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IMPACT OF MARKETING IN
PREVENTING THE OCCURRENCE OF
EXCESSIVE WEIGHT AND
CHILDHOOD OBESITY AMONG
CHILDREN IN REPUBLIC OF
MACEDONIA

Abstract

The emergence of overweight and obesity in
children is a serious medical problem, which is
increasingly gaining epidemic proportions
nowadays. The problem with excessive weight
and childhood obesity occurs in developed
countries and developing countries, and
according to the data in the Republic of
Macedonia this phenomenon has a growing
trend. If children in growth have problems with
excessive weight it can lead to serious health
problems, which previously were figured only
in adults, such as: hypertension, diabetes,
hypercholesterolemia, low glucose tolerance.

Overweight and obesity can largely be
prevented. But preventing the occurrence of
excessive weight and obesity is a complex
process that should not be just responsibility of

the health authorities or persons who
experience it. Advertising, media and
entertainment industries can positively show in
big extent the importance of healthy eating and
regular physical activity among children.
Public educational messages through multiple

media types are needed to support the efforts
of the government authorities to enter changes
in diet and physical activity among children and
to provide important information about obesity
in general population, especially parents,
children and adolescents.

Key words: problem, diabetes, advertising,
media, healthy eating, physical activity.
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YJIOI'ATA HA MAPKETHHI'OT BO
CITPEYYBAIETO HA IOJABATA HA
INPEKYMEPHA TEJIECHA TEXXUHA U

JAEBEJINHA KAJ JTELHATA BO
PEIIYBJIMKA MAKEJOHHUJA

AmncTrpakr

[TojaBata Ha MpeKyMepHa TEJECHA TeKHHA U
nebenrHa Kaj Jerara € Cepuo3eH METUIIMHCKA
po0siemM, Koj ce' moBeke JOOMBa €MUIEMUCKU
pa3Mepu Bo JieHenrHo BpeMe. Co 0Boj mpobiieM
ce coouyBaaT pa3BUEHUTE 3€MjU U 3EMJUTE BO
pa3Boj, a cnopea nojgaTouuTe U Bo PemyOnuka
MakeoHMja oBaa IojaBa UMa pacTeUKH TPEHI.
JIoKoJKy JeraTa BO pa3Boj MMaat MpeKyMepHa
TeJecHa TEeXMHA Toa MOXKE Ja JIOBele [0
CEpUO3HU 3/IpaBCTBEHU MPOOIIEMHU, KOU TOPAHO
Ce jaByBaa camMO Kaj BO3PACHHUTE JIMYHOCTH,
Kako IITO Cce: XUIlepTeH3Wja, aujaberec,
XUTnepxoyiecTeposieMuja, ciaaba ToJepaHIuja
Ha TITyKO3a.

[TpekymepHaTa TeXMHA W JeOeMHATA BO
rojeMa mepa MoXaT Ja ce cmpeuaTr. Ho,
CTIpeYyBamkeTO Ha IT0jaBaTa Ha MpeKyMepHa
TeJNeNnecHa TeXHHA U JAeOeNHa € KOMIUIEKCEeH
mporec koj He Tpeba nga Ouje OATrOBOPHOCT
caMO Ha  3[paBCTBEHHUTE BIACTH WU
JUYHOCTUTE KOW C€ COOYyBaaT cO Hero.
Pexnamupamero, METUYMHUTE U UHAYCTPUUTE
3a 3a0aBa BO rojieMa Mepa MOXat MO3UTHBHO

Ja TO TNPUKAXKAT 3HAYCHETO Ha 3]paBara
UCXpaHa W pefoBHATa (PU3NYKA aKTHBHOCT Kaj
nerara. JaBHUTE €IyKaTHMBHHU TOPAKU IPEKY
MOBEKE BHJIOBU Ha MEJAMYMHU C€ MOTPEOHU 3a
MOJPIIKA HA HAIIOPUTE Ha BJIQJAMHUTE OPTaHu U
3a BHECYBam€ Ha MPOMEHH BO HAYMHOT Ha
ucxpaHa U (pu3nuyKa akTUBHOCT Kaj Jierara, Ho
1 38 00€30e1yBame BaXKHN HHPOPMAIIH OKOJTY

neOenvHaTa Kaj oOIIITaTata IMOIyJalyja,
0CO0EHO poauTeNnTe, nemara u
a/10JIECLICHTUTE.

Kayunun 300poBu: mpobnem, aujaderec,
peKIamMupame, MEIHyMH, 37paBa HCXpaHa,
(u3MyKa aKTUBHOCT.

BOBE]

Bo nocnennuTe Tpu A€lieHUH IPEKyMepHaTa
TeJlecCHa TeXHWHa M JebennMHa BO JleTCKaTa
BO3pacT MpETCTaByBa 3HAYMTEIEH pPACTEUYKU
po0sieM BO MHIYCTPUCKU Pa3BUEHUTE 3EMjH,
HO U 3eMjuTe BO pa3Boj. Taa e moBp3aHa cO
IpoMeHaTa Ha  HAYMHOT Ha  JKHUBOT
(KOHIIEHTpHpaHa XpaHa, HamajeHa (u3NYKa
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aKTHUBHOCT, ,.Cypdame”“ Ha HWHTEpHET U
cinyHo). Mmajku Bo mpeaBH] 1eKa BO CBETOT
nomery 110 u 150 wmwunmonu neuna wu
aJIoJIECIIGHTH C€ CO IpeKyMepHa TejecHa
TEXWHA WK Ae0eNIn, MOKe J1a Ce 3aKIIy4H JIeKa
IIpeKyMepHaTa yXpaHEeTOCT BO  JeTcKara
BO3PACT MPETCTaByBa €E€H OJ1 HajCEPUO3HHUTE
3/IpaBCTBEHH MPOGIEMH IKPYM CBETOT. !
Jlomatra wucxpaHa u cnabata (¢usznuKa
aKTUBHOCT Kako enujeMuja ru 3adaka u
MakKeJOHCKUTEe Jena. Mako 10 HeoJamHa
MakeoH1ja Bakellle 3a 3eMja Ha 3[paBU Jiera
KOM 3/IpaBO CE€ XpaHaT, BO TIOCJICIHUBE TOIMHA
3a JKaJl U HUE 'Y cIeIuMe 3alaIHUTe TPEHI0BH.
Crnopen uctpaxxyBamata Ha MHCTUTYTOT 3a
jaBHO 37apaBje Ha Pemybnuka Makenonuja,
peducu eaHa TpeTHMHAa Of Jenara Oof
MpeAYyYMIHIIHA BO3PACT, OAHOCHO 32,6 oTCTO,
¥MaaT  TOpeKyMepHa  TeleCHa  TeKMHA.’
3arpuKyBauki € M I10JaTOKOT JeKa CeKoe
TPETO JieTe UMa 3roJieMeHa TellecHa TeKUHA.S
Kaj nenara u Miagute co BUIIOK KMJIOTPaMU
MOCTOM H TIOTOJIeMa OIMAacHOCT JeKa Ha
[I0OJIMUHATAa BO3pacT Ke HMMaaT IOCEPHO3HU
3IIPaBCTBEHH MPOOJIEMH KaKO 3roJIeMEH KPBEH
NPUTUCOK, Jujaberec, cpueBH OojecTd u
0ojecT Ha KpPBHHUOT CHCTEM, IIpOOJIEMH CO
JIMILIERETO, IPOOJIEMHU CO CIHEHETo,* Na aypu
Y HEKOW BUJIOBH Ha paK. 3rojieMeHaTa TejecHa
TeXHHa BO JIeTCKaTa BO3pacT € 4YecTo MHaTu
MOBP3aHa U CO 10jaBa Ha EMOTUBHU MTPOOJIEMH.
3aroa, Tpeba Ja ce mpaBaT Hamopu Ja ce
CIpeud BakBaTra Ii0jaBa Kaj Jernara, a

! Haslam, DW, James, WP. (2005). “Obesity”. Lancet.
Vol. 366, No. 9492, pp 1197-209; Wang, Y, Lobstein,
T. (2006). “Worldwide trends in childhood overweight
and obesity”. Int J Pediatr Obes. Vol. 1, No. 1, pp. 11-
25.

2 Deutsche Welle online. (2018). MakenoHckuTe aena
ce’ moaeOenu. http://www.dw.com/mk/mMakeTOHCKHUTE-
nena-ce-nojebenn/a-15463883 (ITpucramneno Ha 29
Anpnn 2018).

3 Vesti.mk. (2017). ITpuunna 3a HopacToT Ha
nebenrHaTta BO MakenoHmja ce ciabaTa pu3ndka
aKTUBHOCT M Y€CTOTO jajJiemhe MpepadoTeHa XpaHa.
http://vesti.mk/read/news/14307332/4933779/prichina-
za-porastot-na-debelinata-vo-makedonija-se-slabata-

NPEBCHTUBHUTE HAmopu Tpeba ga ce
¢doKycupaaT Ha MPOMOBHpAHmE Ha 3IPABHUTE
npexpaHOeHN HAaBUKH U (PU3MYKATa aKTHBHOCT
Kaj Jerara.

1. lepunupame Ha NpeKyMepHa TeJieCHA
TeKUHA M Je0ejIMHA Kaj 1enara

[IpekymepHaTa TenecHa TeXHHA U JeOennHa
3HAYM BHIIOK Ha MacTH. [IpekymepHa TeiecHa
TeXHWHA, AcOenrHa, TOjasHOCT WU 00E3HOCT
(mar. obesitas) e XpoHHYHA MEAMIIMHCKA
cocrojda BO KOja HMa aKyMyJlupame Ha
NPEKYMEpPHH TEJIECHH MAaCTH BO OPTaHU3MOT U
3roJieMyBam€ Ha TeJIECHATA TEKUHA JI0 CTETICH
IITO TPEIU3BUKYBa HECAKAHO BJIMjaHUE BpP3
371paBjero.®

BUIIOKOT Ha HEKOJNKY KWIOTpaMH He
yKaXXyBa Ha Toa JeKa JeTrero € jeberno.
MeryToa, Toa 4eCTO yKa)kyBa Ha CKJIOHOCTA
KOH Jie0erneerse, 1a Crope;] Toa u norpedara 3a
noceOCH HAYWH Ha HCXpaHa W (QU3UYKA
aKTUBHOCT. JleOennHaTa ce jaByBa HajuecTo
Mery 5-Tara U 6-TaTa rojMHa O]l )KMBOTOT WA
3a BpemMe Ha mybepreTor. bpOjHuTE
UCTpaXKyBama MOKaXkayie JeKa JeTeTo Koe umMa
npeKyMepHa TeXHHa Ha Bo3pact on 10-13
rojauiHa Bo3pacTt uma 80% maHcu 1a ocTaHe
CO IIpeKyMepHa TeJecHa TeXKUHA U 1e0eTuHa U
T0/I0IIHA, KAKO BO3PACHA TMYHOCT.’

[locTojaT moBeke HAUMHU 32 MPECMETYBAHE
Ha ONTHMallHATa TeJEeCHA TeKWHA U MPOICHKA
Ha pgebenuuara. [Ipenopakata Ha CBerckaTa

fizichka-aktivnost-i-chestoto-jadenje-prerabotena-hrana
(ITpucraneno na 29 Anpun 2018).

4 Gradinac, M. (2018). Sve viSe gojazne dece. Moj
pedijatar online.
http://www.mojpedijatar.co.rs/gojaznost-kod-dece/
(Ipucraneno Ha 30 Ampuin 2018).

° Ebbeling, CB, Pawlak, DB, Ludwig, DS. “Childhood
obesity: public-health crisis, common sense cure”. The
Lancet. (2002). Vol. 360, No. 9331, pp. 473-482.

® Haslam, DW, James, WP. (2005). “Obesity”. Lancet.
Vol. 366, No. 9492, pp 1197-2009.

7 Gradinac, M. Sve vi$e gojazne dece. Moj pedijatar
online. (2018).
http://www.mojpedijatar.co.rs/gojaznost-kod-dece/
(ITpucraneno Ha 30 Anpun 2018).
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3[IpaBCTBEHA OpraHU3alja € MpOLEHKaTa Ha
CTETICHOT Ha YXPaHETOCTa Ja CE MPECMETYBa CO
IpUMEHa Ha MHJIEKOT Ha TeJIeCHa TeXKHUHA (aHT.
Body Mass Index)® Toa e wmaremarmuka
(dbopMyIa Koja KOpelupa cO TEIECHUTE MACTH
Kaj BO3pPAaCHUTE JIMYHOCTH M IPETCTaByBa
OHOC Ha TeJecHaTa Maca u3pa3eHa BO
KHJIOTPaMH ¥ KBaJpaTOT Ha TeJeCHAaTa BUCHHA
M3pa3eH BO METPH.

CBerckata 31paBCTBEHAa OpraHu3aluja ja
nperopayvyBa ciiefjHaTa Tabesna: IOTXpaHEeTOCT
(BMI < 18.5 kg/m?); Hopmanna Texuna (BMI
18,5 - 24,9 kg/m?); sronemena texuna (BMI
25,0 - 29,9 kg/m?); o6esnocr I knaca (BMI 30 -
34,9 kg/m?); 06e3noct Il xmaca (BMI 35 - 39,9
kg/m?); o6esnoct III xmaca (BMI mam 40
kg/m?).°

WHekcoT 3a TenecHa TeXKHHA C€ KOPUCTU U
Kaj JenaTta Kako ajaTKa 3a CKpHHHUHT 32 Jia ce
UACHTU(DUKYBAaT MOXHHTE TPOOJIEMHU CO
TenecHara TexkuHa  kaj HuB.  Cemak,
BPEIHOCTUTE 32 WHJICKCOT Ha TEJICCHA TEKHUHA
Kaj Jlenara ce HEeMITO NMOpa3IMyHu U THE Ce
cnenu(UYHA BO OJTHOC HAa BO3PAcTa U IOJIOT.
Ce mpecMeTryBa CO MOMOII Ha UCTHOT METOJ
Kako BO3pacHM, HO HE C€ Hu3pa3yBa Kako
aricoJIyTHA BPEIHOCT, TYKY KaKO IEPICHTHIIH,
KOM MOJKaT Jia ce J00ujar ojf rpaduKoH WIH
KaJKyJgaTop 3a TmepueHTwIu. Taka, BO
3aBUCHOCT OJ1 MH/IEKCOT Ha TeJIECHA TEe)KMUHA Kaj
Jerara ce jaByBaaT CIEJIHUTE KaTEeTOPHU:
norxpaneroct (BMI < 5 mnepuenTuin);
HopmainHa TexxuHa (BMI' 5 - 84 nepuenTtnnm);
sronemMena Texxuna (BMI 85 - 94 nepuentuim)
1 o6e3nocT (BMI > 95 nepuentumn). X’

8 Report of a WHO Consultation (WHO Technical
Report Series 894). Obesity: preventing and managing
the global epidemic. Geneva: World Health
Organization, 2000.

® Tletkosa, M. (2012). OTKkpHjTe ro BAIIMOT UHEKC HA
TenecHa TexuHa - body mass index. Jlokropu.MK.
https://tocka.com.mk/vesti/65886/otkrijte-go-vasiot-
indeks-na-telesna-tezina-body-mass-index
(ITpucraneno wa 30 Anpun 2018).

2. IlpuynHM 32 HACTAHYBabh€ HA
NMpeKyMepHa TejlecHA Te;KMHA U e0eTuHA
Kaj nenara

Bo opranuzMoT mocTOM paMHOTEka Mery
BHECOT Ha €Hepruja (XpaHa W THjaJoOIH) M
MOTPOIIyBaYKaTa HA CHEPTeTCKUTE MATEPUU.
Kaj memara pactot u pa3Bojot ce Op3u, na Ha
JETCKHOT OpraHu3aM My € IOoTpeOHO U MOBeKe
eHepruja. 3aToa, Jerara uMaarT TOCHIICH
aneTutT ojJ Bo3pacHute. Kora mocrom mamc-
OamaHc TmoMery BHECEHaTa e€Hepruja |
HEj3MHATA MMOTPOIIYBaYKa HACTaHyBaaT IMope-
MeTyBama. JleOennHaTa € 1morojieM BHEC O]l
MOTPOIITyBadKa, HAKO BO MTpaKcaTa Kaj IorojemM
Opoj onm jgenmara co TpPEeKyMepHa TeJlecHa
TeKWHAa U Je0elrMHa BHECOT IPEKyMEpeH, a
MOTPONIyBavyKaTta TpPeKy (HU3MYKa HEaKTHB-
HOCT ipeMasa. Mako, oBoj mpo0iieM € JIecHO Ja
ce neduHupa, MocTojar OpOjHU MPUYHH KOU
BOJIAT JI0 IPEKyMepHa TeJlecHa TeKHUHA. 1

Hacnennute  ¢akTtop ce BaXkHH  BO
HACTaHYBaWETO Ha JAeOennMHaTa Kaj Jenara.
AKO elleH OJ] pOJIUTEIUTEe MMa IMPEKyMepHa
TeJeCHAa Te)KHWHA, TIOCTOM 3HAYAjHO IMOTOJIeMa
BEpPOjaTHOCT W CaMOTO JeTe Ja Oujge co
MpeKyMepHa TelleCHAa TEe)KHMHA, a JOKOJKY |
JBaTa POJAWUTENIM Cc€ TOja3HH, JAETeTO HMa
MOTOJIEMU U3TJIEAH Ja Ouje Toja3Ho, OTKOJIKY
Ja UMa HOpMallHa TenecHa maca. [lo3Hato e
JleKa T0CTOjaT TEeHM KOM ja peryiaupaar
,JadMHaTa Ha MeTa0ONU3MOT*, OJHOCHO
MOTPOIITyBaYKaTa Ha CHEPTHja BO OPTaHU3MOT.
Kora oBue renm ce ,mociabu®, Toram u
METa0O0IU3MOT € ,,I00aBeH", 11a U TAJIOKEHETO
HA MacTUTE€ BO OPraHU3MOT €& 3TOJIEMEHO.
Cekako Jeka Ha METa0OJUTHUYKO HHUBO
CUTyalldjaTa € 3HAYUTEITHO MOKOMILTUIIUPAHA.

10 Centers for Disease Control and Prevention. About
Child and Teen BMI. (2015).
https://www.cdc.gov/healthyweight/assessing/bmi/child
rens_bmi/about childrens_bmi.html (ITpucramneno na
08.05.2018).

11 Vukomanovié, G. Kako se le¢i gojaznost kod dece.
https://www.yumama.com/dete/zdravlje2/1006-kako-
se-leci-gojaznost-kod-dece.html (ITpucraneno na 30
Anpun 2018).
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Ho, enHocraBHO pedeHo, oOBHE Jela
COrOpyBaar JaJIeKy MOMAJIKy KaJIOPUH OJ] HCTa
KOJIMYMHA HAa BHECEHA XpaHa, OTKONY Jerara
KOM HeMaart reHu 3a rojasnoct. Cemnak, 0onecra
HE Ce HacJIeyBa, TYKYy CKIIOHOCTa KOH OoJecTa,
ma € BaXHO JIa ce Mpe3eMaT CUTEe MEpKH 3a
MPEBEHIMja Ha IPEKyMepHaTa Te)KUHA Kaj OBHE
nena.

Bumor Ha xpaHara Kkoja ce BHECyBa H
HAaBUKUTE BO HCXpaHaTa ce€ J0CTa BaKCH
(akTOp BO HACTaHYBAaETO HA MPEKyMEpHATa
TelecHa TexuHa. HaBWKUTE BO MCXpaHaTa ce
rpajaT of CTpaHa Ha POJUTEIUTE BO PAHOTO
nerctBo. Hayuynure no0ka3u Benar Jieka Toa
TO K€ T0 YCBOjaT Kako Jela BO OJHOC Ha
HABUKHUTE BO UcXpaHara Ke ro
MMILIEMEHTHPAAT M KaKo Bo3pacHu. 2

Jlelata 3a TpaBWJICH pacT W pPa3Boj €
noTpeOHO Ja MMaaT ypaMHOTEXEHa HCXpaHa,
KOja COJIP’KAaT roJIeMH KOJIMYMHU HA TIPOTCHHH,
jarnexuapaTH, BUTAMUHU W MHHEPAJIH.
JIOKOJIKY JKMBOTOT Ha JETETO 3allo4yHe II0
CHCTEMOT ,CcujaTra jgoara oj ycraTa - IITO
noBeke, Toa IMOAOOpPO*, MOCTOjaT ToOJEeMU
M3TJIEIM TOA J1a CTaHEe Toja3Ho (AypH U akKo
HeMa reHeTcKa Mpeaucno3uiyja 3a Toa). Tpeba
Ja ce HaBede JeKka OynkactoTro Oebe, HE €
3npaBo Aere! 3aToa, 0COOEHO € Ba)XKHO Ja ce
BOJIM CMETKA BO IPBHUTE TOJMHHU O )KUBOTOT J[a
CTeKHAT 3ApaBU TMpexpaHOeHW  HaBUKHU.
Merfytoa, Tpeba 1a ce BOIM CMETKa M KOra
Jerara ke mopacHar, TprHaT BO YYHIIHUINTE U
MOYHAT J1a jaiaT HaJBOP OJ1 ToMa. Bummokor Ha
MacTH BO XpaHata U Op3uTe mekepu (Op3a
xpana - fast food, rpuku, unmncesu, Oe3aako-
XOJIHU MHJaTIo0H O0raTy co mekepu 1 CIIMYHO),
TMPEKTHO ja HApyIIyBaaT paMHO-TEXaTa Mery
BHECEHHUTE EHEpreTCKM MaTepud M HUBHATa
MOTPOIIyBayKa, CEKako Ha INTeTa Ha
COTOPYBAETO, @ BO KOPUCT HA TOEHETO.

2 Hernpec. Pacte 6pojoT Ha gebenu fema Bo 3eMjaBa.
(2014). http://netpress.com.mk/raste-brojot-na-debeli-
deca-vo-zemjava/ (ITpucraneso Ha 30 Ampun 2018).

13 Livingstone, MB et al. “How active are we? Levels of
routine physical activity in children and adults”. Proc
Nutr Soc. (2003). Vol. 62, pp. 681-701.

Wupycrpanuzanyjata 10BeAe 10 TOa OKOILY
MIOJIOBHMHA O] HACEJICHUETO Ha HalllaTa TUIaHeTa
na xuBee Bo rpanoute. Ce' moronem O0poj Ha
Jeria  KOpHCTaT HEKakoB BHJI Ha IPEBO3,
HaMecTo Temavewme. lMcro Taka, HaMecTo
CKaJi, KOPUCTAT TUQT WU TOJBUKHU CKAIIH.
Co ornen Ha Toa JieKa ce' moroyieM € OpojoT Ha
ceMejcTBaTa Kajue ce BpadOTEeHW | JBaTa
POIMTENH, HAI30POT HaJ [ieraTa € ce’ moYecTo
NpEeNyIITeH Ha JIMIATa KOW TH YyBaar Jenara,
KOM TIOpaJi0 ce O/IydyBaaT Ja MMaaT Haa30p
HaJ Jerara BO JIOMOT, OTKOJIKY HaJaBOp OJl
nero.® Jlenara ce’ moBeke BpeMe MOMHHYBaaT
TJIe/IajKu TEeJICBU3UCKH TIPOTPAMHU UM KOPHC-
TEjKH KoMIjyTep. bBpojHuTE UCTpakyBama
MOKaKayie Jieka OpOjOT Ha YacOBU TMOMHUHATH
npe KOMI[jYTep WM TEJIEBU30p € IUPEKTHO
NPOTNOPIIMOHANICH CO BHUIIOKOT KHJIOTPaMH.
HmeHo, crankaTta Ha jneOcnuHa € 3a 8,3 martu
morojemMa  Kaj Jenara KoM IJefaar
TEJIEBU3MCKH TIpOrpaMu moBeke oj Sh aHeBHO
BO OJIHOC HAa HUBHUTC BPCHUIU KOU
noMuHyBaatr g0  2h  gHEBHO — mpen
tenesusopot.t* Tokpaj oTcycTBOTO Ha u3HMy-
Ka aKTHBHOCT, 32 BpEeME€ Ha TJEeNameTo Ha
TeJEeBU3Uja M UTPABETO KOMjYTEPCKH HWIPH,
Jerara BOOOMYACHO ,,IpUIIKAAT, ITO €
JOTIONTHUTENIEH (DaKTop KOj MPHUAOHECYBa 3a
3rojieMyBamke€ Ha CTamkaTa Ha Jema co
MpeKyMepHa TelecHa TexkuHa. Hamanenara
¢u3nyKka aKTUBHOCT, UIPAEETO HAa KOMIIjYy-
TEPCKU UTPU U TIEAAmETO Ha TeNeBU3Mja ce
BUCTHHCKA KaTacTpoda 3a COBPEMEHOTO, ITUBH-
nusupano nere. M30ernyBamero Ha (usmy-
KHTE B&XOU, MPUI0OHECYBA 32 HAMaJIeHa ITOTPO-
IIyBayka Ha €Hepruja, a Toa € MaToT KOH
HATaJI0XKyBamke Ha MACHOTO TKHUBO.

Ilopetkn  mpUUMHUTENH 33  JeTcKaTa
npeKyMepHa TeXUHA U JIeOeHa ce XOPMOH-
CKHUTE TOpeMeTyBamka M OOMYHO THE [era

14 Proctor, MH et al. “Television viewing and change in
body fat from preschool to early adolescence: The
Family Childrens Study”. Int J Obes Relat Metab
Disord. (2003). Vol. 27, pp. 827-33.
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MMaaT U JPYTH (3a JIEKapuTe JIECHO BOOWINBH)

aHOMaAJINu, Ia pCIaTUBHO JIECHO Cce
nperno3HaBaaT MW  ylaryBaaT Ha  IOCTCKa
eHI[OKpI/IHOJ'IOFI/Ij a, Kajac Cce IUIaHUupa

IUjarTHOCTHKATa W JieKyBameTo. Mcro Taxa,
PEIOK MPUYMHKTEI 33 I0ja3HOCTA Kaj Jerara ce
1 JICKOBHUTE KOU CE KOPUCTAT BO Teparnujara Ha
HEKOW XPOHHYHH 3a00,1yBambAa.

HeGenmunata xaj pgeuata Bo PemyOmuka
Maxke10HH]ja € TPUIIATH 3roJIeMeHa BO TMOCIE]I-
mute 30 roammm.'® ITopacror Ha nmema co
IpPeKyMepHa TeJIeCHa TEKHWHA BO 3eMjara
CIIOpe/ CKCIEPTUTE 3a UCXpaHa Ce JOJIKH Ha
MPEJOITOTO CeICHE MPell KOMIjYTep, jalckhe
Op3a xpaHa 6orara co cost u Mmactu. McTo Taka,
Mely KIyYHUTE MPUYMHM 3a 3rojieMeHara
TEJIeCHa Te)KHMHA Kaj jJemara Bo PemyOnuka
Makenonuja e u cnabara Gpu3nuka aKTUBHOCT
Ha jgemnara. Bo mpakca, yacoBute BO (PU3HYKO
HE CE pealu3upaar COOJABETHO. DPU3MUKOTO
BOCIIUTYBakE I'0 PEATU3UPaAT OJJCIICHCKHUTE
HACTAaBHUIU KOM HE CE COOJIBETHO OOyUYCHH 3a
JEMOHCTPUpPAE Ha CJIOKEHUTE (U3HYKHU
BeXOM. 3aroa, BO IMPOIECCOT Ha IPABUIHO
¢u3nuko obpazoBaHue Tpeba N1a ce BKIy4yaT
CTPYYHH KaJpu VIITE BO MPEIyYHIIUIIHA
BO3pacT, a (U3NYKOTO BOCIHTYBAkE Jia Ce
W3JIUTHE BO OMIITECTBEHUTE TPHUOPHUTETH.

15 Front.mk. (2018). Cekoe TpeTo nete Bo MakenoHuja
rMa TpoOIIeM co MPEeKyMepHa TeKHUHA.
http://front.mk/?p=7897 (Tlpucraneno xa 30 Anpun
2018).

16 | obstein, T., Baur, L., Uauy R. (2004). “Obesity in
children and young people: a crisis in public health”.
Obes Rev. Vol. 5, No. 1, pp. 4-104.

17 Ogden, CL., Carroll, MD., Curtin, LR., McDowell,
MA., Tabak, CJ., Flegal, KM. (2006). Prevalence of
overweight and obesity in the United States, 1999-2004.
JAMA. Vol. 295, pp. 1549-55; Hedley, AA, Ogden, CL,
Johanson, CL, Carrol, MD, Curtin, LR, Flegal, KM.
Prevalence of overweight and obesity among US
children, adolescents, and adults, 1999-2002. JAMA.
2004;Vol. 291, pp. 2847-50.

3. 3acTanmeHOCT HA NMpeKyMepHATa TeJleCHA
Te;KHHA Kaj Jenara IHUPYM CBeTOT M BO
Peny0inka Makenonuja

[IpeBanennujara Ha nebenuHaTa Kaj Aerara u
aJI0JIECLIEHTUTE BO CBETOT M3HecyBa 2-3%, a
MpeKyMepHaTa TeJecHa TEeKWHA, BKIYy4yBajKu
ja u nebemmnara 10%. Ilopactor Ha mpeBa-
JICHIIM]jaTa Ha JeOeIMHaTa € MOceOHO n3pa3eHa
BO CKOHOMCKM pa3BueHuTe 3emju CeBepHa
Awmepuka u EBpona u usnecysa 0,5 no 1% nHa
roJuHa JeHa BO TEKOT Ha IIOCJICAHUTE [BE
nenennn.’® Bo CAJl npeBaneHnujata Ha
mojaea Ha JebenuHa  Kaj  Aemara W
agonecuenture ¢ 17,1%, a mnpexkymepHa
TenecHa Texuna 37,2%.1" Enen on Hajmopasu-
TEJTHUTE CTATUCTHYKH MOJATOIM € U TOj JeKa
co oBaa emuaemuja ¢ 3adareHa ce' MOBeKe U
HajMIIaJ1aTa BO3pacHa morryamnuja - ckopo 12%
o nenara Ha Bo3pact oj 6-23 mecenu Bo CA /]
MOJKaT J1a ce KIacHU(pUIUpaaT Kako Jena co
TIpeKyMepHa TeJlecHa TexXnHa.

[IpeBasieHnIMjaTa Ha TPEKyMEpHA TeJIeCHA
TeXHMHa u JebenuHa Kaj Jemnara U
ajoiecieHTuTe Bo EBpoma e Toiema U
MOKaXyBa TPEHJl Ha PacT, HO € Iomalia BO
ommoc ma CAJIY® Bo Espoma Hajromzema
MpeBalieHIMja Ha TPEeKyMEepHa YXpaHETOCT Ha
miaaute ce nBwku of 20-35% Bo 3emjute o
JY’)KHHOT pEervoH, J0JAeKa 3a4ecTeHOCTa BO
CEBEPHOEBPOIICKUTE 3eMju € momanma - 10-
20%.%0

18 Grove, KL, Smith, MS. (2003). “Ontogeny of the
hypothalamic neuropeptide Y system”. Physiol Behav.
Vol. 79, pp. 47-63.

19 Ogden, CL., Carroll, MD., Curtin, LR., McDowell,
MA., Tabak, CJ., Flegal, KM. (2006). Prevalence of
overweight and obesity in the United States, 1999-2004.
JAMA. Vol. 295, pp. 1549-55; Wang, Y, Moteiro, C,
Popkin BM. (2002). “Trends of obesity and
underweight in older children and adolescents in the
United States, Brazil, China and Russia”. Am J Clin
Nutr. Vol. 75, pp. 971-977.

20 Lobstein, T., Baur, L., Uauy, R. (2004). “Obesity in
children and young people: a crisis in public health”.
Obes Rev. Vol. 5, No. 1, pp. 4-104.
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Crnopen nogaronure Ha THCTUTYTOT 3a jaBHO
3/paBje, ce' MoBeke Jella BO 3eMjaBa HMMaar
npekymMepHa TenecHa TexxuHa. ClieemeTo Ha
nebenmuHaTa Kaj Jemara Bo PemyOnuka
Maxkenonuja ce mpaBU MO Mpenopaka Ha
CerckaTa  3/IpaBCTBEHAa  OpraHHU3aIlHja.
Cnopen npaBuiaHukoT Ha C30, ce eBUIeHTHPA
u OpojoT Ha Jena co 3rojieMeHa TeJecHa
texuHa. Cropen crpoBeleHaTa aHaiu3a Ha
WNuctutyToT 3a jaBHO 3/1paBje Ha PemyOnmka
Makenonuja 3a 2017 roguHa, MOMUYHIbATA CE
IIOoBeKe CKJIOHM Ha 1ebeieeme, T.e. 39
MPOLIEHTH OJ] MallIKuTe JAena Bo PemyOnmka
MakeoHHja MMaaT TeJIeCHAa TEXHHA Koja €
morojieMa oOJf TpeABHIEHATa 3a HUBHATa
BO3pAaCT, a OKOJIY 33 MPOIEHTH O] KEHCKUTE
Jera BO 3€MjaBa KMMaaT 3rojieMeHa TesiecHa
TEXUHA.

HajuoBute ucrpaxxyBama Ha MHCTUTYTOT 32
JaBHO 37paBje MOKaxyBaar Acka 20 mpomeHTn
0]l MOMUHbaTa M 15 OTCTO 0f 1eBOjUMbaTa Ha
7 1 8 ronuiIHa BO3pacT UMaaT MHOTY IOBEKe
KHJIOTPaMH OTKOJIKY IITO € HOPMAaJHO, LITO €
3a OKOJy 3 MPOIEHTH TOBEKE BO criopeada co
2010 rommua. HMcro Ttaka, 40 oTcto of
BTOPOO/ICTICHIIUTE MMaaT 3roJieMeHa TelleCHa

TC)KI/IHa.Zl

4. HemocpelHu W J0JITOPOYHH PH3ULH O]
NpeKyMepHaTa Te:KMHA M Je0eJMHa Kaj
AenaTa mo 3paBjero Ha JIyIeTo

Jlenata koM HMaaT NpEeKyMepHa TeJlecHa
TEXUHA U Je0eIMHa UMaaT 3TOJIEMEH PU3HK O
pa3Boj Ha CEpPUO3HU IICUXOCOLMjaTHU Hapy-
IIyBamba, TOpaad TPUTHCOKOT OJ OIIITEC-
TBOTO KO€ ja CTUTMaTH3upa oBaa coctojba. Kaj
OBHE JIella ce MOTTHKHYBa CPaMOT, CaMOOOBH-
HYBamETO, CE jaByBa HHCKa caMo10BepOa, mpu
IITO MOYKE JIa C€ HApYIIN HUBHOTO aKaJIEMCKO

2L Sitel online. 3ronemen 6pojoT Ha Aebenu AeLa BO
Maxkemonwuja. (2017). https://sitel.com.mk/sitel-tema-
zgolemen-brojot-na-debeli-deca-vo-makedonija
(Ipucramneno ua 30 Anprt 2018).

22 |OM Committee on Prevention of Obesity in
Children and Youth. (2004). Preventing Childhood

U COLMjaTHO (DYHKIIMOHHPAH-E U CETO TOA J1a ce
TIpeHece ¥ BO MO3PENH TOANHH. >

DU3MYKH NOCJHEeAUNHM Of IpeKyMepHaTa
TeJecHa TeXXHUHA U AeOerHa Kaj Jenara ce:

® TJIHMKO3a HETOJEpaHlMja M WHCYIMHCKA
pEe3UCTEHIH]a,

e Tum 2 nujaberec,

® XUIEPTEH3H]a,

® UCIUNUACMHU]a,

XeraTajiHa cTeaTosa,
XOJIeJIUTH]a3ara,

alHeja Ipy CIHEHE,
MEHCTpyaJIHi aOHOPMAaJIHOCTH,
HapyIlIeHa PaMHOTEXa,
OpPTOMNEICKH MPOOIEMHU.

Emouuonannun nocjeIuiu ol
INpeKyMepHaTa TelleCHa TeXHHa M JieOerrHa
Kaj Jenara ce:

® HUCKa camoJ0BepOa,

® HEraTHWBHA CIIMKA 32 TEJIOTO,

e jempecuja.

CoumjajHu mocjeIuIH O]l MpeKyMepHaTa
TeJecHa TeXHUHA U AeOerHa Kaj enara ce:

® JaBHO OCYyJlyBame,

HETaTUBHH CTEPEOTHUIIH,
JUCKPUMHHALIN]A,
Ha/Ipa3HyBamke U MAITPETUPAE,
CollMjaJlHa MapTrUHaINU3alH]ja.

UctpaxxyBama Ha WTaIMjaHCKH HAYYHHIIH
yKaXyBaaT Ha IIOCTOCHETO Ha (akTop Ha
pPHU3UK 3a O0JEeCTH Ha CPIIETO U AujadeTec yITe
BO MpEIydYMIMIIHA BO3pacT. AHanu3ara Ha
OPUMEPOLIMTE OJf KPB Ha TECTHPaHM Jeua co
NpeKyMepHa TelleCHa TeXHHAa W JieOenHa
OTKpWJIa  3TOJIEeMEHa  KOHIEHTpaluja Ha
nommor (LDL) xomecrepon u riykos3a, a
HamajieHa KoHIleHTpauuja Ha n1oopuot (HDL)
xonectepoit. [lokpaj toa, 40% on aemara co
BUIIIOK Ha KUJIOTPaMHU MMaJie 3roJIeMeH KpBEH

Obesity: Health in the Balance. Institute of medicine of
the national academies.
http://www.nationalacademies.org/hmd/Reports/2004/P
reventing-Childhood-Obesity-Health-in-the-
Balance.aspx (ITpucraneno na 03 Maj 2018).

12


https://sitel.com.mk/sitel-tema-zgolemen-brojot-na-debeli-deca-vo-makedonija
https://sitel.com.mk/sitel-tema-zgolemen-brojot-na-debeli-deca-vo-makedonija
http://www.nationalacademies.org/hmd/Reports/2004/Preventing-Childhood-Obesity-Health-in-the-Balance.aspx
http://www.nationalacademies.org/hmd/Reports/2004/Preventing-Childhood-Obesity-Health-in-the-Balance.aspx
http://www.nationalacademies.org/hmd/Reports/2004/Preventing-Childhood-Obesity-Health-in-the-Balance.aspx

nputucok. Kaj egHa TpermHa onx jemara BO
OBaa Tpyla € BOOYCHO CO3/aBalkbe¢ Ha MAaCHU
Haciaru BO HpHUOT Apod. CrpyyHOTO
cnucanue JAMA Pediatrics nuiryBa eka oBue
HAOJM TPEIyNnpeayBaaT Ha HEOMXOTHOCT O]l
BpILICH¢ HA NMPEBEHTHUBHH TPETJIEAN YIITE O]
HajMaja Bo3pact.?

Cnopen a-p Urop Cnupocku oa MHCTUTYTOT
3a jaBHO 37paBje Bo PenmyOnmka Makenonuja
“Ma MHOTY paHa IojaBa Ha aujaberec THUIT 2,
KOj He O Tpebaso ja ce mojaByBa Ha BO3pPacT
non 40 roauHM, a cera MopaHo ce jaByBa Kaj
Jera u ajojecieHT. Toa ce nena Kom uMaat
3rojieMeHa TexuHa. McTo Taka, Kako pe3yaTar
Ha IPeKyMepHAaTa TeJIeCHA TeXKMHA U He3/IpaBa
UCXpaHa uMa IojaBa U Ha CIUHACCET TOIUIIHU
Jieria Co 3aMacTeH LPH Jpo0 U OCYyM TOAMIIHU
Jera co Juj aber.?*

On  MHCTUTYTOT  TOJIBIIEKyBaaT  JeKa
HEOITXOHO € JIa Ce CIPOBEIAT HHBECTUIIMH BO
eayKalyja 3apaay MOJIPIIKA BO KPEHUPAHETO
Ha 37paBa OKOJIMHA, MOI00pyBame Ha
JOKaJiHaTa WH(QpacTpykTypa 3a IMOrojeMa
(dbuszmuka AKTHUBHOCT u OecIutaTHH
KOHCYATAaIlMK 3a Je0eMHa BO MpHMapHa

3ApaBCTBCHA 3aI_HTI/ITa.25

5. Yiorara Ha MaApKeTHHIOT BO
crpevyyBam-e€TO Ha M0jaBaTa HA
NMpeKyMepHa TeJleCHa TesKUHA U 1e0elnHa
kaj nenara o Pemyosimka Makenonuja

PexnamupameTo, MEIUYMHUTE U HHYCTPUHTE
3a 3a0aBa BO rojemMa Mepa MOKaT MO3UTHUBHO
Ja TO IPUKaXaT 3HAYECHETO Ha 3JpaBara
UCXpaHa M pefoBHaTa (U3NYKa aKTUBHOCT Kaj
Jenara. JaBHUTE €IyKAaTMBHU IOPAKU IIPEKY
MoBeKke BUIOBM HAa MEAMYMH Ce€ MOTpPEeOHH 3a

2 NewTime. (2014). JleGenunaTa Kaj AenaTa BOAU KOH
6onectn. https://daily.mk/vesti/debelinata-kaj-decata-
vodi-bolesti-1 (ITpucrameno Ha 3 Maj 2018).

24 24 Becty. AnapMaHTHH IOJaTOLM 32 1e0eINHATA Kaj
nenara. https://www.24.mk/alarmantni-podatoci-za-
debelinata-kaj-decata (ITpucraneno ua 3 Maj 2018).

% Vesti.mk. (2017). 3arpmKxyBauky opacT Ha 6pojoT
Ha J1eOenu Jera U THHE]IePH.
http://vesti.mk/read/news/14307405/4933811/zagrizhuv

MOJPIIKA HA HATIOPUTE Ha BIIQJAUHUTE OPTaHU U
3a BHECYBamb€ Ha MPOMEHH BO HAYMHOT Ha WC-
XpaHa ¥ (pu3MYKa aKTUBHOCT Kaj Jenara, HO U
3a 00e30emyBambe BaXHU HHGOPMAIIMH OKOJTY
nebenuHaTa Kaj OmInTaTa MOoIylanyja, ocode-
HO POJMTENHNTE, JIeIaTa 1 a0IeCIeHTHTE.

5.1. Meouymcku npomomuenu nopaku u
Kamnaru HameHemu 3a oeyama

Jleniata o1 cuTe BO3pacTy IOMHUHYBAAT TOJIeM
el  OJ HHUBHOTO CcJIOOOJHO BpeMe BO
KOpUCTeH¢ Ha KOMOWHAaIMja Ha pPa3IndHA
MEANYMH, BKIY4yBajKM U  TEJIEBU3UCKHU
cTaHuly, kKabencku mpexu, JIBJl, Buneo urpu,
KOMIIjyTepH, UHTEPHET U MOOUITHU TeJIePOHHU.
N3noxeHocta Ha OBME MEOUYMH MMa CUJIHO
BIMjaHWE  Bp3  Jemnara.  [eJIeBUCKUTE
IIPOMOTHBHM TIOpaku OCOOEHO MOXe Ja
JenyBaaT Bp3 HCXpaHaTa Ha Jerara, Bp3
MO3HABAKETO H  M300pOT Ha  XpaHaTa,
MUjaJoOUUTe U CEACYKHOT HAYMH Ha >KHUBOT,
Ouno M300pOT Ja € HampaBeH AMPEKTHO HIIN
WHAUPEKTHO MPEKY POAUTEIIUTE.

Menauymute camu 1o cebe He ce HUTY J00pH,
HUTY JIOIIM 3a jeuarta. HuBHOTO BiujaHue
3aBUCH TIpefl ¢ O/ TOa KOJKY YeCTO, KOJKY
BpeME M Ha KOj HAuWH ce KOpPHUCTaT O] CTpaHa
Ha Jeniata. Meryroa moTpeOHO € /1a ce pa3Bue
MOBHMCOKA CBECT Ha MEAMYMHUTE 3a IIporpamara
IITO ja TMpUKaXyBaaT, 3a BaXHOCTa O]
IIOCTOCHETO Ha CHelMjaliHa  eJyKaTHBHA
mporpaMa  HaMeHeTa  3a  Jiea  Ha
IpeIyYUIUIIHA U YYUITUIIHA BO3PACT, HO U J1a
ce TMOTTHKHE pa3BOjOT Ha MeAnyMcKara

achki-porast-na-brojot-na-debeli-deca-i-tinejdjeri
(Ipucramneno Ha 3 Maj 2018).

% |OM Committee on Prevention of Obesity in
Children and Youth. (2004). Preventing Childhood
Obesity: Health in the Balance. Institute of medicine of
the national academies.
http://www.nationalacademies.org/hmd/Reports/2004/P
reventing-Childhood-Obesity-Health-in-the-
Balance.aspx (Ilpucraneno na 03 Maj 2018).
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MMUCMEHOCT Kaj POJIUTEIINTE, & CO TOA TOCPEITHO
¥ Kaj JielaTa yIre oJ] HajMaiu Hose.?’

VYnorpebata Ha  MacoOBHHUTE  MEIUYMH
MpeTcTaByBa Hajao0ap HAYMH Jia ce JIOpe 10
rOJIEM CErMEHT OJI TIOIyJIalhjaTa ¥ MOXe Ja ce
HCKOPUCTH KaKO TIO3MTHUBHA CTpaTervja 3a
peliaBame Ha MpPoOJIEMOT CO TpeKyMepHara
TeJecHa TE)KWHA M Je0elMHaTa Kaj Jerara.
Menuymute ¥maaT MOK Jla TIOMOTHAT Ja ce
MIPOMEHAT OINIITECTEBEHUTE HOPMH CO IIeJ Ja
Ce 3alITUTAT HAjpaHIMBUTE UJICHOBU Ha
OMIITeCTBOTO - jemnara. Bo Pemybnuka
Makenonnja € mOTpeOHO TOBeke Ja ce
KOPHUCTAaT MAacCOBHUTE MEIAMYMH 3a PELIaBambe
Ha MPOOJIEMOT CO MPEeKyMEpHA TeJIeCHA Te)KUHA
Kaj Jerara, Mpy MTO Tpeda Aa ce BKIYYH U
MOHHUTOPHHT M €BallyallHja 3a Jla Ce OCHTypa
JeKa  HAloOpUTe  HAa  MEIUYMHUTE  ja
MMOCTUTHYBAAT IUIAaHUpPAHATa e MeauyMuTe
BO CBOjaTa COJpXXHHA, UCTO Taka, Tpeba na
BKJIyYaT Ipaliama MOBP3aHU CO MPEKyMepHaTa
TeJleCHAa TEXHWHA W JIaBalbe HA IO3UTHBHH
MIPUMEPH.

6. Yaorara Ha yYMJIMIITATA BO
cIpeyyBamkeTo HA MPeKyMepHAaTa TeJleCHa
TeKUHA M 1e0eJIMHA Kaj IeaTa BO
Peny0inka Makenonnja

MortuBanujara 1a ce ApxKH JUeTa WK J1a ce
oue GU3NIKM aKTUBEH MTOBEKE CE MOBP3YBa CO
y0aBHOT U3 U J0OPOTO 4yCTBO, OTKOJIKY CO
M30€THYBambE Ha pU3UIIU O] OOJIECTH Ha CPIIETO
U KpBHHUTE canoBu. [lopagu Toa motpebeH e
MHOT'Y TOYYCTBUTCJICH U MMOCYIITHUIICH IIPUCTAIT
BO MPOMEHATa Ha YOBEUKOTO OJIHECYBame, Ia
Taka ¥ Toa MOBP3aHO CO 3/IPaBjeToO.

6.1. IlIpomoyuja na npasunna ucxpana 6o
yuunuwmama

[IpomonnjaTa Ha TIpaBUIIHATA UCXpaHA MeEry
YUCHHUIIUTE TMPHUIOHECYBAa 3a TIpajJemhe Ha
mogoOpa armocepa BO yUMIMINTATA U
CO3/1aBam-€ Ha KJIMMa 32 BOBETyBarh€ Ha 3/IPaBU

27 Bynmuockw, JI. (2009). [Uctpaxysame] Cxomje:
neuata u MeauymuTe. KoMyHuKanuu.

obpornu BO YUUJIMIITATA. [Toxpaj
KOTHUTUBHHUTE 3HACHa, YUYCHUIUTE Pa3BUBaaT
NO3UTHBHA CIIMKAa 3a 31paBjero u cebe,
pa3BHBAAT CIIOCOOHOCT HAa KPEATHBHO MHUCIICHHE
U UCTPaXKyBambe, CIOCOOHOCT 32 KOMYHHKAIIH]ja
U ajanranuja, 9yCcTBO 3a THMCKa M WHAWBU-
nyanHa pa0oTa, CTEKHyBaaT caMojoBepOa u
BEIITHHU 3a peIlaBambe Ha MpodiemMute. AKO
Jieriata oJ1 Majii ce HaydaT KakBa € pa3jhKara
Mery MpXKEeHHTe KpO(QHU M 3EICHYYKOT BO
TMIOTJIE]] HA HUBHOTO 3/IpaBje U aKO HaydaT KaKo
ce MOArOTBYBa 3]paBaTa XpaHa, Kora Ke
OCHOBaaT ceMejcTBa Ke 3HaaT MmTo € Jo0pa
XpaHa 3a CEMEjCTBOTO M Ke 3HaaT Kako Ja ja
HOJIrOTBAT.

Bo yuwmnmmrara Tpeba ma ce BoBexe
elyKalja W 3a HACTaBHUIIUTE/-TIearo3nuTe/-
NIEpCOHAJIOT BO YYMJIMIITATA 32 BOBEyBabe Ha
HOBH COJIPKMHM U HOBU METOAM 3a paboTa co
JenaTa W TPOMOBHpamke Ha IpaBHIHATA
ucxpana. Exykanujara Ha yyenuure Tpeda na
ja cmpoBeayBa HYTPUIIMOHHUCT, a BO 00yKaTa Ha
MIPOCBETHUTE PaOOTHUIIM Tpeda /1a ce BKIIYUH U
JeKap CIELUjaliCT M0 COIMjajHa MEAWIIHA.
[Toxpaj enykanujara, BO yuuaumirara Tpeda na
ce o00e30equ cure oOOpoIM M YKHUHKH,
CepBUpAHM WM MPOJABaHH BO YUWIIUINTATA M
MecTaTa Kajie ce 3TpYIKEHH Jena Jia OuaaT BO
pPaMKHUTE Ha TPETMOPAKUTE MM TPABHUTE aKTH
BP3aHU CO MCXpaHaTa Ha THE TOMYJIAIHH.

http://komunikacii.net/12/17/deca-mediumi/
(ITpucraneno Ha 28.05.2018).
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Cauka 1. PaboTniiHuna 3a 3qpaBa MCXpaHa
Kaj 1enara Bo y4uJIMIITe

6.2. IIpomouuja na puzuuxkama
AKMUGHOCM 60 YUUIUWMAma

JIBuxkemero W (¢PuU3NYKaTa aKTUBHOCT 3a
Jenara W aJ0JIECHCHTUTE C€ HCKIYYUTEITHO
BaXHU, OWJIEJKM UCTO Taka TMO3UTHBHO
nenyBaar Ha (U3WYKOTO 3apaBje W Ha
(bOopMHUPAKLETO U MOJIETUPAKHETO HA OCOOMHUTE
Ha nuyHocTa. Criope ucTpaxkyBamaTa cTapara
u3peka ,,BO 3ApaBO TeIO 31ApaB ayxX" e
JOKa)XKaHO TOYHA WITO C€ OJHecyBa JI0
¢usnukara gopma Ha nemnara. Mmeno, Jlopa
Uanok-Xejman, o  YHHUBEP3UTETOT HaA
WNnunouc, 3aeqHo cO Tpyna aMEepUKaHCKU
UCTpa)KyBauu HaNpaBUje HCTPAXKyBambe, BO
KOE ce KOpHCTeNe armapaTh 3a CKeHHpame Ha
MO30KOT, KOH ja UCTpaKyBaJie BpCKaTa MmoMery

TEJIOTO W TICUXHWYKaTa KoHawmnuja Ha 9-10-
roguIIHUTe Jena. Bo cryaujata Ouie
3a0eseKaHy 3HAYUTEITHN Pa3JIuKH BO MOKTa Ha
Oenmara marepHuja BO MO30KOT, KOja MOBP3yBa
pa3sUYHA PETMOHM Ha MO30KOT, IIOMery
nenara ko oune GU3NIKu aKTUBHU, BO OJTHOC
Ha Jemara Kow Owie (QU3NIKA HEaKTHBHHU.
[IpeTxonHUTE HCTpaKyBama MOKaxKale IeKa
JieraTa co MOBUCOKM HHMBOA Ha 00pa Gpu3uiKa
MOJTOTBEHOCT MMaJie MOTroJeMH KOJUYMHU Ha
Oema Marepuja BO Mo3ouHUTe obmactu. Cute
OBHE pErMoHW WrpaaT BakHA yjora 3a
BHHUMaHUETO W MeMopujarta. OTTyka, ce YHHHU
neka ¢pusznukara opMa MOKe J1a UMa KOpUCEH
edexT Bp3 Oemara CyIcTaHIHja BO TEKOT Ha
[ETHOT JKUBOT.
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Ciauka 2. DU3HYKU AKTUBHOCTH HA AeLaTa
BO YYWJIHIIHA BO3PacT

Bo cure ertamm Ha npeTydyujiviiHa H

VAUJTUIITHA BO3pacT, OpPTaHU3UPAHOTO
BeXOame M CHOPTCKUTE aKTUBHOCTH TO
CTHUMYJIUpaaT MPUPOJHHOT TEK Ha Pa3BOj Ha
JeTeT0 U ja  OCHIypyBaaT  HeroBaTa
CTaOMITHOCT, XapMOHHja, BHUCOKO HHBO Ha
YUUITUIIIHA CIOCOOHOCT U 3/IpaBje.

bopbaTta mpoTHB mTpekymMepHaTa TeJecHa
TeXHHa ¥ 0aBeHeTO cO (PU3MUKH aKTUBHOCTHU
Ce HEKOMW O]l KIIYYHHTE TEMHU Ha KO padorar
cTpyunute nuna on CBerckara 3/paBCTBEHA
opramm3anja (C30) BO I1ENMHOT  CBET.
HenocraTokoT Ha Qu3nyKa aKTUBHOCT € TOJIeM
npo6iiemM, He camo Bo PemmyOnnka MakeoHuja,
TyKy BO cuTe 3emju mmpyMm cBeror. Co
Pa3BOjOT HA TEXHOJIOTH]aTa, Jerara ce’ MmoBeKke
KOpHCTAaT MOOUITHU TenedOHH U JIANTOINH, a TO
3aHeMapyBaaT 0aBEHmETO CO CIOpT. TOKMYy
nmopagu Toa, Tpeba Ma ce YTBpAU BO Koja
Hacoka Tpeba Ja ce JemyBa BO MpoMOITijaTa Ha
¢u3nuKaTa akTUBHOCT Kaj Jierara.

Bo yuunumrata Oum Tpebamo mga ce Hajue
pelieHre 3a MpoOJIeMOT CO HEAOCTaTOK Ha
(hu3MYKa aKTUBHOCT Kaj JieraTa, HO M Ha4uH Ja

28 Davidov-Kesar, D. (2016). Fizi¢ka aktivnost u borbi
protiv gojaznosti kod dece. TlonuTuxka.
http://www.politika.rs/sr/clanak/365410/Fizicka-

ce MPOMOBHUPA M BKIIyUYH aKTUBHHUOT >KUBOT BO
CEeKOjAHeBHATA pyTHHA. VICTO Taka, HEOIIXOIHO
e co jeuara jga palorarT KBaJu(pUKyBaHU
CTPYYHH JIMIIa 3a HacTaBa 10 (U3HYKO
BOCIIUTYBal€ YIITE OJ HajMaia BO3pacT.
[Tpumep, Bo Jlancka, Tipes ABE TOAWUHH, OwIe
cupoBefieHH  pedopMH BO  YUMIUIIHHOT
CUCTEM, KOH TIOJIpa30upaaT CEKoe AeTe KOE O
BO OCHOBHO YUWJIHIITE Aa 6une 45 MUHYTH BO
nemkeme.? Ilenra Ha THe pedopMH € coO
¢dusznukaTta aKTUBHOCT, BO KOMOMHaIHja CO
eAyKalujara, J1a ce MPOMEHAT HABUKHUTE Kaj
nenata. [loTTukHyBameTo Ha Jemara u
TUHEJEpPUTE Ja OWJaT aKTUBHU O]l paHa
BO3pacT UM IoMara paHo Ja co3aaaar aoopu
HABUKKM W Jia TH pa3BUBaaT TOTPeOHUTE
CIIOCOOHOCTH 3a Ja TpoAOoJDKaT na Owjar
aKTHBHH BO TEKOT Ha IIECIHOT JKUBOT.

3AKJIYUYOK

KomOunanmjata Ha TOpOMOBHpAKETO Ha
3/paBaTa UCXpaHa U (QU3MYKaTa aKTUBHOCT U
HUBHAaTa TPUMEHAa € Hajao0poTO MOXKHO

aktivnost-u-borbi-protiv-gojaznosti-kod-dece
(Ipucraneno Ha 5 Maj 2018).
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pemieHre u A0O0MTHA KOMOMHAIMja 3a Hama-
JyBamke Ha MPEeKyMepHaTa TeJIECHA TeXHHA W
neGenvHa Kaj Jenara IIHPYyM CBETOT U BO
Peny6iinka Maxkenonwuja. Jlenara, Tpeba aa ce
enyuupaar ¥ HHPOPMHUPAAT OKOJIy 3HAYCHETO
Ha TMpaBWJIHATA MCXPaHA M PEJOBHA (QHU3UUKA
akTuBHOCT. He Tpeba na um ce 3abpanyBa 11a ja
KOpHUCTAaT  MOJepHAaTa  TEXHOJIOTHja, HO
noTpeOHO € J1a ce BOCIIOCTAaBH OallaHC.

Bo Penybnmuka Makenonnja Tpeba ga ce
npaBaT HAIOPH Ja C€ U3rPaJiaT JIUYHOCTU KOH
ja WMaaT TpPEJHOCTa Ha TIO3HABAkE U
KOPHCTEHE Ha TEXHOJIOTHjaTa, HO I'o 3aJipKae
Y YyBCTBOTO M CITOCOOHOCTA 3a peaieH JKUBOT.
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NEUROMARKETING AND
TRADITIONAL MARKETING:
DIFFERENCES AND ADVANTAGES

Abstract

Marketing is in constant change and
refinement. This is influenced by many factors,
and the most important is the effort to make
advertising more efficient. The latest method
and technique is neuromarketing, which slowly
replaces classic methods of market research
and consumer behavior. Neuromarketing and
the youngest method and technique for
researching ways of making consumer
decisions and dispositions of consumer
behavior. It uses modern techniques to
visualize brain activity at the time of an
external stimulus.

The basis of the differences and the
advantage of neuromarketing over classical
marketing is in the focus of research attention:
while classical marketing mainly addresses the
conscious part of the personality (rational
dispositions), neuromarketing seeks to
recognize the subconscious part of the
personality of the consumer, in which there are
very powerful dispositions of his behavior. The

classic way of market research (in-depth
interviews, surveys, focus groups, stakehol-
ders, etc.) do not provide reliable data used in
marketing mix, as respondents often do not
give honest answers, but socially desirable or
anticipated. In  neuromarketing methods
(functional magnetic resonance, electroence-
phalography, etc.), brain reactions are
investigated directly at cognitive, affective and
conative levels due to some external irritation
(image, sound, taste, smell). This provides
much more valid results for predicting
consumer behavior. All this makes this method
more advanced than traditional marketing
methods and therefore has a better future.
Neuromarketing is currently one of the most
studied marketing disciplines. Numerous
neuromarketing agencies in the world have
been established, as well as scientific institutes
dealing with the research of brain physiology.

Key words: conventional marketing,
modern marketing methods, brain scanning,
functional magnetic resonance,

electroencephalography
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NEUROMARKETING I KLASICNI
MARKETING:
RAZLIKE | PREDNOSTI

Abstrakt

Marketing je u neprestanim promenama i
usavrSavanjima. Na to uti¢u brojni faktori, a
najvazniji je nastojanje da se advertajzing ucini
efikasnim. Najnovija metoda 1 tehnika je
neuromarketing, koja polako zamenjuje
klasi¢ne metode istrazivanje trziSta i ponasanje
potroSaca. Neuromarketing i najmlada metoda
i tehnika istrazivanja nacdina donoSenja
potrosackih odluka i dispozicija potroSackog
ponasanja. Ona koristi savremene tehnike
vizuelizacije aktivnosti mozga u trenutku
nekog spoljnjeg stimulansa.

Osnova razlika i prednost neuromarketinga
nad klasiénim marketingom je u fokusu
istrazivacke paZnje: dok se klasi¢ni marketing
uglavnom obraca svesnom delu li¢nosti
(racionalnim dispozicijama), neuromarketing
nastoji da spozna 1 podsvesni deo li€nosti
potroSaca u kojoj se i nalaze veoma mocne
dispozicije njegovog ponaSanja. Klasi¢ni nacin
istrazivanja trZiSta (produbljeni intervjui,
ankete, fokus grupe, stejkholderi i sl.) ne daju
pouzdane podatke koji se koriste u planiranju
marketing miksa, jer ispitanici Cesto ne daju
iskrene odgovore, ve¢ drustveno poZeljne ili
ocekivane. Kod neuromarketin§kih metoda
(funkcionalna magnetna rezonanca,
elektroencefalografija i sl.) se neposredno

2 Dejvid Makenzi Ogilvi (David Mackenzie Ogilvy;
1911 — 1999) je britanski struénjak za marketing.

ispituje reakcija mozga na kognitivnom,
afektivnom i konativnom nivou usled nekog
spoljnjeg nadrazaja (slika, zvuk, ukus, miris).
To omogucava mnogo validnije rezultate za
predvidanje ponasanja potroSaca. Sve to ovu
metodu ¢ini  naprednijom od klasi¢nih
marketinSkih metoda 1 stoga ima bolju
buduénost. Neuromarketing je trenutno jedna
od najproucavanijih marketinSki disciplina.
Osnovane su brojne neuromarketinske agencije
u svetu ali 1 naucni instituti koji se bave
istrazivanjem fiziologije mozga.

Kljuéne reéi: konvencionalni marketing,
savremene marketinske metode, skeniranje
mozga, funkcionalna magnetna rezonanca,
elektroencefalografija

Uvod

“Ljudi ne razmisljaju kako se osecaju, ne
kazu Sto misle i ne cine Sto kazu”
Dejvid Makenzi Ogilvi?®

Marketing je u permanentnim promenama
koje su izazvane brojnim faktorima. Jedan od
tth su 1 novi mediji (druStvene mreze,
interaktivni digitalni mediji i sl.), promenjene
potrene potroSaca, ali i novi fenomeni koje su
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implicirali neophodnost inoviranog
marketinskog pristupa. Jedna od takvih
fenomena je prezasi¢enost reklamnog prostora,
odnosno ndelirijum marketinskih
informacija® (pojam Zana Bodrijara) koji je
izazvao svesnu i nesvesnu reakciju recipijenata
bilo da ignorisu reklamne poruke ili postaju
ravnodusni prema njima. To se jasno ocitovalo
u pojavi simptoma reklamne rezistentnosti i
simptomu izbegavanja reklama. Da bi se ovi
simptomi prevazi§li bilo je neophodno tragati
za novim marketinskim tehnikama i metodama
koje izlaze iz okvira klasicnih metoda
istrazivanja trzista i efikasnosti reklame. U tom
smislu se neuronauka pojavila kao velika nada
za takav poduhvat. Njome je otpocela promena
dosadasnjeg marketinskog diskursa koja se
najjasnije oCitovala u primeni
neuromarketin§kih metoda i tehnika. Tome se u
najvecoj meri doprinela tehnoloSka dostignuca
i nove metode vizuelizacije aktivnosti mozga.
Poslednjih decenija je primetna i tendencija sve
veéeg  prihvatanja  neuromarketinga u
akademskim krugovima. Sta je tome
doprinelo? U stru¢noj literaturi se navode
razli¢iti uslovi. Piter Lejborn i Dejvid Luis
(Peter Laybourne and David Lewis) su izdvojili
tri osnovna. Prvi uslov je fundus znanja o
mozgu do koga je nauka dosSla poslednjih
decenija. Drugi uslov je razvoj savremene
medicinske opreme koja je u velikoj meri
olaksala i omogucila detaljnije posmatranje,
belezenje 1 analiziranje aktivnosti mozga. Treci
uslov vide u narasloj svesti marketinskih
strutnjaka o moguénostima i prednostima
primene novih znanja i tehnologija u
marketingke svrhe.*

Kao 1 sve druge naucne discipline i
neuromarketing koristi odredene tehnike 1
metode istrazivanja. U osnovi ovih tehnika je
davna$nja Zelja nau¢nika da zavire u ljudsku
lobanju i ostvare uvid u ono $to mozak radi.
Stoga je i osnovni problem neurologije bio

30 Laybourne Peter and Neuroco D. Lewis (2005).

.Neuromarketing: the Future of Comsumers Research?*,
~ADMAP* 461, London/ Washington DC, pp. 3 — 45.

vizuelizacija procesa koji se odvijaju u mozgu.
Nastojali su da nekom vrstom fotografije ili jos
bolje video snimkom prate aktivnosti mozdanih
regija dok mozak obavlja neku od brojnih
funkcija. ReSavanjem ovog problema su se
otvorile nove mogucénosti za marketing, ali su
se otvorila 1 nova pitanja odnosa klasi¢nog
marketinga i neuromarketinga. 1z ovog korpusa
pitanja smo izdvojili jedno na koje ¢emo u radu
nastojati da ponudimo odgovor. On glasi: koje
su razlike a koje prednosti neuromarketinga
nad klasi¢nih (konvencionalnih, tradicionalnih)
marketinSkih metoda?

1.Klasi¢ne metode istraZivanja u
marketingu

Neuromarketingu su prethodili razli¢iti
konvencionalni marketinski pristupi kojima se
nastojalo proniknuti u psthicke procese
potroSaca ali i u uzroke njegovog ponasanja.
Stoga se moZe rec¢i da osnovne pretpostavke za
pojavu neuromarketinga datiraju od sredine
XX veka. Tokom svoje istorije klasi¢ni
marketing e razvio brojne metode i tehnike
Kojima se sluzi u istrazivanju trzista i ponaSanja
potroSaca. Nema jedinstvenog stava oko
klasifikovanja brojnih metoda koje Kkoristi
klasiéni marketing. U struc¢noj literaturi se
najcesce srece sledeca trodelna podela:

a) Socio-psiholoska grupa metoda u koje
spadaju: posmatranje (opservacija), anketi-
ranje, dubinski intervju, stakeholder metoda
(zainteresovane strane), analiza metafore (one
pomazu da se na povr§inu pojave 1 nesvesne
emocije, ideje, misli potroSaca), analiza
percepcije (slozeni procesa u kojem potrosac
bira, organizuje i interpretira informacije sa
ciljem da stvori vlastitu sliku objekta), fokus
grupe, studija slucaja (cey study) i sl.

b) Biometrijska grupa metode (methods of
biometrics ) koja obuhvata: hormonalna analiza

lzvor:
http://www.drdavidlewis.co.uk/assets/LaybournelLewis.

pdf (12. 5. 2012).
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krvi®!, piplmetarska metoda,®? pradenje Sirenja
zenica,®® pradenje pokreta ociju  (eye
tracking)®®, analiza pokreta migi¢a o¢nih
kapaka, merenje brzine o¢nih treptaja, merenja

elektricne  provodljivosti  koze, koZno-
galvanska reakcija (engleski galvanic skin
response — GSR; ruski oazexmpuueckas

akmusnocmo koxcu — DAK ili raniji naziv
KOJICHO-2A/Ib8AHUYECKA DeaKyus - KI'P)),®
analize facijalne ekspresije, kodiranje lica
(heart rate),®® merenje pokreta misica lica
(elektromiografija), poligrafska metoda,®’
pracenje pokreta tela, prepoznavanje rukopisa
ili potpisa, dinamika hoda, dinamika mirisa,
veb aplikacija,® elektroglotografija,®
programi koji ispituju korisni¢ki dozivljaj (user
experience - UX),* sistem za globalno

31 Hormonalnom analizom krvi se utvrduje hormonalni
kvalitet krvi u odredenom psiholoSkom momentu. Na
osnovu toga je moguce ustanoviti vrstu pa i intenzitet
emocije koja u datom trenutku dominira kod ispitanika.
%2 Krajem 1960. god. su podela prva istraZivanja
piplmetrom (portable people peters - PPM). To uredajem
koji meri gledanost televizijskih emisija (i marketinskih
spotova).

3 Sedamdesetih godina XX veka su pocela i prva
merenja spontanog Sirenje zenica kao indikatora
pojatanog  interesovanja  potroSaa u  trenutku
posmatranja dizajna pakovanja proizvoda ili Stampane
reklame

34 Pradenjem kretanja o¢nih jabu¢ica se istrazuje mapa
vizuelnog pretrazivanja usmeravanje pogleda, Sta se
gleda, koliko vremena se posmatra, kad se i koliko
trepe. Time se meri aktivnost o€iju i vrSi procena
vizuelne paZnje.

% Kozno-galvanska reakcija je merenje uzbudenja
potrosaca posredstvom detekcije mikro Cestica znoja
(kozne reakcije).

3 Analiza facijalne ekspresije (facial coding analysis —
FCA) je analiza mikro emocija na licu ispitanika
izazvanih nekim marketinskim sadrzajem.

37 Poligrafska metoda utvrduje fizioloske reakcije
organizma (meri brzinu disanja, brzinu otkucaja srca,
galvansku reakciju koze, elektri¢nu provodljivost koze,
ukazuje na aktivnost Zlezda koje luce znoj i sl.). Koristi
se za utvrdivanje stanje psihofizicke uzbudenosti na
osnovu mehanizma korelacije fizioloskih reakcija i
psihofizi¢kog stanja

38 Veb aplikacije (Implicitor) mere podsvesne asocijacije
i reakcije na marketinske poruke.

pozicioniranje (global positioning system -
GPS)*, ali i piplmetar®? i sl.

c) Metode neuromapiranja (neuroscijence).

U korpus klasi¢nih marketinSkih metoda
spadaju prve dve grupe, dok metode
neuromapiranja pripadaju neuromarketingu.
Mi ¢emo viSe paznje posvetiti metodama
neuromapiranja jer su one manje poznate
skorijeg su datuma.

2. Metode neuromapiranja

Neuromarketing, ali i brojne druge nauke, u
svom istrazivanju primenjuju najsavremenije
tehnike i metode snimanja (skeniranja,
neurovizuelizacije, oslikavanje = mozdanih
aktivnosti), odnosno metode mapiranja mozga

39 Elektroglotografija je metoda otkrivanje emocija
pomocu analize glasa. rva istraZivanja osobina
odredenih akusti¢nih ekspresija su izvrS§ena osamdesetih
godina XX veka uz pomo¢ snaznijih kompjutera koji su
omogucili slozenije algoritme.

40 Programi koji ispituju korisni¢ki doZivljaj (user
experience - UX) prve impresije, dozivljaj, odnosno UX
testiranja web testovi, razvoj aplikacija i upotrebljivost
veb-sajta. NajceSce se primenjuju dva testa (programa):
Test klikabilnosti (click-through rate — CTR) su testovi
za unapredenje web iskustva i/ili prouc¢avanje ponaSanja
korisnika u online okruzenju. Formula za izracunavanje
klikabilnosti (si-ti-ara) reklamnog sadrzaja je sledeca:
CTR = broj klikova po baneru (oglasu)/ broj klikova
(utisaka) x 100 (%). Na primer: ako je reklamni blok
prikazan 10 a broj klikova 2 onda je CTR 20%. Program
za sortiranje kartica (card-sorting - CR) je softver za
dizajniranje informacione arhitekture, radnih tokova,
strukture menija ili putanje za navigaciju veb stranice.

41 Sistem za globalno pozicioniranje se koristi da bi se
utvrdila putanja kretanja i vreme zadrzavanja potroSaca
u nekom prodajnom objektu. On omogucava dobijanje
uobicajenih obrazaca pretrage proizvoda po policama i
identifikovanje stajnih tacaka (,,povoljnih mesta“), mesta
gde se potrosaci najceS¢e zadrzavaju a gde najcesce
kupuju proizvode.

42U osnovi ovih metoda su rezultati fundamentalnih
istrazivanja u fizici (interakcija energije i materije) kao i
digitalnoj kompjuterskoj tehnologiji koja je omoguéila
prikupljanje, obradu i prikazivanje velikog broja
podataka. Na osnovu toga su razvijene brojne
sofisticirane metode koje su pruzile detaljnija i preciznija
saznanja o funkcionisanju mozga koja su do skora bila
nedostupna.
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(brain mapping). One se jo§ i nazivaju:
,medicinsko slikanje®, ,,anatomski imidzing*;
,medicinski imidzing“, “haj-tek” (,,high-
tech“)*® tehnologija, ,,imidzing tehnologija® i
sl. Najces¢e se zasnivaju na tehnologiji koja
generiSe neuroloSku vizuelizaciju aktivnosti
mozdanih procesa ili protoka krvi u mozgu.
Snimanje otkriva koji deo mozga reaguje na
pojavu nekog spoljnjeg nadrazaja (proizvoda,
reklame, mirisa, ukusa, zvuka, dodira i sl.). Na
taj nacin se utvrduje intenzitet i vrsta korelacije
Culnih stimulusa (vizuelnih, auditivnih i sl.) i
adekvatne reakcije odredenih mozdanih regija.
Sve je to omogucilo anatomsku vizuelizaciju
mozga, odnosno njegovu tzv. anatomiju
preseka (cross section) ili prikazivanje
,snitova“ debljine manjih 1 od jednog
milimetra. Kombinacijom razli¢itih ravni
preseka (aksijalne, koronalne, sagitalne)
savremena  tehnologija =~ omogucava i
trodimenzionalnu sliku mozga, veliki kontrast,
jasnocu i detaljni prikaz. Ovim tehnikama se
istrazuju uzroci koji uticu na donosenje odluka
za odredeno potrosacko ponasanje (kupovinu
nekog proizvoda/usluge) i koji delovi mozga
ucestvuju u tom procesu. Na taj nacin se
preciznije utvrduju potrosacke preferencije, Ciji
se verbalni iskazi cesto ne poklapaju sa
postojecim sklonostima. Naucnici su zadivljeni
podacima koje su uspeli da dobiju ovim novim
tehnoloskim dostignu¢ima.

2.1. Klasifikacija metoda i tehnika
neuromapiranja

U svom dinami¢nom napretku neuroma-
rketing je razvio svoje ili pozajmio brojne
metode i tehnike iz drugih nauka. Vizuelno
predstavljanje  aktivnosti mozga (brain
scanning) pretpostavlja primenu brojnih

4“Haj-tek“ tehnologija (,High Technology*, “High-
Tech”) - ,visoka tehnologija“ je opSti naziv za
najsavremenije tehnologije koji se poc¢inju upotrebljavati
pocetkom 1960-tih godina. Termin se najcescée vezuje za
mikroelektroniku kao deo nau¢ne revolucije i ubrzanog
tehnoloskog razvoja. Prelaz na visoku tehnologija je
omoguco snazan privredni razvoj.

savremenih tehnika istrazivanja. Ne postoji
jedinstven stav stru¢njaka za neuromarketing o
broju tehnika i metoda neuromapiranja koje se
koriste. Saglasnost je u vefem stepenu
postignuta o prednostima koje odredene
metode imaju u marketinskoj primeni. Iznesena
su razli¢ita glediSta o ucestalosti njihovog
koriS¢enja. Tako, na primer, Daglas L. Fjugejt
(Fugate L. Douglas) smatra da se najcesce u
neuromarketinSkim  istraZivanjima  koriste
slede¢e neurovizuelizacione metode i tehnike:
magnetoencefalografija (EG),
elektroencelografija (EEG), magnetna
encelografija (MEG), pozitronska emisiona
tomografija (PET) i funkcionalna magnetna
rezonanca (fMRI). 4

U stru¢noj literaturi za praéenje i merenje
mozdanih aktivnosti se najce$¢e navode:
slede¢e metode

a) funkcionalna magnetna rezonanca;

b) magnetna rezonantna tomografija —
MRT;

c) portabilni elektroencefalogram — EEG;

d) VEEG video-elektronecefalografija;

e) pozitronska emisiona tomografija — PET;

f) kompjuterska tomografija (CT) i

g) osavremenjena verzija elektroence-
falografa i sl. Ove sloZene metode i moc¢ne
tehnike su doprinele nastanku neuromarke-
tinga. Ovde de ¢emo izdvojiti 1 ukratko
prikazati dve osnovne metode neuromarke-
tinga: a) funkcionalnu magnetnu rezonancu
(fMRI) i b) elektroencefalografiju (EEG).

2.2. Funkcionalna magnetna rezonanca
(fMRI)

Pocetkom devedesetih godina XX veka
nastupa era tzv. ,,neinvazivnih metoda‘“ koja se
karakteriSe velikim doprinosom razvoju

4 Fugate D. (2007). "Neuromarketing: a layman’s look
at neuroscience and its potential

application to marketing practice”, Journal of Consumer
Marketing, Vol. 24 Ne 7, pp. 385 — 394., lzvor:
http://www.ingentaconnect.com/content/mcb/077/2007/
00000024/00000007/art00002 (23. 6. 2012).
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anatomsko-fizioloskih saznanja o ¢oveku ali i
kvalitativnom  iskoraku u  marketingu.*®
Radikalna promena je nastupila sa uvodenjem
funkcionalne magnetne rezonance (functional
magnetic resonance imaging — fMRI). Od
1995. god. se ova tehnika veoma intenzivno
koristi 1 u marketinske svrhe. Skeniranjem
mozgova dobrovoljaca otkriva se reakcija
mozga na odredene proizvode/usluge ili
marketinske aktivnosti. U  eksperimentu
najcesce ucestvuje 10 do 30 dobrovoljaca a sam
proces skeniranja po ucesniku traje oko 3
minute.*® Kompanija koja je prva pocela da
koristi fMRI tehnologiju za analizu mozga
gledalaca trejlera novih filmova je MindSign
Neuromarketing (San Dijego, SAD). Ovom
metodom se utvrduje intenzitet i vrsta
korelacije =~ odredenih  Culnih  stimulusa
(vizuelnih, auditivnih, taktilnih, olfatornih i sl.)
i adekvatne reakcije odredenih mozdanih
regija. Dakle, ova tehnika omogucéava da se
posmatra (skenira) aktivnost mozga u datom
trenutku, ali i da se izmere i kompariraju
procesi u mozgu pojedinaca. Mnogi struc¢njaci
za marketing smatraju da je to bio odlucujuci
momenat za pojavu  neuromarketinga.*’
Slikanje funkcionalnom magnetnom
rezonancom je bezbedno i neinvazivno. Ova
metoda spada u grupu najpreciznijih i
najpouzdanijih snimanja mozga koje su
dostupne neuromarketingu. Pruza
najkompletniji uvid u fiziologiju mozga i
najve¢i broj informacija o aktivnostima
pojedinih moZdanih regija. Osnovni instrument
koji se koristi za ova istraZivanja je skener
magnetne rezonance. (Slika br. 1).

