJEMH
KoJM4ecTBa Ha mopaarouu, Oasupanu Bp3 OLAP
TEXHOJIOTHjaTa KOja Ha  KOPHUCHUIIMTE UM
OBO3MOXKYBa JIECEH TMpHUCTall [0 TMOJATOLIUTE.
Joneka nopano 6azurte Ha MoAaToLy OUJie MpaBeHU
Bp3 OLTP texuomorujata (On Line Transaction
Processing), OLAP (On Line Analytical Processing)
UM OBO3MOKYBa Ha KOPUCHHIIMTE TIOBEKE MOAATOIN
MoJIeCHO Ja TW Hajaat. CKiIagumraTa Ha IOJaToOIH
OBO3MOXKyBaaT MOJIATOLIUTE Jla c€ YyBaaT BO JOJT
BpeMeHCKM mnepuon (06e3 o0Bpcka 3a d9ecTo
»IIpa3Heme ) W Ja ce MpUCTalmyBa KOH HHB Off
Pa3IMYHM TIEPCTIEKTUBH, TPUPOJHU 33 Pa3THIHH
BUJIOBH KOpHUCHULIM. Bo coBpeMeHUTE cUCTEMH,
OLTP TpaHCakMOHUOT CHUCTEM IIPETCTaByBa
NPaKTUYHO BJIE3€H MOJCHCTEM 3a NpHdakame Ha
M0/IaTOIIM KOM HAaCTaHyBaaT BO TE€K Ha JIEIYBaETO
(Tpancakuum). [Togarouure, moroa, ce npeBeyBaat
u uyBaar Bo OLAP cucremor ox kazme mTo
KOPUCHUIIUTE UMaaT JIECCEH MPUCTAI.

e BrpanyBame Ha HajHOBH, a BeKe IMPOBEPEHU
KOHIICTITH OJ1 TEOpHjaTa Ha MEHAICHT, (PUHAHCUH U
MapKETUHT BO OJPEJECHH MOy HA MOJICUCTEMUTE
Kako TMOAJpIIKAa BO OJUIy4yBameTO. 3a OBHE
NOTpeOH ce aHTaKUpaT CHEIMjaTUCTU OJ1 pa3IuyHa
obsmact  (KHOTOBOJICTBO, JICBU3HO  JICNIYBame,
dbuHaHCUCKA aHanMM3a, TUIaHUpame U CIi.). MHory
YEeCTO CaMHUTE TBOPLIM HA KOHIIETITH yYECTBYBAaT BO
CO3/laBame Ha OJIpe/IeHM MOIYJIM HaMEHETH 3a
MEHAIMEHTOT KaKO KOPUCHUK Ha MPETIPHjaTHETO.

[TocTojar HEeKOM TPEAYCIOBH 3a KOPHCTEH-E Ha
VHTETPAITHH IeTOBHH cohTBEpH®::

STonemuna wu  ¢QuHAHCMKCAa  MOK  Ha
NPeTNPHUJjATHETO - OBHUE COPTBEPH CE MHOT'Y CKAITH
U TOJIEMH, Taka Ja HUBHOTO KOPHCTEHE 3a Cera e

81 European Commission, “Information society and security”,
European Communities, Belgium, 2007, cTp. 52
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UCIUIATIMBO CaMmo 3a rojeMHu Kommanuu. Meryroa,
IPOIIECOT HAa BKPYIHYBaWke HA MPETIPUJaTHETO IO
3a0p3yBa MIUPEHETO HA HHTETPHPAHUTE JCIOBHU
codTBepH.

S/luBep3udukanuja Ha NpeTHPHjaTHETO -
UHTETPAITHUTE JIEJIOBHU COPTBEPH HYIAT MOXKHOCT
3a BOJICHC Ha KHHUTOBOJICTBO BO PA3JIMYHU 3EMjH,
KOHCOJIUJIMPAHH JICJIOBHU W3BEUITaW, NMPaTeHE Ha
TPOIIOLUTE HA PA3IMYHU JIOKAIUH, ITPeCMeTKa Ha
JICTIOBHUOT yCIIEX 3a MOBEKe MPOGUTHHU IICHTPU H
MHOTY IPYT'H MOKHOCTH.

S CTpy4YHOCT HA KOPUCHHUIIM - IOKPaj OCHOBHATA
KOMITjyTepCKa IMMHUCMEHOCT, KOPUCHUIUTE Ha
WHTETPAJTHUTE JIeJOBHU codTBEpH Tpeda 1a: a) Tu
M03HABAAT KOHIICTITUTE HAa MEHAMEHTOT W
MapKETHHTOT KOM MTO cO(TBEPOT I'M HyaAu; 0) ro
COBJIaJyBaaT CHEMU(UIHUOT ja3WK | MpoIeaypaTa
Ha KOPHUCTEHE Ha CaMUOT coPTBE.

2. OPTAHU3HUPAIHE HA EJJEKTPOHCKA
MIPOJAXKBA 1 HAIIVIATA

Wudopmarnzanmjata BO Tproeujata ja
ompaka u cdepara Ha mOpojaxkba, Koja
TpaJWLMOHAIHO Ouja BOJAEHAa Bp3 OCHOBAa Ha
YMETHOCTa U TaJIEHTOT Ha mpojaBadoT. [lepuonor
0J1 TOYETOKOT Ha ocymjieceTuTe roauHu Ha 20 Bek,
na rmoHaTtaMmy, OMJI JJOBOJIEH J1a C€ Pa3BHjaT MHOTY
¢dbopMHU Ha HacTanu Ha TProBUUTE NpeJl (pUHATHUTE
HNOTPOIIYBauM TMPEKy EJNEKTPOHCKUTE MEAUYM.
Cnopen xoncynrantckara kyka Packaged Facts,
Inc., MOXHHM ce TpPHM OCHOBHH THIIOBM Ha
eJeKTPOHCKa Majonpoaaxkéa. Toa ce®:

» TB monuHr KaHaJlu ¥ IETOBH Ha MTPOTPaMHU;
» KOMEpIIHjalHO - HH(pOpMaTHBEH MPOrpam; u
» WHTEPaKTHBHA eJIEKTPOHCKA MAJIONIPOAax0a.

MHory uecTto OBOj BHJ Ha TpProBuja ce
BOpOjyBa BO IMOIIMpOKaTa Tpyna Ha MPOAAXKHH
TEXHUKU Ha JUPEKHUOT MapKeTHHT. [loBeke aBTOpH
300pyBaaT 3a JUMpeKHara mpojaxda (ox Bpara Ha
BpaTa) U 3a JUPEKHUOT MapKETHHT, MOApPa3OupajKu
ja u mpojaxxbara MpeKy IOoIlNTa, MPeKy KaTalo3H,
tenedoHu, HO U mnpeky kommjyrepu. Kotler ncro
Taka 300pyBa 3a  JUPEKHUOT  MAapKETHUHT,
MoApa3oupajku MoJI OBOj TIOUM HEKOJIKY Pa3IudHU

82 http://www.packagedfacts.com/about/

TEXHUKU:  KaTaJlo3d, MOIITEHCKAa mpojaaxoa,
tene((pOHCKHU) MapKETUHT, eJIeKTpoHcka u TB
npojaxoa.

JleHec HajBHCOK CTENEH BO pa3BOjOT Ha
eJIEKTPOHCKaTa TProBuja IpeTCTaByBaar
WHTEPAKTHBHHUTE CEPBEP 3a EJICKTPOHCKA TProBHja
MOCTaBeHHM Ha ,,cBeTcKata mpexxa™“ (WWW — World
Wide Web). CucteMoT QpyHKIITMOHHPA €THOCTABHO:

v/ KOPHUCHHKOT ja mpebapyBa COAp)KMHATa Ha
Nurepner;

v/ ja on0upa MOHygara 3a Koja INTO €
3auHTEPECHPaH;
v/ cramlyBa BO KOHTakKT CO CEPBEPOT - ja

MOKpEHYBa MpoIlelypara Ha Mpoaaxoa;

v/ TH 0CTaBa MOJIATOIMTE 32 UCIIOPAKa,;

v/ T0 u3BpHIyBa IUIAaKameTo (07 CMETKa WIIN
KapTHUKa);

v’ (eBenryanmno) ro mnpessema (download)
MIPOM3BOJIOT, aKO CTaHyBa 300p 3a codTBep, Oaza Ha
MOJATOIM WJIM CJI., YeKa HMCIIOpaka Ha JOMalllHa
ajpeca.

Ito ce oaHecyBa 10 EJIEKTPOHCKATa
roJieMonpojaxoa, pa3BOjOT MOKaXald IMOMAJIKY
ocumwitanuu. [loarorBeHocTa Ha MEHAEpUTE Ja
WHBECTHpAaaT BO WH(POPMATUBHUTE CHCTEMH W
HUBHOTO ITOBP3YyBamb-e OUJIO ITOT0JIEMO OTKOJIKY KOTa
ce BO TMpamame (UHATHUTE MOTPOLIYBAYH.
[TomanuTe TProBUM MCTO IMpOHAIIE HAYMH JIa Ce
BKJITy4aT BO €JIEKTPOHCKaTa rojeMonponaaxoa - co
3Ipy)KyBambe BO Mpexara Ha CBETCKHOT TPrOBCKH
nentap (WTC — World Trade Center). Pa3zsuenu ce
coucTUIIMpaHU CHCTEMM 3a MOJEPHO IIaKambe
(SWIFT), enexTpoHCKO TUIaCHpame Ha MOPAYKUTE,
paMeHH Ha MHPOPMAIMU U JOKYMEHTH, Ma Typu H
OJIp)KyBam€ Ha COCTAHOILM HA OJIIAJICUCHH JICIIOBHH
naptHep (video conference).

3. OPTAHU3UPAE HA MAPKETHHI'OT
3ACHOBAHO BP3 BASUTE HA IIOJATOIM

VYnpaByBaweTo co 6a3u Ha MOAATOIM TH omndaka
IpOIIECUTE Ha cOOMpame, HHTErpupame, 00padoTka
U CKIaaupame Ha WHOOpMAIMH 33 BaXKHUTE
noJpayja BO JIEIyBambeTO HA MApPKETUHTOT.
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Enno mpernpujatne moxe na ¢opmupa moBeke
0a3u Ha OJIATOLM U J1a TM KOPUCTH TOCEOHO UM A
ru koMOuHupa. Hekon 6a3m Ha momaTromu MoKaT
(bupMuTe 1a ' KynaT U Of] eKCTepHUTE 100aByBaun
- o7 (GUpMHU KOU HHU3 CBOETO JellyBame Gpopmupaar
0a3M Ha MOAATOLM KAako IOMOULIEH MPOM3BOJ, 10
CrHenujalucTuTe Kou ce OaBaT co (opmupame u
npojaax0a Ha 6a3u Ha 0ATOLHU. YIIPaBYBaWHETO CO
6a3u Ha MOJATOLH MOAPA3Oupa MeT YeKopuss:

1. nmanupame Ha 0a3sM W KOMIIOHEHTHU
(onpenyBame Ha OTpedu 3a HHMOPMALINN);

2. cobupame MoIaToIu;

3. dyBame Ha TOAATOIM BO HEKOj CTaHAap/ACH
dbopmar;

4. penoBHO aXXypHpame Ha TOAATOIIH;

5. aHanmsa.

Enna o 3HaYajHUTE OUTYKH KOja ITO Tpebda
¢dupmaTa 1a ja JoHece € Toa, JajlM Ja ce Kpeupa u
Boau Oaszara 3a MOAAPIIKA HAa MAapKETHHTOT
CaMOCTOjHO, MJM TOa Ja ce MpenymTd Ha
cnenujanm3upann (copTBEpcKkr) Kykd. 3a ma ce
OJUTy4H OBa, Ce LieHaT JBa (pakropu.

IIpBuoT ¢axkTop ce oxHecyBa Ha TPOILIOLUTE,
npes ce Ha paOOTHOTO BpeMe, KOU 3aBUCAT OJ
norpedaTa 3a aHTaXHpame Ha TOJATHHU Jyre, H
TPOILOLHM 32 YUEHETO (BPEMETO 32 YUEHE U BPEMETO
3a IPOEKTHPAHE U TECTUPALE).

Bropuor ¢akTop e KoHTposaTa Koja Mopa ja
Oujie mepMaHeHTHa BO cekoja (pa3a Ha pabOTEHETO.
Yecto, 6a3ara ojieneHa o KOMIaHMjaTa MpaBU
npo0JieM BO KOHTpoJIaTa.

CrnenuduyHu IpUCTANH 3a yIpaByBambe co 0a3uTe
Ha TIOJNATOIM C€ KOMamke HHU3 TIOAATONHd H
MI/IKpOMapKeTI/IHr84. Koname nu3 nmogaroun (data
mining) € BUJ Ha JJIa0MHCKA aHalu3a Ha ToJIEMO
KOJIMYECTBO Ha MOJATOLM, CO OYEKyBame JeKa
HEKOHM 01 KOPHCTEHHUTE aITOPUTMHU Ha aHATTN3a Ke TH
OTKpHjaT BPCKUTE KOM ke OHJaT KOPHCTEHH 3a
BOJIeH€ Ha MapkeTUHT. OcoOMHA Ha OBOj IIPUCTAI €
Jla UM TIOMOTHE Ha KOPHCHHUIUTE Ja ja OTKpHujaT
BpCKaTa Mmomery IoOjaBU, KOH, HMHaKy, CO padyHa
00paboTka MOXeOM HUKOraml He Ou ja BOOYMIIE.
[lpumepuTe Ha BakBUTE BPCKHA CO BOOUYBAmHE Ha

8 Tapscott, Don, Digital Economy. Promise and peril in the
age of networked intelligence, McGrw-Hill, 1995, ctp. 71

CIIMYHOCTH BO BapHjallMUTe Ha Mpoaaxbdara Ha
HEKOM apTHKJIM BO CylepMapker, Bp3 0aza Ha
aHaJM3a Ha MOJIATOLM 3a Mpojaxbara, TOOMEHU Of
POS Tepmunanure.

MuKpPOMApKeTHHI € COBPEMEH TpEHJ BO
pa3BOjOT HA  MApKETUHTOT KOj ja  clenu
¢unozodujara neka mnoHymara Tpeba na Oupe
npujarojieHa KOH TOTPeOMTe M HABUKUTE Ha
KYIIyBauuTe, WJIM Ha €IWHEYHUTE IMOTPOLIYBAYH.
OBOj MapKeTHHIIKH TMpHCTall € JUpPEKTHA
nocjeauiia Ha pa3BOjOT Ha HWHGPOPMALMOHHOT
cucteM © (QOpPMUPAKETO Ha CKIAJUINTAa Ha
MOJIATOIM BP3 OCHOBA Ha KOM € MOXXHO CO3HABaIbe
Ha MHOT'Y TOCTUHEYHH TPAHCAKIIMH U IIOTPOLITYBaYH
KOM T'M M3BpIIMJIE TpaHcakuuute. Bp3 Oaza Ha
JIO3HABal€ O]l KONAKETO HU3  IOJaTOLHUTE
TPTOBIIUTE C€ BO MO3UIMja 32 CEKOj MOCETUTEI Jia
MOJTrOTBAT HMHIWBUAYAJHU TIOHYIM Ha CBOUTE
MHTEPHET CTPAaHUIIM, BP3 OCHOB HA MOJATOIUTE 32
HETOBOTO TMPETXOJHO KYIyBame, WIMA Jla NeyaTar
MOCeOHM KaTajao3u KOU Ke I'M Mpakaar Ha ajpeca Ha
U3JIBOCHU KYITYBa4H 3a KOj IOCTOU BEPOjaTHOCT, BP3
OCHOBa Ha TMPEAXOJHHUTE KYIyBamba WIA HEKOH
JPYTHU MPEIBUITUBY BapHja0iin, IeKa O3UTUBHO Ke
pearmpaar.

