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CONTENT MARKETING

ABSTRAKT

Strategic marketing approach focused on creating and
distributing valuable, relevant, and consistent content to attract and
retain a clearly-defined audience — and, ultimately, to drive profitable
custormer actio is content marketing.

Content marketing’s purpose is to aftract and retan
customers by consistently creating and curating relevant and valuable
contentwith theintention of changing or enhancing consumer behavior.
Basically, content marketing is the art of communicating with
customersand praspects without selling. It is non-interruption marke-
ting. Instead of pitching your products or services, you are delivering
information that makes your buyer more intelligent. The essence of
this content strategy is the belief that the company, asbusinesses,
deliver consistent, ongoing valuable information to buyers, they-
ultimately reward us with their business and loyalty.

Content Marketing means creating and sharing valuable
free content to aftract and convert prospects into customers, and
customers into repeat buyers. The type of content is closely related to
what the companly sell; in other words, the company educating people
so that they know, like, and trust te company enough to do business
with the comapny.

Content Marketing is the creation and sharing of content for
the purpose of promoting a product or service. Content plays an
important role in your B2B marketing strategies.

Organizations must create the right content for the right
person at the right time delivered through the right channel. Content

Ipod. 1p Anexca CTAMEHKOBCKH
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Marketing makes markeing be easy for everyone in organizatio—and
even to the companies customers—to create and distribute
compelling content across multiple channels to the people you want to

reach.Content marketing is driven by the 5 Principles of Content
Marketing:

Content marksting is a way of creating and sharing content
to promote ideas, engage targeted audiences and encourage them to
take action. It’s an integrated approach to marketing, with quality
content at its heart. Just as the heart powers the

o PLAN: Define strategy on asingle intuitive content calendar.

e PRODUCE: Make it easy to use so everyone in the
organization can participate.

e PUBLISH: Push content to website, blog, and mearketing
automation system.

e PROMOTE: Schedule and promote content to any channel
including social.

PROVE: Quantify to justify with reporting on a content
marketing dashboard.
body, content powers online marketing success. Quality content in the
form of blogs, social media posts, search-optimised articles and so onis
adriving factor in atfracting new customers and building brand loyalty.
Keywords: purpose, granization, company, strategy, promation,
communications

KOHTEHT MAPKETHUHI

AIICTPAKT

CIpatervicKioT MapKeTVHI TIPHACTAIT  HAcOYeH KOH
KpeHpare M JICIpHOYHpAarme Ha KOPHCHHM, PEJICBAHTHA WU
COOIBETHH COOKMHM 32 Jid C MpUBIEYC W 34T jacHO
JHHMPAHHOT ay[MTIoOpUMy W Ha KpajoTda ce Jiojie Jio
TpouTadITHN aKIA €O KYIyBAauMTe C¢ HAPEKyBA KOHTEHT
MApPKETVHT.

enra HA KOHTEHT MAPKETVHIOT € Jia o TIPHRIICYAT U
3AIAKAT KyIyBa9MTe CO TIOCTOJaHO KPEHPAhE 1 JIOCTABYBAE HA
KOPVICHH COMKMHM CO HAMEpa Jid C¢ TPOMCHH WM 3aCIIH
OITHECYBAHCTO HA  TOTpOIIyBauMTe. BO OCHOBA, KOHTEHT
MAPKETUHIOT € YMEIIHOCT Ha KOMYHHIMPAE CO TIOCTOJHUTE U
HITHUTE KYITyBadH Oc3 Jia Fva Tporiackta. KoHTeHT MapKeTHHTOT €
HETPEeKUHAT MapKeTvHT. Hamvecto /ia o myrnrmaar mporBBOIvTe 1
YCITyTHTE, CE KICTIOpadyBaaT MH(QOPMAI I KOH TO TPaBAT KyITyBasioT

rioBeke mHpopMupad. CynmvHata Ha cIparervjara Ha KOHTSHT
MapKETVHIOT € BEPYBAHLIO JIcka KOMIIAHMjaTa, Kako OW3HWC
HCTIOpadyBaCOOIBETHY M CEKOJTHEBHH KOPHCHA MH(OPMALIKL Ha
KyIyBadHTe KOM Ha KPajoT Ke BO3BPATAT CO OCTBAPYBAFLE OFBHIIC 1
TPaICH-E JIOJATTHOCT.

KOHTEHT MApKETHHIOT 3HaUM KPEHPAHE H CTIONETYBARES
KOPVICHH C/I000THY COYKHHM CO TIETT JIA CE TIPHBTICHAT U TPETBOpAT
WJTHATE BO BUCTMHCKH KyITyBauH ¥ KyITyBaqH KO TO TIOBTOPYBAaT
KyIyBaeTO. BUioT Ha compkvHata € BO BpcKa €O Toa IITo
KOMIIAHWjaTa TIpOZiABa WM €O JPyrv 300pOBH, KOMIIaHMjara v
TIPaBK CBECHH JIyF€TO 32 TOA IITO THE 3HAAT, IIITO CAKAAT 1 JIOBOITHO
JIa ¥ BepyBaaT Ha KOMIIOAHH]aTa 32 OCTBAPYBAAT OMZHIC CO Hea.
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KOHTEHT MapKEeTHHIOT € KpeHpare 1 CIIONEIYBake Ha
COINPKVHM CO LI Jid O TIPOMOBUPAAT TPOM3BOIMTE U YCITYTHTE.
Kourenr

MapKETVHTOT MTPa 3HaqajHa yriora Bo brsaic — bizaic -
B2B - MapkeTvHr cTparervvre.

OpraHBariTe Mopa 1a KpEHpaaT BUCTUHCKH COIYKAHA
34 BACTVHCKH JIMIIA ¥ BO BUCTHHCKO BPEME JIa TH JIOCTABAT TPCKY
BUCTVIHCKY KaHAA. KOHTEHT MapKETHHIOT MPaBH MapKETUHIOT Jia
OWie JleceH 32 CCKOj BO OpraHmzalMjara, Jypd U 3a TRJiara
KOMIaHWja Ha KYIyBauWTe KOWIITO CaKa Jid TW OCBOM Ja MM
HICTIOpaMyBa YOEIJIFBH COIpYKIHH TPEKY TIOBEKe
KaHATH. KOHTEHT MapKeTHHIOT € BOJIEH OZ TIeT PUHILMIIONH TOR:

o [UIAH: J[ledumupame Ha cIpareiyja Ha  ©IHOCTABCH
3a0eNIKITMB KOHTCHT KaICHIIap,

o TIPOM3BOCTBO: Kamenmapor na ce Hampasd JIeceH 3a
KOPHICTEEe Taka IO Jd MOKe CeKOj BO HOpraHMBAIMjara Jid
YHECTBYBA BO HETOBOTO KPCHPAFL,

o [IYB/IMKYBABE: Jla ce crapu waneHmapor va BEDB
CTpaHHLIATA, Ha OJIOT, HA ABTOMATCKUOT MAPKETVHL CHCTEM,
e TIPOMOBHPAIGE: [la ce HanpaBy pactiopel ¥ COMpyKUHATA
J1a Ce TIPOMOBHPA Ha OFITIO KOj KAHAT 32 TIPOMOILI]a, BIJTYIITYBAJKI TH
Y COLIJITHHATE MEITyMH,
o TIPOBA: [la ce kBaHmv(hriIIpa ONPABIAHOCTA CO M3BCCTYBAHE
Ha KOHTEHT MApKETHHT OITIACHA TTI0Ya.

KoHTeHT MapKeTVHIOT € HAauMH HAa Kperpame U
CTIONEIYBAE HA COMPYKMHM 32 JId O¢ TIPOMOBHPAAT WIEH, J1a 8

AHr2KYpA IRTHHOT ayIMTOPHYM H 1A O¢ TIOTTHKHE Ha aKipfja. Toa e
¢IcH MHTCIPUpaH TIPUCTAIT KOH MAPKETHHIOT, CO KBATATCTHA

COIPYKVHM BO HETOBATA CyIIHHA. Kako 1Imo cpriero ja 1asa criara
Ha TEJIOTO, CITIaTa HA KOHTEHT MAPKETHIOT BOIM KOH MAPKETUHT
yenecr. Keamretsa compoxriea Bo (popma Ha Qior, TOCTOBU Ha
COLJTHATE MPEXH, TIpedapyBaull CTATHH U JIPYTO C& BOIICUKH
(hakTopy 32 TIPUBICKYBAFE HA HOBU KYIyBaud U IPAICHS
HAVIOJAITHOCT KOH OpCHJIOT.

Ksmyunm 360poBu: 11ey1, OpraHrBarja KOMITaHHja, CTpaTervja,
TPOMOLI], KOMYHHKAL ML

BOBE/]

KOHTeHT MapKETVHIOT € 3ae]THHYKH TePMUH KOj TIOKpHBA
30Mp HA CTpaTerviv, TEXHAKY 1 TAKTVIKK 32 Jid Ce OCTBAPH YCTIelleH
OM3HYIC Y1 12 Ce PeaiBIpaaT LIEJIUTE Ha KYITyBa4UTe CO KOPHCTEH-E
Ha COIKHHM 32 CHTE KyITyBa4H, HI3 HUBHHOT SKUBOTCH LMKITYC H
CIIPOBE/lyBAE HA OM3HVC (DYHKIWMTE TIPKY €H COOIBCTCH,
WHTCTPYPAH 1 KOHTHHYHPAH HAUMH.

KoHTeHT MapkeTVHIOT, BO cropefa €O Tpaiy-
OHATHAOT MapKETUHT € JIBOCTPaH IPOLIeC HA KOMYHHLIMPAEE CO
kymypaumre. CoO  Tpa[VIMOHATHMOT —MapKETWHT, OHOCHO
MapKETVHT TIPOMOLIM)A & OCTBAPYBA EIHOCTpaHa KOMyHHKALIAA CO
KyITyBauHTe, a Toa Ce TIOTBPIIYBA CE MEPEH-ETO Ha MPOJibKOaTa Koja
HABVICTVHA CE CITYqIIIA.

KonreHT MapkevHIOT ordaka akmMBHOCTM KOW e
OCTBAPYBaaT Mely THE IO padoTaT Ha paboTUTE HA MAPKEHHIOT U
peaHOCTa CBp3aHa CO KyrlyBadure. BcylHocT, ocHoBara Ha
KOHTGHT MapKCTMHIOT € KOIGHTpaIpjara KOH KyIyBadoT W
TPICHETO MHTCIPUpaH TIPUCTAll KAKO [T Off TIOLIMPOKOTO
MapPKETVHT TYICTAHL.

1. Jedunuparoe na Kormerm mapKemunzom

THocrojar MHOTY IeHHHLIAN 32 KOHTEHT MAPKETUHIOT KOj
HETO TO M3pa3yBaaT Kako TePMUH KOj TIOKPHBA PA3HHOMBHIC LISTA 1
MAapKESTHHI' TIPaKTVKA 1 KOj O KOPHICTH BO MHOTY PaTHYHA
riofpagja. KoHTeHT MapKeTMHIOT oraka aKTMBHOCTHL KOM O
OCTBAPYBAAT Mel'y THE IO PAlOTaT Ha PAdOTUTE HA MAPKETAHIOT U
pearHOCTA CBp3aHA CO KYITyBauuTe. BCyIIHOCT, OCHOBAaTa Ha
KOHTGHT MaPKCTMHIOT € KOIGHTpaIMjara KOH KyIyBadoT U
TPAICHETO  MHTCIPUpaH TIpUCTAll Kako [T Off TIOMIMPOKOTO
MapKETHHT TTICTIAFLE.

Emma on wiydanre CMYHOCTM Kj CHTe PasTibHA
IICNAFA HA KOHTCHT MAPKCTVHIOT € Taa IITO KCKYCTBOTO H
MOTpeOMTe HA KyIyBauuTe, Mpe)epeHIUTe U TIpaliamkara 3a
JFeTO KOW C¢  HAPCKYBAAT TIETICH ayIATOPAYM CC BO TICHTApOT Ha
BHAMAHVETO. KOHTEHT MApKeTVHIOT € 3aeHAYKM TePMUH KO
TIOKPHBA 30Mp HA CTPATCTVH, TEXHUKH 1 TAKTVIKH 34 J1d CS OCTBAPH
yCriertieH OMBHKC ¥ [ 08 PealiBUpaar LgUTe HA KyITyBadHIe CO
KOPHICTCHSE HA COMYKVHM 3 CHTE KYTTyBAYH, HY3 HUBHHOT YKUBOTCH
IMKITYC ¥ CIPOBSAYBAE HA OM3HMC (DYHKIMMTC TIPKY erieH
COOIBCTCH, WHTCIPUpaH W KOHTWHYMpAaH HauvH. KOHTeHT
MApKSTMHIOT HE € BO BPCKA CO CIPOBCIYBARCTO HA HEKOja
TPOMOTHBHA KamIiarsa. T0j He € KCTO IO U M KOPUCTSHRETO Ha
CONKMHM BO €IIHO CHICTEMATCKO MAPKETUHT TpeOapyBamke Wil
OITHOCH CO jABHOCTA WM Ha JAPyTrTe (hOPMI HA MAPKETHHIOT KOU 08
Tpe3eMaar OIIIHO M CaMOCTOHO. Jl00pHOT KOHTEHT MApKETVIHT,
TPHBVICKYBa, MH(OpMUpa, YOCIyBa, YCIyKyBa W IV QHI@KHPA
JIMLIATA KOM KYITyBAaT, WITHUTE TV TPETBOPA BO BUCTHHCKH KYITyBa41
¥ CO HUB TPpaTv JIOJITOPOYHH OJTHOCH Y TIOBP3AHOCT O (PHpMAaTa Wi
HEJ3MHHOT NPOMBBOI WK OpeH, Toj oroBapa Ha Ha TIpAITIARkaTa i
TIOTpeOUTE HA MOTPOLIYBAYUTE 33 BPEME Ha KyITyBAHETO U T0CTe
OCTBAPYBAHHCTO HA [POLIECOT Ha KyTTyBarhe.

KOHTEHT MapKeTHHIOT € MApKETUHT 1 OM3HKC TPOLIEC 32
KPCHPAH:E 1 HICTIOpAYYBAre Ha PEJICBAHTHU M KOPHICHH COMYKHHI
32 Jia ce TIpYRTeYe, TIPUIOOME M aHTKUpa jacHO JiepHHApaH 1
pas0paH Iieyie ayITOPHYM CO TIRJT i Ce TIPEIV3BHK MPOoUTaOrTHA
aKja HAa KylyBame. KOHTGHT MapKeTMHIOT € Tporec Ha
TIPURTICKYBAE 1 3APKYBAHE HA HA KYITyBAadHTe CO TIOCTOjaHO
KPCHPAre 1 TPETCTABYBAFE HA COMYKUHK CO 1T JIA CE TPOMEHH
WH Ja C¢ 3aCi OJHECYBAHETO Ha Kymyeauwre.KoHTeHT
MapKETVHIOT € BO BPCKA CO KCTIOpAadyBAHETO HA COMKIHM HA
TIQJTHHOT ayITOPUYM 1 Oaparke Ha CHTS MECTa KaK7e MOXKE Jia Ce
Hajie Toj aymmropiuyM. KOHTeHT MapkeTvHroT €  e(heKTiBHA
KOMOMHAII]a 33 KPEHpare, IPCTACABYBALCIIPC3CHIVIDALS HA
orperieTieHa  conpkHa KOHTEHT MapKeTMHIOT € Tporiec Ha
pasBUBAG W CHONCJYBAHE HA POJICBAHTHM, KOPHCHH U
AHFKUPAYKA CONPYKHAHH CO TIRTHHOT ayJITOPHyM CO TIEN Jia o8
CTeKHAT HOBH KyITyBAYH H [1A C& 3O/IEMH GHBHFICOT CO TIOCTOJHATE.

VizrecenvTe neMHALIN yNaTyBaaT Ha ToA Jieka KOHTCHT
MapKETVHIOT € HAYMH HA PasMUCITYBAHE BO BPCKA CO LIJTHHOT
AyJIATOPHYM, OITHOCHO TIPe3CHTVPALE Ha Ppa3paOOTeHH COIDKUHM 32
TPOMOBHPAH:E Ha TIPOMBBOIIHTE U YCITyTHITE, PHRIICKYBAFSE Ha HOBH
KyIyBa'H, 3A/pIyBatEC Ha TIOCTOJHHTE M OCTBAPYBAH:S IPOLIMPCH
Omzarc ¥ 3roeveHnpodur. Toa 3HauM JigKa JIyfero KOW TH

'Conent  marketing  defined: 4 cusomercentric  content
marketingdefinition ywwv.i-scoop.ew’ . tent-marketing/content-marketing...
2Pulizzi 1. (2012): Six Useful Content Marketing Definitions, Content
MarketingInstituite, contentmarketinginstitute.cony. . .content-marketing..
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V3BPIIYBAaT MAPKETVHI padOTUTe Jd CC AHIKHPAaT TIOBEKE OX
OMTI0 KOra CHO 111 JIA TV TPURVICYAT KYITyBAYHTE.

KoHrenr  mapkemiHror, Bo  criopenda  co
TPATMIFOHATTHAOT MapKETVHI' € JBOCTpAH TpOLEC HA KOMyHH-
mmpare co Kymyeaunre. Co  TpapIMOHATHHOT MAPKETVHT,
OIHOCHO MapKEIVHI TPOMOLMja CE OCTBApYBA EIHOCTpAaHA
KOMYHHKAITHja CO KYIyBaqHTe, & TOA C¢ TIOTBP/LyBA 0& MEPEHLETO HA
TMponavkOaTa Koja HaBACTVHA ce CiTyaria. Co KOHTEHT MAPKETHHIOT
Cce BOCTIOCTABYBA JIBOCTpaHa KOMYHHKAIMja CO KYIyBaulTe U ce
KODHCTAT pa3Hi CPEZICTBA 32 MEPEHE HA HUBHOTO AHTEKHPAHHE.
Crenersero Ha WHTEpaKIHjara CO KyIyBadHIe Ce BPIIH TIPEKy
COLMJTHATE MPCKK M KOHTCHT MAPKSTVHI' 3aS/THIYKH JPYKCHbA.
AKO ce 3a0e7IeKH ieKa He Ce OCTBAPYBAAT M0CAKYBAHHTE PE3YITTATH
CO KOHTEHT MApKETHHIOT, Ce Tpe3eMaaT akiH 32 RIOKYBAmsa BO
TIPUHTAHH MEJYMI, TIPOLIAPYBAFLE HA TIPOCTOPOT 32 OTIACYBAFSE
(bpetyLIMpare Ha TPOLLIOLTE HA TIPOM3BOLICTBO.

BpemHocra HA  KOHTGHT MApKETVHIOT C€ KpUe BO
AHTKIPAFLETO Ha KyITyBAdHTe M KoMItaHujara. T paoHaTHHOT
MapKETHHT TH TIOBUKYBA KYITyBA4HTE, JI0/IeKa KOHTCHT MAPKETHHI OT
pazroBapa co HUB. Bo 0cHOBA Toa 3HAYH Jieka KOHTEHT MAPKETAHTOT
Kperpa 1 y4ecTByBa BO COMKAjHA KOHBSP3AI)A U TPaI OIHOCHL
KOHTeHT MapKeTMHIOT TIpHIOHECYBA 32 3IQVIGMYBAHC HA
TporpKOaTa Ha KOMITAHH]ATa W BOIA KOH HEJ3MHO TIO3UIVIOHUPAES
Ha TI33pOT 1 CO3TABARLE HA OPCHIT CO PAa3MUCITYBAHE JId 08 CTaHe
JITIEP TIPEKY 3TOVIeMYBAELE Ha OpOjOT Ha KyITyBAYHTEH Ha THE IITTO
jaOTBOpaaT BeO CTPAHHMIIATA HA KOMITAHHaTa.

KoHTeHT MapKeTVHIOT ce ocTBapyBa Kako TIPOLIEC KOj
00e30e/yBa  HABPEMEHOCT, BPCKY, OIMOBOPH W pe3ynraml. 1oj
OBO3MO)KYBA OMBHHCHTE [ CE TOBP3AT CO KYIyBAYMTe U Ja IO
3rorieMaT HUBHHOT Opoj co 00e30eTyBarhe Ha YOCJIMBH, KOPUCHU 1
HIMCXOMHN MH(OpMAIKA KOW TH Gapear KyryBaunte. KoHTeHT
MapKETHHIOT KPerpa COIPKVHE M MApKETHHIOT HyIH TIOrOJieM
JIMUEH MPHCTAI KOH OM3HMCOT 1 TIOMara Jia 0e Tpajiv JIoBepOa Koja 3a
KpajHA [T IMA KPEHPae M PasBHBAFLE 3HAYAJHH JIONTOPOYHA
OITHOCH CO KyIyBauMTe. BpeHroBUTe HMCTO Taka, MOXKAT Ja TH
TPOMOBHPAAT HABHHTE EKCTIEPTCKH MCKYCTBA BO JIGJHAOCTA BO KOja
Cce ¥BIPATICHA 1 Jia OWZIAT KOPHICeH M3BOP 32 JIyfeTo KOW cakaar
HAaCOKH, COBSTY M MH()OPMALTM HA KOW MM BepyBaaT. 34 KOHTEHT
MApPKETVHIOT, MOYKe /13 O KabKe JIeKa:
¢ C3AKYIYBAYUIC,
® TU RicYe KyIyBauMTe KOH OpraHrBalvjara COpCJICBAHTHU
COIYKUHH,

TOj € IBOCTpaHa KOHBEP3aLIHja 0O KYITyBadHTe,
€ TOBeKe JIMHAMIYEH ¥ JIECHO Ce TIPIIIArO/TyBa Ha TPOMEHHTE,
TIPaBH TIOMAY TPOLLIOLH,
MIMA TIOIIMPOKO TIOIE Ha TIPHRIICKYBAHE, HOCH TIOMAT PHBHIK,
MM TIOZIONT BEK HA TPACHe,
00e30e/1yBa OCHOBY 32 MEPCH-E HA PE3YITTATUTE Off MAPKETHHT
paboemseTo,
® 10 MAKCHMIBHPA POMOBHPAHLETO OJ1 YCTA HA YCTa,
®  CeQTydyBa M MPEIT 1 TOCTIe TIPOiaKoaTa.

2. Omnounyearve co HpUMeHa HA KOHMEHM MAPKENUHZOM
3a 1a MOXe Ja c¢ OTMOYHE CO MPUMEHA HA KOHTEHT

MAPKETHHIOT, ¢/THA KOMITAHH]A MOpPa, /1A TO HAIPABH CIIGHHBO.

3LinnML. (2010)Getting StartedHow to Get Starrted in Content Marketing,
contentmarketinginstitute.cony. . .content-marketing...

® JIa ONPETIENH KOj BHI HA CONPPKUHK CAKA 1A TH UCTIOpadyBa, Ha
TpUMEp 33, NIPOzok0a, YOIy Ha, KITyBAYHIE, HOBSIKU PECHYPCH,
TPOM3BOIIH, MEHA[IMEHT, KyITyBa4H,

e Jia BKIy4H TIOTOJIEM OpOj PaMMHK BpaOOTEHH, OITHOCHO Jia
BKIJTyH4H JTye KO K& KPEHPaaT COMYKUHM Of PA3TYHA 00JacTy U
TICPCTICKTVIBH,

® Jla BOCTIOCTABY KATICHIIAP 32 OPraHIBUPAE Ha TIPOLICOT Ha
KPCHPAFE Ha COMYKVIHK CO TIENT YCOITIACYBAFLE HA COMYKHHHTE KOU
ce M3pabOTyBaAAT Of CTpaHa Ha PazTvuHU TPYITH Ha BPpaOOTCHH WA
TpochecroHaIIY,

® Jla UM Jigic HACOKW HA BpAOOTCHUTE 34 Jid TOATOTBAT IO
TIOPATHYHH CONKVHY,

HajnoGap HawH 3a 7@ Ce OMOYHE CO KOHTCHT
MAPKETVHIOT € HajHAIPE /1A ¢ HAIPABY AHATIH3A HA OTTHECYBALETO
Ha KyIyBauHTe, OHOCHO JIa CC AHATMBUPAT NPAITIAM-ATa 32 To Kajie
KYITyBa4yUTe TO TOMUHYBAAT HUBHOTO BpeMe? 3a IIITO Ce IprbKat?
Ha npuvep, ako ce TvHEjUepH, ia o¢ HAIPABAT COINPVHU 32
TUHEIEPY KOM K€ C€ KCTIOpayaar Ha KAaKO aIUMKALMK TIPEKY
COLMjATHATE MPEKH, aKO C¢ BO3PAcCHH KOM MOXKeOW CaKaar
TICYATCH MATEPHjaTd WM MATCPUJATA WICTIPATCHU TI0 JAPCKTHA
nomma. [Tltom enxHant ke ce ompeneny Ko ¢ KyIyBauHTe Ha
KOMITAaHHjaTa, TOralll Ce OMpEIEeiyBa Kako Jia C¢ HACOKAT KOHTEHT
MAPKETVHT aKTMBHOCTHTE KOH HHB. KoMIiaHvjata Mopa /ia poyr
e 32 T0A KaKo KyITyBaurTe Tv pumaar comprkeapte. [LItom Toa ce
OCO3HAE, Torall KOMIaHHjara ke Orfie BO MOKHOCT g m30epe
PATMHN KOHTEHT MAPKETVHT TTTAT(OPME CO KOM KOMITAHHMjaTa Ke
€ OCHIypa JieKaa Ke TV OCBOH LIEJTHITE KyITyBaqH.

KoHTeHT MapkeTMHIoT Mopa Jia orard CTpaTervicko
IUIAHNPALE, KPCHPAE HA CONPYKMHY, WCTIOPAdyBARC HA THC
CONKMHM Y MEPCHE HA PazTIHHTE TIOCTAIKK Ha TPOLIECOT Ha
KyIyBaEbe 32 padMUHATC BWIOBA HA KyllyBaul. KoHTeHT
MapKETHHIOT Tpeda J1a oriatyl RIC3HA MAPKETUHT TPHHIAIH, HO
Mopa Jia orary | riorosieM Opoj 1 npramvBy MPHCTAIH 32 Jia
00e30e/11 OCTBAPYBAFHE HA BKYTTHUATE MAPKSTUHT TR

KoHTeHT MapKeTvHIoT Tpeda Jia TH 3eMe TIPSTIBHTT CHTS
PACTIONIOKUBA KAHATM 33 Jid TV TIPURTICYE KyITyBavMTe, KAKO HA
NpUMEP  TICYaTeH  MEIUYMH, JIMYHM — KOHTAKTH, OHJIJH
KOMYHHKALH, MOOFITHH TesIehOHH.

3. Busnuc uerm Kou ce 0cmeapyeadnm co KOHHIEHM
MAPKEMUHOm

Co KOHTEHT MapKETHHIOT C¢ OCTBAPYBAAT rojieM Opoj Ha
OVIBHIC eI KaKO LIITO e

o  Co3naBame CBECHOCT 32 OPEHIIOT WM HETOBO 3aCHITHIBARLE —
Ha TIpUMEp, TIRIITA MOXKe Jia Orrie TIpoHAorake Ha TIoe(DeKTVBCH
Ha4VH Ha TPOMOBUPAE U TPAJICHE HA CBECHOCT HA TPOM3BOMIOT
WM yUIyTUTe Ha Komnanvjara. OBa € JIONMopodHa CIpareruja.
KoHTeHT MapkenHror e HaumH Koj Tpeda Jia ce TIPHMEHH 32 Jia ce
AHT DKM KOMITAHH]aTa BO TPAJICELETO OpeHIT,

o Co3raBame MPOMEHH M HUBHO TIONPKYBAHEC — KOHTEHT
MapKETMHIOT T OXpalpyBa KYITyBAYMIE [1d JIJAaT JIOBOIHO
rH(opMaIK 3a cede 132 TIa3apoT 1 IO THE CAKaaT BP3 OCHOBA HA
TIITO MOYKe /13 C€ TIOTTOTBAT COAPYKHHI KOH THe Ke TH Tipudatar v ke
TO PeATMBUPAAT TIPOLIECOT HA KYTTyBAELE.

*0Bpabotxa crioperLinnM. (2010)Getting StartedHow to Get Started in
Content Marketing, contentmarketinginstitute.con. . .content-marketing...
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o Co3napame HA KyMyBadl — CO HYJCHCTO HA HAYMHA HA
PpelliaBarke HA TIOTPEOUTE KOM TY WUMAaT KyIyBadHTe, KOHTCHT
MApKETVHIOT, HIHUTE KyIyBaul TY MPETBOPA BO BUCTUHCKHU T
PCAATHA KyITyBa“H.

e Jlasarse yciyri Ha KyIyBadudIe — KPCHPAEBC BPCIHOCTH H
JIABAFE YCITYTY HA. KYIyBad MTE TIOCTe  OCTBAPCHHOT TIPOLIEC HA
KYITyBaEhe, 00jaCHYBALE KAKO TPOHB3BOTIOT CE KOPHICTH, OMKYBAFC
HATPOU3BOIOT Y CITHYHO.

o [panerme Ha JIOJAUTHOCT M 33IKyBAFC HA KyIyBaudTe —
TPETBOPAFLCTO HA WJIHHUTE BO BHICTWHCKYM WM PETH KYITyBAdW,
Tiozpasorpa KpEerpare Ha CIparervja 32 3apKyBaEe Ha KyIy-
BaYHTe, 0OPHYBAH-C BHUIMAHKE HA KyITyBadMTE U CITAHO.

e [lperBopare Ha KyIyBaulTe BO KyIyBauldl M Ha JPYIvIe
MPOVBBOIMM M YCIYTM KOM TW TIPOMBBEyBA KOMIIAHMjaTa CO
TIOCTOjaHO  KOMYHHIIMPAHE CO HUB TIOCJIC OCTBAPCHOTO TIPBO
KyITyBaFbC.

e [lperBopame Ha KylyBaudle BO TIPCTIVIATHAIM ——
3aMOBOIHUTE KYIyBa4M O TIOBP3YBAal CO KOMIIAHMjaTa WM
HE3VHVOT TPOM3BOI M CAKAAT Jig TO MIMAAT YIIITE TOj Mper Jia e
TIOTPOLIIL

KoHTeHT MapKeTHHIOT 0e KOPHCTY M O, TIEPCTICKTVBHATE
Ha OPEHIVPAa-ETO BO KOPETAIY]a CO JIPYTVITE HEe3ABHHH 1 TIOBAICOKU
OrsHrC Tie. KOHTeHT MApKETVHIOT TH YCOITIACYRA. AKTUBHOCTHTS
Ha TIPOMOTHMBHUTE MEIMYMH KOW TIPBEHCTBCHO CE KOpHCTAT 32
OCTBAPYBAHE HA IVIABHUTE LIEJM KAKOILITO CE TPAICH-ETO CBECHOCT,
VHQOPMUPARCTO  HA TIOTCHIIATHATE KYIOyBadd, TIOTTHK-
HYBAHCTO HA KYITyBAHE, npe,m/BBmcyBamso HA WHIEpEC U
BOJICEBETO HA KOMYHHLIMPAHLETO CO KYITyBAUHTe.

4. Hucmpymennu Ha KOHIEHM MAPKENUHZOM

KoHTeHT MAapKETHHIOT KakO MHCTPYMEHTH TH KOPHICTU
KPEHPAHLETO, CTIORITYBAFHETO M 00jaBYBAH-ETO HA MH(OPMALIAH BO:
TIUIITYBAHHTE METAYMI,
BIJIC0 MATepHjayi,
IICKTPOHCKHTE KHHTH- €BO0KS,
COLIVJITHHTE MEIIAyMH,
TpahKOHM 32 THOPMUPAFSE,
TPpOYIyBAHH CITyaH,
QIIOrOBH.
OBve WHCTpYMEHTM ¢ KODUCTAT O CIpaHa Ha KOHTCHT
MapKETHHIOT CO LIeJT TIOCTOJHUTE KYITyBA4H [id ¢ TIOTTUKHYBAAT Ha
KYITyBaE:E 1 /13 Ce MpURTieaT HoBHL. [ locTojar roBeve HaumHH 3a ;g
CC BOIM KOHTCHT MAPKESTVHI KAMIIAFha, HA 33 JId CE HAIPABH Tad
KaMIarbaTa Jia Ouzie YCTIeHa Off 3HAYSHE € JId Ce MMaaT CO3HAHH]a
KO MEIMyMHM HAjMHOTY TM KOpHCTAT KyryBauute. V300por Ha
BUCTVIHCKUOT MEIMYM WA CPSICTBO € O KIyYHO 3HAUYCHS 32
YCIICIIHOCTA Ha [PUMEHATa HA KOHTCHT MAPKETVHIOT.
KoHTeHT MapKeTHHIOT TpaBr MAPKETHHTOT Jia OHTIE JIeceH 3a CeKOj
BO OpraHK3ALIMATa, TyPY 1 32 [ejIaTa KOMIIAHHa, 3 Ha KYTTyBauHTe
KOH IIITO CaKa 1A TH OCBOM /12 M KICTIOpayBa YOGITMBH COIYKVHH
TpeKy TioBeke KaHami. KOHTeHT MapKeIVHIOT € BOIEH Off TieT
TIPHHLTIONH oA

® Sandeep Thakur: Content Marketing—Meaning and B est Industry Practices
EvanCarmichael.com Free Download, vwwwy.evancamichael.conVpdfs/7758
® LLakeL.Content Marketing - Understanding the Why and
How,mearketing.aboutcony. . .strategytutorials/@/cortent.

o [UIAH: Jledwmmparse Ha cIpareivja Ha €IHOCTABCH
3a0CTIKIVB KOHTSHT KayleHTIap,

e TIPOM3BOJACTBO: Kanennapor ma ce HarpaBy JIeceH 3a
KOPHCTSEE Taka IO Jid MOKe CCKOj BO HOpraHM3allMjara Jia
YHeCTBYBA BO HETOBOTO KPSHPAHE,

e [IVBIIMKYBABWE: [la ce craBu xanmeHmapor Ha BED
CTPAHHIIATA, HA GVIOT, HA ABTOMATCKUOT MAPKETVIHT CHCTEM,

e  [IPOMOBHPAIE: /la ce Harpasy pacriopest v COMpKHHATA
J1a ce TIPOMOBHPA Ha OFITIO KOj KAHAT 32 TIPOMOILIY]a, BKITYIITYBAjKI T
1 COLIJITHHATE MEITyMY,

e JIPOBA: Jla ce xBaHmipuImpa ONPABIAHOCTA (O
VB3BCCTYBAE HA KOHTEHT MAPKETVHL OITIACHA TTI0YA.

3AKJIYYOK

KOHTeHT MapKEeTHIOT € HAYMH Ha Pa3MHCTYBAEE BO
BPCKA CO LEJHHOT Ay MTOPHyM, OIHOCHO IpE3CHIVPAHS HA
Ppa3paloTeHd COMPYKMHMA 334 TPOMOBUPAEE HA TPOM3BOIMIEC H
yoIyrvre, TPURTIEKYBAFG HA HOBU KYITyBauM, 3a/p(yBAFE HA
TIOCTOJHHTE ¥ OCTBAPYBAFLE TIPOLIAPEH OFBHIC 1 3TONIEMEHTPOHT.
Toa 3Haum ieKa JTyreTo KOU TV M3BPILYBAAT MAPKETAHT paboTHTe JIa
C€ aHr2KHPaaT ToBeke O OMIo Kora CHO TIeMT Jid TH TIPURJICYAT
KyIyBa“HIe.

KoHTeHT MapKeTMHIOT Mopa Jia Or)ary CIPATeIvucko
IVIAHVPAHE, KPEHpare Ha CONKIHY, WCTIOpAdyBaEke Ha Tue
CONPYKMHH M MEPEEhe Ha PaIMYHITE TIOCTAIKH Ha TPOLIECOT Ha
KYIyBaEbe 32 PAa3MUHAIC BUIOBA HA Kyiyaul. KoHTeHT
MapKETHHIOT Tpeda J1a oriyary RIE3HHA MAPKETUHT IPHHLIAIIN, HO
Mopa Ja oryaTyl 1 roroyieM Opoj ¥ TIPHaTIiBY TIPHICTAITH 32 1A
00e30e/v OCTBAPYBAFSE HA BKYITHHATE MAPKETVIHT TIEIIL
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DIGITAL MARKETING

ABSTRACT

The rise of digital technologies has transformed the
marketing paradigm. Marketers today face a constant proliferation of
social media channels, the growing power of the connected customer,
and an explosion of new digital tools. To succeed, marketers must be
able to plan, implement, and measure the impact of digital strategies
thet are suited to today’s customers and integrated with their traditional
marketing and business goals.

In simplistic tenms, digital marketing is the promotion of
products or brands via one or more forms of electronic media. Digital
marketingismarketingthat makes use of electronic  devices
COmpUters) such as personal
computers, smartphones, cellphones, tebletsandgame  consolesto
engage with stakeholders. Digital marketing applies technologies or
platforms such as websites, e-mail, apps (classic and mobile) and social
networks. Digital marketing can be through non+intermet channels like
TV, Radio, SMS, etc or through Intemet channels like Social Media,
E-mails ads, Banner adk, etc. The Digital Marketing Institute defines
the term as “the use of digjtal technologies to create an integrated,
targeted and measurable communications which help to acouire and
refain customers while building deeper relationships with them””.

Digital marketing differs from traditional marketing in that it
involves the use of channels and methods that enable an organization
to analyze marketing campaigns and understand what is working and
what isn’t — typically in real time. Even though traditional marketing
dtill has a place, it is diminishing in our digitally based world. Digital
marketing is highly important, not only because of its rapid growth, but
also because it is essentially the future of marketing. Soon all other
traditional marketing forms will disappear as digital marketing will
replace them altogether.

Key words: technologies, tools, promotion, marketers,
channels, methods

INTRODUCTION

A simple definition for marketing is that it is the creation and
satisfaction of demand for your product or service. If all goes well, this
demand should translate into sales and, ultimately, revenue. In 2012,
Dr Philip Kotler defined marketing as “ the science and art of exploring,
creating, and delivering value to satisfy the needs of a target market ata
profit. Marketing identifies unfulfilled needs and desires. It defines,
measures and quantifies the size of the identified market and the profit
potential”.

Digital technologies are becoming increasingly important in
most sectors of economic activity. Digital technologies are able to

" Kotler, P. (2012), What is marketing? Available at:
hitp:ZAwwvkotlermarketing.comviphil_guestionsshtmitanswer3, Accessed [16
January 2015]

emulate almost every aspect of marketing communications and
tradiitional media channels and, in doing so, to span the marketing mix.

Digital marketers monitor things like what is being viewed,
how often and for how long, sales conversions, what content works
and doesn’t work; etc. While the Intemet is, perhaps, the channel most
closely associated with digjital marketing, others include wireless text
messaging, mobile instant messaging, mobile apps, podcasts,
electronic billboards, digital television and radio channels, etc.

Gone are the days when the messages people got about
your products or services came from you and consisted of only what
you wanted them to know. Digital media is an ever-growing source
ofentertainment, news, shopping and social interaction, and
consumers are now expased not just to what your company says about
your brand, but what the media, friends, relatives, peers, etc., are saying
as Well. And they are more likely to believe them than you. People
want brands they can trust, companies that know them,
communications that are personalized and relevant, and offers tailored
totheir needs and preferences.

There’s no denying it, the world is rapidly shifting from
analogue to digital. People are consuming more and more digital
content on a daily basis - on mobile phones, laptops, desktop
computers at work, and more - and companies that have not yet
recognised this in their marketing strategies need to adapt fast. Digital
marketing is not only a rapidly growing force in the current marketing
playing field, it is set to be the future of marketing, and it seems likely
that digital media will soon replace more traditional forms altogether.

1. Definition of digital marketing

Digital marketing is
the promoation of products or brands viacne or
more forms of electronic media® Digital marketing extends beyond
Intemet marketing to include channels that do not require the use of the
Intemet. It includes mobile phones (both SMS and MIMS), social
media marketing, display advertising, search engine marketing, and
any other fom of digital media’Social media marketingis a
component of digital marketing. The difference between digital
marketing and social media is simply that social media s part of digital
marketing. Many people believe that by engaging on social media
they are doing digital marketing, but this is not 100% true as their are
many more components that make up a digital marketing campaign.

®BusinessDictionary, Definition of digjital marketing, Available at:
hitp:/Amwwvbusinessdictionary.com/definition/digital-marketing.html, Accessed
[17 January 2015]

®Financial Times lexicon, Definition of digjital merketing Available at:
http:/lexicon.ftoom/Termerm—=digital-marketing, Accessed [18 January
2015]
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Figure 1. Digital marketing

Sourcereliablesoftnet, Difference between digital marketing and
social media, Available at: https:/Amwwv.reliablesoft net/difference-
between-digital-marketing-and-social-media/ Accessed [18  January
2019]

Digital marketing is building awareness and promoting a
brand or product using all available digital channels. The major
components of digital marketing are:'°

- Internet marketing - Web, SEM (search engine marketing

—includes SEO and Pay per click advertising), smartphones,

mobile markets (ie. Google Play, Apple Store), email

marketing, online banner advertising and Social Media.
- NonrInternet digital channels - Television, Radio, SMS,
digital billboards (indoor and outdoor).

Picture 1 shows exactly the relationship of the different
components that make up digital marketing.

Intemet marketing is a subset of digital marketing. It is in fact
the moast important component since the majority of digital marketing
activities fall within the boundaries of Intemet marketing ™

10 reliablesoft net, Difference between digital marketing and social media,
Available at: hitps/Amwwireliablesoft net/difference-between-digital-merketing-
and-social-medial, Accessed [18 January 2015]

! reliablesoft net, Digital Marketing VS Intemet Marketing - Wheat is the latest
trend? Availeble at: htps:/Amwvireliablesoft net/dligital-merketing:vs-intermet-
marketingrwhat-isthe-latest-trend/, Acoessed [18 January 2015]
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Figure 2. Intemet marketing

Source: reliablesoftnet, Digital Marketing VS Interet Marketing -
Wheat is the latest trend? Available at:

hitps:/Awwv.reliablesoft net/digital-marketing-vs-intemet-marketing-
what-is-the-latest-trend/, Accessed [18 January 2015]

Digital marketing is a sub branch oftraditional
marketingand uses modem digital channels for th eplacement of
products eg.  downloadable music, and  primarily
for communicatingwith stakeholders eg. customers and investors
about brand, products and business progress. So digital marketing is
about two things - acoess to your products and communication*? The
marketing of products or services using digital channels to reach
consumers. The key objective is to promote brands through various
forms of digital media.

Digital marketing has come to succeed traditional marketing
and the transition from paper and newspaper ads to Facebook and
PPC campaigns. In our present days, digital marketing covers more of
tradiitional marketing areas such as Direct Marketing by providing the
same method of communicating with an audience but in a digital way.
This marketing method is more effective when a marketer combines
multiple channels in the message campaigns.

A key digital marketing objective is engaging customers
and allowing them to interact with the brand through servicing and
delivery of digital media. This is achieved by designing digital media in
such a way that it requires some type of end user action to view or
receive the motive behind that media’s creation. For example, to
receive a free e-hook, a customer might be required to register or fill out
aform, benefiting the advertiser with a valuable custormer or lead.

2. History of digital marketing

The term “digital marketing” was first used in the
1990s%In the 2000s and the 2010s, diigital marketing became more

12Roberts, A. A (2011), Whet Is Digital Marketing?Available at:
htpAmwwvisimplydigitalmarketing.cominhat-is-digital-narketing, Accessed
[18 January 2015]

3Clark, D. (2012), The End of the Expert: Why No One in Marketing Knows
What They're Doing, Available at:
hitp:/Aveb.archive.orghweb/201:31104235646 hitp:Avwwvforbes.comsites/dori
eclark/2012/11/11the-end-of-the-expert-why-no-one-in-marketing-knows-

what-theyre-doing/, Accessed [19 January 2015]
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sophisticated as an effective way to create a relationship with the
consumer that hes depth and relevance.**

The rapid evolution of digitl media has created new
opportunities and avenues for advertising and marketing. Fuelled by
the proliferation of devices to access digital media, this has led to the
exponential growth of digital advertising.> In 2012 and 2013 statistics
showed digjtal marketing remained a growing field ®

Digital media growth is estimated at 4.5 trillion online ads
served annually with digital media spend at 48% growth in 2010. An
increasing portion of advertising stems from businesses employing
Online Behavioural Advertising (OBA) to tailor advertising for
Intermet users. Though an innovative resource, OBA raises concem
with regards to consumer privacy and data protection. Such
implications are  important  considerations  for  responsible
communications.Digital marketing is often referred to as “online
marketing”, “intemet marketing” or ‘“web marketing”. The term
“digital marketing”” has grown in popularity over time, particularly in
certain countries. In the USA ““online marketing” is still prevalent, in
Italy is referred as “web marketing”, but in the UK and worldwide,
“digital marketing” has become the most common term, especially
after the year 2013

3. Formsof digital marketing

There are two different forms of digital marketing, pull and
push marketing, each of which has its pros and cons. Pull digital
marketing involves the user having to seek out and directly grab (or
pull) the content while push digital marketing involve both the
marketer (creator of the message) as well as the recipients (the user), the
marketer having to send (push) the messages to the users (subscribers)
in order for the message to be received *®

31 Pulldigital marketing
311 Blog marketing
A blog isaweb page with a frequent set of posts on asubject
or a variety of subjects, which, more often than not, contains links to

other Intemet sites. They are organised in a reversed chronological
order, the latest one coming first on the page. The number of bloggers

Y'Miatthew K. (2013), Making digjital and tradiitional marketing work together,
Auvailable at
http:/Aneb.archive.orgined/20131125055348/hitp:/econsultancy.comvaublog/
62546-making-digital-and-traditional-marketingrwork-together, Acoessed [19
January 2015]

13 Intemational charmber of commerce, Digital Marketing Communication,
Avaible at: htip/Amvw.iconbo.org/advocacy-codes-and-ules/areas-of-
work/marketing-and-advertising/digitamarketing-communicatiorv, Acoessed
[20 January 2015]

'*Brinkley, C. (2012), Digital marketing is growing in Australia, but so is the:
skills gap, Avaible at
hitp:/Anveb.archive.orginety/20121021010859/htip:/econsultancy.comvaublog/
10906-digitalmarketing-is-growing-in-australia-but-so-is-the-skills-gap,
Accessed [20 January 2015]

" Google, Trends, (2014), Google Trends, Google Inc. Avaible
athttp:/Aawwvigoogle.comftrends, Accessed [20 January 2015]

'8 Morozan, C., Enache, E., Vechiu, C. Evolution of digital merketing, MPRA
Paper No. 13725, posted 3. March 2009 23:41 UTC, Avaible at:
http:/mpra.ubuni-muenchen.de/13725/, Accessed [20 January 2015]

is steadlily rising, since software devices come to be more and more
accessible.

Blog marketing is any process that publicises or advertises a
website, business, brand or service via the medium of blogs. This
includes, but is not limited to marketing via ads placed on blogs,
recommendations and reviews by the blogger, promotion via entries
on third party blogs and cross-syndication of information across
multiple blogs*®

In March 2005 there were almost 8 million blogs, whereas
in March 2007 their number increased ninefold, up to 72 million on-
line bloggers. Nowadays, 120,000 blogs are designed daily, as
compared to 25,000 in 2005%° As to the business fiield, one can benefit
from using blogs so as to transmit information on supply and demand.
Asa result, both clients and immediate feedback can be won.

New methods of efficient marketing include the making up
of some “‘viral”” companies, focused on the customer’s needs, as well
as challenging programs and competitions, which are meant to help
them disseminate further information. The greatest power of blog
marketing comes from the viral effect of some blog posts. News
travels very fast via blogs. Readers pick up interesting stories and blog
about them on other, third-party blogs. Their readers in tum spread the
word to others. All this is done at very little cost to the advertiser, and
often has a snowtall effect that can be started off with just a few
strategically placed blog entries and comments on others’ blogs.

While blog marketing presents a fantastic opportunity for
marketing agencies and businesses, it can be a dangerous medium, as
originators often have very little control over the message that gets
spread. If users perceive the blog marketing effort to be objectionable,
they can easily tum the tables and create a PR nightmare for the
advertisers.

3.1.2. Advertising and Personal Interactive Television

Television is becoming a more and more personalized
envionment, allowing a clear perception of the customers’
preferences. As users have more and more control over the type of
advertising they want to watch, their opinions will be of uppermost
importance, thanks to technology. The main reason for which
television channels should broaden their horizon provided they want to
stay relevant for advertisers is the customers’ possibility to choose
more and more from what they want to watch, the time of their
watching and the device the chasen program would be on.

Specialists in advertising wish the relationship between them
and television channels would change, given the new content
broadcasting policy, fighting for the viewer and demand services
which allow the viewer to skip advertisements. As the content already
including  advertisements targets mobile  phones, brands and
entertainment providers have started to appreciate the value of a
complex multimedia advertisement within  programs. - Another
possible business pattem can be the use of these demand services as a
means to manage a research on a far away market in order to check
people’s interest in new products, a very quick and cost effective way
to get the right feedbiack from would-be customers.

9 Divecha, F. (2007), What is Blog Marketing, Avaible at
hitp:/Amwwv.accuracast comvarticles/social-marketingwhat-is-blog-marketing/,
Accessed [20 January 2015]

2\ wwvhotnewsro, Accessed [20 January 2015]
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On the other hand, integrating interactivity offered by SMS
service within television programs outside peak hours can lead to
significant profits coming from the viewers who pay while sending
messages from their mobile phones, since they want to have fun,
personalize products, get access to games and socialize.

Interactive digital TV is any television with wht is called a
“retun path”. Information flows not only from broadcaster to viewer,
but also back from viewer to broadcaster. Another feature common to
alliTV systems is the ability to offer each TV set, or each viewer who
uses that TV set, a different choice of content. Interactive digital TV
(iTV) is a system where a digital television service is delivered using
Intemet Protocol (IP) over a network infrastructure, which includes
delivery by a broadband connection. Interactive digital television
services developed unevenly during the last year®*

Advertisers and manufacturers are being wooed by the
people making iTV. Some companies, like Proctor & Gamble, Ford
Moators, Domino pizza and some advertising agencies, like IWT and
Starcom Worldwide have been enthusiastic participants 2

There are fantastic interactive campaigns that develop an
entire experience for the user with in-ad games, compelling video
content, and easy calHo-action buttons. But for the most part,
interactive remains what it's always been: A simple (some might argue
annoying) click that doesn't help the consumer’s interaction with the
brand in any tangible way %

comcast

On Demand 7:03pm

Top Picks

Network Shows
HD On Demand
TV Entertainment

Kids

Figure 3. Interacitve digital TV
313 Smartadvertisements onthe web
In order to back a marketing system based on Intemet, the

pay-per-click network (PPC) wes brought into play, and the one
developed by Google is a good case in paint. The text models on the

2! Morozan, C., Enache, E., Vechiu, C. Evolution of digital marketing, MPRA
Paper No. 13725, posted 3. March 2009 23:41 UTC, Avaible at
hitp:/mpra.ub.uni-muenchen.de/13725/, Accessed [20 January 2015]

“Burke, D. Aquide  interactive TV, Avaible at:
httpzAwwvhitedotorg/issuefiss_story.asp?slug=shortSpy TV, Accessed [22
January 2015]

%0zen, J. (2013), The difference between digital and interactive, Avaible
athitp:Aamimediaconnection.com/content/35235.a3p, Accessed [22 January
2019]

right side of the main slide of the application entail two changes in the
traditional relationship between editors and advertisers: the latter pay
only when advertisements are on and the viewers click on them; the
paid research networks draw a distinction between advertisers and
editors (advertisers no longer get space on the editor’s site in exchange
of payment for key words). For a better knowledge of its public the
advertisements on Intemet (based on software) can contain further
information on: the targeted public, the money advertising companies
are willing to spend to get to that audience rate (including the cost of
each click), which sites are accepted and which ones are banned efc.

32, Pulldigital marketing
321 Mobile marketing

Mobile marketingis marketing on or with a mobile device,
such as asmart phone?*Mobile marketing can provide customers
with time and location sensitive, personalized information that
promotes goods, services and idess?” In a more theoretical manrer,
academic Andreas  Kaplandefines mobile marketing as  "any
marketing activity conducted through a ubiguitous network to which
consumers are constantly connected using a personal mobile
device"?®

Mobile marketing offers an important means for building up
cooperation relationships, since specialists in mobile marketing use
SMS text messages and MIMS multimedia messages to get to their
users by means of one of the most personal devices, namely the
mobile phone. For almost a century, phones and voice transmissions
were connected to networks. Nowadays, service providers can convert
voice calls in small collections of data, which are later sent on the
Intemet, offering the same phone experience as traditional phone
operators did, with no further investment in infrastructure. In order to
carry on his work, such a provider only needs good computers, ran by
a specialized software. Given the circumstances, the Intemet will be
our new phone, setting up a vest field for further business.

Mobile phones have endless uses within the current socio-
economical background, thanks to their technical advantages, while
their providers incorporate as many entertainment, commercial and
media options in their devices. Some of the main aspects defining the
various uses of mobile phones are:

- Informing and entertaining;
- Commercial communication;
- Partrershipwith mobile television.

SMS marketing is a form of mobile marketing. SMS
means Short Message Service, otherwise known as text messaging.
SMS marketing is the process of spreading a marketing message via

2 Heikki, K., Matti, L. “Factors influencing consumers” willingness to acoept
mobile advertising: a conceptual model”, Int. J Mobile Communications, /ol 3,
No. 3,2005,p. 198.
5 Miatti, L. (2008), Mobile marketing communications in consumer markes,
Faculty of Economics and Business Administration, Department of Marketing,
University of Oulu, p. 21.
2K aplan, A. (2012), “Ifyou love something, letit go mobile: Mobile marketing
and mobile social media4x4 Found””, Business Horizons, 55(2), 129-139p.
130.
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text messages?’ Short message service (SMS) marketing is a
relatively new marketing technique that focuses on the use of text
messaging to spread a marketing message?® The process involves
preparing one or more text messages offering such things as specials,
new products, or new information about a product. These may be
done in house or by a professional marketing group.

One of the first groups of companies to make use of SMS
marketing were the cellular service providers themselves. These
companies had a natural customer base and already had every
customer's cell phone number. Further, the cell company already had
the technology and access, making it a very cheap option to reach
customer quickly. Companies could use this tool as a way to promote
upcoming products, such as new phones, or New Services over the
cellular network.

Often, those involved in SMS marketing already have a pre-
existing relationship with the customer, which is why the phore
numbers are easy t get. An SMS marketing campaign works
similarly as email marketing in which the goal is to collect contact
information for future promos, events, or news. Since users take their
mohile phones anywhere, a message is sure to reach its audience. And
since an SIMS messagge is short, there is abetter chance that it will be
read than a message sent through an email.

Despite this, SMS marketing can seem somewhat invasive
to many individuals. That is one reason many companies ask
customers if it is acceptable to contact them via text messaging. Some
customers can be especially annoyed by this form of marketing if they
are not asked and theirservice provider charges for incoming
MESSAgeS.
Anather form of mobile marketing is MMS (multimedia)
marketing. This modem form of transmission of information allows
offering services such as entertainment, news, sports events, video
games, while also being a personalized marketing tool with immediate
response, which facilitates communication with its customers. Based
on the infrastructure of mobile phoning operators, multimedia
messaging gets a positive feedback from its users, even if problems
such as service knowledge, education, prices etc. can still arise. Good
examples of mobile-originaed MMS  marketing  campaigns
are Motorola's ongoing campaigns at House of Blues venues, where
the brand allows the consumer to send their mobile photos to the LED
board in realime as well as blog their images online.

Even if the service is appreciated, technical problems can
gtill come out, meaning thet a single format for marketing messages
which can be sent to all its users cannot be yet developed, due to
performance differences between mobile phones, since only some of
them can receive both SMS and video messages. Moreover, many of
those having phones with MMS options can’t grade their phones to
get MMS messages or simply don’t want to access such messages.
For this very reason, one cannot be certain that the messages created
and transmitted by the marketers reach their users ina full format.

1.1.1. The broadcasting of recent news (RSS)

27 Alberts, S. What is SMS marketing? Avaible at:

hitp:/mobilevvebrockstar. comvsms-merketing, Accessed [24 January 2015]
“\wisesGEEK What is SMS Marketing? Avaible at:

http:/Amamvawisegeek cominhat-is-sms-marketing.htm, Accessed [24 January
2015]

RSS is the acronym used to describe the de facto standard
for the syndication of Web content RSS technology (Really Simple
Syndication) represents aXML-basedformat especially created to
broadcast the latest news or reports. This means automatically
following the changes within a site, its acoess being unnecessary if
wanting to check if new information was introduced.A user that can
read RSS-distributed content can use the content on a different site.
Syndicated content can include data such as news feeds, events listings,
news stories, headlines, project updates, excerpts from discussion
forums or even corporate information’Nowadays, there are reading
applications regarding flows of news in RSS format which let users
know, at a specific time, if there is new information or news on the sites
they selected beforehand.

RSS technology brings forth a radical change in the way
people can access information. If, so far, the user had to access
information directly (search for a certain site and surf till he got the
information needed), RSS technology allows for rapid spread of that
news which is relevant and up-to-date. Some believe that RSS s the
future trend in accessing information, since it has already raised a lot of
questions conceming the future oftradiitional mass media.*

4. Advantagesand disadvantages of the digital marketing

Each of the forms of digital marketing have its pros and
cons. The most important of them are being shown in the next table -
Tableno. 1.

Table no. 1. Advantages and disadvantages of the digital
marketing

Pull digital Push digital
marketing marketing
Pros: e No restrictions in | e  Can be
terms of type of personalized -
contertt or size as messages
the User received can he
determines  what highly  targeted
they want. and specific to
e No technology Selected criteria.

required to send | e Detailed tracking

the content, only to and reporting -
store/display it. marketers can see
e No regulations or not only how
optHn  process many people saw
required. their message but
also specific
information about
each user such as
their name as well
as demographic
and
psychographic
Z\Webopedia, RSS, Avaibleat

hitp:Awwvebopedia.com/ TERMIR/RSS hirml, Accessed [26 January 2015
%0 Morozan, C., Enache, E., Vechiu, C. Evolution of digital marketing, MPRA
Paper No. 13725, posted 3. March 2009.23:41 UTC, Avaible at:
htp:/mpra.ub.uni-muenchen.de/13725/, Accessed [20 January 2015]
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Cata.

High Retum on
Investment (ROI)
possble - if
executed the right
way,  push
messaging  can
help drive new
revenue as Well as
brand
reinforcement.

Corsiderable
marketing  effort
required for users
to find the
message/content
Limited  tracking
capabilities - only
total  downloads,
page Views, efc.
No personalization
- oontent IS
received and
viewed the same

Compliance issue
- ech push
messaging
technology has its
owmn st of
regulations, from
minor (RSS) t
heavily controlled
(email and text
messaging).
Requires
mechanism
deliver content -

a10ss all the marketer hes

audiences. o ue an
application
send the messagg,
from an emuail
marketing system
to RSS feeders.

o Delivery can be
blocked - if the
marketer does not
follow the
regulations et
forth by each push
message type, the
content can be
refused or rejected
before getting to
the intended
recipient

Source: Morozan, C., Enache, E., Vechiu, C. Evolution of digital
marketing, MPRA Paper No. 13725, posted 3. March 2009 23:41
UTC, Avaible at htip:/mpra.ub.uni-muenchen.de/13725/, Accessed

[20 Januery 2015]

5. Theimportance of digital marketing

There’s no denying it, the world is rapidly shifting from
analogue to digital. People are consuming more and more digital
content on a daily basis - on mobile phones, laptops, desktop
computers at work, and more - and companies that have not yet
recognised this in their marketing strategies need to adat fast.

While older generations will no doulot lament the demise of
paper-based  newspapers, books, communication methods and
tradiitional TV and radio broadcasts, those who have grown up with

the Intemet and mobile phones as a God-given right are already
embracing the brave new world of digital consumption.

The facts are that digital methods of communication and
marketing are faster, more versatile, practical and streamlined, so it is
perhaps unsurprising that once the technology became available we
began quickly moving into the digital age. The good news is that
digital offers just as much potential to marketers as it does to
CONSUMErS.

Digital marketing is set to be the future of marketing, and it
seems likely that digital media will soon replace more traditional forms
altogether.First of all, digital marketing is infinitely more affordable
than traditional offline marketing methods. An email or social media
campaign, for example, can transmit a marketing message to
consumers for the merest fraction of the cost of a TV ad or print
campaign, and potentially reach a wider audience.

But one of the main benefits of conducting marketing
digitally is the ease with which results can be tracked and monitored.
Rather than conducting expensive customer research, the companies
can quickly view customer response rates and measure the success of
their marketing campaign in real-time, enabling them to plan more
effectively for the next one.

Perhaps the strongest case for incorporating a digital element
into one company’s marketing is that digital media forms are quickly
overtaking traditional forms of information consumption. According
to the Office for National Statistics, over 82% of UK adults went
online in the first three months of this year: that's over 40 million
individuals** The bottom lire is, the digital age is here, and those
businesses that fail to adapt to the new marketing climate are at great

risk of going extinct sooner rather than later.
CONCLUSION

Digital marketing iS
the promoation of products or brands viacne or

more forms of electronic media. Digital marketing extends beyond
Internet marketing to include channels that do not require the use of the
Intemet.

The term “digital marketing” was first used in the 1990s.
The rapid evolution of digital media has created new opportunities and
avenues for advertising and marketing. Fuelled by the proliferation of
devices to access digital media, this has led to the exponential growth
of digital advertising. In 2012 and 2013 statistics showed digital
marketing remained a growing field.

There are two different forms of digital marketing, pull and
push marketing, each of which has its pros and cons. Pull digital
marketing involves the user having to seek out and directly grab (or
pull) the content while push digital marketing involve both the
marketer (creator of the message) as well as the recipients (the user), the
marketer having to send (push) the messages to the users (subscribers)
in order for the message to be received. Each of the two types of digital
marketing leads to different variants. Within pull marketing category,
blog marketing, advertising and personal interactive television, smart
ads are worth mentioning, whereas mobile marketing, text messaging

31 T¢ii, (2011), The Importance of Digital Marketing, Available
athttp:/Amvwwvbusinesszone.co.uk/blogsteiiftii-strategic-ancHmanagement-
consultantsimportance-digital-marketing, Acoessed [29 January 2015]
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13.

marketing, multimedia marketing and broadcasting of the latest news
go into the push marketing category.

One of the main berefits of conducting marketing digitelly
is the ease with which results can be tracked and monitored. Rather
than conducting expensive customer research, the companies can
quickly view customer response rates and measure the success of their
marketing campaign in reaHtime, enabling them to plan more
effectively for the next one.

The bottom line is, the digital age is here, and those
businesses that fail to adapt to the new marketing climeate are at great
risk of going extinct sooner rather than later.
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THE GLOBALIZED MARKET AS ACHALLENGE
OF THE MODERN MARKETING CONCEPTS

APSTRACT

The impact of globalization on the economic
development is a source of much discussion and subject of
endless debates of its original appearance, meaning and impact
of the overall socio-economic processes. Specifically debates
arise from the interpretations of the effects of the investment, the
movement of capital, labor, profit, insurance, markets and alike.
The main conclusion and at the same time the challenge of
today is the fact that globalization reduces the capacity of the
States to promote and implement the objectives within their
borders, which inevitably requires a common market and
connection to the common strategic goals for promotion and
competition outside the borders.

Key words: globalization, capital, labor, profi,
insurance, markets, competition

If we tend to mark a period which is characteristic for
all of its features and which would also define the concept of
globalization, it is more than important to give a detailed
explanation of this concept, as well as of its contents. It has
become part of our everyday life to use the concept of
globalization in terms of economic theory and practice, as well
as to explain and analyze processes that happen at intermational
level where this concept would comprise various fields, such as
trade relations, exchange of information, ideas, investments and
everything else that characterizes human existence and its
current economic and social growth. On the other hand, the
aforementioned is identified with unlimited communication in
the field of economic exchange, fast flow of goods and
services, prompt investments and approximation of companies
which are related based on their technological development, as
well as the amount and scope of the financial capital and its
spreading in all geographical regions throughout the world
where it would be used in struggle for profit and conquest of
new markets.

When analyzing the development of the globalization
process in different periods from the very beginning of its
occurrence, it is clear that its unstoppable penetration depended
on the conditions and events that followed the economic
thought and in the meantime the economic inconsistencies,
without neglecting the consequences of the economic crisis

which represent an historical factor and underlining the fact that
the movement of the economy and the global economic
processes were not set aside and they were not immune from
the economic crisis that followed humanity in every segment,
such as its social and economic growth. A proof thereof is the
fact that the Second World War period has also been
characterized with a unique, but also specific for that period,
globalized economic process marked with the existence of
several global trade contracts where it is said that the major
instigator would be the IMF for the purpose of removing many
trade barriers, and in the meantime creating new institutional
bodies, such as the World Trade Organization (WTO) and
many other economic functional bodies.

Globalization as a process allows an efficient
correlation and interdependence of national economies in the
global economy, including the social and political correlations
ataglobal level.

Competition as one of the factors of the existing
ambience in the functioning of certain technologically oriented
branch, i.e. a competent company is the major instigator of the
strategic grouping of respective companies with the aim of
covering a greater part of the intemational market, particularty
the part which should belong to those who participate in the
creation of economic policies, i.. the economically leading
companies.

,.;n one word, globalization allows the reproduction of
something new and something with new dimensions in terms
of quality and quantity, while defining the direction toward the
strategy for company development and while consolidating
and including thase companies as serious stakeholders in the
global eoonomy.“?’2

Therefore, we can conclude that globalization means
a process of indispensable dependence and involvement of
national economies in the economic Processes.

Nowadays there is a possibility for fast
communication, promotion to a faster distributor of the
technological development and its implementation with the
purpose of creating new products and conquering new markets
and the globalization, as a process and challenge for the modem
marketing, is a step forward towards the possibility of prompt
response to market changes, and in the meantime an

%2 Keagan JW (1995) Global Marketing Menagement.
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assessment of the need of new products in terms of quality and
quantity.

The response to new market conditions and changes
that lead companies into participating therein, depends on the
companies’ response, their size and capacity to follow the
current events on the market and their capacity and concept for
fast adaptation to the need of certain products that a market
could accumulate. This means that a given country which
participates on the markets has a different role and power of
conquering them and is participating differently in the demand
of goods and services, which results in becoming the main
creator of the strategy and the economic policies of a given
economy at a global level.

,Globalization comprises four segments that are
undoubtedly a precondition for a new manner of thinking in the
development of economy at a global level, such as the free flow
of goods and services, movement of capital and technology,
free trade, free labor dislocation, which would also lead to a
faster migration processes - in one word, a new thinking
process of the global marketing activities.

The free flow of IT technology, which nowadays is of
great importance for the intellectual development, as well as the
high level of software technology were not omitted in this
process, which contributed to a faster flow of information and
prompt and consolidated response to given situations of
essential importance for the economic growth in the countries
with smaller capital and slower economic growth, as well as to
predicting crisis situations which could lead to the destruction of
important parts of the economy in separate fields and stopping
the economic growth of the participating countries." 33

However, the aforementioned would give rise to
the question about what is happening in the field of
competence, where are the stakeholders located in the
economic world, who will choose the shortest way i.e. the best
concept for conquering NEW MARKETS and NEW
CUSTOMERS or precisely said, what happens with the globel
competence, what does it really mean, what is the definition
thereof, which would allow us to see the opportunities that
would arise and take advantage of them for a faster economic
growth.

If we defined this merciless race for new markets on
the entire global economic scene in the countries as main
promoters of such movement in the globalized economy, we
would first mention the USA, Switzeland and the
Scandinavian.

Why are we referring to the USA? Because they are
implementing their strategy for promation of companies in the
most sophisticated way and they promote their ideas and
technologies by increasing their participation in the field of
technological products that are currently present on the market
and by introducing POSITIVE ECONOMIC CLIMATE IN
THEIR OWN FAVOR FOR THE PURPOSE OF

% Stiglitz, J (2004) , Globalizacija i dvojbe koje izaziva®, Zagreb, Algoritam.

PROMOTING THEIR ECONOMIC POLICY AND THE
COVERAGE OF THEIR technologies and products.

Global competition penetrates in the basic strategic
and infrastructural capacities of the countries with high
economic growth and great capital and flow of that capital in
the countries with low economic growth for the purpose of
taking advantage of a cheap highly-competent work force.

The most important thing in the globalization process
is the strategic affinity of economy entities, i.e. the companies
whose economic policy is implemented in several fields, such
as technology development, thus stimulating the reduction of
costs and increase of productivity, tending to reduce the risk of
non-profitable  investments, changing the organizational
structure in all fields of their business, especially regarding the
competition and the danger that can reduce their influence, as
well as separate segments of the market where they have, up to
that time, presented their successful marketing conception. Al
of this would lead to conquering new markets and enhancing
their part on the existing ones by establishing a real marketing
strategly, such as successful marketing concepts and by striving
for its realization which would stimulate an increase of their
capital if they associated similar or compatible products on the
already conquered markets.

The connection to other companies depends on how
many similarities relate them in the technology and
improvement of products which have been produced up to that
time, as well as the capacity of inventing new products thet
would be interesting for the buyer and, at the same time,
profitable for the company. Briefly, a marketing strategy
towards the adaptation to the globalized economy, as well as
new game rules within its scope in order to attain greater results
and sustainable development.

There must be an excellent management and
managing mechanism so that all processes would be directed
towards one, single goal which is the successful realization of
the plans and strategies of the economic marketing activities as
awhole.

The marketing activities in the globalized economy
cannot succeed without strong media support, as well as
interconnection and joint action with the means of public
information which nowadays offer powerful logistics for the
implementation of economic policies.

Although we can talk about the technology
development as a determinant of the increase in the production
and the reduction of costs, however in times of strong
competition, the marketing is the lever or the gear-wheel that
moves the reproduction system and makes it reversible.

The great number and diversity of media contributes
to a faster access to information by end-users regarding the
respective products and services, which means opening of new
possibilities for the users with the aim of a faster and easier
access to the product that would comply the most with their
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needs and which, in terms of economy, would be most
profitable for them.

Global power, though, is not a trail without obstacles
as it is difficult to neglect the environmental element of the
technology and because the strict norms in the environmental
sphere imposed by the intemational community must be
strictly respected, ie. they should be implemented in the
strategy for future economic growth and conquest of new
markets or preservation of the existing ones by offering current
Or creating new products.

The abovementioned gives rise to the thesis that there
are no great differences between the basic principles and efforts
of the current globalized marketing process and the notion of
intemational marketing, and the main goal that connects all
notions that are related to the marketing and have the basic
premise, is the exchange of goods and services intended for
individuals or mutual economic relations that would arise
therefrom and the companies participating in those processes.

,THE MARKETING THAT IS BEING
REALIZED BEYOUND THE COUNTRY'S BORDERS
faces countless macroeconomic factors, different restrictions
and inconsistencies that arise from different legal segments
from different parts of the world incorporated in unified rules or
regulations that are laid down by intemational institutions, as
well as from the influence from different cultures and social
characteristics of particular countries that participate in the
international economic processes.* ** World trade as a process
is directly determined and functions in the production
orientation of companies. Nowadays, the world information
currents, fast access to telecommunications, transport etc. help
receive and analyze those information in no time, which
contributes to the marketing and directly impacts the efficiency
and efficacy element in the companies’ business operating

The products are produced in enormous lines that can
easily be found in the world trade offer which leads to lower
distribution costs and in the meantime responds to every
customer’s taste and needs. The importance of the global
marketing is in immediate relation to the possibility for the
companies to separate their activities based on their contents
and the manner of manifesting the advantages of the
technological development.

It is true when they say that companies can succeed
more easily on the market’s interstices rather than on the market
itself, i.e. the place where the market activities are performed.
Online access to the information is far more efficient and faster
for end-users than the printing of leaflets and other promotional
materials, as well as the old door—to-door marketing. Thus, the
promptness and manner of attracting new customers is much
simpler, more concise and understandable for the end-users.

,»The structure of export products is changing, i.e. the
participation in intermational trade is being reduced, whereas the

3 Milicevic Vesna: Medunarodni menagment: ,Novile tendencije’, Beograd,
2006, elekironsko izdanje.

participation in the total export of technologically complex
products is increasing. <>

The technology advantages that guide globalization
are often subject of discussions as a possibility for the
transnational companies to act in a more efficient way.This
means that they can give a prompt and more radical response to
the changes by modifying their production, covering cheaper
locations and reducing their costs that are the main segment in
the strategy for promotion of products.

Such regulation of the economic processes shall
primarily result with greater efficiency, lower costs, higher
profit and bigger job opportunities. The reduced trading barriers
and the investments shall augment the asymmetry between the
groups that can cross the interational borders (whether direct
or indirect), including those that cannot follow their pace.As the
technology for production of goods is becoming more
standardized and intemationally dispersed, the nations with
different values, noms, institutions and collective preferences
start to compete on the markets for similar goods. The spread of
globalization creates opportunities for trade between countries
at different growth levels.

Thanks to the multilateral liberalization of the trade,
the tariff and non-tariff restrictions on goods and services are
currently at an extremely low level in the industrially developed
countries.Most of the developing countries are also minimizing
their trade barriers, although this is often confronted to their
domestic economy reforms. However, liberalization processes
are not without obstacles and derivations and the efforts for
liberalized markets still exist as the contributions and positive
characteristics are unquestionable.

REFERENCES:

=

Keegan J\W (1995) Global Marketing Menagement.

2. Milicevic Vesna: Medunarodni menagment: ,,Novije
tendencije*, Beograd, 2006, elektronsko izdanje.

3. Friedman,Thomas |, The world is flat , A Brief History of
the Twenty first Centary ,New York :Straus and
Giroux,2005.

4.  Mann, Catherine L.Accelerating the Globalization of

America: The role for information

Tehnology,Washington D, C, Institute for Interentional

Economics,2006.
5 WolfMartinWhy Globalization Work,New
Haven,Conn:Yale University Press,2004.
6.  Stiglitz, J (2004) “Globalizacija i dvojbe koje izaziva”,
Zagreb, Algoritam.

¥ KeaganJW (1995) Global Marketing Menagement
18



Daniela KOTESKA LOZANOSKA, MSc
Dimitar STOJKOVSKI

UIST “St. Paul the Apostle” —Ohrid

R. Macedonia

658.8:004.031.4(497.7)

ONLINE MARKETING IN THE REPUBLIC OF MACEDONIA

ABSTRACT

Lately online marketing is the fastest growing and moast
effective branch of marketing in the world. This paper emphasizes the
importance of implementing online marketing by businesses. In the
focus are analyses of business in the Republic of Macedonia. There are
explained the global trends of online marketing that are mostly used
today like: websites, e-mail marketing, online advertising, pay per click
(PPC), search engine optimization (SEQO), social media marketing, and
mobile marketing. Moreover, creating an efficient online marketing
strategy is crucial for the success of a business. But, there are also
certain limitations of online marketing which are explained here. The
purpose of this paper is to encourage the implementation of online
marketing by businesses in the Republic of Macedonia. Presented
results here refer to the active Facebook users and the top Facebook
brands in the Republic of Macedonia. This indicates that social media
marketing plays a crucial role and its implementation has a strong
relationship with the sucoess of the business.

Keywords: online marketing, e-mail marketing, online
advertising, pay per click, search engine optimization, social media
marketing, mobile marketing

1. Introduction

Online marketing is any marketing activity that is conducted
through the use of the Intemet technologies. It consists of different
kinds of online activities such as advertising that is shown on websites,
e-mail, social networks, etc. Online marketing is a branch of marketing
that has proved as most efficient.

Online marketing connects businesses with - potential
customers and takes the business development to a higher level than
tradlitional marketing*®

This study explores different online marketing activities
such as creating an efficient website, e-mail marketing, online
advertising, pay per click (PPC), search engine optimization (SEQO),
social media marketing, and mobile marketing. Their implementation
is crucial for creating an efficient online marketing strategy.

2. Benefits of online marketing

Different online activities have different benefits, but we will
make one general picture of them. Some of the benefits that online

marketing can deliver are;
. Growth in potential
. Reduced expenses

% hitp:/Amwmwiechopedia.comidefinition/26363online-merketing (3 Dec.
2014)

Elegant communications
Better control
Improved customer service
Competitive advantage

The number of benefits that online marketing offers is huge.
But, there are also certain limitations of online marketing, such as the
lack of tangibility i.e. customers are unable to try out the products they
might wish to purchase. Further they will be explained in more details.

3. Online marketing: global trends

In recent years, technology and software are constantly
changing and it is very difficult to keep up with trends. New products
and services are being developed and adopted to the online world
where people of all ages are spending more time on the Intemet for
better services, socializing, sharing and personal entertainment. For
these reasons, marketers use the Intemet as a way to interact with
customers online. The most important tool for creating a marketable
web presence is the website. People visit the welbsite of a company for
up-to-date information, offers, services, products and anything else that
they are interested in. The website must look professional and have a
user interface that is easy to access and navigate. If these principles are
met, the customer can easily browse the online catalogue of products
and services. Furthermore, customers can sign up for an e-malil
newsletter, follow the company on the social networks such as
Facebook, Google+, etc. Online marketing is all about long-term
ongoing projects. A website and social media require more planning
and will stay active much longer than a traditional marketing
campaign. Online marketing also includes online adverts and
promotional content, and therefore, requires different and unique
approach. In order for an online marketing campaign to be sucoessful,
the company has to know exactly what it wants to achieve, how it
wants to achieve it, and what budget, resources and time it can allocate
before it starts running.’

3.1 E-mail marketing

E-mail marketing is a form of direct marketing which uses
electronic means to deliver commercial messages to customers. It is a
tool for building strong relationships with customers through the e-
mail, which is the customer’s most common touch point with the
Intermet. Companies send selected material in the form of a banner
over e-mail. When the customer clicks on the banner, it will link
him/her to the webpage which the banner represents. The main aim is

37 Jones, TA, Malczyk, A & Beneke, J.: Intemet Marketing: A highly practical
quide to every aspect of intemet marketing. Cape Town: GetSmarter, 2011, pp.
325,
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to keep the customers informed. Newsletter is an example of keeping
customers informed with updates, news, special offers, discounts, and
different online deals. The benefit of e-mail marketing is that it is
extremely cost effective due to low cost per contact. Compared to
tradiitional printing, television or radio, e-mail marketing is a much
cheaper channel of distribution. The company pays a monthly
subscgémm to the online application that it uses to distribute the e-
malls.

3.2. Online advertising, pay per click (PPC), and search
engine optimization (SEO)

Marketing is a mix of activities intended to bring buyers and
sellers together in a mutually beneficial environment. Advertising is
one component of the marketing process. It is a promotion of a
product/service to current or potential customers with the intent to
promote or sell. Banner ads are one form of online advertisement.
Other means of promoting products/services online are pay per click
(PPC) ad campaigns, submitting content to free distributors, submitting
the website’s URL to search engines and giving sponsorship. There
are free and paid online advertising. Free advertising allows the user to
increase traffic to the website, informs search engines of the existence
of the website, build a network of referral sites, and spread the brand of
the products/services. Whiting articles about latest products/services
and company news is a way of increasing publicity and brand
awareness. There are content distributor websites that publish content
on their websites by adding it to their databbase articles for a small or no
fee. Another way of advertising is blogging. The benefit of writing
interesting content to the target market is that it increases the credibility
of the company and search engine ranking. Furthermore, affiliate
networks are an online referral system. They enable more sources of
traffic to the company’s website. Affiliate networks such as Amazon
and eBay’s Partner Networks encourage companies to display ads,
banners, widgets and online stores on their sites. There is also a good
way of promoting products and services through other companies’
welsites, newsletters, events and competitions. This is called
sponsorship and the most common types are text links, banners, and
logos. Pay per click (PPC) is also an intemet advertising model used to
direct traffic to websites, in which advertisers pay the publisher i.e. the
website owner when the ad s clicked. PPC is targeted to keywords
related to their target market. The following figure 1 is an example of
PPC intemet advertising model. Online marketing is typed in Google
search. The links on the right side of the figure are the sponsored links.

Figure 1:
Example of PPC intermet advertising model

%8 Stokes, R : eMarketing: the essential guide to online marketing. South Africa:
Quirk eMarketing, 2008, pp. 7-20.

online marketing 9 “

Ads
Text and Display Ads $50
www therightieads com/ ~
Attract higher quality traffic that
convert $50.00

Online advertising - Wikipedia_ the free encyclopedia
en dverti

Target your Videos
www _playitviral.com/ ~
What is Internet marketing? A Word Definition From the Webopedia ...  Enhance your

your users experience
bopedia.com » TERM » | ¥ With targeted video advertising
Internet marketing, or online marketing, refers to advertising and marketing efforts
that use the Web and email to drive direct sales via electroni mmerce, ... Online Marketing
www.goclick.mk/Internet ~
So Goclick do Uspeh — Specialisti
za Internet Marketing!

Source: Wvwv.google.com

Facebook ads are also an example of PPC adwvertising. The
user is paying for these ads to be displayed to a diverse database of
potential customers who have the keywords written on their profile.
On the other hand, search engine optimization (SEO) is the process of
influencing the visibility of a website in search engine’s unpaid search
results (higher ranked on the search results page such as Google
search). It can be accomplished through optimizing the website, such
as editing its content and HTIMIL code, focusing on specific keywords
relevant to the website’s content:>

3.3. Social media marketing

Sacial media marketing is the way of getting website traffic
or popularity via social media sites*® Examples of social media are:
blogs, microblogs (Twitter), social networks (Facebook, Linkedin),
media-sharing sites (YouTube, Flickr), forums, etc. Blog is a Content
Management System (CMS) for publishing articles called posts. The
benefit of a blog is that it includes comments and subscriptions for
communicating with already existing or potential customers which
makes it a great tool for marketing purposes. Anexample ofaCMS is
the blogging platform WordPress. Microblogging restricts the size of
each post. Twitter is an example of a microblog. The benefit of using
Twitter for marketing is thet it requires litle investment of time,
increases popularity, sales and consumer insight. It is also used for
publishing attractive offers of products/services and events. YouTube
is the largest video-sharing site on the Web and all marketing
campaigns value its presence. Advertising on YouTube is also
common by businesses. Forums are online message boards where
users can post and reply to topics. They are a good place for promotion
of products and services of a company. The most important step in
forum marketing is to identify relevant and popular forums to join.
Saocial networks are excellent for marketing because they offer many
opportunities for interacting with customers via groups and fan pages.
The benefits of social networks are that they increase brand awareness,
provide richer customer experience and better search engine rankings.
Linkedin is a social networking site for business professionals. It is
mostly used by job seekers and recruiters. The LinkedIn features that
are commonly useful to marketers are Groups and Answers.
Facebook is the dominant social network and it is often used by social
marketers. A company can create an official Facebook page (public

% Jones, TA, Malczyk, A & Beneke, J.: Intemet Marketing: A highly practical
quide to every aspect of intermet marketing. Cape Town: GetSmarter, 2011, pp.
94124,
“Tratiner, C & Kappe, F.: Social Stream Marketing on Facebook: A Case
Study. Intemational Joural of Social and Humanistic Computing, 2013, vol. 2,
no. 12
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profile page) for its brand and can add information relevant to the
business*!

The following table 1 represents the active Facebook users
inthe Republic of Macedonia on December 31, 2012.

Table1:
Facebook users in Macedonia on Dec 31, 2012
20
Population (2014): 91,719
12
Intemet usersas of Dec 31, 2013 80,132
962
Facebook userson Dec 31, 2012: 780
Source; wwwv.intermetworldstats.com

The following table 2 represents the top 10 Facebook pages
of specific brands in the Republic of Macedonia on Dec 3, 2014.

Table2:
Top 10 Facebook pages of brands in Macedonia on Dec 3, 2014

Local Toial
Brandsin Miacedonia Fans Fans

187 24
T-Mabile MKD 499 064

187 213
Vipoperaor a2 80

175 200
Dormeo 846 27

165 187
Beoutan (02 024

156 184
Skopie City Ml 201 766

160 184
ONEnmk 059 34

146 160
Samsung Makedonija 46 760

131 15
VIVA o) 267

124 142
EnciMendi BebeOprema. | 031 049

124 137
Stobi Hips 9% 541

Source:

http:/Amwwv.socialbakers.conmvstatistics/facebook/pagestotal/imacedoni
albrands/

We can conclude from the results above that social media
marketing plays a crucial role and its implementation has a strong
relationship with the success of any business in IMacedonia.

34. Mobile marketing
Mobile marketing is the interaction between brands and

customers using mobile devices. Mobile technology offers marketing
professionals new possibilities  for  implementing - marketing

1 Zarrella, D.: The Social Media Marketing Book. Sebastopol, CA: OReilly
Media, 2010, pp. 1-170.

communication  strategies’? High percentage of the world’s
population own mobile devices, and for that reason, there are many
benefits associated with the implementation of mobile marketing.
Some of those benefits are:

o Immediacy. If the customers have their mobile
phone with them, mobile marketing will reach them. The customers
canjust click and read the information.

o Twoway dialogueMobile marketers  can
communicate with customers and brands very easily using mobile
Web, e1mail, SMS, phone calls, etc. The main point is that marketers
would not just sell the productsiservices, but also build a strong
relationship with their clients.

o Affordable.  Mobile marketing is a very
affordable activity compared to other traditional marketing activities.*

According to the data of the State Statistical Office of the
Republic of Macedonia, in the first quarter of 2013, 65.1% of the
households had access to the Intemet at home. 34.3% of the Intemet
users in the first quarter of 2013 used a mohbile phone or a smart phone
for accessing the Intemet away from home.** Therefore, marketers
can successfully implerment mobile marketing campaigns.

4. Limitiations of online marketing

So far we have presented only the benefits of implementing
each of the above-mentioned online marketing activities. However,
there are also certain limitations of online marketing such as:

1 Not having a physical presence. The main
disadvantage in online markeitng is that customers cannat physically
feel the product as in a store. This specifically applies to businesses
dealing with e-commerce. Some customers prefer the old way of
shopping becausephysml sightand feel is important to them.

2 Concern on internet security. Intemet security
is important both to companies and customers that participate in e-
commerce. Many customers are skeptical to purchase items over the
Intemet because they do not believe that their personal information will
remain confidential. Some companies offer a choice for the customers
to have their information removed from their databese.

3 Mismatch in the products ordered and
delivered. This also refers to e-commerce sellers. Customers are
concermed whether they will receive exactly what they have purchased
or not. Retum policies can be the solution for this problem.*®

5. Case study: the digital marketing agency IMMK

IMMK is a digital marketing agency founded in September
2009 with the main goal of conducting social media campaigns within
Facebook application development and execution of Facebook
marketing campaigns. The company delivers the most interesting ads
for mobile and desktop Facebook ad campaigns. It can specifically

*2 Citoiu, I & Gardan, AD.: Romeanian consummer perception towards mobile
marketing campaigns. Annales Universitatis Apulensis Series Oeconomica,
2010.vol. 12,n0.2.
*3 Jones, TA, Malczyk, A & Beneke, J.: Intemet Marketing: A highly practical
quide to every aspect of intemet marketing. Cape Town: GetSmarter, 2011, p.
199,
4 hle//vwvaatgov mk (31 Oct 2013)

http:/themarketingbeast com/advantages-andHimitations-of-intemet-
markemg/ (27 Mar.2013)
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optimize the online marketing campaigns to reach the exact audience
that the client is targeting.

Some of the successful projects of IMMK are:

° Stobi Flips Facebook Farms is an interactive
game that explains the production of Stobi Flips and has a full
Facebook integration, open graph actions, Facebook custom
natifications, and Facebook user management. This game gave the
chance to more than 17,000 users to learm how Stobi Hlips is produced.
Also this online marketing campaign resulted with 1,107,340
impressions as a result of the 108,633 published actions via open

graph.

° Shnajder Shopis an e-commerce application
embedded within Facebook with an integrated online payment
system. It offers unique designer tshirts created by Macedonian
designers. IMMK’s goal is to reach 900,000 Facebook users in
Macedonia, as well as to encourage the Macedonian professional
design community to express its creativity through this application.
The company has asked these designers to share their talent by creating
tshirt designs for the online shop and has received around 100
professional designer applications for the first challenge. Moreover, the
fan base increased to 3000 in only twenty days.

o My Facebook Mall is a Facebook application
intended to increase the popularity of Skopje City Mall. IMMK
delivered a successful Facebook campaign by inviting all fans to open
their virtual store in My Mall which is an application that allowed the
users to choose the business type of their store, enter a name of their
store and create a profile for their new virtual store in My Mall. There
were approximately 3700 opened shops and the fan base of Skopje
City Mall increased by 30 000.

. Kapital cover on Facebook is a Facebook
application for creating custom magazine covers for the most
professional  business magazine in  Macedonia, Kapital. This
application allowed the users to enter their business message, enter their
company details and upload their photo. The fan base of Kapital
increased by 4000 and there were 41 296 story impressions.

IMMK has numerous other successful projects that make
this company one of the most successful digital marketing agencies in
Magcedonia.*

CONCLUDION

Technology and software are continuously changing, and
for these reasons, their impact on online marketing makes it to be most
effective branch of marketing today. The implementation of the online
marketing activities such as creating an efficient website, e-mail
marketing, online advertising, pay per click (PPC), search engine
optimization (SEQ), social media marketing, and mobile marketing is
crucial for creating an efficient online marketing strategy.

According to the results of the active Facebook usersand the
top Facebook brands in the Republic of Macedonia, social media
marketing is one of the most important online marketing activities that
marketers should consider implementing.

The limitations of online marketing such as the lack of
tangibility of the products and mismatch in the products ordered and
delivered can be overcome by implermenting retum policies.

“ hipAwvimmk/

(o8]

IMMK is one of the most successful digital marketing
agencies in the Republic of Macedonia. The company delivers the
most interesting ads for mobile and desktop Facebook ad campaigns.
The numerous successful projects of IM.MK show that social media
marketing is worth implementing by any business in Macedonia.
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THE MARKETING STRATEGY IN
PRACTICE OF ENTERPRISES

ABSTRACT

Marketing strategy is the heart of any business enterprise. It
is not conditioned only by finance but more on the skills and creativity
of entrepreneurs, and if successfully applied can multiplies the
profitability of the business. The marketing strategy strives for finding
appropriate guidelines and indicators for successful maintenance and
development inaturbulent surroundings.
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elizabeta.stamevska@eurm.edu.mk

A good marketing strategy is a successful fusion of
organizational power and needs of the market, superior performance
over the competition through planning and coordination of all available
marketing resources and integration of marketing mix elements to
achieve the desired results. As planned action, its assignment is to guide
the enterprises to realize the vision, mission and goals they have set.

Keywords: marketing strategy, business enterprises, the
vision and goals of the enterprise, profitability.

MAPKETHUHI CTPATEI'MJATA BO
ITPAKTUKATA HA TIPETTIPUJATHUJATA

AIICTPAKT

MapKeTvHL CTpaTervjara € CPLETO Ha OMBHHICOT Ha CEKOS
npemprjarie. TaaHe € YCIoBeHA camo Off  (DMHAHCHICKHTE
CPCZICTBATYKY YIIITE TIOBEKE O YMEIIHOCTA M KpeaTHBHOCTA Ha
TpeTTpreMadnTe, Tia JIOKIKY YCIIEIHO ce MPUMEHAMOKE J1a ja
MyJTTIDTALPA TpodrTabitHOCTa Ha OmsHmcot. Crparervjara Ha
MapKETVHIOT C¢ CTPEeMU KOH M3HAOarhe COOIBCTHH HACOKU H
OpVICHTVIPH 32 YCTICIIIHO OIYKYBAFLE W Pa3B0j BO TypOYJIEHTHOTO
OKPY>KyBAFEL.

JloOpara MapkeTHr CTparervija TpeTCTaByBa YCIelHa
(hy3uja Ha KOpropaTVBHATA MOK Y TIOTPEOHTE HA TIA3apoT, & BOSITHO
U CYNEpHOpEH HACTAl BO OHOC HA KOHKYPSHLMjaTa, MpPEKy
TUIAHAPAEE M KOOPIMHUPAE HA CUTe MApKETHHI' PACTIQVIOMKUBH
CPCJICTBA M MHTETpalvja Ha MAPKETUHT MHKC €/IeMEHTUTE, 3apaly
TIOCTUTHYBAHE Ha TIOCAKYBaHUTE pe3yrram.Kako IriaHcka akiprja
HEJ31HA 3a71a4a € Jid T HACO4yBa IPETTIPHjarHjara KOH OCTBAPYBALE
Ha BIBHjaTa, MACH]ATa 1 LIEJIATE KOM T'Y IMAaT TIOCTABCHO.

Kiyunn 300poBH: MapKeTWHI CIparervja, OW3HHC,
MpempijaTija, BBMja ©W @M HA  T[PCTIpUjaIvjara,
TPOHTAOKITHOCT.

BOBEJ]
MapKeTvHT — CTpaTervjara, HajuecTo, ¢e JIhHUHIPA Kako

CPJICTBO 33 OCTBAPYBAKE Ha LIQTUTE HA TpeTpujamvero’ . Mcto
TAKa, HEKOH aBTOPH MAPKETUHT CTpaTervjara ja TOIKyBaaT 1

*"Brassington, F,, Pettitt S, Principles of Marketing, Pitman Publishing,
London, 1997, p.838.

KaKO HAYVH 32 RMjaHAe Y TPWIATOyBAFE Ha TIPETTIpHjaTijara Ha
TAPIETHPAHITE TTA3APH.

Hacoxkara rpexy Koja I1To MapKETUHI' PeCYpPCHTe Ce IAITIpaaT Ha
MapKETHHI MOKHOCTUTE M 3AKAHWTE, BCYIIHOCT, € MapKETHHI
crpareryjara. Taa Harara KOOpIMHHPAHE HA aKTMBHOCTUTE Ha CHTE
OpraHM3AIVICKI HUBOA BO TIPSTIIPH]ATHETO.

Cexoja crparernja KOprCT! BELLITHHY, 3HACHHA, ICKYCTBA 1
criocoOHoCTH  Ha  MeHajepure.  [loOpara  ciparerja Ha
TIPETTIPHJATHETO OBOMOXKYBA CTEKHYBAFLE TIPSITHOCT BO OITHOC HA
OpeHIOT Ha TIPOVBBONOT, (DMHAHCHCKATA MOK, RIIMHATA
MoK, ©pUKACHOCTA BO pa0OTEHET0 M CMMHO. Taa
IpEICTaByBa 30Mp HA ONIYKM KOM IIITO TPOMIIErYBAaT Ol
MapKETVHT TPOIPaMHTE, & C& HACOYEHH KOH OH ITITO MEHAIIMEHTOT
CaKa 1A TO TIOCTHTHE BO HAPCITHHOT TIEPHIONL,

MapkevHr  cIparervjara, Kako  (DyHKIMOHAUTHA
cTparernja, BOIM KOH OCTBAPYBAEC HA OPrAHMBALCKUTE LIETIH,
TIPEKY MAKCHMIBUPAESS HA TPOJIKTUBHOCTA HA PECYPCHTE , DK
LIITO OprieHTALjaTa Ha ceKoja (DyHKLMOHATHA CTparervja Tpeda aa
OriJIe KOMIATHOMTHA CO OM3HKC CTpaTeryjara Ha HABO Ha JIQIOBHA
CMHMIIA WIM TPOM3BOJ M JIIOBHATA CIpaleryja Ha
nperprjanero.”

Ipu excIumKarpjaTa Ha CIparerujara Ha MapKETUHIOT Ha
€7ICH JIETIOBEH CyOjeKT TpeDa Jia 0e 3eMaT MPEIBH 11Ba eIIEMEHTa:

- Yemuomnazap u

“*Murmicarisesik, M, Tonoposuk J., Maprermure crmpamezuja, ExoroMcK
axyrmret, beorpan, 2007, c1p.34.
“Wheelen, T. L and Hunger, D. J, “Stutegic Management and
BusinessPolicy: Toward Global Sustainabifity”, 13th Ed., Pearson Education
Inc,2012.
% Wheelen, T. L ad Hunger, D. J, “Esentials of Shutegic
Mamagement”Prentice Hall, 2011, p.25.
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- MAPKenuHe MUKCOM,

3a 5ia ce 00jacHM E/THHOT NA3ap O BPLIM MPOLICHKA Ha:
TQIeMMHATA Ha TIA3apOT, PacToT, No0apyBavkaTa, KOHKYpEHIIjara
WTH.

MapkeTHHI MMKCOT TH Ori(haka JIOHSCCHHTE OINTYKU BO
BpcKa co 4P, Kou 1m0 MMaar 3a TR Jia 00e30e/1aT 33/I0BOJIMTIHA
Mponak0a HA NTHHOT Tiazap. [IporeHKHTe HA OBWIC eJleMEHTH
YecTONaTy OTCTAITYBAAT, 3AllIT0 HE € JICHO Jid e TPOrHO3UpA
OITHECYBAFLETO HA KOHKYPEHLIMjaTa T KyITyBaUHTe.

I[Mpuroa, ce BpIM KiaCHUIMPAE HA CTpaTeIMUTS
crioper;

- JIunepckara nosunpjata Ha MpeTIpHjaTye BO TPaHKaTa
(cIenOeHrK, TPS/VBBUKYBAY, TIONQIHYBAY HA TPA3HVHHUTE HA
T1a33pOT),

- Pacror ©Ha  mpempujarvero
VHTCTPaLVICKY TV JIABEP3U(DHKAL CKH),

- KoHKypeHTHara mosvimja Ha TPCTIPHIATHACTO HA
T23apoT (O(haH3VBHA WK Ie(haH3wBHA).

(VHTCH3VBCH,

1 Jumersuu na mapremunz cmpamezujama

IocTojar ToBeke MHCTIeRa 1 CTABOBH 32 IAMEHZHITE KO

o v ondaka crparervjara Ha MapketuHror. Cerak, ke o
OCBpHEME HA CIICTTHHBE,

® Jlaapor Ha TPOBBOMAYCIYIM  HA  KOJIITO
TPCIIPHATHCTO HMA HAMEPA [1A CC HATTIPCBAPYBA;

® JlompeOHOTO HMBO HA WHBECTHIMCKM 3adamn 3a
TIOCTUTHYBAHE PacT, OIEIIMBOCT HA COCTOJOMTE M OCTBAPYBAHLE
TPUXOTIH,

® JlyHujara Ha MPOM3BOIM, IICHOBHHTE U JVICTPHOY THBHHTE
CTparervy, TIO3UIMOHNPAETO | YCTICIIHOTO OTICITY)KYBAFhE Ha
T1a3apoT;

® |lcKopucTyBamEeTO Ha CIIOCOOHOCTHTE (MOKHOCTUTE U
TPEHOCTHATE) 32 TIOCTVTHYBAHE 33/I0BOTIMTEIHA KOHKYPEHTCKA
TIPEITHOCT.

Kotiep, vcTo Taka, cMeTa Jiegka MapKETVHT CTpaTervijara
UMa  OMPENEVICH  JIMCH3MM, KOM C¢ TPOCKTHpAar —Tpu
peavzarpjaTa Ha raHupaHuTe resm. Criopert Hero, Taa Ou Tpedaro
Jia oridhara MpEIBHA OIPTYKH 32 TIQTTHHTE TIA3apH, 33 MAPKSTUHT
TIO3HIIMIOHHPAHLETO Y BUCHHATA HA TPOILIOLHTE 32 OCTBAPYBAE HA
MaPKETUHILIKUTE aKTUBHOCTY. OTTyKa, MAPKETUHI CTparervjara Ha
MPETIPH]ATHCTO, 32 /13 ja UCTIQNTHK BU3H]ATa,MICH]aTa Y TIOCTABCHHTE
e Tpeda Jia TO TMpeIoApeIy M300pOT HA TAPreTcerMeHTUTe Ha
TA3apOT (TIOTPOLITYBAHITE) JIO3MTMOHUPARLETO TIPSKy TIOHYZIA Ha
YHHUKATHA BPEHOCT (HAYMHOT Ha KOj Ke TH CIIPOBEITyRA YCIYTUTE) U
712 KOPUCTH MHTETPUPAH MAPKETUHT MUKC ((PaKTOpH TI07T KOHTpOa
HAa TpETpWjaTieTo — TPOMBBOLLUEHA, WCIpHOyIMja U
npomorja).>
Hexoun aBropu cyrepupaar a2 ce 0OpHE BHUMAHHE Ha

Xviepapxyjara Ha CIparerviIe, BO OIJHOC HA 3ACTAlleHOCTa Ha

MapPKETUHT (DyHKIIHMjaTa BO HUB. Taka, Ce IpaBy pasiKa Mery:

3! Dalrymple J.D., Parsons J. L., Basic Marketing Management, John Wiley &
Sons, NIY, 2000, p23.

**TToseke: Kotler, P. and Armstrong, G., Principles of Marketing, 12th ed.
Pearson Education, Inc.,, New Jersey, 2008.

. MapkeTvHr cTparervjara Koja ITmo ¢e OIHeCyBa
HA MAPKSTVHI MHUKCOT HA TIA3ApUTe W TIPOFBBOIMTE, IIITO
TIPCTIPHJATVCTO TH TIPOH3BE/TyBA/OLICITY Ky B3,

o Crparervjata Ha eJeMEHITe Ha MAPKETUHIOT
LIITO € TIOTecHa Off MAPKETUHT CTpaTeryjara, 3almo TpeTupa camo
€JICH eTIEMEHT 1

o Crparervijata 3a R€3 Ha HEKO] TIPOM3BOI HA
OTIPCIICIICH TTa3ap.

O oBa MpoM3TIeryBa Jicka TPSTIPHJATHIETO, TIOKPaj Toa
1o Tpeda TPEIBHO A TH YTBPIW IJIUTe, TIOTPpEOHO € g Orrie
CTIOCOOHO HCTUITE JIa TH PEaBHPa.

