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ABSTRACT

Consumer behavior is an important element for any company, as the overall
success of the company depends on the consumer. There is no doubt that the Internet
has made major transformational changes in their behavior. Today, consumers are
oriented towards the electronic purchase of products, which immediately causes a
change in the way the business works, ie the satisfaction of their needs and desires
requires more digital access. The greatest impact on the emergence and expansion of
digitalization in consumer behavior had the pandemic caused by Covid 19. The
necessary innovative ways of working and behaving were imposed daily, so the digital
aspects were observed on both sides, both in demand and the offer.

One of the most common digital forms of consumer behavior is e-commerce,
which has gained global momentum in recent years. Changing shopping habits like the
older generations to the youngest, consumers decide to buy different types of products
electronically, providing the most necessary and luxury goods. From that point of view,
companies that want to "survive in the game" are forced to react quickly and adapt to
the "pulsation” of the digital environment. E-shopping is part of the everyday life of the
consumer from highly developed economies, while for the consumer from developing
countries this type of approach to shopping is a completely new concept, but still in
significant growth.

Undoubtedly, the digital model of consumer behavior leaves its mark on the
entire modern society. This approach creates a new, revitalized digital ecosystem that
differs greatly from old shopping habits. For companies in these countries, the electronic
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offering of products and services is a new challenge that they must meet to keep pace
with the digital global world.

Key words: e-commerce; consumer behavior, digital society, internet technology

INTRODUCTION

In recent decades, Internet marketing strategies have grown rapidly. In response
to those changes that occur on a daily basis, consumers have adapted their behavior on
the Internet. [1] The changes that have taken place on both sides, both in consumers
and in supply, have led to the emergence of new consumer behaviors and habits in a
digital environment characterized by personalization in strategies. [2] In conditions of
digital ecosystem, where most of the activities are influenced by digitalization, if the
business wants to understand the needs and desires of consumers and their behavior,
the basis of their business models should be the consumer experience; influencer
marketing; word-of-mouth marketing and other Internet strategies. [3] Working in a
digital environment gives companies the opportunity to analyze and track consumer
behavior easier, more efficiently, cheaper and faster. Through that analysis, every
business takes care to discover which are the dominant factors that have an impact on
consumer behavior, and also which influences are the most important and most
common for "activating” these factors. [4]

In this type of environment, consumers are particularly interested in gaining more
followers and communicating with the consumer community. That is, the opinion and
attitudes of other consumers are especially important when making decisions by the
consumer. On the business side, they must take care of good public relations as well as
take care of the positive image that the company should achieve. [5] The existence of
the digital environment requires major changes in every entity that operates in it, but this
type of behavior has long been formed and operated. In fact, the digital impact on
consumer behavior has been around for a long time through various forms.

1. CONSUMER BEHAVIOR

Consumer behavior involves analyzing how individual customers, groups, or
organizations select, purchase, use, and dispose of ideas, goods, and services to meet
their needs and wants. It refers to the actions of consumers in the market and the basic
motives for those actions. [6] The importance of its analysis stems from the fact that the
obtained results provide a basis for further behavior of the company, ie its marketing
department. From the consumer behavior depends what will be the marketing concept,
ie the strategy of the company, what will be the production policy of the company and of
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course the profits that the company will make depend on it. Marketers can understand
the likes or dislikes of consumers and design their future products based on that.

By monitoring consumer behavior, you can actually see what they want, what
they buy, why they buy it, how often they buy a given product, the reason that is most
often present when buying that product. Consumer behavior analysis should provide
some data: [7]

» What consumer thinks and feels about the different alternatives;
» What influences the consumer to choose one of the given options;
» Consumer behavior at the time of purchase;

» How the consumer's environment (family, friends, relatives) influences his
purchase decision

Consumer behavior, ie the analysis of their behavior should give an answer how
they behave in moments of choice and consideration of alternatives. Conducting this
analysis requires a lot of resources, time, effort and energy that need to be invested, but
then the results obtained provide the basis for developing a good strategy of
communication with consumers.

Consumer behavior is influenced by a number of factors, each of a different
nature and of course with different intensity of action. [8]

e Marketing factors, such as product design, packaging, promotion, positioning
in the consumer's consciousness and of course its distribution.

e Personal factors, such as age group, gender, level of education, level of
income, etc.

e Psychological factors such as the motivation to buy, the perception of the
product itself and attitudes.

¢ Situational factors such as the environment at the time of purchase, social
environment and time as a factor.

e Social statuses related to social status, reference groups, family.
e Cultural factors that include religion, subculture, etc.

There are a number of definitions and divisions in the literature as to which
factors have an impact on consumer behavior. In essence, the main factors
that have an impact are those listed in Figure 1.
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Figure 1: Factors influencing consumer behavior
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In modern marketing, consumer behavior has an important place along with a
positive brand image. Through the past and current behavior of consumers, the
company has the opportunity to predict their future behavior. This is especially important
for companies that face a high degree of competition, where each of them wants to sell
their products. The connection of a good understanding of consumer behavior with the
image of the company has a positive effect on the financial result that it will achieve. [9]

Both the literature and the practice point to several types of consumer behavior
that are most common. Of course, the type of behavior, as well as the decision making
will depend on the product being purchased. The following are the four most common
types of consumer behavior. [10]

Complex consumer_behavior - occurs especially when consumers buy an
expensive product. In this situation consumers are very much involved in the buying
decision and thoroughly research before committing to investing. In complex buying
behavior, the buyer will go through a learning process. You will first develop product
beliefs, then attitudes, and then make careful purchasing choices.
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Consumer behavior that reduces dissonance - Consumer involvement is high.
This is due to both the high price and the rarity of the purchase. Another important point
is that there is not much choice and of course the small number of alternatives differs
very little.

Usual consumer behavior - there is little consumer involvement in the
purchasing decision. In this case, the consumer notices only a few significant
differences between the brands. When consumers buy products that they use for their
daily routine, they do not think much. They either buy their favorite brand or the one
they use regularly - or the one available in the store or the one that costs the least.

Consumer behavior with diversity - consumer involvement is low. There are
significant differences between brands. Here consumers often make a lot of brand
switching. Product switching costs are low, so consumers may want to try new products
just out of curiosity or boredom. They are moving to a new brand because of the desire
for diversity.

Consumer behavior is a variable that is under the constant influence of many
factors and that changes on a daily basis, hence requires great attention. In recent
years, the impact of digitalization is huge and penetrates into every pore of society and
it is normal that consumer behavior is influenced by it. In the following we will look at the
impact that digitalization has on consumer behavior, and further affect the companies
themselves that need to follow those trends.

2. DIGITALIZATION AND ITS IMPACT ON CONSUMER BEHAVIOR

The very development of technology, as well as the advent of the Internet have a
huge impact on consumer behavior, that is, they have changed their behavior. [11] A
very important point for marketing is the impact and motives that are realized from the
use of the Internet by consumers. That is, what changes their behavior after using
digital tools. [12] Digitalization over the years has made such an impact that today the
consumer profile has changed. New generations of consumers are more informed,
ready to move across the entire digital environment. [13] A number of changes that
have taken place through the impact of globalization and digitalization have led to
changes in consumer behavior as well. One of the main changes that have occurred in
their behavior is the transition to electronic commerce, ie electronic purchase of
products and their delivery to a home address. The beginnings of e-commerce are long
ago, but the percentage of realized electronic purchases was small then.

That is, in 1998 only 0.2% of all retail purchases were made online, while at the
end of 2019 that percentage was 12% of total retail sales in the United States. [14] To
bring about this change over the years have influenced a number of activities by
companies worldwide. Most of them have become digitally present, ie they have started
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communicating with consumers on a daily basis through various digital marketing
channels. Such communication provided by these channels is much more common,
more secure and of course with a greater thread for personalization. [15]

Worldwide research shows that digitalization and all its processes in the future
will have an even greater impact on consumer behavior. According to research firm
Gartner, several digital trends will continue to influence and change consumer behavior
in the future. [16]

» Platforms for sales and e-commerce will be improved,;
» Services related to products will generate more revenue for companies;

» Multiple links, networks and advertising channels are linked to trading
platforms;

» The positions of the competitors are starting to be lost, ie in the e-commerce
the third parties appear;

» With digitalization, the buying path is unified because information flows and
background systems constantly communicate with each other.

Each of these trends adds innovations within the business to which both parties
need to adapt. The change in consumer behavior requires change in the company in
order to answer those questions and be successful. Today's consumers have certain
specifics that the company has to respond to. It is presented in Table 1 below.
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Table 1:

Consumer behavior versus the behavior and actions of marketers in digital
environment

Consumer behavior Actions from marketers
By using keywords in their content,
Consumers have sophisticated marketers can rank in the search engines and
questions be selected in the search results.

Focus their marketing campaigns on the
visual elements to convey the message. With
Consumers want to see things visually | the art of visual marketing, they can create a
visual scene that attracts attention and evokes
consumer action..

This is where the strong value of word-
of-mouth marketing comes into play. Knowing
Consumers rely on other people's that consumers can not be fooled by self-praise,

opinions brands must rely on influential people or
credible bloggers whose word is not easily
understood in the market.

Greater emphasis on the viral
Consumers research and seek facts campaign, because today the consumer does
not want to be tortured and read a text. In these
cases, podcasts and videos play a particularly
important role.

Source: https://www.zilliondesigns.com/blog/consumer-buying-behavior-digital-vs-real/

The listed behaviors and characteristics of consumers versus the behaviors of
companies show that an effort must be made by the company to satisfy today's
consumer. In each of the actions of the company is noticed the use of modern, digital
tools through which the different goals of both the company and the consumer are
achieved. Their behavior must be seen through the prism of the digital world, ie
everything they do is digitized to that extent and in that way the companies themselves
must respond.

3. CONSUMER BEHAVIOR IN A PANDEMIC CAUSED BY VIRUS CovID 19

The pandemic caused by Covid-19 is far from a health crisis, its impact has
spread everywhere in all spheres of social life. Part of the puzzle is the impact of the
pandemic on consumer behavior. It is expressed through various forms and ways,
which for the companies was something new and some companies see it as an
opportunity, while others as a threat. The first aspect that is noticed in the behavior of
the consumers with the appearance of the pandemic is the reduced purchase of luxury
goods, ie the use of financial means to provide the necessary goods. [17]
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Research related to the feelings, thoughts and attitudes of consumers are the
most important, ie it is the most important psychological factor that has its impact on
consumer behavior. It is necessary and essential to conduct research on consumer
behavior in such conditions from two aspects: the first aspect concerns the
understanding of behavior that is directly related to the pandemic; the second aspect
refers to the ability of companies to develop new marketing strategies. [18] Numerous
studies show that household income has a huge impact on their spending, ie it is noted
that there is a positive correlation between them. Such research conducted during these
two years since the pandemic has emerged reveals certain claims: [19]

+ Higher levels of anxiety as well as fear of Covid 19 are a real cause of
changes in consumer behavior, where the purchase of essential goods has
been observed;

+ Higher levels of stress would lead consumers to save money or, alternatively,
increase the need to spend money on necessities (ie utilitarian shopping).

In terms of digitalization and the impact on consumer behavior in the pandemic
caused by Covid 19, it can be noted that the existence of curfews, lockdown in most
countries, self-isolation of the population have led to faster adoption of digital habits.
According to a Deloitte study, in 2020, in which 36,150 respondents from 23 countries
participated, there was an increase in online shopping, banking, video streaming in
response to given situations. Over 40% of respondents said that during the pandemic
they made their purchases online. About 14% of respondents answered that they had
virtual meetings (video or telephone) with their doctors and medical staff. In the Deloitte
survey, they asked their respondents about their habits, ie whether they would continue
such behavior even after the pandemic, ie when most things will return to normal and
they will be able to live approximately the same as before. Their answers are presented
in Chart 1. [20]
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Graphic 1:

Consumer intentions to continue after the pandemic with online shopping

Intention to continue online activities after the pandemic

Virtual meetings with medical staff

Buy groceries online

|

Online banking

0% 10% 20% 30% 40% 50% 60% 70% 80%

mNO mYES

Source: https://infogram.com/1p3ezemaky7gywbOrer3g2vknnsd3nlrypl

Most of the respondents do not want to continue the trend of online connection
with the medical staff, probably due to the fact that it is about health, so the visit and
physical contact with them is important to them. Regarding the online shopping of
groceries, the opinions of these respondents are divided, ie half of them think that they
will continue to provide the necessary goods and groceries, and the other half thinks
that they will return to the old way with physical shopping. Regarding online banking as
one of the common activities, the respondents in the largest percentage, ie 62% of them
believe that they will continue to use the trend of online banking that is already gaining
momentum in both developed and developing countries. Through various applications
for mobile, laptops and digital devices in the bank branches themselves, this segment of
life can be done online to a large extent without the physical presence of the user.

It remains to be seen how consumers will actually behave and what habits
imposed during the pandemic they will adopt and apply in the future. But there is no
doubt that the habits of online, digital connection to the rest of the world will remain their
behavior. The impact that digitalization has on consumer behavior dates back to the
onset of the pandemic, but its acceleration, ie the application and adaptation to this new
reality, has accelerated.
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CONCLUSION

Digitalization through its various forms affects everyday life, ie causes changes in
various aspects, including consumer behavior. The importance of this issue stems from
the fact that the operation of companies, and thus the economy itself, depends on them.
What will be the behavior of the consumer depends on many factors, ie they in different
periods behave differently in their buying behavior. Different situations and conditions
can cause consumer behavior, and one of them is the occurrence of natural disasters
such as the pandemic caused by Covid 19. Its impact has caused huge changes in
consumer behavior as well as the overall social behavior and regulation. One of the
changes that has taken place is the greater digitalization of processes and conditions
that has subsequently contributed to the change of consumers themselves. What they
caused with the new behavior caused changes in the behavior of the companies, ie on
the supply side. This need is imposed on the companies, ie the further life of the
company depends on whether it will respond to their requests, desires and behaviors.
However, such an imposed need of companies provides good results for them as well,
with digitalization providing an opportunity to save costs, then quickly respond to the
needs of consumers and their satisfaction. Constant communication with consumers
provides an opportunity to create, plan and implement a consistent strategy that does
not require a large number of corrective actions that is facilitative for companies.
Digitalization is happening within the whole society, ie today we are talking about a
modern, digital society where the companies themselves must fit in together with the
consumers. This whole system of connection, constant communication that is smooth
and reliable gives the opportunity to achieve better results and raise their satisfaction
among all stakeholders.
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MEDICAL SIGNIFICANCE OF DETECTION AND TYPING OF HUMAN
PAPILLOMA VIRUS BY POLYMERASE CHAIN REACTION IN CERVICAL
SPECIMENS IN WOMEN OF REPRODUCTIVE AGE

ABSTRACT

Human papillomavirus (HPV) infection is the most common sexually transmitted
virus today. Human papillomavirus infections and cervical cancer, which are associated
with certain types of the virus, are a public health problem worldwide. Early diagnosis of
HPV infections and detection of viral genotypes are important for successful treatment
and prevention of cervical cancer.

The aim of this study was to detect and typify human papilloma virus in the
female population of reproductive age.

During the work, a polymerase chain reaction was used to identify and accurately
typify HPV in cervical specimens of patients treated in the gynecology ward at the
Private Re-Medica Hospital for a period of two years (2020-2021).
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The total number of tested samples was 312 (2020) and 360 (2021). In 2020 the
number of positive patients was 135 (43.27%), and in 2021 118 (32.78%). Most positive
patients were aged 20 to 29 years, 55 (40.74%) and 30 to 39, 54 (40%) in 2020 and in
2021 aged 30 to 39, 49 (41.53%). ) and 20 years. up to 29 years 41 (34.74%). Of the
total number of positives, one type of HPV was most often detected, 59.26% (2020) and
65.25% (2021). Two types of HPV were detected in 22.22% (2020) and 20.34% (2021),
respectively. The most commonly detected types are types 16, 31 and 52. Most positive
patients had values above 5 log HPV DNA, which is clinically very important in further
treatment and prognosis.

Keywords: Human papilloma virus, cervical specimens, detection, typing,
cervical cancer.
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MEAULIUHCKO 3HAYEILE HA AETEKIIUJA U TUIIN3ALIUJA HA XYMAH
ITAIINJIOMA BHUPYC CO ITIOJIMMEPA3HA BEPUKHA PEAKIIUJA BO
INPUMEPOIIM O/ TPJIOTO HA MATKATA KAJ ’KEHHU BO
PEIIPOAYKTUBHA 10b

ATICTPAKT

* BoBea: Mudekuujata co xyman namwiomasupyc (XIIB) e HajuecTHOT ceKkcyaiaHO
MIPEHOCTUB BHPYC JeHec. MHpeKnnnuTe co XyMaH ManuiIoOMaBUpyC W KapIWHOM Ha TPIIOTO Ha
MaTKaTa, Koj € MOBp3aH CO OJPEJEeHU TUIIOBU HAa BUPYCOT, c€ MpOOJEeM Ha JaBHOTO 3/paBje BO
cBetoT. Panara nujarnosa Ha XIIB mHdexknunre U OTKpUBAKETO HAa BUPYCHHU T'€HOTUIIOBH C€
BaXXHHU 32 YCIEIIHO JIEKYBambe U MIPEBEHIMja Ha KapLIMHOM Ha IPpJIOTO Ha MaTKara.

e Ileam: Ilenta Ha oBaa cTyamja Oere OTKpUBaWkE U TUMHW3AIMja HA XyMaH MammioMa
BHUpPYC Kaj )KEHCKaTa MOIMyJalja BO penpoayKTUBHO 100a.

* Metoau: Bo Tekor Ha paboTraTa ce KOpHCTEIIe TOJIMMEpa3Ha BEpHKHA peakidja 3a
uAeHTUUKAIM]ja ¥ MpeUn3Ho Tunusupame Ha XIIB Bo mpumepouu oj rpjoTo Ha MaTkara
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NAIMEeHTKNA TPETHPAHU BO TMHEKOJIOMKOTO ojeneHue Bo [IpuBarnara 6onmnHuna Pe-Mennka Bo
nepuos o aBe roaunu (2020-2021).

* Pesyararu: Bkynauot 6poj Ha Tectupanu npumepornu oeme 312 (2020) u 360 (2021).
Bo 2020 roauna OpojoT Ha mo3uTuBHU nanueHTku Oun 135 (43,27%), a Bo 2021 roguna 118
(32,78%). Hajronem Opoj mo3UTHUBHM NanueHTKH Owie Ha Bo3pact ox 20 mo 29 roaunu, 55
(40,74%) u 30 mo 39, 54 (40%) Bo 2020 roguna u Bo 2021 roguna Ha Bo3pact ox 30 mo 39, 49
(41,53%) u 20 rogunu. n1o 29 rogunu 41 (34,74%). Ox BKynHUOT OpOj HA MO3UTHUBHU, HAJUECTO
e otkpueH eneH Tin Ha XI1B, 59,26% (2020) u 65,25% (2021). /Isa Tuna na XIIB Oea oTkpuenu
kaj 22,22% (2020) u 20,34% (2021), coonBerHo. HajuecTo neTeKkTupaHu TUIIOBU CE THUIIOBHUTE
16, 31 u 52. Hajronem Opoj MO3UTHUBHM MAIIMEHTH UMasio co BpeaHoctu Hax S5 jor XIIB JIHK,
IITO € KJIMHUYKA MHOTY BKHO BO TTOHATAMOIIIHUOT TPETMAH U MPOTHO3ATA.

Kayunu 300poBu: Human papilloma virus, npumepormu Ha IpjgoTO Ha MaTKaTa,
OTKpHBamb€, THITH3aIHMja, KAPIIMHOM Ha TPJIOTO Ha MaTKara.

BOBE],

Wndexmujatra co xyman mnanuiomaBupyc (XIIB) ce cmera 3a HajuyecTa CEKCYalHO
npenociusa undeknuja (CIIN).! Taa e ocobeHo pacnpocTpaHeTa Kaj MIaJuTe KEHH M MKW U
HEj3MHATA MHIMAEHIA € JMPEKTHO MOBP3aHA CO cekcyanHara aktuBHOCT.'? Hudekuuure co
XyMaH ManuioMaBUpyc U KapIUHOM Ha TPJIOTO Ha MATKara, KOj € MOBP3aH CO OJpe/IeH! TUIIOBU
Ha BUPYCOT, c€ MpoOJeM Ha jaBHOTO 31paBje BO cBeToT. [loctojar moseke on 200 pa3nuuHu
reHoTunoBu Ha XIIB, koM KIMHUYKHM ce KaTeropusupaar Kako CO HU30K MM BUCOK OHKOI'€H
pusuk.? TemoTunosuTe co HU30K oHKoreH pusuk (XIIB 6 m XIIB 11) mpemusBuxysaat
aHOTCHUTAJIHU Opa/laBUIM, KOU C€ MHOTY 4eCTH OCHUTHU Je3uH. ['€HOTUIIOBHTE CO BHCOK
onkoreH pusuk (XIIB 16 u XIIB 18) npean3BukyBaaT JUCIUIACTUYHHU JIE3UU, KOU CE CMETaar 3a
JTUPEKTEH MPETXOIHUK Ha rojeM Opoj MaJUrHu TYMOPH, OCOOEHO Ha IpJOTO Ha MaTKaTa, aHyCcoT
u opodapunkcotr. XIIB uHpekumjara, kako U J€3UUTE IITO Taa T'M MPEAU3BUKYBa, MOXE Ja ce
JleTeKTUpaar co Hu3a TexHuku Ha PCR, nuronoruja u konmockonuja.® BucokaTa HHIMIEHNA HA
paKk Ha rpjoTO Ha MaTKaTa U IMOCTOEHETO Ha JaCHO YTBpJEHA NPETXOJHa Jie3uja JAOBEIE 10
CIIPOBEyBalkb€ Ha MPOrpaMu 3a CKPUHMHI TOBEKE OTKOJIKY MpeJ YeTUpU JCLEeHUH, IITO
pe3ysiTupa co 3HAUMTEJIEH aJ Ha CTalKaTa Ha pak Ha rpjoTO Ha Markara. BoBenyBameTo BO
TEKOT Ha I[OClie[iHaTa JEleHHja Ha BakKLMHAIMja Ha [JEBOjJUMEbaTa CO BAaKIMHU KOM TIH
COYMHYBaaT HajueCTHTE T'€HOTUIIOBH ro Hamaiau pusukoT oj XIIB mH¢ekuuja u mojaBata Ha
6pajaBuIY WM MaIuTHH Je3uu yimre moseke.® Cemak, (pakToOT JeKa JOKasUTe YKaKyBaaT Ha
[IOCTOjaHAa BHMCOKAa HWHIMICHNIA  Kaj pPHU3MYHUTE Tpynu 3a oOBUE HHPEKIHH (0COOEHO
MMYHOCYNIPUMUPAHU MAllMEHTH U BUCOKO CEKCYaJIHO aKTHBHM CYOjeKTH), KaKO M MOpacTOT Ha
JPYTH MaJIUTHU TyMOpH noBp3anu co XIIB, H¢ npuHyayBaaT 1a HOArOTBUME HOBH CTPAaTErUu 3a
npesennuja.® Tperman u mpeBenuuja Ha reHmTanHa XIIB madeknuja u Hej3MHATA MOBp3aHA
NaToJIOTHja, ce CO 1eJ Jia ce MOTTUKHE HajlpaKkTHYHATa MPUMEHa Ha MPEBEHIIMja Ha WHEKIUH
npenusBukanu co XIIB Bupycor. Panara nujarHoza Ha XIIB mH@pekuuuTe u OTKpUBamHETO Ha
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BUPYCHHM I'€HOTHIIOBH CE€ Ba)XHU 3a YCIEIIHO JIEKYBame M MPEBEHIIMja Ha KAPIIMHOM Ha TPJIOTO
Ha MaTkara.

Henu:

Llenta Ha oBaa cryaMja Oelle OTKPHBAKE M THIM3AlMja HA XyMaH IaluioMa BUPYC Kaj
KEHCKaTa TIOIyJalldja BO PEMpPOAYKTUBHO 100a Kou Oea JIEKyBaHU Ha OJJIENI THHEKOJIOTHja BO
[13Y Pe-Menauka Bo nepuon oxa ase roaunan (2020 u 2021).

Marepujas ¥ METOAU:

Bo Ttekor Ha pabotaTa ce KOpHCTElle TIOJMMEpa3Ha BEpH)KHA peakiuja 3a
uACHTUUKAIMja ¥ TPEeUU3HO TUnm3upame Ha XIIB Bo mpumepounm o7 rpjoTo Ha MaTkara
MAIMCHTKN TPETHPAHH BO TMHEKOJIOMIKOTO ojjenieHne Bo [IpuBarHaTta Gonnuna Pe-Mennka Bo
nepuox ox ase roamuu (2020-2021). Bo Tex Ha pabortara Oea KopucTeHH MmoceOHH brash
YETKHYKH 32 3eMarhe¢ Ha MaTepHjall OJ TPJIOTO Ha MaTKaTa KOU CE TPAHCIIOPTHUPAHU W YyBaHHU BO
MEINYMH 32 BUPYCH JIO IIeJIOCHAa 00padTKa Ha HCOUTYBaHHOT Marepuja. EkcTpakuuja e nmpaBeHa
CIOpe]l MPOTOKOJIOT Ha MPOU3BOAUTENIOT Ha EKCTPaKIMOHM KHUT 3a ekcrpakiuja Ha DNA co
SaMag STD extraction kit (SaMag STD Extraction Kit, Sacace Biotechnologies, Italy)®. Bo Tex
Ha aMmIUIduKanuja 6ea KOPUCTECHH MPOTOKOIM Ha mpom3BoaureaoT Ha Real Time PCR kurt 3a
KBaHTHTATHUBHA JICTEKIMja W TCHOTUITM3AllMja HA M TOA CICAHUTE 14 BHCOKOPH3MYHUTE THITOBH
Human Papillomavirus:16, 18, 31, 33, 35, 39, 45, 51, 52, 56, 58, 59, 66 u 68 ( HPV Genotypes
14 Real-TM Quant Handbook. Sacace Biotechnologies, Italy)®”.

Pe3ysiTaTu U JUCKyCHja:

Bkymamnor Opoj Ha Tectupanm npumeporu oOeme 312 (2020) u 360 (2021). Bo 2020
rofnHa OpojoT Ha MO3UTHBHM narueHTku Omn 135 (43,27%), a Bo 2021 roguna 118 (32,78%)
('padukon 1.).
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I'paduxon 1. Ilpuka3 Ha HCNUTYBaHW TMAMUEHTKH N0 TOAWHU W TPOLEHTyaIHA
3aCTal€HOCT HA ITO3UTUBEH HAOL

Hajronem 6poj mo3utvBHM manueHTkH Owune Ha Bo3pacT ona 20 mo 29 rogunu, 55
(40,74%) u 30 mo 39, 54 (40%) Bo 2020 roauna u Bo 2021 roguna Ha Bo3pact ox 30 mo 39, 49
(41,53%) u 20 rogunu. 1o 29 rogunu 41 (34,74%) (I'paduxon 2.).

45 40,74 40153
o 40 4,74
p 35
o 30
25 20,34
€ 20 17.0
H
15
T
a 10
5 0o 0 148 0 0.85
0 ~ -_— —
<20 20-29 30-39 40-49 50-59 >60
Bospact 2020 m2021

I'paduxon 2. Ipuka3 Ha MPOIEHTyalHA 3aCTAICHOCT HA TMO3WTHUBEHU IMAIIMCHTKH IO
BO3pacra

Opx BKynHHOT OpoOj Ha MO3UTHBHMU, HajuecTo € OTKpueH efeH tun Ha XI1B, 59,26% (2020)
n 65,25% (2021). [1Ba Tuna na XIIB Gea otkpuenu kaj 22,22% (2020) u 20,34% (2021). [Toeke
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on 3 tuna XIIB Oea mpucyTHU Kaj moMan Opoj Ha UCTIMTYBAaHU MAIUEHTKHU IITO BO MPOLEHTH
u3necyBa 5.19 (2020) u 3.7 (2021) (I'padukon 3.).
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I'paduxon 3. Ilpukas Ha MpOIEHTYaTHA 3aCTANICHOCT HA MO3UTHBEHU MALUEHTKH U OpOj
Ha u3osmpanu tunosu Ha XIIB

Bo oxHoc Ha Bo3pacTa Ha ucnuTyBaHUTe nauueHTku Bo 2020 ronuHa, enex tun Ha XI11B
oeme npucyrer Ha Bo3pacT nomery 30 u 34 roguau (34) u 20 u 29 rogunau (32), noneka Ha
Bo3pact nomery 40 u 49 6ea nBa nartu nomanky (14). J[sa tuna na XI1B 6ea npucyTHu HajuecTo
Ha Bo3pacT 30 u 39 (kaj 14), ogrocHo 20 u 29 rogunu (10), a Tpu Tuna va XI1B 6ea uzonupanu
kaj 10 manueHTtkn Ha Bo3pacT nomely 20 um 29 roauHM AYIIO NMOBEKE OTKOJKY Ha JIpYru
KaTeropum Ha WcnuTyBaHata Bo3pacT. [loBeke ox Tpu Tmma Ha XIIB Oea mpucyTHH Kaj
MOBO3PACHU MAIMEHTH U Toa Ha Bo3pacT nmomery 40 u 49 ronunu (4) (I'padukon 4.).
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I'paduxon 4. IIprka3 Ha 3acTaneHOCT HA MO3UTHBEHU MALMEHTKH U OpOj HA U30JIMPaHU
tunoBu Ha XIIB cnopen Bo3pacra Bo 2020

Bo nepuonor Ha 2021 roauna, enen Tun Ha XIIB Gemie npucyren Ha Bo3pacT nomery 30
u 34 roqunu (34) u 20 u 29 rogunu (25), noxeka Ha Bo3pact nomery 40 u 49 Oea momaiky (18).
JlBa tuna Ha XIIB 6ea mpucyrtHu Hajuecto Ha Bo3pacT 20 u 29 (kxaj 04), omnocuo 30 u 39
roguni (8), a Tpu trma Ha XIIB 6ea nzonupanu nomery 20 u 29 (5), omrocHo 30 u 39 ronunu
(4) 6e3 cratuctuukara 3HauuTeNHOCT. IloBeke ox Tpu Tuma Ha XIIB Oea mpucytHu kaj 4
narueHTKy Ha Bo3pacT momery 30 u 39 ronunu (I'paduxon 5.).
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I'padukon 5. [Iprika3 Ha 3acTaeHOCT HA MO3UTHBEHU MAIMEHTKH U OpOj HA W30JIMPAHU
tunioBu Ha XIIB cropen Bo3pact Bo 2021

Cnopen rouHu BO KOM € HallpaBEHO MCIUTYBAKETO, TOBP3aHOCTA MOMElY 3aCTaneHoCTa
Ha Opoj Ha mpucyTHH TUTIOBH Ha XIIB W roawHa Ha CTApOCT Ha MAIMEHTKH HE € CTAaTUCTHYKU
3HauuTeNnHa. Bo nBete ronuuu Hajuecto Oemre m3onupan 1 tum Ha XIIB Bo cute kareropuu Ha
WUCTUTyBaHaTa Bo3pacT. JIBa Tuma Oea HAjueCTO HM3OJUPAHM BO TepuogoT momery 20 u 39
TOJUHH, J10/IeKa TOBEKe OJ] TpU TUIa Oea HajuecTo M30JMpaHu Ha Bo3pacT momery 40 u 49
roguau (4) Bo 2020 roauHa, ogHocHO Ha Bo3pacT nomery 30 u 39 rogunu (4) Bo 2021 ronuna
(I'padukonun 4. u 5.).

Hajuecto nerextupanu tTumoBu ce TumoBute 16, 31, 52 u 56. 3agecTeHOCT Ha TPUCYCTBO
Ha BpPCTa Ha TUIIOT M BO3pPAcTa 3a HUBHO NPHUCYCTBO CIIOPE] HAIM Pe3yJTaTH HajuecTo Oere
MpHUCyTHa Kaj manueHTKH Ha Bo3pacT nomery 20 u 29 rogunu (11 maumentku Bo 2020 u 8

Jdeeemma MedynapodHa HayuHa KOHHepeHYuja
- IMTHTAJIH3ALUJA HA ONIITECTBOTO - HOBU MAPKETHHTI IIPE/IH3BHIIH -
The Ninth International scientific conference
- DIGITALIZATION OF SOCIETY - NEW MARKETING CHALLENGES -

24



MakedoHcko me2yHapodHo HayyHo chucanue ,MAPKETHHI“ Bp.15
Macedonian international Journal of “MARKETING” No. 15

nauueHTku Bo 2021 roaunHa), noaexa TUNOT 31 CTATUCTUYKU € 3HAYUTEIHO MPUCYTEH MOYECTO
Kaj manueHTKkuTe Ha Bo3pact nomery 30 u 39 rogunu (14 manmentku Bo 2020 u 11 manueHTKH
B0 2021 roguna). Tunot 52 mouecto Oelie MpUCyTeH BO TMHEKOJIOMIKHOT MaTepHjall 3eMeH O
ManueHTKu Ha Bo3pacT nomery 20 u 29 rogunu Bo 2020, nomeka Kaj NalMeHTKH UCITUTYBAHH BO
2021 Hema 3HAYMTEITHA CTATHCTHYKA Pa3JIMKa BO BpPCKa cO Bo3pacTta Oujejku uctuot Opoj (7
nanueHTku) 6ea Ha Bo3pacT oa 20 u 29 roguau u 30 u 39 rogunu (Tabena 1.). Micro Taka, on
tabena 1 ce 3abenexyBa Jieka TUIIOT 56 € MPUCYTEH Kaj MAIMEHTKH Ha Bo3pacT nomery 20 u 29
TOJIMHU U TOA, Ka] 14 marmenTku ucrmtanu Bo 2020 roauna u 9 namuentku Bo 2021. IIpucycTBo
Ha OCTaHATHTE MCIUTYBAHU TUIIOBH € MOJ OpojKa KOja € CTAaTUCTHYKY 3HAuajHa 3a UCIHUTYBaHA
romnyJialyja Ha TalMeHTKH KOU € BO PEIMPOTYKTUBHO 700a OJ1 CBOjOT KUBOT. BUCOKO pu3nueH
Tun 18 3a MaTUTHM TMPOMEHHM Ha TPJIOTO HAa MaTKa Kaj UCIUTYBAaHUTE MAaIlMEHTKHA BO JIBETE
roJIuHU ce 3abenexyBa Bo mayi Opojku (Tabena 1.).

Ta6eu1a 1.
3actane”oct Ha TunosH XIIB cnopen Bo3pacrta
Ha UCNIUTYBaHU NALUEHTKH
roJ 2020 2021
HHa
THII 2 3 4 2 3 4
XIIB 0-29 0-39 0-49 0-29 0-39 0-49
BO3pacra
16 1 1 4 8 7 0
1 2
18 3 3 1 2 2 3
31 1 1 1 9 1 5
0 4 1 1
33 4 4 3 1 2 1
35 4 2 1 0 2 0
39 5 1 3 5 5 0
45 6 0 1 4 4 5
51 9 7 0 5 3 5
52 1 5 5 7 7 0
1
56 1 8 3 9 8 4
4
58 9 9 1 4 4 3
59 7 2 2 6 6 1
66 3 5 0 2 5 2
68 6 6 1 1 4 1
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Hajronem 6poj mo3uTHBHU MAaMEHTH UMajo co BpeaHoctu Han 5 mor XIIB JAHK, mTo e
KIIMHAYKA MHOTY B)KHO BO MIOHATAMOITHHOT TPETMaH M MPOTHO3ATA.

[IpeBennyja Ha HHQEKIM]ja CO XyMaH NaMIOMaBUPYC
Onitu Mepku

Ynorpebara Ha KOHIOM MOXe Jla T0 HaManu pu3ukoT ox XIIB uHbeknuja u Hej3uHuTe
npunpyxan ne3un. 101112 Cenak, 6umejkn KOHZOMOT He ja TTOKpUBA II€IaTa TEHUTAIHA 00JIACT,
MIPEHOCOT HE € IEJIOCHO CHOPEYeH M 3aToa HyAW camo JaeinyMmMHa 3amrurta. Ce 4YMHM JeKa
00pexXyBameTO ja HaMalyBa IIpeBaJICHIIaTa Ha HH(EKIMja Kaj MaKHUTE, TO CKpaTyBa BPEMETO Ha
KIMPEeHC Ha BHUPYCOT W TO HaMalyBa pHU3HKOT OJ WHQHIHpamke Ha IKCHCKHOT
naptaep.3¥BOrpannuyBamero Ha 6POjOT HA CEKCyalHH MApPTHEPH MOXKE Ja TO HAMATH PH3HKOT
on XIIB undeknuja. CexcyanHara ancTUHEHIM]a € §AMHCTBCHHOT CUTYPEH HAUWH Jia Ce CIpedun
XIIB I/IHQ)eKuI/Ija.lo'11

BaKIII/IHI/I MMPOTHUB XYyMaHHUOT IMaIllnjioMa BUPYC

Co cnpeuyBame Ha Nep3UCTEHTHA MHGEKIHja, MPO(UIAKTUYKATa BaKIIMHAIMja POTUB
XIIB e wHajmoOpara TpEeBEHTHBHA CTpaTervja IMPOTUB MAJIUTHUTET M AHOTCHUTAIHUTE
opanasunu.* Bakuunute 3a XIIB KoM ce MOMEHTaIHO JOCTAIHH CE COCTOjaT Ofi YECTHUKH
cimynan Ha BupycH (VLP) no6uennu co renercka pekomOuHanuja. Ctpykrypara Ha VLP e cinyna
Ha KalcCHIOT Ha BUPYCOT, KOj MPEJU3BUKYBa MPOMU3BOJCTBO HA 3alITUTHU HEYyTPAIU3UpaAuKU
aHTHTENIa MPOTUB BUCTHHCKUOT BUpyc. bunejku VLP He conpxkat Bupycua JJHK, tue He moxar
Jla peIu3BUKAaT HHEKIU]a WK IPUAPYKHH Ne3uu.

[Tocrojar Tpu mpoduiaakTHUKK BakUMHH peructpupanu Bo lllnmanuja m oBmacteHu on
EBporickara arennuja 3a nexkoBu (EMA): O6uBanentren Cervarix (HPV-2), uyetupuaneHten
Gardasil (HPV-4) u neaBanenten Gardasil (HPV-9). ®ynnameHTanHaTa pasinka momery TpUTe
BakLIMHU € Bo Opojor Ha VLP kom cekoja ru coapxu. Tue mcTo Taka ce pas3iuKyBaar IO
ynoTtpeOeHuoT aajyBanc. O0jaBeHO € Jieka TUTPUTE Ha aHTUTEenaTta npoTuB VLP ce yaBojyBaat
xora VLP ce popmynupaar co AS04 Bo criopen6a co anyMuruyM Xuapokcu. 61’

3AK/IYYOK:

WNHdexnuja Ha TeHUTAJICH TPaKT Kaj *KEeHCKa Momysaluja BO PENpoayKTHBHO Jo00a e
HajuecTa co XyMaH manuioMma Bupyc. MH}peknuuTe co XyMaH ManujioMaBUpyC U KapIUHOM Ha
IPJIOTO Ha MaTKaTa, KOj € MOBP3aH CO OJPEACHU THUIIOBU HA BUPYCOT, C€ MPOOJIEM Ha jaBHOTO
37IpaBje BO cBETOT. [lopaau THe MpUUMHM NpEeBEeHIIMjaTa € HajBaXKHa Kaj JiBaTa MoJja MOAeHAKBO
u Tpeba Ha BpeMe M IMPABIIIHO J1a CE CIIPOBEIYBa.
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REDEFINE POST-COVID-19 LOGISTICS AND SUPPLY CHAIN
MANAGEMENT

ABSTRACT

COVID-19 has brought to light supply chain risks that many companies had not
previously recognized or accounted for. Existing sourcing techniques, in particular, have
been discovered to be inadequate as businesses have dealt with unexpected shifts in
customer demand as well as significant reductions in manufacturing and transportation
capacity. Furthermore, over-reliance on manufactured outputs from countries like China
and India has raised concerns about global supply chain resilience in the face of
international issues like COVID-19. The effects of the new coronavirus (COVID-19)
pandemic are still wreaking havoc on supply chains. Decision-makers should
investigate critical supply chain tactics and prepare policies to be adopted once the
crisis has passed. In the post-COVID-19 era, this is a vital and practical decision-
making issue for every supply chain looking to gain a competitive advantage. As a
result, this project investigates and assesses essential supply chain strategies to
maintain robustness and resilience in the post-COVID-19 age.

Keywords (20/2-12B), Covid-19, Logistic, Strategy, Supply chain, Third party
logistics

1. INTRODUCTION

When talking about the COVID-19 Pandemic, it must be noted that it has caused
significant damage to various industries worldwide. As a result, the availability and
supply of a wide range of raw materials, raw materials, and finished products were
severely disrupted (Flynn et al., 2020). At the same time, confidence in the global
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supply chain (GSC), which has proven to be very robust and disruptive in recent
decades, has been completely lost. The COVID-19 Pandemic has resulted in
unprecedented mechanical disturbances to most GSCs, such as pharmaceuticals, food,
electronics, the automotive industry, and so on. The COVID-19 Pandemic, unlike
previous significant disruptions, negatively affected the GSC in all its phases with
significant turbulence in manufacturing, processing, transportation, and logistics, as well
as substantial changes in demand. Improving supply chain resilience is crucial for
reducing vulnerability in turbulent times (Xu et al., 2020). According to Xu et al. (2020),
post-COVID-19 GSCs will tend to be shorter through renewed strategies that focus
more and more on relocation and support.

The effects of the new coronavirus (COVID-19) pandemic are still wreaking
havoc on supply chains. Decision-makers should investigate critical supply chain tactics
and prepare policies to be adopted once the crisis has passed. In the post-COVID-19
era, this is a vital and practical decision-making issue for every supply chain looking to
gain a competitive advantage (Paul et al., 2021). As a result, this project investigates
and assesses essential supply chain strategies to maintain robustness and resilience in
the post-COVID-19 age.

1. STRATEGY TO ADOPT REGARDING MANUFACTURING

COVID-19's economic impact exposed deficiencies in global manufacturing and
supply chain thinking that had been waiting to be addressed. Everything was OK when
factories worldwide were functioning at total capacity, and supply chains were flowing
quickly. Manufacturers took use of their low-cost, often sole-sourced supplier
agreements to reduce the cost of goods and services offered to a growing client base
(Ares, 2021). Companies are no longer required to keep safety stock of crucial supplies
or finished goods on hand, thanks to just-in-time and lean production (Ares, 2021).