CoBpemenara nurtepatypa € 6orara co KOHIENTH
KOM c€ MHOT'Y CITUYHU Ha MOMMOT MUKPOMapKETHHT
U ce O/IHeCyBaaT Ha HMCTaTa WM Ha HEKOja CIMYHA
MOHy/a 3a KynyBauWTe 1a ce (oKycupaar Bp3
OCHOBa Ha MHOTyTe Jo0ueHu nogaronu. Hajmuory
€ KOPUCTEH MapKEeTWHTOT 3aCHOBaH Bp3 0a3ara Ha
nozarony. BooOn4aeHHOT pe3ynrar Ha aHIu3a Ha
0a3ara e nmpakamwe Ha MHOTY NHcMa, e-mail nopaxu,
KaTajJo3W WM JPYTM TOHYIW Ha aJpecuTe Ha
MHOT'YTE MOTPOIITYBAa4YHM 32 KOW C€ IMPETIIOCTaByBa
JeKka Ke pearupaaT NO3UTHUBHO. Meryroa, BO
Manonpojax0a, pe3ylITaToT Ha aHajlu3a Ha 0a3arta
MOXe Ja Oujne W IpoMeHa BO pabOTeHEeTo Ha
MaJONpoJa)KHUTE O0jeKTH, Koja MOXe Jia ce
OJIHECYBa Ha MpOMEHara Ha pabOTHOTO BpeMe Ha
Pa3IMYHHM JIOKAIIMY WITH Ha TIPOMEHH Ha PacropesioT
Ha CTOKaTa Ha 00jeKTHUTe.

8 A, Layton R., Marketing Systems - A Core Macromarketing
Concept, Journal of Macromarketing 27, SAGE Publications,
Arizona, 2007, ctp. 227-230
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[IpenHocture Ha HOBHOT
KyIyBauHTe € IOBEKeKpaTeH®.

S Panrmpame Ha KynmyBauuTe Bp3 OCHOBa Ha
TOa JalM cakaaT Ja KyIaTr, MOXaT Jla Kymhar Wiu
BeKe Ce MOATOTBEHU Ja Kymar. KBamudpunupamero
Ha KyIyBauuTe BO €JAMHEYHU PAHTOBH MOXE [a
Oujie Bp3 OCHOB Ha MPOEKINU WIN MPAIIaTHUIMA HA
KOM OJIrOBapaar caMuTe KyIyBayH.

S ®okycupame Ha MOHYIHTE ¢ pe3yiaTaT Ha
aHaiM3a Ha mnoOapyBaukara wucrtopuja. MHory
KJIyOOBM Ha CBOMTE WICHOBHM MM HYJAAT pa3IMYHH
ONIIMM, 3aBUCHO OJ TOa IITO KOPHUCTENIEe BO
KIyooBUTE  TOpaHo.  VHTepHET  TpProBUUTE
ABTOMATCKH TO TMpUiarojayBaaT perocieoT Ha
NOHYJICHUTE apTHKJIA Ha CEKOj TIOCETUTEIN, CTaBajKH
T'Y Ha BPBOT MPOU3BOANUTE HA OHHE MApKH KOH IITO
KYILyBa4OT BEKe I'l KYITyBaJl.

< IMocrojano ¢popmyanpame Ha cTpaTerujara,
KaKo pe3yiTaT Ha aXypupame Ha MOJATOLUTE U
HOBM CO3HAHMja 3a KymmyBauuTe. Pe3ynraT Ha Toa ce,
Ha TpUMep, HOBUTE TUIIOBU HAa KaTaJlO3W KOW IITO
ru  ¢dopMupaar KaTaJoOlIKUTE TProBIU HAMECTO
TpaaUIMOHATHUTE YHUBEP3AIHU KaTano3u. HoBute
Karajo3u ce TOMajH, CIEUUjaTu3upaHd H ce
npakaar Ha oAOpaHHMTE KyIyBaud, CO IITO C€
HaMajyBaaT TPOLIOLIUTE M C€ 3rojieMyBa CTarkara
Ha OJIrOBOPHU.

S IenepupameTro Ha HOBH OM3HHMCH € HEUITO
HOBO BO JIUPEKTHHOT MapKeTHUHT. COINCTBEHHUIIUTE
Ha 0a3uTe Ha MOAATOLH, TOKPaj CBOMTE IPOU3BOJIH,
Ce TI0YEeCTO Ha HACOYEHHUTE IOTPOIIYBAYH UM TH
IUlacupaaT ¥ TMPOMU3BOAMTE WIM TPOMOTHUBHUTE
COJIp’)KMHM Ha JpYyruTe NOHyAyBadu. American
Expres Ha cBOUTE CONCTBEHUIM HAa KAPTUUYKU UM
yoaTuil M3BECTYBalkE€ 3a JBaecer M  IeTTe
IPOM3BEAYBaul M YBO3HHMLM Ha aBTOMOOMIIM KOH
0/100pyBaaT MOBOJIHOCTUTE BO TEK Ha TUIAKAFHETO CO
oBa kaptuuka. IIpexy 100.000 moGapyBama ce
3a0eexaHu Kako OJrOBOp Ha OBa aKIyja.

S lenepupame Ha HOBHTE YCJIYIH KOH TH
HyJaT, Ha IpUMep, HHTEPHET TPTOBIUTE, KaKO IIITO
€ JIcTaTa Ha mobapyBama BO MHUHATHOT MEpHOJ,

IpucTamn KOH

& J. Paul Peter i Jerry C. Olson, Consumer Behavior and
Marketing Strategy, McGraw-Hill, 2004, ctp. 294-297

nucTata  Ha HajO0apaHWTE W HAJKYIIyBaHUTE
IPOU3BOJU U T.H..

S UzaurHyBame Ha KyNmyBadKaTa JIOjaJHOCT
Bp3 0a3ara Ha 3alKCHU 32 MUHATUTE KYIIyBauKH, HU3
pPasHOBUJHHUTE TPOTPaMU CO HarpajayBambe Ha
JojanHuTe KynyBauu. HajakTUBHM BO OBa Iojie ce
aBTO WJIM aBHO MPEBO3HUIIMTE KOU TU 3a4JICHYBaatr
HNaTHULUTE BO CBOUTE KJIyOOBH M BOAAT €BUICHIIM]A
3a  ,,MHHATUTE MWJBH, HYyICJKH OecIulaTHH
KapTUYKU U JPYr'M HOTOJHOCTH Ha OHME KOM Ce
JBIDKAT IOBOJHO BO OJIPE/ICH MEPUO/I.

He e ce eaHocraBHO kora ce 300pyBa 3a
dbopmupame W aHanu3a Ha 0a3u Ha MOJATOIM.
[TpBara paboTa, Ha KOja IITO TELIKO Ce HABUKHYBaat
MeHalepure Bo pupmuTe Ko ce 6aBat co 0a3u Ha
HOJATOLM € JIEKa He TOCTOM TaKBa padoTa Kako IITO
ce ,,nephexTHu noaaronu’. Yecto ouekyBamara Ha
MEHAIIMEHTOT C€ MpEeTEepaHu MM Ce coBIaraaTr co
npeTnocTaBkuTe Ha wHpOpMatudapure. IIpoexTu-
pameTo,  BOBEAYBAKETO,  OJPKYBAKETO U
eKCIuToaTanyjara Ha 0a3uTe Ha MOJATOIU HAjYeCTO
M paboTaT THMMOBH COCTaBEHM O] €KCIIEpTH 3a
MapKeTUHT U mH(popmaTtuka. bapamara Ha JTyreTo
0J1 MAapKETHHTOT ce 0a3aTta aa Oume diaekcuOuiHa,
Jla OBO3MOJXKYBa Pa3JIMYHM, CEKOTAIll HOBH aHAJN3U
U IpUCTaNH, JoJeKa MHPpOpMaTHYapUTe C€ 3auH-
Tepecupanu Oaszara na Ouzge eduxacHa u J1a

byHKLIHOHMpPA 100pO.
3AKJIYYOK

dupmuTe MOXKAT A2 TM KOPUCTAT MH(pOpMaruuTe
3a J1a MPOM3BEAAT COCEMa HOBU MMPOU3BOAU U YCITYTH
KOM MOJXKaT JIECHO J1a Ce Ipero3HaaT OJl OHHE Ha
KOHKYpPEHTUTE. Crparemkure HMHPOMALUOHU
CHCTEMH 32 pa3IMKyBame Ha MPOM3BOJUTE MOXKAaT
Jla ja cmpedaTr KOHKYpEHIlMjaTa Ja pearupa Ha
OJpelecH HayMH, TNa Taka, (QUPMUTE CO
nudepeHIMpaHUTe MPOU3BOAM M YCIYTd HE Cce
HaTIpeBapyBaaT IIOHaTaMy Bp3 OCHOBa Ha
Tpomonure. MHOTY 0/1 OBHE NMPOU3BOIAN U YCIYTH
0a3upaHu Ha UWHQPOPMAIMOHUTE TEXHOJOTUU Ce
CO3/aJIeHH O] CTpaHa Ha (PUHAHCHUCKU MHCTUTYIMH.
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[Ipou3BoauTenuTe ©  TProOBUHUTE  KOPUCTAT
UHPOPMALIMOHM  CHCTEMHM 3a Ja  co3jajar
NPOM3BOJIM U YCIYTH KOM Tpeda Ja TW 3aJ0BOJatr
cneuuuyHUTe TOTPEeOM HAa HUHIUBUAYAHUTE
KYILyBayH.

dupmuTe MOXE Ja co3JaBaaT HOBU Ia3apHU
CerMEHTH NPEKy UACHTU(UKYBakbE Ha CICHPUIHH
LIEJIM 33 IPOU3BOJUTE U YCIYTUTE KO MOXKAT Jia ce
KOpUCTaT Ha  CymepuopeH HayuH. [Ipeky
nudepeHujamnyja Ha morjaeanTe, GUPMUTE MOXKE J1a
00e30enaT crienujalu3upaly MPOU3BOAN U YCIYTH
3a OBUE IEJHM Ia3apu MoJ00pO O HUBHUTE
KOHKYpeHTH. MHPOPMAaIMOHNOT CHUCTEM MOXE Ja
UM IIPY’KU Ha KOMIIAHUMTE KOHKYPEHTCKa IPEJHOCT
3a MPOW3BOJICTBO Ha TOJATOIM BO BpCKa CO
¢uHamHaTa npoaax0a U MapKETUHT TEXHUKUTE.

TakBuTe cHCTEeMH TH TpPETHUpPAaT IOCTOJHUTE
UHPOpPMALIUU KaKO PEecypcd KOM OpraHu3alujara
MOXE Jla TH HUCKOPUCTH 3a 3roJieMyBambe Ha
npopUTabMIIHOCTA U 32 IEHETPUPaE Ha 11a3apoT.

WudopmannoHnTe CHCTEMH UM OBO3MOXKYBaaT Ha
KOMITAHUUTE Jla TW aHaIW3MpaaT HABUKUTE Ha
NOTPONIYBauMUTe 32  KYIyBamke, BKYCOBHUTE,
npedepeHunTe, Co ITO THE MOXKaT J1a T'M Hacoyar
HUBHHUTE PEKJIAMH W MapKETHHT KaMIlalbl KOH Ce
MOMaJIM LeJTHU na3apu. TpouionuTe 3a CTeKHyBambe
Ha HOB KyIyBad ce INPOIIEHYBa JIeKa Ce MeT MaTH
HIOTOJIEMU O] TPOILIOLMTE Jla C€ 3aJp>KU MOCTOjaH
KkymyBad. [Ipeky BHHMAaTeTHO WCIUTYBame Ha
TpaHCAKIMUTE Ha KyIyBauuTe, GUpMHUTE MOXKAT Ja
npoHajaaT NmpoUTaOMWIHK KyIyBaud Kako WU Ja
0CBOjaT MOToJIEM JIeJ1 O] HUBHUTE OU3HHUCH.
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OCHOBHU ®AKTOPH O] KON 3ABUCH
INIPUMEHATA HA MAPKETHUHI'
KOHIEIIIUJATA BO BAHKAPCKHUOT
CEKTOP

AncTpaxr:

Bo coBpemeHH yClIOBM Ha CTONAHUCYBaHbE
(PMHAHCUCKUOT Ta3ap € IEHTPATHO MECTO Kaje ce
cpekaBaaT Cy(UUUTApHUTE U JePULUTAPHUTE
cy0OjexTu, a OaHKUTE Ce OHME KOM CO IMOMOII Ha
cBoUTe OaHKapCKU MPOM3BOIU I'M COOUpaaT cio-
00aHNTE TAPUYHU CPECTBA U T'M TUTACHPAAT BO BUJ
Ha KpeauTH. Bo TOj KOHTEKCT IenTa Ha Mapke-
THUHTOT € 33/I0BOJTyBam€ Ha MOTPEOUTE Ha Ma3apoT
co 11es1 6aHKUTE J1a OcTBapaT NPoduT.

Co3maneHnTe TPEAYCIIOBHM 32 TPUMEHa Ha
MapKeTUHI KOHIEMIKjaTa BO paboOTeHETO Ha
OaHKUTE HE NpecTaByBaaT U aBTOMATCKO IpHda-
Kame Ha KOHKpeTHaTa ariuKalija Ha OBaa KOHLeN-
nyja. IlocrojanuTe mpenycioBu caMo JaBaaT
MOYKHOCT 3a MapKETUHI OpUEHTalfja YMja IpuMeHa
3aBUCH 01 HM3a (pakTopH Kou Tpebda Aa ce MPUCYTHU
BO OIIITECTBOTO, HO €HOBPEMEHO Tpeba u OaHKUTe
Jla HACTaIlyBaaT, CO aKTUBEH OJHOC KOH I1a3apoT |
CBOETO paboTeme 1a ro MpuiIaroJaT KoH noTpeoure
Ha KOPUCHHUKOT.

OTramy mpousneryBa ¥ MOIIHE IIHPOKHOT
TpeTMaH Ha MapKETHHTOT BO €KOHOMCKATa TeopHja
U TpaKkTUKa Mpel ce BO (PUHAHCUCKUOT CEKTOp.
HmeHo, MapKeTHHTOT MOpa Jia roara oj

MOKHOCTUTE Ha T[a3apoT M MOTpedure Ha
KOPHUCHHUKOT, TIOpPaIy INTO WM aHTAXHPABETO Ha
KOMIIaHWjaTa, TPEKy CBOJOT Kamap. Tpeba ma
OBO3MOXH YCOTJacyBame Ha THE MOTpeOH O HOB
aroul.

Kiayunn 300poBM: MapKeTHHI KOHIEMIIH]a,
¢buHHCHCKN Ta3ap, 6aHKH, OAaHKApCKU MPOU3BOIM,
KYITyBa4d U TIOTPOITYBAYH

1. BoBen

Pa3BojoT Ha MApKETUHI KOHIIENITOT € TECHO
MOBpP3aH CO Pa3BUTOKOT Ha MPOM3BOJCTBOTO KOE
IIpeTCTaByBa HEONXOJHA OCHOBA 3a I0jaBa Ha OBO]J
KOHIIENIT BO paboTemero. IMeHo, TOKMy pa3BojoT
Ha IMPONU3BOACTBCHUTE CHJIN MNpCaAnN3BUKYBa
MacoOBHO TPOM3BOJICTBO Ha MPOU3BOAM CO CIMYHH
KapaKr¢pruCTukKHu, OIHOCHO IIpOU3BOAU Kou
3aJI0BOJIyBaat eHakBU notpedu. Toa mak, co ornen
Ha (hakTOT MTO MOXKE J]a ce cMeTa JieKa Bo cepaTa
Ha IPOM3BOJICTBOTO JI0 BUCOK CTEIEH CE YCOBPILICHH
IPOU3BOACTBEHNTE IMPOIECH 3TOJEMEHO € HHUBOTO
Ha IPOAYKTHUBHOCTA HA TPYIOT U JIp,, CE€ MOBEKE I'o
NOTEHIMpA TMPANIAETO 33 MOXKHOCTHTE 34
iacMas. Bo pa3BojoT Ha MapKeTHHT KOHIIeNIHjaTa

139


mailto:p_vitanova@yahoo.com
mailto:mr_petreska@yahoo.com
mailto:emilijastevanovska@yahoo.com

Ha OaHkHuTe (OKYCOT c€ Haora BO MPOU3BOACTBOTO
Ha (DUHAHCHCKM TPOM3BOAM KOM Tpeba 1a TH
3aJI0BOJIAT norpedure Ha KIIUEHTHTE.
Peanusanujata Ha TakBHUTE 3a/1a4M C€ BPLIM IPEKY
UHTETPAJICH MapKeTHHI CO LN Ja Ce OCTBapH
npodUT Bp3 OCHOBA HA MAaKCHMAJIHO 33JJ0BOJTyBAbC
Ha TOTpeOMTE Ha IJIATeXHO  CcrocoOHaTa
nobapyBayuka Ha Ia3apor.