JIOKOMKy TIpSTIPHJATHETo Caka Jia ja 3apKu TIOCTOJHATA
To3VIMja HA TIa3apoT, Torail Tpeda Ja CrpoBere JihaH3uBHA
CTpaTeryja Ha ITa3apHaTa MO3UIIHja, 4 TOA CE TIOCTHTHYBA TIPEKY:

- TIPWIATOYBAH-E HA POM3BONIOT YCITyTaTa,

- jaKHeRC Ha TIPON@KHATA MOK WM KaHAMIE Ha
JWCTPHOYLJa U CIL,

- TIPCHACOYYBAFC HA TPOMOTVBHUTC aKTVBHOCTA WA
HUBHO KBTMTETHO MCHYBAHLE 1

- BOBE/IYBaH:E ONOPaHOCHH TICHHL.

AKko @A ¢ RiIe3 HA HMHTCPHAIMOHATICH Tia3ap, TOralll
TPCTIPHJATHCTO TPE3eVa:

- KODUCTCH IB3BO3HM aleHTM 33 V3BIIYBARE HA
TponavKOaTa BO CTPaHCTBO,

- QHTKWPAHE HE3ABYICCH TPIOBE],

- BOCTIOCTABYBAE JIMCTPUOYTMBHA MpEKa WIM YBOSHH
AreHTH OJ1 CTPAHCKHTE NA3apH 1

- RVICTYBAHC BO 3aCHIYKY HHBCCTVILIMH 32 RIE3 HA [IQTHUOT
CTPAHCKH I123ap.

Kora niernra Gapa npormpyBarke Ha acOpTHMAHOT, TOTarl
CIpaterdjara 3a TPONMPYBAFE HA JIMHM[ATA HA TPOM3BOIOT
riofpazonpa:

- BOBCIYBAHE HOBH TPOM3BOIM 34 ONCIY)KYBAHE Ha OHKS
KyITyBadK YHH TIOTPSOH HeE 0 33/I0BOTICHH,

- TIOTIOJHYBAHE HA JIMHHATA HA TPOU3BOI,

- CHCTEMAICKO KOMITICTUpAE W TIPOIIMPYBAHE HA
MApKHTE Ha TPOH3BOIOT,

- CKIyuyBAHC JIOTOBOPH 32  TPOM3BOMMTC  OI
KOMITIEMEHTApHUTE JIMHUM Jia C¢ TIpOfiaBaar Tiof MMETO Ha
KOMITaHUjaTa,

- mprdakare Ha 3aeTHAYKO RIOKYBAH:E3A Pa3B0j HA HOBH
TIPOM3BOITHY JIHAM.

2. Komnouenmu na mapxemune cmpameujama

Cexoja ctpareryja orihaka rer KOMIOHSHTH, ¥ TOa:

1) Heworpye,

2) Lew,

3) Pacnonoorcusupecypey,

4) Hoernnuugurysarbe Ha
KOHKYDEHMCKA NPEOHOCH U

5) Curepaja.

Jenokpyror 1™ JMMMIVpA, OOMYHO,  BHIIOBHTS
MHIYCIpHY, OpOjOT Ha TPOMBBOIHWIC JIMHAM W TIA3apHHTS
cermeHT. Kora ce 300pyBa 3a JIQNIOKPYIOT BO — CIparervijara,
HaJuecTo, C¢ MHCIM HA acTieKTUTe Ha MEHallepuTe BO OIHOC Ha
MHCHjaTa Ha Tperrpujariero. Jlenokpyror e ordareHocta Ha
OMBHHCHTE CO KOHWIITIO TIPSTIPHJaTHeTO CC 3aHFIMABA U OHFIC
OVBHIICH ILITO MHC/TH JId T PabO0TH BO HITHHHA.

300060/UMETHA
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IeymaTe ce NOBP3AHY CO CTATETVIMTE U O OITHECYBAAT HA
WIHATE TIPOGKLMM BO BPCKA CO TIPOMBBOIOMIC M TIZ3APHTE BO
OTPETIENICHHOT TTIAHCKY TIEPHIO,

PacnionosmBHTE pecyper ce OHKE PecypcH CO KOHIITO
npemmprjamero  pacnomaraGiio a ce Toa HOBSUKHTE W
(mHancHcKITepecyper). Bo pamxue Ha ciparervjara 1peba Jia ce
3EMAT TPEITBAT PACTIONIONITABUTE PECYPCH 3apajii HUBHO COOIBETHO
QIOIMpAFe M VICKOPHCTYBARG BO  YHANPCIYBARCTO  HA
TPOI3BOIICTBOTO, PA3BUBALETO HA OMBHKCHTE, TIO3ULMOHUPAFLETO
HATA3apHTe Y JAPYTY MAPKETHHIIIKH AKTUBHOCTHL

3ajoBomTe/IHATA KOHKYPEHTCKA MpPETHOCT ¢
TIOCTUTHYBA CO TEMESTHH aHATH3M Ha. TIA3apHUTE MOYKHOCTH BO CEKO)
Ol TpaKTMIMpaHUTe OFBHWCH, WCIMTYBAE HA CIJIATE HA
TPETIPH]ATHETO M HICTPEKYBAFE HA TA3APHOTO TIOSHIMOHHPALE BO
OMHOC HA KOHKypeHIMjara. burtHa WM 33/I0BOTHMTRIHA
KOHKYPCHICKA TPEIHOCT CE TIOCTUIHYBA IPEKY CIPATEIVICKOTO
BIMjaHVE M HCKOPHICTYBACTO Ha JT(DCPCHIM]aTHITS MOKHOCTH BO
HATTIPEBAPOT CO KOHKYPCHTHITE.

Cuneprujara Mely TIPOM3BOIHTE, TIazapuTe, OMZHKICHTE
BO KOMIIITO JIGICTBYBA (hMpMATa, PacTIVIONIIMBUTE PECYPCH,
CTNIOCOOHOCTHTE HA MEHAUMEHTOT W CIMYHO, C¢ TIOCTUTHyBa
©IMHCTBEHO aKO TWE CE HAJIONONHYBAaT Mefy ce0e M aKko ce
KoMriaviOw K. [IpeKy CHHEPrerckoro JgjCTBO ce joara Jio
TIOTOJIEMH TIOHTUBHK PE3YJTTATH 1 TIOTOJIEM YCTIeX Ha TIOBP3aHHTS
OVBHIICHL

3. Hueoa namaprkemunz cmpamezuume

VIBpIyBAHETO HA CTpaTeryjara NPETCTaByBa IOTOPOUEH
TUTaH 33 S()eKTVBHO YNPABYBAFLES CO PECYPCHTS HA TPSTTIPHIATHETO,
BO KOHIGKCT Ha MHIEPHUTC M eKcTepHure (akTopu Ha
OKpYKyBarseTO. Taa Tpeda Jia TIOHY/M TeKOBHA WM HITHA aKIIHja,
11110 Ke Oryie noo0pa o7 OHaa Ha KOHKYPEHTHTE,

MapKeTvHr CTpatervjara ¥3Haora COONBETHH HACOKU U
OpWEHTHPH 32 YCTICIIEH OIICTO] M pa3Boj Ha TpeTpHjatijara BO
TypOYJISHTHOTO 1 HeH3BECHO OKPY>KyBarke. [ IoHexorart e rotpeOHa

TIpFIMEHa Ha TIoBeke CTpaTervil M HUBOA Ha HUBHA MpuveHa. [Ipu
TIOLIMPOKOTIAT, C& CpekaBaaT TPk HUBOA HA CTPATETHIL

o  KopriopamieHa ctpatervija,

o JIvBIBHOHATHA CIpaTervja u

o DyHKIMOHATHA CTpaTerfja.

KopnopamuBnara crpareruja v oridaka (hakropure,
KO RIMjaaT Ha peiarzalifja HA [IQJMTE, HA HUABO HA ITIJIOTO
npermpujatie. Tre ce TMOBp3aHM CO OyKMTe 32 BUIOT HA
TPOMBBOZIITE, PECYPCHTE CO KOM Pacrioyiara MPEIIpPHjaTieTo |
HUBHO HACOMYBAF¢ KOH ONPCNICHA OpraHW3AVICKA TENMHH, 2
BOGITHO M YTBIYBAF:E HA HAYMHUTE 32 310/IeMyBAFLE HA IIPO(HTOT.

JuBmBronanHaTa crparerja € Bo (yHKUMja Ha
KoprioparvBHaTa ciparervja. Taa ce KOprCT 3a YHAIpe/yBarke Ha
KOHKYPEHTHOCTA Ha HEKQ] IMPOM3BOI HA MPETIPHATHETO, BO
PPaMKHTE HA CTONAHCKATA IGJHOCT WM CeTMEHT Ha [1a3apoT HA KOj Ce
TIO3HIOHHPAAT OJPEIICHH TPOFBBOIL.

@OYHKIMIOHATTHATA ~ CIpareldja TW  TIOBP3yBa
Pa3TMHUTE aKTUBHOCTY HA CeKOja ITIOBHA (DYHKIIHa, CH TIeJT JIa 6e
yHarpey paboTeHETO BO MPETIPHaTHeTo Kako riemHa.Co oBaa

>% Mencer, |, Strategiski menadzment i delovna politika, Vitagra, Rijeka, 2003,
p55.

CIpaTerja ce MaKCUMI3Hpa ePHKACHOCTA BO FICKOPHCTYBAETO HA
pecypcite Ha JigioBHaTa (DYHKIMja M BO  CO3QJIABAHLETO
KOHKYPCHTHA IPS/THOCT.

4. Buooeu cmpamezun

Criopen, Kotep moctojar Tpui OCHOBHM CIpaterii BO
MApPKETUHIOT:

1) Gmpameaja na neougbeperupan mapKemunez - noara
00 NPEemnoCmaskama 30 NOCHIOEHE XOMOSCH Nazap, OOHOCHO
cezmeHm.

2) Gmpameayja na Oucbepenyupan Mmapkemune - ce
Oazupa 63 NOLOIEMO  NOBHABAFLEHA  NAAPOM. 30 ONPEOeTIeH
1POU3800 WL ZDYNA NPOUZBOOLU.

3) Cmpameaujama HQ KOHUCHMPUPAH MAPKeMUHZ, CO
Koja ce onpedenyéa eoeH NA3APEHCeSMEH HA KO ce HACo)6a
GUYJAHUEINO HA NPEMNPUAITUEITO.

Bo npaxmvikara Ha npemprjaTvjaTa, pazimYHI MAPKETHT
CIpaTervil ce MPUMEHYBaaT BO PazMuHATEe (Ja3i Ha 3peNoCT HA
nporseorure. [eHepamHo, ce  3mvdepeHimpany 4 GasuuHA
CIpaTervy Ha pa3Boj, KOW IITO Ce ¥3palOoTyBaar O MAPKETHHD
TUIAHEPHTE BO OJIpeieHo NpeTripujatye. Tue ce:

1) Ciparerija Ha neHeTpaIMja HA MA3APOT - CC KOPKICTH
TIPH BOBEITYBAHLE M PACT HA HOBHIOT TIPOH3BOII,

2) Crparerija Ha Ia3apHO Y4eCTBO - CE IPUMEHyBA Kora
TIPOM3BOIIOT € 3PeJL.

3) Crparervja 32 TOMUMOHMPAM-E - HAUECTO (e
TIPHIMEHYBA BO (pa3iTe Ha 3peJIOCT T Ofial ake Ha TporsBor, Kaj
OBad CIparervja Ce TPHOCTHYBA KOH PENO3VIMOHMPARS Ha
TPOM3BOTIOT WM KOH HETOBA KOH(POHTALMja CO UCTU WY CIIMYHA
TPOM3BOIML.

4)  Crparervja Ha NOBRJIEKYBambe - ¢ NPUMCHTHBA KOra
TPOM3BOIIOT Tpeda J1a ce ToRMede o Mazapot. Ho, MoriekyBarero
Ce BPILIH YeKop 110 yexop (Step-by-step) 3a 1ia oc Hamasiar et e 1
TYOCHETO Ha TIPOUIOT, Taka IIITO TIONeKa O O KOH HETOBO
HaITyIIITake, JTMKBAIALM]A WK TPOJIEKOA.

[Nocrojar pa3muHA  CTOjAMIITA W PA3HOBPCHHTS
TIPETIIOCTABKH, KOU Tpeba J]a Ce 3eMar TPEIIBIL TPH M300pOT Ha
COOZIBCTHA CIparervja, KAKO HA TPUMEP MBOPAHHUTE TIa3apHU
CeIMEHTY, TIOSHIMOHUPALETO HA TPESTIPHJaTHETO BO OIHOC HA
KOHKYPCHTUTE WTH.

Bo Taa cMucTa, ce yTiaTyBa Ha Hej3HHATA BPCKA CO:

- m300pOT HA KYITyBauHTE 1

- TIO3MIVIOHMPAETO HA TA3apOT.

MapkeTvHT CIpaTteryjara ce ToBp3yBa M CO Mpalliabara
OKOJTY: MIICHTM(DMKYBAFE HA TI3APHUATE CETMEHTVI, CeJIeKIMja 1
TO3MIOHHPAIE HA TIQTHATC CEIMEHTW, HO TW TOKPUBA |
TioJIpavjara Ha OJVISTHUTE CTPATEIVH, TIOBP3AHH CO MHCTPYMEHTHTE
Ha MapkeTVHr MUKCOT. Kako HajeeorhatHo € TBPICHETO Jieka,
CIpaTerujaTa Ha MAPKETUHTOT T Oripaka

- CIparervjara Ha IpOH3BOJIOT,

- CIparervjara Ha WCTpuOyLIa,

- CIparervjara HaJIOTHCTHKA,

- CIparervjara Ha mpoMOLja i

- cIparervjara HaTIeHH.

Koja MapkeTvHI c1pareryja ke ja n3depe IpeTpHjarieTo
3aBFICH O/ HETOBHITE 3AI[PTAHH TIRITH BO MAPKETHHT TUIAHOT.
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5. Wummnepmmu npu  wbopom Ha
cmpameaujama

Ipu m1300poT Ha CTparerfjara MApKETVHT MEHALIEPHTE BO
TpeTnprjaTrero Tpeda Ia 3eMar MPeIIBH ONPETIeNeHH MPaBHTA, KOU
Ce OIIHECYBaaT Ha:

- OCTBANIMBOCTA W TPOLEHKATA HA JIMMHUTUTE M
MOKHOCTHTE BO OHOC HA PECYPCUTE M CTIOCOOHOCTHTE CO KOU

TPETTIPHJATHETO pacioyara,

- CWEATA CO Koja [ITo MPEMIPHjaTiero ja OCHIypyBa
CBOjaTa MPEIHOCT HA T33O,

- KOHIEHTPALM|aTa, 3apaTd HAacOUyBAHECTO HA
HAIOPHTE HA TIPSTIPHJATHETO CaMO Ha OTPEICIICHH ToIpagja.

- cuHeprujara, koja Tpeda Jia 00e30eH CTIOjyBAHE,
KOOP/IVHHUPALE M KOH3UCTSHTHOCT Ha HATIOPUTE 3 TIOCTUTHYBAFS
HALITIHTE,

- ananmMOWIHOCTA, KOja yIaTyBa Ha TIOTOTBEHOCTA HA
TIPETIPHIATHACTO JIA CE COOHH CO TIPOMEHHITE,

- eKOHOMIYHOCTA, 3aPATY 00C30CITyBAHE PAIVIOHATHO
KOPHCTCHSE Ha PECYPCHITE, OCOOCHO PETKHTE PECYPCHL.

AJTTepHATVIBHHTE CTPATETUH PATHYHO CE OTPa3yBaaT B3
TOTpeOHATE  pecyper, 063 pa3ika J ce Toa (PHHAHCHCKU
CPECTBA, Ka/lpH I OlTpeMa.

Crparervijata Ha MapKETAHIOT Tpeda [ 3a7I0BOMyBA M
OIPCTICHI KPUTEPUAYMH, KOU CE OJTHECYBAAT Ha:

- GHAMPEUUHA KOHZUCEHTTHOCT

- HAOBOPEUIHA KOHZUCTICHITIHOCTTI,

- pegpcume,

- gpememou

- CINENeHOM HA PUBUK.

¢ BuatpemmHata  KOHBHCTEHTHOCT ja  oOjacHyBa
KOMITATVIOITHOCTA. HA CTpaTervjara Ha MApKETVHIOT U TIJIATe Ha
MapKeTUHIOT. [ T0TOYHO BHATPEIIHATA KOH3UCTSHTHOCT MOpasorpa
TIOBP3AHOCT Mely TEJTHHOT T1a33p ¥ MHCTPYMEHTHTE Ha MAPKETVHT
MHKCOT. AKO TIRJTHVOT M233p € Mal 32 TUIAHWPAHHOT 00eM Ha
MpoK0a WM ako TPOM3BOZIOT C€ MPOMOBHPA BO BpeMe Kora
TIEJTHUTE KyITyBAa4H CE OTCYTHH, TOTalll TIOCTON HEKOH3UCTEHTHOCT.

e Hanpopemmara Kom3UCTeHTHOCT Oapa  JINIOTBOPEH
OITHOC MeX'y OKPY)KYBAFHETO Y MAPKETVHT cTparervjara. Taa 3Haum
JIeKa TIPSTIPHjaTHeTo Tpeda HaBpeMe Jia Ce COOUH CO TIPOMEHHUTE 1
712, e TIPITIArOJIH.

e Pecypcure My 00e30e1yBaaT Ha MPSTIPHATAETO HOPMAITHO
peanvzuparse Ha 1ieniTe. Ho, mpemprjarveTo Tpeba parMoHAIHO Jia
TM KOPHCIH 32 Jid OIOBOPH HA TIPOMEHWTE U Jid TW 3aI0BOH
KyITyBa4HTC.

e BpeMero mwin BpeMEeHCKHOT TIEPHO]T € CTPOrO ONpeIeyieH BO
CIparervjara Ha MapKETUHIOT.

e CremeHOT HAa pW3MK TpeIBUAyBa yrorpeda Ha
QTTEPHATVBHA CTPATeIVH 32 MCKOPHCTYBAE HA MOXKHOCTUTE U
BpaKAH-C HA BIIOYKEHUTE CPEJICTBA.

3AKJIYUOK

Bo coBpemenn ycroB Ha CTOMAHKCYBAHE, CTpaTervjara
TPEICTaByBa  CTOJI0 HA MOJICPHHOT MEHAIMEHT.  MapKeTviHT
cIpaterjara € ,MapKeIMHT JIOTMKA CO  KOjalpeIpHjarvieto,
OIHOCHO OM3HHC €MHMIATA Tpeba [a CO3AIE TOTPOLIYBayuKa

10.

BPCITHOCT U JIAOCTBAPH [IPO(HTAOKITHI OIHOCH €O KyITyBadmTe”* >

Taa e ocHoBara Ha pabOTEHETO H € OfI HCKITYUHTENHA BOKHOCT 32
YCIEIHO (PYHKIMOHVPAEE Ha Tpemprjarvjara. Kako HaumH Ha
Pa3MICITYBALE HA MEHAIICPHITE, TO TPACHA NATOT 33 pealTi3alivja Ha
TIOCTABCHATA BI3U]A I TIENTHL

[NpaBTHOTO KOpHICTeE,e HA MAPKETHHI CIPATCIUHTE
crafa BO JIOMGHOT HA HACYIIVIIHMTC TIpAIlamka, OWfIgjii
TI03HABAHHETO HA HAYHMHHUTE HA HUBHO (DOPMEIPAFE 1 TIPAKTHYHOTO
AITTALMPAELE € OJT 0c00CHA BOKHOCT 32 CEKOj JIRTIOBSH CyOjekT. Bo
JICHEIITHATA €pa Ha ITI00ATHO TAa3apHO CTOMAHKCYBAHLE, YCTIEXOT Ha
ceKoe TpETIpHjaTvie, TIOKpaj JApPYroTo, Ce 3aCHOBA M B3
QIAITIVIPARLETO HA HETOBATA MAPKETUHT CTpaTerHja M OpraHi3aLycKa
CIPYKTypa Ha TPOMCHHUTE HA IVIOOATHMOT Mazap M Oapamsara Ha
notpourysaunre.” Toa Ce HAMCTHYBA Kako OOBPCKA HA
MEHAIIMEHTOT, KOj MApKETVHT CTparervjara Tpeda

J1a ja HaOJBYJTyBa KAKO JIRJIOBHA CTPATEIHja, & BOCIHO U
KaKo TIPOLIEC KOj TO TIOIKYBA CTPATerMCKOTOITIAHHUPAELE, CIIOpEN]
YTBPIICHHATE MAPKETAHT MOYKHOCTHL

KOPUCTEHA JINTEPATYPA:

Brassington, F., Pettitt S., Principles of Marketing, Pitrman Publishing,
London, 1997.

Cohen, AW, The Marketing Plan, 3 ed., John Wiley & Sons, 2001.
Dalrymple JD., Parsons J. L., Basic Marketing Management, John
Wiley & Sons, N, 2000.

Kotler, P. and Armstrong, G.Principles of Marketing, 12th ed.
PearsonEducation, Inc., New Jersey, 2008,

Muneckr, T., Crparervicki MapKETVHT, YHUBEP3UTET .l Orie
Hemaer™, I, 2013.

Mencer, 1., Strategiski menadzment i delovna politika, Vitagraf,
Rijeka, 2003.

Mwmicarbeuk, M., Tomoporuk J, MapkemwHr —cipareryja,
Exonomcku (haxyrrer, beorpan, 2007.

Cravenkoscky, A., Crparervickn merarvent, EVYPM, Ckorie,
2006.

Wheelen, T. L. and Hunger, D. J, Strategic Management and
BusinessPolicy: Toward Global Sustainability, 13th Ed., Pearson
Education Inc., 2012.

Wheelen, T. L. and Hunger, D. J, Esentials of Strategic
Management Prentice Hall, 2011.

> Kofler, P. and Amnstrong, G. “Principles of Marketing”, 12th ed.
PearsonEducation, Inc., New Jersey, 2008, p47.
**Mumieck, Tpajue, Crparervicke Mapketvr, Y rvpepairer "Toue Jlerres”,
T, 2013, cip344.

26



PhD RistoFOTOV
PhD Krume NIKOLOVSKI
M-r KaterinaFOTOVA

339.9-027.511

EFECTSOF GLOBALISATIONAT ACHANGING WORLD

ABSTRACT

When we talk about globalization in economic terms this
means: integration of national economies into the intemational
economy, foreign direct investment, free capital flows, migration and
proliferation of technological innovations. Undoubtealy, globalization
as a mean of applying the doctrine of neoliberalism, is a process of
transformation of local or regional phenomen a into global.

J-p Pucro ®OTOB
-p Kpyme HUIKOJIOCKH
M- Karepuna ®OTOBA

Globalizationas a process involves a combination of economic,
technological, sociocultural and political forces.

Key words: globalization, intemational  tracke,
transformation.

E®EKTUTE O IVIOBAJIMBALINJATAHACBETOT LITO CE MEHYBA

ATICTPAKT

Kora 30opyBave 3a miobamparmja Off EKOHOMCKA
acrieKTee TionpasOrpa:  MHTerparvja Ha HAIMOHATTHUTE EKOHOMIHN
BO MelyHApO/IHATA EKOHOMUJA, JIMPCKTHY CTPAHCKU WHBECTVILIVH,
CIO0OIHM  KANWTTHA TCKOBH, MWIpalja W IIHPSHE Ha
TeXHOVIOMIKM WHOBAIMK. HecomHeHo, moOamBarijara, Kako
CPSACTBO HA MPUMEHA HA JOKIPHHATA HA H OT,

MPEICTaByBa TPOIC HA TpaHcopMalija Ha JIOKATHHUTS I

BOBE/]

[porecor Ha mobaI3aIHjaTa € BO MOIIHE TeCHA BPCKa
0 (hOpMHpAELETO Ha HOBHUTE OQVIACTH Ha eKOHOMHjara: »knowledge

e00N0MY« (exoHOMHMja Oa3MpaHa Ha 3HACHE WIM EKOHOMHMja Ha
sHaerke) ¥ »informationeconomy«  (exoHomija  OasvpaHa Ha
MHGDOpMAIN WM €KOHOMHH HA I/IH(l)OpMa]_lI/II/I).SB Kako o ke
sa0enexu Opuvad: ... IT00ATBAIMjaTAa TPSTCTABYBA  HY)KHO
CITydyBaFsE KOS He MPETCTaByBa padoTa Koja MpOFRIIeryBa 110 Kemoa
HuTy of m0op”. Tprjanara Ha mporieckTe Ha JMOepaTBALM|a
(mOecpamBamMjara HA [A3APOT HA KAIMTAT  TOIpasoupa
KO/IeQUTMBOCT, IIITO TPHZIOHECYBA 33 3arpO3yBarbe HA PacToT | TO
3TOTEMyBa CHPOMAIIITBOTO) , Jieperysianmja(ieperyiamija — Koja
e TNpomBol HA DIOGAMDANMATA) U PA3BOjOT  HA

*®pycro - PotosERoHOMCKO- (bMHAHCHCKM aCTIeKT Ha TIPOLIECOT HA
miodamBaIjaTa , TPy TOAHeCeH HA MefyHapoiHaTa KOH(EpSHIMja BO
oprarrsarmja Ha Exoromcku daxymret mpu Yausepsuretor [orie Jlermies-
v, 13-15 cermremBpr 2012 rommna.

Mo Ha()TeHHOT ITI0K BO 80-mvTe rommnp o7 20-40T BeK, Jioara o TpoMeHa
BO EKOHOMCKATA HAyKa 1 Teoprja.HACTaIyBaaT eKOHOMHCT KOH 3ar0Bapaaar
W 34CTAllyBaaT WM Ha HeolMOepaBMOT M Oapadr NPEHCIMTYBAS 1
YCOITIACYBAFLE HA YIIOTATa HA TIOCIVHIATE, HEYTPATHOCT Ha JpKaBaTa BO
CIONAHCTBOTO W TIpaBHAa Ipokaea. Peter Drucker, enmen on Boneuxire
CIIeZIOEHHIM Ha HeONMOEpaTiBMOT, 33 TPOMEHHTE KOH ce ClTyunja Bo  70-
TvTe TomMHA off 20440T BeK, B , OI ACTIeKT Ha CTOTIAHCTBOTOHA(TCHHOT
ITIOK 1 OJTyKaTa HA TPETOSIATEIIOT HAKCOH i IOTTYIIITV TDTHBAYKH JICRIBCH
KypC Ha JIOIApOT,;MONKE J1a O CMeTa 34 TojioBeH HactaH. Ho cerak He e Taka:
rieprozior 1968-73 TomMHA TPETCTaByBa TIEPHO KOj BO € MOXKE Jid &

perviosanHuTe  (heHOMEHH BO TOOATHH. | Tobamvzarmjara Kako

Mpolec BO cebe  BKIydyBA KOMOMHAIM)A HA EKOHOMCKH,
TEXHOVIOLIKH, COLIOKYIITYPHH Y TIOMTYHKH CHITHL

. Kiyunm sﬁquBn: mio0awBaIja,  MelyHapoIHa
TProBHja, TpaHChOVALTHa.

uH(popMATIYIKITEe TEXHOIONMH TO TIOTTMKHAA TIPOLECOT Ha
miodamBaIHja Koja TH YKUHA OaprieprTe ToMely HAIMOHATTHITE 1
cBerckuTe nazapy 1o Ha THK 1M oBosMorKiTja yerioBH 3a TI00p30 1
TIOC/THOCTABHO YTPABYBAFE CO CBETCKATA ekoHOMHMja. [ TiobarHuTe
KOMITAHMHM JIOOWTIE MHOTY 3Ha9ajHO MECTO BO COBPEMEHHOT
Karmrarzam. Ha ripivep, BKYMHHOT TOMHITEH 00pT Ha TiefieceTTe
HajTQJ/IeMH TTI00QTHM KOMIIAHHH 3eMEHH BO TIRTIOCT CE MCKAYMIA 011
540 Mrmjapmi aMepuKaHcky Jonapy Bo 1975 romrHa Ha 2.100
Mwjapm Bo 1990 romuna, mmmo mpecrasysa ooy 10% on
CcBeTCK1oT TiporBor, Vi Hajronemure 350 mo0aHA KOMITAHUH
Mery cele octeapruie pearick 40% of CBeTCKaTa TpeKyrpaHIHa
Tproeyja Bo 1990 romyHa. Hampenorpme Bo: TpaHCIDIAHETapHATA
Teie(hOHH), KOMJYTEPCKITE MPESKH M BO3YIIHUOT TPAHCTIOPT, BO
3HAUMTEIIHA Mepa MM OBO3MOMKHjA HA MEHALIEPHTE J1a ja pasBujar
HATTEPUTOpjATHATA ~ KOOpIMHALMjAa HA  JIMCTpHOYyLMjara,
TIPOMOLIJATA H HA [TPOJKHHTE AKTUBHOCTI .

Hecranypamero Ha rpaHviire Mely HAIMOHATHUTE U
CBEICKUTE CTOMAHCTBA CO3@Ioa MPEIYCIOBA 33 TIOTOVIEMA
MOKHOCTH 32 padoTerse Ha (prHaHcrckure uHetuTyvd. Co Toa

criopemu co 1873 romuna. Jloreka 1873 rompHa € TomMHa Koja TO O3HAYU
KPAJOT HA MEPHOTIOT BO KOj RIAZIESN JMOSpaTBMOT, 1973 rompHa 03HaqyBa
Kpaj Ha TIEpHOJIOT Ha JpyKaBHUOT MHTepBeHIMoRM3aM ~ ([pykep, 1992, cip.
9).
> Jarr Apr 1 lomre: I oGarmsar pja- KPFTHHKA BOBGIL, BIOPO VBIAHI,
Axanemckn riedar, Crorrje, 2008 ronvHa, c1p. 146.
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CJIO0OIHOTO  JIBIDKSHC HA KAIMTAIOT M BIe3 HA CIpaHCKa
KOHKYPEHLIMja BO (DMHAHCHCKUTE CHCTEMH JI0jIe KaKo criac 3a 3BP.
EY v Haryirm KarraimHuTe KOHTpOH yItrre Bo 90-Ture romyHu
Ha 20-0T BeK W TO 3a0p3a MpPOIECOT HA JHOepamBaIffja Ha

(hPMHAHCHCKFIOT CEKTOP.

Iporecor Ha mioOAMBAIMjaTA KAKO HOB W3BOP HA
JIHAMIBUPAEE HA CBETCKOTO CTOMAHCTBO CTIOpEN] HHMBOTO HA
JmOepa3IMja Ha MelyHAPOIHUTE €KOHOMCKM OIHOCH YIITE TO
HeMaaT HaJIMAHATO 110 MHTCH3UTET COCTOj0aTa Koja Ce CO3/IaBaIlie
Bo rieprozor ox1 1870-1914 romuma.

Toa 1o e HOBO M 03 COMHEHM IIO3MIVBHO, BO
COBpeMeHATa CBETCKA EKOHOMCKA MHAMMKA € Toa IITO BO
DIOOATBAIMCKHOT TIPOLIEC 0 BKITyYCHH TIOKPaj TIOPAHCIITHATS
METPOTIONH, ¥ OCTAHATHOT T OfT CBETOT: “TPBHOT cBeT” Ha P3,
“BTOPUOT cBeT’’ (TIOPAHEITHATE COIMJATICTHAYKH 3eMJ1), “TPeTuoT
CBeT” OJIHOCHO HCPA3BUCHHUTE 3eMjU, JIOTICKA HATBOP OI ORKEC
TCKOBY CE HAOIaaT Ce YIIITE 3eMJUTE Off T.H. ““eTBPT CBET” - T0A C&
BOIJIABHO a(pHUKATE 3eMjH JYKHO O caxapa (CO HCKITyHdoK
Jyxuoadprukara yH7ja).

I'mobGarmBarpjara co cebe HOCH HOB BHJI HA XHIIEP-
KOHKYPSHIM)a KOja IMa TP OUTHH KapaKTePHICTHKIL

1 CrpyKTypHO TIOMeCTYBaH-¢ HA TOKOBHTE HA TPrOBHjaTa-
KOMIIAHUHTE OJ1 CHITe JIETIOBK HA CBETOT KOHKYPHaaT GIHA Ha JIPyra
31 ce 33 MOIPOIIyBa4y, CHAOMYBa4W, TApPTHEPH, KAIMTAL,
VHTEJIEKTY2UTHA COTICTBEHOCT, CYPOBHHH, CHCTEMH Ha ICTPHOYIIH]a,
TpepabOTyBAYKY KarlALTET! U TAICHTY;

2. PyInierse Ha JoceralHara Xxuepapxuja Ha eKOHOMCKA CHIa
Y RIMjaHue; Ce TIOMECTYBA OJT TPAIMIIMIOHATHITE TISHTPH HA MOK BO
P3 CA/l, Erpora u Janonnja kon xovmarvm on 3BP kou cera
TIOCTABYBAAT W HOBH TIPABIVIA HA WIPA, HA KOM TOpAHEIIHUTE
JITIEPH MOpa i C€ TPHICTIOCO0YBAAT JIOKOJKY CAKAAT U TIOHATAMY 71
OWIIAT KOHKYPEHTHY,

3. Tojaa Ha HOBM TpaBIIA HA OMBHKC W YIPABYBAE KOU
TIOBEKe MM TIOTO/TyBAAT HA ITI00ATHOTO JISTICHTPATMBUPAHO JIG/IOBHO
OKPY>KyBAFEL.

- I'nodammammjara (npexy TEXHOIIOTWjaTa,
KOMYHHKAIHTE 1 HOBATA €KOHOMHja) My HAMETHA HA CBETOT:
Hosu npaswia;

Hosu comprxiny;

Hogu viersvim; 1

Hosu 3aacma.

I 'mobarwBarjara BHeCe IOMAHAI)A Ha:

[Mapyrwre;

Bpemenckure; u

. IIpocroparTe TUMEH3MM BO TIOOUTHM pPAMKH, IIITO
TPETCTABYBA OCHOBHA LIEMT HA KPYITHUOT KAITATAL

- Ha 1) HauMH KpyNHMOT KarMTal OCTBApyBa HE Camo
KOHKYPCHTCKA IMPEITHOCT Ha ITI00ATHHOT

nap, TyKy TOCTHTHYBA M MOHONQJICKH  TOI
KOMIIETEHIIHH, CO KOH 00e30e/TyBa IMPO(HHT KAKO OCHOBSH JIBIDKEUKA
MoTvB. Bo KOHTEKCT Ha oBa /1a Jonanieme Jieka TPOQHIOT Kako
OCHOBHA T1eJT Ha KPYIHHOT KaIUTaL, TPETCTABYBA TEHEPATOPOT HA
npoLecoT Ha miodamBanyjara. Bo Toa HajHauajHa ymora
omirpysaar THK on P3, xou crioper BT 11rmo ro peamazipaar Bo
CBETOT ¢ BOpOjyBaar Ha 4-T0 MECTO BO PAHIOT Ha HAjCHITHUTE
€KOHOMHIH BO CBETOT. Tre BpaboTyBaar pericy 80 MYTTFOHH — ITITO
€ TIoBeke Of TIONOBUHA BpaOOTEHH Of HAjCHITHATA €KOHOMIja BO

ceeror-CAJl. Hajramem Opoj Ha BpalOTGHHM BO CIPAHCKUTE

WD

WM

(rmjam Ha THK mva Bo Kina- 16 Mumwiorn pabotarmm (2008
romuHa), 1o e pearck 20% o BKyIMHHOT Opoj BpabOTCHH BO
crpanckure grrmjarm Ha THK.
- JlomvHaimjara Han TEAPUMHATE W BPEMEHCKHUTE
KOMIIOHEHTH TPETCTABYBA OTTyyBAYKa MOYKHOCT
34 TIOMECTYBAHE HA MOKTA TIpeKy MpoMeHa Ha MPOCTOPHUTE
OQITHIIH, BO KO CE CONYKAHM:
1. Pecypchure;
2. Tlazaprure; u
3. Jlpyrv npe BB
Axko ce Gapa wieHMprKaIHja Ha (HaKTOpUTE KOW RITHjacyie
Bp3 TIPOLIECOT HA IoOAIBAIjaTa o¢ TIOBEKE Ce BepyBa Jieka
0co0CHO BIIMjaHUe MMAaT JBa TeCHO TIOBP3AHH TPCHTIOBH KOH C€
3a0erIeKaHH JICHeC a T0a Ce:
— TlpBror TpeHn e TeXHOIOMIKKMOT, TIpeKy 3a0p3yBarse Ha
KOMYHHKAIHTE, 1
— Broprior ce coctom BO MpoMeHa BO TIOHMIVKATA:
,»PEBOITyIIMja HA JIMOCpATH3ALH]aTa’,
['moGarwzarvjara OBO3MOXKH pabOTHATA CHIIA ,JIOMA™ J1a
CTaHe JIOCTAIIHA TIO0 PEJIATMBHO TIOHWCKU TieHW. HecomHeHo,
DIOOATHOTO HIMPCHE HA CBETCKOTO CTOIAHCTBO IPHTIOHECE 32
HAMATYBAE HA 3HAYCHETO HA HEOMXOMHO TIOMKYBABE HA
peraIjara , JIopact Ha HPOIlYKH’IBHOCWla ce peduiekTipa Bp3
TIPOM3BOJICTBOTO W HATHHIATE
Kora 300pyBame 3a modamzamjara, 0c00CHO HEj3HHATA
KOMIIOHEHTa JiOepamzaijara Tpeba a ce Koke Jieka
m/16apann:ﬂ\40r CEeKOraITT OFIT TIPOESKT TIPBEHCTBEHO HA CKOHOMCKO —
coLmjarHUTe PethopMI, & He TIPOEKT Ha PazBojoT X MOZICPHIBALIV]A
HA TIPOM3BOIHO-TEXHOVIOMIKATA CIPYKTypa. Bo T0j KOHTEKCT
CKOHOMCKHIOT JIOSpaT3aM  He C¢ TIOKKAT KAKO MPHIKIATCH CO
KOHIEIMMjaTa 32 pelllABAHke HA  JYIA0OKUTC  EKOHOMCKH
TIOpeMETyBaFsa 1 BOHPEITHHTE COCTOjOr. 1 OTTyKa MOsKe J1a ce Kavke
Jieka HUTY 332 MHUPHOBDEMCHCKHM TIPWIMKHA — CKOHOMCKHOT
JIMOCpATIAM HE TH MM TIOKEKAHO THE TPEIHOCTH, KOU My Ce
npurminyBaar. Camo Ja ce ToTceMe Jicka  JIPKABHOTO
perymvpasse Bo CAJ mopacHano BO MEPHOZIOT TOCTE ToeMaTa
cBercka Kpuza o711 1929-1933 roavna na ce io 70-tvire romynu o 20
BEK U JioarareTo Ha PoHa Peran 3a mpetcenatert, v mpumoa Ha
HUKOTO ToA HE My CMETalo. Tpepajki IO TepuonoT Ha
€KOHOMCKHUOT MHTepBeHLIMOHMzaM 071 1960-1980 romyHa, Moxe 1a
ce KOHCTAaTWpa JieKa pasBUeHUTe 3eMju 30eniexarte 3.2% pacT Ha
JIOXOJIOT IO YKHTEIL, JIOZISKA BO  TIEPHOZIOT HA HOONOEPaITH3MOT Of1
1980-1999 rommHa oBrie 3eMju 3a0eriekale CTarka Ha pact of1 2,2%o,
a 3eMjUTe BO PasB0j CBOjaTa CTAITKa HA PacT Ha JIOXOII TI0 YKUTeI ja
nperarosuie o1t 3,0% Ha 1,5%o, IPHILITO TayieM I Off TOj TIopact
omararme Ha Kvna n ViHWja, Kou He TH clieriene HeanOepauTHHTe
TIperiopaKi’”.
L I'moGarvzanjara nprioHece 3a:
1 Hhpeave na  wgosmiom  nasap U
ImoGamsanpjara puIoHece U 32 TPOYIa00IyBae HA
jazor Mely Oorarvre W CHpOMAIIHUTE BO CBETOT.PacrioHoT Mefy
Gorarvre 1 cupomartauTe 3eMji Bo 1930 romuna Ot 3:1, Bo 1950
romuna 35:1, 1992. rommnHa 71:1, a Beke Bo 1997 romuna iypu 727:1

%9 PricTo DoT0B: EKOHOMCKO- (DHHAHCHCKI ACTICKTH HA IPOLECOT HA
Io0AI3ALIV)aTa,, TP/ TIOIHECeH Ha Me yHApO/THATA KOH()EpEHLIV)a BO
opranvzaryja Ha ExorHomMcku (akyrer ripn Yavsepsuretor | orie Jlermen-
v, 13-15 cermremBpr 2012 romyHa.
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BO KOpHCT Ha Gorarute. Camo MMOTOT Ha TpojiiaTa Hajoorard JIyre
Bo ceetot (bt [ejre, An Cay u @i AHIIYIT ) € ToroyieM of
OpyTO HAIOHATHHOT TIPOVBBOI HA 26 HAJCHPOMAITIHH 3eMjH BO
cBeToT 3eHO.

Il. Ho  mioGcamparmjara  Oampana  Ha
HeO/IMOCPAITHATA ITA3aPHA VIIROMIOTHja OITHOCHO HA

TIB3APHIONT  (pyHIaMeHTBaM, 10 CBOjara TPHPOIA
COIPYKM MEXAHM3aM Ha PYIICH-E Ha COLMjIHATA KOMITOHEHTa Ha
OIKIIMBHOT CBETCKH [Pa3B0j, TIPEKY HOG/THAKBATA JVCTPHOYITHja HA
OCTBAPCHHOT JIOXOL,

Bo nocnensure HEKONKY ACLICHHH, TE€. MPeA U Tocie
TpriyakareTo HA TH. ,.Peranomanmia’ BOCA/L v TH. ,, Tadepisam
Bo [onema bBpuranija, exkoHOMcKata Hayka BO THE 3eMjH
TIPOTAIVPATIACKCTPEMEH HeONMOepaieH  KaIMTaaM, Koj, Kako
IITO Ce HAITIACYBA Off CKOHOMVICTUTE, MMaIlle MOIIHE Cepro3Ha
CHICTEMCKA Tpelllka KOjalllto Mopaia g JIOBEE /IO KOmarc Ha
TAKBHOT By Ha KarmramamOn ocoOcHAa BOKHOCT € Jid ce
TIOTCHIMPA, HA YKATIOCT, IIITO eKOHOMCKATa HayKa BO THE, HO U BO
JPYTV 3eMj1 FIMaJTa OTPOMEH TPHZIOHEC 32 EHOPMHO TPOTIAIVIPaFS
HA TAKBAOT M TO] MOIEI YMM OCHOBHM KApAKTCPUCTUKH HA
JIeperyTalpija Ha CTONAHCKUTE TeKOBH, MCKITydyBAFC Ha JKaBATA
BO cpepara Ha CTOMAHCTBOTO, TIOTTIONHA JIOMAHAIA HA TI3apOT
(TH. ,iazapeH QyHIAMEHTI3aM ), MAKCHMATHA JIMOSpaT3aIHja
HA HATBOPCIIIHATA TPrOBHja, OHOCOHO TIONOOpPO PEYeHO YBO3OT,
MaKCAMTHA ~ JMOEpavBalija HA  CIPAHCKUTE  JPSKTHA
VHBECTULIVH, COOTI(haTHATA IPUBATVHALA]A U CIL.

Hamvecro karmmammpaM  BO  KOJIITO  JIOMAHHpA
Keji30BaTa  MAKpOCKOHOMCKA TIOVIMTVKA, HA CIICHA HACTAITIA
TIONIMTHKATA KOja Ce TIPOMATvipaia Off CTpaHa Ha TH. ,,MOMITITE Of
Uwnkaro™ Ha yvie yeno Oellle TIO3HATHOT HoOeyoBel] Mo
Oprvar’”. VaereTo Ha OBHE EKOHOMKCTH Gellie IHGATeHo or
crpasa Ha Ponann Peran u Mapraper Tauep, a nocnensa HUBHA
TprMEHABO Toa ja Tipocyierie v KimxtoH v briep, a 1o Heonamaa
T0a ro npumeHysan 1 ['opnon Bpayn. MHtepecHo e na ce Hasene u
CTaBOT Ha HAJRHjATeITHHTE TepMaHCKH (riozodu Jirgen Habarmas,
KOj €O MpaBO TIOTCHIMpPA JIeKa , OMIITeCTBEHO-IAPBHHHCTHYKHOT
TIOTEHIMjaT HA CTIOOOHHOT Ta3ap ¥ ToA Cera ¢e O/IpasyBa He camo
Ha TIOJIMTHKATA CITpeMa OITETIO C¢ BIIETA TIOBSPYBAIE SIIMHCTBEHO

Jieka HeQIFOCpQTM3MOT TIPSTCTaByBa BPB HA CBETCKATA MYJIPOCT U
71K € JIOJ/ICHO BPEMETO Ha BEUHATA BACTHHA'

Taa ( mobawpammjara) Hocld OpOjHM PIBMIM U
TOPCMETYBAA-IINICKYJIATMBHA ~ HAMA ~ HA  BAIyTUIC,
TPEIIVB3BHKYBA (DMHAHCHCKI KPH3U M HETTPS/IBHITTVEA ATIOKAI M)A HA
PabOTHHTE MeCTa.

W nomprKyBasmTe 1 MPOTMBHULIMTE HA ITIO0AI3LIjATa &
CIIOKYBaaT BO €IHO: IVIoOAzaIpjara paboTHUITE, (PHpMUTE 1
JYKABUTE TV MYI0KYBA HA PACTEUKH TIPUTUCOLIM 1 Ha CHTE aKTepH
MM HAMETHYBa Op30 1 erkacHo rpricriocoOyBarse. OcodeHo Toa ce
OITHECYBA HAJMHOTY HA TPYIOT, 32 PayMKa Off KalTaIOT,0l
NPMUMHA [0 TOj HE € TOIKy (UieKCHOWIeH |

®0Hapom1 on uacormcor Newsweek” LMIVPAH CrOpel KHMTATA H -
Kekovié. dr Zoran n Kesetovi¢. Dr Viadimir: “Krizni menadzment I””, Fakultet
bezhednosti BU, Beograd 2006, Str. 87.

8L CramyCTIKH HCKDKAHHOT nmvrpecrser pact Ha BT Bo CA/] e G
Oa3vpaH Bp3 31paB €KOHOMCKH M OINITECTBEHH OCHOBHLIITO € U KAKO
TIOCTIEZMIIA Ha Toa. Toa Mopaio g IOBEZiE JIO OMIITECTBEHA H EKOHOMCKA

KpU3a.
2w diplomacy by acyuipdff20090429_ Mkovacevicpdf

TIPUCTIOCOONTMBKAKOKAITMTATIOT, IIITO JIOBSAyBA JIO TYOCHC Ha
pabOTHM MeCTa Kako pe3y/Irar Ha pacTeukara OTBOPGHOCT Ha
HAIMOHATHHTE CTOMAHCTBA. BpojoT Ha 3aryoeHHTe paboTHH MecTa
C€ 3rQrieMyBa, OTITYIIITCHATE PAO0OHHILIY TEITIKO MOMAT TIOBTOPHO JIa
ce BpabOTyBaaT OWIEKM Ce CTapl W Ce TIOMAIKY (hOPMAITHO
00pa3oBaHNL

IMazapor Ha KaruTaT € TIo0aTIeH, TIA3apoT Ha CTOKU U
YOIyIM €  pCIMOHARH, a 1asapor  Ha  Tpyd €
HAIMOHAICHMOOWIHOCTA U (IeKCHOWTHOCTA HA  TPYNOT €
PIATVBHO HMCKA INTO TO TpaBd MOIIHE YYCTBUTEICH Ha
pacTeukara KOHKypeHIIFja, Ol OTBOPEHOCTA Koja ja Hoch co cebe
oo BaIjara.

HeormOepanHara  maropma HAa  MA3apHKOT
(hyHIAMeHTAI3AM JTOBETIe 10 OpOJHM HACTAHW PErMICTPHPAHHI Of
1970 mo 2007romiEa BO CBETOT, @ KOM MOKAT Jia Ce TIPSTCTAaBaT
TpeKy Opojk, KOW TOBOpAT JieKa, BO OBOJ TIEPHION BO CBETOT Ce

catyama:
1. 127 Ganxapcku Kprsw,
2. moBeke 011208 KypcHU KpHy;
3. 63 NOIDKHUAYKY KPYBY,
4. 42 meoxparay (OaHKAPCKA M KYPCHA) KPH3HL

OrTyka, HACTIPOTH YTOIFICKATA BIBH)A JIEKA CTIOOOTHVIOT
T233p ¥ TH. YKCTA KOHKYPEHIMJA,CE OKPY>KYBAHE KOS TIPUPOITHO
O/IFOBAPAAT HA MHIMBUTyHATA CJI0O0ZIa, BCYIIHOCT 3300paBa Ha
TOA JigKa CI0OOTATa He Mopa Jid MMA MOPAIHH, 3AKOHCKUA H
GKONIOIIKA 1 JIPYT¥ OMIITECTBEHH OIPAHHMYBARATIOpa 11O
QTYHOCTA CTaHA OCHOBHHOT JIBYDKEUYKW HATOH Ha TIOGHMHIIMTE 32
Oorarerse 1o CeKoja [ieHa.

On e NpuuMHM ce CMeTa Jigka Ha TOj HauWH
HeonMOepaiHaTa JIOKTPUHA, W Bp3 Taa OCHOBA CITPOBCICHATA
NPaKIKa W TINMIMKA BO PEIYIMPAETO HA  EKOHOMCKHTE
aKTVBHOCTY, HAMETHYBA IBOMAYeH WHIVBIyAT3aM — Kako
OIIIITECTBEHA Y IIMBUVTH3ALIMCKA HOPMA.

I 'mobarvBarjara riompazorpa poMeHa Ha reorpacdmjara
Ha TIPOFBBOZICTBOTO ¥ TIOTPOLIYBAYKATA, O NPUMMHH IITO ja
HaMaTyBa BKHOCTA Ha OUTM3HHATA Ha (PAKTOPHITE Ha TIPOM3BOLICTBO
WM Ha TIA3apUTe.

JlerymHo, TrobarzanyjaTa € TIOCTEMIR 1 Of TIPOMEHATa
HA OIHECYBALETO HA. TIOTPOILIYBAYMTE T.C. CMATYBAHE HA HUBHATA
JIQJITHOCT KOH HAl AOHATTHHTE TPOM3BOIIUTEIIH.

I'nodammpanyjara v T.H. BanmHrrocka crioronfa

Koja KaKko IVIaBHM eJleMeHT Ha KOM ¢ TOTIHMpa Ce:

pUroposHa (prickaTHa TIONTVIKA, JIeperyyalija, TpHBAT3Aiga 1
JmoepaalmMja, a ucrara (BammHrroHckara crioron0a) — Oria
TIOTTVIKHATA Of (PMHAHCHCKATA Y SKOHOMCKa Kpra Bo JlarvHcka
Awmeprika Bo 70-tvre romunm o 20 Bek. Bo Toa BpeMe exoHoMckaTa
cuTyaja BO ToBekero 3emju on JlamHcka Ameprka ce
KapaKTeprBHIpaITic CO TOIeMH OYLISTCKE JIDHITATH, TOJICMH 3aryOr
Kaj JpyKaBHATE NPETIPHjaTHja, MOLIHE J1a0aBa MOHETApHA IOMUTHKA
n xunepuH(uiangja.  OTTyka  paivKHATE TIPOMEHH  BO
CKOHOMCKHUTE TIOJMIVKA HA OBHE 3cMjH KoM T Oapaa
Banmwmrronckara  crioron0a Toramr BO TAKBA OKOMHOCTH Oea
JiorvuHM 1 onpaeriaHk. Toa Oertie 1 Bpemeto Ha Ponany Peran Bo
CAJl u Maparaper Tauep Bo Bemmka Bpuranmja, wou ce
ONPETIEIITIE 32 PAMKATHA TIA3APHA HIIC0IIOTH]a, Koja CHEPIVHMHO ¢
3araraa 1 ja CrpoBezLyBaa BO CBOMTE 3eMjH 1 KOja ja Iperopadysaa

29



Ha OCTAHATHTE 3eMjH. A KOra TAKBATA TIONTATYKA BO TATIeM Opoj 3eMji
TIOBEJIE IO Al aHbe Ha MPOM3BOIICTBOTO, BpaOOTEHOCTA 1 YKMBOTHHOT
craznapn, MM® TBpren Jiexa MprarHATA 32 HEYCIIEXOT He OrT BO
HeTpHNpeMeHaTa 1 Tipedp3ata NpyBanzapja | JMoepaizaiyja,
TyKy OOpaTHo, Jieka TIperiopadaniTe pehopMi He Ce CIPOBSICHA
JIOBOJTHO O30 1 JIOCTICITHO.

3AKJIYHOK

Tpeba 1a ce viMa PSRk Jieka eKOHOMUJATa U HEj3UHUTS
3AKOHUTOCTY CEKOTaIIl BOJIAT STHOBPEMEHO JIBOKPATEH JKUBOT, SJICH
BO TeOpHjaTa, PYr BO MPAKIVKATA, & TPAKTUKATA HAITIACCHO ja
JieMaHTHpa HeonOeparTHaTa MPOrHo3a 32 eKOHOMCKHOT YCIieX BO
TIOCTTPAH3HIIFICKFIOT TIEPHOIT 11 TOKMY CeKoja eKOHOMCKA TeopHja, Tia
TaKa W HOeQTHOCPATHATA, He MOpa BO TIPAKTUKATA BO TIOTIIOVTHOCT Jid
ce Bepudmmpa Taka Oelne CTyyaj CO OPTONIOKCHATA JOEpaTHA
KIIaCH4YHA 1 HEOKTTACHMHA EKOHOMMjA KOU TIPOITYLIAPaa eKOHOMCKU
Kpv3d Ha Kpajot off, 191 Ha nogetokoT Ha 20. Bek. VcTo Taka TakoB
CIy43j] € U CO KSJH3HMAHCKVIOT JKABCH WHTCPBCHIMOHM3AM M
CTOIAHCKaTa cTarHaruja o1 70-mvre romuau Ha 20-mvot Bek. CBeToT
1 exoHomHjara BO 21 BeK TIPOKMBYBAAT KPHBHH COCTOjOM,
CKOHOMCKA W COLMjATHA, O KOM THC C¢ TOBP3AHK CO TV,
HOC/IHAKBOCT BO pacTpeieiOara Ha JOXOH W TIpUcCTam o
TPUPOTHHTE PECYPCH.

Hecomnero, cerammara (pUHAHCHCKa Kpr3a  He
TMpeTCTaByBa caMo (DMHAHCHCK, TYKy Taa € TPBIOKA3ATEN 32
Ty1a00Ka eKOHOMCKa KP4, a CTIOpe]] MHOTY €JIeMEHTH MOXKe J1a Ce
K&Ke Jicka MPETCTaByBa KPH3a Ha €ICH CTOTIAHCKH U TINHATYNKH
cHcTeM: JiHOeparieH KarmramazaM. HecomreHo, mpoOrnemure of
HOCMTYPHOCTA BO EKOHOMHMjaTa, KAKO M BO CKOJIOIMjara U
CHPOMAIIITH]aTa, BO HAJTQVIEM JIENT CE ONHECYBAaT HA TPHMEHETUTE
CIpareriy (4ecTo Off HeONMMOSPATMCTIHMKY BUJT), & HE HA caMara
miodaIBaIHja.

DrHAHCKICKHTE KPFBH BOOOMUACHO CE MPB TIOKA3ATeN 32
JICTIOBHUTE, OTHOCHO SKOHOMCKHTE IIMKITYCH. JIQOBHHTE TMKITyCH
e KAPAaKTEPHCTMHA 32 KAIMTAM3MOT, KaKo IIITO CE CBOjCTBSHH
3EMJOTPECHTE 32 IeayiorvjaTa Ha 3eMjara. OTCeKoralil KalTam3MOT
Y IMaT 1 ceKorartl ke v rva. Co Toa ¥ BO COBPEMEHH YCIIOBH €&
noTepyBa Tesara Ha Josedy [lymmerep nexa mpudak HA
KaIMTATMCTUYKKOT CHCTEM, Mely JPyroTo, 3Hauu npridakame U
HEroBaTa JMHAMHKA, OIMHOCHO Tprakare Ha HerRO@KHOCTA Of
TIPOCTIEPUTET KOj TO TpaTd periecrja M peliechja Koja ja Tpar
mpocriepurer.  Co  apyri 300poBA  Toa € (abocT  Ha
KaIMTATICTAMKVIOT CHCTEMITOPA/IH I1ITO € HEOITXOHO OTBOPAFLE Ha
MOKHOCTA 32 0aparse HOBU CHCTEMCKH PeITICHHja, TIPS Ce, Of
aCIIeKT Ha JIQIITOPOYEH PasBo).
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THE IMPACT OF THE TEHNOLOGICAL DEVELOPMENT ON THE MARKETING COMMUNICATION OF THE
COMPANIES AND FUTURE MARKETING TRENDS

ABSTRACT

The technological development in 20th century has resulted
with a lot of changes in all areas of the society. The influence of the
new technology is apparent in the marketing too. New technology
solutions lead to a new way of communication. They improve the
existing ways of communication, increasing the efficiency of the
companies. Technological development allows application of the new
tools in marketing communications. The influence of the new
technology reflects with better technical support of the marketing
managers, but also resulting with more requirements for them to deal
with. Marketing managers should be well trained to use all the new
technical possibilities at their disposal. To ensure the success of the
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company in communicating with consumers it is necessary to
anticipate and implement the new marketing trends.

Keywords: marketing practices, IT technology, Intemet,
consumer, marketing trends

B/IMJAHUETO HA UTHOOPMAILIMOHATA TEXHOJIOI UIJA HA MAPKETUHI' KOMYHUIIUPAIBETO HA
KOMITAHUMTE U WTHUTE MAPKETUHI TPEHJIOBU

AIICTPAKT

Pazrojor Ha TexHarorMjara Bo 20 BeK JIOBEIE 10 IPOMEHH
BO cure OOJACTM HA OIMIITECTBOTO. BjaHrero Ha HoBara
TeXHQJIOrHja 0COOCHO JIOjIE JI0 M3pa3 U BO MapketnHror. Hoprre
TEXHOJIOLIKH PellieHrja IOBETIOA 10 HOB HAYMH Ha KOMYHHLIMPAISE,
KO BOJIAT BO TIPABCI] HA YHANPETYBALE HA TIOCTOCUKHTE, U KAKO
Pe3YITar Ha CETo Toa Ce 3roNieMyBa e(PHKACHOCTA Ha CeKoja
KomriaHrja. TeXHQIONIKHOT Pa3Boj OBO3MOMKH MPHIEMEHA Ha HOBU
CpencTBA BO MAPKSTMHI KOMyHUKapwTe. Bimjanvero Ha
COBpeMeHaTa TEXHOJIOMVja C& COMIGAYyBa BO TONOOpa TEXHUYKA
OIPEMEHOCT Ha MAPKETHHI" MEHALIEPUTE, HO M TIOrO/ieMH Gaparsa Ha
Kou Tpeba J1a orroBopar. CoBpeMEHHTE MApKETHHI” MEHALIEpH Tpeba

1 Mapxemure ~ npaxmukama u T
pesonyuujama

Tpy pasie/yBareTo HA MAPKETWHT TIPAKTUKATA, 0c3
KOHKPETHO Jia TO pasiiieyBaMe HeKoj OpeH I, HajipBo Tpeba Jia e
00pHe BHUMAHHE Ha 3HAYCHHETO Ha MHTEPHETOT. J10 Tiojapara Ha OBOj
CEpBUC MOXKE JIa CE peye Jicka palbOTeHETO Ha KOMITAHHHTE HA
TIOOATHHOT TN1a3ap BO rofiemMa Mepa Orio TIOpazT4HO, HEJIOBOJIHO
OIPEMEHO ¥ CTAHTIAPIIM3APAHO 34 JIa MOYKe Ha Op3 1 €THOCTAaBeH
HAYVH J1a C¢ TUIACHPAAT TPOMOTUBHUTE U JPYTUTE COMKMHA HA

Jia OuyiaT MoceOHO OCTIOCOOCHH 32 KOPUCTEHE Ha HOBUTE TEXHUUKA
MOKHOCTH KOW TVl MMAaT Ha Pacrioyiarame. 3a Jig ¢e OBO3MOXKH
YCIEX Ha KOMITAHHjaTa BO KOMyHHUKAIMjara CO TIOTPOLITYBAYMIS
TIOTPEOHO € /A e MPEIIBHATIAT 1 /1A 0 MPUMEHAT HOBUTE MAPKETHHT
TPEHJIOBHL

Kimyumnn 300poBy: MapKeTVHT TpakTviKa, [T TexHomnovja,
HHTepHeT, OTpOLLyBaUy, MAPKETUHI TPEHIOBH

TOTeHIMjUTHHOT nazap. OBOj BUI HA BIMjaHHE HA TEXHOVIONMjaTa Ha
MApKETVHT TIpakTvikara, co [T TexHonorvjara, MOKpeHa HU3a Ha
HOBH JIO Cera HeTo3HATY CPEJICTBA, HO FICTOBPEMEHO U JIOCTAITHA
TIOCTOCUKH TPOM3BO/IH HA IIIMPOK KPyT Ha noTporirysadn. [1ro osa
3HAYELIIC 32 MAPKETUHT MPAKTVKATA?

ViveHo, Kako pesylTrar Ha €Ha BAKBA TPUMEHA Ha
TEXHQVIOIMjaTa O TojaByBa noTpeda Off JIyre, MPOLIeCH W HUBHU
MelyceOHH OZTHOCH KOH C€ CIIGZICHH HU3 TIPH3MATA HA eKOHOMCKATA
TeOprja M TPAKIVKA. YCIEXOT HA COBPEMEHWTC KOMITAHMM He
3aBUCH CaMO OJT CTIOCOOHOCTA Ha KOMITAHMaTa [ pasBue J100ap

Tpov3BO, 12 (hopMUpa aTICKBATHA TICHA U CBOjaTa MOHYZA Jia ja
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HanpaBy JIOCTANHA HA KyIyBauMTe, TYKY Jid VBHAJIC aNeKBaTeH
HAaYWH Ha KOMyHUKAIMjA CO LEIHATA MYOIMKA. YCTIEIHOTO
VIPABYBAHE CC 3ACHMBAHA HA WMHTCPAKTUBHA KOMYHHKAIMja W
TIPIJIATONYBALE HA CHCTEMOT HA MAPKSTMHI KOMYHHKAIAH CO
FHOBHTE TEXHOTOMHH . KOMITAHHHTE KOV C& HACOUCHI KOH JABHOCTA
W TY KOPUCTAT HOBUTE MEIMYMH, HEOTIXOIHO € Ja TIOIhKyBaar
OIPCTICHH NPABIIIA KOM Ke JIOBETIAT 10 YCTIeX.

Bo mVTaTHAOT CBET MAPKETVHI KOMYHUKALIAUTE CE
(hoxycrpary Ha:

Co3maBame Ha NPUCYTHOCT — KOC IITTO € MoveTHA (aza
Ha MapKeTWHI KoMyHHKaja. Komranmjara ce mpercraBya Ha
TIOTPOLLIYBAYMTE M TEXKHEE KOH CO3/IABAME HA MICHTUTET U JIMYHOCT
KOja Ke TV aKTURUPA KYITyBauMTe TIOBSKS 1A C€ 3AMHTCPRCHPAAT 3a
HEJ3MHHTE TIPOH3BOIH 1 YCITyTH.

Co3naBam.e Ha OTHOC €O KyIyBauHTe —Ce CTyHyBa Kora
KyIyBaulTe ¥ KOMIaHWjara ,jpadorar zagmuo. Co monodpo
TO3HABAE HA  KYMyBauWle, KOMIIAHMjATAa MOXKE Ja Ce
TIPHCTIOCO0YBA HA HUBHHUTE TIOTpeOW. McTo Taka, Moke ma 1
KOPHCTH MH(OpMAIAITE KOU TY JI0OMBA Of1 KYyITyBadMTe, U 1A ja
TPHICTIOCO0M CBOjaTa MAPKETHHI KOMYHHKAIM]a KOH TIQJTHATA TPYTIa,
Ha 10 HavmH 0mHOCOT €O KyITyBauMTe TIOCTOjaHO O TIOTOOpYBA.

CoznaBarbe Ha B3aeMHA BPEIHOCT (KOpPHCT) — Taa ce
jaByBa KOra KyIyBauule M KOMIAHMjATA TIPCTIO3HABAJKU TU
3ACIHUYKUTE MHTEPECH M3IPAyBaar BPpeIHOCT Koja ke Oume o
KOpCT 32 JBeTe cTpany. OBa € BOSMOMKHO JIa 68 PeaTiBHpa IPeKy
online 3agIHAIMTC, KOM CC TIOBP3aHM CO Taa KOMIIAHWjA WA
TIPOM3BOY, FJTH CO HELLITO JIPYTO.

bmaromapejii Ha ce  moromemara  yrotpeba  Ha
MHTepHeTOT, KOMITAHUHTE BIOKYBAAT 1 TONIEMH CyMH Ha TPy BO
HMureprer oracysarse. MHTepHETOT NocTojaHo ce MeHyBa. Ho ee
padotv ja nMaar OOENIeKAHO HETOBATa €BOTYLIja BO TIOCTEIHO
BpeMe: ColMjaTHATa MpeXka 1 MOOITHaTa TexHonorvja. [ prverara
HA WHIEPHETOT KAKO MeYHapOleH MapKETHHI HOCH MHOTY
TIPHTIOOVBKH 38 Mel YHAPOITHHTE TIPOJIABAMIL

JleHec MHTEpHETOT MPOJOIDKYBA Jia pacTe JeH TI0 JIeH,
CrleIHABA TadeyIa ja TIOKaKYBa HEBEpOjaTHO Op3ara eBOYIMja Ha
mHTepHeToT 071, 1995 romna 1o nexec (Tabera 1):

Tabena 1: Pa3goj Ha Marepreror Bo niepron 1995-2014
TOIVHA

% 3B
o1 oP HA

CBETCKO HWH®OPMA
HACEJIEH LIMA
141D

16

millions %

36 09 IDC
millions %

70 17 IDC
millions %

147 36 Cl.
millions % Almanac

%3 Ngai, EW.T. (2003) “Interet Marketing research” 1987-2000: a literature
review and classification’, European Joumal of Marketing. 37 (1), 24-49

248 41 Nua
millions % Ltd.
361 58 Inteme
millions % tWorld Stats
513 86 Nua
millions % Ltd.
587 94 Inteme
millions % tWorld Stats
719 11 Inteme
millions 1% tWorld Stats
817 12. Inteme
millions 7% tWorld Stats
101 15. Inteme
8 millions 7% tWorld Stats
1,09 16. Inteme
3millions 7% tWorld Stats
131 20. Inteme
9millions 0% tWorld Stats
157 2. Inteme
4 millions 5% tWorld Stats
180 26. Inteme
2 millions 6% tWorld Stats
197 28. Inteme
1 millions 8% tWorld Stats
226 32 Inteme
7 millions 7% tWorld Stats
249 3. LT.U.
7 millions 7%
293 40. Inteme
7 millions 7% tWorld Stats
Vizsop: http/Amww.intemetworldstats.con

JloOuenara cramvcvka Bo 2014 ToyHa NOKaKyBa Jicka
orpoman 40,7% O CBETCKOTO HaceyieHre Koprcti VIHTepHer.
TokMy mopaym Toa € ¥ MHTEPecOT Ha KOMITAHHHTE OITHOCOT KOH
TIOTPOIIYBAYMTE JIa TO Kperpaar MpeKy online aKTMBHOCTH KOH ce
3ACHUBAAT HA CJIGTTHABE TPUHI VT

1. HenocperHoct. Mpexara ce MeHyBa CO eKCITIO3MBHO
TEMIIO ¥ OHIQJH IyO/IMKara, BHUMAHKETO € Mo, Ce OYeKyBa
OOHOBYBAH-E Ha MH(POPMALIMMTE CEKOja MUHYTA. 3a Jid CC 3aI[KH
KOPHCHOCTA M BHIMAHHETO Ha OBAa TPyIIa, MOpa, J1a C¢ JIABA OIITOBOP
Ha OHJIJH [OPAKUTE 1 /13 CC CTaITyBa BO MHTEPAKLIja CO 3a¢/THHULIATE
KQJIKY € MOYKHO 100p30.

2. Tepconammaimja. [lotporiyBaunTe OHIAJH TOBEKS
He cc OCTMYHM WICHOBH Ha TIOMIMPOKA TIRTHA MyOIKa — THE o
TIOCTIMHIM KO CAKAAT OCTAHATUTE/KOMITAHUHMTE JIMUHO [ M Ce
oOpakaar. Tpeba 12 ce HCKOpUCTM OOraICTBOTO HA JIMYHK
MH(OPMAI AN KOH C€ JIOCTAITHY OHJIAjH 38 KOPKICT HA KOPUCHHKOT, CO
HaCOMyBAH:E KOH BEKHUTE JTyTe, TPSIIH3HO U JIYHO.
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3. Baxxnocr. Komyrrkarmjara OHIJH mMopa g Ovie
WHTEpEeCHA M BKHA 32 UMTATEVIOT, MHAKY STHOCTABHO ke Ouze
urdopupana. Co cute MHPOpPMALIM KOU C& HATIIPEBAPYBAaT 32
BHYMAHHETO Ha TyONMKATa HA OIperieHa KOMITAHH), MOpa Jia ce
H3jle HAaYMH Jia CC W3IBOjaT M Jad TW BKIIyYaT YWTATEIIHTE.
HajnoGproT HauMH J1a ce CTOpH OBA € 1A UM CC JIaJIe TOYHO OHA I1TTO
TO CAKAAT, TOTAIIl KOra IO CAKAAT TOA.

W mokpaj HABONHATA JIeCHOTH]a 1 JIOCTAITHOCT, MHTEPHET
MaPKSTVHTOT HE € HEIIITO IIITO CeKOj MOMKE JIa TO HAIpaek 0c3
(hopmarHa 00yka. OHII2JH POCTOPOT € TOMH CO KYJTTYPHH, TIPABHH
1 (DMHAHCHCKH CTAlHITH,  Of JPyTa CTPaHA TOTPOLTYBAYHTE MaaT
PaTHYHA 1 TPSIM3BHKYBAYKY O4eKyBarsa. [ locton mpesacureHocT
OIl HOBY HACTAHH, &JIATKY, TIPOTOKOJIH, CIPATerVM M TPHCTAH U
HEBOBMOKHO € Jia ce Orpie Bo uexop co ce. TokmMy ropaz ceTo oBa
©IMHCTBEHHOT HAHHH /13 ¢ 00e30€ITH YCTIEX € /1A O FIMA 3HACHHE 11 JId
ce Ovrie MHOBATVIBCH. 3HACHCTO 3HAUM Jigka Tpeda Jig ce Haydar
OCHOBHTE 1 TIPHHLIMITTE HA TIOTIETO BO KOe o¢ ATTyBa 1 J1a oe Ourie
BO YEKOP CO HOBHTE HACTAHH.

2. Cmpamezuu u mexruxu Ha Humeprem
MapKemuHzom

Crparervivre Ha VHTEpHET MapKETVHIOT TOAPa30Hpaar
PpasHN HAYMHY 32 TAPreTVpare Ha MOTPOLLTYBAYUTE, (hOKYCHPAELE HA
TPETHOCTATE/KOPHCTA HA  KOMITAHMJara CO TIOTCHIMPAaRe Ha
aBTEHTMMHOCTA 1 Ha rpoMorjata. OHa KOe IIITO € MHOTY B&KHO 32
CICIMjATUCTOT 3a VHTepHeT MapketvHr e, notpebara MHrepHer
MapKETVHIOT J]d C¢ MHTCIpUpA CO CUTe Py OOJMIM Ha
KOMyHHKAIIHja Ha KOMITaHHjaTa co KoprcHHIpTe. Cekoja KoMITaH ]2
¥Ma 3a 1IeNT Jia JI00Ve TIOBeKe KIMCHTH, @ 33 TOa TOCTOjaT TOBeKe
CIpATErVM M TEXHUKH KOU Y CTOJaT HA PACTIONATAE.

Emna ot HUB € Kperparse Ha TprriicueH Web cajr. Web
CaJTOT CIy)KM Jia TV WHPOpMUpA, Ja TH YOS W TIOTCETH
KyITyBauHTe 32 KOMITAHI]aTa U 32 Hej3UHUTE TIPOV3BOIH U YCITYTHL.
OcHoOBHA TIe71 HA KOMITAHMjaTa € OCTBAPYBAE HA JIBOHACOYHA
KOMyHHKaIMja cO KyryBadmre. Mefyroa, HETOBOTO RIjaHHE Ke
Orzie MUHMMATHO JIOKQVIKY He TIOCTOjaT JIPYIY CTPaTervid KOU TH
HABEyBAaT KyIyBauMTe 3a Jia Tpucrarar Ha Web cajror.
I TpoMOTHBHHTE aKTVIBHOCTM KOH TW TIOBP3YBAaT KyITyBauHTe CO
Web cajror 1peba jia Oviar M3ajJHAPAH! Taka 3a J1a TW TPURTICYAT
KOpyicCHHAIMTe Ha VIHTepHeT. 3a 1o0po MO3MIMOHMpaH CajT Ha
WHreprer MHOy € BakHO Ja ce kopucm Search Engne
Optimisation (SEO) 1 Search engine marketing (SEM) xou mopa 1ia
Ovntar 100po m3padoTeH U TipurpeMeHu. Toj TpeHIT cocema €
OIpaBZiaH, OWICKN CO PealHO Malk BIOKYBAHA MOXKE Jid Ce
TIOCTHIHE H3BOHPEJICH PE3yJTTaT .

Crvika 1. Search Engine Optimisation & Search Engine
Marketing

84 Pantié, N. (2011)“Intemet marketing kroz praksu malih preduzeca““IX
Medunarodna konferencija E-rgovina
2011, 06-08.april 2011. Palié, Stbija.

Vizsop:http:/generastrategies.convsocial-digital-
marketing/search-engine-optimization-and-marketing-seo-senv

SEO e ommvizarmja 32 VHTepHer mpebapypadime u
TPETCTABYBA TPOLIEC HA TPHCTIOCO0YBAME HA COMYKIHATA HA CAJTOT
CO3IIgZieHa BO TIOCTIGAHHTE TOIMHU Kako Pe3y/IraT Ha Totpedara
CONPKVERTA H HWHrepHer nia Ourie IITO € MOYKHO TIOKBATTETHO
TpedapyBara”.

3a MHOTy OM3HKICH, OIMMUMIALMjaTa Ha IpebapyBadm
(SEO) ¢ HajpakHaTa MapKSTHHI' KOMITIOHEHTa o7 cute HuB. OBaa
TpaKca € TKY e(heKTMBHA TIITO TeHEPATHO C¢ CMETA 32 MAPKETHHT
cipareruja 0e3 koja He Moke Huty eneH Omsamc. SEO e nokakan
METOT KOj MM OBO3MO)KYBA Ha COTICTBCHUILIMTE HA COINPKUHA Jid
npoUMpaaT o MHOTYOPOJHM WHTEPHET KOPHCHMI KOM Ce
3aCHOBAAT Ha MpedapyBaur Kaxo 1o ce Google, Yahoo! 1 Bing 3a
J1a HajraT OHA 1Irmo cakaar. Kora ce Bpiv mpaBriiHo, MOXKE JIa TH
nofioOpy  BAIIMTE PSTUH3A BO TpeOapyBaduTe, IO 3HAYA
TIOTEHIMjT 32 TIOBeKe co0OpaKaj, KOHBSP3HM, M TPOJIDKOATa €
3HAYMTEITHO TOBHICOKA.

SEM mapkemiHror € dopma Ha VHTepHET MapkeTvHr
Koja TM TpomoBrpa Web cajToBuTe 3rarieMyBajki ja HHUBHATA
BUIIMBOCT BO Npedapysasmre. Criopen Search Engine Marketing
Profesional Organization (SEMPO), opranmzariyja Ha CrieliAjaicTvi
3a Web MapkemHr mpeky mpebapysaur, SEM i kopucm
CJIGIHUATE METOIM: TUIATCHO TIOBUIIMIOHHPAHE BO MPEOapyBaHETO,
KOHTCKCTY&THO ~OIVIACYBAFC M IUIATCHO BKIIyUyBAHE BO
pe3yrratute of, pedapyBarmkeTo.] IprcyTHOCT Ha KOMITAHHAWTE Ha
HWHreprer npexy Web cajt He ce Gasupa Ha M307a11ja, TyKY Ha T0a
JIa CCKOj aCTIeKT BO KOMYHHUKAIMJATa MMa RIMjaHHe Ha CHTE JPYTv
BUJIOBH HA MAPKETVIHT.

Hapemra crparervja #a VHTepHET MapKeTvHIOT € Grior
KOj € OHIQJH alaTka Koja My OBO3MOYKYBA HA KOPHCHHKOT Jid
0OOjaByBa HAIFICH FITM TIOPAKK Ha Koja Oruio Tema. JIoGprTe Griorosi
ce (hoKycupaHd Ha jacHO JepUHMpaHa Tema M PEOBHO
OOHOBYBAaaT (MAaKO 3a4eCTeHOCTA 3ABUCH Of TIPHpOIATa Ha
conprkuHaTa). briorosrte Moye Jia ce KOPHCTAT BO MAPKETUHIOT CO
TPOMOBHPAILE 1 00jaCHYBAF-E Ha MPOM3BO/IMTE HA KOMIIAHHM]aTa 1
00 00e30eIyBare MHTEPECHA W KOPYCHA TIOBP3aHA COIpYKMHA 32
yprraresvre. [ [oHOBOTO MPHCTUrHYBakse Ha (PPOHTOT HA GIIOTOBHTS
€ MUKPOQUIOroT. MHKpOGIIOroT ja KOPHCTH HigjaTa 3a OJIor — Harmie
Ha KOj 0 JMCKyTUpA 32 Ope/ieHa TeMa WITH CTIOTICITYBAE HIIja—
TO COOMPA EKCTIOHEHIMJITHO CO CTPOTa KapaKTepHA TPAHHIIA.

CorpjarHrTe MPOKU CC HAJTOJIEMHUTE, HAJIOMYTIAPHUTE U
HaJIIIMPOKO MPUMEHYBAHKTE TUIATOPMH 32 COLMJATHA MEIIAYME.
Jlunepor Bo oBa narie e Facebook, co moeeke on 500 mrnmionn

koprichu (Opojor pacte), Ho Jpyrv Kako MySpace, Orkut n
Linkedin Moke 1a ce modarar co 3HAYMTEIeH OpOj WICHOBHL

85 Web termini [online]. JTocrarmo sa: http:/hugemediarsiveb _terminihtml
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CorpjaHime MpeXd FM  JIO3BOJTYBAAaT HA KOPHICHHIMTS Ja
CO3/IABAAT BUPTYEITHY IPUOIVDKYBAELA 32 HUBHHTE COLIMJATHA BPCKI
OIl PCATHUOT CBET U TO OJISCHYBAAT CIIONETYBARCTO HA BECTH U
conprxvHa. [Io HeonaMHa, y4eCTBOTO Ha KOpHCHULIMTE Ha IHTepHET
ro ordakame camo npedapysarbara Ha Google wm Yahoo u
YMTaFe Ha MH(OPMALTVH 32 TPOFBBONIOT Ha Web cajT rpeseHTarvja.
Jlerec Beke 1abOKO CMe HARIIE3CHH BO BPEMETO BO KOE jaBHHTE
MEZIFYMH Ce JIeiT Of CEKOJTHEBHETO,  KOMYHHKAIH]ATa HA TO] HAYMH
€ WCTa KakO KOMYyHUKAIjaTa TIpeKy TelepoH WM JIypH KakKo
KOMYHHKAIIHja JIALIE BO JIIIC. 3HAYAJHA TPUYMHA 32 RIOKYBALE BO
MapKETVHT TIPEKY COLJTHA MPEXKH € BPEMETO KOS KOPUCHHUITATS
Ha HTepHeT ro nomvHyBaar Ha HuB. Ha rprivep 75% o xurenire
Ha CAJ] v KOpHCTar COlMjaTHUTS MPOKH, KOS IO TO 00jaBd
Nielson Company, Bo m3sermajor Ha Intemet & Social Media
Consumer Insights. OTkprieHO € Jieka KOPHICHHUIIITE TPOCCYHO
noMvHale 6 yaca W 13 MMHYM JIHCBHO HA CajTOBMTE HA
colmjaHITe MpokH, camo Bo Maj 2010-ta romyHa. Bo 2009-ta
TOJIMHA BPEMETO TIOMHHATO HA COIJATHA MPOKU MBHECYBAIO 3
wacan 31 vy

3. Tperoosume u pazeojom Ha MapKemuHe
HpaKmuKama

Ce mocTaByBa MpaIAKETO KO CE HIHATE TPCHIOBU BO
mapretvaror? [loctojar MHOTY TpeH#oBA Kou Tpeba A ce
TPFIMEHAT BO MAPKETVHT TIPAKTVKATA, a JIeT Of HUB Ou Ormie
CJIGTHVBE:

Tpancnapersoct u a0Bepda - Bo mociemHo Bpeme
HACTaHyBAAT MHOTY TIPOMEHH W Ha CTpaHATA HA TIPUMCHATA HA
MapKETVHIOT M Ha CIpaHara Ha motpoulyeaunre. Ce moBeke
TIOTPOLITYBAYMTE CE M3MAHHITYTIAPAHH T12 TI0pajIv Toa THe Beke He ce
CIpeMHH Jia Tiprdpatar ce 1o MM ce HamerHyga. [ lotpebHo 1ia ce
VBIPaIH JI0BepOA M TPAHCTIAPSTHOCT CO MOTPOIITYBAYHTE.

Toronema gonoHUTETHA BPETHOCT - TpeHn € a ce
Jia/ie TIOBSKe Ha TIOTPOLLYBAYMTE Of OYEKYBAHOTO 32 Jd MMaMe
3qNI0BOTICH  TIOTporIyBad. Perecrjara TpemmpeAKa T Ha
TIOTPOIIYBAYKATA MOK WA TIOTONIEMO BHUMAHHWE TIPH KYITyBaHC.
Toxmy Tiopay Toa MOTpoIITyBadKTe Oapaar ToMyCTH, Kyroy, 1+1
TIPOFBBOI] M OCTAHATO KO¢ OM MM JIOHECIIO TOrofieMa BPSIHOCT.
JloOpenojrienu ce 1 HarpaHuTe vrpy. Toa 1peda J1a e Ma Ha YM 1
TIOCTIE 3aBPIITYBAFLE Ha periecHjara.

Ja ce mokake, a He 1a ce 300pyBa camo 3a Toa -
TotporryBaunTe noBeke He BepyBaar BO Ce IIITO CiTyraar. Tre ce
TIOCKEITTUYHH 071 O1io Kora. Beke He € IOBOJTHO ia ce KayKaT CBOMTE
TIPUKA3HH, TYKY Tpeda Jia o JIOKEKaT CBOMTE TIOPAKU 1 TBPICHA.
Toa 3Haun nexa He Tpeda 4 Ce packaKyBa CaMO 33 CBOMTE
MPOM3BOIM M YQIIyTH, TYKY Tpe0a Jia ¢ MOKKE IITO BAIIKOT
TIPOM3BOI, WUTM YCITYT MOYKE JIa HArNpaBd 33 HKB, aKO H3IBOjaT
(hMHAHCHICKI CpeficTRa 32 T0j OpeHn W yonyra. Tpeba 1a M ce
Jig/ie Ha TIOTPOLLYBauMTe Jia 1o Npobaar Baumor nporseon wm
YCITyra M TaKa O] TPBA paKa Jia charar Jiexa 1oa € OHa 1T MM Tpeda.
Hcro Taka 100po Ov Orio JIOKOTIKY ja TPETCTABAME TIPHKA3HATA
BIBYeIHO co (potorpadum, Brzaeo, nHborpadrka U Apyrv OONUIH
Ha BryesHO crienerbe. Ce B Jieka €ITHA CITMKA BPETH TIOBSKE Of

1Tja712 300POBH.

% Porterfield, A (2010) 22% of Online Time Spentwith SocialMiedia [online].
JlocrarHo Ha: http:/www.socialmediaexaminer.conmy22-0f-online-time-spent-
with-social-media

Coimjamume Mped He 3aMHHYBAAT o1 CIieHATA -
Twmitter, Facebook, You tube 1 mpyrure anatki Ha COLMjATHHTE
MpPEKHI He ce TpeHN Koj ce HanMuHyBa. CIpOTHBHO, OBHE TTAKH
MOKar a2 Odgar MHOTY CIIHM 33 KOMYHHKAI)a CO
TIOTpPOIIIyBavHTe. MPEKHOTO NOBP3YBAHE HA COLMJATHA METAYMU €
BO CBOjaTa rodetHa (hasa, Ionpea Tpeda Ja C¢ passrBa U JIONpBa
MHOTY pabOTH CIIeiaT Kako Toa Jieka BeO CajToBUTE 3 COLMJATHO
MPOKHO TIOBP3YBAERE Ke [fiaT TOBEKE BAKHOCT HA
WHTCpaKTVBHOCTA U KapakTeprictiki kako (RSS,Wiki,..) 3a
KOpHCHHLIHTE, CO TioMortl Ha Web 2.0.

WurerpupaH  MAapKeTHHI HAMECTO CAMOCTOJHU
TAKTMKH - ATIOCTYTEH TpeHI € Jia 0 OKPYKH TIOTPOLLYBAYOT CO
MapKeTVHIIKA TIOHyJa. CeKOjIHEBHO KOH TIOTPOLIYBAYMTE CE
HACOYeHH Ce¢ TIOTONieM Opoj HA OMACH W MAPKETVHITIIKA
KOMYHUKAIVH, TOKMY TIOP3I ToA BEKHO € TIOpaKara Jia He ce
¥BryOr BO TOA MHOIIITBO HA TOPAKH. 3a10a MOTPeOHO € g yIioTpedr
oracysarse, Online Brzieo, PR TeKcToBH, OITIACH 1 PYTO IITO Ke UM
OBO3MOMKAT HA TIOTPOIITYBAYMTE CAMH JIA CH TO M30CPAT KAHATIOT HA
OIIACYBAHE KOj HajMHOTY MM ofroeapa. Co yriopHa MHTerpHpaHa
MapKSTVHI KOMyHHKAIMja K& TIOCTUTHETS CBECHOCT 3a OPEHIIOT,
TIPETIO3HATIMBOCT 32 OpeHmioT, moOapyBadka 3a OpeHmoT W ce
pasOMpa Ha Kpaj JojaTHOCT KoH Toj Operm, Tpeba ma Oumeme
TIPHICY THY CEKa/IE TI0 MAIKY, T2 MAKap KAMIIAFHATA, J1a TPAES M KPATKO.

Mo0wieH MAPKETHHT - € IPYTa Off TPAKTVKA KOU UM
OBO3MO)KYBAAT HA KOMIAHHWMTC Jid KOMYHHIMPAarT cO CBOjaTa
ITyO/MKa Ha MHTCPAKTVIBCH HAYMH IPEKy OMTI0 KAKOB MOOKIICH YPEIT
Wi Mpexa. JleHec MHOTY JTyfe Hocar MOOWTHH TeIepOHN Kako
o e iPhone 1 Google Android TeredoH, kou ce CcrocooHH 3a
Oorara, MOOWIHA TProBuja Koja OBO3MOXKYBA OOrara Cpe/MHa 3a
KOHBEpIMpare Ha MOOWITHOCTA M Mpekara. [la Taka HajHOBHOT
TPEH]T BO UHTEPHET MAPKETVHIOT € MpethpieH KoH 00e30e/TyBar-e Ha
MaPKETVHT PEIIIeH ]2 KAaKO IIITO C¢ MOOWITHA BeD CajTOBH, MOOWIIEH
MAPKETVHT 32 eJIeKTPOHCKA TIOIITA, TPAKaHe TeKCTYaTHH TIOpaKH
TpeKy MOOWIEH, PpasB0j Ha aIvTMKALMK 33 MOOTHH Y MAPKETUHT
CrierIHeH 32 00NIacTa.

Content maprerunr - CraHysa 300p 3a ceT Ha
MAPKETUHILIKA aKTMBHOCTH KOj OBO3MOYKYBA MHTEPaKIHja CO TOYHO
JeuHnpaHa nenHa Tpyna. CompkiHAata HA OBO) MAPKETUHT
onhaka: HarwcH, MH(OrpadvKa, BrJica, e-MejIioBITe T.e Newsletier
WTH., & [1JITA € Ha KOPHICHHLIHTE J1A MM TTIACHPATE CONpYKHHA KOja ke
MM KOPHCTH 11 CO BPEMe J1a Co3MiaiaT JiojarHocT. HuBHaTa ofTyka 3a
KOpHCTEH-E Ha Balmot nporsBoz Ke 3aBUCH Of BALLIUTE BELLITUHM 32
TpoZiDKGa.

OmmviBaiyja Ha nipedapyBad - BeO cajroBure co
CBOKA CONPYKMHA U BOKEUKH JIMHKOBU CC YINTE Ke BIAAEAT CO
VHTEPHETOT, HO Pe3y/ITamire O TpedapyBameTo Ke CTaHyBaaT
TIOBCKE TICPCOHAMBUPAHA ¥ CICIMGUIHN 32 oOnmacta. Beke
QMOPUTMUTE Ha TpeOapyBaYTe MMaaT 3arlodHaTo g OOpHYBAaT
BHHMAHWE HA Teorpadckara JIOKAIHja, JATyMOT Ha OQjaBYBAHLE,
VBMHHATOTO OJIHECYBAFe, Tpe0apyBadiTe HA MOOWIHM YpeIu U
MemMyMcka conprkuba. Google Beke MMaar BOBEICHO MHOBALMN
KaKo IIITO CE HaBpeMEHO (BO PeaHO Bpeme) mpebapyBape U
copjaiiHo npedapysarse. Taka o M3iaBauMTe U OPEHIOBUTE CC
OUEKyBa JId WCTIOpauaarT TIOBEKe TIPCOHAMBUPAH, TIONETATHA,
CBOKA M PEJICBAHTHA COMYKMHA 33 13 OWaT MHIICKCHPAHH BO
npebapyBaspte. Taka TeCTMpAmeTO HAa KITydHHATE 300pOBHY,
CONPYKIHATA W BPCKHTE BO MOOWITHMTE BeO CAJTOBH, JIOKATHATA
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CONPYKVIHA 1 COLMJATTHATE MEIMYMH € YMeH TIOTer i C¢ JIoOHjar
TIOTCHLMj/THH K/TMEHTH BO MHIYCTPHjara 32 HHTEPHET MAPKETHHIOT.
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VALUE MANAGER’S SYSTEM AND DEVELOPMENT HUMAN RESOURCE INMARKETING

ABSTRACT

The managers’ system of values is comprised of the values
they own, some of which are genetic and some are acquired with
tendency to use them. The personal values determine the personality
itself, its capabilities, characteristics, moral and authority. The values
through the system of values give a description of managers’ work and
what they think, considering their behavior through their working
activities on the marking menagers.

Through the empiric research we can identify the values
used and preferred by the managers, their system of values from aspect
of the interviewed managers from one side, and the interviewed
employees from another. The aim is to find out their influence on the
development of the employees’ human resources. Values are
reflection of our awareness of life, of relationships betvween people and
the actions we take through our life situiations. They show our apinion
about what is good and right and what is bad and wrong.The
development of human resources is of great importance to the strategic
advantage of enterprises in the competitive market struggle, which

Ipod1-p.Ecmeposa EMAHYEJIA
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should not be left on their own, neither to the personal judgment and
initiative of individuals. It also should be well organized and run by the
management team of enterprises. Since the development of human
resources management, the managers obtain all the necessary skills,
experience and attituides in oreder to be successful in their businesses.

Market, international and modem economy provides
managers with good vision and strategy a chance to build a good value
systemn, t0 engage themselves in the competitive struggle on the
intemational market, © increase motivation and satisfaction of
employees and to succeed in achieving satisfaction, cooperation with
business partners, customers and users of services and to implement
and operate a system of values with the right and required values.

Key words: Management, Resources, Development,
Human Resources, Training, Enterprises

BPEJTHOCHHUOT CUCTEM HA MEHAITEPUTE U PA3BOJOT HA YHOBEYKUTE PECYPCHU BO
MAPKETUHI' OT

AIICTPAKT

Bpe/HOCHHOT CrCTEM Ha MEHALIEPHTE BO MAPKETHHIOT 1O
COUMHYBAAT BPSIHOCTHTE IIITO THE TH TIOCE/TYBAAT, HeKOW BPOZICHH,
a HEKOM CICKHATH M KOWIITO HACTOjyBAaT JId TV KODHCTAT.
CoriCTBeHHTE BPEITHOCTY ja OMPSTIRTYBAAT CAMATA JIMYHOCT, KAKBU
CC THe CIIOCOOHOCTH, KAPAKTEPUCTVKA M KAKOB € MOpIOT M
aBTOPUTETOT. BpermHocTire MpeKy BpeIHOCHUOT CHCTEM  BO
MapKETVHIOT ~ OIMIITYBAAT IITO C& OOWIyBAaT MEHAUCPHTE Jid
TIOCTUTHAT TIpeKy paloTara M Kako MUMCIAT Jieka Tpeba Ja ce
OIIHECYBAAT HU3 MHOTYTE Pa0OTHM aKIMBHOCTH HA MApKETHHD
MEHalCPHTE.

Bpenmocure ce oymKka 3a Halliara CBeCT 32 )KMBOTOT, 32
OITHOCHTE TIOMeTy JIyfeTO M 32 TIOCTAIKH| KO TH TIPeeMaMe HIl
KMBOTHUTET CHTyaIX. Tie 1O IPHKKYBaaT HAILIETO MHCTICHE 32
TOQ IO € JI00OpO M TPABWIHO, & IIITO € JIOMIO M HENPABHITHO
TPAMEHETO BO MAPKETHAHIOT .

Pa3Bojor Ha HOBEUKITE pecypcH, € OJ] TTIeMO 3HAYCHE 32
CTpaTelKara MpeJHOCT HA TpeTpHjatijara BO KOHKYpPEHTCKaTa
OopOa Ha MazapoT, Koj He Tpeba J1a Ouzie MPEIIYILITeH Ha CITyJajoT,
HATY HA JIMYHATA TIPOTICHA ¥ MHHIM]ATHBA HA TIOGIVIHITTE, U €
TOTPeOHO  J100PO 12 OHTIe OpraHvBApaH 1 BOJICH OJT MEHAIICPCKUOT

M Ha TipeTrprjatvjara. Of, pasBojoT HA MEHAIMEHTOT Ha YOBEUKH
PeCYpCH MeHAllepiTe  BO MApKETHHIOT Ce  JIOOMBAAT TIOTPEOHH
BCIIITVHY, MCKYCTBA U CTABOBM KOW K& MM KOPHCTAT Jia Ouyiar
YCIIEIIHU BO CBOMTE mpetpujarvja. OOp30BAHUETO HK3 MPOLICOT
Ha OOyka € WHICPHAIMOHATHO, JWIAKTUYKA OCMHUCICHO U
CHCTEMCKH OPTaHIBHPAHO YUCHE M MICKYCTBO Ha SMIMHKATA KOS 08
COIVIE/yBa BO TIOPACT HA 3HACHHE W BEIMVHM (KAKO TI0 KBATAIET,
TaKa M 10 KBAHTUTET) HO M BO Pa3BOjOT HA CTIOCOOHOCTUTE HA Taa
S/IVHKA.

[NazapHara, MefyHapoIHa ¥ COBpEMEHA EKOHOMHja Ha
CHITE YUYeCHHUIT! BO MAPKETHH TIPOLIECHTE VM JIaka ITIAaHCA CO JI00pa
BI3Hja 1 CTpaTeryja i M3IpajiaT KBUTUTETEH BPEIHOCEH CHCTEM, J1a
C€ BKITy4aT BO KOHKypEHTCKaTa 6opOa Ha Mel YHAPOIHHOT T1azap, Jia
ja 3rojieMar MOTHBALMjATa U 37I0BQVICTBOTO HA BpaOOTCHHTE U Jia
ycrear g TIOCTUTHAT 3aI0BOVICTBO, COpalOTKa CO JIETIOBHUTE
TIAPTHEPH, KYITyBAYM M KOPHCHUIT HA YCITyTH M Jid TIPUMEHAT U
paboTar co BpeHOCEH CHCTEM CO TIPABIITHH BPSIHOCTYL

Kiayunn 300poBH: MCHAIIMEHT, PeCypCH, [pasBoj,
YOBEUKH PECYPCH , 00yKa, IPETIpHjaTHja
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BOBE/]

BpemHocure  mpercraByBaar OCHOBHO BepyBAHE Ha
TIOCTIMHELIOT JIeka. ONPEicH HAYMH HA OITHECYBAC € JIMYHO WK
OIMIIITeCTBEHO KOPHICEH, TIONMpH(arB Of HeKkoj Apyr. Twe ce
OITHeCYBaaT Ha MUCTICHATa Ha TIOSAMHLIMTE 32 Toa IO € 100po 1
npaBwiHo.  BpemHocmie ce no0pa OCHOBA 33 pasOMparke Ha
CTABOBHTE, TIEPIETIMjaTa, JIYHOCTA W MOTMBAIFGara Ha
TIOCGTMHELIOT, KOMIIITO MHAKY RIMjaal HA HErOBOTO OJTHECYBAHHC.
CucteMoT Ha BpeOHOCTH TH ONpEAETyBAa IPHOPHIETUTE HA
TIOCTMHET[OT CTIOPETT HUBHATA PeyIATMBHA BoKHOCT. Tpeba Jia ce mva
TIPEIBHI JIeka MOGAMHELIOT HACTO]YBA BO TeKOT Ha LIEHOT >KUBOT /13
TY O M 3adyBa BPSTHOCTUTE CTCKHATH YIITE Of HajpaHara
Bospact. Ce paboTv 32 BPEIHOCHUTE CTABOBH OKQJTy ToA IITO €
TPABIITHO, & IO He, IIITO € MOPATHO, a IITo He. BpemHocHuTe
CTABOBU (€ TEeCHO TOBP3AHH CO BO3PACTA, OTHOCHO CO BPEMETO BO
KoerLTo Orie ()OpMHPAHH TIOGVHLIMTE 1 BO KOCLIITO H3pacHaJe.

Pa3B0joT Ha YOBCUKUTE PECYPCH 33 MApKETapHTe HE €
caMo IITO BO TPAKTUKATA € BUCOK MOTHMBUPAYKM (PAKTOp 32
BpabOTCHHTE J1a IATIAT C¢ Hajrio0po o1 cede, HO TOj OBO3MOXKYBA. U
HA TIpETIpHjaTHjara /i3 TIOKDKAT JIeKA TY [IEHAT CBOUTE KayIpyL.
P23B0joT HA YOBEUKHTE PECYpPCH  HU3 CBOUTE MPOLIECH OBO3MOMKYBA
Ha MeHallepyTe 1 BpabOTeHHTe 00e30eTyBare Ha YHUCH:E, Pa3Boj U
MOKHOCTH 32 00YKH, YHAIPCITYBAHLE HA TIOCTMHCUHHTE, TAMCKHUTE U

OpTaHIBAIVICKATE PE3YITTATH BO paloTaTa.
1.BpeHOCHHOT CriCTeM M pasBjOT Ha YOBEUKHTE PECYPCH

BpemHocHHOT crcTeM Ha MEHAUIEpUTE  TIPETCTABYBA
BOKEH QIEMCHT BO MPOIGCOT HA Pa3BOjOT M OOyKara Ha
BpaloTeHuTe Bo Npempujarjara. Opa Mporsyierysa OTTaMy ILITO
BPCITHOCHHOT CHCTEM HA MEHALIEPOT IO YHHAT HETOBHTE BPCITHOCTH,
KOMILITO TOj TH TIOCE/TYBA M TIOUMTYBa. BpenHocure mpercraByBaar
OCHOBHO BCPYBAHC HA MCHA[ICPOT JICKA HETOBHMOT HAYMH HA
OITHECYBAFLE (32 HETO U 34 JIPYIHTe) € TIONprQamiB Of HeKOj IPyr
Ha4VH Ha OIHeCYBarke. Toa 3HauM Jieka COTICTBEHHTE BPEITHOCTH ja
JICTCPMUHMPAAT CamaTa JIMYHOCT, HEJ3UHUTS  CIIOCOOHOCTY,
KapaKTeprICTIKH, MOPAT U aBTOPUTET. BPETHOCHHOT CHCTeM Ha
MEHAIIEPOT TO YHHI KOMITIEKCOT BPEIHOCTH IIITO TOj TH TIOCEILyBa,
TPYMEHYBA 1 TPETTIOYHTA TIPU F3BPIITYBA-E HA CBOjaTa MEHALIEPCKa
yII0ra BO MPSTIpHjaTveTo. BCyIHOCT, BpeHOCTHTE MPETCTaByBaar
OCHOBHO YOGIyBAF¢ HA MEHALICPOT JIcKA HETOBMOT HAYMH HA
OITHECYBAHHE € COOIIBETEH 1 TOj O CMeTa 3a Hajriooap. CriocodHoCTa
3 YCTEIHO YIPABYBAE CO HOBCUKUATE PECYPCH € €eH Off
OCHOBHUTE (PAKTOPY 32 YCTICIIeH MEHAMEHT. YIIPaBYBAHETO 08
BpIT B3 TpyIA JIyfe, CO HABHO HACOUYBAFLE M KOOPIVHHPALS.
Taxsara yriora TpeTTOCTaBYBA TIOCETYBAE VRIPaJIeH BPSITHOCCH
CHICTEM Ha MeHalJepUTe.

