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IIPEAT'OBOP

®DakynTETOT 3a TypHU3aM U OM3HHUC JIOTUCTHKA MTPU Y HUBEP3UTETOT ,,I'o11e JlemueB* Bo
HTun, 6eme opranu3aTop Ha Tperara meryHapogHa HayuyHa KoH(pepenuuja ,, I Ipean3sunm Ha
Typu3MOT U O6u3Huc Joructrka Bo 21 Bek™. Kondepennujara ce oapxa Ha 13 HoemBpu 2020
roauHa Ha matdgopmara Microsoft Teams, co moBeke o 90 ydecHUIM O MaTHYHATA 3eMja U
cTpancTBo. OBaa roanHa MeryHapoJIHUOT HayuyeH KOMHUTET Opou eMUHEHTHH Ipodecopu of
Hamiara 3emja u Haja 15 crpancku 3emju kako M3paen, lllmanuja, @pannuja, Mongasuja,
Wranmja, I'puuja, Eruner, [loncka, Typuuja, Pomanuja, byrapuja, Cpouja, XpBarcka, bocHa u
XepuerosuHa u CioBeHuja.

Ilenta Ha oBaa KOH(QEpeHlHja € Ja MPOMOBHUpa IOrojeMo pa3Oupame Ha OU3HHC
aJIMUHUCTpAIMja, JIOTUCTUKATA, TYPU3MOT M YTrOCTUTEICTBO BO OJHOC Ha YIPaBYBamETO,
eKoOHOMHM]jaTa, 00pa30BaHUETO W MpeTnpueMHUINTBOTO. OBa moapazOupa neka (GoKycoT Ha
YUECHUIIUTE TO HACOUMBME KOH HajHOBHUTE TPEHAOBU M MPEIU3BUIIA BO BPCKa CO Pa3BOjOT Ha
TYpU3MOT, MEHAIUPAKHETO CO KOMITAHUHTE, Ma3apoT Ha TPy, MOKHOCTHUTE 3a MPUIOOUBKU U
npodut, U3rIeaAuTe 3a MoAoO0pa KOHKYPEHTHOCT Ha MeIYHapOAHHOT Maszap, IITO MaK €
UMIIepaThB 3a (PMHAHCHUCKATa CTAOMITHOCT Ha HaIlaTa 3eMja BO IeJTMHA.

HiMeHo, cO MPUCTUTHATUTE TPYIOBU U aBTOPCKUTE UCTPAXKyBamba C€ OCTBApH LieTa Ha
KOH(epeHIMjaTa - a Toa € OI[CHYBambEeTO Ha TEKOBHATA COCTOj0a M MAHUTE U3TIICAH 32 Pa3BO)j
Ha MHKpO IUIaH IITO C€ OJHECYBa Ha JIOMAIIHUOT Ia3ap, Kako U JIBH)KeWara Ha riodajiHara
€KOHOMHja, TIOATOTBYBAjKU ja OM3HMC 3aeTHUIIATA 33 MPEAU3BUIIMTE CO KOM K€ CE COOUyBaaT
IpU OCTBAPYBAHETO HA HHUBHHUTE MMM, WTO J¢ (aKTo BIMjae BP3 OJPKYBAKETO Ha
¢uHAHCHUTE 0COOEHO BO BPEMETO KOE TO JKMBEEME IO IPUTHCOKOT Ha MaHAeMHUjaTa.

[IpenopakuTe KOU ce MpeHecoa ce OJIHeCyBaaT KakKo Jia ce 3ajaKHyBa KalaluTeTOT Ha
KOMITAHUUTE KaKO M MPOMEHHUTE BO PETyJaTHBHTE KOM T'O AMKTHpAaT HAIIMOT mar KoH EVY.
Juckycunte BO TEKOT Ha KoH]epeHIMjaTa Oea ONrOoBOp Ha Toa Kako pearupaa u ce
MO3UIIMOHNPaa MEHalepuTe Ha (PMHAHCHUCKU CPEICTBA BO YCJIOBU Ha TOJIEM Ia3apeH PU3MK,
na3apHu LIOKOBU M TypOyJeHIMHM M Kako Tpeba Ja ce MOArOTBYBAaaT MHBECTUTOPUTE BO
MOCJIMHA CEKTOpU. TpyHoBUTE NpUKa)xkaa M3TJIeAN U KOH UIHATA MHTETpaIfja Ha 3eMjUTe OJl
3anazneH bankan, co OCBPT Ha Jl0CeralllHUTE MMOCTUTHYBamba U WIHUTE NPEAU3BUILIM IIpe]l OBHE
€KOHOMHH KaKO ¥ pa3MeHa Ha MICKYCTBa Ha CHTE YYECHHUIIM KO CMe JICHEC MTPUCYTHU OJ1 IIOBEKE
3eMjH.

Tokmy oBme mpenopaku Tpeba qa Ougat ABHTAaTe] Ha MpoIecuTe Ha pedopmara BO
HAacoOKa Ha MOJMramke Ha KBAINTETOT Ha 00pa30BaHMETO 3apajy MorojieMa MpoIyKTUBHOCT Ha
TPYAOT, KOHKYPEHTHOCT HAa €EKOHOMHjaTa U HaMallyBame Ha HEYCOTIaceHOCTa Ha MOHy/1aTa Ha
BEIITUHU U KOMIIETEHIIMY KaKo M modapyBaykaTa Ha a3apoT Ha TPpY/.

[TocTurHYBamETO HA OBHE IEJIM € 3aeJHMYKA 3a/1a4a Ha CUTE OHME IITO CE BO IMO3UIH]a
Jla TO J1a1aT CBOjOT MPHUA0HEC 32 UMIUIEMEHTalK]ja Ha pehOpMUTE BO OMIITECTBOTO. TOKMY THE
pedopmu, THEe TPOMEHN BO HAUYMHOT Ha MPUCTAI, METOI0JI0TH]a Ha padoTa U OpraHu3aIlyja, He
Tpeba Ja T'v mpaBUMe caMo 3a J1a CTaHeMe JIeN 01 EKOHOMCKHOT OJIOK, TYKy Ja Oujat BO HacoKa
Jla TIOCTUTHEME HEUITO APYro, MHOTY IMO3HAYajHO, OJHOCHO CHTE HAITOPH IIITO TH MPaBHME Ja
OujaT 3a ocTBapyBame Ha IMOBHCOK CTeNeH Ha OmarococrojOaTa Ha HAIIWTE rpafaHu, 3a
CO3/IaBamk-e Ha JIOCTOMHCTBEHH YCIIOBH 32 KUBOT M paboTa.

Bo peruonor, meryroa u mnomupoko, Bo EBpoma, ucKycTBaTa ce Hajpa3jIdyHH.
HannyBame Ha yclemHW, W Ha HE TOJKY YCHEIIHH Mojeld. TOKMYy BakBUTE HaydHHTE
KOH(epeHIMH, aedaTuTe ITO Ce pa3BUBAaT TyKa, c€ HajA0OpPHOT HAauMH 3a pa3MeHa Ha
HCKYCTBa, 32 WICHTH(HKANMja HA TMPEIU3BHIUTE W TEPCIEKTHBUTE, 3a CIIOPEoyBamke Ha
MOJIENIUTE ¥ TPETHUPAKHETO HA HUBHUTE HEOCTATOLM MIIM IIPETHOCTH, MEF'yTOA U MPE3EHTUPAE
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Ha MOYKHUTE HOBUM KOMOMHMpaHH Mojenu. Enxykanujara Ha HOBUTE TeHEpalluu KOU Ke Oujar
HNOATOTBEHH Ja CE€ COOYaT CO NMPEIU3BUIMTE LITO T'M HOCH Tio0aiu3anyjaTta, € 3aeIHUYKU
NpeIU3BUK Ha YHUBEP3UTETHTE, HA OM3HMC 3aeAHUIATA, HO U Ha IICHTpaJHaTa U JIOKaJIHaTa
BJIACT.

I Tym, ['maBen ypeaHuk
13 Hoemspu 2020 IIpo¢. a-p Tartjana bomkos, /exan
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PREFACE

The Faculty of Tourism and Business Logistics in Gevgelia, part of the University Goce
Delchev from Shtip, hosted the Third International Scientific Conference, "Challenges of
Tourism and Business Logistics in the 21st Century". The conference was held on 13" of
November 2020 on the platform Microsoft Teams, with more than 90 participants from the
country and abroad. This year the International scientific committee included eminent
professors from our country and more than 15 from foreign countries, such as Israel, Spain,
France, Moldova, Italy, Greece, Egypt, Poland, Turkey, Romania, Bulgaria, Serbia, Croatia,
Bosnia and Herzegovina and Slovenia.

The aim of this conference is promoting a greater understanding of the business
administration, logistics, tourism and hospitality in terms of management, economics,
education and entrepreneurship. In that context, the focus of our participants was on the latest
trends and challenges related to tourism development, company management, labour market,
opportunities for gain and profit, opportunities for better competitiveness in the international
market, which is imperative for the financial stability of our country entirely.

Furthermore, the conference papers and authors’ researches fulfilled the aim of the
conference, the assessment of the current situation and future prospects for the development of
the micro plan in terms of the domestic market, as well as the global economy changes, prepared
the business community for the challenges that will they face during their goal achievement,
which de facto affects the maintenance of finances especially in the time we live under the
pandemic pressure.

The detection of the conditions that have been presented is a real mirror of where we
are, where we have been, and what is even more difficult, to answer the question what next?
Achieving these goals is a common task of all those who are in a position to contribute to the
implementation of reforms in society. Exactly those reforms, those changes in the way of
approach, methodology of work and organization, we should not make only to become part of
the economic block, but to be in the direction of achieving something else, something much
more significant - efforts for achieving a higher degree of well-being of our citizens, for creating
dignified living and working conditions.

In the region, but also beyond, in Europe, the experiences are diverse. We come across
successful and not so successful models. Exactly such scientific conferences, debates that
develop here, are the best way to exchange experiences, to identify challenges and perspectives,
to compare models and how to treat their disadvantages or advantages, but also to present
possible new combined models. The education of the new generations that will be ready to face
the challenges posed by globalization is a common challenge of the Universities, the business
community, but also of the central and local government.

Shtip, Editor
November, 13", 2020 Tatjana Boshkov, Ph.D. Dean
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THE IMPACT OF DIGITAL FINANCE AND FINTECH ON FINANCIAL
INCLUSION AND THE EMERGENCE OF DFS PROVIDERS

Tatjana Boshkov!; Dushko Joshevski 2

Abstract

Since 2010, the G20 and the World Bank have initiated increasing financial inclusion
as a factor for reducing the poverty, especially in developing countries. In this period that we
are witnessing the governments of several developed countries through their financial
regulatory system with issued "ultimatums"” forced individuals and a number of attractive
businesses to use digital financial services. By setting limits on daily cash payments, charging
high fees for raising cash above a certain amount, etc., they enjoy the benefits of financial
inclusion and digital finance. Is everything new and publicly primarily marketed as a source of
well-being? For countries around the world with the term "voluntary", due to the interest of
certain "privileged" entities to get the opposite meaning? Whose welfare is improving and for
what purposes is it used? What about the non-banking population? Can we predict the outcome
is analyzed in this paper.

Key Words: financial inclusion, Fintech, digital finance, DFS.
JEL classification: 031, GO

Introduction

The fact is that the financial regulatory system can use its powers through laws to force the
population to be financially involved. The mass of people will register on the digital finance
platform, but they may refuse to use it to (to a greater or lesser extent) carry out basic
transactions. This definitely creates a new problem for digital financial service providers who
have previously started with the idea of profiting from a large number of financial transactions
through digital Fintech platforms. In addition, "targeted" individuals and attractive businesses
are "allowed" to suspect that there are other motives behind "forced inclusion™ because they
know that involvement should be voluntary (Cohen, 2004)....So the main problem is the
problem of intermediation, even in the world of digital finance, has yet to be addressed.

Mediation theory explains the conflict between the principal and the agent. This conflict arises
from the relationship between the director and the agent in business or economic activity due
to unrelated goals of the mentioned participants. In digital finance, the problem of
intermediation exists because of the profit-maximizing goals of DFS (digital finance service)
providers and the goals of maximizing the welfare of DFS users. On the supply side, private
and public partnerships in securing digital finance can play an important role in digitizing a
country's economy (Bounie D, Abel F.,2006).

! Tatjana Boshkov, PhD, Associate professor and Dean, Faculty of Tourism and Business Logistics,
tatjana.boskov@ugd.edu.mk

2Dushko Joshevski, PhD, Assistant professor, Faculty of Tourism and Business Logistics, Goce Delcev University
— Shtip, dusko.josevski@ugd.edu.mk
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DFS providers and the goals of maximizing the welfare of DFS users

Namely, the private partnership in the provision of digital financial services - DFS is driven by
profit maximization initiatives, while the public partnership in the provision of digital financial
services is driven by the idea of maximizing welfare, which also causes increasing intermediary
problems (Goodhart & Krueger, 2001).

DFS providers may use their discretion to pursue strategies that enrich them at the expense of
digital finance users through their choice of maximally profitable digital financial services
rather than DFSs that should maximize well-being. DFS providers can generate huge profits by
increasing their revenue for the services they provide. For example, banks, non-bank financial
institutions and Fintech firms are at the forefront of the pressure for digital inclusion in trying
to reach billions of new customers (Chakravorti and Victor, 2006). By offering digital financial
services on the mobile (or digital device) to the excluded and unserved population is an
exchange for a certain financial compensation (BIS, 2006).

What does this situation impose?

De facto this will raise questions for banks and Fintech providers that profit

from the poor, and also raise the question - how can digital finance enable greater financial
inclusion for individuals outside the formal sector and those who have deliberately refused to
use digital devices for financial transactions.

Since we are a region that is particularly "sensitive" when it comes to trust and loyalty, how
much can mediation problems be solved?

Leading countries in this area show that mediation problems can be reduced if digital finance
users are involved in the decision-making process in terms of what digital financial services
they want or do not want. That is, if digital finance users have the "honor" to choose what they
want and are allowed to easily switch to DFS providers (who do not offer the services they
want), then it is clear that the conflict of interest will shift from profit -maximizing digital
providers vs. digital finance users "seekers" for "welfare" to "Competition among digital
financial providers™ which means a collective effort to maximize the welfare of users at a
minimum cost.

Namely, the private partnership in the provision of digital financial services is driven by profit
maximization initiatives, while the public partnership in the provision of digital financial
services is driven by the idea of maximizing welfare, which also causes increasing intermediary
problems. DFS providers may exercise their discretion to pursue strategies that enrich them at
the expense of digital finance users through their choice of maximally profitable digital
financial services rather than DFSs that should maximize well-being (BIS, 2004). DFS
providers can generate huge profits by increasing their revenue for the services they provide.
For example, banks, non-bank financial institutions, and Fintech firms are at the forefront of
the pressure they create for digital financial inclusion in trying to reach billions of new
customers (Schmitz, 2001).

Once the conflict of interest has successfully shifted to “competition among financial service
providers", top management (in each of them) will have to take action to create better value for
DFS users. Better value also refers to the existence of strong institutional and legal systems that
protect consumers from being "exploited" by DFS providers. Presence of strong institutional
and legal systems that will protect digital clients will perform some monitoring to limit the
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possibilities of DFS providers in pursuing excessive personal interests (maximizing profit at
the expense of users).

The need for appropriate regulation - catalysts for the growth of DFS

Many countries in 2018 have shown that they have favorable regulatory environments for
financial "outlets", which means that different actors can perform many types of financial
operations. In these countries, financial service providers may establish networks of
intermediaries or support existing ones in order to offer innovative services and accelerate the
flow of new products to customers. In Bolivia, Cameroon, Morocco, the Philippines and other
countries, licensed financial institutions and mobile money providers are licensed to have
agents.

In the Philippines, this has helped agents' commercial viability by being more active, and in
Cameroon, agents have helped mobile money reach remote and rural areas. According to many
studies, the performance of the regulation for agents for 2018 is the strongest in Latin America,
while globally, 40 countries allow financial "outlets" to offer cash transactions and account
opening. These outlets can become the primary point of sale for low- and middle-income
consumers. Although digital financial services avoid large networks of physical branches that
rely on traditional institutions, their use of agent networks is essential for clients to invest and
pay e-money more easily and quickly (Humphrey et al., 2001).

Fintech providers and traditional financial institutions

For most individuals, their primary relationship with a financial institution is with an e-money
issuer. Ensuring that individuals have access to various financial services is not as simple as
registering for a mobile money account. For example, by 2017 in Kenya, about 72% of adults
had a mobile cash account, but only 9% of adults used those accounts for financial services
other than money transfers such as savings, loans and payments. Deepening these relationships
offers benefits to both customers and service providers. To expand their services, most e-money
issuers need to partner with traditional financial institutions (Economides & Himmelberg,
1994).

MoMo (Mobile Money Centroamerica S.A. de C.V.) is an e-money issuer and payment service
provider with more than 180,000 users and 400 agents in El Salvador. Since 2015, the company
has been cooperating with the State Agricultural Development Bank to provide electronic
money services to the bank's clients. BFA customers can use MoMo agents to make
transactions, including deposits and online payments. In August 2018, MoMo and BFA
announced that conditional cash transfers can now be made via e-wallet.
Tigo Money is an e-money issuer operated by Honduras mobile operator Tigo with more than
4,200 agents and 2 million transactions per month. In May 2018, Tigo Money and BanPais
Bank announced a partnership that allows customers to link their BanPais bank accounts to
their Tigo Money e-wallets. Customers can access their bank accounts via mobile phone and
transfer funds from their accounts to their e-wallets to make transactions and make withdrawals
from Tigo agents.

Cameroon's two leading mobile money providers (MTN and Orange) have a partnership with

banks - regulations require e-money issuers to be partner with banks. These partnerships have
enabled e-money issuers to offer a wider range of services, including linking bank accounts to
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e-wallets for transactions between the two accounts. In addition, in 2016 Orange launched a
Visa debit card that allows customers to make purchases and withdraw funds from their mobile
cash accounts via an ATM.

Supervisory capacity for financial inclusion and digital financial services

Most countries can improve their oversight capacity for financial inclusion and digital financial
services. Only five countries (Jordan, Peru, Rwanda, Russia and South Africa) have included
advanced technical expertise in supervising non-bank financial institutions and digital financial
services. Thus, Peru offers 14-week training for regulators focusing on risk management and
supervision specific to microfinance and financial inclusion. The Philippines offers supervisors
with similar specialized training. In 2016, Tanzanian regulators participated in the first digital
finance training program, organized by the Poverty Alleviation Advisory Group (CGAP) and
the Toronto Center.

However, most countries can do much more in building supervisory capacity, especially when
it comes to digital financial services. So far, more countries do not use digital surveillance
technologies. As financial technologies evolve markets, they will become more complex, which
means it will be imperative for regulators to have the tools to monitor them effectively. For
example, technology can help officials monitor the market for providers that are not regulated
as financial institutions but offer financial services that can affect the financial system and pose
a risk to stability and integrity.

In Brazil, regulators use the blockchain technology of Jordan, Peru, Russia, Rwanda and South
Africa for electronic supervision, while in Panama regulators have adopted XRBL, an open
international standard for digital business reporting, for the exchange of financial and non-
financial information. In addition to technical expertise, supervisors require a comprehensive
framework of differentiated risk for consumer loans and microcredit portfolios. These
frameworks allow regulators to prioritize entities and sectors, creating incentives to improve
corporate governance, develop specialized tools for each type of risk, and thus improve
supervision.

Different countries in 2018 have shown that they implement best practices for risk-based
supervision, i.e. 24 countries have a differentiated consumer credit framework supervised by
the regulator and 12 countries have a comprehensive micro-credit framework. Colombia's
Comprehensive Risk Management Framework assesses the credit, market, liquid and
operational risks of institutions. While the Financial Stability Committee of Uruguay is an
example that among the above risks unites the various regulators and assesses the financial
inclusion. In other countries, risk-based supervision can be improved. In Ecuador, for example,
supervision of non-bank financial institutions is primarily based on size rather than a more
complete institutional risk profile.

How can governments promote digital financial inclusion?

Governments can promote digital financial inclusion by expanding payment platforms for
government transactions. Although there are strong People-to-Government (P2G) and
Business-to-Government (B2G) payment platforms in many countries, terms can be improved
in at least 30 countries. The significant size of the public sector in most countries and the
prevalence of payments or receipts from governments mean that when governments introduce
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digital payment options, they can influence the behavior of the masses of individuals, prompting
them to switch to digital payments.

In Kenya, for example, the government has used the widespread acceptance of mobile money
to expand its services through an e-government platform. Mobile money is more than 90% of
payments through the platform and about 85% of payments for parking fees, business licenses
and licenses. Services such as driving licenses can only be paid for through this platform. At
the same time, government activities can foster the development of digital payment
infrastructure through partnerships with platforms that increase technical capacity and
opportunities available to the rest of the market. In addition, the government can reap significant
benefits, including reducing administrative costs, increasing security, and expanding the tax
base. Paraguay uses e-payments for its two programs, one for cash transfers, as well as for all
government salaries. Jordan, Paraguay and South Africa combine government-to-person (G2P)
payment digitalization initiatives, such as pensions, and allow P2G and B2G payment platforms
to enable individuals and businesses to pay taxes and fees online. South Africa uses an online
portal to manage all government e-services and digitally receive payments. Since 2016, the
Jordanian Automated Clearing House has enabled the digitization of all government payments.

Effects of interoperability

Evidence shows the effects of interoperability - ensuring that different systems can
communicate with each other - on several fronts: national payment systems and clearing houses,
innovations such as QR codes and mobile e-money. In several countries central banks have
taken important steps to open up national payment systems, providing old and new players,
large and small, with access to transfer funds through platforms. Interoperability was cited as a
cornerstone when Indonesia announced its National Payments portal in 2017.

In our country, such a project started in 2012, where the Central Registry, the Agency for Real
Estate Cadastre, the Customs Administration and the Public Revenue Office were initially
connected. Electronic connection of institutions are aimed at increasing the efficiency in
providing services to citizens. It will be possible to reduce administrative barriers, exchange
documents and at a higher level connect databases between institutions and at the highest
possible level, i.e. automated processes in which we will exchange data needed in certain
procedures in the interest of citizens' services.

In China, interoperability of payment platforms is a key factor in financial inclusion - third-
party payment systems all use a single, real-time platform to settle payments from bank
accounts, which reduces risk and improves transparency. China is also among the few countries
to standardize QR payment codes, like in China, a single QR code allows users to make
payments on any platform.

Argentina imposed a similar system and linked it to the country's interbank transfer system,
allowing individuals not only to make payments with QR codes, but also to make person-to-
person transfers using passwords, including individuals without a bank account. These
innovations increase the reach of any single electronic payment system, while reducing user
conflicts. In the case of Argentina, there is even a system for sending payments to non-users.

Tanzania is an example of the interoperability of mobile money platforms in Africa, allowing
users to send and receive money over any mobile network. Rwanda has also recently made such
transfers possible, ahead of a planned cross-border interoperable mobile money system linking
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member states of the East African Community. Outside of Africa, these types of systems are
not yet widely accepted, as evidenced in the case of India, where several players work in the
digital payments sector. Regulators do not require them to connect their systems, which restricts
the use of mobile payments for commercial transactions (Boshkov, 2018).

How does Fintech change central banking over the next generation?

The focus is on virtual currencies, new models of financial intermediation and artificial
intelligence. For example, virtual currencies are a different category because they provide their
own unit of account and payment systems. These systems enable peer-to-peer transactions
without central clearing houses, without central banks. For now, virtual currencies such as
Bitcoin pose little or no challenge to the current order of fiat currencies and central banks. Why?
Because they are too volatile, too risky, too energy-intensive, and because basic technologies
are not yet adaptable. Many are too non-transparent to regulators, and some are hacked.

But, taking in mind the technological challenges, this can be overcome with time. So, in many
ways, virtual currencies can only give existing currencies and monetary policy a race for their
money. The best response from central bankers is to continue to pursue effective monetary
policy while being open to new ideas and new requirements as economies evolve (Krueger,
1999).

Dialogue is more than necessary between experienced regulators and those who are just
beginning to deal with Fintech, between policymakers, investors and companies that provide
financial services to companies, and also between countries. Reaching across borders will be
critical as regulators' focus expands - from national entities to cross-border activities,
from your local bank branch to quantum-encrypted global transactions.

Due to our global membership of 189 countries, the IMF is an ideal platform for these
discussions. Technology knows no bounds: what is at home? What is abroad? But how can we
avoid regulatory arbitrage and the race to the bottom? This is about the IMF's mandate for
economic and financial stability, as well as the security of our global payments and financial
infrastructure.

The stakes in in- and out-of-co-operation are high. We do not want loopholes, however, in the
global financial security network a lot is being stretched and reshaped. | am convinced that the
IMF has a strong role in the global financial security network. But the Fund will also have to
be open to change, from bringing new parties to the table to considering the role of the digital
version of the SDR (Special Drawing Rights). In other words, the IMF is with the subcontractor.
As individuals and communities, the capacity to shape a technological and economic future that
works for all needs to be demonstrated (Rahn, 2000). More importantly, we have a
responsibility to make this happen.

Conclusion

The partnership between Fintech companies and banks is already an implemented formula that
bears fruit, but we must not omit the fact that all developed countries in their platforms, in
addition to connecting banks, realize the platforms with the direct participation of e-
Government and the concept of interoperability (Boshkov, 2018). It is also not new that central
banks in several countries have taken important steps to open up national payment systems,
providing old and new, big and small players with access to and transfer of funds across
platforms....distant, but still reach Central and Southeast Europe and this de facto "awakens"
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the central banks, in terms of their current "comfort™ as well as commercial banks. They will
not omit the relevant participation of the Government, on the one hand, but also the more
represented Fintech companies on the other, which are an example of successful business,
which I believe will become a business alternative here .... It remains to be witnessed of the
capacity of our country and the region .... in more detail in a future text .... And whether the
desired profit will be achieved, it certainly depends on the ability and desire to solve problems
due to the growth of competition in the field of finance, because the "future™ of money is the
impetus that drives humanity through financial evolution and rightly calling the 21st century -
a multipolar world.
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MONETARY POLICY EFFECTIVENESS, AND SOME EXPLANATIONS OF
UNEMPLOYMENT, FAIR WAGES AND FAIR PRICES IN A GENERAL
EQUILIBRIUM SETTING

Dushko Josheski®; Tatjana Boshkov?
Abstract

This paper argues that monetary policy matters in short-run and that it affects unemployment,
and prices and wages in near-rational firms. Those profit-maximizer firms are adjusting prices
in accordance with consumer expectations and wages are set to be fair accordingly to the
workers expectations. This is in exercise is all happening in New Keynesian dynamic stochastic
general equilibrium setting which shall be compared to a Real business cycle model with
technology shocks.

Key words: DSGE models, fair wages, fair prices, New Keynesian economics
JEL:

Introduction

John Maynard Keynes in his The General Theory of Employment, Interest and Money (1936),
in Book I:Chapter 3 Principles of the effective demand asserted that:” ... volume of employment
in equilibrium depends on (i) the aggregate supply function, , (ii) the propensity to consume,
and (ii1) the volume of investment. .. This is the essence of the General Theory of Employment”.
In this system aggregate supply function is the sum of “the amount which the community is
expected to spend on consumption” and “the amount which it is expected to devote to new
investment” or “..”is what we have called above the effective demand”. Then Keynes argued
that capitalist economy could poses equilibria that are characterized by the persistent
involuntary unemployment, see also, Akerlof,Yellen (1987).Keynes analyzed that the key
departure from the self-interested maximizing behavior is the assumed stickiness of money
wages. Workers typically resists money wage reduction but..”..not to resist real money wage
reductions”. Next, monetary policy can have large and long-lasting effect on interest rates and
activity. A large literature based on Taylor (1979)-Calvo (1983) foundations, asserted that
money growth (change) has a maximum effect on activity after one year, and that effect is gone
in 3 years. Taylor-Calvo equations are capturing staggering and price decisions and are the basis
modeling nominal rigidity in New Keynesian DSGE models. Monetary policy affects actual
and natural rate of unemployment. Diamond (1982) model implied that there may be continuum
of natural rates which may not be efficient, and it is in fact coordination failure. Hysteresis also
is one channel through which monetary policy by inducing for sufficiently long period high
interest rates can lead to increase in natural rate, see Blanchard, Summers (1986). The notion
of unemployment whether is mismatch the central bank actions could be misguide and if it is a
business cycle related FED “...could act to reduce it without touching of inflation”, wrote
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Diamond (2011) in his column. Now in the case of matching, early search theory assumed the
existence of a distribution of wage offers for identical jobs; unemployment arose in equilibrium
because workers rejected low-wage jobs. This aspect of the theory was criticized both on logical
grounds by Rothschild (1973) and on empirical grounds by Tobin (1972)%; Barron (1975)2.
Rothschild (1973), asserted that the models of Mortensen (1970a,1970b) and Phelps
(1970),while they do attempt to explain the behavior of the both sides of the labor market, they
do not explain variety of wage offers which motivate the job seekers. One equilibrium model
that met Rothschild’s criticisms, was first presented by Lucas and Prescott (1974). Early
applications of the concept of the matching function that downplay the role of reservation wages
include Hall (1979), Pissarides (1979), and Bowden (1980). Diamond and Maskin (1979) used
the similar concept of “search technology” in a related context. The application of zero-profit
conditions for new jobs, leading to a closed model with endogenous demand for labor, was first
discussed in Pissarides (1979, 1984)%. Modern macroeconomics is being divided by primarily
two schools of thought: Real Business Cycle theory that follows classical tradition, for which
expansions and recessions are efficient response the technological state of the economy, and
New Keynesian economics which states that economies are prone to market failures, and that
government could have a role in improving these market conditions, see Celso J. Costa (2016).
Imperfect competition is at the heart of the New Keynesian model and this model primarily was
developed by: Rotemberg (1982), Blanchard and Kiyotaki (1987), Rotemberg and Woodford
(1997). In this sense Akerlof (1970), pointed out that a host of market imperfection phenomena
best understood as response to imperfect and asymmetric information. model includes labor
disutility. But it also does include unlike RBC model: new Keynesian Philips Curve, forward
term, substitutability/mark-up on prices, Monetary Policy Smoothing Parameter, Monetary
Policy GDP Growth target, and monetary policy inflation target. Fair pricing and fair wages
also were included in the theoretical part of this paper. Rotemberg (2005) developed the first
theory of price rigidity based on fairness considerations, but he was using the social-preference
approach by: Rabin (1993) and Fehr,Schmidt (1999).1n the fair pricing model that is explained
in this paper, that is a model by Eyster, Madarsz, Michaillat (2019),consumers fail to savor
unfairly priced goods, they are not demanding those products irrespective whether it harms the
firm. So this paper is organized as follows: First Monetary policy effectiveness is explained in
the model of Akerlof (1985), then we proceed to explain equilibrium Unemployment, then we
proceed to explain social norms model and unemployment as consequence, Akerlof (1980)
model, and model of fair wages or Akerlof (1982) model. Then we move to Eyster, Madarsz,
Michaillat (2019) model of fair pricing in Monopoly model and New Keynesian setting. Then
finally we move into explaining whole this system as a whole in a Dynamic Stochastic General
Equilibrum framework in MATLAB by using a code written by Gauthier Vermandel and
published on his research page. These models are all about “macroeconomists’ adherence to

1 Tobin (1972) asserted that the now job seeking theory of Phelps et.al. (1970), is useful in explaining the voluntary
frictional unemployment. But in the Beveridge curve reality —“vacancies should not be less than unemployment.
But because of limited capital stocks and interdependence among skills, jobs cannot be indefinitely multiplied
without lowering their marginal productivity”. ..”Our wise and benevolent planner would not place people in jobs
yielding less than the marginal value of leisure. Given this constraint on the number of jobs, he would always have
to keep some workers waiting, and some jobs vacant”..wrote Tobin (1972) acknowledging that there must be
involuntary unemployed workers.

2 Barron (1975) wrote:” It becomes clear that the expected duration of unemployment entails more than a
comparison of an acceptance wage and the wage offer distribution”. He pointed out that papers such as Mortensen
(1970a), “assumed a constant probability of receiving a wage offer each period”.

3 Despite its importance there are very few attempts to derive the matching function from primitive assumptions
that labor market is a place of trade .Hall (1979), Pissarides (1979), and Blanchard and Diamond (1994) have
borrowed Butters’s (1976) urn problem (probability picking a ball from an urn) game to derive an exponential
function.
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one-deviation-at-a-timism, and their antipathy to multiple beauty-contest equilibria”, Akerlof
(2019).

1. Monetary policy effectiveness
Here we are explaining in short Akerlof (1985), model:

Equation 1
P\~ (M
x=(8) ' (5) n>1
p p
Where: X-output of the firm; p-price of the firm of the output, p-the average price level , M-
the money supply per firm. n > 1 so that each firm has increasing revenue as price falls pX =
M. In long run previous expression holds. Production function by which firms produce output
is given as:
Equation 2
X=(EeN)*%0<a<l1
Where e-effort ; N-numbers of laborers hired .Relationship between effort and laborers is

1
L a . N
givenas:eN = Xe = N = X? ; e = e(w).Here e(w) is assumed to be a function like

re(w) = —a+bw?; 0 <y <1,a>0;b > 0. Profits of the firms are equal to:

Equation 3
1

=2(5) 5 () "G) w5
M=npl- —_ = —
P (p) 7 W \p W(B(W)z P
Equilibrium condition at the initial price P, is given as : p, = kM,. In the previous equation:
M,-initial money supply p,-initial price level .Also in previous equation k is equal to:
Equation 4

a
*

I ( nw >ﬁ
~\a(n - De(w)

Where w*-optimal level of wage (Solow wage elasticity of effort with respect to wage is unity
and represents the condition by which firm chooses the real wage that minimizes the unit cost

1-a —
:(W*) .Total supply of labor L
now exceeds the total demand for labor. In this case there will be unemployment, so the firm
will be able to obtain all the labor that is needed by the preferred wage rate w*.Money supply
changes by a fraction e
Equation 5

of labor efficiency unit). The demand for labor now is: N, =

M= M,(1+¢€)
m-firms are short maximizers and set prices of their output and wage at the levels that exactly
maximize profits on the assumption that the average price level is unaffected by their
decisions. The n-firms which continue a rule of thumb, continue to charge the same price of
output and to pay the same wage. Money wages are sticky over business cycles, and also that
prices are constant markup over normal average unit costs. Now the key endogenous variables
in the short-run equilibrium are given as:
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Table 1 Key endogenous variables in near-ration model of Akerlof (1985)
Endogenous Variable Explanation

" =Dy This is by assumption that p™ = p, , this is the prices
charged by non-maximizing firms (n).
This comes from setting the derivative of the profit

wm =w* function %,with respect to w equal to zero, that
yields the elasticity of effort with respect to the real
wage w™ be unity. In equilibrium w™ = w*
This comes from setting the derivative of the profit
function with respect to p™ equal to zero. And
setting M = M,(1 + ¢) and this yields

p™ = po(1 +¢€)? here? p™ = po(1 + €)? This follows by definition p =
(»™P (p™)'~F geometric mean of prices and p™ =
po ;which form money supply previously set yields:
p™ = po(1 + €)?,this is price charged by the
maximizing firms (m).
p=po(1+e)-HP This follows directly from the definition:
p = @"F (™)' also p™ = p, and
p™ =po(1+€)f,
wh = w*(1 +¢)~1-HP The money wage paid by the non-maximizing firm

equals to w, real wage is =2 = =2. £¢
p Po D

Source: Akerlof (1985)
Profit function of the non-maximizing and maximizing function are given as;
Equation 6

n" = (Po)l_”f(i) - (Po)_”"‘g(E)h(E)W*[e(h(é)W*)];1
o™ = (p™(@©) " fE©E™E©) " glew (ew")
g(e) and f(€) unimportant can be calculated explicitly by substituting p = p, (1 + €)1~#¢
and M = My(1 + €) for p and M in the profit function. Similarly, h(e) equalsto: h(e) =
(1+€)~ 0P since : w™ = w*(1 + €)== ; h(0) = 1 which is a property of h(e). The
derivative of I1" — 1™ with respect to € is given as:

Equation 7
da(mm —nn a1 -
% = {(1 —n)p™(e)f(€) + (g) X (pm(e))‘azlg(e)w*(e(w*)) } 56

+ {(wile(h(ew]™ — h(e)w ?e' (R(e)w™) X [e(h(e)w™] 7%}
n

dh -1
@0 @Wg© +{om© 170 - (M) W eI g' ()]
{0011 () — (o) & hEW bW g'(©) }

For e = 0 it follows that@ le=o = 0.That was for the profit maximization. Now for

the employment the elasticity of the employment with respect to changes of the money supply
is non-zero. But for e = 0 this elasticity is given as:

n 1

L Profit function was previously defined to be : IT = p (%)_n % - (g)‘; (ﬂ_);w(e(w))_1 P

p
(1-a)a

—_— <1

Bl a-m () ~

a-n+1

2 0=
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N
d(N) 1

0 —_— — — — —
e — - A-=-po+pA-po

Since 8 < 1 increase in money supply causes increase in employment.Or if we substitute

1

Equation 8

kl—a
e(w*)’

N = X; wh=w*(1+€)" A and N, =
Equation 9

and divide — we get :
No

1
Xaw™
1 1 N
Xaw* ((1 + 6)_(1—B)e> W*(l + e)—(l—ﬁ)@X& d (N_O)
ke Ki-a - 5 =@ 7 e
(1+¢e)-F)0
My

For8 =1 and f = 0 the model goes to money neutrality. Any deviation form profit

maximizing price is second order to the firms. But firms adjust prices slowly following a
M
P

change in money supply. But the changes of the money supply change real balances by ( )

by a first-order amount, which cause first order changes on output and employment. Which
means that monetary policy is effective®.Next it is shown profit maximizing pricing behavior
of the firms. So, for the firm that has any market power their profits will be flat in the
neighborhood of their optimum own price. Any deviation from the profit maximization prices
causes small loss in profit, Akerlof (2001).

Figure 1 Profit maximization price

Profit

Optimal price Price

1. Equilibrium Unemployment

In this part we are explaining several reasons of unemployment: first are search and matching
models with stochastic job matching. This literature draws primarily on: Alchian (1969), Phelps
(1968), and Mortensen (1970); and Phelps et al. 1970. The driving impetus to this research
came from Phelps’s (1967) and Friedman’s (1968) reappraisal of the Phillips curve and the
natural rate approach to which this led, see Pissarides (2000).The endogenous job destruction
model is based on Mortensen and Pissarides (1994), Labor force participation in the context of

! Let’s suppose that money supply changes by the fraction € , the losses for the non-profit maximizing firms are
square of €, so if e = 0.5 losses are €2 = 0.0025.S0 monetary policy is effective when pricing of the firms is near
rational.
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a job-matching model was considered by McKenna (1987). The fact that when there is search
on the job the optimal policy can be described by two reservation wages was first noted in a
partial context by Burdett (1978). Vacancy chains caused by quitting are studied by Contini and
Revelli (1997) and Akerlof, Rose, and Yellen (1998). Stochastic job matchings were first
analyzed by Jovanovic (1979) in a partial model of labor turnover.On the model of the effects
of the policy : An early exception is the paper by Diamond (1981),which considered
unemployment compensation as a policy to correct the inefficiencies introduced by the
externalities in the model. Matching function model is given as mL = m(ulL, vL). This function
is concave and homogenous of degree 1. Homogeneity or constant returns to scale. Where u is
unemployment rate, v -vacancy rate, uL unemployed worker L-total labor force, and vL job
vacancies. Vacancy to filled jobs equals v/u is denoted to 8 and equals to: 6 = m(u/v,1), 6t
is a small time intervak during some vacant job is matched to an unemployed person,with a

probability q(8)8t. To a related Poisson process 1 = 220 \vhere 1 = 6q(6) and has

u
elasticity 1 —n(8) = 0 .The mean duration of unemployment is 1/6q(6).Worker goes from
employment to unemployment with probability A6t, the mean number of workers who enter
unemployment during a small time interval is A(1 — u)Lét, and the mean number who leave
unemployment is mL&t,pr we can rewrite the latter as: is ufq(8)Lt,where 6q(6)6t is the
transitional probability of unemployed. The evolution of mean unemployment is given as:it =
A(1 —u) — 8q(08)u. In the steady-state the mean rate of unemployment is givenas: A(1 — u) =
0q(0)u. The equation that determines unemployment in terms of two transition states is:u =

Job creation rate is defined as the ratio of the number of jobs created to employment

A
A+6q(6)°
mww and job destruction rate is similarly defined as the ratio of the total number of jobs

1—u '’
destroyed to employment ’1(11__;) Let J be the present-discounted value of expected profit from

an occupied job and V the present-discounted value of expected profit from a vacant job. With
a perfect capital market, an infinite horizon and when no dynamic changes in parameters are
expected, V satisfies the Bellman equation :rV =—pc + q(6)(J — V).A job is an asset
owned by the firm. In a perfect capital market the valuation of the asset is such that the capital
cost, rV, is exactly equal to the rate of return on the asset: The vacant job costs pc per unit time
and changes state according to a Poisson process with rate q(6). The equilibrium condition for

the supply of vacant jobs is V' = 0, implying that:;] = %.Let U and W denote the present-

discounted value of the expected income stream of, respectively, an unemployed and an
employed worker, including the imputed return from nonmarket activities. The unemployed
worker enjoys (expected) real return z while unemployed, and in unit time he expects to move
into employment with probability 6q(6).Hence U satisfies rU = z + 0q(6)(W — U), rU can
be given two useful interpretations. First it is the average expected return on the worker’s human
capital during search, it is the minimum compensation that an unemployed worker requires to
give up search (reservation wage). Employed workers earn a wage w; they lose their jobs and
become unemployed at the exogenous rate it. Hence the valuation placed on them by the market,
W, satisfies riW = w + A(U— W). Without on-the-job search, workers stay in their jobs for as
long as W> U. the permanent incomes of unemployed and employed workers, in terms of the
returns z and w and the discount and transition rates:

Equation 10

rU = (r+1)z+6q(6)w _ Az+[r+6q(68)]w

r+1+6q0) r+1+6q(0)
The job is worth to the worker : rW; = w; — A(W; — U) the job rate for this job satsfies : w; =
argmax(W; — U)P(J; — V)1=F \where S is labor’s share of the total surplus that an occupied
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job creates, g = % is the most plausible value. g = % is the most plausible value.Wage function
now is: w; = rU + B(p — r),where rU -reservation wage, B (p — r) fraction of net surplus they
create by accepting the job, product value net of what they give up, rU ,rU = z + %pc@.And

the aggregate wage equation that holds in equilibriumw = (1 — )z + Bp(1 + c6).1t is
intuitive for a market equilibrium if we note that pc6 is the average hiring cost for each
unemployed worker (since pc@ = pcv/u and pcv is total hiring cost in the economy). if we
let z = pw, where p is the replacement rate (a policy parameter), then the wage equation

becomes:w = £ ((11+_C;))p p.With capital w = (1—B)z+ Bp(f(k) — (r + &)k + cB) is the

aggregate wage equation that holds in equilibrium. With the out of steady state dynamics the
value of vacant and filled job are becoming:

Equation 11

W=—pc+V+q@(J-V);,rJ=p—w+]—-A

In the asset value of a vacant job, expected capital gains from changes in the valuation of the
asset V, yield —pc and expected capital gains from the chance of finding a worker to take the
vacancy q(6)(J — V).In the value of the filled job equation /- is the expected capital gain from
changes in job value during adjustment.Our assumption that firms exploit all profit
opportunities from new jobs, regardless of whether they are in the steady state or out of it,

implies that V. = V =0.] = ’E—;) . J=@+2)]—(p—w). The arbitrage equations when

changes in valuations take place because of out-of-steady-state dynamics are

Equation 12

rU=z+U+0qg@O)(W—-U);7W =w+W + AU — W)

In the endogenous job destruction model, The asset value of a job with productivity in the
range 1 > x > R satisfies:rJ(x) = px —w(x) + 4 lej(s)dG(s) — AJ(x). For the worker the
returns from working at a job with idiosyncratic productivity x satisfy

Equation 13

™Wi(x) =w(x) + AJ W(s)dG(s) + AG(R)U — AW (x)

The reservation productivity R, is defined by:J(R) = 0 .By the reservation property, firms
destroy all jobs with idiosyncratic productivity x < R and continue producing in all jobs with
productivity x > R. Therefore the flow into unemployment (job destruction) is given by
A(R)(1 — u). As before, the flow out of unemployment is equal to job creation, m(v,u) =
6q(6)u.The evolution of unemployment is therefore given by 2 = AG(R)(1 — u) — 6q(6)u.
And its steady-state value is given by:

Equation 14

AG(R)
~ AG(R) + 0q(0)

For the analysis of additive shifts, we suppose that all idiosyncratic productivities x depend on an
additive shift parameter h, such that :x(h) = x + h Thus, in examining the effects of a change in the

Cc

variability of the productivity distribution, we write: x(h) = x + h(x — %) ; (1 — 8)(1 + h) m =70
C(L+ MR —h 7+ S22 [l s — 1)dG(s) = Z+ —ce

Wage equation here is given as: w(x) = (1 —ﬁ)z + fp(x + cO) where,
Equation 15

(r +D)J(x) = (1 = B)(px — z) —Bpcb +/1f J()dG (s).
(r +DJx) = 1 —=PBpx— R).
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Equation 16
_ 1
(r + D)) = (1 = F)px — 2) = fpcd +M1+—§)p f (s = R)dG(s).

the expected gain from a new job to the firm must be equal to the expected hiring cost that the

firm has to pay are given as:(1 — B)m = E if we let z = pw, where p is the replacement
B(1+cH)

rate (a policy parameter), then the wage equation becomes: w = s Now in the out of
steady-state dynamics, as before, U denotes the net worth of an unemployed worker and W the
net worth of an employed worker. The arbitrage equations when changes in valuations take
place because of out-of-steady-state dynamics are':rU = z + U + 0q(0)(W — U) ;W = w +
W + A(U — W). Thus, in examining the effects of a change in the variability of the productivity
distribution, we write
Equation 17
(o}
x(h)—x+h(x X) (1 ﬁ)(1+h) m—m
B

I~
a+h f(s—r)dG(s)— et

Differentiation with respect to h, however shows that at h = 0 both market tightness and the
reservation productivity rise. Differentiation of previous gives

(1+h)R—h ¥+

1 A [1-G(R)] R—- R A fl( R)dG(s) + p 96 /oh
T+ A - r+al, S)+ 15 (06/0h)
Differentiation with respect to h
Equation 18
cn(6) 00 1-p {_FR OR
0q(0)oh r+21 oh
Elasticity notation
dq(6) 6
n(o) = ——-———
0 q(9)

Equation 19

_ At
—— (1—R)—x+R+mfR(s—R)dG(s)

1-%— = [{(1-5)dG(s); 1 - % = f (1 - $)dG(s)

[1 A -y

_ A (! B
X —R—mJR (S—R)dG(S)-FW co

Similarly, for given market tightness, the higher interest rate reduces the option value of the
job, and so the reservation productivity is higher. The effect of these shifts on market tightness

is unambiguously negative, but it is ambiguous on the reservation productivity. To see this,

cn(@) 69 _ 1= [s’ _L_@R
differentiate with respect to r to get :(———~ 9@ 91 = 747 1 3 ] the reservation productivity

1 —

[E(x|x = R) + c6]; Unemployment income is proportional to the general productivity parameter ,

]
(EGxlx = R))_ﬁl pc(l -8

pB
1—pa-p P
p Substitution of z gives the new job destruction condition:R —

f (s —R)dG(s) =0

(1 B)

r+i
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is independent of labor’s share, and the net effect of labor’s share on market tightness becomes

:% =— (1—6ﬁ)n' In the endogenous job creation with capital, reservation productivity R, defined

by J(R) = 0.By the reservation property, firms destroy all jobs with idiosyncratic productivity
x < R and continue producing in all jobs with productivity x = R. Therefore the flow into
unemployment (job destruction) is given by A(R)(1 — u). As before, the flow out of
unemployment is equal to job creation, m(v,u) = 6q(8)u. The evolution of unemployment is
therefore given by:t = AG(R)(1 — u) —6Oq(0)u 1. Job creation and job destruction
conditions, wage sharing rule gives the following equation

Equation 20

w(x) = (1 = )z + Bpx[f (k) — (r + 8)k] + Bpch
(r+D)J(x) = 1= Bplx = R)[f (k) = (r + 6)k]

DG = (1 k Y 2_(T6=R . 1 0
(D16 = (= Pplr 0 = G 00k x4 o [ S a6)| - (- 2 e

The job creation condition, which as before satisfies ,is derived from , and itis: (1 — ) % [f (k) —

(r+ &)k] = ﬁ . The job destruction condition is derived from

Equation 21

[F) = r + )] |R +— jl( R)dG(s)| = Z+ -
f ’ r+AJg s s p 1-P
Aggregate capital in this economy is :K = L(1 —u)pk lexdG(x) and aggregate output

F(L(1 — w),K),orinperunitterms:Y = L(1 —u)pf (k) le xdG(x) . And now, with labour
force participation the model becomes : When workers are out of the labor force, they enjoy
leisure worth Ly, in real terms, which they lose when they enter the market. Formally, we assume
that it is a drawing from a distribution with cumulative density H(l,).With z = 0

co

Equation 22
0q(0)w ) _b
T rlr+a+6q@)] ' "0 T »

Consider a household which has nonhuman wealth A and no members in the labor force. We
assume that the utility that a typical member of the household derives from nonparticipation is
proportional to the permanent flow of income derived from household wealth:l, = IrA

cdfH(l) : l, = L.(A + W) . Anon-human wealth W is human wealth (present discounted value
of income from employment) Finally, if a household has one unemployed participant and no
employed members,its wealth is A + U, with U given by (1.12) or (7.1), so the utility of a

nonparticipating member is :l, = L.(A+ U). One in a household with an unemployed
articipant will have,, = — ; £ = 94

P P T A+U W r+6q(6)

present-discounted utility during unemployment and during employment in some job j are,

respectively,rU = 0q(O)(W —U) ; rW; = wjh;j¢p(1 — h;) + 2(U — W;).Hence optimum

hours satisfy

Equation 23

< 1. Hence the two equations giving the worker’s

¢'(1-hy)

L Sl P A
p(1—h) "’

! The value of a job with idiosyncratic productivity parameter x now satisfies ; [/ (x) + pxk] =
px[f (k) — k] —w(x) + A [, J()dG(s) — Y () if (k) =7+ &
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Let p be the product per hour input. Then, the present-discounted value of profit from a vacant
job and from a filled job j are, respectively?,
Equation 24

B 1-p
rV = —pc+q0)J—V);r);=hp—hw; —A;; (W, =U)"(J; - V)
Wage equation here is :w = fp (1 + %B)And now about Labor Turnover and On-the-Job

Search, We begin by introducing three new labor flows into the job creation and job destruction
model: , which are modeled as jump processes with constant exogenous rate: entry into the
labor force taking place at rate b (for births), exit from the labor force at rate d (for deaths), and
quitting into unemployment to look for another job at rate 4,. As before, we assume that there
IS a jump process that shocks idiosyncratic productivity at rate A. This leads to job destruction
and a flow into unemployment of AG(R)(1 — u)L workers, with L denoting the total labor
force. In addition there is now a flow of new entrants bL into unemployment and quits
Ao(1 — w)L. The exits from unemployment are the retirements, dulL, and the total matches of
unemployed workers with vacant jobs which we write, as previously, as q(8)6ulL Total

unemployment is given by ulL, so its evolution is given by: %uL =[AG(R) + 2,](1 —w)L +

bL + dul — q(6)6ulL2.The rate of growth of labor force % id given by the total entry less total

exit,b —d ,and now the equation of the evolution of unemployment is given as:u =
[AG(R) + 2y + b](1 — u) — q(6)0Bu. The steady state level of unemployment derived from
previous is

Equation 25

AG(R) + Ay + b
“TAGR) + A + b + q(0)0u

The value of a vacant job is given, as before, by : rV = —pc + q(6)[J(V) — V].About the
search on the job, If unemployment is again u, vacancies v and the number of employed job
seekers is denoted by e < 1— u, we write the aggregate matching function as : m =
m(v, u + e).Under the assumption of constant returns to scale, the rate at which workers arrive
to vacancies is a function of the ratio of vacancies to all job seekers. We use the same notation

as before, q(6) =m (1”7”) but with &now denoting the ratio # The approach that we

follow in order to find the optimal search strategy is to calculate the worker’s returns for each
productivity x when he is and when he is not searching on the job. Let the former be W’(x) and
the latter W”“(x). Then search on the job takes place at productivity x when W*(x) = W™ (x).
Trivially, at maximum productivity, search on the job is not optimal, W*(1) < W™.The
reservation productivity, if it exists, satisfies :W*(S) = W™(S). To avoid trivial outcomes for
search on the job, we assume that the cost ois sufficiently
small to imply that if there is a reservation rule defined by S, then S > R.
But first we need to demonstrate that the reservation rule exists, namely
that W*(x) — W™ (x) decreases in x.The expected returns of the employed worker when he
does and when he does not search respectively satisfy

! The wage rate that maximizes previous satisfies the condition :5(J; — V)é(1 — h;) — (1 — B)(W; — U) = 0.Hours of work

also maximize, and the condition they satisfy is B(J; — V)w;¢(1 — h;) (1 - %hj) +@A-pW,-U)p-w;)=0;] =

Py —w) = = _py — Who(-h)
q(g),h(p w) q(g)pc Owhere W — U T+2+62(0)

2 The evolution of the unemployment rate is : &t = [AG(R) + A,](1 —w) + b + du — q(8)6u — %
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Equation 26
rWs(x) =ws(x) —o
+ 2 f max(W™(s), WS(s)) dG(s) + AG(R)U — AW (x)
+ HQ(H)[W”S(l) ws (x)]
W™ (x) = w™(x) + /’If max(W”S(s), Ws(s)) dG(s) + AG(R)U — AW™ (x)

Now in the equilibrium The evolution of the number of job seekers eis given as: ¢é =

A(1 = w[G(s) — G(R)] — Ae — 6g(A)e . In the steady state :e = %(1 W) =

AG(R)(1 — u) — q(0)6u.Vacancies are given by : v = 08(u + e). To derive the final equation,
for the reservation R we impose the job destruction condition J*(R) = 0.To simplify the
notation, we denote the option value of the job by A and write

Equation 27
A= /’l] maxU”s(s),]S(s)dG(s) = /1] J5(s)dG(s) +/1j J™(s)dG(s)
! -8 BB
]ns(x)— Ap( )—ﬁ( ﬁpC9—0'>
A(1—Bp ,6’
) (1—ﬁC9_E)(1_G(s)

To find the effect of search costs on search on the job, we differentiate with respect to o ,so*
@S QR _ 85 860 r+A+6q(6) 1 L . . .