CamHOT pa3BOj Ha MapKETHHT KOHLEMNIHMjaTa €
TECHO TOBp3aHa co (ha3uTe Ha pa3Boj Ha a3apoT, BO
KOj COCTaB ce Haora W (PUHAHCHCKHOT masap. Bo
TeopujaTa M NpakTHKara (pa3uTe HU3 KOM MHHYBAI
¥ ce pa3BUBAll MApKETHHIOT ce crepuuTe:®
1. ®a3a Ha JOMHHUPAKE HA IPOU3BOJICTBOTO
2. ®aza Ha  KOMEpIMjaJHO -  TPOJAXKHA
OpHUeHTaIHja
3. ®a3a Ha MAPKETUHT OPUCHTAIIH]a
4. daza Ha MapKETUHT KOHTpOJIa

[IpBara ¢a3a e ¢dazara Ha nOMHHUpamE Ha
IPOU3BOACTBOTO, OJHOCHO OpHEHTalyjaTta KoH
YCOBpPIIYBalk€ Ha MPOU3BOJACTBOTO KOja Tpae
Hajaoaro. Bo oBaa ¢aza He ce 0OpHyBa BHUMaHHE
Ha Pa3BOjOT HA TOTPOIIYBAYKUTE LEHTPH, 3aIITO
HOpaJd HEAOCTATOK HAa IPOU3BEICHUTE CTOKU HE
npejacTaByBa  1oceOeH  mpobieM  HHUBHOTO
IUITaHUpamke Ha Ma3apoT BOJEJKU CMETKa CaMo 3a
oNTUMalM3alja Ha TPAHCIOPTHUTE TPOIIOIH.
[TpakTH4YHO TOMOHMpA MPOU3BOACTBEHHOT IPOLEC
KaKo OCHOBHA aKTUBHOCT Ha MPETPHjaTUETO Ta O]
HETro U 01 Ka1apoT Koj paboTH Bo npojax0aTa He ce
OapaaT MoceOHM KBaJUTETH, TYyKy IOBEKe 1a TH
33JJ0BOJII OCHOBHUTE €JIEMEHTH KOU Ke ce
OBO3MOJKAT Jla M3BPIIAT W300p HA TOTPOIIYBAUUTE
(omHOCHO KynmyBauute). BakBara opueHTanuja uma
COOJIBETHO BJIMjaHWE W Bp3 OpraHU3aIOHATa
CTPYKTypa Ha OaHKHUTE KOja ce YIITe MOXE Jia ce
CpeTHe Koj ompeneneH Opoj Ha 6anku. Bo BakBaTa
opraHuzainyja Ha OaHKHTE 3aCTIEHHU C€ HEKOJKY
6azmaan GyHKIHm: 8’

v’ (uHaHcucka QyHKIHja Koja TH omdaka mpo6-
JIEMHTE Ha TPOIIOIHTE Ha PabOTEHETO, MOIUTHKA

8 Curéi¢, U., Barjaktarovié, M. 2003. Bankarski marketing.
Praktikum, Proces faze upravljanja marketingom banke, Novi
Sad, Feljton. Str. 75 3.

Ha [IeHH, (MHAHCHCKH TIaH, 00pabOTKa Ha MOPAYKH
U UCTPAKYBamkaTa U MPEABUIYBABETO.

v’ xajapoBckaTa (yHKIMja BO KOja Ce€ IMOMECTEHHU
YCOBPIIYBAKETO HA KAJAPUTE, JOKYMHETAIHjaTa |
UHPOPMHUPAKHETO, EKOHOMCKATa IMponaraHia |
OpraHu3alMoHaTa €MHKA 32 BHATPEIIHU OJHOCH

v’ mpo/pkHaTa (yHKIMja KoOja Cce OjHecyBa Ha
YHAIpelyBambeTO Ha Mpoaxxoara

v/ u3BpuiHara GpyHKIHMja BO KOU ce orndaTeHu cute
KOMITOHEHTH CBP3aHU BO MIPOU3BOJICTBOTO.

dazaTa Ha KOMepIUja- MPOJaKHA OPHCHTAIH]ja €
¢dropara ¢aza xaae rojseM Jea 01 CyOjeKTHTE ce
MIPEOPUCHTUPAHU BO MPaBEI] Ha KOMEPIIrjaTr3aluja
Ha MPOU3BOJICTBOTO COTJICIYBajKH 'O 3HAYCHETO U
yJorata Ha MOTPOUIyBa4oT. Bo opranmsannonara
CTPYKTypa Ha OaHKUTEC HACTaHyBaaT COOJIBETHH
U3MEHH KOM ce BO (YHKIMja HAa 3HAYCHETO Ha
npojgaxkHara ¢yHkija. Taka, oI HajHHCKaTa
¢yHKIIMja ce oJ3eMaaT OpPraHW3UPAHUTE EAMHKU
KOM TM pa3BUBAaT aKTUBHOCTHUTE BO BpCKa CO
npueMoT W o0paboTKaTa Ha IMOPAYKHUTE MPEIBU-
NyBamk-ETO, O] KaJ[pOBCKaTa PyHKIIMja EKOHOMCKATa
nponaraiia BHATPEIIHUTE OJHOCH OJ W3BpIIHATA
(mpousBojacTBeHaTa) QyHKIMja HU3AIMOHATA €UH-
Ka 3a 3aJIMXH ¥ cKiIaanmTeme. CUTe Tue opraHus3u-
paHM eIMHKU Cce MHKOpHopupaar Bo (yHKLHjaTa
npojaxoda, co mMTO oBaa GyHKIM]a U BO OPraHU3a-
IIMOHA CMHUCIIa 100MBA BO 3HAUYCHE.

Tperata ¢aza e pazaTa Ha MapKETHHI OpUEHTaI1ja
KOja ce KapakTepu3upa cO pa3BOjOT Ha e€aHa
JIOMHMHAHTHA (pyHKIIM]ja BO OaHKaTa - (yHKIMjaTa Ha
MapKeTUHT. PakoBoaMTENOT Ha cily)k0aTa Koj BpLIM
AKTUBHOCTUTE BO pAaMKHTE Ha  MapKETHUHT
(dyHKIIMjaTa CTaHyBa OJrOBOPEH 3a pabOTEeHETO Ha
OaHKaTa MOYHYBAJKH O] MJEjaTa 3a CO3/JaBambe Ha
POM3BOJIOT, IPOU3BOJCTBOTO, Ma C€ JOJEKa HE Ce
JOCTaBH TMPOU3BOAOT 10 KPajHUOT TOTPOIIyBad.
3aroa W BO KOMIIETEHLIMUTE Ha MAapKETHHIOT
criaraaT HajroJieM JIeJ O]l OCHOBHUTE aKTMBHOCTH Ha
KOMIIaHHjaTa, KaKO MITO C€ HCTPaXyBameTo Ha
as3apor, MMOJIMTHKATA Ha KOMITaHHjaTa,
eKOHOMCKaTa Ipomnaraijia, AUCTpUOyIMjaTa WTH.

8 Cursi¢, U., Barjaktarovi¢, M. 2003. Bankarski marketing.
Praktikum, Proces faze upravljanja marketingom banke, Novi
Sad, Feljton. Str. 75 3.
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Toa 3HauM JeKka MapKETHHTOT ro omndaka lenara
KOMITaHHMja Off CO3/IaBambeTO Ha HJEHUTE, Ma ce JI0
HUBHATAa peanu3auvja ©u adupmanuja TMpeKy
na3apHUOT MeXaHu3aM. Bo TOj KOHTEKCT TakBaTa
OpHEeHTaIja HEMHUHOBHO BIIMjae Bp3
OpraHM3alroHaTa CTPYKTypa BO KOja MapKETHHTOT
noOuBa ynora Ha JOMHHaHTHa (yHKIHMja Ha
OaHkaTa.

YerBprar (azara Ha MapKETUHTOT IMPETCTaBYBa
KyJIMHMHAIMja BO pa3BOjOT Ha MAapKETHHIOT, CO
HACTOjyBame OaHKaTa Jja CTaHe MapKETUHT OaHKa BO
KOja HE caMo IIITO MapKETUHT (pyHKIMjaTa ke Ouje
JOMWUHAHTHA, TYKy OCHOBHAa, BO Koja Om ce
omndaruie JOJITOPOYHHTE IUIAaHUPamka u
¢uHAHCUUTE, OJHOCHO MAapKETHHTOT Ja ja
KOHTpOJIUpA LienaTa OaHka.

2. lleqn Ha MAPKETHUHIOT HA OAHKHUTE

bankuTe Kako COBPEMEHHM HHCUTYLMH C€
OTBOPEHH  CHUCTEMH, IITO  3HAYUd  JeKa
BOCIIOCTaBYBaat u OJIp’KyBaar aKTHBHA
KOMYHHKAIFja CO OKPYXYBameTOo BO KO€ ja
U3BpIIyBaaT  CcBOjaTa  JIEJIOBHA  aKTHBHOCT.
OncTaHOKOT Ha CBETCKHOT, HO M Ha JIOKAJTHUOT
na3ap He € MOXHO JOKOJIKY OpTaHU3alluiTe He ce
CIpeMHH Ha KOHTHHyHpaHa WHTEpakiuja W
KOMYHHKAI[Mja CO JEeNOBHUTE CYOJeKTH BO CBOETO
OKpyXXyBame. MapKeTHHI  KOHIeNIyjaTa Ha
0aHKHMTE Kako OCHOBA 3a Ma3apHO KOMYHHIIMpame
Bp3 KO€ Ce 3aCHOBA JeJIOBHATa HHTEPAKIHja ToMery
HUB U MOTPOLIYBAauyUTe, TPrHyBa O[] IJIeJIHA TOUYKa
JIeKa 332 OCTBAPYBaETO HA IIEJIUTE Ha KOMIIAHUNTE
Ba)XHO € Ja ce YTBpJaT morpedute u O6apamara Ha
[ENTHUOT Tia3ap, Kako M HYyJEHhEe Ha CaKaHOTO
33JJ0BOJICTBO Ha MOTPOILIYBaYUTE MOE(PUKACHO U
noedeKTUBHO 0N KOHKypeHTute. llenta Ha
KpeHpameTo Ha MApKETHHT KOHIIETITOT MPETCTaByBa
KOHTHHYHPAHO KOMYHHUIIHPAE CO TOTPOIIYBAUNTE,
CO HaMepa 3a 3alo3HaBamke Ha HUBHUTE MOTPEOH,
xenbu u Oapama, Taka IITO MOHYACHUOT IPOU3BO/]
U yclyra BO TOTHOJNHOCT Ke OJroBapa Ha

notponrysaunte.®

8 TomaSevi¢c —LiSanin, M. 1997. Bankarski marketing.
Informator, Zagreb. Str. 116

KapakrepuctuuHo € ga ce HallOMEHE JeKa €/lHa
coBpeMeHa OaHKa € MHOTY CJIOXeHa, TaKa 1a CAMUOT
IPOM3BOJ HE € JOBOJICH M3BOP HAa MHPOpPMALIUU 3a
HOCEHE OJUTYKa 3a KYIyBame O] MOTPOIIyBayuTe,
Ouyl0 Toa Ja € IPBO KYyIyBawke WM IOBTOPEHO.
Heonxonno e wuHdpopmanuuTe KOU TU HYOH
NPOM3BOJOT Ja OMAaT MOAJPXKAHMU Off CTpaHa Ha
KOMIIaHWjaTa, MO MaT Ha HHU3a KOMYHHKATHUBHH,
OJIHOCHO TTPOMOTHUBHHM aKTUBHOCTH, KOU CE€ JIEN O]l
MapKETHUHT KOMYHULIUPAHETO HA KOMITAHUUTE.

3. OcHoBHHU (paKTOPH 0/1 KOU 3aBUCH IPpUMeHAaTa
HA MapPKETHUHIOT BO 0aHKHUTe

Co3maneHure TpPEAyClIOBH 3a TPUMEHAa Ha
MapKEeTUHI KOHLENIMjaTa BO pabOTeHETo Ha
OaHKMTE HE TIpecTaByBaaT MW  aBTOMAaTCKO
npudakame Ha KOHKpEeTHaTa aluldKaluja Ha oBaa
KoHnenuuja. IlocTtojanuTe TpPELyCIOBH  caMo
JlaBaaT MOXKHOCT 32 MApKETHHI OpHUEHTallMja uuja
MpUMeEHa 3aBUCH 0] HU3a (pakTopu Kou Tpeda Ja ce
IPUCYTHU BO OMNILTECTBOTO, HO €JHOBPEMEHO Tpeba
1 OaHKHUTE J1a HACTaIlyBaar, cO akKTUBEH OJIHOC KOH
1a3apoT CBOETO paboTeme Ja Io Mpuiiarofar KOH
OTpedUTE Ha KOPUCHUKOT.

Bo Teopujara u mpakTHKaTta Ha MapKeTHHIOT 3a
BOBEpYBal€ Ha OBaa KOHLEMIMja U Hej3uHa
IpUMEHa BO OCHOBAa C€ MCTaKHYBaaT JBE TIPYIH
daxropu u Toa:®

A) I'pyna ¢axrtopu Kou ce HaJBOp O]l BIMjaHUETO
Ha 0aHKaTa W HeroBaTa OKOJIMHA!

a) MapKETUHT OKOJIMHA
KYJITYpeH pa3Boj,

HUBO Ha TEXHOJIOTHja
eKpPHOMHKA Ha JIp)KaBaTa,
MapKETUHT KaHAIU U
3aKOHCKa peryJiaTHBa

6) Qaxopu HamBOp o OaHKAaTa IMOBP3aHU CO
BJIMjaHUETO Ha IIa3apHUTE MEXaHW3MH OJHOCHO
BJIMjaHUETO Ha HAJBOPEUIHUTE Ma3apu

B) Pa3BHEHOCT Ha JOMAIITHUOT Ta3ap

b) I'pyna koHTpoIHU PaKTOPU KOU C€ BO MOKHOCT
naru peryiaupaat 6ankure. OBae ce BOpojyBaar :

AN NN NN

8 Philip Kotler, Kevin Lane Keller, (2009), “Marketing
Management — 13th Edition”, Prentice — Hall, Inc., pp.524-526
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v\ HMHCTpYMEHTH Ha GaHKara: IUIaH Ha OaHKaTa,
opraHu3zaiyja Ha 6aHKaTa, 11eJl Ha OaHKaTa

v’ MapkeTuHI — MHKC:.  JadcTpuOynuja,
€KOHOMCKa TpolaraHja, IIeHH, TPOU3BOJ M
IpoJaXeH Kazap.

KapakTepucTuyHo € J1a ce HarloMeHe JieKa IpuMe-
HaTa Ha MapKETUHT KOHIEMIIN]jaTa TIOKPa]j OMIITUTE
YCIIOBH 3aBHUCH M O] TIpojakbaTa Ha OaHKaTa €Ko-
HOMcCKata monox6a wurtH. IloceOHO BHHMMaHUe
3aciIy’)KyBa BHATPEIIHUTE (AKTOPH IMOPATH MOXK-
HOCTa BpP3 HMB Ja CE BJIMaje BO PAaMKUTE Ha KOH-
KpeTHaTa OaHka. Tyka mpeaq ce ce MHUCIU Ha
yCOTJIaCyBamkeTO Ha pa3BOjOT Ha MPOU3BOAMTE,
n300pOT Ha KaHaJM HA JUCTPUOYIMjaTa, eKOHOM-
CKaTa TpolaraHjga U CTPYYHHOT Kamap. HusHOTO
MeryceOHO yCOTJIaCyBame O] aCIEeKT Ha KIHUCHTOT
IPEKy COBPEMEHOTO IJIAHUPAE Ha TOI0JT IEPHO/T
U OpraHu3anuja Ha OaHKaTa HajHEMOCPEIHO BiIMjae
Bp3 adupMmanyjata ¥ MaApPKETUHT KOHIEMIHjaTa.
Cekako mpuTOa JOMHHAHTHA € yjorara Ha
CyO0jeKTUBHHOT (PaKTOP, MOCEOHO PAKOBOTHUOT THM
Ha OaHkaTta. McTo Taka moTpeOHO € J1a ce HallOMeHe
JieKa aHal3aTa Ha OJIeNTHU (DaKTOpH 3a MpUMEHaTa
Ha MapKETUHTOT KOHIIETIIHjaTa BO pab0OTEHETO MMa
NoceOHO 3HAYeHE TPU CeKOja KOHKPETH MpPUCTAI
KOj € HacoyeH Ja ce OlLeHaT OOjeKTUBHHUTE H
Cy0JeKTUBHHTE MPEANOCTABKU KOU CE€ O] 3HAUCHE U
3a onpezieyBamke Ha IMHAMMKAaTa U OCTaNKaTa Mpu
BOBEJ[yBalkbe HA MAapKETHHTOT M 33 MPETXOIHUUTE
NejCTBHja KOWM C€ HEOMXOAHM 3a e(pUKACHO
(GyHKIIMOHUpame Ha OaHKaTa.