Bpenrocture 300pyBaar IO 3acTaryBame, KOH IITO CMe
OIPETIETICHH, I1TTO HH CE JIOTIAla M IO CaKame Jia HH ¢e CITyHH, HO 1
TIITO HaM HU € OZIOMBHO, 32 I1ITO HeMaMe Ppas0rparse U TO OTjuiame.
BpemHocture ce m3pas 3a Halliata CBECT 34 YKHUBOTOT, 32 OIIHOCHTE
ToMery JIyfeTo M 32 HalliTe TIOCTAlKW. e ce OIHecyBaar Ha
HAITIETO MUCIICHE 32 TOA 1O € JI00PO 1 MPABKITHO, & IITO € JIOITO U
HerpaswHO. [IpeKy CBOMTE BpeIHOCTY HUE C¢ pa3HMKyBame Mefy
cebe. 30MpoT Ha BPEIHOCTH IIITO TO BOZIAT HOBEKOT BO HETOBHTE
TIOCTAIKH, OIHECYBARLETO M JIGICTBYBARETO TO TPETCTABYBAAT
HETOBHOT BPGIHOCEH CHCTeM. BCyITIHOCT, BPSITHOCHHOT CHCTEM Ha

YOBCKOT 3aBMCH O FB0OPOT M TPU(DAKAFeTO Ha  OIICIHA
BpemHocTd. Hema yHMBep3aieH WM 3a€HAYKM  CTAHZAPT, 32
BpeHOCHHOT crcteM. (Cekoj YoBeK 3a ce0e € COTICTBEH CTaH/IApIL,
Pazmvikara momery Jyrero, of acreKT Ha BPEIHOCHHOT CHCTEM,
Jioara BO 3aBYCHOCT Off HMBHATA TIPFIaTeHOCT U TIOUHTYBAFE Ha
ONPC/ICTICHY  BpeHOCTM  HajBkHMTE 1M HA Pa3BOjOT Ha
YOBEUKUTE PeCYpcH C€: TISPMAHCHTHO TIPHICTIOCOOYBARC HA
KBUT(MKAIMATE HA BpabOTCHATE Ha TIOTpeOMTE Ha padoTara,
00e30e/TyBaHEE Y KOPUCTCHE KBATMTETHH TIOTCHIIH]ATTA OJT UHTCPHH
VBBOPH, 00C30CIyBAFC M 3rOVICMYBAFC HA  KOHKYPCHICKATA
CTIOCOOHOCT Ha TIpETIpHjaTvjata, OCTBAPYBAFE — MAPKETHHITIKI
eheKTV Ha HATTBOPCIITHYIOT T1a3ap Ha pabOTHA CHIIA, 3TOTIEMYBAFLE HA
MOTVIBALIMjaTa HA BpaOOTCHUTE, 3TONICMYBAHE HA OIMIIITSCTBCHATA
OITOBOPHOCT HA TIPETTIPHjaTHjara, CTAOITHOCT HA COLMJATHHIOT
CTaryc Ha BpabOTeHHTe, TIOTTHKHYBAHE HA MOOFITHOCTA BHATPE BO
TPCTIPHATHETO U HA MYJTI()YHKI TMOHATHOCTA.

Pazrojot Ha HoBeUKHTE peCypCH, CaTeH Kako (akTop of
WCKTYUMTRIIHA ~ BDKHOCT 33  CIpalellkarta IPETHOCT — Ha
TMPETIpHjaTHjaTa BO KOHKYPEHTCKaTa 0op0a Ha Iasapor, He Tpeda i
OWie TIpEITyIIITeH HAa C/Iy4ajoT, HWTY HA JIMYHATA TIPOLICHA U
VHUIMjaTViBA HA TIONMHIMTE, TyKy HY)XHO € JI00po ma Owrie
OpTaHM3APaH M BOZICH O MEHAEPCKHOT THM Ha TIPSTTIpHjaTijara.
Pa3rojoT Ha MEHAIMEHTOT Ha YOBSUKH PECYPCH € TIPOLIEC CO KOj
MeHallepyTe JOOMBAAT TIOTPEOHH BEIIITHHM, WCKYCTBA M CTABOBU
MOTPEOHH I CTAHAT WM OCTAHAT YCTICIHU JIATICPY BO CBOUTS
TPETTIPHjaTHja.x BOOIILLITO HA M3BPLIYBAME HA TPOMEHIL

VYIpaByBamEIo €O HOBSYKM PECYPCH  IPETCTAaByBa
TIOCEITyBAFGE CIIOCOOHOCT CO CBOJOT JIMHEH TPAMED, Jia CE BTHjae Ha
JPYTVTe 32 HUBHO COBECHO AHTKHPAEE BO OCTBAPYBARE HA
JICTIOBHATA CTpaTervja Ha mpeTrprjarveto. Ja ce Bmjac Bp3 pyrvre
3HAYM J1A CE TIOKWKE KAKBO OJIHECYBABE CE OUEKyBa 071 OJIMCKUTE
COpabOTHHIIA OTTHOCHO Ofl, PAKOBOJICHHTE.

[NazapHara, miodaHA ¥ MOIEPHA CEKOHOMHjA KM
OBO3MOKYBA HA MEHAXEpUTE CO JI0Opa BH3Mja M CIparervja Jia
VBIPaJIaT KBATATCTSH BPSIHOCCH CHCTEM, Jid C¢ BKIIyYar BO
KOHKYpEHTCKara 0op0a Ha CBETCKHOT Iasap, Jid ja TIOMIHAT
MOTVIRALIM]aTa Y 33JIOBOJICTBOTO HA BPAOOTCHHUTE U Jid TIOCTUTHAT
3aJI0BAVICTRO, YCIIEX, COpabOTKA CO JIGTIOBHUTE MAPTHEPH, KyITyBA4H
Y KOPHICHUIA HA YCITYTHL.

2 MeHariepcIBoTO €O BpSIHOCTHA BO MAPKETUHIOT

3a Ha/IMHMHYBAHE Ha CHTE TPOQVIEMH W TIOCTHITHYBAHE
e(pMKaCeH BPEITHOCEH CHCTEM, MEHAlICPHTE MOpaaT IEJIOCHO id O
BIOKAT ce0e CH, CO IMMOT CBOj MHICICKTyaleH KaralireT 1
BCIIITYHM CTCKHATH BO CBOCTO PA0OTCHLL.

Menaepure He MOXar Ja HAIMUHAT MHOTY O
TPOQUIEMHITE I1ITO T MIMAAT  CaMO CO KOPHICTCHLE Ha PALIMOHATHOTO.
Co 1pym 300poBM, MEHAlIEpUTE BO CBOCTO CEKOJIHEBUE €€
CO0YYBAAT CO CHTYAllMM KOMIIITO C¢ CO TOJIEM eMOTHBCH Ha0o),
YecT KOH(UIMKTY, HAPYILICHH COLMjATHM OTHOCH, HeIoBepOa U
pasouapyBarse. Bo e MOMEHIM THe Ce JOKMBYBAAT Kako
HEKOMIICTEHTHH JId Tl HAIIMUHAT THE CUTYaLVH, OMIICjK HUBHOTO
3HACHHE € HEJIOBOJTHO..

OnpaBraHOCTa HA  MCTPOKYBABCTO TPOMRICTYBA Off
CaMOTO 3HAYCHE HA MEHALICPOT BO  VBBDIIYBAKCIO HA
MeHallepekara ynora M (QyHKIMjara, Kako O aCTieKT  Ha
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COTICTBEHHOT VBIPaZicH BPEIHOCEH CHCTEM, TAaKa M Of] acTieKT Ha
Pa3BOjOT, OOYKaTa M KapriepaTa Ha YOBSUKITE PeCYPCHL.

TNoafajk on (HakTor HITO BPEIHOCHHOT CHCTEM Ha
MEHAIEpOT BO MAPKETVHIOT TO YMHH KOMITICKCOT Ha BPEIHOCTH,
HO M MHOTY MOTYJN Ha PasBoj, 00yKa ¥ TpaJierhe Ha Kapriepa Ha
YOBCUKUTE PECYpCH, JIOBOIHO jaCHA € OMpaBIAHOCTA  Of
VICTP2KYBAFLETO HA THE BPEIHOCTH, OOYKYL, Pa3B0j HA HOBCUKUTE
pecypCH, KOWIITO ¢¢ KOPHCTCHH Off CIpaHa Ha MEHALepOT,
V3HECEHH BO HAyKaTa WM arTHLIPAHH BO IPAKTVKATA.

Ho, 3apamm nieniocHa mHpopMarija Ha THE BPEIHOCTY,
TIPY CaMOTO HMCTPKYBAFLE CE TPABH TIOBEKECTPAH OCBPT: OfT €/THA
CTpaHa, KAKO Ha HUB [IE/AaT CaMUTe MEHALIEPH, Of1 Ipyra CIpaHa,
KaKO HA HUB ITIEAAT BpaOOTeHUTE M Of TpeTa CIpaHa, KakBa €
pasBojHATA  KOMIIOHEHTA HA UOBCUKUTE PECYpCH  BO
TpemprjaTvjara.

CriocoGHOCTA 3 YCIIEIHO  YIPABYBAEBE CO UOBEUKUTE
Pecypeu € efieH Ol OCHOBHUTE (DaKTOPH 32 YCTICIIeH MEHA[IMEHT.
YIIpaByBareTO O3HAIYBA OCTBAPYBAFLC BIMAHKC BP3 YA JIyIT,
HVBHO HACOUYBAHE Y KOOPIMHUpaH-e. Taksara yriora Oapa Jia ce
UMA VBIPAIEH BPEHOCEH CHCTEM CO COOIBCTHH BPETHOCTHL
BpenHocHHOT cricTeM Ha MEHaiepoT BO MApKETVHIOT TO YHHH
KOMITIEKCOT Ha BPEIHOCTH IO TOj TH TIOCEITyBa, TIPFIMEHYBA 1 TH
TIPETTIONUTA TPU M3BPILYBABETO HA CBOjaTa MEHALIEPCKA YIIOra BO
TPETTIPHjaTHETO. BCyIHOCT, BpeIHOCTHTE TIPETCTAaBYBAAT OCHOBHO
yOe/IyBarse Ha MEHALIEPOT JIeka HErOBHOT HAYHH HA OJTHECYBAHC €
COOZIBSTEH M TO] TO CMETa 3 Hajiooap.

3.Bunou BpeHoCTH

BpemHocture HY ja KavKyBaaT TE/Ta T MEHAIEpHTE e
OOWyBAaT 1A ja TIOCTHITHAT TPeKy paloTara U KakBO € HUBHOTO
VBIPAJICHO MIUCTICHE 32 TOA KOW CE Haj/I00pHTe HAYMHY 32 HUBHO
ormHecyBare. [Ipeky BpeHOCTUTe JI03HABAME KAKO MEHALIEpUTE 08
OJTHECYBAAT, KAKO Pearvpaar KOH IPYTHTE YUECHHULIH BO PAOOTCHHETO
W TIPHIOHECYBAAaT 32 3TOJIMyBame HA O(CKTMBHOCTA HA
IpeIpyjarjara U pasBOJOT HA UOBCUKMIC PECYPCH  TIPEKY
TUIAHUPAESE, BOJICH-E, OPraHIBUPA-E Y KOHTPOIMPAELE.

Tocrojar 11Ba BUIA BpSTHOCTYL

- Bpemerciu; v,

- MnctpymeHTamHm.

Bpemercra BpeHOCT € JIMHHO YOeITyBarse 32 IONMTOTPajHA
nem. VHCTpyMeHTaHATA BPEIHOCT € JIMYHO YOCIyBAame 32
TIOCAKYBAHO OJTHECYBAHLE FITH HAYMH HA OJTHECYBAHSE.

Milton Rokeach, ermeH o BomeuKdTe HAyUHHIA BO
oQracTa Ha YOBSUKHMIE BpPEIHOCTH, OTKpI 18 BpemeHcku u 18
MHCTPYMEHTATHA BPSIHOCTY KOMIIITO TO OIMHIIYBAAT CHCTEMOT Ha
BPEITHOCT Ha CeKoj HoBek (Tabema 1-1). Pengjiv v BpemeHckuTe
BpeHOCTH 071 | (HajBa0KHY BOTICUKH TPVHIIAITA BO HEUH YKUBOT) IO
18 (HajMATKy BayKeH BOJICUKY TIPHHLIMIT BO HEUHj SKHBOT), & T0T0a
PCACKU T HHCTPYMEHTAIIHITE BpeHocTy or 1 110 18, jmriero siasa
jACHA CJIVIKA 32 CBOJOT CHCTEM Ha BPSITHOCTH IIITO C€ OOHITyBa 1A TO
TIOCTHTHE BO YKMBOTOT 1 KaKO CaKa J1a Ce O/IHeCyBa. Toj MosKe J1ia T
pas0epe CBOMTE COICTBCHM BPEIHOCTH PEACKM TH  TPBO
BPEMEHCKUTE BPEIHOCTH, a T10T0A MHCTPYMEHTATHHTE BPEITHOCTY
Hexonky on BpeMeHCKuTe BpeIHOCTH HaBeeHH Bo Tabertara 1-1 ce
0c0o0CHO BOKHH 33 MEHAlEpUTE - KaKO Ha TIpUMEp, YyBCTBOTO 32
TIOCTUTHYBAHS (TPacH TIPHZIOHEC), CIHAKBOCT (OparcTBO, SIHAKBA
MO)KHOCTH 32 CHITE) U CAMOTIOYHT.

Menariepyre o1 00NIACTA HA MAPKETUHTOT CMETaaT Jieka
YyYBCTBOTO 34 TIOCTATHYBALE € HAJBKHO, MOYKE Jia Ce (hOKyCHpaar
KOH OCTBApyBAH:E TPacH MPHIOHEC 3 TPETIPHJaTHETO, COIABAKA
HOBA TIpOM3BONHA JIMHMjA WIM OTBOpPajkd HOBA CIpPaHCKA
TONPY>KHAIA. MeHALIEpOT I1ITO CMeTa JISKA SITHAKBOCTA € HAJBEKHA
Ol HETOBUTE BPEMEHCKH BPEITHOCTY MOYKE 1 € TPEIBOIHUK U Ha
o0ymre Ha TPETIPHJATMET0 TIpA  O0e30CIyBarke  SIHAKBH
MOYKHOCTY 32 CHTE BpaOOTCHH, KAKO ¥ KOH TPOHAOr aFbe M3MEHETa

paboTHa cra.

Tabesa 1-1 BpemeHck# 1 FIHCTpYMEHTATHH BPSIHOCTH
Bpemencku BpeHOCTH

NHc1pymeHTam M BpeHOCTH

BosOyviB >KMBOT (CTVIMYIIATVIBEH, aKTHIBEH YKUBOT)
AMOMITFIO3HOCT (TOMeM TPy, CTPEMEK)

UyBCTBO Ha TIOCTVTHYBAH(TPaeH MPHIOHEC)

Co mmpoKw rorieay (OTBOpEH)

Ceer Bo Mup (0e3 BOjHH 1 KOH(VTHKTH)

Cpeiet (00pOIyLLICH, PaZioceH)

Ceer Ha yoaBuHa (YOaBHHA Ha TPHPOIATA Y YMETHOCTA)
Uricr (ypereH)

Ennaxsoct (Oparcteo, eMHAKBI MOYKHOCTH 32 CHTE)
Xpabap (ce 00pH 3a CROUTE YBEPYBaHHa)

CeMejHa CHrypHOCT (TPYDKA 32 CAKAHHITE)

TpoctyBa (caxa /ia M TIPOCTH Ha JIPyTHTe)
Crobora (He3aBKICHOCT, CJ100071a HA H1300D)

TNomara (paboti 3a I00POTO Ha IPYTHTE)

Cpeta (33710BONCTBO)

Hcxpen (veceH, 0TBOpEH)

BhatpernHa  xapMoHMja  (CrioOOTiA O BHATPEINICH
KOH(TVIKT)

NmarviratvBeH (KpeaTviBeH, 68 OCMEITyBa)

3pesia Jby00B (CeKCyaliHA U JTyXOBHA IPUBATHOCT)
HesapriceH (ce iomrvpa Bp3 cede, I0BOMIEH €32 ce0e)
Harmonarsa 6e30eIHOCT (ALLTHTA OZ HALIAIH)
WHrenexryariel ] (MHTRIMNCHTEH, PedUICKTVBCH)
3a10BONICTRO (YI00CH YKUBOT)

JlorvHap (KOH3VCTEHTEH, PAa3MKCITYBA)

Chiac (curypeH, BeUeH KHBOT)

EmomvBeH (HeyKeH, TOKaKYBa JbYOOB)

Camoriounr

THocsmyriieH (vvia oYHT 1 TpeseMa JIOTDKHOCTH)
OIMIITeCTBEHO MPH3HAHKE (TIOYHT, BOCKHT)

YumuB (75y0e3eH, Co JI00py MaHHpH)

Brctvrcko npujaternicTBo (pyrapcTso)

OnroBopeH (Bp3 KOro MOXKEIIT J1a 08 TIOTTIPEIIT)
Mympocr (3perio cakarke Ha YKHBOTOT)
CaMOKOHTpONA (CAMOTUCIIVTTTHHA, BO3AYKAHOCT)
'Y 100eH KUBOT (TIPOCTICPHITETEH)

barococtojoa

Wzeop: M. Rokeach: The Nature of Human Values, Free
Press, New York, 1973, p.112

Hexort o1 MeHarieprTe CMETAAT JIeka C¢ BOKHH JIPYTHTS
BPEIHOCTH @ Toa € yIOOGH JKMBOL, BO3OYLIMB KHBOT
(TOTTYIKHYBAYKY, aKTABCH SKFIBOT), CFI000A (HE3ABHCHOCT, CJI00A
Ha W300p) W OIMIITCCTBCHO TPYBHAHKE (TIOYHMT, BOCXHT).
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PeramiBHOTO 3HaveHe MO MEHAllCPUTE TO JABAAT HA CeKOja
BPEMEHCKA BPEIHOCT ToMara Jid ¢e OQjacH! IITO BCYIIHOCT Ce
OOWyBAAT 1A TIOCTVITHAT CO CBOCTO TPCTIIPHJATHIC 1 B3 IO K TH
(okycupaar ceomte Haropu. Hekow o HMHCTpyMEHTATHHTE
BPSIHOCTA  HaBETICHH BO Ta0eiata 1-1 cc BaKHM KOMITOHSHTH Ha
OITHECYBAE-E Ha MEHAlIEpHTe: J1a o Oryie aMOMIO3eH (TolieM TPy,
CIpeMeX), CO IIMPOKY TIOIIEM (OTBOPEH), CIIOCOOEH (CTPYyHeH,
e(heKTHBEH), OITOBOPESH (B3 KOTO MOYKEIIT JTa O TIOTIIPEIIT) | IIITO
VM2 CAMOKOHTPOJIA (CAMOMCI IMTTTHA, BO3MKAHOCT).

Tokpaj OBa, PeNaTMBHOTO 3HAYCH:E ILITO MEHAlICPHTE Ha
YOBEUKH PECYPCH TO CTABAAT MPETT OBUE M JPYTH MHCTPYMEHTATHA
BPEIHOCTH, MOYKE JIA € BEKHA OMPerIeioa 32 HUBHOTO OIHECYBAHS
Ha paboTHOTO Mecto. Ha mprmep, MeHariepoT IImo cMeTa Jieka
BpeHOCTA Jia o MMa (haHTazmja (KPeaTviBeH, Ce OCMeNTyBa) €
HajBaKHA, e O1ie TIOMHOBATVIBSH U Ke TIpe3eMa TIOBEKE PYBULIH OfT
MEHAIIEpOT IITO CMETa JIeKa Toa He € TOKY BUKHO (WM JieKa
CIHAKBOCTA € HAjBUKHA). MeHayiepure KoM CMeTaar Jieka
HICKPEHOCTA (WeCHOCTa) € HAjBUKHA, Ke ja CTABAT BO TPSJICH TUTaH
3a71AYATa 32 [PE3EMAHLE HOOTTXOTHH YeKOPH CO 11T CHTE WICHOBH Ha
OIICTIOT WK TIPSTIPHJATHETO [ CC OTHECYBAAT CTHYKUL

Pasmenany ce BpenHocTvTe Ha KyHesuTe Kazie 1mo Haz

55 mumonn Kuresn paborar Hazpop on Kuna, paxopomar co
TProBYja M MHBECTULIMK BO 1ieyia Mctouna Asija (oceen Kopeja 1
Jaronmja) m cera ce npormpyeaar Haaeop o A3uja, Bo Espora u
CAJL. Yecro Hapeyenn Kunesu npeky Mope, THE ¢€ UCTAKHATH BO
OVBHKICOT CO HEJTBPKHOCTU M MHBECTVILIMM BO 3eMjH Kako CHHTaryp
u Maneswja. Tre ce  yCIIeIlHA BO OHA IITTO TO paloTar, TOMKY
YCIICIITHH IIITO HeKOM OJ HMB CCra BOJIAT MYJTTVMITTH]apIICPCKH
xommanny. U.C. Wang € ocHoBaY ¥ Tiperceniapad Ha Formosa
Plastics Group, co cerirre Bo TajaH, Kojarimo mrpamia (adprka
on 2,1 MWWjapay JOMApH 32 TIPOMBBOICTBO HA IUIACTHKA W
niepoxemuja B0 [lonar Komdop Texcac Bo 1994 romna. Cheng
YUu-tong, MeHarep Ha HEIBMKHIHK 071 XOHT KOHT, € corcTBeHrK
Ha cuHimpor xoremr  Stouffer m Renaissance Bo CAJL n mva
KOHTPOJIA Bp3 HeKOM paboTi 3a HeerpkHMHN Ha Donald Trump o
New York City President Enterprices, TajBancka mpexpanOeHa
KOMIIaHWja, Kojaimo npovseenyBa koaan Girl Scot Bo ocym
niekapaALy Bo CAJ] M KCTO Taka € COTNCTBEHUK Ha TEKAPHHULIA I1ITO
TIPOM3BEITYBA KOTIAYH CO YOKOMATHH 3pHa Famous Amos.

Ensa vmrna kapakrepricTvika Ha Keresure ripexy Mope,
03 orvIeN T YITpaByBaaT co OaHKa BO XOoHT KOHT Wi BACTHHCKA
io0aTHA OpraHM3AIM]a, 0 HABHUTE BpeiHOCTH. Hayt cé Tvie rieHar
HAIOpHA  paboTa, avMOMLMja, LBPCTH CeMOJHHM BPCKH, CeMcjHa
CHTYPHOCT, ~ OITOBOPHOCT, ~ CAMOKOHIPQVIA M CTPYYHOCT.
Mumjapnepor U.C Wang HUKOrarir HeMait 3eMeHO CJI0007ICH JIeH, &
Kao Chin-yen, nommpercenasauor Ha President Enterprices, roeopert
Jieka ke o pa30Q ako HeMa Imo Jia pabomn.  MHory of
YIpaByBaHUTe OM3HVCH OMTTe ¥ BO COTICTBEHOCT Ha KHesu rpexy
CeMejHH OVBHVICH, 8 POIUTRIINTE paboTat MHOTY Jia im 00e30erar
00pazoBaHvie U TIOTPeOHO KCKYCTBO 32 JieliaTa cO TRl THe Jid
TIpe3eMaT BKHY TIO3ULIMK BO HUBHUTE KomitaHnH. Jlexa Kunesure
CC MHOTY JIMCLIMIUTMHHAPAHH M OITOBOPHH, KAKO M MHOTY CTPYYHH
MEHAIIEPH, € BIITHO OJ] HUBHHOT YCTIEX HACeKa/ie BO CBETOT. The,
WICTO TaKa, CMETAAT JIeka HAjBKHH TIPUHIIMITA O JIA C¢ OCMETyBaaT
JIa TIpe3eMaT MHOTY HEILITa M [ 0€ KPEATHBHH, KAKO L1ITO MOMKE J1a Ce
BUJIV O/ HUBHUTE MIDTH]apIIEPCKI MHBECTUI A HACCKAJIE BO CBETOT.
Bo Tajean, Y.C.Wang mv vi3rpa ivnt 1HH 07 HajTOJIeMHTE O0JeKTH 32

TIPOFBBOZICTBO BO CBETOT CO BPEIHOCT Of OKOIy 9 MImmHjapmy
AMEPUKAHCKH JIOTIAPH.

3a OBUE MEHALIEpH- MAPKETAPH, TIPETIPHEMAHH, C¢ BKHI
U CJICIHITE BPSTHOCTH: TIOUHT, BOCXUT U OMIITECTBEHO MPH3HAHKE.
MHory of JefOBHATE 3IeIKA Mely TpeTpHjaTjara IImo ¢ BO
COTICTBEHOCT U ILITO CE PaKoBozieHH 011 KrHesu rpeKy Mope ce Bofiar
TPEeKy MPSKH HA MEHAEPU KOM MMAaT TeCHU BPCKH HA 3aeMHA
JoBepOa M TIOUHMT CO JICTICHNH. JIoKHMTE OmHOCH W BPCKA
WBIPaACHA Bp3 TIOYMT M BOCXUT CC HApeKyBaar ,.guanxi‘ u
TPETCTaBYBaaT MOYC Orepaly 32 MHory KuHesn mpeky mope.
Crmamo , Xiniyong'* 3Ha4 Jia ce MMa [I00pa peryTatpja i 100ap
KPSIMTCH PSJTMHT, M TOa € HAj3HAuajHA TPEIHOCT 33 MHOTY
MeHariepu KuHesu rpexy Mope.

3ar0a 31 MEHAlEPUTE BPSITHOCTUTE HA TIOGIHMHITE C&
3HAYAJHU M TVE RIMJaaT TIPEKY:

HaumHor Ha Kojirmo ce miena Ha JApyruTe ToeIvHIA U
TPYIH KOH BiHjaaT Ha Mel yHOBEHKHTE OTTHOCH,

OmtykuTe U pellieHHjaTa Ha HaCTaHATUTE TIPOOTIEMH TITTO
¥ M30MPA TTOSTIMHEIOT,

[epriermja Ha cuTyarmjara 1 rpoQieMITe KAKO acTieKTH
HA MOCIIMHELIOT,;

I'panvmTe 32 OMpeIeIyBAE HA OHA I1ITO €, FTH IITTO He €
€THUKO OJIHECYBAHC;

TonempHaTa [0 KOJaIIITO TIOSMMHIMTE TO Tprihakaar Wi
CC CIPOTVBCTABYBAAT HA [EIMIC W TMPUTHCOLIMTC  BO
TpCIIpHjaTaTa; i,

[Nepriermmjara Ha TIOGIMHEYHHOT OPraHH3ALIMCKH YCTIEX.

ToemyHIMTe MOXAT Jia CC KATCTOPH3Hpaar Crioper
JIMMHUTE BPETHOCHH M JKVBOTHU CTABOBU BO HEKOJIKY HHBOA:

1. Hwueo I - PeaxkmBHo. [loemmmipme kou Hemaar
TpeTcraBa 3a ce0e 1 He C¢ CBECHH 33 ce0ecH WM JPYIHTe Kako
YOBEUKH CYIIITECTBA U PEArvpaaT BP3 OCHOBA HA (DHBHONIOIIKUTS
rioTpeOu. OBa € KapaKTepHICTUKA 32 HOBOPOZICHUHH:A.

2. Huso I - Ilnemencko. llogmripre xou ce
KapaKTeprBUPaaT co BHCOKA 3ABUCHOCT Of TPA/HLIM]ATa F O] MOKTA
HA aBTOPUTETUTE.

3. Huro III - Erotentprano. [oemvmim kou BepyBaar co
CYPOB MHIIMBWIya3aM, KOM C¢ arpecBHA WM COOVUHM, a He
pearvpaar Ha MoK.

4. Hupo IV - Kongopmuctiuro. [ToeayHim co HU30K
CTeTIeH Ha TQVIEPaHTHOCT KOW TeIIKO Mpr(hakaar CTABOBM Ha JIyfe
YKH BPSTHOCTH CC PATAYHH O HUBHHTE U CAKAAT JPYTUTE Ja T
TiprhaTar HUBHHTE BPSITHOCHU CTABOBHL

5. Hupo V - Manunynamro. [loemuaim xou
HACTO]yBaaT Jia TH OCTBAPAT CBOMTE LIS MPEKY MaHHITyJIALHja CO
Jyfero ¥ padorara. Toa o MarepHjaCTA KOM TEKHEAT KOH
TIOBHICOK CTATYC H IPU3HAHVIE.

6. Hupo VI - Commouentpiuro. Tloemumim kou
VMaar TAKOB CTaB ¥ JpKaT JI0 cede Jia OWfiarT cakaHu M Jia o8
CJIOKYBAAT CO JIPYIHTE OTKOJIKY JIa OIAT HANPET TIPUTOA MMAJKA
HEraTtvBeH TIPUCTAll KOH MATepUjai3MOT, MaHWMylalpjara 1
KOH(POPMIH3MOT.

7. Hueo VII - Emuctenmmjanso. [loemprim co BUocOK
CTerIeH Ha TOJIepaHIMja 32 JIyFeTO CO PaTYHI BPSIIHOCHH CYJIOBH
31 PayIMYHOCTA BOOMITO. THe IWpeKTHO M OTBOPEHO Ce
CIPOTVBCTABYBAAT HA  HO(UICKCMOWIHOCTA HA PeCTPHKTHBHA
TIONTHKA, HA. CTATYCHH CUMOOITY 1 Ha TIPOV3BOVTHATA. TIPFIMEHA HA
OBJIACTYBAFHATA.
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3AKTYYOK

Bo mipakcara, pa3BojoT Ha YOBCUKUTE PECYPCH € BHCOK
MOTHIBAPAHKH (PaKTOp 32 BpaOOTEHHTE [ IAJiaT o Hajioopo of cede
1 TOj M OBO3MO)KYBA M Ha IPSTIPHjaTvjara Jia TIOKEKAT JISKA TH
TICHAT CBOMTE Ka/PH. Pa3BOjOT HA YOBEUKHTE PECYpPCH HI3 CBOUTS
Mporiec MM OBO3MOKYBA HA MEHAlIPUTE W BpabOTeHUTe
00e30eTyBAEE YUCHE, PA3BOj M MOYKHOCTH 32 O0YKHL, YHATPCITYBAC
Ha TIOCIVHEYHHUTE, THMCKUTE M OpraHM3alCKUTE Pe3yJTTamd BO
paborara. Bo COBpeMEHOTO >KMBECHE ¥ CTOMAHICYBAEE CE
HAMETHYBA TOTpe0a MEHAIICPOT HA HOBCYKM PECYPCH Jia Owrie
Kpearop Ha MeHalepcKata M OpraHM3atopckara  pabora BO
TPCTIpHjaTHjaTa, KPCatop Koj 0 OIVIFKYBA CO H3IPAZICH BPCIHOCSH
CHCTEM CO BUCTMHCKH BPEITHOCTH (KBUTATETH) ¥ KOj 3HAE M yMee
TIPABIITHO J1A TV BOJIA BpaOOTCHHTE U PHIKACHO J1a TV eDeKTHYpa BO
VBBPIIYBAKE HA TIOCTABCHUTE LM BO mpempjardjara. Ce
JIOOVBAAT CO3HAHMjA JIeka B3 TPAICHETO BPEHOCEH CHCTEM Ha
MEHAIIEPOT HA YOBCUKU PECYPCH CO BUCTUHCKH BPSTHOCTH BIMjaaT
TIOBeKe W O KOM HajBKHW OF. OMMILITeCTBeHATA KIMa,
Ky/ITypara BO JKMBOTHATA W pabOTHATA CPEUHA, BOMara 3a
HA/IPAIYBALE CO 3HACKE M CJICTICHC HA JIOCTUTHYBAFHATA OJT
]Pa3BUEHHOT CBET KAKO M IIMPOKO MPH(aTCHHTE HOPMH BO 3eMjaTa 1
BO OIMILITECTBOTO.
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INTERNET BANKING, EVOLUTION PER CLICBEATVINPAST AND FUTURE

ABSTRACT

Many years have passed since bank sector in R Macedonia
was liberated. At that time almost no one could imagine that except the
classical bank services, it would come the moment when the bank
transactions would be made from the enterprise or from home. So,
everything happens in just one moment if you have a computer. Its
connection to the intemet and the equipment with the security code
offered by the bank. This development helps to avoid the time spent
even for a simple bank movement during the classical bank- client
relation, to avoid the queue at the counter of the bank where the client
deals with his current account and to avoid even the parking, which is
becoming a disturbing trend. All these elements would make the
globalization “‘damaging” particularly for the very precious time of the
administration or business employee. This category is really “hunted”
by the banks in R. Macedonia. Due these instruments, this
technological innovation is more present in enterprises and fewer

1-p Aron badmijapu

JpxaseH YHrsepsuteT Bo TeroBo
+389 70 389006
agonbatftijari@yahoo.com

M-p Amna ¥Y3enpu badmujapn
[pxasen YHusepsurer Bo TeroBo
+389 71389006
aida_yzeiri@yahoo.com

Jexona badirujapu

+380 78443333
jehoona_a@hotmail.com

moments away from the business. The latter is better informed about
its bank account at the bank where it operates. It gets all the necessary
information such as the arival of the bank transfer, the punctual
transfer of the founds, the payments of the suppliers and even the
obligations of the tax. All these procedures happen with just one click.
They all happen in just few minutes. They all make this bank
instruments useful and appropriate. It is very valuable to define what
we all should have today: the efficiency. This is the evaluation with just
one click the Intemet Banking services. The hypothesis. Intemet
banking increases the efficiency of the bank services.

Keywords: Intemet banking, bank services, transaction,
globalization, efficiency.

WHTEPHET BAHKAPCTBO, EBOJTYLIJA CO EJIEH KJIMK MEX'Y MUHATOTO Y MIZTHUHATA

AIICTPAKT

Mmaar noMuHATO MHOTY TOIIMHH OJT JIMOCpaIvzaryja He
GarkapckroT cektop Bo P. Makenonmja. Koj ke mucriernie nexa
OCBeH OaHKapCKHUTE YOIyIH, Ke CH JOJIEITe €icH MOMEHT Kora
GaHKAPCKITE TPAHCAKLIAK Ke CC MB3BPLLYBAAT Of1 MPETIpHjaTvjara
WM O JOMA. 3HAYM JgKa € TOIpOCH €IcH KOMITyTep,
TIOBP3YBAFLETO CO MHTEPHETOT, 1 €JIEH aliapar co KOl HA CHTYPHOCT
TIOHYZIEH 071 OaHKaTa, ¥ ce ke ce CITyuH 3a ezieH MoMeHT. Ha BakoB
Ha4VH M30CTHYBajJKU TO BPeMETO LITO Ce 3eMa TPeKy JieH, Orio 32

€/THO IPOCTO OAHKAPCKO JIGJTCBO, KIACHMHHOT OITHOC OAHKA-KITHCHT,
PPEIOT Npe LIATTEPOT Kayie KAKO KIMEHT M3BPLITYBALLI JIEjCTBHja BO
TEKOBHATA CMETKA, Qypd U TAPKUPAETO €IEH TPEHI, JCHEIIEH
MHOry JiocazieH. CUTe OBYie @IIeMEHTH, IO Taa ITIo0a3al ja Ke o
HaIpapaT MHOTY''TITETeH '0C00CHO 33 CKAIOTO BpeMe Ha eJieH
IMMHHCTPATVBEH CITY>KOCHVIK FUTH TPrOBCIL, 32 JId CTHTHAT JIO THe
Omancn. Opa Kareroprja € MHOTY "yrmapHa'on GaHKATe  BO
PMaxenonuja. Bravcor 1irmo GraronapeHre Ha 0BOj HHCIPYMEHT,
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Ha OBaa TCXHOJIOIMIKA MHOBAIFA, JIOCTWIHYBA Jia OWIe MHOTY
TPHCYTEH BO MPETIpPHjaTHja U CaMO MHOTY MalT MOMEHTH JaTIeKy Ol
T0a, TI0 MH(OPMHUpaH 32 HeroBara OaHKAPCKa CMETKA KaJie OTieprpa,
TIPIICTATHYBA:E Ha OaHKapCKHOT Tparcdep, Tparcdepor Ha Bpeme
HA CpeICTBATa, MHOTYTE IUIAKAA HA CaHOMyBAdMTe I W
3anoIpKeHrjara Ha Taxcure. Crte OBHe cO eieH KK U CaMO MATIKY
MVHYTH IO TIpaBAME OBOj GAHKAPCKH MHCTPYMEHT MHOTY OTIIPEH
1 KOPHICEH M CEKaKO MHOTY BEKEH. 3a Jia TO OIPaHHYHME CETO TOd
o Tpeba Jia 1o uMaMe cute Hue, emkacHocta. Opaa Oeriie
CBONyBMjaTa CO CICH KIMK. OaHKAPCKOTO Ciykerme ntemet
Banking". Xwroresa:HTepHer GaHKapacTBOTO ja 3rorieMyBa
e(hMKaCHOCTa HA GAHKAPCKITE YCITYTHL,

Kiyann  300posu:  HTepHer GaHKapcTBO, OaHKapcKa
YOI, TPAHCAKLIA, [TIO0AII3aM, EHKACHOCT.

BOBE/]

3a repro]] Ha TPaH3!IM)a OHAKA KAKO MHOTY CEKTOPH Ha
CTONAHCTBOTO TaKa ¥ GAHKAPCKMOT CEKTOp MM BHTICH PasBoj U
YyBCTBYBAH OJ1 cHTe. JInOeparmsaipjara Ha GaHKAPCKHOT CCKTOpP 08
CMETRA 32 €JIeH 071 KiTy4HUTe (DAKTOPH LIITO MMAAT BIMJAcHO 32 OBOj
pazeoj. ViveHo TpBrH GaHKWITE ¥EBPIIyBad CaMO TAKBY (DYHKIIAN
KaKO: JIABAESE HA KPEUTVL, TIPUMAESE Ha JETIOSHTH, TEKOBHH CMETKH
u 1p. barkime 3a 12 OuaT KOHKYPEHTHH U 32 JTa TIPUBTIEYAT TIT0
TioroneM Opoj Ha KITHEHTH Tpeba Jia TIOHYJIAT e/THA IIIFPOK OTICET Ha
OaHKAPCKK YCTYTM M HA €lIeH BUCOK CATAHZAPI HA KBATATET.
BaHKapcKioT CeKTop € MHOTY HyBCTMIRNIICH HA HOBUHHTE H
TEXHOVIOIIKVOT PasBoj M OBA € 32 CaMaTa TIPHpOZIA HA OTEPHPALE 1
yeyra. Erexporckara pacrperienoa Ha GaHKAPCKATA yCiTyra CBOHTC
TIOYETOLM TY MMa ¢o yriotpebaar Ha (ATM)Barclays Bank,1968).
[peure ¢azu Bo UCTOpHjaTa HA KAHAIATE HA pacrpenesioara ce
TIOBP3yBAal CO TIA3APCHETO HA OaHKapcKara yciuyra TpeKy
TestedhoHoT. KimeHmrTe MOYKe 13 ja KOHIPOIMPAAT CBOjaTa CMETKA,
TpaHoepHpar TApH, [d 3eMaT MH(OPMALMM 33 YCIyIWTe, J@
Uakaar (HaKTypy, CO €IHO TeyIe)OHCKO jaBYBAE O TICHTApOT.
Iocne 80-Te TOMMHM 3apayy MOMYNAPHOCTA HA TIEPCOHATHUTE
xomijyrepu (PC) ce passu eHa HOBA yCIyra Ha €IICKTPOHCKA
pacrpenenoa PChanking. (Citibank,1984). Texxonorwjara va PC-
banking OGaparie a2 HEBMHATE KIMCHTM Jid MHCTAIAPAAT
TIEPCOHATHA COBTBEPH HA HUBHUTE KOMIT)YTEPH 32 1 ja JI0OHjar OBa
Gankapcka yoyra. [lopamm Toa mrmo mmMare ronema 1ieHa, PC-
banking mmartie yeriex camo Bo TiazapoT Ha Kopriopargu. Bo 90-re
TO/IMHH 33pa/ivi TOA IITO UMALTIE €/IeH TorieM OyM BO IIMPEHETO Ha
MHIEPHETOT 3e7ie M passoj W camara yoryra E-banking.(Intemet
Banking). Llesnra va E-banking e yrotpebara Ha e1eH HOB HauWH 32
TIOHY/TyBaF¢ Ha OaHKapcKuTe ycayr. VHTepHeT GaHKapCTBO TH
OBO3MOKYBA [Ia, IPEKY TEKHOJOIMjara Ha HWHPOPMAIHM |
KOMyHHKAIH, Jld C& TIPEMOCTM 3ary0ara Ha BpeMe 3apaiy
Oupokpamjara Ha TpaIMIMOHATHUOT OAHKAPCTBO M 3apaid
VIPABYBAHE 33 €JIeH TIOKPATOK TIepUO U HA €liecH MHOTY TIO
eprIKaceH HauMH HA JITUHUTE (PMHAHLIAML

TIOMM HA VHTEPHET BAHKAPCTOB. KOTA 1
KAKOCE POJTU

Bankure ce mpuCyTHM Ha MHIEpPHET CO €HA HWBHA
CTPAHHMITR, KOja OITIITH JTaBa MH(DOPMAITHH 32 OaHKATA 1 32 YCITYTHTE
IO TV J1aBa. VIHTepHeT OaHKMHTOT MM OBOSMOYKYBA Ha KITMCHTHTS

34 JIa TIPeKy MHTEPHETOT 3 BII3aT BO HUBHUTE CMETKY OFJTHHE 24
YacoBU HA JieH, 7 JICHOBM BO HENENATa, MPEKTHO Off HUBHUTE
JIOMOBH HJTH KAHLITIAPHIHTE U /13 M3BPILTYBAAT OAHKAPCKH OIepalin
IO TY cakaar. VHTepHeT GaHKapCTBOTO € YCIIyra BO JIMCTAHIR,
TIOHYZICH TIPEKY EJICKTPOHCKUTe KAHAM HAa pacripeneioara u
KOMYHHUKALHTE, HA TPATULMOHATHHATE TIPOM3BOAM 1 YCITYTH M Ha
HoBute Gankapckw yormyrv (barka Ha Maxenonrja). Tpeba ma ce
nMa TIperBrN Jicka VIHTepHeT GaHKapcTBOTO Hema 3a 1l Jid TH
3AMEHH TPAIIMIMOHATTHHATE KAHATA Ha PacTpeieyioa Ha OaHKAPCKITS
TIPOM3BOIM, TYKY /12 ja 3roJieMH Pa3HOBUIHOCTA Ha TOHYIATA HA
OAaHKApCKUTE YCIyIH, Off OHUE TPATMIMOHATHHIE HA OHHS
aBToOMarckure. baHkime BO HHMBHMTE TOYETOM CIy)Kea 32
3AMKYBARE HA TAPUTE HA CUTYPHO OBOMOXKYBIKM Jid CH
JIOOVBAME Kamata 3a JICTIOHWpaHUTe cperictBa. Bo jieHernHuTe
JICHOBH, OCBCH TPa/IMLIMOHATHUTE YCITyTH, GAHKUTE HyJIAT ¥ IPYTH
HOBU YCIyrd. PasBOjoT BO TeXHONOIMjata Ha MHGOPMAIUTE U
KOMYHUKALMTE, LIMPEHETO HA HMHIEPHETOT M MOOWIHATA
TenepoHrja FMAaT OBOSMOYKEHO TIOHYIA Of CTpaHa Ha GaHKHTE Ha
Wureprer  Gankviror. OBOj BWI HA  YOIyTM  OBO3MOMKYBA
MUHIMIBHPAE Ha TICHATA, 3TOVNIeMyBAe HAa ©(HKACHOCTA HA
OAaHKAPCKITE YCITYTH Y OCHTYPYBAFC HA TIOBHCOKW TPHJIMBY HA
GarxTe. VHTepHET O2aHKAPCTBO € Tpe3eHTHpaH Bo 80-Te TONMHHY,
MefyTOa TIOroyieMO IIIFPEH:-S MMAITIE BO cpeiHaTa Ha 90-Te ro/MHIL
TocnearTe romyam yrotpeOara Ha GaHKAPCKUTE TPAHCAKIIAK BO
IIeKTpoHCKa (hopma € 3rayieMeHa BO YyBCTBUTRITHA Mepa.

BAHKAPCKUTE YCJIYTU 1LITO CE HYJIAT HA
EJIEKTPOHCKM HAYMH

Maymre GaHK, 33 pazvKa Ofl TOJIeMHUTe OaHKH, HyJiar
OrpaHKyeH Opoj Ha YCITyTY BO OZIHOC Ha rorieMute OaHky. Bo oBaa
CMIICTIA YCITyTUTE IO TW Hyii VIHTepHET GAaHKMHIOT MOYKe Jig 08
KacUUIHpaar Bo /18 Buosr:(MHDOpMATIBHI KOH JI03BOMTYBAAT
Camo Ha KOHTPOIa Ha OWIAHCOT HUTH TPervienoT Ha Jiprpkersero U (1)
OICPATVIBHY, KOM JIO3BOVTYBAaT Jid CC BpIIAT CHTC TVIAYHA
Oriepariviv Ha eJIeH OAHKAPCKH IIIATTep, 3HAYM i Ce BPITIH TpaHchep
WM HA WCIUIATa Ha (aKTypu. YOIyTdre [mo ce HyJar Ha
QIEKTPOHCKM HAYMH MOXe Ja o¢ TIPylHpaar BO HYeTvpd
kareropi(pmapopmarmja,  (IDkoHTpona  Ha  GwmaHCOT,
(IMypariodep Ha cpezcsa, (IV) Kpeumv 1 Apyri OCHOBHH YCITyTH,
KOM Ce IMPETCTABYBAAT BO Ta0JIATA IOZIQITY:

Tabera 6p 1. Yeryrure 1rmo ce HyJar Ha eIeKTPOHCKH
HAYHH

Nnadopmarmja

Kontpora va Oriascor

Tpancdep Ha cpencrsa

Kpemmu

Hpyro

DMHAHCHCKH TPOM3BOIN

Cocroj0a Ha cmeTka

Tparicepn

Jlivur Ha KperToT

DUHAHCHCKOTO COBETYBAE

Yoy

Cocroj0a Ha KapTHYKH, JICOUTHI KPSITATHA

Hcrmara va kpeaumor

Armmarpparse

W3Bertimaj 3a m3B0MH1

Kypc Ha pasmena
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Cocroj6a Ha JIMTIHATE YeKOBH

[ nakarsara co KapTaKK
Ono0pyBarse HA KPSIATOT
YripaByBarse co JIMIHITE (DMHAHI M

Jpyrvi (hoMHAHCKCKI TIPOM3BOITA
Mzeop: HEPM

JIPYTY ®OPMU HA FAHKACTBOTO

Hpyrn opmur Ha Gamkapersoro ce @ PC Banking,
Telephone Banking, Mobile Banking, TV Banking. PC Banking. Bo
cyugjor co PC Banking He ce yriorpeOyBa HHTEpHETOT 32 Jia ¢e
TIOBP3YBA CO JIMIHATA cMeTka. OIT IMYHAOT KOMITyTep, MOXE Jia &
TIOBP3ETE CO MHTEPHETOT Ha OaHKaTa, YroTpeOyBajku efieH oce0eH
COBTBEP, CICH MOJEM M TIOCTOjHata TeneoHcka smHuja. PC
Banking i Hym vcTHTe IgjCTBIja KAKO M MIHTCPHET GAHKAPCTRO,
MeryT0a € MHOTY TIOOp3 M TIOCHTyPEH.

Telephone banking, Bo oBoj ciyuaj OaHkapckume
oreparK ¢e BPITIAT MPeKy TeyiepoHCKaTa JiHMja. baHkure 11mo
Hy/IaT BAKBa YCITyra yrotpeOysaar interactive voice response (IVR).
Oga ycayra v Hymu ucure kako efneH ATM, co HCKTydoK Ha
TIORTICKYBAH:E HA (DMHAHCHCKUTE CPETICTBA U JIETIOZUTHTE.

Mobile banking i1 SMS banking, IIpeky oBaa ycyra
GaHKiTe TV WH(QOPMIpaaT CBOWTE KIMEHTW TPEKy THIIIAHUTE
KPATKH TIOPaKH 32 COCTOj0aTa HA CMETKATA, TIOCTICTHUTE TPAHCAKCHIH
Oga e JI0jIcHO Kako Pe3yJTTar Ha PasBOjOT Ha TEXHOJIONMjara Ha
MoOWTHATE TeyehOHH ¥ HUBHATA TOVieMa TIpMEHa OfT CTpaHa Ha
JIyFeTo.

TV banking, 3a ma ce mpodumipa omx oBaa ycayra
TEJICBIBUCKUOT arapar Tpeba i Ovzie ToBp3aH co TeyepOHCKATa
JIMHHMj ¥ aKO OBA TIOCTIEHATA He (PYHKIMOHMPA TOraIl He MOMKE Jid
Bile3eTe BO Ballata cMetka. [Ipeky eHa MHTepakIvBaH Ormija Ha
JMTATPOHOT Ha TeJIEBU30POT, MOXKE 1A C& RIIETYBA BO CTPAHHLIATA HA
GaHKaTa 1 J1a o¢ 3eMaaT MH(OPMALTHIV 32 TIOHYZICHHTE YCTYTHL.

MPEMHOCTUTE W HEINOBOJHOCTU HA
VHTEPHET BAHKACTBOTO

Tpoduror 1o ro Hock MHTepHET GaHKAPCTBO

MHrepHeT GaHKapCTBOTO OCBEH IIITO HYJA MOYKHOCT 32
nonoOpo  3Aro3HaBakke Ha OaHKATA Kako eHa  (prHAHCHCKA
MHCTTYLIJa, OBO] BIJ HA YC/Tyra Kpenpa 1 JPYIH IPSIHOCTH KAKO
TIITO Ce:

ToromHoct. MHrepHer cipanvipme Ha OaHKUTE o€ BO
JwcTiosvIvja 24 yaca Ha JicH, TIOMHAKY Off IIATTEPHTE KOM padoTar
CO €ITHO O7PeTicHO paboTHO BpeMe. Ot ipyra CTpana He € Hy)KHO Jia
ce ryOu BpeMe YeKajKi BO pext OHTIEjKi MOMKEIL A TIPO(DHTHpaLtI Orf
OaHKapCKATA YCITyTa CaMO CO E7IeH KITHK.

Cexane nprcyTHocT. MOKe Jia ce TIOBp3eTe CO Balliara
CMETKa BO CEKO] MOMEHT U J]a CE TPIKUTE 32 BALIUTE JIMYHA
(MHAHCKM 1 aKO HE Ce Haofare BO BALLIETO MECTO, HIBOP Of
TYKABATA.

bpsvra Ha Tpancakipmre. OHMHE CMETKUTE TH
pearnvBrpaaT GaHKAPCKHTE TPAHCAKIINA MHOTY 1100p30 o ATM.

Edwracrocr. Camo TIpeKy €HA WHTEpHET CIpaHWLR
MOXKE JId TW aJMUHHCTPHpATE CHTE BAlA CMCETKH, JICTIOBUIVL,
TICH3UCKHTE (hOHIOBH, XapTHTE OJ] BPETHOCT ¥ TKH.

EduractoctIpeky  coducvimpanire MHCTPYMEHTH,
LITO TV HyZarT OaHKWTEe BO HWBHUTE WHICPHET CIpaHWLM, BU
TIOMaraar Ha Bac Jig TO YIpaByBaTe BallieTo OOrarcTBO BO €IcH
o(heKTVBCH HAUH.

3uaum MHTepHeT GaHKApCTBOTO, CO3MABA TIPEITHOCT BO
MPOLIECOT HA KOHTPOJIA W BO HAMATYBAEE HA TPOLLOLMATE.
Kimermire Moxe 112 1o Koprictar MHtepHeT GaHKapeTBoTO, 063
HYKaKBa TIOMOIII Of CTpaHa Ha BpaboTeHuTe Ha Oarkara. Ha oBoj
Ha4MH Cce HAMATYBAAT aIMAHVICTPATUBHITE TPOLLIOLIH, CO RIMjaHHe
BO 3MOJIEMYBAE HA MApKara Ha MpoUTOT HA (PUpMATa U BO
HAMATYBARETO HA TApu(ure IO TH alIpiaar OaHKWTe 32
HUBHHTE KveHTH. Y cnyrata ViHTepHeT OaHKapCTBOTO MM ToNieMO
3HAYCHHE 1 32 JITYHOCTUTE CO OIPaHUYEH! CTIOCOOHOCTH, OMTIEJKH He
€ TIOTPeOHO 13 CH OJIAT JIMHHO BO OAHKA FITH /13 OITTOBAPYBAAT APyTra
JIMYHOCT 33 MEHANMPAEse (YIPABYBAT) HA HUBHATE (DMHAHCHIL

TPOUIOLMTE W HEINOBOJIHOCTUTE HA
MHTEPEHET BAHKACTBO

WHrepHer 0aHKApCTBOTO HWAaKO Kpewpa OpsvHA W
eMKacHOCT, MefyToa HeroBara TprMeHa Ce TIPUIPY)KYBa CO
TQ/IeMH OZPETICHH TporTionH. [lorariemume TpoItiory ce TOBP3aHN
CO MHBECTHILIMMTE BO TEXHONOIMjA KAaKO IITO €. KYIYBAHETO U
MHCTATMPALCTO HA ANAPATATE U CHICTEMITS Xap/iBep M COBTBED:
BpabOTYBAFETO HA CICIMATHZAPAHIOT TIGPCOHAT 34 YIoTpeda Ha
OBOj CHCTeM; OMZIGJKY TEXHQTIONHjaTa Ce PasBrBa Co Op3u YeKopy 3a
Ja ce CJIeN OBOj TeK TIOTPeOHO € Jig Ce BpLIAT KOHTVHYHPAHH
VHBCCTVLIY, JIOTIKa KIVSHTHTE, HA TIOYETOK Ce COOdyBAaT CO
(DMKCHH TPOITIOLI KAKO; KOMITYTep, MOZIM M TIOTPeOHH IPOrpaMHy,
HO ¥ CO TPOLIOIM 32 MpHMEHA HAa YCIyrara KakoIpOIIOK 32
TIOBP3YBAFE CO MHTEPHETOT, MOCCUHATA TAKCA KAKO M TPOBYBHTE 32
Oankapckure  oreparii.  OCBEH  TOPCHABEICHUTE  TPOLIOL,
TIOCTOjaT ¥ JIPYIV He TIPETHOCTY KaKO:

[oderokor Ha yaTyrara Moxke Jia Oapa TioBeke BpeMe: 32
Jia 0 PervICTprpa BO TIpOrpaMaTa OHMHE Ha OaHKaTa Tpeda Jia ce
TIpHjaByBAIL JIMYHO BO OAHKA, /1A TIONOJTHAIT POpMYIIAp 1 1 YeKaTe
JTIOTIEKA 1. €& OTIPE/IH KOPHCHAYKOTO MME Y JIO3MHKATA.

Bpeme 3a yuerse Ha (QyHKIVOHHMpare HA MporpaMara;
TpeDa Jia ce TPOLLIM MATIKY BpEME 32 J1a CE HAYUH KAKO (DYHKIIMOHHPA
OBaa OHJIMHE YCITyra Ha OaHKaTa.

Texanaru npodremy: ViHTEpHET GaHKAPCTBOTO MOXKE 1A
Ovire erHa GaBHa YCITyTa aKO He KOPHICTHITE €IcH MOZIEM O SOK.

O1CycIBO Ha JIMYHO COOJICICTBYBAH: yIOTpeOara Ha
MHTepHeT GaHKApCTBOTO TH TO OI3eMa MOYKHOCTA Jia ce Oryie BO
KOHTAKT O BpaOTeHHUTe Ha OaHKara M Jia 6¢ yUuTe Ol HUBHUTE
COBCTH 33 IaTH YIPaByBATe NepeKTHO BaIIITE (PHHAHI M.

He wMoxere ga JenonHupare WM TIORIEYETE
cpecTBaTIpeKy MHTepHeT GaHKApCTBOTO HE MOXKE J1a JIETIOHHpaTe
(VBHYKY TIapY WM YeKOBH BO Balata cMeTka. Mcro taka u 3a
TORVIEKYBAE HA TMapy Tpeda Jia ¢e jaBuTe BO OaHKA WM Kaj
Hajormckror ATM.
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CUI'YPHOCTA HA UHTEPEHT BAHKACTBO

Hajromemara Temmkorja 32 MHIMBWATE CIOHM  BO

TIPOYHyBAFETO 1 BepOaTa KOH YCITyrara OHIVHE. 3HAHH CHIYPHH C8
OHYE TPAHCAKIIMM TIITO C¢ Pea3UpaaT Mpeky Hero. Hajranempor
PVBUK TIOCTOM BO TIPHCBOJYBAKLETO HA CHTYPHOCHHOT KOTI 34 BIIE3
VBBPIITYBAJKI OGAHAKPCKY JIgiCTBIja HA MMe Ha Ipyru Jivria. Co Tiem
HMBOTO HA CHTYPHOCT Jia Owrie Tonema, OaHKWTe IO HyZRT e
GaHKVHT  yTOTpeOyBaaT aABAHCHPAHW CHCTEMH HA CHTYPHOCT.
Topam Toa o cBOja CIpaHa M CaMHOT KIMEHT Tpeba i Ourie
BHYMATEIIEH CIIE/ISjKi HEKOH TPAKTAYHI COBETH 33 CAaMOOTIOpaHa 32
Jia OW7ie MHOTY TIOCHTYPCH.

WHTEPEHT BAHKACTBO BO MAKEJZIOHUJA

bankapckuor  cektop Wrpa 3HAaYajHa  ylora  BO
EKOHOMCKHOT Pa3B0j Ha €IHA Jpykapa, MefyToa He MOe Jia Ourie
OfIEJIeH Off MCTOPUCKHUTE CTyqyBaHha, TIOMATHYKA U €KOHOMCKU Ha
seMjara. Bo, mepronor koj To omOenexa M OTIEYBAHETO O
LEHTpaIBUpaTa CKOHOMUja M OpHEHTHPAFLETO KOH TIasapHara
CKOHOMHUa, OeI1Ie TIPUIKYBaH 011 OpojHH pehopME. AKTYEITHO BO
GAHKAPCKWOT TIa3ap OIpHpaar BKYMHO 15 GaHKM HAa Tasapor.
oA 110 TOMHA MM 3rOTIeMyBAFRE HA 308MOTIABAFBE BO PARTIYHH
CEKTOpH, TPOILIMPYBALE HA HOBA METOIM Ha MICITIATA, ICOMTHA 1
KPEIMTHU KapTUUKY, MHOTY MHCTapaHy ATM: oTBOpameTo Ha
HOBM (prjai HYB Tieata TepuTOpHja, MMA HAMPABSHO A
KBTMTETOT HA TIOHYJICHATE YCIyTY OfI CTpaHa Ha GaHKWTe Jia ce
sronevu Bo Tocyienaute Tomad (HBPM, TompmeH msgerrma
2013). Enen on paxToprite Koj RiMjae Ha TIOHY/IATA HA §THO IIAPOKO
HYBO Ha GAHKAPCKH YCITyTH Of CTpaHa Ha OaHKUITe € M MEpKaTa Ha
yroTpeOara Ha WHIEPHETOT Bo MakenoHuaja. Vi Ha
Nurepreror Bo MakenoHnja MMario pacT BO TIOCTIEIHUTE TO/HHY,
TIOPACT IITTO e 320e7IeKyBa F BO Ta0IIATA TTOZQITY:

Tabera Op 2. [poreHToT Ha yroTpedara Ha MHTEPHETOT
BO OIHOC Ha HacenerreTo (2000-2013)

Tomyma

Kopricrnk

Hacenenne

%% Ha KOPHICHHLI BO O/THOC Ha HACCIICHHE

2000

30,000

2,016,060

15%

2002

100,000

2,016,060

50%

2006

392671

2,056,804

191%

2010

1,057,400

2,0568%

510%

2013

1,280,132

2,091,719

61,2%

Wzeop: Intemet World Statistics

Bo 2011 ce 3abenexysa aeka MpOLEHTOT Ha yroTpeda Ha
vHTepHeToT Makenonmja e 51%, oBa e emHa fo0pa 1wdpa ako
rMaMe TIPSIBHIT IeKa CBETCKHOT TIPOIIEHT Ha yriotpeda e 42.3%,
Jorieka Bo criopenioa co Eeporma e 70.5%, oea mudpa ¢ momara,
TTopau Toa 11110 MHTEPHETOT € OCHOBA Ha KOpHCTere Ha VIHTepHeT
GapkactBo, OaHkuTe BO MakeloHMja TIOUHAA Jid MHACTAT 3
yroTpeOyBare Ha oBa yciyra. [locie oBa  GaHkuTe HarpasHja
HAIOpH 32 YIoTpeOa Ha OBOj TPOM3BOI U JicHecKa BKYIHO ce 14
GaHKI KO ja Hy/IaT 0Baa yCITyra off Totayior oft, 15 Garki. ViHTepHeT
GarkapcTBOTO Bo 2013 romMHa MMAITie PErucTprpaHo TIOBSKE Of
100,000 11O TO KOPKCTAT OBAa YCIyTa, OJT BKYIHHOT OpOj CMETKH
JIOCTAIHY 32 TURAKARE TIPEKy WHTepHeT, 754% ce CMeTKu BO
COTICTBCHOCT Ha (DFBMHKM TR, Jomeka 24,6% ce CMETKH BO
COTICTBEHOCT Ha [PABHH JILIA.

3AKJIYYOK

Co pa3BOjOT HA MHICPHETOT CCGKOj JCH M 0O
TIONPABYBACTO HA HEroBATa CIIOCOOHOCT 32 HATIOTIONHYBAE HA
TIoTpeOHTe 1 GaparkaTa Ha JIyeTo, i BO OAHKAPCKIOT CeKTOp AMATIO
TIporpec Bo 0Baa Tiavie. baHKITe BO LIeHOT CBET M TONIEMHOT Jiefia Ha
GaHKi BO MaKeioHja MICTOTaKa, HyZJaT Beke cera eiHa OHITMHE
yCITyra, HapedeHa e-0aHKVHT. E-OaHKMHTOT TH1 TIIITa KITHEeHTUTE /i
peanvrpaar 0e30poj TPAHCAKIIMK OHIMHE, Oe3 ToTpedara Jia ofiar
BO OaHka. [TIaBHA TieNT € Jia TV Hampaear CTBAPHTE TIOJISCHH 32
xmeHTvTe. CeIImo ce IpaBy co RIETYBARS HA BeD CAJTOT TIOHYJICH
OJ1 CTpaHA Ha BalliaTa OaHKA Y CTIETICIKY TH TIOTPSOHHTE YEeKOpH 32
peavBHpare Ha oreparvjara 1o ja rocakysare. CHrypHOCTa ce
HYJTY TIPEKy CHCTEMHUTE Ha CUTYPHOCT, MelyToa cexoratt Tpeda Jia
TIOKKyBATE BHUMATRITHOCT. VIMa e/ieH paHT Ha YCITyTv TIOHY/ICHH 1
HeKor OaHKY Ke BY JIABAAT TIOBOMHH YCTIOBH, 2KO OINTyHyBare Jia
pearBUpaTe TPAHCAKIMM OHMHE. 3010 Mu € niotpeber? Tu
LIITeM MHOTY BpeMe! 3a MHOTY Of TPAHCAKLMUTE ILITO BHE Tpedario
Jia TV M3BPIITYBATE MOpaHO(HAITIATH, TpaHodepy), Brie TpeDaio Jia cu
HajIeTe BpeMe 3a J1a OfiTe BO OaHka. 1Ma MHOTY MOYKHOCT U Jia CTe
YyeKarie MHOTY BpeMe Ha pefl, 1 Mva ceKoralil OrpaHidyBame Ha
BPEMETO!0aHKHTE C¢ 3aTBOpaaT BO OIPEICHO BpeMe M He Owie
OTBOPEHH 33 BUKeHIM ¥ 3a Tpazauimre. Co e-OaHKuHr OBHE
OIPAHIMYBAFbA He TIOCTOJaT BEKE:BHIC MOMKE Ha RIIE3ETE BO BAITIATA
CMETKa OHVIMHE BO CEKOj YaC OJ1 JICHOT, CeKOj JIeH Ha Hezienara. Brie
MOKE Jd CeIMIe JIoMa WIM BO KAHIENAPHja U CEKaKo Ja TH
VBBPIIYBATE CHTE OHKE PalOTH TIITO CTE TH MMAIE Ha TiameT. Brie
MOKE U /12 ja KOHTPOJIMpare 1 CyMara Ha BalliaTa CMETKa, U €/IHA
WCTOpHja Ha CHTE BAIIIH TPEHCAKIIM, Kora Ke ¢y rocakare. Ha oBoj
HAYVH, CEKOralll Ke ja 3HaeTe Barliara (PMHAHCKICKA TO3ULHja, M HeMa
JIa Ce YMOPHTE 3eMajKu ja 0Baa MH(OpMaIIHja.

ITIto Mokam na mpasam OHITMHE? Torarl Kako IJIABHO
TIpalliafke OCTAHYBA OBAATITO MOKaM JId HAIpaBaM TIPeKy e-
OankvHr? baHKuTe HyZaT paHr of YCIyrv, 1 MOXe Jia MMa M
VBMEHU Mely HUB. MefyToa, IiaBHHTe GaHKAPCKH OTEpariu 11110
MO)KE JIa TV FIBBPLITYBATE Ce Hy/IAT Off CHTe OaHKYL.

Bue wmoxke pa:l KoHmpormpare cymara BO Bammara
cverka2. TpeHodepupate cpecrBa(BHAIpE W HAZABOp  OI
JpKasara);3. Bpumre Harviam ((aktypy, Tenedony, Takcn). 4.
Kontpampare neram Ha TpaHcakipmre; S. Konrpompare
MHPOPMALIK BO BPCKA CO 3a8MH, JICTIO3UTYL, TIYIIITCHHUTE YeKOBH,
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MEHYBaIKHOT Kypc; 6. KoHTpormpare ncroprjara Ha BpIIICHHATE
VITIATH MpeKy HTepHeT GaHKapCTBO.

Kaxo Moxe 1ia ja mvam oBaa yoryra? [peeHcTserHo:Brie
Tpeba Jia IMaTe §1HA CMETKA BO €1HA 071 OAHKHTE I1TTO ja HyJIAT OBaa
yenyra. HopmarHo eHart TpeGa g ToronHuTe e7ieH (hopMyTiap 3a
armmpasse. [Iporigmypure ke Bi tv Oapaar oBvie MH(DOPMAITAK
Kako OpojoT Ha BAIIHOT MOOWITEH Teie(hOH Kako 1 IME)T aZIpecaTa.
Bo zaBucHoCT 0o OaHKara, ke BU e JiANe KOPHCHHYKO MME M
JIO3MHKA FITH APYTH WICHTA(HKALIMOHH CpelicTBA (KAKO Ha IPUMEp
PIN wm CIF, wm emmen murvranHa rieprvgukar. Bempam o
3CMAFLETO HA BAITIATA OHVIMHE CMETKA, Ke MOYKe JIa BIe3eTe BO Hea
Kora M Off KaZi¢ caKare, JIONeka MMaTe €IeH KOMITYTep U CeKako
MHTEpHET Mpexa. Kora ke cakare /1a Bie3eTe BO Balllata CMeTKa ke
Br ce Oapa 0Baa MieH(HKAIFoHa MHQOpMAITja.

Kow ce tpormiorure? Tporrorpme He ce UCTv o1 OaHKa BO
Ganrka. Bo mefyBpeme mMa Hekor OaHkM He Oapaar HHMKAKOB
Ha/IOMECT 32 0BAa YCITyra, MefyToa Mva JIpyrv Kazie IImo 1peda J1ia
iamre nposmsn. OOruHuTe Tapudu ordakaar Taprdara Ha
PEIHCTpALI]a, TOMMITIHATA Tapr(ia 1 Taa HA TPAHCAKLIANTE,

TocnemHo HO 1 HAJBKHOTO: cHrypHOCTa? Taka Kako 1m0
€ MHOTY e(pHKacHa,e-OaHKVHT MOKe 112 OFiTIe ¥ MHOTY PHBHYHA, aKO
He ¢ MpeR3eMaar NoTpeOHITe Mepkil Ha 3armira. OOYHO, OBYE
MHTEPHET CTPAHMIIH CE 3AIITUTEHH CO TIPOrpaMK Ha arrmra. Kcro
Taka, OaHKHTE OOMYHO Ke BH JIABAAT COBETH 32 PATTYHN TEMH I1TTO
ce MoBp3yRaar co 3arrmurara. Cekako, elieH OCHOBEH COBCTHAKOTAIIT
HEMOJTe Jid TO K&KETe KOPUCHMYKOTO MMe, Banmmor PIN u

Jp.CHrypHOCTa Jioara rpBara.
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STRATEGIES FOR SUCCESSFUL ONLINE PRODUCT POSITIONING. BUILDING TRUST IN ONLINE DISCOURSE

ABSTRACT

The dynamic information environment, which companies
compete in, calls for greater rigor to the undertaken strategies that
adequately meet the increased performance of innovation.
Technological solutions for building a successful image and
positioning of the companies in terms of a strong product
differentiation give more serious sign of sustainable development. This
represents a challenge when the companies build their strategies to rely
primarily on approaches by promoting their products and services with
modeling the users' behavior. The present-day consumer is 00
indifferent and insensitive to messages sent by the companies. The
breaking of the stagnation and activation of the consumers' behavior is
entirely in the hands of the companies using all means of influence and
incitement to the desired behavior. This would not be possible if the
companies do nat rely on creativity when building their strategies to
cover possible approaches that are applied both in offline and online
environment

Combining strategies will allow full coverage of the targeted
audience by focusing the companies’ effort to maximize compliance
with the habits of the modem consumers that stay on the Intemet and is

1. INTRODUCTION

Positioning is a major asset for the companies. It is not just
the result of a set of activities, but a real evaluation that users give to
their application and how the company is seen in their eyes.
Positioning is associated with the construction of identity and image of
a product, brand or company, based on the competitive advantages
which the company have for a clearer differentiation and identity.

Sustainability of the strategies for positioning depends on the
clear idea of the strengths of the company, which will be presented in
such a way to the audience that it could see the uniqueness that the
company offers in practical dimensions.

The power of positioning comes down to a few most
common features. The first is to provide value and benefit to the users
in solving their specific problems. The second is associated with the
construction of an image and a social commitment of the company
and iits activities embodied in the product, brand or corporative identity.
And the third important feature is the influence on user's perceptions by
the possession or usage of the products or services of the company.
Very often companies, in order to provide sustainable competitive

an important part of their daily lives. The network today is a major
source of information and a powerful tool for establishing a specific
consumer's behavior.

Building trust between stakeholders is essential not only in
offline discourse, but in the virtual reality. In the context of effective and
targeted online communication the better we understand all key
specifics of the environment, the more efficient the communication
and the bigger the trust rate. Deep and comprehensive online product
positioning helps professional communicators aim their messages and
reach their targets cost and resource effectively.

Knowledge of offine technigues and the product
positioning, their parallel implementation in order to combine their
advantages to achieve a synergy, enables companies to gain a strong
competitive advantage that is relevant to establishing a permanent
place on the market and development in a highly competitive
environment

Keywords: Online strategies, positioning, trust, online
discourse, communication

advantage, use the three features together, giving an exceptional value
tothe customer.

Knowledge of strategies for product positioning requires
companies to put more effort into their incorporation in the overall
marketing strategy. These strategies are not static systems, they
continuously change and develop as a result of competitive pressure,
penetration of technological solutions in the business world and the
integration of online and offline lives of consumers. Therefore it is
necessary these strategies to be well known in searching for synergy in
the implementation.

After the theoretical overview of the paper about online and
offline strategies for product positioning, the efforts in the study aim at
clarifying the main parameters involved in online product positioning
by making a comparison between the perceptions of the importance of
each - on one hand the publishers of an online content and the other
hand - consumers of this content.

2.LITERATURE REVIEW
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Internet widely entered everyday life. More and more
entrepreneurs direct considerable efforts and resources into their online
presence and for encourage the online consumers.

Online strategies

The specific characteristics of the Intemet environment
require the construction of a specific marketing model to attract
consumers, an influence on their perceptions, strong persuasive
arguments and their involverment in action or as Seth Godin interpreted
the marketing in the electronic age "Tuming strangers into friends and
friends into custormers™. (Godlin, S., 2010, p.2)

The paradigm about the traditional communication model
"one-to-many"* was reversed with the construction of the new model
"many-to-many”’, proposed by D.Hoffman and Th.Novak, suited to
the new conditions by the network. Its essence comes down to the fact
thet in an interactive environment every user can be a provider of
informetion. (Hoffman, D., Th. Novak, 1996). Priority in the study of
the consumer moatives for visiting at the web-based sites is given to
some variables such as interactivity, creating respect to the site relevant
to the advertised brand and formation of purchase intentions in users.
People actively engage in surfing when they want to satisfy their needs.
The reasons that cause the use of the web are directly related to the
level of interactivity. If the level of interactivity is high, consumers are
actively involved in the process of persuiasion by controlling the posted
messages, the volume of the desired information, the order of
presentation in the appropriate time and in accordance with their needs
and preferences.

The clarity of the leading motives that direct users to a
website is essential for a proper development of the online strategy and
involverment of users in the sales funnel (sales pipeline / sales funnel). It

The strategic approaches to build an online strategy and the
corect selection of appropriate techniques for generating traffic are
essential to achieve the company goals.

Intermet is the fastest growing market. Every day thousands
of new sites, blogs and forums appear whose life depends on the
consumer and it is a matter of marketing strategy and its successful
implementation in a web environment. The shortest way to inform the
audience of the page of the company is to find a place in the world's
most popular search engines. Search engines index the content of
each page with automated programs called "spiders”. Even if the page
is not explicitly added, their algorithms are designed to discover any
new page that appears. However, it is desirable the page to be added
personally to the search engines. Consumers are interested in any kind
of information: products and services, seeking opinions and evaluation
of other users. Therefore, for every company is essential its site to
appear in the first page in the search engine. According to a study by
Cisco among 5000 consumers from 5 courtries, 78% of all buyers in
the U.S. use search engines to explore and purchase goods or services.
(Kiberman, T., 2013, p.14) This statistic gives an answer how the
Intermet can be considered as a powerful tool for obtaining popularity
and how marketers must adapt their marketing Strategies to the
requirements of this communication channel.

The most popular search engines are Google, Yahoo, Bing
and others. Google covers 83.1% of the total number of users using
search engiines. Statistics show that consummers rely more on sites found
by the search engines than ads on websites, content distribution on the
Intermet and others. This draws more marketers to the techniques of

is important to consider what the goals and opportunities of the
company are because some of the instruments could be completely
free, others - extremely expensive. The most commonly used
techniques for generating traffic are the banner ads, search engine
optimization (SEQ), social networking, blogs, advertising per click in
the search engines, content distribution and more. (See Figure 1) Their
combined use provides an opportunity to generate more targeted
traffic, including users who are interested in the offered information
resource. Therefore for the entrepreneur is important what tools will
use in the applied online strategy to generate more traffic to the online-
based resources.

Figurel
Online marketing techniques used by U.S. b2b
marketers, August 2012

B PERCENTAGE OF THE TOTAL NUMBER OF RESPONDENTS

Others 2%
Content Distribution 16%
Ad banners 349
CPC "%

Blogging 53%
Social Media Marketing 60%

SEO 63%

Source: Kiberman, T., (2013), Na parvo myasto v Google, izd.
,Franchayzing BG* OOD, Sofia., p.18

search engine optimization, aiming to climb the website of higher
pasitions in the ranking of search engines. The biggest advantage of
search engine optimization is that, unlike other altermative ways to drive
traffic, with SEO (Search Engine Optimization) it is more targeted,
the audience is sorted out and directs potential customers to the site.
Although overshadowed by the search engines, banner ads are a tool
in the years proven to be effective to stimulate consumer interest and
drive traffic to websites. This type of ad formats floods the web and
therefore it is not coincidentally that in the practice waes established term
"banner blindness." Banner ads are featured on sites, in blogs, on
forums and search engines, etc. The low cost of this type of online
advertising and easier access, which provides customers to reach the
desired site, makes the format extremely favored by advertisers.
Growing insensitivity of consumers to this format and atiractive low
price for advertisers directs more effort in their development. In early
2014, 1AB Europe has launched a set of ad formats that provide
optimum potential in branding campaigns company called Brand
Builders. (IAB Europe, 2014) This kit includes six recommended ad
formats that offer new branding medium for advertisers. The set
includes static and dynamic ad formats, which are diversifying
opportunities for online presentation. Innovation in ad formats are that
in the kit are also included commercials compatible with the TV
screen, which extend the capabilities to maintain a builtin video
adwvertising. However, larger ad banners do not mean more traffic. The
goal is to provoke the interest of the user to click on it, and this is done
by the very design of a banner advertising. Yet it is increasingly relied
on the emoational connection, which is aimed to be built with users.
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This type of advertising efforts are aimed at increasing brand
awareness. According to research by Millward Brown MediaBrix and
88% of marketers consider advertising formats such as effective as it
can be achieved by building emoational connections with consumers to
increase brand awareness, loyalty and trust. (MediaBrix & Millward
Brown, 2014).

Anather popular technique to generate traffic is by using the
potential of social networks. Network traffic is organized thanks to
them and the trend will continue. Using the “Share” allows users to
share ocontent in their profiles, which triggers secondary
communication (viral marketing) between consumers and encourage
sharing on social networks, and brings to the company more targeted
VISItOrs.

Practice shows that the main traffic that is generated from
social networks remains through Facebook and Twitter, sothey are the
main target for most authors of Intemet content. The time zone in
which the publication is made is important so it could be fully shared.
Research company Bitly, measured the hundreds of links and data
among a group of American consumers shows that different social
networks have a different peak of attendance, which requires
publications at the right time for a particular social network. (Jourmal of
Manager, 2012) Activation of viral marketing depends on the time and
day of publication. The good knowledge of social media is important
as a reliable source of income. Using these channels, product
positioning requires companies to devise a media schedule for the
publication of advertising for various social networks because each has
its own culture and model of consumer behavior. (Kalmus, V., Realo,
A. & Siibak, A, 2011)

A successful tool that composes the strategies of an online
product placement is blogging. According to a study of the Content
Marketing Institute among 500 companies in North Ameica, 62% of
respondents believe that blogging is an effective tool that must be
included in the branding strategy. (Content Marketing Institute, 2014).
Using blogs pasitioning should be done delicately and with a dose of a
doubt in the result because bloggers always express their personal
views and attitudes and this poses a risk to the content of the published
information. According to PR specialist Kremena Georgieva, there are
constructed and effective mechanisms for communication between
marketers and the media, but betvween marketers and bloggers are siill
under development. It is therefore necessary that these relations to be
formed on the basis of continued effective communication, in the
centter of which stands the trust. (Georgieva, K., 2011, pp. 75-79) An
important condition about the use of blogs as a technique for
positioning included in product branding strategy is to match the theme
of the blog. A good altermative is the creating of corporate blogs of the
companies in which the emphasis is on human factors as there is
published informal information and events related to the life of the
employeesandthecompany . As part of the strategy for online
pasitioning can be seen exchanging links with other sites. This is a
good way to climb into the top positions of search engines. For this
purpose it is necessary to establish firm relationships with partners who
are related or complementary content to the site of the company.

In recent years, generating traffic through images gets
more and more popularity. Much of the information which users gain
is due to the related topic of the site, company, and product images.
Consumers prefer to receive a great deal of information with a display
of the content. Here also apply few simple rules. The first thing that can
be dore in this respect is to optimize the images. Google no longer

works only with text content and images, and indexed, <o it is
necessary optimization and pictures that are published to the site to pull
in the forefront. It is important that the image to be associated with the
text of the article. It is recommended to maximize the large images that
atract the attention of consumers and extend their stay on the site.
Experience shows that at this stage the most shared content on the web
are the pictures and video clips. It is therefore important thet they be
optimized and adapted to social platforms such as Facebook, Twitter,
Googlet, etc. Integration of telecom services and IT sectors formed a
dynamic IT environment. As a result of the development of mobile
communications a niche market has opened for entrepreneurs in the
use of mobile applications, thus successfully implement its product
positioning. Not surprisingly, it is considered that 2014 will be the year
of the multiscreen. (IAB Bulgaria, 2014), expectations are
increasingly more attention be paid to online video advertising.

3.METHODOLOGY

The study in the paper is done on online strategies thet
companies use for their successful positioning. It comprises two
parallel surveys - on one hand consumers of online content and on the
other - publishers of online content. The goal is to establish what
differences there are in assessing the significance of the factors for
succsssful product positioning in both samples. Twenty online
publishers took a part in the group of authors of online content. In the
group of consumers the sample was included 250 respondents. The
study covers the period from August 1, 2013 to January 30, 2014.

The questionnaire method was used for the purpose of the
research. The two studied samples were given an identical survey. The
questionnaire included informeation on demographic characteristics of
the respondents and also they were offered a system of criteria and
indicators to assess the importance of their effective impact on
consumer perception of online content. On the biasis of this study were
made general conclusions on what an online marketing strategy needs
to focus on building for successful positioning of products.

4. RESULTS

For the purpose of this study was proposed a system of
indicators for assessing the quality of web-based resources of the
companies to measure their strength of impact on consumer
perceptions.

Table1

Indicators of quality of the companies’ web-based
resources

Richness of content

Intelligibility

Awareness (Top of mind awareness)

Alfractiveness

Activity of impact

Dynamics (Frequency of update)

Addressing (Targeting)

Unigueness

Source: Systematization by D.Zlateva
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Indicators of quality of the companieswelb-based resources

In our opinion, the main indicators that characterize the
online positioning strategy and affect the quality of the
communications are richness of contert, intelligibility, awareness,
dfractiveness, activity of impact, dynamics, addressing and
uniqueness. Richness of content of information posted online reflects
the meaningfulness, the essence and completeness of the message
describing the integrity and completeness of the transmitted message.
Intelligibility is an indlicator that measures the degree of certainty, clarity
and precision of expression used tools and techniques to deliver the
message. The indicator awareness assesses level of detection or
identification by visual stimuli, creating a sense of belonging of the
brand or creates an association to it The indicator atfractiveness
measures the motive of interest with a parallel drive feeling of pleasure
reflecting the quality of attraction by the used expressions in the display
of the message. Activity of impact shows the influence of the
respective incentive to achieve the desired result, ie. it is the result of
deliberate action by the company and reflects the effects of the
"impact"* factor on the audience. The indicator dynamics aims to track
the moverment, swiftness and speed that produce activity and change in
system status. It reflects the dynamics of the means of influence,
power, intensity and exchangeability of the content of the incentives.
The addressing is extremely important to measure the quality of the
applied online strategy positioning. It describes the focus of the
messages to the target audience, the degree of coverage of the target
group, and how far it came to its adalressee (i.e. useful to audience). The
uniqueness refers to the originality, unique solution. In the online
environment "uniqueness” is measured by the creativity of the
techniques and methods used for transmitting audio-visual
information, uniqueness of messages addressed to usersand others.

A comparison of the data is presented in Table 2. From the
results we can judge the degree of overap between understanding
(onlire publishers) and perception (online users). Two of the studied
parameters have a complete overlap - "attractiveness” and “activity of
impact" Deviations are reported in the remaining six indicators, but
only in some of the studied criteria. For online publishers the most
serious decline is reported in richness of content, intelligibility and
dynamics in online advertising formats, from which we can judge that
the era of the online advertising has shifted from the quality of the
offered web design and content of the site itself. Variations of these
indicators in the studied segments are due rather to the objective
pursued by both sides publishers or consumers of content on the
Intermet. In this context, quite reasonably online publishers focus on
online awareness and addressing. Positioning is part of the corporate
online strategy, but the efforts of online publishers are mostly aimed at
brand awareness and proper addressing of messages to the target

audience.
Table2
Intervalsof Number of the respondentsaccording o indicators besed on the different criteria.
relative - Online
weightsof Corsumersofonlinecontent oublrers
te 1. Richnessofcontent
indicators . Onse  Onlinead . Onse  Onliread
WO e fomes | YO e fomes
<005 2
00500 |2 3 V&) 2 12(60%)
01014 197(B8%) 5 163(672%%6) | 15(%) 1 3
015019 |2 4 4 3 2 3
02024 178 2 13(63%)

(71.2%)
02503 6 3
>03 1
Total 20 20 20 20 20 20
2 Inelligibility
1
<00 k3 6 2 4 13(63%)
005009 183
01014 10@36%) R B2 | 11655%) 3 4
015019 14
02024 (%
02503 48 176(04%) 3 ) 2
>03 8 % 7 1 2
Toial 1 1
20 20 20 20 20 20
3 Avareness(Topofmindanareness)
<%
006009 27 18 23 2 1 1
184
01014 R  191(64%) (B | 1165%) BEWH 2
015019 k] 28 2 4 4 13(63%)
02024 8 13 n 3 2 2
02503 1
>03
Toil 20 20 20 20 20 19
4, Airaciveress
0B
005009 16 2 2
01024 7 10E6%) 9 1 uEw 2
167
015019 2 48 (668%) 3 1 13(63%)
02024 BB 2 A 14(70%) 2 4
02503 7 6 8 2 1 1
>03
Toil 20 20 20 20 20 20
5.Adivity ofimpact
<%
006009 3 4 5 1 2
01014 174000%) 12[M8%) 13 5% 116%) 2
015019 2 24 48 2 4 3
02024 13 3 109676%) | 2 2 12(60%)
02503 15 1 2
>03 1
Toil 20 20 250 20 20 20
6.Dynamics (Frequency of update)
03]
006009 2 u 3 2 1 1060%)
12
01014 183(32%) M8E02%) @B U 2@ 6
015019 2 5 » 3 5 2
02024 9 17 8 3 2 2
02503 8 15 3 1
>03
Toil 20 20 20 20 20 20
7. Addressing (Targeting)
V%
006009 2 2 12 2
159
01014 167668%) 171@B84%) ©30%) |3 2 1
015019 k3 A 61 BB 1260 3
02024 16 10 14 2 5 14(70%)
02503 5 3 4 1 2
>03
Toil 20 20 20 20 20 20
8. Unigueness
0%
006009 2 9 8 2 1
13
01014 % 17 16 1 &% 1
149
015019 60 161044%) (9% |13 5 15(75%)
02024 146(84%) M4 5% 2 1 3
02503 7 19 2 2 1
>03
Toil 20 20 20 20 20 20
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Table 3 presents the results of a research of the online
indicators by met criteria according to online content publishers. From
the data we can see what grades are offered by the respondents and
what is the share of each one of the indicators to the overall impact on
the implementation of the marketing strategy by the set criteria. As can
be seen the highest raties are reported in indicators “adaressing’” (17%6)
and "attractiveness” (15%v). This is no coincidence, each of the online
publishers relies on attractive content to trigger the AIDA formula by
dtracting consumers' attention. Even more serious is the regard to
targeting the audience as an important factor that is associated with
targeting the right audience to online-based resources company.

Table3
Criteriaand indicators for the evaluation of online
resources-hased companies according to the online publishers

Weightsiotheriteriausedinthesiucied
indiicators
Influenceofeach

Indicatorsfor | Webdksign | Onsiecontent | Onlineadformats | oneoftheindicators

evaluation otheoverallimpect
Richnessofcontent 01 02 005 1%
Intelligiboility ol 015 0% 10%
Anereness 01 o1 015 12%
Altractiveress 02 o1 015 1%
Adtityofimpect 01 01 02 1%
Dynamics 01 o1 005 &%
Addressing 015 015 02 1%
Unioeness 015 01 015 1%
Totel 1 1 1 1000

The graphical representation of the results of Tab. 2 can be
seen in Fig. 2. In the diagram are presented the weight or degree of
significance of each of the studiied parameters.

Figure2
Percentages of individual indicators based on types of criteria,
evaluated by the online publishers of content

H Web design

15% m Onsite content
10%
5% J H H Online ad formats
0%

\F ® Influence of each one
‘_n“ ,\“ of the indicators to
ol u Q &
:.'*0 & N é@ ) vb \}0
& s
&
& ¥

\\ A
¢ the overall impact

The second studied segment shows the levels
of indicators that should not be overlooked by online
publishers. From the data in Table 4 we can see that
the two most important indicators, according to the
consumers of online content that characterize web-
based resources are "attractiveness” and "uniqueness."”
This is not accidental and online publishers must be
aware of this. We must look at the matter of a unique
sale offer not only theoretically but also to practically

see its manifestation. Attractiveness provokes the user
to visit the site, and uniqueness makes him re-enter
and increase the duration of his stay in it. Uniqueness
and attractiveness are complementary indicators. From
the results it is apparent that the users attach the most
importance to the uniqueness (17%) and attractiveness
(15%).

The diagram of Fig. 3 shows the graphical expression of the
results presented in Table. 4

Figure 3
Percentages of individual indicators based on types of criteria,
evaluated by online consumers of content

B Web design

15%
H Onsite content
10%
5% ‘ _
‘ Online ad formats
K
B Influence of each one

\)(\\ of the indicators to the
overall impact

Table4

Ciriteriaand indicators for the evaluation of online
resources-based companies according tothe
consumers of the online content

Weightsiothecriteriausedintrestudied | Influence  of
indicators each ore of
Oni a the indlicators
Indcaiors for | Webcesign | Orsicorient | 10 o the owerall
evaluation impect
Richnessofoonient 01 02 01 13%
Ineligibility 01 015 01 1%
Anareress (Top of
mindanereness) 01 01 01 10%
Atfraciveness 02 01 015 15%
Adtivityofimpect 01 01 02 1%
Dynamics (Speed
ofupokte) 01 01 01 10%
Addressing
(Targeting) 01 01 01 1%
Unioueness 02 015 015 1%
Oouo 1 1 1 100%

In Table 5 are presented the evaluations of either segment -
online publishers to online users of content. As it could be seen,
publishers attach the greatest importance to the targeting auidience
(27%%6) towards more online-based resources. Not to be ignored the fact
that most firms maliciousty use the possibilities of online techniques to
guide traffic, for which in most cases do not go unpunished. For every
company is important not only to guide traffic to its online resources,
but that to be really potential custormers.

With users of online content the focus of the evaluation is
placed on the uniqueness of the proposed audio-visual information
(17%). It is not accidental that in algorithms using Google unicueness
of content is one of the most important criteria for evaluating online
presence. Unique selling proposition expressed through the Intemet
determines the unicue position of the company when positioning its
off and online resources. The uniqueness is a serious requirement for
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the online publishers to focus their energies towards creating conditions
for acompletely satisfying of the consumer's expectations.

Table5
Comparing the overall results of the study in both samples
AsEsenshy
Asessmentshy consumersofonline
Incicators for assesing publishers oontent
Frequency of st 1% 1%
Ineligioiity 1% 12%
Anareness 12% 10%
Alrectiveness 15% 15%
Adhityofimpect 13% 1%
Dynamics P 10%
Addressing 7% 10%
Uniqueress 1% 1%
Total 100% 100%

The table also shows that the second most important
indicator for the publishers is the atfractiveness of the proposed
audiovisual content through web-based resources. This result
correlated with the outcome of the users of online content and shows
us that there is a full understanding of the overlap of online publishers
and consumer perceptions of online content. After looking at the
overall results can be judged that publishers are fully aware of the
requirements of the audience. Their efforts should be directed towards
giving significance of updating the online content. Judging from the
data this parameter is ignored, and experience shows that frequent
updating of information makes consumers more loyal to the site, and is
a prerequisite for sustainable development of an  effective
communication with the audience. Another indicator, which also does
not get the required significance, is intelligibility. It gives semantic
meaning of the information offered. The objective of any company is
nat only a web presence, generated traffic to its online resources, but
also the transfer of the necessary expression and feeling through the
provided information. For online publishers it is important to find the
right balance in these online indicators so that they lead to an effective
implementation of the chasen strategy.

IMPLEMENTATION OF ONLINE STRATEGIES.
BUILDING TRUST.

The super informed modem citizen and its needs and
expectations lead to a brand new communicational rhythm and trust is
in its core. When talking about targeted persuasive communication in
online discourse, level of thrust seems to be essential. Effective usage
and deep understanding of each and every strategy listed above, tum to
amilestone when we are about to bring interaction to the end and there
is no difference whether we are talking about marketing, Public
relations or advertisement. Building trust is an absolute must in

between all stakeholders or amidst the brand and its customers,
especially when we are looking for the best strategy of online product
placement

Al psychological aspects and mechanisms of building trust
are lying far beyond this text. Except this, we do believe a higher
rhetorical argumentation level is absolutely essertial when we are
looking for efficient product placement in online discourse. It is
accepted as a basis of a longHasting and a sustainable communicational
medium, facing mutual trust and understanding.

When talking about product placement, trust and online
discourse, they are three key conditions necessary for the realization of
effective product placement in the online discourse using the above
mentioned strategies.

In first place there is a necessity of a balanced relation
between message, source and audience.

When talking about relation between ‘message-Source-
audience” it is necessary to emphasis that it is a basic and definitive for
the realization of each and every effective communication.

In her research ‘Rhetorical PR. Methodic of PR Efficiency’,
one of the authors (K. Georgieva) makes an in-depth analysis of the
meaning of rhetorical reflections over PR communications,
nevertheless media itself. There is a degp analysis in-between PR and
rhetoric and rhetorical argumentation is reflected as definitive when
building up effective communication with direct (media) and indirect
(wide) audiences. In the soope of the research, the aLthor proposes new
interpretation over the classical definition of PR and sums up rhetorical
argumentation to it — ‘PR is a technology for realization of effective
relations between the organization and its audiences (direct and
indirect), based on the rhetorical amrgumentation’. The difference
between rhetoric and PR communication when talking about
persuasive communication is rooted in the methodology of rhetorical
argumentation shown to all publics. In other words, communicational
campaign is build up by different PR technics and for each rhetorical
and dialectical mans are used (Georgieva K, 2013).

Within the online discourse, modem interpretation of the
classical rhetorical co-relation ‘ethos-pathos-logos’ is a basis. Relations
between the message, its form and targeted audience are definitive. In
this notion, when talking about a necessity of full coincidence between
amessage and a form, there is an emphasis on the essential necessity of
additional reflection over the term “targeted audience’.

In digital discourse the user is the one who is an active
participant in the informational flow and whom is the responsibility for
the realization of the thorough communication. Ones motives that
drive him towards communication, along with ones needs, make
himher an essential part of online communication. Deep
understanding of audience within the WWEB 2.0 discourse is a must for
its quality realization.

Deep understanding of area’s influence is essential for the
components of the online discourse and the trust rate amidst them.
Intermet and social media penetrate in our lives and change radically
nat only the way participants interact, but also the form and the content
of the interaction itself. We are thoroughly acoepting the notion of
David M.Scott, who is sure over the notion that ‘intemet changed rules
and you are the ones to change them in your tum in your marketing for
using their ideas in maximum and to realize them on the market” (9).

Today more than ever the interactive area dictates its pace
over all participants in the communication. Intemet and the social
media, along with their characteristics and peculiarities, tum each and
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every participant of the online dialogue not only into a participant but
alsointo a thorough participart.

Classical media maintain possibilities for all participants
either to participate actively, to be direct or indirect users of content, or
just to stay out there, watch and thus indirectly interact. In the digital
context, auditory is both user and a content — creator. Nevertheless all
used devices — mobile devises, tablets, laptops or PCs, different users
have various possibilities for interaction in the online macro-dialogue.
Inthe WEB 20the

Quality and character of the message (nevertheless its form)
targeted over the concrete needs, tum to be a catalyst of ever-changing
new motives and drives of attitude that tum to a new series of
interrelations with all participants of the macro-dialogue. Thus in one
definitive moment user, depending on the quility of the message, may
become active, stay passive or terminate its stay in the net or keep
surfing in the 2.0, but driven by a brand new behavior. This variety,
multidimensional attitude and freedom of choice, its brand new partin
the interactive macro-dialogue, sets brand new paces and challenges
ahead of communicational specialists.

Within the PR 20 communication is more than ever
personal and ad hominem. And this is the third condition for the trust
rate while product placement is on the table. There is not only the
individual, but also the recipient and the author of the ‘authentic
messages’. Due to this, there are arguments for the researchers who
date that new media dictate a new democracy of socium.
(Breakenricige, 2009)

Aresultof this brand new reality are influencers —the leaders
of the online discourse. Active and intelligent, they tum to be a
milestone of the efficient targeted communication. In the PR 2.0 these,
setting the new daily routine in communication. In online discourse
they are those on whom depends the effective product placement.

CONCLUSION

The results from the survey show that publishers of online
content largely cover the expectations of consumers, which implies a
correct understanding of the importance of each of the Studied
parameters and their impact on consumers online. The emphasis of the
study was on perceptions of online consumers, the reasons for this
being that online strategies successfully promote and enhance the effect
of offline strategies implemented by companies. At the foundation of
the built online strategies lies the goal of atiracting more users to online
basedHresources  companies. Not accidentally the focus is on
generating traffic because it is an indication of a company's success
onlire. In the modem conditions there is a clear understanding by the
sites owners of the importance of targeting the audience and directing it
to the site. Implementation of techniques for generating traffic in the
marketing strategies of online-based companies is an important step
towards their successful positioning web. This leads to a screening of
the target audience, interactivity with the users, and engaging themina
dialogue to gain their confidence, encouraging them to try the products
or services offered on these pages of the website. The increase in orders
and sales on the Intemet is a well-established trend and the way of
making a purchase decision is a consequence of the newly formed
habits of consumers that traditional offline tools cannot provide to the
moderm technological society.
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LATERALNI MARKETING KAO GENERATOR INOVATIVNIH PONUDA U RURALNOM TURIZMU CRNE

ABSTRACT

The purpose of this paper is to research the role of lateral
marketing concept in the process of the new products creation in rural
tourism of Montenegro. The special focus is given to analysis of the
technics and aspect of innovation in rural tourism. Using available
secondary data from government bodies and relevant intemational
organisations and primary data from authors research, several ideas for
further improvements in the sector are identified. Key findings indiicate
that lateral marketing in rural tourism should be seen as a means of
diversification of existing tourist offer. Therefore, lateral marketing

UvoD

Razvoj savremene ponude ruralnog turizma zahtjeva njeno
kontinuirano uskladivanje sa obimom 1 strukturom turisticke traznje,
pri ¢emu se istice znacaj marketinga kao uspjeSnog mehanizma
njihovog povezivanja, ali 1 predvidanja buducih relacija. Prema
Kotleru et al®’, marketing se definise kao ,dnstveni i upravijacki
proces putem kojeg individue 1 grupe obezbjeduju ono $to im je
potrebno ili Zele kroz kreiranje 1 razmjenu proizvoda i vrijednosti sa
drugima*. U vez s tim, marketing u savremenim uslovima poslovanja
ne moze se shvatiti kao promocija, Stampanje lifleta ili podrska prodayi,
ve¢ kao ,platforma za definisanje cilieva i strategija, 1 kreiranje
prozvoda koji mogu isporuciti jedinstveno iskustvo potrosacima i
generisti profit za turistiCku destinaciju i pojedinatne nosioce
porudes“®® U tom smislu, marketing aktivnosti, akcije i programi treba
da budu u funkgiji postizanja strateSkih ciljeva u turizmu, a
posebno sledecih: odrzivi razvoj, satisfakcija potrosaca, generisanje
profita, smanjenje sezonalnosti, generisanje novih i odrZavanje
postiecih radnih myjesta, podsticanje preduzetnistva i inovacija te
razvijanje odgovomijih i odiZivijih oblika turisticke ponude.

Identifikovanje 1 jacanje distinktivnih kompetencija 1
inovativnih pristupa kreiranju ruralno-turistickih iskustava su elementi
koji se priviate veliku paznju. Radi se o elementima koji su osnov
konkurentske prednosti, i tzv. ,, nust have*“ u cilju opstanka na trzistu,
pasebno u srednjem i dugom roku. Konkurentske prednosti poput
autenticnog duha mjesta ili unikatnog identiteta su teze za
kopiranje, dok se vjestine i znanje mogu unaprijediti ulaganjima u
obuku i obrazovanje. Za razliku od njih, gjena je jos jedan element koji
je (prelak za kopiranje, narocito gdje postoji vedi broj identicnih
nosilaca ponude na uzem prostoru. Stoga, neophodno je identifikovati
one tehnike koncepta marketinga koje mogu generisati inovativne

87 Kotler, P, Bowen, J. T. i Makers, JC, Marketing for Hospitality and
Tourism, 4th Edition, Prentice Hall, New Jersey, 2005, str. 13.

%8 Mihailovié, B. i Moric, I, The Role of Marketing Philosophy in Rural
Tourism Development, Tourism and Hospitality Management, Vol. 18, No. 2,
2012, sr.278.

cannot be understood as substitute for traditional marketing concept. It
could be efficientty implemented in rural tourism sector as a platform
for creation of innovative and delivery of unique experience t
consumers and generation of profit for rural tourism destination.

Key words: lateral marketing, innovation, product, rural
tourism, Morntenegro.

ponude u sektoru ruralnog turizma, posebno kroz koncept lateralnog
marketinga. Naime, lateralni marketing je zasnovan na trazenju
moguénosti za Sirenje sopstvenog poslovanja otkrivanjem jedne ili vise
novih potreba, nacina upotrebe, ciljnih grupa ili situacija, koje nisu
obuhvacene prvobitnim definisanjem trziSta za odredeni proizvod ili
uslugu. Polazeci od hipoteze da se tehnikama lateralnog marketinga
mogu generisati inovacije u strukiun ruralno-turistickih iskustava, cilj
ovog rada je identifikacija klju¢nih karakteristika primjene marketinga
u sekioru ruralnog turizma, asnovnih tehnika lateralnog marketinga, te
definisanje smjernica i principa buduceg razvoja ponude uzimajuéi u
obzir postojece stanje ruralnog turizma u Cmoj Gori. Posebno se istice
problematika izvodenja tzv. lateralnog skoka kod proizvoda, ali i kod
ostalih osnovnih instrumenata marketing miksa.

