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WHAT IS MARKETING? PULLING IT ALL TOGETHER

ABSTRACT

Marketing is the process of engaging customers and building
profitable customer relationships by creating value for customers and
capturing value in return. The first four steps of the marketing process
focus on creating value for customers. The company first gains a full
understanding of the marketplace by researching customer needs and
managing marketing information. Good marketing companies know that
they cannot serve all customers in every way. Instead, they need to focus
their resources on the customers they can serve best and most profitably.

The company develops product offers and creates strong brand
identities for them. It prices these offers to create real customer value
and distributes the offers to make them available to target consumers.
Finally, the company designs promotion programs that engage target
customers, communi- cate the value proposition, and persuade customers
to act on the market offering.

Key Words: costumers, marketplace, companies, customer
value, customer needs.
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SOME ASPECTS OF DIRECT AND ONLINE MARKETING

ABSTRACT

The concept of direct marketing is based upon a system of sales
and/or information where the company establishes direct and personal
relationship with potentialbuyers through interactive communication.
Abundance of the mass marketing and the switch to fragmented
marketing is the key factor that drives the rapid expansion of the direct
marketing. The global affirmation of the Internet together with the wide
range of possibilities offered by internet services lead to a development
of the online, or the electronic, marketing. In essence, online marketing is
an upgrade of the traditional direct marketing that enables firms to reduce
costs, to establish interactive relationships, to gain competitive
advantages and to access marketing information.

Key words: direct marketing; online marketing; Internet;
databases; media; online services.
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OPUHAHCUCKUTE U BAHKAPCKUTE NTHOBAIIUHU 1
I''IOBAJTHATA ®PUHAHCUCKU KPU3A

AIICTPAKT

OBoj Tpyn maBa TpHKa3 Ha IOCTOEYKATa, MAKO HEIOBOJHO OOeMHa
JTUTEpaTypa Koja TH ordaka GUHAHCUCKATE W OAaHKApCKU WHOBAIMH U YBHJ Ha
TOa Kako THE BiHMjaca Ha TojaBara Ha [7oOanHata QuHaHcucka kpuza. Bo
()MHAHCHCKHOT CEKTOp, WHOBAallMUTE W KPEaTHMBHOCTA MHOTY 4YeCTO Ce
MOBp3yBaaT co H ce acomujanuja Ha [obamHara QuHAHCHCKAa KpH3a.
DUHAHCUCKUTE WHOBAaIlMM HE ce€ HOB (eHoMeH, Ouaejku ox 1960 romuna,
YUECHUIIUTE Ha (PUHAHCHUCKUTE Ma3apy Ce COOUyBaaT CoO APACTUYHHU MPOMEHH BO
€KOHOMCKaTa CpeJIiHa W Ma3apHUTe yCIOoBU. TOKMy MOpaay OBHE MMPOMEHH, THE
0ea CTUMYJIMpaHU J]a Pa3BHBAaaT HOBH MHOBATHBHU MPOU3BOJM U YCIYTH, 32 Ja
OIICTOjaT Ha Ma3apoT.

MoiepHOTO GaHKapCTBO C€ KapaKTepU3upa CO KOHCTAHTHU MPOMEHH U
pasBoj, Kako pe3ysTaT Ha TJIo0amn3anyjaTa Bo cBeTcKara ekoHoMmmja. Co orien
Ha (QaKTOT JieKa Toa MOMUHYBa HHU3 HAjTypOyJIEHTHHOT TEPHOJ OJl HErOBHTE
MOYETONM, WMajKl ja TPEABHJI IIOCTOjaHO pacTeykara KOHKYpEHIHja,
MOCTOjaHUTE MPOMEHH Ha TEXHOJOTWH, (UHAHCHCKHTE WHOBAIlWH, BJIE30T M
JOMUHAIMjaTa Ha CTPAHCKUOT KamWuTal BO OAaHKAPCKHMOT CEKTOp, MajaoT Ha
LEHUTE Ha OaHKaPCKUTE CEPBUCH, MaJ0T HA KAMAaTHHUTE CTAIKH, KaKo U OaBHOTO
3akpernHyBame oJ] [mobannara ¢puHaHCHCKA KpU3a, coceMa € JIOTHYHA I0jaBaTa
W JpacTUYHUOT pacT Ha (UHAHCHCKHTE W OaHKapCKU WHOBAIUH, KOHU
MpeTcTaByBaaT CBOEBUIEH OATOBOP Ha OBHE MpoMmeHu. U mokpaj Toa mTo THE ce
cMeTaar 3a TJIaBHM BHHOBHUIIM 3a [mo0OanHara Kpu3a, cenak, HECIIOPHO € JeKa
THE ce TIOBEKe 01 MMOTPeOHH 3a 31IpaB U pa3BHUeH (PMHAHCHUCKH CHCTEM.

Kiayunu 360poBu: QUHAHCHCKH MHOBAITMH, OaHKH, OaHKAPCKHA CHCTEM
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FINANCIAL AND BANKING INOVATIONS AND
GLOBAL FINANCIAL CRISIS

ABSTRACT

This paper gives an overview of the existing (yet insufficient) theories
and facts regarding financial and banking innovation and how they triggered
the Global financial crisis. Even though creativity and innovation are most
appreciated elsewhere in business sectors, they seem to be an association to the
Global financial crisis in the financial and banking sector.

Financial innovation is not a new phenomenon. Ever since 1960s, the
participants in the financial markets have been facing drastic changes in the
economic environment and constant changes of the market conditions. Due to
this fact, they were stimulated to develop new innovative products and services,
in order for them to survive.

However, as banks today face many challenges (rising customer
expectations, international competition on the local markets, IT modernization,
rapidly changing technology and customer environment etc.), they are
discovering the need to digitalize and modernize banking, as well as innovate.
Thus, it is logical that financial and banking innovations show drastic growth in
recent years, since they represent an answer to all the changes in the
environment that banks face. Even though they are often presented as main
triggers to the Global crisis, still, they remain a very important key ingredient
for a healthy and developing financial system.

Key words: financial innovation, banks, banking system
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THE DISTINCTIVENESS AS A SPECIAL FEATURE OF
THE TRADE MARK

ABSTRACT

In order to fulfill its basic function and to act as a sign for
distinguishing between products and services, trademarks should be
distinctive. As a strong instrument for realizing the economic objectives
of traders, a thus the national economy also, it should be distinguished
from the trademarks of the competition and should be characteristic and
specific. Dealing with the question of economic benefits from trademark
protection practically means direct studying of trademark functions.
Thus, the legal functions of the trademark create the frame of business
functions which the trademark should meet by its recognizability. More
often, the right to intellectual property - the trademark as a distinctive
sign for marking the goods and services, is considered as the biggest
business advantage of the enterprises. Creating a unique sign and
providing distinction could be crucial for the future of some product and
venture. The influence of the trademark on enhancing the non-price
competition and improving the market position in relation to the
competition makes the investment in creating, launching, and promotion
of trademarks a worthwhile investment. Thereby, the legal protection of a
trademark presents its formal side, and the real essence of the trademark
by its distinction consists of providing a direct benefit for the individual,
the enterprise, the country and of course the whole society, which when
summarized equals economic growth and development.