3akayqox
bankapckara wWHAyCTpHja MpOHM3BEIyBa C€
NOBEKE PA3sHOBUJIHHM TPOU3ZBOAM U  YCIYTH.

N3mMennTe 1mito, JeHeC, Ce€ CiIydyBaar BO
0aHKapCKOTO paboOTeHE e TOJKY FOJIEMH U BaXKHH,
HITO MHOTY AaHaJUTH4Yapd THE TPEHIOBH TIH
03HauyBaaT Kako OaHKapCcKa peBOJIyIIH]a, KOja MOXKe
OaHKUTE HaA WJHATAa IeHepaluja Ja T'M HalpasH,
pedncu, HENpEeNno3HaTIMBM  BO  OAHOC  Ha
neHemHuTe. baHkuTe HynmaT ce  MOpa3NIUYHU
JETIO3UTHU U KPEIUTHU YCIYTH, TM MPOLIMPYBaaT
MOKHOCTHUTE 3a BPIICHE Ha CBOUTE YCIYTU IMPEKY
€JIEKTPOHCKOTO ~ 0aHKapCTBO, CEKOja  TroJuHa

JaHCUpaaT HOBU YyciuyxHM JuHuUM uTH. Co
HYJICHETO MOrojeM Opoj cTapu U HOBU YCIYTH CO
MNpUMCHAa Ha CC MOATPAKTUBHUTC MCTOAW 34 HUBHO
peanu3upame, OaHKUTE cakaaT Ja Td 3rojieMar
IIOTOAHOCTUTEC 3@ HUBHUTC KOMUTCHTU.

MapKkeTHHIOT € OCHOBHAa ajka BO pPa3BOjOT Ha
OaHKaTa MPeKy KOU TU IIACUpa CBOUTE MPOU3BOIH
U i uHGOPMHUPa KOMUTEHTHUTE 32 CUTE HOBUHU KOH
T'H TIpaBaT MOPA3JInYHU O/1 KOHKypeHIjaTa. FimeHo,
MapKeTHHI KOHIENTOT Ha OaHKaTa MpETCTaByBa
KOHTHHYWPAHO KOMYHHUIIPAHHE CO TOTPOIITYBAUUTE,
CO HaMmepa 3a 3alo3HaBalke¢ Ha HUBHUTE MOTPEOH,
keynou u Oapama, Taka MITO MOHYACHHOT MTPOU3BO/T
W yciayra BO TMOTHOJHOCT Ke OJAroBapa Ha
norpornryBauute. MicTo Taka MoXxe 1a ce ImoTeHIrpa
JieKa co riiobanu3alyjara Ha 1ma3apoT, MopacToT Ha
YCIOyrUTe HA Mac MEOUYMHUTE M I0jaBaTa Ha ce
norojieMaTa KOHKypeHIIMja OaHKUTE ce MPUMOPaHH
Ja TPOHAjIaT WHOBAaTUBHU  CTpaTerdd  3a
yVHampeAyBame Ha JIOjaJHOCTA HAa  CBOUTE
KOMHHTEHTH. BO COTIIacHOCT CO HaBEIEHOTO, jaCHO
€ JIeKa € MOTBP/IeHa XUIoTe3ara Jeka e()eKTUBHOTO
yIpaByBame€ CO HHCTPYMEHTHUTE HAa MapKETHHI
MHUKCOT MPETCTaByBa KIIy4eH (aKTOp 3a CEKHYBambE
A OIpXyBame Ha KOHKPETHH IIPENHOCTH Ha
OaHKapCKHTe OpraHHU3aINH MapkeTuHr
¢uno3odujara e HacoueHa Ha MoTpolryBayute. Bo
Taa HAcCOKa HEOMXOAHO € KOHTUHYHpPAHO Ja Ce
UCTpaKyBa Ia3apoT, Jla C€ ClIeau moTpedara u
JKEJIOUTE Ha TMOTPOIIYBAaUYMTEe, Ja CE aHAIM3UpaaTr
HUBHUTC HABHKKU BO IIOIJICA Ha KOPHUCTCHC Ha
MPOM3BOIUTE W TEHIEHIMjaTa Ha pa3BOjoT Ha
HUBHUTC HOTpe6I/I 1 NIOHYJAUTE HAa KOHKYPCHTCKHUTC
O6anku. On Tue OaHKUTE KOMIIAHUUTE MOpaar jaa
BOBE/yBaaaT WHOBAIlMM W Jila TH YycorjiacyBaar
CBOMTE TMPOM3BOAM CO MPOMEHIUBUTE KEIOH U
moTpeOr Ha MOTPOITYBAYHTE.

U na xpaj Moxe Aa ce 3aKkiIydu Jeka 0aHkaTa Kako
Jen o (pMHAHCHUCKHOT IMas3ap Mopa IMOCTOjaHO 1A
MOCBETYBaaT BHUMAaHHUE Ha MApPKETHHTOT CE€ CO I
Jla TIpUBJIEYAT C€ MOrojieM Opoj Ha KOMHTEHTH, a CO
ToOa Ja ocTBapar nmoroieM mnpopur u
KOHKYPEHIINCKA MTPETHOCT MPET IPYTUTE.
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ABSTRACT

In one environment, economic aspects are of great
importance. Economic aspects are mainly related to
sustainable development. In order for some future
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EKONOMSKI ASPEKTI ZASTITE ZIVOTNE
SREDINE U SRBIJI

1ZvOD

U jednoj Zivotnoj sredini su od velikog znacaja
ekonomski aspekti. Ekonomski aspekti uglavnom se
odnose na odrzivi razvoj. Da bi neke buduce
generacije zivele i koristile zivotnu sredinu na
najbolji moguéi nacin moraju da se ocuvaju svi
aspekti. Najznacajniji ekonomski aspekti su
ocuvanje prirode, Suma; pravilan nacin koriS¢enja
poljoprivrednih njiva; koriS¢enje energije vetra;
energije sunca; izvora mineralne vode i mnogih
drugih resursa koji pozitivno utiCu na Zzivotnu
sredinu, a Cuvaju prirodu i drzava ima Koristi od
toga.

Kljuéne reci: ekonomski aspekti, odrziv razvoj,
profitabilnost
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Uvod

Domacinstvo je osnovna potrosacka jedinica koja u
savremenim uslovima zivota povecava potroSacke
aktivnosti, a time 1 koli¢inu odpadaka. U razvijenim
zemljama sveta ve¢ odavno postoje planovi kako
smanyjiti zagadenost ekosistema. Najveci zagadivaci
planete su industrije i termoelektrane. U nekim
zemljama postoje trajna skladiSta koja se nalaze
duboko u unutrasnjosti zemlje. Takva skladista sluze
za uskladiStavanje nuklearnog otada i1 drugih
opasnih ostataka. Jedan od negativnih primera je
bacanje ovakvih odpadaka u more i narusavanja
zivota u moru. Posledica ovoga je izumiranje
pojedinih vrsta zivotinja na zemlji, javljanje
razli¢itth deformiteta, menjanje lanca ishrane i
sli¢no.

Jedna od razvojnih Sansi  poljoprivrednih
gazdinstava Srbije je proizvodnja zdravstveno
bezbedne hrane. Proizvodnja se bazira na principima
zaStite 1 unapredenja kvaliteta Zivotne sredine u
agrokomplesima. Srbija je bogata prirodnim
resursima i ima mnogobrojne prednosti koja bi
mogla iskoristiti na ovom polju ali zbog manjka
finansijskih sredstva ova oblast proizvodnje se ne
razvija visokom stopom rasta. U zadnje 4 decenije
ideja o proizvodnji zdravstveno bezbedne hrane
dobija na znacaju usled razvoja saznanja o Stetnosti
primene pojedinih preparata 1 opSteg porasta
interesovanja za probleme zastite Zivotne sredine i
kvaliteta zivota. Ukupna povrSina pod organskom
proizvodnjom u naSoj zemlji u 2005.godini iznosila
je 18 800ha (0.3% ukupnog poljoprivrednog
zemljista).

Strategijom razvoja poljoprivrede iz 2005.godine i
nacrtom Plana strategije ruralnog razvoja 2008-
2013. jedan od prioritetnih ciljeva je unapredenje
proizvodnje zdravstveno bezbedne hrane. Oblast je
regulisana sa 15 zakonskih akata:

¢ Oblast organske proizvodnje (9 akata)
e Oblast zdravstveno bezbedne hrane (1 akt)

90 Ambalaza na bazi: PET-polietilen-tereftalat (flasice za vodu
i bezalkoholna pic¢a), HDPE-polietilen visokegustine (flase za
jestivo ulje), LDPE-polietilen niskegustine  (glavna

Oblast genetski modifikovanih organizama (5 akata)

Zemljiste je prirodni resurs, neobnovljiv, neumnoziv
1 neprosiriv. To je proizvod prirode. Kao prirodna i
ekonomska kategorija zemljiste je ograni¢eno dobro
koje nije sposobno da se uvecava po povrsini. Radi
zastite zivotne sredine neophodno je kontrolisati i
pratiti  kvalitet ekosistema (voda, vazduha i
zemljista).

Upravljanje zastitom Zivotne sredine

Zagadivanje zivotne sredine otpacima nebioloskog
porekla u svetu je sve intenzivnije, tako da je
neophodno sprovoditi mere za oCuvanje kvaliteta
Zivljenja 1 obezbedenje uslova za bioloski opstanak.
Razvoj proizvodne i potroSne sirovine, proizvoda i
energije, dostizu takve razmere da utiCu na
narusavanje balansa izmedu koli¢ina izdvojenih
Stetnih materija 1 sposobnosti prirode da iste
apsorbuje.

U velike zagadivace se ubrajaju: PET, HDPE,
LDPE, PP ambalaZna pakovanja®.

Za pakovanje proizvoda, bira se ambalaza koja
svojim karakteristikama ispunjava tehnoloSke
uslove. Odabrana ambalaza se potom procenjuje sa
ekonomskog aspekta i vrednuje prema tehno-
ekonomskim  kriterijumima. Tako vrednovana
ambalaZa se podvrgava proceni ekoloskog statusa.
Ovde se procenjuje uticaj ambalaze u cCitavom
zivotnom ciklusu, od upotrebe sirovina, preko
procesa izrade 1 upotrebe ambalaze, do postupka sa
iskori§¢enom i odba¢enom ambalaZzom.

Najveci efekat zaStite zivotne sredine moze da se
postigne primenom odgovaraju¢ih postupaka sa
iskoriS¢enom 1 odbacenim ambalaznim pako-
vanjima. Ambalazna pakovanja su veoma vredna
sekundarna sirovina i1 faza ambalaznog otpada
podrazumeva sve postupke prerade odbacenih

komponenta plastiénih  kesa), PP-polipropilen (uli¢ni
kontejneri i cevi za transport vode za pice).
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ambalaznih pakovanja u cilju dobijanja novih
proizvoda. Samo onaj deo koji nije moguce
reciklirati, postaje ambalazni otpad, koji se trajno
skladisti u podzemnim skladiStima. Vazno je rec¢i da
se preradom iskori§¢ene ambalaze smanjuje masa i
zapremina ambalaznog smeca vise desetina puta.
Istovremeno, obezbeduju se sirovine ili proizvodi
koji imaju odredenu ekonomsku, ali i znatno vecu
ekolosku vrednost. Iz tih razloga se, papirna,
kartonska, drvena ambalaza, sve viSe koriste u
proizvodnji papira, kartona i drugih proizvoda.
Recikliranjem se prvenstveno Stiti zivotna sredina,
ali i ostvaruje odreden profit. Na to ukazuju i
statisticki podaci, koji prikazuju ukupnu godiSnju
Stetu u  Srbiji, od priblizno 3*10° eura,
prouzokovanu nepropisnim upravljanjem otpada.
Vrednost godiSnje Stete je ekvivalentna vrednosti od
1.1% druStvenog bruto proizvoda Srbije.

Potrebno povecati stopu ponovnog iskoris¢avanja i
reciklaze ambalaznog otpada (papir, plastika, metal
i staklo)!

Prema podacima Republickog zavoda Srbije za
statistiku, Agencija za reciklazu 1 nezavisnih
istrazivaca, podaci o sakupljenoj koli¢ini otpadnih
materijala, reciklazi, proizvodnji, uvozu i izvozu u
Srbiji, za 2005. godinu, su sledeci:

Tabela 1.- Velicina trzista sekundarnih materijala u tonama®

Kategorija | Sakupljeno | Preradeno | Proizvodnja | lzvoz Uvoz
Papir 144,944 105,978 | 523,205 39,593 | 447
Metal 307,971 337,145 | 376,319 143,975 | 173,149
Staklo 31,262 12,446 16,371 18,816 |0
Bakar 22,5 15 17,5 7,5 0
Aluminijum | 20 60 110 7,5 47,5
Plastika 15 5 15 10 0
Ukupno 541,677 535,389 1058,395 227,384 | 221,096

91 www.stat.gov.rs, 24.12.2009.
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Prema ovim podacima mozemo zakljuciti
da je uvoz papira znatno veci od izvoza, kao
i sakupljene i1 preradene koli¢ine papira.
Preraden je samo deo prikupljenog papira.
Kod kategorije metala mozemo zakljuciti
da je preradeno vise matala nego Sto je
prikupljeno, $to je posledica velikog uvoza.
Staklo je prikupljeno i preradeno u vrlo
malom iznosu. l1zvoz je minoran, dok uvoza
stakla nije ni bilo.

Bakra je sakupljeno znatno viSe nego §to je
preradeno. Izvoz je bio zadovoljavajuci, a
uvoza nema.

Aluminijuma je preradeno znatno vise nego
Sto je prikupljeno, Sto je posledica isuvise
velikog uvoza u odnosu na izvoz.

Sto se ti¢e plastike preradena koli¢ina je
manja od sakupljene, S$to je rezultat
postojanja zadovoljavajuéeg izvoza, dok
uvoza plastike nema.

Proizvodnja je, osim u slucaju bakra i1
plastike, u velikoj meri premasivala sve
ostale pozicije.

U Srbiji funkcionise 500 malih privatnih
firmi, koji se bave proizvodnjom ili
uvozom ambalaze. Prednosti naSeg trZiSta
za ovo polje poslovanja su sledece:

e Stratesko pozicioniranje na
trziStima Evrope, Azije 1 Bliskog
Istoka,

e Duty free pristup slobodnoj
trgovinskoj zoni u Jugoistocnoj
Evropi,

e Srbija nije ¢lanica Evropske Unije
stoga je veca fleksibilnost 1
prednosti za investiranje,

e Najniza poreska stopa na profit
preduzeca u Evropi,

e Obrazovana i jeftina radna snaga,

¢ Relativno stabilna privreda,

e Stabilna monetarna politika i brza
primena kljuénih
makroekonomskih zakona,

e Liberalni propisi u spoljnoj trgovini
i stranom ulaganju i

¢ Relativno jednostavne procedure za

osnivanje preduzeca i zapocinjanje
proizvodnje, ukljucuju¢i  rezim
boravka  stranaca,  registraciju
preduzeca i carine.

Optimalna alokacija resursa i okruzenje

Drzava ima glavnu ulogu kod regulacije
upotrebe neorganskih, azotnih dubriva. Ona
postavlja gornju granicu na godiSnjem
nivou (F). Ta granica se odnosi na primenu
odredene koli¢ine dubriva po jedinici
povrsine.

Dugoroc¢na funkcija profita:
n=Pq-C(q,F)-TE

P- cena

(- autput

C- troSak koji zavisi od koli¢ine autputa i
upotrebe neorganskih dubriva

TE- transfer prihoda

Uvek postoje 2 alternativna nivoa upotrebe
dubriva na godiSnjem nivou. Proizvodac
odlucuje da 1i ¢e upotrebiti nizak ili visok
nivo dubriva. U zavisnosti od njegove
odluke dobijaju se 1 razliCiti rezultati na
istim zemljiSnim povr§inama. Cena autputa
se formira usled zakona ponude i traznje i
ona je u ovom hipotetickom primeru
jednaka za obe varijante proizvodnje.
Dolazi se do zaklju¢ka da niskim nivou
upotrebe dubriva obim proizvodnje ¢e biti
manyji nego kod proizvodaca koji ulaze vise
sredstava za dubrenje.