Kako to fMRI skener, uredaj za magnetnu
rezonancu ,Cita misli potrosaca“? Ova vrsta
skeniranja radi na principu utvrdivanja
razlic¢itih magnetnih osobina koje nastaju usled

45 Skeniranje je do skoro podrazumevalo i uzimanje
radioaktivnih boja $to je imalo i Stetne posledice po
ucesnike eksperimenta. To je onemogucavalo da se
skeniranje obavlja na zdravim ljudima ili da se ponavlja
na istoj osobi nekoliko puta.

4 Takva usluga se u svetu napla¢uje od 50.000 do
100.000 dolara.

razlika u nivou kiseonika u cereblarnoj krvi.
Skener fMRI meri magnetna svojstva
hemoglobina, komponente crvenih krvnih
zrnaca koja prenosi Kiseonik.

Prati se priliv krvi u odredene regione
mozga koji obavljaju specificne fizioloske
funkcije. Svaka pojacana aktivnost neke
mozdane regije implicira i povecanu potrosnju
energije 1 kiseonika, S$to se obezbeduje
povec¢anim dotokom krvi.*8

47 Aktivni delovi mozga su na displeju osvetljeniji nego
neaktivniji.

48 Skener meri koli¢inu oksigenisane krv u pojedinim
regijama mozga koja moze da bude i manja od jednog
milimetra. Odredivanje aktivne regije mozga je moguca
sa prostornom rezolucijom do najvise 2 mm.
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Slika br. 1 Savremeni uredaji za skeniranje
mozga

Skener fMRI firme Samsung

Najnovija  generacija ,,64-Multislajs

skener firme Filips

PHILIPS

Izvor: http://singularityhub.com. (14. 8. 2012).

Izvor: http://sr.wikipedia.org/sr-
Kompjuterizovana_ tomografija (14. 8. 2012).

Kada se aktivira odredena regija u mozgu
usled vrSenja nekog mentalnog procesa njoj je
neophodno vise energije za rad (kiseonik i
glukoza) da bi neuroni bili u mogucnosti da
emituj elektricne impulse. U meri u kojoj je
aktivnost odredene regije  intenzivnija,
povecava se i potros$nja energije a samim tim se
povecava 1 priliv oksigenisane krvi na tom
mestu u mozgu. Oksigenisana krv sadrzi i
elemente gvozda. Po svojoj prirodi gvozde
poseduje magnetizam koji menja magnetna
svojstva mozdanim oblastima. Ove magnetne
promene su veoma male ali se one mogu meriti
pomocu skenera koji ima snagu jacu 40.000
puta od magnetnog polja Zemlje. On je u stanju
da precizno detektuje i taéno izmeri promene u
aktivnostima mozga koje su svojevrsna
reakcija na razli¢ite spoljne stimuluse. Da bi se
vizualizovale veli¢ine promena magnetnih
svojstava odredene mozdane regije koriste se
slozeni kompjuterski programi. Oni dobijene
podatke obraduju i projektuju na ekran u formi
fotografija u boji. Na ekranu se prakti¢no vidi
viSe kiseonika (i Zeljeza) u delu mozga koji je
odgovoran za odredene mentalne aktivnosti. Na
snimku nacinjenom magnetnom rezonancom

deo mozga koji je u odredenom trenutku
aktivan, a ¢ija aktivnost je inicirana odredenim
nadraZajem, obelezen je jarko crvenom bojom
(,,u vidu crvenog plamena®). (Slika br. 2).

Slika br. 2. Prikaz aktivnih delova mozga
pomoc¢u fMRI

3.6 T-value >5

Izvor: http://tecnologiayciencia.es/neuroimagen-
v-resonancia-funcional-magnetica-fmri/(12. 5. 2016).

Praenjem pojave 1 nestanka ove
jarkocrvene boje moguce je pratiti aktiviranje
pojedinih delova mozga u realnom vremenu i
svakom trenutku. Time je omoguéena
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opservacija i najmanje promene u aktivnostima
pojedinih mozdanih podru¢ja. Sa stanovista
neuromarketinga to znaci da je moguce pratiti
(u znacajnoj meri) deSavanja u mozgu kada se
ispitaniku nudi odredeni proizvod ili usluga, ili
registrovati promene koje nastaju pod uticajem
reklamnih  spotova. Ovim se otvorila
mogucnost da se na veoma ocigledan nacin
posmatra marketinski ucinak na mentalne
procese: kakav je uticaj ostvareni na afektivnoj
komponenti li¢nosti, Sta se deSava u mozgu u
trenutku donoSenja odluke u kupovini
proizvoda ili koris¢enju usluga, koliki je taj
efekat dugotrajan 1 sl. Prate¢i reakcije
odredenih delova mozga, a poznajuéi njihove
osnovne psihicke funkcije, istrazivac¢i su u
mogucnosti (merenjem protoka Krvi i koli¢ine
kiseonika u mozgu) da odrede vrstu psihi¢kog
procesa (emocije) koja se odigrava usled
odredenog spoljnjeg stimulusa.

2.3. Elektroencefalografija (EEG)

Posebno mesto u neuromarketinSkom
istrazivanju  imaju  elektroencefalografija
(EEG), kako klasi¢na tako i kvantifikovana
kompjuterska elektroencefalografska analiza
(KEEG = frekventna analiza i topografski
prikaz rezultata).*® Elektroencefalografija je
posebna neurofizioloska metoda koja registruje
mozdanu  elektricnu  aktivnost  (svake
milisekunde u realnom vremenu) preko
elektroda koje su smestene na poglavini.®®
Elektrode se postavljaju iznad odredenih
oblasti mozga. (Slika br. 3a, 3b).%!

Slika br. 3a i 3b. Postavljanje elektroda i EEG
uredaj

peint

Izvor:
http://www.lsa.umich.edu/psych/danielweissman
lab/whatiseeg.htm (3. 4. 2015).

Izvor:
http://da.wikipedia.org/wiki/Elektroencefalog
raf (3. 4. 2015).

Ona omogucava da se ostvari uvid u kvalitet
mozdanih talasa koji prevladavaju u trenutku
nekog spoljnjeg stimulusa. Dakle, ona meri i
belezi elektriéne aktivnosti u specifiénim
regionalnim delovima mozga. Time se

% Hocott A. Huettel, Allen W. Song & Gregory McCarthy
(2004). Functional magnetic resonance imaging,
Massachusetts: Sinauer Associates.

0 Metoda elektroencefalografije (EEG) omoguéava da
se prikazu aktuelna ali i promenjena stanja mozga.

omoguc¢ava uvid u stepen povezanosti
ponasanja potroSaca sa reakcijama mozga Sto je
od neprocenjive Kkoristi za razumevanje
njegovih kognitivnih, afektivnih i konativnih
procesa. EEG signali mozdanih talasa imaju
frekvenciju u rasponu od 1 do 50Hz, dok se

51 prostorna diferencijacija EEG signala je veoma mala i
stoga se koriste kape sa 32, 64 ili 128 elektrode.

26


http://www.lsa.umich.edu/psych/danielweissmanlab/whatiseeg.htm
http://www.lsa.umich.edu/psych/danielweissmanlab/whatiseeg.htm
http://da.wikipedia.org/wiki/Elektroencefalograf
http://da.wikipedia.org/wiki/Elektroencefalograf

amplituda menja od 1 do 100pV. Mogu se
razlikovati Cetiri osnovna dominantna mozdana
talasa, Cetiri osnovna mozdana ritma koja su
karakteristi¢na po svojoj frekvenciji, amplitudi
i obliku: alfa (a), beta (), theta (0) i delta ().
Ovom istrazivaCkom metodom se mogu
objasniti psihic¢ki procesi i osec¢anja razlikom u
elektricnom naponu u neuronima od nekoliko
miliampera. Neuroni stalno izmedu sebe
razmenjuju (primaju i Salju) elektricne impulse
i formiraju tzv. elektricna polja koja se
registruju povrsinskim elektrodama. To znaci
da elektricna polja predstavljaju elektricni
potencijal odredene grupe neurona, a da EEG
pokazuje  njihovu  neprestanu  ritmicku
aktivnost. Elektroencefalografija (EEG) je
metoda za funkcionalno ispitivanje mozga
(funkcije mozdane kore)*?. Ukupno snimanje
traje oko 20 minuta.

3. Prednosti neuromarketinga nad klasi¢nim
marketingom

Koje su prednosti neuromarketinga nad kla-
si¢nim marketingom? Da li postoje mogucnosti
saradnje i nadopunjavanja? Na ova, kao i na
druga brojna pitanja, strucnjaci za marketing su
ponudili odgovore koji znac¢ajnu prednost daju
neuromarketingu. Do toga su  dosli
komparacijom rezultate dobijene istraZivanjem
dispozicija potroSackog ponaSanja klasicnim
metodama i rezultate dobijene skeniranjem
aktivnosti mozgova potrosaca.>®  Naime,
uporedivanjem rezultata istrazivanja dobijenih
konvencionalnim metodama i rezultate dobijene
magnetnom rezonancom utvrdeno je da se ta
razlika kre¢e oko 30%, odnosno da se rezultati
ovih metoda u znacajnoj meri poklapaju oko
70% slucajeva. To je sasvim 1 razumljivo:
ispitanici u odredenoj meri nisu uvek iskreni u
anketama i intervjuima — ne daju najpouzdanije
i kompletne odgovore. Motivi takvog

52 perrachione T. & Perrachione J. (2008). *Brains and
brands: Developing mutually informative research in
neuroscience and marketing”, Journal of Consumer
Behavior, Vol. 8, Ne 5, pp. 303 — 318.

postupanju su razli¢iti: od namere da ne naruse
self-koncept (predstavu, sliku koji su o sebi
izgradili), preko namere da ponude drustveno
optativne (pozeljne, socijalno proklamovane)
odgovore, nastojanja da ne iznevere ocekivanja
istrazivaca, pa do konformistickog odnosa. U
tom smislu je indikativno i saznanje da
ispitanici izjavljuju da ,mrze reklame® ali
rezultati neuromarketinskih istrazivanja
pokazuju da na njih reaguju pozitivno. Isto tako,
skeniranjem je utvrdeno da iskazuju zelju za
posedovanjem luksuznih proizvoda iako su u
anketi iskazivali negativne (puritanske) stavove
prema njima. U prilog navedene teze je i
istrazivanje koje je sprovedeno nad studentima
dobrovoljcima o preferiranju brenda patika. U
intervju je vecina njih tvrdila da ,viSe
vole*“ Adidas ali je magnetna rezonanca utvrdila
da mozak iskazuje vecu reakciju na brend
Puma. Naknadnim istrazivanjima je utvrdeno
da ipak vise cene Puma patike ali da one
»cenom  prevazilaze njihove finansijske
mogucnosti®.

Odgovori ispitanika cesto puta su pod jakim
uticajem socijalne dinamike, sujete, vec
formiranih stereotipa i predrasuda. IstraZivanja
fokus grupa pokazuju da su njihovi odgovori
determinisani i  kulturnom pripadnoscu.
Utvrdeno je da iskazani skorovi dopadanja
nekog proizvoda u razli¢itim kulturama imaju
razvicite vrednosti. Posebno se to odnosi na
kognitivni aspekt ponaSanja potroSaca. Treba
imati u vidu da je istraZzivanje emocija putem
anketa i intervjua veoma kompleksan zahvat jer
se one tesko kvantifikuju 1 verbalizuju. Shodno
tome Marija Babi¢ smatra da su ,,savremene
tehnologije koje se primenjuju u sferi
neuronauke omogucile da dodemo do podataka
0 stavovima potrosa¢a na samom izvoru
informacija: u njihovom mozgu. Poznati su
primeri da su fokus grupe okarakterisale
promotivhe  spotove kao neprihvatljive,

%3 Istraziva¢i su nastojali da utvrde i preciznost metoda
kojima su utvrdivane dispozicije potroSnog ponasanja.
Utvrdili su da postoji razlika i da se ona moze i egzaktno
iskazati.
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agresivne, uvredljive i generalno vrlo negativne,
a da se isti ti ispitanici kasnije testiraju fMRI
skenerom koji pokaze suprotan rezultat: da je
TV spot duhovit, simpatican i1 da stvara
pozitivan oseéaj kod ispitanika”.>*

Pored toga, spoznali su da svesni deo
dispozicija ima manju deterministicku ulogu u
ponasanju potroSaca od nesvesnih dispozicije.
Posebno se to odnosilo na emocije kao pretezno
iracionalni deo li¢nosti.>® Neuromarketing
omogucava da se istraze i nesvesni delovi psihe
potrosaca, odnosno on je sa kognitivnog aspekta
potroSackog ponaSanja preSao na afektivni
(emocionalni) aspekt li¢nosti.®® U tom smislu
Dejvid Pen (David Penn) smatra da za
marketing viSe nije vazno ,kako se secamo
reklame, nego kakav uticaj ima na emocionalnu
reakciju prema brendu®.®’

U pocetku je ovakva razlika rezultata
uzimana kao relevantan argument protiv
neuromarketinga. Zagovornici
neuromarketinga su ostali na stanovistu da se
ovde radi o rezultatima dva razli¢ita nivoa
istrazivanja 1 da se ne moze prednost pridavati
rezultatima koji su dobijeni verbalnim putem jer
ispitanici nisu u mogucénosti da precizno
definiSu svoje emocije u toku samog procesa
anketiranja. Dakle, neuromarketing je fokusiran
na prepoznavanje nesvesnog, a konvencionalni
marketing na  utvrdivanje  dispozicija
potrosackog ponaSanja koje imaju karakter
svesnosti.

54 Babi¢ (2013).Tajne
neuromarketing cita misli potrosaca.
Izvor: http://www.ekapija.com/news/703199/tajne-
supermarketa-neuromarketing-cita-misli-potrosaca (2. 5.
2016).

%5 Kao primer marketin§ke manipulacije strahom moze da
nam posluzi primer popularne reklame za ,,Super Bowl*
u kojem pracovek gazi dinosaurusa. Toj reklami su se svi
smejali. Ali istrazivanja funkcionalne magnetne
rezonance (fMRI) su pokazala da je pri gledanju ove
reklame aktivirana amigdala, $to znaci da su se gledaoci
iskonski bojali tog prizora, ali to u anketi nisu hteli da

Marija supermarketa:

priznaju.
% Do sredine XX veka marketing se oslanja na saznanja
kognitivne psihologije. Sa pojavom i razvojem

Brojnim uporednim analizama ova dva

metodoloska  pristupa  potvrduje da je
neuromarketing mnogo pouzdaniji nacin
razumevanja  potroSackog ponaSanja od

klasi¢nih metoda i tehnika. Uz njegovu pomo¢
mnogo preciznije i objektivnije saznajemo o
nac¢inima na koji ¢ovekova psiha reaguje na
odredeni marketinski sadrzaj ili odredeni
proizvod, ideju, uslugu. Tehnike skeniranja
postaju sve jeftinije, jednostavnije i sve
traZzenije metode istrazivanja odnosa potrosaca
prema odredenom brendu. To je
neuromarketingu omogucéilo da se uz pomoc¢
neurosnimanje otkriju proizvodi sa najveéim
Sansama za trziSni uspeh. Jedna od vodecih
firmi za marketinska istraZivanja iznosi podatak
da se u svetu 2005. godine na trzistu pojavilo
preko 156.000 novih proizvoda i da je za
klasicno istrazivanje trziSta potroSeno 12
milijardi dolara,®® a da su samo dva od deset
novih proizvoda opstala®® Da je u toku
kreiranja ovih proizvoda primenjivano i
neuroistrazivanja, a ne samo konvencionalni
metod, sigurno bi procenat neuspelih proizvoda
bio mnogo manji. Na ove ¢injenice ukazuje 1
Daglas L. Fjugejt (Douglas L. Fugate) u svom
delu ,Neuromarketing: laicki pogled na
neuronauku i njenu potencijalnu primenu u
marketinskoj praksi“ (,,Neuromarketing: a
layman’s look at neuroscience and its potential
application to marketing practice”).?® U tom
smislu i profesor psihologije i neuronauke na

psihoanaliticke teorije marketing sve veéu paznju pocinje
da obrac¢a nesvesnom delu li¢nosti.

57 Penn David (2005). Could Brain Science Be Peace
Broker in the 'Recall Wars'? Washington DC: Admap,
Issue 464, pp. 33.

%8 Izvor: http://allbusiness.com/retail-trade/food-
stores/4212057-1/html (21. 7. 2012).

59 1zvor: http://www.ixpg.com/brand-creation.html. (21.
7.2012).

60 Fugate Douglas (2007). "Neuromarketing: a layman’s
look at neuroscience and its potential

application to marketing practice”, Journal of Consumer
Marketing, Vol. 24, Issue 7, pp. 385 — 394.
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Univerzitetu Stanford (Stanford University)
Rasel Poldrak (Rassels Alan Poldsack) smatra
da neuromarketing svoju ekspanziju i Siroku
primenu ,duguju verovanju da ovakvo
neuronaucno istrazivanje ima brojne prednosti
nad klasi¢nim metodama koje se bave
istrazivanjem pona$anja potrosaca“.5! Ovo nam
govori da rezultati prikupljeni klasicnim
metodama nisu najpouzdaniji za predvidanje
potrosackog ponasanja.

Kao jedan od skolskih primera prednosti
primene neuromarketinSkih istrazivanja na
brendiranje  proizvoda u odnosu na
konvencionalne metode istrazivanja trzista,
Cesto se navodi i1 slucaj jednog od najvecih
trgovackih lanaca Gap inc. Naime, na osnovu
klasi¢nih istrazivanja je utvrdeno da bi promena
logoa nai$la na dobar prijem potroSaca, Sto se
kasnije u praksi potvrdilo kao neta¢nim.5?
Neuromarketin§kim metodama je utvrdeno da je
stari logo mnogo pozeljniji za potrosace nego
novi.

Neuromarketing preciznije fokusira potrebe,
zelje, ukuse, ciljeve, emocije i druge dispozicije
potrosackog ponasanja, $to ga ¢ini mocnim
alatom u koncipiranju proizvoda i marketinskih
poruka. Ispitanici se kod ovog metoda ne
dvoume, ne skrivaju tastinu, ne daju pozeljne
odgovore i sl.%% Dakle, neuromarketinske
metode imaju bolju heuristicku mo¢ od
klasicnog marketinga: mogu bolje da
ekstrapoliraju ponasanje potroSaca.
Neurosnimanje otkriva ¢injenice koje klasicna
istrazivanja trziSta nisu mogle da pruze.
Tradicionalno marketinSko istrazivanje, bilo da
je kvantitativno 1 kvalitativno, nema mo¢ da
dokuc¢i nesvesne slojeve liCnosti potrosaca.
Zbog toga c¢e konvencionalne marketinsSke
metode sve manje biti osnovni nacini ispitivanje

61 Russell A. Poldrack, Jeanette A. Mumford, Thomas E.
(2011). Handbook of functional MRI data analysis
(Reprinted. ed.), New York: Cambridge University Press.
pp. 225.

62 Dooley, R. (2011) "New Gap logo a Neuro failure”.
Izvor:
http://www.neurosciencemarketing.com/blog/articles/ga

p-logo.html (03. 05. 2012).

trzista. ,,Zato je istinska reakcija i ose¢anja koja
potrosaci dozivljavaju bolje potraziti u mozgu,
u pauzi od jedne nanosekunde koja istekne pre
nego $to se ona pretvori u re¢i“®*, smatra
Dragan Veselinovi¢ i tvrdi da ¢e sve manje biti
potrebe da se ,,zaustavljaju ljudi koji obilaze
prodavnice, da se kontaktiraju telefonom, da se
pozivaju na sastanke fokus grupa ili da im se
nudi da se pridruze nekoj diskusiji na Internetu

Sve ovo ukazuje da neuromarketing ima
brojne prednosti nad klasicnim marketinSkim
metodama.

Zakljucéak

U ovom radu smo nastojali u najkra¢im
naznakama komparirati klasi¢éne marketinske
metode i neuromarketing kao trenutno jedna od
najproucavanijih  marketin§kih  disciplina.
Pokazalo se da je neuromarketing po mnogo
¢emu drugaciji od klasicnog marketinga.
Najveca razlika je u metodoloSkom pristupu
istrazivanja ponasanja potroSaca i istrazivanja
trziSta. Neuromarketing unosi novi kvalitet u
nacinu reklamiranja proizvoda i usluga Sa njim
se uspostavlja novi nivo nadmetanje u
marketingu: klasi¢ni marketing (uticaj na razum
— plasira informacije, omogucava bolje
razumevanje proizvoda/usluga) Versus
neuromarketinga (uticaj na emocije —
asocijacije na prijatnost). Moze se re¢i da se
klasicni marketing viSe obra¢a svesnom, a
neuromarketing viSe nesvesnom delu li¢nosti
potrosaca. Klasi¢ni neuromarketing insistira na
racionalnim dispozicijama (misljenja, stavovi,
verovanja, ubedenja 1 sl.), dok neuromarketing
smatra da je u vecini slucajeva presudna bila
afektivna dimenzija potrosackog ponaSanja.
Klasi¢no istrazivanje ne daje pouzdane podatke

83 Marketing istraziva¢i su utvrdili da postoji razlika
izmedu reakcije mozga potrosaca i njegovog verbalnog
odgovora na pitanje: Da li vam se svida ovaj proizvod?
Zbog kognitivne pristrasnosti nisu uvek dobijali pravi
odgovor.

8 Veselinovi¢ Dragan (2011). Neuromarketing?,
Beograd: New moment new ideas company, str. 40.
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koji se mogu koristiti za validno zakljucivanje
jer ispitanici ¢esto ne govore iskreno (istinito) u
intervjuima i u anketama.

Dakle, svaka komparacija klasi¢nog 1
neuromarketin§kog  pristupa  potrosackom
ponasanju daje prednost ovom drugom. Ali je za
pretpostaviti da ¢e se u buduée praviti
,;marketinski kokteli“ od ova dva marketinSka
pristupa: kreativni spoj emocije i informacije.
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Abstract

Modern society largely depends on efficient
functioning of legal state and rule of law which
reflects in quality, efficient, timely and lawful
opposition to various kinds and forms of
endangering of safety in general, i.e. international or
regional safety, and safety of each individual state.
Similar situation is in the Republika Srpska as well.
However, amongst these challenges for national,
regional and global safety, i.e. forms and aspect of
endangering of safety in general or in some of its
segments, special attention is paid to those
endangering nuclear safety. Therefore, effective
mechanisms of legal, organized, systematic,
comprehensive and multi-sectoral measures, means
and procedures for preventing and combating
various forms and aspects of violation or
endangering of nuclear safety, through radionuclear
waste and waste fuel, are established at the
international (universal and regional) level, as well
as in the new criminal legislation of the Republika
Srpska from 2017. This protection is especially
provided through criminal legislation norms. The
criminal legal aspects of the prevention and fighting
against crimes endangering environment with
radioactive, nuclear waste in the legislation of the
Republika Srpska from 2017, are discussed in this
Paper.
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SREDINE OD
RADIOAKTIVNOG OTPADA U REPUBLICI
SRPSKOJ

Apstrakt

Savremeno drustvo u velikoj mjeri zavisi od
efikasnog funkcionisanja pravne drzave i vladavine
prava Sto se ogleda u kvalitethom, efikasnom,
blagovremenom i zakonitom suprotstavljanju
razliitim oblicima 1 vidovima ugrozavanja
bezbjednosti uopste, odnosno medunarodne ili
regionalne bezbjednosti, te bezbjednosti svake
pojedine drzave. Sli¢na je situacija i u Republici
Srpskoj. Medu ovih izazovima po nacionalnu,
regionalnu, pa i globalnu bezbjednost, odnosno
oblicima i vidovima ugrozavanja bezbjednosti
uopste ili pojedinih njenih segmenata, posebno se
izdvajaju oni koji ugrozavaju nuklearnu sigurnost.
Stoga se na medunarodnom (univerzalnom i
regionalnom) nivou, kao i u novom krivi¢cnom
zakonodavstvu Republike Srpske iz 2017. godine
uspostavlja efikasni sistem pravnih, organizovanih,
sistematskih, sveobuhvatnih i multisektorskih
mjera, sredstava i postupaka za sprjeCavanje i
suzbijanje razli¢itih oblika i vidova povrede ili
ugrozavanja nuklearne sigurnosti putem
radionuklearnog otpada i istroSenog goriva. Ta se
zaStita narocito obezbjeduje putem normi kriviénog
zakonodavstva. O krivicnopravnim aspektima
sprje¢avanja i suzbijanja djela kojima se ugrozava
zivotna sredina radioaktivnim, nuklearnim otpadom
u zakonodavstvu Republike Srpske iz 2017. godine
govori se u ovom radu.

Kljuéne rijedi: nuklearna sigurnost, medunarodni
standardi, zivotna sredina, radioaktivni otpad,

kriviéna djela, krivi¢na sankcija.
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Uvod

Osnovu sveobuhvatnog 1 kompleksnog
sistema mJera, sredstava i postupaka koje
preduzimaju nadlezni drzavni organi, ali i
organi medunarodne zajednice na
suprostavljanju razli¢itim oblicima i vidovima
povrede, naruSavanja ili ugrozavanja nuklearne
sigurnosti predstavljaju medunarodni standardi
utvrdeni u Zajednickoj konvenciji o sigurnosti
upravljanja istroSenim gorivom i o sigurnosti
upravljanja radioaktivnim otpadom (Zajednicka
konvencija), koja je usvojena 5. septembra
1997. godine u BeCu. Naime, pojedine drzave
ugovornice su Svjkesne znacaja, koji za
medunarodnu zajednicu ima obezbjedivanje
sigurne, dobro pravno uredene i zivotnoj sredini
prilagodene upotrebe nuklearne energije
potvrdile potrebu da se visok nivo nuklearne
sigurnosti Sirom svijeta i dalje unapreduje, pri
¢emu je za nuklearnu sigurnost odgovorna
svaka pojedina drzava koja ima nadleznost nad
nuklearnim postrojenjem (Jovasevié, 2011: 67-
71).

Upravo stoga u cilju unaprjedenja delotvorne
nuklearne sigurnosne kulture drzave postaju
svjesne da akcidenti na nuklearnom postrojenju
u jednoj drzavi mogu prouzrokovati
prekograni¢ne uticaje, a na osnovu Konvencije
o fizickoj zastiti nuklearnog materijala iz
1979.godine, Konvencije 0 ranom
obavestavanju o nuklearnim nesre¢ama iz 1986.
godine i Konvencije o pomo¢i u slucaju
nuklearnih nesreca ili radioloske opasnosti iz
1986.godine, potvrduju vaznost medunarodne
saradnje za jacanje nuklearne sigurnosti kroz
postojeCe  bilateralne 1 multilateralne
mehanizme (Petrovié¢, Jovasevi¢, 2010: 56-61).
Tako, Becka konvencija namece pojedinim
drzavama potpisnicama obavezu primene
osnovnih nacela koja se odnose na sigurnost
nuklearnih postrojenja, viSe nego Sto obuhvata
primjenu detaljnih sigurnosnih standarda, kao i
da postoje medunarodne sigurnosne smjernice
koje se povremeno dopunjuju  radi
osavremenjavanja nacina za postizanje visokog

nivoa sigurnosti (Pavisi¢, 2006: 167-173). Na
taj nacin se utvrduje potreba da se, bez

odlaganja, otpocne sa pripremama
medunarodne konvencije o sigurnosti u oblasti
upravljanja  radioaktivnim otpadom, ¢im

postupak za razvoj sigurnosnih nacela za
upravljanje otpadom koji je u toku bude imao
Siroku medunarodnu saglasnost, imajuci pri
tome u vidu dalji stru¢no-tehnicki rad na
sigurnosti drugih dijelova nuklearnog gorivnog
ciklusa, kao i to da bi taj rad mogao vremenom
da olaksa razvoj postojecih i pripremu buducih
medunarodnih instrumenata (Jovasevic,
Ikanovi¢, 2016: 71-73).

1. Medunarodni standardi o postupanju sa
radioaktivnim otpadom

Zajednicka  konvencija  je  usvojena
1997.godine u Be¢u budu¢i da su drzave
potpisnice prepoznale da rad nuklearnih
reaktora stvara istroSeno gorivo i radioaktivni
otpad, kao i da druge primjene nuklearnih
tehnologija takode stvaraju radioaktivni otpad,
te da ciljevi nuklearne sigurnosti vaze 1 za
upravljanje istroSenim gorivom i za upravljanje
radioaktivnim otpadom (Degan, Pavisi¢, 2005:
213-217). Na taj nacin je medunarodna
zajednica potvrdila znacaj koji planiranje 1
sprovodenje valjanih postupaka ima za
sigurnost upravljanja istroSenim gorivom 1
radioaktivnim otpadom, uz  obavezu
obaveStavanja javnosti o svim pitanjima koja se
ti€u sigurnosti upravljanja istroSenim gorivom i
radioaktivnim otpadom ¢ime se na specifiCan
na¢in  promovise djelotvorna  nuklearna
sigurnosna kultura Sirom svijeta (Pavisic,
Bubalovi¢, 2013: 92-99). U osnovi donosenja
ove konvencije se nalaze: a) Konvencija o
nuklearnoj sigurnosti (1994), b) Konvencija o
ranom obavjestavanju o nuklearnim nesreCama
(1986), c) Konvencija o pomoc¢i u slucaju
nuklearnih nesreca ili radioloske opasnosti
(1986), d) Konvencija o fizickoj zastiti
nuklearnog materijala (1980) i e) Konvencija o
sprjecavanju zagadivanja mora izbacivanjem
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otpada i1 drugih materijala, sa izmjenama i
dopunama (1994).

Zajednicka konvencija je donijeta uzimajuci
u obzir principe sadrzane u meduagencijskom
dokumentu pod nazivom ,Medunarodni
osnovni sigurnosni standardi za =zaStitu od
jonizuju¢ih zradenja 1 za sigurnost izvora
zracenja” (1996.), u Sigurnosnim nacelima
Medunarodne agencija za atomsku energiju
(MAAE)® pod naslovom ,,Principi upravljanja
radioaktivnim otpadom” (1995), kao i u
postoje¢im medunarodnim standardima koji se
odnose na sigurnost transporta radioaktivnih
materijala. Kori$c¢eno je i poglavlje 22 Dnevnog
reda 21. konferencije Ujedinjenih nacija o
Zivotnoj sredini i razvoju iz Rio de Zaneira, iz
1992. godine, koje potvrduje veliki znacaj
sigurnog 1 po Zivotnu sredinu ispravnog
upravljanja radioaktivnim otpadom, uzimajuci
takode u obzir i medunarodne standarde
usvojene u Bazelskoj konvenciji o kontroli
prekograni¢nog kretanja opasnih otpada i
njihovog odlaganja (1989.). Na taj nacin, u
pogledu  uspostavljanja  jedinstvenih i
univerzalnih medunarodnih standarda u oblasti
zastite zivotne sredine, uspostavljena su velika
ocekivanja

Zajedni¢ka konvencija posebno istiCe
sledece ciljeve njenog usvajanja kao Sto su: 1)
da se Sirom svijeta postigne i odrzi visok nivo
sigurnosti upravljanja istroSenim gorivom i
radioaktivnim otpadom, kroz unaprjedenje
nacionalnin mjera i medunarodne saradnje,
ukljucujuci, tamo gde je to primjereno, tehni¢ku
saradnju vezanu za sigurnost, 2) da se
obezbijedi da za vrijeme svih faza upravljanja
istroSenim gorivom 1 radioaktivnim otpadom
postoji djelotvorna odbrana od potencijalnih
opasnosti tako da pojedinci, drustvo 1 zivotna
sredina budu, sada i u buducnosti, zasti¢eni od
Stetnih posljedica jonizujucih zradenja na takav
nacin da potrebe i teznje sadaSnje generacije

% Ova agencija je osnovala posebnu grupu
stru¢njaka, nazvanu INSAG (International Safety
Advisory Group). Ta je grupa ve¢ 1988. godine izradila
dokument pod nazivom Osnovna sigurnosna nacela za

budu zadovoljene bez ugrozavanja moguénosti
buducih generacija da zadovolje svoje potrebe i
teznje i 3) da se sprijeCe akcidenti sa
radijacionim posljedicama i da se ublaze
posljedice, ako do njih dode, u toku bilo koje
faze upravljanja istroSenim gorivom ili
radioaktivnim otpadom.

Ova konvencija se primjenjuje na sigurnost
upravljanja istroSenim gorivom iz civilnih
nuklearnih reaktora (¢lan 3). IstroSeno gorivo
koje se drzi u objektima za preradu. kao dio
postupka prerade, ne potpada pod djelokrug ove
konvencije, osim ako ugovorna strana ne
proglasi preradu kao deo upravljanja istroSenim
gorivom. Medutim, ona se odnosi i na sigurnost
upravljanja radioaktivnim otpadom koji nastaje
pri civilnim namjenama. Konvencija se ne
primjenjuje na otpad koji sadrzi samo prirodno
nastale radioaktivne materijale, a koji ne potice
od nuklearnog gorivnog ciklusa, osim ako on
predstavlja iskori§¢eni zatvoreni izvor ili ga
ugovorna strana, za potrebe ove konvencije,
deklarise kao radioaktivni otpad.

Takode, §to je njen nedostak, ova konvencija
se ne primjenjuje na: a) sigurnost upravljanja
istroSenim gorivom ili radioaktivnim otpadom u
sklopu vojnih ili odbrambenih programa, osim
ako ga ugovorna strana deklariSe za potrebe ove
konvencije kao istroSeno gorivo ili radioaktivni
otpad 1 b) sigurnost upravljanja istroSenim
gorivom i radioaktivnim otpadom iz vojnih ili
odbrambenih programa ukoliko i samo onda
kada se takvi materijali trajno prevedu u civilne
programe 1 njima iskljucivo rukovodi u sklopu
civilnih programa.

Drzave potpisnice ove konvencije su
obavezne da preduzimaju odgovarajuce korake
kako bi obezbijedile da pojedinci, drustvo i
zivotna sredina budu adekvatno zaSti¢eni od
radijacionih rizika u svim fazama upravljanja
istroSenim gorivom da bi se: 1) obezbijedile da
se kritinost 1 uklanjanje zaostale toplote,

nuklearne elektrane (Basic Safety Principles for Nuclear
Power Plants), u kojem su sazeta (uz medunarodnu
saglasnost) dogovorena nacela.
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generisane pri upravljanju istroSenim gorivom,
rjeSavaju na odgovarajuci nacin, 2) obezbijedile
da stvaranje radioaktivnog otpada povezanog sa
upravljanjem istroSenim gorivom bude na
izvodljivom minimumu, u skladu sa usvojenom
politikom gorivnog ciklusa, 3) uzela u obzir
meduzavisnosti razli¢itih mjera za upravljanje
istro$enim gorivom, 4) obezbijedile djelotvornu
zaStitu pojedinaca, drustva i Zivotne sredine,
primjenjujuéi  na  nacionalnom  nivou
odgovarajuc¢e metode zastite odobrene od strane
regulatornog tijela u okviru svog nacionalnog
zakonodavstva koje je u skladu sa medunarodno
priznatim Kriterijumima i standardima, 5) uzele
u obzir bioloske, hemijske i druge opasnosti
koje mogu biti povezane sa upravljanjem
istroSenim gorivom, 6) nastojalo da izbjegne
aktivnosti koje bi mogle da na buduce
generacije imaju razumno predvidive uticaje
vecée od onih dozvoljenih za sadasnju generaciju
i 7) tezilo da izbjegne nametanje neprimjerenih
tereta za buduce generacije.

U tom cilju sve drzave su duzne da
preduzimaju  odgovaraju¢e  korake za
preispitivanje sigurnosti svakog objekta za
upravljanje istrosenim gorivom koji postoji u
vrijeme kada Konvencija stupi na snagu za tu
ugovornu stranu i da obezbijedi da se, ukoliko
je to potrebno, izvrSe sva razumno izvodljiva
poboljsanja kako bi se unaprijedila sigurnost
takvog objekta, odnosno da obezbijede da su
uspostavljene i da se sprovode procedure za
predlozeni objekat za upravljanje istroSenim
gorivom, kako bi se: 1) ocijenili svi relevantni
faktori u vezi sa lokacijom koji mogu da uticu
na sigurnost takvog objekta za vrijeme
njegovog radnog vijeka, 2) ocijenio vjerovatni
uticaj takvog postrojenja na  sigurnost
pojedinaca, drustva 1 Zivotne sredine, 3) podaci
0 sigurnosti takvog objekta stavili na uvid
javnosti i 4) konsultovale ugovorne strane u
blizini takvog objekta u onoj mjeri u kojoj mogu
biti pogodene od takvog objekta, i na njihov im
se zahtjev, obezbijedili osnovni podaci koji se
odnose na objekat i1 tako im se omogucilo da

procijene verovatni sigurnosni uticaj objekta na
njihovu teritoriju.

Tako su pojedine drzave odgovorne da
obezbijede da: a) projekat i izgradnja objekta za
upravljanje istroSenim gorivom obezbjeduju
odgovaraju¢e mjere za ograni¢avanje mogucih
radijacionih uticaja na pojedince, drustvo i
zivotnu sredinu, ukljucujuci one koji nastaju od
emisije pri normalnom rezimu rada ili emisije u
slu¢aju vanrednog dogadaja, b) u fazi
projektovanja budu uzeti u obzir idejni projekti
i, po potrebi, tehnicke mjere za dekomisiju
objekta za upravljanje istroSenim gorivom i C)
tehnologije koje se koriste pri projektovanju i
izgradnji objekta za upravljanje istroSenim
gorivom budu zasnovane na iskustvu, testiranju
I analizama.

Kako bi se ostvarili ovi zadaci drzave vrSe
procjenu sigurnosti pojedinih objekata. Ova
procjena treba da obezbijedi da se: 1) prije
izgradnje objekta za upravljanje istroSenim
gorivom, izvrsi sistematska analiza sigurnosti i
procjena uticaja na zivotnu sredinu Kkoje
odgovaraju  opasnostima  koje  objekat
predstavlja tokom svog radnog vijeka i 2) prije
nego Sto objekat za upravljanje istroSenim
gorivom pocne sa radom, pripreme azurirane 1
detaljnije verzije analize sigurnosti i procjene
uticaja na zivotnu sredinu, kada se to ocijeni kao
potrebno.

Takode je potrebno da se obezbijedi rad ovih
objekta na siguran nacin §to se moze posti¢i na
sljedec¢e nacine: a) da se licenca za rad objekta
za upravljanje istroSenim gorivom zasniva na
odgovaraju¢im procjenama i da je uslovljena
izradom programa za pusStanje u rad kojim se
potvrduje da je objekat, takav kako je izgraden,
u skladu sa projektom i sigurnosnim zahtjevima,
b) da operativna ograni¢enja 1 uslovi koji
proizilaze iz testiranja, operativnog iskustva i
procjena budu definisani i prema potrebi
revidirani, ¢) da se rad, odrzavanje, nadzor,
inspekcija i testiranje objekta za upravljanje
istroSenim gorivom vrse u skladu sa utvrdenim
procedurama, d) da inzenjerska i tehnicka
podrska u svim oblastima vezanim za sigurnost
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bude dostupna tokom C¢itavog radnog vijeka
objekta za upravljanje istroSenim gorivom, €) da
dogadaji od =znacaja za sigurnost budu
blagovremeno prijavljeni regulatornom tijelu od
strane nosioca licence, f) da programi za
prikupljanje 1 analizu  odgovarajuceg
operativnog iskustva budu uspostavljeni i da se
postupa prema rezultatima, gdje je to potrebno i
e) da planovi za dekomisiju objekta za
upravljanje  istroSenim  gorivom  budu
pripremljeni i, po potrebi, azurirani, na bazi
podataka dobijenih tokom radnog vijeka tog
objekta, kao i da budu preispitani od strane
regulatornog tijela.

Ova  konvencija  uspostavlja  sistem
obezbjedenja sigurnosti upravljanja
radioaktivnim otpadom kako bi pojedinci,
drustvo i zivotna sredina adekvatno bili
zaSti¢eni od radijacionih i drugih opasnosti. U
tom cilju su drZzave obavezne da preduzimaju
sljede¢e mjere kako bi: a) obezbijedile da se
kriticnost 1 odvodenje zaostale toplote nastale
tokom upravljanja radioaktivnim otpadom
rjeSavaju na odgovarajuéi nacin, b) obezbijedile
da stvaranje radioaktivnog otpada bude na
izvodljivom minimumu, c) uzele u obzir
meduzavisnosti razli¢itih mjera za upravljanje
radioaktivnim  otpadom, d) obezbijedile
djelotvornu zastitu pojedinaca, drustva i zivotne
sredine, primjenjuju¢i na nacionalnom nivou
odgovarajuce metode zastite odobrene od strane
regulatornog tijela u okviru svog nacionalnog
zakonodavstva koje je u skladu sa medunarodno
priznatim Kriterijumima i standardima, e) uzele
u obzir bioloske, hemijske i druge opasnosti
koje mogu biti povezane sa upravljanjem
radioaktivnim otpadom, f) nastojale da se
izbjegnu aktivnosti koje bi mogle da na buduce
generacije imaju razumno predvidive uticaje
veée od onih dozvoljenih za sadasnju generaciju
i g) teZe da se izbjegne nametanje neprimjerenih
tereta za buduce generacije.

Ove medunarodne standarde je prihvatila i
Bosna i Hercegovina. Na osnovu toga je

8 Sluzbeni glasnik Republike Srpske* broj
64/17.

Republika Srpska u julu 2017. godine prilikom
donosenja Krivi¢nog zakonika® (KZ) u grupi
krivi¢nih djela protiv Zivotne sredine predvidela
nekoliko kriviénih djela koja imaju za cilj za
obezbijede pojaanu krivicnopravnu zastitu
zivotne sredine od radioaktivnog otpada i
istroSenog goriva.

2. Pojam i karakteristike zaStite Zivotne
sredine u
krivi¢cnom pravu republike srpske

1.1. Zivotna sredina kao objekt zastite

KZ u glavi XXIX pod nazivom ,,Krivi¢na
djela protiv zivotne sredine* predvida ekoloSka
krivicna djela (Jovasevi¢, Mitrovi¢, Ikanovic,
2018: 663-676). Objekt zastite ovih kriviénih
djela jeste zivotna sredina. To je skup prirodnih
i stvorenih  vrijednosti  ¢iji  kompleksni
medusobni odnosi ¢ine okruzenje, odnosno
prostor i uslove za zivot ljudi. Tako odredena
zivotna sredina se uvijek odreduje svojim
kvalitetom. Kvalitet zivotne sredine je stanje
zivotne sredine koji se iskazuje fizickim,
hemijskim, bioloSkim, estetskim 1 drugim
indikatorima.

U okviru ovako shvacene Zivotne sredine
razlikuju se: prirodne vrijednosti, zasticena
prirodna dobra, javno prirodno dobro,
geodiverzitet (geoloska raznovrsnost),
biodiverzitet (bioloska raznovrsnost) i sl. Kao
objekt zastite ovih krivi¢nih djela moze se javiti
Zivotna sredina u cijelosti ili pojedini njeni
vidovi, segmenti kao $to su: voda, vazduh,
zemljiSte, flora 1 fauna koji su sadrzani u
litosferi, pedosferi, hidrosferi, atmosferi,
biosferi i tehnosferi. Ovako shvacene zasti¢ene
vrijednosti predstavljaju predmet regulative
domaceg zakonodavstva, ali 1 propisa
medunarodnogog karaktera (Jovasevi¢, 2009:
161-179).

Brojni zakonski i podzakonski propisi
ureduju oblast Zivotne sredine. Skup tih propisa
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¢ini ekolosko pravo ili pravo uredenja i zastite
zivotne sredine. Svi domaci propisi suu skladu
sa nizom medunarodnih propisa iz ove oblasti.
U okviru medunarodnih propisa razlikuju se
dvije vrste. To su: a) propisi univerzalnog
karaktera - donijeti u okviru i pod okriljem
Organizacije Ujedinjenih nacija i njenih
organa®” i b) propisi regionalnog karaktera -
donijeti od strane regionalnih organizacija kao
Sto su: Savjet Evrope, Evropska unija i sl.
(Jovasevic, 2009a: 125-141). Pored toga, brojne
medunarodne organizacije se bave razli¢itim
pitanjima iz oblasti zaStite, unaprjedenja i
ocuvanja zivotne sredine kao Sto su: Komisija
UN za odrzivi razvoj, Program UN za zivotnu
sredinu, Program UN za razvoj, Svjetska
meteoroloska organizacija i dr. (Jovasevic,
2005: 13-63).

Zivotna sredina (u cijelosti ili njeni
segmenti) se §titi od svih oblika zagadenja koje
predstavlja unosSenje zagadujuc¢ih materija ili
energije u zivotnu sredinu izazvano ljudskim
djelatnostima ili prirodnim procesima, koje ima
ili moze da ima Stetne posljedice na kvalitet
zivotne sredine 1 zdravlje ljudi. Od pojma
zagadenja razlikuje se pojam degradacije
zivotne sredine (Jovasevic, 2010: 257-286). To
je proces narusavanja kvaliteta zivotne sredine
koji nastaje prirodnom ili ljudskom aktivno$éu
ili je posljedica nepreduzimanja mjera radi
otklanjanja uzroka naruSavanja kvaliteta ili Stete
po zivotnu sredinu, prirodne ili radom stvorene
vrijednosti.

Inace, u pravnoj teoriji ima i takvih shvatanja
koja objekt zastite ovih kriviénih djela odreduju
kao pravo na zdravu Zivotnu sredinu
(Jovasevi¢, 2010a: 275-297) kao jedno od
osnovnih, prirodnih, univerzalnih ljudskih

67 Medu univerzalnim medunarodnopravnim

aktima posebno se izdvajaju: Okvirna konvencija UN o
promjeni klime, Protokol iz Kjota uz Okvirnu konvenciju
o promjeni klime, Konvencija o bioloskoj raznovrsnosti,
Medunarodna konvencija o zastiti ptica, Bazelska
konvencija o kontroli prekograni¢nog prelaza opasnih
otpada i njihovom odlaganju, Konvencija o sprje¢avanju
zagadenja mora otpacima i opasnim materijama,
Konvencija o fizickoj zastiti od nuklearnih materija,

prava. Na posredan nacin, kao objekt zastite
ovih krivi¢nih d,ela se javlja i zdravlje ljudi, i to
zdravlje individualno neodredenog broja ljudi.
Zdravlje predstavlja psihofizi¢ko stanje ¢ov,eka
kod koga postoji harmoni¢na funkcija svih
organa 1 procesa koji ga Cine sposobnim za
normalan Zzivot, rad i drustvenu produktivnost.
Tehnicko-tehnoloski razvoj 1 uopste
civilizacijski napredak, uz industrijalizaciju i
upotrebu ogromnih, razli¢itih i Cesto opasnih
izvora energije, sirovina i opasnih uredaja
dovodi do ugrozavanja Zivota i zdravlja svih
ljudi koji se nadu na odredenom prostoru,
odnosno u zoni dejstva ekspanzivne ekoloSke
opasnosti (Simovi¢, 1988: 19-28).

Ova krivicna djela su najc¢eS¢e odredena
blanketnom dispozicijom. To znaci da njihovu
radnju izvrSenja predstavlja svaka djelatnost
¢injenja ili necinjenja kojom se odstupa od
ekoloskih propisa, kojima se, dakle, krSe propisi
iz oblasti ekoloskog (kao posebne grane
upravnog) prava. To znai da je =za
upotpunjavanje sadrzine i obiljezja bica ovih
kriviénih djela potrebno izvrSiti analizu drugih
vankriviénopravnih propisa kako bi se saznalo
koja su ponasanja dopustena, a koja su
zabranjena.

1.2.Ekoloski delikti - pojam i vrste

Od krivicnih djela protiv Zivotne sredine
treba razlikovati ekoloSke delikte ili ekolosku
delinkvenciju (Jovasevi¢, 2017: 267-271). Pod
ovim se pojmom podrazumijeva sveukupnost
ljudskih ponasanja kojima se povreduju ili
ugrozavaju drustvene vrijednosti koje odreduju
uslove za ocuvanje, unaprjedenje 1 zaStitu
zivotne 1 radne sredine covjeka. Ovako

Montrealski sporazum o supstancijama koje oste¢uju
ozonski omota¢, Becka konvencija o zastiti 0zonskog
omotaca itd. Medu regionalnim medunarodnopravnim
aktima spadaju dvije konvencije Savjeta Evrope, i to:
Konvencija o gradanskoj odgovornosti za $tete nastale
usljed aktivnosti koje su opashe za Zzivotnu sredinu iz
1993. godine i Konvencija o zastiti zivotne sredine putem
kriviénog prava iz 1998. godine
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shvac¢ena ekoloSka delinkvencija je samo dio
ukupne delinkvencije sa kojom se drustvo -
drzava suofava u odredenom vremenskom
periodu.

U okviru ekoloskih delikata razlikuju se: a)
ekoloska krivicna djela i b) ekoloski prekrsaji
(Joldzi¢, Jovasevi¢, 2011: 89-96).

U okviru ekoloskih krivi¢nih djela razlikuju
Se.

a) prava ili Cista ekoloska krivicna djela
(ekoloska krivicna dela u uzem smislu) -
krivi¢na djela koja su sistematizovana u KZ, u
grupi krivi¢nih djela protiv Zivotne sredine i

b) neprava ili relativnha ekoloska krivicna
djela (ekoloska krivicna djela u Sirem smislu) -
krivicna djela koja su predvidena u drugim
grupama kriviénih djela u okviru KZ ili u
sporednom, dopunskom ili pomoc¢nom
krivicnom zakonodavstvu. Ona su na posredan
nacin upravljena protiv zivotne sredine, ali se uz
ovu vrijednost kao pretezan, primaran ili
prevalentan objekt zaStite javljaju druge
drustvene vrijednosti prema ¢ijem znacaju su
upravo ova djela i sistematizovana u druge
grupe krivi¢nih djela kao $to su npr. djela protiv
zdravlja ljudi, djela protiv opSte sigurnosti ljudi
ili imovine i dr.

3.Elementi ekoloskih krivi¢nih djela

Posljedica ekoloskih krivi¢nih djela iz ove
glave je dvojako odredena kao: a) ugrozavanje
zivotne sredine 1 b) ugroZavanje zdravlja ljudi.

Ta opasnost je kod nekih krivicnih dela
apstraktna, a kod drugih djela konkretna.
Konkretna, neposredna, bliska, stvarna
opasnost je opasnhost koja je stvarno,
neposredno nastupila za zivot, tjelesni integritet
1 zdravlje drugog lica, odnosno za Zivotnu
sredinu. To znaci da je moguénost povrede ovih
dobara bila izvjesna, ali ipak nije nastupila u
konkretnom sluc¢aju. Ova opasnost je elemenat
bi¢a krivicnog djela i mora biti dokazana u
krivicnom postupku u konkretnom slucaju.

Apstraktna ili opSta opasnost je opasnost
koja je mogla da nastupi po zastiCeno dobro

usljed preduzete radnje izvrSenja, ali nije
nastupila u konkretnom slucaju.
Preduzimanjem radnje izvrSenja smatra se da je
posljedica u vidu apstraktne opasnosti po
zaSticeno dobro i nastupila. Ona nije elemenat
bica krivi¢cnog djela, pa se ne mora dokazivati
njeno nastupanje. Za postojanje djela sa
apstraktnom opasnoscu dovoljno je
preduzimanje radnje izvrSenja, jer se smatra da
je time i prouzrokovana apstraktna opasnost.

Neka krivicna djela iz ove glave imaju
posljedicu u vidu povrede zasticenog dobra:
zagadenje zivotne sredine u cijelosti ili njenih
pojedinih dijelova - vazduha, vode ili zemljista,
uniStenje  zivotinjskog ili biljnog svijeta,
uginuée veceg broja zivotinja ili riba, uginuce
zivotinja ili druga znatna Steta.

Vecéi broj ovih krivi¢nih djela moze da izvrsi
svako lice, a samo kod nekih od njih kao
uCinilac moze da se javi odredeno lice -
sluzbeno ili odgovorno lice. U pogledu krivice,
ova se djela mogu izvrSiti sa umisljajem ili iz
nehata.

4. Zagadivanje Zivotne sredine

Prvo ekolosko krivicno djelo u vezi sa
radioaktivnim otpadom i istro$enim gorivom u
Republici Srpskoj je propisano u ¢lanu 370 KZ
pod nazivom ,Zagadivanje zivotne sredine*
(Jovasevi¢, Ikanovi¢, 2012: 325-330).

Ovo se krivi¢no djelo sastoji u zagadivanju
vazduha, zemljista ili vode u vecoj mjeri ili na
Sirem prostoru suprotno propisima o zastiti,
o¢uvanju 1 unaprjedenju Zzivotne sredine
(Pordevi¢, Dordevic, 2016: 183-184).
Zagadenjem Zivotne sredine smatra Se unoSenje
zagaduju¢ih materija ili energije u Zivotnu
sredinu izazvano ljudskom djelatnoséu ili
prirodnim procesima koje ima ili moze da ima
Stetne posljedice na kvalitet zivotne sredine i
zdravlje ljudi (Pavisi¢, Grozdani¢, Vei¢, 2007: 590-
596).

Objekt zastite je Zivotna sredina (vazduh,
zemljiste ili voda) koja okruzuje covjeka
(Jovasevi¢, Mitrovi¢, Ikanovi¢, 2017: 313-320).
Pod zastitom ¢ovjekove sredine podrazumijeva
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se ocuvanje prirode i njenih elemenata: vode,
vazduha 1 zemljista, flore 1 faune od trovanja,
zagadivanja ili uni$tavanja (Petrovi¢, Jovasevié,
2005: 213-215). U pravnoj teoriji se¢ mogu naci
shvatanja prema kojima se kao objekt zastite
ovog djela javlja pravo covjeka na zdravu
zivotnu sredinu  koje predstavlja jedno od
osnovnih ljudskih prava.

Radnja izvrSenja je odredena posljedi¢cnom
dispozicijom (Petrovi¢, Jovasevi¢, Ferhatovic,
2016: 395-403). To je svaka djelatnost ¢injenja
ili propustanja koja je podobna da dovede do
prouzrokovanja posljedice djela - zagadenja
vazduha, zemljiSta ili vode. Ona se moze
preduzeti razli¢itim djelatnostima: ispustanjem
otrovnih ili zaguSljivih gasova u veéim
koli¢inama u atmosferu, ispustanjem otrovnih,
zagadenih, otpadnih voda ili drugih Skodljivih
materija u vodu, vodotok, jezero ili na zemljiste
(Jovasevi¢, Ikanovi¢, 2102: 223-225).

Za postojanje djela je potrebno da se radnja
izvrSenja preduzima (Vuckovi¢, Vuckovié,
2010: 289-301): a) na odredeni nacin - suprotno
propisima o zaStiti, oCuvanju i unaprjedenju
zivotne sredine, dakle, protivpravno i b) tako da
je prouzrokovao zagadenje vazduha, zemljista
ili vode u vecoj mjeri ili na Sirem prostoru. To
ukazuje da se ovdje radi o tezoj posljedici u vidu
povrede (Babi¢, Markovi¢, 2007: 345-346). Sve
do nastupanja ovih povreda, radnja ucinioca se
ne smatra krivicnim djelom, ve¢ ekoloSkim
prekrSajem. Kada je zagadenje nastupilo u
,vecoj meri“ ili na ,Sirem prostoru®
predstavlja fakti¢ko pitanje koje sud rjesava u
konkretnom slucaju.

Izvrsilac djela moze da bude svako lice, a u
pogledu krivice mogu¢ je umisljaj 1 nehat.

Za umisljajno izvrSenje djela je propisana
kazna zatvora od Sest mjeseci do tri godine, a za
nehatno djelo kazna zatvora do dvije godine.

Tezi oblik djela postoji ako je usljed
preduzete radnje izvrSenja doslo do: a) povrede
u vidu uniStenja ili znatnog oStec¢enja Sumskih
ili drugih biljnih zajednica i njihovih staniSta na
Sirem prostoru 1 b) zagadenja Zivotne sredine u

toj mjeri da je ugrozeno zdravlje ljudi ili
zivotinja (Petrovi¢, Jovasevi¢, 2005: 236-241).

Ovdje se radi o djelu kvalifikovanom tezom
posljedicom koja mora biti rezultat nehata
ucinioca. Teze posljedice moraju biti u uzro¢no-
posljedi¢noj vezi sa preduzetom radnjom
izvrSenja osnovnog djela. Ako je osnovno djelo
izvrSeno sa umiSljajem, za teze djelo je
propisana kazna zatvora od jedne do pet godina,
a kada je osnovno djelo izvrSeno iz nehata, tada
je za teze djelo propisana kazna zatvora od Sest
mjeseci do tri godine.

5. Zagadivanje Zivotne sredine otpadnim
materijama

Drugo krivicno djelo koje u Republici
Srpskoj §titi  Zivotnu sredinu 1 nuklearnu
sigurnost je predvideno u ¢lanu 371 KZ pod
nazivom ,Zagadivanje Zivotne  sredine
otpadnim materijama®. Ovo djelo se sastoji u
preradi, odlaganju, odbacivanju, sakupljanju,
skladiStenju, uvozu, izvozu ili prevozu suprotno
propisima otpada, nuklearnog materijala, druge
radioaktivne supstance ili opasne materije ili u
posredovanju u preduzimanju navedenih radnji
ili u postupanju na nacin koji moze trajnije ili u
znatnoj mjeri ugroziti kvalitet vazduha,
zemljisSta, vode ili Sume ili koje moze ugroziti
biljke ili zivotinje u znatnoj mjeri ili na Sirem
podrudju ili koje moze ugroziti zivot ili zdravlje
ljudi (Jovasevi¢, 2011a: 389-391).

Objekt zastite je Zivotna sredina, a objekt
napada je viSestruko odreden kao: a) otpad, b)
nuklearni materijal, c) druge radioaktivne
supstance i d) opashe materije.

Radnja izvrSenja je viSestruko alternativno
odredena kao: a) prerada - prepravka,
prepravljanje  predmeta, b) odlaganje -
odvozenje, udaljavanje sa mjesta na kome se
predmet nalazio, c) odbacivanje - ostavljanje
predmeta na nekom skrivenom mjestu, d)
sakupljanje - pribavljanje predmetana bilo koji
nacin, ¢) skladistenje - neposredna ili posredna
fakticka, drzavinska vlast, f) uvoz - unosenje
predmeta u zemlju, g) izvoz - iznoSenje
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predmeta iz zemlje, h) prevoz - prenosenje
predmeta bilo kojim prevoznim sredstvom u
suvozemnom, vodenom 1ili  vazdu$nom
saobracaju, i) posredovanju - pomaganje,
olakaSavnje da se preduzme neka od navedenih
radnji gdje pomaganje nije oblik saucCesnistva,
ve¢ samostalna radnja izvrSenja i j) postupanje
na drugi nacin - preduzimanje bilo koje
protivpravne djelatnosti (Kokolj, Jovasevic,
2011: 334-336).

Za postojanje djela je potrebno da se radnja
izvrSenja preduzima: a) na poseban nacin -
suprotno propisima S$to ukazuje na blanketni
karakter dela, b) u odnosu na poseban predmet -
otpad, nuklearni materijal, druge radioaktivne
supstance i opasne materije i ¢) tako da nastupi
posljedica u vidu ugrozavanja: 1) kvaliteta
vazduha, zemljista, vode ili Sume: trajnije (za
duze vrijeme) ili u znatnoj mjeri (u vecem
obimu), 2) biljke ili zivotinje u znatnoj mjeri ili
na Sirem podrucju i 3) zivota ili zdravlja ljudi
(Selinsek, 2007: 424-427).

Izvrsilac djela moze da bude svako lice, a u
pogledu krivice mogu¢ je umisljaj i nehat.

Za umisljajno izvrSenje djela je propisana
kazna zatvora od jedne do pet godina, a za
nehatno djelo kazna zatvora od Sest mjeseci do
tri godine.

Djelo ima dva teza oblika ispoljavanja
(Jovasevic, 2017: 278-281).

Prvi tezi oblik dela za koji je propisana kazna
zatvora od dvije do osam godina ¢ini lice koje
zloupotrebom svog sluzbenog polozaja ili
ovlas¢enja odobri suprotno propisima vrSenje
sljede¢ih  radnji: preradu, odlaganje,
odbacivanje, sakupljanje, skladiStenje, uvoz,
izvoz ili prevoz otpada, nuklearnog materijala,
druge radioaktivne supstance ili opasne materije
ili posredovanje u preduzimanju navedenih
radnji ili postupanje na drugi nafin (Mrvi¢
Petrovi¢, 2005: 287-292). Ovdje je pomaganje
u vidu omogucavanja, olakSavanja samostalna
radnja izvrSenja, a ne oblik saucesniStva koju
preduzima: a) odredeno lice i b) na odredeni
nacin - zloupotrebom sluzbenog poloZaja ili

ovlas¢enja (Pordevi¢, Dordevi¢, 2016: 182-
185).

Drugi tezi oblik djela postoji ako je usljed
preduzete radnje izvrSenja nastupila teSka
posljedica u vidu povrede: a) uniStenje
zivotinjskog ili biljnog svijeta velikih razmjera
i b) zagadenje zivotne sredine u toj mjeri da je
time stvorena opasnost za zivot ili zdravlje ljudi
(Petrovi¢, Jovasevi¢, Ferhatovi¢, 2016: 328-
331).

Za umiSljajno izvrSenje osnovnog djela sa
tezom posljedicom propisana je kazna zatvora
od dvije do deset godina, a za nehatno djelo
kazna zatvora od jedne do pet godina.

6. UnoSenje opasnih materija u republiku
srpsku

Krivi¢no delo iz ¢lana 387 KZ pod nazivom
,UnoSenje opasnih materija u Republiku
Srpsku se sastoji u unosSenju u Republiku
Srpsku radioaktivne ili druge materije ili
otpadaka koji su Stetni za zivot ili zdravlje ljudi,
i to suprotno propisima. Ovo je poslednje
ekolosko krivicno djelo kojim se u Republici
Srpskoj pruZa kriviénopravna zastita nuklearnoj
sigurnosti  (Lazarevi¢, Vuckovié, Vuckovic,
2004: 737-744).

Objekt zastite je Zivotna sredina, a objekt
napada je alternativno odreden kao: a)
radioaktivne materije, b) druge materije i c)
otpaci koji su Stetni za Zivot ili zdravlje ljudi.

Radnja izvrSenja je odredena kao unosenje u
Republiku Srpsku. To je djelatnost kojom se iz
inostranstva, neposredno ili posredno, bilo
kojim prevoznim sredstvom, unose, uvoze ili
primaju odredeni predmeti (Simi¢, TreSnjev,
2010: 187-191).

Za postojanje djela je potrebno da se radnja
izvrSenja preduzima: a) u odnosu na odredene
predmete - radioaktivne ili druge materije ili
otpatke koji su Stetni za Zivot ili zdravlje ljudi,
b) na odredenom mjestu - na teritoriji Republike
Srpske 1 ¢) na odredeni nacin - suprotno
propisima, S$to ukazuje na blanketni karakter
dela (Jovasevic, 2003: 240-242).
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Izvrsilac djela moze da bude svako lice, a u
pogledu krivice potreban je umisljaj.

Za ovo je djelo propisana kazna zatvora od
jedne do pet godina.

Tezi oblik djela za koji je propisana kazna
zatvora od dvije do osam godina postoji ako: a)
ucinilac  zloupotrebom svog polozaja ili
ovlas¢enja, b) na odredeni naCin - suprotno
propisima i ¢) preduzme radnju omogucavanja,
olakSavanja, pomaganja drugome da u
Republiku Srpsku unese radioaktivne ili druge
materije ili otpatke koji su Stetni za zivot ili
zdravlje ljudi (Jovasevi¢, Mitrovi¢, Ikanovic,
2018: 549-561). Ovde je radnja izvrSenja
odredena  kao  omogucavanje  (Kokolj,
Jovasevi¢, 2011:334-336). To je pomaganje
koje nije oblik saucesnistva, ve¢ je samostalna
radnja izvrSenja. Ona se sastoji u stvaranju
mogucénosti, uslova i pretpostavki da drugo
(fizicko 1ili pravno) lice unese na teritoriju
Republike Srpske radioaktivne ili druge
materije ili otpatke, i to na poseban nacin
zloupotrebom svog polozaja ili ovlaséenja.

Zakljucak

Usvajanjem Zajednicke konvencije utvrden
je sistem medunarodnih standarda koji se
odnose na mjere za zastitu zivotne sredine od
radioaktivnog otpada ili istroSenog goriva, bilo
da se ona nalaze u drZavi potpisnici ove
konvencije ili u njenom okruzenju (u drugoj
drzavi). Naime, pojedine drzave ugovornice su
svjesne znacaja, koji za medunarodnu zajednicu
ima obezbjedivanje sigurne, dobro pravno
uredene i Zivotnoj sredini prilagodene upotrebe
nuklearne energije - potvrdile potrebu da se
visok nivo nuklearne sigurnosti Sirom svijeta |
dalje unapreduje, pri ¢emu je za nuklearnu
sigurnost odgovorna svaka pojedina drzava koja
ima nadleznost nad nuklearnim postrojenjem.

Upravo stoga, u cilju unaprjedenja
djelotvorne nuklearne sigurnosne kulture,
drzave postaju svjesne da akcidenti na
nuklearnom postrojenju u jednoj drzavi mogu
prouzrokovati prekogranicne uticaje, a na

osnovu Konvencije o fizickoj zastiti nuklearnog
materijala iz 1979. godine, Konvencije o ranom
obavjestavanju o nuklearnim nesre¢ama iz
1986. godine i Konvencije o pomo¢i u slu¢aju
nuklearnih nesrec¢a ili radioloske opasnosti iz
1986. godine, potvrduju vaznost medunarodne
saradnje za jacanje nuklearne sigurnosti kroz
postojeCe  bilateralne 1 multilateralne
mehanizme.

U Republici Srpskoj, u sastavu Bosne i
Hercegovine, od 2017. godine, poslije usvajanja
KZ, stvoren je efikasan sistem krivicnopravne
zaStite zivotne sredine od svih oblika povrede ili
ugrozavanja  radioaktivnim  otpadom  ili
istroSenim gorivom. U tom cilju su propisana
dva krivicna djela, sa razliitim oblicima 1
vidovima ispoljavanja, razli¢itim delatnostima
¢injenja ili necinjenja, razli¢im objektima
napada (gramaticki i napadni objekat), te
razli¢itim svojstvima ucinilaca ovih djela. Za
ova krivi¢na djela KZ propisuje sistem krivi¢ne
odgovornosti (umisljaj), odnosno stroge kazne,
bilo da se radi o fizickim ili pravnim licima kao
njihovim uc¢iniocima.
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Abstrakt

Business communication in the age of
parenthesis, as John Naisbitt names period between
overlap from industrial to informatics society, has
become inevitable need. Undoubted contribution to
it was from new information and communication
technologies, first of all — the internet. Practical
implementation of communication  process,
however, is connected with some deformations that
reduce its quality. Practically, communication can’t
go as well as it is planned and with expectations of
communicator and recipient. Deviations are result of
operations of many communication barriers that
doesn’t impact process of information transfer and
receiving, and also influence on satisfaction of
communication participants. There are many factors
that make communication heavy or unsuccessful.
Some are connected with  subjects of
communication, others  with climate in

organizations, and some are about lack of
appropriate communication tools.
Authors  research  barriers in  modern

communication and suggest measures for their
overcoming.
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IIPEIIPEKE Y IIOCJIOBHOM
KOMYHUILUPAIY
Y BPEME IIEPEHTE3E

AncTrpakr

[TocioBHO KOMYHHIIMPAmke Y BpeMe IMepeHTese,
kako [lom Haj30uT Ha3mBa BpeMe mperacka u3
WHIyCTPUjCKOT Y UHPOPMATHUYKO APYIITBO OCTAIIO
je HacymHa norpeda. HecyMibuBH JONPUHOC TOME
Jane cy HOBe MH()OPMAIMOHO-KOMYHUKAIIMOHUHE
TEXHOJIOTHje, Tpe cBera HWHTEepHeT. [lpakTHuHa
UMILIEMEHTAIIH]a mporeca KOMYHHKaIIHje,
MelyTuM, ToBe3aHa je ca HeKuM JedopMarujama
KOoje cMamyjy EeH KBaguTeT. Y  IpakcH,
KOMYHHKaIlyja He ujie Oall Tako Kako je TuiaHupaHa
U YIOTIYHOCTH Ca OYEKHBambMMa KOMYHHKATOpa U
peuenujenta. Oncrymama Cy pe3ynrar JeloBamba
BUIIIC KOMYHHMKaTHBHHMX OapHjepa Koje HeMajy
yTHIaja Ha TPOLIEC IPEHOCca U MPpHjeMa U yTHIy Ha
HHMBO 33JI0BOJBCTBA YUYECHHKA y KOMYHHUKAIU]H..
[locroje pazHu ¢akTopu KOju YHHE KOMYHUKAIH]Y
TEIIKOM MM HEYCIIEHIHOM. JeJIHH Cy MOBE3aHu ca
cy0jexkTrMa KOMYHHKaluje, APYrH C€ OJHOCE Ha
KIMMy Yy caMmoj opraHusanuju, tpehu ce THUY
HeJocTaTka  oAroBapajyhnx  KOMYHHKaIMOHUX
anara.

AyTtopu uHCTpaxyjy Oapujepe y MOAEpPHOM
KOMYHHUIIUPalky W TpEeaIaxy Mepe 3a HUXOBO
HpEeBa3HIAKEIHE.

Kibyune peuu: KOMYHHMKalI1ja,IpoLec,
Oapujepe, Mepe, UMILICMEHTAIH]a.

42


mailto:vanconis@gmail.com
mailto:dboykov@ibsedu.bg

YBoa

IlocenoBame KOMYHHKALIMOHE BEIUTHHE Y
MIOCJIIOBHOM CBETY M KOMIIETEHTHO KOMYHH-
mupame yHyTap KomIaHuje omoryhaBa
IETOTBOPHHUjE YIECTBOBAE Y CBAKOM IIOCIY, a
epUKaCHO KOMYHUIMpPAIE HalpeaoBambe Yy
kapujepu.®® KomyHHKaTHBHA aKTHBHOCT 0cO0€
3aBUCH O] MHOTHX (akTopa, Tpe CBera oj
y3pacta W JAPYIITBEHOI MOJO0XKaja, ald U OJ
oOpazoBHOr HHMBOa Koju oxapehyje Bpcry
MHTpECOBama U morpede 3a oxpeheHuM TumoM
uHpopManHrja, 0K je ycHemHa KOMyHUKaluja
Moryha camMo ako Cy Tmopen TEeXHHYKUX
UCIYICHH W TICUXO-(U3WYKH M COIMjaTHO-
Kyntypau ycioBu. Mnu kako to M. Ilejunh
Kaxe: ,Jla OMm dYOBEeK MoOrao YycCHemHo [a
KOMYHHIIMpA ca APYrHM JbyAUMa, OH Tpeba na
Oyze TpHjaTeJbCKU PACIIONOKEH, J1a OJroBapa
0e3 ONTYXKHBama, Ja HUCIOJ/baBa 3auHTEPE-
COBaHOCT 3a CTaBOBE CaroBOPHHKA, /1a CMAarbH
OTIOD, J1a AOTPUHECE U3TPaIbH IIOBEPLHA U J1a
pasroBapa 0e3 OKpHBJbaBama APyre CTpaHe.
(ITejuuh, 2008:33).

Komynukanuja ce moxe neduHHCATH Kao
UMIUIEMEHTalja HH(OPMAIIMOHUX Tpolieca y
ONMIITEHY H3Mely JbyIu -  KOJIUpame,
MIPEHOLIEHE U IEKOANPahE UACATHUX MOJETIA.

VY caBpeMEHOM IMHAMUYHOM M CTPECHOM
CBETY KOMIIAaHMjE€ HEINpPECTaHO TpaKe HOBE
MIPUCTYTIE€ J1a MO00JBINAJy CBOj€ KOHKYPEHTCKE
NPEeJHOCTH Y OJHOCY Ha cBe Behe M3a30Be y
MOCJIOBHOM OKpYyXewy. KibyuHU 3Ha4aj y OBOM
Ipolecy 3ay3MMajy HEBUAJbUBE BPEIHOCTH
opraHuzaiyje - KOpIOpaTWBHA KYITypa,
OpPraHU3allOHN HJIEHTUTET, MPUIPEMIBEHOCT
KaJgpoBa, JIMJCPCKE BEIITHHE MEHAIMEHTa,

8  Vcraxusame Haunuonane acoumjanuje Konmeya H

mociomaBaia  (2000) ycranoBmino je 10 BpXyHCKHX
KapaKTepHUCTHKa KOje MOCIOAABLHM OYEKyjy O] KaHIuaara 3a
3amonubaBame. Ha MpBOM MecTy ce Hanase KOMYyHHKATHBHE
BELITHHE, Ha JPYIOM MECTY C€ HaJla3h MOTHBHCAHOCT, OJHOCHO
MHULMjaTUBHOCT KaH/AU/ATa 3a 3aM0cieme, a Ha TpeheM MecTy
ce HaJla3u BEIITHHA TUMCKOT pajia.

69 IIpBa komepumjanm3anmja UHTEpHETa 00jaBsbeHa je 1996.
ronure. [Touetak KoMepIMjai3alije Be3aH je 3a Opaynu map
13 ApHU30HE, KOjH je OTJIIACHO CBOjY aJBOKATCKy KaHIICIAPH]y.

TUMCKH paJl, MOTHUBAIlMOHM MEXaHU3MU U
MMOCEOHO MOCTIOBHE KOMYHHKAIIH]E.

[TapanenHo ca ocaBpeMEHEHOM MTOCIOBHOM
KOMYHUKAIIjOM, KOMIIaHHje Cy aKTHUBHO
YKJbYYEHE M Y EJIEKTPOHCKY KOMYHUKAIH]y.
bp3uHa ucnopyke u 4MmEHHUIA Ja j€ HUME]I
jedbrunuju ox TenedoHcKor mozuBa (MOCEOHO
Mel)yHapoaHOT) caMO Cy HEKe O MPeIHOCTH
eJIEKTPOHCKE KOMYHHUKAIIH]e.

[llupewe wuHTEpHETAa moueno je 1990.
TOJIMHE, ¥ IPBOOUTHO C€ KOPUCTHIIO KAa0 HOBU
00JIMK KOMYHHKAaIIMj€, HAPOUUTO 3aTO IITO j€
OWo JMIIEeH oOrjamaBamka W KOMepIHalu-
3au1/1j669.

WHTepHeT u3riena Kao Mpexa CBUX IyTeBa
KOJU OKpYXKYjy IUIaHETy; Mpexy yiula,
TpOTOapa, IIyTeBa, ayToIyTeBa KOjU ce
npenuBajy jeAHu y Japyre, 30or uera ce
MeTaopuiKH HazuWBa TiI00aTHa WH(pOpPMALH-
ona "ayroctpama” (superhighway). (Muneruh,
1998:123).

TenneHuvja  OpUMEHE  EJIEKTPOHCKHUX
KOMYHHKAIIMja HAPOYHUTO j& U3PaKEHa TOKOM
MOCNeAmUX TOJIMHA, Y BpEMe MapaHTe3e, Kako
[lon Haj36utr Ha3uBa BpeMe Ipenacka u3
UHAYCTPUJCKOT Yy HWH(GOPMATUYKO APYIITBO.
TexHomomke MoryhHocTH HOBHX
KOMYyHHUKaIlMja, Tpe CBera HHTEPAKTUBHOCT
IpyXkajy BeJIMKe MOTYhHOCTH, ajli U 3aXTeBajy
onpehenu "noOpOBOJBHH KOACKC MOHAMIAKkA" Y
MOJIEPHOM TIOCJIOBamy. MacoBHa IpHMEHa
WHTEpHETAa y CBUM cdepama XKMBOTa CTBapa
OpojHE IPYIITBEHO-EKOHOMCKE, TMOJIUTUYKE U
TpaBHE MMIITHKALHje .

bp3 nponiop e1eKTpOHCKUX KOMYHUKalMja U
MYJITUMEAN]CKUX TEXHOIIOTH]ja Y KUBOT JbyAU
TOKOM TOCTENbUX TOJUHA pAJUKATHO je
U3MEHHO MOJieJie TOCJIOBHE KOMYHHKALHUje.

VYenenqunu Cy NpOTECTH CKOPO YUTaBe 3ajeJHULE KOPUCHHKA
MHTEpHeTa, a 3abeliexkeHe Cy Yak U npetie cMphy. Fbuxos pa,
MehyTimM, 3Ha4ajHO je TopacTao, a KOMEpUHWjalu3anujy cy
HOYEIIH J1a KOPUCTE M IPYTH KOPUCHHIIH.

0 Wurepuer yKHJIa MOHOMNOJI HMH(OPMALMOHMX H3BOpa, a
CaMHMM THM ¥ KOHTpOJy TOKOBa HpeHoca HHpOopMaipja Kojy
OCTBAapyjy MeAMjCKe KOMIAHHMje M pa3IUuuTe JpXKaBHE,
€KOHOMCKE U MOJIUTHYKE HHCTUTYLIH]E.
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WuTepHer je caaa jenaH oJ] HajBaKHUjUX anara
MOJICPHOT TIOCIIOBama, Koju oMoryhasa rmose-
hame e(puKacHOCTH M ONTHMH3ALHjE TOCIOB-
HUX TIpOleca, Ka0 M PEKIaMUPABE W MPOMO-
nuje.

1. Bapujepe y KOMyHHKanujama

[TpakTuyna peanu3anuja nporeca
KOMYHHUKAIIMje Be3aHa je 3a HeKe AedopMalinje
KOje CMamyjy IEH KBAJIUTET. Y IMPaKCH,
KOMYHHUKaIlMja He ujae Oall riaTko Kako jeé TO
TUTAHUPAHO npemMa OUYCKUBAHIMA
KOMYHHUKaTopa u penenujeHtra. Oacrynama cy
pe3yaTar JelnoBama BUIIE KOMYHHUKATHBHHX
Oapujepa koje HeMajy e(dHUKACHOCT MpoIlieca
IpeHoca W TpujeMa W yTUYy Ha HUBO
3aJI0BOJbCTBA YUYECHHKA Y KOMYHUKAIIU]H.