Keywords: trademark, distinctiveness, brand, economic benefits,
manufacturer.
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JAUCTUHKTUBHOCTA KAKO IIOCEBEH ACIIEKT HA
TPIOBCKATA MAPKA

AIICTPAKT

3a /1a ja MCTIOJIHU CBOjaTa OCHOBHA (DYHKIIMja U Ja JIeJCTBYBa KaKo
3HaK I0 KOj C€ pPa3JIMKyBaaT IMPOU3BOAUTE M YCIyTUTEe, TProBCcKaTa
Mapka Tpeba na Oumae AMCTUHKTHBHA. Kako CHIIGH HMHCTPYMEHT 3a
OCTBapyBame Ha €KOHOMCKHUTE L€ Ha TPrOBIUTE, a MPEKy Toa M Ha
HallMOHAJTHaTa €KOHOMH]ja, Taa Tpeda Ja ce M3/IBOjyBa OJl TPrOBCKHUTE
MapKH Ha KOHKypEHILIMjaTa U Ja Ouje KapaKTepUCTUYHA U CTeYH(pHUUHA.
3aHMMaBakETO CO TPANIAETO HAa EKOHOMCKHTE TPUAOOMBKH OJl
3alITUTaTa Ha TPrOBCKUTE MApKH, MPAKTHYHO 3HAYM JTUPEKTHO
npoy4yyBame Ha (YHKIMUTE HAa TProBckata Mapka. [Ipuroa, mpaBHHTE
(GyHKIMM Ha TProBCKaTa MapKa ja KpewpaaT pamMKaTa Ha CTONAHCKHUTE
(GYHKIIMM KOM TPrOBCKaTa Mapka Tpeda Ja T MCIOJHU CO MOMOINI Ha
CBOjaTa Mpeno3HaTIUBOCT. He peTko 3a MmpaBOTO Ha HMHTEJEKTyallHa
COTNICTBEHOCT - TProBcKara MapKa Kako JHCTUHKTHBEH 3HAaK 3a
O3HAYyBal€¢ Ha CTOKHTE M YCIyTuTe, C€ BENU JieKa € Hajrojemara
JIeIOBHA TPETHOCT Koja ja WMaar mnpeTrnpujatujata. KpeupameTo
YHHUKaTEH 3HaK ¥ 00e30eyBambeTo IMCTHHKTUBHOCT OM MOJKeINo Ja ouze
NpeCcyIHO 3a HMOHMHATA HAa MPOW3BOAOT M MOTdaToT. Biumjanmero Ha
TProBcKaTa MapKa BO 3ajaKHYBamETO Ha HEIICHOBHATA KOHKYPEHIIMjA W
o100pyBamkEeTO HA MO3MUIIMjaTa Ha MMa3apoT BO OJHOC HA KOHKYPEHIIMjaTa
TO MpaBH BIOXKYBAWKETO BO KPCHPAHETO, JTAHCUPAKETO M MPOMOIUjaTa
BO TPrOBCKHUTE MAapKW HCIUIATJIMBAa WHBecTHlWja. llpuToa, mpaBHara
3alITHUTA HA TProBCKaTa Mapka € Hej3uHarta (opMaiHa CTpaHa, a
BUCTHHCKATa CYIITHHA HA TPrOBCKAaTa MapKa MpeKy AUCTUHKTHBHOCTA CE
cocton BO 00e30emyBame TUPEKTHA KOPUCT 33  MOCIUHEIOT,
NPETIpPUjaTHETO, JpKaBaTa M CEKaKo 3a I[EJNOTO OIIITECTBO, IITO
CyOJIMMUPAHO 3HaYM EKOHOMCKH PacT U pa3Boj.

Kiay4ynu 360poBHM: TproBcka Mapka, JAUCTHHKTHBHOCT, OpEHI,
€KOHOMCKA KOPHCT, IPOU3BOAUTEIL.
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PROMOTION OF THE FAMILY IN THE POLITICAL
PARTIES’ PROGRAMS

ABSTRACT

The political parties in the Republic of Macedonia dedicate a
particular part of their constitutional acts — general program documents
and the pre-electoral programs in certain electoral cycles , mainly for the
purpose of general Parliamentary elections to express their standpoints,
views and activities regarding family, family life, the status of family in
the society and women’s’ status.

This paper shall review these parts of the programs as of the
foundation of the political parties and their actions at the political scene
in the country through the presence of such content in the pre-electoral
programs and the ultimate and penultimate Parliamentary Elections in
Republic of Macedonia.

A special interest shall be placed to the documents of the political
parties who had won the elections and thus became the legislative and
executive authority, as well as to the parties which had taken participation
in the government as coalitional partners of the governing parties.

The segments of the programs referring to the family and women
shall be elaborated, with conclusive basic standpoints and the points of
view of different parties shall be compared.

Key words: Political parties, pre-electoral programs, family,
women’s status, Parliamentary elections.
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IMPOMOIIMJA HA CEMEJCTBOTO BO TIPOTPAMUTE HA
INOJIUTUYKHUTE ITAPTUU
BO PEIIYBJIMKA MAKEJOHUJA

AIICTPAKT

[Tomutnukute maptuu Bo PemyOnmka MakenoHHja U BO CBOHUTE
KOHCTUTYTHUBHU aKTH - OMIITH MPOTPAMCKH TOKYMEHTH U 10 U300pHHTE
nporpaMM 3a OJJETHM M300pHUM IUKIYCH, TJIAaBHO 32 OIILITHTE
napJaMeHTapHU W300pH, M3BECEH JIeNI MIOCBETyBaaT Ha CBOUTE CTAaBOBH,
MOTJIEZIM U AaKTUBHOCTH BO OJIHOC Ha CEMEJCTBOTO, CEMEJHOTO JKUBECH-E,
CTaTyCOT Ha CEMEjCTBOTO BO OIIITECTBOTO U 3a MOJIOKOATa Ha JKeHATa.

Tpynot ke HampaBu Hperyiea Ha OBHE JEIOBH O] IPOTPaMUTE O]l
OCHOBAaWETO HAa TOJUTUYKHTE TApTHH W HHUBHOTO JCjCTBYBame Ha
MOJIUTUYKATa CIIEHA BO 3€MjaTa, MPEKy MPUCYCTBOTO Ha THE COAPKHHU
BO W300pHHTE TPOTPaMH H  TPETHOCICTHHTE H  TOCICTHHUTE
napJjaMeHTapHu u30opu Bo PM.

IToceben Harmacok ke Owae cTaBeH Ha JOKYMEHTHTE Ha
MOJIUTUYKUTE MAapPTUU KOM C€ jaByBaaT Kako MOOCTHUIIM HA M300pUTE, a
M0TOA 1 KaKO HOCHTEJH Ha 3aKOHO/IaBHATA W U3BPIIHATA BJIACT U HA OHHE
MapTUU KOM MMaaT y4eCTBO BO BJIACTA, KAKO KOAJTUIIMOHH MMAPTHEPH Ha
BJIAJICjaUKHUTE TTAPTHH.

JlenoBUTE OJ1 IPOTPaAMHUTE KOM CE OJHECYBaaT Ha CEMEjCTBOTO W
KeHaTa ke OuaaT oOpa3ioKeHH, CO M3BJICUEHH OCHOBHU CTaBOBU U K€
Ouje HampaBeHa criopea0a Ha TJICANIITATa Ha OJICTTHUTE TTApTHH.

Kiayynu 300poBM - TMOJWUTHYKH TAapTHH, W300pHU IPOTpamH,
CEeMe]jCTBO, 0JI0Xk0a Ha *KeHara, apJaMeHTapHU U300pH.


mailto:radulovic@fzf.ukim.edu.mk

Maja KOCHOSKA Ph.D

BAS Institute of management, Bitola
maja.kocoska@gmail.com

Dijana DAMEVSKA Ph.D Candidate
BAS Institute of management, Bitola
dijanadamevska@yahoo.com

NEW SELLING TECHNIQUES IN MARKETING - KEY
SUCCESS FACTORS

ABSTRACT

Sales oriented companies lack for trained sales force with sales
skills necessary to selling of products or services and making a good
relationship with customers. This will affect customer satisfaction and
their recommendation on other.