T %% =90 90 W;.Now about stochastic job matchings, the idea formalized in
this chapter is that jobs and workers have many unobservable characteristics that can influence
the productivity of a job match. Two vacant jobs may look the same to a worker before he
searches the firms offering them; two workers may look the same to a firm before it screens
them. But when the jobs and workers are brought together, one pair may be more productive
than the other. The new feature now introduced is the ex post match specific heterogeneity. We
refer to this extension of the model as stochastic job matchings. Because all firms and workers
are ex ante identical, the reservation productivity a, is common to all job-worker pairs. So if

all productivities a > a, are accepted, the fraction of acceptable job contacts is
f dG(a) =1~ G(a,).Process of arriving at the job :q =[1 - G(a,)] m(w) =[1-
G(ar)]m Where [1 — G(a,)]m is the rate of job matching . and workers move from
unemployment to employment at the rate :g%¥ = [1 — G(a,)] m(u”) =[1 - G(a,)]0q(6)

TeoaC 9)?1_6 @] .In general, the wage rate offered will
depend on the productivity of the job match: w; =w(a;): w, =w(a,) and g} =
0q(0)[1 — G(a,;)] .The net worth of unemployed worker i and employed worker jsatisfies:
rU; = z + q (WE = U;) . rW; =w; + 2(U; —W;).The reservation wage then
(r+Dz+q¥'wi | _ (r+Dz+q"Vw®
I T e A P

.Unemployment rate is given as:u =

becomes: w,; =
that holds:

.In equilibrium following system of equations

1 .95 _ Bc r+A A-n)(+Da/p
Where : ae—l_ﬁ(1+n9q(9))+ 24(6) >0
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Equation 28
2
A+6q(8)[1-G(ay)]

we =(1—-p)z+pp(a®+ch); u=
_ z B (1 — e _Z)_ o — ¥
=ptigped 1 A A (a ) peb RO
If we dlfferentlate productivity versus Z we get:

_ (r+)n(6)
a/10 T r+n(0)+B0q(0)[1-G(ar)]
effects of policy : We introduce the possibility of progressive or regressive taxation by
assuming that if the gross wage at a job j is w; the net wage received by the worker is
(1— t)(w; + 7). It is convenient to think of workers as receiving a tax subsidy , and
subsequently taxed on their total labor earnings, including the subsidy, at the proportional rate
t. With this tax the net transfer from the worker to the tax authorities is: T(w;) = tw; —
(1 —t)7. Marginal tax rate 0 < t < 1. We will follow a simple approach to the modeling of
hiring and firing taxes by assuming that the firm that hires a worker whose initial (general)
productivity is p receives a hiring subsidy of pH, and when the separation takes place, it has to

pay a tax pT. exogenous. In those cases we define net unemployment benefit by b =

plp — T(p)].About the wage determination with policy following is true:p —w — (rq:—g;” =0

w(l —B)z+ (1 + cB)p .The unemployed worker’s net worth with policy is given by:

rU=2z+b+0q0)(W —U);rW; =w; — T(w;) + 2(U — W;).The firms net worth from a
vacancy and from job paying w; are given by:rV = —pc + q(0)(J + pH = V) ;r]j =p+a —
w; — A(J; + pF). Where hiring subsidy is pH, employment is subsidized at the rate a per job,
firing tax pF, tax subsidy t ,the replacemet rate p ,marginal tax rate ¢t . Therefore the initial

wage is chosen to maximize the product:B, = (Wj — U)B(] —j + pH — V)'=B, But after the
worker is taken on, the benefit to the firm from continuation of the contract is only J; since no

further hiring subsidies are received. In contrast, now the firing tax becomes operational, and if
the firm fails to agree to a continuation wage, its loss will be J; + pF
Equation 29

.Now about the

B(W; = )" () +pF =)
Following the terminology introduced in the literature by Lindbeck and Snower (1988), we
refer to wy, as the “outside” wage and to w; as the “inside” wage: wy;, is negotiated by those
still outside the firm, before the firm gets locked in by turnover taxes, and wy, is negotiated by
those inside the firm, who benefit from the firing restrictions imposed on the firm. Given our

assumptions, the outside (initial) wage solves ,6’—’(]] + pH — V) + (1 - ﬁ) a;, (W —

U) = 0. and the inside (continuation) wage solves .ﬁaw—f(]j +pF-V)+(1- a]] (W _
0j

U). In the presence of taxes:

Equation 30
6W]- _ 6W]- _ 1—TI(W]') . 6]] _ 6]] _ 1
Owy - ow; T or+a " Owj - ow; T or+a

the outside and inside wage equations derived in equilibrium respectively are—that is, imposing
V = 0and w; = w for all j—are:

Equation 31
___1-§ z B
W0_1—p(1—,3)[ _(1_p)T]+T1_’8’8)[(1+69—AF+(T+A)H)29+Q]
— (1— )[1 _(1_p)T]+m[(1+C9—TF)p+a]
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the job destruction rule is:
Equation 32

a+(1—-p)t

Cc
Rt —————=p+rf - k

z A 1
p(l—t)_l—ﬁ’9+r+/1fR (s—R)dG(s) =0
Now about the search of the job intensity, the rate at which jobs arrive becomes :q;" =
j—im(s, u,v), s; efficiency units supplied by the worker , Here s is the equilibrium search

intensity supplied by the representative worker.The worker’s cost of s; units of search is g; =
o(s;, z). The equilibrium equation with policy is similar to the one without policy,
Equation 33
_ Ba-v . _
sos(s,z) = Wpc@ ;0(s;,z) = zh(s)
Where h(s) are the number of hours devoted to search., h'(s) > 0; h''(s) = 0; szh'(s) =

%pc@. In the stochastic job matchings case , the equation for reservation productivity now
. __z a—(1-p)t L _ e , a—(1-p)t .z _

becomes.c;r =00 5 +p+ =y cO where (1 —p) (a + 5 p p(l—t))

B — (rqteic. In the policy of compensating changes, F = H (fired = hired workers):

Equation 34

a+(1—p)‘r—pp+rpF—£= -z ;a+1= —rpF+ﬁz+p(p+T)

Tax subsidy 7 should be chosen to satisfy following: t = ;;pp P T = éz +plp+1);T=

tlzjf, the net revenue raised by the government is, from T = [tw® — (1 —t)7](1 —u) —

ub, where w® conditional expectation pre-tax wage :T = t(w® — z)(1 — u) — b pre-tax wage
rate for given x is also :

Equation 35

w(x)=(_1 —,B)(%—T) +Bx+cO+rF)+Ba; wx) =1 —-B)z+ L(x+cH)

This model also includes search externalities:

Equation 36
a—(1—-p) z B z n c
—— —p+rF— — g =——— 0 —F+H—————
p P Cp(l—t) 1-p p 1-7 (1-pB)q(6)
IR
i i i is ‘H = LTS wi - L,
optimal hiring subsidy now is :H = F + (1—3 1—n> ) witha+1t=p(p+1)+ —Z
rpF + (ﬁ - 12—11) cpb it follows that the reservation productivity R with policy intervention
is higher than in the policy-free environment if: a + (1 — p)t — pp + rpF — ﬁ <-z ;a+
T < tfff — rpF , the effect on job creation is neutralized if hiring subsidies and firing taxes are

chosen such that: —% — F + H = 0.0ne basic model of search intensity(without policy

T
effects) that follows Card-Chetty-Weber (2007). Worker receives wage w if employed and with

no risk of job destruction the value function for employment at wage w is: U(w) = %.A
worker who is unemployed chooses search intensity s which is the probability of finding a job.
Unemployment benefit that unemployed worker receives is b, and it is included in the value
function for unemployment, also wage w is included for when the worker finds a job:
Equation 37

V(b,w) = mgx{b + B[sUw) + (1 —s)V(b,w) — Ys}
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Where 1 (s) are the convex search costs of the job. The optimal level of search by First order
condition solves:
Equation 38
b+ Bs*U(w) —Y(s*)
1-p+ps

Y(s) = BlUW) =V(b,w);V(b,w) =

So following applies (we can get derivatives for):
Equation 39
1 Bs* 1 1

u,=——;V, = . ; Vi
o1+ B 1—-B4+Bs* 1+p°° 1—p+PBs*
So, Y"(s") = Zib =—pVp; P"(s) >0 and yP"(s) = Ziw = —pWUy —V,).And since
Y (s*) > 0 s* decreases with b and increases with w .
2. One peculiar source of unemployment: social customs and a notion fair wage

Here we are recalling Akerlof’s (1980), Theory of social custom, of which unemployment may
be a consequence, and a gift exchange model Akerlof’s (1982), Labor Contracts as Partial Gift
Exchange. Here code of behaviour = % ,where @ is a fair wage. Utility function of a
worker is U =a;, + b, K + c ,eR — dRd® C where a, € (—o0,0) ; b, € (0,0) ; ¢, €
(0, 00).Utility function of a capitalist is U = ax + by K + c,R where axy € (—o0,) ; by €
(0,) ; cx € (0,).In the previous expressions: d®- e dummy variable 0 if worker obeys the
code 1 if he disobeys, d¢- is a dummy variable O if worker believes in the code of behavior
and 1 otherwise, R- is the worker reputation, C-is a parameter that explains the loss in the utility
of disobeying the code. R = 0 means that the agent obeys the code , R = —u R-agent disobeys
the code *u is a part of the population that believes the code, R-Is a positive constant and
R = —d®u R while the evolution of the code of behavior is ji = f(x — u).Where in the last
expression x is a part of population that conducts the code of behavior. Labor and capital are
separated in three parts :L;, K, is trade at @ fair wage, L,, K, is traded w # ®,L3, K5 -is not
trading at all. There exists threshold wage w ;. If w < w.;; capitalist will break the code and
will pay w # @ in exchange for unit of capital. If @ > w_,;;, capitalist will trade unit of capital

bg
aKtg

for @.Hence critical wage is: wqit = - If w = w.i; then critical wage becomes:

b
aK+3K—CKuR

w
1+(;—§)u§ @
In equilibrium (notional demand ND) :
b LIYD =0, 0 < Werig
o WL’ +wli’ =K, 0= wer; NP 20, 157 20
o NP =K/®; 0> wci
b LI%ID :%; W < Werit

Werit =

o L3P =0;0> wgi
Worker trades at rate @ or w dependent on : a; + b,@ = a, + b,w —c ue R —d° C.
According to previous inequality worker with tastes € > (b, (w — @) — d¢ C/c uR has
Notional supply of labor traded at @ per unit. Worker with € < (b, (w — @) — d¢ C/c uR has
a equilibrium supply of labor traded at w # @ per unit .f we take into consideration the
distribution of tastes F we got : LYS = L{u(1 - F(z) + 1= w1 = F(Z')D}. If w < et
LYP =0 If w > w,Ccapitalist like to trade at @ ,hence LYP = K/@ ,if w < @ all workers
will trade labor for capital @ , hence LYS = L. Hence LY* = L{uF(z) + 1 — w1 - F(Z')}
and LY® = 0, where z, = (b,(w — @) — C)/c,uR and z] = b, (w — @) — C/c ,uR. F(z) isa
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proportion of population with taste for labor/capital € < z, whereas e-are personal tastes.
Equations for notional demand will become effective demand equations : LEP = g P W < Wepit
and @LEP + wlEP = K; w = wepe; LEP > 0; LEP > 0; and LEP = 0; w > w,,. Effective
labor supply is traded at w # @ , LES is the sum of the two expressions. First if w > @ there
are some workers that will trade w . If w < @ there will be workers trying to find job at @ but
unsuccessfully. These workers decide whether will trade at a w # @ and lose their reputation
or not trade at all. Worker that is offering its labor at @ has a probability of being successful

LEP /15S and probability of being refused 1 — iTZ Utility of a worker that does not work is
a;. All workers With tastes between (b, (w — @) —d® C/c,uR u (byw — d€ C/c uR , will
have probability 1 — NS, of being unable to trade labor at rate  and they will trade at w Asa
result of which :

Equation 40
LED
L3 (w) =L (1 — W) {(WF(z) = F(zD} + (1 = WI[F(z) — F(z)]} + L} (w)
Where 1z, = 22C ., —b@=o)=C. . _ bio. 1 _ bu@=0) \s36 ot which LES = LEP if
CLUR CLUR CLUR CLUR

W= wcie , that value is : LEP = (K — w4t LEP)/@ and hence  LES(wepi) = L{1 —
(K — werit LEP) J0LYSHuF (z,) + (1 — w)F(z'(w)} 1. About the effective demand : LEP =

K_— 0. Ifthereis equilibrium itis € (OL) which is a short run equilibrium for w .
crit

Werit

Proposition: There is no equilibrium if w > w*

Proof: Let w > w* than LES # LED for w > w*
S+ 15 =1

LES LES LED LES bk
2 (1—7)3aa)>w i =(1—L,+D)K/Lw for w*SwSmax( = )
1
S

L

cxkU Rw*
E
LY ES
L5P (1_L’1V_D>K % ND —
S ——=\1-— because L7” =K/w; w > werit
w
ES
LED (1_%)1( Li® 1 LES
2 o< 1) (- K ==L because—=1
L Ly ) w L—
LES ES
L5P (I_W%)K % 11§ 1 L8 — if 7ES
2< 1L = (]1-EK|=--= S(———)because w<1;if L7 #0
L Ly w w L2 w L
w
LES ES
LED (1—L1+D)K Li” 1 LES 1 ES LES
ZTs+= 1—% = Z_L_ S(Z—%)s1—%because w>w<wo>1
” [2)
w

With less strict inequality LES = 0.
LED EES LES ES
(1—#) = - hence LEP # 155 saw > ' m
Proposmon 1:Ona Iong run u = (L, + Lg/)L representing the individuals that are obeying

K . . . .
the code. In a short run —=Lw=-= 1.According to a classical economics there is one
LED LES

equilibrium u=0; = Fw= 1.

! Where zy = (bLwerir — (‘:)/CLM R; 7'y = (bywerie — C:)/CLH R;F(z) = F(z)=0
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ES
Proof: If w=§=1',u=0thenw<a)crit=6'LED K/w for a)<a)mt and ==

{ }{uF(Zu) + (1 — u)F(z,,)} where distribution of tastes is F(z,,) = — [mm(z 61) —
min(z, €,)] where z, = (byw — C)/c,uRand z', = byw/c u R Wlth — =1 whichis
] 1ES 1 1ED LES LED
translated into : 155 = [P = ,-~—2 = = 0 for w = 1 hence =L =w=1,u=
0 isa long run equilibrium m.
ES ED _
Proposition 2: Ako C < b;; L— = LZT = w = 1 is the only short run equilibriumas R — 0.
~ ES
If C<b,and0<pu<1- 1/ min (bi,a) is a long run equilibrium with w = ﬁn% =
. —

1—puasR - 0.
Proof: }l?irr(l) werir = 0 there exists only one equilibrium for w < wepie If @ <

LES LES . c
w,w < limwm-t = 0 and izuF(Zu) + (11— wF(z,) alsoiz 1if w > If w=
L
1, w < weprip = lim w,, @and with assumptionthat @ > 1 ;sofor w =1, if b— <1,we
ES LED R_)I(; LLZZ'S LE

L3
have == 1. - = T = w = 1 is the only short run equilibrium for w < w .
ES

If w < 1then % <1 but% > 1 therefore LES #+ LEPm

Proposition 3: it # w for imR — 0

Proof: If we < ® then LES = LEPbecause LLES = {1 — (K — weritL5°) /OLH{pF(z,) +

(1- p)F(z’(u)} where F(z,) is given as :z, = (bwerit — C)/cLu R ; cz'y = wacrit/CLu R

LES
and % = .Because w¢¢ < @ for R > 0 and since hm Werir = © it follows 11m T >

1— “’crlt
®

LED

and imLEP # LES for w = w , this opposes the assumption that LEP = L%S hence

Wcrit R-0

W = Wit 1S NOt equilibrium value for wm. _
Proposition 3. There is no equilibrium for w > w,.;; for lim R — 0.Since we know that :

LES K\ ,_

2= (1- (Z5) /L) uF(zy) — F(z) + (1 = WF(' (W) — F2' (D} + pF(z) + (1 -
WF(z)) where 71 = (bp(w — oo) — C)/cLuR and z'; = b, (w — ®)/c uR . If we evaluate
limR - O3a— < 1 will see that , 2= > 1———>0 forw > wer; and LEP = 03a w > wepie

.So that LED = LES 3a W > a)cntl
ES ED
Only equilibrium occurs when lim R — 0, and the equilibrium is short-run ol =

_ L L
1 with C < by,

Proposition 4:if C > b,,anyuwhere0 < u<1-— +) is a long run equilibrium if w =

min(a,w
LES _

L and = =1—-as R—0.

1-p

. LES . C
Proof: From previously we know that L =1—-pnif o< 088 before w = % < Werit » SO
L

LE LES LED

——(1—M)—_1—M .So, O<—<mm(b— w) ; %z—such as w——glves
ED

short run equilibrium as R — 0.FurthermoreT= LT: 1 —p is a long run equilibrium

because: g =B(1—-(1—w)—p) =0m.
Proposition 5: for R large enough, there exist stable equilibrium LS = [P =0 and u = 1
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ES
Proof: for W>w> W We know that % (1 — ( )) {uF(z,) — F(z) +

(1-wF(' W}
And let R > b, @ /c,€y.Than a)>a)>a)/(1+( )R w withuy -1 Then——Ou—

N (L1+L3)

E
1andL L—O=>1—u—1—1—08|nce =1.Nearlu<1,u=1 motionis

1

givenas: i1 = f (L1+L3) B(1—pu) >0 sou = 1isastable equilibriumm.

In the fair wage model Akerlof (1982) explains that there exists fair wage as a function of :

w{m f(Wie, wo, by, u, e, €0) \Where: wlft+1 -is the perceived wage of i at t + 1;w; ,-is the
actual wage paid at t; wy-is the wage paid to others in i’s reference set;b,,-is the unemployment
benefits of the individuals reference set in the current and previous periods;u- is the number of
unemployed in the reference set in the current and previous periods;e;-is the individualis work
rules in current and previous periods; e,- is the work rules of people in the individualis reference
set in current and previous periods.Norms equation here is given as follows next : e, =
en({w(e, €}, emin wi, ..., us; wo, u, by, ), where {w(e, €)}-is the function that relates wages of a
worker of type € to his effort (thus, this is the firm’s remuneration system).Here e,,;,,-work rule
, uy-is the utility of j™ worker ;w,-is the wage paid by the other firms ;u-unemployment rate
and b, -unemployment benefit. Worker takes a job if: max u(e,,e,w,€) > u(by, €) . For the

(ezemin)
firms Outputis: g = f(el, €2 ue) e]). Where J is the number of workers hired. The firm chooses
wage function w(e, €),work rules e,,;,, and number of workers to maximize:pf(el,, ...,e]) —
Z§=1 w(e, €).Where p is the output price. It is assumed that workers of type e are offered jobs

at random. Model here explains equilibrium unemployment. Let [ be the workers per firm be
the supply of labor. That is, this is the number of workers divided by the number of firms.Let
output be:q(e,n) = en®. There is no worker heterogeneity, and all workers will exert effort
equal to the norm:e = e, .Let the effort norm be a function of the firm’s wage relative to the

Y
reference wage: e, = —a+b (WK> ,¥ < 1 .Let the reference wage be the geometric mean of

the outside wage and the unemployment benefit so that: w, = wl *b¥ Where u is the
unemployment rate , w, is the wage paid by other firms , and b,, is the unemployment benefit.

Y
So:e,=—a+b (W) ,¥ < 1That is, it has the typical employment and wage levels.
u
Let’s suppose that u = u, > 0, the paper asserts that the firm can obtain all the workers it wants

at any wage. Firms now maximize: maxIl = (en)* —wn s.t. e = e, Where e,, = —a +
n,w
14 : . . L
b (WK) and reservation wage w, = wi “b¥ first derivative of profit with respect to
T

) _ _ _ 1
employment gives: — = 0 = ae“n® L — w,frm there ae®*n®* ! =wand n® 1 =a lwe @
1

1 a-1
and labor n = [La]“'l with optimal demand for labor given as: n* = |[——————=| .Now
ae a [—a+b(wlr) ]
the Solow condition (Solow (1979)) is the observation that if effort depends on the wage, then
at the optimal wage level, the elasticity of effort with respect to the wage must be one
(otherwise, the wage is too high or too low).Solow condition states that:

Equation 41
¥ y-1 _
e,=—a+b (WK) and g—; =vyb (K) s wil = ybw? tw Y

Wr
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e W _ wybwtw Y wy _ y—1,,~¥
Where : =X —=1= i )Y and —a+b (WT) = wybw?™*w, " where
— Yu Y r -y — i Y, U=y~ YU _
b(1 —y)wYw, " = aalso w¥w, (b(l— ) with w'w b, (b(1— ))a nd w*¥
bt and the wage here is given as: w = b, | ——— " We can see that — < 0 thus
v (b(l ) (b(l— ))

the Solow condition is failing in the unemployment rate. But we notice that w > w,., under

1q1-u 1

so that means 1 >

the following condition :b,, [m]uy >

-_— -u
a uy a a a .
e ] (e Bl (e [Gy] - nich means
that the Solow wage is greater than the reference wage if f the elasticity of the effort with

respect to the wage is initially greater than 1, meaning that the increase in wage beyond the
reference wage pay for themselves. Now in the demand for labor equation we can plug the
1

. . N r\1-¢@ . .
previous in the maximization: n* = [a‘lw (—a +b (WK) ) ] and after some manipulation

ay \17¢ a el G . .. . .
we get : n* == |a~1hy (1 y) (b(l—_y))y” . If this demand function is consistent with the
unemployment rate, then the supply of labor must be:

Equation 42
1

etem e e () e

Since the reference wage us failing here with the unemployment rate, and henceforth is also
rising in the unemployment rate, wages will fal and labor demand will rise with the increase

a1l 1 a1
in unemployment.We can see that : —— = ( a ) r=——=
b(1-y) ou

1 a . . .
T In (b(l—y)) 0if b(1—y) > 1;a < 1.Butnotice that if b = 0 ,then effort is

increasing in wage, If « < 0 .then e = —a > 0,50 effort is positive at any wage. In this case
firm will choose labor:

a—1yu?

Equation 43
_ 1
w=a(()n)" " aw(-a)t = n*L; n = [a tw(—a ) "9]aT

And of course, the wage is equal to the marginal product of labor. So, we should expect that
labor markets will clear (that is, all workers who want work at wage w will receive it- though
of course, if many additional workers wanted work, this would lower the wage, but that’s still
market clearing). The first point is that if worker effort depends on a reference wage, then it
may be logical for firms to pay a wage above that level to obtain extra effort. If so, the profit
maximizing choice of labor input will not equate the marginal product with the reservation
wage but rather with Solow wage (i.e the efficiency wage). At this point there will be
equilibrium unemployment, that is workers will be willing to work at rate w but firms will have
no incentives to hire them. Because marginal product of labor at n* is equated with the
efficiency wage (Solow wage).
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1. Fair pricing of Eyster, Madarsz, Michaillat, ( 2019) in Monopoly model and New
Keynesian setting

Prices are not fully flexible nor they are fixed ,see Carlsson and Skans (2012); De Loecker et
al. (2016); Caselli, Chatterjee, Woodland (2017); Ganapati, Shapiro, and Walker 2019, Eyster,
Madarsz, Michaillat,( 2019).This price rigidity is of first order importance since it determines
the transmission of shocks and government policies to the economy. Rotemberg (2005)
developed the first theory of price rigidity based on fairness considerations, also see Rotemberg
(2011). Yet the theories of price rigidity do not include fairness yet theories of price rigidity
almost never includ fairnessconsiderations (Blanchard 1990;Mankiw and Reis 2010). These
models of fair pricing are explained in , Eyster, Madarsz, Michaillat,( 2019).In the monopoly

case: the markup charged by the monopoly is lower and is of size MP(p) = Cpip),where CP(p)

is a given by a belief function. The perceived markup determines the fairness of the transaction
through a fairness function F(MP?) > 0. Both functions C?(P) and F (MP?) are assumed to be
twice differentiable.Customer consumption is given as:Z = F(Mp(P)) - Y, where a
quantity Y of the good is purchased at price P. Customer faces budget constraint: P - Y + B =
W ; where W > 0 designates initial wealth, and B designates remaining money balances.
Fairness- adjusted consumption and money balances enter a quasilinear utility function : il

€—1
z ¢ + B. Where the parameter ¢ > 1 governs the concavity of the utility function. Given
fairness factor F and price P, the customer chooses purchases Y and money balances B to
maximize utility subject to the budget constraint. The monopoly has constant marginal cost C
> 0. It chooses price P and output Y to maximize prots (P — C) - Y subject to customers’

demand for its good.The demand curve is given as:Y¢(P) = P~ - F(Mp(P))E_l . The price
d d

ain(r®) _ Ld-di. The first-order

dln(P) -Y dpP

condition then yields the classical result that:P — % C ,that is, the monopoly optimally sets

elasticity of demand, normalized to be positive:E =

. . E .
its price at a markup M = - over marginal cost. To learn more about the monopoly’s

i dln(C’P)]l

din(p)

markup, we compute the elasticity E. Now, we findE = e+ (e —1) - ¢ - [1 —

Lemma 1 When customers care about fairness, the elasticity of the fairness function

Equation 44
B dIn(F)
d(Mp) = = dm0)

is strictly positive and strictly increasing on (0, M™)with N}imo ¢(MF) =0 and
p—)

lim ¢(MP) = 400 , As an implication, the superelasticity of the fairness function:
Mp->M
Equation 45
din(¢)

7= dAin(Mp)
Proof. By definition,p(Mp) = —Mp - F'(M")/F(Mp). Using the properties of the fairness function
listed in definition, F(MP) > 0and F'(M?) < 0,s0¢(Mp) > 0. The properties also indicate that
F > 0 is decreasing in Mp, and that Fo < 0 is decreasing in Mp (as F is concave in Mp). Thus, both
1/F > 0and —F' > 0are increasing in MP, which implies that ¢ is strictly increasing in M?.
The properties also indicate that F(0) > 0 and F'(0) is finite, so A}Iiarllogb(MP) = 0. Last, the

properties indicate that F(M") = 0 while M" > 0 and F'(M") < 0, so that
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Mlirr}whd)(MP) = 4o . The final result immediately follows, as o = MP - ¢'(MP)/
p—)
¢(MP), ¢'(MP) > 0,and p(MP) > Om.

In the New Keynesian model with fairness, the perceived price markup evolves according to
mP(t) = y[f(t) + mP(t — 1). Accordingly, the perceived price markup is a discounted sum
of lagged inflation terms:mP (t) = 32,5t #(t — s) . Because of its autoregressive
structure, the perceived price markup is fully determined by past inflation.As a result, the
short-run Phillips curve involves not only forward-looking elements—expected future inlation
and employment—>but also backward-looking elements—past inflation.In the New Keynesian
model with fairness, the short-run Phillips curve is

Equation 46
(1= 6y)mP(t) — 1,A(t) = SYE(R(t + 1)) — L,E(A(t + 1))

Where
Equation 47

A=+ )6+(i—1)y¢l (1—5)V¢l

e+(e—1 1-

2= (1408 + (e - )qul ( )yd’l

Hence short run equilibrium Philips curve is hybrid, including both past and future inflation
rates:(1 — 8y) Yoo, vStt #a(t —s) — L,A(t) = 6)/[Et(n(t + 1)) A E t(n(t + 1)) In the
previous expression 7A(t) is the employment. About the technology shocks it is assumed that
the logarithm of technology A(t) in the production function Y;(t) = A;(t)N;(t)* follows an
AR(1) process, such that: a(t) = u®-a(t — 1) + ¢{*(t) where the disturbance {%(t) follows
a white-noise process with mean zero, and p® € (0; 1). Pricing theory here implies that
monetary policy is nonneutral in the short run, so that a transitory monetary shock affects
employment. Here we develop another implication of the theory:monetary policy is nonneutral
in the long run, so that different rates of steady-state inflation lead to different levels of steady-
state employment. In steady state the real interest rate equals the time discount rate p =
— In(6); therefore, by choosing iy, monetary policy perfectly controls steady-state inflation:

T = %. To obtain zero inflation, it suffices to set i, = p; to obtain higher inflation, it suffices

to reduce i,. Kahneman, Knetsch, and Thaler (1986) have hypothesized that “any stable state
of affairs tends to become accepted eventually”. We adapt this idea to our model by assuming
that people become partially acclimated to the steady-state inflation rate. Formally, we
generalize the fairness function to: F(MP) =1 — 6 - (MP — M”), where M/ is the fair markup
resulting from acclimation. We assume that the fair markup is the weighted average of the

standard markup, % and the steady-state perceived markup MP M/ = y-MP + (1 — y) -
——. The parameter y € [0; 1] measures acclimation: when y = 0, there is no acclimation, as in

1
the previous version of the paper; when y = 1, there is perfect acclimation, so people do not
mind whatever is happening in steady state; when y € (0; 1), people may be permanently
satisfied or dissatisfied in steady state, but less than when y = 0. In the New Keynesian model
with fairness, the steady-state perceived price markup is a strictly increasing function of steady-
state inflation:
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Equation 48

N €
() = e (25 7)

Hence, the steady-state fairness factor is a weakly decreasing function of steady-state inflation:

Equation 49

— €
FM =1-0-1- " [MPm-—
Accordingly, the steady-state elasticity of the fairness function is a strictly increasing function
0-MP ()
F(m)
steady-state price markup is a strictly decreasing function of steady-state inflation:

of steady-state inflation: ¢() =

. In the New Keynesian model with fairness, the

Equation 50
- 1
MP =1
(M =1+= ey
T, ¢ @
Hence, steady-state employment is a strictly increasing function of steady-state inflation:
Equation 51
N(D = (v— 1)a 1+ﬂ
M(n)

Thus, the long-run Phillips curve is not vertical (fixed N ) but upward sloping

2. RBC and NK DSGE models with labor hours as proxy for labor supply

In these models we will see how productivity or other shock are affecting labor supply. Standard
business cycle model is very close to the canonical neo-classical growth model, this is extend
the set-up with several real rigidities taken from Christiano et al. (2005) and Smets and Wouters
(2003, 2007) which aim at enhancing the empirical relevance of macro-models.In this RBC
model economy is populated by a large number of households j € [0,1],the utility function of
a representative household is given as:

Equation 52
Ct 1-0°¢ h 1+ L
’M'(Ct(/) ht(])) = (/) g ) 1
1+ 5T

Where o°¢ is the risk aversion, and o is the Frisch elasticity of labor supply?. «(.) represents
the utility increasing from consumption c.(j) ,and decreasing from hours worked h.(j) .
Welfare is the sum fo current and expected utilities:uwr; () = X722 B° u(cHT(]) hm(]))
Additionally, the production function follows a Cobb-Douglas technology:

! The Frisch elasticity measures the relative change of working hours to a one-percent increase in real wage, given
the marginal utility of wealth A .In the steady-state benchmark model is given as:

i
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Equation 53

ye() = e he (j)1
Where e ~ N (0, ajt)is an 11D exogenous disturbance associated with a productivity shock.
The resources constraint is given by the demand from households and authorities and it is equal

to:y, =c + gyyegtc Where £ is a IDD normal shock, ¥ is the steady-state level of GDP, and
g” is the spending to GDP ratio. Basic parameters for RBC model are:a = 0.36 (capital factor);
B =099,9Y=02;0°=25;0=0.5.

Figure 2 Basic RBC DSGE mode with productivity shock VC(1,1) = 0.01%;
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8
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Figure 3 Basic RBC DSGE mode with spending shock VC(2,2) = 0.012;
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Variance covariance matrix for shocks, for productivity shock VC(1,1) = 0.012? and for
spending shock VC(2,1) = 0.012.So in the fig.2 as production falls, real interest rate rises,
same with labor hours or labor supply. Since the productivity shock many workers are
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unemployed. Also, real wage decreases with consumption decreasing also. Real interest rate
here may be causing productivity fall, and downward real wage. However, with government
spending shock(endogenous), productivity increases, also real wage is rising. While the real
interest rate is failing. Now, the New-Keynesian model assumes that monopolistic competitive
firms are price makers on the good market, but they cannot adjust prices as prices are sticky.
For the price setting of this firms, see Calvo (1983). There is a continuum of monopolistic firms
i € [0,1] ,that are choosing price Pp; (i). Among this firms a fraction 67 is not a price setter,
then the price remains the same p; (i) = p;_,(j) .For the share of the firms 1 — 67 allowed to
reset their price, each firms maximizes expected sum of profits:

Equation 54

t

g}%;(ﬁaﬁp)f(ﬁ () = MCrir(N))yesc ()

The FOC from the previous problem, combined with the aggregate price equation and taken in
logs gives rise to the New Keynesian Phillips Curve :

Equation 55

(1-67)(1 - B6") A

iy = PEfipq + 9P (mc, — pe)

Where mc, — p, are the marginal costs of the firms adjusted for inflation or additional real
resources firms must spend to produce extra unit of output. Also, monetary authority controls
the nominal interest rates and is concerned by both price and GDP growth. The monetary policy
rule a la Taylor in logs it is:

o= pR feq + 1- PR)(¢r Ty + q-')y(j/\t —Ve-1)

Parameters in the NK DSGE model are : @ = 0.23 which is the share of capital in output,f =
0.99 which is a discount factor,§ = 0.025 representing depreciation of capital,c® = 1 isa
risk aversion consumption, o* = 2 is a labor disutility,g” = 0.2 is a public spending to
GDP.New Keynesian parameter are :

0P = 0.75 -it’s a New-Keynesian Philips curve forward term;
eP = 10 -it’s a mark-up on prices substitutability;

pR = 0.7 -monetary policy smoothing parameter;

¢, = 0.025 -monetary policy GDP growth target;

¢, = 1.5 -monetary policy inflation growth target;

Next is estimated NK DSGE model with three different shocks: First figure depicts productivity
shock, next second figure depicts NK DSGE model with spending shock, in the third model
there is New Keynesian model with interest rate shock. These figures are depicting the
movement of real variables such as: output, consumption, investment, real wage and labor
hours, also policy variables such as: real interest rate and inflation rate.
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Figure 4 New -Keynesian DSGE model with productivity shock VC(1,1) = 0.012
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Figure 5 New -Keynesian DSGE model with spending shock VC(2,2) = 0.012;
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Figure 6 New -Keynesian DSGE model with interest rate shock VC(3,3) = 0.01"2;
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As it can be seen from the three NK models above standard reply to: productivity shock, and
spending shock is the fall of interest rate induced by the monetary policy. The effects of the
interest rate shock on the other side it can be seen that have not much effect on real variables
except for consumption. Supply of labor as measured by the labor hours it can be see that is
decreasing in case of the productivity shock, and government spending shock. Whilst in the
case of interest rate shock it is relatively stable with upwards linear trend.

Conclusion

Previous presented models in this paper theoretical and empirical, have tried their best to
explain what Diamond (2011) wrote in defense of his qualifications that were questioned by
the Republican politicians for him taking a post as Federal reserve’s chair ,...”that analysis of
the labor market is in fact central to monetary policy”. Theoretical models such as by Akerlof
(1985), that explained that near rational behavior of some firms causes directly unemployment
and a loss of output just confirms how labor market and monetary policy are dependent. Social
norms also matter such norm as we have seen from Akerlof (1980) model was how we trade
labor for capital. These norms are all possibility for multiple equilibria case of which only one
equilibrium is neo-classical, but others are possible too. Fairness seems to play its role in price
stickiness, and expectations play crucial role in determining economic activity from which level
of employment or unemployment depends. Thus, in our view this macroeconomics that is
concerned with monetary policy effectiveness, unemployment, notion of fairness, is basically
what modern macroeconomics is about. It is essentially New Keynesian economics.
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LABOR MARKET POLICIES IN BULGARIA DURING THE EMERGENCY
EPIDEMIOLOGICAL SITUATION

Tatyana Dimitrova.l; Slavi Dimitrov?

Abstract

Unemployment and employment in Bulgaria during the fall and the emergency epidemiological
situation in the country are examined. In the newly created situation, the implementation of an
active labor market policy is extremely important for the economic development of the country,
which is financed both from the state budget and co-financed by the European Social Fund
under Operational Program for Human Resources Development.

Key words: Unemployment, Employment, Pandemic, Labor market.
JEL: M12, M50
Introduction

Introduction

In modern conditions, labor market policies in different countries are different and are applied
differently. To function smoothly, they need a variety of funding sources. The choice of an
appropriate model for their operation and financing plays a key role in ensuring more efficient
use of available resources and achieving a higher quality of the opportunities offered in terms
of unemployment and employment, especially during the Covid crisis. 19. The relevance of the
research is indisputable, as the world experience in the field of social policies can be used to
optimize and implement them in our country. The object of study in this report are the labor
market policies in Bulgaria, which are applied during the epidemiological emergency. The
subject of research are their specifics, advantages and disadvantages. The aim of the research is
to clarify the principles on the basis of which the labor market policies in Bulgaria are built and
to reveal the possibilities for their most effective functioning in the Bulgarian practice.

Exposure

In recent years, unemployment in Bulgaria has varied within different limits, and since 2013
there has been a downward trend in unemployment and values close to the EU average.
Unemployed are persons aged 15-64 who do not have a job, but are actively looking for one
and have the opportunity to start working within two weeks of the end of the observed period.
The unemployment rate is measured as a percentage (%) and shows the share of the unemployed
as part of the labor force. The coefficient published by the National Statistical Institute (NSI) is
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most often cited in Bulgaria, but other institutions, such as the Employment Agency (EA),
consider as unemployed only persons who have registered with the labor offices.

An indication of the free labor force by districts is mostly the level and structure of
unemployment. The most up-to-date and accurate data on the number of unemployed and the
unemployment rate are published by the Employment Agency, and for this reason this part of
the analysis uses them, and not the sample surveys of the National Statistical Institute. As of
the end of 2019, the registered unemployed in Bulgaria are just under 195 thousand people
(4.2%) (fig. 1). Their distribution by district is much more even than that of the employed, but
nevertheless the leading economic centers have the most unemployed people, mostly due to the
significantly larger size of their workforce. It is noteworthy that in Blagoevgrad district, despite
the relatively smaller size of the economy, there is currently the largest number of unemployed.
This is a consequence of the contraction in recent years of two industries that until recently
were leading the local economy - the production of clothing and the production of tobacco
products. There are disproportionately many unemployed in relation to the size of the labor
force in Pazardzhik and Pleven, which in turn speaks of structural problems in their labor
markets. Conversely, in the industrial areas north of Stara Planina - Veliko Tarnovo and
Gabrovo - it is low, but this to some extent reflects the shrinking population (Simeonov, 2014).

Figure 1: Unemployment Rate in Bulgaria and Veliko Tarnovo (2010-2019)
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The last few years have seen ever higher - and record since the beginning of Bulgaria's new
democratic history - values in terms of employment (fig. 2). Employed are those over the age
of 15 who work at least 1 hour a week for pay, or who are not currently working but are
generally employed (for example, on leave, including maternity leave, or on strike).

Increasing employment as a prerequisite for higher incomes and security includes, along with
increasing the level of the total labor force (between 15 and 65 years) and increasing the
individual employment rates of the working population (Vladimirova, 2009).

However, the distribution of the number of employees between the districts in the country is
far from uniform. At the end of 2019, more than half of the employees are concentrated in the
five leading economic centers - the capital with 706 thousand employees, Plovdiv with 324
thousand employees, Varna with 229 thousand employees, Burgas with 200 thousand
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employees and Blagoevgrad with 157 thousand employees; in the queue are two districts in
Northwestern Bulgaria - Vidin and Montana - with less than 40 thousand employees in each
(EA, 2020).

Figure 2: Employment Rate in Bulgaria (2010 - 2019)
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Successful economic and social policies presuppose the consideration of employment, flexible
policies and social cohesion in unity, as a complex system with many direct but also indirect
links, and the concrete measures of them - with immediate effects but also with long-term
consequences (Vladimirova, 2009). In 2020, as well as in 2019, an active labor market policy
continues to be implemented, financed from the state budget and co-financed by the ESF under
the HRD OP. In the active labor market policy the leading services are for the job seekers and
for the inactive persons, as well as the training of the labor force. The actions in the National
Plan will create conditions for reducing the imbalances on the labor market by improving the
combination of labor supply and demand (in terms of quantity and quality) and ensure fast and
quality transitions from unemployment and inactivity to employment through the development
of services and cooperation with employers. Raising the qualifications and skills of the
unemployed and the employed enables them to achieve, other things being equal, higher labor
productivity. Assisting the unemployed in their job search, inclusion in training and
employment of the most vulnerable groups of unemployed ensures social inclusion for these
groups, earned income and insurance rights, tax revenues and social security contributions.
Bearing part of the staff costs of companies, especially for small and medium-sized enterprises,
is in fact supporting and encouraging them to create jobs. Since the beginning of the Kovid
pandemic in March 2020, 11,697 unemployed and employed people have been included in
active policy initiatives, including: under schemes of the Operational Program Human
Resources Development (OPHRD) - 3,117 people, in programs - 7,279 persons and measures -
1,301 persons. The schemes implemented through the OPHRD with funds from the European
Social Fund and part of the programs and measures regulated in the National Action Plan for
Employment (NAP) 2020 and funded by the state budget for 2020, provide an opportunity for
unemployed people to participate as in training as well as in employment. In this regard, a total
of 4,844 unemployed and employed persons were included in training, employment and
entrepreneurship under programs, measures and schemes in July.
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During the period considered, the subsidized jobs ranged between 28,125 (June) and 18,324
(March). In July 2020, 22,436 unemployed persons worked in subsidized jobs, by 20.2% less
than in June 2020 (fig. 3). On an annual basis, the number of employed persons decreased by
27.0% (in July 2019, the number of employed persons was 30,749) (EA, 2020).

Figure 3: Persons Working in Subsidized Employment in Bulgaria
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The subsidy rate is calculated by dividing the number of unemployed persons working in
subsidized employment by the sum of the number of unemployed persons working in
subsidized jobs and the number of registered unemployed persons for the respective period.
When calculating the subsidy coefficient, the employees of the programs, incentive measures
and schemes under the HRD OP are included. Those involved in training are not taken into
account, as during the training they continue to maintain their registration as unemployed, ie.
remain within the reach of the unemployed, potential participants in active policy. Activation
through intensive counseling and employment mediation contributes greatly to the inclusion of
the unemployed in employment, but is not statistically measured. The employment subsidy rate
also varied and amounted to 8.0% in July. Compared to an annual basis, the ratio decreased by
7.1% (fig. 4).
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Figure 4: Dynamics of the Subsidized Employment Rate
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Implementation of programs and measures for training and employment, financed with
funds from the State budget

The number of unemployed people included in employment and training programs and
measures has been constantly growing since the beginning of the year and in June reached
14,990 people. In July, their number was a total of 9,026 people, 5,964 people less than in June
2020 (table 1). On an annual basis, a decrease of 2,064 people reported working on programs
and measures.

Table 1: Number of participants in employment and training programs and measures, March-
July 2020

Month March April May June July
Nomber 5263 6 435 7 346 14 990 9 026
Source: Employment Agency

- 7 279 unemployed people are included in training and employment programs, of which 2 783
people are in training, 92 people are supported in employment and rehabilitation and 4 113
people are in directly created jobs;

- Incentive measures for employment and training include 901 unemployed persons, of which
in employment initiatives - 1 274, in supported employment and rehabilitation - 158 and in
entrepreneurship - 123. Two thirds of those working during the period were employed in a
subsidized period.

Implementation of schemes under OPHRD co-financed with funds from the European
Social Fund

The active schemes under OPHRD 2014 — 2020 (http://esf.bg/), which are implemented by
the Employment Agency are: ,,Youth Employment®, ,, Training and employment of young
people®, ,, Training and employment®, ,,Vouchers for employees®, ,,Parents in employment*,
,» T raining of adults who have completed literacy courses* and the scheme ,,Work*.
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The total number of persons involved in the various activities under the HRDOP schemes is 3
117. The number of persons involved in training is 111, and in employment initiatives
(internships) - 3 006. Some of the schemes offer both training and employment, therefore part
of the persons are involved in both activities.

Detailed information on the implemented programs, projects, measures and schemes in 2020
is published on the official website of the Ministry of Labor and Social Policy
(https://www.mlsp.government.bg/index.php?section=POLICIESI&lang=&I1=249) in Annex
Nel to the NAP 2020, as well as on the official website of the Employment Agency
(https://www.az.government.bg/). The measures for counteracting the consequences of the
COVID 19 crisis that are applied in Bulgaria are different:

1. Decree of the Council of Ministers (Council of Ministers) 55 /30.03.2020 or the
Measure ,,60 of 40

Due to the complicated epidemic situation, as a result of the rapidly spreading coronavirus
COVID-19, a state of emergency was declared by a decision of the National Assembly on
March 13, 2020, and the Government took urgent anti-epidemic measures. All kinds of mass
events, including sports, cultural, entertainment and scientific events, have been suspended.
This, in turn, had an adverse impact on a number of sectors and economic activities - hotels and
restaurants, manufacturing, construction, activities in the field of culture, sports and
entertainment, retail, passenger transport and others. In order to preserve the jobs and incomes
of employees in companies from the most affected sectors, following the crisis on March 30,
2020, the Council of Ministers adopted Decree Ne 55 laying down the terms and conditions for
payment of compensation to employers in order to maintain the employment of the employees
in the state of emergency, declared by a decision of the National Assembly of 13 March 2020
or the emergency epidemic situation on the territory of the Republic of Bulgaria announced by
decision Ne 325 of the Council of Ministers of 14 May 2020.

The Council of Ministers Ne 55 of 2020 regulated a temporary measure to maintain the
employment of employees (known as 60 out of 40) who have stopped working or work part-
time due to measures to combat the COVID-19 pandemic. The measure was one of the first
notified measures by the EC (on 14 April 2020) to provide funds in the form of state aid to
compensate employers for maintaining the employment of staff during the COVID pandemic
in accordance with the Temporary Framework adopted by the EC. for state aid to support the
economy in the face of the COVID-19 epidemic.

The main objective of the measure is to preserve jobs and limit the rise in unemployment
following the COVID-19 pandemic. The initial increase in unemployment due to reduced
economic activity in order to prevent the growth of the COVID-19 pandemic is observed mainly
in the economic activities: ,,Hotels and restaurants®, ,,Manufacturing®, ,, Transport, storage,
post“ and ,,Culture, sports, entertainment. The financing was provided by the Unemployment
Fund, from which unemployment benefits are paid, ie. the funds from the fund supported the
preservation of employment in implementation of the Council of Ministers Ne 55 of 2020.

For the period of application of the Council of Ministers Decree 55/2020 from March 31 to the
end of July 2020 in the territorial divisions of the Employment Agency (EA) - Directorates
»Labor Office* in the country were received a total of 16,970 applications from employers to
maintain the employment of 296,638 employees.
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Applications for compensation were submitted by a total of 11,072 employers, of which 5,210
of them submitted more than 1 application (including re-applications or applications in more
employment offices, according to the objects of work and etc.).

From the applied employers:

* 3,765 (34% of the total number 11,072) have submitted an application under Article
1, paragraph 1 of CMD 55/2020 for payment of compensation for maintaining employment due
to termination of work pursuant to an order of a state body;

* 5,168 employers (46.7%) have applied under Article 1, paragraph 2 of the Council of
Ministers Ne 55/2020 due to termination of work on their initiative;

* 2,139 employers (19.3%) have applied under Art. 1, para 3 of CMD Ne 55/2020 for
payment of compensations at the introduced part-time work (EA, 2020).

For the period of implementation of CMD 55/2020, a total of 10,237 applications for a total of
179,741 employees have been approved by the Employment Agency (commissions in the labor
offices) and submitted to the NSSI for payment of compensations. The territorial distribution
of the submitted and approved applications highlights Sofia-city (received and approved about
1/3 of all applications in the country), followed by Blagoevgrad, Varna, Burgas, Plovdiv, in
which the total received and approved applications account for over 60% of all applications in
the country.

The approved applications (10 237) were received from 9155 employers, which operate in
almost all eligible sectors under the Decree.

Most of the approved employers operate in the field of trade (26%), hotels and restaurants
(22.1%), in the manufacturing industry (16%).

When comparing the number of employees for whom compensations were paid under the
Council of Ministers Ne 55 0f 2020 to the number of employees under an employment contract,
they show that the share of persons with retained employment in the economic activity ,,Hotels
and restaurants® is the highest - 23.6%, followed by economic activities: ,,Culture, sports and
entertainment® with 18.3%, ,,Manufacturing” - 17.1% and ,,Transport, storage and post* -
10.1%. According to a preliminary estimate of the National Social Security Institute, the
measure supports a total of about 7.7% of the employees in the country for the period March -
June 2020.

The preliminary assessment of the EA for the implementation of the measure is that it has
significantly contributed to the preservation of employment. At the national level, for the period
March - June 2020, the employment of nearly 190 thousand people or about 7.7% of the
employed was maintained. At the same time, the degree of variation in maintaining employment
by districts is significant - from 2.8% of employees in the Veliko Tarnovo district to 17.6% in
the Gabrovo district.

2. Short-term employment support in response to the COVID-19 pandemic
(PROJECT BG0O5M90P001-1.104-001 ,,Short-term employment support in response to
the COVID-19 Pandemic*)

The aim of the project is to provide support to enterprises and self-insured persons whose
economic activity is directly affected by the adverse effects of the state of emergency imposed
in the country. In order to maintain the employment of employees in enterprises engaged in
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economic activities in the relevant sectors - hotels and restaurants, transport and tourism,
specifically listed in the Annex to Decision of the Council of Ministers (RMC) Ne 429 of
26.06.2020, on the project employers, self-insured persons and municipal enterprises,
established by the order of art. 52 of the APA by providing compensation for part of the salary
and due tax and social security contributions at the expense of the insurer and the insured person
in the amount of BGN 290. The employment of the supported workers and employees, as well
as the activities of self-insured persons should be reserved for the entire period of payment of
the compensation, as well as for an additional period equal to half of the period for which the
compensations have been paid.

The data show that as of July 31, 2020, 564 applications for compensation were submitted, in
order to maintain the employment of 10,479 employees, distributed as follows:

- under Article 1, para 1 and para. 2 - real sector and municipal enterprises - 459
applications for 10 346 persons;

- under Article 1, paragraph 3 - self-insured persons - 105 applications for 133 persons;

The largest number of applications was received in the city of Sofia - 110 for 2,535
people (NSI, 2020).

3. Decree Ne 151 of 03.07.2020 for maintaining the employment of employees
after the state of emergency

With this Decree the support analogous to the measure 60/40 granted under the acquired
publicity by the order of the Council of Ministers Ne 55/2020, whose effect ended on
30.06.2020, continues. The regulated support under the Council of Ministers Ne 151/03.07.2020
is again in the amount of 60% of the insurance income of the employees, but already for the
month of May and will be provided for a period of up to 3 months, as of July 1 to September
30, 2020.

As of July 31, 2020, the number of applications received under CMD 151 is 1,060, for payment
of compensation to 36,066 employees.

4. Employment for you project

In July, the implementation of the project ,,Employment for you* started, which is implemented
under the Operational Program ,Human Resources Development* 2014-2020 and is
implemented by the Employment Agency throughout the country. The project is expected to
employ 70,000 unemployed people, including those who have lost their jobs as a result of the
pandemic and the spread of the COVID-19 coronavirus.

The project aims to provide timely support to employers for hiring unemployed people by
providing an employment subsidy. On the one hand, this will help to speed up the recovery of
economic and production processes in enterprises, and on the other hand - will provide
prevention of long-term unemployment of persons registered in employment offices.

For the purposes of the Project, employers can apply for financial assistance for a period of up
to 3 months for vacancies announced by them, in compliance with the requirements of the Labor
Code. To ensure sustainability, the employer is obliged to keep the employment of 75% of the
supported persons for a period equal to the period of subsidized employment.
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he target group of the project are unemployed persons registered in the ,,Labor Office”
directorates, and the same should not have been in employment with the employer or related
enterprises within the meaning of the Small and Medium Enterprises Act for a period not less
than from 1 (one) month from the submission of the Application to the employer.

Employers who provide employment under the Project are covered by the costs of wages for
employees in the amount of the minimum wage established for the country, as well as the due
contributions at the expense of employers, calculated on the basis of the minimum wage.

The project implementation costs are financed by the ESF and the national budget of the
Republic of Bulgaria. Priority is given to employers from ,,the hotel and restaurant sector and
,the travel agency and operator activity; other activities related to travel and reservations”. The
rest of the project budget is distributed on a quota basis by municipalities according to the
unemployment rate, the number of newly registered unemployed after 13.03.2020 and the
number of employers from the respective municipalities.

The places in the hotel and restaurant sector predominate with a share of 28.6%, followed by
those in the Manufacturing industry with 26.6% and Trade; repair of motor vehicles and ... by
15.4%.

These are the measures that are being implemented during the Covid-19 pandemic, both
nationally and regionally.

The situation in the country and the measures to limit the spread of the disease COVID 19 had
their impact on the labor market in Veliko Tarnovo District and further burdened the existing
health system (Simeonov, 2015). From 16.03.2020 there is a tendency to increase the number
of daily registered unemployed persons due to the declaration of the state of emergency.
Employment opportunities have been significantly reduced. The impact of COVID 19 has had
a negative impact on the tourism, logistics and transport sectors and some sub-sectors of cultural
institutions.

The peak of the newly registered in the Directorate ,,Labor Office”, Veliko Tarnovo was in
early April and then there was an increase in the registered unemployed in the three
municipalities served by the Directorate ,,Labor Office*. The total number of unemployed in
the Labor Office Directorate in April was 3,596 and compared to March the registrations were
1,169 more or an increase of 48.2%.

The average unemployment rate for the first half of the year is 5.9% compared to 3.8% for the
same period in 2019 or shows an increase of 2.1 points.

The sectoral distribution of the unemployed shows that the dismissed persons are from the
processing industry, trade, hotels and restaurants and real estate.

In May, June and July there is a tendency for some of those laid off in March and April to be
employed by the previous employer, but there are also many who have started a new job.
According to statistics, those who started working on the primary market are in the sectors of
manufacturing, construction, agriculture, trade, hotels and restaurants (Borba newspaper,
2020).
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Conclusion

The complicated epidemic situation due to the rapidly spreading coronavirus COVID-19 and
the declared state of emergency necessitated urgent anti-epidemic measures. This in turn
affected unemployment and employment levels. Sectors and economic activities, such as hotels
and restaurants, manufacturing, construction, culture, sports and entertainment, retail,
passenger transport and others were most affected. Thanks to the measures taken, there is
currently a gradual normalization of the labor market at both national and regional levels.

The expectations are that in 2020 the unemployment in Bulgaria will not reach its level from
the financial crisis in 2008 and 2009, as the average for 2009 the unemployment rate in our
country was 7.6%, and the lost jobs - over 400 thousand. The situation remained dynamic - it
is possible that Covid-19 will hit us with new force. This will destroy the timid recovery and
create more liquidity for the national and global economy. On the other hand, some analysts
believe that we will emerge from the health crisis with improved digital skills, a clear picture
of ourselves and our qualities, and more patient as individuals. This will help us to be more
competitive in the labor market, and at the same time we will be able to wait until the right
position for us appears.
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YOBEYKHNOT KAIIUTAJI - PAKTOP 3A I'PAJIEIBE KOHKYPEHTCKA
KOMITAHUCKA NPEJHOCT

Npawxo Amanacocku®; Emanyena Ecmeposa®

AncTpakr

The human capital has always been factoring for society's growth, but is also a crucial factor
in today’s competitive and propulsive global economy based on knowledge. In unstable
business environment, comparative advantages of the companies are only temporary. In that
context, people of the company are basic resource for permanent competitiveness.

The human capital as a resource is composed of individual and collective knowledge, expertise
and experiences, creativity and innovation, competences and capabilities i.e. the whole
developing capacity of the people in the company for providing good business results. In the
five M's factors of production (5M: man, machines, money, materials and management), the
human capital is the center without the company cannot function effectively.

The contemporary view of the market success of the companies is connected with the concept
of strategic competitiveness. Nowadays all managers admit that the process of gaining
comparative advantage and good business and market success is based on human capital, so
its development is true challenge for the leaders in formulating competitive strategy.

The business environment which is characterized by suddenly changes, for achievement of
comparative advantage, the role of the human capital in company is bigger than ever, and the
gaining, development and sustained human capital can be main source of sustained company's
competitiveness.

Kuoryanu 36oposu: human capital, sustained company’s competitiveness, management of human
resources, dynamic environment.
JEJI Kimacudukanmja: M10, 031, 032

Bosen

Bo neHemHOTO JOUHAMUYHO OW3HUC OKpPYXKYBamke, KOMIIApaTUBHHUTE TMPEAHOCTH Ha
KOMIIAaHUHUTE C€ KPaTKOpOUHHU. TOm MEHAIMEHTOT TW HeMa CHTE OATOBOPU Ha 3TOJIEMEHUOT
KOMIIJICKC N paHI/I}IHI/ITe HpOMeHI/I Ha CI/ITyaHI/II/ITe CO KOH C¢C cooquaaT HUBHUTC KOMIIAHUUN. BO
OBOj KOHTEKCT JIyf'€TO BO KOMIIaHHjaTa IO COYMHYBAaaT OCHOBHHOT Pecypc 3a KOHTHHYHpaHa
KOHKYpeHTHOCT. OBOj pecypc € COCTaBeH OJ WHIUBUIYATHUTE U KOJEKTHBHUTE 3HACHA,
BEIITHHHA M €KCIEePTHU3a, KPEaTUBHOCT U WHOBAIMH, KOMIIETCHIIMH U CIIOCOOHOCTH OJHOCHO
KOHTHHYUPAHHUOT KaIlalMTET Ha JIyF'eTo 3a 00e30eyBamke COOABETHA BPETHOCT HA Ta3apoT U
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Makenonuja, @axynrer 3a Typu3aM U OM3HUC JOTUCTHKa, draskoatanasoski@yahoo.com

2 Emanyena Ecmeposa, 1-p, Bonpenen npodecop, dakynrer 3a Typusam 1 MeHaIMeHT — Peny6iika CeBepHa
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64


file:///D:/WORK/Conferences/Organising/Third%20International%20Scientific%20Conference%20-%20FTBL%20-%20Stip/Papers/draskoatanasoski@yahoo.com
mailto:emaesmerova@yahoo.com

Tpera Mefynaponna Hayuna Kongepenuuja
MNPEAU3BULNTE BO TYPU3MOT U BU3HUC JIOTUCTUKATA BO 21 BEK »ISCTBL 2020«

3aJI0BOJTyBame Ha MoTpeduTe Ha KymyBaunte (Asemota, 2000, p. 125). JIyfero Bo kommnanujaTta
IPETCTaByBaaT BPEJICH PECYPC T.€. HEj3MHUOT YOBCUKH KaIUTAIL.

VpaByBameTO CO YOBEYKHOT KAlUTAl MPETCTaByBa MNpOIEC KOj T omndaka CICIHUTE
AKTUBHOCTH: JU3ajH Ha omdaroT Ha padorara, IJIaHHpamkE, CKUIHpame, 00yka W pa3Boj,
eBayalMja Ha nepGopMaHCUTe, CUCTEMOT Ha KOHIICH3aLUH, OJHOCUTE CO CHHIUKATUTE WTH.
Cekoja oIl OBHME aKTMBHOCTH € Ba)KHA 3a YCIICHIEH MCHAIIMEHT CO YOBEYKHTE PECypCH.
[InaHupameTo Ha YOBEYKHPE PECYpCH € IBPCTO MOBP3aHO CO CTPATETMCKOTO M OM3HHUC
IUIaHUpake BO KOMIaHWjaTa. Llenta Ha MEHAIMEHTOT Ha YOBEYKH PECypcH € HajeukacHa
yrnorpeba Ha JIyfeTO W TOCTUIHYBalk€ HAa HAjBUCOKHM BO3MOXKHH EKOHOMCKH €()EKTH BO
KOMITaHWjaTa. Ba)KHOCTa Ha MEHAIMEHTOT Ha YOBEYKH PECYpCH 3a MoOjepHara OW3HHUC
KOMITaHHja ¥ MPUHIMITATE TIPEKY KOW MOJEPHUOT MEHAIMEHT C€ CIIPOBE/IyBa ja ICTePMUHUPA
¢duno3odujara 1eka YOBEKOT € HajBPEAHUOT pecypc Bo opranuzanujara. OBaj pecypc ce cmeTa
Jieka ¢ MoTeHNujasieH (HaKTop 3a OCTBapyBame KOHKYPEHTCKAa MPEIHOCT M BKYIHA MOK Ha
KoMIaHujata. Bo 0Baj Tpya ce aHaiM3upaar JABE BaXKHH IMOJIMEbA TMOBP3aHU CO YOBCUKHTE
pecypcH ¥ KOHKYPEHTCKaTa MPEIHOCT: MPOMEHHUTE U HOBAaTa OM3HKC CPEIMHA U Kpeallrja Ha
BPEIHOCT.

Llenra Ha OBOj TPY/I € a C€ UCTPAKHU BIMjaHHETO HAa MCHAIMEHTOT Ha YOBEUKHUTE PECYPCH BP3
KOHKYPEHTHOCTA Ha MOJICPHUTE KOMIIAHUH MPEKY aHaJIM3aTa Ha CUTE MCHAIEPCKU aKTHBHOCTH
KOM TY BKJIy4yBa OBaj KOHIIENT. AKIICHTOT € CTAaBeH Ha BAKHOCTA O] YYCHETO M 3HACHETO KO
ro HoCeyBaaT YOBEUKUTE PECYpPCUH M KOH, CIIOPE] MHOTY aBTOPH OJ1 OBaa 00JIacT, ce CMeTa
JieKa € HajBAXHUOT (PaKkTOp 32 KOHKYpEHTCKa MpeaHocT. [I0TOYHO, HAYMHOT Ha KOj YOBEKOT
MOXKe Ja Ouje M3BOp Ha KOHKYPEHTCKA MPEAHOCT Ce Orjiea BO MEPMaHCHTHUOT Pa3BOj Ha
YOBEYKHOT KalMTaj, KOj 1 OBO3MOXYBa Ha KOMIIaHHMjaTa YHUKaTHA CIIOCOOHOCT M jkenba 3a
npudakame Ha HEU30E)KHUTE TPOMEHU Ha OU3HUC CPEIUHATA.