All of that came crashing down as manufacturers worldwide were forced to close,
depriving businesses of a consistent supply of raw materials and crucial components.
Companies that do considerable business with China are aware of the shutdown.
Hence, many have placed huge inventory orders ahead of time to guarantee that they
would have enough goods to last through the shutdown (Kilpatrick & Barter, 2020). For
example, shortages of a specific type of integrated circuit made in Asia led Ford and
other automakers to shut down whole assembly lines (Ares, 2021).

When it comes to just-in-time production, risk management questions the
usefulness of retaining low inventories and encouraging a return to forward buying—
stocking up on some materials in large bulk orders for a whole quarter or even a year in
certain cases—again. That, too, comes with its own set of risks. Consumer preferences
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and purchasing patterns shift rapidly, putting those inventory in danger of becoming
outmoded or destroyed (Ares, 2021).

While COVID-19 may serve as a stimulus for enterprises to rethink their global
supply chain strategy and expedite the implementation of Digital Supply Network
models and capabilities, immediate responses to the problem must be taken. According
to strategies regarding manufacturing, companies should pay attention to:

Enhancing focus on workforce/labor planning. As businesses in various
locations resume operations, they must examine how to continue operations while
implementing epidemic prevention and control measures and guarantee that they can
return to a normal, healthy work rhythm as soon as feasible. Because of quarantines
and travel restrictions, many facilities will take longer than usual to return to the total
capacity. Not only will this necessitate increased labor planning, but it will also
necessitate increased product quality when plants operate with fewer than a full
complement of people (Kilpatrick & Barter, 2020).

Focusing on Tier 1 supplier risk. According to Kilpatrik and Barter (2020),
companies should identify and comprehend their's key direct suppliers' capacity to
satisfy supply requirements and associated risks. Tier 1 supplier inventory, production,
and purchase order fulfillment status should all be visible to companies. Furthermore,
companies should consult with important suppliers to determine how flexible they have
in shifting production and order fulfilment to other regions. Moreover, companies need
to be aware of how they will be treated in inventory and capacity constraints, as they are
unlikely to be the only customer. Minimizing the supply chain's impact on the
organization will need active communication and alternate plans (Kilpatrick & Barter,
2020).

llluminating the extended supply network. It will be critical to gain as much
visibility as possible into the status of key Tier 2 suppliers and beyond since this will
impact key Tier 1 supplier order fulfilment performance. Furthermore, allowing ample
time to negotiate with Tier 1 suppliers on alternate plans and proactively adjust supply
chain plans to keep plants running at peak efficiency despite supply-side constraints is
critical (Kilpatrick & Barter, 2020).

Understanding and activating alternate sources of supply. It's crucial for
businesses with multi-sourced key inputs to act swiftly to activate secondary supplier
relationships and obtain additional critical inventory and capacity. Within the ecosystem,
there may be opportunities, such as establishing shared resource pools for raw
materials inventory, which is a strategy that huge Chinese corporations have employed
in the past in times of crisis (Kilpatrick & Barter, 2020).

Updating inventory policy and planning parameters. Companies have been
implementing practices to reduce inventory across the supply chain and statistically set
safety stock to cushion typical demand and supply variability for the past couple of
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decades. The majority of businesses will lack inventory buffers to cope with the COVID-
19 epidemic's scale of disruption. As demand and supply variability grow, safety stock
parameters that were calibrated to historical performance are unlikely to be acceptable
in the near future. Hence, companies must immediately evaluate how they will enhance
their inventory strategy to reduce the risk of supply shortages, taking into account
various elements such as supplier base risk, cash flow, perishability, and so on
(Kilpatrick & Barter, 2020).

Enhancing inbound materials visibility. Companies should expect severe
drops in their primary suppliers' on-time, in-full delivery performance. Having access to
inventory status at the supplier's location and the production plans and shipment status
of suppliers will enable companies to anticipate supplier shortages and respond
appropriately (Kilpatrick & Barter, 2020).

Preparing for plant closures. Companies should have contingency plans for
shutting down a plant and redirecting production to other locations in their network.
Innovative, agile solutions will be necessary for some circumstances (Kilpatrick &
Barter, 2020).

Focusing on production scheduling agility. According to Kilpatrick and Barter
(2020), in raw and direct material inventory shortages, companies should prioritize
which products they will manufacture, mainly if a component part is used in many
finished goods. Companies should be prepared to adjust production plans based on
existing inventory, changing demand, and what they can construct while also ensuring
that they do not employ component parts that put their most critical items at danger of
stock-out. In this setting, traditional planning and scheduling processes and frozen
periods for effective production execution are unlikely to perform successfully. In the
short term, a war room environment with the needed supply chain professionals
focusing on this process could be a viable alternative for firms that don't have the
resources to allow rapid re-planning and scheduling (Kilpatrick & Barter, 2020).

Evaluating alternative outbound logistics options and secure capacity.
There is a significant backlog in logistics due to significant port congestion, a significant
reduction in air freight capacity, and truck driver shortages, which will take time to rectify
as logistics operations progressively return to normal. Companies must cooperate with
their logistics partners to secure capacity (Kilpatrick & Barter, 2020).

Conducting global scenario planning. Companies must ensure that they are
aware of potential risks in other locations and identify what actions and when are
necessary to mitigate those risks. As a result, companies should consider doing
business stress testing for various epidemic scenarios, including a minor localized
outbreak, a worldwide epidemic, or even a global pandemic (Kilpatrick & Barter, 2020).
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2. SELLING STRATEGY

Companies should listen to client needs, personalize offerings in real-time, and
engage across all channels, digital and otherwise, to apply the proper selling strategy
during the COVID 19 epidemic (Blatcher, 2020). Short-term strategy planning should be
the priority for businesses. Shippers, forwarders, and carriers must come to terms with
the new reality that has emerged from the crisis: digital selling. Despite the fact that this
is not a new trend, COVID-19's enormous influence will hasten its acceptance.
Companies must be able to work in real-time and have the tools necessary to analyze
and derive meaningful insights from customer and market data. Speed is everything
when preparing and putting this knowledge into requests and spot bids (Blatcher, 2020).
According to the above, in terms of COVID-19, companies should be focused on
adopting specific strategies listed below:

Preparing for the rebound. Many businesses are suffering as a result of
COVID-19's supply chain problems. What will distinguish organizations that succeed
after a catastrophe from those that do not is whether or not they are prepared for the
recovery. Companies that can move faster than their competitors may be able to
capture a larger portion of the unmet demand, strengthen connections with their most
important customers, and maybe gain new ones. As business returns to normal, the
pricing strategy will be a key consideration—both to handle regular supply-demand
concerns and to preserve profitability while transportation expenses, and maybe other
costs, are likely to be variable (Kilpatrick & Barter, 2020). According to Blatcher (2020),
companies should implement strategic pricing, which is the most effective way to
improve margins. With such extreme supply and demand volatility, origin and
destination organizations must work in real-time and constantly give customized offers
at the proper (profitable) pricing across all points of consumer connection, notably
through digital channels (Blatcher, 2020). Companies are also having difficulty
balancing their payables and maximizing the price of their services.

Understanding the demand impact specific to the business. For many
consumer goods manufacturers, China is a critical market. Many merchants closed
stores as containment measures were deployed, and employee safety and protection
became a primary focus. Shopper traffic and purchases have both decreased
dramatically. Due to reduced travel by Chinese tourists, luxury goods makers were the
first to warn of lower sales, both in China and overseas. The short-term impact on
tourist and consumer-oriented industries was expected, and the outbreak was first
compared to the 2003 SARS outbreak. China is a significant industrial buyer of
commodities and high-value components in numerous industries, in addition to
consumer demand. Whether serving Chinese consumers or industrial customers, all
businesses must determine whether this is merely a shift in demand or a loss of
demand and adjust their business plans accordingly (Kilpatrick & Barter, 2020).
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Confirming short-term demand-supply synchronization strategy. For certain
companies selling into China, the impact may be felt more on the demand side than on
the supply side. When demand declines dramatically, businesses must rapidly decide
how they will adapt in terms of sales and operations planning. Some companies may
choose to keep operating and develop inventories, absorbing fixed costs and planning
for recovery, while others may be better off cutting production. Some companies may be
able to boost demand or sell excess capacity but at a different price. Another strategy
would be to make decisions about the product portfolio they would offer during the
disruption time. Whatever strategy makes sense for a company's operation, it's critical
that it's carefully analyzed and that the strategy and plan are fully aligned throughout the
organization (Kilpatrick & Barter, 2020).

Preparing for potential channel shifts. During this epidemic, China has seen a
tremendous surge in online shopping demand for everything, including fresh food and
groceries. As a result, many businesses face issues, such as a lack of e-commerce
capacity to satisfy demand, insufficient inventory assigned to the online channel (while
excess is given to other channels), and a significant scarcity of last-mile delivery service
capacity. Consumer-oriented businesses should consider the consequences of a
potential shift in demand from traditional retail to online sales and act quickly to prepare
(Kilpatrick & Barter, 2020).

Evaluating alternative inbound logistics options. Bringing goods into China faces
the same issues as getting goods out of China: severe port congestion, a considerable
reduction in air freight capacity, and truck driver shortages. During this moment of
interruption, businesses must assess alternate routes to market and logistics options
(Kilpatrick & Barter, 2020).

Enhancing allocated available inventory to promise capability. With
anticipated inventory constraints, it's critical to establish customer and product
objectives and agree on a strategy for allocating inventory during times of scarcity. "First
come, first served" to "fair share" (proportional to predicted volume) to "differentiated"”
depending on strategic importance are examples of strategies (Kilpatrick & Barter,
2020).

Opening channels of communication with key customers. Given the
possibility of inventory shortages, businesses should connect with key customers as
soon as possible to explore other supply arrangements, reduce losses, and avoid
customer churn during this challenging period. Companies should be aware of their
contractual obligations to their customers, as well as the potential expenses if "force
majeure" does not apply (Kilpatrick & Barter, 2020).

Conducting global scenario planning. The stock markets plummeted in late
February 2020, anticipating the detrimental impact of COVID-19 on-demand and
corporate earnings. Most corporations give earnings warnings or make remarks on
analyst calls expressly mentioning the risks to the business strategy attributable to
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COVID-19. It will be critical to adjust demand forecasts in terms of timing and volume,
considering situations where the virus is not controlled and other markets are affected
(Kilpatrick & Barter, 2020).

3. STRATEGY TO ADOPT REGARDING THE DISTRIBUTION

In a COVID-19 crisis, manufacturing disruptions refer to disturbances in internal
operations caused by a delivery interruption in raw materials or car components. Supply
disruptions included incoming supply from suppliers, as well as shipment and supply
market failures. The hazards associated with unstable surroundings, demand
complexity, dynamic consumer needs, and demand uncertainty, which influenced the
logistics and transportation system, were referred to as demand disruption. Firms must
pursue short- and long-term risk management techniques to prevent disruptive risks
such as the COVID-19 problem in the distribution (Tapas & Rashi, 2021).

3.1. Short-Term Risk Management Strategies

The crisis response team and contingency planning, backup route, third-party
logistics (3PLs), transport cost structure, transport event management, outsourcing
transportation, transportation audit, supplier collaboration, and flexible contracting
should be included in short-term risk management strategies. (Tapas & Rashi, 2021).

Crisis response team. A crisis response team should assist businesses in
identifying transportation system planning gaps and the necessary internal and external
resources for a better response. Understanding the negative impact of transportation
interruptions in supply chains and swiftly responding to disruption risks can be aided by
analyzing reaction capabilities and vulnerability assessments. (Tapas & Rashi, 2021).

Contingency planning. According to Sheffi (2007), the financial impact of a
shortage of vehicle components and goods due to disruptions in internal and external
transportation systems should be prioritized in contingency planning. The contingency
plan involving alternate suppliers, also known as contingent rerouting, has gotten a lot
of attention from researchers (Sheffi, 2007; Tomlin & Wang, 2010).

Backup route. Diversification plans in transportation and logistics necessitated
significant investments ahead of any anticipated disruptions, such as the COVID-19.
According to Zhen et al. (2016), when a disruption occurs, the companies must absorb
the direct and indirect transportation expenses associated with the backup supply route
strategy. The use of resources and the occurrence of an interruption should be
integrated into the backup supply route strategy. Similarly, if a company's traditional way
of transportation is affected, it can use an emergency mode to reduce the danger of a
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lead time interruption. Researchers also looked at transportation breakdowns and
discussed how "backup transportation” could help (Zhen et al., 2016).

Third-party logistics. Unexpected circumstances, such as the COVID-19
Pandemic, require businesses to adapt. 3PLs can assist supply networks in the event of
a disruption. Previously, 3PLs supplied shipping and warehousing services and new
and inventive ways to reduce the contact distance between suppliers, manufacturers,
and customers (Yang, 2016). Regardless of the mode or volume of freight, 3PLs can
assess and tailor solutions to a company's needs by gathering transportation and
logistics data to estimate precise demands, influence supply chain choices, and
ultimately improve process efficiency and customer experience. Working with a third-
party logistics provider can assist companies in mitigating the short-term effects of
shipping disruptions. (Yang, 2016).

Transport cost structure. For surviving the Pandemic, businesses should
concentrate on routine transportation management and cost structure in the short term.
The cost of transportation was divided into two categories: unit costs and production
costs. (Tapas & Rashi, 2021). By concentrating on unit costs or carrier rates, the
transportation network will become unstable. The productivity costs are the opportunity
cost during a disturbance. Understanding the criticality of the transportation cost
structure can assist organizations in mitigating transportation disruptions and increasing
transportation responsiveness and visibility in supply chains. Negotiating carrier rates
that are fair, competitive, and equitable to all parties should be the ultimate goal.
However, unusual transportation network designs will not result in long-term cost
savings (Tapas & Rashi, 2021).

Transport event management and outsourcing. It's essential to focus on daily
event management and hour-by-hour waste detection and minimization. According to
Tapas and Rashi (2021), a daily transportation plan and its execution in accordance
with the current situation should be completed. For completing daily problem-solving,
any observed waste should be documented and followed utilizing problem-solving
approaches such as building daily route designs, completing a real-time track, and
tracing and generating real-time metrics. If necessary, transportation outsourcing should
also be mentioned (Tapas & Rashi, 2021).

Transportation audit. A complete transportation audit should be implemented
across all modes and geographies. A transportation audit can aid carrier and regulatory
compliance by finding cost-cutting options upstream in the areas of sourcing, planning,
and execution. A transportation audit can be used to examine present carriers, shipping
requirements, and transportation operations in a supply chain (Tapas & Rashi, 2021).

Supplier collaboration and flexible contract. With diverse domestic suppliers,
strong collaboration and cooperation are required. Firms that interact with suppliers in
different parts of the country should establish and cultivate relationships with backup
suppliers (Tapas & Rashi, 2021). When there is a transportation disruption, the firms'
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existing contacts may give them an advantage over their competitors who were also
affected by the disturbance and reduce the disruption's impact. As a result,
transportation contracts may be built with flexibility in mind, allowing for transit across
the land, air, and sea delivery methods in the event of probable delays such as the
COVID-19 (Tapas & Rashi, 2021).

3.2. Long-Term Risk Management Strategies

Supply chain collaboration, intelligent transportation system (ITS), Industry 4.0,
vendor management system, supply chain freight visibility, carrier relationship
management, and digital supply network (DSN) are some of the long-term risk
management strategies that can assist businesses in reviving and resiliency against
disruption risks (Tapas & Rashi, 2021). Companies must mix short-term and long-term
risk mitigation methods with flexible and inventive use of existing resources in a post-
COVID-19 economic recovery scenario to smooth and secure the supply chain across
the industry (Tapas & Rashi, 2021).

To increase the security of product distribution, especially in the conditions of
COVID-19, managers can apply the strategy of adopting blockchain technology. Supply
chains of the 21st century are faster, more interconnected, and require the sharing of
more significant amounts of data. Because of the intricacies of these ecosystems, there
are operational risks, reconciliation issues, and fraud and safety concerns. Many
leaders are turning to blockchain, a distributed digital ledger, to protect the integrity and
security of goods as they transcend regional and global borders (KPMG, 2020).
Products pass via several procedures and intermediaries. Every product hand-off is
recorded in the blockchain, producing a permanent record of a product's history from
manufacture to sale, reducing delays, errors, and costs while also increasing visibility,
which is a valuable commaodity in today's supply chains (KPMG, 2020).

CONCLUSIONS

COVID-19 has brought to light supply chain risks that many companies had not
previously recognized or accounted for. Existing sourcing techniques, in particular, have
been discovered to be inadequate as businesses have dealt with unexpected shifts in
customer demand as well as significant reductions in manufacturing and transportation
capacity. Furthermore, over-reliance on manufactured outputs from countries like China
and India has raised concerns about global supply chain resilience in the face of
international issues like COVID-19. Businesses should take advantage of this chance to
de-risk their supply chains and evaluate their cost-risk trade-offs in the event of a supply
chain disruption. For some companies, this may entail making difficult choices and
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making long-term investments. As COVID-19 raises awareness of the supply chain's
fragility, established supply chain management methods may be irreversibly altered.
Resilience is typically focused on bringing supply chain operations back to their
previous condition following a crisis, and many supply chains have painfully proven not
to be resilient. However, some supply chains, such as Amazon's (Flynn et al., 2020),
have responded to the COVID-19 crisis such that they emerged stronger than they were
before the crisis, learning valuable lessons and rapidly reconfiguring to meet emergent
needs, suggesting that the concept of resilience needs to be reimagined.
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ABSTRACT

It is evident that people today are withessing great changes in the world of work,
society and the economy. Does the emergence of new forms of work bring pessimism
into people's lifestyles or is it actually a platform for new opportunities and greater
individualization? Will these new forms of work make a direct contribution to sustainable
development in terms of "greening the economy", saving energy and other resources of
the planet Earth. The question justifiably arises as to whether digitalisation creates new
jobs, more than it closes them. However, there are jobs that cannot be done "online",
such as production processes. Digitization began to spread rapidly in the second
decade of the 21st century, and the COVID 19 pandemic only accelerated its spread.
People's lives and work are already taking place through various applications and
platforms, the mobile phone is becoming a real mini-computer, and it can be concluded
that the labor market is above all characterized by mobility and flexibility. Developed
countries are largely approaching the development of industry strategies in accordance
with the trends of digitalization, according to which the business strategies of companies
must be harmonized. It has become clear that the world of work is dominated by the
knowledge economy, and that the unemployed have less chances to be educated,
improved and included in the process of earning income in order to provide income, and
thus contribute to reducing inequality in society. Despite all the changes in the labor
market, the main marketing orientation of companies still remains customer orientation.

Keywords: labor market, flexibility, digitalization, jobs, sustainable development,
customer orientation
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INTRODUCTION

The question justifiably arises, does the fourth industrial revolution bring new
opportunities and greater individualization, or does it lead to high unemployment with
the loss of certain jobs? Historically, there have been four industrial revolutions. "In the
history of human society, industry has been the carrier of economic growth and
development of individual countries, but also of the global economy as a whole.
Significant economic growth began with the first industrial revolution and the transition
from manual to machine production and later the replacement of agriculture with
industry, and this continues today. Economic and technological innovations are closely
related to industrial development and change.” (Maksimovi¢, 2017: 209). Each of the
four industrial revolutions brought about major changes in the way society produced and
functioned. The very notion of the industrial revolution means rapid social development
in a short period of time. The fourth industrial revolution contributed to the fusion of
technologies that blur the boundaries between the physical, biological and digital
worlds. This latest revolution includes the development of information technology, the
development of robotics, task automation, Internet of Things, 3D printing, and in the
field of defense and the fight against terrorism and crime the use of drones, cyber
weapons, robots and permanent electronic surveillance. "The assumption is that with
the help of robotics and 3D printing, the missing resources can be compensated, and
that economic development no longer depends on natural resources. The third and
fourth industrial revolutions are connected, they are characterized by automation, but as
a side effect of the fourth industrial revolution in particular is deindustrialization and a
significant loss of jobs. "(Maksimovi¢, 2017: 210). In this context, the emergence of new
ways of selling goods is also mentioned. More than ever, the sale of goods takes place
electronically, through platforms, providing a kind of comfort, such as buying from an
"armchair" (the offer is quickly noticeable). Also today, new forms of organization and
management include intelligent factories, intelligent work organization, intelligent cities,
intelligent shops, intelligent energy production, intelligent infrastructure. Thus, in the
services sector, there is a change between seller and buyer, but also a change between
employer and employee.

1. Labor market and digitalization

Man as an individual, but also as an employee and a consumer, leaves millions
of data about himself every day, via e-mail, social networks, search engines, codes,
forms, surveillance cameras, electronic sensors. It is found in databases, which are
often very distant from ourselves. The world’s leading technology, industry and market
data provider, International Data Corporation (IDC), shows that big data technology and
services market will grow six times faster than the growth rate of the overall information
technology market. “The three key things of big data are summed up in 3V: high data
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volume (Volume), high data processing and creation speed (Velocity), and high diversity
(Variety). Managing this data can enable the discovery of previously hidden information
(for example, the impact of the weather forecast on sales)” (Degryse, 2016: 9). For
example, in the services sector, there is a change in the relationship between service
providers (workers) and the algorithm (employer) that provides work, provides
employment contracts, calculates wages and prepares payroll; changes the procedure
for releasing or deactivating the account; and social security and occupational safety
standards will change. Production methods are also changing in the industrial sector;
there is a change in the interaction between workers and the (intelligent) machine,
supervision and control of workers is accelerated, management practices increase the
pressure on workers. This new approach implies that the one who owns the data
creates and retains value, and previously it was the one who owns the infrastructure.
Digitization affects the automotive industry the most, and their business strategies must
be intertwined with digital strategies that bring network, mobile, social, local and other
innovations. Directors of digital technology are being introduced who can have people
around them in positions of data mining, data analysts, data managers and similar
positions related to data storage, processing and analysis. In Amazon, for example, all
the data that the company's teams have must be available on the platform, and all
communication must go through it and thus be available. While traditional companies
are trying to adapt to the new trends of digitalization, such as teleworking, mobile work,
digital companies created by these newspapers are more agile (flexible working hours
and jobs, flexible employer-employee relationship), designed in a project way, more
open to the ecological way of working, they are more productive and innovative.
Digitization will not affect all sectors to the same extent, and the consequences of the
changes cannot be measured at the moment | am writing this paper. The fourth
industrial revolution makes the line between industry and services more flexible, and an
example is the "intelligent car" which functions as a "computer on wheels" and contains
all the services offered by mobile applications. However, in order for the car to be able
to go alone, it is necessary for the workers to drive around, scan, map what the car will
pass through, the altitude, the places of intersection. Thus, it can be concluded that
algorithms move workers, that they become invisible, do not change them completely.
So, digitalization does not mean a massive loss of jobs, but it means that the vast
majority of jobs will be automated, and workers will dedicate themselves to new tasks.
According to some estimates, Germany (Europe's industrial driver) could lose about
490,000 jobs by 2025, and create about 430,000 new jobs at the same time. Therefore,
workers with new skills will be needed, and the most risky will be workers with the
lowest qualifications. Therefore, the initiative "Labor 4.0", which was launched in 2015,
remains on the line of decent work, safe and healthy work, striving for a higher
percentage of employment, commitment to new personal preferences of workers,
striving for new forms of work to be paid and insured. According to this concept, it is
important to involve all social actors in the process of coping with anticipation of change,
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retraining and retraining of workers, reviving social dialogue and thinking about working
hours (Degryse, 2016: 9-14, 18, 20-21).

The new "digital economy" carries nine key trends that change the traditional
relations between the employer and the working conditions, namely: a) division of
workers - one worker is hired by several employers from different companies, so that
the worker has a full time job; b) division of labor - one employer hires two or more
workers to perform a specific job together; c) temporary management - hiring highly
qualified experts on a specific project or problem; d) occasional work - work as needed;
e) mobile work - workers can perform their work from any location at any time, with the
support of information and communication technologies; f) work based on vouchers -
employment is based on payment by voucher, which covers salaries and social security
contributions; g) portfolio work - a self-employed individual works for a large number of
clients; h) group employment - connecting via an online platform of workers and
employers, and large tasks are divided into smaller ones; i) collaborative employment -
freelancers, the self-employed and micro-enterprises cooperate to overcome size
constraints. These nine novelties in employment refer to the emergence of the intensity
of employment and the status of workers. It is necessary to say that start-ups in the
economy are causing the biggest explosion of mobile forms of employment, based on
new technologies and a new schedule of working hours. (Degryse, 2016: 26, The
Economist 2015a). Thus, two innovations that are increasingly present in the economy
are 1) technology and 2) changes in social habits under the influence of the "digital
society" (The Economist 2015a).

On the one hand, the emergence of the digital economy brings new
opportunities, to return to local funding and cooperation, the opportunity to create new
jobs, and modernize the industry through "smart production lines". On the other hand, it
creates a fear of losing more jobs. With the advent of Uber in passenger transport
(known through the example of taxi vehicles)?, there was a fear that this would lead to
the complete liberalization of services. At first glance, it seems that anyone who has a
mobile phone can provide services, and ownership (over a car, tools) in the digital
concept can become a source of income. This approach raises many questions about
the "person / worker" and the "platform / employer"”, leading to the question of where
profit is made, where taxes are paid, how competition is formed, where social rights are
exercised. There is no doubt that technological innovation will be the engine of future
growth, but it will lead to the transformation of life, business and the world economy
(Degryse, 2016: 6-8). It is very important to ask whether the emergence of digitalization
in the labor market, but also the concept of sustainable development in industry will lead

with a simple mobile application and several algorithms, anyone can now become a taxi driver: without any training, without
paying taxes or social security contributions, without regulatory restrictions (insurance, technical inspection), these self-
proclaimed taxi drivers can decide to compete with by traditional taxi. The existing and thoroughly regulated form of service
seems to have suddenly replaced the American start-up, which does not have a single vehicle registered in its name.”(Degryse,
2016: 7). To whom can consumers complain about a poorly provided service?
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to new jobs, new forms of training? The question also arises as to whether technological
and digital changes will lead to a reduction in managerial errors, or a reduction in
production defects? At the same time, it is very important to point out that the platforms
do not offer legal responsibility, nor responsibility for social protection (Uber - there is no
employment contract), and the risks previously borne by companies are now being
transferred to individuals. There was a simplification of the employment relationship in
the following way: 1. publish your project; 2. choose among the best talents; 3. engage
and collaborate with ease; 4. pay only for approved work. In the foreground are the
working conditions in the form of flexibility and individualization, and the platforms are in
parallel a very flexible labor market, no employment contracts, no labor standards
governing working hours, jobs, training, unions, and the worker must manage his social
protection and health insurance. This form of work is spreading rapidly, and workers
and employers can easily slip into "black” status. However, there are still many open
guestions about working on a "network or platform”. For example: the question is
whether the workers employed on the platform are platform workers or self-employed;
can | refuse an assignment, service my own equipment, pay for insurance myself, or are
insured against injury? One of the criteria of self-employment is flexibility, and that is the
key item that separates them from employed workers. It is obvious that there will be
many more disagreements about the “business model” and the “social model” (Degryse,
2016: 27-28).

Table 1.
Jobs in the digital economy
Jobs at greatest risk from Low-risk automation / New jobs
automation / digitization digitization jobs
-Office work and administrative -Education, art and media “Top of the ladder"

tasks

-Sales and trade

-Traffic, logistics

-Manufacturing Industry
-Construction

-Some aspects of financial
services Some types of services
(translation, tax consulting)

-Legal services

-Management, human resource
management

-Business Some aspects of
financial services

-Health care providers
-Computer workers, engineers
and scientists

-Some types of services (social
work, hairdressing, beauty care,
etc.)

-Data analysts, data miners,
data architects

-Program and application
developers

-Experts in networking, artificial
intelligence, etc.

-Designers and manufacturers
of new intelligent machines,
robots and 3D printers
-Digital marketing and e-
commerce experts
"Bottom of the scale"

-Digital "slave galleys" (data
entry or filtering workers) and
other "mechanical workers"
working on digital platforms
-Uber drivers, occasional jobs
in the "collaborative" economy

Izvor: Degryse, 2016:19.
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Analyzing the table, it can be seen that the current jobs that require prior
acquisition of knowledge, ie. intellectual affairs. There is still concern that the least
educated will be the least paid, and that the share of those jobs in the production
process will be reduced by a percentage. The question justifiably arises as to what will
happen to social security, a very important element of the rule of law. Namely, it should
be emphasized that the first model of social insurance was established by the Iron
Chancellor Bismarck in Germany in the 19th century, and soon after that, at Mitsubishi
in Japan, she established a comprehensive model of social insurance. The welfare state
actually takes care of the quality of life of the population, social inclusion, in addition to
those guaranteed civil liberties, the right to choose an occupation and legal and property
security. Is the welfare state at a new turning point, because new challenges are
increasing in the form of informal work and "undeclared work", then, growing poverty,
social inequalities, family destabilization, technological change, increasing stress,
pandemics (HIV, various types of influenza, COVID 19), population aging, as well as
declining birth rates, and perhaps the most drastic increase in crime and other forms of
social deviation (prostitution, drug addiction) (Jasarevi¢, 2009: 158-163). "The main
problems facing the welfare state today are: 1. Insufficient development of social
security and social protection in all parts of the world; 2. emergence of new risks and
requirements caused by changes in the global context and structure of society (so-
called risk society); 3. imbalance (in terms of risk coverage or circle of persons); 4. crisis
in financing. "(Jasarevic, 2009: 163).

The rules of business in many industries, from the automotive industry onwards,
are changing: great multidisciplinary knowledge is needed. "In many cases, successful
companies will no longer be the ones that make the best products, but the ones that
collect the best data and combine it to offer the best digital services. And the biggest
winners of all may be those who control the "platform”, a layer of software that
combines different types of devices, data and services, on top of which other companies
can build their own offerings" (The Economist, 2015b). The capacity for production,
storage and sharing of data and information is infinite, and is enabled by technologies in
the field of 10T, robotics, artificial intelligence, autonomous vehicles, 3D printing,
nanotechnology, biotechnology, quantum informatics (Maksimovic¢, 2017). New services
are often the result of combining information from different sources. "He who controls
the platforms will rule the future." (The Economist, 2015b).

In the context of major changes in the labor market, in addition to digitalization,
the "green economy" plays an important role. It brings its "package" of changes in
certain sectors, and those occupations that must be modified or disappear. In
economics, sustainable development implies the rational use of natural resources in the
process of creating sustainable economic (industrial) development and the possibility of
creating new jobs and managing human resources. Such jobs are called green jobs.
Sustainable development enables production that does not endanger nature and the
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ecosystem, and does not jeopardize the ability of young people to meet their own needs
in the future. Industrialization under the influence of the "green agenda" is accompanied
by two challenges, namely 1) sophistication accompanied by the strengthening of
knowledge factors and 2) ecology through the preservation of the environment and
ecosystems (Maksimovi¢, 2020: 245-246, 249). The essence is to harmonize structural
adjustment in the labor market with social protection services, because the transition to
green growth contributes to facing the challenge called “flexibility". Also, in the
economic revitalization of local economies, labor development initiatives have a positive
role, but not a leading one. It is also important to ensure the rights of workers in the
growing sector, which would actually legalize and promote the social inclusion of
workers, by enabling vulnerable working groups to access new "green" jobs. These jobs
should enable them to work decently, and their families to get out of poverty, and that
includes sectors such as agriculture, forestry and the informal waste collection sector.
Another important item is the "greening” of small and medium enterprises (SMES). As
these companies are more innovative, energy and resource efficient, pollute the
environment a little, increasing employment in them can be characterized as positive
and inclusive, with a regulatory and institutional environment that will support it"
(Maksimovic¢, 2020: 254-255).

2. Sales and consumer orientation

Although major changes in the field of labor and consumption are caused by
digitalization and the concept of sustainable development, in terms of marketing, there
remains a focus on sales and consumers. This is evidenced by the concern for sales
channels - distribution during the crown and now, during the war in Ukraine. The paper
gives the example of Toyota, a successful automobile industry from Japan, which has
weaved consumer care into its vision and mission. This was shown through an interview
with Mr. Robert Lukic, CEO of Toyota Serbia and Toyota Adria. Thanks to him, Toyota
has been paying much more attention to the promotion and marketing of its hybrid
vehicles in Serbia since 2018. She has maintained that manner to this day. The
interview was published in 2021, and a part of the interview is given here (Maksimovi¢,
2021, 288-290).

MM: What is Toyota's production philosophy based on?

RL: The basis on which Toyota's mission and vision are based are: respect for
the customer (colleagues, company), then for the dealer, intermediary and finally the
distributor; challenge - courage and creativity are needed to realize a long-term vision;
team work - to develop and maximize the individual and team performance of people
who work together professionally; kaizen - continuous improvement and genchi
genbucu (genchi genbutsu) - go to the source. Respect and teamwork apply to people,
and challenge, kaizen and genchi genbucu to continuous improvement. Japanese
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employees spend 90% on planning and 10% on execution. The Japanese strive for
harmony, there is a collectivist approach, where everyone needs to agree on the topic
to be decided. What is important is the attitude towards the job, positive in every
situation, with the inevitable taking of responsibility.

MM: What is Toyota’s vision?

RL: Toyota's vision reflects a long-term strategic direction, striving to enable
people to drive safely and securely. This is achieved through a commitment to quality,
constant innovation, respect for the planet, while engaging the talent and passion of
people who believe in constant change for the better (human resource development).
Toyota is committed to sustainable growth in harmony with the environment.

MM: What is Toyota's mission?

RL: The brand (product) must always be liked by the customers. It is necessary
to anticipate customer needs and deliver products that meet and exceed customer
needs and expectations. As you can see, Toyota's mission is focused on customers.
MM: What are Toyota's business goals?

RL: The goals are new mobile solutions for social contribution, channel
development (sales), corporate governance, people development and value chain
development. As | said, the buyer is in the first place, the dealer in the second, and the
distributor in the third (Maksimovi¢, 2021, 288-290).

It is clear that the "man" is the focus of Toyota, both as an employee and as a
consumer. Extensive research is being conducted, examining the possibilities of
material selection, several years before a certain car model appears on the market, in
order to comply with customer requirements and environmental requirements. Also,
Toyota has been working intensively on management programs since 2002. human
resources, and since 2015 has been working intensively on the implementation of the
"green agenda" of the United Nations and its seventeen principles in its production
process. Based on the "customer first" philosophy, this company develops and provides
guality, safe and innovative products and services, while protecting customers' personal
data. In line with environmental protection, it does everything to ensure that its business
operations do not affect environmental pollution, develops and promotes technologies
(cleaner technologies) that are in line with sustainable development (Toyota, 2022).

CONCLUSION

The world from the end of the 20th century and today are by no means the same.
Man, as an employee and as a consumer, is constantly facing challenges, challenges of
education, new forms of work, transformation of society. Many have justifiably wondered
whether there will be enough jobs in the future that will be able to employ a larger
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working population. Developed market economies are making great efforts to either
close or "fill" the jobs where lower-skilled employees worked. Does this mean that there
will be winners and losers of digitalization? Will various machines make decisions
instead of people about the fate of workers and their salaries? Also, the big question is
how much people are ready to accept change. There is no digital education subject in
schools in the Western Balkans, which would prepare young people for the real world
that awaits them. It is very important to ask whether the emergence of digitalization in
the labor market, but also the concept of sustainable development in industry will lead to
new jobs, new forms of training? It is certain that he will. The role of the union has long
been not in the traditional style of fighting for workers' rights, but to help workers adapt
to new trends. On the other hand, sales orientation is extremely important for
management in companies, which requires them to produce quality products, but in
such a way as to satisfy the customer's needs as much as possible. For example, with
the advent of Uber in passenger transport (known through the example of taxi vehicles),
there was a fear of complete liberalization of services. Isn't this just an introduction to
the end of business and social models that are known to this day, that working hours
are starting to lose their form, and thus the regulations on working hours are changing.
What definitely characterizes new business relationships is flexibility vs. defined form of
relationship, velocity vs. precision, new knowledge vs. old knowledge as well as new
ways of working vs. old forms of sales, employment and life in general..
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NEW TRENDS IN MARKETING AND
LOGISTICS IN TERMS OF COVID-19

ABSTRACT

In modern conditions, in addition to the existing measures to limit the economic
activities of companies and organizations in a pandemic, the main goal for each
company is to meet the needs of consumers to maximize profits by promoting their
products using an effective marketing concept. In a pandemic, the focus of companies
and organizations on the global market is to ensure the effective use of existing
facilities, taking into account key impact factors. This approach ensures the financial
stability of companies and long-term development, despite the existing constraints and
the reduction of the number of consumers with the intensive development of innovative
technologies. Corporate governance occurs when top management decides that a new
level of relationship needs to be developed to overcome problematic situations related
to COVID-19 pandemic restrictive measures and when new links are established
between structural units related to organizational structure modification. One of the most
effective tools for managing a company in modern realities is logistics and marketing.
The processes of globalization of the world economy increase the need to find
innovative ways of business organization under the influence of restrictive measures of
the pandemic. These processes significantly complicate the relationship between
participants in the processes of production, distribution and exchange due to a number
of systemic changes and trends in the world economy, which requires the application
and application of more innovative approaches in management. Marketing and logistics
are no exception and require the use of innovative tools in their activities.

Key words: Logistics trends, pandemic, innovative tools, globalization,
marketing activities, impact factors
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Emunuja BOXKUHOBCKA

YHusepautet ,[oue denyes®- LLUtun
dakynTeT 3a Typusam n GU3HUC NOrncTmka

HOBU TPEHAOBH HA MAPKETHHI' U
JIOTUCTHUKA BO YCJIOBH HA COVID-19

ATICTPAKT

Bo coBpemeHn ycnoBuM MNOKpaj MOCTOEYKUTE MEPKM 3a OrpaHuMyyBawe Ha
CTOMaHCKUTE aKTMBHOCTM Ha KOMMaHWUTE U OpraHu3auuuTe BO NaHAemwuja, rnaBHaTa
Len 3a cekoja KOMMaHuja e ga rm 3agoBonn notpebuTte Ha NOTpoLlyBadnTe 3a Aa ro
MakcuMmuamMpa npoUToOT NpeKy NPOMOBMPake Ha HUBHUTE MPOU3BOAN KOPUCTEjKU
edeKkTMBEH MapKeTUHT KoHUenT. Bo ycnoBu Ha nanHgemuja, poKkycoT Ha KOMMNAHUUTE U
opraHumsaummuTe Ha rnobanHMoT nasap e obesbenyBarte Ha e(PEKTUBHO KOPUCTEHE Ha
NMOCTOEYKMTE KanauuTeTn, 3eMajkn rv BO npenBug KnydHute akTopu Ha BnuvjaHue.
OBoj npuctan obesbenyBa bmMHaHCUCKA CTAOMMAHOCT Ha KOMMAHUUTE W OOSrOPOYEH
pa3Boj, M TMOKpaj MOCTOjHUTE OrpaHuyyBaka W HamanyBaweTo Ha OpojoT Ha
NOTPOLLYBaYN CO MHTEH3UBHMOT PasBOj Ha MHOBATUBHWM TEXHOMOMMK. YNpaByBaHkeTO CO
KOMNaHMUTE ce jaByBa Kora BPBHWOT MeHalMeHT ofnyyvyBa Aeka Tpeba ce pasBme HOBO
HMBO Ha OOHOCM 3a Aa ce HagmuHaT npobreMatuyHuTe CcUTyauum noBp3aHu Co
pPecTpuKTMBHUTE Mepku Ha naHgemujata COVID-19 u kora ce BocnocTaByBaaT HOBMU
BPCKM MOMeEry CTPYKTYPHUTE eAMHMLM NOBPp3aHu Cco MoaudurKaumnja Ha opraHnsaumckata
cTpyktypa. EgHa oa HajedmkacHuTe anaTkm Ha ynpaByBawe CO KOMMaHWjaTa BO
COBpPEMEHUTE pearniHoCTU Cce Jnoructukata wu  MapkeTuHroT. [lpouecute Ha
rnobanusaumja Ha cBeTckaTa eKOHOMMWja ja 3roniemyBaaTt notpebaTta oA npoHaolfawe
WHOBATMBHU HA4MHM Ha [OENIOBHO OpraHusvpake nof BrvjaHne Ha PeCTPUKTUBHUTE
MepKu Ha naHaemujata. OBME NPOLIECU 3HAYUTENHO rO KOMMMUMpaaT 0gHOCOT nomery
yyecHMUMTE BO npouecute Ha NPoOu3BOACTBO, ANCTpUbYyLMja U pasMmeHa nopagu ronem
6poj cUCTEMCKM NPOMEHN N TPEHOOBM BO CBETCKaTa eKOHOMMja, WwTo HGapa npumeHa m
ynotpeba Ha NOMHOBATMBHM NpUCTann BO ynpaByBaweTo. MapKeTUHroT 1 fnormctukaTa
He ce UCcKny4ok n 6apaat ynotpeba Ha MHOBaATUBHM anaTku BO HUBHUTE aKTUBHOCTMW.

Kny4yHn 36o0poBu. JlorMctuykm TpeHOoOBW, NaHAemuja, UHOBATMBHM anaTtku,
rnobanusaumja, MapkeTUHI akTUBHOCTU, hakTOpWU Ha BrivjaHKe.
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1. KAPAKTEPUCTUKU U UHTEPAKLIUJA HA MAPKETUHTOT U JIOTUCTUKATA

TeopeTckute acnektM Ha opraHusdaumjata Ha MapKeTUHI aKTUBHOCTUTE ce
obenogeHeTM BO HayyHW TpyAoOBM? KOM M UCMMTyBaaT WUCTOPUCKUTE MOMEHTM Of
dopmMnpar-eTO Ha MapKETUHIOT Kako KIydeH efnieMeHT Ha cTpaTervjata Ha ynpaByBahe
CO KOMMaHwujaTa.