Pojedini  proizvoda¢i  nekontrolisano
upotrebljavaju dubriste te time mogu i da
naruSe 1 ceo ekosistem. Nakon bacanja
azotnih dubriva na povrSinu zemlje ona se
samo delimi¢no isccrpljuju za useve, dok
drugim delom se ispiraju putem kisa.
Na takav nac¢in oni dospevaju u vodni rezim
te se time ovde javljaju eskterni troskovi.
Oni se odnose na troSkove preciS¢avanja
vode za pice, troskovi koji se javljau kao
posledica lecenja ljudi od raznih bolesti,
troskovi za lecenje Zivotinja i sli¢no.
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Eksterni troskovi nemaju efekta na nivo
proizvodnje hrane jer oni nisu potekli od
strane poljoprivrede.

Koji je optmalan odnos izmedu proizvodnje
hrane i Ciste pijace vode? Zavisi od:

1. Spremnosti drustva da izdvaja
novac za hranu u zavisnosti od
stepena zagadenosti vode;

2. Spremnosti drustva da plati za vodu
razlicite Cistoce;

3. lznos poreza koji bi trebao biti
prikupljen kako bi se obezbedilo

sprovodenje drzavne regulative.

Prehrambeni viSak koji se dobija iz
potroSackog 1  proizvodackog  viSka
predstavlja maksimalni iznos novca koju su
potosaci 1 ponudaci inputa spremni platiti
za privilegiju da koriste i proizvode hranu u
zaisnosti od dozvoljenog koriS¢enja azotnih
dubrva. Drustvo nece uvek hteti da plati za
privilegiju da koristi i proizvodi hranu,
njihova odluka zavisi od stepena
zagadenosti vode.

Ako se u vodi za proizvodnju hrane nalazi
minimalna koli¢ina nitrata, koja ne¢e imati
za posledicu odredene Stete u biljnom i
zivotinjskom svetu tada nece postojati ni
opasnost za zivotnu sredinu. Problem
nastaje kada je koli¢ina nitrata Skodljiva ne
samo za biljni 1 Zivotinjski svet ve¢ i za
c¢oveka. Maksimalni iznos novca koje je
drustvo spremno da plati za ponudu pitke
vode zavisi od koliCine ostataka nitrata koje
ona u sebi sadrzi. Na ovaj nacin se javljaju
troSkovi odstranjivanja ostatka iz vode 1
troskovi koji se odnose na opasnost po
ljudsko zdravlje koriS¢enjem ovakve vode.
Ukoliko je voda zagadenija, druStvo je
logi¢no manje spremno da plati za nju.

U uslovima  nepostojanja  drZavne
regulative farmeri ¢e primeniti vece
koli¢ine azotnih dubriva od optimalnih
kako bi imali bolje prinose. Osnovi
problem je to Sto farmri ne uzimaju u obzir
drustvene troskove degradacije pijace vode.

Za trziSni sistem u kom postoje drzavni
programi  koji povecavaju efikasnost
kazemo da je to neuspesno trziste. Drzavna
regulativa kod upotrebe mineralnih dubriva
se koristi kako bi se smanjio stepen
zagadenosti vode. Na ovaj naCin stvaraju se
veéi porezi i vise cene hrane, ali se
ostvaruje 1 neto korist a to je veca Cistoca
vode za pice. Da bi trziSte bilo neuspesno
treba da budu ispunjena 2 zahteva:

1. Moraju postojati eksterni troSkovi;

2. Morju postojati neke forme drzavne
intervencije i voditi ka spremnosti
drustva da plati za usluge zivotne
sredine 1 trziSni autput.

Direktna regulativa nije jedini nain za
ogranicavanje upotrebe azotnih dubriva.
Jedna od alternativa je da se uvedu dovoljno
visoki porezi koji bi doveli do potpunog
prestanka koriS¢enja azotnih dubriva.
Druga alternativa bi se odnosila da je
drzava spremna da plati odredenu koli¢inu
novca onim farmerima koji su spremni da
se uzdrze od koriS¢enja mineralnih dubriva.

Potrebno je uvesti kontrolu kvaliteta
okruzenja uopS$te ali je za to potreban
ogroman broj informacija kao §to su:

e Informacije koje se odnose na Kkoristi koje
ostvaruje drustvo prilikom upotrebe onih
proizvoda ¢ijom  proizvodnjom  se
povecava tok zagadivaca u okruZenju,

¢ Informacije o troSkovima rastuceg priliva
reziduala;

eInformacije o poreskim opterecenju
sprovodenja drZzavnog programa.

Ovakve informacije je jako tesko prikupiti
jer ne postoji nigde nijedna baza podataka
koja bi nam otkrila koliko su ljudi spremni
da plate za uzdisanje vazduha razliCite
Cistoce. Isto tako nemoguce je predvideti
stepen zagadivanja povrsinskoih
vodotokova jer to zavisi i od obima
padavina.

Zagadivanjem celokupnog ekosistema
dolazi do naruSavanja ozonskog omotaca i
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ovaj problem <¢e sadaSnje generacije
ostaviti kao naslede budu¢im generacijama.

Problem erozije zemljista i politika

Erozija je pomeranje zemljista pod
dejstvom dve sile, vode i vetra. Na ovaj
nacin se odnosi povrSinski sloj zemljista
koji sadrzi organske i hranljive materije a
one su vazne za ishranu biljaka. Erozija
moze zemljiSte da ucini nepodesnim za
obradu i1 da poveca troskove proizvodnje.
Takode, moze se desiti da se zemljiste
losijeg kvaliteta nanese na zemljiste koje je
kvalitetnije i da se na ovakav nacin smanji
produktivnost zemljista.

Postoji i vodna erozija koja ima nekoliko
negativnih efekata:

1. Talozenje zemljiSta u koritima
vodotokova ugrozava Zivotinjski svet i
smanjuje  rekreacione  pogodnosti
(plivanje, plovnost i ribarenje);

2. Povecava troskove precis¢avanja vode
koja se koristi za potrebe stanovniStva
I industrije;

3. Smanjuje se biljni 1 Zivotinjski svet u
jezerima i vodnim rezervoarima;

4. StimuliSe se rast i razvoj algi te se time
smanjuje staniSte za ribe;

5. NataloZzeno zemljiSte moZe tokom
vremena uticati na pojavu poplava.

Postoje 2 vrste problema koje se javljaju
erozijom zemljista:

1. Pove¢ani  troskovi  poljoprivredne
proizvodnje zbog niZze produktivnosti
zemljista;

2. Troskovi izvan poljoprivredne

proizvodnje koji se javljaju usled
sedimentacije zemljista.

Troskovi koji nastaju van farme su ve¢i od
troskova koji nastaju na farmi.

Drzavna intervenicja usled erozije nije
potrebna  jer  postoji  trziSte  za
poljoprivredno  zemljiste. U  slucauju
erozije povecava se profit zbog smanjenja
proizvodnje ali se smanjuje i vrednost
farme.

Profit: n=n(E)

E-koli¢ina zemljista koja je izgubljena u
eroziji

Prodajna vrednost farme: V=V(E)

Troskovi koji se javljaju na farmi uticu na
smanjenje vrednosti farme. Kako zemljiste
erodira prinosi opadaju ukoliko tehnicki
progres i inputi - substituti ne kompenziraju
taj pad prinosa. To je vrlo skup proces jer
se gornji sloj zemlje koji je erodirao
zamenjuje nanoSenjem novog  sloja
zemljiSta. Isto tako se mogu upotrebiti
supstituti za plodnost zemljiSta kao §to su
mineralna dubriva koja su takode skupa.

U slucaju drzavne intervecije paznja drzave
treba da bude usmerena na troskove koji se
javljaju van farme. Ti troskovi se odnose na
gubitak rekreacione vrednosti, oStecenja
jezera i vodnih leziSta, naruSavanje vodnih
transportnih sistema, povecani troSkovi
tretmana vode za industriju i stanovni$tvo i
sli¢no.

Ovi troskovi nisu sadrzani u ceni koju
stanovniStvo placa za hranu.

Stru¢njaci iz savetodavnih sluzbi bi trebalo
da upozoravaju na problem erozije
zemljiSta 1 proporucuju tehnike za zaStitu
zemljiSta od erozije. Tehnike za zaStitu
mogu ukljucivati podizanje viSegodniSnjih
zasada, izgradnju vetro-zastitnih pojaseva,
razne metode obrade zemljiSta (paranje
umesto oranja) i konstrukciju sistema za
zadrzavanje vode.

Pesticidi - problem i politika

Pesticidi predstavljaju sredsta za suzbijanje
korova, insekata i biljnih bolesti. Nakon
Drugog svetkog rata pocelo je intenzivno
koriS¢enje pesticida iako su se oni na trziStu
pojavili 1924.godine. Pojava pesticida je
posle Il svetkog rata uticala na povecanje
obima proizvodnje u poljoprivrednoj
proizvodnji. Vecina pesticida je otrovna za
ljude. Neki od njih ¢ak bi mogli biti i
smrtonosni za coveka. Danas se sve viSe
ljudi okre¢u prema zastiti Zivotne sredine i
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pokazalo se da su pesticidi u velikoj meri
degradirali zivotnu sredinu. Pesticidi se
nalaze u hani koju jedemo, u vazduhu kojeg
udiSemo pa cak i u vodi koju pijemo.Prema
nekim podacima pesticidi mogu biti uzrok
kancerogenih  bolesti,  reproduktivne
anomalije 1 takode mogu uzrokovati
poremecaje u centralnom nervnom sistemu.

Efekti o dugorocnom koriS¢enju niskih
doza pesticida nisu dostupni, dok na kratak
period se efekti ne mogu uociti.

Sve drzave sveta reguliSu upotrebu
pesticida posredstvom ovlas¢enih agencija
koje registruju pesticide. Takve agencije
odreduju vreme trajanja i uslove korisc¢enja
pesticida i zabranjuju njihov promet na
trziStu ako sadrze opasne materije iznad
propisanog limita. Ovlas¢ene agencije
mogu da registruju neki proizvod samo ako
ne uzrokuje neprihvatljive rizike za ljude i
zivotnu sredinu. Registracija predstavlja
licenciranje proizvoda.

Maksimalno dozvoljena koli¢ina ostataka u
pesticidima se naziva tolerancija. Ona se
utrvrduje na osnovu toksi¢nosti pesticida i
to za sve proizvode jer je to uslov za
registraciju proizvoda.

Na proizvodu mozZe biti oznacena i karenca
a ona se odnosi na vremenski period koji
mora da protekne od momenta poslednje
primene pesticida pa do trenutka kada
proizvod se moze koristiti u lancu ishrane.
Zbog zabrinutosti primene hemijske
tehnologije dolazi do problema razvoja
odrzive poljoprivrede. Danas se govori o
neophodnosti promocije odrzivog
poljoprivrednog i ruralnog razvoja. Ovim
pitanjima se  bave  medunarodne
organizacije (Ujedinjene Nacije, FAO,
Svetka trgovinska organizacija i druge).
Ove organizacije u prvi plan isticu potrebu
povecanja proizvodnje hrane i unapredenja
prehrambene sigurnosti na ekoloski zdrav
nacin, uz odrzivo upravljanje prirodnim
resursima.

92Dy, 7. Zaki¢, Dr. Z. Stojanovié¢ ,,Ekonomika
agrara“, 34. strana

Jedan od prvih autora koji je izrazio brigu
za prehrambenu sigurnost i za odrZivost
poljoprivrednog i ruralnog razvoja bio je
T.R. Maltus®. On je krajem XVIII veka
isticao da ¢e oskudica hrane biti jeden od
vodecih problema u svetu.

Medutim do toga nije doslo zahvaljujuci
ubrzanim tehnoloskim progresom koji je
poznat kao zelena revolucija. Ovom
revolucijom je doslo do povecanog obima
proizvodnje hrane za stalno rastucu
populaciju u svetu i time je prevazidena
Maltusova sumnja i predvidanje vezano za
buducu oskudicu hrane u svetu.
Istovremeno su pokrenuta i pitanja vezana
za prehrambenu  sigurnost, kvalitet
okruzenja i odrzivosti rasta i razvoja
agrosektora.

Drzavna regulativa bi verovatno bila
efikasnija da je legalizacija pesticida
strozija 1 kada bi se ukljucilo oporezivanje
primene hemikalija u poljoprivredi.

Prosle godine je u Evropu 1 Severnu
Ameriku iz Azije uvezena intenzivna
bubamara, Harmonia axyridis. Donesena je
iz Azije kako bi se ubacivala u staklenike
gde ljudi gaje povrée i da bi uniStavale vasi
na biljkama na ekoloski na¢in. Medutim,
posle kratkog vremena je ovakva bubamara
pokazala svoje drugo lice.

Ova vrsta je veoma efikasna u suzbijanju
lisne vasi, te zbog toga druge bubamare
ostaju bez hrane. Dodatan problem je §to se
ponekad hrani i larvama drugih bubamara
koje su na nekoj teritoriji odomacene.
Krajem leta i tokom jeseni ona se ponekad
hrani i zrelim voéem i grozdem. Ako ove
bubamare udu u preradu vina, zbog
alkaloida koje ima u sebi, vino gubi
kvalitet. Vrsta je sklona okupljanju u grupe
radi prezimljavanja, a kao jedno od
pogodnih mesta se navode upravo grozdovi
grozda.%

93

http://forum.b92.net/index.php?showtopic=55321,
27.12.2009.
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Iz ovakvih razloga potrebno je finansirati
istrazivacke programe koji bi podpomogli
da se poljoprivreda razvija sa ciljem da se
pronadu supstituti za hemijske proizvode
koji ¢e biti manje rizi¢ni po zdravlje ljudi i
zivotnu sredinu.

Nacionalna strategija upravljanja
odpadom sa programom pribizavanja
Evropskoj Uniji

Klasifikacija odpada:

-Kontrolisani-
-Nekontrolisani-
1. Kuéni
1. Poljoprivredni
2. Komrcijalni
2. 1z rudarstva
3. Indrustrijski
4. MedicinskKi

Postojeée stanje u Srbiji:*
1. 7.5 miliona stanovni$tva po popisu

iz 2002.godine (bez Kosova i

Metohije)

0.8 kg/stanovniku na dan odpada

3. Organozovano sakupljanje odpada
za 5 miliona stanovnika

4. 260 000-400 000 tona opasnog
odpada godisnje

5 9 600 tona ingektivnog
medicinskog odpada po godini

N

Najve¢i problem kod nas predstavlja
opasan 1 toksican odpad koji nije
dozvoljeno odlagati na komunalne deponije
1 ne moze se reciklirati. Takav odpad je
eksplozivan, ekotoksican, zapaljiv,
reaktivan, infekrivan, korozivan 1 toksican.
Procenjeno je generisanje opasnog odpada
od oko 460 000 tona/god.®®

Trenutno su raspoloziva reSenja:

1. Privremno skladiStenje

% Ministarstvo nauke i zastite Zivotne sredine
Republike Srbije, uprava za zastitu Zivotne sredine

% ekoserb.sr.gov.yu

2. lzvoz na tretman

U centrima za tretman se opasan odpad
tretira u sli¢nim postrojenjima u Evropi, on
se moze prosiriti ukoliko rastu potrebe za
ovim tretmanima. Profitabilnost centra je 3-
9 %, otvara nova radna mesta, investicije u
centar su oko 100 miliona eura i on vrsi
tretman opasnog odpada na ekoloski

Procenjene godisnje koliCine odpada po
vrstama tretmana:

1. Spaljivanje
85 000t
2. Fizi¢ko-hemijski tretman
43 000t
3. Odlaganje na deponiju
42 000t
4. lzvoz (ziva, specijalni odpad...)
7 000t

Svi ovi tretmani imaju svoju cenu, ali zbog
zaStite zivotne sredine niti jedna cena nije
prevelika. Samo putem ovakvih tretmana ¢e
I Srbija biti bliza Evropskoj Uniji.

ZAKLJUCAK

U Vasingtonu, 19.11.2007.godine, Srbija se
nasla na 31. mestu najvecih zagadivaca
vazduha sa ukupnom emisijom ugljen-
dioksida od 37.2 milona tona godi$nje. Na
12. mestu medu zagadivac¢ima vazduha se
nasla u Evropi.