There is a huge difference between need development of
conventional and special products. The first one develop instant need
with strong emotional component, but the second develop need slowly
with strong rational component.

Long time ago there was many methods of aggressive selling in
which salesman tried to make a sale of products or services that customer
there was no need. Now, these old methods are dead. Every successful
salesperson less talk, but more act and develop communication with
customer all the time. He knows to determine phase in which the
customer is ready for decision making.

The aim of this paper is to show the way of development of
selling skills in B2B business through SPIN selling techniques. It’s about
technique of questions which can be used to help each sale development
process.

According to Neil Rackham, the creator of this selling technique,
a trained sales force is a main competitive advantage.

Key words: salesperson, selling techniques, competitive
advantage

Hou. x1-p Maja KOHOCKA
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HOBHU TEXHHUKH HA ITPOJAKBA BO MAPKETHUHI'OT
- KIIYYEH ®AKTOP 3A YCIIEX

AIICTPAKT

Cekoja KOMITaHHja KOja € MPOJIAKHO OPUEHTHpPaHa MMa MoTpeda
on oOyueH NpOJaXEH KaJap KOj €O TOMOII Ha CBOUTE MPOJAXHU
BELITHHM K€ HACTOjyBa Ja ro Mpojajae MpOU3BOJOT WM yclyrara Koj ce
HYJIU U BO MCTO BpPEME Jla OCTaBaT MCKIYYUTETHO J100ap BIEUATOK Kaj
noTpouryBauute. Toa Ke BiiMjae Ha HUBHOTO 33J0BOJICTBO U IMpenopaka
Ha JIPYTH.

Ho, moctou orpoMHa pasnuka nomery pa3BuBame Ha notpeda 3a
KOHBCHLIMOHAJIHU TPOM3BOIM U CHMLMjaIHU TnpousBoau. Kaj mpsure
MIPOM3BOIM NOTpedaTa ce co3gaBa MHCTAHTHO M MMa CHJIHA EMOIIMOHAIHA
KOMIIOHEHTa, OJeKa Kaj APYTUTE MPOLECOT Ha Co3JaBame Ha morpeda e
0aBeH co CHJIHA pallMOHAIHA KOMIIOHEHTA.

CrapuTe HauYMHM M METOOM Ha arpecMBHa mpojaxda BO Koja
pojaBaunTe ce oOMayBaar Aa MpoAaaaT MPOU3BOJIN WU YCIYTH KOU He
UM TpeOaaT Ha KyIyBauUTe WM 32 KOU THE HEMaaT arcolyTHO HUKAKBa
nmotpeba ox HHWB ojnaMHa m3ympea. CeKkoj YCHEIIeH MpoaaBall MayKy
300pyBa, a MOCTOjaHO TO MOTTUKHYBA MOTPOIIYBAYOT HA KOMYHHUKAIIH]ja U
TOYHO 3Hae Ja ja OMpEeIeNd eTarmara BO KOja IMOCTOM CIIPEMHOCT 3a
HOCEHE O/ITyKa 32 KyIyBambe.

Ilenra Ha OBOj TPyH € Kako Ja ce pa3BHjaT WIH MOA00paT
BEIITHHHUTE Ha MPOJAXHHUOT Kanap Bo B2B mponaxobara mpeky 1.H. SPIN
TEeXHHKA Ha npojaxoa. OBa ¢ TeXHUKA Ha TIOCTAaByBahE Tpaliama Koja Ke
UM [OMOTHE Ha MPOJAaBayUTe MOJECHO Ja TH MPOoJaaaT MPOU3BOJIUTE U
ycnyrute kou ru Hynat. Hejsun tBoper; ¢ Neil Rackham cmopen koj
oOydeHaTa MpOJaKHA CHJIA € HajrojieMaTa KOHKYpPEHTCKa MPEeTHOCT Ha
CEKOja KOMITaHH]a.

Kayunn 300poBM: 1mpomaBay, TEXHHKM Ha Mpojaxoa,
KOHKYPCHTCKA NPECAHOCT
Prof. Ljiljana KONESKA. PhD
European University, Republic of Macedonia
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CONTEMPORARY METHODS FOR MEASURING
CONSUMER SATISFACTION

ABSTRACT

Marketing concept that nowadays is used in companies, means that
they firstly explore the needs and wants of consumers and then they deliver a
value or consumer satisfaction. Marketing research of companies is based on
their own experience, direct contacts with consumers and continuous monitoring
of competition.

Consumer satisfaction is an important component in the decision
making process of consumers, especially for buying goods and services in
future. Customer satisfaction is the key to retain the existing and attract new
customers. Satisfaction (dissatisfaction) is an emotional response to consumer
experience with the purchased products and services. Recent marketing research
points out that companies can be successful only if they provide total customer
satisfaction.

Having in mind the importance of customer satisfaction, this paper
attempts to explain some contemporary methods of its measurement, which can
be applied in companies for their greater success. Only satisfied customers can
bring even more satisfied customers.

Key words: marketing concept, total customer satisfaction, marketing
research, value for consumers
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COBPEMEHMU METO/IN 3A MEPEIHE HA
3AJOBOJICTBOTO HA ITOTPOLIYBAYUTE

AIICTPAKT

MapKeTUHT OpUEHTalMjaTa Ha KOMIIAHUUTE NOJpa3Oupa Jjeka THe
HAJIPBO TH UCTPAXKyBaaT MOTPEOUTE M HKEIOWTE HA MOTPOIIyBAYUTE, a MOTOA
UCTIOpavyyBaaT BPEAHOCT KOja TIPEAM3BHKYBa 3aJOBOJICTBO Kaj HUB.
Komnanuure, wucrtpaxkyBamara I 0Oa3upaaT Ha COICTBEHHTE HCKYCTBa,
KOHTAKTHUTE CO MOTPOIIYBAYUTE U CIICJCHE HAa pa0OTEHETO Ha KOHKYPEHIUjaTa.

3a/I0BOJICTBOTO Ha MOTPOIIYBAYUTE ¢ OUTHA KOMIIOHEHTA BO MPOIECOT
Ha OJUTydyBame Ha IOTPOUIyBauuTe, OCOOEHO 3a CICAHWUTE KYIyBama Ha
MPpOU3BOJUTC U YCIYTUTEC. 33.ILOBOJ'[CTBOTO Ha TOTPOIINYBAYUTE € KIYY 3a
3aJpXKyBambe Ha TMOCTOCUKUTE K TMPUBJICKYBAKHE HA HOBH MOTPOIIYBAyH.
3am0BOICTBOTO  (HE3aAOBOJICTBOTO) €  €MOIMOHAJIGH  OATOBOp  Ha
MOTPOIIYBAYUTE Ha HMCKYCTBOTO KOC€ I'0 HMMaaT OJ KYHNCHHUTC IIPOU3BOJU U
yenyru. [locneHUTe HCTPaXyBamba BO JOMEHOT HA MAPKETHHIOT TOBOPAT JIcKa
KOMITAHUHWTE C€ YCIEIIHM camMo ako o00e30e/aT TOTalHO 33J0BOJICTBO Ha
IIOTPOILIYBAYUTE.

