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THE ROLE OF ENVIRONMENTAL ETHICS IN THE PREVENTION OF
POTENTIAL HEALTH PROBLEMS IN HUMAN BEINGS

Abstract

Human health and well-being are closely related to the state of the environment. A
guality natural environment provides basic necessities such as: clean air, drinking water, fertile
soil for growing food, and safe habitats. But, today’s rapid development of science and
technology, although have improved the living standards of many people on Earth, on the other
hand have led to unscrupulous consumption of natural resources, which has negatively affected
the quality of the environment and human health. Lack of basic resources is a significant cause
of many human health problems, such as the risk of cancer, heart diseases, asthma and many
other diseases, as well as increased human mortality. It can be said that the environment is at
least partially responsible for all diseases that are affected by the factors such as: nutrition,
habitat, socio-economic status and lifestyle, except those diseases that are exclusively
genetically determined.

Alongside with the decreasing of the living conditions and the excessive use and
destruction of natural resources as a result of the rapid economic development, people have
become aware of the need for good living conditions and their importance for human health.
Hence, from the 70s of the last century, a new branch of ethics is developed, environmental
ethics, which deals with the study of normative issues and principles relating to human
interactions with the natural environment. The basic purpose of environmental ethics is to show
us that non-discriminatory and destructive human activities pose a direct threat to the
environment in which we live, leading to a number of potential human health problems.
Ecological ethical principles point to the ways to protect the healthy human environment and
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human health and form the moral norms of human behavior towards nature, as well as the
factors that affect the provision of life.

This paper gives a systematic review of some of the issues that arise in the field of study
of environmental ethics, as a new branch of ethics, with the aim to prevent the potential health
problems that arise due to carelessness and unethical behavior of people towards the
environment in which they live.

Keywords: diseases, environment, well-being, ethical principles, moral norms.

INTRODUCTION

If we look at the current life of all people on the planet, we can see that on the one hand,
industrialization enables the improvement of the living standard of a large number of people on
Earth, but on the other hand it negatively affects the quality of the environment and human
health. Today's civilization has been developed on the paradigm of constant material growth
and encouragement of unscrupulous consumption of natural resources. The consequences of
this human behavior are very well known. Humanity enters the third millennium with global
environmental problems:

¢ damage to the biosphere and its ecosystems,

¢ demographic explosion - by 2040, 10 billion inhabitants are expected,
¢ global climate changes,

o depletion of natural resources,

e waste in unmanageable quantities,

¢ damage to human health.

Life on earth is based on: water, air and soil, and that is why the environmental
cleanliness contributes to a healthy life on planet Earth. The gigantic pace of industrialization
and urbanization nowadays, can, under certain conditions, lead to damage to the ecological
balance and cause degradation not only of the environment, but also of people's health.

Therefore, health and disease can be affected by the environmental factors. The proper
understanding of human health gives the idea of the socio-biological essence of human.
According to the World Health Organization, the definition of health is: “a state of complete
physical, mental, social well-being and not merely the absence of disease or infirmity.” [1]. In
recent years, this definition has been amplified to include “the ability to lead socially and
economically productive life”. From ecological point of view, on the other hand, disease is
defined as “maladjustment of the human organism to the environment [2].

If we take into account that the main cause of environmental pollution is the human
factor, i.e. man, none of the existing ecological problems can be completely solved unless we
focus on changing human behavior, because if human behavior remains unchanged, we will
meet again and again with the same or even new and more dangerous problems. The main
guestion in this context refers to the causes of environmental behavior and what determines
how people will relate to their narrower or wider habitat. Many studies have tried to answer
guestions concerning the connection between environmental attitudes and people's
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environmental behavior. Negative consequences of human irrationality and bad actions have led
to the fact that today we are looking for ethical awareness and consideration of human actions
as a whole, with a vision for survival.

The philosophy of ecological ethics has been developing since the 70s of the last
century, with the aim of protecting the environment, criticizing the economic development that
was in the function of material enrichment, without taking into account the preservation of the
human environment, which led to environmental degradation. Today's generation should learn
how important it is to take care of the environment and make every effort to prevent the
destruction of the environment. In this context, ecological ethics examines the role of ethics in
the relationship between human and the environment. According to ecological ethics, every
individual should take into account moral and ethical values in his behavior towards other
beings. It can be said that ecological ethics is a new contribution of philosophy towards the
improvement of human behavior and living for the future.

1. THE CONCEPT OF ETHICS AND THE ENVIRONMENT

The expansion of science and technology, and with it the related emphasis of human
power, not only caused profound changes in nature, but also awakened human consciousness
about his fundamental attitudes towards the world and future and towards own responsibility.
The concept of sustainable development and intensive application of modern technology with a
goal overcoming ecological problems becomes an imperative of modern civilization. According
to King (1997), the concept of environmental ethics, was developed from the growing fear of the
destructive consequences on the environment of human economic, technological and cultural
habits [3]. The basic problem of environmental ethics is the human’s correct relationship with
the nature. It's about how he cultivates his behavior to limits beyond which any action would
mean further impermissible detrimental impact on environment. Environmental ethics awakens
people to stop behaving destructively and remind them to start doing useful things for
themselves and for its environment.

The academic field of environmental ethics developed as a response to the works of
Rachel Carson and Murray Bookchin and events such as the First Earth Day in 1970, when
environmentalists began calling on philosophers to consider the philosophical aspects of
environmental problems. Two papers published in Science had a key influence: Lynn White's
“The Historical Roots of Our Environmental Crisis” (March 1967) [4, 5] and Garrett Hardin's “The
Tragedy of the Commons” (December 1968) [4, 6.] Also influential was a later essay by Aldo
Leopold in his “A Sand County Almanac”, called “The Land Ethic,” in which Leopold explicitly
argued that the roots of the environmental crisis were philosophical (1949) [4, 7]. The first
international academic journals in this field emerged from North America in the late 1970s and
early 1980s and Canada in 1983. Hence it can be said that environmental ethics is still in the
early stages of its development and is receiving increasing attention in the 21st century [8].

Understanding the environmental morality that strengthens our relationship with nature
defined a certain status for animals and various living lives in their environment and provided a
healthy foundation for future generations. Ecological ethical principles point to concern for
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health and finding ways to protect a healthy human environment. People should also take care
of the entire living world: the human, plant and animal world on planet Earth.

Ethics is derived from the Greek word ethos. The word ethos means custom. It is a
branch of the philosophy and its foundation is based on universal human values. In this context,
ecological ethics examines the role of ethics in the relationship between man and the
environment.

The international conference in Stockholm in 1972 is the first United Nations conference
for the human environment, due to the development of ethical elements. It is included in the
Universal Declaration of Human Rights on the rights of solidarity [9]. It is defined as the right of
the people to live in a balanced and healthy environment. These rights are summarized below:

e Right to information: Plans, programs, projects and activities that may or may have a
negative impact on the environment should be published.

¢ Right of application: Complaints should be made to prevent, stop and remove harm,
and administrative/judicial remedies covering emergency procedures should be
recognized. Criminal, legal and administrative sanctions should be imposed on those
who do not fulfill their obligations to protect ecological values and damage the
environment.

e Theright to participate: It is the most important tool in exercising rights. This includes
the right to participate in administrative activities that will positively/negatively affect the
future of the individual and society, except for obtaining objective information.

¢ Right to education: All individuals of all ages and origins have the right to
environmental education.

The main subject that should be taken into consideration in the environmenatal ethics is
that in the specific case with the environmental crisis as a segment of living, it does not originate
from pollution, rather that destruction of the environment. It is not primarily a consequence of the
changes in the conditions of life, but it is the result of human carelessness and his actions that
change the favorable conditions of human living and survival. That's why the understanding of
this problem and engaging the human forces into improving the state of the environment is one
of the most important issues, along with contemporary biological, anthropological, political and
ethical issues. Therefore, environmental ethics should be an incentive for the reconstruction of
the type of living and actions of human towards environment. Environmental ethics raises
environmental awareness among people, who need to live in harmony with their environment.

It is important to determine the goal of generating environmental awareness, which
develops at different points, such as:

e Awareness: To motivate society in general, without any distinction, to be more sensitive
to the planet and the problems that can be generated if it is not valued.

o Knowledge: Generating knowledge is the most essential goal of all. If knowledge is
generated for the planet, it will be easier to generate sensitivity and empathy for its care
and appreciation. In this sense, it is important to emphasize the function of the human
being within the planet.

o Responsibility: It teaches each person responsibility towards the world, it generates
knowledge of what they should and should not do, but beyond this, it generates
transferable knowledge so that those who acquire it can multiply it to many more.
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e Attitudes: The generation of social values goes in the same direction, if people have
deep interest in the environment, they will feel motivated to actively participate in pro-
environmental activities, protecting and improving it.

o Evaluation capacity: When a human being has adequate knowledge about
environmental care, he will be able to generate social programs, evaluate and design
them in respect of environmental, social, economic, aesthetic aspects.

o Participation: If all people from each of the societies are involved in generating
programs, they will be more motivated and become part of its evolution, more precise in
their actions.

e Promoting environmental behaviors: It is necessary to have words that are consistent
with actions, to have environmental ethics directed by fair, rational, supportive and fair
criteria.

By developing environmental awareness, the idea of environmental ethics is to form
people full of respect and responsibility for the world they live in, with the aim of reduction of
environmental degradation.

2. THE IMPACT OF ENVIRONMENTAL DEGRADATION ON THE HUMAN HEALTH

The destruction and degradation of the environment leads to directly attacks on the
health of every human being on Earth. Environmental pollution is linked to a range of diseases
such as: cancer, heart disease, strokes, respiratory diseases and neurological disorders. Air
pollution is the leading cause of diseases caused by environmental pollution and second leading
cause of death from noncommunicable diseases, causing ischemic heart disease, stroke,
chronic obstructive lung disease, lower respiratory tract infections and lung cancer [10]. For
example, poor indoor air quality which is linked to the heating of crude fuels, causes around
26,000 premature deaths per year in the European Economic Area [11]. The new studies have
also linked air pollution to an increased risk of diabetes, asthma and dementia, affecting the
developing brain of fetuses and children and potential lifelong effects (psychological and
behavioral problems in later stages in life, including symptoms of attention deficit hyperactivity
disorder - ADHD), anxiety and depression [12]. The pollution of air affects everyone, but it has a
particularly harmful effect on vulnerable groups such as the elderly and patients with chronic
diseases, children, pregnant women and people who live in environments with socio-economic
challenges. Accumulated evidences indicate that long-term exposure to polluted air can
increase susceptibility to Covid-19 as well. In a publication where the in vitro results, as well as
the studies conducted on animals and humans, are processed, it is concluded that exposure to
polluted air delays the response of the immune system, and that alone makes it easier for
viruses to penetrate into the human body [13]. It is no less important that certain chemicals in
polluted air help viruses to survive, and also reduce the synthesis of vitamin D, which plays a
role in maintaining the immune system. Furthermore, according to a study published by the
National Institutes of Health of the United States of America, there is a clear connection
between exposure to air pollutants with infection and the seriousness of the health picture in
patients with COVID-19 [14]. The results indicate that chronic exposure to pollutants in the air
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delays, or complicates, healing and contributes to the development of severe clinical symptoms
in patients, of which a significant part ends fatally. In a systematic study conducted by the
National Library of Medicine, which reviewed available studies, a link was found between
dementia and air pollution [15]. Furthermore, exposure to air pollution increases the likelihood of
developing psychiatric symptoms such as: anxiety, alters cognition, and contributes to sudden
changes in mood and behavior [16]. Hence, we can conclude that air pollution is harmful to
human health, both, the physical and mental health.

Noise is another disruptive factor affecting human health, taking 12,000 lives per year
and is associated with another 48,000 cases of ischemic heart disease [11]. Then there are
climate changes that affect health, for example, sudden changes in weather and frequent
heatstrokes, extreme cold and rapid and extreme changes in temperature.

A study by the World Health Organization [17] concluded that climate change was
responsible for 3% of diarrhea, 3% of malaria, and 3.8% of dengue fever deaths worldwide in
2004. But in addition, climate change also causes zoonotic diseases such as Covid-19 [18], as
well as those that spread through water and food. In 2018, the American Psychological
Association published a report on the impact of climate change on mental health. It says that
“gradual, long-term changes in climate can lead to the emergence of a range of different
emotions, including fear, anger, feelings of powerlessness or exhaustion” [19]. A 2018 study
found that unusually hot days have profound effects on mental health and that global warming
could contribute to approximately 26,000 suicides in the United States by 2050 [20].

Apart from these, there is also the issue of water quality, both drinking water and
municipal water. Water pollution with antibiotics creates resistance and development of
superbacteria. It seems that problems with bacterial infections (various types of sepsis) and
antibiotic resistance could kill 25,000 people per year in the EU [11]. Some of the diseases that
are transmitted through water are: typhus, intestinal disorders, kidney infection, urinary
problems and excretion disorders, among others.

Exposure to contaminated soil also causes damage on the human health. Crops and
plants grown in contaminated soil absorb much of that pollution and then pass it on to humans
and animals who consume it. The health consequences of exposure to soil contamination vary
significantly depending on the type of contaminant, the way of exposure, and the vulnerability of
the exposed population. Long-term exposure to such soils can affect the genetic information of
individuals, causing congenital diseases and chronic health problems that cannot be easily
cured. It is estimated that more than 70% of soil contaminants are carcinogenic in nature,
increasing the likelihood that people exposed to contaminated soil will develop cancer. Soll
pollutants can also cause skin diseases, central nervous system disorders and muscle
blockages. At sufficient doses, many soil contaminants can cause death by exposure through
direct contact, inhalation, or ingestion of contaminants in groundwater contaminated through the
soil.

As a result of human activities, certain chemicals, such as chlorofluorocarbons (CFCs),
have been released into the atmosphere, contributing to the depletion of the ozone layer.
Longer exposure to these rays increases the risk of skin cancer, eye diseases, and even a
weakened immune system in human [21].

10
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Hence it can be said that there are a large number of health problems among human
beings that are caused by the environmental destruction and there is no doubt that they also
represent a huge burden on the health systems of all countries around the world, especially
poor and developing countries.

3. THE ROLE OF ENVIRONMENTAL ETHICS IN THE PREVENTION OF POTENTIAL HEALTH
PROBLEMS IN HUMAN BEINGS

It is primarily necessary making a responsible policy for the environment and practice of
states and public bodies, enterprise managers, institutions and organizations in order to
preserve the health of people and nature. In this regard, a society comes to another important
task - the formation of environmental awareness of the population. Environmental ethics plays a
great role in the formation of environmental awareness among the population. Basic elements of
theoretically and empirically acquired ecological awareness are: ecological knowledge and
evaluation of ecological situations and ecological behavior. At the same time, ecological
awareness is not only knowledge about the relationship between nature and society, about the
disruption of the ecological balance and the need for environmental protection, but also the
conscience, i.e. the willingness of individuals and social groups to engage in this protection and
to behave responsibly and ecologically towards envrironment in which they live.

Education and training for environmental protection should enable redefinition of the
human attitude towards nature and change his behavior. Nature is the source of life that must
be preserved, and in order to achieve this, human must not compromise its balance,
interdependence and diversity, and its great power of self-reproduction. Education and training
for the protection of the environment does not only mean familiarization with the natural and
social sciences which are oriented for understanding and solving ecological problems and
environmental pollution, but also assumes the development of moral principles and the
formation of a new value system in human in relation to nature and the environment. Men must
understand that they can and must be only a user of nature, not its unlimited master. A
prerequisite for such a new attitude towards nature, a new philosophy of living and a new
development model is the creation of ecological awareness and ecological behavior, that is, the
development of ecological ethics and ecological culture. That is why, in fact, it is necessary to
ensure through the educational process interdiscipline and multidisciplinarity in order to
understand the essence of relationships: society, human, technology, natural environment, that
is, to express the integrity of aspects of ecological, economic, social, technological, cultural and
aesthetic content. Contents, methods of presentation and methods of work in the educational
process must aim at forming individuals capable of participating in decision-making that will be
in accordance with the principles of the so-called sustainable development.

Today's generation should learn how important it is to take care of the environment and
to make every effort to prevent the destruction of the environment. In today's use of natural
resources, it is certainly necessary to take into account and the needs of future generations,
while adhering to ecological ethical principles. In this sense the task of the environmental ethics

11
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is to direct the technical-technological development, which means to encourage the
establishment of such scientific and technical progress that will be in accordance with natural
laws in order to preserve the further destruction of environment that make life possible. That
implies establishment of immediate connection between human needs, potential of human in
mastering nature and environments suitable for life, with the aim of meeting the needs of people
as much as possible and a livable environment [22, 23].

Environmental education and environmental ethics should be placed at a state level and
implemented from early childhood. Nowadays, especially in our country, children mainly acquire
ethics during home education. Environmental education has a special significance for young
people, because the experience of the other countries have shown that the education of young
people is developing environmental awareness from an early age [24]. If young people study
environmental ethics as a school subject, they will at least have the opportunity to learn how to
behave humanely and sensibly, above all, when it comes to how to preserve and improve the
environment in which they live. In this way, with the environmental ethics education young
people would become aware of the consequences caused by any reckless human behavior
towards environment and their health, disobeying the laws of nature and would undertake
activities and actions according to their ethical values and the ethical norms [24].

CONCLUSION

Nowadays, the severity of the destruction of the environment is so much greater that the
pollution itself directly threatens the health of every citizen. The destruction and degradation of
the environment leads to directly attacks on the health of every human being on Earth.
Environmental pollution leads to an increase in diseases of the cardiovascular system, stroke,
asthma, hypertension, dementia, stress and heatstroke, diabetes and immune diseases, as well
as an increase in mortality in the population.

Human irrational actions and its negative consequences led to the need for ethical
awareness and understanding todays human actions as a whole, with a vision for survival. To
solve this problem it can be said that we need a scientific strategy postulated on the foundations
of ecology as a science of the environment, i.e. is we need a new ethics for the environment.
Environmental ethics is a new contribution of philosophy towards better human actions and
living for the future.

How an individual thinks and acts depends on what kind of person he has formed since
childhood. Family upbringing and acquired education are the main guidelines for how a person
will mature, and from there, what attitudes, opinions and actions will have, above all, towards
the preservation of the natural environment in which the person lives. Implementing the
environmental ethics in the education can contribute to better moral values when young people
are formed. With the introduction of environmental ethics in early education, today's generations
should be taught how important it is to take care of the ecological environment and make every
effort to prevent the destruction of the environment, taking into account the needs and well-
being of future generations.

12
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REMOTE WORK IN THE FUTURE, REALITY OR FICTION

ABSTRACT:

All people strive for knowledge. Man's first steps towards intellectual life can be
described as actions that involve a kind of adaptation to the immediate environment
depending on the situations that occur in our environment. It presupposes not only an
adjustment in the industrial production that is realized within the technological cycles
that dictate the pace of our modernity but also the power of all concerned actors who,
despite the immediate profit goals, perceive much wider and longer-lasting actions
contained in the current dimensions of social processes. This in turn, aims at any time
to project future movements in the technological paradigm of digital development in
general. The impact of COVID-19 represents the most drastic and rapid shift in the
global workforce that we have seen since World War II. In a matter of only a few weeks,
globally social distancing practices and a rapid economic shutdown have pushed large
numbers of workers out of the office into their homes. In these challenging business
conditions, the usual methods and theories of management have faced a series of
problems that have created a general picture that they do not work best in the context of
all levels of cooperation and action in remote work. The reason for this probably lies in
the real picture that the world, transforming depending on global processes, needs a
great transformation into new forms, and those who managed the existing
organizational structures were forced to follow in parallel the steps of all changes and
processes caused by globalization. In such conditions of remote work, not only the
employees were affected, but also the leaders who were put to a great test whether
they can maintain human capital and their further development in conditions of new
technological changes. Remote work also puts leaders to the test of whether they will
be able to coordinate all employees and things related to management, ie. whether
teleworking is just fiction or reality in the future. On the one hand, this gave them the
opportunity to see if they would contribute to the successful implementation of the
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organizational strategy and successful work, and, on the other hand, it may have
become a fiction for many to focus on what they need to achieve in to gain the trust of
the employees without thinking about the future as an important segment so that the
employees can create continuity for totality in all fields and at the same time achieve
final success for all equally.

Keywords: remote work, leadership, change management, Home Office

INTRODUCTION

At a time of the rising digital age and rapid popularization of the "home office"
trend, telecommuting has experienced a tremendous expansion in recent years.
However, work from home is far from a new concept that integrates all elements of
complementary work. The fact is that remote work did not occur overnight, but it did
exist long before the advent of the Internet in the eighties of the last century. Working
remotely was a norm before the advent of offices and with them the need to travel to
work. Before the Industrial Revolution, people worked and earned money from their
homes. At that time, carpenters, blacksmiths, and potters opened shops in their homes
and were selling their goods from there. The idea of creating certain collectives of
people who were coming together en masse to do the work together did not happen
until the Industrial Revolution. During that time, people grouped themselves to wage war
and to heal diseases and injuries that were usually caused by waging wars. With the
industrial revolution, the need to create factories arose, and with it the systematization
and automatization of work. This led to large-scale production machinery that imposed
the need for employees to be present in factories and perform their work tasks there,
which in fact created the need to travel to offices.

After this period of workspace transformation came the digital age, which brought
another significant change in the paradigm related to the integrity of the work process in
certain areas.

When the Internet was found in the early 1980s, workers used UNIX and DOS on
the computers they worked already on for some years. This on the other hand indicates
a new moment in digitality in general, when a system was created through the Internet
that could connect networks that already existed. It was a completely new world of
connectivity that offers new systems of organization in every aspect, and thus
alternative ways of working.

But, when does the remote work really start? Probably we can say that it appears
in its real form in the moments when the work responsibilities passed in a very natural
and (un)expected way in the post-pandemic time, ie. in early 2019, from working from
an office to working from home — Home Office. Long before the days of using calling
platforms like Skype, Teams, Zoom, and other similar, NASA engineer Jack Niels laid
the groundwork for the modern remote work we know today. Namely, in 1973 he
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invented and began to practice the term "telecommuting". In this context, a small
number of IBM employees worked from home to test the effectiveness of
telecommuting. Testing began with a team of five remote workers, and over a period of
ten years, there has been an increase of up to 2.000 workers. This meant that the staff
who worked in the call-center that, of course, did all their work over the phone had the
opportunity to do it from home. At the time of the appearance of this way of working it
seemed to the public as a kind of "fashion”, but today it is definitely a real norm of
performing a series of work activities that allow reaching the final result in a completely
different and sophisticated way in all social spheres in general.

If we take into account Gartner's research?, we can see that 74% of businesses
planned and are still planning to transfer their employees to remote positions as part of
their post-COVID plans. The pandemic time dictated remote operation and so
contributes to its new jump of 115% in the last decade. This leads to an era of continuity
that shows enormous growth, as a time of adaptation of all stakeholders involved in
creating a new reality of the post-pandemic world. All of this dictates to us in a way the
time of the future of remote work.

And having in mind all aspects of the (un)anticipated factors of our existence, we
can only conclude that working remotely has become an inevitable integral part of the
overall process future, of social development in general. In the post-pandemic era,
remote working in a way became the future of operations. Remote work is not
something new for the work world, but the current trends and conditions show an
enormous increase in the number of people working remotely in their daily lives.

THE FUTURE OF REMOTE WORK

According to forecasts in an Upwork report, over 36 million Americans are
expected to work remotely by 20253, To illustrate, this figure before the onset of the
pandemic caused by the Corona-19 virus was 19.4 million people, which predicts an
increase in the number of remote workers by 16.8 million, or an amount that is greater
than 90%.

According to research by the consulting firm Gallup, before the pandemic, the
number of employees in the United States who were able to work exclusively remotely
or from home was only 8%, while the number of those who performed their duties was
hybrid (occasionally, 1-2 days a week remotely), accounts for about one-third of the
total American workforce*.

1 Telecommuting - Telecommunications is the ability for an employee to complete work tasks outside of
the traditional workplace using telecommunications tools such as email, telephone, chat, and video
applications. Remote work

2 (Wigert, 2022)

3 (Ozimek, www.upwork.com, 2022)

4 (Wigert, 2022)
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If we take into account the global pandemic declaration, we will notice that most
of the employees have the capacity and knowledge to work remotely and that most of
them performed their work duties easily from home. In May 2020, as many as 70% of
employees worked exclusively from home, which indicates the high efficiency and
effectiveness of using different types of digital platforms for remote work.

To see the situation today, two years later, we can conclude that the majority of
employees whose jobs allow them to work from home, continued to work remotely for at
least part of their working hours, with the distribution being almost identical between
those who perform work responsibilities hybrid and those who work entirely from home.
(42% -39%)°.

Ratio between hybrid operation and full remote work

On the other hand, the large number of employees who work fully or partially
(hybrid) remotely, indisputably impose a different state of change in the meaning of the
term "office", but even more significant (and this is what this paper emphasizes) is the
newly forced leadership - leading at distance working conditions. Namely, working
remotely does not mean that only employees work from home, but also managers,
being in different locations regardless of anthropogeographical restrictions, no longer
need to conduct collegiums, briefings, or meetings in a specific and known physical
location, but they are conducting it remotely - in a virtual office, no matter where they
carry out their managing and leadership activities.

The organization that cares about its employees, and the organization that
respects the opinions and expectations of its members, set new challenges - what is it
that employees want, what is it that they expect?!

® Ibid
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If we refer to Gallup's research, we will notice that hybrid work schedules indicate
that they will be even (more)dominant in the future. At the same time, about 53% of
respondents said that in the long run they expect their organizations to provide hybrid
work, and as many as 24% expect full distance operation®. Such changes, where the
number of workers who (want to) work remotely is twice the number before the onset of
the pandemic, inevitably lead to a change in office work and organization in general.
This indicates that the "Office" will never be the same as we remember it before the
pandemic.

Remote work is here and now, and it will not go away, nor will it cease to exist
whether it be in the form of full-time or hybrid (part-time) work. The leader of today's
modernity is the one who cares about the development of co-workers, and employees,
the one who has a real interest (not declarative) in human capital and their further
development. The true leader manages to develop an understanding of the situation
and things by the employees through reliable, credible information. A leader is a person
who through active and careful listening involves the people of the organization in the
work of the organization, no matter if it is a specific company, or it is a movement, or
ideology (political or of any other kind). Namely, it is about the fact that people who feel
connected, who feel a connection to their organization, will consider it as their own.
Such a connection can only occur if the leader, the manager, strengthens and develops
his employees while releasing and handing over part of his "power" so that each
individual understands and accepts his responsibilities. Such an attitude will thus
contribute to the successful implementation of the organizational strategy and
successful operation. But for success to happen realistically, first of all, development in
people is necessary, which at the same time the manager is not only given as a
necessity where he needs to be directed but also trust is given as a very important
segment to be successful with employees, to create totality in all fields and at the same
time to achieve final success for all equally.

In general, what is expected of leaders, and top management of organizations, in
the XXI century, with a special emphasis on the time in which we currently live, the
focus shifts precisely from the process of evolving to the real reciprocity of leaders and
employees. In the work so far, they have been (and still are) emphasizing the
characteristics of leaders and the principles by which they lead, then their leadership
specialized knowledge, and their leadership experience. Slowly but surely, we are
moving towards the need for enhanced team effectiveness. Effective teams are created
and enabled through the successful work of leaders, and they emphasize the need to
strengthen the "totality”, which is of great importance for the whole organization.

Only a diverse team, strengthened by diverse talents, knowledge, skills, and
experience, can successfully overcome the challenge of a growing number of self-
governing organizations that have a horizontal, as opposed to the once strict vertical
hierarchy. But, in order to stimulate this potential, the leader (manager) needs to know
how to bring the best knowledge to the team and to give the team the highest possible
autonomy, whether the leader leads the team from the same physical location or

6 |bid
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remotely. This all leads to the elaboration of everything that is part of this (r)evolution
and thus opens very clearly the question: "Why do they all work here and now?" This is
where the most important task of the leader is emphasized - to give importance, and
seriousness to the tasks that lead to the fulfilment of all goals, and tasks of the
organization as a totality.

CONCLUSION

In the context of working remotely in the future, reality or fiction, we cannot omit
not only the question but also all those parameters that allow us to get the right answer
to the question - how can businesses prepare for the transition of all changes that are
necessary for the business sector to function for the social development to go upwards?
If we focus on individuals in the context of virtual leadership roles that can help lead the
workforce remotely we will be able to see the ambivalence of all the parameters that
dictate the process of functioning of the overall system of action, positioning, mediation,
and creation of conditions for solving every type of problem the entire workforce is
facing. All of this points to the importance of virtual leadership that aims to - manage
employees and teams remotely. COVID-19 has brought uncertainty and tragedy across
the globe and has forced the economy to undergo a massive experiment. In the chaos,
however, there are also bright points for the future of how we are going to work.

The trend of remote work is accelerating rapidly. With the changing workplace,
workers are embracing the benefits of no commutes, fewer meetings, and increased
productivity. The shift to more remote work also eliminates some of the challenges that
come with the traditional (on-site, brick and mortar) workforce. Remote working gives to
companies and freelancers the opportunity to embrace the benefits of flexibility. For
companies, remote work removes geographical barriers to hiring so that they can find
the best talent regardless of location. For independent professionals, being remote
opens opportunities to work with companies and clients around the world. The
pandemic remote work experiment however will bring positive impacts to the way we
are going to work in the future. When the economy finally reopens again and social
distancing measures are lifted, we all will look back on the COVID-19 pandemic as the
turning point in remote work development.

Considering the complementarity of remote work that brings with it its challenges,
including communication defects, as well as lack of team building and work-life balance
problems, we cannot separate virtual leadership from the success of remote work.
Organizations have the opportunity to address these challenges by establishing a virtual
leadership style that best suits all stakeholders to benefit not only economically, but also
in terms of utilizing all human resources for profit on a personal, collective, and global
level. This type of coordination between virtual leadership and remote work provides all
employees with a system of all resources and their connection to all performance
information through the four effective virtual leadership styles - participatory,
transformative, situational, and servant - virtual leaders to be able to build and lead
high-performance remote teams and help employees in organizations succeed in the
workplace today and tomorrow.
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ROLES IN PROJECT TEAMS

ABSTRACT

In effective teams, each member plays the role assigned to him, using his talent,
knowledge and skills in the best way. When all members combine their abilities to
highlight their strengths and minimize weaknesses, common goals are usually
achieved. When, on the other hand, groups rely on the performances of individuals,
they usually succeed to a lesser extent or with difficulty. Most successes are the result
of good or poor team work. There are no levels for the effective work of the team. It is
equally important for both managers and regular members. The lack of teamwork in any
unit limits organizational efficiency and can fail any organization.

Key words: management, project, team, role.

In the numerous literature sources on group and team management, some of the
most interesting works focus on the composition of effective groups and the types of
roles played by the people involved. Different analysts have described them differently.
One of the most frequently cited models is the one described by Belbin, which includes
eight key roles that he believes are essential for building any effective group and team:

» Chairman - coordinator, good listener and good judge;

* Designer - task manager, full of energy and initiative;

* Ideal guide - with imagination and knowledge, but careless with details;
» Observer-evaluator - analytical and critical;
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» Resource seeker - positive and extroverted, sociable;
 Contractor - the practical organizer, sane and able to work;
* Integrator - able to unite people, pleasant and non-confrontational;

» Specialist in the final result - who takes care of meeting deadlines and
completing tasks.

Individuals may perform more than one of these roles, and different roles may
occur in different situations. Belbin's model’ is one of many and not the only one
correct. Managers need to be aware of the different roles of people in the team and their
interdependence to help the team act effectively.

It is important to know that the team will need time to integrate each member
before working effectively, and projects too often, under the pressure of deadlines, do
not have enough time to achieve this.

Each work team is characterized by two key aspects:
o The task aspect - the emphasis is on what the group aims to achieve.

o The team aspect - the attention is focused on the internal relationships and the
quality of life in the team.

When the team functions effectively and both aspects are manifested in parallel -
social relations in the group are harmonious, individuals adopt constructive roles and
tasks are performed effectively.

We have all found ourselves in situations where individual interests are so
conflicting and dominate to such an extent that it is not possible to make progress on
the tasks at hand. Similarly, there are cases in which the team aspect becomes key, the
performance of the task remains out of sight and the team becomes a social group, ie.
ceases to be a working team. It is extremely important to be aware of the need for this
balance and to be able to manage it.

Here are some of the group's most common problems:

o Cases when urgent tasks have to be performed, but the dynamics of the group
do not allow anyone to take the initiative to implement them.

o Situations where the entire project activity is blocked because one or more team
members have not completed the tasks for which they are responsible.

o Situations where decision-making is difficult because of a lack of a clear and
coherent structure, or because the group fails to cope with difficult decisions, especially
those related to social relationships.

o Development of the so-called "shame situation”, in which individuals cannot take
responsibility for missing funds or resources and criticize others for it.

" Belbin, R.M., Management Teams (Exumnu 3a ynpasnenue). Heinemann, UK, 1981
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o Low self-esteem and lack of morale, in cases where the project encounters
difficulties in achieving its goals.

There is often a tendency to ignore these problems. Usually they do not resolve
themselves. They may disappear temporarily, but at a later stage they will reappear and
deepen. There is a need to build a more constructive working context, and to resolve
them immediately and openly.

The composition, structure and functions of the project team depend on the
characteristics of the respective project. In addition, project teams have two important
characteristics: they are unique in nature and limited in time. On the other hand, their
members are distinguished by significant knowledge, skills and creative attitudes®. M.
Lambovska points out that the individuals in the team are united on the basis of
common goals and values®.

The functioning of the project team is based on a diverse set of management
activities: human resources planning; recruitment and appointment of a project team;
project team development and project team management?0.

According to the scale of the respective projects, there are differences in the
formation of the project teams. In large and medium-sized projects, with a significant
number of participants involved, a project team is understood as the project
management, which includes the project manager and other managers of the various
activities or functions. For small projects, the project team includes all participants, up to
10-12 people. As a rule, the project team includes: project manager - carries out the
general management of the project; finance manager; quality manager; personnel
manager; administrative manager of the contracts - is responsible for the preparation of
the contracts, the negotiation, conclusion and control of the implementation of the
contracts with the participants in the projects; project controller - head of the project
control service (responsible for planning and control of all project works); project
accountant - is responsible for the reporting related to the spending of project funds and
provides assistance to the project manager on issues related to financial management
and accounting; head of design work - is responsible for engineering design work within
the project; construction manager - is responsible for all types of construction and
installation work within the project, etc.

Some authors distinguish between a project leader and a project manager who
play complementary roles. The project leader is generally responsible for the project
strategy, while the project manager is responsible for the operational management of
the project. Of course, this division is very conditional and is not always the case in
practice. Rather, the manager is also the leader of the team.

8 Cohen, S., Bailey, D. What Makes Teams Work: Group Effectiveness Research from the Shop Floor to
the Executive Suite. Journal of Management. 1997. 23(3). pp. 239-290.

9 Lambovska, M. Mechanism for control over the performance of teams. Scientific works of UNWE. Sofia.
Volume 2. 2014. pp. 26.

10 Andreev, O. Project Management. Sofia. Softtrade. 2006. pp. 87, 89.
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The project team is formed according to the needs of the project, taking into
account the professional knowledge, skills and experience of the staff, including the
organization and conditions of implementation of the project. It is of particular
importance to correctly determine the composition of the project team, the roles and
responsibilities of each of its members, taking into account the objectives of the project,
the plan and deadlines for its successful implementation. The responsibilities matrix in
tabular form specifies the responsibilities of each member of the project team in the field
of implementation of individual project activities. Each cell of the matrix is coded and
numbered to reflect the specifics of the commitment to the task. Therefore, the matrix of
responsibilities is a tool for specifying the responsibilities, responsibilities,
communication channels, distribution of tasks by contractors, including managing the
interaction between the organizational units involved in the project and improving
coordination between them. Naturally, the matrix is also a mechanism for exercising
control over the deadlines for the implementation of specific tasks.

In this regard, it should be borne in mind that the formation of the project team is
crucial for the success of the project.

For this purpose it is necessary for the project team to have the following
features:!!

- Clear goal (agreement for the purpose by the team members).
- Consensus-based decision-making (open sharing of views).

- Shared leadership. (Depending on the specifics of the tasks performed, the
leadership roles can be changed within the team.)

- Listening (creating interpersonal understanding and sensitivity of team members
to each other).

- Open communication. (Team members take advantage of all communication
opportunities, openly share their feelings, provide relevant feedback in a timely manner
and exchange relevant information with other members).

- Self-assessment. (Self-assessment allows the group and its members to
evaluate their performance, changing environment and existing goals. In this way,
informed decisions are made about changes that will ensure group success).

- Civilized disagreement. (Civilized disagreement means that groups have
developed the appropriate internal mechanisms and interpersonal sensitivities needed
to manage the various conflicts that arise among their members).

- Stylistic diversity. (The members of the group are not only tolerant of different
styles and differences in behavior, but also look for these differences themselves and
strive to develop them).

11 Mealiea, L., Baltazar, R. A Strategic Guide for Building Effective Teams. Public Personnel
Management. Summer 2005. 34, 2. pp. 141-159.
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- Networking. (This affects the ability and willingness of group members to
communicate with people outside the group. These contacts can be related to obtaining
information, support, assistance in achieving goals).