Yiorara Ha YOBeYKHOT KANUTAJ BO HOBATA OM3HUC CpeanHa

[IpomeHnata Ha moOTpollyBaukuTe NpedepHUUH; AeMorpadckuTe NMPOMEHH; MyTalujata U
MCUE3HYBAKETO HA ITa3apHUTE; CKPATYBAHETO HA )KUBOTHHOT IIUKITYC HA POU3BOIHNTE; IT0jaBaTa
U pacTOT Ha HOBHM YCIYXXKHM OM3HMCH; peBoiyllMjaTa BO Ipojakdara, MojaBaTa Ha HOBHU
TEXHOJIOTUH; TI0jaBaTa Ha HOBH MOJIENTM Ha OW3HHC W OpPTraHW3aIlUM; aJMjaHCH U 3aCTHHYKU
BJIOKYBama; CIOjyBalkba M AaKBU3WIMM, Tio0anu3upaHaTa MPHPOAa Ha KOHKYPEHIIH]aTa;
NIOMECTYBAaETO Ha TpAHHWIWTE HAa WHIYCTpUjaTa; eKCHaH3Wjara Ha omndaror Ha
MYJITHHAIMOHAIIHUTE KOPIIOpAIMM; Pa3BOJOT Ha EJIEKTPOHCKAaTa KOMEpLHUja; MOXKHOCTa 3a
XUINEPHPOAYKIMja Kaj MOBEKETO MHAYCTpHUM, (IYKTyallMMTe BO BpPEAHOCTAa HAa NapuyHaTa
€IMHUIa; HEKOHTPOJUPAHUTE TJOOAJIHU MOHETAPHH TEKOBH; 3TOJIEMEHMOT IPEIU3BUK O]
KOMIUIEKCHOCT, HECHTYPHOCT M KOHCTAaHTHHM TPOMEHH - T'O KapaKTepu3upaaT CBETOT Ha
ousnucor geHec (Asemota, 2000, p. 126). Bo BakBa KoHcTenalyja Ha OJHOCH,
KOHBCHIIMOHAJHUTE IIEMH Ha BOJCHE Ha OM3HHCOT, CO PENATHBHO JMMUTHpaH Opoj Ha
NPOM3BOM M CTAaOMJIHM Ma3apy, HEMOXKaT MOBEKe Ja HajaaT nmpumMeHa. VHTe3uBUpaHarta
KOHKYypeHIIMja Oa3upaHa Ha II€HW, KBAIWTET WU AudepeHIrjairja MpeTcTaByBa 3aMKa 3a
KOMITaHUUTE BO O0opOarta 3a 0CBOjyBam€ Ha MOT0JIEM JIeJT OJ1 1a3apoT U T'M MIPaBH YyBCTBUTEIHU
Ha KOHKYPEHTHTE CO CYNEpHOpPHH MPOHM3BOIM H/WIM Ha HOBHOT OW3HHUC AW3ajH OJ Ipyra
CTpaHa.
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JlyfeTo HECOMHEHO ja KOHCTHTyHpaaT HajBpeIHaTa akKTHBa BO CEKOe MpeTnpujaTiue Ouio aa e
jaBHO wiM npuBaTHO. YOBEKOT Kako efieH oj nerre M (akTopu Ha IPOU3BOACTBO Urpa yiora

Ha NOBp3yBay 0e3 Koj opranu3aimjaTa Hemoxe na Gpynkunonupa edexkrusHo (Barber, 2013).

Crnuxka 1: Ilemme M ¢haxmopu na npouzeo00cmeomo

(OUHAHCHUCKH (MAIITKMHHU U
CPLEJICTBA) OIIPEMA)

(UOBEUKU
KATIUTAJI)

(CYPOBHMHH U

MATEPUJAJIN) (MEHAIIMEHT)

HM3Bop: Asemota, O. (2000). Managing Human Capital for Optimum Performance, Polytechnic
of Namibia, Namibia.

CoBpemeHOTO c(akame Ha Ma3apHUOT yCIEX Ha KOMIIAHMHUTE € MOBP3aH CO KOHLENTOT Ha
CTparelika KOHKypeHTHOCT. Mako yecTo cnoMHyBaHa, CTpaTekaTa KOHKYPEHTHOCT 32 MHOTY
MEHAIIepH CEyIITe € KOHLENT KOj € MHOTY KOMIUIEKCEH W MPHIPYKYBaH CO €IHOCTAaBHOTO
npamame ,,Kako Ja ce MOCTHrHe. 3aToa € MoTpeOHO Ja ce JAeTCPMHHUpPA HAYMHOT Ha KOj
KOMITAaHUUTE CTaHyBaaT KOHKYPEHTHH M CTaHyBaaT NMPBU U HajnoOpW Ha ma3apoT, U TO
00e30eyBaaT CBOJjOT OICTAHOK, pacT U pa3Boj. Ilocrojat romem Opoj Ha MeHaepu KOU
NOCTHTHAJIe KOHKYPEHTHA MPETHOCT KOja ce JODKM Ha YOBEUKUTE PEeCypcH BO criopenda co
yrnoTpebara Ha oJipe/ieHa TEXHOJIOTHja MITH JJOCTAITHOCT Ha (PMHAHCUCKH KanuTall. 3aToa, ICHeC
ce moBeke BHUMaHKE ce OOpHYBa Ha MPHUPOJIaTa U KapaKTePUCTUKUTE Ha OBHUE PECYPCH.

[TpomeHuTE BO CBETOT U EKOHOMHM]jaTa T HAaMETHAaa YOBEUKUTE PECYPCHH KaKO TIaBeH (HakTop
3a (opMupame U 3aapXKyBamke Ha KOMIIapaTHBHATA MpenHocT. HoBata eKkOHOMHja cTaHa BO
rojeM JeJl 3aBHCHA O]l BEUITWHUTE M 3HACHETO Ha BpaOOTEHUTE, MHOTY IMOBEKE OTKOJIKY
TpaauIMOHaTHATa WHAyCTprcKka ekoHomuja (Jackson et al., 2009, p. 158). OcHoBHaTa
KapaKTepUCTHKa Ha HOBATa €KOHOMH]a € JieKa HeMaTepHjaTHUTe PeCypCUM CTaHaa HOCUTEIN
Ha KOpIIOpaTHBHHUTE TMeppopMaHCH, CO Kpealyja Ha HUBHHTE AaKTUBHOCTH IIOBP3aHU
eKCKIy3UBHO co doBeukute pecypcu (Barder, 2013). Tue um naBaar Ha OpraHu3anujara
KOHKYPEHTCKA PEIHOCT HaJl OCTAHATUTE CO HUBHOTO 3HACHE U BEIITHHH, M CO HAYMHOT KaKO
Toa TO Kopucrar. OBaa BakHa yJOora Ha MEHAIMEHTOT Ha YOBEYKH PECYpCHH BO
MpUA00MBAKHETO HA KOHKYPEHTCKU MPETHOCTH € TI00pO Mo3HaTa BO pa3BueHUTE ekoHoMuu. Ho,
BO 3€MjUTE BO DPa3BOj M MOMAJKy pa3BUEHHUTE 3€MjU CIIOpEJ CeraiiHaTa IMpaKkTUKa BO
KOMITAaHUUTE, Ce YMHHM JIeKa 0Baj KOHIENT CEYIITe HE € JJOBOJHO pa30OpaH.

Yiiorata Ha MeHaIMEHTOT Ha YOBeYKH pPecypcH NpHU noaodpyBame Ha nepopmMaHcuTe
HA KOMIIaHHjaTa

3aeHUYKUM M MHOTY J100ap MHIMKATOp Ha Pa3BOjOT HAa YOBEUKHUOT KalUTal M YCIEXOT BO
Kopenanuja co neppopMaHcuTe, TOCeOHO aKIMOHEPCKaTa BpeIHOCT € MHIeKCoT Ha YOBEUKH
kanuTan. Toj ja mokaxyBa jacHaTa Bpcka Mmomery e(heKTHBHOCTa Ha YOBEYKHOT KaluTall Ha
dbupmara u Kpeanujara Ha CylepHuOpeH aklUCKU noBpaT. Bo mpBara cTyauja Ha HHAEKCOT Ha
YOBEUKM KamuTasl crnposeneHa Bo 1999 ronmna, Watson Wayatt ucnuta noseke ox 400
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aMEpPUKAHCKU M KaHA/ICKW KOMIIAaHUU KOW 0ea jJaBHO TPTYBaHU U MMaa HajMaJKy TPUTOTUIICH
aKIMCKM TIOBpaT. bemie aHamu3upaH MMPOK [Hjarna3oH HA Tpamiama 3a HAYMHOT Ha KOj
KOMITAaHUUTE paboTaT U T'M CIPOBEAYBAaT MPAKTUKUTE CO YOBEUKHTE PECYPCH, BKIYUYBajKU
CHCTeM Ha IUlakame, Pa3Boj Ha JyfeTo, KOMyHHKaluja W exunupame. Omgrosopute Oea
NOBp3aHU €O OO0jaKTUBHM ()MHAHCHCKM MEPKH BKIy4YyBajKM Ma3apHa BPEIHOCT TPH U
NEeTrOANIIHN BKYITHHM aKI[MOHEPCKH MOBPATH M CIIOCOOHOCT Ha OpraHM3alujara Ja Kpeupa
BPEIHOCT HAJBOP O HEj3UHUTE (PU3UYKHU CPEIICTBA.

3a 51a ce UCIUTa MOBP3aHOCTA MOMElYy YOBEUKHOT KaluTal M CO3/1aBambEeTO BPEIHOCT, Oea
HalpaBeHU MHOTI'YOPOJHHU CEpUU Ha perpecuoHa aHanu3a. 30 I1aBHU NMPAKTUKU Ha YOBEUKUTE
pecypcu 6ea moBp3anu co 30 MPOLIEHTHO 3rojieMyBamke Ha Ma3apHaTa BpeAHOCT. BkymHuUTE
pe3yiTaTH Ha MHJIEKCOT Ha YOBEUKH KanuTai 0ea HalpaBeHU 3a MHIUBULYaIHH KOMIIAHUH TaKa
mTo pesynrature Oea nckaxanu Ha ckana ox 0 mo 100. Munexc co Bpeanoct 0 mpercraByBa
Hajcad MEHAIMEHT Ha YOBEUKHOT KamuTal Jojeka co BpeaHoct 100 e Hajnobap u uaeaneH
nokazaren. Ha nmoueroxor Ha 2001 roauHa noBTOpHO Oelle CIPOBEAECHO UCTO UCTPAKYBAHE,
OBOj AT BKIYy4YyBajkM I'M oaroBopure Ha mnoseke oa 500 kommnaHuu. 3akiaydokoT Oere
HETPOMEHET: KOMIIAHWUTE CO TOBHCOK HHJEKC HA YOBEYKM KAIUTAI MMaa 3HAYUTEITHO
IIOBHCOKA AaKIIMOHEpCKa BpeAHOCT. J[OKOJKY ce MOorIeHE BO METTOrOJMIIHHOT BKYIEH
aKIMCKHU TOBpAT pe3yaTtarute Oea ouurienHu. KommaHuuTe cO BUCOK HMHAECKC HAa YOBEUYKH
KaIluTajl ©Maa 3HaYUTEIHO TOBUCOK BKYIEH aKIIMCKH MOBPAT OTKOJIKY KOMIIAHUHUTE CO HU30K
uHjeKe Ha yoBeukH kamuran (Rastogi, 2013, p. 213).

[TpakTHKHTE MOXAT Ja OWAAT TPYNHpPaHU BO 5 MUMEH3UHU: €(UKACHO PErpyTHpAmE, jaceH
CHCTEM Ha HarpaayBame¢ M OJrOBOPHOCTH, KOJIETHjaTHU U ()IICKCHOWIHU pabOTHH CPEIMHH,
KOMYHHKAI[MOHCH MHTCTPUTET M pasyMHa yrnorpeba Ha pecypcu (Stangl-Sushjar & Lekovic,
2009). [IpBuTe YeTHPH AUMEH3HMHU CE MOBP3aHH CO 3rOJIEMYBamke Ha EKOHOMCKATa BPEIAHOCT, a
nerrara JMMEH3H1ja € TIOBp3aHa Co Ma3apHaTa BPEIHOCT.

Ta6ena 1. /{umenszuu na woseuxku xanuman

JIuMeH3uM Ha MHAEKCOT Ha 4YoBeukH | OuekyBaHM NpPOMeHH BO Ia3apHaTa
KanuTajl BPeIHOCT

EdukacHo perpyrupame 10,1%

Jacenw cumcrem Ha  HarpagyBame H | 9,2%

OJITOBOPHOCTH

Konernjamuu u  ¢nekcubunaun  padotnu | 7,8%

CpearHU

KOMyHHMKaIIMOHEH UHTETPUTET 4,0%

Pa3yMHO KOpUCTEHE Ha PECYPCHTE 10,0%

Ussop: Yuriy O., & Nazar U. (2017). Economic content, multidimensionality black swans of
globalization. Journal of Sience, 1/2017.

Cnopen moAaToIMTE OJ1 UCTPAKYBAKETO cripoBeaeHo Bo 2001 roanHa, UCTO Taka ce 3aKIydu
JIeKa YOBEUKUTE PECYPCH C€ 3HAUUTEIIHO BaXKHM 3a Kpealllja Ha BPEAHOCT, KaKo IITO MOXeE /1
ce BuAM of Tabena 2. 3HAUMTENHO MOAO0OpYyBame BO 43 KIYYHH MPAKTUKH HA YOBEUKHUTE
pecypcu ce IoBp3yBa co 3rojieMyBame o1 47% Ha ma3apHaTa BpeJHOCT Ha KOMITaHHUjaTa.
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TaGena 2: Ouekysanu npomeHu Ha NA3apHAMA 6PEOHOCH NOBP3AHU CO 0000PY6aArLEmo Ha
Hnoexcom na woseuxuom kanuman (2001 eoouna)

JluMeH3uM Ha HWHAEKCOT Ha 4YoBeukd | OYekyBaHM MNpPOMeHHM BO @a3apHaTa
KANMTAJI BPEIHOCT

BkynHu Harpajay U 0ArOBOPHOCTHU 16.5%

Konermjanan wu  duekcubunmnu  padotram | 9.0%

CpeavHU

Y COBPIICHO PErpyTHPAkHE U 3aAPIKYBAHE 7.9%

KoMyHUKanMOHEH UHTETPUTET 7.1%

@DoKycupaHH TEXHOJIOTMM Ha yoBeukute | 6.5%

pecypcu

BkynHo: 47.0%

HW3Bop: Stangl-Susnjar, G. & Lekovic, B. (2009). Performance-based Pay in Human Resources
Development, Strategic Management, 14(3), 1-14.

YoBeuyKHOT KANIUTAJ BO q)ymclmja Ha Kpeupame OAPKJINBa KOHKYPECHTCKA MPEAHOCT

CKOpo € HEeBO3MOXKHO HEKOJIKY JIMIIA OJ1 TOIl MEHAIEPCKOTO HUBO BO KOMITAHUUTE JIa T UMaaT
HaBpeMe M BO aJICKBaT€H 00eM CHTE OJrOBOPH KOH CE MOTPEOHHU BO AMHAMUYHO KOHKYPEHTCKO
oKpyxyBame. DopMmyiIHpameTo Ha CcTpaTerujara JeHec Oapa ,,HOBU TJIACOBH, HOBHU
UHHIMjaTHBE W HoBa reorpaduja (Wright & Snell, 1991, p. 89). PasBuBamero u
UMIUIEMEHTAIMjaTa Ha HOBU OM3HUC CTPATErHH HE OM MOXKEJIO J]a Ce OCTBapH BO OTCYCTBO Ha
pa3IUYHH, IOJHU CO HH(OpMAIINHU, TPOHUKIHNBH U UMITYTH Oa3upaHH Ha 3HACHC KOU J10araaT
O] CTpaHa Ha JIyreTo Kou paboTar BO oOpraHm3anujata. YOBEUKHOT KalUTal KOj Ce
KapakTepu3upa MpeKy 3HaCHETO, BEIMITHHHUTE, CIIOCOOHOCTUTE, €KCIIEPTH3aTa U HHOBAIMUTE Ha
JyFeTO € eCCHIUjalICH KOHKYPEHTEH pecypc Ha KOMIIAHMUTE M CaMO MPEKY HEro ce MOCTUTHYBA
HOPOJYKTUBHOCT M pAacT, HAcOYyBame Ha OM3HHC MPOILECHTE, BU3yeNIW3allMja HAa HOBUTE
MOXKHOCTH M Pa3BHBame Ha KpeaTUBHU cTparerucku naunatueu (Esmerova et al., 2020Db).

YoBeuknTe pecypcH MpeTCTaByBaat eeH 01 HajBAKHUTE PECYPCH 3a Kpeallyja Ha BPeTHOCT
KOHKYPEHCKa HNpPEJHOCT BO MOJEpHUTE KOMMaHuu. BpaboTeHuTe cO HHMBHUTE 3Haema
CTPYYHOCT, MOTHBaIlMja, JIOJATHOCT M TOCBETEHOCT HAa KOMIIaHMjaTa TH JIeTepUHUpaaT
nephopMaHCKHUTE U NTa3apHaTa NO3MIIKja Ha KOMIIaHUjaTa UCTO Taka, BpaOOTEHUTE MOCMAaTpaHU
KaKO YOBEUYKHM KalMTaJ Ha KOMIIaHHjaTa, ja MMaaT CIIOCOOHOCTA 3a Kpenpame Ha APyrd popmu
Ha MHTEJIEKTyaJleH KaluTal Koj Ke MMa pacTeuka CTpaTerucka BaKHOCT 3a KOMIIaHWjaTa Ha
nonr pok (Wright & Snell, 1991, p. 90). Tue kpeupaar NaTeHTHU WHOBALUH, OPEHIOBH,
npoiiecu, 6a3u Ha MOAATOLH, HHPOPMALMOHU CUCTEMHU, TPEHUHT MPOrpaMH M Opra3uiMoHa
KynTypa. BakHOCTa Ha 4OBEUKHTE pecypcH Oelmie OCO3HaeHa BO JeflaTa Ha MHOTY HAay4YHHU
UCTpaXyBauud MIMpyM cBeToT. McrpaxyBaunte kako Mayo, McGregor, Argyris, Likert,
Maslow u 1pyru nHCHCTHpaa Ha BAYKHOCTA HA YOBEYKUTE PECYPCHH 32 YCIIEXOT HAa KOMITAHUUTE

Likert Gemie eKCIUTMIIMTEH OKOJIY YOBEYKHOT KalUTall KaKo IIaBeH OpraHu3aIllMoOHEeH pecypc.

Toj ro pasBu KOHIENTOT ,,CMETKOBOJCTBO HA YOBEUKMTE pecypcu™’ co Ien ja ja moTeHmupa
noTpedaTa KOMIMIAHUKUTE J1a T UMaaT MPEIBU]I TPOIIOIUTE U T'yOUTOIIUTE KOj CE JIOJDKAT Ha
HEraTUBHHUTE CTAaBOBM, HHCKAaTa MOTHBAllMja, HE33/I0BOJIHM BpaOOTEHW U OCTaHATH
cy0jeKTUBHM BapujaliH, Kako U Mpo(UTOT KOj OM ce OCTBApWJI OJf HUBHOTO MOAOOpYBambeE.
Hcro Taka, Schultz BepyBarie nexka HHBECTUIMUTE BO YOBEUKUTE PECYPCUH MMAaT MIOTOJIEM U
MOBEKeKpaTeH €(PEeKT O] WHBECTUIIMHTE BO OCTAHATHTE MaTepHjaTHU pecypcuu. J[oKoyiKy
KOMIIAaHUUTE HE MHBECTHUpAaT BO YOBEUKHU PECYPCHUU HAjMAJIKy KAaKO BO MHBECTHPAHETO BO
OCTaHaTUTE PECYpPCH, K€ UMaaT MaJIM U3IJIEIN 32 YCIIEX.
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Pacrteukara HecUTypHOCT HaMeTHYBa MOTpeda KOMIIAHUUTE /1a C€ MEHYBaaT U yCIIEUIHO J1a TH
npudarar TakBUTE NMpoMeHH. Bo MoaepHHUTE OpraHM3anvy, NOTTUKHYBaYM Ha MPOMEHHU Ce:
uH(pOopMallMOHaTa €BOJIYIHja, TEXHOJIOrHjaTa U riobanu3anujaTa. [ 1aBHUTE UMILUIMKALIMA KOU
NPOM3JIETYBAaT ce: KOHTUHYUPAHUTE IPOMEHHU, HaMallyBame Ha (PU3MUYKUTE CPEACTBA, IUIMMA
0J1 UHCTUTYLIMOHAJIHK Y BPEMEHCKHU PECTPUKIUHU U U3JI0KEHOCT Ha PU3UK.

Kaxko ycnemien oropop Ha cute oBue npomeru Coulter ru naBa Tpute KpUTHUKA GaKTOPH 0.1
KPYILHjaTHO 3HAYCH-E BO HOBaTa OM3HUC CperHA: CIIOCOOHOCT 3a mpudakame Ha TPOMEHUTE,
CIOCOOHOCT 33 KPEaTHBHOCT M MHOBAIMja U CIOCOOHOCT OpraHM3alijaTa Jia MOCTUTHE YCIIeX
Ha 1100aTHO HUBO. JaCHO € JIeKa 3a UCIIOJIHYBAambEe HA OBUE MOTPEOU U (PaKTOPH, YOBECUKHUTE
pecypcu Bo KOMITaHdjaTa umaar HajBaxkna yiora (Coulter, 2008, p. 59). JTo6ap npumep Kako
YOBEYKHUTE PECYpPCH MOJKAT JIa BIIMjaaT BP3 MPOMEHHUTE € npercraBeH Ha Cruka 2.

Cnuka 2. Baujanue na npomenume 6o cospemena opeanuzayuja

Hssop: Wright, M. P., McMahan, C. G., & McWilliams, A. (1993). Human Resources and
Sustained Competitive Advantage: A Resource-Based Perspective, CEO Publication, 93-19.

Opn crnukarta MO’Ke J1a ce BUJIM JIeKa CeKoja MPOMeHa Koja ce clIydyBa BO CpeiMHaTa MOXKE Jia ce
pasrieayBa Kako mpoOJieM BO IMOTpara 1o pemieHue. PemeHueTo BOOOMYaeHO MpeTcTaByBa
HEILITO HOBO 3a OpraHu3alyjata, MHOBallMja Koja MOBTOPHO Kpewpa mnpomeHu. Otramy,
npoMeHaTa Ke Oujie cTapTHa TOYKa 3a HOBU MpoOsieMu... Mlako Hekou aBTOpU cMeTaaT JeKa
IPOMEHUTE 3HayaT MpoOieMHu, THe MOXKaT Ja OMJaT ONMIIAHW Ha APYr HauuH. MIMeHo, Ha
MIPOMEHHUTE MOJKE JIa Ce TJIe/la KaKo Ha MIAHCH 3a KOMIIaHW]jaTa 3a M0100pyBamke Ha HEJ3UHUTE
OM3HMC IpOLIECH, YIIOTpeda Ha pecypcH U pa3Boj HAa Hej3uHaTa OU3HUC CTpaTeruja, CooYeHa co
YOBEYKHU PECYPCH KOM C€ CIIOCOOHU J1a TH paz0epaT MpOMEHHUTE, 1a pa3MUCTyBaaT 3a pelieHu]a
U J1a Kperpaat cooasetHa conymuja (Coulter, 2008, p. 59).

CoBpeMeHHTe KOMIIAaHUU C€ BOJCHM OJ1 Ma3apHUTE MPUTUCOLM HA TOj HAYMH ILITO BO HUBHUTE
[IeId MOpaaT Ja TM BKIYYaT: 3TOJIEMYBamke€ HAa KBAIUTETOT M NPOJYKTHBHOCTA, TOTOJIEMa
(i1ekcnOMITHOCT, KOHTUHYMPAHU WHOBAIIMH, U CIIOCOOHOCT Ja C€ MEHYBaaT parnuaHo Kako Ou
MOJYKEITe J]a OArTOBOPAT Ha Ma3apHUTe Oapama u motpedu. EQekTHBHNOT MEHAIMEHT Ha YOBEUKH
pecypcuy € BHUTaJHA ajlaTKa 3a MOCTUTHYBaWke Ha OBME IIENU. 3rOoJEMEHUOT KBAJIUTET U
MIPOJIYKTUBHOCT C€ TOBP3yBa CO MOTHBAIM]jaTa KOja MOXe Ja OUJIE OCTBapeHa MpPeKy oOyKa,
BKJIy4yBam€ Ha BpaboTeHuTe 1 Harpaau. HajnpBo meHayepure Tpeba 1a ja pa3BujaT OCHOBaTa
Ha YOBEUKHOT KalUTaJ MpeKy NPaKTUKH KaKo ILITO Ce CeJIeKI1ja, 00yKa U CUCTEM Ha IUIakame
CO KOj K€ T MpPHUBJIeYAT, UACHTU(PHUKYBAAT U Ke TH 33JpKaT BUCOKO KBAJIMTETHUTE BpaOOTEHU
(Esmerova et al., 2020a). Bropo mnporpamMute Kako IITO C€ EKCTEH3MBEH CHCTEM 3a
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perpyTupame M aTpakTHMBHHM ITaKeTH 3a KOMIICH3allMja MOXKaT Ja OujaT ymoTpeOeHu 3a
NPUBJIEKYBAbE M 33]IPXKyBarbe Ha BpaOOTEHUTE CO HAjBUCOKH CIIOCOOHOCTH, KBAJIUTET U OHUE
KOM Hajmo0po ce BKIOMyBaaT BO oprasuiujara. Tpero, mporpamure 3a O0yKa MpPeKy
3roJieMyBambe M pa3BOj HAa HHIUBHIYAIHHUTEC BEIITHHH M KOMIIETCHIIMH OBO3MOXKYBaaT
KOHTHHYHPAH Pa3B0Oj Ha KOMIIAHHCKHOT YOBEUKH KAIMTaJ.

Bo coBpemenu ycioBu, KOj ce KapaKTepu3MpaaT IMpeKy jaka U Tryio0ajiHa EeKOHOMCKa
KOHKYpEHILIMja, MOOp3M U TMOKPATKM EKOHOMCKM NPOMEHH, KaKOo U TOKpPaTKO BpeMe Ha
U3BpLIYBAalk€ HAa aKTUBHOCTUTE M IOPACT HAa HEBpPaOOTEHOCTa ce Joara O 3aKIy4dOK JeKa
KJIACUYHUOT HA4YMH Ha e/lyKallija He € JJOBOJICH 3a MEHallMpame Ha HaBeJeHUTe TeH3uu. Bo oBa
ce BOpOjyBa M CTAaBOT JIeKa KOHTHMHYMPAHOTO y4YCHE U 3J00MBAmETO 3HACHE, UCKYCTBO U
BEUITMHM MOpaaT ceKoraml ja OujgaT MOrojieMd O] CTarKaTa Ha MPOMEHH U ePEeKTUTE O]
Heo4yeKyBaHUTE BiHjanuja. OCHOBATA 3a pa3B0j HA KOMIIAHUUTE CE YOBEUKUTE PECYPCH KOU Ke
uMaaT HEe3aBUCHO MHCIECHE, peIeKTUBHO Ke JelyBaaT, ke UMaaT aclupaly MOrojIeMH O
HUBHUTE MOKHOCTH, K€ MMaaT XxpaOpocT 3a akiuja, Hema Ja ce IJalar o] BO3MOXKHUTE
rpemku, ke Ouaar crnocoOHM JAa JenyBaaT IOMery BOCTAHOBEHHTE M WHOBATHBHHUTE

npeBUyBakba U KOM Ke orepupaar rmomery mo3HaToTo u Hemo3naroro (Stangl-Sushjar &
Lekovic, 2009, p. 269).

Cmuxka 3. E¢hexmu 00 woseuxume pecypcu 60 pabomuume npoyecu

oﬁpasonamle H BeIITHHH paﬁOTHO HCRYCTBO

MEHaHMeHT Ha T0BEeIKNOT KAIMMHTAJ

JOMOJTHHTEIHO 3Haekhe A BEeITHHH JOMOJTHHTEIHO HCKYCTBO

nojodpyBakse Ha H3e3HNTe MepdopMaHcH noJobpyBake Ha padoTHHTe OpoliecH

H3zeop: Barber, N. (2011). Human Resource Management in Function of Creating the Strategic
Competitive Advantage., | International Symposium Engineering Management and
Competitiveness (EMC 2011). Zrenjanin. Serbia.

3akiay4ox

CoBpeMeHOTO cakame Ha Ma3apHUOT ycleX Ha KOMIAHWUTE € MOBP3aH CO KOHLENTOT Ha
CTpaTelika KOHKYPEHTHOCT. MeHallepuTe MIMpyM CBETOT NMpPHU3HABAaT J€Ka CTEKHYBaHbETO
KOMITapaTHBHA MPEAHOCT M Jo0ap AEJIOBEH YCIeX Ha Ma3apoT ce IMOBEKe ce TeMelIH Ha
YOBEUKHMOT KalluTal, Taka [ITO HErOBOTO pa3BHBamk€ MPETCTaByBa BUCTMHCKHU MPEIU3BUK 3a
JauepuTe pu GOpMyTUPAkETO Ha KOHKYPEHTCKa CTpaTeruja.

Kako KpCaTUBCH U MHOBATUBCH ICII O CCKOja KOMHaHI/Ija J'Iy1'"eT0 urpaar BOJCYKa yJiora BO

Kpeanpjara 1 3aJIp)KyBameTO Ha HEj3MHATa KOMIIapaTUBHA mpeaHocT. CaMo BHCOKO OOy4YeHH,
COOZIBETHO MOTHBHPAHO Bpa0OTEHH, CO KOHCTAHTHM KOHTHHYHUPAHO HAIOIMOIHETH HOBU
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OM3HKC BEIITHHU MOXAaT Jla U3Jie3aT BO IIPECPeT Ha MPEIU3BULIMTE HAMETHATH OJ1 CTpaHa Ha
HOBaTa OM3HKC OKOJIMHA KOja Ce KapaKTepUu3upa Co PU3UK U HECUTYPHOCT.

WHIEKCOT Ha YOBEYKH KamuTal € J00ap MHIMKATOpP Ha Pa3BOjOT HA YOBEYKHOT KaluTal U
YCIIEXOT BO KOpealrja co MOBPaTOT Ha aKIMOHEpCcKaTa BpeAHOCT. Toj ja mokaKyBa jacHaTa
Bpcka momery e(eKTHMBHOCTA Ha YOBCUKHMOT KalHWTal Ha KOMIIAHUjaTa M KpeanujaTa Ha
CYIIEpHUOpEH aKIKUCKK ToBpar. KoMIaHUKUTe CO MOBUCOK WHICKC HAa YOBEYKH KalKTaJl MMaaT
3HAYUTETHO MOBHCOKA aKI[MOHEPCKA BPEHOCT M MOBUCOK aKI[MCKU TIOBPAT.

[IpoMeHHTE BO CBETOT M €KOHOMHjaTa I'M HaMETHAaa YOBEUKHUTE PECYPCH KaKO IIaBeH (HhakTop
3a (popMupame U 3apXKyBamke Ha KOMIIapaTUBHATa mpenHocT. HoBaTa ekoHOMMja cTaHa BO
roJeM JIeJI 3aBHCHA O]l BEUITHMHUTE M 3HACHKETO Ha BPAaOOTCHUTE, MHOTY IOBEKE OTKOJKY
TpaJulIMOHAIHATA WHAYCTPUCKA eKkoHoMmHuja. (OCHOBHAaTa KapaKTepUCTHMKAa Ha HOBaTa
E€KOHOMHja € JIeKa YOBEYKHTE pECypCH CTaHaa HOCUTEIH Ha JOOpHTE KOpPIOpPATHBHU
nephopMaHCH.
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MEHAIIMEHTOT HA 3HAEILE BO MOJIEPHATA EKOHOMMJA

Emanyena Ecmeposa® ; Jlpawxo Amanacocku?

AICTpaKT

Managers are persons decorated with intellectual capabilities, reasonable, smart, and
professional qualities that derive of the reason or refer on it by the process of knowledge. The
manager should be versatile person, to know people, their motivation and their ability, and also
to be rich in knowledge and skills to resolve interpersonal problems, conflicts, working in
groups and effective communicator. Technical pragmatism includes the effective skill, dexterity
and ability of the manager to achieve success in the enterprises. Knowledge management and
the transfer of knowledge are a new way of thinking and sharing of intellectual and creative
resources in enterprises. It concerns the efforts of systematic thinking, organization and
accessibility to intellectual system findings and fostering a culture of continuous learning and
transmission of the knowledge.

Kiyunu 360poBu: manager, management, knowledge, experience, specialization
JEL Knacudukanuja: M10, O31, 032

Bosen

Camo co moBeke 3HaeHe W MOrojeMa Pa3yMHOCT MOXE Jla C€ IOCTHTHE METOJUYHOCT BO
MUCJICHETO, HEeroBa 00jeKTMBHOCT, PEATHOCT U MpakTU4HOCT. Co MITO M CaMHOT MEHaiep
noctaHyBa 00jeKTHBEH, peaJieH U MPAKTUYHO BPEJIeH BO MOJIepHaTaTa eKOHOMHja Ha 3HACHE.
Curte BpaboTeHH nmomery cede ce pa3iMKyBaaT 10 HUBOTO Ha MOCE1yBambe Ha CIIOCOOHOCTHTE,
a co Toa M BO MOXKHOTO HHMBO Ha W3BpIIyBamke Ha paOOTHHUTE 3a/Ja4d. 3all03HABAIETO HA
CHOCOOHOCTUTE Ha MOEAMHLIUTE Tpeba Aa My OBO3MOXH Ha MAaHEIEPOT Ha YOBEUKHU pECYpCH Jia
ro paz0epe u MpeBUIM HUBHOTO OJITHECYBAKE, a CO TOA J]a BIIMjae Ha MOJ00PO HCKOPUCTYBAHE
Ha HUBHUTE CIOCOOHOCTH U OCTBApyBamb€ Ha MONEPCIEKTUBHU Pe3yJITaTH BO MIpETIpUjaTujaTa
MW BO JIrobajiHaTa €KOHOMH]Ja Ha 3Haewma. be3 mocegyBame Ha TMOTPEOHH CHOCOOHOCTH U
BEIITUHY, MpAaTEeHE Ha COBPEMEHAaTa €KOHOMMja Ha 3HAeHhe WHOBALMM M JOCTUTHYBAE,
paboTtaTa He OM MOXKeJia Jla ce M3BpIIYBa, a KAMOJIM Jla c€ 3aBpUIM e(pUKacHO U ePEeTUBHO.
[Tpernpujatujara Tpeba MOCTOjaHO Aa I'M YHAINpeayBaaT U COQUCTUIIMPAAT CIOCOOHOCTUTE Ha
cBoute Bpaborenu. Ilopanm oBa Tpeba ia ce mpeB3eMaT aKTHBHOCTH 32 00yKa M TPEHUHT Ha
BpabOTEHUTE, CO IITO C€ OBO3MOXKYBA U KOHTHHYHPAHO Pa3BUBAH-€ HA HUBHUTE CIIOCOOHOCTH
¥ BEIITHHH, a CO TeK Ha BpeMe M IMOCTUTHYBakE Ha IIOBUCOKA KOMIIETEHTHOCT 33 U3BPIIyBambe
Ha 3aJ1auuTe.
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Hpenoc Ha 3Ha€Hh€ BO MOoJA€CpHaTa eKOHOMI/Ija

Pa3BojoT Ha TexHOJIOTHjaTa U HayKaTa OTCEKOTalll ja YMHEJe CPLEBHHATA HA TIPOMEHHUTE BO
COBPEMEHHTE OIIITECTBA M BIIMjaclie BP3 OPraHU3AIMCKUTE CTPYKTYPH, IIOTPEOHU BEIITHHH,
pabOTHM TIaTeKW, JIOKAlMUTe M BpeMeTo. [eHepaTMBHara MOK Ha WH(POPMATHYKO-
TEJICKOMYHHUKAIMCKaTa TEXHOJIOTHja MIPUAOHECYBA 3a EKCIIaH3Mja U €KCIUIO3Hja HA MOXKHOCTA
3a JIOCTAITHOCT Ha HOBH MH(OpPMAIIMU U 3HACHE, CO MPSHOC Ha 3HACHC U HUBHO OP30 IIUPEHE
BO CKOHOMHjaTa Ha 3Haewme W HU3 Hea. [locinenHaBa nereHuja 3a0enekyBa pa3Boj Ha
NpEHECYBakbe HA MHTEH3UTETOT Ha 3HACHE BO YCIYTHTE KO CE OJJHECYBaaT BO 00Pa30BaHHETO,
KOMYHUKAI[UUTe W JH3ajHOT, CEKCIIEPTCKUTE COBETH W  KOHCYNITAIMM, AHTAXHPAjKu THU
pabotHuiuTe co "3Hacwe" BO '"ekoHomHjaTa OasupaHa Ha 3Hacwma" (Bogicevic, 2003).
PaGoTHunuTe co 3HacHEe W CIOCOOHOCTH 3a NPEHECYBale HA 3HACHKHE CE IIOBHUCOKO
KBaMM(UKYBaHH M, CO caMaTa IPUMEHA HA HUBHHUTE CIOCOOHOCTH, CO3/IaJICHOTO 3HACHC
CTaHyBa JIeJl OJ] OPTaHM3ALMCKHOT MHTENeKTyaleH KanuTain. Ce HariacyBa criocoOHOCTa 3a
KOHCTPYUpPAbE, pacroyiaralbe M NMPUMEHa Ha HOBM HAYMHHM Ha TPEHOC Ha 3HACHE, CO
JIONOJHUTENIHA BPEIHOCT Ha OHAa INTO CE NMPOM3BEAYBa, a aKyMyjalujara Ha YOBEYKHOT
KaIMTal € eHa O]l TOBEKETO NMPUYMHHU 32 HHBECTHPAE BO KOHTUHYHPAHO YUCHC U Pa3Boj Ha
YOBEUKUTE pPECypcH. 3acera, 3HACHETO M HETrOBHOT IPEHOC €€ CMeTaaT 3a Jen of
HEMAaTpHjaTHUTE CPEJCTBA HA IIPETIIPHUjaTHjaTa MPEIU3BUKYBAjK1 I' HOBUTE CMETKOBOJICTBEHU
NPaKTHKH, KOM MOXEOM M HeMa Jia yclieaT Jia ce BKJIONAT BO MOTEHIMjAJIOT HA 3HACHE Ha
npernpujatijara. (Mathis et al., 2007). Bo cymtuna 1 ocHOBHaTa 1iel Ha WH(GOPMAIOHATA
TEXHOJIOTHja € J]a TM MOTHUKHYBA M NOAP)KyBa HAIIOPHUTE 33 YIPaBYBAhE U MOANUTAHE HA HUBOTO
HA OPraHW3alKCKO 3HAacHmhe. VHTENeKTYaTHHOT KamuTal Ha MpeTnpujatujata € 30up Ha
HUBHUTE HCKYCTBa, pazOHMpame, OTHOCH, MH(OPMAILMH, IMPOIECH, MHOBALUHU, OTKPUTH]A.
KoMIuteTeH CeNneKTHBEH CHCTEM Ha MEHAIIMEHT Ha 3HACH-C U IPEHOC Ha 3HACHE BKIIyYyBa HE
caMo TpolecH Ha caKkame U CKIaIUpambe Ha 3HACHETO M HETOBOTO Op30 OpraHu3upame 3a 6p3
NpUCTal, HEro, U HaYMHOT 3a TEHEpHpame Ha HOBO 3HACH-C, NMPEKY yueHhE M pa3MeHa Ha
3HaeHkETO HU3 mpernpujatujara (Subotic, 2002).

ExoHoMckaTa oOCHOBa Ha HpeTHpujaTHaTa c€ MEHyBa OJl IPHUPOJHUTE pECYpPCH BO
MHTEJIEKTyaJIeH KanuTtaia. BpBHHUTE MeHallepy, Kako UMIIEpaTHB 'O MOCTaByBaaT pacTeXOT Ha
OpPraHU3allMOHOTO 3HAcHEe U MeryceOHOTO JOONMXKYyBamke M  M3eJHauyBame Ha
UHAYBUYyaTHOTO 3Haewe. EHOPMHUOT pacTex Ha MEHAlMEHT Ha 3HAaeHhe M IPEHOCOT Ha
3HaeHE € MOBP3aH CO HAOpUTE Ha MpeTNpHjaTujaTa Ja CTaHaT MpeTIpHjaThja KOU MOCTOjaHO
yuaT ¥ MpeHecyBaaT HOBYU BEIITHHU, TEXHUKH, OJ] KOM MEHallepUTe Ke Kpeupaar u KyJITypa u
CHCTEM Ha KpeHpame Ha HOBO 3HAaeH€. 3HACHETO Ha BpaOOTEHUTE BO MPETNpHjaTHjaTa UM J1aBa
Cujla, JIyfeTo 4YecTo ce TpyAaT Ja ro 4yBaaT, HaMecTo Ja TI0 pa3MeHyBaaT. 3aroa
EKCIUIMIUTHOTO 3HACHE BKIydyBa MU HMHTEJIEKTyaJlHU BPEIHOCTH KAKO LITO CE IMATEHTH,
JUIEHIM, chenupuyHu uHGOpMalMu 3a MOTPOUIYBAaYUTe, I[a3apuTe, KOHKYpEHIIM]jaTa,
OWJITCHU W W3BEIITau 32 KOHKYpEHTHATa MHTEJIereHIrja Kako 1 mojaaronu 3a benchmark.

3HaemeTo ce codupa o] MHAWBUAYUTE U C€ IPEHECYBa O]l HUB OHJIejKU THE To IocenyBaar, u
ce Kjacuduuupa BO JOKYMEHTH KOU IOTOA MOXKAaT Jla ce MPOHajAaaT M Kopucrar. EneH on
NPUCTAlIUTE Ha 3HACHETO € OHOj KOj € (OKYCHpaH Ha BIMjaHMETO Ha WHJyBHJyajHaTa
ekcrepTu3a 1 KNow-how, npeMosueHo 3HaeHke-MpeKy MOBP3yBamke Ha JIyFeTO 04X BO OYH WU
IPEeKy HHTEPAaKTUBEH MeAUYM.. [IpeMoIueHOTO 3HaeHhe I'M BKIIydyBa IpodecHOHaNIeH CTHII Ha
HHAYBUAYAJTHUTC MOTJICAU, KPEAaTUBHOCTA, JIMYHUTEC IMOTJICAN U I/IHTyI/II_[I/IjaTa. HpeKy BAaKBHOT
IpUCTaN MeHallepuTe Ce KOHIIEHTPUPAAT Ha Pa3BOjOT Ha JIMYHU MPEXHU, IPEKY KOU JIyFeTO TO
Jienat U MpeHecyBaaT MPEMOTYEHOTO 3Haewe. Kako mpB MeHaxu3aMm 3a MpeTnpujaTHjata 3a
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EKCIUTMIUTHOTO 3HaeHe Ja KO MCKOPHUCTAT, IPUMEHAT U MpEHecaT, IPaBaT IUIaH Ha 3HACHE.
[TnanoT Ha 3HacHE HU JaBa UIACHTH(UKALIM]aA KaJIe € JIONHUPAHO 3HACHETO BO MPETIIPHjaTHATa,
U KakoB mpucran uma. Llenra e imyrero 1a ce HacodyaT KOH KOPUCTEHE Ha U3BOPOT HA 3HACHE
BO mpernpujartujata. [ImaHoT ce kopucth 3a TpaHchepupame Ha HajHOBaTa MEHallepCKa
NPaKTHKA, CIIEJICHE Ha JTUICHIIUTE U ITATEHTHUTE, CEJICKTUPAhe HA KOHKYPEHTHA HHTEJIeT eHITH]a
U CIIMYHO. 32 MHOTY KpPaTKo BpeMe BO IMPAKTHKATA TUIAHOT Ha 3HACHE Ke ja MOJIP)KU pa3MeHara
Ha IMPEMOJYCHO 3HACH-E NMPEKY BOJCHE HAa JIyFeTO KOH EKCHepTH3a U TMOTTHKHYBambe Ha
KOMYHHKAIIMja ¥ PacKaxyBameTo. OCTaHATH MEXaHU3MH Ha eKCIUTUITUTHO 3HACHC € YYBAHETO
U OapameTo Ha MOJAaTOIM BO rojieMH 0a3u Ha MOJATOIH, KaKO U eJIEKTPOHCKUTE OMOIMOTeKn
co cnienu(puIHn MHPOPMAIUH 32 CIIOKeHa yrnoTpeda. EneH o MexaHM3MHTE 3a MPEeHOC Ha
PEMOJTYEHOTO 3Haewme € aujanoroT. Llenra Ha nujanoror e ga ce co3maze KOJEKTHBHA
UHTEJIereHIMja - JIyI'eTO 3aeHUYKU Ja JI0jAaT 0 3acIHUYKO pa3dupame 3a NMpoOjIeMuTe u
KOJIGKTUBHO peIllaBamke KOE € OJUIMKa Ha HIeUTE Ha BPHU MeHayepu. BakBoTo 3Haeme
CO3JIJICHO CE TIPEHECYBa CO Pa3rOBOP OYM BO OYM, NpEKy Tesie()OH, BHIEO JICHTA, WU JAPYT
UHTEPaAKTUBECH MeuyM. UecTo naTu 3HacHkhe MOXKE JIa Ce MPEHECe M 110 AT Ha PacKa)KyBame
Ha CBOWTE IOTJIEIM W JIOKMBYBamka HAa CHTyallUHd KOTa Ce€ JOHECyBaaT OWTHU OMIYKH U Ce
pemaBaie ciiokeHu npodiaemu. Ha BakoB HAUMH ce co371aBa HCTOPHja Ha OJITy4yBabe, a JIyI'eTo
HCTOBPEMEHO y4aT OJ Taa UCTopuja. Bo cymrTrnHa oBa € MEXaHM3MOT Ha UCTOPHja HA YUECHE U
packaxyBame. [lazieH e eeH mpuKas Kako MOe Jia ce IpeHece 3Haewme u Toa co 70% mo mat
Ha KOpUCTEHE Ha pabOTHOTO UCKYCTBO, 20% CO KOPHUCTEHE Ha CIpera NOBPAaTHU OJHOCU U
10% co oOyuyBame. 3a cekoja O] OBUE JOMEHH JAaJICHU CE BAapUjaHTH M MOJENU Ha
IpeHECYBamkEe Ha 3HAeHE, Kako Ha mpumep Bo orceroT Ha 70% KopucTeme Ha pabOTHOTO
UCKYCTBO CE€ KOPHUCTAT CICHHUjATHUTE TIPOCKTH, BOJIOHTEPCTBOTO, BKIYYYBamkhe BO 3aCHHUIIATA
u cauyHo. [lo mar Ha 20% moBpaTHU CIperd U OJAHOCH MOXE Ja C€ IMPEHECe 3HACHE CO
BPEIKYBakE, MCHTOPUPakEe, 00ydyBame, MPOGECHOHAIHO W TPrOBCKO MOBP3YBaKkE U CIMYHO.
[Mocnennuor u Hajman gen otmara 10% Ha KypceBH O] MHCTPYKTOpP, CaMOOOydyBambe,
KodepeHiun, KHury, cniucanrja u cimano (Redman & Wilkinson, 2007).

Cnuxka 1. Hauunu na npenoc na 3uaeroa

20%
noepartHa cnpera/ 10%
oaHoOCH obOy4yyBaH-e

70%

paboTHO UCKYCTBO

— ~ — =~ 7 ~
- NnpowunpyBsame - nonyroanHun m - KMpceswn o,
Ha Bawara rogvllHu ocTea- NHCTPYKTOP
nocTojHa ynora g%aas"‘a’a'(a"‘pﬂ'ggg;‘a - camoobyvyBaHse/
- NnpowupyBaH-e/ online kypceBu
npe.%mssm'( - BMpeXyBare - KHUrn/cnucauHuja
Ha o6BpckuTe

F’ - MeéHTopupame - HanpegeH crteneH
- cneyujanHu - 06yuyBame npodpecrnoHaneH
npoekTn cepTudukart
- NnpodecrnoHarnHo

- BOrNnoHrtepcTtBo/ Nnm TProBCcKoO - KOHPepeHuunun
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3aegHuuaTa

0 s \ . = =

W3Bop: Ucmpasicysarwe Ha asmopume.
MenaygepuTe NOCTOjaHO Y4YaT, OTHOCHO Ce M3AUTHYBAAT H YCOBPIIYBaaT
MeHaiepoT € MocTojaHo YYeHHUK. T0j TMOCTOjaHO yuu coOmpa 3HaeHhe M MPOo(ECHOHATHO ce

u3nurayBa. [lotouno monpodecronarHo (oa obracTa Ha MEHAIMEHTOT), CTPY4HO (07 obiacTta
Ha JIEJHOCTA Ha MPETIPHJaTUETO) U TyXOBHO 011 oOnacTa Ha Guno3odujaTta, eTUKATA, KyJIATypaTa
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u ecretrkara). O 0cOOCHO 3HAUCHE € MOPATHOTO MJIH €TUYKOTO U3MTHYBaHkE HA MEHAICPOT.
MopaHOTO M3IUTHYBAE IO MPABU YOBEKOT J1a KHUBEE BO COMIACHOCT CO MOPATHUTE HOPMH,
T.€. PaBHJIaTa Ha XXMBOTOT U paboTaTa, 3a ]a MOXKe Ja CO3/[aBa 3a ceOe HajrojeMa JI03BOJICHA
KOPHCT, @ BO HCTO BpeMe HUKOMY J1a HE My HAIlITETH, HCIIPABEH M YeCEH BO HErOBHUTE MOCTAIKH;
xpabap, MOJIH CO Bepa, HAJIeXK U JbjyOOB KOH CBOjaTa Mpodecuja; MOATOTBEH CEKOTalll J1a ce
YyBCTBYBa CO JPYIHWTE, Ja MM [OMara, Ja MM YKa)XyBa Ha TpEIIKHATE, Ja Td BOJU KOH
BUCTHHCKHTE TATHIIITA, JIa CE TPIIKHU 3a T0OPOTO Ha CUTE.

CoBpeMEHHOT MEHallep IOCTOjaHO ce O0ydyBa MPEKy CHUMIIO3MYMH, CEMUHApH, COOHpH,
COBETYBama, MEHAIMEHT KYPCEBHU O] Pa3HH JPYr'H OPraHU3UpPaHU IpellaBamba Ha o0acta Ha
OMIITHOT MEHAIMEHT U MEHAIMEHTOT Ha YoBeukute pecypcu (Esmerova et al., 2020b). Toj
IIOCTOjaHO C€ HAJOTpaayBa, OCIOCOOyBa, O0ydyBa M € BO TEK CO OCTBapyBame Ha
JIOCTUTHYBamaTa 0Ji 00JiacTa HA MEHAIMEHTOT, OJJHOCHO OJi OOJIACTHTE Ha JICJHOCTUTE Ha
HUBHHTE MpETIpHjaTHja BO IriobaiHaTa ekoHOMH]ja Ha 3Haema (Hollenbeck et al., 2006). ITo
naT Ha U3IMTHYBamke Ha padoTarta U yCOBPIIYBakbe MEHEIIEPUTE OBO3MOXKYBaaT M 300raTyBame
Ha paboTara, J1a c€ OJIBUBA M0 XOPU30HTaJA U 110 BEPTUKAJA, OJTHOCHO OCBEH IMPOIINPYBAHE
Ha OICEeroT Ha paboTara ce OCTBapyBa U MPOILIMPYBaE Ha COAPKUHUTE Ha padoTara (Schuler
& Jackson, 2007). Ha oBoj HauuH Ha BpabOTCHUTE UM CE JlaBa OMPEICICHH WHICPEHIINH BO
[orIe[] Ha JIOHECYBAaWmETO OJUTYKH W KOHTpPOJIa Ha KBAJUTCTOT, T.€ H3BPIIMTEIHNTE Ha
paboTHUTE rpymnH J0o0UBaar morojieMa aBToHOMHja. [I03UTHBHOCTH Ha OBaa KOHIICIIIUja Ce:
BHCOKa MOTHBHPAHOCT, KBAJIMTET BO paboTaTa, 3aJ0BOJCTBO OJ paboTa, HAMayBamke HaA
OTCYCTBO 0]l paboTara, HUCKa (piykTyanuja u ciimdHo. OBa BCYIIHOCT C€ JIOJDKH Ha TOA IITO
BpaboTeHUTEe OMie MHPOPMHUpPAHU 3a PE3YJITaTUTE OJI CBOjaTa paboTa Kako M Ha HUBHATA
CaMOCTOJHOCT, a CO TOa 3a OJrOBOPHOCTA IITO ja joduie. Bo cymruHa Ha 300raryBame Ha
paborara e, pasHOBHAHA paboTa Ja ce Tpynupa BO €l€H JelIoKpyr Ha padora. Ha mpumep
paboTtata Ha paOOTHHKOT, KOj pakyBa CO Ie4yarapcka MalliHa, MOXe Ja ce 300raTH ako ce
3rojieMH HEroBaTa aBTOHOMH]ja TPH HU3BPIIyBakbe U YTBPAYBakhe HA HOPMUTE Ha paboTa, mpu
KOHTpOJIa Ha YTBpAYBamke Ha Op3uHaTa Ha TeyaTapckaTa JICHTa, WIK MaKk paboTH CO Mmomai
Ha30p. U3BpIIMTENOT MOKpaj] MPOU3BOACTBOTO (peroBHATa paboTa), CTaHyBa OJITOBOPEH U 3a
KOHTpOJIaTa Ha KBAJUTETOT M TUIAHUPAKETO Ha OJIPIKYBAKETO, KOja TIPEeCTaByBa MPOMEHa Ha
BOOOMYACHUOT HAa4MH Ha pabora. [[okonKy mak HEKoj HeMa aMOMIIMM 3a HalpeayBame, He
YyBCTBYBa MOTpeOa 3a JMUEH pa3Boj, 3HACHE, CIIOCOOHOCTH M Pa3BOj HA TAJICHTOT, TOTAII
300raTyBameTO Ha PabOTHOTO MECTO M paboTaTa Hema J1a TH JaJe CaKaHUTE U OUYEKYBaHU
pe3ynraru. Kako pasynrar Ha IpOMEHUTE BO OKPY)KYBamhETO, OP3UOT pa3BOj Ha TEXHOJIOTUUTE
Ha wuwH(OpMaTHYKaTa €pa HMaaT CWJIHM BIWjaHUja Op3 €EKOHOMHjaTa W Ta3aporT.
[TorpornryBaunTe cTaHyBaaT ce MOWH(GEPUOPHH M TOCTPOTH BO Oapamara, ma (OKycoT Ha
ma3apoT ce M3MeCTyBa O] MPOM3BOJM 3a 3a/I0BOJYBAaké Ha OCHOBHHU TOTpeOH, KOH ce
MOCJIOKEHU BUCOKOTEXHOJIOIIKK TPOW3BOAM CO BHUCOK KBamuTeT. [lpermpujatujata u
MEHAIIEPUTE CH KOHKYpHpaaT He caMO MPEKY BOBEAYBam¢ HOBU TEXHOJIOTHH TYKY M TPEKY
HYJICEE Ha JIOTIOJIHUTEITHH YCIYTH 32 MOTPOLTYBAYHTE.

TeXHONOMIKUTE MPOMEHHU C€ TOJIKY Op3U KaJie CeKOj OJ1 CeKOj HOB MPOU3BO]I HA Ma3apoT Kyco
BpeMe OIICTOjyBa TIpe] T0jaBaTa HAa NOe()THHHW TPOW3BOJAM Ha APYyro MecTo. 3aroa
KOHKYpEHIIMjaTa Ha Ma3apoT € ce MOKEeCTOKa, a bapamara Ha MOTPOIIYBAYHUTE CE MOTOJIEMH U
WHBECTUPABETO BO KAJIPUTE CE MOTOJIEMH, KaKO W TTOTpedara 3a IMOCTOjaHO U3IMTHYBame. 3a
Ja MOXKaT TpeTHpHjaThjata Ja OATrOBOpaT Ha Op3uTe MPOMEHHM Ha OKPYXKYBAmeTO M Ha
MIPEIM3BUIINTE KOW THE TH HOcCAaT Tpeba Ja ce MEHyBaar, U3IMTHYBaaT Op30 M HEMOBTOPJIMBO.
(Torrington, 2008). Tue Tpeba na co3maBaT HOBH OpraHW3alMCKH CTPYKTYpH 3a Jia TH
MpecpeTHAT MPOMEHHUTE KOU Ce TPEIU3BUKYBaHH 071 ma3apoT. CaMo mpeTnpujaTtujata co OHUE
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MEHallepu KOM MOKaT Jia C€ aJanTupaaT Ha MPOMEHUTE HAa HAJBOPEIIHOTO W BHATEIIHOTO
OKpYXYBame Ce Pa3BOjHM M W3BPIIHM HpeTnpujaThja. KpearnBHOCTa M MHOBATHBHOCTA BO
TEKOT Ha MPOU3BOJHUOT MPOLEC M KOHTAKTUTE CO IOTPOIIYBAYUTE CTAaHYBaaT IIOjaKu
(Esmerova et al., 2020a). 3a na ce cpaBaT CO HOBUTE 3HACHa U JPaMaTHYHUTE IPOMEHHU BO
npeTnpujaTrjaTa MeHajiepuTe Tpeda 1a U3UrHaT U pa3BUjaT HOBHU 3HACHa, HABUKU U METOIH
Ha yIpaByBame U Ja T'M CIIEAAT TeHICHIIMUTE Ha MOJIepHaTa eKOHNMIja. MeHaepure ke Tpeda
JIa ja pa3BUjaT ¥ OpPTaHU3alMCKAaTa CTPYKTYpa U JyI'eTO BO Hea, 3a MPETIpHjaTHjaTta Ja MOKaT
Jla HampeayBaaT. 3a LEJIOCHO W YCIICIIHO HWCIIONHYBame Ha CBOjaTa yJjora MEHallepuTe Ha
BpaboTeHuTe Tpeba 1a uM ru odezdenar ciexanuse ycnosu: (Bogicevic, 2003).

e 3rojemyBame Ha IpaBaTa u

e Pa3Boj u oOyka.