,KOMyHHKaTuBHE Oapujepe NpeACTaBbajy

aficoNyTHY  WJIM  pENaTHBHY  IPENpPEKy
epUKacHOj  KOMYHUKalUjH,  CyOjeKTHBHO
UCKYCTBO  WJHM  CTBAPHO  IPHCYTHO Y

cUTyanujaMa KOMYHUKAIUje, YUju Cy pasJio3u
MOTHBAIIMOHU - ONEPATUBHU, UHIAUBHYATHU -
TICUXOJIOIIKH, COLMO - TICHXOJOMIKE TOoced-
HocTH KomyHuKkaTtopa™ (Kynunbina, 2001:
346).

Pa3no3u 300r KojuX ce jaBibajy Ipenpeke y
KOMYHHKAIFjaMa MOTY C€ MOJEIUTH Yy JBE
TpyIe: Cno/mHe U YHympauiree TperpeKe, npu
YeMy Ce CIIOJbHE TMpernpeKe OIHOCe Ha
OKpYy)K€Hhe, Ha MECTO TJe ce KOMYHHUKaIHja
O/IBMja, a yHYTpalllh¢ Ha  KOHKPETHY
KOMyHHKalMjy  u3Mmely  mommbaona U
pUMaoIa opykKe.

1.1. CnosmHe npenpeke y KOMYHUKAYUJU.

Ha cnosbHe nmpenpeke y KOMyHHUIHpPawmy ce
HE MOXE€ YTHUIIATH U MOpa C€ MPUIAroAUTH
wmuMa. Ty cragajy pasiuke y Tepueniuju u
JE3WKy, TIpempeKke Ha OCHOBY BpPEMEHCKE
yaJb€HOCTH, HEJIOCTaTaK BpeMeHa, HeI0CTaTak
uHpopmairja, Kynrypse paznuke. [lopyka kojy
nmpuMazal npuMa He Mopa OMUTH HCTa Kao H
MopyKa KOjy Tmolnusbanall masse. Pasmor tome

Cy Jlyrauuje mepueniiyfje 1 CTaBOBH KOje UMajy
YJIAHOBU KOMYHHKAIIH]CKOT nporeca.
[TocmaTpame MOpyke ca pa3sHHUX CTAaHOBHUINTA
ayTOMATCKH jO] Jaje HEKOJUKO Pa3InuuTHX
3HaYema, CTOra ako je MOIIMJbalall IO0CIao0
MOPYKY, a PEIENUjEeHT Ha TeMY T€ MOPYyKe uMma
JIpyraudje  MUIJbeHe, Moxke jgohum 1o
MOTPEIIHOT TyMadela WM Hecrmopasyma W
HACTaje MpenpeKa YCIHEeNIHOj KOMYHHKAIIH]jH.
BpemeHcka pacrojame yTHYe Ha KOMYHH-
Upamke TaKo INTO YCHOpaBa MpEeHOC HH(Op-
Marmja. YKOJIHUKO Mopyka Mopa npohu myravak
nyT jga Oyae mpoBepeHa W 0J00peHa, Kpajmba
MopyKa Koja JI0JIa3u JIO MpUMaolia Moxe OUTH
3HATHO M3MEH-EHA W 3aIlPaBo Jla U3ryOu CBOjYy
OpUTHHAIHY CBpXy. Hemocrarak BpemeHa u
uH(popMaIja Kao pe3yaTaT Jajy HEMOTIYHY H
HETpeu3Hy NOpPYyKy. YKOJIHMKO TOpyka Tpeba
na ce hopMmynuiie Ha Op3uHy, MOXE Johu 110
ucnymTama OUTHUX HWHPOpMaIyja, ald U JI0
MOTPEIIHO  OOJIMKOBaHMX W  TIpaMaTU4KU
HeTayHuX peueHuia. OBO ce OJHOCH Ha MUCaHY
KOMYHHKAIIH]y, CTOra C€ Ipe CBAaKOI Cllamka
MOpPYKEe MOpa OOpaTHTH MaKkha Ha CUHTAKCY
pedeHWnia W Ha mpaBonuc. Mcmymrame
uHpopManrja BpJO je BaKaH €JIEeMEHT U Ha
Wbera Tpeda 0OpaTUTH BEIUKY AKXy IOTOTOBO
y TIOCIOBHOM CBETY KOJ JIOHOIIEHa OUTHHUX
OJUTYKa 3a YCIIEINIHOCT YHTaBE OpTraHM3aluje.
Bemnka mnaxma Mopa ce oOpatuth  H
KyJITYpHHM pa3jirKama y cBeTy. To je Hapo4HuTo
OUTHO Yy MOCJIOBHOM CBETY, TJ€ U HajMama
CHUTHHIIA MOXE€ YTUIIATH Ha JTOHOUICHE OJITyKa,
cTora je OMTHO Jla ce 3Ha KOjU cy oOuyaju
MOCJIOBHUX MapTHepa. KyntypHe pasiuke Mory
ce TMO0jaBUTH Yy HEBepOAIHOM MOHAIIAKY
kopuctehu ambrmeme. OnHe wumajy 100po
NIO3HATO 3Hauemhe Mehy Kyarypama, alnd Mory
Y3pOKOBATH U ofipel)eHe HecriopasyMe.

1.2. Vuympawre npenpexe y komyHuxayuju.
Ha ynyTpamme npenpeke y KOMyHHUKaIHjH,
3a pasiIuKy O]l CIOJbHHMX IIpPENpeKa, MOXKE ce

yTULIATA. Y YHYTpallkhe MpenpeKke crajajy:
KOMILJIEKCHOCT TIOPYKE, JIOIIE CyIIamke, U300p
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onroeapajyher wmenuja 3a TpPEHOC TIOpYKeE,
jesunuke npenpeke. [lox jesmukum npenpexkama
noJjpa3yMeBa ce Jia MoIubajall MopyKe MOXKIa
pacrioyiaxke 60raTujuM pEYHUKOM O] IPUMAoLa
nopyke. 300r Tora mnopyka HpuUMaolly MOXe
3BYYaTH HEjaCHO, a CAMUM THM MOYXKe JOhH ¥ 70
MOTPEITHOT TyMauerma HOpYyKe 17001
Hecropasyma. Y je3uuke MperpeKke MOTy ce
CBPCTATH H JIOLIE [T03HABAHE CTPAHKX je3uKa. Y
JaHalIbe BpEME HY)KHO je Jia CBaKO y3 CBOj
MaTepH-H je3UK M03Haje joII HajMambe jeJJaH I
JIBa CTpaHa je3uKa Kako OM MOrao yCIIeUTHO Ja
KOMYHHUIIMPA U BOJAM TOCJIOBE M3BaH IpaHUIIA
CBOje JIpikaBe. Benmka maxma Mopa ce
00paTUTH U Ha KOMIUIEKCHOCT nopyke. [lopyka
Mopa OuTH jacHa, KoHIM3HA. OHA TpecTaBba
TJIABHU JIeO0 KOMYHHKAIIUje, a ako HHje T00po

bopmynucana OH/Ia YHTaB nporiec
KOMYHHIIpamka HeMa cMucia jep he uaeja kojy
W3HOCH  MOUIMJbANAI]  OWTH  MPHUMAOILy

MpUKa3aHa Ha JPyraduju HAu4uH, ¥ MOXe J0hH
10 pa3Hux HecropasyMma. Hajsehu mpoOrem je
7la ce MPaBUIIHO M3pa3u Ujeja U Jia ce MpeHece
Ha KopucHuka mnopyke. Ilpu Tom ce Mmopa
MPUMAa3UTH HAa PEYHHUK jep MHOre pedyd HMajy
pa3nuuuTa 3Hauewa. Jlomie ciaymame pe3yarar
J€ HEe3aMHTEPECOBAHOCTH, 300T Uera J10J1a3u J10
UCHyIITamka UH(popMaIHja, YUMe MopyKa ryou
CBOjy CBpXY. 300T TOTa j€ HEOMXO0IHO MAKIHUBO
CIIylIaTH TOBOpHMKa. PasymeBame ciymama je
jemaHn onx eleMeHara Koju  1MoOoJbIIaBa
KOMYHHKAIIM]y U YKJIamkha CBe Mpernpeke. AKo ce
y TOTIIYHOCTH pa3yMe NOUIMJbAOI] MOpPYKE MU
MOpPYKY IOCMaTpa Ha WCTH HAuuH, OHJAa TO
3HAYM J1a ce HHje M0jaBuja HUjeIHA CMETHA Y
KOMYHHUKaIMOoHOM Tporecy. [Ipunnkom n3bdopa
MeZrja IpBO ce MOpa OJJIYYUTH KOjOj j€ TPy
HaMelmeHa Topyka M Koje Cy HeHe
npedepennuje. Jla 1y BUIlE BOJe IHCaHE
Menuje, TeNeBU3Ujy WIH Pajuo, MUTamke je Ha
KOje ce Mopa 3HaTH OJroBop. Ako ce ogadepe
Morpemia Menyj, Mopyka HHUKaJ He MOXeE Ja

"https://www.scribd.com/doc/114890879/Prepreke-u-
komunikaciji(23.04.2018., 22.30)

CTUTHE JI0 MpHMaolla W HacTaje pyma y
KOMYHHKAIIHOHOM KaHaiy ',

[Ipenoc u npujem uHPOpMAIUja IpeCTaB-
Jbajy OCHOBY TIpolleca KOMYHHKAIlMje U CTBa-
pajy mpemyciioBe 3a pa3Boj OaHOca wu3Mehy
KOMYyHHKaTopa U npumaouna. Mmajyhu y Buny
Jla KOMyHHUKallija caMo 1o ceOu mpeacraBiba
KOMIUIEKCAaH M JeJIHMKaTaH MpoIec, Ha KOjU
yTU4y MHOTHU (aKTOPH, BPJIO JIAKO MOKe Johu
0 TOra Ja OHa TIIOCTaHe HeepHuKacHa W
HeasekBaTHa. [1o mpaBmily KoJl KOMYHUKAIHje
u3Mehy jenne ocode ca Ipyrom, Koja ce OOUYHO
ONHMCyje  Kao  jeAHAKOCTpaHH  TPOYTao
cacTaBjbeH OJ  IpHMaona, MOPYKe U
MOIIMJbAOIIA YTIIABHOM HEMa Hecropazyma WilH
JOIIer KOMYHHUIMpama (YKOJIMKO M TIOCTOjH
BepOAIHU HECTIOPa3yM MOJKE /1a C€ OH OTKJIOHHU
HeBepOaHUM cpezacTBuMa). Ha wHAMpEKTHO
IPEHOLICHE MOPYKE YTUYY MPETpeKe OpraHu-
3aIliOHe Tpupone, Oapujepe y JOMEHY came
MOpYyKe M 3aJpUIKe KOje ce OJHOCE Ha came
YYECHUKE Y KOMYHUKAIMjU (TIOCIOBHE MapT-
HEpe).

Ilpenpexe opeanuszayuone npupooe — THUY
ce HauMHa Ha Koju Je ypehen mporec
KOMYHHKAIlMje KaKo y caMoj OpraHM3aluju,
TaKoO ¥ HAaYMHAa Ha KOJU C€ KOMYHHUKaII1ja OJIBHja
ca TOCJIOBHMM mapTHepuma. Jlome ypehen
IpoIleC OMIITEHha MPEACTaBIba MOTOIHO TIIO 32
pa3BOj KOMYHHUKAI[MOHUX Oapujepa. Y Bpeme
napeHTe3e KaHaJM KOMYHHUKAIFje ca acleKTa
cllaba MEJJIOBa, Mpe3eHTallja, BbUXOB 00UM U
CIMYHO, Takohe yTuuy Ha e(QUKACHOCT
KoMyHHKanuje. IlocnoBHM mapTHepU mpeornTe-
peheHn kKonuMuMHOM HHQOpMalUja Joiaze y
CUTyallu)y Ja TeXe pas3liuKyjy OuTHE oA
HEOUTHUX TMOPYKa.

Byka ynpkoc caBpiieHCTBY HH(OpMAIIMOHO-
KOMYHHUKAIIMOHUX TEXHOJIOTHja, Takohe yTude
Ha CBE KOMIIOHEHTE Y MPOLECYy KOMYHHUKaIIH]e,
CIpevaBa MPEHOC CUTHAJA, TPaHCIATalHjy M
npujeM nopyke. byka yrude ga ce 1eo mopyke
,,A3TYOH‘ TOKOM TIPEHOCA U J1a KOJI pelieTIHjeHTa
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CTHTHE y cMmameHoM obumy. Ilym je naeo
mporeca W Huje Moryhe ma ce wuzomyje y
MOTIYHOCTH, Oyayhu 1a KOMyHUKaIMja OJ(BHja
y opeh)eHOM KOHTEKCTY y KOME ce Ipeamajy
€JIEMEHTH COLMJjATHOT U (PU3UYKOT OKPYKEHa.
Melhytum, MoXxe Ja ce yTude Ha 3Hadaj Oyke,
nomytr  yckiahuBama BpeMEHa UM MecTa
OINITEHa, TIOCTaBJhbaba IUTakha 3a I0ja-
IIBEHEe, IOHABbakba IMOpPYKe, NpykKama
JIOJaTHUX MH(OpMaIFja IPEeKo JPYyruxX KaHala
KOMYHUKAIH]e.

Ilpenpexe y oomeny came nopyke — OTHOCE
ce Ha caMmy MOPYKYy — OJ HayMHAa Kako je
dopmynHcaHa 10 Tora Kako je HpHUMJIbEHA.
Kibyuny yrory urpa je3uk, moce0HO y JJOMEHY

kopumhema THCMa, CTPYYHHX TEPMHHA,
CTpaHMX pedH ¥ u3pasa’’.
Kaza  mopyka  3By4d  HEpasyMHo,

MPETEHIIMO3HO WJIM HEIOCIEIHO, OHA M3a31uBa
IpenpeKe y ycBajamby W pazyMmeBamy. AKO
CaoNIITEHE HUje 0OPMIBEHO TaKO J1a TOMaXKe
pa3yMeBamy IO 3HaueHy, OOMYHO PELeNujeHT
ra ondaimyje Kao HEMOTPEOHO WM HEjacHO.
Uneje koje ce pa3Memyjy 3axTeBajy
KOHKPETHOCT M jacHohy, kao u 1100po
obpasnoxkeme. CTpykTypa caomlIITema ojpe-
hyje ce Ha 6a3u cBpxe komyHukanuje. Oarona-
pajyha cTpykTypa momaxke Ipe CBera paruo-
HaJgHy 00pany, MOK OOMWK U TOH ojapelyjy
€MOIIMOHAIHU TPUjeM U YKYMaH OJHOC IpeMa
TEMH U CarOBOPHHKY.

HeBepOarna KOMyHHKaluja wWrpa BaXkHY
yIOTY Y KOMYHUKAIIMOHOM TIpo1iecy. Y Ciry4ajy
KaJa je Hu3jaBa peuyMMa y CYNPOTHOCTH ca
CUTHaJIMMa Koje eMHUTYje je3UK Tena yBehasa ce
HECUTYPHOCT KOJI pelIeTIjeHTa 1 OH je CKJIOH Jia
ce BHUIIE OCJIOHM Ha BepOAHM W3pa3 H
UrHOpHIIe opyke BepOanHor uckasza. [Topyka
MpeHeTa caMo BepOATHUM KaHaJoM, OOWYHO
uMa Majiil yTHIaj, jep je JUIIeHa HEeOmXOJHOT

"2 [ocnoBHM GOHTOH HaNaske 1a Ce MMejIT IAIIE JATHHAIIOM 0e3
ob3upa ma 1M je y 3BaHWYHO] ymoTpebu hupHiIn4HO WIH
JMAaTMHUYHO NHCMO. Ta HEIOBOJGHO MNpelH3HpaHa eTHKENHja
YecTo JIOMPUHOCH HECopasyMHMa MW mpobiemMuma  y
KOMYHHUKAIMjH, MOCEOHO Y CIOBEHCKHM 3eMJbaMa MOIyT
Cp6uje, byrapcke, Makenonuje u Pycuje rue je y ymorpeou
hupnmna.

EMOLIMOHAJIHOT ~ yTHUIIaja, KOju ce Jmobuja
nokperrma Tena. [IpekoMepHa recTukysnamnuja,
mehytum, yecta mpomMeHa u3paza JHMLIA U
MoJIOXKaja KMCTO TaKO CTBapajy mpobieme y
KOMYHHKAIMjH, jep MIEKOHLEHTPUIILY peLen-
HjeHTa W HE JI03BOJbABAJY Ja C€ Pa3o0Jnuu y
TIOTITYHOCTH CaIp3Kaj KOMYHH-Kanuje .
Moryhu pasnor HemoctaTka uHMOpMaIje
Cy W TIPOIECH CeleKIHje (CBOjCTBO KOMYHH-
Katopa) ¥ (UIATpUpame (CBOJCTBO peleIH]e-
HTa), KOjU CIyTaBajy pa3MeHy HH(opMaluja.
Cernekimja came Mopyke Moxe OUTH CBECHa M
HaMepHa (JaBame camo jenia WH(opMaIuje,
npehyTKUBamke OJHOCHO HCIYINTamhe HEKUX
JienoBa yciea 3adopaBa WM npeHeOperaBama.
Penenujent, takohe Moke TPUXBATUTH WU

omdanuT UHeny WM geo  mopyke.  Jo
buntpupama Moxe Aa nohe u ycien npuMeHe
HOBUX WH(POPMAIIMOHO - KOMYHHKAI[HOHUX

TEXHOJIOTHja Y CMHUCIY J1a C€ HEHaMEPHO WIIU
HaMEpPHO ToIIaJke OpYyKa Koja HUje HaMCHheHA
MOCJIOBHO MapTHEPY WJIK U30CTaBH JICO KIbYUHE
HOpyKe.

bapujepe 6esane 3a came yuechuxe y
KOMyHUKayuju - OBa Tpyla Tpenpeka uma
U3pa3UTO TMCUXOJIOIIKY MPUPOAY U OJHOCH Ce
Ha TI0jelMHAYHE KapaKTEPUCTHKE KOMYHH-
Karopa, HHUXOBE JIMYHE KBAIUTETE, CTaBOBE,
OUEKMBaWba, MOTHBALIM]y 32 KOMYHHUKAIHU]y.
BuxoBe manudecramuje cy Beoma pa3HOBpPCKe
U TI0jaBJbY]y C€ Ha CBUM HHMBOMMa KOMYHH-
KallMOHOT Tpolleca — KOMyHUKaTUBHOT, HHTEP-
aKTHBHOT U MEPIUNITUBHOT, a UMa]y U 3HaYajaH
yTHUIIa] Ha pe3yaTare 3ajeJHHYKOr paja.
Bapujepe 3aBrce 0/1 KapaKTEepUCTHKA YIECHUKA
y KOMYHHKAIlMju TIONyT Yy3pacTa, Toja,
3aHUMama M KyIType, Kao W OJ eMoIlfja ca
KOjUMa  YUYeCTBY]y Y KOMYHHKAaTHBHOM
nporecy’ .

3 HesepbanmHa KOMYHHKAIlMja 3aBUCH M OJ KYIAType U
KOHTEKCTa y Kome ce onsuja. Ilocroju Bume ox 700.000
HeBepOalHUX 3HAKOBA KOMYHHKalMje, INTO I[0javyaBa
YHMELEHHUILY /1A CE TEXE CBECHO MOXE KOHTPOJIHCATH.

4 Kynarypa ToBOpa TMONpasyMeBa W KyITypy CIylIamba.
ITpoGiieM HacTaje KOJ MHOTHX JbY/IH, KOJH CY JIOIIHN CIYIIAOLH,
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HepazymeBame cmucia Mopyke y KOMY-
HUKAIIM]jU j€ TJIaBHU Pa3Jjior 3a MpPeKu]I mporeca
WIN BETOBO yJajbaBame oA 1ba. [lomynapHo
ce OBa KOMyHHMKaIlija Ha3uBa "TOBOP Ha pa3iu-
yuTuM jesunuma'. Mma ce y BuAOy HauuH
M3pakaBama KOJU HHUje Yy CKIIaly ca Crocoo-
HOomhy TpuMaona Ja JAeKOAMpa 3HAYCHE
nopyke. Ha oBoM mutany 3HauajaH yTHCaK UMajy
U pa3IMYUTH KYyATYpHH OOpaciy TOBOPHUKA,
IbUXOBA COIMjaJIHa KOMIIETEHIIMja U HUXO0Ba
je3udka KyiTypa.

CraBoBM W oOuekMBama mnpenoapehyjy
epukacHoct mHTepakiuje. CraB oapelhyje u
OJIHOC TpeMa KOMYHUKATHBHOj CHUTYyallUjH.
HeraTuBHe Muciu u3a3uBajy HETaTUBHA HCKYC-
TBa U JOBOJE JO HEraTHBHUX pe3yiTara y
KOMYHUKAITH]jH.

Ca acmekTta mpernpeka Be3aHUX 3a caMme
V4eCHHKE y KOMYHHKAIuju Tpedba wucrahu
HEeJ0CTaTaK MHTEPECOBAbA U JIOLTY MOTHUBAIU]Y
3a KOMyHHKanujy. Hajrexu napTHepu y Komy-
HUKAIIUjU CYy JbY/IU, KOJU HUCY 3aMHTEPECOBAHU
3a TeMy WJIM CaroBOpHHUKA, a MIIaK MOpajy Ja
YUECTBY]y Y KOMYHUKATUBHOM akTy. Dopma-
HO TIPUCYCTBO y CHTYyallHju W HE3aWHTEPECO-
BaHO Clyllake YTUYy Ha MOTUBALU]y W
aKTUBHOCTH KOMYHHKaTopa, Oyayhu pa je
KOMYHHUKAIlMja  PEUUIPOYHU  MpoLeC U
KOMYHUKAaTOPH KOMYHHIIMpajy HE caMO Ha
panMoHamTHOM Beh M Ha €MOTHMBHOM HHBOY.
He3amHTepecoBaHOCT 3a OMIITEHE 3HAYH, IPE
CBera, JMCTaHLUpame O]l Ipoleca U ciabda
pednekcuja. OHE Cy TOBE3aHE ca CTAalkEeM Ovaja
U Jjocajge, MTO O00e3CMUILba KOHTAKTE U
CMamYyje IIaHCE 33 HETOBY MOTIYHY NMPUMEHY.
Kon 6apujepa oBe BpcTe, MOpyKe ce MpeHoce
MPEeKO KOMYHUKAallMOHWX KaHayua, aih ce
IUbEBHM  KOMYHHKAllMje  NPAaKTUYHO  He

peanusyjy.

jep mpoceyaH 4oBeK Mojke na u3roBopu o 125 no 200 peun y
MHHYTH, a MOXXe J1a cXBaTH U 10 400 peunt y MUHYTH.

2. KomyHukamujcke Oapujepe y CeKTOpPY
€JIEKTPOHCKMX KOMYHHKAIMja

VYBoheweM nHPOpMaLMOHO-KOMYHHUKA-1IUO-
HUX TEXOHOJIOTHja Yy TIOCIOBHOM KOMYHH-
nupawy ['yrenOeproBa mTammapcka MalluHa
ryou Ha 3Hauewy. MHPOpMannOHO-KOMYHH-
KallMOHE TEXHOJIOTHje MpPE/CTaBbajy CET TeX-
HOJIOUIKUX ajaTa M pecypca — KOMOMHAIH]jy
xapaBepa, cohrdepa, MyJITH-MEIMja U IPYTUX
KOMITOHCHTH. HBbuxosom yImoTpeoom
3ajeJHUYKU IIPOCTOP C€ LIMPHU Ha eIeKTPOHCKH
(BUpTyanHu), 4uMMe ce omMoryhaBa KOMYHH-
Kalldja Ha BEJIMKUM pa3faJbuHamMa M yKHUJambe
mumensdje  pmsuukor mpoctopa. Crnajamem
KapakTepa KOMyHUKallje 1 MacOBHE KOMHUHY-
Kanyje no0uja Cy HOBHM KOMYHHKA-I[HOHU
CUCTEeM — UHTEpHEeT, KOjU Mema CMep
KOMYHHKAIIMje ¥ JOHOCH HU3 APYTHX IMPOMEHA
y IpYLITBY, WM Kako Kaxe Mapan MekiayH
,»CBET TI0CTaje TII00AITHO Ceo®.

Hose nndopmManmoHo-KOMyHUKAIIMOHE TEX-
HOJIOTHj€ TONYT AWTUTATHUX KaMmepa, WHTep-
HETa, Pa3IMuUTHX HporpaMa M ariM-Kauuja
MMajy BEJTUKE MMPETHOCTH Y OJTHOCY Ha MacOBHE
MeZiMje - paiio U TeJIeBU3Ujy (OHU HYJE jeTHO-
CMEpHY KOMYHHUKalMjyKoja IIMpU MOPYKY
npeMa KOPHMCHHUIIMMA) MOCe0HO Yy TMOorjeny
WHTEPAKTHBHOCTH (3aCHHMBA C€ Ha KOHIIENTY
,J€JbEHhA 3] THUYKOT TIPOCTOpa‘).

[Topen mpemHocTH HOBe HH(OPMAIMOHO-
KOMYHHKAIIMOHE TEXHOJIOTHje UMajy HECIIOpHE
IIPEHOCTH, aJIM U OTpaHUuEeHa Koja MOTy OUTH
TE€XHUYKa, ICUXOJIOIIKA 1 COLIM]jaTHA.

Texnuuxke u opeanusayuone npenpexe -
EnextpoHcku wmemuju omoryhasajy mocpe-
JOBalke y KOMYHHKAIMjH, aJd FHHXOBO
JIeIOTBOPHO KopuiiheHe 3axTeBa 100po 1M03-
HaBamkbe PA3IMINTAX KOMYHHUKAIMOHUX TEXHO-
jgoruja. Mako JOMHMHHUpPajy y IOCJIOBHO]
KOMYHHUKAIIMJ! OHM HEe MOTry 00aBJbaTH I10OCA0
yMecTo mapTHepa, 300r dera ce u He Tpeda
MPEBUIIIE OCTAKaTH Ha TEXHOJOTH]Y KOja y
HEKUM CJy4ajeBUMa BOJHM 1O yckpahema, a y
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apyrum 1o uHpopMmammjcke mnpeontepeh-
eHocTH. 1 y jeqHoM U y ApyroM ciiy4ajy TEeLKo
jé pa3iMKoBaTH KOpuUCHE O] Oe3KopHucHe
nHopMalyje, MmMTO JAOBOIUM 0 CMambemha
MPOAYKTUBHOCTH U yBehaBama cTpeca.

ITon npennocTaBkoM J1a TEXHUUKE MperpeKe
Hehe yrpo3utu KBaJUTET KOMYHHUKalWje Ha
TENEBU3UJU M TIPEKO PAUYyHCKHX CHUCTEMA,
MOIITO TOY3JAHOCT W KBAJIUTET EJIEKTPOHCKE
onpemMe y 21. BeKy [JOCTH)KE HajBHIIEC
CTaHmapjae, kao Oapujepa MOXKe Ja C€ jaBU
HECIPEMHOCT IOCJIOBHUX ITapTHEpa Ja ce cyoye
ca HOBUM TEXHOJIOTH]ja. 3aBUCHOCT OJ] TEXHHKE
j€ jeHo, a BEIUTHHE 3a INPUMEHY UCTE HEIITO
CacBHUM JPYTO.

[ITo ce Tuye OpraHU3alMOHMUX MperpeKa
noceOHy NaXkby Bajba OOpPATUTH HA TMpaBHIIA
KOja peryjuily HauuH KOMYHUIMpama. JeaHo
O] OpraHU3aIMOHNX MPaBUIIa MOKE OUTH J1a ce
LIEJIOKYITHA T[IOCJIOBHA KOMYHHUKaiuja, 300r
OCTaBJbamba Tpara OJBHja MUCAHUM ITyTeM. Y
TOM Clly4ajy CBakKO caollTemy, 0e3 o03upa
ITO Ce IIaJbe MMEJIIOM MOpa JTOOUTH CBOjYy
nucany ¢opMmy, IITO 3aXTeBa JOJATHO BpeMe.
KomyHukanujy oTexxaBa U XHjepapXHjCKU
HUBO, 300r dyera Jola3u JI0 MTHOpHCama
MOCJIOBHOT TIpaBMJIa Jla C€ Ha EJIEKTPOHCKY
MOIITY OATOBOPM IITO Mpe, a HajkacHuje 24
yaca oja noOujama. [lemaBa ce u ga Heka
MopyKa, 300 pa3HUX HUBOA PYKOBOhEma KOjU
Jenyjy Kao (QuiITep HHUKaJa HE CTUTHE [0
Kpajber npumaoria.

Icuxonowxke o6apujepe — Ilpenpeka y
KOMYHHKAIIMjU C€ Ha3WBa CYKOO CYNPOTHO
OpHJEHTHCAHMX TEHJEHIIMja y YMY MOjeUHIIa,
MelyJbyACKMX MHTepalyja Ui YUTAaBUX Tpyna
MOBE3aHUX Ca HETaTUBHUM E€MOIIMOHAIHUM
uckyctBuma. llcuxomomka  Oupujepa y
oJlHOcHMa ofpehyje HeepuKacHy UHTEPaKIHU)y
Jbynid M KOHGUMKAaTta KOju HX Ipare.
[lcuxomomkn QakTopu y HACTaHKY TaKBHUX
KoOHQuIMKaTa JIeKe Yy  HMHIUBUAYaTHUM
KapakTepucTumMa ocoba, Kao ITO  Cy
TEMIIEPAMEHT, HAYMH KOMYHULIUPAa, PA3IHKe
Yy ©MOIMOHAJIHWUM CTalkbUMa CaroBOPHHUKA.
HauuH noHamama ¥ HaYMH KOMYHHUKallUje

dbopmMupan Ha  0a3m  TeMIlepapaMeHTa,
KapakTepepa M HarjJiacka MOTy CTBOPUTHH
NICUXOJIOIIKE TpernpeKe ¢ KOMYHUKAIHjU
u3mel)y mapTHepa ca pa3IMYMTUM HAYMHOM
KOMYHUKAIIH]E.

[lcuxomomkum  mpempekama, KoOju — ce
jaBJbajy y CEKTOpY EJEKPOHCKMX KOMYHHUKa-
nuja, OaBe ce caBpeMeHn HaydyHulU. OHH
oOpahajy maxmy Ha HEraTWBHE IMOCIEIUIIC
KOHTUHYHpaHE KOMYHHUKAIMje KOjy TEJIeBH-
3MjCKa M payyHapCcKa TEXHHKA OCTaBJbajy Ha
HOpPMaJHU pa3BOj JbyJICKe Tmicuxe. Peaman
NOJIMTOH 32 Ppa3Boj JIOTUYHOT MHILBEHA,
KPEaTHBHOCTH, CIOCOOHOCTH Jla ce€ ,,MUCIH O
npobieMy, Ja HCKOPHCTH CBE Kako Ou ce
YBUEIO KOje mpobiieMe HOCH  je KOMITjyTepcKa
ompeMa, Koja je€ 3ajelHO ca TeJICBU3NY30M
OCHOBA €JICKTPOHCKE KOMYHHUKAIH]e.

VY [CUXOIIONIKO] JIUTEPATypH MOMHUILE CE U
1ojam JBOCTPYKO Be3aHuX mopyka (double bind
message). OBaj ¢eHOMEH MmojapazymeBa Ja ce
nopyke, Koje ce maky y MehycoOHOM
KOH(IIMKTY, OJHOCHO MCKJbYUY]y jelaH IpyTy.
Hpyrum peunma, oco0a Koja majbe MOPYKY je
cama ca co0oM y KOH(JIUKTY KOjU HE 3Ha KaKO
Jla paspeld, MTO KOJ TpHMaola H3a3uBa

EeMOIIMOHAIHO  y3HEMHUpPEHE U Jelyje
30ymyjyhe.
Coyujanne  bapujepe —  EnexTpoHcka

KOMYHHKaIMja je Beh KpajeM MpouuIor Beka
nocraja riao0aiHa, HAKOH 1ITO je Behem aemy
YOBEYAHCTBA INpYyKEHa NpUIMKa Jda TIieaa
TEJIEBU3H]Y U KOPHCTH PauyyHaApPCKy TEXHHKY.
CrBapeHa je MaTepujalHO-TEXHHYKEe Oa3a 3a
Tpanchopmalijy 4YOBEYAHCTBA Yy ,,TTI00ATHO
ceno’.

3a pa3nuKky oj notemkoha y KOMyHUKALU]H
KOje MOTy Iipou3ahul U3 pa3TUIUTOT COIUjATHOT
craTyca TapTHEpa KoJ  e-KOMYHHUKaIlHje
couyjanHa Oapujepa CBOJM C€ HE HAa TEXHUYKH
WM €KOHOMCKH, Beh Ha COLMjaTHO-KYITYpPHU U
MOJUTUYKY TIJIaH:

L4 yHHBCpSaﬂHO JbYJACKH jeI[I/IHCTBCHa u

jeaMHa KyinTypa je TpeTmha CI000JHOM
pa3BOjy Pa3IMIUTUX HAIIMOHAIHHUX KYJITypa
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U carflaCHO TOME€ JYXOBHO HE3aBHCHOCTH
HalMja /IpeTrnocTaBba ce, 1a Huje moryhe
00jeIMHUTH HAIIHOHATIHY KYITYpY/;

e EnekTpoHcka pasmeHa wuHQoOpMamuja —
OTPOMHA W TPHBJIAYHA cepa 3a KaluTaTHe
WHBECTUIIM]jE; KalluTaIu3aluja TeIeBU3Mje U
MIPOU3BO/IEbA pauyHapa — HEONXOJHU YCIIOB
3a ’bUXOB Pa3BOj U MOACPHHU3ALIN]Y /MacCOBHA
ayJIuTOpHja yYeCTBYje Yy KOMYHHUKAIIMOHO]
MpEeXH, alli U Tpeba He camo Ja MOIMHPHU
KaIMTAJIMCTE U BUXOBE TPOLIKOBE, Beh u 1a
JIOHece 100py 3apany/.

3. lIpucTtynu 3a npeBasujiaxme 6apujepa y
NOCJOBHOj KOMYHUKALM T

HeratuBHu  yTHIId]  KOMYHHUKALIMOHHUX
Oapujepa HE MOXE Jia ce MOTIYHO IpeBasuie
300r Ccy0jeKTUBHOCTH CaroBOPHHUKA, Al MOXKE
7a ce cMamH KOpUIIhemheM KOMYHHKAIMOHHUX
crparertja.  llo3HaBame  mpempeka y
KOMYHHUKaIMju je OWTaH INpenycioB HUXOBO
nobosbmame. [locToju BuIlle MOCTymaka of
10jeTHOCTABJbUBAHA je3uKa, yBohema
feedbacka, aktuBHOr ciymama u kKopuutheme
HeBepOaTHUX 3HAKOBA U HepopMaHUX KaHaia
10  TpUMEHe  HOBUX  HMH(pOpPMAIMOHO-
KOMYHUKAIIMOHMX  TEXHOJIOTH]Ja, KOje Cy
JEIHOCTaBHE 3a PYKOBame, a Mpy*kKajy OrpoOMHe
moryhaoctu. [IpemMa HammM HCTpaXMBambUMa
HauWH KOMYHHKaluje Tpebda  YCKIaIuTH
CUTyallUju 1 cabeceHUIIMMa, a TOTpeOHEe Mepe
3a OTKJamame MpernpeKka Be3aTH 3a MPUPOAY
camux Oapujepa. Hajoosbu HauMH 3a periaBame
TaKBUX Ipobiema je na apyru Oyae Apyraduju
M J1a Ce Pa3JIMKyje 0J1 CarOBOPHHKA.

[Ipuctynu y MOCIOBHO] KOMYHUKALUjU Y
BpeMe TapeHTe3e MOry OWTH OpraHW3allMOHH,
(GU3NYKY U KyATYPHU.

Opeanusayuonu  npucmyn —  MHore
Iperpeke y  TMOCIOBHO]  KOMYHHUKaIlUjU
MPOUCTHYY U3 OTEpaTHBHHUX BemTHHA. Pasmor
MOXXe OMTH HeJOCTaTak Npoleaype Koja
noMaxe y aepuHUCAmY M CTPYKTYpUPABY
KoMyHuKanuje. nu to Moxke OUTH pe3ynraT
MaJioT WJIM HUKAKBOT pa3yMeBama OTEepallv]e

YHyTap OpraHM3anuje Wi ca CHOJbHUM
cabecennuiuMa. bapujepe ce Mory IojaBUTH
aKo Ce He KOPHCTHU 0JIroBapajyhu KoMyHaImoHu
ajatr 3a ciname mnopyke. M30op Hajrosber
KOMYHHUKAIIMOHOT ajara 3a cjame IOpYyKe je

CYILITHHCKA KOMIIOHEHTA yCIICIIHE
KOMYHHKAIH]e.

Quszuyku npucmyn — OBe IpENpeKe ce
oqHOce Ha  (QU3MYKE  KapaKTEpUCTHKE

OKpYXema Yy KOMe ce OJIBHja MOCIOBHAa KOMY-
HUKanyje. MHOTH Jbyqu pajie y OTBOPCHHUM
KaHlleJapyjaMa, Ipu 4eMy HUCTOBPEMEHO HYJE
JIaK MPUCTYI APYTUM WIAHOBMMA TUMa KaJa ce
paau y OKBUPY Tpyme. 3a pa3panay uieja Uiu
CTpaTeruja U3UCKyje ce€ MHUPHU]jE, BUIIIC JTHYHO
OKpYXEHe ca MaJIo WK 0e3 NKaKBUX MPEKUIaA.
Kynmypnu npucmyn — Kommnanuje ca cBojuM
r7100aTHUM TPXKUIITEM U OlepalrjaMa, Mopajy
outu cBecHe mTa Kaxy. OBO je mMoceOHO BaXKHO
aKo Topyka Tpeba 1a ce mpeBeAe Ha IpYrH
jesuk. Kazma ce mociyje ca cTpaHUM MMapTHEPOM
Tpeba na ce o0e30enu TPEBOAMIIALl HCTE
HAI[MOHAJTHOCTH Kako Ou Owiw curypHH, aa he
OpUTHHAIIHA TIOPYKa OUTH MpeBeieHa.

3ak/pyuyak

3a ycrHemHy KOMYHHKAallM]y HEOXOJTHO je
VKIOHUTH CBE TIpenpeke u  OMoryhutu
HeCMeTaHu NpoTok uHpopmanuja. [locroju
Bulle Oapujepa, a HUXOB 3ajelHUYKU HMe-
HUTEJb j€ MOCIIeANIIA KAllllEemha Y MPEHOIIEHY
nopyka u JoHomemy omiyka. [Ipm ycmocra-
BJbABy IOCIOBHHUX OJHOca, 0e3 o003upa Ha
OKOJTHOCTH, BaXXHO je€ Ja C€ YYECHHUIH
MOHAIIa)y Kao MNpodecHoHanlu, TayHU WU
noy3AaHu maptHepu. HerauHocTH y pasMeHH
uHpopMalrja yTUUy Ha KBAIUTET Be3a U JaJber
pa3Boja MOCIOBHUX OJHOCA.

3a ycmeumHy KOMYHHUKaIlMjy, MOCEOHO Yy
BpeMe MOJIEPHUX UH(POPMAIHOHO-
KOMYHHUKAIIMOHUX TEXHOJOIHja, BaXXHO je Ha
CaMOM TIOYETKY YCTAaHOBUTH aJleKBaTaH OKBHP
KOMYHHMKAIIHOHUX OJIHOCA M OJPEIUTH KaHaje
3a mpeHoc mopyka. KoMyHHKamMoHH Mporiec
HUje FOTOB JIOK ce He J00Uje oBpaTHa MOPYyKa,
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Ma KakBa OHa Owja. YKOJIMKO je HeraruBHA
yKa3yje Ha HeaJeKBaTHE KOMYHHUKAIHOHE
BEIITHHE, alli je M JI0OKa3 Ja je JOUUIO J0
onpehenunx Oapujepa y MpoIIecy
KOMYHUIIMpamba U J1a C€ OHE MOPajy YKJIOHUTH.
He tpeba cMmeTHyTH ¢ ymMa 1a ce HEraTHBHHU
yTUIa] HA KOMYHUKAIIMOHE MPErpeKe He MOXKe
npeBasuhu y motmyHocTH 300T Kapakrepa
CaroBOpPHMKA, ald CE€ MOXXE€ MUHUMH3HPATH
MyTEM y3ajaMHE WHTEpaKIIHje.

3a yknamame Oapujepa y IOCIOBHO]
KOMYHHUKAIMjH HEONXOHO je YIMO3HATH CaMor
cebe, pa3jaCHUTH COICTBEHA OYCKHBamba U
oJpKaBaBaTH J00pe OoJHOCA ca MapTHEpUMa y
OIITEHHY; npeBazuhu CTEpPEOTHITHE
Hepleniyje naprHepa y KOMYHUKAMjH U
aHAJIM3MPATH TIOHAIIAKE y CBAKO] KOHKPETHO]
CUTyallju; y3ApKaBaTh ce OJ Op3ux
3aKJbydaka; (OKycHpaTH ce€ Ha KOHKPETHHU
cagpXkaj TMOpyKe M KOMYHHKalMjy, a HEe Ha
eMoIje  KOje OHa W3a3MBa; YCMEpPUTH
MakCHMaJIHy  KOHIIEHTpAalMjy Ha MpOIec
KOMYHHUKaIFje ¥ KOHTpOIy (akropa KoOju
JICKOHIIEHTPHIY; YCMEPUTH CE€ Ha aKTUBHO
CIlyIIakhe¢ W  YCIIOCTAaBUTH HHIUBUIYaTHH
IPUCTYI U GIIeKCUOMIaH CTHII KOMyHUKALUje Y
CKIaJy ca  CTapOCHUM  KOTHHUTHBHHUM
KapaKTepUCTHKaMa CarOBOPHHUKA.

[IpeBasmnaxkewme Oapujepa je uU3a30B 3a
CBaKOI' KOMYHMKAaToOpa y HaMepH Jia mo0oJbIa
CBOJY KOMYHHMKAaTHUBHY KOMIIETEHLIM]Y M Ja
IIPOMOBHIIIE MO/IeJIe HHTEpaluje ykuaajyhu ce
11a0JIOHE U CTEPEOTHIIE.
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UNIVERSITIES AS A SERVICE
FACTORY:
LESSONS FROM MARKETING

Abstract

Universities around the world serve primarily
as a vehicle through which nations invest in their
human capital (Schultz, 1962; Becker, 1975;
Heckman, 2003; Breton, 2013).  Given the
importance of human capital stock in the growth of
nations (Card and Krueger, 1992), it is not surprising
that universities have been the subject of several
studies. However, previous studies have focused
primarily on such issues as entrepreneurial
education (Clark 1998), university reform (Gumport
and Sporn 1999), university governance and
administration (Dearlove, 1998; Sergiovanni, 1999),
and faculty and staff’s perception of university
administrators (Waugh, 2002). Because the funding
model and the nature of universities have changed
drastically during the past two decades, the current
study argues that what is needed now are studies that
provide “business models” on which universities
must be administered. Moving to fill the identified
knowledge gap, this study likens a university to a
service factory (Chase and Garvin, 1989) and uses
the four linchpins (laboratory, Consultation,
Showroom and Dispatch) which undergird the
concept of a service factory together with the theory
of service dominant logic (VVargo and Lausch, 2004)
and the concept of co-production to develop a
framework for administering universities in the 21
century.

Keywords: Human Capital Development,
University administration, Service factory, Service
dominant logic, co-production

Introduction

The objective of this study is to argue for re-
conceptualization of the role of universities
given the dramatic changes that have taken
place, around the world during the last two
decades, in the field of tertiary education (see
Goedegebuure, 2012). Even though it is not the
exclusive province of universities, discussions
on investment in human capital (Schultz, 1962;
Becker, 1975; Heckman, 2003; Breton, 2013)
have invariably implicated universities, given
their centrality in generating pools of
employable talents. Universities have, from
their inception, been largely treated as
autonomous communities (Scott, 2006) that are
left to determine their course. While some of
them have deeply established traditions that
they loathe to change, universities have, from
time to time, adapted to their changing
environments that have significantly impacted
their roles and/or have threatened the very
existence of some of them (Goedegebuure,
2012). Some critics have argued that
universities are too slow to change to their
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quickly changing environments and have
called upon them to abandon their old ways,
nonetheless, no study to the best our
knowledge has offered a substantive viable
alternative model.

This study fills this gap by arguing that
universities may be better aligned to play the
roles that they are now being called upon to
play by their stakeholders, if they act as a
“service factory” (Chase and Garvin, 1989).
This changing role would also require that
universities engage in some form of co-
production (Etgar, 2008) with their customers.

Service Factory

The concept of a service factory was first
introduced by Chase and Garvin (1989). The
authors argued that manufacturing excellence
alone was not enough to give a manufacturing
company a competitive edge, instead a
manufacturing company that is flexible and
acts a service factory is the one that would win
the day. Chase and Garvin (1989) argued that
the basic linchpins of a service factory consist
of four entities — the laboratory, Consultation,
the showroom, and the Dispatcher. It is
noteworthy that Chase and Garvin (1989) did
not argue that these four are the only linchpins,
rather they left the door opened for other
scholars to add more variables to the
framework as such the basic framework is
amenable for extension. We are not extending
the framework in this study, rather we are
using it to make an argument. Below, we
discuss the four basic linchpins and show how
they will apply to a university that serves as a
service factory.

Laboratory:

On laboratory, Chase and Garvin (1989)
argued that it is a place where a manufacturing
company can display its competence “in testing
new products and processes” to current or
potential customers. Laboratories also serve as

a place where “high-risk experiments” are
conducted. We argue that in addition to science
and engineering laboratories which universities
have, the classrooms in universities are also
important  laboratories where knowledge
creation and training of minds take place.
Hence these are places where universities can
also display their competence “in testing new
products and processes” and places that current
and potential customers of universities must
also be invited to. The vexing question to be
discussed later is who are a university’s
customers?  Are they students and/or their
parents? Or, are they the potential employers of
the university’s graduates? Governments, or
society in general?

Consultation:

For a manufacturing company to serve as a
service factory, the company must constantly
dialog with its customers not only to find out
their needs that must be met, but also to have
feedback on the performance of products that
the customers have already purchased. Having
an open communication is equally important to
the future customers of the company. In much
the same way, universities must have an open
dialog with their current and potential
customers not only to determine their needs, but
also receive feedback that can help them
improve.

Showroom:

According to Chase and Garvin (1989),
factories, “especially high-tech businesses” can
also serve as a showroom to showecase the
company’s manufacturing or production
superiority which would also indirectly
underscore the company’s high quality of the
company’s products.  Similarly, university
campuses, in of themselves, can be used to
signal the high quality of the instructions and
training that go on within their confines.
University campuses, by their design, can be
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used to instill confidence in potential employers
and to assure them that their graduates are well-
trained.

Dispatcher:

So what role does the dispatcher play in a
service factory? Essentially, the dispatcher very
quickly helps a customer with replacement parts
so as to minimize the customer’s downtime.
Flexibility is the key for the dispatcher to do its
job well. However, more than flexibility is an
arrangement in which the customers have the
direct link to workers that are most
knowledgeable about the customers’ products
either because they worked directly on putting
them together or because they made the crucial
part that is now giving problems. How can
universities have a dispatcher? While the
answer to this question might not be obvious, a
closer examination of a university’s operations
suggests that the professors might very well be
the university’s equivalent of a dispatcher.
After all, they too work directly on the graduates
while they were students and therefore had
firsthand knowledge about their abilities.

It is interesting to note that Chase and Garvin
(1989) also observed that “Building a full-
fledged service factory, one that offers all these
services, in one fell swoop would be difficult.”
(p. 3). Itdoes not however mean that companies
must not try. Next, we discuss coproduction.

Co-production

Co-production has been extensively studied in
marketing and services marketing. It has been
defined variously as “a customer’s participation
in the core offer itself” (Lengnick-Hall et al
2000, quoted in Minkiewicz et al, 2016) and in
the arts as “consumers actively involved in the
production of the organization’s offering”
(White et al., 2009, also quoted in Minkiewicz
et al, 2016). In essence, co-production is a
process in which the ultimate user of a service
participates in the creation of the service (see

Ballantyne and Nilsson, 2014). The term
implies a partnership between the creator and
the user of a service in creating the service,
hence it is not surprising that the terms co-
production and co-creation have been used
interchangeably in the literature. However, as
observed by Lusch and Vargo (2006), co-
production is a part of co-creation in which the
latter focuses on the interaction between the
firm and the consumer to create value. So we
argue that universities must focus on creating
value by partnering with their customers.

Reconciling the Concept of Service Factory
with Co-production
The Service Dominant (Vargo and Lusch
2004) which provides a unifying framework for
all  economic  activities and  actors
(organizations, markets and society) posits that
“all firms are services firms”. This assertion is
startling at first blush be startling, however, a
closer look shows that it is consistent with the
main thesis in the Service Factory concept
which was posited Chase and Garvin (1989)
almost two decades earlier. If every
organization is a service firm, then a Service
Factory is not after all an oxymoron (a
contradiction of terms). The primary question
now is how can universities be run as a service
factory? This question can be answered in two
parts. The first part is simple and even self-
evident since universities are by their very
nature service producing. As a mechanism that
allows people to invest in human capital,
universities are indeed service providers.
However, the second part of the answer must be
a little more nuanced because it requires an
answer to the question posed earlier in this
paper — who are the customers of a university
We take the position that the customers
of a university could be any or all of the entities
that we have enumerated above, depending on
the circumstance. While a persuasive argument
could be made that students are a university’s
customers, an equally good argument could be
made that students are the products that
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universities make.  Hence, a university’s
customers are those who “buy” its products; in
this case those who hire the university’s
graduates.

The role of the faculty and staff in a
university is not nuanced, instead it is rather
straight forward. If a university is a service
factory, then the faculty and staff are the factory
workers. They make the students, the products
that are sold in the labor/employment market.
The consumers in the labor markets and
therefore the customers of a university are the
companies and governments or society in
general.

Applying the service factory model
therefore means that universities must serve as
laboratories for their customers. This would
necessarily involve a wide range of activities.
Potential and current employers must see the
science and engineering laboratories in
universities as being on the forefront in creating
knowledge and innovation. The classrooms are
also a part of these experiments. In other words
universities must also show their customers the
novel pedagogical approaches that are being
undertaken in the classrooms to making
learning and training more effective. This will
have a lasting imprint on the products — the
graduates.

With regard to consultation as indicated
above, having an open communication between
universities and the marketplace is must. It will
shape the types of skills as well as the level of
skills that universities equip their students with.
It will also inform the standards that universities
hold their graduates to.

The whole university serves a showroom or
kind of a servicescape (Bitner, 1992). Both the
architecture and the ambience  must
unambiguously convey its reason for being in
existence — to serve as a place that facilitates
investment in human capital. The faculty in
universities play a dual role, both as the workers
in the service factory and as dispatchers. As
suggested above, they have a firsthand
knowledge of the products that they made and

must therefore be better placed to “diagnose
problems” and effect repairs that the employers
might need. Remedial and continue-education
programs serve these needs.
How  does  co-production  fit in?

The consumer under co-production plays
an integral part in creating the product. One
would expect students to play an active role in
the creation of their human capital by doing
their assignments and by preparing for their
lectures, if they were the customers. However,
if assume that for the sake of this discussion that
the marketplace is the customer of universities,
then the marketplace must be allowed to play an
active part in creating the product (students).
Employers and potential employers should be
invited to give lectures and help design curricula
that will meet their needs.

Conclusion

We cannot conclude without acknowledging
that there are indeed universities in there that are
already functioning as a Service Factory
without acknowledging it. What is needed now
is an explicit acknowledgement of the model
and the de facto implementation of all its tenets.
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THE IMPACT OF MARKETING ON
HEALTHY
FEEDING IN INFANCY AND
CHILDHOOD

Abstrakt

Anyone has responsibility for the own health and
life styles. For the children, the responsibility is on
their parents/guardians. Therefore, infants and
children poses the greatest challenge for
pediatricians and dentists, due to the impact of
unhealthy food on the dentition and overall health.

It is proven that marketing and promotion have
great impact on streaming the mind to some life
styles not solely to own, but to the offspring as well.
In that regard, it is useful to discuss few strategies
and actions in banning the marketing of unhealthy
food, especially for infants and children, considering
their potential to growth and development.

Starting from the birth, infants are exposed to the
social norms which could be useful or harmful.
Marketing influences social norms by making
formula being extensive, modern, and comparable to
breast-milk. Clear evidence of a negative impact is
found when breast-milk substitutes are provided for
free in maternity facilities, promoted by health
workers and in the media. Marketing remains
widespread even in countries that have adopted the
International Code of marketing of breast-milk
substitutes to restrict such activities, and to
promote breastfeeding as the best choice for

healthy growth and development, and
preventing many diseases later in life. The
International Code is not legally enforceable,
companies are only subject to legal sanctions for
failing to abide by the Code if it has been
incorporated into the legislature on national
level. Over hundred countries have fully or
partially adopted the Code, and some made few
provisions. Others, have no legislation on baby
food marketing at all.

Other issue is marketing of junk food, proven
to be harmful to growth, development, dentition
and overall health. Some Governments have
banned marketing and selling such food nearby
kindergartens and schools. These activities were
proven effective in improving feeding practices
in childhood.

Key words: marketing; breast-milk; milk
formula; health; dentition; disease
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Introduction

Anyone has responsibility for the own health
and life styles. For the children, the
responsibility is on their parents/guardians.
Therefore, infants and children pose the greatest
challenge for pediatricians and dentists, due to
the impact of unhealthy food on the dentition
and overall health. [1] It is proven that
marketing and promotion have great impact on
streaming the mind to some life styles not solely
to own, but to the offspring as well. In that
regard, it is useful to discuss few strategies and
actions in banning the marketing of unhealthy
food, especially for infants and children,
considering their potential to growth and
development.

Marketing is defined by the American
Marketing Association as “the activity, set of
institutions, and processes for creating,
communicating, delivering, and exchanging
offerings that have value for customers, clients,
partners, and society at large.”[2]

But, the process is much more complex than
it could be explained by one sentence or
definition. Therefore, below are refereed some
other definitions, more or less similar to the
above.

Marketing is definedas “the total of
activities involved in the transfer of goods from
the producer or seller to the consumer or buyer,
including advertising, shipping, storing, and
selling."

Therefore Marketing can be categorized as a
branch of business as well as a social science.
There is a large literature on the mechanism
through which advertising affects consumer
choice. The depth to which advertising and
marketing can reach the consumer depends on
many factors, both of the consumer and the
seller.

It isn’t always clear whether the concern is
about advertisers selling ‘bad’ things (junk
food, for example); about the attitudes or values
they may invoke in doing so (such as gender
stereotypes); or about the very idea of selling

things to children in the first place. The call to
ban advertising to children presses some
powerful emotional buttons, and has appeal
right across the political spectrum. In recent
years, there is intensive debate on the
advertising and marketing unhealthy food and
the influence on obesity in children, perceiving
as a child person under age of 18. UNESCO-the
United Nations Educational, Scientific and
Cultural Organization—defines early
childhood as ages 0-8 years. [3] For the
purposes of advertising law, the definition of a
child varies from one jurisdiction to another.
Because of their level of cognitive development,
children under 8 years of age are viewed by
many child development researchers as a
population vulnerable  to misleading
advertising. Preteens, from ages 8-10 years,
possess the cognitive ability to process
advertisements, but do not necessarily do so.
From early adolescence (11-12 years),
children's thinking becomes more multidime-
nsional, involving abstract as well as concrete
thought. Adolescents still can be persuaded by
the emotive messages of advertising, which play
into their developmental concerns related to
appearance, self-identity, belonging, and
sexuality.[4] However, the age of 12 is
commonly used as a cut-off point, considering
that these children have developed their
behaviour as consumers, can effectively reco-
gnise advertising and are able to adopt critical
attitudes towards it.

Due to the fact that the obesity is the number
one fear of the modern era in developed world,
it is very important to fight against unhealthy
food starting from the earliest period of the life-
immediately after the birth. Banning marketing
of the breast milk substitutes is one of the better
regulated activities regarding children.

One of the purposes of this article is to
describe the food advertising and marketing
channels used to target newborns via their
parents, children and adolescents globally, the
impact of food advertising on eating behavior,
and current regulation and policies.
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1. Breastmilk feeding — a worrying trend

Breastfeeding is an inalienable element of
any child's right to proper care. State policy
needs to address this issue since it has an interest
in the upbringing of healthy, mentally steady
and socially adapted individuals by all means.
Practically, no financial resources are needed to
adopt respective national legislation and to
establish mechanisms of social control over the
fulfillment of the International Code. The World
Health Organization Code (or simply, “The
Code”) is a short name for the International
Code of Marketing of Breastmilk Substitutes,
which was adopted by the World Health
Assembly and UNICEF in 1981.[5] Since that
time, a number of resolutions have also been
passed to clarify and add to the Code. It depends
on a political decision that takes into account
not only the willingness to make a profit from
breastmilk substitute sales today, but also
determination to preserve the health of the
nation tomorrow.

A major influence on mothers deciding not
to breastfeed has been done by a variety of ways
manufacturers and  distributors  promote
artificial feeding products on the market. The
information mothers are exposed to is more
likely to include advertising of artificial
products than breastmilk.[6]

The Code is a marketing code that aims to
protect breastfeeding, to protect all mothers and
babies (whether breastfeeding, formula-feeding
or combination feeding) and to prevent
aggressive marketing practices that
often prevent mothers from meeting their own
breastfeeding goals.[7] Infant formula, feeding
bottles, and artificial nipples are the main
products that fall within the scope of the Code.
Pacifiers and breast pumps are not under the
scope of the Code.

The Code is primarily aimed at governments
and companies. Health care workers and
facilities also have a role to play.

Article 1 of the Code: “The aim of this Code
is to contribute to the provision of safe and

adequate nutrition for infants, by the protection
and promotion of breastfeeding, and by
ensuring the proper use of breastmilk
substitutes, when these are necessary, on the
basis of adequate information and through
appropriate marketing and distribution.” IS
features include the following:

e It is not directed at parents.

elt doesnotadvocate against parents
choosing to use formula.
eIt does require that parents be given

complete and factual information about
infant feeding including, when applicable,
how to properly and safely prepare infant
formula.

e It does not suggest that formula sales to the
public should be limited.

e It does require that infant formula meet strict
quality standards, that the label include clear
instructions for safe preparation, and that
inappropriate foods (such as canned milk,
rice milk, etc.) not be advertised for use as
the sole source of nourishment for babies.

e It does say that
companies should stop marketing practices
that undermine breastfeeding and prevent
mothers  from  meeting their own
breastfeeding goals.

e It does say that, instead of advertising hype,

parents who use formula
should receive unbiased, factual
information.

The Code applies to a relatively broad scope
of products - all breastmilk substitute products
and other products which are used as a partial or
total replacement of breastmilk, bottles and
teats.

All advertising and promotion to the general
public is banned. This includes forbidding the
distribution of free samples, gifts and other
promotional materials, and eliminating direct or
indirect contact between marketing personnel
and pregnant women and mothers.
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Informational and educational materials
about breastmilk substitutes are permitted.
However, the materials must be scientific and
factual, and must include information on all of
ten points listed in the Code, including, for
example, the superiority of breastfeeding, the
difficulty of reversing the decision not to
breastfeed, the financial implications of buying
commercial substitutes, and the health hazards
of improper use. No pictures or text may
idealize the use of breast-milk substitutes, or
imply equivalency with breastmilk.

To discourage the routine use of formula in
hospitals, the Code restricts "donations” (free
supplies) and low-cost supplies of breastmilk
substitutes only to charity cases where a
breastmilk substitute is deemed necessary.

The Code designates a specific list of label
requirements. Labels must, among other things,
include the message that the product only be
used on the advice of a health worker who can
instruct on the proper method of use.

The medical profession was targeted as a
promotional free samples at the health clinic
and supplies from the maternity ward meant, to
mothers, that the product was medically
endorsed. Doctors and health facilities received
various material benefits, everything from pens
and key chains to cash payments and trips

abroad, for their implied or explicit
endorsement.
Marketing influences social norms by

making formula use seem to be extensive,
modern, and comparable to or better than breast
milk. Clear evidence of a negative impact is
found when breast-milk substitutes are provided
for free in maternity facilities and when they are
promoted by health workers and in the media.
Influences through other channels are plausible,
but rigorous studies are lacking. Marketing
remains widespread even in countries that have
adopted the International Code of Marketing of
Breast-milk  Substitutes to restrict such
activities.[8]

2. Nutrition and children

Nutrition during childhood and adolescence
is essential for growth and development, health
and well-being. Further, eating behaviors
established during the earliest childhood, track
into adulthood and contribute to long-term
health and chronic disease risk. Numerous
studies, majority conducted in USA, but related
to all developed countries, have consistently
documented that dietary intake patterns of
children and adolescents are poor and do not
meet national dietary goals. Children and
adolescents are eating more food away from
home, drinking more soft drinks, and snacking
more frequently. The growing epidemic of
childhood overweight and obesity is a major
public health concern. Almost two-thirds (60%)
of overweight children have at least one
cardiovascular risk factor (e.g., hypertension,
hyperlipidemia) and the prevalence of type 2
diabetes mellitus is increasing in youth. These
trends may seriously compromise the future
health and productivity of the population and
add to health care costs.

While multiple factors influence eating
behaviors and food choices of youth, one potent
force is food advertising. Over the past 10 years,
children and adolescents have increasingly been
targeted with intensive and aggressive forms of
food marketing and advertising practices
through a range of channels.

3. The effects of advertising on children and
adolescents

There is an obvious correlation between
televised advertisements and child obesity. A
study conducted by Frederick J. Zimmerman
and Janice F. Bell made the statement that
“Commercial television pushes children to eat a
large quantity of those foods they should
consume least: sugary cereals, snacks, fast food
and soda pop”.[9] Children decide their food
preference at a young age through preliminary
learning process and when they are exposed to
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large amounts of fast food advertising which
has major long-lasting implications on their
diet. Children’s innocence and lack a lot of
knowledge around commercial food, allows
them to easily trust what an advertisement says.
As aresult, companies are able to falsely display
food items to children and what children think
to be healthy and nutritious is actually unhealthy
being high in fats and sugars.

It has been a recent recommendation of
the World Health Organisation that companies
and organisations make a reduction of “food and
beverage marketing directed at children that is
high in sugar, fat and sodium in order to help
reduce the burden of obesity worldwide” The
World Health Organisation recommendation
forms a firm foundation for what could be a
possible solution to commercial food promotion
to children. If government industries and
companies worldwide were to begin to place
restrictions and regulate advertisements of food
industries so that healthier and nutritious foods
are shown to be more positive and desirable,
then the issue of obesity worldwide may begin
to dissipate.

The impact depends greatly on the age and
accordingly, level of maturity of the children.
More importantly, there is no evidence that
banning such advertising can reduce the
incidence and prevalence of child obesity. Such
evidence would be very difficult to establish in
any case, but the latest statistics seem to show
that obesity is rising, after having flat-lined or
slightly fallen over the past decade. Other issue
linked to marketing and children, is the great
variety of media children are exposed to.
Advertising, like any legitimate industry out
there, is regulated. There are certain practices
which have become outlawed over the years.
There are some papers blaming marketing and
advertising the food for children as unethical
and harmful for their health, thus coming to the
question of “unethical” and “illegal”.

Unethical vs. Illegal. What's the Difference?

Sometimes, advertising can be both, when
the advertiser or business uses the practice, they

are breaking the law and can face severe
consequences.

Below are mentioned some examples of how
advertisers, marketers, and businesses walk that
fine line of unethical, but not illegal, behavior,
when children are involved.

In recent years, the food and beverage
industry in the developed world has viewed
children and adolescents as a major market
force. Multiple techniques and channels are
used to reach youth, beginning when they are
toddlers, to foster brand-building and influence
food product purchase behavior. These food
marketing  channels include television
advertising, in-school marketing, product
placements, kids clubs, the Internet, toys and
products with brand logos, and youth-targeted
promotions, such as cross-selling and tie-ins.
Foods marketed to children are predominantly
high in sugar and fat, and as such are
inconsistent with national dietary recom-
mendations.

However, some agencies use fear in all the
wrong places. Frightening children that if they
don’t eat the advertised food will become ill, or
look differently than peers, or loosing attentiotn
and concentration, is frightening for them and as
an activity, unethical. Marketing should not
scare children into buying anything; using
unjustifiable fear is just plain wrong.

A ban on advertising to children could never
be complete, but it would give us the chance to
start our lives as something other than
consumers, and it would set a very important
tone. Because marketing to children and
adolescents has become so pervasive, many
child advocates and media experts believe that
such marketing constitutes an escalating public
health problem. Existing research has shown
that it was unfair and deceptive to advertise to
children younger than 6 years. Some Western
countries have banned advertising to children,
such Sweden and Norway forbid advertising
directed at children younger than 12 vyears,
Greece bans toy advertising until after 10 PM,
and Denmark and Belgium severely restrict
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advertising aimed at children.[10] Children are
more susceptible to the effects of marketing
than adults. Numerous studies have documented
that children under 8 years of age are
developmentally unable to understand the intent
of advertisements and accept advertising claims
as factual.[11][12][13][14] Advertising to
children can take place on traditional media
(television, radio and print), as well as new
media (internet and other electronic
media). Packaging, in-store advertising, event
sponsorship, and promotions can also be used.

4. Specific health-related areas of concern

Healthy foods are advertised less than 3% of
the time; children rarely see a food
advertisement for broccoli. Increasingly, fast
food conglomerates are using toy tie-ins with
major children’s motion pictures to try to attract
young people. Nearly 20% of fast food ads now
mention a toy premium in their commercials.
Several studies document that young children
request more junk food (defined as foods with
high-caloric density but very low nutrient
density) after viewing commercials.[15] There
are growing calls to restrict advertising of junk
foods. Whether such a move will improve diet
quality will depend on how advertising shifts
consumer demands and how firms respond.[16]

The World Health Organization (WHO,
2010) published the recommendation that the
“overall policy objective (of an advertising ban)
should be to reduce both the exposure of
children to, and the power of, marketing of
foods high in saturated fats, trans-fatty acids,
free sugars, or salt”.

In Macedonia since 2004 the Law on
consumer protection is in force,[17] and there is
regulated that all audiovisual commercial
communications which join children’s program,
and related to food and beverages containing
fats, salt and sugar, and the excessive intake is
not recommended; it is forbidden: to present
incorrect or misleading information for the
nutritional value of the food product; to suggest

that certain food or beverage is replacement for
fruit/vegetable and to encourage unhealthy
feeding practices as excessive intake. Also, by
the Law in Macedonia, it is forbidden
advertising of tobacco, alcohol and elicit drugs.

Conclusion

Clearly, advertising represents  “big
business” in the United States and can have a
significant effect on young people.

Advertisements can be restricted or even
banned if there is a significant public health risk.
One solution that is noncontroversial and would
be easy to implement is to educate children and
teenagers about the effects of advertising—
media literacy. Curricula have been developed
that teach young people to become critical
viewers of media in all of its forms, including
advertising. Media education seems to be
protective in mitigating harmful effects of
media, including the effects of cigarette,
alcohol, and food advertising.[18][19]
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Abstract

Globalization and high  development
processes that abolish the operating borders
cause major changes in every business segment,
including the area of marketing. It adds the
classic concept of marketing strategy to be
replaced by a new, innovative concept, the so-
called. digital marketing. Marketing is a
management process whose main goal is the
approximation of products and services to
consumers. Within the theoretical approach this
paper will give an overview of the
characteristics of the classic concept of
marketing and the digital concept of marketing,
as well as the possibilities for financing
innovative marketing activities in small
enterprises in the tourism sector. Practical
research will be carried out to understand the
role and impact of digital technology in the
operation of small enterprises in the labor
market. Through the observations obtained
from the conducted research, the behavior of the
enterprises and the  possibilities  for
implementation of digital technology in the

operations of the enterprises will be considered,
managing the marketing concept and the

introduction of innovative marketing tools for
promoting business activities. The results of the
conducted research confirm the basic
hypothesis that small enterprises in the tourism
sector need  financial support  for
implementation of innovative marketing tools in
operation, the need for an appropriate
management concept and the use of educational
programs for successful introduction and
management of innovative marketing activities.

Key words: small enterprises, tourism,

financing, innovative marketing tools, digital
marketing
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OUHAHCUPABETO HA
NHOBATUBHUMTE MAPKETHUHT
AKTUBHOCTH KAJ MAJIUTE
INPETIIPUJATHUIJATA BO CEKTOPOT
TYPU3AM-CJIYUYAJ HA PEIIYBJINKA
MAKEJTOHHUJA

AncTpakT

['mobGanu3amuckuTe W BUCOKO  Pa3BOJHU
IIpOLIECH KOM TI'M YKHHYBAaaT TpaHUIUTE Ha
paboTeme NpeAU3BUKYBAaT TOJIEMH IPOMEHHU
BO CEKOJ CErMEHT O] pa0OTEHETO BKIYUUTEITHO
U 1moApadjeTo Ha  MapketuHror. Toa
IMpHUIOHECYBA KIIAaCUYHUOT KOHIICIIT Ha
MapKeTUHI CTpaTervja Ja ce 3aMEeHHM CO HOB,
HMHOBAaTUBECH KOHIICIIT, T.H. JUTHUTAJICH
MapKeTUHT. MapKeTHHTOT IPETCTaByBa MIPOLIEC
Ha MEHAlMEHT uYHja IITO OCHOBHA LN €
npUOINKYyBamba Ha POU3BOJUTE U YCITYTUTE J10

noTpoiryBaunte. MapKeTUHI KOHLeNujaTa
BKJIy4yBa KOOpJMHAIMja Ha YETUPUTE
eneMeHTH  HapeueHu — 4I1  MapkeTuHr:

uaeHTUUKaIMja, 1300p U pa3Boj Ha IPOU3BO/I,
oJlpelyBamk€ Ha IleHaTa, U300p Ha aucTpuly-
TUBEH KaHall TPeKy KOj TIPOU3BOAUTE U
YCIIYTUTE K€ C€ TPUONMKAaT M CTUTHAT J10
KyIyBauuTe M pa3Boj U UMIUIEMEHTAIMja Ha
npoMoTHBHa crpaTtervja. KonmenTor Ha
JUTUTAJICH MAapKETUHT TIOYHYBA J1a C€ pa3BHUBa
BO niepnoaoT Ha 1990-turte n 2000-TrTe ronuHU
U 1IeJIOCHO TO MEHYBa HAYMHOT Ha KOj MaJluTe
mpeTnpujaTHja BO CEKTOPOT TypuU3aM TH
npUOIMKYBaaT MPOU3BOANUTE U YCIYTUTE 10

noTpouryBaunte. Bo paMKuTe Ha TEOPETCKH
IIpHCTAIl BO OBOj TPY/ ke Oujie AaaeH MpuKas Ha
KapaKTEPUCTUKNUTE Ha KIACHYHUOT KOHIIETIT Ha
MapKeTHHT ¥ JWTUTAIHUOT KOHIIENIT Ha
MapKeTHHI  Kako ¥ MOXXHOCTUTE  3a
¢dbuHaHCUpake HAa HMHOBATUBHUTE MApPKETUHT
aKTUBHOCTH Ka] MaJluTe TWpeTnpujaTvja BO
CEKTOPOT Typu3aM. 3a Jia ce corjieaa yiorara u
BJIMjaHUETO Ha JUTUTATHATa TEXHOJOTHja BO
paboTemeTo Ha MajuTe MpeTHpujaTuja BO
paMKu Ha TpydoT ke Ouje CrnpoBeaeHO
INPaKTUYHO HCTpaxyBame. [Ipexy oncepaBuute
JIOOMEHH 0J1 CIIPOBEJIEHOTO UCTPAKYBAKE KE Ce
corJiefia OJHECYBaWkETO Ha MpeTnpHujaTvjata u
MOYKHOCTHTE 32 UMIUIEMEHTHPAE Ha TUTHUTAIT-
Ha TEXHOJHMTH]ja BO padOTEHETO Ha MPETIpHja-
THjaTa, MCHAUUPAKETO CO MAPKETHHT KOHIIETI-
TOT U BOBEIYBAaKETO HAa WHOBATUBHU MapKe-
TUHT aJaTKH 3a TIPOMOBHUpame Ha OW3HHC
aKTUBHOCTHUTE. Pesynrarure ol CpoBEIEHOTO
UCTpaXyBame ja TOTBpAyBaaT OCHOBHATA
XMIIOTE3a JIeKa MaJMTe NpeTHpujaTHjata BO
CEeKTOPOT TypW3aM HMaaT TmoTpeda of
¢uHaHCHCKA MOAJIPIIKA 32 WMIUIEMEHTHpAHe
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HA WHOBATHMBHM  MAapKETUHT aJaTKd  BO
paboTemeTo, morpeda 01 COOJBETCH MeEHall-
MEHT KOHIIENT Kako urnorpeda o eayKaTHBHU
IIPOrpaMH 3a yCIICITHO BOBEIYBAmkE U MEHAIIU-
pambe CO MHOBATUBHHUTE MApKETHHI AKTUBH-
OCTH.

Kiayuynu 300poBM: Manum mpeTnpujaTtuja,
TypHU3aM, (uHaHCUpambe, WHOBATHBHU
MapKETUHT aJIaTKU, TUTUTAIICH MAPKETHHT

1.depunupame Ha MAPKETHHIOT

MapKeTHHIOT NpeTcTaByBa MpoLEC BO KOj
npeTnpueMadnTe ce o0uayBaaT Ja TH
Iperno3Har xKenoure M norpeduTe Ha
MOTPONTYBAaUYNUTE. MAapKETHHIOT NPETCTaByBa
YMETHOCT U HayKa 3a Haorame, 3a/lpKyBHE U
pasBuBame Ha Npo(uUTa6HIHY KiIHeHTH. ” Kako
HOB COBpEMEH KOHIENT Ha paboTa, NpeKy
MapKETUHTOT TNpeTnpueMadynre ce uHpop-
MHUpaaT 3a MOTpeduTe Ha IMOTPOLIY-BauuTe U
HUCTOBPEMEHO pa3BHBAaaT W HCIOpa-uyyBaar
COOJIBETEH BHJ Ha mnpousBoau. Ilpernpu-
e€MavyuTe BO TYPU3MOT MOCTOJaHO c€ UH(POPMHU-
paar 3a noTpeOuTe 1 )KeaduTe Ha TYpUCTUTE Ha
Ma3apoT KaJe INTO ja W3BPIIyBaaT IEjHOCTA.
MapkeTHHI KOHIETIMjaTa BKIy4yyBa KOOpPIU-
Halllja Ha YETUPUTE elleMeH-TH HapeueHu 411
MapKeTUHT: UAeHTHPUKa-111ja, n300p U pa3Boj
Ha MPOU3BOJI, OJpeyBamkE Ha LieHaTa, u300p Ha
IUCTpUOYTUBEH KaHaJl MPEKy KOj MPOU3BOUTE
U YCIYyTUTE K€ ce MPHONMXKAT W CTUTHAT JI0
KylyBauuTe M pPa3BOj M HMMILJIEMEHTaIlja Ha
poMOTHBHa cTpaTtervja. OCHOBHa 1€l BO
IPOLECOT Ha peaqu3upame Ha MapKETHHT
aKTUBHOCTHTE CE€ COCTOM BO OTKpHBame Ha
XKenouTe U UIHUTE MOTpeOU Ha MOCETUTENNTE,
HaBpEeMeHa JI0CTaBa Ha MapKETHHT TOHyHa |
UCTOJHYBakhe Ha OYeKyBamaTa Ha IOTpPO-
mryBaunTe. Bo cymITHHa MapKETHHTOT BO
CEeKTOPOT TypH3aM c€ HJCHTU(DUKYBA KaKo

S Kotler, Ph., Bowen, J.T at Makens, J.:Marketing for
hospitality &tourism. 5 ™ Edition, Pearson Education Inc.
2010. pp.12-13.

Hayka 3a M30Mpame Ha LEIHO OPUEHTHPAHH
nasapH, co 3aJp>KyBarme H aloTpOLIyBayUTe U
UCIIOpaKa Ha TMPOU3BOAM U YCIYTH CO
ontumanHa BpenHocT. Ilpu wu3bopor Ha
MapKETUHI CTpaTervja 3a HacTal Ha Ma3apoT
noTpeOHO € na Oujge mnperno3HaeHa IieHaTa
rpyna-KpajHUTe KOPUCHUIM-TIOTPOIIYBAYH U
HAYMHOT Ha KOj Ke Ouaat 3aJ0BOJICHN HUBHUTE
notpebu. [Ipeky MapkeTHHr cTpaTermjara ce
rpagat npopuTabUIHN OJHOCH CO MOTPOIIyBa-
yure. HajmobGap mpucram BO TpafieleTo Ha
npoUTabMIIHK OJHOCU CO TMOTPOIIYBAYUTE €
UCIIOpaKka Ha MPOU3BOJU U YCIYTH CO BHCOKA
BPEIHOCT, TOJIEMO 3a/I0BOJICTBO U JIOjaJIHOCT
Kaj norporrysauute.’® KacuaHuoT MapKeTHHT
npucran ce (Gokycupa KOH HCTpaKyBame Ha
na3apot u popMupame Ha 6a3a Ha MOJIATOIH CO
Hen  mpeno3HaBamke Ha — moTteduTe  Ha
MOTPOLIYBAUHUTE.

