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Prof. Aleksa STAMENKOVSKI, PhD
Macedonian Marketing Association
aleksa.stamenkovski@gmail.com

MARKETING TRENDS
Abstrakt

In the world of the marketing funnel,
customers were an afterthought. Once they
became a paying customer, businesses
considered them obsolete — until, of course,
it was time re-sign that contract.

The flywheel, on the other hand, places the
customer in the center. Since word-of-mouth
marketing is the single most powerful
marketing tactic, it’s wise to not only serve
your customers but also equip them to
become advocates for your brand. The
flywheel illustrates this process: excellent
service as its own marketing strategy.

What does this mean for your business? Place
a heavy emphasis on customer service. Train
and equip your customer service team to not
only handle requests and problems but also
delight and empower your customers.

Keywords: customers, businesses, service,
strategy, contract, brand
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MAPKETHUHI TPEH1OBH
AICTpaKT

Bo cBeror Ha Ha MapKETHHT TEKOBHTE
KyllyBauMTe CeKoram Oea IMpeaMeT Ha
JONOJHUTETHO pa3MuciyBame. Kora Ttne
elHallke  CcTaHea  KylyBaud,  TOTall
OW3HHUCHTE TH CMEeTaa JIeKa THE Ce HOCHUTEIH
Ha aKTHBHOCTHTE Ha KOMIIAHM]jaTa, MOPaIH
IITO BeKe CTaHyBaaT MpPEJMET Ha MMOBTOPHO
pasriuenyBame W NPOAOIDKYBAamE  Ha
aKTHMBHOCTHUTE CO HUB. BakBuTe IBIKEHA, 0]
Jpyra CTpaHa, TO CTaBaaT KyIyBauoT Ha
LEHTpaJIHO MecTO. OTKAaKO MApKETUHIOT OJ
ycra Ha ycra - word-of-mouth marketing
CTaHa MOIIHECHJIHO MAapKeTHHI CpE/ICTBO,
TOA HE CITYy’KH CaMO Ha KYITyBauuTe, TYKY TOA
T'Ml IOJrOTBYBA THE J1a CTaHAT IPOMOTOPH Ha
OpeHIoT Ha KOMIIaHK]jaTa. BakBuTe NBHXKEHa
ro WIYCTpUpaaT MpPOLECOT Ha: OUIUYHU
YCAYrH  KaKO  CONCTBEHA  MapKEeTHHT
cTpaTeruja.

ro 3Haum oBa 3a OWCHHUCOT Ha
komnaHuute? Jla ce cTaBM CHIIEH akLEHT Ha
YCITYKYBambETO Ha KyIyBa4HTe.
Komnanuute Tpeba na ru oOyyar u onpemar
BpaOOTEeHUTE 3a JaBamke YCIyTd Ha
KJIMEHTUTe, HE caMO Ja TH pelaBar
OapamaTa U MpoOIeMHTe, TYKY UCTO Taka U
Ja T TOTTUKHYBAaaT KJIMEHTUTE 3a
KYITyBambe.

Kiayynu 300poBH: KIMEHTH, OW3HUCH,
yCIIyTH, CTpaTeruja, 10roBop, OpeHI
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1. OcHoBHM 0esie3M HA TPEeHAOBHUTE BO
MAPKETHHIOT BO HAPEAHHUOT NMEePUOJ

BpBHUTE NPUOPUTETH BO MapKETHUHIOT
MPOJOJDKYBAaT Ja OuaaT nepcoHanu3anyjaTa
U aHT@XXHUPaAETO CO LIeJI Jiea ce J10j1e 10 Op3a
IIPOMEHA Ha TEXHOJIOTHja; U J]a Ce u3rpajaT
NIOBp3aHU MapkeTuHr kaHaimu. Ilasapute
BeKke He ce Haj3HAYajHUTE NMPEHECyBauu Ha
uHpopMaluu. bnaronapenue Ha
COLIMjAJIHUTE MEAMYMH M CHUCTEMHUTE 3a
npebapyBame, KylyBauuTe MOXKaT caMM Ja
npucranar a0 uHpopMalMu BO BpCKa CO
LEHUTE M U 3a JIpYrHe KapaKTepUCTUKU Ha
npousBoauTe. Taka, The Beke 3HAAT ILUTO
MO’Ke elHa KOMIIaHHja 1a UM nonyau. Kaxo
ITO KJIMEHTHTE CTaHyBaaT ce€ TIOBeKe
CaMOCBECHH, KOMIIAHMUTE YCBOjyBaaT HOBU
HAaUMHU 33 Tpajeme OpEeHIOBH TPEKy
NepCOHAIN3AIM]a U AHTAKUPAHE

Bo MHHATOTO, MapKeTUHIOT  Ce
KOHIIEHTpHUpaIle Ha ,,rojieMara uuaeja’. Toa e,
€IMHCTBEH KOHLENT IITO ja U3pa3yBa
OpeHIOT WIM  TPOM3BOIOT 33  CHTE
NOTPOLIYBauIM MM 3a Lenara ajBHOCT.
Jlenec, KOMIIAaHUHUTE KOPUCTAT MOJATOIH H
aHAJIMTUKM 32 Ja co3jgajaTr ,,[oJeMHU
MOXHOCTH TPEKy IEepCOHAIN3UPAKBE Ha
KyIyBauMTe U3TPAJeHN O/l TO3HaBamaTa Ha
HUBHaTa Tcuxorpaguja U OJHECYBame MPU
KyIyBal€TO U  BOJACHETO  HAHUBHUTE
MTOCTAIKH. .

bpennor, mnpous3BOAOT MIM ycayrara
MOJKE J]a My C€ HarpaBH JOCTAIleH U 1a Ouje
KOPHCEH 3a KKYITyBayoT aKo Ce pa3ropapa co
KYIyBa4HTe TUPEKTHO, IPEKY TEXHOJIOTHja 1
NepCOHATM3ALIH]A.

JleHec ce BcTakHyBa JIeka MapKETHHTOT Ce
JBMDKU €O Op3MHA Ha CBETJIMHATA WM OapeM
Taka ce 4yBCTBYBa, KOra ce pa3MHCIyBa 3a
HOBa KaMmIlama WM crparervja. Ho, mox
BJIMjaHUE HA TEXHOJIOTHjaTa M CTATUCTHUKA,
ojenHaml, ce MeHyBa c¢. Ha roaumna,
KBapTallHa, 11a Iypy U MeCceYHa OCHOBA, HOBH
TPEHIOBU M TEXHUKHM CE€ I10jaByBaaT M IO
TpaHchOopMHUpaaT HAYMHOT HAa KOj Ce

! Decker. A., (2019), The Ultimate Guide to
Marketing Trends in 2019, https://blog.hubspot.com »
marketing > marke.

TIPMBJIEKYBAAaT, U Ce TIPaBH MOBP3YBAETO
CO TIOTpoIIyBauWTe. 3a 1ace  ycHee BO
6P3UOT, MAPKETHHT CBET, MOpA JIa Ce 3eMaT
UpeiBHA  CHEJHHBE  €IEMEHTH:  Ha
TPCHAOBUTC BO MAPKETUHIOT, IIPEaA CC
OMIITHTE MAPKETHUHT TPEHIOBH, TPEHIOBHUTE
BO KOHTCHT MApKCETHUHIOT, TPCHIAOBUTC BO
COLMjaTHUTE MEIMYMH, TPEHAOBHTE BO
MAapKCTHHT TeXHOHOFHjaTa U TPCHOAOBHUTC
JTUYHHOT MAapKETHHT. MapKeTHHT-
TPEeHOBHTE OBO3MOKYBAaT: !

¢ Jla ce pa3Bue UACHTUTET HA OPEHAOT,

e Jla ce Omme BO TEK CO HAYMHOT Ha
KyIIyBame Ha MOTPOIIYyBaYUTEe M Ja Ce
BPILIY MCTPAXYBAE HA TPOU3BOJUTE H
yCIAYrUTe HAa KOMIIAaHWjaTa CO THE Ha
HEj3UHUTE KOHKYPEHTH.

e Jla ce ocraHe BO TEK CO MPOMEHHUTE BO
OJTHECYBAIETO Ha TMOTPOIIYBAYUTE U
HUBHHTE TIPUOPHUTETH,

e Jla ce 3Hae KOj € LIETHUOT aAyIUTOPUYM U
IITO My € HOTpeOHO o] OW3HUCOT Ha
KOMIIaHUjaTa,

e Jla ce ciemar oaroBopeTe Ha MPOMEHUTE
Ha I1a3apoT,

e Jla ce ocraHe peneBaHTEH Ha IEIHUOT
nazap 1 Mel'y KOHKypEeHTUTE (cera U Ha
JIOJIT POK).

2. Pa3BuBame WIEHTUTET HA OPEHIOT

Unentureror Ha  OpeHIOT  ce
OJIHECYBa Ha OHa IIITO C€ IJIeJ]a U OHa IITO Ce
9yBCTBYBa 3a OpeHIOT. MIEHTHUTETOT TO
COUMHYBAaaT BHU3YEIHH KOMIIOHEHTU KOU
rmomaraar Jia ce KOMOMHHpaaT UCKyCTBaTa Ha
KynyBauuTe. HaeHTtutreror Ha OpeHAOT
BKJIy4dyBa 00ja, Tunorpaduja, hbopmu, JIoro,
KaKo U APYTH rpad UKy eJIeMEHTH O]1 KOH ce
rpaau CJIdKaTa Ha HWACHTUTCTOT. BpeHJI
WIEHTHTETOT TOKAXKyBa:>

e Koja e koMnanujara,

2 Harris. J., (2015), Branding v.s. Brand Identity,
whiskeyandred.com/branding-v-s-brand-identity



e Kako ce npercraByBa,
e [llTo Mucnu camara 3a cebe

[lpy KkpewpameTo Ha  UACHTUTETOT
OpeHIOT Ha KOMIIAaHUjaTa BayKHO € J1a Ce 3eMe
OpeaBU Kojae KOMIIaHHMjaTa, Kako ce
IpeTcTaByBa BO jaBHUOCTA U IITO MUCIHU 3a
cebe. Kora ce kpeupa OpeHI0T KOMIIaHHjaTa
Tpeba TEMEIHO Ja pPa3MUCIH 34
CONICTBEHHOT  MJCHTUTET, 3aroa  IITO
UJIGHTUTETOT Ha OpEeHIOT ce oapa3yBa Ha
camMaTaKoMITaHuja.

Pa3BuBameTO CHIICH HIICHTUTET Ha OpeHa
€ BaXeH Jel Ooa cekoja edekTuBHA
cTpareruja 3a OpeHmupame. Kpeupame Ha
UICHTHTETOT Ha OPEHA0T Oapa HCTPAKYBaAE
U TIOCBETYyBame€ II0CEOHO BHHMaHHE Ha
OIPE/ICIICHU JIETaIH. 30IITO UACHTUTETOT Ha
OpeHIIOT € BaskeH?®

e lpentureror Ha  OpeHIOT  Xpaau
nepcoHanHocT: neHTureTor Ha OpeHaoT
€ BHU3YEIIHOTO IMPETCTaByBamke Ha
BpEIHOCTUTE M 'mepcoHaanHocTa" Ha
OpeHZOT Ha KommaHujara. Ju3ajHOT Ha
UACHTUTETOT BO CYIITHHA I'O MOCTaByBa
TOHOT Ha OPEHJOT M MOXKE /12 C€ KOPUCTH
3a TOTTHKHYBamke Ha cHenupuyHu
qyBCTBa Kaj KynmyBaunte. UIeHTUTETOT Ha
OpeHnoT Tpeba na Ouje nu3ajHUpaH Ja
KOMYHHIIpA CO CEBKyIHaTa IMopaka Ha
KOMIIaHWjaTa ¥ Ja TH [POMOBHpA
HEJ3UHUTE OU3HUC LIETH.

e lnentueror Ha  OpeHAOT  3HA4U
JIOCJICTHOCT: Pa3BuBameTo Ha
UJCHTUTETOT Ha OpEeHJOT OBO3MOXKYyBa
KOMITaHHMjaTa Jia Jla KpeupaTre COOJBETHA
mopaka BO CHTE MapKETHHT-MaTepHjaliu.
Cexoe eneMeHT Tpeba 1a TM UMa HUCTUTE
OCHOBHHM CTHJIOBH M JM3ajH E€JIEMEHTH,
CO37aBajKM  COOJIBETEH CHUCTEM  Ha

OpeHupame
e lnentueror Ha  OpeHIOT  Kpeupa
mudepeHuyjauuja:  MneHTureror  Ha

OpEHIIOT ¥ MmoMara Ha KOMIIaHH]jaTa J1a TOo

3 Miller. J., (2015), 5 reasons brand identity is
important for your business,
blog.tbhcreative.com/2015/05/5-reasons-brand

HamnpaBd CBOJOT OW3HUC pa3IMyYeH OJ
OM3HMCOT HAa  KOHKypeHIHjara H
COOJIBETHO J1a TO TIOCTaBH CBOJOT OpEH.
PazBuBameTo Ha mpodecuoHaNeH H
KpPEaTHUBECH UJICHTHTET MOXE J]a IOMOTHE
KOMIIaHM]jaTa J1a CTaHe MoceOHO Mo3HaTa
Ha Ia3apor.

e laeHTHTETOT HAa OPEH/IOT ja 3roJieMyBa Ha
cBecHocTa: Kpenpamero Ha HICHTUTET Ha
OpeHJOT TapaHTHUpa JeKa OpeHIO0T Ha
KOMIIaHH]jaTa MOXe Jja Ouje BOACUKH U ja
3roJieMyBa CBECHOCTA Kaj
MOTPOLITYBAYHUTE.

e Upenturetor Ha  OpeHAOT  Tpagu
nojamHocT: EdexTuBeH HICHTUTET Ha
OpEeHIOT MOJKe J1a IOMOTHE Ja C€ U3rpajan
J0jaTHOCTa Kaj KyIyBauuTe M Ja Ce
co3maje noBepoOa ounejku M
OBO3MOJKYBa Ha KYITyBayHTE Jla HAIpaBat
cniopen0a Ha MPOW3BOIOT HAa KOMITAHU]jaTa
CO MTPOU3BOJIUTE HA JPyTa KOMIIaHH]a.

WNnentureror Ha OpPeHIOT 3HAYM MHOTY
paboTu 3a MHOTY KOMIIaHUH, 2 BO OCHOBa TOA
€ KOJIKY OpSH/IOT WJTM KOMITaHHjaTa Ke Oumat
MO3HATH, KaKBH BPCKM HMa CO CBOUTE
MOTPOIIYBa4H, KOJKY €O JIOTOTO, OouTe,
€JIEMEHTH C€ OTKpHBa HOBa BPEIHOCT BO
OJTHOCOT CO CO KymyBauuTe. neHTureror Ha
KOMIIaHHjaTa CEeTeMeNu Ha OJHUOCOT Ha
KOMITaHWjaTa KOH HEJ3UHUTE KYIyBayH U TOj
ce Tpaau co TMOMOII Ha Joro, Oou, BeO-
CTpaHWIla W JPYrd BU3YCIHH CIIEMEHTH.
Wnentueror Ha OpeHIOT € OAHOC Mery
KOMIIaHHjaTa ¥ MOTpouTyBadnre.*

4 Haynie. (2017), Building Your Brand Identity: 11+
Big Questions to Ask Yourself,
blog.rebrandly.com/building-your-brand-identity



Cauka 1.

WTO E UBEHTHUET HA
BPEHOOT

liTo pa6oTu Lo
KoMnaHujaTa HyBCTBYBaaT

W WTO Benu nyreto

Wzsop: Derric Haynie. D., (2017), Building
Your Brand Identity: 11+ Big Questions to

Ask Yourself, blog.rebrandly.com/building-
your-brand-identity

[IponecoT Ha co3aBame Ha JOOPO MO3HAT
U cakaH OpeHJ o]l NHOTPOIIyBauuTe ce
HapeKyBa  aKTUBUpame Ha  OpeHIOT.
AKTHBUPaWBETO Ha OPEHIOT € MHOTY KIIy4eH
JIeTl O] TPaJiche Ha MO3UTHBHA TMEpPLENIHja
3a OpeHIOT ¥ TOa Ce HAMpaBH MPEKY JaBambe
MPUMEPOIH O] TIPOU3BOJIOT, CIPOBETYBAMHE
MapKETUHT aKTUBHOCTH BO IMPOIABHUIIUTE
Ha MaJio, CO CIIOH30pPCTBA M OPTaHH3HPAHE
Ha HacTaHW. bBpeHI0T Mopa Ja UMa HEKOJIKY
OCHOBHU KapaKTePUCTHKH KO Ke TO
pas3iuKyBaar ol MpPOU3BOIUTE  Ha
KOHKypeHIIMjaTa. 3a Ja ce HHCIUpUpa
noOapyBaukara 3a ofjpeicH OpeH, Mopa Ja
My Ce JIOTIaIHe Ha MOTPOIIYBAYUTE, J]a UM Ce
MOHYAMY BO BHCTHUHCKO BpeMe€ U Ha
BUCTHHCKOTO  MecTo.  [loTpomryBaunre
CTaHyBaaT MOTHUBUPAHU KOPUCHUIIIUA U
JojalTHM ~ Ha OpeHJ0T Bp3 OCHOBa Ha
MO3UTHUBHU JINYHU UCKYCTBA KOU BJIMjaaT Ha
TOA TOTPOITYBAaYOT Ja IMOYHE J]a BEpyBa BO
OpeHIOT M Ja TMOoYHe Ja TIo KYyIyBa.
Kommanujata xoja co3mgaBa OpeHg mMopa aa
OJIp’KyBa BPCKM CO TOTPOIIYBAYUTE M Jca
rpajd TOBP3aHOCT €O OpeHaoT, camara
KOMIIaHHja CcO OpeHIOT, MOBP3aHOCT Ha

5 Broadbent,. A., (2015), Brand activation and its role
in driving consumer engagement and awareness,

TIOTPOIIYBAYOT CO GPEH/IOT ¥ MOBP3aHOCT Ha
IIOTPOIITYBAYOT CO OPEH/IOT.>

Ciauka 2.

Mpeno3HaT/IMBOCT Ha 6peHaoT
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Uzsop: Keller. L.K (2010), Brand resonance
as a strategic marketing tool, Tuck School of
Business Dartmouth College,
http://www.consumerbrandrelationships.org/
media/uploads/images/presentations/2010/2
010%20

Bpenaor HocH moBeke MpeaHOCTH 3a
KOMITIaHWjaTa, KOM CE€ OrjielaaT BO TOa IITO
KOMIIaHHUjaTa o 3rojJeMyBa CBOjOT MPHUXO U
yAael ~ Ha  TaszapoT, ce  u3berHyma
YyBCTBUTEITHOCTA HA I[aHaTa, Ce 3roJieMyBa
JI0jaJTHOCTa Ha KYIyBauWTe, CE 3roJeMyBa
npodurabuIHOCTA, ce 3rojemMyBa
MOOMJTHOCTa Ha BpaOOTEHUTE U HACOYEHOCTa
KOH W3BpIIYBaKHETO Ha 3a/Ja4ylTe M Ce
3acHiyBa WMHUIIOT Ha KOMIIAHHMjaTa TPEKY
uaieHTudukanjata Jeka  KOMITaHMjaTa
00e30emyBa moceOeH BHUJ Ha MPOU3BOIU U
rMa noce0eH MpucTan KOH KyIyBauuTe.

3akiay4ok

MapkeTHHT OpUEHTHPAHUTE KOMITAHUU
Mopa MOCTOjaHo Jia TH cJeaT TPEHAOBUTE BO
pa3BoOjOT Ha MAapPKETHHIOT KAaKOKJIOYYeH
(dakTOp 3a HUBHHMOT pacT W pa3BOj H
3aJp)KyBame Ha CBOUTE MO3MIIMHU HAIla3apor,
CTeKHYBamb€ YIJIel W 3ajakKHyBame Ha

https://econsultancy.com/brand-activation-and-its-
role-in-driving-consumer-engagement-and-aw



UMHIIOT Ha KoMIaHujata. MMupor Ha
KOMITaHMjaTa C€ Tpaad Kako u3pa3 Ha
YyBCTBA KOU KYIYBAaUMTE€ U JIy[€TO THU
MCKa)KyBaaT BO BPCKa CO KOMITaHHUjaTa, a ce
oJHEecyBaaT Ha  IPOU3BOACTBOTO  Ha
HEJ3UHUTE MPOM3BOAM, PpE3yATaTHUTE Of
HEj3UHOTO (uHAHCUCKO paboteme,
TEXHOJIOIIKK pa3BOj M CTHJIOT HA JIUJIEPCTBO
Y MEHAIIMEHT.

Bbpennot, HeroBaTa BpeJHOCT U HMUII
ce OJHECyBaaT Ha OMIITAaTa MEpIenuuja u
YyBCTBAa BO BpPCKa CO CO OpPEHIOT INTO TH
uMaar KynyBauute. BpeHot ce rpaau co men
Ja ce BiWjae Bp3 Ieplenuujata Ha
KyIyBauuTe U HUBHHOT OJHOC KOH OpeHO0T,
OJTHOCHO JIa C€ J0BeJaT BO cocTojba Ja To
KynyBaaT OpeHJOT U Ja Ouaar NpuBp3aHU
KOH Hero. bpeHa0T e HeronupIIMBO CPECTBO
Ha KOMIIAHMUTE KOE€ TO KOpUCTAaT 3a Ja
rpajar JoOpH OJHOCHM CO  KYIyBauduTe.
Komnanuute mnpeky OpeHIUpPamETo U €O
HAcOUyBamke KOH MOTPEOUTE M HKeIOHTe Ha
KyIyBaunuTe BpmaT audepeHmujanmja Ha
CBOMTE NPUO3BOAM, T'M INPAaBAT KyNMyBaYHUTE
JOjalHA, a JI0jaTHUTE KYIyBauyd TH
NOBTOPYBaaT  KyIllyBamaTa Ha  HCTHOT
MIPOU3BOJI M O] UCTaTa KOMITaHHja.
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Abstract

The price is one of the most important
marketing mix instruments, used alone or in
combination with other instruments, to
enable the realization of the goals of the
company. Price is an instrument, not an
objective of marketing activities. It is a
strategic and tactical variable that affects the
volume of sales and as well as short-term
profits, but also affects the return on
investment in the long term. The process of
making a decision about the price, requests
carefully solution about the price, that it is
acceptable to the consumers, but also it is
convinient to make a profit for the business
entity. Such goals are often in conflict and
can be diametrically opposed. When using
price competition, the company emphasizes
the price as important, and it behaves in order
to beat the competitive price. In order to be
useful price competition it is necessary to
have low cost of the product. The lowest-cost
utility is most profitable.

Keywords: costs, price policy, prices,
methods of calculating prices, marketing,
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KAJIKYJIAIMJA HA IEHA HA
YUHEIBLE U METOJU HA
YTBPAYBAIBE HA IEHU HA
I'OTOBH ITPOU3BOJAU

AncTpakr

Ilenara npercTaByBa €/1€H O]l Haj3HAYajHUTE
WHCTPYMEHTH Ha MAapKETUHT MHKCOT KOj
KOPHUCTEH CaMOCTOJHO HJIM BO KOMOMHaIIW]a
CO OCTaHATUTE WHCTPYMEHTH Tpeda na
OBO3MOJKM peajd3alldja Ha LEIUTe Ha
npernpujatiero. LleHara e HHCTpyMEHT a He
LeJl Ha MAapKeTUHI akTuBHoctuTe. Taa
MpeTCTaByBa CTpaTeTUCKa H  TaKTHYKa
MPOMEHJIMBA KOja BiMjaeé Ha O0EMOT Ha
npoaax0a ¥ Kako M Ha JOOMBKAaTa Ha KPaTOK
POK, HO BJIMja€ U Ha IPUHOCOT HA BJIOKEHUOT
Kanutal Ha goir pok. Kora ce monecysa
OJUTyKa 32 [IeHaTa MOpa Jla ce BHUMaBa Taa Jia
Oune npudarauBa 3a NOTPOLIYBAuYNUTE, HO U
Ja OocTBapyBa J0OMBKa 3a JIEIOBHHOT
cy0jexT. BakBuTe 11€71M 4eCTO Ce BO Cyqup a
MOJKe J1a OuJaT U AMjaMeTpaIHO CIPOTUBHHU.
[Tpu xopucTeme Ha IEHOBHA KOHKYpPEHIIH]a,
NPETHpUjaTHETO ja HarjacyBa IIeHaTa Kako
OuTHa, a ce OJHEeCyBa CO el Ja ja mooeau
KOHKYpEHTCKaTa IieHa. 3a Ja Ouje KopucHa
IIEHOBHATa KOHKYPEHIM]ja TOTPEeOHO € J1a ce
UMaaT HHMCKM TPOLIOLUM HA IPOU3BOMAOT.
[IpernpujaTueTo €O HAJHUCKH TPOLIOIU €
HajTIpOPHUTAOHITHO.

Kiay4Hu 300poBH: MapKEeTHUHT, TOJIMTHKA HA
LIEHH, [IEH!, METOAM Ha MpecMeTKa Ha 1IeHH,

Tpomonuu
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1. IlenaTa KaKoO HHCTPYMEHT HA
MApPKETHHI MHKCOT

Ilenata e WHCTPYMEHT a HEe Iel Ha
MapKeTHHI aKTHBHOCTHUTE. Taa mpercraByBa
CTpaTerucKka M TaKTHYKa IPOMEHJIMBA KOja
BJIMjae Ha 00EMOT Ha MpoJax0a M Kako 1 Ha
noOuBKaTa Ha KPaTOK POK, HO BJMjae W Ha
NPUHOCOT HAa BIJIOXXCHUOT KaIllUTaj Ha JIOJIT
pok. Kora ce monecyBa oiiyka 3a LeHara
Mopa Ja ce BHUMaBa Taa Ja Ouze
npudatianBa 3a MOTPOLIYBAadYMTe, HO U Ja
ocTBapyBa JOOMBKa 3a JIEJIOBHHUOT CYO]jEKT.
BakBuTe nienu gecto ce BO Cyaup a MOXKe Ja
Ougar W IUjaMeTpalHO CHpOTHBHHU. [lpm
KOPUCTEH¢ Ha [IEHOBHA KOHKYPEHIIH]a,
MPETIPUjaTHETO ja HarjacyBa II€HaTa Kako
OuTHa, a ce oJIHecyBa Co IieN Ja ja mobeau
KOHKYPEHTCKAaTa lLieHa. 3a Ja Oujie KopucHa
[ICHOBHATa KOHKYpPEHIIMja MOTPEeOHO € J1a ce
MMaaT HHCKH TPOIIONM HAa MPOM3BOJIOT.
[IpeTnpujaTieTo cO HAJHUCKH TPOIIOLU €
HajupopuTadMiIHO. 3a HaMalyBamke Ha
PH3MKOT TIpH JOHECYBame Ha OJUIYKH 3a
[IEHUTE TOTPEOHO € Ja ce MMaaT MIPEIBU]T
CHTE peNieBaHTHH (akTOpu W Ha CeKoj
(dakTop na My ce nane cnenuduyHa TeKUHA
Koja ja MMa BO JaJieHa CHUTyaluja.
Panmonanauor mpucran Bo (HOPMHPAEHETO
Ha IICHUTE OBO3MOJXKYBa JIa BO CeKoja (ha3za Ha
aHamM3a  Cce  KOPHUCTaT  peJieBaHTHU
uHpOpMaIUu BO JIeTTyBabETO Ha
nooanenHuTe daktopu. OykaTta 3a EHU
Tpeba ma Ouae BO BpCcKa CO OCTaHATHTE
MHCTPYMEHTH Ha MapKeTHHT MUKCOT. Cekoja
IpoMeHa Ha MPOHM3BOAOT, IPOMOIIMjaTa,
nucTpuOynujata O6apa NpPEUCIUTYBamke Ha
yjaorata Ha IieHata BO KOMOWHAIHMja CO
WHCTPYMEHTHTE 32 OJIpeieH  Ia3apeH
CEeTrMEHT.

Ilenara e edgeH ojJ e€IEMEHTUTE Ha
MapKeTHHT MHUKCOT KOj OCTBapyBa HpPHUXO],
CHTE€ OCTaHATH TMPETCTaByBaaT TPOIIOK.
Ilenata, wucTO Taka € eI€H  Of
HajQJICKCUOMITHUTE €IEMEHTH Ha MapKETHHT
MukcoT. Toj eneMeHT Moxe Op30 1a ce
MEHYBa 32 pa3JfKa OJ KapaKTePUCTHKHUTE Ha

6 Hoffman,K.D., Czinkota,R.M., Dickson,R.P., Dunne, P.,
Griffin, A.: Marketing principles and Best Practices, 3th
Edition, South-Western College Pub., 2004, p. 112

MPOU3BOJIOT U KaHAJIWUTE Ha AUCTPUOYIHja.
[Tonutukara Ha 1eHW € 30uMp Ha Hadena
CIiopesl KO C€ BOJAT LIEHUTE BO YCIIOBHU Ha
IIPOMEHH KOM HaCTaHyBaaT Ha 1ma3apoT. Kako
OCHOBHM LIEIM Ha TMOJMTHKATa Ha IIEHU
MO’KEMe J1a T M3/IBOMME CleIHIBeE:®

e OrmcraHoK Ha KOMITaHHUjaTa

e  MakcuMu3upame Ha MOMEHTATHHOT
npodut

e  Maxkcumuszupame Ha ma3apHuoT yael

o BOI[CTBO BO IIOIJICA HA KBAJIMTCTOT HA
IIpOU3BOJOT

[Ipy mnacMaHOT Ha CBOUTE MPOU3BOIH
KOMIIAHUUTE MOpa Ja Kpeupaar ycCHellHa
KOMOWHAIMja Ha BUCTHHCKH TPOM3BOJ, CO
npudarauBa IieHa, IMTO Ke Ouge Ha
BHUCTHHCKO MECTO, IIPETCTaBEH CO Hajmobpa
npomonja. HWmajku BO mpenBup  Jeka
MIPOU3BOJIOT MHHYBa HU3 rojieM Opoj ¢aszu
(om oco3HaBame Ha WHIejaTa, MPEKy
UCIIUTYBamkbe Ha HJEjaTa, W3TOTBYBAmkE HA
npeTGU3nOUIUTH 1 (PU3UOUITUTH CTyAHja,
WHBECTHIIMja BO KalMTAJIHU A00pa U camara
peanu3zanyja Ha MPOU3BOJHUOT IMPOIIEC),
HQjIPBUH €  HEONXOJHO  KBAJUTETHO
MapKeTUHT HCTpaXK<yBame 3a MOTpeduTe Ha
nazapot. OTKako ke ce JoHece OJulyKaTa 3a
UHBECTHpame, HEONXOJHa € aKTHBHA
poMoIja Kaj NOTEHIIN]aJTHUTE
WHBECTHTOPH (3a 1a ce o0e30enat cpencrna
3a peanu3alija Ha MHBECTHUIMjaTa), Kaj
JoKamHUTE BiactTh (ga ce o0e30enmar
NOoTpeOHUTE J103BOJIU U PELICHH]a 3a JIOKaJTHa
MOCTAaBEHOCT Ha NIPUO3BOTHUTE
KalanuTeTy), Kaj IOLIMpoKaTra JIOKalHa
JaBHOCT (3a na ce o0e30eau kBanupuKyBaHa
paboTHa cuia) M Kaj CHUTE MOTEHLUjaHU
KyITyBa4H Ha MPOU3BO/IOT.

[Ipou3BoOT CO CBOMTE KapaKTEPUCTUKH,
KBJIUTET U LI€HA € TOj KOj Ha MPEeTIpHUeMadyoT
WM ke My JIOHECEe MPOCIEPUTET WM IaK
MpomnacT. 3aBUCHO OJ1 TOa KOJKY M KaKo Ke
Ouge TNPOMOBHpAH IPOU3BOAOT  IPEKY



Hajpa3IUYHUTE MEIUYMH TOJKY HUCTHOT Ke
oune npudareH Ha ma3apor.

@DUHAHCUCKUTE pe3yaTaTd KOU IITO TH
MPEIU3BUKYBA €/ICH MPOU3BO]] HECOMHEHO €
HAjI0OpHOT  MHAMKATOp 32  HEromaTa
YCIICNTHOCT M CTAJMyM BO KOj Ce HaoraaT Ha
nazapor. He cexoram QuHancunre ce
NPECyIHH 3a €ICH MPOU3BOA Ja ce oTdhpiu
WJIM OCTaHe BO MOPT(OIMOTO.

HajmpBo, Tpeba ommro ga ce pasjacHar
pa3MYHUTE BUJIOBH HA TPOIIOLUU KOU IITO
Tpeba /1a ce 3eMaT BO MPEIBU/I IPU KPEHPAhE
Ha [IeHaTa Ha Mpou3Boa0T. [IpeTnpuemaunre
HajuecTo aHaju3aTa ja u3paboTyBaaT MHOTY
€IHOCTaBHO M HajuecTo BO I[eHAaTa Ha
MIPOU3BOJIOT T'M BKAJIKYJIMPAAT TPOIIOIHUTE 32
HErOBO TNPOM3BOJICTBO, T.€. II€HAaTa Ha
YHHEHE, WK, TUTYC Mapka 0e3 MpEeTXO0JHO
JETaTHO TIPECMETyBamkbe Ha OCTAHATHTE
U3JIATOIIH.

Kako BTOpa Hajuecta mpuyMHA KOja IITO
NPEeTIpUEMAYUTE ja HaBEIyBaaT 3a HEYCIeX
Ha OM3HHCOT € HEMOXKHOCTA 32 TMOKPHBAE
Ha Tpomorure. Toa e mocienuiia Wik Ha
HE/IOBOJTHO rojiemMara Mpojjak0a Wi 1mak Ha
jgomio  ¢GopMHpaHa TpOJAXKHA IICHA Ha
MIPOM3BOJIOT/yCIIyTata Koja Bo cebe He T
COIAPXH CUTE TMOTPEOHM TPOIIOIM 32
MOKpUBamke TMPH IUIAHUPAHHOT 00eM Ha
npoaaxo6a. TakBoTO mpecMeTyBame € MHOTY
norpentHo. Cekoj OM3HUC € pa3IMYeH Taka U
TPOIIOLUTE, HO HAjUeCTO BO IieHaTa Tpeba Ja
ce BMETHAT: TPAHCIOPT, CKIAJAHPAE,
MapKETUHT, PEXKUCKH TPOIIOIH, IJIaTH, KO
HE Mopa Ja OujaT u3pa3eHd BO TOYHH
ariCOJIyTHU OpOjKH, TYKYy CaMO KaKO pamKa
Koja Oum o00e30enyBajla CHUTYpHOCT MpHU
MIPECMETYBAKETO.

Bo Texor Ha kuBOoTHHMTE (asm Ha
MPOU3BOJIOT IICHATAa U MaprHHATa Bapupaar
BO OJTHOC Ha TPOAAYKHATA U MAPKETHHT IIeJITa
KOja IITO caka Ja ce TMmocTurHe. Bo
nmoYeTHUTE (ha3u KOTa MPOU3BOJIOT CEYIITE Ce
mpoOuBa Ha Ma3apoT, MapruHaTa € momajia u
BO HAjTOJIEMHOT JIeJT CITYKH 32 TOKPUBAhE Ha
MapKeTUHT Tpomonure. Bo mnoponHuTe

7 Hirshleifer, L., Glazer, A., Hirshleifer, D.: Price theory
and Applications: Decisions, Markets and Information, 7 th
Edition, Cambridge University Press, 2005, p.67

¢da3u, cayxu Kako MPOCTOp 3a MOBPEMEHHU
TIPOMOIIMH ¥ KaKO eKCTpa 0CTBapeH npodur.’

Ce e BO 3aBUCHOCT O] IpUpojaara Ha
MMPOM3BOJIOT M MA3apoT Ha KOj IITO paboTH,
HEKOM IIPOU3BOJM “Tprar’ MHOTY IOr0JEMHU
OTCTalKH, J10/IeKa HEKOM C€ Ha IparoT Ha
pertadbmiaHOCT. TOYHOTO TOCTaByBame Ha
TPOUIOLIUTE U MPECMETYBakE¢ HA MapTUHUTE
Mopa naa Ouae JOUPEKTHO U3BEICHA Of
11a3apoT BO COTJIACHOCT CO MOXHOCTUTE Ha
npernpujatuero. JJoKoJaKy He ce ycoriacar
MOTpeOUTE TOTall UCTUOT MPOU3BOJ HE CMEe
Ja ce KoMepuwjanusupa, OuAejku ke TO
JOBEIC MPETIIPHJaTUETO BO 3aryoa.

3a MMOYeTOK TPOLIOLUTE Ha KOMIIaHHUjaTa
Tpeba nga Owmmar TO4YyHO JchUHHUpAHHU,
OJTHOCHO J1a C€ YTBPAM KOH ce (PUKCHH, a KOU
BapHujabuiHu. 3a pa3irKa of BapujaOMIHUTE
32 KOM c€ 3Hae 3a KOj MpOU3BOJA Ce
onHecyBaar, (QuKcHUTEe Tpeba Ja ce
NpoIeHaT © Ja C€ OJIpead KOJKaBO
KOJIMYECTBO oTmara TOKMY Ha
aHaM3UPaHuoT pou3Bo. [1o nepunnnmja e
MHOTY JIECHO J]a C€ MoJieaT, HO BO Ipakca
MHOTY OJ1 HUB C€ TIOMEIIIaHH.

Bropuot nen e anann3a Ha MOMEHTaJIHATa
nmosioxk6a Ha npou3BojoT Ha nazapoT (BCG
MaTpulla) ¢  HeroBara BpEOHOCT  3a
KOMITaHHjaTa. Jokonky KOMITaHHjaTa
noceayBa HeKoj Mpou3Bo koj mto e “Cash
Cow” moTpebHO € Ja ce mpecMeTra KOJIKY €
TOYHATa pa3liiKa BO I1[€HA OJJHOCHO MPO(UT
KO] IMITO TOj] ja ocTBapyBa. DOUKCHUTE
Tpowonu ce mpedpaysaar camo Ha “Cash
Cow” mpou3BOAMTE CO IITO OCTaHATHUTE
TIPOU3BOIU BO nopThOIUOTO ce
ocioboayBaaT o GUKCHUTE Tpomonu. Bo
TOj MOMEHT MOXeE Jia ce aHaIu3upa
BHCTHHCKATa cOCT0j0a Ha MPOM3BO0T.8

2. KaakyJjanuja Ha 1[eHATa HA YHHEbe
IIpon3BOACTBOTO HE MpPETCTaByBa LEI

camo 3a cebe, TYKy IMpercTaByBa

3aJJ0BOJIyBamkbE Ha ONpEAEICHH MOoTpedu. 3a

Aa Ipou3BoACTBOTO 6I/I)16 OINITUMAJIHO, MOpPa
Ja CC HallpaBaT KaJKyJalluh Bp3 OCHOBA Ha

8 Ucro, orr. mwr, ctp. 69
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KOM K€ CE YTBP/IU JIJIH OIIPE/IEIICH MMPOU3BO/
ke ToMHUHEe"* Ha ma3apoT. O KBAIUTETOT Ha
MPOU3BOJIOT WM yCIyraTa, MakK, 3aBHCH U
neHara. Bp3 ocHoBa Ha TOHygara u
norpebaTa 3a OJpPEACHHM NPOU3BOIU (CO
olpefeH KBaMTeT) ce ¢dopMupa H
nobapyBaukara 3a oapeieHu npousBoau. Ox
CHTE OBHE OJHOCH 3aBUCH TI0 KOja IIeHA,
OJpeIecH TOW3BOJ WJIM YCIIyra, MOXaT Ja
OujaT MOHy/IEHU Ha 1a3apor.

CunHara KOHKypeHIIMja Ha Ia3apoT MU
TOJIEMUTE TPOILIOIH BO MPOU3BOICTBOTO O]
MaTepHjajieH U HeMaTepHjajieH KapakTep KOH
JTMPEKTHO BJIMjaaT HAa BUCMHATA Ha IIeHATa Ha
yuHeHE, Oapa oa MeHayepure OyaHO
CIIC/ICHbE Ha TPOILOIMTE O MOJIrOTOBKAaTa Ha
MPOU3BOJHUOT TMPOIEC 10 J00MBambe Ha
¢dbunaneH npousBoja. Toa 3HauM, JeKa eaHA
O]l OCHOBHHTE 33/1a4d Ha CMETKOBOJCTBOTO
JIeHeC, € Jia HampaBu IPECMETKOBHA
KaJKyJlaluja, Ja ja YTBPAM IICHAaTa Ha
YMHEHKE Ha 3aBPIICHOTO IPOU3BOCTBO,
MOJTYTIPOU3BOJIOT " HEIOBPIICHOTO
MPOU3BOJICTBO, BKYITHO M IOCIAWHEYHO 3a
CeKO] VYYMHOK, KaKO HW Ha HHBO Ha
OpraHU3allMOHU EJIMHUIM U KOMITaHUjaTa BO
nenoct. CMETKOBOJCTBEHATa IOJNMTHKA Ha
KOMITAaHUUTE BO IMOTJIe]T Ha (POPMUPAKHETO HA
[[eHaTa Ha YWHEHE Ha TPOM3BOJIUTE W
TPOIIOLIUTE WHKOPIIOpPUpPAaHU BO Hea, MMa
CUJIHO BJIMjaHUE Bp3 MIPAaBUIIHOTO
yIBpJyBambe Ha (DUHAHCUCKHUOT pe3ynarar.
Hcto Taka, Taa mpeTcTaByBa M OCHOBA Bp3
Koja ke ce rpajgaT MPOJAXHHUTE IEHH Ha
npousBoauTe. Tpeda na ce 3eMe BO PEIABH
u (GakToT JeKa MOCTOM OAPEJECHO HHUBO HA
cnobona (HO W orpaHuvyBama) Koja HHU ja
naBaaT MeryHapOJIHUTE CMETKOBOJICTBEHHU
CTaHJapAH BO JIOHECYBAETO Ha
CMETKOBOJICTBEHUTE MOJMTUKU IO OJHOC Ha
OBa Tpamame. 3aToa BO IpakcaTa JIeHeC ce
M0jaByBaat pa3jIMyHU MOJICITH Ha TPaJICkhe Ha
[leHaTa Ha YWHEHEC W CBHICHTHpAamE Ha
MIPOU3BO/ICTBEHATA BPEAHOCT, IITO O Apyra
CTpaHa, CO3/laBa IMOTECIIKOTHH BO TOTJIE]] Ha

% Crojanosuk, T., Hukomockw, I., KHUTOBO/CTBO Ha
MHIYCTPUCKHTE ¥ TPrOBCKUTE MPETIpHjaTHja CIopes
€IMHCTBEHHUOT CMETKOBO/ICTBEH ITaH, EKOHOMCKH
¢axynret, Cxonje, 1962, ctp.445

YHUBEP3ATHO
npobJieMaTrKa.

IMon kankynmammja ce  moxapasdupa
MpecMETKa Ha TPOIIOIUTE CHCTEMAaTH3HpPaHH
BO KaTETOPHH CO I1eJ J1a ce 1o0ue 1ieHara Ha
upHeme 1o exuHuNa yduHOK.® Ilokpaj
YTBPAYBAakETO HA IIEHATa Ha YHHEHE Ha
MIPOU3BOJIUTE, BO MPOU3BOJHUTE KOMITAHUH,
KaJKylnanujara Tpeba Ja ja ompeneid u
BPEIIHOCTA HA HEJIOBPIICHOTO U 3aBPIIEHOTO
MIPOU3BOJICTBO.

Co xankymangjata ce OmIpezeiyBa
BHUCUHATA, HUBOTO Ha TPOUIOLUUTE IO
eIMHUIIA IPOM3BO/I. 3anaua Ha
KaJKylanujara JeHeC € Ja ja yTBPIU
OYCKyBaHaTa WJIM CTBApHATA [IEHA HA YNHCHEC
Ha MTPOU3BOJIUTE U JIa TPETCTaByBa OCHOBA 32
JIOHECYBambE€ Ha Pa3HU JICJIOBHH OJJIYKH BO
paboTemEeTO0 Ha KOMMAaHUUTE. 3HA4M, Taa
Tpeba BO KOHTUHYUTET U BEPOAOCTOJHO JIa IO
MHMOPMUPA MEHAIMEHTOT 32 CIeAHOTO:

- CTpYKTypara, BUCHHATA u
JTMHAMHUKAaTa Ha OCTBApyBamkbe Ha TPOIIOIUTE
u QopMmHpame Ha IIeHaTa Ha YMHEHE Ha
YUYUHOIIUTE 3apajyl TOHECYBamE HA JCIIOBHU
OJUTYKH M OCTBapyBambe Ha PEHTAOUITHOCTA;

- oTcTamyBamara MoMely IUIaHOT H
OCTBapeHUTE TPOLIOLM Ha IPOU3BOACTBO,
3apaJyd KOHTpOJa Ha EKOHOMMYHOCTa H
MIPOAYKTUBHOCTA,

- 7la asie TIOJaTOIH 3a BPeIHYBamke Ha
3aJIMXUTE Ha IPOU3BOIM KOU BO KOMITaHUjaTa
ke ce TpOIIaT 3a COICTBEHU NOTpedH;

- mogaTouM  3a  MOTpedbWTe  Ha
dbopmHupame Ha TpoJaKHATa IICHA Ha
YYUHOLIUTE;

- nmojgaTonM  3a  MOTpeOUTe  Ha
yTBpAyBambe Ha (PMHAHCUCKUOT PE3yJITaT 1O
YYUHOIIY WU TPYIH HA YYUHOIIN;

- CNEMEHTUTE 3a BpEIHYyBame Ha
HE/IOBPILIEHOTO IMPOU3BOACTBO U TOTOBHUTE
MIPOU3BO/IN;

- mojaTomuTe 3a MOTpeOuTe  Ha
JITEPHATUBHOTO JEJIOBHO OTyYyBambe.

peiraBame Ha OoBaa

10 Tumutposuk [lanoma, Jb., Maprukuk, C., [leTkoBHK, r.,
PauynoBonctBo, Exonomcku ¢akynrer, Cyboruna, 2004,
crp. 328
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Nudopmanujara koja Kajkymamjata ja
JaBa BO TIOTJIE[ Ha IleHaTa Ha YHUHEHE ©
oco0eHO 3HauajHa 3a YTBpAYBamke Ha
NMpoJakHaTa IeHa Ha mpousBoauTe. Taa ke
MpeTcTaByBa Ipar Haja Koj ke ce (opmmupa
npoxaxHara 1ena. Ce pazoupa, npojaxHaTa
[IECHa BO MHOTY 3aBHCH M O] Ma3apHHUTE
YCIIOBH, HO CETaK, KaJIKyJlalfjaTa Ha [IeHaTa
€  TMPBHOT, I[OYETHHOT  YEKOp  BO
dbopMHpameTo Ha  TpOJAXKHATA  IICHA.
MeHaMEeHTOT Ha KOMITaHH]jaTa CEKOTalll € BO
MPEAHOCT JIOKOJIKY ja iMa nH(popmarmjara 3a
1ieHaTa Ha unHewe. Co MOMOIIl Ha TTAHCKUTE
KaJIKyJIalliy, BeHAII K& UMa OJIrOBOP Ha TOA
Janu Mpou3BoJoT (OapeM IO OCHOB Ha
1ieHara) ke Oujie KOHKYpeHTEH Ha T1a3apor.

Kankynanujara Ha 1[eHaTa Ha YHHECHE BO
ceOe Tpeba J1a TH BKIYyYH CUTE MPOU3BOIHU
Tpomonu. Taa Tpeba ma ru omndaTu cute
TpoOmIONK 3a Ha0aBKa, TPOIIONUTE 3a
KOHBEp3HMja M JPYIUTE TPOIIOIH KOHU Ce
HaIpaBeHH 3a JIOBEYBamkEe Ha 3aJMXUTE BO
HUBHATA CETaIllHA JIOKAIMja 1 cocTojoa. !

3. Meroau Ha yTBpAyBam€ Ha HeHA Ha
rOTOBH NMPOU3BOIH

LlenuTe Ha Mpou3BOAMTE Ce OUTEH (haKTOP
Ha JICIOBHHOT pE3YyJITaT, OJHOCHO Ha
HEeroBaTa MaKCHUMajH3allija Kako BPXOBHA
1en Ha cekoe mpetnpujatue. OBa moceOHO
Tpeba Ja ce Hariacu JeKa He caMoO Kako
apUTMETHYKa BPEAHOCT, KOja IOMHOXEHA CO
peann3upaHuTe KOJIWYMHHU, TO OJApeIyBa
M3HOCOT Ha OCTBAPEHHUOT MPHUXO/I, TYKY Ipe.
ce Kako HMHCTPYMEHT Ha Mpoaaxbdara Koj
Tpeba /Ja MOMOTHE BO JIOCTHTHYBAambETO Ha
OHOj 00eM M OHaa CTPYKTypa Ha mpojaxoOa
KOja, 3aeHO CO IleHaTa W TPOIIOIHTE 3a
TAaKBUOT 00€M U CTPYKTYypa Ha MPOU3BOIHO —
MpOJaXHaTa aKTHBHOCT, K€ TO OBO3MOXAT
HAaj100pHOT JIeJI0BEH pe3yTar.

u MefyHapoaHU CMETKOBOJCTBEHH cTaHAapu, CiyxOeH
BecHHUK Ha PM 6p.94, Cxomje, 2004

3aBuCcHO oJ prdareHara MoJIUTHKA Ha IICHU
U KOHKPETHUTE YCJIOBH Ha (QopMHUpame Ha
1eHH, (HOpMyTUpamkEeTO Ha TPEAIOrOT Ha
MPOJAKHUTE I[[EHU Ha TMPOU3BOJAUTE U
YCIYTHTE HA MPETIPHUjaTHETO MOXeE J1a Oujie
3aCHOBAH Ha:

e MeTo0T Ha BKYITHH (ITOJTHHU) TPOIIOIIH,

e MeTooT Ha Tpomony Ha nu3paboTka,

e MeTooT Ha MapruHaJIHU (BapujaOuIHM)
TPOIIOIH U

OMCTOI[OT Ha CTallka Ha IIPUHOC Ha
AHTAKUPAHUTE CPCACTBA.

- Memoo na ékynnu (nonnu) mpouioyu

MeronoT Ha TOJMHUM TPOLIOUM  BO
dbopMupameTo Ha MNPOJAKHUTE IIEHH Ce
CILY>KH CO:

- [Ipoceynure  1NOJHH, OJHOCHO
BKYITHU TPOLIOLM HA MPOU3BOAOT, OJTHOCHO
CO TIoJTHaTa (KOMEpIUjaTHa) [IeHA Ha YNHEHE
110 €AMHUIIA IPOU3BOJ U

- CTarKaTa Ha HETO pe3yJTar.

3a moTpebuTe 3a MNpUKAXKyBame Ha
CYIITHHATa Ha OBOj METOJI Ha (popMHUpame Ha
[[eHa Ke ce IMOCIy)XHMME CO IpUMep Ha
TpoOYJieHa Tpyna Ha IMPOMU3BOIM 3a Koja,
COTJIACHO  MpOJaXHATa  TOJHWTHKAa  HA
NPETHPUjaTHETO BaXKW €AMHCTBEHA, HO BO
OJHOC Ha Jpyrd TIpyHud Ha IPOU3BOIY,
pa3nMyHa cTamka Ha HETo  JOoOMBKa.
[Tpou3Bo0T A ke uMa yiora Ha CTaHapAcH
NPOU3BOJI CO Bepu(UKyBaHAa NPOJAKHA
neHa. Jlo mpomakHaTta meHa Ha MPOU3BOIOT
110 METOJIOT Ha BKYITHH TPOILIOLH, K€ JI0jeMe
CO clie/lHaTa MOeAHOCTaBeHa KalKyJauja:

12 Monroe, K.: Pricing, making profitable decisions, Mc

Grow Hill, New York, 1990, p.211
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Enementn IIpousBoau
A B C
1. Tpomomnu Ha MeTepHjaI Ha U3pabOTKA 100 200 300
100 80 60
2. Ilnatu 3a uzpabotka 3.OnmTH TPOIIONH Ha TPOU3BOICTBO 100 90 30

4, Tpomonu Ha nmpou3BoacTBO (1+2+3)

5. Tpomonu Ha mpomax6a 1 MEHAIMEHT

300 370 440
100 110 80

(komepiHjaiHa [IeHa HA YHHEHC)

6. Tpomonu Ha NPOW3BOACTBO, mpojaxba u MeHanment 400 480 520

7.  Jlo6uBka -20% Ha mpoceYHU MOJHU TPOIIOIH

80 96 104

8. [IponaxxHa nieHa 6e3 JaHOK

480 576 624

bunejku Hajuecto cranyBa 300p 3a
MPEIKAIKYIalnja, MPOCCYHUTE OYCKYBaHH
WIA CTaHJApJHU TPOIIONM IO EIWHUIA
NPOU3BOJ,  MPETCTaByBaaT  peJIeBaHTHA
OCHOBa 3a IpPECMETyBame Ha IUIAaHHpaHATa
CTallka Ha HETO Pe3yJITaToOT Ha MPOU3BOJIOT.
CBojara TmomynapHOCT OBaa MeTojxa 3a
dbopMupame Ha I1EHH, ja JIOJDKM Ha
paIMpeHOTO OYEKYBambe JieKa IIEHUTe Tpeba
Ja TU TOKpUjaT TPOCEYHUTE BKYITHU
TPOIIOIM HA MPOU3BOAOT M HA BEPYBAHETO
JIeKa Toj mpucTar 06e30e1yBa CTaOUITHOCT Ha
MOHy/IaTa O] CTpaHa Ha MPOU3BEIYBAYOT U
Taka JOMPUHECYBa 3a BKyIHaTa TMa3apHa
crabmiHocT. TakBOTO pa3MuUCIyBame €
MOTOJJHO  TOCEOHO  BO  JIOJTOpOYHATa
MOJUTHKAa Ha T1eHu. Meryroa, TOKpaj
NpUJOOMBKUTEH Ha OBOj METOJ My ce
yIaryBaar W OJIpeJIeHH IIPUTOBOPH, U TOA HE
caMmo O] aCMEeKT Ha KpaTKOPOYHAaTa MOJUTHKA
Ha [eHW. TakBUTE NMPUTOBOPU MOXKAT Jaa
OumaT CBEIEHM Ha HEKOJKY TJaBHU
orpaHuuyBama Ha 0Boj MeToJ. I[IpBo, TOj HE
I'M yBaxyBa JOOpPOBOJIHO edekTure Ha
€aCTHYHOCT Ha  TOHY/AaTa, OIHOCHO
OapamaTa Ha OJMMTUKATA Ha [IEHH, TIa HY)KHU
ce amanTaldd Ha IEHWTE OJ CTpaHa Ha
MeHayMeHTOT. BTopo, 0BOj MeTox He ja 3ema
BO TIpeIBHJ KOHKYpEHIIMjaTa, OJHOCHO
MOXKHOCTa JIeKa JIpyr'uTe MpOU3BEAyBaun
MOJKaT Aa Oumatr moeuKacHH O] Hac W Ja
MMaaT TIOHUCKH MPOCEYHU TPOIIOIH 32 UCTU

13 Mcro, om.uur., ctp. 214

WJTU CIIMYHU MPOU3BO/IH, IIITO UCTO Taka 0apa
aJanTupame Ha IEHUTE KaJKyJIupaHu Bp3
OCHOBa Ha IMPOCEYHUTE BKYIMHU (IIOTHH)
Tpououu. Tpero, 0BOj METOJl ja UTHOpHUPA
MO)KHOCTa 3a IIOIpaBamkbe Ha JAEJOBHUOT
pe3yinrar co npudakame Ha HApAYKH MO [IEHH
Y TI0J1 TPOCEYHUTE MOJHU TPOIIOIHU, HO HaJ
JOJIaTHUTE, OJTHOCHO BapHjaOUITHUTE
Tpomroru. 3

- Memoo na mpowoyu na uspadomka

Metonor Ha Tpomonu Ha u3paboTKa
noara o] IpeTnocTaBKaTa JieKa
MaTepujanuTe 3a u3paboTka HE Hocar
NOOMBKa, OJHOCHO JeKa T.H. JojaJieHa
BPEAHOCT BO MPOM3BOACTBOTO Tpeda 1a bue
OCHOBa 3a IPECMETYBAHETO Ha
KapaKTCPUCTUYHUTEC OECJIHU CTaIlK1 Ha
nobuska. [lo mponaxHara 1ieHa 1O eAUHUILA
MIPOU3BO/I, BO CJICJHUOT IIPUMEP Ha TPOUIICHA
rpyra Ha IpOU3BOIHU U MPOU3BOJ A BO yjora
Ha CTaHAapJeH IpOu3BOJ, ce jgoafa co
CclieZIHaTa MOeIHOCTaBeHa KKy aluja:
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Eaementn

IIpousBoau
A B C

2. Tpomomu Ha u3paboTka

1. Tpomonu Ha MaTepHjaIn 3a H3paboOTKa

20. ITnatu 3a m3pabotka 21.OnmTu Tpoony Ha MPOU3BOJICTBO, 100 90 80

100 200 300
200 170 140
100 80 60

4. Tpowmouu Ha MPOU3BOJACTBO

5. Tpomromu Ha mponax6a U MEHAIMEHT

300 370 440
100 110 80

(komepIIrjaiHa [ieHa Ha YHHEHE)

6. Tpomonu Ha Tpou3BOACTBO, mpojaxba m meHapment 400 480 520

7.  Jlo6uska -40% Ha mpoCcedHU TPOIIOIHU HAa U3padOTKa

80 68 56

8. [IpomaxkHa 1ieHa 6e3 TaHOK

480 548 576

Jlo noOuBKaTa 1Mo €IWHHUIIA MPOU3BOJI CE
Jnoara CO TpUMEHA Ha IIeJlHa CTamkKa Ha
nobuBka ox 40% Ha MPOCEUYHHUTE TPOIIOIU
Ha U3pab0TKa HA MMOCTMHCYHUTE TIPOU3BO/IH,
u toa: 200 pmen. X 40%=80 npen. 3a
npousBonoT A, 170 men. X 40%=68 neH. 3a
npousBoaoT B u 140 nen. X 40%=56 neH. 3a
npoussoaot C.

Cekako, u oBIe craHyBa 300p 3a
MpeIKAKYIIAnja, mna MIPOCEYHHTE
OUEKYyBaHU WU CTaHAAPIHU TPOULIOLUHU IO
eIMHUIIA TIPOU3BOJ Ce MOJ00HA OCHOBA Ha
Koja ce Jo0JaBa MpecMeTaHata JOOMBKaA IO
enuHuna npousBoi. [lo cBojara uHTEpHa
JIOTHKA, OBOj METO/] MOTCeKa Ha KaJlKyJallnja
Ha MPOJAXHUTE IIEHU Ha yciayrute. Bo Toj
Cllydaj ce 3eMa ImpojakHaTa lIeHa M0 HopMa
yac WM MalIMHCKH yac. BepojatHo, Ou 6miio
OMpaBJaHO, cTalkara Ha JOOMBKa Ja ce
IUIaHWpa HW Ja UM Cce TpecMeTyBa Ha
MPOU3BOJIUTE BpP3 OCHOBAa Ha 30MpPOT Ha
TPOIIONHUTE HA M3PabOTKa W TPOIIOIUTE HA
mpoJax0a 1 MEHAIMEHT.

[Tox MeTOOT Ha TpomIONH Ha W3pabOTKa
MOXE Ja ce CTaBu H (OpMHUpameTo Ha
MIPOJIAYKHHUTE IIEHU CO TIPECMETYBarhe Ha HETO
pe3ynraT Ha MPOU3BOJUTE BP3 OCHOBAa Ha
CTaHJIapJIHOTO BpeMe Ha m3paborka. TakoB
BUJI Ha KAJIKYJIHpPamke, TO YMHU HEMOCPEIHO
BHJUTHB HETO PE3YJITATOT IO HOpMa Yac MU
HOpMa MHUHYTa, MO OCHOB Ha pa3iINYHU
npon3Bou. Kankynupamero Ha IICHHTE U
OILICHKaTa Ha pelaTUBHATa PEHTAOMIHOCT Ha
MIPOM3BOJIOT BP3 OCHOBA Ha JIOOWBKATA II0

€IMHMIIA JUPEKTEeH TPyl WM MAIIUHCKO
BpeME Ha IPOM3BOJACTBO, IOCEOHO ce
aKTyellHd BO YCJIIOBU Kora pabOTHHOT WIU
MAIMHCKUOT (ITOTOHCKHUOT) KamaluTeT uMma
yJiora Ha OrpaHu4YyBayku (HakTop.

- Memoo na mapecunannu mpouwioyu

MeTonoT Ha MapruHajJHU  TPOIIOLHU
OJIroBapa Ha KOHTPUOYITMOHUOT MPUCTAIl HA
IpauameTo 3a Gpopmupame Ha LeHuTe. 1oj
ce 3acHOBa Ha TPETIOCTaBKaTa JieKa
KOHTPUOYIIMOHHOT pe3yaTaT IpeTcTaByBa
MOMOI00HO ~ AHAJWTHUYKO  CPEINCTBO  3a
OJIpelyBam€ Ha LI€HaTa 0J1 HETO Pe3yiTaToT.
Toa moceOHO € TOYHO ako ce paboTu 3a
KpaTKOpOYHAa  MOJMTHKAa Ha LEHH W
dbopmupame Ha IEHH 3a MOCEOHH HAapaydKH,
Kora € OUTHO J1a ce KaJKyJupa cO JOJaTHU
BpeIHOCTH. PeneBaHTHM  Tpomouu 3a
dopmHupame Ha ILeHaTa ce CcaMO OHMeE
TPOIIOIM KOM JOJAaTHO Ke HacTaHAT WIIH
u3ryoar co npudakamero Win 0J10MBaHETO
Ha TPOW3BOJOT, OJHOCHO HapayKaTta.
TakBHOT mpHUCTall ja UCKIy4yBa moTpedara
3a ajloKalyja Ha OMIITUTE (PUKCHU TPOIIOIH
0 TPOM3BOAM, IUTO HE caMoO IITO ja
OJIECHYBa IleJlaTa KaJKyJalHucKa IOCTAaIlKa,
TYKY W ja €IMMHMHHpa €IHa O] TJaBHHUTE
OCHOBH 32 MOKHU TNPECMETKOBHHU TPEIIKH.
Komeprjannata 1eHa Ha 4YHMHEHE Ha
MPOU3BOJIOT, TOTall TH BKIy4yBa CaMo
BapHjaOMIIHUTE TPOLIOLHU Ha
MIPOU3BOJICTBOTO U MpojakbaTa, 4Mja TOYHA
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MpecMeTKa IO MOEAMHEYHU MPOU3BOAM HE
nmpeTcTaByBa o0coOeH mpobOiem. Tue ja
MpeTCTaByBaaT HAjHUCKaTa TpaHUIlA Ha
MpoJakHaTa LeHa, IITO OHEKOoralll € MHOTY
OUTHO Ja ce 3Hae.

I'maBHaTta mnpenHOCT HAa METOAOT Ha
MapruHaIHA TPOMIONU ce pediekTupa BO
(hakTOT IITO ja KOPUCTH KOHTPHOYIIMOHATA
NoOMBKa, KOja € BHCTHHCKaTa MepKa 3a
JOTIPUHOC Ha TMPOMU3BOJAUTE HAJIpPBO 3a
MOKpUTHE Ha (PUKCHUTE TPOLIOLH, a I0TOA U
3a ¢opMupame Ha HETO pe3yiTaroT Ha
NPETHpUjaTHETO, JOAEeKa BapHjaOMIIHUTE
TPOLIOLIM Ha MPOU3BOACTBOTO U Mpoaaxodara
MpeJCTaByBaaT CUTypHA TOpHA TpaHUIA HA
[[eHaTa, IITO ja YMHU KajJKylangjaTa Ha
MPOJAKHHUTE IIEHU MOQIIEKCHONITHA O] OHaa
3aCHOBaHa Ha MPOCEUYHUTE BKYITHU TPOIIOIU
Y HETO Pe3yiTaTor.

Ha meTonoT Ha MapruHaiHu TPOIIOIH MY
npumnara U mocramnkara Ha (opmupame Ha
LIEHU co IpeCMeTyBambe Ha
KOHTPUOYIIMOHHOT pe3yaTaTr Mo HopMa dYac
WIM MAaIIMHCKA 4Yac, IITO MpeTcTaByBa
MOCEOHO TOTOMHO PEHICHHWE BO YCIOBH BO
KoM  pabOTHMOT  WIM  MAIIMHCKHOT
(MOTOHCKMOT) KamanuTeTUMaar yliora Ha
OrpaHUYyBaukH (paxkTop.

OB0j METOJT MHOT'Y C€ KOPUCTH, BO YCIIOBH
Ha IOCTOCHE Ha BHILIOK HAa KaraluTeT BO
OJIHOC Ha peryyiapHUoT o0eM Ha mpojaxoa,
KOra € MOXHO Ja ce o00e30enu 1ojaTHa
BpabOTEHOCT IMPEKy MpoJak0a MO MOHUCKH
LeHM M Kora JoJaTHaTta mnpojaxda 1o
HaMaJieHW [IeHH HEe TO0  HapyllyBa
MOTEHIMjaJloT 3a J00MBKAa Ha perylapHUOT
nazap Ha npogaxk6a. Cenak He Tpeba na ce
3a0opaBaT U OIpEJeNIeHH IMpenynperlyBamba
BO BPCKa CO KOPHUCTEHETO HAa OBOj METO..
[IpBo, KOHLEHTpalMja Ha BHUMAHUETO
UCKIYYMBO HAa KOHTPHUOYIIMOHHOT pE3yJTar

a) Ilpecmerka Ha aHTa)KUpPaHU CPEACTBA

Ha  TOpPOU3BOJOT MOXE Ja  YCJIOBH
3aHeMapyBambe Ha MOTpedara 3a MOKPUBAKE
Ha BKYNHHUTE Tpoulonu. Bropo, moceGHuTE
Hapaykkd CcO IIGHH T[0J HOpMajHaTa
NPOJaXKHa [IEHA MOXKaT CO TEKOT HA BPEMETO
Jia TIpepacHat BO IIOCTOjaHO MIPOU3BOJICTBO
Aa TIOBJICHATIIOHUCKHW I1CHHM 3a BKYIIHATa
KONMYMHA  Ha  mpows3Boau.  Tperto,
NpUOIIKYBAkhETO HA IICHUTE Ha JIeJIOBHATA
CIMHUIIAKOH JI0JIHA TpaHMIA MOXE Ja
NpeAn3BHKA peaKiivja Ha KOHKYPEHIIjaTa co
UCTO WJIM JIypu IIOTrOJIeMO HaMallyBambe Ha

nenara.'*

- Memoo na cmanka Ha RPUHOC

DOopMHPAKETO HA IPOJAKHUTE LIEHU I10
METOJOT Ha CTalKa Ha MPUHOC TM 3eMa BO
IpEABUNT  AHTaXHUPAHWUTE CPEACTBA  BO
NPOM3BOACTBOTO W Tpojaxkbara  Ha
npousBoAuTe. MeETOZOT Ha CTamka Ha
IPUHOC 1oara oJ] peajHa MpeTHOCTaBKa JIeKa
HAjBHCOKA II€J1 Ha MPETHPUjaTHETO HE €
MaKCHMaJlM3alfja Ha JEJOBHUOT pe3yTaT
KaKO U3HOC, HUTY Ha CTallKaTa Ha I[06I/IBKa BO
OJJHOC Ha MPHUXOAOT, HUTy Ha CTallKaTa Ha
no0uMBKa BO OJHOC TPOLIOLMTE, TYKY
MaKCHMaJIM3allfja Ha OCTBAPEHUOT Pe3yaTaT
BO OJHOC Ha 3a Taa IeJl aHTaKUPAHUTE
cpeactBa. Mmuory decto, peajHa €
IMpEeTIOCTaBKaTa JCKa AHTAKUPAHUTE
CpeZAcTBa 3a MPOM3BOJCTBO M Mpojax0a Ha
IIOCAUHEYHN IIPOM3BOAM WIM TIpyla Ha
NPOU3BO/M, OJHOCHO JieKa THE HMaar
paznuyHa Op3uMHa Ha OOpPT M BpeMe Ha
Bp3yBalk€ Ha BIIOKEHUTE CpEACTBA O]
MPOU3BOA IO MPOM3BOA, WIH Of €IHA 0
Jpyra rpyna Ha Mpou3BOAU U ci1. MeToJor
Ha CTalka Ha MpUHOC, TH o¢aka CIeIHUTE
KaJIKyJallMOHH MTOCTAIKU:

IIpoceunn | Ilnanupanu IInanupan IInanupanu
[pousso| Ilnanupa monHHU rpomon (2X3) [KoehUIMEHT HaaHTaKUPAHU CPEACTBA
I Ha KOJIMYHMHATPOLIOLH 00pT (4:5)
1 2 3 4 5 6

1 Hcro, om.mr., crp. 218
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A 1.000 400 400.000 1.0 400.000
B 1.000 480 480.000 15 320.000
C 1.000 520 520.000 2.0 260.000
Bkynno  3.000 - 1.400.000 - 980.000
b) IIpecmerka Ha moTpeOHaTa TOOMBKA IO IPOU3BOJ
Ilnanupan [Inanupana [Inanupan ILnanupana JlobuBka o
HpOI/ISBOI/I AHTra)XUpaHHCTaIllKa HAN3HOC HaAKOJINYHUHA HacAUHHIA ITPOU3BO/
¢ CpelcTBa MPUHOC ImoOrBKa [IPOU3BOIN (4:5)
(2x3)
1 2 3 4 5 6
A 400.000 20% 80.000 1.000 80
B 320.000 20% 64.000 1.000 64
C 260.000 20% 52.000 1.000 52
Bxynno ~ 980.000 20% 196.000 3.000 -
¢) Kankymanuja Ha mpomaxxHa 1ieHa
EaemenTn IIpousBoau
A B C
1. Tpomomnu Ha MaTepujanu 3a U3paboTKa 100 200 300
100 80 60
2. Ilmatm 3a w3paboTKa 3.0mmrr  Tpomonyd  Ha 100 90 30
[IPOU3BOJICTBO
4. Tpomonu Ha MPOU3BOJICTBO 300 370 440
100 110 80
5. Tpomromu Ha mpomax06a U MEHAIMCHT
6. Tpormroiu Ha MPOU3BOACTBO, MPOIAk0Oa U MEHAIIMEHT 400 480 520
80 64 52
7. JloOuBka
8. [IponakHa 1ieHa 480 544 572

[Tpumenara oBaa MeToJa
MIPETIIOCTABYBA MO>KHOCT 3a
pa3rpaHUYyBamke€ Ha CHUTE WM Ha JIeT Of
AHTAXUPAHUTE CPEICTBA MO MPOU3BOAU WIIH
rpynu Ha npousBoau. Crankarta Ha MPUHOC
HAa AaHTaKUPAHUTE CpelICcTBAa € IMOroJcH
WHCTPYMEHT 3a IUTAaHUpame Ha MOoTpeOHaTa
JOOMBKA MO MOTOHU, OJTHOCHO MO TPYIHU Ha
MPOU3BOIM.