Bunejku BpaboTenute Tpeda ga ©Maat MoroJieMd OAOBOPHOCTH HEOIIXOTHO € Ja CE Pa3BHBAAT
U 00yuyBaar. Hajycnemnure MeHaiepy ce OHME KOM K€ TH MOTHBHPAaT Hajao0puTe THMOBH U
Ke co3Jaaar yCJIOBU 3a pa3Boj Ha BpaboreHute. OOykara W pa3BOjOT HA KaApUTE, Koja €
noTpeOHa 32 HUBHO M3/IUTHYBAmE € MPOLEC Ha OJIP)KYBabe, YCOBPIIYBAKE U PAa3BUBAIC HA
paboTHHTe crocoOHOCTH Ha Kaapute Bo mpermpujaruero (Mathis et al., 2007). Tue ce
HEOIXOJHH NOPAJK TPOMEHA Ha CEKOjIHEBHUTE TEXHOJIOTUU U MIPUAOHECYBaaT KaJpUTE Ja Ce
ocriocobar 3a BOBelIyBame M Npu(akame Ha HOBH 3HAaCHa M HOBHHH BO padoremero. Co
oOyKaTa KaJIpuTe ce U3JUTHyBaaT ¥ 0COCOOyBaar 3a MorojieMa KpeaTHBHOCT M MHBEH TUBHOCT
BO paboTara, ce corjieyBaaT HOBUTE MOKHOCTH 3a IIPOU3BOJICTBO, HOBH HAYMHHU Ha MPOAAXK0a,
ce BOBEyBaaT HOBHU IPOU3BOJIU U CIIUYHO.

Tabena 1: Kosiky ce yenu pabomausocma, cnocooHocma u 3Haeremo Kaj uogeuxume pecycu
80 npemnpujamujama

[Ipamame: laau BO MEHAIUPAKETO Oprosopu
CE LIEHU U IIOYUTYBA CIIOCOOHOCTA,
paboTIMBOCTA U 3HACHETO Menanepu Bpaborenu
Ha 81% 29%
He 13% 65%
be3 onrosop 6% 6%

W3sBop: Ucmpaorcysarwe na asmopume.

I'padukon 1: IIpemcmaseno e yenervemo na pabomausocma, CnocooHocma u 3Haerbemo Kaj
yogeuKume pecypcu 80 npemnpujamujama

" Series2; He;
65%

eries2; Oa;
%

B Seriesl; He;
139/ L SeriﬂlSEeiesZ; bes

oarosopaBésop; 6%
[ —

U3zBop: Ucmpaoicysarwe na aemopume.
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Wcnuranute menaygepu cmeraar aeka Bo 81% ce meHHM crmocoOHOCTa, paboTiuBOCTa U
3HACHETO, a UICIIUTAHUTE BpaOOTEHUTE CMETaar JieKa THe ce [IeHaT caMo Bo 29%, a BO HajroiemM
Jelt, 0THOCHO 65% He ce neHat. Toa 3Ha4M Jieka MOTHBHPAHOCTA HA UCTIMTAaHUTE BPaOOTEHU
cnopen oBoj daxromp e camo 29%. EnHo ox xiydyHuTe mpamiama, Koe 0coOeHO BiMjae Bp3
JOJTOpOYHATa MOTHBHPAHOCT Ha BpaOoTeHUTe, Oelie: Jaid BallMOT MEHAaep Ha YOBEUKU
pecypcu mpecTaByBa MPUMEp Ha HJICAJICH PAaKOBOAMUTEIN- OJHOCHO MPAIIAKETO MOCTABEHO Ha
UCIIUTYBAaHUTE MEHAlIepH IJacelle: Jajd BHUE Kaj BpaOOTEHHUTE INpecTaByBaTe MpUMeEp 3a
U/ieaJICH PaKOBOJUTEIL.

Tabena 2: Janu menayepom Ha 4o8euKku pecypcu e npumep 3a uoeaieH pakosooumen 60
MEeHauuparbemo Ha 4oseuKkume pecypcu

[Ipamame: Jlanu BO MEHaIMPamETO MEHAIEPOT HA Onrosopu
YOBEUKHU PECYPCH € MPUMEp 3a UjieajacH
PaKOBOIUTEN Menayepu Bpabotenu
Ja 61% 23%
He 8% 71%
be3 onrosop 31% 6%

WsBop: Hcmpaoicysarwe na aemopume.

I'padukon 2: Ilpoyenmna 3acmaneHocm Ha MEHAUEPOM HA YOBEYKU PECYPCU NPEmCMAGHUK
KaKko uoeanern pakoeooumei

" Series2; He;
71%

B Seriesl; be3

~oproeop;31%

eries2; be3
B Seriesl; He; 8% Arosop; 6%

W3sBop: Ucmpaorcysarwe na asmopume.

On naneHnTe OJIrOBOPH jacHO ce IJIe/ia IeKa MEHallepuTe 3a cede cMeTaaT eKa 3a BpaboTeHUTe
IPeTCTaByBaaT MpUMEp 3a HJiealieH pakoBoauTes Bo 61%, a mak ucnutaHute BpaOOTEHH BO
UCTHTE TPETHpHjaTHja cMeTaaTr Jeka Bo 71% HUBHUTE pPaKOBOIWTEIH HE IMPECTaByBaaT
IPUMEPH 3a UJI€aTHU PaKOBOIUTENH, a caMo 24% o7 HUB CMeTaar Jieka HUBHUTE PaKOBOAUTEIN
ce MpHUMepHHU. 3Ha4M CIOpe] OBOj (aKTOp MOTHBHPAHOCTA Ha BPaOOTEHHTE M3HECYBA CaMo
23%, a HUBHATa IeMOTUBUpaHocT € 71%.

3akiay4ox

CripaByBameTO CO IOCTOJHUTE MPOMEHHU M HACTOjYBAHETO 32 ONCTAHOK BO CJIOXEH CUCTEM Ha
BHATPEIIHO M HAJIBOPEIIHO OKPY)KYBarme, HAMETHYBa MOTpeda O HOBU W YIITE IOBHCOKH
KBAJIMTETH Ha MEHAIEpUTE U CIICIUjAIUCTUTE 32 yIIpaByBambe CO YOBEUKUTE pecypcu. Of Tue
MIPUYMHU BO UJHUHA Ke Tpeba:
e Jla pacrojiaraat co NMpo;iy1a004YeHH 3HaeHa 3a MPETIPHjaTHjaTa KaKo IeJIMHA U HUBHUOT
OM3HMC, OJJHOCHO MOJ00pO J1a 'M pa3zdepar mpobaeMHuTe Ha MpeTIpUjaTHjarTa;
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e Jla MMaaT TOIIMPOKO 3HACHE 3a CHTE MPOOJIEMH BO BPCKa CO MEHAIMEHTOT, CO
MEHAIepPUTE U CHENHjaTUCTUTE BO MEHAIIMEHTOT Ha YOBEUKH PECYpCH, Ja MO3HABaatT
HAaYMHA Ha HUBHO DPa3BHBambE, COBPEMEHU TEXHHKH M HAYMHU 3a peaju3andja Ha
3aJ]aunTe OJ 0OBaa 00JIacT;

e Ja mpejylaraaT KOHKPETHH M e()eKTUBHU pellIeHH]ja 3a MOA00pO MCKOPUCTYBAKE U HA
OPTraHM3aLMCKUTE MEHAIEPU U CIICIHjaJIHCTHTE BO MEHAIMEHTOT Ha YOBEUYKH PECypCH,
BO peajM3upame Ha MOCTAaBEHUTE 1IeITH;

e Ja copaboTyBaaT CO MEHAIEpUTE OJ CUTE HMUBOA U Ja UM [IOMAaraar IpH peliaBambe Ha
KOHKPETHH Ipaliamka 01 00JIacTa Ha yIPaByBAKETO CO MEHAIEPUTE U CIICIHjaTUCTHTE
BO MEHAIMEHTOT Ha YOBEYKHU PECYPCH BO COOABETHHU OJICIIH;

LlenTa Ha oBHE 327100 € 100MBamke Ha MOOP3U U COJIBETHH OATOBOPY HA HEKOH MPEAN3BHILIN
32 MEHALIUPABETO CO YOBEUKUTE PECYPCH
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COMPONENTS OF CUSTOMER BASED BRAND EQUITY

Ventsislava Nikolova-Minkoval

Abstract

The customer-based brand equity occupies a central place in branding. This requires
consideration of the elements of brand equity and their impact on consumer behavior in the
market. The purpose of this paper is to present the elements that form the customer-based
brand equity and their impact on the purchase decision. In this regard, by applying empirical
methods of research (study, comparison and analyzes), a number of author's views on the issue
of brand equity are analyzed and its elements are derived. As a result of the research, the
specifics of each of the elements that form the brand equity are presented. In conclusion,
recommendations are made to increase the brand equity in the minds of consumers.

Key Words: brand, brand equity, awareness, association, attitude, resonance.
JEL classification: O34, M31.

Introduction

The modern consumer is faced with the challenge of choosing the most suitable product over a
number of analogues with similar characteristics but offered under different brands. In this
daunting task, the attitude and perceptions of consumers to the brands at hand are essential. The
relation between internal attitudes and consumer’s behavior at the time of purchase is a subject
of research analysis and in general represents the equity of the brand for the consumer.

The equity of the brand from a consumer’s point of view takes central place in the branding
process. This requires consideration of the elements of consumer equity and its impact on
consumer’s behavior on the market. The purpose of this paper is to present the elements that
form the consumer equity of the brand and their impact on the purchase decision. In this regard,
using empirical methods, a number of author views on the issue of brand equity are analyzed
and its elements are derived. As a result of the research the specifics of each of the elements
that form the brand equity are presented. In conclusion, recommendations are made to increase
the brand equity in the consumer’s mind.

Dimensions of Customer-based brand equity (CBBE)

The brand formed equity has the greatest impact on consumers. The end buyer is the one who
perceives, associates, analyzes and acquires a product from a specific brand. For the purpose of
this study that is a prerequisite to prioritize the brand equity from a consumer’s point of view.

Vventsislava Nikolova-Minkova, PhD, Head Assist. Prof., Technical University of Gabrovo, Faculty of
Economics, Department of Social and Economic Sciences, Bulgaria, e-mail: ventsislava n@mail.bg
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In this regard, authors such as Keller (2013) talk about customer-based brand equity (CBBE)
., ...as the differential effect that brand knowledge has on consumer response to the marketing
of that brand. A brand has positive customer-based brand equity when consumers react more
favorably to a product and the way it is marketed when the brand is identified than when it is
not (say, when the product is attributed to a fictitious name or is unnamed” (p. 69).

According to the concept of brand equity oriented to consumers, knowing consumers, their
attitudes and behavior leads to differences that are manifested in terms of brand equity. The
authors Clifton, Simmons et al. (2003) accept that “Brands with strong equity embed themselves
deeply in the hearts and minds of consumers” (p. 18), which requires analyzing the
opportunities provided by the brand equity to attract consumers. These opportunities are
expressed through the elements (dimensions/ scope/ components) of the brand equity, as it
becomes a leading asset for most companies. The equity is difficult to achieve by competitors
and it is a competitive advantage to attract and retain consumers, thus being a source of
revenue for the company.

Analyzing the specialized literature, there is a lack of unanimity on the issue of measuring the
brand equity. At the core of this is the different aspect of conceptualizing brand equity.
Christodoulides and de Chernatony (2009) propose a “Classification of brand elements” (Table
1) specified to the customer based brand equity.

The data in Table 1 show the lack of unity with regards the different dimensions of the brand.
The theoretical proposals included in the table, as well as a large number of studies
conceptualize the brand equity using the following dimensions: awareness/ brand awareness;
perceived quality; brand associations; brand loyalty.

Table 1: Conceptual Research on CBBE

Study Dimensions of CBBE
Aaker (1991, 1996) brand awareness; brand associations; perceived quality; brand
loyalty.
Blackston (1992) brand relationship (trust, customer satisfaction with the brand)
Keller (1993) brand knowledge (brand awareness, brand associations)
Sharp (1995) company/ brand awareness brand image relationships with
customers/ existing customer franchise
Berry (2000) brand awareness brand meaning
Burmann et al. (2009) brand benefit clarity; perceived brand quality;
brand benefit uniqueness; brand sympathy;
brand trust

Source: Christodoulides, G., L. de Chernatony. (2009). Consumer Based Brand Equity
Conceptualization & Measurement: A Literature Review, International Journal of Market
Research 52(1), p.33.

An in-depth analysis was also conducted by the scientists Ahirrao & Patil (2017) who,
analyzing the evolution of brand equity concepts, summarized four dimensions (Table 2).

Evident from the data in Table 2, most scientists agree on the existence of these elements of

brand equity, although they are not unanimous about the total number and types of elements,
as well as their composition.
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Based on the above definitions and the main dimensions of brand equity (Table 2), which are
widely used in them, the beliefs of the authors with opinions diverging from the one referred
on with regards the subject, are not neglected. For the purposes of this study, the author assumes
that the customer-based brand equity includes the following components: Brand
awareness (fame); Brand associations; Brand attitudes; Brand resonance (Brand loyalty).

Table 2: Components of Brand Equity

Authors & Year Contributions
% Farquahar (1990) Accessibility in terms of how quickly a brand can be recalled from memory.
(5]
S | Hoyer and Brown (1990) Brand familiarity that help customers in their purchase decision by minimizing time
g and efforts.
< | Stephen J. S. Holden Brand awareness acts as a signal to brand retrieval
= | (1993)
g David Aaker (1996) Brand recognition, brand recall, top of the mind test and brand dominance
Keller, Parameswaran &
Jacob (2011) Depth of brand awareness and breadth of brand awareness
Farquahar (1989) Brand association in terms of better product performance, stronger risk reduction,
4 and lower information costs
Brand association in terms of consistent perceived relevance of product attributes
Farquahar (1990) with consumer. P P
o - Brand association in terms of strength, favorability and uniqueness of perceived
< David Aaker (1996) attributes and benefits of products.
(&) . .- - n -
o . Brand Association: Brand Attributes (Product Performance) Benefits (functional
ﬁ Kevin L. Keller (1993) benefits, experiential benefits and symbolic benefits) & Brand Attitude.
- | Lassar, Mittal & Sharma Brand Performance
S | (1995)
bt T -
gg(’);;azquez & Iglesias Guarantee, personal identification, social identification and status
Brand Performance (Primary & Secondary Features, Reliability, Durability,
iilcl)%r (;g?lr? eswaran & Serviceability, Effectiveness, Efficiency & Price, etc.) Brand Imagery (User Profile,
Purchase & Usage Situation, Personality, Values and Experience, etc.)
Farquahar (1989) Positive Image in customer mind.
Farguahar (1990) Consumer’s belief that the brand has superior performance
S | David Aaker (1992) Positive attitude about perceived quality among customer, retailers, distributors and
= other channel partners.
. Overall Judgment of Customer about quality of product and its ability to satis
g David Aaker (1996) needs of cus?tomer. TP ’ v
§ Netemeyer et al. (2004) Perceived quality of product or brand.
@ Keller. Parameswaran & Judgments: Brand Quality, Brand Credibility, Brand Consideration and Brand
' Superiority & Feelings: Warmth, Fun, Excitement, Security, Social Approval & Self
Jacob (2011) Respect
4 Aaker (1991) Loyalty of customer towards brand.
B { Assael (1992) Consistent purchase of brand over a long period of time with premium price.
% ¢ Oliver (1999) Personal determinism and social bonding at the institutional and personal level.
¢ Keller, Parameswaran & Behavioral Loyalty, Cognitive Attachments, Sense of Community & Activity
Jacob (2011) Engagement

Source: Ahirrao, M. B., D. S. Patil. (2017). Customer Based Brand Equity: A Review of
Literature. International Conference Proceeding ICGTETM, ISSN: 2320-2882, 547-558, p.
554-555.

Brand Awareness
Brand awareness is reviewed by a wide range of authors as a key and fundamental element of

brand equity that is often overlooked. It is the predominant choice factor among customers.
According to Aaker: "brand awareness is the ability of a potential buyer to recognize or recall
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that a brand is a member of a certain product category” (p. 61), while Kotler and Keller (2012)
define it as a consumer’s ability to identify a brand under different conditions. Building brand
awareness is more than just knowing the brand name or seeing the brand. Brand fame is an
association with the name, logo, and brand symbol that evokes certain associations.

According to Wilcox et al. (2008), if there is no brand awareness, the brand cannot exist. Brand
awareness allows consumers to recognize “their” brand among other similar brands in a specific
product category. It expresses the degree to which the brand identity emerges in the consumer’s
mind. Improving brand awareness increases the likelihood that it will be included in the range
of brands that consumers consider to be similar when making a purchase. Keller (1993) assumes
that brand awareness is able to influence consumer choice even in the absence of other brand
associations. Many consumers tend to make purchasing decisions by including only well-
known and established brands (Jacoby et al., 1977).

Hoeffler & Keller (2002) perceive brand awareness in two main dimensions — depth and width.
The depth of brand awareness shows how easily consumers can remember or recognize a brand
and its elements. Width expresses purchase and consumption range in cases where the consumer
is reminded of an existing brand.

Scientists Aaker, Hoeffler & Keller (2002), Keller (2003), define two main indicators for
measuring brand awareness — “recognize” and “recall”. Recognizing a brand name is not
enough to create awareness. Brand recall is the ability of consumers to confirm that they know
the brand, have seen or received information about it. Brand recall is a higher level of brand
awareness as it expresses the relationship between the product category and the brand.
According to Hoeffler & Keller (2002) “Brand awareness also involves linking the brand — the
brand name, logo, symbol, and so forth — to certain associations in memory” (p. 79).

Creating brand awareness is the first step towards building brand equity and it precedes brand
associations, as awareness may influence consumer perceptions that lead to different brand
choices and even loyalty (Aaker, 1991).

Brand association

Brand associations summarize all the notions contained in consumer memory of the brand.
According to Aaker (1991), brand associations and brand equity are interrelated as brand
associations increase the degree to which they are remembered. Keller (1998) adds that brand
associations can be created through associations with the attitudes, attributes, and benefits of
brands. Brand association also acts as a tool for gathering information (Van Osselaer &
Janiszewski, 2001) to implement brand differentiation and expansion (Aaker, 1996). James
(2005) acknowledges that a highly effective association helps increase brand equity.

According to Keller (2013), brand associations can be either its attributes or benefits “Brand
attributes are those descriptive features that characterize a product or service. Brand benefits
are the personal value and meaning that consumers attach to the product or service attributes”

(p. 77).

The set of associations that customers have with respect to a brand is defined by Keller (1993)
as the brand image in the customer’s mind. According to Nikolova-Minkova (2020a), the
image can be considered as “the projected image of human consciousness in relation to a
selected object with attributed real and imagined qualities and characteristics, in order to
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influence the consumers to whom it is directed.” (p. 129). Image describes the way consumers
think about a brand and the feelings it evokes in the consumer consciousness (Keller, 2001).
Therefore, a good brand image enables companies to gain a competitive advantage in the market
(Roy and Banerjee, 2007). From the point of view of end consumers a strong image has a
positive effect on the perception of a brand, which contributes to focusing the consumer choice
on a specific brand over competing brands. Nikolova-Minkova (2020b) states that “The image
of a brand, formed on the basis of the feelings, emotions, desires, fears and expectations of
consumers influences their choice when making a purchase regardless of the consumers’
financial status.” (p. 242)

Brand awareness, together with the created image in the consumer consciousness in relation to
a particular brand, leads to the formation of certain attitude.

Brand attitude

Brand attitude is the basis on which consumer actions and behavior are built. Rossiter and Percy
(1987, 1997) define brand attitude as the brand consumer’s assessment of the expected
opportunity to make a purchase, depending on the current motive at the time of purchase. This
motive expresses the probability that the potential buyer will have different general attitude
towards the same brand depending on the main reason for its purchase in a particular case of
purchase.

Eagly and Chaiken (1988) determined that “Attitude is a psychological tendency that is
expressed by evaluating a particular entity with some degree of favor or disfavor ” (p. 1). Kotler
et al. (1999) also accept that brand attitude expresses a favorable or unfavorable personal
assessment, emotional feeling and propensity for behavior that the individual maintains.
Mitchell and Olson (1981) point out that brand attitude is a comprehensive internal assessment
of consumers of a branded product. According to Olson & Mitchell (1975), it is seen as an
answer — “This attitudinal response may be positive or negative in varying degrees of intensity
or, in the case of novel, unfamiliar stimuli, the evaluative response may be neutral”.

Based on the analysis of the specifics of brand attitude the author assumes that the attitude
formed by consumers express the intrinsic assessment of the brand, significantly
influenced by a customer’s state and motives for purchase at a certain time.

What has been described so far allows us to confirm the existence of a connection (Keller,
1993) between brand attitude and brand associations. In addition, Yoo et al. (2000) and
Atilgan et al. (2005) point out that the strong brand associations and the corresponding brand
attitude lead to higher consumer loyalty to the chosen brand, which is the basis of brand
resonance.

Brand resonance

The idea of brand resonance is embedded deep in Keller’s model (1993) of customer-based
brand equity. The author defines it as the response or psychological connection that consumers
have with the brand, as well as the degree to which consumers feel about brands. In order for
resonance to exist between a consumer and a certain brand, consumers must not only buy goods

83



Third International Scientific Conference
CHALLENGES OF TOURISM AND BUSINESS LOGISTICS IN THE 21ST CENTURY »ISCTBL 2020«

and/ or services with a certain brand, they must be actively interested in any information related
to the brand, thus forming a psychological connection with the brand. A brand with good
resonance allows consumers to feel that they are part of the brand itself and that they can
identify with it (Keller, 2003; Wang, Wei & Yu, 2008). Among the better known definitions of
brand resonance are the following:

- Rindfleisch, A., N. Wong, Burroughs, J. E. (2006) - “...brand resonance as the extent to
which a consumer develops strong behavioral, psychological, and social bonds with the
brands s/he consumes” (p. 4).

- Keller (2001) - “Brand resonance refers to the nature of the relationship that customers
have with the brand and the extent to which they feel that they are “in synch” with the
brand” (p. 15).

- Raut & Brito (2014) - “...brand resonance is nothing but the brand relationship between
consumers and their preferred brand” (p. 9).

In line with the views of several leading marketers (Aaker 1996; Keller 2003), Rindfleisch,
Wong, and Burroughs (2006) agree that “brand resonance encompasses a range of brand-related
activities and orientations from simple repeat purchase to deep emotional ties ” (p. 15). Thus, the
authors accept the existence of three different manifestations of brand resonance, such as: brand
loyalty, brand connection and brand community (Figure 1). Brand loyalty is defined as the
intention to re-purchase a preferred brand in the future (Oliver, 1999), which leads to the
creation of a special relationship with the brand (Escalas and Bettman, 2003) and forms a brand
community that includes other consumers who use the same brand (Keller, 2003).

Figure 1: Dimensions of brand resonance

Strong
relationship with
Brand loyalty ———>| the brand Strength of the
attitudinal attachment

. . Intensi :
Dimensions of Brand ntensity Sense of community
brand resonance relationship
Activity Frequency of buying
Brand community Search of information

Source: Compiled by Author from Various Sources

The high level of brand resonance leads to a high degree of loyalty, marked by strong
connections (relationships) with a brand, as consumers are actively looking for different means
to interact with a brand and share their experiences with other consumers. According to Keller
(2003) brand relationships can be characterized in terms of two dimensions — intensity and
activity. Intensity represents the depth of the psychological connection that customers have with
a brand — the strength of the brand attitude and the sense of community with other consumers
of the same brand. The activity refers to the frequency of purchasing and using the brand, as
well as the extent to which customers seek information about the brand.

Proceeding from the assumption that brand resonance plays a crucial role in customer
relationship management and the development of sustainable brand equity (Moore and Wurster,
2007), it is necessary to look more deeply at its dimensions. According to Keller’s model
(2009), brand resonance consists of four interrelated dimensions, including loyalty, attachment,
a sense of community and active engagement, the characteristics of which are presented in
Table 3.

84



Tpera Mefynaponna Hayuna Kongepenuuja
MNPEAU3BULNTE BO TYPU3MOT U BU3HUC JIOTUCTUKATA BO 21 BEK »ISCTBL 2020«

Table 3: Elements of Keller’s model for brand resonance

Elements Features |

Behavioral loyalty Expresses the frequency and amount of repeat purchases by consumers. In
order for consumers to form loyalty towards a brand, a certain level of
frequency and volume of purchases has to be achieved.

Attachment Requires a strong connection with the brand, the feeling of the brand as
something special that competing brands can’t provide. According to
Keller (2013) “Customers should go beyond having a positive attitude to
viewing the brand as something special in a broader context” (p.120).

A sense of community  Identification with the brand community reflects a social phenomenon
where customers experience kinship or belonging to other people
associated with a brand. A stronger sense of community among loyal
consumers can generate favorable attitudes and intentions towards a brand
(Algesheimer, Dholakia, Hermann, 2005).

Active engagement It is considered to be the strongest affirmation of brand loyalty. It is
possible when customers are engaged or willing to invest time, energy,
money or other resources in a brand beyond those spent on purchase or
consumption. (Walker, 2008).

Source: Compiled by Author from Various Sources

For the purposes of this paper priority is given to brand loyalty since in confirmation of what
has been stated so far, the author assumes that each of the dimensions of brand resonance is
largely associated with the formation of consumer loyalty. The other dimensions of brand equity
(Table 3), without diminishing their role in equity formation, would be the subject of further
developments.

Brand loyalty is formed as a result of the strong attachment of a consumer to a brand. It is based
on the real or illusory superiority of a brand created in the consumer’s mind, which is a
prerequisite for making multiple purchases of the selected brand in the presence of many
alternatives.

Due to the different points of view of researchers, there is still no uniform definition of brand
loyalty in the specialized literature. In the process of developing the concept of brand loyalty,
different approaches have been developed to conceptualize the construct, and based on existing
research Bobalca (2012) identifies four dimensions of loyalty — cognitive, affective, connotative
and behavioral, described in Table 4.

Table 4: Characteristics of the dimensions of brand Ioialti

Consumers are impressed by the brand attributes which emphasize its
Cognitive loyalty advantages. Loyalty is formed based on information received about the
brand and the product.

Consumers develop brand attachment based on previous use. According to
Vankov (2015) “Emotional loyalty is coded in the consumer’s mind in the

Emotional (affective)

loyalty form of both brand knowledge and a certain level of satisfaction” (p. 38).
Eéglrlltr:g?give) Generated during the previous stage as the result of repeated positive
loyalty experience formed during the use of the brand.

Expresses the highest form of consumer attachment, as it turns purchase

Behavioral loyalty intentions into actions.

85



Third International Scientific Conference
CHALLENGES OF TOURISM AND BUSINESS LOGISTICS IN THE 21ST CENTURY »ISCTBL 2020«

Source: Nikolova-Minkova, V. (2020a). Trade marks in the retail sector in 2020. Academic
Journal Management and Education, Vol. 16(2), 128-137, ISSN 13126121, University “Prof.
Dr Assen Zlatarov”, Burgas, p. 130. [in BG]

The data in Table 4 show the incremental formation of loyalty in the consumer’s mind. It is the
result of the complex impact and interaction of a number of factors (personal characteristics of
the consumer; impact of social groups; structure and features of the market; brand potential;
brand image), due to which the degree of its manifestation is different.

According to Nikolova-Minkova (2020a) “Brand loyalty is manifested in cases where
consumers have the opportunity to choose between similar products that have no differences in
functional purpose and basic characteristics” (p. 130). According to Midova (2006)
“Customer loyalty depends on a subjective assessment formed in the mind of each consumer”
(p. 49). Satisfaction of certain needs through brand image and through the products themselves
stimulates consumers to become loyal to a brand.

For the purposes of this paper the analysis of brand loyalty and its dimensions allows the author
to formulate the following definition: loyalty is a multidimensional construct that reflects
the consistent formation of consumer attitude and behavior when making multiple
purchases of one or more brands, formed over time and characterized by a strong
dependence on external factors.

Conclusion

As a result of the analysis on the dimensions of customer-based brand equity, as well as their
manifestation features and specifics, the following significant conclusions can be made:

First: The brand equity formed in the consumer’s mind is of paramount importance and a
determining factor on which consumers’ behavior and actions are built in the purchase process.

Second: Forming the brand equity in the consumer’s mind is a consistent process of establishing
the elements of equity and their perception by consumers.

Third: Once formed in the consumer’s mind the brand equity is implemented in it and
predetermines the future actions of the consumer.

These conclusions about the specifics of brans equity require the development of a policy to
maintain and increase brand equity in the consumer’s mind. The following can be applied in
this direction:
- Raising consumer awareness of the brand and company policy in general.
- Increasing the public commitment of the company to important causes for society, which
has a positive impact on the brand image.
- Maintaining relationships with existing consumers and developing preferential programs for
loyal consumers, which is a prerequisite for increasing their satisfaction and attracting new
customers based on positive feedback and recommendations from existing customers.
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INTELLECTUAL PROPERTY IN DIGITAL ENVIRONMENT

Svetla Panayotova?; Ventsislava Nikolova-Minkova?

Abstract

Intellectual property and its objects are a significant element of the policy of the modern
enterprise. Along with the development of machinery and technology, intellectual property has
become a powerful economic factor of specific importance in digital environment. The purpose
of this paper is to clarify the nature of intellectual property and its manifestation in digital
space. In this regard, by using empirical research methods (study, comparison and analyzes)
the objects of intellectual property are analyzed, as well as their manifestation in digital
environment. As a result of the research, the author’s definition of intellectual property is
derived, the scope of intellectual property is determined and the role of intellectual property in
the process of digitalization is presented. In conclusion, recommendations are made for the
management of intellectual property objects in a digital environment.

Key Words: intellectual property, digital environment, digitalization.
JEL classification: O34, L 86.

Introduction

The development of human society is associated with various discoveries of human thought
and intellect. These discoveries contribute to the development and regulation of intellectual
property and its objects, which are a significant element of the policy of the modern enterprise.
Along with the development of machinery and technology, and the creation of information
networks through the connection and interaction between computers and communications,
intellectual property is becoming a powerful economic factor. It is of particular importance in
a digital environment. The development of the Internet as the largest computer network
contributes to the dissemination of a variety of information, including information that is
intellectual property. This requires familiarization with the objects of intellectual property
available in the digital environment and the possibilities for their use, without infringing the
rights of the owners of intellectual property.

The purpose of this report is to clarify the nature of intellectual property and its manifestation
in the digital space. In this regard, by using empirical research methods (study, comparison
and analyzes) the objects of intellectual property are analyzed, as well as their manifestation in
the digital environment. As a result of the research, the author’s definition of intellectual
property is derived, the scope of intellectual property is determined and the role of intellectual
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property in the process of digitalization is presented. In conclusion, recommendations are made
for the management of intellectual property in a digital environment.

Features of intellectual property

One of the characteristic features of the property is that it can be used only by its owner or, with
their express permission, by other persons. This issue is especially relevant in the years of the
Industrial Revolution, which is characterized by the creation and use of a number of technical
innovations and inventions. During this period, however, the ownership of creative products
was not legally regulated in any country. Thus, it turns out that a person who invests
intelligence, resources, labor and time to develop an invention remains unprotected against
abuse by stakeholders, who with impunity and without making an effort use the created
technical innovation to earn money. This necessitated the creation of a normative solution, the
first of which was made in 1624, when the Statute of Monopolies (Statute of Privileges) was
adopted in England (Borisov, 2006; Sarakinov, 2007). Its role is to guarantee the creators the
exclusive right to use technical inventions for a period of fourteen years, during which period
the use of these innovations by others is prohibited. In essence, this is the world’s first patent
law.

Differences in individual national laws regarding patents require an international agreement to
harmonize legislation with regard to the basic provisions of patent laws. Thus, in 1883, the
Paris Convention for the Protection of Industrial Property was adopted (WIPO, 1883).
Industrial property objects enshrined in the convention are: patents for inventions; utility
models; industrial design; trademarks and service marks; trade names; designations of origin of
the products; geographical indications; unfair competition. The Paris Convention entered into
force in 1884 with 14 member States, which set up an International Bureau to carry out
administrative tasks, such as organizing meetings of the member States.

In 1886 the Berne Convention for the Protection of Literary and Artistic Works was signed
in Bern, Switzerland (WIPO, 1886). It legally regulates two core definitions — “copyright” and
the right to publish or reproduce the original. The Convention covers all works in the field of
literature, science and art. According to WIPO (A Brief History), works protected include:

- Novels, short stories, poems, plays;

- Songs, operas, musicals, sonatas; and

- Drawings, paintings, sculptures, architectural works.

The signatory states form the Berne Union for the Protection of Literary and Artistic
Works.

Later, in 1893, the two international organizations merged into the United International
Bureau for the Protection of Intellectual Property — best known by its French acronym,
BIRPI (Bogsch, 1992).

The Stockholm Conference was held on July 14, 1967, when the two unions, retaining their
independence, united and signed the Convention establishing the World Intellectual
Property Organization (WIPO, 1967). Its headquarters are in Geneva, and later it became one
of the specialized organizations of the United Nations. The main contribution of the Convention
Is in the recognition of another type of property — intellectual property.

According to WIPO (publ. No. 450), “Intellectual property refers to creations of the mind:
inventions; literary and artistic works; and symbols, names and images used in commerce.
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Intellectual property is divided into two categories: Industrial Property includes patents for
inventions, trademarks, industrial designs and geographical indications. Copyright covers
literary works (such as novels, poems and plays), films, music, artistic works (e.g., drawings,
paintings, photographs and sculptures) and architectural design. Rights related to copyright
include those of performing artists in their performances, producers of phonograms in their
recordings, and broadcasters in their radio and television programs.” (p. 2).

This definition clearly distinguishes and at the same time unites two types of property in the
composition of intellectual property — industrial property and “copyright” — copyright and the
right to reproduce works in the field of science, art, literature, etc. It should be noted that the
introduction of the term “intellectual property” is not unambiguously accepted in WIPO
member countries. In some countries (France, Italy) intellectual property means copyright, as
evidenced by a number of publications and legal practice in the countries in the late 19" and
early 20" century. A similar practice is observed in Spain, where intellectual property for
Spanish-speaking lawyers means copyright law, as the term “propiedad intellectual” means
copyright and related rights. A detailed review of the effects of the introduction of intellectual
property for the designation of industrial property and copyright and the right to reproduce
works in science, art, literature was conducted by Hughes (2011), who presents an in-depth
analysis of the origin and development of the term “intellectual property” in WIPO member
states.

Intellectual property as a concept is relatively new in the economic practice of Bulgaria. Very
often it is associated with the scientific and creative activity of a person but the scope of the
concept is much wider. It should be noted that along with the concept of intellectual property,
in a number of developments there are the concepts of knowledge, intellect, process of
knowledge, which are the basis of the theory of intellectual capital management. According to
the International Federation of Accountants (IFAC, 1998) intellectual capital is classified into
three categories (Table 1).

Table 1: Elements of intellectual capital
Elements Features

Human capital Includes the set of knowledge, skills, competencies, experience and
motivation of employees in the organization.

Structural capital Consists of patents, trademarks, copyrights, technologies,
communications and all other components that contribute to the
formation of infrastructure supporting human capital and its
development.

Client capital Covers all relations with the external environment — customers,
suppliers, stakeholders and partners.

Source: Compiled by Author from Various Sources

As shown in Table 1, structural capital includes intellectual property objects. This allows
authors to assume that intellectual property and its objects are part of the intellectual
capital, which is the subject of subsequent developments of the authors. Based on the
information provided so far, for the purposes of this paper, the authors assume that intellectual
property is a unifying category that includes the creations of human labor. It covers both
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industrial property and related rights and copyright and related rights. For a detailed
description of the intellectual property rights, it is necessary to first consider the objects of
intellectual property.

Intellectual property objects

Based on the TRIPS agreement (WTO) and the Bulgarian legislation (Section 1, Item. 31 of the
Additional Provisions to the Personal Income Tax Act), intellectual property is categorized into
the following areas: Copyrights and related rights; Trademarks; Geographical indications;
Industrial designs; Patents; Layout-Designs (Topographies) of Integrated Circuits; Protection
of Undisclosed Information; Control of Anti-Competitive Practices in Contractual Licenses.

The Convention establishing WIPO provides a broader scope for the concept of “intellectual
property” and includes protected objects under the Paris Convention and the Berne Convention.
Thus, according to the provision of Article 2 (viii) of Convention establishing WIPO, the
following are recognized for intellectual property objects: Literary, artistic and scientific works;
Performances of performing artists, phonograms, and broadcasts; Inventions in all fields of
human endeavor; Scientific discoveries; Industrial designs; Trademarks, service marks, and
commercial names and designations; Protection against unfair competition; and All other rights
resulting from intellectual activity in the industrial, scientific, literary or artistic fields.

The recognition of the specified intellectual property objects gives to their holders the
respective rights (Intellectual Property Rights — IPR). According to Deltsova (2019)
“Intellectual property represents a special object of civil rights: these are intangible results of
intellectual activity expressed in an objective form, protected by virtue of law” (p. 769).
Acquisition of intellectual property rights plays a significant role in the economic growth of
enterprises. Intellectual property rights are seen not only as an important tool for innovation
and technological improvement, but according to some authors (Albach and Rosenkranz, 1995),
are a crucial factor in the existence and progress of enterprises.

Author research on intellectual property rights and their impact on economic growth of
enterprises has different directions. Mansfield (1986) focused his research on the role of patents,
Goldstein and Strauss (2009) sought a link between trademarks and design and enterprise
performance. The results of author analyzes indicate the existence of a connection between
intellectual property and the development of enterprises, which also depends on the specifics
of the features of the specific sector or the structure of enterprises (Thurow, 1997; Mansfield,
1994).

Intellectual property rights (IPR) contain two core categories that correspond to the categories
of intellectual property — Industrial property and Copyright. The rights deriving from industrial
property are related to inventions and patents, trademarks, industrial designs and geographical
indications. Copyright protects rights are aimed at preserving the works of the human intellect
and opportunities in the field of literature, scientific, music, art and audio-visual works, etc.
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Industrial Property

Industrial property rights are shown in Table 2.

Table 2: Specifics of the objects of industrial property rights

Object Features

Patent/ The authors Georgieva and Nikolova-Minkova (2019) point out that “As an indicator of the

Invention degree and direction of technological development in the economy, patents characterize the
innovative potential of a country and its capacity to use own and foreign knowledge and
transform them into potential economic benefits” (p. 3). In this regard, the rights of patent
holders are exclusive rights and provide protection of inventions for a certain period of time
in the country of patenting, in exchange for the public disclosure of the invention.

Utility models | Exclusive rights that allow the holder to oppose the use of the protected invention by others
without their permission for a limited period of time.

Industrial The rights protect the visual design of the objects of intellectual property. They cover the

Designs three-dimensional characteristics of the product as a shape or surface, as well as two-
dimensional characteristics such as color, patterns, lines, etc.

Trademarks According to Panayotova (2018) “From the point of view of business brands they play a role not

only in recognition, identification, and differentiation for consumers, but also act as a
protector” (p. 81). By registering the trademark, its owner receives the right: to use the
trademark, to dispose of the trademark, to prohibit the use of the trademark by third parties
in its activities without the consent of the owner.

Geographical

The rights protect the right holder against the use of a registered geographical indication

Information/
Trade secrets

indications (indications of origin, designation of origin, geographical indications, traditional and specific
designations) by designating a good/ service misleading the consumer as to their origin.

Layout The rights on topology are exclusive rights and include: the right of use, the right of disposal

Designs of and the right of the holder to prohibit its use by third parties without their permission.

Integrated

Circuits

Undisclosed Trade secret rights are related to the unauthorized knowledge and use of specific information,

secrets, facts, decisions and data that underlie the business activities of the rightful claimants
and for which they have taken appropriate measures to maintain in secret.

Source: Compiled by Author from Various Sources

Industrial property rights (Table 2) provide an opportunity for their owners (inventors) to
establish themselves as right holders, to enter new markets with minimal risk, to recoup the
investments made in the research process and to contribute to the creation of innovation. From
a practical point of view, these innovative activities are the basis for the development of some
of the modern technologies that dominate our daily lives and which are at the heart of the
digitalization process.

Copyright and Related Rights

Copyright is a set of rights granted to authors of literary and artistic works (Table 3). The
creators of the works have the exclusive rights to use or grant licenses to third parties to use the
work under agreed conditions. It should be noted that the above-mentioned unions and
conventions provide different legal protection to the authors of works, which together protect
the creative content — the form of presentation of the work and not its idea.
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Table 3: Objects of copyright protection

Object Composition
Literary; stage; musical; audiovisual; artwork; photographic; architectural
Original works projects, maps, etc.; cadastral and state topographic maps; graphic design of

printed publications.
Secondary works Processing; translations; adaptation; arrangements; dramatization.
Collected works Periodicals; collections; databases; anthologies; bibliography.
Part of works Parts that are relevant to and that reveal the specific content of the work.
Source: adapted from Borisov, B., Borisova, V. (2015). Intelektualna sobstvenost. IK — UNSS,
Sofiya, ISBN 978-954-644-809-5 p. 417. [in BG]

The indicated copyright objects (Table 3) after their economic realization fall under the scope
of related rights. Related rights are exclusive rights that arise after the termination of the
performance of the work and its recording and broadcasting. Related rights are not subject to
registration and arise automatically upon completion of the process of performance or
recording.

Chattopadhyay (2013) summarizes the rights arising from intellectual property objects and the
main sectors and activities affected by their implementation (Table 4).

Table 4: Main sectors, affected by the intellectual property rights.

Types of Intellectual .
ylfroperty Rights Main Sectors
Copy right Printing, Entertaiqment .(Audio, Video, Motion Pictures), Software collection
works, Broad casting, Library works etc.

Patents Chemicals, Drugs, Plastics, Engines, Electronics, Scientific Equipment
Trademarks All Industries
Integrated Circuits Micro-Electronics
Breeders rights Agricultural and food Industries
Trade secret All Industries
Industrial Designs Clothing, Automobiles, Electronics etc.
Gquraphwal Wines, Spirit, Cheese and other food products
Indication
Utility Models Mechanical Industry

Source: adapted by Chattopadhyay, S. (2013). Intellectual Property Rights in Digital
Environment. In National Conference on Reprographic Rights and Copyright Act: Challenges
and Management, Indian Statistical Institute, Kolkata, 7th-8th March 2013.

As shown Table 4, intellectual property and its objects have penetrated deeply into all spheres
of human life. One of them, the technological sphere and its manifestation in digital
environment, is of particular importance today, due to its rapid development and its
comprehensiveness, as well as the opportunities it provides to people.

Intellectual property in digital environment

Intellectual property and its objects are widely used in both digital and computer systems,
thanks to the development of existing technologies. These intellectual property objects created
and managed by computer programs and in the conditions of digital environment receive
mainly copyright protection, as they are not independent objects of intellectual property, but a
set of such objects.
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A number of developments are known, which are based on the use of intellectual property in
modern conditions and digital environment. Authors Vishwakarma & Mukherjee (2014) focus
their research on the protection of intellectual content in the digital age, Afoaku (2017) explores
copyright in augmented reality, and Lemley & Volokh (2018) focuses on virtual and augmented
reality legislation. The authors Petrova & Panayotova (2018) study the impact of digitalization
on the labor market, and Kur & Maunsbach (2019) compare national and international
legislation in the field of intellectual property with the challenges of the modern information
environment and information technology. Studies by Barbu and Militaru (2019) examine the
development of innovation and intellectual property rights in manufacturing, while Senchenia
(2019) analyzes the possibilities for effective use of intellectual property in Russia.

Through the development of technology (Nikolova-Minkova, 2019), the use of big data,
wireless communications, artificial intelligence, distributed ledger system (block chain), virtual
and augmented reality, robotics, sensorics, etc., which also constitute intellectual property, has
become a feature of modern society and its activities it. In this world of technology it is
inevitable to “implement” the existing database, located on analog information resources,
through the so-called “digitalization” process.

Digitalization as a concept can be considered in a broad and narrow sense. In the broad sense,
Deltsova, N. V. (2019) describe the term as “a modern world vector of the development of the
economy and society based on transformation of information in the digital form and leading to
an increase in efficiency of economics and life quality improvement” (p. 769). In a narrow sense,
digitalization is a technology that, through various activities, forms a process of creating and
using various intellectual property objects or provides access to products that contain such
objects. As a process, digitalization creates an electronic copy of analog information resources
by scanning or other method.

Digitalization, aided by the development of technological capabilities, allows access to creative
content. It is a technical tool that creates a new environment for the dissemination of creative
content and a process of transforming the form of an existing object by reproducing or by
creating a new object.

The objects of intellectual property themselves in a digital environment (Table 5) are systems
that ensure the functioning of the Internet or contain other objects of intellectual property.
Various software programs, networks, the specific design of various sites and websites, user
interface, chips, integrated circuits and more might be specified as such. Among the objects of
intellectual property that appear in the digital environment is the trademark, which due to the
lack of territoriality and the impossibility to transfer protection to trademarks in the digital
environment, is transformed into a domain name.
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Table 5: Objects of intellectual property in digital environment

Object ‘ Features
A sign that distinguishes the creative products of an enterprise. It is
Domain names expressed through a combination of letters and numbers that create an

Internet address.

A set of instructions to the computer that indicate how to achieve a certain
result

Independent object of intellectual property, which contains a set of
independent works, materials or other data, systematically arranged and

Computer Programs

Data Base . - . . A .
accessible through electronic environment or otherwise. It is an extensive
file, subject to periodic updating, containing digitized information.

Topology of A topology is a layout of the standard elements located on an integrated

integrated circuits circuit.

Multimedia products combine audiovisual, telecommunications and
informatics, through a set of software products, hardware, information
technology, creative ideas and content, for effective presentation of
information. This set of sites and services is available online and offline.
Source: Compiled by Author from Various Sources

Multimedia products

Table 5 presents the more common intellectual property objects in the digital environment and
in computer systems. The objects of intellectual property included in the table are not
exhaustive, and it is necessary to indicate that they are subject to constant development, change
and improvement.

Intellectual property in digital environments and computer systems is also subject to legal
protection. They receive mainly protection under the Copyright Act, and some of them
(computer programs) can also receive patent protection. The technical characteristics of
computer programs, the combination of hardware and software may enjoy legal patent
protection. The computer program, as an arrangement of characters (zeroes and ones), is subject
to protection as a literary work and protection under copyright law. Some of the objects of
intellectual property in the digital environment also enjoy special protection (sui generis), which
can be used as an independent or complementary to the copyright law.

The economic realization of the objects of intellectual property is achieved in a digital
environment through the management of the rights over the objects. The management of the
rights can be agreed individually (the rights holder negotiates the license conditions under the
agreements) or collectively, through bilateral cooperation agreements. Regardless of the chosen
manner of managing intellectual property rights in the digital environment, there are difficulties
regarding the protection of objects. In this regard, the following recommendations can be made:

- Establishment of an international organization for the protection of intellectual property
rights in the constantly evolving digital environment.

- Standardization and rationalization of the opportunities for exchange of information
between the existing organizations for protection of the objects of intellectual property in
order to expand the scope of their protection in digital environment.

- Expanding the legal protection of intellectual property in the digital environment and in
computer systems in accordance with the continuous development of technology.
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Conclusion

Based on the information provided regarding the nature of intellectual property, intellectual
property objects and their manifestation in digital environments and computer systems, the
following conclusions can be made:

- Intellectual property is present in every sphere of public and economic life. This fact arises
from the development of science, technology and the intellectual sphere of human activity,
which make this process irreversible and implies a constant expansion of the scope of
intellectual property.

The legal protection of the owner of intellectual property objects can be used only in the
cases of registration of the object according to the requirements of the international
agreements guaranteeing this protection.

Entering the era of digital technologies, it is essential that the management of intellectual
property is consistent with the lack of territoriality on the Internet and the impossibility of
restricting the use of the object of protection outside the territories and persons for which
the author has given his consent.
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BJIMJAHUETO HA COBPEMEHHUTE JJOI'HCTUYKHU TPEHAOBH BO IIOJIETO
HA EKOHOMMJATA

Topoan Jankynoscku*

AncTpakr

The objective of this paper is to illustrate the significance of the contemporary logistics trends
nowadays by means of using the theory of analysis in this field, the international experiences
and the practical experiences. Furthermore, the integral approach towards the analysis of the
cotemporary logistics trends and its application in the global economy is the wider scope of
interest of this paper.

The paper is comprised of several parts, in which are analyzed several areas: the significance
of the cotemporary logistics trends in the field of economy, the advantages and the
disadvantages of the contemporary logistics trends, the significance and the possible adoption
of the contemporary logistics trends in our country.

The information which was collected and analyzed indicates that these modern trends in the
logistics are growing rapidly worldwide, improve the growth of the economy and should be
implemented in our country.

Key words: logistics, trends, worldwide, growth, economy, etc.

Bosen

Bo rno0anmuzanujata Ha €KOHOMHjaTa IITO C€ CIy4yBa JCHEC, COBPEMEHUTE IJIOTUCTUYKHU
TPEHAOBU CTaHyBaaT CJHU OJ HCONXOAHHUTC KOMIIOHCHTU BO KPCHPAKBLCTO Ha on3HuC
CTpaTerrjara Ha KOMIIAHUUTE IIUPYM CBETOT, HO HCTO Taka MpeTCTaByBaaT U CHUJIEH
KaTaJn3aTop BO EKOHOMCKH Pa3Boj Ha JIP)KABUTE. 32 COBPEMEHHUTE JIOTUCTHYKH TPEHIOBU KOU
Ce KOPHCTAT BO PA3BUCHUTE EKOHOMUH (JIpiKaBH) MOJKE Jla Ce Kake /IeKa MpeTCTaByBaaT MOKHA
ajaTka BO HHUBHHUOT €KOHOMCKM pacT, jgoneka Bo PemyOmmuka CeBepna MakenoHuja
MOTEHIIMjaJIUTe Ha OBHE TPEHIOBU BO JIOTUCTUKATA CE YIIITE HE CE€ JOBOJIHO MCKOPHUCTEHHU.

Co mojaBata Ha eNeKTPOHCKAaTa TProBHja M OP3WOT Pa3BOj HA JUTUTATHATAa MHUCMEHOCT Ha
MOTPOIYBAYMTE, TJioOagHAaTa JIOTUCTUYKA WHAYCTPHja 3HAYUTEIIHO CE€ TIPOMEHH BO
MOCIEAHUTE HEKOJKY ToAuHH. PakTopu Kako IITO Ce 3roJEMYBAmbETO Ha MPUXOJIUTE BO
JIOMaKMHCTBOTO, MIOCTOEH-E HA TOMAaKMHCTBA CO JIBOJHU MPUXOJIH U TIOCTOjaHaTa ypOaHu3aImja
" oxpabpyBaar MOTPOIITYBAYUTE U BO Pa3BUEHUTE U BO EKOHOMHHTE BO Pa3BOj Ja T CleaaT
MPETCTOJHUTE JIOTUCTUYKH TpeHA0BU. OBa TOTOIHUTEHO pe3ylTHpaIie Bo Op3UOT pa3Boj HA
MaJIONPOJAKHUTE KaHAIM Kou Oapaar e(UKacHO YIpaByBame CO 3aIUXHUTE W pEIICHHja 3a
yHaIpeIyBamkbe Ha pabdoTaTa BO MaraidH CO IIeJl J1a UM Ce TIOMOTHE Ha KIMEHTHTE na

! Topnan Jankymnoeckw, JI-p no ekoHOMCKHM Hayku; TenedoHCkU 6poj: +38978430086;
e-mail: gordan.jankulovski@gmail.com
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JIOHEeCYBaaT OJUTYKH 3a KyIlyBame Bp3 0a3a Ha onpeneHu nHpopmaryu. [loBeke kommaHuu
3al0YHaa Jia ce MOBP3yBaaT CO JIaBaTEeNIMTE Ha JIOTHCTHYKH YCIYTH OJHOCHO JIOTHCTHYKHTE
KOMIIAHUH €O LIeJI Ja Ce MpUIarojar Ha nodapyBamara Ha MOTPOLIYBaYMTe, LITO 3a BO3BPAT,
rJI00aTHUOT JIOTUCTUYKY Ia3ap Jla PerHCTpHpa MOXKEH pacT CHOpPEea CIIOKEHAaTa MPOocevHa
roauniHa cranka Ha pact (CAGR) on Hag 7% 1o kpajor Ha 2022 roauna (Technavio, 2020)

COBpeMeHI/I JIOTUCTUYIKH TPEHA0BU U HUBHOTO 3HAYCHHE 01 €EKOHOMCKH aCIIeKT

Bo 0Boj €1 o TpyAOT, aBTOPOT C€ OCBPHYBA HA COBPEMEHUTE JIOTHCTUYKU TPEHJIOBU KOU €€
KOPHUCTAT O/l CTPaHa Ha Pa3BUEHUTE KOMIIAHUH BO CBETOT BO M3MUHATUTE HEKOJIKY F'OJMHU KaKo
Y Ha TPEHIOBUTE BO JIOTUCTHKATA KOU CE HAMETHYBAAT CE ITOBEKE BO MOCIEAHHUOT IIEPUO]T KAKO
(bakxTopH Ha I1100aJIHUOT EKOHOMCKH na3ap. VIcTo Taka, 3HaYeHhEeTo Ha CEKOj O] OBUE TPEHA0BU
0J1 EKOHOMCKH acIIeKT € 00pa3I0KeHO BO OBOj J€JI HA TPYAOT.

Baokuejn Texnosoruja (blockchain technology)

[TojaBara Ha O6JI0KYEjH TEXHOJIOTH]ja UM OBO3MOKH Ha JIOTUCTHYKUTE KOMITAHUH JIa TH 3aIlITHTAT
€JICKTPOHCKUTE JIMTUTAIHU JOTOBOpH. YmorpebaTa Ha OBaa MPETCTOjHA TEXHOJOTHja UM
OBO3MOJKYBa Ha pa3jIMYHUTE 3aCETHATH CTPAHH O] JIOTUCTHYKATa MHIYCTPHja, KaKo IITO CE
NPOU3BOAUTEH, 100aByBa4YM, KIMEHTH, PEBH30pH, MEHALIEpU HAa MaralMHd WU APYTH, 1a
co3JanaTr TpaHCIAPEHTEH M e(UKACeH CHCTEM 3a CHUMAambe Ha TPAHCAKIIMHU, CIICACHC Ha
Cpe/ICTBaTa U yIPaBYBakE CO CUTE JOKYMEHTH BKIIYUYEHH BO JIOTUCTUYKHOT MPOIIEC.

TexHonorujara Ha OJOKYEJH HAJeHOCTaBHO ce JAepUHHpa Kako JACleHTpaIU3UpaHa,
TUCTpUOYHpaHa KHATA WU 3alKC IITO IO €BHJCHTHPA MOTEKIOTO HA JUTHUTAITHOTO CPEICTBO
(mapure). biiok4ejH € cucTeM Ha CHUMame HH()OpMAaIMK Ha HAYMH IITO IO OTEKHYBA WU T'O
MIPaBH HEBO3MOXKHO MEHYBAHETO, TIPOOMBAKHETO MITH XaKUPAKHETO HA CUCTEMOT. BIlok4ejH BO
CYIITHHA € AUTUTATHA KHUTA Ha TPAHCAKIMH IITO C€ KOMUpaaT U AUCTpHOyHpaaT HU3 1ienaTa
Mperka Ha KOMIT)YTEpCKH CUCTEMH Ha OJIOKYE]H.

Nmmnemenranujata Ha OnokuejH (blockchain) texnosorujata e emeH on HajuCTaKHATHTE
JOTUCTHYKH TPEHJIOBH BO TPAHCIIOPTHATA W JIOTMCTHYKAaTa MHIYCTpHja, OMIEjKu MOXe Ja ja
3royieMH e(h)MKacHOCTa M TPAHCIAPEHTHOCTA Ha CHHUMPHTE Ha CHAOJyBame M ce OYEKyBa Jia
BJIMjae Ha C¢, O/ CKJIQJINPame JI0 HCIUIaTa BO TEKOT Ha ClieTHUTE HeKonKy ronuHd. (Technavio,
2020)

[TojaBata Ha butkomH M OJOKYEjH JOHECE MHOTY NPOMEHH BO CBETOT Ha (PMHAHCUUTE.
[IpeTxoaHO, TPAJUIMOHATHHOT CUCTEM Ha ()MHAHCHUCKU TPAHCAKIMU BKIyYyBallleé aKTHBHO
Y4€CTBO Ha TPETH JiMla (PUHAHCUCKH MHCTUTYLIMH, OJHOCHO OaHKU. BiokyejH cera kopucTu
TpaHCAKIMK IITO Tpeba J1a ce 3aBpuiaT MoMery MoeANHIN WK KOMIAHUH MTPeKy Mel'yHapOJHU
IpaHUIM HO Oe3 BKIIy4yBame Ha MOCPEeIHUIM (PUHAHCHCKH MHCTUTYIMH, OaHKHK). CBeTcKara
€KOHOMM]a MOPaHO ce BOJECIIE KOPUCTEjKU (hraT BadyTH / BalyTH MOAJIP>KaHU OJ1 BIIaAaTa, T.€.
nonap, eBpo, ¢yHta u ci1. Co MacoBHAaTa NpPUMEHa Koja IITO € BO IOPacT, HEKOJKY
KPHUITOBATYTH C€ KOPUCTAT 32 KYITyBamke CTOKH H JIa C€ KOMIUIETHpAAT TPAHCAKIINH, a BUTKOMH
ro npeasoau nakeror. (LT-Economy, 2018)

3HauemkEeTO Ha OJIOKYEjH TEXHOJIOTHjaTa 01 eKOHOMCKH acleKT € orpoMHo. EnnmuHanmjara Ha
OaHKapCKUTE TPOILOIM IpPH IUIakambaTa/TPaHCAKIIMUTE € CEepUO3Ha 3allTe/a 32 KOMIIAHUUTE
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KOM Ce MHBOJBHpAHHM M ja KOpUCTAT oBaa TexHoioruja. Co caMoTO Toa, ce 3rojieMyBaar
IOPUXOJUTE Ha KOMIIAHMUTE IITO IAaK MMa AMPEKTEH yIesl BO 3r0JIEMYBameTO Ha OpyTo
JIOMAILTHUOT IIPOU3BO/] HAa JP’KABUTE U EKOHOMCKUOT PacT.