AHanuaupajkn ja HayvyHata nuTepaTtypa W UCTpaxyBawa BO obracta Ha
MapKETUHIOT N POPMUPaHETO Ha HEFOBUTE KITYYHU KOMMOHEHTU, Bpeau Aa ce UCTakHaT
TpymoBute® Kkou, 3a pasnuMka of MNOCTOeYkMTe npucTanu, M pasrnegysaat
0COBEHOCTUTE Ha OpraHu3nparwe Ha MapKeTUHr MWUKCOT 3eMajku rm npeasug
BPEMEHCKMOT (pakTop W rMoHyAata Ha noHanpegHu npucTtanu Kowu  BKydyBaat
eNeMEHTH, KaKo LUTO ce: Npou3Boa, LueHa, npogaxba, noHyaa n oKonmHa.

Tpeba Ooa ce HanomeHe geka COBPEMEHMOT nasap He MUPYBa U € NOANOXEH Ha
MOCTOjaHN M KOHTMHYMpaHU TpaHcdopmauuu Moa BNujaHWe Ha pasnuMyHU rroGanHu
chakTopn, U TOa npeamusBMKyBa MHOTY KOMMaHUWM LUMPYM CBETOT MOCTOjaHO Oa
pasBuBaaT U nogobpyBaaT CBOMTE MeXaHM3MM U MpUCTanyM BO MPOMOBMPAHETO Ha
HVMBHUTE NMPOM3BOAM U GPEeHOOoBU NpeKy TpaHCcopMUparke Ha MapPKETUHT eNEMEHTU CO
Luen Qa ce 3rofieMy fojanHocTa Ha MOTPOLLYBa4YUTe: UMMNEMeHTauuja Ha OHMajH
KaTano3au, OHMajH ucropaka v onTMarHa forucTuka.

OppXyBaweTO Ha KOHKYpeHTHOCTa, (opMuparmeTo W 3rorieMyBaHeTo Ha
KOHKypeHTCKaTa NpeaHOoCT, co WTo ce obe3benyBa AOBOMHO BMCOKO HMBO Ha npout
BO ycroBu Ha naHgemunjata COVID-19, e MOXHO camMo CO npakTuyHa npumeHa Ha
MapKeTUHI KOHLEeNTOT, KOj OBO3MOXYBa 3aJ0BoIlyBawe Ha GapawaTa u notpebute Ha
noTpowysaynte BO KOMOMHauuwja Ha KBanuteT, LeHa M JorMcTMka BO CMMUCNa Ha
ONTMMU3Mpake Ha CTOKOBHUTE 1 MaTepujarnHnte Tekosu*

MHoOry KomnaHum WnMpymMm cBeTOT Bea cTaBeHM BO MHOry CTpora pamka, Koja ce
3aCHOBalLE Ha CTpPOrM oOrpaHudyBaka Ha aKTMBHOCTUTE CO LEN Ada ce Hamanu
coumjanHaTa AucTaHua Ha HaceneHneTo M [a ce MUHUMU3MpaaT pusnumte of
wnpeweTo Ha naHgemujata COVID-19 1 He [0O3BONM LENOCHU aKTUBHOCTM, LUTO Mak
BNUWjaelle Ha PuHaHcMcKkaTa cTabunHOCT Ha KoMnaHuMTe N Ha rrnobanHaTa ekoHoMuja
BO UenvHa. Bp3 ocHoBa Ha oBa, Bpeau Oa ce HarnoMeHe aeka TpaHcopmauumjata Ha
CBETCKMOT Nasap AoBede OO peBM3Mja Ha NMOCTOEYKUTE NMpuUcTany 3a ynpaByBahe CO
uen ga ce nogobpart n onTuMM3npaaTt OHME KOWU KOPUCTAT MHOBATUBHU TEXHOMOMMN Y

2 Al-Ababneh, H.A.: Integrated approach in organizing logistic activity, Acta logistica, Vol. 7, No. 4, pp. 235-243, 2020.
doi:10.22306/al.v7i4.184

3 Ruzgar, N.: Management and Organization in Transportation and Logistics, Handbook of Research on the Applications of
International Transportation and Logistics for World Trade, 2020.

4 Noorliza, K.: Resource-capability of halal logistics services, its extent and impact on performance, Journal of Islamic
Marketing, Vol. 12, No. 4, pp. 813-829, 2020. doi:10.1108/JIMA-12-2019-0255
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anaTtku, WTo ce pednekTupa Bo obnactute Ha MapkeTUHIOT U HeroBaTa MHTepakuuja
CO NOrNCTUKA.

KopucTejku rn anatkute 3a MapKeTUHr, KOMMNaHWjata MoXxe Aa r oapeaun ceouTe
noTpoLUyBayn, OQHOCHO KOW ce TUe, KO ce HUBHUTE NoTpebu, BO KonkaBa KonmMymHa u
KakoB KBanMTeT CTOKUTE UM ce MoTpebHM HUM, Koja e cooAaBeTHaTa 3aMeHa 3a OBUE
CTOKM W, Ha KpajoT, Aa fobujaT npenopaku 3a Toa Kako Aa rm nsrpagat akTMBHOCTUTE Ha
KOMnaHujaTa co Len Aa rv Bp3e 3a Hej3avHuTe noTpollyBaydn. JIorMcTuyknTe anatkm ce
AV3ajHMpaHn, NpBO, Aa ro OopraHuM3vpaaT ABWKEHETO Ha cTokaTa M maTepujanHuTe
TEKOBM BO MpeTnpujaTveTo, LITO Ke OBO3MOXM OobMBake HaBpemMeHa ucropaka Ha
roToBM NPOU3BOAM 4O MOTPOLUYBAYOT HA BUCTUHCKOTO MECTO, BO BUCTUHCKO BpPEME, BO
BMCTUHCKA KONMMYMHA U KBANUTET CO MUHUMAIHM TPOLUOLM.

Kako wTo mMoxe aa ce 3abenexun, MapkeTUHroT U NIorMcTukaTa BO aKTUBHOCTUTE
Ha opraHusaumjaTa pelwaBaaTt pasnuyHn OYHKLMOHAMHM 3a4a4M U Ha HWUKOj HAYMH He
ce 3amMeHyBaaT egHa co Apyra. HamecTto Toa, HanpoTuB, caMO HUBHaTa 3aedHWUYKa
ynotpeba mMoxe aa ja rapaHTupa edmkacHocTa Ha npeTnpujatneTo.®

3Haun, KOPUCTEjKM CaMO MapKETMHI KOHUENT, KOMMaHWjaTa Hema [a MOXe
eeKkTMBHO [a opraHusupa npoMoumja Ha cBojaTa CToka Ha nasapoT 6wuaejku
HepelleHnTe NOrMCTUYKN Npallaka 3a MUcrnopaka, TPaHCMopT, CKnagupawe Ha CTOKU
MOXe [a ro nonpeyaT Toa. Bo coBpemeHuTe yCcnoBuM Ha 3aCUTEHOCT Ha Nas3apoT u
rmobanHuTe TpaHcopmaumn npeam3BukaHnm opf naHgemujata COVID-19, «kora
TpaavUMOHaNHNTE MOTUBALUMOHMN KPUTEPUYMU HA MOTPOLLYBAYOT (KBaANUTET U LieHa Ha
cTokaTa) ce BO BTOp MNfiaH, OBME Mpalwakwa CTaHyBaaT peyucu onryvyyBaykm Kora
NMOTPOLLYBAYOT Ke JoHece oanyka 3a KynyBahe.

Mma MHOry Ouckycum 3a WHTepakuujata Ha MapKeTUHroT M norucrukara.
MpawaweTo 3a pasrpaHudyBawe Ha 0bnactuTe Ha HaAMNEXHOCT Ha MapKETUMHIOT U
norucTukata e ocobeHo NpMCyTHO BO YCINOBM Ha OrpaHWYeHn pecypcu Ha KoMmnaHujaTa
Kora e npaware ns3bop- koj o4 ABaTa koHuenTa Tpeba ga ce npuMmeHyBa 0cobGeHOo BO
€KCTPEeMHM YCINOBW Kako LUTO Ce OrpaHudyBaka Ha aKTMBHOCT W rnobanHu Mepku 3a
KapaHTUH. Bpean ga ce HanomeHe geka OAroBOpPOT Ha OBa Mpallake MoXe da ce
pobue co aHanusa Ha yHKUMOHaNHUTe obnacTu WnNn npecekoT Ha UHTepecuTe Ha
ABaTta KOHLEeNTU N BP3 OCHOBA Ha MexaHM3MUTE Ha MHTepakumja, Kom ce NpeTCTaBeHu
Bo Tabena 1.

5 Al-Ababneh, H.A., Dalbouh, M.A.A.: Supply Chain Risk Management Methods in the Process of Formation of Advertising
Campaign, International Journal of Supply Chain Management, Vol. 9, No. 2, pp. 779-785, 2020.
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Tabena 1:

CTpyKkTypupare Ha pyHKLMOHANHOCTa N KapakTEPUCTUKUTE Ha MHTepaKLumjaTa Ha

MapKeTUHIOT N NIOrMcTnKaTa BO KOHTEKCT Ha naHgemunjata COVID-19

KoHuenT Ha AnaTtku BO kOMNaHujaTa O6bnact Ha
MapKeTUHI eNeMeHT WHTEpakLmja
MapKCTI/IHF JIOTUCTHUKA
MponssoacTeo - OnpegenyBsatbe - UHpeHTudukaumja | MNakyBame Ha
Ha acupTUMaH Ha Ha noTeHuuWjanHuTe | gobpa
npon3BoACTBO pobasyBauu
- OnpegenyBsatbe - PauuoHanHa
Ha opraHusauuja Ha
KapakTepUCTUKUTE U | NPON3BOACTBOTO

dum3nyKkmncBojcTea
Ha gobpoTto

LleHOBHa NoJINTUKa

-N36op Ha
cTparervja u meToa

-HamanyBsamwe Ha
TpoLiouuTe BO

MocTaByBake Ha
KOMMEeTUTMBHA LieHa

Ha ogpefyBawe Ha | QUCTpUOYTMBHUTE
LeHuTe KaHanm
MpogaxHa -MoTpara no - CosgaBame Ha -Ycnosu 3a
nonuTuka noTeHumjanHm cucTeM 3a OOCTanHoCT Ha
Kynysauum cknagmpamse, cTokaTta go
paKkyBah-e CO TOBap | MOTPOLUYBAYOT;
- N360opoT Ha
KaHanu 3a
ancTpubyumja Ha
roTOBW NPOV3BOAMN;
Cuctem Ha - dopmMmupatrse Ha -Gopmupatrse Ha | -OnpaBgaHocT n
UHdopmaLmm MapKETUHT FNIOTUCTUYKM opraHusauuja Ha
MHdOPMaLNCKN MHdOPMaLNCKM MHdOopMaLuncka
cucTem cucTem noaapLuka 3a
NPOAaXHUOT
cuctem

Beke He ce OOBOMHM MapKETUHI anaTkuTe ga ce naeHTudgunkyesa nobapysayka Ha

noTpoLlyBaunTe; NOTPpebHO e Aa ce creau peanHata nobapysBauka, koja Mopa [a ce
3a0BONN HaBpeMeHo. Bp3a u ToyHa ucnopaka Ha CTOKM A0 MOTPOLUYBayoT, LUTO €
MOXHO camo co O06po BocrnocTaBeHa MOrMCTUKa, CTaHyBa edHa Of KOHKYPEeHTHUTe
NPeaHOCTM U HauYMHU 38 CTEKHYBaH-€ NOjanHOCT Ha KIMUEeHTUTe.
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KomnaHuute Kom rm rpagene CBOUTE aKTUMBHOCTU BP3 OCHOBA Ha MapKeTUHT
KOHLeNT MopaHo unu nogouHa goaraat go notpeba ga cosgagat NOrUCTUYKA CUCTEM
KOj ke onTumMuaMpa MHOry npouecu, ocobeHo 3eMajkm v npeasug rnobanHute
orpaHuyyBaka noBp3aHu co nanHgemmnjata COVID-19. Co nogobpyBare Ha KBanMTeToT
Ha NOrMCTUYKUTE MNPOLECUM U 3rofieMyBakbe€ Ha HMBHATa MWHTerpaumnja co apyrute
yHKUMM Ha ynpaByBakwe, KOMMaHWjata [AobvBa [OOMOMHUTENHU  KOHKYPEHTCKU
nNpeaHOCTH, OBO3MOXYBajK1 1 Aa 3a3ema noctabunHa nosumumja Ha nasapor.

2. KAPAKTEPUCTUKHU U KJIYYHH PAKTOPU BO MAPKETUHI'OT U JIOTUCTUKATA BO
INAHAEMMUJA

Tpeba ga ce HanoMmeHe [eka M MOKpaj BrowyBaweTO Ha Kpu3aTa BO CBETOT
nosp3aHa co naHgemuvjata COVID-19, MapKeTUHI akTUBHOCTUTE HA MHOIY KOMMaHuu n
opraHusaummn Gea krnydyeH npuopuTeT BO o0b6e3benyBaweTO HenpeyeHa pabota u
ePeKTMBeH cucteM 3a npomMouMja M normcTudka opraHusaumja. KpmsaTta jacHo ja
nokaxka BuWTanHaTa BaXHOCT Ha Jfoructuykata uHOycTpvja M OBO3MOXM da ce
noeHTUgUKyBaaT KIy4yHUTe npallana WTto Tpeba fa ce pewaTt npy 0bnukyBakeTo Ha
cTpaternjata 3a npogaxba, ynpaByBawe W JOructuka. TpaHcdopmaumjata Ha
CBETCKMOT nasap M MoeavHeYHUTEe WHOYCTPUKW, UCTO Taka, AoBede [0 3HaYUTENHM
NPOMEHN BO FOMMCTUYKUTE aKTUBHOCTW, LWITO [OBede [O peBuU3Mnja Ha MOCTOEYKUTE
npucTann 3a opraHusMpake Ha normctukata co notpebaTta ga ce 3emaT npeasua
gakTopuTe Ha BnuvjaHue. Merytoa, oBaa TpaHcdopMauuja 3HAYUTENHO N YCIOXHU
NMoCTOjHUTE Mnpouecu BO JNOrMcTukata Ha opraHusauuuTe LWUpym cBeToT, kou bea
npeausBMkaHM of (PakToT WTO MHOrymuvHa He 6ea nogroTBeHW 3a TakBU MPOMEHM.
[MaBHUTe hbakTopM KOM BMjaea Ha TpaHcopMauujaTa Ha JIOTMCTUYKUTE aKTUBHOCTMU
Ha opraHuMsaunmnTe BO NaHgeMuja ce npukaxkaHu Bo Tabena 2

Jdeeemma MedynapodHa HayuHa KOHHepeHYuja
- IMTHTAJIH3ALUJA HA ONIITECTBOTO - HOBU MAPKETHHTI IIPE/IH3BHIIH -
The Ninth International scientific conference
- DIGITALIZATION OF SOCIETY - NEW MARKETING CHALLENGES -

55



MakedoHcko me2yHapodHo HayyHo chucanue ,MAPKETHHI“ Bp.15
Macedonian international Journal of “MARKETING” No. 15

Tabena 2:

Knacudukaumja Ha kny4yHuTe dpakTopm Kou BrnjaaTt Ha TpaHcopmMaumjaTa Ha

JIOTUCTUYKNTE aKTUBHOCTUN BO CBETOT

KnyyeH cpaktop

BnujaHne

PesyntaT o
TpaHcgopmaumjata Ha
JNIOTCTUYKUTE aKTUBHOCTU

3ronemeHa nobapyBayka

MaHgemujaTa NnpeansBuka
Harmno sronemyBare Ha
nobapyBaykaTa 3a HEKOU
KaTeropum Ha CTOK/ 1 nag
Ha nobapyBaykaTta 3a
Apyru, WTo He bewwe
BKITY4EHO BO MNS1aHMpakETO
Ha norucTtukata. OBa
[oBefie 40 NPEKMHN BO
cHabayBaneTo,
HenoaurHaT CTOKMN U
notpeba 3a onTummnsMpare
Ha NOrMCTUYKNTE NPOLLECH.

Mpn bopmmpareTo Ha
cTpaTerujaTta Ha
KOMNaHujaTa 3a npomoLuja
n npogaxba Ha CTOKU U
ycnyru, uMnepaTme € ga ce
npensuan nobapysavkarta
n ga ce onTMMmuaupaar
NMOCTOEYKNTE NPOLLECU CO
NMOMOLL Ha HUBHAaTa
aBToMaTu3auuja.

HepocTtaTtok Ha
nobaByBaun

OcTtpute npomeHun Ha
rnobanHnoT nasap G6apaa u
6p3n npunarogyBara Ha
CUHLMpUTE Ha cHabayBane
N NOTUCTUYKUTE KaTEropum.
MHory komnaHun vmja
cTpaTteruja 3aBucelle o
AnpekTHO cHabayBane bea
NPUHYAEHN aa
npepacnpegenat
pecypcuTe.

Mpwn dpopmmpareTo Ha
cTpaTterujaTa Ha
KOMNaHujaTa 3a npomoLuja
1 npogaxba Ha CTOKU U
ycnyru, uMneparme € ga ce
aveep3nduumpaat
nobaByBaunTe co uen ga
ce MUHUMU3Mpaat
pusnuute

3ronemeHo onToBapyBake
Ha NormcTukaTa

3ronemyBam-€TO Ha
nobapysaykaTa 3a
oapeneHn KaTeropmm ro
3rofiemMy ONTOBapyBaHETO
Ha norucTukaTa.
KomnaHuute ce coovyBaat
co notpebarta ga rm
npepacnpegenart
pecypcute u ga 6apaat
OOMNOJSTHUTESTHMN
npeso3Hunun. Oa
onToBapyBak-€ ja NoKaxa
notpebara 3a
onTuMmn3npaHe Ha

MoTpebaTa ga ce
ontummnanpaart
JIOrMCTUHKNTE npouecu co
HWBHa nocregoBaTtenHa
aBTOMaTu3auuja co uen ga
ce Hamanu BpeMeTo 3a
cobupatrse Hapaydku 1
BPEMETO Ha Ucnopaka Ha
cTokara.
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JIOTCTUYKNTE NpoLecu.

npeam3BMKaHa of HarmoTo
3rofiemMyBame Ha
nobapysaykaTa u
HEMOXHOCTa 3a eMKacHO
ynpaByBaHe€ CO npouecute
Ha MHTepakuuja u BO
paMKuTe Ha KoMnaHujaTa u
HaJBoOp Of Hea.

MoTtpeba of HeedukacHocTa Ha PeBuauja Ha nocTojHuTE
aBTOMaTU3Mpare Ha MOCTOjHUTE NOTUCTUYKN NpoLecun Ha MHTepakumja BO
npouecute npouecu bewe paMKuTe Ha

opraHusauuvjaTta Ha
NOrmcTuKaTta co
aBTOMaTMU3auuja Ha
NpoLlecoT Ha aHanuaa Ha
0a3aTa Ha KNUeHTN K
obemoT Ha HabaBkK co
AONOJTHUTENTHO
pasrnegyeame npu

dopMnpareTO Ha
cTpaTterujaTa Ha
opraHusauujaTa

TpeHgoBuTE BO norMcTudkata uMHOYCTpuja 3a BpeMe Ha naHgemujata Gea
NnoBp3aHN CO HamMarnyBah-e Ha NPOTOKOT Ha ToBap, MU Ha rrnobanHo 1 Ha NokasiHO HUBO,
npeausBMKaHO O MACOBHOTO 3aTBOpawe Ha rpaHuuMTe Ha 3emjute, TProBckute
UEHTPM W NpOAAaBHULMTE, 3rofieMyBaH€TO Ha HeW3BEeCHOCTa W MNaHuKata Kaj
HaceneHMeTo, eKOHOMCKaTa HeCcTabuIHOCT, 3rofiemyBakbe Ha BanyTuTe U HamanyBakwe
Ha nobapyBaykaTta 1 KynoBHaTa MOK Ha rosiem fen of CBeTCKOTO HacerneHue. [naBHuoT
hakTop WTO BnMjaewe Ha rnobanHMoT NOrMCTUYKM cucTeMm Belle BroLyBaweTO Ha
KpU3HUTE heHOMEHN NoBp3aHu co WwunpeneTo Ha naHgemujata COVID-19 Bo KuHa. Bo
KuHa 6ea norogeHun cute BUOOBU TPAHCMOPT: BO34YLUEH, MOMOPCKMU, >XENe3HUYKM,
naTeH, Kako pesyntar Ha WTO 6ea YHUWTEHW BOOBMYaEeHUTE MyNATUMOAANHU
NOrUCTUYKM  Wwemn wupym ceeToT. Cenak, He BO cCuUTe 3eMju BO CBETOT,
crabunusaumjata Ha noructTuykaTa akTMBHOCT M MHAOYCTpUjaTa Oojae UCTO Kako U BO
KuHa. EkoHoMunTe Ha 3emjute og EY BO MOMEHTOB rv JOXMBYBaaT CUTE Nnocrneanum os
KapaHTUHCKUTE MEPKU U MNPEKNHUTE BO cHabayBaweTO CO OApPEeAEHWU TFpynu CTOKW.
lMocTojaT MHOry dhakTopu Koum ja ogpenyBaaTt notpebaTa 3a pasBOj HA KOMMAHUUTE BO
normcTuykaTa MHAycTpuja 3a Bpeme Ha LWUMPEHeTO Ha naHgemujata, kKou Bpeau ga ce
pasrnegaat nogeTarnHo, a Kov ce npukaxkaHn Ha ['padpukoH 1.
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Bo coBpeMeHu YCroBW TPaHCMOPTHUTE W NOMMCTUYKUTE CUCTEMU TMOCTOjaHO
CTaHyBaaT MOCMOXEHU, a ce NOTEeLLKO e Aa ce pa3bepe Ha wWTo Tpeba Aa ce BHMMaRA,
0CODOEHO BO KOHTEKCT Ha BrOLLIYBake Ha KPU3HWUTE MOojaBu M LUMpEHe Ha naHaemuja.
Bp3 ocHoBa Ha oBa, 3a Aa ce yTBpAaT KMy4YHUTE TPEeHAOBM BO (PYHKLMOHMPAHETO U
WHTepakuujaTa Ha MapKeTUHroT M NorucTukarta, Bpeau Oa ce KopuctaT anaTkute 3a
€KOHOMCKO 1 MaTemaTu4yko Mogenvpare. Bo Teopujata Ha €KOHOMCKO U MaTeMaTUYKO
MoJenupare, MatemaTuykaTa oyHKUMja ce KOPUCTU 3a oapedyBaHe Ha pasBojHUTe
TPEHOOBU:

D= f{(M(XE}L(XE}}

D.- COBpPEMEHUTE TPEHOOBU BO Pa3BOjOT HA MAapPKETUMHIOT U florMcTukaTa M HMBHaTa
WHTepakumja BO NaHgeMuja, Kom ce cnopegyBaaTt UCTOBPEMEHO CO AejcTBaTa X;

M(X;)- BepojaTHOCTa 3a MnojaBa Ha KpU3eH HacTaH Npu NpeB3emare Ha akuuja X,
L(X;)- dovHaHCcUCKM 3arybu npeausBuKaHn of puUsnK Npu AejcTBuja BO HEKOW HacTaHu X;

LnpeweTo Ha naHaemunjata BO CBETOT, KOE Ce KapakTepuaupa CO NPEBEHTUBHU U
PECTPUKTUBHM MEPKM BOBELAEHM BO pPas3fMyHM 3eMju BO CBETOT, npuaoHecyBa 3a
TpaHcdopMaumja Ha normcTudkaTa uHaQycTpmja Wwmpym ceetoT. Bp3 ocHoBa Ha oBa, 3a
Aa ce yTBpAaT COBPEMEHUTE TPEeHOOBW BO PasBOjOT Ha MAapPKETUHrOT U NOrMcTuKaTa,
BpeaM da ce knacuduuupaat 3emjute crnopef HUMBOTO Ha WMHAEKCOT Ha NOrMCTuUYKa
edukacHocT (LPI). MHaekcoT Ha normctuyka edpukacHocT (LPI) e uHTepakTMBHa anatka
Koja € o[ CYWTUHCKO 3Hayewe 3a OeHYMapKkuHr u knacudpukauuja Ha 3emjute Hus
CBETOT crnopeq CTeNeHOT Ha pas3BMEHOCT Ha forMcTudkaTa MHAycTpuja U HejsuMHaTa
edomkacHocT. Jloructudkmte nepcgpopmaHen (LPI) e noHgepupaH npocek Ha egHa 3emja
KOW ce rnegaart npeky LWecCT KIyYHU AMMEH3UN LWITO ce KOopUCTaT 3a Knacudukaumja Ha
3eMjuTe no cueHapwuja 3a pa3Boj U MHTepakuunja Ha MapKeTUHT U FIOrMCTUKa 3a Bpeme Ha
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naHaemuja®

Kny4yHute napameTpm Ha €KOHOMCKO M MaTeMaTM4KO MoAenvparwe Ha TPeHOOBUTE BO
pa3BOjOT HA MAPKETUMHIOT U NOrMcTMKaTa N ocOBEeHOCTUTE Ha HUBHUOT OAHOC 3a BpeMe
Ha naHgeMuja ce crnegHuTe:

e EdwmkacHocTa Ha uapuHckaTa cnyxba Ha 3emjata (bp3vHa 1 OCTanHOCT Ha
LapuHeH-e Ha Kapro TpaHCcMnopT);

e OnTumarnHa n BUCOKOKBanuTeTHa TProBcka U TpaHCNopTHa MHAPAaCTPYKTYpPa;
o KOHKYPEHTHM LIEHU 1 NIeCHOTHja Ha TPaHCMNOoPTOT;

e Bucoka npodecnoHanHa obyka Ha BpaboTeHUTe BO NOMMCTUYKMOT KOMMMEKC,
LUTO MaK OBO3MOXYyBa ONTUMU3Mpare Ha AeNOBHUTE NPOLEecH Ha KOMNaHUUTE;

e AnaTku 3a crnegewe 3a npaTkn N Ncnopakn Ha CTOKMN 1 ToBap,

e KBanuteToT M edpuKacHOCTa Ha ucrnopakaTta Ao AeCTUHaLMjaTa BO HajaBEHNOT
POK 3a ucrnopaka.

3AKJIYYOK

Jlornctnkata BO COBPEMEHU AEMNOBHM YCIOBW CTaHyBa BMCTUHCKA OpraHu3aumucka,
TEXHOMOLWKa W KOHUenTyanHa nogaplka 3a MHOrYy KOMMNaHuM U e HajedpeKkTuBHaTa
anatka 3a uaeH pasBoj. Ce nokaxa Aeka normctvkata € KrydyeH WHCTPYMEHT BO
coBpeMeHaTa MapKeTUHr cTpaTtervja, 6e3 Koja e HEeBO3MOXHO Ja ce npousBede wu
3ronemMu KanaumteToT Ha KoMnaHujaTa 6e3 ga ce nosvuMoHupa U ga ce nogobpu
Hej3anHaTa KOHKYpeHTHa nosuuuja Ha CBEeTCKMOT nasap. Merfytoa, 3a ga ce 3rofiemu
006eMOT Ha ToBapHMOT coobpakaj Bo cuTe 3eMju, NnoTpebHa e cooaBeTHa cTpaTervja 3a
nOeH pasBoj, koja BKIyvyyBa MHOBATUBEH MAPKETMHI KOMIMIEKC, LUTO HE € BO3MOXHO 6e3
norucTtuka. TeopeTckuTe U MeToOONOWKNTE acnekTn 6ea pas3BuveHn 3a ga ce yTBpau
WHTepakuMjaTa Ha MapKeTUHIOT U NOrMcTukaTta 3a Bpeme Ha nangemujata COVID-19,
LUTO OBO3MOXMW Aa ce MnoTKpenaT rMaBHUTE KOMMOHEHTU Ha MapKEeTUHr KOHUEenT 3a
Bogewe OusHuc, obesbenyBawe Ha edUKACHOCT U MHaAHCUCKA CTabUNHOCT Ha
opraHusaumjaTta.

PasrnegaHn ce kapakTepucTuknte Ha (YHKLMOHMPAHETO Ha fornctukarta Ha
rnobanHo HMBO, LUTO OBO3MOXM [a ce NOTKpenu Knacudukaumja Ha KnyyHuTe dpaktopum
KoM BnMjaaT Ha TpaHcdopmauumjata Ha NOrMCTUYKUTE aKTMBHOCTM BO CBeTOT. Bp3
OCHOBa Ha €KOHOMCKO W MaTeMaTuMyKO MoJenupawe Ha cueHapwuja, ce yTBpAyBa
PYHKUMOHNPAHKETO Ha MapKETUHIOT M NorMcTukata 3a Bpeme Ha naHgemuja COVID 19.

6 BOTTALICO, A.: The Logistics Labor Market in the Context of Digitalization: Trends, Issues and Perspectives, Digital Supply
Chains and the Human Factor, Springer, Cham, 2021.
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(maBHWUTe pe3ynTatn o4 cTyavjaTa MOXe [da ce rnpuMMeHaT BO NPakTUYHUTE akTUBHOCTHU
Ha opraHusauuuTe BO (popMUPaH-ETO Ha pa3BojHa cTpaTernja U MapKeTUHr KOHLeNT.
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THE IMPACT OF SOCIAL MEDIA MARKETING
ON CONSUMER BEHAVIOR

ABSTRACT

Social media occupies an important position as a communication tool. People
around the world use social media to connect with other people or organizations.
Globally, people have started using social media like Facebook, Twitter, Instagram,
LinkedIn, TikTok, etc. to share their experiences. As consumers, people share product
reviews, service information, food or health tips, product alerts, product tips, and more.
Social media is no longer used only for conversations, it is increasingly used for
commerce.

Social factors have always played a role in consumer shopping habits, but the
ubiquity of smartphones and social networks has taken word of mouth to new heights.
Most consumers around the world now carry purchasing power in their pockets every
day. Slowly forgetting to go shopping only in stores to discover new products, now
consumers can navigate through their social feeds for inspiration.

Whether you want to inspire and engage your social audience or encourage
online shopping and in-store shopping, the impact of social media on consumer
behavior must not be ignored.

Statistics show that 81% of consumers shopping decisions are influenced by their
friends social media posts. 66% of consumers were inspired to buy from a new brand
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after seeing pictures on social media from other consumers. Consumers are 71% more
likely to make a purchase based on the recommendations of social networks.

Keywords: social media, consumers, brand, communication, online shopping.

INTRODUCTION

Social media has occupied an important position as a communication tool.
People around the world use social media to connect with other people or
organizations. In recent years, Internet users are looking at the Internet from a new
perspective, in a commercial way. Its development and the emergence of online stores
have turned consumers into consumers. Also, the most important role of social media
has changed the way consumers and marketers communicate. Influences on the
information society influence consumer decision-making processes and product
evaluations. Social media provides a new channel for acquiring product information
through mutual communication. The Internet and virtual communities have transformed
consumers, societies and corporations with widespread access to information, better
social networking and improved communication skills. Globally, people have started
using social media like Facebook, Twitter, Instagram, TikTok and LinkedIn to share their
experiences. As customers, people share product reviews, service information, food or
health tips, product alerts, product tips, and more. People have a lot of "links" on social
networks, so the information is consumed by many people. This information becomes a
source of influence on consumers and their buying behavior. The unique aspects of
social media and its immense popularity have revolutionized marketing practices such
as advertising and promotion. Social media has also influenced consumer behavior
from information acquisition to post-purchase behavior, such as dissatisfaction
statements or behaviors about a product or company. Online communities and social
networking sites (SNSs) are an effective web technology for social interaction and
information sharing. Social networking sites are central to e-commerce in the current
environment, where consumers make social connections and participate in cyberspace.
Today's consumers have access to many different sources of information and
experiences, which are facilitated by the information and recommendations of other
customers. This is an important point because customer engagement through social
media is a key factor in marketing.

1. THE INFLUENCE OF SOCIAL MEDIA ON CONSUMER BEHAVIOR

There are more customers on social networks than ever before. Consumers are
looking for reviews and recommendations. Therefore, it is essential to have a prominent
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online presence on various social media platforms. The latest trend in marketing is the
introduction of social media. Social media has the power to influence potential
customers from start to finish and beyond. Consumers need awareness of a particular
brand and its offer. At a later stage, when they start narrowing down their choices, an
influential person on social media is needed to further promote the brand. Ongoing
dialogue between the client and the brand is essential to maintain a strong relationship.
Attractive and informative content keeps customers loyal to the desired brand.

There are many ways in which social media influences consumer behavior.
Some of these ways are the following:

1. Building product awareness

Social media has a huge impact on consumers when they try to raise awareness
of a particular product. When people face a problem, they start looking for a solution.
But often people do not know which product or service will solve their problems. How do
people get to know your product? A large part of the audience gets to know your brand
through the content that is distributed on social networks. The goal of any business is to
influence consumer behavior. If you do not have a social media brand presence, you
are missing out on an important opportunity to influence the consumer buying behavior.

2. Social proof as a greater force for purchasing decisions

Social networks have resulted in the evolution of social proof as a greater
purchasing power. Happy customers tend to praise products with likes, shares, reviews
and comments on social media. Marketers make social space more transparent by
sharing reviews, comments, likes, tweets and pins with their happy customers to
generate brand trust and increase conversion rates. Sharing testimonials, case studies,
photos, comments, and videos of satisfied clients builds more trust and works well on a
landing page, consultation page, and login page. The power of social proof can not be
undermined when social media has become an integral part of buyers and sellers.
Social marketers who want to sell their products need to have solid social proof in the
form of case studies, pictures, videos, podcast interviews and influencers as part of their
sales strategy. All of this will eventually increase the conversion rate.

3. Promotions, discounts and deals on social media

Many social media users sign up for social media groups / forums they are
interested in. When consumers see promotions, discounts and deals on social media, it
affects their buying behavior. 64% of online consumers wait to buy things until they go
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on sale. Social media is a low-cost platform that gives brands instant access to the
billions of active social media users. Brands need to make sure the target audience
sees your products, likes them and shares them on social media, which helps to
influence consumer behavior.

4. Social media influencers

Consumers are more likely to buy when they receive referrals from a person they
trust. Celebrities and celebrities inspire their audiences and influence their buying
behavior. 49% of consumers seek guidance from social media influencers before
making a purchase decision. Influencer marketing can do wonders for a brand by
attracting more customers. Many marketers are replacing celebrities with influencers on
YouTube, Instagram and Snapchat. These online stars provide unfiltered product
feedback, and consumers like it.

Reports indicate that consumers who are influenced by social media are 4 times
more likely to spend more on shopping. Moreover, the impact can be so great that 29%
of consumers are more likely to buy the same day they use social media.

Whether brands want to inspire and engage social audiences or encourage
online and in-store shopping, these are 14 statistics that the brand should not ignore.
Here's how social media influences consumer behavior:

1. 81% of consumers 'shopping decisions are influenced by their friends' social
media posts. (Forbes)

2. 66% of consumers were inspired to buy from a new brand after seeing
pictures on social media from other consumers (Stackla)

3. Consumers are 71% more likely to make a purchase based on the
recommendations of social networks. (Hubspot)

4. Facebook participates with 50% of the total social referrals and 64% of the
total social income. (Business Insider)

5. 31% of consumers say they use social media channels to search for new
products to buy. (Aimia)

6. Millennials are 1.6 times more likely to use digital channels to find out about
new products. (Facebook Insights)

7. 84% of millennials say that foreign-generated content has at least some
impact on what they buy. (Gartner)

8. 53% of consumers recommend companies or products in tweets, and 48%
follow to buy those products or services. (SproutSocial)
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9. 78% of consumers say that companies' social media posts affect their
purchases. (Forbes)

10. Customers are 6 times more likely to buy a product if the site includes
images from social media. (AdWeek)

11. Conversions increase by 133% when mobile phone buyers see positive
reviews before making a purchase. (Bazaarvoice)

12. In 2015, Facebook accounted for 52% of online and offline consumer
purchases. (DigitasLBi Commerce)

13. Global Social Trade Revenue Reached $ 30 Billion in 2015. (Statista)

14. 56% of consumers say they are more influenced by pictures and videos on
social media when shopping online now than before the pandemic. (Stackla)

2. THE INFLUENCE OF SOCIAL MEDIA ON CONSUMER PURCHASING DECISIONS

Many purchases are made online nowadays and in 2020 this number has grown
significantly thanks to the pandemic. As the number of internet users increases and
technology companies develop more ways to integrate the online world into shopping,
online retail is expected to grow exponentially. Logically, many consumer shopping
decisions are also made online, and where people spend most of their time online - on
social media. According to GlobalWeblindex, 54% of social media users use social
media to research products and 71% are more likely to buy products and services
based on social media referrals. It's hard to say exactly how much social media affects
customers, not just what they buy, but their consumer habits in general. Social networks
have changed the way products are promoted and even provided new ways of
advertising. Social networks influence consumer purchasing decisions in a number of
ways:

2.1. They shorten the journey of consumers to the desired product

The first thing that can be noticed when it comes to customers on social nhetworks
is the shortened travel of customers. People used to find out about a product, watch a
TV commercial several times, and the next week they might go shopping and finally buy
the product. Now, this process can take a few minutes. Consumers can now buy the
desired product the same day using social media. This means that as soon as they see
a product, they simply click on the link and buy it: there is no need to wait before going
shopping. Customer travel is not only shorter, but also more complex. Social media has
made product research more accessible to consumers. As a result, customers spend
more time researching and checking more sources for reviews.
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2.2. The impact of social proof

Social proof is not a new concept: man is a social animal and we have been
making recommendations for centuries. The thing is, these recommendations and
counter-recommendations can now be heard by hundreds of people. People proactively
seek recommendations on social media (and brands unfortunately often ignore them).
According to the Awario study, only 9% of brand conversations are answered by
customer questions, but, depending on the industry, there may be more than 100
people seeking social media recommendations in a month. Social proof has the
greatest impact on your friends and the people you know. But more and more people on
social media are not just following their friends - they are also following influencers. This
is where influencer marketing comes into play.

2.3. The power of influencers over consumer purchasing decisions

Influencers are social media users who have a strong loyal audience that often
shares the same interests. Their opinions are naturally seen by a large number of
people, people who trust them. According to a study by Influencer Marketing Hub,
almost 50% of Twitter users bought as a direct result of an influencer tweet. Micro-
influencers are especially effective in convincing their audience because they are
usually experts in a niche and a specific topic, which makes them a natural source of
recommendations for this topic.

3. MOST POPULAR SOCIAL MEDIA PLATFORMS

The most popular social networks have seen a lot of movement in the last few
years. Their power to reach a large audience plays an important role in the services and
products that brands offer to customers. Currently, there are over 4.5 billion people
worldwide who use some form of social media - about 57% of the world's population.
Knowing how deeply each of these platforms reaches the global online community is
crucial to a company's marketing strategy. Choosing the social network on which the
brand will focus its marketing efforts is a very important decision.

Some of the best social media platforms in 2022 are the following:
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3.1. Instagram

Long home to influencers, brands, bloggers, small business owners, friends and
everyone else, Instagram has surpassed 1 billion monthly users. Instagram has become
one of the most popular social media platforms for teens and young adults.

3.2. YouTube

YouTube is the second most popular search engine in the world today, just
behind its parent company, Google. If a business could benefit from producing video
tutorials or reviews, visual instructional content, product reviews or interviews, then this
social media platform is a must to reach their more than 2 billion monthly users.

3.3. Facebook

With almost 2.5 billion monthly users, Facebook is the largest social media site in
the world. While this practically guarantees that at least part of the audience uses the
platform regularly, it has a somewhat negative reputation among younger users who are
increasingly turning to other alternative locations.

3.4. Twitter

While the monthly active Twitter users have been steadily hovering around 300
million for some time now, an astonishing 40% of those users are active on the site
multiple times a day, suggesting that the audience that uses the platform is probably
very engaged. The popularity of this social media site remains high among tech users
and is particularly active in the B2B verticals associated with business, marketing and
politics today.

3.5. TickTock

TickTock is less than two years old, but received over 1 billion downloads of their
video-based application in its first year of operation. Today, TickTock reportedly has
over 800 million monthly users, which immediately puts it among the best social media
platforms in the world in terms of net number of users. However, most of his audience is
concentrated among those aged 16 to 24.
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3.6. Snapchat

Although it seems to be losing ground on competing social media platforms like
Instagram and TickTock, Snapchat still remains one of the most used apps with a
demographic under the age of 25 - with over 300 million monthly users in recent
months. Most Snapchat users visit the app to share updates and communicate with
friends and family through missing pictures and short video messages.

3.7. Pinterest

Pinterest has become a very popular tool on social media for storing ideas and
finding creative inspiration when it comes to everything from cooking to home projects,
vacation ideas, interior design, business and everything in between. This social media
platform is often cited as a key part of the product discovery journey. With over 320
million monthly users, Pinterest boasts one of the most concentrated female audiences
among all social media pages.

CONCLUSION

The data and our daily experience on the Internet show that social media has a
big impact on shopping decisions. The impact of social media on customer buying
decisions can be explained by many factors: social proof, social media penetration, and
the availability of online retail. However, it is becoming increasingly difficult to single out
a particular brand on social media. Focusing on the right platform, building creative
social media marketing campaigns, and using up-to-date technologies can help. While
business owners cannot get customers to use social media, they can influence the
products and services that a social media related customer can find. That is why it is
important to establish a presence on social networks. Business owners can even
encourage people to use social media while shopping by incorporating social media into
their marketing. If people know they can find out about special offers on social media,
they will go check it out. Social media influences shopping behavior among all age
groups, but especially the important younger populations. Business owners need to
work on improving their social media marketing strategies in order to increase sales.
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ECB POLICY TOWARDS EU MEMBERS OUTSIDE
THE EUROZONE AND MONETARY POLICY OF
THE REPUBLIC OF NORTHERN MACEDONIA

ABSTRACT

The European Union has 27 member states, of which eight are not in the eurozone - the
unified monetary system used by the euro. Denmark is legally exempt from adopting the euro.
All other EU countries must join the eurozone once they meet certain criteria. However,
countries have the right to delay meeting the eurozone criteria and thus delay their adoption of
the euro. EU countries that do not use the euro as their currency are Bulgaria, Croatia, the
Czech Republic, Denmark, Hungary, Poland, Romania and Sweden. EU member states differ in
culture, climate, population and economy. Countries have different financial needs and
challenges to address. The single currency imposes a system of central monetary policy applied
equally. The problem, however, is that what is good for one eurozone economy can be bad for
another. Most EU countries that have avoided the eurozone are doing so in order to maintain
economic independence. Here is a look at the issues that many EU countries want to address
independently.