1. MOGUCNOSTI PRIMJENE LATERALNOG
MARKETINGA U RURALNOM TURIZMU

Lateralni marketing je zasnovan na trazenju mogucnosti za
Sirenje sopstvenog poslovanja otkrivanjem jedne ili vise novih potreba,
nacina upotrebe, ciljnih grupa ili situacija, koje nisu obuhvacene
prvobitnim  definisanjem trZita za odredeni proizvod ili uslugu.
Definise se kao ,yadni proces koji, kada se primjeni na postojece
proizvode ili usluge, proizvodi inovativre proizvode i usluge koje
pokrivaju trenutno nepokrivene potrebe, upotrebe, situacije li ciljne
grupe..“%° Kao takav, predstavija proces koji nudi velike moguénosti
7a kreuarye novih (pod)kategorija proizvoda ili novih trzista.

Jedna od najéescih tehnika za izvodenje lateralnog skoka
na nivou trZista, jeste promjena aspekta u kome proizvodi medusobno
konkurisu. Radi se o slede¢im elementima: potreba, cilina grupa,
miesto, vrijeme, situacijai iskustvo. Kotler i Trias de Bes™ kao primijer
promene mjesta za koje su proizvodi vezani i realizovanja inovacije,
navode ruralni turizam kao novi koncept u turizmu, pri ¢emu se
koriste stare seoske kude, restaurirane 1 preuredene u male 1 mime
hotele. U ovom slucaju, novo mjesto za turisticki proizvod je ruralno
podrudje, koje je prihvadeno od strane turisticke traznje i postalo bitan

89 Kofler, P. i Trias de Bes, F. Lateralni marketing: Tehnike za iznalaenje novih
marketing ideja, Adizes, Novi Sad, 2005., str 97.
™ Ibidem, str137.
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segment turistickog trzsta. Sa druge strane, primjena lateralnog
marketinga je neophodna u oblasti ruralnog turizma, o ¢emu slijedi
analiza u nastavku.

Primjena lateralnog marketinga u oblasti ruralnog turizma je
potrebna, pri ¢emu praksa biljezi razvoj novih usluga 1 sadizaja U
ruralnom podrucju, posebno kroz sledeée tehnike: (1) Promjena
vremena (npr. rekreativne aktivnosti u ruralnim podrudjma koje se
umjesto tokom dana, odviiaiu nocu, poput: ribolova,  skijaa
kupanja); (2) Promjena potrebe (npr. pokusaj da se pokrije nova
korist postoje¢im proizvodom ostvaruje se kroz razvoj ponude team
buildinga ili drugih sadzaja iz segmenta MICE ponude);, (3)
Promjena ciljne grupe (npr. pokusaj da se pokriju ciline grupe koje
nisu ranije razmatrane, ostvaruje se kroz priviaenje umjetnika kroz
umyjetnicke programe poput Skola plesa i slikanja, ili djece kroz ponudu
edukativnih farmi); (4) Promjena situacije (npr. pokusaj povezivanja
sopstvenog turistickog prozvoda sa odredenim dogadajima poput
Nove godine, viencanja, proslava, pri ¢emu se razvijagju sadzaji u
ruralnom prostoru kaji pokrivaju owu dimenziju  ponude); (5)
Promjena mjesta (npr. podrazumjeva novo mjesto konzumiranja
proizvoda ili usluga kao $to su wellness i spa sadizaji u ruralnom
podrudju); (6) Promjena aktivnosti (npr. podrazumjeva povezivanje
osnovnog proizvoda sa novim aktivnostima, pa su primyjeri Skola
kuvanja i zanata saviemeni trend u kombinovanju odmora i rekreacije
sa edukativnimyaktivnim programima’™).

Osim navedenih tehnika koje spadaju u grupu tehnika
supstitucije, potrebno je navest i dodatnih pet, za koje autori tvrde da su
mnogo kompleksije za primjenu, i to:" (1) Tehnike kombinovanja
(npr. dodavanjem jednog ili vise elemenata uz oCuvanje ostalih nastaju
ponude poput wine&hike koje kombinuju posjetu vinarijama i
biciklizamy); (2) Tehnike reorganizacije (npr. promjena redosljeda
jednog ili viSe elemenata proizvoda kreirala je ponudu smyjestaja na
katunu, pri ¢emu udobnost 1 uslovi smjeStaja postaju sekundami u
odnosu na avanturu koja je primama odlika ponude); (3) Tehnike
pretjerivanja (npr. preuvelicavanje jednog ili vise elemenata
proizvoda dovelo je do nastanka ruralnih casino-a i Soping centara kao
atrakcija u ruralnom turizmu, ¢ak i u indijanskim rezervatima u SAD-U
i Kanadi); (4) Tehnike inverzije (npr. uvodenjem suprotne koristi od
uobicajene dovele su do nastanka ponuda ruralnog turizma koje nude
rad i fizicku aktivnost umjesto odmora i pasivne rekreacije); (5)
Tehnike eliminisanja (npr. podrazumjeva eliminisanje jednog ili vise
elemenata proizvoda kao u primjeru izleta bez turistickog vodica (npr.
samovodenje), pri ¢emu se koristi mobilni telefon 1 odgovarajuca
aplikacaja za pristup informeacijama).

Osim primjene lateralnog  marketinga na  proizvoduy,
inferesante su mogucénosti primjene istih tehnika u podrucju cjenovne,
distributivne 1 promotivne politike. Sliede¢i primjeri mogu biti korisni
za nosioce ponude u ruralnom turizmu Cme Gore: (1) Cijena (npr.
koriste se postojeci nacini placanja, ali u oblasti ruralnog turizma kao
$to su: program frequent customer, program ,skupo™ + ,veliki
popust, naplata ulaznice u ugostiteljski objekat uz neograni¢eno
konzumiranje hrane, vauceri za izlet koji vaze cijeli mjesec); (2)
Distribucija (npr. koriste se postojece distributivne formule u sektoru
ruralnog turizma kao $to su: slanje ponuda last minute putem maila
stalnim korisnicima, prodaja domacéih proizvoda poput mlijeka u

™ Vidieti primjer edukativnih kurseva u ruralnom turizmu Japana. (npr.
Creighton, M. R, Japanese Craft Tourism: Liberating the Crane Wife, Annals
of Tourism Research, VVol. 22, No. 2, 1995, str. 463478)).

"2 Kotler, P. i Triade Bes, F, op it, str 153-161.

automatima u gradu, prodaja smjeStaja u ruralnom hotelu putem
mobilnog telefona, uredeni Standovi ili prostori u Soping centru koji
promovisu ruralnu turisticku destinaciju); (3) Promocija (npr. koriste
se poznate tehnike promocije kao $to su: CD o ruralnim kampovima
kao poklon uz asopis, koriséenje voca za turisticku prmociju ruralnog
podrucja putem promotivine markice na npr. jabuci ili pomorandzi).

Na koncu, lateralni marketing ne predstavija zamjenu za
tradicionalni marketing niti promjenu u pogledu kljucnih principa
makreting filozofije. Naime, rije¢ je o pristupu koji je potreban,
komplementaran i koji se uspjesno razvija 1 primjenjuje uz postojede
modkele kreiranjamarketing programa.

2. RURALNI TURIZAM CRNE GORE KAO
IZAZOV ZA LATERALNI MARKETING

Na bazi istrazivanja autora’, moguce je izvesti sledece
zakljucke u vez sa ulogom 1 znacajem ruralnog turizma, posebno u
odnosu na koneept ruralnog razvoja 1 integrahni turisticki proizvod u
Cmoj Gori, ito:

(1) Opéte stanje sektora ruralnog turizma je veoma lose,
$to dokazje nekonkurentnost ovog sektora na nacionalnom i
medunarodnom nivou. lako postoje pojedinatni  preduzetnicki
poduhivati ¢ija konkurentnost visestruko prevazilazi opste stanje, ipak
to nije dovoljno da bi izmjenilo postojecu sliku. Ova ocjena ne
iznenaduje, jer ruralni turizamu velikoj mjeri dijeli sudbinu loseg stanja
u ruralnim podrucjima. Uzroci tome su veoma brojni, dok su Kljucni
problemi i preporuke istaknute u nastavku,

(2 Nepostojanje jasne strategije i marginalizovanje
ruralnog turizma u strateSkim razvojnim dokumentima
implicira na relativnu nebitnost ovog sektora, nerazvijenast |,
djelimi¢no, neprofesionalizam u ponudi. Potrebno je uvaziti praksu
evropskih zemalja u dijelu izrade zasebnih strateskih razvojnih
dokumenata za ruralni turizam (npr. Srbija), ali i potpuno izdvajanje
agroturizma kao posebne pravne, statistiCke 1 administrative cjeline
(npr. Zakon o agroturizmu u faliji).

(3 Ruralni turizam je zapostaviien usljed proteZiranja
kupali$nog turizma, i drugih oblika turizma koji biljeze vise profitne
stope 1 stope rasta (npr. nauticki, kruzing). Postojeca ponuda nije
kvantitativno ni kvalitativno dovoljna za efikasan trZiSni nastup
Crme Gore kao turisticke destinacije teizgradnju prepoznatljivog
imidZa i (pod)brenda. Uz to, plasiranje kapaciteta ruralnog turizma je
i dalie veoma neorganizovano i problematiCno, s obzirom na
neujednadenost nivoa kvaliteta 1 vrsta kapaciteta, $to umanje njihovu
konkurentnost.

(@) Cest je slucaj upotrebe razlicitih termina koji su bliski
ruralnom turizmu U strategijama i planovima, kao $to su: turizam
temeljen na prirodi, odwivi turizam, odgovoran turizma, zeleni
turizam, agroturizam, seoski turizam.  Nekonzistentnost u
terminologiji ukazuje na nepoznavanju sustine koncepta
ruralnog turizma, ali i dovodi do konfuzije, $to za posljedicu ima
rasipanje ionako oskudnih resursa. Ista pojava je prisutna kod
organizovanja niza marketing aktivnosti (npr. istrazivanja, promocije,
kanala prodaje), definisanja pojedinin strategija, izrade studija i
akcionih planova, $to samo uslomjava ionako tesku situaciju
otpocinjanja procesa ruralne revitalizacije u Cmoj Gori.

(5) Nepostojanje jasno definisanog proizvoda ruralnog
turizma u promotivnom materijalu Nacionalne turisticke organizacije
(NTO) u velikoj mjeri blokira dalji razvoj, uprkos postojanju

"3 Moric, 1., Marketing aspekt razvoja ruralnog turizme na primjeru Cme Gore,
Doktorsia diseriaciia U pripremi), Ekonomski fakultet, Podgorica, 2015,
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kvalitetnih pojedinatnih primjera autentiéne ponude (npr. etno sela, i
veci broj turistickih poljopriviednih gazdinstava). Dakle, nedostaje
objedinjenost postojeteg obima ponude kroz adekvatna
promociona sredstva (npr. broSura), Sto treba ispraviti u
kratkom roku da bi se potencijalni potro§aci upoznali i sa ovim
segmentom ponude Cme Gore. Dalje aktivnosti treba da budu
usmjerene ka specijalizaciji u ponudi (npr. organske fame),
tematizaciji 1 prekograniénom umreZavanju proizvoda. U stucaju Crme
Gore, napravijen je pomak u smjeru diverzifikacije (npr. MICE,
kultumi turizma, aktivan odmor), ali nedostaje zaoknuzen, cjelovit (tzv.
holisticki) pristup promociji ponude mralnog turizma. Stoga,
potrebno je omogucéiti pravednu i ravnomjernu promociju
ruralnog turizma na nacionalnom nivou od strane NTO.

(6) Samo su pojedini segmenti ponude ruralnog turizma
uspjeli zadobiti paznju 1 postati dio ponude turoperatora 1 turistickih
agencija, uglavnom kroz izletnicke ture 1 kratke boravke. To nije
dovoljno, pa je neophodno potpunije integrisanje ruralnog
turizma (RT) sa nosedim turistickim proizvodom Crne Gore,
Kkupali§nim turizmom. Osim toga, neophodno je objediniti ponude
koje konoepcijski pripadaju ruralnog turizmu (npr. hajking i bajking,
aktivni i autdor (eng. outdoor) turizam, ekoturizam, rafting, ekstremne
sportove itd.) te integrisanjem na svim nivoima (hpr. unutar pojedinih
segmenata ponude RT, izmedu svih segmenata ponude RT, izmedu
RT i dugh oblika turizma, integrisanja razvoja turizma sa
aktivnostima zajednice itd.) ostvariti neophonde preduslove uspjesnog
razvoja. Nesumnjivo je da vaznu ulogu u navedenim aktivnosti moze
imati efektivna i efikasna implementacija marketing filozofije. U tom
dijelu, operacionalizacija navedenih cilieva moze se ostvariti kroz:
umrezavanje, tematizaciju ponude i integralnu promociju.

lako je trenutno stanje nezadovoljavaju, radi se 0 sektoru koji
ima veliki razvojni potencijal. Razvojem ruralnog turizma moguce je
otvoriti novu Sansu Cmu Goru, poscbno u dijelu formiranja
prepoznatljivog imidza |, Jifestyle”® destinacije, $to je kljucni trend u
razvoju alterantivnih oblika turizma. U cilju valorizacije potencijala,
potrebno je identifikovati portfolio proizvoda, pri ¢emu se pored
postojecih, posebno isticu potencijalni novi oblici ruralnog turistickog
iskustva.

Uzimaju¢i u razmatranje savremene trendove u ponasanju
potrosaca, djelovanje konkurencije, uticaje svjetske ekonomske krize,
sopstvene jake i slabe strane (u skladu sa SWOT analizom) te
predvidanja o buducim kretanjima na trzistu, predlazemo za kreiranje
slede¢ih sadrzaja i elemenata ponude: Izemicke ture za razlicite
darosne  grupe Uz  kombinovanje sa posietama vinarijama,
maslinjacima 1 drugim  poljopriviednim  proizvodacima; Razvoj
ponude hrane 1 pica iz sopstvene proizvodnje, sa oznakom porijekla,
organskom oznakom ili oznakom tradicionalnog specijeliteta, uz
mogucénost senzorske analize vina ili ulja iz vlastite vinoteke ili
oleoteke; Razvoj smjestajnih kapaciteta u srednjem 1 dugom roku je
neophodan, posebno za destinacije ruralnog turizma koje su izuzetnin
prirodnih vrijednosti, pri tome ponudu smyjeStaja prilagoditi specifiénim
grupama i nisama (npr. Bike & Bed); Razvoj ponuda u porodi¢nom
vlasnistvu koji imaju snazan apel na tradicionalno gostoprimstvo i
ljubaznost (npr. porodicni ruralni hotel, pansion, vila i sl.), kao i razvoj
specifiénih usluga kao $to su ,jmoj komadi¢ zemlje™, ,moje stablo
masline”, ,;moje jagnje™ itd.; Aktiviranje lokalnih atrakcija i dogadaja
(npr. lokalne pijace, eko-Spajz); Programi za djecu i odrasle (npr. skola
tradicionalnih  zanata, Skola u prirodi, mala Skola pcelarenja);
Kombinovanje sa sadrzajima drugih altemativnih oblika turizma (npr.

MICE, zdravstveni, kultumi, nauticki) 1 uvodenje novih sadizaja, ali
pod uslovima stroge kontrole i stalnog monitoringa. (npr. tenis, golf,
bazeni, ATV vozila):

Pri razvoju novih ruralno-turistickih proizvoda vazmo je
paznju posvetiti slede¢im aspektima  doZivljajne komponenete
savremenog ruralnog-tursitickog proizvoda: (1) Razvoj tematskih ruta
po kojima uze ili Sire podrudje se uspjeSno diferencira i postaje
prepoznatljivo; (2) Razvoj interpretativnih tehnika kao elemenata
ponude (npr. centar za posjetioce, vodiCi, radionice, seminari, obilasci i
sl) kojima se uspjesno valorizuje materijalino i nematerijalno kultumo
nasljede; (3) Razvoj dogadaja (npr. manifestacija, festivala) koji su
snazan generator posjete, domacih i stranih posjetilaca, Sto dalje
generise brojne ekonomske koristi za destinaciju. Ukoliko navedene
preporuke primjenimo u shucaju Cme Gore, mogude je definisati deset
osnovnih ponuda ruralnog turizma prikazanih naslici 1.

Slika 1. Porgfolio proizvoda (dozivijaja) u ruralnom turizmu Crme
Gore
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lzvor: Sistematizacija autora

Ne treba ocekivati da se svi navedeni proizvodi razviju
istovrermeno. Realnije je ngjprije ulagati u one proizvode koji mogu u
kratkom roku posti¢i visoke rezultate, kakve su izletnicke ponude i
tematski putevi koji su ve¢ aktivni. Njihov uspjeh imace snazne
pozitivne efekte na ukupnu svijest i “preduzetmnicki moral’” u potetnim
fazama implementacije. Takode, na vrijeme treba poceti sa opseZznim
aktivnostima umreZavanja, grupisanja i promovisanja kljucnih,
primamih proizvoda, koji u narednih nekoliko godina mogu postat
“zvijezde” ruralne turisticke ponude. Takode, umrezavanje ne treba
ograniCiti samo izmedu ruralnih turistickih atrakcija i1 proizvoda (npr.
Olive&Bike, Wine&Bike), ve¢ $iriti mrezu ka ostalim altemativiim
oblicima turizma, pri ¢emu su posebno izazovna trzista MICE
turizma, avanturistickog turizma, zdravstvenog turizme, planinskog
trizma i dr. P tome, nesumnjivo je da koriste¢i tehnike
kombinovanja, eliminisanja, pretjerivanja, inverzije ifili reorganizacije,
lateralni marketing pruza mogucnosti generisanja novih ruralno-
turistickih iskustava, u cilju razvoja proizvoda, razvoja tziSta i
diverzfikacije kao strateskih opcija kombinovanja proizvoda i trzista.
Time se potvrduje polazna hipoteza da se tehnikama lateralnog
marketinga mogu generisati inovacije u strukturi proizvodafiskustava
ruralnog turizma. Osim kod proizvoda kao temeljnog instrumenta
marketinga, tehnike lateralnog marketinga je neophodno primjeniti na
ostale elemente marketing miksa (Cijene, kanala prodaje i promocije),
cije je inoviranje neohodno da bi se postigla optimalna kombinacija i
Qenerisao superiomi nivo satisfakcije za potrosaca.
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ZAKLJUCAK

Nesummjivo je da primjena lateralnog marketinga Siri
prostor za inoviranjem ponude, posebno kroz promjenu aspekta u
kome proizvodi medusobno konkurisu, a to su slede¢i elementi:
potreba, ciljna grupa, mjesto, wrijeme, situacija i iskustvo. Osim toga,
moguce je koristiti tehnike kombinovanja, eliminisanja, pretjerivanja,
inverzije i reorganizacije u cilju jatanja dozivljajne komponente u
buducoj strukturi ruralno-turistickih proizvoda. U kontekstu ruralnog
turizma u Cmoj Gori, lateralni marketing se moze iskoristiti kao
mogucnost za Sirenje sopstvenog poslovanja otkrivanjem jedne ili vise
novih potreba, na¢ina upotrebe postojeeg proizvoda, ciljih grupa ili
situacija, koje nisu obuhvacene prvobitnim definisanjem tZiSta za
odredeni proizvod ili uslugu, posebno kod sledecih stateskih opcija:
razvoja proizvoda, razvoja tizista i diverzifikacije.

Ipak, implementacija navedenin  tehnika nije  uvijek
jednostavna, jer prevashodno zahtjeva dodatna ulaganja ionako
oskudnih resursa nosioca ponude #fli destinacije ruralnog turizma.
7bog toga, postaje jasnije zasto treba insistirati na profesionalizaciji u
ruralnom turistickom biznisu, posebno u sektorima menadzmenta i
marketinga. Pored toga, dalja istrazivanja ove problematike je
neophodno usmijeriti U pravcu  identifikovanja  onih - modela
udnuzivanja (npr. novea, viemena, kompetencija) koji mogu efikasno i
gfektivno implementirati navedene tehnike lateralnog marketinga u
ruralnom turizmu, a u cilju disperzije rizika i benefita medu
individualnim nosiocima ponude u ruralnim podrucjima.
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VIRAL MARKETING

ABSTRACT

Intermet is @ medium which introduces fundamental changes in the
field of communications, entertainment and commerce. Companies
use it to communicate with suppliers, partners and customers. They sell
online, order, receive orders and compete for their products and
services ( do marketing activities to advertise their products and
SerVices).

The main features of the Intemet ( global availability , huge
databases , interactivity and small financial costs) more than any other
market put the buyer in the spatlight because of its available options for
quick and easy communication or access to unlimited amount of
informetion of any kind .
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These features require Intermet enabled marketing specialists
to know how 1o use it effectively. As a result of their research the so-
called direct marketing has developed, whose branches are more
progressive viral marketing and guerilla marketing.

The main task of this paper is to explore these two newest
types of Internet marketing with all its positive and negative sides.

Key words: marketing, intermet marketing, guerrilla marketing,
electronic marketing, interactive marketing.

BUPAJIEH MAPKETUHI

ABCTPAKT

WHrepHer € MemryM Koj BOBEZIE TeMETHU TPOMEHH BO
nofpadjeto Ha KOMyHWKAIMATE, 3a0aBara W TProBHjara.
Kommannmre 10 KOpHCTAT 32 KOMYHMKAIMM CO JI0OABYBAYHTE,
copaboTHUIIMTE ¥ KiveHTvTe, Tre Tpeky VHTepHeT nposiasaar,
HapadyBaaT, TIPHMaaT HApaukyl Y Ce HATIPEBApYBAal 32 CBOMTE
TIPOM3BO/IM M YCITYTH (OCTBAPYBAAT MAPKETHHIIKY AKTUBHOCTU 34
PEKITAMHPALE HA CBOMTE IPOH3BOMIN M YCITYTT).

OcHoBHUTE KapakTepricTiki Ha HTepHer (TmoGanHa
JIOCTAITHOCT, OrPOMHH 0a3¥ Ha TIOJATOLM, MHTEPAKTVBHOCT H MaTH
(DMHAHCHICK TPOITIONK), TIOBEKE HETo Ha OWio Koj Jpyr Tasap,
KyITyBauOT € BO LICHTApOT Ha BHUMAHHETO OWZICJKH Ha PaCTIONIarare
My ce MOYKHOCTVI 32 Op3H 1 JIeCHH KOMYHHKAITHH, OJTHOCHO TIPUCTAIT
JI0 HeOTPaHHMHYEeHA KOIMYMHA HA MH(OPMALIAH OJ1 CEKAKOB BHL,

1. Bosex
Pazmdrm aBTOpH 10 IehMHApaTe. MAPKSTVIHIOT HA PAz/TAYHA
Ha4KHU. MapKETMHIOT BO OCHOBA MOYKEME 1A TO iehHIpaMe Kako
JPYIITBEH MPOLIEC TIPEKY MPOH3BOZICTBO U pa3MeHa Ha POH3BOIM 1
BPEIHOCTH CO IPYIH TIOGAMHIIA 1 TPYITH KOH TO JIOOMBAAT TOA ILITO
VM € TIOTPeOHO WK Toa 1110 1o cakaar (Kotep).
MapKeTvHT € TpoLiec Ha KPEHpare Ha TIPOFBBO FITH YCITyTa
TpeMa SKeJIONTe U TIOTpeOHTE Ha KYTTyBaHHTe.
BKymHHOT (MHAHCHCKM yerieX Ha HeKOja KOMIAaHWA 1
HETOBHOT MPO(UT 3aBHCAT OT MAPKETUHTOT.
2. VHTepHeTCKM MAPKETUHT — OCHOBHH NOMMH

Osve KapaktepucTiki Ha MHTepHeror Gapaar
MapKSTVHI CTCIJATICTA KOM Ke 3Haar e()eKIMBHO [d TW
HCKOpHCTAT. Kako pesyirar Ha HUBHUTE HCTP@KYBAEa C¢ PasBd
TAKAHAPEUEHNOT JWPEKTEH MApKETVHI, UMM  HajIIPOrPeCHBHU
TPaHKH O BUPATHMOT MAPKETVHI Y TEPIUIA MAPKETVIHT..

OcHoBHa 3a71aua Ha 0BOj TPYI € /1A 'Y TPOYH OBHE /182
HAJHOBM BHJIOBM HA WHTCPHETCKM MAPKSTMHI CO CHTS HWBHU
TIO3UTVIBHU 1 HETATVIBHY CTPAHUL
Kiyyau  300poBM:  MapKEIVHI,  MHICPHETCKU
MapKETVHT, Tepria MApKETVIH, BUPATICH MAPKETUHT

Iocrojar OpojHr pavmuHM JeDUHAIMM W HA3MBA 34
MpYMEHATa HA MApKEIVHTOT BO PaMKUTEe HA MH(OPMATIYUKO —
KOMYHHKAITUCKHTE TeXHOOMMH (cajoep mpoctopor). Cure Tvie Ha
CBOJ HAYKH H O] CBOE TVICIHILLITE CE TOUHH, HO HE M TIOTTIONHHL

Bo MapkeTvHIIIKaTa TIpaKca HajuecTo o¢ KOPUCTH TIOUMOT
VHTEPHETCKM MapKeTVHT, HO BO TOJEMa Mepka o¢ 3acTarieHH
TIOUMHTE  IKTPOHCKM MapKETVHI, VHTSPAKIMBEH MAPKCTVHT,
MOOVTIEH MAPKETVIHT ¥ AT UTATIEH MAPKETVIHT.

Hrmepremcru  mapkenure  TIpeCTaByBa  IPUMEHA  HA
MHTCPHETOT W OCTAHATATE MH(POPMATUUKO  -KOMYHHKAIMCKA
TEXHONIOTVM BO KOMOMHAIMjA CO TPAIMIMOHATHATE METOIM BO
HACOKa HA OCTBAPYBAFLE Ha MapKeTHIIKH e [10].
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Enexmponcku  mapkemue € TIONMPOK — TIOMM  OMTIGHKI
WHTEPHETCKUOT MAPKETHHT TIPETCTABYBA CAMO €7IeH HETOB CETMEHT.
IpecraByBa KOpHCTERE HA MHPPOMATIUKO — KOMYHHUKALICKUTE
TEXHONOMMH (TPBEHCTBEHO MHTEPHETOT) BO TPOLIECOT HA CO3IABAFLE,
00paboTKa, IVCTpHOYIFja M KOMYHHIMPAFe HA BPEOHOCTH 3
TIOTPOLLIYBAYMTE 1 YIPABYBAFSE CO ONHOCHTE CO TIOTPOLLTYBAHHTE.
Jluevmaner mapremute TIDECTABYBA KOPUCTEEE HA  PazIMHHA
marvmaman Texaoiorii (BEB, etiommma, Gasn Ha  momarorm,
MOOWTHA Tele)OHH]a, TUIVTAHA TeJICBM3Mja) 32 TIOIPIIKA HA
MApKETVHILIKATE aKTVBHOCTH CO KOM KOMITAHWjATa TPHBTICKYBA
HOBM W TW 33J)KyBa CTAPHUTC TOTPOIIYBAYH, HWHTEPAKTIBHO
KOMYHHLMPajKH CO HUB TIPEKY TIOBSKE KAHAM FICTOBPEMEHO.
Hrmepaxmuger mapKemure TIpSTCTABYBA TIPOLIEC Kaj KOj TIoCTojar
JIBOHACOYHH KOMYHHKALIN HA Peyialivja KOMITAHHH — IOTPOLLTYBa4H
CO KOU KOMITAHHHTE TO OCO3HABAAT RIATICCHHETO HA TIOTPOLITYBAYHTE
(HMBHHMOT MHTEpRC, TI0Tpe0a, MICTICH-E, TIOPAKH, HIIEH) CO Lief1 Ja ja
3rofieMar ,;B0 HMBHA O4YM* BPGIHOCTA Ha CBOMTC OpCHIIOBY,
TPOMBBOIM U YCIYTH TIPEKY COOIBETHHA KAHATA BO COOJIBETHO
BpeMe.
Co pasBojor HA MOOWIHMTC KOMYHUKAIMCKH YPEIM (JIaITror
KOMITyTepHTe, Ta0leT KOMITyTepHTe, MOOFITHUTE TeliehOHH,
mamveravre  Teneorr, GPS ypemure, USB Flash ypermre u
IVIATOKHATE  KApIMUKM) CE TOjAaBM  HOB  CEIMEHT  Off
EIeKTPOHCKHOT/ MHTEPHETCKVIOT  MAPKETVHT  HAPEYeH  MOOWIeH
mapremure  (obile  marketing). Ako ce 3eme BO TIpemBHn
CKCTIAH3MCKHOT Pa3B0j] HA MOOWIHUTC KOMYHHKAICKH YPCIY,
ABTOPHUTE HA OBOj TPY/] CMETAAT JIcka MOOITHHOT MAPKETHHL O30
ke 3aB3eMe JIOMUHAHTHA YIIOra BO PAMKHTE HA €JICKTPOHCKUOT
MApPKETVHT.
Bp3 ocHoBa Ha iocTanHuTe AShUHALMN 1 TPSHIIOBKTS HA PasBoj HA
MPYMEHATA HA HOBUTE TEXHQIOTM BO MAPKETHHIOT, MOXKE Jia C&
3AKITy4H JICKA TIOUMHTE UHTCPHETCKH, EIISKTPOHCKH, MHTCPAKTUBCH,
JTUITATIEH ¥ MOOFIIEH MAPKETUHT O MICTTPEIUIETYBAAT | TEIIKO Ce
paymkyBaar. Bo nipnHa Toa ke Oume yire morenko. 3aroa
ABTOPUTE HA TPYJIOT ja TpeIyIaraar CligIHATa JIehHHIITHA Koja BO
TII00aU1a Ke TV oriatyi CHTe HUBHH TIOOWTHH KapaKTEPHCTIKHL

Enexmponcku  mapkenure TIpECTaByBa  KOPHUCTEHE  Ha
MH(POMATIMKO — KOMYHUKAIMCKUTE TEXHOMIOTUH (TIPBEHCTBEHO
MHTEPHETOT) BO TPOLIRCOT Ha CO3/IaBAH:-E, 00paloTKa, JIMCTPHOYIHja
1 KOMYHHIIVIpAF-E Ha BPSTHOCTH 32 TIOTPOLITYBA4HTE U YIPABYBAHC
CO OITHOCHTE CO TIOTPOITYBAUHTE,

3. CoumjarHi Mpeu M MAPKETHHT
CormjarHuTe MpEKH MPETCTAByBaaT BeO-0a3UpaHi CEPBUCH KOU CC
HaMEHETH 32 Jia co3IaiaT BeD-0azvpana (He)peCTPHKTVBHA OKOMHA
32 MefyoeOHA WHTEpaKiMja momely EHIUTeTM WM Ipynd Ha
SHTUTETY (MEJIVBIIYY ¥ OPTaHMBAIN) TION OZIPSTICHH YCJIOBU HA
MHTEpaKIIvja v 3 33/I0BOITyBAFLE Ha OIPETICHI YKey IO M UHTEPECH.
CormjarmHuITe MPeKH BO MAPKETVHTOT C€ KOPHUCTAT 32 TIOBSKE TIETTH
[Huperse cecr 3a GpeHnOT
I pomormja Ha HoBaTa COPYKMHA Ha BeO CTPAHHLIA
I pomotmja Ha HOBHOT TIPOM3BOIT
Co3naBarse opepoa
OnprKyBar-e Ha KOHEKTIMja CO BEeKe TOCTOCUKHTE U HOBUTS
KIMCHTH

e lcipaKyBame HAa HABUKUIE HAa MOTPOLIYBIHOT U

WCTIMTYBAFLE HA T1233OT

TomemM nen on ycroemHWTe OPYIITBEHA KAMIAKA WM

OJIeCHYyBA HA KOPUCHULMIC W TIOTCHUMJTHUTE TIOTPOLIYBAYA

VHTEpaKija co OpeHIOBHTE TAKBOTO TIOBP3YBAFC ja TIOIMIHYBA
BUITMBOCTA HA MAPKATA HA TIPOMBBROIOT TOME(Y JIPYIITBECHUTE
Kpyroeu Ha KopricHukoT Ha - Facebook, Twitter v pyrv corpjarmam
Mpoxi.  Llemma Ha TakBHTe KAMIAFGM HE € HAMCTHYBARC HA
COTICTBCHHOT TIPOM3BOJ, TYKY Jid C¢ TIPETBOPH KOPWICHUKOT HA
COLMjaTHATA MPE&KA BO KYITyBa4 WK TPOMOTOP HA OPEH/IOT WK
TPOM3BONIOT. MHOTY HCTpaKyBarka TOTBPIMIIC JicKa BCYIIIHOCT
TIpETIopaKaTa Ot TPHjaTelT WK MO3HAHVK WIPaaT rojieMa YIiora BO
OINTYHyBAFLETO 32 KYITyBaFE HA HEKO) TIPOM3BOI UM YCITyTa.

OHa BO 11110 TPOMOTHBHATA KAMITAH:A HA COLMJATHATE MPSKA
CC PAFMKyBA O TPYMIMOHATHHOT MAPKETHHI € BCYIIHOCT
HEJIOCTATOK Ha JMPEKTHA MporiavkOa. Trie Hemaar 3a 1iert Jia ocBojar
ONPETICH CETMEHT Ofl TA3ApoT, TYKY Ja KpehpaaT BUpPTYeIHA
34CJTHHIIA BHATPE BO TOj Nazap. HaMecTo IMpeKTHO OriacyBame Ha
TPOM3BOZIOT, TV HyIAT KOPWICHM W HHTEPeCHH HH(OpMAIN
HAMECTO CO3IABAFE HA MPEKa Ha TIOTCHIATHA KIMCHTH, 32 LIeTT
VMaaT CO3MABALE JIOBepOA Momely OpeHIOT M Mpexara Ha
KOPHICHHUKOT. /1aKo BO COLMJANTHATE MPEXKH C¢ KOPHICTAT AIIATKH OIT
TPAIVLIMOHATHAOT MAPKETWHI — OIHOCH CO jABHOCTA, IUIATCHU
OIJIACH, TIPOMOLIMja Ha TIPOM3BOJIOT, HAIPAJIHU UTPH — IMTUTATHHAOT
MApKSTMHI ¥MA TIOTIONHO JIPYr TPHCTAl W CTaB  MpeMa
TIOTCHIMjATHATE KIMEHTH. 11ako ocTBapyBarke HA TOBPATOKOT OI
RIOKEHOTO HEe € IVIABHA KpaTkopodHa LT 32 OIIACYBAHE HA
COLMJATHATE MPEKY, THe MIMAal OIPOMHA BPENHOCT 32 CCKOj
nobapysad, OWIGki co  jo0pa  CIparerdja, —OBOSMOKYBA
TPOMOBHPAH:E Ha TPOM3BOJIOT M YCITYTa U TIOIIMTHYBAHE HA YIVISTIOT
Ha caMHoT OpeHT] BO HEKONKY KIMKOBH JTHeBHO. OBJieKa € CTaBeH
AKIEHT HA CIpartervjara, OWIIGKA CO Hej3vHA TIOMOIML, Kako M
300POT Ha COLMjATTHATA MPKA, O PAMKYBA o1 (hipMa JI0 (rpma
1 OJ1 TIPOM3BOJI 10 TIPOU3BOI,

TepmiH KO YecTO c¢ Bp3yBa 32 MapKSTUHIOT HA
COIMjATHATE MPSKA € ,community management™. Toj ce
OIIHECYBA HA BOJICHS U OIPKyBare HA OMBHHMC TPOQWIM Ha
COLMJAITHUTE MPKH CO LR 3a/PKyBAFE HA KIVICHTHTE, IIHPCHS
OVI3HIIC 1 OTTIITTA [POMOLIFja HA OPEHIIOT.

Vriorara Ha , community management* € Jia iM TIOMOTHE
Ha KOPUCHHIIATE HA COLMJATHA MPSKH — TIOTCHIMjTHUTE KITMCHTA
Y TIPOMOTOpH Ha OPEHTIOT — MoIo0pO 1A O 3ari03HaaT co OpeHNIoT 1
HETOBUTE TPOM3BOMIM M YCIYIH | JId T aHTKUPA BO TIPOLIECOT Ha
Gaparbe U CIyIIake Ha TIOBpAaTHH MH(OPMALIH, TPOHAOI A HA
MHTCPeCHH TEMH 32 Pa3rOBOP, KPEHPALE TPOMOTHBHH KAMITAFbH,
OITOBAPAFLE HA TPAIliark-a HA KOPHICHUKOT, Taka IImo OM o¢ Jiaie
OIMIITTY O0COOCHOCTH Ha OPCHNIOT Y HErOBUTE MPOM3BOIM Ha BEO
crpanvipre. OCBeH MHTEpaKIMja CO KOPHCHHUIIMTE, COMmmunity
Manager-re ce 3a/I0/DKeHH 34 CJIETICHE Ha TPOMETOT, MEPEHE Ha
VCIIEIIHOCTA HA KAMITAGATA, CIIEICe HA aKTMBHOCTUTE Ha
KOHKYpEHIIMjaTa 1 TIOCPSIyBare TIOMely KIMEHTUTE W TUMOBHUTE
BHAIpe BO (prpmara KoM ce 33AQDKEHH 34 pa3Bsoj. bungjku
VIPaBYBAHETO €O MpopWM HA COLMATHUIE MPSKH U
KOMYHHUKAIMja CO KOPHICHUIMTE HE € paboTa 3a CeKoro, OBaa
npodecrja BO TIOCIEIHMBE HEKOJIKY TOAWHU JIOOWIA TosieMa
BKHOCT BO CSTMEHTOT Ha JIMTATAICH MAPKETVIHT.

4. BupyceH MapKeTUHD
Kowmrannmre, 32 BpeMe Ha €KOHOMCKA KpH3a, Hajuecro Ipapar
(PMHAHCKCKY Pe30BH BO TOJPAYJETO HA MAPKETUHIOT. 11pn Taksu
YCIIOBH, CC TIOjaBYBAAT HOBH 1 MHOBAHTHY METO/IY HA OITIACYBAFC
KOU He 0apaar ToroJieMu TPOIIKOBY. BHAPaTHHOT MapKeTvHT € e/Ha
Ol TABUTC MCTOIM W €cH OJ HajBO30Y/NMBUTC M HAJMOKHUTS

59



HAuMHA Ha JOQMIDKYBAERE JIO TapremdpaHara Iyonika. ako
PRITATIBHO HOB (heHOMEH, TIOCTICITHUTE TOIMHA My CC TIOCBETYBA C'
TOrOJIEMO  BHUMAHWE Y TIOCTAHyBA C€  TOMYJapeH BO
MAapKETAHITIKATA HO 1 BO OITIITeCTBeHaTa adepa.
3a J1a 00jacHIME IIITO € BO CYIITIVHA BAPATHHOT MAPKETHIHT, J1a TH
HaBe7IeMe HErOBHUTE TIPSIHOCTY 1 HEJIOCTATOLH, OCHOBHHTE LIETIH,
cIparervja ¥ TAaKIMKA HY)KHO € BO KpPaTKO Jid T TIPUKDKaMe
HETOBHTE TIOYETOITA M HTOBUTE IO(DHHHLIHML.
TepMuHOT BHparicH MAPKETVHT TIPB TAT c¢ yriotpeOr Bo 1997
TOIIVH, KOTa € KOPHCTEH 33 WITYCTPHPAHLE HA TePMUHOT JIOHHAPAH
KaKo ,hetwork-enhanced word of mouth, a xoj e moBpzaH co
PeKTaMHpAELE OIHOCHO MpoMormjara Ha Hotmail. Oeoj Gecrmaten
MpoBajicp HA CEKIPOHCKA TMONITa TOrall BHE — ©IHA
PPCBOITYIMOHEPHA HOBUHA BO TMPOMOBHPAFSE HA CBOUTE YCITYIH, CO
JTIONABAFLE HA JTHOTO Ha CEKOj TIPATeH OeCIUIaTeH e-MarT €IHOCTABHA
peuenmia, “OmBopere TpuBarteH OSCIUiateH  e-Mawl Ha
http:/AMwwhotmail.comy””. TIprmarerire, Kou ja TPOUYMTaie OBaa
Topaka ¥ OTBOpIUIe CBoja e-apeca Ha Hotmall, vicrara ropaxa ja
TPCHECYBAAT JI0 CBOUTE TPHJATI CO CEKOS HCTTPAKaFe Ha CeKoja
CcBOja nopaka. Ha Toj HauvH Tvie NpUIoHeNTe Ha HEj3UHOTO ILIMPCHLS.
Hotrmail, kaxo pesysrrar Ha BAKBHOT THIT Ha IIHPCH:E, BO TIEPHOL OI
18 Mecerm nva 12 MITTMOHKM KOPUCHHULIM CO BKYITHH TPOLLIKOBH 34
omtacysamse o1 50 000 nomapu. Ha 1oj HaumH roctasan Hajnooap
TprIMep 32 e(pFIKACHOCTA HA BUPATHHIOT MAPKETVHT.
[omvor BupaneH (BEpPYceH) MapkeTMHI € TIPeR3EMeH Off
MEMIMHCKATA JIATepaTypa W € TpuianHa Mertadopa 3a
MapKETUHIIKUTE aKTUBHOCTY KO TH TIOTTHKHYBAAT TIOSMHIATE Ha
TIPONATVPAEE HA MAPKSTUHILIKUTE TIOPAKY BHATPE BO MPOKATA HA
KOja [PHIIAraar, Co ILITO eKCTIOHSHIM]ATHO CE 3roieMyBa JIOCETOT Ha
TIOpaKara.
Tommpajku ce Ha mprvepor Ha Hotmail, Helm suparmrior
MaPKETVHT TO JIe(hMHIPA KAKO , KOMYHHUKAIACKH 1 JIMCTPHOYIMCKA
KOHIICIT KOj C€ TIOTTMPa Ha KOPHUCHMUKKOT MPEHOC Ha MH(OpMALIAN
TPEKY €JICKTPOHCKA TOLITA JI0 JPYTH TIOTCHIMJATTHA KOPHUCHHULIA BO
HYBHATA COIMjaTHA ofepa M aHMUPAFE HA THie KOPHCHHIIM 32
TIOHATAMOIIICH TPEHOC Ha THE MH(OPMAL VM.
WIlson max BEpaHHOT MAapKETHHT TO OIMHIITYBA Kako OMio Koja
CIpareryja Koja Ti oxpabpyBa TIOGIMHIATE /i ja AUCTPHOYHpaar
MapKEeTVHILIKATA TIOpaka Ha JIPYIWTe, CTBApajkv TIOTEHIMjal 32
CKCTIOHEHIMjaVIeH PacT BO MIOMKEHOCTA M RIMJAHHE HA TIOPAKHTE,

TaxeuTe cTparerviv, Kako ¥ BO TPOLICCHTE HA  IIMPCH-E HA
BHPYCHTE, ja KOPHCTAT TPSTHOCTA Ha OP30TO MPOrPECHBHO IIHPSHE
(MHOXKEHE) HA TIOpAKUTE Mel'y WIaIHHLY, MITFIOHN KOPHICHHLIA
O11 T0j aCTIeKT BUPATHUOT MAPKETHHI" Ce JIehHHMpa Kako ,,HAMEPHO
WHIyIMpare Ha WOrHo-Mouth oracyBame BO HAcOKAa Ha
MAPKETHHITIKO OITIACYBAHHE HA KOMITAHHHTE ‘.

Co 1y 300pOBH, BAPAICH WK BAPYCEH MAPKETVHT € TIONM
KOj oripara , MAPKETUHILIKK aKTMBHOCTH BO HACOKA HA CO3/IABAMLE HA
TIOPAKK KOH C€ TIPEHECYBAAT O/1 JIMYHOCT JI0 JIAYHOCT CO TIOMOLIT Ha
PAVHMYHA MEMYMI: Ol YCTa JI0 YCTa, CIIeKTPOHCKA TIOINITR,
Wareprer, CMC wmt MMC u ci. Topakure ce mmpar Opso, a
MPYMATEITUTE 1 BO YJIOra Ha MCTIpakady TV MCTIpakaaT MoHaTaMmy'
Barnt nopa/iv HeKOHTPQIIMPAHKOT HAYKH HA IIUPEHhE HA TIOPAKUTS
OIT JIMYHOCT JI0 JIMYHOCT, OBOj OOJIMIK HA MAPKETUHILIKK aKTUBHOCTH
TIOOVIT HA3HB BUPAVIEH (BUPYCEH).

41 Enemermu Ha 6upycen MapKemunz

OO0wyBajKil ce Ja TV YIBPIM OCHOBHUTE TIPUHIAIA HA

BUpaTHUOT MapkeTrHT WIlSON fiehrHIpa 6 OCHOBHH e/IEMEHTH KOU

He MOpaaT 00aBE3HO 1A C¢ CIPOBEIYBAAT, HO 3aCTHO IPHTIOHECYBAAT
34 CIITHA BApaUTHA MAPKETVHILIKA CTparervija. Trie efleMeHTH ce:

- Tlonyma ma mpomssox wm yoiyra (Tp. Youyrd Ha
JICKTOHCKA TTOITITa)

- OBO3MOKYBAH-EC HA OCTAHATUTE KOPHICHHL IHOCTABCH
MPCHOC HA TIONATOIM TPEKY PazIMYHA  MEIMyMCKU
KaHaTH (EIEKTPOHCKA TIOIITA, MHTEPHETCKA CTPAHHII,
Griorosy, (popymu v L)

- EnHocraBHO crarmipame Of HAMATATE JIO HAjrOJIeMUTS
Iy, TIPH IITO MOpA Jia TIOCTOM JI00pO. JI33jHIpaHa
cIparerja 3a eKCTIOHSHIMJieH pacT (TIPOHBBOIMTE 1
yoIyrire  Mopaar Ja Oupar JiecHO JOCTaliHA IO
KOPHICHULIITE)

- HckopucryBame Ha 3aIHUUKM MOTUBALM U RIAICCH:A
(KaKo aIT4HOCT, YKey10a 32 TIOMYJIAaPHOCT)

- Kopucreme Ha crte KOMyHUKALIMCKA MPE&KH KOW HU CE
JIOCTarHA

- VcxopucryBame Ha TpeIHOCTA Ha APYIH MBBOPH (TIp.
JIPYIV IHTEPHETCKH CTPAHHILIA 1 QJIOrOBH).

Osuve eeMeHTH, TPH JIM3AJHUPAE HA MAPKSTHHILKATA
CIpareryja, MoYKeMe Jia TH KOPHCTUME KakO VHHLMJATHA U Jid TH
HaJIOTIONTHYBaMe BO 3aBICHOCT OJ1 YCJIOBHTE M HAITIETO HICKYCTBO (TI.
3aeTHAYKATA MOTUBALIMjA 1 3AGIHAYKOTO RIIATICCH:E MOKAT JIa Ce
HAZIOTIONHAT ¥ CO HEKOH TPepepEHIT KOH TIOCETyBaaT CIIeADHA
TPYII KOM HAJMHOTY BETYBAAT BO YCJIOBH HA IIMPEH-E HA BIPATHATA
TIOpaKa).

Toxpaj mpenopavaHyTe NPUHIMIY, BAPATHATA TOpaka Ou
Tpebaro a Gryie 3a0aBHa, 0c00CHA M HOOOVHHA FITH TIAK HETOBATA
CONPKVHA 12 OWJie TOBOJHO TIPOBOKATUBHA, 34 Jia TO TPHBTIEYS
BHHMAHHETO Ha KOPKICHHKOT, J1a TO YOG Jicka € KOPHCHA 32 Jia ja
JWCTPHOYHPa HA CBOWITE TPHaTeITHL.

3a morosieMa YCTIeHOCT HA KaMITaHMjara BO PaMKHTE Ha
BUPTHHAOT MapKETUHT BOKSH € M TAKAHAPEUCHVIOT MHUIIMjayieH
WCTIpakad Ha TIopakaTa (JHep HAa MUCIICHA, Ha Qrorepure, Ha
BUpTYeJHATA 3aCHAIR, ...), OHOCHO TIOCC/yBAFbE HA CHCTEM 34
Tparere Ha YCIEIHOCTA Ha KaMIaHHjata (Meperhe Ha peaKiimjara
Ol KaMmIiaHWjara, TIp. KKy TOCCTUTENIA ¥MMa MHIEPHETCKATA
CTPAHMIIR, 01T KOj TIPOIIT, KOH COMPYKVHH TV TIOCETIUIE V1 CIL.).
HeBo3MOXKHO € €r3aKTHO Jia Ce MBMEPH JIOCETOT Ha TIOpaKaTa, HO CO
WCTPKYBAE HA T1a3apOT U CJIEICHE Ha CTENEHOT Ha O/3UBOT Of1
TIOTPOLIYBAYMTE MOKE Jid C€ TPEIOCTaBH e(eKIVBHOCTA Ha
KaMITAmsara.

Topaym eHOCTABHOCTA HA KOHIIEITTOT Ha. BUPYCHHOT MAPKETUHT
YecTo o¢ CMETa Jieka, 32 pavivKa Off OcTaHatire OO Ha
MAPKETVHIIKA KOMYHUKAIIMK, JICHO C€ CIPOBEIyBa M He Gapa
HEKOW TIorayieMH (pMHAHCHICKH BoyBama. Ho Toa He e cocema
TO4HO. VIMeHo, J1a ce 00NMKyBa €/1HA MAPKETVHIIIKA KaMITaHH]a Koja
OBO3MOYKYBA BHPYCHO IIMPEELE HA TIOPAKK ¥ Koja Ke TY UCTIONHH
HaJTOJIEMHOT g1 Of MapKETVHIIKUTE LI HA KOMIAHWjata €
MHOTY KOMIUIGKCHA 3aada. Bo Taa Hacoka KoOMIaHWWTE
AHIDKVPAAT CTICLIjTBAPAHH AT SHLAH 33 BUPYCCH MApKETHHT.

BupycHoTo 1mperse Ha MapKESTVHIIKUTE TIOPAKU HE € MOXKHO
NomoNHO  Jia ce KoHtpompa. CrielMjamcire 33 BUApyCHA
MapKETVHIIKA KaMIIaHHja MOpa Jia 3HAaT W Jid BHAMABAAT JIeKa
MOPKE 13 Ce TIPOMALLIY LEJTHUOT CeTMEHT 07 TIOTPOLLTYBAYHTE U IIITO
€ TIQVIOITIO MOYKE Jig My HAIIITETV HA MIMUIIOT Ha. KOMIIAHH]aTa aKO

TIPE3BUKA HETUTAHMPAHA PEAKTIH]a HA Ta3apOT.
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Pazeojor m moGWHOTO TpHQakarke HA  HOBATS
MH(OPMATYKO — KOMYHHKALCKY TEXHOJIOMVH CHEKHO RITHjacTie
Ha MPHMEHATA Ha BUPATHHOT MAPKETHHT, MAKO KOHLICITTOT Ha KOj C¢
Gazppa TIOCToE 1 TiopaHo Bo Bux Ha Word-ofimouth marketing,
OJTHOCHO ITPeHeCYBAF:E HA MH(OPMALH O] YCTa JI0 yera. Paymikara
e Bo ayarkure (VIHTepHeT 1 Jpyrvre coBpeMeHH KOMYHHKALIICKA
TEXHOVIONMH) KOV Ce KOPHICTAT 3 CLPOBETYBAFLE HA AKTHBHOCTHITE.

Pesymmarire on wctpakysamara Ha Lucid Marketing
TIOK2KYBaaT Jicka 68 % O MCTIMTaHUIUTE O¢ KOHCYJITUPAar co
TpUjaTe/TTe ¥ POTHAHHTE TIPH KYITyBAELC HA HEKOU ICKTPOHCKH
TIPOV3BOZIY, TIOPATH IIITO BHPAIHHAOT MAPKETUHI MMA HECTIOPHO
BKHA YIOra M BIMjaHWE HA TIOTPOILIYBAYMTE 33 KYIyBAE HA
OIPETIeH TPOM3BOI, KOPHCTEH:E HA OTPSZICHA YCTyTa FITH IO/ aHse
Ha CBECTA HA CBECTA 32 MAPKATA.

42 Ipeowocmu u  HeOOCMamouu HA  GUPATHUOM
MapKemuHe

Kammanvmre Bo paMKiTe Ha BAPATHHOT MAPKETHHT, BO OITHOC
HA OCTAHATWTC WHTEPHETCK W KOHBEHIMATHH MAPKETHHIIKA
CTpaTer KL, IMaaT TIPEIIHOCTH 1 CIIA0OCTHL

Hajeiyea Heroea MpeIHOCT € MOBp3aHa co (PHHAHCHCKUTE
Tporor. ViMeHo, e/1HaIi Kora ce THHIIPa, Tad e IIUPH Ha CMETKA
Ha KOPHCHHIIATE KO ja TIPEHEeCYBAaT Off TpHjarell Ha TIpHjaTelL
3aT0a HAJMHOTY ja KOPUCTAT MoYeTHHTE (Start-Up) mpenprjarvja wia
TpETIpHjaTHjaTa KOW 3araIHaie BO KPH3a CO TR Jid RIOKAT IITO
TIOMATKy WY BOOTILLITO /12 He RIOMKAT (PHAHCHCKY CPEJICTBA.

Bupamavor MapkeTvHr ce 0azdpa Ha TPAaBWIOTO Jieka
HEMApKETVHIIKUTE M3BOpY HA MH(DOpMAITAH (TIPHjaTesTH 1 TO3HATH)
C€ TIOPEJICBAHTHH Off MAPKETHHITIKUTE (OITIACHTE HA KOMITAHHUITE).
Kora nopaxure ce rimpar JI00poBOJIHO, HAJUeCTO Pe3yJTHpaar co
TIOrOJIeMO HUBHO Tiprihakarbe. VIMeHo, TOOpOBQITHUTE TTIHMpasy Ha
TIOPaKK MOYKAT J1a OWTiaT MHOTY TIoS(DHKACHH TIPH TAPTeTHPaE-E HA
JIMYHOCTUTE KOM OM C¢ MHTepecHpasie 3a HHBHATA COIpKHHA,
OvIgjku 1071000 TV TI0BHABAAT BKYCOBUTE M MHTCPECHTE Ha CBOUTS
TprjaresTy 1 TiosHaty. BepojarHocta Ha e(heKTHBHOCT Ha BUPAITHO
WCTpaTeHaTa TIOpaka Ha  3auHIEpecHpaHdTe (HO W Ha
HE3aUTEPECHPAHNTE) HICTO Taka Ce 3TQyieMyBa TIOpaI| Hej3vHATA
WHIVIMHA H TISPCOHATVBAPAHA TPUPOTIA.

Bupansara nprpora Ha IMPEHe (ceMUHAI]a) MOYKE Jia
pe3yimipa TosieM Opoj Ha TOTPOIIIYBAYM 3a PEJIATHBHO Kpartko
BpeMe, IITO € YIITe €IHA MPEIHOCT HAa BHUPATHUTE KaMITAHMH
(Hej3MHATA YCIIEIITHOCT CE TIOKDKA HA TPUMEPHTE HABEICHA BO
Komrarujara Ha Hotrneil).

Kamrianvmre of1 TMINoT Ha BApasieH MapKETAHT IMaaT v CBOU
Heyoctarviy. [ locrie crapTyBare Ha KamIaHHjaTa TIOCTO! ONACHOCT
oI TyOcHe Ha KOHIpoZa Bp3 Hea. VIMeHo, TIOCTOM OracHOCT
OIPEIICHN JIMACPY HA HEJ3UHOTO INMPCHE TIOPaI  PaTidHK
MPHUMHK Jia ja BAZIOM3MEHAT BO HEralvBHA KOHOTALMja CO IO
ceprio3HO Jia M Hanrerar. [locrne MHMIMjamBAIMja TEKOT HA
KaMIaHHjaTa TelKO ce KOHTPOIMPA BO Koja HACOKA KE CC JIBKDKH,
OWICk BO HEJ3MHOTO IIMPEHE YUECTBYBaaT TorieM Opoj Ha
YUeCHHIIM KOM HEj3MHATa CONpKMHA MOXAT 13 ja (WITpHpaar,
KOpervpaar ¥ BO HEraTviBHA KOHOTAIjA CO LI Jid M HAILITeTar
HAMEPHO I HEHAMEPHO.

AKO BUpaHATA KaMIlaHWja TIOJIC MO TIOTPEIlieH IIaT,

TIOTPOILITYBAYOT MOYKE J1a ja paz0epe 1 03HAYM KakO HETIOCAKYBAHA
(Criam), J1a TIOCTaHe HeraTvBeH KOH KamriaHmjara. Oco0SHO € OracHo

aKo KHMIIaHI/[]aIaOC VBMCHU KaKO HOCTUYIKA M HETICTA/THA.

MHory € KOMITIGKCHO U TellIKO Jia o JI3ajHMpa BHPYCHA
KaMIiaHHja Koja ke OBO3MOYKM BHPYCHO ILMPEH-:E HA TIOpaKara u
VCTIOHYBAC HA MApKCTVHILIKUTE L. Bo Taa Hacoka e
TIPETOPawIMBO € Jid C¢ aHIKNpa CTeIMjATBIpaHa areHIrja 32
BUPYyCeH MapkeTvHr. Ho, Mopa cexoralir ig ce va Bo TIPSIBHT Jicka
U CTICIMjIM3APAHATE areHIMH TEIIIKO ja KOHTPOIMPAAT HACOKATA
Ha JIBIDKEERE HA BUPATHATA MAPKETVHITIKA KAMITAHH:A, OTTHOCHO 1
TOKpa] HUBHOTO aHMKVPAE Taa MOKE Jld  Pe3ylmvpa
HEIUIAHNPAHH PeaKI Ha WICHOBHTE Of1 LISIHATA TPyTa U Jia My
HAIITETH HA YIJIENOT HA KOMMAHWjara. 3aroa Mopa BHpaHATa
KOMITaHHja TBHAMATEITHO JIA CE TUITAHAPA, JF3ajHAPA 1 CIIPOBEYBA.

43  Pazmuxa mery GUpQHUOM MAPKEMUHE U IMECBLBUCKO
ozacyearve

JlocranHocra Ha Op3 FHTEPHET 32 CEKOE CEMEJCTBO BO CBETOT
ja rpoMeHH Tiprpoziata Ha Online orracyBarse 1 OTBOPITIA MECTO 32
Hoeut oormr Ha VWOM (word of mouith) ormack kow miopaio Orrie
OIpaHMYCHH Ha (PopMATH KaKo IIITO o¢ POP-UP orack 1 OaHepu.
Bupanaror MapkeTiHr € euHCTBEH (hopmar Ha Online ormacysarse
Ourejku ce Gazrpa Ha (haKTOT Jieka KOPHCHHUIATE TIOBSKE CAKAAT Jid
TPAMAAT TIOPAKK Of TIPHjaTesT M TIO3HATH, OTKOJIKY Off CAMUTe
OIVIACYBAMH, MIaKO He MM € COCeMa TIO3HATO [N TIPHJaTelioT Koj ja
WCTIpaTil  TIOpakarta € MApKETVHIIKK CTIIIATACT W TaK
CHIY3WJATMCTHYKA KOPUCHUK KOj Caka Jia CIIONeM CO HEro
3AHHAMITVBA COTPYKHHA.

Iocrojar moBeke TeMeNMHN PAaMKA CO KOM BHAPATHHOT
MAPKSTVHI C¢ Pa3MKyBa O KIACHUHHOT, TP Ce O
TENEBBUCKHOT. Tie pazvKu ce:

- TIpomMIHOCT ¥ BPEMEHCKa HEOTPAHHYEHOCT, KOPHCHHUKOT
MOKe Jia Ovpa BpeMe M MecTo Kora Ke TH Toriea (Kora
My Ce 3a0aBHM Y HEHAIOPHHM), IIITO € OCBOKYBAHE BO
OJTHOC HA KITACHYHHTE METTYMY.

- Bupanaror MapkeTiHr He 6apa HUKAKBO 3AKYITyBAFhC Ha
MEIUCKHOT TPOCTOP.

- Ka BupamHmor MapkeMHr OMTHO € Ja ce onoepe
MPBOOMTHATA TIETHA TPYyMa, a IoToa Ce TOTHpa Ha
IIMPAE HA TIOPAKKTE JI0 HUBHUTC TPHJATENH, THES JIO
HUBHUTE TPHJATeITA U HA TO] HAYMH C€ CTBapa CUHIMD OI
TIOTPOLITYBAYH JIO KOU CTUTHYBA [OpaKATA.

- Tocrom wiydna pa3mika Koja € BO camara Tpuporia Ha
BUpa/HATA peKiama. TeleBr3mjaTa cBojara epHKACHOCT ja
0a3pa HA HEBMHOTO TIOBTOPYBAE. AKO Taa He €
WHTCPCCHA, MOKEOM W HANOPHA, TIOBTOPYBAETO
TIOCTUTHYBA CIPOTHBEH eeKT. BupatHrior MapkervHr
T0A TO OTCTPaHyBa O] TIOYETOK. AKO Taa He € MHTepecHa,
MaJia € BEpOjaTHOCTA HEKOj Jia ja TPOCIISIV JIO0 CBOWITS
nprjaresi. [ToTrmpareTo Ha CIPEMHOCTA HA KOPUICHUKOT
32 MCTpriOyIMja Ha TIOpaKara HOCH W PYBUK, TIPBHOT
KOPHICHAK MOYKE J]d He € 3aMHTCPeCHpaH 32 Hej3UHATA
COIPKVHA, a ToA 3HAYM JGKA YIITE BO TIOYETOKOT
BUPATHAITE MAPKETVHITIKY aKTUBHOCTH MOYKAT g Onpiar

TPCKVHATHL
44  Cmpamezuja Ha wperse Ha GUPATHUIE COOPHCUHU

Online kamriarsa 3ari04uHyBa co OMparbe Ha NPBATA TeHeparja
Ha TOTPOILLYBAYX KOU Ke ja 3arouHar. Trie noHaraMy Topakara ja
JWCTPUOYHMPAAT JI0 CBOMTE TIpHjaresTi. Toa 3Ha4M Jieka BUPATHHOT
MapKETHHT' ¢ pedheprpa Ha MPOTAraHHI MAPKETUHIIKA TIOpPaKH
KOM Ce TIHpar BO copaboTKa CO MOTPOITyBaur ToemiHIT. OBOj
HAYMH Ha MAPKCTVHINKA TPOMAraHIA ¢ MHOTY TOS(HKACCH Of
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TPAMIMOHATHAOT TI0 TOA IITO TIOpAaKWTe, HAMECTO YCHO, Ce
TPCHECYBAAT CO TIOMOII Ha MacoBHMTC Memmymu. Heroara
MOKHOCT YIIITe TIOBSKE €€ 3rofieMyBa cO KopucTeme Ha online
30E[HAIITE W OTIIITECTBCHATE MEIMyMH, OWIEJKU TIpEKy HUB
BIMjaHIeT0 Ha TIOGIMHENOT TONprMa WIOOUTHA — pa3Mepu
(KOMYHHITVIDA CO CBOWTE TPH]ATeITH, CO CBOMTES TIO3HATH, HO ¥ CO
CTPaHIIA HE3ABVICHO O] reorpalhCKaTa OIIATICYeHOCT.

Nako ycrexor Ha BHpaHATa Topaka ce Oasupa Ha
TIOTPOLLIYBAYMTE KOU ja ILIMPAT BECTa, CeTIaK TOyieM JIEN Of1 Taa Yiora
Ha ILIMPEEsE M KOHTPOJa HA BECTUTE  TIPHITIAla M HA MAPKETUHILIKKOT
CTICTIV]ITHCT.

CrielmjanmicviTe MOpaar Jia ja Kperpaar IiJiata CTparervja.
Ilpu Toa Mopa MHOTYy Ja BHMMABaaTr OWIGKM, ¥ TIOKD3)
TIPOrPECHBHHOT PA3B0) HA BUPATHHOT MAPKETUHT, YIIITE [IEJIOCHO He
C€ pazjaCHETVI TIPHHUMHITE 32 HETOBYIOT YCTIEX.

3a TOYETOK, THE TUIAHMPAAT Kako i 3ar0vHe BHPATHHOT
TIpOLIEC, OITHOCHO Kperpaar cIparerja Ha mmpemse. deHoMeHor
BUpATICH MApKSTUHT HE € JI0 Kpaj MCTPDKYBaH. AKaJIeMCKUTS
WCIPDKYBAba HYy/IaT OIPAHWYEHH YIATCTBA BO OMpaero Ha
TpaBIITHA CTpaTerfja Ha Imperse. CUTe NCTpaKyBarba oe CJIaraar BO
©/IHO, HAJBKHO € TPABWIHO YROMPAFe HA TIOYETHATA Tpyra Ha
TIOTPOLLTYBa4H, OMIE]KH Taa TPyIIa MMa KITyqHa YJIOra BO BUPATHHOT
riporrec. (I Ip. sxeHuTe 1 MilazaTa MoMyJAIHja O TIOBeKe TIOYIKHA
Jla BIMjaaT Ha CBOjaTa OKOJMHA U CE TIOTIOINIOMKHH Ha BAPAITHOTO
BIMjaHVe O MEKHTE 1 TIOCTapaTa Tomynaryja). MiMajke ro toa Ha
YM, MOXKAT Jig 6€ OIpe/IaT KITyqHHUTE eleMeHTH Ofl CTparervjara Ha
IIMPEEsE, TIOTOUHO KITy4HUTE TIpalliara KO CIpyJHaLMTe Tpeba i
CH TW TIOCTABAT BO TIOYETOKOT HA KPCHPAFCTO HA BHpATHATA
cIpareryja;

- llenmnara 1pyna — KOJKY TMOTPOLIYBAYM U Ofl KAaKOB
npoiT ;a ce BKIydar BO TIpBATa Tpyra Koja ke Tv
TIPEHEce MOpaKUTe TIOHATaMY?

- Mokra Ha NOBP3AHOCT HA TIOCIMHIIATE Off Taa TPyIia co
VHUI]aTOpOT HA T0paKaTa — TANIK € TIOTpeOHO r30paHiTe
TIOSIIVHIT T2 IMAAT jaCHA TIOBP3AHOCT CO OPEHTIOT Koj o8
TIPEeCTaByBa?

- HuBoTo Ha RIMjaHKe HA TIOGIMHEIIOT — KOJIKAB M CO KAKOB
ABTOPHTET € OIMIMTECTBCHHIOT CTATyC HA TIOGIVHIATE Of
TpBaTarpyra’

- XOMOIeHOCT Ha WiCHOBHTE Ha Tpyriata— Jlam € onoopo
TpymaTa Jia Ouyie XOMOreHa FH XeTeporeHa?

Co npaBuieH OZITOBOP HA OBFIC MpaITiaka v CO TECTHPARLE HA
RIMJaHHIETO HA PATYHKTS OIUTYKH BP3 BKYIHHOT YCTIEX, MOKE Jid
ce TPSIBIIM TIVIOKYITHHOT TIPOLIEC U Jia C Kperpa CBOCBUZICH
BOIIMY HU3 CTpaTervjara ¥ ClpOBSIyBAF:E Ha BUPATHATA KAMITAHH]a.

Toxpaj mpaBiTHKUOT M300p HA WICHOBHTE OJT MHHUIMPAUKATA
Ipylia Ha TIOTPOLIYBA4M, B3 YCIIEXOT HMaal RIMjaHHE U
KapaKTePUCTUKUTE HA TIOpakaTa KOM O¢ OIHECYBAaaT HA HHBHATA
CONpYKUHA 1 KpeatrBHUOT vajH. [lopamy Toa BrpaHaTa ropaxa
MHOTY CIICLITTICTH ja TPSTHPAAT MOBEKE KAKO YMETHOCT, OTKOJIKY
Hayka.

Ha oBoj unHuMTEN RIMjaHVEe MMaAT OIIACYBAYMTE, TIOTOUHO
KpearopyTe, MAPKSTVHIIKA CHISIMJHCTH. YCIIelHATA BUPaTHA
Topaka € ToTpedHO Jia CTBOPH BpEBa M CO Toa Jia ja pasoue
MHIM(EPEHTHOCTA HA TIOTPOILIYBAYoT M Ja TO OXpabu /a ja
JWCTprOyYpa Tiopakara TioHataMy. EyieH o HaumHuTe Toa Jia ce
TIOCTUTHE € Kaj TIOTPOIIIYBAdOT Jia ¢ TIpoOyIIaT OCeTH, OO Jia
CraHyBa 300D 32 CMOCHC, YYICH.E, COUYyCTBO WM JypH H

3rposyBarse. be3 BKITydyBame Ha EMOIMHTE YCIIEXOT H30CTAHYBA.
Hcro Taka mnopakara He cMee caMO Ja TO  OIMIIYBA
TPOVBBOTIOTYCITyTaTa 32 Jia He ¢ M3IYOM BO MOPETO Of CIIMMHA
PeKIIaMK, TYKY U Jia Ce OIHMILIE M YyBCTBOTO KOS ce JIOOMBa Kora
TIPOMB3BOTIOT/yCITyTaTa 08 KOPHCTIL

5 3axmmok
Myrmmamenjara, THOOPMATIHKO — KOMYHHKAIFICKATA TEXHOTOTH]a,
CO TIOjaBaTa HA WHTEPHETCKVOT MApKETVHT, COCEMa TO M3MEHHja
TPAIVLIOHATHAOT MApKETVHT U TO TIOCTABHja HA §IHO TIOBHICOKO
pamumIITe. Briaronapenyie Ha MOKHOCTA 32 COOMPARHE U KOPHICTEHE
Ha MHOTY TIOTQyieMa KOJTMHMMHA Ha MH()OPMALIFH 32 TIOTPOIITYBAvHTe
W KOHKYpCHILIMjaTa, WHTCPAKTMBHOCTA C€ 3TOJeMH YIorara Ha
TIOTPOLIYBAYOT & CS HAMAVTH YJIorara Ha KOMITAHMjaTa.
['mobaravTe KOMyHHKAICKA MPEKH M OIPOMHHOT TIPOTOK HA
rHDOpMAITAN HI3 HUB, JIOBETI0A JI0 TIOjaBa. HA HOBH MAPKETHHIIKA
TEXHUKY OJf KO Haj3HAuajHA € TCXHUKATA HA TAKAHAPCUCHHIOT
BUpayieH MApKETHHT, KOj TIOTPOIIYBadOT Off [IACHBCH KOH3YMEHT TO
TPETBOPY BO aKTWBCH UMHHTSL, JAYPA M TIO3HAYACH Off CAMHOT
VHUIMJATOp HA MApKCTVHIIKWTS AKTMBHOCTH HA KOMITAHHjATA.
BuparmHvior MapKeTHT TIPOTPecHBHO TV TIpeHecyBa ropakure. Toj,
OnarorapeHye Ha 3aHEMAVIMBATE TPOIIOIK, € JOCTANeH M 32
HAJMAMTEe KOMITAHAM Jia OWIaT paMHONPAaBHA Ha TYIOOATHHOT
CBETCKH T1a3ap.
HctpakyBarkata Ha MAKCIOHCKUOT Tia3ap TIOKDKYBaaT Jicka
KOPHICTCHSETO HA BUPATHHOT MAPKETUHT He € HY BO TieyieHH. VIMeHo,
MAKEJIOHCKITE MAPKSTUHILIKK CTICLIAJaTMCTY TIOBeKe Mpedpeprpaar
KOPHCTCHC Ha KIIACHYHITE MAPKETUHIIKHA TEXHHKH, OTHOCHO €-
niorrrara, BED crpanvTe, Tenepmsijara, papioro v CIL
ABTOpUTE CC HAZICBAAT JIcKa CO OBOj TPYI Ke JATAT CKPOMEH
TIPHTIOHEC 33 MHHLIAPAHLE HA OBOj BHTT MAPKETHIHT..
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CHALLENGES OF TODAY BANKING MARKETING - INTEGRATED MARKETING COMMUNICATIONS: THE
CASE OF THE REPUBLIC OF MACEDONIA

ABSTRACT

Promotion, as one of the main instruments of the marketing
mix, is all about informing and persuading customers on one hand, and
representing the whole system and process of communication
between the companies and their customers, on the other. These
marketing efforts should be considered as undertaking some activities
in order to create a positive opinion regarding the products (or services)
sothat they could be widely accepted by the customers. In many cases,
such as in many companies in the Republic of Macedonia, the
marketing efforts are not well integrated with each other and/or with
the other elements from the marketing mix. When doing a marketing
campaign, too many companies have been using the “one try
approach’” in order to suggest buying their product.

Separate instruments from the marketing mix could be used and
integrated in an IMC systerm- Integrated Marketing Communications,
which includes use of more elements in a campaign, with many
phases for better and improved reaction, such as the combined use of:
paid advertisement with automatic response, direct mail, phone
marketing, personal sale and continuous communication.
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In recent years, the banking sector in Macedonia has shown
high improvement in the process of communication with its customers
and its improvement has been highlighted as a positive example in
comparison with the other industries. This paper analyzes the practices
of Macedonian banks in the process of communication with their
customers, from the point of view of the promoation mix used for long
term relationships with the customers.

The main objective of the paper is to show the best practices in
the marketing efforts of commercial banks, in order to make
suggestions and get other banks and companies to thinking of use of
such activities, by following the best practices in the industry.

Key words: integrated marketing communication, banking
sector, best practice, banking marketing

IPEAVBUBUIIN HA COBPEMEHNOT BAHKAPCKU MAPKETUHI -UHTEI PUPAHU MAPKETUHI'
KOMYHUKALIMM: CJIYYAJOT HA PEITYRIMKA MAKEJIOHWUJA

AIICTPAKT

Kako eneH on OCHOBHMTE MHCIPYMEHIV HA MApKETHHIOT,
TpoMoLjaTa oraka o1 §IHa CTpaHa, MHPOPMHPAELE 1 YOSTyBare

Ha TIOTPOIIyBAYHTe, a OJ JPYyra BKYIHHOT CHCTEM M TPOrieC Ha
KOMYHHIIAPAF-E Mel'y KOMITAHVIHTE ¥ TIOTPOIITYBAYHTe KOj Tpeda Jia
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ce ofa KaKO HACTOJyBAHE, WM TIPE3CMAe HA OJICNHA
AKTVIBHOCTH, YHja 1171 € TIPS/ Ce 11 O CO3LIAIE TIOBOIHO MHUCTICHSE 32
TIPOV3BOIHTE (YCIYTVITE) 32 1a THE CE TIPH(aTar OJ1 TIOTPOLITYBAYHTE,
Uecro mam, kako mrmo € aryggjor Bo P, Makenonmja,
KOMYHHKAIMCKHITE MAPKETHHT HANOPH HA KOMITAHH]ATa He Ce JI00po
WHTCIPUPAHA €IHA CO JPYTW WM CO JpPyIWTe eIeMEHTH Ha
HEJ3MHYOT MApKETVHI WU TIPOMOTHBEH MUKC. Bo paMirTe Ha
JaJicHA. MAPKCTVHT KAMIIA:A, TPEMHOTY KOMITAHHH KOpHCTAT
MpUCTAIT Ha ,CCH OOWI‘ 33 Jid TIPCIMBBHKAAT KyITyBaHC.
OnnenHuTe MHCTPYMEHTY Ha. MAapKETHHT KOMYHUKALAVTE MOYKAT
Ja CC WHICTPUPAaT BO ONPEICTICH CHCTEM KOj CE HapeKyBa
VHTeIpUpany MapkervHr komyHukaimm (MMK), ko) Brotydysa
KOPVICTSH:E Ha KAMITAFBY CO TIOBEKE CPEJICTRA, Y BO TOBEKe (hasy 3a
nonoOpyBae HA PeAKIFjara, Kako Ha TIpUMeEp, EIHOBPEMEHO
KOPHCTCHSE Ha: TIIATEH OITIAC CO MEXaHH3aM Ha OIITOBOP, IMPEKTHO

1.BoBex

Jerec ce moBeke ce TOBOPY 32 MHTCIPUPAHN MAPKETUHT
KOMYHHKAIIWH, IITO 3HAYM KOMOWHAIWJA I CIOj Of TIOBEKS
eIIeMEHT 32 KPeHparse Ha TIJIOCHA CJIMKa Koja Tpeda 1 Ovre
TIOIApYKaHa Off TIOYETOK 10 Kpaj BO OCTBAPYBAETO Ha IRTATE HA
emHO Tpenmjarve.  [IpeHecypamero Ha  paymMHM U
HEKOH3VICTEHTHH TIOPaKy MOYKAT JTa TW 30yHAT KIMEHTHTE U JId M
HAIIITeTaT HA OBHTE, OMHOCHO MPETIPHJATHETO BO TIETIMHA.
Ipomorjara Ha TPOM3BOIOT TpeGa Jia TV TIOIWKH TPBESHCTBCHO
MapKeTUH TIJIATE YTBPICHA ONHATPCI 33 TMPOMBBOIMTC HA
MPETIPHATHETO, IIITO BO HAJTOTIeMa Mepa 3aBHCH O] TPABIITHHOT
MUKC HA CIEMCHIUIC HAa TPOMOIMjaTa, TC. MapPKSTHHT
KOMYHMKALIjaTa: ©  GKOHOMCKATA ~ TIPOTIArAH/A,  TPOEKHATA
MPOMOLMja, JIMYHATA —TIPONEKOa, JIPSKTHVOT — MAPKETVIHT,
yONMLMTETOT M OIHOCH €O jaBHOcTa. OBa nompazovpa yoemea
KOMYHHKAIHja CO TIOTPOLITBAYOT, TIPS CE 32 CO3NIABAE HA BUICOKO
HHUBO Ha CBECHOCT 32 MPOVBBOIIHTE, 32 MH(POPMHPAFLE BO OITHOC HA
TPOMEHHTE Ha TIPOM3BOMIHTE, 33 CO3IABAME HA MHTEPEC H BPCKa CO
TIOTPOILITYBAYOT, CO KPajHa T1eJ1 32 HErOBO HABCITYBAFHC HA AKIIMja W
KYITyBarhe Ha [POV3BOJIOT.

Yecro mnami, kKako 1o € rydajor Bo P. Makenonmja,
KOMYHHKAIMCKHTS MAPKETHHI™ HATIOPH HA KOMITAHH]aTa He Ce JI00po

WHICIPUPAHA €IHA CO JPYTM WIM CO JpPyIWTe €IeMEHTH Ha
HEJ3MHHOT MAPKETHHI W/ TIPOMOTHBEH MUKC > ¥ BO PAMKIITE HA

JaJieHa. MAPKETVHT KAMIIA:A, TPEMHOTY KOMITAHHM KOpHCTar
TpucTan Ha ,,eNeH OOWMI‘ 34 Jia TIPSIVBBUKAAT KYITyBAHC.
(Mapjanosa JoaroB 1 Temjarosckw, 2012).

OmienHrTe MHCTPYMEHTHT HA MAPKSTHHT KOMYHHKAIIVHTS
MOYKAT JIa 0¢ UHTEIPUPAAT BO ONPEIIENIeH CHCTEM KOj C¢ HapeKyBa
vHTerprpani MapkeriHr komyrukamn (MMK), koj BrotydyBa
KOPVICTEH:E Ha KAMITAFBH CO TIOBEKE CPEJICTRA, Y BO ToBeke (hasy 32
TIOZIOOPYBAFEG HA PeaKIjara, KAKO Ha TIPUMEP, ETHOBPEMEHO
KOHCTEH:E Ha: TUIATEH OIYIac CO MEXaHK3aM Ha OITOBOP, JIMPEKTHO

74 Dhruv Grewal, Michael Levy, (2008), ‘“Marketing”, McGraw — Hill
Companies, Inc,, New York, p.464

7> Mapjarora Josaros T. 1 Temjarorcx, P, (2012). Meduyvume nacrpormu
npemnpujamyjama - Yiioea 60 Kpeupareeno Ha HpOMOMUSHAIMA NOpaKa u
Meoua miasom. 300PHAK HA TPYIOBH, ,,YJIOrara Ha MEIMyMUTC BO
TPOMOBHPAELETO Ha IporsBoIvTe 1 yeryrure' . ISSN 978-608-4691-01-3

JaBYBAFHE TI0 TIOIITA, MAPKETVHI TI0 TIAT HA KOPHCTEH-E HA TeJIehoH,
JIMYHA TIPOZIK0A M KOHTUHYHPAHO KOMYHHITAPAFLS.,

Banxapckuor cextop Bo P. Makenonwja, Bo mocrienHyre
HEKOVIKY TOIFHY TIOKKA 3HAYMTETICH HAIPEIOK BO TIPOLEcOT Ha
KOMYHHKAIFja CO CBOWTE TIOTPOIIYBAYM M CE WCTAKHA KaKO
TOMTVBEH TpUMep BO criopenda cO  OpojHATE  OCTAaHATH
PHITyCTPUCKH TpaHKu. OBOj TPy TV aHAM3UPA MPAKTVIKATE Ha e
OIl MAKEZIOHCKUTE OAHKM BO TIPOIECOT HA KOMYHHKAIA CO
TIOTPOLIYBAYMTE, Of1 ACTICKT HA TIPOMOTHBHHOT MUKC KOj TO KOPCTar
33 BOCTIOCTABYBAHE HA JQNTOPOYHH OTHOCH CO TOTPOLIYBAUMTE.
OcHoBHaTa TIQT HA TPYIOT € TPEKy IMPHKA3 HA TIPAKTHKUTE BO
MAPKETVHT aKTUBHOCTHTE BO OAHKAPCKHIOT CEKTOP, 1A CE TOTTUKHAT
Ha Pa3MHCITYBAHE M OCTAHATHTE KOMIIAHWH 32 YIOTpeOa Ha CITAYHA
AKTVIBHOCTY, TIPEKY CTIeTICH:S HA HAjTIOOPHTE TIPAKTHKYL

Kiryunu 300poBH: MHTETPUPAHN MAPKETUHI KOMYHHKALH,
OAaHKAPCK CeKTOp, HAJIOOpH TPAKTUKY, OAHKAPCKH MApKETUHT

jABYBAHBE TIO TIOIITA, MAPKETVHT TIO TIAT HA KOPHICTEHHE HA TeTe)OH,
JIHHA TPONKOA ¥ KOHTMHYMPaHO KOMyHHImMpame. Crre oBrie
MHCTPYMEHTH MIMAaT 32 LIEJ1 JIa ja 3royieMar IpoyigokoaTa 1 Mefy ce0e
Ce JIOTIOVHYBAAT.

2. Hurerpupand MAPKETHMHI KOMYHMKALMH  BO

0AHKAPCKHOT CEKTOp
Koe e 3Ha4erero Ha KOMyHULIMPAETO BO KOMIIAHUATa BO

JICHEIIHOTO paboTerse? KoMyHHKalmja He camo 1o IO romara
pabOTeH-ETO, TYKY U T TIONI00PYBa JIJIOBHUTE OHOCH. Kako 1o
JI00pa 1 YCTIeTTHA KOMyHHIKAITHja MOYKe Jia TO 3rayieMH TPOQHTOT,
TaKa JIOIIATA U TIOTPellHA KOMyHUKALja MOKE Jid TO HAMAIH.
AHanmzaTa TIOKvKyBa JIeka KOMITAHUHTE Off OAHKAPCKHOT CEKTOp
VCIIEIIHO TY YCBOWIE OCHOBHUTE KAPAKTCPUCTUKU HA MAPKESTUHT
KOMYHUIVPAF-CTO M KOHTHHYHPAHO TY TIPAMEHYBAAT BO JIG/IOBHUTS
CIpaTelVl 32 HacTall Ha Ta3apoT. MapkeTMHror Ha GaHKiTe
ronpasorpa MPUCTAIT HACOYCH KOH TOTPOLIYBAYMTE, OHOCHO
KIMEeHTUTE .

Kora ce pabotvi 32 ((MHAHCHCKITE MHCTUTYLIAH, THS HajuecTO
KOHKYPHPAaT Ha MHOTY IIMPOKH TA3APHH TPOCTOPH (HECTONATH O¢
(bparMeHIVIpaH! HA MHOTY XCTGpPOreHH CETMEHTH), KOM Ce
reorpahCKe JUCTICP3UpaHK 1 0apaaT PaIAUHA MAKSTH Ha YCITyIH.
Bo TakoB Ciyuaj ce MOTPEOHM TPSIMB3HA IIJIHA MAPKETUHT
TEXHVKY, KOM T00apyBaaT Mol CO TIOMATMTE TPYIA Ha
TIOTPOLLIYBAa4X 1 WACHTH(HKALIA HA MHIMBILyUTHHTE TIOTpEOH Ha
nioTpotyeaumte. OBaa CUTyalHja, Koja € TIOBP3aHa CO MPUTHCOLIMTS
Ha KOHKYPCHTCKUTE ¥ JIMHAMUAYHH TIA3apH, JIOMPHHENA 32 pacT Ha
MapKeTIHIOT Ha TpaJieHe Ha OITHOCH CO KIHEHIUTE, Kako MR
TIOBQVICH 32 TIPHMEHA BO CRKTOPOT HA (MHAHCHCKITE YCTyTH .

Bankure Mopaar Jia KOMyHHIMPAaT co CBOMTE CETalliHH, HO 1
CO TIOTeHIIMjTHATE KyITyBadHL. 3a OaHKUTE € OMTHO Jia OQJTMIKYBAaT U
J1a pasBHJaT TIPOK3BOLL, JIA MY & OIPEJIAT LICHATA, [1A [POHAJIIAT LIETICH
TIa3ap U Jia TV 3ar03HaaT CBOUTE KIHEHTY TIO TIaT Ha TIPOMOTVBHA
AKTVBHOCTHL

Bo cymrmiHa, ocHoBHM Kapakteprcid Ha VMK ce’:
Brifjac Ha OIHECYBAETO HA TIOTPOLIYBAYMTE, 3AIOYHYBA O
TIOTPOIITYBAYMTE W TIOTEHIIM]aHATE KyITyBauM; KOPHCTH €JieH WK

76 Curtié, U, Barjaktarovi¢, M. 2003. Bankarski marketing. Praktikum, Proces

faze upravijanja marketingom banke, Novi Sad, Feljton. Str. 75

77Mihailovi¢, B. 2003. Marketing menadEment, Obod, Cetinje. Str. 54

78Kesic T, 2003. “Integrirana marketinska komunikacija” Zagreb, str29-30
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cyte OQUMII Ha KOMYHMKAIHja; TIOCTUTHYBA CHHEpIHja M Tpai
JIONTOPOYHK OTHOCH 0 ToTportyBadute. [ IoHyriara Ha yermyrire Bo
GAHKHTE MOke @ OMam : KapaKTePUCTVKH, CTWN, TAKET Ha
yoIyry, OpeHavparse, YOIy)KeH aMOWEHT, KakO W WCTIOpaka Ha
YCITyTUTE, TIPOLIEC Ha TOHYZA HA YCIITUTE, JIyfeTo, KBUTMTETOT 1
OJIHOCHTE TIOMETy KYTeIoT (TIOTPOIIYBAYOT) U Tpoziaeador. Bo
Hacoka Ha roHyzata, IMK v coeqiHyBa crTe CIIMKH U TIOPaKK Ha
Komriaamjara. Co TIer odp30 UMITIEMEHTVIPARLE Ha MHTET PHpAHITE
MAPKETHT KOMYHUKALHA HEKOM KOMITAHHH TIOCTABYBAAT AUPEKTOP
32 MAPKETVHI KOMYHHKALIK KOj MMa TEIOCEM HHICPEHII B3
KOMYHHKALICKHITE HATIOPH HA KOMITAHIjATa .

Tabema 1. Tlprvepr Ha UMK mnpricrarm Bo Gankure Bo P.
Maxkeronmja

Banxa Tonyma

Koveprpgarra | Dudr_xapnria
Caa  AJl | 32 Tproeiaor
Croriie nenrap . Cronje
|n Cum Mo
Cure npagHU JHLA

(B0 copaloTia | Kou ke arTmIppaar
o Skopie City | = Visa Business
Veall) Debit, Visa

o — A0 H FHIEPHET — Web TIOpTai 1
web c1paHa Ha GaHKaTa)

miepriont o 1508,
o 30092014
TOMMHA K& MOXAT
Ja TM KopHCTar
aire  OereuLian
01 OBYiE ITIATSKHI
MHCTypMeHT  Oc3
Ja IUIaKaaT
WICHAPHHA 3
TpBAra  TOIWHA.
Boemo,  mpeure
100 mpeBEM TR
KOH BO  OBQ)

TIEPHO Xe
HANPARAT HAMATKY
10 Tpancakiom u
BKYIIEH MPOMET Ha
TPOTIDKHA  MeCTa
on 6000000
JIeHApH Ke Jioorjar
QT KepvHA 3
TPIOBCKVOT LICHTED

Mart™* Bo BpeaHocT
on 300000

JICHApH.

HALVOHATHY TEJCBVBUM, A0 1
HHTEpHET — Web TIOpTayi ¥ web CIpaHa Ha
TIOCTOCHL, Garara)

[0 TIVECHO [id
Hojrar iy
TIOCAKYBAHHOT
oM. Bo crojara
JyOwigHa oA,
Cronascka  GaHrA
3M0YHA  HOBA,
MpOMOTHBHA U
IMHCTBCHA
TIOHY/]A HA TIA3apOT
HA CTaHOCHH
Kpemm. 3a cure
TIONTHECeHH Oaparsa
34 CraHOCH KpEIuT
BO TIEPHOIOT Of
03.11. )|
31012015 rommHa,
e Jo0vBa
TIPOMOTVIBHA
KaMaTHa CTarka oft
3% Bo nipBHITE TPH
TOIHH, o
TIpCTCTaByBA
HCKITyIHTENHA
MOXHOCT 32 CHTe
OHVE Kou
pavHCTyBAAT  3a
CTaHOCH KDCTIUT.

79 mvompriecka C. 2009. “Maprear  koMyHuKarww”,  EBporicku
yrusepairer—Ckorge, CIp. 65

80Coxonecka A., 2014. Merayverim co maprenuHe KOMyHUKAYUUME HA
KOMINQHUAMA 6p3 OCHOBA HA MapKenHuku urgopmayuy. EKoHOMCKA
(axymrer — prer, Yavsepsurer ,,CB. Kimverr Oxpriniciat  — brrona, P.
Maxeronnja

Vieop:htip:/Amwwv.kb.com.mk/Default aspx?sel=2461&lang=1&uc=
1&par=0w ywwy.sth.com.mk

JlononHMTeNIHO, TEKOBHATA COCTOj0A €O MAPKETVHT
KOMYHHKALIMTE BO OAHKAPCKHOT CEKTOP MOXKE JIa O TIPHKKE
TIPeKy ClIeTHMBe HHDOpMALF®

o Hgwwozy 3a Oaxume o0jagyeaie  uHMEPHEM
nopmamme Kou ofjasuwie oypu 162 objasu 00 exymHo 212
uHgbopMaLL 80 CLme MEOUY M.

81 Edmamorciu, b. 2013. , Haporsa 11 TyryHcka GaHKa HAj3acTaricHH BO
memmymure', PressClipping, cramvicrvka asarmsa 3a 1pyna banku. 2014. On-
line wwwipressclipping.comumk; JIOCTAITHO Ha:
http:/marketing365.mkiharodna-banka-Huitunska-hanka-najzastapeni-vo-
mediumite/
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o Hajzacmanena OaHKa HA UHMEPHEM NOpmaume owia
Hapoona barxa a dodexa co Hajeonem Opoj Ha o0jasu Ha meesusuja
U paovo mMuramama Heoena oewe TymyHcra OarKa.

o Bo eecHuyume nax, Hajeoiem 6poj Ha o0jasu HOBOPHO
uvaiio 3a Hapoora oarrka u Tymymcka barxa xou ce ciedeHu 00
Csemcxa bariau [ Inaprace oarxa.

e Hajzacranenn Garxvt Ha TB w1 pammio MyHaTara Heena
orte TyTyHcka 6arka co 5 oojaem 1 Ceercka Garka co 4.

o Bo eecrunpume HajvHoey ce mayeaio 3a Hapoona barka
u Bymyncka banka (o 9 namuy), nomoa 3a Ceemcka baria (5
nan), L Inaprace barixa (3 namuy) u Cmonaricka barika (2 namu).

BankuTe ce CripeMHH TopakyTe 38 CBOMTE TIOHY/TH / YCITYTH TH
TUIACHPAAT TAPATITHO HA TOBSKE PA3THUHI MEIMYMH, a TIPHTOa, Ce
BHMMABA 1 HA KOPTIOPATVIBHHOT WICHTUTET BO CKIIOM HA JIM33jHOT Ha
riopakara. Bo cylmviHa, GaHKHUTE YCIIEIIHO T KOPHICTAT HI3ara
Bapuja0ITi KOM C¢ HA PACTIONATAME 32 KPCHPAFLe Ha MPOMOTHBHATA
TOpaKa M BO HUBHOTO PalOTeHe TApAINHO CE MHICTPHPAHH
HajroIeM JIeNT 07 eJIEMEHTHTE HA KOMYHHUKAICKAOT MUKC.

3a motpedrTe Ha epUKCHA KOMYHHKAITMja BOOOMHACHO €€
yrotpeOyBa  KOMOMHAIJA O PaIMYHA  QIEMEHTM  Ha
TPOMOTHBHHOT MHKC, CO €IHOBPEMEHA VroTpeda Ha TIOBEKS
PATHYHA CPETICTBA 3a TPCHOC HA TopakaTa. BakBHOT MPOaKTUBCH
OITHOC BO KOMYHHKAITMjaTa CO TIOTPOIITYBAYHTe MM 00e30eTyBa Ha
OaHKWTE BUCOKA BHJIMBOCT HA TA3apoT, CBECHOCT 32 HUBHHIE
TIOHY/M, KAKO U 3rOJIeMYBAEC HA BEPOJATHOCTA 33 CO3MIABAC HA
TIOjTHA KIMEHT ¥ TIPUBTICKYBAarke HA HOBH TIOTCHIMJTHA
TIOTPOILITyBauH (Tad.3).

Tabema 2. MokHM RWMjaHAja HA TIPOMOTVBHHIOT /

KOMYHUKALIMCKWOT MUKC
TIpovomiBen Muke= Enevenrma TIpovomiBen MuKe
Iazapha cina =Hngopmaimja

Ipovorveavior muke Bmjae | [lpovomusen | [lpovonBavor muke ™
Ha TpehepeHIMTE 1 BKYOOT MHKC
HA TIOTPOLLIYBAYOT, TV MEHyBa

aTprOyTHTe HA TIPOKBBOIOT MeHYBA  BPCIHYBAHCTO Ha
TO JA()epCHIPA TPOVBBOZIOT HETOBHTE aTprOy THL.
OJTKOHKYPCHICKHTE.

[orporrysator craHyBa | OmmecyBamena | Ilorpomrysaunre  craHysaar
JOjleH Ha OpeHIOT M € | MOTpOIIyBAYMIe | TOOCCDMEBA HA IICHATA U ja
TIOMAKY OCCT/IB Ha LIeHATA, &
BOGIHO TpHharka oe TIOMATIKY TIOHYTIA' .
CYICTUTYTHL

HNorerpananme  xonKyperm | Bapuiepu3zasnes | TTpomomusavior MUKC
KO Cakaal @ BIEsar Ha

msapor ke Mopa R ja

Ha/IMUHAT TIOCTOjHATA OWigik TV TIpeseHIvpa
JIOJTHOCT KOH OPeHZOT U ke HVBHUTS ATPHOY THL.
TPOLLIAT TIOBEKE HA TPOMOLIj.

Ha ronueriprpann nasapn | Crpykrypana | Tompomysare  rpasar
KAKO IIITO € Ma3ApOT HA BAHO | MHIAYCIPHjaTal | Crioperta Ha KOHKYPEHICKUTE
¢rpviTe 02 3N00MBAAT €O | CIVIAHAMABAPOT | TIOHYIW M Ke OIICTAHAT CaMO
TIOrOJ/IeMa IMCKDEITOHA MOK.

Oupyvure Mokar 72 | AxmBHoctaHa | Vugopnviparvre

HAITIATaT TOBVICOKH LICHY 1 C8 n23apoT TIOTPOLLYBAYd  BOZAT  KOH
HAMATYBA BEPOjATHOCTA 3 KOHKYPCHLIAQ TIPCKY
KOHKYpCHIM2a HA  [ICHHL KBUTET.

Muoparmjara Moke a2 Onzie

TIOpeTKA.

Tosucoxire nean 1 mpodur | Tlepdopvancn | 3roneMyBaHETO HA
JOOMeH O IPOMOTUBHVOT HATIA3APOT KBUMTETOT Ha JIO/T POK BOIIH

MUKC UM 00e30eIyBaarT Ha KOH  3[OJeMyBAaHE  Ha
npeTpyjarjara TIOBeKe TpohHTOT.
CPCIICTBA 32 [POMOLIJA.

Wseop: George E. Belch & Michael A. Belch, “Advertising and
Promation — Integrated Marketing Communications Perspective”,
Sixth Edition, The McGraw-Hill Companies, 2003

3AKJIYYOK

Iporiecor 3a pasBiBarLe Ha POMOTHBHA CTpATerHja TOYHYBa
CO OTIPE/TyBALE HA TIJTHTE, OIYTyHyBAELE 32 OY[IETOT, OIYTydyBaFhe 32
TIOpaKaTa 1 MEIMyMHTE 1 OLCHKA Ha Kamrarata. Co3aBareTo Ha
HMHIIOT TpeOa Jia ce OIBUBA BO TMPOIQVDKEH BPEMEHCKH TIepror, 32
Jla Ce 33jaKkHe JIoBepOaTa HA TIOTPOIIYBAYHMTE BO TPOMBBOIITE,
OITHOCHO OpeHnoBHTE HA KoMraHWjara. KIydHHOT efieMeHT BO
TPOMOBHPAHLETO € CaMATA TIOPAKaA KOja € OCHOBHUOT HOCHTEN Ha
MHDOpMAIUTE KOW TIPSTIIPHATVCTO Caka Jia TW OO0jaBd TPETT
crerKxoneprre. PasOnparsero Ha HA9MHOT Ha Koj (pyHKIMOHHpa
KOMYHHKATVBHHOT TIPOLIEC MOXKE BO 3HAUMTRIHA Mepa Jid TO
TOZI00PY MCTIPAKAFLETO HA TIOpaKara | Jid ja 3QieMH HEj3HHATA
etrkacHocT. barkapekvor cextop Bo P. Makenonuja e nosumiseH
IpAMEp HA YCTElHA TIPUMEHA HA HHTCIPUPAHA  MApPKETHHT
KOMYHHUKALH CO TIOTPOLLTYBAYHTE, TIPY TUIACMAH HA TIOHY/IMTE Ha
nazapor. Moxke 11 ce 3aKTydan Jieka co TIpe3eMarke Ha HEeKOIKY
YEKOpH MOXKE Jid C TIONOOPH TIRJIOKYIHATA KOMYHHKAIja CO
LETHUTE TIOTPOLIYBaYM. 3HA4acH € W M300pOT Ha BHCTMHCKATA
IyO/vKa 3 KOja € HAMEHETa Mopakara, OMIgjiu McTara € eKacHa
CaMo JIOKOJIKY CTUTHAIA IO TIOTPOIIBAYHTE KOM MMAaT ToTpeda
WM VHTEpEC 32 COMPKMHATA Ha Tiopakara. VIcTo Taka, Kaje 11mo
TIOCTOM MOKHOCT Tpe0a Jia C¢ HAIPaBK OOMJT 32 PeIyIMPAEE HA
BIMjaHHjaTa Ha OKOJIMHATA B3 TPOLIECOT HA TPHMAFE HA TIOPAKATa,
OIIHOCHO J]a C€ Kpeupa jacHa ¥ JM(epeHIMpaHa Topaka Off
KOHKYPEHTCKUTE KOja 3HAYAJHO Ke ¢ Pa3yTMKyBa U Ke MPHRIICKYBa
BHVIMAHVEE.
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CHALLENGES OF GLOBAL MARKETS: THE ROLE OF TRANSPORTATION IN SUPPLY CHAIN MANAGEMENT

ABSTRACT

Interational business world has been undergoing a period
of rapid transformation. Trends towards globalization, supported with
multimodal transport and supply chain facilities are all reshaping the
world’s trading patterns and consequently physical trade flows. The
supply chain has become one of the main globalization forces today.
Transportation occupies one-third of the amount in the logistics costs
and transportation systermns influence the performance of supply chain
management. Only a good harmonization between each component
would bring the benefits to a maximum. Companies today are
challenged to streamline their transportation and  logistics

Ipodp. 1-p Pucre TEMJAHOBCKH
Exonomcku (hayrrer,
Yuupepzurer | oue Jlemies — v
riste.emjanovski@ugd.edu.mk

management processes to maximize efficiencies, customer satisfaction
and profit margins.

For companies to keep pace with this expansion, supply
chains will require systemic transformational change, a move that only
contributes to even more operational complexity.

The objective of the paper is to define the role of
transportation in supply chain management for the reference of further
improvement in challenges of present global market.

Kew words: globalization, transportation, SCM - supply
chain management, CRM - customer relation manageme

HPEAVMBBULIATE HA ITVIOBAJIHUTE ITA3APU: YJIOI'ATA HA TPAHCIIOPT BO MEHAIIMEHTOT HA
CUHIIMPOT HA CHABIYBAILE

AIICTPAKT

MefyHaponHHOT OM3HFIC ce JIBIDKY HI3 TIpoLiec Ha Opsa
TpaHcopmarpja.  [J00amHUTe  TPEHIOBM, TIOIWKAHA — CO
MYJTIUMOZIUIGH  TPAHCTIOPT M CHHIMPOT HA CHAOIyBaEe TIH
TIPeOOIIMKYBAAT CBETCKITE TProBCKH MOJIEITHL, & CO TOA U (DHBHUKITE
TPrOBCKUTE TEKOBU. TPaHCTIOPTOT y4ecTByBa CO €IHA TPETHHA Off
W3HOCOT Ha JIOTVICTHYKUTE TPOLIONK M TPAHCTIOPTHUTE CHCTEMA
BIMjaaT B3 OpraHi3allfjara HA MEHAIMEHTOT HA CHHIIMPOT Ha
cHaOyBarse. CHHIMPOT Ha CHAOMYBAMLE CTAHA €JICH O IVIABHUTS
TOKPeHYBAaUM Ha miodampaipjara  jeHec. Camo  IigiiocHa
XapMOHIBUPAHOCT TIOMETy CeKoja alka Of CHHIMPOT Ke JIOHece
MakcrMaTHA OeHedpur 3a ydecHvmmre. Komranmmme JieHec ce
COOUyBAT CO TPE/IBBUKOT Jid TW HACOYAT TPAHCIIOPTHATE W
JIOTVICTMYKWTE TIPOLIECH CO LI Jia C€ 3rofieMd epHKACHOCTR,
3aI0BOJICTBOTO HA KIMEHTHTE, & CO TOA Y IIPOUTHHTE MAPTVHHL.