Termoelektrana  ,,Nikola  Tesla“ u
Obrenovcu godisnje emituje 18.7 miliona
tona ugljen-dioksida.%U Evropi
termoelektrana ,Nikola Tesla“ zauzima
peto mesto na listi najve¢ih zagadivaca
zivotne sredine medu elktranama u Evropi.
U Srbiji su pored ove elektrane najveci
zagadivaci vazduha termoelektrana
,Kolubara“ 1 grad Beograd.

Elektrana sa najve¢om emisijom ugljen-
dioksida u Evropi je nemacki ,,Jan§valde*
sa 27.4 miliona tona, zatim poljski

% www.carma.org, carma-carbom monitoring for
action
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,,Belhatov sa 25.5 milona tona i britanski
,Draks® sa emisjiom 23.7 milona tona.

Najve¢i zagadivaci u Evropi su Nemacka
na prvom mestu, zatim Velika Britanija i
Poljska. Najveci svetski zagadivaci su
SAD, Kina i Rusija.”’

Odrzivi razvoj podrazumeva da se ne smeju
iscrpljivati resursi da sledece generacijie
nemaju od ¢ega viSe ziveti. Na taj nacin se
promovise da ako se seCe Suma, da se
posadi nova ili jo§ popularniji primer
odrzivog razvoja je recikliranje papira Sto
podrazumeva da se umesto seCe novih
stabla za novi papir, pravi novi papir od
starog papira.

Zbog odrzivog razvoja ne sme se dozvoliti
korporacijama da privatiziraju svetske
resurse. Korporacijama nije u interesu
blagostanje ljudskog roda, ve¢ jedino
finansijska mo¢ za njihovu korporaciju.
Ekonomska politika korporacija je uspesna
samo kratkoro¢no, dok odrzvi razvoj
zahteva dugorocnu ekonomsku politiku,
kojoj nije interes «profit odmah i sada, pod
bilo koju cenu» , ve¢ joj je u interesu
stabilnost drustva.

Odrzivi razvoj omogucava da svaki €lan
drustva ima osiguranu egzistenciju i
slobodan pristup resursima. Pod slobodnim
pristupom reursima se nepodrazumeva da
dode do toga da korporacija kupi izvor pitke
vode 1 onda nabija cene i odlucuje kome ¢e
dati vodu, a kome ne. Pod tim terminom se
misli da taj izvor vode bude drustveno
vlasni$tvo 1 da ¢e se cena vode formirati
prema interesima drustva, a ne interesima
korporacija.

Globalizacija ostvaruje kako pozitivne,
tako 1 negativne efekte na Zivotnu sredinu.
Ona moze produbiti ekoloske probleme, ali
I pruziti nove metode za njihovo uspesno
reSavanje.

Ekolozi strahuju da <¢e jo§S veca
liberalizacija trgovine limitirati moguénost

9 D. Todi¢ ,,Ekologki menadzment u uslovima
globalizacije®, 197. strana

koriS¢enja trgovinskih mera, kao nacina za
regulisanje ponasanja onih zemalja koje
odbijaju da ispunjavaju svoje ekoloske
obaveze. Medusobna  povezanost i
uzajamna zavisnost izmedu ekonomskih i
ekoloskih problema zahteva koordinirane
nacionalne  politike 1 medunarodnu
kolektivnu akciju.
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SAVREMENO OKRUZENJE I
INTELIGENTNO PRIVREDIVANJE
Sazetak:

Savremeno preduzece ostvaruje svoju egzistenciju u
promenljivim uslovima svog okruzenja. Proces
prilagodavanja i aktivnog povratnog delovanja
okruzenja na ponasanje preduzec¢a i preduzeca na
delovanje i izazove okruzenja, predstavlja klju¢nu
odrednicu inteligentnog ponasanja preduzeca.

Kao cilj rada postavili smo istrazivanje trendova u
ponasanju okruzenja i identifikacija uticaja i
promena koje izazivaju turbulenciju. To zahteva
adekvatno reagovanje preduzeca i u tome se ogleda
njegova specificna inteligencija, da kroz razvojno
inovativno reagovanje i to “pre ¢injenice” — exante,
spreci sopstveno obezvredivanje.

Doslo je do promena u svetu rada. Te promene ¢e se
ubrzavati 1 postajate sve uticajnije i1 zahtevnije.
Izostanak u prilagodavanju promenama bilo
autonomnim ili izazvanim pod uticajem savremenog
naucno tehnicko tehnoloskog progresa,
predpostavilo bi reagovanje ,,posle Cinjenice”, $to bi
nosilo sa sobom opasnost da preduzece ili
ekonomija jedne zemlje ne bude ravnopravan
ucesnik ni u ,,igri”, ni u ,,trci”.

Savremeno okruzenje na makro planu karakterise
redistribucija svetske tehnoloske, privredne ali i
finansijske mo¢i, zatim rast svetske populacije,

005.336.4

Sirenje siromastva 1 nezaposlenost, te potreba
razvoja programa rada, zatim klimatske promene i
ekoloski zahtevi, porast i intenzitet promena.

Sa aspekta meduzavisnosti 1 uticaja, prva
karakteristika inteligentnog privredivanja nalaze
potrebu projektovanja koncepcije razvoja startnih
kapaciteta sa najmanje 50% outputa u funkciji
1zvoza, postujuci filozofiju dovoljnosti plasmana i
zadovoljenja na domacem trzistu. S obzirom da se
kriterijumi optimuma neprekidno pomeraju na vise
a nova makroekonomija zagovara strategiju ponude,
to se ova pretpostavka namece kao potreba da
obradimo trendove i njihove izazove u ovom radu.
Metodoloski, rad oslanjamo na savremene poglede
nove klasicne makroekonomije koja nastoji da
pokaze uzaludnost kejnzijanske politike upravljanja
traznjom 1 umesto toga fokusira se na ekonomiju
ponude. S druge strane hipoteza o prirodnoj stopi
nezaposlenosti na  kojoj pociva nova
mikroekonomija, 1 pogresna shvatanja da ¢e nove
tehnologije i inovativni  proboji smanjiti
zaposlenost, motivisala nas je da u ovom radu na toj
metodoloskoj ravni istraZimo ponasanje okruZenja i
reakcije preduzeca. Ekonomski podsistem 1 njegova
struktura u obavezi su da reaguju na reSavanje
problema 1 izazove drustvenog sistema.
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Klju¢ne re¢i: Okruzenje, preduzece, ekonomija,
tehnicki progres, promene.

Uvod

Pod pojmom inteligentno privrediva-
nje podrazumevamo skup postupaka zasnovanih na
znanju, iskustvu i ogovornosti  definisanih

postupaka, koji obezbeduju efikasno odlucivanje o
strategijama razvoja preduzeca u cilju ostvarivanja
njegove misije. Intelektualni kapital jedne nacije je
njeno veliko bogatstvo koje se sa protokom vremena
potvrduje 1 wuvecava. Strukturu intelektualnog
kapitala preduzeca ¢ine: snaga uma (ljudski kapital-
neopipljiv); snaga umeca (organizacija-opipljiv); i
snaga partnerstva (korisnicki kapital na relaciji
preduzeée-okruzZenje, opipljiv-neopipljiv)
Granica automatizacije ¢ini 7% visoko stru¢nih
kadrova. Strukovno funkcionalna inteligencija
naoruzana znanjem je kljuéna pretpostavka
inteligentnog privredivaanja. Ako je Covek predmet
evolucije, sa digitalnom informatickom
tehnologijom i nano tehnologijama on postaje i
subjekt evolucije. Broj visoko stru¢nih kadrova u
Srbiji daleko prevazilazi iznetu iskustvenu i
zakonomernu ¢injenicu.

Medutim identifikovatemo dva razloga zaSto
izostaje adekvatna razvojna filozofija i strategija:
Ne postoji zadovoljavaju¢i nivo koncentracije
kadrova®® pa samim tim i znanja; i inflacija diploma
1 kadrova uz odsustvo dugorocnog koncepta
visokog i uopste obrazovanja uz saglasnost politika
na vlasti koje za podlogu nemaju potreban nivo
znanja ni po kvalitetu i po kvantitetu. Nema
inteligentnog  privredivanja bez  adekvatnog
inaugurisanja menadZmenta ljudskih resursa u
drustvu i privredu.

Intelektualni kapital druStva treba da obezbedi
ambijentalnu situaciju i nacine funkcionisanja kako
bi se stvorili objektivni uslovi za prodor kvalitetnih
ljudi i znanja u sve pore privrednog ambijenta.

%Primera radi, sunce na zemlju posalje u deliéu vremena vise
energije nego Sto svesvetske elektrane su u stanju da je
proizvedu. Ta energija je rasuta i nije koncentrisana. Jer
izostzaju za sada zadovoljavajuce tehnologije da efikasan i
efektivan nacin koriste nama prisutnu i dostupnu energiju. U

Inteligentno privredivanje i menadzment ljudskih
resursa sa metodama i tehnikama strategijskog
menadzmenta te ¢iniocima i podlogama za razvoj
inteligentnih sistema privredivanja, kroz primenu
znanja, veStina 1 iskustva u procesima naucno
istrazivackog rada i privrednog ambijenta, funkcija
su reSavanja problema ali i kreativne inovativnosti u
funkcionisanju poslovnih sistema.

Primene postupaka inteligentnog privredivanja
vezano je za reSavanje razvojnih i poslovnih
problema subjekata privredivanja. Ciljna funkcija je
proces prilagodavanja (inteligencija organizacionog
sistema) i aktivno povratno delovanje prema
okruzenju.

Sa inteligentnim privredivanjem organizacije idu u
susret ocCekivanim promenama u svetu rada i
funkcionisanja same organizacije u promenljivim
uslovima svog okruZenja.

Potrebe za privredivanjem i na toj osnovi stvorenog
upravljanja kao osnovne tehnologije funkcionisanja
organizacionih sistema, iznedrili su, kroz istoriju
gledano i mehanicku i energeti¢ku i1 inoformaticku
tehnologiju, ¢iji su nastanci korespondentni sa
nastankom mehanicke, energeticke 1 informaticke
masine 1 na toj osnovi doslo je do procesa ubrzanja
i razvojno investicionih poduhvata ali i procesa.
Dinamika okruzenja diktirana je intenzitetom
tehnickog progresa u grani ¢ime je podsticana
konkurencija ali i kvalitet. Postoji nejednako dejstvo
tehnickohg progresa 1 to zbog prirode profila

proizvodnje i  profila  kapaciteta.  Mlade
netradacionalne  grane  koje  pocCivaju  na
informati¢kim tehnologijama, digitalizaciji,

nanotehnologijama i digitalnom  Darvinizmu
napreduju sa ja¢im tempom 1 sa jacim intenzitetom,
jer u sluzbu razvoja stavljaju viSe savremenih i
dostupnih nau¢no tehnickih potencijala. Intenzitet
tehnickog progresa diktira brzinu 1 koli¢inu
prodornosti u strukturne elemente organizacionog
sistema i u njihov inputi output.

Evropskom programu EUREKA. koji je nastao kao odgovor na
americki SDI i Kompleksni program SEV-a na prvom mestu
za istraZivanje bilo je podrudje optronike. Radi se o pretvaranju
svetlosti u elektricitet.
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Preduzece 1 uopste organizacioni sistemi su slozeni
dinamicki, = samoorganiziraju¢i,  adaptivni 1
samoreguliSu¢i, Sto korespondira sa stavovima iz
Kibernetike. U takvim uslovima dijapazon
razmi$ljanja 1 reagovanja ne moze biti jednak
dijapazonu razmisljanja na nivou drustva kao celine,
jer tada nema inovativog kreativnog delovanja ni
preduzeca ni subjekta njegove strukture.
Menadzment procesa inteligentnog privredivanja
nuzno postavlja zahteve za metodama, tehnikama ali
I alatima poslovne inteligencije za primenu i
realizaciju definisanog cilja u ostvarivanju procesa
inteligentnog privredivanja®.

Okrenutost ka buduc¢nosti je prvi orijentir u
stvaranju ambijenta za delovanje pristupa i procesa
inteligentnog privredivanja.

1. Preduzece i njegov sistem vrednosti

Pravila igre 1 ponaSanja nisu fiksirana ve¢ su
podvrgnuta evolucionim promenama i to u smislu da
prvo, novi zahtevi prilagodavanja mogu dovesti do
novih pravila i da drugo, grupe koje su imale
nesvrsishodna pravila ponasanja nisu imale
sposobnost za opstanak.

Ostvarivanje misije preduzeca u lokalnoj zajednici
podrazumeva izgradnju i razvoj odgovarajuceg
postojanog i doslednog skupa vrednosti koji ¢ini
sistem vrednosti preduzeca sa ciljem ostvarenja
osnovnih 1 prate¢ih ciljeva preduze¢a na
ravnopravnoj osnovi ¢ime se obezbeduje trajanje
preduzeéa u vremenu. Vreme je verovatno jedini
resurs koji nema svoj supstitut, a to znaci 1 da je
najogranieniji u realnoj stvarnosti s aspekta
delovanja, jer je svojim jedinicama (godina, mesec,
dan, ¢as..) apsolutno determinisana kategorija i zato,
vreme posmatramo kao proslost, kao trenutak, teSko
i rede kao tok i kao buduc¢u kategoriju o kojoj znamo
pouzdano samo jednu jedinu ¢injenicu — apsolutna
neizvesnost.

Svako preduzece tezi da uredi svoje odnose sa
svojim  okruzenjem,  prirodnim,  geografsko
prostornim, ekonomskim ili jednostavnije receno sa

%Berchet C.,.Habchi G, (2005)” The implementation and
deployment of and ERP system: An industrial case study ”,
Computer in Industry, Vol 56, pp 592,.

univerzumom. Tu se javlja pitanje sposobnosti da
preduzece sebe prilagodi okruzenju ili, Sto je
karakteristika izuzetno velikih i jakih korporacija da
okruzenje prilagodi sebi. I onda nam se dogodila
globalizacija kao izraz sile i mo¢i.

Sociokulturna evolucija se prema tome ne oslanja
kao $to to social-Darvinizam tvrdi, na pojedinca i
njegove urodene karakteristike ve¢ se selekcija
odnosi na institucije, kulturno nasledene 1 steCene
sposobnosti ¢oveka. Pravila koja fakticki deluju i
koja su u relativnho kasnim fazama sociokulturne
evolucije bila dopunjena i modificirana svesno
postavljenim ili donetim pravilima su jedan od
najbitnijih mehanizama stvarne kontrole i regulacije
jednog sistema. Ako ta pravila ne bi ve¢ odavno
postojala pre nego S§to bi bilo koji oblik
menadzmenta zapoceo da intervenise, zadatak da se
upravlja jednim sistemom se zacelo ne bi mogao
reSiti. Stoga je 1 pogreSno pretpostaviti da postoje
socijalni sistemi u smislu drustava zato $to su ljudi
poceli da u izvesnom smislu "racionalno" uoblice
svoj zajednicki zivot pomocu svesno postavljenih
pravila. Da li postoje pravila zato §to postoji
drustvo? Stvari funkcioni$u obratno: druStva postoje
jer su pravila mnogo pre svesnog normiranja fakticki
postojala i bila efikasna.

Zakoracivsi u digitalni svet otkrivamo mnogo novih
zakonitosti i postavljamo analogije delovanja.
Sistem vrednosti bi trebalo da bude konzistentan
skup ,,moralnih, etickih, emocionalnih, intuitivnih,
kreativnih. radnih, postojanih obelezja pojedinica,
grupa, preduzeéa.®

Za preduzece i za odnose sa njegovim okruzenjem
najvaznije je sa aspekta dugoroCne strategije,
kreiranje sopstvenog profila poslovne orijentacije i
poslovnog profila instalisanih ili investiciono
predpostavljenih kapaciteta. Ovo je preovladujuca
Cinjenica, jer celokupna struktura 1 njeno
funkcionisanje, uslovljeno je datostima
organizacionog sistema o kome je re¢. Na ovim
¢injenica mozemo da analiziramo retrospektivu
sistema, njegovo sadasnje delovanje i ono §to je

10Zelenovi¢ D.,(2011) Inteligentno privredivanje, osnovna
tehnologija ozbiljnog drustva, Prometej Novi Sad, str.92
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najvaznije njegovu prospektivu koja je uslov
opstanka i trajnog delovanja i postojanja.