Jlururajau3anmja Ha JOrMCTHYKATA HHAYCTPHja

Jurutanuzanujara ru omndaka CKOpPO CHUTE WHAYCTPHH HHU3 IEIHOT CBET, Ma Taka H
JIOTUCTUYKATa MHAYCTPHja HE € HUCKIY4OK. 3roJeMyBameTO Ha JUTHTAIHATA MHUCMEHOCT U
CBecTa Ha IMOTPOLIYBAYUTE 3a YIOTpedaTa Ha pa3InyHu MPEKHH TUIATPOPMHU KOU KOPHCTAT 3a
JIOHECYBaWke OJUIYKH 32 IPUWIArOJCHO KyIyBame, IUIHTATM3alyjaTa Ha JIOTHCTHYKATa
MHIYCTpHja CE MOjaBU KAaKO KJIyueH TPeHJ KOj JoO0HMBa HajrojieMa MpUBJIEYHOCT. YToTpebara
Ha JUTHTAM3alyja BO JIOTHCTHYKATa WHAYCTPHja IOHATAMy C€ OYeKyBa Ja OB JIO
3HAQYUTEITHO HAMaJTyBalke Ha TPOIIOLUTE 32 HAO0ABKM BO CHHIIMPOT HA CHAaOAyBame, MPHTOA
00e30eyBajki 3HAYHMTEIIHO 3rOJieMyBambe Ha BKyNHHTE npuxoau. MHrerpanujata Ha
JUTHUTAIHUTEC KaHaJIu BO JIOTUCTHYKATa I/IHI[YCTpI/Ija € yIITC €ACH KPUTUYCH JIOTUCTHUYKU TPCHI
IITO JIOMOJIHUTEITHO UM OBO3MOXKYBA Ha JJaBaTEIMTE HA YCIYTH Ha JIOTHCTHKA 1a UM 00e30eaat
TPAHCHAPEHTHOCT Ha KIIMEHTHUTE, CO 3rojieMeHa 0e30eIHOCT U e(hUKACHOCT.

Jlururanu3amujata MOXKe Ja ce CMeTa KaKo TeXHOJOUIKH IIOK Ha modapyBadkara IITO BIIHjae
Ha TJIABHUTE EKOHOMCKH arperaT, OCOOCHO MNpeKy KOHKypeHIHjaTa, MPOIYyKTUBHOCTA U
epexTuTe 01 BpabOTEHOCTa, KAKO M IMPEKy HEj3WHATa WHTEpaKidja CO WHCTUTYIUUTE WU
yIIPaByBamEeTO. [IMTUTATHUTE TEXHOJIOTHH MCTO TaKa TH MEHYBaaT HAYMHUTE Ha KOM (QUPMHTE
nmpaBar JCJIOBHHM AKTUBHOCTHM W KOMYHUIHMpaaT CO CBOMTC KJIMCHTU H IIO6aByBa‘-II/I.
Pa3zbupamero Ha murutanHata TpaHcopMmanuja W KaHAJIMTE MPEKy KOM BIHMjaaT Bp3

€KOHOMHM]jaTa, CIIOpPE/ TOa, CE IMOBEKE CE PEJIICBAHTHH 3a BOJCHC Ha MOHETapHATa TOJUTHKA
(European Central Bank, 2018).

IIpuMeHa Ha roJieMH NMOJATOIM M AHAJIN3A HA MOATOLUTE

VYnorpebaTa Ha TojieMH MoJaToNM M aHanu3a Ha mogaronu (Big Data m Data Analytics) Bo
JOTHCTUYKAaTa MHIYCTPHUja UM OBO3MOXKYBa Ha HEKOJKY 3aCerHaTH CTPAaHU BKIYYEHHU BO
OM3HHCOT Ja JOHEecaT peIIeHHWja 3a KylmyBame Bp3 0aza Ha KOHKPETHH HH(OpMAIuu.
KoMmnanuuTe cera KOpUCTAT roJieMU MOAATOLHM 32 [1a IPEABUAAT Iieproau Ha 3adareHoct (busy
periods), MOTeHIIMjaJIeH UJIEH HEJOCTUT HA CHaOAyBamwe U JPYTU CO3HaHM]a KOU ce OUTHH 3a
JIOHECYBam-€ Ha CTPATEIIKH OJUTYKH 32 I0100pyBamke Ha HUBHUTE MMO3UIMH Ha M1a3apoT U HyAaT
3HAYUTEIHA KOHKYPEHTCKA PEAHOCT BO OJHOC HA JIPYTHTE KOHKYPEHTH.

[Tonatamy, ciopen CoBeTOT Ha MPO(ECUOHANIHN 32 yIIPaBYBamke CO CHAOIyBaYKU CHHIIUPH,
Hax 90% on ucnpakauute M JIOTUCTUYKUTE (PUPMHM Ha TpeTH JHUIa MpeIBUAYyBaaT JeKa
JIOHECYBAmkETO OJUTYKHU Bp3 0a3a Ha MOAATOLUTE € UCKIYYUTEIHO KIY4YHO 33 AKTUBHOCTHUTE BO
CUHIMPOT Ha cHabayBame, OWAEjKM rojeMHTe MOJATOLM I'o MoJ0o0pyBaaT KBAJUTETOT U
neppopmaHcuTe, HYIEJKM eQEeKTUBHO CcHa0ayBame M MpOrHo3a Ha moOapyBaykara,
yIpaByBame CO 3AJIMXMUTE, ONTHUMM3allMja Ha Maplliyrata M e(pUKacCHO YIpaByBame CO
Bpabotenute (Entrepreneur, 2020)

3HaYCHETO HA TOJIEMUTE moaaTonu U aHaJin3aTa Ha MOJaTONUTE € UCTO TaKa MHOTI'Y Ba)KHa KaKoO
3da KOMIIAHUUTC KOU TI'M KOPUCTAT OBHUC TPCHAOBHU TdKa U 34 CKOHOMHHUTC BO LCIIMHA. OsBue
TOJIEMHU CE€TOBU HA MOJATOHM CTaHyBaaT OCHOBHO CpEACTBO BO eKOHOMI/IjaTa, IMOTTUKHYBaaT
HOBU HWHAYCTpUHU U CKOCHUCTCMH, IPOHCCH HU TIPOHU3BOJAU W CO3JaBaaT 3HAUYUTCIIHU
KOHKYPCHTCKH IPEIHOCTH.
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[ToronemuoT gen o GUPMUTE U KOMIIAHUUTE TH KOPUCTAT TOJIEMHUTE MOJATOLN U aHAIH3aTa
Ha MOJIATOIUTE 32 J]a TH UIICHTH(HUKYBAAT JACJTOBHUTE TOTEHIIH]aIN, OJJHOCUTE MET'y TPTOBIUTE
Y KJIMCHTUTE U MOXXHUTE HOBHU YCITYTH 32 CBOUTE KIMEHTH. PacToT, mpuxoauTe, onepaTuBHATA
COBPIIICHOCT M HAMAJTYBaHkETO HA TPOIIOLMUTE C€ ONTUMHU3UPAHU HA MIOBUCOKH HHBOA 3apajv
UMIUIEMEHTAIja Ha TEXHOJOTMjaTa 3a TOJeMH NOJATOIM W aHajlu3a Ha IOJaTOINTe
(Entrepreneur, 2020). Komnanujata Omuadjap HeogaMHa 00jaBH CTyIHja 3a BIMjaHUCTO Ha
NOJUTUKUTE Ha TOJEMHUTE IIOJAaTOLM M aHajgu3aTa Ha TMOAATOIM KOE€ To HuMaarT Ha
npoaAyKTHBHOCTA Ha Biagara Ha CAJl. M3BemTajoT 3akiy4n JeKa CIPOBEAYBAHETO HA OBHE
MOJIMTUKU MOXE JIa TO 3r0JIeMH TOAUIIHUOT Mpuxoj] Bo pamkute Ha [20 momery 700 u 950
MuIjapau gonapu. [IpemqHocTUTe BKIIydyBaaT HaMalleHa KOPYIIWja, MOJ00pH YCIOBH Ha
pabOTHOTO MeCTO, 3rojieMeHa eHeprercka e(uKacHOCT M MoAoOpeHa HaJBOpEIIHA TProBHja
(Committee for economic development 2020). OBa cekako aeka uma roseM ummakt Ha BJ{IT u
pa3BOjOT Ha EKOHOMHM]jaTa BO 3EMjUTE.

HNuTepuer Ha Hemrrata (Internet of things)

Co moBp3yBame Ha CKOPO CE, T.H MHTEPHETOT Ha HEUITaTa UM OBO3MOXKYBa Ha JIAHLIUTE Ha
cHaOyBame M HA JIOTHCTHYKHTE KOMIIAHWUM J1a TH CJIENaT MPATKUTE BO PEATTHO BpeMe, Ja
JIOHEcaT pelleHrja Bp3 6a3a Ha MOAaTOIH KOH IITO ja MoA00pyBaaT ornepaTuBHaTa €e(pUKACHOCT,
00e30eyBaar npeABUIINBO OJIPKYBAhE HA CPEJICTBATA U HHPPACTPYKTYpaTa U MHOTY ITOBEKE.
BceymHocT, ekcriepTuTe o1 MHAYCTpUjaTa MpolieHyBaaT aeka nuHTepHeToT Ha HemraTa (IoT) ke
JoHece mnoBeke o 1,9 TpuinMoHM A0Napu BO pPaMKUTE HAa CHUHUMPOT Ha CHAOIyBame U
goructuka 10 2020 roguna (SDC Executive, 2020). OBaa BpeIHOCT, JeTYMHO, IIOTEKHYBA O]
HAYMHOT HAa KO MHTEPHETOT HA HENITaTa momara BO NMPHUOJIMXKYyBame Ha WHPOpMaTHYKATa
TEXHOJIOTHja CO onepaTuBHaTa TexHosoruja. Co pacrnopeayBame Ha CEH30pH 32 HHTEPHETOT Ha
HEIITaTa W HalpeaHa aHalIM3a, CHHIIMPOT Ha CHAOyBame M JIOTUCTHYKUTE KOMITAHUHA MOXAT
na Ao0ujaT mperyieq] BO peasHO BpeMe BO padOTEHETO M YBHJ 32 TOAa Kako Ja HampaBaT
nonobpyBama. Ha mpumep, riodamHaTa JIOTHCTHYKAa W TPAHCIIOPTHA KOoMIaHWja Maepck
yIpaByBa CO CBOUTE MHOTYOpPOjHM KOHTEJHEpH 3a HCIIOpaKka CO CEH30pU KOW ja cienar
JIOKallMjaTa Ha KOHTEJHEPHUTE W jaByBa JaJHM C€ TOJHU WU TPa3HU, OBO3MOXKYBAjKH M Ha
KOMIIaHWjaTa J1a TM HAacoud e(uKacHO OO0 TaMy Kaje IITO Ke OHWIaT CIeTHO MOTPEeOHH.
CHCTEMOT UCTO TaKa I'! CJISIH TeMIlepaTyparta, jarjaepos JUOKCHIOT U HUBOTO Ha KUCIOPOJ] BO
KOHTEJHEPUTE CO JIAUITHHK 32 J1a TO OJJP>KH KBAIUTETOT Ha COAPKMHATA U J]a TO HAIIPaBH OOP3
Mpol1iecoT Ha ucnopaka. OBaa cTpaTeruja oBo3MokeHa co nHTepHeToT Ha Hemtarta (IoT) mocera
u 3amreau Ha komnanujata 100 mumnonu nomapu (SDC Executive, 2020)

MHTepHETOT Ha HelTaTa 3HaYUTENIHO ja 3rojeMyBa NpoayKTuBHocTa: Beke 3a 0,2% ox B/II1 u
pacte ce noseke. [loBeke o011 MOJI0BHHA 0] OBUE NPUAOOMBKHY IpUIiaraaT Ha IPOU3BOJICTBEHUTE
KOMITaHUH, IITO TO MPaBH CEKTOPOT BO MOMEHTOT CO HajrojeMa MOXHOCT 3a KOPHCTEHE Ha
uHtepHeToT Ha Hemmrata (10T). [ToTeHnujamHUTE TPUAOOUBKY 32 KOMIAHUUTE BO 3EMjUTE BO
pa3Boj ce 3HAUMTENIHU: IPETIpUjaTHjaTa Beke 3amreayBaar 4-5% oJ] TPOILIOIMTE CO PETATUBHO
HUCKO HUBO Ha ymorpeba. Bragure mMoXxar na MOTTHKHAT HATaMOIIEH €KOHOMCKH Pa3Boj:
NPaBUIHUTE TOJMTHUKU MOJXKE JIa TO CTUMYJIMpPAaT YCBOjJYBAambETO Ha MHTEPHETOT Ha HellTara
OJ1 CTpaHa Ha JIEJIOBHUTE CYOjeKTH, a Toa MOKE J1a ja 3aCHJIM KOHKYPEHTHOCTA Ha JEJTOBHHOT

CEKTOp Ha HUBHHUTE 3€MjU U Ja PEe3yATHPa CO MOBUCOKU puxo 1 oj naHok (GSM Association,
2020).
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ABTOMATH3HPAaHA POOOTHKA HA MAaralMHCKO padoTerm-¢ BO CHHIMPOT HA CHa0AyBame

ABToMaTtu3amyjara € Beke 100po BOCHOCTaBeHAa BO MHOTY JUCTPHOYTHBHHU LIEHTPU IIUPYM
CBETOT, HO 3a IIOBEKETO, Taa € OrpaHHWYeHa Ha aBTOMaTH3alMja Ha pabOTHUOT IpOIEC,
yIpaByBaHa OJ] IIOBEKE HANPEAHHU CUCTEMHU 32 YIIpaByBakke CO 3AIMXUTE BO MaralyH.

He nmocroun comHex neKka aBTOMaTU3UPAHUATE 32 pa3iIvKa O/l PAYHUTE WJIM MaHYEJITHUTE IPOLECU
MOJKaT Jla HalpaBaT 3HAYMTENIHA Pa3JIMKa BO €(PUKACHOCTA HA YNPaBYBAWE HA 3aJMXUTE BO
maranus. Cemnak, c¢ ymre, BpeJHOCTa Ha LEJIOCHATa aBTOMAaTH3allMja € MHOTY BUCOKa M TOA €
€lHa O] IJIABHUTE IPUYMHM IUTO KOMIIAHMMTE C¢ YIUTE ja HeMaaT HMMIUIEMEHTHPAHO
poOOTHKaTa OJHOCHO aBTOMAaTH3allMjaTa Kora ce BO Mpallamke 3IUXUTE U HUBHOTO
MaraiyHCKO yIpaByBame.

Cenak, cuTyalyjara ce MEHyBa, OUICjKH CE MOBEKE TPOM3BOIUTEIN HA ONPEMa 33 PaKyBambe
CO MarepHjaJii ja HOCAT MaraliHCKaTa poOOTHKa Ha Ma3apoT IO KOHKYPCHTHH IICHU.
PoGotckure pelieHrja HyJaT MOYKHOCT 32 BOBE/IyBamhe Ha aBTOMATH3allkja BO MaralfiHCKOTO
paboTteme 6e3 noTpeda o1 3HAYUTEIIHU CTPYKTYPHHU U3MEHH, a CO TOA U BPEIHOCTA CE€ HAMaTyBa
U CTaHyBa CE MOJIOCTAITHA 32 KOMIIAHUHUTE.

Bo MOMEHTOB, TPEHIOBUTE BO POOOTCKOTO pabOTeHE WM POOOTHKATa C€ MOBP3aHU CO
CHCTEMH IITO HOCAT CTOKa KOH COOMpPAayoT, 3a MITO € MOTpeOHa 3HAYMTETHA KOJMYMHA
CrenujajIr3upaHa ornpeMa 3a perneTupame 1 npeHecyBame. Kora poboture Moxat aa u3doupaar
KOHBEHIIMOHAIHO OJ1 MOJIUINTE WM JIOKAIIUUTE Ha MOI0T, OATOBOPHUTE JIMIA 32 MAraliiHCKO
paboTeme co 3aIMXH Ke modp3aar Ja ja MICKOPUCTAT MOXKHOCTA Jla ce IpedpiaT o] pauHu BO
MPETEKHO aBTOMATU3WPAHU IIEHTPH 3a IucTpuoOyiuja. Temko e 1a ce kaxe Jaiu Ke 70j1e TOj
MomeHT Bo 2020 ronuHa, HO 3a C€KOj OM3HMC IITO UMa BUCOKH TPOIIOIHM 32 BPAaOOTEHHUTE BO
MaraiuH, pa3BojOoT Ha poOOoTMKara ke Ouje cieleH CO roJieMO BHMMAaHHME BO HapeIHUTE
TOJIMHH, a KOj IITO Pa3BOj Ke JOMPUHECE BO HAMAIyBamkbETO HA TPOIIOIHUTE 33 MaraliHCKO
paboTeme MpeKy aBTOMaTH3allK]ja Ha TPOIECOT U 3HAYUTEITHO HaMaTyBamke Ha BpaOOTECHUTE BO
nporecort. (Logistics bureau, 2017).

Merfynapoanara ¢eaepanrja Ha poOOTHKAa BO CBOJOT H3BEIITa] jJaCHO YKaKyBa JeKa
poboThkaTta BO IeJMHA ja 3ToJieMyBa IPOAYKTHBHOCTa M KOHKypeHTHocTa. EdukacHo
KOPUCTEHa, Taa OBO3MOXYBa KOMITAHUUTE J1a IOCTAaHAT KOHKYPEHTHHU WM Ja ornicTojaT. OBa e
0c00€HO Ba)XHO 3a MallUTe W CPEIHH MpETHpHjaTHja KoM ce 'pOeTOT Ha EKOHOMHHTE Ha
pa3sBUEHHMTE M Ha 3eMjuTe BO pa3Boj. Mcro Taka, UM OBO3MOXKyBa Ha IOJEMHUTE KOMIAHHU
noOp30 /Ja ja 3rojieMyBaaT CBOjaTa KOHKYPEHTHOCT TpeKy MmoOp3 pa3Boj M HUCIOpaka Ha
npou3BoauTe. 3rojieMeHaTa ynorpeda Ha poOOTH UM OBO3MOKYBAa HAa KOMIIAHUUTE KOM ILITO
paboTtar BO 3eMjH CO BUCOKH TPOUIOIH 3a IJIATH J]a TH HaMaJlaT WK J1a TH BpaTaT JI0Ma HEKOH
OCHOBHH JIEJIOBH OJI CHHIIMPOT Ha CHaOyBame IITO MPETXOAHO Oea ayTCOPCUpaHM BO 3€MjU
KaJie ITO MMa ToeBTHHA paboTHa cuia. Bo MoMeHTOB, HajrosemMa 3akaHa 3a BpaOOTEHOCTA HE
€ aBToMaTHu3alyjara, TyKy HEeMOXKHOCTA Jla ce OcTaHe KOHKypeHTeH. McTo Taka 3ronemeHnara
MPOJIYKTHBHOCT MOXE Jia JOBEJIE JI0 3rojieMeHa mobapyBadka, Co3/1aBajKi HOBH MOYKHOCTH 3a
paborta (International federation of robotics, 2017).

HNako Moxe na uma HeraTMBeH e(eKT Bp3 HEKOM paOOTHU CErMEHTH, POOOTHTE U
aBTOMaTH3alujaTa ja 3rojeMyBaaT NpPOAYKTHBHOCTAa, 00e30eqyBaaT MOHUCKU TPOILOIM 3a
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MMPOU3BOACTBO M MOKAT Ja CO3aaJaT HOBU pa6OTHI/I MCCTa BO TCXHOJIOIMIKUOT CCKTODP. Toa
CCKAKO € O[] I'0JIEMO 3HAUCHEC 3a CKOHOMCKHOT PAacT Ha €aHa SCMja.

ABTOHOMeEH NATHUYKHU TPAHCHOPT

Pa3BojoT Ha aBTOHOMHHTE KaMUOHH (KAMUOHH CO aBTOMATH3UPAHO YIIPABYBAKE) € TPEHI IIITO
pacTe BO MOCJIEAHUTE HEKOJIKY roguHu. Ce cMeTa JieKa OTPOMEH € HAPEJOKOT MTOCTUTHAT BO
MPOHAOT ke HA PEIICHHUE 32 aBTOHOMEH TPAHCIIOPT MITO MOTEHIUjATHO K& TOTTUKHE TIorojieMa
€KOHOMCKa e(hMKACHOCT 0/1 KOja OMJIo Ipyra TEXHOJIOTHja Ha CUHIIMPOT Ha CHabIyBame Jocera
3aMMCIICHa.

[TpBuTe McrUTyBama Ha aBTOMOOWIM Oe3 Bo3auM BO ABCTpaiuja ce oJpkaa BO Ajenauia
MHUHATaTa rO/INHA, 2 aBTOMATCKUTE KAMUOHH BeKe HEKOJIKY TOJITHH CE PEaTHOCT BO pyJlapcKara
uHaycTpuja Bo 3anaana Ascrpanuja. Bo meryBpeme, Bo Coenunernre npxasu, Auxejzep bym
HEOJIaMHa M3HECE IEJIOCCH TOBap Ha FOTOBH IMPOU3BOM O] Touka A 10 Touka b 6e3 3acToj u
ckopo 0e3 Bo3au (Toj Oemie BO kaOWHATa Ha KaMHOHOT, HO HE M Ha BO3aYKOTO CEMIITE)
(Logistics bureau, 2017).

Bo3aukuTe BO3Wiia Beke Ce OKakaa Kako PealHd pelleHuja 3a HaMallyBale Ha IIeHaTa Ha
TPAHCIIOPTOT, OTKAKO Ke& Ce Ha/JIMHHAT CUTE TIPaBHU, 0€30€JHOCHU U COIMjaJTHU MTPOOIEMH CO
npudakameTo Ha oBa pemienue. Ce pa3dupa, Toa Ke moTpae HEKOe BpeMe, HO, BEpOjaTHO, BO
HapeHUTE TOJAMHH Pa3BOjOT HA ABTOHOMHHUTE BO3MJIA K€ C€ 33jaKHE KaKO MPOrPECUBEH TPECH,T
Ha JIOTUCTHUKATA.

EHTy31ja3MOT 3a aBTOHOMHU KaMUOHH ce 3rojieMyBa Bo TekoT Ha 2020 roauHa, co 3rojeMeH
Opoj Ha eKCIEepTH IITO MPEeIBUIYBAaaT HUBHO NMPUCTUTHYBAKE HA JABHUTE MATHUINTA HACKOPO.
HaBuctuna, ekcreprure BepyBaaT Jeka KaMMOHM Oe3 BOo3auM BO Hekoja (opma peducu
CUTYpHO K€ T'M IOrojaT aBTONATHTE IpeJl LEJOCHO aBTOHOMHM aBTOMOOWMIIM Ja W3JIe3aT Ol
HUBHATa eKCIIEpUMEHTAIHA COCTOj0a 3a J]a CTaHAT CEKOjJHEBHA PEATHOCT.

Crynujarta 3a cooOpakaj ¥ JJOKaluu 3a pabOTHU MecTa OTKPUBA JIeKa HEKOU PETrHOHH CO IToMaja
noOapyBauka Ha paboTHa cuila MOXKar Aa 00e30enaT nogodap mpucTal J10 roJieMUTe Ma3apy 3a
paboTa 3a HUBHUTE JKUTENM IMPEKy paclopelyBamke Ha aBTOMATU3UPAHU BO3MJIA.
ABTOMAaTH3WMpaHUTE BO3WIA K€ CO37a/JaT HOBM paOOTHH MECTa IITO CO TEK Ha BpeMe Ke T'H
3aMeHaT pabOTHHUTE MecTa U3ryOeH! 0]l UMIUIEMEHTHpaHaTa aBToMaTu3anuja. Odez0enyBame
Ha CWJIHA UH(paACTpyKTypa 3a pa3Boj Ha paboTHaTa cujia MOKe Jia T yOJaku HapyllyBambaTa
BO BpabOTEHOCTa U Ja ro 3a0p3a pa3BojoT Ha MoOapyBamaTa 3a BEIITUHUA HA pAOOTHUITUTE IIITO

ke MpHJIoHecaT 3a HOBU BpaOOTyBamba U €KOHOMCKH pacT. (Securing America’s future energy,
2018).

ExOHOMCKHTE U COlMjaTHUTE MPUI0ONBKH HITO MPOU3JIETYBAAT O aBTOMAaTU3NPAHUTE BO3MIIA
BO TEKOT Ha €]lHa TOJIMHA Ha HUBEH IIUPOKO PACIpOCTPAHET pa3Boj, ke T'M HaMalaT TPOIIOIUTE
3a paOOTHHUIMTE HANpPaBEHW BO TEKOT Ha [ENIHOT TIOBEKENCICHUCKH pPa3BoOj Ha
aBTOMATH3UPAHUTE BO3MIIA, JOKOJIKY CE MEpaT BO YUCTO €eKOHOMCKH TepMuHH. [Ipugobuskure
O]l aBTOMATH3WpAHWTE BO3WJIA W aBTOMATHU3WPAHUOT TPAHCIOPT CE€ JOBOJHO TOJIEMH H
OBO3MO’KYBaaT MHBECTUPAE HA COOABETHU PECYPCH BO IMOMOIII Ha 3aCE€THATUTE paOOTHUIIU OJ1
aBTOMAaTHU3UPaHUOT TpaHcnopT (Securing America’s future energy, 2018).
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Hpe}:[HOCTI/ITe H cJ1adocTuTe HA COBPEMECHHUTE JIOTUCTUIKHA TPCHIAOBU U HUBHATA
l'[()TeHIII/Ij aJIHA IPUMEHA BO HalllaTa ApkaBa

Bo nponomkenue Ha TPyIOT, C€ pasriieAyBaaT MPEIHOCTUTE U CIA0OCTHTE HAa COBPEMEHHUTE
TPEHIOBU BO JIOTHCTUKATA CO IEJI Ja C€ COTJIelaaT HUBHUTE CHUIIHU | CJTa0HM CTPaHU M HUBHATA
NOTCHIIMjaJTHa IPUMEHA BO HaIllaTa Jp)KaBa.

[maBHHTE TPEIHOCTH Ha O/NI0KYejH mexHosoeujama ce JACUSHTpAIN3UpaHaTa Mpexa,
TPAHCIAPEHTHOCTA, JOBEPJIMBUOT CUHIIMP, HEIPOMEHJINBATA U HEYHHUILTHBA TexHoJoruja. On
JIpyra CTpaHa, TJIaBHUTE HEJAOCTAaTOLM Ha OBaa TEXHOJOTHja CE€ BHCOKaTa CHEPrercka
3aBHCHOCT, TEHIKHOT MPOLIEC HAa MHTETPallija U BUCOKUTE TPOLIOLHU 32 UMIUIEMEHTALlH]a.

U mokpaj cimabute CTpaHH, TEXHOJIOTHjaTa Ha OJOKYEjH € MPETCTaBHUK HA HEKOJIKY YHUKATHU
NPEJHOCTH, U Ne(UHUTHUBHO € TyKa 3a Ja ocTaHe Ha mazapoT. Ce ymre mmame J0Jdr nar Jo
HETOBO IEJIOCHO Mprdakame U yrnotpeda, HoO MHOTY HHIIYCTPHH CE CIIPaByBaaT CO MPEAHOCTHTE
U HEJOCTATOIMTE Ha OJOKYejH cucremute. HajBepojaTHO BO CIEIHHTE HEKOJKY TOIMHH
KOMIIAHUKMTE M BJIAJHWTE KE& EKCIIEPUMEHTHPaaT CO HOBH aIUIMKAIMK 3a Ja OTKPHjaT KaJe
OJI0KUejH TeXHOJIOTH]jaTa JaBa HajroeMa BpeaHocT (Binance academy, 2020).

HUnmepnemom na Hewmama uMa UCTO TaKa MHOTY MPEJHOCTU MOPaIX KO IITO UMa IUPOKA
npuMeHa jieHec. Tue ce: JIECHUOT MpucTan A0 nHpopManuu (MOXKe J1a ce KOHTPOJIMPA Ype Ui
armapar BO peaJiHO BpEMe KOH LITO € OJ[IaJIeYeH MHOT'Y CTOTHIY KHJIIOMETPH); KOMYHHKAIUjaTa
noMery MoBp3aHUTE ypell CTaHyBa MOJIECHA M TIOTPAHCIIAPEHTHA; TpaHC(epoT Ha JaTa MmakeTu
NpeKy Mpea T HaMallyBa JBeT¢ OWTHH KOMIIOHCHTH, & TOAa CE M BPEMETO M IapHuTe
(TPOIIIOKOT); aBTOMAaTHU3aIMjaTa € JCHEeC MHOTI'Y HEONXoJHa (MHTEPHETOT Ha HelTara ja
CKpaTyBa YOBEUKaTa HHTEPBEHIIMja OJJHOCHO YOBEUKHUOT (aKTOp M ja 3rojieMyBa e(hUKacCHOCTA
Ha YCIIYTHTE).

I'maBuuTe cmaboctu Ha HHTCPHETOT Ha HEIITATA C€ CJICAHUTE: ITIOCTOU I'OJIEM PU3UK 3a IIPOTOK
Ha JOBCPJIMWBU IIOAATOLH U I/IH(i)OpMaHI/II/I Kora €€ KOpHUCTH MpEKaTa KakKO MPEHOCHUK Ha OBUC
noAgarony; mopaanu KOMIUICKCHOCTA Ha MpPEKaTa IITO C€ KOPUCTH, €/ITHA CANHCTBCHA AYyIIKa U
Tpeuika MOXKE a ro Cpymu HeJimoT CUCTEM U CUTC MHBOJIBUPAHU CTpaHU; CO aBTOMaTI/ISaIII/Ij aTta
CC HaMallyBa HOTpe6aTa Ha YOBCYKH (baKTOp OIHOCHO C€ HaMallyBa Bpa6OTeHOCTa nimn ce€
3rojJiceMyBa HeBpa6OTCHOCTa; JCHCUIHHUOT HA4YMWH Ha )XHUBOT € BOJCH O[] TGXHOJ’IOFI/IjaTa Ima Taka

HHE Ha €/IcH HAYWH CMe WK MMOBEKe MOCTaHyBaMe 3aBUCHU O] TEXHOJIOTHjaTa M 3a HajMallu
padotu (Readwrite, 2020).

ColupameTo, 00paboTKaTa Ha coemume NOOAMoOYU U AHAIU3AMA HA NOOamoyume BO PeaHo
BpeMe UM Hy/IU Ha KOPHUCHUIIUTE HEBepojaTHU NpuaoOouBkH. Co rojieMl CeTOBU Ha MOAATOLIH,
Ha TpUMep, KOMIIAHWHTE 32 aHajh3a Ha IMOJATOIM BO PEaHO BpeMe OBO3MOXKyBaaT Op30
OTKpUBamh€ Ha aHOMAJIMM, KaKO IITO C€ IPEeIIKM WIM u3Mama. Toa e 3HadaeH oa0paHOeH
MeXaHU3aM CO KOj C€ OCHTypyBa OpraHHu3aIfjaTa JeKa MOXKe J1a 3aIITHTH O] TYOeHe Ha KITyYHH
(MHAHCUCKYU MOJATOIM WM 3aIITUTEHU U JIOBEPJIMBU MH(OPMAIMK; aHAJIM3aTa HA MOAATOLHN
BO peaJiHO BpeMe, UCTO TaKa, UM OBO3MOXKYBa Ha JIeJIOBHUTE Cy0jeKTH Ja KpeupaaT epeKTUBHU
CTpaTeruu MmTo He Oea MOXHM BO MHHATOTO. [lomarouure 3a mponaxOaTa, TPEHIOBUTE BO
WHIYCTpHjaTa ¥ WHIUKATOPHTE Ha IMa3apoT MOXAT Ja UM MOMOTHAT Ha OpPraHWU3alUUTE H
KOMIIAaHUUTE Jla C€ H3]BOjaT OJf HHUBHUTE KOHKYPEHTH CO MOA0oOpo pa3Oupame Ha
OJTHECYBAHETO Ha KIMEHTUTE M TPOU3BOIUTE M YCIYTUTE IITO TH MPETIOYNTAAT; BOOPYKEHH
CO OBHE IOJAaTOLM, KOMIIAHUUTE MCTO Taka MOXAaT Ja To MoJo0par CBOETO paboTeme BO
o0nacTu Kako IITO € ychayrata 3a kiaueHTH. Konky moBeke uHpopMmanuu coOupa eaHa
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opraHu3zalija UM KOMIIaHHWja 3a BKYCOBUTE M NMpePepeHIIMUTE HA KOPUCHUKOT, TOJIKY TIOBEKE
€ MOYKHO TEXHOJIOTHHTE 3a TOJIEMH TOAATOIM M aHaJIM3a Ha MOJATOLM J1a TH MPETBOPAT THE
uH(pOpMAINUU BO PEATHOCT OJHOCHO Ja I'M IPUMEHAT 3a Jja CO3/1alaT UCKYCTBa LITO ce IoBeKe
OJIrOBOPHU M TOYHU OJ1 KOTa U J1a OMIIO OPaHo.

Bo uHAycTpuuTe Kako HITO € 3[paBCTBEHATa 3allTHTA, HA MMPHMEp, aHAIMW3aTa Ha TOJEMH
HOJIATOLIM BO PEAIIHO BpEME OBO3MOXYBA Jia CE MMOJI00paT U cracaT )KMBOTUTE Ha MAI[CHTHTE
IpeKy coOMpame M aHaliW3a Ha BHUTAJIHUTE 3IPaBCTBCHH HH(pOpMaIluH. EJeKTpoHCKHTE
3IPaBCTBEHHU JIOCUEja, 3aCHO CO IMOJATOIMTE COOpaHH OJl 3APABCTBEHHM IOMaraja IITO Ce
HOCaT, OBO3MOJKYBAar Jia Ce CIpeyaT CMPTOHOCHU OOJHUYKK MHGEKIMU WK Ja ce 00e30enu
HETPaBUIIHO JICKYBamkbe Ha MaiueHT. M mokpaj 3arpmkeHocta 3a MPUBaTHOCTA U OTPOMHATA
KOJIMYMHA Ha JIMYHU MOJATOLM IITO MOXE Jia TH cobepe 3IpaBCTBeHA OpraHusaimja, GakToT
JieKa TOJIEMHTE IIOJIaTOIM M aHajiM3aTa Ha IOJATOIMTE OBO3MOXKYBaaT Ja ce clpeyar
KaTacTpodaaHu HECPEKHU | J1a Ce cracaT KUBOTH, IIPETCTaByBa CEKAKO €IHA rojieMa MPEITHOCT
U CHJIHA CTpaHa 3a KopucHuimte Ha oBue Tperaosu (Ciklum, 2019).

Cekako Jieka rojleMHTe IMOAATONH M aHAJIM3aTa Ha MOJATOLUTEe UMAaT M CBOM CJIabW CTpaHH.
HiMeHo, nako rojieMUTe MOJATOIM HYyIAT HEBEPOjaTeH MOTEHIMjall 3a TpaHchopMmaluja Ha
JKUBOTHUTC U JCJIOBHUTC aKTUBHOCTU IUPYM CBCTOT, TOA HE € 0e3 MMpCaAn3BULIN. .HOFI/ICTI/I‘-IKI/I,
KOMITAHUUTE KOM CaKaaT Jia PacropeiaT rojeMH MOoJaToi Mopa Jia IO MPEHCIUTaaTr HeTHoT
CBOj MpHUCTAl KOH COOWpame IMOAaToIM. AHaiW3aTa BO pEaTHO BpeMe Oapa IMOCTOjaHO
cOOMpame IMOJAaTON OTKOJIKY IEPHOAMYHO COOMpame, MTO Oapa TOoJeMH MPOMEHU BO
ACJIOBHUTEC CTPATCIMU U SHAYUTCIIHO BJIOXKYBALC IIAPU.

M co nen na ce M3BpLIM aHAJIM3a BO PEAJHO BpPEME, KOMIAHMUTE HE MOXKAaT €IHOCTABHO Jia
3aBHCAT caMo 0J1 COYTBEPOT, TYKY THE MOpa Jia aHra)XKUpaaT Hay4dHHUIH 33 [IOAATOLH, EKCIIEPTH
3a BU3yeIM3all{ja Ha TOJIEMH IMOJATOIM MU JPYrH CPOAHU MPO(ECHOHAIIM 3a aHAIN3a HA
NOJATOIM 32 Jla UMaaT CMHUCia WHGOpPMAIMUTE HITO C€ aHAJIW3MPAaT, IITO JOMOJHUTEIHO
BJIMjae Ha TPOLIOLUTE Ha KOMITaHHUjaTa.

be3 amatku winm npodecnoHaneH Kagap 3a MPaBWIIHO CIIPaByBame CO YIPABYBAHETO CO
noJaTonuTe, KOMIIAaHUjaTa MOXe Jja Ou/ie 3arpo3eHa U O] MpaBeH acmnekT. biaromapenue Ha
3aKOHCKAaTa peryiaTuBa, Kako mro e OmmTara peryiaTiBa 3a 3allTHTa Ha IOAATOIUTE Ha
EBponckara ynuja (GDPR), Ge30emHocta um mpuBaTHOCTa Ha JIMYHUTE HH(OpManuu u
NOJATOLUTE CE 3HAYUTEIHO 3alITUTEHW Ha Koja Owio JenoBHa akTuBHOCT. IlorpemrHo
NPUKAKYBake UM MpUOHpame U 00paboTKa Ha MOAATOLM MOXKE Ja PE3yJITUPa CO CEPHUO3HU
Ka3HU KOM MOKaT MHOTY Jia BiIHjaat Ha mpoduradbmiHocta Ha kommanujara (Ciklum, 2019).

Enna oy rmaBHUTE IPETHOCTH HA ABMOHOMHUME 803ULA U ABMOMAMUZUPAHUOM MPAHCNOPM. €
Jileka He TOCTOM YOBEeYKa Tpellika IITO BO HajroseM Opoj O] ciydyaeBHTE € MpUYMHA 32
cooOpakajuute Hecpeku. OBa 3HauM MOMAJIKYy COOOpakajHU HECPEKHM M CMPTHHU CIy4acBH.
[TonaraMy, He TTOCTOM HEPBO3HO M HEJOIMYHO HEOATOBOPHO OJHECYBamkE BO cO0OpakajoT 6e3
pa3iuKa Ha JUCTaHIaTa MPH TPAHCIOPTOT, TOKMY IOPAJAM TOA LITO KOMITJyTEpUTE C€ THE KOU
ro KOHTPOJUPAAT aBTOMATU3UPAHUOT TPAHCIIOPT, a HE YOBEKOT OJHOCHO Bo3auoT. Mcro Taka,
Ce MCKJIyYyBa Kako 3aKaHa IMHEHETO Ha alIKOXOJI 32 BpeMe Ha TPAaHCIOPTOT Of CTpaHa Ha
BO3aUUTe IITO € MCTO Taka TrojieMa NpHYMHA 3a cooOpakajHMTE He3roau. TpomokoT 3a
OCUTYpYBameTO ke Oujie MOHU30K cO orjiel Ha (akTOT JeKa PU3UKOT ke Ouje MpeHeceH Ha
BO3WJIOTO OTKOJKY Ha YOBEKOT HITO IO BO3U a TOA € TOa KAaK0 BAXHO 33 TPAHCIIOPTHHUTE U
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JIOTUCTUYKUTC KOMIIAHHUU U MPCTCTAByBa IOJICMa HpI/IIIOGI/IBKa BO 06I/II[OT 34 HaMaJIyBamkC Ha
TPOIIOIUTE U 3Tr0JIEMYBAKC HA IIPUXOJUTE.

Cnabute cTpaHM Ha aBTOMATH3UPAaHUTE BO3MJIA CEKAaKO JIeKa HE C€ UCKIYYEHHU M CIIeJaT BO
npuior. IIoTeHnrjanoT 3a Xakepcky Haraj Bp3 aBTOMAaTU3UPAHUTE BO3WIIA € JI0CTa BHCOK CO
OrJie]] HAa TOA IITO MPHU BaKOB €JICH HAIaj MOCTOM BEPOjaTHOCT Jia ce MpoOUEe CUCTEMOT U
BO3WJIOTO Jla Oujie ynpaByBaHO O]l CTpaHa Ha XaKepHUTe, HO MCTO TaKa /1a ce JJ03HAae U LIeJIOCHATa
pyTa Ha BO3WIOTO, JIOKAIMUTE KOW T'M MOMHUHAIO UTH. ['yOemeTo Ha pabOTHHTE MecTa Ha
BO3aUUTE € UCTO TaKa eIHa royieMa caadocT Ha OBOj TPEH/I IITO CEKaKo BIIHMjae Ha CTalKaTa Ha
HEBpaOOTEHOCT U Ha €KOHOMHjaTa BO IEJIOCT. TpaHCHIOPTOT MPEKy aBTOMATH3UPAHUTE BO3UIIA
C¢ YIITE HE € TIOTOJICH MPH JIOIIA BPEMEHCKH YCJIOBU. BO BpeMe Ha CHITHU CHEXHU BPHEXKH,
CCH30PHTE 3a MAPKUHT ¥ KaMEpHUTE HE pabdoTaT Mopajy JIolaTa KOHEKI[Mja MITO € UCTO TakKa
€/IHa O]l TJIABHUTE c1a00CTH Ha OBOj TPEH/ BO JorucTukara. Hoa matHa undpactpykrypa ke
Tpeba ce MoBeKe J1a ce TPajy O I1e1 aBTOMAaTH3UPAHUTE BO3MJIA J1a MOYXKAT ITOJIECHO JIa TO BpIIaT
TPaHCIIOPTOT IITO € ToJieMa CTaBKa Ha TPOIIOK Bo exHa ekonomuja (ITS Digest, 2018).

Hueumanuzayujama na 1oeucmuykama uHOyCmpuja iMa HeKOJIKY MPEAHOCTH U caboCTH, a BO
IMPUJIOT aBTOPOT C€ OCBPHYBA HA UCTUTC. EI[Ha O OCHOBHHMTC NPCAHOCTH Ha I[I/IFI/ITaJII/I3aIII/IjaTa
€ KOMIapaTWBHATAa MPEAHOCT INTO ja JA00MBaaT OHHWE KOMIAHUU KOW TO KOPHCTAT OBOj
JIOTHCTUYKH TPEHJT BO OJIHOC Ha CBOMTE KOHKYPEHTH Ha 1a3apot. Cure miadopMu 3a KyyBame
Ha TMPOU3BOJU U HYJCHE Ha YCIYTH KaKO TPAHCIIOPTHH TaKa U JOTMCTHYKH CE HAIPABCHU Ja
3alITeaT BpEME M Mapy U 3a KyIIyBauuTe M 3a MPOJaBauYUTE a CEKAKO OHUE MPOaBavu KOH ja
KOpHUCTAT AUTHTATU3AIMjaTa CE€ BO MOMOBIHA MMO3UIIM]ja 33 pa3jiiKa O]l OHHE KOU HE ja UMaaT
ceylITe HMILIEMEHTUpaHo. MHTerpamuja W momoOpyBame Ha IEIOCHUOT CHHIIUP Ha
CHa0IyBabe O MOYETOK JI0 KPaj € CEKaKo YIITE eIHA O] MPEAHOCTUTE Ha TUTHTaIH3aldjarTa.
Hcro Taka aururanu3aimjaTa NpuIoHECYBa BO HAMATyBambETO Ha TPOIIOIMTE 32 IIPOU3BOJICTBO
U 3rOJIEMYBambeTO Ha MPO(UTAOMIHOCTa HAa KOMITAHUHMTE M 3TOJIEMYBAaWmETO HAa PacToOT Ha
€KOHOMH]aTa.

['maBHaTa crnaboCT Ha AWTUTAIW3aIMjaTa € HEJ3MHUOT BHCOK TPOIIOK 332 WMIUIEMEHTAIIH]a.
Hako e BO3MOXHO JUTUTATH3AIMjaTa J1a Ce UMIJIEMEHTHPA YeKOP MO0 YeKOP OJJHOCHO CETMEHT
10 CErMEHT, CeMak IEeJOKYITHHOT TPOIIOK HE € HEe3aHEeMapiHMB BOOMIITO. PU3MKOT 3a
3aCTapeHOCT Ha CUCTEMHTE € YIITe e/IHa ClladoCT Kaj OBOj TPEHI BO JIOTMCTUKaTa. bp3umor
pa3Boj Ha TEXHOJIOTHjaTa ¥ MPOHAOTak-ETO HA HOBU MHBEHTHMBHH CHUCTEMHU CEKOJIHEBHO BO
MOJIETO Ha TUTHTANU3alljaTa MOXe Jla 3Hauu Habp30 3acTapyBame Ha COPTBEPUTE 3a KOU IIITO
KOMITAaHUUTE TTOTPOIIHIIE MHOTY CPEJICTBA JIa TH KYIIaT a TUE €HOCTAaBHO 10 HEKOJIKY MECEeI!
3acTapyBaar He T clieJ]aT TeXHOJOIIKUTE MPOMEHH U €JHOCTABHO HE C€ KOHKYPEHTHH BO
ojHOC Ha HOBHTE nipoHajaouu (Bossard, 2018).

Asmomamuzupanama pobomuka Ha Ma2ayuHCKOmo pabomerbe UMa HEKOJKY TPETHOCTH.
[TonecHo nnanupame U paboTa 6e3 mays3a € OHa HITO € IPEJHOCT JOKOJIKY C€ HKOPUCTYBA OBO)
TPEH]I BO JIoTUCTHKATA. [lo/ieka Ha BpaOOTEHUTE BO MaralfiHCKOTO PabOTEHEe UM € HEOITXOJHA
nmay3a BO TEKOT Ha paboTemeTo M OJMOp 3a pydeK, Toa He € ciiyyaj kaj poborure. Tue
HEIPECTaHO MOXKe J1a paboTaT MOBEeKe CMEHH, HEMPEUYeHO U 0e3 may3a BO TEKOT Ha pabOTHOTO
Bpeme. [Tomanky nmoBpeau Ha pabOTHOTO MECTO € UCTO TaKa MPUIOOMBKA Kaj KOMIIAHHUHUTE KOU
KOPUCTAT aBTOMAaTU3MpaHa POOOTHKA BO MAaralfiHCKOTO PabOTHE CO 3IMXH HA MPOU3BOJIH.
Jloneka BpabOTEHUTE MOXKAT YCIOBHO JIECHO Jla ce MOBpenaT Ha pabOTHOTO MECTO MOpaau
HEBHMMAaHUE W HEJOBOJHA TPHXKa TOa HE € CiIy4yaj co podotute. Tue co MoMOII Ha CEH30pH
0J10eTHyBaaT OMJIO KaKOB KOHTAaKT CO JAPYrd poOoTH, uiau objektH. OBaa mpuI0O0MBKA TH
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CBeyBa HA MUHMMYM IIIAHCUTE 32 TEIIKH MTOBPEIX Ha paOOTHOTO MECTO IITO € HEPETKA MojaBa
Kaj JIyF'eTO ¥ BJIMjae Ha HUBHATa 0€30eHOCT Mpu paboTa 1 HUBHOTO 3/IpaBje.

Enna ox rnaBHWTE HETaTMBHOCTH Kaj aBTOMATHU3MpaHaTa pOOOTHKA HA MaralMHCKOTO
paboTeme e ucra co OHaa Kaj aBTOHOMHHTE BO3WJIA 32 TPAHCIIOPT a TOoa € JIeKa I'M 3arpo3yBa
pabOTHUTE MeECTa Ha JYIeTO OJHOCHO T'M HaMaiyBa paOOTHUTE IMO3UIMH a CO TOA U CE
3roiemMyBa HeBpaboTeHocTa. HeoBomHa agantupanoct Ha poOOTHTE OJHOCHO HEMOKHOCTA 3a
KPUTUYKO DPa3MUCITYBamke W pellaBambe Ha HOBOHACTAHATH MPOOJIEMHM BO MaraluHCKOTO
paboTeme € UCTO Taka cIaboCT Kaj OBOj JIOTUCTHYKH TpeHA. PoOOTHTE MOXKaT Ja TH cienat
caMO KOMaHJIUTe KOHM C€ MPOrpaMUpaHd W KOW YIpaByBaaT CO HUB INTO HE € CIy4aj CO
4OBEUKHOT (pakrop. Tpomronure 3a UMIIIEMEHTaIMja HAa POOOTHMKAaTa BO MAaralMHCKOTO
paboTeme He ce 3aHeMapyBadKku Kaj padoromasiuTe. OcBeH HabaBKaTa Ha POOOTHTE MOCTOjaT
TPOIIIOLM 32 HUBHO OJIP’KYBam-¢ KOM MCTO TaKa Ce rojieMa CTaBKa Ha pacxojHaTa ctpaHa (Flock
freight, 2017).

Jlen ox coBpeMeHUTE JOIMCTUYKH TPEHJI0BU KOU LITO C€ ONMILAHK BO TPYIOT U KO ILITO ce
aKTyeJIHU BO pa3BUEHMTE JIP>KaBU (EKOHOMHUH) C€ €€ YUITE JajieKy OJ MpHUMEHa BO HallaTa
npxapa. Cenak, HEKOM OJf HUB MMaar JedyMHa IpHMeHa Kaj Hac Kako IITO €, TPEHJOT BO
JIOTUCTHKATA MO3HAT KAKO MHTEPHETOT HA HEUITaTa Haora JellyMHa IIpUMEHa O] CTpaHa Ha
HEKOM JIOTUCTUYKU KOMIIAHUM BO JIEJOT Ha CIEJCHETO Ha MIPATKUTE BO PEATHO BpeMe MPEKyY
CeIUjaTH3UPaHu COPTBEPCKU PeIIcHU]a.

[TpuMenara Ha rojeMuTe NOJATOLM U aHAIM3aTa HA OJATOLMTE UCTO TaKa MOXKE Ja CE KaKe
JileKa € MHOT'Y MaJIKy MCKOpPHMCTEHa HO CelakK Haofa HeKakBa IPUMEHa O] CTpaHa Ha HEKOM
MeT'yHapOJHH KOMITAaHUH IIPUCYTHH Kaj Hac BO JEJIOT Ha MpuOupame n 00paboTKa Ha MTOAATON
3a HAaIlIMOT Na3ap, IPOU3BOJUTE UTH. HO MOBTOPHO, TOA € MHOT'Y Majla HCKOPUCTEHOCT Ha OBO]
JIOTUCTUYKH TPEHI.

OcraHatute JIOTUCTUYKM TPEHAOBU Kako OJIOKY€JH TEXHOJOrujaTa, aBTOMaTH3MpaHaTa
pOOOTHKA HAa MaralMHCKOTO pa0OTeme BO CHHLIMPOT Ha CHaOJyBame KaKO M aBTOHOMHHOT
NAaTHUYKKU TPAHCIIOPT CE€ C€ YILITE JajeKy 3a HaIIUTe CTaHAapAM Ipen ce OUIejKU CUTE OBUE
nobapyBaar OrpOMHA HHBECTHUIIMja 32 HUBHO UMIUIEMEHTUPAKE U O/IP)KYBabE.

3akiay4ox

[lemokyrmHaTa €KOHOMCKa CHUTYyallMja BO €IHa JAp)kaBa ce pa3bupa Jeka WMa yIeda BO
MMIUIEMEHTAIjaTa Ha HOBH TEXHOJIOTHH U TPEHIOBU KaKO BO JJOTUCTHUKOTO paboTeme Taka U
BO OCTaHaTH JEJHOCTU. Bo 3emjuTe BO pa3BOj Kako INTO € CIy4ajoT CO HamaTa JpkaBa,
KOMIIAaHUUTE C¢ YIITe HE C€ 3aMHTEepPECHpaHU Ja HMHBECTHpPAaT BO HOBU TPEHIIOBH BO
JIOTUCTHYKOTO pabOTeme Mpel ¢¢ MOpaay BUCOKUTE TPOIIOIM 332 HUBHA UMIUIEMEHTAIH]ja U
onpxyBame. Cemnak, paboTute ogaT KOH MOA00pO, HEKOM OF JOTUCTHYKHTE KOMIIAHUHU
MPUCYTHH BO HAIlaTa JpKaBa T CJIeIaT aKTYSIIHOCTUTE BO CBETOT BO TOTJIE]] Ha JIOTHCTUKATA
U JISIIyMHO 'Y IPUMEHYBaaT HEKOH O] TPEHIOBUTE KOH IIITO CE XUT ITUPYM CBETOT (MHTEPHETOT
Ha HellTaTa, MPUMEHATa Ha TOJIEMUTE TIOJIATOIH M aHAJIN3aTa Ha IMOJaTOIUTE).

AHanu3upaHUTe COBPEMEHHM TPEHJIOBM BO JIOTMCTUKATa BO OBOj TPYJA €€ IOBEKe Haoraar
IprUMeHa Kaj MOKHUTE CO KalluTall KOPIIOPAIMK BO Pa3BUEHUTE 3€MjH U CE MOBEKE Ce MHBECTUPA
BO HUBHA MPpUME€HA HO U JOIOJHUTCIICH pa3Boj 1 MHOBATHUBHOCT Ha HOBU pemeHHja KOH Ke To
OJIECHAT JIOTUCTUYKOTO paboTeme BO HAHNHA.
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DIGITAL MARKETING AND ITS IMPORTANCE DURING THE PANDEMIC

Natasha Miteva'; Dushica Popova 2; Aco Kuzelov®

Abstract

Marketing plays enormous role in every competitive business, every day of its operation. The
economic crisis and world pandemic situation we are facing nowadays have strengthened its
impact on companies, customers and sales. Furthermore, it became a desperate need for
survival for the businesses, no matter how big or small. This paper outlines the importance of
digital marketing and the effect on audience, presence, sale, growth, and employment. It gives
an in depth understanding of how with the use of digital marketing tactics, the businesses can
sustain and grow their customer relationship, earn loyalty, and create sustainable image.
Taking all these steps towards success, at the same time benefiting from low cost and time wise
strategies, businesses are learning, implementing and using each possible aspect of digital
marketing in order to succeed during the difficult situation they are facing today.

Key Words: marketing, digital marketing, growth, pandemic, business, customers
JEL classification: M31

Introduction

Marketing and its practices have been part of the business operations for decades. For the last
several years marketing activities gained even more attention especially by small and medium
enterprises, realizing its impact on customers and sales. Due to the Covid-19 pandemic, today
we are living and operating in an unknown and unpredictable environment. People are working
from home and shifting all their activities online. This new situation has forced the businesses
to examine marketing activities thoroughly and practice digital marketing. Digital marketing,
also known as e-marketing, has been present for the last 30 years with the invention of WWW.
It has gained the most attention during world’s pandemic situation, since it is perceived as the
most cost-effective practices for customer attraction and business sustainability.

History and evolution

Digital marketing in base is defined as marketing activities practiced through digital tools. For,
its history of development and evolution is tightly connected with the history and evolution of
technology. As a term, digital marketing first emerges in 1990s with the welcoming of
widespread Internet and the invention of World Wide Web by Sir Tim Berners-Lee #. During
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same year the first search engine Archie was launched, but at that time marketers weren’t so
opened for the use of digital marketing practices given the uncertainty of whether their
strategies will work and unawareness of its use in general. However, already in 1993, the first
clickable web-ad banners went live and marked the digital era in marketing. The following year
was marked with the first e-commerce transaction over Netmarket! and the launch of Yahoo!.
This year also happened one of the most important inventions in digital era that has a great
impact on the digital marketing practices. It was the invention of Cookies, a little data files
stored to an Internet users’ computer while going through a website reliable for remembering
stateful information?. The first cookie was designed to record user habits. In 1996 several
smaller search engines went live such as HotBot, Alexa and LookSmart, and in 1997 the first
social media site, SixDegrees.com, was launched. Some important milestones for the entire
technology industry happened in 1998. That year Google was born, MSN was launched by
Microsoft, and Yahoo! web search was launched by Yahoo!. The Dotcom bubble burst in 2000
slowed down some hopes into the digital marketing era causing some of the smaller search
engines to be wiped out. The same year SixDegrees.com was shutdown. In 2001 the first mobile
marketing campaign Universal Music was born, and in 2002 LinkedIn® was launched. MySpace,
another successful social network, was launched in 2003 and WordPress was released. Next
year, Google launched Gmail and went public, and Facebook went live. Podcasting, a way of
audio distributing files through Internet*, also became part of the digital era in 2004. The launch
of YouTube, still popular online video-sharing platform, happened in 2005 and only one year
later Google acquired it under its business subsidiaries for $1.65 billion. During 2006 Microsoft
launched MS Live Search, Twitter was launched and the first split testing® in marketing was
conducted. This year was memorable for Amazon too, which was one of the companies who
lost more than 90% of its value during the Dotcom bubble burst®, because its e-commerce sales
cross $10 billion. In 2007 the #hashtag’, an idea invented by Chris Messina for participation in
global conversation, arrived on Twitter and started reshaping communications on social media.
Same year, Tumblr® and iPhone® were launched, a web-streaming service Hulu was established,
and Facebook unveiled the Facebook Ads. Not so long in this digital era, in 2008, China
overtook US in number of internet-users. Also, this year Spotify'® was launched, and Groupon®*
went live. That same year Android, a mobile operating system, was launched by Google. In
2009, Google launched Instant for real-time search engine results, but its Affiliate network was
shut down. The year of 2010 marks the launches of many social networks, such as Pinterest'?,
WhatsApp*2, and Instagram®®. Same year, Google Buzz*® was launched too, but it lasted only a

L an online marketplace, https://www.netmarket.com/

2 https://www.cato.org/

3 Social network specifically designed to connect career and business professionals (www.linkedin.com)

4 https://www.sheffield.ac.uk

5 Creating two distinct versions of the same web page in order to test and analyze with one is more effective (Rob
Stokes, eMarketing p 122)

6 https://www.cnbc.com/

" a hash symbol as a type of metadata used by users to apply dynamic, user-generated tagging that helps other
users easily find messages with a specific theme or content, https://www.cnbc.com/

8 microblogging and social networking website https://www.tumblr.com/

% a smartphone made by Apple, https://www.computerhope.com/

10 Audio streaming and media services provider, www.spotify.com

11 Offer of coupons, cashback on purchases and group deals to customers, www.investopedia.com

12 Image sharing and social media service that enables saving and discovery of information on the World Wide
Web using images and animated GIFs and videos, in the form of pinboards, https://www.pinterest.com/

13 A messaging app that lets users text, chat, and share media, including voice messages and video, with individuals
or groups, https://www.pcmag.com/

14 Instagram is a free photo and video sharing app, www.instagram.com

15 Microblogging and messaging tool, https://gizmodo.com
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year. Another important milestone in the digital era for the users was 2011 when the web-use
overtook figures for TV viewership among youth. It is the same year when Snapchat was
launched, a multimedia messaging app by Snap Inc.t. That year Google launched Google+?2 and
Google Panda?®, and Facebook messenger was offered as a separate app. Moreover, Apple took
a step forward and included Siri, a voice assistant, in its newest iPhone 4 launch. All these
technological changes encourage a social media budget increase of 64% in 2012. During that
year Google made launch of its Knowledge Graph, and Facebook acquired Instagram for
$1billion. One of the most popular social networking apps, Instagram, started selling ads in
2013, and LinkedIn launched sponsored content. That same year Yahoo! acquired Timblr. In
2014 Facebook acquired WhatsApp, launched its Look Back and started tailoring ads on
LinkedIn and iWatch. The sale of ads continued among other social network applications, and
Snapchat started with this process in 2014. Facebook increased its business subsidiaries
acquiring WhatsApp for $16billion. In 2015 among the most important technological
evolutions are the launches of Discover feature by Snapchat, Echo Home voice assistant called
Alexa by Amazon, periscope live streaming by Twitter, and Meercat live streaming. Same year,
Pinterest started selling ads too. Social media platforms continue with its innovations and in
2016 Facebook introduced Live and Instagram its Stories. Google entered the voice assistant
launches with its Home voice assistant. Users of Instagram platform raised their voice about
the short time available for Feed video sharing, and as a result IGTV was born in 2018, allowing
users to upload a video up to 15 minutes from mobile and 60 minutes from the web*. By 2019
voice assistants were dominant estimating that 27% of all searches are done by voice (Monappa,
2020; VentureMotion, 2020).