[Mopaau 3HaYEeHETO HA 3aJIOBOJICTBOTO Ha MOTPOIIYBAYUTE, OBOj TPYI
MpaBu 00M/[ 1a TH 00jaCHU COBPEMEHUTE METOIM 332 HETOBO MEPEH-E, KOU MOXKAT
Ja ce IMpUMEHAT BO KOMIIAHMWUTE 3apaay HHMBHA morojiema ycremHoct. Camo
3aJ0BOJIHM IOTpoLIyBaduuM MOXKAT Ja JOHECAaT YHITE MoBeKe 3a10BOJTHU
MOTPOIITYBaYH.

Kiy4ynu 3a00poBH: MapKeTHHI OpUEHTalHja, TOTAJIHO 3a0BOJICTBO Ha
MOTPOIIYBAaYUTE, MAPKETHHT UCTPAXKYBakE, BPETHOCT 3a OTPOIITYBaUUTe
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Mpod. I-p CaBuna Aumurpuecka
EBpornicku yauBepsuret- PenyonmnkaMakenonuja

IIpog. JI-p Anexcanapa CTaHKOBCKA
EBporncku yHuBep3utet-Peny6nuka Makenonuja

KOPUCTEIBETO HA CYBJIMMHUHAPHATA
HEPHEIIINJA KAKO HOB MAPKETHUHI' IIPE/IU3BUK

AIICTPAKT

CyOnuMmuHapHaTa  TepuLeniuja  MPeTCTaByBa  TEOPETCKHU
NPEIU3BUK KOj TM HPOIIMpPYBa IPaHUIMTE HAa 3HACHETO BO obOjacTa Ha
MapKETUHIOT, HO U MPAKTUYECH NPEAU3BHK KOj MOXKE J1a JOHECE MOroJIeM
npoduT 3a KOMIIAHUHTE (JIOKOJIKY THE BEpyBaaT BO HEJ3MHOTO BIIHMjaHHUE).
IIpeky cyOnuMuHapHUTE IOpaKkd, KOMIIAHMMTE MAaHMITYyJIUpaaT Co
MOTCBECHOTO HUBO  (OJHOCHO HAjHUCKOTO CBECHO HHMBO) Ha
MOTPOLIYBAa4YMUTE 3a Ja KynaT oJpeleHH npousBoau u yciayru. Ce cmera
JeKa KOMIAHMUTE IMPeKy CYOJIMMUHAPHUTE TOpPaKH MOXKAT Ja TIo
KOHTPOJIMPAaT OJHECYBAamETO Ha MoTpouryBayure. Toa ce MOpaku Mo
ariCOIyTHUOT TIpar Ha CBECTa, MMOPAaKW KOW YOBEKOT Ha IpB IOTJIE] HE
MOJKE J1a TU 3a0€JIeKH, HO TIOTCBECHO MHUCIIN HA HUB.

Ilenta Ha TPYAOT € Ja C€ UCTpaXaT apryMEHTUTE 3a H
apryMeHTUTE NPOTHUB CyOIMMHMHAPHOTO BIIMjaHUE BP3 MOTPOLIYBAYUTE,
OJHOCHO Jla C€ WCIOUTa BaJIWAHOCTa (JOKOJKY ja MMa) Ha
cyOomMMUHapHaTa Meplerninja, aa ce€ yTBPAN HAYMHOT Ha KOj MOXKE Ja ce
MaHMITyJIUpa CO YOBEUYKaTa CBECHOCT M Jla c€ JajaT HEKOUW HACOKU 3a
KOPHUCTEHE Ha CyOJIMMHUHApHATA TIEPIICTIHja BO UIHUHA.

Bo Teopujara, mogeneHu ce MucCiIemaTa Ha ekcriepture. Ennute
BepyBaaT BO MOKTa Ha yOeqyBame Ha CyOJUMUHAPHUTE MOPAKU, a APYTU
CMeTaaT JeKa THe HeMmaaT JOKakaHO, TaKBO BIMjaHUE Bp3 JyleTo.
CyOmuMUHApHHATE TOPAaKW BIIHMjaaT BpP3 MUCIIHTE W OJHECYBamaTa Ha
NOTPOLIyBAaYUTE, HO HEMaaT Cwia jJa I'M yOenaT Ja HampaBaT HEILTO
npoTHB cBoja Bojdja. CyOnmuMHHapHaTa TEpIenirja, O acleKT Ha
BJIMjaHUETO BP3 NOTPOIIYBAYUTE, HE € JIOBOJHO UCTPAKyBaH IOUM, HO ce
BEpyBa JieKa Toa ke ce IPOMEHH BO UIHHHA.

Kayunu 3a6opoBu: cyOnmmMUHApHA TIEpLENIH]ja, CyOIMMUHAPHH
MIOPaKH, OJTHECYBakhE Ha MOTPOIYBaYH, TIpar Ha CBECHOCT
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THE USAGE OF SUBLIMINAL PERCEPTION AS A NEW
MARKETING CHALLENGE

ABSTRACT

Subliminal perception is both, a theoretical challenge that
advances the frontiers of knowledge in the field of marketing and a
practical challenge that could bring more profit to companies (if they
believe in its impact on consumers). Through subliminal messages,
companies are able to manipulate the subconscious level (or the lowest
level of conscious) of consumers to buy certain products and services. It
is believed that companies through subliminal messages can control the
consumers behavior. These messages are below the threshold of absolute
consciousness, messages that a person can not notice at first glance, but
subconsciously think of them.

The purpose of this paper is to investigate the claims and
counterclaims concerning subliminal impact on consumers, to examine
what validity, if any, subliminal perception has, then to determine the
way that companies use to manipulate the human consciousness and to
suggest some directions for further research in the area.

In theory, the opinions of experts are divided. Some believe in
the persuasive power of subliminal messages, while others think that they
do not have such an impact on consumers. Subliminal messages affect the
thoughts and behavior of consumers, but they do not possess power to
convince them to do something against their will. Subliminal perception,
in terms of its impact on consumers, is not enough researched area, but
this will change in future.

Key words: subliminal perception, subliminal messages,
consumer behavior, threshold of consciousness
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NHOBUPAILE HA JTEJIOBHU MOJEJIN
AIICTPAKT

Bo ycnoBu Ha paboreme Ha rinobajeH masap BO TypOYJEHTHO
ONKpPYXYyBalke OICTOJyBaKETO Ha JOIT POK € YCIOBEHO Off
KOHTYHHPAHOTO WHOBUpame. JlehuHUpameTo M 3acCHIyBamkeTO Ha
WHOBAaTUBHHUTE CIOCOOHOCTH CE€ TOYECTO C€ €IHW OJf Haj3HAYajHHUTE
CTpaTEeIIK! OMpeAesiON Ha KOMIAHUHTE. YIPAaBYBAHETO CO JCTOBHHOT
MOJIeTl, OJHOCHO CO3/IaBalb€TO M H3HAOIameTO Ha HOBM HAYMHM Ha
MOBpP3YBamke HA JTyreTo, MPO(UTOT U 33I0BOIYBAKETO HA MOTPEOUTE Ha
KOPUCHUIIUTE, € IBUTATEJIOT HA MHOBHUPamkETO BO 21 Bek. THOBHpameTo
Ha JICTIOBHHE MOJIENU € CEYyITe HOBAa M HEIOBOJIHO HCTpakeHa o0iact
KOja BO CBOjaTa OCHOBA 3HA4YM ‘ €JHAKBH MOXXHOCTH 3a curte’’. 3a
pasnuKa O HOBUTE TEXHOJOTWH, HOBH MPOU3BOIM W YCIYTd, HOBH
JICJIOBHU MOJIENIM CO €JHAKBU IIAHCH MOXKaT Ja co3faBaaT U Ooratu u
CUPOMAIIIHH, ¥ TOJIEMU M Malld KOMAITHWH OJi Pa3BUEHU M HEPa3BUCHU
3eMju. Bo 0BOj Tpya € mpukakaHa yiorata Ha CTpaTerujara 3a
00JIMKyBamke Ha JCTOBEH MOJIENT M BaXKHOCTA Ha MPOIECOT HA HHOBUPAHHE
Ha J1enoBHUOT Mojen. Ce uaeHTUGUKYBaaT U HaKpaTKO ce MPEe3eHTUpaat
pEJIeBaHTHU aKTyeJIHU HHOBATUBHHU JIETIOBHU MOJICIH.