2.CoBpeMeH MAapKeTHHI KOHIENT-
JATHTAJEH MAPKETHHT

['mobanu3anujata U U3pa3eHUOT CTENEH Ha
3aCTaleHOCT Ha JWTUTaHaTa TEXHOJIOTHja BO
CHUTE CETMEHTH O] )KUBECHETO U PabOTEHETO U
CHOJIETYBalbeT0 Ha HHGpopmanuure Mery
MOTPOIIYBAUYUTE CO TojemMa Op3uHa mpeau3-
BUKYBa TOJIEMH TPOMEHHU U BO MAPKETUHTOT
KAaKO KOHIIENT Ha OPUEHTHUPAHOCT KOH MOTPO-
myBaunte.  KoHIenTor Ha  JIUTUTaleH
MapKeTUHI TIOYHYBa /1a C€ pa3BUBa BO NEpU-
onotr Ha 1990-ture u 2000-THTe TOAMHU U
[[EJIOCHO TO MEHyBa HAYMHOT Ha KOj MalluTe
npeTnpujaThja BO CEKTOPOT TypU3aM TH
npuOIKyBaaT MPOU3BOJUTE W YCIYTUTE [0
noTponryBaunte. KitacCHUHHOT KOHIIETT Ha Map-
KETHHT CE€ 3aMEHYBa CO HOB, COBPEMEH KOHIIETIT
T.H. JUTUTaJEH MapKeTUHT. JleHec, AuTHTAI-
HUOT MapKETUHT UTpa KIIy4yHa yJora 3a ycriex
Ha CEKOj BHUJ OHU3HHC BO TYypUCTHUKATa
uHaycTpyja.’’  JIATMTATHMOT — MapKETHHT

6 See, R.T., Rust, V. A,, Zeithaml, A., and Lemon, K.A.:
Customer Equiti. New York:Free Press, 2000.pp.21-22.
7 Gurneet, K.:The importance of tourism marketing in the
tourism industry, International Journal of Research
Granthaalayah, Vol.6, No.6, June, 2017. pp.1-6.
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CHCTEM IO COYMHYBaaT JIyleTo, TUTHUTAIHATA
olpeMa H KaHAIUTE 3a coOupame W
Kkinacuduuupame Ha HHPOPMALUUTE TOTPEOHU
3a  ompenenyBakbe Ha  MOTpeOWTEe  Ha
norpomryBaunte. JlururanHara npupoma Ha
TEeXHOJIOTHjaTa  Oa3upaHa Ha  MHTEPHET
obe30emyBa ceomdaTeH W JACTaleH YBHJ 3a
KapaKTepUCTUKUTE HAa TOTPOIIYBAuYUTE W
HUBHOTO OJHECYBalk€ BO EIIEKTPOHCKOTO
omkpyyBame.’® ITlopaau Toa, BO JeHENIHH
YCIIOBH Ha pPaboTeme, IEJOCHO € MPOMEHET
MapKETUHT KOHIIENTOT Ha paboTa OJHOCHO
HAYMHOT Ha MPUOJIMIKYBAakhE HA POU3BOJIUTE U
ycayrute. be3 mpuMeHa Ha JUrMTalHA TEXHO-
noruja 6a3upaHa Ha MHTEPHET HE € MOKHO J1a e
3apXKaT TOCTOJHUTE TMOTPOIIYBaYM U Ja Ce
perpyrtupa HOB THI TOTpolTyBauu. MHTEpHET
alUTMKalMUTe TIOBP3aHM CO  JIMTHTAJHATA
TEXHOJIOTHja BO KOMOWHAIWja CO TPAIHIIHO-
HAJTHUTE HAYMHU Ha KOMYHHKAIH]a
MIPUOHECYBA 32 TIOCTUTHYBAKHE HA MAPKETHHT
nemure.” OcHOBHATa pa3nuka ToMery Tpa-
JTUIAOHATHAOT W JUTUTATHHOT KOHIENT Ha
MapKETUHT C€ COCTOM BO TOa INTO NPEKY
JUTHTIHAOT MAapKETHUHT OJHECYBABETO HaA
MOTPOLIYBAUUTE MOXE Ja ce ClIeAu BO
MOMEHTOT H WH(POpPMAIIUUTE 33 HUBHUTE
noTpedn u Kenbu ce [noOuBaaT BeAHAII.
YcnenHara TUTHTATHA MAPKETHHT CTpaTerwja
ce peanusupa MpeKy KOPUCTEHETO Ha CIeTHUTE
JTUTUTAITHH allaTKH: web cTpaHa, MpHCyCTBO Ha
COLIMjalTHU MPEXH U aKTHBHO KOPUCTEH-E Ha
conujanauTe miatdopmu-Facebook, Twitter u
Instagram, e-mail wmapkTuHr, MOOUIEH
MapKeTHHT 1 U300p Ha coapkuante. [Ipukas Ha
allaTKUTe KOW TO COYMHYBAaT MOJENOT Ha
JUTUTAJICH MApKeTHHT € TMpUKaXaH Ha
rpadukoH 1.

78 Batinié.:Role and importance of internet marketing in modern
hotel industry. Journal of Process Management — New
Technologies, International, Vol. 3, No. 3. 2015. pp.34-38.

['paduxon 1: JlururanseH MapKeTUHT MOJIEI

E-mail

MapKTHUHT

)

Jdururasu
eH

Web ctpana

MapKeTH
HI MOJ¢eJ

W3BoOp: cONCTBEH NpUKa3

3. Ilpenmer, e u pe3yjaTaTa oj
HCTAPKYBAHETO

HctpaxyBame BO paMKH Ha TPYIOT ce
CIpOBEJIE CO IeN Ja ce Ao0HujaT co3HaHHWja 3a
[IO3HABAKETO U Pa30MPAKETO Ha KOHLENTOT Ha
JUTUTATHUOT ~MAapKeTUHT O CTpaHa Ha
npeTnprueMauuTe, TO03HaBamke Ha  Kapak-
TEPUCTHKUTE HA OBOj KOHIIETIT, MO)KHOCTHTE 32
yCllelIHa MpUMEHa Ha OBOj KOHIENT BO
paboTemETO, OrpaHNYyBakbaTa U COTJICYBAHE
Ha yjorara M BJMjaHHETO Ha JUTHMTalHaTa
TEXHOJIOTHja BO pabOTeHmETO Ha MalluTe
npeTnpujaTija BO CEKTOpoT Typusam. llpeky
METOJOT Ha AaHKEeTeH TpallalHUK, KOj Of
COJDKMHCKH acIlekT ce cocton ox 10 mpamama
Oea aHKeTHpaHU 85 MpeTnpuemMady oj CEKTOPOT
Typuzam Bo mnepuopor on 01.05.2017r. nmo
30.10.2017r. na mnoapaujero o PemybGnuka
Makenonuja. Ilpeky orncepaBanuute 100UeHI
O]l CITPOBE/ICHOTO UCTPaXKyBame Ke ce coryiena
OJTHECYBAaKETO  Ha  MpeTnpHjatujata U
MOXXHOCTHTE 32  HMMIUIEMEHTHpamke  Ha
JTUTUTAlIHA TEXHOJUTHja BO pPAaOOTEHETO Ha
IpeTnpujaTHjara, MEHAIUPABETO co
MapKETUHI KOHILIETITOT M BOBEIYBAWHETO Ha

% Chaffey, D., Ellis-Chadwick, F., Mayer, R., Jonston,
K.:Internet Marketing, Strategy, Implementation and Practice,
4™ Edition Prentice Hall. 2009.pp.67-89.
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WHOBAaTUBHU MapKETHUHT aJlaTKA 3a
MIPOMOBHpamke Ha OW3HUC aKTHBHOCTHTE. Bp3
OCHOBA Ha JIOOMEHUTE OJATOBOPU COTJIEAaHA €
peanHaTa cocToj0a ¥ MOKHOCTUTE 3a (pUHAH-
CHUpame Ha IMpeTnpujaTHjaTa 3a HMILIEMEH-
TUPAE U PUMEHA Ha JUTHTATHUOT MapKETHT.
[IpernpujaTtijata ¥ mpeTHpUeMa-yuTe HE ce
JOBOJIHO WH(POPMHpPAHU 3a KOHIENTOT |
MOXHOCTUTE KOM THU HYAH JUTUTATHHOT
MapKEeTUHT M TEHEpaJTHO MMaar IMoTpeda o
TEMAaTCKU OOYKM M €IyKaTUBHU IPOrpaMH
MPEKY KO Ke TH I0O0HMjaT OCHOBHUTE CO3HAHM]a
32 OBOj COBPEMEH KOHIICTIT Ha TIPOMOBUPALE U
NPUOJINKYBAE HA IIPOU3BOJUTE U YCIYTUTE JI0
noTpouryBaunte. Pesynrature o1 mcTpaxysa-
HBETO YKKYBaaT Ha TOA JIeKa MPETIPHEMAYNTe
uMaaT OJpPEJCHH IO3HABAKE W IPUMEHYBaaT
OJIPE/ICHU JMTUTATHU aJaTKH 32 MapKETHHT
IpOMOLIja CTUXHJHO, HEOPraHU3UpPaHO U
MOBPEMEHO, 03 COOJIBETHA MapKETUHT CTpaTe-
THja, CO IITO CE€ MOTBPIyBa OCHOBHATA XHUIIO-
Te3a BO HCTPAXYBambeTO JIeKa IOTpPEeOCH e
COOJIBETEH MEHAIMEHT KOHIIETIT BO MMILJIEMEH-
TUPAKETO HA JUTUTAITHUOT MapKeTHHT. Bo curte
MpeTnpujaTHja HeMa MoceOHO U3/IBOEHO paboT-
HO MECTO 3a MapKETUHI OJHOCHO AWUTH-TaJleH
MapKETUT TYKY TMPOMOBHUPAKETO TPEKY IUTH-
TAQJIHUTE MEAMYMH C€ BpIIM CIIOHTAHO,
HEOPTaHWU3UpPaHO OJ CTpaHa Ha HEKOH
BpaOOTEHU BO NPETHPHUjaTHETO KOU M3BPUIY-
BaaT W Jpyru pabotHm 3amaun. [Ipernpu-
jatujata umaat norpeda oJf HHCTUTYL[MOHAJIHA
1 (PMHAHCHUCKA TTOJIPIITKA 32 UMITIEMEHTUPAHE
Ha JIUTUTaHA MAPKETHHT CTapTeryja.

3akiay4ok

TypUCTUUKHOT CEKTOp MpETCTaByBa BajKHA
CTOMAHCKa JIEJHOCT BO Koja rosem Opoj iyre,
MpeTnpujaThja, AaKTUBHOCTH aKTUBHO  C€
BKIy4eHH 3a Ja o00e30e1aT COOJIBETHH
MIPOU3BOJIM U YCIYTH 3a JIyF'€TO-MIOTPOIITYBaYl
BO TYypUCTHYKHOT cektop. Bo EBponckara

80www.europarl.europa.eu/atyourservice/hr/displayFtu.html?ft
uld=FTU_3.4.12.html

YHHja BO OJIpayjeTo Ha TypU3MOT JI€jCTBYBaaT
1,8 MunMoHM mpeTIpHujaTHja BO OCHOBA MaJlu U
cpenau  npernpujatuja.?® Bo  Pemy6iuka
MakenoHuja BO OJpavyjeTo Ha TYPU3MOT HITH
CepBUCHH O0JEKTH 3a CMECTyBambe M XpaHa
pa6orat 4559 npernpujaruja.t! Ilpumenara na
KOHIIETITOT Ha JUTUTAIHUOT MapKETUHT BO
CEKTOPOT TypH3aM MpPETCTaByBa HAJOIOJI-
HYBalb€ Ha TPAJAULMOHATHUOT MAPKETHHT
KOHIICTIT U BUCTHHCKH OJIFOBOpP Ha MOTpeOUTE
Ha OM3HHCOT KOj OBO3MOXYBa Ja C€ CIEIH
OJTHECYBAKETO  Ha  IOTPOIIYBAYUTE  BO
MOMEHTOT. McTpakyBameTo ro MOTBpAyBa
(GakTOT JIeKa 3acTalneHOCTa Ha JUTHTATHUOT
MapKETUHT BO BKYITHATa MApKETUHT CTpaTeTHja
Ha TMpeTIpHjaThjaTa € HEOMXOAHOCT MPEKyY Koja
Ke ce MpHUJ0HECce 3a M0I00p0 OCTBapyBame HA
BKYIIHUTE II€JIM Ha paboTeme W TMOoA00po
3aJI0BOJIyBalkb¢ Ha TOTPEOUTE M IKEIOWTE Ha
NOTpOLIyBauuTe. 3a YyCHELIeH Hacral Ha
ma3apoT  CeKoe TIpermpujathe Tpeba na
NpPUMEHYBa JIMTHTAIHA MapKETUHI  aJlaTKH:
web cTpaHa, aKTUBHO KOPHUCTEHE Ha COIH-
jaTHUTE Mpexd, e-mail MapKTUHT, MOOUIIEH
MapKETUHT U COOJIBETCH M300p Ha COJIPKUHHTE.
bp3uot pa3Boj Ha TexHonorujata OazupaHa Ha
MHTEPHET NPEAN3BUKYBa U3Pa3eHN NMPOMEHHU H
MIOMECTYBamba BO TYPUCTHYKHOT CEKTOp INITO
NPUOHECYBA KOHIENTOT Ha JAWTHUTATHHOT
MapKETHUHT J1a Oujie HEOIXOJHOCT U MPEaYCIIOB
3a paboTa M HacTal Ha Ma3apor.
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ECONOMETRICS, STATISTICS
AND THE CHALLENGES OF THE
CONTEMPORARY MARKETING

Abstract

Some of the most important aspects of the
modern business are digitalization,
globalization and new business models. Thus,
technology and knowledge are one of the most
important factors for business success. Under
this assumption the contemporary marketing
has several serious challenges in creation of
successful marketing strategies which should
properly respond to all the needs of the
customers in highly digitalized market
environment.

Modern marketing industry as never before
has a need to implement the latest research
techniques in determination of customer need
and preferences. At the same time marketing
strategies should properly respond to the
preferences and needs of business brands in
customer relationship management, brand
image valuation, new distribution channels, new
advertising technologies etc.

The solutions of the marketing industry are
often based on analysis and applications which
are the result of the use of the latest statistics and
econometric models. Some of the latest
technology used by marketing industry is
integrating big data analytics, artificial intelli-
gence, machine learning, customer relations
management platforms, etc.

Perspectives and the new trends of the
marketing industry should be expected with

even greater level of synthesis of creativity,
econometrics and statistic. However, we must
never forget that marketing is all about the
customers, their needs and preferences.

Therefore, the marketing industry must
embrace all the technology and knowledge to
help businesses serve those needs.

Different perspective of contemporary
marketing

The need for personal customer approach with
integration of the customers need, desires and
behavior are the most important paradigm of the
contemporary marketing. The personalization
in the in the marketing actives even for the
smallest data segments is unimaginable.
However, there are few perspectives which
should be considered for the challenges
elaboration in the marketing case in the modern
digital and dynamic surrounding. Nowadays the
roles of marketing players are changed and their
nee row must be considered in the new
perspective. Thus the new marketing must be
studies from the new perspectives of customers,
companies, marketing industry etc. (Wedel and
Kannan, 2016)

One of the most important characteristics of
the contemporary marketing is the trend of
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personalization, looked upon to in a sense that
the one who can provide more customized offer
wins the heart of the customer. The latest
marketing task is to provide all the necessary
support for the business personalized and
customized offer. The first step to personalized
offer in digitalized environment start with
personalized data. In order to provide
customized offer, the company must use or
provide personalized data for its target
customers. It is always the best choices the
company to use the clients authorized data in
order to create personalized offer for its massive
client’s portfolio. This process of creation of
personalized data is not imaginable without the
use of the big data analytics and the related
econometric models (Wittink, 2005).

B2B marketing perspective has to parts
included. One part of this is where the
companies is in the role of products or services
provider, and the other one Is the case of
business as a customer to other business. In the
case of company as a customer it is essential that
the company has proper responses to the need
for source goods, raw material, service. If the
supplier cannot support the dynamic business
needs of its client’s it seems impossible to
maintain the business relations to any customer.
This business relations in the segment of
marketing is especially visible in the marketing
segment of customer relations. Nowadays it is
almost impossible to imagine the corporative
business without integrated platforms of
Customer Relations Management (CRM)
solutions or business intelligence solution for
the business decision support. The level use of
this platforms in business and marketing tools is
different in each case, but some of the most
popular CRM software tools and platforms are
Salesforce, Zoho CRM, HubSpot. The most
popular Business intelligence solutions within
companies are mainly used to provide
marketing and business data for decision
process. All of this solution has integrated
almost all latest statistics techniques in order to
support the decision process within companies.

However, the latest econometric techniques are
not available and are not yet standard
customization for all of this type of software.
The econometric techniques are needed to be
applied in the data analysis process separately
from the data analysis and visualization
integrated in this solution (Raj, 2012).

Marketing  research  perspective, data
collection part of the marketing research was
dramatically changed lately. The main drivers
of this marketing industry segment are the
technology which can automatically search
large number of business pages and gather data
of the products and price detail. This data
scraping technology is not always restricted by
software solution, but it is also present in the
form of cloud service solutions and even in the
form of programing language source code
scripts. This latest achievements in market race
provides massive amount of market data which
can significantly contribute to the company’s
market decisions (Samuel, 2015).

The next phase after data collection will be
data analysis and interpretation. This phase is
highly dependent on big data analytics, statistics
and econometrics. The latest econometric
models provide valuable support for data
analysis support for various data collection
models integrated in the corporate business
networks.  Especially valuable for the
marketeers are the forecast functions of the
econometric model and their reliability in
market data predictions (Stone, 2015).

Another segment of marketing facing the latest
technological innovation is the advertisement
industry. Digitalization of the markets brought
the situation where digital customer favor smart
adds before than regular add. Now the
marketing business is not struggling to compete
for business within the industry but also with
search  engines, social networks as
advertisement platforms. The role of the social
network and search engines besides the
competitive role, has the role of classical
advertisements media such as TV, radio etc.
However, the marketing industry cannot
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compete with smart targeting and the use of
customer metrics for further analysis and
behavior modeling with the technological giants
as Facebook of Microsoft but can strongly
benefit if focused in copy writing and creativity
(Nichols, 2014).

Public relations are also affected from the
technological improvements which we witness
every day. Technological advance in the PR
segments is generally influenced by the need to
follow and process a large amount of data in the
cases of the PR interactions. In this case the
technology and content analysis are highly
appreciate for the impact evaluation prior,
during or after the PR involvement. This
approach needs the latest qualitative analysis
technique in the race for more precise public
opinion assessment and prediction of possible
PR impact (Strong, 2013).

Challenges in  modern
companies perspective

marketing-

The contemporary marketing includes many
complex aspects of modern business models.
There are many shifts to area which previously
were previously not so attractive to marketing
marketeers and managers.

The case of Cambridge Analytica presented
the two sides for data use in marketing purposes.
The one side of this case was the unauthorized
used of personal data from Facebook users
collected from the platforms application. This
misused initiated new wide range of action and
discussion of new level of data privacy on social
networks. The other part of this story was the
use of the personal data in political marketing
purposes. The data in this process contained the
user behavioral preference and was used to
create target voters’ profiles for the political
strategy development (Vel et al., 2015).

Clients interactions are registered in the
company’s data base, and even more the
shopping process is on line and every
transaction and customer preference in the
process of buying is registered in the company’s

database. And as we now the numbers of client,
transactions and their preferences are measured
in million and in some cases in billions. We can
only imagine the data which is stored by the
companies in the medium and long run. In this
case is almost impossible to imagine other way
to analyze and interpret the customers
preferences, desires and behavior other then the
use of big data analytics and latest statistical and
econometric techniques in data analysis
(Pauwels et al., 2004).

Client relationship management (CRM)
software which is recently in use alongside with
the corporate ERP business software besides its
excellent contribution in customer relations is
also storing the large amount of data connected
to all data processes related to the customers
interactions. This customers relations data is
serious background for further econometric and
statistics in further improvements in customer
relation and marketing strategies (Sleep et al.,
2014).

Companies client’s database is one of the most
important data sources for the creation of
marketing strategy. Clients data collected
almost in all cases are further used to analyses
in orders simulate and to predict the clients’
behavior and preferences in further business
relations. This is very important for the business
in the segment of resources and the sales
planning (Sleep et al., 2014).

It is important to mention that the restriction
imposed by the latest 2018 EU legislative on
personal data which can be stored and operated
without the personal consent protects the
customers from unauthorized use of their data.

The new set of latest digital technologies
leaded to introduction of artificial intelligence
(Al) in marketing especially in the Facebook
advertisements, user’s preferences
optimization, personalized targeting etc. The
technology behind the Al technology is data
statistics and econometrics driven. The real
challenge here is the use of econometrics and
statistics which can provide better optimization
of Al technologies. Some good examples of the
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use of econometrics for this purpose are logit
and probit regression, decision trees, robust
regression, neural network regressions etc
(Suoniemi et al., 2017).

Introduction of the new sales models where
sales agents offer serious data analysis and
projections alongside with classical sales
product promotion sets a very good example of
the importance of the statistics and
econometrics for the marketing purposes. In this
cases sales representative need to develop data
analytics skills besides of their classical sales
skills set.

Conclusion

The contemporary marketing faces very
dynamic  marketing  surrounding.  The
challenges are mainly connected to the use of
the new technologies and their advantages. Data
sources are one of the most important
characteristics of contemporary marketing
activities. The practice from some past times for
suggested marketing solutions without data
arguments are not valid a long time ago.

The new marketing solutions are based on big
data analytics, econometric simulations,
statistics etc. The business should use the latest
econometrics and statistic techniques and
implement it with the marketing strategy. The
proper use of this techniques could provide the
comparative advantage to the company and be a
valuable asset in the market race.
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FINANCIAL MANAGEMENT
Abstrakt

Business concern needs finance to meet their
requirements in the economic world. Any kind
of business activity depends on the finance.
Hence, it is called as lifeblood of business
organization. Whether the business concerns are
big or small, they need finance to fulfil their
business activities. In the modern world, all the
activities are concerned with the economic
activities and very particular to earning profit
through any venture or activities. The entire
business activities are directly related with
making profit. (According to the economics
concept of factors of production, rent given to
landlord, wage given to labour, interest given to
capital and profit given to shareholders or
proprietors), a business concern needs finance
to meet all the requirements. Hence finance may
be called as capital, investment, fund etc., but
each term is having different meanings and
unique characters. Increasing the profit is the
main aim of any kind of economic activity.

Finance may be defined as the art and science
of managing money. It includes financial
service and financial instruments. Finance also
is referred as the provision of money at the time
when it is needed. Finance function is the
procurement of funds and their effective
utilization in business concerns. The concept of
finance includes capital, funds, money, and
amount. But each word is having unique
meaning. Studying and understanding the
concept of finance become an important part of
the business concern.

Key words: finance, requirements, business
activity, earning profit, financial service,
financial service

Introduction

In the modern world, all the activities are
concerned with the economic activities and very
particular to earning profit through any venture
or activities. The entire business activities are
directly related with making profit. (According
to the economics concept of factors of
production, rent given to landlord, wage given
to labour, interest given to capital and profit
given to shareholders or proprietors), a business
concern needs finance to meet all the
requirements.

1. Definition of finance

Finance may be defined as the art and science
of managing money. It includes financial
service and financial instruments. Finance also
is referred as the provision of money at the time
when it is needed. Finance function is the
procurement of funds and their effective
utilization in business concerns.

According to Khan and Jain, “Finance is
the art and science of managing money”.
According to Oxford dictionary, the word
‘finance’ connotes ‘management of money’.
Webster’s Ninth New Collegiate Dictionary
defines finance as “the Science on study of the
management of funds’ and the management of
fund as the system that includes the circulation
of money, the granting of credit, the making of
investments, and the provision of banking
facilities.
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Financial management is an integral part of
overall management. It is concerned with the
duties of the financial managers in the business
firm.The term financial management has been
defined by Solomon, “It is concerned with the
efficient use of an important economic resource
namely, capital funds”.

The most popular and acceptable definition
of financial management as given by S.C.
Kuchal is that “Financial Management deals
with procurement of funds and their effective
utilization in the business”.

Howard and Upton : Financial management
“as an application of general managerial
principles to the area of financial decision-
making.

Weston and  Brigham Financial
management “is an area of financial decision-
making, harmonizing individual motives and
enterprise goals”.

Joshep and Massie : Financial management
“is the operational activity of a business that is
responsible for obtaining and effectively
utilizing the funds necessary for efficient
operations.

Thus, Financial Management is mainly
concerned with the effective funds management
in the business. In simple words, Financial
Management as practiced by business firms can
be called as Corporation Finance or Business
Finance.

2. Definition of financial management

Financial management is one of the
important parts of overall management, which
is directly related with various functional
departments like personnel, marketing and
production.Financial management covers wide
area with multidimensional approaches. The
following are the important scope of financial
management.

2.1. Financial Management and Economics

Economic concepts like micro and
macroeconomics are directly applied with the
financial management approaches. Investment
decisions, micro and macro environmental
factors are closely associated with the functions
of financial manager. Financial management
also uses the economic equations like money
value discount factor, economic order quantity
etc. Financial economics is one of the emerging
area, which provides immense opportunities to
finance, and economical areas.

2.2. Financial Management and Accounting

Accounting records includes the financial
information of the business concern. Hence, we
can easily understand the relationship between
the financial management and accounting. In
the olden periods, both financial management
and accounting are treated as a same discipline
and then it has been merged as Management
Accounting because this part is very much
helpful to finance manager to take decisions.
But nowaday’s financial management and
accounting discipline are separate and
interrelated.

2.3. Financial Management or Mathematics
Modern

management
mathematical

approaches of the financial
applied large number of
and statistical tools and
techniques. They are also called as
econometrics. Economic order quantity,
discount factor, time value of money, present
value of money, cost of capital, capital structure
theories, dividend theories, ratio analysis and
working capital analysis are used as
mathematical and statistical tools and
techniques in the field of financial management.
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2.4. Financial Management and Production
Management

Production management is the operational
part of the business concern, which helps to
multiple the money into profit. Profit of the
concern depends upon the production
performance. Production performance needs
finance, because production department
requires raw material, machinery, wages,
operating expenses etc. These expenditures are
decided and estimated by the financial
department and the finance manager allocates
the appropriate finance to production
department. The financial manager must be
aware of the operational process and finance
required for each process of production
activities.

2.5. Financial Management and Marketing
Produced goods are sold in the market with
innovative and modern approaches. For this, the
marketing department needs finance to meet
their requirements. The financial manager or
finance department is responsible to allocate the
adequate finance to the marketing department.
Hence, marketing and financial management
are interrelated and depends on each other.

2.6. Financial Management and Human
Resource

Financial management is also related with
human resource department, which provides
manpower to all the functional areas of the
management.  Financial manager should
carefully evaluate the requirement of manpower
to each department and allocate the finance to
the human resource department as wages,
salary, remuneration, commission, bonus,
pension and other monetary benefits to the
human resource department. Hence, financial
management is directly related with human
resource management.

3. Objectives of financial management

Effective procurement and efficient use of
finance lead to proper utilization of the finance
by the business concern. It is the essential part
of the financial manager. Hence, the financial
manager must determine the basic objectives of
the financial management. Objectives of
Financial Management may be broadly divided
into two parts such as:

1. Profit maximization

2. Wealth maximization.

Profit Maximization - Main aim of any kind
of economic activity is earning profit. A
business concern is also functioning mainly for
the purpose of earning profit. Profit is the
measuring techniques to understand the
business efficiency of the concern. Profit
maximization is also the traditional and narrow
approach, which aims at, maximizes the profit
of the concern. Profit maximization consists of
the following important features.

1. Profit maximization is also called as
cashing per share maximization. It leads to
maximize the business operation for profit
maximization.

2. Ultimate aim of the business concern is
earning profit, hence, it considers all the
possible ways to increase the profitability of the
concern.

3. Profit is the parameter of measuring the
efficiency of the business concern.So it shows
the entire position of the business concern.

4. Profit maximization objectives help to
reduce the risk of the business.

Wealth Maximization - Wealth
maximization is one of the modern approaches,
which involves latest innovations and
improvements in the field of the business
concern. The term wealth means shareholder
wealth or the wealth of the persons those who
are involved in the business concern.

Wealth maximization is also known as value
maximization or net present  worth
maximization. This objective is an universally
accepted concept in the field of business.

76



4. Approaches to financial management

Financial management approach measures
the scope of the financial management in
various fields, which include the essential part
of the finance. Financial management is not a
revolutionary concept but an evolutionary. The
definition and scope of financial management
has been changed from one period to another
period and applied various innovations.
Theoretical points of view, financial
management approach may be broadly divided
into two major parts.

Traditional Approach - Traditional
approach is the initial stage of financial
management, which was followed, in the early
part of during the year 1920 to 1950. This
approach is based on the past experience and the
traditionally accepted methods. Main part of the
traditional approach is rising of funds for the
business concern. Traditional approach consists
of the following important area.

e Arrangement of funds from lending body.

e Arrangement of funds through various
financial instruments.

e Finding out the various sources of funds.

5. Importance of financial management

Finance is the lifeblood of business
organization. It needs to meet the requirement
of the business concern. Each and every
business concern must maintain adequate
amount offinance for their smooth running of
the business concern and also maintain the
businesscarefully to achieve the goal of the
business concern. The business goal can be
achieved only with the help of effective
management of finance. We can’t neglect the
importance of finance at any time at and at any
situation. Some of the importance of the
financial management is as follows:

Financial Planning - Financial management
helps to determine the financial requirement of
the business concern and leads to take financial
planning of the concern. Financial planning is

an important part of the business concern, which
helps to promotion of an enterprise.

Acquisition of Funds - Financial
management involves the acquisition of
required finance to the business concern.
Acquiring needed funds play a major part of the
financial management, which involve possible
source of finance at minimum cost.

Proper Use of Funds - Proper use and
allocation of funds leads to improve the
operational efficiency of the business concern.
When the finance manager uses the funds
properly, they can reduce the cost of capital and
increase the value of the firm.

Financial Decision - Financial management
helps to take sound financial decision in the
business concern. Financial decision will affect
the entire business operation of the concern.
Because there is a direct relationship with
various  department functions such as
marketing, production personnel, etc.

Improve Profitability - Profitability of the
concern purely depends on the effectiveness and
proper utilization of funds by the business
concern. Financial management helps to
improve the profitability position of the concern
with the help of strong financial control devices
such as budgetary control, ratio analysis and
cost volume profit analysis.

Increase the Value of the Firm - Financial
management is very important in the field of
increasing the wealth of the investors and the
business concern. Ultimate aim of any business
concern will achieve the maximum profit and
higher profitability leads to maximize the
wealth of the investors as well as the nation.

Promoting Savings - Savings are possible
only when the business concern earns higher
profitability and maximizing wealth. Effective
financial management helps to promoting and
mobilizing individual and corporate savings.
Nowadays financial management is also
popularly known as business finance or
corporate finances. The business concern or
corporate sectors cannot function without the
importance of the financial management.
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Concluzion

Financial Management is an essential part of
the economic and non economic activities
which leads to decide the efficient procurement
and utilization of finance with profitable
manner. In the olden days the subject Financial
Management was a part of accountancy with the
aditional approaches. Now a days it has been
enlarged with innovative and multi dimensional
functions in the field of business with the effect
of industrialization, Financial Management has
become a vital part of the business concern and
they are concentrating more in the field of
Financial Management. Financial Management
also developed as corporate finance, business
finance, financial economics, financial
mathematics and financial engineering.
Understanding the basic concept about the
financial management becomes an essential part
for the students of economics, commerce and
management.
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CONFECTIONERY INDUSTRY IN
MACEDONIA

Abstract

The first step in market segmentation should
be the choice of the segmentation strategy (not
differentiated, differentiated, concentrated or
micromarketing) depending on the balance that
the enterprise wants to achieve in terms of the
perceived additional value and the cost of
achieving it. Segmentation for the needs of
confectionery enterprises should reveal: the
buying behavior and habits in using products;
the willingness to pay a higher price for a higher
quality; the degree of brand loyalty; needs;
social status, self-conceptualization, lifestyle.

After determining the direction of the
segmentation, it is also necessary to determine
the methods / factors by which different
segments of consumers will be shared and
described on the basis of appropriate
characteristics, in order to better understand the
profile of consumers in each individual
segment, similarities between consumers within
a segment and the similarities and differences
between segments. Enterprises, regardless of
size, can focus on a variety of different methods

| factors for segmentation: geographic
factors; demographic factors; psychographic
factors.

The reason for using more, and not just one
method of market segmentation, stems from the
need to overcome the shortcomings that arise
with the isolated application of only one method
and to create a wider segmentation strategy.
Market segmentation allows increasing the
competitive advantage through the possibility of
creating an appropriate offer that will best
satisfy the needs of consumers in comparison
with the competitors, and as a result of good
knowledge of the segments of the market.

Key words:  segmentation,
consumers, confectionery industry

factors,
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OAKTOPHU HA CE'MEHTAILINJA HA
ITA3APOT:
AHAJIM3A HA KOHAUTOPCKATA
NHAYCTPUJA BO PM

AnCTpaKkT

[IpBHOT 4YeKOp BO CETMETHPAmETO Ha
naszapot Tpeba ga 6une u3dop Ha cTparerujara
Ha cerMeHTtanuja (HemudepeHnupana, aude-
pCHIIMpaHa, KOHIICHTPUPAHA WJIM MHKPO-
MapKeTHHT) BO 3aBUCHOCT 0J1 0aJIaHCOT KOj caka
Jla TO TIOCTUTHE MPETHpPUjaTHETO BO OJHOC Ha
nepuenupaHara JONOJTHUTENHA BpPEIHOCT U
TPOIIOIIMTE 3a OCTBApYBamkE€ Ha HCTaTa.
CerMeHTanujaTta 3a MOTPEOUTE HA KOHIUTOP-
CKUTE NpeTnpujaTvja Tpeda J1a Tro OTKpHeE:
HAUYMHOT Ha OJHECYBame IPH KYIyBame H
HaBUKM BO KOPUCTEHE€ Ha IPOU3BOJAUTE;
MOJITOTBEHOCTA J1a C€ TUIATH TIOBHUCOKA IIeHA 3a
MOBHCOK KBAJIUTET; CTENIEHOT Ha JIOJaJJHOCT Ha
OpeHIIOT; MOTpeOUTe; COIMJaTHUOT CTaTyC,
KOHIIENTOT 3a ce0eCcH, )KUBOTHUOT CTHIL.

[To ogpenyBameTo Ha IPABEIOT HA IBUKEHE
Ha CerMeHTalujaTa, MOTpeOHO € Ja ce yTBpJaT
1 MeTonuTe/(hakTopUTe MO KOU Ke ce Jenar U
ONUIIYBaaT  pa3jIMYHUTE  CErMEHTH  Ha
MOTPOIIYBa4M, Bp3 OCHOBA Ha COOJBETHHU
KapaKTepUCTUKH, 3a J1a MOXe Moj00po jaa ce
pazbepe nmpopuI0T Ha TOTPOIITYBAYUTE BO CEKO]
MOEJUHEYEH CErMEHT, CIIMYHOCTUTE TOMery

HOTPOIIYBauUTE BO PAMKUTE Ha €JIeH CETMEHT U
CIIMYHOCTHTE M PA3IMKHUTE MOMEIYy CETMEHTH.
[IpernpujaTuja 6e3 oryieq Ha roJIeMUHATA MOXKE
Ja ce (Qokycupaar Ha TIOBEKE pa3IuYHU
MeToIu/(haKTOpH 3a cerMeHTaluja: reorpadcku
¢dakropu; nemorpadcku (akTopH; IMCHXO-
rpadpcku Qaxtopu. IlprunHaTta 3a KopHucTeHme
Ha TIOBeKe, a HE camMoO €IeH METOoA Ha
CerMEHTallMja Ha TMa3apoT MpPOU3JIEryBa OJ
norpebaTa a ce HaJIMUHAT HeIOCTATOLUTE KOU
Ce jaByBaaT CO M30JUpaHa NMPUMEHa Ha CaMo
eleH METOJ M Ja ce Kpewpa CTpaTeruja Ha
cerMeHranyja co MOIINPOK omndar.
CermeHTanmjata Ha T1a3apoT OBO3MOXKYBa
3rojieMyBambe Ha KOHKYPEHTCKaTa HpeJHOCT
peKy MOYKHOCTa Ja Ce€ Kpeupa COOJIBETHA
MOHyJla Koja Hajao0po Ke TI'M 3aJ0BOJIyBa
noTpeOuTe Ha MOTPOIIYBAUYUTE BO CIIOpenda co
KOHKYPEHTCKHUTE, a KaKO pe3yaTar Ha J00poTo
MO03HABAE HA CETMEHTHTE HA Ma3apoT.

Kayuynn 3060poBu: cermeHranuja,
dbaxTopu, MOTPOIIYBAyH, KOH/IUTOpPCKA
UHAYCTpHja
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1. BoBen

[IpBHOT 4YeKOp BO CETMETHPAKETO Ha
naszapotT Tpeba na Oume u30op Ha cTpaTerujara
Ha CerMeHTaIuja (menudepeHmmpana,
audepeHnrpana, KOHILIEHTpHUpaHa Win
mukpomapkerunr) (Grewal u Levy, 2008), Bo
3aBUCHOCT 0J OajaHCOT KOj caka Ja To
MIOCTUTHE TMPETIPHjaTUETO BO OAHOC Ha
nepuenypaHara JONOJIHUTEIHA BPEAHOCT U
TPOILOIIMTE 32 OCTBapyBame Ha ucrata. Ciene-
HBETO Ha pPabOTeHETO Ha TOJEeMHUTE KOHJAU-
TOpPCKHU TpeTnpHjatuja kako ,,Kraft, , Ferrero
Rocher<, ,Cadbury“, ,Hershey Foods",
,Nestle®, Mars“Inc., ,Wrigley“u nap. wu
HUBHAaTa IOHYyJa Ha pa3iIMyHU OpEeHJOBHM Ha
MPOU3BOM 32 pAa3IMYHH TPy HA TOTPO-
IIyBayH, yKa)KyBa Ha Toa JIeKa BO HajroJIeM /el
THE TPUMEHYBaaT Au(depeHnrpana cTpareryja
Ha cerMeHTHpame. lIpernpujatue koe Beke
MOCTOM Ha Ma3apoT, MOXE Ja pPa3MUCIH 3a
IpUMEHa Ha OBOj HA4YMH Ha CerMeHTalyja,
Ounejku My OBO3MOXKYBa IIOTOJIEM I1a3apeH
yJiell, HaMaJlyBame Ha PU3UKOT O CIYKEHe Ha
caMo €/IeH CeTMEHT M OCTBAapyBame€ MOTrOJIeM
npodut. On Apyra crpaHa nak, UCTOBPEMEHO
nonpa3bupa W MOrojJeMH TPOIIONW 32
MIPOU3BOJICTBO U IJIACMaH, Ma ce MpernopavdyBa
MajJMTe MpeTnpujatvja Jga Ouaar ocoOeHo
BHUMATEJHHU TIPH CJIEIEHETO Ha OBOj BHUJ Ha
CTpaTerHja Ha CerMEHTHpame. 3a MajH
IpeTnpueMadky IMpeTrnpujaTuja U1 0COOEHO 3a
HOBOOTBOPEHHU peTpujaTuja, rnopaau
notpebaTa oJ] moeukacHa UCKOPUCTEHOCT Ha

OTPaHMYECHUTE PECypCH U MOXKHOCTa 3a
OCTBapyBam€ Ha JHUPEKTeH KOHTAaKT CO
KpajHUTE TMOTPOUIyBayd, MOXe Ja Oune

aJIeKBaTHA U KOHIEHTpHpaHa cTpaTervja (eaeH
MPUMapeH CErMEHT KOH KOTo C€ HacodyBaaT
CHTE HAlopu 3a OCBOjyBame€) WM CIeluja-
Ju3anyja BO MPOM3BOACTBO 3a IMOTpeOHWTE Ha
cocemMa Maja Tpyna WK MOeIuHEeueH MOTpo-
IIyBa4, OHOCHO IIPOM3BOJICTBO IO Hapayka
(MukpomapkeTHHr). Bo konauTopckara uHIyC-
TpHja HE € PEMOPAWINBO J1a CE TPUMEHYBA

HenudepeHupaHa cTpareruja, OWIEJKu ¢
BUCOKOpparMeHTHpaHa U KOHKYPEHTHA
UHIYCTpHja, BO  KOja  JOIOJHHUTEIHATA

MOHYJIEHA BPEIHOCT Ha IOTPOIIYBAYOT € O
BUTAJIHO 3HAYCHE.

JIOTIOIHUTEHO, 3HACHETO 3a 3HAYajHOCTa
Ha OJpeJleHa KaTeropvja Ha IPOU3BOJ 34
MOTPOIIYBAYUTE MOX€E Ja IIOMOTHE BO
OJpe/lyBam-e Ha OUEKYBambaTa 3a IPOU3BOAOT U
PacIoJI0KEHOCTa JIa Ce KYITH, IITO K€ TH HACOYH
OUIYKMTE  3a  CerMeHTaluja. Cuopen
KaTeropvjaTa Ha MPOM3BOAM H  HHBHOTO
3HAYEH-EC 3a MOTPOIIYBAYUTE, MPETIIPUjATHETO
MOX€ JIa C€ TIOCBETH Ha aHAJIN3a Ha Pa3InIHU
npamama. MIMajku mpenBu JeKa KOHAUTOP-
CKUTE IPOU3BOJM CE€ KOHBCHIIMOHAIHH IIPO-
W3BOJM 3@ CEKOjOHEBHA  IIOTPOIIYBAyKa,
NpeTHpu-jaThjaTa MoXar Jia ce GoKycupaaT Ha
cieqauBe mnpamama (Yankelovich u  Meer,
2006, p.130):

¢ Kou cermenTu aa ce onoepar?

¢ Kako ga ce no3unmonupa OpeH1oT?

eKakBi mpoMeHM J1a ce HampaBaT Ha
MOCTOJHUTE WM Jla C€ BOBENAT HOBHU
MPOU3BOIM?

e Jlann 1a ce mpomeHaT HeHuTe?

eKako nma ce ombepe Taprer rpyma 3a
npomoruja?

CermeHTtanujata 3a  [oTpedbure  Ha
KOHIUTOPCKUTE TNpeTHpujatuja Tpeda aa ro
OTKpHME: HAUYMHOT Ha OJIHECYBame MpH
KyIyBamkbe¢ M HABHKU BO KOPUCTCHC HA MPOU3-
BOAMUTE (MM TOTPOILIYBAYUTE C€ O] THUIIOT
,HalpaBu cam* WU ,,HalpaBH TO 3a MEHE");
MOJTOTBEHOCTA Jia Ce IMJIaTH MOBUCOKA I[eHa 3a
MTOBUCOK KBAJIMTET; CTCTICHOT HA JIOjJaTHOCT Ha
OpennoT; moTpeduTe (3a momobpa ycmyra,
JOCTAIHOCT, (YHKIIMOHATHOCT); COIMjaIHUOT
CTaTyC, KOHIIEITOT 32 Ce0eCH, )KHBOTHUOT CTHII.

[To openyBamEeTO HA MPABELIOT HA JBUKCHEC
Ha CeTMEHTaIHjaTa, MOTpeOHO € /1a ce yTBpAAT
U MeToquTe/(hakTopuTe Mo KOU Ke ce Jenar u
ONHWINYBaaT  pPAa3IMYHUTE  CETMEHTH  Ha
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NOTPOIYBa4M, BpP3 OCHOBa Ha COOJBETHU
KapaKTepUCTUKH, 3a Jla MOXe Mojo0po aa ce
pazbepe mpoIOT Ha TOTPOLTYBAYUTE BO CEKO]
MOCIMHECYCH CETMEHT, CIIMYHOCTHTE TOMery
IMOTPOUTYBAYUTEC BO PAMKHUTC HAa CJICH CCTMCHT U
CIIMYHOCTUTE M PA3JIUKHUTE TOMEry CErMEHTH.
[Ipernpujatuja 6€3 orien Ha rOJIEMUHATA MOYKE
na ce Qokycupaar Ha TIOBEKE pa3IMYHH
metoau/daktopu 3a cermenraiuja (Grewal u
Levy, 2008), ox kou BO TPyIOT, 3a MOTpEOUTE
Ha KOHJUTOPCKUTE MPETIpHjaTHja ce mpeiara
clefewme  Ha  cieaHuBEe  (akTopu  3a
cermenTupame®Z(Internet Center for
Management and Business Administration,
2010):

1. Teorpadcku daxTopu;
2. Jlemorpadcku akropu;
3. Tlcuxorpadcku pakTopu.

[TpuunHaTa 3a KOpHCTEHE Ha TMOBEKe, a HE
caMo €/IeH METOJ] Ha CerMEeHTalllja Ha a3apoT
pou3JIeryBa OJ moTpedara ja ce HaAMHHAT
HE/I0CTAaTOLIUTE KOU CE€ jaByBaaT CO M30JUpaHa
MpUMEHa Ha CaMo €JIeH METOJ U Jia ce Kpewpa
CTpaTerdja Ha CErMEHTallja CcO MOUIMPOK
ondar. Ha mnpumep, co reorpadckure u
neMmorpadckure BapujabauM  MoXKaT Ja ce
JouMpaaT M UASHTH(UKYBaAAT MOTPOITYBAYHTE,
IpeKy Beke IOCTOJHM HH(OpMAIUK, HO He
MOJKaT Jla Ce YTBpJAT W HUBHUTE MOTpPeOU U
KeJou. 3aroa, ce BKIy4yBaaT M|
ncuxorpadcekure BapujadIu KOH
OBO3MO’KYBaaT Jla ce JI03Hae KOM KOPUCHOCTH
ru  0OapaaT  TOTPOIIyBauUTe H  KaKo
IIPOU3BOIOT/yCIIyraTa O/iroBapa Ha KOHKPETEH
YCBOEH JKUBOTEH CTHIL.

8 Tlon moTpouryBauu ce MHUCJIM Ha KpajHH MOTPOLIYBAuM —
GU3NUKM JMLIA KOW TO KOPHCTAT NPOM3BOAOT 3a JIMYHA
ynoTpeba M HHAYCTPUCKU IIOTPOIIYBaYM — MPAaBHU JIMILA,
NOCPEJHHUIIM  BO  KaHAIMTE Ha  JAUCTPHOyLHMja WM
npepaboTyBauy KOU I'o BKIIy4yBaaT IPOU3BOJIOT BO HeKoja dasa
Ha [IPOM3BOAICTBO Ha IPyr IpousBoj/yciyra. Ilpuroa, Tpeda na
ce HarJgacd fOeKa 3a pasiiMKa Of KPajHUTe IOTPOLIYBAdH,
UHIyCTPHCKUTE KJIMEHTU Ceé BOOOMYAeHO MOMaly 1o 6poj, a
KyIlyBaaT BO IOTOJE€MM KOJWYMHH, MOpaJM IUTO BpIIAT
NoJeTaHa eBallyallyja Ha TIIOHyJaTa, a IIpOIEcOT Ha

1.1. Kparok mnperjex Ha cocrojéaTta Ha
NMa3apoT 32 KOHAUTOPCKH NPOU3BOAN

Bo ogHOC Ha KIyyHUTE KapaKTEpUCTHKHU Ha
1a3apoT, yBUAOT BO COCTOjOaTa MOKaKyBa JIeKa,
IFEHEPAIHO, LEIUOT Ia3ap Ha KOHAMTOPCKHU
IPOM3BOJIM MMa OCTBAPEHO PacT KAKO pe3yJTar
Ha 3rojieMeHaTa noOapyBauka 3a OJpeleHH
KaTeropuu Ha IMPOU3BOAM, IOpaau Iojo0pe-
HaTa IIOHyAa M Pa3HOBUAHOCT, KaKo H
3rojeMeHaTa JOCTalHOCT Ha mpou3Boaute. Bo
UJHMHA Ce OYeKyBa mobapyBaykaTa 3a IpOH3-
BOJU KOU INPEAU3BHKYBAaaT 3aJl0BOJICTBO, BO
KOU criaraar i KOHIUTOPCKUTE IPOU3BO/IU Ja ce
srojemMu. [loarpakTMBHM ce ma3apoT Ha
IIPOM3BOJM OJf YOKOJaJa U Ma3apoT Ha Mpo-
U3BOAM O]l OpalllHO, HA KOM U BO HJHMHA Ce
OUYEKyBa MO3UTHBEH pacT, J0J€Ka OCTaHATHUTE
JIBE KaTeropu (masap Ha pOU3BOIM OJ1 LIEKep
U TYMH 32 JKBaKame) e 3peiH Mazapy Kaj KOH
ce OYeKyBa CTarHauyja WIM onarame Ha
nobapyBaukaTa, IITO TW TpaBud ciabo
aTpakTUBHU nasapu. [loromemuor nen of
na3apoT HajuecTo UM MpuIiara Ha CTPAHCKUTE
3a CMETKa Ha JOMAIIHWUTE NpeTnpujaTHja, KoM
JOMMHHPAAT BO CKOPO CUTE aCIIEKTH Ha 11a3apoT
— pa3Boj M IUTaCMaH Ha HOBU MPOU3BOIM (IO
BKYC, BHJ, NaKyBame), MPOMOTHUBHU AaKTHUB-
HOCTH, KaKo U focranHocta. [Ipuroa, manonpo-
JaXHaTa IIeHa Ha JOMAIIHUTE NPOU3BOAU €
cexkoramr 3a 10-30% mnoHucka ox LieHaTa Ha
CTPAaHCKHUTE MPOU3BOJAU CO MCTAaKHAT OpEeH[.
HuctpulyuumjaTta, IJIaBHO, C€ OJBUBA MPEKY
MaJIONpOJaXKHUTE OOJeKTH, MpPH IUTO HAJUH-
TEH3UBHO C€ TUCTPUOYHpPAHHU CTPAHCKHUTE MPO-
M3BOJH, a MPETEKHO CEJIEKTHBHA € AUCTpHUOY-
yjaTa Ha JOMAIIHWUTE Npou3Boau. MHTeH3u-
TETOT Ha MPOMOTHBHUTE AaKTUBHOCTH €
JUKTUpaH Of CTpaHa Ha JIMIEPUTE, CO Ioarpe-

OJTy4yBame BOOOHMYACHO BKITy4yBa MOBEKE O] €HA JIMYHOCT.
Cenak, roseM 1ei of (pakTopuTe 3a CerMeHTalrja Ha 1ma3apoT
Ha moTpouryBauy (JIOKalyja; THI Ha MPETIpHjaTue — FOJICMHUHA,
MHAYCTPHja, OJAZEN KOj HOCH OJJIyKa, KPHUTEpHyMH 3a
KyIyBambe; HAYUH Ha OJHECYBabe MPH KyMyBamke — CTAlKa Ha
KOPHUCTEHE, CTATyC Ha KyIlyBad — IIPB [1aT, IOBTOpEHa HabaBKa,
peloBeH, MOTEHLHMjaJieH, MpoleAypa Ha KylyBambe —
NPEroBOpH, HA/JIaBakbe WTH.) MOXKE Ja ce NMpPUMEHaT H 3a
CerMeHTallMja Ha MMa3apoT Ha MHIYCTPUCKH MOTPOLIYBaYH.
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CMBHM  TPOMOTHBHM  KaMmIamwH, J0OJeKa
JOMalTHUTE MpETIpHUjaTHja MOMAJKY BIIOXY-
BaaT Ha oBa nojie. O 1oMallHUTE IPOU3BOIU-

TENW, HAJrOJIeMH WIpadyd Ha TMa3apoT ce
,Buramunka®, ,Csuciuon®, ,EBpoma“ wu
»Makrmporpec.

[TazapHMOT yzaesn Ha JOMalIHUTE MPETIPU-
jaTja He e rojem; roJuIIHaTa CTalka Ha pacT
Ha mpoaaxOara Ha HUBO HA WHAYCTpUjaTa €
cpenHa, MOKHOCTHTE 3a BIe3 Ha HOBHU
KOHKYPEHTHU C€ CPEIHU; MOKTA Ha KyIlyBauuTe
U 7100aByBauUTE € TOJEMa; TEXHOJIOIIKUTE
IPOMEHH, TypOyJEeHTHOCTA Ha 1a3apoT,Kako U
MHTEH3UTETOT HAa  KOHKYpEHIMjaTa  BO
WHIYCTpHjaTa ce TOJEMHU.

JlomonHUTeNHO, aHaidM3aTa Ha HJHUTE
TPEHJIOBH Ha Ma3apOT OBOMOXKYBa J1a C€ 3aKIy-
YM JeKa TJaBHU JIBUTATENH Ha rmodapyBaykara
ke Oupar cuiHuM OpeHIoBM Ha HIPOU3BOIH,
NOTPOIIYBAa4YM O] TOMJIAJUTE T'CHEPAaIHH,
€KOHOMCKHM KaTerOpuH Ha TPOM3BOIHM H TIpe-
MHYM — OpEeHIOBM BO TIOBHCOKa IICHOBHA
KaTeropuja, MOHy/JaTa Ha KBaJUTETHA U 37paBa
XpaHa, TPOU3BOIU CO JKUTAPKH, MPOU3BOAU
KaKo JIeKopalfja Ha XpaHara, (pyHKIMOHAIHU
MIPOU3BO/IN.

2. I'eorpadickn pakTOpH HA CerMeHTAnMja

I'eorpadckara cermeHTalnuja oiroBapa Ha
npamameTo — Kane xuBear morpouryBayute?
Crnopen Toa, ma3apoT MOXeE J1a ce Tpynupa 1o
3eMjU, PETUOHU WM OOJAaCTH BO pPaMKHUTE Ha
OJIpe/ieHa 3eMja WM PEruoH (JIpkaBa, rpaf,
Hacenba, ceno u ci.). Bo pamkure Ha
oJieTHUTEe reorpadCKu  Mojapayja,  Kako
JIOTIOIHUTEIHH Treorpadcku Bapujabid MoXaT
Jla ce 3eMar MpeBU]l U ToJleMuHaTa Ha o0acra
coper ©Opoj Ha OKUTENHM, TYCTHUHA Ha
HaCeJICHUETO, KJIMMaTa, CTeTeH Ha BpaOOTEHOCT
Ha HAaceJeHUETO BO KOHKPETEH pEeruoH,
IIPOAYKTUBHOCT Ha PErHOHOT M Cl., IITO
3HAYUTEIIHO MOXKE Ja ja oApedu MOHyAaTa Ha
MpeTHpUjaTHETO KOja Ke Bapupa Bp3 OCHOBA Ha
MOTpeduTe Ha OJICIHUTE Teorpad)cKu rpynu 1
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HUBHHUTE crnenuduyan obenexja. Hexom on
KIIYYHHTE IIpaliamka MoBp3aHu co reorpadckara
CerMEHTaIlMja KOU MpEeTIpHujaTHjaTa MOXKaT Ja
TH 3eMaT MpeIBu ce:>

e KonkaB Opoj Ha HaceleHW MecTa, IPaJoBU
WJIN OIIITHHY J1a ce ordarat?

eKou permonm [nma ce BKIy4ar BO
manupamero? (Jamm ce wucmaka ga ce
BKJIy4aT CHTE HWJHM camo moronemute?Koun
MecTa Ja ce wusbepar cnopex Opoj Ha
KuTeIu?);

e Koun Mecra na ce uzbepaT cropen BUAOT Ha
MECTOTO ¥ HEroBaTa JOCTAITHOCT?

eJlan  HACEJNCHHMETO CTapee WU  Ce
nonmianyBa? (Koja e moreHmnujaiHa Taprer
rpyma?);

e Jlanu na ce omndaraT pernOHUTE CO U3PA3CHO
HEraTUBHO MUTPALIUCKO canao?

JlomamHMOT 1masap KMa KapakTep Ha
U3pa3eH0 MHIPALMOHO IoJpadje, Koe ce
KapakTepu3upa CO HUHTEH3UBHU BHATPELIHU
IIOMECTYBama Ha HACEJICHHETO, KaKo M CO
KOHTHHYUpaH ITIpOLEC Ha HCEIyBame Ha
HaceJeHueTo Bo JApyru apxasu ([pkaBeH
3aBoJy 3a craructuka Ha PM, 2017).
BHaTtpemnara wmurpanuja BO IpaBell O
pypaJlHU KOH ypbaHM MecTa J03BOJyBa
reorpadcku Tepuropujata Ha P. Makenonuja
IOpPBUYHO Ja Ce€ INOJelNM Ha JABarorojeMu
CErMEHTH U TOa, pypaliHU 1 ypOaHu obsiacTh. 3a
IUIaCMaH Ha CTOKM 3a IIMpOKa MOTpOIIyBauka
MONPHBIIEYHN c€ ypOaHUTE CErMEHTH O]
TepUTOpHjaTa, TOpPaAM IOBEKEe MPUYUHHU.
VMeHO, BHATpEIIHUTE MHIPALUCKH TEKOBU
UMaaT pa3iMueH MHTEH3UTET BO OJJIETHU
BPEMEHCKM MEPUOAM W BO IPHUHIMII CE Ha
penanujara ceno-rpaj Ui KoH rpagot Ckorje
(kako oJ pypalHUTE Taka W O ypOaHuTe
HacenOu) ([pxkaBeH 3aBOj 3a CTaTUCTHKA Ha
PM, 2017). Ucrto Taka, nako ox BKymHO 1.767
HacelleHn MecTa camMo 34 uMaaT TpaJiCKU
kapakTep ([pkaBeH 3aBOj 3a CTaTHCTUKA Ha

83



PM, 2007), Bo HUB ce€ KOHLEHTPUpPAHU AYpH
63,85% oxa BkynHoTO HaceneHue unu 1.308.464
XKuUTeNM (cropes nonuc Ha Hacenenue, 2002), a
caMo BO eJiHa rpajicka Hacenoa (rpagot Ckorije)
xuBee 24,7% on BKYDHOTO HacejleHUE Ha
npkaBata (/[[p>kaBeH 3aBOJl 3a CTaTHUCTHKA Ha
PM, 2017). I'onem nien of cenckuTe HaceaeHU
MeCTa WJIH IIEJIOCHO ce aenomynupanu (141
HACEJICHO MECTO) MJTU UMaaT U3pa3eHo Maj Opoj
Ha JKUTEJIU U HEMOBOJHA CTapOCHA CTPYKTYypa
(crapo wnacenenue) (pxaBeHn 3aBox 3a
cratuctuka Ha PM, 2017). Bo ypbanute mecra,
3a pa3nMKa OJ pypallHUTe, WMa pEJIaTUBHO
MOBOJIHA TYCTHHATA HA HACEJICHHETO, OJJHOCHO
6poj Ha xuTeny Ha 1km? e 82,3 (J{prkaBeH 3aBoj
3a craructuka Ha PM, 2017). I'enepamno
MOCTOM HEIOCTAaTOK Ha HMHBECTUIMH 32
u3rpangba Ha mnoTpeOHaTa UHQPPACTPYKTYpa,
0c00€HO BO pypaJHUTE OOJIACTH, a TEIIKaTa
JOCTAalTHOCTa Ha pYypPaTHHUTE O0JIACTU MPEeKy
TUCTpUOYLIMCKY KaHaIWM TH 3TrOJIeMyBa M
TpaHcnopTHute Tpomonu. CemejcTBara BO
pypajHUTE 00JIaCTH pacroiaraar co pelaTHBHO
moMan J0XOJ M TMPETeKHO IKUBEAT Of
3eMjOJIeTMeT0, KOoece¢ ymTe crmara BO
HuckonpoputabuiHute rpaHku  ([pkaBeH
3aBojI 3a cratuctuka Ha PM, 2008). Paznukute
0 MECTO Ha >XMBECHE KOM HaMETHyBaaT
MMOMHAKOB HAYMH HA YXMBOT W CEKOJIHCBHU
aKTUBHOCTH, BOJIAT U KOH Pa3jIMYHU KUBOTHU
HAaBUKH W OJIHECYBame€ NpPHU KYITyBame, MITO
MOK€ Jia IOBEJIE 10 pa3u/yBame Co aTpuOyTHuTe
Ha TPOU3BOJOT M TIOCAKyBAaHHUTE KOPHCTH
MOHYIeH! BO ypOaHUTe 001acTH.

3. lemorpa(cku (paKTOPH HA CErMEHTALNja

Jlemorpadckara cermMeHTalyja Ha Ia3apoT
oaroeapa Ha mpamamero — Koum ce
notpouryBaunte? OBOj (hakTop OBO3MOXKYBa
rpynypame Ha MOTPOIIYBayUTe BP3 OCHOBA Ha

84 MapkerapuTe yecTomaT TH KIacH(pUIMPAaT TyreTo Kako
MOTPOLIYBayH MPEKy HUBHO paclpeneinyBame BO I'€HEpaluH,
CIIOpEe/ TOJIMHATA Ha parambe, BO KOHTEKCT Ha IPOMEHUTE BO
ONKpYyXyBameTo. Taka Ha mnpumep, “Baby Boomers” ce
reHepanujata ox 1946-1964, renepanuja “x” ce o 1965-1980,

[Tt}

reHepanuja “y” ce og 1981-1994, a renepauuja “z” ox 1995-

JIECHO MEPJIMBU M 00j€KTUBHU KapaKTEPUCTUKU
kako mro ce (Grewal u Levy, 2008): moun,
BO3pacT (zena, THHEJUEpH, IBACCET W HEIITO
roji., TPUECET M HEIITO TOJ., CPEAHOBEYHH,
nocrapa  IMomyjianyja),  TOJEMHHa  Ha
CEMEjCTBOTO/IOMAaKUHCTBOTO, KHBOTECH ITHKITYC
Ha CEMEjCTBOTO (HEKEHET/HEMakKeHa, KEHeT/
MakeHa,co Wiau 0e3 Jena W ci.), TeHepaluja
(“baby boomers”, renapamuja “x”, “y” wim
“z”)8 (Beckland, 2017), pacronosxinB Ipuxo
(MeceueH, TOIWIICH, IJIMYCH, HAa HHUBO Ha
CEMEjCTBO, TPOIIOIM Ha YKHBECHE), 3aHUMAHC
(neBpaboTeH, CTYAEHT, BpaOOTEH UTH.), CTENEH
Ha oOpa3oBaHME, HAIMOHAJIHA W CTHUYKA
NPUTIAIHOCT, penuruja uTH. OBHe Bapujadiu ce
HAjUYeCTO KOPUCTEHUOT 3aCIHUYKH COJPIKATEI
HA CErMCHTHTE, OHWJICJKM ce JIeCHU 3a
uaeHTudukaimja, a geMorpadcku moaeneHuTe
CeTMEHTH C€ €JHOCTABHH 3a JOCTUTHYBAIHE CO
coo/iBeTHa TIOpaka. Bp3 ocHoBa Ha oOBHE
Bapujabiiy, MoHATaMy, IpeTnpujaTujara Tpeda

Jla TH OJICOBOPAT CJICHUBE Tpalllarba;
ellon u Bo3pact: Jlaym na ce taprerupaar
Makute win keHute?Koja Bo3pacHa rpymna
na ce ondaru? [lamu pa3ukuTe BO BO3PacTa,
MIOJIOT BOJIAT KOH PA3IMKH BO KOHCYMHPAHE

U npedepeHIija Ha MPoru3BoaAuTE?
¢ )KuBoTeH mukiyc Ha 1oMakuHCTBO: Koj Tum
Ha JIOMaKWHCTBO J1a ce ojdepe mo Opoj Ha
YJICHOBU M criopea ¢azaTa OJf KHUBOTHHOT

nuknyc?lanu . Kako ce  pa3iuKyBa
nobapyBaukarta Tmomery cemMmejcTBa  CO
pasinyHa TOJICMHUHA u JKHNBOTCH

nukiyc?/lanu rpynurte Bo pa3iMyeH CTENEH
01 KUBOTHHUOT LMKIYC CE€ pa3jIuKyBaaT BO
HAa4YMHOT Ha KOHCYMHUPAakE Ha IPOU3BOAUTE?
Koj Bo cemejcTBOTO TH BpIIM HAaOaBKHUTE Ha
MpOU3BOAM?

e PacronokyiuB  10X0A4 M THOTPOIIyBAayKa:
KonkaB e pacrnoysoxiInBHOT [JOXOA Ha
HaceJeHuero?3a ITO Ce TPOIIM HajrojieM

TekoBHO. Ce CMeTa Jieka e IOJIeCHO Ja MM Ce MpoJajie Ha Baka
MOJENEHNTEe CETMEHTH, OCOOEHO Kora caMHTe ja HMaar
npudaTeHo reHepan3upanara knacudukanuja. Ho nenec, He e
JIOBOJTHO CaMo Jia ce 3Hae BO KOja TOAMHA HEKOj € POJIeH, 3a 1a
ce Ouzie CUrypeH Jieka Ke ro KymH IpOU3BOJIOT.

85ComncTBeHu coreayBama Ha aBTOPOT.
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nen on mnpuxomute?lanu MNpou3BOIOT €
COOJIBETCH 3a MOTPOIIYBAayd CO PEIaTUBHO
BHCOK HJIM HU30K J0x01?/lanu uma npoctop
3a MoKavyBame Ha IleHaTa?

e OOpazoBanne: Kou morpomryBaum na ce
3eMaT MOpeABHJ CHOpe] CTENEeHOT Ha
obpaszoBanne? KoH koro ma ce Hacouu
MIPOMOTHBHATA mopaka? J{anu HUBHHOT Opoj
€ JOBOJICH?

e Peepentna rpyma Ha npumagHocT: [lamm
HAIIHOT MPOU3BO MOXKE J1a OHJIe COOIBETCH
3a crnenu@uYHM TPYyNmu Ha TOTPOIIYBayd
KaKoO CTYJICHTHU WJIH JICIOBHU KEHU U CIL.?

e3anuMmame: Co mTO Cce  3aHMMaBa
IIOr0JIEMHOT JeJI o HaceiaeHuero? Jlamu ce
noBeke BpaOOTEHH WM HEBPaOOTEHH JHia’?
Hamu IOroJaeM nen ox
BpaOOTEHUTE/HEBPAOOTCHUTE CE MaKU WIIH
JKeHH?

e Hanmonanuocr: Jlanm na ce taprerupaar
MPUMAJIHUIU KOH €Ha €THUYKA rpyna WiH
cute?/lain  €THUYKUTE WM  BEPCKUTE
pedepeHTHN TPyNMH WMaaT pa3liidHa MiemMa
Ha KOHCYMHUPambe Ha IPOU3BOIUTE?

[TonoT Ha MOTpOIIYBaYUTE MOXKE Ja CE 3eMe
Kako IO4YeTHa Bapujabia BO JeMOrpa)CKuOT
ONMC Ha TOTPOIIyBauyuTe, OCOOEHO BO
npexpanoeHaTa unaycrpuja(Hooley et
al,2008), 3a ma M o00jacHH pa3IMKHTE |
npedepeHInuTe KOH MPOU3BOIUTE, a TOHATAMY
Ja ce TOBp3e M TMPOLIMPU CO OCTaHATUTE
pacniosioxnuBu  Bapujabnmu. Ilomery Hace-
nenuero Bo P. Makenonujaon 2.022.547
KHUTEIH, TPUOJIMKHO €THAKBO C€ 3aCTAalleHu U
xenure (49,9%) u maxure (50,1%), momeka
npoceyHara Bo3pacT € 36.7 roauHU, a OYEeKy-
BAaHOTO TPaeHme Ha KUBOTOT Ha HACEJICHUETO €
74 ronunan ([p>kaBeH 3aBOJ 3a CTaTUCTHKA HA
PM,2009). Bospacta Tpeba na ce 3eme mpeaBu
KaKo JeTEpMHUHAHTA KOja 3Ha4YajHO MOXE Jia TH
pas3nuKyBa npedepeHIuITe U OTHECYBABHETO Ha
MOTEHLIMjaJTHUTE TOoTpolryBaun. Bospacta e
KOPHCTEHA KaKko Bapujabia 3a cerMeHTalllja Ha
ma3apoT OJf CTpaHa Ha MHOTY PEHOMHpPaHHU
MpeTnpujaThja, Kako IITO € Ha TMpUMep

,Cadbury  Schweppes* (pa3BuBa  HOBHU
IPOM3BOIM - YOKOJAJAMpaHAa EHeprercka
npauka/bar chocolate ,,Viking“, mpomoBupan
Kako ,,0apoT Cco poroBu‘, 3a MJjajaara
noryJaiuja Koja nmoceryna mabosu) (Hooley et
al, 2008).[lomuHaHTHA CTapoCHa TIpyla Ha
JIOMAIIHUOT Ma3ap € oHaa ojx 15-64 roauHu
(68,3%), omHocHO ox 15-50 romunu([IpxaBen
3aBoJ 3a craructuka Ha PM,2017).I'enepaino
MIOCTOM TPEHJ Ha 3rojieMyBame Ha OpojoT Ha
crapo Hacenenue (45-64 roa. - 25,99% u nan 65
roa. — 11,82%)(/Ip>xaBeH 3aBOjI 3a CTATHCTHKA
Ha PM,2017), a  wnamanyBameTo Ha
GbepTUIUTETOT ce cMeTa JieKa € pe3yiTaT Ha
OJUTOKYBAmhETO Ha CTallyBameTO BO Opak BO
noBo3pacHute roauHu. Ha mpumep, Bo 2017
roAnHa npoceyHara BO3pPACT npu
CKIyuyBamenpB Opak e 254 roauHu 3a
HeBecTaTa U 28,3 roJuHHU 32 MJIaJ0XKEHEIOT, a
MPUTOA KEHUTE CO MpOoceyHa Bo3pact o1 26,2
ro/I. Ce OJTy4dyBaaT Jla paraaT 1o eIHO WM JBE
neua(/lpxaBeH 3aBon 32 CTATHCTHKA Ha
PM,2009). Kako pe3ynrar Ha Toa, Hajrojem
Opoj 011 TOMaKHWHCTBATa CE€ CO YETUPH WUITH JIBa-
TPH WICHA U )KUBEAT HAjueCcTO Kako OpaveH map
— BeHYaHH, co wiu 0e3 nera(/lp:xkaBeH 3aBoj 3a
craructrka Ha PM,2009).

OcBeH NoJOT U Bo3pacTa, NOTPeOHO € Ja ce
aHajgu3upa W cocTojbara TMoOBp3aHa  CO
ocraHatute Bapujabmu. [logaronure mokaxy-
BaaT JeKa €JHO IPOCEYHO JOMAKHHCTBO CO
cBouTe mpuxoau obe3bemayBa oxonmy 92% on
CBOjaTa MOTPOIIYBAYKa, J10/IeKa OCTAHATOTO TO
MOKpHBa CO KPEAUTHO 33J0JDKyBame (Ha mp.,
MUHYCHH cajila Ha TEKOBHUTE CMETKH) HWIIH
NpeKy HEeBUACHTUPAHH WIH HehOopMaTHH
npuxoau, a okoiny 62% ox  cBojara
MOTPOIIIyBauKa HAMEHYBA 3a 3aJJ0BOJTYBamke Ha
OCHOBHUTE TMOTpeOM 3a XpaHa, o0Jeka,
JnoMyBame M TokykHuHa ([Ip>kaBeH 3aBox 3a
craructika Ha PM,2017). Bo cupomariruja
’kuBee 27% o1 HaceneHuero, mo okony 25%
UMaaT TMPOCEYHH MECEYHH TMpUMama O]
3.9081eH., oqHocHO 6.514 nen., 17% meceuno
pacnonaraat co 9.120 gen., a ckopo 11%
meceuHo umaat 13.029 nenapu(/IpxaBeH 3aBox

85



3a craructuka Ha PM,2017). Ilpoceunara
MecCeYHa HCIUIaTeHa HEeTO-IulaTa 1Mo BpaboTeH,
Bo (heBpyapu 2018, usnecyBa 23 158 nenapm.
(dpxaBen 3aBoj 3a craructrka Ha PM, 2018),
a MUHUMajHaTa HeTo rata u3zHecysa 12.000
neHapu  (Cojy3 Ha  CHHAMKAaTUTEe  HaA
Maxkenonuja, 2018). Cnopen momatonute o
Jp>xaBeH 3aBoj 3a craructrka ma PM (2017) 3a
3aHMMamke Ha HACEIICHHETO U mojendaTa
CHOpel KapaKTepUCTUKUTE Kako KyIyBauu
(The National Readership Survey, 2012),
HacelIeHHeTo BO MakeloHHja MOXe Ja ce
KIacH(pUIEPa BO HEKOIKY COIMjalHK KIacu®’:

1. Bucoka kimaca (BpBHH MEHAIIEpH,
aIMUHUCTpalMja WIA CTPYYHald) OKOIIY
1,79% on HaceneHneTos’ (moBHCOKa BHCOKA
KJlaca - CKalld MPOW3BOJM, HEMaaT HaMepa Ja
UMIIPECUOHUPAAT, KOH3EPBATUBHU; IOHUCKA
BHCOKa KJIaca - CKaIlH MPOW3BOJIM HAMCHETH 3a
UMIIPECUOHUPAkE Ha JAPYrd, CKald KO,
roJI€MH UMOTH);

2. Cpenna xmaca (CpeIHO HHBO Ha
MaHayepu, aIMUHUCTPATUBIIN WIN CTPYUYHHAITH )
co okony 21,75% on HaceaeHneTo’? (HabaBkHTE
Ce CO TN Jia Ce MPHUKa)Xe CIIMKa Ha YCIEIIHA

WHJIMBH]Ya);

3.1. Tlonmcka cpemna kiaca (HaJI30pPHUIIM,
YUHOBHHIIH, MTOHKCKO HUBO Ha
aJMMHHCTpalMja) KOM  y4ecTByBaaT  CO

15,45%5° (3arpmxeHN ce 3a ONIITECTBEHOTO
0J100pyBame, KOH3EPBATHBHU MpPU KYIIyBambe,
OPHEHTUPAHU KOH JOMOT M CEME]CTBOTO);

3.2. KBaindukyBana paboTHHYKA KIaca
(xBayn(puKyBaHU paOOTHUIM KOU H3BpIIyBaat
pauna pabora) co oxomy 16,28%% (ce
3a7I0BOJTyBaar CO yJoraTa BO CEMEjCTBOTO);

86CruyHa e 1 HAjueCcTO KOpUCTEHAaTa Kiacu(uKaimja qaaeHa o
W. L. Warner (1949), so nenoro “Social Class in America”,
KOja TM JIeNIM TPUTE OCHOBHU KJIACH — BHCOKA, CPEIHA M HUCKA
Ha MOJ KiacH - BHcOka M Hucka. Cemak, 3a roieM Opoj Ha
MapKETHHT [eJM ¥ aKTHBHOCTH, CPOTHHUTE MO/ KJIACH MOJKAT J1a
ce TpymHpaaT BO €/HA, 3a Ja ce IOeIHOCTaBH Mojendarta,
COOJIBETHO Ha PACIIOJIONIINBHUTE TTOAATOIN HA HCTPAKYBAYOT.
80pne ce BKJIyYeHHM: YNEHOBH HA 3aKOHONABHU W M3BPLIHU
Tena, JpXKaBHH  (YHKIMOHEPH, PpAKOBOMHH  JpPKaBHU
cnyxOeHunM, aumiomMatd u  gupekropu 1.07% wu BoeHm
3anumama 0.72%

4. PaborHMuka KJ1aca (momykBanu-
(UKyBaHU ¥ HEKBaTU(DUKyBaHU paOOTHHUIIN) CO
5.91%° (ru mpuBIeKyBaaT €BTUHM, HHCKO-

KBAJIUTETHU  TMPOW3BOAM, HWMaarT TojieMa
W3JI0’KEHOCT Ha TEJICBU3H]jQ);
5. Hajaucko HHBO Ha er3uCTEHIM]a

(Ip>kaBHM TEeH3MOHEpU O€3 JONMOJHUTEITHH
NPUXOJM, HAJHUCKO IUIATCHH pPaOOTHHMIIN,
HEBPaOOTEHH KOU MPUMAAT COIMjaJIHa TIOMOIII)
Ha Koum mpumaraar oxony 38,81%%(ru
NpPUBJIEKYBaaT  ©BTHUHHM, HUCKOKBAJUTETHU
NPOM3BOJIM, HMMaaT ToJieMa H3JIOKEHOCT Ha
TEJIEBU3H]A).

Cenak, ONINTECTBEHaTa KJlaca WMa CBOHU
OTpaHWYyBama, OWJIEjKH YECTO ce CIydyBa
NPUIIAIHUI HAa UCTA KJlaca Jia ce OJHecyBaar
cocema MOWHAKy Ipy HabaBKa Ha MPOU3BOIHTE.
OBa ce o0OjacHyBa co Bapuja0iara MHBOTEH
[IUKITyC Ha CEMEjCTBOTO, BOOOMYACHO 30HMp O
BapHjabmuTe — BO3pacT, OpayeH craTyc |
roJICMHHA Ha CEMEjCTBOTO, 32 KOj CE CMeTa JieKa
uMa TOJEMO BIMjaHHE Bp3 HAYMHOT Ha
OJTHECYBAH-€ Ha MOTPOIIYBAYUTE, OUJICJKU KAKO
HITO OJIK Of] eHa (a3a KOH JIpyra ce MCHyBaar
U TOTpeOUTE Ha CEMEJCTBOTO, a CO TOAa H
npedepeHjaTa KoH npousBoaure. OBa uma
BJIMjaHUE BP3 KYIICHUTE BUIOBU HA IPOM3BOJIN,
KOJIMYMHH Ha MPOM3BOAM M (PpEeKBEeHIMjaTa Ha
nabaBka (Wells u Gubar, 1966). Cnopen
aHanm3ata  (CTapeeme Ha  HACEICHHETO,
IpoceyHa BO3PACT 3a CTalyBame BO Opak 25-26
roja., JOMUHaTeH Opoj Ha OpayHH MApOBU CO
Jena, HajrojieM Opoj Ha  WICHOBH  BO
CeMejCTBOTO - 4), MOXe 1a ce Kaxke jeKa
HaceJeHUETo BO Make10H1ja BO HAjTOJIeM JIe,
criopesl ’KMBOTHHOT IMKIyC Ha CEMEjCTBOTO,
CIIOpEe]T HAjJuUeCTO KOpUCTEHaTa Kiacudukaiuja

880pne ce BKITy9EHH: JIMIa CO COTICTBEHHU mpuMama 15.52% u
CTpy4maly ¥ HayuyHULH 6.23%

890Be ce BKIyueHu: cyxkOenuim 3.40%, TeXHUYaPH U CPOTHH
3aHuMama 4.38% ¥ pabOTHHMLIM HA YCIYXHH JICJHOCTH U
nponax6a 7.67%

00BJe ce BKITYYeHH: CTPYIHH PaGOTHHIM BO 3€MjOJIEICTRBOTO,
IIyMapcTBOTO, pubomoBOT M JoBOT 4.59%, 3aHMMama Ha
HEHWH[yCTPHUCKH HaYMH Ha paboTa BO MPOU3BOJICTBOTO 6.96% n
paKyBa4d M COCTaBYBa4IH Ha MAIIUHU U TTOCTPojku 4.73%
910Bsie ce BKJTyUeHH: eleMEeHTapHHU 3aHuMamba 5.91%

920B1e ce BKITyueHH: U3ApKyBaHH auia 38.81%

86



Ha JKUBOTEH IMKJIYC HA CEMEjCTBOTOIaICHA O]
Wells u Gubar (1966) ce naora Bo ¢a3sara Ha:

e 10J1HO THe310 | (BeHuaHH, HajMayo JIeTe 10
IIECT TOJ.; IOHUCKA (UHAHCHCKA MOK;
JOCTUTHAT € BpPBOT Ha Ha0aBKUTE 3a
JIOMaKUHCTBOTO; C€ MHTEpECHpaaT 3a HOBH U
MPOMOBHPAHU TIPOU3BOJIN);

eonHo rue3no Il (Hajmamo mere mect wim
HaJ IIeCT TOJAWHM, Toa00pa (UHAHCHCKA
MOJIOXKOA;, PEKIAMHUPAHETO MMa HaMalleHO
BIIMjaHKE; KyIlyBaaT MaKyBama CO IMOorojieMa
rpaMaxka WM 30MpHU MMaKyBama; KylyBaar:
MHOTY XpaHa) WiH

e os1HO rHe3 o |1 (moctapu BeHYaHu napoBu
CO M3JIPKYBaHU JICIIa; Moa00pa (hruHAHCUCKA
mosiok0a; HEKoe o] Jelnara € BpaOOTEHO;
TEIITKO UM ce BIIWjae co
IIPOMOBHUPAE/PEKIaMUPALE; BHCOKa
CTalka Ha KylyBam¢ Ha TPajHU MPOU3BOJIN).