Ha

3aKiIy4oK

[TomuTHKaTa Ha [IEHU € MHOTY 3Ha4ajHa BO
(YHKIIMOHMPAKHETO Ha CEKO] EKOHOMCKHU

cucreM. Bo ocHOBa, MmonMTHKaTa Ha IEHH €
MHUKPOEKOHOMCKH ()€HOMEH, HO ¥ T0a KaKo €
3Ha4ajHa BO BOJACH-ETO Ha CTAOMIM3allMOHATa
MoJUTHKA Ha JpkaBata. llenata Ha
MPOU3BOJIOT M yCJIyrara € OCHOBa Ha CEKOj
6usHuc. Cexoj OM3HKC HYAU HEKO] IPOU3BOJL
wm ycryra. llenta e TOj mpom3BOA WM
ycinyra ga ce mpopaazne. Toj mpou3Box WU
ycimyra ce TponaBa 3a Hekoja meHa. Of
[IeHaTa JUPEKTHO 3aBUCH MPUXOJOT, a O]
MPUXOJIOT u npo¢uTabIMHOCTA.
Kankynamnmja mpercraByBa mpecMeTKa Ha
TPOIIOIUTE CUCTEMATH3UPAHU BO KaTErOPUU
CO LIeN Ja ce JoOHe IeHaTa Ha YHHEHE 110

19



eIMHUIIA YUUHOK. Toxmy 3aToa
nH(popMalMckaTa MOK Ha KajKyjalujaTa Ha
[IeHaTa Ha YMHEHHE € YCIIOBEHA OJ1 TPUMEeHaTa
Ha CHCTEMOT Ha MPECMETKa Ha TPOIIOLUTE
OCTBapeHOTO MPOM3BOACTBO. OCHOBHATA I1eNT
Ha KaJIKyJlaljaTta Ha [eHaTa Ha YHMHEHE Ha
MIPOU3BOJINTE, BO MIPOU3BO/ICTBEHHUTE
KOMIIaHUH, € YTBP/lyBakhE Ha CTBApHATA IICHA
Ha YMHEHE Ha TMPOU3BOJIOT BO cUTE (a3u o1
HUBHATAa 3aBPIICHOCT OJHOCHO pEaHO
YTBpAYBambe Ha BpeIHOCTA Ha
HEJIOBPIICHOTO u 3aBpIIIEHOTO
npou3BojacTBO. Taa, Kako JOKYMEHT, €
0co0EHO 3HayajHa 3a YTBPAYBamE Ha
IpojakHaTa IIeHa Ha MPOU3BOAMTE, 3a
KOHTpOJIa Ha HACTaHYBaWkbETO W BHCHHATA
TPOLIOLIUTE U PEATHOTO OWIaHCHpame Ha
cocrojbara u yCexoT o] padOTeHETo.
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Abstract

Reducing food waste is a thought-provoking
topic globally. There is considerably weak
data in the field of consumer attitudes to food
waste. Hence, urgent actions need to be done
to significantly reduce the current volume of
generated food waste in households. The
purpose of this study is to investigate
Macedonians’ attitudes toward food waste
behaviour. Our focus is to investigate the
relationship between household income and
food loss and waste among consumers.
Moreover, the study aims to reveal household
practices, buying habits and the main reasons
for turning food into waste. To do so, 289
consumers of North Macedonia completed an
online survey. Results show that food waste
occurs by the influence of purchasing
patterns, but also by environmental
awareness of consumers.

THEORETICAL BACKGROUND

The world's population is increasing,
arable land is decreasing, and climate change
is already affecting food quality and quantity
(Henrik, BRckman and Ellmarker, 2019). In

15 The Food and Agricultural Organization of the
United Nations

The results indicate that more than 18% of
purchased food in households is lost or
wasted. This imposes the importance of
defining the problem with precise approaches
and emphasizes the need for considering the
food waste as an essential environmental
issue for the governments, academics,
businesses, NGOs, and the public in general.
The study suggests that tackling food waste
has to be perceived as a key issue in different
social areas. To further improve these results,
it is recommended to focus additional efforts
on providing improved data regarding the
food waste prevention strategies and public
promotional mechanisms that can lead to
behavioural change among consumers.
Keywords:  Food  waste,  consumer
behaviour, household income.

Europe and Central Asia, and particularly in
countries not part of the European Union,
food loss and waste have major implications
on food nutrition and security through
inefficiencies in the food value chains
(FAO™, 2018). According to Brancoli et al.

21


mailto:mr_petreska@yahoo.com

(2017) food waste leads to loss of valuable
resources, such as energy, water, land and labor
and to unnecessary emissions of pollutants.
Previous study focused on EU-28 58 reports
that 92 kg of food are discarded per person
and year at households where approximately
60% of its volume is edible (Stenmarck et al.,
2016). EU’s food waste reduction target was
set at 30% by 2025 and at 50% by 2030
compared to the 2014 baseline (European
Environment Agency, 2016). In North
Macedonia, there is no data on the quantities
of food waste produced, but only estimates
on the amount of such waste. Data on
municipal waste for 2008 were collected
through the survey that was carried out for the
first time in 2009 by the State Statistical
Office, in accordance with the national
legislation and European standards (State
statistical office, 2017). Of the 543,644 tons
of mixed municipal waste in North
Macedonia, 42% (228,330 tons) is bio-waste,
the largest waste stream comprised of
gardens, food, and other biodegradable waste
(i.e. food waste) (Ajde Makedonija, 2019).
According to data from FAO, 12,000 tons of
food goes to waste in North Macedonia
(MIA, 2019). Therefore, North Macedonia
should seek economic and environmental
sustainable alternatives for food waste
management, especially for household food
waste reduction. According to the Ministry of
Environment and Physical Planning of North
Macedonia, waste management is one of the
most serious environmental issues in this
country. The general waste management
policy and strategic documents with intention
to overcome the current situation and to
establish a sustainable waste management
system can be found in: Waste management
strategy of the Republic of Macedonia (2008-
2020), Environmental monitoring strategy
(2004), Environmental Awareness Strategy
(2003) and The Law on Waste Management
(2004).

Existing global studies reveal that one
third of food produced for human
consumption is lost or wasted, with direct
economic consequences put at US $750
billion globally annually (Welch et al., 2018;
Institution of Mechanical Engineers-IME,

2013). Reducing unsustainable  food
consumption practices will be essential if
future global food requirements are to be met
(Pearson et al., 2013). Food waste is a stream
with  multiple social, economic and
environmental  implications  generated
throughout the life cycle stages of food
(Abeliotis et al., 2015) and occurs along the
food supply chain, from farm to plate. While
food waste occurs in all stages of the food
supply chain, private households have been
identified as key actors in food waste
generation (Schanes, Dobernig and Gozet,
2018). However, the evidence on why food
waste occurs remains scattered.

Food waste results in wasting all the
resources necessary to its production,
transformation and distribution. As the
production of food is resource-intensive,
food losses and wastes are indirectly
accompanied by a broad range of
environmental impacts, such as soil erosion,
deforestation, water and air pollution, as well
as greenhouse gas emissions that occur in the
processes of food production, storage,
transportation, and waste management
(Mourad, 2016).

Microeconomic theory often fails to
capture ‘real’ consumption behaviour arising
from non-price factors including poor
planning decisions, perceptions of aesthetics
and social prestige and the relationship
between low purchasing power and low
nutrition food choices (Segre et al., 2014;
Philippidis et al., 2018). Eriksson et al.
(2017) suggests two crucial ways for food
waste reduction. They firstly noted that food
waste could be reduced using production
flows that address actual needs. Second,
when more food than needed is produced, the
excess food should be handled in sustainable
ways. Furthermore, it is very important to
understand consumers’ behaviour to define
measures that will lead to a long-lasting
change in reducing the current volume of
food waste (Diaz-Ruiz, Costa-Font and Gil,
2017). Finally, a reduction of the amount of
food waste can result in a decrease in
demand, because less food will achieve the
same aim (Puigarnau, 2014). In recognition
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of the existing literature, this paper benefits
from additional data to detect practices of
generating household food waste in North
Macedonia. More precisely, this paper
intends to build a broader picture of the
economic and non-economic aspects that
directly affect the food waste volume in
households.

FOOD WASTE IN HOUSEHOLDS

Household food waste can be considered a
food-related behaviour (Diaz-Ruiz, Costa-
Font and Gil, 2017). Consumers’ attitudes,
values, knowledge and behaviour towards
food might have an effect on the food waste
generation (Pearson et al., 2013; Hebrok and
Boks, 2017). Reducing food waste at the end
of the food chain (the consumer and post-
consumer stage) is especially challenging
because human behaviour and attitude are
causative factors (Henrik, BRckman and
Ellmarker, 2019). Our focus on households is
motivated by recent evidence that suggests
that along the food supply chain, private
households represent the largest food-waste
faction (BIOS, 2010; Schanes, Dobernig and
Gozet, 2018). According to previous studies,
estimates suggest that around half of food
losses in EU member states should be
attributed to households (Hebrok and Boks,
2017). Different studies have also analysed
consumers’ behaviour, awareness and the
causes of food waste in different Southeast
Europe countries such as: Montenegro
(Berjan et al., 2019), Serbia (Djekic et al.,
2019), Greece (Abeliotis et al., 2014),
Croatia (Ilakovac, Ilickovi¢ and Voca, 2018),
Albania (Osmani and Kambo, 2018),
Romania (Stefan et al., 2013) and Kosovo®®
(Gusinja, 2018). However, during the
comprehensive and systematic literature
review, this study could not identify
academic research publication for household
food waste in North Macedonia, Slovenia,
Bosnia and Herzegovina and Bulgaria.
Regarding the situation with the waste

16 Kosovo is the subject of a territorial dispute
between the Republic of Kosovo and the Republic of
Serbia. Kosovo has been recognized as an

generated in North Macedonia in general,
estimated data shows that the average annual
amount of municipal waste per person in
2016 is 376 kg. (State Statistical Office,
2017).

The purpose of this paper is to explore
food waste generated at household level
among consumers in North Macedonia. The
country lacks relevant data on the tendency
of household food waste. Consequently, there
IS importance in examining this issue more
serious and detailed. Therefore, this paper
aims at solving this gap by providing the
results of a survey and identify the crucial
causes of food waste as well as
environmental concerns and individual
actions that consumers undertake to reduce it.
The analysis of the drivers behind food waste
generation is important for properly
designing the framework for data collection
on food waste generation, and gives insights
on how to structure effective food waste
reduction strategies (Corrado et al., 2019).

Income

Food is wasted across all levels of income
(Pearson et al., 2013). The relationship
between household income and the
phenomenon of food waste should be
determined as a typical financial issue. In line
to this, previous authors find that motivations
to reduce household food waste include
financial reasons (Graham-Rowe et al.,
2014). From a macroeconomic perspective,
food waste in the household per capita tends
to increase with an increase in GDP per capita
(Xue et al., 2017). This issue should focus on
the income from one perspective, and the
costs of food, and food wastage in the
household on the other. Setti et al., (2016)
point out that income affects amount of food
waste, but different group income consumers
may behave differently for different food
categories. In their studies, Hebrok and Boks
(2017) and Stangherlin and Barcellos (2018)
reveal that generally, individuals with lower

independent state by 112 out of 193 United Nations
member states, while 10 states have recognized
Kosovo only to later withdraw their recognition.
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incomes tend to waste food less. Others
oppose these findings and reveal that
declared food waste was higher in the
households where the income level is lower
(Falasconi et al., 2019). However, the income
of a consumer or household may potentially
influence their behaviour in terms of food
waste generation and response to behaviour
change interventions highlighting either
economic or environmental benefits of food
waste prevention (Shaw et al. 2018).

Moreover, food price is an element, which
could have an influence on consumers’ food
waste generation. The price as an economic
function can be associated with income in
terms of "what is affordable for purchase".
Financial attitudes reflect the price
consciousness of the consumer and positively
affect planning routines (Graham-Rowe et
al., 2015; Visschers et al., 2016; Aktas et al.,
2018). This topic has not been studied in
detail but some works suggested that
marketing attractions such as sales and in-
store promotions might alter consumer’s
purchase discipline (Mondéjar-Jiménez et al.,
2015; Setti et al., 2016).

Therefore, this study set the following
hypotheses in line with the relationship
between income level in the household and
variables related to food waste costs in North
Macedonia:

H1: The level of household income will

significantly influence the amount of food

waste.

H1.1: The level of household income will

significantly affect the care of costs

arising from food waste.

H1.2: There is a significant relationship

between the level of worry about the costs

of the food that individuals throw away
and the volume of food waste at
household.

Household Members

Kambo et al. (2017) finds that the size of
the household has effects on the value of food
thrown. Existing studies reveals that average
per member food waste is decreasing as the
number of members’ increases (Osmani,

Kambo and Adelida, 2017; Ilakovac,
Ilickovi¢ and Voca, 2018). This study
opposes these findings by showing a positive
correlation between the amount of food waste
and household size (Table 4). Other studies
indicated that large households with young
children and younger generations were likely
to generate more food waste than the rest of
the population (Quested et al., 2013; Parizeau
et al., 2015; Visschers et al., 2016; Filipova,
MokrejSova, Sule, & Zeman, 2017;
Hsiangting, 2019). Graham-Rowe et al.
(2014) suggest that the wish to be a “good
provider” (e.g. good partner or good parent)
in terms of providing always fresh products
and/or an ample choice of foods may trigger
repeatedly  over-purchasing and thus,
increase the amount of food going to waste.

Thus, based upon previous studies related
to household characteristics and food waste,
the hypothesis was constructed as the
following:

H?2: The number of household members
has a significant impact on food waste.

Environmental Concerns

Previous studies finds that intentions to
reduce waste help reduce the behaviour
leading to food waste (Aktas et al., 2018).
While consumers may not be aware of the
environmental pollution caused by massive
amounts of food waste, research indicates
that consumers’ environmental concerns and
their “green” consumption, such as buying
locally grown food and committing to recycle
and reuse practices, have been increasing
(Iglesias and Ramo-Saez, 2016; Hsiangting,
2019; Berné-Manero). The literature suggests
that greater awareness of the environmental
issues related to food waste, together with a
cultural shift in the perception of food waste
value, may result in a decrease in household
food waste (Parfitt et al., 2010; Falasconi et
al., 2019). However, there is still little
evidence regarding the determinants of
consumers’ perception of food waste at home
(Stancu, et al., 2016). Consumers’ pro-
environmental attitudes, are vital motives
that influence behaviour toward preventing
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household food waste (Melbye, Onozaka, &
Hansen, 2016; Schmidt, 2016; Hsiangting,
2019). The last decade, new technologies
followed by innovative media approaches
have a significant contribution in promoting
a sustainable society. Global warming and
other  environmental  aspects  evoke
‘reawakening’ of public awareness and
concerns. This study puts a focus on food
waste in households as a phenomenon in
modern living. Thus, the researchers
proposed the following:

H3: The level of environmental awareness
significantly influences the quantity of food
waste.

H3.1: The level of environmental
awareness  significantly influences the
willingness of taking actions in reducing
household food waste.

H3.2: The level of education significantly
affects environmental awareness related to
food waste.

Food Purchasing Habits

Purchasing patterns are considered crucial
regarding food waste. Previous studies have
confirmed that the significant contributors for
the generation of food waste in households
are excessive purchasing (Setti et al., 2016;
Herath and Felfel, 2016; Topolansky, Von
Dewitz and Gonzalez, 2017) and insufficient
purchase planning (Pearson et al., 2013;
Welch, Swaffield and Evans, 2018). These
studies on consumers are particularly
interesting, considering that they represent
the main contributor of food waste (Griffin,
Sobal, and Lyson, 2009). Studies focused on
consumers and food waste found that
planning and shopping routines predict food
waste (Stefan et al., 2013). Moreover, the
frequency of purchasing habits can be also
connected with the consumer demand for
fresh  food products. According to
Scherhaufer & Schneider (2011), the high
amount of bread waste presented in their
study may be correlated to the requests for
freshness for a wide range of types of bread,
which means a higher frequency of

production that can result in waste on those
items.

In developing countries, consumers
generally buy smaller amounts of food each
time they shop (compared to developed
countries), often just enough for meals that
day (Pearson et al. 2013), which may reduce
food waste. According to Osmani and Kambo
(2018) retailers can help customers reduce
waste by improving freshness and quality by
increasing speed through the supply chain
and ensuring that food is properly handled at
each stage; they can help customers not to
buy too much food by offering better
assortment and smaller pack sizes, and
cutting back multi-buy promotions on
perishable items. The need for cooperation
between the grocery store chains and food
producing companies is the ultimate point in
fulfilling the aim of reducing food waste in
the household. Hence, the research problem
domain for our work are food-purchasing
habits and the research hypotheses are:

H4: Household purchasing habits
significantly affect food waste.

H4.1: The frequency of purchase has a
significant impact on the volume of food
waste.

METHODOLOGY

The generation of food waste is a result of
multiple behaviours that relate to different
aspects of food purchasing, preparation,
consumption and post-meal behaviours
(Quested et al, 2013; Qu and Roe, 2016).
Food waste can be measured directly by
weighing the food waste or estimated
indirectly by visual estimations or
questionnaires completed by participants
(Boschini et al., 2018). To achieve the
objectives of this research, a quantitative
survey of 289 respondents was conducted.

This study assesses household food waste
in North Macedonia with the aim of assessing
the reasons for food waste with a focus on
income levels, household structure, the level
of environmental awareness, and purchasing
habits. To that aim, the study built on
guantitative research on consumer behaviour
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regarding food waste (Aschemann-Witzel et
al. 2017).

Sample and data collection

In this study, the target population were
consumers from households in North
Macedonia, aged from 18 to 71+ years. The
study was using a purposive sampling
method through questionnaires. This is due to
judgment sampling involves the choice of
subjects who are in the best position to
provide the information required (Sekaran
and Bougie, 2016). The questionnaire
included 41 questions to build the
hypothesized model. Most of the questions
employed a five-point Likert scale.
Moreover, the new statements included in the
questionnaire were based on empirical
research on factors affecting consumer-
related food waste or behaviour known to
cause or avoid food waste (Aschemann-
Witzel et al. 2018).

The development of the questionnaire was
led by the Engage program leader in Fight
Food Waste CRC Australia, in collaboration
with academic and research team members
from North Macedonia. The research is
conduct in April-May 2019. A survey was
distributed on paper and online through
Google forms. The data collection resulted in
a sample of 289 individual consumers. This
is an appropriate method for collecting
survey data in studies in which the objective
is to obtain information from the respondents
about their demographic data, behaviour,
opinions and attitude (Babbie et al. 2001) and
it was easy to minimise non-responses and
maximise the quality of data collected
(Cohen et al. 2000). The questionnaire aims
to contribute information on the food waste
behaviour in North Macedonia households,
as a baseline for designing further social
activities in tackling this problem. Hence,
this study provided valuable insights into the
problems that consumers face in reducing
food waste.

Table 1. Sample description

Data analysis

The Spearman rank correlation coefficient
(rs) 1s used to identify the correlation between
nine different variables important for testing
the hypothesis. In this study, the statistical
software SPSS was used to apply the
Spearman test and determine the significance
level between the p-values.

Separate tables depict Spearman’s results
on different hypotheses.

Results and discussion

The sample includes people of different
age groups in order to determine the better
quality of data and the respondents’ attitudes
towards managing food waste. Of the 289
respondents, 93 were male and 196 female.
The largest group is that of respondents
between 41 to 45 years old. More than 50%
had undergraduate level of education, 12.5%
with a high school education, and 35.6% with
a postgraduate level of education (see Table
1).

In order to discover the outlined research
topic, this paper defines four main
hypotheses for testing the correlation
between the key variables. Additionally, this
study defines sub-hypothesis for gaining a
more precise explanation of the other aspects
of the research. Four main hypotheses are
outlined as follows:

- H1: The level of household income
will  significantly influence the
amount of food waste.

- H2: The number of household
members has a significant impact on
food waste.

- H3: The level of environmental
awareness significantly influences
the quantity of food waste.

- H4: Household purchasing habits
significantly affect food waste.
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Frequency Percent
AGE 18 to 25 29 10,0
26 to 30 46 15,9
31to 35 46 15,9
36 to 40 51 17,6
41to 45 73 25,3
46 to 50 26 9,0
51to 60 11 3,8
61 to 65 2 7
66 to 70 1,0
71 or older 2 7
Total 289 100,0
GENDER Male 93 32,2
Female 196 67,8
Total 289 100,0
EDUCATION High school 36 12,5
Bachelor degree 150 51,9
Master or PhD 103 35,6
Total 289 100,0
INCOME Negative or nil income 3
€1-€249 2,1
€250 - €499 43 14,9
€500 - €799 53 18,3
€800 - €1,099 55 19,0
€1,100 — €1,399 37 12,8
€1,400 or more 24 8,3
| do not know - no answer 70 24,2
Total 289 100,0

Descriptive analyse

Table 2 summarizes the characteristics of
the indicators included in the research,
reporting the statements, as well as the
frequency of response distribution within the
five-point Likert scale. These responses have
been grouped in five levels: very negative 1,
negative 2, neutral 3, positive 4 and very
positive 5. Moreover, most variables from the
research are ordinal, which was the main

able 2. Variables description

reason for using the Spearman test for
hypotheses testing.

Regarding to the  environmental
awareness, respondents revealed high level
of concerns. More precisely, 49.8% stated
strongly agree that they “care about making
sure food is eaten and not wasted”, and they
are “upsets when food is not eaten and ends
up being wasted” (60.9%). Above 80% of the
sample believes that “reducing the amount of
food waste provides a sustainable future”.

Distribution within 5-point
Likert scale (%)
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Environmental

awareness
(EA)
EAL | care about making sure food is eaten and not 28 55 204 215 498
wasted
EA2 | bell_eve that rt_aducmg the amount of FW 35 28 107 228 602
provides sustainable future
EA3 g upsets me when food is not eaten and ends up 28 35 121 208 609
eing wasted
Purchasing
habits (PH)

PH1 1 only eat high quality products

232 17 298 125 176

PH2

| tend not to plan and hence often purchase more

31,1 211 235 128 11,4

than | need
PH3 I like to decide what to eat on spur of moment 215 156 31,1 176 14,2
PH4 | often prepare too much and do not eat leftovers 284 19 249 16,6 11,1
PH5 | often buy fresh food with a shorter shelf-life 239 173 253 208 128
PH6 Multi-buy offers lead me to buy more than | need 33,2 20,8 253 10,7 10
Individual
actions (IA)
1AL | don’t really worry about the cost of the food that 377 142 246 125 111
| throw away
IA2 | won’t buy cheap items if don't need them 19 9,3 16,3 17 38,4
IA3 | often use the leftovers of food as ingredients in 253 17 287 156 135
future meals
| forget about items in the fridge until they are too
1A4 old to eat 27,3 20,1 249 152 125
IA5 I v_vould buy fruit and vegetables that is ‘imperfect 325 242 221 9 121
if it was cheaper
| am very much interested in in taking action to
IA6  reduce the amount of food waste in my 73 11,1 235 239 343

household

If I had information on the cost of the food that |
IA7 throw away, | would make an effort to throw away 10,4 12,1 23,2 21,8 32,5

less

| make a lot of efforts to minimise the amount of

IA8 food waste in my household

6,2 131 215 235 356

Individual actions would not make much

1A9

difference in reducing food waste

277 173 266 11,8 16,6

Considering food purchasing habits as a
factor that affects the waste production in
households, respondents claimed that they
“decide what to eat on spur of a moment”
(31.8%) and that they usually “buy fresh food
with a shorter shelf-life” (33.6%). They most
likely tend to disagree with the state that
“multi-buy offers motivate them to buy more
than the household needs” (54%).
Furthermore, results show a high 52.2% of
respondents who disagree that “does not tend
to make a shopping list when purchasing
food”. Finally, the highest percentage of

participants strongly disagree that “often
prepare too much and do not eat leftovers”.
According to the results for individual
actions in the household, the sample declared
to have a positive opinion about the issues
related to food waste prevention behaviour.
The majority of the respondents say they will
“not buy cheap items if they do not need
them”. In that point, the highest percentage
strongly disagree or disagree that “don’t
worry about the cost of the food that I throw
away” (51.5%). However, the sample reveals
that the lower price will not stimulate the
consumer to buy imperfect vegetables or
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fruits. Above 56% of respondents disagree
that “would buy fruit and vegetables that is
‘imperfect’ if it was cheaper”. This finding
corroborates with the disagreement of most
of the respondents regarding the practice to
“use the leftovers of food as ingredients in
future meals”.

Taken as a whole the data for personal
activation demonstrates that respondents are
very keen on taking individual actions in
reducing household food waste. Almost 60%

reported that “make a lot of efforts to
minimise the amount of food waste in the
household”. In that context, the results from
the survey declare that consumers need more
information about the negative consequences
of food waste. Respondents agree that “if
they had information on the cost of the food
that throw away, they would make an effort
to throw away less”, and admits, “individual
actions can make much difference in
reducing food waste”.

Figure 1: Amount of lost or wasted food in the household
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How much food is lost or wasted

Regarding the amount of lost or wasted
food in the households, this study uses scale
approach question to define the approximate
quantity, featuring six responses from 0% to
50%, and one for more than 50% (code from
1to 7).

Results in Figure 1 show that
approximately 18% of food in households in
North Macedonia is lost or wasted (taking
into the fact that the last option is defined as
‘more than 50%’, so the authors consider this
as 60-70%).

Significance of a correlation evaluation

To better comprehend the way households
approach the food waste issue, this study

utilises Spearman rank - order correlation
method to evaluate significance level
between different variables, as an approach
for hypotheses testing. We test the defined
variables with the non-parametric Spearman
correlation coefficient for the following
reasons: obtaining a high-quality
correlational measure and low bias (de
Winter et al., 2016); it works effectively if
some attribute contains nominal values or at
least one attribute is not normally distributed
(Hauke and Kossowski, 2011) as is the case
in this research. At the beginning of the
analysis, it was necessary to transform the
data into ranks and later calculate the
correlation on the converted data (Bishara
and Hittner, 2012).

Table 3. Significance analysis of the structural model - H1
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From the results, we cannot support
hypothesis 1 and sub-hypothesis 1.1. That is,
there is a non-significant correlation between
the incomes in the household and the volume
of lost or wasted food (Sig. 2-tailed = 0,523
> 0.05) and between the income and worry
for the costs of the food that individuals
throw away (Sig. 2-tailed = 0,720 > 0.05).
Moreover, this study goes further by testing a
correlation between the amount of food waste
and worry about the costs of the food that
individuals throw away. In this case, there is
a significant and positive association (Sig. 2-
tailed = 0,000 < 0.05) with the corresponding

Hypotheses
H1 H1.1 H1.2
| don’t really | don’t really
worry about worry about
Correlations Income Amg\L;\r;t o Income the cost of the cost of Amg\l;\r;t of
the food that | | the food that |
throw away throw away
Correlation "
Coefficient 1,000 ,029 1,000 (,056) 1,000 ,285
Sig. (2-tailed) . ,670 . 412 . ,000
N 219 219 219 219 219 219
Correlation o
Coefficient ,029 1,000 (,056) 1,000 ,285 1,000
Sig. (2-tailed) ,670 . 412 . ,000 .
N 219 219 219 219 219 219
**_Correlation is significant at
the 0.01 level (2-tailed).

confidence interval of 99%. For presenting a
clear analyse for the correlation of selected
variables, responses “don’t know/don’t want
to answer” for the income level were
excluded in the testing of these hypotheses
(n=219).

On the contrary, significant results with
the corresponding confidence interval of 95%
are found for the positive correlation between
variables in hypothesis 2 (Sig. 2-tailed =
0,015 < 0.05). Hence, the number of
members in the household will affect the
volume of food waste.

Table 4. Significance analysis of the structural model - H2

Correlations

Correlation Coefficient

Sig. (2-tailed)

N

Correlation Coefficient

Sig. (2-tailed)

N

Hypothesis 2
Amount of Pe;gllﬁ [

=4y household
1,000 (,143)"
. ,015
289 289
(,143)" 1,000
,015 .
289 289

* Correlation is significant at the 0.05 level (2-tailed).

With regard to the method, the study
observes a positive and significant
relationship between environmental concerns
and the volume of food waste (Sig. 2-tailed =

0,055 < 0.1) supporting hypothesis 3, with
the corresponding confidence interval of
90%.

Table 5. Significance analysis of the structural model - H3
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Hypotheses
H3 H3.1 H3.2 H3.3
; | believe | believe
| believe that that
that . ;
. reducing . reducing
reducing Making
Correlations S EMEITE | ATTET: e am(t)TJit of efforts to amct)r;it of | Education | Education Amount of
of FW FwW minimise FwW
. FW FW
provides 5 FW -
. provides provides
sustain. . .
sustain. sustain.
future
future future
Correlation 1,000 (,113) 1,000 224" 1,000 ,109 1,000 (,072)
Coefficient
Sig. (2-tailed) ,055 ,000 ,064 222
N 289 289 289 289 289 289 289 289
go”e.'f".“o” (,113) 1,000 224" 1,000 ,109 1,000 (,072) 1,000
oefficient
Sig. (2-tailed) ,055 ,000 ,064 ,222
N 289 289 289 289 289 289 289 289
*, Correlation is **_Correlation is
significant at the 0.1 significant at the 0.01
level (2-tailed). level (2-tailed).
Furthermore, a significant and positive Finally, regarding the hypothesis 4,
association were found between unplanned food purchasing was significantly

environmental concerns and the individual
efforts for minimising the food waste (Sig. 2-
tailed = 0,000 < 0.05). Non-significant results
were found for the relationship between
education level and the volume of food
waste, and education and environmental
awareness.

and positively linked with the volume of food
waste in the households (Sig. 2-tailed = 0,000
< 0.05). There is no significant correlation
between the frequency of buying food and the
amount of food waste in households.

Table 6. Significance analysis of the structural model - H4

Hypotheses
H4 H4.1

Correlations Not planning Amgwt @ Buying food Am'c;\lj\?t of
Correlation Coefficient 1,000 ,361™ 1,000 ,020
Sig. (2-tailed) . ,000 . , 732
N 289 289 289 289
Correlation Coefficient ,361™ 1,000 ,020 1,000
Sig. (2-tailed) ,000 . 732 .
N 289 289 289 289

**_Correlation is significant

at the 0.01 level (2-tailed).

Overall, five out of ten hypotheses and sub-hypotheses were supported.

IMPLICATIONS

This paper made a portrait of a household

food waste among Macedonian households.
After an extensive literature review, authors
have found that there is no existing research

in this field for this market. The current
situation was additional motivation for
providing a general scope about the tendency
of household food waste as an opportunity for
defining future policies for awareness raising
about this issue. All findings are based on a
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review of the literature and results from a
quantitative study.

Implications for theory

Findings of this study contribute to both,
research and policy debate on understanding
the food waste behaviour in households in
North Macedonia. This research is only a
baseline for gaining initial data on this issue.
However, many possibilities for further
research arise from the paper findings. The
consumer behaviour model should be
extended by including other variables that
have been found in different recent studies as
drivers of food waste. The study contributes
to the theory supporting previous research
mentioned above and developing a clear
picture for the understanding of household
food waste generation. Specific variables are
considered, such as shopping habits in terms
of purchasing frequency, the tendency for
purchasing planning, but also the willingness
for individual actions in reducing food waste
among consumers. Whereas the current
results should be restricted to the country data
that is quite imprecise and too old, this study
suggests that additional national research is
necessary to analyse the quantity of
household food waste in North Macedonia.
That could contribute the policy intervention
and willingness to implement specific
actions.

Implications for practice

Given the urgency of the situation,
structural changes need to be done to achieve
significant reductions in food waste. In
general, findings show a high percentage of
consumers aware of the importance of this
issue. Nevertheless, there is a significant
correlation between the awareness of long-
term national sustainability and the
generation of food waste. Those who believe
that reducing food waste provides a
sustainable future are making individual
actions in the household. Opposite, those
who disagree with this statement are
generating higher amounts of food waste.

This study reveals weaknesses in purchasing
habits among consumers. Those who do not
use a shopping list when buying food
generate a higher volume of food waste.
Moreover, results also reveal the same trend
with the consumers that are not aware of the
costs resulted from the food waste.

From a practitioner’s perspective, this
paper provides indicative results that could
serve as a direction for designing integrated
social campaigns for rising knowledge on the
benefits of reducing food waste in the
country.

Throwing away food could feasibly
activate norms on several fronts, including
environmental, financial or household
management (Qi and Roe, 2016). More
precisely, relevant institutions (e.g.
government, non-profit organisations and EU
institutions and representatives) should make
more efforts in promoting the costs and
damages of food waste, but also to encourage
households to plan before purchase food.
Descriptive campaigns such as educational
materials could help in providing numerical
facts for the purposeless money spending
through the production of food waste at
home. Finally, this concept should lead to
social and economic development by
promoting individual involvement and
sustainable consumption.

LIMITATIONS AND OPPORTUNITIES
FOR FURTHER RESEARCH

The results gathered through this study
enhanced the methodological approach
adopted and contributed as an essential
starting point for conducting a wider
representation survey. A limitation of this
study is the duration of gathering primary
data. The timeframe should be extended at
least to three months, and to provide gender-
balanced  results.  Obviously, female
respondents are more interested in this issue,
and it is, therefore, difficult to motivate the
male population to engage in the survey.
Besides this, the sample size represents a
limitation of this study. The insufficiency of
recent data concerning food waste in North
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Macedonia requires a wider range of study.
Building results with representative data will
benefit relevant institutions in defining
conceptual activities in tackling food waste
on a national level.

Further research in this area could also use
a qualitative method. Quantitative method
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Abstract

This paper analyzes the importance of
strategic business units in the marketing
operations of companies, as well as the tools
that help in evaluating them and making
business decisions. Strategic business units
are defined as different businesses that can be
of any size but must have a separate and
unique mission, existing competitors, an
external focus on the market and control over
the functions. The analysis indicates the
benefits of these and shows ways to
determine the need for investing or
disinvesting in them. The tools for evaluating
them are the VRIO model according to which
the unit should function on the basis of key
competencies, ie the capability and capacities
of the enterprise for internal integration,
coordination and utilization of resources and
BCG matrix, for determining the competitive
position of the strategic business unit, relative
to the largest competitor in the market of the
same product category. The paper is
important due to its contributing to the
popularization of these tools and showing
their practical use, which can improve the
performance of business entities on the
market.
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AJIATKH 3A OLIEHYBAILE HA
CTPATET'MCKHUTE BU3HUC
EJUHUII BO
MAPKETHHIIKUTE AKTUBHOCTH
HA MIPETIIPUJATUJATA

Ancrpakr

OBoOj Tpya Tro aHajgW3Wpa 3HAYCHETO Ha
CTpaTeTHCKUTE OW3HUC EIWHUIM BO MapKe-
MHIIKOTO paboTeme Ha MpeTIpHja-ThjaTa Ha
MazapoT, Kako M ajJaTKUTEe KOW IoMaraar BO
HUBHO OIICHYBalkb€ W HOCEHE Ha JCIOBHU
omnyku. CtpaTeruckure OM3HHC €IUHUI Ce
neduHUpaaT KaKo pPa3IMYHU OW3ZHUCU KOU
MOXe Ja Ouaar oj Koja OWiIo TojleMHHA, HO
Mopa Ja uMaar 3ace0Ha M YHHKAaTHa MHUCH]a,
MOCTOJHU KOHKYPEHTH, HaJBOpemeH (OKyC
KOH Ia3apoT M KOHTpoJia HaJ (QYHKIHHTE.
AnanmuzaTa yKaxXyBa Ha NpPUIOOHMBKHTE Of
WUCTUTE W TPHUKAKyBa HAYMHM KaKoO Ja Ce
onpenu moTrpebaTa OF WHBECTypame W
Ne3WHBECTUpame BO HHMB. Kako amatku 3a
HUBHO OLEHYyBame ce npukaxann VRIO
MOJIETIOT CIOpea KOj eIWHMIaTa, Tpeba na
(yHKIMOHMpPAa Bp3 OCHOBa Ha KIYYHHUTE
KOMIIETEHIIMM, OJHOCHO CIIOCOOHOCTa U
KalmanuTeTUTe  Ha  TPETIPHjaTHeTO  3a
BHATpEIIHA WHTErpaluja, KOOpAWHALMja |
UCKOpHUCTYBame Ha pecypcute u BCG mat-pu-
maTta, 3a OJpeayBame€ Ha KOHKYpPEHTCKaTa
MO3UITHMja Ha CTpaTeNIKaTa OM3HUC €AMHALIA, BO
OJTHOC Ha HajTOJIEMHUOT KOHKYPEHT Ha 1Ma3apoT
O]l iCTaTa KaTeropyvja Ha Mpou3Boau. TpyaoT e
3HaYaeH opaan MIPHUIOHEC KOH
MOMyNapu3upamke Ha  OBHE  aJaTkKu |
NPUKaXXYBake HAa  HHUBHATa  NPAaKTUYHA
ynotpeda, co IITO MOXe J1a Oujie YHANpeaeHo
paboTemeTO0 Ha JENOBHUTE CyOJeKTH Ha
nazapor.

Kayuynu 300poBHM: anaTtku, CTPaTErHCKH
OW3HNC eTUHUIIA, MAPKETHHIITKA aKTUBHOCTH
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1. BoBen

[Ipernpujatujara YecTonaTH ro
neuHUpaaT  CBOJOT  OWBHUC  CHOpen
NPOU3BOJUTE KOM TH  MNPOU3BEIYBaar,
OJTHOCHO  WMHIYyCTpUjaTa KOH  KOjaIlTo
npumnaraat. Toa e TeceH noryiea Ha JejHOCTa
KOja ja W3BpIIyBaar, OHWJCjKH IMa3apHUTE
nepuHUAIUK 32 OM3HUCOT C€ MOCYNEPHOPHU
BO OJIHOC Ha JcQUHUIIMUTE Oa3upaHu Ha
npousBogor (Kotler u Keller, 2009).
JIOKOJIKY OM3HHCOT C€ Iiie/ia OJ] IePCIeKTHBA
Ha TOTpPEeOUTE Ha MOTPOLIYBAYUTE MOXKE Ja
ce JI0jme 10 HOBM MOXXHOCTH 3a pacT Ha
npernpujatuero.  KoHKypeHIMjata  BO
WH/IMBU/yaJIHA JCJHOCT € OCHOBHO HHMBO Ha
cTpaTterujara, OWAEjKM Ha TOa HHBO C€
olpenyBa nmpodutabuIHOCTa Ha AE€JHOCTA U
KOHKYpPEHTCKaTa MPEeJHOCT € WK Jo0ueHa
wim u3ryoena (Porter, 2008).

Cekoj Ou3HHC MOXe Oa ce JeguHHupa BO
OJTHOC HA TPU JUMCH3HH - TEXHOJIOTHja,
Ipylid Ha TOTPOIIYBaYd W TOTpedH Ha
notpomryBaun (Kotler u Keller, 2009), npu
ITO Ha TpUMEp, €AHO NPEeTHpHUjaTHE O

KOHJUTOpPCKaTa  MHAYCTpHja  KOE€ IO
neduHnpa CBOjOT Ou3HUC KakKo
MIPOU3BOJICTBO Ha YOKOJIaIu uMma
TEXHOJIOTHja — YOKOJadu, Tpyna Ha
MOTPOIIYBAaYd — HWHAUBUAYH KOH TO

KOpHCTaT TIPOM3BOJOT, a morpebaTa Ha
MOTPOIIYBAYOT € 3a0BOJICTBO. JlepuHupan
Ha OBOj Ha4yMH, OW3BHHUCOT MOXeE Ja
HCKOPHCTH HEKOJIKY MOKHOCTH 32 PacT, KaKko
HA TpUMEp: MOXKE Ja BOBeIe HOBa
TEXHOJIOTHja Ha MPOU3BOJACTBO (OMCKBUTH),
MOXE Jla 3aJ0BOJIM HEKOja Jpyra morpeda
(eHepruja/cuTOCT WM 3alITe/la Ha BpeMe U
CJI.) U/WIU MOJKE Jia TapreTupa apyra rpyma
Ha TMOTpOIIyBauyd (TMpeTmpujathja KOW TO
ynoTtpeOyBaaT/BrpajayBaaTr MPOU3BOJIOT BO
CBOUTE MPOU3BOAN/YCIYTH).

Bo cnydaj mak, kora eqHO TpeTIpujaTue
ylpaByBa CO J[Ba HIIM TOBEKE pPa3IUYHU
Ou3HHCH, KoM OapaaT pa3IMYHO TUTAHUPAHE
M WMaaT CBOja Tpyla Ha KOHKYPEHTH Ha
mazapoT, ce€ jaByBa moTpeba 0] HHUBHO
UICHTH(PHUKYBambe KaKo pa3IYHu
CTpaTernucku OW3HHC emuHUIM. [IpuToa,
cnopen Leontiades (1983) kako mro e

mutupano Bo (Wheelen u Hunger, 2012,
p.148) ,,06m3HUC equHUIIATa MOKE J1a OuJIe O
Koja OWJI0 TOJEMHHA, HO MOpa J1a HMa
3aceOHa M yYHUKaTHa MHCH]ja, IOCTOJHH
KOHKYPEHTH, HaJBOpelieH (OKyC KOH
ma3apoT W KOHTpojia Haj (yHKIHUHUTE.
Wnejata e ma ce moBp3aT OJICIHTE KOH
MPEeTXOAHO paboTene Ha3aBUCHO €IHU Of
JPYTHU MPEKy JCUEHTpaIN3alija Bp3 OCHOBA
Ha CTPATETUCKU €JIEMEHTH, a He BP3 OCHOBA
HAa  TOJEMHHA,  KapakTCpUCTHKH  Ha
MIPOU3BOIUTE MJIM MOXKHOCTa 3a KOHTPOJA.
Taka Ha mpuMep, HAMECTO OpPraHU3UPABLE HA
MPOU3BO/INTE BP3 OCHOBA HAa TEXHOJIOTHjaTa
Ha TPOU3BOJCTBO  (3aMpcHara  XpaHa,
KOH3€pBHpaHa XpaHa, TaKyBaHa XpaHa u CIL.),
Ja Cce OpraHu3Mpaar Bp3 OCHOBa Ha
pPa3IMYHATE CETMEHTH Ha TOTPOIIyBadd
(xpana 3a 1mojajoK, MUjaioIH, rIaBeH 00POK,
JecepT, XpaHa 3a MIJICHUYWHA U CIL.).
Crpareruckure OW3HHC CIUHHUIM CE
3HAYajHU O]l TOBEKE PA3IMYHU acreKTH. Tue
romaraaT IpeTIpHjaTHeTo aa ouae nogoopo
OpraHMsupaHo, a paborure 1oA00OpPO
TIOJICJICHH, IITO ro OJIECHYBa
(YHKITMOHHPAKHETO U 3allITeIyBa HA BpeMe U
€Hepruja MpH yrnpeaByBambe CO Pa3TMUHUTE
MPOU3BOJM Ha MPETIPHjaTHETO. Co
nmoso6paTa OpraHu3MUpPaHoOCT ce 00e30e1yBa U
nmogodap (Qokyc Ha cekoja  eAMHHIA
MOEIMHEYHO, IITO TH HaMaJlyBa MOXHOCTUTE
3a MpaBewkE TPEIIKU U MPEBUAN BO OJHOC HA
MPOM3BOJIUTE W HUBHHUOT IUTACMaH Ha
nazapor. EgHo om ocobeHno romemure
3HaueHa Ha CJAWHHIUTE € HUBHOTO
roMarame Ha TPOIECOT Ha CerMeHTalldja,
TapreTUPame U MO3UIMOHUPAHE Ha 11a3apoT,
KOM C€ CMeTaaT 3a KIy4YHH MapKETHHT
aKTUBHOCTH, 0€3 KOU JIEHEeC TEIIKO MOXKE J1a
ce 3amuciu  paboTeHmETO Ha  €IHO
npernpujatie Ha mnaszapor. OBa e Taka
ounejku nojaenbara Ha
MPOU3BOIUTE/ON3HUCUTE  BO  Pa3IUYHHU
€MHUIIA J03BOJyBa BHHMATEIHO CIICICHE
Ha CEeKOj Ta3ap MOeIUHEYHO H CIIOpe] Toa U
noeuKacHO Haorame Ha pelIeHHuja 3a CEKOj
ox HUB. OCOCHO BaKHA KapaKTePUCTHKA Ha
OM3HUC EIMHUIIUTE € MOKHOCTAa HCTUTE Ja
OujaT OIEHYBaHM W CIIOpEI Toa U Ja Ce
oJlpenyBaaT MOTpedUTe U UCILIATIMBOCTA HA



WHBECTHPAkHE BO HUB, MTO OM OMIIO CKOpPO
HEBO3MOXXHO aKO TPOHM3BOIUTE HE Ce
MOJICJICHU 110 €IWHUIIM, TYKY CE€ Ha KYyIl BO
pamMku Ha emaHa emuHHna. CTpaTeTHCKUTE
OM3HMC €IUHHIIM MCTO TaKa IO OJIECHYBaaT
MPOIECOT HAa HOCEHE Ha JICJIOBHU OJUIYKH,
nopajgd  CUTE  NPETXOAHO  HABEICHH
OJICCHUTEIIHU  €IIEMEHTH O]l HUBHOTO
MOCTOCHE, a UCTO Taka ja MoAoOpyBaar u
npodUTaOMIHOCTA MPEKY TOTTUKHYBAkE Ha
XOJMCTHYKHOT TPHUCTAIl BO pabOTEHETO U
OBO3MO’KYBaWETO Ha COOJIBETHA ajlOKallvja
Ha CPEJICTBA U 3aITE/H.

On mpuymHaA MITO 32 CeKoja o] OW3HHUC
SIMHUIIUTE € TMOTPeOHO Kpeupame Ha
3aceOHM CTpaTeTMM W JOJACTYyBamke Ha
COO/IBETHH (PMHAHCUCKM CpEICTBA. 3a Taa
el MOXE Jla C€ KOPUCTAT pa3IiuyHH
AHATMTUYKYU CpeIcTBa (anaTku) Bo (hopma Ha
MOJIEJIU 32 TUTAHUPAKE Ha MOPTHOIUOTO, O
Kou Bo TpyaoT ce anammsupann VRIO
(Value/sBpennocr, Rarity/petkocr,
Imitability/moxHocT 3a UMUTAIH]a,
Organization/opranu3aija) pamkara 3a
aHamM3a Ha KIYYHUTE KOMIICTCHIIMH Ha
npetnpujatuero/eaunuiara u BCG (Boston
Consulting Group) marpuiiata Ha pacT -
Y4ECTBO Ha I[a3apoT, Mpea ce, Mopaau
€IHOCTaBHOCTAa HAa TpaKTUYHATA TpPUMEHA,
0c00€HO 3a Malld U CPEJTHU MpeTIpUjaTHja.

2. VRIO ajgarka 3a ouneHyBame HA
cTpaTerucKy OU3HMC eUHULHA

VRIO pamkara npennokena on Barney,
J.B. (2002) ce Gasupa Ha TBPACHETO J€Ka
npeTnpujaTUeTo/eNuHMIaTa,  Tpeba  Ja
(GyHKIMOHMpPA Bp3 OCHOBAa Ha KIyYHHTE
KOMIIETECHIIUHA, OJHOCHO CIIOCOOHOCTa |
KalaluTeTuTe Ha  MpeTIpHjaTHeTo  3a
BHATpelllHa MHTErpaluja, KoOopAuHaluja u
HCKOpHUCTYBame Ha pecypcute. Ce mpeziara
JIeKa 33 pasIMYHOCT Ha  KIIydHaTa
KOMIIeTEeHIMja, ucTara Tpeba nma 1.
O6e36em1yBa BpeAHOCT 3a MOTPOIIYBAYOT, 2.
Jla e yHHKaTHa BO OJJHOC Ha KOHKYPEHTHUTE,
3. Jla OBOMOXH pa3BOj Ha HOBH NPOUBOIHU
W/WJH TTa3apHu.

Co KOHCTpYKIMja Ha OBaa aHaJTUTHUYKa
pamka ce 3anumaBaie u aBropure Hamel, G.

and Prahalad, S. K. Bo pamkara ce
NPEABHU/ICHN YETHPH OCHOBHU TIpaliama 3a
CeKOja KOMIIETCHIIMja Ha TPETIPHjaTUETO
(Hamel u Prahalad, 1994):

e Bpeagnoct — Jlamu e o0e30eneHa
BPEIHOCT 32 IOTPOLITYBAaYOT U KOHKYPEHTCKA
npeaHocT?

e Perkoct - Jlanmu HHKO] Hpyr
KOHKYPEHT HE ja IoceayBa HMcTaTa KiIydHa
KOMITEeTeHIHja?

e HMwmwurammja - Jlanm e Temko/ckaro
APYTHTE J1a ja IMUTHpaaT BpeaHocTa?

e  Opranuzanyja — Hamu
MPETHPUjaTHETO € OPraHU3MPAHO HAa HAYHH
3a ICKOPUCTYBambe Ha pecypcure?

Bo ciyuaj kora oAroBOpUTE Ha CUTE OBHE
npalama, 32 HeKOja 0/ KOMIIETCHIIMUTE Ce
,,Ja‘, Toralr Taa KOMIETCHIIM]ja MOXE J1a ce
CMeTa 32 pa3IMyHa KOMIICTEHIIH]a.

EnnospemeHo, noTpeOHO e BO
OpeTIpHjaTeTo  Ja  Cce  aHaIM3HpaaT
pecypcuTe, KarauTeTUTe 1 KOMIIETCHIIMATE
O]l acmeKT Ha TOoa Jald C€ CTPaTeIIKH
3HauajHu (QakTopu Kom Ke oOebemar
KOHKYPEHTCKa IPEeTHOCT, Bp3 OCHOBa Ha
HUBHA criopezoa co:

1. Munarure nepdopmancy;

2. KityuHrTe KOHKYPEHTH U

3. Unnycrpujara BO IeTUHA.

JIOKOJIKY CIIOpeyBaHUOT pecypc WIH
KOMIIETEHIMja 3HA4ajHO C€ pas3JIuKyBa O]l
MHUHATOTO, KOHKYPEHTUTE W Ha HHUBO Ha
UHAYCTpHja, HCTaTa MOXe Ja ce 3eMe
MIpe/IBU]I KaKO KJIIy4Ha KOMIIETEHIIN]a Ha Koja
MOXe Ja ce ©Oa3upa MOHATaMoOIlHAaTa
CTpaTeruja Ha IpeTIpHjaTHETO.

32 ga MoXke Ja pasBUe KIY4YHHU
KOMITETCHIINH, TpeTnpujaTueTo Tpeda (Bain
& Company, 2010):

e 1a W30IMpa HEKOJIKYy  KIIY4HHU
CTIIOCOOHOCTH M J1a TH TIOCTaBH KaKO TJIaBHU
MIPETHOCTH HAa HUBO Ha MPETIpUjaTHE;

e 51a HampaBW cropeada co APYrd
MIpeTNpujaTHja co UCTU CIOCOOHOCTH, 3a Ja
ce ocurypa Jeka pa3BUBa YHHKaTHHU
CITOCOOHOCTH;

e J1a ce pa3Bue pazbHupame 3a Toa KOU
CMOCOOHOCTH MOTPOLITYBAYUTE HABUCTHHA TH
[eHaT M J]a ce WHBECTHpa BO HHB 3a Jia ce
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paBujat
MPEHOCTH;

® Jla ce Kpeupa OpraHH3aIucKa mara
KOja K€ I MOCTaBU LIETUTE 3a Ipajiemhe Ha
KOMITETEHITHTE,

e J5a ce Oapaar CTpaTeIIKu
MapTHEPCTBA, Mpe3eMarba U JTUIEHIN KOU Ke
MIOMOTHAT BO IIOHATAMOUIHO TpajJemhe Ha
OpPraHM3alCKUTE MPEAHOCTH BO KIyYHU
ujew,

e J1a ce oxpaOpyBa KOMYHHKallHdja W
WHBOJIBUPAHOCT Ha CHUTe BpabOTEeHH BO
NpOIECOT Ha Tpajelke Ha KIyYyHHUTE
KOMIIETEHIIHH;

®  J1a Ce COYYBAAT KIYYHUTE MPEIHOCTH
Y BO CJIy4aj KOTra MEHAIMEHTOT C€ IIHPH U IO
penebuHUpa OM3HUCOT;

e a ce uchprar Wi Ia ce HalpaBH
ayTCOPCHHT Ha JIeJI O] CIOCOOHOCTHTE 3a KOU
ke ce IpOIEHH JeKa He ce KIIY4HH, 3apaju
0clI000ayBame Ha pECypcH KoM ke ce
UCKOpHCTAaT 3a  mponajabodyBame  Ha
KITy9HUTE KOMIICTHIIHH.

Knyunute KOMIETEHUMH ce€ €OHU O
HAjYeCTO  KOPUCTEHUTE  aJaTKu  Ha
MEHAIMEHTOT 3a pa3BHUBamE Ha
KOHKYPEHTCKa MPEJHOCT M BO MEPUOJIOT O]
1993 nmo 2010 romumHa cexkoramr ce
BOpOjyBaaT BO TON JECETTE ajaTKU KOW TH
kopuctar npernpujatujara (Rigby, 2011), a
HUBOTO Ha 33JI0BOJICTBO Ha OHHE INTO TH
kopuctatr Bo 80% o] cirydyauTe € Ha BUCOKO
HuBOo — 4 (Ha ckama ox 0 mo 5) (Bain &
Company, 2010). Knyuynute KOMIETEHIIUH
ro 00eMHyBaaT KOJEKTHBHOTO 3HACHE U Ce
kopuctat 3a (Bain & Company, 2010):
TTN3ajHUPakhe Ha KOHKYPEHTCKH MPEIHOCTH U
CTpaTermu  KOM TH  KamuTalu3upaar
MPEAHOCTUTE/CHIIUTE Ha TPETIPHUJATUETO;
yHUQUIMpake Ha IeN0TO MpeTHpujaTtue
v/un OM3HUC U (QYHKIIMOHATHUTE €AMHUITH
U 1o00pyBamke Ha MPEHOCOT Ha 3HACHE U
BEIITHHU TIOMEr'y HUB;, IIOMarame Ha
BpaboTeHUTe Aa TW pa3bepar MOCTaBEHUTE
MIPUOPUTETH; HUHTETpHUpame Ha ynorpedara
Ha TEXHOJIOTHja BO W3BEAyBambe Ha OM3HHUC
MIPOIIECUTE; OJUTYdyBamE 3a aJOKOIMja Ha
pecypcu; HOCeHhe Ha OJIYKH 33 ayTCOPCHUHT
W TapTHEpPCTBa;  TPOIIMpYBame  Ha
nopT(HOIUOTO HA MPETHPUJaTUETO CO HOBHU

ONPXKJIMBU U BpEeAHYBaHU

MPOU3BO/IM M YCITyTH; MIPOHAOTamke HA HOBU
nmazapu u Op3 BIIe3 HAa PACTEUYKH TMa3apu;
3ajakHyBambe Ha WACHTUTETOT U IPajickhe Ha
JIOJATHOCT Kaj MOTPOIITYBAYHUTE.

Bo cymTuHa, 3roneMeHHOT (OKyc Ha
KIyYHUTE KOMIICTCHIIMM KaKO ajarka Ha
MapKETUHT MEHAlIMEHTOT MpPOM3IIEryBa O]
MOJKHOCTa TPEKy HHUB Ja Ce€ HCIopava
YHUKaTHa BPEAHOCT Ha IOTPOIIYBAaYOT, a
NPEeKy KOOPAMHUPAKETO Ha Pa3IHYHUTE
MMPOU3BOJHN BCUITUHU U I/IHTeI‘paHI/IjaTa Ha
pa3IMYHKU TEXHOJIOTHH C€ Kpeupa 0P KIHBa
KOHKYPEHTCKa  IpEeIHOCT Ha  IOBeKe
MOBp3aHW  maszapu. Pa3Oupamero  Ha
KIIYYHHUTC KOMIICTCHIIMU UM OBO3MOXKYBa Ha
npernpujaTujata Ja  WHBECTHpAaaT  BO
MPETHOCTUTE KOW TH Au(epeHnupaar o
KOHKYpEHIIMjaTa M Ja pa3BUjaT CeT Ha
CTpaTeruu KOU ro o0equHyBaaT
LEJIOTONPETIPHUjaTHE.

3. BCG marpunara Kako ajaTka 3a
OlleHYBal€é Ha CTPAaTerucKku OW3HHC
eIMHHUIH

BCG wmarpunara kako anaTka 3a
OJlpelyBambe HAa KOHKYPCHTCKATa MO3UIHja
Ha cTpaTelkara OU3HHUC eIMHULA, BO OJHOC
Ha HajrOJIEMHOT KOHKYPEHT Ha Ta3apoT Off
McTaTa KaTeropuja Ha MPOU3BO/IH, CE 3aCHOBA
Ha nBa mapamerpu (Kotler u Keller, 20009,
p.47):

1. Crankara Ha pacT Ha mMa3apor
(MHIMKATOp 3a Pa3BOjOT M ATPAKTUBHOCTA HA
Ma3apoT W BOEJHO € KOHCYMarop Ha
TOTOBUHA) U

2. PenatuBHMOT mazapeH yuen (ja
MOKaXXyBa cujaTa Ha OW3HUC eIUHHIATA U
BOEJTHO € U TEHEPATOp Ha TOTOBUHA).

OBaa amaTka €  TOCTaBeHa  Ha
MPETIOCTaBKaTa JieKa MOTOJEMHUOT Ma3apeH
ynen Hocu moronemu npoduth. Mcro Taka,
CO MaTpHuIlaTa ce yTBPJlyBa U YYECTBOTO HA

KOHKPETHHOT  OW3HHC  BO  BKYITHaTa
npogaxoa Koja ja OCTBapyBa
npernpujatuero.  Cropex  mMarpuiara,

TUTIOBUTE HAa OW3HHCH CE OIIIyBaaT Kako
(Griffin, 1996):

e (Oe3BpenHH paboTH (HHUCKa CTamka Ha
PAacCT/HU30K PENaTUBEH YIEN),
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®  W3BOp HA IOTOBM NapH (HUCKA CTAIKa
Ha pacT/BUCOK IMa3apeH yaen),

e paboTM Ha WHCIOUTYBame (BHCOKA
CTaIlka Ha pacT/HU30K Ma3apeH ynuen),

® BOJCYKM paboTH (BHCOKa CTalka Ha
PacT/BHCOK ma3apeH yaen).

IIpuToa, mazapure €O IOrOJIEM yAel H
pact ce cMeraaT 3a MOIPHBIICYHU JICTOBHU
MO>KHOCTH, OTKOJIKY IIa3apUTe€ CO HH30K
pelIaTHBEH yJIe)l U HUCKa CTaIlKa Ha pacT.

3a cexoj oj] OBHME THUIIOBHM HA OW3HHUC BO
NPETHPUjaTHETO C€ TIOBP3aHH OJPEICHH
CTpaTeTMHM KOM C€ COOJBETHH Ja ce
NMpuMEeHaT, co 1en oOe30enyBame Ha
NPaBUIHO MapKETHHIIKO paboTeme U
JICTIOBEH ycIieX Ha KommaHujara. MimeHo, 3a
OM3HUCUTE KOW Ke OHuJaTr OICHETH Kako
Oe3BpenHu paboTu (HMCKAa CTanka Ha
pacT/HU30K penaTuBeH ynen), ce
nperopavyBa Jia ce IpUMEHH CTpaTeruja Ha
ociI000AyBamke 04 HUB WM IPEKY
JIC3MHBECTUPAE WU TPEKY MPoAaxoda, co
e J1a ce JIMKBUIUpPA TOj OM3HHUC W Ja ce
CIpeYr OJJIMBOT HAa CPEICTBa BO HEro. 3a
OM3HHMCOT OILIEHET KAaKO HM3BOP Ha TOTOBHU
napu (HHCKa CTalrKa Ha pacT/BUCOK Ma3apeH
yIen) ce TpernopadyBa CcTparerdja Ha
CTa0WJIHOCT WJIM CKPOMEH pacT, CO
3ap)KyBamke Ha W3BOPOT Ha TapH, J0/eKa
HMHBECTUPAKETO Ce CBEAYBa HA MUHIUMYM. 3a
OM3HUCUTE KOM OM Ouie OIEHETH Kako
paboTH Ha WCTUTYBame (BUCOKA CTAlKa Ha
pPacT/HU30K Ta3apeH YyAeNl) ce CMeTa JeKa
Tpeba J1a ce MPUMEHH WM CTpaTeryja Ha pacT
U WHBECTHpame WM CTpaTeruja Ha
ocno0oayBame 01 OU3HUCOT, BO COTIIACHOCT
CO Tap3aHUTE TPOIICHKH. 3a BOJCUKHUTE
pabotu (BHCOKa cTamka Ha pPacT/BHCOK
Ma3apeH yJen) COOJBETHA CTpaTeruja ce
CMeTa JieKa € pacT MpeKy MoJeNyBame Ha
CpeACTBa 3a HMHBECTHUPAKE W HATAMOIIHO
rpajiemhe Ha MO3UIIMUTE COTJIACHO Ma3apHUTE
MTPOIICHKH.

[IpakTHyHaTa TpUMEHA W 3aKIyYOIUTE
KOM MOJKaT Ja Cce HW3BEJaT Bp3 OCHOBa Ha
BCG marpunata Bo TpyAOT ce NMPHUKAKAHU
MpeKy NMpUMep W aHajdn3a Ha CTPAaTEruckKa
OM3HUC €IWHUIA 3a TPOU3BOACTBO Ha
YOKOJIaJ 1, HAa KOMIIaHHuja ,, X .

VY enot Ha MpeTnpujaTHEeTo BO MMa3apHaTa
nmobapyBavka ja mpeTcTaByBa modapyBadkara
3a POU3BOJIUTE/YCIIyTUTE Ha
MpeTnpujaTUeTo, a  Cce  IpecMeTyBa
BOOOMYACHO KAaKO MPOU3BOJ O] yIEJIOT Ha
1a3apoT KOj 3aBHCH MPABONPONOPLIHMOHAIHO
0J1 MAPKETHHT HATIOPOT HA MPETIPHUjATUETO U
BKylHaTa ma3apHa mnoOapyBauka. Cropen
MOAATOLUTE, BKYITHO TOJTUIITHO
MIPOU3BOJICTBO U MpojAakda Ha KOMITaHHUjaTa
» X n3HecyBa 4.964t, on xou 28% wunm 1.390t
€ 3a JoMmaIleH nasap, a /2% wim 3.574t ce
HaMEHEH 3a CTpaHCKM mas3ap (MHTEpeH
MOJIaTOK OJ1 MEeHalMeHTOT). Bo pamkurte Ha
TOa MPOU3BOJICTBO, YOKOJIAITHUTE TPOU3BOIN
ydecTByBaaT co 595t 3a qomaieH nasap, of
BKynHO mnpousBeneHu 1.986t. Ox oBue
MO/IaTOIM MPOU3JIETyBa JeKa yaenoT Ha ,, X
BO BKYIIHAaTa NpoJaZeHa KOJMYMHA Ha
KOHJUTOPCKU TMPOU3BOJU HA JOMAIIHUOT
naszap m3HecyBa 8% (1.390/24.000=0,08), a
yIeJIOT Ha YOKOJAJHUTE IMPOU3BOIU BO
BKyIMHaTa TMpojaxx0a Ha KOHIUTOPCKH
MpOM3BOAM Ha jJomaiieH mnazap e 2,5%
(595/24.000=0,025). Bo mnpomaxbara Ha
JOMAIITHU KOHIUTOPCKH MIPOU3BOIU
qokoJaauTe Ha ,,X“ ydecTByBaar co 6,6%
(595/9.000=0,066).

PenatuBamot nazapen ynen (PITY) e ucto
Taka  WHAMKATOp  3a  cujara  Ha
MPETIPHUjaTHETO, HO BO OBOj CIIy4aj TOj C€
MepH BO OJHOC Ha HAjTOJIEMHOT KOHKYPEHT
Ha Ta3apoT, 3a pas3jiuKa OJ a3apHUOT Y
KajJe IITO Ce€ MEpU BO OJHOC Ha CHUTE
KOHKYpPEHTH Ha 1azapor.

PenaTtuBHMOT mazapeH ynen Moxe Ja ce
oJpeau npeky Gopmynara:

PHy(ZOOB) = HSBU(x)/ HHajFOJ'IeMI/IOT KOHKYpeHT Ha X
=595/3360=1,18,

Kaje:

IIsBux) — mpogaxbara Ha YOKOIAJTHHUTE
MIPOU3BO/IM HA JOMAIIICH Ma3ap BO KOJMYHUHA
Ha MIPOJIaJICH! eAUHUIU 1

HHaerﬂeMI/IOT KOHKYPEHT Ha X — HpOIla>K6aTa Ha
YOKOJIATHUTE TPOU3BOJIM HA HAJTOJIEMHUOT
KOHKYPEHT Ha JJOMaIlleH Ma3ap BO MPOAaIcHU
eIMHUIIH.

Boobuuaeno PITY ce cmera 3a BUCOK aKo
m3HecyBa Hax 1 (Lllymecka u JakoBckw,
2008), HO Ha HEKOM Ia3apu Kako IITO €
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MazapoT Ha 4YOKOJaJa, KOj € BHCOKO
(dbparMeHTHpaH, HAjYECTO CE CMETa CIOpEe]
npaBwioTo 123, cropen koe JIUAEpOT Ha
nazapotr Tpeba Ja MMa JABamaTd IOTroJjieM
yael OJ BTOPOPAaHTUPAHUOT, a TPUIATH
MIOT0JIEM YJIeJ O] TPETOPAHTUPAHUOT OpPEHJI.
PenatuBHMOT maszapeH yaen e momobOpa
¢buHaHCUCKa MepKa ol
nobuBkaTa/mpoduror, OuAEjkHM BOETHO ja
MOKaXyBa M MO3UIMjaTa Ha MPETIPUjaTHETO
Ha Ta3apoT BO OJHOC Ha HajTOJIEMHUOT
KOHKYPEHT, a MOK€ MCTO Taka Ja yKake U
KaJge Ke ce JABIKHU TPETIPHjaTHeTO BO
unauHa. PIIY Ha dokonamHuTe NpoOU3BOAU
Ha ,,X“ ©3MEepEeH BO OJIHOC Ha MpojiaxkdaTa Ha
HajroJIEMHOT KOHKYPEHT Ha 1a3aport (,,Y* co
3360t.) wu3HecyBa 1,18, a 4okomamgHuUTE
MPOU3BOIM Ha ,,X*, BO BKyIHAaTa mpogaxoa
Ha TPETHPUjaTHETO Ha JOMAIIHHOT Masap
yuecTByBaat co 43% (595/1390=0,43).