Introduction

Following an enormous demands and recent trends of
global economy as well as the competition becomes tougher, effective
planning and collaboration among companies in transportation and
Supply Chain Management is inevitable. Increasingly, demand chain
management has received a wide research attention in enhancing the
overall effectiveness of customer value creation and delivery.

Companies strive to improve market share, grow corporate
profit, and gain strategic advantage in business environment.

The principle characteristic of the global trade supply chain
is its dynamic nature. In today’s global business word, the

3a Jia MOKaT KOMITAHHWTE JIa TO CIIETIAT YeKOpOT Ha OBUE
MPOMEHHY, CHHIIMPOT Ha CHAOIMyBAame ke Oapa  CrcTeMcKa
TparchopMAIMCKa TPOMEHA, TIOTET KOj CaMO MOYKE J1a TIPHTIOHECE 32
TIOrQrieMa OTepaTHBHA KOMITIEKCHOCT.

Ienra Ha oBOj TpyI € Ja ce JeduHMpa yiorara Ha
TPAHCTIOPT BO MEHAIMEHTOT HA CHHIMPOT HA CHAOITYBAHE CO 1IET
TIOHATAMOIIHO TIOZIOOPYBAE HA TIPSIVBBUIIATE HA TIOCTOJHHOT
II00ayIeH r1azap.

Kityusu 300poBu: modamsaumja, Tpasciopr, SCM -
MEHAlIMEHT HA CHHIIMPOT Ha cHaOnyBamke, CRM - MeHarMeHT Ha

OITHOCH CO TIOTPOLITYBAYH

trangportation of goods, logistics and supply chain management
(domestically and across intemational borders) is forecasted to be
driver of global economy.

With the increasing globalization of economic activity and
rapid development of Information and Communication Technology,
businesses are seeking to develop and organize strategic, efficient and
world-wide transport networks. These networks, which are often
refered to as global needs, must inspire better coordination and
management in distribution sector. Transportation has an important
role to play in moving goods more quickly to their destination. Supply
chain management is a broad industry sector responsible for managing
the flow of goods, information, and people between a point of origin
and a point of consumption in order to meet the requirements of
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consumers. Major sub-sectors within the industry include air, rail,
water, and truck transportation, urban transit and ground passenger
transportation, warehousing and storage, and motor vehicle repair.
Supply chain management involves the integration of these sub
sectors, including information, transportation, inventory, warehousing,
material-handling, and packaging. In order to achieve these goals,
supply chain competency must be placed at the heart of a company’s
business model. Firms realize that the competition is driven by
customer demand. Effective supply chain management can offer
customers high quility products and services with low prices.

This paper first discusses about meaning and role of
transportation and Supply Chain Management of global business
arena. This paper is structured in four parts. The first part is dedlicated to
the definition and literature; the second argue about role of
trangportation as global driver, the third discusses about functions and
goals of Supply chain management in global world, and finally section
of the paper brings the conclusion and summarizes.

Definition and Literature

Supply chain management (SCM) is a term that has
emerged in recent years that captures the essence of integrated logistics
and even goes beyond it. The Supply Chain Management makes
intersection the domain from supply raw materials procurement,
manufacturing operations, purchasing, transportation, and physical
distribution into a system process. Successful supply chain
management covers all cycles of production, then, coordinates and
integrates all of these activities and embraces all of the partrer in the
chain process. In addition to the departments within the organizations,
these partners include vendors, carriers, third party companies, and
information system providers.

American professional association (American professional
association) defines management chains Procurement / Supply Chain
Management / as a process which combines planning and
management activities that are closely related to the sources of funds,
procurement, logistics process inthe company.

Discussions about supply chain definition resulted in the
conclusion that supply chains are viewed differently by different
stakeholders that participate in the process, including shippers, cariers,
third party logistics service providers (3PLs), an athers.

Some field experts regard SCM as an operational process
that involves the flow of materials and products. Other experts define
SCM as a consist of the oversight of materials, information, and
finances as they move in a process from supplier to manufacturer to
wholesaler to retailer to consumer (McKeown, 2000)%2, or Supply
chain management is defined as the systemic, strategic coordination of
the traditional business functions within a particular company and
across businesses within the supply chain, for the purposes of
improving the long-term performance of the individual companies and
the supply chain as a whole (Mentzer et al., 2001)*. A definition of
supply chain by Tomas Freidman was presented as “‘supply-chaining
is a method of collaborating horizontally - among suppliers, retailers,

82 McKeown, P.G. (2009),Information Technology and the Networked
Economy, Zurich: Jacobs Foundation. p.115.

8 Mentzer, T, DeWitt, W. and Keebler, J. (2001), “What is supply chain
management?”’, in Mentzer, JT. (Ed), Supply Chain Management, Sage
Publications, Inc., Thousand Oaks, CA.

and customers - to create value”(Villa CJ,, Schofer LJ)*. Supply
chain design addresses a wide range of strategic infrastructure issues:
manufacturing strategy, supply base design, distribution strategy,
outsourcing, new product and process design (Harmison P.T., Lee LH,,
Neale JJ, p6-7). Bemard J. LaLonde (Zigiaris S, 2000)%° has
illuminate the delivery of enhanced customer and economic value
through synchronised management of the flow of physical goods and
associated information from sourcing to consumption. As the “from
sourcing to consumption” part of last definition suggest, though,
achieving the real potential of supply-chain management requires
integration - nat only of these entities within the organization, but also
of external partners. In contemporary SCM literature we can meet to
the definition that supply chain is less a chain but rather a network of
facilities and distribution options that performs the functions of
procurement of materials, transformation of these materials into
intermedliate and finished products, and the distribution of these
finished products to customers (Ganeshan and Harrison, 1995)
Other authors (Levi Simchi D,, Levi Simchi E.,, Watson M. 2004.
p4)¥" point out that SCM comprise a set of approaches utilized to
efficiently integrate suppliers, manufacturers, warehouses and stores, so
that merchandise is produced and distributed at the right quantities, to
the right locations, and at the right time, in order to minimize system
widke costs while satisfying service level requirements.

According to Michael Porter’s value chain model, the
organization comprises a chain of activities, each of which adds value
to the firm’s products or services. The model divides an organization’s
tasks into primary activities (inbound logistics, operations, outbound
logistics, marketing and sales, and services) and support activities
(administration and management, human resources, technology and
procurement

Finally, expertshave come to the conclusion that Supply
chain management encompasses the entire process of manufacturing
and distributing physical goods, from supplier’s supplier to customer’s
customer. Business functions that are within the realm of supply chain
management include: forecasting and planning, procurement and
purchesing, manufacturing and assembly, warehousing and
distribution, shipping and transportation, retums and refurbishment,
inventory management and order management. Or, stated more
simply, supply chain management includes the functions: plan, buy,
make, store, move, sell and retum.

The supply chain has become quite complex as increased
globalization forces organizations to leverage an increasing number of
partrers, suppliers, and functional tearms. This number will continue to
increase as the global marketplace continues to expand. For
companies to keep pace with this expansion, supply chains will require

8 Villa C.J, Schofer LJ.: Understending the Supply chain perspective: A
Synopsis. In Measuring the Transportation system from a Supply Chain
Perspective, July 11-12, 2012 No.E-C169, 2012.
8 Zigiaris S.: Supply Chain Managemert. InnoRegion project, 2000. p.2.
% Syed MA, Saman A, Irtishad A Supply chain management in
construction: scope, benefit and barriers. Delhi Business Review. Vol.3, No.1,
January-June, 2002.
(Cit. Ganeshan, R. and Harrison, T'P. (1995) “An Introduction to Supply Chain
Management”,  http/silmaril smeal psu.edwmisc/supply chain_introhtml,
Accessed December 1,1999)
8 Levi Simchi D, Levi Simchi E, Watson M.; Tactical planning for
reinventing the supply chain.In The Practice of Supply Chain Management:
Where Theory and Application Converge. 2004, XV. p.14.
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systemic transformational change, a move that only contributes to even
more operational complexity.

In every case, the future for Supply Chain Management
looks very bright and perceptively. Successful organization must be
excellent in both of area (Customer service and information
technology), so the importance of SCM and tools available to do the
jobwill continue to expand.

Supply chain management takes into consideration every
facility that has an impact on cost and plays a role in making the
product conform to customer requirements: from supplier and
manufacturing facilities through warehouses and distribution centers to
retailers and stores. Indeed, in some supply chain analysis, it is
necessary to account for the suppliers’ suppliers and the customers’
customers because they have an impact on supply chain performance.

Transportation as global driver

Globalization drives a higher level of complexity in the
logistics supply network, highlighting the important role of distribution
and transportation to enhance market value of products. The
importance of distribution and transportation in maintaining a
company’s sustainable, competitive advantage further increases the
sophistication of distribution and transportation operations.

Intermational transportation is concemed with the highest
scale in the mobility of freight and goods with intercontinental and
inter-regional movements. It is consequently subject to many
geopolitical considerations such a control, competition and
cooperation. Globalization processes have extended considerably the
need for intemational transportation, notably because of economic
integration, which grew on par with the fragmentation of production
systerns and the expansion of intemational trade. Both processes are
interdependent and require an understanding of the transactional
context in which multinational corporations are now evolving in.
There is thus a growing level of integration between production,
distribution and consumption, which efficiency has been expanded by
logistics.

Globalization drives a higher level of complexity in the
logistics supply network, highlighting the important role of distribution
and transportation to enhance market value of products. The
importance of distribution and transportation in maintaining a
company’s sustainable, competitive advantage firther increases the
sophistication of distribution and transportation operations. Globel
SCM represents the process involved in getting a product from the
factory floor to the store shelf, and everything in between. It includes
the global sourcing of the product — where it’s manufactured — its
trangportation, the industrial real estate sites and warehouses that hold it
prior to celivery, the logistics management software and other
technology used throughout the supply chain and the third-party
logistics providers who manage the process from beginning to end.

Transport and Supply chain management have a critical role
to play in the evolution of the world economy. Networks of supply-
chain hubs and providers of global delivery service are integral part of
global supply chains. Many focal firms delegate supply-chain activities
to such independent logistics providers as DHL, FedEx, TNT, UPS
etc. A global supply-chain network consolidation a firm’s sourcing,
manufacturing, and distribution in a few strategic location worldwide
so the firm can concentrate these activities in countries where it can
maximize its competitive advantage. To remain competitive,
companies must seek new solutions to important Supply Chain
Management issues such as modal analysis, supply chain

management, load planning, route planning and distribution network
design. Companies must face corporate challenges that impact Supply
Chain  Management such as reengineering globalisation and
outsourcing.

Functions and goals of SCM

Fierce competiion in todays global markets, the
introduction of products with short life cycles, and the heightened
expectations of customers have forced business enterprises to invest in,
and focus attention on their supply chains. This, together with
continuing advances in - communications and  transportation
technologies, such as mobile communication and ovemight delivery,
has motivated the continuous evolution of the supply chain, and
techniques to manage it®® The essence of management Supply Chain
is a joint integration of the management of supply with demand
management, inside the company and among other companies
together.

The SupplyChain
The Global Environment
Intercorporate Coordination
(Funcional Shifling, Third Party Providers,
Relatiora. Management, Supply Chein <
) Produos P
Interfunciorel | Marketing
Coordingtion | Sales <
(s, Devecpment and Services P Satisfectiony Value/
Commitment, | Foeczsing Profiebiity
Rik FrodLcion ' <« | Compditive
Behaviars) Logtics
Informetion Systems <
mm FrncResuchy
<
Demand >
Forecasting >
Supplier’s Suppier
<>Supplier«—Focal Fm
Customer’s Customer @

—Customer
Figure 1. A Model of Supply Chain Management
The complexity and functions of managing supply chain
depends on the company or its size, production taken from quarntitative
and qualitative terms, and size of the business in which the company
works.

Supply chain management can reduce the cost of obtaining
supplies. By placing contracts with members of a supply chain,
companies eliminate the procurement costs of finding suppliers,
negotiating terms and placing individual purchase orders. The long-
term contracts characteristic of supply chain management also reduce
the risk of price fluctuations over time, helping companies bucget
accurately for their supply costs. Securing acoess to essential raw
materials, components, supplies and services is a key benefit of supply
chain management. Instead of dealing with suppliers on an ad hoc
basis, companies negotiate long-term supply contacts so they can be

8 |_evi Simehi D., Levi Simehi E., Watson M. Tactical planning for
reinventing the supply chain.In The Practice of Supply Chain Management:
Where Theory and Application Converge. 2004, XV. p.14.
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confident of obtaining the supplies they need to run their operations.
Securing access is particularty important for critical components or
scarce raw materials that have limited stocks.

Different players in the logistics chain have different
objectives, and achieverment of each of these objectives needs to be
evaluated. The private sector aims to achieve optimization of the
supply chain, and hence, be competitive in intermational markets. The
public sector aims to fulfil its responsibility by applying effective
policies to address the trend towards increased globalization of
economies and liberalization of trade while achieving sustainability
and social objectives. The public sector has to be able to monitor freight
transportation and the performance of logistics systems to measure the
effectiveness of its policies.

Seventy-five percent or more of respondents included the
following activities as part of their companys Supply Chain
Managerment department functions (Zigiartis, 2000. p4):>°

- Inventory management

- Transportation service procurement

- Materials handling

- Inbound transportation

- Transportation operations management

- Warehousing management

Moreover, the Supply Chain Management department is
expected to increase its range of responsibilities, most often in line with
the thinking that sees the order fulfilment process as one co-ordinated
set of activities. Thus the functions most often cited as planning to
formally include in the Supply Chain Management department are:

- Customer service performance monitoring

- Order processing/customer service

- Supply Chain Management budget forecasting

Efficient SCM systemns allow world businesses to take
advantage of the fact that lands, and the people who occupy them, are
not equally productive. SCM is the very essence of trade. It contributes
to a higher economic standard of living for us all. To the individual
firm operating in a high-level economy, good management of SCM
activities is vital. Markets are often national or intemational in scope,
whereas production may be concentrated at relatively few points.
SCM activities provide the bridge between production and market
locations and effective SCIM must be responsive to challenge of global
economy.

CONCLUSION

From ewverything above exposed, global markets are
confronted with an array of enormous competition and challenges, as
well as the introduction of products with shorter life cycles. This is
imperative for nowadays business environment which changes
rapidly. Therefore, the focus and adaptions of SCM must evolve
accordingly. The process of developing effective strategies across the
supply chain over multiple time periods that minimizes transportation,
inventory and production costs or maximizes profit. The plan
considers all capacities, lead times, bill of material structures, forecast
demand, product shelf life and the various cost parameters. A wide
range of consumers, products and services provided by the suppliers
makes SCM increasingly complex. Under this situation, the
collaborative relationship between trading partners (transportation and
the supply chain) becomes critical. Only changes and

8 Zigiaris S.: Supply Chain Management. InnoRegjion project, 2000. p4.

complementation among all corporate actors like the transportation
and SCM in one modem and contemporary business arena increases
satisfied customers on market.
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PREVENTIVE DIMENSION OF MACEDONIAN MINISTRY FOR INTERNAL AFFAIRS MINISTRY PROMOTIVE
CAMPAGNES

ABSTRACT

The preventive activities of The Ministry for intermal affairs
are priority in their work more than ever. There are more reasons that
add to this attitude. First of all, it affects the enforcement of the
institutional integrity which has a special place in the security system.
Secondly, it contributes to the promotion of the relation police-
community. As third, it enforces citizen confidence which isa must for
democratization of police activity. In service of police prevention, this
Ministry conducts a number of promotional campaigns that function
as a marketing instrument. In this labor are presented the most
significant champagnes in prevention of criminals, traffic security,

Jow. 1-p Aranac KO3APEB
npod. 1-p Hasmma CTOJAHOBA

graft and corruption, public order, personal protection and possession
protection. The authors of this labor are making attempts to consider
the efficiency of launching preventive programs through comparison
with the current actualities in the areas where this promotional
campaigns are implemented.

Key words: prevention, integrity, marketing, promotion,
criminal.

INIPEBEHTUBHATA JINMEH3UJA HA ITPOMOTUBHUTE KAMITAIB HA MUHUCTEPCTBOTO 3A
BHATPEIIIHA PAGOTHU HA PEITYB/IMKA MAKEJIOHHUJA

AIICTPAKT

[peBeHTVBHATA JIGHOCT JIHEC 011 OMIO Kora TIOpaHo MMa
MPUOPUTET BO  (DYHKIMOHMPAEETO HA MUHKCTEPCTBOTO 32
BHATpeIHU padomy. | locTojar noBeke NMpUMMAN KO Ce BO TIPFTIOT
Ha OBOj cTaB. [IpBO, RIMjac Bp3 jaKHEHE HA MHTCIPUTETOT Ha
MHCTATYLMjaTa Koja MMa TI0CR0HO MeCTO BO CHCIEMOT Ha
0e30e/THOCT; BTOPO, T YHAIPETYBA OTHOCHTE HA PeTialiyja oNMIHja
- 3AEHAIIA W TPETO ja 3rorieMyBa JIoBepOara Ha TparaH|Te Kako
TPEITYCIIOB 32 JISMOKPATH3AIMjaTa Ha MONHIHCKaTa JgjHOCT. Co 11
VHANPCyBAe Ha TIONMIMCKATA TIPEBCHIM]A, MHHHCTEPCTBOTO
peanypa OpOJHH MPOMOTHBHY KAMITAFGH KAKO MHCTPYMEHT Ha
MapPKETUHTOT. BO TPpYJIOT Ce NPHKabKaHN Haj3HAUAJHHATE KAMIIAFGH BO

BOBE/]

MWUHHCTEpCTBOTO 32 BHATPEIIHM paboTH Ha
Perryomika  Makenionrja  TpercraByBa  KiydHa — 0e30eHOCHA
MHCTATYLIMjA CO jacHO JieprHMpaHa BI3Hja, MUCH]a, TPHHLIAIN 1
BPEITHOCTH KOW C¢ BO (DYHKIMja HA OCTBAPYBAFE HA HETOBUTS
(yHIAMEHTATHH HaJISXKHOCTY YTBPIICHH CO Y CTaBOT, 3aKOHHTE U
pavirKyBaHHTe Mel yHApomHU IoKyMeH Y. Cenak, TIporiecoT Ha
JAKHEHbE HA KaralMTeTUTe Ha MAHKCTEPCTBOTO M HETOBUOT PasB)j
VMa CBOja CBOIYIMjA 32 KOja CC KAPAKTCPHCTVMHH PAIMKATHA
pedopMH BO ONHOC HA HETOBATA OPIAHMB3ALMOHA TIOCTABEHOCT,
JIEMOKpATU3aLHja, OITOBOPHOCT, OTYETHOCT M TPAHCIIAPCHTHOCT.
Taka, MOKe Jia e HaBe/E Jicka MPOMBBOIMIEC Ha peopMara Ha
MUHHCTEPCTBOTO OBO3MOXHjA ,CTAQNHMparke Ha IIEJIOCHO HOBA
OpraHM3alMoHa CIPYKTYpa Ha MAHHCTEPCTBOTO U NIONMLIAjATa, KOU
CBOMTE (DYHKIIMM Ke T¥ OCTBAPYBAAT CIIOpE] HOBA METOIOJIONHja Ha
paboTa, KOMIIATHOKTHA 1 COOBETHA HA HAjIOOpHTE TPAKTHKK HA

CIPEUYBARETO HA KPHUMUHATMTETOT, Oc306/IHOCTa Ha COO0paKajor,
KOpYILIMjaTa ¥ MUTO; 3 jaBeH pell ¥ MUP, 34 3allITHTA HA JIMYHATA
0e30eHOCT ¥ IMOT 1 JIPYTU. ABTOpUTE Ha TPYIOT TpaBaT 00rT 32
COIIeTyBAFE HA ePHKACHOCTA HA TIPOMOIIHjaTa Ha TPEBCHTBHUTE
MporpaMy TPEKy KOMIApaIMja €O aKTYeJIHWTES COCTOJOM BO
oQrIacTrTe BO KOM CE IMITIEMEHTUPAAT TIPOMOTHBHITE KAMITAFHHL.

]Gzytmu 300poeu: TIPCBCHLIY]A, UHTCTPUTET, MAPKSTUHT,
TPOMOITHja, KPUMHHATHTET.

EBPOTICKITE TN 1 HYBHUTE 3ACTHMNKH Cranyapmi™’ Ha
MAICCTATIOT  HA  CTPATCIIKATC TIPHOPUTSTH €€ TIOCTABCHU
YOBSKOBUTE CJIOOOMM ¥ TIpaRa, WMAJKM ja TIpUTOA BO BHT
Criel(MYHOCTA HA. HErOBUTE HAILIKHOCTH, KOM BO Teopyjara 1
TIPAKTVKATA TO TIOCTABYBAAT 0aparkeTo 32 PAMHOTOKA TIOMEly
OIPAHMYYBAFLETO HA WCTHTE 3 TieyvTe Ha Oe30eHocTa. Kako 1o
Haserysa Kamborcku B.,, ,;10a ce orpenierion Ko ja onpeietyBaar i
CYIITMHATA HA TIPOLIECOT Ha eBpoMHTErpaimja Ha PerryOnvka
MakenoRrja ¥ TO OQjacHyBaar TPHCTANOT KOH TpHMEHaTa Ha
EBPOIICKUTE CTAHZIAPIM 32 HYOBSKOBUTE CTIOOOIM M TIpaBa HE Kako
CEKTPOCKH TIPHICTAI, TYKY KaKO JIDMHVPARE HA OIHOCOT KOH
BKYITHATC OCHOBHM IWBIVTHBALIICKM BPCIHOCTH, Y BIOPO, KAKO
JIHAMIYEH TIPOLIEC BO KOj BHATPEIIHATA, CYIIITUHCKA JIAMEH3U]a,
OMTHOCTA HA TIPABOTO, € TPUPOITHO TIOBP3aHA CO HATBOPEIIHATA

%0 Mirricreperso 3a BratpernHi pabory, Crpareri rwiap 2014-2016
romina, Crorgje, 2014 ropa, c1p. S.
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CTpaHa Ha YCBO]BAFLETO HA EBPOTICKITE HOPMH 1 CI‘aI-LZ[apZ[[/I.‘Ql Bo
KOHTGKCT HA OBHME COBPCMCHH TeHICHIMM, MUCHjaTa Ha
MUHHCTEPCTBOTO € JeMHHUpaHA KakO 3AKOHWTA, CIPY4HA WU
TPaHCIIAPSHTHO OpHIEHTVPaHa MHCTATYIHMja Koja IINTUTSKA TW
CJT000IMTE M TIpaBaTa Ha TpalaHiTe ke OBO3MOYKH BHATPCITIHA
0c30CTHOCT M CUTYPHOCT BO JprKaBata. Bisujara nak, vima 3a 111 0o
Ka[POBCKM Pa3BHicHA OPraHM3AIMCKA CTPYKTYpa M BOCTIOCTABCHH
TIAPTHEPCKU OJHOCH €O Tparanute U EY cranmapmy, g oBOSMOXH
0e30e/THO KUBeCHE Ha Jiyfero.Ce pasorpa Jieka 32 OCTBAPYBAETO
Ha MHCHjaTa 1 BU3HjaTa Ha MAHKCTEPCTBOTO TOJIEMO 3HAYCH-E MMaaT
W OpojHATe TIPOMOITVMBHM KAMIIAFGM, TIONATHYBARETO HA
MEHAIIEPCKHTE CIIOCOOHOCTY Ha. CMTE HMBOA HA MUHKICTEPCTBOTO,
JAKHEETO Ha Oe30eHOCHATa Kyirypa WtH. ViMajiku v BO BHIT
ormmire o0eeKja HA TPOMOIMjATa BOOIIIITO, TPOMOTHBHHTE
AKTVIBHOCTH IPETCTABYBAAT 3HAYACH CETMEHT BO MAPKETHHI MUKCOT,
Owrigjku , [IO3HABAJKY TapreTvipaHaTa ay/icHIja W HEj3UHUTS
TepLeNMY,  NpOMOLMjara WM TOTOYHO — MApKETUHT
KOMYHHKATOPOT CE OpHIEHTVpA J1a JI00VEe KOTHITHBSH, a(heKTHBEH
¥ GMXBHOPHCTHYKE OITOBOP HA TIOpAKHTe: > OCTBAPYBAHCTO
HA [IQ/TITE HA TPOLIECOT HA KOMYHHLPAEE” TIOKpaj OCTAHATOTO 08
CIPOBE/YBA MPEKY IIMPOKATA Jierie3a Ha OQIHIIATE Ha TPOMOLIHjaTa
BO OCTBAPYBAFLCTO HA CTPATCIIKUTE MAPKSTVHT akTMBHOCTH. Hims
EJIeMEHTUTE Ha TIPOLECOT HA KOMYHUIPAHE Kako CyOjeKTH ce
TOjaByBAaaT — WCTpakauWTe Ha  TIOPAaKWTe, KaHATMTe Ha
KOMYHIPAELETO, [IOPAKATA 1 TPHMATEIIOT Ha Topakara.*

. MUHHCTEPCTBOTO 32 BHATPCIIHA Pa0OTd  RIOKKYBA
3HAYAJHY M3HOCH HA CPEJICTBA 32 OITIACYBAFLE TO AT HA ME/IYMH 32
MacOBHA KOMyHWKaIlMja, TpM IITO HACTOjyBaaT HHBHATA
TporaraH/iHa Nopaka Jia TY JIOCErHe LENTHUTe KiveHT . bes pazrmika
KKy € KBATMTETHA TPOMAraHIHATA MOpaka, Taa HeMa Jid MMa
TIO3UTVIBEH e(PeKT, JIOKQIKY He Omrie TprMETeHa Of CTpaHa Ha
ay/IMTOPUYMOT 33 KOj € HaMeHeTa. [lopau Toa HeoIXOHO € Jia e
TI03HABAAT OCHOBHHTE KAPAKTEPUCTVIKA HA MEIMyMHTE, HUBHATA
CIIIA M CJIA0OCTH, OJ1 CTpaHa Ha MUHKCTEpPCTBOTO 32 BHATPCIIIHA
paﬁom.gs

IlpomorvBHMTE Kamnamd Ha MUMHKCTEPCTBOTO 32
BHATPCIIHHU PadOTH TEHEPATHO Ce (hOKYCHPAHH KOH OCTBAPYBALE
Ha Heropara TpeBeHTVBHA (pyHKIMja Ovnejki (poKycoT Ha Hej3uH
HHTEpecC OITHOCHO TIOPAKHTE C¢ HACOUCHH KOH TpalaHHTe M IPaBHUTE
CyOJeKTH CO 11T 3roNieMyBakhe Ha HUBHATA 030G/ THOCT, 3aIIITHTA HA
HUBHHOT MMOT W TIpaBHU MHTepeck. HesaBrcHo or ¢akTot 1o
AHABATA HA HOPMATWBHATA PaMKa 33 (DYHKIVOHVpAHS Ha
MHHHCTEPCTBOTO (3AKOHCKH 1 TIOBAKOHCKY aKTH) OPHTVIHEPHO HEe

%! KamGoscin B, EBoprickuTe craHnap/v 32 YOBEKOBHTE IPABA 1 HUBHATA
MMITIEMEHTALja BO PABHKIOT cricTeM Ha PertyGrvia Makenoruja, 300pHAK
omHaygHa pacrpasa, MAHY, Crorje, 2008 rommna, c1p. 10

% IMerpecka J1. 1 1p., Tpomorwia, EYPM, Ckortie, 201 1 romra, crp. 20.

%8 Komiep ., 1v1 HaBeTyBa GG HITE OCHOBHK (hasi BO YCTIGIIHOTO
KoMyHAIpanse: 1. nermidrrarivia Ha 1efHVOT ayIoTHpHYM,

2 OnperenyBarse Ha [T Ha KOMyHHLMparse, 3. Kperparse Ha ropakara
33 KOMyHUIHparse, 4./1300p Ha KaHATIOT HA KOMYHHLIVIPAELS, S. Y TBPIyBArke
Ha BKYIHHOT OyLleT Ha rlpomMorjara, 6,JJoHecyBarse Ha O7yTyKa 3a
TIPOMOTVBHHOT MUIKC, 7. Meperse Ha pesyJTraTHTe Ha TIPOMOLHJATa 1
8.YpaByBarse 1 KOOPIMHALHja HA TIPOLISCOT HA MEPKETVIHT KOMYHHLAPAC
(e0: Philip Kotler, Gary Ammstrong, Principles of Marketing, 11" Edition,
Prentice Hall; New Jersey, 2005, p. 626.).

%% Jakomcku b., Pucrencka-Joranoscka C., OcHoBy HaMapketvHr, EYPM,
2006 rommHa, c1p. 234

% Hcro, o, cip. 212

CONYKH OIPENON 32 ONPETIEITYBALE HA OCHOBUTE HA TIONHIIHCKY,
0c30CIHOCCH MAPKETVIHT, CCTAK, (haKTHHMKATA COCTOj0a TIOKKYBA
JIeKa MAHKCTEPCTBOTO BIOYKYBA TOTIEMH HATIOPH BO CIPOBEIYBAHE
Ha TIPOMOTVBHHI KAMITAF-Y Of HAjpaziAdHi OOTIacTH Ha HEroBOTO
paborerse. Tre ce TpaHCITapeHTHH 32 TOIMIMPOKATA JABHOCT TITO € BO
COIJIACHOCT CO OCHOBHMTE Haueia 33 (DYHKIMOHWpame Ha
MHHHCTEPCTBOTO BO IIQ/IMHA KOM C¢ COIYKAHN BO CTPATCIIIKUTS
JIOKYMEHTH 1 TOA: COBPEMEHOCT (TIOCTOjaHa HAzATpazioa 1 passoj Ha
CHCTEMOT Ha O€30SIHOCT) M TPAHCTIAPSHTHOCT (OTBOPSHOCT BO
padorara 1 aKTHBHOCTUITE KOH C¢ PeaTiBHpaar M OCTBAPYBaaT BO
cucteMoT Ha Oe30emHocra). Mefyroa 3a COMIENyBame Ha
BUCIVIHCKUTE PE3y/ITat Ofl MPOMOTUBHHUTE KAMIARM BO OBAa
0QyIacT MOTPeOHO € TPAHCTIAPSTHOCTA BO HUBHOTO CITPOBCITYBAFSE 1A
Ce HAIONOMHM CO jAaBHO TIPS3CHTMpAe HA (PHHAHCHCKUTE
VMIUMKAIFY, KOHTHHYHPAHO Jid CC JIOBCIYBAaT BO BpPCKA CO
eeKIMTe O] HUBHATA peAM3AIMjA CO WHKIY3MBHOCT HA
AKA/IEMCKATA, HAy4HATA 1 CTPYHHATA JABHOCT.

1.OyHKiMM HA MPOMOTMBHUTE KAMIIAKGM  HA
MuHKCTepCTBOTO 32 BHATpelHM pafotu Ha PemyOmka
Makenonnja

IlpomotvBHMTE Kamramkyd Ha MUHKCTEPCTBOTO 32
BHATPEIITHH PabOT! T MIMAAT OIMIITUTE KAPAKTCPHUCTVIKHU COIKAHI
BO TeOpHjaTa 32 MAPKETVHT, HO ¥ TIOCEOHH OeNIes3H KO Ce PesyJIrar
Ha Criel(hAIHOCTHTE Ha TIONMIICKATA 1 Oe30€THOCHATA JIGJHOCT.
Op ormirnvre KapakTepricTUKA MOXKE Jia C€ HaBele Jieka U OBJIE
TIOCTOjaT KOMYHHKALIICKU KAHATH - , KAHATTH CO OC3TUHO BITjaHHC
KOU TH OT1(pakaaT MACOBHHTE MEIyMI! (BECHHITH, CTIVCAHH]a, PAIIHIO,
Teerira 1 p.)° nomery MBP Kako HCrpakad Ha [OpaKaTa i
TpafaHuTe, TpaBHATE CYOjeKTM Kako IpuMaremd. JIOoKorky
TIPUTVICOKOT € M3pascH M JIOBEIyBA IO CO3HAHVE JIeKa € Hy)KHA
OIpeTIeTicHa aKIVja, HACTAHYBA TH. KOMYHHKATVBEH TIpar, Koj
JIOBSIyBA  JI0  &ICPHATMBHA  TpaBIM  HA  aKIMjara:
HEKOMYHVIKATVIBHO OJIHECYBAFEE, KOMYHUKATHBHO OJTHECYBAHE H
KOMOVHAIJA HA HEKOMyHWKATMBHO W  KOMYHHKATVBHO
OITHECYBAHE, WM TIAK, JIPY)KyBake (UyBare) Ha COCTOj0a Ha
TPE3EMARE HA NOJOLHEKHA aKiija’ BOOIIIITO, , MapKeTHHr
MUIKCOT MPETCTaBYBA CIIOMKEH MPOLIEC M HeropaTa OMTMATBALIja
e TIOCTUTHYBA €MHCTBEHO TPeKy KOMOMHAIjA HA eJIeMEHTHTS
LIITO IO COYMHYBAAT, OIHOCHO TPEKY TPOTIOPLIMOHATHA 3aCTAINEHOCT
Ha CEKOj 071 THE eIEMEHTY 1 HAITIACYBAFGE (BO OIVIEITHY CHTYAIIVIH)
HA ONPCIIHM KAPAKTEPHCTMKM Ha eleMeHmire” . Ilpuroa,
,JUTAHUAPAELETO HA TIPOMOTUBHUOT MUKC € JIOCTA CJIOMKEHA TIOCTAIKA,
0COOCHO aKO Ce MMa MPEIBH Jieka Tpeda /1a ¢ JIOHece OIiTyKa Koe
MPOMOTHBHO CPEZICTBO Jia ce 0zi0epe, a Koe JIpYro Jia Tomara Ha
m30paHoTo cpenictro. O Kotep v ApMCTPOHT Ti2K, cMeTaar
JeKa  ,PKIAMAPAETO € CeKoja WeanmBa  (opva  Ha
HellepCOHaHA MPELIeHTALM)a 1 IPOMOLIAja Ha MTIeH, Jo0pa 1 Yy
TIPEKy Mac MEJIMyMHTE, KakO BECHULM, Marasiay, 1B, pamio wm
MeHTM(UKBaH  criomsop.’ Baksoto  nedurMpare  Ha
IMyOIMLTETOT 3HAYM BCYLIHOCT JISKa Toa MPETCTaByBa Ha IPUMEp

% Cesmih P., OcroBu cappemerie Maronpoziaje, Hayura kesira, Beorpar,
1976 romvHa, c1p. 367-369.
%7 Jakorcku b., Pucrencka-Josaroecka C., OcHorr Ha MapkeTvHr, EYPM,
Croryje, 2006 romnactp. 234-235.
% erpecxa J1. 1 1p, Tpomormja, EYPM, Crortie, 2011 rompsa, crp. 20.
% Kotler, Amstrong etal. Principles of Marketing, 3th ediition. Pearson Edition,
2002,p.86.
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BECT BO BECHWIIMTC WM T2K BO JIPYIHTE MEIMYMH 32 MacOBHO
KOMYHHIIPAFE KO C¢ OQjaBYBAHW HE3ABUICHO OJT YKEJIOWTE Ha
CTOIaHCKUTe CyOjekTi. Toj MMa TIO3MTHBHO RIHjaHKE, TIPS Ce,
3apamy pasOMPAERETO Ha TIOTPOLLYBAYMTE JIeKa He ce paboTi 3a
PeKITaMa, TyKy 3a BACTHHCKA FHopmarga. *°

OcHoBHaTa (hyHKIIHja HA TIPOMOTURHHTE KAMITAH-H KOM TH
peampipa  MUHKCTEPCTBOTO 32 BHATPCIIHKM — paboTil €
VHANPEITYBAFLE TIPE]T Ce HA TPEBCHTHBHATA JIMMEH3HjQ BO HETOBOTO
paloTere 3apaiy IO TIONMLMCKUTE CTYKOCHUIH, , JIPCB3eMAAT
TUIAHMPAHN 1 OPraHW3UAPaHN MEPKH 32 YTBPIYBAC Ha TIPHUHITS
KOH YCTIOBYBAAT KPMHAHATHH 1 ACOLMJTHH OTHeCyBarka. Oriirara
TPCBCHIMjA CC OCTBAPYBA TPEKY. KBATMICTHO MATCPHJATHO
JIOKYMECHTVIDAE,E HA KPHMHMHATHA W aCOLMJATHU  OITHECYBAH:A,
BKITydyBAH:E Ha JPyTY MHCTUTYLIHN WX CyOJeKT! KO OCTBApYBaar
BOCIITHO-OOPA30BHY, COIMJATHO-XYMAHWTAPHY, CTAapaTeficki 1
Py CIMYHA UM, 33paad  [PCB3CMAE HA  3AeHUYKH
TPCBCHIVBHYA aKTWBHOCTH, COOJBCTHA jaBHA TPC3CHTAIMja HA
MPAKTAYHA WCKYCTBA BO BPCKA CO YCTICIIHO CIPOBSIYBALC HA
AKTVBHOCTUTE 34 TPCBCHTHBHO OPTAHVBAPAR,C H HACTAITYBAFEC.

IoHaramy, MPOMOTBHHTE KAMITAFGH 0& BO (DYHKIIMja 1 HA
3rONeMyBare Ha Oe30eHOCHATA KyJTypa HA TparaHWTe, HUBHA
NapTVIMIAIa BO pamMKuTe Ha community policing mMomeror Ha
JIOKATHO HHRBO, JAKHCEC HA OIHOCHTC TIQMIMJA - TparaHy,
3rONeMyBAFSE HA JIOBEpOATa Ha Tpar aH|Te BO TIOVHILIVCKATA IGJHOCT.

OreHkara  Ha  epUKAacCHOCTa HA  TPOMOTWBHHUTE
AKTMBHOCTH — KAMITAFBH KAKO MHCTPYMEHT Ha MAPKETUHIOT KOU BO
VBMUHATHOT TIEPHO]] MIHTEH3MBHO T CTPOBEYBA MAHHCTEPCTBOTO €
CTIOKEH paboTa M Tpallarke Ko Oapaar mesiocHa 00paboTika Ha
TIOZIATOLMTE M HUBHA aHamza. Bo Teopjara HA MapKETUHTOT
BOOINIITO CC WCTAKHYBA JIGKA MEPEHCTO Ha e(eKire o
BIOXKYBAHATA BO MPOMOTUBHUTE AKTVBHOCTA € HEMOBO3MOYKHO
eI3AKTHO i3 O¢ YTBPIM M M3MEPH 3a10a IO CTaHyBa 300p 32
RIMjaHKe Ha TarieM Opoj Ha (haxropu. [Ipuroa, HecropHo € Jieka
CeKOja aKTMBHOCT WM TIPOLIEC MMA CBOM TIO3MTHBHU 1 HETATVBHA
cipand.  CosmaBajki M HEONXOOHWTE  HOPMATHBHY
MHCTUTYIIMOHATHH 1 TIOJITYYKH TIPEITYCIIOBH 32 TIOJIATHYBAHE Ha
0e30e/HOCTA HA TparaHHTE 1 HAIMOHAHATA Oe30STHOCT BO 1IQJIHHA,
HEOITXOJTHO € CJISTHHOT YeKOp J1a C€ COIIETIAAT BKYITHUTE ©heKT! Ol
MPOMOTHBHHTE aKTUBHOCTM BO oQnacta Ha OesoemHocra. Ce
WCTAKHYBA JIeka T0a € MYJTTWIMMEH3HOHaUIEH TPOLIEC BO KOj Jioaraar
JI0 W3pa3 HAyJHUTE CO3HAHWJA Of OpOjHM JPYrY  HAydHH
JVCLIATUTAHHL

2HcipakyBame HA TIPOMOTHBHUTE KAMINAIGM HA
MuHKCTepCTBOTO 32 BHATpelHW paldot Ha PeryOumixa
Makenonmja
Hc1paxyBareTo Ha IPOMOTUBHUTE KaMITAEH
Ha MUHHCTEpCTBOTO 32 BHATpellHM pabomi Ha PeryQrmka
Make/ioH1ja € FBBPIICHO Bp3 OCHOBA HA MH(OPMAITHTE KOU TW
Hy/IM BeO CaJTOT HAa MAHHCTEPCTBOTO - VWWAV.MOILGOV.MK. OCHOBHO
o0eieKje Ha OBME KAMITARM KakO IO Oellie 3a0CekaHo ©
OCTBAPYBACTO HA TIPCBEHIMjA KAKO CYIITHHCKA JIMEH3Mja HA
H/ISKHOCTHTE HA MUHHCTEPCTBOTO.

100 poomcrku b., Pucrencka-Joraroscka C., OcHoBr Ha MapkeTvHr, EYPM,
Ckomje, 2006 romusa, c1p. 256.

00 Yen 91,92, 93 on 1 IpaBiiTHHKOT 32 HAUMHOT HA BPLLICHSE HA
TIOJMIHCKHTE paboT, , CoTy»kOeH BecHHK Ha PertyOrvka Markerormja™ Op.
114/2006.

HurHoTO TIpOYHyBaFse M aHAH3a OBOMOBMOMKYBA JIia 08
TPYIHPAAT BO CIIGIHHTE OQVACTYL

1. Kamrarsu 3a 6e30eHOCT BO CO00pakajoT,

2 Kammarsa npoTviB yriotpe0a Ha IieTaprs;

3 Kammarsa npoTviB KOpyTIja i MUTO,

4TlpeBeHTVBHEL TIpOrpaMd 32 jaBeH pel M MU,
KPUMHHATHTET,

5 Iperiopakw 3a 31T Ha JITIHATA 030€HOCT 1 IMOT;

6] Iperopaxy 1 cOBETV 071 TpaHUYHATA TIOTMLjA U

7 I lyormrarpm.

2.1.Kavnamu Ha VHHHMCTEPCTBOTO 32 BHATPEILHH
PaboTH 32 peTyLMpar-e Ha co00paKkajHaTa Je/IMHKBEHIMja

CooOpakajHFIOT ~ KPUMHHAIATET — OITHOCHO
JIOTMHKBCHI]A 3aB3EMAa  3HAYAJHO MECTO BO  BKYIHHOT
KPUMAHATATET W CO HETalWBHUTE TIOCTEMIM  TIPCTCTaBYBA
TIPSIVBBYK 32 MAHHCTEPCTBOTO 32 BHATPEITTHH paboTy. VIHmpKaTopi
34 T0A [OCTOJaT TOBEKE U THE CC CHTHI(DMKATHI BO OIS/ THA TOIVHH
Taka Ha TIpUMeEp, BO TEKOT Ha jeBerte Mecerw o, 2009 romuHa,
OpOojoT Ha COOOPAKAJHITE HE3TOIM CO HACTPAIAHH JIHIA-HE3rOH CO
3ATVHATA Y HE3rO/M 0O TIOBPETICHH JIHIIA, BO CTIOpenoa o HCTHOT
TIEpHON Ol MUHATATA TOIMHA, € BO 3ranieMyBamse. FiMeHo, Bo 0Boj
niepron cydeHn ce  3.247(2935) cooOpakajHE HErOmd O
HACTpaTIAHA JIAII, TITTO TIPETCTaByBa 3roneMyBamke 3a 106 % Bo
criopenda co rervot riepror o, 2008 romyna. Mimajie Bo rperpin
Jieka OpojoT Ha cooOpakajHKTe He3romu € 3ravieMed 3a 10,6%, mpu
umo 3a 9,7% e 3romeMeH W OpOjOT HA HACTPAIAHUTE JIHIR,
MpOMICTYBA KOHCTAaTalpja Jicka Oe30enHOCHATa cocToj0a  BO
MATHAOT ©CoOOpakaj BO Jeerte Meceiw om 2009 rompmHa, BO
criopenoa co UCTHIOT TIePHOT OJT MAHATATA TOIUHA, € TIOHETIOBOJTHA.
Topaym Toa, HO W TIOpPATM CE TIOTOJIGMHOT HHTCH3UTET HA
C000pakajOT BO HACEJICHUTE MECTA M HA OTBOPCHHTS IIATUIIITA U
TIOpa/I TIPECTOJHUOT TIEPHON Kora coo0pakajor ke ce OIBHBA BO
3MMCKH YCIIOBH, HOOITXOMTHO € TIVMLIMCKUTE CTAHHILIA U OJITICICHIja
3a 0e30€HOCT HA TIATHUOT CO00paKaj TMEPMAHEHTHO Jid TY CJIe/IaT
COCTOJOMTE BO OBAa OQIACT M TIOCTOJaHO J1a TPE3eMAaT MHTCH3UBHU
AKTUBHOCTH M MEPKM 33 YPEIHO M HENPEUCHO OTBUBARE HA
CO00pakajoT, KAKO M MEPKM 3a Cy30MBame Ha CoOOpakajHATA
JIQMKBSHIIJA, CO IIITO K& CE BIMjac 3 TOCTHIake TONOBOIHA
6e30CIHOCHN COCTOjOK BO OBaa odmact. > Mcto Taka, Gpojor Ha
COOOpaKajHA HE3TOMM CO TOTSINKK TIOCIGIMI BO TICPHONIOT
jaryapu-nekemeprt 20122013 rompHa criope TOAATOLMTE  Off
MuHHCTEPCTBOTO 32 BHATpeIHK padoty msrecysa 4111 (2012) u
4236 (2013), ompocHo c0 3.0% JpHAMUKA Ha riopact. > Crioper
CTATUCTVMKKTE TIOKa3aTely, OpojoT Ha COoOOpakajHA HE3romd CO
TOTELIKH TIOCTICIMIIA M OpOjOT Ha HacTpaziaty jivtia Bo 2012 romyHa
Oenexu HamarTyearse 32 10% Bo orHoc Ha 201 1 rommna. Mimero, ce
cryawie 4111 (4463) cooOpakajHi HE3OMM €O TIOTEIIKU
riocrerrTy, Bo kor 132 (172) vmma zarvHarie v 6.149 (6.853) ymria ce
TIOBPEICHH, a MPUUMHETATA MATCPHjATTHA TIITETa CC TIPOLICHYBA HA
msHOC o 142259022 (145272.507) nenapu. Bo Texor Ha 2012
romyHa ctyderd ce 1 6.720 (7.430) He3rom Bo KoM € TIPHHMHETA
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CcamMo Maia MATePHjITHH TIITETA, IIITO € TIOMATKY 33 9,5% B0 ofHOC
Ha 2011 romuna.

DBWXEHE HA COOBPAKAJHUTE HE3rOAM BO MEPMOAOT 2001-2010 FOAWHA

=+=BIYMHO

2001 . 2002 2003 2004 2005 2006 2007 2008 2008 2010 .

104

Crmxa 6p. 1 /Igwxerse Ha cooOpakajHUTe He3romu BO
niepuonor 2001-2010 romvma

Nmajiu ja nperBrT akTyesTHaTa cocToj0a BO OQIacTa Ha
COO0pAKAJHAOT KPAMHAHATHMTET Y TIPEKPITIONK, TOIEMHOT Opoj Ha
KPTBH OT HYB TIPE]T C€ MITAZIFL JTyTe, MATEpPHjITHA ITITETA M BOOTIIITO
34 JIa TO 3ajakHe CBOjOT MyQUIMITATET Kaj jaBHOCTa MHHHCTEPCTBOTO
33 BHATPELIHY PpadoTH cnpoae;le OpOjHH IMPOMOTHBHH KaMITAFBH 32
6e30CTHOCT BO COOOPAKAOT > M T0A HA HALFOHATHO HHBO M HA
JIOKAITHO HUBO (JIOKAUTHA 3a€HHLIA, CLIPOBEIYBAHU Off JIOKATHATA
noymipjauTparasute). [lo3HaYajHM Ol HUB CE CIICITHUTE,

1.,,Hocere curypHocer riojac’™

2.,,Tp¥l OCHOBHU TIpaBIUTa 32 0e30e/1HO Bosere (KaMITamka
34 CIPaHCKH JviaBjaHn)

3. Kamrama mpotvB yrotpeba Ha MOOWITHN TestepoHI
TIPH YTIPABYAH-E CO MOTOPHO BOBHIIO .

[Npyka3 Ha Haj3HAYAJHATE TIPOMOTURHU KAMIIAFGM HA
MUHKCTEPCTBOTO 33 BHAIpEIHM pabOTd BO OQJacta Ha

-

BK:I!]WIETE Cil@ﬂO -

MHHHCTEPCTBO 3A BHATPEINIHH PABOTH oM

Crika 0p. 2
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IoceOHO 3HAuere 3a TIpeBEHIMja HAa COOOpaKajHHTe
TIPEKPITIONY HA JIOKATHO HUBO MIMAAT Y CJIGIHHUTE KAMITAFGH KOU
JIOKITHATA TIONIALM)A TV CIIPOBEITYBA BO 3AS/THAIIA CO TparaHuTe:
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HE/ENA HA DEWALKTE
1-7 ANPHN 2014

BE3GEHO
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2.2 KamMnama NPOTUB yNOTpeda Ha IeTapIM M APyrv
PACTIPCKYBAYKH MATEPUU

Hazx 150.000 syfe cexja rompHa OCTAHYBAAT MHBATAIA
riopau urparse co rierapmy. 80% on HuB ce sienia. U PerryOrmika
Makerionja He € WMyHa O HENEralHATA TpOIaKOa Ha
IMPOTEXHAYKN ~ CPEACTBA TOpa IO BO TIPECPeT  HA
HOBOTOJMIIHUTE TIPA3HUI OfI CIpaHa Ha MUHKCTEPCIBOTO 33
BHATPCIIIHM pa0OTH  KOHTWHYHPAHO CE Tpe3eMaal MEPKM U
AKTVBHOCTH 32 CJIETICEE HA COCTOj0aTa M HEJ3UHO Cy30uBarbe. Taka
Ha mpumvep Bo 2013 TommHAa MPETXOMHUTE TOIMMHA BO CaMO TPU
koutpor Ha [IMB Bo Ckorje, TpoHajACHA M OI3EMEHH C¢ Hall
140,000 mapumba MAPOTEXHUUKM CPEZCTBA, JIONCKA BO  JPyIU
IPAIOBA HI3 JpkaBara 3arieHe ce ooy 25.000 mapumsa
TIMPOTEXHIHKI CPEJICTBA — [IETAP/IH, PAKSTH H OrHOMETH.  T0Kpaj,
MEPKUTE 33 OTKPUBAREC W Cy30MBAEE HA OBAA [I0jaBa,
MUHHCTEpCTBOTO 32 BHATPEILIHK PAaOOTH CTIPOBEIYBA M KAMIAH:A
rponmwom%amnﬁapmgnp}igl;lpacrlpcxysammrepmoo
CJIGITHHTE MPOMOTVBHH MATCPHjUTH

IOA TTPOCIIABVIME HA BEI@ICHEIFNEC@ISBISIENS IS

23Kavnama npoTMB KOpyMMja M MHMTO BO
TIOVIIMATA K CHTE [IP/KABHI HHCTUTYLH

bopbara TpOTMB  OPraHBUpaHMOT ~ KPUMHHAT — C8
OCTBAPYBA TIPCKY TMPOAKTMBCH IMPUCTAIl BO BOICHETO HA
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KPUMHAHATHACTIUKATE KCTpary, Kako W TPEKY CIPOBSIYBALEC HA
TIOJTHLIVCKH OTICPALTMN HA HALIMOHATTHO, PETVIOHATTHO M Mel YHApOITHO
HVBO 33 Cy30MBAH-C HA OPraHM3UPAHH TPYITH BKITyYCHH BO TIOBEKE
KprvuHaTHA o0macTi. Bo texor Ha 2013 romuHa cysOueHn ce
BKyITHO 25 (25) xprvuHarHw 1Py co 261 (193) wien (on vuB 238
MaKETIOHCKH 1 23 CTpaHCKH JyKaBjaHk), KoM JCTyBaie BO 0QJiacTa
Ha HEMO3BAVICHA TProBHja CO JIPOra, OPraHH3HPAHHOT - GKOHOMCKA
KpUMMHAT, ~ KODYMWjara, — KOMIJYICPCKHOT — KPHMHHAT,
GdancudrKyBame  JIOKyMEHTY, KPUMUHATIOT =~ TOBP3aH €O
KPUYMUYApCHe MUTPAHTH, HETO3BOVICHA TProBUja CO KYJITYPHH
J00pa, KpHyMUApEre aKI3HA CTOKA M KPMBUYHH JieTia TIPOTHB
Jprxagara. Tpeba fia ce M3IMBOM | kA Kaj CEIyM O CTIOMEHATVITS
KDUMUHATHA TPy €  WICHTM(MKYBAHO ,,37I0CTOPHIYKO
3MpyKyBarse™, iopamy 1o 116 (61) croprmesir wieHOBH Ha OBYe
Tpymv ce prjaenr 3 15 (11) Baksu KPUBHHHI A,

Ha mpeseHmvBeH 1wiaH OopOara TpoOTUB
KOpYITHjaTa BO COTICTBEHHTE PEIIOBH, HO Vi Kaj OCTAHATUTE KABHA
VHCTUTYIF  MUHVICTEpCTBOTO 33 BHATpEINHM  paboT!t  ja
CIPOBE/lyBA M TIPSKY TIPOMOTUBH KAMIIAGM CO KOM TIPET Ce
HACTOjyBa Jia RIMjac Bp3 TIOMIHYBAC HA CBECTA 3d MHICTPHICT,
JIOCTOMHCTBO, RIAICCHE HA MPABOTO M TPABHATA JHKABA KAKO
TPVHIAIA HA Pa0OTeHe Ha TPHIATHUIMTE HA OpraHdTe Ha
JPKABHATA yIpasa BO neymHA. [TpomoBupaH e OecIuiarHHOT
TestedpoHckH Opoj 199 Ha koj TpafaHrTe Tpe i CTaHAT KPTBA HA
KOpYIIHja MMaar MHCTPYMEHT Jia TIPHjaBaT ¥ Ha TOj HAYMH Jia Ce
CIPEX HUBHO KPUMHHATHO MH(ULAPAFLE.

BO NOAULMNIATA U

K@PY LA JATL

CrvxaOp. 16

. 2.4, Ipernopaku 3a 3a1ITUTA HA JITYHATA 0e30€THOCT U
uvor™

Bo MuH#HCTepCTBOTO 32 BHATPRITHH PAdOTH TIOZIETHAKBO
BHUMAHKE C¢ TIOCBETYBA Ha MEpKUTE 33 3AIMUTA HA JIMYHATA
0e30eIHOCT HA TparaHKTe W HA HUBHUOT MMOT. IIpomorvBHATA
Kamraa O0e30€M TO TBOJOT JIOM, HY/TA BE&KHH TIPETIOPAKH JI0
TpalfaHUTe 33 Jid CC 3AIIWIAT O TPOBATHN KpakOW, €O
TIPE3CHTUPALE Ha MOTYJIH TparaHHTe 3ae/THO CO TIONIMIATa Jia TH
3arpar KpaxouTe Bo iomoBure (10 ocHOBHM coBev 3a Oe30eHOCT
Ha HuBHWOT JioM). Bo copaborka co OBCE, peammipana e
MPOMOTHBHA KaMIlamka 3a Oe30eIHOCTA HA aBTOMOOWIMIC Ha
Tparaaute of cipada Ha Operenrero 3a npeeeHimja Ha CBP
Ckorje, Ko HCTO Taka IPEBSHTMBHO BO JIETHHOT IIEPHOI ja
peav3Kpa M KaMITams-ara ,,J 1e1o 0e3 rovkapi .
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25TTperopaKs ¥ COBETH 0] IPAHNYHATA IIyIIHja

[pannuHara TomIMja WCTO Taka € BKIyd4eHA BO
TPEBCHTVIBHATE TIPOMOTHBHA KaMIIAFGH €O [T JId UM TIOHYIH
KBATMTETHH COBETY Ha Ipal aHATE KOW 3AMHHYBAAT BO CTPAHCTBO, CO
Tioce0eH OCBPT 12 Ce CIPEHH HICTUTE 1A CTAHAT YKPTBH HA TProBhja
CJI0 JTyF'e WK JIPYT OOJIMK Ha TIOrpaHrdeH KprMuHAL OJ1 3HaueH-e
33 IPOMOLMjaTa Ha YJIoraTa Ha IPaHHHYHATA TN VH]a IPSTCTABYRA
OIKYBALETO HA ETyKATHBHI CPSION 1 TIPE3CHTAITHA 38 YICHHITA
HaTema -,,J[00NKYBare Ha TPAHMYHATA TIOJTHLIHja CO TparaHKTe'
ITpeBeHVBHMTE aKTVBHOCTH O6a pearlBHpaHi CO L JIeliata Jia
OvIIaT 3aII03HACHH CO YIiorata ¥ padotara Ha | paHrdHaTa nommmja
Bo P.Makenonwja (Tpe3eHTaImja Ha KparoK JIOKyMEHTUPaH (I
BO BPCKA CO MPEMHHYBAFETO HA YKABHATA [PAHNIA U IBIDKEHHE BO
IPAHIMHHOT TIOjac Ha PMakeormia)'™? Bo  npomoTvBHHTS
aKTMBHOCTH HA TPAHHMYHATA TIONLIMjA BIIETYBAAT 1 TIPETIOPaKKTE 1
coBeTMTe 33 OC30CIHO TATyBAHke BO CIPAHCTBO, 3a BW3HATA
JIMOCPATH3ALIY]a, TIATYBAMLE HA MAVIOJICTHH JICTIA, TPIOBHja CO JICTia
uTH. HaBeneHnme aKTvBHOCTM Ha MMHHCTEPCTBOTO CE JIGCHO
JIOCTAITHH 3a TpafanuTe Ha PertyGriika MaxenioHvja Ha BeD CajTor 1
Ha TO] HAYMH C€ OBO3MOXKYBA WCTUTE Jid OMIAT TIPHMEHHUTE BO
TIPaKTVKATA.
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MPENOPAKM W COBETH O TPAHUHHATA NONMMALMJA
MpemuHysatbe Ha dpkasHa 2panuiya Ha PenyBinua Makedoruja na nuya

Tpasjari Ha Penybniaca Maxegonwja [pWagHaTa TpaHuLa MOXET 1a ja NDeMHyBaaT co
gaNeyKama namea uenpasa (DMOMSTDHCKA NaTHA MCTpasa) WA Jp)T SamideH
[IOKYMEHT €0 K] C& 0B03MOKYEA MPeMMHYBake Ha dDKAZHATA TpakHlaTa Coack
BunarepaneH WM MefyHapodeH 0r0B0p W BH3a JOKOMKY e NoTpelka 3a 3ewjara Kaze
wro narysa. Co uyxa kapma rparaxiTe Ha PenyGiniea Makezowja wowar 7a natysaar
80P Cpfiua, P Anbanwja v Lipra lopa.

Crmra 6p. 20

2.6 Kavmama 3a 60pda MPOTHB  KPUMUHATUTETOT BO
PenyGmia Makeronmja'™

Bo niepuonor on 20012005 romvHa, KpUBHUHATE JICNA
Oeriekar KOHTMHYHMPaH TIOZIeM KOj € Hajrpaser Bo 2003-ra rommHa n
verecyBa 23%. OB0j HeraTvBeH TPeH T Ha TIOPacT Ha KPIMAHATIOT
TIO TIOAQITO BpeMe € TpekuHat Bo 2006 ro7vHa, Kora € 3a0eexaHo
Oraro HamaTyBame 3a 2,7%, 3a ia Bo 2007 romyHa TMOBTOPHO Ce
3a0enexy roroyieM ropact ot 19%, noneka ocraHaTire TOIMHA
OpOjOT HA KPUBUMYHUTE JIRIA OCIAIMPA CO TCHIICHIMja Ha Qriaro
3roNeMyBaE-E WK HavaumyBarse. LLITo ce oHecyBa 10 KpUBHUHITE
JIQNIA WB3BPILICHA OJT MAIOVICTHHI, HUBHOTO YUECTBO BO BKYITHHOT
KPAMUHAIT BO TIpocek oe ARk off, 14,7% 1o 21,7% rompHo, a 3a
00CIOKYBAHE € IIITO | TOKPaj Toa 110 Bo 2010 rommHa OpojoT Ha
KPUBHUHHTE JIENIA € HajrofieM, YUeCTBOTO HA MAVIVICTHHIIMTE BO
VB3BPIIYBAFCTO HA KPUBAYHUTC JIENIA € HA HAJHHACKO HUBO U
mrecyBa 147%M* Cramama Ha xpuvpmamrer Bo PeryOiixa
Maxke/ioHHja NOK2KYBA TeHIICHIIMja HA TIOPACT CO KyJIMMHAI)A BO
2012 rommaa xora mHecysa 1451.70 (#a 100.000 >xurerm) 1 oBaa
AKTyeJTHA CHTyallja ja HaMETHyBa noTpe0ara Ol TMOIMja Ha
TPEBCHTVBHA  TIPOIPAMK  TIPOTHB ~ COBPEMEHHTE OO m
KPUMHHATATET.

Cranka Ha kpumuHanoT Ha 100.000 xutenn
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2.7XTyormmcanpn

On nyO/MKaIpUTe KOW CE ONIHSCYBaaT Ha
TIPEBCHTHIBHATA TIOMHILIVICKA JIGJHOCT MOKE /1 CE HABSTIAT CIICITHUTE:
WHbopMatop 3a cyOjeKTMTe KOM padoTar BO CHCTGMOT Ha
MAIOVIETHUYKA TIpaBra™ BO M3TaHKE Ha JIPWaBHHOT COBET 34
TPEBCHIA HA MATIONICTHAYKO TIPeCTAIHUILITBO; , OCHOBM Ha
TIPEBESHTVBHO TIONAITHCKO paboTerse” Bo m3narie Ha OBCE mucnja
Bo Ckorje 1 MBP;, I Ipara Kyrmrypa™ - JONQHATe ICH TPHPASHIK
3a yyermre on VI omnenenve, nonroteen on cipaH axa 11X
Murepraiiasan B0 pamkure Ha Ilporpamara 3a  mpaBHa
corpjarzarja co (rHancrcka noampka Ha Y.C. JenapmveHror
Ha JApPKaBHOTO OMpPO 32 Mel YHAPOITHH HAPKOTVILIV 1 OIIETICHHETO 32
BHATPEIHK PabOTH BO COpaboTKa €0 MHUHKCTEPCTBOTO 34
00pazoBaHre M Hayka; ,,Mojara 0e30€IHOCT 3aBUCH Off MEHE™* -
TPUPAYHIIK; ,.l [pAKTHKYM 3a TIOCTAITyBARE BO CITydar HA CEMEJHO
HACWIICTBO'* ML JPYTTAL

3AKTYYOK

IlpomorvBHMTE Kamnamy Ha MUHHCTEPCTBOIO 33
BHATPEITTHY paboTH Ha PertyQiiika MakeoHuja Bo bopara IpoTvB
KPUMHAHATATETOT M JIPYTHTE OIIITECTBEHH TIOjaBA CO HETATHBCH
TIPE3HAK NpercTaByBaar OOMMK HA WHCIPYMEHT Ha
MapKETVHTOT BO oQriacta Ha OesdenmHocta. Mako Bo Tpymor ce
TIPC3CHTHPAHN M OOjacHeTH OpOJHM TIPOMOTWBHH  TPCBEHTUBHI
KaMIIarbi HA MUHKICTEPCTBOTO CETIAK MOYKE Jia €& 3aKITydH Jieka
CEYIIITe He Ce TIOCTABSHH OCHOBHUTE 32 Pa3B0j Ha IMPOMOLIM]ATa KAKO
NoceOHO HaydyHo moapadje. Kako moceOHa KapakTeprCIvka Ha
npoMoTVBHUTE Kamitarsk Ha MBP e HarnaceHara rpeBeHTVBHA
JUMCH3MjA KAaKO €IHA OJ CYIITMHCKMTE KOMIIOHGHTH BO
PCAIBHAPARCTO HA HAVIOKHOCTIE HA TOMMIMjara. Bropo,
TIPOMOTVIBHHTE KAMIIAFGH CE TPYIIAPAHH 32 OIICHH OOJIaCTH KOK 08
BO (yHKIMja Ha OopOara MPOTUB KPUMUHATATETOT M JPYIHTS
TIOjaBM CO KOU CE 3arpo3yBa MMOTOT, Oe30e/IHOCTA Ha TpalaHuTe U
TIpaBHUTE CyOjexTH. TpeTo, MpoMOTHBHITE Kamriarsk Ha MBP ce
peamupaar KoMIappamero Ha CTaTUCTHYKUTE TIOTATOIH O7T
eufcHiMjara Ha MBP 3 akryenHume  cocrojod  ©o
KPUMHHATITCTOT, CO00pakajor, Oe30emHOCTa HAa MMOTOT T
OMPABITyBAAT 3ATIYKOUTE HA MUHHCTEPCTBOTO BO CIIPOBCITYBAHLETO
Ha TPOMOTHBHUTE KAMITAFHH CO TIPeBeHTHBEH KapakTep. Cernak, co
LT COITICYBAE HA ©(PEKTOT Off JIOCEralllHATE MPOMOTVBHH
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KaMIAERH TIOTPEOHO € i C¢ COTIeIaaT (PMHAHCHICKUTE MHIAKATOPH,

YCIICIIHOCTA O HMBHOTO PCATBUPALS U OIMAMIBUPALS Ha
nommmnejﬂocr BO HAIIIATA [PKaBa.
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Jlou, M-p Josra MUJAJIKOBUK

Erporickn YauBepsurer—PM
M-p Enena HAYMOBCKA

YES MHkyOatop-cepBrC 32 M MPSTIPHEMAYA

334.722:005.336.6

I'PAJIEEbE HA UMUII HA KOMAITHUJATA U3PA3EH ITIPEKY JIOT'O

ABCTPAKT

Mmrmior Ha KOMIIaHHjaTa WM KOPIOpATVBCH UMHII C&
OITHeCYBa Ha T0A Kako Kopriopalvjara € TiepLielipana o1 CTpaHa Ha
KIVEHTUTE, BHATPCIIHU 1 HATBOPEILHH CTEHKXOITIEPH 1 OMILITaTa
jaBHOCT. Kpenpamero Ha KOPHOpATVBHAOT UMHMII € JIRNT Off
CO3IIABAC TIEPLICITIVIBCH MEHAIMEHT Of CTpaHa HA MapKETUHT
CKCTIePTY KOW T KOPHCTAT jaBHUTS OIHOCH M JIPYrH (hopMHU Ha
TIPOMOLIMH 32 J] ja Cyreprpaar MEHTATHATA CJMKA KOH jaBHOCTA.

1 Jleduruparve na noumom ,, AMHIT*

enra Ha 0Ba MCTpaKYBaH:E € i Ce JTAJie OCHOBEH IMPHIKa3
Ha HAJVHWTE 34 TPaiee MMHII HA €THA KOMITaHMja, Koj Tpeda Jia
Oune JOKeKaH Ha TIazapoT M CO caMOoTO Toa 1A TIPHRTIEKYBA TTOBEKe
KIMEHTV M paziiiyHi BUIOBU EHIWTETH, KakO M CIparervi 3a
JIOHECYBAFRE BAKHH OIPTYKY BO TPAZICH-ETO HA HOB FIMHII OTHOCHO
POpeHIHpaTEC.

Hhgiom npemcmasyea nepyenyuja Koja wimo Jyremo ja
umaam 3a 00peoeH OUBHUC, Koaa Ke 20 CIyUHAI He20B0mO UME.
Tepyenyyjama wimo yremo ja umaam 3a HeKoj OUsHUC, Koed Ke 20
CIYWIHAM UMEMO HA KoMIanyjama ce Hapexyea uvigl. busruc
UMULOM. TIDEMCINABYBA KOMIVIEKC HA OECKOHEUHO MHO2Y harmi,
HACHIAHY, NEPCOHCTHIU UCIOPUL, PEKTIAMLL U YeT KOU PADOMAIm 60

YeUHA U Ce HAOONOTHYBAA, 34 0a OCABAN OOTIUYEH GHEHANOK Ha
.17

Kityunara pabota 3a roceTyBare UM KOj Ke MOXE i
OBO3MOYKHI TIOHATAMOITICH PACT M Pa3B0j HA KOMITAHH]ATa, € HETOBO
TIOBP3YBAKE €O TIEIHATA Tpyra Ha Tazapol. Kpewpamero Ha
BUCTVHCKMOT MMMII 32 OM3HHCOT € €BOTYIMja KOja Ce PasBUBa CO
MECCI I} T FOIAHI.

Cexoja aKTMBHOCT WM HEAKTMBHOCT Ha KOMITAHMjaTa o
OIpasyBa B3 HEJ3UHOT UMHIL VIMULIOT € 1eNIOKyITHATA MMITPeCcHja 32
KOMITaHHjara, Taa € TIPECTABeHA CO HEj3MHUOT WICHTUTET ¥ CHTE
OCTAHATY KAPAKTCPHCTUKM IITO CC 3HAYAHM 33 [JIHHOT
aymumopuym. Toa, BCYIIHOCT, € CONKMHATA IO TW oridaka
CTaBOBHTE, MUCIICH-ATA, FICKYCTBATA, YBSPYBAHHATA, TPEIPACY/IATE H
YyBCTBATA 3 KOMITAHW]ATA IIITO C¢ (hOPMHUPAAT Kaj TIOTPOLITYBAIHTE,
OITHOCHO TIOIIMPOKATA JABHOCT (H00aBYBAdMTe, (DMHAHCHEPHTE,
TPrOBITE, BpaOOTEHHTE, aKIIMOHEPHTE H 7IP.)

Co MMHTIOT Ce TIPCHECYBaaT BPSIHOCTHTE HA KOMITAHHaTa
T tieHara rpyria. Crioper Hero ce Tperio3HaBa 1 BpS/IHYBa TeTiara
KOMITAHHjA KAKO W HEJ3MHUTE TPOM3BOMM. [IperosHaBameTo Ha
TapamMeTpuTe IO TO COYMHYBAAT MMHLOT M HHMBHOTO CBECHO
(hopMUpaEe TPETCTABYBAAT OCHOBHA LN HAa CIparervjara Ha

17 ity Avvwentrepreneur.comvencyclopedia/image

118 Byham, William C., & Moyer, Reed P, (1998). Using competencies o
build a successful organization. Pittsburgh PA: Development Dimensions
Intemational

BooGrdacHo, KOPIIOpaTVBHAOT VIMHII € JVBRAJHAPAH 33 Ja Owrie
TPURVICYCH 32 JABHOCTA, 32 KOMITAHMATa Jid MOKE J1a TIPSIHM3RUKA
HHTEpeC TIOMEly KyITyBauuTe, Jid CO3ABA TO3UTMBHO MUCIICHC,
TeHepUpa HETPHCTPAacHOCT KOH OpEeHZOT M €O Toa ja QJlecHyBa
TIPOF3BOIHATA TPOTKOA.

Koyunu  300posu:  wwuy, oo,  KOHK)peHyuja

KOMITAHMjaTa. AKTMBHOCTUTS 32 (DOPMHPAEe MMHMII CEKOralll
TPrHYBAAT O1 aHATIM3ATA HA TIOCTOjaHHOT AIMHIL

OmKpuBame, 3AMOBHABABCTO U aHATAATA HE Ce
GIHOKpAaTHH aKTMBHOCTH, TyKy Toa ¢ gjomr mporec. Co
TICPMAHETHATA. AHATH3A, HAJUECTO, C¢ Or(haTeH! aKTMBHOCTHTS OfT
TIPOMOILIHjaTa ¥ OHOCHTE CO jABHOCTA.

2 Daranopume wimo emjaam 6p3 UMUHOM HA
Kovnanujama

Nmvurior Ha KOMIAHWjaTA Ce Tpamy Bp3 OCHOBA HA
AKTVBHOCTHTE IIITO Taa T TPEB3eMa TIPH 1110 TW 3eMa TISTIBHT:
AMAIOT 1O 1O (opMupa OpraHMzalMjara, WMHOT Ha
KOHKYpEHIjara (IIT0 BOMM KOH JIMMHTHPAFS HA FIMHLIOT Ha
KOMITAaHHMjaTa): MMHULIOT IIITO C¢ MRIPAIITT BO CaMara KOMITAHH]a.
Kaxo (hakTopy Ha KOMITaHHjaTa KOU RIMjaaT Bp3 MMHLIOT, HajuecTo,
ce BOpOjyBaar: NE/OBHA TOIMTUKA HA KOMITAHHUJATA, CIIOpS
CKOHOMCKUTE W TICHXQUOHIKUTE acreky, [lommikara Ha
3AIIMUTHAOT 3HAK BO KOJUITO Criafd M MMETO HAa KOMIIAHHaTa,
JIOTOTO (amOnemor), joBepOara BO OpeHIOT H YU
KapaKTePUCTUKHL.

Onaa KOMIIAHHja IIITO HE C€ eKCIIOHMPA BO jABHOCTA, CC
CMETa 33 HEeCOBPEMEHa, 3ACTapeHa WIM 3aHACTUHCKA, OIHOCHO
KAIMTUTHO CHPOMAIIHA, CO 3aCTapeHa IAVIeTa HA TPOV3BOIM,
oraMHa rehprieHa off yriotpeda orpemMa, HehyHKIMOHATHE 3Tpajit
BO IIITO HE BPE/IH 1A C€ MIHBECTHPA 30LIITO HE € EKOHOMIYHO 1 ATH.

3. Hauwunu na pacerve na uwvgiom Ha
Komnanujama

Kitydor e Kperparse Ha IMHII KOj Ke OCTaBa BIICYATOK Ha
TpoheCHOHATTZAM YILITE TPU MPBHOT KOHTAKT CO KOMITAHMjaTa W
Tpor3BozIOT. [locTojar HeKOMKy YeKopH IITo Tpeda Jia ce 3eMar BO
TIPSR TIPY KPEHPAFLETO HA OM3HHC ML

e lve Ha xomnanpjata. Kommanwjara 1peba g nva nve

KOe Ke ja OIHILITYBa JIGHOCTA CO KOja Ce 3aHMMABA Taa M Koe ke Onie
JISCHO TIPETIO3HATIMRO. JIOKOMKY 0710paHoTO MMe He (DyHKITVIOHHpA
TIOCTIe HeKOE BpeMe, Tpela 11 ¢ CMEHH.

119 K ofler Ph ‘Upravlajne marketingor’, Informatator, Zagreb 1994 god
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e JIOI'O Ha xomranmjata. Jloroto Tpeda /g €  eCTeTCKr
nperHETo, MPOBEPCHO [ JI00po mBiena Ha  (hakTypy,
amOarvka 1 BO3KIA HA KOMITAHHara.

o Jla ce omroeapa mpodecronanHo. Ha Tenmethorckime
TIOBHLIM Tpeda J1a € OZITOBApa CMUPEHO 1 YHIVBO M CEKOTALI /1A Ce
HaITIACK MMETO HA KOMITAHM]aTa.

e Jla ce mbepe CIOraH WM MOTO 32 pabOTeHETO Ha
KOMAITHH]aTa, OAHOCHO 3a HEj3AHHTE [eyH, Ha 11p. Hie moctomve 3a
Bac! Toa Moxke Jta ce HarpaBy IHOCTABHO IITTO KE O¢ HAIMITIE €THA
MPOCTA. PeYEHMITA BO Koja ke ce 00jacHM CO IIITO Ce 3AHKMMABa
KOMITaHHjara. 3aroa BO KpajHa JIMHHMjA, IOKOJKY UMATe CIIOraH Koj
MOKE Jid JIOMpe 0 EMOLMHIE Ha BAIMIC TOTPOLIyBaYM -
HcKoprcTeTe 10. Ho IoKorNKy HemaTe TakoB, Nofo0po He KOpricTeTe
croras Boorro. CozmarieTe cloraH Koj ke (popmupa MeprermBHa
CITVIKA HA KOMITAHH]ATa KOja Ke acOLpa Ha 3a0aBA F CTPACT. .

Tocrojar HexonKy anarku 3a (HOpMUPaRe TPO(ECHOHATICH
VIMFI[] HA KOMITAHFJATA F Tvie MOpa. /1A PAGOTAT CHEXPOHVBAPAHO. 2

o  [levarere Ha KaHrenapricki Mareprjart. [ Ipem ce peba ma
ce HanpaBar OVBHHC KApTHUKA KOW COMpKar JBe OoW (IHO
MaCTWIO U IUTyC Bropa 00ja), MeMopaHayMu W wmkoa. Ha HuB
Tpeba g ce BMETHE  CTIEIIHHO JIOrO FBpabOTeHO O TpadrHKe
nzajHep. [loToa oroto Moxke 11a ce yroTpeOH Ha CHTe TIeYaTeHn
MaTepHjalTi 32 ONPKyBAFHE KOH3UCTCHTHTCH BU3YeSICH MMM

o Kpenpare Gportypu 3a koMnanmjara. Opaa €IHOCTABHA
anarka Tpeda Jia TIOKDKe Jicka KOMITAHHJaTa € COITHITHA M CTAOWITHA,
CO IO Ce TIPEHeCYBAal TPWIOOMBKUTE O FBOOPOT HA
KOMIIAHHWjaTa Off CTpaHa Ha TIOTPOIIYBAYHTE, CO TR J1a ¢ KPerpa
cnetmudeH BiByeneH wvull [lokenmHo e ma ce mpoydar
Oporiyprre Ha KOHKYPEHT! 32 (popMarvTe IImo TV KOPUCTaT |
HUBHUTE KIydyHd mpomakHd mnoeHd. Kora ke ce cosmane
COTICTBEHATa OpOIITypa, KBUTATETOT HA TPOM3BOIMTE ke OWfie o
HATQVIEMO 3HAYCHE 33 YCIEXOT HA MPO(ECHOHATHUOT HIMHIL
Bporryprre tpeba ma Orriar BO Kiacara co MCTHUTE Ha HajTOTIeMHTe
KOHKYPEHTV Ha OW3HHCOT, BO TIOIIEH HA JIM33JHOT, YATIMBOCT H
KBTATETOT Ha XapTHjara.

o Jlacempabom BeO—cipana EdexmiBra BeO —crpana e
HeOIXOJTHA 3a cekoj OmsHmc. Cekoja ro/mHa, ce TIoBeke U TIOBeKe
JIyfe TO KOPHCTAT MHTEPHETOT 32 13 HajIIAT JI00ABYBaYH, 3aT0Q IO
BeO — CIpaHa MOXKE Ja MM TIOHYyIM U Jid TIPUBEJICYC MHOTY
TIOTEHLIMj/THH K/TMEHTH WIH TIOTPOLLYBAYH.

e Jla ce cpemar cdropmure. [lotpebHo € 1 ce wcredarar
(haKTypH, JIOrOBOPH, MEMOPAHTYMH, IITHKOR, TICUATH, BO3MIA HA KOU
€ OTIeYaTeHo MMETO HA KOMITAHMjaTa, aipecars, TeylepoHCKITe
BPOCBI, YKHPO CMETKATA H CCKAKO JIOTOTO Ha KOMITAHHjaTa. >

e Qokychpajle ce HA  JEJOBHWIE  MPOCTOPHM:
MPOQECHOHATTHO U YPECHO OKPYKYBAE OCTaBd TIO3UTVBCH
BIICYATOK HA TIOCCTUTRIIMTE W ja TofoOpyBa e(MKACHOCTA Ha
Bpa0OTCHHTE.

o O0e30eyBare TIOCTojaHa CITyx0a 3a KimeHT HaumHor
Ha KOj C& BpIM KOMYyHHKALIjara cO KIMEHTUTE OCTaBa TOJieM
BIICUATOK HA TIPO(ECHOHATHHOT MMHIL. JKanbure 1 Gaparsara Ha

120 Belch, Introduction to Advertising & Promotion, An Integrated Marketing
Communications Perspective, Second edition, San Diego State University,
1993.

121 Davis M., Business —To- Business Marketing and Promotion, Business
books, London, Firstedition.
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KHEHIITe Tpeba Jia CC paslienyBaar co ToceOHA Tpibka U
ripochecronamBam. Tpeba 11a ce TIOTPIDKITE U BpaOOTEHHTE 1 TO
3HAAT TOA U Jia TO TPAKTUKYBAAT M 3 3HAAT 32 3HAYCHHETO HA
IpKata Ha cexo] kment. llopamu Toa Om G0 MOXKEHO
BpabOTeHATE Jia OZIAT HA 00YKA 32 TTHIITYBAFGE €IEKTOPHCKA TIOIITA 1
TIHIITYBAFSC HA HCMA 710 JI00ABYBAYNTE U KITHCHTIITE, -~

4 buznucnoeo

MmeTo, J10roTo 1 CIIoraHoT o TpHTe KITydHH eJIeMEeHT!
IIITO My JIABAaaT WICHTHTET Ha CeKoj OM3HKC, 0e3 pasiKa Jarm ce
OITHECYBA HA HOB WM BeKe TIOCTOCUKM OM3HKC. AKO CTIOTaHOT €
BepOTHO JIOTO, JIOTOTO Ke MPeTCTaByBa CIMKOBUTO JIOTO HA
OrarcoT. Jloroto mpercraByBa BIop CTond Ha HWISHTMIETOT Ha
CeK0j HOB I TiocToeukH OvsHKC. He e 00Bpeka g ce viva JIoro, Ho
011 OKI0 TIOYKEITHO, IOKOMIKY Off CAMHOT TIOYETOK CE Tpaiv LIeTIOCeH
WJICHTUTET 1 MPETIO3HATITMBOCT.

Jloroto Ha OmHFICOT Tpeba ia CONPYKH CJIMKA KOja Ha
HEKOj HAMH Ke TO TPETCTaByBa WICHTUTETOT Ha Or3HKCOT. Moke
J1a TO COIPYKK M MIMETO Koe Beke € JehHUPAHO Tia M CJIOTAHOT Ha
OVBHHCOT.

Wzpabotka Ha 7ororo 6apa HEKONKY BEIITVMHA U TOR:
YMETHOCT, padoTa co codyreepw 3a rpahHKe 3ajH, YMEH CO3IABAY
Ha TIPUKA3HA U BpeMe 3a m3paboTka. 3atoa Tpeba Ja ce mdepe
HCKyceH TipodecrioHarier, mzajHep, He cMear na ce zaroctagar
TPOLLIOLITE KOH CE TIOTPEOHH 33 BUCOKOKBATATETHO JIOTO H CJIOTaH.
3HauajHO € J1a Ce 3ar0YHE CO HEIIITO IITO Ke TO PazKyBa BaITHOT
OMBHIIC OfT PyIvTe U Ke My JIgfie YHUKATeH WICHTUTET. JIoKonKy
BAlLICTO JIOMO MBIIEA KAKO CUTE JIPyIW, TOrAIl KAKO BAIlTe
MOTpOIIyBaYM ke Be zaromHar? Kako ke Be Hajiar HOBH
TIOTPOLLYBa4IH?

Oga ce HeKOW PHHMHH 3apajiy KOW BalLMOT OW3HKC Tpeba
nanva sioro, !

1 Bammor Ow3HMC BO OYHMTe HATIOTPOIIYBAYHMTEKe
Oririe onpoghecHOHATIEH CO  TIPETIO3HATIMBO JIOTO OTKOTKY 063
J10r0. Bartiero j10ro npaka crviia Ha Ipo(heCHOHAI3aM KOH BallTe
TIOTPOLLYBA4H Y IPUBJICKYBA HOBH ITOTPOLLTYBAYLL

2. Bamero Jioro jarpaiay npeara UMIIpecHjas3a BaIlvoT
OmsHuC 3 moTporyBadnTe. JIOKOMKY el BAMOT TPOJKEH
TPOCTOP WM HA BAITHOT BeO CaJT MMa IPO(YECHOHAIHO JIOTO, YIIITS
IpeT Jia RIIe3e TIOTPOIIYBAYOT MM HEKOj BIICYATOK 3a BaIlVOT
o ((hrpma).

3. Bamero joro 0BO3MOKyBa NPUBIIEKYBAILE HA HOBH
nioTporyBayn. [TpodecroHaTHO JIOTO Koe € JIeCHO 33 TIOMHEH
Moke Jia Oufie MHCIHparja Ha JIyfeTo Ja KyIyBaaT Kaj Bac.
JIOKOJIKy TO BWJIAT BAIIETO JIOTO TPH TIOMUHYBARE MM OCTABH
Jio0ap BIIEYATOK M TO 3arlOMHAT, CHTYPHO JIcka Ke Ce BpaTar Kora ke
vMaar Tiorpeda O BalMTe TPOM3BOMM Wwm yoryri. Ho,
3AIOMHETe JIeKa BAllATe TIOTPOLLIYBAuM JIHEBHO IVIeNaaT MHOTY
Jioroa Ha OWBHWCH, HO JIOKOJIKY BAIlIETO JIOrO MM ja WCTIpATH
BUCIVHCKATA TIOpaKka Tie ke Be m30epar BaC HAMECTO Ha
KOHKyPCHIIjaTa.

4. Baiero Joro uM KauKyBa HA TIOTPOLIYBAYHTE KOU CTe
Bue. Cexoj OM3HKC o pazvKyBa Mely cebe. TokMy BallieTo Jioro

123 Kty awvwired cominiredsmallbizorogramvhowto-10 himl
124 hitpyawwipretpriemac.comvbiznis-logo-6-pricini/
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TpeDa J1a ja MCTAKHE PazikKaTa 3010 BUe CTe MoIo0pH OJ1 BaIliata
KOHKYPCHLIj.

5. [laga BuByesiHAa npercTaBa 3a Bamara ¢gupma. Bareto
JIOTO € BIBYIHA TIPETCTABA HA BAIIHOT OPEHIT M TO TPa/IH BAITIHOT
MMHMII BO TIONIETO HA pabora Ha Bammor Omsmuc. TokMmy oBaa
BIBYE/THA TIPC3CHTAIa MOXE Jia Oue ompTydyBaduky (paktop 3a
TPHRTICKYBALE F OIYKYBALE HA TIOTPOLITYBAMHL.

6. Barmiero Joro M momara Ha JIyfero /ia Be 3allOMHAT.
ToHexorarnn Telmko ce momMHar 300pOBM WM MMURA. [loctojar
MHOTY OFBHHCH cO ClMHM MMURsa. Ho, crvkara o Barmero Jioro
MOJKe JIeCHO J1a BiTe3e BO YMOT Ha JIYTeTO 1 €O Toa Jia MM Ce TI0jaBd
Kora ke mMaar riotpeda ozt Bac. Kora iyrero ke 1o 3aroMHar BaeTo
JIOTO Ke CTBOPUTE BUCTHHCKA KOHKYPEHTCKA [PETHOCT.

J100pOTO JIOro € KPUTHHCH EJIEMEHT TIPH TPAJICHLE Ha YCTIeITIeH
oraric. Co 100po JI0ro TpazvTe U 100ap FIMFIL U PerTyTaryja Kou
TEIIIKO CE CTEKHYBAaT ¥ € IOTPeOHO Jiocta Bpeme. OIBOjTe BpeMe Jia
Pa3MIICIIIITE 32 BAILIETO JIOTO BO O/IHOC HA T0A Kako TpeDa J1a MRITIETR,
Al TV WCTakHyBa CWTe pabOTM KOM BE OZBOjyBaar oI
KOHKYpPSHIIMjaTa, JAY € BIICUATIMBO M IH € eIHOCTaBHO. Cenak
JIOTOTO He Tpeba Jia COMYKKA YMETHHUKA C/TMKA KOja HUKO] HeMa Jia

MOrke i ja pasoepe.

5. Ipumepu 3aJ10I O na kovnanuume
Jlororo Ha Bl ja..FienoBu* — m3) HO 071101
M-p JoBuna Mujankoui, npod Ha EYPM
HMncrmpanyja 32 7101010 ce HeKOJIKY e/IeMeHTH:
1 Kpyna —oja acormpa Ha HeIlTo 0oraro, Kpajicko, jaBHa
MOK- CHTE Jia ja BWJAT, IOMAHAHTHO HA TIA3apOT, CYIEPHIOPHO,
Haj7I00pOTO BUHO, YKKYBA HA BPEIIHOCT — U JId TUIATUTE TIOBSKS
BpCIH,
2. Tomma na dopvupame 1925 ror- ykakypa Ha
TpaLIga
3. T'po3je—KkBaTeTHA CHPOBHHA 32 IPOK3BOIIOT - BUHO
4. Meu—yKaKyBa Ha CHITa, MOK, XpaOpOCT, BUCTUHG,

MHCMUUPALIMJA BUHAPUJA
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VILLA
MARIJA

KRALSKO VINO

KNY4OT 10 BUCTMHATA

[ARTJA

LOEMWP KAMJA

W3pabotka Ha Jiororo 3a BuHapuja EneHorw, nor, M
JoBrria Mujankoruk

Kako Teueme co3iaBameto Ha 0Baa YcIellHA
npuKa3Ha?

Cexoja KOMITaHHWja TIPH cpeidaTa Co CBOMTE KIMEHTH CC
3aI103HABA TPEKY HEJ3UHKOT BHBYRIHVOT WIeHTUTET ( OO KOU
BIBYEJTHO ja WICHTU()MKYBAAT HEKOja KOMITAHH]A) U ,,TOTATHHOT
vl Ha komraamja”“, OBoj (heHOMEH € 00jacHeT CO MOJIJIOT Ha
Downey 1 moneror Ha Kenermp,
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Baxen nem € OHOj KOj COBPEMEHHWTEC KOMAIHHM —TO

TIOCBETYBAAT HA KOMYHHKALMKTe. Tre BKTydyBaaT BHATPCIIHA
VHTEPIICPCOHATHA KOMYHHKALIjA M YIIPABYBARE CO MEIMyMCKATA
KoMyHHKarja. VicTo Taka, 0BOj MOme COMpyKM M Kparok Jer 32
OpraHM3AIMCKATA KYJTypa Ha HeKoja KOMITAHH)a, 32 KOU TOj CMeETa
JicKa € 3aCHOBAHA Ha (POPMATHM KPHUTEPHYMH Ha KOMIIAHHjaTa,
BrotydyBameTo Ha KOHIENTOT , KylTypa“ BO (JOPMUPAEEETO Ha
VIMHIJOT TIPETCTABYBA YeKOp HalpeI KOj HOCH 3HAuajHA [POMEHa BO
TPSTMAHOT M OOBpCKATA HA KOMIIAHMjaTa, BpaOOTCHUTS Jia TW
TpeTHpa 32 CBOU KIMEHTH.

Enerosu ce npajiia Opaka v 33102 Yalliara € Co3naieHa Ofl
HUBHUTE MOYETHN OYKBY OJ1 TPE3AMETO.

CupoBrHA €O KOja pa0OTar, OHOCHO OIl Koja Ce
TIPOM3BE/TYBA BUHOTO € TPO3JETO, 384T0 BO YaITIATA MIMA PO,

Han rpo3nort, aBropot craei Med. MedoT 03HadyBa cuia,
HO BO palieTe Ha OHOj KOj 3Hac. Toa yKaKyBa M Ha 3HACHC 32
TECXHQJIOTHjaTa Ha IPOK3BOIICTEO.

Han medor e xpyHara, koja acorppa Ha KpaCTBO,
OOrarCIBO, CTIABA.

Taka KIMeHTUTE CO KOU KOMYHHI DA BUHAPHJaTa HAJIPBO
ce cperHyBaar co (JMHO onfpana aMOaTaka M YIITE TIORCTETCKI
CMICIICHO JIOTO Ha KOMITAHMjaTa, KOS ja TpeHecyBa TIopaKara Ha
TPOMBBOIMTEIITE, & KOS acoumpa Ha OOrarcTBo, PacKoll,
TIGTIAHTHOCT 1 3I0BOTICTBOTO. BpaBo 3a KIMEHTOT KOj MOYKE JTa CH ja
JIO3BOTF OBAA TIOCJIACTHLIA OJT IPOF3BOL,

3AKIYYOK

Vvmjor Ha  KOMIIAHWMTE, TPrOBCKMIE — MApKH,
TIOBP3AHOCTA €O TAPTHEPUTE, OJHOCHTE CO TOTPOLLYBAYUTE U Off
3HACHHATA U CTIOCOOHOCTA HA BPAaOOTEHHTe, TIPETCTABYBAAT OCHOBEH
KaIMTUT HA KOMIAHUHTE. [ paiereto 1 3ajaKHyBaeTO Ha IMALIOT
BO JABHOCTA CTaHyBA €/THA O/ OCHOBHHTE CTpATEr Vi HA KOMITAHHHTE,
34102 1110 32 TIOTPOLLYBAYMTE TIOrojieMa BpEIHOCT MMaaT OHHE
KOMIIAHMMA KOW Ce TIOoNoOpo TO3HIMOHMpaHd Ha mazapor. Co

nprhakarse Ha IMHIIOT KaKO MOKHO CPEJICTBO 32 KOMyHHKAI)A CO
Jyfero, YNpaByBAKETO CO WMHIIOT CTaHA BOKHO TOIpadje BO
MapkeTvHT crapreryjara. Co (hakToT Jieka IMHLOT Ha KOMITAHIHTE
Ce 3aCHOBA HA WJIEHTUTETOT HA KOMITAHHUTE, OJIHOCHO JIeKa T0a €
BIICYATOK 32 TEJIOKYITHOTO MPETIpHjaTyie, YecTo BO OCHOBAara Ha
MMHLJOT HAa KOMIAHMHTE O TIPEIo3HABA M OLICHYBA LIEIOKYITHATA
OpraHM3aIyja., Hej3UHOTO PaboTere 1 He3UHATE Yoy, imrmor
HA KOMIIAHAWTE BO MapKETHHI YCIyrure Oellle MHOTY paHo
WICHTM(HKYBAH KAKO €JIcH Ofl HAj3HAYAjHUTC CJIeMEHTU BO
CEBKYIHMTE OLICHKW Ha TPOMBBOIMTE M YCIYTHTE M BO OLICHUTE HA
camara KOMITaHHja M 3a10a CeKoja (hMpMa Koja HacTojyBa Jia Ce

| rospmOHNpa Ha rEBAPOT RIOYKYBA MHOTY BpeMe 1 (DHHAHCHIL
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THE FUTURE HISTORY OF THE CYBER MARKETING
Animatrons, Androids, Cyborgs - Marketing Robots

ABSTRACT

Computer technologies have caused major developments in all
areas of human activity, including marketing. But above all, computer
technologies represent an unstoppable revolution in the science of
marketing.

Like every revolution, this revolution has its heroes. One of
them certainly is Steve Jobs. Presenting the first Macintosh computer
Apple in his famous TV commercial *1984" on December 31, 1983,
just hours before the beginning of the year 1984 implied by Orwell, in
only 60 seconds, Jobs dramatically shows why Apple's new 1984 will
not be Onell's 1984.

Personal computers have enabled the Intemet and its
exceptional and unique integration of multimedia capabilities - audio-
visual presentation of sound, images, animations and word. Today's
Intemet is the primary mechanism for dissemination of information
with speed and efficiency that classical marketing could only dream of.
In addition, the Intemet network of personal computers and mobile
microcomputers have put in the background all other marketing
venuesand means.

Ipod. 1-p bweana IEPYUHKOBA
Esporickn YavBepsurer PertyOrika Makenonmja
Jon. i-p Aunpej IBETKOBCKH

Esporickn YavBepsurer PertyOrika Makenonmja

Three decades after the **1984"" advertisement, we are facing a
new revolution in marketing: the advent of the marketing robots and
the new network they will form - the Intemet of robots. Marketing
robots are much more than automata performing repetitive
programmed actions. A marketing Robot is a creature which much
like a human being, is capable of three-dimensional movement and
has a high degree of intelligence, which enables the robot to analyze
the situiation and take the mast appropriate action for a given situation.
Having such characteristics, the application of robots in marketing is
unavoidable.

Animatrons, androids, cyborgs - marketing robots are coming,
Organized in a communication network for instant exchange of
information, equipped with all the necessary human experience from
the first moment of their creation, marketing robots will send into
oblivion the Onwellian fears of robotics and will inevitably set the
future history of cyber-marketing.

Keywords:  robotics, robot assistants, artificial intelligence,
Orvell 1984, Intemet

NIHATA UCTOPUJA HA KUBEP MAPKETUHI OT
AHIMATPOHYL, aHTPOMITH, KOOP3H - MapKeTHHI poOoTH

AIICTPAKT

Kommjyrepckire  TeXHQNOrMM — MPCII3BUKAA  TQJTIEMA
TPWIBIDKYBAFbA BO CHTS C(EpH HA YOBCKOBATA AKTUBHOCT,
BKITydyBajkii TO M MapkeTrHror. Ho mipen ¢, kommjyrepekire
TEXHONIOTVH TPETCTABYBAAT HE3AIPIBA PEBAVTYIIHjA BO HAYKATA 34
MApPKETYHT.

Kako u cexoja peBonylmja, ¥ OBaa PEBOIYLIMja MMa CBOU
xepor. Enen on HuB cexaxo ¢ Crv [looc. [IpercraBysajiu 1o
npBroT MeKuHTOI KoMITyTep Ha Apple Bo cBojara mpodyeHa
TeJIEBIBICKA peKiaMa ,, 1984 Ha 31 nexemspu 1983, camo Hekonky
Yaca Tpe]T HaCTaIyBarkeTo Ha HoBara 1984 Hasectena o OpBet, BO
camo 60 cexyHmy, [ Jooc mpamamiyHo Tokaxka 3010 Hoara 1984
Ha Fror vema g Guie 1984 Ha Opgert.

TepconanuuTe KoMITyTepH TO OBO3MOKHMja VHTepHETOT 1
HETOBATa HCKIyudIeliHA M CIMHCTBCHA HHTEIpalja Ha
MYJTIUMEMATHA MOKHOCTH - ay/IMO-BIBYEIIHH TIPe3CHTALIM Ha
3BYK, CJIMKA, aHUMAITFja 1 300p. VIHTEpHETOT JieHeC MpeICTaByBa
MpUMApeH MEXaH3aM 32 JIMCCMHHAINA W PaccjyBame Ha
rHOpMALIH cO Op3rHA 1 ePUKACHOCT KO KITACHYHHUOT MAPKETVHT

camo v ocakygartie. Co Toa, VIHTepHeT Mpeara o1 IEpcOHATHA U
MOOFITHH MHKPO KOMITjyTEPH TV CTABH BO BTOP TUIAH CUTE OCTAHATA
MapKETHHITIKA MEITAYMH.

Tpu neriennn o pekamara ,,1984°, Ha rparoT cMe Ha HOBa
PEBOITYLIMjA BO MAPKETMHIOT: MAPKETHHT' POOOTH M HOBATa MpEXa
Koja Tve ke ja (opmupaar - MHrepHer Ha poOomi. MapkeTvHr
podoTMTe Cce MHOTY TOBEKe Of aBTOMATy KOW TIOBTOPYBAAT
TPOrPaMUPAHH JIGICTBA - MAPKETVHT POOOTOT € CYIIITECTBO KOS BO
MHOTY H&IMKYBA HA YOBEK, CIIOCOOHO € 32 TPWIMMEH3HOHATHO
JIBIDKCEC M MMA BHCOK CTEliCH HA MHIQIMICHIMJA, KOja My
OBO3MO)KYBA JId ja AHABUPA CUIyaljara M Ja [peseMa
HAjCOOTIBSTHA JigjcTRa 33 JiafeHa curyamja. Co  Bakeu
KapakTeprCTUKY, TIPUMEHaTa Ha poOOTUTE BO MAPKCTWHIOT €
HEM30SKHOCT.

AHMMATPOHH, aHPOWIY, KHOOP3U - MAPKETVHI POOOTHTE
He3arMpIMBO Jioaraar. OpraHM3ApaHi BO KOMYHHKAIIFICKA MPEKa 32
MUTHOBEHA pa3MeHa Ha MH(OPMALMK, OMPEMEHH CO IIJIOTO
TIOTPEOHO YOBEYKO KICKYCTBO YILITE O MPBUOT MHI' HA HHBHOTO
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CO3MIABAME, MAPKETHHI POOOTHIC Ke TW HCIparar BO 3a00paB
OpBIIOBHTE CTPABOBRH 1 TIPSPACY/TU 32 POOOTHIKATA M HEMHUHOBHO
Ke ja MICTIMILIAT WHATA HICTOpHja Ha KOEP-MAPKETHHI OT.
PeBoutyijaTa Ha niepCOHATHUTE KOMITjyTepH

Kommjyrepckure TexHONMOTMH MPETCTABYBAAT HE3ANMIIBA
|PEBOITyTIFja BO HAYKATA 32 MAPKETVHT.

Kaxo u cexoja peBonymmja, ¥ OBaa peBOMYIja FIMa CBOW
xepor. Enert on HuB cexarxo ¢ CrvB [looe. [IpercraBysajiu 10
nperoT MexuHTOm KomIyTep Ha Ermn Bo ceojara mpouyeHa
TeJIeBIBICKA periamMa ,, 1984 va 31 nexemspr 1983, camo HekonKy
yaca Mpe/1 HacTaryBameTo Ha Hoeata 1984 Hasectena o OpBert BO
1949-tara, Bo camo 60 cexyHH, [ loOC pamMaTviHO MoKk 30IIITO
Hosara 1984 Ha Apple Hema ma Orine 1984 Ha Opeert.