OO6pa3oBaHueTO0, MCTO Taka WMa TOJEMO
BIIMjaHUE TIOPaJM TMPETIOCTaBKaTa JeKa Co
MOBHCOKO 00pa3oBaHWE TIOCTOM TIOTrOJIeMa
BEPOjaTHOCT 3a Haol'ame Ha MoJ100pa, OTHOCHO
nmogoOpo TmaTeHa paboTa W HCTOTO HMa
BIIMjaHUE Bp3 MEHYBame Ha MpedepeHInuuTe,
noTpeOuTe Ha OTPOIIYBAYUTE, KAKO B H300POT
HAa MEIWyMH TMPEeKy Kou ce HHpopmHpaar.
Cnopen mojaTomuTe, HAJroJIeM Jel  Of
HAceJIeHMeT0  KMMa  3aBPLIEHO  CPEJIHO
oOpazoBaHWe, @ HO  TIOCTOM  TIO3UTHUBHA
TEHJICHIIMja ¥ TOpacT Ha 3alWIIaHHd JIMIA BO
BHCOKO 0Opa3oBaHWe, TIpH IITO CIOpEN
[oJIoBaTa CTPYKTypa ce 3alenexyBa JieKa Ha
(bakynTeTuTe, KaKo M Ha BTOP U Ha TPET IIUKITYC
CTYAMH Ce€ 3alullyBaaT c¢ TIOBeKe 3>KEHH,
0c00€HO BO OIIITECTBEHUTE, XyMAaHUCTUIKUTE
U MEIUIMHCKUTE HAyKH, 3a pa3luka of
TEXHUYKO-TEXHOJIONIKUTE HAayKH, KaJe MITO
OpojoT Ha 3amMIaHU U Ha 3aBPIUICHH KXEHU €
rmomMa’ BO oJTHOC Ha MaxkuTe ([[p>kaBeH 3aBoj 3a
cratuctuka Ha PM, 2017). Hcrto Taka,
HajroJieMa aKTUBHOCT MOKa)KyBa HACEJICHHETO
CO BHMIIO M BHUCOKO oOpa3oBanue ([IpxaBeH
3aBoJ 3a ctaructuka Ha PM, 2017). Cniopen Toa

IITO CTaTHCTUKaTa 3a 3TOJIEMYBAaETO Ha
OpojoT BO paMKUTe Ha TpyNHTe Ha
MNOTPOLIYBa4M CO MOBHCOKO OOpa3oBaHHE €
MOBOJIHA, CTaHyBa MOMOBOJHA U MOXHOCTA 3a
npeTnpujaTijata BO OJHOC HA rojeMHHAaTa Ha
CErMEHTHTE.

Hajromem nen on BpaOOTEHOTO HaceleHUE
pabotu BO TpepaboTyBaukaTa WHIYCTPH]a,
3eMjOIeNIMETO, TPrOBHjaTa Ha TOJIEMO M MaJlO U
JIp)kKaBHA agMUHUCTparja. Bo BkymHHOT Opoj
Ha Bpaborenu nmua Bo 2017, Hajromemo e
Y4ECTBOTO Ha Bo3pacHata rpyna oxa 30 mo 34
TOJIMHU, TIPH IITO CTarnKara Ha BpabOTEHOCT Kaj
OBHE BO3pacHU rpymnu uszHecyBa 58.5%, a BO
BKYMHHOT Opoj Ha HEBpaOOTEHH JIHIIA,
HaJjTOJIEMO € YYECTBOTO Ha MJIAZOTO HACEICHHE
Ha Bo3pact of 20 10 29 ronuHu, a crankara Ha
HEeBpaOOTEHOCT Kaj OBaa BO3pacHa rpyma BO
2017 roguna uznecyna 45.9% (IpxaBeH 3aBoj
3a cratuctika Ha PM, 2017). Cenak, c¢ yuire
MOCTOjaT MOXKHOCTH 32 KOPHUCTEHE Ha T.H.
nemorpadcku 60HyC (IIOroJIeMo € y4eCTBOTO Ha
pabOTHOCTIOCOOHOTO HAacelieHHEe BO OJHOC Ha
KaTeropujaTa Miajg0 U CTapo HaceJeHHe), T.e.
cTallKaTa Ha aKTHMBHO HacejieHue e 56,5%.

MaxkenoHuure, KaKo PaBOCIaBHU
XPUCTHJaHU C€ HajrojemMara eTHUYKa rpymna, a
no HUB ce An6anuute u TypuuTte, co ucaamcka
BepoucnioBes (Jp>kaBeH 3aBOJ 3a CTaTHCTHKA
Ha PM, 2017). Ilokpaj oBue mHbOpMaIuu of
CeKYHJIApHU HW3BOPH, TPETIPHjATHETO MOXKeE
Bp3 OCHOBa Ha MPUMApHO HCTPAXKyBamke Ha
na3apoTna YTBPAM EBEHTYaJTHH pa3lIUKHd BO
KPUCTEHETO M CBECHOCTa 3a MPOU3BOJAUTE
noMery pasIuuHuTEe cerMeHTH. Ha mpumep,
noMery Ma)xul M eHH, BO3PACHH MOTPOIIYBAYH
U Jiera, 0oraTi ¥ CHPOMAIITHH | CJ1., BO CMHUCOJ
Ha mpedeperpaH BKYC, MaKyBame, IpaMaxa,
I[IeHa, KOJIMYMHA, MECTO, TIOpaKa, KOMyHHKaIlHja
M CI. 32 J]a MOXe Ja JOoHece OO0jeKTHBEH
3aKJIy4OK 3a Toa KOU Bapujaliu ce 3HauajHu U
ro MEHyBaaT OJJHECYBamETO U BpP3 OCHOBa Ha
KoM Tpeba Na ce Jenar IMOTPOIIyBayHWTEe IIO
CerMEHTH.
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4. I1cuxorpadgcku GaKTOpH HA CerMEeHTalHja

[Icuxorpadcekara cermMeHTaiyja, Koja yuure
ce HapeKyBa M OMXCBUOPHCTUYKA CETMEHTAIH]a
oaropapa Ha mpamamero — Kako ce
ONWIIYyBaaT, JOXHBYBaaT M  OJHECyBaar
notpormryBaunte? [lcuxorpadckure Bapujadbau
UM OBO3MOXKYBaaT Ha JyIeTO MPEeKy HUB Jia Ce
ormumar cedecH, OJJHOCHO Jja 00jacHAT KakKo To
MIOMHHYBAaT CBOETO BpeMe (0JJHECYBabE) U KOU
CE TMICUXOJIONIKUTE IPUYMHU KOH TO OJIpe1yBaaT
muBHHOT  m30op(Jagdishet  al, 1999).
HarnacyBamero Ha morpebara oj IpuUMeHa Ha
ncuxorpadcka cerMeHTaluja MpOM3JIeryBa OJ
HEeKkoJKy ocHoBHu npuunHu (Yankelovichu

Meer, 2006, p.124):

¢ TpanuuuoHanHuTe neMorpadcku Bapujadan
- KaKo 10J1, BO3pacT, CTeNeH Ha 00pa3oBaHUe
W TpUXOIM TOBeKe He 00e30emyBaaT
JOBOJHO HH(pOpManMu Kako OCHOBa 3a
MapKETUHT CTPaTeTyja;

e Henemorpadckute Bapujabou -  Kako
BPEJIHOCTH, BKYCOBU U TpedepeHInn e
MOBEPOjaTHO JieKa ke BiMjaaT Ha HabaBKaTa
Ha MOTPOIIYBAUYUTE OTKOJIKY
nemorpadckute Bapujadiu;

e ConmuHa MapKEeTHUHT CTpaTeruja 3aBUCU O]
uaeHTH(HUKAIMjaTa HAa CErMEHTH KOU Ce
MTOTEHIIH]jaJTHO PETIPUEMINBU 3a
KOHKpeTeH OpeHJ WM KaTeropwja Ha
MIPOU3BO/I.
IIpeky kopucrteme Ha METOAOT Ha

ncuxorpad)cka cerMeHTaIyja, MpeTnpujaTueTo

Tpeba Ja Jaae OArOBOp Ha  CIEIHUBE
npamama:
© CONICTBEHOCT: [Iro IoceayBa

HaceneHueTro?KakBa My € ompeMeHocTa co
TeXHOJIOoTHja?

o CeK0jIHEBHU aKTUBHOCTH, CJI000/ITHO BpeMe
u onMop: Kako ce momuHyBa Hajronem Jien
ol Bpemero? Jlanu TOMalIHUTE aKTUBHOCTH
(roTBeme, TNeEpeme, UYHUCTEHEe U CI.)

93 CorncTBenH corelyBamba Ha aBTOPOT.

oKynupaar rosuem jen o Bpemero? Kako ce
NOMHHYBa cl10601H0TO BpeMe?Kako u kaze
ce oJ1d Ha oaAMOop?

¢ Haunn u cpeactsa Ha komyHuKanuja: Ha koj
HA4YMH HajMHOTY ce KomyHuIupa?lanu numa
IIMPOKa JOCTAlTHOCT Ha WHTEPHET BO
noMoBure/ KaHuenapuurte? lanu
MHTEPHETOT CE€ KOPUCTU IIOBEKE 3a 3a
KOMYHUKAIHja WK 3a HHOpMHpame?

e [loTpomryBauka Ha npexpaMOeHu
(xkoHnuTOpCcKM) mpousBoau: HaBuku BoO
ucxpanara? 3apaBa  XpaHa wWiIM Op3a
xpaHa?Jajeme J0Ma WM HagBOp O

noma?lloaroTsu cam wiu NMOATOTBU TO 3a
MeHe?

e [TorpouryBauka Ha KOHJIUTOPCKHU
npou3Boau: Jlanu mnpou3BONOT MOXKE Ja
3aJI0BOJIM PA3IMYHU MTOTPEOH HITH KETOU Kaj
paznuunu nyre? Kou morpedu ce BKIyYeHH
BO omnykarta 3a kynyBame?lllto e
KapaKTepUCTUYHO Kaj MHIUBHIYUTE CO
pasznmuyan  MOTHBH?/lain  KOHCYMHUpAmETO
Ha TMPOU3BOAOT € IIOBP3aHO CO HEKoja
eMoIuja Ha norpouryBaunte? Jlanu
IIPOU3BOJIOT € COOABETEH 32 KOPUCTEHE BO
pa3NIMYHMA CUTyaluu, T.e. npuromu?/lamm
MNOTEHIMjaJTHUTE MOTPOIYBaYl MOKAT Jia ce
NpuBJeYaT KOH HOB TPOW3BOJ WM HMa
BUCOKA CTalKa Ha JIOJaJJHOCT KOH MOCTOJHU
npousBoau/npousBogurenu?lllto moxe na
M  TpuUBIeYe  MOTPOLIYyBAYMTE  Ha
KOHKypeHLujaTa?

eCpenctBa 3a jaBHO uHGpopmupame: Koj
MenuyM HajMHory ce cienu?Koj meauym e
npedepupad O]l  pa3UYHU  BO3PACHU
rpynu?KakBa e  ¢pexkBeHuMjata U
pPEIOBHOCTA HA CIEAECHE Ha OJpeleH
menuym?/lanu  craBoBUTE BO BpCKa €O
peKIaMHpakeTO Ha  [POU3BOJIUTE  C€
NO3UTHBHU/HeraTuBHU?Bo kou emucum e
HQJIIOKETHO WM  HAJMaJKy  I[OXKEJTHO
peKiIaMupame Ha Ipou3BoIUTE?
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JInuHUTE BpEIHOCTH Ce KeabuTe, moTpedure
Y MOTHBHTE CITOpPEJ KOH JINYHOCTA TH OJpeyBa
CBOWTE IIEJIM M HAYMHOT Ha KOj IO KUBEE CBOJOT
KHUBOT, IITO IOHATaMy TO JICTePMHHUpA U
HAaUYMHOT Ha OJHECYBalk€ KOj BOJM KOH
UCTIOJIHYBake Ha THE Uend. JInyHHTe
BPEHOCTH MOJKAT JIa IOMOTHAT BO OTKPHBAHEC
Ha KOPHCHOCTA KOja MOTPOIIYBavyoT ja 6apa BO
OJpelieH TpOM3BOJ W My I[oMaraaT Ha
MPETIPHUjaTHETO J1a ce 00paTH KOH Taa MOCTOJHA
norpeba Koja MOTPOLIYBAa4OT TO Tepa la ce
oJTHECyBa Ha ojipesieH HaunH. Co IPETIIOCTaBKa
JieKa ce 3a/I0BOJICHH (PU3UOJIOUIKUTE MOTPEeOn
Ha WHJWBH]yaTa, BPCIHOCTUTE MOXAaT Ja Ce
o0jacHaT TMpeKy MOTPeOUTEe HAa MOBHUCOKOTO
HUBO Ha MacnoBara xuepapxuja Ha MoTpeOu
(Maslow, 1943): 0e306emHocT (BO OJHOC Ha
(GbU3MYKOTO OUTHE/TENOTO, AYXOT/MOPAIHOCTA,
paboTtaTta, CEMEjCTBOTO), JbYOOB/IPUTIATHOCT
(mpujaTencTBo, CEMEJCTBO), IOUYUT (CAMOTIOYHT,

camojoBep0a, JOCTUTHYBaWa, IIOYUT KOH
JPYTUTE, IIOYUT OJI IPYTUTE), CAMOTOKAKYBAHHE
(mpudakame Ha (aKTH, pelaBamke Ha MpodieMm,
cimoboma  on  mpeapacyad, KpPEaTUBHOCT,
CIOHTAHOCT, Mopai). Ha oB0j Ha4MH ce BpIIU
caMOCerMeHTaluja O]l CTpaHa Ha MOTPOUIY-
Baunte. KoHnenTot 3a cebecu nak, € BKYIHOCT
Ha WHIWBUYAIHUTE Pa3MUCITyBamba U 1yBCTBA
KOH cebe, a ce IeM Ha YeTHUPH JieJia Bp3 OCHOBA
Ha JIBe TUMCH3HH - peajiHa HACIIPOTH HJIealTHa
¥ TpUBaTHA/HE3aBUCHA HACTIPOTH COLMjaTHa/
3aBUCHA ClIMKa 3a cebe (Tad. 1).

Tabena 1. Peanna/udeanna ciuka 3a cebe u NpUSAmua/Coyujania ciuka 3a cebe

Peanna ciauka 3a ceode

HNneanna ciauka 3a cede

KapakrepucTuku

Peanna — mpuBaTHa cnuka 3a
cebe »Kako peamHo ce
JIO’)KUBYBam/TienaM cebecu

Peanna — comujanHa ciuka 3a
cebe —

,»Kako npyrure pakTruuku me
JIO>)KUBYBaat"*

Ce ¢oxycupaaT Ha JHYHH IEIH,
MOCTUTHYBamka W XKemdw;  ce
u3pazyBaaT IPEeKy OHa INTO IO
1OCeyBaar, OHa LITO I'0 TIOCTUTHAJIe
U JIMYHUTE KapaKTEpUCTUKU; C€
OKapaKTepU3UpaHH KaKo
WHMBUTYaJIIIH, eTrOLICHTPUYHH,
aBTOHOMHH, CBpPTEHH KOH cebecH,
3aJI0BOJIHH 0J1 CEOECH.

WneanHa — npuBaTHa CIIUKA 3a
cede —

,Kako ©Ou cakanr Jga ce
NOKMBUBaM/TiienaM cebe’

Uneanna — conujamHa ciivka
3a cebe —

,Kako Ou cakan apyrute ja
Me TJIe1aaT/J0KHUBYBaaT

IMocnyniay, COIIMOIIEHTPHYHH,
MOBP3aHH,  OPHEHTHPAaHH  KOH
BpPCKUTE;, Cce  (OKycHpaaT Ha
CEMEJCTBOTO, KyJITypaTa,

npodecujaTa, COLMjaTHUTE BPCKH,
ce neduHMpaaT MpeKy yiorara BO
OIIITECTBOTO, yJjoraTa BO
CEMEJCTBOTO, BpCKaTa co Jyfe of
Ipyru pedepeHTHU TPyNH KOH KOH
TIpHIaraar.

W3Bop: Amantupano ox Hawkins, D. l.and Mothersbaugh, D. L. (2010), “Consumer Behavior: Building
Marketing Strategy 7, 11" ed., McGraw-Hill/lrwin, pp.428-429; u Hirschman,E. C. (2003), “Men, Dogs,
Guns, and Cars: The Semiotics of Rugged Individualism,” Journal of Advertising,Spring, pp. 9-19
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BapujanuuTe Bo 0IHECYyBamETO, CIIOpE]] KOE
OJpelieHa WHAMBHIYya WIH KYyJITypa ce
KapaKTepU3upa Kako HE3aBUCHA MITU COIIMjaTHO
3aBHICHA MOXE JIa BIIMjae Bp3 MpeepeHIIMUTE 32
MIPOU3BO/IM, THIIOBH Ha NMPOMOTHBHHU IOPaKH,
HAYMH U CPEJCTBO HAa KOMYHHUKaIlMja W CII.
Mopa ia ce HarJIacH Jieka OBEKETO KYJITYPH Ce
XeTepOreHH W BO pPAaMKUTE HA  €IIHO
OMINTECTBO/KYJATYypa  IOCTOjaT  BapHjalluu
noMery pasjMyHUTE TPYHH Ha MOTPOILIYBAYH
(Wang u Mowen, 1997). Taka Ha mpumep,
KCHHUTE BO PA3JINYHU KYJATYypPH HMAatT

TEHJEHIMja Ja Oujar moBeKke 3aBHCHU U Ja

Kpeupaar IMoCHITHA COIMjalTHa CIIMKa 3a cebecH,
orkonky wmaxute (Wang et al, 2000).
3HAUYCHETO HAa KOHIIENTOT 3a cebe Mmpousierysa
O]l TCHJICHI[MjaTa Ha JIy['eTO J1a IO 3a/IpKAT MK
oso0paT KOHIENTOT 3a cebe, IITO Kpewpa
HACOYCHO OJHECYBambe KOE pe3ylTHpa Cco
Ky[yBarbe M KOHCYMHpame Ha IPOM3BOJIH,
yenyru, menuymu (Escalasu Bettman, 2005).
BeymHoct, cimkarta 3a cebe € Bpcka momery
3a/I0BOJICTBOTO ~ HAa  MOTPOINYBA4YOT  H
HO3UIIMOHUPAETO Ha IPOU3BOAOT/OPEHIOT
(cm.1).

Cauka 1. Bpcka nomery konyenmom 3a cebecu u no3uyuoHuparbe Ha nPou3e000m

A

Ilpouzeon

(v Ha Bpcra OjHecyBame (Oapa 3aI0BOJICTBO

Gpernor) oMery IPOH3BOW/OPEHIOBH (KyTyBameTo BOMTH 710
OpeHmoT H KOH IO Tof00pyBaar/ >| TOCAKyBaHHOT

[loTpoIIyBayoT KOHIIENTOT 3a IIOJIIPAyBaaT H/IEATHHOT KOHIENT

H KOHIIEITOT 3a / cebe cu KOHIIEITOT 3a ce0e cH) 3a cede cn)

cede cH

T'o 3ajakHyBa KOHIENTOT 3a cele cH

HWssop: Hawkins,D. I. and Mothersbaugh,D. L. (2010), “Consumer Behavior: Building Marketing Strategy ”,

11" ed., McGraw-Hill/lrwin, p.432

[TocToemeTo Ha MOKHOCT 32 HACOUYBamkhE Ha
OJTHECYBaWk-E€TO Ha IOTPOLIYBAUUTE Cyrepupa
JeKa TpeTnpujatvjaTa Tpeba Ja ce cTpemar
clMKata  3a  Ipou3BoguTe Jga  Ouje
KOH3MCTEHTHa €O KOHLENTOT 3a cebe Ha
COOJIBETHHOT Taprer maszap. OcHoBa 3a
CerMeHTaI1ja MoKe J1a O1/ie He caMO YHUKaTeH
KOHIIeNT 3a cebe KOj THU pas3liuKyBa
MOTPONIYBAYNTE, TYKY W 3aCJHHYKU €IEMEHT
KOj ke Th 00euHyBa —3allTUTa HA OKOJIMHATA,
rpukata 3a W3MIEAOT, 3/paBjeTo M  CIl.
I'enepanHo ce cmera JeKka MOTPOIIYyBauuTe
npedepupaar  MPOU3BOJIU/OPEHIOBH KO
OJIroBapaaT Ha HMBHATa MpPETCTaBa 3a ceOecH.
Cemak, CTENIEHOT Ha BJIMjaHWE HA KOHIIETITOT 3a
ce0e Bp3 MOJEIMPAHETO HAa OJIHECYBAETO HA
MOTPOIIIYBAYUTE 3aBUCH O] MoBeke (hakTopu
MOBp3aHU CO TPOU3BOJOT, OKOJHMHAaTa U

muunocta(Hong u Zinkhan, 1995) u (Graeff,
1997). Ha npumep, cimkara 3a cebe Kako
COLIMjaJTHO-UHTEPAKTHUBHA JIMYHOCT Ke uMa
MIOr0JIEMO BIIMjaHUE Kaj: IPOU3BOAN KOM UMaaT
IpeHoceH cuMmOosM3aM IMIpea Jpyrure Jyre
(mapdem, 0oOyBKH), OTKOJKY Kaj MpaKTHUYHH,
0oOWYHM (YTUJIMTApHU) HPOU3BOJM; CHUTYalHH
Ha KOHCYMHpame€ Ha IPOU3BOAOT  KOM
BKJIydyBaaT W Jpyru Jyre (pecropas, Oap),
OTKOJIKY KOra c€ KOHCyMHpa H30JUPaHO
(momMa); Kaj TUYHOCTH 32 KOM MHUCICHETO Ha
JIpYruTe € O]l TOJeMO 3Hayeme, OTKOJKY Kaj
OHME 3a KOU HE € 3HauajHO WUTH.

Cnennata aHainM3MpaHa KOMIIOHEHTa €

KUBOTHHOT  CTWJI HAa  TOTPOLIyBAayuTE.
JKMBOTHHOT CTHII € IPOU3BOJ O KOHIIENITOT 3a
cebe, MUHATUTE  MCKYCTBa,  BPOJCHUTE

KapaKTCpUCTUKN W MOMCHTAJIHATa CI/ITyaI_II/Ija
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BO Koja ce Haora JjuuHocra (Hawkins wu
Mothersbaugh, 20101), oagHOCHO TmOKa)KyBa
Kako jkuBeaT mnotpouryBaunte. [lopaam Toa,
KHUBOTHHOT CTHJI HEPA3JIBOJHO CE MOBP3yBa CO
HAYMHOT Ha KYIyBame M KOHCYMHUpame Ha
npou3BoauTe. BeymHocT,  criopeapazinuHu
aBropu Demby (1994), Morgan u Levy (2002)
1 McDonald u Wilson (2011), )KUBOTHHOT CTHJI
0a3upa Ha CIEIHHMBE €JIEMEHTU: CTaBOBH
(u3jaBu  3a gOpyru Jyre, MecTa, HJCH,
MIPOU3BO/IN); BPEAHOCTH (BEpyBamba 3a TOA IITO
e npudatimBo/HenpudaTiInBo); aKTUBHOCTH
(pabora, x00m, comMjaJHU HAcTaHU, 3a0aBa,
YJICHCTBO BO KJIYOOBW/OpPTaHW3AllMU, NIOMUHT,
CIOpT, jaBHa Ciyx0a, LpPKBA); WHTEPECH
(cemejcTBOTO, TOMOT, Kapuepara, 3acIHUIIATa,
pekpeanmja,  MOAa,  XpaHa,  MEIANYMH,
JOCTUTHYBaba); nemorpadcku
KapaKTePUCTHKH; CTAallKh Ha KOPUCTECHE
(xomuunHU U (PpekBeHIMja Ha ymoTpeda Ha
OJpelIeH TPOM3BOM, KIACUPHUIMPaHH Ha
HEKOPUCHHIIM, JIECHH, CPEOHH WM TEUIKU
kopucHunu). Criopen Jen o7 OBUE €IIEMEHTH
MOKe JIa ce Kperpa U IpoQ I Ha MAaKETOHCKHUOT
MOTPOIIYBa4 32 OJIPENICH TEPHOA, KOj Ke My
MOMOTHE Ha TMPETNpHUjaTHETO TIOJNECHO Ja
n3bepe 1eJeH masap, Ha KOj HajaoOopo ke my
CITYKH.

HNwmeno, HajromemM nen O HACEIEHUETO
KUBEE BO O0jEKTH BO JIMYHA COICTBEHOCT,
“Maatr TeJIeBU30p BO 00ja, MoOmiIeH TenedoH,
KaKo ¥ TeHJCHIIM]ja Ha C¢ MOT0JIeMa TOBP3aHOCT
CO HHTEpHET M KOPUCTECHE Ha IMEPCOHAJICH
komrjyrep (p>kaBeH 3aBOj 3a CTaTHCTHUKA Ha
PM, 2009).Cniopen nogatomute of Jp>xaBHUOT
3aBoJ 3a ctaructuka Ha PM(2010), okomy 22%
OJ1 BPEMETO BO JICHOT HACEJICHUETO T'O KOPUCTH
3a cJ1000HU aKTUBHOCTH, a 9% opnmenyBa 3a
jameme W THe’me, paboTa W JOMAITHHU
AKTUBHOCTH, OJTHOCHO:

eHajromem nenm on BpemeTo ce MOMHHYBa
noma (75%) u Ha pabOTHO MECTO/YUMIIHIITE

(11%), kaj npyru nuua (2%), BO pecropaHu

u xapymuma (1%);

¢ AKTUBHOCTH KOU C€ H3BpIIyBaaT BO
ci000THO BpeMe ce TJelame TelIeBH3Hja

(37%), onmopame (23%), apyxkeme (12%),
mierare U nemadewme (7%), paborta co
komrjytep (5%), unTame KHUTY U CIIFCaHuja
(3%), ma ocraHatu aKTHBHOCTU (X00M u
CHopT, 3a0aBa M KyJITypa, pajio U My3UKa)
CO MoMaJl IPOLEHT;

¢ Hajmanky ciio601HO BpeMe uMaar Jurara Ha
BO3pacT of 25 10 44 TOAMHM, KOW HAjTOJIEM
el O] BpEeMETo IO I[OMUHYBaaT Ha
paboTHOTO MecTOo, MOTOA BO3pacHaTa rpyma
onx 10 go 14 rox., KoM HajMHOTY BpeMme
MOMHHYBAaT BOIIKOJYBAambe, a HAJMHOTY
cI000HO BpeMe uMaar junara on 65 u
IOBEKE TOIMHU;

eOn JOMAalIHUTE AaKTUBHOCTH, C€ YIITE
HajToJIeM JIeN o/ paboTarta ja BpILU KEeHATa;

e Hajronem nem ox BpeMeTO 3a HM3BPIIYBAHE
HAa JIOMallHU aKTUBHOCTH oOTnara Ha
noAroTByBame Ha xpana (31%), rpuxa 3a
nenara (13%), Mueme Ha CaJoBUTE H
qrCcTeke Ha cTaHOoT (1o 12%).

Bo rcxpanaTa Ha HACEJICHUETO IOMUHUPAAT
MPOU3BOJUTE OJ1 KUTO (J1e0, OpalrHo), moToa
0€3aJIKOXOJTHUTE nyjajany, MJICUHUTE
MIPOU3BOJIU (CIIaTKO MJIEKO), 3€JIEHYYKOT H
OBOIIj€TO, KaKO M ILIEKEpOT, a BO MOIJE] Ha
KOJIMYMHUTE Ha KOHCYMHpake Ha KOHJAUTOPCKU
OPOM3BOM, O  CEKyHJAapHH  MOJATOLH
HajOJIMCKa € CTaTHCTHKaTa Koja ro MOKaXyBa
IPOCEKOT Ha TOJUINHATA MOTPOULIYBayka IO
JIOMakWHCTBO BO KWJIOTpaMH KoOja HM3HECYyBa
32,7xr 3a mMpoW3BOAM O] YOKOJIaZa M OpaliHo
(buckButn) n kade/xkakao co 11,5kr(pxaBen
3aBoj 3a cratuctuka Ha PM, 2009).
[Ipedepennujara 3a KOHKpETHATa KaTeropuja
Ha TPOU3BOAM MOXKE Ja Ce JOMOJIHU H CO
MOJIATOIM O] TPUMAPHO MCTPAKyBamke, KOM BO
CIIy4ajoT TIOKa)XXyBaaT BHMCOK CTENEH Ha
KOPUCTEHhEe Ha TMPOW3BOAM O]l YOKOJAJa,
0cOOEHO BO TMOIUIAJAHEBHUTE YacCOBH WIIH
HaBeuep, Mopajr MoTpeda 3a HEIITo CIATKO HITH
3a JIMYHO 3aJI0BOJICTBO, @ YECTONATH MU KaKO
MoJ1apoK, 0e3 BUCOKa CTalKa Ha JIOjJaJIHOCT KOH
onpeneH OpeHn, co mpedepeHIja 3a BHUCOK
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KBAJIUTET, MOrojeM H300p H JOCTAIHOCT
(Joanog, 2009).

Komynukanujara moMery HaceleHHETO Ha
Bo3pacT of 15-74 rox. BO MPOCEK HAjueCTO Ce
olBHUBa TpeKky moOwieH tenedoH (68,4%) u
npeky uHTepHeT (57,5%), HO Kaj MOMIIAA0TO
HACeJeHHe IPEOBJaJyBa HMHTEPHETOT KaKo
cpencTBo 3a komyHukanuja (96,4%) (ApxxaBen
3aBOJ 3a cratuctuka, 2017). Hacenenuero 3a
CIIy4yBamaTa, IPOU3BOJAUTE U IPYTH HOBUTETU
HajyecTo ce uHpOpMHpa TPEKy TelIeBU3H]ja
(77,3%), notoa ox ,,ycTa Ha ycTa“ OJJHOCHO O]1
npyru nyre (41,4%), nma AHEBHM BECHHUIU
(34,1%) wu wunrepuer (31,7%)(CoBer 3a
panuonudysuja Ha PM, 2012).
KapakrepuctuuHo e Toa mTO 3a TeJIeBU3UjaTa €
BHUCOK TMPOIEHTOT TIOMEly CHTE BO3pacHH
rpynu; UHOOPMHUPAKETO MPEKy APYTH JHIa €
CO MOBHCOK MPOLIEHT oMery momiagute ox 15-
32-roaMIliHA BO3PACT, JAHEBHUTE BECHUIIU CE
MOAKTYyeNTHM Kaj JMnata Hajx 24-roauiiHa
BO3pacT, a MHTEPHETOT IMOBEKEe I0 KOpPUCTAT
nomiaaute noa 40-rogunina Bo3pact (Coser 3a
pamuogudysuja wHa PM, 2012). Ilputoa,
pEKIIaMHUTE TIOPAaKH Ha TEJIEBH3Hja PEIOBHO,
OJIHOCHO TJIaBHO T Tiefaar 58,7%, Bo3pacHUTE
rpynu ox 15-50 roauHu M nunaTa co BHUILO U
BHCOKO 00pa3oBaHME, HO CTABOBUTE 332 UCTUTE
ce BO TJIaBHO HETaTHUBHH, OJHOCHO MM IpeyaT

BO TJINAETO HA TEJIEBU3Mja, U UMAAT MHOTY
Maja jgoBepda BO BpCKa €O HMBHAara
BuctuHUTOCT (CoBeT 3a pagnoaudysuja na PM,

2012).

4.1. Mopea Yankelovich’s MONITOR
MindBase 3a cerMeHTH Ha HOTPOLIYBAYH

[To waeHTHUKYBaKHETO HA KapaKTEpHC-
TUKUTE Ha HAaCEIICHUETO, Kako ajaTka 3a
KiIacu(uKanyja Ha MOTPOLITYBAYUTE MO TPYIH
CTIOpe]l )KUBOTHUOT CTHJI, BO CKJIOIN Ha TPYAOT
0J1 aCTIEKT Ha KOHIICTITOT Ha )KUBOTHUOT CTHJI BO
ncuxorpadckara cerMeHTaluja ce pasrieayBa
moaenot Yankelovich’s MONITOR MindBase
3a CETMEHTHU Ha IMOTPOIITYBaYH.

HNmeno, Yankelovich’s MONITOR
MindBase (The Futures Company, 2010) ru
JeA  TIOTPOLTYBAYUTE CIOpPE] WHIUBUIY-
QIHOCT, MaTepHjajiu3aM, OpHEHTalHja KOH
TEXHOJIOTHjaTa, CEMEJHH BPEIHOCTH, KOH3Ep-
BaTHUBHOCT, ONTHMH3aM, OIIITECTBEHa WHTEP-
aKIHja ¥ aKTUBHOCT BO OCYM CETMEHTH, KO TH
omndakaar cHTe YEeTUPH TCHEpaluu
(,,3pemmuna” - Haxm 66 rom., T.H. “Baby —
boomers” — o1 48-66 rox., rerepanuja “X” — of
32— 47 rox. u T.H. “Millennials” — mox 32 rox.)
(Tab.2).

Taodena 2. Cezmenmu cnoped sncusomen cmun noYankelovich’s MONITOR MindBase

I'enepanmja | Cerment KusorHo | BpegHocTH (KapaKTepHCTHKH) IMpousBoau
MOTO
“Millennials” | ,,Jac cym »3TpaITIn - ja UICTaKHyBaaT CBOjaTa JIMYHOCT npoOyBaat
(mox 32 rop.) | excripecuBeH | ro AeHOT! | - TO IeHaT MaTepHjaTHOTO HOBU
“ - ynotpeba Ha HajHOBa TEXHOJIOTHja MIPOU3BOIHN
- TuOepaTHu ¥ ONTUMHUCTH
- U3pa3eHa COIMjaTHa aKTUBHOCT
»Jac CyM ,,K0j - motpebara 3a npoOyBaar
NpEeZIBOJICH | PU3MKYBa, | CaMOJIOKaXyBame/cebe-akTyanun3anyja | HOBU
nobusal‘ BO MOBEKe yIIOTH — paboTa, CeMejCTBO | IPOU3BOH
U CIl.
- aMOMIIMO3HY U HA JINYHO U Ha
poeCHOHATHO TT0JIe
- OPHEHTHPAHOCT KOH TEXHOJIOTHja
- caMOyBepeHH U MH(pOpMUpaHu
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- Ce TPWIKAT 3a OMIITECTBEHOTO
MUCIICHHC
- U3pa3eH COIMjaJIeH KUBOT
“X” ,»Jac CyM BO »BpeMe | - motpeba oOjf TMOCHHOCTaBYBamkhe HA | MPAKTHYHU
(om 3247 1.) | monH TO € CKall | CeKOjIHEBHUTE aKTHBHOCTH TIPOU3BOIAH
KamauureT" pecypc!® - U3paseHa norpeda 3a KOHTPOIIA KOU K€ UM o
- IMaaT BUCOKH OUEKyBamba 3amrenar
- TJIACHU C€ BO BPCKa CO CBOMTE TpaBa | BPEMETO
»Jac cym »Hampa | - mpmar eHepruja oA JOOMOT H | IPOU3BOAH
CMUpEH" BU ja | cemejcTBOTO KOU TH
BHUCTUHCKAT | - TO3UTHBHU U ONTUMUCTHU MIO/I/IPXKyBaatT
apabotal!”“ | - mocBeTeHW Ha TIpaBWJICH HAYMH HA | HUBHHTE
KUBOT CTaBOBHU
- c€ BOJAT OJ COIICTBEHUTEC WHCTUHKTHU
U pasMHUCIyBamkba BO HOCCHETO Ha
KpajHUTE OITYKH
“Baby — »Jac cym ,»COo - KUBeAT CIIOPE]] CBOETO TEMIIO CH HyJIaT
boomers” npu3eMjeH" JISCHOTHja | - OapaaT 3aJ0BOJICTBO BO CEKOJJIHEBHH | 3a/JI0BOJICTBA
(om 48-66T1.) o marot!* | paborm MIPEKy HOBH
- cakaar Jia cH To 300raTat JKMBOTOT CO | MPOU3BOJIHU H
HOBHU UCKYCTBa AKTHUBHOCTH
»Jac cym »Pa3yM | - IOCBETEHU CE U HA KapuepaTa, HO M Ha | uMaaT
coductunupa | u CEMEjCTBOTO u JIOTIOJTHUTENHU | paduHUpaH
H YYBCTBUTEJI | aKTUBHOCTU KOM UM TO 300raryBaar | BKYC U
HOCT!“ KUBOTOT Oapaat
- Ce CMeTaaT 3a UHTCIMICHTHH KBaJIUTET
- OapaaT J1a ce 1IEHH HUBHUOT TPY/
w3pemununa” | ,,Jac Mmepam ,BHHAMa | - OPUEHTUPAHU KOH CEMEJCTBOTO HO | Oapaar
(Ham 66 T.) naBa natu* TenHo!“ WKOH CBOWTE MOTPEOH MPOU3BOAUN
- )KHBeaT 3/[paB )KUBOT KOHU
- IOCBETEHW C€ Ha TpWKarta 3a | rapaHTHpaar
31IpaBjeTo u O0e30eaHoCTa BUTAJIHOCT U
- 0apaat yXOBHO UCIOJIHYBAHhE eHepruja
,»Jac CyM »lOMOT | - TpaIUIIMOHATHH, KOH3EPBAaTHMBHU U | C€ JAPXKAT JI0
MmoCBeTeH " € Kajie IITO | PEIIUTUO3HU MO3HATOTO U
TH e | - umMaar  HemoBepba BO  HOBaTa | Hempudakaar
cpuero!* TEXHOJIOTHja HOBU
- He npudakaaT MPOMEeHU IIPOU3BOJIU

Anantupano oj: The Futures Company (2010), “Who will buy and why?” pp.1-2,
[Mutepuet] doctamHo Ha:http://gateway.yankelovich.com/file depot/0-10000000/0-
10000/1/folder/983/MindBase.pdf (ITocereno Ha 12 Centemspu 2017)

OBaa anarka, BCYIIHOCT, OBO3MOXYBa Jia ce
OJITOBOPH Ha mpariamara: Koj u 30mro 6u ro
Kynuja  mpou3Bonor? Bp3  ocHoBa Ha
MOHYACHUTE KAaTeTOPUHU, OJHOCHO CETMEHTH,
MpeTnpujaTHjaTa MOXKAT J1a OIEHAT KOH O] HUB
MMaaT 3aeAHUYKH BpPEJHOCTH U  CIHYEH
JKUBOTEH CTHJI JIO CTEMEH JI0 KOj K& MOXaT Ja
UM MOHYJAT €JIeH UCT MTPOU3BO/I, @ BO KOj CITy4aj

U 3a KOM CerMeHTH ke Tpeba Ja MOoHyJaT
pasiyeH TNPOU3BO, CIOPENI Pa3IUKHTE KOU
MOCTOjaT TOMel'y HUB BO CTWJIOT Ha KuBOT. Ha
npuMep, TNpHUMATHUIMTE Ha TeHepanujara
“Millennials” u renepaumjara “X” ce CIUYHU
BO OJHOC Ha BpEAHOCTUTE TIOBP3aHU CO
noTpebara 3a cebe - aKTyalau3aiuja, u3pa3eHa
OIIITECTBEHA WHTEpaKIMja, KOPUCTEHE Ha
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HOBa TEXHOJIOTHja, CIIPEMHOCT Jia mpudarat u
po6aaT HOBU IPOM3BOJM, HO CE€ pa3IMKyBaaT
mo Toa mTO TeHepamuja “X”’ ce moBeke
aMOMIIMO3HU M OPHEHTUPAHU KOH YycCIleX BO
MOBEKe YJIOTH — BO KapHepara, CeMejCTBOTO U
OIIIITECTBOTO, AoAcka “Millennials” moseke ce
rpUKaT 3a CBOjaTa MHAMBUIYAIHOCT |
pedbepenTHaTa rpyma Ha  BIMjaHHE -
npujarenute. Ox apyra crpaHa, kaj T.H. “Baby
— boomers” e mou3pa3eHa MOCBETEHOCTa Ha
CEMEejCTBOTO M MoTpedara o/ HOBU aKTUBHOCTH
KOM MM o 300raryBaar *HBOTOT, OTKOJIKY Ha
npumep kaj “Millennials” u renepammja “X”.
I'enepanujata ,,3penu nuua”, nak, ce U3/1B0jyBa
KaKO CErMEHT KOj Ce pas3lMKyBa IO MOBEKe
OCHOBH OJ] OCTaHATUTE, a 0COOEHO BO MOTJIE ] Ha
M30ETHYBalETO HAa HOBUTE TEXHOJIOTHUH,
u3pa3eHara  KOH3EpBAaTHUBHOCT,  HEMOArOT-
BEHOCTA J1a ce mpudaTaT HOBH IPOU3BOJIH U CII.
CraTvcTHUKMTE TIOJATOIM 3a BO3pacHaTa
CTPYKTypa TOKa)XXyBaaT JeKa Kaj Hac, KOH
reepanjata “Millennials” mnpumara oxony
47% on HaceJIeHUETO, KOH reHepanmjara “X” —
15%, xon “Baby — boomers” — okony 26% u
koH ‘“Bpemu muna” — 12% (IpxaBen 3aBoj 3a
cratuctuka Ha PM, 2017)./JonomHurenHo,
MPEeKy TeHJCHIIM]jaTa JIa CE KHBEE BO IMIOTOJIEMO
ceMejcTBO (4 win 6 - 4JIeHO), aKTUBHATA yJora
Ha JKeHatTa W Ha pabora W BO JIOMOT,
MIOMUHYBabE€ Ha TOrojieM Jel o] CI000IHOTO
BpeMe BO paboTa u/uiu ApyKerme, MOpacToT Ha
3allMIIaHd JIMIIa BO BHCOKO 00pa3oBaHME,
3TrOJIEMEHO KOPUCTEHE Ha HHTEPHET U CII. MOXKeE
Jla ce YBHIM JleKa MaKEeJOHCKOTO HaceleHue
UMa YCBOEHO BPEIHOCTH HAa OPHEHTHPAHOCT
KOH  CEMEJCTBOTO, U3pa3eHa  ColLujajiHa
aKTUBHOCT W TPHIIAIHOCT KOH pedepeHTHU
rpynu (hopmaiHu U HepopMaIHu), Npudakame
Ha HOBa TEXHOJIOTHja, TOTpara IO JIMYHA
apupmanja W ycmex M MaTepHjalieH
koMpop.[Ipexy koMOMHUpame Ha pa3IMuHUTE
¢unrepu (reHepanuja, CTaBOBM U MOTHBH) Ce
opopmyBa OamaHCUpaHa M O00JEKTHBHA OIlEHKA
Ha cerMmeHtute. lloHaramy, cekoj oJ OBuUE
CETMEHTH MOJXKE JIOTIOTHUTEITHO /Ia C€ TOICIH
Ha TOTCETMEHTH KOM ja  aHaJIU3upaaT

MPUEMUYUBOCTA 32 MApPKETHHI aKTUBHOCTH
(npedepupan HaYMH HA TPOMOITH]jA, TUPEKTHA
KOMYyHHKAIMja) ¥  OPUCHTHPAHOCT  KOH
OJIpEJICHH KaHAIX Ha Mpojaax0a (HOBU KaHAJH
—  BeO-CTpaHHWIM,  EJIEKTPOHCKA  TIOIITA;
TPATUIIMOHATHN KaHAJIH — MaJONpoaax0a; win
KOMOMHAIIH]a).

5. 3akay4ok

Ananmzara Ha (HaKTOpUTE KOM BIIHjaaT BpP3
nenopHuTe akTuBHOCTH Ha MCII, co dokyc Ha
(dakTopuTe O]l MHTEPEH KapakTep I0COYyBa
JeKa Kaj MajauTe MpeTnpujatija BO TEK Ha
TOJAMHUTE TOCTOM €ICH HETaTHBEH TPEHJ BO
OJIHOC Ha IIpUMEHaTa Ha MAapKETUHIOT BO
HUBHOTO paboTeme, INTO TMPHIOHECYBa 3a
[0jaByBakbe Ha CJIa0OCTH BO  HUBHOTO
paboteme. BeymHocT, Bo moroieMuor 0poj Ha
Cllyyau, HEUCKYCTBOTO, HEKOMIIETEHTHOCTa U
HETO3HABAKETO 0/ 00JIacTa HAa MApKETUHTOT
BOJAT JI0  HECOOJBETHa  MpoAaxba U
KOHKYpPEHTCKa cJabocT U Cce€ €IHU Of
Haj3HauyajHuTe (pakTopu 3a Heycnex Ha MCIL

Bo Hacoka Ha  3roimemyBame ~ Ha
KOHKYpPEHTCKaTa MPeJHOCT, IPBUOT YEKOp MpH
HacTall Ha oOJpe/ieH maszap Tpeba na Ouje
COOJIBETHO CETMETHPAameTO Ha I[a3apoT Co
n300p Ha cTpaTeryjata Ha CerMeHTaluja:
HenupepeHupaHa, TudepeHIpana,
KOHIICHTPHUPaHa WK MUKPOMAPKETHHT.

CermeHTtanmjata 3a  moTpebure  Ha
KOHIUTOPCKUTE TNpeTHpujatuja Tpeda aa ro
OTKpHE: HAUYMHOT Ha OJHECYyBame IpH
KyIlyBalb€ M HABUKM BO KOPHUCTEHEC Ha
IPOM3BOUTE (JadM IOTPOLIYBAYUTE CE€ OJ
TUNOT ,HampaBU caM* WJIH ,HalmpaBU TO 3a
MeHe"‘); TOJArOTBEHOCTA Ja CE IJIaTH MOBHCOKA
IIeHa 3a TIOBHCOK KBAJIWTET, CTEMCHOT Ha
JI0jaTHOCT Ha OpeHI0T; moTpeduTe (3a moxodpa
yciuyra,  JOCTAalHOCT,  (PYHKIIMOHAIHOCT);
COLIMJAIHUOT CTaTyC, KOHIENTOT 3a cebecH,
’KHBOTHHOT CTHIL

I[To ogpenyBameTo Ha MPABELOT HA JIBIXKEHHE
Ha CeTMEHTaIHjaTa, MOTpeOHO € /1a ce yTBpAAT
U MeToauTe/(paKkTopUTe MO KOU Ke ce AenaT U
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ONUIIYBaaT  pa3jIMYHUTE  CEerMEHTH  Ha
MOTPOIIYBa4M, BpP3 OCHOBA Ha COOJIBETHH
KapaKTepUCTUKH, 3a J1a MOXe Moao0po aa ce
pazbepe npouI0T Ha TOTPOIITYBAYUTE BO CEKO]
MOCJMHEYCH CErMEHT, CIMYHOCTHTE IOMery
MOTPONIYBAYUTE BO PAMKHUTE Ha €JICH CETMEHT U
CIIMYHOCTUTE M PA3IUKUTE TOMEry CEerMEHTH.
[IpernpujaTuja 6€3 oryen Ha roJIeMUHATA MOXKE
na ce (Qokycupaar Ha TIOBEKE pa3IMYHU
MeToau/(hakTopu 3a cerMeHTaluja: reorpadcKu
¢bakTopu; nemorpadcku  (GaKkTOpH; ICUXO-
rpadcku pakTopu.

Cenak, HalmIMTe TOMAIIHHA NPETHpPHUjaTHja, &
0c00EHO MAJIUTE, OTPAHUYCHO ' TIPUMCHYBAAT
bakTopuTe Ha cerMeHTanuja, (HaBOPU3UPAJKH
T ¥ HajUeCTO KOPHUCTEJKU T'M reorpad)cKute u

nemorpadcekute, JgoAeKa  Icuxorpackurte
dakTopu UWMaarT MapruHaiHa  ymnorpeoda.
BakBuor HauMH Ha ONOPTYHUCTHUYKO H

KpaTKOPOYHO paboTeme MOXKe Ja Pe3yaTupa BO
HE33/I0BOJICTBO Ha IOTPOLIYBAYHTE, HEPEATHO
[IOCTaBEHU LIEHU, HEYyCIleX Ha IPOU3BOJIOT,
Hee(UKACHOCT BO JAUCTPUOYIMjaTa, BHCOKH
MapKeTUHI TPOULIOIM, HHUCKAa CTalKka Ha
3aJp)KyBame M JIOJaTHOCT HA MOTPOLTYBAYHTE.
Toa ykaxxyBa Ha nmoTpeba o] IpOMEHH BO OBaa
00JIaCT M TIOCBETYBamkE Ha MTOT0JIEMO BHIMaHUE
Ha XHBOTHHOT CTHJI, BPETHOCTUTE M HAUYMHOT
HAa  OJHECYBame TMpH  KyllyBake  Ha
notpouryBaunte. OBa npousnerysa of GpakToT
IITO CO KOMOWHAIM]a Ha OBUE METOIM MOXKE J1a
Ce 3aCWJIM MapKeTHHI cTpaTervjara, Ouaejku
reorpad)CKHOT U JeMOTPa()CKUOT METOJT BOAAT
KOH uJeHTU(UuKaija U (Qokycupame Ha

MapKETHHT KOMYHUKalujara, J0JIeKa
ncuxorpackMoT  Merox momara Ja  ce
IU3ajHUpa TPOU3BOJAOT M OCHOBaTa Ha

MAapKCTHUHI ITOpaKara.
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INFLUENCE OF ONLINE MARKETING
ON
THE QUALITY OF INFORMATION

Abstrakt

Technological phenomena that have enabled
the Internet are constantly developing and
improving: connectivity is ever cheaper, content
management tools are increasingly efficient,
ultra-mobile  handsets (smartphones) use
specialized processors to provide access and
web-browsing capabilities comparable to those
of bigger computers. As a result, everyone can
generate content, and highly popular content
served mixed with web ads is a non-negligible
source of income.

In such conditions, we notice a strong rise in
websites that are constructed with the only goal
to make profit from web marketing. Accuracy
and quality of content are secondary or not at all
important to them; data are managed by people
who do not have qualifications or real interest in
the field; in extreme cases we have the
appearance of worthless data (informational
noise) obtained by automatic generation,
unauthorized  scraping, combining, etc.
(plagiarism), as well as spreading rumors, fake
news, banal, provocative and vulgar content.
This paper provides a more detailed analysis of
the marketing mechanisms that make the
dominant data on today's web worthless. Also
considered are the measures by which such
unwanted phenomena could be reduced and
kept under control.

Key Words: online marketing, information
quality, fake news, generated contents, scraping
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BJIMJAHUETO HA OHJIAJH
MAPKETHUHI'OT
BP3 KBAJIMTETOT HA
NHOOPMALUUTE

AnCTpaKT

TexHonomkure beHoMeHH KOU ro
OBO3MOXKHja HHTEPHETOT C€ BO IIOCTOjaH
NOJZIeM: KOHEKTHBHOCTa € C€ TIONpHCYTHA W
IIOEBTUHA, aJaTKUTE 3a MEHAUpame Co
COAP>KUHM ce ceé Toe(UKacHHU, YITPaMOOUIHN
payHu  KommjyTepu  (cMapTQOHHU)  MpPeKy
yrnoTpeba Ha CHENUjau3upaHd  MpPOIecopr
uMaaT IpUCcTall M MOXHOCTM 3a BeO-
NPEINCTYBalkbe CIOPEJIMBA CO OHHE Ha
norojemMure komijyrepu. Kako pesynirar, cexoj
MOXE Jla TeHepupa CBOja COApXKHHA, a
BUCOKOIIOCETEHAaTa  COJpXKMHA  CepBUpaHa
3aeIHO  cO  BeO-pekjIamMu  MpeTcTaByBa
HEe3aHEeMapJIuB U3BOP Ha MPHUXO/I.

Bo TakBM ycnoBu, 3a0enexxyBame CHIICH
M0JIEM Ha Be0-CajTOBU KOU C€ KOHCTPYUPAHU CO
€IMHCTBEHA I1eJ1 J1a OCTBapart 3apaboTka o]1 BeO-
MapkeTuHr. TouHOocTa W KBaIUTETOT Ha
COJP)KUHHTE C€ CIIOPETHU MIIM BOOIIITO HE CE
BOJM CMETKa 3a HHUB; I[OJATOLUTE Ce
MEHayupaaT O]  JIMa KOM  HeMaaT
KBAJM(HUKAIMA WIM BHUCTHHCKM HMHTEPEC BO
o0acrta; BO €KCTPEMHH CIydaW UMaMe I10jaBa
Ha Oe3BpenHU nHpopManuu (MHPOPMALMOHEH
IyM) JOOMEHH CO aBTOMATCKO Te€HEepUpame,
HEOBJIACTEHO Mpe3eMame, KOMOMHUpame U CIl.
(mmarujatv), Kako M IIUPEHE Ha TJacHHH,
JaKHU BECTH, OaHaJIHM, TPOBOKATUBHH U
BYJITApHU COJpKWHU. Bo 0BOj Tpya e nagena
MoJeTajHa AaHajlu3a Ha MEXaHU3MHUTE BO
MapKeTHHTOT KOM JIOBEIyBaaT JI0 Toa
JOMUHAHTHU TOJATOIM Ha JCHEIIHUOT BeO na
Oommar Oe3BpenHu coapxkuau. HMcro Taka
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pasrieiaHu ce MepKU cO KOM BaKBUTE HECAKaHU
dbeHoMenn Ou MOKeIe Ja ce peayuupaar u
JpKaT 1MOJ] KOHTPOJIA.

Kiayyau 300poBH: OHJAQjH MapKETHHT,
KBAINTET Ha WH(OpManuu, IaXKHU BECTH,
TeHEPHUPaHH COJPKUHH

Bosen

Co BOCTaHOBYBAaWETO Ha BEO TEXHOJOTHHTE
KaKO HAuYMHH 32 MPEHOC Ha MYITHMEIH]aTHH
nHpOpMalUU KO OBO3MOXKYBaaT MHOI'Y BUCOK
CTETIEH Ha WHTEPAaKTUBHOCT CO KPajHHOT
KOPHUCHUK M YJITPaMOOUIHOCT, BO MOCIEIHUTE
HEKOJIKY TOJIMHU Ce€ I0jaBHja HOBM HAYMHH 32
OILITECTBEHa KOMYHHUKaIMja U BMPEXKYBame,
noe(UKacHU ¥ TIOMHAKBY BO OJTHOC Ha JOTOTAII
nocroeukute. Co HampeJoOKOT Ha CBETCKHOT
BeO U 3roJIeMyBameTO Ha HETOBATA JIOCTAITHOCT
710 CENPUCYTHOCT, HEMHUHOBHO CE€ HaMETHaa U
HOBU CTaHAapAM M OWU3HUC MOJEIH BO
OILITECTBEHaTa KOMYHHUKaIMja, a CO TOA U BO
MapKeTHHTOT [2].

PacnpocTpanyBameTo Ha BeO TEXHOJIOTHUTE U
MacOBHOCTa Ha HUBHOTO KOPHCTEHE JTIOBEJIE JI0
3rojieMyBambe Ha JOCTallHOCTa Ha OecIulaTHH
nH(poOpMalUK Of] jaBEH U 00pa30BEH KapakTep
Ha BeOOT. OBOj TpEeHN CEPHO3HO THU pacTpece
MO3UIIMUTE Ha aBTOPUTE W W3/JaBaynTe Ha
TpaJULMOHAIHY T€YaTeH! KHUTH U CIHMCaHuja
KaKoO M TPaJUIIMOHAIHUTE EIEKTPOHCKUA MENI-
yMu (paguo, TeJeBH3Wja) U JOBEAE [0
OCMUCITyBab€ Ha HOBH MOJICITH Ha MPUCYCTBO
OJIP’KJIMBOCT Ha U3JJABAYKUTE U MEJUYMCKHUTE
omsaucu. Taka ce co3maze HOBHOT MOJEN 3a
MOKpUBAaKkEe Ha aBTOPCKUTE U JAUCTPUOY-
TEPCKUTE TPOUIONM KOj BOCTAHOBYBAa JIeKa
aBTOPCKHUTE MH(pOpPMAIM ce JOCTAllHU JaBHO U
OecruiaTHO, HO KpajHUOT KOPHCHUK MOpa,
3aeHO cO MH(pOpPMALUUTE Ja KOHCyMHpa H
peKiaMu, ITUIaTeHW OJ TPeTH JHma -
oryiacyBayd, 0€3 jacHa MOXXHOCT Ja TH
npeckokHe wim u3bdepe [1]. Taka mpaktudHO
uMaMme Jieka 3a Jia MpoJIoJbKaT co paboTa rojiem
Opoj aBTOopM W wu3daBauwm, MHTEpHET

MapKEeTUHTOT, Kako0 HW3BOp Ha TPUXOA, €
3aJI0JDKUTENIEH U HEeU30eXKeH /el Off HUBHUOT
HOB OM3HHC MOJIEIL.

Bo xontekctor Ha WHTEepHET MapKETHHT
MOXKEME J1a pa3jMKyBaMe TPH TJaBHHU THUIIOBH
Ha eHtuTeTd: (1) co3maBayM Ha COIPKUHHU
(Mo>xaT 1a 6ugaT JOKa)KaHM aBTOPH, HOBUHCKH
areHluyd, WHCTUTYLIMHU, HO MCTO TakKa Kako
CO3/1aBa4 MOJKE€ Jia Ce I0jaBU IOTECHIIM)AIHO
CeKO]  KOpPHUCHHUK Ha  Mpexata); (2)
BHCOKOIIOCeTeHU Bed MeIUYMH (HIIP. OHJIAjH
BECHUIIM M CIIMCaHWja, HOBHHCKH areHIH,
MYJATHMEANCKH BeO CajTOBU U  COIMjalTHU
Mpexn); 1 (3) orjiacyBauM Kou UMaart norpeda
Jla BPILAT IUTATEH MAPKETUHT PEKY UCTIpaKkamke
HAa KOMEpILHjaTHU Topakd (BO HHUB HajYeCcTo
craraat IpOW3BOIUTENN U TPTrOBIU HIIH APYTH
MOHYAYBauud Ha cToku u yciyru). Cekoj on
OBHE TPU CHTUTETH CHTUTETH TOCEAyBa WIIH
co3/1aBa BPEJAHOCT KOja ja cTaBa BO IOTOH BO
OBOj MapKeTHHI Tpuarojuuk: Co3raBaunte
co3JaBaaT COAPKMHM KOu Tpeba na Oujar
aTpaKkTUBHU U Oapanu; IHTepHET MEeIyMHTE U
COLIMjaJTHUTE MPEXH pacloyiaraar co TOJIeM
Opoj aKTUBHU KOPUCHUIM U UMaaT HEMOCpEeaHA
MOXKHOCT Jia HcCIparaT 10 HUB COJAPXKUHU
TeHEPHpaHH O] CO3/IaBaylTe 3aMelIaHh Co
pexiaMHU nopaky; OriiacyBauMTe €MUTYBaaT
NapUYHA CPEJCTBa KOH MEIUYMHUTE KaKo
Ha/IOMECTOK 3a HUBHHUTE PEKJIaMHUPaHU MPOU3-
BOJIM U YCITYTH, OJ] KOH €/ICH JIeJ TOOUBAaT Kako
Harpaja co3JaBauyuTe Ha COAPXKHMHA U CO Toa
THE C€ TMOTTUKHATH Ja CO3/JaBaaT HOBH,
MOATPAKTUBHU COAPKUHU 3a ITOT0JIEM MPUXOI.

Ho, x0j € epexToT 01 MOCTOEHETO HA BAKOB
MapKETUHT TPUATOJIHUK T.€. KAKBO € HErOBOTO
BJIMjaHUE Bp3 KBAJIUTETOT Ha UHGOpMaLUUTE
KOM ce co3JaBaaT MOTHUBHUPAHU TJABHO O]
3apaboTka u MapkeTtuHr? Jlo menec, o0jaBeHH
Ce peJIaTUBHO MAJIKy aHaJHM3U U UCTPAXKyBaUKH
pe3yiTaTh 3a OBHE CHENU(UKH Ha HOBUTE
KaHaJM 3a pa3MeHa Ha JUTUTATHA HHPOpMAITUU
M MapKeTHHT KaKO W HHBHOTO BIIMjaHHE Bp3
KBAJIUTETOT Ha JocTanmHuTe MH(popmaruu. Bo
OBOj TPY/I € HAIlPaBEeH aHAIUTUYKH TIpETIe] Ha
IIOCTOEYKHTE o0jaBeHH HCTPAXKyBauKH
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pe3yaTaTd BO BPCKa CO OHJIAJH MapKETHUHIOT,
KakoO H TI0jaBUTE Ha CKCTPEMHH MAaCOBHH
ne3uH(opManuu - JIaXXHU BECTH, TIJIACHHH,
ne3uHpOpMalMK M Op30-ITUPEYKH  OecMuc-
JIUIM, KOW POJICHH O] UjejaTa 3a 3apaboTKa o
IUTATeH MAapKeTHHT, JIOBEIyBaaT JO Toa
JOMHUHAHTHU TIOJIaTOLM Ha JCHEITHUOT BeO Ja
Oupmar Oe3BpeaHu coapxuHHA. Mcto Taka
pasrieiaHu ce MepKU cO KOM BaKBUTE HECAKAHU
dheHoMenn Ou MOKeIe Ja ce peayuupaar u
JpKaT 1MOJ] KOHTPOJIA.

ConujanHo BMpesKyBame U OHJIAJH
MapKeTHHT

['maBHa opnMka Ha COBpeMEHHUTE BeO
KOMYHHUKAIIMH € MOYKHOCTa CEKOj TOSAMHEI J1a
MO’K€ Ha OHJIajH MEIMyM MUTHOBEHO Ja 00jaBu
nHpopManMja Koja cTaHyBa JOCTallHA BO
nesnnot ceer. HemocpenHocra u onmrocra Ha
BaKBHOT CHCTEM I'0O OBO3MOKYBAAaT IIOCTOCHETO
Ha JICHEIIHUTE MAaCOBHHU COLMjaJIHU MPEXHU BO
KOM CEKOj MOeINHEI I KOHKYPEHT MOXKe 0e3
TEXHUYKO 3HaeHE, 1a OTBOPU CBOU BEO-CTpaHH,
TakaHapeueHu ,,mpoPuin®, n1a ce BMPEXKHU CO
JPYTH MOCTOCUYKU MPOGMWIN, U UMEHYBAHO WUIIH
AHOHUMHO Ja KOMEHTHPA, TOCTaByBa IMO3UTHB-
HU WM HEraTUBHU MUCIIEHA, KAKO Ha CBOJOT
npodun, npoduauTe Ha CBOUTE IpHjaTeny,
Taka U Ha KOPIOPATUBHUTE WIH OPHUIM]aTHUTE
npodWIM Ha pa3HHU areHINH, MPOU3BOIUTEIH,
TProBIM, AP>KABHU MHCTUTYIIUH UTH.

®eHOMEHOT Ha ,,BUPYCHO UIMpewme” Ha
uHbpopmManuu W jAe3uHdopMaIuM, KOj €
TEXHWYKH TIOAJPKaH OJf MOXHOCTa 3a
TaKaHapEYEeHOTO COLMjalIHO CIHOJENyBalkbe Ha
00jaBu cropen JWYHO HAOTakme M BKYC O]
CTpaHa Ha ,,BpPCHUIN, € KJIy4eH MeXaHUu3aM BO
OTPOMHHMOT TIOJIEM W BJHMjaHWE Ha THP.
,,COILIMjaJTHU MPEXKH ‘: HEKOU O] BaKBHUTE 00jaBU
MOJKaT Jia TOYHAT Ja MPOoTMarupaar HaIIuPOKO
co rojema Op3sMHa M CO TOa Jia HMaar
HEOYEKYBaHO CWJIHO BIIMjaHUE BpP3 TOJEMHTE
Urpadd Kako W Bp3 IazapuTe Ha MaTepHjaTHU
no0pa u nHbOpMaITHH.

HcrpaxyBamara [IOKaXKyBaaT JieKa
3HAYUTEJIECH JIeJ]l 0/1 HACEJICHUETO Ha IUIaHeTaTa
CeKOJIHEBHO  mpuMa  WHPOpMAIUU  Of
couujanaute mpexu [3]. ITopaau Toa, mOKpaj
KOPUCHUYKHA TEHEPUPAHUTE COAPKHUHHU, Ce
MoYecTa € MojaBaTa Ha MCIIpaKkame Ha MJIaTeHH
peKJIaMU ¥ MapKETHHIIKH TOPAaKHU MPEKYy OBHE
Mpexu, OuJiejk1 BaKBUTE MOPAKU JOCEraar 1o
orpoMeH Opoj myre.

Bo BooOGMuaeHnoT mMozen Ha BeO MapKETHHT,
COIICTBEHMKOT Ha BHCOKOIIOCETEH OHJIAjH
MeauyMm (BeOcajT) ce jaByBa KaKO IMOCPEIHHUK
Mery TOTEHIHMjaTHA OriacyBadd (BO3MOXKHO
3acTanyBaHU OJf MAPKETHHI areHuuja) u
NoceTUTEJUTe HAa HETOBHOT MEAUYM Kako
MOTEHIIMjaTH! KOPUCHUIM Ha OTrJacyBaHUOT
npou3BoA. [ 7aBHWTE TApUYHH  CPENCTBa
Joaraat o]l OTJlacyBauuTe, a Ce pacmnpeenyBaaT
mery (1) MapkeTuHT areHuujata (2) MEInyMoT
KaKO CO3/1aBay UM HOCUTEN Ha COAPKUHU U (3)
CO3/IaBaYNTE HA COPIKUHH.

Bo conmjanaure meanymu, Meryroa CuTyalu-
jata e Hemro mowHakBa: [lo mompazOupame,
CUTE KOPHCHHMIIM BO €JHA COLIMjajiHa MpeXa ce
3a4weHeTH BO Mpekara J0OpOBOJNHO, €O
eIMHCTBEHO OYEKYBamke€ Jla CE BMpEXaT Co
CBOMTE TpHUjaTeNd U Ja J00MBaaT aKTyeIHH
uHpOpMALlUK O]l CBOETO OIKpYyXyBame. Bo
TaKkBU YCJIOBU COIMjaJIHaTa MpeXka HcIpaka
MapKETUHIIKH Opaku 6€3 HaJIOMeCT Ha CBOUTE
KOPUCHHIIA - KOU C€ MCTOBPEMEHO MPAKTUIHO
€IMHCTBEHUTE CO3/]aBauydl Ha COJPXKHUHHU BO
MpekaTa, MpUTOA 3JI0YNOTPeOyBajKU JINYHU
NOJATOIM 3a Jla HalpaBd BUCOKO-TIPELU3HO
TapreTupame Ha KopucHunure. Ha Toj HaumH
KOPDUCHHUIIUTE Ha COLMjaIHUTE MpEeXH ja
mjakaaT MOXKHOCTa 3a BHPTYyEIIHAa COIHja-
Jau3alMja co CBOETO BpeMe, INPHUBAaTHOCT U
JIOOPOBOJIHO C€ corjlacyBaaT Ja OujaT MeTa Ha
jerne3a O] MapKETUHIIKM WIM TNPOMOTHBHU
MOpaKu, HO KaKO CO3[aBaddl Ha COJPKUHH He
n00MBaaT HUKAKOB HAJOMECT.
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JIa;KHH BECTH U IJIYKaIn

,»JI&KHHM BECTH" € 0J]JaMHa IO3HaTa I0jaBa Ha
Op30 nudepyBame Ha BECTH CO Ha3HaKa
,,HETIPOBEPEHO*, CO 1Med Ja ce Mpojaaje
MEAMYMOT Ha HIMpPOKa MOMyJialuja >KeaHa 3a
CCH3ALIMOHATHU TBPJACHA KOja MAaJKy WIH
BOOIIITO HE C€ TPIKH 3a KBaJUTETOT Ha
uHpopManuuTe KOM ' KoH3ymupa. Bo mpene-
JIEKTPOHCKATa epa, BakBU (DaCUUHAHTHU WIIU
3a0aBHM BECTM BOOOMYACHO ce€ Haorajie BO
KJlacaTa MEeMyMH MO3HATH KaKo ,,’KOJIT Ieyat™,
MMe Koe ce T0OMIIO COTTIaCHO CO KBAJIUTETOT Ha
MEAMYMOT KOj THU TIpeHeCyBal BaKBHUTE
nHpOpMaIny.

Bo MoaepHHOT KOHTEKCT Ha BeO MeIuyMH,
JOKHUTE BECTH TNPETCTaByBaaT EKCTpPEMHa
1ojaBa Ha Kpeupamwe U IUCTpUOyHpame Cojp-
KUHH O] TOCTUHIIA WM TPy KOU Ce Hepe-
JICBAaHTHHU, aHOHHUMHH U IIEJIOCHO HEKBalu(u-
KyBaHH, CO €MHCTBEHA 1€l PUBJICKYBamhe Ha
ITO € MOXHO IMOIIHUPOKa TMomynanja Ha
COOJIBETHO M3TpaJiecHH BeO CajTOBH KOW IMOTOA
cepBHpaar miuateHu pekiaamu. llenra e jacHa -
nen o mpodUTOT Off peKjlaMUTe ro Jo0uBaaT
CO3/1aBaUUTE HA BAKBU COJPXKUHHU U CO
TeHEepHUpame Ha COAPXKHHH KOW Ce Tpeid ce
IIOKaHTHHM, a HajUeCTO L[EJIOCHO HEBUCTUHUTH U
0e3BpeIHH, ce oOuyBaat na ro
MaKCUMH3UpaaT OpojOT Ha IMOCETUTENU Ha
CBOMTE BeO MeAuymMH, a CcO Toa Jga TO
MakCUMH3UpaaT cBojoT mnpodut. Nubopma-
[IMOHUOT KBAJIMTET Ha Baka IOHYICHUTE
COJIPKHMHHU € cpa3MepeH Ha KBaTU(pHUKaIUUTE Ha
HUBHHUTE CO3/1aBa4H KaKO W Ha MHTEPECHTE Ha
MacoBHaTa HeoOpa3oBaHa My0JIMKa T.€. BAKBUTE
Kpeanuy 3acily’KeHO TO HOcaT UMETO ,,JJaKHU
Bectu“. Bo HayuHata guTeparypa  BO
MOCTICTHUTE HEKOJIKY TOIUHH JIAKHUTE BECTH
ce TpeTUpaHu O]l ToBeke aBTopH [5, 8-24, 27-
28].

Kako noceGHa kareropuja JaxHu BECTH MOXKE
7la Ce M3/IBOjaT CAaTUPUYHU U TTAPOTUIHU BECTH,
TJIABHO CO JIHEBHO-TIOJIUTHYKA KOHOTAIIM]a, KOU
ce 00jaByBaar oJ1 CrielujaTu3upaHd METUYMH U
Ipylny KOW TNPOU3BEIyBaaT BakBU BecTH [5].

Jlonexa BakBUTE BECTHU CE JaCHO O3HAYCHU KaKO
,,HEBEPOJIOCTOJHU", THE HMaaT C€ IOCUIHO
BJIMjaHHWE Bp3 MYyONMKaTa KaKO pe3yaTar Ha
3rojeMeHaTa CBECT Ha 4YHUTaTeJuTe 3a
Hee(UKacHOCTa, OTY['YBalheTOo U JECTPYK-
TUBHOCTa Ha IOJMTUYKUTE PAKOBOJACTBA Ha
NCHEUTHUTE JApKaBU. BakBute BecTH, CO
CBOjaTa IMHWYHO-3a0aBHA JIHUCIIO3MIIHMja, CE
MOBEKE BJIMjaaT Bp3 (HOPMUPAHETO HA JaBHOTO
MUCJICHE, BIIOIIYBaJKM IO IPUTOA U OHaKa
TEMIKHOT MPOOJEM CO MOCTOCHETO Ha CHIIHA
(GuHAHCKCKa MOTHBalMja 3a T'€HEpHUpambe
ne3nH(OopMaInH.

Jlpyr riaBeH U3BOp Ha Je3uH(popMalnuu
NPETCTaByBaaT TMOTIUIATCHW 00jaByBaund Ha
OLIPHYBAUYKH KOMEHTapH, MUCIIEHa U CI. (THP.
,IUTYKaqu‘) CO IeJl OCTBapyBame Ha HEKOja
CKpHMEHA IIeJl Ha HUBHHMOT paboTOoJaBell WM
COIICTBEHHOT HeparoHaIeH HHTEpEC.
ConujamHuTe MpeKu ce NoCeOHO II0IHA TOYBa
3a TI0jaBaTa Ha pa3HU TUIIOBU IUTykKauu. Kako
3HAYUTEIHO OTEXKHYBalk€ Ha MpoOJIeMOT Ha
IUTYKQYUTE BO KOHTEKCTOT Ha COLMjaTHUTE
MpEXHU Ce jaByBa MMIIEpCOHAIIMjaTa T.€. Ioja-
BaTa Ha o0jaByBame€ Ha HH(OpPMALMM 0]
naxkeH uaeHTuTeT. OBa OBO3MOXKYBa KOHKY-
PEHTCKH KOMIIAHWH, TIOJUTUYKH CHTUTETH Ta
Oypy M 1LeId JAp)KaBHU amapaTd Ja  ce
3aTCKpHUBaaT 3aj] npoduiv Ha OOWYHU TparaHu-
KOPUCHUIIM U J1a BpIIAT aruTalyja Bo MPHJIOT Ha
CBOWMTE HMHTepecH. Taka jqoarame 0 MOMMOT
HIaKeH mpopuin“ KOoj € OCHOBEH 3a
n30eTHYBambe Ha OJITOBOPHOCTA 3a
IPe3eMEHUTE OHJIAJH aKTUBHOCTHU U 32 BPILICHE
Hamagy MPOTHB YTJIENOT WIM KapaKTepoT Ha
KOMITAHUU WM BUJHU JIMYHOCTHU. JleHenHuTe
HQJIIOMYJIAPHU COLUJATHU MpPEXU HaBOJIHO
HyJaT HEMTOCPEITHU MEXaHU3MHU 32 IIPH]aByBakhe
Ha TIPEKPIIMTENN Off CTpaHa Ha OCTAaHATHUTE
KOPUCHHIIM, U TPOTUB (aucuPUKaTOpUTe ce
npe3emMaar MepKH Kako OJOKHpame, OpUIlehe,
cycnensdja Ha npopwin wutH.; Ho, Bo
peaTHOCTa, COLUjATHUTE MPEXKH MPOjaByBaaT U
rojeMa ToJIepaHIfja 3a MPEKPIIUTEIUTE CO
ornen Jneka ymorpeba W TEeHepHpame Ha
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MO/IaTOYEH COo00pakaj € CeKoranl BO HUBHUTE
pUMapHA UHTEPECH.

IIpodJsiemuTe HAa HHPOPMALIUCKO
3arajyBame U MEpKH IPOTHB HUB

3a xaj, CeKOj OJ HIrpayuTe BO MAapKETHHT
TPUArOJIHUKOT UMa caMO (PMHAHCUCKHU UHTEPEC,
HO HE U MHTEpEC Jla CO3/1aBa WK JUCTpHOynpa
KBJIUTETHH HWHGOPMALMU WU IPOU3BOJIH.
Ilopanu Toa, BO CHCTEMOT C€ IOMAacOBHO Ce
€MUTYBaaT IMOJATOIHM KOH, BO HajOJar o0JIuK, ce
HekBanuTeTHH: CO3/1aBaunTe HA COAPIKHUHU, BO
roTpara Mo IMorojieM yaen OJf KOJadoT U Toa
mro 1oOp30, decTo mpHOErHyBaaT KOH
(dabpukyBanu HH(OpPMALIMM KOU UMaaT MaJKy
JOMUpP CO peaHoCTa, 37paBaTa JIOTUKA WU
¢bynnamentanuure  Hayku.  CouujanHure
MpPEXHU TaK, BO IMOTpara Mo MOBUCOK MPOQUT,
MMaaT MPEMONYeH HWHTEpPEeC BaKBOTO TeEHe-
pupame Ha Ae3UH(POPMALIMU J1a TO TOJIepUpaar
U Aypu NOTTHKHYBaar. OriiacyBauuTe uUMaar
MHTEPEC J1a TH MPOTYpKaaT KOH MACUTE CBOUTE
COJIP’)KMHU 0€3 J1a BOJAaT CMETKa 3a KBAJIUTETOT
Ha MTHPOPMAIIUU KOH CE€ KOPHCTAT KaKO HOCUTEI
HAa HHUBHUTE pEKIaMHHM Topaku. Bo 0Boj
HeOJIaropoJieH TPUArOJHUK, U TIOKpPaj pa3HUTE
MOHYZCHH aBTOMATCKH PEeIleHHja 3a JeTeKIHja
U OTCTpaHyBame€ Ha  JAe3uH(popMaIuH,
on0OpaHaTa Ha KpajHUTE KOPUCHUIIM 3acera
NpakKTUYHO C€ CBEAyBa Ha TpUMEHa Ha
MOJUTakbe Ha CBeCTa M HW30CTPYyBamke Ha
COTICTBEHHTE 3]JPaBOPA3yMCKH KPUTEPUYMH 32
MIPEMO3HaBalkhe U UTHOPHUPAE Ha MEIUYMCKH
W3BOPH 4YHja INTO OCHOBHA KapaKTEPHCTHUKA €
MakcUMH3aIlja Ha MPOPUT U HACOUYyBambe Ha
BHUMAaHHETO KOH W3BOPW KOM C€ 3ajaraar 3a
BUCOKMOT WHjaean 3a Jauctpubynuja Ha
BUCTHHHTHU U KOPUCHH 3HAacHa OJ1 IONTOTpajHA
BPEIHOCT 32 YOBEIITBOTO.