- Patrticipation of the members of the group in a wide range of activities of the
group, including related to the implementation of decisions taken. Participation also
supports strategy development and increases the individual productivity of each
member.

- Informal relationships in the group's environment, which create a comfortable and
favorable atmosphere. The members of the group strive to create and maintain
interpersonal relationships because they feel comfortable with each other.

- Clear roles and tasks, because the members of the group understand their roles
and tasks well, and all members of the group agree with them.

- Willingness to share allows group members to benefit from the knowledge,
experience, emotional support, energy and resources of individual members.

- Readiness for independence, which increases productivity due to the fact that the
members of the group have the necessary skills to perform the tasks. This can be
achieved either through formal training, coaching, or through cultivation practice.

- Structural support related to the creation of a working environment that supports
the productivity of the group, ie. channels for open communication, team payment
system.

- Leadership / Managerial style related to the ability of the manager to support,
encourage, train and empower his team, as well as to stimulate the self-confidence of
employees, their self-management and interpersonal relationships.

- Learning environment related to the extent to which the group / organizational
environment allows group members to learn from their own experience and the
experience of others.

The responsibilities in this direction of the project manager, who has leading
functions in the process of implementation of the respective project, are extremely
important. Of particular importance are his efforts during the normalization stage as a
basis for building the prerequisites for effective work in the next stages of development
of the project team.

When analyzing the behavior of the project manager, it should be emphasized that
he must be proactive in his work. This way, for example, will ensure the timely delivery
of the necessary materials in order to carry out the planned activities on time,
compliance with the schedule of the project, etc. Of course, the other members of the
project team must be proactive in their actions. The important qualities of successful
project managers include: systematic thinking; inspiring leader; team management
skills, including effective motivation of each team member based on shared project
vision and goals; orientation towards achieving project results; ready to delegate
powers; maintaining good communication with the members of the project team and
with the other units of the organization, including the functional managers (in matrix
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organizations); demonstrating mutual respect, honesty, openness; flexibility; creating
conditions for making good decisions, aware of their own limitations in work; ready to
take risks with little fear of failure, etc'?. Especially in technical projects, it is important
that project managers have a number of technical skills.
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THE ROLE OF COMMUNICATIONS FOR STAFF MOTIVATION

ABSTRACT

Motivation has long been the focus of researchers in organizational behavior, but
also one of the most important management topics. The key question that surely excites
every manager is how can they motivate their employees to achieve higher productivity
and the best possible results for the organization? What is the most powerful motivation
for people? Does money alone make people perform well at work? Or do things also
depend on the organizational communication that drives them? Good communication is
not only the basis of the meaning of life, but also the key to successful interpersonal /
intergroup relationships. Communication is closely related to all areas of human life and
activity, so there is no part of personal or any organizational activity in which the role of
communication is not important and extremely important.

Key words: communication, motivation, staff, organization.

From thoughts of everyday life, to the exchange of information in the personal
and professional environment, family and loved ones to conversations even with
strangers - styles of communication with everyone are different, but in the end these are
the ways we communicate. Communication is something we are born with and requires
a certain talent, but throughout one's life one can find so many ways to improve
communication, especially within the workplace. One thing is for sure - everything we do
in life requires some form of communication.

Managers use different ways of communicating with their employees when
exchanging information on a daily basis, and thus they also have different methods of
motivating them in order to achieve high productivity!®. Of course, the ultimate
management goal is to create a pleasant working atmosphere and to find the most
successful technigue for motivating each employee, which is very complex due to the

13 Boeree, G. (2006). Personality Theories. Psychology Department, Shippensburg University:
Pennsylvania. - pp. 1-3.
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diversity of employees and their different personal characteristics, individuality,
perceptions, etc. their unique personality, employees require a separate approach to
achieve a higher level of motivation. Therefore, it is more difficult to achieve good
corporate communication and motivation in large organizational structures.

Any organization that wants to achieve activities in full compliance with the
society in which it exists, to start working on a predetermined plan, is aware that
management strategy and carefully designed goals are a vital aspect of the functioning
of organizational and social systems, especially in conditions of the modern era, marked
by the growing complexity of technological, communication and information products,
radical transformation of the social level and structure, trends of globalization of the
economy and especially changes at the organizational level. In this context,
management must first think about people. The main goal of their participation in the
tasks they have undertaken is the efficiency with which they perform them, as the
requirement for teamwork is very important. The management deals with the
coordination of their activities, planning, organization and coordination of pre-
established goals, levels, management and control, evaluations, as a result of the work
performed.

The people of the organization, namely the workforce, are the first to benefit or
not from the results of the strategy, because they are the ones who perform the tasks
assigned to achieve the goals!®. Therefore, the managers who are responsible for
performing the functions of management will always and in absolutely all cases use the
communication processes to carry out and understandably coordinate their activities,
incl. for decision making and implementation.

Communication plays one of the most key roles in the management process,
because through it people are informed and guided to achieve the best results.
Communicating effectively means not only arranging thoughts and presenting them in
an accessible and understandable way, but also the ability to express yourself in a way
that grabs the receiver's attention'®>. The role of communication makes possible the
interaction between employees in work teams, and the manager is the first to build a
bridge between members of the organization through careful and effective
communication. All these elements form the basis of communication processes, in
which individuals in an organization can establish interpersonal relationships that are
the basis of good governance.

As a management tool, communication is also the basis for employee motivation,
as in this way, in addition to good interpersonal relationships, relationships can be
created that are non-conflicting and based on the achievement of common goals.
Applied in the right way, through the right means and channels of communication,
communication plays a key role in motivating employees to increase skills, the need to
mobilize for change, maximize the workforce, evolution in performance and achieving

14 Bodie, G., N. Crick (2014). Theory of communicative action. Vol. 1: Reason and the rationalization of
society. Boston, MA: Beacon Press.

15 Beattie, G., A. Ellis (2014). The psychology of language and communication. London: Psychology
Press. —p. 22.
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results. All this undoubtedly increases the desire to achieve goals and explains the
importance of the role of communication to motivate staff.

Undoubtedly, there must be a short and precise wording of the message, which
must be easy and complete to understand; fast transmission of the message;
smoothness and security of feedback; use of common language of transmitter and
receiver; simplification of communication channels; providing flexibility and adaptability
of the communication system to be used in any situation'®. In this way, the effectiveness
of the role of communication is enhanced and becomes an effective motivational
process.

According to some authors, the role of communication for staff motivation is "a
form of interpersonal leadership, a tool with which the manager can exercise specific
powers: training, organization, coordination, control, evaluation, feedback"'’. In this
way, not only is the organization of tasks more efficient, but also communication is
easier, while at the same time there is a starting point in decision-making and a well-
developed action plan.

Communication about staff motivation has a multifaceted rolel8:

[ Interpersonal: managers act as leaders of the organization, interact with
colleagues, subordinates, clients;

0 Information: managers gather information from colleagues, subordinates and
other contacts, trying to find out about everything that may affect their work and
responsibilities, to strengthen the motivational effect of communication to achieve higher
results. They are also committed to disseminating and providing information in a timely
manner, thus achieving an effect that makes each subordinate feel significant;

[0 The role of decision-making: although many important decisions in an
organization are made in private, at a high level, when the manager communicates on
these issues with his subordinates, the motivation of staff inevitably increases and the
effect of interest is achieved. the side of the management to the ideas, suggestions,
opinions of the employees;

[1 The role of feedback: this relationship is not just an important tool for social
interaction and evaluation of employee performance, it is also a means by which all
relationships at the level of organization and management can be established and
maintained; it is a means of motivating staff of the utmost importance - especially when
it is timely, clear and accurate.

Motivated and dedicated employees are every employer's dream, because they
are the ones who increase the productivity of organizations, maintain a positive work

16 Burnside-Lawry, J. (2011). The dark side of stakeholder communication: Stakeholder perceptions of
ineffective organizational listening. Australian Journal of Communication, 38(1), 147-173.

17 |bid. — pp. 149.

18 Frandsen, F., W. Johansen, A. Pang (2013). From management consulting to strategic communication:
studying the roles and functions of communication consulting. International Journal of Strategic
Communication, 7(2), 81-83.
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environment and, based on cooperation and teamwork, are loyal to their employer. In
short, they are the ones who ensure the long-term success of the organization.

However, motivating employees is a difficult task. Motivation, from a
psychological point of view, is the basis of the behavior of each individual, both in
personal and professional life. When we talk about employee behavior at work,
motivation is strict about the way he perceives his role within the organization, the way
his work is valued, and the value (the fact that he is rewarded for his work) and the
social aspect (the way his work is viewed by others), as well as in relation to human
relations established in the professional field.

In addition to the human resources policies that are implemented in each
organization (financial packages, career plans, training and professional development
programs, etc.), internal communication programs have a very important role in
increasing employee motivation. The explanation is simple: numerous studies show that
at the international level, non-financial factors are of great importance, such as: the
relationship between professional and personal life, good relations with colleagues,
recognition of success'®. The internal communication programs of various organizations
increasingly contain such non-financial and motivational factors. Especially in the last
decade, communications in organizations have been increasingly challenged to move
from communication programs and training to disseminate information within the
organization (whether one-way or two-way communication) to programs of highly
engaged employee participation and motivation.

Generally speaking, communication within the organization is important for staff
motivation since?°:

[0 Creates job satisfaction: by encouraging the dissemination of information
between management and subordinates, as well as between employees of departments
and teams. Good feedback only brings benefits, motivates employees to work better
and makes them feel valuable to the company. Open communication prevents conflicts
and helps to resolve them faster. When conflict is resolved through discussion,
employees develop mutual respect, which leads to their development, both
professionally and personally;

[ Increases productivity: effective communication in the workplace is an
important issue for the success or failure of the organization. Managers must define and
fully explain the goals to be achieved, communicating with employees about their
responsibilities and obligations to be fulfilled. That way, if the line forward is clear,
employees will know exactly what to do and how to focus on what leads to increased
productivity;

19 Miller, K. (2012). Organizational Communication: Approaches and Processes (Sixth Edition). LynUhl,
Boston: US.

20 Kandlousi, N., et al. (2010). Organizational citizenship behavior in concern of communication
satisfaction: The role of the formal and informal communication. International Journal of Business and
Management, 5(10), 51-61.

31



MakedoHcko me2yHapodHo HayyHo chucaHue , MAPKETHHI“ Bp.16
Macedonian international Journal of “MARKETING” No. 16

[ Resources are used more efficiently: when problems, crises and conflicts arise
in the organization, due to lack of communication between employees, there is a
leakage of resources and ultimately - to reduce overall productivity.

Analyzing the role of communication, we can say that the overall result is
extremely effective, namely - the importance of communication for staff motivation and
the fact that without communication there is no way to carry out the processes of
employee engagement, the their commitment to higher results, productivity and better
performance. Staff is the most important resource of the organization and the way it is
motivated is crucial to achieving the goals.

As with any process in organizations, so with those related to communication and
motivation, there are certain barriers (respectively various obstacles) in their smooth
functioning. Anything that interferes with the understanding of an information / message
is an obstacle to communication. It is therefore very important to remove all obstacles
and ensure a smooth flow of information so that the sender can be sure that the
message will be successfully transmitted. According to the authors, some barriers to
communication in institutions are related to the sender, others to the recipient, but may
also be related to communication channels?l. However, barriers can be distinguished as
physical and psychological, as described by some studies 2%

(1 Culture, origin - our culture is positive when it allows us to use previous
experience to understand something new;

(1 Noise - different sounds in the educational environment interfere with clear
communication, because both the sender and recipient must participate in the exchange
of the message;

[0 The communicators themselves - focusing on themselves and not on others,
can lead to confusion and conflict;

[0 Perception - if we believe that a person does not speak freely or does not
articulate clearly, there is a tendency to "exclude" when receiving a message. Prejudice
also affects the ability to actively listen;

[J Communication - obstacles often occur when we focus on the facts and not on
the idea;

(1 Environment - our attention in communication can be attracted by unusual
views, the attractiveness of man or even strong lights;

[1 Compression - we often take for granted when someone is familiar with
information, even if this is not usually the case. Too often we believe that the receiver is
already aware of the information received;

2 Rollinson, D. (2008). Organisational Behavior and Analysis: An Integrated Approach. Pearson Education
Limited: England. — pp. 436-437.
22 |bid. — pp. 437.
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[1 Stress - when people are under stress, they do not see things clearly. What
they see and what they believe in at a given moment is influenced by their beliefs,
values, attitudes, knowledge, experience, goals.

In order to remove barriers to communication, management must choose the
most appropriate way to communicate, to develop and provide feedback mechanisms,
and to facilitate a clear definition of the organization's structure as a prerequisite for
effective  communication. The most important part of overcoming communication
barriers is choosing the right words. Simple and understandable language is best suited
for communication, as just one wrong word can cause misunderstanding and later lead
to many frustrations in daily activities. Also, active listening and feedback skills are an
integral part of good communication that can be learned through communication skills
training.?. Active listening allows us to receive useful information, to avoid
misunderstandings and conflicts within the organization. Active listening also helps
employees to perceive problems more clearly and build trust in relationships. The
authors argue that effective listeners adopt the following patterns of behavior?*:

1 Establish eye contact;

[1 Show interest in what is said;

1 Avoid distractions or gestures;

1 Ask questions;

(] Paraphrase;

1 Avoid interrupting the sender;

[1 Do not overdo the conversations;

[1 Make smooth transitions between the roles of speaker and listener.

If the recipient accidentally misunderstands the message, the authors indicate
two techniques that can be used to repeat what is heard.?®: (1) paraphrasing (to express
the factual content of what is understood in one's own words) and (2) verbalizing - to
express the feelings of the sender in dialogue with words.

In this regard, two scientists - Greenberg and Baron (2008) - created a useful
model of effective listening, called the "HURIER model"?¢, which is a conceptualization
describing effective listening, consisting of several components: hearing, understanding,
remembering, interpreting, evaluating and responding . Taken together, they all
contribute significantly to overcoming communication barriers. Feedback should
contribute to the achievement of common organizational goals in order to avoid future
mistakes and to develop better behavioral strategies. It primarily provides information

23 McKenna, E. (2006). Business Psychology and organisational behavior. A student’'s handbook (4th
edition). Psychology Press: New York, US. — pp. 170-171.

24 |bid. — pp. 171.

25 Robbins, P, P. Hunsaker (1996). Training in interpersonal skills: Tips for managing people at work (2nd
edition). Prentice Hall: Upper Saddle River, NJ. — pp. 189.

26 Baron, R., J. Greenberg (2008). Behavior in Organizations (Ninth Edition). Pearson Education
International: New Jersey, US. — pp. 366.
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about the person giving feedback about their feelings or reactions caused by what is
being observed. Timely feedback is given to help the employee understand himself and
his / her impact on job performance, tasks, other employees in the organization.

In general, feedback can be provided directly or indirectly ?’. Today, managers
are constantly faced with providing both positive and negative feedback on various
aspects of the performance of subordinates?®. The positive effect of the feedback is the
correction of the current behavior to improve the work and cooperation with other
employees in the organization. On the other hand, feedback can also lead to a change
in behavior. Positive feedback is used to create a new system of conditions instead of
maintaining old ones, while negative feedback shows deviations from the desired
conditions?.

Today, there are various methods of providing feedback to employees. For
example, the evaluation method, called 360-degree feedback, is a questionnaire that
allows employees to assess the competencies of their managers as well as other
colleagues in the organization®°. 360-degree feedback includes all information about the
employee's work - on the one hand from managers and on the other hand, from
colleagues who have been in contact with the employee and may receive appropriate
feedback for his / her performance.

Research has shown that feedback significantly improves productivity, and the
lack of open communication is one of the main causes of conflict in organizations 3.
Classical theorists see conflict as an anomaly, as an abnormal event that should not
have happened, and emphasize that conflict is an inevitable and even necessary aspect
of group and organizational experience®?. Conflict must not be extinguished and
avoided, instead the organization must confront, manage and resolve it.

There are many factors that prevent employees from using an open
communication approach, and the most common are: education, decency, fear of
opposing side effects, hierarchy in the organization and others. If there is open
communication at the beginning of the conflict, there will probably not even be a conflict
or it will be significantly reduced. However, there are many situations where even open
communication is not the way out of the problem, for example: when a conflict of
interest between colleagues arises; or someone is fighting for "prestige"”; or when there
is communication with a superior in which the subordinate party has no right to express
his opinion.

27 Rollinson, D. (2008). Organisational Behavior and Analysis: An Integrated Approach. Pearson
Education Limited, England. — pp. 432-433.

28 McKenna, E. (2006). Business Psychology and organisational behavior. A student’s handbook (4th
edition). Psychology Press: New York, US. — pp. 171.

29 Daniels, T., M. Papa, B. Spiker (2008). Organizational Communication: Perspectives and Trends.
SAGE Publications: California, US. — pp. 51-57.

30 Colquitt, J., et al. (2009). Organizational behavior: Essentials for improving performance and
commitment. Irwin McGraw-Hill: New York. — pp. 122.

31 Goldhaber, G. (1990). Organizational Communication (Fifth edition). State University of New York at
Buffalo. — pp. 4-31.

32 Daniels, T., M. Papa, B. Spiker (2008). Organizational Communication: Perspectives and Trends.
SAGE Publications: California, US. — p. 93.
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Such situations will always exist in organizations and managers need to know
how to manage them. Studies show that managers spend up to 30% of their time
dealing with conflicts and finding resolutions for them?32, which indicates how important it
is for managers to know the causes, mechanisms and ways to resolve conflicts in the
organization.

Conflicts are inevitable, both in the organizational environment and in personal
life, and are not necessarily negative or destructive. Sometimes conflict situations can
provide answers to problems and possible right solutions. Any change in the
organization undermines its previous balance and creates the conditions for overt or
covert conflicts. Especially in the processes of development of organizations with a
growing number of employees and more intensive communication between them - this
also leads to a growing number of potential conflicts. For the long-term reduction of
conflicts in the organization it is necessary to summarize all the conflicts that occur in a
given period of time, and to recall all the reasons identifying why they occur and the
ways in which managers have successfully resolved them. In accordance with the
resolution of conflicts, so necessary for the implementation of structural changes (if
necessary), there must be a change of goals, readjustment of the relationship between
authority and responsibility and change the overall organizational structure of the
organization.

Like communication, there are barriers and obstacles in the motivational
processes in organizations. The authors explain that there are two main cases
described as barriers to work motivation34. The first case is when the barriers are
related to the work itself, ie. motivation is important for something in the performance of
tasks or its basic essence stands in the way of motivating a person's individuality. The
second case is related to the "blocking" of the goal, which occurs when, although the
individual is highly motivated, the achievement of a goal is somehow hindered. This
case usually ends in frustration, which can then lead to one of two basic human
reactions known as adaptive or maladaptive behavior.

From a practical point of view, most employees will agree that the worse the
communication within the organization, the higher the barrier to work motivation.
Dissatisfaction with organizational communication can cause disinterest, both in day-to-
day operations and in cooperation between colleagues.

A barrier to the motivation for the work of employees is also when managers do
not recognize / do not recognize the efforts and hard work of the employee and he / she
does not receive any rewards or at least feedback on the work done. In this case, the
employee often thinks that his / her work is not important enough and obviously in the
next project he / she is no longer motivated or interested in working with full effort and
capacity.

The same problem arises if the manager has no idea which employee is
responsible for which tasks and how he performs them - why then he / she should

33 Saha, J. (2006). Management and Organizational Behavior. Excel Books: New Delhi. — p. 221.
34 Rollinson, D. (2008). Organisational Behavior and Analysis: An Integrated Approach. Pearson
Education Limited, England. — pp. 448.
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perform them in the best way, if no one will recognize or even notice the efforts that are
invested? Therefore, feedback stimulates employee motivation and also instructs when
change is needed or when new behavior should be encouraged. Feedback becomes
objective information about the effectiveness of the individual or team and helps
employees see their own achievements.
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PPROACHES TO THE STUDY OF INTERCULTURAL COMMUNICATION

ABSTRACT

Our worldview shapes what is "interesting” for a particular audience, what is
considered a problem, which problem is interesting to study and whether the purpose of
studying a problem is to analyze the problem, to analyze and solve the problem or to
analyze by solving and applying a solution. Our worldview determines whether a
problem is a problem or not and whether we need to find a solution. This worldview not
only shapes what we see as an interesting problem to study, but also the methodology
we use to study the problem. The aim of this report is to describe and explore the
integration of the three main methodological perspectives in the study of the problems
of intercultural communication: social, interpretive, critical and the dialectical approach
added later.

It is important to analyze the ontological, epistemological and axiological
assumptions underlying each of these methodological perspectives.

Key words: culture, communication, approach, problem.

Ontology is the study of the researcher's orientation towards reality. In the socio-
scientific perspective, the researcher looks at the world objectively, because there is a
world outside of us that can be systematically explored. From this point of view,
researchers use a deductive approach and seek to explain and predict phenomena. The
social scientific ontology provides clarity and direction due to its strict question of
plausibility and reduction of subjectivity. In contrast, as a reaction to the socio-scientific
point of view, interpretive researchers argue that the observer and the observed are
subjective, and the most important lessons are how they create shared meaning. If
social scientists adopt a deterministic view of human behavior, interpretive scientists
thrive on human free will. Critical theorists focus especially on social injustices and
inequalities in life. Researchers in this field study how social structures create
inequalities and injustices in governance. Thus, they believe that differences in power
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are at the heart of social transactions®. Therefore, any ontological study for a critical
theorist will have to help uncover these inequalities.

Epistemology examines how we learn about a selected phenomenon and thus
how researchers study this phenomenon. Social scientists interested in assessing
objective reality (or at least reduced subjectivity) use a scientific method to gather
empirical evidence. They focus especially on the causal relationships between
phenomena and generally use quantitative approaches. The basis of their evaluation
and data collection is the premise that objects exist independently of the knowers®,
Interpretive scholars who are interested in situational and contextual significance
typically use qualitative methods to assess participants' perceptions of reality. They do
not explore one truth, but many truths at once. They do this by studying individual
interactions, the historical and cultural context in which these individuals interact. Critical
researchers use a variety of qualitative methods to study, for example, how language is
used to create imbalances and communication barriers, or how the mass media is used
to avoid critical thinking. Critical scientists are particularly sensitive to over-reliance on
empirical and social scientific evidence. They do this because critical research is based
on the fact that social / positional power determines what is considered knowledge?’.

Axiology examines the values that guide the researcher's questions; the methods
used for data collection and analysis; the interpretation of the data and the
consequences of the findings. Social scientists study phenomena to discover the truth,
which in turn guides specific types of action. They focus on the study of what is called
the "axiom of value" or the extent to which the phenomenon under study meets the
requirements of the concept to which it belongs. Both interpretive and critical theorists
are interested in describing what exists, how community members interpret phenomena,
and critical theorists are particularly interested in reducing class imbalances and other
forms of oppression. Interpreters are axiologically determined to encourage the fact that
observations can always be inconsistent and reopened for interpretation. In terms of
control, social scientists want to control as many variables as possible by narrowing the
causal picture to the studied variables. Interpretive scientists seek active participation in
research to understand how they view reality. Critical theorists are particularly aware of
the need for community members to take control of their own situations. Having in mind
this brief overview, below we explain the methodological approaches to the study of
intercultural communication - social, interpretive, critical, dialectical.

Today, there are several basic approaches to the study of intercultural
communication, which can give an idea of what opportunities exist to deal with
intercultural communication differences, incl. in the work environment, as well as with a
more comprehensive response to global challenges at the local level.

35 Scotland, J. (2012). Exploringthephilosophicalunderpinningsofresearch:
Relatingontologyandepistemologytothemethodologyandmethodsofthescientific, interpretive,
andcriticalresearchparadigms. EnglishLanguageTeaching, 5(9): 9-16.

36 Cohen, L., et al. (2007). Researchmethodsineducation (6th ed.). London: Routledge.

37 Ibid.

38 Kelleher, W. (2013). Formalaxiologyandthephilosophyofsocialscience; esp., politicalscience (online). In:
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2343339 (Retrieved 09.09.2021).
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Since its early development, intercultural communication has been an
interdisciplinary scientific field. The different approaches to intercultural communication
have their roots in the disciplines that help shape this field - the already mentioned
anthropology, linguistics and psychology. It is important to add here that the impact of
each of these areas can be seen in the way we study intercultural communication today.
Linguistics helps us understand the relationship between language and other cultural
systems. The field of anthropology helps us to recognize cultural models and to realize
the importance of non-verbal communication. The field of psychology reveals the role of
human knowledge in understanding and categorizing the patterns of behavior of
members of other cultures.

The social approach is based on the assumption that human behavior is
predictable and that there is a descriptive external reality. This approach, also called
functionalist, is based on research in the fields of sociology and psychology. Scientists
try to describe and predict behavior using a social approach, often relying on
guantitative methods. They believe that culture is "a measurable variable and that
culture affects communication in almost the same way as personality traits."*® The aim
of the social approach is to predict how culture affects communication; to explore the
way in which culture influences communication using the social sciences. For example,
a social science researcher may wish to explore how members of different cultural
groups use email, the Internet, and other electronic media to communicate with their
group members to establish virtual communities. In such a study, they are likely to
isolate specific variables, such as the topics covered on websites or the level formality
used in emails.

The interpretive approach is interested in describing human behavior. According
to scientists, this behavior is unpredictable, creative and creative, and culture is created
and perpetuated through the means of communication. This approach uses qualitative
research methods that have emerged in the field of anthropology and linguistics, which
is why the approach is called interpretive. These methods include field research,
ethnography, observations and research of participants. When an interpretive approach
is chosen to study intercultural communication, researchers usually connect directly with
members of the communities they study and often make close friends with them. The
interpretive approach studies culture from the point of view of members of the studied
cultures, and not through a framework imposed by the researcher. Researchers using
the interpretive approach are interested in describing culture, not predicting behavior.
They seek to find and describe models in communication and approach research
holistically and subjectively. Interpretive researchers seek to answer questions about
what it means to be a member of a community (or part of a community) and how
community members achieve "membership"4°. Kanayama was interested in describing
the behavior of older people and understanding how they interacted when forming

39 Cattell, R. (1979). Personality and Learning Theory: The Structure of Personality in its Environment
(vol.1). New York: Springer. In: R. Cattell: “A Trait Theory of Personality” (online). In:
http://egyankosh.ac.in/bitstream/123456789/20830/1/Unit-2.pdf (Retrieved 01.09.2021).

40 Philipsen, G. (1992). Speakingculturally: Explorationsinsocialcommunication. Albany, NY: State
Universityof New York. — p. 14.
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virtual communities. She found that self-disclosure through sharing stories and
memories is an important part of achieving membership in the virtual community*?,

Interpretive scholars are interested in revealing many simultaneous truths,
believe in the free will of man, recognize that the known and the knowing cannot be
separated, and believe that interpretation is based on one's persuasive abilities. Striving
for meaning, interpretive scholars use a variety of qualitative methods to study specific
intercultural phenomena. As a result, interpreters explore theoretical boundaries by
comparing the results of multiple forms of research on the same phenomenon4?. The
focus is usually on the ethnography of communication and interpretive interviews, as
these are two common approaches.

The critical approach views reality as subjectivity and focuses on the importance
of studying the context, ie. in which communication it occurs. Critical scholars view
culture from the perspective of power struggles and study cultural differences, as they
are related to the unequal distribution of power in society. They are not only interested
in studying human behavior in different cultures, but also in bringing about change in
society. Users of this approach believe that by studying and analyzing the role of power
in cultural dialogues and meetings, they can help people resist the oppressive forces in
society. Critical scholars believe that the purpose of intercultural communication
research is to identify and make a clearer distinction between the strong, but those
without positions, in order to liberate people who have no power in society*:. In
exploring the role of communication in creating group identities, critical scholars want to
deconstruct the assumptions of reality in order to challenge the social realities that
reinforce the exploitation of certain groups in society. This is based on the claim that in
most nations, power is not equally distributed between the cultures of the majority and
minorities. Scholars using the critical approach often also analyze the media and other
aspects of popular culture.

For example, while governments around the world insist on the need for
computer skills in a global market, the reality of public policies often serves to reinforce
rather than eliminate inequalities**. Other scholars argue that computer practices
actually support racial / ethnic inequalities and reinforce stereotypes*®. The digital divide
can also be explored in the light of larger social, economic and political issues that lead
to public policy decisions on technology. Critical scholars are seeking to find ways to

41 Kanayama, T. (2003). EthnographicresearchontheexperienceofJapaneseelderlypeopleonline. New
Media &Society, 5: 267-288.

42 Szabo, E. (2007). Participativemanagementandculture. A
gualitativeandintegrativestudyinfiveEuropeancountries. Frankfurt: PeterLang.

43 Clark, L., C. Demont-Heinrich, S. Webber (2004). Ethnographicinterviewsonthedigitaldivide. New Media
&Society,6: 529-547.

44 |bid.

45 Nakamura, L. (2002). Cybertypes: Race, ethnicityandidentityonthe Internet. New York: Routledge. — p.
72.

Sterne, J. (2000). Thecomputerracegoestoclass:
Howcomputersinschoolshelpedshapetheracialtopographyofthe Internet. In: L. Nakamura, G. Rodman
(Eds.). Raceincyberspace. New York: Routledge. — pp. 191-212.
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understand these issues to help close the digital divide while exploiting society's
potential for technology to create greater social justice.

The use of all three approaches (social, interpretive and critical) is very significant
and valuable in the study of intercultural communication. However, according to
researchers, they may seem to contradict each other. To address the potential
contradictions between these approaches, Martin, Nakayama, and Flores (2002)
developed another approach to the study of intercultural communication?®.

The dialectical approach recognizes the value of social, critical and interpretive
approaches, while at the same time requiring us not to limit ourselves to the perspective
provided by each of them. The dialectical approach points to the simultaneous
acceptance of all three points of view, as the acceptance of multiple points of view
expands our perception of the world and allows us to create new categories in order to
see the complex potential in studying intercultural communication. The creators Martin,
Nakayama and Flores identified six dialects characteristic of intercultural
communication’; cultural-individual, personal-contextual, differences-similarities, static-
dynamic, history / past-present / future and privileges-disadvantages. All these
dialectics refer to four building blocks of intercultural communication: culture,
communication, context and power.

Cultural-individual dialectic. This dialectic refers to the fact that communication is
both cultural and individual. All people share some patterns of communication with
members of the groups to which they belong. At the same time, all people also have
unique individual communication models that are idiosyncratic.

Personal-contextual dialectics. This dialectic is related to the relationship
between the social roles we play and how they interact with our communication models
on a personal level. The social context often shapes the behavior of individuals. The
idea here is that roles related to our social and professional situation can influence our
communication behavior. Some social roles require us to be very formal. The way a
lawyer enters a courtroom or a scientist enters a laboratory - their communication will be
a result of the context in which he / she works.

Differences-similarities. This dialectic recognizes the fact that people are both
similar and different from each other in many ways. These similarities and differences
exist both inside and outside cultures. There are real differences between the ways in
which members of different cultures communicate. However, when we focus on cultural
differences, we run the risk of stereotyping others.

Static-dynamic dialectics. This dialectic explores the fact that culture and models
of communication are both static and dynamic. Some cultural and communication
models are relatively stable, and at the same time cultures are evolving and changing.
While cultures are influenced by the spread of new technologies, they will adapt these
technologies to their cultural models and values. For example, a study by Lee (2000)

46 Martin, J., T. Nakayama, L. Flores (2002). A dialecticalapproachtointerculturalcommunication.
InReadingsininterculturalcommunication (2nd ed.). Boston, MA: McGraw-Hill Companies, Inc. — p. 6.
47 |bid.
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found that the use of e-mail in Korea was influenced by the dimension of the cultural
value of Confucian dynamism, which emphasized respect for elders and strict
observance of public order*®. Most employees who work in virtual offices in Korea do
not use emails to communicate with their superiors because they believe that this does
not convey the appropriate level of respect for the manager.

History / past-present / future. This dialectic refers to the need to be aware of
both current conditions and historical influences, as they strongly affect intercultural
communication. For example, it is not enough to understand the current situation of
North African Muslims in France, which has the highest percentage of Muslims of all
European nations. Non-assimilated French Muslims are a major source of recruitment
for various terrorist groups that are always looking for supporters among the alienated
and poor Muslim communities around the world. Until we fully appreciate the current
situation of European Muslims (especially those in France), we must also have an
understanding of how Muslim communities in North Africa are developing and what are
the factors shaping the interaction between these groups and their host countries.

Disadvantages-disadvantages. This dialectic addresses the contradiction that
individuals can be both privileged and disadvantaged. People may have power because
of their social, economic or political status and may be privileged because of their
position, just as others may be disadvantaged because of their lack of social, economic
or political power. However, the individual may have a privileged status in some
contexts, but may also be disadvantaged in others. In some situations, a person may be
both privileged and disadvantaged. For example, an international student in England
may be privileged and disadvantaged at the same time. He / she may have the privilege
of having the opportunity to study abroad, but he / she may be disadvantaged at the
same time if he / she is confronted with the internal prejudices of the United Kingdom.

The dialectical approach unites the strengths of social science, critical and
interpretive approaches to the study of intercultural communication. It allows for a much
broader view of the study of communication between national identities and prevents us
from falling into dichotomies that tend to diminish rather than broaden our views of other
cultures. The dialectical approach allows us to address many contradictory aspects of
intercultural communication and thus gives us much richer experience in the study of
culture and communication. This is a much more challenging approach, as it does not
offer simple answers, but rather requires us to look at problems from multiple
perspectives and to support conflicting ideas at the same time. In this way, however, we
will gain a holistic view of intercultural communication, which fully recognizes its process
and relational nature.

48 _ee, O. (2000). The role of cultural protocol in media choice in a Confucian virtual workplace. IEEE Transactions
on Professional Communication, 43(2000): 198.
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ABSTRAKT

In today's era of intense competition and growing consumer demand, marketing experts
are challenged to base their activities on relational marketing which is considered to be
consumer-based marketing. Relational marketing is a popular approach that integrates
knowledge by retaining consumers with strategies of growth. Apart from this, virtual
communication that has taken over the world, and has moved the scope of market demand and
supply from the real, personal contact in a world of "abstract" space, which requires finding new
systems of operating and the need to develop new competency in the market exchange.
Generation Y consumers (The Millennia’s) have a strong presence in the consumer world. The
greater insight into their consumer habits and the desire for personalization within marketing can
enable market participants to better target Y-generation consumers. The focus of this paper are
precisely the generations born between 1977-2000, as well as their lifestyle, healthy lifestyle
and products that enable such a lifestyle, which of special reference in this paper is the
Nutribullet, the so-called nutrient extractor and the attitudes of this category of consumers
towards this product. This research gives marketing managers the opportunity to draw ideas
and use them to create marketing strategies which will be based on the needs, desires,
requirements and expectations of this consumer group.

Keywords: Consumers, marketing, product, views, Y generation

1. BASIC CHARACTERISTICS OF THE Y GENERATION CONSUMERS

Not only has this generation gained different alliances, but it has also been
identified over different time periods, so there is no actual consensus as to which period
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they can be attributed to. The disparity in the labels is related to the position of
Generation Y in the generational hierarchy or through the characteristics and
preferences that are most prominent in an adequate time scale.

Generation Y (also known as Gene S, the subject of Generation S, Echo
Boomer, Why Generation, Net Generation, Gen Wireless, We Generation, DontNet, Ne
(x) T, First Globals iPod Generation) covers those born between 1977 and 2000, and in
2022 cover the age range of 22 to 45, and are baby boomer children, who grew up in a
time of huge and rapid change, in a technological, electronic and wireless society with
disappearing global borders [1].

When it comes to the reputation of this generation there are several myths [2]:

Myth 1- Generation Y is lazy: which is not true because research shows that this
generation has good work ethics and their main goal is "work faster and better than your
colleagues”. The attribute "hard-working” as a primary quality shows that this group
understands the direct relationship between hard work and success.

Myth 2- Generation Y wants instant satisfaction: This myth proclaims that
Generation Y wants everything right away, and does not want to work without
recognition. And this myth is refuted, because this group of consumers seeks regular
feedback, they buy faster online, they compare more sites and purchase without
wasting time on other activities. This points to the fact that this focus group thinks they
deserve a financial reward for its contribution, it is true that they want to progress, but
also wish to be in line with how much they deserve.

Myth 3 - Generation Y is not loyal: this target group of consumers is not
considered to be loyal to anything they do not benefit from and does not feel
comfortable, both in terms of the workplace and in relation to brands. They are aware of
all options, but if their requirements are met they can be loyal.

Myth 4 - Generation Y is selfish: without generalization, most of Generation Y is
not selfish, and they put their friends and family at the top of their list. The Families and
Work Institute describes Generation Y as "family-centric" or "dual-centric" with equal
family and career priorities, but far less work-oriented contrary to other generations.

Myth 5 - Generation Y is spoiled: it can be said that this generation grew up with
all possible comforts, but still this attitude must not be generalized because their view of
the world and their priorities are different.