This process of evolution and innovation in the technological world didn’t happen as a result
of the pandemic which we face during 2020, even thought it was impacted by. For that, it is a
one that will not be stopped anytime soon, and everyone has to take an opportunity of it.

Definition of Digital Marketing

To understand digital marketing, one must first understand the marketing itself; its
fundamentals, objectives, purpose, and intentions. The “father of marketing”, Dr Philip Kotler,
defines it as “Marketing is that function of the organization that can keep in constant touch with
the organization’s consumers, read their needs, develop products that meet these needs, and
build a programme of communications to express the organization’s purposes” °. Simply stated,
marketing is everything a company can do in order to get its product and/or service to the
customer. To do so, traditional marketing uses different channels and media such as magazines,
flyers and brochures, radio, TV ads, billboards, and newspaper. The point of using those
channels is to get to the customer, satisfy a need, keep the customer and stimulate sales.

Literature wise, digital marketing is not different than the traditional marketing. For its
purposes, it uses digital communication tools, but it goes beyond traditional marketing, and
doesn’t just create and satisfy a demand. It drives that creation and with the use of new and
innovative ways it satisfies the demand. As it has been noted in the previous section, the key

! https://www.pocket-lint.com/

2 Social network by Google, https://whatis.techtarget.com

3 An algorithm to reward high-quality websites and diminish the presence of low-quality websites in Google’s
organic search engine results, https://moz.com

4 https://sproutsocial.com/insights/instagram-tv/

5 Kottler and Levy, 1969 p 15
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ingredient to the success of digital marketing is the Internet, an interactive medium which
allows exchange of value for both parties. The Internet in the process of digital marketing is not
just another marketing channel, it is the place where the complete marketing scope has been
practiced. Moreover, it is a new environment in which marketing and business principles can
be build (Jones et al., 2011).

Given the availability of information in the digital era, people are not passive customers. They
have more choice, influence, and power. As a result, businesses offer new products and/or
services, practise new ways of selling, and enter new markets. In order to start and succeed in
the process of digital marketing practices, businesses must first define their business and
marketing strategy. This involves getting to know its environment, business, customers and
competition. Since it is built on the traditional marketing, the digital marketing strategy can
then be set, putting the customer at the core of all decisions. To stay focused and keep up with
the changes, businesses that practice digital marketing must include continuous market
research. As a conclusion, the foundation of successful digital assets is built on research,
planning and strategy.

Advantages

Digital marketing is practiced through digital tools, mostly with Internet, and the availability of
immediate data is the most powerful advantage. It gives businesses the opportunity to track
traffic driving campaigns and use the information to measure results, reports on campaigns and
target marketing more effectively. Moreover, businesses can use the data to test its marketing
efforts and improve them. The data can be used to understand the customers, their behavior,
and how a business might influence that behavior (Ryan, 2010).

Another marketing practice that can be used even more is the CRM, Customer Relationship
Management. After adopting it as an ongoing strategy to build loyalty and long-term
relationship, digital marketing tactics that can be used for CRM are email marketing, online
advertising, affiliate marketing, effective web development and design, social media marketing,
and search engine optimization and search advertising that start with the customer intent. As
one of the most useful tactics of digital marketing for the CRM is the effective analytics (Stokes
& Minds of Quirk, 2015).

It is important to note that digital marketing allows easy and fast data tracking, meaning,
businesses have real-time data for decision-making increasing the probability of making the
best choice for the business. The possibility to track, analyze and optimize the business
performance are the greatest advantages of digital marketing practices. What business operators
look for when going through the tracking data are: impression, interaction, click, and action.

Change in digital data usage before and during COVID 19

COVID-19, an infectious disease caused by the coronavirus, SARS-CoV-2, was first detected
on 31 December 2019 by the WHO?!. Almost immediately, it affected all joints of life
throughout the world. With the implementation of social distancing, various businesses were
impacted too. Great number of employees were asked to work from home, and almost all people
shifted their day-to-day activities online. To sustain, businesses engaged in using technology,
thus using the digital marketing now more than ever.

1 www.who.int
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This has been proven with the data reports that several world companies issue on a continuous
time frame. Table 1 bellow summarizes some of the important data presented in the reports of
DataReportal®.

Table 1: Digital data use

2018 2019 2020 2020 2020
(January) (April) (July)
Total population 7,593 7,676 7,75 7,77 7,79
Internet users 4,021 4,388 4,54 4,57 4,57
Active social media 3,196 3,484 3,80 3,81 3,96
users
Unique mobile users 5,135 5,112 5,19 5,16 5,15
Active mobile social 2,958 | 3,256 3,80 / /
users

*numbers are in billions
Source: adjusted from the reports by Hootsuite & We Are Social, retrieved from
https://datareportal.com/

Looking at the data reports of DataReportal presented in Table 1, the number of internet users
increases continuously during the last several years. In April 2020 the world faced big jumps
in digital activity. Mostly these changes were detected among countries with strictest COVID-
19 lockdowns. There has been significant increase in social media use, accelerating adoption
of ecommerce, increased time spent playing video games and watching e-sports, and some
unexpected opportunities for digital advertisers.

According to the data form DataReportal reports, people during coronavirus lockdowns spend
more time on their digital devices. More precisely, from 31% of March to 2" of April 2020
people increased their time spent by 76% on their smartphone or mobile phone, 45% on laptop
computer, 32% on desktop computer, 22% on tablet device, 6,3% on smart watch, 17% on
games console, 34% on smart TV or media streaming device, and 11% on smart speaker 2.
Looking closely into the data, people reported increase of 47% on social media usage, 46% on
messenger services, 36% on mobile apps, 57% on watching shows and films on streaming
services, and 39% on listening music streaming services. Due to the COVID-19 situation,
people reported significant changes in media habits too, such as increased time of 35% watching
news coverage, 23% using social media, 19% more TV on broadcast television channels, and
24% on messenger services.

One of the most popular apps, Twitter, has further analyzed its users data and offered an
audience overview for the potential number of people that marketers can reach using adverts
on its app. According to the data, 386 billion of people can be reached with adverts on twitter,
of which 6,4% aged 13+, 39% female and 61% male. Facebook also published on its self-
service ad tools that as of April 2020, 2 billion people can be reached by advertisers, assuming
all of them are aged 13+ as the platform requires. Furthermore, from December 2019 to March

! DataReportal.com uses data from a wide variety of sources such as market research agencies, internet and social
media companies, governments and public bodies, news media, journalists, and our own proprietary analysis,
https://datareportal.com/about

2The numbers are from findings of a survey of internet users aged 16 to 64 in select countries,
www.datareportal.com
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2020, additional 76 million people saw adverts on Facebook, and more than 3,5 billion
additional clicks were noted.

As every business wants to hear customers opinion, GlobalWebIndex went further and did a
research on whether the brands should advertise as normal despite the Coronavirus outbreak,
and 51% of the surveyed approved it. It is important for the businesses to know that people
don’t expect brands to stop advertising now, but they must be careful how they do it. People
now more than ever expect empathy and compassion, and their focus should be on solving
problems rather than selling products and/or services.

Another important change that marketers should know is the shift on mobile internet use.
During the first three months of 2020 there was an increase by 20% in the amount of time
people spent using mobile devices, compared to the same period in 2019. In April 2020, 92%
of the total internet users were mobile internet users, and the average daily time spend using the
internet on mobile devices was 3 hours and 24 minutes.

The change in data is no different when analyzing e-commerce during the lockdowns. From the
internet users surveyed by GlobalWeblndex, half of them reported spending more time on
online shopping at the beginning of April 2020. Currently, the leading country is China with
the highest rates of e-commerce adoption.

An important issue for marketers to keep in mind when using digital marketing tactics is the
use of personal data. According to the research, 64% of internet users between ages of 16 and
64 are concerned about misuse of their personal data.

ReportalData continues with its collaboration with their thrusted third parties and analyze the
collected data for the world digital activities. Their latest report dated July 2020 does not differs
from the one in April 2020. As Internet usage continues to grow and people spend more time
on their mobile devices, their search behaviors are evolving. Nowadays people are using voice
search and image recognition services, which are an important tool for the e-commerce with
particular value for brands. Another significant change in people’s search behavior is the use
of social networks in order to learn more about a brand and/or products. This change placed
social networks at the top choice amongst internet users aged 16 to 24 for brand research. This
is once more proven with the milestone Instagram and LinkedIn pass. The latest data of
Instagram shows that there were new 111 million users added to its advertising reach in the past
quarter. Meaning, marketers can reach 1,08 billion of people with an ad on Instagram, 51% of
which are female and 49% are male. Similar, during second quarter of 2020 LinkedIn global
user base was increased by 25 million, resulting with total registered users above 700 million.
From marketers’ point of view, with an ad on LinkedIn, 702 million of people can be reached.
Even thought, during the second quarter the COVID-19 situation was somehow stable, and the
lockdowns were eased, e-commerce activities continued to increase. According to the data from
the beginning of 2020 until July, e-commerce transactions increased by 20%. What is even
more interesting, the research shows that even after the outbreak is over, almost half of all
internet users expect to take advantage of the e-commerce. An average of 50% of all age groups
from the surveyed people stated that they expect to shop online more frequently even after the
pandemic ends.
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Conclusion

Digital marketing emerged around 30 years ago, and has proven its effectiveness many times
in numerous fields. There are great number of books that can provide marketers with the
theoretical base for its best use, and training courses for more practical approaches.
Furthermore, its close relationship with technology proves that there is a continuous evolution
and improvement in the years to come. Clearly, digital will not replace the traditional, working
from home will not replace working from office, and e-commerce will not replace the physical
stores. But with all the information available for people, their behaviors are evolving, their
needs constantly changing, and their preferences refining. The number of internet users shows
strong growth reaching 4,57 billion people, or 60% of the population. More than half of the
population is on social media. The COVID-19 pandemic made its impact too, and people are
shifting to work from home and e-commerce. With so many people online, it is vital for every
business to be online as well. It is an ideal time for any business to understand how these
changes impact their operations, adapt their marketing processes, and re-think the usage of
powerful platforms. Most importantly, businesses should take advantage of every opportunity
to get to know its customer, what is important for them and what they really care about. With
the digital marketing practices, all those processes are cost-effective, offer real-time data for
decision making processes, thus lead to a need satisfaction, loyalty, and increased sales.
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EMPOWERNMENT OF WOMEN: CHALLENGES AND OPPORTUNITIES IN THE
MODERN WORLD
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Abstract

The paper will give an informative overview of the importance of gender equality as a pillar of
global development and overview of the empowerment of women in the modern world. The
article will also make analysis about the biggest challenge facing women internationally today.
Achieving gender equality and women’s empowerment is integral of the United Nations 2030
Agenda for Sustainable Development and to each of its 17 Sustainable Development Goals
adopted by world leaders in 2015. According to UN there has been progress over the last
decades: more girls are going to school, fewer girls are forced into early marriage, more
women are serving in parliament and positions of leadership, and laws are being reformed to
advance gender equality. Despite these gains many challenges remain.

Authors conclude that gender equality is not only a fundamental human right, but a necessary
foundation for a peaceful, prosperous and sustainable world. The gender discrimination still
holding too many women back, holds our world back too. Only by ensuring the rights of women
and girls across all the goals will we get to justice and inclusion, economies that work for all,
and sustaining our shared environment now and for future generations.

Key words: gender equality, gender discrimination, development goals, human rights, justice
and inclusion
JEL classification: K38; D63; F53; Z18;

Introduction

Empowerment of women has become a global phenomenon. Since the United Nations
Organization was founded, the issue of women’s development has attracted the attention of the
scholars worldwide, and the concept has come in the political agenda of a large number of
countries. At present, the term “empowerment” has replaced the erstwhile term “development”.
Though the term ‘empowerment’ had become a ‘buzzword’ in the sixties, it was not discussed
so extensively in literature until the eighties. It took about twenty-five years for the United
Nations to proclaim the year 2001 as the ‘International Year for Women’s Empowerment’ after
declaring the ‘Women’s Decade’ in 19754,

!Aneta  Stojanovska-Stefanova, PhD, Assistant Professor, Goce Delcev University-Shtip, e-mail:
aneta.stojanovska@ugd.edu.mk
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4 Keshab, C. M. (2013). ,,Concept and Types of Women Empowerment*, In: International Forum of Teaching and
Studies, 9(2).
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Empowerment includes women’s sense of self-worth, the right to have and determine choices,
the right to control their own lives, the right to have access to opportunities, as well as the action
of rising the status of women through education, raising awareness, literacy and training.
Women’s empowerment is all about equipping and allowing women to make life-determining
decisions through the different problems in society. However, empowerment of women now
can be categorized into five main parts: social, educational, economic, political and
psychological.

According to CIDA! Report “Gender Equality means that women and men have equal
conditions for realizing their full human rights and potential to contribute to national, political,
economic social and cultural development and benefit equally from the results. Attaining
gender equality demands recognition that current social, economic, cultural, and political
systems are gendered; that women’s equal status is systematic and that is necessary to
incorporate women'’s specificity priorities and values into all major social institutions.” Gender
equality is the process of being fair to women and men. It is a goal in its own right but also a
key factor for sustainable social development, economic growth and environmental
sustainability. A sustainable path of development can be achieved to ensure that women’s and
men’s interests are both taken into account in the allocation of resources through providing the
same opportunities to men and women. Basically, equality between women and men should be
promoted in ways that are appropriate to each particular context. Both men and women have a
stake building a more just society where all people are equally valued for their contributions.
In 1992, the United Nations Conference on Environmental Development (UNCED) made
important provisions for the recognition of women’s contribution and their full participation in
sustainable development. The United Nations has accepted 17 Sustainable Development Goals
(SDGs) with specific targets to achieve within stipulated time. The common goal of SDGs that
no one will be left behind is a move towards equitable and inclusive society for all. It is only
for to end the poverty and ensure that people enjoy with fruitful peace and prosper?. Women
empowerment has become a significant topic of discussion in development and economics. It
can also point to the approaches regarding other trivialized genders in a particular political or
social context, Women's empowerment and achieving gender equality is essential for our
society to ensure the sustainable development of the country. Many world leaders and scholars
have argued that sustainable development is impossible without gender equality and women's
empowerment.

Gender equality as a human right and developmental goal

Gender equality is a right. Fulfilling this right is the best chance we have in meeting some of
the most pressing challenges of our time - from economic crisis and lack of health care, to
climate change, violence against women and escalating conflicts. Women are not only more
affected by these problems, but also possess ideas and leadership to solve them. The gender
discrimination still holding too many women back, holds our world back too. The historic
agreement among world’s leaders at the United Nations in 2015 on a universal 2030 Agenda
for sustainable Development committed all countries to pursue a set of 17 Sustainable

1 CIDA, In: Gender Equality and women empowerment to achieve sustainable development goal,
http://southasiajournal.net/gender-equality-and-women-empowerment-to-achieve-sustainable-development-
goall/, http://southasiajournal.net/gender-equality-and-women-empowerment-to-achieve-sustainable-
development-goal/, (August 25, 2020).

2 Satyajit, S., ,,Gender Equality and women empowerment to achieve sustainable development goal*,
http://southasiajournal.net/gender-equality-and-women-empowerment-to-achieve-sustainable-development-
goal/, (August 25, 2020).
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Development Goals (SDGs) that would lead to a better future for all. The bold agenda sets out
a global framework to end extreme poverty, fight inequality and injustice, and fix climate
changes until 2030*.

Achieving gender equality and women’s empowerment is integral to each of the 17 goals. Only
by ensuring the rights of women and girls across all the goals will we get to justice and
inclusion, economies that work for all, and sustaining our shared environment now and for
future generations.

The new development agenda is the most ambitious to date and the 17 goals are a universal call
to action to eradicate poverty, protect the planet and ensure that all people enjoy peace and
prosperity. The goals are interconnected- often the key to success on one will involve tackling
issues more commonly associated with another?.

This editorial package showcases UN Women’s 2018 flagship report, ,,Turning promises into
action: Gender equality in the 2030 Agenda“. It features data, stories, videos and publications
that illustrate how and why gender equality matters across all the Sustainable Development
Goals, and how the goals affect the real lives of women and girls everywhere?,

At this year’s High-Level Political Forum on Sustainable Development, during the 74" General
Assembly, United Nations Secretary-General Anténio Guterres highlighted that the 2030
Agenda now is truly coming to life. Governments have begun integrating the goals into national
plans; the private sector is coming to understand that sustainable business is good business;
cities, civil society, young people and more are stepping up and taking action.

The commitment to the 2030 agenda is stronger than ever-and the world is making progress.
But as the Secretary-General also made clear, we are far from where we need to be. We are, in
his words, off track. Across the SDGs spectrum, progress is uneven. And nowhere is this more
the case than for the most central issue of all: gender equality. We know well around the world
that progress is being achieved. Women are stepping up as leaders. Education rates for women
are higher than ever. More girls are growing up with confidence in their abilities. But in the
words of the Secretary General, no country is on track to meet the goal of gender equality —
without which, none of the other SDGs will be met. 2020 marks the 25th anniversary of the
Beijing Declaration and Platform for Action?, the most visionary agenda on women’s
empowerment to date.

United Nations Development Programme (UNDP)?® is calling on governments and institutions
to use a new generation of policies to change these discriminatory beliefs and practices
through education, and by raising awareness and changing incentives. For instance, by using
taxes to incentivize fairly sharing child-care responsibilities, or by encouraging women and
girls to enter traditionally male-dominated sectors such as the armed forces and information
technology.

! Stojanovska-Stefanova, A. et al., (2019). ,, The significant role of the tourism in achieving the United Nations
sustainable development goals®. International Journal Knowledge Vol.34 - from XXII International Scientific
Conference “The power of knowledge”, 11-13 October 2019, Kavala, Greece;
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4 United Nations, Fourth World Conference on Women Beijing Declaration,
https://www.un.org/womenwatch/daw/beijing/platform/declar.htm, (17.08.2020).

5 United Nations Development Programme (UNDP), Almost 90% of Men/Women Globally Are Biased Against
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https://www.undp.org/content/undp/en/home/newscentre/news/2020/Gender_Social_Norms_Index_2020.html,
(10.09.2020).

121



Third International Scientific Conference
CHALLENGES OF TOURISM AND BUSINESS LOGISTICS IN THE 21ST CENTURY »ISCTBL 2020«

At UNDP they are also committed to advancing gender equality within their own house and in
the regions and countries they servel. They see three key areas? of action which they are keen
to advance in support of women and along with partners:

1. Women’s economic empowerment;

2. Political participation and

3. Gender Justice.

Gender inequalities are still deep-rooted in every society. Women suffer from lack of access to
decent work and face occupational segregation and gender wage gaps. In many situations, they
are denied access to basic education and health care and are victims of violence and
discrimination. They are under-represented in political and economic decision-making
processes.

With the aim of better addressing these challenges and to identify a single recognized driver to
lead and coordinate UN activities on gender equality issues, UN Women was established in
2010.

UN Women works for the elimination of discrimination against women and girls,
empowerment of women, and achievement of equality between women and men as partners
and beneficiaries of development, human rights, humanitarian action and peace and security?®.
Nowadays, women make up half the human population — and can act as key drivers of global
growth and national security. Therefore, USAID?#, also believe that investing in gender equality
and women’s empowerment can help eradicate extreme poverty, build vibrant economies, and
unlock human potential on a transformational scale.

Challenges and opportunities for the women in a modern world

On 30 April, 2020, the Pew Research Center published Survey®, that highlighted that in many
countries, women place more importance on gender equality than men do. The Report explores
cross-national perceptions of gender equality, including the opportunities available to men and
women and the power they wield in family decisions.

In most of the 34 countries® surveyed, women are more likely than men to say men have a better
life in their country. Gender differences are particularly large on this question in Greece

! UNDP Arab States, , Women’s Empowerment and the Sustainable Development Goals”,
https://www.arabstates.undp.org/content/rbas/en/home/presscenter/speeches/2019/sarah-poole
statement-at-9th-kuwait-womens-conference.html, (July 26 2020).

2UNDP Arab States, ,, Women'’s Empowerment and the Sustainable Development Goals”,
https://www.arabstates.undp.org/content/rbas/en/home/presscenter/speeches/2019/sarah-poole-statement-at-9th-
kuwait-womens-conference.html, (July 26 2020).

8 United Nations, ,,Gender equality and women empowerment , https://sdgs.un.org/topics/gender-equality-and-
womens-empowerment, (01.09.2020).

4 USAID, ,,Realizing Women’s Economic Potential“, https://www.usaid.gov/what-we-do/gender-equality-and-
womens-empowerment/womens-economic-empowerment, (07.09.2020).

5 Pew Research Center, ,,Worldwide Optimism About Future of Gender Equality, Even as Many See Advantages
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® More info: The Pew Survey examines expectations for the future of gender equality across countries. For the
report, Pew Research Center used data from a survey conducted across 34 countries from May 13 to Oct. 2, 2019,
totaling 38,426 respondents. The surveys were conducted face-to-face across Africa, Latin America and the Middle
East, and on the phone in United States and Canada. In the Asia-Pacific region, face-to-face surveys were
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(women are 27 percentage points more likely to say this), Slovakia (25 points), Italy (25),
Canada (20), Brazil (20), Hungary (19) and Turkey (18).

However, women are less optimistic than men that women in their countries will achieve
equality in the future, and they are more likely to say men have better lives than women. While
publics around the world embrace the idea of gender equality, at least four-in-ten think men
generally have more opportunities than women in their country when it comes to getting high-
paying jobs (a median of 54% across the 34 countries surveyed) and being leaders in their
community (44%). Publics see more equity in access to a good education — a median of 81%
believe men and women in their country generally have the same opportunities in this area —
and expressing their political views (63% say men and women have the same opportunities).
No more than 6% say women have more opportunities than men in any of these realms?.

The Pew Research Centar’s Report highlighted that men tend to be more optimistic than women
about prospects for gender equality, with gender differences of at least 10 percentage points in
10 countries and smaller but significant differences in 11 others. For example, 77% of men in
Japan — compared with 58% of women — say it’s likely that women in their country will
eventually attain or already have the same rights as men. Nigeria and the Philippines are the
only countries surveyed where a larger share of women than men are optimistic about gender
equality. When it comes to family life, the Pew Research Centar’s Survey, sense is that men
and women have about the same influence in making important decisions in their households.
A 34-country median of 55% say both have roughly equal influence when it comes to important
decisions about household finances, 56% say this about how to raise children and 62% say this
of decisions about a family’s religious practices. To the extent that people see a difference,
however, men are generally seen as having more of an influence than women when it comes to
decisions about household finances, while women are generally seen as having more influence
when it comes to decisions about raising children.

In addition to viewing gender equality as important, most people are optimistic that women will
eventually have the same rights as men in their country. Majorities in 30 of the 34 countries
surveyed hold this view, including roughly 90% in the Netherlands, India, the Philippines and
Mexico. In the U.S., 75% believe gender equality is likely. An additional 14% volunteer the
response that women already have the same rights as men. One-in-ten or more in most Central
and Eastern European nations, as well as Ukraine, Greece, Italy, Russia, Israel and Tunisia,
agree that women and men already have equal rights. Despite widespread optimism globally,
substantive shares in some of the countries surveyed say it is unlikely that women will
eventually have the same rights as men in their country.

According to Principle 20, Rio Declaration?: “Women have a vital role in environmental
management and development. Their full participation is therefore essential to achieve
sustainable development.”

conducted in India, Indonesia and the Philippines, while phone surveys were administered in Australia, Japan and
South Korea. Across Europe, the survey was conducted over the phone in France, Germany, the Netherlands,
Spain, Sweden and the UK, but face-to-face in Bulgaria, the Czech Republic, Greece, Hungary, Italy, Lithuania,
Poland, Russia, Slovakia and Ukraine.

! Pew Research Center, ,,Worldwide Optimism about Future of Gender Equality, Even as Many See Advantages
for Men“, https://www.pewresearch.org/global/2020/04/30/worldwide-optimism-about-future-of-gender-
equality-even-as-many-see-advantages-for-men/, (28.08. 2020).

2Convention on Biological Diversity, Rio Declaration, https://www.chd.int/doc/ref/rio-declaration.shtml, (August
29, 2020).
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Gender equality is not only a fundamental human right, but a necessary foundation for a
peaceful, prosperous and sustainable world. There has been progress over the last decades:
More girls are going to school, fewer girls are forced into early marriage, more women are
serving in parliament and positions of leadership, and laws are being reformed to advance
gender equality®.

Despite these gains, many challenges remain: discriminatory laws and social norms remain
pervasive, women continue to be underrepresented at all levels of political leadership, and 1 in
5 women and girls between the ages of 15 and 49 report experiencing physical or sexual
violence by an intimate partner within a 12-month period?.

Achieving change requires policy and programme actions that will improve women's access to
secure livelihoods and economic resources, alleviate their extreme responsibilities with regard
to housework, remove legal impediments to their participation in public life, and raise social
awareness through effective programmes of education and mass communication. In addition,
improving the status of women also enhances their decision-making capacity at all levels in all
spheres of life, especially in the area of sexuality and reproduction. This, in turn, is essential for
the long- term success of population programmes. Experience shows that population and
development programmes are most effective when steps have simultaneously been taken to
improve the status of women®. Economic empowerment is central to women’s ability to
overcome poverty, cope with shocks and improve their well-being. When women realize their
economic goals, whether it’s growing a business, improving their home or investing in training
or education, they’re more resilient and able to provide for themselves and their families. Yet,
globally, women continue to trail men in formal labor force participation, land and property
ownership, and access to financial services, like credit and savings*. For example, PCI’s global
Women Empowered (WE) program supports the social and economic empowerment of women
through community-based savings groups that help members save money, access credit,
develop financial literacy and invest in income-generating activities. Over the last decade, PCI
has supported more than 1.3 million women with savings groups programming in 13 countries
across Africa, the Americas and Asia. In India, PCI partnered with the Government of Bihar to
create “The Parivartan Project”.

Efforts are needed to ensure women’s equal access to full employment and decent work.
Legislative and policy measures should address discrimination and inequalities such as
horizontal and vertical occupational segregation and gender wage gaps. Specific measures are
required to target the constraints women face through their disproportionate representation in
the informal sector, including measures to ensure that work in the informal sector is covered by
labor regulation and social protection. Stronger measures are required to protect the rights of,
and ensure decent work conditions for, domestic workers, including migrant women, in relation
to working hours, conditions and wages, access to health-care services, and other social and
economic benefits, as well as to eliminate sexual exploitation and violence. Support to women

1UN Sustainable Development Goal, “Goal 5: Achieve gender equality and empower all women and girls™, see
more at: https://www.un.org/sustainabledevelopment/gender-equality/, (August 5, 2020)

2 1bid.

3United Nations Population Fund, Issue 7: Women Empowerment, https://www.unfpa.org/resources/issue-7-
women-empowerment, (18.08.2020).

4 PCI (Project Concern International), PCI’s global Women Empowered, Women's, Empowerment Can Change
the World,
https://www.pciglobal.org/empowering
women/?matchtype=b&network=g&device=c&adposition=&keyword=ways%20t0%20empower%20women&g
clid=EAlalQobChMI07G26Z-j6wlVvSB7Ch3UXQVrEAAYASAAEgKmmfD_BwE, (18.08.2020).
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entrepreneurs, and particularly to successful women entrepreneurs wishing to expand their
businesses, should be increased, including through greater access to formal financial
instruments, training and advisory services, access to markets and facilitation of networking
and exchanges?.

On February 7, 2019, the White House launched the Women’s Global Development and
Prosperity (W-GDP) Initiative?, to bring women’s economic empowerment to the forefront of
the U.S. Government’s development agenda. W-GDP establishes an innovative new fund at
USAID to enable women to succeed in the economy in the developing world.
The initiative focuses on three pillars:
1. Pillar One: Advancing workforce development and vocational education to ensure
women have the skills and training necessary to secure jobs.
2. Pillar Two: Promoting women’s entrepreneurship and providing women with access to
capital, markets, technical assistance and networks.
3. Pillar Three: Striving to remove the legal, regulatory and cultural barriers that constrain
women from being able to fully and freely participate in the economy.

The U.S. Agency for International Development (USAID)? awarded $2 million in grant funding
through the W-GDP WomenConnect Challenge (WCC) (link is external). This Challenge was
launched in support of the Women’s Global Development and Prosperity (W-GDP) Initiative,
a whole-of-U.S. Government effort that aims to reach 50 million women in the developing
world by 2025.

When women are economically empowered, they invest back into their families and
communities, producing a multiplier effect that spurs growth and stability. The W-GDP
WomenConnect Challenge seeks to bridge the gender digital divide so that women can fully

participate in the global economy.

The impact of Covid-19 pandemic on women

Covid-19 is not only a challenge for global health systems, but also a test of our human spirit.
Recovery must lead to a more equal world that is more resilient to future crises. Fiscal stimulus
packages and emergency measures to address public health gaps have been put in place in many
countries to mitigate the impacts of Covid-19*,

The year 2020, marking the twenty-fifth anniversary of the Beijing Platform for Action, was
intended to be ground-breaking for gender equality. Instead, with the spread of the Covid-19
pandemic even the limited gains made in the past decades are at risk of being rolled back. The
pandemic is deepening pre-existing inequalities, exposing vulnerabilities in social, political and
economic systems which are in turn amplifying the impacts of the pandemic.

LUN, ,,Achieving gender equality, women’s empowerment and strengthening development cooperation®,
https://www.un.org/en/ecosoc/docs/pdfs/1050143 (e)_(desa)dialogues_ecosoc_achieving_gender_equality wom
en_empowerment.pdf, (August 15, 2020).

2White House, Women’s __ Global Development  and Prosperity  (W-GDP) Initiative,
https://www.whitehouse.gov/wgdp/, (09.09.2020).

3 USAID, WomenConnect Challenge, link: https://www.usaid.gov/wcce, (10.09.2020).

“DESA Policy Brief #58, “COVID-19: Addressing the social crisis through fiscal stimulus plans”,
https://www.un.org/development/desa/dpad/ publication/un-desa-policy-brief-58-covid-19-addressing-the-social-
crisis-through-fiscal-stimulus-plans/, (August 16, 2020).
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Across every sphere, from health to the economy, security to social protection, the impacts of
Covid-19 are exacerbated for women and girls simply by virtue of their sex:

e Compounded economic impacts are felt especially by women and girls who are generally
earning less, saving less, and holding insecure jobs or living close to poverty.

e While early reports reveal more men are dying as a result of Covid-19, the health of
women generally is adversely impacted through the reallocation of resources and
priorities, including sexual and reproductive health services.

e Unpaid care work has increased, with children out-of-school, heightened care needs of
older persons and overwhelmed health services.

e As the Covid-19 pandemic deepens economic and social stress coupled with restricted
movement and social isolation measures, gender-based violence is increasing
exponentially. Many women are being forced to ‘lockdown’ at home with their abusers
at the same time that services to support survivors are being®.

It is critical that all national responses place women and girls, their inclusion, representation,
rights, social and economic outcomes, equality and protection - at their centre if they are to
have the necessary impacts. This is not just about rectifying long-standing inequalities but also
about building a more just and resilient world. It is in the interests of not only women and girls
but also boys and men. Women will be the hardest hit by this pandemic but they will also be
the backbone of recovery in communities. Every policy response that recognizes this will be
the more impactful for it.
To achieve this, the Policy brief emphasizes three cross-cutting priorities:

1) Ensure Women'’s equal representation in all Covid-19 response planning and decision-

making;

2) Drive transformative change for equality by addressing the care economy, paid and

unpaid and

3) Target women and girls in all efforts to address the socio-economic impact of Covid-19.

These three cross-cutting priorities reflect the Secretary-General’s recent Call to Action on
Human Rights, which singled out measures that, if pursued, would have meaningful impact on
the rights of women and girls. These measures have become more vital in the context of the
pandemic?.

The effects of the Covid-19 pandemic could reverse the limited progress that has been made on
gender equality and women’s rights. The coronavirus outbreak exacerbates existing
inequalities® for women and girls across every sphere — from health and the economy, to
security and social protection. Women play a disproportionate role in responding to the virus,
including as frontline healthcare workers and carers at home. Women’s unpaid care work has
increased significantly as a result of school closures and the increased needs of older people.
Women are also harder hit by the economic impacts of Covid-19, as they disproportionately

YUN, “Policy brief: The impact of Covid-19 on women”,
https://www.un.org/sites/un2.un.org/files/policy_brief_on_covid_impact_on_women_9_apr_2020_updated.pdf,
(August 17, 2020).

2 1bid.

3The Lancet, “COVID-19: the gendered impacts of the outbreak ”, see more:
https://www.thelancet.com/journals/lancet/article/P11S01406736(20)30526-2/fulltext#back-bib1, (August 19,
2020).
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work in insecure labor markets. Nearly 60 per cent of women work in the informal economy,
which puts them at greater risk of falling into poverty™.

The pandemic in the year 2020 has also led to a steep increase in violence against women and
girls. With lockdown measures in place, many women are trapped at home with their abusers,
struggling to access services that are suffering from cuts and restrictions. Emerging data shows
that, since the outbreak of the pandemic, violence against women and girls and particularly
domestic violence has intensified.

In times of crisis such as an outbreak, women and girls may be at higher risk of intimate partner
violence and other forms of domestic violence due to increased tensions in the household. As
systems that protect women and girls, including community structures, may weaken or break
down, specific measures should be implemented to protect women and girls from the risk of
intimate partner violence with the changing dynamics of risk imposed by Covid-19 2

The unpaid care economy is a critical mainstay of the Covid-19 response: There are gross
imbalances in the gender distribution of unpaid care work. Before Covid-19 became a universal
pandemic, women were doing three times as much unpaid care and domestic work as men. This
unseen economy has real impacts on the formal economy, and women’s lives. In Latin America
the value of unpaid work is estimated to represent between 15,2 percent (Ecuador) and 25,3
percent (Costa Rica) of GDP.

On 5 April, the Secretary-General called for a global ceasefire and an end to all violence
everywhere so that we can focus our attention and resources on stopping this pandemic. But
violence is not just on the battlefield. It is also in homes. Violence against women and girls is
increasing globally as the Covid-19 pandemic combines with economic and social stresses and
measures to restrict contact and movement. Crowded homes, substance abuse, limited access
to services and reduced peer support are exacerbating these conditions. Before the pandemic, it
was estimated that one in three women will experience violence during their lifetimes. Many
of these women are now trapped in their homes with their abusers®.

Before the pandemic, it was estimated that one in three women will experience violence during
their lifetimes. During the pandemic, many of these women are trapped in their homes with
their abusers.

Therefore, it is important for national responses to include specific communications to the
public that justice and the rule of law not to be suspended during periods of quarantine or
lockdown.

Conclusion

1 UN Sustainable Development Goal, “Goal 5: Achieve gender equality and empower all women and girls”’, see
more at: https://www.un.org/sustainabledevelopment/gender-equality/, (August 5, 2020).

2United Nations Population Fund - UNFPA, In: “COVID-19: A Gender Lens technical brief protecting sexual
and reproductive health and rights, and promoting gender equality”,
https://www.unfpa.org/sites/default/files/resource-pdf/COVID-19_A Gender_Lens_Guidance_Note.pdf, (
August 23, 2020).

3 ECLAC (2019) Repository of information on time use in Latin America and the Caribbean, available at
https://oig.cepal.org/sites/default/ files/2019-10_repositorio_uso_del_tiempo_eng.pdf, (August 26, 2020).

*UN, ,, Policy brief: The impact of Covid-19 on women”,
https://www.un.org/sites/un2.un.org/files/policy_brief_on_covid_impact_on_women_9 apr_2020_updated.p
df, (August 17, 2020).
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Women empowerment can change the world!

To improve women empowerment worldwide, people need to change their own
perspectives, norms and values. Women and men are equal in all respect and there must be
some effective work to be done to make women to work equally with men in every aspect of
life. There should be some comprehensive framework for women on the national and
international level and effective ways for its implementation and monitoring. Women right
should be protected in every aspect on governmental level. Achieving change requires policy
and programme actions that will improve women's access to secure livelihoods and economic
resources, alleviate their extreme responsibilities with regard to housework, remove legal
impediments to their participation in public life, and raise social awareness through effective
programmes of education and mass communication. In addition, improving the status of women
also enhances their decision-making capacity at all levels in all spheres of life, especially in the
area of sexuality and reproduction. This, in turn, is essential for the long- term success of
population programmes.

It is recommended that national response plans:

e Put cash in women’s hands — if a country has an existing program in place that can
directly place money in the hands of women, such as conditional cash transfer programs
using mobile banking, those programs should be expanded.

e Introduce measures that can either be implemented with low transaction costs (such as
temporarily eliminating electricity bills for poor consumers).

e Use pre-existing national social protection programs and adapt targeting methodologies
to ensure income for groups affected by Covid-19 and especially where women are
heavily represented (tourism, teaching, retail, restaurants, hospitality, etc).

e Extend basic social protection to informal workers.

¢ Introduce measures to alleviate the tax burden on women owned businesses.

e Use women’s networks and civil society organisations, including microfinance and
savings groups, to communicate on benefits.

e Integrate a gender assessment in all country assessments to understand the impact of
Covid-19 on women and girls, including economic impact, and how to address it
effectively.

According to the UN, “Policy brief: The impact of Covid-19 on women”, direct support to
informal workers and women- led businesses is especially critical: Financial support needs to
target hard-hit women-led enterprises and businesses in feminized sectors with subsidized and
state-backed loans, tax and social security payment deferrals and exemptions. Governments
could, for instance, support income replacement measures to informal workers (as in Thailand
and Peru), including measures that specifically cover domestic workers. Public procurement of
food, basic supplies, sanitary and personal protective equipment could directly source from
women-led businesses. Women in the informal economy need to be supported to access cash
transfers or unemployment compensation, especially those who don’t have access to banking.

We could conclude that Covid-19 pandemic poses devastating risks for women and girls in
fragile and conflict-affected contexts.

The UN Policy Brief Report underlined that it is important for national responses to include
specific communications to the public that jus- tice and the rule of law is not suspended during
periods of confinement or lockdown. Gender-based violence prevention strategies need to be
integrated into operational plans of the justice and security sectors for the crisis and statutes of
limitations on offenses, particularly sexual violence offenses, should be suspended.
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We have to be keen to ensure that local lessons feed into national, regional and global policy
and discussions. This could happen with close work and support broad coalitions of
stakeholders drawn together in common cause and motivated by a sense of urgency.

It is necessary for all stakeholders to come together, more effectively, to support major change
that states can implement together, in different spheres, but pushing for the same objective.
The states have to look with optimism in the future and to go ahead for women’s empowerment
and gender equality in the modern world.

10.

11.

12.
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A MODERN APPROACH TO PROCESS MANAGEMENT WITHIN THE
MACEDONIAN INSURANCE COMPANY

Enuzabema Mumpesa'; I'opan Cmojanoecku

Abstract

The aim of the paper is to achieve and realize the planned sales objectives of Eurolink Insurance
AD Skopje by applying the methods for quality improvement which are in the direction of
continuous improvements of the activities in the sales network. The benefits are in the direction
of achieving more dynamic development and better planning of marketing activities for proper
market assessment. The results of the analyzes obtained are used for proper decision making,
creating better pricing strategies and for more secure placement of new insurance products. In
addition, with the application of these methods, the company has the opportunity to more easily
detect the needs and expectations of customers, to reveal its weaknesses, to improve its
productivity and to expand its market share.

Keywords: KAIZEN method, quality techniques, sales processes, insurance market, planned
goals.
JEJI knacuduxanuja: G22, G52, L11.

BosBen

VYnpaByBameTo CO NMPOLECUTE Kako KiIydeH (PakTop 3a OCBOjyBam€ Ha KOHCYMEHTHTE Ha
YCIYyruTe, 3Ha4uu KOHTUHYHUpPAHa 1roTpara 1o Haj)l06pI/I TEXHUYKH, TCXHOJIOIIKHW, MAPKCTUHIIIKA
U JIpyTU YHaIlpeayBama U MoA00pyBama KOU Ke T'M MPOU3BEAaT CaKaHUTEe pe3yiTaTH, a Toa €
3aJI0BOJICTBOTO Ha IMOTPOIITYBAa4YHMTEe, KAKO M MPOGUT. 3a J1a ce IMOCTUTHE OBa, OJ BIEC3HHUTE
€JIEMEHTH Ha JIEJIOBHHOT TMpOLEC, J0 CO3/aBakbeTO Ha HOBHUOT HPOM3BOJ / yciyra, ce
KOHTpPOJIMpaaT cute Ga3u Ha Toj mporiec. CoOBpeMEeHUOT MpUCTAal Ha BOJIEH-€ Ha IpoliecuTe Oapa
Op3a peakiyja BO MpaBel] Ha MOJO00pYyBame WM 3alHpame Ha JICJOBHHOT MPOLEC CO ILITO
KOHTpOJIaTa Ha KBAJIUTETOT CC HOjaBYBa KaKoO OII€paTuBHa aKTUBHOCT, IPBCHCTBCHO HACOYCHA
Ha MoAoOpyBame Ha HMCTHOT, a HE CaMO aKTMBHOCT Koja ja 3a0eneXxyBa MOMEHTaJIHaTa
CUTYyaIuja.

MeHaiiepckroT Kajap BO OopraHu3aipjaTa co cBojaTa qo0pa Bojja M YIOPHOCT Tpeba Ja TH
BKIIyUHd COIICTBEHHTE YOBEUYKH pecypcH, co (opMupame TUMOBH O]l cuUTe Mpoduimy,
WHTETPUPAJKU TH HUBHHUTE 3HACHa, 32 J]a C€ TIOCTUTHE IEJIOCHO BIIAJICCHE CO KBATUTETOT BO
CUTE TIPOIECH Ha MPETIpHjaTHjaTa, MPU HajMaId TPOLIOIH Ha paboTewme. Ha BakoB HauMH ke
ce OBO3MOXKM HaBpeMe Ja ce CIpedaT MOXKHUTE TPOITYCTH, HaBpeMe Ja ce eIMMHHHpPAaT
mpo0JIeMUTe, CO OTCTPaHyBamke HA EBEHTYaTHUTE MPUIHHA. BOOOWYaeHHOT OTIIOp U CTPaB O
IPOMEHHTE Opry ce HaJIMHUHYBa M CE HAMETHYBa CHJIHA ell0a 3a MpOMEeHa Ha IMOCTOjHaTa

!Enuzabera Mutpesa, PhD, npodecop, Yuusepsurer Toue Jlemues, [lltun, ®akynrer 3a Typusam ¥ OGU3HHC
noructuka, ['eBrenuja, elizabeta.mitreva@ugd.edu.mk
T'opan CrojanoBckn, MSc kanauaat, Eyponunk ocurypysamwe AJl Cromje, g.stojanovski@eurolink.com.mk
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COCTOj6a, CO HOB MIpHCTAll KOH KBAJIUTCTOT, CO LECJIOCHA IMOCBCTCHOCT CIpPCMa KIIMCHTOT,
Bpa6OTeHI/ITe, OKOJIMHATa U JIp>KaBaTta.

Bo 0BOj Tpya ce mpe3eHTHpaHU METOJUTE U TEXHUKHUTE 3a YIPaBYBame CO MPOIECUTE BO
paMKHTE Ha OCUTYpPHUTEIHATA HHIYCTPHja U c€ Pa3pabOTeHH MPUMEPH 3a OLIEHKA Ha UCTHUTE BO
PEaTHM YCIIOBU CO KopucTeme Ha Metogoiorujata Ha KAU3EH. [IpunoOuBkuTe 01 mpuMeHara
Ha merononorujata Ha KAM3EH ce u3pa3enu npexy HampaBeHaTa aHaIM3a I CKPUHHUHT Ha
OCTBapyBamaTa Ha MaKeJIOHCKaTa OCUTypuTelnHa KommnaHuja - Eyponunk ocurypyBame AJl
Ckomje BO CHTE CEKTOpH, HO CO IMOCEOCH aKLEHT Ha MpojakHaTa Mpexa. IIpakrnynara
pPUMEHA Ha OBaa METOJI0JIOTH]ja € OJ1 MHTEerpaliHa IPUPO/ia U OBO3MOKYBA HEJ3MHA MOIIKUPOKa
MPUMEHA BO OCTAHATUTE MPOIECH Ha KOMIaHWjaTa. MeToI0/I0THjaTa HajlIpBO 3all0YHYBa CO
WHUIMjaTHBA 32 IPUMEHA Ha METOJIUTE U TEXHUKHUTE 32 KBAJUTET Of] CTpaHA HA MEHAIIMEHTOT
BO HACOKa Ha MCIOJHYBAkE Ha IUIAHOT 3a poaax0a u peanu3aiyja Ha npojaxuure nenu. [pu
TOa, MEHAIIMEHTOT ja MOCTaByBa COOJBETHATa CTpaTerujara 3a KBaJUTET M MpaBH M300p Ha
cooaBeTeH Mojen. Bo cneanara ¢ga3a, MEHaIMEHTOT o Ie(UHUpa MIIAHOT 3a peau3aluja co
TEKOBHA JMHAMUKAa W TU IpeABHAYBa pe3ysTaTuTe oA npumeHara Ha ucthor. [lotoa, co
MPUMEHA AIaTKUTE U TEXHUKUTE 32 KBAJIUTET C€ MOCTaByBaaT MEpemhaTa Ha KPUTHIHUTE TOUKU
U Cce BpILIM TeKOBHa KOHTpoJja. [lo nobuBame U aHanu3a Ha MOJATOLUTE, C€ IPABU MHTEpPHA
aHalM3a W aKo Ce TOKaXe JeKa YCBOGHHOT Mojen (YHKIMOHHpA ce MpUMEHyBa
CTaHJapAu3alrja Ha MPOIECUTe BO MpoAaxxkHaTta Mpexa. Ha kpaj co momom Ha METOJOT -
CamoolieHyBame, ce JaBa OIleHKa 3a eeKTUTE O] MPOSKTUPAHATA U IPUMEHETA METOI0JIOTH]a.

IIperien Ha quTeparypara

Ounozodujata Ha KAIZEN npercraByBa KOHTUHYHPAHO MOA0OpYBamke Ha CUTE MPOLIECH BO
OpraHm3aiyjaTa MpeKy Majid MPOMEHU BO KPAaTKHA BPEMEHCKH MEPHOAM BKIYIYBajKH TH CHUTE
OpraHM3aIMCKU YJICHOBH, 0€3 pa3iiKa Ha KOe XMEepapXHCKO HHUBO C€ Haoraar u 0e3 rojiemMu
kanutanau uHBectuimu (Singh & Singh, 2009). KAU3EH ¢uno3odujata mokpaj Toa Imro
MpeTCTaByBa KOHTUHYHPAHO NOI00pYBamke KOe TOBEAYBa 10 MajlH, HO 3Ha4ajHU MO00pyBamba
Ha OpraHU3alUCKUTE NeppopMaHCH BO KpaTKU BPEMEHCKHU MEPUOIH AOBEIYBA U 10 €(EeKT Ha
nenepyTka, Kako Majid MPOMEHH cO TojeMHu e(eKkTH 3a Iienara opraHu3aiija BO OJpelacH
Bpemencku nepuon (Pampanelli et al., 2011).

Masaaki Imai (1986), aBTOpOoT Ha 0BOj KOHIIEIIT, CMETA JIeKa MEHAIMEHTOT UMa JBE TJIaBHU
yIIOTH BO OpTraHu3allfjaTa a Toa € moAo0pyBame U OJp>KyBambe Ha CUCTEMOT.

OnpXyBambeTo Ha CHUCTEMOT IIPETCTaByBa OJIP)KyBamkbe€ HA TEKOBHUTE TEXHOJIOIIKH,
MEHAIIePCKH U OTEPAaTUBHU CTaHIAPAH, JOJCKa MOJ00PYBakETO MPETCTaByBa MOA00pyBambe
Ha the cranmapau (Chiarini et al., 2018). OBa momoOpyBame He ce JOOMBA CO HEKOH
dbyHIaMEHTAJIHM TUTAHOBH 3a MOA00pYyBamke 01 OTPOMHU pa3MepH, TyKy BO oBaa ¢uio3oduja
nogo0pyBamara ce Majld, HO KOHTHMHYWPAaHH M JIOKOJKY C€ pasrielyBaaT BO IOrojeM
BPEMEHCKH TePHOJI CeKaKo Jieka ke ounar ronemu (Marin-Garcia et al., 2018).

Ilenta Ha oBaa ¢uio3odpuja e MoAOOpPYBamETO IITO MPETCTaByBa OJpe/eHa BrpajeHa
KapaKTepUCTHKA Ha JIyI'eTO BO HAIIOPOT Ha YHAIIPETyBake Ha OPraHU3aIMCKUTE TIepPOpMaHCH
KaJle ce MHBOJIBUpAaT CUTE OpraHu3alMcku wieHoBH. Cekoj, He caMmo IITO € JIOJDKEeH Jia ce
mo00pyBa M CEKOe HapeHO U3BPITYBAE Ha 3a1a9aTa J1a ja U3BPIIHU MOJ00PO O] MPETXOTHUOT
nart, TyKy ja ©Ma Taa ocoOMHa Ja caka Jia MOCTUTHE MOA00pHu pe3yiTaTH Bo padoTaTa IITO ja
pabotu. 3aroa KAIZEN npercraByBa OATOBOPHOCT Ha CUTE WIEHOBH Ha OpraHu3alyjara

(Macpherson et al., 2015; Palmer, 2001).
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[Tpu oTkpuBame U pemaname Ha npodiemute, KAU3EH ru nnBonBupa BpaboTEHUTE MPEKY
HHMBHH IPEJUIO3H BO MpaBel] mTo Tpeba 1a ce MpoMeHH U Kako aa ce nomobpu (Wittenberg,
1994; Jacobson et al., 2009). KAMU3EH rpagu TakBU CHCTEMH Ha MPEIo3u (CYreCTUBHH
CHCTEMH) KOH ILITO I'M NOTTUKHYBAaT BpaOOTEHUTE J1a 1aBaaT CBOM MHUCIIEHA 3a IPOOIEMUTE U
HUBHOTO pellaBame MpeKy o0e30emyBame MOMOII 0J1 CTpaHa Ha CYNEpBU30PUTE, CO IITO CE€
reHepupaar IITO € MOXHO IOBeke Hujaeu. 3a cekoja no0pa ujaeja Koja ce peanusupa ox
MEHAIIMEHTOT CO MHBOJIBUPAHE HA MPEAaradoT (BpabOTEHHOT), TOCTOU OpE/IeHA HAarpaa co
IITO C€ BPIIM NOTTUKHYBamkE 3a MOHATAMOILHU IPEAJIO3H 3a MOA00OpYyBame, Taka ILITO, OBO]
mpolec HUKoram He 3anupa. IIpenHocra Ha BakBUTE CUCTEMH € BO TOA IITO JOKOJIKY C€
npudaTi IpeasorotT Ha BpabOTEHUOT 32 HEKAKBa IPOMEHA TO] HeMa Ja MOKa)X<yBa OTIIOp KOH
peanu3ainuja Ha UCTHOT.

KAW3EH kako meHaMeHT ¢uino3oduja uma 3a e nogo0pyBame BO CUTE ACIIOBHU MOapayja
KOPHUCTE]KH PA3JIMYHNA METOJM U TEXHUKU KOU C€ KapaKTEPUCTHYHH 3a JATOHCKHOT HA4YWH Ha
paboreme mpercTaBeHn Kako ,,Kyka Ha mpolecoT Ha KOHTHHyHpaHo mnomodpysame (Ortiz,
2006). Hexou ox Tue metonu € (popMupame THMOBH 32 NMOJ00pYBame BO M3BEAYyBakE Ha
IPOLIECOT HAa KOHTHHYyHMpaHO momoOpyBame (Sudrez-Barraza & Lingham, 2008). Osaa
CTpaTeruja He J03BOJIyBa MOJeNI0a Mel'y MEHAIMEHTOT M BPaOOTEHHUTE, TyKY BpaOOTCHUTE TH
rJiefia Kako €JHAKOB MapTHEpP CO MEHAIMEHTOT KOj MOXe Jla MpHU0oHEece BO Mmojo0pyBamara.
MeHanepuTe ce TOTTUKHYBAaT Jia IeJierupaaT To € MOKHO MOBEKe ¢1000/1a Ha BpaOOTECHHUTE
BO OTKPHBAHE U PEIIaBame Ha MPOOJIEMUTE KOM C€ BO HUBHOTO IOJIpayje Ha padoTa.

Poka Yoke meromara mpercraByBa jamoHCKHM 300p 3a H30CTHYBambe Ha TPEUIKHTE BO
paboTemeTo, OIHOCHO paboTeme 6e3 rpemkd. OBaa TeXHHMKAa € HacoueHa KOH IIEJTOCHO
SJIMMUHHpAke HA TPEUHIKUTe KOM MOXKE J1a ce IojaBaT BO caMuoT mporec. OBaa amaTka
OBO3MOXKYBa MpaBUJIHA U3Be10a HAa MPOLECHUTE aKTUBHOCTH U HEMOXKHOCT Ha MPEHECYBaHkE
Ha IpelKara Ha HapeIeH IPOoIleC MM IPEHECYBamke Ha IpelIKaTa Ha KpajHuoT nmpoussoj. OBaa
IPEBEHTHBHA ajlaTKa c€ MMIUIEMEHTHpa yIITe BO pa3BojHaTa ¢a3a Ha JIEJIOBHHUOT IMPOLEC U €
NpakTUYHA TPU KOpHUTHpame Ha npobiemure. MHOTY OpraHu3ald CMeTaaT JeKa
YCBOjYBamE€TO Ha OBaa ajaTKa KaJle 3ByYHO M BU3YEIHO CE ajlapMHpa MpH HaCTaHyBame Ha
npo0JIeMOT 3HaYM MHBECTHIIM]a 32 YMja UMIUIEMEHTAlM]ja U OAPKYBamke ce MOTPeOHU roJeMu
¢unancucku cymu. Ho kommanujara Toyota ro 1eMaHTHpa BaKBUOT CTaB, OMIEJKU 3€MEHO BO
npocek uMa umruieMentupano 12 Poka Yoke amaTku Ha cexoja pabOTHa cTaHMIIA YWja IITO
UMIIeMEHTalja 4yuHd nomanky ox 1508 ox amarka (Radharamanan et al., 1996).
[IpenrocTuTe Ha OBaa amarka, 0e3 pa3MKa Ha KaKOB HAauWMH c€ KOPUCTH (KOHTPOJICH WU
npeaynpeayBadKky), € BO TOA ILITO OHEBO3MOXKYBa M3BEyBamb€ Ha MOIPEIIEH MPOIECEH YeKop,
a co Toa ja 3rojieMyBa e(heKTUBHOCTA U e(prKacHOCTa BO pabOTEHETO, IO 3r0JIeMyBa HUBOTO Ha
KBAJIMTETOT Ha JICJIOBHUOT MPOLIEC U POU3BOJI/yCIIyTa.

VYcBojyBameTo Ha KanszeHn merononorujata 3Hauyl KOPUCTEHE HA CUTE TEXHUKH KOW MOXKE J1a
CTOjaT Ha pacrojlarame, co Ll Jia ce MoAo0pH KBAIUTETOT KaKo Ha MPOU3BOJOT/ yciyrara,
TaKa U Ha LIEJIMOT JIeJIOBeH mporiec (Suarez-Barraza et al., 2011; lannettoni et al., 2011, Mitreva
et al., 2016). Co nmpumeHa Ha OBaa METOJOJIOTHja jgoara J0 OamaHCHpame Ha paboTara BO
IenaTa opraHusanyja cpema Gapamarta ox masapot (Mitreva et al., 2017; Alvarez-Garcia et
al., 2018).
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Omnuc Ha na3zapor 3a ocurypyBame Bo P. C. Makenonuja

OcHoBHara KapaKTepUCTHKa Ha IMa3apoT Ha ocurypyBame Bo P. C. Makenonmja ce
JTUHAMUYHUTE MIPOMEHU KOM HACTaHaa Kaj CaMHUTE OCUTYPUTEIHUTE KOMIIAHMU BO OJHOC Ha
HUBHATa CONICTBEHUYKA CTPYKTypa. Bo oHOC Ha cOCTOjOMTE BO MOCIETHUTE HEKOJIKY TOJUHH,
TeHEepaTHO 11a3apoT 32 OCUTYPYBaba Ce OJUIMKYBA CO MO3UTUBHU U AMHAMUYHU ITpoMeHu. OBHe
MIPOMEHHU C€ MPOCIIEACHH CO MOToJIeMa IPOMOIIMja HA HHOBAaTHBHU OCUTYPUTEITHU TTAKETH U CO
MIPOMEHH BO COIICTBEHUYATa CTPYKTYpa Ha OCUTYPUTEIHUTE KOMIIAHHUH.