Crankara Ha pact Ha mazapot (CPII) e
MepKa 3a aTpaKTHBHOCTA HA Ma3apoT U HCTO
Taka ja IOKa)KyBa IMO3UIMjaTa Ha OpEHI0T Ha
MazapoT, Kako M HUAHHOT MOTEHLHjal Ha
1a3apoT ¥ HeroBaTa aTpaKTUBHOCT 3a BJIe3 Ha
HOBU KOHKYPEHTH.

Crankara Ha pact Ha mnazapor (CPII)
MOXE Jla ce OJApeAr M MIpeKy o0eMOoT Ha

npoaax6a WM MOpPacTOT Ha TOIyJalyjaTa,
omunocHo CPII = [(IT— I-1)/ M1]*100,

Kaje:

Iy — BkynmHa mpojax0a BO TEKOBHAaTa
roJvHa,

111 — BkynHa npojax0a BO MpeTxoaHaTa
TOJIHA.

Ce cMera 3a BUCOKa JIOKOJIKY € Iorojema
on 10% (Lllynecka u JakoBcku, 2008), pacte
JOKOJIKY € morojiema of 0, a Ha ma3apoT 3a
yokomaaun u3HecyBa 1%  (Euromonitor
International, 2012).

Cropen, oBHE TOJATOIM, YOKOJIATHUTE
MPOM3BOAM Ha ,,X* Ha Ma3apoT HA YOKojIaaa
nperctaenn npeky BCG  marpunara
criaraaT BO JIeJIOT Ha U3BOPU HAa TOTOBH HapH,
OJTHOCHO CO3aBal€TO Ha CpeACTBa €
MOTOJIEMO OJl TPOUICHETO Ha CPENICTBa,
OWIejKH ce MPOM3BOIM CO TOJIEM PEJIaTUBEH
ylena, BO paMKH Ha 3pelia MHAYCTpHja, CO
HHUCKAa CTallka Ha pacT, KOM BO Mpojaxodara
Ha TMPETNpUjaTUETO Ha JOMalleH Ma3ap
yuectByBaat co 43% (cnuka 1.).

Cauka 1. Ilo3unuja Ha YOKOJAAHUTE MPOM3BOAU HA ,,X* nmpukaxkana Ha BSG martpuna,

cnopex CPII u PITY

559

E5 7

S5 5

3

SE 3

58

= 0.43
= 9

=& -1 1

PenaTtuBeH mazapeH yjaeJ (JIOrapuTaMcKa ocKa)

e 1 — mporeHT Ha pacT Ha 1Ma3apoT Ha YOKoJaaa
e 1,18 — penaTuBeH mMa3apeH yuen

¢ 0,43 — yyecTBO Ha YOKOJIAJAUTE BO BKYITHOTO MPOU3BOACTBO HAa KOMITAHHU]aTa

[Ipou3BoauTe Ha KOMITaHHWjaTa ce BO (ha3aTa
Ha 3peJIOCT, a Ha Ta3apyu CO HUCKa CTanka Ha
pacT BOOOMYAaeHO € CO TEK Ha BpeMe
MPOM3BOJUTE Ja N10jAaT a0 oBaa ¢aza. 3a
BaKBUTE IIPOU3BO/IH, criopen BCG

MaTpulaTa, Ha pacnoJjlarame ce 1B€ OCHOBHU
CTpaTerMM KOM MOXaT Ja C€ IPHUMEHaT
QITEPHATUBHO - CTpaTeryja Ha HHBECTUPAHE
3apaay 3apKyBambe Ha Ia3apHUOT Y€, WIN
JIOKOJIKY c€ cJIabu M3BOpU Ha TOTOBHHA CO
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HEjacHa WJIHHWHA — CTpaTerdja Ha coOMpame
Ha npuxond. Bo oBoj cmydaj, Ounejku
YOKOJIaJIHUTE IPOU3BOAM C€ KIyUHH 3a ,, X
CO PENaTHBHO T'OJIEMO YYECTBO BO BKyIHaTa
npojgaxba, 3a HHB Tpeba Ja ce MpPUMEHHU
CTpaTernjara Ha HWHBECTHpame, 3a Ja ce
3aJJpKH ITOCTOJHUOT Ma3apeH yell.

On BakBara aHain3a CTaHyBa jacHO BO
KO JICJIOBHHM €IWHUIIM M MPOU3BOJAU J1a Ce
MHBECTHpAa W Kako Ja Ce pacrpenesu
nobuskara. Ilpermpumjatuero Tpeba ma
olpXyBa OajgaHC BO TNOPTHOIMOTO Ha
Ou3HHCH, OHJIEjKU caMO Taka Ke TH 3roJeMH
MOXHOCTUTE 3a pacT, IUTO 3HAa4YH JIeKa
nopTHOINOTO Tpeda J1a COAPKH IITO MOBEKE
BOJICUKH pabOTH CO BHCOK MasapeH yaed U
CTaIlKka Ha pacT, U3BOPH HA TOTOBU MapH KOU
ke 00e30enar cpeIcTBa 3a MIIHUOT PAcT, KaKo
U pabOTH Ha UCIHTYBakE KOH IPEKY
WHBECTHPAETO BO HHMB KE IpepacHaT BO
Bozeukn paboru. Cemak, Tpeba ma ce 3eme
OpeABH] JIeKa M OBaa aHajlu3a MMa CBOM
OrpaHUYyBama: MPEMHOTYy € €IHOCTaBHA -
KOPUCTH CcamMoO 10 €IeH II0Ka3zaTel oOf
aTpakTuBHOcTa Ha uHayctpujata (CPII) u
€/IeH O/ JIeJIOBHATA CUJIa Ha MPETIPHjaTUETO
(PITY); BpckaTa momery na3apHUOT yIel U
npodurabuIHOCTa HE e ceKorarl
MpornopuroHaiHa (MpeTnpujatuja co Maj
maszapeH ynen MOXe Jla OCTBapu BHCOK
npodut nopaau GokycoT Ha roceOHa rpymna
Ha MOTPOIIYBayuM); IPOU3BOJIHATA IUHH]jA CE
CTIOpeyBa CaMo CO HajTOJIEMUOT KOHKYPEHT,
Jo7ieKka  TOMalluTe  KOHKYPEHTH  ce
uUrHopupaar. BeymHocT, momynapHOCcTa Ha
BCG wmatpunara e omagnata ox 80-Tute
ronunau Ha 20 BEK HaBaMy, HO Taa C¢ yIITe Ce
CMeTa 3a peJeBaHTHA M C€ KOPUCTH Kako
aHanuTH4YKa  pamka on  27%  ox
npeTnpujaTHjata Ha guctara Ha Fortune 500
npu  GOpPMYIHpamEeT0O  HAa ~ HUBHUTE
kopnopatuBau  ctparerun  (Reimann  wu
Reichert, 1996). Mmeno, BCG wmarpumara
MOX€E Ja Ce KOPHUCTH Kako eIHOCTaBHa
aJlaTKa W MOYETeH YeKOp BO IWMCKYCHjaTa U
OJUTyKaTa 3a aJoKallija Ha pecypcu momery

Pa3UYHUTE CTPATETHUCKH OWU3HHUC CTUHHUIIH.
Boormito, motpedaTta o aHaiu3a BHaTpe BO
MPETIPUjaTHETO IIPOU3JIETYBA ox
HEOIXOHOCTA Ja Ce OIICHU pabOTEHETO Ha
MPETHPUjaTHETO U JIa Ce YTBPAAT KIyYHHUTE
KOMIICTCHI[MM  KOM  HOCAT  HajrojeMHu
npuxoau W o0e30emyBaaT — momoOpu
pe3ynratu oj paboTeHhETO.

3akiay4ox

Bo Tpynor ce mokaxyBa 3HAYEHETO U
nmorpedara oJl opraHusaiyja Ha paboTeHETO
Ha TIpeTmpujaTdjatra Cco  IOMOII  Ha
CTpATEeTUCKH OWM3HUC €AMHUIM, aJaTKUTE 32
HUBHO OLICHYBame€, Kako M COOJIBETHH
CTpaTeTHH 3a TIOCTAIlyBamkbe BO PA3TUYHU
cllyyual Ha Yyclex WIM Heycnex Ha
enuaunATe. MIMeHo, mopaau (akToT AeKa
opraHuzanyjara Ha  HOPTGOIMOTO  HA
MPETHPUjaTHETO BO PA3IMYHH CTPATETHCKH
OM3HMC €IUHMLMU CIOpe] KaTeropuu WiIx
MOCJMHEYHH TPOU3BOIM TO OJIECHYBa U
noxo0pyBa yIIPaBYBakETO co
MapKETUHIIKUTE aKTHBHOCTH, MOXE Ja ce
3aKJIly4yd  JleKa  CTpaTerMCKUTe  OM3HMC
CIMHHUIIA CE 3HA4ajHO CPEJICTBO  3a
YHaIlpeIyBambe Ha JIEJIOBHOTO paloTeme.
[IpunobuBkuTe 04 OBOj] HAuMH Ha
opraHu3aiyja Ha paboTemeTo ce OpojHH, a ce
MOBpP3aHKM W CO TMpoPuTadMIHOCTA Ha
6usHucor. Bo Tpynor ce obpaboryBaar u
aJIATKUTE 32 OIEHYBamhe Ha YCIIEIIHOCTA Ha
CTpaTeruckuTe OM3HUC eAMHUIH, kKako VRIO
mozenor u BCG wmarpunara. Hcrure
roMaraar BO MpPOLIECOT Ha HOCEHE OJUIYKH,
0c00€HO 07 aCTIeKT Ha OJITyYyBambe 3a TOA Ha
KOj Ha4MH J1a ce OJApeaM JAalu KOHKpETHa
KaTeropuja Ha TMPOU3BOAU WIM HEKO]
MOEJMHEYEH MPOU3BOJ Tpeba Ja ce oJienu
BO ImoceOHa OM3HHC €IWHHIIA, KaKo M Toa
Jlalii ¥ KOJIKY Tpeba /1a ce HHBECTHpa BO HUB
WIW € TOTPeOHO TMpeTHnpHujaTHETO Ja Ce
035100011 O/ HHUB, IOPAJAU EBEHTYaIHU
3aryOm Ha cpencTBa. TpymoT € 3Ha4YaeH
nopajyd NpUKaXyBamke Ha yrnoTpedara Ha
KOHKPETHH MAapKETHHT aJlaTKH, KOH TO
yHaIpeayBaaT JeJIOBHOTO paboOTeme U KOU
JOKaKaHO MPHUIOHECYBAaT 3a IOTOJIEM yCIIEX
IIPU IJIACMaH U YIIpaByBambe CO NOPU3BOIUTE
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Ha npeTnpujaThjarta. [Topanu
MOTOPEHABETHOTO, 3aKIIyJOKOT € BO HAacOKa
Ha COBETYBaWmE€ 3a BKIYyYyBamkbe Ha OBHE
QJIAaTKU BO MApPKECTHUHIIKUTE aKTUBHOCTH H
JCJIOBHUTE  aHaNM3M M  OMIYyKd Ha
npeTnpujaTijata, MOpaad MOXKHOCTA Ja
BJIMjaaT Ha U J1a ja 3rojieMaT KOHKYpEHTCKaTa
MPETHOCT, ITO € OJ TOJeMO 3HaueHke 3a
OTICTAHOK, pact u pa3Boj Ha
npeTnpujaTHjaTa.
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ONLINE STORES - THE WORLD
TREND AND EXPERIENCE
IN REPUBLIC OF MACEDONIA

Abstract

The rapid development of computer
technology and the explicit growth of the
Internet imposes a great confidence on
people that one day all business transactions,
personal and commercial, will be made
online. Modern society is characterized by
the synergy of many, in appearance different
areas of human interest. Today, it is difficult
to pull a clear boundary between, for
example, mobile phones, mobile computers,
modern TV sets.

The good thing about e-commerce is that
there are constantly new opportunities
opened up in new markets. But main
question is: are individuals and companies
ready to fight in this field? Globalization
requires strong "actors™: the ability to
provide services throughout the day, in
different languages, to meet the demands of

people of different cultures. It is necessary to
possess enormous dexterity, knowledge,
access to information. The swap swiftly
passed the trillions of dollars. E-commerce is
expected to become the largest retail channel
in the world by 2021, surpassing sales
through retail outlets such as supermarkets,
independent  merchants, clothing and
footwear stores, among others.

In this paper, the focus is placed on Internet
shops as a contemporary trend in the world,
their stagnation and the habits of customers
with electronic commerce in our country.

Key words: e-commerce, internet,

purchasing, product, research, development,
representation.
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ONLINE ITPOAABHHUIIUA - CBETCKH
TPEHA U UCKYCTBOTO
BO PEIIYBJIMKA MAKEJOHUJA

ANCTpaKT

3a0p3aHUOT pa3BOj Ha KOMIIjyTepcKaTa
TEXHOJIOTHja ¥ €KCITIOHCHIIMjaJTHUOT PacT Ha
WHTEPHETOT UM BIICBAJI TOJIeMa JIoBepOa Ha
nyreTo JieKa €IeH [eH CHUTe JIeJIOBHU
TPaHCAKIIUY, JINYHUA U KOMEPIIUjaTHHU, KE Ce
W3BpIIyBaatT online. CoBpemMeHOTO
OIIITECTBO CE KapaKTepU3Upa CO CHHEPTHja
Ha MHOTY, Ha M3TJIe]l pa3InyHu 001acTH Ha
YOBEYKH HHTepec. Temko e JeHec jaa ce
MOBJICYE jaCHA TpaHHIA Mery, Ha TpUMep,
MOOWITHHTE TenedoHu, MOOWITHUTE
KOMIIjyTepH, COBPEMEHHUTE TEJICBU3UCKU
armaparwu.

JloOpaTa paboTa OKOJy e-TproBujaTa € Toa
IITO MTOCTOjaHO CE OTBOPAAT HOBU MOKHOCTH
Ha HOBM na3zapu. Ho 0CHOBHOTO mpamame €:
Jamy  TOeOUHIUTE W QupmuTe  Cce
MOATOTBEHHU Jia ce OopaT Ha oBa rnose?

1.Introduction

Modern science intensively uses modern
achievements in everyday human need. We
can say that these achievements are primarily
used in modern business. Computers have
been used for business purposes for decades,
but that area where the business is on the side
is the Internet. Until

I'mobanu3anujata Oapa CHUIHH ,,aKTEpH
CIOCOOHOCT J]a Cce JaBaaT YCIyrd MO IIeJ
JICH, Ha pa3JIMYHM ja3WI, J1a CE 3a70BOJIAT
OapamaTa Ha JyreTo OJl pa3HHU KYJITYpH.
[lorpeOHO e  mocemyBame  OrpoOMHA
YMEIIHOCT, 3HaCHE, IpUCTAI 70
uHpopmanu. Pazmenara Op30 TM mpemMuHa
U3HOCUTE BO TPWIMOHH aMEPUKAHCKU
noiapu. E-TproBuja ce ouekyBa ja craHe
HAQjrOJIEMHOT MAaJONpPOAAXEH KaHal BO
ceetoT 10 2021 ronuHa, HAIMUHYBAjKU ja
npogaxxdara TpeKy TPONAKHUTE MECTa,
KaKo IITO C€ CYNEpMapKeTUTe, HE3aBHCHU
TPrOBIIH, TIPOJIABHUIIM 32 00JIEKa U OOYBKH.
Bo oBoj Tpyn, ¢okycoT € cTaBeH Ha
WHTEPHET TPOJABHUIIMTE KAaKO COBPEMEH
TPEHIlT BO CBETOT, HUBHATA 3aCTACMHOCT U
HAaBUKHUTE Ha KYITyBauMTe CO €IEKTPOHCKATA
TProBHja BO HAIllaTa 3eMja.

Kiyuynn 300poBH: eneKTpoHCKa TProBuja,
WHTEpHET, KYITyBame, HPOU3BOJ,
UCTpaKyBame, pa3Boj, 3aCTAICHOCT.

1998-1999. the use of the Internet was, in
addition to science and military purposes, a
kind of primary information exchange, and, it
can be said, with a large share of fun content.
In such conditions, the immaterial factor - the
information assumes the main role, ie the
replacement of energy, as a development
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engine. Or as in the 1980s, the legendary
Citibank leader Walter Wriston said:
"Information about money is almost as
important as money itself." That's the truth
for business today.

One of the phrases well known today is:
"Wear the world in your shopping bag !!" It
does not exaggerate the fact if you say that:
the world is now uniting with just one click
on our computers. Always, all the alluring
materials around are an exodus in the world
of the Internet. We do not often think that
instead of taking a walk through the market
before we buy a mobile phone, we can do a
healthy online research that in some cases is
followed by online shopping. The script is
not limited to mobile phones only. It covers a
wide range of products such as household
appliances, consumer electronics products,
books, clothing, travel packages, etc., and
even electronic content itself.

In today's world of increased globalization
of the market and economic regionalization,
business can not be successful without the
use of modern information technology. The
networking of companies and public
administration and the development of the
Internet have led to major changes in the way
and efficiency of the business system. The
Internet has completely changed the way of
doing business, breaking geographical
boundaries, language barriers and currency
constraints. Simple and fast communication,
almost instantaneous transmission of large
amounts of data on long-range relationships,
easy publishing and updating of multimedia
documents and their continued global
availability, delivery of digital products and
services, direct payment via the Internet,
creation of virtual organizations are only a
few advantages. All this represents the
elements of a new form of business, the so-
called. electronic business.

The largest number of young people
connected daily on the Internet are in the
Netherlands (90%), Denmark and Estonia
(88%) and Finland and Sweden (87% each).
On the other hand, only 41% of young people
in Romania (younger than 25) use the internet
daily, while young people in Greece and

Ireland are in better shape, with 57% and
58%. [TemjanoBckH, cTp.25]

Electronic business includes e-commerce
that describes the process of buying, selling,
transferring or exchanging products, services
or information through computer networks,
including the Internet. Electronic commerce
is a set of intangible links maintained by
economic agents. This definition implies any
transaction that appears online, a telephone, a
bank network, etc., as well as any other form
of payment, whether real or electronic money
IS used.

Electronic commerce can most widely be
defined as selling and buying goods using
computer networks. E-commerce is not a new
activity, but its origin dates back to the 1960s,
i.e. the emergence of electronic data
interchange - EDI.

Online shopping can be the fastest, and
most often the cheapest way to buy a product.
Internet commerce is considered the most
profitable form of trade for simplicity and
low cost. Buying is possible at any time of the
day or night, 365 days a year, there is no
restriction for the customers from the
neighborhood, no lease of office space is
required etc. Wherever it is, the seller who
places his product on the Internet allows
other Internet users to see his product even
though they are thousands of miles away. The
establishment of a classic retail chain
requires a major investment in infrastructure,
space, employees and auxiliary equipment.
Online retailing is much cheaper, as all
physical stores replace a website that is
popularly called an online store.

Online stores are virtual stores and are the
place where buyers can choose the desired
products and services, while making minimal
effort and spending minimal time. They are
the main location for e-commerce and today
they are increasingly popular for use and
visits by millions and billions of buyers
around the world. That's why I chose this
topic as a topic for my graduation thesis,
because | think it is an area for which many
interesting facts can be extracted, numerous
criticisms, positive or negative, and research
into the factors that influence their use in the

46



world , but with particular reference to the
Republic of Macedonia. For accepting
electronic commerce by the masses, it is
necessary, first of all, for users to have
confidence and a sense of control over the use
of their personal data. Then, people have to
be sure in the delivery of the products they
ordered from the online store.

The goal of this graduation thesis is to
investigate and analyze the factors that
influence the use of online stores in the world
and the Republic of Macedonia and the extent
to which they are present and popular in our
country. For this purpose, | prepared a survey
for respondents who are citizens of the
Republic of Macedonia. The survey is so
formulated, that it explores all the important
variables that relate to the experience with the
use of such stores.

The graduation thesis consists of an
abstract, an introduction, a major part, a
conclusion, and a list of used references. The
main part consists of three parts: the first part
is dedicated to electronic commerce - in
general and in the world, the second part
deals with online stores, all their aspects and
the most popular online stores in the world.
The third part is dedicated to online stores in
the Republic of Macedonia. In the end, the
conclusion and the list of references that |
used for the preparation of the thesis were
given.

1. ELECTRONIC TRADE - A
MODERN WAY OF THE
FUNCTIONING OF BUSINESSES

1.1. E-commerce - general overview and
classification

Defining e-commerce is not easy, because
it is an area that changes quickly. In addition
to the technological aspect, it is necessary to
emphasize the economic aspect and define
electronic commerce as a new market
offering new types of goods and services,
such as digital products through digital
processes. Sellers of physical products are
also involved in digital processes, such as
online shopping, market research and

payments that represent parts of this new
market.

Electronic Commerce (e-commerce) is
one of the standard parts of e-commerce. In
order to define the concept of e-commerce,
we need to rely on knowledge of the concept
of commerce as a whole. The word
“commerce” comes from the English
language which can mean different types of
social relations in terms of exchange of ideas,
feelings or opinions, as well as a process of
strong exchange and transport of goods from
place to place. Trade is present all around us
in many different forms, and we all
participate in trade from different angles.

Electronic Commerce describes the
process of buying, selling, exchanging
products, services or information through a
computer network, including the Internet. E-
commerce can be defined in 7
aspects:[Traxler; Temjanovski ctp.82-83;
Mills Giorgio]

1. Communications from a perspective
through the electronic network - electronic
commerce is the delivery of goods, services,
information or payment through computer
networks or by any other electronic means.

2. Trade - from a commercial
perspective, electronic commerce provides
the opportunity to buy, sell products,
services, information online and online
services.

3. Business processes - electronic
commerce performs electronically by
completing business processes via electronic
networks, replacing information about
physical business processes.

4. Services - E-commerce is a tool that
meets the wishes of governments, companies,
consumers and management, shortens the
costs of services, improves the quality of
customer service and increases the speed of
the delivery service.

5. Learning - from the perspective of
learning, e-commerce is suitable for online
commerce, but also education in schools,
universities, including educational business
incentives.

6. Collaboration - from the perspective
of cooperation, electronic commerce is a
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framework for inter-organizational and intra-
organizational cooperation.

7. Community - e-commerce provides a
learning community.

The participants in the trade are:

Buyers - persons or institutions that have
money and who want to replace them for a
product or service.

Sellers - individuals or institutions that
offer products or services to customers. They
are usually divided into two major groups:
retailers, working directly with end users and
wholesalers offering retailing.

Producers - persons or institutions that
create products or services that are further
sold. The manufacturer is always a seller,
because he must sell the product wholesale,
retail, or even directly to the final consumer.

As in classical commerce, e-commerce
also has elements such as: product, place,
marketing,  ordering  method,  order
acceptance, ordering, product return,
warranty, and technical support. For them, it
is characteristic that, depending on the degree
of development of the company in an
electronic sense, some less, and some more,
have a recognizable traditional character. The
electronic store differs from the classical only
according to the means of production. The
principle of trade is, of course, the same.
Electronic commerce or e-commerce is
business communication and transfer of
goods and services (buying and selling),
through network and computers, and transfer
of capital, using digital communications.

Elements of electronic commerce are:

1. Product - so that someone can
participate in the trading process, there must
be something to sell. It is possible to sell two
things: a product and a service. Electronic
commerce can be seen as a complement to
classical trade, i.e. a new form of classical
trade, which includes "classical” products
and services. There is only a different way of
delivery.

2. Place - the place of sale at the
electronic commerce is the website, or the
space for the store, and is part of the web
space. In this space, laws of physics are
applied in a completely different way,

because it is a matter of immaterial space: the
web store is equally visible and accessible, its
working hours are unlimited, and its reactions
to the client are equally fast.

3. Marketing - the purpose of marketing
is to increase customer traffic through the
store and increase the percentage of visitors
who decide to buy the product. As the
classical store needs advertising, so the
online store requires Internet users to find out
about the website, to visit it and find out what
the store offers.

4. The method of receipt of the order -
an electronic store ensures the receipt of
orders automatically, through a form on the
website, and without the need of personnel in
order to deal with the customer contact. The
principle of ordering e-commerce is as
follows: the term virtual shopping cart is
introduced. The user reviews the products
(which are sorted by category), each product
being offered along with detailed
specifications and the like. Also, within the
screen of each product there is a possibility of
"adding" the product to the "basket". This is
usually done using a button (or a regular
connection, even though the button is more
common in practice) with the "add to cart"”
tag. When a visitor clicks on that button, it is
considered that he has decided to buy that
product, and the server keeps a record of it.
The visitor (who we can not yet call a buyer)
can at any moment consider the current
contents of his basket and, if he so wishes,
can remove certain (or all) products. He is not
obliged to pay until he makes the final
decision, and select the link he leads to the
payment. The benefits of e-commerce are
already seen: the user, besides doing it from
his home and being completely
inappropriately dressed, can easily choose
products without rush. The choice of
products can take days, in pauses, because the
contents of the cart can be stored until the
user himself cancels it. So, the user can
carefully consider his choice and make sure
he has made smart shopping.

5. The method of receiving money - the
most efficient way to pay, the quickest for the
user and the most convenient is the payment
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by credit card. However, since this involves
entering a credit card number (which is
highly confidential information) and sending
that number over the Internet, high security
for this payment is required. Therefore, the
electronic payment process is left to one of
the banks that provide the electronic money
transfer service.

6. Delivery - In trade without a classic
store, it is also necessary to ensure delivery
of the product after the order has been made
(and,  possibly, paid). Delivery or
transportation of products from the seller to
the buyer is most often left to firms that
specialize in this business, such as fast mail.
Delivery, as a rule, is not the responsibility of
the company that sells.

7. Opportunity for returning the
product - sometimes the buyer is not satisfied
with the product he bought, and wants to
return it. This is not about a defective
product, but more about the client's inability
to assess whether such a product is needed or
whether it performs the required function -
before buying and testing it in everyday life.
Such a service is still considered a luxury in
our country, but in developed economic
systems it is a daily phenomenon.

8. Guarantee - in a small percentage, the
device has a factory error or a malfunction
occurs within the specified time limit. In this
case, it is necessary to provide the
opportunity to service the product or replace
it with a new one (warranty, warranty
period). The guarantee is borne by the
manufacturer of the product, and the seller
only mediates the process.

9. Technical support - technical
support, in the form of telephone contacting
with employees, is provided by firms that sell
technical products that are not easy to use. In
order to provide good technical support,
especially for companies with high product
turnover, it is necessary to provide a number
of telephone operators who are well informed
and educated regarding the characteristics
and use of the spectrum of products for which
technical support is provided. Such
departments mean large expenditures for the
firm. And in this part, the electronic business

brings significant savings through the
automation of technical support.

1.2. Electronic Commerce as a World
Trend - Facts and Expectations

E-commerce is expected to become the
largest retail channel in the world by 2021,
according to Euromonitor International
[Euromonitor Communications],
surpassing sales through retail outlets such as
supermarkets,  independent  merchants,
clothing and footwear stores, among others.
E-commerce will account for 14% of total
retail sales in that year. However, future
adoption is not evenly distributed throughout
the world. E-commerce is already leading the
Asia-Pacific region with a penetration rate of
13%, but will not reach the peak in Western
Europe over the next five years. Retailers will
need to adequately adjust their digital
strategies by region, country, and category.

In 2017, e-commerce became the leading
retail channel in the Asia-Pacific region,
driven by growth in two countries: South
Korea and China. South Korea was the first
country in the region where e-commerce
became No. 1 in 2013 with a 11% penetration
of total retail sales. The world's best digital
infrastructure, coupled with the high
inclination to adopt the latest technology, led
the digital revolution.[Grant M.]

According of Euromonitor International’s
report released alongside the second annual
“What’s New in Retail: Emerging Global
Concepts” Internet retailing is the fastest
growing global channel, and with scope of 73
percent to become a larger channel than
traditional grocery retail. Within internet
retailing, the food and drink category is
expected to see the fastest growth at 80
percent. With mobile internet retailing
expected to reach 50 percent of total e-
commerce sales in 2019, retailers are looking
at the next wave of technology to create new
ways for consumers to shop.

New market investigation illuminate that
Asian markets are now driving ecommerce
growth on the international scale. By the end
of 2017, ecommerce transactions in the Asia-

49



Pacific region (including East Asia,
Southeast Asia, India and Australia) expected
to reach USD 2.352 trillion and more than
double to USD 4.058 trillion by 2020. In
addition, Asian countries are considered the
pioneers in m-commerce (sales via mobile
devices including smartphones and tablets)
and s-commerce (sales via social networks).
Leading retailers in China, Alibaba and
JD.com, have built retail ecosystems with the
best choice and range of pricing while
addressing logistics and payment challenges.
Both continue to improve proportionally to
digital experience, speeding up delivery and
expanding product categories.

E-commerce in the US and Canada, in
combination, will be the largest channel in
2020, accounting for 16% of retail sales - not
too far behind the Asia-Pacific region.
Retailers in both countries eliminate friction
in digital commerce. The focus of retailers in
both countries is to offer more shipping
options, such as shopping in stores, lockers or
hourly delivery / delivery on the same day.

E-commerce will be the largest channel in
2019 for the United Kingdom with 18% of
total retail sales, Denmark (17% e-commerce
penetration) and Finland (14% penetration of
e-commerce) after 2020 and 2021,
respectively. In other countries, e-commerce
will not be a top spot in the next 5 years.
Although the third largest retail market in
Western Europe (behind Germany and
France), the UK, was the largest e-commerce
market in 2017-50%, greather than second
place - Germany. This leadership is thanks to
the rapid adoption of UK online grocery
shopping compared to Germany and France.
Germany is expected to reduce the gap
through larger movements of clothing and
footwear sales online.

The rise of e-commerce affects retailers in
terms of a range of issues, from investments
to organization of sales planning. Retailers
need to be prepared on how quickly this
channel will become a significant part of their
sales. At the same time, retailers need to
understand how digital commerce will
develop by country and type of category.
Western Europe is a great example of how

countries and categories move on the Internet
at different speeds: food and groceries are
leading digital commerce towards the UK's
third largest retail market, while clothing and
footwear will help the largest market,
Germany, to close the gap between the two
countries.

2. ONLINE STORES
2.1. Generally for online stores

When we talk about online stores, we can
only be sure that they are gaining momentum
and definitely represent the most sought-after
and the most used tool in the present world.
Many ask the question "How do | open an
online store?"

2.1.1. Who can open an online store?

An Internet shop can be opened by
individuals and legal entities. There are many
more limitations, if you are an individual.
Individuals can easily sell products that
independently produce them or services they
perform independently. Legal entities on the
other hand can sell their own products and
services, but also sell them from other
suppliers.

There are also small limitations for legal
entities when it comes to products from other
suppliers by foreign payment card processing
providers. Those cards require reliable
contracts with suppliers that clearly state that
they allow their products to be sold in an
online store. With domestic banks in
Macedonia, the level of control of suppliers
is much lower and with our banks it is much
easier to make an agreement for processing
card payments. All payment providers do not
allow the sale of unreasonable products or
products that are prohibited for sale by law.

2.1.2. With which domestic payment

providers can an agreement be
concluded?
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With all commercial banks that offer
payment processing service over the internet.
In the Republic of Macedonia, the stores have
positive experiences with Stopanska Banka,
NLB Banka, Komercijalna Banka, Halk
Bank and others.

2.1.3. Where does the owner host the
store?

It is best to choose hosting from the
offered hosting partners for the solution,
because with the purchase of hosting you will
also get the opportunity to install a few clicks
and open your online store. Otherwise you
will need to engage an expert person or
company to do it for you. If you intend to sell
only in the territory of one country and expect
a large number of visitors to consider the
option to host in that country, as this will give
you much faster speed for your online store.
Higher speeds allow visitors to decide to visit
you more often.

2.1.4. How to connect the online store with
the bank?

For this purpose, a module or connection
for processing payment through the payment
provider is required. Basic needs are:
software - an online store, hosting, fixed IP
address,  security  certificate, module
(connection) for processing card payments,
agreement with a bank for realization of card
payments.

2.1.5. How should the online store look
like?

Every Internet shop should have a well
thought-out design, because the design is one
of the key elements of the attractiveness of
visitors. Each store should basically have the
following elements: cover page, header,
footer, group page, detailed page, basket,
buyers announcement, orders.

These are the basic elements of the page
layout for end-users. An online store requires
having an administrator part through which
the owner will edit the content of the online
store and will record and organize orders,

payments and supplies. Almost every online
store in the "market place™ section has a
choice of free designs (themes). The owner
should look at it and choose the appropriate
topic to implement it. When selecting it, it
needs to keep an eye on the version of the
theme to fit the version of the online store.

Among the most popular on-line stores in
the world, we distinguish: "Ebay",
"Amazon", "Sports direct”, "Ali Express".

Online shopping is a type of e-commerce
that allows the user to directly purchase
services or products using an internet and
web browser.

2.1.6. What are the beginnings of online
purchases?

The first steps in online purchase were
made by Michael Aldrich. In 1979, he set up
the first teleshopping - shopping at a distance
by connecting a domestic TV receiver to a
real-time telephone line for information
transmission. Today, this type of purchase is
known to us as e-commerce, e-shopping and
online shopping - a multi-million-dollar fast-
growing business that completely changed
the way of trading. By 1979, there was
nothing like online buying. From the
beginnings of the online store in 1980, to this
day, it has been perfected to the extent that
has caused high expectations from customers
in terms of the service they need to get online
purchase. Ebay and Amazon are among the
first online stores that have been dating since
1995 and currently have around one million
users on a daily basis, but also have a wide
selection of products.

For the satisfaction of its online shoppers,
one of the crucial factors for a successful
online market is its good organization. The
easy search for products by type and brand is
also a service that should be offered by an
online marketplace. With this service you can
find the product you need in just a few
seconds.

Recent research shows that most online
shoppers visit online markets firstly to save
time. A market offering its "click and order"
service along with home delivery, already
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occupies a high position on the market with
great attendance by online users.

2.1.7. Products that are best sold on the
Internet

The Internet provides an environment
with a vast trading area. It is precisely
because of online commerce that today all
things take place faster, life is faster than it
ever was. With the emergence of online
benefits, dreams and aspirations many people
have become a reality. People who had
several items to sell, but did not make high
profits due to slow processes, felt relief from
the on-line sales.

Thousands of products are available on the
web from numerous vendors. The most
popular categories are:

e Computer hardware and software.
Dell and Gateway are among the most
famous online sellers of computer hardware
and software.

e Electronics. According to the
Consumer Electronic Association, 10 to 15%
of electronics are purchased by consumers
online. Examples include: digital cameras,
printers, scanners, wireless devices, etc.

e Books and music. Amazon and
Barnesandnoble are one of the major world
book sellers.

e Health and beauty. Versatile
products for health and beauty are sold online
by the most famous retailers and specialized
stores.

e Clothing. Through the costuming of
pants, t-shirts and even shoes, online sales of
clothing is on a steady increase.

e Jewellery. Following the example of
those who sell jewellery through TV, a
number of companies now sell jewellery
online.

e (Cars. Car sales via Internet began in
2004 and increased considerably by 2007.

e Services. Sales of the service
industry, especially transport, banking,
insurance are on the rise

2.2. Legal aspects of online stores

2.2.1. What is needed from a legal point of
view to establish and register an Internet
merchant?

In order to start functioning and e-
commerce, the internet trader (legal entity)
should initially register as a trading company
in the Central Registry. Those companies that
are already registered in the Central Registry
and operate as "offline™ traders, but want to
expand the way of sales of goods and services
do not need to re-register or supplement the
registration.

The Law on Electronic Commerce
prohibits a certain state or other body to
request a special permit or approval of the
trader who wants to deal with Internet
commerce.

2.2.2. What spatial and staffing conditions
should the internet trader fulfill?

In contrast to the physical stores for which
according to the regulations it is necessary
fulfillment of certain minimum technical
requirements and standards of the premise so
that the trader can trade through it, the
possession and operation of the Internet shop
does not require physical premises. Also, the
internet merchant should not have his own
offline store at all, but can work exclusively
through online sales.

In physical stores, according to the
regulations, a certain minimum number of
employees is required, depending on the
shop's working hours (one or two shifts). The
Internet shop can, from a theoretical point of
view, work with only one employee and thus
meet the legal requirements, regardless of the
working hours is 24/7, since most of the
processes are automated and do not require
the operation of persons in shifts . The
Internet trader should not have any fiscal
equipment if the payments are made via
Internet.
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3. ONLINE STORES IN THE
REPUBLIC OF MACEDONIA

3.1. The development of e-commerce
and online stores in the Republic of
Macedonia

Daily online shopping in the United States
and Europe is slowly, but surely
accomplished in Macedonia. In 2010, only
6% of the population made an online
transaction, and at that time there were only a
dozen electronic stores in Macedonia. One of
the "revolutionaries” in the opening of an
online store in Macedonia is “Grouper”, a
company that is on the Macedonian market
since 2011. They managed to reach sales of
500,000 coupons in August 2016 and today
they count more than 130,000 users. They
provide discounts of up to 90% for travel,
products, restaurants, theaters, fitness
centers, shops, beauty salons, spa centers ,
products and more.

The number of online stores is different
from the one 6 years ago. The latest
information from the State Statistical Office
of Macedonia is that there are currently 669
registered online stores [Eftimova Ema,
Janeska-Sarkanjac Smilka, Trajanov Dimitar,
2018.p.4.], and in relation to the percentage of
buyers, it has been increased threefree,
amounting to 19.3%. Regarding whether
Macedonians buy more than Macedonian or
online stores that are not in this country, the
figures indicate that 73% of transactions are
made to foreign stores, and only 27% in
Macedonian. In the period from January to
September, in Macedonia 63 million euros
were spent on online transactions, with an
average value of 1650 denars per transaction.

Online buyers as the main advantage of
this type of shopping emphasize saving time,
but also a great choice and range of products.
As an accompanying factor leading to an e-
shopping decision, delivery to a home
address as well as discounts that are an
integral part of every online store. Internet
shopping for EU residents is most attractive
for the British, where as many as 81% of the
population are e-beneficiaries, and however,

this way of shopping is least represented in
Romania, Bulgaria and Cyprus. Although
there is still a great deal of skepticism among
Macedonian population, the trend of
increasing the Macedonian Internet buyers in
the future is predicted to have more growth
than the present one. Although the general
impression is that there are no serious
problems or obstacles to the development of
online commerce, there are several limiting
factors:

o Poor promotion of Internet traders
themselves and e-commerce in general.
Rarely who knows that there are over 400
domestic web shops, although some of these
may not be active.

e There is no single place located in an
authority to regularly monitor the status and
development of e-commerce, to provide
statistical information or information to
potential Internet traders and consumers.

e Interbank provisions when paying
with payment cards are still high and are
borne by the Internet merchant.

e Since May 2014, PayPal has entered
the Macedonian market, but with a limited
number of services - Macedonian citizens can
open an account, but domestic Internet
merchants can’t do this, that is, they can’t
offer their online stores payment via this
system.

e The occurrence of "wild" web pages,
that is, unregistered and disloyal "merchants"
who sell products through certain Internet
channels (Facebook), is more common.

e The competent inspection bodies
aren’t sufficiently familiar with the issues
and almost don’t control the operations of
Internet retailers in terms of respecting the
Law on e-commerce.

3.2. Methodology of data investigation
and analysis

In order to explore the situation and the
level of development of e-commerce, as well
as the extent of online shopping and e-
commerce in the Republic of Macedonia, |
conducted research on respondents who are
citizens of the Republic of Macedonia.
Macedonia. The sample included 130
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respondents from different age structures,
different income groups and different levels
of education, in order to clearly and
accurately analyze the dependence of the
presence of online stores of these variables
and to analyze in what extent their presence
on the territory of the country as e-commerce
sites is representing each individual age
group, income group and degree of
education. The survey was conducted for a
period of 1 month, from 12.12.2018 -
12.01.2019, and the results obtained by the
survey are thoroughly analyzed and they are

3.2.1. Processing the results
Below are the results of the survey

presented in the graphs for each particular
questions.

compatible and confidential for making
conclusions. The results are quantified in
numbers and in percentages, placed in
graphs, so that all the necessary components
can be analyzed “in plastic”. The survey is
based on the confidentiality of the
information for the respondent, with the
anonymity of the respondent being respected
in the collection of the data. The survey is
composed of two parts: questions about the
characteristics of the respondents and
questions related to the research.

Graph 3.1. Question no. 1 from the survey "Internet shops and e-commerce in the Republic of Macedonia -

section 1

1. State which age group you belong to.

M 18 - 25 years old
M 26-40 years old
12 41-65 years old

M over 65 years old

Graph 3.2. Question no. 2 from the survey "Internet shops and e-commerce in the Republic of Macedonia -

section 1
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2. Indicate your place of residence.

m Respondents number

Sv. Nikole
Kratovo
Debar
Gevgelija
Veles

Prilep
Kumanovo
Demir Hisar
Bitola
Skopje

101

0 20 40 60 80 100 120

Demir |Kumano Gevgelij Sv.
Hisar %) a DI | N Nikole
Respondents number | 101 15 3 2 2 3 1 1 1 1

Skopje | Bitola Prilep | Veles

Graph 3.3. Question no. 3 from the survey "Internet shops and e-commerce in the R. of Macedonia - section

3. Select the income group you belong to. Take into account all
sources of revenues.

60
50
40
30
20
0 -
0-10.000 10.001 - | 20.001- | 30.001- | 40.001 - over
’ 20.000 30.000 40.000 50.000 50.000
denars
denars denars denars denars denars
| M Respondents number 19 55 34 13 4 5

Chart 3.4. Question no. 4 from the survey "Internet shops and e-commerce in the R. of Macedonia - section

4. Choose your level of education.

® Primary education H Secondary education u Higher vocational training

® Undergraduate studies & Master studies u Doctoral studies

1%

Graph 3.5. Question no. 1 from the survey "Internet shops and e-commerce in the R.of Macedonia - section
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1. How much time do you spend on a daily basis to access
the Internet and browse what World Online Stores offer?

M | do not prefer to set aside
time

M | only take time when | want
to buy something from the
Internet.

& 0-30 minutes during the day

® 1 hour during the day

i Over 1 hour during the day

Graph 3.6. Question no. 2 from the survey "Internet shops and e-commerce in the R.of Macedonia - section

2. How much and to what extent do you use e-commerce / purchasing

from online stores?

stores.

just a few times.

Macedonia.

0 10 20 30

40

50

@1 don't practice buying from online

@1 have bought from an online store

@Through online stores | only buy
products that are not available in

@1 almost always buy, | have great
confidence in this way of trading.

Graph 3.7. Question no. 3 from the survey "Internet shops and e-commerce in the R.of Macedonia - section

Axis Title

3. On ascale from 1 to 5, evaluate your knowledge about e-commerce
and online shopping.

' mRespondents number 29

17

14

Graph 3.8. Question no. 4 from the survey "Internet shops and e-commerce in the R.of Macedonia - section
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4. If you buy from online stores, list what you buy most.

Other

Perfumes

Air tickets
Decorations

Children products
Electronics

Technical goods

Car equipment
Footwear

Sports equipment
Computer equipment
Tatoo equipment
Telephone equipment
Books

Makeup and cosmetics
Accessories and jewelery
Clothes

o 4

10

15

20

u Respondents number

Graph 3.9. Question no. 5 from the survey "Internet shops and e-commerce in the R.of Macedonia - section

4%

H People's mentality
u The legal system and laws

u All of the above

5. What factors do you consider to be key to the progress of electronic
commerce in the Republic of Macedonia and its approximation to world
trends?

u Increased reliability of online stores

m Banks, processing centers and e-merchants

Graph 3.10. Question no. 6 from the survey "Internet shops and e-commerce in the R.of Macedonia - section
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6. If you buy from online stores, on a scale ranging from 1 to 5, assess
the satisfaction of using them.

40
35
30
25
20
15
10

5

o | ld

|  Respondents number 4 8 33 34 23

Graph 3.11. Question no. 7 from the survey "Internet shops and e-commerce in the R.of Macedonia - section

7. Do you consider that electronic purchasing is safe and practical in
the electronic world?

W Yes

“No

Graph 3.12. Question no. 8 from the survey "Internet shops and e-commerce in the R.of Macedonia - section

8. If you buy from the Internet, list the online stores where you buy most.

30
25
20 -
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10 = Respondents number
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Graph 3.13. Question no. 9 from the survey "Internet shops and e-commerce in the R.of Macedonia - section
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9. Whether you are buying from the Internet, on a scale ranging
from 1 to 5, assess your confidence in the quality of products that
are delivered through online stores.

5
4
3
2
1
0 10 20 30 40 50 60
1 2 3 4 5
| = Respondents number 28 11 35 49 7

Graph 3.14. Question no. 10 from the survey "Internet shops and e-commerce in the R.of Macedonia - section

10. Regardless of where you buy, what do you think about the quality of
the products that are delivered through an online store?

m Respondents number

not quality at all or products depends

their quality on the country of
decreases during origin.
delivery.

The products are  The quality of the The quality of these

products is the
same as those

purchased from
physical stores

3.2.2. Discussion

o The largest number of respondents
allocate time to buy from online stores only
when they want to buy something (52), while
those who do not prefer to buy via online
stores are lagging behind (38). In the
Republic of Macedonia, people do not yet
have the habit of allocating part of the time
for reviewing bids and selecting the most
favorable one, as is the case with other
countries in the world.

o Respondents belonging to the age
group of 18-25 years (52) most prefer to
allocate time to review the offers of online
shops, but at the same time they buy the most
(48), while at the very least those respondents
over 65 (5) - only when they need to buy

something, while the other part of them don’t
buy from the Internet at all - 18 respondents.

o Most of the respondents belonging to
the income group 10.001 - 20.000 denars
prefer to allocate time to review the offers of
online stores (35), while at the same time they
mostly buy from the Internet (30), while at
least those who belong to 40.001-50.000 and
above 50,000 denars (3), while those
respondents with income over 50,000 at least
buy (2). The relationship between income
and the propensity to buy from online stores
is inversely proportional - as income grows,
the propensity decreases. The reason for this
is most likely the possibility for people with
higher income to have greater access to a
variety of products that they can purchase at
any price (whether high or low), while people
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with lower incomes are constantly looking
for opportunities to substitute for more
expensive products for cheaper.

o An equal number of respondents with
high (undergraduate studies) and secondary
education prefer to allocate time to review
online offers (39), while at the same time they
mostly buy online (35), while respondents
who have only primary education don’t
prefer to allocate time at all, and at the same
time they said they don’t buy from the
Internet (0). The reason for this is that
respondents who have primary education are
not sufficiently informed, primarily about the
advantages of Internet stores and are also
people belonging to the age group over 65
years.

) Most  respondents  rated their
knowledge about Internet shops with 4 (38),
while the least respondents rated 5 (14). Also,
one should not neglect the fact that the gap
between the total number of respondents who
have assessed their knowledge with an
appropriate grade is small, which means that
the perception of the Macedonians for
assessment enables the respondent to be
unable to decide how to evaluate his / her
knowledge (if the respondent hesitates to
evaluate it with 2 or 3, and he can’t decide
how much his knowledge is worth, the
respondent will be no matter whether he will
evaluate it as 2 or 3, and will evaluate it with
any of these assessments. The average
assessment of the knowledge of Macedonian
citizens is 3.7, which is relatively good in
terms of the progress and development of
electronic commerce in the world.

o Graph 3.8. shows that in the Republic
of Macedonia clothes are mostly bought from
internet stores (19). After the clothing,
accessories and jewelery are followed (13
respondents) and also electronics (6
respondents). The graph shows, among other
things, the diversity of products that
Macedonian citizens buy from online stores:
children  products, books, automobile
equipment, sports equipment, computer
equipment, footwear, etc. It only confirms the
fact that the citizens of the Republic of
Macedonia have a wide range of needs that

satisfy them with products from online stores
and that online shops through the diversity of
products they offer are increasingly popular
in our country. Respondents whose answer is
"other" buy different products or don’t have
product they buy most.

o Regarding the factors that influence
the development of electronic commerce in
the Republic of Macedonia, the majority of
respondents answered that the increased
reliability of online stores is a key factor (54).
This points to the skepticism that in some
part, the Macedonian citizens still have,
regarding the security of the deals with the
Internet stores.

o Within the respondents who buy
online, most of them rated satisfaction with
the use of the purchased products by 4 (34).
This means that products purchased from the
Internet mostly meet the needs for which they
are purchased, but still don’t completely
fulfill their functions. This may be due to
their quality, the quality of the functionality,
the quality of the delivery or the skepticism
and the expectations of the Macedonian
citizens that the products will be exactly the
same as those from the physical shop.

o The majority of the respondents
believe that the internet purchase is safe and
practical in today's world (90 respondents or
69.2%). Most of them are respondents who
belong to the age group of 18-25 years, the
income group 10,001 - 20,000 denars and
respondents with higher and secondary
education, which is also confirmed by the
fact that those respondents who buy online
are the same who believe in his security,
while those who do not buy are those who are
skeptical and do not believe in this way of
meeting the needs (40 respondents or 30.8%).

o The most visited online store or store
in which Macedonian respondents have the
greatest confidence is Aliexpress.com. (24),
but also eBay.com, visited and practiced by
15 respondents. From the graph 3.12. it can
be clearly seen the variety of stores that are
visited by Macedonian citizens. These
include: Amazon, MakStore, Walmart,
Bookdepostitory.com, Grouper, Avrax, etc.
This once again confirms the fact of the
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growing popularity of e-commerce in the
Republic of Macedonia.

o The respondents mostly trust the
quality of products that are bought online,
and most respondents rated their trust with 4
(39). Also, the majority of respondents
answered that the quality of the products
depends on the country of origin, ie from the
place where the internet store is located (79).
However, the fact that a consecutive number
of respondents (29) consider that the products
are not high quality and can not completely
replace the products from the physical shop
is not lagging behind. Distrust in electronic
commerce is still present.

o Another conclusion that can be drawn
from the research is that the development of
the electronic commerce trend in the
Republic of Macedonia is conditioned
exclusively by the mentality of people and
security in the Internet stores. The
dependence of trend development on
individual variables such as income, years of
old age and education is partly present, but
not as much as the experience with the
conclusion of deals from online stores.
People who have online store experiences
and who buy from the Internet are inclined to
repeat such experiences, while those who
have not bought and are skeptical, it is likely
that they will not buy from an online store in
the future.

Conclusion

Since the online purchase in July 1980, until
now, the criteria to be met for the satisfaction
of the intruders have been altered. Internet
shopping is a multimillion-dollar business
with a rapid growth trend and constant rivalry
between companies, where each is trying to
offer the best service to its customers. With
the growth in the number of Macedonian
online stores, the number of users grows, and
as a result, the percentage of buyers grows.

Internet commerce in Macedonia is still
poorly developed. In Macedonia, there are
already models of e-commerce that are used
in small scale without defined conditions for
safety and security of users. Online credit

card shopping has become a reality about a
year ago, but companies almost do not apply
it. The number of companies offering an
opportunity to sell online is still very small.
About 35 companies electronically sell
computer equipment, pharmaceuticals and
books. Businessmen from the information
chamber say banks are the biggest culprit for
the underdevelopment of e-commerce
because they want a large part of their
earnings and take huge provisions. In order to
build consumer confidence, it is necessary to
have an effective means of enforcing
contracts, both in written and in electronic
form, that is, the legal framework to ensure
that electronic documents have the same
meaning as written documents. This imposes
the need for the adoption of adequate
electronic commerce regulations that will
define the security and safety requirements
for the provision of already existing
electronic services in the field of e-
commerce. Also, as determined by the
survey, it is necessary to increase awareness
among people, that there are many more
efficient and effective ways of concluding
and negotiating deals. For that purpose,
effective advertising, propaganda,
organization of seminars, presentations and
other marketing means for persuasion are
necessary, which will help increase people's
awareness. Combined with excellently
delivered high quality products by online
stores, this would be perfectly realized.
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Abstract

Entrepreneurship has always existed in all
areas of life. The history of civilization is also
the history of the generations of
entrepreneurial people, and according to
estimates, in every society about 5 percent.
Spirit and entrepreneurial knowledge are
acquired by learning, ie. education.

INTRODUCTION

In everyday communication, as in literature,
there are many different definitions of
entrepreneurship, leadership, and
management. Some authors equate these
concepts while others emphasize their
differences in the foreground. When we talk
about the attitude of entrepreneurs and
managers, one view emphasizes that the same
person, i.e. A person can be both an
entrepreneur and a manager at the same time,
because the links between these two terms are
multiple. As the main dervish, many authors
point out the risk relation. Entrepreneur as the
owner of the invested capital enters the
business venture willingly accepting the
overall risk, while the manager dictates the
degree and limitations in terms of risk of the
owner of the capital. An entrepreneur creates
ideas, and this can be a discontinuous
process, but it is about the original authority
that seeks to change the environment. On the
other hand, the

Forecasts say that half of this century, apart
from entrepreneurship, there will be no other
employment, that companies with over
twenty employees will dominate, and the life
expectancy of these companies will last five
years on average.

Key words: entrepreneurship, leadership,
management

manager realizes ideas and this can (must) be
a continuous process, with the adjustment of
the environment. In order to determine the
distinctive difference between leaders (or
leadership) and management, it is first
necessary to explain the link between
leadership and governance (ie, "rule").
Guiding, as a process of the strategic
direction of a group of people, which in their
psycho-physical characteristics is always a
heterogeneous category, that is, guiding a
group of people towards the realization of a
common goal, is seen as a process based on
the informal, personal authority of the leader
who leads the group, On the other hand, there
must be voluntary consent of those who are
guided to follow it and carry out its tasks. On
the other hand, governance is the process of
exercising power as a formal power where
the will of the individual (at best, groups of
individuals) is imposed on others.
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Management (ie management) means
organizing and directing a particular group
towards already accepted strategic goals.
Any further detailed elaboration of decisions
up to the level of individual tasks also falls
under the management process.

In identifying and defining the differences
between these terms, the most commonly
starts from previous sociological studies,
dealing with similarities and differences
between leadership, governance, and
leadership and management.

Simply put, leaders know the answer to the
question why something needs to be done.
Managers, in order to be successful in their
business, must know the answers to a
multitude of questions, the most important of
which are two: how and when. Therefore, the
leader emphasizes the creative and
innovative character of each leader, which is
closest to the so-called " "accomplished"
entrepreneurs.  Leaders determine the
mission, devise a strategy for the
implementation of the mission.
Organizational and managerial capabilities of
the managers make the main distinction with
the personality of the leader, because the
manager needs to realize and transform the
manager into a designed mission and
established strategy of the leader, to
implement and implement the idea
realization plan; to inspire and motivate the
people he manages; to transfer its vision to
employees; to personally manage the
effectiveness of the company. In order to get
everything listed and realized, the manager
looks for an adequate organizational structure
in which all participants in a particular
process can be as effective as possible.
Therefore, it is obvious that the entrepreneur,
the leader and the manager complement each
other and that these two sides of the medal are
inseparable segments of success. Especially
today, in the modern information age, in the
age of the informatics economy, the
importance of managerial competences and
leadership abilities is evident. In doing so,
something is a tougher task for a manager,
though it may seem that it is not so. Many
will say that it is easy to follow vision and

mission and molded leader strategies.
However, the manager must possess
specialized knowledge and specific expertise
in his / her business so that he / she can be
called a professional, because managerial is,
among other things, primarily a profession
where people at different levels, in different
cultures and at different stages of success, are
realistic and everyday deal. The manager's
weight is that the process of creating and
maintaining an environment to achieve a
sustainable competitive advantage and
superior financial position, above all, is
painstaking, demanding, connected with the
steres, but also with the personal charisma of
managers. Because,  working  with
individuals, which should be grouped
together to achieve a unique goal, a visionary
leader should be realized.

Any business activity aimed at starting up
business enterprises, with the taking of risks,
both personal and material, is called
entrepreneurship. Entrepreneurship,
therefore, represents a system  of
interdependent  factors that comprise:
individual, environment, organization of
entrepreneurial process. In doing so, when an
individual is said, then it is thought that the
individual is the person who is the carrier of
entrepreneurial activity.

The personality of the entrepreneur,
therefore, is characterized by self-esteem,
self-confidence, independence, risk
acceptance, creativity, innovation and vision.
The key effects of entrepreneurship, most
often mentioned, are the tendency towards
enrichment and gaining "profit", the founding
of a new company, employment growth,
economic growth, change, new value and
innovation. In many books dealing with the
theme of entrepreneurship and
entrepreneurship, the notion of
entrepreneurship as the beginning and / or
independent establishment, the creation of a
new business, and immediately follows the
notion of entrepreneurship as a practice of
innovating or creating a new combination of
resources. Profit as the main result of
entrepreneurship is quoted in countless many
definition, while in a smaller number of cases
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the search for economic growth is
highlighted. The creation of new values and
changes, as key benefits for entrepreneurship,
is at least quoted.

The psychological entrepreneurial school
presents entrepreneurs as individuals who are
driven by strong motivation for achievement,
proving and success. According to this
school, entrepreneurs are willing to take
responsibility, are ready for moderate risks,
they are interested in the concrete results of
the decisions they bring and do not like a
repetitive, routine job. In addition to these
characteristics, entrepreneurs are usually
credited with the conviction that they
themselves decide on their own destiny, to
have an "internal control locus", which will
say they accept uncertainty, persistent are
persistent,  independent, self-confident,
decisive and worthy. It is also argued that
inevitably there is a "work ethic" that
involves  the  possession of good
organizational skills, is able to use the
opportunities given to them, adaptable,
energetic,  creative,  perceptive  and
convincing. Of course, in addition to positive
ones, the advocates of the psychological
entrepreneurial school have found that
entrepreneurs also possess the so-called.
"Dark side". For example, very often in the
literature it is stated that entrepreneurs are
suspicious, impatient, eager for attention, the
world looks in black and white, have too
much need to control and dominate others.

1. ENTERPRISE, LEADER AND
MANAGER

Managers are born, they are not created, the
opinion of a number of experts. This claim
does not seem very encouraging to all those
who share this view. In addition to this, there
are other opinions that, in addition to the
inherited characteristics of managers, take on
some other characteristics that also play a
significant role in their profiling. Namely, if
psychologists point out that personality is
extremely important and may be decisive for
achieving success and that we can not change
it, that does not mean that we can not correct

it. That is, we can modify our personality
through behavior. It can also be changed and
developed through the process of our
education and continuous improvement.
Consequently, we can conclude that personal
characteristics in their interaction with other
characteristics influence the design of the
complete personality of the manager.

In some studies, managers are considered
with all their particularities, while in some
others they only analyze their results and
their business reports. Also, all types of
managers are studied - production managers,
sales managers, finance, marketing, tourism,
catering, project managers. In this program,
we will be particularly focused on the basic
characteristics that distinguish entrepreneurs
from managers, as well as differences in the
types of activities, responsibilities and the
way they are conducted. We will especially
insist on their differences, since for a long
time no distinction has been made between
managers and entrepreneurs. The first clear
difference was made only at the beginning of
the last century, with the definition that the
manager is a "person responsible for the work
of other people”, while entrepreneurs are
those who "initiate new beginnings". Only in
the 1950s, managers are defined In the
opinion of most contemporary scientists, the
manager is the result resultator, an excellent
manager and integrator of all functions in the
company. It initiates the  action
systematically, integrating human resources
for that purpose. It has the ability to develop
the company's market, financial and human
resources continuously. He evaluates his
work according to how well the group he
operates is working, then according to their
individual and group results and to what
extent the goals are realized. The competition
of capable and talented people is not
intimidated, because it is itself. Search results
of the work and there is no monopoly over the
information and does not use them as a source
of power. He works hard with his
organization and work results, providing an
example to other people in the company.
Unlike the manager, who is a specialist in his
work, the entrepreneur has a tendency to be
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universal.  Namely, entrepreneurs as
integrators include all aspects of the
company's activities. They have a wider
range of activities and a greater degree of
accountability compared to managers.
Accordingly, entrepreneurs are working at
the same time to orient themselves to both the
present and the future. They play a leading
role in the creation and development of new
products and services, resulting in numerous
business opportunities, while managers
manage jobs, manage workers and manage
the company (Drucker), thus maintaining in
balance all the functions of the company.

In addition to these differences, managers
and entrepreneurs do not represent each
other's competition in a company, nor do
their jobs confront each other. On the
contrary, in the collaboration of their
activities, the best business results are
created.

The first attempts to determine the function
and the basic meaning of entrepreneurship
date back to the 16th and 17th centuries.
However, only in the 18th century (1725), the
Scottish economist Cantilion gave the first
major contribution to this field of research,
determining its functions. At that time, the
classic entrepreneur was a farmer who was
willing to enter into business risk despite
uncertain weather conditions and other
changing business circumstances. Later on,
this concept began to expand to independent
traders, where the role of entrepreneurs as the
leader and initiator of "all new" in the
business was increasingly recognized.

Adam Smith is considering the case of a
capitalist who lends his capital to other
people and thus simplifies the special
function of those who take care and the risk
of wusing that capital.as persons who
"contribute to the company in which they
work, so indirectly to the whole community".
In the 19th century (1803), in the section on
"The Political Economy Tract”, he
emphasized the importance of entrepreneurs
in mediating in the supply and demand of
products, labor and capital. Also known
economist John Stuart Mil noted that risk-

taking would have to be part of an
entrepreneurial function.

Only the 20th century was the first
comprehensive definition of
entrepreneurship. It was given by famous
scientist Sumpeter in 1934, putting emphasis
on defining entrepreneurship on the
importance of innovation and creativity.
According to his interpretation of
entrepreneurship, all companies that are
prone to innovation introduce one of the
following new combinations:

* new products and / or services

* new production methods

* new markets

* new sources of supply

* a new organization of the industry

Unlike the definition given by Sumpeter, one
can find in the literature also one group of
definitions that under entrepreneurship imply
the process of decision making and the
development of profitable jobs. Such a
conceptual definition of the essence of
entrepreneurship is much more precise than
that given by Schumpeter and is therefore
considered more acceptable. Nevertheless,
this  definition also  exhibits  some
weaknesses, primarily because it does not
contain basic indicators for determining how
and under what conditions a business activity
should start.

Much more comprehensive and therefore
more acceptable definition, given by
American economist R. Hisrich (1985). In
accordance with its definition,
entrepreneurship is a "process that consists in
creating something new, which takes time
and great effort, while taking psychological,
financial, and other forms of risk, and in
return receiving material satisfaction."
Despite the differences in determining the
essence of entrepreneurship, what is common
to most of the definition of leadership refers
to the fact that entrepreneurship has a creative
function in creating a new value by an
individual or a group of business partners. In
addition, in most of the definitions there is
agreement that this is a specific type of
behavior, which includes:

* Take the initiative

66



* Takeover of business risk

* business creativity

* organizing and innovating business
activities in all its segments where needed

In terms of conceptual design and
entrepreneurship and leadership, it should be
taken into account that economists approach
it in a variety of ways in relation to
psychologists, sociologists or philosophers

1.1. Types of Entrepreneurship

According to one of the classifications of
entrepreneurship given by Professor Gartner
(1986), eight different  types  of
entrepreneurship can be distinguished:

2. Bringing out something new: where jobs
are partially started and mostly organized in
the family circle or close relatives, with a
very low degree of innovation;

3. Development of a network of jobs: jobs are
connected with the help of the manufacturer,
supplier and distributor (various aspects of
the business are connected). Namely,
everything works perfectly in the business,
thanks to the "right™ choice of all actors in
carrying out business activities;

4. Using previous experiences, knowledge or
business contacts - in this case, an individual
does not have a long-term interest in starting
a new business that is related to business risk.
Therefore, individuals most often enter the
business of small capital (mainly use
personal savings), while spending a bit of
time on sales analysis and marketing
activities. Instead, they mainly use previous
experiences, knowledge and business
contacts;

5. Buying a company - individuals can also
be oriented to the purchase of an already-
developed company in order to run their own
business. In this case, the attention of an
individual focuses on finding a business that
has been copied with the least business risk;

6. Expertise is carried out - this is accessed
when an individual is not able to assess
himself, whether an idea is related to a new
job or product, whether good or not. In this
case, it is resorted to by engaging expert
teams that carry out the expertise, which

should be specifically determined and
demonstrated by the validity of a new idea;
7. The services of consulting firms are used -
an individual (owner of a small business) can
use the services of authorized consulting
firms in hiring and training of personnel, then
providing expert advice related to different
areas of business activities, etc.

8. Special attention is focused on an idea - in
this case, the emphasis is placed exclusively
on an idea that is not technically specified or
is so complex that it can be easily realized.
Since it has excellent quality, it requires the
engagement of experts and elaboration. The
obtained expert assessment should serve as a
basis for the development of some usually
long-term business;

9. Adequate methods for organizing a new
business are being developed. The individual
(the owner) is using different already
determined methods of business planning, in
order to serve as a basis for establishing his
own method. Also, he is acquainted with the
necessary details important for starting a new
job.

For which of these types of entrepreneurship
will be identified an entrepreneur, it will
depend on the following factors:

From the goals of the entrepreneur when
starting the business (development of the
company, benefits in taxation, independence
at work, etc.);

1. From the way entrepreneur starts - slowly
(engaging partially or partially) or quickly
(engaging in full-time work);

2. From what is the technological context of
the business (high versus low technology);

3. Depending on the organizational structure
of the company and the forms of ownership -
partnership, franchising, corporate
ownership, etc.

In addition to the aforementioned species,
other types of entrepreneurship can also be
found in the literature, such as the purchase
of a company for its further resale and the
like.
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1.2. Basic determinants of leadership

Generally speaking, entrepreneurship is a
broad framework for the withdrawal of
various business moves within which
entrepreneurship activities take place. How
entrepreneurship activities will develop and
whether they as a final outcome will have a
leadership position that is evident in a
positive or negative result, depends on a large
number of factors that determine the
development of these activities.

Among the most relevant factors are:

* economic environment,

* political conditions,

» Achieved the technical and technological
level of development

* Cultural milieu

The general social and personal context is
closely connected, and therefore together
they influence the taking of appropriate
leadership activities. Namely, while on the
one hand, leadership processes change
resources by providing economic, social and
political contributions at the local, national
and state levels (products, services, exports,
etc.), on the other hand economic conditions
have a special importance for the
development of new jobs, capital and
investment that carry a high risk.

Since most of the jobs are financed from
personal funds (savings, loans, etc.), family
members or close friends, tax policy plays a
major role in starting and developing new
jobs (Birley, 1988), as well as economic
conditions (economic stability land, benefits
in obtaining loans, etc.).

The availability of capital, labor resources,
large commodity markets and services is a
good opportunity to raise money and at the
same time represent significant variables that
include perceptions of market conditions,
degree of risk, unemployment rate, transport
costs, living standards, and more.

The size of the market is a variable that is
directly related to industry and new business
and involves the appropriate market structure
- the number of sellers and customers, the
product differentiation and the degree of

vertical integration, as well as the rate of
market growth. (Sandberg, 1986).

The social system, the cultural milieu, the
political and other conditions under which an
entrepreneur starts new jobs, influence
whether a new job will be successful at first
or not. Namely, the conditions for starting
new jobs vary depending on national and
geopolitical frameworks to industrial, state
and cultural. These differences can be taken
into account when the difficulties
encountered by those who create policies to
foster the development of new businesses and
leadership are tackled.

2. DIFFERENT THEORY
APPROACHES TO TYPES OF
ENTREPRENEUR LEADERSHIP
ACTIVITIES

In entrepreneurship theory, in different ways,
it approaches entrepreneurial activities.
Bearing in mind the complexity of
entrepreneurial activities, it can be rightfully
stated that, accordingly, the demands placed
on entrepreneurs are very complex.
Therefore, very often entrepreneurs are
confronted with many problems in
performing their business activities. Many of
these problems are also beyond their control,
such as inflation, high taxes, high interest
rates, and more.

Despite possible problems, entrepreneurs
who are simultaneously seeking to take a
leadership  position must show their
willingness to make quick decisions, which
will be adapted to these changes. When
making decisions related to organizational
changes, four time intervals can be
distinguished in response to changes:

1. The time that elapses between changing
the environment to the moment when change
information is accepted by entrepreneurial
teams

2. between running the action and the
moment when it results in increased
productivity, increasing the value of the
company and improving the quality of work.
3. Entrepreneurs are committed to shortening
the first three segments (phases), while the
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fourth usually occurs outside of their control,
as it requires control from the outside
environment. It is therefore important for an
entrepreneur to fully understand his
environment.