Pexoravara 1984 mioprpervpa 3acTpariyBauko HHITYCIPHICKO
OITIITTECTBO BO CTY/ICHO CHHHU HUJAHCH, TIPETIONTHO CO OCMHM JTyTe
KO Ce HaIe/lyBaHH Off MOKeH IIeHTpasleH cucteM. Bo Takeara
CIieHa ce TojaByBa Arsa Mejiop, ameTiHapka Koja BO parieTe ki
TOJIeM YEKaH, Y CJITICHA Of YeTUPH (PYTYPUCTVUKA M OC3ITHUHI
,JIOMMIAJIM HA MUCTIATA ", TpYa KOH OMPOMHHOT €KpaH Ha KOj Ofi
roeoport Ha ,,] anemuor Opar*. Jlonexa I onemutor Opar ja HajayBa
TOJVIITHHHATA HA HOBOTO WIGONIOIIKH TPEUKCTEHO OMIITECTBO BO
Koe KaKO BO TpaiMHA Ha YHCTA WIeQVIONVja W EIHOYMEC
BpaboTernTe ce Oe30eiHA O KOHTPAIWKTOPHA TIPOTIAraHsA Ha
PABHO-PA3HUTE MHCEKTY U IIITETOYHHH, AHba 3aMABHYBA CO YEKAHOT.
W Bo MomerToT KOra ["oriemuior Opar r3ycTyBa —, ke HaTRiaaeeme
EKPAHOT Ce MPETBOPA BO OTaH 1 YaL...

On HMBHOTO TIOjaBYBAHE, TIGPCOHATHATE KOMITYTEpH TO
0BO3MOKHja VIHTEpHETOT 1 HeroBaTa MCKITyUHTENHA M GIMHCTBCHA
VHTeTpalvja Ha MYJTTUMCIMJATHA MOKHOCTH - ay/IHO-BU3YCITHA
TIPE3CHTALIAN HA 3BYK, CJTVIKA, AHMMAITHja 1 300p.

VHTepHETOT JicHeC MPETCTaByBa MPHMAPCH MEXaH3aM 32
JCCMMHAIMjA HA MH(OpMALMKA O Op3uHA W e(MKACHOCT KOU
KIIACHMHUOT MapKETVHI camo TH rocakysarte. Co 1oa, MHTepHer
MpEKaTa Off TIEPCOHATHA 1 MOOFITHI MHKPO KOMIT)yTepH T CTABU
BO BIOp IUIAH CHTE OCTAHATY MAPKETVHIIKM METUYMH KaKO U
HayJHODaHTAaCTHYHHTE CTPABOBH OJ MHHATOTO.

Benrrauka yHreurenumja

JerHec WCIpKyBAaECTO BO OQaCta Ha  BeIIITAYKATa
VHTQJIMICHIMja HAIPSIyBa PAIAIHO — aBTOMOOWTH O3 BO3auM,
KOMIyTepl KOM TIOOGIyBaaT BPBHHM IIAXWCIY, JUTUTATHA
TIEPCOHATTHY aCKICTEHTH C€ CAMO MHIMKATOPY HA TOJIMVHATA HA
MHBECTHPAHUTE CPEZICTBA M PECYPCH M TPEI3HAK HA WIMHATA KOja
noara.

[NpomzBomMTe Ha BelTAYKATAa MHTSTMTCHIMA 32 Kl Ce
BYICOKO 1 HA JIUCTATA HA TPHOPUTETH HA HAIIMIOHATTHHATE BOOPYKEHH
CHTHL. OCCTIMUIOTHH JICTATA, aBTOHOMHH OOpOCHH CHICTEMH CE BEKe
peamHoCT Koja € 3abpanera on OOemvHEMTE HAIWM U
OpraHMBAIIANTE 32 YOBSUKY TIpaBa. | Tienajkv Bo IHUHATA, HeMame
WH/IMKATOp Jieka MOKHOCTUTE Ha BEllITAuKATa MHTSJIATCHIM) Ce
OIPaHMHYEHN WM MH(EPUOPHH BO OZHOC HA MOXHOCTUTE HA
YOBEUKVOT MO30K. MAITMHITE CO MHTRITMTEHIIHja JTypr O1 MOXEIIS
BO €JIeH MOMEHT /] TIOUHAT 1A TO TI07100pYBAAT COTICTBEHHOT JIV3AjH.

Co Toa MOBTOPHO Ji0afaaT CIPAaBOBA — OBOj AT O Off
BeIlITavKaTa MHTTMIeHIja. YoBeuKara (haHTazuja JIeCHO MOXE Jia
BOOOPA3H Jieka MAITIMHHATE BO MITHHHA KE TV Ha/IMy/IpyBaaT Oep3HTe,
YOBCUKHTE JINICPU M K& Pa3BUBAAT HOBU OPY»Kja CO HE3AMHCITHBA

JIeCTPYKIVBHOCT.

Kiyunn 300poBu: poOOTHKa, POOOTCKH TOMOIIHHULI,
BellmauKa nHTermren mja, Opeent 1984, Vareprer

Enen on Hajnosaamite dvvtapy Ha aereravrara CiiBeH
XOKHHI HOOJIAMHA TH M3pasy CBOMTE CTPABOBH JICKa MOpA Jia Ce
Tpe3eMe HEILITO 34 BeIITauKATa MHTE/IMIeHIIMja 1 MAIMHKTE /13 He
3ARIIATICAT CO YOBEIIITBOTO — BO CMPOTVBHO Toa ke OHie KpajoT Ha
YOBCUKATA Paca CO OIS Jicka OHOJIOMIKITE CHCTEMH CE TIPCOABHHI
BO OIHOC Ha MallMHWATE U O OWie JIecHO HATMHHATH BO €IIcH
MOMEHT Ha Pa3BOjOT HAPEUCH CLHSTAPHA OUKA HA BEUINAUKANG
UHMEEHYYAL.

Maremamaapor [Jlon ®on Hojvan mpe 300pysaiie 3a
CHHIJTyapHOCTa Ha BellITaUKaTa MHTemreHija Bo 1950 romvHa, a
Pej Kyprmen, mmpekTopor Ha WEDKeHepHHTOT Ha [ymm  ja
TIOMyJIAPY3HPAILTIC WICjaTa HEKOJIKY TOAHH TOJIONHA.

Jlerec Bo cBeToT Cce Bomar Agbaty 3a Op3MHATA CO KOja

CuHrynapHocta ce prompKysa. Hekon cveraar nieka OpavHara
EKCTIOHEHIIMJUTHO C€ 3rOJIEMYBa, JIPYIH TIaK JieKa Ce HamarTyBa.
Kypupen cvmera fieka Bo romvHaTa 2045 KOMITyTepoT ke ja JIOCTUrHe
VHTC/UTCHIIMjaTa HA CHTS YOBEYKH MOBOIM HA TUIAHETATA 3aC)THO.
Oga miename ce Oasupa Ha CIpyjara HapeueHa CiUTHA BeIlTaduKa
MHTC/UTEHI M CTIOPENT KOja YOBCUKHOT MOBOK MOYKE LIQTIOCHO J1a ¢e
TPETCTABH CO TIOMOIIT HA &JICKTPOHCKH KOMIT)YTepPCKH XapIiBep.

TMocTojar 1 eKcriepTH KoM He O¢ COIIACYBAaT CO BAKBHTE
TIECHMUCTVYKY TTieriarba. Criopell HUB, PEryJiatopeH Hapop Hal
Pa3BOjOT HA BEIlITAYKATA MHTEIIMIEHI]A CEKako Tpeda Jia TIOCTOH,
HO o1 movHakeH TNpravHA. OBaa Tpyra eKcriepTv CMeTa Jieka
CEKOralll Ke TIOCTOM ja3 Mely UOBEUKATA W MAIlMHCKATA
VHTQIATCHIjA — YOBCUKATA WHTMICHIMjA MOXe I Owre
TIOTCWICHA, HO HE U HATMVHATA YTM YHHIIITCHA OF BEIITAYKATA.
Taka, OpPOTMBHUIIMIE HA  ANOKAMITIMYHMOT  CBETOIIEN
ApryMEHTVPAAT JIeka OracHA € BEITITAuKaTa MHTRIIMTSHIja Koja He
€ JIOBOJTHO PasBHEHa, a He OHaa Koja Ou Oria ropasBieHa Jlypy 1 011
nprpoHaTa. Crioper Toa, YOBEUKITE HAIIOPY BO Pa3BOjOT HA BAKBU
TEXHONIOTVH C¢ OMPABIAHA W BOJAT BO TIPOIPEC HA YOBEUKOTO
OIILLITECTEO.

Bo cexoj cityyaj, BellITauKara MHTRIIMICHLIM]A JICHEC € Ha HUBO
KOra € BO cOCT0j0a Jia TIOMOTHE Ha YOBCIITTBOTO BO OCTBAPYBAHE HA
QIAropOIHY TRV 11 OBAa HACOKA Ha pasBoj Tpeda J1a Ce TOTTHKHYBA
1 pa3BHBA BO OJVCKA HITHHHA.
MapkeTvHT posoTH

Tpu neriennn o pekamara ,,1984°, Ha rparoT cMe Ha HOBa
PeBOTYLMja BO MAPKETUHIOT: MapKEIMHT POOOTM M HOBATA
KOMYHHKALMCKa MpeXa Koja Tvie ke ja dopmupaar - VHTepHeT Ha
pobom.

MapkeTrHr poOOTUTE C& MHOTY TIOBSKE OIT aBTOMATH KOU
TIOBTOPYBAAT TIPOTPAMUPAHH JigjCTBA.  MapKeTvHT  poOOoToT €
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CYIIITECTBO KOG BO MHOTY HAIMKYBA HA HOBCK, CTIOCOOHO € Jia
W3BEITyBA TPHAMMEH3MOHATHH IBKEHA BO TIPOCTOP CO TPEITPEKd
TAMMYHA 33 ypOaHa cpemmHa. PoOOTOT MMa BHICOK CTerieH Ha
VHTEJIATESHIM]a, KOja My OBOSMO)KYBA 12 ja aHAHZHPA CHTYyaIHjara
W JIATIpe3eMA HAjCOONBETHH JICCTBA 32 JIAJICHA CHTYAIHa.

HayuHo-(harTacTvaamiTe (hMOBH ce TPENQTHK CO poOOTH
KOM MOXAar Ja TIpasaT cekakBi Hemma. Ho Bo peanmHocTa,
B3paboTKaTa HA POOOT CO BHCOKA MHTETPAIja BO CEKOjIHEBHATA
CpeMHA ¥ MOKHOCT 33 COLMj&THA MHTCPAKIMA € MCKITyUHTITHO
cokeHa 3a7a4a. Bo 1986 romuHa, Omnenor 3a po0OTvKa Ha
TUraHTOT XOHJA TO TIPETCTaBH CBOjOT iBoHOMeEH podor EO koj
MOJKeILIe Jia ce JIBDKM Kako 4oBeK. [loHaramorHMoT passoj Ha
podoture on XoHnma KyamuHupaie co poboror  ACHIMO
(Advanced Step in Innovative Mobility), BHCOKOTEXHQMOIIKH
JIBOHOKEH POoOOT TIpeTcTaBeH Ha japHocTa Bo 2000 rom. ACMMO,
O HErOBOTO TIOjABYBAHLE TIOCTOjaHO €€ YCOBPIIIYBA M MOXE J1a &
JIBIDKH TIO CKaUT! ¥ TIO HEpaMHH TIOBPLLIMHY, i CE PaKyBa co Jiyfe 1
BOOIIIITO MOXE Jad TO TIONOOpH KBAIATCTOT HA YOBCUKUTS
AKTVIBHOCT TIPEKY B3aCMOJIGICTBYBABE CO JIyfe M TPCSIMETH BO
cormjarmu curyar i (Crvka 1),

Cmika 1 Poooror ACIMO (XoH1a) IIOCTOjaHO 0e pasBHBa 1
YCOBIITYBA O/ HETOBOTO T0jaByBarhe Bo 2000 rommHa

Xonmurmor podor ACMO e ieMoHCTpaivja Ha BPBHHUTS
TEXHOVIOMIKA MOXHOCT HA JICHEIIHWIIATA 33 CO3/IABARC HA

YOBSKOJMIKM pOOOTH, HO BOGIHO € pPesdMe HA TpaHWIMIE Ha
JICHEITHATA TEXHOVIONMja 32 POOOTCKATA MOOKITHOCT.

Ioromem ©Opoj poboM cO payWUHM CICTICHA HA
(hyHKIOHATHOCT c¢ pazBueHH o ‘80-MTe TomMHM JI0 JIGHEC.
Hexou o HyB ce maniern Ha Crivika 2.

Bo nmociempMTe TOMMHM,  OUYEKyBaHO Joara  Ji0
VMITICMEHTAI ]2 HA MAPKSTVHT POOOTH BO CEKOJITHERHH CUTYAITN

BO KOHTCKCT Ha MAPKETUHIOT. MapkeTvHI poOoTHTe Ce podOTH KOU
HMaaT roMart Gpoj CTEeTIeHH Ha €r100071a BO MOOMITHOCTA BO OZTHOC Ha

ACHMO, Ho 3a10a NIaK pacrioyaraar co HHTepd)ejC IPIIAroieH KOH
HMBHATA HAMEHA — VGBPLIYBAEC 3a7a9d O OOJacra Ha
MApPKETVHTOT, KaKO 1 0233 Ha 3HACEHE M TOBOPEH MHTEP(E)C — MOMKaT
J1a paz0HpaaT YOBEUKH TOBOP, /13 ONTOBAPAAT Ha MPAILIA:A U J1A yuar
HOBY paboTHL.

JIBa mprMepr Ha poOOTH KOH CE PealTHOCT M BeKe padoTar BO
pearmvior ceet ce podorure FURO (Crva 3) 1 OSHBot (Crivika 4).
Ogue po0OoTH ce CIIOCOOHH 1A MACHTU(DHKYBAAT 1 JIOLHpaaT poda 1
JIa pasroBAPAAT CO KYIyBAYHTE HA CHTE CBETCKH ja3HITA. MapKeTiHr
poOOTHTE Ce TUITMYHO BHCOKU OKOITy 1,5 Metpy 1 Texkar 40-TvHa
xiwiorpavy. OrpeMeHH ce CO TJaBa BO Koja € BIpameH 3-
JMEH3VOHATIH CKeHep KO JISTeKTNpa 1 WICHTH(HKYBA Jyre 1
TpeveTH Bo OivBrHA Ha poOoToT. McTo Taka rocTojar ceHsopy 3a
ROCTHYBAE Ha CYJMP HA POOOTOT CO OKOMMHATA. BavkeH s of
MHTEP(EICOT CE CEKAKO MOHUTOPHITE CO MHTEPQ)E)C Ha 0T KOU ¢S
MOCTABCHM HA POOOTOT W OBO3MOKYBAal JIOOWBAFRE HA
rHpOpMAIU BO BrByelHA (HOpMa T.C. KAKO CJIVKH, aHUMAIIMHA U
TEKCT.

Jpyra ocoOeHO BaKHA KApaKTepriCTHKA HA OBHME pOoOOTH €
CI0cOOHOCTA 32 GeKUIHO BMPEKYBAH:ES CO ApyTy podoty. Taka Ha
TPUIMEP acKCTEHTOT 3a Mporakoa OSHBOt Moke na ce moBpse co
OCTAHATHTE POOOTH BO TONIEMA TPOIABHHLIA 1 JIA TV PA3MEHH CO HYIB
pabOoTHITE TITTO TH HAYYIIT 32 MHTEPECHTE WK TIOTPeOHTe HA JAJIeH
KyIyBad, cO LITO OCTAHATUTE PpoOoTH O1 MOoXKeie TIoIoOpo i TO
YCITyKaT KyImyBadoT JIOKOJTIKY TOj e Hajfie BO PYr OIZIEN OIf Taa
TIPOJIABHHIIA.

Co 0B €acHO Jicka 1 Ha CErallHHOT CTeTICH Ha PasBOjoT, Beke
HE ¢ TI0CTaByBa TPAIIALCTO AT POOOTUKATA M BEIIITAYKATA
VHTRIIATCHIMja Ke HajiaT TIPHMEHA BO COBPEMEHHOT MApKETVHT.
PoGonire ce Beke BpabOTeHM BO MAapKETWHIOT, WM YeKaar
TIOJITOTBEHY Ha Oep3uTe Ha TPYZIOT. BUCTHHCKOTO Ipartiars.e Torari
e, i pabOTONABIMTE CE TIONTOTBSHY 33 WIHATA WICTOpHja Ha
MAPKETVHIOT, HITA K OCTAHAT 330CKOTalll BO CCTaIlHATA.

3AKIYYOK

AHAMATPOHH, AHIPOWITH, KHOOP3H - MApKSTUHI POOOTUTS
He3arMpIMBO Jioaraar. OpraH3|paHi BO KOMYHHKAIVICKA MPEKa 32
MWTHOBCHA pa3MeHA Ha WH(OPMAIMH, OMPEMEHH CO IIENIOTO
MOTPEOHO YOBEUKO KCKYCTBO YIIITE Off MPBUOT MU' HA HUBHOTO
CO3/IABAHE, MAPKETHHI POOOTUTE Ke TW WCIparar BO 3a00paB
OpBerioBHTE CTPABOBH 1 TIPEPACy/IH 32 POOOTHIKATA F HEMAHOBHO
Ke ja CTIMILIAT HIHATA HCTOPHja Ha KHOSP-MAPKETHHI OT.

CONCLUSION

Animatrons, androids, cyborgs - marketing robots are coming.
Organized in a communication network for instant exchange of
information, equipped with all the necessary human experience from
the first moment of their creation, marketing robots will send into
oblivion the Onwellian fears of robatics and will inevitably set the
future history of cyber-marketing.
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PRODUCT MANAGEMENT ASAELEMENT OF MARKETING

ABSTRAKT

In marketing, aproductis anything that can be offered to
amarketthat might satisfy a want or need. A product is the
endresultof the manufacturing process, to be offered to the
marketplace to satisfy a need or want. A product is seen as an item that
satisfies what a consumer demands. It is a tangible good or an
intangible service.Tangible products are those that have an
independent physical existence.

J-p Becua PO3JIAHOBCKA

The product is the subject of value exchange between
manufacturer-supplier, through the market network to the final
customer/consumer.

There are several important aspects of the product: Product
development, Product Branding, Product Design and Product Quality.
All aspects are important since they are all incorporated in product
characteristics and determine the product performance.

Keywords: market, offer, need, want, brand, quality, design

MEHAIIMEHT COITPOM3BOJOT KAKO EJIEMEHT HA MAPKETUHI OT

AIICTPAKT

Bo MapKeTMHIOT TpoM3BOI TIPSTCTABYBA CC OHA IIITO
MOXE Jia O¢ TIOHY/TM Ha TIa3apoT U 11O MOYKE Jia 3a/I0BOVIA HEKOja
TioTpeda K kesioa. [ IporsBonoT e KpacH pesyrIrarT Ha IPOrecoT Ha
MPOM3BOZICTBO M TOj C¢ HyIM HA Ta3apoT Jia 3aTOBTM HEKOja
notpeba Wi Jkeyioa. [IpomsBonoT ce mieia Kako MpeIMETHIIN
YCITyTa. TIITO 33/I0BOTYBA TOA IO OapaaT KyryBayuTe. [ Iporssoior
CC jaByBa KAaKO JIOMMJIMB TPSIMET WM HETOTMPINBA YCITyTa.
JIompiMBITE IPOMBBOIIA CC THE TPOM3BOIH KOU (DHBAYKH TIOCTOjar

T porsBonoT € mpeveT Ha pa3MeHa Ha BPETHOCTH Mery
TIPOM3OIUTEIIOT, TIOCPEHNKOT, [IPEKy TIa3aPOT [I0 KPRHHOT KyITyBart
VU TIOTPOLLTYBAY.

1. YJiorara Ha IpoM3BOI0T BO MAPKETUHIOT

ITporBBONIOT KaKo CPEZCTBO CO KOS C& KOMYHHUIIMPA CO
TIOTPOLLIYBAYMTE, CTYXKH [1A ¢ OCTBAPAT LIEJUTE Ha MpETIprjaTyja 1
HA TIOTPOLLTYBAYHTE.

TTporBBOIOT € MpeMET WM YCTyra  ILTO KOMITAHUjATa
¥IM TO HyaM Ha riotporirysaante. Co MpOFBBOIOT o€ 3aI0BOTyBAaT
HOTpeOUTE HA TOTPOLIyBAuMTe M HUBHHUTE >kenion. Orramy,
KapaKTEPHCTUKUTE Ha TIPOFBBOZIOT CE Of] TOTIEMO 3HAYCHHE TOKMY O

T0j acriexT. [ Ipor3BOIOT He o¢ jaByBa caMo KaKoO (PMBHUKH OUIUB
TPOV3BOI, TYKY MOXKe Jia OWfie W yCIlyra WK TIaK HeKOj BUIT Ha
TIPOH3BONI, HIIeA, 3HACHHE Y CJTMYHO.
Cekoj yCIellieH TIPOM3BON IW  MMA  CJICIHMBS

KAPAKTEPHCTHKI —

e Toy ™ mmoBOoMyBA TOTPEOMTE H OKJIOMTE HA
TIOTPOILTBAHHTE,

e (0c30emyBa BpEMHOCT 33 TIAPHUTE IO TW JABAAT
TIOTPOLITyBAUHTE,

125 Role of product in marketing mix, www.dineshbaleshi com » IGCSE
Business » Marketing » Revision Notes

[porBBONOT MVa HEKOMKY 3HA4AJHH aCTICKTH KAKO I1TTO 08
PasBoj Ha nporsBoroT, bpermppare Ha Tpor3BonoT, Ji3ajH Ha
npomsBonioT, Keaimrer Ha mpomsonor. Cure  acriektd  Ha
NPOM3BOZIOT  CC  3HAYAHM M THE CC BKOPIOPUPAHA BO
KapaKTEPHCTUIKUTE HA TIPOVBBOIIOT Y T OPSIRITYBaaT Oerie3uTe Ha
TIPOV3BOTIOT.

Kiryunn 300poBM: T1a3ap, TIOHYy/Ia, NoIpeda, JKenoa,
OpeH1, KBATUTET JVB3ajH

o BooOMHaeHO oe pasivKyBa o1 APYTHTeE IPOHH3BOIH,

¢  [OTIOTTHKHYBA HIHTEpECOT Ha TOTPOLITYBAYHTE.

I TporBBozoT MMa KiTy4Ha YIIora BO MApKETHHI 33T0Q I1ITO TOj €
OCHOBATA TIOPa/IH Koja o€ BPIIM KOMYHVKAIIMjaTa CO KyIyBadHTe 1
TIOpaZIM Hero oe Bpiiy rpoakdara. [Tomery rigHara, rpoMormjara u
JWCTPHOYIHjaTa, TIPOM3BOZIOT ja 00e30e/TyBa OCHOBHATA BPSIIHOCT 32
KyIyBa4MIE U € OCHOBHATa NpHYMHA 32 KOja CC MpaBaT CUTE
MAPKETHHI HATOPIL 2°

KapaxreprictvkuTe Ha MporBBOIIOT CE THE KOH TO TpaBar
WCTHOT J1a OWJie pasTvbeH OJ1 APYTHTe POMBBOIH Ha Tiazapot. Kora
KOMIIAHWMTE KPEHpaar HOB TIPOMBBOM, THE Pa3MHCTYBAaT TOj
TIPOM3BOIT J1a MMA TIOCEOHH KapaKTepHICTUKK. THe KapaKTepUCTHKA
MOXKAT Jia OMIIAT TaKBY 32 JIa MOYKAT 13 YHANPETAT HEKOj TIOCTOjaH
TIPOM3BOI WK HEKOj KOj TpeDa i 33710BOTyBA HEKOH HE33I0BOTICHH
nioTpedu. Kapakrepicvikire Ha TPpOFBBOIUTE MCTO Taka BIMjaar
Bp3 OMNPEIIYBARETO HA IigHATa HA TPOM3BONOT. HajnoOpure

126 \niseGEEK Avrtickes, Whet Is the Role of Product in the Marketing Miix,
vwwiwisegeek comnhat-is-the-role-ofproduct-inthe-marketing-mix htm
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KapakTeprICTIKA MOXAT 12 RIMjaar Jia c¢ GopMUpaaT TIOBUCOKH
127
LICHUL.

2. lermmparse M KAPAKTEPUCTHKH HA IIPOM3BOI0T
Iporseonor, HajwecTo ce AerHMpa Kako 301p Ha ONUITTABH
WM HEOIMITTMRA CBOJCTBA KOM 3aJI0BOJTyBAAT HEKOja Totpeda Ha
TioTportyBaumTe. [Ipor3BoI € o MO MOKE Jid Ce TIOHYIM Ha
TI233POT, Jid TIPSIVBBUKA BHUMAHFE, KYyIyBamRe, yrorpeda I
TIOTPOLLTYBAYKa ILITO MOYKE J1 387I0BONIM OZIpe/ieHa 1oTpeda.
I[Npowseonior € mpemMeT Koj ce HyIM 32 Tpogkoa.
[porBeonor Movke 1a Oririe yeryra i ripemvet. Toj Movke 1a Orrie
BUCTVHCKY WM BO e/leKTpoHcKa (hopma. Cekoj TpoM3BOI o o8
TPOI3BE/lYBA CO RIOKYBAELE CPEIICTBA, ONHOCHO CO CO3NABAHC
TPOLIIOLIH, & CE MPOJIaBa. TI0 ONpeTIeyicHA IIeHa Koja Co3TIARA TIPHIXOT,
Lenara Ha TPOMBBOMOT KOja ke Ce TIOCTHITHE 3ABUCH O TI3apOT,
OITHOCHO TI00APYBAYKATA, O HETOBUOT KBAIHTET, O MAPKESTUHT
AKTVIBHOCTHTE | Ol LIQJTHUTE CEMEHTH 33 KoM € HameHeT.Cekoj
TIPOM33BOI IMA BEK HA KOPHICTEHhE, TIOCTIE KOj TOj CETIORIEKYBa U
VMa ¥ CBOJ YKMBOTEH IMKITYC 110 KOj TOj TO CHEMYBA O T1a3apor.
[porBeoNoT MOYKE Jia OUJIe TI03HAT HA Ta3apoT KAKo OpeHIT Koj TO
MpaBd TIOPMPURTICUCH 33 KYNyBAQUMTC W TIOPAMYCH O
TPOVBBOJIUTE Ha KOHKypCHIIgjaTa. 2
[MporBBONOT, miENAHO Of AaCHeKT Ha TPOFBBOIMITENIOT
TPEICTaBYBA PE3y/ITar Ha IIMIOKYITHUOT HeroB Harop. 10j
TIPETCTaBYBA MPEIMET Koj Tpeda /1a o F3Hece Ha MazapoT 34 Jid UM
VVIe3e BO TMPCpET HA Gaparkara M KeJIOUTEe Ha TIOTPOIITYBAYHTE,
T porBBoroT, HajuecTO Ce ehMHMpPA KAKO 30Mp Ha “ONUTUIMBY WA
HeOIMITTMBA CBOjCTBA KOWI 3QJIOBONyBAaaT Hekoja ToTpeda Ha
TIOTPOLLYBauMTe, “TIPOM3BO € CE IIITO MO)KE Jia C¢ TMOHYJM Ha
TIa33poT, Jid TIPSAV3BHKA BHIMAHKWE, KyIyBake, Yriorpeba Wi
TIOTPOLIIYBAYKA [ITTO MOPKE 1 3AI0BONIH OJipe/ieHa rotpeba’ ™.
Tpor3BONIOT € KOHEUEH PE3YITTAT HA MPOM3BOIHATA JIGJHOCT,
KOja 3a payMKa OJ] YOIyrara, er3ucTUpa M OWNICku € 3aBpilieH
TIPOIIECOT HA. HErOBOTO TIPOHBBOLICTBO, CO CBOJOT MPEIMETEH 00K
M CO CBOMTE CBOJCTBA 3QJIOBOJTYBA ONPCIICH BWJ OIMIITOCTBCHA
niotpela. [prporna Ha MPOM3BOI MMa CaMO OHOJ TIPOFBBOJICTBEH
P3YITTAT IO ja MMa GapaHaTa yrioTpeOHa BPSIHOCT.
Bo MapKeTVHIOT, Kako IPOM3BOI & CMETA CE” ILITO MOXKE
Jia e TIOHY/IM Ha 11a3apoT U I1ITO MOXKE Jia 33/I0BOJTM HEeKoja Jxeyioa
wm rotpeta. Viva 1iga Biia TpOr3BOIH: JIOMAITHBH ((PYBIUKA) 1
HEIOMMPIVBH (He(DVBHYKY - YCITyTH).
Co mpomBONOT CE  3ANOBIYBAAT  (PHBHUKHTE,
TICHXOJOIIKATE, (DVBUQIONIKMTE ¥ COLMONIONIKA TIOTPeOM Ha
KyIyBa4OT ¥ TWieé C& MOTWBUTC KOHM TO BOJIAT KYIyBA4OT KOH

JIOHECYBAFLE OIVTYKA 32 KYTTyBAHC.

Cexoj TporBBOI, Kako (MB3MYKA TIPSAMET, MMa TIOBEke
KAPAKTEPUCTKY, Mely KOM HAj3HAYaQjHM Ce  KBIMTETOT,
aCOPTVIMAHOT, JM3AJHOT, MapKarta W HMETO, IAKYBAHCTO,

127 Characteristics of the Product, The characteristics of a product determine the
target merket and price of a product
hittps/Avawv.boundless.com/mearketing’... marketing.. product/characteristi

128 Definition of Product, The Economic Tirmes,
economictimes.indiatimes.com> ... » Marketing, 2014

129 Philip Kotler & Gary Amnstrong;: "Principles of Marketing”, Prentice - Hall,
Inc, New Jersey, 2001, sir. 291

TIOCTIPONIDKHATE YCITYTH, TApaHIMHTE, YCTIOBUTE Ha IUIAKARE U
Apyro.

Keamumemom tionpazorpa 301p Ha CBOJCTBA BP3 OCHOBA HA
KOH Ce OlIeHYBa YToTpeOHATA BPSIHOCT Ha TIPOH3BOZIOT, TIPH IIITO
TI0CEOHO CE HAITIACYBAAT HETOBHTE (DI3HHKH, XEMVICKH, eCTETCKA 1
JPYTY KapakTeprucTvky. Keamreror e eleH O Haj3HAuYajHUTS
MHCTPYMEHTH KOj OBO3MOYKYBA YCTICITICH TIIACMAH Ha TIPOFBBOIOT,
OMIejki CO HETO C¢ HCKKYBA CIETEHOT HAa HEroBATa TPajHOCT,
CHI'YPHOCT, TOYHOCT 1 320N TMBOCT 07 CTPaHa Ha KyTTyBajoT.

Acopmumanom ce W3pasyBa KakO PasHOBWIHOCT HA
TIPOM3BOIIOT, ONTHOCHO HA TIPOM3BOMIUTE CO OIVIEN HA HUBHUOT BUI,
COCTaB, TOJIEMUHA, KBATMTET, CTWI M CIIMYHO. ACOPTAMAHOT MMa
HEKQVIKY CICIM(UUHN JMEH3MM Mefy KOU CE WCTAKHYBAAT:
IAPHHATA, IOJDKAHAT, JTTA00YHHATA U KOH3UCTCHTHOCTA.

Co wwpurama Ha acopTIMAHOT Ce CKDKyBa OpojoT Ha
PaTHYHHTE BAIOBH IPOV3BOLIN,

Co domicurama, BKYTTHUOT OPpoj Ha TIPOFBBOIIY

Co omabouurama, OpojOT HA BapUjaHTHTE HA CCKO)
TIPOM3BOLI,

Co KomzucmenmHocma,. CTRTIHOT HA TIOBP3AHOCT Ha
PATHYHHTE BHATIOBH HA TPOM3BOITL

/luzajrom v OONVKOT HA TIPOM3BOZIOT TH TIPETCTAByBA
Ha/IBOPCEIIHATE KAPAKTEPHICTVKA Ha TIPOK3BOIOT, M3PA3CHH TIPEKY
HETOBHOT OQVIVK, VRIVIEN, TIPHRICYHOCT. [IF3ajHOT ¥MA 3HAYAJHO
BIMjaHyie, He CaMo Ha TIPOFBBOJIOT, TYKY 1 HA HETOBOTO Mprhakare
OJ1 CTpaHa Ha KyITyBaJuTe, 3a MOTPOLITYBAYHTE € JI00PO OOJIMKYBAH
OHO)J TIPOV3BOJI I11TO ' 33/I0BOJTYBA HUBHHUTE TOTPSOL.

Maprama tipetcraByBa  Oerier Ha TIPOVBBOIIOT HA €7IeH
TIPOM3BOIMTET CO LIEJI TOj Jia C€ PATHKYBA O TAKBUTE [POM3BOIIM HA
JPYTUTE MPOFBBOIMTEH.

Tarysarverno xaxo Oerier HA TA3APHOTO PaboTeHhe Ha
TPOMBBOIMTEIIOT TPETCTABYBA BPCKA Mely TPOMBBOIMTCIIOT M
notpouryador. [lakyBameTo MMa 3a1aua i@ IO 3ALTUIU
TPOM3BOIIOT, HO U J1A TO TIPURTIEYE BHUMAHKETO HA TIOTPOLITYBAYOT.
INakyBareTo MPEICTaBYBA aKTMBHOCT 3a  OONMKYBARE W
MPOVBBOJICTRO HA  3AlNUTHA OOBMBKA HA  TPOFBBOMIMIC.
AwmGanzkara oriaka Tpy HABoA Ha 3al1ITUTA: TPUMAPHA aMOayiaka,
BO K0ja HETIOCPEITHO C¢ CMECTYBA TPOFBBOIIOT, TIOTOA, CEKYHIAPHA
KOja ja [ITVTY MPUMapHaTa aMOaIaKa, OJTHOCHO TIPOM3BOLIOT, & 08
onpria Kora ce yriorpeOysa MPOVBBOZIOT U TPAHCTIOPTHA aMOaTIvKa
[0 ce OHECYBA HA TOTPEOHOTO TAKYBAHE (CKIAJIMPAEGE),
HeHTM(HKALIH]a WK TPAHCTIOPT HA TIPOM3BOJIATE.

3a MHOTY [POM3BOIIM §IHOCTABHO € jaCHOTO CO3HAHVIE JIeka
TOCTOjaT ¥ MMaaT orpe/iericHa (rBrHra (opma B Koja MOYKAT Jia 0e
KYIAT VI 7 O TIPOEQAT. TocTojar Tpy TUITOBH TPOFBBOIM 1
TOR:

- Ocnosra (hopma Ha Tiporsozior - CORE product,;

- Axryerier wm rioctoeH rporsso - ACTUAL product;

- IPOVBBOTIOT €O 3rarieMery BpeHoc - AUGMENTED
product

OgBa € T.H. KaTeopH3Hparse Ha MPOFBBOIMTE KAKO TPH HUBOA
HATIPOH3BOJIOT.

IporsBonoT BO ocrHosHama ¢hopma He MOXKE 12 O BAIA
JIeKa TIOCTOW, He MOYke Jia oe Jionpe. Toa He € MOYKHO 3aroa 1m0
TPOM3BOIIOT ja M3pa3yBa KOPHICHOCTA 3HAYH HELLITO IITO 337I0BOITYBa,

130 Three Levels of a Product, Marketing Teacher Lidl, 2014,
www.marketingteacher.comv../lessonHhree-levels-of-a-product
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HEIIITO I1ITO O JIABA YTIOTPeOYBAETO Ha TIPOK3BOIOT. Ha mprivep,
KOPHICHOCTA OfT MMAFHCTO aBTOMOOKTT € Taa IITO CO aBTOMOOKIIOT

MOPKE /12 08 OIM Ka/IE CE CaKa 1 KOra C¢ CaKa, a CET0 T0A Ce MPaBy CO
orperierieHa Op3rHa. Co aBTOMOOIIOT CEKaTIe Ce CTUTHYBA TI00p30.

AKmyenHuom wiu nOCHojHUOM HPOU3600, MOXE Jia Ce
Jorpe, T0] © (UBAYKA TpoM3BoI. 10j MOXke Jia ce KOPHCTUL
[prvepor co , Korara'™ ce oGjacHyBa Co Toa IIITO Taa MOXKE i Ce
JIOTIpe, J1a ce Biie3e BO Hea, Jia 6 Tpo0da. J1a Ce BO3H 1 714 O KYITHL

Ipouzeodom co 3eonemenu epeorocHu - Q1 Of Hes-
WUKHTE KAPAKTEPHICTUKY Ha TIPOU3BOZIOT — TIOCTIIPOIKEH CEPBILC.
Trie ce MCKeKYBaaT KaKO JIOTIONHUTEITHH BPSITHOCTH 32 KOM MOYKE 1
Hemopa J1a ce riam. Ha nprumepot co aBToMOOWITOT, KaKo JIONATHA
TIOFOJTHOCT MO JIa C€ CMETa JIOTOBOPOT 32 KYTIONPOIkOa BO KOj
TPOJABAHOT ce 0OBP3YRA /1A ja TIOTPABH FUTH /13 ja 3aMEHH Kolara
KO Taa MA HENOCTATOLH, ONYKYBAHHETO HA KOIATA M MHOTY JIPYIY
TIOCTIPOIIZKHH YCITyTH.

Cropenn, @wmnt Kowiep, koj eneH om  HajnoOpre
MApKETVHT TeOPCSTHYAPH HA JICHEITTHUIATA, TIPOVBBOJIOT € HEIITo0
IITO € TIoBOeKe OI1 AONMPIIVB MperMeT. | [por3BonoT v 3a710B0MyBa
TIOTPSOMTE HA TOTPOLTYBAYHTE 1 KAKO JIOMMIIMBA BPEIHOCT, HO TOj
M2 W arcipaktHa BpemHocT. Co I Ja ja oQKyBa OBaa
arcTpaKTHa BpeIHOCT, KoTriep KopyCTv TeT HMBOA Ha TIPOU3BONIOT U
T JIOLVPA FUTH TY TJIe/IA BO TiepLeTIHjata Ha NoTporysador. Opre
HUBOA YKOKYBAAT HA BPSIHOCTUIC IO TOTPOIIYBAHOT TH
npyzionasa Ha nporssornor. Torporrysador ke Oune 3am0BoieH
camo Kora CrielM(MIMpaHndTe  BPSIHOCTUTE HA TPOM3BOIOT Ke
OWnar WICHTMYHA WM TIONOJIEMH Off OYEKYBAHWTE BPSIHOCTUL
KoTyiep I 3HeCyBa CIEIHATE HUBOA HA [POF3BOZIOT,

Ocnosrume KOpUCHOCHIU CE JIOOVBAAT Off OCHOBHHOT
TPOM3BOI], M HACOYEHOCTA € KOH Toad KOH 34 IITO TPOM3BOJIOT €
HamereT. Ha nprmep, KarmyTot, 1o IITUTH NIOTPOLITYBAYOT Of CTYIT A
JOXKII,

Onuimuom npou3o0 TV TIPETCTABYBA CHTE KBATTATETH HA
MpoM3BonoT. Ha mprMep 32 KarmyToT THe ce BO BpCKa CO
TPHJIATOJICHOCTA HA MATEPHJATIOT U CTETICHOT Ha TOJTOTBCHOCT J1a
ITITH O JIOKIT.

Oueryearuiom npou3eo0] TV M3pa3yBacyTe acrieTKu Of
TPOIBBOJIOT KOM KYTTyBA4OT TY O4EKYRa OJ1 TIPOHBBOZIOT KOra Ke 1o
Kyl T0j Tpor3eon,  Ha mpumep, KarmyTor HaBucTviHa Tpeda Jia
TOITTM ¥ Jia LIITUTH O7T JIKJT M BEeTap U Jia Ovzie KOMOTEH Kora ce
HOCH.

Ipoussodom co 0o0adenu 6peoHOCU Ce VICKDKYBA
Kako 30Mp HA KApAKTEPUCTHKA KOW TIPOM3BONOT TO TIpaBar
TIOpa/AYeH Of MICTHOT TaKOB TPOH3BON O KOHKypeHImjara. Tyka
ce BKITy4HBa WICHTUTETOT Ha MapKaTa 1 nvuior. Ha npuvepor co
KallyToT ToA C¢ WICKAKYBA KakO CIWIOT WM JIB3AJHOT, Oojara,
TPCHIIOT HA MOJIAT, HO UICTO TaKa TyaK Ce MICKeKyBaaT 1 (pakropure
KaKO YCITyTYITEe — CEPBHCOT, TAPAHLIHTE.

Tomenyyjanruom npouseod € TpowsBON Ko OU ce
TIOjABIT HA ITA3aPOT BO WITHUHA.

3. Mapka Ha nipou3Bo/1 - OpeHn
Mapkara npercTaByBa UMme, CUMOOIT, TEPMEH, JI3ajH WA
HYBHA KOMOMHAIja CO Koja ce 00eyIeKyBa MPOM3BOIOT Ha €lieH
TIPOMB3BOZIMTENT CO 1IENT JIg C& PA3IMKYBA Ol TAKBUTE MPOM3BOIM HA
JIPYTHTE POFBBOIHTEITHL

131 Vincentvan Vliet: Five product levels (Kotler), 2013
wwwitoolshero.com/marketing/five-product-levels-kotler

Bpern ¥ e mMe, TepMUH, 3HAK [eKa HEITO TIOCTOM,

CUMOQII, Cyrectvja, VBV CO KOj O MMa HaMepa Jia ce
WICHTA(DIKYBAAT MPOFBBO/IATE WM YCITyTHITE Ha €ICH WK HATPYTIA
TPOM3BOIIMTETM M []d O¢ HarpaBar OMJAT payTdHA Of THE Ha
KOHKypeHIMjara. bpeHnor e (yHKIWOHaTeH W eMOIMOHATICH
EIIeMEHT KOj CO371aBA OTHOCH Mely KyIyBa4HTe U TPOMBBOIMTE W
YCIIyrure.

Cymxa Opoj 1:
llITo e Mapka

‘Ume
*Cumbon
* AnzajH

« |

* UpeHTUTET Ha Npou3BoAoT
¢ PaannyHoCT oA KOHKYpeHuUujaTa

1

MpaBHa 3awTnTa

Wzeop: Marketing goods and services, Chapter 12, Busines Today,
Harcort Inc. 2007

Unun
KOMOVHauuja

[porBBoNoT KOj CTaHAT Mapka — OpeHIT, Hy/ TIOBeKe
TIPEIHOCTH 32 [IPSTIPHJATHETO, A THE CE OITIEIAAT BO CIICITHOBO: 1
®  1podmichama e olecHema,
o UMEMO HA MAPKama U 3AUIUNHUOM 3HAK OB
NPABHA UMM,
o MAPKAINA 0BOIMODICYBA O Ce NPURTeYe Py NPUGD3aHLL
nompouysai,
o MapKama nomaea 0a ce UGPUAU CeMEHMAYLja Ha
nasapom, u
o MapKama 0803M00C6d O0d ce co30ade UM Ha
npennpyjaniuento.
Opn acrieKT Ha TPOFBBOIMTEIIOT, TIPOHMZBOIOT CO MapKa
MMa TTOBYCOKa TieHa. Ha nprviep, ako 071 /182 CITMHMHM TIPOH3BOTIA, OIT
KOU GIHHOT CO T03HATA MapKa, ce M30epe CJicH, KyIyBauuIe,
HaJUecTo Ke TO M30epar MpOM3BOIOT CO TIO3HATA MapKa MaKo €
riockart. Toa ke 1o Harpaear Bp3 OCHOBA HA BEPYBARLETO IITO TO
HMaAT BO BPCKA €O TI03HATOCTA HA TIPOHB3BOIOT T Ha (prpmaTa.
[HocrojarTe MapKK MOXAT 12 C€ KOPUCTAT KAKO MIME 1 32
MouHIpany Tipor3BomM . HHa TiprMep, ako TiocTie HEKOMKY
TOJIVIHM TIOCTOCHSE HA TIPOVBBOJIOT CO MIME KOS CTAHATI0 MapKa ce
M3BPLLIAT HEKOW MOII(HKALIH, TOTALL 0& KOPHCTH HCTATA MapKa CO
000aBarbe Ha HeKoj elleMeHin 60 umemo Ha maprama. Ha nipuamep:
Coca Cola Ha cBOMTE MOTH(HILIAPAHH IPOM3BOIIK MM IABA ME KAKO
umo e ‘“Diet - Cola”, “Chery - Cola”, nako cyrcraniara Ha
TPOM3BOIIOT € CMEHETA BO OJTHOC Ha ITIABHHOT TPOW3BO MAPKa, & Ha
OCHOBHHOT TIPOF3BOI] My JIOZIABA MIME CO IIITO 03HAYYBA Jieka TOj €
crapuor rporseoz, “‘Classic Cola”

132\Wikipeglia, Free Enciklopedia, 2007
133 Abey Francis: Characteristics of Brand Positioning, Best Trading Strategiies,
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Kapaxtepricikume Ha OpeHIOT ce (DYHKIMOHATHH W
EMOLMIOHATTHY €JIEMEHTH KOU Ha OPCHIIOT My TH JIABAAT KYTTyBAYHTE,

Kapakreprictvkure Ha OpeHIOT MOXKAT Ja OWfIaT TIOSUTVBHU T
HETaTVBHA Y MOXKAT N3 IMaaT PayIiueH CTCTieH HA  3HAYCH 32
PAIIMHATE CSTMEHTM Ha TIOTPOLIYBAYM, Tazaph M KYJITYPU.
Kapakrepucikire Ha OpCHIOT CC OCHOBHH QIIEMEHTH 34
BOCTIOCTABYBAFGE HA MTIEHTVTETOT Ha OPEHIIOT.

IIro e 6pennor?

MHory decto mpodecHOHATIMTE KOM paduTar Ha
pabotuTe 011 MAPKETVHIOT, HEMaaAT O/ITOBOP, WITH TAK MHOTY MAITKY
OIT HMB MMaaT COTICTBeH 0rroBop. Ho, 32 OMMOT OpeHT MoKar Jia ce
TPOYKTAAT HOBeKe JehMHMIMM O KO Kako TIoNoOpH ce
VICTAKHYBAAT: >

VIMe, 3HaK WM CHMOOT KOM Ce KOPHCTAT 3 Jia o
WIICHTU(VIKYBAAT MPOM3BOIATE U YCITTUTS HA TPOJIABAYOT U JIa Ce
VICTAKHAT Pa3THKUTE OJ1 THE HA KOHKYPCHIIjaTa'‘

3HaIpTe 1 CUIMOOJTHTE Ce ey O TOA ILITO € MAPKaTa, HO
Tpeba 1A ce FICTakHe JIeka 0Baa Ie(DHHNI M)A € HETIeJIOCHA.

,EITHCTABHO peueHo, OpeHn ¢ BeryBamse. Co WieHTH-
(VKyBare HA BHCTUHCKWOT TIPOM3BOI WIM YCIyra, o JIOOMEA
TOJIEMO 33I0BOVICTBO 1 KBATUTET. ¢

,»DPCH]I € 30Hp Ha BPSITHOCTH KOH CE OJTHECYBAAT HA IMETO
Y CMMOQUIOT KOM ja 3rarieMyBaaT BPEIHOCTA Koja Ce JIOOMBA Of
TIPOMBBOZIOT WIH yCITyrara',

»BPeHI €  Hap3HAUAJHA PeATHA BPGIHOCT HA CBOTOT,
IJIEIAHO O ACTIEKT HA. MUCTICEHETO Ha KyTTyBauHTe.

»DpeHI € 30Mp Ha TEpUEIM BO MHCICHETO Ha
KYITyBa4oT."

BpeHIoT, € HELITO 11O JISCHO Ce MAMTH H I1ITO € CEKOTalIl
KOpYICHO. BpeHnoT e Hajnobap 3atoa 11T TOj MOTCETYRA Ha HEKOJKY
KITy4HH TOCHTHL

e OpCHIIOT € MHOTY TOPAYTHYCH OT JIPYTUTE TIPOU3BOIA 1
ey

o OpeHIIOT 3HAYM JIOJATTHOCT;,

o OpeHIOT Ce CO3MaBA CO IIVIOKYITHOTO WCKYCTBO Ha
KOMITAHH]aTa, a He CaMO CO )EKTURHO KOMYHHI APAHLE.

Mapkara Ha TIpOM3BOTIOT, FICTO TAKa, Ha TIOBEKE HAYMHU
My MoMara ¥ Ha KyryBaJoT. VMero Ha Mapkara My ToMara Ha
KyITyBauoT Jia TO WICHTU(HKYBA TPOU3BOZIOT OJT KOj MOXKE Jia Ma
KODVCT, Taa HEIIImo My 300pyBa 32 KBTATETOT Ha MPOF3BOMIOT, 32
KapakTepricTvkuTe. Toa ce TH. TPSIHOCTH IO TY MPETCTaByBa
MapKara.

Cexoja koMITaHHja, 063 OIVIEN Ha Toa KOJIKY € TorieMa T
Mala, MMa CBOja CJIMKA BO OYMTE Ha jaBHOCTA. UoBek He Mopa Jia
Owiie KyITyBa4 Ha IPOVBBOITITE O/ HEKOja KOMITAHH]a, HO aKO 3Hae 32
KOMITAHH]aTa WK 3a IPOK3BOJIOT, TO] MMA MHCTICHLE 32 Hea. AKO TIaK
MM JIYHO MCKYCTBO CO KOMITAHH]ATa TOj TPa/I HEKAKOB BUIT CJTKA
3aHea.

MapiaTa OITHOCHO GPEHJIOT Ce CO3IABA CO;

e WJICHIVTCTOT—M3ITICIOT,
+  IPOMOLMja—KAKO Ce MPEICTABYBA,
*  AKIMja—KaKO Ce PAOOTHL.

WneHmireror Ha Mapkara, OJHOCHO OpeHIOT oriaka:
HMe, JIOro, 00, CITMKH 1 300poBu. J1I00po nve 1 100po 00TMKYBAHO
JIOTO, 3HAYAJHO RIMJaaT HA TPBUTE UMITPECHHL.

134 The Dictionary of Business and Managemert, 2007
135 Karen E. James: Setting Product and Brand Strategy , Louisiana. State
University—Shreveport, 2003, Prentice Hall Inc.

JacHO HarmmaHMTE  300pOBM BO  €HA PCUCHHIR
KaKyBAaT KOj € OMBHMCOT HA KOMIIAHHjaTa, KAKBU TPEIHOCTH Ce
HyJIAT 1 KOJIKY C€ THie TIOrOJIeMH Off OHWE Ha KOHKYPEHLIaTa.

JloOpata Mapka pasBuBa TIOONMCKM ONHOCH CO
KyITyBadHTE U TIAPTHEPHTE, TPATH BUCTVIHA Y TIOUUTYBAFHC.

4. 7KuBOTeH IMIJTYC HA POM3BO/IOT
JKMBOTHHOT IWMKITyC Ha TPOM3BONOT CE PasBHBA U
00jacHyBa CJIMYHO KaKO Y OMOMIOIIKUOT JKMBOTEH IIMKITYC. EnieH
TIPOM3BOYL, TIOCTIE TIEPHIOZIOT HA PasBoj, Ce BOBSYBA M JIAHCHPA HA
TIA33POT, C¢ TIPURIEKYBA CE TIOroyieM 1 TIOTQyieM Opoj KyITyBauH,
OITHOCHO HMBHHOT OpOj pacte, BO ONpeZesiecH BPEMEHCKH TIEPHON
TI233pOT Ce CTAOMITHZMPA 1 TIPOFZBOZIOT JI0ara 10 OIperieHa CocToj0a
Ha 3peJIOCT, TIOTOA JIoara J0 HAMATYBAEE Ha OPojoT Ha TIOTPOIITy-
BAUMIC M HA KPajOT TPOMBBONOT MOXE Jia OWjie TIORICYSH Of
TpozEKOa.
Teopujara Ha >KMBOTHHOT [IMKITYC Ha TIPOH3BOLL
TIPB It € BoBericHa Bo 1950 romyna 3a J1a ce 00jacHH OueKyBaHHOT
JKUBOTEH IIMKITYC 3a TWITAYHKIOT TIPOM3BOI OJf HErOBOTO OQIIH-
KYBAEhE JI0 TIPECTAHYBAFHETO HA HEFOBOTO MOCTOCHSE.
BoobraeHo por3BOIpTe BO TPOIECOT HA paSBQ], TIpoy-
yBAH KAKO JKHBOTCH LUKITYC, IOMUHYBAAT Hif3 (hasure: ™’
®  BOBCITYBAHC;
* pasoj;
[ ] mmn
®  Orarame - IORICKYBAHEE.

Cymxea Opoj 2:
XXMBOTEH UMKNyC Ha NPOU3BOAOT

Napu /
0

=

Bpeme
zeop: Managing Products, Services, and Brands, Chapter 11,
www.cod.edw../Sp07%20ppts/CH11%20revo/bB1%

@azara Ha 6osedysarse 3HaYM TPOMOBHPAEE Ha TIPOH3-
BOJIOT CO TIQJT 112 CE JIZiaT MH(OPMALMH 32 HETO U Jia 08 WP
CBECHOCT 3a TPOM3BOIOT Kaj KymyBaumre. Bo oBaa (haza Ha
YKMBOTHHOT LIMKITYC Ha TIPOM3BOZIMTE, TPOLLIOLMTE 32 Mpoiak0a ce
BHICOKH, 00EMOT Ha IpoZipkOara € Mart, OpojoT Ha KOHKYPEHTHUTE €

136 Small Business Encyclopedia, Home > Library > Business > Business
Dictionary Product Life Cycle

137 Mianaging Products, Services, and Brands, Chapter 11,
Wwv.cod.ed../Sp07%620ppis/CH11%620rev/65B1%
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MalT WM HeMa KOHKypeHTH. KOHKypeHTcKuTe (hrpMI camo criesiar
KaKo Ke C¢ O/IBBA PasBOJOT Ha TIPOMBBONOT. 3a oBaa (paza e
KApaKTEPUCTUYHO IITO CE IPaBaT 3aryOM BO palOTEHETO O
TIPOM3BOTIOT, TIO0ApYBadKaTa Tpeda /ia Ce CO3MaTe, a KyIyBadHTe
Tpeba g ce yoeyBaar 3a Jia ce OOHMIAT /ia TO KyIaT TIPOH3BOTIOT.
(azara Ha BoBeyBake € (haza BO KOja IPOM3BOZIOT € OQNIMKYBaH U
34 TIPB TIAT C Hy/¥ Ha mazapor. [ lenra Ha cexoja KoMItanmja e, co
HOBVIOT TIPOM3BOI 1A C€ TIPECPETHAT HOTPeOUTE HA TIOTPOLITYBAYHTE,
TOA /I3 Ce HAINPaBY 00 KBaMTeTeH rpon3eoz. [ pomssoror 1peba aa
Oure TIPOK3BETIEH CO TIOHMCKH TPOLLIOLH, CO LI Jid C& OCTBAPH ILITO
TIOrQyieM TIpowT.

@azara Ha pa3egj ce KapaKTEpH3Hpa CO TOa LITO KOHKY-
peHIMTE o TPSIVBBUKAHA M THE Ja Ce TI0jaBaT Ha IasapoT CO
owmuHn  ToHym.  [Iporseomor  craHyBa  miompodpuraGruieH.
TpotroryTe 3 IpOMOLTHja o BACOKH, HO C¢ HACOUEHH KOH TPAZICHse
Mapka. TeHZeHIMMTE HAa T@3POT BOIAT KOH  HEIOBO
crabwnBhpamse.  TpolonMre ce  HAMATyBaaT, OOGMOT Ha
TponavKOaTa oe ArarieMyBa, pacTe v o TaOrITHOCTA, CBECHOCTA 32
TIPOM3BOZIOT € 3rOTIEMEHa, C¢ 3roTieMyBa KOHKypeHLjaTa. Dazara Ha
pasBo] 3alOuHYBA OTKAKO TPOMBBOIOT K& TO  IPEXKMBES
BOBEIYBAHLETO U Ke TIOUHe 1a Orrie 3a0eneykyBaH Ha razapot. Oeaa
(haza mpercTaByBa TH. OyM Ha TA3apOT, a Toa € PE3yITar Ha
3rOJIEMYBAFRETO Ha T100apyBAYKaTa KOja IPS/IM3RUKYBA TIOPACcT Ha
TIPOM3BOZICTBOTO 1 HAMATYBAFSE Ha TPOLIOLHTE HA TIPOM3BOLICTBO
10 €IMHHIRA TPOMBBO. AKO TNpoiakOara Ha TIPOW3BOIOT OfH
JI00pO, TIITTa HA MAPKETVHT aKTUBHOCTUTE TpeOa Jia Oryie HacoueHa
KOH Ipafierbe JIOJTHOCT CIIPeMA IMPOM3BOTIOT U TIPURIICKYBAHE HOBH
KyIyBai.

Bo ¢azara Ha 3perocm, nponaxdara pacte co TIOHHCKA
Cralka HAa pacTex U ce crabwnsupa.  lpomsonurenmre
HACTOjyBaaT Jia TV J(EpEeHIMPaar TPOM3BOINTE W MapKUTe Ha
npor3Bory. Ce Bo/v LIEHOBHA BOJHA, KOHKYPEHLIMJATa CE 3TOVIEMyBa,
Npor@wkOaTa CTarHvpa, IPOMOIMjata CTaHyBa Tompadje Koe
KOPHICTY PazI{HA MeIyMU. TPOITIONHTE ce MHOTY HHCKH 32 THE
¢vpMu TTTO MMaar I00pY TIOSWIM HA TIa3apoT, O0EMOT Ha
TpozIEK0a € BUCOK, MM 3rOTIEMYBAELE Ha KOHKYPEHTCKaTa TIOHY/IA,
IICHATe VMaaT TEeHICHIMjA HA HAMATYBAHE KAKO PE3yiTar Ha
TIOHY/IATa HA KOHKYPEHTCKH MPOM3BOZIH, C€ TIPABHY ThepeHIjalja
Ha MapKy Ha TPOVBBOIH, JADEPCHIMjalja HA KAPAKTEPHUCTUKUTE
Ha TIPOMBBOJIUTE, CC OCTBAPYBA BUCOK IPOHIT.

QDazara HA onararbe 35344 TIOUHYBAKE HA TPOLIEC HA
Ofararke Ha TPOrKOaTa Ha TIPOVBBONOT. Toa € pesyrar Ha
TojaBaTa HA HOBM TIOMHOBATWBHW TIPOMBBOIM M TIOMATIOTO
KyITyBaF:-¢ Ha TIPOM3BOZIOT O71 CTpaHa Ha ToTporitysadrre. Bo oBaa
(haza TpOITIOIUTE CTAHYBAAT TIOMAIKY OITTAMAITHH, TIPOZIEKOaTa ce
HamaITyBa, MPOQUTOT cc HAMATYBA W CTAHYBA MHOTY 3aBHICEH OIT
©(hMKACHOCTA Ha IPOM3BOZICTBOTO U JIMCTPHOYIIH]aTa.

3AKIYYOK

Or MapKETVHT aCTIeKT TIEJIAHO TPOMBOZIOT TPETCTABYBA
HEILITO [ITO MOXKe J1a Ovzie TIOHYZICHO Ha Ta3apoT 34 J1a 3a7I0BOIH
Hekoja sxesioa Wi rotpeda. Co apyrv 300pOBU PEUSHO MPOK3BOIOT
€ TpEMET WM YCIyra [0 MM Ce HyIM Ha TIOTPOLITyBAYHTE.
[porBeonior MoXke J1a Orfie (VBAYKK TPEIIMET WK YCITyra M MOYKe
Jia Ce OITHECYBA HA €7IeH TIPS/IMET M TPYTIa HA KICTH TIPOV3BOIIH
WM TPYTIa Ha CTOKH M YCITYTHL

Cexoj TIpOM3BON MMa CBOM KAPAKTCPHICTHKM KOHM CC
M3pasyBaT Kako KBATUTET, KOj TIPETCTABYBA HAJMOKHO CPEIICTBO 32
TIOSMLIVIOHHPARE HA TIPOMBBOIIOT HA TA3apOT, TIOTOA MPOMBBOIOT
Ma (OVBAYKA KapakTepUCTVIKA ¥ OMpETIENeH M3ajH, OHOCHO
YBIIe,

IporsBonor Ha MasapoT MoXe Ja OWpie To3HATa Kako
OpeHIT — MapKa. o IIITO ¢€ PARMKyBa Of1 JPYTUTE TAKBH TPOV3BOIN
HA KOHKYpEHIHjaTa.

Cexoj TpoM3BOI KOj CE T0jaByBa HA TIa3apOT MIMA CBO)
KHBOTEH BCK, OIHOCHO C¢ TIOjaByBd, Pa3BUBa, CO3PEBA M HA
KPajoT3acTapyBa 1 Ce TIORIIEKYBA Of1 TTa3apOT.
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THEFAMILY MODEL IN THE CONTEXT OF ADVERTISING AT THE MACEDONIAN TELEVISION PROGRAMS

ABSTRACT

A significant part of the commercials broadcasted on the
television programs in the Republic of Macedonia is related to the
family or moments of family life. This includes parts of the
Macedonian Govemnment campaigne on family values as well as
advertiserments for various products and services.

Different models of family are built these segments of
television programs that emphasize certain roles, especially the
importance of the family as awhole (mother, father and children).

sion. 1-p Makenonka PAJTYJIOBUK
Ouozodieru axyrmer- Cromje
070514 437
radulovic@fzf.ukim.edu.mk

Ideal types of the roles in the family could be recognized
throughout the programs whereas separate analysis of a certain period
should demonstrate the type of family relations presented and
promoted by this advertising content (with dominant roles, family
understanding, enticing messages etc.)

Key words: family, advertisements, campaigns, roles in the
family, televisions in the Republic of Macedonia.

MOIEJIOT HA CEMEJCTBOTO BO PEKVIAMHUTE CEI'MEHTHU O1 ITPOI' PAMUTE HA TEJIEBU3UUTE BO
PEITYB/IMKA MAKEJIOHUJA

AIICTPAKT

3HavaeH eI Of1 PEKTAMHHTE TIOPaKH IIITO C¢ EMHTYBAAT HA
TporpaMuTe Ha Teneprsuire Bo PenyOrmka Makenormja ce
OITHECYBaaT HA CEMEJCTBOTO M HA MOMEHTH Off HETOBOTO
suBecrbe. Tyka criafaar AENoBd O Kamramara Ha Bragara xHa
PertyOrmika Maxenorrja 32 BpeTHOCTHTE Ha CEMEjCTBOTO, Kako U
YHCTY PEKITAMHH TIOPAKH 32 PazITAYHN TPOH3BOIV 1 YCITYTHL.

Bo oBue cerveHTM On TeNeBM3UCKATA TIpOIpaMa ce
BIPAeH paxAYH MO HA CEMEJCTBOTO, OIHOCHO Ce
WCTAKHYBaAT ONPCTICHM VIIOTW, a TI0ce0HO 3HAYCHETO Ha
CEMEICTBOTO KaKO IIQTMHA (Majka, TaTko U Jielia). Bo mporpamime
MOXKAT Jid C¢ TIPEo3HAAT WCATHU TWTOBM HA YJIOTWTE BO

Bosen

Teneriujara npeTcTaByBa 1M1aBeH M3B0p Ha MH(OopMarja
1 KOMyHHKaIIHja cO OrIImecTBoTo. CeMejCTBOTO KaKO OCHOBHA aTKA
BO OIMIITECTBOTO YeCTO & KOPHCTH O CTPaHA HA TeyIeBHBHjaTa 32 Jia
Ce TIOCTUTHE OZIpericHa LR (TOy4Ha, STyKATVBHA, MHIMKATVBHA,
MaHuIyJiatopeka). Jlyfero, cakajkv wm He, ce MIeHTH(MKYBaaT co
OHa TIITO TO TIENRAAT U TV MHTUPAAT TIPHKDKAHITE CONKHHY,
3a10a € BOKHO KAKO TEJICBMBUjATA TO TIPHKKYBA CEMECTBOTO.
CemgjCTBOTO Ha TeJIEBU3MjA € TIOPTPETUPAHO HA PANTMYHN HAYMHA
BO 3aBUHOCT Off IPOTPAMUTeE, IPEIMET HA aHATI3A HA OBOJ TPYH C¢
CeMEJCTBATA M HUBHHTE “WICHOBH MPUKEKAHH BO PEKITAHUTE TIOPaKH
Ha TeneBmimTe BO PenyOrka Makenonmja. CeMejcTBO MHOTY
YeCTO 0 KOPHICTY KAKO CUMOOIT BO MAPKETUHITIKH 1. [ Tprtmtmme
MOYKAT 1A C& pasIyIe/TyBaaT o7 /18a acriekTy. [ [pBo, Kako MOXKHOCT 1ia
CC rWIeMU TIPO(PUTOT HA KOMITAHWMTE, BIOPO KAKO U HAYMH

CEMEJCTBOTO, @ OJICNIHATA AHATI3A 33 JAJICH BPEMEHCKH TIePHOT
TpeDa [id TOKKE KAKBA CE CEMEJHMTE OHOCH M0 TH
TPETCTAaBYBAAT ¥ TIPOMOBHPAAT OBWE PEKIAMHU COMKUHH (CO
JIOMAHAHTHA YJIOTY, CO CEMEHO pasOMparke, CO 3aBSIyBAYKU
TIOPAKK 1 CIL).

Kiyusan 300poBH:  CceMejCTBO, PEKIaMHU  TIOPAKH,
KaMITAka, YIIOTM BO CEMEJCTBOTO, TeieBmsd BO  PerryOrika
Maxerionuja.

JKaBaTa Jia JIeTyBa HA OIIITOTO MWCICHE M CTABOBUTE HA
TparaHHTe BO OIIITECTBOTO.

Conpauna

Bo pexnamute KoM BKTydyBaal CEMEJCTBO, OC JlaBaar
vHpOpMAI 33 pacara, OIIITeCTBEHATA Kiaca,  TOJIOT,
BpenHoCTUTe, yrorute. Tre He camo IITO Wl ONHIIYBAaT OBHe
COLMjITHA KATerOprH, MPOIHILYBAAT O/IHECYBABE BO COITIACHOCT
CO OIMIITECTBCHATE WICATTA M HOPMH. BKITYYEHH CE OTHOCH Mely
PATHYHM CeMEJHH BPCKH, MK 11 5KeHa, OpaT cecTpa, pOIHTeIv JIeTi,
a TIOHEKOralll ¥ WICHOBM Ha mommpokoro cemejcteo (OBar,
William M., 2006). OBre OIHOCH HAJ9ECTO CE HCTIONHETH CO MHOIY
JBYOOB, BHUMaHWE, TIOCBETEHOCT M TPIDKA 3d CEMECTBOTO KaKO
LIeTMHA. brrieky BakBUTe periariil M ¢e HAMECTHYBAAT Ha JIyTeTo
KaKO OIMIITeCTBEHO VICTPABHU ¥ TIOCAKYBAHH, CCMEJHHOT JKUBOT ©
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MOKEOH HAJCIVIHHOT TICHXQUIOIMIKK (DaKTOp KOj MOKAT Ja IO
uckoprictar komranvure. Criopent Belk u Pollay, “He camo o
PEKITAMHTE HH TO TIOKKYBAAT HICATHUOT JKHMBOT, THE HE yuar U
Kkaxo maskuseeme’” (2002).

PexnamMHMTE CIIOTOBK KO IO TIPUKEKYBAAT MOTIEIA Ha
CEMEJCTBO HA MAKEIOHCKUTE TEJICBU3UH HAjOCHOBHO MOYKAT J1a C&
TONEJIAT HA PEKIAMHM CIIOTOBM HapadaHd o Branara Ha
Perryomika Makenionja W ce  eMuTyBaar OecIUATHO |
KOMEpLIaTHY, KaJe HapauaTali ce JOMAIIHM WM CTPaHCKH
KOMIIAHWM KOM peKIaMUpaaT OOpSACH BHI YCIyrM Wi
TIPOF3BOITH.

CooroBdre KoM C¢ OOCISKAHM KAKO ,,0ECIVIATHO
SMUTYBAELE * Ce IR OJ] KaMITAms-aTa Ha Brianara 3a 3ajakHyBarse Ha
3MONIEMYBAFRE HA  CEMEJCTBOTO, TIPOMOBHPAFe HA  CEMEJHHTE
BPCIHOCTH, CTIPEIyBAe Ha abOpTycoT M CiMdHO. Moke Jia ce
3a0eNieKd Jieka BAKBUTE CIOTOBU CE MHOTY 34CTAalleHH Ha
MaKEIOHCKHTE TeSIEBH3HH KAKO 7T Off TIONUTVKaTa Ha PertyOrmka
Maxkenorrja 3a 3roneMyBare Ha Haramreror. Criopen;, HBO
HNudorierrapor, cavo ['erepaHuoT cexpetapujar Ha Briaiara, Bo
VBMUHATVBE TPY TOIMHH, PACIMIAT TCHICPH, TIOTIMILAT JypH
OCYM MEIMYMCKH KAMITAFBH OJT KOU HAJTOJIeM JIeT e TIOBP3aHH CO
npomorja Ha cemejcrsoto (HBO-Viadonertap, 2014).

Crioran1Te 1ITO TH OOCTISKYBAAT OBUE CTIOTOBHU TJIACAT:
“Coznam nmavHa”, ”130epw xwBot”, “’Vimaj Tperto fete”’, ’Bepysaj
BO cemejauTe BpenHocTH ', “TIponamkw ro cemejHoTO c1eiio” 1
cymuHo. OBYE CJIOraHH ce BCYILHOCT TIOpakUTe KoM IITo Branara
CaKa Jia MM Y TIpeHece Ha rparannte. Bo oBre periiaMHu CrioTOBA
TOpaKaTa JIMPEKTHO C¢ TIpeHecyBa, Oc3 Jid ce HACETYBA U
TPETTIOCTABYBA, MAKO MOXKE Ja ce 3a0eTIcKU JgKa 3aTCKPeHH ce
TPOTKAJyBAaT CUIMOOJUTE Ha TPaIALIMOHATHITE CEMEJHH BPEITHOCTH
KapaKTePHICTYHH 32 HAITIETO OTTIITECTRO.

- Bo pamiure Ha xamnamara “Vmaj tpero nere”’, cren
BIIEYATOK OCTaBA CIIOTOT BO KOj € IPHKvKAH MTay] OpajeH rap co TieT
nenia. Te ce TIPUKDKAHA KAKO  BUCTHMHCKO — CEMEJCTBO,
JIOKYMEHTUPAHO BO PEKITAMEH CIIOT, & He KAKO aKTEPH KOH [ITyMar
CeMejCTBO. MavKOT M JKeHaTa, OJTHOCHO MajKaTa M TATKOTO KO O Ha
BO3pAacT 071 32 TONMHM, PACKEXKYBAAT 33 HUBHOTO CEKOJTHEBHE CO TIET
Jeria. TIprmoa COMPYKUHCKY 1 CO KaJIPH O TIONETHAKBO 3ACTATICHY.
Co Becest M3pa3 Ha JIMIIATA Y TOTIEM EHTY3Hja3aM PACKKYBaAT JIeka
1 TIOKpaj OOBPCKITE JKMBOTOT CO TIET JIETIA € PEKPACCH U KICTIONHET.

-Brop, cmuen crnor € crotor Bo KOj Miana KeHa
pacKaKyBa KAKO POIFIIA TPH JICTIa, & BO MelyBpeMe C¢ CTeKHATIA CO
JIITIOMA M Kapriepa Ha MpaBHYK. YKeHaTa ja MMa [eHTpalTHaTa YJora
M CO TWac M CO CIHKA, JIOZeKa MaKOT/CONPYIoT ce IViegna BO
TI03/MHA.

- Crapet1 Ha 1oCTeria IpeJl yMHAPAF:S Pa3MECTYBA 33 CBOjOT
KMBOT M C€ TIPalIIyBa I1ITO Kora Ke ¢e JI0j/ie JI0 KpajoT Ha YKMBOTOT.
Ce BpTar CIMKK OJ1 >KMBOTOT HA CTAPHOT YOBEK CO COMpyrara
JIeliaTa, CIMKA OI Pa3BOjOT HA HETOBATA Kapyiepa, JIONCKA MAIIIKK
TVIAC KAKO HAPATOp HA CTIOTOT 3aKITydyBa cO pedeHupTe: " HajokHo
€ Jia OCTAaHell 3araMeTeH Kako JI00ap COMpYr ¥ POIITRI .
TocnemHroT Kaiap € Mo JieBojUe KOe TpUa KOH KPEBETOT Ha CBOJOT
TIeTIO.

- Bo pexnama co cIHHA nopaka NPUKDKAHH ce MIJIH Ty e
KOM Ce 3ari03HaBaaT Ha (pakylrreT, ce RibyOyBaar, rpaiaaT Kaprepa
HO 1 ceMejcTBO. Ha rocrieTHHOT Kaziap ce TPHKEDKaHK CO JIBE JIETA 1
TPETO € HA TIAT..

-Jlpa mapa W HUBHWOT >KMBOTCH TeK. (CeMejCTBOTO
Jimwrmpoprt 11 cemejetBoto  Humwonopekit.  [apaneneno  ce
TPYK2KYBA YKIBOTOT Ha OBKE JIBE CeMejcTBa HU3 ToymHuTe. [ Tpeire
ce MM U IUIAHMpAaT CEMEJCTBO HO TO OIIOKYBAAT 3apay
(hakyrtreToT, TIOZIONHA 3apaTy HAIMPETIOK BO Kapriepara, (PMHAHCHY,
CMeTaar Jigka MM Tpeda TIororieM Mpoctop 3a feria. Ha xpajor
3ABPIIYBAAT BO JIyKCY3eH CTaH, camH, oropuery. /lonieka Bropure,
ceMejcTBOT0  HHKQIoBCKM, yKMBAaar BO JBYOOBIA W HE C@
ormoBapeHr co (uHaHCHK U Kapriepa. Co TeKOT Ha TOIMHHTE
HMBHOTO CEMEJCTBO pacTe M MOKaj Toa ILITO SKMBEAT BO TIOCKPOMEH
crad. Ha nocrienmvor kazap Tvie ce Beke OCTApeHH, HO CO TQTIeMO
CEMEJCTBO MPHKEKAHK CC HA CEMECH PYUCK.

- “YKusoror e npemvBUK - [ IprKarkaHu o pasHU Kapy Ol
CIMKH KOM OyZiaT TIOSMTVBHM eMorir. Ha kpajot or pexamHrioT
CIIOT TIPHKAKAHO € TOTIEMO CEMEJCTRO, J1eTIo Gaba, MajKa, TaTKo 1 TPH
Jieria Ha cemeeH pydek. [ Tpr Toa Movke J1a ce 3a0eNiexu Jieka crTe ce
CEIHATH Ha TPIIE3aTa, JI07IeKa YKEHUTE CITY)KaT PydeK.

-“YKena mexap ™ BO OBOj PEKIIAMEH CIIOT TIPHKDKAHA ©
JKeHCKa (DMrypa Ha CWITHA 1 YCTIEIIHA YKeHa, KOja BO MCTO BpeMe €
JieKap, Majka 1 corpyra. Taa packaKyea Jicka ¥ TOKPaj YCTielHATA
Kapriepa, Taa € Majka Ha 4 Jiera. YBepyBa JIeka HUEMIEH YCIieX He €
JIOBOJICH aKO HEMA €O KOj /i TO CTIOZICJIII 1 JIeka € TOpIA 1o €
MajKa Ha YeTUPH JICTIA.

- CbeH peiaveH CTioT CO JIOMHHATHA KEHCKA YIIora €
OHO] BO KOj MIaiia JKeHa 300pyBa Kako 3a0peMeHwa JypHu
CTy/Mpaia, HO CETlaK ycreya Jia CTaHe BpabOTeHa JKeHa U Jio0pa
Majka 1 corpyra. Haracyea jieka omiykara 3a Opak U Jiera ja
JIOHEJIe 3AETHIYKY CO CBOjOT COTIPYT.

- [ocrap woBeK cemy Ha CTON U TO pagIvielyBa CEMEJHHAOT
anOyM 1 pacKaKyBa Kako HETOBHTE Mperiy (Tpababa My, 6aba Mit)
MMarie TIOBEKe Jielid 1 TIOKPaj JIOLIMTE YKMBOTHU YCIIOBH, JIOTICKA
JISHEIITHUBE MITaJIYI CE TIOCBETEHH Ha Kapriepara 1 GopOara 3a Mapu.
Toj 3aKmydyBa Jicka YKMBOTOT, Kapyiepara... TIOMUHYBAa 1 Ha Kpajor
caMo CeMEJCTBOTO OcTaHyBa. Kayprre ce ncronHe co MBpaseH
CHMOQII3AM Ha alOYMOT KOj C€ TIPa3HA KAKO J0araaT HOBUTS
TeHepaLnL.

- “TIpomormku To cemejHOTO cTelro”- HaparvBen Martiku
IJIAC KOj B JIeKa Ke OrIie CT KaKo TpaJie/io My KOj 1 TIOKpaj CHTe
TOTCIIKOTHH, CHPOMAITTH]a Y BOJHA MMAJT TTET JICIA, OCTAHA I7IaBa
Ha CEMEJCTBOTO M HUKOIAlll HE ja pasouapal CBOjara COMpYIa.
MitamvoT HoBeK caka Jia OHyiaM HICT Kako HErOBUOT JIENO KOj My €
TIPHMEP-CTOIO HA CEMEJCTBOTO.

- “CeMe|CTBOTO € HAJTOIIEMOTO - Jlere mieryea
BO YUWIHMIA KOja BCYIIHOCT € HETOBHOT JIOM. TaMy 1o OueKysa
LIEJIOTO CeMEJCTBO MajKa, TATKO M ToBeke Jiela. Majkara € Bo KyjHa,
TOTBY, TATKOTO Ha KAy I7Ie/1a TeIeBH3Hja, Jietiara cv vrpaar. Crre ce
CpekHY 1 atmocepara € NO3ATUBHA.

Kaj komepimjartHITe peKyiaMHH CHIOTOBH TIOpAKaTa € MHOTY
niocyrmHa. OCTaBa TPOCTOP 32 COTICTBSHU aHATVBH 1 3AKITyHOLH
Ha Tenaqor. Mako metra e jacHa, sia oe TIpOMOBHpA ONpeTieH
TPOM3BOZT WM YCITYIR, 3ABSIYBAKETO CE OJIBABA MHIMPEKTHO.
Hajuecto, cemejcTBOTO Kaj BakBUTE PeKiaMH € TIPHICYTHO KOra ce
TPE3CHTUPaa HEIIMO IO € BO HMHTEPEC Ha IEJIOTO CeMEjCTBO
(KyIyBarse¢  CTAH/AaBTOMOOW], TIOJMIAFe KPSUT ¥ CIIMYHO).
MetyToa, OHEKOrALI 1 TIOKPaj Toa ILITO TAPreToT € €/IeH WieH 071
CEMEJCTBOTO, C€ NMPHIKAKYBA CIVKA HA [IEJIOTO CEME]CTBO CO T1ey1 JIa ce
TIPEIV3BHKAAT TIOSATVBHH EMOLIIHL
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-HJIb Tyryrcka GaHka- Ycyrara Koja IImo o¢ Hy/H €
cramOeH KpeT. Majka, TaTKo ¥ JISTe(JICB0jUe) CE paclipariyBaar 3a
YCIIOBHTE 32 MoMrame crambex Kpemwr. [loptpervipanyte MKoBr
€ MM POIUTENTH, YOABO M1 MOJIEPHO OOMIEUeHH, KOH H TIOKpaj Toa
IIITO C€ MHOTY M IMAaT JIeCeTHHA TOIMHHM CTapo Jiete. Tre 3a
BECEJTH, CO HACMEBKH HA JILIATA.

-REHAU mposopmr 32 1ienm xuBor- Jlomeka  ce
MPUKDKYBAaT CIMKM OfI JICYHMELA, HApatoporT B “Tue HU
CTOIDTYBAaT CPUATa, He Ipejar U Kora € HajiamHo”. Tloroa, ciem
Kaziap Off CPSKHO CEMEJCTBO, Majka TaTko M IIHO JICTS(IICBOJUE).
Majkara 1 IeBOJ9ETO Ce/IaT Ha KPEBET M YHTAAT HElIITO, JIONIEKa € Hall
HUB, TV TIPCTPHYBA U CC CMee. JacHO € Jieka BO OBOj CIIOT,
CEMEJCTBOTO CUMOQITHZHPA TOIUTVHA.

- VIP-hejcbook- CeMejCTBOTO € TPHKKAHO HA CeMecH
Ppydek. Majaka, TaTko 1 JBe Jielia MAITIKO 1 JIEBOjHE BO TUHEJIEPCKA
romvaud. CHTe CeliaT 1 Pydaar 1 32 T0a BpeMe Ce aKTHBHA Ha (hejcOyK
npodiTe, ocTrpaar otorpadii 1 KOMEHTapH o py4ekor. [ pu
Toa Mely HUB RiIaJiee TIPHjaTeyicKi OTHOC, MUTATICITIKH JTyX W HeMa
H/IPEZICH! YJIOMY Y MBpa3eH! aBTOpUTETH. TykKa cemejcTBOTO ce
KOPVICTY 32 J1a CE TPUKKE XapMOHHjaTa M 3aCIHHUILITBOTO Koja €
MO)KHA M TIPH YTIOTpe0a Ha TEXHIYKHTE YPEI M IHTEPHETOT (KOF 68
MHOTY aKTYeJIHH) Typy ¥ 32 BpeMe Ha CeMEJHHOT pydeK. Ycyrara
“‘0e poyIaBa’”” Ha LIEJIOTO CEMEICTEO.

- Crormancka OaHKa-cTaMOeH Kpermmt. PexiiaMHHOT crioT
TPYKDKYBA PATHYHA KJIPA Ol CEMEJCTBOTO. TaTKoTo TOTBH BO
KyjHa, MajKata BoOKOa, kepkara (okary 6 romuau) 1pra. Osa
CEMEJCTBO € MOJIEPHO CEMEJCTBO, TIOpaKaTa € JIeka Ha MOZICPHHTE
CEMe|CTBA MM TpeGa IPOCTOp 32 CEKOj WISH.

- Cromancka GaHKa-craMOeH Kpervt- Bo cimdHa pexiama
KOja HCTO Taka NMPOMOBHPA CTAMOCH KPEIWJl, TPUKKAHO € TPU
WICHO CEMEJCTBO. MajKa, TATKO U JieTe (neBojue). Cure RieryBaar BO
HOB, Y0aBO YpeJieH CTaH, MajKaTa 3ariodHyBa co paboTa BO KyjHATa,
TATKOTO M JICBOJUETO CE/IHYBaaT Ha KpepeT. Cure ce Becel M
CpeKHU.

-Maxknetpor- “Co OeH3UHWTE HAa MAKIIETPOJ CEKOTarll
TpBY Ha nieira” — [IprKeaskary ce IBe CeME|CTRA, MajKa TATKO U JIBS
MaIH Jietia. MaKiTe ce HaTrpeBapyBaar Koj Ol HUB Ke CTHTHE TIpB
Ha netra (Hekoe JeryBamre). [lpumoa, Makure ce Tve Kou
OINTydyBAAT KOra Ke TPrHAT, KAKO K BO3AT, KOra Jia CTaBaT OCH3MH.
OHOCHO NpHIKavKaHH 0e Kako (prrypr kou omtydysaar. [ lopaxara e
JIeKa co 1300 Ha OIPeTieHO TOPHBO, TIOOP30 Ce CTHT Ha O7i0paHaTa
JIeCTHHAL]A.

- Tonpaska- pexiama 3a cyna. [ IprkakaHo yetipy WieHo
CEMEICTBO KOE 3a€/THO TOTBH H TO CIpeMa CeMEJHHOT Pyuek. CeKako
MajKaTa ja MMa IJIABHATA YJlora BO MONTOTBYBARE HA CYIIATa, HO
YHECTBYBA M TalkoTo, Tla 1 Jieriara. Crre ce Beceli M CPEKHHL
Topaxara e jieka 11eMIoTo CeMEjCTBO Ke YIKIBA BO BKYCOT Ha CYITUTE
HaTIOZIpaBKa.

- BexyrarmiporBony 3a JieTckara Hera. Bo 0Boj pexamen
CTIOT MAKO MajKaTa € Taa Koja cc TPIDKM 32 XpaHara M Herara Ha
JIETETO M TATKOTO € TPHKAKAH KAKO HEKO) I1ITO TIOHEKOTall M TIoMara
BO cBOMTE 00BpCKHL. | lomara 3a Garbarse Ha Ipumep.

3AKJIYYOK

Criopeq HarpaBeHaTa aHAZA Ha aKTYEJTHUTE PeKTIaMHN
TIOPAKH HA MAKSIOHCKUTE TEJICBIBAN MOXKE Jia O 3aKITydH JIeka
3HAYACH N1 Off PEeKIAMHUTE TIOpAKW IIITO CC EMUTYBaaT Ha
MporpaMyTe Ha TeeprBuure Bo PeryOrmka Makenonmja ce
OIHECYBAaaT HA CEMEJCTBOTO WM HA MOMEHIM Ol HETOBOTO
K¥BeeHse. [ J1aBHO, BHYMAHKETO TO TPHRTIEKYBAAT PEKITAMUTE KOH
ce JIen of Kamriamara Ha Briaara Ha PerryOmika MakenoHmja 3a
BPSTHOCTHTE HA CEMECTBOTO.

PexravanTe TIOpaki HA MAKEIOHCKUTE TEJICBUZUHM TO
NPUKDKYBAAT ~ HYKICAPHOTO  CEMEJCTBO,  Kaiie 1Mo
XETEPOCCKCYATHOCTA € HOpMA 34 TPETIOSHABAE 1 TPH(aKarbe Ha
paIWMHA  BAIOBA CEMEJCTBA. AHAIBATA TIOKKYBA JIcKa
CEMEJCTBOTO C€ jaByBa BO HETOBATAa OCHOBHA (hopMa, OTHOCHO, MajKa,
Tako u Jera. Ce MONIpKyBa CIMKATA 32 WACAICH MO Ha
cemejcTeo. [aneMyHaTa Ha CEMEJCTBOTO € OHA IIITO TW OZIBOjyBA
OecimiaraiTe O KOMEPIMJATHATE TIOPAKM HA MAKEIOHCKUTE
TeyieBr3un. VIMeHo, Kaj pekiaMHHITE CIIOTOBH Ha KOW HapadaTel e
Braniara Ha PM, cemejeteoto € moranieMo M oniyaka roBeke
wieHoBH. OCBeH MajKara U TATKOTO, Ce TIOjaByBaaT 1 TPU-YeTUPU
Ierp, 0abM W NENOBIM, JONEKA Kaj KOMEPIMjATHATE TIOpaKd
CEMEJCTBOTO € COCTABEHO OJ MajKa, TATKO M HAJUYeCTO SITHO JICTE.

I1ITo ce onHecyBa [0 CHKaTa 3a TIOTIOBUTE BO PAMKHUTE HA
CEMGHHOT MOZTE, MOKE Ja C¢ Kake Jieka JIOMPHUpPAAT
CTEpeOTHITHUTE YIIOTH. JKeHHUTe BO PeKiaMHTE Ce TIPUKDKAHN BO
PaIHYHA  YJIOTH, HO CEIlAK TIPSOBNANYBAAT CIMKM HA SKCHH
JOMAKVHKY, KOM CC IpIDKAT 32 ONKYBAE HA JIOMOT |
OIITICIyBarE HA Jeliata. Bo HeKOM peKiaMHHTE CIIOTOBU CETIaK
MOXKe Jia o¢ 3a0e/IeKM  TIOHE3ABKICHA 1 TIOIOMHHATHA JKeHa (JIeKap,
TIPABHVIK, BpabOTeHa a CeTak Majka). Bo koMeprmjanHiTe pexiaMAn
CIIOTOBH, YKSHUTE CE TIPHKDKAHN KaKO MOZIEPHH, MITaII 1 MajKH Ha
€JHO JIO JIBC JIClia, HO U BO OBOj CJyuaj TWIE YeCTO TW BpILAT
‘“SkeHcKuTe paboTH” BO JIOMOT, a TIOPETKO padoTara ja Jienar oo
MaKOT FITH O€ TPHKDKAHH HAJIBOP OI JIOMOT.

Turor Ha M@K KO € HAIPHUCYTCH BO PCKIAMUTE HA
KaMIamara Ha Bramara e aBropuTereH, CIeH, KapakTepeH,
cralwie, cTard Ha ceMejCTBOTO. Bo pertamuTe of KomeprijarieH
KapakTep MaKOT/TaTKOTO € TIOCTaBeH BO pa3miuHu yiiord. [Ta on
€/IHA CTPaHA € TPIPKIIVB TATKO KOj MM TIOCBETYBA BpeMe Ha JieliaTa 1
Y TIOMara Ha compyrara (PeKiamMure 3a CTaMOCHH KPEIWTE,
peKiaMara Ha TIONpaBKa, OCKyTaH), JIONEKa BO peKiaMara Ha
MaktieTpar, T0j € Celak TPMIMOHATIEH MK KO BOJAHOT U
OINTYKHTE He T IPEITyIIITa HA JKeHATA.

Jleara BO aHANBHpAHUTE PCKIAMHM CIIOTA HeMaar
V3paseHH KapaKTepHH Yiord. Trie Mako ce TYIABHATA TTOpaka, CETIaK

VIMaar yJiora Ha CTaTvcTi Kov Tpeda Jia TW paszy0aBar KapuTe 1 Jia
TPEMBBUKAAT TIO3MTBHY EMOLIMH Kaj TVISJIAYHTE.

HWHTepecHo € 11110 Bo peKiaMHTe KOH ce IS Of] KaMIIAHaTa
Ha Briazara ce riojayBaar 6abu v JIETIOBIIH, TIPAKTHKA ITITO € OTIAMHA
3a0opaBeHa. Baksara rojaea He MOyKe J1a He e 3a0eIeKH Kako 00T
34 HAMETHYBAEE HA WICAIOT 33 NATPHjaXaTHO, TPIMIMOHATHO
CEME]CTRO. CeBKYIIHO ~ 3eMEHO BIBYQIIHOTO U
JIICKYP3MBHOTO TIPHKEKYBARE M TIPSTCTABYBAHE HA JKCHUTE H
M2KUTE BO KOMEPIMATHUTE PEKIAMA M HEKOMEpIMjaTHHTS
CIIOTOBM, € CCYIITe BO JIOMCHOT HA KOH3CPBATMBHOTO U
CTepeoTvIHOTO. TOKMy BakBaTa COCTOj0A BO JAaBHOCTA HECTO
WHUIMpa NIe0aTi 32 JWMCKPHMAHIja TpH TOPIPETUpAe Ha
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CEMEJCTBOTO BO PEKIAMHHUTE TIOPAKH, POIOBA JMCKPAMUHAITHIA,
JIVCKPUMPHAIjA HA XOMOCEKCYUTIVTE, JICKPUMUHAIM]A HA THC
TIITO HEMaaT JIeTQ.

Bo onHOC HA CTPOroTO MOPTPETUPAhe HA MAINKHTE W
JKCHCKUTE JIMKOBH CMETAM JIeKa BAKBATA TOTIEJICHOCT HE € HEKaKBa
CEKCHICTUHKA MIIOTIOTHja, TyKa € Ofpa3 Ha OINLITECTBEHHUTE CTAaBOBU
Ha COOJIBETHHTE YIIOTY HA MAJKOT 1 JKEHATA U OJTpa3 Ha KYJTTyPHUTS
BPCITHOCTH HA MAKETIOHCKOTO OMIITecTBO. MaKo skeHHUTe TaBHoO ce
TPUKDKAHA KAKO JIOMAKWHKY M MajKul MM U OOMIM TUE Jia O
MPYKDKAT M KAKO YCTICIHK JieioBHH skeru. [opakure ce dyecto
CJIGTICHH OJT CUIMOOJTHIKATA JIeKa 0¢ MOYKE J1 CE TIOCTUTHE JIOKOJIKY C&
caka. He BepyBam Jigka mocToW >keHa Koja IITO U TIOKPaj CHTe
(PMHAHCHCKY ¥ JITIOBHU YCTIeCH HE Caka Jid ¢ PeayiBupa Kako
COTIpyTra M MajKa.

CeMejCTBOTO TIAK, € KPYIHjaTHO 32 ONCTAHOKOT Ha €THO
ormrrectso. dak € Jieka cemejcTBoTo Bo PertyOrmika Makenonuja
ce coodyBa co Kpuza. Toa MoKar J1a TO TIOTBpIAT TIOZATOLMTE Ha
3aBOTIOT 32 CTATUCTHKA CTIOpel KOM C¢ HamalyBa OpojoT Ha
CKITydeHH OpakoBH, C¢ 3rorieMyBa OpojoT Ha Ppa3BOJIY, CC paraar ce
TIOMATIKY [, a C¢ TIorojieM Opoj O THe IITO Ce paraar ce
BOHOpadrK. > Huie/Ha RIACT He caka JvKaea Koja crapee...OTTamy,
ja HaoraM OIpaB/IAHA TIONATUKATA HA BIAATA 33 TIPOMOIja Ha
cemejHuTe BpetHOCTH. DaKT € Nicka PeKIIAMHHTE CIIOTOBU C¢ O00CH!
CO MATPHjAXATHA U TPATVIMOHATHH €JICMCHTH, HO CTATUCTUYKITE
TOZATOI  TIOKKYBAAT JicKa THE RIMjaciie HA CBecTa Ha
MaKEIOHCKHOT Hapon, ImeHo, ce 3a0eniexyBa TpeHm Ha
3rOJIeMYBAF-C Ha. OpOjOT Ha POJICHH JICTIA, & Ce HaMaTyBa OpojoT Ha

Pa3BOIM W TIOKpaj Toa IITO COIMOCKOHOMCKATA COCTOj0a BO
JYKABATA He € ITpOMeHeTa. >

[pamamero 32 MCKPUMUHATOPCKUOT — KapakTep Ha
PEKIaMHHTE CTIOTOBY € JMCKyTa0mieH. Kamnamara Ha Riiaziara He
TH “OlpHYBa” THE IITTO HEMAAT JIETIA FUTH TIITO He ce BO Opak, HUTY
TAK JIPETHO Ce [O0COuEHH Bo pexiamure. Crioper] MeHe, HOopaKuTe
C€ TIOBEKe HACOYEHH KOH THE TTTTO BEKE FIMAAT CO3TIAIEHO CEMEJCTBO
Jia TO 3a4yBaaT, Ja TO 3[OJIeMaT, Ja TO nounrysaar. CemejHuTe
BPETHOCTH O€ 3HAUAJHH 32 CHTE JIyT'e 1 3 LIEJIOTO OIIITeCTBO, 34104
TIITO CUTE HKE TIpUrarame Ha HEKAKBO CEMEJCTBO U TyKa He TJie/iaM
TIPOCTOP 3 JIMCKPHMFHALVICKO H TIOZIETICHO Cpakarhe U Mprcakarse.

138 Bpojor Ha paseom Bo 2013 Gerieske sroeMyBarke 3a 6.2% Bo crioperioa
002012 n HecyBa 2045. Ce HamaryBa GpojoT Ha CKITydeHH OpakoBH, T2 BO
2013 e namarien 32 0.1% n msrecysa 13.982. Bo 2013 romura ponern ce 420
Jieria noMariky o1 2012, a cranvicTvkiTe NokavKyBaar fieka Bo 1994-ta romvsa
cepafane 31421 nere Hacripomv 23 138 Bo 2013 rommHy, 11110 € 3 IIOBEKE 07
8000 romariky. Hcro Taka, pacte Gpojor Ha BOHOpaHH /el ¥ IOCTUTHA JI0
12% o BKyTHHOT Op0j pozeHH, 338011 32 CTaTicTvka Ha PM.

189 Criopert JIpaBHHOT 3aBOJT 32 CTATVICTVKA, OpOjOT HA YKUBOPOIICHH JICTA
BO BIOpoTO Tpomecedre Ha 2014 roywHa Bo criopezta co HCTHOT TEpHON 01
JIAHH € 3royieMeH 3 4 TIPOLIEHTH, UCTO KaKO TITTO Oriara GpojoT Ha pasBOIv 32
2%.

HctpakyBarkata TIOKDKYBAAT Jicka HeMa JIOKyMEHTHpaH
M3pa3 Ha TIOYYBCTBYBAHA JVCKPUMHHALIA Off PEKIAMHHTE TIOPaKH
KOH TO TopTpeTvpaar cemejctoto. Hikoj opManHo He ce sxamm
Jieka OWl IWCKPHMHMHPAH HA BAkOB WM CIIMYCH HAYMH.
ORJaCTeHHOT OpraH 3 3AlWIa O JVCKpUMUHAINGA —
“Kommicrjara 3a 3armima o1 MCKpUMUHALTHE” He ORI HAKAKBI
TPETCTABKH 32 JMCKPUMHHAIH]A BO PEKIIAMHHTE TIopakyt. Taka, ce
TOCTaBYBA ~ TpAIAELETO,  JATd  OBWe  gedatm  ce
“mpermverzrionrpany ?! Oa Mpamame OCTaBa  IMPocTop 3a
T000CMHA AHATIV3A.
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BLUE OCEAN STRATEGY -STRATEGIC MOVE INFUNCTION OF DEVELOPMENT COMPANY

ABSTRACT

Blue ocean strategy allows companies to create space onthe
market that will make the competition irrelevant. The usage of a set of
analytical tools and the frameworks in which can act, as well as
elaboration of the principles that define and separate blue oocean
strategy from the competitive strategy, represent a part of this strategy
that enable the businesses an achieverment of competitive advantage.
Only in this way, the companies can take the challenge to create blue
oceans in a smart and responsible manner, which provides double
benefit by maximizing the opportunity and minimizing the risk. In

TIpodx-p Jlente Ierpeckca,
Metynaponer CraBjaHCK! Y HUBEP3HUTET,
Cre Huxone, PM

Jou,. 1-p Jambopka biiaxecka,
'YHUBEp3UTET 3 TYpH3aM 1 MEHAIMEHT,
Cxorgje, PM

reality not a single company, large or small, new or existing on the
market, should afford to play with their future. The framework of
action conceming not only the analytical aspects behind the creation of
blue ocean strategy, but also the important human aspects of how to
lead the company and its people to the right path, with a desire to
implerment these ideas in action.

Keywords: Strategy, *blue ocean™, "red ocean’”, company,
competition

IUTABA OKEAHCKA CTPATEI'MJA —CTPATELLKA
ITOTEI' BO ®YHKIIUJA HA PA3BOJ HA KOMITAHUJATA

AIICTPAKT

ITnapara OKeaHCKa CIparervja MM OBOMOXKYBA HA
KOMITAHUMTE KPSHPAHe TPOCTOP HA Ta3apoT KOj ke ja Mpard
KOHKYpEHLIMjaTa MpeyieBaHTHA. KOpHCTEHETO Ha CETOT aHATATHYKH
QIATKK W pAMKATE BO KOM MOXKE Jid CC JIGICTBYBA, KAaKO U
PpaspalboTyBarse HA TPUHIITATE KOU ja JIhMHUPAAT U OJTBO]yBaaT
IUIABATA OKEAHCKA CIpatervja Off KOHKYPEHTCKATa CIpatervija,
TIPETCTABYBAAT JIEJT OJT OBaa CIparervja Koja Ha MpeTrpHjarvjara ke
MM OBOBMOYKH OCTBAPYBAHE HA KOHKYPEHTCKA TpeHOCT. Camo Ha
OBOj HAYMH KOMITAHUHTE MOYKAT Jia TO Tpr(arar Mpep3BUKOT CO
KPCHPAHsE HA TUTABU OKEAHH Ha TIAMETCH 1 OIITOBOPEH HAYMH, KOj
JaBa JIBOjHA TIPHZIOOMBKA CO MAKCHMIBHPAE HA MOXKHOCTA U
MUHIMIBHPAELE Ha PHBAKOT. Bo pearHocTa HiTy e/THa KoMIiaHHja,

1 Ilomm w kapakrepucruxkn Ha L JUIABA
OKEAHCKA “ crpareriija

MO)KHOCTHITE Ha ITIABUTE OKEAHH TOCTOJaT HACCKALE, & CO

HUBHOTO HCIPKYBALE TIA3ApHHOT YHHBEP3YM TIOCIOjaHO Ce

npoumpysa. OBaa eKCHIAH3MJA KAKO IIITO O¢ BepyBa MPEICTaByBa

KOPSHOT Ha PACT, HO CeNaK TIOCTOM MHOTY Mayio pasOMparse BO

TeopHjara 1 NMPaKTHKATA 33 TOA KAKO CHCTEMATCKH J1a Ce KPEHpaar 1
ocBojar IiaBuTe okeaHu. [ TotpeOHo € cexoe M3B03HO OpHEHTHPaHO
MPOM3BOZICTBCHO  TPETIPHjaTe Jia Ce OOMIe Jia ja OQNIMKYBa
onopamOCHaTa TIO3MITH]a TIPOTHB KOHKYPSHIMjaTa Ha TIOCTOCUKHOT
TIa3apeH NPOCTOp MPEKy NPUMEHA HA IDIABATA OKSAHCKA CTparervja.

Mavia WK TQrieMa, TIOCTOSUKA FUTH HOBA Ha T1a3apoT, He O1 Tpedario
Jia CU JIO3BOJM g Ce TIOMIPYBA CO CBOJaTa WHMHA. Pamiure Ha
JICJCTBYBAE C& OIHECYBAAT HE CAMO HA AHATMTHMKHTE aCTeKTH
TI033/I1 KpealvjaTa Ha TTIaBATa OKEAHCKA CTpaTervja, HO MCTO Taka
HA BOKHUATE HYOBCUKM AaCTIEKTM HA TOA KAKO Jia Ce JIOBCIe
MPCTIPHATHETO M HEj3UHUTE JTyT e Ha BUCTHHCKHOT T1aT, C0 YKeI0a 32
CIPOBE/IyBAFLE HA OBVIE MZIEH Ha JIETIO.