Keywords: Criteria, population, economy, economic independence, monetary system,
financial needs.

INTRODUCTION

The formation of the European Union (EU) paved the way for a unified financial
system with several countries under a single currency - the euro. While most EU
member states have agreed to adopt the euro, few are sticking to their inherited
currencies: (Seth, 2021)
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» As the European Central Bank (ECB) sets economic and monetary policies for
all eurozone countries, there is no independence for an individual country to
create policies tailored to its own conditions.

» Every economy has its challenges. Greece, for example, is highly sensitive to
changes in interest rates because most of its mortgages have a variable
interest rate rather than a fixed one. However, as it is bound by European
Central Bank regulations, Greece does not have the independence to manage
interest rates to benefit its people and its economy the most.

» A country's economy is very sensitive to government bond yields. Again, non-
euro countries have an advantage here. They have their own independent
central banks that can act as a last resort for the country's debt lender. In the
event of an increase in bond yields, these central banks begin to buy bonds
and thus increase market liquidity.

» Eurozone countries have the ECB as their central bank, but the ECB does not
buy bonds specific to member states in such situations. The result is that
countries like Italy have faced major challenges due to rising bond yields.

» When inflation rises in the economy, an effective response is to raise interest
rates. Non-euro area countries can do this through the monetary policy of their
independent regulators. Eurozone countries do not always have that option.
For example, after the economic crisis, the European Central Bank raised
interest rates amid high inflation in Germany. The move helped Germany, but
other eurozone countries, such as Italy and Portugal, have suffered from high
interest rates.

» Countries may face economic challenges due to periodic cycles of high
inflation, high wages, reduced exports, or reduced industrial production. Such
situations can be effectively addressed by devaluing the national currency,
which makes exports cheaper and more competitive, and encourages foreign
investment. Non-euro area countries can devalue their respective currencies
as needed. However, the eurozone can not change the value of the euro on its
own - it affects other countries and is controlled by the European Central Bank.

To join the eurozone, EU member states are required to meet so-called
"convergence criteria": (Countries using the euro - European Union, 2021)

% The convergence criteria are set to measure progress in countries' readiness to
adopt the euro and are defined as a set of macroeconomic indicators that focus on:

» Price stability,
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» Solid public finances to ensure that they are sustainable,

» Exchange rate stability, to show that a Member State can manage its economy
without resorting to excessive currency fluctuations,

» Long-term interest rates to assess the duration of convergence..

% These binding economic and legal conditions were agreed upon in the
Maastricht Treaty of 1992 and are also known as the "Maastricht Criteria”. All EU
member states, except Denmark and the United Kingdom, are obliged to adopt the euro
and join the eurozone once they are ready to meet them.

% The agreement does not specify a timetable for joining the eurozone, but leaves
it to member states to develop their own strategies for meeting the condition for
adopting the euro.

% The European Commission and the European Central Bank jointly decide
whether the conditions for the eurozone candidate countries to accept the euro are met.
After assessing the progress made on the convergence criteria, the two bodies shall
publish their conclusions in the relevant reports.

The eight EU member states outside the Eurozone (Bulgaria, Denmark, Croatia,
Poland, Romania, Sweden, the Czech Republic and Hungary) are a heterogeneous
group of countries that follow very different economic models and are in different stages
of economic development: (EU after Brexit, 2019)

% For example:

» Denmark's gross domestic product (GDP) per capita is seven times that of
Bulgaria. There is also a significant gap in the competitiveness of non-euro
area countries.

» According to the 2018 Global Competitiveness Report, Sweden and Denmark
are among the most competitive countries in the world. They occupy the ninth
and tenth place in the ranking. The other non-euro countries, which are
currently plagued by political instability and institutional weaknesses, still base
their competitiveness on low wages. The size and importance of their financial
sectors for their economies also vary widely within the group.

» The share of banking sector assets in GDP is three times higher in Denmark
than in Poland. Central and Eastern European countries faced enormous
challenges during the global financial crisis as their banking sectors were
largely owned by foreign banking groups. This meant that national banking
authorities were able to carry out their supervisory tasks only to a limited
extent.
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» All these differences mean that non-euro countries have completely different
priorities when it comes to EU legislation in the field of financial regulation..

% The dynamics of economic growth in these non-euro countries are influenced
by their different stages of economic development. The less developed among them
often achieve higher growth rates due to the effect of maturity. With the exception of
Sweden and Denmark, whose economic growth in 2017 was slightly below the
eurozone average of 2.4 percent, the economies of those less economically developed
EU member states grew much faster.

+ Individual Euro-out relations to the euro and the euro area are also very
different. Most of them pursue independent monetary policies. Denmark has been a
member of the Exchange Rate Mechanism 2 (ERM 2) since 1999 and pursues a fixed
exchange rate policy against the euro. After Brexit, Denmark will be the only country
with a waiver clause in the third phase of the Economic and Monetary Union. All other
EU countries are contractually obliged to accept the euro as soon as they meet the
convergence criteria.

% The Bulgarian lev is pegged to the euro at a fixed rate as part of a currency
board arrangement. Romania and Croatia maintain exchange rate regimes with a
managed fluctuating exchange rate against the euro. Croatia's relationship with the
single currency is very special. The country's economy is largely "euroized". About 75%
of assets and 67% of liabilities are denominated in euros.

+ All countries in the group are open economies interested in deepening the
single market. Furthermore, they are all for the eurozone to be open to new members.
At the same time, they support the integrity of the eurozone, although they are not
prepared to bear the necessary costs of stabilization. The economic diversity of non-
euro area countries and their diverse relations with the euro and the euro area make
political co-operation between non-euro area member states within the EU difficult. This
increases their risk of losing influence in the post-Brexit Union.

MATERIAL AND METHODS

Limited progress has been made by non-euro area EU countries: Bulgaria, the
Czech Republic, Croatia, Hungary, Poland, Romania and Sweden on in relation
economic convergence with the euro area since 2020.This is mainly due to challenging
economic conditions: (ECB reports, 2022)
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» Croatia has announced its intention to adopt the euro on 1 January 2023 and
Bulgaria and Croatia both joined the exchange rate mechanism (ERM Il) and
the banking union on 10 July 2020.

» The coronavirus (COVID-19) crisis led to a significant drop in economic activity
in 2020. The Russian invasion of Ukraine in February 2022 has weighed on
growth, and inflation has increased in all the countries assessed. The forward-
looking convergence assessment is surrounded by high uncertainty, and the
full impact can only be evaluated ex post.

» As regards the price stability criterion, only Croatia and Sweden recorded
inflation rates below or well below the reference value of 4.9%. This reference
rate is based on the average inflation figures recorded in the three best-
performing countries over the last 12 months — Finland, France and Greece
(after exclusion of the outliers: Malta and Portugal). In the five other countries
assessed — Bulgaria, the Czech Republic, Hungary, Poland and Romania —
inflation rates were well above the reference value over the last 12 months, as
was also the case in the 2020 Convergence Report.

» On the fiscal criteria, only Romania is subject to an excessive deficit
procedure (launched in April 2020). Although three further countries under
review — Bulgaria, the Czech Republic and Hungary — exceeded the 3% of
GDP deficit reference value in 2021, no new excessive deficit procedures were
opened.

» After a sharp increase in 2020 in the wake of the COVID-19 crisis, budget
deficits remained elevated in all countries in 2021 except Sweden. Compared
with 2020, budget balances improved in all the countries under review in 2021
except Bulgaria and the Czech Republic. According to the European
Commission’s Spring 2022 Economic Forecast, the deficit-to-GDP ratio is
expected to decline in most of the countries in 2022 and 2023. Nonetheless, it
is expected to exceed the reference value in 2023 in the Czech Republic,
Hungary, Poland and Romania.

» The government debt-to-GDP ratio was between 20% and 40% in Bulgaria
and Sweden in 2021 and reached between 40% and 60% in the Czech
Republic, Poland and Romania, while the debt ratios in Croatia and Hungary
were above the 60% reference value.

» In 2022 and 2023 government debt ratios are expected to decline in four of the
countries as a result of both the improvement in economic activity and the
phasing-out of fiscal measures taken in response to the COVID-19 pandemic,
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while budget balances are expected to be burdened by new measures taken in
response to high energy prices and the Russia-Ukraine war.

As regards the exchange rate criterion, the Bulgarian lev and the Croatian
kuna participated in ERM Il for most of the two-year reference period from 26
May 2020 to 25 May 2022, at central rates of 1.95583 levs per euro and
7.53450 kuna per euro respectively. The exchange rate of the Croatian kuna
displayed a low degree of volatility and traded close to its central rate. The
Bulgarian lev did not deviate from its central rate. Except for the Romanian leu,
the exchange rates of the currencies not participating in ERM Il showed a
relatively high degree of volatility.

When considering the convergence of long-term interest rates, the lowest
12-month average long-term interest rates were recorded in Bulgaria, Croatia
and Sweden. At 2.5%, the Czech Republic was just below the reference value
of 2.6%. Two of the countries under review — Hungary and Poland — recorded
12-month average long-term interest rates above the reference value, while in
Romania the 12-month average long-term interest rate was well above the
reference value.

The strength of the institutional environment is an important factor in the
sustainability of convergence over time. Except in Sweden, the quality of
institutions and governance in the countries under review is relatively weak.
When it comes to legal convergence, Croatia is the only country examined
where the legal framework is fully compatible with the requirements for
adoption of the euro under the Treaty on the Functioning of the European
Union and the Statute of the European System of Central Banks and of the
European Central Bank (Statute of the ESCB).

Developments such as globalisation, digitalisation, an ageing population, climate
change and innovations in the financial system have posed new challenges for the
conduct of monetary policy. These issues prompted the ECB to launch a review of its
monetary policy strategy in early 2020. The new monetary policy strategy was
unanimously approved by the Governing Council of the ECB and announced on 8 July
2021. Its main objective is to improve the ECB’s capacity to fulfil its price stability
mandate in the yea rs to come by being as effective as possible in this challenging and
changing environment — both today and in the future. The ECB’s revised strategy
includes two fundamental innovations: (Hernandez, 2022)

» First, a new medium-term inflation target of 2% has been adopted. This target

is symmetric, meaning that positive and negative deviations of inflation from
the target are considered to be equally undesirable. Hence, the 2% inflation
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target seeks to provide a clear anchor for inflation expectations, which is
essential for maintaining price stability; this eliminates any ambiguity and the
possible perception of asymmetry of the previous target. Also, the
replacement of a target that, in spite of the ambiguity, was in any case below
2% by one that is exactly 2% involves a de facto increase in the target, which
should help to raise the average level of inflation and nominal interest rates
and, therefore, reduce the frequency with which the lower bound constrains
ECB action in the future.

» Second, to maintain the symmetry of the inflation target, the ECB has
recognised the importance of taking into account the implications of the lower
bound. In particular, the strategy establishes a requirement for especially
forceful or persistent monetary policy action when the economy is close to the
lower bound, in order to avoid negative deviations from the inflation target
becoming entrenched. This may also imply a transitory period of overshooting,
in which inflation is moderately above target. This may be useful to the extent
that, in a situation in which nominal interest rates are limited by their lower
bound, agents expect relatively high inflation in the future, which reduces real
interest rates and thus stimulates economic activity.

The sudden campaign to raise interest rates follows years in which borrowing
costs and inflation stayed low because of broad trends such as globalization, aging
populations and digitalization. ECB started tightening monetary policy when it decided
to phase out its pandemic stimulus through bond purchases: (European Central Bank,
2022)

» The ECB’s interest rate hikes, including a half-point hike could deepen a
European recession predicted for the end of this year and the beginning of
2023, caused by higher inflation that has made everything from groceries to
utility bills more expensive.

» The 2022-23 recession would occur only under a “really dark” worst-case
scenario where all Russian natural gas is cut off, alternative supplies are not
available and governments have to resort to energy rationing.

» Efforts by the EU's executive Commission to contain energy prices, such as
through electricity market regulation, cannot reduce the price of energy.”

» Rate hikes will prevent higher prices from being baked into expectations for
wage and price deals and that decisive action will forestall the need for even
bigger hikes if inflation gets ingrained.
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» Europe’s central bank wants to fight inflation — and wants to be seen as
fighting inflation.

» However, energy prices and government support programs to shield
consumers from some of the pain will have a much bigger impact on inflation
and the depth of the looming recession than monetary policy.

» Rate hikes often support a currency’s exchange rate — but the euro has been
under pressure because of more general fears about recession and economic
growth. It has recently fallen under $1, the lowest level in 20 years.

RESULTS AND DISCUSSION

The Republic of Northern Macedonia was declared a candidate country in
December 2005. Since October 2009, the Commission has continuously recommended
open accession negotiations with Northern Macedonia. In 2015 and 2016, the
recommendation was conditioned by the continuous implementation of the Przino
Agreement and significant progress in the implementation of the "Urgent Reform
Priorities”. In March 2020, the General Affairs Council decided to open accession
negotiations with Northern Macedonia. The decision was approved by the members of
the European Council. In July 2020, the draft negotiating framework was presented to
the Member States.

Since October 2009, the Commission has continuously recommended open
accession negotiations with Northern Macedonia. In 2015 and 2016, the
recommendation was conditioned by the continuous implementation of the Przino
Agreement and significant progress in the implementation of the "Urgent Reform
Priorities". In light of the progress made, the Commission reiterated its unconditional
recommendation to open accession negotiations in April 2018. Given the significant
progress made and the conditions met unanimously set by the Council in June 2018,
the Commission recommended in May 2019 to open accession negotiations with
Northern Macedonia.

The monetary policy of the European Central Bank (ECB) has positive
transmission effects on the Macedonian economy and in general, on the economies in
our region: (The monetary policy of the ECB, 2020)

% It allows:

» The public and private sectors should have unimpeded access to finance
through international financial markets.
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» It also contributes to a larger space for the implementation of a relaxed
monetary policy by the National Bank, and thus to more favorable domestic
financing conditions.

% At the onset of the crisis, international financial markets quickly tightened their
grip, especially on emerging economies, but after the ECB and central banks reacted
more strongly to more advanced economies, investor confidence increased, markets
stabilized and interest rates fell. Compared to the global financial crisis, given the
current faster and bolder reactions of central banks, the tightening of conditions in the
financial markets was less, and the stabilization of financial conditions was faster. This
was especially important for us and for other countries in the region.

Following the assessment of the request for liquidity support submitted by the
National Bank, the European Central Bank (ECB) responded positively to the request by
approving a bilateral repo line. Our central bank is enabled to use liquidity assets in the
amount of up to EUR 400 million, if necessary, in the form of repo transaction for the
period until the middle of next year, or as long as necessary. In doing so, the ECB has
shown its readiness to support the National Bank in the face of the crisis caused by the
Covid-19 pandemic. (ECB, 2020)

The position of the Monetary Policy of the Republic of Northern Macedonia is as
follows: (National Bank of the Republic of North Macedonia, 2021)

% The National Bank of the Republic of Northern Macedonia is a central bank,
whose main goal is to maintain price stability, and it is independent in performing its
functions. Thereby, the National Bank supports the economic policy and financial
stability of the country without jeopardizing the achievement of the basic goal,
respecting the principles of the market economy. In accordance with the legally defined
functions, the National Bank designs and implements the monetary policy. At the end of
the current year, in accordance with the previously established macroeconomic policy
framework, the National Bank prepares a Monetary Movement Projection for the next
year, which is adopted by the National Bank Council.

“ Maintaining price stability is the main goal of the National Bank, determined by
law. The setting of this goal is in line with the empirically confirmed knowledge that price
stability creates the most favorable macroeconomic environment for long-term
sustainable economic development. As of 1999, inflation in our country was measured
by the retail price index, and since 2000 it has been monitored by the cost of living
index. In order to achieve the ultimate goal, the National Bank determines the
intermediate goal of the monetary policy. Thus, from April 1992 to September 1995, the
National Bank applied the strategy of targeting the M1 money supply, as an
intermediate goal of the monetary policy. Starting from October 1995 onwards, the
National Bank implements a monetary strategy of targeting the nominal exchange rate
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of the Denar against the German mark, and from January 2002 against the Euro.

Therefore, maintaining the stability of the Denar exchange rate is an intermediate goal

of monetary policy. The application of the exchange rate targeting strategy results from:
a) the importance of the exchange rate in a small and open economy;

b) the need for a nominal anchor to maintain credibility; c) the high degree of
euroization, and

c) the transparency of the exchange rate policy and the possibility for daily
monitoring by the economic entities.

 In conditions when the monetary policy is aimed at maintaining the stability of
the Denar exchange rate, interest rates and money supply are dependent categories,
determined by the achievement of the intermediate goal. Through its interest rate policy,
the National Bank sends monetary signals to the banks and thus seeks to influence the
amount of their active and deposit interest rates. Currently, the basic interest rate of the
National Bank is the interest rate realized at the auctions of CB bills.

+ In order to achieve price stability, as a primary goal of monetary policy, the
National Bank has various instruments for monetary regulation: (National Bank of the
Republic of North Macedonia, 2021)

v" Open guard operations,
v' Mandatory reservation,
v Available deposits,

v Overnight credit available,
v’ Intraday credit.

» Having in mind that there is a complex and indirect connection between the
instruments and the ultimate goal of the monetary policy with time lag, the
National Bank monitors the movement of certain economic variables -
operational and intermediate goals. Operational goals are easier to control, but
farther from the end goal, while intermediate goals are more difficult to control,
but closer to the end goal. By managing the level of interest rates, and thus the
level of liquid assets in the banking system, as an operational goal, the
National Bank seeks to influence the level of the exchange rate, as an
intermediate goal of monetary policy.

» From the instruments of the National Bank, the most flexible are the open
market operations, which, depending on the liquidity situation in the overall
banking system, can be conducted through the issuance of securities of the
National Bank - auctions of treasury bills, or by buying or selling securities
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from value on a temporary or definitive basis. A standard instrument is the
required reserve through which the National Bank directly affects the money
supply and loans. To overcome the short-term liquidity shortage of banks at
the end of the day, the National Bank approves available overnight loans. In
conditions of short-term excess liquidity, banks can place funds with the
National Bank in available deposits overnight and for seven days.

v' Open market operations represent a group of indirect market
instruments of monetary policy, through which the National Bank sells and
buys securities. These instruments influence the level of short-term
interest rates, that is, the level of the banks' available liquid assets. The
increase in the interest rate in these operations points to a more restrictive
monetary policy and conversely, the decrease in the interest rate allows
for the relaxation of monetary movements.

v' Mandatory reserve is an instrument of the monetary policy of the National
Bank, which obliges banks and savings banks to allocate funds to the
accounts with the central bank. The main functions of the instrument are
stabilization of short-term interest rates on the money markets,
management of the money supply and the level of credit multiplication and
reduction of the structural excess of liquidity. The banks' reserve
requirement base is calculated as the average of the liabilities for each
day of the calendar month preceding the fulfillment period. The reserve
requirement base of savings banks for three consecutive fulfillment
periods is calculated as the average of the liabilities for each day of the
last calendar month in the quarter preceding the first of the three fulfillment
periods. The mandatory reserve in denars of the banks is calculated as
the sum of the amount determined from the liabilities in domestic currency,
the amount determined from the liabilities in domestic currency with a
currency clause and 25% of the amount determined from the liabilities in
foreign currency.

v" The main function of the instrument is the management of excess liquidity
at individual banks and/or in the banking system in the short term,
whereby banks can place funds in available deposits at the National Bank
on their own initiative. Available deposits are with overnight and seven-day
maturities. The interest rate on overnight deposits represents the lower
limit of short-term interest rates on the money market and is 0.90%. Banks
can place funds in overnight deposits with the National Bank every
working day. The interest rate on deposits available for seven days is
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0.95%, and banks can place funds with the National Bank once a week,
on Wednesdays.

The main function of available overnight credit is to overcome liquidity
problems at individual banks, which contributes to the stabilization of
liquidity in money markets and fluctuations in short-term interest rates. The
loan is approved with a maturity date overnight. The interest rate on the
available overnight credit represents an upper limit of short-term interest
rates on the money market and is determined by adding 0.50 p.p. above
the interest rate realized at the auction of treasury bills. The credit is
available to the banks every working day and is approved at their request,
in the form of a repo transaction. The available overnight credit is
approved in accordance with the General Repo Agreement, and securities
are used as security in accordance with the List of securities for
conducting monetary operations.

The main function of the intraday credit is to overcome the liquidity
imbalances at the banks that occur as a result of larger outflows in relation
to inflows during the day. In this way, this instrument enables the smooth
realization of payment transactions during the day and improves the
liquidity management of banks. The National Bank does not charge
interest on intraday credit. The credit is available to the banks every
working day and is approved at their request, in the form of a repo
transaction, with the possibility of converting the intraday credit into an
available overnight credit at the end of the day. Intraday credit is approved
in accordance with the General Repo Agreement, and securities are used
as security in accordance with the List of securities for conducting
monetary operations.

CONCLUSIONS

The euro is the main unit of currency used by most countries in the European
Union. As of 2022, a total of 19 full members of the European Union have designated
the euro as their primary currency, and seven additional members are in the process of
completing the prerequisites so they can do the same.

Banknotes and coins are legal tender in the overseas departments, territories
and islands which are either part of, or associated with, euro area countries. These
countries form the euro area. The micro-states of Andorra, Monaco, San Marino and
Vatican City also use the euro, on the basis of a formal arrangement with the European
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Community. Montenegro and Kosovo likewise use the euro, but without a formal
arrangement. Cash payments are now made in the same currency by 340 million
people — euro banknotes and coins have become a tangible symbol of European
integration.

The formation of the European Union (EU) paved the way for a unified, multi-
country financial system under a single currency—the euro. While most EU member
nations agreed to adopt the euro, a few, such as Denmark and Sweden (among others),
have decided to stick with their own legacy currencies. EU countries that do not use the
euro as their currency are: the countries are Bulgaria, Croatia, Czech Republic,
Denmark, Hungary, Poland, Romania, and Sweden.

The European Union has given Croatia the green light to begin using the euro
from next year. The country will join 19 other EU member states that use the currency. It
will adopt the currency from 1 January 2023, making Croatia the latest nation to join the
eurozone since Lithuania in 2015.

Financial markets are vulnerable to changes in growth and inflation expectations,
as well as to changes in the outlook for monetary policy. Tightened financial conditions
have already resulted in a significant market correction amid rising correlations between
assets, particularly between equities and bonds, two segments where investors have
suffered the biggest losses. Some market segments are still pricing in rapidly falling
inflation and a slight slowdown in growth, an assessment that may turn out to be too
benign. In addition, investors do not expect the slowdown in growth to significantly
challenge the solvency or profitability of corporate companies.
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AGREEMENT TO ARBITRATE FINANCIAL DISPUTES
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ABSTRACT

An arbitration agreement is an agreement of the parties to submit to arbitration all
or certain disputes that have arisen or which may arise between them in relation to a
defined legal relationship, whether it is agreed or not. The arbitration agreement may be
in the form of an arbitration clause in a contract or in the form of a separate agreement.
The arbitration agreement is in writing. The contract is in writing if it is contained in a
document signed by the parties or in the exchange of letters, telex, telegrams or other
telecommunications means providing a record of the contract, or in the exchange of
statements of claim and defense in which the existence of a contract is claimed by one
party , and another does not deny it. The reference in the contract to a document
containing an arbitration clause is an arbitration agreement provided that the contract is
in writing and the reference makes that clause part of the contract.

Keywords: Disputes, letters, telegrams, document, clause, reference, legal
relationship.

INTRODUCTION

Arbitration agreements are usually signed at the beginning of a business
relationship — long before there’s a disagreement. They are often just a few sentences
long, and are commonly found near the end of a larger contract under a heading such
as “Arbitration” or “Dispute Resolution.” An arbitration clause typically say that all
disputes arising under the larger contract will be submitted to binding arbitration.
Sometimes a contract say that only certain disputes will be arbitrated. The agreement
may also say how the arbitration will be conducted. It may specify certain arbitration
rules. The agreement may also specify how the arbitrator will be chosen. The parties to
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a dispute may also agree to arbitration after a conflict has arisen, or even after a lawsuit
has been filed. (Haskins, 2022)

An arbitration agreement is a legally binding agreement that offers an alternative
settlement of disputes between two or more parties. Arbitration agreements provide an
alternative to civil litigation. The parties sign an arbitration agreement and enter into a
process known as arbitration if a dispute arises: ((Arbitration Agreements, 2021)

» Arbitration is a form of alternative dispute resolution that is usually more cost-
effective than going through the court system. It strengthens an agreement
between two parties to a dispute using an arbitration agreement and usually
limits the disclosure that can create huge litigation accounts in the courts.
Normally, the two parties agree to use arbitration to resolve disputes before
establishing a formal relationship.

» Instead of using a trial judge, arbitration uses a neutral third party to analyze
the facts and circumstances of the case. This neutral third party is called an
arbitrator and follows a specific code of ethics.

The arbitration agreement is often referred to as the ‘foundation stone’ of
arbitration as it is, generally speaking, a method of dispute resolution based on mutual
party consent to arbitrate future or current disputes. An arbitration agreement
encompasses an agreement by two or more parties to submit to arbitration either:
(Arbitration agreements, 2022)

» 'future’ disputes that may arise where the agreement is set out in the
substantive agreement between the parties, ie in an arbitration clause, or

» 'current' disputes where the agreement to arbitrate is set out in a stand-alone
agreement entered into between the parties after the dispute.

Definition and form of arbitration agreement: (Article 10, 2021)

» An arbitration agreement is an agreement of the parties to submit to
arbitration all or certain disputes that have arisen or may arise between
them in relation to a defined legal relationship, whether agreed or not. The
arbitration agreement must be in writing and may be in the form of an
arbitration clause in the agreement or in the form of a separate agreement.

» Any standard term or condition of membership or license or other
connection which requires the parties to arbitrate disputes shall be
deemed to be a binding arbitration agreement under these Regulations.
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» The arbitration agreement shall be deemed to be in writing if the arbitration
clause or the terms of the arbitration or any arbitration rules set forth in the
Arbitration Agreement are in writing, even if the arbitration agreement or
special arbitration agreement is concluded orally, by conduct or other
means not in writing. form.

» Furthermore, an arbitration agreement is in writing if it is contained in an
exchange of documents in, or in preparation for, a court or arbitration
proceeding in which the existence of an agreement is asserted by one
party and not denied by the other.

» The reference in the contract to a text containing an arbitration clause
constitutes a conditional arbitration agreement:

v reference to make that clause part of the contract and

v’ the text actually existed when the contract containing a reference to
it was entered.

» The written terms and conditions of arbitration, together with any written
terms which they include by reference or contain those terms and
conditions, or which those terms and conditions include by reference,
constitute the arbitration agreement.

» For the purposes of this article:

v' "Writing" includes any form that provides a tangible record of the contract
or is otherwise available as a data message so that it can be used for
subsequent reference; and

v' "Data message" means information generated, sent, received or stored by
electronic, optical or similar means, including, but not limited to, electronic
data interchange, electronic mail, telegram, telex or telecopy.

What is an arbitration agreement: (Agreement templates, 2020)

» An arbitration agreement is a legal agreement that stipulates that any disputes
that may arise through business transactions will be resolved out of court.
Basically, both parties agree to drop the lawsuit in case there is a business
dispute.

» It should be noted that a business contract clause may be included. The
clause may be just a few lines, but will state that both parties agree to resolve
out-of-court disputes.
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» There are advantages and disadvantages to signing an Arbitration Agreement,
so it is important that all parties understand what they agree to with these
documents. These agreements are usually concluded before the part of the
transaction in order to map the solution if there is a dispute. They can also be
drafted once a business relationship has been established, often because the
clause was originally rejected.

» Arbitration agreements are used in transactions between business entities,
business entities and consumers, and employers and their employees.

The purpose of the arbitration agreement is to make the litigation process faster
and more accessible than litigation. Cases are less formally represented than legal
proceedings. However, there are pros and cons to signing an arbitration agreement that
you should be aware of. Arbitration agreement includes in particular: (Konrad Partners,
2022)

» The ability of an individual to enter into a legally binding agreement to
arbitrate;

» The arbitrability of the subject matter;
» The fulfilment of certain form requirements; and

» The requirement to identify the parties, the dispute and the legal
relationship that are subject to arbitration.

With an arbitration agreement, both partiesare agree to arbitrate any dispute in
the future, or a current dispute, with purpose do not going to court: (Dispute Resolution,
2022)

» Typically, arbitration agreements are signed at the beginning of a business
relationship before there is any disagreement. There is the hope that this will
never need to be used, but in case there is some kind of disagreement this will
be the way to determine how it will be resolved.

» There is also an option for parties to agree to arbitration once there is a
conflict, and even after a lawsuit has been filed, if they wish to do so. This can
only happen if both parties agree to this option at the time of the dispute, and
there is no guarantee of that happening.

» An arbitration agreement can be between two businesses, a business and an
employee, a home owner and a builder of a home, a business and an
individual, a business and a labor union, and much more. If two parties are
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doing business together, then it is recommended that they both sign an
arbitration agreement for their work together.

Advantages of arbitration agreements in commercial transactions generally are:
(Advantages of Arbitration Agreements in Commercial Transactions, 2021)

» The arbitrators are usually selected from a finite list of individuals, usually for
their special expertise in a particular area.

» Relaxed rules of pleading, discovery, and evidence generally make it easier,
less time-consuming, and thus less expensive to present case.

» An arbitration can be scheduled, conducted, and concluded more quickly and
conveniently than in court.

» An arbitration can be privately held, without public scrutiny, and transcripts of
sworn testimony or other proceedings are not made public except by
agreement.

» For defendants, there is usually less chance of a “runaway verdict” because a
jury does not decide the case.

» The arbitrator generally is focused on the merits of the case and make a
decision based upon a fair view of the totality of the evidence submitted, which
means there is less chance of a harsh result based on a technicality or
procedural fluke.

When determining whether arbitration should be utilized, it is important to review
the pros and cons of arbitrating business-to-business disputes.The best decision about
how to resolve a dispute depends on the specific facts and circumstances, and
businesses should always consult a lawyer to understand their legal rights and
obligations.With those basic concepts in mind, the potential advantages to arbitrating
instead of litigating include speed and flexibility, finality, and confidentiality. When the
dispute is international in scope, arbitration has the added benefits of enforceability and
neutrality: (The Benefits of Arbitration, 2018)

» Speed and Flexibility - Parties to an arbitration can—and should—
participate in designing the process. In court, the parties are required to
follow procedural rules that apply to every case. Those rules might not be
right for all types of disputes and can create the potential for inefficiencies
like unnecessary delay. Although most arbitration clauses incorporate a
set of rules, those rules are guidelines that can be varied by the parties
and thus are flexible. Parties should keep in mind that a case requiring
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complex procedures like extensive factual discovery might not be right for
arbitration.

Finality - Arbitration awards are final in that they are legally binding and
are not subject to appeal. The winning party does not need to await
appeals before the case is truly over. Although the lack of appeals is a
benefit in that it speeds up the process, it also means that there is no
higher court to correct arbitrators’ errors of factfinding or law. A case that
involves difficult legal issues, which might benefit from appellate review,
might not be right for arbitration.

Confidentiality - Parties to an arbitration can agree that the process and
results are confidential. The dispute and the arbitration award, however,
will often become public if one side goes to court to enforce or challenge
the award.

Enforceability & Neutrality (for International Disputes) - Arbitration has
additional benefits when the dispute is international in scope. It is often
easier to enforce an arbitral award against a foreign party than a court
judgment. Arbitration also affords parties from different countries a
“neutral” forum to resolve disputes.

An arbitration agreement is a written agreement between the parties to a dispute

to appoint a specific arbitrator to settle their disputes arising out of a particular business
relationship. She calls for mandatory arbitration before an arbitrator. An arbitration
agreement is usually legally binding. Companies often require employees to sign an
arbitration agreement that prevents the employee from suing the company in court.
Arbitrage contracts are unsafe for employees because they often require the employee
to pay thousands of dollars to file a claim with an arbitration association where he / she
could pay several hundred dollars, or at some Cons and Employee Cons: (USLegal,
Inc, 2021)

The arbitration agreement will not allow a personal termination agreement to be

sought in person. If the employer is considered to have done something unethical or
illegal, the employee may not want to waive this right.

» Waivers the right to a jury trial. In the event of a dispute, juries are traditionally
more to the benefit of the employee or consumer than to large corporations or

organizations.

» Disclosure may be less inclusive. With mediation, records may not be as

accessible as they would be in a formal court case where documents can be
requested or invoked. This can make it harder for you to prove your case.
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» An arbitration agreement may be specifically tailored to the business or
transaction to protect the company from litigation. Other options include adding
clauses to the initial agreement. It is important to use the right language so
that the scope of the arbitration is not so wide as to become unenforceable.

An arbitration clause is a clause in a contract that requires the parties to resolve
their disputes through an arbitration process. Although such a clause may or may not
specify that arbitration occur within a specific jurisdiction, it always binds the parties to a
type of resolution outside the courts, and is therefore considered a kind of forum
selection clause:

% Many commercial contracts now have an arbitration clause built into them. The
clause regulates the manner of resolving all possible future disputes. Usually these are
standard clauses provided by the institution that the parties have agreed to use to
administer the future dispute. Such clauses should contain, as a minimum, details of:

v the arbitration rules that will govern the proceedings and the institution, if
any, that should administer the process;

v' the seat or legal place of arbitration, the number of arbitrators and the
language of the arbitration.

% A clause missing in one of these aspects may be non-functional or allow the
other party to delay the proceedings until the ambiguity has been resolved. For
example, if the clause does not state the number of arbitrators and no agreement has
been reached on such a matter, this will have to be determined by the institution
conducting the arbitration) or, if the parties have not agreed on an institution, the courts
of the seat.

MATERIAL AND METHODS

There are three types of arbitration agreementsa: (Arbitration Agreements &
Clauses, 2013)

» Arbitration clause,
» Filing / Arbitration Agreements,
» Arbitration agreement incorporated by reference.

The arbitration clause generally requires that a party seeking to resolve a dispute
first try to resolve it through arbitration: (LegalMatc, 2021)
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“ An arbitration clause is a contract provision which states when arbitration is
necessary for dispute resolution.

» Itis a section of a contract that addresses the parties’ rights and options in the
event of a legal dispute over the contract. In most arbitration clauses, the
parties agree not to sue each other. Instead, they will resolve their disputes
through the arbitration process to avoid litigation.

» An arbitration clause can be either binding or nonbinding. A binding arbitration
clause means that the arbitrator’s decision on a specific dispute will be final.
The courts will enforce that decision, and neither party can appeal or fail to act
according to the decision.

» On the other hand, a non-binding arbitration clause allows the disputing parties
to be free to reject the arbitrator’s decision. They may then take the dispute to
court in order to make a final determination. In general, parties use binding
arbitration clauses due to the fact that they are more decisive and require less
time.

% Generally speaking, contract arbitration clauses contain language similar to:
“The parties to this contract hereby agree to resolve legal disputes through arbitration
methods rather than civil lawsuits”. An arbitration clause may be tailored exactly to the
disputing parties needs. Arbitration clauses should be as specific as possible. As a
baseline, they should contain information such as:

» Information regarding which parties are affected by the clause;

» When the clause will go into effect, and when it will terminate, if ever;
» Whether the clause can be modified in the future; and

» The consequences of violating the clause.

% The most common way in which an arbitration clause is violated is if one of the
parties seeks to file a lawsuit, disregarding the fact that they agreed to settle disputes
through arbitration. By signing a contract which contains an arbitration clause, the
parties forfeit their right to file a lawsuit with an arbitration clause. Doing so would
constitute a violation.

% In response to any papers that are served against them, the non violating party
may be able to present the arbitration clause to the judge. If the arbitration clause is
found to be valid, the judge may order the parties to pursue arbitration according to the
instructions contained in the clause. In many cases, the parties agree that their contract
rights and benefits will be terminated should they violate the arbitration clause by
attempting to sue the other party.
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» There are some notable advantages and disadvantages to including an
arbitration clause in a contract:

» Arbitrations are generally faster and more efficient than going to court in order
to resolve the dispute. This is because the process avoids courtroom
procedures and is less technically involved. Additionally, arbitrations can be
very flexible. What this means is that the parties can set up their own times in
which to settle the dispute, rather than having the court give them specific
dates to attend.

» The disputing parties may also choose their own arbitrator. Doing so can help
ensure that the arbitrator has more technical knowledge of the specific issue
that they are disputing over. This would be in opposition to having a judge
provide a ruling when they have no experience in either area.

» The biggest disadvantage of arbitration is that once a ruling or determination
has been made, the decision becomes final and binding. Unlike the court
ruling, arbitration decisions cannot be appealed. The only way in which an
arbitration decision can be appealed or set aside is if a party proves that the
arbitrator was biased or unfair when making their decision. As a result, the
arbitrator violated some type of public policy.

» In addition, arbitration proceedings do not have an automatic discovery
process in which the disputing parties are required to exchange information.
Parties must agree to include a discovery requirement in their arbitration
clause.

An arbitration clause forms the basis of the consent between parties that certain
disputes are to be determined by arbitration:’

% Consent to arbitration by parties may be given in three ways.
» The first is via direct agreement between the parties.
» The second is via the legislation of a host State.

» The third is through a treaty between the host State and the State of
other pary.

% Whichever way the consent is given, it is important that the consent is clearly
expressed and binding upon the parties in order for it to be valid. An arbitration clause,
regardless of the instrument in which it exists, usually contain the following:

1. An explicit referral of disputes to arbitration;

"Wood, M., Willcocks, A., (2022), Arbitration Clause - Jus Mundi, https://jusmundi.com » wiki, p. 1
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2. The governing law of the arbitration agreement;

3. The seat of arbitration;

4. The rules governing the arbitration;

5. The number of arbitrators and their method of selection;
6. Arbitrator appointment); and

7. If applicable, institution govern  proceedings or confirmation of Ad hoc
arbitration.

% Clauses's might, provide that only certain disputes are referred to arbitration
and other particular disputes might be referred to State courts or other forms of dispute
resolution such as expert determination.

The question about whether or not an arbitration clause incorporated “by
reference” must be regarded as valid and binding between the parties has been, and
still is, central to an animated debate in most European jurisdictions. Traditionally, a
distinction has been drawn by jurisprudence between two categories of arbitration
agreements incorporated by reference, in respect of which a different approach has
been taken by courts, and namely: (Arbitration clause, reference, deeds and
submissions, 2022)

1) the main contract makes express reference to an arbitration clause contained
in a separate contractual document (so called “relatio perfecta”); or

2) the main contract makes general reference to the separate document as a
whole, with no specific mention of the arbitration clause contained therein (so called
“relatio imperfecta”).

% The disputed agreement may not include an arbitration clause. However, if the
contract explicitly and explicitly refers to another document containing an arbitration
clause, the arbitration clause shall be deemed to have been incorporated into the main
contract by reference, provided that the reference is clearly written (as under the
heading "Settlement of disputes and governing law"). ). If the reference is vague or
subject to conflicting interpretation, national courts may retain jurisdiction:

» It is common to find this type of arbitration agreement in construction
contracts, where the contract may refer to standard terms contained in a
standard arbitration agreement.

» Itis sufficient to refer to an arbitration agreement, so that in case of a dispute
between the client and the contractor, it is resolved through the general
working conditions. This means that the parties have agreed to arbitrate all
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disputes arising from the obligations set out in the said agreement without the
need to refer to the details of such a situation, where reference to it is
sufficient.

“ In many jurisdictions arbitration clauses can be incorporated by reference. For
example, although the main commercial terms be set out in one agreement, certain
standard terms be incorporated by reference to a second document, and these standard
terms may include an arbitral agreement:

» Arbitration is viewed as a special form of dispute resolution which requires
parties to clearly evidence that they both consent to the process in writing.
This is because by agreeing to arbitration parties are waiving their right to refer
the dispute to court.

» Incorporating an arbitration clause by reference to the terms of another
document is problematic because it give rise to the possibility that party sign
the main document without being fully aware of the arbitration clause that
exists in the standard terms being incorporated by reference.

RESULTS AND DISCUSSION

The formation of an arbitration agreement occurs when two parties enter into an
agreement in which the agreement states that any dispute that has arisen between the
parties should be resolved without going to court with the help of a neutral person, a
third party, appointed by both parties. , known as Arbiter, who would act as a judge. The
arbitrator so appointed should have been mentioned earlier in the contract they made.
They should also indicate who should be chosen by the arbitrator, in terms of the type of
dispute that the arbitrator should decide, the place where the arbitration would take
place. Furthermore, they should list the other types of proceedings mentioned or to be
required during the arbitration agreement: (iPleaders, 2020)

» The parties are usually required to sign an Arbitration Agreement. The
decision made by the arbitrator on any issue is binding on both parties, as
stated in the agreement. In any case, when one party decides that an
agreement must be made before the agreement is concluded, it can be said
that the agreement was made to avoid the troubles of the court.

» These agreements are like contingencies, which means that these agreements
will enter into force or become enforceable only if a dispute arises and on the
basis of the same dispute between two parties mentioned in the agreement. It
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also takes place or is enforceable in the light of any dispute that may arise
between the parties to the agreement.

Characteristics of the arbitration agreement: (VIA Mediation Centre, 2021)

» In addition to the legal requirements for a written agreement between the
parties, existing or future disputes or issues and the intention to refer to
arbitration, other attributes that are necessary to be present to consider the
arbitration agreement are:

v The arbitration agreement must provide that the decision rendered in the
arbitral proceedings of the arbitral tribunal shall be binding on the parties
to the agreement.

v' The jurisdiction of the arbitral tribunal to decide on the rights of the parties
to the dispute must arise either from the consent of the parties or from an
order of the Court or of the statute, the terms of which clearly indicate that
the dispute resolution process must be arbitrary.

v The agreement must provide that the substantive rights of the parties to
the dispute will be determined by the arbitral tribunal.

v The arbitral tribunal must determine the rights of the parties in an impartial
and judicial manner, with the tribunal having an obligation of equality and
justice to each party.

v' The agreement of the parties to the dispute to refer their issue to the
decision of the arbitral tribunal must be enforceable by law.

v The agreement must stipulate that the tribunal will decide on a dispute that
has already been formulated at the time it is referred to the tribunal.

v' The agreement should provide that the Tribunal will receive information or
evidence from both parties and hear their allegations or at least give the
parties an opportunity to present them.