In order to succeed, it is necessary to be
creative, in any case. Some research leads us
to conclude that creativity in large
organizations decreases with age and level of
education. Despite this, the recommendations
of many scientists are moving towards
encouraging creativity.

In addition to creativity, every person who
strives to successfully develop their
leadership within an existing company, it is
necessary to have visionary abilities. That is,
to be a person who dreams of "Eternal
Dreams".

Entrepreneurs are expected to be flexible and
able to develop various business variants, as
well as to encourage teamwork. In addition, a
successful entrepreneur and leader should
possess integral knowledge in many areas
(marketing, law, engineering, manufacturing,
financing, banking, information systems,
etc.), then introduce new ideas, combine
resources in a new way and eliminate
inefficiency in work.

For the development and implementation of
new ideas, it is necessary to encourage an
open discussion in the company on various
issues. However, many entrepreneurs and
managers in companies often forget that an
open discussion is needed and disagree with
the fact that it is part of the educational
process. Instead, they often create various
barriers and barriers to the flow of
information.

A successful entrepreneurial business within
a company can only be provided when the
management of the firm realizes that the free
expression of disagreement with an idea is
desirable and that it is tolerated as such until
the best solution is found.

Although various theoretical approaches and
numerous practical experiences have shown
that entrepreneurs perform many activities
and that they are faced with great demands in
business, these activities can be reduced to

those basic (main) activities and duties, and
those that follow these basic activities.

2.1. Basic features of entrepreneurial and
leadership behaviors

Bearing in  mind the  numerous
entrepreneurial activities that define the
theory and confirms entrepreneurial
practices, we can, at the end of this part of the
presentation, summarize the basic features of
entrepreneurial behavior:

1. Every entrepreneur should be able to
identify the signal that indicates new business
opportunities. Such opportunities can be
developed based on changes in prices, as a
result of scientific research, and the like.

2. The entrepreneur must respond to the
basic signals from his environment, asking
the following questions:

* What are the opportunities for gaining
profit?

* How much capital is needed

* What other complementary resources
should be provided

3. If there is a short time available to the
entrepreneur at his disposal, then his intuition
is crucial. Good intuition is based on
knowledge and long-term planning

4. An entrepreneur / leader does not allow
business activities to be performed routinely
and inefficiently

5. Entrepreneur / leader acquires competitive
advantages over others because in business
he always tends to be the first

Speaking of the features of business
behavior, it should be noted that not all
entrepreneurs have the abilities listed above,
but all the leaders who are they definitely
need to own them. While it is absolutely
logical to expect older people to respond
more slowly and less flexibly to work than
those younger ones. In addition, those who
have more practical experience and higher
education will find solutions faster, they will
be more creative and more willing to
introduce new ones.
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2.2. Intellectual Capital and Necessary
Knowledge

One of those scientists who emphasize the
importance of knowledge for business
success is the author of the book, Intellectual
Capital: The New Wealth of Organization -
Thomas Stewart, who recounts intellectual
capital as the main determinant of the wealth
of many world companies and companies. It
IS important to point out that Stewart makes a
clear distinction between the three types of
intellectual capital:

- human,

- structural, and

- relational.

In human capital, individuals with higher
education and high intellectual potentials,
structural capital comprise patents, various
inventions, databases and the like, while
relational capital implies good contacts with
suppliers and consumers. When this
intellectual capital is broken down and when
a potential entrepreneur performs an
introspection of his own possibilities and
knowledge, then it should be added to
determine the authorities of entrepreneurial
skills, which most often imply the ability to
adapt to market demands, self-confidence
and security in their own decisions and the
like. Only then, the entrepreneur becomes a
leader.

By carrying out the identification of this type
and by realizing its own intellectual and other
potentials for performing entrepreneurial,
leadership and managerial tasks, it is not
difficult to predict in advance what to expect
from a future job, and thus it is easier to
determine your own place on the road to
success.

In addition to the aforementioned, we intend
to draw attention to potential business owners
who already show certain affinities and the
above-mentioned predispositions for the
establishment and management of their own
company, even though they expect it with full
success, it does not have to be procured in
advance in advance. Namely, in order for one
business to succeed it is necessary to satisfy
many other conditions, but also eliminated at

the beginning of many mistakes that are often
made. It is also important, among other
things, to carefully select the business idea
and to determine whether it meets all the
criteria in a specific case, in order to
transform it into a business that delivers
results. Consequently, it is often possible to
hear advice from many scientists, but also
business people that they need to "bet" in
good ideas, because they can only make a
profit. However, in this conclusion, one
should not forget that ideas can not be
realized in practice without managerial skills
and knowledge.

In order to check the degree of knowledge
acquired and the experience gained, we can
use the methodology of the aforementioned
Professor Stewart and his division of
intellectual capital into three important
categories. Such a division of intellectual
capital can help to determine more closely
whether a manager has the partial or
complete knowledge needed for the type of
work he wants to deal with successfully. It is
certain that it is mandatory to specify this
knowledge and to check them in certain
areas:

Once their own knowledge is established and
when it comes to assessing how much
experience they have at work, then there will
be some ideas and a clearer idea of the areas
in which to "work on themselves", that is, in
what direction should they be engaged in
filling in the "void in knowledge and
experience ".

There is a clear distinction between technical
and practical knowledge, which must be
possessed by every leader. For acquiring
technical knowledge formal education is
necessary, while for practical knowledge
sufficient informal education, that is, learning
through own experience in practical work.

It is interesting to note that many business
owners consider that they do not need
managerial knowledge and experience, since
most of them prefer micro-businesses that do
not require complex  organizational
management. However, many experts stand
precisely on this position that due to their lack
of knowledge in organizational management,
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their businesses remain small and do not
spread. In other words, for the rapid growth
and progress of each company, knowledge
and experience in the business is also
necessary, that is, they can not be ignored in
any way. This is confirmed by the latest
research that proves that pooled knowledge
with experience is a winning combination in
team selection, Considering the rapid
changes in technical and technological terms,
which were especially marked in the last
decade of the 20th century, new types of jobs
and different work models emerged, the need
for new knowledge was quickly crystallized.
Consequently, everywhere in the world is
seriously working on the redefinition of the
existing education system and the continuous
improvement of educational programs that
must be closely linked to the practice. In the
meantime, "new schools for entrepreneurs,
managers and leaders™ are being established,
based on modern programs and courses for
different groups of business people. For
example, some of these courses are intended
for entrepreneurs to acquire basic business
knowledge and aim to help them to test and
transfer their ideas into practice (Manpower
Service Commission in London, Manchester
and Glasgow). Training centers are also
established for women and men between 17
and 24 years of age who have insufficient
academic qualifications and want to start
their own business (Project Fullemploy,
Clerkenwell). Also in Great Britain, for a
number of years, there are training centers for
black people who want to engage in
entrepreneurial  activities (New World
Business Consultancy, London). In addition
to the aforementioned and other similar
schools and training centers, there are also
numerous agencies that are specialized in
providing various types of advisory services.
Many of them have their own websites on the
Internet, through which direct contact can be
obtained and short-term advice, necessary
literature and the like can be obtained. More
and more popular virtual faculties are
established around the world that enable the
best way to connect business people and
business students with lecturers around the

world wherever they are located locally.
Attending courses and passing tests online
substantially change the current way of
acquiring  knowledge in  classroom
classrooms and enable fast information
exchange, greater accessibility to the latest
knowledge and experiences in this domain,
and saving time and money. So, it is almost
certain that scientists predicted decades ago
that in this millennium, the classic way of
acquiring education in  schools and
classrooms will gradually be replaced by
some other forms of education, in which they
will dominate learning from their homes and
offices with the help of computers and
networking with education centers around the
globe. Interactive education should provide
an entirely new dimension in acquiring
knowledge and to make it easier for those
who attend certain courses to get to them
faster and faster and master them.business
control and business expansion capabilities.

2.3. A combination of science and
experience and the consideration of
specific needs

In addition to modern methods of acquiring
knowledge, the world is increasingly
combining formal acquired knowledge with
practical work experience. Increasing the
level of knowledge, training and
qualifications of employees is a crucial factor
in the market game. Therefore, permanent
training is increasingly considered as mutual
protection both for companies and employees
in continuous market competition. Education
and training are continuous processes and, as
we have already pointed out, they are done in
many ways - both in and outside of
companies.  Programs  intended  for
entrepreneurs of both sexes should be so
designed as to put entrepreneurship activities
and their development into the forefront.
Accordingly, some courses should guide
them in secret business plans, others in
secrets of managerial and leadership
behaviors, the third in job management
strategies, and more. This form of continuous
education should encourage creativity,
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providing good pre-knowledge for business
people. This, cumulatively, must contribute
to increasing the tendency to innovate the
process of production, product or corporate
strategies. In order to achieve this, each
training must precede the preparation in the
form of a clear answer to at least a few
questions:

- Who is it for?

- How long will the training take?

- What is expected as a result of training?
From the answers to the above-mentioned
and some similar questions, it will largely
depend on whether the training will be
conducted by scientists or successful
business people or both. It is also important
to know in advance whether training will take
place during the working hours, how the
results will be measured, whether the
presented expertise can be applied in
everyday practical work, how much is the
cost of training, etc.

2.4. Factors that determine the style of
leadership and leadership

The style of management and its philosophy
will change with the growth of business. In
line with these changes, the entrepreneur-
founder of a business needs people who have
those abilities that are significantly different
from those needed to create and realize
business ideas. Additionally, an
entrepreneur-founder, even if he has the
required abilities, is unable to keep all
business lines under control due to the
increased volume of business and the
expansion of business. Then the entrepreneur
is forced to form a management team that will
professionally and competently manage,
manage, plan and organize the business of the
company in accordance with the planned
business plan. At the head of the formed
management team, as a rule, there is a general
manager with wide powers and tasks. They
relate to the following areas of action:

a) providing assistance in solving the
problem

b) creating an incentive business climate

¢) providing the necessary information

d) completion of those business tasks that the
team is not able to do

Owners of small businesses, especially those
with the smallest size and number of
employees, usually opt for the engagement of
agencies, consulting firms or professional
services that act as a team manager who
manages the business side. They are in
contact with the owner and suggest various
strategic and other changes, suggest new
solutions, correct the weaknesses of the
business, affect his growth and accelerate
success. But, if an entrepreneur overcomes
the initial "child" disease, then he becomes
the leader.

The style of the leader depends on the type of
business, but also on the type of personality
of the manager, which is why many managers
differ accordingly.

Machiavellian style: This style is based on a
well-known syntagm: "The goal justifies the
means”. He has long been used for an
inappropriate style of business. However, in
modern business conditions, there are many
of his supporters who consider that in
exceptional cases, the macawavelic style has
its place, especially when it comes to a
difficult, fast and dirty business game among
market competitors. In spite of this, if this
style came to a wider and constant use, in that
case it would lead to a relationship of distrust
and low morale norms in business.
Optimistic style: Although it is better to look
at every problem from the optimistic side, it
is believed that this style also gives the same
negative results as pessimistic. Namely, there
is a need for a balance between both
approaches so that each problem can be
lighted from the objective side and precisely
anticipated when, where and why things start
to run in the wrong way.

Superman style: This style involves the cat
types that have a high opinion of themselves
and their intellectual, organizational and
other abilities. Leaders who have adopted this
style are full of confidence, which in some
cases does not produce good results. In other
words, if they identify themselves with
supermanes and  believe  absolutely
themselves and their own estimates, they risk
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making the wrong decision and making a
mistake that is later difficult to correct.

Style of the Style: This style marks the
permanent desire of the leader to be the first
and the best and be the center of attention of
all the others. He is more important than fame
from practical managerial experience and
knowledge. He also in this way fails to easily
communicate with others, because he is too
self-aware of himself. The style of a star can
be an imminent show business, but not other
types of businesses.

Style of total security: Those who have
adopted this style in business believe that
they will be successful only if they pay
enough attention to all the signals and
warnings coming from the environment
(internal and external). However, given the
faster changes in the environment, it would
also mean that managers and other business
people need more attention to devote
themselves to problem-solving than building
up a business. In this way, this style would
have negative repercussions on business
success, although it should be borne in mind
that there is always a small amount of
precaution and preparedness in relation to
possible environmental influences.

Guru Style: Leaders who have accepted the
guru style, for each of their decisions, require
confirmation from a large number of
contributors. They are often in an inferior
position compared to those with specialized
knowledge from different business domains.
Given their inferiority in terms of knowledge,
they are not always able to make the selection
of the offered advice and can easily make
mistakes in making decisions.

As can be seen from the previous allegations,
there are many leadership styles, among
which there are those who can not be justified
in ethical terms at all. In spite of this, they are
applied because in a large number of cases,
profit is above all other interests and norms
of business that need to be ethically and
legally grounded.

1. There must be a link between ethics and
people's behavior. Many people base their
actions and behavior beyond ethics. If they
have a good morale they will not do

something with which they personally and
intimately disagree at all and will not work
against moral principles, even if they have
reason to do so.

2. Many people today have problems with
moral and ethical issues in view of the world
we live in. Today, people are more occupied
with personal issues and struggle with
survival and comfortable life, and less with
the issues of proper behavior and action.
Therefore, for every business, ethical rules
are of great importance. If these standards are
not set, then employees have no basis for
making those decisions that are good for the
company and most often in such
circumstances the business will not succeed.
It is also important to hire people who are
moral, because if they are in a characteristic
sense, then they will have such a relationship
with the company and the business they deal
with. This vital question in our everyday life
is also called a moral philosophy. It is a
discipline that concentrates on what is good
or not, right or wrong. This term applies to
any system of moral values or principles.
However, many leaders make business
decisions that are based on their personal
value system, which can have multiple
negative effects on people. It is necessary to
establish standards that regulate the rules of
each profession and distinguish
professionalism  from amateurism. In
addition, the state is also the one who needs
to regulate moral rules in business for the
protection of all its actors.

2.5. The difference in leadership styles
between men and women managers

Women in relation to men choose a
completely different style of leadership
because of their different approach to
business. According to a survey conducted by
"American Express Small Business Service",
which in the first place should show
similarities and differences between women
and men entrepreneurs and managers and
leaders, it was confirmed that women think
differently, differently manage business and
otherwise define business success. Namely,
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they see their jobs more realistically and try
to develop them in a family environment,
while men are more concerned with
developing a business hierarchy where
precisely defined rules and procedures of
business are precisely defined.

- Two thirds of women (60%), compared to
men, own the business, examining all options
before making a decision and starting the
campaign. They are also more prone in
comparison with men to collect information
from  advisers and  entrepreneurial
associations. They tend to re-evaluate
variants and balance different priorities.

- They are very creative, realistic and
enthusiastic about new jobs. Although there
are also a number of women who are
interested in big jobs, those who prefer small
businesses are more prevalent - easier to
manage and manage. They most often start
services in the field of services (consulting,
providing intellectual services, etc.).

- Women as entrepreneurs, managers and
leaders, most often come from the family
where the father was dealing with business so
that at the very beginning they can count on
the full support of the family.

- When starting new jobs, women, unlike
men, most often rely on their own funds and
savings rather than on loans and loans. This
means that women start a business that
requires the smallest monetary investment
and the least risk. Most women move into
business by investing an average of $ 5,000
(Coleman and Caskz, 1996, Still and Soutar,
2001). (Flinders University in Australia, after
a survey in 1996, announced that more than
half of women in the world employ mainly
women, in part time.

- The average working experience of women
in a small business is nine years, and for men
twelve years. Those women who work in a
small business in full-time work spend
between 35 and 50 hours a week, and those
who work in partial (incomplete) working
hours from 1 to 10 hours.

- There is a much larger number of women
who start home-based business compared to
men, because this type of work is more
appropriate for women who, along with

conducting business activities, take care of
the family and raising children.

- Some indicators suggest that women in a
small business as owners tend to make profits
faster than men and that their business lasts
longer than it is for men (Still and Chia,
1995). Numerous arguments support this
claim, such as better preparation of women
than men before business starts but also better
control of all costs and better management.

3. THE PSYCHOLOGICAL AND
SOCIOLOGICAL DEFINITION OF
LEADERSHIP

Many scientists who followed the famous
psychologist Maslow and his theory
considered that the basic function of
leadership consists in providing answers to
the demands of the company, whose basic
task is to satisfy the needs of all employees in
it. Namely, most reactions and feelings of
employees (managers and all employees
together),  which  grow  from the
organizational structure of the company, will
be determined by the ability to meet the needs
of employees. In this respect, the significant
influence on the employees' reactions will
have a precisely defined role they have in the
firm. In other words, when an employee
knows his obligations, he can then determine
his status in the company and in this
connection he has a motivation for work and
a sense of business security. Apart from
clearly defined roles of employees in the
company, personal feelings about work will
depend on whether the work corresponds to
the capabilities of the employees. By
planning human resources, organizations try
to optimally exploit the capabilities of
individuals, but not in terms of bringing in a
conflict of skills and demands of work, but to
fully align them. Since every employee is a
part of the overall work in the organization,
the communication system must be created in
order to provide the necessary information,
they must be accurate, always available to the
employees.

Sociologists like Selznik find other
leadership functions. They see the special
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role of leaders in setting goals and tasks in
creating an organization.

The creative function of the leader was
defined by the scientist Selznik in 1957.
According to his definition, “creativity
implies changing the character and form of
the organization, by adapting the way
employees think, thereby increasing the
reality of the expectation that the set tasks and
goals will be achieved."

In addition to the aforementioned, the
function of a leader in a company is also seen
in its ability to maintain its integrity. Namely,
the survival of many companies is closely
related to maintaining the value and identity
of the company. It is believed that managers
are often unable to maintain the company's
identity or to change it in accordance with the
requirements of the external and internal
environment. Therefore, there is an
indisputable role for leaders to influence
faster changes in production, to solve tax
problems or to change the ownership form of
a company in order to gain a new position on
the market. The special function of leaders is
to manage internal conflicts in order to ensure
consensus among employees.

CONCLUSION

Entrepreneurial activity is realized over a
longer period and can not be the result of one-
off or individual activities. It is a systematic,
stable and organized activity with the results
and vision of further development and
expansion. This presupposes the successful
solution of organizational and financial
problems, profit growth, active introduction
of new technological, resource and other
possibilities, which ensure the effective
functioning and development of the
company. An Entrepreneur is a person
looking for good business opportunities,
creating and using resources efficiently, in
order to achieve a certain profit and thus
accept the risk of that venture. Entrepreneur
is a person who starts a new business venture
related to the innovation of business activity.
Dr Marin Gluzi¢ compared entrepreneurship
with a chess game: "An entrepreneur who is

burdened with the result hardly overcomes
the rules of the game. He must be resolved to
overcome the rules of the game, and only
from the ability of their application in a
market on the market to satisfy the wishes
and needs, he can possibly expect success.
Success in one party is the process of
affirming entrepreneurship, which turns into
management activities, in a game that has no
end, in a game that requires victory in each
game, success in each tournament that lasts
for a season, each move in the party is in the
function of securing success in the party. He
carries a risk. A successful move ensures
success. The wrong move, too, the loss of
figures carries the risk of losing the party. "
If an entrepreneur lives in the future, the
manager lives in the past. Where an
entrepreneur seeks chaos, the manager strives
for success. Where the entrepreneur seeks to
change, the manager is obliged to hold stausa
quo. A nhistorically viewed entrepreneur
precedes the manager. So first, the function
of the entrepreneur was realized, and then
there was a need for a manager function. It is
important that they are two different faces.

A simple example: The manager builds a
house and lives forever in it, and an
entrepreneur builds a house and at the same
time plans a new one. The job of a manager
is bringing things into order, and the business
of an entrepreneur is to create what the
manager brings to order. The manager is the
one running for the entrepreneur in order to
clear up the mess. If there were no
entrepreneurs, there would be nothing to
purify.

Leadership is the most important factor of
company success in modern conditions.
Leadership could be defined as a process of
influencing the behavior of others, all in
order to achieve the set goals.

The leadership model is based on four
variables: a support for people, a concern for
consumers, the constant introduction of
innovation and leadership. If we observe
these characteristics, then they also maintain
innovative enterprise learning. Maintaining
learning helps maintain business
performance while innovating changes.
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Innovative learning is more difficult because
it involves the preparation of an
organization's action in new, unknown
circumstances. Managers are trained to solve
existing problems, but leaders are responsible
for introducing innovative learning

Finally, it can be concluded that the
approaches to the leadership functions have
mostly psychological and sociological
character. Namely, the leaders must motivate
people to work in mutual harmony and in
accordance with the goals and tasks of the
firm, because meeting the needs of the
company will simultaneously achieve their
individual desires. This means that a leader
must understand the problems of both
individuals and businesses as well. Also,
leaders are engaged in placing business plans
in action and by closely associating managers
with other employees.
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PRODUCT CHARACTHERISTICS
Abstrakt

The product is the final result of the
production activity, which unlike the service,
exists and with its shape and properties meets
certain needs. Consequently, the product's
characteristic has only that production result
that possesses the required usable value.

The modern approach to product policy,
based on the concept of marketing, is based
on the assumption of the necessity and
usefulness of making the product fully
customized to the wishes, demands and needs
of consumers. The company that incorporates
elements of the product development policy
in the modern work system must find the
optimal solution for choosing a production
variant.

The product is shaped and prepared in
accordance with the already examined and
known needs, desires, requirements that
market segment that is considered to be a
representative segment of the potential
buyers for that product. The development of
a particular product implies the necessity to
define all the benefits that it will offer. The
success of the product on the market is
conditioned by following features: functional
design, good qualitative characteristics in
relation to the material and manner of
preparation of the packaging, attraction for
the buyers, ability to satisfy a certain need, to
be competitive with its price and available on
consumers in the market, etc. This paper will
focus on the quality, design, and packaging
of products.

Keywords:
packaging

product, design, quality,
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BEJIE3X HA ITPOU3BOJOT

AncTpaxkT

Ilon moumor mpoms3Box ce moapazdupa
KOHEUEH pe3yiaTaT Ha MPOU3BOJICTBEHATA
JISJHOCT, KOj 32 pa3jIfKa O]l yclIyraTta er3sucTupa
U CO CBOjOT OOJMK M CBOjCTBa 3aJI0BOJTyBa
oJIpesIcHU moTpeou. CrnencrtaeHo,
KapaKTEepUCTUKHU Ha MPOM3BOJ UMa CaMO OHO)]
MPOM3BOJICTBEH pE3YATaT KOj ja IMOcCexyBa
OapanaTa ynotpeOHa BpeIHOCT.

CoBpeMeHHOT TpHcTall Ha MOJIHWTHKAaTa Ha
MIPOM3BOJOT, Oa3WpaH Bp3 KOHIIENIUjaTa Ha
MapKeTUHIOT, Ioara OJ NpPEeTHOCTaBKaTa 3a
HEONMXOJHOCTa W  KOPUCHOCTa Ha  IITO
MIOLIEJIOCHO MPHUJIArolyBame Ha MPOU3BOIOT Ha
xenmoute, Oapamara ©  TOTpeOUTE Ha
norpomryBauute. Komnanujata Koja BO
CHCTEMOT Ha COBPEMEHOTO PabOTEHE BrpaayBa
€JIEMEHTH Ha TOJIMTHUKaTa Ha pa3Boj Ha
IPOM3BOJIOT, MOpa Ja MPOHAjAe ONTHMAIHO
pemieHne 3a K300p Ha TPOM3BOJICTBEHA
BapHjaHTA.

[TpousBonor ce 001MKyBa M MOATOTBYBa BO
COTJIACHOCT CO BEKE WMCIHUTAHUTE M IO3HATH
norpedu, >xenbu, Oapama Ha OHOj JeN Ha
na3apoT KOj Ce CMeTa JeKa € penpe3eHTaTuBEH
CETMEHT Ha MOTEHIMjaTHUTE KYITyBadu 3a TOj
nponsBoa. Pa3BojoT Ha ompeneneH Mpou3BOJ
nospa3z0onpa HEONMXOAHOCT Aa ce aeduHUpaaT
cute OeHeUIIMN KOM UCTHOT K€ TY MOHYAU. 3a
yCHEXOT Ha TPOW3BOJOT Ha  I1a3apor
HEOIXOJHO € HCTHOT Ja TM UMa CIEIHHUTE
0cOOMHM: (PYHKLUMOHANEH JAu3ajH, J100pHu
KBaJIMTATUBHH OCOOMHM BO OJHOC Ha
MaTepUjaJioT M HAYMHOT Ha H3padOTKa Ha
ambanaxxatra, MPUBJICYHOCT 3a KYIyBayHTe, Ja
3aJI0BOJTyBa oIlpeneieHa morpeba, mga Ounme
KOHKYPEHTEH CO CBOjaTa IIeHA M JOCTalleH Ha
MOTPOIITYBauUTE Ha 11a3apoT U ciI. Bo 0BOj Tpy
K€ Ce¢ IOCBeTH BHHMAaHHE Ha KBaJHMTEOT,
TM3ajHOT, U MIAaKyBamkEeTO Ha MIPOU3BOIUTE.
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KBajurter Ha IMPOU3BOA0T

KBanutetor  mpercraByBa  €ICH O
HajBXHUTE MHCTPYMECHTH Ha MapKeTepuTe 3a
MO3UIMOHUPAhe Ha MPOM3BOJOT HAa I1a3apoT.
KBanuTeTor MMa JBe TUMEH3MH U TOA: HUBO U
KOH3HUCTEHTHOCT. Bo mporecor Ha pas3Boj Ha
MPOM3BOJIOT, MAapKeTepOT MOpa HajHANpen naa
on0epe ompenereHo0 HUBO HAa KBAIUTET KOe €
OCHOBa 32 IMO3UIMOHUPAHE Ha KOHKPETHHOT
NpOM3BOJ Ha MNENHHOT Tmasap. Tyka, mon
KBAJIUTET CE TOAapa30upa KBAIUTET Ha M3Bem0a,
T.€. CIOCOOHOCT MPOM3BOJOT Ja T'M HOCH WM
usBene coure ¢yHkuuu. Taka Ha mp. Rolls-
Royce nynm m3Benba co momobap KBaIUTET O
Chevrolet: moMHpHO 1 IOTHBKO BO3€H-E, MOI00pa
MaHHILUIaIKja co BO3UIIOTO, TIOI0JT )KMBOTCH BEK.

Komnanuure perko ce oOugyBaar na
MOHy/aT W3Bef0a Ha CBOUTE IIPOM3BOAM CO
HajBUCOKO HUBO Ha KBAJIIUTET CO OTJIeN Ha (haKTOT
JieKa MHOTY MAJIKy TIOTPOIIIYBadH CaKaaT HIIH MaK
MOXAaT J]a CU JI03BOJIAT BUCOKO HUBO HA KBAJIHUTET
KOj Ce HyJM Ha MPOW3BOIU O] THMOT Ha Rolex
gacoBaui, Rolls-Royce aBTomMoOMa u cCI.
Kommnanuure ro o10upaat oHa HUBO HA KBAaIUTET
KOE ja 3aJI0BOJIyBa MOTpedaTa Ha IEIHUAOT Ta3ap,
KaKo M HUBOATa Ha KBAJIUTET HA KOHKYPEHIIHjaTa.

BucoknoT kBanmurTeT moapa3oupa u BUCOKO
HHUBO Ha KOH3UCTEHTHOCT 0€3 HHKaKBU
OTCTaIyBama O]l MPETXOJHO YTBPACHOTO HHUBO,
JOCJIEZIHOCT U MTOCTOjaHOCT BO JIOCTABYBAMKHETO HA
[ETHOTO HHMBO Ha W3BeadaTa Ha IPOM3BOOT.
Chevrolet Mmoxe 1a ©Ma UCTO TOJKAB KBAJIUTET
konky U Rolls-Royce. Chevrolet ve ussenysa
ToJIKy 100po kosky U Rolls-Royce, Ho moxe na
Oupe WCTO TOJNKY KBAJUTETEH BO HEroBara
JOCIICIHOCT W J1a TO HYAH KBaIUTETOT 3a KOj
MOTPOLTYBAaYOT IUIaka M 0YEKyBa Jia ro jo0ue.

Bo o0BOj KoHTEKCT o0coOE€HO BakHa €
¢unozodpujara Ha KOHTUHYUPAHOTO
noJIo0pyBame Ha KBAJUTETOT CO IIed Ja ce
3aJ10BOJIaT MOTpeOUTE Ha MOTpouryBaynTe “total
quality management” (TQM). OcHoBauuTe Ha
peBouyllfjata Ha KBAIMTETOT WHCHUCTHUpAaT Ha
TOa JIeKa IMPOU3BOACTBOTO Ha IPOU3BOJIH CO CJIad
KBaJIUTET IOJJ00PO € J1a IpecTaHe IpeJt Toa J1a ce
CIly4d, OTKOJy TIOJIOIIHA Jla C€ KOperupa
rpelKara Bo IMpoIecoT Ha MPOU3BOJICTBOTO.

ITokpaj mpocToTO peyHpame Ha TperiKaTa
BO npou3BoaoT, TQM uma yiiTe eHa 1ei, a Toa
€ 3rojeMyBam€ Ha  3aJ0BOJICTBOTO  HA
MOTPOLIYBAaYOT.

KoHuenToTr Ha KBaJHTET MOCTENEHO
eBOJlyHpa BO  IIOTPOIIYBAaYKH  AeHUHHUpAH
KOHLENT ¥ KOMIUIETHO 3aJ0BOJICTBO  HA
motporryBayot (total custumer satisfaction).
HecomHeno e nmeka kBajauTeTOT Mopa na Ouue
MOBp3aH CO MOTPOUIYBa4YOT, OIHOCHO aKO
MOTPOLIYBaYOT HE TO Caka MPOU3BOAOT TOTAIll
Toa e nedekr. Cimuno u Siemens ro aeduHupa
KBaMTETOT: ~KBajuTeT € KOora MOTPOITyBadnTe
ce Bpakaart, a He HaIlTUTe IPON3BOIN .

JleHec MOTOTO “keanumem 600eH 00
nompoutysavom” MpeTCTaByBa MOKHO
cTparemko opyxkje. Kommanunre mnemar KoH
Kpeupame 33J0BOJICTBO M  BPEIHOCT Ha
NOTPOIIYBauYOT MpPEKy  3aJ0BOJNyBambe  Ha
HETOBUTE OCHOBHH noTpeou, KeJou,
npedepeHu 32 KBanuTeT.  KBamureror
MPETCTaByBa OCHOBEH €JIEMEHT 3a HATIpEeBap H
KOHKYpEHIIMja Ha Ia3apoT, a Bo 210T Bek ke
OIICTaHAT CaMO OHWE KOMIITAaHWH KOM T'0 HyJAaT
HajI00pPHOT KBAJIMTET.

2. JIu3ajH HA NPOU3BOAOT

Bo nmommpoka cMucia Ha 300poT <’ au3aju’’
ce monpa3dmpa cekoja KOHIeNTyalu3aldja o
(dhopManuzanmja Ha OAPEACH HJCCH KOHIICNT Ha
MPOU3BOZOT CO KOj Tpeba Ja ce OcTBapu
OTIpEe/IeNICHO 337/I0BOJTyBaLE Ha M3BECHH MOTPEOU.
Bo morecHa cmucna, JM33jHOT TMPETCTaByBa
OONIMKYyBatkbe Ha TMPO3UBOAOT. AKO MpHU
OOJIMKYBameTO Ha IPOU3BOJOT C€ MEHyBaar
camMo HeroBute (HOPMATHH KaPaAKTEPUCTUKU
(bopma, Ooja, ambamaxka) ce 300pyBa 3a
CTHJIM3HMpAmbhe, a aKO Ce MEHYBa U CTPYKTypaTa ce
300pyBa 3a peansajH. CTUIIOT TO OMHIIYBa CaMO
10jaBHUOT e(heKT Ha MPou3BoA0T. Moxe na Oumie
NpeM3BUKYBAYKd 32  YOBEKOBOTO  OKO,
CCH3AIMOHAJICH, JIa TIPUBJICYC BHUMAHUE, HO HE
3HAYM JieKa u3Beqdara W peanus3anyjaTa Ha
MPOM3BOIOT Ke Ouje mojobpa. 3a pasiauka oj
CTHJIOT, TM3ajHOT OJIM JI0 CPKTa Ha MPOU3BOJIOT.
JobOpuoT gau3ajH ce OJHECyBa KakKO Ha
KOPHCHOCTA Ha MPOU3BOJIOT, TAKa U HA HETOBUOT
W3TIIe].

Ju3ajHOT Kako TEPMHH HajuecTo ce
yrnorpeOdyBa TpeKy W3pa3uTe HHIYCTPUCKO
O0JIMKyBame WM HHAYCTPUCKH nu3ajH. Toa Ou
MPETCTABYBAJIO TBOPEUKA aKTHMBHOCT 4Hja e ©
OJIpe/lyBarhe Ha KBAJIMTETH BO BPcka co ¢opmara
Ha MpoM3BeeHUTe mpeaMeT. KBanuteture BO
Bpcka co (hopmara ru orndakaar v HaJBOPEIIHUTE
KapaKTepPUCTUKU, HO Tpea c¢, CTPYKTypara u
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(bYHKI_II/IOHaJ'IHI/ITC OAHOCH, KOH T0 IPETBOpAAT
CUCTEMOT BO KOXEPCHTHa LECJIMHA, KaKOo O]
ACIICKT Ha MMPOU3BOAUTCIIOT, TaKa U O] CTPpAaHA Ha
KOPHUCHUKOT.

2.1. /In3ajHOT KAaKO UEHTUTET

Kommnannure T1peba akTHBHO Ja TO
BrpagyBaaT BeKe KOOPAWHUPAHHUOT JH3ajH-
WACHTUTET BO HUBHATA 1IEJIOKYITHA aKTUBHOCT Ha
nazapor. Cekoja BHMUIMBA TIpe3eHTalWja Ha
KOMIIaHWjata, c€ OHa INTO Jomupa MO
MOTPONIYBayOT Tpeda MOKHO Ja IO HCTaKHE
mu3ajuot Ha ’JIHK’® Ha kommnanujata. Mapkure
jaTpaaat cBojaTa MOK IpeKy KOH3UCTEHTHOCTA U
CBECHOCTAa 3a HHUBHOTO TIOCTOCHE OWIejKu
CIPOTUBHO O] [TOTMYJIAPHOTO BEPYBALE JIyT'eTO T'O
cakaaT OHa IITO MM € TII03HATO, ja caKaaT
Omuckocta 1moMery HHB W NIPOU3BOJOT.
[Ipupoano cekoramr moctou xenda 3a HEIITO
HOBO M TIOTpeba Ja ce OAM BO YEKOp CO
MOMEHTAITHUTE TPEeHAOBH. Kommanuure d4ecTto
MaTH TpelaT HCIpakajku MHOIITBO TMOPaKH 3a
JM3aJHOT BO MCTO BpeMe 0e3 HUBHA KOXEPEHTHA
MOBp3aHOCT. [IM33jHOT TpeTcTaByBa mar Ja ce
IpeHece ’HacJeCTBOTO ° HA MapKaTta, OAHOCHO
CeTO OHAa INTO ja KapaKTepH3Wpa MapKaTa BO
HOBaTa YyClIyra WM TPOWU3BOJ HCTOBPEMEHO
MIPEe3eHTHPAj KN yHEpHUIIpaHa ropaxa.
HeBepojaTHo € KOJIKy MHOTY IH33jHOT MOXE J1a
ro CMEHHU CBOJOT “’kanubap‘’, ma Oujae M3MEHET
CO HOBM HAEW, a C¢ ymTe Ja ja  HOCH
(hyHIaMeHTaTHATA npra u na oune
MPENo3HATINB KAaKO OpHTHHAIHO JIMIE Ha
MapKaTa Ha KOHKpeTHaTa komranuja. Kora ceto
OBa € HaIlpaBeHO J00pPO, IM3ajHOT ja IOTBPAYBa
W ja 3alBPCTyBa BPCKaTa co MOTPOIIYBayOT.

Kako mTo ™Mapkure [noxuByBaar Op3a
riobanu3amuja u ce oOuAyBaaT JAa ce MPOIrpar
HU3 KyIATYpHUTE pa3JinKd, Taka pacTe U
norpebara 3a CpelCcTBO Koe Ke T'M NpeHecyBa
BPEIHOCTUTE W HMJCHTHTETOT HAa KOMIIaHHjaTa.
Huzajuor ja wma oBaa Mok. Msrienor,
YyBCTBOTO, acolfjanyjata 3a MPOU3BOIUTE,
rpadukara, OKOJMHATa KaKO PENpPe3eHTH Ha
BU3MjaTa Ha KOHKpPETHAa KOMIIAaHHMja, MOXKaT Ja
Kpeupaar yHHDUIIpaHa KyJITYypa "
KOH3UCTEHTHO HCKYCTBO 3a TIOTPOIITyBavYHTE.

Kora crparermjata Ha KOoMmaHHjaTa ce
COCTOM BO jacHaTa CJIMKa 3a TOa IITO MPETCTaByBa
Hej3uHaTa MapKa JIeHec, a IIITO BO WHWHA, TOTalll
¢ Hen30eKeH jJaCHUOT M CUJICH JU3ajH HICHTHUTET.
JuzajHot Tpeba aa coszgazne HaJBOPELIHA CIMKA
3a TOTpPOIIyBa4MTe, a Ja JelyBa Kako
“’BHATPENIHO Jinlle”’ Ha OU3HHUC CTpaTeryjara.

2.2. /Iu3ajHOT KaKo cTpaTeruja

Ju3ajHOT € TOTIEHET BO HEroBaTa CIIOCOOHOCT
Ja To AeuHUpa CTPATEIIKOTO MUCICHE U J1a TH
WIIyCTpHpa UIEHTe.

“Axo Mo>kel fja pazdepent 1 1a BUIUII KaKO
O0m Tpebano TBOjOT COH JAa W3IJIe[a, TOTAall
MOTpeOHUTE YEKOPH 3a HErOBOTO OCTBApyBamE
cTaHyBaaT jacHH.”” MeTtadopara u3paseHa rnpexy
IU3aJHOT MOXKE Ja Ouje eQeKTHBEH HauyhuH BO
CIPOBENYBAKCTO HA BETYBambhAaTa Ha KOMIIAHUHUTE
U CO3[aBambeTO HA CAaKaHUTE MEepUENIrU Kaj
MOTPOLIYBaYUTE 3a OMNpEAeSeH MPOWU3BOJ WIH
yciyra.

Ju3ajuepure uMaaT BPOAEH TAJEHT Ja
HampaBaT MOBp3yBama Ha MHOOpMALMUTE BO
cymtuHa. THe ce COHyBaud M BU3UOHEDH,
BOZIa4YM KOH II€ITa KOU YCIELIHO Ce CIIPaByBaat
CO KOMIUIEKCHUTE mpobnemu. I[Ipuponara Ha
HUBHaTa paboTa ce€ COCTOM BO KOHIICIIHja,
pasBuBame © wuMILIeMeHTHanja. JoOpute
J3ajHEepH 3HaaT KaKo J1a ja u3BeJaT NHOBaIUjaTa
Ha MOBpUIMHA. THEe ce MHOTY 4ecTo ‘’aJBOKaTH
Ha noTpouryBauute’’. KoMnaHuuTe KoM cakaaT
Ja T TMOA0OpaT OBHE CIIOCOOHOCTH Ke WMaar
OceHeUT [OKOJNKY BKIy4YaT JHW3ajHEPH BO
HUBHHOT CTPATEIIKU U Pa3BOCH MPOIIEC.

BooOnyaeno nm3ajHOT ce KOPUCTH Kako
HEKO] MOJAaTOK Ha 3aBPIIETOKOT Ha ONpeaesicH
npoektT. Kora HemTo HegocracyBa ciabocTa ce
kaMmydaupa co ’mpekpaceH Anu3ajH’’. 3Hauu, CO
HELEJIOCHO MHTETPUPAH JU3ajH BO CTPATEIIKUOT
mporiec, MHOTY KOMIIaHMM He ja Jo0uBaar
KOMIUIETHATA MPEAHOCT Ha *’CPeKHOTO CIy4ajHO
OTKpHBame” KOe TO Hyu Mu3ajHoT. KBanmTeToT
Ha JM33jHOT MM JlaBa HaJeX Ha JIyreTo JieKa
HEeITOo cemak ke ce ciayun. Op Tyka, 3apeM He
[IOCTOX CMUCJIA /1a C€ TeHEpUpPa HEIITO BU3YEIHO,
na Jypu W ako KOMYHHUIIMpa CaMmoO BO TPBHOT
CTETIEeH Ha CTPATeIKUOT IMpolec 3a Ja To
HCKperpa IPBUOT UMITYJIC TIOMETy IPOU3BOAOT U
MOTPOUTYBAYOT?

Kpeupamero am3ajH € oajWyeH MoTer 3a
MpeB3eMame PHU3MK U 33 OTCTPaHyBame Ha
OapuepuTe Ha opranuzanujata. Heycnexor Mmosxe
Op30 nma ce cinyud. Enna om  HajMOKHHTE
KOMIIOHEHTH Ha  JW3ajHOT €  Heromara
CHOCOOHOCT J]a UM OBO3MOXKH Ha JIyf'eTo 0p30 n1a
Kpeupaar BpckH W Op30 Ja OoAroBopar,
MO3UTUBHO WJIM HeraTuBHO. HeBepojatHo e
KOJIKY Op30 TUMOBHTE MOKaT Aa oT(piar Au3ajH
1 Toa Oujejku BemHaI 3a0enexane JaeKa Toj He
¢dyHKIMOHMpan ao6po Ha mazapor. OBa 3a
BO3BpaT OBO3MOJXKYBa J]a C€ OJH Hampen, T.e. 1a
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ce mpedpoau ja3oT moMery niejara u yCremHuoT
HPOU3BOJI HJIH YCIIyTa.

2.3. OnpaBaaHoCcT HAa [HM3ajHOT- AUPEKTHA
BPEIHOCT HA IN3ajHOT

Temko € JAUPEKTHO Ja ce U3MEpHU
BIIMjaHHETO Ha [W33aJHOT W TOKMY 3aroa TOj
ocTaHyBa Ja Ouge IMOTLUEHET BO MHOTY
opranuzanuy. BooOnuacHO KOMIAaHMHTE IMPEKy
npopaxOaTa corjeayBaaT Jdajdd  ONpeAesieH
IIPOM3BO/] WM YCIIyTa € YCIEIIHA, HO [IPALIAKE €
KOJIKY MHOT'Y aHQJIM3H C€ MIPaBaT 3a J1a Ce U3MEPH
BO KOJIKaB 00€M THE Pe3yJITaTH My MpHIaraaT Ha
JTN33jHOT.

[ITo BO cymTHHA IPETCTaByBa U KAKO MOXE
Ja ce HW3Mepu ONpaBAaHOCTa Ha JH3ajHOT?
Hctnor moxe na ce aeduHupa Kako CTEHeH BO
KOj MapKaTa ce HIeTH(PHUKYBa MpeKy u3padoTkara
Ha HEj3MHUOT JAU3ajH. [JUMEH3UUTE HCTAKHATH OJ1
David Aaker Bo “Brand lidership” yxaxysaat
JleKa MEpEHhETO Ha OINpaBJaHOCTa Ha Mapkarta
MOXE Jla ce TpPHUMEHH Ha Mepeme Ha
OTIPaBJIaHOCTA Ha JU32aJHOT U TOA MPEKY:

- Ceecnocm 3a oOuzajnom. Konky ce
3aI03HAaTH JIyTeTO CO BU3YEIHHUOT U Tpa)MIKHUOT
ja3WK Ha KoMIaHWjaTta/mMapkaTa? [lo koj cTeneH
JIU33jHOT € JINIIE Ha MapKaTa?

- Ilepuyenpuan xeanumem: Konky udecto
nyfeTto ro  TOBp3yBaaT  KBaJHTETOT  Ha
Mapkara/opraHu3angjata co KBaJHTETOT Ha
U33jHOT?

- Acouyujayuu 3a  Ouzajuom:. Kou
aTpuOyTH, CUTyallMH W KOHOTALMU JyI'eTO TH
acolypaar 3a MapkaTa Ipeky au3ajHoT? Bo koj
CTEIIeH IM3jaHOT T'0 MOBP3yBa MOTPOLIYBAYOT CO
MapkaTta?

- Jlojaanocm kou Ousajuom. Bo xoj
CTEIleH JIyfeTo Ke KylyBaaT OIpelesieH
MIPOM3BO/] WJIH YCIIyTa BO 3aBUCHOCT OJ1 U3TJIE0T
WIM TIaK YyBCTBaTa INTO TW NPEJAU3BHKYBA Kaj
MOTPOUTYBAYOT?

On rosieMo 3HaueHE € J1a ce pa3Bujar jacHH,
KOHKpPETHH HAuYWHM 3a Ja Cce€ H3MEepH
OTIPaBJIaHOCTA Ha AM3ajHOT, KAaKO M (aKTOT JieKa
NPOLICHKUTE Ke pa3jacHaT Kaae Trpemar
KOMITAaHUUTE BO HUBHUOT OOH/I JIa CE TIOBP3AaT CO
MOTPONIYBAYUTE W Kaje JISKH MOTEHIMjarHaTa
MO>KHOCT.

2.4. IN3ajHOT KaKo0 CPeACTBO 3a
audepeHIMjanyja HA Ma3apoT

MopaaT na ja pasbepar BpeaHOCTa Ha
JIM33jHOT BO TMPOIECOT HA EMOIMOHATHOTO

MOBP3yBam€ CO MOTpoLTyBauoT. JJoOproT an3aju
MOXE Ja MWCHpOBOIMpPAa HOBH HAaYMHM HA
MHUCIICEb¢ W YyBCTBYBamkb€ W CeKoram e
HajMOKHaTa ¢opMa Ha eKCIpecHja Ha MapKara.
Cé moBeke BHIMaHHE CE [TOCBETYyBa HA OJIITYKHUTE
MIOBP3aHU CO CTHJIOT M (hopMaTa Ha IIPOU3BOAOT,
OTKOJIKY HeroBaTa (yHKIIHja.

MoxkTa Ha TU3ajHOT 3a MHOTY KOMITAaHUN
IPETCTaByBa CTPATEIIKO OpYyXje M IAUPEKTHO
CPEACTBO 3a 3rojieMyBalkbe Ha Mpojaxodara.
Ju3ajHepute HACIPOTH jaBHOTO MHUCIEHE, ja
pazbupaar moTpebara oA  MparMaTH3aM,
pazbupaar jAeka JOOpHUOT IU33jH MOXKE Ja
npousBene ’ayauyio‘’ 3a OINpenereHa Mapka,
YyBCTBO Ha camo7i0BepOa 1 0€30eTHOCT JOKOJIKY
ce TmocexyBa cakaHaTta Mapka, YyBCTBO Ha
MOTPOLIYBAYOT JIeKa € JIeNl OJ] HeKoja MmorojeMa
rpyna. OBHe eMOIMH HE T OYIH CaMo JU3ajHOT
TYKy W MapKaTa ¥ WMHIIOT Ha HPOU3BOJOT BO
LeJInHA. Hduzajuor Moxe na neduHHpa
ndepeHupana, peneBaHTHa, yBEpJIMBa
BPEIHOCT OCOOEHO Ha Masapure Kajae IOCTOU
rojeM CcTereH Ha HaTnpeBap. BusyenHara
HMIIPECHja € HajYecTO OIydyBauykd (HaKkTop
JIaTd KYIyBadoT Ke KyIH MPOU3BOJ WK yCIIyTa
Ha KOHKpPETHAaTa KOMIIAHMja WIM TWaK Of
KOHKYpPEeHTOT. [lM3jaHOT MMa CIOCOOHOCT [1a
HampaBu AWCTHHKOMWja. |IMac Ha kommaHujara
Apple e BHCTHHCKH TpUMeEp 3a MPOHM3BOI KOj
BJIETOJI HA TIPEMHOTY 3allITUTEH Tasap, a ycrean
Ja td ’3apoOM‘’ MOTOpUIyBauUTE W MY Jajie
[EJOCHO HOB KapakTep Ha IEPCOHAIHUOT
KOMITjyTep.

UctpaxxyBamara TOKaXyBaaT  JeKa
JyfeTo ce TOBpP3yBaaT CO MapKara Ha CIHYEH
HauMH KaKko INTO C€ TOBP3yBaaT W MeryceOHO.
Tue T ¢opmupaar BpckuTe Ha 0Oa3a Ha
KapakTepoT, MojaBHOCTa U JoBepOata. Mcturte
JMMEH3UM MOXXaT Jla UM C€ MNpPUIHIIAT ¥ Ha
MapkuTe. JIMCTHHKIHMjaTa, pa3BOjyBamETO
rmoMery CpikTa Ha MOBEKETO MapKH € TOCTUTHATA
TJIABHO MIPEKY JN3ajHOT.

3. l'[alcyBaH,e Ha IMIPOU3BOIUTE

[lakyBameTo moapa3Oupa akTUBHOCTH Ha
O6J'II/IK}/BaH>e 1 3allTUTa Ha IIPOU3BOJUTE CO KOU
ce OBO3MOXYBa TIOJIECHA MaHHWITyJIaldja U
jacMaH Ha ucTUTe. MHOry Mapkerepu
[IaKyBaWkETO I'0 UMEHYBaJe Kako 5-toto IT nocine
leHara, TPOU3BOJOT, JUCTpHOyIMjata U
MIPOMOIMjaTa, HO TIOBEKETO MapKeTepH cMeTaat
JieKa MaKyBamkEeTO € caMo JIeN OJ] CTpaTerujara Ha
IIPOU3BOJIOT.
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[NakyBameTOo € BaXK€H WHCTPYMEHT Ha
MapkeTHHroT. J1o0po o0jMKyBaHaTa amOasaka
co3llaBa COOJBETHA BPEIHOCT 3a KyIyBaudoT, a
MPOMOIIMICKA BPEAHOCT 32 MPOM3BOAMTEINOT.
l'omem Opoj Ha (hakTopm npHUIOHECYBaaT 3a
roJIEMOTO 3HAaYCHE¢ Ha ambalaxara:

- caMOINOCJIYKyBam€. ce Ioroiem Opoj
HAa TPOM3BOJM Ce TpojaBaar Ha 0Oa3za Ha
CaMOTIOCITY’)KYBalbe BO  CyNepMapKeTuTe |
IMCKOHTHUTE CTOKOBHM KyKu. Bo 0Boj ciyuaj
ambanaxara MOpa Jla UCIIOJIHM HEKOJIKY 3aauu:
Ja TpUBJICYEC BHUMAaHWE, Ja TH OIHIIe
KapaKTePUCTUKUTE Ha MPOU3BOAOT, JAa IO
npuBjeYe BHHUMAHHETO Ha MOTPOLIyBavyHTe, 112
OCTaBH MOBOJICH BIIEYATOK;

- 04pa3 HA eKOHOMCKATa cocToj0a Ha
NOTPOLIYBAYMTE. MOJTOTBEHOCTA Ja Ce IJIaTh
HEIITO TOBeKe 3a M3rJeJ0T Ha ambanaxkara e
0J[pa3 Ha EKOHOMCKATA CHJIa Ha TIOTPOIITYBaYHTE,;

- pacTte UMHIOT HAa KOMIaHMjaTa M
MapKaTa - KOMIIAaHHHTE YBHJENE JAeKa J00po
o0OnmKyBaHaTa amOanaka TMpHUAOHECYBa 3a
noIo0po Tpero3HaBamke HAa KOMIIaHWjaTa WM
Mapkara,

- co ambagaxkaTa ce NpPOMOBHpaar
HHOBAIMMTE - WHOBAI[UCKOTO TIaKyBame 3a
MOTPOIIYBaYUTEe HOCH IOTOJEeMa KOPHCT, a 3a
KOMITAHUUTE 3Tr0JISMYBamb¢ Ha MPO(UTOT.

Pa3BuBameT0 Ha KapaKTEpPUCTHKHUTE Ha
am0anakata Kaj HOBHOT TpOM3BOA Oapa
JIOHECYBambe Ha MoBeke o/Tyku. HajHanpen mopa
Ja ce TOCTaBH KOHIICMIHjaTa Ha MaKyBamETO
Koja neduHUpa MTO BO CylITHHA Tpeba ma Oume
ambana)kata WM IITO Taa Tpeba Jla HampaBu 3a
HOBHOT MPOU3BOJI. Jlanu mpou3BOJ0T CO CBOjaTa
ambanaxa Ke OBO3MOXKH U 3allTHTa HAa BHUCOKO
HUBO, K€ BOBEJIC HOB HAaYMH Ha KpeHWpame, Ke
yraTyBa Ha HECKOM KBAJIWUTETHU Ha MPOU3BOAOT U
KOMITaHHWjaTa UITK MaK HEellTO coceMa TPeTo?

Omnykute Tpeba Jia ce JoHecaT Ha 0aza Ha
JONOJHUTCIIHUTE CJIICMCHTU Ha [MaKyBaAHKETO KAaKO
TO ce: ToJieMHHa, OoO0NuK, Martepujan, 0oja,
TEKCT W O3Haka Ha Mapkarta. Omiaykute ce
OJTHECYBaaT Ha pelIeHWjaTra 3a TMOMAJKYy WU
noBeKke TEKCT, TpaHCIIapeHTHA WIH
HETpaHCIapeHTHa oOOBHMBKa, ymorpeba Ha
pasauuHu MaTepujaiu U cii. CUTe OBUE €IIEMEHTH
Ha [aKyBambeTO MOopaarT Ja ce ycoriacaT co
OJUTYKHTE 3a [IeHaTa, EKOHOMCKAaTa Mpomparasya
Y IPYTUTE €JIeMEHTH Ha MapKeTHHTOT. O acTiekT
Ha MapKeTHHTrOT ambajakata Mopa Ja

WCIIONTHYBa ~ HEKOJIKY  OCHOBHU  Oapama:
€KOHOMHUYHOCT, (hyHKITMOHATHOCT,
KOMYHHUKAaTHUBHOCT, roJeMHHa, 00K,

MaTepHjaj, HauYMH Ha OTBOPamkEe W 3aTBOpAmbE,

KOHCTPYKLHMja MOBpIIMHCKK nu3ajH. [locrojar
MOBEKE TECTOBH 32 TECTHPAmkE Ha COOJBETHOCTA
Ha amOarnakara u Toa:

- TEXHHYKH  TECTOBH  —  Jaju
ambarnakata oroBapa Ha HOPMaJIHUTE yCIIOBH;

- BU3YCJHH TECTOBH — Jla C€ YTBPIU
YUTIMBOCTA HA HAITMIIAHUOT TEKCT M CKJIAHOCTa
Ha 00jaTa;

- TECTOBU Ha MPOJABAYNTE HA MAJIO —
KaKo ja OLleHyBaaT TProBUyTe ambarnakaTa, 1aiu
cMeTaaT JieKa € TpHUBIEYHA M COOJBETHA 32
MaHUIYJIUpAHE;

- TECTOBHM Ha MOTPOLIYBA4UTE - J1a Ce
YTBPJM peakiyjara Ha IOTPOLTYBaYUTeE.

PazBuBamero Ha ambamaxka Koja ke TH
3a7I0BOJTyBa KPUTEPUYMHTE HA ITPOU3BOIUTENOT,
MOTPOIIYBAaYOT W OKOJMHATa Oapa MHOTY
CpeICcTBa M BpeMe 3a Jla ce JI0je M0 Hej3MHAaTa
KpajHa peanu3arja. KommanunTe ucTo Taka Mopa
Ja IIOCBE€TAT BHHMMAHHE Ha HpO6HeMHTe Ha
3araJlyBam-€TO Ha OKOJIMHata u 0e30emHocTa, a
KOM TIOTEKHYBaaT O/ TaKyBambEeTO.

4. 3akay4yok

[Tpon3BoIOT € MpB M HajBa)KEH EJIEMEHT Ha
MapKeTHHT  MHKCOT. Crparerujata  Ha
MIPOU3BOJOT nopazoupa KOOPJIMHHUPAHO
JIOHECYBAaIbE OJUTYKH 32 MUKCOT Ha IIPOU3BOANTE,
JWHUjaTa ~ HA  TMPOHM3BOJUTE, MapKHure,
€THKETUPAETO, TAKYBAKHETO U CEPBUCOT.

Kommnanuure Tpeba akTHBHO Ja TO
BrpaayBaaT BeKe KOOPJMHUPAHUOT JU3ajH-
WJICHTUTET BO HUBHATA IIEJIOKYITHA aKTUBHOCT Ha
nasapor. Cekoja BHUIMBA Ipe3eHTalMja Ha
KOMIIaHWjaTa W C€ OHa INTO JONHpa [0
MOTPONIYBaYOT Tpeda MOKHO Ja IO HCTaKHe
MPENO3HATINBUOT JIM3ajH-UICHTUTET Ha
opranm3zanujarta. /uzajHor Moxe ma neduHUpa
nrdepeHnupana, peneBaHTHa, yBEpJINBa
BPEJHOCT OCOOCHO Ha MazapuTe Kajie MOCTOU
roJieM CcTerneH Ha HaTmnpeBap. Toj Tpeba npa
CO371aJie HaJBOpEIIHA CIIMKA 32 MOTPOLTYBaYUTE
U aa Ouje Aen oj OU3HUC cTpaTerujara.

[MpousBomure OapaaT JOHECyBame Ha
OUTlyKH M 3a MaKyBameTo cO ITO Ou ce
OBO3MOJKHJIA HHMBHA 3aIlITUTA, €KOHOMUYHOCT,
MOJIECHO MaHUIYJIMpame, MPOMOILUja | JIp.
Mapkerepute MOpaar Aa pa3BUjaT KOHIICTIIIH]ja
Ha TMaKyBame, MNpH Toa (YHKIHOHATHO U
IICUXOJIONIKK Jia ja TecTUpaar 3a Ja Oujar
CHUT'YpHH JieKa K€ T TOCTUTHAT IOCTaBEHHTE
e BO COIJIACHOCT CO MOJHMTHKAaTa Ha
MIPOU3BO/IOT.
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FINANCING AND FIGHTING THE
FINANCING OF TERRORISM

Abstract

Financing terrorism is a specific form of
financial crime. In essence, terrorist
financing involves seeking, collecting or
securing funds intended to be used to fund
terrorist activities or a terrorist organization.
Financing affects the development of
terrorism and encourages the bearers of
terrorism to encourage the successful
financing of their unlawful actions. The
impact of the development of terrorism leads
to the strengthening of existing and finding
new sources of funding. The fight against
terrorism means taking defensive measures to
reduce the vulnerability of people and funds
from terrorist activities and not to permit the
creation of conditions for financing those
activities.
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1. KapakTepucrukym Ha HOCHUTEJIHUTE HA
(puHAHCHPakETO HA TEPOPU3MOT

@DUHAHCHPAKETO Ha TEPOPU3MOT HE ce
TPMKH 32 HW3BOPOT Ha CpeACTBara, HO
TJIABHUOT aKLEHT ce CTaBa Ha Toa 3a LITO Ke
Oounar ymnoTpeOeHHM THE CpeACTBa, IITO €
rJlaBHaTa pasnuka Mely (uHaHCHpame Ha
TEPOPU3MOT ¥ TIEPEHETO Ha TTapH, KaJie IITO
napute  3400ME€HHM  OJ  KPUMHHAIHU
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OUHAHCHUPAILE U BOPBA ITPOTUB
PUHAHCHUPAILETO HA
TEPOPU3MOT

AICTpPaKT

OUHAHCUPAKLETO  HA  TEPOPU3IMOT €
cnenupudeH oO0IMK Ha (HUHAHCHCKUOT
KpumuHai1. Bo cymtina, punancupamero Ha
TEPOPU3MOT BKIIydyBa Oapame, coOupame
wim 00e30eqyBame CpeACcTBa CO Hamepa Ja
ce UCKOpucTaT 3a (UHAHCHpAmkE Ha
TEPOPUCTUYKUTE AaKTHBHOCTU WJIU TEPOPHC-
TUYKaTa opranuzanuja. DOuHaHCcHpameTo
BIIMja¢ HA pPa3BOj Ha TEPOPU3MOT H TH
MOTTUKHYBAa HOCUTEIIUTE HA TEPOPU3MOT Ja
ro oxpabpyBaar yCIEUIHOTO (prHAHCHpame
Ha CBOUTE NIPOTUB3AKOHCKH J€jCTBHja.
Bnujanuero Ha pasBOjOT HA TEPOPUIMOT
JIOBElyBa JI0 3ajaKHYBamh€ Ha TOCTOCUYKHUTE U
M3HAOramke HOBH M3BOPH Ha (PUHAHCHpAbE.
Bbopbata mpoTuB TEpOpU3MOT 3HAYU TIpe-
3emMame 0JI0paHOCHN MEPKH 3a J1a C€ HaMaJlu
MOBPETMBOCTA Ha JYI'€TO W Ha CpelicTBaTa
O]l TEPOPUCTUYKUTE aKTUBHOCTU U JIa HE Ce
J03BOJIAT Ja C€ CcOo3/aBaaT yCIOBH 3a
(vHaHCUpPAkE HA THE aKTHBHOCTH.

Kiayunu 300poBH: KpUMHHAIT,
TEpOPUCTUYKA OpraHu3alnja, CPeJICTBa,
U3BOpU Ha (PUHAHCHPAHE, 010paHOeHN
MEpKHU

aKTUBHOCTH Tpeba Ja ce HampaBaT Ja
u3rienaat JETUTUMHU 3apaau
peuHTerpanuja Bo (PUHAHCUCKUOT CHUCTEM.
HNako MOTMBUTE Ha TEPOPUCTUTE MOXKE Ja
Oupatr pasiauyH{, HUBHUTE aKTUBHOCTH
clejaT CTaHJIapJHa I[aTeka Ipu  IITO
WHUUACH/IUTE HANpaBEeHU OJf TEPOPHUCTUTE
uMaar pasudHu (opMHU: KUIHANUpPakEe Ha
aBUOHM, KUJHANHMpame Ha Jyfe, aTeHTaTH,
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3aKaHH, ooMOaIKu
caMOyOHCTBEHH HAIa/IH.

OUHAHCHPAKHETO HA TEPOPU3MOT MOKE Ja
moara ol Hajpa3HOBHIHU W3BOPH,
BKJTyuyBajku:!
e JIpxaBHO (puMHAHCHPAIbE,

Hamagu u

7

e Co3maBame Ha MPHUXOAH Of JIETATHO
paboreme,

e (CozmaBame Ha WICTaIHU  MPUXOAU
(monexoraii BO MapTHEPCTBO co
OpraHU3UpaHUTe KPUMHUHAIHU TPYIH) Ha
IpUMeEp: O KUJIHATIMpamha, IBEpPIyBakbe Ha
nyfe u Apora, TproBHja co K€HH, TProBHja co
MaJIOKaTMOapCKH OpyKja,

e 3noynorpeba Ha JOHAIUUTE,
e JloTanuja Ha paguKaiHATa AUjacIopa,

e Hedbopmamauor Tpanchep Ha mapw,
KOPHUCTEJKM TO CHUCTEMOT XaBaja, IPEeKy
[IMpOKaTa MpeXxa Ha XaBalaZepuTe (JaBame
(UHAHCHCKM YCIIyTH [0 MPHHIMIIOT Ha
noBepOa, CO MUHMMAJIHA €BHJCHIHja U CO
eHOCTaBHa HOpPMATHBHA 0a3a),

e KpaxOu, mBep1 1 KOpyniuja (BOTIaBHOM
Bp3aHa co HadTara).

Kaxo tunnyHu u3Bopu Ha (UHAHCUPAKE HA
TEPOPU3MOT MOXKE J1a CE CE HaBEIar:

» KpuMmuHaIHM aKTUBHOCTH KaKO IITO Ce
rpabexxu Ha OaHKM, KHUJHANupama 3apagu
OTKYIl, HW3HYAyBame, IIBEpILyBambe U
TProBHja cO Apora.

» JloHanmu o1 TOKaJIHU W/HITH O] CTPAHCKU
NOJIPKYBauH, BKIY4yBajKu U eMUTPAHTH U
TOOPOTBOPHH OPTaHU3AIUH.

» Tlomapiika o1 CTPAHCKH JIPIKaBH.

» JloTyp Ha napu oJ 60raTH WHAWBUIYH WIN
OpraHu3aIHH.

7 Andri:, A., (2010), "Ekonomija megunarodnog
terorizma", Beograd

» Ilpuxomu  om  JCTUTUMHU  OU3HUC

orepaIyu.

bunejku ronem nen ox (GpUHAHCHPAKHETO Ha
TEPOPUCTUYKUTE AaKTUBHOCTH Joafra of
JIETUTUMHU W3BOPH, (PUHAHCHUPAHETO Ha
TEPOPU3MOT MOHEKOTAII € MPECTABEHO KaKO
CIPOTUBHO OJI TPAJAUIMOHATHOTO TIEPCHE
napu. Hamecto Heneramnure mapu ga ce
“uemepar”®  3a  ga  CcTaHAT  JICTAJIHH,
(DMHAHCUPAKHETO HAa TEPOPU3MOT YECTO ja
BKJIydyBa 3ajladyata Ha QUITpUpame Ha
JICTUTUMHU TIapH BO PaIleTe Ha TEPOPUCTHTE.

Kowu ce usBopure Ha puHaHCHpame Ha
Tepopu3MoT?

Hako TepopUCTHUKHUTE TPYIIU UMAAT CIMYHU
KBAJIUTETH, HUBHUTE M3BOPH HA TApH MOXE
Ja ce pas3iuKyBaaT. TepopUCTHUKHUTE
OpraHu3anu To0MBaaT mMmapu onx OpojHU
JETUTUMHA U HEJETUTUMHU HM3BOPU KaKo
IITO C€ CIICHUTE:

Hnezannu  akmuenocmu:  TEPOPUCTUTE
N00MBaaT Mapu OJ WIETATHW AKTHBHOCTH
Kako LITO ce TProBuja CO Jpora, IIBepIl,
KHHANUPame U U3HYyBame. Tproeujarta co
apora € 1moceOHO  NpuMamiuBa 32
tepopuctutre. Bo JlatmHcka Awmepuka
“HapKo TepopHCTUTE" I'M 100MBaaT MOroJieM
JIeJ1 0J1 HUBHUTE Mapu O]l TPrOBHja CO JIpora.
Bozamu cnonzopu: TepopuCTUTE MOXE Ja
nobujat cpencTBa oj1 0oraTu MHIUBUIYH UITH
CMOH30pM KOM MOXE Ja Td MHOJApXKAaT
HUBHUTE TEPOPUCTHYKN AKTHBHOCTH.
Jobopomeopnu u penuzuoznu
UHCmMumyyuu. JETUTHMHUTE TOOPOTBOPHU
U PETUTUO3HU MHCTUTYIIMHM MOXAT Ja oujar
M3BOD 32 PUHAHCHpAHE HAa TepopucTuTe. THe
ce WJeaH! MOCPEAHULU OUJejKH ce MHOTY
nabaBo peryaupaHd W HeMaaT motpeda a
o0e30enaT TProBCKO  ONpaBAyBame 32
HUBHUTE aKTUBHOCTH.

Tpzoecku  Opywmea:  TEPOPUCTHUKUTE
OpraHu3alii  MOXX€ Ja BOAaT  WIH
MoceyBaaT JETUTUMHU TPrOBCKU JPYIITBA
3a Ja TeHepupaaTr npoduTH W 3a Ja mepar
napu ox wieraiaute Gonnosu. Tyka cnaraar
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OM3HHMCH CO HAKHT, TPrOBCKH KOMITAHHH,
MPOJABHUIM 32 IMIMPOKA IOTPOIITyBayKa,
TProBUja CO HEIBM)KHMHU W WHBECTHIIMOHU
bupmu.

Jlpycasnu cnomzopu: 3a onpeneH Opoj Ha
3acTpaHeTH Jp)KaBU ce€ 3Hae  JieKa
o0e30emyBaaT acHCTeHIMja, (UHAHCHUCKA
MOJUIPIIIKA u 3aCOJTHUIIITE Ha
TEPOPUCTHYKUTE oOpranu3anuu. Hajronem
npuMep 3a oBa Oemie ABraHHCTaH IO
TAJIMOAHCKUOT PEIKUM.