Kay4ynu 360poBHM: KoMIaHuja, J€JIOBEH MOJEN, €JIEMEHTH Ha
JIeTTIOBEH MOJIEII, CTPAaTerja, MHOBAIH]ja, TPEH/I
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GLOBAL DECISION-MAKING STRATEGY AND ROLE
OF TRANSPORTATION: THE EU CASE

ABSTRACT

No country in the world has grown on a sustained basis in recent
decades without successfully integrating into global markets. Openness
of a country’s goods markets enables growth, facilitating technology
transfer, increasing competition and benefiting consumers. Global
deciscions making strategy in many countries must be primarily in
accordance with the geographical positions, degree of development of
transport infrastructure, economical and political policies of the country
and neigbourhoods.

EU’ countries underline that the development and maintenance of
transit transport and information and communications technology
infrastructure are crucial to reduce high trading costs, improve their
competitiveness and become fully integrated in the global market. The
global market articulates new transport models and technology in order to
reduce high trading costs, improve their competitiveness and obtain better
market performance. The firms with international sign underline that the
development and maintenance of transit transport and information and
communications technology infrastructure are crucial for success and
fully integrated in global arena.

Key words: transport, globalization, market desion, marketing
strategy
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DISTRIBUTION CHANNELS AND CHALLENGES OF
LANDLOCKED COUNTRIES

ABSTRACT

Recent trends in the global economy, growing demand by
producers, distributors and consumers, increasing competitive pressure in
all market actors, which undoubtedly implies the need for implementing
new strategies and a higher level of effective planning, coordination and
cooperation between national economies and companies worldwide. In
this regard, particular question is how to improve conditions in those
economies that have no direct outlet to the sea, and thus lead to a
situation of "geographical handicap™ in terms of countries with direct
access to the marine waterways.

Despite the fact that all developing countries have some way to go
to economic and social welfare, the landlocked states have done worse as
a result of their distinctive geographic handicaps. Landlocked countries
not only face the challenge of long distance and isolation, but also the
challenges that result from a dependence on passage through a sovereign
transit country, one through which trade from a landlocked country must
pass in order to access international shipping markets. Most discussions
suggest that there is a complex relationships between landlocked
countries i.e. transport isolation from world markets and economic
growth and logistics costs. High logistics costs often depend from one
side the poor road infrastructure but other side from mostly low level of
logistics management and predictability which itself stem mostly from
rent-seeking and governance issues that increase uncertainty along
logistics chains.

Key woeds: landlocked, transport, logistics, market desion, supply chain
management
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Nikolay NIKOV, PhD
student, South-West University, Bulgaria

THE “INVASION” OF CIRCULAR ECONOMY INTO
EASTERN EUROPE

ABSTRACT:

This report will present the concept of circular economy. It will
criticize the unification of requirements for all countries participants. The
big producers, the strong economies will benefit from the new model of
restricting the abusive usage of natural resources. Countries in Eastern
Europe like Bulgaria will also have to participate in the re-build of
something they did not destroy. There is a very strong element of
unfairness. Also, the powerful economies will more easily adopt the new
legislation for circular economy. Governments have already been very
active in terms of regulations over the last decade and introducing the
circular economy will be a natural step forward. Bulgaria, on the other
hand, has completely different set of challenges and priorities such as
introducing the basic principles of democratic capitalism and stimulating
regional development. The country will be forced to introduce the model
of circular economy but it will bring mostly restrictions and requirements
rather than benefits.

Key words: Circular Economy, Bulgaria, Development, Powerful
Economies
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THE CHALLENGE CALLED MARKETING AND
UNIVERSITIES

ABSTRACT

In today’s modern times, the marketing is facing a challenge,
where it’s application is comprehensive. It goes far beyond business and
companies, and becomes also part of the practice of other social and
public institutions. One of them are the universities. In the 21st century,
time of the Fourth industrial revolution, the modern economy is rapidly
changing, and continuously complementing and perfecting its adopted
policies and principles which are based on consistency and quality,
seeking new resources at the labor market that would satisfy the needs for
new professional staff. The research paper highlight’s that R. Macedonia
is part of the global world in which universities are facing a major
challenge of the time and a test of their ability if they can respond to the
changed nature of the market. Large percentage of the young people in
R.M. are proactively looking towards their future and thus their education
and work. This is another challenge for the universities. The purpose of
the research paper is to highlight the need and necessity for application of
the new 3.0 and 4.0 marketing concepts in the process of changing the
universities in the Republic of Macedonia, in order to meet the needs of
the labor market and the demands of students and companies. Marketing
as a function, with all its features, especially the new Marketing 3.0 and
4.0, developed according the needs of universities, would help to meet
the market demands and remove the defects that are found in the system.
If that would be the old existing universities through their rebranding or a
new universities fully adapted to the requirements of modern industry, is
a matter for discussion and decision at the institutional level. If we stay
on the old established mantras, the success will never come. Markets are
constantly changing, and only those who are ready for proactive change
will succeed.

Keywords: marketing, universities, marketing 3.0, marketing 4.0
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MNPEAN3BUKOT HAPEYEH MAPKETHUHI' 1
YHUBEP3UTETUTE