2. THE ATTITUDE OF GENERATION Y CONSUMERS TOWARDS THE PRODUCT
NUTRIBULLET

Namely, when it comes to the attitudes of this focus group of consumers towards
a healthy lifestyle, they are really very different from other categories of consumers. For
them, being healthy does not only mean avoiding diseases, but also paying attention to
proper nutrition and exercising on a daily basis [3] According to the GoldmanSachs
research, wellness is a daily necessity. They exercise more, eat smarter and smoke
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less than previous generations. Mobile phone applications track all their training data
and they find the healthiest diet online.

Generation Y decision-making process for purchase [4]: compared to previous
generations, Y buyers are particularly sensitivity towards changes in fashion trends.
According to Bae, there are 8 characteristics of these consumers: perfectionist
awareness, brand awareness, fashion trends awareness, reactive or hedonistic,
conscious of money value, impulsive, confused by the variety of choice and loyalty. This
whole range of consumer typology is the result of the use of different concepts for
conceptualization, as well as the diversity of shopping experiences. According to this,
the process of deciding to purchase in the consumer category Generation Y can be
considered as complex and represents the foundation on which the consumer typology
of any other type is built.

Healthy habits of Generation Y [5]: according to certain research this consumer
group leads a healthy life and is considered to generally care more about their healthy
life, compared to their parents or grandparents. The most common physical activities
they practice are fitness, gyms, walking and swimming, and in terms of gender, women
are more interested in diet and men in physical exercise. Fitness products are 4 times
more popular for them, a diet that is vegan, gluten-free is more of a choice than a forced
decision to solve a medical condition. In this case, it can be stated that a healthy diet is
of priority for this group of consumers.

The Nutribullet product [6] on Amazon, The Nutribullet is the best-selling kitchen
blender with an average rating of a 4-star consumer item. It has 1.8 million fans and
almost as many Facebook followers and more than 500,000 on Twitter. The question is
whether this device can really make food more nutritious and easier to absorb and allow
users to lose weight?! The advertising effects achieved with this product essentially
leaves the impression that blending food increases the nutritional value so that the
human body consumes less energy in breaking down food.

3. THE RESULTS OF GENERATION Y CONSUMER RESEARCH ON THE PRODUCT
NUTRIBULLET

The focus of this research project was to identify:
What are the consumer habits of Generation Y before buying?

What are the most effective targeting techniques aimed at Generation Y
members that companies use?

What is the attitude of this generation towards a healthy lifestyle and does it
quantify it with the amount of money with which it can afford a healthy diet, for example
buying a Nutribullet?

The research with the members of this target group of consumers was realized
through an online questionnaire, which was structured in 4 parts and was conducted on
30 respondents. The first part referred to the general demographic information, which
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included both male and female. According to the level of education, 19 of the
respondents had a high education, 11 a higher level of education and 10 had a
secondary education. With the research on consumer behaviour with the help of Yes or
No questions and the Lichter Scale, the views on their activities prior purchase and
according to brand image were examined. In the last part of the questionnaire the views
of this target group were examined regarding a healthy lifestyle and care for healthy
food, as well as their opinion specifically on the Nutribullet product.

According to the obtained results from the processed data that were collected
with the reserch, it was concluded that:

Generation Y as a consumption category eats healthy (27 of the respondents
answered that they eat healthy, sometimes or regularly), 20 of them that they exercise
regularly contrary to those who never practice physical activity.

Graph 1 shows the processed answers to the questions related to the Nutribullet
product,

ul have heard, but m! have heard
| do not know from rela-
about Nutribullet tives, friends,
acquaintances
p| have heard, |
knowr what is that ® Throu gh
Facebook
| havent heard
TV adds
® | would buy but “lam very
it’s expensive satisfied by
m | wouldr't buy it, Nutribullet
I do ot need it
. » lam moder-
"lam ""_"‘"‘“’ ately satisfied
to buy it
I have it
Iam not
satisfied

Figure 1 Experiences of Generation Y with the Nutribullet product

Source: aultnors researci,

48



MakedoHcko me2yHapodHo HayyHo chucaHue , MAPKETHHI“ Bp.16
Macedonian international Journal of “MARKETING” No. 16

From the graphic display it can be seen that:

Most of the respondents stated that they have heard but do not know what
exactly this product is, a small amount have heard and know what it is, and the smallest
amount stated that they have not heard of it,

Most of the respondents have heard about this product from family, friends or
acquaintances, then those who have heard about it from Facebook, and the least from
TV commercials,

Regarding the question whether they would buy it, most of them said that they
would buy it but the price is high, followed by the respondents who answered that they
would not buy it because they do not need it, and the respondents who answered that
they plan to buy it, and the least answered that they have it,

Answers to the question how satisfied they are with this product, show that most
of the respondents are satisfied with the product, followed by the answers that they are
moderately satisfied and at least some of them said that they are not satisfied.

Discussion of the results:

Briefly, this thesis focuses on three identification factors, the findings of this
research led to the following conclusions:

Regarding the question, What are the pre-purchase consumption habits of
Generation Y like?

Many pre-purchase habits that the Y generation have include communicating
with friends and family, browsing sites and searching for lower prices, offers and terms
of sale. This focus group compares different products and stores before purchasing
products. They spend more time researching products or inquiring before buying more
expensive products. It shows that they use all their resources before buying products
and do not rush to spend money.

Regarding the question from the assumption (hypothesis) about What are the
most effective targeting techniques aimed at the members of Generation Y that
companies use?

According to research, this consumer category is not affected by radio ads, while
TV still plays a role through advertising. Social media ads are much more favored by
Generation Y members, but it has not been proven to be the most effective way to
reach this generation of consumers. Generation Y enjoys connecting with companies
via social media, but by their own personal terms. Most of the members follow or "like"
brands through social networks, but interact only when there is a promotion or a post
that refers directly to them. If this does not apply to them, they ignore it or do not wish to
spend their free time with ads from various companies. Besides, if the company has ads
that are annoying, most of these consumers will be loathed by the company itself. It
shows that Generation Y thinks social media pages are useful, but only if companies
post things that are of their importance.
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Regarding the question What is the attitude of this generation towards a healthy
lifestyle and does it quantify it with the amount of money with which it can afford a
healthy diet, for example buying the Nutribullet?

On average, yes, and most of them are interested in how they can improve their
diet and thus their appearance. Nutribullet is well known, whether it is known by its true
meaning, it is talked about in the narrowest social circles, but it is mostly known from
advertisements on the Internet or TV. The financial situation in RS Macedonia generally
does not allow this product to be bought so easily (its retail price is around 120 euros),
but most of this generation has or plans to buy it. A certain number of respondents who
have this product, are generally satisfied with its performance.

CONCLUSIONS

Today, consumers enjoy the choice offered to them through social media, where
opportunities are easier to convey their opinions - whether it is criticism or praise, for
different brands or companies. There is now a chance that consumers and brands can
really build a quality relationship in which they express and exchange opinions. The
research that was conducted for the preparation of this paper, shows that the Y
generation (millennium) has very powerful pre-purchase habits, and that they take care
of their health through diet and sports. The fact is that almost everyone knows the
product Nutribullet, and those who do not have it, want to have it and start the day with
it. This research gives marketing managers the opportunity to draw ideas and use them
to create marketing strategies which will be based on the needs, desires, requirements
and expectations of this consumer group. Every company that targets the Y-generation
consumer segment should know which advertising tools they are interested in, that they
trust their friends, family and site reviews the most.
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SOCIAL ENTREPRENEURSHIP AND SOCIAL INNOVATION. STIMULATING
THE CREATIVE POTENTIAL OF PERSONS FROM VULNERABLE GROUPS ON
THE LABOR MARKET

ABSTRACT

Entrepreneurship is one of the possible ways to help young people find vocation,
work, and earn a steady income. In recent years, the subject of social entrepreneurship
has become more and more relevant. The basis of the social economy is the ability to
find solutions to social problems, to create sustainable jobs, to facilitate social and labor
integration .Social entrepreneurship is a possible effective model that stimulates the
creative potential of young people. This stems largely from the opportunities that social
enterprises have to combine economic growth with social and environmental
responsibility in an innovative way. Young social entrepreneurs contribute to promoting
social values and create new jobs.

Keywords: social economy, social enterprises, youth social entrepreneurship,
mentoring, work places. creative industries

INTRODUCTION

The challenges facing the labor market are largely due to the ongoing
transformation of the various sectors of the economy in the context of the digital and
environmental transition. .#° In recent years, there has been a sinificant increase in
research on the development of social innovation and creativity, with an increasingly
interdisciplinary focus.

The crisis caused by the COVID-19 pandemic has a very strong impact on the
world economy, and the efforts of all countries have been directed both at protecting the
health of their citizens, and at implementing measures to reduce unemployment levels

49 Labour market, social protection and migration
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among the vulnerable group of the labor market - the young people. The new methods
of working and the effect of the changes imposed as a result of the health crisis aimed
to guarantee the right to work and to preserve jobs, which led to a faster transformation
of the labor market and the adaptation of all participants. New patterns of work, new
ways of acquiring skills to match the demands of jobs have been implemented. Young
people turned out to be a more vulnerable group for the labor market, facing various
difficulties not only to start work but also the fear of losing their jobs. This affected their
satisfaction, motivation and increased their anxiety about their financial security and
well-being. %°

Cultural and creative industries are crucial for ensuring the continuous
development of society furthermore are fundamental to the creative economy.
Economically, these industries are registering above-average growth and creating jobs
— especially for young people — while leading to a strengthening of social cohesion. 5!

Many EU policies are linked to cultural elements, including in the field of
education, social policy, regional development, etc. The creation and presentation of
cultural products in the modern interactive and globalized world is directly related to the
development of technologies. 2 Cultural heritage is an essential element in the
development of the creative industries sector. It is an important resource for the
economy of the regions, it provides employment and social cohesion and has great
potential for development not only in large urban areas, but also for smaller settlements,
including the promotion of sustainable tourism. This is important for the economic
prosperity of smaller settlements, where for some people there are obstacles to their
inclusion in the labor market. For these groups of individuals, there is a risk of poverty
and social exclusion. However, through the opportunities provided by social
entrepreneurship and the development of the social economy, employment prospects
for vulnerable groups of persons, including young people, significantly increase.

THE CREATIVE AND SOCIAL SECTOR IN SUPPORT OF EMPLOYMENT

The reduction of youth unemployment and effectively engaging as many young
people as possible in the labor market is a priority in the labor market support policies of
all countries. The various challenges faced by the youth community require the adoption
of an active inclusion approach. The transition of young people from school to work is
hampered by specific challenges.>® They are a priority target group of the active labor
market policy and targeted measures are applied to them in particular to the activity,
increasing their suitability for employment, supporting the initiative and
entrepreneurship, increasing their motivation for work and their successful integration

50 Eurofound (2021), Impact of COVID-19 on young people in the EU, Publications Office of the
European Union, Luxembourg.
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into employment. Particular attention is concentrated to young people, who find it more
difficult to find work due to the lower competitiveness of the labor market. 5

Currently, social entrepreneurship unites the energy of more and more people,
regardless of whether they live in a big city or a small town, and cultural wealth
stimulates their creative potential and gives a strong impetus to the economic
development of regions. The creative industries have great potential for growth and job
creation. %° Arts, crafts and technology can be a source not only of economic
development, but also of an impact that can be transferred to other sectors. The
creative sector stimulates economic growth not only through its traditional forms, but
through the contribution it has to the development of various economic sectors,
including tourism®® . By its very nature, social economy is an opportunity not only to find
sustainable solutions to social problems, but also to develop entrepreneurship,
innovation and create sustainable jobs. Culture and creativity are
important economic resources that expand the perspectives and opportunities for young
social entrepreneurs. Despite the fact that a part of the innovative approaches in the
activity of social enterprises can be defined as local, they are extremely important, as
they provide a not small additional set of evidence for the improvement of the economic
environment, also about the dynamics of processes related to the development and
implementation  of innovative ideas that Dbenefit local = communities.
In Bulgaria after the adoption of the Law on Enterprises from the Social and Solidarity
Economy®’and the regulations for its implementation®8, public relations connected to the
social and solidarity economy, the types of subjects and the measures for their
promotion, as well as the terms and conditions for the activity of social enterprises are
regulated by law. The development of social entrepreneurship and the application of
creative approaches are increasingly necessary, with a view to providing an adequate
response to the new challenges facing the economy and the labor market. In recent
decades, the subjects of the social economy have proven their ability to solve social
problems and established themselves as economic participants that correct imbalances
in the labor market. 5° The creation of new social enterprises, including the creative
industries and tourism, by young entrepreneurs is a possible way that can provide an
appropriate supportive environment to help job seekers find a new vocation or
employment. According to the EU Labor Force Survey (EU-LFS) ©° cultural and creative
industries are a dynamically developing sector that contributes to about 2.6% of the
EU's GDP and have great potential for development. According to the study, 7.2 million

54 Republic of Bulgaria, National Strategy for Poverty Reduction and promotion of social inclusion with a horizon

of 2030
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final

5 " European Commission, Directorate-General for Education, Youth, Sport and Culture, From social
inclusion to social cohesion: the role of cultural policy, Publications Office, 2019
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people were employed in the cultural sector in the EU in 2020 (3.6% of total

employment).
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YOUNG SOCIAL INNOVATORS

Social innovation is created by people with a strong spirit and commitment to the
environment which they inhabit. These people are aware of their personal social
responsibility and this makes them generate new ideas that turn into action. They are
usually a small group of people, but over time they attract more and more followers.
Positioned in a specific business niche, the new social innovators can combine
creativity with economic benefits in a unique way. Social entrepreneurs are inspired by
the idea of creating new products or services and through their activity contribute to
solving specific social problems. They are named social innovators due to the fact they
consistently and permanently modify the environment, apply their creativity in practice,
introduce new management approaches, models, technologies and thereby contribute
to sustainable development and social change. These young people provide the most
vulnerable members of society with the opportunity to work and make an important
contribution to social cohesion, employment and overcoming the problems of inequality.
In its essence, social economy is a collective concept that focuses on the social effect of
activity. In itself, this concept should not be considered solely as an opportunity to
create new jobs. The social economy is an opportunity to create and implement new
management models of work that combine the possibility of employment with training
and mentoring. An increasingly important part of their work is to provide additional
training and mentoring opportunities as new technologies become crucial to the
development of the economies of the global world. In this world, the social benefits of
the economy will be debated, risks and crises will be overcome, the successes and
important role of social innovators will be highlighted and their contribution to
employment will be recognized. Constantly evolving technologies
and how we use them are transforming our habits of accessing information and how we
interact and communicate.®? Currently, the need of new approaches in the training of
young social managers, for innovative training programs, for the opportunities that
technology provides is becoming larger which drastically attracts young people.

CONCLUSION

Social innovation, including social entrepreneurship, leads to social changes,
which are the focus of a number of international organizations, governments, non-profit
organizations, and academia. Social innovation leads to decision-making for
participants from all sectors, which also makes them flexible and adequate to the needs
of vulnerable groups, providing them with the opportunity to change their status, their
social inclusion and deliver value by reducing social inequality. The search for
alternatives for the employment of disadvantaged people and their inclusion in common
values is the basis of social innovation realized within the framework of social
entrepreneurship integrated in every sector of the economy.

62 Zlateva, D. (2019) Digitization of marketing communications, "Neofit Rilski" University Publishing House,
Blagoevgrad, p. 6

55



MakedoHcko me2yHapodHo HayyHo chucaHue , MAPKETHHI“ Bp.16
Macedonian international Journal of “MARKETING” No. 16

REFERENCE

1.

6.

Labour market, social protection and migration https://ec.europa.eu/reform-
support/what-we-do/labour-market-social-protection-and-migration_bg

Eurofound (2021), Impact of COVID-19 on young people in the EU, Publications
Office of the European Union, Luxembourg.
https://www.eurofound.europa.eu/bg/publications/report/2021/impact-of-covid-19-
on-young-people-in-the-eu

Cultural and creative sectors https://culture.ec.europa.eu

Cultural heritage and diversity in Europe https://european-
union.europa.eu/priorities-and-actions/actions-topic/culture_bg

European semester - thematic factsheet, youth employment
https://ec.europa.eu/info/sites/default/files/file_import/european-semester_thematic-
factsheet_youth_employment_bg.pdf

Republic of Bulgaria , National Strategy for Poverty Reduction and promotion of

social inclusion with a horizon of 2030

10.

11.

12.

13.

14.

https://www.eufunds.bg/sites/default/files/uploads/eip/docs/2021-09/nsnbnsv-
2030.pdf

GREEN BOOK ,Unlocking the potential of cultural and creative industries” Brussels,
COM(2010)183 final https://eur-lex.europa.eu

" European Commission, Directorate-General for Education, Youth, Sport and
Culture, From social inclusion to social cohesion: the role of cultural policy,
Publications Office, 2019, https://data.europa.eu/doi/10.2766/851458

Law on enterprises from the social and solidarity economy.https://www.lex.bg/

Regulations for implementation of the Law on enterprises of the social and solidarity
economy https://www.lex.bg/

Kicheva. M. (2017) "Social economy - past and future" Collection "Social economy
in conditions of limited resources - theory and practice” University Publishing House
"Neofit Rilski" - Blagoevgrad

EU Labour Force Survey - new methodology from 2021 onwards,
https://ec.europa.eu/

Culture statistics - cultural employment, https://ec.europa.eu/eurostat/statistics-
explained/index.php?title=Culture_statistics_-_cultural_employment

Zlateva, D. (2019) Digitization of marketing communications, "Neofit Rilski"
University Publishing House, Blagoevgrad

56


https://ec.europa.eu/reform-support/what-we-do/labour-market-social-protection-and-migration_bg
https://ec.europa.eu/reform-support/what-we-do/labour-market-social-protection-and-migration_bg
https://www.eurofound.europa.eu/bg/publications/report/2021/impact-of-covid-19-on-young-people-in-the-eu
https://www.eurofound.europa.eu/bg/publications/report/2021/impact-of-covid-19-on-young-people-in-the-eu
https://culture.ec.europa.eu/
https://european-union.europa.eu/priorities-and-actions/actions-topic/culture_bg
https://european-union.europa.eu/priorities-and-actions/actions-topic/culture_bg
https://ec.europa.eu/info/sites/default/files/file_import/european-semester_thematic-factsheet_youth_employment_bg.pdf
https://ec.europa.eu/info/sites/default/files/file_import/european-semester_thematic-factsheet_youth_employment_bg.pdf
https://www.eufunds.bg/sites/default/files/uploads/eip/docs/2021-09/nsnbnsv-2030.pdf
https://www.eufunds.bg/sites/default/files/uploads/eip/docs/2021-09/nsnbnsv-2030.pdf
https://eur-lex.europa.eu/
https://data.europa.eu/doi/10.2766/851458
https://www.lex.bg/
https://www.lex.bg/
http://seconomy.mlsp.government.bg/db/
https://ec.europa.eu/
https://ec.europa.eu/eurostat/statistics-explained/index.php?title=Culture_statistics_-_cultural_employment
https://ec.europa.eu/eurostat/statistics-explained/index.php?title=Culture_statistics_-_cultural_employment

MakedoHcko me2yHapodHo HayyHo chucaHue , MAPKETHHI“ Bp.16
Macedonian international Journal of “MARKETING” No. 16

656.7-027.511(100)

Soncica JOVANOVA, MSc

Qatar Airways Doha, Qatar
sone.mk@yahoo.com

GLOBALIZATION OF AIR TRASPORTATION IN THE WORLD

ABSTRACT

Globalization is the process by which the people of the world are united into one
society and function together. This process is a combination of economic, technological,
socio-cultural and political forces. The airline industry facilitates the crossing of national
borders; reduces travel time; it brings the possibility of connecting people in all parts of
the world; and it does so at relatively low prices. As for other types of transportation, the
demand for air traffic services is derived and based on the need and desire to achieve
more financial and other market goals, for example, economic development of a region
or a specific activity such as tourism. The emerging prosperity of the global aviation
industry plays a substantial role in economic growth, tourism, global investment and
world trade, which are the impacts of globalization.

Air transportation is a major industry in its own right and it also provides important
inputs into wider economic, political, and social processes. The demand for its services,
as with most transport, is a derived one that is driven by the needs and desires to attain
some other, final objective. Air transport can facilitate, for example, in the economic
development of a region or of a particular industry such as tourism, but there has to be
a latent demand for the goods and services offered by a region or by an industry. Lack
of air transport, as with any other input into the economic system, can stymie efficient
growth, but equally inappropriateness or excesses in supply are wasteful.

Keywords: Economic development, demand, needs, market objectives,
investments, tourism, region.

INTRODUCTION

Air transport is an important enabler for achieving economic growth and
development. Air transport facilitates integration into the global economy and provides
vital connectivity at national, regional and international levels. Air transport helps
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generate trade, promote tourism and create employment opportunities. Air Transport -
World Bank Group, 2022)

Air transport as a system consists of: (Jani¢, 2022)

» Of three main subsystems - airports, airlines and ATC/ATM (Air Traffic
Control/Management). Airports as land infrastructure consist of an air and a
land area. Airlines operate air routes with flights connecting airports. ATC/ATM
includes controlled airspace and monitoring and control facilities and
equipment.

» Air transport provides the capacity to service the demand for air transport
consisting of: passengers, freight/cargo shipments, and aircraft/flights.

» The performances of the main air traffic system are: capacity, demand, quality
of services, economy and sustainability.

» The main direct effects/benefits include employment and contribution to gross
domestic product (GDP). The main physical impacts include fuel consumption
and associated local and global greenhouse gas (GHG) emissions, land use,
noise, congestion and delay and traffic incidents/accidents (safety), which after
internalization represent costs/externalities.

Air transport plays an integral role in today's lifestyle. Commercial airlines allow
millions of people each year to attend business conventions, go home for the holidays,
take vacations around the world, or travel to other important events. Air transport is the
fastest way to transport most types of cargo over long distances. Passengers and cargo
can be transported by air either on regular scheduled routes or on "charters”, which are
routes specially designed for a group of passengers or a particular cargo. Air cargo is
another segment of the airline industry. Cargo may be carried in cargo holds of
passenger airlines or in aircraft designed exclusively for the carriage of cargo. Cargo
carriers in the air transportation industry do not provide door-to-door service. Instead,
they only provide air transportation from an airport near the origin of the cargo to an
airport near the destination of the cargo. (Air Transportation Industry -
CollegeGrad.com, 2022)

Modern air traffic is an activity that increasingly operates within the framework of
the liberal market. Air traffic accounts for about 1% of the GDP of both the EU and the
US and is vital for many activities such as tourism, exotics and high technology. Air
traffic is an important transporter of high value cargo. International air traffic moves
about 40% of world trade by value, though much less in physical terms. The market is
served by a variety of carriers, some specializing in international long-haul routes and
others in short-haul markets. The world's largest airports transport millions of
international passengers and tons of cargo every year: (IATA, 2022)
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» Air traffic enables the free movement of people and goods around the world. In
2019, aso air traffic enabled more than 4.5 billion passenger trips and
transportation of over 61 million tons of cargo.

» Each year, over 1.5 billion passengers - 43% of global traffic - depart from over
200 coordinated airports. The number of coordinated airports is expected to
increase significantly due to lack of expansion in airport infrastructure to cope
with the increased demand.

» Air travel gives businesses the freedom to sell their products in global markets.
In 2019, over $6.7 trillion in international trade was made possible by air travel.

» Air traffic frees from the limitations of geography, distance and time. In doing
S0, it enables leading a better life and makes the world a better place.

» Air travel allows people to explore the world, work globally and enrich their
lives.

» Air travel brings families and loved ones together and creates opportunities for
greater understanding between cultures

» Air connectivity brings goods to markets and provides much-needed relief to
those in need. By value, one-third of internationally traded goods are
transported by air.

The world economy is greatly affected by the key elements of international free

trade or the lack of it, the availability and use of the planet's natural and human
resources, and international politics and ideologies. Every country competes in the
international arena to advance the economy of its country in the hope of establishing or
maintaining a desirable quality of life: (The Aviation Industry and the World Economy,

» An economy is a system consisting of producers and consumers engaged in
the trade of goods and services using some form of currency that ideally
results in meeting or exceeding the needs of all. Every person and every
company is both a producer and a consumer, and every able-bodied person is
employed with a high standard of living in what most people imagine as a
perfect local or national economy.

» The world or global economy is a set of national economic systems in
countries that compete in the international market and engage in international
trade. The world economy is actually dependent on the global exchange of
goods and services and natural resources between countries based on the
laws of each country and international agreements between countries.

» Air travel facilitates the world economic system in many ways. High-speed
transport itself creates a catalyst for international trade. Air transport greatly
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accelerates international trade. Looking at the direct customers of air transport,
two categories of air transport can be seen, namely passenger and cargo and
mail.

» Air transportation service providers include all the industrial components
needed to make both types of air transportation services possible. The four
categories of suppliers are first airlines, other aircraft operators and affiliates,
second airports, air navigation services and affiliates, third other industries and
business services, and fourth aviation manufacturers and affiliates.

» The direct demand for air transportation itself creates a catalytic demand for
other businesses that benefit from air travel. The tourism business has greatly
benefited from air transport. The fast, cost-effective transportation of
passengers and cargo to tourist locations is a catalyst for the development of a
huge tourism industry there. Hotel and tour vacation businesses are emerging
as more tourists can fly to the location which in turn creates jobs in motel
construction and hotel and food service and related businesses.

» The additional economic growth from an industry such as air transport is called
an economic multiplier. Air freight is a large segment of the cargo business. Air
cargo companies can make money by consolidating small parcels picked up
by land transport into large cargo packages transported by air.

Although there are various modes of transportation, such as cars, trucks, ships,
and railroads, perhaps no other mode has a more significant impact on international
trade than aviation: (general review, 2022)

» The air system allows intercontinental travel of large volumes of passengers
and cargo in relatively short periods of time. Air transportation is becoming
vital to the growth of business and industry in the community by providing air
access for companies that must meet the demands of supply, competition, and
expanding marketing areas.

» The air transport business has a significant economic impact, both through its
own activities and as an enabler of other industries. Its contribution includes
direct, indirect, induced and catalytic impacts, which are related to the total
revenues of the air transport business:

v' Direct impacts: These cover employment and activity in the air transport
industry, including airline and airport operations, aircraft maintenance, air
traffic control and regulation, and activities that directly serve air passengers
such as check-in, baggage handling, on-site retail facilities and catering
facilities. Direct impacts also include the activities of aerospace
manufacturers that sell aircraft and components to airlines and related
businesses.
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v Indirect impacts: These include employment and activities of suppliers to
the air transportation industry, for example, jobs associated with aviation
fuel suppliers; construction companies building additional facilities; the
production of goods sold in airport retail outlets and a wide range of
activities in the business services sector (Call centers, IT, accounting, etc.).

v' Impacts Caused: These include spending by those directly or indirectly
employed in the air transport industry which supports jobs in industries such
as retail outlets, consumer goods companies and a range of service
industries (eg banks, restaurants etc.)

v/ Catalytic Impacts: The most important economic contribution of the air
transportation industry is through its influence on the performance of other
industries and as a facilitator of their growth. It affects the performance of
the world economy, improving the efficiency of other industries across the
spectrum of economic activity — called catalytic benefits.

MATERIAL AND METHODS

Air traffic is a major contributor to global economic prosperity.Air traffic provides
the only high-speed transportation network around the world, making it essential for
global business and tourism. It plays a vital role in facilitating economic growth,
especially in developing countries. Air transport facilitates world trade. It helps countries
contribute to the global economy by increasing access to international markets and
allowing the globalization of production.Air traffic is essential for tourism, a major engine
of economic growth, especially in developing economies. Connectivity contributes to
improved productivity by driving investment and innovation, improving business
operations and efficiency, and allowing companies to attract high-quality employees:
(Powering global economic growth, 2022)

Aviation brings economic benefits: (UECNA.EU, (2022)

» It improves connectivity between countries and continents. It helps businesses
grow and facilitates trade which in turn increases prosperity and very often
opens up closed societies. In particular, improved connections with the
emerging economies of the world play an important role in reducing poverty in
these countries. Aviation also brings important social and cultural benefits.

» The aviation industry, like any business, also helps to reduce the health
burden on society by providing employment, as people's physical and mental
health improves if they have a job. This will reduce, but not eliminate, the
enormous health and environmental costs that aviation imposes on the
economies of all countries.
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Airlines, passengers and cargo need safe, functional and accessible airport
infrastructure for their operations to thrive. New concepts will be increasingly sought to
optimize the use of new technologies, processes and design for a complete air transport
infrastructure. Around US$1.2-1.5 trillion is expected to be spent on developing global
airport infrastructure by 2030, requiring large increases in capital expenditure on
projects that develop cost-effective facilities that balance capacity with demand while
providing functionality, levels of service and operational efficiency required to justify the
investments being made. (IATA, (2022)

Adequate infrastructure is essential to airport and airline operations. While it's not
necessarily as exciting or visible as airplanes, it's probably just as important. Airports
are constantly adapting to provide sufficiently functional, safe and affordable
infrastructure for airlines and passengers. The airport infrastructure covers a huge area.
From the immediately visible and dominant terminals, runways and control towers to
more hidden but vital baggage systems, gate operations and lighting systems:
(Hayward, 2021)

» It's hard to know where to start with airport infrastructure. Each element is vital
to the efficient and safe operation of the airport. You can't land a plane without
a runway, but the whole operation will quickly fail if the gates or baggage
systems fail. However, the terminals are probably the most obvious and
certainly the part that passengers experience the most.

» Despite the addition of more terminals, many airports still need more space for
passengers and aircraft. One solution to this is the addition of satellite -
companion terminals. These are much smaller structures and can be added
wherever there is space and connected to the main terminal by walkway,
transit or bus. The main terminal will house most of the infrastructure and
passenger facilities, with ancillary terminals that will only be able to offer
passenger space.

» Pipe bridges are a critical part of terminal infrastructure today, connecting the
terminal directly to the aircraft. These obviously allow for much faster boarding
and turnaround for airlines and convenience for passengers.

» Technology has improved over the years, introducing more sophisticated and
automated controls. The tube bridges have also been made larger and
doubled in size to cope with the newer wide-body aircraft.

» All major airports use some form of automated baggage handling system. This
takes the marked bags from check-in to the loading or storage area using a
(often very large) system of conveyors and deflectors. Modern systems also
include baggage screening for customs and explosives detection.

» Unlike other modes of transport, the air transport business pays for the vast
majority of infrastructure costs (runways, airport terminals, air traffic control),
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rather than being financed through taxation and public investment or subsidies
(as is usually the case for roads and railways).

» Itis estimated that the benefits to society from research and development
expenditure by the aerospace industry are much higher than in manufacturing
as a whole. Every $100 million in research spending ultimately generates $70
million in additional GDP benefits, year after year.

Air travel gave all nations the freedom to travel. It connects people, countries and
cultures, providing access to global markets. Air travel connects developing countries
with developed countries and serves as a means of inclusion for remote areas where air
travel is the only means of transportation. The availability of air travel makes the leisure
and cultural experiences that come from world travel accessible to the majority of the
world's population. This in turn exposes the world to tourism, which greatly improves
living standards and reduces poverty in many nations. Research compiled by IATA
shows that 51% of international tourists travel by air. In addition to tourist travel, aviation
also provides the basic function of enabling rapid delivery of medical supplies, organs
for transplantation and emergency aid: ( Improving the Sustainability of the Aviation
Industry, 2020)

» Air traffic contributes to sustainable development. By facilitating tourism and
trade, it generates economic growth, provides jobs, improves living standards,
alleviates poverty and increases tax revenue.

» The increase in cross-border travel is a reflection of the closer relationships
that are developing between countries, both between individuals and at the
state level. In the same way, eased restrictions on the movement of goods and
people across borders facilitate the development of social and economic
networks that will have long-lasting effects. This improved flow of people and
goods benefits host and source countries, fostering increased social and
economic integration.

» Air transport offers a vital lifeline to communities that lack an adequate road or
rail network. For many remote communities and small islands, access to the
rest of the world and to essential services such as health care is often only
possible by air.

» The speed and reliability of air traffic are essential in the delivery of urgently
needed aid during emergencies caused by natural disaster, famine and war.
Airline services are particularly important in situations where physical access is
problematic.
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RESULTS AND DISCUSSION

The International Air Transport Association (IATA) has released passenger data

for May 2022, which shows that the recovery in air travel has accelerated heading into
the busy summer travel season in the Northern Hemisphere: (Orban, 2022)

» Total traffic in May 2022 (measured in revenue passenger kilometers or
RPK) increased by 83.1% compared to May 2021, mainly driven by a strong
recovery in international traffic. Global traffic is now at 68.7% of pre-crisis
levels.

Domestic traffic for May 2022 increased by 0.2% compared to the period of
the previous year. Significant improvements in many markets were masked by
a 73.2% year-on-year decline in China's domestic market due to restrictions
related to COVID-19. Domestic traffic in May 2022 is 76.7% of May 2019.

International traffic increased by 325.8% compared to May 2021. The
easing of travel restrictions in most parts of Asia is accelerating the recovery in
international travel. International RPKs in May 2022 reached 64.1% of May
2019 levels.

The aviation industry supports 87.7 million jobs worldwide, either directly within
the industry or, supported through the industry's supply chain, employee spending and
in the tourism sector that aviation enables: (Employment - Aviation, 2022)

» About 11.3 million people work directly in the aviation industry. These jobs are:

v' Airport operators: 648,000 (work for the airport operator)

v Other airport roles: 5.5 million (retail, car rental, customs and immigration,
freight forwarders and hospitality)

v’ Airlines: 3.6 million (flight and cabin crew, directors, ground handling,
check-in, training, maintenance personnel)

v Civil Aerospace: 1.3 million (engineers and designers of civil aircraft,
engines and components)

v Air navigation service providers: 237,000 (air traffic controllers, directors)

v' These jobs are, on average, 4.3 times more productive than the average
jobs in the economy.

» Over 18.1 million jobs globally are supported by aviation indirectly, through the

purchase of goods and services from the air transportation industry. These
include suppliers to the aviation industry, for example fuel suppliers,
construction companies, aircraft component suppliers, manufacturers of goods
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sold at airports and various business support roles such as call centres, IT and
accounting .

» 13.5 million induced jobs. Employees in the air transport industry (direct and
indirect) support 13.5 million induced jobs globally, using their income to
purchase goods and services for themselves. Their spending power supports
jobs in retail, consumer goods and a range of service industries such as banks
and restaurants.

» 44.8 million jobs in tourism. Tourism is fast becoming the world's largest
industry, and air transport plays a vital role. Conservative estimates suggest
that aviation supports 44.8 million tourism jobs.

The global air transport sector for today's society addresses the economic, social
and environmental impacts of this global industry: (IATA, 2018)

» There are over 10 million women and men working in the industry to ensure
that 120,000 flights and 12 million passengers a day are guided safely through
their journeys. The wider supply chain, flow impacts and tourism jobs enabled
by air transport show that at least 65.5 million jobs and 3.6% of global
economic activity are supported by our industry.

» With open access to free trade, air transport growth will support an estimated
97.8 million jobs and $5.7 trillion in economic activity in 2036. $1.2 trillion less
economic activity would be supported by air transportation.

» Airlines, air navigation service providers and airports directly employ almost
3.5 million people, and the civil aerospace sector, which produces aircraft
systems, airframes and engines, employs 1.2 million people. Another 5.6
million people work in other positions at the airport.

» Employees in the industry support 7.8 million jobs created through spending
on wages.

Air transport also contributes to people's quality of life in a number of other ways
not captured in standard economic indicators: for example, by contributing to
sustainable development, supporting remote communities and expanding consumer
choice: (IATA, 2018)

» Air transport contributes to sustainable development: Air transport makes a
major contribution to sustainable development by supporting and promoting
international tourism. Tourism helps reduce poverty by generating economic
growth, providing employment opportunities, increasing tax collection, and by
encouraging the development and conservation of protected areas and the
environment. In fact, environmental protection attracts tourism and the
development of the tourism industry, which in turn allows funding for the
protection of nature and cultural heritage, thus increasing the benefits of
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protected areas for the country. In addition, the promotion of nature-based
tourism is an effective lobbying tool that favors nature conservation over
unsustainable agricultural activities. It can also increase the sense of
ownership and responsibility for natural resources among local communities.

» Air transport provides access to remote areas: Air transport provides access to
remote areas where other modes of transport are limited, thus opening up
contact with other communities and providing a means of delivering essential
materials. Many basic services like hospitals, education, post office etc. will not
be accessible to people in such locations without the presence of air services.

» Air transport delivers humanitarian aid: Air services play an essential role in
humanitarian aid to countries facing natural disasters, famine 7 and war — by
delivering cargo, transferring refugees or evacuating people trapped by natural
disasters. They are especially important in situations where access is a
problem. Natural disasters often mean whole communities are cut off.
Humanitarian aid in such circumstances can only be delivered quickly to those
in need through the use of airports and air services.

» Air transport contributes to consumer well-being: travel and tourism provide
significant consumer well-being and social benefits by increasing
understanding of different cultures and nationalities that facilitates closer
international integration; improving living standards by expanding choice:
cheaper and more frequent access to air travel has increased the range of
potential holiday destinations. Seasonal fruits and vegetables are now
available throughout the year at reasonable prices. The large number of
overseas visitors has also helped to expand the range of leisure and cultural
activities available in many countries.