[loBekero on oBHE (DUHAHCHCKH H3BOPH
OCTaBaaT XapTHUEHA WJIHM eJICKTPOHCKA Tpara,
HO TIOCTOjaT TOOPO BOCIIOCTaBEHU CHUCTEMU
3a Ja ce 3a00uKoH, GpycTUpa Wik U30erHe
OTKpUBameT0. MeryHapoaHaTta 3aeqHHIA
copaboTyBa 3a J]a TW 3aTerHe 3aKOHUTE U J1a
ja 3rolleMHM MOKTa Ha peryiandja Haj
MeTryHapOIHOTO OaHKapCTBO "
(DMHAHCHCKUOT CUCTEM, BKIIYUyBajKH CTaBKU
3a Oapame Ha MpaBWIa U pEerUCTpanyja Ha
He(OPMATHUOT (UHAHCUCKH CHCTEM KOj
MIOCTOHM BO CBETCKH PAMKH.

Kako ce Bpmm (QuHaHCHUpameTO Ha
TEPOPUZMOT?

e IlIBepiyBame Ha rojemMa KOJWUYMHA HA
IIAPUYHU CPENICTBA U PEUHTETPUPALE IIPEKY
OM3HUCH KOW pabOTaT MPETEIKHO CO TAPUIHU
cpencTna (Kerr).

o [Ipedpname Ha MapUYHU CPEICTBA MPEKY
HOBMTE OHJIAjH IUIATE)KHU CUCTEMH.

o [Ipedprame Ha MapUYHU CPEICTBA MPEKY
HEpEeTUCTpUpaHu OM3HHCH 3a MapUYHHU
YCIIyTH,  BKIY4yBajkM U [OA3EMHO
OaHkKapcTBO WIM “XaBajac”, M IpeKy
MeryHapogau ATM TpaHcakuuu.

e JloO6poTBOpHU u HenpodUTHU
opranu3alvii U APYryu IpaBHU CHTUTCTH HaA
IIpB IOTJICA, OUUTIJICAHHUOT JICTAJICH U3BOP HA

18 Okomy 3.000 Munujapay JoIapu ce
TpaHc(epupaaT ceKkoj AeH Of eHa Ha Ipyra CTpaH BO
CBETOT. ['0IMIIIHO TEPOPUCTUTE PETBOPAAT OKOIY
1.000 Munujapau 1oIapu CO pa3HH OTIepaIiuy 3a
nepeme mapu. Bo CAJl mpexy 100 munujapam
JIOJIapH Ce IepaT OJ1 AUJIEPUTE CO IPOTa U O

BaKBOTO (prHAHCHpame MOXKE Jla 3HAUH JeKa
UMa MHOTY MaJIKy, aKo BOOIIITO HMa,
WHAWKATOpH KoM OM ja  HCTaKHaie
WHAMBUyaHaTa (UHAHCUCKA TpPaHCAKIHja
WIN CEpUH Ha TPAHCAKIIMU KAKO OBP3aHH CO
TEPOPUCTHYKU aKTUBHOCTH.

1. BagkuTe KAaKO HOCHTEJIN HA
(punaHCcUpameTO HA TEPOPUZMOT

Tepopuctuukute OpraHu3aIH ro
yrnotrpeOyBaaT  MOA3EMHUOT  OaHKAapCKU
cucteM®®  mosHar kako xaBana u

JCTUTUMHUTE OW3HHUC OpTraHW3alu 3a Ja
ucrepar mapu CTeKHaTH CO TpProBHja Ha
HAapKOTHIIM W OpyXje. TepopucTHYKHTE
OpraHHu3aIu yrnoTpeOyBaar:
MIPEOBEITNIYBabA, MOTIICHYBamba,
JOTIMCHUYKU CMETKOBOJICTBEHH IPAKTUKU,
COIICTBEHOCT Ha  0OaHKM, XaBajla H
nooporBopar/ HBO ¢poHT opranuzanuu 3a
na mepar napu. [logzeMHHOT OaHKapCKH
CUCTeM I'l 00e30e/1yBa CIeTHUTE YCIYTH:

e MU3¢op na napu. be3 ornes Ha pa3iIUKUTE
BO  KyJiTypaTa, HaIMOHAJIHOCTA, WJIH
penurujara, Ha cuTe Jyre UM Tpeba cuctem
3a OCTBapyBambE HA 1aICHUTE BPEIHOCTH NIpU
pa3MeHa Ha CTOKM W YCIYTH M CcakaaT
MIPHUCTAIl 710 MapH.

o Cucmem 3a uzbecnysare Ha OAHOUU.
JlnaHoCcTHTE KOM Ce  BIyIITaaT BO
MOA3EMHOTO  OaHKapcTBO  OOWYHO  ce
obuayBaar nma  u3berHar ga  Oujar
UIACHTPUKYBaHU 0] GOpMaTHUTE OaHKAPCKU
KaHaM, 3a Ja wu30erHaT OJaHOYYBambe.
lonem nenm ox UPHHWOT Ma3ap TMOCTOM CO
CIMHCTBEHAa 1€ 3a W30erHyBame Ha
0JIaHOUYyBamE.

OpraHU3UpPaHUOT KpuMHUHAI. [ mobann3anujara
OBO3MOJKYBa Jla ce TpaHchepupar cpeacTBaTa o
JICTAJIMHUTE U WIICTAJTHUTE OIICpaluy U 1a 6H}:[aT
pEerUCTpUpaHy U J]a He MOXKAT Jia ce cleaar
tekoBuTe.. Alexei Vassileiv:,, Financing Terror:
From Bogus Banks to Honey Bees “, 2003
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o Cucmem 3a aHoHumMHO npeghprare Ha
cpeocmea. JInaHOCTUTE KOW 3apaboTyBaaT
Mapy ¥ cakaaT Jla OCTaHaT aHOHUMHU HMaaT
notpeba onx mnpedpiame HA HHUBHOTO
OorarcTBOo 0€3 oOcTaBambe Ha pPEBU3OPCKa
Tpara npexy Koja IITO BIACTUTE Ke MOXe /1a
T'U IPOBEpyBaar.

e Cucmem 3a npemecmyearbe Ha napu 3a
MOAPIIKA WM OJIPXKYBambe Ha KPUMHUHAIHU
akTuBHOCTH. OBHe KpUMHMHAIIM OapaaT
KaHaJIM 33 pa3MEHa Ha [Tapy Ha PHUOT Ha3ap
U KylyBaaT BaJlyTH IIPpEKy OBHE KaHAIU
3apaJM UCIOpaKka Ha HUBHMUTE IOCAKyBaHU
JECTUHALUU.

bankuTe BO mpouecoTr Ha (pUHaHCHpame Ha
TEPOPU3MOT MOJKAT Jia ocTBapysaar: '
[lapure ce cTekHaTH TpeKy OU3HUCHU
[OCEAYBaHU O] JIMYHOCTH KOM IUTO HMMaat
MCTO TOTEKJIO WJIM MaK MpeKy OW3HUCH BO
KOM IITO C€ BKJIYYEHHU JIMYHOCTU CO HCTO
MOTEKJIO OJ1 BUCOKO PEU3UYHHTE APKaBH (Ha
IpUMep Jp’KaBU KOU IITO CE€ O3HAYCHH O]
HAIIMOHATHUTE BJIaJI KaKO HEKOOTIEpAaTHBHU
JpXKaBU U TEPUTOPUN).

Odunmjannara geloOBHA AaKTUBHOCT Ha
KJIMEHTOT HE COO/BECTBYa CO BHUAOT WU
HUBOTO Ha aKTHBHOCTHTE.

JINYHOCTH KOM ILITO C€ BMEIIaHU BO BAaIyTHU
TpaHCKallMd WMaaT WCTa ajpeca WA
TenedoHckH Opoj, moceOHO Kora ajapecara e
HCTO Taka U OM3HMC JIOKAllMjaTa WU MaK He
COOJIBECTYBAa CO HCKakaHaTa OQHIMjaTHa
JIeTIOBHA aKTHBHOCT. (Ha TpUMeEp CTYIEHT,
HeBpaboOTeH, CaMOBPaOOTEH).

Bo onHoc Ha HenoguTHUTE OpraHU3alvu
WM OpraHu3aluuTe Kou MTO 00e30e1yBaaT
JOHAIMK, (UHAHCHCKUTE TPAHCAKLIUU Ce
cirygyBaar 0e3 JOrmyHa eKOHOMCKA eI WIIH
NaK M3riena JeKka Hema MOBP3aHOCT MOoMery
WCKa)kaHaTa aKTHBHOCT Ha OpTraHU3aIfjaTa u
JpyTuTe 3acerHaTu CTpaHH BO
TpaHCaKIlfjaTa.

9 International Centre for Political Violence and
Terrorism Research Strategic Counter Terrorism:
Terrorist Financing Response Series Terrorist
Financing, 2010

be3bennocen ced ko] € OTBOpeH 3a
KOMEpIIHjaJIeH EHTUTET BO CITy4aj Kora He ce
3Hae JeIOBHATA aKTUBHOCT HA KIIMEHTOT WIIN
MaK Taa akTHBHOCT HE ja OIpaBJyBa IIeJITa 3a
OTBapame Ha TOj ced.

lomem ©Opoj Ha BIE3HW WIM H3JIC3HU
TpaHcdepy Ha CPECTBA C€ CIyYyBaaT MPEKy
OM3HHC CMETKH, U HEMa JIOTUYEeH OU3HUC WIN
Jpyra €KOHOMCKa IeJI KOja TM OIpaBIyBa
oBue mpedpiama, MOCEOHO KOra oBaa
AKTUBHOCT BKIy4yBa JIOKAalldMd CO BHCOK
PU3HK.

[Ipedprame Ha cpencTBaTa ce U3BPIIYBA BO
MaJId M3HOCH CO TNPOBHIHA IIEN Ja HE Ce
MIpUBJICYE BHHUMaHUE 3apaau
uaeHTU(HUKAIM]a WU U3BECTYBAME.
[Ipedpramero Ha cpeacTBa HE BKIy4dyBa
nH(pOpMAIIMY 32 TOTEKJIOTO WU 32 IMYHOCTA
3a KOT'O C€ IIPaBH OBaa TPaHCAKIIH]ja, Kora Ou
ce ouekyBajo oBaa mH(opmanuja aa Oume
CTOZIeTICHA.

[ToBekeOpoeH mepcoHall Wi OM3HUC CMETKH
WJIM CMETKH Ha HEMTPO(UTHU OpraHu3aIuu ce
KOpHUCTaT 3a Ja ce cobepar W mpedpiar
cpeactBata a0 Man Opoj Ha CTPaHCKU
KOPHUCHHUIIH.

TpchaKHI/II/ITC 3a KYpCHH IIpOMCHH CC€
H3BpUIyBaaT 3a KIMCHT OJ TPETa 3accrHara
CTpaHa, U C€ MPOCICACHU CO npe(ppnaH,e Ha
cpeacTtBa A0 JIOKalMM KOW IITO OYHIJICOAHO
HemaaT OM3HHUC KOHCKI_II/Ija CO KIIMCHTOT HUJIN
ImaK CO JprKaBaTa CO BUCOK PHU3HUK.

TpaHcakMM KOM IITO BKJIYy4yBaaT KYpCHH
MEHYBamlba CE MPOCIECACHHU 32 KPaTKO BpeMe
co TpaHc(epu 10 ApHKaBU CO BUCOK PU3HK.

[ToBekeOpojHU CMETKH ce KOPUCTAT 3a Jia ce
cobepat u mpedpiat cpeacTsa 10 Maia Opoj
Ha CTPAHCKH KOPHUCHHIM KOW IITO C€ WA
nyfe wiu OM3HHMCH WM MaK JBETE, MOCeOHO
Ha JIOKAIIMU BO JPXKAaBH CO BUCOK PU3UK.

Kinnenr 3ema KpeaAuT HJIKM C€ BIIymTa BO
KOMepI_II/IjaHHI/I (I)I/IHaHCI/ICKI/I TPpAaHCAKIIUN
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KOM INTO BKJIy4yBaaT IIPEMECTyBame Ha
CPEICTBA JI0 WJIH O JIOKAIlU! BO JIPXKABH CO
BHCOK PH3UK BO CIIy4aj KOj HW3IJena JeKa
HeMa JIOTHYHa OM3HUC IPUYHHA.

banku OJ1 JIOKallhur CO BUCOK PU3HK OTBApaar
CMCTKH.

CpencrtBara ce npaTeHy WIA IPUMEHHU IPEKY
Mel'yHapOJIHU TMpedpiamba O4 WIA 10
JIOKAIIMK CO BUCOK PU3HK.

OCI/II‘ypI/ITeJIHI/I IOJIMCH HWJIM IIOJIJMCH KOH
TO mpeaaBaaT BPpECAHOCT KOH IIOAJICKAT HA
rojicMa Cyma Ha npciaBameC.

2. Ip:kaBaTa KaKo HOCHTEJ Ha
(puHAHCHMpPaETO HA TEPOPU3MOT

duHAHCUPAKHETO HA TEPOPU3MOT O] CTpaHa
HAa  OJUICJIHM  JpXaBH  IPETCTAaByBa
npe3eMarmke TajHU JIejCTBA OJI €IHAa TPOTHB
Apyra Jp)aBa WIA HEIPXKABEH CYOjeKT.
BakBoTo (QuHaHCHpame Ha TEPOPU3MOT
TEPMUHOJIONIKA €€  O3HauyBa  Kako
CIIOH30PUPALE HAa OBA OPYTATHO HACHIICTBO.
JIp’kaBHOTO (UHAHCUPAKE HA TEPOPUZMOT
noapazoupa:

e 00e30emyBambe Ha  TEPOPUCTUTE  CO
(dancuduxyBaHu macomm 3a  “JeraaHo’”’
IMPEMHUHYBakC HA JPKABHUTC I'paHUIIA,

® KOPHUCTEHE JUTUIOMATCKHU MPATKHU (TOpOH,
MaKeTH U CII.) 32 MPEHECYBame Ha CPEICTBa
3a MpPUMEHa Ha HACWUJICTBO (OTPOB, OpYXKje,
€KCIUIO3MB | JIp.),

e 00e30enyBame 0e30eIHN 3aCOTHMILTA Ha
TepopucTUTEe  (CTAaHOBH,  KYyKH..)  Ha
TepUTOpHjaTa Ha Apyra JpxKasa,

e JaBamb€ MOXHOCT 3a o0yka Ha
TEPOPUCTUTE BO COTICTBEHATA TEPUTOPH]a,

e cHa0ayBame Ha  TEPOPUCTUTE  CO
BOOPY)KYBame, MyHHUIMja U IPYTH CPE/ICTBA,

20 Napoleoni, L, (2011), 10 things you don’t know
about terrorism

® OBO3MOXYBamke€ Ha TEPOPUCTHTE [a
coOupaar mapu oJ] OJPEICHH KaTerOpHH Ha
JUIla Ha CONCTBEHATa TEPHUTOpHja W Ja

KYIyBaaT Opyxje,

e 00e30emyBame W3BECTYBAYKHU
uHbOpMAIlMM HA TEPOPHUCTUTE  3apaju
WICTATHO TPEMHHYBalkbEe Ha J[P)KABHHUTE
TpaHMIIM Ha JpkaBaTa 4ddja 0e30eaHOCT ja
3arpo3yBaar UTH.

OUHAHCUPAKHETO Ha TEPOPU3MOT CO MTOMOII
Ha JpKkaBaTa Ce€ pealu3upa Taka IITO
Ip>KaBaT TH CIOH30pUpAa, TOJIEPUpPA WIIU
MOTTUKHYBA HOCHUTEIUTE HA TEPOPHU3MOT,
CaMOCTOJHO WJIM BO  COIJIaCHOCT €O
HOCHTEIUTE Ha OPraHU3UPAHUOT KPUMHUHAIL.
HpxaBute KO T CIIOH30pHUpaaT
TEPOPUCTUTE PETKO TOa T'0 TPaBaT jaBHO.
Hajuecto co (MHAHCHPAKHETO Ha
TEPOPU3MOT IMPEKYy HEKOU jaBHU, OJHOCHO
JIeTaTHU ‘“‘HEBJAUHU~ OpraHu3aldd, KO
JIejCTBYBaar “He3aBHCHO”. 3Ha4H, ce paboTh
32  mocpeAHMK  (MeaujaTtop) — moMmery
BHCTUHCKHOT Hapadaren (IpikaBara) U
W3BPILIUTENIOT Ha HACHJICTBOTO
(TepopucTHUKaTa oOpraHu3ainuja), Koj €
CKOPO CEeKOraIl Mperno3HaTiuB.

BooGuuaeHo €  TakBUTE  HECYBEpPEHHU
cy0jextu (mpoduteH wiu HenpouUTeH THI),
CO pa3rpaHeTH OPraHU3ALUCKU €JIEeMEHTH BO
€Ha, a HajuecTo BO TOBEKE [piKaBH, Ja
W3BpIIyBaaT  JieTalHU WU WIIETallHU
(kpuMHHANMHU) pabOTH, MCKIYYHBO Ha
NPUHIUIINTE Ha JOTOBOPEHUTE OOBPCKU U
TUTakame Ha yciyrute. Yecromatu HUBHATA
Mely3aBUCHOCT  C€  KOHTpoJupa IO
MPUHLIMIIOT Ha yciyra 3a yciayra, 3HauH,
MapUTe BOOIIITO HE CE€ BO OITEK.

3. Bu3HHCOT KaKO M3BOP HA
(puHaHCUpame HA TepOPU3MOT

Tepopusmor € MHOry cKam OW3HWHC.
[IpamameTo € Kako MOXKaT TEPOPUCTUTE A
cu ro 103BoJiat? OaroBopoT € €AHOCTABEH —
TEPOPU3MOT € HUBHU 6u3nrc.?°
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Tepopusmor otcekoram Owi OuW3HHC - 3a
BpeMe Ha CTy/IeHaTa BOjHa TEPOPHU3MOT Oerrie
pa3MeHa nomery cynep MokHute. Tue Bozaea
BOJHU MPEKy MOCPEIHULN HU3 LEIHOT CBET
npeky  (UHAHCHUpame  Ha  JIOKAJIHU
BOOPY)KEHU TpPYOU CO JIETAIHM M TajHU
omepauun (Ha mnpumep Kontpute BO
Hentpanna Amepuka). Bo moraure 1970Tn
u Bo panute 1980TH HEkou ox OBUE IpyIHU
ycreaa Jia ro mpuBaTU3upaaT TePOPU3MOT. 3a
na obesbemar mapu THe  ymoTpeOuja
MElIaBUHA Ha JIETaJHU U  HeJerajHu
aKTUBHOCTH.

I'mobanmm3anujara My  TOMOrHAa  Ha
tepopusMoT - Bo 1990 tute, kako mTo ce
chymTaa MelyHapoJHUTE EKOHOMCKU U
¢uHaHCcHUCKM  Oapuepu, TEPOPHCTUYKHUTE
TPYIH U MPOIIMPHja HUBHUTE OM3HUCH, KOU
CTaHaa TpaHCHaIMOHAIHU. [leHec, mapure ce
3apabotyBaar npeky rpanuiu. Cropex OH,
nopTdoiarjata Ha TEPOPUCTHTE, KOM HUMaatr
OTICEeT O] HEJABM>KHUHU /10 OU3HHUC CO JIOBEHE
puba ce mporeraar Hu3 Iiena EBpona u
Adpuka u Bpemar CTOTHIM MUJIHOHU
JIOJIapH.

TepopucTuykara eKOHOMHja € TOroJeMa O]l
BAIl wa OO6emuneroro KpancrBo -
['mobanmuzanujara WCTO Taka TO OJIECHHU
CII0j yBaHETO Ha TEPOPUCTHUKUTE
IpernpujaTija  co  KpUMHMHAJIHUTE U
HeJlerajJHuTe akTuBHOocTH. OBa 3Hauere
roseM Ou3HHC. JleHeC HUBHHMOT 3aeIHUYKH
roAuieH oopT e BproriaBu 1,5 OuinoHH
nonapu, norosieM o¢ nenokynuuot b/IT Ha
Ob6enuneroro Kpancrso.

TepopucTuukara €KOHOMHja TO TIOAPXKYBa
3amaAHUoT KanuTtanuzam OrpomMHara cyma
on 1,5 Munujapau monapu ce BHECYBAa BO
3anagHUTe EKOHOMHUM U MapUTe ce Iepar BO
CAJl u Bo EBpona. OBa e Butanna undysuja
Ha Kell BO OBHE €KOHOMHUH. J[OKOJIKY OBHE
Mapy CEeKHaT MpeKy HOK, 3amaioT Ke 3amajiHe
WHCTaTHO BO peliecHja.
Heneramnara/repopuctuika eKOHOMHUja UMa
noOp3 pact ox ekoHomujata Ha CAJ] Ce no
cera, TEPOPUCTUYKUTE OM3HUCH CE OJIBHBaa
BO Jlojlapu, Hajyecto BO amoeHu ox 100

2 Jorge Guira: Anti-money Laundering, International
Banking &Securities Regulation

JOJIapH; UCTO KAaKO M MIBEPIIEPUTE HA OPYXKje
W JIpora ¥ JpYrH KPUMUHATHHA U HEJIeraTHU
aKTUBHOCTH. 3HauH, e/IHa Tpyda WHANKAIMja
3a CTCNCHOT HAa PACT Ha TEPOPHCTHYKATA
€KOHOMH]ja € TOAWIIHATa UH(DY3Hja Ha HOBU
KOJIMYMHU Ha aMEPUKAHCKHU J0JIapy

Tepopuszam e TOJIKY BHOCEH OW3HHMC WITO
HUKO] HAaBUCTHHA HE CaKa J]a 'O UCKOPCHH -
Hocera,  MeryHapoJAHUTE  Hamopu 3a
CIPEYyBame Ha TEPOPUCTUYKOTO
(buHaHCUpamke HE ycreaa.

4. IlepemeTo napu Kaxko popmMa Ha
¢duHaHCHUpame HA TEPOPU3MOT

KpumuHaiHHTE OpraHM3allii TJABHO Ce
BOBJICYCHH BO KPUMHHAI OJI KOW CE€ IPaBH
npodut. Tue ce co3aaaeHu 3a oBaa 1ei Kako
W 32 Ja UCTPaXyBaar KPUMHHAIHH
MOKHOCTH OJl CHUCTEMCKH TOJIEM pa3Mmep.
[locnenmumara e Jeka omepanyjata Ha
KpUMHHAJIHATA OpraHW3amuja MOoXe Ja
JIOHECE ToJeMa KOJIMYMHA Ha OOraTtcTBO, HO
HCTOBPEMEHO ToJIieM Opoj Ha MpOOIEeMH.
3100MEHHOT KEelll HUTY € JIECHO /1a C€ CKpHUe
HUTY J1a ce uckopuctd. Harnma ynorpeba Ha
Heo0jacHeTo oorarcTBo MOTTUKHYBA
COMHUTEITHOCT.

[lepemeTo Ha Mapu € mporec Ha MIPUKPUBAHE
Ha Mapd WJIM UMOT KOU C€ CTEKHaTH IO
HE3aKOHCKHM WM KpuMuHaieH mar. Kora e
UMOTOT CTEKHAaT €O U3BpIIyBame Ha
KPUBUYHO JIEJIO0, W3BPIIMTENOT Oapa Ha4WH
KaKO CTeKHATHUTE Mapu Jia TH UCKOPUCTH 0e3
Jla TIpUBJIEYEC BHUMAHWE Ha HAUICKHHUTE
OpraHu.

TepemeTo Ha Mapu UMa TPH OCHOBHH (asu: 2!

Ilpsama ¢aza, daza  “BroxyBame” €
KHHEKE Ha JUpEKTHaTa BpCKa IOMeEry
NapuTe U HE3aKOHCKUTE aKTHBHOCTH CO KOU
ce wucTUTe CTekHath. Bo oBaa (aza
HE3aKOHCKH CTEKHATHUTE IapH ce BOBE1yBaat
Bo (uHaHCHUCKHUOT cucteM. CpeacrtBata ce
yIjaTyBaaT Ha OaHKapCKU CMETKH, Haj4ecTo
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BO BHJI Ha HEKOja 3aKOHCKa yIiaTa 3a Koja €
MOTpeOHO Ja ce U3BPIIH yIjiaTa BO TOTOBO.
Enen on wnaumnute e dopmupame Ha
(UKTUBHO CTOMAHCKO IPYIITBO KO€ Hema
MHOTY DPaOOTHH aKTUBHOCTH, TYKY CIYXHU
caMo 3a BiIoXkyBame Ha “BAJIKAHW” napu
WIN Ha LENKamke Ha TOJIEMHUTE CYMH , 8 TOTOA
HUBHO BJIOKYBalkh€ Ha CMETKH BO H3HOCHU
KOM HE C€ COMHMTEJIHU U HE CE MPEeAMET 3a
MpHjaBa Ha HAJUICKHUTE OpraHHu.

Bmopa  ¢aza,  “pacnojyBame”’  wiH
“npukpuBame”. [lo BI€30T Ha Mmapute BO
JerajieH duHaHCHUCKN CHCTEM, ce
npegpiayBaar ol CMeTKaTa BO KOU Ce
BJIOXKCHU Ha JIPyruTe cMeTKU. | maBHarTa nen
Ha TpaHCakll{jaTa € MpPUKpPHBamke Ha BPCKa
oMery mapuTe U KPUMUHAIHUA aKTHBHOCTH
O]l KOU TMIOTEKHYBAar.

Tpema ¢paza, “‘wnterpanmja” e dasza Bo Koja
BaJIKAaHUTE TAapH C€ MOjaByBaaT KaKo Mapu
noOueHu o JieraiHu nejctBuja. ExgHa on
HajYecTUTEe METOJM Ha HUHTerpamujara Ha
BAJKAaHM Tapy BO JIETAIHU (DUHAHCHCKH
TEKOBHU, € KYIyBambe HA HEIBUKHUHH.
[ToHaTaMONIHOTO J1aBake HEJBWIKHUHU TI0]T
3aKyIll € 3aKOHUTO, a JOOWBKaTa, OJHOCHO
OPUXOJOT OJf 3aKyImHHHATA HE ¢©
coMHUTEeNeH. EneH ox HauuMHUTE € U
WHBECTHPAWkE BO TMPETHpHjaTHjaTa CO JIOIIO
paboTeme, KOM TMOTOa MPOJOJDKYBAaaT CoO
pabora, a JAMBHICHIUTE M TUPEKTOPCKUTE
IJIaTH KOM C€ MCIIIaTyBaaT ce MpUKaKyBaaT
Kako 3aKkOoHWTH mpuxonu. Kora mapure ce
JI0jJIeHH 10 oBa (a3a, CKOpO € HEBO3MOKHO
71a c€ OTKpHE HUBHOTO HE3aKOHCKO TOTEKIIO.
[lepemero Ha mapu U (UHAHCUPAKETO HA
TEPOPU3MOT MOXKE Ja ce TJIe[aaT Kako
pasznuuHu akTuBHOCTH. [lepemeTo Ha mapu
ce BPILH 3a Jia UM Ce JaJie JIeTaJIeH u3Tie]l Ha
HEYHCTUTE Tapu, JOJeKa TepemeTo Ha
TEPOPUCTHYKHUTE CPEACTBA UMa 32 IIeN J1a TH
3aMariii CpejcTBaTa OJi JIETAIIHO MOTEKJIO
(kako MTO ce jJaBHOTO (HUHAHCHpAKE U
TakaHapeueHuTe noHamuu). OBaa paznuka e
Oe3kopucHa, OuWJejkW TIIeTa Ha jaBHATa
MOJIUTUKA HE € JIa Ce pa3irielyBa TemMara 3a
MpOIeCHpame Ha HEJIeTAIHN CPEICTBA, TYKY

2 Puri¢-Atanasievski K., (2008) “Uloga
medunarodnog prava u suzbijanju terorizma”, Srpska
politicka misao, 6p. 4

caMmuTe HEJleTaJTHH cpeacTBa u
OpTaHU3aIMKUTE KOU IITO CTOjaT 033! HHB.
3apaau OBa, KPUMHHAJIHUTE u
TEPOPUCTHUYKUTE CPEICTBA TPETCTaByBaat
WCTa 3aKaHa 3a (PMHAHCHUCKHUTE CUCTEMH U
JaBHUTE WHCTUTYIIMH, W JacHO € JieKa
CTpaTerMUTe KOW C€ HampaBeHU 3a Oopba
NPOTHB KPUMHUHAIIMTE KOTa THE TH
KaHaIM3WpaaT HUBHHUTE CPEACTBA TPEKY
(UHAHCHUCKUTE CHCTEMH MOXE Ja ce
yrmotpedaT co HCT ycrnex Bo 0opda mpoTHB
TEPOPUTCTUYIKOTO (PHHAHCHPAHHE.

5. OcHOBHM KapaKTepUCTHKH Ha OopldaTa
NTOTHB (HHAHCUPAHETO HA TEPOPU3MOT

TpruyBajku o peangHaTa OINAcHOCT Ha
OpPraHU3MPAHUOT KPUMHUHAI M HETOBHUOT
WHTEpHAIIMOHAJIEH KapakTep W Heromara
yJora BO (pMHAHCHUPAKETO Ha TEPOPU3MOT,
MeryHapoJIHaTa 3aeJHHIAa HMa pPa3BUEHO
cTpaterja 3a ommTa Oopba TpPOTUB
HajOIIaCHUTE BHJIOBU Ha KPUMHHAIIUTET KaKo
IITO € TPrOBHjaTa A0 OIMOjJHH JIPOTH, OPYK]e,
6eno po0je, Kako U MePeHETO MapH.
Hanopure Ha meryHapogHara 3aeqHHIA 3a
CIIpeuyBame u Ka3HYBambe Ha
(UHAHCHPAKETO HAa TEPOPU3MOT € JAEN O]
BKYITHUTE HArmopu M 0Oopba MpOTHB CHTE
ACIIEKTH Ha TEPOPH3MOT.

MaryHapoqHOTO MpaBo?? HMa 3HAYajHA
yJ0ra BO Cy30MBamETO Ha TEPOPO3MOT 3aT0a
mro Tu JedpuHUpa MIIOUMUTE U THU
NpUMEHYBa HOPMHTE 3a Jia Cc€ CIpedaT
MNOCAUHCUYHUTE TCPOPUCTHYKH AKTU CO KOHU
ce 3arpozyBa 0e30elHOCTa M OCHOBHUTE
BpPEHOCTH Ha moBeke oxa enHa 3emja. Co
MeTyHapOJHOTO TIpaBO C€ OIpeAeTICHU
Mepuia Bp3 OCHOBa Ha KOHW CE OIpeieyBa
KOM aKTH CE€ TEPOPUCTHYKH, CE CO3aBaaT
AHTUTEPOPUCTUYKU  UHCTPYMEHTH  KaKo
paMKa 3a copaboTKa Mery Jp>KaBHTE CO Iel
TEPOPUCTUTE Aa OUAAT OTKPUEHH, ONITYKEHU
Y Ka3HETH.
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OnBpakaweTo 0] TEPOPUCTUUKUTE aKTH,
KaKo IOCIIeINIIA O MOYKHATA pETpecHja, He
¢ JIOBOJIHO BO BpEME KOra ce 3aCHIyBaaTH
HACHJICTBATa " CaMOyOMCTBEHUTE
TEPOPUCTHYKU aKTH.

bopbara npoTHB  TEpPOPU3MOT  3HAYH
npe3emMame OJ0paHOCHH MEpKH 3a Ja ce
HaMaJli TOBPEJIMBOCTA Ha JIyfeTO W Ha
cpejcTBaTa OJ1 TEPOPUCTUIKUTE aKTHBHOCTH
W J1a He ce JI03BOJIAT Jia Ce CO3/[aBaaTr yCJIOBU
3a ()MHAHCHUPAWkE HA THE AKTUBHOCTH.

bopbata mnpoTuB TEpPOPU3IMOT € MOIIHE
KOMIUIEKCHa,  JIOATOTpajHa, Cco  Op3u
NPECBPTH, HENPEIBUUINBA, HEU3BECHA H
4ecTo TaTH CO TPOMEHJIHMB ycrex. Taa
CeKoramr HEMHHOBHO  3all0YHyBa  CO
pa3y3HaBaYKUTE AKTUBHOCTH Ha
pa3y3HaBaYKUTE CIIYKOM (BOCHU U ITUBUITHU)
KOM Tpeba Jla T OTKpHUjaT TEPOPUCTUUKHUTE
Hamepu ymre Bo (¢azara Ha HUBHOTO
IUTAHUPAKkE, OIHOCHO Tpea Ja Jojie [0
peanu3aiyja Ha TePOPUCTUYKHOT aKT.

bopbata mpotuB  (QuHaHCHpameTO Ha
TEPOPUCTUTE W HHUBHUTE MOIJPKYBAuU
nonpa3bupa  mpe3eMame  aKmuM  3a
OTKpHBAab€, YHUIITYBAaE M pacTypame Ha
Mpexara 3a (UHAHCHUPAkE HAa TEPOPU3MOT
npeky:2

e BocnocraByBame npaBHa peryjiatuBa u
U3BENyBakEe OINEPATHUBHM  pa3y3HaBauKu
aKTUBHOCTH,

e OsHauyBame U
3aMp3HATUTE aKIINH,

Bpe/HyBalk€  Ha

e Co3nmaBame KamauuteTw 3a 00opOa
MPOTHB (PUHAHCHPAHETO HA TEPOPU3MOT.

MepkuTte 3a 60pba NIpoTUB (PUHAHCHPAHETO
Ha TEpOPU3MOT Ipeja C& C€ HACOYCHH KOH
MPECceKyBame Ha TEKOBHUTE Ha
(uHaAHCHPAKETO HAa TEPOPUZMOT, PE3eMambe
MEpPKH TPOTHB MEPEHETO MapH, TOHEHE Ha
MOEMHIIM U TPYIH, a HE CaMO OpraHu3aluu

23 Rob Stapleton:, (2009) ,,U.S. Efforts to Combat
Terrorist Financing®,U.S. Department of State

KOM TO TMOAIpXKYyBaaT | (HUHAHCHpaar
TEPOPU3MOT, TPAJICHE IPUCTAIT KOH CIICICHE
Ha TEKOBUTE Ha mapurte, (Qopmupame Ha
CHeNUjau3upaHd CHJIM 3a Oopba TPOTUB
MEePEeHEeTO Ha Tapu W (PUHAHCHPAHETO HA
TEPOPU3MOT.

3AKJIYYOK

duHaHCHPAaKBETO HAa TEPOPU3MOT O]l CTpaHa
HAa  OJJICJIHM  JIp)KaBH  HpETCTaByBa
npe3eMare TajHH JEjCTBa OJ €IHA MPOTHB
Apyra JpXaBa WIA HEIPXKABEH CYOjeKT.
BakBoTo (uHaHCHpame Ha TEPOPU3MOT
TCPMUHOJIONIKM ~ C€  O3HadyBa  Kako
CIIOH30pHpae HA OBa OPYTATHO HACHJICTBO.

[IepemeTo Ha mapu e npoliec Ha MPUKPUBAHE
Ha Tapyd WIK UMOT KOM C€ CTEKHATH IO
HE3aKOHCKHM WM KpuMuHaneH mar. Kora e
HMOTOT CTEKHaT CO U3BpILIyBalkE€ Ha
KPUBUYHO JI€JI0, WM3BPILUTENOT Oapa HaYuH
KAaKO CTEKHAaTUTE MapH Jia T UCKOPUCTH Oe3
Jla TpUBIeYe BHUMAHHE HA HAJJICKHUTE
OpraHH.

TpruyBajku oJ peajHaTa ONACHOCT Ha
OpPraHU3UPAHUOT KPUMUHAI M HErOBUOT
WHTEpHAIIMOHAJICH KapakTep W HeromaTa
yjora BO (pMHAaHCHpPAmETO Ha TEPOPU3MOT,
MelyHapoJgHaTa 3aeJHUIlAa HWMa pPa3BUEHO
cTpaTerja 3a ommuTta ©Oopba NpoTUB
HAjONacCHUTE BUIOBH HA KPUMHUHAIIMTET KaKO
IITO € TProBHjaTa JI0 OIMOjHU APOTHU, OPYKje,
6e1o po0je, Kako U MEePEHETO MapH.

Hanopure Ha MmeryHapogHaTa 3aeJHHMIA 3a
CIIpEYyBambe u Ka3HyBambe Ha
(MHAHCHUPAKETO HAa TEPOPU3MOT € AEN OJ
BKYIIHMTE Hamopu u Oopba NpOTUB cHTE
acIIeKTU Ha TEPOPU3MOT.
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States are struggling through economic
incentives such as lower taxes, free economic
zones, cheap labor, attracting international
capital, but this is not crucial in that global
capital movement system. Globalization
changes the state as it is

The technological advantages that lead to
globalization often represent an opportunity
for more national companies to behave in a
more efficient way. This means that they can
respond faster and more effectively to
changes by changing the location of
production. Such possible solutions are
offered by governments as part of their
economic promotion.

From an international point of view,
globalization provides for the development of
smaller states by creating new opportunities.
With increasing transitional economic
activities, global rules and laws that regulate
economic relations on the international level
are strengthened. For this reason, economic
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larger and more powerful countries in the
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BJIMJAHUETO HA EKOHOMMJATA BP3
INOJIMTHKATA

Ancrpakr

Jp>xaBuTe ce 00MIyBaaT MpeKy eKOHOMCKHU
CTHMYJIAIIMH O] TUTIOT HA TIOHUCKH JAaHOIIH,
CII000IHN €KOHOMCKH 30HH, €BTUHA pabOTHA
CHJIa, J1a TpUBJeYaT MeI'yHapoJIeH KaluTal,
HO W TOa HE € MPECyAHO BO TOj riobayieH
CHCTEM Ha [BW)KEHKE Ha  KalUTaJoT.
I'mobGanm3anujata ja MeHyBa JpiKaBaTa
OHaKBa KaKBa LITO Ce€

TexHOIIOMKUTE MPEIHOCTH KOHM ja BOJAAT
riaobanu3anyjaTa, 4ecTo ce IMpEeTCTaByBaaT
MO’KHOCT IOBEeKe HallMOHAJTHUTE KOMIAHUU
7a ce OJHecyBaaT Ha Noe(uKaceH HauduH.
OBa 3HauW JeKa THE MOXaT Ja OArOBOpPAT
nmoOp30 U mMmoepUKacCHO Ha IMPOMEHUTE CO
IIPOMEHa Ha JIOKalMjaTta Ha MPOU3BOJACTBO.
TaxkBUTE MOXKHU peIICHH]ja T HyIaT BIAUTE
KaKo JieJ 01 CBOjaTa eKOHOMCKa MPOMOlIHja.
I'memano  ox  MeryHapoJeH  acIiekT,
rno0anu3anujata o0e30eqyBa pa3Boj Ha
MTOMAJIMTE JIP>KaBU CO TOA IITO CO3/IaBa HOBH
MoxkHocTH, Co  3rojeMyBameTo  Ha
TPaH3UIIMOHUTE €KOHOMCKH aKTUBHOCTH C€
3acuilyBaar IJI00AIHUTE MpaBUia U 3aKOHU
KOM TH  peryaupaaT  OJHOCHUTE  BO
eKOHOMHjaTa Ha MeryHapoaHo HuBo. On
OBaa MpUYMHA €KOHOMCKaTa riolanu3aiuja
urpa 3HayajHa ylora Kaj IMOroJieMHTe U
ITOMOKHH JIpKaBH BO IN100aTHaTa EKOHOMH]a,
ocobeno Bo CAJl, koja ja edekrynpa u HU3
MeT'yHapOTHUTE HHCTUTYIIUH H Tela.
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Kuyuynu 3060poBu: gaHouu, riao0anu3aiiyja,
KOMIIaHUH, TPaH3UIIHOHU E€KOHOMMUH,
€KOHOMCKH 30HHA

1. BaujaHuero Ha eKOHOMMjaTa Bp3
NOJITHKATA HA Jp:KaBaTa

Bnagure Ha gpkaBuTe MOXaT Jaa
HampaBaT MPOMEHM BO TNOJHMTHUKATa Kako
OrOBOp  Ha  EKOHOMCKHTE  YCJIOBH.
PerynatuBara Ha pkaBaTa Koja ce O/IHEeCyBa
Ha Ha €KOHOMHjaTa 4ecTO Ce KOPUCTH 3a Jia
ce HampaBH EKOHOMCKM pacT WM Ja ce
cripeyar HETaTUBHUTE eKOHOMCKH
nocienuiy. Bo Bpeme Ha c1ad €KOHOMCKH
pact, ce TpernopauyBa HaMmalyBame Ha
KaMaTHUTC CTallKul 3a Jda C€ IIOTTUKHAaT
3a7I0JDKYBabETO H J]a CE BPaTH EKOHOMCKUOT
pacrt. BJIaI[I/IHI/ITC IIOJIMTUKKW MOXAaT Ja I'u
UCKOPHCTAT JJAaHOYHUTE OJICCHYBama M 3a
AUPCKTHU C€KOHOMCKH YCJIOBH. AKTHUBHOTO
KOPHUCTEHC Ha OBUE CTPATEruu IO M3pasyBa
MHTEPECOT Ha BIIAJaTa 3a 3adyyByBame Ha
OJpeieHH  E€KOHOMCKHM  OKOJIHOCTH  3a
MMOHATAMOIIIHA E€KOHOMCKa cocrojoa.
CwIHHOT pacT 0OOMYHO JI0BEIyBa 10 IOBEKE
BpaboTyBama M TOBUCOKU IUIATH 32 HEKOU
paOoTHHIM, Mako He cekoram. CHIHHOT
€KOHOMCKH PAaCT, UCTO TaKa, MOXKE Ja JIOBE/Ie
J10 TIOBUCOKH KOPIOPATHBHH TIpoduTH. 2

Wnejara nexa rmo0aqHUOT Ha3ap MOXe J1a
ce OCBOM CO €BTMHA pabOTHa cuja, HE €
MIPEeIHOCT Ha KOoj Tpeba Aa ce MmoTmupaar
KOMIIAaHUUTE WIM BIAJUTE Ha Jp>KaBUTE.
[lotpebHa € KOpeHMTa MpOMEHa Ha
OpraHU3aLOHUOT CHCTEM, rojzeMa
(bnekcuOUITHOCT W TOBpP3YyBamke  CO
Melr'yHapoJHHOT KanuTajl. PaGoTHunmre ce
OHHE KOW C€ COOYyBaaT CO MPOOJIEMH BO
mporecoT  Ha  TpaHcdopmamuja  Ha
Kanutajaor. Jlypy M HaJONTUMHCTUYKUTE
MIPECMETKH Ha €KOHOMCKaTa MHTerpanuja u
Tpanchopmaimja npugakaat JieKa
paOOTHHULIUTE KOM HE ce€ MOOWJIHH WM

24 What impact does economics have on government
policy? 2019
https://www.investopedia.com/.../what-impact-does-
economics-have-government-policy..

YUHUIITO BCIITHHU HC CC MMPCHOCIMBHU, MOXKC
Ja cTpazaarT BO TJI00anM3MpaHaTa CBETCKa
€KOHOMHU]a.

ExoHomckara monuThka € Kypc Ha
JICJCTBYBaWkE KOj MMa 3a IIeJl Jia BIWjae WUiIu
Ja TO KOHTPOJHMpAa OJHECYBAamEeTO Ha
€KOHOMHjaTa BO JApkaBaTra. EKOHOMCKHTE
MOJINTUKA OOWYHO CE€ HMIUIEMEHTHpAaaT u
aJIMUHUCTPHUpaaT O]l CTpaHA Ha Bllajara Ha
npkaBata. EQeKkTHBHOCTa Ha €KOHOMCKHUTE
MOJIUTHKH MOXE Jla C€ OIICHW Ha €JIeH O]

CICOIHUBEC ABa HEl‘-II/IHElZ25

®  [I03WTUBHA U
¢ HOpMaTHBHA EKOHOMHja.

Ilosumuenama exonomuja ce oOugyBa
Jla OIHIIE KaKO eKOHOMHjaTa U eKOHOMCKHTE
MOJTUTHKH ¢yHKIMOHMpaaT oe3
NpuOErHyBamke KOH BPETHOCHHM OLCHKH 32
TOA KOU PE3YyJITaTH Ce Haja00pH.

Hopmamuenama exkonomuja BKIydyBa
yrnoTtpeba Ha BPETHOCHU TOIEHKH 3a Ja Ce
OLlEHM e(QHUKacHOCTa Ha eKOHOMHjaTa u
eKOHOMCKUTEe  monutuku. llenmm  Ha
€KOHOMCKATa MOJIUTHKA.

IlenuTe Ha €KOHOMCKAaTa TIIOJIUTHKA Ce
COCTOjaT OJ1 BPETHOCHU OLICHKH 3a TOa KaKBa
€KOHOMCKa TTOJINTHKA Tpeda ja ce Kpeupa 3a
Jla ce€ OCTBapH:

v" ExkoHOMCKHM pacT - EKOHOMCKHOT
pacT 3Ha4M JeKa TNPUXOAUTE HA CHUTE
BpaboTeHH U (UPMH CO TEKOT Ha BPEMETO Ce
3rojiemMyBaar.

v' IlenocHo BpaboryBame: llenra Ha
LIEJIOCHOTO BPabOTyBame € JieKa CEeKOj WIeH
Ha pa0oTHaTa cWjia KOj caka Ja paboTu e
crioco0eH Ja Hajae padora.

% Economic Policy - CliffsNotes
https://www.cliffsnotes.com/study-
guides/economics/introduction/economic-policy
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v' llenoBHa crabunnoct: Ilenra Ha
cTaOMIHOCTAa Ha IIEHUTE € Ja Ce CIpedYHr
3roJIeMyBarmbe Ha OIIITOTO HUBO HA IICHHUTE,
MMO3HaTO Kako uH(pIanuja, Kako |
HaMaJlyBamk¢ Ha OIIITOTO I[IEHOBHO HHUBO
MO3HATO Kako nedianuja.

2. BaujaHmero Ha mNOJUTHKATA HA
ApsKaBaTa BP3 KOMIIAHMUTE

Brnanute co3paBaat npaBmiia U paMKH BO
KOMKOMITAHUHTE MOXKaT aa ce
HaTIpeBapyBaaT €IHU NpoTuB aApyru. On
BpEME Ha BpEMeE BJIajlaTa IPaBU MPOMEHU Ha
OBME IIpaBUJIa M paMKH TNPUHYAYBajKu
FUKOMIIAHUUTE /1a TO MPOMEHAT HAYMHOT Ha
koj paboTtar. Kimyunu obiactu Ha BIaanHaTa
MOJINTUKA KOW BJIMjaaT BP3 pabdOTEHETO Ha
KOMIIaHUUTE Ce:

e  Exkonomckama noaumuka - KinydHa
00J1acT Ha BIIaJJTHATa EKOHOMCKA TIOJIMTHKA €
yjaorara INTO BjajaTta ja JaBa Ha
exoHomujarta. [lonuTukaTa 3a ogaHOUyBamke
BIMja€ Ha TpPOIIOIMUTE Ha paboTeme Ha
koMmmanuute. Ha mnpumep, J[laHOKOT Ha
JofiajieHa  BPEAHOCT c€ IIpeHecyBa [0
KpajHHOT MOTPOILyBad, HO
aZMUHHUCTpanujata Ha cucremor 3a J[JIB e
TPOLIOK 3a KoMmmuaHuure. [[pyrara oGmact
Ha €KOHOMCKaTa MOJMTHKA Ce OJHECYBa Ha
KaMaTHUTE  CTalKW..3rOJIEMYBambeTO  Ha
KaMaTHHUTE CTalKH I' 3r0JIEMyBa TPOIIOIUTE
3a paboTeme MOPEKy M03ajMyBakETO MaApH, a
UCTO TaKa NpeAU3BUKYBa MOTPOIIYBauUTe Ja
M HaMajaT pPacxXoJIuTe 3a KyIyBame Ha
OIIPEEIIEHU CTOKH.

e 3akoncku npomenu - Bnagara ru
MEHyBa 3aKOHUTE BO COIJIACHOCT €O
Hej3uHUTe NoAuTUKU. Kako pe3ynraT Ha Toa,
KOMITAHUUTE  TIOCTOjJaHO  MopaaT  Ja
OJroBOpaT Ha IPOMEHUTE BO IpaBHATa
pamka. Ilpumepu 3a 3aKOHCKH TNPOMEHH
BKJTy4yBaarT:

» OrmpenenyBame
MHUHHMAaJIHA IJ1aTa,

HalmtMOHaJIHa

% How businesses are affected by government policy
Government ...

» (O0e30eayBame MOCTPOTa 3aIlTUTA 32
MOTPOIIYBAYHUTE,

» Co3znaBame MOCTPOTH MTPaBHJIa 33 TOA
IITO TIPETCTaByBa ep KOHKYPEHIIH]ja TIOMETry
KOMITIAHHUUTE.

JlBeTe TOMUTHKM KOM BIAJAWTE Ha
IpXaBUTE€ MOJXKE Ja I'M MCKOpHCTaT 3a Ja
BJIMjaat Bp3 EKOHOMCKHOT pacT ce
MOHEeTapHaTa U (UCKaJIHATA [TOJUTHKA.

Monemapna nonumuka: IIpomena Ha
KaMaTHAaTa CTallKa U BJIMjaHUE Bp3 MOHYyaTa
Ha napu (Ha mpuMep, MPEeKy KBaHTUTATUBHO
OJIECHYBam€). 3a J1a ce 3rojieMaT TPOLIOLHUTE
BO EKOHOMHjaTa ® Jia C€ [OTTHUKHE
€KOHOMCKHOT pacT, BiajaTa MOXe JAa THu
HaMaJli KaMaTHUTE CTAlKH U J1a ja 3TOJIeMH
[OHyJlaTa Ha @apd, HO OBa MOXe Ja
MpeIu3BUKa 3rojieMyBamke Ha MH(IanujaTa.
AKo ekoHOMHjaTa pacTe NPEMHOTY U HMa
npeMHOry WH}IIanuja, BIajaTta MoXe Ja TH
3rojieMM KaMaTHUTE CTalKU M Jia ja HaMallu
MOHy/laTa Ha mapu 3a Ja ro obecxpadpu
TPOLLEHETO.

Quckanna noaumuka: Ilpomena Ha
BJIQIMHUTE TPOLIOLM M OJaHOYYBamE 3a Ja
BJIMjaaT Ha arperatHara rnmodapyBauka. 3a aa
ce 3rojieMM arperatHara mnobapyBayka BO
eKOHOMHM]aTa (a co Toa U EKOHOMCKHOT pacr),
BJaJaTa MOXX€ Jla TW 3roJeMU BIAJUHUTE
TPOUIOLUM M Jla TO HAMajdd JaHOKOT. AKO
BJaJaTa caka Ja ja HaMalM arperatHaTa
nobapyBauka, THE MOXKE€ Jla TH Hamajar
BJIQJMHUTE TPOIIONM M Ja IO 3rojemar
0JTaHOYYBAHETO.

3. CymurnHATa HA €KOHOMCKHOT pacT

ExoHOMCKMOT  pacT  3HauMm  JeKa
eKOHOMMjaTa ja  3roJIeMHJIa  CBojara
CrocoOHOCT na mpousBene moBeke. Kora
e/lHa eKOHOMHja Ke IMPOU3BEyBa HaJBOP O]l
MOTEHIIMjaJTHUOT U3Jie3, Taa OM Mokena Ja
JI0KHMBEE 3roJIeMyBambe Ha PEaTHUOT OpyTo
JomaiieH npousBop - BT

https://businesscasestudies.co.uk/.../how-businesses-
are-affected-by-government-polic
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Crioco0HOCTa J1a ce TPOM3BEIE 3aBUCH

om:?’

Cranmka Ha pacT Ha  KamHUTaIOT TIO
pabOTHUK: EKOHOMHjaTa MOXKE Ja MPOU3-
BeJIC TMIOBEKE CO MOMAIIKY (DPU3MYKH KaruTall.
bunejku 3amrenuTe W HMHBECTULIUUTE TO
3rojiemMyBaar KaIluTaloT, MOBEKe
WHBECTUIIMU BO KANHUTAJIOT JOBEIyBaaT JIo
MOT0JIEM EKOHOMCKH PacCT.

Konuuunama u keanumemom na mpyoom:.
Jlogeka KamuTajioT 1O pabOTHHK HE ce
HaMalyBa, MOBeKe pabdOTHA cujia JOBEAYBa
JI0 TIOBEKe Mpou3BojJcTBO. McrTo Taka,
nmomoOpyBamara BO YOBEUKHMOT KaIUTAa,
KaKo IITO c€ 00pa30BaHUETO U 3/paBjeTo, ja
mo100pyBaat MPOyKTUBHOCTA Ha TOj TPY/I.

Husomo na mexuonozuja - KOMOUHUPAE
Ha 3HACHETO, TPYIOT, KaMUTAIOT U
NPUPOJHUTE PECYpCH 3a MPOU3BOACTBO.
[lomoOpyBamara BO TEXHOJIOTHjaTa ja
3roJieMyBaaT MPOAYKTUBHOCTA.

BrnaguHuTe MONMMTHKH Wrpaatr roljemMa
yJnora BO 0xpabpyBameTO (wm
obecxpabpyBameT0) HA €KOHOMCKHOT PacT.
Hekxou mpumepun Ha €KOHOMCKH MOJHTHUKH
KO TIPUIOHECYBAaT 3a eKOHOMCKH PacT Ce:

» Hueecmupamwe 60
uH@gpacmpykmypa: uH(ppacTpykTyparta,
KaKo TATHWINTAa WA KOMYHHKAIlUH, €
(bU3MYKH KammuTal KOj € JOCTareH 3a CEKOTO.
Co wuHBecTHpame BO HH(QPaACTPyKTypa,
BIIQ/INTE JoaBaaT BpEIHOCTA Ha
CIIOCOOHOCTHUTE 3a moa00po
(GyHKIIMOHHUpake HAa €KOHOMHjaTa BO €IHa
3emja.

» Ilonumuxku kou enujaam  6p3
NpPOOYKmMuUGHOCMA U  y4ecmeomo Ha
pabomnama cuna - IloTTHUKHYBame Ha
MOBHCOKA CTallka Ha Y4eCTBO Ha paboTHaTa
CHJIa, KaKo IITO CE JIaHOYHUTE OJIECHYBarha
3a TPYAOT 3a y4ecTBO, MOKE J1a JIOBEJaT /10
MIOT0JIEM €KOHOMCKH PacT.

» Ilonumuxu Kou ja nommukHuysaam
aKymynayujama Ha  KAnumaiom U
mexHonowkume npomenu - Ilonutukure
IITO T TIOTTUKHYBAAT 3aIlITEANTE, & CO TOA U

27 Economic growth (article) | Khan Academy

WHBECTHUIIMUTE BO KAIUTAJIOT, JIOBEIYBAaT J10
MMOBUCOK €KOHOMCKH pacT. CIMYHO Ha Toa,
MOJUTUKATE CO KOU C€ TOTTUKHYBaaT
TEXHOJIOIIKATE TMPOMEHH, KaKo IITO €
HCTPAXYBAKHETO M Pa3BOjOT, HCTO Taka,
JIOBEAyBaat JI0 TIOT0JIEeM €KOHOMCKH PacT.

4. Banjanuero Ha riodajnu3anujara Ha
NMOJMTHKATA HA P:KAaBUTE

I'mobanu3anujata mpercTtaByBa MPOIEC
KOj MMa 3a IeJT Ja I'M MPOIIUPHU JCTOBHHUTE
orepalyu Ha cBeTcko HUBO. OBOj mpoiiec €
NpeAU3BUKaH O  OJECHYBAamEeTO  Ha

rJ100aTHUTE KOMYHUKAIIUU opaau
TEXHOJIOLIKUOT HaIpeaoK u
COLIMOEKOHOMCKHTE, IIOJINTHYKUTE u

CKOJIOLIKUTE JIBUKCHA.
Ilenra Ha rioOanmM3amujata € aa UM
00e30eu Ha OpraHu3allHUTe CYyNEepPHOpPHA
KOHKYPEHTCKa  TO3WIMja CO  IOHHCKH
ONEpPAaTUBHU TPOIIOLHK, 3a Ja Jo0ujar
moroyieM Opoj TPOWU3BOIH, YCIYTH U
norpouryBaud.  OBOj  TpUCTall  KOH
KOHKypeHIIHjaTa ce  J00uBa  TpeKy
nuBep3udUKaIja Ha pECypCuTe, Co31aBame
Y pa3BOj HA HOBU MOXXHOCTH 32 HHBECTHUPAHE
MPEKYy OTBOpamkE JOMOJHUTEIHHU Ta3apu H
MpHUCTall 0 HOBH CYPOBHHH M PECYPCH.
JuBep3udukarmja Ha pecypcure € JeJI0BHa
cTpareruja Koja ja 3rojieMyBa
Pa3HOBUHOCTA HA JIEJIOBHUTE MPOU3BOAU U
YCIYTH BO PAMKHUTE Ha pa3HU OpPraHU3aIUH.
JuBep3udukaryjara T 3ajakHyBa
WHCTHTYIIMUTE  CO  HaMalyBame  Ha
OpraHM3alUCKUTe (AaKTOpH Ha  PU3BHK,
IIUPEHEe Ha WHTEPECUTE BO  Pa3IHYHU
00J1aCTH, HICKOPUCTYBaHbE HA MOKHOCTHUTE Ha
nma3apoT ¥ CTEKHyBamkbe Ha KOMIIAHUH
WHTETPUPAaHH  BO  XOPW3OHTaHA U
BEpTUKAJHA MIPHUPO/IA.
Wnpycrpujanuzanyjata € mpolec Koj,
BOJICH O]l TEXHOJIOUIKUTE WHOBAIIWHW, BPIIH
COLIMjaJIHM MPOMEHM M EKOHOMCKH pa3Boj
npeKy TpanchopMupame Ha eIHa 3eMja BO
MOJIEpHU3HPaHA WHyCTPHCKA WK
pasBuena. CtemeHOT 0 KO]  eaHa
opranmzanyja €  riobamuzupaHa U

https://www.khanacademy.org > ... » Economic
growth
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nuBep3uduIMpaHa, ¥WMa BIUjaHUE Bp3
CTpaTeTUUTE KOW TM KOPHCTH 3a Ja OCTBapU
MOTOJICMUTE MOXHOCTH 32 pPa3Boj U
WHBECTHPAE.

I'mo6anm3anujara Ty MIPUHY1yBa
OM3HMCHUTE J]a ce NMpUJIarojaT Ha pa3InyHU
cTpaTeruu Oa3upaHud HAa HOBU HUICOJIOIIKU
TPEHIOBM KOM ce€ o0uayBaaT Jnga Tu
OajaHcupaaT mpaBaTa W HUHTEPECUTE Ha
MOEMHELOT U Ha 3aeHUIaTa KaKo IEeJINHA.
OBaa 1mpoMeHa UM OBO3MOXYyBa Ha
npeTnpujaThjaTta 1a ce HaTIpeBapyBaaT HU3
LIEJINOT CBET U MCTO TaKa 3HayaT JpaMaTHYHa
IpOMEHa 3a OM3HHC JHIepUTe, paOOTHUIUTE
U MEHAIIMEHTOT, CO JIETUTUMHO NpHdakame
Ha Y4eCTBOTO Ha paOOTHHUIINTE H BIIa/IaTa BO
pa3sBUBAkETO U CHPOBENYBAHETO  Ha
MOJIUTUKHTE M CTPATETUUTE HA KOMIIAHH]aTa.
Hamanysame Ha PHU3UKOT peKy
nuBep3uUKalja MOXE Jla Ce OCTBapU
IPEKy BKIydyBakbe€ HAa KOMIIAHUUTE BO
MefyHaponaute GuHancuu.”

KapakTtepuctukure Ha BIIMjaHHETO B3
MONTUTUKUATE HA 3EMjUTE CE U3pa3yBaaT HU3
CJIEHOBO:

Inobanuzayujama nocu peopeanusayuja
Ha MeIrVHapoOHO, HAYUOHAIHO U  CYO-
Hayuonaino Hueo. IlorouHo, Toa MOBEIyBa
70 peopraHusanuja Ha MPOU3BOJACTBOTO,
Mel'yHapoJHaTa TProBuja U MHTErpalrja Ha
¢unancuckute mnazapu. OBa BiIMjae Ha
KAl TATMCTHYKUTE €KOHOMCKH M COIIH]jaJTHH
OJTHOCH, ce MaHupecTrpa peKy
MYJATHJIATEPATHOCT W MHKPOEKOHOMCKH
¢eHoMeHH, Kako MmTO ce  Ou3HHC-
KOHKYPEHTHOCTa, Ha TJIO0ATHO  HHUBO.
Tpancdopmarmjata Ha MPOU3BOACTBEHHUTE
CHCTEMH BIIMjae Bp3 KIAcHaTa CTPYKTYpa,
IpoIecoT Ha TPYyIOT, IpHUMEHaTa Ha
TEXHOJIOTHjaTa u CTpYKTypaTa "
opraHu3zanyjara Ha KaIuTaJoT.
I'mobGanm3anujata HOCHM MaprUHAIU3UPAE
Ha MOMAJIKY o0Opa3oBaHUTE u
HUCKOKBaJIM(UKYBaHUTE pabOTHUIIH.
Excnan3ujara Ha OM3HUCOT MMOBEKE HE 3HAUU
aBTOMATCKO 3roJIeMyBamke Ha BpaOOTEHOCTA.
JIONOJTHUTEIHO, TOA MOXE Ja IMpeIu3BHKa

2 How Globalization Affects Developed Countries -
Investopedia

BHCOK HQJIOMECT Ha KalMTaJOT, IOPaIn
HeroBaTa 1morojieMa MOOMIIHOCT BO criopenoa
CO TPYHOT.

Inobanuzayujama  kako  npoyec e
ynpagysawa 00  mMpu  21A6HU  CUNU:
enobanuzayuja  Ha  npousgooume - u
QuHancucku nazapu, mexmoro2ujama u
depezynayujama.

» T'nobanuzanujata Ha MPOU3BOIUTE U
(¢UHAHCHCKNTE Ta3apu ce OJHecyBa Ha
3rojleMeHa €KOHOMCKa HHTerpaiuja BO
crielnyjanu3anyjaTa ¥ eKOHOMUHUTE Ha 00eM,
IITO UM 32 PE3YJITaT IOroJieMa TProBHja co
(MHAHCHCKN YCIYI'M TPEeKy TEKOBHTE Ha
KaIuTall ¥ MPeKyrpaHnyHaTa aKTUBHOCT.

» TexHomomkHOT (akTop, MOCEOHO
TEJIEKOMYHUKAIIUUTE M JIOCTAalHOCTa Ha
UHpOpMAIMK, OBO3MOXH OJICCHYBAamE€ Ha
ucropakara u o6e3z0eayBa HOBM KaHalU 3a
IpUCTan ¥ TUCTpUOYIMja, KaKO U BIIE3 Ha
HeOaHKapCKH eCyO0jeKTH, Kako IITO ce
TENICKOMYHUKAIIUUTE W KOMYHAJTHUTE
yCIIyTH.

» Jleperymanmjata ce oJHecyBa Ha
nuOepaiM3anmjata Ha  JIBIKEHETO — HA
KamuTaloT W (PUHAHCUCKUTE YCIYTH BO
MPOU3BO/INTE, TA3apuTe M TeorpaCKuTe
nokauuu. ['u uHTerprpa GaHKUTE CO HYCHE
IIMPOK CIEKTap Ha YCIYrH, OBO3MOXYBa
BJI€3 Ha HOBH TOHYAYBaud Ha YCIYTH U TO
3rojieMyBa MYJITHHAITMOHATHOTO HPUCYCTBO
Ha MHOTY Ia3apy M MOBEKe NMPEeKyrpaHuIHU
AKTHBHOCTH.

Bo rnoGanHata ekoHOMHMja, MOKTa €
CIIOCOOHOCTa Ha e€JHa KOMIIaHWja Ja T
yIpaByBa MaTepHjaTHUTe U
HEMAaTepHjaJHUTE CPEJICTBA KOW CO3/1aBaatr
JIOJaJTHOCT Ha KJIMEHTHTE, 0e3 pa3iiuka Ha
nokanujata. He3aBHCHO 0J] TOeMUHATa HITH
reorpadckara jokaluja, KOMIIaHHjaTa MOXe
7la TH MCTIOJTHU TJIOOATHUTE CTaHIapIu U Ja
ce TpPUKIYYd Ha TIIOOATHUTE MPEKH, 1a
HampeyBa M J1a JIejCTByBa Kako KOMIIaHUja
0J1 CBETCKa KJ1aca, IPOM3BOIUTEI U TPTOBEIl,
KOPHCTEJKH T CBOUTE HAjrOJIEMU CPEICTBA:
HETrOBUTE KOHIIETITH, CIOCOOHOCTH M BPCKHU.

https://www.investopedia.com > Investing »
International / Global
96



I'mo6mm3anujara ©Ma MO3UTUBHH €EKTH
BpP3 €KOHOMCKHOT pacT. OBue edextn ce
OJlHECyBaat Ha BJIMjaHUETO Ha
robanu3anyjarta  Bp3 CKOHOMHHUTE Ha
pa3NUYHU  3€MjU, KOPHCTEjKHM BapujadbiIu
KaKo IUTO C€ TProBHjaTa, IBUXKEHETO Ha
KallUMTaJIOT U HUBHATa 0TBOpeHOoCT, b/III 1o
rjlaBa Ha OJKUTEN, CTPAHCKU JAUPEKTHU
unpectuiu (CAN) u MHOTY MOBEKe.

TproBujara  Mery  3emMjute  IpeKy
ynorpeba Ha KOMIIapaTHMBHa MPEJHOCT
IIPOMOBHpA pacT, LITO C€ JOJKM Ha CHUIIHATa
MOBP3aHOCT TIOMEly OTBOPEHOCTAa KOH
TPrOBCKUTE TEKOBH M BIMJAHUETO BP3
€KOHOMCKHOT  PacT ¥  EKOHOMCKHTE
pe3yaTatu. J{OMONHUTENHO IOCTOM CHJIHA
MO3UTHBHA BpCKa IOMery IBW)KEHaTa Ha
KallUTaJloT M HHUBHOTO BIHMjaHHE Bp3
€KOHOMCKHOT PacT.

Bnujanuero Ha CTpaHCKUTE IUPEKTHU
WHBECTULIMU BP3 EKOHOMCKHMOT pacT HMa
MIO3UTHBEH e(EeKT Ha pacTOT U 3r0JIEMyBambe
Ha TpProBUjaTa ¥ CTPAHCKHUTE IUPEKTHH
MHBECTULIMH, IITO PE3YJITUPA CO MOBUCOKU
CTaIlK{ Ha pacT.

EnHa ox noTeHuMjanHuTe NpUI0OMBKY OJ1
riiobanu3anyjata € na 00e30e1u MOXHOCTH
3a HaMalyBambe Ha MaKpOEKOHOMCKaTa
HECTa0MIIHOCT Ha  TPOM3BOJCTBOTO H
MOTPOIIyBauyKaTta MNpeKy AuBep3udHKaImja
Ha PHU3HKOT. Bnujanuero Ha
rno0anu3anyjaTa Bp3 MaKpOEKOHOMCKaTa
HECTA0MITHOCT Ha TPOM3BOJICTBOTO YKaXKyBa
JeKa HaKko  JUPEKTHUTe e(peKkTu ce
TBOCMHUCIIEH BO  TEOPETCKH  MOJEIH,
¢uHaHCHCKaTa MHTErpanyja IoMara BO
nuBep3uduKalMja Ha MPOU3BOACTBEHATA
0a3a Ha 3eMjaTa U BOJM KOH 3Tr0JIEMYBambe Ha
crenujain3anyjata Ha I[POU3BOJCTBOTO.
Cenak, crielyjanu3anyjarta Ha
MIPOU3BOJICTBOTO, Oa3MpaHa Ha KOHIETITOT Ha
KOMIIapaTUBHA IMPEIHOCT, UCTO TaKa MOXeE
Jla JI0Belle N10 IMOrojieMa HEeCTaOMJIHOCT BO
cneun(UYHd HMHIYCTPUUM BO PAaMKUTE Ha
€Ha €EKOHOMH]a U OIIITECTBO Ha €/THA 3eMja.
Co TekoT Ha BpEMETO, YCHELIHHUTE
KOMITaHWHW, HE3aBHCHO O TOJIEMHHATA, CE
THE KOU ce e O ri1o0aiHaTa eKOHOMUja.

2 The Impact of Globalization on Economic Growth
- The Balance, 2018

I'moGanm3anujata TH KOPUCTU CBETCKHUTE
ekoHomuu. ['nmobammzarujara 00e30eayBa
KOPUCT 33 WHIUBHIYaIHUTC EKOHOMHUU
IIUPYM CBETOT, CO TOa INTO TIIa3apUTe
CTaHyBaaT ToOe(pHUKACHH, ja 3rojieMyBa
KOHKYpCHIIMjaTa, TM OrpaHUYyBa BOCHHUTE
KOHQIMKTH © TH [HpU OorarcTBaTta
1I0/IeIHAKBO HU3 LETHOT cBeT.?