AIICTPAKT

JleHec MapKeTHMHTOT c€ Haofa mpea MNpPeAu3BUKOT Ha
HOBOTO BpeMe, Kajie HeropaTa IpuMmeHa e ceomndarHa. Toj uznerysa on
paMKUTEe Ha OM3HMCOT MU KOMIIAHMUTE M CTaHyBa €Nl O]l IIPAaKTHKaTa Ha
APYTH OMIITECTBEHHU M jaBHU MHCTUTYLUH. EqHM o1 HUB ce 00pa3oBHHUTE
WHCTUTYIIMU. MOJIEpHOTO CTOMAaHCTBO BO 21 BeK, BO Bpeme Ha 4-Tata
WHIYCTPUCKA PEBOJNYIHja, PpamUAHO C€ MEHYBa M KOHTHHYHPAHO
Ha/IONOJHYBajKH W YCOBPIIYBAajKM TM CBOMTE YCBOEHH IOJIMTUKU U
NPUHIUIM KOU C€ 3aCHOBAaT Ha IOCTOjaHOCT M KBAJHUTET, 0apa HOBU
pecypcu Ha ma3apoT Ha TPYAOT Kako OM T'M 3aJ0BOJIMJIA CBOMTE HOBH
notpeOu o cTpydeH Kajaap. TpynoT aaBa Ha 3Haewe jaeka PemyOnuka
MakenoHnuja € aAen oja TJIOOATHHOT CBET, CO INTO OOpa30OBHHTE
MHCTUTYLIMU C€ HAoraaTr mpej rojieM Npeu3BUK HAa BPEMETO U TECT Ha
HUBHAaTa CHOCOOHOCT Janu ke MoXkaT Ja OAroBOpaT Ha IpPOMEHeTaTa
Ipupoja Ha ma3apoT. Muagure syfe Bo P.M. ce onpenenenu Bo roiem
IPOLEHT KOH INPOAaKTUBHO IJIE[alk€ Ha CBOjaTa MIHMHA a CO Toa Ha
HUBHOTO oOpa3oBaHue u pabota. OBa mpeTcTaByBa YIITE€ €JCH
MIPEIM3BHUK 3a BUCOKOOOpa3oBHUTE MHCTUTYIMHU. LlenTa Ha Tpynor e na
ce MOoTeHIMpa morpedaTa 0]l HEOMXOIHOCT BO MPUMEHaTa Ha HOBHOT 3.0
n 4.0 MapKeTHHI KOHILIENT BO TIPOMEHAa Ha BHCOKOOOPAa30BHUTE
uHCTUTYIMU Bo P.M., co 1en na ce oAroBopu Ha noTpeduTe Ha ma3apot
Ha TpyJOT U OapamarTa Ha CTYJIEHTUTE W KOMIAaHUMTE. MapKEeTHHIOT
Kako (YyHKIHja CO CUTE CBOM O0Oelexja, a MOCeOHO HOBUOT MApKETHHT
3.0 u 4.0, pa3zpaboreH cmopea TOTpeOWTE HA BUCOKOOOpPAa3OBHATA
MHCTUTYLIMja MOKE Jla IOMOTHE U Jla OArOBOPHU Ha OapamaTa Ha ma3apoT
U OTCTpaHyBam€ Ha HEJOCTaTOLUUTE Kou ce yTBpawie. [amu Toa ce
CTapUTe BEKE MOCTOCYKH BHCOKOOOPA30BHM WHCTUTYLMU MPEKY HUBHO
peOpeHapame WM HOBM HMHCTUTYLUHM NOTIOJHO HpPUJIArofeHH Ha
Oapamara Ha MOJIEpHAaTa UHAYCTpHja, € Mpallambe 3a TUCKYCHja U OJUTyKa
Ha MHCTUTYLMOHAJIHO HMBO. JIOKOJIKYy ce oOcTaHe Ha CTapure
BOCTAaHOBEHU MaHTpPH, HEMa Ja ce ycnee HuKoram. [lazapure moctojaHo
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ce MCHyBaaT, U CaMO OHHE KOH CE€ CIPEMHH 3a MMPOAKTUBHH IPOMECHH, Ke
ycrear.

Knyunu 360poeu. MapKeTUHT, yHUBEP3UTETH, 3.0 MapkeTuHr, 4.0
MapKETHHT .
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»PRIMENA KONCEPTA INTEGRISANIH MARKETINSISIH
KOMUNIKACIJA U VISOKOM OBRAZOVANJU U SLUZBI
POVECANJA VREDNOSTI BRENDA*

Abstrakt:

PoboljSanje komunikacije 1 saradnja u procesu reformisanja i
decentralizacije sektora visokog obrazovanja predstavlja poseban izazov,
jer sveobuhvatna komunikacija predstavlja vazan put ka poboljsanju
kvaliteta u visokom obrazovanju. Strategijom integrisanih marketinskih
komunikacija u sektoru visokog obrazovanja, integrisanjem svih
dostupnih komunikacionih kanala, Salje se jasna, dosledna i privla¢na
poruka svim segmentima ciljne javnosti, te se na taj nacin unapreduje
poslovna perfomansa Univerziteta (Fakulteta) i doprinosi povecanju
ukupne korporativne vrednosti. Potpunim usaglasavanjem komunikacije
sa stejkholderima i upotrebom razli¢itih komunikacionih alata, uz
kvalitetan i dosledan rad visoko-obrazovne institucije, moze se posti¢i
jaca vrednost brenda same institucije. U radu su analizirani oblici i alati
komunikacije koji mogu unaprediti rad visoko-obrazovne institucije.

Kljuéne rijedi: integrisana marketinska komunikacija, visoko
obrazovanje, brend, ciljna javnost
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PRACTICE OF INTEGRATED MARKETING
COMMUNICATIONS IN THE HIGHER EDUCATION SECTOR
FOR STRENGTHENING BRAND VALUE

ABSTRACT:

Improving communication and cooperation in the process of
reform and decentralization of the higher education sector represents a
special challenge, as a comprehensive communications is an important
way to improve the quality of higher education. The strategy of integrated
marketing communications in the higher education sector, by integrating
all available communication channels, sends a clear, consistent and
attractive message to all segments of the target public, and thus improve
the business performance of the University (Faculty) and increases
overall corporate value. Complete harmonization of communication with
stakeholders and the use of different communication tools, with high
quality and consistent operation of higher education institutions, can be
achieved by strengthening brand value of the institution itself. The paper
analyzes the forms and tools of communication that can enhance the
work of higher education institutions.

Keywords: integrated marketing communications, higher education,
brand, targeted public
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THE ROLE OF GOVERMNENT COMMUNICATION IN
THE ACQUISITION OF FOREIGN DIRECT INVESTMENTS

Foreign direct investments are essential for the economy of not
well developed countries in Eastern Europe. Gaining new investors is one
of the main goals of most governments in this still underdeveloped
region. New foreign investors improve the image of the country, they
increase the cash inflows and could also have a great influence on
domestic economy due to the creation of new workplaces.

Relatively well analyzed factors in connection with the
acquisition of foreign investors are the GDP growth, the rule of the law,
the geographical location and the infrastructure of the country, the
education level of employees, the independence of the judiciary, the
inflation ratio etc. However, not so well analyzed is the role of the
government communication. There are almost no known studies on this
subject. When you have to communicate with the new foreign investors,
the questions "how", "where", "how often™ und "using which arguments"
are essential and also indispensable in view of the different stages of the
decision-making process. Therefore these aspects are the focus of the
article.

Key words: economy, investors, rule of the law, workplaces,
education

25



M-p lIkymoun JIEKA
MuHucTepcTBO 3a TpaHCTIOPT U BpckH, Penmybnuka KocoBo
shkumbinleka@hotmail.com
00377 44 227 002
MEI'YHAPOJJHU KPUBUYHU CYJIOBH U TPUBYHAJIU

ABCTPAKT

KpuBnunute pnena kKow cmaraar BO PEAOT Ha MelyHApOIHU
3JI0CTOPCTBA KaKO IITO CE: BOGHUTE 3JI0CTOPCTBA, 3JI0CTOPCTBATa MPOTUB
YOBEIITBOTO, N'€HOLU, U3MauyBamke U TEPOpU3aM IITO I'M HAaJMHHYyBaatT
paMKUTE Ha HAIMOHAJHUTE 3aKOHOJABCTBA M  IpHUMaraT IOx
jypuc3auknuja Ha MeryHapoJaHHOT KPUBHUYEH CYIl M TPUOYHAIUTE, CE€
nena 0a3MpaHu HA ONpPEIETICHN IPUHIMIIN Ha MEI'yHapOIHOTO MPAaBo.