Co ornen Ha ce morosieMaTta Op3vuHa Ha
TeHepUpPame Ha JIAKHU BECTH W TIACHUHH, BO
nHpOpMaTHYKaTa JUTEpaTypa ce€ TOHYICHH
pellieHrja 3a aBTOMaTCKa JAEeTeKIfja U OTCTpa-
HYyBam€ Ha JJa)KHU BECTU U 00jaBU HA aHOHUMHU

aTeHn  00jaByBaud  HA  OLPHYBAYKH
conpxunm [9-10, 13, 17, 24, 25, 28].

Ce cMera Jieka JIaXHUTE BECTH MMaa KIYyYHO
BIMjaHHE Bp3 H300pOT HA  AKTYEIHUOT
npercenaten Ha CAJl. Bo [18] ce Tpertupa u
CIIy4ajoT Ha I0jaBa Ha BUCOKOBH/UTUBH JIAXKHU
BECTH €O MOTekII0 01 P. Makenonuja, kou nmaa
jaCHO M HE3aHeMapIWBO  BIHMjaHHE Bp3
npercenatenckute uzbopu Bo CAJl Bo 2016
ronuHa. M1 BO 0OBOj Tpyx ce yKaxyBa Jeka
COLIMjAIHUTE MPEXKU MMaaT KIy4yHa YJIora BO
MIUPEHETO Ha  Ae3MH(OPMALUH  [OPAaU
MOYKHOCTa THE Jla C€ IIHUpaT MO MOBEKE PYTH
CHMYJTaHO, CO IOCPEICTBO Ha ToyieM Opoj
QHOHUMHH WJIM TJ00amHO c1a00 BHUIJIMBH
KOpPHCHMIIM, O€3 jacHa peryTaluja, KOW He
NpUMEHYBaaT  MpPETXOJHAa  MpoOBEpKa  Ha
(daKkTUTe, CENEKTHMBHOCT WM  YPEIHUYKO
pacynyBame. Bo [19] aBropute 3akiydyBaar
JieKa CTENEeHOT Ha J0BepOa Ha MEIUYMOT KOj
o0jaByBa nH(OpPMALIMK MOXKE J1a O¥Ie KOPUCHA
aylaTKa 3a MoOWBame Ha IVIACMHU HAMEHETH 3a
MOJUTUYKO YOeqyBame Ha MacHTe, HO HCTO
TakKa yKaxyBaaT JIeKa U JTUPEKTHOTO ITOOUBambe
Ha 00jaBU T.e. MapKHUpame Ha €JeH MEAUYM
KaKO HEBEPOJOCTOEH JOIIPUHECYBA 3a HETOBATa
BUJUIMBOCT BO JaBHOCTa T.€. CEKOE CIloMe-
HyBam€ Ha Je3uHpopmanuja ja momara
Hej3uHaTa audysuja.

JlerexuyjaTa ¥ MOTHCHYBAWKETO Ha JE3UH(]-
OpMalluy M JIaKHU BECTU CE€ BaXKHH OHIEJKH
HUBHOTO IIMPEHE € Ha MPOrpecuBHA IITeTa Ha
ommrecTBeHuTe HOopMmu. Bo [17] ce mpemnara
wiatpopma 3a cobupame, ACTEKTHUpAlBE H
aHaJIM3a Ha OHJIAJH JAe3uH(pOpMaIUy IUTaCUpaHU
Ha MuKpoOnor riar¢popmMu kako TButep.
Cropen pesynratutre Bo [17] mesuH-dopma-
UHUTE IpeIHUYAT rpe] GakTHIKuTe MHpopma-
1uu Bo npocek 10-20 yaca, r1aBHO ce mupat o4
MHOTY AaKTMBHM KOPHUCHHMIIM Ha MPEXMHTE,
JI0JIeKa MTAaCHBHHUTE WM HOBOJIO-]ICHUTE KOPHC-
HUIIM TACMBHO THW KOHCyMHpaaT  OBHE
nesundopmanuu. Ha Toj HauuH, comujaiHuTe
MpeXH BO KOHTEKCT Ha LIMPEHETO Ha
uHpOpMAIUK, MOXKAT Ja Ce HapeJaT ,,MpPEKH Ha
MacuBHH OHJIajH Ae3nHpopmarmu™. Bo [28] ce
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IIPEIOKEHN CUCTEMHU KOM NOCTUTHYyBaaT 99%
ycrex BO  aBTOMAarckara JeTeKldja Ha
nesuHpopmanuu miacupad Ha dejcOyk camo
Bp3 0a3a Ha MpopMIMpamke Ha KOPHCHUITUTE HA
collMjaTHaTa MpeXka Ha KOW ofjaBaTa UM cCe
nonagHana. OBOj pe3ynraT YKaxyBa JeKa
MIOCTOM jacHa JUXOTOMH]ja BO MOMyJalyjaTa Ha
KOPHUCHUIIM KOU MMaaT KPUTEPUYM 32 KHUBOTHH
BPEIHOCTH ¥ OHHE KOHM TaKOB KPHTEPUYM
HeMaar.

Pesynararture ox HayyHHTE HCIelyBama Ha
IIUPEHETO HA JIAKHU BECTU U JC3UH(DOpMAIUH
YKa)KyBa JIeKa HajroJIeMUOT Opoj JTaKHU BECTH
Ce EMUTYBaHU O] PEIaTUBHO Maj OpOj OpraHu-
3upanu 1entpu [17]. Toa e oxpabpyBauku (axrt
CIOpe]] KOj a/IMUHUCTPATOPUTE HA COLIUjATHUTE
MpEXHU Ce BO MO3UIIMja Ja HampaBaT OIy4eH
4eKOp BO KOHTpoJiaTa M peryjanujata Ha
UHQOPMAIIMOHO 3arajlyBarme, HO HUBHHOT
HEMHTEpeC Mopa Ja ce OajaHcupa co
HAJIBOpCIIHH (PAKTOPH KAKO Ha IpUMEP
3aKOHCKa peryinaruBa. Bo mpuior Ha oBa €
aKTYEeITHOTO CTaBame BO CHJIA HA €BPOIICKHUTE
zakoun GDPR 3a momarouna 3amrura Ha
rpafaHiTe Ha TEpUTOpHjaTa Ha €BpOICKaTa
yHUja. Bo koikaBa Mepa oBaa peryiaruBa Ke
MOMOTHE Jia C€ peryiupaar pHU3HIHUTE O]
MIMpeke Ha Ae3UH(OPMAIUH U 370ynoTpeda Ha
JUYHUTE TNpoduiM  Ha  rparfaHure  3a
KOPIIOPAaTHUBHH W JIPYKaBHH IIEJIM, OCTaHYBa Ja
ce UCTpa)KyBa BO OJIMCKA WIHUHA.

3akiaydox

HoBure kanamm 3a mpeHoc U
muctpuOynyja Ha  TOJATOLM,  BUCOKAara
MHTEPAKTUBHOCT KOja THE ja OBO3MOXYyBaaT Ha
KpajHUTEe KOPUCHMIM, KaKO M MOXKHOCTA 3a
JIECHO CO3/[aBambe KOPUCHUYKU-TEHEPUPaHU
COAPXHHM OBO3MOXHja HOBHM THIIOBH Ha
copaboTka Mery TpUTE TJaBHH THUIIOBH Ha
eHTureTn BO IHTepHer MapkeruHror: (1)
CO3/1aBayuTe Ha COAPKUHH, (2) oriacyBauuTe
KOM BpmiaT IulaTeH Mapketunr u  (3)
COTICTBEHULIUTE Ha TOJIEMU COLIMJAJTHU MPEXKH.
Cexkoj 011 OBUE EHTUTETH MIOCEyBa WK CO3/1aBa

BPEIHOCT KOja ja cTaBa BO TIOTOH BO MAPKETHUHT
TPUATOJHHUKOT: CO3/JaBaYWTe HA COAPKHHU
CO3/1aBaaT COJPXHHHM KOM C€ aTPaKkTUBHH U
OapaHu; OrJacyBauuTe CMHTYBAaaT MapUYHH
CpeICTBa KaKo HaJIOMECTOK 33 PEKIAMUPAHUTE
MIPOM3BOJIM; COIMjaTHUTE MPEXKH pacrojaraar
CO JIMYHU TOAATOLM 32 MHTEPECUTE Ha TOJIEM
Opoj MOEIUHIIA M C€ BO MO3HUIIMja TTOPAKUTE Ha
IUIATEH  MAapKeTHMHI  arpecuBHO J1a TH
muctpuOynpaar 10 HuB. Cekoj oJ1 OBUE UTpaun
BO MAapKETHHT TPUATOJIHUKOT UMa (PMHAHCUCKHU
MHTEpEC J1a eMUTYBA [TOJIATOLM KOU BO HajOara
CMHCTIa, HE C€ KBAIMTETHH WH()OpMAIIH:
Co3naBaunTe Ha COAPXKHHM, BO IOTpara IIo
MOTOJIeM YZAEN OJ] KOJIA4OT, YecTo NpuOerH-
yBaaT KoH (alOpukyBaHu uHGDOpP-MaLUW.
ConmjamHuTe MpEXH BO MOTpara Mo MOBHCOK
npoduT, UMaaT MPEMOJTUYEH UHTEPEC BAKBOTO
reHepupame Ha Je3uHpopManuu Ja To
TOJIEpUpaaT W JIypu MOTTUKHYBaar. Oriacy-
BaUYMTE MMaaT MHTEPEC Ja T MPOTypKaaT KOH
MacHTE CBOMTE MHTEpecH Oe3 Jla BOJaT CMETKa
32 KBWIMTETOT Ha WHPOPMALMU KOH Ce
KOPHUCTAT KAaKO HOCHTEJI Ha HUBHUTE PCKIAMHU
nopaku. Bo 0Boj HEOIaropoieH TpuaroiaHuK, 1
MOKpaj MOHYJCHUTE aBTOMATCKU pELIeHH]ja 3a
JeTeKIMja M OTCTpaHyBame Ha JAe3UH(Op-
Maluu, oJ0paHaTa Ha KpajHUTE KOPUCHUIN
3acera MPaKTUYHO CE€ CBeIyBa Ha MpHMEHa Ha
NOJUTake Ha CBECTa W M30CTpyBame Ha
COTICTBEHHTE 3/[PAaBOPA3YMCKH KPUTEPUYMH 32
MPETO3HaBakbe U UTHOPUPAE HA MEIUYMCKH
M3BOPU YHja IITO OCHOBHA KapaKTEPHCTUKA €
MaKCHMHU3alHja Ha MPOPUT U HACOUYBamkE HA
BHUMAaHHMETO KOH M3BOPH KOW Ce€ 3ajaraar 3a
BUCOKMOT HJIeal 3a JucTpuOyuuja Ha
BUCTHHUTH ¥ KOPUCHH 3HAacHa O] OJITOTpajHA
BPETHOCT 32 YOBEUITBOTO.
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Abstract

Existing literature has examined the consumer as a
commercial participant on the market. The trend of
exploring consumer behavior on the environmental
issue is a major challenge for the contemporary
society. The production of packages causes
environmental impacts, whereas the correct use of
these packages will reduce product losses and hence
reduce the much more negative environmental
impacts. Wrongly discarded packages in a form of
waste have a negative impact on the environment.
Fortunately, recycling technologies are now
emerging for waste, enabling the reuse of these
materials in a second life as a package or other
purposes. This research will attempt to identify the
key marketing activities that can contribute in
improving the waste sorting awareness among
consumers via existing literature, elaboration and
detailed explanation of the research results. This
study investigates the overall influence of marketing
on the awareness of waste sorting among consumers
in Macedonia. Based on a survey, technigues such
as ANOVA with post-hoc Tukey HSD tests were
used to analyse the data. Variables such as age,
environmental sentiments, along with knowledge of
waste sorting possibilities gained from media and
promotions, were associated with higher levels of
waste sorting awareness. Findings show that variety
marketing models have different influence among
different consumer segments. The findings have
practical implications for the organisations and
public officials who wish to educate the population
about waste sorting importance as an opportunity for
long-term economic development.

Key words: Waste sorting; Consumer awareness;
Environmental management; Recycling

1. Introduction

Waste sorting is one of the key issues concerning
any municipality. Municipal solid waste (MSW) has
become an issue of increasing global concern, as the
world population continues to grow, leading to
greater levels of consumption, and the subsequent
need to dispose food waste, packages, paper and
other elements that make up the various waste
streams (Leal Filho et al., 2016).

Typical activities include the provision of
infrastructure (e.g., household recycling bins), legal
structures (e.g.,vehicle emission related taxes),
incentives (e.g., such as renewable energy
technology subsidies) and related information
campaigns to change attitudes and behaviour (Auld
etal., 2014).

According Hoornweg and Bhada-Tata (2012), the
estimated quantity of municipal solid waste (MSW)
generated worldwide is between 1.3 and 1.9 billion
tonnes per year. It is projected to increase to
approximately 2.2 billion tonnes per year by 2025
(Hoornweg and Bhada-Tata, 2012). Therefore,
national and local authorities are struggling with the
problems of growing volumes of waste, the costs
involved, questions related to waste management
technology choices and the impact of waste on the
local and global environment. In this context,
implementation on awareness-raising activities for
increase the involvement of individuals in the waste
sorting is very important. According to Tseng and
Hung (2013) consumers today are increasingly
environmentally responsible and opting more for
less eco-harmful products. Even in a weak economy,
consumer attitudes toward more eco-friendly
products remain strong and demand for
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environmentally low impact products remains high
(The Co-operative Bank, 2011).

This study examines the influence of the marketing
campaigns on solid waste management for positive
attitudinal change in the Republic of Macedonia.
This study explores whether marketing activities can
influence on a waste sorting awareness among
consumers. Furthermore, we assess the level of
individual marketing mechanisms influence of pro-
environmental  behaviour among consumers
according the age groups. This paper strengthens the
literature on waste sorting action and we argue that
the results are useful to policy makers, marketing,
and other organisations who are interested in
enhancing waste sorting awareness.

1.1. Waste sorting in Macedonia

Waste management is one of the most serious
environmental issues in Macedonia. Skopje, the
capital of Macedonia has a well-organized waste
collection system but the waste is not segregated and
the collected waste is dumped in landfills or burned.
During the period 2007-2011 there was an intensive
effort from the government of Macedonia to
harmonise its waste legislation with the EU
guidelines and directives, in which the majority of
new regulations emerged. The core documents that
shape the future vision of the Macedonian waste
management, on the national level is the National
Waste Management Strategy for the period 2008-
2020 (Official Gazette no. 39/08). The National
Waste Management Strategy is a key policy
document which outlines the key objectives of waste
management vis - a - vis public health and
environmental protection and offers an assessment
of the actual situation on the ground.

In 2016, the average amount of municipal waste
generated per inhabitant in the Macedonia was 385
kilograms (Eurostat, 2018). The proportion of
households from which household waste is regularly
collected by or on behalf of municipal authorities
was quite similar across the enlargement countries,
ranging from 73 % in Macedonia (2013 data) to 82
% in Serbia (2015 data), with the proportion in
Turkey (91 %; 2014 data) above this range and in
Kosovo (65 %; 2014 data) below this range
(Eurostat, 2017).

The general level of understanding of the
environmental and waste issues within Macedonia is

low; actually, people are not aware of the risks and
adverse effects of improper waste management on
their health and on the living/natural environment
(Government of the Republic of Macedonia, 2008).
People are not aware of their role and
responsibilities as producers of waste. According
Rating agency (2017), 36% of citizens never
recycled household waste. Major factors influencing
this trend are the low level of public awareness on
waste sorting. Bitola and Skopje are the two cities
where statistically, more citizens sort the waste in
comparison with other surveyed places. The same
research finds that citizens over the age of 30 are
those who sort waste more than other age groups.

1.2. Marketing context effects

Public awareness and attitude towards waste can
affect the public willingness to participate and
cooperate in waste management practices. Rim-
Rukeh and Ogbemi (2007) argues that
communication can help individuals to understand
the interaction between resources (nhatural) and the
environment. Mass-media campaigns are among the
policy tools most commonly used to attempt to
influence public opinion of particular issues
(Sampei and Aoyagi-Usui, 2009). Traditional media
rely on one-to-many communications and are
sometimes referred to as “mass media,” whereas
new or social media involve many-to-many, more
interactive, webs of communications (Luedecke and
Boykoff, 2017, p. 1). A new segment of consumers
are well aware and concerned with environmental
issues. (Johan, J. et al., 2010). Davies (2008)
indicate that many campaign programs in various
environmental  fields - including energy
conservation campaigns and waste reduction
campaigns - have used the mass media.

Today, consumers are gaining greater awareness of
the need to adopt more sustainable lifestyles
(McCarthy and Bo Liu, 2016). The participation of
the population is only possible if they are well
informed of the benefits of carrying waste into
shared container, separating waste to serve as
recycling activities, or even paying for waste
management services (Zurbrugg, 2002). According
to Millar (2012), mass media is useful tool for the
promotion of sustainable development and
campaign for social change. Environmental attitude
is defined as “a collection of beliefs, affect, and
behavioral intentions a person holds regarding
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environmentally related activities or issues”
(Schultz et al., 2004). Many studies support the use
of environmental attitude as a predictor to
individuals’ environmentally related behaviors such
as recycling (Park and Ha, 2012). However,
predictability of attitudes is still debated by
researchers. Researchers are mentioning the
phenomenon called “the attitude behavior gap”,
pointing out that it is very important to understand
behavioral motives and barriers of each consumer,
especially the green one, in order to know how to
force them and other segments to act in a sustainable
manner (Carrington, Neville and Whitwell, 2010).
For some authors, the segment of young consumers,
who are open-minded and follow trends, has the
greatest chance to be molded according to the social
consumption lifestyle, while initiating and
conducting directly and indirectly future social
changes (Sharma, & Rani, 2014; Bentley, Fien &
Neil, 2004). Therefore, traditional marketing
thinking is increasingly unable to cope with the
ecological, social and commercial realities, so that
an innovative conception is required — sustainability
marketing (Peattie and Belz, 2010). According
Rakic and Rakic (2015), sustainable marketing is in
strongly connected with the concept of sustainable
development. Sustainability marketing is oriented
not only towards the satisfaction of consumers and
company profits, but also towards the goals of the
community as a whole, such as social goals and the
protection of environment.

2. Methods

This study used a quantitative study. For the purpose
of this study, a questionnaire was delivered to 350
representatives from Macedonian population in
spring 2018. The questionnaire was designed to be
completed by hand or sent by e-mail. In total, 151
completed surveys were received, which represents
a response rate of 43%.

2.1. Research questions

e The research questions are as follows:

e How traditional versus digital media can
influence consumer awareness of waste sorting?
How different generations of consumers perceive
messages from different media?

e Do field promotions impact on raising awareness
about the importance of waste sorting among
consumers?

The population of interest was citizens in
Macedonia. To reduce social desirability biases, we
guaranteed respondent’s anonymity in the cover
page of the survey.

2.2. Questionnaire development

The influence of particular marketing activities on a
waste sorting awareness was captured in a 17 item
scale, using a five-point Likert scale lining from 1 =
strongly agree, to 5 = strongly disagree. The
questionnaire is separated in three groups of
questions: demographics, environmental concerns
and marketing mechanisms. Questions were
developed to measure attitudes towards environment
and the level of influence of various promotional
activities related to the awareness of the waste
sorting among three different age groups: first age
group of 20 to 35 years old respondents; second age
group of 36 to 55 years old respondents; and third
age group from respondents that are 56 years old and
over. Some authors reported that age, education and
gender have shown strong and consistent relations
with environmentalism (Raudsepp 2001, 357), while
others are more concrete and suggest that gender
difference, age, and level of education could
influence people’s perception on solid waste
management. (Longe, Longe and Ukpebor, 2009,
204). For instance, statements such as “I believe that
waste sorting provides a sustainable future”, “I
rather listen radio in the morning than afternoon”, “I
am watching television more than three hours a day”
and “I rather collect information for the waste
sorting from the social media than traditional media”
were included in the survey.

The scale of measurement was a five-point Likert
scale that required respondents to indicate level of
agreement or disagreement with each of the
statements. All participants answered the same set of
questions.

3. Results
The next section reports findings from the survey.
3.1. Description of the sample

To determine the impact that marketing had on
consumer waste sorting awareness, data were
analysed using analyses of variance (ANOVA) and
post-hoc tests. Statistical analysis tests as well as the
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interpretation of the results were conducted using
STATISTICA 12 software.

A one-way repeated measure ANOVA was
conducted to compare scores of the influence from
marketing activities on a waste sorting awareness
among different age groups. Nine variables are
statistically significant (p< 0.05), and one variable is
not statistically significant (p>0.05).

Among the respondents from three different groups,
82 (54%) were female and 69 (46%) male, 38% were
in a first age group of 20-35 years old, 33% with
frequency of 50 were in the age group of 36-55, and
finally 28% with frequency of 43 individuals were
in the age group of 56 years old and more. The result
also shows that 64% of the study sample had
bachelor degree with frequency of 97 individuals.
The demographic data for respondents are shown in
Table 1.

3.2. Environmental concern

Environmental concern incorporates multiple
dimensions in the sense that attitude reflects
different aspects regarding humans and nature, such

as awareness of ecological problems, support for
environmental regulation, green movement, and
exhibition of eco-conscious behaviour (Bao, 2009).
Existing research results showed that those who
tended to be environmental conscious were likely to
be young and well educated (Dietz, Kalof and Stern,
2003). Analysis of variance (ANOVA) with Tukey
post-hoc comparisons revealed that firs two age
groups (age 20-35 and 36-55) agree with the
statement that they care about environmental issues,
compared with a third age group of respondents
from age of 56 years and over with a neutral opinion
in this question (M=2.55). When compared to other
two groups, respondents from age from 20 to 35
years old were more aware that waste sorting
provides a sustainable future (M= 1.517), p< 0.05.
First age group was also more interested in
information for waste management in the
households (M=1.534), p< 0.05. Data from
environmental questions are shown on in Figure 1.

Table 1

Demographic characteristics and EC of sample n =
151 (number and (%).

Sample
Demographics n %
Age:
20-35 58 38,41
36-55 50 33,11
=>56 43 28,48
Gender:
Male 69 45,70
Female 82 54,30
Highest level of education attained:
HS 43 28,48
BSc 97 64,24
>=MsC 11 7,28
Emvironmental questions
Very much concerned about environmental issues
Strongly agree 49 32,45
Agree 63 41,72
Neutral 24 15,89
Disagree 10 6,62
Strongly disagree 5 331

Waste sorting provides a sustainable future
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Strongly agree
Agree

Neutral

Disagree
Strongly disagree

59 39,07
53 35,10
26 17,22
8 530
5 331

Figure 1
Environmental concerns by age group
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3.3. Media influence

In a context of media as a mechanism that can
influence among consumers in Macedonia in a line
of increasing waste sorting awareness, we analyse
the ANOVA results. As Nwabueze (2007, 45) notes,
Greening marketing explores how advertising
principles and practices are employ by organisation
on the environment with the aim of ensuring an
environmentally  sustainable achievement of
marketing objectives. We try to identify which
media are most commonly used in different age
groups of consumers in Macedonia. Table 2
summarizes the results for the media influence of
analysis of variance (ANOVA).

Highest percentage from respondents of the first
group disagree with a statement that they hear radio
more than three hours a day. Third group of
respondents with the age of 56 and more agree with
this statement. As indicated in Table 2, ANOVA
results show that there is a statistically significant
difference at p <0.05. According Post hoc Tukey
HSD this difference is a result of a statistically

significant difference from the first versus second
and third age group of respondent at p<0.05. All
three groups have a neutral opinion about the day
part when they listen to a radio. In this case,
difference was not significant at p = 0.325. Data
analysis shows that the first and second age groups
(20-35 and 36 to 55) disagree with a statement that
they buy print magazines more than three times in a
month. With a frequency of 43 respondents from the
third age group, the average point (M3=2,395)
indicates that they regularly buy magazines.
According ANOVA test, there is a statistically
significant difference at p <0.05. Post hoc Tukey
HSD test shows that this difference is a result of a
statistically significant difference from the first
versus second and third age group of respondent at
p<0.05. We also tested the results for habits of
watching TV. First two groups are neutral with the
state that they are watching television more than
three hours a day, compared to the third group that
agrees with the statement (M3=1.744). In this case,
there is a significant difference as a result of the
differences between the first versus second and third
age groups at p <0.05. Significant difference at p
<0.05 is also shown from the results of the state of
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social media using more than 10 times a day. First
age group agrees with a state, oppose of the third
group that strongly disagree. Furthermore,
respondents from the first group agree with the
statement that they stay on a social network for less
than 5 minutes in a session.

Table 2
Analysis of Variance

Listening to a radio 53,482 2 26,741 98,703 148 0,667 40,097 0,000000
Radio - day part 1,936 2 0,968 126,872 148 0,857 1,129 0,325991
Frequency of buying

newspapers / printed 97,720 2 48,860 125,154 148 0,846 57,779 0,000000
magazines

_FL%qu“rf;'CVOfwatCh'”gTV 20773 2 14,887 88942 148 0601 24772  0,000000
Documentaries and

informative TV 10,921 2 5,461 144,456 148 0,976 5,595 0,004548
programme

;r:(?i‘;ency of using social o0y 667 2 102,333 141,518 148 0,956 107,020 0,000000
Time spending onasocial o5 179 5 15590 118172 148 0798 15767  0,000001
network

Search engines as a first

source of information for 183,646 2 91,823 131,732 148 0,890 103,163 0,000000
waste management

Moabile searching 75959 2 37,979 119,061 148 0,804 47,211 0,000000
Collecting information for

waste sorting from the csg0, 5 81937 115012 148 0777 105431 0,000000
social versus traditional

media

Consumers reported that there is a high difference
for the common use of search engines as a source for
waste management information between different
age groups. Therefore, ANOVA test shows that
there is a statistically significant difference at p
<0.05.Younger  generations highly  agree
(M1=1.413) with a state of using search engines as
a first source. They often use mobile phone for
browsing. On the other hand, respondents from the
third group disagree with this conclusions
(M3=4.139).

As shown in Table 2 results indicate that there is
significant difference according the state about the
usage of traditional versus social media at p<0.05.
The first two sets of variables (M1 = 1.586, M2 =
2.380) agree that they more collect information on

waste sorting from social media, rather than
traditional media. Compared to this, third group
disagree with this statement.

Results shown in Figure 2 indicate that the tendency
of listening radio and buying print media rapidly
decreases among younger age groups of consumers.
Hence, the efforts for promoting waste sorting
should be focused on using television and social
media as mechanisms that will influence the
awareness. However, in the case of targeting older
generations, newspapers can be media for
communication on topics of waste sorting.

Figure 2
Marketing influence

111



1,0
0,5
0,0
. NG
I ST N R L O G
I AQ @Q \(\% 'Z><° . (\% > 2 (\JQ X
&o'b @ R % & . &) Qoo° & é,p‘ @6\
. \QQO 6\0 Qo 5\4\% GQK \\O b\o Q\Q '%Q/ \)c)&
Q}\ Q:b \(\% o) (\0 Q,Q $ 60 &
\>"} Q\\ (\é '\QQI \)Q/ "’)Q < @ \\\Q/
N & @ & <0 o
& & < <~ & oY
<& © N \
& (\QO . 00
e N
& R ¢
2>
(_)Q/ \(&\\O
——20-35{1} 36-55 {2} —A—=>56{3}

3.4. Direct and OOH promotion

Table 3 summarizes the results for the direct and
OOH promotion of analysis of variance (ANOVA).
Second and third group of consumers reported that
they notice in store promotions for recycling. The
firs group has a neutral opinion in this issue.
According ANOVA test, there is a statistically
significant difference (p =0,0432). Post hoc Tukey
HSD test shows that there is a statistically significant
difference from the first and second versus third age
group of respondent at p<0.05. All three groups have
a neutral attitude according the effects of OOH as a

factor that motivates in gathering more information.
This is also the average result of the analyses of the
statement about the events as a mechanism for
promotion on a waste sorting (p= 0,025). On
average, the first two groups agree that this
promotional mechanism can influence the
motivation to engage in sorting waste, unlike the
third age group that claims to have a neutral opinion
on this issue (M3 = 2.534).
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Table 3. Analysis of Variance

Variable SS df MS SS df MS F p
Promotions for recycling g5y 5 5495 111839 148 0756 3209  0,043226
in retail stores

Outdoor advertising as a

motivation for searching 9,765 2 4,882 65,666 148 0,444 11,004 0,000035
more information

Events for individual

waste management 6,939 2 3,469 135,895 148 0,918 3,779 0,025092
involvement

Reward gifts as a

motivation for waste 11,756 2 5,878 115,674 148 0,782 7,521 0,000775
sorting

From the results shows in Figure 3 it can be
concluded that the most effective way of field and
OOH promotion can be mechanism of reward gifts
that can be delivered among consumers in retail
stores. All groups shows neutral attitude according

the events and outdoor advertising as a promotional
activities.

Figure 3
Direct and OOH promotion
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4, Limitations, future research and conclusion

Rapid population growth, demographic changes and
urbanization, as well as economic and technological
development have increased the amount of waste.
The urbanization and climate issues have also given
rise to questions on how to organize big cities so
they can be modern, climate friendly and
sustainable. In this quantitative survey, the media

influences on waste sorting awareness among
different age groups of consumers were empirically
investigated. Public awareness and attitude towards
waste can affect the public willingness to participate
and cooperate in waste management practices.
Nwabueze (2007, 45) notes that communication is
an integral part of environmental management
because it is central to every human activity and as
such, would be used in coordinating the resources
for a ‘synergistic’ approach to management of the
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environment. The results from this study show that
the younger generation of consumers can primarily
be affected by implementing campaigns on
television and social media. Older generation still
have a habit of reading printed media, hence this fact
should be considered when defining target group of
consumers that should be affected with particular
campaign that emphasizes waste sorting. All three
age groups of respondents have a positive opinion of
reward gifts as a method that can motivate
consumers’ environmental responsible behaviour.
However, further empirical work is needed to test
the “environmental concerns” using established
theoretical frameworks, such as the theory of
planned behaviour (Pongracz, Phillips and Keiski,
2004).

This study had its limitations, such as problem of
respondents accurately reporting the media and
environmental promotional campaigns perception.
Further research is needed using a larger and more
heterogeneous sample so that the robustness of these
findings can be assessed. In conclusion, waste
sorting is an interesting and contemporary topic for
marketing researchers and there is a need to gain
deeper insights into consumer behaviour in order to
reduce the environmental impacts of waste.
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INPEJHOCTHU 3A
YHUBEP3UTETUTE O/
BOCIIOCTABYBAIBE
CUCTEM HA UHTEJIEKTYAJIHA
COIICTBEHOCT

AmncTpakT

VYHHUBEp3UTETUTE WrpaaT 3HAYajHA YJIora BO
€KOHOMCKHOT, TEXHOJIOIIKAOT W KYITYpPEH pPa3Boj
Ha ommrecTBoTo. KoKy enHa 3emja MMa 1morojem
WHOBATUBEH KalalUTET, TOJKY HMa IOBUCOK
WH/IMKATOP 32 €KOHOMCKHU MOTeHNWjan. TpynoT ru
00paboTyBa TPETHOCTUTE 32 YHHBEP3UTETHUTE O]
BOCIIOCTaBYBalkb€ CHCTEM Ha  HMHTENCKTyaJHa
corncTBeHocT. KopucTeH e koMmapaTuBeH METO | Ha
ucTpaxyBame. TpyloT ykakyBa Ha HoTpebara oJ
BOCIIOCTAaBYBamh¢ €()EKTUBEH MEHAIMEHT U CHCTEM
Ha MHTEJICKTyaJHaTa COIICTBEHOCT, KaKO 3Ha4ajHO
Hpallame 1 33/1a4a 32 YHUBEP3UTETUTE.

Knyunu 360poeu: yHuBep3UTET, HHTEJICKTyaIHA
COIICTBEHOCT, UCTPAXyBambe, HacCTaBa, TpaHchep Ha
TEXHOJIOTHja

Bosen

VHHBEp3UTETUTE UTpaaT 3Ha4ajHa yJaora BO
€KOHOMCKHOT, TEXHOJIOIIKMOT U KYITypeH
nporpec Ha ommrecTBoTo. Konky enHa 3emja
¥UMa TOrojieM WHOBATUBEH KalaluTeT, TOJIKY
UMa TIOBUCOK WHIUKATOpP 32 EKOHOMCKH
noteHiyjan. Bo  geHemHmor cBeT  Ha
riobanu3anyja, U €KOHOMHja 3acHOBaHAa Ha
3Haeme, CTOMAHCTBOTO M BJacra Mopa Ja
MHBECTHPAAT BO HCTPAXKYBAE U Pa3Boj, CO Lell
HaIlMOHAJIHA KOHKYPEHTHOCT Ha CBETCKHOT
na3ap. OCHOBHM M3BOpY HAa HOBU TEXHOJIOTHH,
CO JIECHOTH]ja, MOJKE J1a Ka)KeMe JIeKa ce

YHHUBEP3UTETUTE, 4YWja yJora ce IOBEKEe ce
3rojieMyBa BO TMPOIECOT Ha TEXHOJOIIKA
WHOBAIMja,  TEXHOJOMIKKW  TpaHchep U
KOMeplMjalu3aldja Ha  HMHTEJeKTyajlHaTa
COIICTBEHOCT IITO MPOU3JIETyBa O]l HAYYHO-
UCTPaXXyBaukuTe akTUBHOCTU. CIIEICTBEHO HA
OBa, BOCIIOCTaBYBambe €(PEKTHUBEH MEHAIMEHT U
CHUCTEM Ha WHTEJEKTyajlHaTa COIICTBEHOCT,
CTaHa 3HAYajHO TIpallake W 3aJada  3a
YHUBEP3UTETUTE. BocnocraByBameTo u
YTBPAYBAKETO HAa CHUCTEM HA HMHTEJIEKTyallHa
COIICTBEHOCT € KOPHUCHO 3a YHHBEP3UTETHTE,
Kako 0a3za Ha UH(OpPMAIIUU O] KaJe IITO MOXKE
Jla ce LIpMaT JOMOJHUTEIHN 3HaeHha, KOPUCTEHE
Ha uWHpOpMANMHTE 3a IUIAaHUpamke Ha
MOHATAMOIIIHU CTYAWH BO OJIpeieHa 00acT Ha
MHTEpEC, W3BOP Ha JIMTEpaTypa 3a HajHOBUTE
OTKpUTH]a, OMIITH UHPOPMAIMH O] TIOJIETO Ha
UHTEpEC, HO , OBHE CHUCTEMH MOXE Ja ce
KOPHCTAT M KaKO CTapT-am 3a HOBH MPOU3BOIU
M yCIyrn, BO Cly4a] KOra HHUBHaTa
WHAYCTPUCKA WIH KOMepIIHjaiHa
eKcIUToaTalyja ke ce KOPUCTH 3a OIMIITECTBEHO
- COLMWjaJHH, KYyATYpHU WIHA EKOHOMCKHU
npunoouBku. beHeduToT 3a yHHUBEP3UTETHUTE
O]l  BOCIIOCTaBYBam€ Ha  CHCTEM  Ha
MHTEJICKTYaJIHA COIICTBEHOCT, OAM BO MPHIIOT
Ha OCTBapyBame HAa HUBHATa OCHOBHA MUCH]a-
00e30e1yBame KBAIMTETHO BUCOKO 00Opa3oBa-
HUE, Kpeupame 3HacHhe, KaKo W MOJJPIIKA Ha
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JOMaIlHaTa UHIYCTpUja T.C. CTONAHCTBOTO BO
uenoct. Ha mpumep, undopmanuure 1o0ueHn
o 6a3ara Ha MaTEeHT-IOKYMEHTHUTE C€ KOPUCHH
nopamu:*

¢ 130€THYBaWkE HA AYIUIMPAHE HA TIPOCKTH BO
JIeTIOT Ha UCTPAXKYBAHETO U Pa3BOjoT,

¢ IOTTUKHYBaWkE Ha 3aeTHUYKA cCOpaboTKa, BO
IyXOT Ha MHTETPUPAHOCTA Ha
YHUBEP3UTETOT;

® UJICHTU(UKYBab€ W pa3BUBalkbe Ha HOBU
UJeH U TEXHUYKH PeLIeHH]ja, TPOU3BOIH U
MPOIIECH;

®107100pyBakbe€ Ha IMOCTOCYKUOT IPOU3BOJ
WM TIPOIIEC;

erocenyBame UP-to date wubopmaimu 3a
HAjHOBHUOT Pa3B0Oj BO Taa 00JaCT;

®IIOJIATOM W MOXHOCT 32 OIEHKa Ha
cneun(UYHA TEXHOJOTMH, M CO Toa
uaeHTH(UKAIMja HA MOKHU UTHU TTaTEHTH;

® UICHTU(UKYBAHE Ha JITEpHATHBHH
TEXHOJIOTUH U HEJ3UHHUTE U3BOPH;

e jjo1Mpame Ha HOBO KNOW-hOW BO oxpeneHa
o0JacT Ha TEXHOJIOTHjaTa BO 3eMjaTa;

e UICHTU(UKYBAbE Ha TIIOCTOCUKUTE WU
MOTEHIMjalTHUTEe TIpaBa OJf HHIYCTPUCKA
COIICTBEHOCT, 0COOEHO CO I1eJ J1a ce U30erHe
KpIICHE Ha 3aKOHCKUTE OJIpeI0u;

® [IPOIICHKA Ha HOBOCT W NMAaTEHTHPamE CBOU
MPOU3BOAM BO TIOTJIEJ Ha MpHUMEHa Ha
JOMAITHOTO WJIM CTPAHCKOTO TIPaBO BO
JIeJI0T Ha UHIYCTPUCKA COIICTBEHOCT;

eClle/Icthe HAa AKTUBHOCTHUTE Ha KOHKY-
PEHTHUTE, BO 3€MjaTa U BO CTPAHCTBO; KaKo U

e UJCHTU(UKYBAbe Ha paHHUTE MOTpeOM Ha
Ma3apoT WIM OTKPUBAKE HA HOBH TPEHIOBH
BO TEXHOJIOTHjaTa UM pa3BoOj Ha MPOU3BOIU
BO MOYETHATa-paHa ¢asa.

1.YnpaByBame co npamambara 3a
HHTEJEKTYaJIHATA CONCTBEHOCT

Bo Bpeme Ha rnobanusanuja u Jmbe-
panm3anyja Ha CBETCKaTa €KOHOMHja, yIpaBy-

9 Bumu noseke Bo m3pemrante Ha AUTM U.S.
Licensing Survey: https://www.autm.net/.

BAIbETO CO MPaBaTa Ha MHTENEKTYyaIHa COTICTBE-
HOCT BO CKJIOIl HA YHUBEP3UTETHUTE, € TOBEKE 0]1
BaXHO M HEONxoAHO. Tyka moceOHO aKLEHT
cTaBaMe Ha Hay4YHO - UCTPAKyBauKHUTE AKTHUB-
Hoctu ( R&D ). Oga, 3aeiHO cO pa3BOjOT Ha
KOMYHHKAIIMUTE, OCOOEHO BO JEJIOT Ha
uHpOpMaTHYKaTa TEXHOJIOTHja, OTBOPH HOBHU
MOKHOCTH BO CTONAHCTBOTO  (3roJIEMEHH
KBUIMTATUBHO W KBAaHTHUTATHBHO TOHYyJAATa W
noOapyBaukarta) M coceMa HOB TMOIJIe] KOH
npamniamaTa 3a 3alTHTAa HAa WHTEJEKTyalHaTa
conctBeHocT. OBOj pean3BHK Oapa pa3Boj HA
YOBEUKUTE pecypcH, Kajapure (oOpa3oBaHue U
HaZorpangda ), co Led UCTpaXKyBamara Ja ce
peanu3upaaT Bo atMoc(epa kajie ke ce co3iaBa
3Haee U BEUITHHH, 32 J1a UM CE OBO3MOXKHU Ha
aKaJeMCKHUOT Kaaap, JpxaBaTa, Kako U 3eMjuTe
CO KOM ce copaboTyBa, na upnar 6enedur of
CHUCTEMHUTE 3a HWHTEJIEKTyaJlHa COIICTBEHOCT.
YHUuBep3uTeTUTE MOpa Ja OATrOBOpaT H Ja
Oujar OArOBOPHM KOH OBa  OTBOPEHO
COBpPEMEHO Tpaliame. 3aeJHO CO 0Ba, HUBHUTE
MucuM Tpeba ga ru omndarar npamamara Ha
€KOHOMCKHOT Pa3BoOj U 3allITUTA HA JOMAIIHUTE
3Haema, IITO € MOBTOPHO TECHO IMOBP3aHO CO
mpaBaTa Ha WHTENEKTyaldHa corcTBeHocT. Co
el Ja ce TOCTUTHE OBa, YHHBEP3UTETHTE,
COIVIaCHO  3aKOH, Tpeba 1a  co3gajar
WHCTUTYIIMOHATTHA paMKa 3a MpUMEHa Ha
WHTEJIEKTyallHaTa CcomncTBeHocT. Kako mpB
YEKOp, BKIIYYyBa YTBPAYBame HA BHATpENTHA
MOJNIMTUKA BO JENOT Ha MHTEJeKTyaaHaTa
COTICTBEHOCT W TpaBa. 3aeJHO CO YTBpACHATa
MOJIMTUKA, BOBEAYyBak€ Ha MHTEJIEKTyalHa
COIICTBEHOCT BO camara peajlm3alnuja Ha
HAcTaBaTa W MCTPaXKyBayKWUTE MPOTpamMH HU3
CTPYKTypaTa Ha eIUHUITUTEC Ha YHUBEP3UTETOT,
[lenTpute 3a xapuepa, IHOBallUCKHUTE LIEHTPH
wiu Llentpure 3a Tpancdep Ha TEXHOIOTHH, Ke
“MaaT OJJTMYHA OCHOBA 32 PA3BUBAILE U JABAHE
MTO3UTHUBHU PE3YJITATH.
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1.1. Pa3Boj Ha HacTaBaTa

3a 1a ce moOujaT MO3UTHBHU OeHEePHUTH O
CHCTEMOT Ha WHTENEKTyalHa COICTBEHOCT,
MoTpeOHO € Ja OujaaTr MJIaHUpPaHU U BOBEICHU
KOHKPETHU TporpaMu 3a oOyka M pa3BOj Ha
YOBEUKUTE  pecypcM  BO  CKION  Ha
YHUBEP3UTETHUTE. Enununure Ha
YHUBEP3UTETOT, OCEOHO OHUE O]l Hay4YHUTE
nojapayja  Ha  NPUPOJHO-MATEMAaTHYKHTE,
TEXHOJIOLIKUTE, MEAUIIMHCKUTE,
OMOTEeXHUYKUTE HAyKH, KakO W HAay4IHUTE
MOJIMba HA TPABHUTE U €KOHOMCKUTE HAyKH,
noTpeOHO € /Ja pa3BHjaT M BOBEAAT HACTaBHA
mporpaMa Koja ke o0e30enu mMo3HaBamke Ha
ynotpeoa, CO3/1aBam-C, 3aIlITUTa u
KOMepIHjalu3aldja Ha  HMHTEJIEKTyalHaTa
conctBeHocT. [loctom morpeba, moceGHO BO
JIENIOT Ha HaBEJCHUTE HAy4YHH MoJpadja, O
enylHpame Ha CTYACHTUTE Ha OBaa TeMa.
Enymupamero Tpeba nma ce mpoumupyBa H
HA/IBOP OJI MHCTUTYIIMjaTa, CO TPYIUTE KOU T
3alo3HaBaMe WM copadoTyBame, a KOU ce
3aHMMaBaar co MOJIUTHKA, TpProBuja,
3aKOHOJIaBCTBOTO, BHUCOKHM (DYHKIIMOHEpU U
CIpOBEyBaYM Ha 3aKOHOT, UTH. EnykanujaTta
Ha Ha/IBOPEUIHUTE IPYNH MOXKE /1a Ce HallpaBH
NpeKy KoHpepeHIIMM U  (QOpyMH, MpeKy
CHeLUjaIu3upaHl METOJHU, BKIYYyBajKM M
ynorpeba Ha MeAUYMH U IpPUCTalld Ha
JaednHa-y4eme, MTO MOXe Ja € o]l rojiema
kopuct. Ha oBoj HaunmH ke ce no0ue u
MOLIUPOKA nyouKa. BocnocraByBame
koHTakTH co WIPO®® Bo mpaBen Ha
OpraHU3Upamke 3a€JHUYKU KYpCeBH M / WIH
OpPTaHU3UPAKETO Ha TMOIAPIIKA 332 HEKOH
HACTaBHU  MpPOTPaMH WU  OJPKyBame
CUMIIO3UYMH, ¢ 3HadaeH yekop. WIPO, yire ox
1998 ronrHa, 0BO3MOXKYBa yueHe Ha 1ajeuynHa/
Moy 3a IP npexy nnTepret.*

% The World Intellectual Property Organization
(WIPO): http://www.wipo.int.

1.2. EKOHOMCKH pa3Boj

[TpamameTo 3a PUOHECOT Ha
YHUBEP3UTCTUTE KOH  YyHalpeayBame Ha
C€KOHOMCKHOT Pa3BOj BO 3eMjaTa, € OJI rojema
BaXKHOCT. Ha HEKO)] HAYMH OBHE
BHCOKOOOPA30BHU YCTAaHOBHU YUECTBYBAaT, KAKO
CO HAay4YHU COBETH, TaKa M BO HAJTOJIEM JIEJ BO
CaMOTO TMPOW3BOJACTBO HAa HHTEJCKTyallHA
COIICTBEHOCT,  Koja  mojpa3bupa  HOBH
MIPOHA] IOIM, HHOBAIIUH M CIMYHO. 3a TOYETOK,
Tpeba 1ma ce uMma CTparerrja co Koja ke ce
U3BPIIY IPUTUCOK HA HAIIMOHATHHUTE MTOJTUTHKH
3a MHOBAallMM W HHUBHO (MHAHCHpame, 3a Ja
MOX€E YHHMBEP3UTETOT Ja ja peaiu3upa
ommTecTBeHara 3agada. OBa € HEONMXOAHO 3a
OJIP)KJIMB €KOHOMCKHM pacT M pa3Boj, KOj ce
MOTIUpAa HAa KOHTHHYHPAH NPOTOK Ha HOBH
uaen u npousBoau. Cucremarckara mpuUMeHa
Ha 3HaeHe BO PEIIaBambe Ha MPOOIIEMH, CO3/1aBa
HOBH HAIPEJHU TEXHOJIOTHUHU. 3a Jla ce CIy4H
HaIpeIoK, 3HaCHhETO MOPa HE caMo Jia TIOCTOH,
TYKY U JIa € IOCTaBU J0 Apyrute. U 3Haewmero
U TEXHOJOTWjaTa, c€ TMPOU3BOIM Ha OBHE
BHUCOKOOOPa30BHU ycTaHOBH. HajuecTo, HagBOp
O]l HUB, JI0 CTOIAHCTBOTO CETO TOa joara BO
dopmMa Ha HMHTEJCKTyaJlHA  COICTBEHOCT.
PakoBO/IICTBOTO OJHOCHO MEHAIMEHTOT MOpa
Jla co3/1ajJe BPCKH Mely YHHBEP3HTETOT H
HallMOHATHUTE TeJIa ¥ OPraHu 3a pa3Boj, KaKo
mTO  ce:  Bjajgara, UWHAyCTpHjaTa |
OM3HHUCMEHHUTE.

1.3. UcTpaxyBame 1 TeXHOJIOTHja

ConcTBEHOTO 3HaewE U  TEXHOJOrWja,
HCTOPUCKU €BOJIYHpaJl€ O] CO3/1aBalkbEeTO Ha
VHUBEP3UTETOT, Kora Oujge Ha HUBO Ha
KODUCTEHE€ Ha JIOKAJHUTE PECYpPCH  BO
3acerHaTure o01acTH, 3a Ja CH pelaT JOKaITHU
npobiemMu, ce J0 TOUIMPOKH TNPHUMEHH Ha
3aJJ0BOJIyBam€ Ha NOTPEOUTE HA CTONAHCTBOTO.

% JTunk:
http://www.wipo.int/academy/en/courses/distance_learni
ng/
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3a jkaJl, HCKOM 3HacHha U TEXHOJIOTHH, BO TCKOT
Ha TOAMHUTE, C€ M3TyOCHH KaKo pe3yaTar Ha
HEJIOCTAaTOK Ha JOKYMEHTUPAE, WIN TOpaan
HETIOYUTYBamke Ha OOBPCKUTE 3a TAjHOCT, KaKo
U HEJOCTaTOK Ha CBECHOCT M PUTHUAHOCT BO
OJTHOC Ha OBa Npallame, TPAJUIrjaTa U PasHu
nonuTHYKK cutyanuu. OBa GorarcTBo, Tpeba
na Ouje JOKyMEHTHPaHO BO COOABETHA opma
M Ha Kpaj 3aIITUTEHO KaKO HWHTEJICKTyalHa
conictBeHOCT. OBa MOJKE J]a C€ CIy4d JTOKOJIKY
HaJUIe)KHATa YCTaHOBa HMa MpOorpamMu 3a
peliaBame M ypenyBame Ha OBa IpalIarbe.
VHuBep3uTeTHTE Tpeba la T'M MOAIPKYyBaat
UCTpaKyBamara BO o0jacTa Ha mpaBara Ha
MHTEJICKTyalHa CONCTBeHOCT. McTo Taka, THe
Tpeba Jna BIOXKAT BHUCTHHCKM HAlopu 3a
MOJIPIIKA Ha aKTUBHOCTUTE 3a CO3/IaBamkbe U
UCTpaXKyBame, IITO IMOHATaKa Ke pe3yaTHpa BO
nyOiMKanuu, mateHTH W ci. Hecepno3HMOT
IpUCTal KOH OBaa MpoOJjeMaTHKa, BO Hay4eH
WIN CIIMYEH IMPUJOHEC, YECTO Ce MPerno3HaBa
Kora Ke ce HampaBu cropexbda  Ha
HY6HHK3HI/II/ITC BO HayKaTa WA HWHXCHCPUHT
MyOJMMKAIMUTE BO OJHOC HA OHUE 3EMjH Kajie
MHCTUTYLMUTE OOpHYBaaT BHMMaHHME Ha OBa
Ba)XHO TIpamame. bpojoT Ha maTreHTH e, MCTO
Taka, BO Taa pa3iiuKa.

1.4.llenTpn

3a cmpoBeqyBame Ha IOJMUTHKATa IITO €
CIIOMEHATO TOrope, YHHUBEP3UTETOT Mopa Ja
dbopmMupa KOMHUCHH, TIEHTPU WU CIUYHO, KOU
ke TO0 HajArVIeAyBaaT CIIPOBEIYBAaKETO Ha
MOJIUTHKATA U K€ TO COBETYBa PAaKOBOJCTBOTO
3a MPEUCHUTYBakbe Ha MOJUTHUKATA WIN APYrH
mpamama [OBP3aHM CO  M3BPIIYBAHETO.
IlentapoT ke mOBp3yBa €O HHIyCTpHjaTa H
1azapot, ke ' padoTu IJIaBHUTE Mpaliamba 0
NpaBHU AacleKTH KOM Cce TIOBpP3aHH CO

% Buau moseke Bo: ,,Intellectual asset management for
universities“-Intellectual Property Office, UK, link:
https://assets.publishing.service.gov.uk/government/uplo
ads/system/uploads/attachment_data/file/308072/ipasset
management.pdf; Intellectual Property Management A
Guide to Relevant Aspects- PAGROWTH ‘Enhancing

MOJHECYBakbe HA IMAaTEHTHA KAaKO M CaMUTe
acrieKTH Ha OM3HUC MEHAIMEHT MOBP3aHU CO
U3HAorame Ha  WHAYCTPUCKH  MapTHEPH,
IperoBapame HaJIBOD, JIOTOBOP 3a
JHUIEHIUPAkEe U, KOHEUHO, ekciuioatanuja. Ho
IIOCTOjaT M MPEYKU KOHM HE JT03BOJIYBAAT JIECHO
Ja ce peamusupa mnperxoaHoto. Ilpeuxu 3a
epukacHO ympaByBame €O IpaBaTa Ha
MHTEJICKTYaJIHA COTICTBEHOCT CE OHUE TOBP3aHU
co:¥’

® HEIO0CTAaTOK Ha
uHpOpMaINK;

e qorpeba jaa ce co3maze noBepoa;

® TIOKpPHBamE Ha CHTE 00JIACTH MOBP3aHU
CO MHTEJIEKTYyaJIHa COIICTBEHOCT;

® HEJOCTaTOK Ha JWHAMHWYHA, jacHA W
HarpajayBaHa ITOJINTHKA;

e CHTEC 3aMHTEPECHpaHH CTPAaHH Ja Cce
BKJIyYeHH BO HEj3MHHOT Pa3BOj KaKO U
IpOLIEC HA PEBHU3H]a;

e UHQPACTPYKTYPHHUTE HEAOCTATOLN KAKO
IpeYKa BO PEANH3HPAHETO;

e HEIOBOJHO (MHAHCHpamEe BO camara
WHCTUTYIMja, HO U ci1aba eKOHOMHja U
MHAYCTpH]ja HAa HUBO Ha JpKaBa;

e [IpallakeTo Ha JOKyMEHTauuja H
yyBamhe Ha MH(popmaruure (6a3a Ha
MOAATOLH U 100pO yIIpaByBamke CO HUB)
-IpUYMHa 3a 3a0aByBambEe Ha MPOLECOT.

pedepenTHH

2. BpenHyBame Ha IATEHTHTE KAKO yCJIOB
3a HanpeayBame BO Kapuepara

[loctom HamuoHasiHa U MeryHapojHa
yCOTJIaceHOCT OKOJTYy Ba)XHOCTA Ha
MHOBaIMjaTa, TpaHCc(PepoT HAa TEXHOJOTHja U
HPETHPUEMHHIITBOTO, BO MPaBEI] Ha OJIPKIHB
eKOHOMCKHM pa3Boj. Co majoT Ha CBeTcKara
eKOHOMM]ja, YHUBEP3UTETUTE CE€ TMOBHUKAHU Ja
urpaar IeHTpaIHA yJjora BO 3a3/IpaByBame Ha

Intellectual
Development’
http://www.cires-
ci.com/pdf/IPAGROWTH/IPAGROWTH%20-
%20Intellectual%20Property%20Management.pdf.

Property Capacities for
(FED/2013/320-273)

Agricultural
link:
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EeKOHOMH]jaTa, NpPeKy TpaHchep Ha TEXHO-
JIoTHjaTa Ha HUBHUTE OTKPUTHja, HHOBAIMU U
npoHajrouy. Bo oAroBop Ha 0BOj MpEIU3BUK,
noBeke oJ MoTpedHa € CTPYKTypHa U OpraHu-
3alMCKa MPOMEHAa BO CAaMHUTE YHUBEP3UTETH.
Cemnak, mpomeHara, moce6Ho Bo P.Makenonuja,
e 0aBHa W OrpaHMYeHA HAa CHUTHU YEKOPH.
BepyBam nexka oBa AenyMHO ce JOJDKM Ha
HE/IOCTaTOKOT Ha MOTHBAIMja 3a MPOMEHA BO
LEHTpaJHaTa CIy*k0a OTHOCHO PaKOBOJICTBOTO
Ha 3aCerHaTUTE CTpPaHH, YHUBEP3UTETH,
(dhakynreTH, CTOTNIAHCTBO. [ToBeke o1
CCCHIIMjAJITHO € YHUBEP3UTETHTEC Ja TH
MPOLIMpaT CBOUTE MOrNIeqd U cdakama BO
JeNIOT Ha TATEHTH, JIMICHIW, U KOMEepIHja-
Ju3allija HA TUE aKTUBHOCTU U TO3UTUBHUTE
perepKycuu KOM UCTHTE K€ MM T'M JJOHecaT Ha
CaMHOT YHUBEP3UTET, HO W Ha (aKyNTETOT.
[TocTou TpeHa Ha MEHYBambe Ha oOapyBayKaTa
KOH YHUBEP3UTETUTE 3a IMPOILIUPYBalkE Ha
UCTpaXyBamara MOJAIEKYy OJf CaMO Kako
KaTeropuja Ha OCHOBHH  HCTpaKyBamba,
OJTHOCHO ce 0apa The UCTpa)kyBama Ja MPUI0-
HecaT TUPEKTHO KOH KOHKPETEH EKOHOMCKH
pa3Boj. ONIITECTBEHUTE OYEKYyBamka KOH YHU-
BEP3UTETUTE cera ojaT IMOJAIEKy OJl CaMo
YHCTO UCTPAXKYBAkE, YUCHE, U yJIora Ha jaBeH
cepBuc. MmucHjata Ha YHUBEP3UTETOT Ce
MpOIIMpyBa KOH yJjora 3a 3roJieMyBame Ha
€KOHOMCKHOT pa3B0j, KaJe YHUBEP3UTETCKUTE
UCTpaXyBamba C€ TOJIeM | 3HadaeH Jell.
['onemuHara u 3Ha4ajHOCTA HA YHUBEP3UTETOT
HE € CaMO BO 00€MOT Ha CBOUTE HCTPAXKYBAYKH
I'PAaHTOBU U JIOTOBOPH 3a COPAabOTKa, TYKY U BO
HAYMHOT Ha KOHKPETHOTO BJHMjaHWE Ha
YHUBEP3UTET BO MEHYBAE U M0100pyBamke Ha
CBETOT M OIIITECTBOTO BO mewHa. Co 1en 1a ce
0CJ000M HCTPAXXKyBAaUKHOT TOTEHLHUjal Ha
YHHUBEP3UTETOT, MOpa HAayYHATa JICJHOCT J1a TH
IpeTBapa OCHOBHUTE UCTPAXKyBarba BO Ma3apHO
OCTBapjMBH  TPOIECH W  TEXHOJIOTHH.
PemaBame 1 3a70BONIyBambe Ha OBaa morpeda
Oapa open mind 4wieHOBH HAa YHUBEP3UTETOT CO
pa3ITUYHU MPOAKTUBHU HAYMHH Ha
pasMHCITyBame, pPa3M4eH OJ HAYMHOT Ha
paboTeme Ha OHUE KOM BOJAT YHUCTO Oa3W4HU

uctpaxyBama. [loTpedHa e nenocHa copaboTka
co UCTPaXKyBauKHUTE (03191 (S0 BO
YHHUBEP3UTETUTE, CO LeJ Ja ja TMOMOJHAT
pasHUHATa BO BpeMe Kora € MoTpeOHO
noe(uKacHO Ja ce IMpeBene, TUCTpUOyHpa, u
TpaHcepupa HOBH 3Hacma U HUIEH BO
OMILTECTBOTO, KOU IIPOU3JIErYBaaT O] YHUBEP-
3UTETCKU  HCTpPaXKyBama. YHHUBEP3UTETUTE
MO’KaT ¥ MOpaar Jia Ipe3eMaaT YeKOpH 3a Jia ce
MIPEMOCTH OBOJ ja3 U Jia ce 3a0p3a MpuMeHaTa Ha
"Bpeme Ha mHoBanuu." Hekou yHHMBEp3UTETH,
kako mTo ¢ YuuBepsureror Crendopn,
Huctutyrot 3a Texnonoruja- MUT, Kamudop-
HUCKHUOT WHCTUTYT 32 TE€XHOJIOTHja, YHUBEp-
sutetoT KopHen, u MHCTUTYT 3a TEXHOJIOTH]ja
Bo ['py3mja, umMaaT WHOBAIIMCKO yIpaByBaHa
aKaJeMCKa KyJaTypa, IITO BEKe € MI03HATO MIPEKy
HUBHOTO T7I00aTHO BJIMjaHHE MPEKY MPOEKTOT -
start-ups u Tpanchepor Ha Texnosoruja. Cenax,
[OCTOjaT MHOTY YHHUBEpP3UTETH KajJe IITO
MHOBALICKU ylpaByBaHaTa aKaJeMcKa
KYJITypa/lIpOMEHH J0mpBa Tpeba Aa ce ciayyart,
WIM ce ciaydyBa co OaBHa cTalka, WM Ce
CIy4yBa Ha caMmoO Mall el ol (akylTeTuTe.
[Ipexy 6pojoT Ha MaTEHTH, MOKE J1a Ce U3MepaT
aKaJIEMCKUTE UCTPaXKyBama U Pa3BOjOT, KAKO U
IPUXOJUTE O JIMLIEHLHUpame, Kako Gopma Ha
aKaJeMCKd HCTpakyBaka M  pa3Boj Ha
IIPOM3BOJICTBOTO HA MAaTEHTH, KOM BOJAT IO
JTIOKa3M 3a UMIIAKTOT O/ HAyKaTa U NHKEHEPUHT
JauTepaTypara.

3. [Ipennoctu o Tpancdep HA TEXHOJIOTHja
HpCI[HOCTI/I Ha IIaTEHTUTEC u HHUBHA
KoMepIijanu3anuja ce:.
1. 3ronemeHu MOKHOCTH 3a (prHAHCHpAHE

Ha UCTPAKYBAUUTC
MHOI‘y HHBCCTUTOPH U IOHATOPH IIOUYHYBAAaT

Jla CTaBaaT aKIEHT Ha TEXHOJIOTHjaTa,
UCTPaXyBambeTO0 U  pPa3BOjOT, KOM  cCe
peanu3upaaT BO  YHUBEP3UTETUTE. TPEKY

(MHAHCHPAKETO HAa WHBECTUTOPHUTE, TIOKPA]
MPBUYHUTE TEXHOJIOTHH, K€ MPOAOJKAT Ja ce
pa3BUBaaT  JOMOJHUTEIHH  HCTPAXyBamba,
JIOTOBOPH, CTYJEHTCKU 00pa30BHU UCKYCTBA, U
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MOTCHIIMjaTHUTE MOXXHOCTH 32 BpPa0OTYBambe.
IToctn, wcTO Taka, 3rolieMyBambe Ha
MOXHOCTHUTE 32  TMapTHEPCTBa  IOMery
YHUBEP3UTETUTE W UHIycTpWjata. buaejku
1ocTojar €KOHOMCKH HNOTTHKHYBAYKH
OporpaMM HHU3 el CBET, TPaHCPEepOoT Ha
TEXHOJIOTHja MOXe Ja Ouge MocT 3a
MeryHapogHa copaboTrka. VHOBaTMBHOTO H
MPETIPUEMAUKO OpeHnupame Ha
YHUBEP3UTETOT MOXE Ja IIOMOTHE BO
MIPUBJICKYBAHETO Ha (PUIAHTPOIICKU CpecTBa
U IpUOHpame Ha CPENICTBA O] ATTYMHH.

2. Heorpannyen npucran 10 (GOHIOBH 3a
MOHATaMOUIHN HHCTHTYIUOHAIHN WHBECTHUIINU

W mnoenuHENOT W YHHMBEP3UTETOT HMMaaT
KOPHUCT OJ] MPUCTAIIOT JI0 OBHUE CPEICTBA KOU
MOXKaT Jla Ce HMHBECTHPAAT Ha MPOAYKTHBHH
HaYMHH.

3. Opnpxysa
CTUIICHMPabe

AKTHUBHOCTUTE M pa3BOjOT Ha TpaHCchep Ha
TEXHOJIOTHja, € BO KOpEeJaluja co 3rOJIEMEHUTE
BPCKH cOo uHayctpujara. Ilpakcata mokaxysa
JieKa YHUBEP3UTET CO HMHAYCTPUCKU BPCKHU €
aKaJIeMCKU TIOTIPOIYKTHBEH M MMa IIOTOJIEMO
BJIMjaHUE, OTKOJIKY OHUE Oe3 TakBH BPCKHU.
Hayunu tpynoBu o6jaBeHM 0 CTpaHa Ha
YHUBEP3UTETUTE W HHAYCTpHjaTa, IPEKY
MeryceOHa copaboTKa, ce IUTUPAHU MOBEKE O]
YHCTO YHUBEP3UTETCKUTE TPYIOBH.

4. CTyaeHTCKH ycnex

Enykamnujara Ha JIOAMTUIOMIIH,
MOCTAMIUIOMITH, JTOKTOpaHAM, € OCHOBHA
MHCHja Ha YHUBEP3UTETOT. AKTHBHOCTHTE
OKOJNly TpaHchepoT Ha TEXHOJOTHja TH
o0e30eqyBa  CTYOEHTHTE CO  yHHUKaTHa
W3JIOKEHOCT BO PEATHHOT Ta3apeH CBET,
UCTPaKyBamhe Ha CKYCTBA KOW I'M TIOBP3yBaat
CO UTHA OMNIITECTBEHA MOTpeda, HeMITO MITO He
€ JOCTaIHO BO TPaJAMIMOHAIHATA CTPYKTYpa Ha
HacTaBHUOT TutaH. CTYyIEHTOT WCTO Taka,
no0MBa BpEeAHM MCKYyCTBA BO JENOT Ha
MPOIECOT Ha YIpaBYBamke CO HHTEICKTyallHA
corncTBeHocT. llpernpuemMaukuor JyX BO

BHCOKO HHUBO Ha

9 http://www.bio.org/.

CTYACHTUTE CE€ HEryBa U ce oxpadpyBa, ce JI0
3a0KPYXKYBambe Ha YHHUBEP3UTETCKOTO
uckyctBo.  Cryauckute  mporpaMd  Ha
YHUBEP3UTETUTE HCTO TaKa CE HAJOIOIHYBaAT,
CO BKIy4YyBalb€é Ha HOBH KYypCeBH 3a
HPETIPHUEMHHIITBO, MHTEJIEeKTyaTHa
COIICTBEHOCT, ¥ TpaHC(ep Ha TEXHOJIOTH]a, IITO
JlaBa MOYKHOCT 3a TOOMBAm-€ HETPAAULIMOHATHH
CTY/ACHTH.

5. 3roseMeH MpecTHK.

[TazapHo opueHTHpaHHOT TpaHchep Ha
TEXHOJIOTHja, IPEKy IMaTeHTH, JIULEHIH, U start-
up, € KpUTUYHA KOMIIOHEHTA 3a IIHpEHhE Ha
3HACHETO, U €, BO CYIUTHHA, BAKEH JIEJI O] TOA
na ce Ouzae Ha ¢axynTer. YCIemeH Mpouec Ha
TpaHcdep Ha TEXHOJOTHja HOCH MPU3HAHUE 32
YHHUBEP3UTETUTE U TIOMara Ja ce Mmporecyupa,
Ha  ONWIUIMB  HAYWH, BIHMjaHUETO  HA
YHHUBEP3UTETCKUTE MCTPAKyBama Ha I1a3apor,
KOM WHaKy OHM MOXene Ja u3Iieqaar
€30TepUYHH U JaJICYHN U HEYIOTPEOIHBH.

6. JaBen unTepec.

TpancdepoT Ha TEXHOJIOTHja UM ITOMara 3a
3ajaKHyBambe€ Ha YHUBEP3UTETCKUTE MHCHH,
npeKky TmonoOpyBamke U IOAWTHYBambe Ha
OIIITECTBEHATa cocToj0a npeKky ode30enyBame
Ha YCJIOBM 3a W3HAorame peIIeHuja 3a
COLIMjAIHUTE, MEIUIMHCKH, €KOJOUIKH |
TEXHUYIKH poOIeMH. HoBuan onl
YHHUBEP3UTETUTE I'0 MOA0OpHIIE KBAIUTETOT HA
JKUBOTOT Ha JIyreTo BO CBETOT (Ha mpumep, b
BakllMHa NPOTUB Xxematutuc, ['yrm, Apple u
CJIMYHO) .

7. EKOHOMCKHOT pa3Boj.

Cropen cryauja Ha Biotechnology Industry
Organization®, exoHoMcKHTE TIPHIOGHBKU 071
YHUBEP3UTETCKOTO JuueHuupame B0 CAJl Bo
nepuoaoT ox 1996 roguna no 2007 roauna,
Ownye co 3a4yIyBauKy MO3UTHBHO BIIMjaHUE: OJT
187.000.000.000 $ Ha amMepHUKaHCKHOT OpYTO
JIOMaIIeH TIPOU3BOI, BJIMjaHUE Ha
AMEpPUKAHCKUOT OpyTo UHIYCTPUCKHOT
npou3Box ox 457.000.000.000 $, xako wu
279.000 HOBM pabOTHM MecTa KaKko pe3yJsTaT Ha
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YHUBEP3UTETCKUTE MpoHajaonu. Mcro Tonky
BAXHU, C€ TMpUKa3HUTE 3a7 THEe OpojKu.
WHoBanuuTe CO NOTEKIO O YHUBEP3UTETCKUTE
naboparopuu, npedpiIeHH BO WHIyCTpHjaTa 3a
pasBoj W guctpuOynuja, 1o MOAOOpHMI
KBAJIUTETOT HA *KUBOTOT Ha rparanure Bo CAJ]
U IIHUPYM CBETOT. MHOTY YHUBEP3UTETH, UCTO
Taka, o0e30emyBaaT NpPETIPUEMAYKH OOYKH,
¢uHaHCHpame Ha ja30T Kaj JIOKaJHATa
3aeIHUIA, KOM MPUOHECYBaaT 3a JIOKAIHUOT
€KOHOMCKH Pa3B0j U J1a T 3a/IpKaT JIOKAIHUTE
TajleHTH. biarogapejku Ha MOBEKETOAUIITHOTO
byHKIMOHMpame  Ha  TpaHchepoT — Ha
TEXHOJIOTUM BO CKIION Ha aMEpPUKAaHCKUTE
YHHUBEP3UTETH, HCTUTE THE KPEHUPaaT BO MPOCEK
MoBeKe O] IB€ CTapT-all KOMITAHUU BO TEKOT Ha
enen nes (copen 2008 AUTM)® u tue crapr-
ar KOMITAHUY UMAaaT MOJOJT BEK Ha )KUBECHE U
o0Oe30eayBaar TOrojieM KamuTal OJf He-
YHHUBEP3UTETCKUTE  CTapT-all  KOMIIAaHUUH.
JIONOJTHHUTETHO O]l OBa, KAaHIEIAPHUHUTE Ha
LEHTpUTE 3a TpaHcPep Ha TEXHOJIOTHja
WHBECTHPAAT BO KOHTUHYHpaHa 3alITHTa, HO U
IMpe-e Ha MaTeHTHATa 3allTHTa, IPEKy 00yKa
W pa3HW TPOTrpaMH  KOW  BKIydyBaaT
MpEeTInpueMadykyl  BEUITHHH, TMporpamMu  3a
MOJIIPIIKA, HAJMHHYBambe Ha (PHHAHCHUCKHOT
ja3 ¥ ciu4HO. JIOKONKY YHUBEP3UTETHTE HE TH
mpe3eMaaT  CUTE  OBUE  JIOTIOJIHUTEIIHHU
aKTUBHOCTH M (DMHAHCUCKU PU3UIM, OPOjOT Ha
NMaTeHTH, JIMIEHIW, Kako ¥  CTapT-al
KOMIIAHUUTE  KOU  TpPOU3JIeryBaar  of
aKaJIeMCKUTE  HWCTpaKyBama, Ke TaaHaT
JpaMaTUYHO HA MHOT'Y HUCKO HHBO.

4. IloTpeOHN HANIOPH 32 MOTTHUKHYBamkhe HA
HCTPaKyBayHTe- MEHYBamhe Ha
aKajeMcKaTa KyJTypa

OOuaure na ce cTUMyaupa TpaHchepoT Ha
TEXHOJIOTHja, AMPEKTHO BKIIy4dyBaaT ToOJeM
0poj Ha MeXaHU3MU: KaHIIeJIapuH 3a MPEHOC Ha

% http://www.autm.net/.
100 https://www.uab.edu/research/innovation/ -nocererno
nekemspu 2017 rogmHa.

TEXHOJIOTHja BO YHUBEP3UTETCKUTE KaMITyCH,
paKyBame CO HMHTEJEKTyajHaTa COICTBEHOCT,
HaMalyBame Ha OapuepuTe OJ TUIIOT OJHAIIPE]
UIEHTU(DHUKYBAHE KaKo ,royality*,
CHOJIeNTyBambe Ha MPUXOAUTE 32 JUICHIUPAILE,
BHATPEIIHO HMHBECTHPAE BO HJAEU, KAKO H
BOCIIOCTaBYBaH€ OJTHOC CO JIOKATHUTE OU3HUCH
NMpPEeKy  CTYAGHTCKH  CTax (mpakca) W
UCTPAXYBauKl MPOEKTH. Mooden npumep:
Bupmunrem wmHCTHTYT'’ 32 WHOBaIMM U
OPEeTHPUEMHHUINTBO  KOj €  Jel  Of
YHuBep3uteTor BO Ajabama, BO  Koja
MOTEHIMjaJTHUTE COPabOTKH MOMery UCTpaxKy-
BaylTe W MHAYCTpHjaTa ce oxpabpyBaar u ce
JieNaT Ha HEKOj BU/J - BUJIOBU Ha KOAIHUILIUU KOU
Ou 1oBene A0 HMHTENEKTyallHa COICTBEHOCT.
Mooen npumep: [pyr npumep e Ha
YHuBep3uTeTOT BO MUHEcoTa yHHMKaTHa
nporpamMa 3a IMapTHEPCTBO 32 HWHOBALUU
Munecora, K0ja UM OBO3MOXXYyBa Ha KOMIa-
HUUTE Ja CIOH30pHUpaaT WCTPaKyBame Ha
YHUBEP3UTETOT CO OAPEACHU EKCKIY3UBHH
npaBa Ha CEKOja MHTEJIEKTyaJHa COMCTBEHOCT
nox yrBpaeHu ycioBu. OcHoBan 2011 roauna,
a Bo 2014 romuHa ce mOpomMpyBa H
nagorpagysa, MN-IP!!  mporpamor  ro
HaMajyBa PU3UWKOT Ha KOMITAHHHTE 32 CBOUTE
WHBECTHUpaka  BO  HCTpayBamara  Ha
yHHUBEp3uTeTuTe. lIlporpamor Tr0O HacodyBa
IPOLIECOT Ha CIIOH30pUpaAE Ha
UCTpaXKyBamara, Kako M JHUICHIUPAKETO Ha
uHTenekTyanHata concreHocT (IP). Co3nasa,
npes ce, WHIYCTPUCKO-TIPHJjaTEIICKH OJIHOCH,
OBO3MOXXYBajJKH UM HA  KOMIIQHHHTE
eKCKJTy3WBHA JIMIICHIIA 3a IENUOT CBET, KaKo
pe3ynTaT Ha peanu3upaHaTa HHTEIEeKTyalHa

cornctBeHOoCcT. OBOj HaUMH Ha QYHKIIMOHUPAHE
co3ziaBa UHIYCTPUCKO-YHUBEP3UTETCKU-
IOpUJaTeNICKU  KOpelaluu, CcO  IITO  Ha

KOMIIAHUUTE UM OBO3MOXKYBa J1a BOCIIOCTaBaT
MHOTY MOAJIA00KH OJJHOCH CO YHUBEP3UTETOT U
aHraxupame, Koe BO KpajHa JIMHUja MOXeE Jia

101 http://www.research.umn.edu/mn-ip/-noceteHo
nexkemspu 2017 roguHa.
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J0BeIe 10 (GUIAHTPOIIHja U TApTHEPCTBA KOU ce
MHOT'Y 3Ha4ajHH.

Hekon  yHuBep3uretn BO KM€  Ha
UCTpaXKyBambe 3a morpebaTa Ha IPOIECOT,
J03BOJTyBaaT OTCYCTBO OJf (aKkyjiTeToT, 3a
WHBECTHpAakE BO BpEME BO TpaH3WIUja Ha
TEXHOJIOTHja MPOM3JIE3eHA O/ UCTPaKyBamaTa
CO IIeN cTapTyBame KoMmIaHuja. Harwonan-
HHOT COBET 3a MPETIPUEMHUIITBO U
texnonomku Tpanchep (NCET2) (The National
Council of Entrepreneurial Tech Transfer
(NCET2))!}%? ¢ oprammsammja ox mnpermpue-
HUYKH YHUBEP3UTETH KOHM CO3/aBaaT M
nomaraar crapt-ym (university startups). Co
Mpexa on moseke on 200 wucTpaxkyBauku
yaupep3utetd, NCET2 mpomoBupa HajaoOpa
MpPaKTHKa 3a CO3/1aBalbé W HMHBECTHPAE BO
crapr-ani  (university  startups)  mpeky
MOJIP)KYBakhbe Ha TMPETIPUEMHHUIITBOTO U
OBO3MOXYBajKH TpETIpPHEeMHHYKAa HaoOpa3oa.
NCET2 ru mnosp3ysa Fortune/Global 1000
kommanud, Angel m VC wunHBectutopmre,
OpraHu3aliTe 32  E€KOHOMCKH  pa3Boj,
JpXaBaTa W JIPKaBHUTEC AarcHIMH, Kako |
CTpyumanuTe/mpodcroHanm oj obyiacrta Ha
TEXHOJIOIIKUOT TpaHchep, MpeKy TIpajieme
[EHTPH Ha HMHOBOAIMM BO YHHBEP3UTETHTE.
IIpeky cBouTe MOMY-TOAMIIHK KOH(epeHInu
Ha Hcrounmor u 3anmaguuor Oper Bo CA/,
NCET2 ru 3apyxysa Fortune/Global 1000
KOMITaHHUUTE, YHUBEP3UTETUTE 17§
IpeTnpueMaunTe, HAIMOHATHU u
WHTEPHALIMOHAJIHK, CO 1€l jJaKHEeHke Ha
CBECTKAaTa MHOBAaTUBHA MPEXa, OTBApame HOBU
MapTHEPCKHA MO>KHOCTHU ITOMET'y HHBECTHTOPUTE
U KOMIIAaHMHTE, KAKO U OCO3HAaBamke Ha HOBU U
WHOBAaTUBHU TEXHOJIOTUH 071 11es1 CBeT.