CONCLUSIONS

The 21st century has seen continuous internationalization and globalization of
the world economy. There is also evidence of a deeper globalization of cultures and
politics. Air transport has played a role in driving these developments, but airlines, and
to a greater extent, the air transport infrastructure, have had to respond to changing
demands for its services.

Air transport is a facilitator and, as such, the demands for its services arise from
the demands for high-quality, fast and reliable international transport. Globalization,
almost by definition, means demands for greater mobility and access, but these
demands are for different types of passengers and cargo, to different places and over
different distances than was the previous norm.
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International air transport is less than a century old, but it is now a major
contributor to globalization and is constantly being reshaped to meet the demands of
economic and social integration that globalization brings.

Economically, in a static sense, globalization occurs to facilitate a greater division
of labor and allows countries to more fully exploit their comparative advantage.
Perhaps, however, more importantly, in the longer term, globalization stimulates
technology and labor transfers and allows the dynamism accompanying entrepreneurial
activities to stimulate the development of new technologies and processes that improve
global well-being.

To enable the flow of ideas, goods and people enabling static and dynamic
efficiency on a global scale, air transport has played a role in the past, and it seems
inevitable that that role will continue in the future.

From an economic point of view, globalization is the development towards
increasingly interconnected global circuits of production, distribution and consumption.
An important force driving globalization processes is the liberalization of world trade.
The aviation industry itself and air traffic is a prototype of safety, speed, effectiveness
and constant development trends and information for interconnection. All these
attributes characterize globalization and separately define the elements of globalization.

International air traffic moves about 40% of world trade by value, though much
less in physical terms. The market is served by a variety of carriers, some specializing
in international long-haul routes and others in short-haul markets. Air transport offers a
vital lifeline to communities that lack an adequate road or rail network. For many remote
communities and small islands, access to the rest of the world and to essential services
such as health care is often only possible by air.

Airlines have become the leading engine for driving economic development in
any country. The success of the aviation industry in the field of airline business has
revolutionized the national economy in various areas, including the increase in gross
domestic product (GDP), availability of employment opportunities and airlines, and they
also help to secure investment and earnings.
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DEVELOPING FINANCIAL PLAN IN ORGANIZATIONS

ABSTRACT

A financial plan is a detailed report on the projected financial position, income and cash
flows of the organization. A financial plan helps an organization know where it stands in
business and enables it to make resource allocation decisions. The financial plan is an integral
part of the overall business plan of the organization and is composed of three financial
statements - cash flow statement, income statement and balance sheet. A well-prepared
financial plan can help an organization achieve greater business confidence while generating a
better understanding of how to allocate resources. A financial plan shows how an organization
manages costs and generates revenue.

Keywords: Cash flow, business, financial statements, income, expenses, income
statement, balance sheet.

INTRODUCTION

The financial plan of a business organization is an overview of the financial
condition of its business and a projection for future growth: (Wertz,2022)

» There are usually six parts to a complete financial plan:

v' Sales forecasting - The organization should have an estimate of sales
revenue for each month, quarter and year. Identifying any patterns in sales
cycles helps to better understand how business is doing and how to plan
marketing initiatives and strategies for growth.

v' Expenses - The cost plan includes regular costs, expected future costs
and associated costs. Regular costs are the current running costs of
running an organization, including operating costs such as rent, utilities
and salaries. Regular expenses refer to standard business activities that
occur each year, such as attending conferences, promotional expenses,
and other marketing.

v" Financial statement - Assets and liabilities are the basis of the
organization's operations and the primary determinants of its net worth.
This ensures that the potential value of the organization is maximized.
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v' Cash flow projection - Similar to cost projection, cash flow is also
forecasted on a monthly, quarterly and annual basis. Projecting cash flow
allows you to overcome financial problems or challenges. Cash flow
forecasting helps set the most appropriate payment terms, such as how
much to charge upfront or how many days after invoicing to expect
payment.

v Profitability analysis - Breakeven analysis analyzes fixed costs in
relation to profit. This analysis is essential to understanding the
organization's revenue and potential costs versus profits from expansion
or production growth. Profitability analysis is also the best way to
determine product prices. A break-even analysis can show how many
units need to be sold at different prices to cover costs.

v Operational plan - For the most efficient operation of the organization, it
IS necessary to make a detailed review of the operational activities.
Understanding which roles are needed to manage operations at different
output volumes, how much output or work each employee can handle, and
the costs of each stage of the supply chain. It is important to tightly control
costs, such as wages or supply chain of supply, in terms of growth. An
operations plan can also make it easier to determine if there is room to
optimize operations or the supply chain through automation, new
technology or superior supply chain vendors.

» A financial plan helps organizations make informed decisions about
purchasing, debt, hiring, cost control, and overall operations.

» The creation of the business financial plan should be carried out in cooperation
with the finance department; the human resources department; the sales
team; the operations manager; and persons in charge of machinery, vehicles
or other significant business tools. Each department should provide the
necessary data on projections, value and costs. All of these come together to
create a comprehensive financial picture of the organization.

A financial plan is a useful tool to determine whether an organization's business
idea is viable. The financial plan shows the costs and what is needed to finance them.
Also, the financial plan is useful for convincing financiers to lend money. The financial
plan consists of budgets that detail the minimum requirements for the operation of the
organization, the investments that will need to be made and how they plan to finance
them: (Business.gov.nl,2022)

Investment budget - The investment budget should contain a list of investments
that will be needed to start operations.

Financial Budget - A financial budget should detail how the investment budget
will be financed. Options include personal equity (equity) or loans, e.g. from a bank
(loaned capital) or even a combination of both.
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Operating budget - The operating budget should show that the operation of the
organization is profitable. This budget helps and allows you to estimate the turnover of
the organization, and. the costs of maintaining the operation of the organization can be
analyzed.

Cash Flow Budget - Income and expenses can vary significantly over the
course of a year. A cash flow forecast should include all income and expenditure over a
specified period, e.g. monthly or quarterly.

Determining the current financial situation means determining the situation in
terms of assets, liabilities, income, expenses, loans, receivables, equity. The financial
condition of a company is measured according to the performance that the company
has: positive and growth of cash flows; growing profits, liabilities and capital:
Determining the current financial situation means determining the situation in terms of
assets, liabilities, income, expenses, loans, receivables, equity. The financial condition
of a company is measured according to the performance that the company has: positive
and growth of cash flows; growing profits, liabilities and capital: (The Strategic CFO,
(2021)

» When it comes to assets, companies must maintain an adequate amount of
cash, equipment and more. Assets are the resources owned by the company.
Without resources, the company, like everything else, can not survive.

» In terms of liabilities, the company does not want to outdo itself. Obligations,
let me explain, are obligations undertaken by a company. Common liabilities
include bonds, payment obligations, interest payable and sales liabilities. The
company must have enough liabilities to be able to increase the assets it
owns, while at the same time making sure there are not too many liabilities.

» The company's equity includes preference shares, ordinary shares, surplus
capital, stock options, retained earnings and treasury shares. Capital shows
whether the company gives value to the owners. Without it, the business has
no reason to exist.

» When it comes to assets, companies must maintain an adequate amount of
cash, equipment and more. Assets are the resources owned by the company.
Without resources, the company, like everything else, can not survive.

» In terms of liabilities, the company does not want to outdo itself. Obligations,
let me explain, are obligations undertaken by a company. Common liabilities
include bonds, payment obligations, interest payable and sales liabilities. The
company must have enough liabilities to be able to increase the assets it
owns, while at the same time making sure there are not too many liabilities.

» The company's equity includes preference shares, ordinary shares, surplus
capital, stock options, retained earnings and treasury shares. Capital shows
whether the company gives value to the owners. Without it, the business has
no reason to exist.
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Developing financial goals means, first, analyzing and determining the needs for
achieving what is desired, and then specifying the goals and determining how the
current income will be spent in order to provide investment funds to secure the future.
financial security. Developing financial goals is one of the most important parts of this
process. Companies need to know what their financial goals are in order to properly
manage their money and monitor their progress: (Financial Objectives, 2021)

% The financial goal is the goal that companies set for success and growth. There
are many different types of financial goals that a company may set depending on what
type of products and services it offers, how it operates and what its current needs are.
Financial goals usually focus on increasing the profit or sales of the business, but they
can also focus on investment and economic stability. Financial goals are often
measurable goals that companies can pursue and achieve. These goals usually focus
on long-term success.

% The company can change its financial goal as often as it needs to. Once the
company has met its current financial goal, it can set a new one. Companies can also
change their goals if they want to focus on another strategy or have other areas that
need attention. It is also possible for companies to have multiple financial goals at once.

% Financial goals are important because they help a company make a plan to
improve its operations. The financial goals can track the progress of the company and
see if the goals have been met in the time frame set.

% Developing financial goals is a particularly important part of building a business
or making substantial changes to an existing business. These goals are something to
work on and they affect how the company works and what decisions it makes.

%+ Most companies focus on financial goals to maximize profits and growth, but
some goals are more specific and have other goals.

Determining alternative directions of actions means determining the factors that
will affect the continuity of actions, the expansion of the current situation, changes in the
current situation, new directions of actions, creative decision-making and consideration
of possible alternative solutions that can bring more effective financing. of the company.
The primary financial goals would be to increase sales, reduce commodity and
overhead costs, and maintain a healthy cash flow at all times. If all these are achieved,
then in the end the profitability will improve, the company's business is liquid and market
growth and expansion is possible. Such results can be achieved with the following
actions: (Yoong, 2020)

» Increase sales - you need to have products and services that the market
wants, the price charged must be appropriate, the customer base must
increase, must be able to beat the competition. Research and development
should always be done to ensure better quality and various products and
services according to the requirements of developing clients, in the country
and abroad.
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» Product Cost Reduction - Reliable suppliers should be provided who can
provide a good supply of raw materials and finished products at prices they
consider reasonable, stocks should be kept low to reduce storage costs,
obsolescence and over-storage, as well as to reduce spoilage and robbery,
etc.

» Reduce overhead costs - prepare annual budgets to track all costs.
Expenditures must be accounted for in order to explain the differences in
costs, expenditures exceeding the acceptable limit must be approved and
signed by the supervisors or the person in charge of the department, to reduce
the spending of the offices (such as consumption of electricity, water, office
supplies due to careless and unnecessary use), to seek opportunities to
reduce fixed costs (if possible), such as rental costs, reduction of capital costs
if not needed, proper management sales and marketing costs, to be careful
when hiring and replacing staff in order to maintain an optimal workforce, to
maintain an adequate quality of workforce training in order to achieve good
productivity, etc.

» Maintaining adequate cash flows - good collection of payments from
customers who have been given credit limits, payment to suppliers only when
invoices are due, obtaining more credit lines from suppliers and banks, strict
monitoring of cash inflows and outflows, etc.

MATERIAL AND METHODS

The financial plan helps managers achieve the goals of the organization. The
financial plan answers the following questions: (Wasserman, 2021)

» How much funding, in the short or long term, does the organization need?

» Where will the financial resources be provided, ie what are the sources of
financing (equity, or borrowed (shares, bonds, securities, etc.)?

» How the organization will use the funds?

The financial plan includes various financial information, reports, reviews and
projections of where the organization is financially now and where it wants to be in the
future. This information helps determine how much funding the organization needs to
run the business and where to go. provide those funds, whether to borrow, whether to
invest and how to rationally use the funds provided. The financial plan expresses the
financial viability of the organization through an assessment based on three
perspectives, namely solvency, profitability and liquidity. Solvency assesses changes in
net worth, profitability controls earnings, and liquidity assesses cash flows and loan
repayment opportunities. The financial plan should include three key financial elements
as follows: (Fontinelle, 2021)

» Overview of revenues and expenditures,

> Balance sheet,
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> Overview of cash flows.

% The income statement summarizes the income and expenses of the
organization. Revenue is the result of selling products or services and other sources of
revenue. Expenses include production costs, wages, contributions, interest. An
overview of revenue and expenses shows how much profit or loss an organization will
incur over a period of one year. Overview of revenue and expenditure covers:

v" Revenue - revenue growth and how they will be realized,

v' Expenses - operating expenses such as expenses for suppliers, interest,
salaries, loan repayments, contributions and taxes,

v Production costs - costs for achieving the production of the products sold,

<\

Gross profit - sales minus all costs related to sales,

v Operating profit - the profit of the organization after deducting operating
expenses from gross profit,

v Net profit - Total income minus total expenses,
v Net profit before tax - amount of profit before contributions are paid,
v Net profit after tax - net income minus contributions and taxes.

% The balance sheet contains the assets and liabilities of the organization. Its
name is a balance sheet because there should be a balance between the assets and
liabilities of the organization. The balance sheet is important for the organization
because it shows what its financial condition is at a given time and what it has. The
balance sheet provides an annual picture of the organization's business finances. It
covers:

v Current assets - including cash, stocks, bank accounts and fixed assets.
Fixed assets include equipment, facilities, land and other fixed assets.

v' Liabilities - short-term liabilities including payments for salaries and
allowances, payments from giro accounts, payment of taxes and
contributions. Long-term payments, including payments on loan and bond
liabilities at the end of the year.

v' Capital - Investments and retained net worth of earnings for future
investments.

% An overview of cash flows shows the amount of money that is expected to be
realized and invested in the business in a given period of time. The cash flow overview
provides a forecast of how much money will be generated from the projected sale, how
much credit will be taken or money from other sources, how much will be incurred and
how those costs will be covered. cash flow covers:
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v' Cash flow - how much money is expected to flow into the organization -
based on projected sales and cash flow inflows on other grounds,
v' Cash outflow - expected cash outflows on all grounds.

Reassessment and revision of the financial plan means dynamic monitoring of
the implementation of the plan, evaluation of financial decisions and adjustment to the
new changes of personal, social and economic factors of operation: (PCAOB, 2021)

% When reassessing the financial plan, the following should be taken into account:

v’ Cash flow - this is the balance of all money flowing in and out of the
company. The forecast should be regularly reviewed and updated.

v' Working capital - to assess the requirements have changed, if changes
have occurred the reasons for each move should be considered. If
necessary, steps should be taken to raise additional capital.

v' Cost base - costs to be under constant review to be covered by the selling
price - but customers should not be expected to pay for any business
inefficiencies.

v Borrowing - to assess the position of any credit line or loan and whether
there are more suitable or cheaper forms of finance that could be used.

v Growth - are there any plans to adjust the financial resources to the
changing needs and growth of the company.

% The audit of the realization of the financial plan allows to redefine the priorities
that will enable the achievement of the financial goals of the organization.

RESULTS AND DISCUSSION

As a document, the financial plan contains the following elements: (Shutevski,
2022),

A\

Summary

Basic assumptions

YV Vv

Key financial indicators,

A\

Profitability chart,
> Balance Sheet,
> Overview of profit / loss projections,

> View cash flow projections.
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% The summary covers the most important features of the other contents of the
financial plan, obtaining financial resources, key financial indicators from the other
subsections (subheadings).

% The section on basic financial assumptions expresses some assumptions
that are reached based on the analysis in terms of collection capacity. The following
assumptions are made:

v' The movement of interest rates.

v Delayed payment time.

v What time will the beaches be done.
v The amount of taxes.

v The amount of costs.

v Percentage of credit sales.

Financial assumptions are the guidelines that the financial plan should follow.
These can range from financial forecasts of costs, revenues, return on investment and
operating and start-up costs. Basically, financial assumptions serve as a forecast of how
the organization will do in the future. Anyone reading a financial plan should have an
idea of how accurate their projections can be. Financial assumptions should accurately
reflect the information provided in the business plan and they should be accurate.

% Key financial indicators as an element of the financial plan include general
expenses such as payroll, rent, operating expenses, total expenses per year, gross
margin as the difference between sales revenue and total sales expenses (direct
expenses), net profit calculated by deduction of all expenses as well as taxes on total
sales revenue.

Key financial indicators fall into these categories:

v' Growth - Are sales and profits increasing or decreasing year over year? Is
there a trend?

v’ Profitability - Does the organization make enough profit compared to other
similar companies?

v’ Liquidity - Can the company meet its short-term obligations?

v Leverage - Is the company taking advantage of the financing to operate and
grow?

v"Activity - Does the organization manage funds effectively?

% The profitability chart is the amount of money needed to cover all the costs of
the business, how many pieces of products or hours of service are needed to cover the

76



MakedoHcko me2yHapodHo HayyHo chucaHue , MAPKETHHI“ Bp.16
Macedonian international Journal of “MARKETING” No. 16

costs. The point of return is the point above which the business will make a profit
(profit).

The profitability threshold expresses the financial indicators used to measure and
evaluate the company's ability to generate income (profit) in terms of revenue, balance
sheet assets, operating expenses and shareholder's capital in a certain period of time.
the break-even point shows how well a company is using its assets to create profit and
shareholder value.

% The profit or loss projection provides a description of the assumptions and a
spreadsheet of profit / loss that will include costs.

A profit and loss statement is a financial statement that summarizes revenues,
costs, and expenses incurred during a specific period, usually a quarter or fiscal year.
the projection provides information about a company's ability or inability to generate
profits by increasing revenues, decreasing costs, or both.

% The analysis of the cash flow shows how the cash will move, ie how much
money there is at the moment for the realization of the business, for raw materials,
payment of salaries for employees, repayment of loans, financing the growth of the
business. Cash flow is the movement of money inside and outside the organization, ie a
cycle of cash inflows and outflows that actually determines the solvency, the ability to

pay.

The creation and implementation of the action financial plan means to develop a
plan, ie to choose a way in which the financial goals will be achieved. The
implementation of the action financial plan should be accomplished by all employees,
the funds should be secured, the investment should be made, the stocks should be
kept, the shares or bonds or mutual funds should be secured: (BDC, 2021)

% The action plan is usually displayed as a one-page spreadsheet listing the
initiatives by function. Actions can be simple one-off projects, repetitive actions (e.g.,
starting monthly reviews of actual versus estimated costs) or larger projects

% For each action, the spreadsheet provides a key performance indicator, the
names of those responsible or involved in the initiative, and a timeline for
implementation. The chart can also prioritize the initiative (low, medium or high).

% Action plans generally cover 12 months. For each initiative, the table includes a
column for each month to indicate what needs to be done during the year. Additional
columns are included for each quarter of the remaining years of the strategic plan.

¢ The action plan should be clear about employee responsibilities for each
initiative. This can take the form of a RASCI matrix:

v' Responsible - who implements the action.

v' Accountable - who oversees the action, usually the team leader ("R" and
"A" can be the same person, especially in a smaller company).
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v' Support - who gives support.

v' Consulted - who should be consulted during execution. For example, the
CFO may need to provide financial information.

v" Informed - who should be informed of progress or decisions, such as a
senior person or head of department concerned.

% The action plan should specify measures to monitor implementation. These can
be milestones (such as completing a task) or measurable measures (such as revenue,
margin or market share).

% A decision needs to be made on how to follow the action plan to ensure that the
steps are implemented. This may include internal reporting and regular meetings to
discuss progress. Meetings are often held monthly, with an in-depth review each
guarter. Meetings help you identify and reward employees for success, identify where
you are lagging behind, and explore why so you can take corrective action.

% The action plan should specify measures to monitor implementation. These can
be milestones (such as completing a task) or measurable measures (such as income,
margin or market share).

% To ensure that all employees know about the action plan and their role in its
implementation. Its benefits to employees and the organization need to be explained. It
is important to know that the action plan is a tactical component of the overall business
strategy, which is aimed at improving the company's performance. Employees need to
hear this from management and see the connections. People may oppose change, but
they must be told that change is inevitable and necessary for the company to survive
and thrive. Employees need to be reassured that the plan will not lead to complete
disruption and that this will happen step by step. You need to address people's
concerns and make them feel good about the changes.

% The action plan should be agile, flexible and responsive to questions that arise
during implementation and changes in external and internal circumstances. You may
need to review your company's activities, priorities, or even larger goals. Feedback
should be sought regularly.

CONCLUSIONS

The financial plan helps in daily decision-making for the operation of an
organization. Comparing the forecast figures with the actual results provides important
information about the overall financial situation and efficiency of the organization.

A financial plan is a document that serves as a roadmap for the financial growth
of a company. It shows where an organization currently is, where it wants to go, and
how it intends to get there.

Financial plans include budgets, but also include other important information,
such as detailed, overviews of the organization's assets, cash flow, forecasts of income
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and expenses, and other data that create an overall picture of the organization's
financial position.

Financial plans also typically include long-term goals, such as specific growth
targets, as well as potential obstacles that must be overcome to reach those goals.

A financial plan in simple words is a plan made by an organization that
documents all the information regarding the company's financial condition, its future
financial goals and information about the process through which it can achieve its goal.

The financial plan helps manage everything and makes the organization aware of
its financial needs and helps it to always be prepared for the most difficult situations
such as lack of funds.
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ABSTRAKT

The insurance sector is made up of companies that offer risk management in the
form of insurance contracts. The basic concept of insurance is that one party, the
insurer, will guarantee payment for an uncertain future event. The other party, the
insured or policyholder, pays a premium to the insurer in exchange for protection
against a specified uncertain future occurrence. Insurance is a contract, represented by
a policy, in which the policyholder receives financial protection or compensation against
losses from an insurance company. The company pools customers' risks to make
payments more affordable for policyholders. Insurance policies are used to protect
against the risk of financial losses, both large and small, that may arise from damage to
the insured or their property, or from liability for damage or injury caused to a third party.

Insurance is a form of risk management, primarily aimed at reducing financial
losses. Insurance is the transfer of the risk from the insured to an insurance company,
by paying an insurance premium. The basic idea behind insurance is to link the risk of
multiple insureds in one fund, so the law of probability ie. The law of large numbers
ensures that only a relatively small number of adverse events actually occur in a year.
Thus, the cost of that small number of events can be easily borne by a large number of
policyholders.

Kaywoeds: Contract, payment, companies, policyholder, risk, losses.

INTRODUCTION

The world we live in is full of uncertainties and risks. Individuals, families,
businesses, properties and assets are exposed to different types and levels of risks.
These include risk of losses of life, health, assets, property, etc. While it is not always
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possible to prevent unwanted events from occurring, financial world has developed
products that protect individuals and businesses against such losses by compensating
them with financial resources. Insurance is a financial product that reduces or eliminates
the cost of loss or effect of loss caused by different types of risks.

Apart from protecting individuals and businesses from many kinds of potential
risks, the insurance sector contributes significantly to the general economic growth of
the nation by providing stability to the functioning of businesses and generating long-
term financial resources for the industrial projects. Among other things, insurance sector
also encourages the virtue of savings among individuals and generates employments
for millions. Insurance as a sector is key to development of any economy.

Provides Safety and Security to Individuals and Businesses: Insurance provides
financial support and reduces uncertainties that individuals and businesses face at
every step of their lifecycles. It provides an ideal risk mitigation mechanism against
events that can potentially cause financial distress to individuals and businesses. ). In
case of business insurance, financial compensation is provided against financial loss
due to fire, theft, mishaps related to marine activities, other accidents etc.

Generates Long-term Financial Resources: The Insurance sector generates
funds by way of premiums from millions of policyholders. Due to the long-term nature of
these funds, these are invested in building long-term infrastructure assets (such as
roads, ports, power plants, dams, etc.) that are significant to nation-building.
Employment opportunities are increased by big investments leading to capital formation
in the economy.

1. THE TERM OF INSURANCE

According to the Merriam-Webster dictionary, insurance is defined as: %2

» Contractual coverage whereby one party undertakes to indemnify or
guarantee another compensation against loss from a specified
contingency or peril.

Activity of insurance of persons or property.
An amount for which something is insured.
A means of guaranteeing protection or safety.

vV V V VY

An agreement whereby a person pays a company and the company
promises to pay money if the person is injured or dies or to pay for the
value of lost or damaged property.

63 Insurance Definition & Meaning - Merriam-Webster, (2022), https://www.merriam-webster.com »
dictionary » insurance.
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» The act, process, or means of insuring or insuring the condition usually
against loss or damage from an unforeseen event (such as death, fire,
accident, or disease).

According to the dictionary Britannica insurance is defined as: %

» An agreement in which a person makes regular payments to a company
and the company promises to pay money if the person is injured or dies,
or to pay money equal to the value of something (such as a house or car)
if it is damaged, lost, or stolen.

» The amount of money a person regularly pays an insurance company as
part of an insurance agreement.

» The amount of money that a person receives from an insurance company.
» The business of providing insurance.
» Protection from bad things that may happen in the future.

According to the dictionary Dictionary.com insurance is defined as:%°

» The act, system, or business of insuring property, life, one's person, etc.,
against loss or harm arising in specified contingencies, as fire, accident,
death, disablement, or the like, in consideration of a payment
proportionate to the risk involved.

» Coverage by contract in which one party agrees to indemnify or reimburse
another for loss that occurs under the terms of the contract.

» The contract itself, set forth in a written or printed agreement or policy.
» The amount for which anything is insured.
» An insurance premium.

Insurance is a legal agreement between two parties — the insurer and the
insured, also known as insurance coverage or insurance policy. The insurer provides
financial coverage for the losses of the insured that s/he may bear under certain
circumstances:%6

» Insurance coverage can be defined as a contract in the form of a financial
protection policy. This policy covers the monetary risks of an individual
due to unpredictable contingencies. The insured is the policyholder
whereas the insurer is the insurance-providing company/the insurance
carrier/the underwriter. The insurers provide financial coverage or
reimbursement in many cases to the policyholder.

» The policyholder pays a certain amount called ‘premium’ to the insurance
company against which the latter provides insurance cover. The insurer

64 Insurance Definition & Meaning | Britannica Dictionary, (2022), https://www.britannica.com »
65 Insurance Definition & Meaning | Dictionary.com, (2022), https://www.dictionary.com »
66 What is Insurance: Definition, Benefits, and Types - Paytm, (2021), https://paytm.com > blog > w.
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assures that it shall cover the policyholder’s losses subject to certain terms
and conditions. Premium payment decides the assured sum for insurance
coverage or ‘policy limit’.

A\

Insurance coverage has the below mentioned salient features:

v ltis a kind of risk management plan to use an insurance policy as a hedge
against an uncertain loss.

v Insurance coverage does not mitigate the magnitude of loss one may face.
It only assures that the loss is shared and distributed among multiple
people.

v" Various clients of an insurance company pool in their risks. Hence, they
pay the premiums together. So when one or a few incur a financial loss,
the claimed money is given out of this accumulated fund. This makes each
client bear a nominal fee.

v' Insurance coverage can be provided for medical expenses, vehicle
damage, property loss/damage, etc. depending on the type of insurance.

v" Premium, policy limit, and deductible are the main components of an
insurance coverage policy. The policy buyer should check them thoroughly
while buying an insurance policy.

An insurance is a legal agreement between an insurer (insurance company) and
an insured (individual), in which an insured receives financial protection from an insurer
for the losses he may suffer under specific circumstances:%’

» Under an insurance policy, the insured needs to pay regular amount of
premiums to the insurer. The insurer pays a predetermined sum assured
to the insured if an unfortunate event occurs, such as death of the life
insured, or damage to the insured or his property.

» Legally insurance has been defined as a contract where the insurer
agrees to compensate the insured against the losses incurred due to any
unforeseen contingency. The contract also involves a consideration which
is called a premium. The maximum available benefit amount is called sum
assured or sum insured.

» To understend how insurance works, it is nessesery know folowing
terms:

v" Premium:ls the money payed to the insurance company to avail of
insurance policy benefits.

v' Sum Insured: Sum insured is applicable for insurance. It refers to the
maximum cap on the costs that are covered for in a year against any
unfortunate event.

67 Knowledge Centre Team, What is Insurance: Meaning, Types and Benefits, (2022),
https://www.canarahsbclife.com »
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v' Sum Assured: Sum assured is the amount the life insurance company
pays to the nominee if the insured event happens (death of insured).

Figure 1
How insurance works

Buy an Insurance
Policy

Pay Regular
How does an Premiums
Insurance
Policy Work? Accident/
Theft/
Burglary
Insurance

Claim

Source: Knowledge Centre Team, What is Insurance: Meaning, Types and Benefits, (2022),
https://www.canarahsbclife.com »

Insurance is the most effective risk management tool which can protect
individuals and businesses from financial risks arising out of various contingencies. The
emotional and psychological loss can never be compensated, but at least the financial
loss can be compensated with insurance. Though there are uncertainties in life which
people cannot mitigate, insurance can surely help transfer the financial risk associated
with the same:®8

» Insurance is a legal contract between two parties- the insurance company
(insurer) and the individual (insured), wherein the insurance company
promises to compensate for financial losses due to insured contingencies in
return for the premiums paid by the insured individual. In simple words,

8 Insurance Meaning — Types, Benefits & How It Works - Turtlemin, (2022), thttps://www.turtlemint.com >
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insurance is a risk transfer mechanism, where transfer risk to the insurance
company and get the cover for financial loss that people may face due to
unforeseen events. And the amount that which is pay for this arrangement is
called premium.

» The concept of insurance works on the basis of ‘risk pooling’. When is buyed
any type of insurance policy from the insurance company for a specified
period with specific cover, it is maked regular payments (referred to as
premiums) towards the policy. Similarly, Insurance Company collects
premium from all of its clients (referred to as insured) and pools the money
collected to pay for losses arising out of an insured event. In case the insured
event takes place, losses will be compensated by the insurance company
from the pool of policyholder’s premiums.However, there are various types of
products offered by insurance companies today which also involve savings
element attached to it.

2. FUNCTIONS OF INSURANCE

There are some insurance features that are applicable to every type of insurance
policy including general insurance as well as life insurance which covers every type of
insurance policy such as property insurance, home insurance, auto insurance,
insurance of jewelry etc. The basic functions of insurance are divided into 3 categories.
These categories are as follows:®°

» Primary functions of insurance.
» Secondary functions of insurance.
» Other functions of insurance.
¢ Primary functions of insurance include:

Providing Protections: The Primary functions of Insurance are just as we
consider any other insurance policy. Primary function of Insurance company to give
security against future dangers, mishaps, and vulnerability. No insurance can capture
the hazard from occurring, no insurance can avert future happenings, however, can
surely give some coverage to the misfortunes of hazard. In genuine terms Insurance is
a defensive coverage against financial misfortune by offering the hazard to other
people, (the pooling individuals).

Collective Risks: Insurance is a strategy by methods for which countless
individuals share a couple of misfortunes. Every one of the general population who get
protection contributes by paying a yearly premium towards a reserve. Out of which the
people who are prone to dangers get the payment according to the terms and states of
the insurance approach.

69 What Are The Basic Functions Of Insurance?(2022), https://healthnewsreporting.com >
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Assessment of Risks: Insurance organizations dictate what is the volume of
hazard by surveying different components that offer ascent to chance. The settlement
process of the rate of premium is additionally based on hazard include in the policy.

Certainty: As people get coverage from the insurance company, thay stay
secure about ability to meet future dangers with great coverage. In any case, when thay
get protection, it changes over  vulnerability into an assurance of bearing future
dangers.

Primary Function of insurance is focused on:"®

Insurance Provides certainty: Insurance provides certainty of payment at the
uncertainty of loss. The uncertainty of loss can be reduced by better planning and
administration.

Insurance Provides protection: The main function of the insurance is to provide
protection against the chances of loss. The time and amount of loss are uncertain and
at the happening of risk, the person will suffer a loss in absence of insurance. The
insurance guarantees the payment of loss and thus protects the assured from
sufferings.

Risk Sharing: The risk is uncertain and therefore the loss arising from the risk is
also uncertain. When risk takes place; the loss is shared by all persons who are
exposed to the risk.

% Secondary functions of insurance include:

Forestalling Losses: Insurance cautions people and business people to grasp
suitable gadget to anticipate shocking aftermaths of hazard by watching security
guidelines; establishment of a programmed sparkler or alert frameworks, and so on.

Covering Larger Risks With Small Capital: Insurance mollifies specialists from
security ventures.People can pay a little measure of premium against bigger dangers
and dubiety to finish it.

Helps In The Development Of Greater Industries: In the Bigger Industries set
up, there are so many chances of dangers. Enormous businesses are so broad that it
goes over and wanting to cover each kind of hazard. It is just insurance that comes not
exclusively to support these enormous businesses against conceivable hazard yet
additionally help them to develop. It winds up conceivable simply because insurance
gives a chance to create to those bigger enterprises which have more dangers in their
setups.

+» Other functions of insurance:
Insurance is a oportunity for investments and saving.

It Is One Of Sources To Win Foreign Exchange: In straightforward words, the
insurance has turned into a global business and is essential moreover.

70 Primary Function of Insurance - QS Study, (2022), https://gsstudy.com » primary.
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Risk-Free Trade: Insurance advances send out insurance, which makes the
remote exchange chance free with the assistance of various kinds of policies under
marine insurance spread.

Subrogation: In its most normal utilization alludes to conditions in which an
insurance organization attempts to recover costs.

Insurance has both a financial and an emotional aspect for the policyholder.
There are certain functions that an insurance company must promise to take care of
while they are finalising the contract with the insured party:’*

» To provide safety and security to the insured — One of the prime reasons
for entering into an insurance contract is to seek financial security in the event
of a loss from an unexpected occurrence. Insurance offers support to the
policyholder and helps to reduce the uncertainties in the business or in human
lives. With the help of a policy, the insured party is protected against future
hazards, vulnerabilities and accidents. Although no insurer in the world can
prevent the dangerous event from occurring, they can certainly help by
providing some sort of financial protection to compensate the insured party.

» Collective Risks — Another function of an insurance contract is that it helps a
number of individuals get an insurance policy to safeguard themselves from
the losses that may occur due to an unfortunate event. This strategy works on
the principle that not all of the policyholders for a particular risk will face it at
the same time. For example, if a total of fifty thousand people are insured
against damage to their cars due to accidents, the most likely scenario is that
only a few of them would have accidents in a single year. So the amount that
they can claim from the insurance company for the financial losses due to the
accidents would be adequately covered by the insurance premiums from all
fifty thousand policyholders.

» Risk Assessment — Insurance organisations play an important role in
determining the actual amount of risk from the occurrence of a particular event
by assessing the situation. They analyse all the aspects of a risk carefully to
make an informed decision. It helps them to arrive at the final insurance
amount as well as fix the premium to be paid by the insured.

» Certainty — One of the main benefits of taking a policy for the insured is that
they can feel secure about meeting the future losses after taking coverage for
a particular risk. It can be very reassuring for the insured party and can also
help them to proceed with their daily activities in a much more assured manner
without fear or hesitation.

» It helps to forestall losses — An insurance contract can help the insured to
mitigate their losses by providing some sort of security in case of an
unforeseen event. It helps businesses have a contingency plan in case things
do not go as planned. Insurance is a very important tool for organisations as it

71 Functions of Insurance, (2022), https://byjus.com > commerce.
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allows them to cover their bases while operating in a very risky environment
where the losses can be huge if they do not play their cards right. It also allows
them to be able to cover these huge risks in their businesses by paying a
relatively small amount as the premium.

» Fulfil the legal requirements — In some countries, any business is required to
have certain insurance covers in order to engage in any economic activity. So
the insurance company can help organisations fulfil these requirements.

» It allows the development of big businesses — Any large-sized organisation
is exposed to a greater amount of risk. If the chances of loss are relatively
higher, it may prevent the management in those organisations from taking
calculated risks, which has the potential of bringing more profits. Insurance
helps to mitigate that risk in a way and encourage businesses to take bold
decisions. Insurance takes away some of the financial pressures and allows
businesses to flourish in the long run.

» It can help in boosting the economy — When the businesses have sufficient
insurance cover, they can increase their scope of economic activity that will
bring commensurate rewards. This can provide an impetus to the overall
economy of a country in the long run.

Insurance functions can be grouped into three function groups:
» Function of protection and custody of the property,
» Financial mobilization function,
» Development function
» Social function.

3. GENERAL CHARACTERISTICS OF INSURANCE INSTITUTIONS AND INTERMEDIARIES

Insurance activities are performed by insurance institutions and insurance
intermediaries. Insurance institution means any corporation, association, partnership,
reciprocal exchange, interinsurer, fraternal benefit society or other person engaged in
the business of insurance. Insurance corporations are financial intermediaries that offer
direct insurance or reinsurance services, providing financial protection against possible
dangers in the future. Insurance institutions perform activities related to:”?

> Conclusion and execution of insurance contracts for those classes of
insurance for which they are registered.

» Carrying out only life insurance or are registered for carrying out non-life
insurance.

72 Insurance corporations - European Central Bank, (2022), https://www.ecb.europa.eu i.
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» Conclusion of contracts for co-insurance and reinsurance as well as works
related to the recording of risks that threaten people's life and property.

» Undertaking activities for recording, assessment and payment of
damages, mediate in the sale and sale of the remains of insured damaged
items.

» Introducing measures to prevent, reduce and remove damages and risks
that represent a danger in non-life insurance.

> Indication of other intellectual and technical services related to insurance
and reinsurance matters.

An insurance company may be defined as a financial institution involved in the
protection of persons and objects against risks. These companies as financial
institutions collect large sums of money called premium from individuals and
organisations in order to insure lives and properties. Functions or Roles of Insurance
Companies: 3

» Pooling of risks: The insured pay premiums which are pooled into a fund.
Compensation is paid to those who suffer losses from the fund.

» Boosting expansion of commercial and industrial banks: Entrepreneurs
are encouraged to expand their businesses being fully aware that they will
receive compensation if they incur certain losses.