MeryHapoJHHOT KpPUBHYEH CyJI M TPUOyHAIUTE MpPECTaByBaaT
Mel'yHapOJHH CYJACKH CyOjeKTH HaJUIeKHHM 33 KPUBHYHO TOHEHE HA
U3BPIINTENIM HAa KPUBUYHM Jefla OJ MelryHapOJHOTO 3Hadewme 3a
WH/IMBUyalHa OJrOBOPHOCT, KOM 0€3 MPUCTAIHOCT HE MOXKaT Ja oujar
CyJ€HHM IIpe] CYJOBHUTE Ha HAIMOHAJIHUTE 3aKoHoAaBcTBa. Toa ce
KPUBUYHHU JIeJla CBpP3aHU CO TIpydO KpIIeme Ha MeryHapOoJHOTO
XyMaHHUTapHO MpaBo.

[IpenxonHuIM Ha MOCTOjaHUOT MelyHapoaeH KpUBHYEH CyJ Ce
TpubOynanute, MelyHapoIHM KPUBHYHU CYJIBU OCHOBaHHM aJ-XOK O]
OOenuHeTUTE HAIMM 32 KOHKPETHU HACTaHW U TOJpadja Kajae ce jaBuiie
rpyOu Kpuieme Ha Ha oApeAduTe oA MelyHapOIHOTO XyMaHUTApHO
npaBo.Bo T0j KoHTEKCT MOXke 1a ce HaOpojat TpudyHanute Bo Hunbepr,
Toxwno, Xar(MKCJ), Pyanga u np. Bo moHOBO Bpeme akTyellHH ce
XUOpPUIHM WM  HHTEpHALMOHAIM3UPAHW KPUBMYHM CyJOBU Ha
OOennHETUTE HAIHH.

ITocTojannot MefyHapoJeH KpUBHYEH CyJ € GpopMupaH Bp3 Oa3a
Ha Pumckuor cratyr noHeceH Bo 1998 roamHa, a 3amo4Hanm co
bynkcuonupame 2002 roauHa.

CtpaHuTe BO CyICKHTE MPOLECH Npe MeI'yHAPOJHUTE KPUBUIHU
CYJIOBU € BKJIy4Y€Ha U KOMILJIEKCHa KOMIIOHEHTA 3a YCIIELIHO, IPaBUYHO U
3aKOHUTO BOJIeH€ Ha mocramnkarta.llpumenata Ha eukacHu MepKH U
aKTUBHOCTH OJ] CTpaHa Ha OOBHMHMTEICBOTO M oaOpaHaTa My JiaBa
MOoCeOHO 3HAYeHE W JICTUTHMUTET Ha TMPOILECOT W BJIEBA HANCK U
CUTYPHOCT Kaj CUTE CYyOjeKTH, BKIy4YyBajKku IO U OOBHHETUTOT, AEKa
CYZIeHETO ke Ou/Ie MPaBUYHO, 3aKOHUTO U HEMITUCTPACHO.

Kayunn 300poBu: MerfyHapoaeH KpuBHYeH cyna, [puOyHai,
MerfyHapoauu 31ocTocTBa, MefyHapoaHO XyMaHUTapHO MpaBo, Pumcku
cratyT u [IpaBHu cy0jexktu Bo nocrankure npeg MKC.
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INTERNATIONAL CRIMINAL COURTS AND
TRIBUNALS
ABSTRACT

Criminal acts are among the international crimes such as: war
crimes, crimes against humanity, genocide, torture and terrorisem, which
go beyond national laws and belong under the jurisdiction of the
International Criminal Court and tribunals, this are acts based on certain
principles of International law.

International Criminal Court and international tribunals represent
international court subjects responsible for the criminal prosecution of
executors of criminal acts of international concern, the individual
responsibility that without sam connections can be tried before the courts
of national legislation.These are criminal acts related to the roughly
breking of international humanitarian law.

Predecessors of the Permanent International Criminal Court are
tribunals, international criminal courts estabilished ad-hoc by the United
Nations for specific events and areas where appeared rough breaking of
international humanitarian law. In this context can be listed tribunals in
Nurenberg, Tokyo, The Hague (ICTY), Rwanda and others. Lately
current are actual hybrid or internationalized criminal courts of the
United Natons. Permanent International Criminal Court was estabilished
on the basis of the Rome Statute, brought in 1998, and began to be
operational in 2002.

Sides in judicial process before international criminal courts are
crucial and complex component of successful, fair and lawful conduct of
the procedure.Implementation of effective actions and activities by the
prosecution andd the defense gives special importance and legitimacy of
the process and gives hope and confidence among all subjects, also
including the accused, that the trial will be fair, lawful and objectively.

Keywords: Interational Criminal Court, Tribunal, International

humanitarian rules of the Rome Statute, legal subjects in the proceedings
before the ICC.
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NEW BANKING TECHNOLOGY FOR MARKET
STABILITY AND EFFICIENCY OF THE FINANCIAL
INDUSTRY

ABSTRACT

The crisis in financial markets has demonstrated that negative
developments in financial markets sooner or later may affect the state of
the real economy. Due to the close relationship of global financial
markets and the high speed of information exchange, the rapid spread of
economic downturns is transmitted worldwide. The risk of such
instability caused banks to conduct creative policies to ensure security
and sustainable development for the realization of their basic functions
simultaneously to stimulate national economies and protecting their
external shocks. For these specific circumstances, central banks should
also mobilize their innovation resources through the development and
implementation of new monetary policy tools to fulfill its main purpose -
to ensure the functioning of the transmission mechanism for movement
and reallocation of resources to sectors that guarantee the effectiveness of
bank operations.

New technologies are paving the way for new financial services
in order to expand the access of companies and citizens to financial
resources. Although the system work for banks to introduce some
interesting innovations must be acknowledged that many of the basic
functions of the financial industry will remain largely unchanged. The
role of financial intermediaries, primarily to help its customers to finance
new investments and, secondly, to offer them investment opportunities
and strategies to protect assets already created. The storage of securities
and payments on behalf of their clients are required for business and bank
customers’ basic services, and they will continue to need them in the
future. In short, in the main economic functions of the financial industry
have not been significant changes.

The technological innovations can also generate new risks for
consumers in terms of innovation in the marketing and delivery of
financial services that lead to new categories of misinformation and mis-
selling. The technological developments generate a plurality of
operational risks, in terms of the inherent characteristics of some new
technologies, in terms of risk embodiment. Higher probability but less

28



impact on the human risks are replaced with lower probability but higher
risks technological effects related to operational failures and the threat of
devastating cybercrime.

The analysis of the particularly important role in financial
innovation for sustainable development of the banking industry in the
post-crisis period, the innovation policy of the banks in Bulgaria, and the
effects of their distribution to improve the resilience of the banking
industry are an aim of analyzing in this research report.

Key words: banking innovation, financial crisis, operational
risks, financial infrastructure.
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SPINS IN THE CONSTITUTION OF THE GOVERNMENT OF
REPUBLIC OF MACEDONIA 2017

ABSTRACT

This paper represents an analysis of the process of constituting a
government of the Republic of Macedonia after completing the parliamentary
elections in December 2016. The focus of the analysis are the so-called spin
stories bythe mainparticipants involved in the constitutional process of forming
a government. The main thesis of the analysis is that the close-to-tie election
result and extremely polarized political programs pushed the participants of the
political agreements towards opague and arbitrary interpretations (violations) of
the Constitution. They have sought for justification of these dubious political
actions in the numerous political spins.