» It is very possible to write an arbitration agreement in a contract by
correspondence with the Government. But even then such an agreement
through correspondence with the Government should be concluded by a
government official who is duly authorized to conclude an agreement on behalf
of the Government. An agreement of any person not authorized by the
government for such an issue is invalid.
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A well-drafted arbitration agreement, taking into account the issues identified
may serve to mitigate risks: (Global law firm,2021)

X/
°

X/
L X4

Scope of the arbitration agreement - The scope sets out the types of
disputes that can be referred to arbitration. A poorly drafted scope is a
common source of disputes and may deprive the tribunal of jurisdiction
over all or part of the dispute. Critical aspects to consider are:

Language: Common phrases such as arising “out of”, “under” or “in
connection with” all have different meanings, some broader than others;

Carve outs: Trying to carve out certain types of disputes often results in
unforeseen consequences and should be avoided wherever possible; and

Parties: The right parties need to be party to the arbitration agreement.
This can be a problem where the contractual counterparty is a newly
incorporated joint venture without assets or a state owned entity. The
arbitration agreement should include the party against whom any award
will be enforced.

Seat of the arbitration - The seat of arbitration determines the procedural
law of the arbitration. Its importance cannot be overstated: amongst other
things, it determines the availability of interim remedies and rights relating
to the enforcement of the award. The seat of arbitration may be different to
the venue of arbitration (where the arbitration will physically take place),
and the governing law of the arbitration agreement.

Most parties opt for a ‘neutral’ jurisdiction as the seat but this should not
be the only consideration. Arbitral laws differ between countries and have
important consequences on the efficiency of the arbitration and
enforceability of an award.

Governing law of the arbitration agreement - The arbitration agreement is
a contract in its own right. Consequently, the law governing the arbitration
agreement (which determines the validity and scope of the arbitration
agreement) can differ from the governing law of the substantive contract.
In international contracts, performance may be in one jurisdiction while the
parties are located in others; the governing law of the contract may be that
of one jurisdiction while the seat of the arbitration may be another
jurisdiction still. The absence of an express governing law for the
arbitration agreement can lead to lengthy disputes. Despite this,
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arbitration agreements often fail to specify the governing law of the
arbitration agreement. We strongly recommend doing so.

» Choice of rules - One of the most important decisions when drafting an
arbitration agreement is whether to adopt the rules of an established
arbitral institution, such as the ICC or LCIA, to govern the arbitration
procedure. The main benefits of doing so is that the institution, in return for
a fee, plays a key role in administering the dispute and their rules offer a
well-established and predictable procedure.

% If the parties wish to refer their disputes to ad hoc (un-administered) arbitration,
they should consider either setting out a bespoke process, adopting existing ad hoc
procedural rules (such as the UNCITRAL rules) or incorporating the rules of an
institution but making clear that those provisions in which the institution plays an
administrative role and receives fees for doing so will not apply. If this is not agreed
prior to entry into the transaction between the parties, such options will need to be
agreed between the parties. Parties should also consider using an institution as an
appointing authority.

» Language - The arbitration clause should identify the language of the
arbitration, especially where parties are from countries with different first
languages. This is an important choice as all submissions and evidence
will be presented in the agreed language during the proceedings.
Selecting the language that the parties most commonly use in their
communications could save significant translation and interpretation costs.

» Number and appointment of arbitrators - As a general rule, where disputes
are likely to be high value and complex, it is usually advisable to specify
that the tribunal will consist of three arbitrators. Whereas if the dispute is
likely to be low value and uncomplicated it may be more appropriate and
cost effective to provide for a sole arbitrator. In multi-party disputes, where
it is unworkable for each party to select an arbitrator, parties should agree
on an appointment procedure. For example, parties can agree that
appointments will be made by an appointing authority.

» Specifying arbitrator characteristics - Arbitration allows parties to agree
upon the characteristics and experience that arbitrat.
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CONCLUSIONS

Most contracts contain a dispute resolution clause specifying that any disputes
arising under the contract will be handled through arbitration rather than litigation. The
parties can specify the forum, procedural rules, and governing law at the time of the
contract.

Arbitration can be either “institutional” or “ ad hoc .” The terms of the contract will
dictate the type of arbitration. If the parties have agreed to have an arbitral institution
administer the dispute, it is an institutional arbitration. If the parties have set up their
own rules for arbitration, it is an ad hoc arbitration. Ad hoc arbitrations are conducted
independently by the parties, who are responsible for deciding on the forum, the number
of arbitrators, the procedure that will be followed, and all other aspects of administering
the arbitration.

The types of law that are applied in arbitration include international treaties and
national laws, both procedural and substantive, as well as the procedural rules of the
relevant arbitral institution. Previous arbitral awards carry persuasive authority, but are
not binding. Scholarly commentary, or “doctrine,” may also be applied.

Arbitration rules are generally available on the relevant arbitral institution's web
site. Individual institutions’ rules may also be available in print, either from the institution
itself or as part of a larger work discussing the particular institution and its process. The
rules of some of the key international arbitral institutions are also available through
subscription databases such as WestlawNext and Lexis Advance.

Unlike litigation proceedings, commercial arbitration proceedings are usually
confidential. Decisions, awards, and other documents relating to arbitration
proceedings are generally not published, and there is no centralized database or
publication for researching arbitration proceedings.

Arbitration is viewed as an outstanding type of dispute resolution process. The
law necessitates that consent to mediate must be recorded as a hard copy and marked
by the parties who have the legitimate ability to discard the contested right. Without
such an understanding recorded in the agreement, a party can’t refer the matter to
arbitration. The Arbitration Law expresses that the arbitral court has the force, on the
use of any party or an outsider to permit an third party to intercede or be participated in
the arbitration, if it is involved with the intervention understanding.
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FINANCING AND RISKS OF FINANCING COMPANIES
FROM THE WINE SECTOR

ABSTRAKT

Winemaking has been a part of Western culture for over 8,000 years. From
ancient Mesopotamia to modern France, wine has undoubtedly had significant
economic and social impacts. Today, wine production takes place worldwide with
hotspots on five continents, including Europe, the United States, South Africa, South
America and Australia.

The wine sector is composed of viticulture and winemaking. Viticulture is the
process of growing grapes, which are then turned into wine through a winemaking
process. The winemaking process involves processing grapes through various
processes and turning them into wine, to be sold through various channels and
methods.

The wineries industry consists of companies engaged in at least one component
of the winemaking process. this process includes growing and harvesting grapes,
crushing and pressing grapes into unfermented wine and fermenting the wine. The wine
sector is an important activity both in primary production and in sectors with high quality
added value. The wine sector includes three sectors of the economy: agriculture,
production and trade.

The wine sector includes three sectors of the economy: agriculture, production
and trade. This allows farmers to vertically integrate and implement value-adding
strategies such as on-site processing, community-specific branding, organic production
and environmental commitment.

The wine industry is one of the best examples of successful on-site processing
as a value-added product. Usually most of the best wines are grown, processed and
bottled in the same place. This enables consistent quality control and saves money by
reducing costs associated with transporting grapes to other locations for further
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processing. While most wines are produced on site, there are also large beverage
companies that act solely as distributors of bulk wine and grape juice. They don't
actually make their own wine, they sell it to wineries.

Kaywords: Wine production, process, economy, agriculture, production,
transporting.

INTRODUCTION

Wine sector companies are licensed wine producing companies. Wine production
companies should have property, wine production equipment, warehouses, bottling
facilities, etc., which are involved in the wine production process. Wine companies don't
have to be located in a vineyard or make wine from grapes they grow themselves.

Several types of companies from the wine sector that produce wine are known in
the world, namely:

» Companies that produce wine exclusively from their own vineyards, these
vineyards are fully owned by the company. They can vary in size from small
holdings to very large companies, large areas of vineyards and large
production. Such companies have full control over their production process,
from the vine to the moment the wine is bottled. Therefore they are able to
control the quality of all steps and produce the wine they want. They also
market the wines themselves and sell them directly to consumers.

» Grape growers. Companies that concentrate only on the production of grapes
in their vineyard. These vineyards are often very small and cannot afford
expensive winemaking equipment. Or they don't want to market and sell their
production themselves. Such companies focus on growing the best possible
grapes to sell to a winemaker or merchant. They often have contracts, current
or long-term.

» Grower producer. Some of the companies in the wine sector that grow grapes
can produce wine from their own grapes, but are unable or unwilling to ripen
and bottle them. So they sell their wine to a merchant who ages it, bottles it,
and sells it to consumers.

» Merchants or sellers of wine. Originally, merchants or sellers bought wine from
winemakers to ripen, bottle, sell wine under their own names. They have no
control over viticulture and fermentation. They often have long-term contracts
with their suppliers and offer technical support to ensure high-quality
production. Some wine merchants are called grower-merchant. They own
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vineyards and produce wine from their own grapes. In addition to their high
quality production, they also buy grapes or wine from other winegrowers who
sell them as lower quality wines.

Cooperative wine producers - cooperatives. Cooperatives are owned by a
group of growers. These growers grow their own grapes and then produce and
sell their wines under the cooperative's name. They work as a group rather
than individually, which allows them to produce wine with better equipment
and expertise. Cooperatives also allow producers to have access to better
marketing, packaging and sales. Their size can also vary.

Virtual winemaker-winery. Virtual winemakers do not own vineyards or
winemaking equipment. So they buy grapes and rent facilities to make their
wine.

Conglomerates. Conglomerates are very large wine companies that own the
largest wine brands in the world. They cover a whole range of prices and a
wide range of wine varieties and customers. They are often carried out from
production to distribution.

1. BASIC CHARACTERISTICS OF THE SOURCES OF FINANCING COMPANIES FROM THE WINE
SECTOR

Companies from the wine sector, as well as all other business companies, need
funds to finance their activities, both for starting operations in the wine sector and for
their daily operations. Sources of financing refer to where companies get the money
from to finance their business activities. Companies from the wine sector can obtain
financial resources from either internal or external sources:®

1.1. Internal sources of funding

Internal sources of financial resources of companies from the wine sector refer to
internally generated cash inflows through the operation of the company or by bringing in
new capital by the owners. Internal sources of finance are not in any way dependent on
banks or lenders. Each financing option for companies in the wine sector has its pros

8 Internal and external sources of finance - Edugas - BBC Bitesize, (2022), https://www.bbc.co.uk >
bitesize » guides » revision.
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and cons, taking into account the costs of securing the finance, the implications of
taking the funds, the legal implications and much more:®°

» The advantages of internal sources of financing would be:

v' Companies operate with their own funds instead of borrowed funds. There

is no predominance of a third party lender.

v' Internal sources of financing are more flexible than external.

v Wine company owners face no financial risk.

v Since no external funds are brought in, the wine company maintains a

good support rate.

v' The company is no longer dependent on bank loans or lines of credit and

remains above a higher credit profile.

» The disadvantages of internal sources of financing would be:

v

v

v
v
v

An upstream company cannot grow using its own funds alone because
funds may be scarce.

If there is no constant increase in sales, growth stagnates. at the level of
funds brought in through internal Internal sources of financing are limited
and may not serve the needs of financing long-term projects.

Internal sources of financing of wine sector companies refer to the
money coming from the company. There are several internal methods that
companies can use:

Equity,
Retained earnings and

The sale of assets.

Owners' equity refers to money invested by the owners of wine sector
companies. This often comes from their personal savings. Personal savings is money
that is saved by the owners, and is mostly used for small wine production companies.
This source of financing is the cheapest because the company does not pay interest.

Owners' equity is the actual equity that remains in the company. Owners take
business risk and hence, expect profit. In relation to larger companies from the wine
sector, such funds are associated with the share capital.

9 Internal Sources of Finance | Top 7 Examples with Explanation, (2022), https://www.educba.com » int.
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Retained earnings is when a company makes a profit from the wine business and
keeps a portion of the profits to reinvest to expand. This source of finance carries no
interest charges or requires the payment of dividends.

When the operation of the company from the wine sector is in an upward trend,
the owners can withdraw part of the profit for further expansion. Increased retained
earnings increase the company's credit profile and can further boost results.

The sale of assets includes the sale of products owned by the company from the
wine sector. This source of financing can be used when the company no longer uses
the products or money needs to be raised quickly. Assets that can be sold include, for
example, machinery, equipment and excess inventory.

Wine sector companies can sell an old asset to partially finance the purchase of
a new one. The company may decide to sell those operating assets where repair and
maintenance costs are increasing exponentially. The sale of operating assets as a
source of financing is applicable to entities prior to the closure of their companies.

1.2. External sources of companies

External sources of financing for companies in the wine sector represent capital
provided from outside. External sources of financing for companies from the wine sector
are funds that can be long-term and short-term sources of financing.°

External sources of financing for companies in the wine sector means getting
money from outside the company, from a friend or family member or from a bank in the
form of a loan. External sources of financing are very useful for companies because
they help secure the necessary investments, primarily for starting work. External
sources of financing make it easier for companies in the wine sector, especially smaller
ones, to secure the initial funds to start a business - a start-up - or to get more money
for expansion. External sources of financing for companies from the wine sector have
their advantages and disadvantages:*!

» The advantages of using external sources of financing for companies in the wine
sector would be:

v" One of the main advantages of external sources of financing is that it
improves the growth of the company. One of the primary reasons why

10 External Sources of Finance / Capital - eFinanceManagement, (2022),
https://efinancemanagement.com » Sources of Finance.

11 External Sources of Finance: Definition & Types - StudySmarter, (2022),
https://www.studysmarter.co.uk »
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wine sector companies seek outside capital is to support expansion
initiatives that would otherwise be impossible for the company to finance
on its own. The acquisition of large capital equipment crucial to the growth
of the firm is almost impossible to finance from internal sources. In this
case, external sources of financing can be quite useful.

v" Another benefit that comes with getting money through external sources is
that it allows the company's assets to be maintained. The company's funds
do not have to be invested in the business, but those resources could be
used for other ventures.

v Using external sources of financing gives the opportunity to invest the
company's own money in another more profitable investment, and to use
the money from the bank to cover the needs of the company. Additionally,
internal financial resources can be allocated to cash payments to
suppliers, which can help improve the company's credit rating.

» The disadvantages of using external sources to finance wine sector
companies would be:

v'As a disadvantage of the financing of companies from the wine sector, the
risk to which the company is exposed, especially when it takes a loan,
arises. If the company suffers losses, it will be difficult for it to return the
money to the bank.

v' The company pays interest for the taken loans, which can sometimes be
quite high.

v' Losing part of the company's ownership is another disadvantage of
external sources of financing. Some types of external financing require a
portion of the company in order to provide operating funds. It means giving
up parts of the company's ownership.

v" Ownership participants may not share the same ideas with the company's
management, which can lead to conflict in decision-making about the
company's future.

External sources of financing for companies in the wine sector refer to money
that comes from outside the company. There are several external methods that
companies can use:

v" Family and friends,

v Bank loans and overdrafts,
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Venture capitalists and business angels,
New partners,

Issue of shares,

Trade credit,

Leasing,

AN N N N N

Purchase rental,
v' Government grants.

Wine companies can get a loan or be given money from family or friends that
may not have to be paid back or is paid back with little or no interest.

This is one of the most common types of external sources of financing for
companies, especially small companies from the wine sector. Many business owners,
especially new ones, turn to their family or friends to get money for their business. The
money usually comes in the form of a loan that has to be paid back with little or no
interest. Sometimes they may have friends or family members who simply donate
money to the new company.

Bank loans for companies in the wine sector are also one of the most common
external sources of financing. Many companies choose to take a bank loan to invest in
wine production. Banks agree to lend money, and the company has to pay back this
money in installments over the following years. A bank loan is money borrowed from a
bank by an individual or company. A bank loan is repaid with interest over an agreed
period of time, often over several years.

Overdrafts - are funds when a company or small business in the wine sector
uses more money than it has in the bank account. This means that the balance is in the
red and the company and the firm owe money to the bank. The money a company can
get from overdrafts depends on the limit set by the lender, usually a bank. The company
cannot receive more money than the limit set by the bank. The limit depends on many
factors, such as the company's revenue and the likelihood of recovery. Overdrafts
should only be used in extreme circumstances and only when necessary, as they can
become very expensive.

Venture capital and business angels - refers to an individual or group that is
willing to invest money in a new or growing business in exchange for an agreed share of
the profits. The venture capitalist is looking for a return on his investment as well as a
contribution to how the company's operations are run from the wine sector. Venture
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capitalists usually invest in a start-up company and do a rigorous analysis of the
company before investing.

New partners are companies or a person or people who enter the operation of
the company from the wine sector as a new business partner. This means that they

A share issue occurs as a source of financing for wine companies when a
company sells more of its common stock to raise money. Buying shares gives the buyer
part ownership of the wine business and therefore gains certain rights, such as the right
to vote on changes to the wine business.

A share issue is a common source of financing for large companies. Not all
companies in the wine sector can use this source because it is regulated by many laws.
A key feature of the shareholding is the "sharing of ownership rights", and therefore, the
current rights of the shareholders are reduced to a certain extent.

To provide money for financing, companies in the wine sector can issue shares in
exchange for money. Companies offer parts of their business - known as shares - to
other individuals in exchange for money. This money can then be used for further
investment and expansion of the company. People who buy these shares are known as
shareholders and once they buy the shares they are entitled to a part of the business.
Companies benefit from issuing shares because they can secure money without paying
interest. Issuing shares means providing funds to finance the company at the cost of
giving up part of the company's ownership.

Trade credit is credit that a wine sector company receives from its
creditors/suppliers. It allows the company to defer its payments for a certain period. The
credit period depends on the credit terms between the company and the suppliers.

This source of financing allows wine sector companies to obtain the necessary
materials for grape cultivation and wine production, raw materials and supplies, but to
pay for them later. Payment is usually made after companies convert raw materials and
supplies into products and sell them and collect from their buyers.

Leasing is a way of renting an asset that the company requires from the higher
sector. The company from the wine sector makes monthly payments for the leased
asset, the leasing company is responsible for securing and maintaining the leased
asset.

Hire purchase is used to purchase an asset, for the needs of the wine company,
for example a vehicle for the transport of produced wine. The company pays a deposit
and the remaining amount for the asset is paid in monthly installments over a period of
time. The company does not own the asset until all payments have been made.
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Government grants refer to money given by governments to new entrepreneurs.
The purpose of the government grants is to encourage people to open new start-up
companies in the wine sector that help solve some of the problems of employment and
encourage the development of winemaking in the country.

Government grants are a fixed amount of money awarded by the government.
Grants are given to companies from the wine sector under the condition that they meet
certain criteria such as providing new jobs. Government grants are usually not
repayable.

2. BASIC CHARACTERISTICS OF THE RISKS OF FINANCING COMPANIES FROM THE WINE
SECTOR

The globalization of the market and the increased competition between wine
producers and the evidence of climate change, have various effects on the wine-
growing areas of the world leading to an increase in the frequency and intensity of the
risks that wine growers and wine producers have to deal with. Risks in the financing of
companies from the wine sector can result in consequences on prices, production costs,
revenues and profits, in other words, on the value chain of wine production.*?

2.1.Risks of grape and wine production companies

The future of any vineyard and winemaking business is uncertain. Some future
events and outcomes could be harmful to the profitability of the vineyard or create
inconsistencies in income. This is the occurrence of frost and diseases of the vineyard.
These phenomena can threaten the very economic survival of the vineyard enterprise.
Harmful events and outcomes are called risks and are obstacles to success in vineyard
cultivation and grape production. Therefore, to ensure successful vineyard cultivation
and grape and wine production, consideration of risks should be part of all management
decisions:!3

» There are four main types of risks for growing vineyards and producing grapes
and wine:

v" Market risks include reduced demand for wine grapes, lower grape prices
and increased competition from foreign or other domestic producers.

12 Risk management in wine industry: A review of the literature, (2016), https://www.lodigrowers.com »
risk-management-for-vine.

13 Risk management for vineyard businesses, (2020),https://www.lodigrowers.com »> risk-management-for-
vine.
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Financial risks, such as limited access to capital, fluctuating interest rates
and slow or non-payment by customers.

There are ever-growing government risks, which too often take the form
of ill-conceived, intrusive, disruptive and costly policies and regulations.

Production risks include resource risks, such as reduced availability of
labor, equipment, energy, material inputs, technology and information.

Agricultural activities have additional risks because they depend on biological
processes and environmental conditions.

» Risks associated with vineyard cultivation and grape and wine production
should be managed by implementing a risk management plan.

v

The risk management plan should contain headings with the main
categories of risk: financial risk, market risk, government risk and
production risk. Under each of these headings, the specific types of risks
should be listed. In addition to each specific risk, the possible events, their
estimated economic consequences and the management strategies to
control them should be described.

Prevetive strategies for managing market risk may include sales and
marketing efforts, pursuing strong winery relationships, building a diverse
customer base, participating in regional promotional activities, a diverse
selection of varietals, and other measures to differentiate the vineyard in
the marketplace. wine.

Well-designed contracts with diverse and reliable grape buyers, a certain
amount of equity capital in business assets, controlled debt, cash and
credit reserves, and close relationships with lenders are potential elements
of financial risk management.

Government risks can be managed through the support of advocacy
groups in the business and the engagement and support of certain elected
officials.

Manufacturing risk management begins with personnel efforts focused on
competence and effectiveness. Pest and disease control strategies follow.
Building lasting relationships with trusted suppliers of materials,
equipment, labor and machinery is also essential to minimizing production
risks. Seeking good technical information, promoting wine grape
production research and pursuing further education reduce technical risks.
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2.2.1. Market risks

Market risk in the wine sector includes the risk of changes in market conditions in
which wine sector companies compete. The market risk of wine sector companies is
caused by external factors, events and changes. This risk includes, among other things,
changes in demand as a result of a weaker economy or other macroeconomic changes,
changes in commodity prices and changes in competition or pricing by competitors:*

» A slower economy and political changes can create turmoil in the markets in
which companies operate and thus affect demand for a company's products.

» Changes in the prices of raw materials can affect the calculations for the
formation of the selling price of the wine.

» The competitive situation varies between different geographic markets and
within different product segments. Increased competition can affect the
operations of wine companies and their earnings.

2.2.2. Financial risks

Financial risk for companies in the wine sector can be attributed to several
macroeconomic forces, fluctuating market interest rates and the possibility of buyer
default. Often, companies in the wine sector need to seek capital from external sources
for their continued growth. This funding requirement creates financial risk for the
company:*®

» The danger associated with borrowing money is called default risk. If the
borrower is unable to repay the loan (it goes into default), investors suffer from
reduced income from loan repayments, interest and principal.

» A specific risk when companies struggle with financial situations. This type of
risk refers to capital structure, default exposure and financial transactions.
Specific risk reflects investors' uncertainty about collecting returns.

» Operational risk when companies in the wine sector have faulty financial
judgment or poor management, ie, they fail in their commitments based on
internal factors.

The financial risk of companies in the wine sector occurs when the company has
a high dependence on debt as a source of financing. A company using debt in its capital
structure becomes subject to rising interest rates and is required to adhere to the terms

14 Market and industry risks - Balco Group, (2022), https://balcogroup.se » marke.
15 Verma, E., (2022), Financial Risk and Its Types, https://www.simplilearn.com »
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of its various credit agreements. Financial risk represents the company's ability to meet
debt service obligations.16

Financial risks are unexpected outcomes that a wine sector company faces in
terms of managing its finances. Examples of financial risks are delays in the delivery of
goods, lack of inventory, lack of information needed to make decisions, inadequate cash
flow management, non-payment of loan obligations, changes in the exchange rate or
interest rate, customers who do not pay for purchases, ineffective financial
management, investments or market transactions with an increased level of
vulnerability.*”

2.2.3. Government risks

Government, that is, political risks are risks associated with changes that occur
within the country's policies, business laws or investment regulations:18

» The increase in political risk has various impacts on the country and the
companies operating within its borders. Government risks can cause stock
prices to fall, lead to reduced foreign direct investment, slower economic
growth and potential social problems.

» A sudden slower economic growth can affect the ability of companies to repay
their debts.

» Slower economic growth or a crisis can also cause currency-related issues.
The fall in the value of the currency, on the other hand, can lead to slower
exports.

The government's role as a regulator is particularly extensive, resulting in
legislation relating to the environment, health and safety, employment, trade unions and
consumers. The government can adopt measures that can limit business activity (tariffs
and trade quotas), redistribute business income (taxation and social assistance
policies), make purchases and provide subsidies and other support to companies.*®

In addition to business factors arising from the market, companies in the wine
sector, as well as other companies, are also influenced by political decisions. There are
various decisions made by governments that can affect individual businesses, industries
and the overall economy. These include imposing taxes, limiting the spending of some
funds, enacting regulations, valuing the currency, enacting trade tariffs, enacting labor

16 pPeterdy, K., (2022), Business Risk - Definition, Business vs. Financial, Tools,
https://corporatefinanceinstitute.com »

17 Major Kinds Of Financial Risk(s) That Companies Face, (2022), https://startup.info » major-ki.
18 Christy, J., (2021), Understanding and Managing Political Risk - The Balance,
https://www.thebalancemoney.com » understanding-and-.

19 Political risk analysis - Encyclopedia Britannica, (2022), https://www.britannica.com »
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laws, setting minimum wages, and environmental regulations. Laws, even if only
proposed, can have an impact. Regulations can be set at all levels of government, from
state to local.

2.2.4. Production risks

Wine production is a multi-stage process that is realized under certain natural
and technical conditions and with certain knowledge, skills and dedicated work. If these
conditions are not met, there is a risk of failure of the company from the wine sector.
Wine production risks can be related to:2°

» The selection of suitable grape varieties. Grapes are the basis for wine
production. There are thousands of grape varieties in the world. Each of them
has its own characteristics. Each grape variety results in a different aroma,
color and taste of the wine. Therefore, a successful winemaker needs to
understand what wine characteristics can be achieved with a particular grape
variety.

» Conditions for growing grapes. After choosing the grape variety, the
winemaker should consider the growing conditions necessary to express its
unigue characteristics:

v" The climate

v The location of the vineyard,

v Slope of the vineyard

v Slope direction,

v Soil characteristics,

v All work practices that are done throughout the season in the vineyard.

» Harvest time. In winemaking, it's all about the right time. Harvest time is a
fundamental factor for wine quality. For winemakers, choosing the time of
harvest means managing acidity, sweetness, and therefore alcohol levels.

» Wine Cellar Processing Practices. Every practice that is done in the cellar
determines the quality of the wine. Each wine producer has his own way of
managing the processing activities in the cellar. For this reason, each bottle of
wine is unique. For successful management of the cellar, it is necessary to
carry out the work at the right time and to carry out regular monitoring.

20 Hajdu, 1., (2017), Key Factors for Successful Wine Production - AGRIVI, https://www.agrivi.com » blog >
key-factors-for-successfu.
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» Management of wine storage and packaging. Last but not least is the
management of wine packaging and storage. Some winemakers prefer
bottling, while others package their wine in bulk. Furthermore, the winemaker
may choose to store the wine in barrels or stainless steel tanks. The choice of
packaging and preservation of the wine depends on the desired quality of the
wine and the personal preferences of the winemaker, as well as on the
possibilities. However, the most important thing for successful wine storage is
regular monitoring.

2.2. RISKS FOR BANKS AND OTHER FINANCIAL INSTITUTIONS

When granting loans to companies from the wine sector, banks assess the credit
risk they can face to repay loans from companies from the wine sector:?!

» Growers and winemakers often face significant challenges from unpredictable
natural physical conditions and market factors. In addition, unprecedented
changes in the local and global climate, as well as increasing regulatory and
economic pressures, increase the risks.

» In order to avoid risks when granting loans to companies in the wine sector,
banks should carry out basic risk assessment activities. Banks should
implement the processes of identification, measurement, monitoring and
control of the risk that may be faced by the company from the wine sector
requesting the loan.

» The decisions that are taken to take the risk should be in full accordance with
the business strategy and the goals determined by the bank's management
and should be explicit and clearly set.

2.3. THE BUSINESS PLAN AS A BASIS FOR SECURING FINANCIAL RESOURCES

A business plan is a document that defines in detail the goals of the company
and the wine sector, how it plans to achieve its goals. The business plan sets out a
written description of the company's activities from production to marketing, financial
coverage and operational performance:??

21 Guidance on credit risk and accounting for expected credit losses, (2015), https://www.bis.org » bcbs »
publ.

22 Hayes, A., (2022), Business Plan: What It Is, What's Included, and How To Write One,
https://www.investopedia.com »
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» The business plan is an important document aimed at the external and internal
environment of the company. A business plan is used to attract investment
and can help secure credit from banks and other financial institutions.

» The business plan is periodically revised and updated to reflect goals that
have been met or changed. Sometimes, a new business plan is created for an
established business that has decided to move in a new direction.

A business plan is key to securing funding, outlining financial
projections and turning that part of a business idea into reality:?3

» A business plan is a documented strategy for a company that outlines the
goals and plans for achieving them. The business plan shows how the
company from the wine sector will perform on the market, financial projections,
market research.

» The purpose of a business plan is threefold: it summarizes the company's
strategy, secures funding from investors, and helps anticipate future business
needs.

The business plan is a very important document for the company from
the wine sector and:?*

> It helps to set priorities - it gives directions, defines the goals, shows how the
goals will be achieved and helps to manage the possible difficulties that will
appear during the work.

» Provides an opportunity to control the company's performance - the planning
process helps to learn the various things that could affect the success of the
company's operations.

» It helps to seek finance — if finance is sought for the company's operations,
banks and investors need to be shown why they should invest in the company.

CONCLUSION

Viticulture financing usually depends on the ability to manage a vineyard, plot
size, land prices, location, variety, financial status, earnings history of the owner or
company, and the financial strength of other entities involved. Financing of wineries and
larger wine producers and companies in the wine sector usually focuses on operational
activities, equipment, real estate and winery capacity, and coverage of the production
cycle and inventories.

23 Beltis, A. J., (2022), What is a Business Plan? Definition, Tips, and Templateshttps://blog.hubspot.com
> W.
24 Develop your business plan, (2021), https://business.gov.au » deve.
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Financing vineyards and small wineries can present additional challenges
because they are a diverse group that often have a unique perspective on business
growth and marketing.

Investors and entrepreneurs who are relatively new to the wine industry need to
know and understand what those business risks are, what the financing needs might be
and most importantly the time it takes to ensure success throughout the life cycle of a
wine business.

Winemaking is a complex business regardless of the size of the company.
manufacturing process management involves taking into account many variables such
as land, labor, equipment, raw materials, work flow and more. Production management
aims to optimize production and find a balance point between the quality and capacity of
products as well as the time and resources spent on their production.
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DIGITALIZATION AND NEW TECHNOLOGIES AS WAYS OF IMPROVING
THE EFFICIENCY OF TOP MANAGERS

Abstract

Whether or not the company will succeed in achieving its goals depends a lot on
the manager, because the decision-making power regarding the operation of the
company is in the hands of the manager. Effective leaders induce trust in their
employees, build collaboration across teams, regularly recognize their employees for
their achievement, create multiple ways for employee success, and value feedback from
team members.

Leveraging human resources, focusing on education and growth, putting the
needs of consumers always in the first place by offering quality services or products, as
characteristics of the efficiency of top managers, have been greatly facilitated and
improved with the help of digitalization and the most modern technological
achievements.

Technological tools play an essential role in the efficiency and effectiveness of an
enterprise. Digitalization has put pressure on enterprises to think about their current
strategy and explore new business opportunities systematically and at early stages.

The practices of top managers in response to digital transformation are
particularly noticeable in the organization at three different levels: at the top manager
level, at the enterprise level and at the employee level. Overall, the three levels reflect
the sequence by which decisions in response to digital transformation are formed at the
highest level of management and gradually take effect throughout the enterprise.

Digital technologies give enterprises new tools to design, produce and sell goods
and services, and provide individuals with new ways of social and economic
interactions.

Keywords: top managers, leaders, digitization, technology, efficiency, growth
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AUTNTAJIN3ALNJATA U HOBUTE TEXHOJIO'MU KAKO HAYYMHHU HA
INOJOBPYBAIGE HA EOMKACHOCTA HA BPBHUTE MEHAIIEPHU

Ancrpakr

Hdann npetnpujatMeTo Ke ycnee wunu He fa rm MNOCTUIHE CBOUTE LEenn MHOory
3aBuUCKU Of MeHalepoT, buaejkn MOKTa Ha odnyyyBakwe BO BpcKa CO paboTeweTo Ha
npetnpujatTmeTo € BO paueTe Ha MeHauepoT. EdektuBHute nuagepu BcagyBaaT
posepba Bo cBouTe BpaboTeHw, rpagaTt copaboTka npeky TUMOBW, PEOOBHO WM
ofAaBaaT Mnpu3HaHuja Ha cBouTe BpaboTeHW, co3faBaaT NoBeKe Ha4YMHM 3a yCrex Ha
BpaboTeHuTe, MM MHTepecupa noeBpaTtHata MHgopMaumja o cTpaHa Ha YrneHoBUTe Ha
TUMOT.

NckopucTyBabe Ha 4oBeYkMTE pecypcu, dokycuparwe Ha obpasoBaHuMeTo U
pacToT, CTaBake Ha NoTpebuTe Ha NOTPOLlyBa4YnTe CeKorall Ha npeneH nraH npeky
Hy[leH€ Ha KBanuTEeTHU YCryru Unmu NpovsBoan, Kako KapakTepUCTMKM Ha ednKkacHoCTa
Ha BPBHUTE MeHalepu, 3HAYMTENTHO Ce OfleCHeTU M nogobpeHu co MNoMol Ha
AvruTanusaumjaTa U HajcoBpeMEHUTE TEXHOMOLLIKM AOCTUIHYBaksa.

TexHonowkMTe anatku urpaaT CywTUMHCKA ynora BO eduKacHocTa MU
edeKkTMBHOCTa Ha efHO npeTnpujatve. [Ourutanusauuwjata u3BpLIM NPUTUCOK BpP3
npetnpujatnjata ga pasMmmcryBaaTt 3a HMBHATa ceralluHa ctparternja u ga nctpaxysaat
HOBMW AENOBHU MOXHOCTU CUCTEMATCKN U BO paHuTe dasu.

lMpakTnknte Ha BpPBHUTE MeHalepu Kako OAroBOp Ha AuruTtanHarta
TpaHcdopMaunja ce ocobeHo 3abenexnuem BO OpraHuMsaumjata Ha TpU pPasnnyHu
HMBOA: Ha HMBO Ha BpPBEH MeHayep, Ha HWMBO Ha npeTnpujatMe M Ha HUBO Ha
BpaboteHn. CeBKynHO, TpuTe HMBOA ja ogpasyBaaT Hu3aTa BpP3 OCHOBa Ha Koja
OONYKATE Kako OAroBop Ha AurntanHata TpaHcdopMauuja ce dopmupaatr Ha
HajBMCOKOTO HMBO HA MEHAaLIMEHT W MNOCTEeNeHO cTanyBaaT Ha Cuna HU3 LenoTo
npeTnpujatme.

OurtanHute TexHomorMm MM gaBaaT Ha npeTnpujatnjata HOBM anaTku 3a
An3ajHuparbe, NPoM3BOACTBO M npofaxba Ha CTOKM M YyCryrm U UM OBO3MOXYBaaT Ha
noeuvHUNTE HOBU HAYMHW 3a COLMjarnHN U eKOHOMCKN UHTepaKL UK.

KnyuyHu 360poBu: BpBHM MeHalepwu, nuaepu, aurntanusaumja, TexHomoruja,
edrKacHOCT, pacT.
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1. KapakTepucTHKH Ha e(pUKACHOCTA HAa BPpBHUTE MeHallepH

KapaktepucTvkute Ha BPBHWOT MeHallep ce rnaBHUOT (pakTop LTO ro 3acera
COMCTBEHUKOT Ha npeTnpujatneto, Ouaejkm MoKTa Ha oanydvyBake BO BpcKka CO
paboTeHeTO Ha NpeTnpujaTMEeTO € BO paleTe Ha MeHalepoT. [danu npeTnpujatneTo ke
ycnee vnu He fa rm nocTturHe CBoOUTE LN MHOry 3aBWCUM O MeHalepoT. JInyHuute
KapakTepuUCTMKN Ha BPBHUTE MeHaLlepu BKIydyBaaT Mo, ApXasjaHCTBO, 0bpa3oBaHue,
NCKYCTBO.

2. HayvHM Ha NOA00pyBamke Ha ePUKACHOCTA HA BpBHUTE MeHallepu

Tewko e ga ce NPoLEHN BrMjaHMETO Ha eKUNUpaHeTo Ha eHO npeTnpujaTtue co
HajecbmkacHuTe nuaepun. CTyguuTe Ha MeHayepute U npeTtnpujaTujata nocTojaHo
nokaxkysaat feka epeKTUBHO NnaepcTBO M nogobpysa U BHATPELUHUTE METPUKN, Kako
WTO € 3agpXyBakeTo Ha BpaboTeHWTe, M HaOBOPELUHUTE, Kako W puHaHcuckute
nepdopMaHcu.

EnHo uctpaxysame 3a nuaepute ,3a cuTe“?®, kom HamepHo rpaaat gosepba 6e3
ornef Ha Toa 3a Koja JIMYHOCT ce paboTu MM WTO Taa SIMYHOCT npaBu 3a GU3HUCOT,
nokaxaro geka Haj e(beKTuBHUTE nuaepun ce ookycmpaar Ha:

e Pabota co TumoBM, Gapare naeun oA YNeHoBuTe Ha TUMOT U HUBHO
BKNy4YyBaH€ BO OANyKMUTE LUTO MM 3aceraar.

o lMpeno3HaBawe Ha BpaboTeHnTe, 0COBEHO NpeKky NOBUKYBaH-e
AOCTUrHyBaHa U noMarake Ha BpaboTeHnTe fa HanpeayBaaT BO HUBHUTE Kapuepw.

° WHcnupupane Ha BpaboTeHuTe fa rv crnegar, NoKaxyBajku UM geka
nmaepuTe ce KOMMNETEHTHU, YECHU U OBEPNNBN.

Ma, kako Aa ce HerysaaT BakBM Nuaepu Bo eOHO npeTnpujatne?2®

1. \geHTudgmkyBawe Ha HajBaXXHUTE Of4HECYBaba Ha rofieMuTe MeHailepu BO
npeTtnpujatneTto. [logeka ogpeneHn KapakTepUCTUKN Ha ePEKTUBHOCTa Ha MeHaLlepoT
ce npuMmeHyBaaT BO NOBEKETO NnpeTnpujaTnja, BACTUHCKUTE CO3HAHWja foaraar o
noeHTUMUKyBaHke Ha YHUKaTHUTE OJHecyBakba Kou Hajaobpo ce ycornacysaaT co
MucujaTa, KynTypaTa, notpebute Ha NoTpoLlyBaynTe 1 CTpaTeErmcKNTE Lienn Ha
npeTnpujaTneTo.

MpBo, Tpeba pa ce uaeHTUdUKyBaaT MeHaLepuTe BO NPETNpUjaTMeTo Kou
rpagaT ogHocu co BuUcoka posepba. lNogatounte of aHkeTa Ha BpaboTeHuTe ce

% Michael C. Bush CEO, The Great Place to Work Research Team, “A Great Place to Work For All: Better for Business, Better
for People, Better for the World*, Berrett-Koehler Publishers, 2018, pp 136-164
% 6 Tips to Improve Manager Effectiveness at Your Company https://www.greatplacetowork.com (mpucraneno na 18.02.2022)
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BUCTMHCKMN M3BOpP 3a Toa. Tpeba ga ce npawaaT oBUE MEHaLIepu ,Kako“ ro Hanpasune
Toa wWwTo ro Hanpasune. Osue wuHdopmaumm Tpeba p[ga kKopuctaTt 3a fa ce
noeHTuduKyBaaT Tpu 40 NeT OAHEeCyBawa KoM co3daBaat oanuyHa paboTHa cpeavHa u
NCTUTe fa ce crnogenaT HU3 NpeTnpujaTueTo.

2. 'papere goeepba. BpaboTeHute rv criegaT cBOMTE NvMaepw kora umaat
posepba Bo HMB. Tve UM BepyBaaT Ha MeHallepuTe 3aToa LUTO BepyBaaT Aeka ce
KOMMETEHTHM, YECHM 1 JOBEPIIVBMW.

BcagysarweTo goBepba BO eOHO NMOEPCTBO MOXE [a Ce HanpaBu Ha Tpu
HaYUHU:

e CospgaBatbe KpeambunuteT: NMAEPOT ro NpaBM OHa LUTO BENW Aeka ke ro
npasm.

e [la ce buae BpeneH 3a nount: JluaepoT Tpeba aa ce ocurypa geka nyreto ce
noaroTeeHun 3a ycnex. [la um ru oBo3mMoxxum NnoTpebHUTEe pecypcu 1 noaaplLuka, 3a aa
aanart cé of cebe u ga cpaboTaT HajaobpPO WTO MOXaT.

e [loHecyBane nNpaBuyHM oanyku: OBa e pyHAaMeHTanHo 3a rpagexe goeepba
BO edhMKacHOCTa Ha eHO ynpaByBawe, 0COOEHO kora cTaHyBa 360p 3a o4yku 3a
yHanpegyBahe W 3a fyre Kou ce pa3nu4Hu og MeHalepoT (6e3 pasnvka ganu ce
paboTu 3a Non, pacHO NOTEKMNO UM MMOTHa cocTojba).

3. [a ce buge BUCTUHCKM copaboTHUK. JlngepoT paboTn 3aegHO Co TUMOT 3a Aa
KpeupaaT nnaHoBu 1 aa cMmucnyeaaT HoBu naen. OBa He 3Ha4yM NOCTUrHYyBaHE
KOHCeH3YyC unn ogny4vysawe Bo ogbop. Ce paboTu 3a BUCTUHCKA BKITyHEHOCT U
copaboTka.

CopaboTkaTa Moxe aa ce nogobpu npeky:

* BknyudyBare Ha TUMOT BO OA4JTyKM KOM BNnjaat Ha HMB. [la ce gobujat
noBpaTHU MHGOpPMaUuKn o4 TUMOT, Npea Aa ce JoHecaT o4fyKn, Ha npumep, npecenba
BO HOB KaHLeNapuckn NnpocTop 1 pellaBarbe Ha CUTE TPUKM LITO MM MMaaT YneHoBUuTe
Ha TUMOT 3a NpomMeHara.

+ bapane mucnewe og BpaboteHnte 3a cnegHuoT npobnem wto Tpeba ga ce
peLun.