» Direct investment: They sometimes invest in the productive sectors-industry,
agriculture, commerce etc, with their large reserves of premiums.

» Provision of capital to investors: They make long-term loans to
entrepreneurs for investment in productive sectors.

» Provision of investment advice: They provide finansial amount for investors.

4. MEANING OF THE INSURANCE MARKET

The insurance market is simply the "buying and selling of insurance." Consumers
or groups buy insurance for risk management from insurers offering coverage for
specific risks.”

» The insurance market operates in a free market environment, regulated by
state or transnational laws. A market is the public trade of buying and selling
products and services and, as such, the insurance market is a free market,
governed by the laws of supply and demand, where sellers and buyers act
freely within the regulatory framework, but supervised by public bodies.

78 Insurance Company: Definition, Roles & Functions - StudyHQ, (2022), https://studyhq.net > Economics.
74 Kokemuller, N., (2022), Insurance Market Definition, https://www.sapling.com > insurance-market-
definition
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» There are several types of insurance companies depending on their legal
constitution: public limited companies, mutual insurance companies,
cooperatives, and mutual benefit societies.

» Insurance companies can operate in one or more business lines (accident,
automobile, fire, civil liability, etc.), but always with the necessary authorization
from the regulatory body.

» The classification by business lines is fundamental for ordering the risks,
separating them into groups with common characteristics to ensure that their
processing and valuation are appropriate. To achieve greater precision, these
lines of business are usually subdivided into categories that group together
related risks.

» To ensure the proper functioning of the activity, the State regulates other
characteristics of insurance companies, such as: their economic dimension,
the exclusivity of their activity, their financial guarantees and solvency, the
specialized training of their employees, etc.; at the same time, it also controls,
monitors and audits, in particular, the functioning of insurance companies.

5. THE INSURANCE MARKET IN THE REPUBLIC OF NORTH MACEDONIA

During 2020, 16 insurance companies operated on the insurance market in the
Republic of North Macedonia, of which 5 insurance companies work on life insurance,
while the remaining 11 work on non-life insurance. Only one company, in addition to
non-life insurance, is licensed to perform reinsurance: ®

» Insurance companies employ 1,876 workers at the end of 2020, which
represents a decrease of 3.70% in the number of hired labor compared to
2019.

» Insurance companies are predominantly owned by foreign legal entities from
the financial sector (80.11%), which are patrtially or fully present in 14 out of a
total of 16 insurance companies on the market (Table no. 2). In addition, 12
insurance companies are part of insurance groups based in EU member
states, while two insurance companies are fully owned by domestic investors.

5 Arenuuja 3a cynepsusuja Ha ocurypysame - ASO.MK, (2021), https://aso.mk » wp-content > uploads » 2021/08
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Table 1
Insurance companies

AD for insurance and reinsurance MACEDONIA - Skopje| Non-life insurance
Vienna Insurance Group and reinsurance

TRIGLAV INSURANCE AD Skopje
SAVA INSURANCE AD Skopje
EUROINS Insurance AD Skopje

WINER Insurance AD - Vienna Insurance Group Skopje
AD for insurance EUROLINK Skopje
GRAVE Non-life insurance AD Skopje

Non-life insurance
Insurance company UNIKA AD Skopje

National Insurance Group INSURANCE POLICY AD Skopje

HALK INSURANCE AD Skopje
CROATIA INSURANCE AD- Non-life insurance company

CROATIA INSURANCE AD- Life insurance company Life insurance
GRAVE insurance AD Skopje

WINNER Life Insurance AD - Vienna Insurance Group Skopje
Insurance company UNIKA Life AD Skopje

TRIGLAV Life Insurance AD Skopje

Source: Insurance Supervision Agency.- ACO.MK, (2021), https://aso.mk > wp-content »
uploads » 2021/08

» The basic indicators that measure the degree of development of the insurance
market are the degree of penetration and the degree of density. The data on
the level of insurance penetration in 2020 show that the total BPP in the
country contributes 1.52% to the gross domestic product, which is the same
level as the previous year (2019: 1.52%). Meanwhile, the degree of density in
2020 is 4,848 denars per inhabitant, which is a decrease of 4.85% compared
to the previous year.

» The insurance sector in the Republic of North Macedonia is characterized by
low concentration, which is a prerequisite for functional market competition.
The Herfindahl index, calculated through BPP, in 2020 is 769.56 (2019:
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792.42). A similar result is shown by the measurement of the index through the
assets of insurance companies at 838.02 in 2020 (2019: 821.71).

» Analyzed by insurance groups, a higher concentration is present in life
insurance, due to the small number of companies in this domain. At Herfindal
life insurance companies - the index, measured according to BPP, is 2,788.97
(2019: 3,157.74), while, measured according to the assets of the companies, it
is 3,077.21 (2018: 3,083.30).

» In non-life insurance, the indicators show a low concentration, with the
measurement through the Herfindahl index according to BPP in 2020 is
1,003.06 (2019: 1,020.43) and shows a decrease compared to last year, while
the same indicator measured through assets is 1,070.59 (2019: 1,058.79).

» The CRS5 indicator, measured through participation in BPP, among non-life
insurance companies, in 2020 recorded a decrease and amounted to 56.86
(2019: 57.99%).

» At the end of 2020, in the domain of market concentration in the non-life
insurance sector, 4 insurance companies cross the participation threshold with
over 10% in the total BPP. At the same time, on the insurance market in the
Republic of North Macedonia, no company crosses the threshold of over 20%
market share.

» The value of the assets of the insurance companies on 31.12.2020 is 25.97
billion denars and is higher by 7.34% compared to the total assets of the
insurance companies in 2019. Investments have the largest share of 74.44%
in the structure of assets of insurance companies (2019: 76.02%) and they
have increased by 5.12% compared to the invested assets in 2019. Within
investments, the most significant share of 92.46% is occupied by the category
of other financial investments and it has a growth of 6.19% compared to the
previous year. This category includes: financial investments available for sale
(49.30%), bank deposits, loans and other placements (34.73%), financial
investments held to maturity (12.02%) and financial investments for trading
(3.95%). The next most significant category is investments in land,
construction facilities and other tangible assets (6.22%), and they recorded a
decrease of 7.53% compared to 2019. Also part of the investments are the
financial investments in companies in the group - subsidiaries, associated
companies and jointly controlled entities, which participate with 1.32% in the
total investments and they show a decrease of 0.96%.

» Sources of funds of insurance companies in 2020 recorded an increase of
7.34% compared to 2019. The largest participation of 60.39% in the structure
of sources of funds of insurance companies has gross technical reserves
(2019: 59.74%) and they have an increase of 8.50% compared to the previous
year. The next category with a share of 29.36% in the structure of sources of
funds is capital and reserves, which increased by 5.85%. The liabilities of the
insurance companies, which in the structure of sources participate with 6.27%
(2019: 7.30%), recorded a decrease of 7.75% compared to the previous year.
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In the structure of liabilities, the largest share is held by other liabilities
(49.34%), liabilities from reinsurance and co-insurance (43.76%) and liabilities
from direct insurance operations (6.89%).

» During 2020, the insurance sector made a profit in the amount of 456.81
million denars, compared to the realized profit in the amount of 25.37 million
denars in 2019. Non-life insurance companies made a profit of 273.81 million
denars (2019: loss of 125.91 million denars), which results from the result of
ten companies that made a profit in the amount of 341.83 million denars and
one company that made a loss in the amount of 67.72 million denars. Life
insurance companies made a profit of 177.86 million denars (2019: profit of
100.54 million denars), which results from the result of four companies that
made a profit of 198.64 million denars and one company that made a loss in
the amount of 20.79 million denars.

Representation in insurance represents the preparation and conclusion of
insurance contracts, in the name and at the expense of one or more insurance
companies, for insurance products that do not compete with each other. Representation
on the insurance market in the Republic of North Macedonia is carried out through
insurance representatives - natural persons, insurance representation companies and
banks that have received permission to perform insurance representation. Through
these channels, in 2020, 23.93% of GDP (2019: 23.18%), i.e. 2.41 billion denars (2019:
2.51 billion denars), was realized, which represents a decrease of 1.85% compared to
of the previous year:’®

» Representation in insurance through natural persons is carried out on the
basis of a license from ASO, which they received after previously passing an
exam for performing work of representation in insurance. In the total BPP,
representation in insurance through natural persons participates with 11.67%,
while in 2020 the number of representatives who had a license from ASO is
1,341. The register of all active representatives in insurance is available on the
website of ASO.

» The number of insurance representation companies in relation to 2019
remained unchanged, i.e. a total of 10 insurance representation companies
and 7 banks operate on the insurance market. In the total BPP insurance
representation companies in 2020.

» During 2020, 71,165 insurance contracts (policies) were concluded through
insurance representation companies (2019: 84,432), which is 15.71% less
than the previous year. Through banks, 145,814 insurance contracts were
concluded in 2020 (2019: 144,136), which represents an increase of 1.16%
compared to the previous year.

76 AreHuuja 3a cynepsusmja Ha ocurypyeawe - ASO.MK, (2021), https://aso.mk > wp-content » uploads >
2021/08
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CONCLUSION

Insurance is a risk transfer tool. In insurance, risk is transferred (a negative
deviation from the future outcome) to an insurance company that will pay at the time the
insured event occurs in relation to the contract signed by both parties.

The purpose of insurance is to reduce financial uncertainty and make accidental
loss manageable. It does this by substituting the payment of a small, known fee - an
insurance premium - to a professional insurer in exchange for assuming the risk of a
large loss and a promise to pay in the event of such a loss.

Insurance provides financial support and reduces uncertainties in business and
human life. It provides safety and security from a particular event. Insurance provides
cover against any sudden loss.

Insurance turns accumulated capital into productive investments. Insurance also
provides loss mitigation, financial stability and promotes trade and commercial activities
that result in sustainable economic growth and development. Thus, insurance plays a
key role in the sustainable growth of an economy.

Insurance is a financial product that reduces or eliminates the cost of loss or the
effect of loss caused by various types of risks. Apart from protecting individuals and
businesses from many types of potential risks, the insurance sector contributes
significantly to the general economic growth of the nation by ensuring stability in the
functioning of businesses and generating long-term financial resources for industrial
projects.

There are several types of insurance companies depending on their legal
constitution: limited liability companies, mutual insurance companies, cooperatives and
mutual benefit companies. Insurance companies can operate in one or more lines of
business (accident, automobile, fire, civil liability, etc.), but always with the necessary
authorization from the regulatory body.

REFERENCE

1. AreHumja 3a cynepBuauja Ha ocurypyBamne - ASO.MK, (2021), https://aso.mk > wp-
content » uploads » 2021/08

2. Functions of Insurance, (2022), https://byjus.com > commerce.

Insurance Company: Definition, Roles & Functions - StudyHQ, (2022),
https://studyhqg.net » Economics.

4. Insurance corporations - European Central Bank, (2022),
https://www.ecb.europa.eu > i.

5. Insurance Definition & Meaning - Merriam-Webster, (2022), https://www.merriam-
webster.com » dictionary » insurance.

94



10.

11.

12.
13.

MakedoHcko me2yHapodHo HayyHo chucaHue , MAPKETHHI“ Bp.16
Macedonian international Journal of “MARKETING” No. 16

Insurance Definition & Meaning | Britannica Dictionary, (2022),
https://www.britannica.com »

Insurance Definition & Meaning | Dictionary.com, (2022),
https://www.dictionary.com

Insurance Meaning — Types, Benefits & How It Works - Turtlemin, (2022),
thttps://www.turtlemint.com »

Knowledge Centre Team, What is Insurance: Meaning, Types and Benefits, (2022),
https://www.canarahsbclife.com »

Insurance Meaning — Types, Benefits & How It Works - Turtlemin, (2022),
thttps://www.turtlemint.com »

Kokemuller, N., (2022), Insurance Market Definition, https://www.sapling.com »
insurance-market-definition

Primary Function of Insurance - QS Study, (2022), https://qsstudy.com > primary.

What is Insurance: Definition, Benefits, and Types - Paytm, (2021),
https://paytm.com » blog » w.

95



MakedoHcko me2yHapodHo HayyHo chucaHue , MAPKETHHI“ Bp.16
Macedonian international Journal of “MARKETING” No. 16

331.5-053.6:005.336.5(497.7)"2018/2021"

Associate Prof. Dr. Silvana PASHOVSKA

University of St. Kliment Ohridski - Bitola,
Scientific Institute for Tobacco - Prilep,
Republic of North Macedonia
silvana.pasoska@uklo.edu.mk

ANALYSIS OF EMPLOYMENT OF YOUNG PERSONS IN THE REPUBLIC
OF NORTH MACEDONIA AND THE NECESSARY SKILLS FORITS
IMPROVEMENT

ABSTRACT

Unemployment is one of the biggest socio-economic problems facing many
countries in the world. This is primarily due to the fact that unemployment is not an
isolated socio-economic problem, but the high unemployment rate brings with it a
number of other negative phenomena such as poverty and social insecurity, which in
turn results in low quality of life of the population, and negatively affects both resource
utilization and economic growth.

Youth employment is becoming more and more relevant and gaining
importance on national and global development agendas, which is not at all surprising
given that the job crisis increases the vulnerability of young people, which in turn results
in higher unemployment, lower quality in the workplace, greater labor market inequality
between different groups of young people, longer and more precarious transition from
education to work, and greater distance from the labor market.

The purpose of this paper is to identify the skills and competencies that young
people and employers consider necessary for greater employability, which should
certainly result in increased youth employability, ie faster and easier employment of
young people and their readiness to start immediately. work. Such a situation is a
challenge for the competent institutions to take appropriate measures to reduce youth
unemployment because these measures gradually solve current and potential future
economic, social and population-migration problems in the country.

Keywords: employability, strategy, labor market, employers, active measures

INTRODUCTION

The daily changes and dynamics of today's living impose a need for additional
types of knowledge that are appropriate for the jobs offered. Knowledge acquired
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through formal education is often not enough to secure a suitable job. Therefore, further
improvement and refinement of existing knowledge and skills is needed in order to
acquire new practical experiences that will enable easier access to certain jobs. Young
people who are inclined to new knowledge, to new experiences and competencies can
mostly be directed in this direction.

In the National Strategy for Employment in the Republic of North Macedonia
from 2021 - 2027, it is pointed out that employers mostly emphasize the need for
knowledge of foreign languages (English, German, Italian), knowledge of basic
computer skills (MS Office, Auto Cad), as well as acquired advanced knowledge and
skills in the field of information technology (server - administrator, CISCO, Java
programmer, Oracle), while emphasizing the need for certificates for acquired
knowledge. Among other skills, the need for communication skills, ambition,
responsibility, reliability, accuracy, teamwork, data entry and reading skills, flexibility,
sales and marketing skills, and management skills are emphasized. As the most
desirable competencies and qualifications that young people should possess in order to
get a job, the following can be emphasized: leadership, marketing, finance, commercial
law, knowledge of the technological process, sales, teamwork, human resource
management, etc. The following priorities that would attract young people to apply for a
job in a certain company stand out: good and secure salary, possibility for personal
affirmation, promotion and career building, positive working atmosphere, productivity,
additional training, safe working conditions, additional benefits and bonus packages.

Modern companies that are financially powerful and success-oriented tend to
invest in their young staff in the direction of growth and development of the company.
They continuously invest in additional training, training, courses and seminars that will
enable young people to realize themselves in the position that suits them best and will
enable them to progress in their career thanks to the required qualifications: ambition,
patience, dedication, persistence, investment in the informal education, practical work,
etc.

RESEARCH METHODOLOGY

Bearing in mind that this paper deals with the problem of the employability of
young people and the need for additional skills and competences, the method of
analysis of specific problems in the past years (mostly in the last decade), analysis of
the current conditions, as well as their comparison using the comparative method. The
data analysis will be performed with the method of descriptive explanation of the
obtained research results.

The necessary data and information will be used from the database of the State
Statistical Office of the Republic of Macedonia, from the Employment Agency, from the
Chamber of Commerce of Macedonia, from the Eurostat database, data from the World
Bank, etc.
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For a clearer presentation of the obtained results, tabular reviews with
appropriate data for a certain statistical sequence of years will be used, graphic
representations through bar graphs will be used, as well as presentation of the obtained
results through diagrams.

State of the labor market in Macedonia with a special reference to young
people

When it comes to workers' rights, young people are among the most vulnerable.
The youth unemployment rate in Macedonia is one of the highest in Europe. The labor
market today requires higher skills and adaptability to new achievements, creativity and
ability for innovative thinking, so formal and informal education should be developed in
that direction. Discrimination in terms of gender, political affiliation, physical and
intellectual disability in the employment of young people should be eradicated through
the creation of new, more adaptable employment policies.

According to the official data of the Employment Agency of the Republic of
Macedonia, 34.9% of young people aged 15 to 24 are unemployed. In March, April and
May 2020 alone, due to the economic crisis caused by the C

Covid pandemic, over 3,500 young people up to the age of 29 lost their jobs. In
this same age group, the lowest employment rate of 20.8% was registered. But analysts
and non-governmental organizations estimate that the worst is yet to come. For a large
number of young people who lose their jobs due to the crisis, there will not even be
accurate data, because they are often part of the gray economy, and therefore the
foreseen protection measures do not apply to them. The supply and demand in the
labor market are out of step. The World Bank warns that by sitting at home every day,
young people lose the job skills and knowledge they have acquired in formal education.

Attached are two graphical representations of the unemployment situation in
Macedonia, in order to confirm the fact that the country has a sufficient number of able-
bodied persons with completed education, but still cannot meet the needs of employers
when it comes to certain skills and competencies. .
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Table 1. Unemployed by length of unemployment and age

years years

Total 562

5-19

0-24

5-29

0-34

5-39

0-44

5-49

0-54

5-59

0-64

2018

5858

346

747

923

08

535

009

36

04

2019 2020 2021

years years years years
and and and and
older years @ years older |years | years older @ years years older

08382 | 594 1681 8388 | 625 3874 |5589 | 223 4862 | 4648

168
0485 309 | 798 470 50 878 132 263 818
0295 90 135 6421 366 3339 |20 595 0 626
8321 213 3 996 554 1540 982 2023
0 298 33 344 054 342 0125 472 1319
867 05 511 398 79 111 40 278
0434 20 02 871 196 439 301 420
0 658 99 232 546 46 350 55 409
1643 567 93 096 25 900
024 885 415 761
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Table 1. Unemployed by length of unemployment and age

2018 2019 2020 2021

years years years years
and and and and
years @ years |older years @ years older |years | years older @ years years older

Source: State Statistics Office of the Republic of Macedonia

Table 2. Unemployed by length of unemployment and level of education

2019 2020 2021

years years years
and and and
years years older years years older years years older

Total 594 1681 8388 625 3874 5589 223 4862 4648
No education 57 49 90
Unfinished

primary ‘

education 336 192 037
Primary

education 783 | 690 5351 |81 092 9878 209 8719
GYEENS ol 82 164 112 813 224 | 596
secondary
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2019

years
and

years years older

926

708

475

7 210

25

6 944

2020

years
and

years Yyears older

430

209

106

2 453

43

4 562

years years

227

62

Source: State Statistics Office of the Republic of Macedonia

2021

983

169

years
and
older

1 952

35

3118

The World Bank's analysis of the systemic diagnosis for Macedonia also shows
that although about 20 percent of graduates are unemployed, employers still cannot find
people with the necessary skills, especially skills of a higher degree, that respond to
rapid technological changes. If a comparison is made between the supply and demand
of labor force in terms of completed education, for all profiles of education the supply is
greater than the demand. The largest number of employments is expected for people
with completed secondary education (10,771), then with primary education (4,623), with
higher education (1,623), and the least number of jobs are open for people with higher
education (1,435) (graphically shown in Graph no. 1
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Chart 1: Labor supply and demand
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Source: Study - Youth unemployment in the Republic of Macedonia, USAID, Institute for
European Policy and Youth Info International, 2019

The data show that on the supply side it is necessary to stimulate creativity,
innovation and criticality in the acquisition of new knowledge. In addition, it is necessary
to raise awareness among a wider circle of social partners, including employers, in
designing new and modernizing existing curricula that will respond to rapid technical-
technological changes to a greater extent. At the same time, emphasis should be
placed on practical skills without neglecting the quality of theoretical knowledge. For this
purpose, in addition to internships, other innovative forms such as university business
incubators should be used.

The whole problem with youth unemployment, especially with the emergence of
the global pandemic, should also be seen through the prism of emigration. The "Balkan
Barometer" survey shows that 41% of Macedonian citizens are actively planning to
leave the country. The countries of the region are in a similar situation, where 71% of
young people in the Western Balkans are thinking about working abroad.

Based on what was previously stated regarding the employability of young
people in Macedonia and the need for additional so-called soft skills, the following
weaknesses can be ascertained, but also opportunities that are available in this sphere:

Weaknesses:

- a large number of unemployed low-skilled persons,

- inadequate educational structure of unemployed persons,
- lack of additional work skills,

- mismatch between supply and demand of labor force,
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- insufficient knowledge of foreign languages, basic and advanced computer
skills, communication skills, management skills, sales and marketing skills, teamwork,
reliability, responsibility, precision, flexibility,

- lack of training for acquiring employment skills,

- lack of occupational standards on the basis of which programs are developed
for certain necessary occupations.

Features:
- unemployed people to become more competitive on the labor market through:

greater involvement in non-formal education for the purpose of acquiring skills
needed for employment,

- greater involvement in the measures offered by the state through the
Employment Agency,

- improvement of educational programs and their adaptation to the needs of the
labor market,

- creation of policies and measures to encourage informal education,

- creation of new programs adapted to the requirements of the business (to be
connected with the analysis made by the leading companies for the needs of specific
skills,

- to make changes to the method of subsidizing, i.e. redesigning the measures
in the Operational Plan for active programs and measures for employment and services
on the labor market, by financing the number of employees after successfully completed
training, and not according to the number of participants in the training,

- to work on raising the awareness of the business sector for investing in
knowledge and skills among employees,

- to make an additional verification of the programs offered by the providers of
training in foreign languages and computer technologies that are certified by

- foreign organizations and are recognizable on the market,

- to introduce subsidization of training for communication skills, management
skills, sales and marketing skills, teamwork, reliability, responsibility, precision, flexibility,

- to introduce new occupations based on the requirements of the employers,
and aligned with the future needs of the business,

- to make regular analyzes of the future needs of the labor market and develop
standards of occupations in joint cooperation with employers,

- to increase the "visibility" of non-formal education and its benefits
through promotion which should be two-way: - to the bidders (yes
become independent from state finances and be competitive in the market and
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- to users of informal education (through validation of the received certificate in
the system of formal education).

CONCLUSION

An appropriate mix of knowledge and skills is crucial for the success of the
individual, but also for the companies. Formal qualifications and professional knowledge
are only part of the skills needed to achieve competitiveness. Research conducted in
recent years on the most important skills that an individual should possess, in addition
to professional skills, also identifies soft, digital and entrepreneurial skills. In a meta-
analysis of the skills students need for the 21st century, the World Economic Forum
identifies 16 different skills, which are grouped into three clusters: application of basic
skills in everyday activities: including scientific, financial and ICT literacy; approach to
solving complex problems: such as critical thinking, problem solving, creativity,
communication and cooperation; approach to changes in the environment including
initiative, adaptability, leadership and the like. Soft skills, also called generic skKills,
employability skills, i.e. all skills that complement professional skills, are transferable
between industries and jobs. They refer to aspects such as communication, teamwork,
problem solving, reasoning, making independent decisions, etc., and in many studies
digital skills are also included here. The need for this type of skills is increasingly
emphasized, especially with the increase of the service sector on a global level, but also
as a result of the new approach to work which is based on project orientation and
working in dynamic and changing organizational and market environments. In that
direction, Deloitte Access Economics predicts that by 2030 these skills (including digital
skills) will be a key criterion for two-thirds of jobs. One of their research on employee
soft skills shows that employees who apply teamwork skills are 3% more productive
than other employees. Modern companies that are financially powerful and success-
oriented tend to invest in their young staff in the direction of growth and development of
the company. They continuously invest in additional training, training, courses and
seminars that will enable young people to realize themselves in the position that suits
them best and will enable them to progress in their career thanks to the required
gualifications: ambition, patience, dedication, persistence, investment in the informal
education, practical work, etc.
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PSYCHOLOGY IN MARKETING ANDTHE ART OF
SENSORY MARKETING

ABSTRACT

One of the greatest arts of marketing in the desire to constantly conquer the
market and achieve greater customer satisfaction is the application of the benefits and
experiences of marketing psychology. Marketing psychology as a branch of applied
psychology allows to predict how and in what way the advertising of the product will
influence the decision of the consumer to buy. Sensory marketing as an application
strategy in marketing psychology is used to create: beliefs, feelings, thoughts and
memories of a particular product (brand) and retain an image in the memory in the mind
of the consumer. Sensory marketing connects the product to the person in a special and
personal way. It is able to influence the person in a way that traditional mass marketing
cannot.

Sensory marketing uses and applies all the senses of the person as factors in the
promotion and advertising of the brand: sight (through color and shape), hearing
(sound), smell, taste, touch and the multidimensional aspect of sensory marketing. For
the purposes of this paper, the research was conducted on a random sample of
respondents to assess the senses in the success and use of sensory marketing tools in
advertising campaigns and bringing the products closer to consumer demands. The
sight and taste according to the answers of the respondents dominate in the decision to
buy in the multidimensional concept of sensory marketing.

Keywords: marketing psychology, consumers, brand, sensory marketing,
consumer tastes.
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AIICTPAKT

EnoHa o HajronemmTte YyMETHOCTM Ha MapKeTUHroT BO >xenbaTa 3a nocTojaHo
OCBOjyBak-€ Ha nas3apoT 1 NOCTUrHyBak-e NorosieMo 3a0BOSICTBOTO Ha NOTPOLLyBaynTe
€ npumeHa Ha npuaobMBKUTE M UCKYCTBATa Ha MCUXosiornjata BO MApPKETOHrOT.
MapkeTUHr ncmxonorujata Kako rpaHka Ha npuMeHeTa Mncuxosiornja oBO3MOXyBa fa ce
npeaBnam Kako M Ha KOj HauMH peKknamupaweTo Ha Npou3BOAOT Ke Bfvjae Bp3
AOHeCyBakeTO OfflyKa Ha MOTPOLUYyBaYoT 3a KynyBawe. CEeH30pHUOT MapKEeTUHI Kako
annukaTMBHa cTpaTerMja BO MapKeTUHr Nncuxonormjata ce npuMeHyBa 3a Aa cosgaje:
BEpyBaH-a, YyBCTBA, MUCNN MU CNOMEHM 3a ogpeaeH npoussos (bpeHa) v 3aapKyBane
Ha crvka BO MemopwujaTa BO YMOT Ha noTpowlyBa4voT. CEH30pHMOT MapKeTUHT npaswu
noBp3yBake Ha NPOU3BOAOT CO JSIMYHOCTA Ha nocebeH U Ha NMYeH HauduH. Toj e BO
cocTojba Aa Bnujae Ha NIMYHOCTA Ha HaYUH LWTO TPaAULMOHANHNOT MAacOBEH MapKeTUHT
TOa He MOXe Ja ro Hanpasu.

CEeH30pHMOT MapPKETUHT MM KOPUCTK U MPUMEHYBa CUTE CeTua Ha NIMYHOCTa Kako
hakTopy BO nNpomMouMja U peknama Ha 6peHOoT: BUOOT (npeky Gojata u dopmara),
3BYKOT, MMPUCOT, BKYCOT, AOMMPOT U MYNTU-OMMEH3MOHANHNOT acnekT Ha CEeH30pPHUOT
MapKkeTuHr. 3a uenuTe Ha OBOj TPYA CNPOBEAEHO € WCTpaXyBake Ha CrnydaeH
NPUMEPOK Ha UCMMTaAHULM 3a MpOLEeHKa Ha ceTunata BO YCMEeXOT U KOpUCTepHe Ha
anaTkuTe Ha CEH30PHUOT MapKEeTMHI BO peknamMHUTE Kanmaru u JobnumxyBakwe Ha
npounssoanTe 0o Gaparwarta Ha noTpollyBaunTe. Bnaot M BKycOT cnopea oaroBopute
Ha wuWCNUTaAHUUUTE AOMMHMpaaT BO [OHeCyBawe€TO OAsflyka 3a KynyBawe BO
MYNTUANMEH3NOHANHNOT KOHLENT Ha CEH30PHUOT MAPKETUHT.

KnyuHu 360poeu: mapkemuHa ricuxosnoauja, nompouwyeayqu, 6peHd, CeH30peH
MapKemuHa, 8Kycom Ha nompoulysadume.
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1. [IPUMEHA HA IICUXOJIOTUJATA BO MAPKETUHT'OT U PA3BOJ HA CEH30PHUOT
MAPKETHHTI

Bo noctojaHnTe Gaparwa Ha opraHusauumMTe 3a OCBOjyBak-€ Ha HOBW Masapuv U
NMOCTUrHYBake MOrofieMo 3aJ0BOJSICTBOTO Ha MOTPOLUYBAYMTE KOHTUHYMpaHO pacTe
NpMMEeHa Ha Hay4yHUTe NpuAoOMBKM O McuUxorornjata BO MapKeTOHroT, Koja e rpaHka
Ha npumeHeTaTa ncuxonornja. OcHOBHaTa LEN Ha KOPUCTEHE Ha MapKeTUHr
rcuxomnorvjata e ga MoxaT MapkeTepute npeky npuaobuBkuTe Ha ncuxororvjata 3a
npoueHka Ha odHecyBawe Ha MOTPOLUYBaYoT, Aa MoXaT fa npeaBuaaTt Kako ke ce
ofHecyBa MOTPOLUYBa4yoOT BO OffykaTa 3a KynyBawe Ha MPOMOBMPaHMOT MpPOU3BOA.
MapkeTUHr ncuxornorujaTta rM nosajMyBa CO3HaHWjaTa of GuxejBropanHuTe Hayku, Kako
LITO € HeBpoHaykaTa W KOTHUTUBHWUTE Hayku. [peky cnepgewe n HabrbygyBame Ha
yyBCTBaTa M MepuenuuMTe Ha MOTPOLUYBAYUTE WU HUBHWUTE HaBMKM W OONyKM 3a
KynyBahe, opraHu3aummTe Tpeba ga npumeHaT cTpaTervja 3a npoMoumja u HacTan Ha
nasapor.

Mako He noctou reHepanHo opobpyBawe Of CTpaHa Ha cuTe MCUXONo3n 3a
ynotpeba Ha ncuxoriorvjata 3a €KOHOMCKW U T.H. MapKeTUHLLUKWN Lenn, cenak pacrte
CMojOT Ha ncmuxorsorujata co MapkeTUHroT. EkoHoMmnjaTta nocnegHuTe geueHnn ceojata
OCHOBHa Len ja Haco4vyBa KOH OCBOjyBake Ha nasapoT v notpowysadot. Op osue
npUYnHK, C& MnoBeKke ce onpaBgyBa notpedbarta o4 npuMMeHa Ha ncmuxonorujata 3a
MapKEeTUHLLIKM Lienu.

Kotnep (Kotler et all)’’ HaBenoyBa Aeka Bo 21-0T Bek NOCTojaT MET KOHLENTU Ha
[lejcTBYBake Ha MapKeTuHLLKaTa gpuno3oduja: KOHLENT Ha NPOM3BOACTBO, KOHLIENT Ha
npon3BoA, KOHUENT Ha npodaxba, KOHUENT Ha MapKeTUHT M KOHLENT Ha OMWTECTBEH
mMapkeTuHr. KoHuenToT Ha onwmecmeeH MapkemuH2, Tpeba Oa ce cmeTa Kako
HajonpaBaaH o noBeke NMPUYMHW.

= Opf acnekT Ha NoTpoLlyBaYoT- koj 6apa 3a4oBONCTBO 04 NpoM3BoauTe,
» Opf acnekT Ha opraHu3auumjaTa — koja 6apa npodur,
» Opf acnekT Ha OnwTeCcTBOTO- Koe 6bapa 4obpobuT 3a BKYNMHOTO OMNLLTECTBO.

3aToa, AOKONKYy MapKeTMHrot 6um ce 6aBen camo CO (PMHAHCUCKM pacT Kako
CBOja 3HauvajHa uen, Toraw notpebata ga ce 6GaBM CO HeeTUdka W couujariHO
HeoaroBopHa paboTta e MHory BepojaTHa. Kako oaroBop Ha 3a0BOSyBakbe Ha €TUYKNOT
KOHLENT Ha OMWTEeTCTBOTO, C€ MPOMOBMpPA KOHLENTOT Ha “kBanuTeTeH xuBoT - QOL
(Quality of Life), koj € MHOry crnvyeH co KoHuenToT Ha Kotnep T.H. “onwTectBeH
MapKeTUHI”.

Bo 0BOj Tpya noce6HO 3HayYeHe NocBEeTyBaMe Ha NMPUMEHA Ha Mcuxonorujata Bo
MapKeTUHIoT Mpeky T.H. “CeH3opeH MapkeTuHr”. Toj nMpeTcTaByBa peknamHa TakTuka
npeky kKoja ce npaBu MpuUBrEeKyBake Ha MOTPOLLYBAYOT CO pa3byayBakwe Ha cute net

" Kotler Ph., Armstrong G., Principls of Marketing, Pearson Education, 2015, p.218.
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4YOBEYKM CeTuna: BUAOT, CIyXOT, MUPUCOT, BKYCOT M AonNUpoT. Ha Toj HaunH ce npasu
eMoLMOoHarnHa NoBp3aHOCT Ha NOTPOLLYBaY0T CO oApeaeH Npon3Bog unun bpena.

Ha o0BOj HauyuMH, CEeH30pHMOT MapKeTUHr MnpeKky cBojaTa cTpaTternja koja ja
ynotpebyBa cosfaBa: ogpefeHW BepyBawa, YyBCTBa, MUCNM U CMOMEHW 3a JafdeH
npou3Boa Ha Toj 6peHd M co3gaBa LenocHa Cnuka BO YyMOT Ha notpowysadoTt. Ha
npumep, ako BO NeTo MMPUCOT Ha jaroga v BaHuna Be Tepa [Ja MUCIUTE Ha BKYCOT U
Mupucot Ha cnagonegotr Ha KutKet (KitKat), Toe He e cnyyajHO U edpekToT
NPON3BOAUTENOT ro NOCTUrHa.

MpumeHa Ha CeH30pPHMOT MapKeTUHI MOXe [da Ce Kaxe Aeka faTtupa ywTte of
1940-TuTe, KOra npogaBayvMTe Mno4vHane aa rm uctpaxysaaT edpekTUTe Ha o4vnTe BO
peknammpaweTo. Ha noYeToKOT, NPpeKy aTpakTUBHM nevateHn noctepm n 6unbopam ce
npaeseno npou3BodoT BU3yenHO Aa ©Ouage npucyTeH BO YMOT Ha MNOTPOLLYBaYoT.
MogouHa, oBue edektn Gune HacovyeHM KOH MHOWTBO Ha 6oum n OykBuTe, HMBHaTa
ronemMuHa, goopma, POHTOBU N OPYIN KaPaKTEPUCTUKM.

PeknamHuTe nopaku noHatamy ce OBwXKaT KOH MpuUBMEKyBawe BHUMaHME Ha
4YyBCTBOTO 3a 3BYK Ha MOTpoOLlyBayMTe, U npBaTta TeneBu3ncka pekrnama co OrpomMHa
npusneyHoct ("catching" sBesga) ce BepyBa geka e peknamata 3a Ajax (Cleanger
Colgate-Palmolive), koja 6una emutyBaHa Bo 1948 rogmHa. Bo oBoj nepuoa ctaHyea
nonynapHa u apomatepanujata M Tepanujata co 6om wWTO cosgane notpeba of
UcTpaxyBake Ha ynoTpebata Ha MUpPUC BO LUENUTE Ha pekrnaMmmpaweTo U
npomMmoBuparwe Ha OpeHpgoBute BO 1970-TuTe road. Bo npaktukaTa ce OTKpUIoO geka
BHMMAaTENHO n3bpaHnTe MMPUCKU MOXE Aa M HanpasaT NpoM3BOAMTE NONPUBIEYHU 3a
noTtpowysadnte. Ha npumep, TpProBumte Ha Mano yBuaene neka BMETHYBah-eTo
oAopedeHn MUPUCU HU3 MNONUUUTE BO HUBHUTE NPOAABHMUM MOXe Jda cosjane
sronemyBawe Ha npogaxbaTta. Ha oBoj HauMH pacte noTtpebata o pas3Boj Ha
nonynapHocTa Ha MyNnTU-CEH30PHUOT MapPKETUHT.