ComacHO o¢puMjaIHUTEe TOJUILHU W3BEUITaW CO HAllpaBeHUTe aHauu3u o HaumonamHoTo
0upo 3a ocurypyBame 3a 2019 roguna, BKYIHUOT Na3ap Ha HEXKMBOTHO ocurypysame Bo P.C.
Makenonuja peainzupa nojJucupaHa npemMuja BoO U3HOC of 8.75 MuiMjapau AE€HapH, co LITO
11a3apoT Ha OCUTYpYBaWk€ OCTBAPU BKYIEH mopact of 6%, Bo onHoc Ha mperxonHara 2018
roguHa. OcHUrypuTelHUTEe KOMITaHMM BO TekoBHara 2019 roawHa, BO Hajrosem jaen Oea
(dokycupaHu Ha IPOMOTUBHYU U MapKETHHIIKM aKTUBHOCTHU MOBP3aHU CO MpoJakdaTa, Kako U
morojieMa eaykanyja Ha HAceJICHHWETO BO IpaBell Ha 3rojeMyBame Ha jaBHAara CBECT 3a
IPUIOOMBKUTE O OCUT'YpYBambeT0. OCHOBHOTO MUCIIECHE € 1€Ka MAKEOHCKUTE OCUTYPUTEITHU
KOMIIAaHUUTE CE IMOCBETHja HA KPEUPAmbe JIECHO pa3OMPIIMBH OCUTYPUTEITHH ITAaKETH CO IOHY/A
3a ceol(aTHU OCUTYPUTEIHH IMOKPUTHja U 110 KOHKYpeHTHH 1ieHu. Ha ¢urypa 1 e npukaxana
masapHara CTpyKTypara Ha ocurypureinnute kommnanuu Bo P.C. MakemoHmja BO AenOT Ha
HE)KMBHOTO OCUTYpYBam€ CHOpe]l ocTBapeHara OpyTto monucupana npemuja - BIIIT 3a 2019
rongvMHa. AHalM3aTa OJl OCTBAapyBamara Ha Ma3apoT - HEXKUBOT, TIOKaXyBa JIeKa O BKYITHHOT
Opoj Ha OCUTYpUTETHH KOMIIAaHWHU (€IMHAeceT MPYIITBa), CaMO YETHUPH ja HaJMHUHYyBaaT
rpanuuara Hajx 10% y4yecTBo BO CTpyKTypara Ha BKYIIHHOT IIa3ap Ha OCUTYpPYBamE, BO OJHOC
Ha OpyTO MoJiucupaHara npemMuja Bo LEIHHA.

@urypa 1: [TazapHa KOHLIEHTpaIKja HA OCUTYPUTEITHHUOT 1a3ap Bo 2019 rog.

Hoea i
_ 9 poauuja MakenoH

Ocuryp. Apymrsa BIIII - 2019 % OCUTYPYB HexuBoT ia

. 0,
Makedonuja 927.978 10,60% Ocmrypwrag(l;oe 5% 11%
Tpuznas 1.424.893 16,28% enHa

nonuca Tpurnas
Espouric 813.562 9,30% VHB% 16%
Claan 886.426 10,13% daBe
EBpowuHc
Bunep 808.989 9,24% 8%
Eyponunx 1.013.069 11,57%
Tpase nexcusom 362.079 4,14%
Ve 823.176 9,40% BuHep
9%

Ocuzypumenua 710.064 8,11%
noauca
TR 523.287 5,98%
Kpoayuja 459.102 5,25%
Bxymno 8.752.625 100,00%

H3eop: http:/ http://aso.mk/ivq2019-izveshtai-za-obemot-i-sodrzhinata-na-rabota-na-drushtvata-za-osiguruvanje-za-
periodot-01-01-31-12-2019/

Kaxo ocHoBa 3a HacTamn Ha 1a3apoT, OCUTYPUTEIHUTE KOMIIAHUU IIPUMapHO ce OJIy4yyBaar 3a
CTpaTeruu 3a Mpoaaxoa MpeKy cBojaTa JUPEKTHA MPOAAXKHA MPEXa, HO BO OPEIEHH CIIydan
NpUMEHYBaaT M MpOAAKHM KaHaJIM 3a peanu3aluja Ha cBouTe menu. Kako cyOjekTu BO
WHAMpEKTHAaTa Mpoaax0a HajMHOTYy Ce 3acTaleHH JpyliTBaTa 3a 3acTalyBambe,
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OCUTYPUTEIIHUTE OPOKEPCKH APYIITBA, OAHKHUTE, aBTO CAIIOHUTE, TU3UHT KOMITAaHUUTE U IPYTH
OCTaHATH WM ITOMAJIKy 3aCcTalleHu KaHau. 3rojeMeHaTa KOHKYPEHIIHja Ha Ma3apoT cO HUCKU
[ICHHU Ha TIOHY/IM Ha OCUTYPUTEIIHU MPOIYKTH, KAKO U 3rOJIEMEHOTO IPUCYCTBO HA HeJlojaHaTa
KOHKYpEHILIM]ja, ja JOBeQyBa OBaa JEJHOCT JI0 IMOBUCOKH TPOLIOLHU 32 OCUTYpYBame, [0
3rOJIEMEHHU TPOIIOLH 32 MPOBU3UH U 10 HAMAJIEH IPOQHT.

Ha ¢urypa 2 nanena e cTpykrypara BO OJHOC Ha peanu3aliija o JUCTPUOYTHHHUTE TPOJAKHU
KaHaJIM Ha MaKEJJOHCKUTE OCUTYPUTEIIHU KOMITaHUH 3a neproaot og 2016 no 2018 roauna.

@urypa 2: CrpykTypa Ha peanusaiyja Ha OpyTo MOJHMCHUpaHa MPEMHja Ha OCUT'YPUTEITHUTE
KOMITAaHUH Off TUCTPHUOYTUBHUTE MPOAAKHU KaHaH, 3a iepuoot o1 2016 no 2018 roguna

Ocreapysarse Ha BpyTo nonMcupaHa npemuja of NpogaKHU KaHanm

60.00%
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40.00%
30.00%
20.00%
10.00%
0.00% I I . S

3acTanHuWLM

%

Ocuryp.bpo JdpywTea 2a OcTraHaTH

OdupekTHa BO TYPUCTUUKKW AsTO
HEPCHKW sacTanysaH BaHkM ANcTprbByTh
npofaxba OCMIYpYEakHs areHumMm canoHm
ApywTea o e BHW KaHanu
w2018 48.74% 27.66% 10.61% 8.65% 3.74% 0.34% 0.16% 0.09%
2017 50.62% 26.47% 11.02% 9.22% 2.15% 0.39% 0.60% 0.08%
2016 45.69% 25.55% 16.87% 9.91% 1.50% 0.40% 0.00% 0.07%

HKananw 2a npoga:xba

H3eop: http:/ http://aso.mk/ivg2019-izveshtai-za-obemot-i-sodrzhinata-na-rabota-na-drushtvata-za-osiguruvanje-za-
periodot-01-01-31-12-2019/

On ananmmM3a Ha pE3yITaTUTE, MOXE Ja C€ 3aKIydd JIeKa OCHUTYPHUTEIHUTE KOMITAHUU
OCTBapyBaaT HajBUCOK yAel BO pealu3aliija Ha MpoAaxkdara MpeKy cBojaTa IUPEKTHA
nponakHa Mpexa (Bo mpocek ox 48,35%). [lotoa, crienar ocTBapyBama M peanu3alyja Ha
npoaaxkdara o] HHAWPEKTHATa MPOoAakHA MPeKa Ha OCUTYPUTEITHUTE OPOKEPCKH APYIITBA CO
26,56%, npogax6a npexy 3actanmHuiy - 12,38%, npomakba npeky IpyITBa 3a 3aCTalyBambe
BO ocurypyBame - 9,26%, Oanku - 2,6%, typuctuuku areHuuun co 0,38%, ocranatu
qucTpuOyTuBHU KaHaimu co 0,25% u aBro canonute co 0,08%. AHanu3ara Ha pe3yaTaTuTe
MOKa)XKyBa JIeKa OCUTYPHUTEITHUTE KOMIIAHUU TH pealu3upaaT CBOUTE MPOJAKHU IETH BO
HajTOJIEM JIeJ TIPEKy CBOjara TUPEKTHA MpojakHa Mpeka. [IpoakHUTe aKTHBHOCTH HAjYeCTO
ce TPOIpareHdu CO 3roJeMEHa MPOMOIMja HA OCUTYPUTETHUTE MPOU3BOIM M TMAKETH CO
OJIpEJICHU TIOBOJIHOCTH 3a KiueHTHTe. Of acleKT Ha KIWEHTHTE, TOAa 3HA4YM JIOOWBame Ha
MOKBAJMTETHO OCUTYPYBame, T0OUBame o/ipe/ieH OeHe(PUT U BOCTIOCTABYBAHE MMOI0JITOPOYHH
OJTHOCH W JIeJIOBHH BpCKH. Jlojeka, HEKOM MAaKeIOHCKH OCHTYPUTCIIHH KOMITAHHU ja
MOCTaByBaaT CBOja MpOJakHA CTpaTervja KOPUCTEJKU HWHIAWPEKTHH TUCTPUOYTHBHU KaHAIU
KOW BO OCHOBA 3HAUaT 3TOJIEMEHH TPOIIIOIH 32 OCUTYPYBakbe U HaMaJIeH IPOQUT.

Bo nponomxenue Ha TPyAOT ClelUd HCTPa)XKyBambeTO HANpPAaBEHO BO €HA OJf MAKEJOHCKHUTE
OCUTYpHUTEIHM KoMnaHuu - Eyponunk ocurypysame AJ] Ckorje KOpUCTejKU T'd METOAMUTE U
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TEXHUKUTE Ha KBAJIUTET M YyCBOjyBajku ja Kamszen ¢unozodujara 3a yHanmpeayBame Ha
neppopMaHCUTE Ha MpPOLECUTE, MPOou3BoaAnTe/ yeiayrute. MerpaxkyBameTo Tpeba Ja mokaxe
Jla cO IMPUMEHA Ha OBaa METOJOJIOTHja Ce IOCTUTHYBAaaT NMO3UTHBHU PE3YNTaTH, KOU ce
U3pa3eHH NPEKy 3roJieMeHaTa IMPOXYKTUBHOCT, 3TOJIEMEHHOT KBAJIMUTET HA MPOHM3BOXUTE/
yCIYrUTe U HaMallyBame Ha Tpomouute. [IpunoOuBkure 1 monoOpeHnTe pe3yiraru Tpeda na
ce BHUIMBU U BO 3TOJIEMYBAamETO Ha 33/I0BOJICTBOTO Ha BPaOOTEHUTE M M3BPIIYBAETO HA
HUBHHUTE pAaOOTHU 33/1a4d KaKO pe3yJTarT Ha MOAoOpeHHTe pabOTHHM OJHOCH NOMEry HUB U
CEKTOpUTE BO OpraHM3alyjara. YCBOjyBamETO HAa OBaa METONOJOIWja Tpeda IMOCTUTHE aa
BpabOTEHUTE CTaHAT 3Ha4aeH (aKTOp U HOCUTEIM HA JEJIOBHHUTE MPOLECH CO CE€ IOorojiema
yJIOTa BO OJUTYYYBAH-ETO U BO PEIIABAKHETO HA POOIEMH.

I/ICTpamyBaan METOIM U aHAJIN3Aa HA PE3YJITATUTE

Bo wucrpaxyBamero Ha TpyAoT Bo kommnanujata Eypomunk ocurypyBame AJl Cxomje e
npumeHera Mmeroaoiorujatra Ha KAM3EH, kako u anaTkuTe U TEXHUKUTE 3a MOJ00pyBamke Ha
KBAJIUTET NPEKy CKPUHUHI, aHalM3a M JaBamke NPEJIo3d BO IpaBel] Ha KOHTUHYHPAHO
no100pyBame Ha MPOJAKHUTE MPOIIECH.

AHanu3aTa e HalpaBeHa camMO BO MPOJAKHUTE MPOIECH HAa KOMIAHUjaTa MPeKy CKPUHUHT Ha
OoCTBapyBamara oJf OpyTo mojucupanata npemuja Bo 2019 roamna, mTo mpeTcTaByBa
MHJUKATOP 32 YCIECIIHOCT Ha IMpoJakHaTa Mpexa. 3a LeTa Ha UCTPAKyBaAbETO CE KOPUCTEHU
KBAJIMTATUBHU W KBAHTUTATHUBHHU MCTOIU. KsammuraTuBauotr ImpucTall on(bafcame OCBpPT Ha
JauTepaTypaTa Ha MHOTY MyOJUKallMd KOW T€HepallHO ja oO0paboTyBaaT mpolOiieMaTukara 3a
¢mno3odujara Ha KanseH u mpuMeHara Bo npakTuka. KBaHTUTaTHBHUOT MPHUCTAIT CE COCTOCTIIE
BO [IPUMEHA Ha CET aJlaTKW M TEXHUKH Ha KBAJIHUTET CO KOU CE Mepea pe3ylaTaTUTe O]l MepemaTa
U ce o0paboTyBaa NpPeKy CTATHCTUYKA METOAM W TEXHUKH. lIprMeHaTa Ha COBpEMEHUTE
METOM M TEXHHKH 32 KBAJIMTET BO JEIOBHUTE MPOIECHM HAa KOMIaHMjaTa Oea co Len
nooOpyBame Ha MPOIECOT Ha IUTAHHpArhe Ha AKTUBHOCTUTE WM TIPaBHIHA TPOICHKA Ha
MOTEHIIM]jaJIoT Ha Ma3apoT, KaKo U Kpeupame mo100pa 1eJI0BHA MOJIUTHKA.

Bo 0BOj Tpyn Kako METOM BO UCTPAKYBAKHETO € KOPUCTEH METOIOT Ha HaOJbynyBame MPeKy
CUCTEMATCKO PETUCTPUPAhEe HA HACTAHUTE, OJTHECYBAHETO HA MEHAIMEHTOT, BPAOOTCHUTE U
KIIMEHTUTE BO OJTHOC Ha MPUMEHATa Ha aKTUBHOCTUTE BO MPOJaXHUOT mpoiiec. Co 0BOj METOT
ce 1o0uja MpUMapHHU TOJATOIH, C€ PETUCTPHUPAa PEaKIUUTE 01 HACTAHATUTE MPOMEHH Kaj CUTE
YUECHHUIIM BO MPOJAKHUTE MPOIIECH, CE CIIe/IelIe HUBHOTO 3a/I0BOJICTBO/ HE3aI0BOJICTBO. Bo
HCTPAXKYBAKBLETO CC KOPUCTCHIC M MECTOAOT HA TUPCKTHU TOAATOLU WUJIKM UCTOPUCKU METOT OO
WHTEPHUTE KOMIIAHUCKW W3BEITAaW W aHAIHM3M, KaKO U MyOJIMKyBaHUTE TOJUIIHU WU3BEIITaH
KOU C€ O]l jaBE€H KapakTep U ce 00jaBeHH 0] ATEHIIMjaTa 3a CyNepBHU3Hja Ha OCUTYPYBambE.
logumHuTe wW3BEIITal OJ JApPXKABHUTE areHIMM TM T[PUKaXyBaaT TpPEHIOBUTE BO
OCTBapyBamaTa Ha OCUTYPUTEIHHUTE KOMIIAHUM IIPEKY CTPYKTypaTa M OCTBapyBamara Ha
KOMIIAaHUHUTE Ha OCUTYPUTEIHUOT Tasap.

HcTpaxkyBayku pe3y/aTaTu

Ocurypurennara komnanuja Eyponunak ocurypysame AJl Ckorje ol OCHOBaWETO 10 JIEHEC,
3a0ene)XyBa UCKIYYUTEIHO JTOOPU AEIOBHU U (PMHAHCUCKHU PE3YNTAaTH CO KOHTMHYMpaH pacT
Ha OCTBapeHa IOJMCHpaHa IpeMHja U CO 3HAYMTENIEeH Ha3apeH yhaesd. AHaiu3ara Ha
OCTBapyBamara oJ npoaaxodara Ha MPOU3BOJUTE/ YCIYTUTE C€ aHAIM3HMpaa BO CEKTOPOT 3a
npoaax6a. OBOj CEKTOp CO TOAMHM MOJJIEKH HAa KOHTHUHYHpPAHU aKTUBHOCTH Ha oOyka Ha
MEHallepuTe Of CTpaHa Ha KOHCYITAHTH M €KCIePTH 3a OCUTYpyBame€ BO JIJIOT Ha
YHaIIpeIyBamke Ha IPOIaXKHUTE BELITHHY, J€JIOBHATa KOMYHUIIH]a, IIPOIIPATEHO CO CIEACHE Ha
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(MHAHCHUCKUTE MHIMKATOPH 32 yCIeIHOCT Ha ¢punjanute. OcTBapyBamara Ha OBOj IPOIAKEH
cekrop 3a 2019 ronuna 6ea co mopact o 2% Ha moJucupaHara npemuja Bo onHoc Ha 2018
ro/iiHa, HO CO HEHCIIOJHYBAkhE Ha 331a/ICHUOT IIaH BO BUcuHa o 3%. Bo tabena 1 ce nagenu
ocTBapyBamara Ha CeKTopoT 3a npojaxoa kBaprainHo 3a 2019 roguHa criopeseHu Bo OHOC Ha
2018 ronrHa Kako M IUIaHUPAHUTE IPOAAYKHU 11eNH 3a TekoBHaTa 2019 roguna.

Ta6ena 1: OctBapyBama Ha CekTopoT 3a npoaaxk6a Bo 2018 u 2019 roauna.

CexTop 3a npoaa:xda
2019
2019
2018 2019 2019 % Kymya/
Keapran 2018 KYMYJIL 2019 KYMYJI J1aH KHJIIV?}.[II 2019/2018 2018
My KYMYJQ
Q1 137 137 140 140 144 144 2% 2%
Q2 144 281 147 287 154 298 2% 2%
Q3 145 426 154 441 155 453 6% 4%
Q4 137 563 131 572 137 590 -4% 2%
563 572 590 2%

H3eop: ' oouwen uzsewumaj 3a pabomerwemo na Eypoaunk ocueypysarwe AJ/] Cronje 3a 2019 coouna

Jlooeka 60 mabena 2 ce O0adenHu ocmeapysarama HA CEKMOPOM 3a OCUZYpy6arve u
peocuzypyeare B0 2019 ronuna (kBapTaJIHO) KaJie ©Ma MTOMaJIM OCTBapyBama o mpoaaxoara
Ha IPOM3BOIM / YCIYTH U MoMaia peanu3aiuja (3a 12%) Bo oxHoc Ha mianot 3a 2019 roauna,
JI0JIeKa CIIOPEICHO BO OJIHOC Ha ocTBapyBamata o1 2018 roguna peanuzanyjarta Oerre moHucKa
3a 13%. Hamanenuor obeM Ha mommcupana npemuja Bo 2019 roauHa BO OJHOC IUIAHOT U
peamuzanmjara ox 2018 roawna, rIaBHO ce JOJDKM Ha HepeajHn3alMjaTta Ha IJIaHWpaHaTa
peMHuja O]l 1Ba roJIeMU MPaBHU CyOjeKTH, IITO OCOOEHO ce OJIpa3u Ha OCTBAPEHUTE PE3YJITATH.

Ta6ena 2: OctBapyBama Ha CeKTOPOT 3a OCHTypyBame U peocurypysame Bo 2018 u 2019
TOJIMHA KBapTaJIHO

CeKTOp 3a OCHIYpYBaibe H PeOCHIYpyBame
2018 2019 | 2019 | 2010 % -ciglly?]/
Keapran 2018 KyMY.I. 2019 KyMYJT naa" faan 2019/2018 2018
KyMy.1
KyMY.JI
Q1 162 162 174 174 206 206 7% 7%
Q2 102 264 122 296 116 322 20% 12%
Q3 146 410 80 376 83 405 -45% -8%
Q4 95 504 65 441 99 504 -32% -13%
505 441 504 -13%

H3eop: I'oouwen uzsewmaj 3a pabomersemo na Eyponunx ocueypysarwe A Cronje 3a 2019 2oouna

Bo BkynHHTE ocTBapyBama o] mpojaaxbara Ha mpousBogute/ ycayrute 3a 2019 roauna,
CekropoT 3a nposax0a yuecTByBa co 56% Bo OpyTo monucupaHaTa mpeMuja Ha KOMIIaHWjaTa,
HITO MpeTcTaByBa 3rojieMyBame o1 2% BO OAHOC Ha UCTHOT mnepuon Bo 2018 roauna.
Peanuzanujata Ha mpogax6ara Ha CeKTOPOT 3a OCUTYpyBame M peocurypyBame Bo 2019
ronuna e 44% wumm e 3a 13% monucka Bo ogHoc Ha 2018 roguna. Cenak, CaMOCTOJHHOT HACTAaIl
Ha KOMIIaHH]jaTa Ha OCUTYPUTEJIHUOT Ma3ap 0€3 CTpaTeIlKU CTPAaHCKH apTHepP, TMMUTHPAHUOT
npucrtar 10 know-how 1 HOBU MPOAYKTH, KAKO U HEMCKOPUCTEHOCT Ha KAaNaIllUTETHTE 32 Cross-
selling, HenoBosHO ycoBpiienute MUT mporiecy, HETOBOIHOTO YYECTBO HA MHAWBUIYAHUTE
OCHUTYpYBamba M TOJIEMOTO YyYeCTBO HA MOCIMHEYHH KIMEHTH BO IEJOKYITHHOT MOpT(hesb, BO
IIOTOJIEM JIEJI C€ OJIpa3y Ha MPOJaKHUTE OCTBapyBama Ha komnanujata Bo 2019 ronuna. Cenak,
KOMITaHHjaTa TH MCKOPUCTH CBOWTE Ma3apHU TOTCHIMjaTH W OCTBAPU OJUTMYHH PE3yITaTH
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MPEeKy T00pOTO KOPIIOPATHBHO YIIPAaBYBaWke U MPEKy ehukacHOCTa HA JUPEKTHATA MPOIaxKHA
MpeKa.

Bo onHoc Ha ¢puHancuckute pezyntaru Bo 2019 roauna, komnanujara EypoianHk ocurypyBame
MIPEKy CBOjaTa MpoJakKHAa Mpeka, OCTBapu Opyto mosmcupana npemuja ox 1.013.069 wnjaau
JeHapu, o e 3a 54.891 wijaau AeHapu NOHU30K 00eM Ha OpyTo momcupana npemuja o 2018
roJIMHA WM KOMITaHHUjaTa Oenexu manx oa 5% Bo oaHoc Ha peTxoaHaTa 2018 roauHa.

Ha ¢urypa 3 e npukaxkana cTpykTypara Ha HopT¢doJIMOTO Ha KOMIIaHHUjaTa O]l OCTBapyBamaTa
Ha OpyTo monucupaHara npemuja. Kako pesynrat Ha OCTBapeHHUTE pe3yJiTaTH, KOMIIaHHjaTa BO
2019 romumHa ro 3aAp:ka NPUMATOT HA JKMJEp BO KiacaTa - OIMILTO OCUTYPYBaWmE O
npodecnoHaHa OJArOBOPHOCT CO HAjBMCOKO Ma3apHO y4decTBO o 27%, BO mpojaaxbdara Ha
Typuctruka nomou co 17%, ocurypyBamwe oa Hesroga co 19% yuecTBO Ha ma3apoTr U BO
npojiaxx0a Ha 3JJpaBCTBEHO OCUTYpYBambe O ynen o1 46%.

®urypa 3: CTpykTypa Ha peanu3upana OpyTo MoJiMcupaHa MpeMuja 1o KJIacu 3a OCUTypyBambe

- Eyponunk ocurypyBame A/l Ckomje, nepuog ox 2016 no 2019 rooauna
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H3eop: http://aso.mk/category/publikaczii/izveshtai-za-rabotata-na-osiguritelnata-industri-a/drushtva-za-
osiguruva-e/

On u3BpIIIEHATa aHAJIM3a MOXKE J1a ce 3a0elexu JeKa € Haj3aCcTaleHO OCUTYPYBAamHETO O] aBTO
oaroopHoct co 40%, mo WTO Cleau Kiacara Ha OCUTYypyBamweTo oA Hesroaa co 13%,
OCUTYpYBame€TO OJ] MoXap M Jpyr'M HUMOTHH ocurypyBawma co 10%, 31paBCTBEHOTO
ocurypyBame co 9%, Kacko OCUTYPYBameTO Ha MOTOPHHU BO3uia co 9%,0mIITa o JroBOPHOCT
co 7% wu Typuctuukara oMot co 4%.

Hamanenu octBapyBama WM NMOHHCKA peanu3aiyja Bo ogHoc Ha 2018 roguna, kommnaHujarta
Oeslexu BO KJIACHTE HA OCUTYPYBambe UMOT OJ1 moskap (-7%), Ipyrd UMOTHH OCHUTYpyBamba (-
52%) u BO KiacaTa Ha (uHaHCUCKH 3aryou (-21%).

Bo Tabena 3 ce mpukakaHu oOCTBapyBamaTa Ha AUCTPUOYTHUBHUTE NPOAAKHU KaHAIU
MOEIMHEYHO, CO HaIllpaBeHa KOMITapaTHBHA aHaJIM3a Ha OCTBapyBamara oJ] OpyTo HMoJHCcHpaHa
npemuja Bo 2019 ronuna u peanmmsanujara ox 2018 roguna.

Ananusupano 00 acnekm Ha peanusayuja Ha NPoOadCHume NAAHOBU NO OUCPUOYMUBHUME
kananu Bo 2019 roguHa, KoMIaHujarta, oj BKyHara npemuja 1ypu 79% ja peanuzupaiiie npexy
CBOjaTa IMpPEKTHA MpOJa)kHA MpEka, IITO MpeTcTaByBa 3rojiemMyBame oA 1% BO OJHOC Ha
HuBoTO 011 2018 romuua, 16% ox ocTBapyBamara Bo mpoaakdarTa ce MpoJaXHH OCTBapyBamba
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0]l OCHUTYPUTEIIHUTE OPOKEPCKHU JAPYIITBA, 0JeKa ocTaHaTuTe 5% ce peanu3aiyja o APyra
TUCTpUOYTUBHU KaHAH, KAaKO TYPUCTUYKHU areHIMy U 3acTarnHuiy, Tabena 3.

Ta6ena 3: Peanmzanuja va BIIII mo nuctpubyTnBHE KaHaIH

60 000 denapu % Ha CTpyKTypa Ha Ipemuja

JlucTpuOyTUBHU KaHAIN 2019 2018 | TmpomMeHa 2019 2018

1 2 3=1/2 4 5
JupekTHa nposaxba 803.164 830.376 -3% 79% 78%
Ocuryp. OpoKepcKu IpymiTBa 166.947 185.542 -10% 16% 17%
TypHCTHYKHY areHIIUH 11.334 11.159 2% 1% 1%
Banku 0 219 -100% 0% 0%
3acTalHUIM BO OCHIYPYBambe 24.56 33.833 -27% 2% 3%
OcraHati AUCTPHO. KaHATIN 7.064 6.831 3% 1% 1%
BxkymHo 1.013.069 1.067.960 -5% 100% 100%

H3eo0p: I'oouwen ussewmaj 3a pabomerwemo na xomnanujama Eyponunk ocueypysarwe A/l Cronje 3a 2019
200uHa

Op nenocHara HalpaBeHa aHajau3a MPeKy MPUMEHa Ha METOAUTE U aJTATKUTE 3@ KBAJIUTET U CO
aHaJIM3a Ha peanu3alfjaTa Ha MPOJAXHUTE TUIAHOBU TPEKY MpOJakHATa Mpexa MOXKE Ja
3aKJIy4d JIeKa MaKpOEKOHOMCKO OMKpYyXyBamwe Bo 2019 roguna 3a xommanujata Eyponnnk
ocurypyBame Oemie pgocta mnoBoiHo. Cemak, 0] HampaBeHaTa JeTajlHa aHaldu3a Ha
OCTBapyBamaTa oJ Mmpojaxodara, MOXe /1a ce KaKe JeKa KOMIIaHHjaTa ce COOYH CO HEKOIIKY
[JIaBHU TPEAM3BUIIM KaKO: HaMaldyBame Ha MPUXOAUTE BO Kiacara 3a ABTOOJITOBOPHOCT
Mopajy HUCKUTE IPOBU3UHU U HEllojallHaTa KOHKYPEHIIH]ja, Kako U co Mpo0IeMoT Ha 0OHOBa Ha
MOJIMCUTE 3a OCHTYpYBamkbeé Ha HMMOT IMOpaad NAapTHEPCTBOTO HAa OaHKUTE CO JPYrH
ocuryputeiHA Komrmanud. CeTo Toa J0BeJe O HaMaJIeHO TEMITO Ha pacT Ha KOMIIaHUjaTa BO
criopenoa co 2018 roguna

Bo n3zHaoramero Ha NPUYMHUTE U PEIICHUETO Ha TPOOJIeMUTE MEHAIMEHTOT pumenu 5 Why’s
MeTO/Ia KaKo KJyyHa BO IPOHaolame Ha U3BOPOT Ha npobiemoT. Kiyuor Bo pemraBameTo Ha
mpo0JIeMOT € HajIpPBO BUCTHHCKH Ja ce pa3depe Heropara CyIITHHA W MOTOA €TalHO Ja ce
IpUCTaIll CO MPUMEHA Ha KOPEKTUBHU MEPKH 3a HEroBO pelaBame. [1o u3BpiieHara aHanmsa
U JepUHUPAkETO Ha MPoOJIEeMOT Ha Hepeaau3allyjaTa Ha TUIaHUpAHUTE MPOJAXKHU IIENH, BO
KoMIianujata ce mpumeHu 5 Why’s METOIOT 3a BUCTHHCKO MPOHAOrame HA MPUYMHHUTE Ha
npobaemMort, ¢ur. 4.

®urypa 4: Yekopu Bo IpoHaolame Ha U3BOPOT Ha MpodIeMoT co mpuMeHa Ha 5 Why’s metoz
BO KOMIIaHM]jaTa

NedmHupare Ha npoGnem

Peannsauuja Ha NNaHWPaHK NPOSAKHMU Lenu i l
_ ——y Hepeanusupar . HepeanuiauujaHa ... Hepeanusauua Ha
3awro | Why Meceyer nnay obHOBa Ha nonucy HOB0 OCUYDysame
> Hepeanusauuja  _. ... ... obHosa eo nodanzo speme
3awro/Why Ha NpodamHu aKuuU dpyea komnaswa T Ha YeKarbe 3a NoHyou
5 HEOCmSEpysame Ha nowsa KoMmyHukauuja Hedocmamox
3awro /Why 3+3+2 u naywan €O KnueHm od koopduHauja
) cnabu .. nowia opaaHuayuja 3a nompeba 3a
3awTo [ Why NPOOEKHU SELUIMUHU usspwyeamwe Ha sadayy T mumcka paboma
HenosHasarbe Ha NOBUCOKO HUEO Ha
— > ycnosu u npodykmu vai o0el Ha 0p2aHuaULCKD
BawTto [ Why ——— 7 AUIUBUUTIROCYRIIL o oo oo nnatioka aRMUGHOCT e e e
MepeHcKa aKkmusHOCT OOHECYBaHe

H360p: Axyucku nian Ha menaumenmom Ha komnanujama Eyponunx ocueypyearwe A Cxonje 3a 2019 2oouna
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[lo wm3BpmieHaTa aHanM3a CO TNpPUMEHAa HAa OBaa MeETOJa, ce J00uja NpPUYMHHUTE Ha
HepeaTn3upaHnuTe NPOJaKHH 1enu. Kako OCHOBHY MPUYHMHY 32 HEOCTBAPYBAmhE HA INIAHOBHUTE
3a nmpoxax0a Bo mpBara nojoBuHa Ha 2019 ronuHa, ce moka)xkaa HaMaJIeHUOT 00eM Ha 0OHOBA
Ha ToJMCH BO BucHHA o okoiny 30% um Bo mociabuTe oOcTBapyBamba Ha IUIAHUpaHATa
peanm3anujara O TMPOJAKHUTE aKIMH W OYCKyBamara 3a HOBO OCUTypyBame. MHTepHU
aHaJM3M HA KOMITaHMjaTa [MOKakaa HEOCTBAapyBambe Ha peali3naltja Ha IUIaHupaHaTa oOHOBa
Ha MOJIMCU BO BUCHHA 0] okoity 30% 1 mpuiikB HAa HOBO OCUTYPYBamk€ BO BUCHHA OJ1 OKOJTy 32-
35%. Co ceTo oBa ¥ IOKpaj TOA IITO KOMIIaHKjaTa OCTBapyBallle KOHTUHYUPAH U O1ar pacT ox
HEKOJIKY IPOIICHTH, CEMaK OCTBapyBamara He 0ea JOBOJHM 3a UCIIOJNHYBAWkhE HA HEj3UHHUTE
IUTAHUPAHU TIPOJIAKHU LIEIH.

AHaim3ara Ha NPUYUHCKO-TIOCICIUYHUTE BPCKM Ha IMPOOJIEMOT BO HEOCTBAPYBAHETO HA
TUTAHUPAHUTE MPOJIAYKHHUTE IS HAa KOMIIAHHWjaTa € MpeTcTaBeHa npeky WMmmkaBa maujarpam,
dwur. 5.

®urypa 5. [IpuunHCKO-TIOCTEINYHA aHAIHM3a HA TPOOJIEeMHUTE BO KOMIIaHHujaTa uin Mmmukasa
JjarpaM

MapKeTHUHI MUKC Pesyntatun

roauweH
nnax

npogaxHM
tunujanu

MeceyeH
nnau
34342
npoaakHu
akuuu

ypeasosT diysssnoiEnHoET

npou3soa APHAMEN  MPORAZRHN SKLKK

npomoumja OprERMIELME KeoRaMMELME
uswa

LPM

yenosn 32
ocurypyesie

) Peanuzaumnja Ha
nnaH 3a npogax6a

nNpogamHu 0BHOBA Ha NONUCKH

BelTHHU

TMgTe  asncees
£3507=  kogerc

n
OpraHu3aLKCcKo wouy;
oaHecyBawe

TMYHK

0CODHHK
yenosu 3

ArOBOPHOCT e B MpoyeHka u ucnnara

Ha WTETH

enykaumja Ha NoHyaa

BpaGoTeHu Mpouecn

H3zeo0p: Keapmanen uzeenmaj na menaymenmom na komnaunujama Eyponunk ocueypysarwe A/l Cronje 3a 2019
200uHa

Ha kpaj, co mocouyBame Ha U3BOPOT Ha MPOOJIEMOT ce Joara JI0 3aKJIydoK O] aHaJIn3ara Koj
BOJIM KOH Kpeupame Ha MPUUYMHCKO-TIOCIEANYHA aHalu3a U U3paboTKa Ha aKIMOHEH IIaH 3a
IpUMEHAa Ha KOPEKTUBHM MEpKH. Bo IUIaHOT ce HaBeIHM aKTUBHOCTH, XHIIOTE3H,
OJIFOBOPHOCTH, BPEMEHCKH POKOBU U OUEKYBAaHU PE3YJITATH.

On noObueHnTe pe3yyTaT ¥ U3BPIICHATA aHAIN3a, AKTUBHOCTUTE HA MEHAIIMEHTOT C€ Haco4Hja
KOH CJIEJIHUBE CETMEHTH:

* Awnanu3za Ha poOJIEMOT cO OOHOBA Ha TOJIUCH;

+ TloxroroBka Ha IjiaH 3a UCTIOJHYBambE Ha MJIAHUPAHUTE LIETIH;
» EBamyanuja u cieneme Ha pe3ynTaTuTe,

* Busyenuzanuja Ha nporecure;

* 3rosjemyBame Ha MOTHBAllM]ja U HarpajayBambe Ha BpaOOTEHUTE.

3ak/y4youu H nMpeior MepKHU 3a yHanpeAyBamwe Ha /1eJIOBHUTE NMpolecu

AHanu3uTe Ha JIEJIOBHUTE MPOLECH BO MPOLIECOT Ha Mpojaxk0a Ha KOMMaHHjaTa KOPUCTEJKU
METO/M U TEXHHUKH 32 KBaJUTET U IPUMEHa Ha OJJpeieHa METO/10JI0THja HAMETHAA YCBOjyBambe
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Ha MOJEJ 3a yHaIlpeayBame Ha JIJIOBHUTE MPOLECH KOj C€ MMIUIEMEHTHpAIIE BO PEATHUOT
cucteM. MHunujarusara 3a KBaJIMTaTUBHO TEKOBHO MOJOOPYBamkE€ Ha MPOJAKHHUTE MPOIECH
Oelle MHMLIMpAHA OJ CTPaHAa HA MEHAMEHTOT IO H3BpLIEHATa aHalIW3a Ha JCJIOBHUTE
pesyaTtatu on npBuoT KBaptan Ha 2019 roguna. Mako, koMITaHujaTa UMarie 3rojieMeH BKyIeH
pact Ha mpojaxdara 1 3roJieMyBare Ha CBOjOT Ma3apeH y/ell BO AEJIOT Ha HOBH KJIIMEHTH, CEMaK
IUIaHMpaHaTa u3ryoeHa mpeMuja BO OApEICeH Jed Ce OApa3Hu Bp3 HEJ3UHUTE MOTYTOIUIIHU
¢unancucku pesyararu. Kako pesyarar Ha Toa, BO Bropara mosoBuHa Ha 2019 roauna
MEHAIIMEHTOT YCBOU MOO0€eN 3a N000Opysare Ha neppomancume.

Mooenom bewe cem axkmueHocmu cO TOOOEMHHU NPOAAKHU 3a7a4d 3a CTHMYIUPAKBE H
morojieMa MOTHBaIMja Ha BpaOOTEHUTE W pa3BOj HA HUBHUTE MPOPECHOHAIHU BELITHHU.
[TapanenHo ce 3acwin pa3BOjOT HAa IOCTOCYKUTE W HOBU OCHUTYPHUTEIHHU IPOIYKTH CO
yHarnpeeHu arpudyTtu 3a kimeHtute. Cero oBa Oellle BO HacOKa Jja IIPBEHCTBEHO €€ yHAMpear
IpOoLIECUTEe BO MpojaxdaTa BO TpaBell HAa IOCTHTHYBamk€ HA €IHO IMOBHCOKO HHMBO Ha
OpraHHU3aLUCKa KyITypa.

3a Taa muen, Cexmopom 3a u0BeyKu pecypcu 3anOYHA CO NPUMEHAd HA Memoou 3d
npunazooysarbe Ha epabomenume BO TPUMEHATA HA OBHE MEPKU U aKTUBHOCTHU NPEKY HUBHA
eTarHa UMITJICMEHTAIIMja BO HUBHHUTE CEKOjTHEBHH paboTHH 00Bpcku. Co 11e noqo0pyBame U
3roJieMyBamhe Ha PE3yJATATUTE O] NMPOAax0a, MeHayumenmom OdoHece NaAaH 3a pa3eoj HA HOBU
NPOMOMUBHY OCUSYPUMETHU NaKemu W ja HACOYM CBOjaTa CTpaTerdja KOH aKTUBHOCTUTE Ha
BpaOOTEHUTE BO MPOIIECUTE BO MpOakHaTa Mpexka. OCHOBEH MPHOPUTET OEIIIe CIIPOBETyBabE
Ha MEpKHTE 3a yHaIllpeIyBame Ha NPOIECHTE W eAyKalfja W pa3Boj Ha BpaOOTEHHUTE CO
3rojieMyBam¢ Ha HUBHUTE TNPOPECHOHATHHM BEIITHHH. Kako pe3ynraT Ha CeTo OBa,
MEHAIIMEHTOT U3pabOTH IUIaH CO MEPKH 3a CIPOBEyBamkhe Ha MOBEKE TEKOBHU aKTUBHOCTH, CO
IIeJl HUBHO OCTBapyBame CO MOroJieMeHa KOHTpPOJIa NPU HUBHOTO JIOCITICIHO H3BPIIYBAaE,
TaGemna 4.

Tabena 4: /[edunupare na nnan co KopekmuHu MepKu 00 CMpaHa HA MEHAUMEHMOm Ha
KomMnaunujama

Plan Do Check Action

Xunotesn Mpwoputet|AKTHBHOCTH OprosopHocT Mepnog Pesynrtar CnepHa dasa
MeceueH nnaH BUCOK obem Ha

P / 0o kpaj Ha mexkoseH ja Ha C p ja Ha npouec
-mu Ha ji mecey meceyHa npodaxby

Ha obHosa BUCOK obHoea Ha p / do 10-mu s0 nod HO € ja Ha
KOeUYEHMOm Ha
o06Hosa npayec
Momusauuja cpeden KEAPMANHU U 200ULLHY Cermop aa uoeeuky | Meceuno, uHarcucky beregum | 17 HO KOHMUHYUPAHO
Hazpadu, naywanu u 3+3+2 pecypeu d 20 8pab Hozpadysarse
Mozonema peanusayuja oo BUCOK mepeHcka p / 0o kpaj Ha np ja | p ja Ha npoyec
MpodaxHY aKkyuy 80 hunuji akyuja od np
AxkmugHocmu 8o LIPM BUCOK HesHA admuHUCMpayuja Ha ji cexoj p den P Ha Cl P ja Ha npoyec
300adeHu akmueHoCMU
NpodancHu eeWmuHy HU30K ceMuHapu u obyku Cermop 20 yoeeuxy nepuodudna ehexmuena npodaxc6a | Mpozpama 36 KOHMUHYUPAHO
pecypcu OKMUBHOCM nodefipysare
Ceecm u 0d2080pHOCM cpeden CEMUHApU U 0BykU Cexmop 30 YoBeuKL OHeeHO akmueHocm | docnedHo uzepuly I/ 30 Kof o
pecypcu Ho paBomHume 208ayu nodofipysare
Tumcka paboma u cpeder OHEEHU COCMaHOUU vep Ha g OxesHa 1 HOCOUYETHE KOH Fpozpama 36 KOHMUHYUPAHO
KoopduHayuja 60 mumom yen nodoBpyeare

noaucy Ha

H360p: Axyucku naan na menaumenmom na komnanujama Eyponunx ocueypyearwe A Cxonje 3a 2019 2oouna

[TakeToT Ha MIAHUPAHU MEPKU KOH CE CIIPOBEI0A BO MPOIAKHUTE MPOIIECH HAa KOMITaHW]jaTa TU
ondarrja cIeJHIBE aKTUBHOCTH .

» [Ilnan 3a crnefeme U KOHTPOJIA HA IPOIECOT HAa OOHOBA Ha MOJIUCH;

» Ilnman 3a peanu3aiyja Ha KOHTAKTH CO HOBHU M IIOCTOCYKH KJIHUCHTH;

* Ilnan 3a KOHTpOJIa HA OCTBAPYBAKHETO HA MECEYHHUTE TIIAHOBU U TIEJIH;

* [lman 3a mpogaXHU aKIUK;
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» Kontpona na aktuBHocTa B0 CRM (Customer Relationship Management) cuctemor;

*  MoxHOCTH 3a OCTBapyBam€ Maylladd CcO IeJd 3rojJeMyBambeé Ha MOTHBAallMjaTa Ha
BpaOOTEHUTE;

» Kontpona Ha Bofielme pa3roBop co KJIMEHTUTE 3a HarlaTa Ha IpemMujaTa,

+ Ilnan 3a TEKOBHU MPOJAKHU aKIMH, KAaKO U TUIaH M KOHTPOJIA Ha pean3alujaTa;

» Ilnan 3a cieneme Ha OCTBAPYBAKETO U IUIAHOBU 32 padoTa.

Co yen nodobpysarwe u 3201emy6arbe HA pe3yimamume, MEHAUMEHMOM OOHece 00IYKA 3d
Kpeuparbe mumosu 3a nooobpyéar,e BO HACOKA HA YHANpPEIyBambe Ha MPO(PECHOHATHHTE
KOMIICHTEHIIMA W BEIITHHU Ha BpaboteHute. [IpBuuHO, MO peneduHupame Ha yioraTa Ha
MEHallepuTe Ha (QUIMjauTe, ce MpEeMUHA KOH OpraHu3anuja u obe30emyBame alaTKd 3a
MOYCIICIIHO yrpaByBame. Llenra Ha oBUEe TUMOBHU Oellle KOHTHHYHPAHO JIETyBambe BO HACOKA
Ha MMPpOMCHA Ha MCHTAJIHATA CJIMKA Ha Bpa6OTCHI/IT€ BO OHOC HAa HAYMHOT Ha U3BPUIYBAKLC HA
pabOTHHUTE 3a7]a4¥ ¥ HUBHO MOSPHUKACHO U3BPINyBame. JONOJTHUTEIHO, BO TEKOT HA BTOpaTa
nosioBuHa o7 2019 ronuHa co hopmMupame Ha OBUE KOHTPOJIHA TUMOBH Oc¢a U3BPIIICHU ITOCETH
Ha cure (QuiMjanu. Yjorata Ha TUMOBUTE Oellle HAacOYeHa KOH IPOIIeCOT Ha OOHOBA Ha
OCUTYPYBAHhETO M JIOCICIHO M3BPIIYBakhC Ha 3aJaJICHUTE 33aJaud. 3a MMILICMCHTAIlMja Ha
npeaiokeHuTe Meroau, CEeKTOpOT 3a YOBEYKH pPECypcH KOHTHHYHPAHO 3allOo4YHa Co
peanu3anuja Ha TOCETH Ha MPOJAXHHTE MECTa M KOHTpOJa Ha IMOCTaBEHHWTE 3aaavyd. Bo
(GOKyCcOT Ha aKTHMBHOCTHUTE Ha OBOj CEKTOp Oelle mpoMeHara BO IMPUCTANOT U PabOTHUTE
HABUKHU Ha BpaOOTEHHUTE BO peajin3alijaTa Ha MOCTaBeHUTe paboTHUTE 3a1aun. [Ipomenure ce
OJTHECYBaa BO MpaBell Ha:

* peaju3alMja Ha KOHTAKTHTE CO HOBH U IMOCTOCYKH KIIUCHTH,

*  OCTBapyBamC HA MECCYHMTE LICIIH;

* peaju3alMja Ha MPOJAKHUTE aKIUH,

* KkoHTpoJa Ha aktBHOCTa BO CRM (Customer Relationship Management) cuctemor;

*  MOJKHOCT 32 OCTBAapyBame NayIlIajy U 3roJeMyBambe Ha MOTHBAIIN]aTa,

* KOHTAaKT CO KJIMCHTH 3a peajun3alija Ha HaljiaTa Ha IPEeMHUja;

*  TIPOLIECOT Ha OOHOBA Ha MOJIKCH U MOTIOJIHYBakhe Ha CHCTEMCKUOT U3BEIITaj 32 0OHOBA

Ha MOJIKCH;
* TIOTCETYBam€ Ha aKTYEIIHU MPOJaKHHU aKIUH, OCHE(PHUTH 3a KIMEHTHUTE, 38 BPEITHOCTA
Ha OPOAYKTUTC U KOHTPOJIa Ha HUBO Ha peaJ'IH?;aHHja Ha IPOJAKHUTEC aKIINH,
* 0o0yka 1 mogoOpyBame Ha MPOJAKHUTE BEIITHHU HA BpaOOTEHHTE;
*  CIeIeHE Ha IUIAHOBU M OCTBApyBamba.

CuTte MeTOIM U MEPKH 3a UMIUIEMEHTalja o1 cTpana Ha CEeKTOPOT 3a YOBEUKH pecypcu Oea
CIPOBEJIEHH CO IIeJIOCHA MOJ/PIIKA Ha MEHAIMEHTOT Ha KOMIIaHUjaTa U Ha MEHalepuTe Ha
NOJPYKHUITUTE U TIPOJIAKHU calloHW. Ha BakoB HaYMH ce 3rojieMrja akTHBHOCTHTE BO MPABEIl
Ha!

* CEKOjIHEBHA KOOpIWHAIMja Ha IUIAHUPAHUTE AKTUBHOCTH Ha KOHCYJITaHHUTE U
eKCIepTUTE BO (puiujanure;

* 0OHOBYBame Ha MOPTQPEIHOT BO MOAPYKHHUIIATA;

* KOHTHMHYyHMpaHa paboTa BO OCTBApPYBAH-E Ha LIEJIUTE O] TEKOBHUTE MPOIAXKHU TPOMOIINH;

* KOHKPETHH paOOTHHM 33Jaud 3a KOHCYATAHTUTE M EKCIEPTUTE BO CIEACHETO Ha
U3BPIIYBAkHETO HA UCTUTE, KaKO 3a MPUMep: IIIaHUpamhe Ha pabOTHUOT JIEH;

* KOHTHHYHpaHa aKTHBHOCT Ha TEPEH OJI CTpaHa Ha MEHAIIEPOT CO TUMOT M OIeHKa Ha
NPOJAXHUTE MPE3CHTEPCKUTE BEIUTHHM HAa KOHCYJITAHTHTE U EKCIEepTHTE, HpPeKy
KBapTaJHH €BATYaIlNH;

* MpEeUIO3M 3a YHAIpeayBame Ha LEJTOKYITHOTO paboTeHE;

*  CTaHIApIU3Upamke Ha padOTHUTE 3aauH,
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¢ [Ioaurame€ Ha CBECHOCT U CaMOJMCLHMIIIIMHA Ha Bpa6OTeHI/IT€.

AxtuBHOCTUTE Ha CEKTOPOT 32 YOBEYKH PECYpPCH BO OBOj CETMEHT, 0€a TECHO HACOYCHU KOH
JOCTIEIHO CIPOBEAYBalk-€ Ha MEPKUTE M BO OJIECHYBAaKETO HA HMIUIEMEHTalHjata Ha
3aganenuTe 3aaauu. [lokpaj Toa, akTHBHOCTHTE Ha OBOj CEKTOp Oea M BO HACOKa Ha KOHTPOIHH
MOCETH Ha (puimjanure, BO Kpeupame NporpaMu 3a KOHTUHYHPAHO HarpaayBame, BO U3padoTKa
Ha JIICTUTE 3a eBallyaldja Ha BpaOoTeHHTe M cil1. Bo mpopaxHurte (Quiujanu, MEHaiepure
3alo4yHaa CcoO IMOJArOTOBKA HAa THMOBM 3a IOrosieM o0eM M MOJMHAMHYHU aKTUBHOCTH 3a
CIPOBEyBalk€¢ Ha IPOMOTUBHUTE aKTUBHOCTH U TEpPEHCKaTa padoTa.

[Ipumenara Ha OBOj MOJIEN 3a KOMIIaHHMjaTa MOKaXka JeKa MpHI0HEece KOH MOoA00pyBame Ha
IpoIecOT Ha OOHOBA Ha MOJMCUTE 32 OCUTYPYBame€, a CO TOAa U O MO3UTUBHHU €(PEKTH O]
IPUMEHETUTE METOJM 3a U3BpIIyBame Ha paboTHHUTE 3amauu. HamopeaHo co oBa, 1oj1e u 110
IIPOMEHA BO MIPUCTANOT Ha BpaOOTEHUTE BO OJTHOC HA HAYMHOT Ha U3BpILyBamke HAa pabOTHUTE
3agaun. [Ipomenara noBese 10 MONMPOAYKTUBHA M oe(hUKAacHA pea3in3anyja Ha MPOAaKHUTE
LeJu.

Kako pe3ynrar Ha 0Ba, MEHAlIEPUTE Ha MOAPYKHHUIIM 3a[I0YHAA CO CEKOjTHEBHU KOOPAUHAIINN
Ha IJIAHUPAHUTE MTPOJJAKHA AKTUBHOCTH | TO 3T0JIEMHja CBOjOT (DOKYC 32 OOHOBA Ha MOJIUCHUTE,
AKTYCITHUTE MPOMOIIMK CO 3aCHJICHU TEPEHCKH aKTHBHOCTH. W OBJe KPYXHHOT MpOIEC Ha
yHaIpeayBama He 3ampa.
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THE IMPACT OF PRICE MANAGEMENT ON BUSINESS OPERATION OF THE
ENTERPRISE: THEORETICAL ASPECT

Snezana Bardarova'; Mimoza Serafimova?®

Abstract

Marketing strategy has been a focus of organizations and a tool for attaining overall firm
performance. Prices are crucial for the efficient operation of the company. Managers need
guidance on which organizational levers to activate in order to increase the effectiveness of the
pricing programs at their firms. Strategic pricing requires a stronger relationship between
marketing and the other sectors of a company. In order to enhance companies' economic and
financial performance, the pricing policies should be defined by their internal capacities and
on the basic systematical understanding of needs and wishes of their customers, in addition to
market conditions such as, economic conditions and degree of competition. In this context,
this paper will analyze a theoretical aspect and model that indicates the impacts of pricing
management (price policy and price strategies) on business operation of the enterprise.

Key Words: enterprises, price management, price policy, marketing, strategy
JEL Classification: M3, M13

Introduction

The main goal of every enterprise is to be successful, financially stable and to ensure long-term
business. In common for all enterprises and entrepreneurs is that they strive to be efficient on
the market, competitive and profit. In order to see the degree of achievement of these goals, it
IS necessary to measure the basic indicators that indicate, firstly, the realization of short-term
profit, and then providing the possibility of maintaining a profitable long-term business.
(Bardarova & Serafimova, 2020). Hence, the whole complex of the business process is seen
from the aspect of increasing profit and profit as the main motive of the business, given the
characteristics of the costs arising from reproduction and their impact on the price of the product
or business result.

There isn’t a unique way for defining prices. Pricing is a very sensitive and complex issue from
a marketing point of view. Many internal and external factors must be considered in
determining prices, such as demand, competition, economic policy measures, measures of state
bodies in the field of market and prices, as well as production costs and total operations. The
issue of prices is not just an internal matter of the company, but an issue that violates the
different interests of consumers, the state and companies. We can say that price is one of the
instruments of the marketing mix that used alone or in combination with other instruments
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should enable the realization of the goals of the company. Price determines the volume and
structure of sales, and hence affects the financial result of the companies. When is making a
price decision, it must, on the one hand, be acceptable to consumers and, on the other hand,
make a profit. Such goals are often in conflict, and can be diametrically opposed. Only through
a successfully harmonized organizational structure and efficient price management the goals of
the enterprises can be achieved.

Price as an instrument in marketing-mix

Marketing is a modern system of synergistic business activities that are needed for the product,
service, knowledge and financial resources to go in an optimal way through all stages of the
business process to the user and to meet his needs and the social needs of the national
economies. Marketing is  a major stakeholder in new product development, customer
management, and value/supply chain management and marketing strategy provides concepts
and processes for gaining a competitive advantage by delivering superior value to the business’s
customers. In marketing according to Lancioni(2005) the main focus is placed on the
development of new products, distribution channels and communication strategies, and this
could lead to precipitated pricing decisions without properly evaluating market and cost factors.
Thus, according to Simon, (1992) pricing is treated as the simplest strategy within marketing,
perhaps because many companies determine their prices based on intuition and the manager's
market experience. In addition, only few managers strategically think about pricing while
proactively administrating their prices in order to create favorable conditions that lead to profits
(Nagle & Holden, 2003). Considering this, Liozu & Hinterhuber(2012), highlight the need for
more research regarding the pricing preferences and practices because, according to the authors,
less than 2% of all published articles in marketing journals are focused on pricing.(De Toni.D.
at all, 2017) Marketing strategy has become important tool globally for any organization to
remain competitive and stronger enough. Therefore, to deal with the current challenges, the
businesses must design and implement more distinctive and purposeful marketing strategies
(Jain, 1997). Marketing strategy must focus on delivering greater value to customers and the
organization at a lower cost (Cowden, 2009).

Marketing is about customers; customers are an essential component of a marketing system
(Kotler et al. 2005). Regardless of type and size, marketing strategies are very important for all
organizations.

The marketing mix is defined as 4P's namely the product, price, promotion and place. They are
often designed to influence consumer decision-making and lead to profitable exchanges. Each
element of the marketing mix can affect consumers in many ways. A marketing strategy refers
to a business's overall game plan for reaching prospective consumers and turning them into
customers of the products or services the business provides.

Today’s retail market differs vastly from the 1990s and the 2000s, and the internet has
fundamentally changed the retail sector. Consumers now have the power to comparison shop
instantly. These changes have a huge impact on the way shops should manage their marketing
- and which P’s they should pay attention to in the marketing mix. As the internet has leveled
the online playing field, one P has emerged as the clear focus for most consumers: Price. In the
broadest economic sense, price is the amount of money that must be paid when purchasing a
unit of a good, product, or service. Price, in a narrower sense, at the microeconomic level, is a
marketing tool that affects the results of entrepreneurs, so each move upwards brings greater
profit, i.e the reduction leads to lower profits or loss in operation. The challenge is to create a
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price that will allow the company to make a decent profit from the value it creates for the
customer. In everyday use, price is the amount of payment or compensation given by one party
in exchange for goods or services.

In modern economies, prices are generally expressed in units of some form of currency. Pricing

is a process of determining what companies will get in return for their products.

— Price is a symbol of value. Value means the quality of goods and services to meet certain
needs. All values are expressed in money.

— Price is a fundamental aspect of financial modeling and is one of the four "P's" of the
Marketing Mix, the other three aspects are Product, Promotion, and Distribution.

— The price of the products sends a message to the buyer about the amount of quality or some
other characteristics of the specific product, especially if the buyers are not previously
familiar with the product. If the price of the same product differs from market to market, it
leaves room for the creation of a "gray market".