+ PenoBHO Boaew-e efeH-Ha-efieH 1 HedhopMarHu pasroBopu, Kako LUITO ce
pyyeLm co NepcoHanoT 1 kKadge cocTaHoUu noaaneky oA KaHuenapujara.

OBue edheKkTUBHN OHECYBaHa Ha yrnpaByBame Ke HanpaBaT BpaboTeHuTe aa ce
4yBCTBYBaaT BKMyYeHW, LEHEeTH, a 3a BO3BpaT ke Guaat MHcnupupaHu ga ja pabotat
cBojaTa paboTa Hajgobpo WTO MoXar.

4. OpoaBaneTo NpusHaHWe Ha BpaboTeHuTe Heka buge putyan. [laBaweTto
npu3HaHue KoH BpaboTeHMTe NoKkaxkyBa Aeka HUBHUTE NPUOOHECK Ce NMPU3HATU K
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ueHeTn. JInyHoTo NpmusHaHue e asuraTten 6poj eaeH 3a nepdopmMaHcUTe Ha
BpaboTeHnTe - NoBeKke of nnaTaTa, yHanpeayBawara, MHcnMpaTMBHaTa pabora,
obykaTa unu aBToHOMMjaTa. Jlugepute MoxaT Aa ro HanpasaTt AaBaHkeTo NpU3HaHue
Aen o4 HUBHMOT MeHallepckn putyan.

5. [la ce npeucnnTyBa Ha4MHOT HaA NPOMOBMpParE, OOHOCHO yHanpeayBakwe Ha
nyreto. AKO ynpaByBaH-€TO CO MOrosieM TMM € e4UHCTBEHNOT Ha4YuMH 3a NnpomMmoLmja BO
npetnpujatneTo, Mmoxebn e noTpebHO Aa ce npencnuTa NpouecoT Ha npomouuja.
Hekou nyre moxe ga 6uaat noBpegHU 3a NpeTnpujaTMeTo Kako MHAMBUAYanuu nnm
Kako gen og TUMOT.

MameTHuTEe npeTnpujatvja (M edeKkTMBHM MeHalepun) cosgaBaaT MoBeke
Ha4yMHKM 3a ycnex 3a BpaboTteHute. Tue:

* VM nomaraat Ha nyreTo ga 3apaboTtaTt HOBM OArOBOPHOCTU M Aa v pa3sujat
CBOMUTE BELUTMHU MPEKY HOBM MPOEKTWN, CTPAHUYHU NOTE3N U 3aa4n NPeKy KoU ro
3rofieMyBaaTt CBOjOT pacnoH Ha paboTa.

+ 3emaat aKTuBHa ynora BoO pa3BOjHI/ITe ninaHoBU Ha Bpa6OTeHI/ITe.

* BHumaBaaT Ha JOMONHUTENHU HAYMHN Ha KON Bpa6OTeHI/ITe MOXaT aa
agogaaat BpeaHOCT Ha NPOEeKTOoT Ui aa ja aaaart CBOjaTa eKcnepTn3a Ha HeLWTo
HagBOp o4 HMBHUOT OMLIT oncer Ha oAroBOpPHOCTHU.

6. MNpeBpTyBare Ha TpagNUNOHANHNOT Npouec Ha nseenba. BoobuyaeHo e
MeHallepuTe aa v oueHyBaaT u npernegyBaat cBoMTe BpaboTeHW, HO e(DEKTUBHNUTE
MeHallepu cakaaT noBpaTHUTE MHopMaunn aa Tevat Ha ABeTe CTpaHu. Tue ce
norpwxyBaaTt HUBHUTE NpallanHium 3a BpaboTeHnTe fa He ja oLeHyBaaTt camo
opraHusaumuckaTa Kyntypa Kako uenuHa, TyKy n edpekTMBHOCTa Ha MeHalLIMeHTOT.

BpaboTteHnte Tpeba ga umaaT MOXHOCT Aa pasMucriyBaaT M [a ro Uckaxar
CBOETO MUCMEHE 3a OAHECYBareTO Ha MeHaLIMeHTOT, Aanv MeHaLMeHTOT Nnokaxysa
WUCKPEH WHTEpPeC 3a HWUB KaKO JIMYHOCTM, @ He camMO Kako BpaboTeHu, U KOMKy
nocrtankuTe Ha MeHaLMEeHTOT ce coBnafaat co HMBHUTE 36opoBu. OBaa aBTEHTUYHA
nospaTtHa MHdopMauuja faBa HMjaHCMpaHa crnvka 3a ePeKTUBHOCTA Ha ynpaByBaHETO.

OpraHusaumckata eeKkTMBHOCT € noBp3aHa Co edmkacHocTa Ha OU3HUCOT;
cenak, epekTMBHMOT MeHaLlep Mopa Aa ce ooKycmpa 1 Ha KBanuteTHn ycnyrn. Knydot
3a opraHusaumckaTa e(peKkTUBHOCT € KOPUCTEHETO Ha BUCTUHCKUTE anaTku 1 cTpaternmn
3a [la ce NOCTUrHe oapeaeHa uen.?’

1. VickopucTyBare Ha YoBeukuTe pecypcu. OaaeneHneTo 3a YoBEYKN pecypcu
Ha Guno koe npeTnpujaTue urpa Kry4Ha ynora Bo opraHusaumckata edpekTMBHOCT Ha
npeTnpujaTneTo. MNepcoHanoT 3a YoBeYkn pecypcu ob6e3benysa nomoLl 3a

27 5 Strategies to Improve Organizational Effectiveness August 18, 2016  https://myonline.centralchristian.edu (mpucTaneso Ha
18/02/2022)
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opraHusaumncka epeKkTUBHOCT MpeKy nomMarake BO An3ajHUpaHeTo Ha HOBU AEeSTI0BHU
cTpaTternn. bugejkn npodecnoHanumTe 3a YOBEYKM PeCypcu BO eHO npeTtnpujatue
urpaat CyLUTUHCKa yriora Bo BpaboTyBaHheTO HOBM BpaboTeHN, TME UCTO Taka Brivjaat
Ha uenuTe Ha npeTnpujaTnjarta.

MpodecmoHanunte 3a 4YoBeYyknm pecypcu Tpeba ga ©Ouagat BKAyYeHUM BO
An3ajHMpakbeTo U MMNIEeMeHTauMjata Ha NPOMeHUTe BO MpeTnpujatMeTo 3a Ja ce
nogobpu opraHnsaumjata. Tue HygaT YyHUKaATHU NEPCNEKTUBMN KOW NnaepuTte MOXe aa rm
npeBvgatT M ga wurpaat akTMBHA yrora BO WOAEHTUUKYBAaHETO Ha BUCTUMHCKUTE
npodecmnoHanum 3a HoBM NO3NLUUK BO NpeTnpujaTmeTo.

2. dokycupane Ha obpasoBaHNETO U pacToT. MeHaLMEHTOT Ha
npetnpujatneTo 6apa akTMBHM MEPKM 3a paboTa CO pasnMyHM rpynn 1 NOeANHLUN.
JIngepot Mopa fa ru pasbepe cunHuTe 1 cnaburte CTpaHu Ha pasnu4YHn
npochecnoHanuu npea ga Hanpasu NnaH 3a akuuja 3a nogobpyBawe Ha ehekTuBHOCTA
Ha npeTnpujaTtneTo. MNpen aa ce HanpaeaT kakBu GUNO NPOMEHM BO NpeTnpujaTneTo,
Tpeba ga ce pasammucnm 3a o6pasoBaHNETO Ha NpodecrmoHanumTe BO pasnuyHm obnactu
oa 6usHucort. Tpeba ga ce Ma co3HaHMWja 3a HUBHUTE CMOCOBHOCTN, BELLUTUHN N CUIHN
cTpanun. [la ce naeHtndmkyBaaT HUBHUTE cnaboctu nnm obnactute Kage WTo
oApeaeHu npodecrmoHarnum ce coodyBaaT CoO TELLKOTUM Kora paboTat kako TuMm. OTkako
Ke ce ngeHTUuKyBaaT CUNHUTE 1 crnabuTte cTpaHu Ha NnpodecnoHanuuTe Co pasfiMyHo
obpasoBaHue, (bOKyCOT Ce CTaBa Ha pacToT Ha npeTnpujaTMeTo Npeky rpagexe
edeKkTMBHM TUMOBK. Tpeba aa ce passujaT TUMOBM CO AOMNONHUTENHN BELUTUHN U
cunHu ctpann. [la ce oxpabpat BpaboTeHMTe aa paboTaT KOH KOHKPETHU Lenn n ga
AaBaart 3a[ayun Bp3 OCHOBA Ha HUBHUTE BELUTMHW, 3Haewa 1 nos3aamHa. EcdumkacHocTa
BO eHO npeTnpujaTne 6apa pasbupare Ha pasnnyHuTe npodecrmoHanHn BpaboTeHn n
HMBHAaTa ynora Bo 6M3HMCOT, Kako M Ha4YMHK 3a NogobpyBawe Ha HUBHUTE CNOCOBHOCTK
NN KOPUCTEHE HA YHUKATHU BELLTUHM.

3. Cekoraws ga ce nmaat Ha ym notpowysaymte. OpraHmsaumckaTa
edeKTUBHOCT PYHKLUMOHUPa JOBPO caMo Kora ce oueHyBaaT noTpebute n nHrepecute
Ha noTpowlyBadnTe. YnpaByBaH-€TO CO KBanMTETOT € UCTO TOSIKY BaXXHO Kako 1
LenokKynHaTta edukacHOCT Ha npeTnpujatneTo. Ako npeTnpujatneTo He 06e3beam
KBanuTeTeH NpoM3BOA4 UK ycryra, Toraw noTpolwysavnte bapaaTt antepHaTuBm 3a
HUBHUTE NoTpebu n uenu. Ha notpowysaynTe Tpeba Aa UM ce fagat npawanHuum mn
Aa ce nobapa ga rm nononHat, OAHOCHO Aa o4roBopar Ha npallana 3a gjageHuTe
yCnyru.

MeHalMeHTOT Ha TOj HayYMH Ke [dO3Hae LWTO cakaaT noTpollyBadnte of
npeTnpujaTMeTo N KoM yCrnyru rv cMetaaT 3a HajBpeaHM 3a HUBHUTE noTpedu u uenwu.
3a Om3HMCKM CO OupeKkTHa WMHTepakuunja co noTpowyBadn, Tpeba ga ce obesbenar
aHOHMMHM OMuUK 3a NOTPOLUYBauYMTE Aa NOonosiHaT xanbu unuv ga gagaTt noBpaTtHu
WHopmauumn. 3a JobuBake Ha noBpaTHUM MHGOPMauuM Of MOTPOoLyBayuTe, BO
AEHelWHo BpeMe, MOXe [Ja Ce WUCKopUcTaT couujanHUTe Mpexu WUnu Jpyru OHnajH
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anatku. [NoTpolwyBaunte MOXe ga ocTaBaaT KOMEHTapW Unn fa ykaxart Ha cnaboctute
o4 NpeTnpujaTMeTo NOCTaByBajKM npallaka Ha coumjanHuTe Meguymu unu Ha énorot
Ha npeTnpujaTneTo.

4. KBanuTteTHu ycnyri unu nponssoan. Mlako notpoluysadnte nrpaar ynora Bo
edeKTMBHOCTa Ha npeTnpujaTtneTo, GU3HMCOT UCTO Taka Mopa Aa MaAeHTUdMKyBa
COOABETHO HMBO Ha KBanNUTET 3a NPOM3BOAMTE UNK YCIyruTe WTo ce obe3beayBaar.
KnyyoT e hokycuparwe Ha 6anaHc Ha KBanuTeT CO ucnnaTtnuem pelwenunja. Llenta Ha
cekoj busHuc e nogobpysBake Ha nponsBoanTe 6e3 fa ce HagMUHe oapeneH dyeT unu
oncer Ha ueHn. EeKkTMBHNOT MeHaMeHT 6apa akTMBHO Y4eCTBO BO npouecute Ha
AOHecyBake oanykn. MeHalIMeHTOT nNo noTpeba aHra)xupa KOHCYNTaHTU o4, pas3nnuyHn
obnactn Ha BU3HMCOT 3a COBET 3a NogobpyBare Ha NpomsBoauTe 6e3 3ronemMyBah-e Ha
TpowouuTe 3a maTtepujanu. Ce npaBaT Hanopu KOH M3Haorake HauYNHN Kako aa ce
Hamanu BpemMeTo NoTpPebHO 3a NOCTUrHYBake KOHKPETHU Lenu 6e3 ga ce Hamanu
KBanMTETOT Ha PUHANHMOT NPOM3BOA UIK yCnyra.

Co BKIydyBat-€ Ha pasnunyHM KOHCYNTaHTM of noBeke obrnactu BO npouecoT
Ha OoHecyBak€e OANyKWU, MeHaLIepOT CTeKHyBa NoBeKe NepcrnekTMBnN 1 naeun 3a noaodpu
HauMHKU 3a nogobpyBake Ha NpeTnpujaTueTo.

3. /luruta;iM3anujaTa 1 HOBUTE TEXHOJIOTUM BO HACOKA Ha MOAOGPyBame Ha
epuKacHOCTa Ha BpBHUTE MeHallepu

TexHonowknTe anaTtkM wurpaat CywTWHCKa Yyrnora BO edukacHocta M
edrekTUBHOCTa Ha efHO npeTtnpujatue. Ce kopuctaTt KoMnjytepu, TabneTn unn nameTHn
TenedoHn 3a ga ce nogobpu edmkacHocta Ha npetnpujatmeto. Ce kopucTu copTBep
UnNu anaTtku 3a cnogernyBakwe 3a fa ce ogpXysBaaT pasfiMyHUTE YreHOBU Ha TUMOT BO
TeK CO cocTojbaTa Ha NPOEKTOT, AypU M Kora Tue He paboTaTt akTMBHO Ha oApeneH aen
o[, NPOEKTOT.

Pabotata co TexHonowku npodecmoHanunm nomara pga ce ogpegart
HajoobpuTe Ha4yMHM 3a 3awWwTuTa Ha MHopmauunTe 3a BU3HUCOT M NOTpOoLLYBaYoT Ge3
Aa ce HagmuHe ogpefeH Oyyet. Tpeba ga ce kopuctaT cOTBEPCKM Nporpamu
An3ajHupaHn cneuumjanHo 3a nogobpysawe Ha edmkacHocTa UnNu edekTMBHOCTa BO
KaHuenapuckaTa pabota. Ha npumep, kopuctewe TabenapHu npecMeTku 3a nogobpa
opraHusaumja uMnuM noctaByBake CUCTEM Ha LenaTa KaHuenapuja 3a cnogenyBahe
MHdOpPMaLUUKM MEry YNEHOBUTE HA TUMOT UM pasfiMyHK NpodecmnoHanum Bo GU3HNCOT.

Ourntannsayunjata u3BpLn NPUTUCOK BP3 nNpeTnpujaTujata ga pasmucriyBaat
3a HMBHaTa cerawHa cTpaTernja v ga uCTpaxyBaaT HOBU [OENOBHU MOXHOCTU
CUCTEMATCKU U BO paHuTe hasn.
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EnHa aHanu3a?® Ha cobpaHu Ookasu OTKpuBa [eka MpakTUKUTE Ha BPBHUTE
MeHallepu Kako OAroBop Ha gurutanHaTta TpaHcdopmauumja ce ocobeHo 3abenexnusu
BO OpraHu3auuvjata Ha Tpu pasfMyHN HMBOA: HA HMBO Ha BPBEH MeHaLep, Ha HMBO Ha
npeTnpujatme n Ha HMBO Ha BpaboTteHn (Cnwmka 1). CooaBETHO, BfMjaHMETO LUTO
npousneryBa OA BPBHWUTE MeHaLlepy € O4 NMYHO (T.e. uHAMBMAyanHo pasbupame),
dopmanHo (T.e. opraHuMsaumcka CTpykTypa W npouecu) u HedopmanHo (T.e.
KOMyHuKauunja n ybegysamwe). CeBKynHO, TpuTe HUBOA ja ofpas3yBaaT Hu3ata Bp3
OCHOBa Ha KoOja OAJlyKMTe Kako OAroBop Ha JgurutanHata TpaHcdopmaumja ce
dopmMmmpaaT Ha HajBMCOKOTO HMBO Ha MEHaLIMEHT 1 NOCTEMNEHO CTanyBaaTt Ha cuna Hu3
uenata cupma.

Cnuka 1:

Mopaen Ha npakTMKM Ha BPBHM MeHalepuy 3a NPpOMOBMpake Ha AgurutanHara
TpaHccopmauumja

OUTUTANTHA TPAHC®OPMALUIA
OAroeopu U o/lecHYBa4KU AejCTBUja Ha BPBHUTE MeHalepu
Hueo Ha enujanue Mpupodama Ha enujaHuemo
' BPBEH Pasbupatbe Ha
MEHALIEP Avrutanusayujara JIN4HO
ECO:LZZVM MocrasyBarbe
NMPETNPUIATUE s _» | opmanen koutercr . ®OPMAJIHO
3a gurutanusauuja 0BO3MOKYBa
|
6epnysa Bofgeuka
BPABOTEHM o s . A
npomeHa HE®OPMAJIHO

M3Bop: Michaela Wrede, Vivek K. Velamuri, Tobias Dauth: Top managers in the digital age:
Exploring the role and practices of top managers in firms' digital transformation, WILEY, 03
August 2020, p.1556

OpraHusaumckata eeKkTMBHOCT € OeroBHa cTpaTerwja gus3ajHupaHa ga ja
nogobpn edukacHocta Ha npetnpujatveto 6e€3 ga ro Hamanu KBanuUTETOT Ha
npounssoguTte unm ycnyrute. PaboTejkn co npodecmoHanum Bo pasnuyHn obnactn nnu
Ha pasnuyHn o6pa3oBHM HMBOA, MeHalLlepoT JoOMBa HOBWM MAEN KOM K& MOMOrHaT aa ce
HamanaT TpowouuTe, ga ce nogobpu npom3BogoT M ga ce obe3bean kBanuTeTHa
ycriyra 3a noTpoLlyBaduTe.

28 Michaela Wrede, Vivek K. Velamuri, Tobias Dauth: Top managers in the digital age: Exploring the role and
practices of top managers in firms' digital transformation, 03 August 2020, pp.1555-1556
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4. MojaeJ Ha pacT Ha epUKACHOCTA Ha BpBHUTE MeHallepH

Kora npetnpujaTujaTta pacrtaTt, HUBHUTE CTPYKTYPWU U Mpouecn ce MeHyBaar.
MoTpebHM UM ce HOBWM HaYMHW Ha KOMyHMKauuja u nuaepctBo. CTeneHOT Ha oBue
NpoOMeHn ce oapedyBa crnopep Toa Kako pacte npeTnpujatueTo, T.e. CO 3rofieMyBahe
Ha 6pOjOT Ha NepcoHanNoT UNKn co 3rofeMyBar€e Ha NPUXOAMUTE.

Cnopen lpajHep (Larry E. Greiner, 1998), npeTnpujatMeto Koe pacte W
co3peBa MOMMHyBa HM3 MeT a3n, cekoja OO HUB € MoBp3aHa CO ogpeneHu
OpraHM3aumMcKu KapakTepucTuku n, Moxebu, co oagpeneHu npobnemu. MobnuckmnoT
norneg Ha Tve net dasn Ha pacT OTKpMBa KakBu npobnemu mMoxe Oa [oHece
3abp3yBakeTO Ha pacTtoT. Bo cekoja ¢asa n cekoja kpusa, npetnpujatneTto Tpeba ga
NOMWHE HM3 OApedeHN NpoLecK Ha yderwe 1 npomeHa. OBue npouecn GapaaT Bpeme u
He MoXaT fa ce ceegar Ha Hyna (Cnuka 2).

Cnuka 2.

da3u Ha pacT n npodénemu

FTonemo
F 3

Kpusa og

Koutpona .o _/'
fonemuxHa ]

Oenernpare

AsToHOMMja k%

Pacrere HUS

:"’

Mnago Crapocr 3peno

L4

WN3Bop: 5 Phases of Growth - Publications - Management Portal goctanHo Ha
https://www.themanager.org (npuctaneHo Ha 16.02.2022)

Cekoja og oBue hasn Ha pacT, eBofnyumja u pesonyuvja e obenexaHa co
nocebHn MCKycTBa Ha YNeHOBUTE Ha npeTtnpujatveTo. Bo no4eTokoT Ha cekoja dasa,
cuTe npouecn paboTaT HenpedyeHo, NMoToa npeTnpujaTMeTo ce passBuBa. Hekoraw
COBpLUEHNTE MPOLECU U CTPYKTYpWU CTaHyBaaT HeCOOABETHW, AOAEeKa cuTyaumjaTa He
CTaHe HenpudaTnmea 3a MeHalMeHTOT u/unu nepcoHanoT. MHory manky 6usHucu
WHUUMpaaT MnpoLecu Ha npomMeHa npej Ada Aojoat A0 HaBUCTMHA Henpudatnuea
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cutyaumja. Bo TakBa cutyaumja Ha Kpusa, Bpeme e 3a npomeHun. OBne npomeHun Tpeba
Aa ce MMNIeMeHTupaaT, KOHTponupaaT n moauduumpaar co uen ga ce nocTturHe HoOBO
ycornacyBahe nomery opraHm3aumnckute notpedbu n HejsnHNTE CTPYKTYpU 1 NpoLiecu.

MerfyToa, Toa 3HayM OeKa CUTe 4YNeHOBM Ha npeTnpujatneTo Tpeba aa m
noMuHaT oBue (pasn Ha yyere 1 pasBoj. [peTnpujaTve Koe ja 3ano4yHano rognHaTa co
10 nyre n koe nma 250 nyre Ha KpajoT Ha roguHaTa Tpeba ga NoOMUHE TpU OO YeTUpu
dasn BO pok oA ABaHaeceT Mmeceun. [IckyTabunHO € Janv HaBUCTUHA cuTe npouecw,
CTPYKTYPU W  BEWTUHW (BKNYyYyBajkKM M JMAEPCKATE BEWTUHU W HaYUMHOT Ha
pasmucnyBawe Ha MeHaLIepPCKMOT TUM) MoXaT Aa buaaTt BO Yekop co Taa 6p3nHa.

Mopagun HeKoNnKyTe KpU3nm Ha pacT, UMNINKaLMUTE Ha EKCTPEMHUOT pacT Bp3
TpowioumTe ce orpoMHu. [peTnpujaTneTo ce ABMXM o4 eAHa Kpu3a BO Apyra, a 36opoT
.Kpn3a“ UcTto Taka 3Haum ,HeedmkacHocT®. [lokas 3a Toa Ce MHOryte, Ha MO4YeTOK,
ambnumosHn NHTepHeT-cTapT-an NpeTnpujatija KoM cTpagaaTt Of4 €KCTPEMHU TPOLLOLM.

CnepHvBe chakTopu ogpeyBaaT 34paB U OOPXKIMB pacT:

» CrnocobHoCTa Ha npeTnpujaTtneTo aa rm naeHTudukyesa npoutabunHuTe
OCHOBHW BU3HUCK 1 fa ce (boKycrpa Ha HMB Kako LUTO OAMUHYBa BPEMETO.

° nOCTOjaHO npencnntyBamwe, pa3snBawke N MEHyBak€ Ha OHME OpraHM3aulnCKn
eNeMeHTU Kou ce 0 BUTanHo 3Ha4YeHe 3a OCHOBHUTE BU3HUCK.

» CrnocobHocTa Ha npeTnpujatmeTo 6p3o Aa rm aHTUuunupa NpoMeHuTe BO
Ha4BOPELLHOTO OKPY>KyBare U 6p30 Aa pearnpa Ha HUB.

 Ha npeTtnpujatneto My ce noTpebHM BHATPELLHN NPOLIECH KOM OBO3MOXKYyBaaT
echmkacHo ynpaByBaH€e CO KpU3NTE Ha pacT U MUHUMU3UPaHE Ha HUBHOTO BrnjaHue.

3aKJIy4o0K

MpakTnknte Ha BPBHUTE MEHaLEepuM Kako OAroBOp Ha AgurMranHaTta
TpaHcdopMaunja ce ocobeHo 3abenexnuem BO oOpraHuMsauunjata Ha TPWU pPasnUYHK
HMBOA: Ha HMBO Ha BpPBEH MeEHaLep, Ha HWMBO Ha npeTnpujatMe M Ha HUBO Ha
BpaboTeHn. CooaBeTHO, BNWjaHMETO LITO MNpousnierysa o BPBHUTE MeHalepu e of
NNYHO (T.e. MHAMBMAYanHo pasbupare), popmanHo (T.e. opraHmMsauucka CTpyktypa u
npouecun) n HedpopmarHo (T.e. KoMyHuKaumja n ybeaysare). CeBKynHO, TpUTE HMBOA ja
oAdpasyBaaT Hu3aTa Bp3 OCHOBaA Ha KOja OOJTYKATE Kako OAroBOP Ha AurntanHarta
TpaHcdopMaunja ce opMmpaaT Ha HaAjBUCOKOTO HMBO Ha MEHALIMEHT U MOCTEMNEHO
cTanyBaaT Ha cuna Hu3 LenaTa dupma.

[MoTeHuunjanoT Ha AurMTanHata TpaHcdopMauuja 3a 3ajakHyBawe Ha
NPOAYKTMBHOCTA W XMBOTHWOT CTaHdapd € OrpoMmeH. [urutanHute TexXHONormm um
AaBaaT Ha npeTnpujatujata HOBW anaTtku 3a Au3ajHuparse, NPOU3BOACTBO U npodaxba
Ha CTOKM W YCINyrM U UM OBO3MOXYyBaaT Ha NoefuHLMTE HOBW Ha4vMHW 3a couujanHu v
€KOHOMCKW UMHTepakuun. YcCBOjyBaheTO TexHomnorvja u nogobpeHnte aurntanHu
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BELTUHM MMaaT noTeHumjan ga ro 3rofieMaT NpUMOOHECOT Ha KanuTanoT U TPYAOT KOH
NpoayKTMBHOCTA U pacToT.

Conclusion:

Top managers’ practices in response to the digital transformation are particularly
noticeable in the organization at three different levels: top manager-level, firm-level, and
employee-level. Respectively, the corresponding impact emanating from top managers
is personal (i.e., individual understanding), formal (i.e., organizational structure and
processes), and informal (i.e., communication and persuasion) in nature. Overall, the
three levels reflect the sequence based on which decisions in response to the digital
transformation are formed at the top management level and gradually take effect
throughout the entire firm.

The potential of digital transformation to boost productivity and living standards is
enormous. Digital technologies give enterprises new tools to design, produce and sell
goods and services, and provide individuals with new ways of social and economic
interactions. Technology adoption and improved digital skills have the potential to
increase the contribution of capital and labor to productivity and growth.
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OIIIITECTBEHATA CTPYKTYPA, MEHAIIMEHTOT, KOMYHUIIUPAILETO

AIICTPAKT

Bo oBoj Tpya ce enabopupaaT COUMOMOLIKUTE acnektm Ha MEHaLIMEHTOT,
O[JHOCHO BIIMjaHMETO Ha couujanHaTa CTPyKTypa Ha OrnwTeCcTBOTO BP3 MEHalIMEHTOT;
BNMjaHMETO Ha CTeneHoT Ha obpas3oBaHue, onwiTata KynTypa, CEMEjHOTO XMBEEeHE,
noniMTMyKaTa opraHuMsaumja, Tpaguumjata u penvrmjaTta, eTmkata U KOMyHULMPaHETO...

KnyyHn 360poBuM: OnwITeCTBEHA CTPYKTypa, BhAvjaHue, MeHaLIMEeHT,
HacoudyBaH€e, KOMyHMLUUpaHe, eTuka
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BOBE],

MeHaLMEeHTOT Kako naeja uma cBoe 4onro n 6orato mmHaTto. Nako, BO NpuUHLMN,
nog Hekoe ApYyro MMe, MEHaLMEHTOT HM3 YOBEKOBMOT pasBoj OGelle HeroB nocrtojaH
NPUAOPYXHUK M MOTOpPHA curia Koja NOCTojaHO Brede Hanped. MeHayMeHTOT ce
pasBuBaLle CO PasBOjoT Ha YOBEKOT. HN3 NCTOPUCKMOT pa3Boj Ha YoBeykaTa Mucra nma
MHOry npuMepu Ha npakTu4yHata npuMeHa Ha Hekou opmm Ha MeHapmeHToT. Co
nojasata Ha KracuTe ce cos3gane [JpXxasBuTe CO CcTporata Xxuepapxuja, a
poboBnageTenuTe CTPOro ja nnaHupane paboTtata Ha poboBUTE M HA COOABETEH HAUYUH
BpLUENEe KOHTpONa Bp3 Taa paboTa.

Hun3 nopouHexHuTe dasM Ha pasBOjOT Ha OMNWTEeCTBOTO Ce 3rofieMmyBsalle
ynorata Ha MeHaLMeHTOT W opraHudauuvjata. [lpomeHata Ha dopmata Ha
OMNWITECTBEHMOT cucTeM Bapalle 1 HoBU POPMU HA MEHALIMEHT.

1. JE®UHUPAKE HA MEHAIIMEHTOT

MeHaLMeHTOT e ocMuCIieHa akTUBHOCT Kako Aa ce ynpasyBa co Apyrute. 3artoa,
HajnpocTaTa AdeduHuumja 3a MeHalepkuTe  yHkuum 6u rnacena: mue
npemrocmasygaam anamku U UHCMPYyMeHmu 3a emarHo peasiudupare Ha yenume
KOU cu eu rocmasursl MeHajIMeHmom Kako 0es1 00 cucmemMom Ha yripasysaHemo.

dyHKUMjaTa HA MeHaLMEHTOT, Ce CBeAyBa Ha perynvpare Ha ofHOoCuMTe Mery
OHOj KOj ynpaByBa M OHa LWTO Ce ynpaByBa O acnekT Ha MOCTUrHyBawe Ha
noctaBeHute uenu. CogpxmnHaTa Ha TOj OOHOC M MPOLIECUTE KOW rO Moap)yBaaT Iu
npeTcTaByBaaT OCHOBHUTE (DYHKLMW LUTO o OBO3MOXYBaaT. 3aT0a OCHOBHUTE QYHKLNU
ce ONMLUETBOPEHME HA OCHOBHWUTE opMK, AOejcTBMja M MpPOLEecH Kou focTojaT BO
opraHusaumjaTa co uen aa éuae nocturHat nocakyBaHWMOT pesynTar.

3a ynpaByBaukute QYHKUMM CBOE MUCNEHE MMaaT WCKaXaHOo OpojHM
TeopeTuyapu opf npakTMkata W oA Teopujata Ha MeHayMeHToT. Ho, rope-gony
HenodeneHn ce BO MUCIewaTa 3a MOCTOEHETO Ha (yHKUMMTE MnaHupare,
opraHusvpame, pakoBoAewe, oasrlyvyyBahwe, MOTMBaLMja M KOHTpona. Taka, oanyyumB
nogeTanHo pna M obpasnoxam OBME QYHKUMM UM BOeAHO Aa o aeduHupam
MeHaLIMEHTOT.

MeHalMeHTOT ce gedurHMpa Kako nNpouec HacodeH KOH epekTUBHO N epnkacHo
n3BpLyBakwe Ha paboTtarta Co NMOMOLI Ha APYrK Nyfe U aHraxuvpakwe Ha pecypcu BO
OCTBapyBakeTO Ha opfHanpen AeduHMpaHUTe Uenu Ha npeTnpujatneto?®. Osaa
AeduHULMja MM COOPXKU KIyYHUTE erlieMeHTU Ha KoM noJeTariHo Ke ce OCBPHeEMeE.

2 Tonopos T. Jlumkos JI., MenaymenT, EBporicku Yuusepsuter, Cxomnje 2006.
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[MpBMOT enemeHT ce ogHecyBa Ha MEHaLIMEHTOT KakO yHUBep3aneH npouec Koj
ce npakTuKkyBa BO npeTnpujatnjata, OONHUUMTE, LUPKBU, YHUBEP3UTETU W OpPYrK
opraHusauumn. [lpouecoT ynaTtyBa Ha (yHKUMM WM aKTUMBHOCTU WU3BPLUYBaHW 0f
MeHallepute. OBue QyHKUMM Cce: MNraHupawe, OpraHusnpawe, KoopAUHUpaHe,
MOTUBUPAHE N KOHTPONUpaHe.

BTopnot enemeHT ro couvMHyBaaT pecypcute BO Kou OOBWYHO BrierysaaT
CYpPOBUHUTE, MalUMHWUTE, Nasapute U napute. EKOHOMCKUTE pecypcu ce orpaHuyeHMu,
nopagu WTO MeHaLepoT € OAroBOpeH 3a HMBHa anokaumja. OBa Gapa MeHallepoT ga
6uaoe edekTMBeH BO OCTBapyBaweTo Ha uenute. Kora meHalepoT ke M ocTBapwu
LenuTe Ha opraHusaumjata, 3a Hero ce Benu geka e edoektuBeH. EdumkacHocTa e
3HavyaeH gen o MeHalMeHTOT. Taa ce ogHecyBa Ha OOHOCUTE MOMeEry BnNes3oT U
n3nesoT. [JoKonky ce ocTBapu noronem uanes of BnesoT ctaHyBa 360p 3a e(pmkacHOCT.
Wcto Taka, OOKONKy ce ocTBapu WCT u3ne3 co nomarn Brie3 craHyBa 300p 3a
sroneMyBake Ha edumkacHocta. OTTyka, MeHalepoT e 3avHTepecupaH 3a
MUWHUMU3MpPaHE Ha TPOLLIOLUTE Ha pecypcuTe.

TpeTnoT enemMeHT ro couMHyBaaT NyreTo CO 4YMj Hanop ce ua3BpllyBa pabortara.
Co nomoLu Ha nyreTo, MeHallepuTe ja n3BpLUyBaaT HMBHaTa paboTa.

UeTBpTHMOT enemeHT o geduHuumjaTa ce ogHecyBa Ha dopmynuparme wu
OCTBapyBak€e Ha Lenute Ha npeTnpujatMeTo CO Hanop Ha Aapyru nyre. MeHalMeHTOT
BKMy4yyBa KoOpAuHauMja Ha YOBEYKM M MaTepujanHM pecypcu BO Hacoka Ha
OCTBapyBakheTO Ha uenuTe. HanopoT Ha nyfeTo e HacoyeH koH uenute. Llenute ce
noTpebHun, buaejkn aktmBHocTuTe Tpeba Aa GuaaT HACOYEHM KOH HEKOj CakaH KpaeH
pesynTaT unu coctojba.

1.1. [lnanupame

MnaHupareTo e npeBa oA Hu3aTa MeHauepcku dyHkumn. Toa e npouec Ha
oany4yyBare 3a npallaraTa LITO, Kako U Kora TpeGa [a ce HanpaBu U CO KakBu U Kou
pecypcu Toa Tpeba Oa ce peanusvpa. [naHupaweTo € aKTUBHOCT HacoveHa KOH
NPOEKTUPaHe Ha OpraHM3aLnUCKUTe Lenu.

MnaHupareTo BKIy4YyBa U pasMuUcilyBake 3a MUHATUTE HacTaHu M 3a uaHWUTe
MOXHOCTU M OMacHOCTM, 3a cunata W 3a cnabocta Ha opraHusauuwjata. Mma
oanyyyBatbe U 6e3 nnaHupare, HO NnaHMpakeTo He Moxe [nAa nocton 6Ges
floHecyBake Ha oanyku. MeHayepckute nnaHosu 6e3 pasnuka [anu ce BUCOKO
pasBMEHN UMM Ce camoO BU3UUTE W HaMepuTe Ha MeHalepuTe, [aBaaT Hacoka U
3Ha4YeH-e Ha OpraHN3MpPaH-eTo, ANPUTMPaH-E N KOHTPONUPaH-E.
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1.2. Opranusupame

OpraHusnpameTo Kako yHKUMja, 3HauM co3fgaBake Ha [efoBuM BO efeH
OpraHv3aUuckM CUCTEM U BO paMKUTE Ha HUB OApe[yBake Ha ynorata Ha CekKoj
noeauHel. Co opraHuanpareTo ce ypeayBaaT M onuvilyBaaT 3agadnTe wWTo Tpeba aa
ce M3BpLUyBaaT, a UCTOBPEMEHO Ce co3daBa OCHOBa 3a KOopAuHauuja Ha paboTtaTa.
MpeKky opraHu3MpareTo Ce corneaysa W criopedysBa noTpeGHaTa M pacnonoxusaTa
paGoTHa cuna no CcTpykn u keanudpukaumm. OpraHusmpaeTo € CBecHa U
LenecoobpasHO HacovyeHa YOBEeKOBa aKTMBHOCT BO (PyHKUMja Ha co3daBake Ha
OCHOBHW MpeaycrioBn 3apaan OBO3MOXYBak€ Ha MOCTUIHYBake Ha OpraHuM3auuckuTe
uenno,

BHaTpeluHaTa okonnHa Ha opraHmMsaumjaTa rim BkriyvyBa paboTuTte WTo nyreTo rm
ncnonHyeaaTt, paboTHUTE eguMHMUN, OoOAeNneHnja, AUBU3UN MU OPYrN CTPYKTYpU BO KOW
TMe M ucnonHysaaT Tue paboTu; TEXHOMNOrMuTe KoM Ce KopucTtaT; npouecuTte LITO
MeHallepuTe r KopucTtaT 3a ga M BogaT paboTHuumte n ce pasbupa nyreto Kou ja
BogaT paboTaTta, MeHalepuTe U OHMEe Kou He ce MeHallepu. KombuHaumjata Ha oBue
dakTopu ja rpagn dwupmaTta Ha opraHudaumjata. OpraHuM3mMpaheTo npeTcTaByBa
npouec Ha ocMUcnyBawe W noBp3yBake Ha QYHKUMUTE Ha efleMeHTUuTe Ha
opraHmusauuckaTta cTpykTypa3l. OpraHusauuvjata npeTcTaByBa CUCTEM Of YNOrU 4ue
3aeMHO TMoBp3yBake ja MpeTcTaByBa Hej3uHaTa CTPYKTypa, Kako CTOXep Ha
OopraHM3aumckuTe eNeMEHTU M OCHOBa BpP3 KOja Ce peanuavpaar opraHvsauuckuTe
ynoru.

OpraHuanpareTo ce oAHecyBa Ha yTBpAyBaw-eTO Ha paboTara, rpynupare Ha
paboTute, feuHNpar-e 1 aenerpame Ha OAroBOPHOCTa U aBTOPUTETOT U CO3aaBaH-e
Ha ogHocu Mery MeHallepuTe 1 paboTHuuuTe, Benu LLykness3?,

1.3. PakoBogeme

PakoBogemne e TpeTata oyHKUMja BO MeHALIMEHTOT. Toa 03HayyBa akTUBHOCT Ha
nnaHvMpawe, opraHusmpame, Bogewe M KoHTpona. PakoBogutenuTte gaBaaT HaCcoOKu U
ynaTcTBa Ha U3BpLnTenutTe Ha paboTHute 3agadn. Co HejanHa NnomoLl ce ocTBapyBaaT
OenoBHUTEe pesynTtaTtu BO onpegeneH BpemeHckn nepuon. Co  yHKkumjaTa
pakoBofeHe 0COBeHO ce NoBp3aHn OANy4yBaHEeTO, MOTUBUPAHETO, KOMYHULMPaHETO
N KOOPOMHUPpAHETO Kako Aden oA Qaktopute KoM [OUMPEKTHO BnvjaaT Bp3
opraHusaumcknte pesyntatu. [loctojaT noBeKke cakaba 3a Toa WTO 3HAYU
pakoBOAEH-ETO, HO CUTE Ce cornacyBaaT feka Toa € eHa O OCHOBHUTE MeHaLlepCKu

30 p. lumutpos, ,,MenanmenT Ha Man ousauc”, Ckonje, 2004,c1p.53
31 Hcro, ctp.53
%2 B.1llyknes,Menaument 41, Exonomcku ®axynrer, Cxonje,2004
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dyHKuuKn. Taka nog pakoBogewe ce nogpasbupa: ga ce HaTtepa Hekoj Aa U3BpLUM
HewTo; Aa ce onpefenar uenvte BO COrfacHOCT CO NOCTOjHUOT NnaH n ga ce pasbepat
TELIKOTUMTE U OTNopuTe Ha BpaboTeHUTe BO BPCKa CO TME LIENU 3a Aa MOXe Aa UM ce
NOMOrHe; YMELHOCT [a ce noeedaTt fnyreTto BO M3bpaHaTa Hacoka; MOCTUrHyBahe
KOHUEH3YC BO rpynara;

1.4. OpnyyyBame

Cekoj MeHalep ce coovyBa CO OOHeCyBake Ha HekakBa Oanyka koja He 6w
cakan HuKako [a ja goHece. Bo TakoB crniyyaj ce nocrtaByBa MNpallakweTo LWTO fa ce
npaev. VMima mMeHayepn KoM BefHal Ke pewaTt, Mma TakBM Kou ke paspaboTar
pelleHuja, Na Ke peluaTt, a MMa 1 TakBU KOM BO CBOjaTa HeOANy4YHOCT HEMa HULITO Aa
pelaTt oanoXxyBajku ro oanyvyyBaweto. OCHOBHMOT MPMHLUMM BO MEHALIMEHTOT € Aeka
MeHaLlepoT CeKOjOHEeBHO pu3ukyBa. HoO HajMHO2y pu3ukyea OHOj WMmMO HUWMO He
pu3sukysas3. OgnyvyBaheTo € npouec Ha n3bop Mery noBeke MOXHOCTU. Toa e npouec
KOj ce cocTou o npeno3HaBake U M3BOp Ha MOXHW peLLeHMja Kou BoaaT OO0 HeKoja
nocakysaHa cocTojba.