2. HA KOJ HAYUH JEJIYBA CEH30PHUOT MAPKETHUHI?

CeH30pHMOT MapKeTUMHIr npaBuM MNOBp3yBake Ha OpeHOoT (Npou3BOAOT) CO
MINYHOCTA Ha NOTPOLLYBAYOT Ha NocebeH 1 Ha NnYeH HavvH. Toj Bfvjae Ha NMYHOCTa Ha
WCKNYyYUTENEH MarHeTEeH Ha4yMH LWTO TPaAULMOHANHUOT MACOBEH MAapPKETUHI Toa
HUKaAKO He MOXe Aa ro nocturHe. TpaguuMOHanNHMOT MapKeTUMHI NpeTnocTaByBa geka
NOTPOLLYBAYNTE CUCTEMATCKN Ke MM pasrnegaaTt KOHKPETHUTE MOXHOCTU M aTpmbyTn Ha
NMPOM3BOAOT Kako LUTO Ce: LieHa, KapaKTepPUCTUKM U KOPUCHOCT M pauuoHanHo ke
AoHecaT ofJiyka Koj npou3Bog ke ro kynat. CeH30pHMOT MapKeTUHr, nak, ce obvayea ga
M WCKOPUCTM XMBOTHUTE WUCKYCTBA M YyBCTBA Ha nNOTpowwyBayoT. OBME XMBOTHM
NCKYCTBa Ha NOTPOLLYBA4Y0T MMaaT Npeno3HaTiMB CEH30P: EMOLMOHANEH, KOTHUTUBEH U
ogHecyBaykm eqgekt. CeH30pHMOT MapKeTUHr NpeTnocTtaByBa Aeka NyfreTo, Kako
noTpoLuyBayun, ke aejctByBaaTt NoBeKe cnopen HUBHUTE eMOMU8HU UMIYSICU OTKOSKY Ha
HMBHOTO 4MCTO 06jeKTMBHO pasmucryBawe. Ha OBOj HauvH, edumkaceH CeH3opeH
MapKETUHI MOXe [a pes3yntupa ocobeHO Kaj MoTpollyBayMTe KOM cakaaT Aa Kynat
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npou3Bod KOH KOj €MOTMBHO Ce MOBp3aHW, a He Mnpou3BoAd Kako noedTuHa
anTepHaTumBa.

ApagHa KpuwHa, (Aradhna Krishna) kako nnoHep BO pa3BOjOT Ha CEH3O0PHUOT
MapKeTUHT, BO efleH npernen Ha Xapsapa 6usHuc, Bo MapT 2015 roauHa, Hanuvwana:’®
‘Bo MMHaTOTO, KOMyHMKauuuTe CO noTpowyBaymTe Oea BO CywTMHA MOHOMO3N -
KomMnaHmmMte cammn “pasroBapaa” co noTpolwlyBauuTe. [NoToa TMe ce npeTBopuja BO
Anjanosun, co LWTO KopucHuumTe fobuja nosBpatHu uHgopmauun. Cera Tne crtaHyBaaT
nosekegMMeEH3MOoHanHM pasroBopu, CO NPOU3BOAMN KOWU HaolfaaT COMCTBEHM rMacoBu U
noTpoLlyBadn KOW BU3yerTHO M MOTCBECHO pearvpaaT Ha HuB.” ApagHa KpuwHa, ja
opraHusuparna npsaTa KoHgepeHLMja 3a ceH3opeH MapkeTuHr Bo 2008 rogmHa, Ha koja
Gune NpUCYTHU: NCUXONO3M, HEBPOMO3M, akaAeMUUN 3a MaPKETUHT U npakTudapu. Bo
TpagvUMOHanNHUTE MapKeTUHr cTpaTerMm OKycoT e Ha npuagobuBawe Ha
noTpoLlyBadnTe Npeky BU3yerHU U ayauTUBHU KOMYHUKauuun. Ho, oBoj TeceH hoKycC
UrHopupa [LOpyrute CEeH30PHW acnekT Ha WCKYCTBOTO Ha noTpollyBayuTe. 3aToa,
CEH30PHUOT MapKeTUHr noTceTyBa Adeka W [OMUMPOT, BKYCOT, MUPUCOT, 3BYKOT U
n3rnegoT Ha Npou3BOL4OT MMaaT BaKHa ynora BO BIMjaHMETO Ha nepuenuujata wu
eMouunoHanHaTa noBp3aHoOCT KOH NPOM3BOLOT.

CeH30pHMOT MapKeTUHr CBOMTE LEenuM ce cTpemu ga rmm obesdbeam co TpajHO
noBp3yBake 1 061 3a TpaeH ycnex Ha NPoM3BOAOT CO NOTPOLLYBAYOT MPEKY:

= MpeHTndukyBame, Mepene 1 pa3buparme Ha eMoLMUTE Ha NOTPOLLYBaYUTE;
= VpoeHTnduKyBare 1 kKanuTanuanpame Ha HOBY nasapu;
= Ob6esbenysare Ha NPBM M NOBTOPNMBU HabaBku (NojanHoOCT Ha BpeHJoT).

Cnopen wuckyctBata BO MpakTMkata W UCTpaxyBakwaTa 3a CEH30PHMOT
MapKeTWHr, MoTpowyBaynTe M noBp3yBaaT pa3HUTe O6peHaoBM CO  HUBHUTE
Haj3adyBaHU MCKYCTBa BO ceTurnaTa. Tyka ce uckycreata 3a Jobpo v nowo, oanyku 3a
KyrnyBawe KOW Ce BOAEHU O “packaxyBah-e npukasHum v emouuun” n apyru. Ha oBoj
Ha4MH, CEH30PHUOT MapPKETUMHI MPEKY T.H. CEH30PHWU (CEeTWUNHW) npodaBaykn edekTn
paboTn ga co3gaje emoumoHanHa curHa BpcKa Koja ro nosp3ysBa MOTPOLLYBAYOT CO
OpeHgoT. 3a Taa HameHa ce ynoTpebyBaat npuaobuBKUTE M pPa3BOjHUTE UCKYCTBA Ha
HeBporicnxonorunjata. Toa 3Haum geka Bo3byanveuTe peknamn Ha oapeaeHu bpeHaosu
MHOTY CUSTHO MCUXOMOLLKN BfnjaaT Ha ceTunaTa Ha NIMYHoCTa.

Cnopen ekcnepTuTe 3a MapKeTUHr, MOTpOWyBayMTe wWMaaT TeHaeHuuja
NOTCBECHO Aa r'v npudataTt U CBoUTe NUYHOCTM Aa rM npunarogat KoH ogpeaeH openg
unM mapka. Toa co3gaBa CuiHa U MHTMMHA BpcKa Ha OpeHOoT CO noTpollyBayoT
HageBajkn ce geka TOj eheKT cos3gaBa TpajHa nojanHocT. Ce cmeTa geka noBekeTo
OpeHOoBM UMaaT ABa BUAa Ha SIMYHOCTM Ha NpUBP3aHNLK: “UCKpeHn” nnn “so3byanunsen’
nnYHoCTU. “UckpeHn” nuyHocTM (npuBp3aHuum) ce OpeHpoBu kako: IBM, Mercedes
Benz n New York Life, kon ce cmeTtaar 3a KOH3epBaTUBHW, U HUBHUTE BPCKN Ce
BUCTMHCKN BOCMNOCTaBeHU M 3apaBu. Bo BTOpMOT BMO Ha NUYHW NpUBP3aHULM Ha
OpeHgoBuTe ce “Bo3byanueute” 6pengosu: Apple, Abercrombie u Fitch n Ferrari. Osne

8 Aradhna Krishna, Consumer sense: How the 5 senses influence baying behavior, Paperback, 2020.
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OpeHOoBU ce nepuenupaaTt Kako MMarMHaTuUBHU, U Kako BO3GyanvMBo noctaByBaHu. Bo
npakTMkaTa ce Mnokaxano [eka noTpolwyBayMTe uMmaaT nororieMa TeHnOeHumnja Aa
dhopmMmpaaT NOAONTOTPajHN OAHOCK CO “UCKPEeHn BpeHaoBM” OTKOMKY CO “BO3OyAnunBuM
OpeHgoBn”. CnegHarta cnuka 6poj 1, ro npeTcTaByBa MOAENOT HA NaMeTeHwe Ha HeKoja
ncnpaTeHa nopaka of peknama Ha Npou3BO[ M Kako M KOJIKy Taa peknama ocTaHyBa BO
MemMmopujata Ha notpowyBa4oT. Opf [ormkuHata Ha OCTaBEHUOT BMNeYaTtok BO
MeMopujaTa Toa Moxe aa buae: CEH30pHO, KPaTKOPOYHO UMM AONTOPOYHO NamMeTeHe.
Kaj ceH30pHOTO nameTerwe O pekrnamarta Toj edpeKT Tpae HajMHory A0 4 CeKyHaw.
lMoToa, kpaTKkopo4HOTO NameTerwe e BO Bpeme oa 10 go 20 cekyHau, a ako ocTaBwu
noronem edekT Bp3 NIMYHOCTA, Torawl ce paboTn 3a AONrOPOYHO NamMeTene Koe Tpae
CO YacoBW, EHOBW, FOANHW, Na MOXe Aa OCTaBU U TpajHU epekTn 3a Len XMBOT.

Cnuka 6poj 1:

1.
KpaTKkopo4Ho
CeH30pHO Nam( JonropoyHo nameter-e
nametTere
s[lamTerseTo Tpae s[lamTerseto Tpae 10 g s[lamTerbeTOo Tpae co
HajMHoOry 4 CeK. ako He 20 ceK. aKo He e 4acoBM, AEHOBU M
CEe NPETBOPU BO noAroTBEHO 3a np rOAWUHU, UAU LUEN HMUBOT
KPaTKOPOYHO BO AO/NTOPOYHO

U3Bop: Milas, Psihologija marketinga, Target, Zagreb, 2007, str.77.

3a nopobpo objacHyBake Ha CEH30PHMOT MAPKETUHT ke rn objacHMMeE NoBeKeTo
haKkTopm Npeky Kom Toj MOXe Aa Bnvjae BO BKYMHMOT n300p Ha NOTPOLLYBaYOT:

1) BupgoT (60ja n dopma BO MapKeTUHIOT);

2) 3BYKOT;

3) Mwupucor;

4) Bkycor;

5) [onupoT BO CEH30PHUOT MapPKETUHT;

6) MynTu-guMEeH3NoHaNHNOT acnekT Ha CEH30PHMOT MapKETUHT.

1). Bupot (60ja u c¢hopma) BO CEH3OPHMOT MapKeTuHr. [lpeky ouuTte ce
BOCMNOCTaByBaaT npBuTe Bnevatoum n edektn og 6uno koja peknama. Bo okoTto ce
coapxaT ABe TPeTVHM OA CUTEe CEeH30pHM KIeTKM BO TenoTo, M BMOOT Ce cMmeTa 3a
HajucTakHaT of CUTe 4YOBeYKM ceTuna 3a nepuenuuja Ha npou3BoaoT. CeH30pHMOT
MapKETUHT 0 KOPMUCTM NOrMeaoT 3a Aa co3daje MaeHTUTeT Ha BpeHaoT n aa co3gjane

110



MakedoHcko me2yHapodHo HayyHo chucaHue , MAPKETHHI“ Bp.16
Macedonian international Journal of “MARKETING” No. 16

He3abopaBHO MCKYCTBO BO rnefdaweTo Ha notpowyBaqot. OBa MCKYCTBO Ha rnefane
NMoYHyBa 04 AM3ajHOT Ha NPOU3BOAOT, NaKyBakeTO, CKNaanpaweTo Ha TOj MPOM3BO4 BO
BNeYaTIMBN EHTEPUEPU U MPOCTOpPMK, Na Ce NeyvyaTeHUTe peknamu, Tabnu, Hanucwu,
omunbopan un T.H.

[An3ajHOT Ha nNpou3BOOOT MHOry BfMjae Ha co3daBake Ha WOEHTUTET Ha
O6peHpoT. AnsajHoT Ha OGpeHOOT MOXe [a ce pa3BumBa Mpeky TPEeHAOBCKUM MHOBAaLMM.
PasBojoT Ha ypeamte 3a BuUpTyenHa peanHOCT OBO3MOXYBa Ha CeH3yanHuTe
npogaBayun ga cosgagart ywTe noBeke M3BOHPEOHW KOPUCHUYKM UCKyCcTBa. Ha npumep,
HoBuTe ouvuna (“Teleporter” VR — 3a BupTyaenHa peanHocT) Ha xotenute Mepuot
(“Marriott Hotels”) um oBo3amoxyBaaT Ha MOTEHUMjanHUTE rocTM Aa r BuaaT U ga rm
‘ooxuBeat’ 3HauuTe M 3ByUUTE Ha TYPUCTUYKUTE OecTMHauuu npen na pesepsupaar
NpecToj BO HEKOj O, HUB.

Huty emeH acnekT-cpaktop’® 3a OM3ajHOT U peknaMa Ha MpOM3BOAOT He ce
octaBa Aa buge cryyajHo. OcobeHo e 3HavaeH M36opoT Ha Gojata. McTpaxyBamwarta
nokaxkane geka oo 90% opf cute oanykn 3a Kynysakwe ce 6asupaaT Ha BnvjaHMETO Ha
bouTte n coonBeTCcTBYBake Ha M3bopoT Ha 6ojata co bpeHaoTt. OgpeneHn 6oum ctaHane
noBp3aHu CO oapefeHn ocobuHun. H npumep, KadeaBa CO HepaMHOTeXa, LpBeHa CO
B0O30yaa, cMHa CO COUCTMLMPAHOCT U CUIYPHOCT 1 T.H. Cenak, uenta Ha MOAEPHMNOT
CEH30peH MapKeTUHr e ga ce u3bepatr Gou KOM Ke ja npeTcTtaBaT MocakyBaHaTa
MHOMBUAYANHOCT Ha NIMYHOCTA HAMECTO Aa ce ApXaT 4O cTepeoTunu 3a bouTe.

2). 3BYKOT BO MapKeTUHroT. 3aeJHO CO BMAOT, 3BYKOT npetcraByBa aypun 99%
o4 cuTe uHdopmMauun 3a 6peHaoT. 3BYKOT BO MACOBHMOT MapKETUHI, NOYHYBajku Of
npoHaorakeTo Ha paguo n Ternesusnja, NpUAOHECYBa 3a CBecTa Ha BpeHOOoT Ha HavvH
Ha KOj nyreTo ro KopucrtaT roBopoT 3a [a ro m3pasar CBOjOT uaeHTuteT. bpeHposute
TpowlaT OrpoOMHM CYMU Ha napu 1 Bpeme 3a n3bop Ha My3uka, LIMHINOBU U N3rOBOPEHU
360pOBK CO KOU NOTPOLLYBaYNTE Ke MOXaT Aa rm nosp3aT co npomssoauTte. Ha npumep,
roneMuMTe ManonpogaxHu mecTta kako wTto ce: ,,The Gap,, u ,,Bed Bath&Beyond,,
KopucTaT KOPUCHUYKM MporpaMmu 3a Mys3uMka BO NpoAdaBHMLATa 3a ga ro npueneyar
BHUMaHMETO Ha rpynu Ha knueHTU. Ce cmeTa geka KynyBayuTe npaBaT MoBeke
nMnyncueHn HabaBkm Kora ce noBeKke CTUMYyNMpaHW W ce nog rofieM MpUTUCOK Ha
BONMYyMEH Ha CEeH30pHO MpeornToBapyBawe, LITO ja ocrabyBa camMOKOHTponara Ha
fMYHOCTA.

lMosHaTaTa My3uka Ha komnanujata WHTen (Intel) — “BoHr” ce urpa Hekage BO
CBETOT efHall Ha Cekou NeT MWHyTWU. EQHOCTaBHMOT TOH CO MEeT HOTW, 3aedHO COo
He3abopaBHMOT croraH “UHTen BHaTpe” NnomorHane KomnaHvjata MHTen ga ctaHe egeH
oA Hajnpeno3HaTnnenTe 6GpeHaoBM BO CBETOT.

3). MupucoT BO MapKeTUHroT. VicTpaxyBaunte BepyBaaT Aeka MUPUCOT Kako
4YyBCTBO € HajCUIHO NOBpP3aHO CO emouunTe Ha nuyHocTa. Ce cmeTa geka noseke of
75% op HawwuTe 4yBCTBa Ce reHepupanu og mupucu. MHaycTpujata 3a mMupucu ce
noBeke ce (pokycupa Ha ycoBpLUyBawe Ha napdemMu noBp3aHu CO MO30KOT, KOHKPETHO
MO30KOT Ha noTpowyBaunte. Cnopea Xapong Bort, koocHoBay Ha WMHCTMTYTOT 3a

% Robert Manzano, Teresa Serra, Sensory marketing: Straight to the emotions, May, 2020, le university.Insights.
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MUPU3NUBK MapkeTn BO Scarsdale, Hbyjopk, Hajmanky 20 MapKeTUHLUKA KOMMaHUU BO
CBETOT pasBMBaaT MWPUCU M apoOMW KOW Ke MM nomorHaT ga ro nogobpart cBojoT
MapKeTUHI 1 Aa ro noTepaaT CBOjOT MAEHTUTET CO KINEHTUTE.

Co TeKkoT Ha roguHuTe, MHAgycTpmjata 3a u3bop Ha MMpUCKU 3a NOTpoLlyBayMTE
npepacHana Bo 6usH1c co munujapau gonapw. Jincrata Ha MMpU3NMBM NPON3BOAMN LUTO
r HygaT OBME KOMMaHUWN ce ABWXMK O CpecTBa 3a fe3uHdekumja, ToanetHa xapTuja,
[0 Yenkarnku 3a 3abu n yeTkn 3a 3abu. Ncto Taka, TproBckata nybnvkauuja “flekapcka un
Ko3MeTu4yka uHaycTpuja” ns3sectyBa [eka uHaycTpmjata 3a MMpUCKU Taka ce pasBuBa U
BO KnuMmatmMsaumjata Ha 3aTBOPEHW CpeauHW  KOPUCTEjKM  TexHororvja 3a
apomaTtepanuja. lNpupoaHUTE U XeMUCKUTE CyncTaHumm ce ocriobogyBaaTt BO BO3OyXOT
3a ga ce nopobpaT 4yyBcTBaTa Ha 6narococtojba, na gypu u ga ce 3ronemat
4oBEKOBUTE NepdopMaHCH.

[eHec, cuctemmnte 3a MnMpu3bu ce HaoraaT BO AOMOBW, XOTENW, OAMOpanNuLITa,
34paBCTBEHN yCTaHOBU UM NpodaBHuumM. Bo Yont [Ousnum Bopng (Walt Disney World) Bo
dnopuga, nocetutenute Ha Meyuk xayc, (Magic House) ce penakcupaHu U CMUpPEHU
O, MMPUCOT Ha CBEXO NevYeHu 4YokonaaHu Konadmwa. VICTo Taka n BO nekapu U
CUHLUMPKU 3a Kade kako wTo ce: “Crapbakc”, “HyHKMH KpoHW’, ce npeno3HaBa
BaXXHOCTa Ha MUPUCOT Ha CBEXO CBapeHO Kade BO NpUBIEKYyBaHe Ha KINEHTMU.

NcTpaxyBauMTe Ha MUPUCHM Mapku BenaT Aeka apomatuTe of. naBaHaa,
bocunek, UMMET M LUMTPYCHW BKYCOBM Ce 3a perakcauuvja, AoAeka: MeHTaTa, MajuvHa
OylwMua M py3aMapuH ce 3a peBuTanusaumja. ['ymGupoT, kapaamMOH M BKYCOT Ha
4oKOSMaf4o MmaaTt TeHAeHuMja aa M NOTTUKHYBaaT POMaHTUYHUTE YyBCTBA, @ MUPUCOT
Ha posaTa ja NpoMoBMpa NO3UTUBHOCTA U cpekaTta Ha Nnu4yHocTa. [pyra HeogamHeLlHa
cTyouja nokaxana [eka MUPWUCOT Ha nopTokanM uma TeHAeHumja ga mm CcMupwu
CTpaByBakaTa Ha CTOMATOMOLLIKUTE MaUMEHTU KOM YekaaT Ha ped U ce WUchnpaBeHu
npepn norofiemMy CToMaToNOLLKN NpoLeaypu.

ABno komnaHujata CuHranyp epnajHc (Singapore Airlines) BO ceH3opHaTta
MapKeTMHI cana KOPWUCTU CBOj NaTeHTupaH Mupuc HapedeH “CtedaH PnopwmaHckm
Bogun”. OBaa aBMoKkoMnaHuvja, oBaa napumupaHa Boaa ja KOpUCTU U Npeky napdemm
LUTO MM KOpUcTaT y4ecHUUMTE BO NIETOBUTE, Ce BKMNOMyBaaT BO NepanHuTe BO XxoTenute
KOW M1 KopuctaTt HUBHUTE BpaboTeHn npea noneTtyBakeTo 1 ce WwmupaTt H1U3 KabuHute Ha
CUTE HMBHW aBUOHM.

4). BKycoT BO MapKeTUHrotr. BKycOoT ce cmeTa 3a HajUHTUMHOTO CeTWUIO.
Moxxebun Toa e 3aToa LITO BKYCOT HE MOXE Aa ce BKYyCM o4 ganeudumHa. Bkycot, ncro
Taka, Ce CMeTa 3a HajTelWKO YYBCTBO W Ce pasnukyBa O JIMYHOCT A0 JIMYHOCT.
NcTpaxyBaunTe OTKpune feka Hawuite nHausmayanHu BKycoBu ce 78% 3aBuUCHU Of
HawnTe reHn. M nokpaj TewkoTMMTE 3a reHepuvpare Ha MACOBHOCT Ha BKYCOT BO
MapKeTuHr ctpatervjata, cenak Bo 2007 roamHa, WBEACKMOT ManonpogaxeH faHey,
“Cutn N'poc” noyHan ga ncnopayysa Kecu 3a xpaHa Kov cogpene npumepouu oa: neb,
nujanouy, CeHOBUYM W OBOLWje AWPEKTHO OO AOMOBUTE Ha noTtpowyBayvnte. Kako
pesyntaT Ha Toa, KIWEHTUTE KOPUCHULUM Ha OBME nNpPOM3BOAM MOYYBCTBYBase
NOMHTUMHA N He3abopaBHa Bpcka CO NMpom3BoamMTe Ha OpeHOoT BO crniopenba co oHue
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KOW M1 KopucTene TpaauuMOHanIHN MapKeTUHI TakTUKK (KyrnoHu, GoHycu 1 cneuujanHu
nonycTu 3a NOTpoLUyBayunTe).

5). JonupoT BO MapkeTUHroT. [1pBOTO npaBmno 3a npogaxbata Ha mano ce
BoAM cnopen m3pekarta: “[JobujTe ro KynyBadoT Kora Ke ro gpxu npous3sogot’. Kako
Ba)KEH acCneKT Ha CEH30PHUOT MapKeTWHr, JONUPOT ja nogobpyBa MHTepakuujata Ha
noTpoLlysadnTe co npoussoguTe Ha 6GpeHaoT. Cnopen ucTpaxyBawarta, PUNYKUOT
AONMp Ha NpoM3BOAMTE MOXE Aa co3gafaT YyBCTBO Ha COMCTBEHOCT, NPean3BuUKYBajku
ro YyBCTBOTO Kaj MOTpPOLIYyBA4yoT fa cu peye: “Mopa ga ro umam”. MeauumHckute
UCTpaxxyBakba [OKaXkane Aeka npujaTHATe AOoNMpu Npeaus3BuKyBaaT MO3OKOT Aa ro
ocnoboam T.H. “XOpPMOH 3a sbyboB” - OKCUTOUMH, KOj AoBedyBa [O YYBCTBO Ha
CMUPEHOCT N ONYLUTEHOCT.

MapkeTuHr peknamute n ynotpeba Ha 4yBCTBOTO Ha JONWP He MOXe da ce
HanpaBu Ha fanednHa. Toa 6apa KNMEHTOT Aa KOMyHuuMpa AUPEKTHO co BpeHaoT,
0OMYHO MNpeKy MckycTBa BO npogasBHuua. OBa rv Haeeno TProBuuTe Ha Mano ga ru
npukaxkat Npon3BoauTe LWITO Ce NakyBaHW BO 3aTBOPEHa KyTuja, Aa ce BMaaT OTBOPEHU
Ha nonuuuTe. lNoKpaj Toa, NoBeke UCTpaxyBakwa HaBedyBaaT Aeka ynoTtpebyBaHMOT
Melry4yoBeYKN O0MNUp, Kako LITO € paKyBawe UMM HEXHO Tankake no pamoTo, M Tepa
nyreTo ga ce 4yyBCcTByBaaT nobe3beaHn n ga ce onywrart ga TpowaTt noseke napu. Ha
npumMep, KeriHepkUTe KOW v gonvpaart BedepuTe Kou M cryxart, 3apaboTtyBarne noseke
OTKOJSIKYy BO AaBat-e CaMO COBETMU.

6). MynTn-ceH30pHMOT MapKeTUHr. Kako HajycrneliHu CeH30pHU MapKeTUHT
Kamnawu ce cMeTaaT TUe KOM Ce HaCOYeHW KOH OCBOjyBak-e Ha MoBeke ceTuna Ha
noTpowyBadoT. Kornky noBeke ceTuna ce “HanaraaT’ TONky noedwukacHa ke 6buge
ofnykaTta 3a KynyBawe. bpeHOoBM KOM MMaaT yCnewHU MySTU-CEH30PHW MapKeTUHTr
kamnawu ce cmetaat: Enn, Crapbakc n OaHkmH OoHyTtc (Apple, Starbucks, Dunkin
Donuts). Tue ce cmeTaaT 3a KOMNAHUU-MUOHEPU KOU LENTOCHO Ce NOCBETEHU Ha pa3Bo;j
Ha MYNTU-CEH30PHMOT MapkeTuHr. Bo ekckny3mBHu npogaBHuumM Ha Enn, nm ce
OBO3MOXYBarno Ha KynyBauuMTe LENOCHO Aa ro “nckycat” 6peHaoT. Bo TekoT Ha Baka
KOHLlenMpaHuTe nNpodaBHULUM, KITMEHTUTe ce oxpabpyBsarne aa rnegaar, gonvpaaT u aa
yyaT 3a C€ LTO € NOBpP3aHo co BpeHaoT.

3a uenute Ha HawWOT TpyL CNPOBELEHO € Mario UCTpayBawe 3a TOoa KOJIKy
peknamuTe Ha KOMMNaHuuTe OejcTByBaaT Bp3 ceTunata Ha noTpollyBayuTe, a co Toa U
BP3 HMBHUTE oanyku. belle NoAroTBEH aHKETEH MpallaniHMK Ha CriydYaeH Npumepok oA
102 vcnutannum (n=102). Ncnutannuute Tpebawe ga ogroBopat Ha ABe npawana: 1)
Ha kou Bawm ceTtvna HajMHOry BNMWjaaT peKknamMmute Ha KOMMAHUUTE KOWU CTe T[wn
cpeTHane BO nocnegHnot nepwon, 2) Kako ro oueHysate (npudpakate) MynTtu-
ANMEH3NOHANHNOT acnekT Ha peknamMHUTE Kamnaku 3a NPOMOBMPakEe Ha NPON3BOAUTE
(ceHsopHmoT mapkeTuHr)?. Opgrosopute 6ea pageHn CcO  OBE  MOXHOCTU  CO
3a0KpyXXyBah€e: a) NO3NWTUBHO BNWjaaT, BO pacnoH Ha ckana og 1 go 100, n 6)
HeraTMBHO BnujaaT, BO pacnoH Ha ckanata og 1 go 100. Ha rpadwumkoHoT 6poj 1
npeTcTaBeHW ce pe3yntaTnute o4 NCTPaXKyBaHETO.
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padmkoH 6poj 1:

BnujaHue Ha peknamaTa Ha ceTunarta Ha NoTpoLyBayoT
BO ofriyKaTa 3a KynyBake

100
90 —
80 —
70 —

60 —
50 | B HeraTUBHU
OAroBopH

40

30 _ —

20 -] I :I ——— . NMO3UTUBHM
10 - I . 0AroBOpU
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M3Bop: concTBeHO NCTpaxyBaHe

Op rpaduykMoT Mpukas M aHanuM3a Ha pesynTatute MOXe ga ce u3segaT
criegHuTe 3akny4voum:

a) Mcnutanuumute My aaBaaTt 3HauyajHO MECTO Ha MYNTU-CEH30PHMOT MapPKETUHT.
Iypv 95% oA HMB ro cTaBaaT Ha NPBO MECTO W Aarne No3uTMBHA OLeHa 3a 0BOj BUA Ha
peknamu, a camo 8% of UCNUTAHULIMTE TO OLIEHWUIE KaKo HeraTuBHO.

b) Ha BTOpO MecTo nocne mMynTu-ceH30pPHUOT MApPKETUHI Ce pekrnamMmuTe Kou ro
npeaunsBMKyBaaT 4YyBCTBOTO 3a BMA (OKOTO). McnutaHMumTte ro oueHune BMOOT Kako
nocebHo BnujeTeneH BO nepuenuuja Ha peknammuTe Ha MNPOU3BOAUTE U HEroBOTO
BNMjaHne Bp3 oArlykaTa 3a KynyBawe. Bo BKyMmHMOT Bne4yaTokOT Ha nepuenuujata Ha
NPon3BOLOT NPEKY OKOTO ro noteHuupane 70% kako NO3UTUBHO BNvjaHne, a camo 24%
KaKo HeraTmBHO.

c) TpeTo MecTo of ceTunaTa Ha YOBEKOT BO aHanmusata Ha pesyntaute mma
4YyBCTBOTO 3a BKyC. KOpUCHMLMTE Ha peknamMHUTE MOpaku ro ctaBaaT Kako MO3UTMBHO
BNWjaHNETO Ha ceTuUnoTo 3a BKyc co 60%, a 32% opa ogrosopuTte ro knacuduuyupaar
BNMjaHNETO Ha BKYCOT HErATUBHO BO JOHECYBaH-€TO HA OANyKaTa Ha NOTPOLLYBAYOT.
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3aTtoa, Co NpaBo MOXe [a KoOHCTaTMpaMe [eKa MnoTpoluyBayuTe ce 3a40BOSTHU U
ja npucakaaT MynTU-ceH3opHaTa CTUMynauuvja Ha ceTura Ha NMYHoCTa O CTpaHa Ha
peknamMmHuTe Kamnawn Ha npoussBogute. CoO Toa pacTe BMNevyaToOKOT 3a pearnHarta
nepuenumja Ha: BKYCOT, OONUPOT, (BUCTMHCKM BNeYaToK WM UMarvHapeH), un ja
nogobpyBa oueHKata Ha NOTpowyBa4vyoT KOH OpeHpgoT-npomsBogoT. MwupucoTt ja
nogobpysa mMemopwujaTa 3a ONUCOT Ha MNpPOM3BOLOT, a MPMMEHa Ha Mys3uKaTa BO
peknammpaweTo ro 3rofieMyBa BHUMAHMETO 1 ja cTUMynupa yéeanmeocra.

Bo ngHuHa, npymeHaTa Ha CEH30PHUOT MapKEeTUHT yLITe NnoBeKke Ke ce passBuBea.
HeroBnte MOXHOCTU Ce OYeKyBa [eKa Ke pactaT CO pa3BOjOT Ha HOBUTE MOXHOCTW Ha
nHdopmaTudkmte TexHonormn. OBOj pa3Boj Ke ce HacodyBa KOH MnogobpyBarwe Ha
BUPTYENHNOT BNevyaTok Bp3 CUTe ceTurna Ha NUYHOCTa, a Toa BOAW KOH co3[aBane
BUPTYENHO-peanHa nepuenuuja Ha npon3eoaoT BO YMOT Ha NOTPOLUYBAYOT.

3AKJIYUYOK

MpumeHaTa Ha NpuaobuBKMTE U UCKyCTBaTa Ha MCUXosiornjata 3a MapKeTOHr
uenu ce npasu nNpeky T.H. MapKeTUHr MNCUXOoJfiorvja Koja € rpaHka Ha rnpuMmeHeTaTa
ncuxonoruja. Taa oBo3aMOXyBa fa ce NpenBuan Kako M Ha KOj HAa4YMH NOTPOLLYBaYoT Ke
ja ooHece oanyka 3a KynyBawe. CEeH30pHUOT MapKeTUHI Kako anfukaTuBHa cTpaTerunja
BO MapKeTUHr ncuxonorunjata cosgaeBa: BepyBawa, YyBCTBA, MUCIM U CMNOMEHM 3a
oapeneH npoussBoa-bpeHa U Kpempa uerocHa cnuka BO YMOT Ha MOTPOLUYBaYoT.
CeH30pHMOT MapKeTUHr npaBu MoBp3yBake Ha OPeHOOT CO JIMYHOCTa MpPeKy noBeke
hakTopu: BMAOOT, 0OojaTa, 3BYKOT, MMUPUCOT, BKYCOT, AOMUPOT U  MYNTU-
OVUMEH3MOHaNHNOT acnekT. MynTu-ceH3opHaTa cTuMynauuvja BO pekrnamHarta nopaka ja
nogobpyBa peanHaTta nepuenuuja Ha BMAOT, BKYCOT, JONUPOT, CNYyXOT, a My3ukaTa ja
CTMMynupa oanykaTta 3a u3bop Ha npousBogoT. Bo mcTpaxyBaweTo, McCnvTaHuuuTe
NO3UTUBHO ja npudakaaT MyMTU-CEH30opHaTa AWMEH3Mja Ha CEH30PHUOT MapKEeTUHI.
MaHuHaTa BO pa3BoOjOT HA CEH30PHMOT MAPKETUHI Ke Ce HacodyBa KOH nogobpyBame
Ha BUPTYENHUOT BNeYaToK BP3 CUTE CeTUNMa Ha NIMYHOCTA Ha NOTPOLUYyBa4voT.
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NEW BUSINESS FINANCIAL TRENDS IN THE WORLD

ABSTRACT

Businesses have faced huge challenges and have undergone an incredible
amount of change over the past few years, and this won’t slow down in 2023.
Businesses will have to deal with the aftereffects of the global pandemic, Russia’s
invasion of Ukraine, economic challenges, as well as an ever-faster development of
technologies. Many industries are still plagued by supply chain issues that emerged
during the global shutdowns caused by Covid-19 and have only got worse due to the
war in Ukraine. To combat this and stay afloat, companies need to improve their
resilience in any way that they can. This means reducing exposure to volatile market
pricing of commaodities, as well as building protective measures into supply chains to
deal with shortages and rising logistical costs. One of the most important trends will be
the continued rise of the digital age. More and more people are shopping online, and
those enterprises that are not moving to the e-commerce space will be at a
disadvantage. E-commerce is rapidly growing, and companies need to adapt to it.
Businesses will need to invest in digital marketing and technologies to keep up with the
times, reach consumers, and stay ahead of the competition.

Keywords: market, prices, goods, costs, marketing, e-commerce, investment,
finance.

INTRODUCTION

The main risks to business globalization in 2023 include trade tensions,
geopolitical issues, and rising interest rates. With more organizations operating on a
global scale, competition will increase. It will lead to enterprises needing to be more
innovative and efficient to stay ahead of the curve and do more with fewer available
resources:80

> In recent years, we have witnessed a dramatic rise in artificial intelligence
development, which will soon become a dominant force in the business world.

80 Usachova, N., (2022), Business Trends for 2023, https://www.businessbusinessbusiness.com.au >
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With its ability to process impressive amounts of data and learn from
experience, Al is quickly becoming a valuable tool for organizations of all
sizes. Artificial intelligence will keep playing a significant role in
entrepreneurship, and its importance will only continue to grow in the coming
years. Companies will need to find means to invest in and incorporate Al into
their operations to take advantage of the new opportunities, automate tasks
and processes, reduce costs, increase efficiency, and improve decision-
making. The Internet of Things (loT) is to become more widespread, and
cybersecurity will become a top priority.

» The Internet of Things is a network of physical devices, vehicles, home
appliances, and other items embedded with electronics, software, sensors,
and connectivity, which enables these objects to exchange data. The global
spending on loT products is estimated to reach $1.1 trillion in 2023, making
lives more convenient and efficient. Though the internet of things is still in its
early stages, it is expanding rapidly. The IoT promises to unveil massive
opportunities for businesses and consumers, substantially influencing our
economy and society and creating new jobs and industries.

» The future of cyber security is looking both exciting and challenging. Exciting
because of the potential for new technologies to help entities better protect
themselves and their data, and challenging because of the increasing
sophistication of cyber-attacks. Hackers use artificial intelligence to automate
the attacks, making them harder to detect. However, businesses can also
utilize Al to identify and respond to attacks faster.

» The amount of big data generated is staggering and likely to multiply in the
future. It means that businesses need to find ways to store and process this
data which will become even more complex. It implies that traditional analytical
methods will become less effective, and firms will need functional machine-
learning tools to make sense of the data. In the past, companies analysed big
data primarily for marketing and advertising purposes. Currently, big data
helps solve more complex problems in healthcare, finance, and manufacturing,
improving decision-making and predicting future trends.

Financial transformation in 2023, will have the following trends:8:

» Further automation and innovation will simplify business operations. This will
free human capital. Operational finance staff (i.e., order-to-cash, procure-to-
pay, transaction accounting, etc.) may shrink, but specialized finance (i.e.,
business partnering, reporting, planning, budgeting, tax, etc.) may grow as
expectations from business finance support grows.

» Employees are becoming increasingly familiar with automated services. Some
people even prefer working with a digital assistant or chat service rather than a
live person. Services, including regular budget queries and report generation,

81 Neyland, S., (2022), The Why and How of Financial Transformation in 2023,
https://www.venasolutions.com »
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will become automated. This can replace the function of accessing data in
spreadsheets. With intuitive, user-friendly, self-service portals, internal
customers will expect quality responsiveness from the finance team.