Kiyunn 360poBu: Crparervja, ,uiaB OkeaH , ,[pBeH
OKeaH'‘, KOMITAHH]a, KOHKYPCHIIHja

BeyriHoct, Hajpeo 3a 7a ja carviMe CyImiHata Ha
IUIABATA OKeaHCKa CIparervja Koja OM ja MprMeHyBaie W3BO3HO
OpHEHTVPAHHUTE TIPOM3BOZCTBEHH TpEMIpHjamvja 32 Jd MOKe Jid
OCTBApar KOHKYPEHICKA TIPEHOCT Tpeda /]a HAIpaBiMe PasviKa
rioMex’y /1Ba TUIA HA TIasapHH JIETIOBH HapedeHn okeanu. [loctojar
LIPBEHY OKEAHH Y TI1ABY OKEAHM.

» llpBeHuTe OKeaHW - TW TIPETCTABYBAAT CHTC JICHEIIHU
TIOCTOCUKM WMHAYCIPHH, @ ToA € TIO3HATWOT TIA3ApeH IPOCTOp.
[InaBute OKeaHN TV O3HAYYBAaT CHTE JICHEIIHH HETOCTOCUKU
VHJTyCIPUH, OTHOCHO HETIO3HATHOT TazapeH Tpoctop. Bo 1peeHme
OKeAH! MHIYCTPHUCKATS TPAHHIH CE ISDHHAPAHH 1 TIPUGATEHH, a
NpaBIIATA HA WIPA HAa KOHKYpEHLIjara ce Beke mosHatd. Bo

100



BAKBUTEC OKEAHW KOMITAHWWTE CC OOWIIyBAaT id TW HAIMHHAT
HUBHUTE PUBATA 34 Jid CTCKHAT TIOTQVIEM JIeNT Off TIOCTOSUKATA
noOapyeauka. [IpowsBomure CraHyBaar apMKM 33 IIHMPOKA
TOTPOLLIYBauKAa M OE3KPYIyNO3HATA KOHKYpPCHIMja T IIpaBd
IPBEHHTE OKCAH! KPBABIL

» IlnaBute OKeaHW - 32 pazivKa OfI LPBCHUTE OKCAHU Ce
TehMHpaHH O HEMCKOPHCTEHHIOT TIa3apeH MPOCTOP, CO3IABAFLS HA
Tio0apyBadKaTa i MOYKHOCTA 33 BAICOK 1 TIpodprrradruieH pact. Cernak
HEKOH TUIABU OKEaH! Ce KPEeHpaaT MHOTY TIOIAVIKY Off TIOCTOCUKHUTE
WHJIYCTPHICKH TPAHHLH, TIOBEKETO C€ KPEHpaar BO CAMUTE LIPBCHH
OKEAHH CO IIMPEH-E HA TIOCTOCUKHTE TPaHHIH. Kako 1mrmo kevkyBaar
asropure Ha kanrara Blue Ocean Strategy, W. Chan Kim 1 Renee
Mauborgne:,,Bo 1iaBrTe OKeaH! KOHKYPCHITaTa € UPS/ICBAHTHA,
TIOPAIH TOQ IITO TPABIUIATA HA MIPA CEKOTAIll Ce Yeka i Ouyiar
JICUHHPAHIL,,

Cexorain ke Oune BOKHO YCIEIIHO Jid C¢ TUMBA BO
LPBEHHTE OKEAH! CO HAZIMUHYBAELE Ha pUBAIUTE. L [pBeHuTE OKEaHH
CEKOTaIII K& BKAT 1 CeKOralll ke Ormar (hakT of1 OM3HIICOT, HO Kora
3QTVXUTE TY HAIMUHYBAAT TI00apYBadKUTE BO TOBEKE HHIYCTPHY,
HOOIIXONHO HATNIPEBAPYBAJKA CC 32 3aBEMABE YA Ha
JIOTOBOPEHHTE TIA3apy, HeMa Ja OWe JOBOVIHO g T M3IpPKar
BricokuTe Tiepdopmanci* Komranmme Tpeba 1 10 HaMHHAT
HATTPEBAPYBALETO 1 32 J1d CTeKHAT HOB TPO(UT W MOKHOCTH 32
acT THe KCTO Taka Tpeda Jia CO3IAIAT IVIABH OKSAHH, 32 KOU 32 YKaUT
BO MHOTY MaJIKy KOMITAHHH CE 3HAE 32 HYB. JIOMMHAHTHHOT (JOKyC
Ha CIPATCIIKOTO PabOTeH:e BO TIOCTIGIHHTE 25 TOMHM O CTaBa Ha
KOHKYPCHTCKO OA3HPAHITe PBCHO Okearcku crpatervi. ' Kako
pe3yimar Ha Toa paboOTeHke, HAUeCTO Tpelpujardjara  ce
HATTIPERAPYBAAT BO PAMKHTE Ha IIPBEHHTE OKEAHH, CO AHAMBHPAIS
Ha OCHOBHATA EKOHOMCKA CTIPYKTypa Ha TIOCTOeUKa MHIYCIpHja, 1
BCYIIIHOCT KOHKYPEHICKATa TPEHOCT ce Oapa BO m300poT Ha
CTpaTervy Haj9ecTO Ha HHCKH TPOILIONK WK MepeHIjaiyja Ha
¢oxyc. Hajromemuior ngnm o mpermpujarijara He ja KOpHCTAT
TDIABATA OKEAHCKA CTpaTeryja, Topay (JaKToT IIITo JIOBOHO He ja
TI03HABAAT HEJ3MHATA CYIIITVHA.

TepMUHOT ,IT1aBK OKEAHH,, € HOB, HO HUBHOTO TIOCTOCH-E
He €. Tvie NpeTCTaByBaaT KapakTepHa 0COOMHA Ha OVBHKC YKMBOTOT,
KaKo BO MAHATOTO Taka ¥ cerarmHocTa. [locTojar HeKorNKy BOISUKH
CIIM KOM JIOBEyBAaT JI0 3rONIEMYBAHE HA HEOMXONHOCTA 32
KPEHparse Ha TIABKTE OKeaHH. ErieH o1 Tvie (rakTopH e 3a0p3aHror
TEXHQVIOMIKHM TPOIPeC KOj 3HAYUTENHO ja TIONOOPH MHIYCTPHCKATA
TIPOIYKTHBHOCT ¥ IM OBO3MOKH Ha CHAOTyBaHMTe Oe3 TPeceIaH Jia
TIPOI3BE/IAT IIIMPOKA MATIETa Ha POM3BOIM 1 yetyrit. Co TpeHTIoT 32
TIOOAM3AIHjA, TPrOBCKHTE Gapriepy TIoMel'y HAIMHTE 1 PETIOHUTE
Cce OICIpaHYyBAaT, a KOHKYpeHIfjara CraHyBa TI0OCIpa U
OesnonrmemHa. Yecto mocTaByBaHM Tpaiiama ce: Kako empa
KOMITaHHja MOXKe Jia C€ OCJIOOOMIM OfT KPBaBara KOHKypPEHIa BO
upBeHuTe okeaHn? Kako Moxe N coznane maB oxeaH? Jlama
TIOCTOM CHCTEMATCKH TPHCTAIT /13 CE TIOCTUTHE Toa 1 CTIOpeN Toa /1a
Ce OIpKAaT BACOKUTE TiepdhopMarci?

2. OcHOBHY IPENYC/IOBH 32 IMIVIEMEHTALMjA HA cTpaTervjara
“IUTIAB OKEAH”

3a Ja MOKE Jia ¢ MMITIEMEHTUpA CTparervjara “TuiaB
oKeaH”’ Tpeba Jia ce UCTIONHAT HEKOJIKY TpetyclioH: 1 IpBroT vekop

140 Harmel, Gary and C.K. Prahalad. 1994. Competing for Future. Boston:
Harvard Bussiness Press
141 porter, Micheel. E. 1980. Competitive Strategy. New York: Free Press

Koj Tpeba 1 ce HaIpaBH € PEKOHCTPYKIMa Ha TIA3aPHITE TPAHKITA
34 J1a o¢ TpoOre KOHKYPSHIMjaTa ¥ Ja C& KPCHPAAT TUIABUTE OKCAHH,
[pemBBuKoT € yerelHo 2 ce WASHTU(HKYBAAT KOMEPLIMjATHO
PeNeBaHTHITE HacTIpOTH OpOJHATE MOYKHOCTH oW Tioctojar. O
VICTPaKyBarbaTa KOH O HATPABEHH 32 YTB/IYBARETO HA HAYMHHTE
34 CO37IABAMLE HA TUIABH OKEAHH YTBPICHH CE ILIECT OCHOBHH TTATCKH.
[larexure yMaa omiITa NPUMEHIMBOCT HU3 CUTE MHIYCIPHCKU
CEKTOPH M TV BOZIAT KOMIIAHUHTE BO KOPHIOPOT HA KOMEPLIHJTHO
OCTBAPIMBH TT1ABO OKAHCKH Wyier. Or1 crTe OBHE TIATCKH HATY €IHA
He 0apa CrieljaTHa BIRHja WU TPSIBIITYBAkS 32 HiHUHATA.CHUTe
THE O 3aCHOBAAT Ha TPCIVIC/lyBALETO HA BEKE TIOSHATHTE TIOMATOLH
OIl HOBA TiepcrieKTvBa. [ loBekeTo KOMIAHMM TV TpajiaT CBOHTE
CTpaTer K Bp3 OCHOBA HA CIIGTHUBE TIPETTIOCTABKYL

> Jle(unparse Ha HYBHATA HHTYCTPHja 1 (YOKYCHPAtEe i
ce Onrie Hajodap BO Hea

» Irncname HA HUBHWUTC WHIYCTPHMA HUB JIGKWTE HA
TeHepaITHO Npr(aTeHUTE CTPATELLKH TPYITH (KAKO ILITO C¢ JTyKCY3HH,
€KOHOMWYHH Y (paMITTjapHI aBTOMOOIUTH) 1 HACTO]YBAFEE JId O
OCTaHe BO CTpaTelIIKaTa IPyIia BO Koja ce Haoraar

» Jla ce dokycrpa Ha WcTata Tpyrna Ha KymyBadud, Oc3
Py T Tvie ce HabaByBauM (KAKO IO € MHAYCIpHjara 32
KaHIIETIAPVICKA OTPeMa)), KOPACHULATE (KAKO IITTO € MHTYCTpHjaTa 32
oQJicKa) WM OHME KO RIMjaar (Kako IO € (hapMarieBICKaTa
HMH/TYCTpH]2)

» Jleburvpare HA OICCIOT HA TIPOMBBOMM M YCIYTH
TIOHYICHH O/T CJTMMHH MHITYCTPHH

» Tlpudakarse Ha HABATA MHIYCTPUCKA (DyHKIMOHATAHA 1
EMOLIMIOHATTHA OpHCHTAI ]

» @oxycupame Ha WCTUTE MOMEHTM M 4ecTo Ha
KOHKPCTHUTE KOHKYPCHICKH 3aKaHA BO (DOPMHPAHCIO Ha
CcIpareryjara

3a J1a ce m3riese 71 1PBEHHTE OKeaHH, KOMITAHAITE MOpa
Jia TM TpoOujar TprdyareHuTe TpaHuI KOU JIOUHUPAAT Kako
KOMITAHHHTE J1a C¢ HaTTpeBapyBaar. MeHariepure Tpeda 1a riefiaar
TIOJAVIEKY OI OBYE TPAHHLM 34 J1a KPEHPaaT TUIABH OKEAHH, TIOIIe
TPEKy ATICPHATMBHUTC MH/CIPUH, CIPATCILKUTS IPYITH, HPEKy
TPYIHTE HA KyITyBa4H, KOMITIEMEHTAPHUTE TIOHY]IA Ha TPOFBBOIM 1
YOIy, TIPEKY (PYHKIMOHATIO-EMOLIMIOHATHATA OpHISHTAIIH]a HA €ITHA
WHIyCTpHja ¥ Jypd Hu3 Bpemero. Opa ke MM TIOMOTHE Ha
KOMITAHUMTE KaKO J1a TV PEKOHCTPYHPAAT Ta3apHATE PEATHOCTH 32
OTBAPAFHE HA IVTABHTE OKCAHH.

Kaxo cremHo Bo mponormkerre ke Oniar 00paziiokeHn
CEKOja OIT ITIeCTTE NIATCKIL.

[arexa 1: [orsien Bo aTepHATMBHATE HHTYCTPHI

Bo nommpoka cMuciia KoMIaHHjaTa He ce HaTpeBapyBsa
CaMO CO OCTAHATHTE KOMIIZHHH BO HEJ3UHATA MHITCTPHja, TYKY U CO
KOMITAHUXTE BO TVie MHITYCTPHH KO TPOH3BE/TyBaaT ATTEPHATHBHI

TPOMZBOIM M YCIYIH. AJITEpHATMBUTE C€ TIOMPOK TIOMM OI
cyncturymute. [IporzBomvTe Wi yeIyrire KOd MMaar pasadHI
(opmiL, HO ja HyiaT ucTata (DYHKIMOHATTHOCT WM OCHOBA HeCTO Ce
cyncmrym emHa 3a apyra. On Jpyra CIpaHa aTrepHATUBUTE
BKITyqyBaaT POH3BO/IV 1 YCIYTH KOU MMaaT PATYHA (DyHKLIAH 1
(hopm¥1, HO MMaaT KcTa HameHa. Kako nprmep Moskar Jia ce 3emar
KMHATA U pecTopaHure. Pecropanume ¥Maa HEKOIKY (QFBHUKA
KApaKTEpHICTIKA KOU C€ 3aGTHAYKK CO KMHATA M UMAaT PaziiivHa
¢yrximja. Tre 00e30emyBaaT KOHBEHIIMOHATHO M TACTPOHOMCKO
3a70Bo7IcTBO. OBA € MHOTY PAsIMYHO MCKYCTBO Of BU3yeTHATA
3a0aBa Koja ja Hy/iar KvHara. M Tokpaj BakeyTe a3k BO (popmara
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1 (hyHKIIMjaTa, JIy(eTo OIaT BO PeCTOpaH CO MCTaTa LIeT CO Koja Oiar
BO KUHATA, Ka7ie He TIOCTOjar CYICTUTYTH, HO TIOCTOjaT AITTEPHATHBA
KoM MOoKar Jarimsoepar.  Bo oHecyBamero Ha OmIykuTe 3a
KYITyBa:e, KYIyBadiTe YeCTO HeCBECHO M MMITTHLIATHO T Mepar
amrepHaTvBrTe. [Iporecor Ha pasMHCIyBAE € MHTYHIVBCH 34
VH/IVBIlyTHU TIOTPOLIYBAYM M MHTYCTPUCKUTE KyryBad. Of
HEKOja TIPIHMHA JyFeT0 HYecTo TO HAIYIITAaT HWHTYWTBHOTO
POMHCIYBAFRE  KOrA K& CTaHar TpoiaBadd. MHOTY PeTko
MPOTABAYMTE CBECHO Pa3MUCIYBAaT 3a Toa KAKO HUBHUTE
TOTPOLIYBAaYM TW TpaBaT pa3MEHUTE HEB3  aTepHATHBHUTE
pHTycTpur. [Ipomenara BO IieHaTa, TIPOMEHATA BO MOJEVIOT, Tia
JlypHl ¥ HOBA PEKTIaMHA KaMITAa MOKE Jid TIPGIV3BHKA OTPOMEH
OITOBOp O71 PUBATHTE BO €IHA MHIYCTPHja, HO MCTUTE aKLIMK BO
€IHAa ATTePHATVBHA WHIYCIPHja TIOMHHYBAAT He3a0eseKaH!.
TproBexuTe CrvicaHyja, CaeMATe 1 M3BEILTANTe HA KIVSHTUTE TH
3ALPBCTYBAAT SWIOBUTE TIOMely pazTHyHHTE MHIyCTprn. Hajuecto
MECTOTO TOMely — &TIepHATMBHUTE HWHAYCIPHH — 00e30eIyBa
MOKHOCTH 32 BPEITHOCHA MHOBAI)A.

Iarexa 2: Ilowien HMB cIpaTellkUTe IPYNH BO
cavMuTe UHTYCTPUN

Hcro Kako 1o TuiaBrTe OKeaHH 9ecTo MOMKAT Jia Oryiar
CO3IATICHH CO TVIETAFLE HA ATTEPHATVBHITE HHIYCTPHH, FICTO Taka
THE MOXar Jia OMaaT OTBOPCHH CO TIICHAE TIPEKY CTPATEIIKUTS
Tpymi. TepMHHOT ce OffHecyBa Ha Tpyria Ha KOMIAHAM BO €THA
VHIYCIpHja KOM TIPUMEHYBAaT e€HA CM4HA cIparervja. Bo
TIOBSKETO  MHAYCTPHY, (DyHIAMEHTATHITE CTPATelKi  PaziiKK
TIOMely HATTIPEBAPYBAYKTE BO MHITyCTpHjaTa ce TprareHu o1 Mait
0Opoj Ha c1parerku rpyry. CIpaTelKiTe Iy MOKAT BO OCHOBA
Jia OWIaT PaHTPaHH BO TPYTIa XUEPAPXUCKH PEl M3IPATICH Ha JIBe
JUMEH3MM. TicHa ¥ Tiepopmanci. Cekoj CKOK Ha ITiHaTa MMa
TeHJICHIMja [1a TIPE/IFBBHKA CLPOTVIBEH CKOK HA HEKOH JIMEH3UH HA
niepopmancure.  [lopekero kommanmi ce  (pokycupaar Ha
noioOpyBare HA HUBHATA KOHKYPCHICKA TO3MIMjJa BO €IHA
crparernka rpyra. Mercedes, BMW 1 Jaguar kako mprvep ce
(okycrpaar Ha Toa Jid HAIMMHAT €IHM CO JIPYIW CIIOpeX
JYKCY3HUTE CEIMEHTM HA aBOMOOWIMTE, WCTO KaKO IIITO
TPOMBBOIIMTEIINTE HA CKOHOMIYHUTE aBIOMOOWT KOH Ce
(hoKycHpaar J1a ce HaJIMMHAT €THH CO JIPYTH BO HUBHATA CTpaTeIlKa
rpyma. CIparellkuTe TpyIv He OOpHYBAaT MHOTY BHIMAHHE Ha TOa
IO JIPYTHTE TPYIIH Mpaear, OW7ICJKK o1 HabABHA IVIEIHA TOUKA THE
He ce HHU HampeBapysaar. Kiydor 3a Kpewparme Ha IUIaB OKeaH
TPEKy TIOCTOCUKUTE CTPATEIIKN TPYIH € Jd ¢ MMA TIOMpPOKa
BIBMja CO PasOMpare Ha OHUE (PAKTOPH KOM TY YTBDIYBAar
OINTYKUTE HA TIOTPOIITYBAYMTE 32 TIPOJiDKOa WM 3aMeHa O SJHA
Ipyna Jio ipyra.

Ilartexa 3: Ilorsien Ha CHHUMPOT HA KyITyBaYd

Bo moBekeTo WHIYCTpHM  HATIPCBAPYBAYHITE MMAAT
PAITWMHA MUCTICHE 32 3agHAYKATA JeprHAIMj 34 Toa KOj ©
LIEJHKOT KyIyBad. Bo pearHocTa ocTou CHHLIMD Ha KYITyBaH KOU
JIMPEKTHO W MH/IPESKTHO C¢ MHOBQJIBHPAHH BO JIOHECYBAFHETO Ha
OIVTyKH 3a Kymnysare. Kyrysauure ,UIChasers, Kou Iuiakaar 3a
TPOMZBOZIOT WM YCITyraTa MOXKe J1a Ce PaTUKYBaaT oIl KpajHUTe
KOpHCHHI ,,actual USers, 1 BO HEKOM CITydar TIOCTOaT KCTO TAKa 1
OHKie Ko Bmjaar ,influencers,, Ha ooj riporiec. OBrie Tpu TpyTv ce
TOKTONYBAAT, HO CElAK CO¢ payIMKyBaal €IHA O JIpyra.
KopriopatvBHHOT areHT 3a KyIyBarhe Kako TPUMEP MOYKe TIOBEKeE J1a
€ 3AMHTEPeCHpaH 32 TPOLIOITE, 32 PazvKa Off KOPIIOPATUBHHOT
KODHCHUK KOj € TIOBeKe 3aiHTCPecHpaH 32 JiecHara yrorpeda.

C/I4HO Ha HYB TPrOBELOT Ha MATO MOYKE Jia ja TIPOLIEHH ,,jUStHIn-
time,, 3aMeHaTa Ha CTOKATA HA TPOMBBOIMTEIIOT Y MHOBATHBHOTO
¢uHancHpame. OnpeneHN KOMITAHUH BO €HA HHIYCIPHja HecTo
TEJIAT KOH Pa3THYHH TIOTPOIITYBAYKA CeTMEHTH - KaKO TPHMEp Ce
TIOTPOIIYBAYMTE HA TOJIGMO M TIOTPOIIYBAYMTE HA MATO, HO
TUIAYHO 34 €/THA MHITYCTPHja € JIcka Taa Ce CTI0jyBa Ha S/MHCTBCHA
Ipyna Ha KynyBadud. 1IpenyBBUKYBAaECTO Ha HHIYCIPHCKATA
MYyZIPOCT 32 Toa KOja TPyTia Ha TIOTPOIITyBaYH Jia OWyie TapreTvpaHa
MOPKe /13 JIOBEZIE [0 OTKPUBAHLE HA TUIABUTE OKEAHH. 32 TPTOBLIMTE 1
AHATATUMAPHITE, MEHALICPUTE JIOOMBAAT T T'yOAT MTTHOHH JIQVIAPH
CeKOj JieH, OWIejKM MOXKHOCTUTE 3a OCTBAPYBAFRE HA TPOUT
Joaraar o paymkuTe Ha wHbopmarpwre. Kora masapure ce
AKTVIBHY, THIC MOPAAT J1a JIOHeCYBAaT Op3u OINTyKH, OMIIGJKU CeKoja
CeKyHTIA € BavkHa. MHOTY MHIYCTPUM MOXKAT Jia KPCHPAaT TUIaBA
OKeaHV CO TIPEHICTINTYBAFE Ha JIRMHHMITFIFTE 32 TOA KOj MOKEe 1
TpeDa g OWre TapreTvpaH KyIyBad, TMPSKy HAOrare Ha HOBU
(hyHIAMEHTATHA HAYMHH 32 KPEHPAre Ha BPSTHOCTA.

Iareka 4. Tlomien Ha KOMILVIEMEHTAPHMTE
TIPOM3BO/IH 1 TIOHY/IA HA YCJTYTH

Iocrojar Man Opoj HA TPOM3BOIM M YCIYTM KOU O
YIOTpeOyBaaT BO BaKyM IIPOCTOPOT, a JIONCKA OCTAHATUTS
TPOVM3BOIM W YCIYIM  BIMjaal HA HUBHATA  BPEIHOCT.
HewcropricteHara ~ BpeIHOCT — 4ecTO € CKpHeHa  BO
KOMIDIEMEHTApHATE TIpovm3BomM W yoryrd.  [lompebHo e
TeVHIpae HA KPQJHOTO PEIlieHHE KOW KyITyBadWTe TO Oapaar
Kora m30Mpaar Mpor3BOI, WM yeyra. EavHCTBeH HauvH 32 1a ce
HaNpaBy Toa € JIa ¢ PAa3MUCITM 34 TOa IIITO Ce CITydyBa Tpel, 32
BpeMe M OTKAaKO TPOM3BOIOT ke Ovpe yrotpedeH. Opoj mar 3a
CO3/IABAH-C HA TUIABY OKEAHH TO CIIeZIeTic MHOTY KOMITAHHH Kako Ha
npuvep Borders u Bames & Noble (B&N) xou 1o iBveHimie
OICErOT HA YOIyTW KOWM TW HyJAT Ha motportysaunte. Tre 1o
TpaHchopMHparie MPOMBBONIOT KOM TO MPOJIABAAT, OJT CAMATA KHUa
BO 33/I0BOJICTROTO OJ1 YMTAHHETO M MIHTRJIEKTYTTHOTO HCTPEKYBAFHE,
JIOTABAJKA  CATIOHM, OOpasoBaH TiepcoHAT W Kade OapoBu 3a
CO3IABAE HA CPEITMHA KOja I TOBP3YBA YHTAHLETO 1 YUCHETO.

IMareka 5. Tlorien Ha (QyHKIMOHATHOTO U
€MOLMOHATTHOTO 00paKAH-€ KOH KYITyBadlTe

Hexort MHIYCTpUH c¢ HATTIPEBAPYBAAT BO TTIABHO TMPEKY
neHara ¥ (yHKIMjara HAa TPOM3BOIMIC TOTOYHO —IIPEKY
TPECMETKHTE HA KOPHCHOCTA HA TPOVBBOJITE, HO TQVIEM € JIRJIOT OIT
KOMITAHHAMTE BO OCTAHATUTE MHIYCTPHHM KOW CE HATTIPEBAPYBaaT
CIIOpeT TyBCTBATA MIOTOYHO HUBHHOT YCTIEX C¢ JIOJDKU HA EMOLIHTE,
Cerak NprRIIEIHOCTA HA TIOBEKETO TIPOM3BOIM M YOITYTH € PETKO
BporieHo. Toa e 0OMHHO pe3yITraT Ha HAUMHOT Ha KOj KOMITAHAHTE BO
MUHATOTO C€ HATTIPEBAPYBATIE, CO TIITO HECBECHO OFa e/TyKarjara
Ha TIOTPOIITBAYHTe 34 TOA IO Jia oveKyBaar. Kora komranumre
CAKaar Jia ja CMeHar ()YHKIMOHATHATA WIM EMOLMOHATHATA
OpUEHTALMja HA HUBHATA HHIYCIpHja, THE YecTo Oapaar HOB
NPOCTOp HA  TA3apoT. MHAyCIpumTe KoM Ce  eMOLFIOHATHO
OpHCHIVPAHH HyJAT MHOTY JIONIOJHUTEIHM padOTd KoM ja
3rONIeMyBaaT IigHATA CO TIONOOPYBAFE HA (hYHKIMOHATHOCTA.
CripotvBHO Ha 0Ba, (DYHKLHMOHATHO OPHEHTHPAHUTE MHITyCTPUN
YecTo MOYKAT J1a BOBEIIAT CTOKOBH TIPOH3BOMIH CO HOB YKMBOTEH BEK,
TIPEKY IONABAE Ha JI03a HA EMOIIFH, a CO Toa JIa ja CTUMYJIHpaar
HoBaTa TodapyBauka. Kommanmjara Swatch ja tpascopmepana
(YHKIMOHATHO ~ BOJCHATA MHIAYCIPHMjA 3d YaCOBHMIA  BO
EMOIFOHATHO BOZIEHO MOIHO M3IoKyBarke. The Body Shop o
HANPABWIA ~ CIPOTMBHOTO, ONHOCHO —TpaHohopMalmja —Ha
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EMOIOHATHO ~ BOJICHATA ~WHIYCIpMja 32 KO3METHKA  BO
(yHKLMOHATHA BOZICHA KO3METHUKa Kyka. Kpenparseto Ha 1uiaBu
OKeaHH € 3TOTIEMEHO BO OZIPCICH Opoj HA YCITY>KHH HHITYCTPHHL, CO
MpoOMEHa HA EMOIMOHATHA BO (DYHKIMOHATHA OpVICHTaIja.
brBavcTe KOM ce 3aCHOBAAT HA BpCKATA KAKO IO e
OCHIYPYBAELETO, GAHKAPCTRO 1 IHBECTUPAFLETO, 3ABUCAT OII BPCKATA
TIOMeTy KIMEHTOT 1 OPOKEPOT.

INarexa 6: Iorsien HI3 BpeMeTo

Cure wHEYyCIpMM Ce WIIOKEHM HA HAIBOPEILHUTE
TPCHIOBY KOH BIIHjaaT Ha HUBHHTE OM3HUCH CO TEKOT Ha BPEMETO.
Bpavor nopact Ha VIHTepHET P TTI00THOTO JIBYDKEELE 32 3aIIITHTA
HaKMBOTHATA CPE/IMHA, CC TPSHIIOBY KOM MOYKAT 1A TIOKEDKAT KaKO €
Ja CC COIAIAT MOKHOCTUTE 32 TUiaBuTe OkeaHH. [loBekero
KOMIIAHHH C€ TPHIArOTyBAAT TOCTETICHO 1 TTACKBHO HATIOPSITHO CO
V3BPIIYBAFLCTO HA ONPCNICHN HAcTaHK. be3 pamka nami toa e
TOjaBa HA HOBH TEXHOJIOTM UM TVIABHU PCTYJIATOPHU TIPOMCHH,
MeHarepHTe ce (DOKyCHpaaT Ha MPOSKTUPALETO HA CAMUOT TPEHII,
Tue ce mpariyBaar BO Koja HAcOKa TEXHOJIOTHjaTa Ke O Pa3BuBa,
KaKo ke Omre nprdhareHa 1 ITi Taa ke MMa TeHIICHIIM]a Ha PacT.
Tokpaj Toa THe ce BO YeKOp CO Pa3BOjOT Ha TPCHIIOBHTE KOU THE TH
cnenar. Celak yYBHTIOT BO TDIABATA OKEAHCKA CTpaTeryja peTko Jioara
Ol TIPOCKTUPAR:E HA TPeHOT. T0j por3TieryBa of OH3HFIC YBUZIOT
BO T0Q KaKO TPEHIOT Ke ja MPOMEHH BPEITHOCTA 32 KITHEHTHTE U KaKO
ke Bfjac Ha OM3HKC MOZENOT Ha Komranwjara. Co Tieamke HiB
BPEMETO - OJ BPSIHOCTA Koja ja CHAOMyBa Ta3apoT JISHeCKa J10
BPC/THOCTA KOja MOYKE J1a ja CHAOMM YIPE - MEHAlIPUTE MOXAT CO
AKTVIBHOCT 13 ja 0(hopMAT CBOjaTa MITHUHA J1d CC TIPSTCHIMPA 32 HOB
IU1aB okeaH. Bo criopenita co ocTaHaTvTe NPUCTAIA JVICKY TUPAHH
JI0Cera, TVICIAKETO HU3 BPEMETO € HaJBepOjarHO MHOTY TIOTEILIKO.

3. MizepuayBamse Ha ciparervjara “11JIAB OKEAH”

Kora emHa xoMriaHmja ke ja passre Wigjara 32 IUiaBara
OKeaHCKa CTpatervja co rnpouradrieH OVBHIC MOZIRI, TOTalll Taa
NPUCTAITyBa KOH HE3MHO M3BpLIyBame. OBOj TPEIM3BUK 32
M3BPILYBAFSE, TIOCTOU 32 OIIo Koja cipareryja. Komnannure rero
KaKO Y MIHIMBHITYaUTIHTE, YeCTO IMaAT TIOTEIIKOTUH CO TIPETBAPArS
Ha MHCJIaTa BO aKija 0e3 pa3iKa i C¢ BO I[PBCHHTS WM
TDIABHTE OKEAHH, HO BO CTIOpezioa CO IPBEHATA OKEAHCKA CTpaTervja,
IUIABATA OKEAHCKA CIpaTervja IpeTCTaByBa 3aMUHYBAEE Of CTATYC
KBO CoCToj0aTa. MeHayiepure JIOKoKaie JIeKa TPEIBBUKOT €
OTPOMEH ¥ CTPMEH, COOUYBAjKU CE CO YETHIPH TIperpekd. FyHara
TIPETpeKa € KOTHUTMBHOCTR: Of Oyzierke Ha BpabOTeHHTe JI0
CTparelika rpomMena. JIyfero Kou Ionro BpeMe paboTar Bo HeKoja
KOMITaHHja Ce TPALITyBaaT 30LLITO Ce MOTPeOHH mpoMeHH? Bropara
TIperTpexa ce orpanryeHnTe pecypen. Ce mpeTrocTaByBa Jieka KKy
TITO € TIorarieMa NpOMEHATa BO CTpaTervjara, TOJKy TOrofieMu ce
MOTPeOMTE Of PECYPCHTe 34 HEj3MHO m3BpiyBame. Cerak of
CHPOBETICHUTE HCIPDKYBAA C¢ TIOKDKAIO JIeKa PecypCHIe o8
CKpaTyBaar, a He e rQieMyBaar Kako Imo Ou Tpebario 1a Oure.
Tperara npenpeka e MOTHBALM]ATA, 32 TOA KAKO JIa 0 MOTHBHpAAT
KITyqHUTE UIpady U Ja Harpeysaar Opso u ia OMIaT YIOpHA BO
IVIETYBAELETO O] CTATyC KBO COCTOj0aTa Koja ja MMa KOMITAHjaTa.
TocnemHara mpernpeka ce nommmkdTe. Mako cure KoMIaHuM ce
COOUYBAAT CO PAYHH CTETICHH HA OBHE TIPEUKH, & MHOTY O71 HVB
MOKAT Ja CC COOYaT CO JAEM O OBME YETHpH, KIydHO 32
YOIOKYBAESETO HA OPTraHM3AIMICKUOT PHBHK € 1A CE 3HAE KAKO J1a 0¢

HavuHar Tvie. OBa He JIOBETyBa JI0 TIETHOT NPUHIIMIT Ha TUIaBaTa
OKeaHCKa cTparervja: HaavyHyBare Ha KTyqHHUTe OpraHi3alkcKy
TIPETPeKH TPeKy OCTBAPYBAHLE Ha TUIABATA OKEAHCKA CTpateryja. 3a
HEJ3MHO e(DeKTVIBHO M3BPIITYBAHhE, KOMITAHHITE MOPa [ CE OTKAUKAT
Ol 3HACHHETO 32 peavBaljaTa Ha MpoMeHH. KOHBEHIMoHAHATA
MyJIPOCT KKyBa Jieka KOVIKY ITO € TorosieMa TPOMEHATa, TONKY
TIOBeKe BpeMe ¥ pecypcHl ke Ommar TiotpeOHH, 32 Jia o iodmjar
pesymram.  Hamecro Toa mompeOHO € 12 e TpOMeHd
KOHBEHLIMOHAIATA. MyJIPOCT CO yMoTpeda Ha ,BpBHATA TOUKA HA
PPAKOBOZICTBO,, KOja M OBO3MOYKYBA Jid TH HAIMAHAT OBHE YSTHPH
TIPSTIPEKH O30 11 CO MAVTH TPOITIOLIHL.

3AKIIYHYOK

Ce mocTaByBA TPAITIARETO IIITO MPETCTABYBAAT TUIABHTE
OKeaHvl, ¥ Koja € TUIaBa OKeaHcKa crparerja? [Inasara oxeaHcka
cIpareryja TpeICTaByBa HOB NpucTan Ha mazapol. [liasara
OKEAHCKA CTpareryja MM OBO3MOMKYBA HA KOMITAHUUTE KPEHpaH-e
TIPOCTOP HA T1A33pOT KOj Ke ja TPpaBi KOHKYPEHIMjaTa MpeTIeBAHTHA.
Ogaa cTparervja KOpUCTH CeT HA aHATATUYKY QIATKA 1 PAMKH BO
KOU MOYKE Jia C€ JIG|CTBYBA, KAKO 1 paspalOTyBa:e Ha TPUHIATIHTS
KoM ja JeuHMpear W OIBOjyBAaT OBaa CIparervja  Of
KOHKYPEHICKATa CIparervja, a KOMIAHAMTE KAKO Pesylrrar Ha
HEJ3MHATA TPUMEHA OCTBApYBAaT MpeHOCT. OBaa IU1aBa OKEAHCKA
cIparerdja Jigga JIBOJHA TIPHIOOWMBKA CO MAKCHMIBHPAHE Ha
MOYKHOCTA i MUHVMIBHPAELE HA PHBHKOT.

Co3/aBaeTO HA IUIABUTE OKCAHW HE € CTATMHKO

JIOCTVTHYBAEbE, TYKy AMHAMIMEH mporec. Kora kommanwjara
CO3MABA TUAB OKeAH W HEBWHUTE TIOCTIGOVIA Off MOKHHTS
TieppopMaHcH ce TIO3HATYL, TIOpaHO K TIOZOIHA IMUTATOPHTE Ke
Ce TIOjaBaT Ha XOPYROHTOT. Kako 11mo koMIiaHujara v Hej3HHHTS
MMUTATOPH YCIIEBAAT U TO MPOIIMPYBAAT TUIABHOT OKEaH, TOBCKS
KOMIIAHWM ce OOWIyBaaT Jia Bie3ar BO Hero. Kopricterero Ha
IUIABATA OKSAHCKA CTpaTervja ke UM TIOMOTHE  Ha TPSTIpHjaTvjara

KOU C€ M3BO3HO OPUCHTVPAHU J1d ' TIPCKUBEAT OBHC TIPOMCHU U 1d
m I/I):[eHII/I(l)I/IKYBaHT HOBUTE ACTIOBHN MOKHOCTH Ha HOBUTC T1A3APN.
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COMPETITION AS A PREREQUISITE FOR SUCCESSFUL PERFORMANCE ON FOREIGN MARKETS

ABSTRACT

The development of the competitiveness of any economy
provides an opportuinity to engage in the world economy and by thet
expressing the ability of the national economy to be part of the global
world economic trends. Basically, the essence of the competitiveness is
directly related term and is derived from the globalization of the world
economy and in this sense competitiveness presents a flexibility by
which the national economies can adapt to structural changes. High
competition in the open and integrated world economy has become a
central theme and purpose. It is necessary to conduct a series of

M-p Jmvurap IIETPECKH

measures in order to encourage the competitiveness of enterprises, but
also the entire national economy. The importance of competition inthe
market is invaluable. The increased level of competitiveness
encourages creativity and thus the productivity of the economy,
resulting in long-term financial benefits for the national economy .

Key words: competition, enterprises, market, globalization,
economy

KOHKYPEHTHOCTA KAKO ITPEZTY CJIOB 3A YCIIEIINEH HACTAITHA CTPAHTCKUTE ITASAPH

AIICTPAKT

PazBojor Ha KOHKYpEHTHOCTA Ha CEKOS CTOTAHCTBO
00e30e/TyBa MOKHOCT 32 BKITYHYBAEE BO CBCTICKATA EKOHOMUA,
OIIHOCHO ja ¥3pa3yBa CIIoCOOHOCTA Ha HALMOHATHATA CKOHOMIjA Jid
Ouie IeNT Off IIO0AIHUTE CBETCKH EKOHOMCKH TeKoBH. Bo ocHOBA,
CYIIITMHATA HA KOHKYPCHTHOCTA € JMPEKTHO TIOBP3aH TIOMM U €
TIPOMRTIE3CH O ITIO0ATM3ALM]aTa HA CBETCKATA EKOHOMHjA M BO Taa
CMICITA, KOHKYPEHTHOCTA TPETCTaByBa (VISKCHOITHOCT CO Koja
HAIMOHATHUTE CKOHOMMM MOXE Jida ¢ TpWArofar Ha
CIPYKTYPHHTE TPOMEHH. Bricokara KOHKYPEHTHOCT BO OTBOPEHHOT
Y MHTEIPHPAH CBET HA CKOHOMMJATA, CTAHA TICHTPATHA TeMa U TSI,
HeormxomHo € CcripoBeTyBare Ha Hi3a MEPKH CO 11T J1a ¢ TIOTTHKHE
KOHKYPEHTHOCTA Ha MPCTIPHjaTvjara, HO U Ha 1IejiaTa HallOHATHA
CKOHOMHMJa. 3HAYCHETO OJf KOHKYPEHTHOCT Ha TiazapoT €
HENpOLeHTMBO. KOHKYPESHTHHUTE CBETCKM CKOHOMIH, OHHE KOH

1. TIPEIYCJIOBY 3A KOHKYPEHTHOCT

Jlwiemara TOBp3aHA €O TIOMMOT — KOHKYPCHTHOCT
TIPOMIETYBA O71 TOA IIITO TOj CC OJIHECYBA HA CBETOT HA JIEJIOBHATA
(W OM3HKC) eKOHOMHjA. BCyIHOCT, BO OMBHKC CEKTOpOT TOj
TSPMVH H € , JBMUCTICH , OMIIGJKK Ha 3aeITHUIATA 1 OWIT TIOTpeOeH
300p CO KOj Ke C¢ 03HA4M CTENEHOT Ha (HE)CIIOCOOHOCTa Jia o8
noOeyBa HA OTBOpEH TazapeH Harmpesap. Bo Om3HMC cektop
paboTiTe BO OIHOC HA KOHKYPEHTHOCTA C& MHOTY jacHH, MefyToa
NpoQUieMHTe HACTAHYBAAT TOrAILI KOra MICTHOT TIOMM Ke Ce TIPCHece
HA HMBO HA IVIOKYIHATA HAIMOHATHA exoHommja. [Ipeara
acoLMjaIMja € jacHa: aKO KOHKYPSHTHH (PHPMH CE OHKE KO 3HAAT
KaKO Jia TIOOCIAT HA OTBOPEH Mazdp, TOralll aHAIOTHO M
KOHKYPEHTHHTE €KOHOMIH C€ OHHE KOW Ke 3HAaT KaKo J1a TIo0e/iar
Ha oTBOpeH razap. Ho, CyIinyHaTa Ha KOHIIeITTOT KOHKYPSHTHOCT Ha
HAIMOHAIHATA EKOHOMH]a € BO ToA IIITO CTaHyBa 300p 32 e1Ha (01
TOBEKETO) JIOKIPHHA HAa EKOHOMCKHOT pasB0j. 3aroa, MOKEOU
Hajprdarea € Bakeata IeHHHIIA 32 KOHKYPSHTHOCTA, Koja e
TiepMHAPA KAKO CTIOCOOHOCT Ha €71HA EKOHOMUja:

RIOKYBAaT BO HEj3VHATA MBIPAn0a, c& M HAMOKHHM BO CBETOT.
3roNeMEeHOTO HHMBO HA  KOHKYPSHTHOCT ja  TIOTTUKHYBA
KPCATHBHOCTR, a CO T0A Y MPOILYKTVBHOCTA HA CTOMAHCTBOTO, IIITO
pe3ymmupa o JIOMOpodHM  (pMHAHCHCKHM  OeHedwmy 32
HalMOHATHATA CKOHOMUja.

Kty et 300pOBH: KOHKYPCHLIA, TpCTTpHiaTT, Naap,
o0aA3AIHja, EKOHOMUa

+ 112 GriaT pearmEpanH (MPOIAZIEHH) JOBJTHO TPOVBBOIIH
W YCITYIV 32 J1A CE 337I0BOVIAT EKCTEPHHTE OfPAHIYYBAH:2,

“ 2 wma (AKTOPCKM TPUXOIM BO KOpealjja co
(TOCTOJHOTO 1 POMEHITVIBOTO) HABO HA aCTIMPAIMNTE Ha TparaHnTe
Ha3eMjara, 1

“* BO MAKpOYCJIOBH, CKOHOMCKHOT, —CKOJOMIKAOT |
COLMJATHHOT CHCTEM Ofl CIpaHa Ha Ipafanure Ja Oupmar
HaOTBY/TyBAHH (IOYKMBEAHH) KAKO 337I0BOJTUTEITHIL

AMEPHKAHCKHIOT COBET 3a TIOJIMTYKA HA KOHKYPEHTHOCTA,
VCTaTa ja JIepHHHPA KAKO CTIOCOOHOCT 32 MPOM3BOZICTBO HA CTOKU U
YCITYTY KOM T FICTIONHYBAAT YCJIOBUTE Ha Mel YHAPOIHHTE TIa3apH,
JIOTeKa Tpar aHuTe TIOCTVINHYBAAT YKUBOTEH CTaHTAPIT KOj Tpeda J1a ce
3rOeMyBa M KOj MOYKe J1a CE OJIPYKH 3a TIOTOMT TIEPHO, .

OEL ja nedhriHpipa KOHKYPEHTHOCTA KakO CIIOCOOHOCT
HA KOMIAHWWTE, MHIYCIPUHTE, PETVOHUTE M HalWTe Jia Onpar
MVIOKESHA Ha MeyHApOIHA KOHKYpSHIMja M Jia 0be30erar
PIIATVIBHO BUCOK 00EM Ha MPHXOAH U BP3 OCHOBA Ha (PaKTOpHTE HA

192 Echeveri-Carroll Elsie; Ayala G. Sofia; Regulation and Competitiveness of
U.S. Businesses, The University Of Texas At Austin, 2008, p. 18
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TIPOMBBOIICTBO  JIa  00e30¢/AT PE/IATMBHO BUCOKO HHMBO HA
BPaOOTEHOCTA B3 TPAjHA OCHOBA'

Bo Mzgerirraj Ha EBporickara KompicHja 3a KOHKYPESHTHOCT
orm 2003 romwHa, TION TIOMMOT KOHKYPEHTHOCTA ¢e Tiompasonpa
BFICOK TIOPACT Ha YKMBOTHFIOT CTAHZAPIT HA €ITHA HAITH]A CO HAJHHCKO
MOYKHO HMBO Ha. HeHAMEPHA HeBPaOOTEHOCT Ha O/PKIIMBA OCHOBA.
Croper Cogetor 3a KoHKypeHTHOCT Bo CA/l, KOHKYpEeHTHOCTA e
mehvHApa KAKO 3rNEMYBAEE HAa  KOHKYPCHTHOCTA  BO
TPOAYKTHBHOCTA, TIPEKY TOpacToT Ha >KWMBOTHHOT CTAHIAPA HA
rparaxure. OBa Gapa MPUPOIHO CO3IABAMLE HA BUCOKA BPSTHOCT HA
|Pa0OTHHTE MeCTa M BFICOKA BPSTHOCT Ha Ay TITy THITE.

Ipenycrosure 32 1a ce pasBrie KOHKYPEHTHO CTIocoOHa
GKOHOMHja CO 00e30eyBare HA KOHKYPEHTHH IIPOM3BOMIY
CTONAHCKM TpAHKM W WHIYCIPHM CC¢ 3aCHOBAHM HA HEKOJIKY
KOMIOHeHTH. J[prkaBara vrpa BKHA YJIOra BO MOTTUKHYBAHE HA
KOHKYPCHTHOCTA HA CBOjaTa €KOHOMMja: BO MHOTY CITydal e
TIOKDKIO JIcKa IKABHUTE EKOHOMCKH MEPKM M EKOHOMCKU
NOMIMKA BO CBCTOT FMaa 3HAYMICIHO RIMjaHie Bp3
KOHKYpPCHTHOCTA. Ha 3eMjara Of TPEITPHEMHUYKA W JITIOBHH
MpakTiKK. Taka, MOXe Ja C¢ 3aKIydd JIgKa YCIEXOT Ha
CKOHOMCKHMTE CYOJeKTH € TIpSIycJioB 33 MelyHaporHara
KOHKYPCHTHOCT, HO HICTO TaKa, CAMHOT YCIieX He € JIOBONICH, OCBSH
aKO HEe € TIOIIPKAaH CO COOIBETHA MEPKH BO EKOHOMCKATA,
(hrcKaITHATA, MOHETAPHATA TIONITVIKA I JPYTHA.

2. HUBOA U MOJE/IN HA KOHKYPEHTHOCT

Ilpn  nedwHMpareT0O HAa  KOHKYPEHTHOCTA,
3a0eIOKYBAAT HEBUHUTC TIOBCKOWIOHM JUMEH3MH.  VIMeHo,
KOHKYPEHTHOCTA MOXKE Jig O3HadyBa paziidHK OQVIACTH HA €THA
HAIVMOHATHA EKOHOMIja, T1a OTTyKa CE jaByBa W TIoTpedara of
HEBMHO JMepeHIMpare, a €O [l TOIo0pO pasOMpare U
TIOHATAMOIIIHO PA3IIC/TyBAE.

Bo ocHOBA, KOHKYpEHTHOCTAZ MOMKE Ja Ce

144,
Haﬁ]'byﬂyBaHaHOBCKeHI/IB()a . Makpo, M€30 1 MUKPO.

¢ MEKPO aclieKTWTe C¢ OJHecyBaaT Ha (haKTOpHTe H
MEXaHIBMUTE 32 KOHKYPCHICKO TIPWIArONYBAC HA HHBO HA
TpCIIpHjaTjaTa,

+%* Me30 aCTIeKTUTE Ce OJTHECYBAAT Ha HUBOTO HA CEKTOPHTE,
JIOTICKA TIAK

% MAaKpO ACTIeKTUTEe ¢ OJHECYBAAT HA IIEJIOKYTHATA
HaIFiOHATHA CKOHOMHjA.

Mefytoa, Mopa Jia C€ HAvack Jigka Toa € YCJIOBHA
nozeyioa, mopam (JAKTOT IO, KOHKYPEHTHOCTA IPETCTaByBa
KOMOMHAIMja HA KOMITAHVICKH, TPAHCKH, CCKTOPCKM M OIMIITO-
HAIVOHATHY Tiep(hOPMAHCH M BO KpajHA MIHCTAHIIA TPCTCTAaBYBa
arperarteH MHIMKATOp 32 PSJIVHIOT Ha HAIMOHATTHATA EKOHOMH]ja HA
IOOATHHOT Tazap. 3rarieMyBaHCTO HA KOHKYPEHTHOCTA Ha
TMPCTTIPHATHETO, HY)KHO BOIM U JI0 TIOTQyieMa KOHKYPCHTHOCT Ha
CEKTOPOT 1 EKOHOMIJaTa BO LI/IOCT M OOpaTHO.

Bo mmreparypara ce cperHyBaar ranieM 0poj Ha aHATIZA
KO OJT Hajpa3ITIHY aCTIeKTH ja OTCePBUPAAT KOHKYPEHTHOCTA. 32
KOHKYPEHTHOCTA KAKO CKOHOMCKA Kareropuja ce 300pyBa IS

143 Bretschger Lucas; Hettich Frank; Globalisation, Capital Mobility
and Competition:Theory and Evidence for OECD Countries, Emst-Moritz-
Amdt-University, Germany, 2001, p.9
144 Haymociat I Terap, 3arrmvra Ha KoHKypeHrmjara, Biiabop, Crorgie 2005,
cmp.24

ormavea. Ha mioderorre, eKoHOMHjata OBOj TEPMUH TO Ofpa3yBa
TPEKy Pa3BOjOT W TPYIMEHATA HA MelYHAPOIHATA PasMeHa, Kako
TIOYETOK Ha OCBOjyBAHE Ha TIOTOJIEMH TepUTOpHH Ha riazap. M Tyka
ce 3a0erieKyBa CrelMjaBAIjaTa, KPEaTHBHOCTA W YHHKATHOCTA,
KOU MIPaar 3HauajHa yJiora Mpy BKITYHyBACTO BO Ml yHApOIHATA
pasvera. Bo numeparypata ce Oeniexar HM3a MONETM KOM Ce
TIOCTABYBAAT KAKO TATOKA3 31 CO3NABAFC HA KOHKYPCHTCKU
TIPETHOCTH, HO 1 TI0COYYBAYH Ha CYIIITHHATA HA KOHKYPEHTHOCTA 1
(hakTopuTe KOM BITHjaaT B3 MCTATa.,

JleHec, coBpeMeHaTa SKOHOMUJA U JIaBa 0COOCHO 3HAUCHS
HA KOHKYPECHTHOCTA, KakO (DakTop KOj 3HAYMTENHO RIFjac Bp3
YCIIEXOT HA CTONAHCKUTE CYOjeKT! Ha S/THA HAIMOHATTHA GKOHOMHM]a,
LIITO TAK, OI1 CBOja CTpaHA TORTIEKYBA 3aLIBPCTYBAHE Ha AKABHUTE
EKOHOMCKH TIOTCHI HjaTH. BOBETTyBAFLETO HA JIMHAMIYHH €JICMCHTH,
cc HaObYyIyBA KAakO TIPOLRC HA HAIOHATHA O(PHKACHOCT
MPESIBBUKAHA Ol CaMATa 3eMja, KaKO IO CE PecypeuTre,
TOJeMUHATa HA 3eMjara, TPWIMBOT HA CIPAHCKM KT,
EKOHOMCKATA TIONMTVKA Ha 3eMjara, TP IITO TeopHjara Ha
KOMIApaTvBHUTE TPEIHOCT C¢ HAIONIONHYBA W TIPIIArOIyBa CO
COLMO-CKOHOMCKH  yCJIOBU.  PacrionoMBocTa HA TIPHPOTHITE
PeCYpCH KakO OCHOBA 33 3IONIEMYBAHC HA KOMITAPATVBHUTS
MPESTHOCTH ¢ 3AMCHYBA CO CTIOCOOHOCTA 32 COBNABARC HA
KOMIIApaTvBHU TIPSITHOCTH, OITHOCHO CO OHHME €JIeMEHTH KOM ja
33jaKHyBAAT TIO3VIHjaTa Ha 3eMjara BO OHOC Ha KOHKYPCHIJaTa.
TpermoBrTe BO MelyHApOIHATA pa3MEHA HE MOYKE TIOBCKE Jia ¢
o0jacHar co TIOCTOjHATA TeopHja 32 MelYHAPOIHA pa3MeHa, Ia ce
T0jaByBAAT HOBM U COBPEMCHH aBTOpH KOW TW OOjacHyBaar
KPHUTEPHYMHTE Ha CIICIjTFBAITH}A, & CTPYKTYpaTa M IBDKSELETO Ha
Mel YHAPO/IHATA TPrORHja Noalaar o7l PA3IMKHTE BO JIOCTAITHOCTA HA
CYPOBHHHTE, CHEPIHjaTa 1 KAIUTATIOT, 00pa30BAHHACTO M KBUTATETOT
HA UOBCUKMTE POCYpPCH, OIHOCHO KBUTM(MKYBAHATA W

HEeKBATM(HKYBAHATA PabOTa, 3aCTANCHOCTA HA HICTPKYBAETO H
Pa3BOJOT, MHTCH3UTETOT Ha TEXHQJIONIKHOT Pa3B0j U JIPYTO.

KoHriernmoT Ha KOHKYpEHTCKa TPSIHOCT BO €KOHOMCKATA
TeopI/[ja © BOBCZICH OJT CTpaHa Ha aMePHKAHCKHOT eKOHOMICT M. E.

prep . AHamBipajia ToBeke O CTO MHTYCTPHI BO TIOBCKe
paznneﬂn semju, [loprep 3amydyBa feka HEKOM 3eMjH CC
TIOKOHKYPSHTHH OJT IPYTHTE BO PATHYHHI AKTUBHOCTH U JICKa HUATY
eHa 3eMja He MOKe Jia OrJie KOHKYPSHTHA BO CHTS TPAHKH Ha
EKOHOMCKHTE aKTMBHOCTH. 34104, MHOTIY € TeIIKO JIa 08 CTIOpe/r
KOHKYPCHTHOCTA Mel'y PATUYHITE HAIVIOHATTHI SKOHOMHH 8KO CE
3ACHOBA B3 OCHOBA HA payTHuHUTE IPaHKU. OOMHKYBAHH C¢ HEKOU
OIIIIITY TIPABITIA IIITO JIMPEKTHO TO HACOMYBAAT Pa3BOjOT U YCTIEXOT
Ha MelyHapOIHHOT OrBHFC-CeKTOp. ONKPY)KYBARETO BO KOS
KoMItaHMjara padoty, [lopTep 10 MethiHMpa Kako KOHKYPEHICKO
Jampo (TIpeKy NpOvBBOICTBO Ha (PaKTOPH M Orihaka roreMuoT Opoj
HA YAHATSIM ¥ CHIM KOW (DYHKITMOHHPAAT Ha TIa3apoT), BOKoe
CeKOja MHITYCTpHja MMa PaTikeH MPO(T HA KOHKYPCHTH
[poriecor Ha modamzaLmMjaTa BO rorieMa Mepa Riijac Ha
TPOMEHATa Ha TeopHjaTa HA KOMIIAPATVBHA TPSTHOCT BO HACOKA HA
TIONIETO HA KOoHKypeHTHocra. Majiot Tloprep passwn mozmen 3a
KOHKYPEHTHH IMPETHOCTY GaspaH Ha YETVIPHTE TIOBP3AHH eIIeMEHTH
- TO3HAT Kako ,JMjaMaHTi, HarpioHanHara KOHKYPEHTHOCT,
crielpdruHa 32 CeKOja 3eMja, CC CO3IABA CO MHICPAKIMja Ha

145 Porter E. Michael, The Competitive Advantage of Nations, The Free Press,
New York, 1990, p. 30-38
148 Previsic, J.; Ozretié Dosen, B, Medinarodni marketing, Masmedia,
Zagreb, 1999, str. 95
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YSTUPHTE TPYIM HA HATBOPCIIHI CYOJeKTA M JIBS TPOMCHITVBHL
JlpeTe  HATBOPCIIHU TIPOMCHIMBH C€ RIATa M MOKHOCTHTC
(warcuTe), onera axropr ce™

+% (haKTOpH Ha ITPOK3BO/ICTBOTO;

«* MOBP3AHM IPAaHKM HA HHAYCIPUA - CIparerHjara,
CIPYKTYpaTa A PUBAICTBOTO Mel 'y KOMITAHUMTE BO MHITYCTPHjaTa;

+ YCIIOBH OJT CTpaHa Ha MobapyBavKaTa - Ha KBUTATETOT Ha
JIOMAITTHATA TI00APYBAKA

< clparerja M CIpYKIypa Ha IpeTIpUjaIdia U
KOHKypeHLIMjaTa MoMely HUB - TIOCTOCH-ETO Ha TPYIH (KJIACTepH) Ha
CPOIHHTE HITYCTPHN BO 3eMjaTa.

Tomumvkara 1 RIMjaHUETO Ha BIaJIATa BIjaaT Ha CHIS
YCTUPH JICTSPMUHAHTHL

daxTopuTe Ha TPOK3BOZICTBO NPETCTABYBAAT (PAKTOPH HA
KOHKYPCHTHOCTA Ha 3eMjaTa, HO aKO THE He Ce TIOCCTyBaaT JIOBOJIHO
edprKcacHo, cranyBaar HeriocTarmu, Tyka ReryBaaT ClI/THUBE ;.

+% YOBCYKH PeCYPCH, KOH JICHEC, CO TEXHOOTH]a C& OCHOBHI
CpeJICTRA, RIMJaHHIETO OfT 3HACHE 1 HA TO] HAYMH Ha CO3IABAMLETO HA
TEXHOIOTHja, MPH LIITO TI0CEOHO 3HAUCHHE MMA BUCOKO 00paz0BaHaTa
paboTHa CHIa;

% IPHPOIHUIC PECYPCH KOM OIpakaal MPSIMETH Kako
KBATHTET, OOrarcTBO 1 MPUCTAIHOCT HA HAIMOHATHITE 3SMIFIIIITA,
BOIM, MAHEpATH M €HEpIvja, JIOKALHja 1 OQNacTH Ha 3eMJUIIITE 1
Jpyri (HBHYKE PECYPCH, TeOrPa)Cki HINOKOHN 1 pacTojarKja Ha
TIa3apuTe;

+* CpCICTBATA HA 3HACHETO OHOCHO TEXHOJIOTHjATa IO
BKHOCTA CC HAOMaaT BEITHALLI TI0 YOBSUKHTE Ppecyper. Mepkire v
BOpOjyBAaT HAy4JHHTE, TEXHHMKUTE 1 TA3PHUTE SHACHHA, TIOTpeOHA
34 TIPOM3BOJICTBO U TPIOBH]a HA CTOKH U yYCITYTT;

+ pecypcH Ha KaITarl — KalTaioT ¢ OCTBApyBa o1 OpyTo
JIOMAIIHKOT TPOV3BOI, CTPYKTYpaTa Ha HAIMOHATHA 3AITEIH U
nasapurte HAa Karmmal Toa € MHOTYy MOOWIeH —pecypc.
[moGamBaipjara Ha TiA3ApUTE HA KarMTal JIOBEIyBA JIO
V3EHAYYBAE HA YCJIOBHUTE BO HAIMOHATHUTE NA3apH HA KAITATAT.
3roNeMyBameTO Ha KAIMTAIOT O¢ PealvBUpa TIPEKy MHBECTHIIM,
TaKa 1110 ¥ THE C& BKHHU TEMH Ha CTONAHCKOTO TPIIArO/TYBA-E HA
CIpYKTypaTa Ha €THa 3eMja Ha CBETCKHOT T1a3ap;

** nHPACIPYKIypa, Koja BKIIydyBa IPCBOXCH CHCIRM,
CHCTEeM 31 KOMyHUKAIMja, JEIOBHA VYCIyIM W OMBHUC
MH(pacIpyKIypa.

VYeioBd 07 CIpaHa Ha To0apyBadKaTa W BKITYdyBa
CJIGITHATE KOMITOHEHTY: HANPEHATA TIOTPeOM Of TOTPOIITYBAYH,
TOJIEMVHATA HA JIOMAIHWOT Tiazap, OpojoT HAa CaMOCTOJHU
TIOTPOIIIYBAYM M CTAIKATA HA PACT HA JIOMAITIHATA TI KA.
3a0BONTYBAE HA TIOTPEOMTE Ha JIOMAIHKOT TIOTPOIIyBad €
0COOCHO BEKHO 33 KOMITAHH]a KOja ja IPasii CBOjaTa KOHKYPEHTHA
MPEIHOCT, OMIIGjkK Toa TPETCTaByBa IMPETXOIHA TIOIIOTOBKA 3
yaHATe Oaparka Ha CIPAaHCKUTE TIOTPOLIYBadd. | onemuHata Ha
JIOMAITTHVIOT T33P € 0cOOCHO BKHA BO (pazara Ha eKOHOMCKHOT
pact u pazBoj. [Topamm roneMyHaTa Ha JOMAIHATA Tk KA
TOTIEMATE 3eMj MMAaT TIPSIHOCT, JIONICKA MATMTE 3eMjU O
TPYHYZICHH TIOPAHO Jid OTTIOYHAT CO M3BE3YBAHE HA CIPAHCKUTE
nazapu. CIpykrypara Ha moOapyBadkara M Ha Oapamsara Ha

JIOMAITIHUTE TIOTPOIIYBAYM C¢ BEKHM 32 TiepdopMaHchTe Ha

7 Strahinja, Dusan.: Politika i strategjja medimarodne razmjene, EXpress
digitalni tisak d.0.0., Rijeka, 2000, c1p. 31

198 Momprien m3BertTa) 3 KoHKyperTHOCT Ha XpBarcka 2006, Harworanc
COBET 32 KOHKYpeHTHOCT, 3arpe0, 2007, c1p. 9

CTpaHCKUTe TiazapH, OWIGKM O Toa 3aBUCH KBUMICTOT HA
TPOM3BOIITE.

Crpaterwja ¥ CIpyKIypa  Ha - TpeTpigjanta 1
KOHKypCHIMjaTa ToMery HHB € YeTBPTATA [IMPOKA KAPAKTCPUCTHKA
Ha HAIVOHATTHATA KOHKYpEHTHa rperHocT Bo [opTepoBrior Mozier.
Ogaa c1pareryja € 301p Ha aKTUBHOCTY TIPEKY KOH Ke CE TTOCTITHE
pmdjara. Crpareryjara ce OnHecyBa Ha TIOWIMOHHPARLETO Ha
KOMITAHUWTE Ha TIa3apoT M CIPOBEIYBALE HA AKTUBHOCTH KOH CE
PaIYHA Of OHHME IITO TW TIOCTUTHYBAAT KOHKYPEHTHTE WA
CJIMYHM aKTUBHOCTY OJ1 CTPpaHa Ha KOHKYPEHTHTE, HO | JIBETE CC Ha
PAMYEH HAYMH PeATMBUPaHH. AKTMBHOCTUTE KOU TV HAMCTHYBA
CTparerujara Mopa Jia OUIIAT YCOITIACCH! SJTHH CO JIPYTH CO CYITHI
TIO3UTVBHA MHTEPKOHEKIA M Jia (DYHKLHMOHHPA KAKO CHCTEM,
X¥lepapxuja TIpH [ITO HAIWIOKHOCTHTE Tpeda /ia OMTAT TIONeyIeHH.
CwHa KOHKYpEeHIIMja Ha JIOMAITIHHOT TIa3ap € OCOOCHO BaKEeH
TPBHYEH YeKOp BO TIOATOTBYBAHE HA KOMITAHUMTE 32 YUECTBO BO
MelYHApOIHUOT Tiazap. Telllko € Ja oc TpEIOCTAaBH  Jieka
TpeTIpHjaTHjara BO Mel'yHAPOIHH PAMKH MOXKAT JId C& CTEKHAT CO
KOHKYPEHTCKa TPSIHOCT, a Toa Jid He TO CTopaT Mpel IOMAITHHAOT
niazap. [loprep Bo OBaa cIpareryja M3HeCyBa /IBe 3HAYAJHH TIOCHTIL
Ilpeo, pa3muHM HALMKM C€ KAPAKTEPU3APAaT CO PANTHYHU
WJICOVIOTVIM HA YTIPABYBAHSE, KOH FITH TIOMATAAT HITA HE MM TTOMAraar
Ja VRpajaT HALMOHATHA KOHKYpEHTHa TpemHocT. Ha mprvep,
Ioprep ja eBuneHpa AOMMHAINGATA HA MEDKEHEPUTE BO
repMaHcKuTe U jaroHckure (rpmit. Toj To mpurwiysa oBa Ha
3HAYCHLETO 1O OBKE (PMPMH TO JIABAaT HA TIONOOPYBAHETO HA
TIPOM3BOIICTBCHUTE TIPOLISCH ¥ TIPOSKTUPAELETO HA. TIPOU3BOJIOT.
CrporvsHo ort 10, [loprep ja eBrrieHTvpa HAMMOKTA HA JIYFEeTO CO
(hrHAHCKICKA 3a/THAHA KOM YITpaByBaar co MHory (upmut Bo CA/],
Toj ro ToBp3yBa 0Ba CO HENIOCTUNOT OJT MHTEPECHPAE:S Ha (MpMHUTE
Bo CAJl 3a momoOpyBameTO HA TPOM3BOICTBEHHOT TIPOLIEC U
TIPOSKTHPAFLETO HA TIPOM3BOZIOT, 0COOSHO BO MieprioZioT Ha 70-TuTe 1
80-mvre rorMHM Ha MUHATHOT BeK. TOj, HCTO Taka, aprymeHTvpa
Jeka  (DMHAHCHCKATA HAMOK TPWIOHETA JI0  TPErayieMo
HAITIACYBAC HA KparkopouHute (uHaHcrcku mpuxomy. Criopen
Toprep, enHa o1 TOIGAMIMTE HA OBHE PaIAYHH WIISVIONMN HA
VIpaByBare Oia ¥ PeIaTMBHATA 3ary0a BO KOHKYPEHTHOCTA Ha
CAJl BO MHKEHEPCKO 3aCHOBAHWTE MHIYCIPHM Kale IO
Pe3yITTaTvTe 071 TPOFBBOIICTBSHUTE MPOLIECH 1 TIPOCKTUPAILETO Ha
NPOM3BOZIOT €€ O CeonharHo 3HauCHe (HA  TPUMED,
aBToMoOwIckara MHIycTpuja). Bropror TloprepoB 3axmmyqok ce
COCTOM BO ToA JicKAa TIOCTOM CIUTHA BpPCKA TIOMEly TONieMUTe
JOMAINIHA ~PUBAICTBA M CO3MABACTO W YIOPHOCTA HA
KOHKYPEHTHATA TIPS/IHOCT BO &/1HA MHTycTprja. CHITHOTO JIOMAITIHO
PUBICTBO TH MOTTUKHYBA (DHpMUTE 13 OApaaT HAYMHA KaKO 1A ja
3rorieMar epUKaCHOCTA, TIITO TH TPABH TTOCKITHH OfT Mel YHAPOITHATE
KOHKypeHTH. JIoMaIlHOTO pHBAICTBO BPIIM TPUTUCOK W U
TOTTKHYBA ~MHOBALIMMTE, TIONOOPYBAECTO HA  KBAIMIETOT,
HAMATYBAHETO HA TPOLLIOLIMTE M MHBECTVIPARLETO BO HAATPAI0a Ha
HaIpeHUTe (DaKTOpH.

BzaemHOTO JigjcTBYBaE,G HA CHTE OBHME YCTUDH
JISTePMUHAHTY Ha KOHKYPEHTHA TIPEITHOCT € PeLlieHa Ha TOj HA4VH,
IO BPCKUTE TOMely (JAKTOPUTE ¢ MHICPAKTUBHH, W JI00pata
TO3MIHja Ha eieH (HaKTop TIO3MTUBHO O O/pasyBa 1 Ha JIPYIHIE.
Hcro Taka, cmabocra Ha KOj OWio (haktop, TO OrpaHuHyBa
TOTCHLIMJAVIOT Ha CUTE JPYTHA.

Vnorara Ha mmaHcara € eneH on  [lopreposure
HaJIBOPCLITHA TIPOMCHIMBY. ' TEXHUYKUOT TIPOrPeC HOCH  HOBH
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MATCPHjUTH, TIPOTIECH 1 IMITIEMEHTAIT]A, CO3IABAJKH ja MOMKHOCTA
33 CYIICTUTYTH, KOM C¢ TeMel 32 CTCKHYBAE HA KOHKYPCHICKA
TpeaHocT. HaBpemeHo co3HaBar:E 3a TIOTSHITHHTE 1 OTICETOT Ha
HOBHTE TIOjaBH € IIAHCA 32 00e30e/TyBarke HA HOBY KOHKYPEHTHH
TPEITHOCTHL

Vrorata Ha BiamaTa € On TOMeMAa BDKHOCT 3
KOHKYPEHTHATA CTIOCOOHOCT Ha 3eMjara. MuCyerbara ce TIOTIeNeHH
riomery 1iBe KpajHocv. Epa, ieka aprkagara He Tpeda Jia ce Mellia
BO MpoQrieMHTe, U BTOpa, JcKa JpKasata Tpeda Jia TM BOIM CHTS
cerMeHTM on Tpouecor. [loprep mpemyiara Hocutend  Ha
EKOHOMCKATA TIONIMTVKA TIPH IIITO ja HANOMHYBA TIoTpedara of
HAMATYBAHE HA RIAAVHATE CTPATELIKA 1 MHIYCTPUCKH TIOTTHKH,
a HAMECTO HUB JIa C¢ OTBOPH IOMAIIHHOT TIA3ap M Jig CC CO3IAIAT
ATPaKTVBHA YCJIOBA 33 CIPAHCKM JpeKTHH WHBecvimm. Ce
3aKITydyBa JIeka, HE € BOKHO Camo Jia Ce TIPOVBBEITYBa, TYKY YIITe
TIOBKHO € 1A C¢ TIPOTABa, 1A OTTYKA, TeoprjaTa Ha KOHKYPSHTHA
MPEHOCT €€ 3AHMMABA CO TIOTPOLIYBAYKUTE MPOOTEMH KaKO H
TPOHAOT AETO 1 IOPHHHPAETO HA KITyJHHTE €/IEMEHTH IIITO OH O
TpOZIayIe TPOVBBOTIOT.

3. DAKTOPU KON
KOHKYPEHTHOCTA

BJIMJAAT HA

Enna on HajpokHMTE JIeKIMK 1TO Tpeda A ja Haydar
MeHallepyTe 1 TpeTTprjaTvjaTa JOKOIKY CaKaaT g TO JIOCTUTHAT U
OICTAHAT HA BPBOT HA KOHKYPEHTHATA CPE/IMHA BO CBOjOT OM3HHC €
TOKMy CaMara aHaBa Ha (JAKTOpUTC KOM RIMjaar Ha
KoHKypeHTHocta OITOBOPOT € TIOBP3aH CO WCKOPHICTEHOCTA Ha
pecypcrTe Ha TPSTIPUjaTieTo 3a M3Ppafda Ha KOHKYPCHTHA
nperHocT. CoonBeTHaTa CTpaTeryja Ha MPSTIPHATHETO € KITyJHHOT
(hakTOp KOj RIMjae HA KOHKYPEHTHOCTA HA TTA3apOT.

KoHkypeHTCKaTa TpEIHOCT € TepMIH KOj BO OCHOBA ja
OTCMKYBA CTIOCOOHOCTA HA KOMITAHH]ATa JISKA € BO MOYKHOCT Jia MM
TIOHY/IM Ha CBOWITE KITMEHTY OfIperieHa BpeHOCT. Bo komOrHarmja
HA pecypcure, TOIpeOHO € Ja O CO3IABa  BPGIHOCT,
PaCTIONIKITMBOCT Ha (JAKTOPH Ha TIPOM3BOJICTBO U id CE TIOCTABH
3ay1ada 3a 00e30eyBae Ha MO3UIMja 3 3HACHe U MHOBAIH. OBa
3HAYM JieKa CaMO OHKE (PUPMH KOH CE TIONTOTBEHH 1A e 3I00MjaT co
HOBY 3HACHA M KOHIMHYMpAHA MHOBAIMK, a HE CamO TOTOBH
TIPOM3BOIIH, HO, MICTO TaKa, TIPOH3BOICTBO 1 OMBZHKC TPOLIECH, MOKE
Jla CMeTaar Ha TIOBOJIHA TIO3WIMja HA TAa3apoT BO criopenoa co
KOHKYPCHTHTE, & CO TOA U Ha MITHHOT PazBo)j.

KoHkypeHTHaTa npeaHOCT MpeTcTaByBa CIIOCOOHOCT Ha
¢Ha OpraHM3AlMja Jid ja M3BCIyBa CBOjara paboTa Tonoopo O
JPYIUTE OPraHM3alvH, 34T0A IITO Ha TIOREKTHBEH 1 TIo(hHKaceH
HEFIVE /1 CBOUTE KOHKY DEFTIHA TIDORTSBCTYER CTOKE 0T YGIYTHA IITO
ceOapaar™ .

Crioco0HOCTa 38 YIPaBYBAE CO TPU3HABAHCTO HA
MOTpeOMTe HA LIENHATE TIAa3apH, OYEKyBAaHUTE IIPOMEHH Ha
Ma3APHUTe  TPEHIOBU M (UIKCHOWIHOTO — pearviparke  Ha
AKTMBHOCTHTE Ha KOHKYPCHTWTE, HO M ¥BOOPOT HAa COOIBCTHH
CIpatervy, TPSICTAaBYBAal aKTMBHOCTM Ol KOM Ke  3aBUCH
KOHKYPEHTHOCTA Ha 1eJIOKYITHHOT Pa3Boj Ha IPETIPH]aTHETO.

9 Bahva Nicolas, Competiive Knowledge Management, Palgrave
Macmillan, New York, 2001, p. 181

- I'panere Ha KOHKYPEHTCKA IPETHOCT
Yermpure Qroka 11110 ja rpanar KOHKYPEHTHATA IIPEIHOCT
Ce TororieMa e(PHKACHOCT, KBATHTET, MHOBALIMH ¥ 33/I0BOITyBAFLE HA
romomysadre'™

+ Sronemvena edrracHocT - OpraHMBaIIHTE ja 3roNieMyBaaT
CBOjaTa (pUKACHOCT KOra ' HAMAITYBAAT pecyperte (paboTHa Civia
I CypOBHHH) IITTO TY KOPHICTAT 32 IPOM3BOICTBO HA CTOKA M YCITYTHL
Bo JieHelnHaTa KOHKYpeHTHA CPE/IMHA. OPraHH3AIMITE TIOCTOjaHO
Gapaar HOBH HAYMHM 32 MICKOPHCTYBAFSE HA CBOMTE PECYPCH 34 J1a ja
TionioopaT erKacHocTa. MHOTY OpraHv3ald ja 00yqyBaaT CBojara
|pabOTHA CrIA 32 HOBY BEIITTVHH 1 TEXHHKH ITITO MM ¢ TIOTPSOHH BO
KOMIT]y TepH3UPAHHTE TPOHBBOICTBCHH KallaLATETH.

+ SroeMyBare Ha KBUTETOT - [Ipemmseuipre o v
CO3IABAAT TVIOOATHUTE OPraHFBAIMK, KAKO IO O eJICKTPOHCKHTE
TIPOM3BOIMTEITH, TIPOFBBOITSIIATE HA 3eMJONIRNICKH TIPOVBBOIH 1
eBporickuTe (MpMH 32 MAPKSTVHT M (DMHAHCHH, WCTO Taka TO
3rofieMja  TIPUTHCOKOT Bp3  KOMIIAHMMTE Jid TW  TomoOpar
BRIIIVIHATE U CTIOCOOHOCTUTE HA CBOjaTa paboTHA Ciia 3 Jid TO
TIOZI00PAT KBTATETOT HA CTOKATA M YCTyTUTe. YIIITe eJieH TOTTYK 32
TIOZIOOPYBAFE HA KBATMTETOT € M BOBGAYBALECTO HA TEXHUKU 32

TI07I00PyBAFLE HA KBATMTETOT TO3HAT Kako total quality management
(TQM).

+¢ 3ronemvena MHOBAIWjA - MPOLIECOT Ha CO3MIABALE HOBU
TIPOM3BOIM 1 YCITYTH LLITO TY Gapaar MOTPOLLYBadUTe, WM HAOTare
COBPEMECHH HAYMHH 32 CO3ABAG HOBU TPOMBBONM M YCIIYTH
TIPETCTaByBa NI0CeOCH NPEM3BHUK. VIeHalepHTe MOpaar Jia CO3IIaIAT
arvocdepa BO CBOWTE OpraHv3al ik BO Koja BpabOTEeHUTE Ke Oryiar
NOTIMKHATA ia Oupar wmHoamiBHU. OOWMYHO MHOBALWMHTE CE
ClydyBaal BO MM TpylM WIM THMOBM; MEHAIMEHIOT ja
JIELICHTPATH3Hpa KOHTPOJATA Ha PAOOTHUTE aKTUBHOCTH 32 CMETKA
Ha WICHOBHTE Ha TUMOT 1 CO3IABA OPTaHM3ALIMIOHA KYJTTYpa Koja To
HaIpaZlyBa OHOj IITO Caka Jid pUsvKyBa. PasOupamero u
PAaKOBOZICHETO €O VHOBAIPMIE M CO3IABARCTO HAa paboTHA
armvocdepa BO Koja Ce TIOTIVIKHYBA PYBHKOT, & Mely HajTeIlIKuTe
MEHALJEPCKH 3a/IAHHL.

+ 3ronemMyBare Ha 34I0BOJTBAH-CTO HA TIOTPOLITYBAYHTE -
OprasrBarmpTe ce 6opar 3a IOTPOLYBAYHTE CO CBOUTE TIPOM3BOIH
Y YCIIyTW, Tia 3a10a OOYydyBAHETO HA BpabOTeHWTE Jia Ownar
TIO/ITOTBEHH Jia TY 3JIOBOJTYBAAT JKJIOUTE HA TIOTPOLIYBAYHTE €
BaKHO 32 CUTE OPraHM3AIH, 3 OCOOCHO 32 OpraHM3ALMNTE IIITO Ce
3aHAMABAAT CO YCITyrd. Manonpoiakoara, GaHKuITe 1 OONTHUIIHTE,
Ha TIPUMEp, COCeMA 3ABUCAT OJ1 T04, KAKO HUBHHTE BPaOOTECHH C¢
OJTHECYBAaT M T 00e30e/TyBaaT BHCOKO-KBAATETHH YCIIyTH CO
asyMHH LIEHHL

MHnpaTopy Ha KOHKYpEHTHOCTA

Iocrojar raneM Opoj HA EKOHOMCKM W HECKOHOMCKU
(axTopy, KOM RIMjaaT HA ONpEIEyBAETO HA JIOMTOPOUHATA
KOHKYPEHTHOCT Ha HALVOHATHATA eKoHOMMja. | TiaBHmTe haxTtopu
HA KOHKYPEHTHOCTA Ce PATHKYBAaT BO B)EMETO M TpocTopor . Ha
PAHIVIPAEETO HA ITIOOATHATA KOHKYPEHTHOCT, Koja BO PETIOBHU
WHTEPBAH, ja VBIPalyBaaT HEKOJIKY MelYHapOIHH WHCTUTYLIAM,

150 Gareth R. Jones, Jennifer M. George, Charles WL Hill, Contemporary
- second edition, McGraw-Hill, Boston, 2000, p. 449 - 452
151 Hexow (paKropi Ha TPAALHOHAHATA KOHKYPSHIHOCT, KAKO CYPOBHHH,
KaIMTaT Wiy OpOJHUTE HeoOyUCHH PAOOTHH CIUT TYOAT HA 3HAYCHSE, JIOTICKA
HMBOTO Ha 00pa3oBaHKe, TIPABHATA W TIONIATHYKA CTAOFITHOCT, PasBojOT Ha
HHPPACTPYKTYPa, CTPOKYBAE 1 Pas3BOj] IMAAT O TIOrOJIeMa BYKHOCT.
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TOBAIFATA HA TIOGIMHEYHM 3CMjH, WCTO TAKA, CE MCHyBA -

Mef yHapoIHHOT MHCTUTYT 3a pasBoj Ha Menanvertor (MM]T) m

OIpETIEITYBa JICETTE , 3ATHH TPABWIA HA KOHKYPEHTHOCT ', a Tvie
153,

ce

«* CO3MaBARC HA CTa0WIHA M IPEIBUIIMBA 3AKOHCKA
OKOJIVH;

¢ pabora Ha (uiekcMOWIHA CIPYKTypa W IacTidHA
COTICTBEHHYKA CTPYKTYPR;

¢ VMHBOCTUPAHC BO TPYMIMOHATHA M TCXHOIOUIKA
MH(PaCIpyKIypa;

+¢ TIOTIVKHYBAaHC HA TIPUBATHATC JOMAIIHH 3AIITSIH W
VHBECTVLIAY,

¢ pa3BUBAHC HA AIPECHBHOCT HA CBETCKHOT TAzp H
ATPAKTUBHOCT 32 CTPAHCKHTE IMPCKTHA MHBECTHLINK,

+ 00e30e/yBaE HA KBATMTET, Op3vHA M TPAHCTIAPCHTHOCT
Ha RITATIATA U aJIMAHKCTPAHjaTa;

“* ONIKYBAC HA PAMHOTOKA Mely HMBOATA HA IUIATH,
TIPOYKTHBHOCT U JIAHOLTE;

+* 3aUYBYBAE HA COLMJAHATA CTPYKTypa CO LI Jid Ce
HaMAIAT PayKUTEe BO IUIATHTE W 33jaKHYBAE HA ,CperHara
Kaca’’;

+%  3HAYMTEITHO MHBECTUPALE BO 00PA30BAHKETO, 0COOCHO HA
HUBO HA CPCIHHUTC YYWMIITA, JKUABOTHOTO OOpa3OBAHKE M
paboTHa ca;

+* BOCIIOCTABYBAIE HA PAMHOTOKA HA HAIVOHATHATA W
mio0aTHATA EKOHOMMJa, CO IRV Jia Ce 00e30eIM OKIIMB PasBo),
MKy ONpP)KYBAHE HA CHCTEM Ha BPEOHOCTH TI0 MEpKAa Ha
TpalaHnTe.

4. CTPATETHJA HA KOHKYPEHTHOCT HA H3BO3HO
OPHEHTUPAHUTE IIPETIIPUIATHIA

Crparervjara koja ce (hopMyIpa ¥ UMITIEMEHTHPA BO
W3BO3HO OPHIEHTUPAHHTE TPOM3BOZICTBEHH TPETIIpHjaTyja, Tpeda 1a
VM OBO3MOYKH Ha HajehMKaceH HAUMH OJT TeKOBHATA TO3MLIFA JTa 08
IpeHecaT BO IWJHATA TIOCAKYBAHA TOUIMA, IITO O3HAYYBA
OCTBAPYBAHE HA KPajHUTE CAKAHW PE3YIITATH, T.¢ OCTBAPYBAE HA
KOHKYpeHTCKa TmperHocT.  [lpempujamijara  Tpeba ma ™
MAKCUMIBIPAAT  KOHKYPEHICKMTE TPSIHOCTH W Ja !
MUHUMIBUPAAT —KOHKypeHTckure —cmaboctv.  [lotpeGara  on
(hopMyIMparse CTpartervja € MOTMBUpaHa Of moTpebara Jia ce
TIOCTABH HACOKA 34 J]a €& OCTIOCO0H MPETIPHJaTHETO Jid MAHEBPHpa
HIB CHTHOTO OKpYKyBarse., Crparervjara e rorpeOHa 3a
PAIMOHATHO JId C¢ WCKOPHICTAT PECYpCHTE M Jia o¢ TPOMOBHPA
KOOpIMHHMPAH TeK Ha ONBHBALE Ha akTvBHOcTHTE. Ce pasOrpa ieka
ceKoja CIparervja 3aBMCH M O YCJIOBUTE BO KOM padoTar
MPETIPHjATH]aTa, CPSICTBATA CO KO pacriQyiaraar, Lie/iTe KO Tpeda
Ja ce octeapar urH. OBaa cIparervijara ce yIBpiyBa 3a MO
BPEMEHCKH TIEPHOI ¥ TPETCTABYBA OCHOBA 34 JIOHECYBAFLE OINTYKH
BO MAPKETVHIOT. BCyIHOCT, CTparervijara npeTcTaByBa HauyH 33 1a
CE OCTBApAT LITIHTE.

On TperXOmHO KOKAaHOBO 34 Ja MOXeMe [
(opMyrHpame KBUMTETHA CIpaTervja BO M3BO3HO OPHEHTHPAHNTE

152 National Competitiveness Council, World Economic Forum, Intemational
Institute for Management Development, The Heritage Foundation, World
Bark, Bank for Reconstruction and Development v 1p.

153 Intermational Institute for Management Development: World
Competitiveness Yearbook 2003, IMD, 2003, p. 1

TIPOFBBOZICTBCHY TIPETIIPHjaTHja HAJIPBO MOpaMe Ja TIPHCTAITME
KOH aHAITH32 HA OKPY>KYBAELETO Ha PETTIPHjaTHjaTa.

Ogaa aHaTH32 HA OKPY>KyBAFETO TpeOa 13 OriaT.

% CO2TR0VBArDE HA KOHKPENHUIME OOYEHU WL JIMEHITHUL
nompebu v Oaparka Ha TINTHATE TPYIH KOH KOU TIPETIPH]ATHETO e
HACcOYyBA WM Ma HAMEA T0a 1A TO HATIPABH,

% COIIEIyBAFLE HA TPCHIIOBHTE KOH C€ TPHCYTHH 1 RIHjaaT
Ha OQJTFIKYBAFGE HA WITHUTE TIOTPeOH ¥ Gaparka Ha CETalllHATE T
TIOTCHLIMjTHHTE TIRITHH TPYITH,

% COIIEMYBARC HA AaKTMBHOCTUTC Ha KOHKYPCHIATa,
OITHOCHO, CPOITHHTE TIPSTIIPHjaTHja KOH Ce 00pakaar KOH WCTa W
CIMYHA [IRTHA TPYTIA,

+*  O0JeKTVIBHO COIVIC/TBAH:-E HA MOKHOCTHTE M PRCYPCHITE Ha
TPETIPHATHETO BP3AHO 33 CETalllHATA Y TIOTeHIMjTHATA CaKaHa
TIOHY]12 HA TIPOVBBOITHITE.

Ilon comenmypare Ha CErallHOTO JIEyBAEe HA
MPCTIPHjAaTHeTo, TpY  OQMKYBAE HA  CIparervjara  Ha
TIPOM3BOIIHITE, TIPBSHCTBEHO Ce TIONpasorpa peaiHa M 00jeKTVBHA
aHA3a Ha TIOHYTIATa Ha TiporseoauTe. [Ipy Toa BakHO € 1a ce
TIOCTHTHE:

% O0JeKTHBHO COITICITBAHE HA BKYIHATA CEralllHa TMOHY/Ia
Ha MPOMBBOIMTE HA TIPCTIPHIATHETO BP3aHO CO 3aTOBOITyBAFLE HA
ToTpeOMTe 1 Oapar-ata Ha TIQJHATA IPYIa, KAKO U BOOUYBALE HA
€BEHTYAITHO TPUCY THHTE HEJIOCTATOLIH,

% CONICMYBAHC HA BPAMHOTOKCHOCTA HA  BKYIHATA
MOMEHTA/THA M TIOTCHIIMj/THA TIOHY/IA HA TPOMBBOIATE CO MUCH]ATa,
LEIMTe, W TEara cIparerja Ha MAPKETHHIOT HA OCTAHATUTE
TIpETIIpHjaTHja KOU Ce M3BO3HO OPHCHTUPAHH,

¢ COUICNYBAHC HA TMPHUMHUTE W TIOCICIMIMIE O
€BEHTYAUTHO MPHICY THU OPraHH3ALIMCKH FITH HEKOH JIPYTH MpoQyieMA
BP3aHV 34 CCTAINHATA TIOHY/1A HA TPOVB3BOIIHTE.

Tokpaj comemyBame HA CCrallHOTO JIGTTYBAMBE  HA
MPETIPHATHETO, TIOTPSOHO € 1A CE TPKICTAITA 1 KOH COITIETyBAH-E HA
WIHOTO JINyBAHE OJHOCHO MOXKHOCTUTE KOM T MMa Toad

TpeTprjatvie.

3AKJIYYOK

[pomennTe Kou ce CTydyBaar BO CBEICKATA EKOHOMHjA
JIOBSITyBAAT JI0 NOTpedaTa MaKEIOHCKH MPETIPH]aTHja, Jia TIOCBSTAT
NoceOHO BHYMAHHWE HA TIONOOPYBAE HA CBOjaTa KOHKYPEHTCKA
TPEITHOCT. MapKEeTHHIOT, OHOCHTE CO jABHOCTA M HAMATYBAFLETO
Ha TIeHATA MOKAT J1A TIOMOTHAT KPaTKOPOYHO, HO TpeDa Jia 3HaeMe
JICKa RIIOYKYBAFHETO BO BUCTMHCKATA CTpaTervja 3a Io00pyBake Ha
KOHKYPEHTHOCTA € OHa IIITO HABKICTVHA € TIOTPEOHO BO MITHHHATA.
Be3 Toa, noMartHITe peTTpHjatvja Ol PUBHKYBATIS J1a ja M3ryoar
MapKETUHITIIKATa 00p0a cO COPUCTHLIMPAHHTE CTPAHCKH OPEHIOBU
1 9eKopoT 00 MHOBAIHTE. OKOIHOCTHTE HAa MOJICPHATA EKOHOMUjA
ja HaMeTHyBaaT TioTpedara, TIpeTIpHjaTHjaTa MPEKy KOMOMHUPAHES
Ha Hajpa3IMUHATe CTpaTeIv M TAKTUKK Jia 00e30e/1ar mozoopa
KOHKYPEHTHA T03ULIHja HA [1A33POT.

3Ha4M BO JICHEIIHH YCJIOBU HA CTOTIAHUCYBAFSE 1 YCTIOBA
Ha IJI00AM3AIMja CeKOE MPETIPHjaTHe KOS € 3aMHTePECHpPaHo Jia
HaCTar Ha MelYHAPOIHHOT I1a3ap U ¢e pasdMpa Ha Toj raszap Jia
OCTBAPH OJIperIcHa KOHKYPCHTCKA TIPSIHOCT. 32 /i Ce TIOCTUTHE Taa
TIPEITHOCT TI0ceOHO Tpeda Jia ce 0OpHe BHMMaHVE Ha TPHMEHa Ha
COOJIBETHY CTPATEIVM BO M3BO3HO OPHCHTUPAHHTE IPOM3BOIICTBCHA
TpeTTIpyjaTHja 32 TIOCTUT HyBAHE Ha JIAZIEPCKa TIOSHLIjA.
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INTERNET MARKETING

ABSTRACT

The emergence of commercialization of World Wide Web
—Intemet dates back in the beginning of 1990’s. In a short time, the
enormous marketing potential (the world waes transformed into global
market, the marketing messages were globally spread, the marketing
activities were done almost without financial burden) was naticed,
especially by the big companies and institutions, and began to be mass
used . However, as one of the higgest theoreticians of competitiveness
Micheel Porter (2001) wrote, in a short time it was shown that the key
question in terms of the competitiveness of the companies wasn’t
weather the Intermet should be used in marketing aims but how it wes
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going to be used since the Intemet offered equal opportunities for
everyore.
This paper gives concise description of internet marketing,
defines its key characteristics, its roles within the companies and
among the consumers that is the areas of implementation. The paper
ends with an attempt to give direction how to manage with the intermet
marketing.

Key words: marketing, intemet  marketing

HMHTEPHETCKU MAPKETHUHI'

AIICTPAKT

Toderokor Ha KoMepiMjarBarja Ha Ceerckara rodaHa
Mpeka VHTepHeT NodHyBa Hekazie Bo TIOYeTOKoT Ha 1990 —Tetvre
TO/IMHA O] MUHATOTO CIOJeTVe. 3a Kparko BpeMe, OCOOCHO
TIOTO/IeMUTe  KOMITAHAMT M WHCTUTYIH, TY BOOUMja HETOBUTE
OIPOMHH MAPKETVHIIIKA MOYKHOCTH KOM MM THL HyIIM (CBETOT TO
HaIpaBy T7I00AVIEH T1a3ap, MAPKETHHITIKUTE TIOpaKH o TIIO0ATHO
JIOCTAITHY, MAPKETHHITKUTE aKTHBHOCTVI C& PeUrCH 0e3 (DMHAHCHCKO
OITTEPETYBAE) U TI0MHAA MACOBHO J1a T0 Koprctar. Ho, kako 1o
HAIMITIATT €/IeH O71 HAjrOZIeMHTe TeOpeTHHApH HA KOHKYPEHTHOCTA
Michael Porter (2001.), 6p30 ce nokakano eka KITyqHOTO Mparliare
BO BpCKa HAa KOHKYPEHTHOCTA HA KOMITAHMHTE HE € A [l C¢

BOBE/]

TNojapara Ha NPBHOT MAPKETHHIIIKY OITac Ha HTepHET BO
1994 rompHA W HETOBHOT HEOUEKYBAaH YCIIEX, IPEIBBUKAIA
BHUMaHKE Ha rojieM Opoj Ha komraHui. Tue yBuzierne Jieka Ha
WHrepHer ce Kprie OrpoMeH MapKeTHHITIKH ToTeHIjal. Beke Bo
2001 rommna, raremuor Teopervdap Michael Porter mam komertap
KOJ 1 JICHEC € aKTyeJieH: ,,KITy4HO Hpalliarke 32 KOHKYPEHTHOCTA Ha
KOMIIAHHjaTa He € JIUTM JIa C¢ KOPHCTAT MHTEPHETCKUTE YCITyTY T
He, TYKY Kako Ja c¢ KOpHCTaT BO HACOKA Ha IO Toe(HKacHO
PEKIIAMUPAE-E HA CBOUTE TIPOM3BOIA M YCITYTH .

KOpuCY VIHTepHET BO MApKEIVHIIKU LIE/M, TYKY KakO Jia Ce
KOpHCTH, OrTigjikil VIHTEpHET MM Hy/T! Ha CHITE €ITHAKBU MOYKHOCTI
TpynoT 1aBa KOHLIV3EH OIMC Ha MHTEPHETCKUOT MAPKETVIHT,
¥ JieprHAPA HErOBUTE KITy4HH KApAKTePHCTHKH, HOBHTE YJIOIY Ha
KOMIIAHUHTE Y TIOTPOLLTYBAYHTe, OHOCHO OQVIACTHTE Ha IPHMEHA.
Tpynor 3aBpiirysa co 00KIyBa 13 Jaie HACOKU KaKO J1a Ce
MEHAHPA CO UHTEPHETCKUOT MAPKETHHT.

Kityunu 300poBH: MAPKETVHT, THTEPHETCKA MAPKETVHT

3a Kparxo Bpeme, Beke o 2004 TompHa, IpUMeHaTa Ha
VHIEPHETOT ~BO  MAPKCTVHIOT — CKCIIOHCHIATHO  Pacte.
Anamupajk TH OpOjHUTE  HAYYIHO-UCTPKYBAYKH TPYZIOBH U
TpaKcara B0 KOMIAHHAMTE, MOKEME Jia M3BETieMa 3aKITyuOK JIeka
MHTEPHETOT Ce PasBivl, OJ MPSKA HAMEHETA 32 KOMYHHKALIIH, BO
KaHaT 32 TIpofgekOa M UCTPHOYLIja, OHOCHO JI0 Iuiarhopma 32
YIPABYBAHLE CO TIOTPOLITYBAYHTE U BUPTYRITHUTE 3ae/HIIH [35].

JIBe OCHOBHH HErOBH KAPAKTSPHCTUK My TO OBOSMOMKITIC
HaIVIMOT HANPEIOK: MHICPAKTMBHOCTA M JMTMTAIHATA TPUPOLIA.
VIHTepakTvBHOCTA MMA JIABA HOBA JIAMCH3H]a Ha KOHTAKTY HA CHTE
YUSCHHIIM HA TIA33pOT, cO TIoceOCH aKIeHT HAa MOKHOCTA 32

MelyCeOHO TIOBP3YBAFE HA TIOTPOIIYBauHTe, [IMrvTaHa mprpora
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OBO3MOXKYBA CTICTICHHC HA CHTC VHTEPAKIMU BO CJICKTPOHCKOTO
ONKPYXKYBAEbE, IIITO MM JIABA HOBHM TIOBUCOKW JIMMCH3MM HA
KITyqHHTE MoApadja Ha MAPKETUHIOT KaKO I1ITO CE UCTPKYBAHE Ha
TMa3ApOT, AHABUPAE HA BIAJIGCHETO HA  TIOTPOLIYBAYHTE,
VIPABYBAHE CO MAPKSTUHUKHOT MUKC, MEPCH:E Ha )eKTVBHOCTA
HA MapKEIVHLIKUTE aKTMBHOCTH M HEIPEUeHO KOPHCICHE Ha
CBETCKVIOT ITI00AIEH TTa3ap 33 MATH (PHHAHCHICKH CperIcTsa [3].

Watepreror, QuaromapeHre Ha  CBOMIC  MOKHH
KApaKTEPHICTIKY 32 TIONZPIIKA HA MAPKETUHILKUTE AKTUBHOCTY,
Ops0 ™M Harepa KOMIAHWMTE Ja TO TPHMEHAT Kako e Off
MapKSTVHIIKATE aKTWMBHOCTA (P, yIITe €neH KaHal 3a
KOMYHUKALMHA WM TIponapk0a) [ TO TOCTABaT Kako BOICUKU U
00GIMHYBAYKH CETMEHT (CO KIIACHYHHOT MAPKETVHT, MAPKETUHT' BO
TISYATEHNTE MEAYMH, PAZIFIOTO, TENEBIBHjara) BO CTparervjara Ha
MApPKETUHILIKATE AKTUBHOCTYL.

1 HurepHercK MAPKETHHT —OCHOBHH IIOMMU

Bo Opojaure HaydHO — WCIp@KYBauKd TPYIOBH H
JMTepaTypa CpekaBame padMuHM JIODUHAIMM M HA3WBH 32
NPUMEHATA HA MapKEIMHIOT BO PAMKUTE HA EIEKTPOHCKOTO
OTKPY>KYBAHhE, TIOYHYBAJK OJT HA3UBOT HHTEPHETCKH, EIIEKTPOHCKY,
MHTEPAKTVBCH, MTUTATIEH T1a ce 10 HazupoT online mapkevrr. Cure
TVie Ha CBOj HAYHH ¥ OJ1 CBOC IVICIIVILITE CC TOYHH, HO HE Y TIOTTIOVTHHL

Teopujara Koja TH M3yHyBa MAPKETHITIKUTE aKTHBHOCTH
HA KOMIAHMMTE BO EIEKIPOHCKO OIKPY)KYBAE KaKO U
MapPKETVHILIKATA TPaKCa HAJ4ecTO IO KOPHCTH MIOMMOT MHTCPHETCKA
MapKETHHI, HO CO TOJIeMa TPHCYTHOCT Ha TIONMHUTE EJISKTPOHCKH
MapKETHHT, IHTCPAKTHBCH MAPKETHHI Y ATVITATICH MAPKCTVIHT .

Chaffey u mp. (2009) mpeu 10 AehrHMpaTC TIOMMOT
UHIMEPHEMCKU  MOPKemUHe Kako TIPUMEHA Ha HHICPHETOT H
OCTaHATUTE VMH(OPMATHYKO -KOMYHHKAIWICKA TEXHOJIOTMM  BO
KOMOVHAIMJAa CO TPIMIMOHATHUTC METOIM BO HACOKA HA
OCTBAPYBAHE HA MAPKETHHILIKY TR

Enexmporciu mapkemure € TIOIAPOK TIOMM  OWZIgiKA
MHTEPHETCKHOT MAPKETHHI TIPSTCTABYBA CAMO €/ICH HETOB CCTMEHT.
EJISKTPOHCKHOT MapKeTUHI € MHOKECTBO Ol  MHTCPHETCKH
MapKETVHI, MApKETVHI' Ha 02371 Ha TIOJATOLM U YIPABYBAHE CO
OJHOCHTE €O TIOTPOLLIYBAYUTE BO PAMKHIE HA EJIEKIPOHCKOTO
OnKpyKyBarse  (Electronic  customer  relationship  management,
eCRM).

Enexmporcru maprenure € TipiMeHa. Ha THOOPMALICKO
— KOMYHMKALJICKMTE TEXHOJIOIVM BO TIPOLIECOT HA CO3/IABAH,
KOMyHMIIDAFE M WCIIOpaka Ha TPOMBBOIM M YCIYIH Ha
TOTPOLYBAYUTE, BO YIPABYBAELE CO OHOCHTE CO MOTPOLLBAYHTE
BO HACOKA HA COB/ABAFG HA KOMIIAHWJATA U JPYTHITe BKITYHEHH
CTPaHKIL

Jlueumanen  mapKemure TIpECTaByBa KODHCTEHEC Ha
paymmHn  rutanan  TexHoorv (BED, ediorma, Gasu Ha
nozaTory, MOOWIHA TejleoHMja, JMIVITAIHA TEICBM3MjA) 34
TIOIVIPIIKA HA MAPKETHHIIKUTE AKTBHOCTU CO KOM KOMITAHHjaTa
TPURICKYBA HOBU W TW 3IpKyBA CIApUIe TOTPOLIYBAYH,
WHTCPAKIVIBHO KOMYHHIPAJKA CO HHUB TIPEKY TOBSKS KAHAIHA
HCTOBPEMEHO.