Hekou ol MPUI0OUBKUTE oll

robanu3annjara BKIy4dyBaar:

Cmpancku OupeKmHu UHEECHUUUU.
Crpanckure TUPEKTHH WHBECTUIIUU
("CAN") mmaaT TeHACHIM]a A CE 3roJieMar
CO MHOTY MOTojieMa CTalKa OJf PacToT BO
CBeTCKaTa TpProBWja, IIOMarajku Ja ce
3rojeMu  TpaHchepoT Ha TEXHOJOTHUH,
HMHYCTPUCKOTO PECTPYKTYHpamE U pacT Ha
JIO0ATHUTE KOMITAHUH.

Texnonowku unoeayuu. 3roieMeHarTa
KOHKYpEHIIMja O]l Tio0anu3anyjara momara
Ja Cce CTUMYyJIupa pa3BOjOT Ha HOBHU
TEXHOJIOTUH, 0co0eHO co pactoT Ha CJIU,
IITO MOoMara ja ce mojoOpu e€KOHOMCKHOT
pe3yaTar npeKy noeGpuKacHu MpoIecH.

Exonomujana obem. I'nmobanuzainujata
UM OBO3MOXKYBa Ha TOJIEMHUTE KOMITAHHH Ja
T'M OCTBapaT eKOHOMHUHUTE Ha 00eM CO KOU ce
HaMaJTyBaaT TPOIIOLWTE M LIEHUTE, IITO 3a
BO3BpaT TO MOJPKyBa IOHATaMOLIHHOT
€KOHOMCKH pacT, Mako OBa MOXE Jla UM
HAIITETM MHOTY Mald OW3HUCH KOM ce
oOujayBaar Ja ce HaTIpeBapyBaaT BO
3eMjaTa.

Hexowu o pusuyume on rnodGanuzanujara
BKJIy4yBaarT:

Mery3asucnocm. I'mobanu3zaiujata BOAU
KOH Mely3aBHCHOCT Mefy HalMWuTe, NITO
MOX€E Ja TpeAu3BUKAa pPErHOHAIHU WIH
ro0amHu  HecTaOWiIHM  cocTojOM,  aKo
JIOKAJTHUTE €KOHOMCKH byKkTyanuu
3aBplLIyBaaT Ha ToyieM Opoj 3eMju KOou ce
MOTIMPAAT HA HUB.

3akanu 3a HAUUOHAIHUOM
cyeepenumem. Hexoum cmeraar jeka
MOJIEMOT  HAa  HANMOHAJIHH  JPXKaBH,
MYJATHHAIIMOHAIHU WIN TI00amHu GUPMH U

https://www.thebalance.com » Investing »
International Investing » Getting Started
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IpyTu MeTyHapOTHU OpraHu3aIiu
MPETCTaByBa 3aKaHa 3a CyBEPEHHUTETOT.
Heeonakea pacnpeodenoa Ha
Kanumaniom. [MpunobuBKUTE ox
rimobanu3anyjata  MoXar  Jga  Oujar

HEeTIpaBeIHO UCKPUBEHH KOH OOTaTUTE 3eMjH
WIM TOCAWHIM, CO3JaBajKu  IOTOJIEMHU
HEEJHAKBOCTH M KaKO pe3yiTaT Ha Toa Ja
JOBEAAT /10 TOTCHIIMjaTHH KOH(JIMKTH U Ha
HallMOHATHO U Ha Mel'yHapOJAHO HUBO.

Camuka 0poj 1: IlpennocTu u pu3uIH 0] r1006aaM3anujara

TexXHONOLUKHN
UHOBaLUK

CTpaHCKUA AUPEKTHU
MHBECTULIMU

MpeaHocTH

MMOBANU3ALUJATA U

EkoHomuja
Ha obem

HEJ3UHOTO BJIINJAHUE
BP3 EKOHOMCKNOT

CoopBeTHa \.

auctpudyumja

PA3BOJ

@j HeepgHakBa
pefenba

a
® ala
a‘a‘a

3akaHu 3a

MefyceOHa 3aBUCHOCT  CyBepeHUTeToT

U3Bop: The Impact of Globalization on Economic Growth - The Balance, 2018
https://www.thebalance.com » Investing » International Investing » Getting Started

3akiay4ox

Exonomckara monuTHKa € Kypc Ha
JICjCTBYBakbE KOj MMa 3a IIeJ JIa BIIUjae WA
Ja TO KOHTPOIUpAa OJHECYBamETO Ha
eKOHOMH]jaTa BO Jp)kaBaTa. EKOHOMCKHTE
MOJIUTUKA OOWYHO CE€ HMIUIEeMEHTHpaaT u
aJIMUHUCTPHUpaaT O]l CTpaHa Ha BllajaTa Ha
npkaBata. EKOHOMCKHOT pacT 3Ha4M JeKa
€KOHOMHMjaTa  ja  3rojieMujia  cBojaTa
CHOoCcOOHOCT na mpowmsBene MoBeke. Kora
eIHa eKOHOMH]ja K€ TIPOU3BEayBa HAIBOP O]
MOTEHIIUjaTHUOT U3Jie3, Taa OM MoKena Ja
JI0’)KMBEE 3r0JIeMyBalbe€ Ha pPealHuoT OpyTo
JnomaieH npousson - BT

I'mobGanu3anujaTta mpercTtaByBa MpOIEC
KOj UMa 3a 1eJ Jia TH MPOIIUPHU JIEJTOBHUTE
olepaluu Ha cBeTcko HUBO. OBOj mporec e
Npeau3BUKaH O]l  OJIECHYBameTo  Ha

TII00aTHUTE KOMYHUKAIIUU nopaau
TEXHOJJIOIIIKHUOT Hampea0K u
COLIMOEKOHOMCKMTE, MOJTUTHYKUTE u
€KOJIOIITKUTE JIBHOKEHHA. [enra Ha

riobanuzanyjata € ga UM 00e30enu Ha
OpTraHU3aIMHUTE CYINEPHOpPHA KOHKYPEHTCKA
MO3MIIM]ja CO IIOHUCKH ONEPAaTHBHU TPOLIOIH,
3a ga go0ujaT morosieM Opoj NMPOU3BOAH,
YCIYTH U TOTPOIYBayH.
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FINANCING AND MARKETING
ACTIVITIES OF SMALL AND
MEDIUM COMPANIES FOR

PRODUCTION WINE AND CAKE

Abstract

Small businesses or often as small business
firms are businesses that employ a small
number of people and are usually privately
owned and run by independent entrepreneurs
or entrepreneurs working in a partnership.
Small business builds tendencies for creating
an immediate relationship with its customers,
showing  responsibility —and  quickly
responding to requests. The worsening of
financing is the biggest barrier to the growth
and development of small and medium-sized
firms. In the early stages of growth, most
small firms rely on their own funding
sources.

Small business owners need to undertake a
number of different marketing activities that
essentially relate to the things that will be
done so that the product can be delivered or
made available to the buyer. Marketing
activities refer to designing or creating a
product according to the wishes of the
buyers, for which it is necessary to conduct
an appropriate marketing research, and once
the product is manufactured, activities for its
promotion should be realized in order to
inform the buyers that the product already
exists and the sales process is realized.

Keywords: entrepreneurs, buyers,
marketing activities, designing, product
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OUHAHCUPAIBLE U MAPKETUHTI'
AKTUBHOCTH HA MAJIUTE 1
CPEJHUTE ®UPMU 3A
IMTPOU3BOJCTO HA BUHO U
PAKHNJA

AICTpaKT

ManuTe npeTnpujaTyja Wik 4eCTO KaKo IITO
ce HapeKyBaaT MaJli OM3HUCHWIH GUpMHU ce
peTnpujaThja Kou BpaboTyBaat Maji Opoj Ha
JMIa W BOOOMYAaeHO Ce€ BO IpPHUBaTHA
COIICTBEHOCT W HHUB T BOJAT CaMOCTOjJHHU
OpeTnprueMadd WM TpeTIHpueMadyd  Kou
pabotat BO mapTHEPCTBO. MaiuoT Ou3HUC
rpagyd  TEHICHIMHM 3a CO3/1aBambe Ha
HETNOCPEeH OJIHOC CO CBOWTE KyIyBauH,
MOKaXXyBa OJI'OBOPHOCT M Op30 pearupame
Ha Oapamarta. OTeKHATOTO (PHHAHCUPABE €
Hajrojema OGapuepa 3a pacToT U Pa3BOjoOT Ha
MaiuTe W cpeaHu ¢upmu. Bo moderHuTe
¢a3u Ha pacT moBekeTo Maiau (GuUpMHU ce
MOTIIMPaaT Ha COICTBEHUTE W3BOPH 3a
¢buHaHCHpame.

Hocutenute na mamumor OusHuc tpeba na
npe3eMaaT OpOjHM M Pa3IUYHU MapKETHHT
aKTUBHOCTH KOH BO OCHOBA CE OJJHECYBaaT Ha
paboTuTe KOM K€ ce M3BpLIAT 33 Ja MOXKe
MPOU3BOJIOT J1a C€ JOCTaBM WM Ja My ce
HampaBd  JOCTalleH  Ha  KYIyBadoT.
MapKkeTHHT akTUBHOCTHTE CE OJIHECYBaaT Ha
IM3ajHUpambe WIM Kpeupame Ha MPOU3BOJ
CTIOpe]] KEeJONTe Ha KyIyBadyuTe, 3a IITO €
HEOINMXOJHO Jla C€ CIPOBEAE COOABETHO
MapKeTHHT  HCTpaXyBame, a  OTKaKo
MIPOU3BOJIOT Ke Ouje mpou3BenieH, Tpeba na
ce OCTBapyBaaT aKTUBHOCTH 3a HETOBO
IPOMOBHpame, CO IeJ, Ja Ce HU3BecTar
KYITyBa4HTe JIeKa MPOU3BOIOT BEKE MMOCTOH H
Jla ce OCTBapH MPOILIECOT Ha Mpoaxoa.

Kuryunn 300poBH: npeTnipuemaun,
KyIyBauu, MapKeTHHI aKTUBHOCTH,
JM3ajHUpae, IPOU3BOJ
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1. KapakTtepucTukn Ha GUHAHCHPAHETO
Ha MaJIuTe U cpegHuTe GrupMu

@OuHAHCHPAKETO HA MAIUTE U CPEIHH
¢upmMu BO pasznuuHu (Pasum oA HUBHUOT
pa3Boj MpEeTCTaByBa €IHO O]l HAaj3HAYajHUTE
npanama NIOBp3aHU co
MPETIPUEMHHUIITBOTO. T0a € HOPMATHO, aKO
ce WMa TpeABHJ JieKa MPHUCTANoOT Ha
dbupmMuTe 10 U3BOPUTE 3a (PUHAHCHpAEEC HA
HUBHHOT PacT U pa3Boj MPETCTaByBa €JIeH 0/1
KIyYHHTE CETMEHTH Ha OW3HHUC KJIMMaTa BO
ceKoja €KOHOMHU]a. OUHAHCHPABHETO
MIPETCTaByBa KOPUCTEHE U MAHHITYJIAIH]a CO
napure.  OOe3bemyBamero  mapm  3a
3al0YHyBamk¢ OU3HHUC MPETCTaBYBa €/ICH BHU]I
¢buHaHCHpame. Manure u cpenHure
KOMITaHUHU umaar npooaemMu BO
(UHAHCHPAKHETO 3aT0A IITO CE CMETAaT KaKko
pU3UYHU  KOMIIAaHMM 33  (pUHAHCHpambe

Mopajy CIEIHUBE anqHHI/I:3°

® nocmoerve acumempudHu
ungopmayuu — CONICTBEHUKOT-MEHAllep Ha
MaJIMOT OM3HHMC pacrojlara co IOBeke
nH(pOpMAaIMY 33 COTICTBEHATa OM3HUC-HIE]a
BO cmopenda co H3BOPOT Of Koj Oapa
¢uHaHCUM (MHBECTUTOPOT); TO] HE Mopa
ceKoram Jia caka Ja T OTKpHUE CHTe
uHpopmanuy, IMTO TNaK JOBeayBa J0

HaMaTyBame Ha noBepOaTa Kaj
MTOTCHIINjATHUOT HHBECTUTOP;
e crab MmeHayumenm — TIOBEKEIaTH

Jocera CIOMEHAaB JeKa COINCTBEHHKOT Ha
MaJIMOTOM3HUC HAJYeCTO € U HErOB MEHallep,
OJTHOCHO Y4YecTBYyBa BO CHTE IpOLIECH Ha
yIIpaByBambe CO OM3HKCOT, IIITO I'0 3TOJIEMYBa
PHU3UKOT 3a TEIIKO Joalrame 10 (PUHAHCUCKH
CpencTBa, OCOOEGHO aKo HE pacroyiara co
JIOBOJIHO MCKYCTBO, 3HaeHmhe€ M MEHalepCKU
CITOCOOHOCTH;

®  Man noyemeH Kanumai — OBa € UCTO
Taka Ba)kKHa MPUYHMHA, 0COOEHO Kora ce Oapa
KpeauT off 0aHKa MM O] IITEIUIHHUIA, KOU
OapaaT HeKakBa rapasiiMja JieKa MapuTe Ke
UM OuzaT BpaTeHH BO NPEIBUICHUTE

%0 Bapow, P., Illen 11, (2016), ITpeTnpreMHUINTEO —
MIPOIIeC M MepcrieKTuBa, [ eneke, cTp. 136.

POKOBH; OJIECHUTEIHA OKOJIHOCT € TOa IITO
HEKOH JP>KaBHU HHCTUTYIIUU BO CBOMTE HOBU
nporpaMu 3a (UHAHCHUpPAKE HAa MaJHTe
OM3HUCH HYAAT HEMOBPAaTHU CPEACTBA, KOU
HAjuecTO Ce MCKOPUCTYBAaT 3a OIpeMa M 3a
JIPYTU PECYPCH.

3a MOTTHKHYBamkEe Ha PAacTOT HA MaJHTE
MpeTnpujaThja, oOJl OCOOEHO 3HAYCHE €
BOCIIOCTaBYBAbETO M IIUPEHETO  Ha
WHCTUTYIIMOHATTHATA CTPYKTYpa.
Opranu3upanara Mpeka Ha WHCTHTYLHHU
Tpeba na TH oxpabpu MajauTe U HOBH
npeTnpueMadyd BO HHUBHUTE UACU H
MHUIMjaTUBYU U 1a UM OBO3MOKH MPHUCTAI J0
HEOITXOHU JIeTIOBHU uHpOpMauy,
COBETO/IaBHO- KOHCYJITaTUBHA MOJIPIIKA U
acCHCTEHIIMja, TIEepMaHEHTHa o0yka H
eayKanuja, KaKo u (vHaHCHpame.
[Monapmkara Ha TPETHPUEMHHUINTBOTO CE
u3pasyBa peKy CO3/1aBame Ha
WHCTPYMEHTApUYM OJf jaBHH, JIP)KaBHH,
NpPUBAaTHH  WHCTUTYIUHU U  HEBJIAJIUHU
OpraHu3alii M TOAa Ha HAIMOHAIHO,
PETHOHAIHO U JIOKAJIHO HUBO.

OHUHAHCHPAKHETO € KITYYeH MPEIyCIoB U
HAjYyBCTBUTEJICH JOMEH 3a pa3BOjOT Ha
MaJMTe IpeTHpHjaTHja. 3a yCIelleH pa3Boj
Ha MaJIUTE U CPeIHUTE NpeTIpHujaTHja, a U Ha
CTOMAHCTBOTO BO II€JIOCT, Tpeba Ja 1mocTojar:
MaKpOEKOHOMCKa CTaOMJIHOCT, CcTaOuJIeH
Kypc Ha JlOMalllHaTa BaJlyTa, HEJ3UHa
KOHBEPTHOUIHOCT, COBPEMEH M DPa3BHEH
(bMHAHCUCKU cHCTeM, MOOMIHOCT Ha CUTE
(dakTopu Ha MPOU3BOJACTBOTO, Kako U
CII000JIeH MPOTOK Ha  MelryHapOJAHHUOT
Kanurai.

@OUHAHCHCKHOT MEXaHU3aM 3a MOJIPIIKA
Ha MajUTe W CpeAHU INpeTnpujaThja Ou
Tpebaso ja ce COCTOM OJI:

e (CeneKTMBHO  KpEAUTHpPAamE  Ha
Majata HMHIyCTpHja Koja MpOHM3BedyBa 3a
rOJIEMOTO CTOMAHCTBO;

e CenekTMBHO  KpEeAUTHpPAame  Ha
IIPOEKTH 3a CYNCTUTYLMja Ha YBO3 BO
BHUCOKOPEHTAOMIIHU W3BO3HU MPOU3BO/IM;
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e KoH3opumymMcko (¢GuHaAHCHpame Ha
MaJIuTe ¥ CPEJIHU TIPETIpHjaTHja;

e CenextuBHO  (UHAHCUpakE  Ha
MPOU3BOJICTBOTO HAa HOBU U JAeUIUTAPHU
MIPOU3BOJIN;

e  Opranusupame Ha HAaMEHCKO
MTeCHEe HA MaJUTe MpeTnpujaTHja Kaj
CHelnyjalu3upanuTe OaHKW © OJf HEro
¢uHaHCHpame Ha BUCOKOMPO(PUTAOMIHHUTE
MIPOCKTH,

e (duHaHCHpame HA CEMEJHU OM3HHCHU U
CIL

OcHoBHuTe O00OMMIM Ha (UHACHCKH
MHCTUTYLIMU 32 MOJJIPIIKa Ha pa3BOjoOT Ha
MaJIMTE MIPETIPHUjaTHja Cce:

e @DoHIOBM 3a pPa3BOj Ha MaJHTe
NpeTnpujaThja;

e Crneuujanu3upanu OaHKU 32 MajuTe
MIpETIpHjaTHja;

e Crenujanu3upaHd WHCTHTYIIHH 34
0J100pyBame Ha 3a6MH, KPSIIUTH U U3/aBabE
rapaHiiid Ha MaJOCTOIIAHCTBCHUIIUTE Kaj
nenoBHuTe  Oanku  (OaHkW,  (oHIOBH,
acoIjalny, areHIrun) u

e  ODpamm3UHT U JTU3UHT CUCTEM.

Hajronemor mpoGiem Ha OaHKUTE mpU
0I00pyBamEeTO KPEAUTH HAa MaauTe U
cpennutre QupMu  ce  OAHECYBa  Ha
HEJOCTaTOKOT Ha aJieKBaTHa
KHHUTOBOJICTBEHA €BUJICHIIH]a, TIPOOJIEMH BO
00e30eyBambeT0 KPEAUTH U HETMOBOJIHHOT
KpenuTeH pejtuHr. Hajromemurte mpoGiemu
HAa MaJWTe | CpeJHUTEe OW3ZHHCH TpU
KOPUCTCHETO Ha  OBHUE  W3BOPH 32
duHanCHpame ce: 3

v BHCOKHTE KaMaTHH CTAITKH,

v JIUMUTHPAHUOT U3HOC HA KPEAUT,

v\ JIONTHTE W CKalu TPOIEAYPH IIPH
oOpaboTkaTa Ha Oapamara,

v' npo0iieMaTHYHUTE  CPEACTBA 34
00e30eayBame U CIL.

31 Paunovic,B. (2012) , Preduzetnistvo | upravljanje
malim preduzecem, Ekonomski fakultet Univerzitet u

2. IIpobjsemMun BO (PUHAHCHMPAHKETO HA
NPOU3BOIUTEINTE HA BUHO U PaKuja

Enen on rnaBHuTe mpoOiemMu  BO
(VMHAHCUPAKHETO HA TMPOW3BOAMUTEIUTE HA
BHMHO U paKHja BO HallaTa 3eMja € IIakambeTo
Ha MHOI'Y BHCOKHM HM3HOCHM Ha CpPEICTBa 3a

KOPHCTHC Ha KPEIUTH, 1oToa
(UHAHCUPAKETO HA 3AIUXUTE, KaKO U
HETIOJMUPEHHUTE OOBPCKHT crpema
n00aByBauuTe.

Cnenen mnpobieM € JOLIHEHETO Ha
MAapUYHUTE CPEJICTBA KOM T'M OYeKyBaar
mo3apuTe 3a cBojaraB Oepba. Cekoe
HamMallyBame Ha CpeJCTBaTa HETaTHBHO CE
oJlpa3yBa Ha KpPajHUOT KBAJUTET HA TOTOBUOT
MPOU3BOJI, OJJHOCHO BHHCKOTO Tpo3je, a CO
CaMoTO TOa M Ha BUHOTO.

CenyBameTO HAa OTKYIHHTE IICHH Ha
,,0e10 u ,LIPBEHO, HaMeCTOo
KaTeropu3Hupame CIOpel] COpTa U KBATUTET
Ha TPO3jeTO OJ COOJBETHA COPTa, JTUPEKTHO
BIMjae Bp3 IOPACTOT Ha TNPUXOAWUTE Ha
nozapurte. HajromemMuoT nen e 3acaieH co
cMenepeBka o Oenmute W BpaHE OJ
L[PBEHUTE COPTHU, OJJHOCHO COPTUMEHT KOj BO
MOMEHTOT HajMHOTY OZroBapa 3a MoTpeouTe
Ha BHUHApHUTe, OJHOCHO MPOM3BOACTBO Ha
BUHO €O Tocia0 KBaIMTET 3a ITOEBTHHO
HaJIMBHO BHHO.

Jlozapute TH (uHaHCHpaaT OoraTtuTe
BUHApUHU TIpeaBajku MM Tpo3je BO KOe
BJIOXHJIE TIApH M TPY/, a 3a Toa He 100nuBaaT
BeqHal napu. HepeTko He goarfa mo ucruiara
Ha TpenaaeHoTo rposje. Ilpurtoa mozapute
11e7I0CHO (PMHAHCUCKU TIpomnaraat u cTpajaat
HUBHHUTE (paMuIIMK, MaKO HAIOPHO padoTene
Y MHBECTHUpAJE BO JIO30BUTE HACA/IH.

Jlozapwute ce coOuyBaaT coO HUCKH IIEHU Ha
IpO3jeTo IITO JIOBEIYBAa O HEEKOHOMHYHO
paboteme. Llenure Ha rpo3jTo ce HUCKU O]
JIBE TIPUYNHH.

Ilpeama npuuuna e 3apaay HEMA3apHOTO
paboTeme M 3aTBOPEHOCTa Ha Ia3apoT BO
Maxkenonuja. Bunapuute BO 3eMjaBa ce
JIOTOBapaaT 3a OTKYITHATA I[eHa Ha TPO3jeTo U
IICHUTE JIOTOBOPHO TH 00jaByBaaT BO

Beogradu, crp. 161-166
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MOCJIEIGH MOMEHT KOra JIO3apuTe Beke
Mopaar Jia ro 6epart rposjero.

Bmopama npuuuna ¢ mro Tpo3jeTo HE
CTOM Ha  HHUBUTE U  Tpomara |
3aroa Jo3apuTe MopaaT Jna ro Oepar u
npexagat Bo BUHapuuTe. JlpikaBara caka
rpo3jeTo Ja ce mpepadoTh JI0Ma, 3amTo O
TOA MMa WHTEPEC U CYyOBEHIIMOHHUPAKETO T'O
Bp3yBa CO MPENAJACHO IPO3je BO AOMAIIHUTE
BUHapHH. MI3B030T Ha rpo3je € BO HEMOBOJIHA
110J105k0a BO OZJHOC Ha JIOMAIIHUTE BUHAPUH.
JlomaniHuTe BUHApUH ja 310ymoTpeOyBaaT
MOJIPIIIKATa Ha JIp)KaBaTa, a CeTo Toa O Ha
IITETa Ha JI03apUTe, MUIIYyBAAT JIO3APUTE.

3. MapkeTuHr kako ¢axkrTop 3a
HA/IMHHYBame Ha npolJjieMuTe BO
(puHaHCHpakeTO HA MAJIUTE U CPeIHU
(¢pupMu 32 NPON3BOACTBO HA BUHO M
pakuja

PasBuenure  masapHu = OIHOCH
Ma3apHUOT MEXaHW3aM CO CHTE HErOBU
MojaBu W MaHUQECTalluu, JOBeI0a BO
paMKUTE HAa EKOHOMCKara TeopHja U
MPaKTHUKA, J]a Ce pa3BU€ MAapPKETHUHIOT, CO
YHMja TIOMOII CTONAHCKUTE CYOjeKTH TH
UICHTHU(PUKYBaaT noTpedure Ha
MOTPONIYBAYUTE, ja OINpeIeTyBaaT HHUBHATA
roJeMHUHa, oCTBapyBaar COOJIBETHO
MIPOU3BOJICTBO, OJHOCHO BpIIAT OJPEICHU
yCIyTH W TO HAJIOBOJIHHU  MPOAAKHU
maTHITa W 1O Tpu(aTIMBH [EHU TH
3aJI0BOJIyBaaT UAECHTU(PHUKYBaHUTE OTPeOH.

Kotler®? ja naBa crneqHata neduHUIM)a Ha
MapKETHHTOT: ,,MapKeTHHTOT € OMIITeCTBEH
MpoLIeC CO KOj MPEKy co3JaBarme U pa3MeHa
Ha TIPOM3BOJM W BPEAHOCTH CO JPYIH -
MOEIMHIIUTE U TPYNH JOOMBaaT OHA IITO UM
€ moTpeOHO UK ro cakaat".

MapkeTHUHTrOT Kako JeJIOBHA (yHKITH]a
3HAYU TMpe3eMame AaKTUBHOCTH CO KOU Ce
OTKpHMBaaT TMOTpeOUTe H KenbuTe Ha
MOTPOIIIYBAaYUTE, CE€ OCTBapyBa AakTOT Ha
KyllyBame, T.€. C€ BpPIIM TpaHC(HEpOT Ha
CTOKHTE, C€ OJlpeayBaaT IIeHHUTE, Ce

32 Kotler, P., (2016), Marketing Management,
Twelve Edition, Prentice Hall

ornpeneyBaaT W IUIAHHpAAT METOAWTE Ha
MPOMOIIHja, TATUIITaTa HA TUCTPUOYIIHja U
(U3MYKO JIOCTaByBame Ha MPOU3BOAUTE 10
MOTPOIIYBAYUTE W C€ BpIIAT  JPYTH
AKTHMBHOCTH KOW OBO3MOXKYBaaT YCIICUIHO
paboTreme.

MapkeTHHIOT  NpEeTCTaByBa  AKTUBEH
OTHOC BO TMa3apHOTO paboTeme Ha
cy0jekTuTe, KOj moara oJ MOTpeOuTe U
Oapamara Ha MOTPOITYBAYHTE u
HEONXOJTHOCTa  OJl  OCTBapyBame  Ha
MO3UTHUBHU PE3YJITATH O] TOa paboTeHe.

MapKeTuHTOT Ha 3€MjOJICIICKHUTE
MPOU3BO/IM, & BO THE PaMKH W BUHOTO H
pakujata, € TMpouec KOj IOYHyBa CO
JIOHECYBAETO OJUTYKa 33 MPOU3BOJICTBO HA
MPUMapHU 3€MjOJICJICKU TPOU3BOJN KOH Ke
MOJKaT Jia ce MpoJauaT u T ondaka u CUTe
aCIIeKTH Ha CTPYKTypaTa Ha CHCTEMOT Ha

mas3apor, GyHKIIMOHATHA u
WHCTHTYLIMOHAJIHA, IPOU3BOCTBO,
KJIacupuuupamne, KOHLICHTPHPAIbE,
CKJIAIUILTEHHE, HOATOTOBKA 3a
TIPOM3BOJICTBO, TPaHCIIOPTHPAHE "
IUCcTpuOyupame.3aiaunTe Ha elleH
epeKTUBEH  MapKeTHMHI  CHCTEeM  Ha

3eMjOIETICKH TIPOU3BOH ce:>>

e 1a UM OBO3MOXH Ha INPHUMapPHHUTE
MIPOU3BOJUTENN HajIoO0po Bpakame Ha
BJIOXKEHUTE CPeJICTBa,

e 7a o0e30eau cpelcTBa 3a pa3BUBambE
Ha CeTo IPOU3BOACTBO KO€
MIPOU3BOIUTEIUTE Ha MIPUMapPHOTO
NPOU3BOJACTBO K€ IO TNpojaaar o
npuQaTIuBY LEHH,

e Jla TM HaMaJld Pa3JIMKUTE BO LIEHUTE
Mely  TNpO3BOJUTENUTE Ha  NPUMAPHU
3eMJOJICJICKM  HpPOM3BOAM U KpajHUTE
MOTPOLIYBa4H, OAHOCHO KOPUCHMIIH,

e 1a TH HampaBu JOCTAlHU, TI0
npudaTiuBU 1IE€HU, CUTE MPOU3BOAU CO
MOTEKJIO OJI TMPUMApHUTE MPOU3BOIUTEIH,
0e3 1a “Ma MOpEeMeTyBamka BO KBAJIUTETOT Ha
IPOU3BOACTBOTO.

JlokonKy Kaj TMpPOU3BOJUTENIMTE Ha
3eMjOJIEJICKM  TPOM3BOJM, OIHOCHO Kaj
MaJIUTE U CpeIHUTE QUPMU 32 TPOU3BOJICTBO

33 Perner, L., (2008): ,, FooD Marketing*,University
of Southern California
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Ha BHHO MW  pakdja  HEJOCTacyBaaT
(PMHAHCHCKH CTPEACTBA 32 OCTBAPYBAKHE HA
MNPOU3BOACTBCHUTC AKTHUBHOCTHU, CO ITOMOII
Ha MapKeTHMHIOT MOXKaT Ja ce W3Hajaar
KpEaTHBHU PEIICHUja KOU Ke JOHECaT Pa3Bo)j
Ha  TIPOM3BOACTBOTO  CO  H3HAOrame
QITePHATHBHY peIleHH]ja 3a 00e30emyBame
CpEICTBA IPEKY:

e  (QaHKHTE 3a pa3BOj HA 3€MjOJICIICKOTO
MIPOU3BOJICTBO,

e  KOMEpILHjATHUTE OaHKH,

e pyru GUHAHCHUCKUA UHCTUTYIUH,

e  3JpYy)XEeHH OaHKH.

HajegHocTtaBHO  peueHO,  MapKETHHT
AaKTMBHOCTUTE  BO  MaJWOT  OW3HHUC
OBO3MOXYBaar Jia ce J0jIe 10 CO3HAHM]a KOU
MIPOM3BOIM J1a CE MPOU3BEIYBAAT MM KaKBU
yCIYTM Ja ce BpIiar 3a Ja ce 3aJ0BoJjar
Oapamara Ha KyIyBauuTe M IPH TOA Ja CE
octBapu npodut. MapKkeTHHTOT Ha MaUuOT
OM3HHC My OBO3MOXYBa Jla OCTBapH
MMO3UTHUBHHU PE3YJITATH 3aT0A IITO:

®  Ha KyIyBa4WTE UM CE JIaBa MPOU3BO]I
IITO UM € TIOTPEOCH, OJJHOCHO TIPOU3BOJI KOj
Ke T'M 3310BOJIM HUBHUTE MOTPEOU U Kenou;

e ce ocTBapyBa mpodur 3a pupmara co
KO] MOXE Ja Cce TPOJOJDKH  CO
OCTBAapyBameTO Ha OW3BHHCOT M Ja ce
MpOIIMPH BO HAcOKa Ha  KpeHpame
MPOU3BOJIM U yCIAYTHM KOU Ke 3a70BOTyBaaT
MmoTsepedn Ha oOmpenesneH Opoj HWIAHHU
KyIyBauH.

VYcenenHo (yHKIMOHUpAKE HA MAaJIHOT
OM3HUC, CO TpUMEHAa HAa MapKETHHT
KOHIIEITOT BO pPabOTEHmETO0, MOXKE Jla Cce
MOCTHTHE aKo ce 06e36emm:

® Ja ce MpuBJedYe IITO MOrojeM Opoj
KYITyBayH;

e Jace yOeau ceKkoj KymyBad ja KymyBa
IITO MOBEKE MPOU3BO/IH;

34 | ake, L., (2008), Marketing Basics for the
Small Business

e 1a ce ybeau mTO TIOrOJNIEM OpOj
KyllyBaud Ja KylmyBaaT OJ  ITOCKalu
MIPOU3BOJIH;

e J1a ce ybema mTo morojiieM Opoj
KyIyBa4yd Jla KyIyBaaT TOBEKE MPOU3BOIM
KOHW HOCAT TIOT0JIeM IPOQuT.

Pusukor BO  MPOW3BOACTBOTO  Ha
3€MjOJIEIICKUTE MTPOU3BOIU, OJHOCHO BUHO H
pakuja ¥ BO CIIPOBEIYBAKETO Ha MAPKETUHT
AKTUBHOCTHTE ceKorail mocton. Ou3nukuoT
pHU3UK omnaka OIITETYBAE WA
VHUIITYBakh¢ HA TMPOU3BOACTBOTO KaKO
pe3yaTar Ha  IMOXKapH, HW3MP3HYBambe,
MOIJIAaBH,  3€MjOTpecH,  Hamaau  Ha
IITETOYMHH U CIMYHO. [[a3apHHOT pU3UK ce
OJHECYBa Ha BpeIHOCTa BIIOKEHA BO
MPOU3BOJICTBOTO U MOXHOCTHTE  Ha
norporryBaunte. M mpoMeHaTa Ha BKYCOT
HCTO TaKa MOXeE JIa ja HaMaJId TIPUBJICYHOCTA
3a KyIlyBamke HAa HEKO] BHJI HA BUHO HIIU
pakuja.

Kora cranyBa 300p 3a MapKeTHHTOT Ha
MPOU3BOIUTEIIUTE HA BHHO W Pakuja, ,0MII0
Ja ce THE Malld WIA CPEeTHH WU TOJIEMHU,
MPOIECOT HA YIPABYBAHETO CO MAPKETUHT
AKTUBHOCTHTE TPrHyBa OJ KYyIIyBauuTe
OJTHOCHO TOTPOINYBAaYUTEC HA BHHOTO U
pakyjata ¥ 3aBpIIyBa CO INPUMApHHUTE
MPOU3BOJUTENN Off 4YH€ MPOU3BOACTBO
3aBHUCAT U MPEPAOOTYBAYKUTE M IIPOMETHHUTE
JEJHOCTU. YTPaBYBalkETO CO MapKETHHT-
aKTUBHOCTHTE MIPETCTABYBA: >

e pomec  Ha
oTpeduTe;

e  JIOHECYBame€ Ha OJUTYKH 3a IOTpeduTe
KOH IITO Ke ce 3a7]0BOJIyBaar;

®  MIpPOIIEHA HA TPOLIOIUTE U eeKTUuTe
0/]1 33JI0BOJIYBAalk-ETO HA TOTPEOUTE;

®  [pWIAroayBame Ha
OpraHu3aIloHaTa CTPYKTYPa;

®  KOHTHUHYHPAHO clieiehe Ha
AKTUBHOCTUTE U

e KOHTpola Ha edukacHocTa Ha
MapKETUHTOT U Ha BKYITHUTE aKTUBHOCTH.

YTBpAYBalkbe  Ha

% Brester, G., (2010), Introduction To Agribusiness
Management, The Economics of Agricultural
Business
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VYnpaByBameTo Ha  MapKeTHHTOT €
KOMIIJIEKCEH MPOIIEC KOj BO ceOE COAPKU TIET
OCHOBHH C€JICMCHTH:

» Amnanuza Ha MazapHUTE MOXXHOCTH,

» UcrpaxyBame u uszbupame Ha
na3apu KoM ke OuzaT 1en Ha paboTemeTo,

> Pa3BuBame Ha MapKETUHT
cTpaTeryja,

» Ilnanupame Ha MApKETHHT TaKTHKA U

» llpuMeHa u KOHTpOJa HA MapKeTHHT
Haropor.

3a jga ce OCO3HaaT MoOTpeduTe Ha
MOTPOIIyBauuTe Tpeba Jga ce CIpoBene
MapKETUHT HCTPaXXyBambe Ha MOCTOJHUTE W
Ha TOTCHIUjAIHUTE KyIyBaud, Ja ce
npuOMpaar IMOJATONM CO MpPHUMEHA Ha
COOJIBETHH HCTPaXyBayKd METOIH, Jla Ce
BpPILIM CETMEHTHPAmE HA MOTPOLIYBAYHTE, a
WHCTPYMEHTHTE Ha MapKCTHHTOT (IICHATA,
npogaxxkbara, mpomouujata) Tpeba na
OBO3MOKaT OCTBAapyBame Ha MEIUTE Ha
paboTemeTo u 1a 06e30e1aT OCTBapyBamkE Ha
npoQuT.

W3BpiryBameTo Ha pabOTUTE HA MAJIUOT
OmsHuc Tpeba ma Ouae  IUTAHUPAHO,
OpPraHU3UPaHO M KOHTPOJIMPAHO W Ja ce
ocTBapyBa co ®300p Ha COOJBETHH
MapKETUHT CTPAaTeruu U TaKTUKH. Tpeba na
Cce BPIIH MPHJIArOyBamke Ha aCOPTUMAHOT Ha
MPOM3BOJIUTE, Ja C€ CIPOBEAyBaaT U Ja Ce
rpajaT CTaHJapad 32  KBAJIUTET Ha
NpOM3BOAUTE M YCIyrure, Ja  ce
CTIPOBEyBaaT COOJIBETHH CTPATErHHU 33 PACT
M pa3Boj, Ja C€ BpIIM CEerMeHTaluja Ha
MOTPONTYBAYUTE, OJJHOCHO Ha IMa3apoT U Ja
ce Kpeupaat HOBHU yCIYyTH.

EnHo on kimyyHuTE Ipaliama 3a MaJIuTe U
cpennute GUPMH € TMPIABUIYBAKHETO Ha
MapKeTHHT aKTHBHOCTHUTE INTO K& TH
npe3emaar. [IpeaBuayBameTo Ha MAPKETHHT
aKTUBHOCTHTE 3HAYM Ja Ce€ HampaBaT
MIPOLIEHKH 3a TOa KakBa ke Ouje mpoaaxodara
BO HApEeIHHOT TMEPHOJI, KOJIKaBO ke Ouie
YKECTBOTO Ha Ma3apoT Ha ¢upmara, KOJIKaB
Opoj Ha KynmyBa4M C€ OYEKyBa Jla KyITyBaaT
on ¢upmara, Kako Ke KylyBaaT, KaKkBU Ke
OWmaT IEHUTe W TPOUIONHUTE U KOJIKaB
MIPOMET Ke ce OCTBAapH OJ] mpojaxbdara u co

KakoB mpo¢ur. Bp3 oBaa ocHoBa ce
NpeABHIYBaaT W WIHUTE TNPOMOTHUBHH U
TUCTpUOYTUBHU aKTUBHOCTH.

[IpenBunyBamero Ha mpomaxOara Moxe
Ja ce OCTBapyBa KakO COIJIEAYyBambe Ha
MPOCEK Ha MpoAax0aTa ImTo ce 0CTBapyBa BO
CIIMYHU TIPETIPHjaTHja OJ MaUOT OU3HUC,
Kako IMPOIIEHT O] BHCHMHATa Ha CpeICTBaTa
IITO KYITyBayUTe T'M TPOILIAT 32 KYIyBambe Ha
MPOM3BOANTE CO KOM Ce 3aHMMaBa (upmara
WIM Kako BHUCHMHA HA TPUXOJ KOj Ke ce
OCTBapH cO MpoaaxxdaTa Ha CUTE MPOU3BOIU
co Kou pabotu upmara.

[TnanupameTo Ha MapKeTHHTOT
MPETCTaByBa €JIEMEHT BO YIPAaBYBAIETO CO
MapKeTUHTOT Ha CyOjeKTUTE KOM 3¢
3aHMMaBaaT CO MPOU3BOJICTBO, AJTKOXOIHH
nujajoud - BUHO U pakuja . [lorpebara 3a
TUTAHUPAE BOOMINTO I1a U 32 TUTAHUPAbE Ha
MapKeTHUHTOT BO Kaj OBHE CYOjeKTH J0OMBa
MOTOJIEeMO  3HAUeHEe CO HU3MEHHTE BO
TEXHOJIOTHjaTa Ha IPOM3BOJACTBOTO U
Pa3BOjOT Ha HAayKaTa U TEXHUKATA CO IITO CE
CKpaTyBa J>KMBOTOT Ha IPOU3BOJHTE, CE€
3a0p3yBa BpPEMETO HYXXHO 3a peakiuja Ha
OJI'OBOPHUTE PAKOBOAMTENN IPH IITO HE
MOXaT Ja C€ 4eKaaT TpeuIKuTe Ha
KOHKYPEHTHUTE.

Bo coBpemeHuTe ma3apHM CTOIAHCTBA,
MIPUCYTHO € YBEPYBAaWETO J€Ka ONCTAHOKOT
Ha 1a3apoT MOXKe Ja ce 00e30e11 JOKOJIKY ce
BPILM HAaBPEMEHO IMJIaHUPake Ha MApKETHHT
aKTUBHOCTHTE, OJTHOCHO Ha CHTE PEeJICBAaHTHU
¢dakTopn Ha paborewmero. He Moxe na ce
OIICTaHE €IMHCTBEHO pearupajku Ha HOBUTE
Pa3BOjJHU MPOLIECH OTKAKO THE Ke ce M0jaBarT.

MapkeTuHror  BO  IIPOLIECOT  HA
IUTAHUPABETO Ha aKTUBHOCTHUTE MPETCTAaBYBA
Bojeuka (Qumiozoduja koja oOezdemyBa
CTpaTEeTHUCKH MpPUCTAall BO IUIAHUPAETO U
pa3BHUBa MapKETUHT BU3Mja U MUCHja Kpeupa
CTpaTeTUH M T CIPOBEIAYBAa U T'M MepU U
OLIEHYBa PE3YJITATHUTE.
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3AKJIYYOK

Bo nmocnenHuWTe  HEKONKY — TOJIUHH,
BHHAPCKUTE BU30U (TJIAaBHO TIPOM3BOJICTBECHHU
MOTOHU CO Majla M Cpe/Ha TOJIEMUHA) BO
HaliaTa  3eMja  ce  CTpeMaT  KOH
KOHIICHTPUPAmE Ha MPOU3BOACTBO Ha BUHO
IIOJIHETO BO LIUIINEA M BUCOKOKBAIUTETHU
BHHA, TMPEKY CTPOra KOHTpoOJIa Ha U300p Ha
COPTH, YIpPaByBawme CO JIO30BM Hacagud HU
6epba, TpaHCHIOPT M NPAKTUKHU 32 UCTIOPAKA.
Ilokpaj Toa THE MHBECTUpAaaT M BO
coucTunMpaHa ompeMa 3a J0paboTKa u
npepa0oTKa, MOJHEHE BO I[IHUIIHKA U
MapKETUHT TEXHOJIOTHH U C€ KOHKYPEHTHHU
Ha JIOMAlIHUTE Kako M Ha CTPAaHCKUTE
na3apu.

[Ipou3BoauTenuTe  Ha  rposje  ce
COOUYYBAaT CO HEKOJIKY NMPOOJIEMH MOBP3aHU
co ympaByBameTo. [IpousBoaurenure Ha
rpo3je He MOXKaT J1a JoOUjaT KPEIAUT, WK J1a
BIIMjaaT Ha Ha0aBKaTa Ha CypOBUHH (HA TOj
HayuH € HaMajeHa ymnoTpebaTa Ha arpo-
XEMUCKU CpPEJCTBA), NPUMEHYBAHETO Ha
KOHTpOJIaTa Ha IIGHUTE Ha TPO3jeTo, H
OCUTYpYyBam€ HaBpEMEHM HCIUIaTH 32
HUBHUTE HMCIIOPAKH, OCOOEHO O] cTpaHa Ha
[IOroJIeMUTe TpepaboTyBAauKH KamalluTeTH.
OrexHaToTO (PUHAHCHpamE € HajrojieMa
Oapuepa 3a pacTOT U Pa3BOjOT HAa MaJlUTe U
cpennu ¢upmu. Jlozapute v puHaAHCHpaaT
OoratuTe BUHApHUHU IIpe/iaBajKu UM Ipo3je BO
KOe BJIIOKHJIE Tapu M TPYyH, a 3a Toa HE
nobusaar BegHam napu. Hepetko He noafa
710 UCIUIaTa Ha MpenaaeHoTo rposje. [Ipuroa
JI03apyUTe 1eTOCHO (PMHAHCUCKU ITponaraaT u
CTpajaaT HUBHUTE (aMHIIHH, HaKO HAITOPHO
paGoTerne M UWHBECTHpalle BO JIO30BUTE
HacaJu.

JIOKOJIKY ~ Ka] TIpOM3BOJIUTENUTE Ha
3eMjOJICTICKH  MPOM3BOJU, OJHOCHO Kaj
MaJIUTE U cpeiHuTe GUPMU 3a TPOU3BOJICTBO
Ha BMHO ® paKdja HeJOCTacyBaaT
(UHAHCUCKU CTpEACTBA 3a OCTBApyBame Ha
MIPOU3BOJICTBEHUTE AKTUBHOCTH, CO ITOMOII
Ha MapKeTHMHIOT MOXaT Ja ce H3Hajaatr
KpeaTHUBHU pelLIeHHja KOU Ke IoHecaT pa3Boj
Ha  TPOMU3BOJCTBOTO  CO  H3HAOlame
QITepHATUBHU pelieHuja 3a o0e30emyBame

cpeacTBa.MapKeTHHIOT Ha MaJlHOT OHM3HHC
My OBO3MOXYBa Jla OCTBapH IO3UTHBHH
pe3yNITaTH 3aToa IITO HA KYIMyBauUTE UM CE
JlaBa MPOU3BO/I IITO MM € TIOTPEOEH, OTHOCHO
MPOM3BOJI KOj K€ TH 3aJ0BOJIM HUBHHUTE
notpedu u xeyndu, ce ocTBapyBa npodur 3a
¢dupmMaTa co KOj MOXe Ja Ce MPOJOJIKH CO
OCTBapyBameTO Ha OW3BHHCOT W Jia ce
MpOIIMPH BO HAcOKa Ha  KpeHpame
MPOU3BO/IM U YCIIYTH KOU K€ 33aJJ0BOJTyBaat
nmorsepedM Ha oOmpenesieH Opoj HIHU
KYITyBayYH.
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Abstract

One of the key activities in the operation of
the system for prevention of drug abuse is the
reduction of drug demand.

Reducing the demand for drugs in our
country has a strategic importance, which is
quite justified. The dimension of the strategic
issue is provided, among other things, and
with documents and acts of national character
that contain almost all aspects of the issue
and, as a rule, involve coordinated activities
(state bodies, medical and educational
institutions, media) in order to achieve the set
goals.

The starting point in this paper are the most
important information about the situation in
the supply of drugs in RS Macedonia
presented the components of action to reduce
the supply of drugs.

Keywords: drug, supply, supply reduction,
strategic goals

BoBen

[IpucycTBOTO Ha JPOTM € PeasHOCT BO
Peny6nuka Makenonuja, a oBa BO IIpB pexl ce
riena of KOJIMYKWHATA Ha 3aIUICHETH JPOTH.
KapaxTepucTukure Ha 3aJIeHETUTE APOTH CE
pa3IuKyBaaT O TOJMHA BO TOAMHA, T.€. BO
HEKOM TOIMHU IOMUHUPA 3aIJIEHYBAKETO Ha
XEpOWH, a BO JIPYT'H TOJIMHU 3aIUICHYBAmHETO
Ha KaHaOMCOT W HErOBUTE JEpUBATH.
BpojHuTEe YyCcmemHo peaqu3upaHd aKIWH,
npecevyeHuTe Mel'yHapOIHU KaHaJIH,

M-p Jby6omup IIETPOBUK

nokTtopaH Ha HoB Oyrapcku yHHUBEp3UTET
Codmuja,

Peny6iiuka byrapuja

BUTHU KOMIIOHEHTH HA
AKIIMHUTE 3A HAMAJIYBAILE HA
INIOBAPYBAYKATA HA IPOT'A

AnCTpaKT

Enna on  KiydyHMTE  aKTUBHOCTH — BO
7Ie]CTBYBabETO HA CUCTEMOT 3a CIIpeuyBambe
Ha 3710ymoTpeda Ha JIPOTH € HaMallyBameTO
Ha nobapyBaykaTa Ha JIpora.

HamanyBameTro Ha mobapyBaykaTa Ha JIpora
BO HallaTa JpXaBa HUMa CTPaTETHCKO
3Haueme, IITO € CcOceMa OIPaBAAHO.
JluMeH3HjaTa Ha CTPATErMCKO Mpallame €
00e30enena, Mery Apyroro, u co JOKyMEHTH
U aKTU OJI HAallMOHAJICH KapakTep KOU TI'H
COApXaT pPEYNCH CHTE AacleKTd Ha
npobiaemMarukara u, o IpaBuiIo,
nospa3oupaaT KOOPAWHUPAHH AaKTHBHOCTH
(Ha [pXaBHM OpraHd, MEIULIMHCKA U
€IyKaTHBHH YCTaHOBH, MEIWYMH) 3apaau
MIOCTUTHYBaWbE Ha 3a]1a/ICHUTE LIENH.
[lojnoBHa ocHOBa BO TPYAOB c€ HajOUTHUTE
CO3HaHHja 3a COCTOjOMTE BO CHAOIyBaHETO
co apora Bo PC Makenonuja u npectaBeH!
KOMIIOHEHTUTE Ha  aKTHUBHOCTHTE  3a
HaMalyBambe Ha CHa0IyBamkETO CO Jpora.

Kayynun 300poBu: 1pora, cHaOayBame,
HamallyBame Ha CHa0JyBame, CTPATEerHCKU
e

3aIJICHUTe, CTUMUHHUPAKETO Ha KPUMH-
HaJTHHUTE TPYIHU, C€ BEPOJOCTOJHU HHJIUKA-
TOPH KOM TOBOpAT 3a IMOCBETEHOCTA, pode-
CHOHAJTHOCTa U CTPYYHOCTA Ha TMOJHIIMjATA.
MaxkcuMaaHUTE Hamopu Ha NOJUIMjaTa U
[aprHAaTa 3a CIpevYyBame Ha CHAOIyBamHETO
W HaMallyBalkeTO Ha IMoOapyBaykara Ha
JIpora paajnoa TO3UTUBHU pe3yiTratd. Bp3
OCHOBA Ha KOMITAPATUBHUTE COTJICTyBaba BO
W3MHHATUTE TOAWHM €  KOHCTaTHpaH



KOHTUHYUpaH TPEHJ Ha 3roJIeMyBame Ha
oTkpuBaukara pynkmnuja. Kako pesynrar Ha
ycrenrHata copaborka Ha MKl monuiucku
U IApUHCKHU CIYXOM CO TOBEKE CTPaHCKU
ciyxbu 3a Oopba mpoTuB gpora, Oea
peayiu3upaHy HU3a YCIEUIHU WHUIIM]aTHUBH,
pa30uBame Ha KPUMHUHAIIHU TPYITH, YI€CTBO
BO 3a€HUYKU ME'YHapOJAHU KOOPIUHUPAHU
aKIUM TP IITO HA TEPUTOpHjaTa HA TOBEKe
COCeHM 3eMju W 3eMju ona EBporickara
VHuja Oea 3aruieHETH MOBEKE KWJIOTPaMu
XEpOHMH U KOKaUH.

Penybnuka Makenonuja e 3emja Koja ce
Haofa Ha MaroT Ha Jporara (TpaH3UTHA
3eMja), HO, HCTOBPEMEHO 3eMja BO Koja
IPOM3BEyBa ¥ KOH3YMHPAAT JAPOTH>Y,

Bo u3mMuHaTHTE TOAMHA MMa 3HAYUTEITHO
3rojieMyBam€ Ha TProBHja co KaHaOuc MpeKy
teputopujata Ha PM. I'maBHUTE TIpaBIu Ha
Tpacara Ha KaHaOHC U HETOBHUTE JIEPUBATH €
on AubaHuWja TpEKy CEeBEpO3anagHuoOT 0
JYTOMCTOYHHOT Jien BO Hacoka Ha ['puuja u
Byrapuja. Xepounor moara, TJIaBHO, OJ
Typuwuja, byrapuja unu ['puuja Bo mpaBen Ha
Anbanuja wnm CpOuja, KOKaMHOT TIPEKY
BO3/YIIEH MaT MPEKYy CKOMCKUOT aepoipoM
WIA TIPeKy NPUCTAHUIITAaTa BO AnOaHuja u
Byrapwuja, noaexa CHHTETCKU IPOTH HAjYECTO
noaraat on Hacoka Ha byrapuwja u CpoOwuja.
CagemeTo KaHaOWC, TJaBHO, 3a JIMYHA
yroTtpeda ce CpeTHyBa Ha TEpHTOpHjaTa Ha
nena PM. IIpou3BOACTBOTO HA CUHTETUYKU
JpOTH Ce YIITE € BO pacTe BO CBETOT H €
cepuo3Ha  3akaHa 3a PM opajau
HE/IOBOJTHATAa KOHTPOJIa HA MPEKYp30pH BO
PETHOHOT M TIOpajy HUBHATA JOCTAIHOCT'.
lenec, caaemeTo apuOH W HETOBOTO
MIPOU3BOJICTBO C€ KOHTPOJUPA O]l CTpaHa Ha
OBJIACTEHU OpTaHHU3aIMU 32 TIPOU3BOJICTBO.

Huz  cTpyunure u  omepaTuBHUTE
aKTUBHOCTH BO PaMKHTE Ha CTpaTerucKara
orpezaenda Ha Jap)kaBaTa 3a HaMalyBambe Ha

3 Merpymescka. T u copaGoTHUIUTE,
,»3J10yNIoTpedaTa Ha APOru Mer'y MIIaJuTe BO
Pemry6nnka Makenonuja““, ApXuBH Ha jaBHOTO
31paBcTBO Ha Pemy0imka Makenonuja, ISSN1857-
7148,ctp. 54.2012.

37 Onceva S. Report ESPAD (European School
Survey Project on Alcohol and Other Drugs) for

CHaOyBambeTO €O JPOTH C€ HU3BJICUEHU
CJIETHUBE KOHCTATallUU:

a) KapaKTepUCTHKHTE Ha ymnorpebaTta U
TProBHjaTa co ApOra MoCTOjaHO Ce MEHYyBaaT
IITO TPHUIOHECYBa 3a 3rOJIEMyBame Ha
KOMIUIEKCHOCTA Ha 1a3apoT Ha Apora.

0) KpUMHHAJIUTETOT KOj IO TeHepupa
TProBUjaTa U HEJIETaTHOTO MIPOU3BOJICTBO HA
Jpora Moe Jia ce pa3depe caMo BO MOMIMPOK
KOHTEKCT Ha AKTUBHOCTHTE Ha
OpTraHU3UPAHUTE KPUMHHAIHU TPYITH.

B) CO3HaHWjaTa Ha MelyHapOJIHUTE
WHCTUTYLIMM AaKTHMBHM Ha IOJIETO Ha
HaMalyBambe Ha KPUMUHAIHUTE aKTUBHOCTH,
BKJIyYUTETHO W KPUMHUHAIHU aKTHBHOCTH
MOBP3aHM CO JPOra, yKaKyBaar JIeKa MOCTOU
3rojieMyBamke€  HAa  HMHTEpaKknujata M|
copaboTkata moMmery  OpraHHU3UpPaHUTE
KPUMHHAIHH TPYIH, OCOOCHO BO TProBUjaTa
CO TMoOBeke BHUAOBM Ha Jpora, a H
nuBep3u(uUKanyjaTa  Ha  pyTHTE 32
cHabayBame CO JApora € BO IMOpacT.

I) mpeKy Tio0anu3anyjara, na3apor Ha
Jpora e moBeke AMHAMUYeH, HTHOBATUBEH U
KpPUMUHAJIHUTE Ipynu Op30 OJIroBopaar Ha
MIpEeIU3BUIUTE.

Ce wu3nmBojyBa mpobOinemartukara 3a
XEpOMHOT BpP3 OCHOBA Ha CO3HAHUETO JeKa
MaKo MPOOJIEMOT CO XEPOMH BO PAMKHTE Ha
EVY ce uunHM 5ieka e Bo onarame Ha JI0JIT POk,
a CO TOA M KOPUCTEHETO Ha T.H. bankaHcku
naT 3a TPaHCIOPT U CKJIAANpame Ha XEPOUH,
Cellak ma3apoT Ha KaHAOUC pacTe BO BaXKHOCT
n cnopen ananuzure Ha EBPOIIOJI u e
MOBP3aH CO HACHJICTBO M APYTH KPUMHUHATIHH
akTEBHOCTH®. OBaa yclIoByBa moTpeba 3a
€/IHAaKBO TWHAMHYECH, MHOBATUBEH W arujeH
OJITOBOP BO CIPaBYBAHETO CO MPOOIEMOT CO
apora.

IIpoexTUpanu AKTUBHOCTH U
pe3yaTaTd 0 CTPATerHCKH KapakTep BO

RMacedonia. CAN Institute, Stockholm Sweden.
1999, 2008.
38 The state of the drugs problem in Europe.
European Monitoring Centre for Drugs and Drug
Addiction ISBN 978-92-9168-538-7
doi:10.2810/64775, 2012
http://www.emcdda.europa.eu/publications/annual-
report/2012
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pPaMKHuTe Ha 00JIacTa 3a HAMAJyBambe Ha
CHa0yBam€eTO CO APOru

AKTHBHOCTUTE KoM O Tpebaso maa
JOBeaT 0 HaMalyBambe Ha MoOapyBavykara
Ha Jpora Me Jia Ce TPYNupaaT KaKko aKIHUU O/

e EnykaruBeH Kapakrep,

e  OpraHuzaluCcKH Ipaliama,

e  MeauuuHCKH MEPKHU

e Jlepunupame cCOOABETEH NPUCTAI BO
peaM3anmjara Ha aKIUUTE.

Axnuuy.

- elyKaTHBEH KapakTep

[IpoekTHpaHo € aKiujaTa co eayKaTHBCHA
¢yHKIIMja 1a ce COCTOjaT BO CIETHOBO:

» HamanyBamero Ha mobapyBaukara Ha
apora ia Ouje HHTeTpupana BO MOIIUpPOKaTa
OTILITECTBEHA 6narococtoj6a, co
MIPOMOBHUPAHEC Ha 3JIpaBjeTo "
MPEBEHTUBHUTE CIyKATUBHU  IPOrPaMH.
HeonxonHo e na ce 06e30enu u onapxyBa
CpelIuHa BO KOja 37paBjeTo € u300p.

» llomoOpyBame Ha MPHCTANOT [0
pa3Nu4YHM TporpaMu 3a TpeTMaH (M co
Metanon u co bynpenopdun), BKIydyBajKu
MHTETpUpaHa NICHXOCOIIHjaTHa u
(bapmakoIomKka rpuxa, HoO 1 OCUTYpyBambe
JieKa W KBAJIMTETOT HA MPOTPAMUTE KOU Ce
UMIUIEMEHTHPAAaT Ke ce 3r0JIeMHU.

» IlpommpyBame Ha JOCTAallHOCTA H
orndareHocTa Ha e()EeKTUBHU TPOTpaMHu 3a
TpeTMaH M OJPXKYBam€ Ha JIMIIA CO pa3BUEHA
3aBUCHOCT OJI JpOra, CO IOCBETyBame Ha
0cO0OEHO BHHMMaHHE Ha pPaHJIMBUTE U
MapruHanu3upanute rpynu. [Iporpamure na
ce KYIATYpHO, TIOJIOBO U T€HEPaLUCKU
CEeH3UTUBHHM, Ha Ielara TepuTopuja Ha
Peny6muka Maxenonuja®,

> Pa3BuBame Ha  mporpaMu  3a
COBETYBal€ M TpPETMaH Ha HE-ONMUOWJIHU
KOPUCHMIIM Ha JIpora, BO COIVIACHOCT CO
pelieBaHTHUTE TOTPEOH.

> PasBuBame Ha e(eKTUBHU MEpPKH 3a
HamallyBame Ha nobapyBaukara Ha JIpOTH 3a

3 Declaration on the guiding principles of drug
demand reduction (A/S-20/4, chapter V, section A)
40 EU Drugs Strategy (2013-20), 2012/C 402/01.

71a OZITOBOPH HA MPEIN3BHUIIATE, KAKO IITO Ce:
yrnoTpeda Ha TOBEKe JPOrH BO UCTO BpeMe
(polydrug use) BkIydyBajku TH U
KOMOWHHMpaHa ymoTpebda Ha  3aKOHCKH
HE/I03BOJICHU CYIICTAaHIM, 3JI0ymoTpeda Ha
NPONUIIAHK  KOHTPOJIMPAHU JICKOBH H
ynorpebata Ha  HOBU  IICMXOAKTUBHHU
CYIICTAHIIH.

» Kopucreme Ha jacHH, HAyYHO TOYHH
U BEpPOJOCTOJHH, KYITYPHO BalIUIUpPAHHU,
HaBpeMeHU HH(OpPMALX BO OOpa3OBHUTE U
mporpaMM 3a IpeBEeHLWja, KOM Ke ce
TeCTUpaaT Ha MaJl IPUMEPOK Tpes aa Oumat
HAcOYeHH KOH [eNHaTa [OMyJamuja.
CrexHyBame Ha KpeIuONINTET,
n30eTHYBajKH  CEH3aIlMOHAIN3aM, a Co
IPOMOBHpabE Ha I0BepOaTa u moo0pyBame
Ha e(UKACHOCTA.

» llomurnyBame Ha jaBHaTa CBECT 3a
OMACHOCTUTE OJ ymorpebara Ha JPOTH U
IIpoOMOBHpPAILEC Ha IMPCBCHTHBHU IIOPAKH,
HOpPOTHB ynoTpedara Ha Jpora BO copaboTKa
CO METUYMHTE.

» Bo pavMkure Ha CHCTEeMOT Ha
KpUBUYHA TIpaBja, Kaje IITO € COOIBETHO,
rpajicle Ha KalalWuTeTH 3a ToMarame Ha
3aBUCHUIIMTE OJ Jpora KOM Cce€ Ha
W3IP)KyBame Ha Ka3zHa 3aTBOP, BO MOTJIE] HA
no-o0pazoBaHMe M MOJrOTOBKa  3a
peconyjanu3anydja W COIMjaiHA  pe-
MHTErpalyja o 3aBpllyBame Ha Ka3HaTa. Bo
LEIUOT OBOj KOHTEKCT, MOTpeOHO €
OCTBapyBame Ha OJUCKa copaboTka momery
MPAaBOCYAHUOT CHCTEM, 3[PAaBCTBEHHUTE H
COLIMjaJIHUTE CUCTEMHU.

EnykaTuBHHTE JMMEH3WM TJaBHO Ce
NoTIUpaaT Ha  WIMpoKa  omn¢aTHOCT,
MIPEBEHTUBHOCT U CEH3UTHBHOCT BO OJTHOC Ha
IyreTo U CPEeAUHUTE, OJTHOCHO YCIIOBHUTE BO
KOH ce crpoBenyBaat’?,

- OPraHu3aIUCKU NPalamba
CTpaTerucku eneMeHTH ce BIPaJIcHH U BO
rpymara IITO Ce€ O3HayyBaaT  Kako

http://eur-
lex.europa.eu/LexUriServ/LexUriServ.do?uri=0J:C:2
012:402:0001:0010:en:PDF
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OpraHM3allCK{ Tpaliama CO  CIICTHUBE
3aJI0K0U:

» HamanyBame Ha mobapyBaykara 3a
aporu  Tpeba ga  Omme  men  onn
MYJITHCEKTOpCKa copaboTka, ceorndarHa,
MTOBEKECIIOjHa, KOOpJMHHUPAHA "
WHTETPUPAHAa CO COLMUjATHUTE M jaBHUTE
NOJMTUKM KOM BIMjaaT Ha CEBKYITHOTO
3lIpaBje W COIMjalHA M EKOHOMCKa
6marococtoj6a Ha JyreTo.

» HanvunyBamwe Ha criabocTuTe Ha
TPETMAHOT Ha 3aBHCHOCT OJ] JPOTH, KOH Ce
H0jaBeHH 3apagd KyMYJIHpPaHOCT Ha TOJIeM
Opoj Ha MalMeHTH, HUBHA XETEPOrCHOCT I10
OCHOB Ha IOJI, BO3PACT, KYJATYPHH Pa3IUKH,
o0pa3oBaHHe, COLHMjATHM ¥ EKOHOMCKH
pa3iiuKK, OJ €ICH acleKT M TeparucKu
MOYKHOCTH M LIEJIU 32 Pa3IMYHU MALUCHTH O
ApyTa CTpaHa, IITO YCIOBYBa HEMOXKHOCT 3a
PALOHAIHO HCKOPHCTYBaHbE Ha
MOTEHIMjaJIATeé HAa BHCOKO CTPYYHHOT
MEIUIUHCKA KaJap BO OJAPEACH el O]
MCTAAOHCKUTC HCHTPHU.

» PasBuBame Ha MHTETPUPAHU MOICITH
Ha TpIKa, MOKPUBAJKM TH W MOTPEOUTE
MOBpP3aHU CO  MEHTaJHAa  3]PaBCTBEHH
npo6yeMu (KO-MOPOUIUTET), CO BKIYUYyBAHE
Ha PUBATHHUTE NICUXUjaTPUCKU OPAMHAIIH 1
N00puTE MPAaKTUKU KOU CE CIPOBEIYBAAT OJ1
HUBHA CTpaHa Kaj JIMIaTta CO 3aBUCHOCT O]l
apora, 1Mo MOJEJIOT Ha jJaBHO — IPHBATHO
MapTHEPCTBO, KOj HOCH 3abp3aH pa3Boj U
excrieptuza®l,

> Pa3BuBame Ha MeXaHM3MH 3a
COollMjaJlTHA pEWHTepalyja Ha JHIa Co
pa3BUEHa 3aBUCHOCT OJ1 JIpora, KOM ce Ha
TpeTMaH, (papMaKOJIOIIKU U TICUXUJaTPUCKH,
BO Morjes Ha o0e30enyBame Ha: OecruiaTHa
MpaBHA COBETOJIaBHA TIOMOII, JIOMYBAame,
oOpa3oBaHue, CTpy4yHa o0yka u
BpaboTyBame.

41 Kysmanogscka I'. Mukuk B. CtojaHoBuk C.
W3BemTaj o1 mporieHKaTa Ha TOJIEeMUHATa Ha
MOTTyJIaIjaTa Ha MHTPABEHCKH KOPUCHHUIIM HA Apora
Bo KymanoBo, ['octusap, Ctpymutia, Oxpua u

» TlonatamomrHeH pa3Boj u
JOCTAITHOCTa Ha MEPKH KOW HMMaaT 3a Iel
HamallyBame Ha MobapyBayKaTa Ha JApora BO
3aTBOp (JIEKyBame, pexaOuiauTaiuja), Bp3
OCHOBa Ha COOJBETHa TPOLEHKA Ha
3lpaBCTBeHaTa coCToj0a W moTpedbure Ha
3aTBOPEHUIINTE, CO el Jla C€ IOCTUTHE
CKBUBAJICHTHA TpKa Kako ITO €
NpeIBUACHO M BO 3aeJHHUIATA, a BO
COTJIACHOCT CO TIPaBOTO Ha 3/PaBCTBEHA
3a0ITUTa W YOBEKOBOTO JIOCTOMHCTBO,
npernopavyano Bo EBpornickara KOHBEHIH]ja 3a
yoBeKOBM mpaBa u  lloBembara 3a
¢dbyHIaMeHTaHUTEe TpaBa Ha EBporickara
yarja. KoHTHHYHUTETOT Ha Tprkara Tpeba aa
ce o0e30emyBa Bo cute pa3u Ha CUCTEMOT HA
KpUBHYHATa  MpaBia, Kako ® IO
0CJI000yBakETO Ha JIUIIETO KOC
M3IPXKYBAJIO Ka3Ha 3aTBOP.

> PasBuBame Ha MeEXaHW3MH KOU MMaaT
3a [e] MPEeBeHIja Ha yrnoTpeda Ha apora u
Ipyru Mel'yHapOIHO KOHTPOJIMpPaHU
NICUXOAKTUBHU CYIICTaHIMU OJf CTpaHa Ha
CIIOPTUCTHU, JIMIA KOHM AKTHMBHO HWMaar
CIIOPTCKHU aKTHBHOCTH, JIMIA KOU TPEHHPAAT,
BKIIy4yBajKH TH H OoamOwigepu, co mel
3roJIEMyBabe Ha aTJIETCKUTE MepPOPMAHCH.