Potrebno je nekanonisticko stvaralacko tretiranje
razvoja. Najveca Steta javlja se od apologeta koji su
protiv pozitivnih promena jer nastoje da brane ono
Sto se ne moze odbraniti. Znamo da je skoro svaka
promena ruSilacka, jer joj se wuvek neko
suprotstavlja. Sto je otpor veéi, to je rusilacko
dejstvo promene jace. Ne moze se zaustaviti dejstvo
promena pod uticajem naucno tehnickog progresa,
ali je postupnost neizbezna, jer skokoviti rast i
razvoj u drustveno ekonomskim = sistemima
jednostavno nije mogué. Jeste da se buduénost
nalazi s one strane stvarnosti, ali se ona nikada
dosada nije dogadala na tako mnogo opcinjavajuci
nacin. U oblasti nau¢nog nac¢ina misljenja i potreba
za sagledavanjem c¢injenica buduénosti i ukupnih
razvojnih trendova i delovanja, principi kibernerike
se neodoljivo namecu.!® U kojoj meri njima
budemo ovladali, zavisi¢e njihovo dejstvo na ciljem
orijentisanje organizacione sisteme. Evolutivna
ekonomija 1 digitalni procesi nam potvrduju da se
promene odigravaju brzinom ubrzanjal® i da im je
neophodno po¢i u susret kao vid sopstvene
anticipacije i delovanja ex ante.

Generalno posmatrano sistem vrednosti je izvedena
kategorija 1z konstituiSu¢ih elemenata matrice
vrednosti jednog druStva. Matrica vrednosi i
redosled strukture se pod intezivnim dejstvom
tehnickog progresa menjaju, ali se nuzno zadrzavaju
karakteristike sistema na osnovu kojih on
funkcioniSe, ostvaruje ravnotezu ili kroz saznajne ili
tehnicko tehnoloSke promene remeti ponaSanje
okruZenja i zahteva da se okruZenje tada prilagodava
organizaciji koja je ex ante opredeljenja i Cije
inovacije, bez obzira da li se radi o radikalnim ili
inkrementalnim, dovode do promena i razaraju
tradicionalno tkivo 1 organizacije sa aspekta

strukture 1 sa aspekta meduveza 1 nacina
fuinkcionisanja te strukture.
OTodosijevic  R.  (1984)  Prognostika, Savremena

administracija Beograd, str. 34.

102 Prvi izvod vektora brzina.

103 Stav izveden na Prvoj svetskoj konferenciji o istraZivanju
buduénosti u Torontu — Kanada 1972 g.

%purisi¢-Bojanovi¢ M. (2011)  KpeaTuBHOCT-KJbyuHa
KOMIIETEHIM]a MM €MaHIUIATOPHH TIOTEHIMjal y JPYIITBY

Osnovu razvoja inteligentnog privredivanja
predstavljaju postupci:

a)otkrivanje i proizvodnje znanja /empirijskih i
’skrivenih’;

b)sticanja iskustva i

c) ovladavanje vestinama.

Rastuci zahtevi trziSta i intezivna i najcescée razlic¢ito
usmerena dejstva druStvenih opredeljenja, uslovila
su potrebu za stalno unapredenje postupaka rada,
tehnoloskog osavremenjavanja, podesavanja tokova
materijala, energije i informacija i preoblikovanja,
po potrebi, ukupne organizacione strukture uz
neprestano ukazivanje na odrzivi razvoj, ekologiju i
coveka. Naglasak bi trebao biti na razvoju oblika
proizvodne i poslovne saradnje na svim nivoima,
povecanjem nivoa efikasnosti i1 kvaliteta sa ciljem
ostvarivanja dominantne konkurentske pozicije.
Generalni slogan za nedovoljno razvijene zemlje i
njihova preduzeéa bio bi “misliti globalno raditi
lokalno”.1%3

Ekspanzija informacionih tehnologija primer je
kako primenjeno znanje, kao brzi prenos informacija
uti¢u na druStvene strukture, ekonomske dinamike,
kao 1 promene u politickim procesima u drzavama,
povecavajuci globalnu meduzavisnost.
Globalizacija ekonomije i pokretljivost radne snage
istovremeno zahtevaju ujednacavanje obrazovnih
sistema i standardizaciju onoga $to nude obrazovne
ustanove, kao 1 osnaZivanje resursa inovativnosti i
kreativnosti.1%*

Osnova razvoja procesa inteligentnog privredivanja
su ljudi koji razmiSljaju produbljeno, nezavisno
radikalno, koji misaono dejstvuju, imaju aspiracije
iznad svojih mogucnosti, poseduju hrabrost za
dejstvo, koji se ne boje moguce greske, ali koji znaju
da zive na ivici haosa 1 sposobni da se snalaze
izmedu utvrdenih predvidanja 1 inovativnih
neodredenosti 1 funkcioniSu izmedu poznatog i
nepoznatog.%

snama. Univerzitet u Beogradu UDK: 371.95 Filozofski
fakultet ISBN 978-86-7372-131-6, 16 (2011), p.30;
http://www.uskolavrsac.edu.rs

1%5Framinan, J.M. J.N.D. Gupta and R.R. Usano, ” Enterprise
Resource Planning for Intelligent Enterprises”, in Intelligent
Enterprises of the 21st Century, Idea Group Inc, pp 148, 2004.
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Merdzeri,  akvizicije 1  strateski = savezi
transnacionalnih kompanija, te razli¢iti metodi 1
tehnike rasta i razvoja eksterne i interne prirode,
definiSu zajednicke ali 1 individualne strategije 1
filozofiju upravljanja preduze¢em 1 drugim
dinami¢kim sistemima. Centralno pitanje jeste kako
sistematski upravljati inovacijama I
standardizacijama.’ Pitanje zahtevnog karaktera se
postavlja i prema kodifikaciji znanja $to bi umanjilo
potrebu za vrhunskim specijalistima iz pojedinih
oblasti i omogucilo zemljama u razvoju i njihovim
privrednim strukturama da se ravnopravnije ukljuce
u svetsku privrednu utakmicu. Globalizacija kao
izraz sile i mod¢i, ali i kao put da na osnovu
senzora kapitala dobijemo njegovu bezbednu
internacionalizaciju ide na ruku bogatima a
usmerena je na eksploataciju svih onih resursa bez
obzira na geografsko prostorne okvire od onih koji
zbog tehnoloskog i razvojnog zaostajanja nisu u
stanju da koriste te svoje resurse.

MenadZment predstavlja generi¢ku sumu znanju
pojedinacno i uopSte u odnosu na predmet, na
cilj. Ta upravljacka tehnologija javlja se kao
najstarija a ona je istovremeno klju¢ svega pa i
poslovnog uspeha, nastala mnogo pre mehanicke,
energeticke 1 informaticke tehnologije Ciji je
redosled nastajanja saglasan redosledu pojavljivanja
mehanicke, energeticke 1 informati¢ke masine, a to
je ustvari redosled uvecanja 1 prodirnosti znanja 1
istovremeno emancipacije coveka.

2.PonaSanje okoline i inteligentno
preduzece

Arhitekturom inteligentnog preduzeca definiSe se
sistem zadataka kojima se reSava efikasnost lanca
snabdevanja, optimizacije back-offfice poslovanja i
stvaranje pozicije za primenu menadzmenta znanja.
Nastupaju informaticke tehnologije, ¢iju paradigmu
¢ine, kompjuter, telekomunikacije i robotika.
Internet je nezaobilazan, nastupaju digitalizacija i
evolutivni procesi koje posmatramo kao digitalni
darvinizam.

1%8Eppomncka komucuja, 2005; Field, 1997; Acimoglu, Gancia,
Zilibotti, 2010.

Svaki vrednosni sitem realnog preduzeéa ulazi
povremeno u nepredvidena stanja koja nastaju

pojavom  kontradiktornih  uticaja u realnim
procesnim uslovima®’
Danas imamo na izgled dva medusobno

suprotstavljena procesa: naglasak na visokom nivou
tehnologi¢nosti, §to dovodi do povecanja stepena
determinisanosti kapaciteta i procesa i teznje za
povecanjem nivoa fleksibilnosti u upravljanju
kompleksom razvoja 1 tehnic¢ko tehnoloskog
delovanja. Prvi zahtev se sve viSe ostvaruje jer se
proizvodni sistema odvijaju po unapred definisanom
softveru. Koje se promene unutar tog tehnicki
determinisanog sistema dogadaju moze biti
nepoznato na relaciji input — autput. Istovremeno
postoji teznja kroz konstrukciono tehnoloski nastup
da se udovolji i drugom =zahtevu, poveéanju
fleksibilnosti tehnickog sistema u odnosu na
promenjena opredeljenja poslovnog miljea i
procesa. Visoko sofisticirane specijalizovane
masine na bazi samoregulacije, sve viSe, zbog
konstruktorskih osobina poprimaju karakteristiku
univerzalnih, §to im omogucava Siru — univerzalniju
difuziju.

Upravljackim  aktivnostima  teziste u eri
informaticke privrede pomeramo u odnosu na
industrijski period. Informatickoj eri za ostvarenje
konkurentske prednosti nije dovoljno samo
masovno i brzo primeniti novu tehnologiju i izvrsno
upravljati finansijskim sredstvima i obavezama.
Postalo je znatno vaznije upravljati neopipljivim
vrednostima: sposobnos¢éu zadrzavanja starih i
privlacenja novih potrosaca i trzisnih segmenata,
uvodenje inovativnih usluga i inovativnog
proizvoda na ciljpom  segmentu  trzista,
prilagodavanjem Kkarakteristika ponude ciljnom
korisniku, mobilizacijom vestina i znanja
zaposlenih, upotrebom informacione tehnologije.
Svaki sistem je veoma osetljiv na pocetne uslove.
Pitanje starta je i pitanje nivoa i pitanje dometa To
nije sasvim nova pojava. Male, sluc¢ajne, odnosno
neregularne promene, izazivaju pojacano dejstvo i
tada dolazi do takozvane pojave efekta leptira u

W7Zelenovi¢ D.,(2011) Inteligentno privredivanje, osnovna
tehnologija ozbiljnog drustva, Prometej NoviSad, str.95
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folkloru.A novo je to da se nestabilnost, kao najava
haosa, javlja na sve vise mesta i sve ¢esée.1%®
Daljnje osnove na koje ovde mozemo da ukazemo
su radovi iz biologije, psihologije, evolucionarne
teorije saznanja, i jedne oblasti koju bi mozda mogli
oznaciti kao ekoloska antropologija. Konacno bi
trebalo da spomenemo jo$§ stvarne evoluciono
teorijske osnove koje ve¢ pretstavljaju impozantnu
zgradu ljudskog razmiSljanja i razumevanja. Od
najvece relevantnosti je takode jedan odredeni
pravac kibernetike koji predstavlja pravolinijski
nastavak dela Norberta Vinera ali je samo u
neznatnoj vezi s regulacionom tehnikom ili
regulacionom teorijom.

Ni evolucija nema uvek isti tempo promena, jer uvek
kada dode do epohalnih otkri¢a, kao §to je bio slucaj
sa elektricitetom, potrebno je odredeno vreme za
stvaranje uslova za implementaciju i Sirenje primene
odredenog dostignuéa. Skokovit rast i razvoj, bas po
princiopu evolucije, nije mogu¢ ni u druStvenim
sistemima. Postupnost je neizbezna. Za primenu
digitalnog darvinizma u drustveno ekonomskim
sistemima bitna je varijabilnost, selekcija i
postupnost promena.

Za 1izvesna podrucja tehnike je pod nazivom
"Bionika", postalo sasvim prirodno, da se
problemska reSenja u prirodi koriste kao modeli za
tehnicka problemska reSenja. Na toj bazi je u
meduvremenu razvijen 1 jedan krajnje zanimljiv
strukturni model za organizaciju preduzeca. Howard
Bloom je napisao knjigu "The Evolution of Mass
Mind From the Big Bang to the 21st Centur" . u
kojoj govori o odrzavanju Zivota od bakterije do
interneta  zahvaljuju¢i grupnim selekcijama 1
grupnom umu koji se sada javlja kao "globalni
mozak".Ovo je sjajna evoluciona ideja koja je
potrebna ¢ovecanstvu da bi Sto pre 1 §to brze shvatili
da iznad individualnog uma stoji umnozeni um ljudi
kao um Covecanstva. Radi se o snaznoj
provokativnoj pojavi i ideji. Radi se o istorijskom
"tour-de-force”, na evolucionoj osnovi sa
naglaskom na usloznjavanju i savremenosti da se

1%wiedmann, P. M., (1993).Tabu, Sunde, Risiko:
Veranderungen der gesellschaftlichen Wahrnehrung von
Gefahrdungen. In: Risiko ist ein Konstrukt: Wahrnehmungen

ostvari funkcionalna povezanost elemenata sistema
u jedinstvenu organizacionu strukturu. Jo§ pre
desetak godina smo prognozama ukazivali da ce
posle 2020. godine 80% ljudi raditi u sekundarnom,
tercijarnom sektoru i informatici a jedva 20% u
primarnim delatnostima. Dolazi do pomeranja nivoa
I kvantuma zaposlenosti ali i stvaranja vrednosi od
klasi¢nih poslova ka nematerijalnim aktivnostima.
Sekundarni i tercijarni sektor koji se temelji najvise
na informati¢kim tehnologijama, sa
karakteristikama nevidljivosti i automatizma u
nastajanju i karakteristikom ubrzanja, preuzima
baznu funkciju u razvoju ekonomija razvijenog
sveta 1 pomera tradicionalizme na nacin da ith osvaja
svojom univerzalnom prodornos$éu. Pokazuje se da
kao S$to su industrija, saobraéaj, trgovina,
poljoprivreda i ostale delatnosti svojim razvojem
podsticale razvoj sekundarnih i tercijalnih delatnosti
sada imamo obrnut proces da digitalizam,
darvinisticki-evolutivni  pristup 1 informaticke
tehnologije sve vise industrijalizuju napared
navedene primarne delatnosti, ukljucujuéi i javni
sektor, finasije i kulturu. Struktura visoke vrednosti
u sekundarnoj ekonomiji, rezultat je baza znanja, te
sposobnosti implementacije tih znanja u
tehnologiju, procese, proizvode, ljude!®.

3. Trendovi u
privredivanje

okruZenju i inteligentno

Danas imamo meSavinu skorijih strukturnih
problema i njihovo sekularno propadanje, upravo
zapoceto neadekvatnim razvojem. Rast mora biti
platen  socioekonomskim  dualizmom,  jer
neoliberalan odgovor da se napadne "socijalizacija"
1 suzi sektor drustvenih sluzbi u kombinaciji sa
monetaristickim merama, tezi ka povecanju
socijalnih tenzija u zemlji. Pitanje nezaposlenosti
alarmantno zvuci, jer tangira veliki broj ljudi, ali
dokle god ostali deo stanovnika moze, ako ne da
poboljsa, a ono bar da sacuva svoj standard

zur  Risikowahnemung,
Munchen, str. 43-67.

109 To3i¢ D.V. i dr.., Osnovi elektronskog poslovanja, Beograd,
Srbija: VETS, 2007. ISBN: 978-86-85081-82-8

Bayerische  Ruckversicherung,
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zivljenja, drustvo oslobodeno ideologije jednakosti 1
solidarnosti ne¢e reagovati.

Globalizacija nam se dogodila u svim sferama
drustvenog zivota, kulturi, saobracaju, ekonomiji,
umetnosti na planu softvera i naisla kao iznanadenje
samo za one koji unapred nisu zeleli da je prihvate i
zbog ove Cinjenice delovala je obezvredujuée u
odnosu na intenzitet ekonomija 1 drustvenih
zbivanja naro¢ito malih nedovoljno razvijenih
zemalja.MMF definiSe globalizaciju kao ,,rastu¢u
medusobnu ekonomsku zavisnost svih svetskih
zemalja, koju je stvorilo povecanje i raznovrsnost
broja medunarodnih transakcija robe i usluga, kao i
razmena Kkapitala, te ubrzana i generalizovana
tehnoloska razmena‘. Globalizacija je
prepoznatljiva po mnogim trendovima od kojih se
veéina razvila posle stavova T. Levita sa Harvardske
Skole za biznis 1983. godine. U suStini radi se o
istorijskoj kategoriji koja ima svoje karakteristike,
ekonomske, kulturne, sa pozitivnim ali i sa
negativnim ishodima. Generalno posmatrano,
globalizacija je u kontrastu sa ekonomskim
nacionalizmom i protekcionizmom, dok je u skladu
sa laissez-faire kapitalizmom i neoliberalizmom. 1z
ovoga proizilaze sve njene prednosti i
obezvreduju¢e delovanje jednih u korist njenih
protagonista. Ekonomski, dovodi do povecanja
stopa rasta medunarodne trgovine u odnosu na stopu
rasta svetske ekonomije, do porasta medunarodnog
protoka kapitala i porasta stranih
direktnih investicija ali i do survavanja nacionalnih
suvereniteta i nacionalnih granica kao posledica
brojnih medunarodnih ugovora. Danasnje globalno
trziste zahteva ne samo medunarodnu usmerenost na
biznis nego i formulisanje  konkurentskih
strategija.''