PaspeluyBarweTo Ha NpPobreMoT Kako pesyntaT Ha HacTaHaTaTa NpoOMeHa He e
HUTY CrydYaeH HUTY MaK Ha OMnepaTMBHO HMBO OCTaBEHO npawake. [lpouecoT Ha
AOHeCyBakeTO Ha OANYKN € MHKOPNOpUpaH BO CUTE CENMEHTU Ha ynpaByBaH-€TO Kako
e[leH 01 KOMINeMeHTapHUTe NPOoLIECH LUITO ce oABMBaaT Bo Hea. [MocTojaTt aBa Tnna* Ha
OANYKN N TOA AECKPUNTUBHU (OHME KOW OnulyBaaT) U MNPEeckpunTuBHWU (kou Gapaat
peweHve Ha npobnemot). Tpu rnaBHM BWOOBU Ha CUTyauun ro npeaunsBuKyBaat
npouecoT Ha AOHecyBawe Ha ofnyka: Bepbata geka nocton nNpobrieM, HY>XHOCT BO
Kpu3a, WM pacnosioknMBOCTa Ha MOXHOCT. BO TOj KOHTEKCT, MeHauepuTe, Kako W
apyrute, 6apaat uHdopmauuja. Tne nmaat notpeba nHdpopmaumjata ga MM NOMOTrHe
npy OOHeCcyBakwe Ha OAMyKM 3a Toa Kako Aa peluaBaaTt npobnemu, pelwaBaaT Kpusw,
nUnu ga umaart npegHoOCT Ha MOXHOCTH.

1.5.MoTuBUpame

YcnewHocta BO paboTeweTo € OuTHa 3a cekoe npeTnpujatve. HejsnHOTO
NOTTUKHYBake € BpP3aHO CO MOTMBUPAHETO, KpeaTMBHOCTA M OLEHyBawe Ha
ycnewHocTta. Nputoa, moTnBaunjata 3a paboTta € AoMUHAHTEH Npobnem Bo obnacTa 3a
yrnpaByBakeTO CO YOBEKOBUTE MNOTEHUMjanu. BakeH MOMEHT Mpu co3gaBaH-€TO Ha
KOHUenuuja 3a MOTMBMpawe BO nNpeTnpujatmeTro € noTtpebata pa ce pasbepar
MexXaHU3MNTEe Ha OfHecyBah-e Kako OCHOBa 3a m3rpagba Ha CMCTEMOT Ha MOTMBaLMja.

33 T Kpane, OcHOBH Ha MEHALIMEHT, BTopo u3nanue,LIUM, 1996 Cxorje.
34 Damjanovic Mijat, Menadzerska revolucija, Zavod za Udzbenike | Nastavna sredstva, Beograd 1990.
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3aTtoa cTpaTellka 3afaya Ha MeHaLepoT € yrNpaByBakeTO CO YOBEYKUTE pecypcu 1 3a
Toa nsrpagba Ha cMCTEM 3a MOTUBMpPaH-E.

KpeaTnBHOCTa Kaj noeanHUMTE NOCTOM Lerio Bpeme Ho goafa 00 u3pas AOKOSKY
BO MpeTnpujaTMeTo NOCTOM COOABETHA KnNumMa. 3a NoTnosiH u3pas Kpeauujata goara Bo
yCNnoBM W Ha coofBeTHa onwTectBeHa knuma. [obpuot meHayep Tpeba pa ro
npenosHae KpeaTMBHUOT NoTeHuujan Kaj paboTHUKOT U Aa My co3gaje YCnosu Hea aa
ja pasBuBa. YcrelwHocTa Ha opraHu3auuwjata rnoynmBa Bp3 COOABETHO TpeTupare Ha
4YOBEYKUTE pecypcu koe 6e3 NOTTUKHYBake Ha MHAMBUAYANHN KanaumMTeTn He MOXe.

1.6. KonTpoJia

CTtpaTterunjata 1 nporpammTe ja onpegenysaaT onwiTaTta Hacoka Ha [ejcTByBah-e
BO opraHusaumjata. Co nomow Ha u3BedeHUTe O HUMB NIaHOBW ce peanuaupaart
aKTMBHOCTUTE U MEPKUTE 3a NOCTUTHYBawe Ha opraHu3auuckuTe uenu. Kako nocnegHa
dasa BO TOj KOHTUHYMpaH W HernpekuHaT UMKIYC Ha 3aemMofejCTByBawe Ce Haora
hasata HapeyeHa KoHTpona. Ce paboTu 3a nocrnegHata BO HU3aTa MeHallepcKu
dyHKUMN KO MeHallepckaTa paboTta ja npaBaT edwukacHa un edektuBHa. Llenta Ha
KOHTponata e ga ce npoBepu Jdanu ce MNOCTUrHaTu nocakyBaHWTe pes3yntaTn BO
opraHusaumcku uenu. HYectonatu Moxe [ia ce cryliHe AeKa KoHTporaTa ja onpeaenysa
pasnukata mery mpebawe Oa 6ude u e%°. Pasnukata mery oBvMe ABa CTaguymu e
CUrHanoT [eka ce HarnpaBeHM TMPOMyCTU BO W3BPLUYBaAHETO WM [PeLKkn npu
nraHnpakweTo. Ha Toj HauMH KoHTposaTa ce jaByBa Kako nocnegHa 3aBpluHa eTana Ha
NnpoLecoT Ha ynpaByBakeTO — MEHALIMEHTOT.

KoHTponupateTo npeTcTaByBa MeEpEwe Ha OCTBapeHuTe pesynTtatu  Cco
cTaHdapauTe, AujarHocTUUMpawe Ha NMpUYMHUTE 3a AeBujauvja Ha OCTBapeHuTe oA
cakaHWTe pe3ynTaTi 1 NpeB3emMane Ha KOpeKTUBHa akuuja, kora e noTpe6Hos®.

* * *

Bo HepocTur Ha couuornolwka nutepatypa ocobeHO BO MakedOHCKUOT HaydeH
ANCKYPC BO NpoyvyBaHeTO U AeUHNPaHETO Ha COLMOSOLLKUTE acnekTu U AUMMEH3UN
Ha MeHalMeHTOT 6eB BO XeHAMKernupaHa nosvuuja oBaa nojaBa Ada ja AeduHupam
noBeke BO EKOHOMCKM OTKOSIKY BO COLMOSIOWKM acnekt. Bo npopgomxkeHve ke
npoy4Yam COLMOSIOLLKUTE acnekTh Ha MEHALIMEHTOT.

Kora meHalMeHTOT OM ce cTaBunm BO COLMOSOLLKA KOHTEKCT U COLMOIOLLIKO
pasrnegyBare, Toralwl AMMEeH3MnTe U oapedyBaHeTO Ha MOMMOT MeHaLIMeHTOT, 6u ce
AeduHMpan NouHaky O4HOCHO oA ApYr acnekT.

35 P. lumutpos, ,,MeHaumeHnT Ha Man 6u3auc”, Cxomje, 2004,ctp.122
% Ucro, cTp. 122
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3ayeToKOT Ha MeHaLMeHTOT cnoped Makc Bebep 6u ce Haoran BO pa3BojHaTa
CTPYKTypa Ha OupokpaTtcko ¢opMMpaHMTe OMWTECTBEHO EKOHOMCKM OpyLuTBa.
MeHaLMeHTOT ce Haora BO OHOj gen of Oupokpatckata CTpykTypa Kage LWTo ce
HaoraaT paKkoBOAHWTE OpraHM Ha gpywTBata. Twue OM ce Bogene nomarnky crnopej
nULIAHUTe NpaBunia n Nponucu Ha pupmara, a noBeke cnopen KpeaTUBHUTE MHOBATMBM
Ha MeHalepuTe.

MeHalyepuTte kako nocebHa npodecnoHanHa M TexXHOKpaTka MHTenureHuuja u
CTPYKTypa oA OMNwTEecTBOTO npunaraaTt npeTexHo Ha T.H 6enu jaku (Pajt Munc). Tue
BCYLLHOCT MpeTcTaByBaaT Jflyfe KOWUWTO CTeKHyBaaT BepTuKanHa onwTecTBeHa
NOABWXXHOCT, NOTNMPAjKM Ce Ha CTEKHATOTO BUCOKO obpa3oBaHue, a He BP3 OCHOBa Ha
GoraTcTBO (MMOT). YXMBaaT BMCOK NpecTuk Bo onwTecTtBaTa. Co Toa 61 ce 3akny4mno
JeKa MeHallepckata coumjanHa ynora npeTcTaByBa HEKOH3UCTEHTEH OMWTECTBEH
cTtaTyc, 3atoa LWTO yXMBaaT BUCOKM MNPEecTXX W MOK, a He nocedyBaaT WUMOT
(6oraTcTBo).

2. B/IMJAHUE HA COILIUJAJTHATA CTPYKTYPA BP3 MEHAIIMEHTOT

MonmoT ,CTpykTypa“ HeMa aBTOXTOHO MOTEKNO BO couuonorujata, TyKy BO
HayKuTe U BELUTUHUTE KOM Ce 3aHMMaBaaT CO NpoyyyBah-€ Ha NPOCTOPOT, N 3aToa Hue
ynotpebyBame TEPMUHM CO MPOCTOPHA KOHOTauuja: ,OMNWTECTBEHA CTPyKTypa“,
L,LOMNWTEeCTBEHa cTpatudukaumja“, ,onwTEeCTBEHN CIIOeBU”, ,BUCOKM W HUCKU Kracu®,
,LOMWTECTBEHA ANCTaHLA", ,XOPU30HTasHa 1 BepTUKanNHa noasmxHocT" n cn. Cute osue
TEPMUWHM Ce ogHecyBaaT Ha MPOCTOPHUTE O4HOCH.

MonMOT onwiTecTBEHa CTPyKTypa € MOoWwMpPOK Of MOMMOT KrnacHa CTpyKTypa,
Ouaejku rpynuTe Kou r pasrnegyBame Kako efeMeHTV Ha onwTecTBeHaTa CTpyKTypa
He Mopa Aa 6uaat onwTecTBeHn knacu. Cropeq Toa, onwiTecTBeHaTa CTpyKTypa ja
chakaMe Kako CUCTEM Ha Mery4oBeYKM OOHOCK, OAUCTAHLUUU U XMepapxXun Kako BO
HeopraHuanpaHa, Taka 1 Bo opraHuaupana gopma.s’

MonmoT ,CTPYKTYpa Ha OnwTecTBOTO" UK ,,ONWTECTBEHA CTPYKTYpa“ ynaTyBa Ha
GaKkTOT [eKa ONTECTBOTO € HEXOMOreHa 1 n3gundepeHumpaHa LenmHa coctaBeHa of
MerycebHO noBp3aHu AenoBu n enemeHTn. CTPYKTyMpaHheTo Ha OnwTecTBOTO MOXe Aa
ce npoy4yBa M pasrneayBa crnopen pasnuyHu enemeHTtu n 6enesun: nonoT, Bo3pacTta,
npodecmjata M 3aHMMaweTO, ObpasoBaHMeTOo, KBanudukaumjata, [OXOOO0T, WK
MMOTHaTa cocTojba Ha CeMejCTBOTO, eTHMYKaTa M HaumoHanHata npunagHocT. Mopagu
Toa 30opyBamMe M 3a NnosfioBa, CTapocHa, NpodecmnoHarnHa, eTHMYKa UNn HauuoHanHa,
€KOHOMCKa, KBanudukaumoHa CTPYKTYpa, jasauyHa CTPYKTypa UTH.

37 Ossowski, S., Klasna struktura u drustvenoj svesti, Zagreb. Naprijed, 1981.
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MHO3MHCTBOTO COLMOMO3M CMeTaaT [eka OnwTecTBeHaTa CTpykTypa e
cpeavllHa kaTeropuja Ha COLMOJSIOLLKOTO CrMo3HaBake Ha onwTecTBeHaTa pearniHoCT
UMM TeHyC Ha COLMOSIOLIKMOT MpuUcCTan Ha onwTecTBoTo® u geka BO cekoe Hay4yHo
UCTpaxxyBake, MopaHo UNn NoAoLHa, HYXKHO ke ce cpeTHeMe CO MOMMOT CTPYKTypa KOj
npeTcTaByBa LEHTparneH NovM BO CEKoj HaydeH notgar.3?

OnwTtecTBeHaTa CTpyKTypa ynaTyBa Ha onwTecTBeHaTa nogenba v Ha
obpacunte Ha KOMEKTUBHWUTE npaBuna, YNormte u akTUBHOCTMTE BO OMLWTECTBOTO.
lMocTojaT noBeke HaYMHW Ha NPOyYyBake Ha OMNWTEeCTBEHaTa CTPYKTypa: €OHUOT HauuH
e nNpoy4vyBake Ha onwTecTBeHaTa CTPYKTypa Ha MUKPO paMHuLTe — Toa e obpasel Ha
MHOUBMAOYaANHW MHTEpPaKuMM LITO o KapakTepusmpa CeKOjOHEBHMOT XMBOT; BTOPUOT
HauYMH e pa3srnegyBake Ha OMnwTecTBeHaTa CTPYKTypa Ha Makpo paMHuwTe, T.e.
npoyvyyBawe Ha ronemu onwrtectBeHn obpacum wWTo ro obnukyBaaT UEeNnoTo
ONWITECTBO, BKIy4yBajKun ja xuepapxmjata Ha paboTute U HagomecTyBawaTa, obpacum
Ha nNpegpacyan 1 AUCKpuMmuHaumja kako n obpasoBHUOT CUCTEM Ha ogpeaeHa 3emja.

EnemeHTn Ha onwTtecTBeHaTa CTPYKTypa ce: HOpMUTe, CTaTyCoT, yrornte u
MHCTUTYUUUTE.

Hopmute vMaaT noBeke OMWTECTBEHU (YHKLUMM OO KOW [BE CE OCHOBHMU:
oapXXyBate Ha penaTvBHaA CTabUMHOCT M MHTerpaumja Ha OnwTEeCTBEHUOT CUCTEM, CO
LUTO ce crnpeyvyBa XaoCOT W pacnarakeTo Ha OnWTECTBOTO U (DYHKLUMOHUPaHETO Ha
OMWTECTBEHUTE WHCTUTYUMW KOWM TO OBO3MOXYBaaT W (PYHKLMOHMpaHETO Ha
OMLITECTBOTO KaKO LENMHA U HEroBuUTe OENOBU, HO M 3a[0BOSyBatETO Ha HEroBute
BUTanHu notpebu n notpebuTte Ha UHAMBMAYANHUTE M ONLUTECTBEHUTE TPYMW.

CTtaTycoT e nosvuuja BO OMnwITeCTBEHaTa CTPYKTypa LUTO oApedyBa kage edHa
VHOMBUOYa npunara BO 3aedHuLATa M Kako Toj unv Taa Tpeba Oa ce ogHecyBa CO
apyrute nyre.4°

CTaTycOT KakO €enemMeHT Ha OnwTecTBeHaTa CTPyKTypa MMa 3HA4MTEeNHO
BNMjaHMe BP3 HA4YMHOT Ha OAHecyBawe (NOBedeHMe) Ha NyreTo U Kako Apyrute ce
ogHecyBaaT KoH HmB. OTTyka, Cekoj ctaTyc Hocu co cebe nogpepeHa ynora. He
noctojaTt ynorun 6e3 cratycu n ctatycu 6e3 ynorn. Cekoja nuansmngya nma rnoseke ynoru
KoM npowusneryBaaTt Of pa3nuyHuTe obpacum BO KOM Taa ydecTByBa, T.€. KOMMJIEKC Ha
ynoru WTo npunaraart Ha eeH cTaTyc.

Hajwumpoko ccaTteHa, MHCTUTYLUMjaTa € KOHKpeTHa KOMIMOHEHTa Ha €4HO pearsiHo
onwTecTtBo. 3a Ja MOXe onwTecTBaTa KOHTUMHYMpaHO fga erauctmpaar M ga ro
opraHusMpaat HaYMHOT Ha >XMBOT Ha HMBHWUTE YNEHOBKW, TWe BOCMOCTaByBaaT W
passBuBaaT MHCTUTYLMW UMM NOCTOjaHU KOMMSIEKCUM Ha BPEOHOCTWU, HOPMW, CTaTycu U
ynoru Kou umaat Lunpoka nogapLuka.

3 Katunaric, V., Kriza | revizija drustvene structure, Sociologija, Beograd, 1984.
%9Smelser, N.J., Social Structure, Hand book of Sociology, London, 1989.
40 Light, Keller, Sociology, New York, 1975.
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L/HCTUTYLMOHanM3aumja e npouec BO KOj Ce co3faBaaT UHCTUTyuumnTe".

Cekoe npeTtnpujaTue, OOQHOCHO oOpraHusauuvja M MHCTUTYLMja KOja HYXHO €
MeHalupaHa, paboTu, AejcTBYBa U M OCTBapyBa CBOMTE (PYHKUMM BO AadeHa cpeanHa
Unn BO NoBeKke cpeauHu, KoM MerycebHO MoxaT Aa ce pasnukyBaaT, Co nomManu unum co
MHOry ronemu pasnuku. Mery HajBaxkHUTE KapaKTepUCTUKM Ha TUe CPeauHKU LUTO ce
NnoBp3aHM CO MEHaLMEHTOT € eKOHOMcKaTa CTPyKTypa Ha Tue cpeguvHu, nspaseHa BO
CTPYKTypaTta Ha NpoM3BOACTBOTO, TProBujata n NpomMeToT, (PMHAHCUCKNOT, GaHKapCKMOT
N MOHETapHMOT cucTeM, a nocebHo Tpeba aa ce nosHaea cocTojbaTta U OBUXKEHETO Ha
nasapoT Kaje LUTO JafdeHOTo npeTnpujatue rm nracupa ceouTe Npous3sBogu u yCcryriu.
Kora, Ha npumep, edHO npeTnpujaTMe Mma CBOW MMOrOHW, NPeTCTaBHULLTBA UMW U
nnacmpa cBouTe MPOM3BOAM M YCNYrM BO pPasNUYHU 3eMju Oypun U Ha MoBeke
KOHTMHEHTU Toraw MeHaLMeHTOT € 00B3aH Aa Mma CO3HaHue 3a cuTe TUe CPpeauHW.
Hajugnme nokasaTen O4 €KOHOMCKaTa CTPYKTypa BO OMWITECTBOTO KOj peyucu
ANPEKTHO Bfvjae Ha KOPUCTEHETO Ha NpoM3BoAUTE U ycnyrnte e 6pyTo HaLUMOHANHMOT
A0XOA MO XUTen, OAHOCHO BKYMHWOT XXWMBOTEH CTaHAapa Ha nyreTto u NoTecHO rreaaHo
HUBHUTE MECEYHU NprMara Ha (PMHAHCUCKM CpeacTBa, MEPEHO M crnopen noeanHey u
cnopen npunagHoOCT Ha noeguHeuoT BO cemejctBoTo. OBME WHGoOpmauum ce
HEeOMNXoOHW 3a MeHauupakwe Ha dupmarta nocebHO BO OeNoT Ha nnaHupaweTo (U
AOSITOPOYHO UM CPEOHOPOYHO UM KPaTKOPOYHO) M BO [AenoT Ha oAnyvyBaweTo
(DoHecyBare onepaTMBHU W CTpaTELlKM OAflyKU), Ma M BO OEri0oT Ha KOHTponaTa BO
CMUCNa Ha OocTBapyBawe Ha NocTtaBeHuUTe Lenun, edekTHOCcTa U eeKkTMBHOCTa oA
paboTeeTo W NOCTUTrHATUTE pe3ynTaTu MepeHn Wu Ccrnoped o4ekyBawata U Cco
00jeKTUBHN KpUTEPUYMU.

3a MeHaLMEeHTOT U Kako hmnosoduja n Kako NpakTUyHa akTUBHOCT € BaXKHO Aa
MMa CO3HaHWja U HMB da M pecnekTupa BO MOrfne Ha coumjanHaTta CTpykTypa Ha
OMwTEeCTBOTO, OAHOCHO Ha CpeanHUTE BO KOW MpeTnpujaTMeTo ja HacodyBa U ja
OCTBapyBa CBojaTa aKTUBHOCT U Npeuu3HM MHGopMauum 3a coumjanHaTta CTpykTypa Ha
BpaboTeHnTe BO CaMOTO npeTnpujaTune.

Bo cekoja cpeguHa MoxaT ga ce pasnukyBaaT pasfvMyHW CroeBu (BUCOK
OMLTECTBEH CIOj — CO CBOW NOArpynu, NoToa CpefeH ONWTECTBEH CI0j KOj € UCTO Taka
COCTaBeH o NocebHU OenoBu, KAaKo M HU3OK OMNLUTECTBEH CrOj Kaj KOro uma ofaesiHu
rpynun) Kou ce BaXKHW 3a OnepaTUBHOTO paboTewe Ha KOHKTPETHOTO npeTnpujatve 3a
KOHUUNUpake 1 peanuavpare Ha HEeroBMoT pasBoj, 3a OCTBapyBawe Ha HerosaTa
mucuja n dyHkumn. Ce pasbupa, geka ke ©OugaT pasnumyHu cropen 6enesum Ha
KBanMTETOT M Cnopea LueHaTa NPOU3BOAM UMM LITO MNOTEHUMjanHM KynyBaun ce
NpUNagHNLN Ha HajHUCKUTE OMWTECTBEHU CrOEBU, BO OAHOC Ha NPOWU3BOAM YUK LUTO
KyrnyBayu 1 NOTpoLlyBayM npunaraaT Ha HajBUCOKOTO HMBO Ha HajBUCOKMOT cnoj. OcBeH
GoraTCcTBOTO, MPECTWXKOT, YNOrMTe M MOKTa KOj Ce pasnuKyBaaT Kaj pasnnyHuTe
KaTeropuu 3a MeHalLMeHTOT ce BUTHM N CO3HaHMjaTa 3a ApyruTe TOYKM Ha couunjanHuTe
cnoesu (KynTypa, penuruja, Tpaguumja, HaBmkn obudam u cn.) 3a WwTto ke enabopupam
o4AenHo.
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3a MeHaLMHeTOT W 3a MeHayepuTe, U Of BUCOKO W Of CPedHO HMBO €
HEOOAMUHIIMBO [a ja 3Hae couujanHata CTPyKTypa, couujanHata npunagHocT Ha cute
CBOM BpabOTEHN CO KOM, BCYLUHOCT, U MM OCTBapyBa akTUBHOCTUTE U MM NOCTUrHyBa
uenuTe BO MpeTnpujaTMeTo, NyfeTo KoM MeHalMeHTOT M ynpasyBa M pakosogu. Osa
no3HaBake MMa BfvjaHMe BO BKYNHOTO paboTewe Ha MeHaLMEHTOT, a NocebHo Mma
ofpa3 BO OernioT Ha paboTHUTe OAHOCK, OUEHYyBaweTO, HarpagyBaheTo U OTBOpahe
nepcnekTMen Ha BpaboTeHUTe 1 BO CO34aBaH€TO KpeaTuBHa MobunHa atmocdepa BO
npetnpujatneto. Moxe, Ha npumep, da ce CryyuM MNoeauHey da MMa BUCOKa Unu
penaTtMBHO BMCOKa MO3uWuuMja BO CaMOTO npeTnpujatve, da ce Haolfa BO BPBOT Ha
M3HOCOT Ha nnaTtute BO MNPeTnpujaTMeTo, HO Ja UMa penaTtMBHO MOHU3OK >KMBOTEH
CTaHOapT Cco orfe Ha MOXHOCTa Ada npunara Ha MHOry 4YNeHO CeMejCTBO CO
nosekemmHa HeBpaboTeHn. Moxe ga ce npeTnoctaBum M obpaTHa cuTyaumja BO Koja
KOHKTPETHMOT BpaboTeH BO dupmaTta mMma nomana nnata M MNOHU30K CTaTyC HO
06jekTMBHO Aa npunara Ha NOBUCOK OMLUTECTBEH CIIOj.

MNMo3HaBakeTO Ha couujanHaTa NpPUNagHOCT Ha BpaboTeHUTE MU MMaHeTo
CnYKa Ha couumjanHaTa CTpyKTypa Ha paboTHMOT NoTeHUMjan He MoXe 1 He Tpeba aa ce
chaka Kako Mellawe BO MPMBATHUOT U JIMYHWOT XMBOT Ha noeauHuuTe, (TakBOTO
Mellawe € Hego3BONEHO M HenpudaTnmMBo), TyKY Kako MOXHOCT M YCNOBM 3a
Haje(PeKTUBHO BKNy4YyBawe Ha MoeavHUMTE BO OHEBHUTE PabOTHM akTMBHOCTU, BO
NPOEKTUPaEeTO Ha WAHMHATA, BO OCMUCITYBah€TO Ha pas3BOjHATE JIMHWM Ha
npeTnpujaTueTo.

BecywHocT, HM3 paboTata BO KOHKPETHO MpeTnpujatve, opraHusauuja wu
yCTaHOBa, CO CO3aBak-eTO YCrOBWU 3@ NMOBUCOKM NpUMara u OpYyrn akTUBHOCTU — Ce
ncupTyBaaT M MOXHOCTUTE 3a couumjanHata MNOABMXHOCT Ha nyreto, nocebHo Kora
npaBeuoT Ha Taa MOABWKHOCT € NMpPOMeHa o MOHWUCKa rpyna BO MOBMCOKAa rpyna BO
pamMKuTe Ha JaAEeHMOT ONWTECTBEH CMOj UM Nak CO NPEMWUH BO MOBMCOK OMLITECTBEH
cnoj. beagpyro, ce MOXHU 1 OBWXeHa BO CMPOTUBEH NpaBeL: Kora ce nNpemMuHyBa o[,
NMOBMCOKa BO MOHMCKa rpyna BO OMLUTECTBEHMOT Crl0j UM Nak BO MOHM30K OMLITECTBEH
cnoj.

Kora ce nosHaBa couujanHata CTpykTypa Ha BpabOTEHWTE 3a MEHALIMEHTOT €
BaXKHO 1 BO nornea Ha paboTHUTE akTUBHOCTWU, HO M BO €THMYKA CMUCNa, BO paMKuTe
Ha paboTHaTa nnu nowmnpokaTa KOMyHUKauuja co BpaboteHuTe.

3. B/IMJAHHETO HA CTENTEHOT HA OBPA30OBAHUE BP3 MEHAIIMEHTOT

Couuonoruvjata Ha obpasoBaHue M NpoydyBa ogHocuTe Mery obpas3oBaHNeTo U
OMLWTECTBOTO, OAHOCHO FO MNpoydyyBa 0OOpPa30BHMOT CUCTEM Kako TMOTCUCTEM Ha
rmoGanHMoT OMNWTEeCTBEH CUCTEeM Kako W Ha ofHocuMTe cO Opyrute AenoBu Unu
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NOTCUCTEMW Ha OMLITECTBEHWOT CUCTEM U HeroeaTa OMLITECTBEHA CTPYKTYypa, LUTO ro
KapaKTepusmpa MakpoCoLMOSOLKMOT NPUOA BO colpornornjata Ha obpas3oBaHMUETO.

MocTojaT gBa Buaa obpasoBaHue: POPManHO WM WHCTUTYLMOHAITHO Koe ce
n3BegyBa HU3 yyunuwitata BO OCHOBHO, CpedHO obpasoBaHue M hakyntetute BO
BMCOKO 0oBpasoBaHune n HedopmanHo obpasoBaHMe Koe ce M3BedyBa CMOHTaHO U Koe
MOXe Aa ce cneau of camoobpasoBaHve Ha nHaMBuayaTa A0 UHOUPEKTHO BOCMMUTHO U
006pa3oBHO BrnvjaHME Ha HeeayKaTUBHUTE WHCTUTYUMM BOH (POPManHMOT CUCTEM Ha
obpasoBaHue.

Cdhakarwbata 3a QyHKUMMTE Ha 0O6pasOBHUTE WHCTUTYUMM 3aBucaT oA
TeopeTcknute napagurmu. MerfyTtoa, kako wTo HarnacysaaT Mek [u u P. Llepom
TeopeTudapuTe Ha OBeTe TEOPUCKN napagurMm — YHKUMOHANUCTMYKA U KOHNNKTHA
ce cornacyeaat feka yuyunuwTtata Tpeba aga o6esbepat MopanHu  ynaTtcTea,
KOrHUTUBEH Pa3BUTOK Ha MHOMBMAOYATA U TEXHUYKU, CTPYYHM KBanudukauum. 4

HajnpBMH € HEeOAMWHNNBO MEHaLMEHTOT M MeHayepuTe Aa bugaT cooaBEeTHO
obpasoBaHn 3a Teopwuja, unosodujata n nNpakTMkata Ha MeHauupaheTo U Toa BO
HajnoTNoMHa 1 BO HajluMpoKka cMucna (LITo € MeHaLIMEHT, BO LUTO Ce COCTOM HerosaTa
ynora v (pyHkUMja, Kako usrnega v kako tpeba ga uarnega HajgodbpmoT U HajycneLwHUoT
MEHalIMEHT, Kako ce O[HeCyBa MeHalepoT cnpema npeavssBuuuTe, Kpusmute u
MOXXHOCTUTE, Kako M MeHalmpa YOBEKOBUTE PeCcypcu, KakBa e 1 KakBa Tpeba aa buge
HeroBaTa eTuKa, BO KOj YCINoBM MeHaunpaweTo Moxe a buae npoayKTMBHO, a BO KOj
KOHTPanpoAyKTMBHO). AKO BaXu NpaBunoTo Aeka obpasoBaHMeTo n obpasoBaHoOCTa ce
TeMen Ha Cekoe ONWTEeCTBO, a ywTe NoBeke HEOMWHNUB MPeaycrioB 3a MOCTOEHE U
pa3Boj Ha OMWTeCTBOTO — Toraw obpasoBaHMeTO U obpas3oBaHOCTa Ha MeHalepuTe
Tpeba ga 6buae Ha cammoT BPB M 3a CaMMOT MEHaLIMEHT U 3a cdeparta (obnacra) Bo
OMNLITECTBOTO BO KOja paboTn n aejcTByBa COOABETHOTO NMpeTnpujatue, MeHaLmpaHo oj
KOHKpPETEeH NnoeanHew unu rpyna MeHatiepu.

MeHaymeHTOT Tpeba ga uma wWwupoka WMHAOPMMPAHOCT 3a UenuMHaTta Ha
00pa3oBHMOT CUCTEM BO [ajdeHa ApxaBa unm nogobpo peyeHo 3a obpasoBHUTE
CUCTEMM BO ApXXaBUTe BO KOW npenpwujaTujata OCTBapyBaaT HekakBa akTMBHOCT. Of
uenMHata Ha o00Opas3oBHMOT CUCTEM HeogMWHNMBO Tpeba pga ce nosHaBaar
o6pas3oBHUTE Nporpamu, NpodmnoT U CTPYKTypaTa Ha KagpuTe LWTO npouanerysaaT of
O4AENHM YyYMnuWTa M BUCOKO OOPas3OBHM WHCTUTYLMM KOU WA OUPEKTUBHO UMK
nocpenHo uUnu BO MAHMHA Ke ce perpytupaaT Kagpute 3a KOHKTPETHOTO npeTnpujaTue.
3Hayn MeHalIMEHTOT OCBEH LUTO MMa OoGBpcka ga ro no3HaBa 06pas3oBHUOT CUCTEM U
pe3yntatute o4 Hero, HO Mma oGBpcka WUCTO Taka fa AaBa Maen u npennosu 3a
cywTnHaTa Ha oOGpa3oBHMOT CUCTEM, 3a HEroBM KOHKPETHM OMMEH3UW, Oa npeanara
npomeHun n cn. Co nspasyBarwe Ha cBouTe NoTpebn BO JaneH MOMEHT, a ylTe noBeke
3a HapefeH Nepuoa — MEHaLIMEHTOT BCYLLUHOCT ucnpaka nopaka n nHopmauuja 3a Toa

41 MgGee, Jerome, Sociology, Holt, Rinehort, 1980.
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Kou nyfe, co KakoB cTeneH W Bua obpasoBaHve Ke MoxaT ga ce BpaboTyBaaT BO
HeroBaTa hmpma, Ko Ke buaaT NnepcnekTMBHUTE 3aHMMakwa U Npogecum, co Koro BO
norneq Ha obpasoBaHuMeTO upmaTta Ke OCTBapyBa KpaTKOpoyHa W AOnropodvHa
copaboTka U KOMyHUuKauuja.

MNocebHa Tema 3a MeHalLIMEHTOT e hopmyrnaTa Ha NOCTojaHO yvyere (AOXMBOTHO
obpasoBaHue) WTO Tpeba fa ce opraHuM3mpa 3a cammte BpabOTEHM BO paMKUTE Ha
npetnpujatneto  (0bykn, npekBanudukaumm, TemenHun obpas3oBHM  3acdhatn).
MeHaumeHTOT Tpeba m Mopa ga ce onpegenu 3a coapXuvHata u gopmute Ha
poobpasyBare Ha corncTBeHuTe BpaboteHu, ga o6e3bean maTtepujanHi, (UHAHCUCKM,
OopraHu3aumncku, KagpoBCKM W OpyrM ycrnoBu 3apagv BakBOTO AoobpasoBaHue, Aa
n3bepe mogen 3a HajycnewHa peanusauuvja (nporpamu, vM3senyBadn, UHCTUTYLUN U
cn.).

4. KYJITYPATA U MEHAIIMEHTOT

Bo coumonowka cmucna Ha 3060pOT KynTypaTa ro BKMy4YyBa CEKOj Aen WM
obpasey Ha ogHecyBawe, OUNo Koj craB, BpegHOCT unn ybenyesawe, GUNo koja
BELUTMHA LUTO ja yyaT YOBEYKUTE CyLUTECTBA KaKO YSIEHOBM HA YOBEYKM FPyMnu, Kako M
payHM npou3Boan unu ynotpebata Ha Guno Koum martepujanHu cpencTtBa Kou ce
npou3Boan of, OBME YOBEKOBU CMOCOBHOCTU.*?

Taka WMpoko ccpaTeHa KynTypaTa uma BnuvjaHMe pevncu Bp3 cuTe AEroBU Ha
OMWTECTBEHOTO MBEewe, Na W Bp3 pabotata U  PYHKUMOHMPAHETO Ha
npeTnpujaTujata, opraHnsauunTe u yctaHoBute. 3a MeHaLIMEHTOT € MHOTY 3HayajHo aa
ja no3Haea kynTypaTta u Aa uma KynTypa Ha MeHaLepcKko OgHeCcyBaHe.

KynTypata BO onwTeCcTBOTO € OHaa paMKa Koja BUASIMBO MW NOMarsnky BUAMMBO
BNuWjae BpP3 BKYMHOTO OAHECyBawe Ha nyreto m BO paboOTHUTE aKTUBHOCTWU, U BO
CEKOjOHEBHOTO XMBEEHE, M BO OMLITECTBEHOTO, jaBHOTO OpraHusnpamwe. KyntypHute
obpacum Kako KOAOBM BaXkaT M NMocTojaT BO ONpedesieHn CpeayHu U ce BNujaTtenHu Bo
npudakakeTo Ha NOHyauTe, Kako NPOM3BOAM U YCIYIX Of, pasnuyHuTe npeTtnpujatnja un
nHcTUTyummn. [obpmot meHalep Oo getanum Tpeba ga ja no3HaBa KynTypaTta (kKako
CEBKYMNHOCT Oof Tpaauumja, BpegHOCTU, OAHecyBawa, obunyaun, Hopmu, MaHudecTauum,
npouecn) Ha cpeguHata BO Koja HEroBOTO MpeTnpujatMe ja oOcTBapyBa cBojaTa
aKTMBHOCT WNW NfaHupa da opraHusvMpa akTMBHOCTU (KOMYHMKaLUK, MapKeTUHr
aKTMBHOCTW, NPOM3BOACTBO, UHTENEKTYanNHN ycnyrin u cn.). Bp3 ocHoBa Ha BTEMENeHn
CO3HaHMWja 3a KynTypata Ke MOXe Aa ro KoHuunupa, ga ro nporpamupa, ga ro
opraHusupa, peanusvpa n ga ro BpeHyBa Of4HECYyBaHEeTO Ha CBOETO npeTnpujatve 3a
cpeavHa 4YuMM WTO KyNTYpeH KoL € KOH3epBaTU3MOT W CTPUKTHO MOYMTyBake Ha
TpagvumjaTa e MHOry TELLKO [a ce BoBeayBaaT, 6€3 cooaBETHM NOArOTOBKN, HOBMHM BO

42Mg Gee and Others, Sociology, Holt, New York, 1980.
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NpOM3BOAM M YCNYrM KOW HEe Ce coCema BO COrMacHOT CO TakBMOT KynTypeH kod. O
ucrtopuvjata, og npen 20-TMHaA roAWHKW, BO 3EMjUTE Ha MNOPAHELLUHWOT TakaHapeudeH
counjannucTuykn narep, kako wto ce byrapuja, PomaHuja, YHrapunja — e 3anameTeHo
Aeka Mo nafakbeTo Ha AOUKTaTOpCKUTE pexumn, BO kou 6ea cTporo 3abpaHetu
crnvcaHvja n MeanyMcKku COAPXXMHU UCMOSMHETM CO epoTcKka M NopHorpadcka TemaTuka,
HacerneHveTo MHory 6p30 ce npuBMKHA M M nNpudaTtm BakBUTE MOHyAM, 3a LWITO
MeHallepuTe BO COOABETHUTE MpeTnpujaTvja npesegoa puMsmK 1 NnocTurHaa ycnex. Unu:
BO OBMe cnyyam belue naeHTUMUKYBaH KynTypeH KOA KOoj nocakysalle u rv npudartu
NpoOMeHUTE.

BaxxeH 3a MeHaLIMEHTOT € U eNNeMEeHTOT Ha COoMNcTBeHaTa KynTypa, BO NoLIMpoka
cMmucna, Wro Bo cebe rv coapxun co3HaHujaTta 3a nompokaTa 1 notecHaTa OKonmMHa BO
Koja dyHKUMOHMpa HEroBoTo npeTnpujatne, notoa ce BOpojyBa M NO3HaBaHh-€TO Ha
obpa3oBaHMeTO concTBeHata o0Opa3oBaHOCT, €TUYHOCTa BO OAHECYBaweTo W
KBanuMTETOT U eTMYHOCTa BO KOMyHUKaumnte. OOHOCHO BO MeHaLIMeHTOT ce 6apa u ce
OYeKyBa BMCOKa KynTypa OMLWTO rnegaHo v Kyntypa Ha MeHaLepckoTo OAHeCYBaHh-€.

Kako wTo Gewe M3NOXEHO M 3a MO3HABaHETO Ha CTEMEeHOT W BMAOT Ha
obpasoBaHve Ha BpaboTeHUTe, MeHaLepoT e HyXHO Aa ja no3HaBa KynTypata Ha
BpaboTeHnTe, 6Geneante N AUMEH3MUTE HA HUBHMOT KynTypeH KanuTan. lNo3HaBareTo
Ha oBaa KynTypa OBO3MOXyBa nogobpa opraHu3sauuja, HajcOOABETHO UCKOPUCTYBaHe
Ha KpeaTMBHWTE MOTEHUMjann Ha nyreTo, BOCMOCTaByBake W OOPXYyBawe Ha
WHULUNjaTMBHOCT M TBOpedka aTtmocdepa BO MpPeTnpujaTMeTo, BHECYBake Ha AyX Ha
TonepaHuMja u copaboTka, LWTO MWCTOBPEMEHO Mogpa3dbupa wu3berHyBawe Ha
KOH(NMKTUTE M aKko BeKe HacTaHane yCnewHo CcoovyBawe CO HWMB U yCMewHo
paspeLlyBam-E.

5. PEJIMTUJATA, CEMEJCTBOTO U MEHAIIMEHTOT

NMoMMOT kOj OOMYHO Ce cMmeTa KapakTEpPUCTUMYEH 3a Ce LITO € PENUMNCKO €
NMOUMOT Ha HaTnpupoaHoTo. Moa Toa ce nogpasbupa cekoj Nopeaok Ha HelTaTa Koj ro
HagMUHYBa [OOCTPENoT Ha HalMOT pasyMm: HaTNpPMpPOOHOTO — Toa € CBEeTOT Ha
MUcTepujaTa, Ha HEMo3HATNMBOTO, HecaTNMBOTO...*3

CeMejcTBOTO € nprMapHa OnwTeCTBEHA rpyna 3acHoBaHa Ha Gpak U POOHMHCKM
OOHOCU, YMM YNEHOBM MO MpPaBWUmo, XMBeaT BO 3aegHuua. Tue 3aBucaT of OMLTOTO
[BV)XEH-e Ha OMLUITECTBOTO, a8 U caMuTe UmaaT BnvjaHue Bp3 HEroBMoT pas3BMTOK. Toa
3HayM Jeka NPOMeHWUTe Ha GpakoT M Ha CeMejCTBOTO MoXaT Aa ce pa3bepaT camo ako
ce nocmartpaaT BO LiennHaTa Ha OnLTUOT OMLLTECTBEH Pa3BUTOK.

43 Tupxem Emun, EneMenTapHu oOJIMIM peIMIHCKOT %uBoTa, [Ipocsera, Beorpa, 1982.
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Wako, BO NnpuHUMN, penurno3HaTta npunagHocT U U3jacHyBakbe, Kako U CeEMejHUTE
coctojom u ogHocu, BO roneMa Mepka ce npuBaTHOCT Ha BpaboTeHuTe BO
npeTnpujaTtMeTo, MeHaLMEHTOT € ynaTHO Aa MM nma OCHOBHUTE MHpopMauun 3a cesoute
BpaboTeHn 3apagmn nounTyBake Ha BepckaTa onpegenda n Ha cemejHaTa cuTyaumja Bo
dyHKUMja Ha Nogo6pOo UCNofNHyBake Ha paboTHUTE OBBPCKM M 3adayn, of cTpaHa Ha
BpaboTeHuTe.

LLto ce ogHecyBa 0o penurvjata, MeHalLIMEHTOT nma obBpcka Aa pacnonara co
WHoOpMauuM 3a [OOMWHAHTHATa penurvja M 3a Apyrute MNPUCYTHU penurum BO
pernoHnTe, OAHOCHO BO MOLLUMPOKUTE 3aedHuuUM BO Kou paboTu 1 gejctByBa CO Uen aa
He M noBpefyBa PeNUrMo3HUTE YyBCTBA Ha HaceneHweTo M BO Taa cMUcna da ja
Hacoumn cBojaTa akTuBHOCT. Moxe Aa usrnega 6aHanHo, ama Kako npumep Moxe Aa ce
HaBede [eKka peKknaMHUM MOopaku, MapKeTUMHLUKA aKTMBHOCTM W OOHOCKM CO jaBHOCTA
Tpeba 3agormkuTenHo pQda BogaT CMeTKa 3a penurnjata  Ha KynyBauute U
noTpoLlyBadnTe, 3a a He Ce Cryyn Ja UM ce Hyau u ga ce npenopadvysa KBanuteT U
KapaKTepUCTMKM Ha NPOU3BOAUTE W YCryrmTe KOM He ce BO COrfacHOCT WU ce BO
CMPOTUBHOCT CO PENUIrMo3HUTE BepyBaka, 0bpean v npaktuka. lNpakTtukata nosHasa
cuTyauuMm Kora 3a efHa penurmja ce nnacvpaHu nopaku KOu ja HaspedyBaaT Taa
penuruja n HejsuHUTE NPUBP3AHULN.