- MEJUIIMHCKH MePKH

HapeI{HI/ITe JABE ILCJIMHU O aKTHUBHOCTHU
UMaat NpeTeKHO MEAULIMHCH ACHIEKT.

» BocnocraByBame Ha cucTeM 3a
JUIEHIUPAbE Ha 3]IpaBCTBEHUOT
MEIUIIMHCKU TEepCOHal KOj Ke MOXe Ja
NPONUINYBa CYOCTUTYL[MOHA Tepamuja Ha
JUIaTa co pa3BUEHA 3aBUCHOCT O ApOra.

» llomoOpyBame Ha JOCTalmHOCTA Ha
IpenapaTor co MHTEPHALMOHATIHO
HE3aIITUTEHO UME HAJIOKCOH, 0COOEHO MpeKy
UTHUTE MEIUIUHCKH CIOyxO0u, co 1en
(hapmakoJIoIKa HHTEPBEHIMja TPH OIHjaTHU
IIpeo3upame U OTCTPAHYBaWkE Ha COCTO)jOU
Ha JenpecHja Ha LEHTPAJHUOT HEPBEH
CUCTEM M DPECIUPATOPHHOT CUCTEM KOHU C€

Ckormje. MaCTHTYTOT 32 jaBHO 37pasje, CekTop 3a
KOHTpOJIa U TIPEBEHIIMja Ha 3apa3Hu 00JecTH,
3aeJHIYKHOT M3BEINTaj co mporpamara 3a XVB /
CHUIA Ckomje jyran, 2010
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OIIACHU 110 XMBOT. HamokcoHOT € 0e30emeH u
e(UKaceH OMNHWjaTeH aHTaroHUCT (HE € Ha
JIACTAa HA KOHTPOJIMPAHU CYICTAHIUHA Of
OOH) co edextr ox mUPOK CIEKTap Bp3
IpeIo3upama o1 PUPOJTHH, TOTYCUHTETCKU
¥ CHHTETHCKH OTTHOMIH .,

- KapaKTepUCTHKH HA NPHUCTANOT BO
peanu3anuja Ha AKIUUTE

Co u300p HAa MPUKIATHH TIOCTANKH CE
OYeKyBa W  NPHUIOHEC BO  OIILITHTE
HAaCTOjyBama.

» IlomoOpyBame Ha NPHUCTANOT [0
nporpamMu (MEpKH) 3a paHa MHTEPBEHIIH]a,
0Cc00EHO 3a MITaJTUTE ayre co
eKCTIICpUMEHTATHA yrorpeda Ha
MICUXOAKTUBHH CYIICTAHITUH.

» Ilporpamure 3a HaManyBame Ha
nobapyBaukara ke OujgaT Au3ajHUpPaHU 3a J1a
Ce OATOBOPH HA MOTPEOUTE HA HACEICHHETO
BO IIEJIMHA, KAKO M Ha OJIPCIICHH TPYyIU Ha
HaceJIeHne, OOpHYBajKHM MOCEOHO BHUMaHUE
Ha MJIaJIATE.

» Ilporpamute ke OUAAT MITO € MOKHO
noBeke ePUKACHH, COOJJBETHH M JOCTAITHU 32
OHUE TpYyNH Jyfe H3JI0KEHH Ha HajroJIeM
PHU3UK, 3€Majki TU MPEABHUJ PA3JIUKUTE BO
T10JIOT, KyJITypara, BO3pacTa u
00pa30BaHUETO.

» TlogoOpyBame Ha jJocTamHOCTA U
e(pUKaCHOCTa Ha MPOTPaAMHTE 3a MPEBEHIIN]ja
(om mMpBOTO BIMjaHHE Ta CE /IO JOJTOPOYHA
OJIPKJIMBOCT), CO 1IeJl Jla ce MOJAUTHE CBecTa
3a PU3MKOT O] ynorpeba Ha JpOoTu U IpyTu
TICUXOAKTHBHU CYIICTAHIIUU U TOCIICIUIITE
ol HHUBHara ymnorpeba. 3a Taa 1edn,
MPEBEHTUBHU MEpPKU Tpeba Ja BKIydyBaat
paHO  OTKpUBaWE€ M  HHTEPBEHIIN]a,
MPOMOIIMja Ha 3/IpaBH KUBOTHHU CTUJIOBU H
Haco4eHa TMpeBeHIrja (T.e. CEJIEKTUBHA M
WH/IAIUPAHA) co BKITy4yBame Ha

ceMejcTBaTa M 3aeHUIaTa’,

42 Strang J, Kelleher M, Best D, Mayet S, Manning V.
Emergency naloxone for  heroin  overdose.
BMJ;333:614— 615.2006

3akiayyonu

3noynoTpeba Ha apora BiIMjae HAa CHUTE
CEKTOPH Ha OIIITECTBOTO M 3€MjHU HA CHUTE
HUBOA Ha pa3Boj, 3aroa NOJUTUKUTE H
IporpamMmure 3a HaMaJTyBambe Ha
nobapyBaukara Ha Jjpora Tpeba npa ce
OJJHECYBaaT CIIOPEJ TOA CO3HAHUE.

Bo cucremor 3a cmpeuyBame Ha
NPOM3BOACTBO M TProBHja CO Jpora e
HEOIXOJHO Ja C€ MPAKTUKYBAaaT CIICAHUBE
onpenenon:

% [IlpeBeHupame Ha ymoTpedara Ha
IpOTM W HaMallyBalke Ha  IITETHUTE
MOCIIEIUIIH O] 3JI0yIOoTpeda Ha Jpora;

% CnpedyBame Ha CKCIICPUMEHTAIIHA
ynotpeba Ha [pora Ja CTaHe peloBHA
ynotpeoa;

% Pana wuHTepBeHIMja 3a PHU3UYHO
KOPHCTEHE Ha JIpOra,

% [IlorTukHyBame Ha aKTHBHO |
KOOPAMHUPAHO YYECTBO HA MOCIUHIIN, HO U
Ha HUBO Ha 3aeJHMIATA, W OMNINTO U BO
coCTOjOM Ha OCOOCH PHU3MK, HE 3aBUCHO O]
HUBHaTa reorpadcka JoKaluja,
E€KOHOMCKHUTE YyCJIOBH WIH OpojoT Ha
3aBHCHHIIM BO TOj €I O]l HACENIEHUETO;

% Tlporpamute 0O AEJIOT HAMATyBambe
Ha mnobapyBaukaTa Ha Jpora jaa Oujat
YYBCTBUTEIHH HA KYJITYPHUTE H TIOJIOBHUTE
pas3iuKy;

% Co moaapuikara oJ] CpeiHaTa Ja ce
IIPUJIOHECE 32 Pa3BOJOT U OJIPKYBAKETO HA
[Iporpamure onx [ENOT HaMalyBambe Ha
noOapyBaukara Ha Jpora.

% TlomoOpyBame Ha JIOCTAIlHOCTA,
MIPUCTAMTHOCTA U ON(paTeHOCTa HA €PEKTUBHU
W HACOUYEHH MEpKH 3a HaMmajlyBamke Ha
noOapyBaukara Ha Jpora, pa3MeHa Ha
HajIoOpU TPAKTUKH W  pa3BUBaAlkE U
UMIUIEMEHTHpamhe Ha CTaHIapauTe 3a
KBJIUTET BO IMpeBeHIMja (BO KUBOTHATA
CpeAMHa, YHHUBEp3ajHa, CeJNeKTUBHA U
WHIUIMpaHa IPEBEHIIN]ja), paHO OTKPUBAHE
Ha 3aBUCHOCT OJ Jpora ¥ HHTEPBEHLHUH,
HaMallyBalke€ Ha PH3UKOT M IITETaTa O]

43 Ashton H, Hassan Z. Best evidence topic report:
intranasal naloxone in suspected opioid overdose.
Emerg Med J ;23:221-223.2006
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ynoTpeOa Ha Jpora, TpETMaH,
pexabwmnranuja, colyjaiHa peUHTErpalyja
U pecolyjanu3anyja.

X Cueneme Ha HWHIUKAIUATE 34
3IPAaBCTBEHUTE W  COLUjAIIHUTE PH3HMLHU
MOBpP3aHH CO  HOBHTE  IICHXOAKTHBHHU
CYIICTaHIIUH, BKJIY4yBajKH ' u
KapaKTEPUCTUKU Ha KOPUCHHIIUTE.

Jlureparypa

1. Kysmanoscka I'. Mukuk B. CtojanoBuk
C. U3Bermnraj o npoeHKaTa Ha ToJieMUHaTa
Ha IoIyJIalujaTa Ha UHTPABEHCKH
KOPUCHHUIM Ha Jpora Bo KymaHoso,
I'octuBap, Ctpymuna, Oxpun u Cxorje.
Wucrutyrot 3a jaBHO 31paBje, CekTop 3a
KOHTpOJIa M IPEBEHIMja Ha 3apa3HU
OoJiecTy, 3aeAHNYKHOT U3BEILTA] CO
nporpamara 3a XUB / CUIA Ckomje jyHu,
2010

2. Omnuesa C. ECITA/] 1U3BemiTaj 3a
Peny6mka Makenonuja, ECTIA/J]
(EBpomncku Ilpoexkr, MctpaxyBame 3a
AIIKOXOJI M IpoTu Bo yuuiuimTaTa). KAH
HNucturyt, Croxxonm, [lIBeacka. 1999,
2008.

3. erpymescka. T u copaboTHHLIUTE,
,»370yroTpedaTa Ha IPOrd Mer'y MIIQJIUTE BO
Peny6nuka Makenonuja®, ApxuBu Ha
JaBHOTO 3/IpaBCTBO Ha Pemy0Oimka
Maxkenonunja, ISSN1857-7148, ctp. 54.
2012.

4. Cpercku M3BENITaj 3a IpOra,
Oo6enunerute Hanu Kannenapuja 3a gpora
u kpumuHai, Buena, 2012

5. Crpareruja Ha EY 3a ngporu (2013-20),
2012/C 402/01

6. 3aKkoHOT 3a KOHTPOJIa HA OTOjHU APOTHU
Y TICUXOTPOIHHU cyrncTanuuu (,,Ciyx0eH
BecHUK Ha PemyOnnka Makenonuja® 6poj
103/2008, 124/10, 164/2013)

112



343.575:613.88

Ljubomir PETROVIC, MRs

doctoral candidate at New Bulgarian
University Sofia,

Republic of Bulgaria

INFORMATION - CONDITION FOR
AVOIDING INCOMPATIBILITY AND
HAZARDS OF DRUGS IN SEXUAL
ACTIVITIES

Abstract

As an important issue in the establishment
and functioning of a modern system for
prevention or reduction of production and
trade in drugs, the education of potential and
actual drug users is imposed on its negative /
harmful effect on their health and life.

The attachment emphasizes the need for
knowing how individual drugs affect the
sexual activities of people. These findings are
part of education on drug use.

Keywords: drug, sex, erection, relaxation,
consequences

Bosen

Jla ce xuBee JeNOTBOPHO 3HAYM J1a ce Oume
no6po undpopmupan. OBa € UCTOpHCKATa MOpaKa
0]l OCHOBa4oT Ha knbepuernkara Hobept Bunep.
Pacromaramero co ompenemeH obeM  Ha
WHPOpPMALIUK My OBO3MOXXYyBa Ha YOBEKOT /
MMOEIMHEIOT Ja TO OpPraHUu3upa, OCMHCIYBa WU
peanu3upa CBOETO THEBHO M TPAjHO OTHECYBAbE.

MopaepHOTO 4YOBEIITBO € COOYEHO CO
MTOCTOEH-ETO Ha IPOTa WM APOTH B HE CMEE MpeNt
Tre pakTH na v 3aTBOpa ouuTe.... icTakHaTHOT
repmancku ¢mno3od, ['eopr Ppumpux Xeren
PEeKoII fieka “‘ce MITO € CTBapHO — YMHO €, CE IITO
€ yMHO — cTBapHO ¢€”. [loegHOCTaBHO KakaHO ce
ITO MOCTOM WMa TPUYMHA W OCHOBA 3a TOA
MIOCTOEH-E.

Bo pamkure Ha TemaBa 3a aHaiu3a
XerenoBaTa MUCIIa ToMara Jia ce npudaru jiexa e

4 C3IM3. 2012. Touiien U3BemTaj: 3APaBCTBEHH U
CeKCyalHH  TNpaBa  Ha  TpUNAJHAIM  Ha

M-p JbyGomup IETPOBUK

JIoKTOpaHT Ha HoB Oyrapcku yHUBEp3UTET
Codwnja,

Penybnmka byrapuja

NHO®POPMHUPAHOCTA - YCJIOB 3A
MN3BETHYBAIBE HEITPUJATHOCTHU
N OITACHOCTH ITPH KOPUCTEIBE

JAPOTI'A BO CEKCYAJIHU
AKTUBHOCTH

AncTpakr

Kako OuTHO npamame BO BOCIIOCTaBYBABETO
1 BO (PYHKIIMOHUPAKETO HA MOJIEPEH CUCTEM
3a CrIpeyyBame WIM HamalyBamkbe Ha
MPOU3BOJICTBOTO W TPrOBHjaTa CO IpOTa ce
HaMETHYBa eJyKallijaTa Ha OTCHLIUjaTHUTE
U peaTHUTe KOPHCHHIM Ha JpOTH 3a
HEJ3MHOTO HEraTHWBHO / IITETHO JEjCTBO BP3
HUBHOTO 3]IpaBj€ U KUBOT.

Bo npunoros ce nHarmacyBa morpebara of
CO3HAaHWja 3a TOA KAaKO OJJICTHH JIPOTH
BJIMjaaT Bp3 CEKCyaJHUTE aKTHBHOCTH Ha
ayfero. Tuwe co3HaHmja ce el on
00pa3oBaHOCTa 32 KOPHCTEHETO JAPOTH.

Kayunu 300poBu: npora, cekc, epekiyja,
OIYIITEHOCT, OCIEULH

cocema OTpaBJIaHo Jia ce enadopupa COOTHOCOT
Merl'y aporaTta U CeKCcoT.

KOHKpeTHOTO mpariame ITO ce pasriieayBa
BO OBOj NPWJIOT € KOJIKYy MH(pOpPMHpaHOCTa 3a
BJIMjaHUETO Ha JIporaTta BP3 CEKCOT OBO3MOXKYBa
na ce wn30erHaT HEKOM HENpHjaTHOCTH U
OIACHOCTH JOKOJIKY C€ KOPUCTH JIpora, HajyecTo
BO TIIpecpeT Ha CEeKCyallHH aKTUBHOCTH /
JejCTBHja.

[Ipernemor Ha BTEMeNEHHM HAydHO —
HCTPaXXyBauKW CO3HAHHWja TOKaXKYBa JieKa HMa
JIOBOJTHO apryMEHTH Jia C€ MpPe3eHTHpa Kako
OJJIETHM JPOTM TO OBO3MOXYBaaT WM TO
HapylIyBaaT OYEKYBaHOTO 3aJOBOJICTBO O]
NPAKTHKYBAKETO HA CEKCOT™,

Kako BamjaaTt onjejHu APoru Bp3 CEKCOT

MapruHaJIM3UPaHU TPYyNH (KOPUCHUIIM HA JpOTa, JIMLA
mro >xuBear co XMB, cekcyamHu paGoTHHIM U



Ce cmera pgexka HEKOM MOCIEIUIH OJ
3eMamEeTO OMNOjHH CYNCTAHIM CE€ TIOCEPUO3HU U
NOJOJTOTPajHH, a  JpyrH  JeKa  HuMaar
KPaTKOTPajHoO 1€jcTBO™.

AKo ce cMeTa JeKa aJIKOXOJIOT € CBOCBHJCH
00K Ha Jpora M ako TOj ce KOH3yMHpa, aKo
MOIIIHE PEJOBHO Ce 3eMa HEeKoja Jpora, aKo
YOBEKOT € CTPacTBEH IIymiady — CHTE OBHE
OKOJIHOCTH BJMjaaT M Bp3 CEKCOT, KakKo IITO
BIOPOYECM BIIMjaaT M Bp3 JAPYr'M HEIITa BO
KHUBOTOT.

Bo oum Ha CeKCyalHH aKTUBHOCTH,
AJTKOXOJIOT BO MIOMAJIU KOJIMYECTBA MOKE J1a Oujie
noOpemojieH 3apaad CO3/1aBambe OMyIITeHa
atMocdepa, Omnmejkm Moxke Ha ja yOmaxysa
HepBO3aTa, a Jda CTUMyJHpa CeKCyaiHa
MPUBIICYHOCT ¥ KOTTHEX.

Ho, BO mperojeMu KOIHMYECTBA AIKOXOJIOT
MOXe Jla UMa M MOIIIE CEPHO3HH MOCIICANIIH, a He
caMO MO)KHaTa CHTyallja Kora YOBEK MOXKe
MIPAKTUYHO Ja OH/ie B KPEBET CO JIMIHOCT KOja BO
Tpe3Ha COCTOj0a BOOMINTO HE OM cakal U He Ou
uman cexc*®,

Kaj MamkuTe 1 moMaso KOJIH4eCcTBO aTKOXO0JT
BU/UIMBO TO HaMmalyBa WHTEH3UTETOT Ha
epeKIMjaTa, ako Mak ce mpeTepa MoXe BOOIIIITO
Y Ja JI0jJIe 10 epeKIyja.

JIOKOJNIKYy Tak JOJTOTPajHO M PENOBHO ce
KOH3yMHpa aJIKOXOJI MOXE Ja ce CIy4Yd |
epeKTWIHa JUC(YHKIMja, a TOTBPICHO € JieKa
aIKOXOJIOT HMa HEraTHMBHO BJHjaHHE Bp3
KapakTepUCTHUKHTE Ha crepMara. lmeHo,
AJTKOXOJIOT MOXeE /I MPEAN3BHUKA HETTPABUITHOCTH
Kaj CHEepMaTO30MAMTE, IITO HaTaMy MOXe
HETaTUBHO Jia BIIMjae CO IPEIU3BHKYBambe Ha
OIITETYyBamke Kaj IUIOJIOT, 10 CIIOHTaH abopTyc U
JPYTU IIOTEIKOTHUH.

AJkoxoJ10T, ce pa3dupa, UMa BIMjaHHE U BP3
CEKCYyaJIHHOT JKMBOT Kaj JKeHuTe. Moke 1a
BIMjae Bp3 CyBOCTa OJHOCHO BIAXXHOCTa Ha
BarmHara, OWJEjKkM BO IIMjaHa CoOCTOj0a ce
HaMaJlyBa MPOTEKOT Ha KPB BO TEHUTAITUHTE.

JI'BTUK). Ckomje: Koamumuja ,,CexcyanHu u
3IPAaBCTBEHH  IIpaBa HAa  MapTrUHAIM3UPAHHUTE
3aeHULN . http://coalition.org.mk/ wp-
content/uploads/2008/10/izvestaj-2012-FINAL.pdf
(ITocereno: 22.03.2019)

4 Mukuk, Bnamumup, Topmana KysmanoBcka u
[ITabau Mewmertn. 2012. N3zBemntaj ol
610OMX€ejBHOPATHOTO HCTPAKyBamke W MpOIeHa Ha
OpojHOCTa Ha TIONMyJNanyjata Kaj JuIa KOH
HHjeKTHpaar Apord Bo Makenonuja, 2010 romuna.

Kaj nBata mona monrotpajuara ymorpeba Ha
AJIKOXOJI BIIjae M BP3 OmMarameTo Ha JHOMIOTO,
JypY MOYXE U J1a JOBEJE JI0 TPACTUYHO Omarame.

W HUKOTHHOT TIpe] ce BIMjae Ha epeKuujara,
a HAy4YHO — HCTPaXyBAadKH € JOKaKaHO JeKa
MaIIKUTe, KOU IPEMHOTY KOH3yMHPaaT HUKOTHH,
ce JBa MaTH TOBEKE M3JI0KECHU Ha PUBHKOT Ja
CTaHAaT IMIOTECHTHU.

OcBeH TOa, MAlIKUTe KOM  IIymIar
MpoM3eayBaaT MOMaJI0 KOJIMYECTBO CriepMa, Koja
MoOe J1a ouze neopmupana. Bo ciyyaj na nojue
710 OIUTOJYBambe CO TaKBa CIIEPMa, PaTUKaIHO Ce
3roJieMyBa OIaCHOCTA OJI CIIOHTAH abopPTYC, KaKo
M O pH3MK JeKa JeTeTo MOXe Ja HuMa
31pPaBCTBEHH MPOJIEMH. Hayununure
IpeaynpeayBaaT JeKa JernaTa Ha IyIIadynTe,
Jypyd ¥ KOra THE TMpecTaHalie Ja MyIaT Mpe[
3a4HYBambETO Ha IUIOAOT, C€ HU3JIOKCHH Ha
TIOTOJIEM PH3HUK O 3a00ITyBambe O Pak.

Bo opHOC Ha MapuxyaHaTa, aHaJIH3UTE
HaBeJyBaaT Ha CO3HaHHE JeKa BO MPBUOT
MIOJIOBHMHA Yac M0 KOHCyMalyjaTta — MapuxyaHaTa
npeau3BUKyBa eydopuja u Bo30ylyBame, KOU
BJIMjaaT ¥ Ha 3aCHIIyBameTo Ha Jubumoto. Ho,
Kora Ke MHUHAT THE TPUECETHHA MHHYTH,
MapHXyaHaTa uMa IIPeJl Ce CEIaTUBHO AejCTBOY .

JonroTtpajHata ymorpeba Ha MapuxyaHara
Npe€aAn3BHUKyBa MONIIHC HCETAaTUBHU MOCICIUIIH,
IpeJI ce MOPajy T0a IITO I'0 HaMaTyBa JIMOUI0TO,
a Kaj OJKCHHTE MOXE Ja TO0 Hapylium |
MEHCTpyaIHHOT 1uKiIyc. Ce TBpau JeKa OBHE
MIOCJICINIM UCYE3HYBAaT Kora Ke ce MpecTaHe co
MYIICHETO MapHXyaHa.

Tpeba na ce uMa Ha yM M MCKa3uTe Ha JIMIA
KOM IyIIaT MapuxyaHa KOM IO HaBeayBaaT
HEJ3MHOTO MOBOJHO M MO3UTHUBHO BIIMjaHUE BP3
caMHOT TOJIOB oxHOC. OIHOCOT cropen OBHE
HCKa3u CTaHyBa BUIJINBO IMOYYyCTBUTCIICH,
ounejku MapHxyaHaTa ja 3roJieMyBa
CeH3MOMJIHOTA, a Opra3MuUTe Cce MOIIHE
IIOMHTCH3UBHU u MHOTY IoaoJaru on
BOOOWYACHO.

HcroBpeMeHO HEKOM JIyfe KaKo MCKYCTBO O]l
OymieHhEeTO MapuxyaHa I'M HaBE€AyBaaT 4yCTBaTa
Ha [apaHoja ¥ NpeIM3BUKaH CTPaB.

Cxomje: MHCTHTYT 3a jaBHO 37paBje Ha PemyOmuka
Makenonuja.

4 Nesrin Diblas, Vincent Hendriks.Scrining and
assessment. In: Young people and drugs Care and
treatment. Pompidou Group 2006:103-131

4 Hamid R.,Deren S., Beardsley M., Tortu S.
Agreement between urinalysis and self-reported drug
use. Substance use and misuse, 1999:34(11):1585-
1592

114


http://coalition.org.mk/

JIyreto ce omHecyBasie MOIIHE HECIPETHO U
HEOOMYHO MaKO OYEKyBaje /la OWmaT OIMyIITeHH
W peJakcCHUpaHh Ha cpeaduTe, OJHOCHO Ha
OJTHECYBAmETO BO KPEBET.

3a amdeTamMuHOT (cTIHT) Tpeba Ja ce BHUMAaBa
KOJIKY CH ‘‘Hamajen” 3a CeKc, JaJId J1a Ce Mela co
QJIKOXOJI M EHEPreTCKH Mujallak U KakBa ke Ouje
epeknujata ox Toa. OOWMYHO ce mpernopadyBa
et

3a ekcrasu (MJ/IMA) ce OuTHU mpariamara:
KOHM €pOreHH 30HH T'M OTBOpA WM IITO MOYKEII J1a
HaIpaBHIl TI0 CEKCyajHaTa MPaKTHKA; KOJIKY IO
CTHUMYJIpa MMWIIYBaWkETO, NOMUPHYBAaHKETO Ha
Ko)kKaTa, 0aKHYBam€TO U METHHTOT; Jalld U Kora
CO HEroBa IIOMOIII c€ [IOCTUTHYBa Opras3aM; Kako
BOAM KOH W3jaBH Ha JbyOOB, TIOHyna 3a Opak,
3ae7HO J1a OujIeTe 3aceKorail, 1a ce Ouae CBeceH
JeKka MOXe Ja Ouzae Joma epeKTUBHATa
TUCPYHKIMja CO CEPHUO3HU HETAaTHBHH e(eKTH;
Jla ce MpPEeTIOCTaBH JieKa T'M CTECHYBa KPBHUTE
CaJloBH BO MEHUCOT U TOj ce coOupa ma cTaHyBa
HEYTOTPeOIINB.

3HaewmeTo 3a ByTpa C€ [JBWXKH OKOJIY
MpaliameTo Jald Ja ce 3eMEe BO yMEpeHHU
KOJIMYECTBa KOra Ke IOMOTHE 3a BJI€3 BO CBETOT
Ha CTPAaBCTBEHH JBIDKEH-A U KOIHEXKH, 32 OIIITO
Y)KUBamkbE U MOMOII BO OIMYIITAHETO U jaKHEHE
Ha YynaTa Ha gonuport. McroBpemMeHo, Aa ce 3Hae
JieKa IorojemMara 703a BOOH A0 3aClUBakbE WIH
710 U3TyOCHOCT BO CMHCTIa /1a HE Ce 3Hae IITO ce
MpaBH, CO KOTO U 301ITO TOA CE TIPABU U BOOIIIIITO
HUILTO Jia HE C€ YyBCTBYBA CIIpeMa IapTHEPOT.
Tyka e u ICKycTBeHaTa ropaka Jieka e “Hajto0po
aKo CH MallKy TOJHAIHEeH, ce 0cJIo0oayBaml U
HEMaII HHXHOUIHja”.

UctpaxxyBamata HyAaT aHAIUTHYKU
MPOBEPEHH WCKa3u JieKa KOKanHOT
Mpea3BUKYBa €KCIUIO3Wja Ha pealicH 1 HepeaJieH
Ha0o0j, HO M JAeKa MOXe Ja Td Hapaiu3upa
TCHUTATUNTE, JIeKa MOXE Ja JIOBele N0 Toa
MO30KOT Jia HeMma JIOBOJHO KHCJIOPOA M OTH
KpPBHHTE CaJI0BU CE CTECHYBAaT; JieKa MOXe Jia ja
jakHe CeKcyalHaTa KelOa, (QaHTa3uuTe U
oficecHjaTa, HO U JieKa BO TEKOT Ha CEKCOT MOXKE
Jla Mpeau3BUKa ry0eme Ha KOHLEHTpauujaTa u
npedp30 OMajIaKCyBame Ha EHUCOT™.

[MocTou co3HaHMe Jeka xanyle MoXe J1a
ja 3rpud BWIMIATa, Ja IO OHEBO3MOXKHU
OaKHyBameTO, Jla Ce MOTaT [UIAHKUTE U Ja ja

48 Nesrin Diblas, Vincent Hendriks.Scrining and
assessment. In: Young people and drugs Care and
treatment. Pompidou Group 2006:103-131

4 Hamid R.,Deren S., Beardsley M., Tortu S.
Agreement between urinalysis and self-reported drug

CIIMMUHMpPA TOCaKyBaHaTa cpeka, OUeKyBaHa O]
JbYOEHETO B CEKCOT .

Tpeba na ce WMa Ha yM U KPajHOTO
TJICANIITE COAPKAHO BO COBETOT: ’0€3 Ipora ako
cakar epeKIfja 1 BO3BUIIICHO JI0KABYBambe” .

HajaupekTHo Ka)kaHO MOHEKOTAIl Ce MHOTY
MOJIE3HH, TOHEKOoTall COCeMa  HEONXOIHH
nH(pOopMaIuK / cCo3HaHHUja 32 Toa O] KO JIPOTH U
BO KaKBU KOJHYECTBA CE BJIETYBa BO I[APCTBOTO
Ha yOaBHHHUTE OJ CEKCOT, O KOU U CO KaKBO
KOPHUCTEHE Ce 0/13eMa JbyOOBHATa / ceKcyaHaTa
CHIIa, C€ CTECHYBaaT MOXHOCTHUTE 33 CEKCYyayTHa
MOATOTBEHOCT W peain3aiyja, ce Jo KpajHara
JMUHYja Jad JIMYHOCTA 3Hae JeKa pacroiara co
BarmHa WM MeHuc!

Ce HameTHYBa moTpebdara /1a ce IOBTOPH JieKa
€ TOYHO - J]a ce HMBEe JeIOTBOPHO, 3HAUH /1A Ce
oune 1o6po nHpOpMHUpaH.

3akiyyoun

Moxe Ja ce KOHCTaTUpa JeKa
WHPOPMHPAHOCTA 32 BIMjaHUETO Ha JIporaTta Bp3
CEKCOT OBO3MOXYBa Ja ce€ H30erHaT HEKOu
HETIPHjaTHOCTH M ONACHOCTH JIOKOJIKYy Ce
KOPHCTH JIpora, HajuecTo BO TIpecpeT Ha
CEKCyaJTHU aKTHBHOCTH / JICjCTBHja.

HajaupekTHo Ka)xaHO MOHEKOTAIl Ce MHOTY
MOJIe3HW, TIOHEKOraml CcoceMa  HEONXOIHU
nH(popMaIuy / CO3HaHUja 3a TOa O] KO JIPOTH U
BO KaKBH KOJIMYECTBA CE€ BIIETYBa BO IIaPCTBOTO
Ha YOaBMHUTE OJl CEKCOT, OJ] KOM U CO KaKBO
KOPHUCTEHE Ce 0J3eMa JbyOOBHaTa / CeKCyarHaTa
CHJIa, C€ CTECHyBaaT MOXXHOCTHUTE 33 CEKCyasHa
MOATOTBEHOCT M pealn3alyja, ce J0 KpajHara
JMHUja Jald JIMYHOCTA 3Hae JieKa pacrojiara co
BarvHa WX MeHuc!

Tpeba na ce uMa Ha yM U KPajHOTO TIIEAUIITE
COZIP’)KaHO BO COBETOT:”0€3 Jpora ako cakarl
epeKIlrja U BO3BHIICHO JIOKHBYBame” .

Ce HameTHyBa TIoTpebaTa Jia ce IOBTOPH JIeKa
€ TOYHO - JIa ce )KUBee JeJIOTBOPHO, 3HAYH JIa Ce
oune 106po nHpOpMHUpaH.

use. Substance use and misuse, 1999:34(11):1585-
1592
%0 Gilvarry, E., McArdle, P., O’Herlihy, A., Mirza,K.,
Bevington,D., Norman, M. Practice standards for
young people with substance misuse problems. Royal
College of Psychiatrists, June 2012:27-37
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MARKET ORIENTATION AS A
BUSINESS ORIENTATION
FOR SME’s TO STRIVE FOR

Abstract

The aim of this paper is to prove and
emphasize the importance of marketing
activities, ie market orientation for the
competitiveness of SMEs. The study
analyzes the characteristics of SMEs and
business  orientations, the differences
between business orientations and the
elements and the implementation of market
orientation. The analysis shows that the
benefits of applying market orientation are
important for business success and that it
should be the goal that small and medium-
sized enterprises will strive for. The paper
illustrates how to introduce a market
orientation, which also contributes to its
importance for advancing the competitive
advantage of SMEs. These findings can be
useful for entrepreneurs and SME managers,
as they provide a more precise perspective on
the various areas of market orientation and its
implementation in  everyday business
activities.

Keywords: business orientation, market
orientation, SMEs, competitiveness,
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ITASAPHATA OPUEHTAIIMJA KAKO
JAEJTOBHA OPUEHTAIIMJA KOH
KOJA TPEBA JIA CE CTPEMAT MCII

AncTpakr

Ilenra Ha 0BOj Tpyn € Ja ja JOKaxe M
MOTEHIIMpa  BaXXHOCTa HAa  MApKETUHT
AKTUBHOCTHTE, OJIHOCHO nazapHata
opueHTanuja 3a KoHKypeHTHocT Ha MCIL
Crynujata ru aHaIM3Upa KapaKTEPUCTUKUTE
Ha MCII u Ha Je/loBHUTE OpHUEHTALMH,
pa3IMKUTE MEKY JCIIOBHUTE OPHUEHTALUU U
eJIeMEHTUTE W HMIUIEMEHTaIjaTa Ha
razapHaTa OpHEHTallMja BO pPabOTEHETO.
AHanu3zaTa NMOKaxyBa JieKa NPUAOOMBKUTE
O]l TIpUMEHa Ha TMa3apHa OpHEHTalldja Cce
3HaYajHU 3a YCHEXOT BO JEJIIOBHOTO
paboTeme U JeKka ucrata Tpeda na ouae men
KOH KO0ja K€ c€ CTpeMaT MajuTe W CpeaHH
npernpujatuja. TpyAoT MpUKaxKkyBa Kako Ja
ce BOBEJAE Ma3zapHa OpHUEHTalMja, Of IITO
MpOM3NIeryBa ¥ HETOBOTO 3HAYCHE 3a
yHaIpeayBambe Ha KOHKYpEHTCKaTa
npeaHoct Ha MCIIL. OBue Haogu Moxkar aa
Oujar KOPHUCHU 3a TPETIpUEeMaduTe W
menaygepure Ha MCII, Ounejku  THe
00e30emyBaar monpenu3Ha MmepcreKTHBa Ha
pa3IUYHUTE obnactu Ha nazapHa
OpHEHTaIlMja U HEJ3UHOTO UMILJIEMEHTHPAHE
BO CEKO]jIHEBHUTE JICTIOBHU aKTHBHOCTH.

Kayuynu 300poBM: 1el0BHa OpHEHTalyja,
nazapHa opuenrauuja, MCII, koHKypeH-
THOCT, MapKETHHT
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1. Kapaktepucruxku Ha MCII u ne1oBHuTE
OpHeHTaANH

MCII renepaiHo ce coodyBaaT co MpoOIeMHU
KOM TpOMW3NeryBaaT oOJl HHUBHUTE OMIITU
KapakTepUCTHKH — OrpaHWYeHa ©Oaza Ha
MOTPOLIYBAYH; OTpaHWYEHH MapKeTHHT
aKTHUBHOCTH, 3HAcHE W BIMjaHHE; IperojeMa
3aBUCHOCT OJl 3HaewaTa M BEIUTHHUTE Ha
COIICTBEHUKOT/MEHAIEPOT; puMeHa Ha
pEaKTHBEH, HAMECTO IIAHUPAaH MapKETHHT, CO
MapKeTUHI TUJIaHOBHM M3paboOTeHH camMo 3a
motpebara 3a 06e30eqyBambe Ha 3aeMH. Y CIIEXOT
Ha MaJIUTE ¥ CPEIHUTE TIPETIIPHjaTHja 3aBUCH HE
caMoO 0ol  TPHUCYCTBOTO  HAa  HUBHHTE
NPOM3BOIM/YCIYTH HAa TMa3apoT, TYKy H Of
e(UKaCHHOT MapKeTHHI Ha THE HPOU3BOIH BO
pamMkuTe Ha HEUBHHTE Ta3apu (Smith, 1990). Kako
u Bo MHory gnpyru obmactu, MCII ce
pa3IUKyBaaT O] roJeMHUTE MpEeTIpHjaTHja U Mo
HUBHUTE MapKETHHT KapaKTePUCTUKH.
Mapxketunror Ha MCII enHocTaBHO MoXke na
3HAYM MIPUMEHA Ha MAapKETHHT CTPATETHH O KOU
MaJIOTO IpETHpHUjaTHe MOXKe Ja MMa KOpucT. bes
OrJie[i Ha YKaXyBamara M JOKa3HTe JieKa
MapKEeTUHTOT € KIy4eH eJIEMEHT 3a YCHeX BO
paboTemeTo, Kaj MaluTe MPETIpHjaTHja BO TEK
Ha TOAMHUTE ce 3a0eJeKyBa €leH HEeTaTHBEH
TPEH]] BO OJTHOC Ha NMPHMEHAaTa Ha MapKETUHTOT
BO HHBHOTO paboTeme U pudakame Ha KyITypa
Ha MapKeTHUHI KOHIETIT Ha paloTeme, Mopaan
IITO, ¥ MOJKAT JIa CE M3/IBOjaT TAKBUTE MApPKETHHT
KapaKTepUCTHKH 32 MM IPETIPHUjaTHja, KOU TH
pa3nuKyBaar oj rojaeMure. Hekou o1 MapkeTHHT
KapaKTEPUCTUKUTE Ha MAJIUTE TIPETIpHUjaTH]a ce:

e Bo 0OgHOC Ha MOCTAaBEHHTE MAapKETHUHT
NPUHIMIIY, U TTOKpaj TOA LITO CE CMEeTa JIeKa ce
MOJIE/THAKBO TOOPO MPUMEHJIMBY | 32 MaJd U 32
roJIeMH npeTnpujaruja, Kaj MaJnTe
IpeTnpujaTja € BOOYEH CEPHO3EH HEIOCTATOK
KaKo pe3yiraT Ha Toa IITO CO(PHCTHINPAHUOT
MapKETHHT ro NpeluIupaaT KaKo
npobuiemarnuen (Cromie, 1991).

e Bo wmanure mnpernpujaTHja HE TOCTOU
jacHO pasrpaHHuYyBame IOMEry MAapKETHHIOT
KaKo IeJIMHA M Tpojaxbara — 3a royiieM Opoj
MaJId TIPETIpHjaThja, MapKETUHIOT 33 OJIBUBA 32
BpeMe Ha Ipojaax0aTa 1 3a MHOTY CIIOCTBEHHIIH,
npojakdaTa BCYIIHOCT MPETCTaByBa MapKETHHT
(Oakey, 1991).

e CorncTBeHUIUTE/MEHAIEPUTE HAa MAJNTE
npeTnpujaTvja ce mpex c¢ reHepalucTd, a He

CHEIMjaJTUCTH, IITO 3HAYM JeKa (POpMaTHHOT
MapKeTUHI MOXX€ Ja € HHTepeceH 3a
MIpeTIprueMaduTe, HO € MaJIKy BepOjaTHO JIeKa Ke
Ouge mnpudareH Kako OATOBOp HAa HUBHHUTE
cnenu(uIHN MOTpeOn WM Kako pEelIeHHne 3a
npo6iemure (Carson, 1993).

e [eHepalHO, CONCTBEHHKOT Ha MaJIo
IpeTnpujaTue He BepyBa Jeka (HOPMATHOTO
CTpaTEeTHCKO TUIAHWpAalke € KOPHUCHO 32
HETOBHOT/HEj3UHUOT Ou3HuC, MaKo
OamaHCUpPamkETO Ha (hopMaTHOTO u
He(OPMATHOTO IIaHUPAkEe MPOU3BELyBa 100pH
pesynraru (Orpen, 1994).

MCII renepamHO ce coodyBaar co mpodiIeMu
KOoHu mnmpousJieryBaar on HUBHUTC OIIIIITH
KapaKTepUCTUKH — OrpaHuYeHa 0Oa3a Ha
MOTPOITYBAYH; OrpaHUYCHH MapKEeTHUHT
AKTUBHOCTH, 3HACHE W BIMjaHHE; IperojeMa
3aBUCHOCT OJl 3HaewaTa M BEIUTHHHUTE Ha
COTICTBCHUKOT/MEHAIIEPOT; MpUMeHa Ha
pEaKkTHBEH, HAMECTO IJIAHUPAH MapKETHHT, CO
MapKeTUHI TUIAaHOBHM H3paboOTeHH camo 3a
motpebara 3a 00e30emyBamke Ha 3aeMHU.

3a momobpo 1a ce pasdepe U OLEHH BaKBOTO
OJHECYBalkbeé HA  MallUTe  MpeTIpHjaTHja,
HEOITXO/HO € MPETXOIHO Ja ce pasrienaar u
pa3IMYHUTE KOHICMIMK Ha padoTeme, uHja
yrnotpeba/HeynoTpeda ja ofpeyBa U HIHUHATA
Ha caMoTO mpetnpujatie. MIMeHo, BO TEeKOT Ha
Pa3BojOT HA MApPKETUHIOT KaKO HayKa W OU3HHC
MOJIeNT Ha paboTeme Ha €JHA OpraHu3aluja, ce
jaByBaaT TIOBeKe aJITepaTHBHU KOHIIEIITH MO KOU
OpraHu3alMUTe TH JU3ajHApaaT U H3BelyBaaT
HuBHUTEe MapketuHr kourentu (Kotler and
Armstrong, 2008): MPOU3BOJICTBOTO,
MPOU3BOJOT, TNpOJaKOaTa, MAPKETHHTOT H
COIUCTATTHUTE MapKETHHT KOHIICTITH.
ITpou3BOJACTBEHHOT KOHIICNT, KOj € €IHa O]
HajCcTapuTe  KOHIENIMM KOM TH  BOJAAT
MpOJaBayuTe BENM JeKa  [OTPOIIYBAYUTE
MPeTHOYNTaaT MPOU3BOAN KOU C€ JOCTAallHU U
BHCOKO NpHUCTAITHU, IMOpaayd IITO MCHAIIMEHTOT
Tpeba ma ce Qokycupa Ha MOAOOpYyBame Ha
MIPOM3BOJCTBOTO u epuKacHoCcTa BO
mucTpuOyijata.  Cropex  KOHIIENITOT — Ha
MMPOU3BOAOT IMOTPOIIYBAYUTE I'M IMPETIIOUYUTAAT
MIPOM3BOJNTE KOW HYyJaT HAjMHOTY KBAJIUTET,
npe)OpMaHCH M MHOBAaTHBHH KapaKTEPUCTHUKH.
[Mpomaxnata  opueHTanMja  cMeTa  JieKa
MOTPOIITyBaYUTe HEMa Ja Kymar JIOBOJHO
MPOU3BOIM Ha PUpMara, JOKOJIKY He ce mpe3eme
ONCeXXHa TMpoaaxba W NPOMOTHUBEH HAIop.
MapxeTunr KOHIIENITOT BeJIN eKxa



OCTBApYBaWmETO HA OPraHU3ALMCKHUTE LEJIU
3aBUCH OJ TI03HABAKETO Ha TOTpeOHTE U
KeaOuTe Ha  IEJIHUTE Tasapu U Of
UCIIOpavyBambETO Ha HIOCaKyBaHOTO
3a10BOJICTBOIIOI00PO on KOHKYPEHTHTE.
ComperaqHIOT MapKeTHHI KOHIETIT IIpalnIyBa
Jaqd  KJIAQCHYHUOT MApKETHHI KOHIENT TH
MpenBUIyBa MOXXHUTE KOH(IUKTH TMOMery
MOTPOLTYBAYKUTE  KPAaTKOPOYHM  JKEIOM |
MOTpOIIyBayKaTa AONTOpPOYHA OIarococTojoa.
Criopenl 0BOj KOHIICTIT, MApKETHHT CTpaTerujara
Tpeba 1a ucropaya BpeIHOCT 3a KyITyBaunuTe Ha
HauMH Ha KOj TM OJUIP)KYBa WIJIM IMOJ00pyBa
OnmarococrojbaTa Ha TOTPOIIYBa4OT W Ha
OIIITECTBOTO.

2. PazaukyBame Ha NMOMMHUTE MAapPKETHHT
KOHIENIT, MAPKETHHI OPUEHTALMjA U N1a3apHAa
OpHeHTauuja

3a momoOpo TojacHyBame Ha KOHIICHTHTE,
MOTPeOHO € MPETXOJHO Ja Ce HAIpaBH Pa3jIvKa
noMery — MOWMHTE:  MapKeTHHI  KOHIICMT,
MapKeTHUHT OpUEHTAIIHja U TTa3apHa OpUEHTAIH]a.
EBomynimjata Ha MapKeTHHI KOHLENTOT JaThupa
ymre ox 1954 co nenarta Ha Drucker, McKitterick
(1957), Felton (1959), Keith (1960). Ce onurrysa
Kako Ou3HHC Q1030 Hja Koja IOTPOIIYBAYOT I'O
craBa BO IEHTapoT, T.e. (OKycoT Ha
aktuBHocTUTe. Kako mro TBpmat Deshpande,
Farley u Webster (1989) ,,MapkeTHHT KOHIIETITOT
nehuHUpa yHUKaTHa OpraHU3alUCKa KyNTypa,
KOja IO CTaBa MOTPOIIYBAa4OT BO ILIEHTAPOT Ha
pasMuciyBamara Ha GupMara Mnpu Kpeupame Ha
crparerdjata u onepanuute” (Deshpande et al,
1989). Hacmpotu OusHuc  ¢uao3odujara,
MapKeTUHT OpHEHTalujaTa MOXeE Jla Ce OIMIIIe
KaKoO HauWH Ha MMIUICMEHTAIMja Ha MapKETHHT
KOHLENTOT. OTHOCHO, MAPKETHHT KOHIIENTOT Ce
OJlHECYBa Ha HAaYMHOT Ha KOj OpraHM3alujara
pa3MuciyBa 3a CBOUTE HIPOU3BO/IH,
MOTPOLTYBaYH, Jo/1eKa MapKeTHHT
OpHEHTAIMjaTa ce OJHECYBa Ha NMPE3eMambEeTO Ha
aKTMBHOCTH  KOM  CE€  HEONXOJHH  3a
UMIUIEMCHTHpAake Ha MapKETHHI KOHLENTOT
(Wren, 1997). INa3apHata opueHTalHja CIOPEX
Kohli u Jaworski (1990) mpercraBysa ,,0M3HHC
KynTypa koja: 1. [IpunaBa HajBUCOK MPUOPUTET
Ha NpoQUTAOMIHO Kpeupame U OJp)KyBame Ha
CYNEepUOpHAa BPEAHOCT 32 MOTPOIIYBAYHTE,
3eMajku TH BO TMpEIBHJ M HHTEPECUTE Ha
ocraHatute crteukxoizepu u 2. OO6e30emyBa
HOPMH 32 OJHECYBam€ BO OIHOC Ha OIICEKHO
TeHEepUpamke Ha T[a3apHa WHTEJWIeHIWja 3a
TEKOBHHUTE W WJHATe  TMOTpeOM  Ha

MOTPOILIYBAYHTE, pacmpenenoda Ha
MHTEJIUTEHIMjaTa MO JEeTapTMaHH M OICEXeH
OOroBOp HAa  HCTHTE OX CTpaHa Ha
opraHmsanujata, co INTo ce o00e30emyBa
KOHKYPEHTCKa HPEeIHOCT H  CYIEPHOPHU
OpraHW3aUCKN TIepPOpMaHCH Ha IOJIT POK™.
Jomnonuutenno, copen Narver u Slater (1990)
,llazapHaTta OpHEHTalHja Cce COCTOM O TPH
OmxejBuopucTHdkn KommnoHeHTH: OpueHranyja
KOH MOTPOLIYyBayoOT, IITO BKIy4YyBa pa3z0oupame
Ha [ENHUTE KyIyBaud cera W BO TEKOT Ha
BpPEMETO, CO IeN Ja Ce KpeHupa CylnepHopHa
BPEIHOCT 3a MOTPOILIYBAauMTe W pazOupame Ha
€KOHOMCKHTE W MOJUTUYKUTE OTPaHNIyBamba Ha
kaHanuTe; OpreHTanyja KOH KOHKYPEHTHUTE, IITO
BKIIydyBa coOupame Ha wuHQOpMAIUU 3a
MOCTOJHUTE M TOTCHUMjaJJHUTE KOHKYPEHTH,
KaKo M pa30npame Ha KpaTKOPOUHUTE PETHOCTH
1 cna0OCTH W JOJNTOPOYHHUTE CIIOCOOHOCTH Ha
TEKOBHUTC U Ha HOTCHHI/IjaﬂHI/ITC KOHKYPCHTHU; U
Untep-dhyHkunonanHa KoOpAWHANMja, INTO ja
IpeTcTaByBa KOOpIHMHUpaHaTa ymoTpeda Ha
pecypcuTe Ha KOMIIaHWjaTa BO KPEUPamETO Ha
cylnepuopHara BPEIHOCT 3a LEITHUTE
noTpouryBadu. JIpyra neduHunmja ja onumrysa
razapHaTta OpHWeHTaIja Kako ,,CTEeTeH 10 KOj
omsnuc equHunara: 1. Pacronara co u xopuctu
nHpOpMalMK 3a moTpolnyBaynte, 2. PazBuBa
CTpaTeruja Koja TW TMpecpeTHyBa Oapamara Ha
noTpouryBaunre, 3. Ja uMIIIeMEeHTHpa Taa
cTparteruja MIpeKy O/ITOBapamE Ha
noTpoiryBaukure norpedbu u xenou (Ruekert,
1992). Mosxe na ce 3abenexu neka qeGuHUIHITE
3a Ta3apHara OpHEHTalja ce corjacyBaaT BO
CIIeTHOBO: Ma3apHaTa OPHEHTAIIHja PEe3yITHpPa BO
aKIMM Ha WHIMBUAYaJINU KOH I1a3apoT KOj To
OICITYy’)KyBaaT, BOJEHH OJl WHPOpPMAILUHUTE
noOWeHn 3a Toj masap (3a MOTPONIyBadyuTe U
KOHKYpEHTUTE), a Ce OJBHBAaaT BO CHTE
CEKTOpW/OJIZICIA HAa eIHa opraHu3anyja. Bo
CYIITHHA, NTa3apHaTa OpUEHTaIMja € JIeNl 011 U TO
MOJJIPKYBa U IIOMara ¥ MapKeTHHT KOHIIETITOT U
MapKeTHHI OpPHEHTAaIMjaTa, Kako M TPETXOTHO
CIIOMEHATHOT COLIMETATIeH MapKETHHT KOHIICTIT.
[lazapHaTa opueHTalMja € BCYIIHOCT Ojpa3 Ha
OpraHu3alMoOHa 3pejocT W 0e3 ormen Ha
roJjieMruHaTa Ha OpraHu3aIujara, € HeoIXoIHO J1a
ce Tpajy KyjlTypa Ha IazapHa OpHEHTAINja,co
meJ Ja ce Co31aAe TOBHCOKAaBPEAHOCT Ha
KIIMEHTUTENIPEKY H3BPIIYBambe HAIOTPEeOHHUTE
AKTUBHOCTU COCHUTE PaCIIOJIOKIUBU e(i)I/IKaCHI/I u
e(eKTHUBHU CpEACTBA/MEPKH, M IpHUTOana ce
OJP)KYBaBUCOKO HHMBO Hae(MKAaCHOCT  Ha
¢upmara. Kaj ¢upmure BO TpaH3UMIMja
HE3aBUCHO OJI HUBHATa TOJEMUHA, TE€HEpPaTHO
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MOXaT Jia ce 3a0esexar MpoOMEHH KOU HacTaHalle
N0/l BIIMjaHHE Ha MPOMEHAaTa Ha CKOHOMCKHOT
CHCTEM U OM3HUC OKPYKYBAHETO BO KOE paboTaT
(Kotler, 1999), xou nokomky ce cmopeaaTr co

paboTemeTo Ha HAIIMTE NPETIPHjaTHja MOXKaT Aa
ce BooYaT OpOjHH ja30BH, OJTHOCHO 3aI0ITHYBamba
BO CJIEJIEFETO Ha THE TpoMeHn ! (Tab. 1).

Tabesa 1. Cnopenda Ha npoMeHH BO NpeTHpHjaTHjaTa BO TPaH3MIMja BO cBeTOoT 1 PM

Hexoram

Cera

JloMaluHuTe NpeTHpUjaTHja

Cé¢ ce oBMBa BO paMKHUTE Ha
KOMIIaHHjaTa.

IloBeke ce KOpUCTH MTOMOIL O
HazBop (outsorcing).

HacrojyBaart KoKy IITO € MOKHO TIOBEKe
aKTHBHOCTH JIa CE 3aBpIIAT BO PAMKUTE Ha
KOMITaHHjaTa, OMejKH BepyBaaT eKa caMHi
Haj100po Ke ja 3aBpriat padorara.

[pernpujatuero
nonoOpyBamaTa BO pabOTEHETO
T'H BPIIX BP3 OCHOBA Ha CBOUTE
HCKYCTBa.

IMomo6pyBamata ce BpHIaT IpeKy
ClIE/IekE Ha TYIUTE UCKYCTBA/IPAKTHKH

(benchmarking).

HajmHOTY Cce cnenar yekopuTe Ha TUPEKTHATA
KOHKYpEHIIHja U ce€ IMHTHpPa ITa3apHHOT JIUJEP, HO
HE BO CBOjCTBO Ha NMOJ0OPYBamk-e HA OAPEICHU
MIPAKTUKH, TYKY Ipex c¢, CTaHyBa 300D 3a IPOCTO
KOIMParbe — Ha JIOTOTO, AW3ajHOT HAa UMETO,
3alITUTHUTE OOU Ha OPEHIOT, HaKyBambEeTO U CIL.

Ce HacrarmyBa caMOCTOjHO.

Ce copaboTyBa co Ipyrure
npernpujatuja (networking).

Ce ymiITe ce HacTaIryBa MPETEKHO CAMOCTOJHO, a
KJIaCTepHUTE Ha HUBO HA HHAYCTPHjaTa ce OLICHETH
KaKo Hee(UKaCHH, CO TOACICHOCT MOMery
YJIGHOBUTE 110 Pa3HU OCHOBH (TIApTHCKA
NPUIIAJHOCT, HECOIIACyBaba Ha CTABOBHUTE U CIL.),
CO U3Pa3eHo NPHUCYCTBO HA KOPYIIIHja.

Opranuzanuyjara € mojeieHa Ha
(YHKLMOHATHY IeIapTMaHH.

busnucoT e opranuszupan npexy
MYNTHIUCIUIUITHAPHA TUMOBH.

[IpeosnamyBa moaeneHocTa MO PA3IHYHU U
W3IBOCHH €/IHU OJ1 APYTHU OJJIENH, O OaBeH MPOTOK
Ha HH(POPMAINH O] €ICH BO APYT OJLIEIN.

®DoKycoT e Ha JOMaIIHUOT
nasap.

DoKycoT ¢ U Ha TTI00ATHUOT U Ha
JIOKQJTHUOT Ia3ap.

(DOKYCOT € NPETCI)KHO HA JTOMAIIHUOT U
PETHOHAJIHUOT I1asap.

Ce moara o MpOU3BOAOT.

Ce moara oJ1 HOTPOLTYBauOT U
1a3apor.

Ce ymte HajIpBo ce moara oJ] MPOM3BOIOT, HO
3roJIEMEHO € ¥ BHIMAaHHETO KOH MOTPOIIyBavoT.

[IpousBoacTeo Ha
CTaHJapAU3MPaH MPOH3BOLI.

ITpou3BOACTBO HA aanTHPaH
HPOU3BOL.

PeTko ce BpuM aganTanuja Ha IPOU3BOJUTE 32
Pa3IMyYHM Ma3apu, OAHOCHO ce IIACHPaaT UCTHTE
IIPOU3BOJIM HA CHTE T1a3apy Ha KOU HACTaIlyBa
MIPETHPHjaTHETO (TOMALTHU U CTPAHCKH).

DoKycoT € Ha TPOU3BOOT.

@POKyCOT € Ha CHHIIUPOT Ha
BPETHOCTH.

@OKyCOT € Ha MPOU3BOJOT U IEeHATa, OJJHOCHO
TPOLIOLHTE Ha IPOM3BOACTBO U MPOJax0a.

Ce KOpHCTH MacoOBEH
MapKETHHT.

Ce KOpHCTH TapreTupaH/LeneH
MapKEeTHHT.

Ce ymTe Bo rojemMa MepKa JOMUHUPA KOPUCTEHETO
Ha MacOBEH MapKeTHHT, TypH U O] CTpaHa Ha
MaJIUTE TPETIIPHjaTHja.

Ce Haora oapxIvBa
KOHKYPEHTCKA MPETHOCT.

ITocTtojano ce 6apaaT HOBH
NPEJTHOCTH.

Ce 0Oapa oapKIrBa KOHKYPEHTCKA MPETHOCT, KOja
Ke MOCITY)KHU 32 NOJOJT BPEMEHCKH MEPHOI.

Pa3BojoT Ha HOBUTE ITPOU3BOIH
e OaBeH M BHUMATEJICH.

Pa3BojoT Ha HOBH TIPOHM3BOAHN €
3a0p3aH.

Pa3BojoT Ha HOBH BapHjaHTH Ha IPOU3BOIU BO
paMKHTe Ha FCTa JIMHUja Ha IPOU3BOIM € 3a0p3aH,
HO MPOIINPYBAHETO Ha ACOPTUMAHOT, OJJHOCHO
BHECYBab€ Ha HOBH JIMHUHU Ha IIPOU3BOJHU BO
4COPTHMAHOT, € 6aBHO.

Ce xopucTaT MHOTY
nobaByBauH.

Ce KOpHCTAT HEKOJIKY
nobaByBayH.

Ce KOpHCTAT HEKOJIKY JOOaByBauH, CO KOH Ce
OIIpXKyBaaT OJMCKU BPCKH.

Ce pakoBOAM II0 BEpUTKATIHA
XHepapxuja - 0703ropa — HaJouy.

Ce pakoBo/u BO CUTE IIPABIH —
0J103ropa - HaJoJIy, 0103701 -
Harope 1 XOpU30HTAJIHO.

JloMiHHpa BepTHKATIHATA XHEepapXHja 003ropa —
HaJI0JTy, 0COOSHO BO MalUTe MpETNpHjaThja, 101eKa
BO CPEIHHUTE U TOJIEMUTE MM C€ J[aBa MOXKHOCT W Ha
BpabOTEeHNTE Ia yIeCTBYBaaT BO JIaBabETO Ha HCH
M HOCEIHETO Ha OJITYKH.

SIpernenoT e HanmpaBeH Bp3 OCHOBA Ha MPOMEHUTE KOU CE
nocouenn Bo Kotler P., (1999), “Kotler on Marketing: How
to Create, Win and Dominate Markets”, The Free Press, NY,
p.6, crmopeneHo co pa3MHCIyBambaTa U CTaBOBHUTE Ha
CONCTBCHUIINTE/MECHAIEpPUTE Ha IpeTHpHjaTHjaTa  Of
KOH/JUTOPCKAaTa HWHIYCTPHja, BO MPOLECOT HAa JIMYHO H

Tesle(pOHCKO TONyCTpyKTypupano T.H. follow — up wmm
cien0eHo WHTEPB]Y (32 BOOUyBame Ha MPOOIEMHUTE CO KOU
ce coovyBaaT MpeTIpHjaTHjaTa), Koe Oelle M3BPIICHO IO
OpPBOTO MHCIUTYBame (MPEKy CTPYKTypHpaH aHKETeH
NpaliajHiK 3a YTBPAyBambe Ha Ma3zapHaTa OpHUeHTaluja W
MapKeTHHT CTpaTerrja v IUIaH Ha mpeTnpujaTijaTa).
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Ce omepupa BO MECTOTO -
KOHKPETHHOT T1a3ap.
OKPYXYBabe.

Ce onepupa 1 Ha 1a3apoT U BO
HEroBOTO IOTECHO ¥ MOLIUPOKO

OrnepanuuuTte Ha NpeTIpUjaTHjaTa HAjMHOTY ce
HACOYCHH KOH KOHKPETHHOT I1a3ap, 3aHeMapyBajKu
'l CTeHKXOJIEPHUTE Ha NPETIPHjaTHETO, KAKO
jaBHOCTa, MEIUYMUTE, MO>KHUTE TIAPTHEPH 38
CTPATETHCKH ajijaHCH, BpabOTCHHUTE,
po(eCHOHATIHUTE aCOLMjallii, aKaIeMCKHITE
WHCTUTYLIMH UTH.

On mpernemoT MoXke Aa ce 3abeneku meKa
HaIlUTe TpeTIpHjaTHja ce YIITe ce HaoraaT BO
cocroj0a Ha JiaboKa TpaH3WIMja, CO TOBEKE
CIMYHOCTH HAa MUHATUTE MCKYCTBa Ha (pupMHTE
BO CBETOT, OTKOJKY CO HMBHAaTa KOHKYPEHTCKa
coctojda  JeHec, MO  3aBpUIyBamke  Ha
Tpan3unujara. CUTe eIeMEeHTH KOU Ce HaBEIeHH
BO Tabemara KakO  KapaKTEpUCTUKH 32
MpeTnpujaTrjaTa Mo NEepHOIOT Ha TPAH3ULIU]ja, ce
BCYIIHOCT  KapakTEepUCTUKA HA  Ha3apHO
OpPHEHTHUPAaHH (HUPMH, INTO CIOPEICHO CO
cocToj0ara Ha HAIIUTE TPETIpHjaTHja YKaxyBa
JieKa THE ce JaJieKy OJ1 Ma3apHa OpUEeHTAIHja BO
HUBHOTO paboreme. Ox apyra cTtpaHa Tpeba na
ce TmocTaBaT mpamamara: ,Kako ma3zapHara
OpHEHTallMja MOXeE Jia MpUAOHece 3a TOBHUCOKU
omsHnc mepdopmancu?“ u ,Kako ma ce Oume
CHTYypeH JeKa Cce TIpuUMeHyBa Ia3apHa
OpHEHTallMja W JeKa OHa WITO OJ acleKT Ha
COTICTBEHUKOT/MEHAIEPOT Ce CMETa 3a IaszapHa
opueHTanrja U GaKTUIKH MOXE J]a Ce CMeTa 3a
TakBa?‘ be3 oryen Ha Toa Jajau ce CBECHU HIIH HeE,
HajTOJIeM JIeJl O] MPETIpHjaTHjaTa UMaaT HEKOj
JOTHpPHA TOYKA CO Ma3apHaTa OpUEeHTAIH]ja, CaMO
npamame € Jajdd Toa I'o MpaBaT IUIAHHUPAHO U
MMpaBUIHO WM MaXWHAJIHO.

3. KapakrepucTukyn U MMILJIEMEHTalUja Ha
Na3apHa OPHEHTANHja BO Pad0TeHeTo

[Tazaprata  OpHEHTallMja WMa  OJPEICHU
KapaKkTePHCTHKH, 10 KOU MOKE Jia Ce MPero3Hae
CTCTIICHOT HA  HEj3MHaTa  ymnotpeba  BO
npetnpujaruero (Wrenn, 1997):

e ®DoKyc KOH MOTpoOIlIyBayuTe  (JIEMOH-
CTpHUpame Ha pa3dupame M IOCBETEHOCT KOU
pe3ysTHpaaT co MOHy/Aa Ha IOrojieMa BPETHOCT
3a MOTPOIIYBAuOT, a KIy4YHH €JIEeMEHTH Ha
OJIHECYBambe€ MOCBETEHO Ha IMOTPOIIYBAyOT Ce:
UCTpaXXyBame Ha OTPEOUTE HA TIOTPOIITYBAYHTE,
KOHLICHTPUpAkhe Ha MOTpeOuTe, Mepeme U

HU3BECTYBAKC 3a 3aJJ0BOJICTBOTO Ha

52TepMHHOT TeHepuuka KOHKYpEHIHja CE OJHECYBa Ha
KOHKYPEHIIMja ToMely MPOM3BOAM KOW Ce€ Pa3NdHH, HO
3a0BOyBaaT HcTa MOTpeba, OJHOCHO peIaBaaT WCT
npobieM WM ja HyJaT MUcTaTta KOPHCT 3a MOTPOLIYBavoT,
Kako Ha TMp. 4YOKOJaaa, Badn, HHTErpaJHH KEKCH,

MIOTPOIITyBaduTe, MOJ00pyBamke Ha IMOCTOjHHUTE
MIPOU3BON/YCIIyTH U HYACHE Ha HOBN);

o [la3apen pa3y3HaBa4KH CHCTEM (CHCTEMAaTCKH
U WHTETPUpPAH IIPUCTAll KOH coOHMpame Ha
MOJATOIM, HHWBHA aHANW3a M NPETBOPAamE BO
na3apHd WHPOPMALUHU UCKIAAUPamkEe, OJHOCHO
ce O/lHeCyBa Ha MCTPAXKyBame M TECTHUpPAmE Ha
ma3apoT, a BKIy4yBa: CHCTEMAaTCKH METOIU 3a
OpraHm3anyja Ha TEKOBHUTE WH(OpMAIIHH,
MperKa 3a coOupame 1 AaBambe Ha HHPOPMAaLuUTe
Kage IITO HuMa ToTpeba BO paMKUTEe Ha
OpraHu3anyjara, CHCTEMATCKH IIPUCTAl HpH
coOupame Ha HOBH Ma3apHU WHPOPMALIUU MIPEKY
KBAaHTUTATUBHU M KBAJINTATUBHA METOAM U
mpolec Ha aHalW3a Ha WHPOpPMAIMUTE 32
JIOHECYBAkE HA OIYKH);

¢ OpueHranyja KOH KOHKYPEHTHUTE
(mpomMpyBame Ha TOIJIEAWTE BO OJHOC Ha
KOHKYpEHIIMjaTa o KOHKYPEHIIMja BO PaMKH Ha
WHIyCTpHjaTa KOH T.H. reHepryIKa
KOHKYpEHIHja®?, 3aToa ITO KOHKYPEHIMja OJf
aCIeKT Ha MOTPOIIYBAaYHTE € C& OHA IITO Ke ja
3a70BOIM TOTpebaTra Koja HacTaHasia. 3aroa
npernpujaTujata Tpeda 1a ce OpUEeHTHPAaT KOH
benchmarking, oqHOCHO TpUMeHa Ha HajgoOpaTa
NpakTHKa, Ja TH €BaIyHpaaT CTpAaTerHUTe W
MOHYJIUTe HAa OCTaHATHUTE KOHKYPEHTH Ha
1a3apoT, HUBHHUTE HHUBH AaKTHBHOCTH, KaKO W
MpeBUIyBalbe Ha peaklujaTaBO OJHOC Ha
Halara rnoHyza);

e Hutep-pyHkunoHamHa OpHUEeHTaIHja
(memocHa ~ MOCBETEHOCT  HA  CHUTE€  BO
MPETHpPUjaTHETO 3a M3rpajda U BOBEAyBame Ha
MapkeTuHr ¢uinozoduja BO PpabOTEHETO W
WHTETpUpPabe Ha MAPKETUHT aKTUBHOCTH KOU Ke
o0e30enar BpeIHOCT 3a MOTPOLIYBAUMTE, Ha

npuMep: pasjimdyHu CCEKTOpU U THUMOBHU BO

YOKOJIaZICH KPEM, ITYAUHI UTH. — CUTC TUEC ja 3a10BOJTyBaaT
HOTpe6aTa 3a HEIITO CJIaTKO.
http://www.businessdictionary.com/definition/generic-

competition.html
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MPETIPHjaTHETO PadOTAT 3a€THO 32 KPEUPAHE Ha
MOHyJla 32 MOTPONIyBaYUTE - OJ pa3MeHa Ha
nHpoOpMaluy, TOPEeKy  HHTETPUPAkE  Ha
CTpaTeTMHTE H TOJeNnda Ha pecypcH, Jo
co3JlaBame Ha BPETHOCT);

e ®dokyc Ha JOJNTH POKOBU (YECTOMATH O]
W3rOBOp Jieka OW3HUC OKPYXKYBAWmETO TEIIKO
MOJE J1a ce TPEABH/IN, MEHAICPUTE TUIAaHUPAAT
CaMo Ha KPaTKH POKOBHU OJI €/IHA JI0 TPU TOIMHH,
MTO € coceMa IMOrpeniHo, 3aToa IITO CaMo
(OKyCOT Ha TMOJOJT BpPEMEHCKH TIEPUOJ
00e30emyBa OCHOBA 3a Kpenpame Ha e(huKacHU
CTpaTETHCKH TUIAHOBU M OCUTYpYyBa HalpeloK BO
KPEUPAWkETO HA JIOjaJlHH IMOTPOIIYBAYd MPEKY
WACHTH(QHKYBakhe W  HAIMHUHYBalkE  Ha
TCHIKOTUUTE U HI[CHTI/I(i)I/IKyBaH)C 1 MpuMCEHa Ha
HOBU IIPOU3BOJU U YCITYTH).