Polaze¢i od razlic¢itosti procesa i uticaja na njih,
ravnotezni i dosledno razvijani sistemi vrednosti
izmedu pojedinaca i njihovih preduzeca i izmedu
preduze¢a i okruzenja, ali 1 unutar same
konstituisuce strukture, mogu u odredenim uslovima
do¢i u konfliktnu situaciju pod dejstvom uticaja

10 Todosijevi¢ R., (2010) Strategijski menadzment, tom 1.
Ekonomski fakultet Subotica, str. 255-261

MTodosijevi¢ Lazovi¢ S. (2010) Novi proizvodni programi,
rast proizvodne sposobnosti i ekonomska efikasnost

okruzenja, poremecaja u procesima rada i
pojedina¢nih, nameravanih ili autonomnih promena
u procesima egzistiranja.

S druge strane, konflikt je uslov razvoja, jer tezeci
njegovom otklanjanju preduzece reaguje razvojno,
na najbolji moguci nacin u datom trenutku, sto se
smatra posebnom izvedenom inteligencijom kao
vidom prilagodavanja novonastalim situacijama i
izvlacenja za sebe pozitivnih koristi.

Tehnoloski procesi, slicno biloSkom procesu
odvijace se po unapred definisanom softveru.
Nastupa digitalni Darvinizam. Mnogi procesi u
buduénosti funkcionisaée po principu ,,crne kutije*
ali i po bioloskom redosledu stvari. Koji ¢e se
procesi 1 promene unutar toga odvijati moze biti
nepoznato. Output ¢e biti ciljno i tehnicko
tehnoloski definisan.

Preduzeca orijentisana na buduénost ukazuju na
matricu i sistem vrednosi ali i da na svim
strukturnim nivoima postoji odredeni potencijal
javnih i skrivenih/tacit odlika kao skupa vrednosnih
orijentira u datom sistemu - organizaciji. Ti
saznajni, na buduénost orijentisani orijentiri, upravo
treba da definiSu buduce odnose izmedu preduzeca i
njegovog okruZenja, $to opet implementira postojeci
budud¢i intelektualni potencijal.}** Humani kapital
dobija na znacaju i proizvodi digitalni darvinizam
koji predstavlja eru u kojoj se tehnologija i
drustva razvijaju brze nego §to kompanije mogu
da se prilagode. Kao $to kaZze nova teorija
evolucije, covek kao tradicionalni objekt evolucije,
definitivno je postao, 1 sve viSe postaje subjekt
evolucije.

Digitalni Darvinizam se javlja kao funkcija globalne
ekonomije a posledica je survavanje troSkova
komunikacije. Sa druge strane kvalitet postaje
funkcija konkuretnosti i globalnog prodora.
Ukazujemo na cinjenicu da je sa nastupom
digitalnog sveta sruSena jedna imaginarna barijera
koja je nauke delila na ,prave” ili egzaktne i
,verbalne” — drustvene. Na srecu, ceo objektivni

preduzeca, (2010) doktorska disertacija, Univerzitet Novi Sad.
Crp. 123-135.
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https://sr.wikipedia.org/wiki/%D0%9C%D0%B5%D1%92%D1%83%D0%BD%D0%B0%D1%80%D0%BE%D0%B4%D0%BD%D0%B8_%D1%83%D0%B3%D0%BE%D0%B2%D0%BE%D1%80

kontinum postaje ponovo jedna celina u kojoj deluju
jednorodne zakonitosti, koje se medusobno
razlikuju po intenzitetu i strukturi a ne po svojoj
prirodi. Uspeh u poslovanju u globalnom svetu
zahteva od medunarodnih stratega razumevanja
kako izgraditi globalnu strategiju.

Digitalnu  ekonomiju ¢emo posmatrati kao
konvergenciju ekonomije, informatike,
(tele)komunikacija, racunarstva, robotike i digitalne
elektronike. Da li je moguce zaustaviti je 1 ublaziti
njeno afirmativno dejstvo u odnosu na novo, i njeno
obezvreduju¢e dejstvo u odnosu na postojece?
Temelji se na neopipljivim dobrima, informaciji,
inovaciji i kreativnosti. Cilj je izgradnja organizacije
visokih performansi. Digitalna transformacija je
pred nama. Rezultati rada treba da ukazu na
dinamiku i procese digitalne transformacije u
uslovima globalizacije.

U nauci o ekonomici preduzeca postoji €itav niz
poteza koji ukazuju na evolucioni pravac koji za
podlogu ima koncepte i metode koje su nastale u
okviru pokreta organizacionog razvoja. Dakle nista
ne bi bilo lakse da se evoluciona koncepcija
menadzmenta potisne na stranu sa napomenom da
je to samo "staro vino u novoj ambalazi". Ali
koncepcija evolucionog menadzmenta po mnogo
¢emu prevazilazi duhovno srodne pokuSaje u
ekonomici preduzeca, jer se oslanja u svojim
implikacijama na jednu takode ne posve novu teoriju
socijalnih sistema koja daleko prevazilazi preduzece
I koja pokazuje jasne razlike u odnosu na
dominirajuéa shvatanja u vecini ekonomskih i
socijalnih nauénih disciplina i koja je tek poslednjih
godina doZivela u okviru nekih jo§ isuvise malo
poznatih radova sistematski tretman.

Evolucioni daljnji razvoj sistemski orijentisane
nauke 0 menadzmentu kao genericke sume znanja,
polazi od pogleda da su i preduzece i njegovo
okruzenje podvrgnuti slicnim procesima razvoja i
principima delovanja kakve mozemo utvrditi u
prirodnoj evoluciji. U sredistu stoji shvatanje da je
preduzece zajedno sa svojim kontekstom i

12Tonocujesnh Jlazosuh C., Munauuh C/, Tonocujesuh P. B.
(2016), Hayuna ucrpaxuBama M XOpPH30HTH 3Hawba, Acta
Economica br. 24 , Banja Luka str. 107-119.

strukturom delovanja jedan samoorganizirajuci
sistem koji se samo u ogranicenom obimu moze
uobli¢iti 1 upravljati svesnim i planiranim
zahvatima. Ovo shvatanje je u daleko najve¢em delu
u kontradikciji sa vladaju¢im shvatanjima u nauci i
praksi. Ali to zacelo jos nije dovoljan razlog da se to
shvatanje pausalno odbije. Pokazuje se da sistemi
koji pocivaju na modelu samoregulacije pokazuju
znatno veéu snagu za savladavanje kompleksnosti
pa su time sposobniji za prilagodavanje 1 za
opstanak.

Robo — sapines vec¢ je danas vidljiv, a pravo ubrzanje
dolazi od nanotehnologije koja omogucuje cak i
ugradnju senzora na bazi svetlosti u oko, a ne samo
"pejsmejkere " za kontrolu ritma srca. Kiborg bi
trebalo da bude bi¢e izmedu Coveka i robota kao
rezultat odnosa kibernetike i organizma. Da li ¢e
kiborg cekati na bio Cip ili ¢e se dogoditi ranije?
Radi se o transpoziciji organskog fenomena i
procesa samoregulacije na makro nivou. U
razvijenom svetu preduzeca se razvijaju i opstaju
kroz iterativni postupak koji predpostavlja razvojni
kontinuitet, jednostavno zbog cinjenice da u
drustvenim sistemima nije mogu¢ “hardend fast
line”. Najéesce se radi o nastojanjima da se rade iste
stvari na malo bolji nac¢in. Medutim inovacija, u
modernom vremenu, trazi odgovor na pitanje:, dali
mozemo da radimo bolje i viSe 1 neSto drugo osim
onoga $to ve¢ radimo? Inovacija i kreativnost nije
samo upotreba znanja i inteligencije u radu, vec i
sloboda duha da znanje i inteligenciju upotrebimo u
stvaralastvu®!?,

Pravila ne mora doneti neko sa svesnom namerom
ve¢ ona nastaju tokom evolucije iz medusobne
interakcije individua i interakcije sa svojim
okruzenjem kroz jedan proces analogan mutaciji 1
selekciji. Pravila €esto nisu ni poznata ili svesna
osobama koje ih primenjuju ve¢ deluju takticki.
Pravila ponasanja u ovom smislu nisu proizvoljne
norme ve¢ pretstavljaju svakako najvazniji oblik
prilagodavanja ¢oveka na jedno okruzenje o ¢ijim
pojedinostima on nikada ne moze dovoljno znati da
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bi svoje ponasSanje isklju¢ivo mogao usmeriti u
skladu sa uzro¢no-posledicnim vezama 1 u tom
kauzalnom smislu mogao racionalno delati.
Savremeni razvoj preduzeéa posmatramo danas
kroz  njegovu  spsobnost da  digitalnom
transformaciojm po sledu procesnih radnji i
dostignutog nivoa radne kulture, primeni
tehnologije i ponaSanja druStva na sam razvoj.
Preduzecée sa naprednim digitalnim tehnologijama
postaje Zivi organizam spsoban da evoluira i na taj
nacin  dobija  karakteristiku  samouceleg,
adaptivnog i samoorganizirajuceg sistema. Da bi
digitalna transformacija bila uspesna, neophodno je
ostvariti process prilagodavanja 1 aktivnhog
povratnog delovanja preduzeta na  svoje
promenljivo okruzenje.

Potrebe korisnika opredeljujuce deluju na ponasanje
preduze¢a u smislu profiliranja i proizvodnje 1
kapaciteta. Te potrebe su raznovrsne i nejednaake
Sto nalaze diferencirani pristup u izboru poslovne
orijentacije. Kao §to biramo ili nas opredeljuju za
vrstu Skole posle obaveznih osam razreda, sledi
testiranje (matura, prijemni, razgovori, saveti) i
opredeljenje za novu vrstu Skole koja korespondira
sa budu¢om strukom. Opredeljenja su individualna 1
razli¢ita. Sli€no je i sa preduzecem, €ini nam se
jednostavnije u odnosu na Coveka, jer ¢ovek na
osnovu senzora kapitala odluCuje o profiliranju
ciljnin  funkcija preduzea¢a projektuju¢i mu
dugoro¢nu perspektivu. Preduzeca se danas
prilagodavaju korisniku putem code halosa §to im
daje moguénost mapiranja ponasanja. U pitanju su i
korisnik 1 Zivotni ciklus preduzeca 1 Zivotni ciklus
proizvoda 1 Zivotni ciklus peroda dominantne
tehnologije. Stanje duha preduzec¢a upravo odreduje
sposobnost tehnicko tehnoloSkog inovativnog
razvoja.. IstraZivanja pokazuju, da preduzeca koja
su prihvatila procese digitalne transformacije i
prihvatila postojanje digitalnog darvinizma, daleko
su nadmasila konkurenciju i vremenski mnogo
ranije usle u ¥eljenu buducnost**>. Preduzeéa koja
su uspela da prevazidu proces digitalnog darvinizma
uspela su da ostvare znaCajno porast vrednosti
naroCito u sektoru sekundarne ekonomije. Izvoz
usluga na bazi informati¢kih tehnologija koje za

W3http://www.viser.edu.rs/download/uploads/176.pdf

podlogu imaju kompjuter, posmatrano za Srbiju u
2016. godini iznosio je 739,5 miliona evra, §to je za
21% vise u odnosu na 2015 g. Rezultat toga je
povecanje trgovinskog salda za 407,3 miliona evra.
Primera radi, prema istom izvoru!** izvoz zitarica i
proizvoda od njih iznosio je 656 milona evra a
pogonskih masina i uredaja 628 miliona evra. Samo
su izvoz kukuruza i smrznutog voc¢a imali za Srbiju
bolji trgovinski bilans. Greh je kukuruz izvoziti, jer
ne postoji materijalni resurs na osnovu koga se u
visSim fazama prerade moze proizvesti veéi broj
diferenciranih proizvoda. Trgovinski saldo na bazi
kukuruza iznosio jeu 2016 g. 330,6 miliona evra, $to
je manje od izvoza proizvoda koji za podlogu imaju
informati¢ke tehnologije. Ima 1i boljeg primera u
odnosu na naglasak za digitalnu ekonomiju i njen
evolutivni razvoj.

Trajanje preduzeca u vremenu korespondira sa
interesima  skoro svih  drustvenih = struktura:
zaposlenih, vlasnika, kupaca i dobavljaca te drustva
kao celine. Sto je sistem vrednosti i njegova
struktura koja ¢ini matricu vrednosti postojaniji to je
trajanje preduzeca na duzu vremensku perspektivnu
izvesnije.

Intelektualnu radoznalost, inovativno ponaSanje i
kreativnost coveka ne mogu razresiti samo tehnicko
tehnoloska znanja, te znanja iz  biologije ili
antropologije ili njima pridodata neka druga nauka,
ve¢ skup znanja iz razli¢itih oblasti sitemski
orijentisanith. Uloga digitalizacije 1 informatickih
tehnologija ¢iju paradigmu cine kompjuter,
telekomunikacije i robotika sa nano tehnologijama
¢ini¢e svet sutraSnjice izvesnijim od nacina na koji
to sada mozemo pretpostaviti.

Nazalost, osposobljeni globalni svet, u mogucnosti
je da uzme sve §to mu treba, a globalizacija mu
omogucava da mu sve to bude na dohvat ruke $to ¢e
omoguciti stvaranje nevidene koncentracije znanja i
projekata, ¢ija ¢e realizacija zavisiti od njihove
profitne orijentacije.

Mozemo da zaklju¢imo da vrednosti u bilo kom
sistemu vrednosti mogu biti objektivne u odredenoj
meri i u funkciji stepena saglasnosti vrednosne
strukture i njenih orijentira koji objektivno ¢ine
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sistem u posmatranju — orjientisanog na buduce
vreme.

Digitalizacija 1 evolucija za preduzece sa aspekta
menadzmenta pretpostavljaju jednu  sistemski
orijentisanu perspektivu. Jer evolucija se moze
uociti i razumeti samo Uz pozivanje na relevantne
sistemske veze. Ekonomija i drustva zasnovana na
znanju imaju visoko izglednu perspektivu. Vise
znanjaiineligentnih sistema i manje nepoverenja
moZda predstavlja formulu napredka ljudske
civilizacije.

Globalni finansijski sistem predstavlja nevidenu
opasnost na razvoj ekonomija nerazvijenih zemalja
¢emu pogoduju i multinacionalne korporacije.
Neophodnim se pokazuje stvaranje odbranbenog
zaStitnog sistema bez negativnih konotacija.
Ekonomska globalizacija — ima Cetiri oblika, a to su
protok dobara i usluga, tzv.slobodna trgovina,
protok ljudii migracija, protok Kkapitala i
tehnologija. Problem je u njenoj jednosmernosti i
nema ravnopravnog partnerstva i ravnopravne
saradnje. Zagovornici globalizacije razvili su se na
protekcionizmu i drugim merama zaStite svojih
intersa a sada insistiraju na tzv. raznim slobodama
koje nisu niSta drugo do novi kapitalisticko
kolonijalni nastup radi uvecanja svojih mo¢i i
bogatstva malog broja privilegovanih. U procesima
ekonomske pa i polticke saradnje neophodan je
visoki stepen opreznosti i zastite svojih interesa a
najveéi problem je u (ne)sposobnosti odupiranja
najezdi finasijskog kapitala koji preti da male zemlje
1 njihove ekonomije ugusi. Afirmaciojm
internacionalizacije, neki autori nastoje da umanje
negativnosti globalizacije. Zvali to jednim ili drugim
imenom, senzori kapitala neumitno deluju
proizvodedi sve veci stepen zavisnosti i nametnute
prevelike otvorenosti. Eksportna i antiimportna
razvojna orijentacija moZze biti zastitni¢ko ponasanje
bez obzira na izuzetzno veliki stepen
meduzavisnosti u svetskom ekonomskom miljeu.
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