ExoHoMmckaTa onpaBJaHOCT 3a IpUMEHa Ha
WHTENIEKTyalHaTa COINCTEHOCT Ha YHHBEp-
3UTETHTE W YHUBEP3UTETCKUTE HCTPaKyBamba,
MOXeE Jia Ce BUAM BO CIEIHUTE JBE pabOTH:
KOMeplyjanu3anyija ¥ jaBeH  HMHTEpec.
HcTopucku riiegano, maTeHTUTE MTOYHAIIE /1a Ce
npuMeHyBaaT BO yHuBep3uTerute Bo CA]J]

102 http://ncet2.org/-nocereno nexemspu 2017 roguna.

ymre Bo 1920ta roguna. logexa Bo EBpomna,
JypHu BO OJIMCKOTO MHHATO CE 3all0YHYyBa Jla ce
corienyBa yrnoTpebaTa Ha MAaTEHTUTE U
OJIHOCHOT Ha YHHMBEpP3UTETUTE BO CBOHTE
UCTpaXXyBarba KOH MHTEJICKTYyaIHaTa
COINCTBEHOCT, KAaKO U HWHCTUTYI[HOHAJIHUTE
pasnuku momery camurte EBporicku 3emju, u
paznmukutre nomery CAJl m EBpoma, Bo oBa
ToJIe. Bo nocnepnure 25 roauHM ce
3a0enexxyBa 3HAYajHO  3rOJIEMyBame€  Ha
yrnoTpeda Ha MaTEHTUTE U JTULEHIUPAHETON BO
ckion Ha yHuBep3uterure Bo CAJl. Osue
MoIaTOIH TH 00e30e1yBa U MOXKAT J1a Ce HajaaT
Bo Hammonannara ¢Qougamnuja 3a Hayka
(National Science Foundation (e.g. NSB
(2004)) Kako u Acouujanujata Ha yHUBEp3HU-
TETCKUTE TeXHWYKH MeHarepu ( Association of
University Technology Managers (AUTM)),
KOM  W3paboTyBaaT  JCTAJHW  TOJUIIHH
M3BEILTau 32 YHUBEP3UTETCKOTO JIMLICHLIUPAHE
U HOBUTE MPOW3BOAU OJf YHHUBEP3UTETCKOTO
ucTpaxyBame. [laTeHTHpameTo of cTpaHa Ha
yHHUBep3uTeTUTe BO KaHmenapujara 3a naTeHT U
tproscka mapka Ha CAJ[ (USPTO), ce 3ronemu,
u Toa onx 436 wusmageHu nateHTd Bo 1981
roauHa 10 noseke oa 3.500 marentu Bo 2001
roauHa. Acouujanujara Ha YHUBEP3UTETCKUTE
TeXHWYKH MeHaygepu ( Association of
University Technology Managers (AUTM)), no
2005 roguHa Oenexu yCIyrd 3a HOBM HAaTEHT
armmkammu on 10.270 wmjagu. Tpeba na ce
MOTEHIIMPa JIeKa CeTaK OHNE KO alTuIpaaT u
no0MBaaT TMATEHTH CE€ BO OCHOBAa TOJEMHUTE
uctpaxyBauku yHuepsutretu Bo CAJl ( Bo
TabenaTta MoJloNly ce Iieja HUBHOTO BIIMjaHUE
Kako TON WHOBAaTUBHU YHUBEP3UTETH BO
CBeroT), HO CEKaKo0 TAaTEHTHPAmETO €
MPHUCYTHO U Kaj OCTAHATUTE YHUBEP3UTETH.

Bo EBporma ucto taka nMa 3rojieMyBame Ha
VHUBEP3UTETCKOTO MATEHTUPAHkE, HAKO TOa HE
e co pact kako Bo CAJl. Kako emna on
NPUYMHUTE MOXKE Jla C€ HaBeJe pa3InyHaTa
WHCTUTYIIMOHATTHA W HAI[MOHAJHA crenuduy-
HOCT, KaKO U HEeMame ceymre 100pa eBHIeH-
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1vja Ha oBa mose. Bo EBpoma Bo MUHATOTOT
HEeMalle TOJKY HW3pa3eHO BHHMMAaHHUE Ha
JPKABHOTO MHBECTHPAIE BO MCTPAKyBambara,
OapeM He TOJKY 4eCTO Kako IITO € Toa Mpakca
Bo CAJl. Ymre mnoBeke WITO pa3jinyHa €
opraHmzalyjara u 3aKOHCKaTa MOCTaBEHOCT BO
OHOC Ha TIOCeAyBambe Ha IpaBaTta Of
MHTEJIeKTyalHaTa COIICTBEHOCT, Ha
[POHAjIOIIMUTE HANpaBeHH OJ CTpaHa Ha
UCTPaXXyBaul OJf YHHUBEP3UTETOT, MEXKY
YHUBEP3UTETUTE U pa3HH JApPKaBHU HCTpa-
xkyBauku areHnuu. [Ip: Bo ®pannmja: Centre
National de la Recherche Scientifique(CNRS)
Commissariat a I’Energie Atomique (CEA), Bo
Hranuja: Comitato Nazionale per la Ricerca e
lo Sviluppo dell’Energia Nucleare wnu
Consiglio Nazionale delle Ricerche (CNR), Bo
lepmanmuja: ~ Max-Planck-Gesellschaft wmu
Helmholtz Gemeinschaft — Forschungszentrum
Julich.

Bo CAJl um e J03BOJIGHO Ha YHUBEp-
3UTETUTE Ja THU 3aJpKaT IpaBata Haj
MHTENIEKTyaTHaTa COTICTBEHOCT Ha PE3yITaTUTE
U TPOHAJIOLMTE OJ HCTpayBamwTaa (UHAH-
CHAaHH Ol CTpaHa Ha JP)KABHM areHIWH. 00
3abenexuTenHo e 3roineMyBameTo Bo CAJl u Ha
KaHIeIapuuTe 3a TpaHc(hep Ha TEXHOJIOTHH.
Crnopen cTaTUCTUYKUTE MOAATOIM Ha aHKETaTa
Ha AUTM 3a 2005 romuna - 2005 AUTM
survey ,The Association of University
Technology Managers (AUTM), Bo CAJl
aKTUBHU JuieHmu Owie 28,349, mnomery
YHUBEP3UTETUTE U KOMIAaHUUTe, 1 4,932 HOBU
muneHn  nortnumadu  Bo 2005 roguHa.
BKynmHHOT TpHXOI OJ YHUBEP3UTETCKOTO
JUIEeHIUpamke cTurHan ao 1.6 6wimonn YC
nonapu Bo 2005 roguna (1.4 OGummonu YC
nonapu Bo 2004 FO,Z[I/IHa)104 . Tyka tpeba na ce
HATIOMHE pa3IMKaTa OJJHOCHO HEM3a{HAaue€HOCTa
Ha JIMLIEHIHUPAmBETO O]l YHHUBEP3UTET [0
YHHUBEP3UTET.

Llentpute 3a TpaHcdep Ha TEXHOJIOTHja, BO
EBpomna, He ce mpoydeHH BO TOJKaBa MeEpKa
kako Bo CA/l. Enna on npuyuHUTE € mopaau

103 Bayh-Dole Act
104 Thursby and Thursby ; AUTM.

rojieMara  pasIMYHOCT  MOpPaaAd  CaMHOT
KOXepeHTeH coctaB Ha Eppona (YHuja Ha
MOBEKE 3€MjH CO Pa3IUYHH CHCTEMH), HO H
JIpyra mpu4HrHa € IITO HeMa CTYAHO03€eH NpUcTan
KOH 00paboTka Ha OBHE  COAPXKHHH,
CHUCTEMATCKO M KOHTHHYHPAHO CIee’Ke, KaKo
mro € Toa Bo CAJl ox cTpaHa Ha aHKETHUTE
AUTM. llentpure 3a Tpancep Ha TEXHOJIOTHja
BO CKJION HAa YHHUBEP3UTETHTE CE€ O] IOHOB
naTyM Bo EBpona, 0JJHOCHO BO MPOCEK O Mpe]
10-15Ttuna ronunu. Bo mHory EBpornicku 3emju,
yauBep3uterure ¢Gopmupane lLlentpu 3a
TpaHchep Ha TEXHOJOrHja BO IIOCIEIHATA
nekama. %° Camo Bo Anrnmja, Lentpure 3a
TpaHcdep Ha TEXHOJIOTH]a Ce MOBEKE Pa3BUCHHU.
Bo koHTekcT Ha O0Ba, MOpa Jla ce UCTAaKHE JIeKa
3a pa3Boj Ha TpaHcep Ha TEXHOJOTHja HA
YHHUBEP3UTETUTE noce0HO e BaXKHO:
npodeCHOHATHN Kagpu, CO KOHTHHYHpAHH
o0yku BO oOnacTa Ha HHTENEKTyalHaTa
COIICTPBEHOCT M TpaHC(EepoT Ha TEXHOJIOTH]a,
YHanpeayBame Ha KBQJIUTETOT Ha
UCTpaXKyBamara, 3roJieMyBambe Ha MPOIYK-
TUBHOCTA Ha YHHBEP3UTETUTE BO OBaa CMHCIIA,
KaKo W WAEHTU(UKYBamke Ha MOTpPeOUTE MU
KalaiuTeToT Ha cromaHcTBoTO. IloceOHo e
BaKHO, CO orjea Ha Toa jaeka P.MakenoHuja
cmafa BO 3€MjU BO pa3Boj, Ja ce O0OpHe
BHUMaHHE€ ¥ Ja C€ TOCTUTHAT BHCOKH
CTaHJapAM BO HAaCTaBaTa U UCTPAXKYBAKETO HO
U IIeJIOCHO BO OpraHM3anuoHara paboTa Ha
YHHUBEP3UTETUTE, KaKO Ha THMMCKO Taka U Ha
JIMYHO HHUBO, CO €] 1a CE IOCTUTHAT PEe3yITaTH
Bo wuaHuHa. Op J1pyra crpaHa, HWHKOp-
MOPUPAETO HAa HMHTEJETYJAHTa COINCTBEHOCT
Kako TOJWTHKA, MO CBOjaTa NpPUPOAA, BO
CEKOjAHEBHOTO paboTeHme Ha YHHUBEP3UTETUTE
ke JompuHece 1a ce mojao0pu copaboTkaTa co
CTOMAHCTBOTO KOE CeTa He € Ha 3aBHHO HHBO,
copaboTka €O JIpyru Ap>KaBHU W MPUBATHU
WHCTUTYIIMH, OJOCTHYBakhe Ha Pa3UIHMHYBabE
HA T[aTUIITaTa BO  HUCTpaxyBamara W
MPOHA]jIONNTE, KAKO U MOI00pYyBamke Ha MpPeT-
NPUEMHUYKHUOT JIyX Ha YHUBEP3UTETCKUTE

105 OECD.
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cucremu. IlocebHO oBa ce oaHecyBa Ha
dakynTeTuTe OA NPUPOTHO-MATEMATHUKUTE,
TEXHOJIOIIKO-TEXHUYKHUTE, MEIUIMHCKUTE U
OMOTEeXHUYKHUTE HAy4YHU mozapadja. Enen on
npoOyieMnuTe Kaj Hac, HO U BO TOBEKETO 3eMjH
BO Pa3B0j, MOpay KOM HEMOXKE Ja Ce HalpaBat
100pu Mepema Ha MMaTEHTUTE U JTUICHIUTE KOU
Ce MPOM3BOJ Ha YHHBEP3UTETCKUTE HCTPAXKY-
Bama, € TOAa INTO MOTroJeM JAel O] HHUB ce
HarpaeH! BO COpabOTKa CO KOMIIAHUU MJIH JIEJT
O]l HUB KaKO MPHUBATHU UCTPAXXyBauH, U HA TOj
HAuYMH Ce MATEeHTHPAHU U CIINYHO. PeTKko nma Ha
uMe Ha yHuBep3uTeToT. OJ1 TyKa TEUIKO € /1a ce
HalmpaBH TOYHA CTaTUCTUKAa 3a OpojoT Ha
YHHUBEP3UTETCKUTE TMPOHAJIOUM M TATEHTH,
Ounejku YHUBEP3UTETOT HE c€ I0jaByBa BO
JOKYMEHTHUTE 32 PETUCTPUPAIHE HA TTATEHT.

3akiaydok:

Bo 21 Bek, mareHTHpameTo U KOMEpLH-
janusanyjata Ha UCTPa)XKyBauKUTe aKTUBHOCTH
O]l CTpaHa Ha YHUBEP3UTETOT, Tpeba 1a BoJat
KOH 3aciyra, wu30op U eBalyauuja 3a
HaNpeOKOT BO KapuepaTa. YHHMBEP3UTETHUTE
Tpeba /a ja mpoMeHar KyjiTypara o]l 0a3udHO
UCTPaXyBambe M HM3/IaBallITBO, KaKO MPUMapHU
MEpKHM 3a HampelyBame BO Kapuepara H
n300pH, KOH  TMpPU3HABAKE  aKaJAEMCKH
npeTnpueMadn aKTUBHOCTH IPEKy
TpaHc(hOpMUpamke Ha HUBHUTE HCTPaXyBamba
BO TMaTeHTH, JIMLUEHIM U KOMEpLHjaHU
MPOU3BO/IM. 3TOJIEMYBalkbe HAa BaXHOCTa Ha
NAaTeHTUTE W JIMLEHIUTE Ha YHUBEP3UTETUTE
BEKe JlaBa UCTOPUCKU KOHTEKCT U CEKOjAHEBHA
Mepka 3a ycmex. llenara 3a yTBpiayBame Ha
MOJTUTHKA 32 TIATEHTH, aBTOPCKH NIPaBa M JPyTH
MHTENEKTYalH! MpaBa BO BUCOKOOOPa30BHUTE
YCTaHOBH, € Ja 00e30eau TexXHOoJIorujaTa
(know-how) na e mocrarHa 3a UHITyCTpHjaTa, HO

106 The Triple Helix thesis is that the potential for
innovation and economic development in a Knowledge
Society lies in a more prominent role for the university
and in the hybridisation of elements from university,
industry and government to generate new institutional
and social formats for the production, transfer and
application of knowledge. This vision encompasses not

U Ha camara jaBHOCT Ja U OBO3MOXH KOPHCT-
nocTHTrHyBame Ha 6enedut ox Triple Helix!%,
Bo ucto BpeMe, HHANBHIYATHUTE MPU3HABAKHA
ke pesyilTHpaar CcoO IOTTHKHYBame Ha
HaBpPEMCHA JMCCMUHAIMja HA PE3YJITATUTE O]
UCTpaKyBamara M Ke o00e30emu Kamap 3a
UCTPOXYBakbe CO MOXHH HIHH HArpaju.
[Topamgu TOa, YNPaBYBamETO CO PECYPCHTE,
Kako ¥ MH(pOpMaIMHUTE 32 UCTUTE Tpeda na ce
o0jacHar u mpe3eHTUpaar HaBpemeno. O Tyka
ce  3akiydyBa  Jeka  mortpebara  on
BOCIIOCTaByBame €(PEKTHBEH MEHAMEHT |
CHCTEM HAa HHTEJICKTyaJHaTa COICTBEHOCT, €
€IHO OJ1 Haj3HAUYajHUTE Tpallamba U 3a1a4d 3a
YHUBEP3UTCTUTE.
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INFORMATION FOR MANAGEMENT
PERSONAL ABOUT
TERMS COACHING AND NEURO-
LINGUISTIC PROGRAMMING

Abstract

Recently the terms coaching and neuro-
linguistic programming (NLP) are becoming
more current in our country. Coaching is a
process that raises the “sleeping” resources in
people. It combined with NLP techniques and
operational strategies can produce wonders,
because NLP is a supreme methodology for
personal and professional development.

The coaching process becomes a necessary
"need" in managerial work and aims to give
meaning that everything starts from ourselves
that is, by becoming aware of ourselves and our
own personal development, we come to the
point that "a good and satisfied person is a good
manager" connecting the private with the
business life in harmony and complement each
other, which contributes to achieving better
results. From here the question arises whether
the managers in the Bitola region are informed
about the term coaching and NLP, what it means
to them and whether they are ready for a process
in which they would face themselves. This is not
about "bad" managers or employees, but it's
about people who want to progress, starting
with themselves, and thus being an example for
those around them.

The research included managers and
executives from larger private and state
enterprises from Bitola. 80% of them heard
about the term coaching, but not about its
meaning, while about 99% had never heard of
the term Neuro-Linguistic Programming. Also,
the percentage of 95% is worrying which shows
that neither managers nor employees have
attended any training of this type. But the fact
that all respondents are ready and willing to
learn more about the above is encouraging.

Keywords: coaching process, NLP-neuro

linguistic programming, managers, training,
professional development.
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NHO®OPMHUPAHOCTA HA
MEHAIIEPCKUTE KAJIPHU 3A
TEPMUHUTE KOYYUHI' U
HEYPOJIMHI'BUCTHYKO
ITPOI'PAMUPAILE

AncrTpakr

Bo moHoBO Bpeme BO Hamara 3emja
CTaHyBaaT aKTyeJHW TEPMUHUTE KOYUYUHI MU
HEYpO-JTMHIBUCTUYKO mporpamupamwe (HJIIII).
KoyunHror e mpomec Kkoj TM IOKpeBa
,,3aCIIaHUTE,, PECYpCH Kaj YOBEKOT. T0j
nuckomObunupan co HJIII texHuku u cTpareruu
Ha paboTa MOXEe Ja IpOu3BeoyBa 4ya, 3aToa
mro HJIIT e BpBHa MeTojo0rHja 3a JUYEH U
npodecroHaneH pa3Boj.

KoyuuHr mnpouecor craHyBa HEMHHOBHA
,,[IOTpeba,, BO MEHallepckara pabora u uma 3a
LIeN1 J1a CE Jja/Ie Ha 3HAYCHE JIeKa Ce MOYHYBA O
HAac caMH, OJHOCHO CO CTaHYBamETO CBECHU 3a
camuTe cebe M 3a CONCTBEHHOT JMUYEH Pa3Boj
noaramMe 10 Toa JAeKka ,,00ap W 3a70BOJICH
YOBeK € J00ap MeHayep,, LITO T0 MOBp3yBa
MPUBATHUOT CO OM3HUC KMUBOT BO XapMOHH]a U
€IHO CO Jpyro ce€ HaJoloJIHyBa, a Toa
MIPUJIOHECYBA 3a IOCTUTHYBambe Ha MOI00pH
pe3yAaTaru.

On Tyka ce MmoCTaByBa MpalllalkbeTo Jajlu
MeHalepuTe BO bBUTOJIICKHOT peruoH ce

uH(popMupanu 3a TepMuHOT KoyuuHr u HJIII,
LITO TOA 3a HUB 3HAYU U JaJU CE€ COPEMHHU 3a
IpolLec BO KOj OM ce cooumie co caMuTe cede.
OBze He cTaHyBa 300p 3a ,,,JIOIIN,, MEHAEpU
WU BpaOOTEHH, OBJIE CTaHyBa 300D 3a Jyfe Kou
cakaaT Jla HampeayBaaT U TOA MOYHYBAjKU OJ
cebe, a co Toa Ja 6uaar mpuMep 3a OHUE OKOTY
HUB.

Bo wucrtpaxyBamero Oea omdareHn MeHayep,
PaKOBOAWTENU W OATOBOPHU JIUIA Off TOTOJIEMH
butonckn mpuBaTHU W JApKaBHHU MpeTHpHjaTHja.
80% o HUB ClIylIHAJIE 33 IOUMOT KOYYUHT , HO HE
MMeE jaCHO 3HAYEHETO Ha UCTHOT, JAojieKa okoIy 99%
HEe CiylIHaJle HHUKOram 3a TepMuHOT Heypo -
JMHTBUCTUYKO  mporpamupame. Mcto  Taka
3arpmKyBa NpoIeHTOT o1 95% Koj Belu JieKa HUTH
MEHallepuTe HUTH BpabOTEHHWTE HE IMOCeTyBaar
o0yku on BakoB Tuml. Ho, oxpabpyBa (akToT mro
CUTE MCIIUTAHUIM CE CIIPEMHH M MMaar keinba Ja
JIO3HAAT HEIITO MIOBEKE 32 TOPEHABEICHOTO.

Kayunn 300poBu: xoyunsr nponec, HJIII-Heypo
JMHTBUCTUYKO TIpOTpaMupame, MeHalepu, OOyKH,
npodecroHalneH pas3Boj

Bosen
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Caenony cMe Ha Op3 TEXHUYKO-TEXHOJIOLIKH
pa3Boj, Ha Op3 HANpeIOK M HCTPaXyBama BO
cute obractu Ha paboTa u xkuBOT. M mokpaj Toa
Ce YMHHM JIeKa € IOCJIEA0BATETHO U MPUPOTHO
TOA YOBEK Ja IO CIIEW W IpHU Toa Ja He Ouje
nox crpec. Cemak BakKBHOT pa3BOj Ha MJCH KOU
HAjIPBO Cce paraar BO HEYMH YM CE€ IOKa3areln
Jieka HaBHCTHHA Ce€ JBIKMME BO IIpaBel] Kaze
YOBEIITBOTO TO €pPYNTUPA HAjmo0poTo ox cebe,
HO ITOHEKOTalll Ce jaByBaaT OTIIOPH M KAKO YOBEK
Ja HE € CIpEeMeH CeTo Toa OOorarcTBO O
uHpopManuu, UAeu W Op3u IPOMEHH Ja TO
MMIUIEMEHTHPA WIH CKJIaaupa BO cebe WK BO
nporecoT Ha paboTa u co3gaBame.  [loceOHO
MECTO BO IIEJIOKYITHOTO >KHMBECHE 3a3eMaar
JyfeTo KOW Ce MPETIOCTaBEHH, OJIOBOPHH,
pPaKOBOAMTENH,  MEHAIepH,  yIPABHUTEIH,
IMPEKTOPH M CIW4YHO. Tue HajupBH ce BO
KOHTAKT CO HOBMHHMTE M MCTHTE Tpeba Jia Th
UMILUIEMEHTHPAAT, HO J1a Ce JIBU)KAT MapajiesTHO
CO pa3BOjOT OJHOCHO HJEjaTa M MHUCHjaTa Ha
MPETNPHUjaTUETO WIM HHCTUTYLIMjaTa BO Koja
paborTar, 1a ce TOCTOjHU Ha CBOjaTa PyHKIIHja U
MOKpaj CHTE OOBPCKH KOHM ,,3acTaHaje Ha
HUBHHOT Tp0,, UMaaT U 0OBPCKa CETO TOA J1a TO
npeHecar Ha BpaboTeHuTe nuna. McroBpemeHo
THE Tpeba Ja ce mpuMep KOU OHHE TIOKpaj HUB
CO KOM peaju3upaar 3aeJHUYKH HAEU Ke TO
clie/iaT, 1a HajlaT Ha4MH J1a TH MOTUBUpPAaT U J1a
Cce CIIPEeMHH Jia IO MOTTUKHYBAaT Haj100pOTO BO
cebe 1 BO JIPYTHUTE.

Hako Baka HamMIIaHO JeJyBa Kako jacHO
MEHA[IepuTe HAjYecTO CE€ COoOvyBaar Co
npo6aeMy U BO L€ TOj JaBUPHUHT Ha ,,Tpeda u
Mopa,, OCTaHyBaaT MO OAPE/ICHU aKo He U IO
CHTE Tpamiama ,,3arllaBeHn Bo cebe,,. 3a 1a
MOXE JIa CE CIpaBaT cO CETO Toa MOTpeOeH e
KOYYHHT TpOLIEC.

1. Koy4nHror kako HeMHHOBEH IpoLec 3a
MOKpeBame Ha pecypcure

AHTIHCKHAOT TEPMUH KOYUYHUHI MNPE3EMCH U
Kaj Hac BO OTCYCTBO Ha 300p KOj TOCIOBHO OU

107 Coaching akademija Slavica Squire — Coaching starter
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ro 00jacHWII HETOBOTO 3HAYEHE c€ ynoTpelyBa
ce MoYecTo.

,,I110J TEPMHHOT KOYYHHI c€ Toxapa3oupa
IpoIec BO KOj ce paboTh Ha pa3BOjOT Ha
PECYPCHUTE H CIIOCOOHOCTUTE Ha KIMEHTOT, PU
IITO KOYYOT (TPEHEpOT) TO BOJAH U MOJIPKYBa
CBOJOT KJIMEHT BO OCTBapyBame HAa HETOBUTE
neny, Skenou u  Hamepu. KoyumHror Ha
KJIMEHTOT MYy OBO3MOXKYyBa HaJIMHUHYBambe Ha
CBOUTE JTMYHH OapHepH U IPaHHIH, TO JOBETyBa
BO COCTOj0a Ja IETHO T'M YHOTpeOH CBOUTE
Haj100pH1 CIIOCOOHOCTH U TO MOJIPKYBa CBOUTE
3aJa4d BO paMKUTE Ha HEKOj THM (CEeMEjCTBO,
KOMIIaHWja) TH UCHOJHHU Ha Hajao0ap MOXeH
Haun.,, 1%

KoyuauHr npouecot ro paborar iyfe kou ce
eIyLIMpaHu 3a TOa ¥ UMAaar 3a 11eJ1 Ja To OJIeCHaT
NpOLIECOT Ha TMOCTaByBalke HA JHYHH U
npodeCHOHAIHY LIEJX KaKo U Ja ja aepuHupaar
CBOjaTa MHCHja, a TIpU Toa MPO(HECUOHATHUOT
KOyY MOXe /1a Ouie 071 HeTPOLIEHINBA BaKHOCT.
Bo nen Toj mpomuec Moxke aa ce 3aHMMaBaMe CO
CJICZIHUBE TEMHU:

1. Jedunupame Ha
MOXXHOCTH

2. IlpoHaorame Ha HOBU pelICHU]a U WU

3. IInanmpame Ha Kapuepara

4. TlpoHaofame Ha TOTEHUMjATH U
TOZJIPIIIKA

5. YBUJ BO BPEAHOCTHTE KOH KOU TEXKHTE

6. Crpareruja Ha OTyqIyBambe

7. CTun Ha paKoOBOJEHE

8. 3awmena Ha OTPaHUIYBAYKHTE
MOHAIIaka CO HOBU MOCAKYyBAHU MOHAIIAka

KoyuuHrotr e npornec Bo k0j ce mpoHaorame
cebecu, ce MpeucnuTyBame, ce mpugakame,
OCTaHyBaMe BO MHp €O ce0e, T BIeYNME CaMo
JeKIMUTe Off MMHATOTO, ja  MEHyBaMe
MEepCIIeKTHBATA Ha TJIe/Jahe Ha HEeIITaTa HaaBoP
0]l HAC U OBO3MOXKYBaM€ HCIIpPEIIETyBambe Ha
OM3HUC U (QaMHIMjapHUOT >KUBOT BO €IHA
XapMOHHMja KOja TO OJIECHYBa >HBOTOT Ha
KJIMECHTOT.

CBOUMTC LCIKM H
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2. lllTo xoy4HHrOT €, a IUTO He e!

Mako uMa TeHIEHIMja KOYYMHIOT Jia ce
IIOMCTOBETYBA CO IICUXOTEpAInjara, TPEHUHIOT,
MEHTOPCTBOTO WM KoHcanTuHror TOJ He e
HUILITO o7 Toa. Mako e rmpouec Ha KoHBep3aluja
(pa3roBop) KOYYMHIOT HE € TaKa €JHOCTABEH 3a
pabora. Toj ce Temenu Ha CTPYKTypHU

Hpamafba KOU AJaBaaT HOBU YBUIU U KIIMCHTOT
cexoramr  Joara JIO  OArOBOPUTE  cam,
MHTEPBEHIIMja Ha HUBOTO HAa TMPOLECOT H
CTPYKTypara Ha HaYMHOT Ha KOj IO KOPHCTUME
COIICTBEHUOT YM, J1aBalkbe¢ Ha KOHCTPYKTHBCH
bunbek ce co 1en Ha MOCTUTHYBame Ha
KBAJIMTCTHHU yBUIU BO COIICTBCHOTO
(byHKIIOHUpabE.

e =

MCUXOTEPAMWIA
'O JIEYY MUHATOTO

Cauka 0p.1: Koyuunr npouec

Jla HampaBMMe IUCTHHKIIMjA CO TIOMMHUTE
KOU C€ TIOMCTOBETYBAaT CO KOYYHMHT IPOIIECOT.
HajuecTto KOy4HMHT MPOIECOT CE€ MOMCTOBETYBA
CO TMCHUXOTEparuja,H0 C€ pa3iuKyBa BO
IPaBeLoT BO Koj ce pabotu. Ce paboTu co cet
TEXHUKH KOU C€ KOPUCTAT 3a TPETHpame Ha
MEHTAJIHOTO  3]paBjeé ¥  EMOLMOHAIHUTE
npooiaeMu u HEKOH TICUXH]jaTPUCKH
nopeMeryBama. Taa € OOMYHO HacoyeHa KOH
npoydyyBame, JICUCHhe U CIpeuyBambe Ha
NCUXWYKUTE aOHOPMAJHOCTH W  JyIIEBHU
0O0JIECTH KaKo M pexabuinTanuja 1 3aiiTuTa Ha
TYIIEBHOTO 3/IpaBje.

TpeHHHTOT ce OomHecyBa Ha TOAYYyBame U
HacTaBa OJHOCHO TPEHUPAamkE BO BUJA Ha
YCBOjyBalk¢ Ha 3HACHA WM BEIITHHU HU3
HCKYCTBEHH BEXOH.

MEeHTOpPCTBOTO € TMPOIeC BO KOj TMOMAIIKY
MCKYCHa 0c00a € BOjIeHa OJ1 UCKYCEH MEHTOP KOj

TPEHUHI

TIOZLYYYBA

I'0 IIOMHHAJI TOj 11ar. MGHTOpOT T'm 3Hac
OArOBOPUTEC Ha IMpallamkaTa Ha KJIMCHTOT, a BO

KOYYHHI nmponecor  TPEHEPOT IMOoCTaByBa
nmpamama, a KIHCHTOT CcaM noal'"a 0
OATOBOPHUTE.

KoHcanTuHroT ce oiHecyBa Ha JaBame Ha
COBE BO 00JIaCT BO KOja TIOCTOHM CTPYYHO JIHIIE
3a TOa KO€ ja BKJIy4YyBa CBOjara €KCIIepTH3a BO
oJlpeieHa obaacT U paboTH co Lena pupma Uiu
CO TIOCIMHH JIETIOBH O] Hea.

4. 3omITO KOYYMHI NPOLECOT € BaKeH 3a
MaHayepuTe

OBOj mpomec € BaeH 3aroa MITO HMa
CTPYKTYPHpPAaH MPHCTAI U My OBO3MOXKYBa Ha

NOE/IMHEIIOT JIa HampenyBa BO XKHBOTOT H
CEeKoTalll € Bp3aH 3a IIOCTUTHYBambE Ha IPOTpec.
Toa e BemTrHA CO KOja My Ce oMara Ha Jipyrara
ocoba ma ro ,,u30UCTpH,, WU JIa ja OCBECTH
CBOjaTa MOMEHTAaJHa COCTOj0a M Jia MpUCTaNH
Ha pecypcHuTe KOM K€ ITIOMOTHAT J]a TH OTCTPaHU
,,[IPENPEKUTE Ha MATOT,,H TIOJIECHO, TIOOP30 1 CO
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MOBHCOK CTENEH Ha BEPOjaTHOCT T'M HMCIIOIHH
coute cHumTa. OBOj mpolec My momMara Ha
nTyreTo Ja Kperpaar nporpecuBHa MIPOMEHa HU3
HOBUTE YBUAM KOM TW J00HBaar, ja paborar
noeukacHo, Ja TOCTUTHYBaaT IIOBEKe, J1a
MMaaT IMOBEKe W JONpHUHECyBaaT moBeke. Toj
OTBapa HOBH MOXHOCTH, €HEpruja, (oKyc,
BEUITUHM M YXHUBambe  IEJIOCHO  BO
nocrurHarute pesynraru.%®

MeHnariepute Kako Jiyfe KOM HajYecTo ce
CBPTEHH KOH ITOCTUTHYBa-€ Ha OAPEICHH LIEIH
BO KOWM ITH BHECYBaaT MAaKCyMyM CBOHTE
CIOCOOHOCTH € BaKHO Jla Ce ,,IIOIJIONKAT,, Ha
WHIUBUAYAIHU KOYYHHT CECHHU 3a Ja AoOujar
HOBH YBUJH, HO3U CO3HAHHja W OIrOBOPH 3a
OJIpEJICHH Tpalliamka KOM T MayaT Kako Ou Ouie
nmoeukacHU BO cBojara pabora, Ou TH
KOpPHUCTEJIe MAKCUMYM CBOUTE CIIOCOOHOCTH, HO
O]l IpyTa cTpaHa O JOOMBaJIe CO3HAHM]A KO CE
Y KOM cakaart Jja Oujar, Koj IpuMep cakaar Ja ro
MOKaXKaT, Ha KOj HAYMH cakaar Jla TH pelraBaar
KOQIUKTHO-CTPECHUTE CHUTYyallud, Kaje ce
,,3aI7IaBEHN BO ce0e,, U [T TOCTOM HEIITO
IITO MOXKE Ja TO YHAampeaaT BO COICTBEHHOT
YKUBOT KaJIe KaKo KpajHa I1eJ1 ke Oujie emoIijara
KOja ja 4yBCTBYBaar, a T ucnonHysa. [Ipu Toa
MHOTY € BaKHO Jia Ce TIOCTaBar IIeii, a BeKe €
JIOKaXKaHO JieKa JIyfeTo HeMmaar elyKaluja Ha
KOj HAYMH J1a OCTaBaT [IEJIH 1 J1a Kperpaar mar
70 HUBHa peanuzanyja. Toj mar Tpeba ga e
HAJKpaTKUOT U HAjJJIECHUOT Mar Mo Koj Tpeda aa
OZIaT OJ] CUTE KOM Ce HyJaT, a Npo(heCHnOHATHUOT
KOyY IoMara Jia TUe BJie3aT BO HaJOP30TO TaKCH
KO€ CTMTHYBA JI0 11€JITa CO HUBHA UHCTPYKIIH]a.

[ToHekoram TOBOJIHA € CaMO MOJPIIKATa Ha
KOYYOT 3a Jla MOXX€ KJIMEHTOT Ja ce (Gokycupa
Ha penIeHueTo M 1eTa. Toj co moaapikara Koja
ja nobuBa neduHUpa e BO Koja roJieM Jiel ce
MOCBETYBA Ha €KOJIOTHjaTa, a Toa 3HA4YH IITO On
nobune, a mTo OW M3ryOMie TpPU HEJ3HHO
ocTBapyBame. EfHa o BaKHUTE CETMEHTH BO
KOHTUHYUpaHaTa IMpoOMEHa Koja € eIUHCTBEHa
KOHCTaHaTa HU3 KHUBOTOT J]a OCBECTHME KOJIKY
Ou ce paayBaje Ha IMOCTUTHATaTa el ako MpH

108 Coaching akademija Slavica Squire — Coaching
starter skripta za prolaznici (interna skripta), str.5, 2017

TOA M3TyOMME HEIITO IITO HU € MHOTY BAIllHO
WM MaK TY NOTra3uMe COTICTBEHUTE BPEIHOCTH.
KoyunHr mpomecor € BaxeH 3aroa IITO
OBO3MOXKYBa W TpaHcpep Ha 3HacwHe U
BEIITHHUTE BO mpakca. Cropen cropoBeneHH
ucrpaxyBama (Rackham N. 1979 — Xerox
corporation ) HampaBWJI HMCTPAXKYBALE YHH
pe3yaTarn  TOKaxale  JeKa 87% ol
HOBAHAYyYCHUTE BEIITHHH MOXAar ga Owujar
U3ryOeHH aKo MOClieé TPEHUHIOT HE MOCTOU
KOy4YUHT KOj OWM TH TOJAPKAICTEKHATUTE
3Haema.

KoyuuHT miporiecoT Hy/iu HOBa Mapajanrma 3a
npoMeHa, y4deme U MeHayuMeHT. Kako HoBa
napaJnrmMa oBaj Mpolec HyIu HOB MpHCTaN 3a
audHa TpaHcpopmanuja u obHoBa. Bo Toj
npoIiec ,,cMe MOKaHEeTH,, J]a Pa3MUCIyBaMe 3a
IpOMEHM BO Hacoka Ja I[OCTaHyBaMme
nonobpu,ja  0ageMe  HOBM  BEIITHHH,
dboxycupaHH Ha MpaBell U eI Kako U /1aBambe
U TIpUMame Ha KOHCTPYKTHUBEH ¢umdex. 3a
pa3jiuKa OJ KOCAITUHIOT M IMOIy4YyBameTo,
KOYYHHTOT He T0o/Ipa3dupa JieKka HEeITo He € BO

pen.

5. Heypo-J1HHIBHCTHYKO NpPOrpaMupame —
BPBHAa  MeETONOJIOTHMja 3a  JIHYEH H
npogecrnoHaneH pa3Boj

Heypo-TMHIBUCTHUKOTO TPOrpaMHUpame €
BpBHA  METONOJIOTHja  3a  JIMYEH U
npodecroHaeH pa3Boj. Ce onuiryBa 0OMYHO
Kako  ,,JIpoydyyBame€ Ha  Cy0JEeKTUBHOTO
UCKYCTBO,, WJIM HajeJHOCTABHO PEYEHO KAaKO
HAuMH Ha Koj Jyrero (yHkuuoHupaar. Toa ro
BKJTy4yBa HUBHHMOT IOIJIE]] HA CBET, HAYMHOT Ha
KO] pa3MuciyBaal ¥ T'M  MeMOpHpaar
uHpOpPMaILIUUTE, KaKo IJIAaHUPAaT, KOM aKIUU T
npe3eMaar, Kako JOHecyBaaT OUTYKH Ha KOj
HaYMH ce OJHecyBaaT cmpema celOecu H
JpyTHUTE.

OBaa MeTOJI0JI0THja € HacTaHaTa € Off CTpaHa
Ha Puuapn bangep u [lon I'punnep (Richard
Bander u John Grinder) Bo 70 TuTe roguHHA BO

109 The coaching controversy, training and development
journel, 33 (11), 14, 1979.
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CAJl. Oxg toa Bpeme HaBaMy ce mpudaka u
KOPUCTH UIMPOKO HHU3 CBETOT (Kako Ha
UHIUBUAYAJIHO Taka ¥ Ha OpraHu3anucko
HuBo).10

H-3naun HEYPO, ogHOCHO Kako CBETOT Ce
JOKUBYBa U 3a0eyie)KyBa HU3 HAILIUTE YyBCTBA
HU3 KOM ja Kpeupame Hamara peanHoct. [loroa
oyksara JI mro 3naun JIMHI'BUCTHUYKO mTo
Ce OJHEeCyBa Ha HAIIMOT ja3WK TMPEKY Koj
3amasyBaMe€ M NPEeKy HEero KOMYHHIIHpame.
Honexka I1 unu [TIPOI'PAMUPAIGE ce onnecysa
Ha HAIIETO BHATPEUIHO MPOLECUPAE, BO KOE
BJIETYBa COIICTBEHATa IpeTcTaBa (CIMKara 3a
camuTe cebe) M HaIleTO OJHECYBambe KO€ BO
rojieM jen 3aBucu M ox Hea. Ce WITO cMe BO
cocTojba Ja HampaBUMe WJIM Jla HE HalpaBUMeE
ja uMa cBOjaTa OCHOBA BO HAIINTE MEHTATHH
nporpamu. Criopes Toa CHocoOHOCTa Ja ce
HalpaBy HEIITO HOBO WJIM HA TIOMHAKOB HAuYWH
3aBUCH O MOXKHOCTa Ja BIHUjaeMe Ha
obpacmure Ha pa3MuUCITyBame, Ha
penporpaMupame Ha MeHTajIHuTe npouecy. 1

Ako M 3eMeMe BO IMpelIBUJl MEHAaLIEPUTE
Kako IeJIHA Tpyla U UM MOCTaBUME TMpallame
IITO 3a HUB 3HaYd pacToT Ha KOMIIaHHWjaTa,
npodecroHanHara paboTa, KBAIUTETOT WU
e(pUKacCHUTE COCTAHOLIU Off OJTOBOPUTE KOU Ke
Oujar pa3IMyHH ke MoXkeMe Jia [epuHupame Ha
KOj HaUMH pa3MHCIIyBaar, IITO UM € HUB BaXKHO,
Ha LITO ce cTaBa NpuopuTeToT U cil. [loeHrara e
BO TOA J1a MO>K€OM HaydyHMe /a TU MOYUTyBaMe
pa3NUYHOCTUTE (Mama He € Tepuropuja e
npsuotr akcuoMm Bo HIIII) ma cBatume wu
HaydyuMe o]l Kajie MOTEeKHyBaaT U IpU Toa Ja
ougeme Bo Mup co ceoe.

HJIII e KOMyHUKalMOHEH MOJAEN KOj
o0jacHyBa Kako ja Kpeupame HaIiara
,,BHaTpeIllHA perpe3eHTallrja,, Ha OHa IITO ce
CllydyBa BO HaJBOPEIIHUOT cBeT. BHaTpenrHara
pernpe3eHTalrja Koja ja iMaMe 3a HeIITo € 30up
Ha WH(MOpPMAIIMK KOM TH UMaMe BO HAITHOT yM

Onttp://psihologija.com.mk/nevro-lingvistichko-
programiranje/

11 Tool book for mind, NLP institute Slavica Squire,
NIp practitioner sertifikacioni trening program IANLP,
NLP institute D.O.O

BO KOMOWHAIIMja CO TMPETCTaBUTE, 3BYIUTE,
yyBCTBaTa, BKycoBUTEe U Mupucure. [loaeka
pasroBapame co KOJIETHTE ceKorarr
cropeiyBame, H3rpajyBaMe, BiHjaeMe H ja
MEHyBaM€ HalllaTa W HHUBHATa BHATpEIIHA
penpesenTanuja.tt? Buarpeunure
pernpe3eHTalny Ce COo3/1aBaar co OMOII Ha TPU
MEHTAJIHU poLecu KaKo Opuiieme,
U3BPTYBakE U BOOMIIITYBAKE.

[TpoyuyBajku ro HJIII mnm 3amo3HaBameTo
CO OBaa METOJOJIOTHja Ha MCHAlIEpUTe OU UM
JIOHETI0O OJIECHYBak€ U NoAo0pyBame Ha
KOMYHHKAIIFjaTa BOOMIITEHO, 3all03HABAKE CO
MeTa MOJEJIUTE U OJpelyBambe Ha HAYMOT Ha
MOTHBHPAkE Ha THMOT, jJaCHO MTOCTaBYBamke HA
1[eJH, ,,KOTIambe,, IO CONICTBEHUTE YBEpPYyBamba U
BPEIHOCTH KOWM K€ ja HWCKPUCTAIM3UpPAAT
CJIMKaTa Koja ja umaar 3a cede, a Co Toa MOXKe U
Ja ja TPOMEHAT, Kako ¥ JOBame Ha
KOHCTPYKTHUBEH (pui0eK, MpoMeHa Ha HaYMH Ha
BOJICELE HA COCTAHOKOT, KaK0 M €IylHparmke Ha
pebpeMHUHT KOj € MHOTY KOPHUCEH 3a
noo0pyBame Ha KOMYHHKAIIM]aTa 1 MEHYBAbE
Ha KOHTEKCTOT U 3HAYECHETO BO JAPYr IpaBell
IIITO HOCH OJICCHYBAME Ha JIpyrara CTpaHa Kako
u Oypa Ha ujiey Ipy MpUMEeHa Ha CTPATETUUTE U
TEXHUKHTE KoU ru uma MHory Bo HJIII u xon Ha
HEKO] HauMH CTBapaaT uyza.

6. MeTonoornja Ha HCTPAKYBambe

HctpaxyBamero Oemle HampaBeHO BO
OWUTOJICKMOT PETHOH, a KaKO PErpe3eHTaTHBEeH
npuMepok Oea wucnurtaHu 54  MeHayepw,
TMPEKTOPH, YIIPABUTEIH WM OATOBOPHU JIIA
Kak0 W pPaKoBOIUTENM Ha cekropu. llpu
CTIPOBEYBAkE HA HCTPAXYBABETO Oerre
KOPHCTEH MHCTPYMEHTOT MHTEPB]y KOj omdaka
5 OCHOBHM TIpamiama, 10 TPOIEHKA W
noAnpamame Ha OHOj KOj TO  BpIIU
HCTPaKyBambETO CO LIEJ JIa Ce M3BJIeUE O] €/1eH

12 Tool book for mind, NLP institute Slavica Squire,
NIp practitioner sertifikacioni trening program IANLP,
NLP institute D.O.O, str.4
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HCIIMTAHUK OHA INTO MAaKCHUMAaJHO MOXE BO
OJTHOC TeMmara M Ja ce J00HjaT BEPOAOCTOJHH
MOJIATOIM BO BPCKA CO UCTOTO.

7. Pe3yararu u AMCKycHja

Bo omnoc Ha wuHpOpMHpaHOCTa Ha
UCTIUTAHUIIUTE OKOJIY MOUMOT KOYYHHI OKOIY
80% o1 MCIMTAaHULIUTE CIIYIIHAJE JIeKa I0CTOU
TaKOB IIPOLIEC WM TPEHEPH 32 JINYEH Pa3BOj KOH
ro paborar Toa , HO HCT € MPOLEHTOT Ha
UCIIMTAaHW KOM HE TO 3HAaT 3HAYCHETO Ha TOj
TepMHH W UHPOpManHja 3a Hero go0wmie
CIy4ajHO TPEKy peKIaMd Ha COLMjaTHUTE
MpEXU 3a OfpeleHH OOyKH, TPEHUH3U U
pPaOOTHITHUIIM KOM CE€ OIHEeCyBaaT Ha JMYHHOT
pa3Boj Ha IMOEUHIICOT.

Bo omHoc Ha wuHpOpMHpaHOCTa Ha
ucnutanumure 3a HJIII — kako BpBHa
METOJIONIOTHja 3a JIMYeH MW MNpodeCHOHAICH
pa3Boj 3arpmwkyBa (aktor mTo 99% on
UCTIMTAaHUITE HUKOTALI HE CIIyIIHAJE 3a OBOj
TEPMUH HHUTYy NIAaK HMMaaT I[peTcTaBa JieKa
Heypo-IMHIBUCTHYKOTO — NpOTpaMHpame €
eAyKalMja 3a TMomo0pa KOMYHHKaldja W
pa3bupame Ha caMuOT ce0e M OKOJIMHATA.

Bo omHOc Ha mocereHocTa Ha OOyKH Ha
MeHayepura o objlacTa Ha JMYHHOT pa3Boj
95% on ucnuUTaHUIMTE HE MOCETYBaaT TaKBU
o0yKku uiau TpeHuH3U. Bo ocrarokot on 5% ce
WCTIUTAHUIITE KOH MPEKY COLUjaTHUTE MPEKH
ce uHpopMHMpaar caMH, HO JIO JEHEC He
nocetwie oOyka onx TakoB Tum. Mako ce
300pyBaiiie 3a Apyr 0OyKH KOH CE TOCETYyBaar ce
KOHIIEHTPUPABME Ha TOa JIajii Ce€ Toa OOYKH BO
KOU CTPUKTHO C€ CIIOMEHYBaaT rOpeHaBeIeHUTE
TEPMUHH.

3a OTBOpPEHOCTa Ha PAKOBOAHMUTE KaJpu Ja
ce MHQOpMHpaar U Ja rnoceTar HeKkoja oOyka oJ1
OBOj THUI IO MPETXOAHA KpaTka eaykKaluja 3a
HuBHOTO 3Hauewme 100% o1 MCHUTAHUIIUTE CE
U3jacHWIIE JIeKa C€ OTBOPEHH 3a HATaMOIIHH
eIyKallud KOW JaBaaT HOBH TIEPCIICKTUBU H
yBuau. Mako nen on HHMB MMaa CKENTHYCH
OHOC KOH TOa JieKa efHa o0yka MOXKe /a TO
IIPOMEHU ,,TIOIIEJIOT Ha CBETOT,, CEMaK Toa He ce

3eMa Kako BEPOJOCTOCH MO/IAaTOK 3aToa IITO Ce
padoth 3a Cy0jeKTMBHOTO YYyBCTBO Ha
HUCITUTAHUKOT.

3AKIy4OK

Ox cIIpOBEEHOTO UCTPAXKYBAEHE MOXKE /1a CE
nobue reHepaJieH 3aKIIy4OK JieKa
MHCTUTYIUHUTE, (UPMHUTE WM IPETIpUjaTHjaTa
YUM PAKOBOAHM KaJapu Oea omn¢areHu BO
UCTPAXXYBambETO HE ce MHPOPMUPAHU 32 HOBHU
TPEHUH3U WM OOYyKM KOM C€ OfHEeCyBaaT Ha
pa3Boj Ha IUYHOCTA BOOMTO. Cy0jeKTHBHOTO
YyBCTBO HAa HCIMTAHUKOT € JIeKa HeMaarT HHU
JOBOJHO  HWH(pOpMamuu  Kom O TH
3aMHTpUTHpalie Ja pa3MUCIyBaaT Ha OBHE
TEMH, a CaMH HE C€ JOBOJHO MPOHUKIMBH U
uMaar Ipyru NpUOpUTETH.

Ho, xako mTo ce Benu ,,KOj HE3Hae My ce
POCTYBa,, UCTPAXKYBamkETO Hc(hpia MOJATOK
Jeka Tpeba Ja ce HampaBu HAmop Ja ce
peanusupaar MHPO eAyKauu WIM Ja ce
MPOHAjIM BUCTUHCKHUOT TAaT 32 WH(POPMALUUTE
Jla CTUTHAT /10 OHME Ha KOU UM Ce HajIOTPEOHH.

Enynupannor kamap ox obnacta  Ha
xoyurHror u HJIII e penaruBHO Mai, OAHOCHO
CIIOpE]l CETallHUTE CO3HAaHWja Ha HUBO Ha
OWUTOJICKM PEruoH joarame 10 €IHa JUYHOCT

ceprudunpaHa W eAylupaHa IO OBHE
npalama.
Ho, cemak 3a ma ce [JOCTATHE JWYHA

eKCIIaH31]ja BO Pa3BOjOT, HO HCTOBPEMEHO Jia ce
nonobpu armocdepara BO WHCTUTYLHMjaTa BO
Koja ce paboTH MpeKy COICTBEH MpUMep Tpeda
Jla ce HalpaBH HAMop Ja ce nHpopMuUpaar wim
OJIBOJOT CPE/CTBA 3a €AyKalija Ha KaJ[puTe KOH
3a BOJIja Ha BHCTUHATA TM HEMa BO BUTOJICKHOT
peruoH. Pesynrarure xom Oum ce gobuine ce
cBenyBaar Ha m3jaBata Ha (Garetha Morgana
KOja BeJIN:

,,HHe IMame MHOTY TOTOJIeMO BIIMjaHHEe Ha
CBETOT OKOJTy ce0e OTKOJIKY LITO MUCIIUME, IITO
BO MEHallepCKa CMUCIIA 3HAUH JIeKa MEHAIepUTe
Mopaar MpBO Ja ce corjenaar cede U CBOETO
JieNTyBabe WM HEJeNyBame, a He Ja Oapaar
o0jacHyBama BO OKOJIMHATA..... BO MHOTY
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CllyyaeBM MPHUYMHUTE 3a Kpu3a Owine Bo  Jlureparypa
oOpacuuTe Ha pa3MHUCIIyBamhe Ha MEHAIEPUTE, a

HE BO HAJIBOPEIIHUTE CIIyqyBamba,,. 1. Coaching akademija Slavica Squire:
Oga naBa yBuj Jieka ce Tpeba aa 3anmoune o~ Coaching starter skripta za prolaznici (interna
HAC CaMH........... skripta), 2017.

2. The coaching controversy, training and
development journel, 33 (11), 14, 1979.

3. Tool book for mind, NLP institute
Slavica Squire, Nlp practitioner sertifikacioni
trening program IANLP, NLP institute D.O.O.

4. http://psihologija.com.mk/nevro-
lingvistichko-programiranje/
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MARKET COMPETITION OF MILK
AND DAIRY PRODUCTS INDUSTRY IN
COMMUNITY BITOLA ON CONCERN
OF CONSUMERS

Abstract

Consumer orientation represents a set of
values of the companies from the industry for
the production of milk and dairy products and
its employees whose primary concern are the
consumers and their needs are. The needs and
preferences of consumers are not permanent
because they change over time. The activities
that the competing companies from the industry
for the production of milk and dairy products
take depend on those needs and preferences.

For the needs of this paper a research was
conducted using a questionnaire in order to
perceive the needs and preferences of
consumers as well as their satisfaction with
dairy products. The research included 180
respondents, randomly selected for up to 25
years of age. The questionnaire consisted of
questions that related to the daily use of milk
and dairy products that the participants use in
their diet. The results show that 80% of the
respondents use the products of the companies
from the industry for the production of milk and
dairy products, while 20% of the respondents
use the products of individual producers.

Keywords: milk production, dairy products,
consumers, producers, competitiveness.
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ITABAPHATA KOHKYPEHTHOCT HA
NHAYCTPUJATA 3A TIPOU3BOACTBO
HA MJIEKO 1 MUVIEYHH ITPOU3BOIU
BO OIIILITUHA BUTOJIA O ACIIEKT

HA ITIOTPOIIYBAYUTE

AncTrpakr

OpueHTanyja KOH MOTPOUIYBAauYMUTE IIpe-
CTaByBa 30Mp HA BPEIHOCTH HA KOMIIAHUHTE O
o0yacta Ha MHAYCTpHUjaTa 3a MPOU3BOACTBO Ha
MJIEKO M MIJIEYHH TPOM3BOAM M HEJ3UHUTE
BpaOOTEHM KOM BO TMpB IUIAH TW MMaaT
NOTPOLIYBAYUTE UM HUBHUTE  MOTPEOH.
[Torpebute M xenbUTe Ha MOTPOLIYBAUYUTE HE
ce MOocCTojaHa Mepka OuJejku THe ce MeHyBaar
co Tek Ha BpemeTo. O oBUE MOTPEOH U KeJIou
3aBHCAT AKTUBHOCTUTE KOW TM IIpeB3eMaaT
KOHKYPEHTCKUTE KOMIIAaHMM O]l o0JylacTa Ha
MHAYCTpUjaTa 3a MPOM3BOACTBO Ha MJIEKO M
MJIEYHU TIPOU3BOMM.

3a Taa 1men 3a MOTPeOUTE Ha OBOj TPYHd €
CIPOBEJEHO MWCTPa)KyBame CO IIOMOII Ha
aHKETeH MpallaJlHUK CO ILIeJl J1a ce corjieqaar
NoTpeOUTe M XKenduTe Ha MOTPOIIYBAYUTE KAKO
U HUBHOTO 3aJI0BOJICTBO  OJf MJIEUHUTE
npou3Bou. Bo uctpaxxyBameTo 0ea BKIy4YeHH
180 wucnuTaHunM, MO CiIy4aeH u300p Ha
BO3/JpACT [0 25 TOANHU. AHKETATa C€ COCTOU OJ1
Ipallama KOU Ce OJIHeCyBaaT Ha CeKOjJHEBHATA
ynoTpeda Ha MJIEKO M MIIEYHHM IPOM3BOJU KOU
UCIUTAHUIIUTE TH KOpPHUCTAaT BO CBoOjaTa
ucxpasa. Pesynrarute nokaxysaar neka 80%

135


mailto:n.petrovska@yahoo.com
mailto:biljanamarkovskapetrovska@yahoo.com
mailto:n.petrovska@yahoo.com
mailto:biljanamarkovskapetrovska@yahoo.com

0J1 ICIUTAHUIIUTE T KOPUCTAT MPOU3BOJIUTE HA
KOMITAaHUHUTE O] 00JlacTa Ha MHAYCTpHjaTa 3a
MIPOU3BOJICTBO HA MJIEKO M MJIEYHU MTPOU3BOM,
noaeka 20% oa UCHUTAHUIUTE TM KOPHUCTAT
MPOU3BOJUTE HA HHJUBHUAYATHUTE MPOU3BO-
JATENN.

Kiayynn  300poBM:  wuwHAycTpuja  3a
MPOU3BOJICTBO HA MJIEKO, MJICYHH MPOU3BOIH,
MOTPOIIYBa4M, MPOU3ZBOJUTENHN, KOHKYpEH-
THOCT.

Bosen

KoHKYpeHTHHOT Tazap € OHOj BO KOj TOJIeM
Opoj MPOM3BOIUTENH CE HATIpPEBapyBaaT €IHU
CO Jpyrd 3a Ja TH 33J0BOJIAT IMOTpeOUTE M
xKenbute Ha rojeM Opoj morpouryBauu. Bo
KOHKYPEHTEH Ta3ap, HUTY €JeH MPOU3BOIUTEI,
HUTY Tpylna MOPOM3BOJAMTENM W HHUTY €IeH
MOTPOIIYBad WJIM TpyNa MOTPONIyBaud He
MOXaT Ja JIUKTHpaaT Kako (YHKIMOHHPA
na3apot. McTo Taka, THE HE MOXe ITOeIUHETHO
71a ja oipear IeHaTa IPOU3BOANTE U YCIyTHTE
Y HUBHATA pa3MeHa.

KonkypeHTckute masapu ce popmupaar mnoj
OJIpesieHN ycIoBH 1 Toalls:

e MotuBu 3a oOcTBapyBame Ha THpodur,
cnobonHu mazapu ce (QopMmupaar Kora
MOTHBOT 3a NpodUT Moxke Jga Oune
3aJI0BOJIEH.

o [IpuHIMIIOT HAa HAMATyBamke, PE3ePBUTE HA
YlyCcTa IMpHUBaTHA CTOKA Ke ce HamajaT Cco
OTKYNOT Ha g00para.

e [IpuHIMNOT Ha PUBAJICTBO,
MOTPOILYBAYNTE Mopa na ce
HATIIpeBapyBaaT €IHW CO JPYrH 3a Ja ja
nobujat OeHeduimjata 00e30eneHa Of
n00pOTO WK ycIyrara.

e [IpyHIMIIOT Ha WCKIYYUBOCT, 3a Ja cCe
dopmupaar maszapu, OJX  CYIITHHCKO
3HaUeHE € TMOTPOIIyBayuTe Jaa Oujar
UCKJIY4YE€HU Off JOOMBAHETO KOPHUCT ILITO
noara oJ1 MOTPOITyBaYKaTa.

3http://www.economicsonline.co.uk/Competitive_ma
rkets/Competitive_markets.html#The_profit_motive

e [lpunmunor Ha otdprname, [lorpedHo €
MOTPONIYBauUTe J]a OMIAT BO MOXKHOCT J1a
0J01jaT CTOKM aKO HE TH caKaaT WM UM Ce

HOTPEOHHU.

KoMmOunupanute edekTd o7 TropeHa-
BEJCHUTEC  KAPAKTEPUCTUKH  3HAYM  JIeKa
nazapure ke ce (Gopmupaar  Oumejku

npeTnpueMadnTe Ke Ouaar MOATOTBEHH [
pe3eMaT PU3MLIM [TOBP3aHU CO IPOU3BOACTBO U
cHa0OayBame Ha 4KcTa InpuBaTHa croka. OBa e
3aToa WITO NOTpOIIyBauuTe ke  Oujar
NOATOTBEHM Ja Iulatatr 3a Jo0poTo, a
IPOU3BOUTENUTE K€ MOXAT J1a I'M Hariakaat
CBOWTE NPOM3BOAM OJl IITO K€ MOXar Ja
3apa0oTaT NPUXO/AU U JIa HallpaBaT NPOQHUT.
Jlenec MokeMe Ja TPETIIOCTaBUME JIeKa
peuucH cekoe pabOTHO OIKPYXYBame IpeT-
CTaByBa KOHKYpEHTHa cpenuHa. lIpumapHUOT
U3BOp HAa KOHKYpPEHIMjaTa MOXKE J1a Bapupa 0J1
enHa obnact Ha pabora 1m0 Apyra, HO HMa
KOHKYpEHIIMja Koja Joara oJf APYrH JIOKaJHU
WIA PETMOHATHU (PUPMH M KOHKYpPEHIHja O
Ha/IBOp O/ KOMIIAaHUM JIOLMPAHU HU3 LEIHOT
ceer. KoHKypeHIMjaTa MOXE J1a c€ TIO0jaBH
HaBUJAYM OJl HHMKajae, CO I0jaBaTa Ha HOBH
NPOM3BOM KOM TH 3aMEHyBaaT TEKOBHUTE
IPOM3BOJIM CO MOCAKyBaHU MPOU3BOJIU UM CO
IPOM3BOJIM KOM THM 00e30e1yBaaT HUCTHUTE
O0eHeuUTH CO JPACTUYHO MOHUCKHU TPOLIOLH.
Co men na ja 3ronemar cBojara Ta3zapHa
KOHKYPEHTHOCT KOMIaHMUTE Tpeba na Ounpat
HACOYEHHU KOH KOH ITOCTOjaHO UCTPaKyBambe Ha
noTpeOuTe M KelOuTe Ha MOTPOIIYBAYUTE BO
OJTHOC Ha TIPOU3BOJUTE KOU TH MPOU3BEIyBaaT
¥ BO OJTHOC Ha TOA KaKBM IPOU3BOIU OU cakaie
MOTPONIYBAaUYNTE KOMITAHMHUTE Ja BOBEAAT BO
cBojara mporpama. CKopo cekoja KOMITaHHja
KOoja pabOTH BO KOHKYPEHTCKa CPEIMHA MOXKE
MHOTY Ja Jo0Me CcO HCTpaXyBame Ha
noTpeduTe 1 KeNOuTe Ha MOTPOLITYBAYUTE KaKO
U CO UCTpaXyBambe Ha KOHKYPEHTCKUTE
KOMITaHWU Ha ma3apot. KommaHnujata mMopa na
I'M OJJpeAM BHJIOBHTE HAa KOHKYPEHIIWja, Ja T'H
CJIeZI KOHKYPEHTCKHATE aKTUBHOCT M Ha Kpaj Jla
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IO MPOLEHH HUBHHOT €(QEKT Ha HEJ3MHUTE

onepam/m.l”

2. MeTo10/10TMja HA UCTPAKYBamb€

Co xopucreme Ha aHKETEH MpalIaHUK €
CIIPOBEACHO HCTPaXyBame 3a IMOTPEOUTE U
KeJIOUTe Ha MOTPOIIYyBAauMTE BO OJHOC Ha
KOMITAaHUUTE O] o0acta Ha WHAYCTpUjaTa 3a
MIPOM3BOJICTBO HA MJIEKO U MJIEYHH ITPOU3BOJIU
Bo OmmtuHa butona. Bo uctpaxkyBamero 6ea
BKiydeHH 180 ucnuTaHuIm, 1o cirydacH u3oop
Ha BO3JIpacT /10 25 roqnHu. AHKeTaTa ce COCTOU
Ol Tmpamiama KOM Cce OJHecyBaaT Ha
CEKOjIHeBHATA ynoTpeda Ha MJICKO U MIICYHU
MIPOM3BOIM KOU UCITUTAHUIIUTE TH KOPUCTAT BO
cBojara wmcxpaHa. lIlemr Ha  aHKETHOTO
UCIIUTYBaWkE € Jla ce J0jle 0 3HacHme Jalu U
KaKO C€ KOPHCTAT IMPOU3BOIUTE HA KOMITAHUUTE
0ol on oOracta Ha WHIyCTpHjaTa 3a
MIPOM3BOJICTBO HA MJICKO W MIICYHH TTPOU3BOIU
Bo OnmtuHa butona. Bo ucrpaxyBameTo 6ea
ondarern UMb “Munekapa” AJl burona,
Mnekapa “Unean lllunka”, Mnekapa “3apasje
PamoBo”, KaKo u WHIMBHUTYaTHI
MIPOU3BOIUTENN Ha MIIEKO U MJIEUHU MTPOU3BOIU
ox Omrrnaa buroona.

3. Pe3ysaraTu u quckycuja

Pesynrature on aHamm3ara Ha aHKETHOTO
HCTPaXkKyBame I'0 MIOKa)xkaa CIEJHOTO:

Bo I'paduxon 1 e mpercraBeH BKYNHHUOT
Opoj] Ha aKeTHUpAaHUM HUCHHUTAHUIM  KOU
ONroBOpWJIE Ha npamamero. Jlaimm cre
KOpHUCTEJIE€ TMPOU3BOAM HAa MIIEKApUTE Of
Onmrruaa brurona?

114 czinkota M. R. and Ronkainen I. A.: “International
Marketing”, second edition, 1990.

I'papuxon Op. 1: Kopucreme Ha
NMPOM3BOH 0] OUTOJICKHTE MJIEKAPH.

80% -

60% -

40% -

20% -

0%
Jla He

M3BOp: CONCTBEHO NCTPAKYBAHE

On oBoj rpadukoH ce Tieqa JeKa Of
BKYmHHOT Opoj ©Ha wucrnuranumu (180)
JOMHHHMpAAT OJIOBOPUTE HAa HCHHUTAHULIUTE
KOM C€ WU3jacHWJEe JeKa TH KOpPHUCTAT
MpOU3BOIUTE OJ Miekapute ona OmnmTuHa
burona (73%), nacnporu 27% onx wucnu-
TaHUIIUTE KOM C€ H3jacHaJle JeKa He TH
KOPHCTAT OBHEC ITPOU3BOIH.

On pobueHWTEe OOrOBOpPU MOXKE Ja ce
KOHCTAaTHpa JieKa IMOCTOW 3HAYUTEIIHA Pa3JInKa
Mel'y HCIUTEHULIUTE KOU THU  KOPHUCTAT
MPOW3BOIUTE O Miekapute ox OmmTuHa
burtona u oHHe KOU HE TH KOPUCTAT.

JloOuenuTe onroBopy Ha mpamameTo: Kou
pou3Bou o Miekapute oj OmmtuHa butona
HAj9eCTO TH KOH3yMHupare?, ce MPEeTCTaBeH! BO
I'paduxon 2.
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I'padpuxon Op. 2: IlponzBoan Miekapure
on OmmruHa burona koum HajuyecTo ce
KOH3yMHpaar.
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Cupeme

0%

Muieko Joryprt

N3BOp: CONCTBEHO UCTPAKYBAKE

Crnopen 0BOj TpaIKOH MOXeE J1a ce Corieaa
neKa Hajrojem 6poj on ucniutanuimte (50%) ox
MpOU3BONTE HAa MiekapuTe ox OmnmruHa
burtona HajuecTo ro KOH3ymMHpaaT MIIEKOTO,
MoHaTaMmy  CjeayBa  JOTypTOT  KOj IO
KoH3ymHpaar 45% o1 uCHUTaHULUTE, AOJEKA
HajMan mponeHT (5%) oA HMCIUTAaHULUTE TO
KOH3YMHUPAAaT CUPEHETO.

On noOWeHHMTE TOAATOIIM MOXKE Ja ce
KOHCTaTUpa JeKa He TIOCTOM 3HA4yMTeNIHA
pasznuka Mery UCIIUTAaHUIIUTE KOU 'O KOPUCTAT
MJIEKOTO M JOTYpTOT BO CBOjaTa HCXpaHa,
J07ieKa pas3iKara oOJf HWCIUTAHWIUTE KOU TO
KOPUCTAT CUPEHETO CO OHUE KOU T'M KOPUCTAT
MJIEKOTO U jJOTYPTOT € roJjieMa.

Bo I'paduxon 3 ce mpercTaBeHn JOOMEHUTE
OJITOBOpPH Ha TMpamamero. Kom MiexapHUIH
cnopen Bac ce HajronemMu KOHKYpEeHTH Ha
nazapot Bo OnmrtuHa butona?

I'papuxon  Op. 3: KoHKypeHTHH
Miekapauii B0 Onmruna buroda.

ENWAUIO
OOOOOOO

I/I3B0p: COIICTBCHO UCTPAKYBALC

On noOueHuTe OArOBOPUM MOXKE Ja ce
KOHCTaTHpa JeKa CIOpe]  HUCIUTAHUIUTE
HajrojieM KOHKypeHT Ha mnaszapor ¢ MMb
“Munekapa” A/l burona co 60%, noroa cienysa
miekapara WMpuen Illumnka 3a koja ce uzjacHaiue
22% on ucnuranunute. [loHaramy criemyBa
miekapara 3apaBje PagoBo co 17% u
WHAUBUAYAJIHUTE MPOU3BOAUTEIN 3a KOU C€
uzjacHuiie caMo 1% o ncnuTaHuIuTe.

[Tornaramy Bo I'padukoH 4 ce mpeTcTaBeHH
NoOMeHUTe OJroBopH Ha mpamamero. Kou
MPOM3BOJIM HA TH CMETaTe 3a HajKOHKYPEHTHH
Ha 1azapot?

I'pajpuxon 0Op. 4: IlpomsBoam Kkou ce
KOHKYPEHTHM Ha Ma3apoT

30
25
20
15
10

[@Xéy]

M3BOp: COTICTBEHO UCTPAKYBAHE

On nmobweHUTEe OATOBOPH MOXE Ja ce
KOHCTaTHpa JeKa HCIUTAHUIUTE TH CMeTaaT
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npousBoaute Ha UMb “Muekapa” A/l burona
3a HaJKOHKYPEHTH Ha ma3apoT co 57% of xou
co 28% HajKOHKYPEHTEH MPOU3BOJI € MIEKOTO
Ha UMb “Mnekapa” AJl butona, nmonaramy
clieryBaatr jorypToT co 22% W KalkaBaioT CO
18%. Op ocraHatuTe MPOU3BOAM ClielyBa
MiIekoTo Ha 3apasje PagoBo co 15%, kpaBjoro
cupewe Ha Mpaean [lunka co 9% u nasnakara
Ha Unean llunka co 8%.

Bo onHOC Ha 11IeHaTa Ha MIIEKOTO ¥ MIIEYHUTE
npousBoau BOo ['padmkoH 5 ce mpercTaBeHH
noOueHuTe oAroBopu Ha mnpamamero: Ilro
MHUCITUTE 3a IIEHAaTa Ha MJICKOTO M MIICYHUTE
Mpou3BOaU?

I'paduxon 6p. 5: Llena Ha MJIEeKOTO H
MJI€YHUTE MPOU3BOIH.
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W3BoOp: CONCTBEHO UCTPaKyBaAkHE

JlobueHnuTe pe3ynTatd O OATOBOPHTE Ha
OBa Tpallamke IOKaXyBaaT JeKa HajrojeM
MPOLIEHT oA ucnutanuuure (62%) ce uzjacHuse
JeKa IIeHaTa Ha MJIEKOTO ja CcMeTaaT 3a
COOJIBeTHa, ToHaTamy crieayBaatr 20% on
UCIHUTAHUIIUTE KOM CE M3jacHWIIE JeKa IleHaTa
Ha MJIEKOTO ja cMeTaar 3a Hucka. OcTaHaTUTe
MIPOLIEHTH UM NpHUNaraaT Ha UCIIUTAaHULIUTE KOU
[[leHaTa Ha MJIEKOTO ja cMeTaar 3a Bucoka (16%)
U OHHE KOU IIeHaTa Ha MJIEKOTO ja CMeTaaT 3a
MHOTY BHCOKa (2%).

Bo I'padukon 6 ce npukaxaHu OATOBOPUTE
KOM ce OJJHeCyBaar Ha nparmamerto: Jlamm ou ce

O/UTydusie Ja KYyNUTE€ TMPOU3BOJ HOB Ha
nazapor?

I'paduxon Op. 6: Oniryka 3a KynyBame Ha
HOB NMPOMU3BO/ HA Ma3apoT.
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W3BOp: CONCTBEHO UCTPAKYBAHE

JloOuenuTe pesynTaTd Of OATOBOPHTE Ha
OBa TMpaliame I[OKaXyBaaT JeKa HajrojleM
MPOLEHT o1 uctutanuute (54%) 6u ommyune
Jla KymaT HOB MPOMU3BOJ] KOj OU ce MojaBUil Ha
mazapot, naojexka 16% on HCIUTAHUIUTE
MokeOu Ou Tro Kymuie HOBHUOT IPOU3BOJ
JOKOJIKY c€ TojaBu Ha maszapor. OcraHaTtute
20% ce onHecyBaaT Ha UCHUTAHULIUTE KOU HE
Ou Kymmiae HOB TIPOW3BOA OHWAEjKH ce
3aJJOBOJTHU OJ TMPOU3BOJUTE KOW TH HyHAAT
miekapure o Onmruna burona.

On noOueHWTEe OArOBOPUM MOXKE Ja ce
KOHCTaTHpa JeKa IOTOJIEMHOT TPOIEHT O
UCIIUTAHHUIIUTE OU ce OJUTyduIe 3a KyIyBame Ha
HOB MPOMW3BOJ Ha Ia3apoT INTO € IIOBOJICH
pe3ynTaT 3a KOMMIaHuMTe of objacta Ha
WHIyCTpHjaTa 3a MPOU3BOJICTBO Ha MIIEKO H
MJIEYHHM TPOU3BOJM JOKOJIKY O ce oJuTydunie
Jla HacTaraT co HOB TIPOHM3BO/] Ha Ma3apoT.

Pesynarature on AHKEHTHOTO HCIUTYBaHke
MOKa)XyBaaT  JieKa  IOTPOIIyBayWTe  Ha
NPOU3BOJIUTE OJ] KOMIIAHUHUTE OJ objacTta Ha
WHIyCTpHjaTa 3a MPOU3BOJICTBO Ha MIIEKO H
MieuyHu Tpou3Boau Bo OmnmruHa butona ce
JIOCTa 3a7I0BOJIHM OJI TPOU3BOJMTE IITO Ce
HyJaT Ha mazapor. Hajromem 0poj oxn
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ucnutanunure ja cmeraar UMb “Mnekapa”
A/l buTosa 3a HajJKOHKYpEHTHA Ha Ma3apoT Mpu
IITO Ce TOTKpEIMyBa Te3aTa Jieka OBaa MiieKkapa
ce Haola Ha BPBOT Ha MJIEYHATa UHAYCTHja BO
Hammara 3emja. OpueHTamyjaTa Koja oOBaa
MJeKapa ja uMa KOH KyIyBauuTe HMa
MO3UTHBHO BIIMjaHHE Ha NPENO3HABamE Ha
MIPOU3BOJIUTE O] CTpaHa Ha MOTPOLIYBAYUTE U
O]l KOHKYpEHI[1jaTa.

3akiy4ok

3a ocTBapyBame Ha TOrojieMa KOHKY-
PEHTHOCT Ha I1a3apoT I[e]ITa Ha KOMITAHUUTE OJ1
o0yacta Ha MHIYCTpHjaTa 3a MPOU3BOACTBO HA
MJIIGKO M MJICYHU TMPOU3BOJAU, KOU C€
OpPHEHTUPAHU TpeMa MOTPOUIYBAYHUTE € IpUKa
32 HUBHO 33JI0BOJIYBaH-€¢ CO HCIIOJIHYBAaWkE Ha
HUBHUTE moTpeOu u xendbu. Co men pa ce
MOCTUTHE HaBEJIEHOTO KOMITAHUUTE 01 00J1acTa
Ha UHIYCTpHjaTa 3a MPOU3BOACTBO HA MIIEKO H
MJICYHH  TIPOM3BOJU TO  yIOTpeOyBaaT
UCTPAXYBAkbETO Ha TMa3apoT Kako M APYrH
MPUCTANHK 3a coOMpame Ha WH(POpMAIMU 32 J1a
no0ujaT MOJAATOIM 3a TEKOBHHUTE JKETOM U
noTpedM Ha TMOTPIIyBauMTe, Kako H 3a
MMPOMEHUTE BO XKMBOTHaATa cpeanHa. Ce cmeta
JieKa OBHE KOMIIaHUU KOM BO CBOETO paboTeme
MIpUMEHYBaaT OpHUEeHTaluja npema
MOTPOIIYBAYUTE KOHTUHYUPAHO TH TMparaT
MPOMEHHTE BO JKMBOTHATA CpEeIUHA CO IIET
HaBPEMEHO Jia pearupaar Ha HalopuTe Ha
KOHKprHLIPIjaTa, KaKO 1 J1a TU MnpujraroaaTt CBOUTE
AKTUBHOCTU KOH IIPOMCHJIIMBUTC HOTpeGI/I Ha
IIOTPOILLYBAYUTE.

KoHKYpeHTCKUTE PEAHOCTH HA KOMITAHHHTE OJ1
obmacta Ha HHAyCTpHjaTa 3a MPOHM3BOACTBO Ha
MJIIEKO M MJICYHH MPOM3BOAM KOH BO CBOETO
paboTeme TNpUMEHyBaaT OpHEHTalndja mpemMa
MOTPOIIYBAYUTE CE TEMENM Ha 3aJI0BOJYBame Ha
norpeduTe M KenbuTe Ha MOTPOUIyBAauUTe Ha
nmoeuKaceH HAYMH Off KOHKypeHIujata. OBue
KOMITAHUKWTE ja OCTBapyBaaT MpeIHOCTa CO
TUIacUparme Ha KBAIMTETHH MPOU3BOIM, TpHKa 3a
MOTPOIYBaYUTEe, BPEAHYBal¢ Ha BPaOOTEHHUTE U
pa3BHBambE Ha CIIOCOOHOCTH KaKo KiTydeH (hakTop 3a
yCIiex.

PaboTtara koja € HacoYeHa KOH MMOTPOLIYBaYUTE
CTaHyBa OCHOBA 32 Pa3B0j HA YCIICIIIHA KOMIIAHUU U
OCHOBa 3a OCTBapyBamkbe¢ Ha KOHKYPEHTCKH
MPETHOCTH.
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2008.
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Karapuna PAJJIVIOBAYKHA

dakynTer 3a MPUMEHEHN MEHAIMEHT,
exoHomHjy u punancuje, Cpouja

Byk MUPYETUR

WuctutyT 3a npaBo u punancuje, Cpobuja

YJIOI'A MEHAIIEPA EKCITATPHUJATA
Y HOCJIOBABY OPNJINJAJIA
MYJITHHAIIMOHAJIHE KOMITAHHUJE

AIICTPAKT

Haj3nauajHuju acmekT HMHTEpPHAIMOHAIHOT
MEHAIMEHTa JbYJCKUX pecypca OIHOCH CE Ha
(dbeHoMeH eKcmaTpujaTa KOju TOJpa3yMeBa
3aIl0CIIeHE U3 MAaTHYHE JJP)KaBe KOMITaHHUj€ KOjU
page y wuHOCTpaHcTBY. Ekcmarpujatu cy
CTpaHIIM Ha TPXKHUIITY HA KOjeM KOMIIaHHja
o0aBJsba MOCIIOBHE OIepalyje U Of KOMIIaHHje
no0ujajy pa3nMydMTa 3aaykKema. JemaH of
IJIAaBHUX pasjiora 300T KOjer cy MeHayepu
eKCraTpujaty  OWUTHH  MYJITHUHAIIMOHATHUM
KOMIIaHHjaMa je TpaHcep TEXHUUYKUX MU
MEHAIMEHT BEIITHHA OJ MaTUYHE KOMIIaHH]e
Ka ¢uinjany, a npe cBera ¢uirjaisaMa Kojuma
HE/IOCTajy OBe BemrTuHe. Excratpujati mopen
OllEpaTUBHE YJIOTe YeCTO UMajy M Pa3BOJHY
yIory ® JApke oO0yke 3amoclieHHMa Y
¢mnnjanama. MeHaepu 3ay3umajy KOHTPOJIHY
(hyHKIIH]Y KaKko OM OCUTYypaJid J1a C€ CTpaTerHje,
NOJUTUKE M TpoLeaype MaTu4yHe Qupme
CIIPOBO/IE HA a/ICKBAaTaH HAYWH y PuriiHjaniama.