Enna on HajMokHuTe Kapakteprcvky Ha ViHTepeHeToT e
HErOBATA MHTEPAKTUBHOCT. TOKMY 33108 U TIOMMOT HHTCPHETCKH
MapKETVHI' YeCTO Ce TIONCTOBETYBA CO TIOMMOT HHTCpAKTHBCH
MapKETVIHT. MHmeparimuger MapKemurHe TIpSTCTaByBa MHTETPUPaH

TIporieC Kaj KOj TIOCTOjaT TBOHACOYHA KOMYHHKAITAN Ha PeSIaIija
KOMIIAHAM — TIOTPOLIYBAYM CO KOM KOMITAHWHMTE TO OCO3HABAAT
RIAICCHETO HA TOTPOLIYBAuMTe (HUBHUOT HHTEpEC, IOIpeda,
MUCTICHSE, TIOPAKYL, FITIEN) CO TIRJT /I3 ja 3TOMIEMAT ,.B0 HUBHHU 04X’
BPEIHOCTA HA CBOWTE OpCHNIOBH, TIPOMB3BOMM M YOIy TIPEKY
COOZIBSTHY KaHATA BO COOIBETHO Bpeme. OBWe MHTCpaKTVBHA
TIPOLIECH O M3BEIYBAAT TPEKY MH(DOPMAIIHCKO - KOMYHHKAIICKUTS
MPCKH 1 YPEIITE TPUKITYUICHH 32 HUB.

Co pasBOjOT HA MOOWIHHTC KOMYHHKAIIMCKH YPSIH
(arrrort - komImjyTepuTe, TAONET  KOMITYTEPUTE, MOOWIHUTS
Tenepory, mavernure Teneporr, GPS ypemire, USB  Flash
YPeIMTe ¥ ITIATOKHUTS KAPTUIKW) CC TI0jaBA HOB CEIMEHT Off
EIEKTPOHCKHOT/MHTEPHETCKIOT MapKETVHT HapedeH MOOWIeH
maprerure - (mobile  marketing). Ako ce 3eme BO TpemBHI
EKCIIAHVICKHOT PasB0j HA MOOWITHITE KOMYHHIKAIICKH YPeIH,
ABTOPUTE HA OBOj TPY/] CMETAAT JIcka MOOVITHHOT MAPKETHHT O30
ke 3aB3eMe JIOMMHAHTHA YIIOra BO PaMKHTE Ha EJICKTPOHCKUOT
MAPKCTVIHT.

Bp3 ocHora Ha ocTanHuTe AehMHALAN 1 TPEHIOBUTE Ha
Pa3B0j HA TPUMEHATA HA HOBHTE TEXHONIOTWMM BO MAPKETHHIOT,
MOXKe Jia C€ 3aKTy4H JIeKa TIOMMHUTES MHTCPHETCKH, CJICKTPOHCKY,
VHTEpaKTVBCH, JWTWTATGH W MOOWIEH MApKEIMHT e
HCTIPEIVIETYBaaT 1 TeILlKO Ce pazvKyBaar. Bo vHiHa Toa ke Orze
VIIITE MOTEITIKO. 3104 aBTOPUTE HA TPYIIOT ja MPS/IAraaT ClISIHATA
TehrHIIMja Koja BO Iio0aa ke TH oraty cute HUBHH TIOOMTHA
KapaKTepHICTUKH.

Enexmporciu maprenume TIpECTaBYBA KODHUCTSHE Ha
MH(DPOMATIMKO — KOMYHUKALIMCKUTE TEXHOMIOTVH (TIPBEHCTBEHO
HHTEPHETOT) BO IPOLIECOT Ha CO3MIABA:E, 00palOoTKa, IMCTPHOYIja
1 KOMYHHILIVIpar-e Ha BPETHOCTH 32 TIOTPOLITYBAuMTE 1 YITPABYBAFS
CO OITHOCHTE CO TIOTPOIITYBAYHTE.

2. bazumunu
MAapKeTHHT

Kapakrepuctuku  VIHTepHercku

Crmpema  Mulbemu  (2011.), MHTEPHETCKHOT
(&JIeKTPOHCKMOT, MHTEpAKTUBHHOT) MAPKETUHI CE OTMKYBA CO
CIIGTHUATE YSTUPY KITyYHH KAPAKTCPHCTHKYL:

- CeOazupa Ha MHOPMALTH

- MurepakmiBHOCT

- MOXHOCT 32 TUPEKTEH OI13KB

- Buicok cTerieH Ha MEpIMBOCT Ha o()eKTHBHOCTA.

Ipen ce', MHTEPHETCKMOT MapKETMHI Ce TeMe Ha
uHGhopMaLL, OOHOCHO HA OA3A HA NOOAMOLU 3 TIOTPOIITYBASFITE H
HMBHOTO BiasieeHe. Toa € M OCHOBHATa KapakTepHCIKAa M Ha
TPATMIMOHATHAOT MAPKETHHT, HO HWHTEPHETCKUOT MAPKESTVHT
COOMparETO, 00padoTKaTa, TPSOAPYBAETO M MPC3CHTALMjaTa Ha
MOZATOLMTE 32 TOTPOLIYBAYMTE W HUBHOTO BIAIECHE BO
EIIEKTPOHCKOTO ~ OIIKPY)KYBAhe, OnarorgpeHrie  Ha — CBOjara
JUTVTATHA. TIPUPOJIR, TO HRIMIHA HA €IHO TIOBUCOKO PAMHHIIITE.
WNmeno, orpomauTe 02311 Ha TIOATOLM KO TY KOpycTH MHTepHeT 1
epHKacHaTa TEXHOMOMMja 32 KOMYHHKALIJA CO TIOTPOLLYBAYMTE
OBO3MO)KYBAaT JieCHA WICHTU(HKAIMA HA CEKOj TIOTPOLIyBad
TIOCMHEIHO, TIPCI3HA CCTMEHTAIMA U TApreTparse  Ha
TIOTPOLIYBAYMTE M TIPUCTIOCOOYBAE HA CHTE MAPKESTUHILKA
AKTVBHOCTH (TOHY/Ia, 1ICHA, KaHaT Ha TPOIak0a M IUCTPHOYIIH]a,
KOMYHHKAITAH) CTIPEMA CEKOJ TIOTPOIITYBaH TT0CEOHO.
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Hrmeparomuerocma, KaKo BTOpa GazyaHa
KApAKTEPHICTUKA, ~ OBO3MOXKYBA ~ JIBOHACOYHA  PAMHOIPABHA
KOMyHHKAIja Mely CUTe BKITY4CHH CTPAHH, HE3ABHCHO JIVIA OC
paboTi 32 MApKETVHIIKA KOMYyHHKAIWja, TPAHCAKIMJA I 32
YIPaBYBAHLE CO OHOCHTE CO TIOTPOLLyBauHTe. MHTepakiBHOCTA TO
TpaHoOpMHpa HAYMHOT HA CIIPOBCIYBAE PCUMCH HA CHTE
TPAIMIVOHATHA MAPKETUHITKA  aKTVBHOCTH (KAKO IITO ¢
METOJIMTE Ha ONPS/YBAhe HA TICHATA, HAYMHOT Ha MOk WK
OIVIACYBAMLETO) OJT aCTeKT HA HUBHHOT OOIVIK M METOITM 11 TEXHVIKI
[19],[25],[26],[9)]

Tperara Oa3uuHA KapakTepriCTKA € TIOCTCIMIA Ha
BIOpaTa (MHTCPAKTUBHOCT) TIPECTABYBA MOMCHOCINA HA OUPEKTHEH
003U6 peyuCl Ha cume OOIULUL HA MAPKEMUHWIKU akmusHocu (TIp.
KIMK HA ODac TpH ONRCyBame mpeky Mareprer). Kaj
TPAMIHOHATHHTE MAPKETHHITIKY AKTMBHOCTY TOA € HEBOBMOMKHO.

ErvpieHImjata v aHavzaTa HA JMPCKTHUTE OI3UBY, ja
OBO3MOKYBA YeTBpTaTa OasHA KAPAKTEPHICTUKA GUCOK CIMENEH HA
MEPIUBOC HA eqhekimume Ha Culie MAapKemUHIUKLL GKIUGHOCHTU
CIPOBEIICHH BO €JIEKTPOHCKOTO ONKpy»KyBarse [32], [3]:

MepmBroT eekT oTcekorain Owl IViaBHA I Ha
MapKSTVHIIKATE  CTCIAACTY, OWIgKM WM OBOSMO)KYBA
JIOHECYBAFC HA KBAMTCTHA ONIYKH. BO  TpaIuIMOHATHHOT
MapKETVHI' , METOJIATA Ha JIMPCKTHH KOHTAKTY JABAIA BHYIUBH
Pe3YITTaTHL, HO HEJ3MHUTE TeXHHKH Ovie ckarv 1 OaBHU. MHTepHeT
MapKCTMHIOT CE CMCTAa 32 JMPCKTCH HACTCIHVK HA OBAad
TPaMIMOHATTHA METOMA, C& pasOrpa CO 3HAYAJHM TIONOOPYBAHA
TIOpav KOPHCTEH:E Ha HOBUTE MH(HOPMATHYKO — KOMYHHKAIMCKA
TEXHOJIOTVIHL.

Ho, MHTEpHETCKHOT MAPKETHT MIMa M CBOH CJTA0H CTPAHH,
KOM TIPOMTIETYBAaT Ofl HETOBUTE MHTCPAKTVIBHN KAPaKTCPHCTHKHL
veHo HamecTo, Kako HACTICTHUK Ha JMPSKTHHOT MAPKETVIHT, J1a ja
3ACHITM  KOHTPOVIATA Bp3 TIOTPOIIYBAYMTE, CE CITydyBa OOpATCH
TIPOLIEC CO KOj Ha MOTPOLLYBAYHTE MM € OBO3MOKEHA KOHTPOTIA HAl
MHTCpaKIMjaTa cO KOMITAHHHTE U TIOBUCOK CTETICH Ha TIOBP3YBAFe
HA TMOTPOIIYBAYMTE KOj WM OBO3MO)KYBA JIOHOCYBAFRC HA
TIOKBTMTSTHU OIYTYKH TP M300p HAa KOMIIAHMjaTa O Koja ke
copaboryBaar. [lopa/i Toa, MHTECPHETCKMOT MAPKSTWHI CTaHa
TI0ce0HO Topadje Koe 6apa MapKETHHITIKY CTISTIMjTHCTH CO COceMa
HOBH TIOIVIG/TH 1 3HACH:A 32 MAPKETHHITIKHTE AKTABHOCT.

AKTVBHOCTHITE BO PAMKHTE HA MHTEPHETCKUOT MAPKETVH,
BOIJIABHO CE CIPOBE/YBAAT BO KOMOHMHAIT]A CO TPaIMIOHATHHTE

MAapKCTHHITIKY aKTUBHOCTY M OBO3MOKYBAAT HUBHO YHAITPC/TYBAE
CO TMOMOII Ha TIPSAHOCTUIE KOW IW OBO3MOXYBAAT HOBHIC

TEXHOJIOTVIHL.
3. Hogaysiora Ha OTpoLIyBa4YHTe

Hajronempire rpoMeHH Kaj MApKETVHIOT BO JIOMEHOT Ha

EJIEKTPOHCKOTO OIKPY)KYBAEE, BO OIHOC HA TPAIMLMOHATHOTO
OIKPY>KYBAEhE, CE TIOBP3AHH CO HOBATA YJIora Ha TIOTPOLITYBAYHTE,
Ounejiku VHTepHer ja Hava yyorata Ha KOMITAHAATE U IpYTTe
WHCTATYLIMHM, & ja 37OVieMM JIOMUHALIMjATA HA TOTPOLIYBA4UTE,
OITHOCHO ~TIOTPOIIYBAYMTE Off TIACHBHM KOHCYMATODH —Ha
MH(OpMAITIH CTaHAA IOMAHAHTHI YHHHATSITHL

HMako HOBHTE TEXHOIOTMH OBO3MOYKYBAAT MHOT'Y TIOTOJIEM
VBUJI BP3 BIJIGCHCTO HA TIOTPOLIYBAYHTE, TIOTPOIILYBAYMTE Taa
VCTa TEXHOJIOTHja ja KOPHICTAT 32 KOHTPOJA (YeCTO M HECBECHO) B3

VHTEaKIMjaTa O KOMITAHUMTE U MHCTUTYTIrTE. [lotportyBasime

ce' TIOBCKC WHCHCTMPAAT aKIMBHOCTUTE BO paMKHTE HA
WHTEPHETCKUOT MAPKETVHT Jid C¢ TeMeyiaT Ha TAaKAHAPCYCHUOT
permission mprictart. OBoj MprcTart Oapa COITIACHOCT 07T CTpaHa Ha
TIOTPOILITYBAYHMTE 32 HHTEPAKIIHja CO KOMITAHHHTE (TIP. TIPHMAFE Ha
JPEKTHY e-TI0IITa, TIopaki Ha DejcOyK, ...). [ lotportysador crana n
AKTMBCH UMHMTRI HA BpSOHOCIMIM BO  EIIEKTPOHCKOTO
OIKPYAYBABC.

Tocnenvima o Toa € Kpenpare Ha HHTEpakIvja BO Koja
TIOTPOLIYBA40T MMA YJIora Ha TIOHY/TyBay, a IPYTHTe TIOTPOLLTyBayH,
KOMIAHUHTE 1 RIAAVHUTE MHCTUTYLIAM MaAT YJIora HA KOPHCHUK
(urrepaxtmja C2C, C2B 1 C2G Ha Crvka 1)[B).

Hopara yrnora Ha TOTpOIIyBaYMTE BO EJIEKTPOHCKOTO

ONKPY)KYBAIRE RIMja HA CHIC AaclieKld Ha WHTEPHETCKUOT
MAPKCTVHT, Off MCTPEKYBALCTO HA Ta3apoT M RIANCCHCTO HA
TIOTPOIIIYBAYHMTE IO YIPABYBAHE HA OIHOCHTE CO HHUB, OTHOCHO CO
CHITE €JIeMEHTY CO MAPKETHHITIKHOT MHIKC.

Torpomysas Kovnaegja Baama

Tlorpomysas - noTpomysan Kovmanmjz - norpomysas Brana - nopomysas
cc BIC GIC
aykunja (eBay) npotakta (Avasok) E-yeayrs (upujaa sa mopes)
—— peer —’peer (Skype) MapRETHET ?Jlfum [Lulll‘ms:) [h{(lmp\l:nnlupsﬁmu B
Ginoroem HETEDIKIE]1 €0 MaPKA Ip&aBaTa
OUITECTEHR MpEAH (Mercedes) amvumnerpangja (BED evpana ma vem
(Facebook) weaym (CNN) ECTEpCTBaTA)

‘o nocpeemmn (Expedia)

MoTpomysay - koxmaEKja

Koumanjs - ovmaEgja

Baana - kovmaggja

Kovmamgja B BB G2B

00pATEE AKTHEEOCTH e-yeyre (Google AdSense) E-yeayra (npe1asate Ba J0kVMeRTH)
(Priceline) MAPRETEHT 0IBOCH Hrgopyansn 32 MpaBAATA PETTIAME]a
TOBPATHE HEQOPMAIRE - (MarketingProfs) Ha JeI0BHOTO paioTerse (pomacH)
feedback (omuTecreenn B2B online masap
METHYME)
Buan Tlorpomysas - 5121 Torpomysat - B1a1a Bram - B1am
Q6 BG GG
T0BPATHE HEQUDMATEE - | NOBPATHN KEQOPMANEH - E-yeyre (seryap#assa pasvena 5a
feedback (ommrecrsenn | feedback (16BN B KeBIaTEER EEGopyannH)

METHYME)

Cruka 1 Tlperyien Ha MOKHUTE TPaHCAKIIMK BO PaMKHTE
Ha MHTEPHETCKHOT MAPKETVHT

Bp3 ¢opmiparse Ha HOBaTa YJora Ha TIOTPOLIYBA4OT
0co0EHO BiTHjayie HEKOW MHTEPHETCKH CEPBHCH, KAKO I1ITO Ce:

- Hureprerckure mpebapyBaunt  (Search  engines) wmja
MPUMEHa € He3a00uKarieHa Bo cute Online akmMBHOCTH Ha CeKoj
kopuchik Ha Mureprer. Ilpeky HMB TmoTpOIIyBabor Gapa
MH(OPMALIH 32 TIPOMBBOIATE M YCITyTHITE 33 KOH € 3AHHTePeCHPAH.
Toj He yexa 1a Tv 100ve Tvie MHOPMALTV, TyKY caMm Tvi Oapa, Haora
1 B3 OCHOBA Ha HUB OITy4yBa Ha Koja KOMITAHH]a Ke O MPHKITY L.
Bo ¢azara Ha nmpebapyBarke TpecTaByBa  TOTCHIMjAICH
rotporysad. [lopaay TomysapHOCTa Kaj KOPHCHHLMTE, HO M
TIOPA/TA MAPKSTUHIIIKUTE YCITYIH KOM MM T Hy/IaT HA KOMITAHUHTE,
TpeOapyBauiTe CTAHAA BOKSH JIETT Ol MHTEPHETCKATA MAPKETHHT
cIpareryja.

- Tloxpaj mHTEpHETCKITE TpebapyBavX 1 OMILITECTBEHHUTE
MEJTMYMH, OITHOCHO OITIITECTBEHHTE (COLMJATHITE) MPEKHA OIIAIPaa
3HaYgjHa yjora BO TpaHopopMaljara Ha | yiorara  Ha
TIOTPOLLYBAYUTE BO COBPEMEHHTE MAPKETHHILIKH IpoLieck. VMeHo,
TV ¥M OBOSMO)KYBAaT Ha TIOTPOIIYBAYHTe MelYCeOHH JAMITATHA
KOMYHHKAIlMM M pa3MeHa Ha HMHG(OPMAIMK 3 TPOM3BOIMTE 1
YCIyIUTEe 33 KOM Ce 3auHTepecHpaHd. Tve mH(popMaimm, a He
vH(popMaIrMTe O 3BAHMYHATS MAPKSTVHITIKA AKTWBHOCTH Ha
KOMITAHHHTE, CTAHYBAAT TIPHIMAPHH TIPH JIOHECYBAFLE HA OZNTYKA KOj
TPOM3BOII 07 KOja KOMIIAHK]A Jia TO KyTIaT, OTHOCHO Koja ycyra €
TIOTIOBOJTHA 33 HUB. Bo Taa HAcOKa KOMITAHMMTE C¢ TIPHHYJICHH Jid
O0pHAT ITO TIOrOJIEMO BHHAMAHWE HA  OMILITCCTBEHHTE
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MEIIYMI/MPEXH, OIHOCHO HA TPYNAANTE HA KOPHICHHL KOW TH
KOPHICTAT, HA HUBHHTE MHTEPECH 1 HA COIPYKUHUTE KO Mel yCeOHO
TV Pa3MCHYBAAT.

ToumtyBajku ja pacredxara ysora Ha HOTPOLIYBAYUTE 1
oraraukara Ha komnarpmre  Deighton 1 Komfeld [11] Bo rBHara
MefyceOHa MHTepaKivja IerHAparie S5 TpyNy Ha aKTVBHOCTU Ha
TIOTPOILITYBAYUTE BO EIEKTPOHCKOTO OIKPYKYBAHE, Peakiifjara Ha
KOMIGHIMTE HA THe AaKIVMBHOCTM ¥ T0jaBara HA HOBU
MaPKETVHIIMKHN akTrBHOCTY (Tabea 1).

Artighocm ka NOMPOUyBIYNE 60
TEKMPORCKD DDy TSR

Peaxuuja va woxnaumne co ie ko
ENOTRFE 02 RO AP REMUAUKIONG 1T

[ojusa ka kosunodpayjana
MAPREMUHLININE BCMEy el

Tipefiapyzase Ba HaTepaer 20 n0Tparaga

Cleleme B INTHTE I0CTABERE B2

OITEMINT}2 31 ERTEPRETCRITE

(apTiomR) B DoBpaE0cT EETepEer 247

DOTPOIYBATITE B ETEXTPOECKD, BV E B
TPRIENNOEATH) OIK]TAYBAEE;

‘TEGOPMINNN E 330282 ‘ETEDEET OpefapyBaan; IPLTTOTVEARE E | NPe0apyBaka (search engine uptimafizion
Bef crpagmmana; eEa vapkeremia | SEO), search engine marketing
KOMVRNKAIN]a (I CIOMOPE]AEN THEK1EE
£ Googke).

Kupucteme a2 TaraTa T ypem (16188 2 IKTHRROCTATE B2 Tlazap 82 NPACTAN B2 ROPRCENIATE (market

iaccess), Ip. Te0JORAACK MaPRETAET

PECPETEYEA B BA KOPICENTN
PasueEa 52 JETNTATEN cOTPATEN (], 'KoEKypEpaR 2 coTpRIHATA EL VOpaEyBaRE CO J0TATEN YCITE N A0TATE
syamka 8o MP3 optar) m prr 'KOPHCRINNTE CO CONCTBERN COTPATRR (I. | MAPRETHAMIKE KaEATH
TPECARTER ToMery Kopncamme (1p. | {Tunes Kawo Lxadopya s TATITATER
eBay) TuCTpRGYEE]2 B2 MYIHKR); KODHCTERE EL

‘0BT LIATHOpNA 12 T0CTPRGF N (.

Kooimannjara rm BYT8 caomme IpORsENTE

1pexy . eBay)

Kopncteme a sapryaten npesmurernn | CHOBSODEpAREH N0 TRAYEAE B VIpaBYBRECO BUDTYEIRNTE 31 TEAMN
ALIEYBARE BOBUDTVETNNSACTENIN | BUDTVEINATE Ja¢ HLN; BETEROKINRco | (communify managemen)

IOTPONIY AT DK DITETCREENTE
MEEMI MpERR

Kovnagmme kpenpaar afazen
EDEATHBEN COTPANER L1H 10 BOTIDAYBAAT
EHBAOT) CTEAARE 01 CTPAEA KA
KOPHCHRLN; N0TPAYBiG2HA BIREOTD
MR

Tabena 1. AKMBHOCTM HA TIOTPOIIYBAYMIS BO
EIIEKTPOHCKOTO OIMKPY)KYBAH-E M HIBHOTO BIMjaHKE HA TI0jaBaTa Ha
HOBH IO/Ipadja 07T MAPKETHHITIKOTO JIgjCTBYBAFC

[Mppure 1B TpymM HA aKIVMBHOCTH PeCTABYBaAT
WH/IVBYYITHO JIGjCTBYBAH-E Ha TOTPOIILYBAYMTE BO EJIEKTPOHCKOTO
orKpyxyBarse. Koprchuipme Ha VIHTEpHET, PpeKy MHTEPHETCKUTE
npeOapyBadw, Oapaar nHbopMarpK 1 3a6aea. [ Ipexy comprkuHara
Ha TOCTABSHOTO Oaparse THe TH OTKPHBAAT CBOMTE NOTPEOH, JKeyIon
1 miaHoBd. [IpebapyBador ¥M Hy/IM COMYKMHI Kako OZFOBOP Ha
OapameTo. baparero 1 TIOHYICHITE CONYKIHN C& MHOTY BAKEH
V3BOP 32 PB3MHICITYBAEETO HA KOPHICHULIATE (TIOTPOLIYBAuH I
TIOTCHLIMJTHH TIOTPOLITYBAYH).

KoMrianwjara rv crieay v aHamz1pa OBHE aKTHBHOCTH, Tia
Bp3 OCHOBA HA JIOOMEHHTE COIVICIyBAM:A, PeArvipa CO COOIBCTHH
METOZM M TEXHUKH BO PAMKHMTE HA WHTEPHETCKHOT MAPKETVIHT.
AKIVBHOCTUTE HA KOMITAHWjaTa CE& HAacOYeHH KOH CEKO)j
TIOTPOLITYBAY  TIOOZTHO, CO KOPHCTCHE HA  TaKaHApEUYCHO
KOHTCKCTY&/THO OITIACYBAFBE CO TIOCTABYBARE HA CTIOH30PHPAHH
miHKOBU KoH cBojara BEB cipama co pesymmamare  on
npebapyBarsata (keyword advertising) Wi co oracy MprtarozieHA
Ha CONPYKIHATA HA GaparkeTO HA KOPHCHHUKOT.

KoMrianuure ja OrmyMrBHpaar CopKUHATA Ha CBOjaTa
BEb cmpaHa chopema peieBaHTHUTE — TOOApyBama  Ha
TIOTPOIIyBaYMTEe, BO HACOKA HA IO TONOOpO  HEJ3UHO
TIO3HIFOHHPAREE CO PE3yJTTaTUTe Ha TipedapyBarsara (eng. search
engine optimization).

Meromure ¥ TeXHUKUTE Ha MHTCPHETCKVOT MAPKETHHT
HACOYCHH KOH AaHA3a HA Ipe0apyBaukuTe AaKIVMBHOCT HA
TIOTPOIIYBaUHTe Ce HapekyBsaar search engine marketing m erec
TPECTABYBAAT KITy4H! MAPKETUHIIKH aKTWBHOCTU BO €JIEKTPOHCKO
OIKPYKyBABC.

VnmayHarta Ha MapKETWHIOT TIPEKY HHIEPHETCKOTO
TpebapyBarse € HErOBOTO MPOLIMPYBAELE, OCBSH HA COMPKUHUTE Ha

Kpempaze 1 paniena naaaean
KDEATHSEN (RIPRIER

Buprcen Maprernar

BEB-oT, KOH OCTaHATHTE JMMATATHN COMPKAHA (PazTFuHATE 0azd
Ha TIOJATOLM HENOCTANHM 34 VHTepHeT, compkuHWTe HA
MOOMITHHTE AIUTAKALIAL A ¥ CIL.).

Bo Bropara 1pyra Ha aKIMBHOCIM Ha TIOTPOLLTYBAYHTE
TPHTAfaaT KOPUCTEEE HA MOOWIHHATE KOMYHHKAIIACKA YPeIy
(MOOWTHM TeNlehOHM ¥ TTAMETHH TeliehOHM) KOM € TIOCTOjaHO
noppzani  co Mumepper. Co Toa KOpUCHHMIMIC HA OBAa
KOMYHUKAIWICKA TEXHONIOTMjA TIPeCTABYBAAT 33  KOMITAHUUTS
KOHCTAHTHO JIOCTarHa IMyQiHKa, 11O Ke JIOBEIIS IO TIONUIare Ha
CBECTa Ha TIOTPOILLYBAYHTE 33 BPSIHOCTA Ha MHPOPMALANTE KOM M
TV OBO3MOYKYBAAT HA KOMIIAHHHTE CO CBOCTO KOPHCTCHC Ha Taa
TexHonorija. MapketrHr Teopetvuapure Deighton 1 Komfeld [11]
CMETAAT JIeka CETO T2, BO QNKCKaA WITHWHA, Ke JIOBSTIE J10 CO3IABAFS
Ha TaKaHapeyeH ,,[ 1azap Ha nprcTart KoH notporiysaumre’” (market
iN &0CeSS) BO KOj KOMITAHMMTE MOpa,Jia M JITIAT OTIPCIICHA BPSIHOCT
HA TOTPOLIYBAYMTE BO 3aMEHA 33 TPUCTAll /IO HUBHUTS
OMXEBHOPHICTHYKH TTO/IATOLIM.

MapKETVHILIKUTE CTPYYHALI C€ TIOYECTO TO CIIOMHYBAAT
TIOMMOT .| GOTIOKAIIMCKI MAPKETVHT', OJTHOCHO KOPHCTCHE Ha
TAKaHAPEUCHHTE IeqyloKarker oepprick (Tp. Foursquare, Gowall, ...)
CO KOH KOMITAHHITE MOXAT JI3 TO CIISTIAT (PHBAYKOTO JIBIDKSELE HA
TIOTPOLIIYBAYMTE ¥ BO 3ABHICHOCT OJT MOMCHTAITHATA JIOKAII)A JId M
TIpaKaaT COOIBETHA MAPKETUHITTKY MH(POPMALIANL.

[peute nBe Ipynmu ce MHAVBUAYTHU aKIMBHOCTY Ha
TIOTPOIIIYBAYOT, & OCTAHATHTE CE TPW TPy HA aKTMBHOCTH CE
TeMEJIaT Ha MelyCeOHM MHTCPAKIIMN M pa3MeHa Ha BPEITHOCTY Mely
TioTporIyBaumTe. EnHa o HYB mpeTcraByBa pasMeHa Ha JUTUTTHA
COMPKVHM W JPYIW TPAHCAKIMHM TIOMely KOpHICHHLMTE (TIp.
JUCTpuOyimja Ha Mysuka Bo MP3  (opmar, mponaxGa Ha
YIOTpeOCHH TPOFBBOIM TPEKyY MHTEPHETCKH OITIACHVIK, pa3MeHa Ha
thororpadvm, Tpaduka, BHNO3AMMCH TIPEKY  CIICTMjATZHPAHI
crparmii kaxo Flickra i YouTube, ...). Bo noverokor komranvne
BAKBUIC AKIMBHOCTH TW JIOKVBYBAC KAaKO  HEIOjaTHA
KOHKYPCHIIM)a, HO CO TEK Ha BPEMETO T TpUQiaTiie OBKie HOBU
OOV 34 JIMCTPHOYITHja HA CONICTBEHHTE COMPYKUHH | TOA TIPEKyY
KaHATITE KOM TW BOCTIOCTABIVIC CamHTe moTporyBasn [11].
Komrannmre sieHec omiar 4ekop TIONAIEKy, TW KOPHCTAT OBHE
KaHATM 32 OITIACHUIT TPEKY KOW TW HyJIAT CBOMTE MPOU3BOMIY, &
CTICIIMJTHATE CTPAHHIM 32 Pa3MeHa Ha JIMTUTATHA CONPKUHY 32
TIPOMOLIMja HA CBOUITE IPOM3BOI M YCITYTH

Enna o Haj3HAuajHUTE aKTMBHOCTY HA TIOTPOIITYBAYHTE
BO QICKTPOHCKOTO ONKPY)KYBAE JICHC € YUeCTBOTO BO
Buptyermmre agmpmiE (virtual communities). Ce pabomn 3a
39EHAI BO KOM WIEHyBAal W MeyceOHO KOMYHHIPAar
KopricHULMTe Tipexy urepHer, xopucrejku crietmjamsupan BEb
CTpaHH 33 KOMYHHKALM]a. 3a¢THHLIATE O (POpMHpaaT BP3 OCHOBA HA
3aeJTHAYKITE MHTEPECH Ha KoprcHHIHTE (Tpodecuja, xo0u, 3a0aBa,
...). UrleHOBHTE Ha 3a€/THULIMTE Pa3MEHYBaaT AUTUTATHH COOpYKUHA
(Texct, cmiky, (otorpadum, ay/o U BAEO 3aIvcH), 00jaByBaar
Harmcy (OMOroBH), OIEHYBAAT M KOMEHTVIPAAT TyIW JIATVTATHA
COIPKIHM, Kperpaar 0asil Ha 3HACH:A 1 PA3BHBAAT MPO(ECHOHATHA
MPEKHL.

TorMoT BUpTYyaITHA 36THHIA € MHOTY CJIMYEH Ha TIOMMOT
commjamHa Mpeyka (Social networking Sites), Ho e mommpoK U T
oraka cure OOMMIM HA BHAPTYSITHO YMPEKYBAE TPEKY CHTS
BUJIOBY Ha OIIIITECTBSHN MeIyMH (QUTOrOBH, CTPaHHIIH 33 pa3MeHa
Ha IMIMVITTHA COIPYKUHM 1 C71.). KoMIaHvmTe MOYKar 1a passujar
IIMPOKA JIeTie3a Ha aKTMBHOCTH TPEKy HUB KAKO: TIOTUKHYBAHC HA
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CO3IABAFC HA BUPTYSTHH 3ACTHHAIM WM TIONPKYBARC HA
TIOCTCUKHITE, JMPCKTHO KOMYHUIMPAE CO WICHOBATC HA
3AC/THULIVTE, OITIACYBAFLE HA ITTAT(HOPMUTE HA 33C/THULIATE U CIL.

Buptyennume 3aeHINM He MOXAT JIa 0¢ KOHTPOJIMPAZT,
OITHOCHO HABHHTE WICHOBH MOYAT TIPEKY CBOWTE aKTMBHOCTH J1a j&
KPUTV3UPAAT KOMITAHHjaTa (YeCTO MOYKAT Jia OMIIAT ¥ BYJITapHH, CO
ompaza u o). [lopamy criermdraHOCTa Ha 3aeIHFIIFTE, TIOCCOHO
BHUMAHHE MOpa Jia ¢ O0pHE HA YIPABYBAHCTO CO 3ACIHHIIATE.
MoxeOr Toa € M HaJTeIIKVOT JIQN Of MHTCPHET MAPKETUHIOT.
ViHTepHeT MapKeTVHI' CHICLMjATCTITE MOpaaT CYITTWIHO Jia TH
YIPaBYBaaT 3ae/THALTATE (HA KOMITAHH]aTa 1 Ty Te).

TNocrnemyara rpyrna Ha aKTMBHOCTH Ha TIOTPOLLTYBAYHTE BO
PaMKHTE Ha EIIEKTPOHCKOTO OIKPY»KYBAH:E IPECTaByBa Tpyrara Ha
CO3MIABARLE, AVICTPYOYIMja 1 pa3vieHa Ha Ha 3a0aBHH 1 KPCATVBHI
CONYKVHM, CO IITO ¢ RIMjac HA PA3BUBALCTO HA TIOMYJapHATA
kyrypa. KopucHmmme Ha VHTepHeT ja m3pasyBaar cCBojara
KPCATVIBHOCT ~CO3IIABAJKM MHICPSCHH, JIyXOBUTH M KOPHCHH
COMYKMHM KOV CAKAAT JIa TV Pa3MEHAT CO JIPYTHITE.

Osvie coOmpivHY, QAroNAPCKA HA  OIMIITSCTBEHHTS
MEIMYMH M COLMJATHUTE MPEKH, C¢ IIMPAT O KOPHCHHK JIO
KOPHICHHK KaKo BUPYCH. MOXKHOCTA Ha HUBHOTO BUAPYCHO ITIHPCHC
H3 VHTepHET 10BETIE 110 pas3Boj Ha TIOCEOEH BUT HA MAPKETHHIIKA
KOMYHHUKAIMH, OTHOCHO TOCCOCH BWJ HA MAPKETVHI HApCUeH
BupyceH Mapkernar (viral marketing). Brpycen MapkeTvHr
TPECTABYBA MHOMKCCTBO OJ MAPKETVHIIKK AKTUBHOCTH CO IR
CO3IIABAHE HA TIOPAKY KO CE TPEHeCYBaaT Of1 JIYHOCT JI0 JIMYHOCT
CO TOMOII HA PAYMYHA MEIMYMIL C-IOIITa, OIMIIITCTBCHH
Memymu, SMS nopak, MMS nopaku 1 ¢ Llenara verosa
¢rozoduja ce Gazvpa Ha (HaKTOT JIgKa HEMAPKETUHITIKUTE H3BOPH
Ha mHbopMayM (PUjaTeyi W TI03HATH) TIOTPOLIYBAYMTE TH
CMETAAT 32 MOPETICBAHTHH OJ1 (POPMATHHTE MAPKETUHIKUTE H3BOPU
(ormacy Ha kKomriaHvjaTa). Ha nprveraTa Ha BUPYCHHIOT MApKETVHT
CWIHO RIMjaHME MMaaT Pa3BOjOT U Mpu(areHOCTa HA HOBUTS
TEXHOVIOTVH KaKO MHTEPHET U MoOFITHaTA TerehoHrja. BrpycHror
MApPKETUHT BCYIIHOCT € KOTHja HA TPA/VLIMOHATHHAOT MAPKETUHT CO
mpeHoc Ha wH(opMarpKM o ycra 1o yera (word-ofmouth
marketing), co Taa paziiKa 11T KOPHCTH MOJICPHA TEXHOTIOTHA.

4. Tlonpayja Ha MeHayMpame ©0 WHTEPHETCKHOT
MAapKETVHT

Iocrojar TeT OCHOBHM TONpadja HA MEHAHMPARE CO
WHICPHETCKMOT ~MAPKETWHI: MEHAUMPAE CO  JITMTATHUTE
TIPOM3BOIIM M € — YCITYTY (CTBApAEsE Ha HOBU M JIMTVITAIZAIIM]A HA
TIOCTOCUKHTE TIOHY/IM), HOBM METOIM Ha OZIPEITyBAE HA LICHUTE
(MHAMMUKO OIPEITyBarbe HA LIGHUTE, ayKimja), VIHTepHET Kako
KaHaT 3 MpoIak0a ¥ JMCTproyImja (mppexTHa online mpomakta
npomkOa TPeKy TOCPEIHVK), WHTCPAKIVMBHA MAPKETMHILIKA
KOMyHUKALMja (OIVIacyBarbe, OIMMUMHU3ALMJA 32 HHTCPHETCKH
npebapyBaty, BAPYCCH MApPKETWHT, ..) T.C. MCHAUMPARE CO
BUPTYITHHTE 3a¢THHALY (OIMIIITeCTBEHN MPSKH).

41 Menauuparve co OUCUM@THINE NPOU3EOOU U
coe—ycyau

Co pasBUBaHC HA EIIEKIPOHCKOTO OIKPY)KYBAHE CE
T0jaByja HOBY TWIOBM HA TIPOM3BOMM W YCIYIH: JIATVITATICH
mporssor, (digital product) u mumirarmia yerryra (digital service). T

MMaaT KApaKTEPUCTVIKITE HA KIACHYHWTE TIPOM3BOIM (HHMBHOTO
TPOM3BOZICTBO U TOTPOILYBAYKA CE M3IBOCHH, MOMKArl Jid C¢
CKIAIMpaar W JWCTpUOYMpaar), ONHOCHO KIACHUHHTE YCITyId
(MHOYKECTBO Ha aKTMBHOCTH Ha TIOGIVHELT WY TPYIH HACOYCHH KOH
3a7I0BOTYBAFE HA HEYHMH TIOTpeOH), HO M CE OIJTHKYBAAT CO CBOU
CIICTM()MYHY KAPAKTCPHICTUKHL

Jprvrananre nporseomr (My3uka B0 MP3 - dhopwar,
CJICKTPOHCKM ~ KHHIW,  ICKTPOHCKM — BCCHPIWM, — (DFDIMOBH,
KOMITYTEepCK HIpH, CoTBep, [ATOTEKH CO  TIONATOLM  ..)
eI3MCTUpaaT BO JWIWTAICH OQNMK, CC YyBAT HA EJICKTPOHCKU
MeIMyMH 1 MOXAT Jia o¢ IUCTprOyrpaar Tpeky ViHtepHeT mwm
HEeKOja JIpyra eeKTpOHCKAa KOMYHMKAIICKA Mpexa. Tue ce
HEIONMPIIMBY, YeCTO HEeMaaT KIacHueH TWIT Ha TpaHcdep Ha
COICTBCHOCT, TyKy CE KOPUCTAaT cO JMieHIA. HuBHuTe TpoLLomy
Maar  crierpdiaHa CIpykTypa. ViMeHo, kaj HMB JOMHHMpaar
TPOLLIOLIMTE 33 Pa3B0j HA TPOM3BOICTBOTO, JOACKA TPOLLIOLTE 32
TPOM3BOIICTBO, OTHOCHO YMHO)KYBAFHE 0 MAHMMAITHHL.

JlurvimanHpTe por3BO/IM JIECHO MOYKAT 1 Ce KOIHpaaT 1
YMHOXKYBAAT TIOpaJI ILITO € TEILIKO /I3 O 3AILITUTAT Of HeJleraHa
JWCTPYOy1IHja Mery TIOTPOLITYBAaHTE, OIHOCHO o1 Iupatepyja. Toj
TpOQIieM TI0Ce0HO € F3Pas3eH Kaj TIPOM3BEIyBadHTE Ha coTBEp U
JWCTPHOYTepHTE HA MY3HIKA.

HHTepHeT, KaKko eJIeKTPOHCKO ONKPYKYBAHLE, CE TIOKDKAT
MHOTY TIOTOJIeH 32 OBO3MO)KYBAFEE HA JMMMTATHA Yoy, Tre oe
JIETIAT BO JIBE TONIEMH TPYITA: OCHOBHH IMTVITATHH YCIYTH (TIp. OB
O3MOKYBAFC HA TYPUCTHUKY, (DMHAHCHCKU YCITYTH, TPIOBHja Ha
KIeMO M Mo,  KOMYHUKAIICK ~ YQIyTM) U
JIOTIONHATEITHWTPATSIKA YCIYTH (TIP. OITIACH, PEKITAMH, JIAHKOBU
KOH OZIPETICHH COTKVHM, ...).

42. Hoeu memoou Ha o0pedyearve Ha yeHama

OCHOBHHOT MPE/IV3BIK HA MHTEPHETCKHOT MAPKETHHT, BO
KOHTCKC HA ONPCIYBAE HA TICHATA HA TPOMBBOMIUTS/YCITYTHTE,
TMPETCTABYBA TCHEPATHOTO OYCKYBAMBE HA TIOTPOIIYBAYMTE JICKA
[IEHUTE BO EJIEKTPOHCKOTO OINKPY)KyBae Mopaar Ja Oupar
TIOHKCKM BO OIHOC HA TPaIMIMHATHOTO ONKpY)KyBame. Toa ce
TeMENY Ha HYBHATA TIEPLITIH]A JIeKa TPOIIOIITE HA KOMITAHHjaTa
C€ TIOHHCKH, KOTa CBOWTE TIPOH3BOIM Y HYJIAT TIpeKy VHTepHeET, BO
OJTHOC HA TPV VIOHATHITE MAPKETUHITTKH KaHATH [ 16].

TTporieHKHTE BO TIOYETHHOT TIEPHOZ] HA MHTCPHETCKHOT
MapKeTVHI Owie JIgka WHICPHETOT Ke JIOBENE [0 TOTTONHA
MHGPOPMATVBHA U TICHOBHA TPAHCTIAPEHTHOCT. Toa 0K BOZIENO JI0
TaKaHapeyeHa Komomzarija (commodization) Ha mporBBomMTE,
OIHOCHO JIeKa IVIaBeH KpUTepyM 3a audepeHimjammja mefy
TiporBOIHTE OM OVDia TieHaTa. MeryToa, MHOTY Op30 Ce TIOKEKAIO
JICKa THe TIPOTHO3W He C¢ pealiHy. PasBojor Ha Tproeujara mpexy
WHTepHeT He I0BeI 10 OINIIT M3y Ha LieHuTe. Kako 1 Bo KIIacHiHOTO
OIKPY’KYBAH:€, TOA € CAMO €JIH HO He Y IVIABCH YMHHTEN KOj Bivjae
Ha OIVTyKaTa HA TIOTPOLITYBAHTE 32 KyIyBarse. [pr rporieHKaTa Ha
BKYIHHOT TPOLIOK BO EIEKTPOHCKOTO OIKPYKYBAHE, TIOKDaj
LICHATA, TIOTPOLLTYBAYOT BO MPEIBAJL 3eMa LIEIA HU3A Ol YMHUTEIN
KaKo MapKara Ha TPOM3BOJIOT, MapKara Ha TPOJIKHOTO MeCTO,
TIEHATA, YCJIOBUTE HA JIOCTABYBAFLE, TAPAHIA|ATA 32 CUTYPHOCTA Ha
Jocragara 1 ¢/1.). Konky roeke KBaMTeror Ha MH(OpMALIUTE
TIOBP3aHH CO KYyITyBaF-C Ha IPOFBBOIIOT € TIOBHCOK, TOTIKY TIOBEKE Ce
HaMAITyBa RIM]AHFCTO Ha TICHATA BP3 OITyKaTa 32 KyryBarse [21].
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Cerak ¥ TIOKPa) WCKOKAHWTS apryMEHTH, IICHOBHATA
OCCIIMBOCT Kaj KYIyBAuMTe € TOrofieMa BO  EJIEKTPOHCKOTO
ONKPYKYBAERE ~ OTKOJIKY BO  KIACHYHOTO — MAPKETHHIIKO
OTKPYKYBaFsE. 3aT0a, KOMIIAHAMTE YeCTO OJPSIYBAaT TIOHHCKA
TIEHM HA CBOWTE TIOHYM Ha VHTepHeT (Tip. Gankume HarvmaryBaar
TIOMaJTH TIPOBK3MH TP MHTEPHEICKOTO OAHKAPCTBO BO OIHOC HA
TDIAKAFRETO BO CBOWTE (DIUIMJaTH, XOTEJICKUTEe KOMITAHFH HYJIaT
HaJHHCKA TIeHA aKO Pe3epBaljara Ce HAlpaBy JPEKTHO TIPEKY
HUBHHOT ONliNe CHCTEM 33 Pe3CPBUPALEL).

VHTEpHETCKMOT MApKETVHT TV TPUMEHYBA PEUHCH CUTE
CIpaterii ¥ METOJM TP OJIPCIyBAFC HA TICHATE KAaKO BO
TPAIMLMOHATTHOTO ~ MApPKEIVHIIKO ~ ONKPYXKYBAEBE, HO TH
Ha/IOrpaIyBa CO MOKHOCTUITE KOM My TM HyIW EJIEKTPOHCKOTO
OTKPY>KYBAEHE CO3IABAJKH CHICTEM HapeyeH , ,CACTEM 32 JIMTHAMIYKO
OperTyBae Ha TieHITe* (Cynamic pricing) uuj OCHOBEH TIPHHIATT €
OIpeIyBAHE PATYHH LICHH 32 MCTA MOy (TIPOK3BO, YCITyTa) HA

CeKOj KyITyBad [0ceOHO M Ha PaziTYHH TPYIA Ha KyryBadu. Toae
BOBMOYKHO OraroriapeHvie Ha Gasvre Ha TIONATOIM cO MH(OpMAITN

34 MPOVBBOITUTE/YCITYTHTE, 3TXHITE, TICHUTE HA UMHEH-E, COCTOj0aTa
HA TI3apUre, HO W Ha WHQOpPMAIPHIE 33 KyIyBauWIe,
TIOTCHIATHATE KYITyBady KOM TIPHCTAIyBaaT Ha CHCTEMOT 34
JIPEKTHA TpoyIzoKOa rpeKy VHTepHeT.

Kommanwire, Bp3 OCHOBA Ha JoCTalHUTE 023 Ha
TIOZIATOLIH, BO CEKOj MOMEHT ja CIIETIAT MPOTiKOaTa Ha TPOM3BOIHITE,
Ha TIpaBaTa Ha KOPHCTEHE Ha YCIYITUTE, TISPHOIOT O JICHOT KOora
nponwkbara ¢ HajnoOpa, Teorpadickara, ncuxorpadckara U
OMXEBHOPHCTHUKATA CIPYKTYp2 HA KODUCHHLMTE WTH. Tue
TIOZIATOLM O¢ KOPHICTAT 32 PpaloTa Ha aBTOMATHZHPAHHTE CHCTEMH
KOH HyJIAT TISPCOHAT3MPAHH LICHH 32 CEKOj TIOTPOLLLYBa, OITHOCHO
Ha CCKOS HErOBO 0aparke.

JIMHAMAYKOTO  OZpeITyBarke HA IICHWTE BOIVIABHO CC
KOPVICTY Kaj YCITY’KHUTE JIGHOCTH KaKo IITTO 08 XOTeIIMEPCTBOTO U
ABUOMpPEBO30T. Taka HA MpUMep IieHATA HA ABMOIPEBO3OT O
OIpe/TyBa CIpeMa TIOTONHETOCTA Ha. ABHOHOT (KOVIKY € TIOTIOVH
TOJIKY TIeHATA € TIOBYICOKA) M TIPEMA CTATyCOT HA KOPHICHHKOT KO
caKa Jia To peseperpa Jietor (wie Ha frequent flier nporpamara riva
MoceOEeH  CTaryc). 3aroa  JicHeC —aBHOMPEBOHMITATE  HeMaaT
TICHOBHVI, TyKy CeKoja IIeHA ja TPeCMETyBaar TOceOHO BO
3ABHICHOCT OJ1 YCJIOBHITE 32 pe3epBaliyja.

Co MHAMIMKOTO OZPETyBaH-e Ha LIEHATa KOMITAHHUTE ja
TIOTVIKHYBAAT 1100apyBavKaTa Kora Taa € Mara (Ip. BOH CE30HATa)
WM 11170 1iopaHo pesepeuparse ( first minute), orexa 3a Bpeme Ha
IIIHLIOT HA 100aPYBA:E TO MCKOPHICTYBAAT TOJTHHOT TIOTCHI AT Ha
TieHATa (HAITIATYBAAT MAKCUMATHH [ICHH).

JHAMIYKOTO OnpeTyBarke Ha IICHUTE CC TeMed Ha
TIA3APHATE CETMEHTH (TPYITH Ha TIOTPOITYBAYM WA TIOTPOITYBAIN
TIOCMHII HA KOV MM CE HYJIW PA3TTHYHH TIEHH 32 WCT TPOVBBOI W
yolyra) WM Ha ayKIWCKHOT Moziel (Kaj KOj MpoZiaBador |
KYIyBa4OT IPErOBAPAAT 34 LIEHATA JIMPEKTHO WM TpeKy online
TIOCPE/THNK — OPOKep).

Kaj ipBroT MeTo/1 Ha JIMHAMHYKO OJIPC/TyBAHLE HA LICHHTE,
IlGHATA TI0 TPaBWIO ja OIpeAyBA KOMIAHHMjara (OHOCHO
ABTOMATCKHOT CHCTeM), a Kaj BTOPHOT Ce aKTUBHpa CHCTEMOT Ha
TIOHY/I, ja JiaBa TIOYETHATA TIeHa, a TPOLIECOT Ce TIOBTOpYBa Ce
TIOTIeKa He Ce TIOCTHITHE JIOTOBOP.

JIMHAMIYKOTO O7Ipe/TyBAFE HA TICHUTE € HEOCTBAIIMBO 33
TPAIUIFOHATHITE KAHATH Ha TIPOJIaKOa M ACTPHOYITH)a, Orrigjke
THE C& TPOMH 1 HE IM OBOBMO)KYBAAT HA KOMITAHHHTE MOMCHTAITHO

Jia pearvpaar Ha MpOMEHHTE Ha TIOHY/IUTe, O0ApyBaFbaTa, YCTIOBHTE
Ha [1a3apOT 1 KyTOBHOTO BIAIECHE HA TIOTPOLLYBAYUTE.
43 Hnumeprem Kaxo Kanan 3a npoomicoa u
Oucputyuuja

IlpoBBOIHUTE KOMIIAHWA WHIEPHET IO KOPUCTAT
HCKITYYHBO KAKO KAHAT 34 MPOIKOa, & YOIy KHUTE KAKO KaHAT 32
TponavkOa v IMCTprOyIHja. Brnejkin Hy/IeFeTo 1 KOPHCTERETO Ha
YCIIYTHIe O HepasiBOjHH IIPOLICCH, IMCIPHOYLIfaTa Ha yCIyr
TpeCTaByBa OBOBMOXKYBAbE Ha e-ycnyrd. Cerak cure yCTy:KHA
KOMITAHHM HE €€ BO MOXKHOCT TIRJIHOT TIPOLIEC JIa TO TPSHECAT BO
EIEKTPOHCKO OMKPYKyBare. Toa ce yCTyKHATE KOMIAHUM YN
yayrv Gapaar v (YBHHYKY KOHTAKT M3BSIYBAUOT M KOPHICHUKOT Ha
yaryrd (Tp. XOTJIMTE TO KOpucTar VIHTepHeT Kako KaHal 3a
TponvkOa Ha TIPABOTO 32 KOPHCTEEE HA YCIyTWTe (CMECTYBAFLE,
TpeTMaH, TPEBO3), & KOPHICTEH:E Ha YCIIyTUTE CE OIIBHBA BO PEaTHO
(pr3ruro) orkpyKyBarse. [Tpy Toa UMaar Tpy oMK AMPSKTHA
nporvkOa mpeKy VIHTepHeT, npofak0a NpeKy MOCPSIHIK T
KOMOMHALTMja Of1 IBATA IPHCTArA.

OmiyKiTe Ha KOMITAHHMjaTa 3a METOIMIE Ha Mpoiakoa
TpeKy VHTepHeT ce Mol CITHO BiIMjaHue HA TPU TCHICHIIAN BO
MHUKPOOTIKDY)KYBAFRCTO ~ HA  WHICPHETCKHOT ~ MAPKCTUHT:
JVICHHTEpMEIMjaLvja, PeHHTepMEMjaLHja M CHH/IHKALIA)A.

JlpcyHTepMemjaipa  TIpecTaByBa  TGHICHIMjA  Ha
HAMATYBAHLC FITH TIOTIIONHO QTMMHHHPALE HA TIOCPSTHUALATE BO
MAPKETVHILIKAOT KaHa (TIp. BO TPaIMIMOHATHIOT OCHTYpHTESIeH
OMBHKC BOOOHMYACHO € KOPHICTEH,C HA areHTH M OpoKepH Kako
TIOCPSIHAIA Ha Peyialiija OCHIYPHTEITHA KOMITAHH]a — KOPHICHHK.
Jerec mvipekTHaTa TponbkOa HA TIQNKCH 33 OCHTYPYBAHE €
CTaHTIAPZICH /e OJ1 TIOHY/IVTE HA OCHIYPUTEITHUTE KOMITAHFIH).

HajpoxHa mpenHOCT HA  MCHHTEpMEIMjalpjara €
ROCTHYBAHLETO Ha POBI3H]aTa KOU ja HAITTAKAAT TIOCPEITHULATE BO
MAPKETVHIIKVOT KaHATL, HO ¥ MOYKHOCTA 32 JIAPEKTEH KOHTAKT CO
KpajHUTE KOPHICHHL HA YCITyTYTE M M3IPaoa Ha JIOJTHOCT.

Bo rmocnienHO BpeMe TIOIPECHBCH — pasBOj  BO
VHTEPHETCKMOT ~MAPKETUHI TIOKDKYBA —PCHHTEPMEIMjaIijara,
OITHOCHO TI0jaBATA HA HOBH CFITHH TIOCPSTHUILI KO OBO3MOMKYBAAT
JIOTIONHUTEITHHA YCITYTH CO KOV My OBO3MOYKYBAAT HA KOPHICHHUKOT J1a
JIOjIIe JI0 TIOKBATMTETHY MH(OPMALIAY 32 TIOHY/IUTE BO TIOKPATKO
BpeMe, OIHOCHO My OBO3MOXKYBaaT Op3d W €IHOCTABHH
KOMITApaIiK 32 [ISHATE 1 YCIIOBHTE 3a rpoziaokoa [20].

TTocpemHvIImBOTO HA HOBU JIOTIONHUTRIHA YCTYTH JIOOH
CWIHA TIONpIIKA CO Pa3BOjOT HA COLMjATHUATE MpOXH. The uMm
OBO3MOXKHMja HA KOPHCHMIMTE Me(yceOHa  HHICPAKTHBHA
KOMYHMKAI[ja BO UMM PaMKA TW KOMEHTHMPAAT M OLICHYBAar
TIOHY/IMTe, OJTHOCHO Pa3MCHYBAAT WCKYCTBA 32 KBAIMTCTOT Ha
YCIyTHTE 34 CeKoja YCITy)KHa KomMriaaHja roceOHo. Co Toa yrorara
Ha [OTPOLLYBAYHTE BO MHTEPHETCKOTO KOPUCTEH-E Ha YCITYIY PacTe.

Pennrepmenyjaimjara € CuiHO M3paseHa BO YCTYKHHUOT
cexTop. Hosure nocpetHrI| HajHATpET TH PasBIUIE CBOUTE YCITyIH
BO TyPU3MOT U TIPEBO30T, KAKO arperaropy Ha yCIyIH 32 XOTESICKO
CMECTYBaEE WM arperatopy Ha TOHY/ITE Ha aBUONPEBOSHHULIHTE.
JleHec ce TIPUCYTHH PEYMCH BO CHTE YCITY>KHH JIGJHOCTU KOH CBOHTE
YOIyTd MOXar Jia TW Tpomasar mpeky MHreprer, Oungjku
BPCIHOCTUTE KOM MM TH OBOSMO)KYBAAT HA TIOTPOLLYBAYHTC
(arperviparse, TIOHY/IH, OIICHYBAE 1 CI1.) YOTYYKHITE KOMITAHAN He
MOKAT JIA TV TIOHYIAT IPEKY CHCTEMHTE 32 APSKHA IPOTIEKOA.

115



Cvnvkarmja Ha conpykurmte ( Syndication) mpecrasysa
JWCTPUOYIHja Ha CTICIA(DIYHN OONUITA HA TATATATHH TIOHY T (TIp.
vH(opMaLWY) Tpeky noHymw Ha gpyrd BEB crpamn (mp.
JWCTpHOYIHja HA TEeMATCKM WH(OPMAIIMA TIPEKy HHTEPHETCKA
TIOPTAT WX KOPYCTEH-E Ha COLFJATHATE MPEKH 32 MHTEPAKIH]ja co
TIOTPOLITYBAYHTE.

OCHOBHHOT ~TIpHMHIMIT HAa  (DYHKIMOHMDAEE HA
CHHIMKAIMjaTa € JIOBCIYBAFG HA CONMPKVHUTC TaMy Kajie
KOPHCHHLIMTE BeKe CE CTALIMOHMPAH, HAMECTO J1a C¢ TIPHRIICKYBaaT
Ha coricteenure BED c1panm.

44 Humeparanuenu MAPKeMUHIUKI
KovyHuKauuu
MHrepakiBHI MAapKETUHITIKA KOMYHUKALIAN

MPECTABYBAAT KOMYHUKAIMM BO JIBS HAacOKM (KOMIIAHMA —
MOTPOIIyBaY, KOMIAHMjAa — KOMIAHWj3, TMOTPOHIyBad —
niotporirysad). Reynolds (2010.) MapKeTMHIIKUTE KOMYHHKALHA
TpeKy VHTepHET 1Y MO BO JBE TPYITH: KOMYHHKALIAH O] TIPBA
TeHeparmja (MHTEPHETCKO OrTIaCyBarLE, FPEKTHA e-TIoNITa 1 Search
engine MapkeTMHI) W KOMYHHKIQWH OJ BIOpa TCHepamja
(KOpHICTErE HA OTMIITECTBEHUTE MEIIFYMEL, BIPYCEH MAPKETHHT ).

HVHTEpHETCKO OrIacyBare TO COUMHYBAAT CHTe OOJHLIA Ha
OIVIACYBARE TIPeKy VIHTEpHET Kako MEIMyM 33 KOMYHHKAIIN CO
KODUCHHIIMTE. 32 payiMka Ol  OIACYBAKCTO  IPEKY
TPAMIMOHATHUTE ~ MEIMyMH,  TIPCCTaBYBA  MHICPAKTHBHA
KOMyHHKaIHja WK My OBO3MOYKYBA HA KOPHICHHUKOT J1a TpaTy
TIOBpaTHa MH(opamITja (Tp. Tpeky KK Ha ormacor). [loctojar
CleIHUTE OONMITM HA OIVIacyBarse TpeKy VHTepHeT: OaHep oriack
(w1 HerosuTe Baprarx: button, rectangle, skyscraper), pop-up 1 pop-
under oracy, rich media oriacH, CrIOH30pCTBA, OITIACYBAFE CO
TIOMOIIT Ha KITyaHH 300poBi (keyword advertising), pasi ormacy Ha
KOHTEKCTYalTHO oriacyBamse (Tip. indext advertising) u affiliate
Tporpamu.

VIHTEpHETCKOTO OITIacyBarhe MPETCTABYBa JIOMUHAHTCH
HAYMH HA MApKETUHILIKA KOMYHHKAIHM TpeKy VHTepHeT, Ho e
3aIpo3eH O TojaBa  Hapedera banner blindness, omrocHo
He3a0NeITMBOCT Ha OaHEepOT (HAjUeCTHOT OQNHK HA OITIACYBAFLE)
or c1pana Ha nocervrerior Ha BEDB cipanara (blindness, crermumo).
[NprayHara 3a Taa CIerocT Ha MOCSTUTENMTE € Toa IO OaHep
OIVIACHTE HAJuecTO He O¢ MHIPY3VBHA M HE TO MPHRIICKYBAAT
BHMMAHVETO HA TIOCCTUTEIIMTE KOM C¢ KOH comprkvHara Ha BEB

Banner blindness nperserikaria passoj Ha HOBA MHTEPHET
OIIaCH KaKo 11rmo ce Skyscraper u rectangle (ommack cvuHM Ha
Garepor, HO co mpyru uversun), floater (mpexprBaar menm o
conprkurata Ha BEB c1panara) u rich media ormacu (comprkar Hekoj
OQIHK Ha MIHTePAKTVBHOCT).

3a TpeMocTyBame Ha OAHEPCKOTO CTIETIO, C TIOBEKe
OITTaCyBA4K KOPHCTAT OITIACYBAEkE TPEKy KiTydHH 300posu (keyword
advertising, pay-per-click advertising), onHOCHO orTacyBame TpeKy
WHTEpHET TpeOapyBadyd W CIICLIATBUPAHN OITIACHH MPEXKH,
HAJYecTo CO IprMeHa Ha TekcryamHu omiacd. Ce Gasupa Ha
KOpHCTeHE Ha KIydHH 300pOBH 32 TAPICTUPAbE HA CAKAHHOT
CETMEHT Off CIpaHa Ha MOTporIyBadoT. OmacyBadoT peHIHpa
OIPEJICHN KITydHH 300pOBH Ha MHTEPHETCKUOT Tpebapysad (Tip.
Google AdWords) i Ha ortacHara Mpexxa (rp. Google AdSense),
KOH CC TIOBP3AHM CO HHBHOTO JIQTIOBHO palOTeHE, OTHOCHO CO

TIOHYTATa KOja ja ormacysaar. Kora KOPHCHHKOT BO MHTCPHETCKHIOT
npeGapyBad BHece Oaparke (QUErY) Koe COMpH KITyueH 300D
PPEHIVIPAH Of OIVIACYBAYOT, BO CTIOH3UPAHHOT JIeMT O7I CTPAHHMLIATA CO
pe3yrramate o mpebapysarbero ( Search engine result pages,
SERPs) ce mojaByBa TEKCTYaTHHOT OIJIAC Off OIJIACYBANOT, KOj Ce
BYIKA CTIOH30PHPAH JIVHK.

Bo ci1yiaj 3a omiacyBarse Jia ce KOpYICTH OIVIaCHa MPea,
omlacure ce nprkaKysaar Ha BED crpanvimre Ha xou Mpexara
MMa 3aKyTIeH oriaceH mpoctop. OriacoT ce jaBysa Ha CTpaHULATE
BO YMja COOPKHMHA C€ TIOjaByBa 3AKYIICHHOT KiTydeH 300p (TIp.
Ormacor Ha OaHKA Ce jaByBa HA CIPAHWIM KaJie C€ CTIOMHYBAaT
300pOBUTE OAHKA, TIAPHL, TUIATSKHH CPEIICTBA, KPSIIHT U CIL).

Co NprKaKyBa-e Ha OITIac CrpeMa KITydHH 300pOBH ce
TIOCTATHYBA TIO7I00PO TapreTHparse Ha TOTPOIITYBAsHTe KO Beke e
3AMHTCPECHPAHA 32  OJPSICHU  CONPYKWHK, OITHOCHO — TeMHA
(oracyBarETO MMA KOHTCKCTYJICH KapakTep).

Llenara Ha BaKBUOT THIT OIVIACYBAHLE CE OIPEILyBa CIpeMa
cost-per-click (CPC) moreror. Toa 3Haum Jieka OriacyBadoT He TO
IIaka MPUKKYBAETO HA OITIACOT, TyKY KIMKOT HA KOPHCHUKOT Ha
OIJIACOT.

OracyBapero  crpemMa KIydHATe 300pOBH, KOora ce
CIPOBE/IyBYBA HA CTPAHULIMTE HA MHTEPHETCKUTE TpeOapyBadH, Ce
CMeTa 32 e1Ha o1 MeToziaTa Ha Search engine mapketvsr (SEM).

Inext advertising e oracyBarbe MpeKy KIy9HH 300pOBH
Kaj Koe ce 3aKyrtysaar onvy Ha BEDB crparvime kou oGjaByBaar
BecTH (NEWS TIOpTAM) | APYT OOJHLIA HA CTATHH (BKITYHYBAjKA 1
Grioroen). [py Toa cexoj 300p 3aKyTIeH Of1 OITIACYBAYOT, a Ce Haora
Ha BED crpanviara, ce npersapa Bo mvHK. Kora niocerurernor ke
TIOMHHE CO KyPCepoT MPeKy 3aKyTIeHHOT 300D Ce MojaBysa Pop-up
MpO30p €O TOpaka 3a OMIACYBAGE, a TOTOA TIOCCTUTRNOT Ce
TIpeHeCyBa Ha CTPAHNIIATA HA OITIACYBAKOT.

Bo 1pyrara Ha Search engine MapKeTWHT, TOKpaj
OIVIACYBAETO CO KITydHM 300pOBH, Criafa M ONMTAMK3AIMJA 32
MHTepHETCKUTe Tpedapysadn (eng. Search engine optimization,
SEO). Bo 0Baa MeTora Criaraar crte akTMBHOCTH 33 IPHIIArO/TyBArbE
Ha BED cipaniiiata Ha KoMnaHMjata U HEj3UHO TIOBPBYBAE CO
JPYTY PeSICBAHTHH CTPAHHI (Haj9ecTo TPeKy JIMHKOBH), 32 Jia e
TIOSHIVOHHPAAT IITO TIONOOpO HA HECTIOH3OPHPAHHMOT JIENT O
pesyTarvIe 3a peGapyBarbe.

Bp3 ocHoBa Ha OapameTo HAa KOPHCHHKOT (KITydHUTE
300pOBH 33 KOM KOPHICHUKOT MHCI JIeKa Ke TO JIOBETIAT /10 CAKAHHTE
COIPKVHM) MHTEPHETCKUOT TipedapyBad TPHCTAITyBa Ha CBOjaTa
Gaza (index) v or Hea rv Grpa BED c1panmiwTe 3a KoM MACTH Jieka
OJITOBAPAAT HA KOPHICHIUKOTO Oaparse. VIHTepHETCKHOT IpebapyBad
oBvie Gazy cam I Kperpa co TIOMOIIT HA TIPCTIIC/HIK Ha COIYKIHATE
Ha Vrreprer (Web crawer, spider), koj My romara ca coOvparse Ha
nHpopmarmm 3a BED crparvmwre. [ perme HikoT My T J0CTaByBa
HA MHIEPHEICKMOT npebapyBad crieaaure mapamverpu 3a BEB
CTpaHWLTE: HA3UB Ha JOMEHOT, HacoBeH ormc Ha BED crpanvinar

(title tag), TexcroBu roctaBer Ha BEB crpanriiara (Tip. 300poBuTe
KOW HaJ4yecTO Ce COIPKAT BO Hero), Opoj Ha JIMHKOBUTE KOH JI0 OBaa
CTPaHMLIA BOJAT O/ OCTAHATHTE CTPAHHLI HTH.

Omumarjara Ha BEB crpanmimme ja mBemyBaar
CTICIIMJTHCTH 32 OrmvMIBalja. HiBHaTa 3371242 € HeTPeKvHATO Jia
I CIElAT PasBOjOT M HAYMHOT Ha paloTa HA aMOpHIMHIE 32
VHTEPHETCKUTE TIpeOapyBady ¥ TPeMa HUB Jid TV TIPHIAroIyBaar
CIpykTypara 1 conpkuHara Ha BED cipanmiiara co e e nia
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OWrIaT TPETIO3HATINBA Of TPeOapyBAuHMTe KAKO PETICBAHTHU 3
CaKAHOTO KOPHCHAYKO Oaparse.

KearmreTHO OrmiMIBHpaHa CoMpyKUHa 3HAUHM 1 3roNieMeH
Opoj mmHKOBU yriatyBanu of fpyri BED cipany, mimo 3xauajHo
Bjac HA TIOBWIMPAHOCTA HA Taa CIpaHA HA WHTCPHETCKUTS
TpedapyBad.

Tocne oracyBameTo, IMPEKTHA EJICKTPOHCKA TIOIITa €
©7IeH OT HajCTapyITe OQIHIM HA MAPKETVHITIKA KOMYHHUKAI]A TIPEKY
Nureprer. Taa aKkIMBHOCT HA MHIEPHETCKUOT MAPKETWHI, IO
CBOjaTa TIpUPOTQ, HACUIMYHA € HA CBOJOT CKBHMBATICHT BO
TpAMIMOHATHAOT MapkeTvHr. Ceriak, Topa KOpHICTCHS Ha
Mureprer, nva MHOryOpojHM TipeHocTy. Ce CIPOBSITyBa. MHOTY
noOp30 OWNIgjkM TpHIpeMaTa Ha KaMMABATa M HCTpakare Ha
TIOpaKWTe € 3HAMMTEIHO TIOSIHOCTABHO U TIo0p30. He moctojar
reorpahCKH OrpaHryBaFka, OIHOCHO TIOpaKaTa Co ¥ICTa Op3rHa ce
JIOCTABYBA Ha OMyIo Koja OIaiedeHOCT. VICTo Taka v peakinTe Ha
KOPHCHUKOT Ha TPUMEHUTS TOpaKd CE 3SHAIMTSIHO TOOp3U.
CHCTeMOT 32 CITPOBCITYBAFSE HA KAMITAM-ATA MPEKY JIMPEKTHA TOIITa
OBO3MO)KYBA CJIGTICFC HA CIIPOBEYBAFC HA MAPKETHHIIKATA
KaMIIAaTa v HEej3UHO TIPITIArOyBare HA PATAYHA CeMEHH OfT
KOpHCHHKOT. Ha cHte CrioMHam MpeIHOCTH TIOTPeOHO € Jia ce
JIOTIAIAT ¥l MHOT'Y TIOHHCKUTE TPOLLIOLIH.

[Nocre moverHara JOMMHAIMA HA HMHTEPHEICKOTO
OIVIaCyBame, JMpEKTHATa eTomrma W engine marketing, Bp3
AKTVBHOCTA HA MAPKETHHIIKITC KOMYHHKAIM 3HAIATCITHO
BIHjacyIa 1ojaBata ¥ pa3BojoT Ha ONMIIITECTBEHHTE METyYMH (S0cial
media). I TpectaByBaar rpyTia Ha HOBK MEIAyMH Ha VIHTepHET Ko oe
TeMeyaT Ha Mel yceOHa FHTepaKIja Ha KOPHCHHIIATE, KPEHPAFHETO
¥ pa3MeHa Ha TVITATHA COIYKAHIL

HajriosHat o0V Ha  OMIIITECTBGHH METYMH CE
Groroeu (online AHEBHVIM), OrmIITeCTBeHN MpexH (11p. Facebook),
hopymut, wiki crapavm (ip. Wikipedia), BEB ctparw 3a pazviena
Ha ey (Tip. Flickr) v Buneo armicu (np. YouTube) n et

3a pa3nKa o1 TPAVLIMOHATHHATE MEyMH (TICUAT, PaIvo,
TeJICBIBM)A) KaZle TIOCTOM €JIeH eMUTYBAad W TIONHO TPHMAdl Ha
CONKVHY, OIIITECTBCHATE MEIMyMH My OBOMOMKYBAaaT Ha
KODHCHUKOT Jia OWie M eMUTYBa4 M TMpUMad Ha COMKHHIL
Koprichvimme co CBOMTe aKTMBHOCTU CTBAPAAT COIYKHHH, & CO
CJIETICHE HA HUBHHTE COIPKUHK Of1 CTPaHa Ha IPYTVTe KOPHCHHULIN
Ce ofIpertyBa HUBHATA TIOMyTapHOCT. CHTe THe KapaKTeprCTVKA Ha
KOMIIAHWMTC WM OBOBMOXKYBAAT COCEMA TIOMPYr OQIMK Ha
MApKCTVHIIKATE aKTMBHOCTM BO OJHOC HA HHIEPHETCKOTO
OIVIACYBAE.

Hajriossar oQiMK  HAa  OIMIITECTBEHHM MEIMYyM  CC
ormirrectBeHuTe Mpexkw (Social networking sites). Toa ce roiardopmi
Ha KOM e COOMPAAT MHTEPHET KOPHICHUITITE 1 C¢ YMPEXKYBAaT BO
TaKaHaPEICHH BAPTYEJTHH 32€THHLIH, 3AS]THUIA KOM CE OCHOBAAT B3
HEKOj 3aeTHAYKN MHTEpeC WM KapakTeprcTvka (. mpodecia,
KyJITypa, TIOJITHKA, XO0W, 30aBa,..).

WHTepHeT ormimectBeHITe MpEXKH, CIIpeMa OIICeroT Ha
JIOCTAITHOCTA, C¢ JIeyIaT Ha MHTEPHH (COOMpaar 3aTBOpEH KPyr Ha
JIyfe KaKo Ha TpHMep MHTPAHET MPEXKaTa Ha HeKoja KOMIIAHH]a) 1
€KCTepHH (JIOCTAITHH HA CHTE KOPHICHUITA Ha VHTepHeT).

Bo 3aBrcHOCT 011 TOA Sl ce TIPHMEHYBAaT 33 CIPOro
JTobMHUDAaH! OQNIaCTM WM TOMIMPOKO €€ Jifiata  Ha
CrielMj3Apanu (TIp. MPSKU HA KOW C€ TIPHIKITyYeHH 3ariOCiIeHA
npodhecronamy kako Linkedn) vmm Ha OIIIITY BO KOM WiCHYBAaT
CHITe 3auHTepecHpaHi koprcHHIH (TIp. Facebook, Twiter).

3a Jla UMa TIprCTal Mpekara KOPUCHAKOT MOpa Jia ce
3aWICHH U Kperpa CBOj KoprcHIKH ripodr. [locie Toa Moke 1ia ce
TIOBP3C CO OCTAHATHTE WICHOBH HA MpeXaTa (I co3nalic Kpyr Ha
TIPHjaTesi), 12 pasMeHyBa AVTUTATHN COMYKUHM (TeKCT, Tpathika,
BUJICO, AyIO3ANMCH), T O¢ 3aWicHYBA BO TEMATCKH TPYIIH,
mvckymipa 1o Qopymu umH. Cam OIjTydyBa KO C¢ HETOBU
TIpHjaTesIi, KOj MOYKE Jia MIMA TIPHICTAIT JI0 COMYKUHATA HA TIPOQFTIOT,
KOj MOYKe J1a T BUZTF HETOBHTE TIOPAKH H CIL.

3awICHYBAETO BO HATONeM Opoj MpeXH € OCCITIATHO,
THE ce M3APKYBaaT Ofl CTIOH30PH U PeKIaMH. 34103 U ce MHOTY
TIOMYJIAPHA M CO TOMeM Opoj KOPWCHIIM Of PEdVCH CHTe
OIIIITECTBEHH CETMEHTH. AKO ce 3eMa BO TPEIBY HA HUBHUOT
OrpoMeH Opoj KOPHCHHLIA CO CBOH MPO(DHITA M YIIITE TIOrOJIeMHOT
Opoj Ha wHQOpMAIMM KOM TV pasMeHyBaaT Merycebe, Tie
OBO3MOYKYBAAT TAPreTUpaHo OITIACYBAE TPEMa JIEMOTpadiCKITe,
ncuxorpackite M OMXCBHOPHCTHMKWTC — Bapujadlid - Ha
TIOTPOLITYBAYHTE.

OcHoBaTa HA MHTEPHETCKHOT MAPKETVHT € KOTMPAE HA
KOHLICITTOT Ol TPAIMIMOHATHHOT MApKSTVHI HapedeH WOrd-of-
MOoUth MapkeTVHT. BasHHOT KOHIICNT HA OBOj BUJI MAPKCTUHI €
IMpese Ha MHpOpMAIHTE O yeTa 10 yera. VHTepHeTckior
MAPKCTVHT, ONarofiapeHie Ha WHTCPHET CEPBHCHTE, TO TIpaBd
KCTOTO HO JIrieKy ToyiecHo | 1io0p30. Pesyrmrar Ha Toj KoHrenT e
TI0jaBa Ha TAaKAHAPEUEHHOT BApyceH MapkeTvHr (Viral marketing), Bo
KOj CC COMKAT CHTE MAPKCTHHIIKA AKTUBHOCTH KO KpeHpaar
TIOPaKK KOW MOYKAT J1a Ce TIpeHeCyBaaT Off JIMYHOCT JI0 JIAYHOCT CO
TIOMOLIT Ha PA3THYHA MEIYMH: €-IOLLITA, OMIITCCTBCHHA MEIAYMH, ,
SMS, MMS u o1 HaumHor Ha Ompeme Ha TIOpaKuTe €
HEKOHTPOMNHPAH M O1 JIMYHOCT JI0 JIMYHOCT, CITAMHO KAKO BUPYCHTE.
3at0a ¥ TO NOOWIT HAa3MBOT BHpyceH MapkerwHr. Llenmra Ha
BUPYCHHOT MapKETUHT € JIAPEKTHO MOTTUKHYBAHS HA KOPHICTCHE
HA YOTyTUTE Ha KOMITAHH]ATa W TIOJMIaFe HA CBECTA 33 MapKaTa,
OperzioT Ha yoyrara (brand awareness).

Tpenyciorr HA yCrielliHA KaMIarka BO PAMKUTC HA
BUPYCHHOT MAPKETYIHT CC:

- ComprxuiHa, Koja € JIOBOJTHO TPHRVICYHA 34 JId OHKE I1ITO ja
3a0eieKaIe ja CMeTaar 3a KOpHCHA M Cakaar Jia ja IpeHecar
TIOHATAMY

- VimvimjamHu vcrpasr Ha TIOpaky (JUZICpH Ha MUCTICHRA,
OJIorepw, WICHOBH HA BUPTYCITHH 3aC]THHULTH)

- CucreM 3 CJieNeRe HA YCTIEIIHOCTA HA KAMIIARATA
(Mepere Ha PEAKIMMTE 33 KAMIAKATA KAKO Ha MPUMEP KOJIKY
mmuHocv ja mocetwie BEB  cipamviiara  Owpngjku  Owie
3AVHTPATMPAHA OJT TIOPAKATA).

HeBo3MOXHO € €r3aKTHO Jia ce M3MEpU JIOCEroT Ha
TIOpaKaTa, HO CO UCTPaKyBAFLE Ha T1a3apOT M CIIETICHHE HA CTETICHOT
HA OIBHMBOT OJ] TIOTPOIIYBAYMTE MOXKE Ja C¢ TPEITIOCTaBU
©(heKTMBHOCTA HA KAMITAFGATA.

[Nopam emHOCTABHOCTA HA KOHLIEITTOT HA BUPYCHUOT
MapPKETVHT YecTO Ce CMETa JIeKa, 33 PayTHKA OJ] OCTAHATUTE OO
Ha MApKETVHIIIKI KOMYHHKALIH, JIECHO C¢ CIIPOBEITyBa U He Gapa
HEKOW TiororieMy (prHaHCHCKH RIOKyBama. Ho Toa He e cocema
TO4HO. VIMeHo, J1a ce 00NHMKyBa e/1HA MAPKETVHIIIKA KaMITaHH]a Koja
OBO3MO)KYBA BUPYCHO IIIMPSHE HA TIOPAKK M KOja K& TH FICTIONHA
HaJTOJIEMHOT e Of MapKETVHIIKUTE LI HA KOMIAHWjata €
MHOTY KOMIUIGKCHA 3aada. Bo Taa Hacoka KoMIaHWuTe
AHTKVPAAT CTICTjTM3UAPAHH ArSHITAH 33 BUPYCCH MAPKETHHT.
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BupycHoto mmperse Ha MApKETUHIIKUTE TIOPAKW He €
MOYKHO TIOTTIONHO 13 ce KoHTparmpa. CrieljaTicTUTe 32 BUPYCHA
MapKETHHIIKA KaMIIAHMja MOpa Jia 3HAaT U Jd BHUMABAAT JIcKa
MOYKE 12 CE TIPOMAIIIH LIEJIHHOT CETMEHT 07 TIOTPOLITYBAYHTE H IITTO
€ TIOJIOIIO MOXKE /ia My HAIITETH HA MMULIOT HA KOMITAHK]ATa aKo

TPEMBBUKA HETUIAHUPAHA PeAKLIV]a HA NTa3apoT.
45, Menayuparve co gupmyeTHUme 3ae0HuIu

MenaymparseTo €0 BUPTYQIHUATE  3AGHULM €
HAJKOMITICKCHA aKTVBHOCT BO pPaMKUTE HA HHICPHETCKUOT
Maprever. Ce TojaBWIA Kako TOCTIGIMIA HA PasBOjOT Ha
OIMIITCCTBCHATE MEIMYMH M HA TIPOMCHATC KOM THE TH
TIPETIVBRUKATIC BO CIICI(DHYHOTO BIIAJIGCH-E Ha TIOTPOIILYBAYUTE BO
QIICKTPOHCKOTO ONKPYyBarbe [11]. MapKeTHHITIKITE aKTHBHOCTH
BO paMKUTE HA MEHAIMPAHETO CO BUPTYSIHHIC 3acHHLN
(MOTVKHYBAFC HA CO3ABAEG HA BUPTYSIHM  3ACTHVILIY,
TIONKYBAFE HA HHUBHOTO [IGjCTBYBAFE M KOMYHHKAITNTE CO
WICHOBUTE Ha 3aC[HUIMIE) TI0 CBOjaTA MPHUPOIA 3HAYMTEHO Ce
PaIMKYBaaT O OCTAHATUTS OOMMIIM HA MHTCPHET MAPKETVHIIIKA
KOMYHHKAI VM.

MeHayMpameTo 0 BUPTYEIHUTE 3aCIHULIA  3aB3eMA
JIOMUHAHTHA YIIOra, Tiopaiy 1m0 Oapa HOBW TIPUCTAIM, HOBH
3HACHHA Y BICOKOCTICTIH]TVBHPAHI MAPKETHHITIKH CTICTjITACTIL

MapKkeTVHITKATE  CTIIMJATCT TV KOPHCTAT
OIIIITECTBEHUTe MeIMymMu 3a omeapare BED cipamma 3a
KOMIIAHWjaTa WM 32 HEj3MHUTE OpEHIOBH, KOM T coOHpaar
TIOCTOCUKATE W TIOTCHIMJATHATE KOPHCHAIM W CO Toa TO
TIOTTVIKHYBAaT ~HMBHOTO  BMPOKYBAHE, TO  TIOIMKYyBaar
JIGJCTBYBAFLCTO HA TIOCTOCUKHTE TEMATCKU TPYIA HA KOPHICHHLIHL,
OJTOBAPAAT HA MPAITIAFA HA KOPUCHHIIATE, OPraHH3UPAAT HATPA/THA
WIPH, TY CTICTIAT HATIIMCHITE 32 KOMITAHH]ATa 1 OJITOBAPAAT HA HUB U
CIL

Toxpaj Toa, KomraarKTe Mopaar cBojara Beb crpanvia
JIa ja TIpIiarofiar Ha Gaparbara Ha OrimecTBeryTe Meymu ( Social
media optimization, SMO), 0rHOCHO Jia TIPHMEHYBAAT MHOYKECTBO
HA TCXHMKM Ydja KpajHa [T € TO3MIWBHO Jid RIMjaaT Ha
MYQIAIUTETOT BO OIMIITECTBEHUTE MEMYyMH. TaKBU TEXHHKH 32
OIMMVMI3AIM}A BO PAMKUTC HA OIIITECTBEHHTE MEIUYMH CE:
oBo3MOKyBarse Ha Social bookmarking, mocraysarse Ha RSS
KaHAM 32 crieiese Ha Hou compkvid Ha BED cipanvimre,
KOPHCTCH,E HA CTPAHHMITITS 32 PA3MEHA HA BHIICO COMKUHM 32
TIOCTABYBAMLE HA TIPOMOTHBHM BUZIEO 3armwick (Tp. Ha YOUTUDE),
o0jaByBarke Ha KOPIOpaTMBHA ONIOrOBM M ¢/ [IpumeHara Ha
TexHvKara 3a ormviviarivja Ha BEB crpanviume Ha kommanvvTe 3a
TIOCTABYBAE HA OIMIITECTBCHUTE MEIMYMHA € HEOIXOMHO BO

CIIPOBCITYBAHLE HA MHTEPHETCKHIOT MAPKETHHT.

3AKIYYOK

VHTepHETCKHOT MapKETUHT TIPeCTaByBa KOPHCTCHE Ha
MHDOPMATIMKO — KOMYHHMKAICKATA TEXHOMOTHja (IPBESHCTBEHO
ViHrepHeT) BO MPOLECOT HA KPEHPAre M WCTIOpadyBarke Ha
vHQOPMAIMKM ~ HAa  TIOTPOIIYBAYMIe,  KOMyHHKAIA  CO
TIOTPOLTYBAYUTE ¥ MCHALMPAFHE CO OTHOCHTE CO TIOTPOLITYBAYHTE.

Hacrasar 1o nmpuvep Ha TpaMIMOHATHHOT MAPKETVHT,

HO TO HAMpPAmMWUI W TOCTABWI HA TIOBHCOKO PaMHMIIITE
OraronapeHuie Ha MOYKHOCTUTE TITO TY HyJIAT HOBUTE TEXHOJIOIVNL

Ce pa3iKyBa 011 Hea CO MOYKHOCTA 32 COOMPAFE M KOPUCTCERE Ha
MHOTY TIOroyieMa KOTMHHHA Ha MHPOPMALH 32 TIOTPOLLYBAYHTE 1
HUBHOTO  RIQICH,E BO  CJIEKIPOHCKOTO  OIKPY/KYBAHC,
MHTEpaKTABHOCTA KOja ja 3T0yieMyBa YIIorara Ha TOTPOIITYBAtoT a ja
HAMATyBa yJorara Ha KOMITAHM)ATa, ja MeHyBa Tpyporara Ha
MAPKETVHILIKATE aKTUBHOCTY M Hy/T BHICOK CTeTleH Ha MEpIIBOCT
Ha HUBHHOT e(peKT TIOpa/iv JMPSKTHHOT OJ131B HA TIOTPOLITYBAYHTe.

IpomenaTa BO MAPKETVHIIIKOTO OIKPYKYBAE 1 HOBATA
YJIOra Ha TOTPOLLYBAYHTE CO3/IA/I0a HOBU METOI HA MAPKETUHLIIKH

AKTVBHOCTH KAKO I11TO ¢e Search engine MapKeTHHT, MCHALIAPAHLE CO
BUPTYEJIHATE 3ACTHALM W BUPYCHHOT MApKETVHI. Tve HOBU
AKTMBHOCTY Pa3BHja TMOCCOHO TOZpadje BO MAPKETUHIOT HAPCUYCH
MHTCPHETCKI MAPKCTVIHT.

VHTEpHETCKHOT MapKEeTHIHT Op30 CTaHa COCTABEH Tl Ha
BKYITHUTE MApKETHHIIIKY aKTMBHOCTH Ha cHTe KomraHvy. Ho, orvirie
1 YeKop TIoHaTaMy, OHTIGiKu o€ TIOTEILIKO € J1a O CTeL(pHUIHpaar
KOHLICITTY, TeOpHja W 3HAYQHM KAPAKTEPUCIVKM KOW Ce
CTIeMIYHN caMO 32 MHTEPHETCKUOT MapkeTvHr. ViMeHo, T0j He
TPECTaBYBA CAMO CETMEHT Off MAPKSTHHIIIKATA TeOprja 1 TPaKca,
TYKy JICjCTByBa TOLIMPOKO M JICHSC TIPECTaByBa Jel O
XQIVCTAHMKHOT TIPHICTAIT BO MEHALMPAFSETO CO MAPKETVHI OT.
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MARKETING TOTHE PRIVATEHEALTHSECTOR

Albstract

The private health sector is growing rapidly in emerging market
countries. Across the developing world, people increasingly rely on
private health care organizations to address their health needs. As a
result the private health sector in emerging markets can offer attractive
retums to investors —from both commercial and social perspectives.

This paper provides investors with techniques to understand and
market to the private health sector as a fiirst step in expanding financing
to it. Specifically it discusses market research, market segmentation,
product development, and marketing techniques for reaching the
private health sector.

1. Fundamental Drivers of Growth in the Private Health
Care

The private health sector is growing and offers attractive market
opportunities for financial institutions looking to expand their market
share, build a new and reliable client base, differentiate themselves
from their competitors, and diversify their portfolios to better manage
risk.

Health sector growth is driven by

- economicgrowth;

- rising consumer incomes and a corresponding
ahility to purchase health care;

- population growth worldwidg;

- extended life expectancy;

- ashifting disease burden, which also is growing
insome areas; &

- theemergence of advanced medical treatments
and technologies.

Fundamental drivers of growth in the private health care
sector remain unchanged:*

1. Demand factors:

— Demography —populations continue to grow and to
age rapidly, particularty in developing countries;

— Epidemiology —lifestyle-related diseases (egcance,
cardiovascular disease, and diabetes) continue to increase; &

— Expectations and awareness of health services
continue to increase.

2. Supply side factors:

— Growth through consolidation continues, with much
further scope;

— Growth through expansion across  intermational
borders continues; &

—Technological development continues to provide new
freatments.

S\wwic.orgiwpsivem (0201.2015)

* hitp:/Ammvic.orgwpsinve (Challenges and Lessons Leamed from Private
Health Care in Emerging Markets IFC Private Health Conference May 2009),
(0501.2015).

After conducting market research, a financial institution should
consider segmenting the market to identify priority subsectors and how
to approach them. Investors should segment the health market by size
and business type to match their financial institution’s capacity,
strategy, and financial products to the most appropriate subsector.

Key words: market research, market segmentation, product
development, marketing techniques, priority subsectors & financial
products.

3. Regulatory factors:

— Govemments continue to engage with private health
sector —eg through PPPs, private sector collaboration and support for
health as an *‘economic good”.

Potential investors should be aware that key sulbsectors within
the health care industry present different types of opportunities. An
overarching trend is that the industry is becoming more corporate, with
dynamic, multinational health companies emerging from developing
and transitional economies.

2. The Composition of the Private Health Sector

The private health sector is diverse, with financing needs
ranging from small-scale to large capital investments. Investors need to
be able to segment the market. Prospective health sector investors
should understand their local market Defined local market
characteristics determine the natuire and scale of risks and opportunities
inthe private health sector.

A national health care system consists of both the public and
private sectors. The private health sector includes:

- Health service providers: primary care, hospitals, clinics,
haspices, elderly and residential care, traditional medicine, ambulances,
diagnastic services, psychiatric care, occupational health, altemative
medicine, and telemedicine models;

- Medical education and training institutes: medical schools,
nursing and paramedical schools, and e -leaming platforms;

- Retailers and distributors: pharmacies, drug shops, and
pharmacedttical distributors;

- Financing entities: health management organizations,
medical plans, insurance companies, and other risk-pooling entities;

- Manufacturing:  manufacturers  of - pharmaceuticals,
medical supplies, medical equipment, and biosciences While
providing a brief overview of the health sector, the focus of this guide is
on health service providers, which represent the largest area of health
care spending;

- Pharmaceutical retailers and medical education
companies.
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The most common types of health service providers are
individuals and small-or mediumsized enterprises:

- Medical professionals: such as physicians, dertists, nurses,
midwives, pharmeacists, and other clinical professionals, often
collectively referred to as “‘clinicians™; &

- Clinics: for example standalone primary care or outpatient
facilities employing a small number of staff.

Typically medical professionals, either a sole practitioner or a
small group or partnership, own these businesses, although they may
be owned or managed by nonclinicians.

- Hospitals: these are more sophisticated health care
fecilities that are capable of performing more advanced tests and
procedures and admitting patients ovemight Hospitals generally
provide inpatient and outpatient care and surgery and may have
diagnastic capabilities and a pharmacy on the premises. They may be
physician owned but it is increasingly common to have non-physician
owners of private hospitals such as property developers, other types of
entrepreneurs, and publicly traded company ownership; &

- Diagnostic facilities: while these services often are
integrated within a hospital structure, it also is common for the private
health sector to include standalone laboratories or other diagnastic
facility business models.

In many countries the private health sector is highty fragmented,
consisting of many small practices that are owned by medical
professionals. In recent years and across all regions and areas of health
care provision, the sector is becoming more consolidated, organized,
and corporate. Striking evidence of this trend is the recent rise in
multinational health care companies that are based in emerging
markes.

Health service providers represent the largest investment
opportunity within the industry. Growth opportunities exist throughout
the spectrum of health service providers, including large facilities that
use cutting-edge technology and promote medical tourism; medium-
size, low-cost, high-efficiency hospitals that serve a range of income
groups; and medical professionals in solo practice.

Increasingly governments are outsourcing services to private
health service providers, expanding their market share —and their need
for financing. There are indications that compared to other actors in the
health sector, health service providers, particularty those thet offer local
essential services, tend to be less affected by economic downtums?
Although financial crises may affect the pharmaceutical industry more
directly than other subsectors of the health sector, it appears to retum to
pre-crisis levels quickly®

Within the pharmaceutical industry, medical supply distribution
companies, which ensure that medical products are accessible, show
strong potential to absorb investments.

The private sector is largely responsible for managing the
sophisticated and efficient supply channels in OECD courtries, which
are characterized by wholesale and retail distribution finms,
transportation companies, and retail outlets. In contrast, the private
sector is undercapitalized in many low- and midale-income countries
where distribution systermns are inefficient, fragmented, and limited in
scale.

Medical education and clinical training in mast low and midale-
income countries is lacking; without adequiate infrastructure, publicand
private institutions are unable to produce a large, qualified health

®Henke and Simon 2009.
® Economist Intelligence Unit 2010.

workforce to respond to emerging health care needs. Increasingly in
many of these countries the private sector is taking a lead role in
meeting demand for technical and vocational training, including
medical education.

With health professionals in most low- and middle-income
countries in great demand, publicjrivate partnerships in medical
education are emerging and supporting this subsector’s growth.

3. Market Research Techniques

Financial institutions should use market research as a first step to
understanding the health sector. Market research is a systermétic,
objective collection and analysis of information to make decisions
about marketing, product development, and entering a new market.
Market research can help a new investor in the private health sector to;
make tactical and relevant decisions; decide whether and how to enter
the health market; develop and refine a new product; establish market
share and profitability and understand risks and develop mitigating
Strategies.

Investors use market research to determine the three key pieces
of information to form a useful picture of the health care market:

1. Target Market —most financial ingtitutions can begin their
research by seeking publicly available secondary sources of
informeation to understand the size and nature of the private health
sector. Useful sources include business registration statistics found at
commerce chambers or health authorities. There may be a public list of
health care service providers working under contract with the
govemment or that have been approved to participate in a govemment
insurance scheme. Because govemment data often is incomplete or
outdated, however, institutions may need to look for other sources.
Professional and industry associations may be able to share
information about their private-sector members.

A second step in understanding the market is to seek primary
sources of information, beginning with qualitative research technicues
such as interviews with experts who work in the health care market
Commercial banks can scan their portfolios to identify private health
care businesses and talk to them individually or in groups about their
credit needs and trends in health care. Professional and industry
associations can be excellent sources of information. While they may
not have financial data, they may be able to describe business models,
the size of the private sector in their field, trends in regulation and
business practices, and the challenges and opportunities their members
experience.

These techniques can give indtitutions important  soft
information that indicates the risks and opportunities in the market as
well as behavioral characteristics of potential borrowers.

Institutions considering a large investment in this market may
choose to put money into quantitative market research. Quartitative
research can give an ingtitution a reading on the size of the market,
nature of the businesses, financing needs, and repayment abilities
among other information. The following charts are excerpts from the
results of different types of surveys about private health service SMES
in low-income countries.

2. Competition — in most markets health sector SMES
appear to be underfinanced. But financial institutions are beginning to
penetrate the sector. Informeation on competition can be gathered using
the qualitative and quantitative research described previously. It is
likely, however, that in many instances health care businesses” main
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sources of financing are not commercial financial institutions but rather
owners’ equity, medical equipment leases, and supplier credit.

3. Ervironment — economic trends and political
considerations can be assessed using publicly available information
such as govemment statistics and public announcements on planned
health reform. Information on regulatory considerations and other
policy issues impacting the financing of health businesses also can be
gathered in interviews with associations and  govemment
representatives and in discussions with private health care business
OWNers.

4. Market Segmentation

Investors should segment the health market by size and business
type to match their financial institution’s capacity, strategy, and
financial products to the most appropriate subsector.

The health sector consists of a broad range of different size
businesses with diverse financing needs. After conducting market
research, a financial institution should consider segmenting the market
to identify priority subsectors and how to approach them. Market
segmentation is the process of dividing a market into smaller groups
based on certain criteria and defining potential customer groups to
target

Banks often segment a market to identify the most atiractive
subsector based on the market’s financing needs and the institution’s
capacity and strategy. This technique allows banks and other investors
to focus their marketing efforts. The health sector can be segmented
according to business types, annual tumover, asset size, demographic
characteristics, geographic location, behavioral characteristics, and
buying behavior to name a few criteria.

Investors can segment the health sector market to:

- identify financing needs;

- align entry into the health sector with the institution’s
strategic direction;

- develop financial products and identify existing ones that
meet the health sector’s needs; &

- employ effective marketing techniques.

5. Product Development for the Private Health Sector

Private health care businesses, and service providers in
particular, respond well to financial products designed and marketed to
address their needs. It is important for investors, once the target market
is understood, to evaluate whether the financial institution’s products
meet the needs of the health sector (or subsector).

It is possible that current products do, in which case minor
adjustrments, rebranding, or employing new marketing techniques
may be all that is necessary to reach out to the health care market
Often, however, the financing needs of the health care sector require a
new product be developed or that an existing one be augmented. In
these cases an institution should adhere to its current product-
development technigues with a special eye on the needs of the market.
In this section “financial products” refers primarily to loans. These
principles of product development for the health sector, however, also
apply to other important financial products such as equity products,
leasing, and factoring.

Figure 1: The Financial Product Development Process

Evaluation & preparation

Consideration:
customer needs
competitors

Lunch

institutional strenghts

Design

Pilot test

Source: ww.ift.orgivpsivem

There are three components of a loan product:

- core product;

- actual product. &

- augmented product or service.

Core product — the reason why a business needs financing

(the benefit and need it fulfills). In the case of health care businesses,
needs vary. Examples include:

- pharmacies—a steady supply of stock;

- laboratories —upgraded equipment;

- midwives—avehicle to transport patients; &

- hospitals—a new wing to accommodate additional beds and
Surgeries.

The following figure depicts a typical product-development
process for a financial institution.

Figure 2: Features of Financial Products

Customer
Augmented product or services: - Savicng—Imece
howtheoustomeracoessestheprocict - Packaging—Delivery
- Cusomerservice features
- Seourity requirements

Actual  product:
Futures the
customer is buying

- Working capital

- Revolving credit line

- Investment loan

<«—p | - Commercial mortgage

- Medical equipment lease

- Interest rate — Fees - Terms

- Steady stock supply
Core products: The - Upgraded equipment

need the product —> - Capital improvement
fulfills
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Source: wwiifc.orghvpsivem

Actual product — the specific features of whet the customer
is buying (the basic product characteristics). It usually encompasses the
product’s features such as its pricing, terms, and name. In the case of
health-sector businesses, the actuial products needed could include:

- working capital loans;

- term loars;

- commercial mortgage loans;
- lessing;

- factoring; &

- equity investment.

Augmented product or service —how the customer accesses
the product (the way in which it is packaged, delivered, and serviced,
including its brand name). This component also may include special
requirements that the customer must fulfill. For financial services it
could include features such as the tumaround time for applications and
disbursements, withdrawal conditions for deposits, guarantees
required, ancillary services, marketing features (such as image), and
customer service. Creative investors that are responsive to the health
sector’s characteristics and needs when thinking about augmented
product featires are likely to be successful.

Examples of augmented products or services for the health
sector include:

- branding with medical-sector references, such as
“physicianloans” or *pharmacy loans™;

- using medical associations to market bank products,
including distributing information and applications;

- providing business advice with loans for solo medical
professional practices and health care SMEES; &

- quick tumaround times and reduced collateral requirements
for loans under a specified amount for certain types of health care
businesses.

7. Marketing Techniques for Reaching the Private Health
Care Sector

In addition to developing loan products, financial institutions
should consider a number of marketing techniques that have been
effective for investors in the private health sector.

Provider associations, industry publications, and healthsector
events can be ideal marketing venues and may yield more cost-
gffective results than mass marketing. Commercial banks can form
alliances with provider associations by giving special terms for
association and member acoournts.

Associgtion meetings and other health-sector events can be
opportunities to advertise or talk to providers in an environment where
they are comfortable to ask questions and are thinking about the
growth of their practioes. Investors can sponsor events for the industry
too, such as workshops on business planning or accessing financing.

Customized marketing image - market research has shown that
private health care businesses believe it is important thet their bank is
trustworthy, is stable, and understands the needs of the health sector.
Clinicians who own health-service SMEs often feel more comifortable
with an investor that understands their sector.

Investing in human resources - financial institutions interested in
entering the health care market should consider investing in the human
resources necessary to meet the needs of this sector. Loan and
investment officers need to “’speak the language” of the health sector;
they should have a basic understanding of the business models,
common equipment and supply needs, and unique business
environment in which health care businesses operate.

CONCLUSION

Private health care is growing rapidly in emerging market
countries, sustained by economic growth at home and opportunities
abroad while developing country operators are increasingly going
intemational, to other emerging markets as well as to industrialized
countries. In addition, governments are looking to the private sector to
complement public sector provision and financing, raise standards, and
retain health professionals.

Investors must known the techniques to understand and market
to the private health sector as a first step in expanding financing to it
Specifically it discusses market research, market segmentation, product
development, and marketing technicues for reaching the private health
Sector.

Investors must consider their overall investment strategy,
institutional capacity, and market factors before expanding into this
new market. Strategic considerations for entering the health market
often include profitability, market penetration goals, risk diversification,
comporate image, and socialwelfare motivation. When assessing
institutional capacity, an organization should look critically at its human
resources, funding capacity, and delivery channels.
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