» Automating financial processes requires data standardization. Most companies
who house data across multiple platforms expect to continue to work toward
aligning and integrating this data. Improving data standardization will facilitate
automation and decrease the CFO's workload.

» As technology becomes more central to the work of financial teams, the skills
that are seek will also change. Key qualities include:

v' Communication,
v Customer service,
v Flexibility,

v Collaboration.

The current economic downturn, unpredictable workforce trends, and supply
chain challenges are driving companies to implement transformative changes to their
operations, including how they manage their finance and accounting functions.
Technology will take center stage in the upcoming year, influencing each of the top five
trends in the finance and accounting industry:82

» Implementing Technology - The area of technology has seen the most
substantial advancements in the past year, and this trend will continue through
2023. Businesses that invest in finance and accounting technology will have
an advantage over their competitors in navigating today’s unpredictable
economic climate. The finance and accounting profession is already
embracing new technologies such as artificial intelligence (Al) and machine
learning (ML), which will significantly impact how firms operate in the future.
With automated procedures in place, Al and ML will code, route, and evaluate
information and provide additional insight based on potential financial
outcomes based on trends in market and company data. Businesses that want
to lead their respective industries must develop an infrastructure that can
capitalize on the potential of these technologies.

» Financial Management - While compliance and maintaining records are
essential accounting functions, financial clarity and visibility into financial
results will be critical. The current economic headwinds have created a
paradigm shift that increases the importance of CFO services to overcome
financial challenges, develop proactive strategies, and manage growth.

» Outsourcing Finance and Accounting Functions - With the effects of the
pandemic, outsourcing has become increasingly popular for organizations
struggling with employee shortages and rising hiring costs. In fact, according

82 Rose, T., (2022), Top 5 Finance and Accounting Industry Trends for 2023, https://rosefinancial.com »
to.
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to Deloitte, 70% of businesses outsourced a portion of their accounting
functions to reduce business costs in 2020. Outsourcing offers additional
benefits, including an expanded team of skilled experts, reduced onboarding
requirements, and improved delivery times. The movement to the next
generation of finance and accounting outsourcing, Finance as a Service
(FaaS), will continue to grow as companies seek greater insight through the
combination of cutting-edge technology and a team of finance and accounting
professionals.

» Data Security - Financial records are the lifeblood of any organization. That’s
why the movement towards hardening access to corporate data through
security measures such as multi-factor identification, encryption, and security
awareness training will continue.

» Simplifying Back-office Functions - As companies embrace digital
transformation, they are moving towards connecting back-office functions into
a comprehensive system that improves visibility, communications, and access.
While this functionality has been traditionally limited to a full ERP
implementation for larger enterprises, novel technologies are making this
possible for smaller companies to eliminate tedious processes, improve
efficiency, limit risks, and reduce human error.

» These trends indicate that technology advancements will remain a priority in
the finance and accounting industry. It is important to note, however, that
technology will not replace accounting and finance professionals, but rather
enable them to focus on higher level tasks such as financial analysis, process
development, and strategic initiatives.

MATERIAL AND METHODS

The role of the finance function is changing rapidly. Traditionally finance’s role
was to look back, reporting on past performance. But today, the business relies on
financial data to plan for the future. With new demands for data insight, finance
departments are now expected to evolve, harnessing technology to boost productivity,
save time and drive ROIl. With a changing remit, the function has to find hybrid
strategies for balancing old and new responsibilities. This article discusses five trends
that finance leaders need to know about to help them keep pace and upskill in a rapidly
evolving environment.83

Businesses that embrace the latest technology trends in finance are more likely
to be able to keep up with the growing financial pressures and maintain steady revenue

83 Top trends to impact the finance function - Canon Europe, (20220), https://www.canon-europe.com »

120



MakedoHcko me2yHapodHo HayyHo chucaHue , MAPKETHHI“ Bp.16
Macedonian international Journal of “MARKETING” No. 16

and bottom-line growth. The effective use of technology in finance will help businesses
optimize costs, collect revenue faster, and avoid making wrong investment choices:®*

» Automation can even help organizations manage hybrid and remote work
more effectively with better decision-making, simpler workflows, and fewer
errors. Therefore, companies can build connected systems with the main focus
on high-value tasks where people and technology work in conjunction.

» Using data-based predictive analytics is very important for companies to make
informed business decisions. It can help them understand their customers
better and market their products accordingly. Data also plays a major role in
revenue forecasting, understanding market conditions, and analyzing the
creditworthiness of customers to prevent bad debt.

» Atrtificial intelligence (Al) and machine learning (ML) have made their way to
the fintech industry, and in the upcoming years, they will play a huge role in
reshaping businesses. Al and ML can be used by businesses to improve their
customer experience with the use of bots and virtual assistants. At the same
time, they can be used to deploy algorithms that automate mundane tasks like
bookkeeping.

» Machine learning works on a lot of data to generate useful insights. For
example, businesses can use ML to figure out an approximation of the bad
debt they are likely to incur based on records from previous years. Al and ML
also help in risk management, marketing, decision-making, and customer
retention.

» Security is also an area that machine learning and artificial intelligence help
improve. It helps organizations keep user data safe by identifying potential
breaches or suspicious activity well in advance. Many payment companies like
Stripe and PayPal are investing in ML for this reason.

» Big data consists of structured and unstructured data that can be a goldmine if
companies use it properly to develop business strategies, understand
customer psychology, and analyze market conditions. Businesses typically
restrict their data analytics efforts to structured data as it is easier to store and
analyze. On the other hand, unstructured data is the huge amount of
‘disorganized’ information generated daily by organizations and individuals. If
that data can be mined and analyzed correctly, it can reveal interesting and
unique patterns, strategies, and predictions. Big data also helps in fraud
detection by using machine learning techniques that interpret payment
patterns and identify suspicious activity. It also helps in risk analysis by
predicting risks like poor economic conditions, bad investments, delinquent
customers, etc.

84 Fogarty, T., (2022), Top Technology Trends in Finance to Embrace in 2023,
https://www.highradius.com »
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RESULTS AND DISCUSSION

Businesses have faced huge challenges and have undergone an incredible
amount of change over the past few years, and this won’t slow down in 2023.
Businesses will have to deal with the aftereffects of the global pandemic, Russia’s
invasion of Ukraine, economic challenges, as well as an ever-faster development of
technologies. Here are the trends will have the greatest day-to-day impact on the
business in 2023:%

» Accelerated digital transformation - In 2023, weill have continuation of
innovations and developments in transformative technologies such as artificial
intelligence (Al), the internet of things (loT), virtual and augmented reality
(VR/AR), cloud computing, blockchain, and super-fast network protocols like
5G. What's more, these transformational digital technologies do not exist in
isolation from each other, and will be seeing the boundaries between them
blurring. New solutions for augmented working, hybrid and remote working,
business decision-making, and automation of manual, routine, and creative
workloads combine these technologies in ways that enable them to enhance
each other. This brings closer than ever to the point where we are able to
create “intelligent enterprises” where systems and processes support each
other to complete menial and mundane tasks in the most efficient way
possible.

» To prepare for this, businesses must ensure they embed the right technology
throughout their processes and in every area of operations. At this point, there
is really very little excuse for being in business and not having an
understanding of how Al and the other technologies mentioned above will
impact your business and industry. More effective sales and marketing, better
customer service, more efficient supply chains, products and services that are
more aligned with customer needs, and streamlined manufacturing processes
are all on the table, and in 2023, the barriers to accessing them will be lower
than ever. Many of these technologies, such as Al and blockchain, are now
available in 'as-a-service' models via the cloud, and new interfaces and apps
give businesses access to them via no-code environments.

» Inflation and supply chain security - The economic outlook for most of the
world doesn’t look great in 2023. We are told by experts to expect ongoing
inflation and subdued economic growth. Many industries are still plagued by
supply chain issues that emerged during the global shutdowns caused by
Covid-19 and have only got worse due to the war in Ukraine. To combat this
and stay afloat, companies need to improve their resilience in any way that
they can. This means reducing exposure to volatiie market pricing of
commodities, as well as building protective measures into supply chains to
deal with shortages and rising logistical costs. It is important that companies

85 Marr, B., (2022), The 5 Biggest Business Trends In 2023 Everyone Must Get Ready For Now,
https://bernardmarr.com »
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map out their entire supply chains and identify any exposure to supply and
inflation risks. That way, they can explore ways to mitigate that risk, such as
alternative suppliers and becoming more self-reliant. | have recently worked
with a number of companies that decided to in-source parts of their
manufacturing after they identified a risk of relying on Chinese manufacturing
that is still plagued by a zero-Covid policy and subsequent shutdowns.

» Sustainability - The world is increasingly waking up to the fact that the climate
disaster will pose a much bigger challenge than anything we have experienced
in recent decades and will dwarf the challenges faced by the Covid pandemic.
That means investors and consumers prefer businesses with the right
environmental and social credentials, and buying trends are increasingly being
driven by conscious consumers — those among us who prioritize factors such
as ecological impact and sustainability when choosing who to buy from or do
business with. In 2023, companies need to make sure that their environmental,
social, and governance (ESG) processes are moved to the center of their
strategy. This should start with measuring the impact any business is having
on society and the environment and then move to increasing transparency,
reporting, and accountability. Every business needs a plan with clear goals
and timeframes of how to reduce any negative impacts, and then the plan
needs to be underpinned by solid action plans. The assessment and plans
should also go beyond the company walls and cover the entire supply chain
and the ESG credentials of suppliers. For example, it is easy to forget the
environmental impact of cloud service providers and the impact of data centers
on the environment.

» Immersive customer experience - In 2023, customers crave experience above
all else. That doesn't necessarily mean that price point and quality take a back
seat, though. Both play a part, to some extent, in the way we experience the
process of choosing, purchasing, and enjoying the goods and services we
spend our money on. The role that technology plays here, traditionally, has
been to streamline processes and remove hassle from the life of the
consumer. Think recommendation engines that help us choose what to buy or
online customer service portals that deal with problems and after-sales
support. These will still play a key role in 2023, but the game has evolved, with
this year’'s keywords being immersion and interactivity.

» The trend towards experience is so strong that brands like Adobe and Adweek
are appointing chief experience officers (CXO) to ensure that it is made a
foundational element of business strategy. As well as customer experience,
businesses increasingly need to think about employee experience as
competition for the most talented and skilled workers grows more intense.

» The talent challenge -Over the past year, we have seen huge movements of
talented people, referred to as the great resignation and quiet quitting, as
workers reassessed the impact of work and what they want to get out of their
lives. This has put pressure on employers to ensure they are providing
attractive careers, the flexibility of hybrid work, and an enticing work
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environment and company culture. Offering people fulfilling work, ongoing
opportunities to grow and learn, flexibility and diverse, value-oriented
workplaces will all be essential in 2023.

» On top of that, the accelerated digital transformation leads to more workplace
automation that will augment pretty much every single job in the world.
Humans will increasingly share their work with intelligent machines and smart
robots, and that has huge implications for the skills and talent companies
require in the future. This will mean reskilling and up-skilling huge sways of
people in our businesses as well as recruiting new people that have the skills
needed for the future. On the one hand side, businesses must deal with the
vast skills gap that exists in areas such as data science, Al, and other
technology areas, ensuring they are creating the data and tech-savvy
workforce needed to succeed in the future. And on the other side, as human
jobs get augmented by technology, businesses must re-train staff with skills
needed to work alongside smart machines and to grow their uniquely human
skills that currently can’t be automated. In 2023, it will include skills such as
creativity, critical thinking, interpersonal communication, leadership, and
applying “humane” qualities like caring and compassion.

CONCLUSIONS

The economy is in the late part of the business cycle where economic activity is
buoyant and resources in the labor and product markets are strained, which leads to
heightened inflation pressures. The labor market remains very tight. While strong labor
demand underpins rapid wage increases, wage gains still lag the rate of inflation,
leading consumers to dip into their savings and rely more on credit to fund their current
consumption.

The persistently high inflation is a consequence of pandemic-related factors that
include disrupted supply chains, record amount of fiscal stimulus and extremely easy
monetary policy that fueled consumer and business spending. This resulted in
aggregate demand far outstripping aggregate supply, pushing the economy further into
a late-cycle phase. The outbreak of war in the Ukraine exacerbated supply constraints,
especially for food and energy, leading to another leg up in inflation.

Businesses must deal with the vast skills gap that exists in areas such as data
science, Al, and other technology areas, ensuring they are creating the data and tech-
savvy workforce needed to succeed in the future. And on the other side, as human jobs
get augmented by technology, businesses must re-train staff with skills needed to work
alongside smart machines and to grow their uniquely human skills that currently can’t be
automated.
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THE IMPORTANCE OF COMMUNICATING WITH THE INTERNAL PUBLIC
FOR THE WIDER ENVIRONMENT

- one case study method -

ABSTRACT

In any organization, institution, establishment or other form of conceptualized and
designed operation and action, the relations with the internal public are considered as
an essential part of the public relations function, which is usually understood as the
employees in the given system of organization. However, communicating with the
internal public has meaning and influence on the relations that the given organization
has with the general public - the immediate and wider environment. When there is a
harmonious relationship between the two lines of movement of information - then real
guality and useful results are assumed.

This paper analyzes some aspects of the integration of internal and wider
communication within the Ministry of Internal Affairs in the Government of the Republic
of North Macedonia through elaboration of the contents and functions of the website of
the Ministry. Although the contents posted on the website are mostly intended for the
general public, they, objectively speaking, have an emphasized value in communicating
with the internal public in the Ministry of Internal Affairs.

Keywords: public relations, internal public relations, Ministry of Internal Affairs, website,
police ethics.
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3HAYEHBLETO HA KOMYHULIUPAIBETO CO MHTEPHATA JABHOCT 3A
INNOIIMPOKOTO OIIKPYZKYBAIbE

- MeToA CTyAnja Ha efieH cnyyaj —

ATICTPAKT

Bo cekoja opraHusaumja, WHCTUTYUMja, ycTaHOBa wWNU Apyr o06MAMK Ha
KOHUMNUPaHO U OCMUCIIEHO paboTere N AejcTByBawe, Kako OBUTEH Aen Ha yHKumjaTa
OJHOCM CO jaBHOCTa Ce cMeTaaT OgHOCUTEe CO MHTepHaTa jaBHOCT, MOA LUTO HajyecTo ce
nogpasbupaar BpaboTeHMTe BO AadeHMOT CUCTEM Ha opraHmsaumja. MeryToa,
KOMYHUUMPaH-ETO CO MHTEepHaTa jaBHOCT MMa 3HayYeHe U BfivjaHne 1 Bp3 OAHOCUTE LUTO
AafeHaTa opraHusauuja rm ocTBapyBa CO MOLIMpOKaTa jaBHOCT — HENOCPeaHOTO U
NOLLUMPOKOTO OrMKpYyXyBawe. Kora nocton ycornaceH COOAHOC Mmefy [BeTe JSIMHMM Ha
ABVWXeHe Ha MHGopMauuuTe — Toraw ce NpeTrnocTaBeHU M peariHu KBanuTeTHU U
nosiesHu pesynraTtu.

Bo oBOj Tpya ce aHanuaupaaT HEKOM acnekTU Ha CNoeHOCTa Ha WHTEPHOTO U
NOLUMPOKOTO KOMyHMUMpake BO paMknte Ha MUHUCTEpPCTBOTO 3a BHATpeLHU paboTu
Bo Bnapata Ha Penybnuka CeBepHa MakenoHnja n T1oa npeky enabopauuja Ha
COOPXMHUTE N yHKUMUTE Ha Beb-cajToT Ha MuHucTepcTBoTO. Mako cogpxuHute
nnacmpaHu Ha Be6-cajToT ce NPeTeXXHO HaMEHETU 3a onwiTaTa jaBHOCT Tue, 06jeKTMBHO
rnegado, MaaT HarnaceHa Bpe4HOCT Y BO KOMYHULMPAHKETO CO MHTEepHaTa jaBHOCT BO
MWHNCTEPCTBOTO 3a BHATPErHN paboTu.

Kny4yHn 36o0poBM: OOHOCM CO jaBHOCTaQ, OAHOCM CO WHTEpHaTa jaBHOCT,
MwWHUCTEPCTBO 3a BHATPELUHN paboTu, BeO-cajT, nonnuyucka eTmka.

BOBE]

M360poT Ha oBaa Tema, NOTOYHO HAa KOMYHULIMPaHETO BO U 04 MUHUCTEPCTBOTO
3a BHaTpelwHu paboTu ce MNoTnNMpa Ha CO3HaAHMETO Jdeka cTaHyBa 300p 3a BaXeH
ApXXaBeH opraH, co GUTHU yHKUMM BO ccbepaTa Ha 6e3benHocTa, OOpXKyBaweTO Ha
jaBeH peg M Mup, 3aliTUTata Ha XXMBOTOT, 34PaBjeTO U (OUINYKMOT UTEHrpUTeT Ha
NYFeToO U Ha HMBHMOT UMOT, MOYUTYBawe Ha crnoboguTe M MpaBaTa Ha YOBEKOT U
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rparaHVHOT YTBPAEHW CO YCTaBOT Ha ApXaBaTa, CO 3aKOHUTE, CO MelfyHapOOHU aKTu U
AOKYMEHTW KO ce 0HecyBaaT Ha OBWE BUTASHU NpaLllamsa.

WHpopMmrpareTo e npouec Ha npeHecyBawe Ha MHOOPMATUBHU COLPXUHU Of
M3BOPOT [0 PEeunnmneHToT WTO MM Brpagysa Bo cebe n MOMeHTUTEe Ha opraHusaumja Ha
TOj npouec.

KomyHuumnpamweTo e 36up og MHdopMauMoHM Mpouecu Bo ABaTa npasua - oA
N3BOPOT KOH PELIMMUEHTOT U O PELIMMNEHTOT KOH U3BOPOT.

MecToTo BO [JpXaBHaTa ynpaBa, HagnexHoctute wu  QyHKuMMTE Ha
MuHucTepcTBOTO 3a BHaTpewHwu pabotm Ha PCM e onpegeneHo co 3akoH 3a
BHaTpPELUHN paboTK, BO KOj Kako BHATPELUHN paboTn ce onpefeneHu :

- OCTBapyBak€ Ha CUCTEMOT Ha jaBHa n gp>xaBHa 6e36enHoCT;

- CnpevyBake Ha HACUIHO ypuBaHe Ha OEMOKPATCKUTE UHCTUTYLMU YTBPAEHM
co YcTaBoT Ha Penybnvka MakegoHwja;

- 3allTuUTa Ha XMBOTOT, JIN4HATaA CUTYPHOCT N UMOTOT Ha rpafaHMTe;

- CfpedyBake Ha pasdropyBak€ Ha HauWMoHalliHa, paCHa Ui BepCKa oMpasa U
HETPMNENINBOCT,

- CnpeyYyBaHk-e Ha BpLLUEHE KPUBUYHM Aeria 1 NPEKPLLOLN, OTKpuBaHe U cakame
Ha HUBHUTE CTOPUTENN U Npe3emare Ha APYrn CO 3aKOH onpeaenieHn Mepku 3a roHeHe
Ha CTopuUTENUTE Ha TUe Aena;

- rparaHcku pabotn n

- Apyrn paboTu YTBPAEHWN 3aKOH.

1. KOMYHUIIUPAHKETO BO MUHHUCTEPCTBOTO 3A BHATPEIIHH PABOTH

3a cekoja opraHusauuja, MHCTUTYUMja, YCTaHOBA, Kako WTo € MWHUCTEepPCTBOTO
3a BHaATpeLHN paboTn BO Non3a Ha HEj3MHOTO yCneLwHO (PYHKLMOHMPake, € HEONXO4HO
Aa obe3bean KomyHuMUMpawe CO BHaATpellHaTa jaBHOCT, cO BpaboTeHuTe u Toa:
pedoBHO, jacHO, cogpXajHo W npudatnmeo. Taa KOMyHMKaumja uma 3a uen pga
OBO3MOXW KOOPAWHWPAHO AejcTByBawe, Aa ro 3ajakHe CTeneHoT Ha posepba u ga
WHUUMPpA akuuu, npennosun, ungeun, pasmucnn. OgHocuTe CO BHaTpellHaTa jaBHOCT BO
BUO Ha WHdOpMUpane, akTuBuMpane, obesbenyBare CUrypHOCT — ce npeaycrioB 3a
npecpeTHyBawe Ha MOXHUTE KOHPNUKTU BO opraHusauujata. Otramy n notpebarta Bo
BHATPELIHOTO KOMyHMUMpake pAa Oupgat 3actaneHn WHTEPakTUBHWUTE OOHOCKU —
MHpopmauunTe ga ce ABMXKAT M Of rope KOH A0y, U 04 A0Sy KOH rope.

LlennHaTa Ha oBMe npouecu ja kKapakTepusmpa rnososiHa atMocdepa 1 3ajakHaTo
4YyBCTBO Ha NPMNagHOCT KOH MHCTUTYyUMjaTa.

HajuecTto ce cmeTa geka BO MHCTUTyUMUTE BOOMLITO, WTO 3Ha4uM n Bo MBP ce
cnydvyBaat bopmanHu n HecpopmanHu KomyHuumMpakwa mery BpaborteHuTe. lNputoa kako
dopmarnHu ce o3HavyyBaaT KOMyHMLUMPAHETO 3a TEMU, Npallara, Nnpobnemn nosp3aHu

128



MakedoHcko me2yHapodHo HayyHo chucaHue , MAPKETHHI“ Bp.16
Macedonian international Journal of “MARKETING” No. 16

co pabortata, co pabOTHMOT NpPOUEC, OpraHM3MpaweTo, pesynTaTUTe..., a Kako
HedopMarnHu - pasroBOpuUTE YMM TeMW ce OnwTh (CnopT, KynTypa, MonuTuka, ce
pa3bupa, kora oBue TeMu He ce npegmeT Ha pabota Ha mHcuTyuumjata). Bo HekakoB
cpegeH obnuk 6u  ce cmeTane pasroBopuTe 3a 34paBjeTo, CemejCcTBOTO,
pacnonoxeHneTo Ha BpaboTeHuTe Koe Brinjae Bp3 paboTereTo.

3a PYHKUMOHMPAKETO Ha MHCTUTYuMjaTa, MPUPOAHO, KINYYHO 3Hadewe umaaT
dhopmManHMTE KOMyHUKaLMM KOU MOXaT Aa ce ABmkaT (BO OOHOC Ha TemuTe) og 0O6MYHO
npeHecyBawe Hapeabwu (paboTHM 3agaun) OO MHCNMPATMBHM Pas3roBOpWM 3a pasBOjoT
(akumn, NpoekTn, BU3NN) .

[JoMVMHaHTEH HauuH Ha AejcTByBawe Ha BpaboteHute Bo MBP e ogHanpepg
no3HaTt npernea/monuc Ha [OHeBHWUTE W TpajHuTe o0OBpckM Ha BpaboTteHuTe. Ho,
onepaTMBHOTO  [AejCTBYBake, HYXHO W  He3aMeHNMBO, Hanoxysa MobunHa
KOMYHWUKauUunja peyncn BO cekoj Mur (pedepupare 3a peanusvumja Ha ofaesfnHu
aKTMBHOCTU — NOArOTOBKA Ha COOABETEH M3BELLTAj U NOAroToBKa Ha 3anuc, beneluka 3a
OCTBApPEHOTO CO OUEHKM 3a CTeneHOT Ha YCMewHOCT, OAHOCHO HeyCneLlHOCT,
HaBeCTyBak€ Ha akuun KO MMaaT KapakTep Ha TajHOCT U OOIDKHOCT Tue nHdopmMaumm
Aa Oupgat poctanHM camMo 3a fiMuata 3a KoM e MponuwaHo CO COOBETEH akT,
HaBeCTyBawe Ha MOLUMPOKN akuun UNu onpegenyBawe BpeMe Ha KOHLEeHTpauuja Ha
aKTUBHOCTU, Kako WTO 6u moxerne aa éuaat 6e36egHOCT BO coobpakajoT BO NpasHUYHU
AEHOBM, BO YCIMOBW Ha BMIOXEHW OKOSIHOCTW Ha naTtuwiTaTa U BOOMWTO BO BPEMEHCKO-
KNUMaTCKuTe YCrioBU, U3BECTYyBake 3a OTKPUBAHKE HA NMOCTOEHE Ha MHANLUW/MOYETHU
nokasaTenu 3a TeK Ha pasHW BMOOBU Ka3HEHU KPUMUWHANHW Aerna, npes3emare Yekopw,
MEpPKM N aKTUBHOCTW BO TWE NPOLIECU KOM ce BO HaanexHocT Ha MBP, nssectysawe 3a
UTHU CUTyauuun of pasnuyeH TUN M COOABETHO [ejCTByBawe BO TakBWM CUTyauun u
OKONHOCTH).

PasnuyHn ce HauMHMTE Ha KOWM Ce MpeHecyBaaT 3adadyute, CO3HaHMjaTa,
WHCTPYKUMMUTE U Ha Kou ce gobuBaat nospaTHUM MHopMauuu. Tyka, Moxe Oa ce
CNoMHe aeka MMa M nocebeH pedHuk/MpodecroHanHa KoMyHuKauuja, npumeHa Ha
npaBuna,npvHUMNU 1 Gapara 3a TajHOCT, COOABETHOCT BO HapeabuTe of acnekT Ha
npupodaTta Ha akuujata 3a HejsuH TeK crnopeq 3aKOHCKM oapenbwu, 3a 3awTuta Ha
XMBOTOT M 3OpaBjeTo Ha npunagHuumMTe Ha MBP, 3a CTPMKTHO MOYMTYBake Ha
4YOBEKOBMTE crnoboan v NpaBa Ha nuuarta crpemMa Kou ce nocranyBa — HUBHUTE npasa
TOKMY BO TaKBW MOCTanKW.

2. [IPABIIM HA IBYKEHSE HA UHOPOPMAIIUMTE BO MUHUCTEPCTBOTO 3A
BHATPEIIHU PABOTH

Kako HajbuTtHM npaBuM Ha [OBWKEHE€ Ha WHopMmauuuTe MoxaT [nda ce
onpegenar-

Opn PakoBogHMOT TUM Ha MUHUCTEPCTBOTO KOH CUTE 0A4EeNN, CEKTOPU, eaUHULN,
BpaboTeHM,
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- Op pakoBoaUTENUTE Ha oggenuTe, CeKTopuTe, eOuHUUUTE KOH cuTe
BpaboTeHu,

- On cute BpaboTeHM KOH pakoBOAMTENUTE Ha oOfAenuTe, CeKkTopuTe,
eanHuuuTeE,

- Op pernoHanHuUTe CeKTopu KOH pakoBogHMOT TuM Ha MBP u  wmery
pakoBOAMTENUTE Ha PEerMoHanNHUTE CEKTOPM,

- OA4 TPaHWYHUTE UEHTPU KOH pakoBOAHMOT TMM Ha MBP un merycebHO Ha
pakoBOOUTENUTE HA rPaHUYHNTE eOUHULIN.

OppeneHneTo 3a OOQHOCK CO jaBHOCT MOKPaj KOHTMHyMpaHaTa KOMyHWKauuja co
MeanymmuTe (OOMalLHM WU CTPaHCKM) BO paMKM Ha cBouTe paboTHWM 3agaun npeky
otuumjanHata Be6 cTpaHuua Ha MBP (www.moi.gov.mk) ocTBapyBa penoBHa
KOMyHMKauuja Co rparaHuTe No OOHOC Ha pasfvMyHW npallaka o HUBEH WHTepec.
OppeneHveTo MoKpaj pedoBHaTa AMCTpubyuumja Ha pasHU BMAOBW MHGOPMaLUKU o
aKkTuBHoCcTUTE Ha MBP 1 HeroBute CekTopu 3a BHaTpeLHM paboTu, € peyncn nocTojaH
YYECHUK BO pasHUTE MPOEKTW, Kamnawu M APYrM akTUBHOCTW O jaBeH MHTepec a
KOWLLTO ce BO OernoKpyroT Ha paboTa Ha MMHUCTEPCTBOTO 3a BHATPELLUHU paboTu

[MocToeweTo Ha MOpPTNaponM € pedoBEeH HayuMH Ha co3daBake MOXHOCTKU 3a
OTBOPEHOCT Ha MWHMCTEPCTBOTO 3a BHATPELUHM paboTu cnpema nolumMpokaTa jaBHOCT,
a Koja HajyecTo uWHopmMauuuTe M gobuBa nNpekn MeanymuTe 3a MaCOBHO
KOMyHMUMpake (NnevyaToT/BECHUUNTE, paguUCKNTE NporpamMu, TeNEBM3UCKUTE NporpamMu,
areHUMcKuTe Wn3BECTyBakba, O3HAYEHW MNopTann 3a enekTPoOHCKa KOMyHuKauunja u
CINUYHO).

Bo MuHuctepcTBOTO 3a BHaTpelwwHn pabotn Ha PCM nma penosHu noptnaponu,
a TakBuM paboTHM mMecTa/oBGBpPCKM U 3agayvn ce npenBuaeHn 1M (PyHKUMOHMpaaT U BO
pamkmTe Ha CekTopuTe 3a BHaTpelwHn pabotn H13 gpxasata — Ckonje, butona, Benec,
TetoBo, Oxpua, Ctpymuua, LLUtun, KymaHoso.

3.3HAYEHHETO HA BEB CAJTOT HA MBP 3A KOMYHUIIUPAKLETO HA MBP

Moxe aa ce cmeTa geka objaBeHUTe cogpmMHM Ha oduumjanHMoT Beb cajT Ha
MWHUCTEPCTBOTO 3a BHATpeWHU paboTM MMa ABOCTpaHa yrnora, o4 efdHa cTpaHa ja
n3BeCcTyBa NoLuMpoKaTa jaBHOCT CO MHpopMaunn, HacTaHU U TeMU O AENOKPYroT Ha
pabotata Ha MBP, a wuctoBpemeHo u npunagHnmuute Ha MBP wmoxat pga ce
WHoOpMMpaaT 3a npawawa LTO ce MoBp3aHM M 3a HuMBHaTa pabota Bo MBP u 3a
HUBHaTa onwTa NHPOPMUPAHOCT KaKo rparaHu.

Beb cajToT coapxu noseke enemMeHT U COOPXMHU KoM MOXaT Aa ce rpynvpaar
BO NPeTeXHO NHOPMATUBHU U NPETEXKHO TEMATCKM.

Bo npeTexHo MHdopmaTUMBHU cnaraar:

- Bectute opf [AHeBHUTe OunteHn (coobpakajHu npekpwouun, AHEBHO
HapyLUlyBaH-€ Ha jaBeH pef U MUp, OTKPUEHN N NPpUBEAEHM CTOPUTENN Ha Aena),
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- TenedoHCKN BpoeBN N aapecu Ha NONNLUCKMA CTaHULM,
- ynaTcTBa 3a NONMLMCKM CriykbeHunun,

- UcyesHaTu nuua,

- n3rybeHo KyNnTypHO HacneacTBo,

- noTparu,

- poTo ranepuja,

- BUAeo ranepuja,

- €NIEKTPOHCKO 3aKaxkyBake 3a NMMYHU OOKYMEHTN,

- cnoboaeH npuctan oo nHdopmaumm,

- NocTanka 3a megujaunja 3a BpaboteHnte Bo MBP,

- U3BelTan 3a cnpoeegyBale roaniHu niiaHoBu.

Bo TemaTtcku LenuHu ce:

- aHanuau n CTaTUCTUKM 3a coobpakaj,

- aHanuau 1 CTaTUCTUKM 3a jaBeH ped N Mup,
- aHanu3m 1 CTaTUCTUKK 3a rpaHn4HK paboTu,

- aHalim3nm n CTaTUCTUKN 3a KPUMNHaJIINTET.

4. YJIOTATA HA UHOOPMAILIMMUTE 3A JIETUCJIATUBATA 3A PABOTATA HA NOJIMIIMJATA

Co OBOjHO 3Hayewe, M 3a nowmpokaTa jaBHOCT M 3a camuTe npunagHUUM Ha
MWHMCTEPCTBOTO 3a BHaTpelHW paboTn e enekTpoHackata MoHyAa Ha kateropujarta
INNerncnatmea (BpaboteHnTe Bo MBP npeky oBaa noHyda nmaaT OAMPEKTHA MOXHOCT 3a
3ano3HaBak-e M KOHCyNnTaumja co akTm U OOKYMEHTU KOW Ce ofHecyBaaT Ha HMBHaTa
paboTa, HMBHMOT CTaTyC, HMBHUTE MNpaBa W OOBPCKW, 3a npouenyputTe 3a HUBHO
nocrtanyBah€ BO BpLIEHETO Ha paboTtara).

Taka BO pybpukaTa 3akOHU Ce NOHYAEHW:

Ypenba co 3akoHCKa cuna 3a NpMMeHa Ha 3akoHOT 3a cTpaHuu(*) 3a Bpeme Ha
BOHpeHa cocTojba

Ypenba cO 3akoHCKa cuna 3a npuMeHa Ha 3akoHOT 3a 6e36egHOCT Ha
coobpakajoT Ha naTuwTaTa 3a Bpeme Ha BOHpeaHa cocTojba

Ypenba co 3akoHCKa cuna 3a npuMMeHa Ha 3aKOHOT 3a MaTHUTEe ucnpasu Ha
ApXaBjaHnTe Ha penybnuka makegoHuja 3a BpeMe Ha BOHpeaHa cocTojba

Ypenba co 3akoHcka cura 3a NpuvMeHa Ha 3aKOHOT 3a BHaTpellHn paboTtu 3a
BpeMe Ha BOHpeaHa cocTojba
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Ypenba co 3akoHCKa cura 3a NpyMMeHa Ha 3aKOHOT 3a jaBHMTE coBupu 3a Bpeme

Ha BOHpeaHa cocTojba

Ypep,6a CO 3aKOHCKa cuiia 3a rnpmMmeHa Ha 3aKOH 3a JIn4HaTa KapTa 3a BpeMe Ha

BOHpeHa cocTojba

3aKkoH 3a BHATpeLLHM paboTn 1 NOA3aKOHCKN aKTh

3akoH 3a nonuuuja 1 NoA3aKOHCKN aKTu

3aKkoH 3a cnegere Ha KOMyHMKauumnTe

3aKkoH 3a HauMoHanHa KpMMMHaNMCTUYKO-pa3y3HaBayka 6a3a Ha nogaToum
3aKoH 3a rpaHn4Ha KOHTPOsa 1 NOA3aKOHCKN aKTh

3aKoH 3a NUYHOTO UME N NOA3aKOHCKM aKTU

3akoH 3a maTuyeH 6poj Ha rparaHMHOT M NOA3AKOHCKN aKTy

3akoH 3a areHuuja 3a HauuoHanHa 6e3dbeaHocT

3akoH 3a KOOpD,I/IHaU,I/Ija Ha 66366,D,HOCHO-pa3y3HaBa‘-IKaTa 3aeHunua BO

Penybnuka CeBepHa MakenoHuja

aKTn

3aKkoH 3a anjaByBal-be Ha XuBeammuTteTo U I'IpeCTijBaJ'II/ILLITe N NoA3aKOHCKH

3aKOH 3a OpXXaBjaHCTBO W NOA3AaKOHCKN akTu

3aKkoH 3a nuM4HaTa kapTa 1 NoA3aKOHCKM akTu

3akoH 3a naTHUTe UcnpaBun 1 NOA3AKOHCKN aKTh

3aKkoH 3a cTpaHUuTe 1 NOA3aKOHCKM akTu

3akoH 3a a3un NpMBpeMeHa 3aluTnuTa U NoA3aKoOHCKU akTu

3akoH 3a nocebHMTE NpaBa Ha NpunagHUUMTe Ha 06e36eQHOCHUTE CuUnM U

4yreHoBnTe Ha HUBHUTE CeMejCTBa

3aKoH 3a OpYXKjeTO 1 NOA3aKOHCKUN aKTu

3aKkoH 3a NPOMET CO EeKCMNII03MBHM MaTepum

3aKkoH 3a 3aluTuTa of eKCNII03MBHN MaTepun

3akoH 3a cknagupame 1 3aTuTa o4 3ananHu TeYHOCTU

3aKkoH 3a geTeKkTMBCcKaTa 4ejHOCT

3akoH 3a npmuBaTHO 06e3beayBam-e

3akoH 3a crnpevyyBake Ha HACUIICTBOTO M HEOOCTOJHOTO OAHECYyBah€ Ha

CMOPTCKUTE HaTnpeBapu

3aKOH 3a NpeKpLLIOUNTE NPOTUB jaBHUOT pea 1 MMUP 1 NOA3AKOHCKM aKTU
3akoH 3a 6e3b6eaHOCT Ha coobpakajoT Ha naTuwTaTa U NOA3aKOHCKM akTu

3akoH 3a jaBHUTE cobmpwm
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3akKoH 3a onepaTMBHO-TEXHUYKA areHumja

3akoH 3a MefyHapoHa v NpuBpeMeHa 3alTuTa.