EBunentHo e geka ce moroiem Opoj Ha
mpeTnpujaTvja TOpaBaT HAMOpH Ja CTaHar
OPUEHTUPAHU KOH IIOTPOLIYBAa4yoT, HO IPUTOA
MOpa J1a ce HalloMeHe JIeKa He € JJOBOJIHO CaMo J1a
ce caru 1mTO € Ma3apHa OpUEHTAIU]a, TYKY U Ja
ce 3Hae KaKo HacTaHyBa TakBaTa
TpaHc(hopMairja, OJHOCHO KaKo Taa IMPaBHIHO
Ia ce HHTerpupa BO  padOTeHETO HA
npernpujatueto. iMeHo, BO e1Ha HCTpakyBayKka
CTyIWja, UACHTU()UKYBAHU Cce 4YeTHph (a3u of
MPOLIECOT Ha KpeHpame, T.e. UMIUIEMEHTHPAmke
Ha Ta3apHa OPUCHTAIlMja BO €JHa OpraHM3aIluja
(Gary et al, 2009):

o Uuunwujanmja. Bo oBaa thaza
MEHaIePOT/COTICTBEHUKOT W Ipyru
CTEUKXOJJIEPU BOOUYBaaT 3aKaHa 3a

KOMITaHWjaTa, Ha IpHUMEpP HEMOXXHOCT Ja ce
ocTBapar  (uHAaHCHCKMTE  LenHM, U ce
MOATOTBYBAaaT 3a MMIUIEMEHTallUja Ha Ma3apHa
OpHEHTalMja TpeKy HUACHTU(PHUKYBambe Ha
cnennUYHU WHUIMjaTUBH 3a TPOILECOT Ha
TpaHc(hopMaImja, Kako Ha MPUMEp MOCTaBYBabE
Ha HOBM OpPraHM3AIMCKU BPEIHOCTH KOU Ce
OYEKyBaHHU OJ] WICHOBHTE Ha Taa OpraHu3alyja
(emmaTHja, MOYUT KOH JAPYIUTE, COpadOTKa) U
WHUIIMjAaTHBH 32 MOJJPXKYBambe HAa Taa MPOMEHa
(pa3Boj Ha cHCTeM Ha  KOMYHHKaIlHja,
CTIOBEyBamkbe Ha MPUHLUUINOT Ha KOHTHHYHPAHO
noJI00pyBame U NHPOPMAITUCKA TEXHOJIOTH]a).

e PexoHcTpykumja/pekoHctuTynuja. OBaa daza
noapasdupa MPEeTCTaByBamkbe Ha IUIAHOT Ha
menaTta OpraHu3anyja HcTOBpeMeHo. IlmanHor

Tpeba 1Ia TW ONMIIyBa BPEIHOCTHTE KOH C€
CEeJIeKTUPAaHH Ja ja BojaT (upmaTa, Kako M
creun(pUIHUTE aKTUBHOCTH 32 MPOMEHU KOU Ke
ce ciydysaar. [lo mpe3eHTHpameTo Ha IUIAHOT,
(upMaTa MOXKe 12 3aII0YHE CO IPOMOBHpAE Ha
pa3bupameTo 3a Toa Kako KYJITypHHUTE
BPEIHOCTH MOXKAT Ja BIHMjaaT BpP3 CIOCOOHOCTa
Ha ¢upMarta Ja TU NpecpeTHE HMOTPOIIYBAYKUTE
moTpedn, TMpeKy mnpakame Ha (YHKIHOHATHA
TUMOBHU Jla CE€ CPETHAT CO MOTPOILIYBAa4d HIIU
IOpyTd CTEeWKxoinepu. Bo kpajHa nuHHja,
BpabOTeHHTEe KOM HE CE PACIOJIOKEeHH Ja ja
npugarat npoMeHeTaTa OpTaHu3alroHa
KyJTypa, ce 3aMEHETH CO HOBU BPaOOTEHH KOU T
crioziesTyBaaT HCTHTE BpegHocTu. Kora cure
BpaOOTEHH BO KOMIIaHHWjaTa CE€ COIJIACHH 3a
3HAUCHETO Ha TMa3apoT W TOTpedHTe Ha
MOTPONIyBaYUTe,  MOXKAT  HEMpPEYeHo  Ja
copaboTyBaaT BO TpaJemeTO Ha CTpaTermja 3a
3aJI0BOJTyBamb€ Ha THE TIOTPEOH.
e lucturynnonanuszanuja. Tperata ¢aza Ha
WHCTUTYIHOHAIM3allMja Cce  jaByBa  Kora
KyJITypaTa Ha Ma3apHa OpueHTanyja e popmaaHo
UMIUIEMCHTHpaHa BO  [eJlaTa  KOMIaHHja.
HarpanyBamero Ha BpaOOTEHHTE € yCOTJIaceHO
co mepdopmaHcuTe Ha (pupmMara Ha MA3apoT;
OOyKUTE Ce€ JW3ajHAPaHd Ha HAYMH Jia THu
3ajaKHAaT KyJITYpHHTE BPEIHOCTH; MOKTa Ha
OJUTydyBame € JICLEHTpa3ipaHa U MpeHeceHa
Ha cuTe BpabOTeHM BO opraHu3anmjata. Ha
pUMep, BO €IHA O]l HCTPaKyBaHUTE (PHUPMH, 32
BpeMe Ha COCTaHOK MOBp3aH co
TpaHc(]opManrjaTa Ha CEKTOPHTE 3a IMPOojak0a u
WCTIOpaKa Ha CTOKaTa, NPETIPHjaTUETO TH
HCKOPHUCTHUIIO CEBETUTE O] BpaOOTEHUTE BO JBaTa
CEKTOpH, IITO PE3yJNTHPaJo co (GopmHpame Ha
LeHa MPHUCIIOCO0eHa KOH PEeaTHUTE TPOUIONH 32
UCIIOpaKa, HMCTOBPEMEHO  3aJIpXKyBajKu THU
OIMIHUTE 3a pa3IMYHU BHJIOBU HA UCIIOpaKa KOH
moTpomryBadute rH Oapame. Bo gmenm on
OCTaHATUTEC KOMIIAHMM KOM Y4YeCcTBYBajle BO
CTy/aujaTa, MeHaIIepUTe/CONICTBEHHUIINUTE
morojeM JAeil oI HHGOPMALKMUTE CO KOHU
pacmonaraie Td TpeHele W Ha JpyruTe
BpaboTEHM, 32 J]a UM ITOMOTHAT BO JIOHECYBAHETO
Ha OJTYKHUTE.
e OpnpxyBame. Bo dazara Ha onpiyBame,
KOMIIaHWjaTa ja IITUTH KyJTypaTa Ha Ia3apHa
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OpHEHTAINlMja O]l pacharame, NPeKy peAOBHU
KOHTPOJIM Ha BPaDOTEHUTE, 3 J]a UCITHTA KOJIKY
noObpo ce  BKJIONyBaaT BO  HM3MEHeTara
OpraHu3aiyja; ce Kpeupaar akKTUBHOCTH KOU TH
MoTceTyBaaT BpaOOTEHUTE Ha MPOIECOT Ha
KyJITypHa TIpoMeHa BO (upmaTa; ce H3BeIyBa
HCTPaXKyBame Ha MMa3apoT U MOCETH Ha TePEH, 3a
Ja ce OAApXH MOBp3aHOCTa co maszapoT. Ha
pUMep, 3a POMOBHpabe Ha KyNTypaTa Ha T.H.
“Harleyness,” ¢upmara Harley-Davidson Bpiun
eBaJlyalldja Ha BpPaOOTEHHUTE 3a CTENEHOT Ha
MPUINAJTHOCT KOH KYJITypara u TW oxpadpyBa u
caMHTe Ja TH TOceqyBaaT M  KOPUCTaT
MPOM3BOJINTE; MEHAIIEPHUTE TIOCETYBAAT pelinja 3a
Ja ce moBp3aT co motpomyBaunte. Onpxy-
BaETO Ha TPOMEHeTaTa KyNITypa Ha Ma3zapHa
opueHTanuja Oapa mpudakamke HA HOBHU
MOJUTUKA M CTpaTerud Ha paboTeme, camo
JIOKOJIKY C€ KOH3UCTCHTHH CO KIYYHHUTE BPEJI-
HOCTH Ha KOMITaHHjaTa.

Osgue geTrpH (a3u 011 MPOLECOT Ha KPEHPame Ha
razapHa OpHEHTAIlfja BKIIydyBaaT IOBEKE O]l
CaMo HEKOJIKY YeKOPH Ha OJIPEIICHO OJTHECYBAC.
Tue nmoapasboupaaT MUPOKO npudakame Ha HOB
BUJl Ha OpraHu3alMcKa KynTypa Oa3upaHa Ha
3aCJIHUYKH BPEJHOCTH W CIHYHO WJIH HCTO
pa30Oupame Ha Ia3apoT M HETOBUTE MOTPEOH,
KaKo ¥ TUCTpHOYIMja HAa BHATPE-OPTaHU3AINCKa
MOK Ha OJUTydyBame. HecTonaru, NpoOMEeHUTe ce
WHUIMPAHU OJ COICTBEHUKOT WM BPBHUTE
MeHajlepy Ha  €JHa  OpraHu3aiuja, HO
copaboTkaTa MmoMery CeKTOPUTE U COOJBETHHUOT
CHCTEM Ha HarpajyBame, Ce UCTO TaKka 3HAYajHU
3a YCIENIHO HWMIUIEMEHTHpame Ha Ia3apHa
OpHUEHTaIIH]a.

3akaydox

Moske 1a ce 3aKiy4d JeKka [pOMeHara Ha
HAYMHOT HAa MEHAWpame, IPEHACOYEH O
MPOM3BOJIOT KOH IOTPOIIYBAYOT ITPOM3JIETYBa O]
3rojieMeHaTa KOHKYPEHTHOCT BO
MeTyHapOIHOTO OM3HHC ONMKPYKyBarbe, Op3uTe
NPOMEHH BO TEXHOJOTHjaTa KOH JIOBEI0A [0
CKpaT€H XMBOTCH HIMKIYC Ha Ha IPOU3BOAMUTE,
Kako M 3rojieMeHaTa MOK Ha IOTpPOIIyBayMTe
(Pitt et al, 1996). ®upmure Mopaa Ia HajmaT
HAuYMH Ja TM 3aJp)KaT CBOUTE Ia3apH, IOpaad
IIITO MHOT'Y TIPETIIPHjaTHja I0YHaa CO Pa3BUBAE
Ha (OpPMaJHK TPOrpaMH 3a 3rojeMyBarbe Ha
KBQJIUTETOT HAa MPOU3BOJICTBOTO, MOI00pYyBame
Ha TIOHYACHHUTE YCIYIH W IPOMOBHPAKBLE Ha

oOHOBeHaTa TIOCBETa Ha  CIy)XEHhE  Ha
notpouryBadotr.  [loctojar  nokasm  Koum
JIEMOHCTpHpaAT Jieka TpaHChopMalyjara 1oBena
70 3rOJIEMyBabe¢ Ha KOPUCTEHETO HA MAPKETHHT
aKTHBHOCTHTE OJ] CTpaHa Ha (GUPMHTE, TPAKTUKI
Kou ja peduextupaar pa3OymeHaTa CBECT Ha
MEHallepuTe 3a HEOMXOAHOCT OJ Pa3Boj U
ONp)KyBalb€ Ha Ia3apHa OpHCHTalWja Ha
¢upmara (Deshpande and Webster, 1989).
Cenak, HemWTO MTO W [OHAaTaMy OCTaHyBa
KapaKTePUCTUYHO 32 TPAH3ULUCKUTE EKOHOMUH,
BO KoH ce ymite crara u PM, e Toa mto pupmure
YecTONMaTH ce HEYCHEIIHH BO Pa3BHBAKETO HA
(OKyC KOH HUBHHUTE MOTPOIIYBaYM W Ma3apH, a
(OKyCOT KOH I1a3apoT He € HUIITO APYTO, OCBEH
OpHEHTHpAame Ha aKTHBHOCTHUTE Ha (upmara BO
HACOKa Ha 3a/I0BOJYBambe HA MOTPOIIYBAYKHUTE
moTpebu u Oapama. [IpomsBogHa opueHTanmja
IIOCTOM BO TIPETIpHjaTHjaTa KOW KaKO OCHOBa
nuMmaat MmpousBOACTBO Ha HOCTOjHI/I IMpou3BoOaH,
KOM TOTOoa ce oOuayBaaT Aa TM THpojanaT Ha
nazapot. Hacmporn Toa, masapHa opHeHTaIuja
MOCTOM KOTa MPETIPHUjaTHETO TH OpraHU3upa
CBOUTC AKTUBHOCTH, IPOU3BOAM U YCIYTH
criopen morpebure W Oapamara Ha HETOBHTE
notpouryBayn. KomIoHeHTHTE Ha Ta3apHara
OpHCHTAllMja M  YEKOpUTE 3a  Hej3MHA
HMIUIEMEHTAIMja BO eaHa (upMma, Kako u
(axTopHTe KOM BOJAT KOH HHTEPHA CTPYKTYpa Ha
OopraHm3aiMja CcHnocoOHa Ja Tpaid CHIHU
OpenzioBU TpebOa Ja A00HMjaT CePHUO3CH MPHUCTAI
Ol CTpaHa Ha MEHAaJePHUTE/CONCTBEHHIIUTE Ha
MIpeTIpHjaThjara, ounejku raszapHara
OpHEHTAIIH]a € CPENICTBO 38 UMIUIEMEHTHPAE Ha
MapKeTHHI KOHIIETITOT Koe ja o00e30emyBa
OCHOBaTa Ha CEKOj OM3HHC - ITIOCTOCHETO Ha
€HTY3MjacCTUYKH HACTPOEHH IOTPOIIyBaud 3a
TUTAHUPAHUOT MTPOU3BO/I.
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CRIMINALOGY AS SCIENCE
Abstract

Criminology science as a stand-alone
heuristic discovers and investigates the
legalities involved in the occurrence of the
crime and the mechanism for detecting and
gathering information  (operational and
evidence) about the crime and the perpetrator,
examines the technical means and tactical
means and methods for the repressive-
preventive fight against crime. Criminology as
a subject of interest is crime and delinquency,
that is to say the focus is on the discovery and
prevention of crimes and their perpetrators.
Criminology is a special science, which as a
trichotomous whole is transformed into a
system of scientific knowledge with a
technical, tactical and methodological
dimension. Its composition includes criminalist
technique, criminal tactics and criminal
methodology, which as three subsystems
constitute the system of criminal science.

Criminology as a scientific discipline has
always existed, as the competent civil servants
have in various ways uncovered the crimes.
Just as philosophy, history, statistics, criminal
law and other sciences have dealt with the study
and development of certain social and natural
phenomena, for the first time criminology has
been practiced by experts in certain fields,
studying the problems of criminality, each from
its own scientific point of view. watching the
phenomenon. A large number of chemists,
physicists, biologists, molecular biologists,
technologists and many others have contributed
to the development of investigative techniques
and the study of behaviors that cause crime
(criminologists, psychologists, psychiatrists,
sociologists and others).

Kay words: criminal, investigation,
knowledge, criminalist technique, criminal
law
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KPUMHNHAJIMCTUKATA
KAKO HAYKA

Ancrpakr

Kpumunanucrtukara Kako caMOCTOjHA
XEYpUCTHYKA HAayKa I'd OTKPUBA M HCTPAXKYBa
3aKOHOMEPHOCTUTE BO HACTAaHYBAamhEeTO Ha
KPUBHYHUOT HAcCTaH M MEXaHU3MOT Ha
OTKpUBaWke€ H Tpubupame HHPOpMAITU
(omepaTuBHM M JOKa3HU) 3a KPUBUYHOTO
JeI0 W CTOPUTENOT, THU pasrieayBa
TEXHUYKHUTE CPEJCTBA U TAKTUUKUTE HAYUHH
Y METOJIU 3apajiil perpeCcUBHO—TIPEBEHTHBHA
6opba MIPOTHUB KPUMHHAIUTETOT.
Kpumunanucrtukara Kkako TmpeAMeT Ha
WHTEpEC T0 WMa KPUMHHAIUTETOT H
JICIMKBEHTOT, OJHOCHO BO IIEHTapOT Ha
HEj3UHOTO BHUMaHue ce Haoraar
OTKpUBAaWKETO M CIpEUyBambeTo  Ha
KPUBUYHUTE JIeJla ¥ HUBHUTE CTOPUTEIH.
KpumnHanuctukata npercraByBa IoceOHa
Hayka, Koja Kako TPUXOTOMHA MEJIOCT Ce
[IPETOYyBa BO CHUCTEM Ha HAyYHHU CO3HAHM]a
CO TEeXHHWYKAa, TaKTHYKa ¥ METOJWYHA
IUMeH3Hja. Bo Hej3MHHOT cocTaB BieryBaar
KPUMUHAITHCTHYKA TEXHUKA,
KpUMHUHATHCTUYKA TaKTHUKa u
KPUMHHAIHCTUYKA METOIMKA, KOU IITO KaKo
TPU MOTCUCTEMH 'O COUMHYBAAT CUCTEMOT Ha
HayKaTa KpUMHAHAIACTHKA.

Kpumunanucrukara KaKo Hay4yHa
JTUCITUTIIINHA TTOCTOETIA O] CeKOTalll, OuejKu
HQIJISKHUTE JIP’)KaBHU CIY)KOCHHUIM Ha
pa3sHU HAYWHH T OTKPUBAJIIE KPUBUYHHUTE
nena. Kaxo mro ¢unoszodujara, ucropujara,
CTaTUCTHKATa, KPUBUIHOTO MPABO U JAPYTHUTE
HAyKH C€ 3aHMMaBeJe CO MPOYUyBAHETO U
pPa3BOjOT HA OJICIHATE OIIITECTBEHH U
NpUPOJHH (PEHOMEHH, TaKa Ha TOYETOKOT CO
KPUMHHAITHCTHKATA ce 3aHMMaBale
CTpyumalld  Off  OJpeNeHH  OOJIacTH,
MPOYYyBajKH TH IPOOIEMHUTE HA 3JIOYNHUTE,
CEKOj O] CBOj aCMeKT Ha HAy4YHO IJIe/lakhe Ha



mojaBara. lomem Opoj Ha XeMHYapH,
¢dbuznvapu, OM0I031, MOJIEKYJIApHU OHUOJIO3H,
TEXHOJIO3U U MHOTY JIPYTH, CO CBOUTE U3YMH
Jlalie IpUJI0HEC BO Pa3BOjOT Ha MCTpaskHATa
TEXHHKa W  BO  MPOy4YyBamETO  Ha
OJlIHECYBamaTa KOM IMpeIru3BUKYBaaT I0jaBa
Ha KpPUMMHAJIHM Jena  (KpUMHHOJIO3H,
MICUXOJI03H, TCUXHUjaTpPHU, COLUIIONO3U U

JPYTH).

Knyuynu 300poBM: KpUMHUHAJ, HUCTpara,
3HaeHE, KpUMHHQJIMCTUYKA  TEXHHKA,
KPUBUYHO MIPABO
1. Onro nepuHUpame Ha
KPUMHHAJTHCTHKATA
KaKO0 HayKa

Kpumunanucrukara KaKo Hay4yHa

JTUCIUILIMHA TIOCTOEIIA O] CEKOTaIl, OUIejKu
HAJJIKHUTE JpXKABHU CIYyXOEGHUIIM Ha
pa3HW HAYUHU TH OTKPUBAJC KPUBUYHHTE
nena. Kako mro ¢uno3odujara, ucropujara,
CTaTHCTUKATA, KPUBUYHOTO TIPABO H JAPYTUTE
HayKH Ce 3aHUMaBelie CO MPOY4YyBAHETO U
pPa3BOjOT Ha OJJICIHATE OIIITECTBEHH U
MpUPOAHU (DEHOMEHH, TaKa Ha MOYETOKOT CO
KPUMHUHAIHCTAKATA ce 3aHUMaBale
CTpyumalld Ol  OJpedeHH  00JacTh
MPOy4YyBajku TH MPoOJIEMUTE HA 3TTOUYNHUTE,
CEKOj O] CBOj acIeKT Ha Hay4YHO TIieJlamhe Ha
nojaBata. lomem Opoj Ha XeMHYapH,
¢busznuapu, 6101031, MOJIEKYJIapHU OHUOJIO3H,
TEXHOJIO3U U MHOTY JIPYTH, CO CBOUTE H3yMU
Jalier MPUAOHEC BO Pa3B0jOT HAa HCTPaKHATA
TeXHWKa W BO  MPOYYYyBamETO  Ha
OJIHECYBamaTa KOM MpeIn3BUKYBaaT MojaBa
HAa KPUMHHAIHU Jena  (KPUMHHOJIO3H,
TICUXOJI03H, TICUXHUjaTpU, COIUIOIO3U U

JPYTH).

Ha mouerokor Ha  pa3BojoT Ha
KpMHHaAJIUCTHUKATA, HAay4YHUTE
HUCTpaXKyBama 51 pabHoTaTa Ha

KpUMUHAINCTUKAaTa OuWiie TOBpP3aHU CO
CTOpUTENIUTE Ha KpUBUYHUTE Jiesia. Bo oBaa
¢a3a Ha pa3BOjUOT, TJaBHA 3a7ada Ha
KPUMHHAIMCTUKATa OMJIO MPOYYBAaWHETO Ha
JIMYHOCTAa Ha JCIIMKBECHTUTE. Hemro
MOJIOIIHA BHUMAHUETO TIOYHAJIO Ja ce
HacodyBa M Ha KPUBHUYHUTEC [ACJIa KaKoO
peaiHa 1ojaBa M Toa 10 MaT Ha MPOoy4YyBambe

Ha OJJICJIHUTE CIy4au Ha W3BPIUICHU
KPUBUYHHU JIeJIa W HUBHUTE W3BpIIHTENIH. BO
HajOTIIITa cMHCIIa Ha 300poT
KPUMHHOJIOTHjaTa CE€ CMeTa 3a HaykKa 3a
3mounHUTe W 3noumHNmTe. [Ipenmer Ha
U3ydyBamke Ha  KPUMHHAIHCTUKaTa €
KPUMUHAJIOT KAKOWHJUBUIYaJICH YHH U
COIIMOJIONIKO  MATOJIOMIKa I0jaBa  Kako
MIPUYMHUTE 32 T0jaBaTa Ha KPUMHUHAIIOT KOU
JOBEyBaaT pasHu (EHOMEHOJIOIIKH
nmojaBHU 0o0nuIM. Toa 3HA4YM JeKa MpeaMeT
Ha KpPUMHMHQJINCTHKaTa € 30UpoT Ha
WHIUBUAYATHUTE TI0jaBH, OJHOCHO 30MpOT
HAa JICTIUKTHTE KOU TH CTOPHJI OCMHEI] WITH
MPaBHO JIMIIE KAaKO HETaTUBHU TI0jaBH BO
OIIITECTBOTO KOM CE€ CO 3aKOH YTBPICHU
Kakao 3a0paHeTH Jena.

KpumuHanucTukata ce pa3BHBa Kako
HayKa Koja T TMpOydyBa, NMpoHAora W THU
YCOBpIIYBa HAYYHHUTE M Ha MPaKTHYHA
OCHOBa 3aCHOBAaHU METOIHU U CPEACTBA KOU
CE HajIIOTOTHU, JIa C& OTKPHUE U IIPHUBEJIE KOH
KpUBHYHA CaHKIMja CTOPUTEIIOT, Ja Ce
00e30emar u pukcupaaT CUTE JI0Ka3HU 3apagu
yTIBpPyBame Ha 00jeKTHBHA BUCTHHA, KaKO U
Ja ce COpe4yd W3BpPIIYBakEe HAa HIHH,
IUTAHUPAHU ¥ HETUIAaHUPAHU KPUBUYHU JCTIa.

[pen na ce KOHCTUTYHPA
KpPUMHHAJIUCTUKATA KAKO CAMOCTOJHA HayKa,
KpUMHUHANIUCTUYKAaTa TpobieMaThka Ouia
o0Opa®oTyBaHa O]l cTpaHa Ha JIPYrM HayKu
KaKkoM HITO ce MICUXOJIOTH]jaTa,
¢dunosodujara, KPUBHUYHOTO TMPaBO H
JPYTUTE CPOJAHH HAYKH.

2. Kapakrepucrukm Ha
KPUMHHAJTHCTHKATA KAKO HayKa

Kpumunanucrukara 3a mpB maT CBOETO
nMe 1o aobuBa aypu Bo 19 Bek. IToumot
KPUMHUHAIMCTHKA 32 TIPB TaT € YIOTPeOeH 01
0J1 CTpaHa Ha (ppaHIyckuot anTporosior [Tomx
Tonuuapa BO HETOBOTO eI0
AHTpomoJoruja. Kpumunanucrukara
CTOPUTEIIUTE W KPHUBHYHUTE Jella TH
MpOy4YyBa OJ1 Pa3JIMYHHM aCHEKTH, KaKo IITO
ce OMOJIOIIKUTE, IICUXOJIOIIKHUTE,
COIIMOJIONIKUTE U IICUXOMATOJIOMIKUTE IITO
J0BEJI0 0  [ojaBa  Ha pasHu
KPUMUHAIUCTUYKU JUCHUIUIMHA KaKO MITO
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ce KPUMHHAJIMCTUYKATAa AaHTPOIOJIOTH]a,
KPUMHUHAITHCTHYIKATA TICUXOJIOTHja,
KpUMUHAIUCTUYKATa OWOJIOTHja U JPYTH.
[Ipumenara Ha Hay4YHHTE CO3HaHHja BO
OTKPUBAaWKETO U  Pa3jaCHyBaKETO  Ha
3JI0YMHHTE OWJIC IPUTOTHH CE JI0 HEj3UHOTO
0CaMOCTOjyBambe KaKo HayKa.

Kpumunanucmukama ¢ Hayka Koja ce
0aBM CO MPOYyYyBaWkE,yCOBPUIYBAKE U
pUMEHA Ha OHHE METOIM KaKo WU CPeICTBa
KOM C€ HajIoTOJHM 3a OTKPHUBAaWkE Ha
KPUBUYHU nena, IPOHAOI ambe Ha
CTOPUTEIINUTE Ha KPUBUYHU nena,
00e30e1yBameTo Ha JOKa3H U (PUKCUpaAe Ha
nokasute. KpuMmuHaTUMCTHKaTa HCTO Taka
MMa 3a 3a/1a4a Jia CripevyBa HaCTaHyBambe Ha
KPUBUYHU JIea.

Kpumunanucmukama ¢ camocTojHA
HayKa Koja MMa jaCHO OIPEICIICH IIPEeIMET Ha
U3y4dyBame, MPEHU3HO Ne(GUHUPAHU 3a/lauu
U Moce0eH CIeKTap Ha METOIU CO KOU ce
CIly’)KH. TIpunara Ha Trpynara KpUBHYHU
HAyKH, CO OTJIe]l Ha Toa JeKa MpeIMeT Ha
HEJ3MHOTO  HAAyYHO W MPAKTHYHO
UCTPAXYBambe e KPUMHHAIHTETOT.
KpumuHanuctukata ce  3aHMMaBa  Co
OTKpHUBaWkE, UCIUTYBAkHE U MPOYyUyBamkbe Ha
3aKOHOMEPHOCTHTE Ha  HACTaHYBambETO,
TpajHOCTa, NPUOUPAKETO (PUKCUPABETO),
UCIHUTYBakETO M KOPUCTEHETO  Ha
OTIEpPaTUBHUTE U JOKa3HUTE UHPOPMALINH 32
KpUBUYHHUTE Jela H 33 CTOPUTEIUTE
YYeCHUIIA BO KPUBUYHUTE nena.
KpuMunanuctukara BpIIM HCTPa)KyBambe,
aHaJM3a ¥ BOONIITYBAkE HA J€YMKBEHTCKATA
npakca (TaKTUKH W TeXHUKU U MPUKPUBAHE
Ha KpUBHMYHHU JI€JIa) CO LeN Ja ce 3abenexar
3aKOHUTOCTHTE, OTIILITUTE u
TUIUYHUTE.(KPUMUHAIMCTHYKA  METOJINKA,
[oTOa  BpPUIM  TNPOYYyBaWke€,  OJHOCHO
UCTPaXKyBambe Ha OlepaTUBHATA,
UCTpa)KHATA U CyJCKaTa Mmpakca, U3yudyBame
Y IpUMEHa BO TPAaKTHYKaTa Ha IMOCTOjHUTE
KPUMHUHAITUCTUYIKO — CTpPATEeTUCKH,
MIPCBCHTHBHY, HTAKTHYKH MEPKH U TEXHUYIKH
CpeICTBa. KaKo MpEeAMET Ha aHTAKUPAme Ha
KpPUMHUHAJINCTUKATA ce omndaka u
YIBpJYBambETO Ha  3aKOHUTOCTUTE  —

%8 Gaji¢, G., (2017): Osnovi kriminalistike,
Panevropski univerzitet Apeiron, Fakultet pravnih

Mer'yceOHHUTE BPCKH U MEI'yCEOHOTO JIEjCTBO
Ha MaTepHjalHUTe O00jeKTH Kako |
(U3MYKOTO JIejCTBYBamkE HA JIyTeTo.

Hauena Ha KpUMHUHAJIUCTHUKATA:

®  33aKOHHTOCT,

®  METOJIUYHOCT U TUIAHHPAHE,

®  KPUTUYHOCT U CAMOKPUTHYHOCT,

e Op3WHA U U3HCHAyBambe,

®  TEMEJHOCT U YIOPHOCT,

®  00jeKTHBHOCT,

®  CIUHCTBEHO PaKoOBOJICHE Ha
OIEPAaTUBHO — TAKTUYKHUTE M UCTPAKYyBAUKU
paboru,

e  KOOpIHWHAIMja U COpabOTKa,

e  YyBame Ha CIIy’)kOeHa TajHa,

®  IPOAKTHUBHO KPUMHHATHCTUYKO
[IOCTANyBabe " pa3BUBambE Ha
KPUMHHAJIMCTUYKA ITPEBEHIIN]A,

e  MelyHATOJHA KPUMHHAIACTHYKA
copaboTKa

Kpumunanucmuxkama ¢ Hayka Koja ce
3aHMMaBa CO MPOYYYyBamke Ha METOJIUTE 3a
OTKpUBAakhEe M HCTPaXyBarmbe HAa KPUBUYHU
Jella W HUBHUTE CTOPUTEIM KaKo U
pa3BUBambE Ha CTpaTeruu 3a
CIIPOTHBCTABYBAKE HA KPUMUHATHTETOT. >

Kpumunanucmuxama ce onpenenyBa
KaKoO HayKa Koja TH NpOydYyBa, MPOHAora u
YCOBpIIIyBa HAYYHUTE W Ha MPAKTHYHO
HCKYCTBO 3aCHOBaHU METOJIM U CPEICTBA KOU
Ce HAJIOTOJHM J1a ce€ OTKpPHE U pa3jacHU
KPUBUYHO JIEJIO, J]a CE OTKPHE M IPUBEIEC IO/
KpUBUYHA  CaHKIHUja  CTOPUTEIOT  Ha
KpUBUYHOTO [0, Ja ce obe3bemar u
(buKcupaaT CUTe J0Ka3H 3apajIi YTBPIyBambe
Ha OOjeKTMBHATa BUCTHHA, KaKO M Jia Ce
CTpeYr M3BPIIYBalb-€ HA MIHH TUTAHUPAHU U
HETUTAaHUPAHU KPUBHUYHU nena.(B.
Bonenenuk).

Kpumunanucmuxkama ¢ Hayka 3a
TEXHMKaTa, TaKTHKaTa W METOAHUTEC Ha
OMEPAaTUBHUTE, HWCTPAXKHUTE U JAPYTHUTE
CY/ICKH TOCTAITKU, KaKo 3a CIPEYyBambEeTO Ha
KPUMHHAJIHTETOT.

nauka, Banja Luka, www.apeiron-
uni.eu/lycboardclient/Detail.aspx?
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KpumuHanucTukaTa € JAUCHUILIAHA KOja
CHCTEMATCKH TH HCTpaXyBa HAy4YHHTE
METOIM W TMpaBWITa HA HCKYCTBAaTa BO
HETIOCPEHOTO CIIPEUyBame, OTKPUBAKE WU
pasjacHyBamC Ha M0jaBUTE HA Ka3HEHU Jela
U YTBPAYBamkETO OHAa HUBHHUTE CTOPHUTEIIH.
Ka3neHnoro aeno e ciioxeHa IefMHa, CIUIeT
Ha COJIp>KMHA 0] 00JeKTHBHA M CYOjeKTHBHA
npupoga. O0jeKTUBHATA WM HAJBOPEIIHATA
MojaBa Ha Ka3HEHOTO Jeno To omdaka
BpPEMETO, MECTOTO, CpEICTBaTa, TEKOT W
IpyruTe 00jEeKTUBHU OKOJIHOCTH Ha JIEJIOTO.
Cy0jexTuBHATA WM BHATPELIHATA CTPaHA Ce
OJTHECYBa Ha Ha BHATPCIIHUTEC HACTaHH,
KapakTepUCTUKUTE HAa  JIMYHOCTa  Ha
CTOPUTEJIOT Ha Ka3HEHOTO [IeJI0, MOTHUBOT,
COApXMHATA W OOJMKOT Ha KPUBHUYHOTO
nenmo. I'nmemumrata BOo  morien  Ha
CaMOCTOjHOCTAa  Ha  KPUMHHAJIMCTHKATA

MOXKaAT Jia CC IoAciiaT Ha YCTUPH z[ena:54

e Bo npBara rpyna Ha TIEAUINTa 3a
KPUMHUHAINCTUKATa Ha COBPEMEHHUOT CTENEH
Ha pa3BOj craraar IJeJIUIITaTa CIope] KO
KpUMUHAIUCTUKATa  CEylITe  HE  THU
HCIIOJIHYBa YCJIOBUTE KOM CE€ HEOIXOJHH 3a
Jla ¥ ce MpHU3Hae 3HAUCHETO Ha CaMOCTOjHA
Hay4YHa JejHOCT. Taa e 1en ox coap)kKuHaTa
Ha Jpyrn Hayku. He ce oxpekysa
MIOCTOEHETO U BAXKHOCTA Ha TEOpeTcKara
KpUMUHAINCTAKA, HO Kako moceOHa
TeMaTcKa liefuHa. Toa yuTe He € I0BOJIHO 32
NpU3HABalkE€  HA  CAMOCTOjHOCTa  Ha
KpUMUHAIUCTUKATAa Kako Hayka. Kpaen
pe3yarar Ha TJIEJUIITETO 3a
KpPUMUHAQJINCTUKATa € JIeKa Taa € Y4eme,
LIEJTMHA Ha 3HACHE U CUCTEM Ha MpaBHIIa 3a
HEMOCPEAHO UCTPAXKyBAHUTE MOjaBH.

e Bo BTOpara rpyma Ha TIEAMINTa 3a
KpUMHUHAIHUCTUKATa C€ TPU3HABAaaT HEKOU
nojapadja Ha KpPUMHHAJIMCTHUKaTa Kako
JIeIOBU HAa caMOCTOjHa Hayka. Tyka ce
WCTaKHyBa Ba)XHOCTAa Ha Pa3BOjOT Ha
TEOopeTCcKaTa KPUMHUHAIHUCTHKA, KaKo
HEONMXOJEH  YyCJIOB  3a  pa3Boj  Ha
KpUMUHAIMCTAYKAaTa TpakThka. Bo oBaa

5 Kriminalistika — Uvod,
http://studenti.rs/skripte/kriminalistika-
uvod/#sthash.zjMvTgE6.dpuf

rpyna TJCIWINTa craraaT W TJICIUINTAT3a
KpUMUHAIMUCTAKATa Kako BKYIHOCT Ha
(GYHKIHMCKM TOBp3aHM IOCEOHU HAyYHU
JACIIUIUTHHU.

e Tperata rpyna Ha TJIeAMIITa 32
KPUMHUHAIMCTUKATA, KPHUMHHAJIUCTHKATA ja
riena KakKo camMoCTOjHa HayKa.
[TpuBp3eHUIINTE HA OBHE IJICIUIITA CMETAaT
eKa HE3MHUOT 30Mp Ha 3HacHAa,
OJIpeJIeHOCTa Ha PEIMETOT Ha
HCTPaXKyBamhe, 3aKOHUTOCTUTE U METOJUTE
Ce TAaKBH IIITO T'M UCIOJHYBAaT yCIOBHUTE 3a
CaMOCTOJHO OTICTOjyBamkE U Pa3Boj.

e Bo uyerBprata rpyna Ha IJICIUINTA
BJICTYBAT TJICAMINTATAa KOM C€ TEMeJaT Ha
MOCEOHMOT CHUCTEMCKHOT TIPUCTall KOj €
obene’kaH co Toa  IITO  IOJMOBHO
KpUMUHAIMCTAKATa C€ O3HadyBa Kako
moceOHO Tojpayje, Mo MPaBWIO BO TpynaTa
Ha TPUPOJHM W TEXHHYKHA HAYKH, JOJCKa
npeocTaHaTaTta COJApXKMHA Koja € omndaTeHa
CO TI0jIOBHOTO OApEIyBamke HA MOWMOT Ha
KPUMUHATUCIUKAMA U GKIYUY8aam 60
NOWUPOKOMO KPUMUHATUCTUYKO
ucmpaoicysarve.

Kpumunanucmuxama ¢ Hayka Koja ce
3aHMMaBa CO W3y4yBame Ha METOJIUTE Ha
OTKpHUBAhE U MCTPAKYBAE HA KPUBHUHHUTE
Jiefia ¥ HUBHUTE CTOPUTENH KaKo M CO Pa3Boj
Ha CTpPaTeTUU 3a CIPOTHBCTABYBAKHETO HA
KPUMHHAIUTETOT. KpUMHHAIMCTUKATA TH

npoydyBa:>

® HAYMHWTE Ha U3BpIIyBamke Ha
KPUBUYHUTE JIeTIa,

®  METOJuTe Ha NPaKTUIHOTO
cy30uBame Ha KPUMHHAIUTETOT
(penpecrBHH 1 TIPEBEHTHBHMN ),

®  yHalpeayBameTo Ha
nH(pOpPMAIlMOHUTE TEKOBH BO PaMKHUTE Ha
cute  ¢pa3dw Ha  [peTKpUBHYHATA U
KpUBUYHATA [TOCTAIKA,

e T[pOHAOTamkeT0 Ha  HajeUKacHU
HAUMHU 32  TIpe3eMame  ONepaTHBHH
aKTUBHOCTH M M aKTUBHOCTH 32 JTOKaKyBambe
BO PaMKHUTE Ha 3aKOHCKHUTE PaMKH,

55 Pojam kriminalistike,
www.seminarskiradovi.rs/.../pojam-kriminalistike
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® ONTHMH3HPAKETO Ha yrmoTpedara
HATEXHUYKUATE METOJIU M CPEIICTBA,

® TpUIOHECYBAa 3a CO3/1aBalbeé HOBH
3aKOHHTOCTH Ha HACTaHYBaWkETO,
MIPOHAOTAHETO, oOpaboTkaTa u
BPEIHYBAKETO HA JOKA3HUTE HH(DOpMAIIHH.

Kpumunanucmuxama ¢ nHayka xoja ce
3aHMMaBa CO M3Yy4yBamh¢ HA HA CTPATETHHUTE,
TaKTUKHUTC, MCTOAUTC MW TCXHUKHUTC Ha
OTKpHUBame, Cy30MBambe M NPEBEHIMja Ha
KPpUMHUHAJIUTECTOT HA HUBO HAa NMOCAUMHCUYHO
KPUBUYHO JIEJI0 U Ha TOjaBUTE BO IICJIMHA.
KpuMunanuctukara € CaMOCTOjHA Hayka
KOja MMa jacHO OIIpeleNieH TpeaAMeT Ha
Npoy4yyBame, MPEUU3HO OAcHUHUPAHU U
MOCEeOCH CIIEKTap Ha METOAM CO KOHM Ce
ciyxu 3anaqu. [Ipunara BO cemMejcTBOTO Ha
KPUBUYHHU HAYKH CO OTJIE]] HA TOA IITO KaKO
npeameT Ha HAay4HO u MMPAKTUYIHO
POy4YyBame U € KPUMHHAIUTETOT, OJJHOCHO
Pa3BOjOT M yHANPEIyBAKHETO HA METOIMTE 33
HETOBO Cy30MBame.

Kpumunanucmuxama ¢ nHayka xoja ce
3aHMMaBa CO M3YYYBambETO HAa METOIMTE 3a
OTKpUBAILEC U HCTPAXYBAKLEC HAa KPHBUYHHU
Jefla ¥ HUBHUTE CTOPUTEIH KAaKO U CO
pa3BojoT Ha CTpaTeruu 3a
CIIPOTHUBCTaBYBakbe HAa KPUMHUHAIUTETOT.
Kpumunamuctukata € Hayka Koja ce
3aHMMaBa COMPOYYYBaWkE Ha CTpaTerujata,
TaKTUKUTEC, METOAUTEC H TCEXHUKUTC Ha
OTKpUBaWe, Cy30MBame M IPEBCHIIMja HA
KPpUMHUHAJIUTETOT HAa HHUBO Ha OJACIHO
KPUBUYHO JI€JI0 WM OJUICTHH  BHJOBH

KpUBUYHH JCJIA. KpI/IMI/IHaHI/ICTI/IKaTa FI/II56

® [poydyBa HAYMHHUTE Ha U3BPILIYBAE
Ha KPUBUYHHTE JIeNa,

®  yHampejayBa METOJUTE Ha MPAKTUYHO
cy30uBame Ha KPUMHHAIUTETOT
(penpecuBHH U TIPEBEHTHUBHN),

e M yHampeayBa HWHGPOPMALMOHUTE
TEKOBH BO paMKuUTe Ha cure ¢da3u Ha
MPETKPUBUYHATA U KPUBUYHATA TTIOCTAIIKA,

e rMpoHaora Haje(UKACHU HAYMHU 32
npe3eMame Ha ONEpPaTUBHU AKTUBHOCTH U

% Radosevi¢, S., (2016), Definicija kriminalistike,
pravopedia.rs/index.php?title=Definicija.

aKTUBHOCTH 32 JOKa)XyBamke BO PaMKUTE Ha
MOCTOJHUTE 3aKOHCKH MPOTIHCH,

®  ONTUMATU3UPA TEXHUYKUTE METOIH
W CpeACTBa H JlaBa NpPUIOHEC  KOH
CO3/IaBarb-¢ HOBH,

® TI'M TpoydyyBa 3aKOHHTOCTUTE Ha
HACTaHYBamWbETO, MIPOHAOT AKETO,
00paboTKaTa ¥ BpeIHYBaHETO HA JOKA3HUTE
nHpopMaIuu.

HasuBot Ha noumor Kpumunanucmuka
Joara oJ1 JIATHHCKUOT 300p — Crimen — mro
O3HauyBa KpPHMHHAJl MM CKPHBYBame WU
IPYKHOT 300p Aoyia, -logia mTo 3HauM Hayka
Wi npoydyBame. KpuMmuHamuctukara e
cneun(UYHO MpOydyBamke Ha MPHpOJATa,
obemor, yIIPaBYBambETO, NPUYMHHTE,
KOHTpOJIaTa, MOCIEAUIIUTE U TNPEBEHIIMjaTa
Ha  KPUMHUHAJIHOTO  OJHECYBame  Ha
WHAWBUYAIIHO W Ha OIIITECTBEHO HUBO.
Kpumunanmuctukara ce JneguHUpa Kako
MYJITUAACIHUILTMHAPHA u UHTED
JTMCHUITHHAPHA HayKa.
Kdpumunanuctukata € HCKyCTBEHa HayKa
(kopucTH HaAyYHM HCKYCTBa) Koja ja
npoydyBa TpUpOAaTa M ONIITECTBEHUTE
dakTH BO BpCKa CO JENMKBEHIIMjaTa,
KPTBUTE U OIIITECTBEHATA OKOJIMHA HA CUTE
¢dopmu Ha KpumuHaN. KpuMuHONIMCTHKATA €
HE3aBHCHA M aBTOHOMHA HayKa U aKkaJeMCKa
IMCIUIUIMHA. KpUMHHONIMCTUKATa UMa J1Be
[JIaBHU TOJipaydja Ha UCTPAKyBame a Toa €
eruonoruja — etiology koja e nen on
KPUMHHAINCTUKATa KOja TH HCTPaXKyBa
MOXXHHTE MpPUYMHA 33 HACTaHYBAKETO Ha
KpUMUHAJIOT W (EeHOMeHoJoruja  —
phenomenology Koja 'l ' UCTpaXkyBa CUTE
dopMH WM TUNOBM HAa KPUMHUHAI:
Kpumnnanuctukara Moxe J1a Oujie mojeneHa
Bo:>’

® TeopeTcka  KPUMHUHAIUCTHKA  —
KpUMUHAJHA TICUXOJIOTHja, KPUMHHAIHA
AHTPOTIOJIOTHja, KPUMHHAIHA COLMOJIOTH]a,
KpUMUHAJHA T[OJUTUKA, TNPOQUIaKTHUKA

KPUMHHAIHCTHKA, KpUMHHATHA
NICUXHUjaTpHja U MEHOJIOTH]a,
e TIpUMEHETAa  WIM  [parMaTH4Ha

KpUMHHAJIUCTHKA — KPUMHWHAJIHA ITOJIMTHUKA,

57 Define criminology, crime-
study.blogspot.com/2009/12/define-criminology.html
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npodumakTuyKa KPUMHUHAJIMCTUKA u
KPUMUHAJIHU UCTPaXKyBamba,

Kpumunanucrukara Hema CBOM
COINCT(BEHH METOJM, HO KOPHCTU HAy4YHU
METOIM O] JPYTUTE OJ JpPYTHTe HAyKH.
KpuMHuHaIMCTHUKUTE METOIU Ce M03ajMEHU
WIM TPWIATOJICHH Kako  crenuduyeH
IpeaMeT Ha MCTPaXyBambe Ha KPUMHHAIOT,
KPTBHUTE, OMNIUTEICTBEHOTO OJHECYBambe
MHUKPO U MakpO OMNIITECTBEHUTE EIAWHUIIH.
Kpumunanucrukara ™™ IpUMEHYBa
METOJUTE Ha aHalu3a, CHHTE3a, METOA0T Ha
KOMITapamuja, CTapUCTUYKHTE  METOH,
UCTOPUCKHOT  METOJ,  METOJOT  Ha
eKCIIEPUMEH, IICUXOJIOMIKHOT METOJ |
KIMHAYKHOT MeToA. KpummHanmctukarta e
CHCTEM Ha KPUMHHAIUCTUYKA TaKTHKA,
TEXHWKa, METOJOJIOTHja ¥  IpaKTHKa3a
OTKpHBame U chakame Ha KPUMHHAIOT WIIH
3a  OTKpUBamkE€ ©  HCTPAXyBamke Ha
KPUMUHAJIOT M coOHMpame Ha J0Ka3 3a
MPEBEHIMja M penpecuja Ha KPUMUHAITHUTE
aKTHBHOCTH " CTOPHUTEIIHTE Ha
KpuMHHAJIHATE fena. [Ipu ucrpaxyBame Ha
KPUMUHAJIOT, KPUMHHAIMCTUKATa Tpeba na
7aze OJIrOBOP Ha CIIECAHMBE Mpallama;

e [To ce ucrpaxyBa? — KpUMUHAJIOT -
What? (Crime),

e Koj ro cropmn? — KpUMHUHANELOT -
Who? (Criminal),

e Kora? — BpeMeTo Ha HACTaHyBame Ha
kpuMuHaaHOTO jaeno - When? - (Time of the
crime),

e Kako? — Kako € HalpaBeHo
KpUMHUHAIHOTO neno, - How? (How the
crime is committed),

e Kage?- — MecToTo Ha KoOe €
HAINpaBeHoO KpUMHHAIHOTO neno - Where? (
Crime scene),

e Co mT0? — CO KakBO OpyXje HIU
cpeactso - With what? ( Weapon),

e 3omro? — koj e mMotuBoT - Why?
(Motive).

%8 Criminology Law & Legal Definition,
definitions.uslegal.com » Legal Definitions Home » C

Kpumunanucmukama e npoydyBame Ha
eTHOJIOTHjaTa Ha KPUMHHAJIOT, IITO TO
npenu3BuKyBa u 3omro. OnroBopure Ha
OBHE Tpalama 0BO3MOXKYBAaT Jla Ce OTKPHE
KPUMHUHAJIOT | JIa CE U3MEPHU BO CUTE HETOBU
JTMMEH3HHY, KaKo Ha MpHMEp: KaJe, Kora,
3a0IITO U CTOPEH KPUMHHAI BO OMPEIEICHO
BEpeMe U Ha OIPEJIEIICHO MECTO; KaJe, Kora,
Kak0O ® 30MITO HEKOj TO HampaBHII
KPUMHHAJIOT; Kakle, Kora, Kako M 30IITO
HEKOj € XpPTBa Ha KpUMHUHAIOT. Bp3 ocHOBa
Ha OICHKara Ha OBHE WH(OPMAIUH,
OJITOBOPOT HJIM TPETMAHOT Ha KPUMHUHAIOT
MOXe Ja Owmae o0jacHeT Kako MOXKEH
MIPEBCHTHBEH WM PENPECHBEH KPUMHUHAIL
Kpumunanuctukara 6apa emucTUMHUOIIONIKO
pa3bupame 3a Ja MOxe momo0po ne ce
MPEBEHUPAa KPUMHHAJIOT OJf CTpaHa Ha
ONIITECTBOTO W Jla C€ MHUHHUMH3HPAT
HEraTUBHUTE BIIUjaHH]a.

Kpumunanucmukama ce neuHupa Kako
HAyYHO TIPOYYyBamke Ha KPUMHHAJOT,
KPUMHUHAITHOTO OJTHECYBAmbEC u
CIIPOBETYBAHETO Ha KPUMHHAITHOTO
3aKOHOJABCTBO. KpHMHMHamMCTHKaTa TO
poy4YyBa KPUMHUHAJIOT, KaKO OIIITECTBOTO
olroBapa Ha KPUMHHAJIOT W  Kako
KPUMHHAIOT ce MIPEeBEHUPA.
Kpumunanucrukara TH HCITUTYBA
MICUXOJIOUIKUTE, HACIEAHUTE U TMPUUMHUTE
Ha OKOJIMHATa KOW JIOBEIyBaar 10 1ojaBa Ha
KpuMuHaI. VMcTo Taka KpUMUHAIHCTUKATA TH
WUCIIUTYBAa W HAYMHUTE HA KPUMHUHAIHO
UCTpaXXyBambe M JOHECYBambe MpECcyaud U
eeKTUTe 0] Ka3HYBAFmHETO MU MEPKHUTE 32
pexabunuranyja Ha  CTOPUTENUTE  Ha
KpMBHYHHTE Jena.>

Kpumunanmucrukara e
WHTEPAUCITUIUIMHAPHA HayKa Koja coOupa u
aHaM3Mpa TMOJNATOLM 3a KPUMUHAIOT U
KPUMUHAJIHOTO OfHecyBame. Kako u kaj
CUTe HAYYHM JUCIUIUIMHU, IeNTa Ha
KpUMHUHQJINCTHKATa € Jda ce cdaTtu
(eHOMEHOT IITO Taa To MpOoydyBa M Jia Cce
Kopuctd TOa cdakame 3a Jg00pOoTO Ha
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4yoBewTBOTO. KpuMuHanucTukara oj ropapa

Ha CJIC/JHYBE NPAIIamba; >

e 3omTO cTrankara Ha KpUMHHAl €
pa3nuyHa o1 BpeMe BO BpeMe U O] KyJITypa
JI0 KynTypa?

e 30mTO HEKOW TMOEAWHIM CE IMOBEKE
NpeNoape/IcHd Ja  MpaBaT  KPUMHHAI
OTKOJIKY Jpyru?

e 30mTO CTAalKUTE HAa KPUMHHAI CE
pa3sIMYHA BO PA3IMYHU TOAHMHHU, Kaj
Pa3IMYHUTE TIOJIOBU U €THUYKH Ipynu?

e  30IITO HEKOU IITETHU AKTHBHOCTH CE€
KpPUMHHAJIHA a HE ApyTru?

e [lrto Tpeba na ce HampaBo 3a Ja ce
MpeBeHHpa KPUMHUHATIOT?

Kora ce Benu nexa KpUMHHAIIMCTHKATA €
HAyYyHO TMPOYYyBalke€ Ha KPUMHUHAIOT U
KPUMHHATHOTO OJHECYBame, CE MHUCIU Ha
TOa JIeKa KPUMHUHOJIO3UTE KOPUCTAT HAyUYHU
METOJHM 32 J]a ce O0MIaT Ja 1afaT OArOBOp Ha
mpamamaTta KOM THE TH IOCTaByBaar,
OTKOJIKY €IHOCTAaBHO Ja C€ HINMEKYJIHUpa BO
Bpcka co HuB. Hayuynute w™eromu ce
CPeACTBO 3a OTKPHBAaWkE HA BUCTHHATA U
n30erHyBame Ha Tpemiku co Oapame Ha
JIOKa3| 3a Jla ce JJoHece 3aKiydok. Jlokasure
ce o00e30eqyBaar CcoO TMOCTaByBame Ha
XUIMOTE3W W3JIBOCHU OJf Teopwjara U
CEpHO3HO CE€ TECTUPAaT CO IMOJATOLUTE CO
KOM ce pacroJara.

3. IlpoyuyBame Ha KPUMHHAJIHHOTO
OJHECYBam¢

KpUMHHANCTHKATA € HAY4YeH TIPHCTaM BO
TIPOYIYBAHETO Ha KPUMHHAITHOTO
onHecyBame. Taa ru ondaka 3amaunte Ha
COIMjaTHATA HAYKA BO HCTPAKYBAMHETO BO: ™

e [Ipuponara U 00eMoT Ha
KPUMUHAJIIOT,

e [Ipomecor Ha TMOATOTBYBamE€ Ha
KPUMHHAIMCTUYKOTO MPaBo,

e [IpuumHuUTE 32 MOBpE/a Ha 3aKOHOT,

5 Criminology, Crime, Andcriminal Law,
https://us.sagepub.com/sites/default/files/.../13433 W
alsh_Chapter_1.pdf

L PeaKHI/II/ITe Ha OIIIITECTBOTO KOH
IMOBPECAUTE HA 3aKOHOT MW CTOPUTCIUTC HaA

MOBPEIUTE,
e MeroguTe Ha  KOHTpoOja  Ha

KPUMHHATHOTO OJTHECYBAmE.
[Toapauyjara KOH U ondaka

KPUMHHAIMCTAKATA CE JaBaT BO CIICTHUOT
rpaduKoH:

Cuauka Opoj 1:

Ussop: Larry J. S., (2003), Criminology, 9th
edition, Chapter 1 Crime and Criminology,
2003 Wadsworth Publishing Co

Kpumunanucmuukama maxkmuxka ¢
noceOHa rpaHka Ha KpUMUHAJIMCTUKATa Koja
rd [OpoydyBa M yCOBpLIyBa OIIILITUTE
KpUMHWHAJIUCTUYKU IIpaBuJia CO ILCJI HUBHA
MpaKTUYHA TMPUMEHa BO Cy30MBameTO Ha
KpuMUHATATETOT. [IpenMeT Ha mpoydyBame
Ha KPUMHUHAJIMCTUYKATA TaKTUKa
CCHOjaBHI/ITe 06JII/IIII/I Ha KpUBUYHHUTC JCJIa,
HAUMHOT HA  HUBHOTO  H3BPIIYBaKE,
MOTHBOT, 3HACHECTO, BCIITUHUTC, HAYHMHOT
Ha  KHBOT W  TICUXOJOTHWjaTa  Ha
M3BPIIMTEIMTE HA KPUBHUYHUTE JIea. 3agaqa
HAa KPUMUHAIUCTUYKATA TaKTUKa € Ja Aaae

8 Larry J. S., (2003),: Criminology, 9th edition,
Chapter 1 Crime and Criminology, 2003 Wadsworth
Publishing Co
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MPUJIOHEC BO YCOBPILYBAHETO HA METOIMUTE
Ha KPUMHUHAJIMCTHKATAa W Ja TM OTCTPaHU
HEJOCTAaTOLIUTE KOW C€ jaByBaaT BO
MPaKTUYHOTO MOCTAITyBamke Ha
KPUHUMHUHOJIO3HUTE.
Kpumunanucmuuxama maxkmuka ce
3aHMMaBa CO OOJIUIIUTE BO KOM MOXaT Ja Ce
110jaBaT KPUBUYHHU JIeJIa, MOTUBUTE | IEITUTE
Ha HUBHOTO HO3BpIIyBamke (KPpUMHUHAIHA,
JCNMKBEHTCKA  TEXHHUKA W TaKTHKa),
CTpYYHUTE 3HACHA, BEIITUHUTE, OOWYAWTE,

chakamara, HAYMHOT HAa IKHUBOT U
MICUXOJIOTHjaTa Ha UIBPIIUTEINTE HA
KpUBUYHHUTE nena (KpyMHHAaITHA

(heHOMEHOJI0TH]ja), TH YCOBPIIYBA CUTE OHHE
OCHOBHH TIpaBWJIa M Pa0OTHH METOAH KOU
CIy’)KaT 32 OTKpUBAame W pa3jacHyBame Ha
U3BpIICHUTE H 32  CIpeYyBambe Ha
HACTaHyBame HA WIHU KPUBUYHH JIeja, a HE
Cce OJI TEXHUYKA TMPUPOJA U OPraHCKH Ce
MOBP3yBaaT TEXHUYKUTE W TAKTUYKHTE
HAYMHU Ha padora.

Kpumunanucmuukama mexnuxa € 1ein
01 KpPUMHUHAIMCTHKaTa Koj ce 0aBu
MIPBEHCTBEHO CO MPUOUPAHE HAa MaTEPH]jaTHH
Tpard U (UKCHpame Ha uctute. Bo ocHoBa
KPUMHHAIMCTUYKATA TEXHUKA CE JICIH Ha!

o KPUMHHAJIIMCTHYKO
perucTpaimja Ha Juma,

®  KOHTpPaaUBEP3UOHA TEXHUKA,

° OI€paTUBHA TCXHHUKA,

o HUCTpa)XHa TCXHUKA.

TCEXHHUYKaA

Kpumunanucmuukama mexnuka TU
npoy4dyBa, pa3BHBa W OJ] TEXHHUYKUTE H
IPUPOJTHUTE HayK{ T npeseMa
HAJIIOTOIHUTE CpEJICTBAa KOU CIyXaT 3a
npoHaorame, 06e30enyBame, GUKCUpaAmBEe U
UCTIUTYBakbe HAa TparuTe Ha KPUBHYHHUTE
nena (Ha NpUMeEp: TEXHUYKH CpEACTBA 3a
MIPEIN3BUKYBabE JTaTeHTHH Tpary,
dotorpadcki TEXHUKH, MHKPOCKOIH) 3a
bopmupame Ha KPUMHHATHCTUYKH
uHbpopmanuu (32 CTOpUTENMTE,  3a
KPUBUYHUTE JeTIa, TPard, OpyXja v CpeICcTBa
3a U3BPILYBambE), KAKO U 3a CIpEeUyBamke Ha
U3BpILIYBAKETO M 3a TpeBeHIMja Ha
KPUBUYHH Jiesa (aTapMHU CHUCTEMH, KaMepu
3a BUJICO HAJ30p U CIUYHO).

Kpumunanucmuuxama mpaconozuja €
JTUCITUIIIINHA KOja TH TpOoy4dyBa (PU3UYKHUTE,
XEMHUCKUTE U OWOJOUIKUTE Tpard KOHU Ce
JjaByBaaT IpH U3BPIIYBAKHETO HA KPUBUYHUTE
nena.

Kpumunanucmuukama memoouxka e
JIUCLUIUIMHA Ha KPUMUHAJIMCTUKATA KOja TH
UCTpa)KyBa M IIPOydyBa I[OECOHOCTUTE —
creun(UYHOCTUTE, OHA LITO € BaXHO CaMo
3a OTKPUBAKE, UCTPaXKyBambe u
paspellyBame Ha  OJAPENEHU  BUJIOBU
KpUBHUYHH JI€]Ia.

Kpumunanucmuukama cmpamezuja BO
MOUIMPOKa CMHUCIIA Ha 300pOT Ce€ COCTOM BO
oreparMoHa n3anyja Ha  KPUMHHAIHO-
MOJUTUYKUTE KOHIICNITH 3a cy30MBame Ha
KPUMHHAJIOT BO IIETMHA WJIU BO OJICITHH
¢dbopMH, HO CO MPUMEHA H KPUMUHATHCTHYKU
MEpKH W OJf CTpaHa Ha HOCHTEIHTE Ha
KPUMUHAIMCTUYKUTE aKTHBHOCTH.
Kpumunanucrnakara cTpareruja 3a
Cy30HMBame Ha KPUMHHAIUTETOT € JIeJI Of
BKYITHUTE KPUMHHAITHO-CTPATETUCKU
MIPUCTAITH 32 Cy30MBambe Ha KPUMHUOHAIIOT BO
OIIIITECTBOTO. ITocTon 3aKOHOJIaBHA,
COIMjaJJHA ¥ EKOHOMCKa CTpaTerujam 3a
cy30MBambe Ha KPUMHHAJIOT. Y CIEUIHOTO
cy30uBame Ha KPUMHUHAJIOT Oapa
CHHXPOHHM3HMPAH U OpTaHW3MpPaH MPHUCTAIl Ha
pa3IMYHUTE CTPATETUCKU HacojyBama.
Kpumnnanuctuukara CTpaTeruja TH
OCTBapyBa LEJIUTE HAa KPUMHHATIMCTUYKATA
noiuTHKa. KpuMuHamMCTHYKaTa cTpaTeruja
MOJKE J1a Ce OJIHECYBa Ha CIIPOBEIYBambE Ha
MPEBEHTUBHU TPOTpPaMH, pacropen Ha
YOBEUKHTE M MaTepHjaHUTE pecypcu U
penpecuBHA MepKH u TIPHUCTAIIH.
KpumuHanuctuukara crparervja Moxe Jaa
Oue omita, moceOHa U CIELHjaTUCTHKA.

Onwmama KPUMUHATUCIMUYKA
cmpameeuja ce 3aHIMaBa co POPMHUPABETO,
YHaIpeyBambeTOo U METOJHTE Ha
CTIPOBEyBalbe Ha OIIITATE NPEBEHTHBHU
KPUMHHAJIMCTUYKH ~ KOHIIETITH KOH ce
OJTHECYBaaT Ha Cy30HMBameTO, OJHOCHOHA
CTaBabETO noJ KOHTpOJIa Ha
KPUMHHAIHTETOT BO IeNTMHA. Bo 0BOj BUI Ha
KPUMUHAJIMCTUYKA CTpaTerdja cmara u
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CTPaTErucKOTO IUTAHUpakhe Ha
KpUMHHAJIMCTHYKaTa AejHocT. OBOj Aen ro
COUMHYBAaaT METOAWTE Ha TeorpadCKOT
npoduIrpame, TICUXOJIOIIKOTO
npodumupame Ha JIMYHOCTA HA CTOPUTEIOT
HAa KPUBUYHOTO JEJO, METOAUTE Ha
KOPHUCTCHE Ha KOMITjYTPEPCKU aHATUTUIKU
mporpaMd M 0a3d Ha MOHOJAaTOLM 32
yHaIpeyBame HACTPATETHUCKUTE "
OTlepaTUBHUTE aHaJIU3U u
KPUMHUHAITHCTUYKOTO TIPOTHOZHPAIHE.
Ilocebnume KPUMUHATUCTMUYKU
cmpame2uy TH TIPOy4yBaaT METOAWUTE 3a
Cy30MBamke W TPEBEHIIMja Ha OJJICITHH
BUJIOBU Ha KpuUBHYHU jena.OBHE cTpaTeruu
ro IMOJAWTHYBaaT HHUBOTO HAa KIACUYHHOT
KOHIIENT Ha KPUMUHAIACTUYIKATA METOJUKA
JaBajKyu My IIeJTHA HACOYEHOC, IIEJIOCHOCT BO
pasrieayBameTo  Ha  OpoliemMor U
MIEePCIIEKTHBA HA TPOTHO3UPAHETO.
Cneyujannume KPUMUHATUCIUYKU
cmpamezuyu ce 3aHMMaBaaT Co CTpaTerujara
Ha CIIPOBEAYBAE WM ONITUMATU3UPAKHE Ha
ONUICIIHUTE  KPUMUHAIUCTUYKH  MEpPKH.
CrpoBenyBameTO0 Ha KPUMHUHATHCTUIKUATE
CTpaTEruCKH KOHIENTH OBO3MOXYBa
dopmupame Ha [EJIOCEH TMOrjex Ha
KPUMHUHAIUTETOT, HA HEKOW HET'OBU OJIJICITHU
dbopmu, yBUa BO epUKACHOCTa HA OPraHUTE
Ha TOHEHE U BO MEPKUTE KOU Ce Mpe3eMaar
3a yHalpeayBamke H KOOPIAMHHPAHE CO
Ipyrure CcyOjeKTH Ha  OIIITecTBEHaTa
KoHTposia. KpuMuHanucTndakara crparTerdja
OBO3MOXYBa  Ja ce MaKCUMHU3Hpa
epuKacHoCTa Ha KPUMHUHAIUCTUYKO
TaKTUYKUTE MEPKU M HAa KPUMUHAIMCTHUKATA
BO IIEJIMHA U TIEJTHO T HACOYyBa OJIICITHUTE
KPUMUHATUCTUYKY aKTUBHOCTH.

3aKJiIy4oK

Kpumnnanucrukara 3a mpB maT CBOETO
ume ro jnobuBa aypu Bo 19 Bek. IToumor
KPUMHUHAJINCTUKA 32 MPB MaT € ynoTpeOeH o
cTpaHa Ha (paHiyckuor antponojor [lon
TonuHapa BO HETOBOTO EeI0
AwnTpomnonoryja. Kpumnnanucrukara
CTOPUTENUTE W KPUBUYHUTE Jela TH
IIpOy4YyBa OJl Pa3JIU4HM ACIEKTH, KAKO IITO

ce OnosomKHuTe, HICUXOJIOIIKUTE,
COITMOJIOIIKUTE W TICHUXOIATOJIONIKUTE IITO
J0BEIO 10  T0jaBa  Ha pasHu
KPUMUHAJIMCTUYKN JUCHUIUINHH, KaKO IITO
ce KPUMHHAJIMCTUYKATa AaHTPOIIOJIOTH]a,
KPUMUHAJIMCTUYKATA IICHXOJIOTH]a,
KPUMHHAIMCTUUKAaTa OWOJIOTHja WU JAPYTH.
[lpumenaTa Ha Hay4yHWTE CO3HAHHja BO
OTKPUBAKETO M  pa3jaCHyBameTO  Ha
3M0YMHUTE Omne mpurogau cell 10
HEJ3MHOTO 0CAMOCTO]YBambe KaKo HayKa.

KpuMmunanmuctiukara ce pasBHBa Kako
HayKa Koja T'M TpOydyBa, NMpOHaora U TH
yCOBpIIYBa HAayYHHTE W Ha MPAKTUYHA
OCHOBA 3aCHOBAaHM METOAM M CPEACTBA KOU
Cce HajIIOTOTHH, /1a CE OTKPHE U MPHUBEE KOH
KpUBUYHA CaHKIMja CTOPHUTENOT, Ja Ce
00e30enar u pukcupaaT CUTE JI0Ka3HU 3apagu
yTBpAYBame Ha 00jeKTUBHA BUCTUHA, KaKO H
JIa ce COpe4yd U3BpLIyBamkbe Ha WIHH,
TUTAHUPAHU ¥ HETUIAHUPAHU KPUBUYHU JIEa.

Bo mHajommta cmucna Ha o 300poOT,
KPpUMHHOJIOTHjaTa CE€ CMeTa 3a HayKa 3a
3noyMHUTEe M 3noumHIMTe. [lpeamer Ha
U3ydyBamke€ Ha  KPUMHUHAINCTHKATa €
KPUMUHAJIOT KAaKO WHAWBUAyaJIeH YUH U
COLIMOJIONIKO-MIATOJIOMIKA 10jaBa, Kako H
NPUYMHHUTE 32 T10jaBaTa Ha KPUMHUHAJIOT KOU
JOBeAyBaaT 10 pa3HU (PEHOMEHOJIOIIKH
nojaBHU oOnunu. Toa 3HauM JeKa mpeaMeT
Ha KpUMHHAJIMCTHKaTa € 30uUpoT Ha
WHIUBHUIyaIHUTE TI0jaBH, OZHOCHO 30MPOT
Ha JISTIUKTUTE KOU TH CTOPHJI TTOETUHEI] HITH
NPaBHO JIMIIE KaKO HEraTHBHU II0jaBU BO
OIITECTBOTO KOM CE€ CO 3aKOH YTBPACHU
KaKo 3a0paHeTH Jena.
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