OcBeH KynTyposioWKNUTE pasfnuku, NOCTojaT MHOTY 3aHUMIMBK, aMa U CePUO3HU
rPELKN BO MapKETUHIOT KOM Ce HaoraaT M BO NporpamuTe 3a O4HOCK CO jaBHOCTA, a ce
nocrneavua o4 Heno3HaBahkeTO Ha fokanHuTe jasvun. Bo egHa 3emja BOOMWTO He
ogena npogaxbaTa Ha Konu/asTomobunu, bugejkn nmeTo Ha aBTOMOBGUNOT BO NPeEBOS,
3Ha4yeno ,MpToBeYKkM caHayk’. Tenesmsnckata peknama 3a [e3040paHC Koja ce
npukaxysana BO Hekon 3emju BO Adppuka, cyrepuparna arpecuMBeH HacTarn Ha XeHuTe
cnpema Malwkuite, WTO 6uno Hes3aMUCNUMBO 3a KynTypata Ha Toa nogHebje.
ABHWOKOMNaHWjaTa Koja ro npasesia TeneBn3nNCKNOT CNOT 3a CBOUTE ,paHAeBY” — casrioHn
Bo bpasun, nogouHa ccatmna geka Ha nopTyrancku ,paHaeBy” 3Hayun ,MecTo 3a Cekc’.
Wnun ornacute komn 6une ocopmeHmn co ronemo konmyecTso Gena 6oja Bo 3emja BO koja
OenaTta 60ja e cMmbon Ha cmpTTa.

CnomeHaTuTe NpMMepu He ce HOBMW, MefyToa npeTcTaByBaaT nobpa unycrpauuja
3a rpewkuTe KoM MOXe [a Ce HanpaBaT Kora nopakuTe ce Au3ajHupaaT 3a apyru
KyNTYpu v Apyrn 3emju.

OcBeH jasnyHuTe cTtanuuu, HeBepbanHata KOMyHMKauuja, No4 Koja 4ecTo ce
nogpasbupa ,roBOpPOT Ha TENOTO”, MOXe Aa Aoseae Ao Hepgoymunuw. [Npepn nsseceH 6poj
roguMHu, komnanunjata BAA Bogena MolwHe 3aHMMIIMBaA nNponaraHgHa kamnawa, Koja ce
noTnuvpana Ha (pakToT LUTO recTukynaummTe M HEKOHTPONMpaHUTE OBMXKeh,a cocema
He3abenexaHO MNOMWHyBane BO edHa 3eMmja, a BO Apyra — wumarne HaBpennvea
KOHOTauuja.
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6. MEHAIIEPCKA ETUKA

Nako eTukaTa Moxe ga ce cmeTa 3a Aen of NoeamHeLoT, o4 NMyHocTa, Taa uma
1 onwTecTBEeHa ANMEH3Mja U € Aen of OMNLITECTBEHOTO XUBEEH:E.

MonmoT eTuka e cocTaBeH o Aa 36opa: ethos — obuyaj n ethicos — mopane-.
MomMMOT e 04 rpyKo MOTEKNO, a 03HavyBa 06M4aj, 3HaYeHe, KapakTep...

OcCHOBHO Mpallake 3a OueHyBawe Janu € HewToO eTUYHO UIM He BCYLUHOCT €
npawake 3a HMBOTO Ha Koe ce yTBpAdyBaaT eTuykuTe Hadvena. YoBekoT e eTu4ko
CYLWITECTBO W CEBKYMHOTO HEroBO [AejCTByBakbe MOAMNEXW Ha €eTUYKM oLeHKu. 3a
nuyHaTa eTuka ce Benu Jeka ja cos3fasaart npasurna no Kou noeguHeuoT CU ro Xuesee
CBOjOT COMNCTBEH XMBOT. ETWMYKOTO ogHecyBake € OHa Koe ofroBapa Ha OnwTo
npudpateHnTe coumjanHn Hopmu. ETukata e 36up Ha npaBwuna Koja ro onpegenysaaT
AoBpoTO M NOWOTO oaHecyBawe. [1o3HaBajkm rm Tve npaBuna 3HaemMe ganu HaweTo
ofHecyBahe € eTUYKM NpudaTnmneo unn He e. ETUYKMTE npasuna ce NpUCYyTHU BO cuUTe
OMNWTECTBEHM 3aefHuUM, CUTE OpraHu3auum n Kaj NoeauvHUM Kako HeOonxoaHu 3a
YyBaHk-€ U Pa3Boj Ha OPraHN3NPaHUOT COXMBOT.

MoparnoT no ceojaTta cylwTMHa NpeTcTaByBa 36Mp o NpasBuna 3a perynvpame Ha
OJHeCcyBaHheTO Ha YOBEKOT BO onwTecTBoTo. Kora ce 36opyBa 3a npasura cekorail ce
noMuUcIlyBa Ha MULLAHM HOPMW KOW M ypedyBa ogHOCUTE Mery NyreTo, KakBW LUTO ce
3akoHMTe. Ho MopanoT noceayBa W HenuwaHu npasuna. ETvkata u mMopanoTt ce
¢beHoOMeHM Ha ONLTECTBEHOTO CO3HaHMe. Tue 3aeMHO ce AonosiHyBaaT u 3boraTyBaar.
ETukaTa ro npoyyysa npupoaHOTO HO BO UCTO BPEME U ro AOMNOrHyBa CO NpakTukaTta Ha
MOparHoTo.

[denoBHa eTuka e cnoj Ha Aparta 36opoBu: paboTa (OejcTByBakwe) U eTuka.
HajnpocTta geduHuumja koja o4 0BOj CNoj MOXe Aa ce u3seae e paborteH moparn.

Kaj penoBHata eTvka MOCTOM LeNn U UHTepakuuja. 3Hauu ywTe BO NOYETOKOT
AenoBHata eTuka Gapa OBOCTpaHO 3a40BONyBake Ha uenu n notpebu. [enoBHMOT
cybjekT 3a ga buge etndeH Tpeba ga rm peanuampa noTpedute u uenute Ha OpyrnoT u
Aa buge yeceH M eTUYeH BO Toa Kako LUTO Mopa Aa buae YeceH M eTUYEeH KOH camuoT
cebe. [Jenoto Ha eTUYHUOT [enoBeH CcybjekT He e nodapok TyKy e gen of
[loroBopeHaTa pasMeHa Ha CUMEeTPUYHM ycryrn, obpa unu napu*t. [lenosHuTe nyre
MoOpaaT Ada rm nodMtyBaaT HayenaTta Ha eTukaTa. Taka, ako eTUYKOTO Ha4verno roBopu
AEeKa 3arpo3yBar€TO Ha OpYruTe € HEeeTMYHO U HemopariHo, Torall Cekoj AerioBeH
yoBek Toa Tpeba ga ro nounTyBa 1 Aa BOAW CMeTKa Aa He rv 3arposyea. Bo HemopanHu
ofHecyBaka MOXaT Aa ce BOpojaT pasHu MaHunynaumm Bo paboTeweTo, Hennakahe
AONIrOBU, MUTO M KOpynuuja, MaTHU 34ENKN, pa3HN eKo NPONyCTn U Ch.

4 Temjanocsku, Pucre, I[Tpumenera ekonomuja, Epornicku YHusepsutet, Ckomnje, 2008
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Bo Hanopute ga ce obe3beau kBanuteT Ha NPOMEHUTE BO MPOCTOPOT BO KOj Ce
ogBvBaaT paboTHMTE Mpouecu mMopa fa ce NnovmTyBaaT HOBM Norvku. NpomeHunTe BO
cpeouMHaTa o4 CBOja CTpaHa HO W MNPOMEHUMTE KOM BOOMWTO ce cryyyBaat
npeav3BuKyBaaT akKTMBHOCTM KoM MopaaT [a ce npeamsBukaaT MNPOMEHUM M BO
opraHmsauunte. CTtaHyBa 360p 3a npomMeHa Ha MUCneweTo U unosodujata Ha
MeHaLlepCKN-OpraHn3aLmcko erauctupame. BeylwHocT meHalepute (Ha cute HUMBOA) ce
TMe kou Tpeba ga ce ccartaT Aeka HOBUTE BPELHOCTUM MU HUBHOTO MOYMTYBaHE NPEKY
narpagyBar€e Ha ,HOB Mopar a co Toa M HOBa eTuka“ e noseke og notpebHo. HMBHOTO
N3OUrHyBawe Ha HMBO Ha MPUOPUTETHU Ha4vena BO OpPraHM3auMCKMOT XUBOT M KynTypa
€ Heonxo4Ho, o4 MpuUYMHa LWITO caMaTa NpOMeHa KOMKy U Aa € edukacHa He e HewwTo
KOe aBTOMaTCKM co3gaBa yCrex.

3a efeH pakoBoauTen He e QOBOSHO CaMO [a HajBu AeKa TOj € U AeKa Ke BpLum
npoMeHn. 3a Hero e BaXXHO Ada ce 0bjacHM KakoB € MoparnoT Ha HeroBuTe MPOMEHM.
McTo Taka 3a Hero e BaXHO [a ja nojacHU npupogHaTa OCHOBa Ha MexaHuamMmTe n
cpegcrtBata kouM Ke M uckopucTu. Komky eTudHu ce uenute € WUCTO Taka BaXKHO
npawase, 3atoa LWTO opraHmM3auujata, BO Koja 1 3a Koja paboTu MeHalepoT e npejg ce
4yoBeYykn peHOMeH. Taa He Moxe 6e3 mopan, xapMoHuja u ybasmHa. A MmopanoT mopa
Aa 3arnoyHe of rope o caMuoT pakoBoAUTEN.

MpumMepoT Ha pakoBOAMTENOT, [AadeH Ha MOTYMHETUTE WU JIOTMYHOTO
objacHyBare 3a notpebaTta o4 NPOMEHU M NpaBeLoT Ha ABMXewe 0be3benyBa ywTe
efHa AMMeH3nja: NoapeaeHnTe NPOMEHN Aa M YyBCTBYBaaT Kako cBoM a He Tyrn. CeTo
OBa € MOLLUHE Ba)KHO OZ MpUYMHA LUTO €TUKaTa, eTMYHOTO M MOPAriHOTO HE MOXaT Aa ce
npakTuKkyBaaT CO AekpeT. 3anoyHaTtute MnpoMeHM Ke ocTaHaT BO cdepaTa Ha
AEKnapaTMBHOTO OOKOMKY He GuaaTt npudateHn BO opraHmsaumjata. 3Haunm MeHalepoT
Tpeba fga e eTMyeH, HO NpeKy nuaepckaTa no3uumja, Bo yHKLMja Ha OgpPXKIMBOCTa Ha
npomMmeHnTe 3a ga 06e3beaun TMe Aga ce npakTuMKyBaar.

Opa nenoBHUTe opraHusaumm ce 6apa n o4eKkyBa Aa ce ogHecyBaaT Ha Ha4yuH Koj
€ KOpWUCEeH 3a OonuwTecTBOTO BO LenvMHa, NocebHO BO Bpcka CO yCroBuTe Ha paboTa,
CUrypHOCTa Ha  MpOM3BOAOT, KBanMUTETOT Ha >KMBOTOT Ha  BpaboTeHuTe,
ANCKpUMMHaUMjaTa npu BpaboTyBake U Crn. YnoraTa Ha MeHallepuTe BO Taa Hacoka e
oA npecyaHo 3Hadvewe. [naBHaTta 6opba NpoTMB HEETUYHO OAHECYBawe € HMBHA. AKO
MEHaLIepoT € HeEoAroBopeH N paboTHMunUTE ke rn nberHysaaT cBoMTe OOBPCKM HO ako
€ MPUHUMNKUENeH na rm noYnTyBa eTUYKMTE HOPMU OYeKyBaHO e Toa Ada ro 6apa u o
nogpeneHute. Bo cMyucna Ha NpeTxoAHOTO MHOrY € BaXKHO Aa ce Mma npenBun Aeka
MeHallepoT MOTeKHyBa O onpefeneHa cpeavHa, OAHOCHO OnwWTecTBeHa rpyna,
oarnegaHn ce CO onpegeneHa Tpaguuuwja, umMaaT onpedeneHa Bepoucrnosen U
nocefyBaaT onpegeneHn BpegHoctn. Cute Tue cornacHo NpeTxogHoTo nocedyBaat
cooaBeTHa hunosodumja Koja UM nomara BO NpoLieHKaTa 1 MOXXHOCTUTE Aa ro pasgenart
AobpoTo oA NnowoTo.
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NcTpaxyBarwaTa nokaxyBaaT [eKka CTaBOBUTE W BPEAHOCTUTE Ha MeHauepoT
UMaaT BaXkHa yrora BO CO3[aBa-€TO Ha €TUYKM aMOMEHT of MpuYMHa LUTO HMBHOTO
BNuvjaHne Bp3 BpaboTeHUTe e Hajronemo. Co3gaBaHeTo Ha NPOAYKTUBHA M MO3UTMBHA
Kn“ma e efHa o[, OCHOBHWUTE 3aJayn Ha MeHalepuTe.

HeonxoaHn ce Hacoku 3apaan aHanuaupawe Ha eTUdkMTe npobnemu co uen
MeHalepute n BpaboteHuTte ga OGugaTt noycnewHun. BoobunyaeHo npaiwsawe koe ce
noctasyBa Npu NpeB3eMareTO Ha HEKaKBa AerioBHa nocTarka e: fanum € 1oa NowTeHo.
BpaboTeHnTe cekorawl cakaaT ga 3HaaT ganv UM e npaBuiHO onpegeneHa nnataTta, a
KynyBauuMTe danu e npaBefHa ueHaTa. 3a npaBegHocTa ce 36opyBa Toraw Kora cute
AobuBKM W Tpowouu ce geduHupaar cnopeg onwTtu npudarteHn npasuna. Ako
y4yecTBOTO BO Tpowounte e paobumBkaTa ce npaBedHW Ha ABETe CTpaHu, Torawl
aKTMBHOCTUTE HajBepojaTHO ce npaBedHM WU MOXaT [da ce cTaBaT BO KaTeropujata Ha
npasegHu.

EnHa og oedvHuuMuTe 3a MeHalyepckaTa eTuka 36opyBa feka Toa ce HopMuTe
Ha ynpaByBake€ WNM MOpanHO MpocyayBake KOoe MeHalepute ro KopuctaT BO
N3BpLUyBake Ha cBouTe 3adaun. Hopmute Ha ynpaByBawe BOrMaBHO Npouvanerysaat
of OMWTUTE HOPMW U BPEOHOCTUTE YCBOEHM BO CEMEjCTBOTO, OfLITECTBOTO,
WHCTUTYLMWNTE UM KON CEe CTEKHATUN HU3 UCKYCTBO.

MocTojaT TP OCHOBHM HMBOA Ha MOPAaNHO UMW eTUYKO MpecydyBarbe Kou I
KapakTepuaupaaT MeHallepute®:

- MopalneH MeHallIMeHT
- HemMopalrieH MeHaLIMeHT
- npoTnBmMopaneH meHaLlMeHT

MopaneH meHalMeHT — ce paboTm 3a MeHalMEHT KOj HacTojyBa BO CBOETO
paboTewe AocrnedHo fa M nouYmTyBa eTUYKUTE npaBuna u Hadena. Pecnektupajku
NOCTUrHYBaweTO Ha pe3yntatm un paboTeHeTo Ha npeTnpujatTmeto Kako u
OCTBapyBakeTO Ha NPOMUT, MOpanNHMOT MEeHaLIMEHT HacTojyBa Toa fa ro ocurypu co
NPUMEHa Ha 3aKOHCKO N €TUYKO OOHECYyBaw-€ Mpu LUTO HE € BaXXHO Aa ce novntyBaaT
oapenoduTe Ha 3aKOHOT TYKY U HUBHUOT AyX.

HemopaneH meHalMeHT — BO OBOj Cnyyaj ce paboTu 3a MeHayep BO 4uja
npuMeHa Mmame 3anocTaByBake Ha eTUYKuTe npuHuMnu. ocTojaT gBa TUMNOBM Ha
HemoparneH MeHaLMeHT 1 Toa:

1. HamepHo-HeMOpaneH MeHalLIMEHT, Npu WTO Ce 3anoctaByBaaT €TUYHKUTE
Ha4yena n HopmMu o nNpmynHa WTo Ce CMeTa eKa Tue He ce NnoBp3aHu Cco pa60TeH:eTo
TYKY CO HEKOU Opyrn no,u,paqja Ha XUBOTOT,

4 [Manges, ., Boauu 3a npeTnpreMHMIITBO ¥ Man 6u3Huc, ExoHomcku uHCTUTyT, Cromje, 2000,
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2. HeHamepHO HeMoparneH MeHaLIMEHT — Toa € Cry4aj kora He ce npumeHyBaaT
€TUYKMTE NPUHLMNK 3apaamn HEOCETNMBOCT Ha MOparnHuUTe NocneamuUm Ha ConcTBEHOTO
oanyyyBarbe UnvM HeBHUMaHUE;

lMpoTMBMOpaneH MeHaLMeHT — NPOTUBMPABHUOT MEHaLIMEHT ce KapakTepusunpa
CO ocTBapyBawe Ha NpoduT 1 NO3NTUBHO paboTerwe Ha hupmaTa no cekoja ueHa 6e3
0063Mp Ha eTUYKUTE Havena U HopMUTE Ha ofHecyBawe. Bo OBOj TMM Ha MeHalMeHT
eTUYKUTE MPUHUMNK, NpaBuna u HOpMK na gypu U 3aKOHUTE ce TpeTupaaT Kako npedku
Ha naTtoT Ha ocTBapyBakeTo Ha [obpu pesyntatu. [MpoTMBMOpPANHMOT MeEHaLMEHT
HaCTojyBa CO Hamepa Aa M 3a06MKONM eTUYKMTE HOPMU U NPUHUMNN. Toj 0BMYHO Haora
npuMeHa Kaj OHMe MeHalLlepy KoM cakaaT Aa ocTBapar roniemM npoduT 3a KpaTko BpeMe.
OBOj MeHalMEHT e HecrnovMB CO [JONropoyHO paboTewe U opueHTauujata Ha
O4pXnuBocTa Ha chupmara.

Bo meHalepckoTo pabotewe He 6u Tpebano ga nma utpu u HagutpeHn. OBa Ha
noronieMmnoT Opoj Ha nyre UM NpeTctaByBa ronem npobnem. MimeHo, noctoun ccakame
Aeka cMmucnarta Ha OefioBHOTO paboTewe ce CoCToM BO CMOCOOHOCTa, KOj noBeke Aa
nobue oa MOXHMOT npocuT. Toa e cocema CnpOTUBHO Of eTU4KaTa HO U eKOHOMCKaTa
nornka: ceBeToT nobp3o 6u ce pasBumBan [OKOSKY, BP3 OCHOBa Ha eTU4HOCTa Ou
nocrtoesia paMmHOMEpPHOCT BO pacnpefendarta Ha nevyanbaTta, HEMECTO OANNB BO HEKOM
of, CTPYKTypuTE.

Mo>ebu HajuHTEePeCHO € MnpallareTo Ha JIMYHWMOT, OQHOCHO MHAMBUAYaNHWUOT
Mopar, Kako onwTo Hayeno. OBa e MHOry BakHO [a Ce CNOMEHEe Of MPUYMHA LUTO He €
MOXHO [a ce NpvMeHaT CMTE MopariHM HOPMU Ha edeH YOBEK Kako OMLITO MpaBuIio.
AKo camu noYyHeMme Aa pacydyBame 3a COMNCTBEHOT Mopar, Ke oTKpueMe MpUHLMMIN Kou
3a Hac ce of M3BOpedHO 3Hauyeke, a 3a ApyruTe He ce unu obpaTHo. Kora noctou
TaKoB cny4aj ce 36opyBa 3a ABOEH Mopan.

MpuYMHM 3a HEETUYKO OHECYBakE BO eHa OpraHu3aluvja Moxar ga buaart:
- MpOTeXUupahe Ha KpaTKoTpajHa KOPUCT HAMECTO AOFOPOYHU LienMu,
- HernocToeH€e Ha NuLyBaHW NpaBuria Ha OHecyBake — KOOEeKC,
- OAnydYyBaHk€e 3a ETHUYKUTE Npobnemmn HabpsnHa UM NOBPLUHO
- HEeCrnpeMHOCT Ha AOMONHUTENHUTE TPOLLOLW BO PYHKLMja HA eTHUYHOCTa

- cdhakare Ha eTUKaTa Kako npaluare oa obnacra Ha NnpaBoTo, OJHOCHO
KaKo eneMeHT Ha OJIHOCU CO jaBHOCTa,

- Henoctoewe Ha jaCHM npouenypu 3a pewaBawke Ha €TUHKUTE rnpatllaHa,

- 3apoBoliyBak€ Ha ovYeKyBawaTa Ha el o akuMoHepuTe.
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7. MEHAIIMEHTOT U KOMYHULIUPAKETO

HajBaxkHM ogHOCKM Ha opraHmsauujata ce ogHocuTe co BpaboTeHuTe M Toa Ha
cute HuBoa. [MoOMMOT jaBHOCT M BHaATpellHa jaBHOCT Ce OfHecyBa NoAefHakBO U Ha
OHMEe KO BO OpraHusaumjata ce HagpedeHu U Ha oHue Koum ce nogpeneHu. Osue
jaBHOCTU ro npeTcTaByBaaT HajBaXXHNOT PeCypcC Ha opraHusauunjata — Hej3suHUTe nyre.

CekojoHeBHMTE [OenoBHM ogHocu nogpasdbupaaT MHOry6pojHn opHocu, a
ycneLHa KOMyHuKaumja co BpaboTeHuTe ce passBuBa Bo aTMocdepa Ha fosepba.

MocTojaT Gapem 7 nNpeaycnoBu 3a ycrnewHyn oaHocn?e:
1. oBepba mery pabotogasumTte n BpaboTeHuTe;

2. OTBOpEHN MHpopMaLmmn kon croboaHo ce ABMXKAT KOH rope, KOH Aoy U oA
CTpaHa;

3. 3agoBonutenHa nosvuvja U 3a40BONUTENHO HMBO Ha YYECTBO Ha Cekoja
TNNYHOCT;

4. KoHTHynTeT Ha paboTtaTta 6e3 cyaupu;
5. 34paBo OnKpyxXyBame;
6. Ycnex Ha npeTnpujaTneTo;

7. OnTMMmM3am BO Norneq Ha ngHuHara.

MeHalepckMoT TMM Mopa [a co3faje TakBa atmocdepa v fa ja Hanpasu fa
oupe odmumnjanHa nonutuka. Cenak, Tpeba ga ce uma npenBua AeKka M BakBaTa
nogaplika of camMuoT BpB Ha opraHu3aumjata Hema pga 6uge poBonHa M geka
cnoboaHaTa ABOHacoYHa KOMYHMKaUMja Ha opraHn3aummTe ke HangyBa Ha MHOrybpojHu
npeykn.4’

Mybnukaummnte 3a BpaboTeHuTe, ornacHute Tabnu, rpynHUTE COCTaHOUM,
KagpOBCKATE nMpupadHMuM W OOMUCU  Ce HAj4ecTo KOPWUCTEHNM Meauymu BO
KOMyHMKauuuTe Ha ynpaBata u BpaboteHute. KomyHukauujata ,mue B nvue” BO
OMNKPY)XyBak€ KOe MOXe [a ce geduHMpa Kako ,MONuTMKa Ha OTBOPEHW BpaTtn’ e
OCHOBHMOT MeaMyMM KOj C€ KOPUCTM 3a NOTTUKHYBakE Ha KOMYHMKaumjaTa Harope u 3a
n3rpagdba Ha gobpu paboTHN OgHOCK CO BpaboTeHUTe.

YcornacyBaweTo Ha notpebute BpaboTeHuTe Aa Guaat 3a4oBONEHWM of eAdHa
CTpaHa W ycrnexoT Ha npeTnpujaTMeTo oA Apyra CTpaHa, € HajBaXXHUOT acnekT Ha
KOHTUHYMpPAHOTO NpucnocobyBan-e 1 NpuMmupje Ha penaumjata pabotogaseL,-BpaboTeH.

46 Markovic, Marina, Poslovna komunikacija, Beograd, Clio, 2003
47X. Canusan, Mapraputa, OfrosopHa kannenapuja 3a uadopmupame, Crejt Jlenaptment na CAJl, Cxorje, 2003.
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Ho, BO KOHTEKCTOT Ha nowwupokata yHKUMja Ha OAHOCUTE CO jaBHOCTA, CO
KOMyHVKauujaTa co BpaboTeHuTe ce ofpXyBaaT 3aeMHO KOPWUCHW OJHOCU Mery
opraHusaumjata n BpaboTeHuTe of KOj 3aBUCK HEj3BMHMOT YCNEX UNN HeyCrnex.

HajuecTo ce cmeTa geka BO hmpmuTe ce cnyyyBaaT popmanin n HecopmarHm
KOMyHuumMparwa Mefy BpaboteHuTe. [lputoa kako dopmanHM ce oO3HadvyBaaT
KOMyHULMpakeTo 3a Temu, npawaka, npobnemu noep3aHuM co pabortata, co
paboOTHMOT npouec, OpraHn3npaweTo, pesynTaTuTe..., a Kako HedopmanHu -
pasroBopuTe YuMn Temu ce onwTu (CnopT, KynTypa, NonuTuka, ce pasbupa, kora osue
TeMn He ce npegmeT Ha paboTa Ha cmpmarta). Bo HekakoB cpegeH obnuk 6u ce
cMmeTane pasroBopuTe 3a 34paBjeTo, CEMEJCTBOTO, PacnofioXeHNEeTO Ha BpaboTeHuTe
Koe Bnvjae Bp3 paboTereTo.

3a yHKUMOHUpaHEeTO Ha dupmarta, NPUPOAHO, KIYYHO 3Hayewe umaaT
dopmanHnTe KOMyHUKaLUMM KO MOXaT Ada ce ABwxkKaT (BO 0QHOC Ha TemuTe) of 06MyHO
npeHecyBawe Hapeabwu (paboTHM 3agaun) OO MHCNMPATMBHM Pas3roBOpWU 3a pasBoOjoT
(MHBECTMUMU, NPOEKTN, BU3UKN) Ha bupmaTa v aejHocTa.

Ke ce pasrnegaat onwTuTe 6enesan Ha OBME KOMYHMKALMW, NOTOA HUBHUTE
KapakTepucTuMku Kora cTaHyBa 300p 3a Tek Ha uHGOpMauum Of HaanexHuTe,
pakoBoaMTENUTE, HaApedeHUTe KOH copaboTHUUNTE, N3BPLUNTENNTE, Kako 1 benesnte
Ha OAHeCcyBak-€TO KOra MNpaBeLOT Ha OBMEXEHE Ha WMHdopMauunTe, peakuumte co
03HauvyBa Kako ,04 40Ny KOH Harope”, 0OAHOCHO o4 BpaboTeHUTEe KOH LwedoBuUTE.

OnwTtuTe 6enesn Ha KOMyHULMPaHETO BO BKYMHOTO BHATPELLHO KOMYHULUMpaHe
BO chupmMaTta e noxenHo Aa 6uaat; NpUCTOjHO, CTPYYHO, aHaNUTUYHO, OATOBOPHO U
penakcmpaHo.

MpuctojHocTa nogpasbupa ceprmo3HO (HO He KPyTO WM APCKO) Npuorawe, co
pa3bpaHn HagnexHocTu, AEMNOBHOCT WM crnopef CywTuHata v crnopef dopmara, co
nobpa Bonja 1 co Hanop ga ce pasdupaar nyreto n ga éugat pasdpaxu.

CTpyyHOCTa coapxu KaTteropum o npoPecuoHanHNOT PEeYHUK, TOYHO
onpegenyeBake Ha npupodaTa Ha [[ejCTBMETO, MO3HaBawe€ Ha CTPYYHMOT PEYHUK Of
cute cybjektn (Bo MeguumHcka dompma, Ha npumep, npeunsHo Tpeba ga ce 3Hae WTo
O3HauyyBaaT onpeneneHn 360poBu M 300POBHM TPYNU N KAKO WUCNUTYBahE, U Kako
AejCTBO, M Kako aujarHo3a M kako Tepanuja. Moxe camo ga ce npeTnocTaBu KakoB
ypHebec 1 nocneguum 6u HacTaHane AOKONKy nekapute, bonHuyapute, MeQULMHCKNTE
cecTpu MerycebHo He ce pa3bupaat BO CTPyYHa, MeguumMHCKa cMucna).

3a aHanuTMyHocTa ce Oapa noBeKecTpaHO cornedyBake Ha npeanosuTe,
HapenbutTe u peakuuuTe, BO pamKUTe Ha LenuMHaTa Ha paGoTata Ha cdupmaTa 1M BO

48X . Canupan, Mapraputa, OnrosopHa Kanuenapuja 3a uagopmupame, Crejt Jenaptment na CAJl, Cxorje, 2003.
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NOLLUMPOKOTO OMKPYXXyBake, BOAEHE CMEeTKa 3a WHTepecute Ha ,opraHuaMoT” Kako
efHa eQuHCTBEHA LienvHa.

OproBopHocTa Mma Gapem OBe AUMMEH3UM (OAFOBOPHOCT 3@ HELWTO LWTO ce
npaBuM W OArOBOPHOCT Kora HewTo He ce npasu). OAroBOPHOTO KOMYyHUUMpaHe BO
dvpMuTE COOPXKM HABPEMEHOCT, TOYHOCT U BUCTUHWUTOCT BO MUCKasuTe, nogaTtouuTe,
HaBoAWTe, CO3HaHMjaTa U onpaBdyBakaTta M U3BMHYBakaTa, NOTOA OAFOBOPHOCT ako
ce Npeav3BuKaaT LUTETHU HecakaHu Nocneamum og HeoAroBOPHOTO KOMYHULMpaHe.*?

PeknacupaHocTa Ha M3BeCeH Ha4dunH e 3adaTeHa Kaj NMPUCTOjHOCTa, MNa, cenak,
yliTe HEKOnKy 6enesun: NnpupogHO M HacCMeaHO roBOPEH-E€ U OfHECYBah-e, NOYUTYBaHE
Ha INMYHOCTa, OOCTOMHCTBOTO, YrnedoT W 4yecTa Ha OpYrvoT, BHeCyBawe MpujaTHa
CBeXWHa, aTMocdepa 1 AyXOBUTOCT.

Bo ogHOC Ha KOMyHMUMpaHETO ,04 FOpe KOH [Oony”, MOKpaj OonwTuTe BeKke
CMOMHATK KapaKTepUCTUKKN, HAcTanoT Ha HagpeaeHute Tpeba aa duge: apryMeHTupaH,
WHCTPYKTUBEH, CTUMYNATUBEH U jaceH (pas3bupnue).

Co peouvua 3Haewa, (pPakTn, 3aCHOBAHOCT, (PYHKUMOHAMHOCT, CO pasfiMkyBah-e
Ha HajoMTHOTO of Momarnky OMTHOTO € HeonxogHO Aa ce 06e3bean apryMeHTUpaHoCT
Ha Hanosute, HapeabuTte, NpenopaknTe, NOYKUTE U COBETUTE O HaapeaeHUTe.

MHCTpYKTMBHOCTa Cce onpeaenysa Kako npeuusuparwe Ha yekopuTte, 3adartute,
noresure, aejctemjaTa LITO ce HarnoxyBsa aa m npesemar
copaboTHMUMTE/M3BPLLUMTENUTE, NPpeun3npame Koe MOXe Aa oau U OO CUTHU AeTanu.

CTUMynaTUBHOTO MPEHecyBake Ha MAeuTe O3HayyBa MpeTrnocTaBka, Hamop U
cMMCRa 3a NOoKpeHyBake, NPUOBMKYBake Ha NOTEHUMjaNoT kaj peanusaTopuTe 3apaau
HMBHa MHMLIMjaTUBHOCT, OArOBOPHOCT, TBOPEYKM npucTarn.

Pasbupnueocta e noBp3aHa CO CTPy4yHOCTa M Ce CMeTa Aeka Hapenbute ke
ovpaT ,BO CBOj enemMeHT” OOoKOoSKy 6uaat odopMeHu (UM YCMEHO UMW MULaHo, COo
jasuK unM Ha Apyr HauYuH jacHO, CO npernosHaTnvMBa Len U HasHadeHu 3adaTu, co
€OWHCTBEH CMCTEM O[] 3Ha4yeHa 1 3a HarnorogaBayoT 1 3a U3BPLUMTENOT.

3a npupoaaTta Ha KOMyHMLMPaHETO Kora Toa ce ABMXKMW of MNoApefdeHUTe KOH
HagpeoeHuTe MoXe da ce pede aeka Tve (benesnTte) ce: NPOMUCIIEHO, NMPOAYKTUBHO,
aKTMBHO U KpeaTMBHO.

MpoMmncneHo Kako BMOXEH Hamnop 3a BTEMENEHO pearnpake, co pasbupawe Ha
AejcTBmjaTta LUITO Ce OYeKyBaaT of NMMYHOCTA, CO rapaHumnn aeka ke buae cpaboTeHo, co
npueM Ha cyliTMHaTa u uernTta Ha akTUBHOCTa.

He e Hajronem ycnex ako ce of wedoT ce npudaka knmmornaeo, 6ecnoroBopHoO
(kako WTO e HenpudaTnMBO cCe Aa Cce AOoYeKyBa CO M3roBOp, OTMNOP, WHAET, HEKaKBu
npuroBopwu, ,3aHoBeTara”, MpMopene, BecnonesHo gonpalwyBawe). Y6aBo e ga ce

49 Blek, Sem, Odnosi s javnoscu, Beograd, Clio, 1997.
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BpegHyBa U Co 3Haewe fa ce ogrosopu. Kora ce peanuaupa ga ce BHece COMNCTBEHUOT
noteHumjan. (Kako npymep MoXe fa ce HaBede OAHOCOT Mefy akTepoT U PEXMCepOoT.
TOYHO e geka pexncepoT AaBa KOHUenuuja, HacoKW, ama Ha akTepoT OCcTaHyBa TOj Aa
ouae mobuneH, ,CBOj”, TBOpeLU, Aa ro AOYMOBM JIMKOT, HEFOBUOT KapakTep, MaHupw,
ofHecyBawe).

MHuumnjaTuBHOCTa, NoHyaata Ha waewn, pasMucnun, npeanosu, cyrectum — ce
HellTa Kou ce AobrecHU 3a ogHecyBake U KOMYHULMPake Ha CeKoj BpaboTeH.

3AKJIYYOK

Bo TpynoB ce enabopupaHu COLMONOLLKATE acnekT Ha MEHaLMEHTOT, Kou ce
cocTojaT BO TOa Kako BInvjae couujanHaTa CTPyKTypa Ha OnwTecTBOTO Bp3
MEHaLIMEHTOT; Kako ce ofpasyBa CTeneHoT Ha obpasoBaHue, onwTtata Kyntypa,
CEMEJHOTO XMBEEHE, Tpaguumjata, penuryjaTta, eTtmkarta 1 KOMyHULMpPakEeTO.

Kako cocTaBHM eneMeHTM Ha MeHalIMeHTOoT ce BOpojyBaaT: nnaHuparse,
opraHusvpame, pakoBoAehe, oasydyBare, MOTUBUPaHE U KOHTpona.

Cekoe npeTnpujatve, OOHOCHO oOpraHu3auumja WU WHCTUTYyUMja Koja HYXHO e
MeHalMpaHa paboTu, AejcTByBa M M ocTBapyBa CBOUTE (PyHKLMU BO JajeHa cpeaunHa
UNn BO NoBeKe cpeauHu, KoM MerycebHO MoXaT [a ce pasnukyBaaT, Co nomanu unm co
MHOTY rofieMu passuku.

Bo cekoja cpeguHa moxaT Oa ce pasnukyBaaT pasnuyHu CcrioeBn ( BUCOK
OMLTECTBEH CIOj — CO CBOW NOArpynu, NoToa CpefeH ONTECTBEH CII0j KOj € UCTO Taka
cocTaBeH o NocebHU AenoBu, Kako U HU3OK OMLITECTBEH CNOj Kaj KOoro nva opaenHu
rpynun) Kom ce BaXKHW 3a OnepaTUBHOTO paboTere Ha KOHKTPETHOTO npeTnpujatve 3a
KOHUMMUpawe W peanuanpawe Ha HEroBMOT pas3Boj, 3a OCTBapyBawe Ha HerosaTa
MUcHja 1 PyHKLNN.

3a MeHaLMeHTOT W 3a MeHayepuTe, U O BUCOKO W Of CPedHO HMBO €
HEOOAMUHIIMBO [a ja 3Hae couujanHata CTPyKTypa, couujanHata npunagHocT Ha cute
cBOM BpabOTEHM CO KOMW, BCYLUHOCT, U M OCTBapyBa akTUBHOCTUTE U M NOCTUrHyBa
uenuTe BO NpeTnpujatueTo, NyreTo Kom MeHaLMeHTOT M1 ynpaByBa U pakoBOAM.

MeHaymeHTOT Tpeba ga uma wWwupoka WMHAOPMMPAHOCT 3a UenuMHaTta Ha
00pa3oBHMOT CUCTEM BO [JajdeHa ApxaBa unm nogobpo peyeHo 3a obpasoBHUTE
CUCTEMU BO ApXaBuTe BO KOW Mpenpwujatvjata ocTBapyBaaT HekakBa akTuBHoCcT. Of
uenvHata Ha 0Opa3oBHWOT cCUCTEM HeogMumHnMBOo Tpeba pga ce nosHaBaat
o6pa3oBHUTE Nporpamu, NpomnoT U CTPYKTypaTa Ha KagpuTe WTO npousnerysaaT of
OLAENHN yYUnNuLITa 1 BUCOKO 06pa3oBHM MHCTUTYLIMN KOW UIM ANPEKTHO MM NOCPenHOo
U1 BO MOHWHA Ke ce perpytmpaar KagpuTe 3a KOHKTPETHOTO npeTnpujaTtume.
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MNocebHa Tema 3a MeHaLMEHTOT e hbopMyniaTa Ha NOCTOjaHO yyYere (J0XKUBOTHO
obpasoBaHue) WTO Tpeba ga ce opraHM3mpa 3a camute BpabOTEHM BO paMKUTE Ha
npetnpujatneTo (06ykun, NpekBanudpukaummn, TemenHm obpasosHn 3adaTn).

KynTypata Bo onwTeCTBOTO € OHaa paMkKa Koja BUASIMBO UMW NOMarsky BUAMMBO
BNuMjae BpP3 BKYMHOTO OAHECyBawe Ha nyreto M BO paboOTHUTE aKTUBHOCTWU, U BO
CEKOjOHEBHOTO XMBEEHE, U BO OMLWITECTBEHOTO, jJaBHOTO OpraHusnpawe. KyntypHute
obGpacum Kako KOAOBM BaXkaT M NOCTOjaT BO ONpedesieHn CpeauHu U ce BnunjaTtenHu Bo
npudakawkbeTo Ha NOHyAUTE, Kako NPOM3BOAM W YCNYIrX O pasnuyHUTE npetnpujatnja u
MHCTUTYUMK. [JobpuoT mMeHayep go getanu Tpeba ga ja nos3HaBa KynTypata (Kako
CEBKYMNHOCT of Tpaauumja, BpegHOCTU, OAHecyBawa, obnyaun, Hopmu, MaHudecTauun,
npouecun) Ha cpeguHata BO KOja HeroBoTO MpeTnpujaTMe ja oOcTBapyBa CBojaTa
aKTUBHOCT.

PenurnosHata npunagHoCT W wu3jacHyBawe, Kako W CeMejHUTe COCTojou U
OofHOCW, BO rornema Mepka ce MnpuBaTHOCT Ha BpaboTeHWTe BO MNpeTnpujaTueTo,
MEHalIMEHTOT € ynaTHO [a MM Mma OCHOBHUTE WHdOopmauuu 3a cBouTe BpaboTeHu
3apaaum nounTyBakwe Ha BepckaTta onpegenda n Ha cemejHata cuTyaumja Bo yHKUMja
Ha nogobpo ucnonHysawe Ha paboTHUTE 0BBPCKM U 3adaun.

NcTpaxyBataTa nokaxyBaaT [eka CTaBOBUTE M BPEOHOCTUTE HA MeHalepoT
MMaaT Ba)KHa ynora BO CO3[aBaH€TO Ha €TUYKM amMBUMEHT of MPUYMHA LUTO HUBHOTO
BNWjaHne Bp3 BpaboTeHuTe e Hajronemo. Co3gaBaHheTo Ha NPOAYKTMBHA M MO3UTMBHA
KnMMa e efiHa of OCHOBHWUTE 3aJayu Ha MeHalepuTe.

3a yHKUMOHUpawEeTO Ha dupmarta, MPUPOAHO, KINYYHO 3Ha4vewe umaat
dopmanHuTe KOMyHUKaLUMM Ko MoXaT Ada ce ABuKaT (BO OAHOC Ha TeMuTe) o 06MYHO
npeHecyBawe Hapeabwu (paboTHM 3agaun) OO MHCNMPATMBHM Pas3roBOpWU 3a pasBOjoT
(MHBECTMUMMU, NPOEKTN, BU3MM) HA bupmaTa 1 aejHocTa.

OnwTnTe 6enesn Ha KOMyHULMPaHETO BO BKYMHOTO BHATPELLUHO KOMYHULMPaHEe
BO dompmarta e noxenHo ga 6uaaTt; NPUCTOjHO, CTPYYHO, aHANUTUYHO, OATOBOPHO M
penakcupaHo.

Bo ogHOC Ha KOMyHMUMpaweTO ,04 rope KOH [ony”, MOKpaj OonwTuTe Beke
CMOMHATU KapakTepUCTUKN, HacTanoT Ha HagpeaeHuTe Tpeba ga buge: aprymeHTupaH,
WHCTPYKTUBEH, CTUMYNATUBEH U jaceH (pa3bupnue).
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