4.1. Iloa3aKOHCKHM aKTH:

KonekTtnBeH OOroBop 3a U3MeHyBahe U AOMOSHYBaH-€ Ha KONEKTUBHMOT AOroBOpP
Ha MUHUCTEPCTBOTO 3a BHaTpewHun pabotm (CnyxbeH BecHuk Ha PCM, 6p. 32 oa
14.02.2022)

KonektneeH goroBop ([MpeyncTeH TekcT - jaHyapu 2022 rognHa)

KonektnBeH 4OroBop 3a n3amMeHyBake U LOMNOMHYBaHe Ha KONEKTUBHUOT JOTOBOP
Ha MWHUCTEPCTBOTO 3a BHaTpelwwHn pabotn (CnyxbeH BecHuk Ha PCM, 6p. 299 o
29.12.2021)

KonekTnBeH 4OroBop 3a n3amMeHyBak€e 1 AOMNOSIHyBake Ha KONEKTUBHMOT 4OroBoOp
Ha MWHUCTEPCTBOTO 3a BHaTpewHu pabotu (CnyxbeH BecHuk Ha PCM, 6p. 303 og
31.12.2021)

V|3BeCTyBaI-be 3a No4YeToK Ha npouecoT 3a NoAroTtoBka Ha npeansior 3akoH

MpaBUNHWK 32 U3MEHYBaHE€ Ha MPABUITHUKOT 3a MONMULMCKUTE BO3AYXOMMOBMU U
nepcoHanoT BO BO34yXOMNIOBCTBOTO BO MUHUCTEPCTBOTO 3@ BHATPELUHM paboTu

|/]3BeCTyBaI-be 3a NOYeTOK Ha rnpouecoT 3a nNoarotoBka Ha npeanor 3akKkoH

MpaBUNHWK 3a M3MeHyBawe M [OOMOJSIHyBake Ha NpaBUSHWMKOT 3a obyka BO
MUHUCTEPCTBOTO 3a BHATPELLHN paboTu

YnaTcTBO 3a HauMHM Ha CnpoBedyBaH-€ Ha MnocTtana 3a u3gaBare Ha NuyHa
KapTa

MpeanoroT Ha 3aKkoH 3a M3MEHyBaHe M AO0MNOSIHyBake Ha 3aKOHOT 3a BHATPELLUHM
paboTu

M3BewTaj 3a npoLeHKa Ha BNWjaHMETO Ha peryrnatmBaTa - Npeasnor Ha 3akoH 3a
N3MeHyBaH€e 1 JOMOSIHyBake Ha 3aKOHOT 3a BHaATpeLHU paboTtu

Mpeanor Ha 3akoH 3a U3MeHYBaHe W AOMNOSIHyBake Ha 3aKOHOT 3a nonuuuja

MN3BeluTaj 3a nNpoLeHKka Ha BNnjaHMETO Ha perynaTtvBaTa- Npeasior Ha 3akoH 3a
N3MeHyBah-€ 1 JOMOMHYyBake Ha 3aKOHOT 3a nonuvuuja

MpaBuUnHKK 3a dopmaTta U coapXuHaTa Ha obpacumTe Ha NMPEKPLUOYEH NnaTeH
Hanor, 3anucHWK 3a CTOpeH coobpakaeH MNPEKPLUOK M 3afMUCHUK 3a KOHTpona Ha
TEXHMYKaTa MCNPaBHOCT Ha BO3WMa Ha jaBeH nat

MpaBunHWK 3a hopmaTa U COAPXKMHATA Ha HanoroT 3a NPOGHO BO3eHE, HAYMHOT
Ha n3gaBaHe N KOPUCTEHE Ha HamnoroT 3a NPOGHO BO3eHEe M KOPUCTEHE Ha BO3UIO CO
npobHa npeHocnuBa meTanHa Tabnuua, kako 1 cdopmata U HauMHOT Ha BoOeHe Ha
eBuaeHUMja 3a HUBHO U3aBake
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MpaBUNHWK 33 UW3MEHyBake W [OOMONHyBake Ha  NPaBUNHMKOT  3a
perMcTpaumoHTe nogpadyja 3a Bosunarta U HABHU 03HaKK

Ypenba co 3akoHCKa cuna 3a NpuMeHa Ha 3akOH 3a Nu4yHaTa KapTa 3a Bpeme Ha
BOHpeHa cocTojba

Ypenba co 3aKkoHCKa cuna 3a NpuMeHa Ha 3aKOHOT 3a jaBHUTe cobupwu 3a Bpeme
Ha BOHpeaHa cocTojba

Ypenoba co 3akoHCKa cuna 3a fnpuMMeHa Ha 3akoHOT 3a 6e3bedHOCT Ha
coobpakajoT Ha naTuwTaTta 3a BpeMe Ha BOHpegHa cocTojba (HeodumumjaneH
NPEeYnCTEH TEKCT)

Ypenba co 3akoHCKa cuna 3a MpMMeHa Ha 3aKOHOT 3a MaTHUTE ucnpasu Ha
ApXaBjaHnTe Ha penybnuka MakegoHMja 3a BpeMe Ha BOHpegHa cocTojba
(HeomunjaneH NpeYncTeH TEKCT)

Ypenba co 3akoHCKa cuna 3a npMMeHa Ha 3akOHOT 3a cTpaHuu(*™) 3a Bpeme Ha
BOHpeHa cocTojba (HeoduLmjaneH NPeYncTeH TEKCT)

Ypenba co 3akoHCKa cuna 3a NpuMeHa Ha 3aKOHOT 3a BHaTpeluHn paboTtu 3a
BpeMe Ha BOHpeaHa cocTojba (HeouumjaneH NpeYncTeH TEKCT)

PelweHune 3a yTBpayBake Ha BUCMHATA Ha TpowlouuTe 3a nsgaBake Ha Hanorot
3a nNpobHo BO3eH-E

KonexkTmBeHOroBOp HA MUHACTEPCTBOTO 3@ BHATPELLHM paboTu
(Cnyx6eH BecHuk Ha PCM, 6p. 149 oa 5.7.2021 roguHa)

MpaBUNHWK 3a NpecTaHyBake Ha BaXXEH-e0 Ha MPaBUITHUKOT 3a BUCUHATa WU
Ha4YMHOT Ha onpefenyBake Ha peanHo HanpaBeHWTe TPOLUOUM BO MpeKpLioYHaTa
nocTarnka npeg npekpLIOYHUTE KOMUCUM BO MUHUCTEPCTBOTO 3a BHATPELLHN paboTu

MpaBUNHMK 3a MpecTaHyBake Ha BaXewe Ha NpPaBUMHUMKOT 3a ¢opma U
coapXunHa Ha oGpaseLoT, KaKo M HAYMHOT Ha BoAeHe Ha eBuaeHUMja Ha pU3nYKKU nnua
NPOTUB KOM € NOoAHeceHo Oapare 3a MoBedyBake Ha MPeKpLIoYHa MocTanka u
eBMaeHUMja Ha OU3NYKM NULA Ha KOU UM € U3peyeHa onomeHa

MpaBunHUK 3a npecTtaHyBake Ha Baxeheto Ha npaBuNHUKOT 3a dopma,
COOpPXMHA, KBaNMUTET W HayYMH Ha MNOCTaByBawe Ha HanenHuua 3a usBpLUeHa
perucTpauuja

YnaTcTBO 3a nonurpadpcko TecTupame

MpaBUNHUK 3a U3MEHyBaH-€ Ha NPaBUMHUKOT 3a perncrpauuoHuTe noapadja 3a
BO3WUnarta u HUBHU O3HaKM

MpaBUMHUK 3a M3MEHyBake Ha MPaBUIHMKOT 3a dopmarta U coapXuHaTta Ha
obpacuute Ha coobpakajHaTa go3Bona M Ha MoTBpAaTta 3a NPoGHO BO3eH-e, Kako U
Ha4MHOT U NMocTankarta 3a HMBHO 13aaBare

MpaBuUNHMK 3a M3MeHyBake M AOMOSIHyBawe Ha MpaBUIHMKOT 3a copmaTta u
cogpxumHata Ha obpaseuoT Ha OapaweTo 3a um3gaBawe Ha NpobHuTe Tabnuuwm,
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dopmaTta M coapkuHata Ha perucrapckute Tabnuum u Ha npobHuTe Tabnuum Ha
BO3umaTa, Kako U HA4YMHOT M NocTankaTa Ha HUBHO U3JaBake
PelweHune 3a onpegenyBawe Ha NOMULMCKN CTAHULM 3a 3a4pXKyBake Ha nuua

HaupT - nsBewwTaj 3a npoueHka Ha BNWjaHNMeTo Ha perynaTtuearta - [Npeanor Ha
3aKOH 3a N3MeHyBaH-€ 1 0NoriHyBake Ha 3aKoHOT 3a nonvuuja

Mpeanor Ha 3akoH 3a U3MeHYBaH-e W AOMNOSIHyBake Ha 3aKOHOT 3a nonuuuja

HaupT - u3BewTaj 3a NpoueHKka Ha BNujaHMETO Ha perynaTueata - [pegnor Ha
3aKOH 3a U3MeHyBah-€ M LOMNOMHyBake Ha 3aKOHOT 3a BHATPELLHN paboTy

Mpeanor Ha 3akoH 3a U3MeHyBake U AOMONHYBaHke Ha 3aKOHOT 3a BHATPELLHM
paboTtu

HaLI,pT-I/I3BeLLITaj 3a rnpoueHKka Ha BJ'IMjaHI/IeTO Ha perynartuBara - npeannor Ha
3aKOH 3a 3aMeHyBak€ 1 O0MOoJIHyBake Ha 3aKOH 3a ornepaTtnBHO-TEXHNYKA areHu,Mja

I'Ipe,u,nor Ha 3aKOH 3a onepaTtnBHO-TEXHUNYKA aFeHLI,I/Ija

M3BewTaj 3a npoLeHKa Ha BNUjaHMETO Ha perynaTtueaTa - Npeanor Ha 3akoH 3a
cnefexe Ha KOMyHuKaummnTe

Mpennor Ha 3aKoH 3a criefeHe Ha KOMyHUKauunTe

M3BewTaj 3a npoueHKa Ha BNujaHMETo Ha perynatmMeBaTa - Npeasnior Ha 3akoH 3a
MeryHapoaHa 1 npvBpemMeHa 3alTuTa

Mpeanor Ha 3akoH 3a MefyHapoaHa 1 npMBpeMeHa 3aluTuta

M3BecTyBahe 3a NOYETOK Ha NPOLIECOT 3a NOAroTOBKA Ha Npeasior 3aKOH - 3aKOH
3a MefyHapoaHa 3awTuTa U NpMBpeEMeHa 3allTuTa

V|3BeCTyBaH:>e 3a NOYEeTOK Ha rnpouecoT 3a noaroTtoBka Ha npeanyior 3akoH - 3aKOoH
3a onepatnBHO TEXHNUYKa areHLu/lja

V|3BeCTyBaH:>e 3a NOYETOK Ha MnpouecoT 3a noaroToBka Ha npeasior 3akKkoH - 3aKOoH
3a cnegeHke Ha KOMyHuKaumnTe

M3BecTyBare 3a MOYETOK Ha NPOLLECOT 3a NOAroTOBKA Ha NPeanor 3aKOH -3aKoH
3a nonuuuja

M3BecTyBahe 3a MOYETOK Ha NPOLIECOT 3a NOArOTOBKA Ha NPeAsnor 3aKOH - 3aKOH
3a BHaTpeLHu pabotu

Mpennor 3akoH 3a U3MeHyBake 1 J0MNONHYBake Ha 3aKOH 33 OpYXKjeTo

YnatcTBO 3a HauYMHOT Ha nocTanyBake 3a 3allTUTEHO BHATPELIHO U
HaABOPELLHO MNpujaByBatke BO MMHUCTEPCTBOTO 3a BHATPELLHN paboTu

MpaBUNHMKOT 3a M3MeHyBawe Ha [paBMMHUKOT 3a cdopmaTa U cogpXkuHaTa Ha
o6paseLoT Ha GapaweTo 1 Ha 06pa3eLoT Ha fo3BosaTa 3a BO3a4-UHCTPYKTOP, HAYMHOT
Ha HEej3MHOTO M3OgaBake W 3aMeHyBake W HauYMHOT Ha BOOEeHe Ha eBuaeHuMja 3a
n3gageHv 4O3BOMM 3a BO3a4-MHCTPYKTOP BO MMHUCTEPCTBOTO 3a BHATpELUHM paboTu
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MpaBunHUKOT 3a namMeHyBawe Ha [1paBUNHUKOT 3a (popmaTa M coapkmHaTa Ha
obpa3eL0T Ha BO3ayka [403BOSa M BO3ayka KHULIKA, HAYMHOT Ha HUBHO M3gaBake U
3aMeHyBah€e N 3a HaA4YMHOT Ha BOAeH-e eBUAeHUMnja 3a nsgageHn Bo3adky OO03BONU U
BO3a@4KM KHULWIKM BO MUHUCTEPCTBOTO 3a BHATpeLuHn paboTu

MpaBUMHUKOT 3a M3MeEHYBake U AoMNoNHyBawe Ha MNpaBUNHUKOT 3a popmarta u
coapXuHata Ha obpacuuTe Ha Gapawarta 3a M3daBatbe Ha MefyHapoaHa Bo3adka
[03BoMa 1 oabpeHue 3a yrnpaByBae CO TyFO MOTOPHO BO3MIIO BO CTPaHCTBO, KaKo U
cdopmaTta ¥ cogpxuHaTa Ha o6pas3euoT Ha MefyHapodHa Bo3ayka [03Bona U
04006peHneTo 3a ynpaByBake CO TyfO MOTOPHO BO3WUO BO CTPAHCTBO

MpaBUMHUK 3a W3MeHyBake Ha MpaBUITHMKOT 3a dopMa W CcoapXuHa Ha
obpaseLoT Ha GapaweTo M Ha 0Opas3euoT Ha nuueHua 3a npegaBay No HacTaBHa
nporpama coobpakajHy npasuia 1 NPONMcK 1 BO3a4-MHCTPYKTOP BO aBTOLLKONA

MpaBUNHWK 3a TUMOBUTE Ha TEXHUYKU CpedcTBa kou ke ce ynoTpebyBaaTt 3a
ayamo v BUAEO CHMMake of CTpaHa Ha nonvuujata

HaupT nssewTaj u Npeanor na 3akoHoT 3a Nonuuunja

M3BewTaj 3a NpoLeHKa Ha BNMjaHMETO Ha perynartmeaTta 3a [lpeanor Ha 3akoH
32 U3MeHyBawe W [OMOSIHyBake 3aKOHOT 3a MNpujaByBake Ha XMBeanuwiteTo u
NpecTojyBanuITEeTO Ha rparfaHuTe

M3BewTaj 3a npoueHka Ha BrvjaHUeTO Ha perynartmeaTta 3a [lpennor Ha 3aKkoH 3a
N3MeHyBaH€e 1 JONONHyBaHke 3aKOHOT 3a NYHa KapTa.

4.2. IlnacupaHu CTpaTeruvu:

CtpaTteruja 3a ynpaByBahe o YoBeuku pecypcu 2020- 2022
CtpaTteruja 3a BknydyBare U KOMyHUKaumja co 3aegHuuaTta 2020-2022
CtpaTteruja 3a pa3Boj Ha LeHTapoT 3a obyka Ha mBp 2020-2022

HaunoHnanHa ctpaTternja 3a 6opba npoTmB TproBuja co nyre W wuneranHa
murpaumja 2017 - 2020

HaunoHnanHa ctpaTernja Ha PM 3a 6opba npoTue Tepopusam 2018 — 2022
HauuoHanHa ctparternja Ha PM 3a cnpeyyBake Ha HacureH ekcTpemMmsam
2018 — 2022

HaunoHnanHa ctpaTeruja 3a 6opba npotmB gpora 2014- 2020

HaunoHnanHa ctpaTternja 3a 6opba NnpoTuB neperwe Ha napu n pmHaHcupake Ha
Tepopusmot 2017 - 2020

HaunoHanHa cTpaTtervja 3a pa3Boj Ha MHTErpMpaHo rpaHMYHO ynpaByBah-e
CtpaTteruja 3a cajbep kpummHan 2018 - 2020,

CrtpaTteruja 3a pa3Boj Ha Nonuuyujata 2016-2020

HauwnoHarnHa ctpaTeruja 3a KOHTposia Ha Maro v necHo opyxje 2017-2021
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3AK/IYYHHU COTJIEAYBAKA

Moxe na ce cmeTa geka objaBeHUTe coapXuMHM Ha oduumjanHMoT Beb cajT Ha
MuHMCTEPCTBOTO 3a BHATpelHM paboTn umMa OBOCTpaHa yrora, of efHa cTpaHa ja
n3BecTyBa NoluMpokaTa jaBHOCT CO MH(popMaunn, HacTaHu U TeMu o OENOKPYyroT Ha
pabotata Ha MBP, a wuctoBpemeHo u npunagHuumte Ha MBP wmoxat pga ce
WHopMMpaaT 3a npawlawa LWTO ce MoBp3aHM M 3a HMBHaTa pabota Bo MBP u 3a
HUBHaTa onwTa UHPOPMUPAHOCT KaKo rparaHu.

Beb cajToT cogpxu noBeke enemMeHTn U COOPXMHU KO MOXaT Ada ce rpynupaart
BO NPEeTEXHO MHPOPMATUBHU U NPETEXHO TEMATCKN.

Bo npeTexHo nHdopmMaTnBHKU cnaraar:

- Bectute oA [OHeBHUTe OunteHn (coobpakajHu npekpliouyn, OHEeBHO
HapyLlyBaH-€ Ha jaBeH pea 1 Mup, OTKPUEHU N NPUBEOEHN CTOPUTENM Ha Aena),

- TenedoHCckn 6poeBn U agpecu Ha NONNUUCKUA CTaHULM,
- ynaTcTBa 3a NosiMumcKn CnyxéeHumum,

- UCcYe3HaTu nNuua,

- n3rybeHo KynTypHO HacneacTso,

- noTparm,

- poTo ranepwuja,

- BUAeo ranepwja,

- €MIEKTPOHCKO 3aKaxKyBare 3a NINYHUN LOKYMEHTMU,

- cnobopeH npuctan 4o MHopmaLmu,

- nocTanka 3a megujaunja 3a BpaboteHute Bo MBP,

- N3BeLUTan 3a cnposefyBare rogULLHN NIIaHOBM.

Bo temaTtckn uenuHu ce:

- aHanuau n cTaTUCTUKM 3a coobpakaj,

- aHanu3n 1 CTaTUCTUKK 3a jaBeH pen n Mup,

- aHanu3u 1 CTaTUCTUKK 3a FPaHNYHN paboTu,

- aHanu3au 1 CTaTUCTUKM 3a KpUMUHaNUTeT

MonuuyujaTta Ha HawaTa 3emja uma cBoj Kogekc Ha nonvuyuckara eTuka.

OBoj OOKyMeHT mma O6uTHO BnujaHue Bp3 paboTeweTo M OOHEeCyBaHETO Ha
nonuuuckute cnyx6eHnumn. buaejkn KogekcoT e jaBHO gocTaneH, MOXe 3a Hero fa ce
300pyBa Kako 3a TpaeH OOKYMEHT KOj M nHdopmMmpa npunagHuuuTe Ha nonuvuuvjaTta 3a
HUBHUTE 0BBPCKM, NpaBa, HaaNeXHOCTU U NOCEOHO OArOBOPHOCTU, YMj TEMEN Ce Haora
BO eTnykaTa matepuja.
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ABSTRACT

Organized crime is a non-ideologically organized structure involving a large number of
people in close social interaction, organized on a hierarchical basis, with at least three levels /
ranks, in order to secure profit and power by engaging in illegal and legal activities. Organized
crime knows no regions, borders, continents, it extends wherever it can be earned. It is an
illegal criminal activity by structured groups for a long period of time by committing serious
criminal offenses using threats, violence, corruption and other means in order to gain greater
financial or other material benefit. At the state level, new emerging forms of organized crime are
emerging where the bearers are senior state officials who use their institutional positions to
acquire large material assets. These are professional perpetrators who are organized in various
groups and other forms of association, in order to commit crimes. They are tightly organized,
with a hierarchical relationship and high speed, caution and resourcefulness in the execution of
criminal offenses. Relationships in these organizations by strict discipline, obedience and
personal loyalty, great operability and ability to quickly maneuver and move their activities to
large spaces.

Keywords: corruption, criminal activity, profit, material assets, criminal offenses,
material gain.

INTRODUCTION

In a very broad sense, organized crime can be defined as any criminal activity
involving two or more persons, specialized or non-specialized, involving some form of
social structure, some form of leadership, using certain ways of working, in which the
ultimate goal of the organization is located in the enterprises of a certain group. This
definition allows organized crime to be seen as a huge continuum that allows freedom
of analysis and definition of a particular criminal group as an entity that possesses
different characteristics, as opposed to a rigid classification based on certain specific
attributes. Seen from this broad perspective, there are many forms that organized crime
can take, with variations, of course, to be found in each form. (Organized Crime
Defined, 2021)

Organized crime is a long-term criminal activity systematically conducted and
structured in order to illegally generate profit. The activities and techniques used in
organized crime vary, often involving violence, theft, fraud, and trafficking in illegal

139


mailto:јuli.shehaj@hotmail.com

MakedoHcko me2yHapodHo HayyHo chucaHue , MAPKETHHI“ Bp.16
Macedonian international Journal of “MARKETING” No. 16

objects and substances. Organized crime differs from general crime in the following:
(Law Dictionary, 2021)

» the activities have a planned and systematic character,

» involvement of numerous criminals working together,

» different types of criminal activity and methods,

» operations are performed at national, regional and international level,

» there is a large turnover of money (in some cases even billions of dollars),
» strives for financial and political influence,

» leaders can be identified.

The most important form of international crime today is organized crime, ie. crime
committed by groups of people equipped with a stable, generally hierarchical
organization who carry out illegal acts, usually by force, in order to enrich themselves
without regard to international borders. Important groups of international organized
crime are the mafias (Sicilian, American and Russian), the Japanese yakuza, the
Colombian drug cartels Medellin and Cali, the Chinese triad. However, the criminal
group is not a unitary organization of strictly subordinate groups. Instead, it is a network
of homogeneous groups linked to each other by various forms of solidarity, complicity
and false hierarchical order: (Attina, 2021)

Globalization, generally described as the removal of barriers to the international
movement of goods and assets, is beneficial to international organized crime networks.
The global forces of supply and demand have created new markets for the illicit trade in
goods and services provided by criminal activities. There is a high demand for things
like drugs (especially in Europe and North America), weapons (in Africa and the Middle
East), exotic parts of wildlife and animals (Asia) and exploitative people (practically
everywhere). The Organization for Economic Co-operation and Development (OECD)
recently estimated that international trade in counterfeit and stolen goods was as high
as half a trillion dollars. Criminal networks also have new opportunities to establish
facilities in different countries from which they can produce and distribute illegal goods,
reducing costs and maximizing profits: (Globalization and Transnational Crime, 2021)

MATERIAL AND METHODS

International organized crime is taking advantage of market globalization,
financing the economy and new communication technologies and information
management. The international nature of money laundering, for example, confirms that
criminal activity is taking advantage of advances in computer technology and
information, as well as newer and more sophisticated financial instruments. International
organized crime poses a serious threat to the financial and economic systems of all
countries and international cooperation organizations. Criminal groups operating in
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international markets, in fact, present some features such as flexibility and a high level
of organization, which contribute to complicating investigations promoted by authorities,
agencies and institutions trying to combat criminal activity. Criminals tend to increase
opportunities offered by national and international markets and minimize the risk of
identifying, arresting and convicting and confiscating illegal proceeds of crime According
to data released by the UNODC - United Nations Office on Drugs and Crime , based in
Vienna, shows the following about financial inflows from organized crime: (Sabatino. M.,
(2016)

» the global drug industry (cocaine, heroin) has an annual revenue of about $
105 billion;

» human trafficking and human rights abuses account for about $ 70 billion
worth of victims, to which should be added $ 6.8 billion related to smuggling
and illegal migrant flows (approximately 55,000 migrants from Africa to Europe
annually);

» arms trade from the US and Europe to the rest of the world is approximately $
53 billion;

» cybercrime has an estimated 1.5 million victims with a market value of more
than $ 1 billion;

» the number of counterfeit products is about 2 billion products with an estimated
value of $ 82 billion.

» ltalian investigators estimate that four organized crime groups operating in
Italy could number more than 64,000 affiliated members, including 50,000
members of the Sicilian Mafia, 7,000 in the Neapolitan Camorra and 5,000 in
the Calabrian N’'drangheta.

» The Ministry of Internal Affairs of the Russian Federation indicates that more
than 160,000 members belong to the main criminal groups operating in
Russia. The ministry also estimated that about 30 of the existing Eurasian
criminal organizations operate in the international market,

» about 45-50 Chinese triads (criminal organizations originating from secret
societies in China in the 17th century) have their organizational base in Hong
Kong and Taiwan and spread around the world,

» The National Police Agency of Japan has discovered that criminal groups
called Japanese Yakuza or Japanese Boryokudan consist of more than 3,000
groups and subgroups, totaling about 90,000 branches.

lllegal trade involves all major nations: the G8 and the BRICs alike, as well as
regional powers. The world's largest economies are also the largest markets for illicit
trade: (https://www.unodc.org »June, 2021)
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» In Europe alone, there are about 140,000 victims of human trafficking for the
purpose of sexual exploitation, which generates a gross annual income of $ 3
billion for their exploiters.

» The two most prominent migrant smuggling flows are from Africa to Europe
and from Latin America to the United States. About 2.5-3 million migrants are
smuggled from Latin America to the United States each year, generating $ 6.6
billion for smugglers.

» Europe is the regional market for heroin with the largest value ($ 20 billion),
while Russia is how the only national largest consumer of heroin in the world
(70 tons). "Narcotics kill 30,000-40,000 young Russians a year, twice the
number of Red Army soldiers killed during the invasion of Afghanistan in the
1980s."

» The North American cocaine market is shrinking due to lower demand and
higher law enforcement. This is generating a war between smugglers,
especially in Mexico, and new drug routes. Across the Atlantic coast of Latin
America, cocaine is transported to Europe via Africa.

» Countries that cultivate most of the world's illicit drugs, such as Afghanistan
(opium) and Colombia (coca), receive the most attention and criticism.
However, most of the profits from drugs are realized in the destination (rich)
countries. For example, of the global market of perhaps $ 55 billion for Afghan
heroin, only about 5 percent ($ 2.3 billion) goes to Afghan farmers, traffickers,
and insurgents. Of the $ 72 billion cocaine market in North America and
Europe, about 70 percent of profits come from mid-level dealers in consumer
countries, not the Andean region.

» The global market for illicit firearms is estimated at $ 170-320 million per year,
which is 10-20% of the permitted market. Although arms smuggling tends to
be episodic (ie related to specific conflicts), the numbers were so large that
they killed as many people as some pandemics.

> lllegal exploitation of natural resources and wildlife trafficking from Africa and
Southeast Asia are disrupting fragile ecosystems and leading species to
extinction. UNODC estimates that illicit timber imported from Asia to the EU
and China was worth about $ 2.5 billion.

» The number of counterfeit goods found on the European border has increased
tenfold over the past decade, to an annual value of more than $ 10 billion. As
many as half of the drugs tested in Africa and Southeast Asia are counterfeit
and substandard, increasing rather than reducing the chances of getting the
disease.
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» The number of pirate attacks in the Horn of Africa has doubled. Pirates of one
of the world's poorest countries (Somalia) are trying to buy ships from some of
the richest, despite patrolling the world's most powerful navies. Of the more
than $ 100 million in ransom-generated annual revenue, only a quarter goes to
pirates and the rest to organized crime.

» More than 1.5 million people a year suffer from identity theft for an estimated $
1 billion in economic loss, while cybercrime threatens the security of nations:
power grids, air traffic and nuclear installations have been compromised.

Organized crime is considered a variable and flexible phenomenon. Many of the
benefits of globalization, such as easier and faster communication, financial mobility,
and international travel, have also created opportunities for transnational organized
crime groups to flourish, diversify, and expand their activities. Traditional territory-based
criminal groups are evolving or have been partially replaced by smaller and more
flexible networks with branches across several jurisdictions. Victims, suspects,
organized crime groups, and proceeds of crime can be located in many countries. In
addition, organized crime affects all countries, whether they are countries of supply,
transit or demand. As such, modern organized crime is a global challenge that must be
met with a concerted, global response. (UNODC and Organized Crime, (2021)

v Transnational criminals are one of the biggest beneficiaries of
globalization. Globalization facilitates international trade, but also
increases the difficulty of regulating global trade.

v The global financial system is undergoing widespread deregulation that
has allowed illegal actors to launder money laundering more easily.

v’ Terrorists, insurgents and military commanders rely on illegal activities as
a funding mechanism. Sometimes, when engaging in criminal activity, they
come into contact with criminal organizations, but for the most part, direct
group-to-group contact is less important. "It's just a market activity or a
relationship with suppliers,” he said, disputing the idea of a "criminal-
terrorist link."

v There is no single model of criminal organization. Criminal networks and
criminals adopt countless different structures depending on their
circumstances.

v lllegal networks are a challenge for states because states are militarily and
diplomatically organized to deal with other states. It is very difficult for
governments around the world to adapt to non-state actors or without
sovereignrT.

Organized crime activities, such as requests for protection, bribery or other illicit
services imposed on others through coercive methods by criminal organizations,
provide benefits in: (Organized Crime Module 4, 2021)
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» Infiltration of a legitimate business or government. When infiltrating businesses
and governments, organized crime groups often try to create demand for their
services, rather than simply exploiting the existing marketplace as they do
when providing illicit goods and services. For example, organized crime
groups can run protective rackets, ie. systems of unlawful "taxation” imposed
on persons or businesses in exchange for relief from harassment, protection
against harm or to the detriment of their employees and clients. In this way,
they use violence and threats to gain some form of monopoly control (for
example, territory, land, subsidies, garbage collection or delivery services).

» Organized crime groups may use coercion or extortion to infiltrate legitimate
businesses and governments, involving implicit or explicit threats to obtain a
criminal purpose. Coercion and extortion are not necessary to secure illicit
goods or services. This is because the demand for illicit goods and services
already exists among the public, so there is no need to threaten to lure
customers to buy counterfeit goods, illegal firearms or other products and
services.

» In the event of a business and government infiltration, victims (often small to
medium-sized companies, sole proprietors or family businesses) do not
receive the benefit, but are forced to pay to avoid worse treatment. Non-
payment will result in property damage, violence against employees or loved
ones, customer harassment, interruptions in deliveries or related problems that
businesses can not afford to experience.

» To "legitimize" the illicit gains of these criminal activities, organized crime
groups disguise their illegal origins and often reinvest them in the legal
economy through money laundering, a process critical to allowing criminals to
enjoy the profits of crime. If left unchecked, money laundering can have very
high social and political costs, as it allows organized crime groups to infiltrate
financial institutions, gain control of large sectors of the economy through
investment, or offer bribes to public officials..

The growing threat of transnational organized crime is provoking radical changes
in traditional methods of conducting organized crime research. The paper uses research
methods that can be used to obtain information based on evidence provided in various
countries where organized crime activists are involved, and on that basis conclusions
are drawn and solutions to combat organized crime are proposed. The paper uses the
analytical method to study the newly organized criminal groups, to study their
organizations and their ways of doing business.
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RESULTS AND DISCUSSION

The world's population is growing every year, and with it the volume of
exchanges between people. The vast majority of these exchanges are legitimate and
useful, but a significant part is not. International crime markets are piercing the planet,
transporting drugs, weapons, human trafficking, toxic waste, stolen natural resources or
parts of protected animals. Hundreds of billions of dollars of dirty money flow around the
world every year, distorting local economies, corrupting institutions, and fomenting
conflict. International organized crime is a central issue in international relations, an
important factor in the global economy and an immediate reality for people around the
world. Aside from the direct effects - drug addiction, sexual exploitation, environmental
damage and a number of other troubles - organized crime has the capacity to
undermine the rule of law and good governance, without which there can be no
sustainable development: (UNODC, 2021)

International organized crime poses a significant and growing threat to national
and international security, with dire implications for public safety, public health,
democratic institutions, and economic stability around the world. Not only are criminal
networks spreading, but they are also diversifying their activities, resulting in threats that
used to be different and today have explosive and destabilizing effects: (Transnational
Organized Crime, 2021)

+ International organized crime networks are involved in the political process in a
variety of ways. This is often achieved through:

» direct bribery,
» members of organized crime groups run for office;
» establishing shadow economies;

» infiltration of the financial and security sector through coercion or corruption;
and

» positioning as alternative providers of management, security, services and
livelihoods.

% As networking spreads, international organized crime can jeopardize stability
and undermine free markets while building alliances with political leaders, financial
institutions, law enforcement, foreign intelligence, and security agencies. The
penetration of international organized crime into governments exacerbates corruption
and undermines governance, the rule of law, the judiciary, the free press, the building of
democratic institutions, and transparency.
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% International organized crime threatens the economic interests of every country
and can cause significant damage to the global financial system through subversion,
exploitation and disruption of legitimate markets and economic activity. The World Bank
estimates that about $ 1 trillion is spent each year on bribing public officials, causing a
series of economic disruptions and damage to legitimate economic activity. The cost of
doing business in countries affected by international organized crime is also rising as
companies budget for additional security costs, which negatively affects foreign direct
investment in many parts of the world. International organized crime activities can
disrupt the global supply chain, which in turn reduces economic competitiveness and
affects the ability of industry and transport to withstand such disruption. Furthermore,
transnational criminal organizations, using their relations with state entities, could gain
influence over key commodity markets such as gas, oil, aluminum and precious metals,
along with potential exploitation of the transport sector.

Organized crime threat assessments are used as a mechanism for
understanding and responding to organized crime. Threat assessments attempt to
gather a range of relevant data and present them in a systematic way to determine
current and future trends in organized crime activity. More recently, the rise of organized
crime as a result of globalization and its impact raises important questions about
whether such assessments can be a useful tool - not only to emphasize the nature of
the threat, but also to ensure effective action against organized crime. . This presents
several challenges, not just the need to bring together more actors and the fact that
state structures that are normally tasked with conducting threat assessments are weak
or non-existent. In this context, the threat assessment will have to be conducted by an
external party, gathering information from both internal and external actors. The concept
of organized crime threat assessments continues to evolve, especially in the area of
policy development. They are used primarily as a strategic tool to provide an approach
to combating organized crime. The following elements are used in the assessment of
organized crime threats: (https://www.ipinst.org >uploads> publications, (2021)

» Use of force. Are criminal organizations ready to use force, and if so, to what
extent?

» Likelihood of product seizure. How good are criminal organizations at hiding
their products?

» Links and level of cooperation between them and other organized criminal
groups with the city, the state, the nation, the world. The higher the
interconnection factor, the greater the threat.

» Level of legitimate business infiltration. The legitimacy factor makes it easier
for them to hide their assets and intimidate legitimate businesses.

» Level of infiltration in city, state, national and international governments. The
higher the government infiltration factor, the greater the threat.
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» Size of the organization. In general, the larger the organization, the greater the
threat, although sometimes large size can be a weakness because law
enforcement agencies can more easily infiltrate a large organization than a
small, tightly connected organization.

» Variety of products. The greater the diversity, the greater the threat. The
variety of products brings a greater sense of resilience to any organization.
Organizations can more easily adapt to market changes (and law enforcement
measures) if they have a wide range of products (with established suppliers
and supply lines) to rely on. In this way, if a market closes, the organization
does not fail, but simply shifts to another commodity / other product. The
variety of products is a sign of a mature subject of organized crime.

» Potential for infiltration of law enforcement agencies. Criminal organizations
that can be easily infiltrated by law enforcement agencies pose a lower risk
than those that cannot be infiltrated.

» Vitality organization. The easier the criminal organization adapts to the
conditions in which it operates, the greater the threat.

CONCLUSIONS

Today, organized crime comes from all over the world. Organized crime is a very
lucrative activity for organizations engaged in this type of activity because the realized
criminal activities generate income whose value is estimated to be in the hundreds of
billions of dollars.

The international community today has a clear global approach to effectively
combating transnational organized crime in the area of prevention and taking effective
measures against transnational organized crime and strengthening cross-border
cooperation to prosecute and combat organized crime. The cornerstone in the
reorganization of national efforts to create the institutional basis for the effective
suppression of organized crime is the United Nations Convention against Transnational
Organized Crime.

Organized crime is a financial crime because its purpose is profit or other
material gain. The provision of illicit goods and services dominates the profits of
organized crime. Organized crime has significant similarities to white-collar forms of
financial crime.

Transnational criminals are now more entrepreneurial and sophisticated, and
their growing infiltration of legal trade and economic activity is fundamentally threatening
free markets and financial systems that are key to the stability and efficiency of the
global economy. Organized crime threatens free markets because it ignores laws and
norms that respect legitimate businesses, and thus gains an unfair competitive
advantage.
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In order to be able to successfully respond to the challenges of organized crime,
it is necessary to have a complete picture of how organized crime operates, what are
the areas and means it uses and what tactical means to use in intelligence and
conducting investigative procedures. It is also necessary to provide strong legal and
legislative support and to create conditions for full implementation of the laws, to set
targeted priorities in the fight against organized crime and to include more legal
competencies in the fight against organized crime. Mixed multi-agency or institutional
teams need to be built and action frameworks and strategies defined.
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