Key words: political parties, spins, government, elections, Macedonia
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CIIMHOBH BO ITPOLECOT HA ®OPMUPAIBE BJIAJIA HA PM-2017
AIICTPAKT

OBoj Tpyn € aHaJuM3a Ha MPOLECOT Ha Qopmupame Ha Braxa Ha
PenyOmuka MakenoHuja mo 3aBpllyBam€ Ha IMapllaMeHTapHUTE H300pU BO
nexemBpu 2016 roquHa. Bo (okycoT Ha aHamM3aTa ce CIIMHOBHUTE Ha TJIABHUTE
aKTepH-yYECHUIM BO yCTaBHATA Mpolleaypa 3a Gopmupame Ha Biajga. OCHOBHA
Te3a Ha aHajuu3ara € JeKa W3eAHAYeHUOT H300peH pe3yiTaT U EKCTPEMHO
MOJIAPU3UPAHNUTE TOJIUTHYKH IPOTPaMU TM PUHYAUja YYECHHIIUTE BO IIPOLECOT
Ha HETPAaHCNAPEHTHH NOJUTHYKH JOTOBOPH U TIPOM3BOJIHM TOJKYBamba
(xpuiema) Ha YcraBoT. OmnpaBIyBameTO HA OBHE COMHHUTEIHM IOJUTHYKH
aKuu ce Oaparie BO OpOjHUTE MOJUTHYKHA CITHHOBH.

Kayuynu 300poBM: MOMUTHYKY MTAPTHH, CIIMHOBH, BlIaAa, ©300pu, MakenoHuja
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A-p Jbymuo EOPEMOB
M-p Buosera PUBAPCKA-YOPBECKA
I'dK Cxomje, Bunm Makenonwnja

CUCTEM HA BPAMHOTEKEHU UHINKATOPH BO
MAPKETHUHI KOHTPOJIATA

AIICTPAKT

VYcnoBute 3a paboTeme Ha KOMIAHMUTE BO 21-0T Bek ce MeHyBaat
MHOTy Op30. MeHaniepute nMaaT motpeda Ol OJpEIeH CUCTEM 3a YCIIEIIHO
MEHaMpamke Ha KOMIIAHMHUTE BO TPOMEHETHTE ycioBH. HaBemeHWOT cuctem
Tpeba Ja M HalmpaBU MEPIMBUM MapKETHHT TPOLIOIMTE 3a J1a MOXE Ja ce
MeHaupaaT u peaynupaart. [locTaByBameTo CUCTEM ja 3rojieMyBa e(pUKacHOCTa
Ha MapKETHHTOT, HO HCTOBPEMEHO Oapa BKIydyBame OPOjHH TCOPETCKA M
MPaKTUYHU METOJIH.

CucteMoT Ha BpPaMHOTEKEHM HHIUKATOpPU € METON 3a MNpuOHpame
CTpaTeruckl HWHQOpPMAaNWu{, HO OJ Jpyra CTpaHa M CHCTEM 32 Mepeme Ha
nepdopmancute. llenta Ha 0BOj cucTeM € Ha OOjEeKTUBEH HAYWMH Ja ja
JCTeKTHpa MOMEHTaJIHaTa CHUTyalldja Ha Ia3apoT MpeKy Npuoupame
nH(pOpMAIK, W3BEAyBamke 3aKIydolld W HaBpeMEHO WHGOpMUpame Ha
MeHaliepuTe u BpabOTeHHWTE KOW TH JOHecyBaaT ojurykurte. KirydHa mueja Ha
CHCTEMOT Ha BPaMHOTE)KEHH WHIWKATOPH € KOPUCTCHEC Ha pasInyHU
MEPCIIEKTUBA BO MEPEHETO Ha MepPOpMaHCUTE BO KOMIAHHHTE WA BO
oJllpelieH ojien (Ha MpuUMep OJIIeNIOT 32 MApPKETHHT ), KaKO OCHOBA 32 KOHTPOJIA.

CucteMOT Ha BpPaMHOTEKCHU MHJIUKATOPU BO MApKETHHTOT TloMara Ha
KOMIIaHUKTE J1a ce (OoKycupaar Ha AcuHUpame U (GopMmynupame Ha MOHYyIa
KOja HyAW BpPEAHOCT 3a KOPUCHHUIIMTE W KOja € IEJIOCHO YCOTJaceHa Cco
CTpaTervjaTta u JOJATOPOYHNTE (PMHAHCUCKH IIeTTH Ha KOMIIAHH]jaTa.

Kayuynn 30opoBm: CucreM Ha BpaMHOTEXKEHH HMHJIUKATOPH,

MapKEeTUHI-KOHTPOJIA,  YyIpaByBaukKd  CUCTEM,  KIy4YHH  HHAUKATOpPH,
nepopmMaHcH, MApKETHHT -TUIAaHUPAHE.
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J-p Coma BYJACUH

EBpornicku YHusepsutet Penybnuka Makenonnja

METOJ0OJIOTNJA HA CJIEJAEIBE HA TIOTJIEAOT
(EYE TRACKING) KAKO HTHOBATHUBHA AJIATKA 3A
PA3SBUPAILE HA IOTPOIIYBAUOT

AOGcTpakT

Bo nenemrHo BpeMe MOTPOITYBAaYUTE MMAAT TOJIEM H300pP CIOPEIIEHO CO
MuHaToTO. Ha mpumep mopano (BO MPETXOAHHUOT BEK) MOTPOIITYBAYHTE MMaje
n300p O/ HEKOJIKY MPOU3BOJIN BO MPOAABHUIIMTE, JTOJICKa JIEHEC UMa OTPOMEH
n300p BO XUIEpMapKeTUTe U cynepmapkerure. [lorponryBador uma u3b0p of
MHOTY OpeHI0BH. MIMajku BO MpeABH JeKa JeKa MOTPOIIyBaYuTe BOOONIACHO
KyllyBaaT HEKOJKy KaTeropud Ha TMPOW3BOAM, 3aKIyYOKOT € JIeKa
MOTPOIIYBaYOT MPaBH MHOTY OJUIyKHM BO BpcKa co OpeHaoBHTE. MapKeTHHT
MEHallepuTe IOCTOjaHO ce OOMIyBaaT Ja ja 3roJieMaT BUJIMBOCTA Ha OPEHIOT
KOj TO peKjJamMHpaaT BO OYHUTE Ha IOTPOIIYBAaYHWTE 3a Ja TO yOemaT Cekoj
MOTPOIIyBay Ja I0 Kynd OpeHmoT. 3a Ja ce HMMa jacHa CJHKa IITO
MOTPOIIYBaYUTE TMeplenupaar U “OyKBaJHO” Ja Cce TIJeJa CO OdYUuTe Ha
MOTPOIITYBaYUTe, MCTPAKYBAYUTE IPOHAILIE MHOTY WHOBATUBEH W YHUKATCH
mpuctan 0asWpaH Ha BHCOKa TEXHOJNIOTHja. TpyaoT ja mpe3eHTupa
METOI0JIOTH]aTa Ha CIECHEe Ha MOTJIEA0T BO AeTanu (06jacHyBame Ha ypeaoT U
(basute) U MpUKaXKyBa pe3uMe 3a ynorpedara Ha amaTkara 3a MapKETHT IEITH.
CrnenemeTo Ha mortenotr Ha kopucHunute (Eye tracking) ce kopucTu 3a ma ce
HCTPaXXH OJHECYBAmHETO HAa IMOTPOIIYBAYOT BO CYNEpPMapKeT WX KOra rieia
pexiama. [lomaronmre MOOMEHH CO CIENCHE HA MOTIEAOT HYyIAT BPEIHU
nH(pOpMaITHH 3a pa3doupame Ha OTHECYBAKHETO HA MTOTPOIITYBAUNTE.

Kayuynu 360poBu: ciieiene, Moriel, MHOBAIU]a, KYIyBambe, OpeH/T
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