Kibyune peun: MHTepHAaNMOHAIHN MeEHall-
MEHT JbYJICKHX pecypca, MeEHallepu eKcrar-
pHUjaTH, MYJITHHAIIMOHAJIHA KOMIIaHUja, pajx y
MHOCTPAHCTBY.

15 Necnep, I'.: Menaymenm myockux pecypca. beorpan:
DataStatus. 2007, ctp. 346.

U6Torrington, D., Hall, L., Atkinson, C., Taylor, S.:
Human Resource Management. Edinburgh Gate: Pearson
Education. 2017, ctp. 37.

YBoa

3axBasbyjyhu pa3Bojy TEXHUKE, TEXHOJIOTHje
U riobanu3anyje, KOMIIaHWje cBe uemihe
HOCITyjy IIMPOM CBETa, Ta C€ TOIl MEHAIMEHT
KOMIIaHHje CyodyaBa ca HOBUM H3a30BuMa.''®
Jeman onx rmaBHMX H3a30Ba jecTe NpUMEHA
MEHalIMEHTa JbYIICKHAX pecypca y
MEIIyHapOIHOM OKpYyXemYy. MHTepHanoHaHn
MEHAIIMEHT JbYJICKUX pecypca ce peMa CBOjUM
IIJb€BUMa HE pasjiHMKyje OJ MEHalIMEeHTa
JbYJICKUX pecypca y OKBUPY OpraHM3aliije Koja
nociyje caMo y jeqHoj apxasu. CBpxa je na ce
MOOWINIIIE  BUCOKOKBAIM(UKOBAHA  pajHa
cHara, J1a ce McTa 3aJJp»H, MOTUBHILIE U pa3BUje.
Wnak, vHTepHAIIMOHATHI MEHAIMEHT JbYICKHX
pecypca je KOMIUIEKCHUJU M HarJaliaBa Jpyre
crapu.l’® Jemam oxm cermemara kojuma ce
UHTEPHAIIMOHATHM  MEHAIMEHT  JbYJCKHX
pecypca 06aBu jecy W (¢unujase MyJITHHA-
nuoHanHe kommanuje. OHe mpencTaBbajy
NeTMMUYHO ayTOHOMHH EHTHTET, MOCedyje
NOpeIy3eTHUYKM MOTEHLUHWjal M TIoclyje Y
OKBHpY HHTEPHOT U eKCTEpHOT oKpykema'l’. C
0031MpOM Ha TO Ja ¢puirjane MyITHHAIIMOHAIHE
KOMIIaHUj€  (QYHKIMOHUILY Y  OKBUPY
KOMILJIEKCHOT MTOCJIOBHOT OKPY>K€Ha, MOpajy Ja

WBirkinshaw J., Hood N., Young S.: “Subsidiary
Entrepreneurship, Internal and External Competitive
Forces, and Subsidiary Performance”, International
Business Review, 14(2). 2005, ctp. 228.
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ce mpwiarohaBajy ¥ MHTEPHOM M EKCTEPHOM
OKpy)Kemy Kako Ou ycrmene na Oyay
KOHKYPEHTHE M y jelHOM H y apyrom™8,

Mory ce pa3ITuKOBaTH YETUPH HAI[MOHAITHA
MOpEeKIa M PE3UICHTCKAa CcTaTyca JbYICKUX
pecypca y OKBUPY MHTEPHAIMOHATHOT MEHAI]-
MEHTa JbYACKHX pecypca: MOPEKIIO U3 MaTHIHE,
MOPEKJIO U3 3eMJbe JoMahimHa, MOpeKsIo u3
Tpehe 3eMibe 1 HHOCTPAHO MOPEKIIO Y MATUYHO]
KOMIIaHHjH OJHOCHO Y oMahoj 3embm. t®

[IpeMa HaBeAeHUM H3BOPUMA JbYICKHUX
pecypca MOry ce HWACHTU(UKOBATH YETUPU
HaIMOHAJTHA cTaryca 3aIOCIEHHX:
eKCIaTpujaTu, TNaTpPHjaTH, KOCMOIIOJIUTH H
uanatpujat.t?® Yxomuko MynTuHanmonanHa
KOMIIaHUja aHTaxyje nomaher np)kaBjbaHHHA
Ha IOCIOBMMAa Y WHOCTPAHCTBY, pajd Ce O
eKkcraTpujaty, ¥ Taj IojaM  O3HaudaBa
,,3aMOCIIEHOT Yy cTpaHoj ciyxon“t?!. Viommko
CC Ha THM IIOCIIOBMMa 3aroCld JIOKAJIHOT
MEHaIepa, OHJIa je ped O maTpujary.

Kocmononutu cy MeHayiepu KOju HHUCY HU
IpXKaBJbaHW MATUYHH 3€MJbE HH 3eMJbE
¢unmjane, Beh Heke Tpehe zemube. C apyre
CTpaHe, YKOJIMKO MYJITHHAI[MOHATHA
KOMIIaHH]ja aHTa)XKyje CTPaHOI' JpXKaB/baHUHA Y
MaTHYHO] 3eMJBH, PAIH Ce O HHIATPHjaTy 22,

MHore MyJITHHALMOHAJIHE KOMIAHMjEe Ce
OTIpeJiesbyjy 3a aHTAKOBAWE EKCIaTpHjaTra Ha
MOCJIOBMMA Y MHOCTPAHCTBY, 3aTO LITO CY TO
npodecnoHanum KOoju Cy 3a  MaTU4YHY
KOMMaHHjy oco0e ox  ayropurera U

uHTerpuTera.'?®

118 Colakoglu S., Tarique I., Caligiuri P.: “Towards a
Conceptual Framework for the Relationship between
Subsidiary Staffing Strategy and Subsidiary
Performance”, International Journal of Human
Resource Management, 20(6). 2009, ctp. 1294
U9Tarique 1., Schuler R.,, Gong Y.. “A Model of
Multinational Enterprise Subsidiary Staffing
Composition”, International Journal of Human Resource
Management, 17(2). 2008, ctp. 207.

120 pakura, B.: Ynpasmware meyynapoonum
mapkemuneom. beorpan: ExonoMmckn dpakynTer
Yuusepsuteta y beorpany. 2013, ctp. 462..

121 Cascio, W.: Managing Human Resources:
Productivity, Quality of Work Life, Profits (6th ed.),
New York: McGraw Hill/lrwin. 2003, ctp. 620.

1. Onabup ageKBaTHOI eKcnaTpujaTa

HcrpakuBavyn HaBOJIE PA3JIMIKUTE Pa3jiore 3a
eKCmaTpujanujy, OJ KOjux ce Hajuemhe
MOMHUIbY TOTNYHaBakhe JOCTYITHUX MO3HINja Y
cTpanuM (uiaMjamama, pa3Boj MeEHayepa Hu
pasBoj oprann3anmje'?*,

[IpunukoM JOHOLIEWA OMIYKE O aHra-
JKOBamYy 3aIlOCIICHUX Y MHOCTPAHO] (UJIHjaTn
orBapa ce Behm Opoj mHUTama, MOMYT
onpehuBama ONTUMAIHOT Opoja MeHalepa u
3aIl0CTICHNX, Ka0 U MUTamke 01adKupa MpaBUX O
MOTEHIMjalTHUX KaHIuaaTa. Y MUJby OJroBopa
Ha OBa NHTamka M JIOHOIICHA IPaBe OIIYyKe
noTpebHO je 00e30eauTH mpollec IIaHupamba
JBYICKHX pecypca.l?

[Ipe cBera HEOMXOHO j€ cariielaTd HHTEPHE
JbYJICKE TIOTEHIMjasie KOjHu Cy CIOCOOHM 3a
o0aBJpame MelyyHapogHuX MOCJIOBHUX
ormepanuja. Ilomasu ce on wuHTepHEe Oasze
MoJIaTaka O CBUM 3aIl0CIEHHMa KOje 00yXBaTajy
IbUXOBE TIOCIIOBHE BEUITHHE, II03HABAHC
CTpaHMX je3uka, MehyHapoIHO MOCIOBHO
HCKYCTBO, CIIPEMHOCT Ja Pajie y MHOCTPAHCTBY,
Kao0 U OCTalle peJieBaHTHE HH(OopMaIlrje Koje ou
MOTJIE J]a TIOMOTHY Y 0/Ja0upy aJaeKBaTHOT
MeHalepa. 3atum, MYJITHHAIMOHATHA
KOMITaHHja MIPEIM3HO MPOjEKTY]je CBOje MOTpede
3a JbYICKUM pecypcuma. HeomxonHo je ma To
Oyny peanHe morpebe 3a MelyHapoaHO
OpPHJEHTUCAHUM JbYJICKHM MOTEHIIHjaTnuMa,
Koje Mopajy na Oyny yckialheHe ca KeJbeHOM

122 Reiche, S.: “The Effect of International Staffing
Practices on Subsidiary Staff Retention in Multinational
Corporations”, International Journal of Human
Resource Management, 18(4). 2007, ctp. 524.

123 Bykoruh, C.: Menaymenm mydckux pecypca.
Bbeorpan: dakynreT 3a npeny3eTHUYKH OM3HUX,
VYuusepsuter YHauos. 2009, ctp. 221.

124 Edstrom, A., Gaibraith, J.: “Transfer of Managers as
a Coordination and Control Strategy in Multinational
Organizations”, Administrative Science Quarterly, 22(2).
1977, cp. 252.

125 Pakura, B.: Ynpasmwarwe meyynapoonum
mapkemuneom. beorpan: ExkoHoMckH dakynTeT
Yuusepsureta y beorpany. 2013, ctp. 465.
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CTpaTerujoM WHTEpPHALMOHATIM3AIIH]e u
dbopmama yrmacka Ha KOHKpETHO Tpxkumite. Ha
Kpajy, HEONXOJHO j€ HalpaBUTH KOHKpETaH
maH moTrpebda 3a HOBUM M HemocTajyhum
npodumuma mo 6yayhum mosunujama. Y 0Boj,
nocnenwo] (asu  uaeHTUPUKYjy Cce  OHe
MO3UIMje W pagHa MeCTa Koja MpPEICTaBIbajy
BUIIAK U T7ie Ou Mopayio nohu 10 oTmymirama
3aIMOCICHHX.

[MpunvkoM omabupa aIeKBaTHOT EKCHAaT-
pujara, MyJITHHALMOHATHA KOMIIaHUja I10JIa3U
OJ1 KpUTEPHjyMa U TEXHUKA CEIICKIIN]€ JbyICKUX
pecypca. Jlucra crnemupuUHUX KpUTEpHjyMa
oOyxBaTa: TpPO(PECUOHATHY KOMIETEHTHOCT,
KyITypHY aJalTHIHOCT, OpTaHU3alMOHY W
JUIEPCKY CIMOCOOHOCT, IO3HABaKE CTPAHOT
je3uKa, MOTHBHCAHOCT 32 paJl Y HHOCTPAHCTBY,
Kao W mopoau4Hu cratyc. IIpodecuonamna
KOMIIETEHTHOCT 10JJpa3yMeBa KJbY4HE
eneMeHTe U3 Ouorpaduje KaHaugaTa Koje ce
ogHOCE Ha: o0pa3oBame, paJHO HCKYCTBO,
OCTBapeHe pe3yJsitaTe, TOJAMHE CTApOCTH H
Mel)yHapogHO TOCIOBHO HCKycTBO. Ilpema
KPUTEPHUjyMY KYJITYpPOJIOIIKE aJalTHUIHOCTH,
0J1a0Mp aIeKBaTHOT eKCcaTpyjaTa noapa3yMeBa

CITOCOOHOCT JIaKOT npunarohaBama
WHOCTPAHOM OKPYXEHhY OJHOCHO KYJITYpH,
oOuWyajumMa, HaBUKaMa H  BPEIHOCTHMA
nHoctpaHe ¢unujane. Kanaupmata mnoceOHO
UCTUIY OpraHu3aIoHe u JTUAepCcKe
CIOCOOHOCTH Koje he OWTHM HEONXO/aHE

MPUWIMKOM Bohjema THMa y HMHOCTPAHCTBY.
Takohe, Benuka je TPEAHOCT  YKOJIUKO
KaHIUJAT T03HAje MaTepHU Je3UK 3eMJbE Yy
KO0j0j ce Hajna3u (unujana, jep My To omoryhasa
JUPEKTHY  KOMYHHUKallM]y ca  OCTajJuM
3aIoCICHNMA.

MynTuHaIMOHANIHA KOMIIaHuja 6u Tpedano
7la BOJIM padyHa v O TIOTEHIIMjaTHUM pa3jio3uMa
Koju OM MOrmM Jda Tpoy3pOKYjy Heycmex

126 Dowling, P., Welch, D.: International Human
Resource Management: Managing People in a
Multinational Context (4th ed.). London: Thomson.
2006, ctp. 70.

127 Harzing, A. W.: “Who’s in Charge? An Empirical
Study of Executive Staffing Practices in Foreign

ekcrnarpujara. HeomxomHo je na KoMIaHHWja
cariena JIMYHE OCOOMHE, JKejbe M Hamepe
MOTEHIMjaJTHOT eKCraTpujara. 3aTHM, HUINTA
Makbe BOXHU HUCY HU YTUIAJH MTOPOJUIIEC HIIH
CYNpyXHHKa, Kao M HeMmoryhHoctr pa ce
caBlazajy mehyHnapoiae o6aBese wiu mpedpoje
KyJITypasiHe pa3iuke. buiao Koju ox HaBeaeHuX
MOTEHIMjaTHUX  Tpo0jemMa MOXE HMAaTH
HEraTHUBHE TOCIEIUIE KaKo IO eKCraTpujara
TaKO W M0 MYJTHHAIMOHAIHY KOMITaHHUjy KOja
ra 3aroibasa.

2. Yjora ekcnaTpujata y HHOCTPaHOj
puamjann

[MpunvkoM oxjacka Ha pajg y HMHOCTPaHY
bunmjary yimora ekcrapwjata MoOXKe OWTH
BunIecTpyka. KoMmaHuja Moke 1na aHraxyje
eKcraTpujata Ha TO3WIUJH  PYKOBOAMOIA
bunujane u y ToM ciay4ajy jeaH o]l OCHOBHUX
3aJjaTaka jecTe TMPEHOC KOMIICTCHIMja W
CKCIIepTH3e W3 LIEHTpaIe MYJITHHAIMOHATHE
xommanujel?®. 3a TakBy MO3MIHM]y je HEOIXOIHO
Jla eKCIaTpujaT MMa MEHAIIEPCKE U JIMICPCKE
CIOCOOHOCTH, Kao M BEIITHHE 33 BOhemhe THMa.
C npyre crpane, ekcrmaTtpujaT Moxe OUTH U
TEXHUUYKH EKCIEepT KOju ce O0aBU MpykKambeMm
TeXHUUYKE TMOJpIIKEe WM HuMa 3aJaTak Ja
obyuJapa 3amocyiese y pumujanu’?’,

[TocToju HEKONMKO LMJbEBA AaHTaXKOBaHba
3arocieHnx y uHocTpaHcTBy. [pe cBera, To je
pa3sBoj cuUCTeMa UM CTWJa MEHAIMEHTa
koMmmanuje. Of ekcrmarpyjara ce oueKyje u jaa
IPEeHOCH KYITYpy MaTH4YHE NpXKaBe
MYJITUHAIIMOHAJIHE KOMITaHWje y (uimjany y
kojoj pamu'®,  3arum, HeomxomHO je
KOOPJWHUCATH U KOHTPOJIMCATH HA KOjU HAYMH
ce y JpyruMm 3emibama 00aBjbajy IOCIIOBHE
omepalrje y Muby BHX0BE KOHCONIHIAIM]E Ha
riobanmHoM HUBOY. Ha mocneTky, jako je OuTHO

Subsidiaries”, Human Resource Management, 40(2).
2001, ctp. 140.

128 Selmer, J.: “Expatriates’ Hesitation and the
Localization of Western Business Operations in China”,
International Journal of Human Resource Management,
15(6). 2004, cTp. 1096.
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HarJacTUTH  3Ha4a] MehycoOHe
nHdOpMaIja, 3Hamba U NCKycTBa. 2

pa3MeHe

3. IlapaMeTpH ycremIHOCTH MeHalepa
ekcrnaTpujara

VYcnex MeHayiepa eKcrarpujata Moxe Ja ce
MEpH Ha OCHOBY [IBe€ OWTHE JIUMEH3H]E,
MOCJIOBHE  KOMIIETEHIIMjE M KYJITypHE
amantuiHoctd. KomOuHammjom oBe  JBe
JTMMEH3Hje MOJKE J1a Ce U3BPILU KaTeropusanuja
MeHalepa eKcraTpujara.

I[Ippy  1pymy  uwmHe  HempuxBaheHU
OTyheHUuI KOjy HCIOJbaBajy Maly MOCIOBHY
KOMIIETEHTHOCT M cnabo ce mnpuiarohasajy
MHOCTpAaHOM  OKpyxemy. OBaj  mpodun
MeHajepa HHUje y CTamy Ja WCIYHH HUJbEBE
KOMIIaHH]E€ jep Ce HE CHala3W HU Yy pelIaBamy
MOCJIOBHUX Tpo0JeMa HH Yy YCIOCTaBJbamby
KOHTaKaTa ca JIOKAJIHUM CTaHOBHHIITBOM U
JIOKAJTHUM TapTHEpUMa Ia CTOTa MpeCTaBiba
HEYCIIeX 32 KOMITaHU]y.

Y napyry rpymy cnagajy JOKaau30BaHU
oTyheHHIM, KOjUIaKo CKiamajy MmpHjaTesbCTBa
U TIApTHEPCTBA y HMHOCTPAHO] 3E€MJbH, Al
UCTI0JhaBajy ClIa0y MOCIOBHY KOMIIETEHTHOCT.

Tpehy rpyny unHe oa00jHM cTpaHiu. Hbux
KapaKTepHIle BHCOKAa MNPO(YECHOHATHOCT U
MOCJIOBHA KOMITETEHTHOCT, aJIi C€ TEIIKO yKJIa-
najy y JOKaJIHY KYJITYpy jep HE HCIO0JbaBajy
pasyMeBame 3a pa3iuurTe oOWuaje, je3uK Hu
HABUKE.

Ha kpajy, y 4eTBpTOj Ipynu ce Haja3e OHU
3allOCTICHH KOjU Ce JIako TpuiiarohaBajy
CTPAaHOM OKpYXKE€HhY M HCII0JbaBa]y BHCOKY
MOCJIOBHY KOMIIETEHTHOCT. 3arociieHH Y
OKBUpPY OBE TIpyle¢ Ha3WBajy C€ YCICIIHH
crpannu. CyOnmuMuUpaHH MpUKa3 KaTero-
pHu3alyje MeHalepa eKkcraTpujara mpuKasaH je
Ha cauuy 1.

F

OABbOJHU CTPAHLIA 8 HEITPUXBAREHU OTY'BEHULA
jan)
Sk
==
=
=<
=
<

VYCIIEIIHU CTPAHIIU é g JIOKAJIM30BAHU OTYBEHUILIN
Al E

Benuka E 5 Maia
ITOCJIOBHA § )@IHETEHTHOCT

~

Cnuka 1: Kareropuszanmja MeHaiepa ekcriaTpujara

W3Bop: Pakura, b.: Ynpaswvamwe meyuynapoonum mapxemunzom.
Beorpan: Exonomcku dakynret YHusepsutera y beorpamy. 2013, ctp. 478.

129 Pakura, B.: Vnpasmwarwe meyynapoonum
mapxemuneom. beorpan: Exonomcku dakynrer
VYuusepsutera y beorpany. 2013, ctp. 476.
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4. Tlpobdaemu apanramnuje M
eKcrnaTpujata y MAaTUHYHY 3eMJby

moBpaTkKa

VYcenemHyd MeHayepu Mo MpaBUly HeMajy
npoOiieMa MPUIMKOM YKIIalama Y HHOCTPaHy
CpeIMHY jep UM OJjIa3ak y HEMO3HATO
OKpYXKEH€ TIPEICTaB/ba W3a30B M  HOBO
UKCYCTBO. MeljyTuM, HEpeTKko ce MeHayep
cyouaBa ca ocehajemM HocTanruje ma 4Yak o
JiepecHje YKOJHMKO JYyKH BPEMEHCKH TMEePHOJ
O0opaBM BaH 3eMJbe, JAJEKO OJ CBOjUX
npujaTtesba U IMOPOIHIIE.

MeHanieps  ekcraTpujaTd 'y CBOM HHOC-
TPaHOM TOCJIOBHOM HCKYCTBY Tpojia3e Kpo3
UKIIyC aJanTanyje Kora yuHe: (aza MeJeHOT
Mecerna, (asza koyedspuBoCTH, (ha3a mpuIaro-
haBama u ¢aza ykianama. daze y agmantanuju
eKcraTpHjara mpuKazaHe cy Ha CIUIH 2.

VYknanam
Menenu IIpunaro
T F)anamp

/\
[\ _/
/mmjg AV A

BOCT

CreneM KynTypHE
alaldTUIHOCTHA

JHA
/ xyntypHU

HOK

Bpeme npoBeneHO y HHOCTPaHCTBY

Cmuka 2. daze y aganranuju MeHayepa
eKcrarpujarta

[Ipeyzero w mpunaroheno: Pakurta, Bb.:
Ynpaswarwe  mepynapoonum — mapkemunzom.
Beorpan: Exonomcku ¢akynrer YHUBep3uTera y
Bbeorpany. 2013, ctp. 480

IIpBa ¢a3za ocnukasa a3y MeaeHOT Mecera
jep je Ha TOYeTKYy CBE HOBO, MHTEPECAHTHO U
3aHUMJBMBO. Y Jpyroj ¢asu ce IMOYeTHU
eHTy3Wja3aM TmpeTBapa y ocehaj crtpaxa on
HETO3HATOT TOIITO C€ MEHAlep YIo3HaBaje ca
HOBOM KYITYpOM KOja BpEAHYje pPa3H4nuTe

HOpME M o0Oenexja W Koja ce OMTHO MOXKe
pasnukoBaTH o7 jgomahe, IOTOTOBO — aKo
MEHAaIep He MO3Haje MaTepmu je3uk. Y Tpehoj
¢da3u, MeHayepu OMIydyjy lla ce MPHIIArone
HOBOj CPEAMHHU Kako OW ce YKONWIH y BbY H
Kako Ou Ounn mpuxBaheHu oJ1 cTpaHe JIOKATHOT
CTAaHOBHHMIITBA. Y 3aBPIIHOj (ha3u MEHAIIEpH ce
HNOTHYHO YKJamajy y JIOKaJHy CpeauHy,
CKJIaTlajy HOBa TMPHUjaTeJbCTBA U YCIICUTHO
pelIaBajy moCIOBHE 3a/1aTKe.

[TojaBa xoja ocnmkaBa ocehaj oryheHnoctw,
HE3a/I0BOJbCTBA M CTpaxa OJf HEMNO3HATOT
Ha3uBa ce Kynrypojomku mok. OH ce Moxe
UCIIOJBUTH KAako Ha C€aMOM IIOYeTKy, Kaja
MEHallep ecKImaTpujaT oOjaja3d y CTpaHy
bunujany mely Henmo3HaTe Jpyne, TaKO U MpU
MOBpPATKy y COIICTBEHY 3eMJby Kaza My je
notpebHo oxapeheHo Bpeme Aa ce HpuiIaroau
CTapoM OKpyxkemy. Uecrto ce nemasa ga je
CyoyaBame Ca IOBPAaTHUM KYJITYPOJIOIIKAM
IIOKOM MHOTO TEXE HEero ca HWHHIIWjaTHUM.
Pasnor 3a 10 je mTO Ccy ce MeHayepu NOTIYHO
YKJIOIIMJIN Y JIOKAQJTHY CPEIUHY U MOCBETHIIH CE€
IIOCJIOBHUM 33J[alliMa, HEKH CY YaK CKJIOTIWIN U
jaka mpHjaTesbCTBa WM Cy YIIIM Y €MOTHBHE
Be3e. [loBpaTHM KyNTYpOJIOIIKM IIOK je
WHTECH3UBHUJU Kajga ce MeHayep Bpaha wus
pasBUjeHMje y HEpa3BUjEHH]Y 3eMJbY jep ce
NPUBUKAO HA YrOJHWJU HAYMH >KUBOTA YCJE[
Behux npuMama 1 BUILET )KUBITHOT CTaHIapAa
cTpaHe 3emibe. Behem naenoBamy moBpaTHOT
KyJATYpOJOIIKOI IIOKa YecTO JONpPHHOCE
CYNpYXHHIIM ¥ Jela KOjU Cy JKUBEIH Y
MHOTCTPAHCTBY Ca MEHAIEPOM EKCIIaTPHjaTOM.
Pasnor Mory OGUTH HOBE HaBUKE U JApyrauuju
00pa30BHU CHCTEM.

[ToBparak MeHayepa y MaTUYHY KOMIAHHU]y
MOXX€ OWTH YyCHellaH WM HeyClellaH, Yy
3aBHCHOCTH OJI pe3jlyTara KOju je OCTBapuo
TOKOM OOpaBKa y CcTpaHo] ¢puinjaiu. YKOJIUKO
je TIOCIOBHHM 3a/aTaK YCIENIHO 3aBpIIEH,
MEHaliep ce Mo noBparky Bpaha y 3emipy ca
ouekuMBameM Jga he octBaputH oppeheHe
Oonyce m moBehame IUIaTe Kao Harpamy 3a
ocTBapeHe pesynrare. Hajuemhu pasnior
NOBpaTKa MEHallepa y 3eMJbY je UCTEK YyroBopa
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10 OCHOBY KOjer je OH OHWO aHraoBaH Yy
WHOCTpaHCTBY. Jlpyru pasjior moBparka je
HE33JI0BOJHCTBO MEHAllepa KOje MOXKe OuTH
nocjenuIa HencnymeHnx odehama o1l cTpaHe
KOMIIaHWje aa he ce OCTBapuTH HamperaK y
KapHvjepu WM HEIOBOJbHA IMOJPIIKA MATHYHE
KOMIIaHWje y oOaBjpamy  3amaTaka |
npuiarohaBamy JIOKAJIHO] cpeauHu. Tpehu
pasjior TmoBpaTKa MOTy OWTH TpOMEHEHE
MOPOJUYHE OKOJHOCTH. To Moxe OutH
HE33JI0BOJBCTBO OCTAJHMX YIAHOBA TMOPOAMLIEC
JIOKAJTHOM CPEIMHOM M TEIIKOhe KO/ yKianama
y ucty. YeTBpTH pasior je He3aJ0BOJHCTBO

caMe MaTM4yHe KOMIIaHHMje  pagoM |
MOCTUTHYTUM pe3yaTatuma MeHalepa
eKIaTpujara.

Menanepu excratpujatu Koju ce Bpahajy y
noMahy 3eMJby I0HOCE HOBA 3Hamba U UCKYCTBA.
Onu Ta UCKyCTBa MPEHOCE Ha JPYyTe 3arocIieHe,
JIOK OHE HajOuTHHUje nH(pOpMalHje KOje CYy O
KOPHCTH 32 IOCJIOBame peay3eha cama mocrajy
710 TIOCJIOBHOI' CUCTEMA.

[locroje nBa pasnora 3a HEYCHEHIHY
penarpujanujy, KajJa MeEHayep eKcmaTpujaT
HUje YCIENIHO 3aBpIINO CBOj 33aJaTaKk y WHOC-
TPAHCTBY M KaJia je OH Ta] 3aJaTaK YCIIELIHO
n3Bpmmo. Kaga MeHayep He 00aBH y JAOTIIETHO
BpEeMe OHO IITO Ce O] Kera Tpaxku, OH ce Bpaha
y 3eMJby TIpe HCTeKka poka. Paszmor 3a
HEHUCIYHhEHE 33/1aTKa MOXKe OMTH HecaBIauBU
KYJITYpOJIOUIKM IIOK WM HECIOCOOHOCT 3a
CHAJIAKEHHE Y 1aTOj CPETUHH IIPH YEMY CE€ YECTO
HaBOJIe MoTenKohe MPHUIMKOMCIIOpa3yMeBama
Ha JIOKAJIHOM je3UKy. YKOJIMKO Cy MeHayepu
ycrnenrHo o0aBWIIM 33JlaTKe a CyodaBajy ce ca
HEYCHEIIHOM penaTpHjallijoM Yy COICTBEHO]
3€MJbH,PA3JIor 3a TO MOXKe OMTH MpoOlieM Jia ce
MPUIIAroJIECTaApOM  OKpYXKEmYy Koje ce Yy
MehyBpeMeHy W3MEHWIO WIH CYy H3II0KEHH
HEepazyMeBamby O] CTpaHe CBOjUX KoJjera H3
MatuyHe pupme.

130 Bonache, J. & Pla-Barber, J.: When are international
managers a cost effective solution? The rationale of
transaction cost economics applied to staffing decisions

5. HarpahuBame Jbyackux
€JIEMEHTH KOMIICH3AallHOHOT
MeHalepe ekcnarpujare

pecypca -
nmakera 3a

Komnensanuja ekcrnaTpujaTuMa 3a opra-
HU3all1je je 4eCTO BeoMa CKyna U cMaTpa ce
BenukuM ToTponradeM Bpemena’®®, Kommnensa-
LIMOHU TaKeTH 3a HarpahuBame ekcraTpujaTa
M0 YCHENHO 00aBJbEHOM 337aTKy Y UHOCTpaH-
CTBY €acTOj€ €€ OJl OCHOBHUX U KOPEKTHBHHX
eJleMeHara.

OcHOBHE eneMeHTe uyHMHe: 0a3uyHa Iuiara,
HaJ0KHAIe U pemuje. [Ipunkom oapehuBama
0a3uyHe IUIaTe MoJa3u ce Off CTaHap/IHe IuIaTe
KOjy 3arcojieHu 1o0uja y MaTU9HO] 3eMJbH.
MeHayepu ekcraTpujaTi KOjU J0J1a3€ U3 Mambe
pa3BUjeHHX 3eMajba Texuhe 1a yHopeauBu
cTaHaapa 3a oapehuBame 6a3uuHe 1iare Oyxae
Ha BUIIIEM HUBOY OJ1 OHOT KOjU OM IPUMAJIH KO
kyhe.

IIpu oapehuBamy OazuuyHe IUIaTE€ HEOMN-
XOAHO j€ BOJUTH pauyyHa M O JI€BU3HUM
KJay3ylnama, wu300py Baiyre oOpadyyHa W
neBU3HOM Kypcy. Hanoknazne mnpenctaBibajy
JIe0 KOMIIEH3al[MOHOTI TTaKeTa KOJU je 3aCHOBaH
Ha MOKPUBamky TPOLIKOBA KOj€ UMa]y MEHallepH
excnatpujatu. HanokHane ce nomajy Ha
0a3uuyHy maTy Kako OM ce HaJOKHAJAUIH
noBehaHW TPOIIKOBM JKMBOTA H pajga y
uHOCTpaHCTBY. Hajuemrhe BpcTe TpOIIKOBHHX
HQJIOKHA/JIa  Cy:  HAQJOKHA/Ja  TPOIIKOBA
npecesberha, HaJl0KHAAa TPOLIKOBA CTAHOBAbA,
HAJIOKHA/Ia Pa3JIMKe y TPOUIKOBHMA >XUBOTA,
Ha/IOKHa/la  TPOILIKOBa  UIKOJOBaWka MU
oOpa3oBama. IIpemuje mpencrasibajy Tpehu
JIe0 KOMIIEH3allMOHOT TaKeTa W Hajupe cy
CTUMYJIATHBHOT ¥ aJaliTUBHOT KapakTepa.
[Tpemuje ce uvecto aeduHuIly Kao OOHYCH H
MpUBUJIETHjE HA KOje MEHallepu  MOTy
pauynatu. Hajuemrhn ob6numu mnpemuja cy:
npeMHuje 3a OTeXaHe YCJIOBE IOCIOBamba,
npeMHuje 3a JOJaTHO U IPEKOBPEMEHO pajiHO
aHT@XOBame, TpPEMHje 3a 3IPaBCTBEHO W

in MNCs. Journal of Business Research 58. 2005, ctp.
1320-1329.
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KHBOTHO OCHTYPame U MPEMH]je 3a OJ[p’KaBaIbe
KOHTaKTa ca MaTUYHOM 3eMJbOM U ripeny3ehem.
KopekpuBHM  €1€eMEHTH  KOMIICH3AI[MOHUX
MakeTa Cy: KOPEKTHBHH EIIEMEHTY MOPECKOT
KapakTepa, KOPEKTHUBHU EIEMEHTH KYPCHOT
KapakTepa U KOPEKTHBHU €JIEMEHTH CTAaTYCHOT
KapakTepa. Tpeba mMaTu y BUAY Ja ca CBe
BehuM mporecom riobanuzanuje, ymorpeda
JOJJTaTHUX (uHAHCHjCKIX OoHyca u
NpuUBMIIETHja TyOM Ha 3HaYajy jep ce y
CaBpEMEHHMM YCIIOBUMa IOJpazymeBa na he
MEHalepy Y HEKOM TPEeHYTKy oTuhu Ha panx y
WHOCTPAHCTBO, aKO Cy  3alociieHH Yy
MYJITHHAIMOHAITHUM KoMaHujama. Kommanuje
MOpajy Ja JU33jHHPAjy  KOMIICH3AIHOHE
nporpame KOju he rapaHTOBaTH
KOH3MCTEHTHOCT, MIPABUYHOCT M MPEHOCHUBOCT
KpO3 II€0 paJiHd BEK HOBE MOBMJIHE paJlHE

cuarel®l,

3ak/pyuak

[TpunukoM m3ydaBama HWHTEPHAIIMOHAIHOT
MEHalIMEHTa JbYJCKUX pecypca, HajIupe ce
Moja3u O] pa3Iuka ¢ CIMYHOCTH ca
MEHAIMEHTOM  JbYJACKUX  peypca  OHe
OpraHMsaiyje Koja IMOCIyje Ha TEpUTOPUjU
camo jeJlHe Jip)KaBe. YIIPaBo je IJlaBHa pa3jivka
u3Melly Ba 1moOjMa  OCHOBHH  IIpEIMET
M3yuyaBama, a OJHOCH Ce eKCIlaT-MeHalepe Koju
MpUBpEMEHO OopaBe y WHOCTPaHO] (UIIHjaTH
obaBJsbajyhu oapehene pyHkiuje u pazsujajyhu
HOBE KOMIIETEHIIMje. JeaHa oJ HajBaKHUJUX
OJUlyKa KOJy MYITHHALMOHAJIHA KOMIIaHHUja
Tpeba 1@ JI0Hece OJHOCH ce Ha u300p
eKcraTpHjara, OJHOCHO 3aloCiIeHOr Koju he
OUTH aHraXXOBaH y QHIIMjaau cTpaHe 3emibe. Jla
O0u cama KOMIIaHWja HampaBuia a00ap H300p
MIPUIIMKOM ClIarhba MeHalepa u3 MaTuIHe 3eMJbe
Ha MMPUBPEMEHHU PaJ] y HHOCTPAHCTBY, OHA MOpa
y3eTH y O003up KJbYYHE KapaKTePHCTHUKE
3aMlOCICHOr:  KYJITYPOJIOUIKY  aJalTHIIHOCT,
npodeCHOHATHY KOMIETEHTHOCT, TO3HABahe

131 Bailey, E. K.: International Compensation. In O.
Shenkar (Ed.). Global of Human Resource Management.
Englewood Cliffs: Prentice-Hall, Inc. 1995.

JIOKAJIHOT je3uKa (huimjasie, Kao U MoCeJ0Bambe
KJbYYHUX JIHJIEPCKUX CIIOCOOHOCTH.

Excnar-menaiep Mopa OUTH 3aIlOCICHH O
MoBepema, KOjU JI0OpO T03HAje ITMJbEeBE |
MHUCH]Yy KOjy KOMIIaHHUja XM Jla OCTBAPH Yy
UHOCTpaHCTBY.  Mcro  Tako,  Juaepcke
CIOCOOHOCTH Cy HEONXOJHE Kako O CBoje
3HakE M BEIITHHE €(PUKACHO MPEHEO Ha OCTaje
3arociieHe y naroj ¢uwimjanu. Y ciydajy Kaaa
eKcraT-MeHalep OOpaBu y HHCOTPAHCTBY pajiu
JIOIIIKOJIOBaka, KOMIIAHWja KoOja ra Imabe y
WHOCTPAHTBO MOpa OWTH CHUTYpHa Jia TaKaB
3allOCTICHH JKEeNM Ja Hampeayje W na hemy
JNOJaTHE  KOMIIETEHIMje  oMoryhutu  na
YCIICIIHO pelllaBa KOMITJICKCHH]E 3aJaTKe.

Kako ©Ou ce 3amociieHM MOTHBHCAO Ja
onpeheHo Bpeme MpoBeAE y CTPaHO] 3eMJbH,
Hajuemrhe y 0JCYCTBY IpHjaTesba U MOPOIUIIE,
HEOMXOMHO je  00e30equTH  a/JeKBaTHH
KOMIICH3alIMOHN TIaKeT y BUJAY OjaroBapajyhe
HOBYaHE HaJoKHane. Y BehmHm dunmjana, ox
OCHHUBama JI0 JaHac, MCHAIEpe eKCIaTpujaTe
Ha MMO3UIIMjU TEHEPATHOT JTUPEeKTOpa (rumjaie
3aMEHWJIM Cy JIOKQJIHM MEHAepu, IITO
KOMITAaHH]U CBaKaKO JOHOCU Behe MOTrogHOCTH,
Ipe CBera y BUy CMamEHHUX TPOIIKOBA.
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Abstract

The problem of research is very current for
several reasons. Namely, the dominant
approach on the basis of which are based all
have developed and established theories of
European integration, developing modern
theories of international relations is a realistic
basis.

Neo-functionalism, inter-guvernmentalism ,
neo-liberalism, institutionalism (in most of its
variants) as the most developed branches of the
theory of European integration, despite
differences in their settings to keep the basic
premise that states are rational, unitary actors,
whose interest stems from the assessment of
their position in the system of states. For our
study caused a special interest model of
constructivism using Habermas theory of
communicative action according to which
entities in mutual interaction is open to other
arguments and their validity appreciate having
regard to the outgoing reasons and norms on
which they are based, thereby seeking
consensus as a common goal. Apply to the
European Union, this approach allows
European institutions were perceived as a place
of discussion to reach consensus on solving
common problems, rather than just the arena for
bargaining. Functional adaptation to the
numerous petitions which sets the European
Union , requires thorough and integrated
activities in the economic, institutional,

administrative and legislative spheres. This
process should be understood as a continuous,
painstaking and long process, not a single
radical surgery. Republic of Macedonia, as
countries aspiring for membership in the
European family must meet the political and
economic criteria and to adapt political
institutions in the country with those of the
European Union and their needs and
requirements. The aim of this paper is to
perceive the key features and trends in the
politics of enlargement and to make a
comparison between the policy of expansion
applied in the process of accession Central and
Eastern Europe and the policy of expansion in
the process of stabilization and association, with
special emphasis on the Republic of Macedonia.
Of course, previously been necessary to
develop theoretical and practical approach to
the concept of policy integration, development
and its major elements and modalities.

Keywords: European Union, integration,
theoretical, practical, association

Introduction

The problem that this research tackles is very
current for several reasons. Namely, the
dominant approach, on the basis of which all
European Integration theories have been
established and developed, can be a realistic
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foundation for developing modern theories of
international relations.

Neo-functionalism, inter-governmentalism,
neo-liberalism, institutionalism (in most of its
variations) as the most developed branches of
the theory of European Integration, despite
differences in their approaches, they all stand by
their main premise: states are rational, unitary
actors, whose interest stems from the
assessment of their position in the system of
states. For the purpose of our study, with a
special interest in the model of constructivism,
Habermas’s theory of communicative action
will be used, according to which, entities in
mutual interaction are open to other arguments,
and their validity is appreciated having into
consideration the outgoing reasons and norms
that form their basis, thereby seeking consensus
as a common goal. When applied to the
European Union, this approach allows
European institutions to be perceived more as a
space for discussion on how to reach consensus
for solving common problems, rather than just
an arena for bargaining. Functional adaptation
to the numerous petitions, which the European
Union sets, require thorough and integrated
activities in the economic, institutional,
administrative and legislative spheres. This
process should be understood as a continuous,
painstaking and long process, not a single
radical surgery.

After the fall of communism in Eastern
Europe, the process of integration of former
communist states within the European Union
was made possible to start. In the period from
1987 to 1996, 10 former communist states-
Poland, the Czech Republic, Slovakia, Hungary,
Bulgaria, Romania, Slovenia, Lithuania, Latvia
and Estonia, as well as Turkey, Cyprus and
Malta had already submitted an EU membership
request. On the meeting of the European
Council in Luxemburg, from the 12" to the 13"
of December, 1997, the procedure for

1%2G, Marks, ‘Structural Policy and Multi-level
Governance in the EC, in A. Cafruny and G. Rosenthal
(eds.), The State of the European Community, Volume 2:

acceptance of these countries in the EU began.
It was decided that “each candidate-country will
progress by its own speed, according to the
degree of its readiness”. The EU, in the
framework of its pre-accession strategies helped
these candidate-countries adjust to its
regulations via financial aid for development of
institutions, infrastructure and the economy.
Under the influence of the influx of aspiring
member countries, after the Cold War, the
European Union, taking into consideration the
already developed experience with international
financial institutions, develops a system of
measures that both aspiring member countries
and the Union itself should fulfil so that they’re
entirely ready for their integration within the
Union. This system of measures means a
gradual fulfilment of conditions by the aspiring
countries, which is supported and monitored
with specific mechanisms by the Union’s side.
The issue of this research paper is the
theoretical and practical overview of the
European Union’s integration policy towards
the countries that wish to become its members.

2. Multi-leveled governance system

An alternative characteristic of EC’s nature,
which explicitly gave up on a larger part of its
principles of inter-governmentalism, is that it
represented a system of multi-leveled governance.

Initially developed in the study of the structural
funds of the EC, this idea was later broadened in a
fully-fledged theory. An earlier definition of Gary
Marks'®2 spoke of:

the phenomenon of multi leveled governance, a
system of continuous negotiation between
governments on several territorial levels-
supranational, national, regional and local.

The way in which the structural funds are
distributed indicates the phase of the
implementation of policies.

The Maastricht Debates and Beyond (Harlow: Longman,
and Boulder, Co: Lynne Reiner, 1993).
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However, along with other writers, at a later
stage he broadened the concept so that the phase of
decision making is incorporated as well.*3 While
inter-governmentalism represented the process of
European Integration which is ongoing according
to the pace and level wanted by the governments
of the member states, the ones who advocated for
multi-leveled governance, even though accepted
that integration incorporates inter-governmental
bargaining, they considered that certain
governments did not control the process.

Even if one accepts that the Council of Ministers
dominates in terms of decision making, there are
some limitations of the capacity of a country to
control the results of such a joint decision making.

Supranational actors such as the Commission,
the European Parliament, and the European Court of
Justice, can be formed by the countries so that they
are of help, but they do not remain under state
control. Taking into consideration that there is a
large number of member states, it is difficult for
them to act together in terms of maintaining control;
and since all institutional changes require a
unanimous agreement, if the supranational
institutions manage to increase their competences
through legal and political means, it is very difficult
to take away these competences from them via
changes in the agreements.

Another reasons why the governments have
difficulties to control the supranational institutions
is because the state itself is not a unified actor.
Moravcsik!3* accepts this in his liberal inter-
governmentalist stance as far as the process of
defining national interests is concerned.

The concept of the EU as a multi-leveled
governance system has a similar structure as the
original neo-functionalist formulations. It can be
considered as the newest manifestation of an
approach of comprehending the EU that is contrary
to the inter-governmentalist stance.

133G, Marks, L. Hooghe, and K. Blank, 'European
Integration since the 1980s: State-Centric Versus Multi-
Level Governance', paper presented at the American
Political Science Association Meeting, Chicago, August
31-September3, 1995.

134Moravcsik, A. (1993) ¢ Preferences and power in the
European Community: a liberal intergovermentalist

The debate between inter-governmentalism
and multi-leveled governance is the last phase
of a long lasting debate about the dynamics of
European Integration, even though in its current
manifestation it is more a debate about the
nature of the European Union rather than a
debate about the process of integration. The
adopted approach in the other part goes back to
the initial question and tries to identify the
dynamic of integration, defined as a transfer of
political competencies from a national to a
supranational level.

The question inevitably focuses our attention
on the position of the states, because the
governments of the states should agree to the
transfer of competencies. Hoffman**®and
Moravcsik were concrete in terms of pointing
out the fact that states possess a formal
sovereignty, and that only recognized
legitimate state representatives can agree to give
up or to “team up” the sovereignty. The reason
why they have to agree to do that is a question
that could be answered by looking at the
limitations that the governments face in their
governing.

3. Effective and efficient implementation in
the context of integrative processes

In the context of integration there is one
aspect of policy implementation that stands out-
the imposed costs on partner countries from the
national implementing measures. There are two
types of relevant costs here: those that are
caused by direct expiration (ex. loose inspection
on safety of imported food) and the extra costs
for harmonization that are imposed on the
products and firms of the partner countries when
they enter the national market.

approach’, Journal of Common Market Studies, vol.31,
no.4, p.473-524

135 Hoffman, S.(1966) Obstinate or obsolete? ‘The fate
of the nation state and the case of Western
Europe’,Daedalus, vol.95, p.892-908
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Trade happens because the economies differ.
Sometimes it pays off to stress the economic,
technologic and regulatory differences. But
open economies also gain from the fact that they
do not differ drastically from their partners.

If the essence of integration, in this context,
is to see the problem via “collective eyes” and
“overall interests” of all partner countries;
afterwards, the effective implementation of
policy requires to rely on a transparent and well
understood general standards and procedures; as
well as on avoidance of using too complex and
idiosyncratic standards and procedures.

An implication for candidate-countries is
that they should strive for open and simple
procedures, and perhaps copy good practices of
member-states.

A question that is raised by the civil servants
of the candidate-countries is how detailed
should the implementation measures be? The
sole question reveals that they understand that
the task of implementing of the acquis is not
merely copying of the directive provisions in the
national law but also implementing them.

Why does the capacity to implement the
acquis depends a lot on the quality of the
incorporation of provisions into national law?

The amount of details that need to be
included in the implementation measures
depend primarily on two factors:

(a) the level of discretion in decision making
that has been given to the competent organ for
implementation, and

(b) the level up to which individuals and
companies can take action of evasion in order to
avoid harmonization. The bigger the level of
discretion of decision making of the organ, the
more general the implementation measures can
be, and vice versa.

4. Theoretical and practical
european integration policies

In the Republic of Macedonia there is almost
no professional literature or research that deals
with the theoretical and practical perspectives of
the policies of European Integration and there is
especially a lack of it in terms of the relation of

aspects of

these policies towards the Republic of
Macedonia. Due to all this as well as due to the
importance of these policies and the theories
that represent their basis, with the goal to come
to new insights with these questions that have
not been researched in our place so far.

Our assumptions are the following:

1. In the drafting of EU integration
policies, the key influencing factors are:

—  The number of aspiring candidates, how
large they are, their geographic proximity to the
Union at a particular period.

— The readiness of the aspiring countries
for membership at the EU.

— EU’s capacity for
members.

— The interests of the existing member
states.

accepting new

The policies of conditioning are applicable to
aspiring countries that will be net beneficiaries
of the European Union and for which the
fulfillment of the political conditions is not
assumed beforehand.

The conditions for accession as key elements
of the conditioning policies are becoming more
and more difficult due to the following reasons:

- The more extensive reforms which the
state- subject of policies of conditioning should
apply until the moment of accession.

- The lack of institutional and economic
capacities of the Union for accession of new
members, out of which the prolongation of the
mandatory time for absorption of new members
results.

The success of the policies for integration
depends on:

— The balance of its encouraging and
punitive elements

—  The capacities of the aspiring country to
create its national policies in order to be able to
fulfill the membership criteria.

The development of dialogue and
communication action could intensify the
process of convergence between the aspiring
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countries and the Union, so that they maximise
the positive implications of the policies of
conditioning of the Union and minimize the
negative ones.

5. How to build capacities for efficient and
trustworthy implementation of eu rules

The countries that applied for membership in
the EU are currently preoccupied with the big
task of accepting and implementing the laws,
policies and practices of the EU, otherwise
known as 'acquis communautaire'. Even though
the implementation of acquis is mainly
understood as a technical issue and for now
receives no significant meaning in the public,
one of the goals is to explain the reason behind
the large possibility that in the following twelve
months, as the time toward the end of
negotiation between the EU and leading
candidate- countries approaches, this issue will
become more relevant.

The need for trustworthy duties lies in the
essence of integration, in whatever form that
may be. It will be easier for the candidate-
countries that demonstrate trustworthy duties
towards the EU in terms of implementation of
EU rules, if the task of implementing EU
integration rules is given by institutions that are
authorized and safe enough, independent in
terms of deciding and which are subject to
specific duties.

The fulfillment of whatever task requires
three indispensble conditions: knowledge |,
skills and will (stimulating measures).

Conclusion
The question between inter-
governmentalism and multi-levelled

governance is the last phase of a long-lasting
debate related with the dynamics of European
Integration, even though in the framework of its
current manifestation it looks more like a

question of the phenomenon of the European
Union more than of the process of integration.

The goal of this research paper is to go back
to the original questions and it’s an attempt to
identify the dynamics of the integration, such as
the transfer of political competencies from a
national to a supranational level. This question
inevitably focuses the attention on the stance of
states, because the governments of the states
will have to agree on the transfer of the
competencies.

Hoffman and Moravcsik are right when they
state that states possess a formal sovereignty,
and that only recognized legitimate
representatives of states could agree to transmit
or to “join” that sovereignty. Starting from a
European level: the neo-functionalists identified
processes of enlargement that formed on an
internal integration dynamic. They claimed that
after the first steps were taken in the process of
integration, inevitably, other steps will follow,
since in modern, independent sector economies,
the integration in one sector, itself will generate
deviations in other sectors as well which could
be solved with additional integrative steps, or to
withdraw from the already achieved level of
integration.
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Abstract

Marketing has changed significantly since it
first emerged as a distinct business and
management phenomenon. Today can be
identify some of the major factors causing the
observed change in marketing practice.
Contemporary marketing recognizes the scope
and complexities of marketing activities. It is a
multidimensional and a dynamic concept,
known as holistic marketing, that asks and
allows for the support systems in order to
permanently connect to the parties, to create
value and long-term relationships among all.
The effectiveness of the organization is
determined by the efficiency of its employees.
Therefore, the improvement of the company is
primarily related to the improvement of its
human resources. This applies to all employees,
regardless of its role and position in the
organizational structure.
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relationships, exchange, effectiveness,
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BPABOTYBAIBEE U PA3BOJ HA
BPABOTEHUTE IIPEKY
COBPEMEH MAPKETHHI' KOHHOEIIT

Ancrpakr

MapKeTHHIOT JIpacTUYHO CE€ MPOMEHH H
CTaHa e€lIeH O] 3Ha4yajHUTe OW3HHC U
MeHalIMeHT ¢eHoMeHHU. JleHecka MoXaT Ja ce
UICHTU(PUKYBaaT HEKOJKY OJ  TJIABHUTE
dakTopu KoM KOM THU TpPeau3BUKYyBaaT
OUUTJICIHUTE  TNPOMEHH BO  MAapKETHHT
npakTukata. COBPEeMEHHOT MAapKeTHHI T'H
nperno3HaBa MIMPUHATA M KOMIUIEKCHOCTAa Ha
MapKETHHT aKTUBHOCTHTE. Toj e
MYJITHIUCIHMIIAHAPEH U TUHAMUYKY KOHIICTIT,
MO3HAaT  KaKO  XOJUCTUYKM  MAapKETHHT
(MapkeTHHI Ha pa3Oupame) KOj IMOCTaByBa
npamiama U JaBa MOoAJIPIIKA HA CHCTEMHTE CO
IIeJT TIOCTOjaHO Jla T TIOBP3yBa CTPaHUTE, Ja
Kpeupa BpeHOCTH U JOJITOPOYHHU OAHOCH Mery
cute. EdpexTuBHOCTA BO paboOTEHETO HA CEKOja
opraHuzaija € ornpejeiaeHa o epuKacHOCTa
Ha HEj3MHUTE BpaOOTEHU. YHANpeayBambeTo Ha
KOMIIaHHjaTa, BO MpPB pel € IMOBP3aHO CO
YHAIIpeyBamkbeTO Ha YOBEUKUTE pecypcu. OBa
ce OJIHeCyBa Ha cTe BpaboTeHH, Oe3 oriea Ha
HHUBHATa yJiora " byHKIIMjQ BO
OpraHu3aloHaTa CTPyKTYpa.

Kiay4nu 360poBu: OM3HU3, TUMEH3HH,

KOMITAaHUH, OJIHOCH, pPa3MeHa, e(PEeKTUBHOCT,
epuKacHOCT
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1.0cHOBHM KapaKTEePHCTUKH HA
MapPKeTHHIOT U BPadoTyBameTO

MapKeTuHTOT JEeHeC ce KOPHCTU BO IOIIH-
POKOTO OIIITECTBEHO ONKPY)KYBame CO IIeN
MOTICTUTHYBAkE HA MAKCUMYM BO PabOTEHETO
U MICKOPUCTYBamkE Ha YOBEYKHUTE M MaTEePHja-
HUTE pECcypcH, a BOEIHO J00MBame Ha
MaKCHMaJIeH NMpo¢pUT. MapKeTHHIoT  BIHjae
Bp3 OCTBapyBame Ha 3anoxxbara  3a
MaKCHMaJIHO BpabOTyBame, OJHOCHO HCKOPHC-
TyBalkb€ Ha YOBEYKHOT MOTEHIHUjal  BO
OIIITECTBOTO W HamajlyBambe Ha HeBpalo-
TEHOCTa, OJTHOCHO 3TOJIEMyBamke€ Ha OIIITATa
6marococtojbara Ha OIMIITECTBOTO.

Bo CErallHUTE COBPEMEHHM YCIOBM Ha
(GyHKIIMOHHMpAkE Ha CEKOja KOMIIaHWja ucTaTa
MoOpa TIOCTOjaHO Jla Cce TpWIarogyBa Ha
noTpeOuTe Ha TMa3apoT Ha Jkenbara Ha
KYITyBa4HTe 32 IPOU3BOINTE WU YCIYTUTE HITO
I'M Hy/Id KaKo Ha Hajno0ap Ha4WH UCTHUTE Ja TH
3aJJOBOJIM OJHOCHO Ja ja OCTBapH CBojaTa
MHCHja W LeJl W Ja OCTBAPH ILUTO IOTOJEM
npodut kako OM HcTaTa KOMIAHMja OCTaHala
Ha 1a3apoT CO YCHENIHO paboTeme.

[IpaBMIHOTO HacodyBambe Ha AKTUBHOCTHTE
O]l CTpaHa Ha MEHAIMEHTOT € IOBeKe Of
noTpeOHO OuIEjKM Ha HEro Cce TeMeNH
LIEJIOKYITHATA OJITOBOPHOCT OKOJy
MMO3UTUBHOTO pabOTEeHE Ha KOMIIAaHWjaTa U
ocTBapyBambe Ha NpodUT .MeHalIMEHTOT MOopa
Jla BHUMaBa Ha OJATOBOPHOCTA IITO ja HOCH KOH
paOOTHUKOT KOH HEMOCPETHHOT YMHHUTEN Ha
MPOU3BOIHUOT TpoIiec. MEeHaIMEHTOT Mopa Jia
CTUMYyJUpa M MOTHUBUpPAa U Ja HNOTTUKHYBa
xenba  Kaj HEMOCPETHUOT  PAOUTHHK
MaKCHUMAJTHO J1a C€ 3aJI0KU 3a M3BpIIyBambe Ha
MIPU3BOTHHUOT IIPOIIEC.

MapkeTUHI MEHaMeHTOT Tpeba na Oune
MOTCUCTEM Ha BKYITHHOT Pa0OTEH MEHAlIMEHT
Ha KOMIIaHMjaT, OJHOCHO JIBUTATEJ] Ha TOj
mpomec, a morpebdara o Kamap OJHOCHO
palboTHa crjIa MaKCUMAaJIHO TOYHO J1a C€ HACOUU
Kako Oum ce oxbpan HajmoOpwoT pabOTHUK Ha
COOJIBETHOTO MECTO .

MapkeTuHr akTHBHOCTHTE Tpeba 1a ce
HAcoYaT KOH KOHCOJHIAIfja Ha OpraHu3a-
[[MOHATA CTPYKTypa U (YHKIIMOHHPAHETO HA
KOMITaHWjaTa  Kako  JCJIIOBEH  CYyOjeKT.
MapKkeTHHILIKOTO JAeTyBamke 3a M3HAOrame Ha
COOJIBETEH M KBAIUTETCH KaJlap MopeTpeOeH 3a
COOJIBETHHOT TPOU3BOACTBEH Ipolec Ou
3HAYeJI0 YEKOp Hampel KOH MOCTHUTHYBame Ha
I[eJITa 32 COOJIBETHATA KOMITaHH]a.

Enna on HajBmeyatnuBUTE, TII00ATHU Kapak-
TEPUCTUKM Ha W3MHUHATAaTa JeleHHja €
KOHTHHYHpaHaTa MPOMEHA Ha OM3HUC KIMMaTa
1 nazapHuTte ycioBu. Komnanunrte OykBaiHO ce
OopaT oJ JieH Ha JICH J]a MOCTUTHAT yCIeX, Ja
Oounmat epuKacHM M Ja OCTaHAT KOHKYPEHTHH.
Bo 0BOj mpoliec Ha ONCTAaHOK W aJanTailyja,
3a0ene)kaHa € HEMpOLEHJIMBaTa BaXHOCT Ha
JyreTo, OJHOCHO BpPAaOOTCHHTE BO OpraHM3a-
nyjata Kako €IeH O] KIy4HUTE (AaKTOPH CO
HAJTOJIEMO BIIMjaHHE BP3 IMOCTUTHYBAHETO U
OJIP)KYBamETO Ha YCIIEXOT Ha OpraHU3aIHjara.
UMOT Ha Bpa0OTCHM Ha €JIHA KOMIIaHWja ¢
eIMHCTBEHOTO HEIITO IITO HE MOXE Ja ce
UCKONIMpa M JlaBa YHUKAaTHa KOHKYpPEHTCKa

HPEeIHOCT.
AKTUBHOCTUTE KOM C€ OJHecyBaT Ha
BpaboTyBameTo  omndakaar aHauu3a  Ha

paboTara, IJIaHUpamke Ha MOTpedHuTe OJ Bpa-
O0oTyBame, TMpHUBIEKyBake W U300p Ha
HajnoOpute KaHAMaTH. BpaboTyBameTo Ha
YOBEYKUTE PECYPCH BO KOMIAHHUTE € TPOIIEC
IpKy KOMIIaHH]jaTa 00e30e1yBa cekoraui 1a uma
COOJIBETeH Opoj BpabOTEHH CO COOJBETHO
oOpa3oBaHHe ¥ TMOATOTBEHOCT 3a Haja00po
U3BpIIYBalkbe HA 33Ja4ylTe Ha KOM Ce
aHTaXUpaaT M KOM TIPUJIOHECYBaaT Ja ce
OCTBapar IeJTUTE Ha OpraHu3aIMjara.

Co anaimzara Ha  paboTemeTo  ce
OTIpeNeTyBaaT CIIOCOOHOCTUTE, OOBPCKUTE H
3HaewaTa KoM Tpeba J1a TM UMaaT BpaOOTEHHUTE
KOU ke paldoTaT Ha OIpeAeNICHUTE pPaOOTHH
MecTa.

[TpuBnexyBameTo, MpeTCTaByBa IMpPOIEC HA
o0e30enyBame 3HauaeH Opoj KaHAWAATH 3a
BpaboTyBame BO OpraHusanujara kou Oapaat
paboTa U UMaaT COOJIBETHU KBATU(HUKALIUH.
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N360poT mpercraByBa IMpOLEC CO KOj OJ
MPHUjaBEeHUTE KaHIUAATH 3a BpabOTyBame ce
n3bupaact HajAoOpUTe 3a  OMpEACICHUTE
paboTHH MecTa.

CrankaTta 3a BpabOTyBame Ha KaJIpH, MOXeE /12
Ce OJIpeNu CO MperJie]l Ha MUHATUTE MCKYCTBa
WM Bp3 0a3a Ha WAHKUTE OM3HUC OYEKYBama Ha
MeHaMeHTOT. [Ipen MeHayepuTe ce mocraByBa
npamame: Konky nyfe W CO  KakBH
CIIOCOOHOCTH K€ M TpeOaaT Ha KOMIIaHHWjaTa, 3a
Taa na Owjae CrnocoOHa 1a JpKH YEKOp CO
BpEMETO?

2. MapkeTHHT NPUCTAI BO 00e30e1yBambeTo
Ha pa0doOTHA CWJIA BO KOMIIAHMHUTE

HcrpaxxyBameTo Ha MOTpeOWTE Ha KOMIa-
HUHTE € KIy4eH CErMEHT BO pa3BUBAKETO HA
MapKETUHT KOHIIETITOT KaJe MITO OJf OCOOCHO
3HaUemhe Ou OMiIo mpen c€, M3HAOTambeTo Ha
MPETHOCTUTE U HEJOCTATOIUTE Ha Ma3apoT Ha
pabotHa cuna. Tpeba aa ce HanmpaBH aHIN3a HA
a3apoT, Kako Ha Ma3apoT Ha MPOM3BOJM, TaKa
¥ Ha maszapor Ha Tpynor. [lo3HaBamero Ha
ma3apoT, morpedaTa oJ] OIpeICHH POU3BOIN U
notpOHaTa paboOTHa CWia, € MpB LIEKOP BO
pa3BUBAKBETO M KPEUPAHETO HA MAapKETHHT
IUIaHOT.

HcrpaxxyBaeTo Ha TMa3apoT IpeTCTaByBa
OJHANpe] CMHCIEH IUIAHUpaH Tpolec Ha
coOupame W aHAIM3HUPake Ha MOAATONH 32 Ja
MO’KaT UCTUTE J1a MOCIYXkaT 3a JOHECYBambe Ha
MapkeTHHr  oanyku. Ilpubupamero  Ha
MOJIaTOIHM € CIIOXKEH Mpouilec Ouaejku tpeda
TOYHO J1a c€ mpenu3upa norpedara oa padboTHa
cuna. .Ilocrojar cocrojOu Kkajge ce jaByBa
neunuTapeH Kamap Kajae IMITO MAapKETHHT
KOHIIEITOT € TMOBpP3aH CO BJIOXKYBame Ha
IonaTHU (PMHAHCUCKHU CPEJICTBA BO CMHCIIAa Ha
nooOpa3yBame Ha KagpuTe INTO OM 3HAUENOo
mo0Op30 MpHUIaroyBae Ha HOBHOT TEXHOJIOIIKH
MPOIEC OJJTHOCHO IITO MOOP30 OCTBapyBame Ha
mpo(dUT MITO € U Haj3HAYajHO 3a KOMITaHUjaTa.

[Tazapor Ha Tpya ce MeHyBa CO TEKOT Ha
TOAMHWATE, a CO TOa W TMPOLECOT Ha
BpabotyBame. OHHe kou Oapaar pabora, HO U

paborogaBaunTe, Tpeba Ja M chenar
IPOMEHUTE W Jla Ce MPWIarojJaT Ha HOBUTE
CTaHJapIH.

Co ocHOBamETO Ha OMJIO KOja OpraHu3aluja u
MOCTaBYBaETO Ha CTpaTervjara, BU3MjaTa H
MHCH]jaTa Ha HEJ3UHOTO paboTeme, CIeIn eaHa
O HAjKOMIUJICKCHUTE 3a7add, a Toa ¢€
ONOJHYBAalb€TO Ha Taa OpraHusaiuja co
paboTeH Kamap KOj IITO K€ ja H3BpIIyBa
npensuaeHata padora. Co Toa MpakTHYHO ce
[OCTaByBa OCHOBaTa Ha KOMIIaHMjaTa, a Taa
OCHOBa 3aloO4yHyBa OJf camaTra OCHOBa Ha
MEHAIMEHTOT Ha YOBEUKHUTE pECypcH -
MIPUBJIEKYBAHETO HA COOABETEH Kajap KOj IITO
Ha HEKOj HA4MH T0 JETEPMHHHUPA MPOIECOT Ha
paboTa 1 ycrexoT o/ Toa paboTeme.

Ce mocraByBa mpamameTo Kora tpeda aa ce
3all0YHE CO MAapKETHUHIOT BO H3HAOlame Ha
paboTtHa cuna ?

MapkeTHHIOT Kako TMpolec KOH M3Haolame
Ha HOBHM KaJpu Tpeba Ja 3arodHe YIITe mpes
na ce odopmu opranuzanujata. Hajuampen
Tpeba Ja ce HampaBH HCTpaKyBame, Ja ce
aHalM3Mpa cocrojbara Ha Ma3apoT, Ja ce
neuHUpaaT  [eNIHTe, Ja Ce  HalpaBu
CerMEHTalMja, a MmoToa Ja ce neduHupa
COOJIBETHA CTpaTerHja.

Cekoja opranuzanuja caka Oa mHpuBieYe U
3aIpKU BpaOOTEHU KaJpu KOU Ha Hajmodap
HAYMH Ke THU 3aJ0BOJIaT TMOTpedHuTe Ha
pabOTHOTO MECTO U Ke TW npudaTar HeauTe Ha
opraHusaiyjata. 3aJayaTa Ha Opranusaiyjara e
na 006e30emau, BpaOOTH U 3aPKH COOJBETHO
CHOCOOHM KaJpu KOM ke OMJaT OpUEeHTHpaHH
KOH M3BpIIyBamke Ha pabOTHUTE 3aJaud Ha
KoMmmanujaTa. OcTBapyBameTo Ha €ePEKTUBHO U
epukacHO paboTeme BO KOMIIaHU]jaTa 6apa myre
KOM Ke UuMaaT COOJBETeH NpUCTal KOH
paborata, HEMa Ja TH 3eMaar IMPEIBUI CaMO
OM3HHUC YCIOBUTE, TYKY M BKYIHUTE YIIOBH, a
KOMIIaHHjaTa Ha COOJIBETEH HAayMH TOa Ke To
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BpeIHUBA M K€ THU 33ApKU U YHarpenyBa
BpaborenuTe. >

O0e30enyBameT0 Ha YOBEUKUTE PECYPCH BO
OpraHM3alyja  3Hau4d IIOTNOJIHYyBake  Ha
paboTHUTE MecTa CO KBaIM(UKYBAaHH U
KBAJIUTETHU KaJpu KOW CO HCIOJIHYBamkE Ha
HUBHHUTE PAa0OTHU 3a/aud Ke MpHUAOoHecaT 3a
OCTBapyBamE€ pacT U pa3Boj ¥ MPoUT 3a camara
opraam3anuja. O06e30enyBameTo Ha paboTHATA
paka WM TpOLEcOT Ha BpaboTyBame omdaka
MOBEKe aKTUBHOCTH M HHU3a Ha MPOIETypH KOH
ITO MopaaT Ja OujaT WCHOJIHETH. Tue

akTuBHOCTH ce: L3’

e [Inanupame Ha TOTpPEOUTE OF JIMLA 32
BpabOTyBame;

e Perpyrupame Ha Jiuia 3a BpaOboTyBame;

¢ l30upame Ha uiia 32 BpaboTyBame.

Ilnanupawemo na nompedbume 00 nuya 3a
eépabomyeare 3allOUYHYyBa CO aHAIW3a Ha
paboTHO MeCcTO KOe MITO Tpeba Ja ce MOIOJIHH,
KOMJICTEH OITMC Ha pabOTHOTO MECTOM HEroBa
cnerudukanuja. Co peanna crenudukanmja u
cUCTeMaTu3aluja Ha paboTHATa TO3WIMja Ce
MOCTaByBa OCHOBaTa 3a YCIEIIHOCT Ha
MOHATaMOIIHUOT npotuec. [lokpaj aHanuzara Bo
camaTa oOpraHm3aiyja, MOTpeOHO € Ja ce
W3BPIIM M aHaJM3a HA HAJBOPEIIHATA CPEIUHA
OJTHOCHO TIpeIBHyBarkb€ Ha TIOHyJaTra U
nobapyBaukara Ha 4oBe4yKkH pecycu. CamoTo

IUIAHUPAalke Ha [oTpeduTe o] JHuIa 3a
BpaOoTyBame  BKJIydyBa  IpOLEHKAa  Ha
TPEH/IOBUTE, TPOrHO3a Ha TMOHyJaTa |

noOapyBaukaTta Ha IazapoT Ha TpyA, U Bp3
OCHOBAa Ha J0OMEHHTE pe3ynTaTté (HhopMHpame
Ha COOJIBETHA CTpaTeruja 3a CIpPaByBame CO
OMJIO0 KaKBM pa3UKU TIOMery TIOHyJaaTa H
nobapyBaukara.

Pezpymuparwemo na nuya 3a epadomyearse
noJipa30upa akTUBHOCTH KOM Ce€ TpeB3eMaar 3a
NPUBJIEKYBakE Ha KaJpH 3a IMOMOJHYBambe Ha

136 Minder S. and Balina C (2015), Human Resource
Management’s Marketing Approach and Its
Contribution Towards Employee-Satisfaction, Expert
Journal of Business and Management, VVolume 3, Issue 2

c1000AHUTE paboTHI MO3ULIUH.
[TononnyBamero Ha cio0ogHHTE PAaOOTHH
MecTa MOXe Ja Oujge oA ma3apoT Ha TPYA
(HaIBOpEITHO  PEeTpPyTHpame)  WIH O]
MOCTOJHUTE BpaboTEeHU BO camara
OpraHM3anyja co INpOIEeCH Ha MPEMECTyBama
WIA  yHampedyBama (BHATPEIIHO  perpy-
THpamEe).

Kako mocnemna ¢asza BO Tpomecor Ha
NPUBJIEKYBABE € U3Ouparemo Ha CIUNa 3a
BpaboTyBame. OTKako Ke ce UCIUIaHupa
IPOLIECOT Ha MPUBIEKYBAE U CO pErpy-
TUPAKETO K€ Ce MpHBIEYaT JTOBOJICH Opoj Ha
KaHAWJATH cJeqyBa IIPOLECOT Ha u300p.
N360poT Ha nuaTa 3a BpaboTyBame I'M CIOjyBa
IUIAHUPAKETO M PErpyTHPAmEeTO BO  €/HA
HelMHA W IO 3aBpIlyBa MpPOIECOT Ha
BpaboTyBame.

3. [locTanku Ha MpoiecoT Ha BpadoTyBambe

[locrankuTe Ha mpouecoT Ha BpabOTyBame
Bp3 NpHUMEHAa HAa MAapKETHHI TMPUCTANOT Ce

CJIICAHUBC: 138

IIpuBnekyBame,

Perpyrupame,
N360p
BpabotyBame

Ilpuenexysare Ha KaHUJaTH 3a
BpabOTyBame MOXKE J]a C€ BPILIM CO IPUMEHA Ha
MOBEKE PA3JIMYHU TEXHUKH: OIJIaCH BO JTHEBHU
U HEJEeNHM BECHHIM, OIJIaCH Ha HWHTEpHET,
UHTEPHO OIJIACyBake€ M IPENOpPAaKH  OJ
BpabOTEeHH, KOPHUCTEHE€ Ha YCIyTuTe Ha
CHeuMjaIu3upaHy areHUuu 3a BpabOTyBame,
OJIp)KyBalb€ Ha KOHTAKTH CcO OOpa3oBHU
MHCTUTYLIMH, NPUCYCTBO Ha T.H. ,,Ca€MHU 3a
Kapuepa

137 Picky W. Griffin , Principles of Management,
Cengage Learning, 2007, Business & Ekonomics

138 Strategic HR Planning - HR Council , hrcouncil.ca >
Resource Centre » HR Toolkit » HR Planning
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[lpu pezpymuparwemo Ha KaHguIaTHTE 32
BpabOTyBame, HEOIIXO/IHO € J1a Ce ycoryiacaT Ha
Oapamara KOM T HAMETHYBa pabOTHOTO MECTO
Y KapaKTepUCTUKUTE HA KaHAUJATOT.

[Tpoutecor Ha w360p ce momoOpyBa co
ynoTtpeba Ha ICUXOJIOIIKY TECTOBU (TECTOBH 3a
OJIpeyBambE Ha CIIOCOOHOCTUTE M BPETHOCTUTE
KOM TM TIOceqyBa KaHIMIATOT, TECT Ha
JUYHOCTA M CII.) U J00pO CTPYKTypUpaHU
uHTEepBjya. JIMYHM BpPEIHOCTUIHOCTH Ha
KaHIUIATOT Tpeba na OumaT ycorylaceHH CO
BPEITHOCTUTE HAa KOMITAaHH]jaTa.

ConmaHuOT KaHAMIAT Ce 6padomyea W TOj
IIOYHYBa Ja T'M Y3BpIIyBa 3aJauuTe KOM Ce
orpeniesieHl 3a pabOTHOTO MECTO 3a Koe €
IpUMeEH Ha pabora.

N360poT, perpyranujata U BpaOOTYBamETO
[IPEeTCTaByBaaT 3aJayd CcoO KOM C€ BpIIU
BOCIIOCTaBYBam-€ MPOIETypPH 3a perpyTaiuja 3a
Jla ce MOTOJIHAT CI000JHUTE MecTa 3a u300p Ha
HajKBaTH(UKYBaHHUTE auna criopen
BOCIIOCTaBEHU BAJIUIHU KPUTEPUYMH U 3a
OpHEHTAIMja Ha HOBUTE BpaOOTEHHU.

Bpabotenute Bo KoMIaHujaTa, OTKAaKO K€ ce
BpaboTeT He Tpeba Ja OCTaHAT Ha HUBOTO Ha
3Haeme Ke ro umMajue, TyKy The Tpeba Ja ce
pa3BUBaaT M J1a ce yHarpeayBaaT BO padoTara.
3a Taa 1en KOMIIAaHMMTE M3paboTyBaaT
COOJIBETHH TUIAaHOBH 3a pa3Boj. Ilnanom 3a
Pa360j OBO3MOXXyBa KOHTUHYUPAH pa3Boj Ha
BpaOOTEHUTE BO JIEIOBUTE KaJe IITO €
MOTpeOHO MO00pYBamke BO U3BPILIYBAKHETO HA
paboTemeTo, o100pyBame Ha
WH/WBUYAIIHOTO pPa0OTeme, IITO BOAM JI0
OCTBapyBame€ U IM0J00pO IOCTUTHYBame€ Ha
HUBO Ha IleJa  KOMIIAHHMja  OJHOCHO
OCTBapyBam€ Ha pa3BOj Ha OpraHu3alrjaTa.

Kora komnanuuTte ke JoHecaT oOjJjiyka 3a
BpaboTyBame HaompeaeneH Opoj mauia, Ha
orpeJieieHd pabOTHUM MecTa THe 00jaByBaat
KOHKYpC Ui cnenudukanyja mro Tpeda 1a ru
VCTIOJIHU MOTEHLMjAIHUOT KaHIU1aT 3a J1a Oujie
BpaboTeH. Bo KOHKYpCOT ce mpomwuiryBaaT
yCJIOBUTE 32 BpaOOTYyOBEHETO, KaKO Ha IpUMeEp,
00pa3oBaHHETO, MPETXOTHOTO paboTHO

UCKYCTBO, JIMYHHUTE KapaKTEPUCTUKU KOU
MOEIMHEIIOT MOpa Jia TH uMa. (

Komnanujata omrydyBa panu Ke MOHYAU
BpaboTyBame U KakBa ke Ouje taa nmonyxaa. Ho,
U oHHE mTO Oapaar paboTa OTydyBaaT Iaiu
Taa KOMIIaHMja M Toa pPabOTHO MECTO UM
onroeapa wiM He. BaxkeH e yriegor Ha
KOMITaHWjaTa, TPUBJICYHOCTA Ha pPabOTHOTO
MECTO, Kako M TOHyJaTa (IjiaTra, MOKHOCT 3a
YHaIpeayBame, 32 yCOBPIITYBAbE).

Ha xommanuwjata um e BaxHO J1a jgobue
KBaJTM(UKYBaHU M CIIOCOOHU JIyT'e 3a OJIpeICHH
MO3UIIMM, Tla € TOTpeOHO THE J1a ce
UJICHTU(HUKYBaAT, TakKa IITO camo
HAQjCOOJIBETHUTE KaJpu MOXKaT Jga Oujgar
n3bpanu. Cekoja KOMIaHMja HacTojyBa Ja
BpabOTH KBAJIMTETEH Kauap, Na € IMOTPeOHO
OylaroBpeMeHo jaa ce coOepar uH(opMmanuu
OKOJIy TIOTEHIIMjATHUOT Kazap.

3akiy4ok

[Ipumenata Ha MapKETHHTOT MPOILECOT Ha
BpaboTyBame  IMpeTcrayBa  OCHOBAa  Ha
KOMIIHMjaTa Bp3 Koja Ke ce TIpajaTr cuTe
MOHATaMOIIIHW AKTUBHOCTH BO BpCKa CO
BpaOOTYBaWkETO Ha JHMIATa KOU K€ TH
U3BpIIyBaaT paboTUTE Ha KoMMaHujaTa Ennam
MIOTIOJTHETH PAOOTHH MECTa CO TMOCAKyBaHHOT
Kajap, HEe 3HAuu TPajHO 3aBpLIyBamke Ha
IPOIECOT Ha TMpPHBIEKYBame. [lOCTOCUKHOT
Kazap Tpeba J1a ce 3aApxKH, 3aApKAHUOT Ja ce
YHanpeau.

Ha ce com3pane M OAPXKHU KOHKYpPEHTCKa
INPEeIHOCT Ha Na3apoT € BO3MOXHO Camo
JIOKOJIKY C€ MOCEyBaaT BUCTUHCKUTE YOBEUKHU
pecypcu M THE KaKO TaKBU C€ TIOCTABEHHW Ha
BUCTUHCKUTE paboTHu Mecta. Cmopen oBa
YOBEUKUTE  PECyCypcH ce€  Hajrojemara
BPEIHOCT Ha €JHa OpraHu3aiyja Kou IITO ce
HE3aMCHITUBH, HUBHHOT KBaJIUTET e
HOBO3MOJKHO Ja C€ MMMTUpa OJf CTpaHa Ha
KOHKYpEHLIMjaTa U Ha] KBaIM(PUKYBaHHUTE C€
PETKH 3a IIpOoHaolame.
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