The price as a marketing tool is especially significant in countries where the purchasing power
of potential buyers is relatively low.(Stojmirovic Lj. & Stojmirovic S, 2009). Due to its role in
the placement of products on the market, it has the importance of a strategic element. The
research of product prices should give an answer to the reaction of consumers to changes in
product prices, which will depend on the nature of the market, target groups, the level of
differentiation of products and services and the brand of the product and the meaning, i.e the
value of product for consumers.
Pricing Management

The optimal combination of inputs is the most economically efficient and economical
combination of inputs that allows the given volume of production to be produced with minimal
costs, or which allows with the same volume of total costs to maximize the volume of
production. The goal to achieve greater economy, i.e greater economic efficiency, requires
choosing a combination of inputs, which minimizes the cost of a given volume of production,
or maximizes the volume of production, with given volume of costs. Therefore, it is important
to consider all the factors that affect the minimization of costs and maximization of production,
i.e that affect the increase or decrease of economy. (Bardarova & Serafimova, 2020).

Effective Pricing Management helps to integrate and apply critical pricing information and
perspectives. Pricing Management is the process of integrating all perspectives and information
necessary to consistently arrive at optimal pricing decisions. Therefore, strong price
management capabilities result in effective management of financial risk and revenue. The
process entails:

— Balancing company growth, share, and profit objectives

— Gathering and managing information databases within systems

— Defining roles and responsibilities with respect to pricing

— Navigating the organizational politics of different functional interests, and

— Managing various pricing-related workflows.

According to Monroe (2003), price decisions are one of the most important decisions of
management because it affects profitability and the companies’ return along with their market
competitiveness. Thus, the task of developing and defining prices is complex and challenging,
because the managers involved in this process must understand how their customers perceive
the prices, how to develop the perceived value, what are the intrinsic and relevant costs to
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comply with this necessity, as well as consider the pricing objectives of the company and their
competitive position in the market (De Toni and Mazzon, 2013, De Toni and Mazzon,
2013, Hinterhuber and Liozu, 2014, Monroe, 2003). Nagle and Hogan (2007) argue that
companies which do not manage their prices lose control over them, impairing their profitability
and cost effectiveness mainly due to the customers will on paying a determinate price, which
not only does it depend on the perceived value, but also depends on the prices set by the leading
competitors. Consequently, mistaken or inexistent pricing policies could lead buyers to increase
the volume of information while allowing them to augment their bargaining power thus forcing
price reductions and discounts. The difference between conventional price setting and strategic
pricing consists on setting prices by reacting to the market conditions or managing them
proactively, being their sole purpose to exert the most profitable pricing by generating more
value for customers without the obligation of increasing the business’ sales volume (Nagle &
Holden, 2003).

Marketing pricing decisions have become a complex and critical management problem for most
companies due to the effects of a range of heterogeneous influences, ranging from exchange
rate fluctuations, inflation shocks and stability in countries and regions, to intensifying
competition and growth of alternative pricing methods compared to traditional ones.

Before setting a price, the company must decide what is going to be the strategy for the product
in addition to what will be the proposed objectives, since the clearer these decisions, the easier
it will be to establish prices (Hinterhuber & Liozu, 2013).

Creating prices in the market is a compromise between the strategic goals of the enterprise in
the target market which is estimated depending on the amount of prices. When is making a
decision about amount of prices it is necessary to take into account a number of factors of
different nature and intensity of action, where many of them are beyond the control of the
company. Pricing is a process of determining what companies will get in return for their
products. Price factors are production costs, market, competition, market situation, and product
quality. Prices are also a key variable in the Microeconomic Price Distribution Theory. Price is
the main factor the influence the buyer's choice. Price is the only element in the Marketing Mix
that generates revenue and all others generate costs. Researchers mostly agree that pricing
strategies can be categorized in three big groups: cost-based pricing, competition-based pricing
and customer value-based pricing (Nagle & Holden, 2003).

One of the main factors influencing the increase of prices in recent years is the inflation on the
domestic and foreign markets. It is difficult to find a company where increasing productivity
offsets rising operating costs.

In the context of the ever-present trend of globalization, in determining and directing the pricing
policy, two equally important segments should be taken into account:
— Internal conditions (factors related to the organization and the product) and
— External conditions (factors related to the target market).
If the management has control over the factors, it will come under internal factors, if not it will
come under external factors. So the internal factors are within the control of the management
and are particularly related to the internal environment of a firm.

Internal conditions (factors) that are specific to each organization, and some of the basic
ones are:
e The goals of the marketing activities of the organization,
e The business philosophy of the organization, i.e the strategy of market mix,
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e The cost structure,
e The product and
e Organization

External conditions (factors) are a synthesis of the conditions and relations on the global market

and the conditions that prevail within the target market of the specific organization. Some of

the basics are:

e Existing regulations (international, regional, in countries) and other elements of the
environment,

e The competition,

e Market conditions in target markets or market segments - Market nature and demand
(Economic conditions) and

e The characteristics of the potential buyers, i.e the target groups of consumers.

Price is one of the most volatile elements of the marketing mix. Unlike product capabilities and
affiliate commitments, prices can change quickly. At the same time, pricing is the number one
problem most marketing managers face. Many companies are not good at setting prices. One
of the problems is that companies are rapidly lowering prices to boost sales, rather than
convincing consumers that the higher price of their product has a reason. Other common
mistakes are cost-oriented prices rather than the value they present to customers and prices that
do not take into account other parts of the marketing mix.

Some managers see price creation as a major headache, preferring to concentrate on other parts
of the marketing mix. Successful managers treat prices as a key strategic part of creating and
capturing customer value. Prices have a direct role in the final results of the company.

Research shows that the consumer's perception of value sets the upper price limit, and cost sets
the lower. When setting prices within these limits the company should take into account other
external and internal reasons.

Prices are a factor that drives the business. They are used to calculate financial results, as well
as losses. Prices that are too high or too low can cause high results, even destroying the business.
In order to achieve optimal, normal prices, the key factors for the business should be researched,
introduced and measured:

- How much the company's product or service is positioned in the market,

- The impact of price on demand,

- The dependence of the price on the costs of products and services (fixed and variable),

- The impact of legal aspects on restrictions or price reductions.

The research should be aimed at studying the internal (internal) factors that affect the price, as
well as the external (external) factors that affect the price.

Internal reasons that affect prices include the company's overall marketing strategy, goals and
marketing mix, costs, product-service, and other organizational reasons.

Internal factors that affect the price
- Entrepreneurial marketing goals and marketing mix strategy

Price is just one element of a company's broader marketing strategy. So before setting the price,

the research should focus on the marketing goals of the company:
» Company survival (low prices are formed - only costs are covered),
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» Maximization of current profit (characterized by short-term profit and return on
investment),

» Market leadership (formation of lower prices than the competition and long-term profit),

» Top quality products (high prices only if there is demand).

General goals for price creation can include survival, ongoing profit maximization, market
leadership and customer retention, and relationship building. To a more specific way, the
company can set prices to attract new customers or to retain existing ones profitably. It can set
e lower price to prevent competition from entering the market or equate prices with those of the
competitor to stabilize the market. It can also create low prices to maintain reseller loyalty and
support or avoid government interference.

Prices may be lowered briefly to create brand popularity, or a product may have a price to help
sell other company products. Such price creation plays a big role in the company's intention to
achieve the desired goals. The price can be set by the organization for a particular product
depending on what the buyers will want to buy. This is often referred as the value at which
customers will have the product.

The price is determined according to:

- The importance of the customer and the benefits offered by the product, and

- Alternatives available from the direct and indirect competitors.

Prices are just one of the tools of the marketing mix that the company uses to achieve its
marketing goal. Pricing decisions should be coordinated with product design, distribution, and
promotion decisions to create a regular and effective marketing program. Decisions made about
other elements of the marketing mix can influence pricing decisions. Some companies do not
concentrate on prices and use other marketing mix tools to create a priceless position. Some
marketers use high prices as part of their positioning. Traders need to consider the overall
marketing strategy of the marketing mix when setting prices. If the product is positioned for
price unrelated reasons, then quality, promotion and distribution decisions will strongly affect
the price. If price is a major positioning factor, then price will strongly influence on decisions
made about other marketing mix elements. But when price plays a role, traders must remember
that the consumer rarely buys just because of the price. They are looking for a product that
offers the best value for money for the price they pay.

If the company is sensitive to changes in the price of the competitor, it is necessary to carefully
monitor its actions. If there is a reduction in the price of the competitor, it should be determined
how this will affect the market share and the profit of the company. If it does not reflect market
share and profits, it is necessary to maintain the existing prices, and if it has a significant impact,
it is necessary to consider which actions would be effective. The simplest way is to reduce
prices. A better way to respond is to improve the quality of the product. Improving quality
increases prices and a low-cost brand can be launched to compete with the competition.

Price research should also focus on:

- Determining the costs of products and services, for reasons that are a key factor for the success
of the companies, ie for achieving the desired amount of profit. It is necessary to know both
direct and indirect operating costs, ie. fixed and variable costs, how a lower price limit could
be formed.

- Prices should be formed based on the quality of products and services, their characteristics
(spoilage and risk).

- Organization.
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Management must decide which of the organization will set the price. Companies create price
in different ways. In small companies this is usually done by top management rather than
marketing and sales. In large companies, prices are typically set by sector or production
managers. In the industrial market, commercialists are allowed to negotiate with customers
within certain price limits. Even then, top management sets pricing and policy goals and often
approves the price proposed by middle management or commercialists. In industries where
price is the most important factor (aviation industry, aerospace, steel railways, oil companies),
companies often have a stake in creating a price or helping others. This section is suitable for
the marketing department or top management. Others who have a role to play in price creation
are sales, production, finance and accounting managers.

Externals factors that affect the price

Good pricing begins with understanding how the consumer's perception of value affects the

prices they are willing to pay. Together, consumers and industrial buyers balance the price of a

product or service against the benefits of owning it. Therefore, before setting prices, the

marketing officer should understand the relationship between price and demand for his product.
Market nature and demand have an impact on:

- The upper price limit,

- Are the products unique? What is the competition like?

- Elasticity of demand - How price change affects (non) purchase!

The competition has an impact on:
- Positioning the product according to the prices and quality of the products competition
(competition costs for raw materials, promotion, distribution, etc.)
Other elements of the environment:
- Economic conditions (inflation, recession, interest rates),
- Other participants in the environment (resellers),
- Government (legal restrictions, unfair competition),
- Social aspects (unemployment, poverty, standard of living) influence the formation of prices,
as external factors.

Creating price in different types of market

The freedom to set prices for the seller varies depending on the type of market. Most companies,
when deciding on the prices of their products, can aim to see the reaction of other companies,
domestic and international, to its decision and based on that to build a rational strategy for the
price of their products.

Economists recognize four types of markets, each with a different kind of challenge.

Pure monopoly. Exists when only one company offers a particular product (post office,
electricity company). Monopoly can be the result of regulations, patents, licenses, economies
of scale. The monopoly tends to maximize profits by accruing high prices.

Oligopoly. That industrial structure has a small number of (mostly) large companies that

produce products in growth from highly differentiated to standardized products. Pure oligopoly
consists of several companies that produce the same product (oil, iron). Companies in the pure
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oligopolistic industries can hardly have higher prices than known ones, except when
differentiating services. A differentiated oligopoly consists of several companies that produce
partially different products. The difference is manifested in the quality, properties, style and
services. Management calculates high prices for these features.

Pure competition. The market consists of multiple buyers and sellers who trade in uniform
products, such as grain, copper or financial bonds. No buyer or seller plays a major role in
market prices. The seller can’t charge more than the current price, because the buyer can get as
much as he wants for the current price. Sellers will not charge less than the market price,
because they can sell whatever they want. If prices and profits rise, new sellers can easily enter
the market. In a purely competitive market, market research, product development, pricing,
advertising, and promotions play little or no role. Sellers in this market do not waste much time
on market strategies.

Under monopolistic competition, the market consists of many buyers and sellers, who trade at
different prices rather than the same market price. It consists of many competitors that
differentiate their products and services. The price difference occurs because sellers can single
out their offers to buyers. The product may differ in quality, role, style and associated services.
Customers can see the difference in the products and will pay different prices for them. Sellers
try to develop different offers for different segments of customers and in addition to price they
freely use branding, advertising and personal selling to single out their offers.

Under oligopolistic competition, the market consists of several sellers who are sensitive to
other prices and marketing strategies. The product can be uniform (iron, aluminum) or non-
uniform (cars, computers). When all firms sell at the same price, any firm trying to raise its
selling price will experience a decrease in sales and revenue (preventing firms from raising
prices unilaterally), on the other hand, any firm in an oligopoly that reduces its prices mainly
are likely to be replaced by competitors, resulting in small increases in sales but decreases in
revenue (for all firms in that market). This effect can potentially produce an eccentric demand
curve that lies in place of the current market level price. These results depend on the elasticity
of the demand curve and the properties of each
market.(http://en.wikipedia.org/wiki/Price_point) The number of sellers is not large because it
is difficult for newcomers to enter on the market. Every salesperson is aware of the competition
strategies and its every move. If the iron company cuts prices by 10 percent, buyers will quickly
turn to it. Other blacksmiths should respond by lowering prices or increasing services.

In the case of prestigious products, consumers think that a higher price means higher quality.
In a monopoly, the demand line shows the total market demand caused by different prices. If
the company encounters competition, the claims from different prices will depend on whether
the competition prices remain unchanged or change with the company prices. Consumers are
less price sensitive when the product they buy is unique or of high quality, prestige or
exclusivity. They pay less attention to price even when similar products are difficult to find or
can’t easily compare the quality with a similar product. Finally, consumers are less price
sensitive when the overall cost of the product is relatively small compared to their revenue or
when they share the cost with someone else. If demand is elastic, sellers may reduce prices. A
lower price will produce higher overall revenue.

More and more companies need to understand price sensitivity and their customers, their
expectations and the exchanges that people are willing to make between prices and product
features.

152


http://en.wikipedia.org/wiki/Price_point

Tpera Mefynaponna Hayuna Kongepenuuja
MNPEAU3BULNTE BO TYPU3MOT U BU3HUC JIOTUCTUKATA BO 21 BEK »ISCTBL 2020«

In researching a competitor's pricing strategies, the company needs to consider several aspects.
First, how does a company's market offer compare to that of a competitor in terms of customer
value? If he thinks that the company's product and service offer more value then he may ask for
a higher price. If the buyer gets a lower value than the competitor, the company should either
ask for a lower price or change the buyer's opinion to justify the price. Next, how strong are the
current competitors and what are their current pricing strategies? If a company is faced with
small groups of competitors seeking higher prices relative to the value they generate, it may
seek lower prices to remove weaker competitors from the market. If the market is dominated
by larger competitors with low prices, the company may decide to concentrate on the neglected
parts of the market with high value-added products at high prices.

Reaction of the price changes on the market

Due to the acceleration of technological progress, the shorter lifespan of products and the faster
change in the amount of investment costs in production, the likelihood that competing
companies will change prices or that the ability to buy in the target market will vary after the
placement of goods.

One direction of the organization's response to market price changes includes the following
possibilities (Simic A.,D., 2013):

- Keeping the existing price and waiting until the amount of the change and the possible duration
of the situation is determined.

- Reduce prices if there is a possibility that customers will be lost because the competition has
already reduced their prices,

- Price increase justified by product improvement,

- Reducing prices in order to prevent other companies from entering the market.

Another way of reacting to price changes involves concentrating on reducing the cost of
exported goods and includes the following options:

- Reducing the number of intermediaries in the distribution channels or the organization itself
to take over the intermediary function,

- Eliminate expensive product components, reduce product quality or offer a cheaper version,
- Product modification

- Transferring the obligation to service the distributors instead of including the service in the
price of the product,

- Production on a foreign market where production costs are lower,

- Allowing a "gray market" to develop where sales are declining.

Conclusion

Price management as an element of the marketing mix is the most effective mechanism for
successful and profitable operation of companies. Organizational structure and management
capabilities are essential for successful price management. If there is a good organizational set-
up, successful price management can be expected and the company in general. Prices are the
most efficient marketing tool, which directly affects the demand. The main feature of the
process of market price formation is the mutual intertwining and conditionality of the large
number of internal and external factors that affect price formation, as well as their
heterogeneous conditionality with the unique characteristics of different target markets. Some
of the specifics of price influencing factors are:
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Price is the only market variable that directly provides income. It is an integral part of the
product / service market and is important because it affects demand. It is related to the other
elements of the marketing mix and is not isolated from them.

The price that the buyer pays for the product or that is required for it, becomes the reference
price on the basis of which other products will be evaluated. Reference prices are not constant
and change depending on the market situation.

Price is the only variable in the marketing mix that can be changed in a short time without
reimbursement. At what price it will enter the market depends on the independent decision of
the organization itself or under the influence of operating factors.

The price charged for the product refers not only to its physical attributes but also to many other
aspects of the purchase that may affect the experience of its value. For example, when selling
cars, the price includes not only the vehicle but also some features such as: built-in air
conditioning, warranty period and servicing under certain conditions, discount for the next
purchase, etc.

Pricing is complex. The reason for this is the large number of variable and heterogeneous
influencing factors and the high degree of uncertainty. Therefore, it is necessary to make
significantly more effort in this process.

Equally important are the internal and external influencing factors. Internal factors refer to the
overall strategy and practice of the organization, its goals, the measure in which it wants to
control prices, the current approach in price formation and the degree of engagement of the
organization in the market, ie whether the market approach approaches the expansion of market
activities or as a separate strategic activity. External factors include the activities of the market
competition, the level of market demand, legal restrictions in terms of prices, government
regulations and obligations as well as the general economic conditions of the market.

Product type or industry affects prices. For example, technologically advanced products
typically have less competition. When products have unique advantages, their price is more
stable than other factors in the marketing mix. When setting the prices of its own products, the
organization must take into account the competitive prices, as well as the prices of alternative
products. The entry of the organization into a new market usually follows the reduction of prices
of similar products in that market. Sales promotion is an element of the promotional mix with
a long tradition. It can be said that it appeared at the same time as propaganda, and even earlier
than it when small traders and craftsmen used various activities to provide information and to
facilitate and increase sales. Since then, greater importance has been given to economic
propaganda, especially with the development of the mass media, and their advantage in
communication, as well as personal selling. In order to improve and stimulate the sales process,
in the early 80's sales promotion activities gained their true significance.
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OVERVIEW OF NEOBANKS MODEL AND ITS IMPLICATIONS FOR
TRADITIONAL BANKING.

Zoran Temelkov!

Abstract

Traditional banks enjoyed a favourable position in the financial markets for many decades, as
the number of threats coming from outside the sector was almost non-existing. Nevertheless,
the changing landscape of the banking industry in the post crises period opens up the gates for
new entrants to become a significant disruption for the traditional banks. One such disruption
comes from neobanks which represent an institution operating under a new type of bank
business model.

This new model may be considered as the opposite of the existing banking models since it is a
fully online bank while conventional banks rely heavily on the physical presence through a
network of branches. Hence, the development of new ways for the creation and delivery of
financial products have some major implications for the traditional bank. These implications
predominantly can be found in the cost levels and cost structure, products and service delivery,
personalization of products and acquisition of new customers.

Keywords: Neobanks, traditional banking, disruption, fintech, bank business model
JEL classification: G21, G23.

Introduction

Traditional banks have been a crucial player in the financial markets for a long time and the
number of potential competitors was rather limited because it was difficult for new entrants to
enter this industry. However, the last financial crises, along with technological innovations,
have removed some of the main barriers and enabled easier access in the industry for baking
products and services. Also, a new form of competitors has emerged during the last decade,
which pose a serious threat to the traditional banking model and they are considered to be a
significant disruption for the overall banking industry.

Neobanks are among the most severe competitors that have appeared during the last decade.
This type of banks operates fully online and exclude the need for delivery of financial services
through the physical presence and brick-and-mortar branches. Consequently, this new model
of financial institutions has some significant implications for conventional banks as it threatens
to disrupt their long-standing comfortable positions.

Implications can be found for different areas of traditional banking activities since neobanks
rely heavily on technological innovations and fintech in every aspect of its operations. The
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implications for conventional banks show the need for replacement of existing technology,
removal of non-value adding costs, modifications of different internal processes and
simplification of the existing bureaucratic structure.

Banking terminology associated with fintech developments

The last decade, or the period since the last financial crisis, is characterized with significant
innovations which caused changes in the financial markets and the way financial products and
services are delivered. The banking industry has experienced significant changes due to the
revision of the regulatory framework and the relaxed entry barriers. Banking institutions are
also under heavy influence coming from the developments and growth of the fintech industry.
Accordingly, a variety of non-banking institutions, the fintech companies, entered the market
for financial products and services traditionally provided by the banking sector.

The new type of competitors utilizes the benefits brought by the innovations in financial
technology up to a level where they may be more efficient in the delivery of certain services
compared to the large and sleepy banking institutions. Consequently, analyzing the
implications, coming from what may be considered the ultimate bank competitor, imposes the
need for certain terminology to be defined. Accordingly, the developments in the fintech
industry had spurred the creation of new types of banks and also assigned different labels to
existing banking models. However, confusion may arise in the correct usage of the different
terms and they are sometimes used interchangeably even though they may refer to different
aspects. Hence, a distinction should be made between the following:

e Challenger banks - The term challenger bank is among the most heavily used
terms to refer to a specific type of banks in terms of how they affect the existing
banking institutions. Accordingly, challenger banks can be defined as a newly
created banks or an established institution that aims to enter into direct
competition with large, well-established institutions (Carmona, F. A. et al.
(2018)). Moreover, the term challenger bank can also be used for institutions
offering specialized services to markets which are neglected by the conventional
banks.

e Big tech — or Tech giants is a term assigned to technology companies such as
Google, Apple, Amazon and Facebook that have a significant influence in
different areas, including the financial markets. These companies are also
considered to be among the major threats which could jeopardize the position of
banking institutions.

e Digital banks - This bank model may be perceived as the model which
announces the arrival of neobanks models based on its characteristics. A digital
bank is essentially a traditional bank which moves a step further and makes its
products and services available online (Laloux, G., 2015). Digitization of
activities and services enables banks to lower their costs and augment the
process of service delivery.

¢ Neobanks — represent a financial institution (with or without banking license)
offering its services fully online without a network of physical branches. This
bank model employs innovative technology to provide personalized services to
targeted niches.

The financial markets and the banking industry may be considered to be among the most

dynamic industries and areas in the economy. Accordingly, the constant developments mean
that there is a need for new emerging terminology to be clearly defined and understood. For
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instance, what was once known as a major innovation and the latest business model, is now
labelled as a traditional model or a digital model. Also, it may be noted that a large portion of
the newly created terminology comes from the developments in the fintech industry and the
way this industry affects the sale and delivery of financial products and services.

Evolution of neobanks

Technologically advanced and fintech based banks and financial institutions had gained
popularity during the last decade when drastic changes in the regulatory frameworks were
initiated under pressure from the last financial crises (Alvaro, M. et al., 2016). However, the
digitalization of bank activities, in one form or another, has started a couple of decades ago.
Consequently, it can be said that, to some extent, neobanks are a modern version of traditional
banks as they offer financial products and services through the application of fintech and other
innovative technology. Noteworthy mentioning is that these types of banks have begun their
operations by offering simple and basic products such as current accounts or debit cards
(Gabriel Hopkinson et al. (2019). Afterwards, they have managed to broaden their range of
products in a relatively short period of time. Table 1 provides a brief overview of the
developments in direct banking models that took place during the last 30 years.

Table 1: A short history of direct banking models

1990 2000 2010 Today

First generation direct
banks

Second generation direct
banks

Neobanks

e Starting point in the 90's
— peak before the dotcom
bubble

e Call Center as pivotal
point of the business
Model

e In most cases affiliated
with one of the
incumbent banks

e+ No long-term economic
success

e Launched as direct
alternative to traditional
banks

e Strong growth in the
2000s — reaching scale
through acquisitions (e.g.
ING DiBa) or organically
(e.g. DKB)

e Focus on Online
(desktop) and process
automation (cost
reduction!)

o Different types of direct
banks emerging:
brokerage specialist,
savings monolines, or
primary banking
alternatives to branch
banks

Five common identifiers for

Neobanks:

+ Disrupting a specific
segment, product or
process

« Extreme focus on
customer experience and
"journeys"

« Smartphone as primary
distribution and
communication channel

» Based on new, flexible
IT-architecture — no
"Legacy"

« API-Native and Open
Banking oriented

Source: Exton definition, presented in - Lance Daniels and Christoph Stegmeier (2018) Facing the arrival of the
new wave of digital banks: The Neobank, Inside Financial Services — The Neobanks, Exton Consulting — Strategy
and management

At the time of its introduction, the call centre model has been considered a significant step in
the augmentation of the direct bank model from 1990 to 2000. The second generation of direct
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banking post-2000 aimed at online and process automation with the ultimate goal of cost
reduction. Neobanks developments took place during the decade when it took the form of a
fully online bank. Its business model is significantly more advanced compared to the previous
two generations as it is focused on a specific niche, customer experience and product
customization delivered through innovative technology.

Neobanks business model defined

Even though there might be a lack of generally accepted definition of neobanks, this type of
institution could be defined as a financial institution which offers its products and services fully
online excluding the need for physical branches which is a distinctive characteristic of
traditional banks. Neobanks may also be defined as an institution offering financial services
with the application of apps with the aim to serve specific niches in a more efficient manner
(Bradford, T., 2020). Furthermore, because neobanks are fully online institutions, they are
focused on developing their own IT infrastructure and the associated technology through cloud-
based operating systems (Gabriel Hopkinson et al., 2019). However, Bradford, T. (2020) states
that neobanks should not be considered to be a full bank institution per se because not all of
them are a chartered financial institution. Alternatively, neobanks may operate through a
partnership with a licensed bank or fintech institution or it may obtain a license from the
relevant authority when it fulfils the regulatory requirements (Ahishek, K. and Mishra, V.,
2019). Hence, in essence, they can operate under either of the two basic models which impose
a different way of conducting the activities. The primary difference between the two models is
in the bank license with which they conduct their operations. Accordingly, a distinction can be
made between full-stack neobanks and front-end focused neobanks. The basic characteristics
of these two fundamental neobanks models are presented in table 2.

Table 2: Overview of full-stack and front-end Neobanks

Full-stack Neo Banks Features
e Built on Platform model
e Have a banking license Asset-light platform
e Control most of the value chain from
front-end to back-end N26; Starling Banks; Monzo
e Use a lean/asset-light approach
e Have their own/proprietary CBS Full Services (in-house)

e Leverage unsoiled data to gain
customerinsights/offer personalized | Atom bank; Tandem

services
Front-end Focused Neo Banks Features
e Do not have a banking license B2C B2N
e Partner with a larger/established Targets young SMB Focus
bank people
e CBS/tech systems are off-the-shelf | Osper; Loot Qonto; Revolut
or sourced externally
e Control only front-end of the value | Basic Banking Solo Entrepreneur
chain (customer interface) Services
e Support B2C and B2B apps Revolut; Compte Holvi; N26; Kontist
e Target niche segments (young Nickel; Monese
millennials, SMBs, Entrepreneurs)
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Source: Finnovate, 2018: Neo-Banks: Performance and New Ideas, Finnovate Research —
Ideas for financial innovation, October

It is evident that the full-stack neobanks have a bank license and could offer their products and
services without the need for partnership with a traditional bank. Also, this type of neobanks
has almost full control of the value-chain. On the other hand, the front-end neobanks cannot
operate independently and they need to establish cooperation with an existing bank with a valid
bank license.

Furthermore, in terms of the products offered, neobanks may be focused on providing a specific
product or a group of related products. Through the offerings of specialized products, neobanks
attempt to satisfy the need of a particular market which is commonly underserved by the
conventional banking sector. Also, their products may be developed with the aim to offer
financial products to the underbanked populations.

Diogo Silva and Peter Ward (2016) argue that neobanks may take three basic approaches when
developing their product lines in the process of attracting new customers. These approaches are
the savings-led, credit-led and account-led approach. As the name implies, products developed
within the first approach are intended to acquire a higher number of savers looking for higher
yield. The credit-led approach serves the purpose to attract new customers in need of a specific
credit product. The last, or account-led approach offers enhanced app experienced that support
better management of finances.

Regardless of the product offered, neobanks business model is oriented toward improvements
of the traditional services and adaptation to the changing environment through innovations.
According to Gabriel Hopkinson et al. (2019), neobanks business model stimulated innovation
in areas such as:

e Customer experience — since they offer a high degree of personalization and
have well-established customer support infrastructure. Also, neobanks enable
the customer to swiftly open a bank account or use specific types of services at
a lower cost compared to the cost when using traditional banking institutions.

e Features and money management tools — the neobanks apps help its customers
to better understand their personal finances by providing different types of
notifications and details related to the way money are spend or saved.

e Agility and low-cost structure — as a fully online bank, neobanks have better
operating efficiency compared to brick-and-mortar banks. Consequently, they
may offer lower fees or remove fees charged by conventional banks. Neobanks
are based on technology which means that they can swiftly adapt to potential
changes in customer preferences or market innovations.

e Transparency — neobanks are focused on providing as much information as
possible to the public and their users. Neobanks activities and operations are
presented through a variety of financial reports, documents, blogs and other
types of communications.

Since neobanks operations are centred around the utilization of financial technology and
because it is a fully online institution, its business models have a low-cost structure while
offering features rich products and services (Finnovate, 2018). Consequently, these business
models disrupted the long-standing model based on the delivery of financial products through
a network of physical branches. Accordingly, the widespread acceptance and increased
popularity of the new, technologically advanced models come from the benefits it brings for its
customers as well as shareholders.
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Fundamental advantages of neobanks

Neobanks are classified as fintech based bank because its business model is developed through
the application of specific financial technology. Consequently, the utilization of technological
innovations and the elimination of brick-and-mortar branches bring a variety of advantages for
this business model.

The most distinguished advantages of neobanks come in the form of simple structure, low
operation costs, the ability to charge lower fees and offer higher rates, swift product creation,
leveraging technology, lower risk aversion and superior user experience (FinTech Futures,
2019; Alvaro, M. et al., 2016).

Needless to say, is that the most obvious advantages of low operating costs come from the
elimination of a network of physical branches as neobanks offer their products and services
fully online. It is stated that certain operational costs of neobanks compared to the costs of
conventional banks may be lower by 40% - 70% (FinTech Futures, 2019). Moreover, the simple
structure and the utilization of advanced IT solutions additionally supports the low costs
structures since potential changes in processes, products or operations are implemented much
faster compared to the traditional banks.

Having lower cost structure means that neobanks are able to charge lower fees or even remove
certain fees while offering interest rates which are usually higher than those offered by most
traditional banks. Moreover, neobanks are also able to offer a higher degree of personalization
in their products and services, unlike mainstream banks which tend to have a bureaucratic
structure which complicates the product development. Superior customer experience is another
advantage and it comes from the possibility of neobanks to provide financial services in a much
faster and in a more user-friendly manner which is rather hard or even impossible to be offered
by traditional banks.

Ahishek, K. and Mishra, V. (2019) add that another advantage of a neobank is its ability to
integrate modified or new business processes and products in their current platform in a faster
and efficient manner where the ultimate benefit is utilized by the customers.

Neobanks influence of traditional banking institutions

Going through the neobanks business model and the advantages of this new type of banks show
why neobanks are considered to be a major threat for traditional banks and why they gradually
become one of the most serious competitors. Hence, the development of these fintech based
banks has certain implications for the industry historically dominated by the conventional
banking business model.

First, it can be said that traditional banks are faced with low flexibility and a high degree of
rigidity when it comes to the brick-and-mortar model of providing financial services. This is in
a sense that the process of attracting new and retaining existing customers is much harder and
incurs higher costs compared to the neobanks (Clara Grillet and Louise Pacaud, 2020).
Neobanks has shown that nothing can beat the fintech innovations when it comes to selling and
delivery of financial products and services and satisfying the financial needs of customers.
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Since neobanks are serving specific segments of customers usually served by traditional banks,
it is implied that banks should find a way to increase their flexibility.

Therefore, if wondering when is the right time for banks to start adapting to the new changes,
it could be said that the right time is yesterday considering the speed at which new competitors
such as neobanks change the market for financial products and the speed at which they attract
new customers (Skan, J. et al., 2018). Noteworthy mentioning is that the danger doesn't come
only from neobanks and other fintech companies but also from players who are not part of the
banking industry such as the big internet platforms and the big tech companies.

Examining the implications coming from neobanks means that banks should understand which
institution is the real threat. While neobanks are quoted as the major danger, it should be noted
that not all neobanks pose an equal threat to conventional banks. A better understanding of the
real threat means that a distinction should be made regarding the effect coming from the two
basic types of neobanks, i.e. full-stack neobanks and front-end focused Neobanks (Finnovate,
2018).

Consequently, while full-stack neobanks may have negative implications, front-end focus
neobanks may affect the traditional banking industry in a positive manner. The need for front-
end neobanks to partner with an established bank means that they can be considered to be an
opportunity for banks to expand their activities and offer specific products to targeted niches.
Ultimately, this might have a positive effect on the bottom line as well as the customer base.

On the other hand, full-stack neobanks are considered to be a danger for the traditional banking
institutions because they operate under own bank license and they have control over most
activities related to the development and delivery of financial products and services.

It is expected that neobanks developments have significant implications for traditional banking
because they affect multiple areas of the business operations and activities. Consequently, the
affected areas, along with recommended actions to be taken, are presented in table 3.

Table 3: Areas of conventional banks under the influence of Neobanks

Traditional banking

Brief explanation

Suggested actions

Operational costs

The high cost of maintaining a
network of branches

Reduce the number of
branches or increase
branch efficiency

Fee structure

High fees for non-value adding
activities due to the high
operational costs. Fees may
have a negative effect on
customer satisfaction,
especially because Neobanks
charge lower fees.

Increase operating
efficiency through
improvements in
business processes and
the application of
advanced IT solutions.

Technology

Higher maintenance costs and
outdated internal systems

Although costly,
switching to new
technology may have a
significant positive
impact on multiple
business processes.
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Availability of services

In general, services are

available during bank working
hours. Outside of working
hours, customers have access

to limited services.

Enable 24 hours of
access to most services
through the application
of new technology while
maintaining low costs.

Products and service

development and modification

Inflexible and stiff products

and services as offering
customized products are
almost non-existing.

Remove the bureaucratic
decision-making
processes and increase
the responsibilities and
flexibility of branch
employees.

Number of products and

services and markets served

Offering a large variety of

products my impede the
competitive advantage

Traditional banks may
want to primarily gain a
competitive advantage in
serving specific
segments or package of
products. Other products
may also be offered after
reaching adequate
market share in the
served niche.

Processing time

Outdated technology and the
need for physical presence

(which may form queues)
limits the speed at which

products are delivered to the

end-user.

Utilization of adequate
technology and the
elimination of
unnecessary steps in the
business processes

and services)

Delivery of services (level of
complexity to use products

High level of paperwork

complicates the delivery and
usage of bank products which

creates dissatisfaction.

Reduce the number of

steps in the delivery of
different products and

services.

Utilization of collected data

Traditional banks lag behind to
grasp the benefits of collected

data to understand their
customer’s needs better.

Employment of
technology which will
augment the analysis of
existing data. Al
technology may be used
for the analysis.

Source: Compiled by the author

Aside of the aforementioned implications of Neobanks on traditional banks, the new bank
models may also create a strategic and profitability risks along with disturbances in the liquidity
levels and the level of funding sources (BCBS, 2017). Since neobanks gain popularity,
especially among millennials, they have the potential to attract a higher number of savers which
usually held their deposits and savings with traditional banks. Consequently, the banks may
lose a portion of this type of funds used to finance their lending activities further.

It can be freely said that neobanks become a serious threat for the traditional banking industry
and it affects traditional banks in numerous ways. The major drawback is that neobanks doesn’t
affect only a couple of areas of the bank operations. Instead, they affect the majority of
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processes for the creation and delivery of products and services as it can be seen from the table.
Consequently, banks need to pay attention to this threat and initiate adequate actions which will
ensure that they will not lag.

However, it should be noted that the effects from these implications are not severe since
neobanks need to grow even further before they can become a serious danger for conventional
banks. Nevertheless, banks should not take this new type of competitors for granted, as they
have the potential to grow substantially.

Conclusion

Banks have been conducting their activities on the basis of the traditional bank business models
for many decades without any major threat. However, the actions initiated with the last financial
crises have jeopardized the commodity of these models in a way that they impose the need for
conventional banks to modify their models if they want to remain competitive. Also, the fintech
developments have opened up a playground for the development and creation of new, modern,
business models, which utilize innovative technology and improve the processes of traditional
banks. Consequently, one of the major disruptions for the banking industry comes from the
neobanks which sell and deliver the financial services fully online.

Accordingly, traditional banks should not ignore the implications which are brought by the
neobanks, since this new type of business model has some significant advantages compared to
the conventional banks. Hence, couple of primary implications which have been identified are
in the areas of types of costs, operating efficiency, fees structure, the flexibility in the
personalization of products and services, degree of customization of products, ability to utilize
gathered data, the speed of adaption of new technology, the complexity of organizational
structure, etc.

The implications coming from the developments of neobanks show that conventional banks
should initiate the process of modifying and adapting their existing operations if they want to
remain competitive in the market for delivery of financial products and services. There are
multiple approaches which can be used by the traditional banks in their efforts to suppress the
effects coming from neobanks and the fintech industry. Of course, the selection of an adequate
approach depends on a variety of internal and external factors.

References

1. Alvaro, M. et al., (2016) Neobanks: creating a digital bank from scratch, Digital
Economy Outlook, Digital Regulation Unit — BBVA Research.

2. Ahishek, K. and Mishra, V. (2019) Neobanks: A global deep dive, Medici — FinTech
Research and Innovation Platform.

3. BCBS (2017) Sound Practices: Implications of fintech developments for banks and
bank supervisors, Bank of International Settlements, Consultative Document.

4. Bradford, T. (2020) Neobanks: Banks by Any Other Name?, Payments system research
briefing, Federal Reserve Bank of Kansas City.

5. Carmona, F. A. et al. (2018) Competition issues in the Area of Financial Technology
(FinTech), European Parliament, Policy Department A: Economic and Scientific
Policy, IPPA/JECON/2017-20, PE 619.027.

6. Grillet, C. and Pacaud, L. (2020) New trends on the market: Are neobanks the future of
B2B banking?, Initio Square Group,

164



Tpera Mefynaponna Hayuna Kongepenuuja
MNPEAU3BULNTE BO TYPU3MOT U BU3HUC JIOTUCTUKATA BO 21 BEK »ISCTBL 2020«

10.

11.

12.

13.

Diogo Silva and Peter Ward (2016) Neobanks” — Who Will Win?, LEK. Consulting /
Executive Insights, Volume XVIII, Issue 28.

Finnovate, (2018) Neo-Banks: Performance and New ldeas, Finnovate Research —
Ideas for financial innovation, October.

FinTech Futures (2019) Beyond banking: What traditional banks and Neobanks can
learn from each other?, W.UP

Gabriel Hopkinson et al. (2019) How neobanks’ business models challenge traditional
banks, Young Graduate News, International Business Centre at Aalborg University.
Laloux, G., (2015) Are Neobanks poised to stay in financial landscape?, Initio Brussels.
Available at: https://www.initio.eu/blog/2018/10/25/are-neobanks-poised-to-stay-in-
financial-landscape

Lance Daniels and Christoph Stegmeier (2018) Facing the arrival of the new wave of
digital banks: The Neobank, Inside Financial Services — The Neobanks, Exton
Consulting — Strategy and management

Skan, J. et al., (2018) Star shifting: rapid evolution required — Banks can grow by
accelerating their move to digital, Winning in the digital economy series, Accenture.

165


https://www.initio.eu/blog/2018/10/25/are-neobanks-poised-to-stay-in-financial-landscape
https://www.initio.eu/blog/2018/10/25/are-neobanks-poised-to-stay-in-financial-landscape

Third International Scientific Conference
CHALLENGES OF TOURISM AND BUSINESS LOGISTICS IN THE 21ST CENTURY »ISCTBL 2020«

VIIK  338.124.4]:332.2:338.5.055.3(73)"2007/2009”
338.124.4]:336.763.33:337.761.5.055.3(73)"2007/2009”

I'OJIEMATA PEIIECHJA 2007-2009 BO CA{

Jbynuo Jlasues'; Anexcanoap Jagues?

AICTpaKT

In this paper we analyze the causes that led to the Great Recession 2007-2009. The 2007-2009
recession is one of the deepest recessions in economic history. The recession stems from a
major financial collapse in the US real estate market. The financial crisis has spilled over the
world and caused tectonic shifts in the functioning of economies in almost all countries, from
the most developed to the poorest.

Kutyunu 300poBu: recession, securitization, housing loans, credit bubbles, MBS
JEL xnacudukanuja: E40

BosBen

Bo 2007 romguna, ce ciaydu eaHa Of HajTa00KUTE PEIECHH INTO T'M IMAMETH SKOHOMCKATa
ucropuja. Ce 3amoyHa cO TyKamke Ha MEYypOT Ha Ma3apoT Ha HEIBWKHUHH. [ onemara
nobapyBayka 3a HEIBM)KEH HMMOT JIOBele J0 IMOCTOjaH M HE3alUpJIMB PacT Ha IeHaTa Ha
HelBWKHUHU. [lapanenHo co ApaMaTHYHHOT PAacT Ha CTAHOSCHOTO KPEOUTHUPame, OAHKHUTE
MOCTOjaHO BpIliea CEKjypUTH3aIMja Ha KPEAWTHTE W CH IO 3T0JIEeMyBaa CBOJOT KPEIUTEH
noreHnujan. Ha kpaj, meypor nmykHa. [Tokpaj MeypoT Ha ma3ap Ha HEIBUXHHHH, TIOCTOCIIC
MEyp W Ha Ma3apoT co OOBP3HUIIM. 3a JIa UCTTUTyBaMe MEypHU Ha OJIpEICHH Mma3apH, MOTPeOHO €
Jla TO BUAMME ABMKECHETO Ha IIEHaTa Ha OJIPeIEHUOT MIPOU3BO/] UM (PUHAHCUCKY HHCTPYMEHT.
Bo monaramomHuOT fen, ke W3BpIIMME aHajdu3a Ha JBa HAjpEICBAaHTHU HHJCKCH 3a
JBUKEHETO Ha [IEHUTE Ha HeABMKHUOT UMOT Bo CAJl. McTuTe MHIAEKCH MOKa)KyBaaT rojemM
nopact Ha meHute. Ho, BO MOMEHTOT Kora ce CIIydyBaJl TOj MOpPAcT MHOTY Mai el Ol
HACEJIEHUEeTO 3Hael 3a UCTHOT.

On kane 3anouna I'onemara penecuja 2007-2009 - cayuyajor Ha Coegunerunre
Amepuxkancku /IpxxaBu

Temko e 1a 3aMUCIIMME, KaKO HEIITO IITO € 3aCTPAllyBayKo M OCI0KEHO KaKo (puHaHCHCKaTa
KpH3a, MOKE J1a TIPOM3JIe3€e O] €THA €AUHCTBEHA IPUYMHA HITH J1a IMa €/IeH IPUIHHUTEII, IITO
U He Oele ciydyaj 3a mocjenHaTa peuecuja. 3HaejkMu LEJIOCHO JIeKa CeKOj KpaTOK CIHUCOK Ke
Oujie HY»XKHO HEIEJIOCEeH, ke mocTaBuMe (POKYC Ha CEAyM KIIYIHH CIA00CTH KOU MY TMPETX0/aea
Ha cyaOoHocHOTO jero 2007 roxwHa M MMaa CHJIEH NpPUIOHEC 3a IOCIEAOBATETHHOT
¢uHaHCHCKHN Xaoc. OBHE ce IIaBHUTE W 3JI0HAMEpPHU NMPHYUHHUTEIH. THe ce:

Y Jbynuo  [Haeues, 0-p, npogpecop,  Vuusepsumem ,Toye Jlenues“-Exonomcku  ¢paxyimem,

ljupco.davcev@ugd.edu.mk
2 Anexcanoap Jaeues, m-p, Komnanuja “IJado” - IlImun, aleksandar.davcev@dado.mk
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1. 3ronemMeHu 1eHN Ha CpelcTBaTa, 0coO0eHO Ha KykuTe (cTaHOeH Meyp), HO HCTO Taka
¥ Ha OZIPEJICHH XapTUH O] BPEAHOCT (MEeyp Ha OOBP3HHUIIN);

2. IIperonemMo 3af0/KyBambe HU3 LENUOT (PMHAHCUCKU CUCTEM M €KOHOMU]jaTa;

3. Cnaba ¢uHaHCHCKA peryaaTuBa, Kako BO OJHOC Ha TOA IITO OCTaBU 3aKOHOT, TaKa
c;1a00TO U3BPILYBAKE HA JJOJDKHOCTHUTE Ol CTPaHa Ha OJIPEIEHH PEryJIaTOPH.

4. HeyecHU OaHKAPCKH MPAKTHKH MIPU XUIIOTEKAPHU U APYTH 3aEMU;

5. IPUKPUBAKHETO HAa HEPETYIUPAHU XapTHH O]l BPEIHOCT U JEPUBATH LITO CE Ipajea
Ha OBHE JIOIIH XHUITOTEKH;

6. HeCOO/IBeTHATA aHAJIN3a Ha areHIIMUTE 38 KPEIUTEeH PEjTUHT, IITO MY JOIIOJIHUTEITHO
IIOMOT'Haa Ha MPUKPUBAETO,;

Ipuuunumen 1:060en meyp, mpyo u Hegoaja

JlBa Oamonu (Meypu) IMyKHaa BO TEKOT Ha IMOCIEAHATA MACICHH]ja, 3a Ja KOMOMHHUPAHO
ucropavaar noryoeH ynap, NpBo Ha (PUHAHCHCKHOT CHUCTEM, a MOTOAa U HAa €KOHOMHjaTa.
[TpBuoOT Oerre 0310TIACEHUOT MEYp Ha KYMO-TIPpOoAaKHATA [ICHA Ha HEJABW)KHUHU, 32 KO TOJIKY
MHOTY € HaluiiaHo. BTo-puor, mro ke ro HapeyaM Meyp Ha OOBP3HUIM, € CKOPO HEMO3HAT 3a
na Guze criopemus. Ke 3amouneme co MOMO3HATHOT O ABATa 6anoHn (Meypu), Ou-1ejku HHKO]
HE Ce COMHEBa JieKa MajoT Ha IeHuTe Ha KykuTe no 2006 ro-aunHa Oeiie Mery HajroJeMuTe
NPUYMHUATEIN 3a KpU3arta | rmocienoBareianara perecuja. (Lybeck, 2011).

Cmanben meyp
Crnopesi MpeTXoIHO KaKaHOTO, MOXE Jla TIOCTOM Mayl coMHEexX Jeka Coelnu-HeTHTE Ip:KaBH
JIO’KMBeaa MPUJIMYHO OTPOMEH CTaHOEH Meyp IITO MyKHA, a M0Toa MyKHa cOo KaracTpodamHu
nocienuuu npudamkHo Bo 2000 - 2009 ro-muHa. Ke pasriiejaMe HEKOHM JI0Ka3H, MOYHYBajKu
071 M3BOHpPEIHATA ciMKa 2.1, To ce MOMmKH Ha 3amoxoute Ha Pobept Innep!

3abenexanu ce nBe padbotu o1 oBoj rpadukon. [IpBo, mogarorute oxar c€ no 1890 roguna -
Haj 120 roaunu! Toa Tpeba na Guae H0BOIHO JOJTO 32 Jja HU J1aJle UCTOPHCKA MEePCIEeKTHBA.
Btopo, rpadukoHOT mpuKaXyBa peaHW IIEHH Ha KYKHTE€ - T.€. IIEHUTE Ha KYKUTE
neduanuonupanu o MuaekcoT Ha 1ienn Ha notpouryBaunte (CPI). Ha pa3Oupnus ja3uk, oHa
HITO TO TJIeJlaMe OBJIe € UCTOpHjaTa Ha LIEHUTE Ha KYKUTE BO OJHOC HAa LIEHUTE Ha JIPYruTe
paboTu IITO I'M KyIyBaaT MOTPOLIyBaYUTe. 3aTOa, HA IpUMEp, HE 3a0enexyBame MaJoBU Ha
LIEHUTE 3a BpeMme Ha rosieMara jenpecuja. Ilocne pemnpecujata neHuTe Ha KyKWTe MajHaa
JPacTUYHO, HO MCTO TaKa MajHaa U Apyrute 1eHu. Onceror Bo KOj rpaMKOHOT € pPelaTUBHO
paMeH - Kako ITO € TOJIOBIHA BEeK o] KpajoT Ha 1940-Tute 10 kpajoT Ha 90-TUTE TOAMHH — CE
MIOCOYEHH NMEPHOAM KOra IEHUTE Ha KyKHUTEe Cce JBH)Kea MOBEKe MM MOMAJKY BO TaHIEM CO
JPYTUTE LECHH.

! Cnopen muory Amepuxancku Ipodecopu, PoGepr Illnnep ce cMeTa 3a HajIaMETHHOT XpOHUYAp Ha
AMepuKaHCcKaTa Halija 3a CTAaHOCHUOT Meyp.

167



Third International Scientific Conference
CHALLENGES OF TOURISM AND BUSINESS LOGISTICS IN THE 21ST CENTURY »ISCTBL 2020«

Crnuxka 0p. 1: Peannu yenu na xyku, Case Shiller index(1980=100)

W3Bop: http://www.econ.yale.edu/~shiller/data.htm

Cera na ja ciopenuMe BpeAHOCTa Ha MHAEKCOT BO 1890 ronuua co Hej3MHATa BPEIHOCT BO
1990-ture. [IBeTe usrnenaat ucro. [lorouHo, MHAEKCOT, KOj € KOHCTpYyHpaH 1a 3armo4dde ox 100
BO 1890 ronuHa, Bo npocek e okoity 110 Bo ronunute 1995-1997 ronuna.

Taa uctopucka cropeda OTKprBa 3a4yAyBayKd U MPaKTUYHO Hemo3HaT GakT: Bo OunaHcoT,
peNaTUBHUTE IICHU Ha KYKHTE BO AMEpHKa €Baj ce MPOMCHH]a BO TEKOT Ha MOBEKE O] €/IeH
Bek! Jla Gumeme npenu3Hu, MpoCeYHOTO TOAMIIIHO PEJIaTUBHO 3rojieMyBambe Ha ieHute o1 1890
1m0 1997 roguna 6mno camo 0,09 ox 1 mporent. Mcrata nmpoMeHa He MOXeNa Ja WU3BPIITU
IpOMeHa BO OOracTBoTo.

[Toroa HemraTa ce npomenuja apamatuano. [Tocae 2000 ronnHa rpaduko-HOT 1aBa BU3yeEJIeH
BIIEYATOK KaKo Ja nojerysa pakera. Crnopen unaexcot Llunep, peasHuTe 1eHN Ha KyKUTE Ce
3rojiemMuja 3a 3auyayBauku 85 mpouentu mery 1997 u 2006 roguna - u noroa nagnaa ox 2006
1m0 2012 roguaa. AMeprKa HUKOTAIll HE BHJEIA BaKBO HEmTo. J[amu 0BOj OrpoMeH 3alieT U
cpyllyBame npercraByBaie meyp? Muciam neka r-nuH Ilactuc Crjyapr 6u pexon ga. Toa
cexako Oelrre rojaeMo, J0JITOTPajHO U HATJIO OTCTA-IIyBame 0/ (pyHIaMeHTaIHaTa BPEIHOCT.

Cemnak, BaKBUTE 3aKJIy4OIlM C€ NMPEMHOTY JIECHH 3a TpaBeHe, KaKO pe3yiITaT Ha jacHara
perpocnekTHBa. [loTemko M MOBaXHO Mpallamke € Jajld U Kora MeypoT Tpebano na Oupe
npeno3HaeH of myrero. Moxke na ce 3a0enexu JeKa 3a BpeMe Ha CTO-TUIYC TOIWHU Tpen
roJeMuoT cTaHOeH Meyp, uHaekcoT Ha llunep ce uckaumn Ha xypu 124 Bo 1894 roguna u 128
BO 1989 roauna u majHan Ha okoy 66 Bo 1921 ronuna u 69 Bo 1942 roguna. I1a Taka, noneka
MOJIaTOLINTE HE MOKaXXKyBaaT JOJrOpPOYEH TPEHJ IMOBEKE OJl €AECH BEK, CENaK MMalo HEKOU
3a0eNe)KUTETHA TTOJIeMH U TaioBH. Ha mpumep, peallHuTe IeHU HAa KyKUTE ce 3rojieMuja 3a
peuricu 60% o7 1942 no 1947 ronuna u, ckokraa Hax 20% o 1984 mo 1989 roxuna. (Nagaraja,
Brown and Wachter,2010)

Cera, na 3amuciaume jaeka xuseeMme Bo 2002 roguna. PeannuTte 1ieHN Ha KyKUTE CE€ 3roJIEMEHU
3a okosty 30% BO mocienHuTe et roauHu. Jlanu crte Bo Meyp oJl IieHa Ha KykaTta? Moxeou -
HO Taka pa3MHCIyBaa caMO HEKOJKY coBpeMeHu HaOspynyBauu. [lon Kpyrman 3anouna ga ja
CIIOMEHYBa MOXK-HOCTA 3a CTaHOEH Meyp BO HeroButTe KosyMHH Bo Ibyjopk Tajmc Bo 2001 u
2002 r. Haj jacHHOT paH MOBUK Ha CTaHOEGH MEyp INTO MOXE Ja CE€ Hajae MO-TEKHYBa Off
exoHomucToT Jlun bejkep, koj Bo 2002 romuHa 3aKiIydui JeKa ,,eTUHCTBEHO BEPOJOCTOJHO
o0jacHyBam€ 3a HEHAJIEJHUOT TOPACT Ha IIEHUTE Ha KYKUTE € MOCTOCHETO Ha CTAaHOCH Meyp.
Jo 2003 roauna, crucaHujata Kako ,,Exonomuct®, ,baponc u ,Ilapu* 3amounaa na
mpojaByBaaT MOXeH ctranben meyp. Ho, Bo Toa Bpeme aypu Hu lllwnep He ce unHen yOeneH.
Bo 2004 ronuna, MeAMyMCKHUTE IPUKA3HU 32 MOKHOTO MyKamke HAa CTAHOGHUOT MEYp CTaHyBaaT
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BooOMuaeHu. Toa Oemre Kora peHOMHPAHHOT €EKOHOMCKH TlecuMuct Hypuen PyOounu 3amouna
Jla IIpeynpeyBa 3a CepuO3HH MPO-OJIeMH.

He e temko na ce pa3bepe 301TO MOBEKETO 0] AMEpUKAHIIUTE I'H MPOIYII-TUJe paHUTe Qa3u
Ha MEYPOT BO IIEHUTE HAa KykuTe. AMeprKa Ouia CBEOK Ha 3HAYajHU 3TOJIEMYBamba Ha IIEHUTE
BO cBojata uctopuja. [lagnaa xamaT-HMTE CTalKd Ha XUIIOTeKaTa, mTO Ou Tpebano Aa ru
3TOJIEMHU IIEHUTE Ha KYKUTE MOPaId COBPIICHO KOHBEHIIMOHATHN (DYHIAMEHTATHU MPUYHHU.
[Ipecynara Oemie JOMOJHUTENHO ONKpyXeHa co netanu: Mupekcor unep mpukaxan Ha
cnuka 2.1 He € eIMHCTBEHATa MEepKa Ha IICHUTE Ha KyKHUTe, MOXeOH TypHu HE € HU Hajao0para.
Kako mro BH10BME BO MPETXOIHOTO MOIJIaBje, MHAEKCOT Ha LIEHUTE Ha BjajaTa ce 3rojeMu
3HAUUTEHO MOMANKy oJ ,,Case-Schiller”. Konmentpupajku ce cera BoO MOKpaTOK IMEPUOJ O
2000 mo 2010 roguHa, cauka 2.2 TH IPUKaXyBa JBaTa WUHJEKCA MOBTOPHO AcdIalliOHHUPaHN
on CPIL Ymre ennam rinegame aeka ¢uykryanujara va nean ox 2000 mo 2006 roguna Geme
MHOTY 1omai kora ce mepu co opunujanauot unjaekc FHFA otkonky kora Gerie u3MepeH oa
nnpaekcot [unep. HecornacyBameTo He € Maio: nHAekcoT [llunep Benu neka peatHuTe HeHU
ce 3rojemuja 3a 72 mporentu oa janyapu 2000 no janyapu 2006 roguna, nogeka FHFA ro
CTaBH 3r0JIEMYBAKHETO Ha caMO 34 MPOLIEHTH.

Ce pa30upa, AMEpUKaAHIIUTE HE TPOYyUIyBaa HUTY €JeH UHACKC BO peasiHo Bpeme. Cemak, Tue
Oea cBeZOLIM Ha PEaTHOTO OJJHECYBAIbE Ha LIEHUTE Ha KYKUTE BO HUBHUTE HacenOu. 3Hauu, oHa
IITO € BaXHO € KOj OJ WHACKCHTEe TOHYAWJI peajlHara IpeTcTaBa IEPUOJOT Ha
Oanmonu(meypu)te. 3a xkall, Iypu U eKCIIepTUTe He ce cornacysaar co Toa. (Hillig, 2014). Yre
€/lHa BaKHA TOYKA € MpUKaKkaHa Ha ciuka 2.2. Jlypu 1 BO MOMEHTOT KOTra PEIHUTE 1IEHU Ha
KyKWTe TIOYHaa Jia ce HamanyBaat Bo Maj 2009 ronuHa, THe ce TOBIIeKOa Ha3aJ Ha HUBOATa O
2001 romuua, a He Ha HUBoaTa BO 1997 rommna. Mokeme na 3akiyduMe JeKa HE OWIIo
OUUTIIEJTHO JieKa IIEHUTe Ha KykuTe Ouie Bo meypot Bo 2002 wiu 2003 roauna.

Cnuxa Op. 2: IIpukas na FHFA unoexcom 3a yenu na kyku u Case Shiller unoexcom
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HU3sop:https://www.fhfa.gov/DataTools/Downloads/Pages/House-Price-Index.aspx

3Hauu, 1a, AMEpPUKaHIIMTE JO>)KUBEae MEyp Ha [IEHUTE BO UCTOPUCKH pa3zmepu Bo 2000-Ture.
Ho, ako cte xuBeesne HU3 Toa BO peajHO BpeMe, He Oelle OYUTIIeTHO JeKa CTe OMiie BO MEyp
no Hekane ox 2003 roguna 10 2005 roauna. OBa kaxysa jaeka, 10 2006-2007 rogunHa Oere
jacHo Jeka cTaHOCHHOT Meyp Ce pa3Hece BO HelTo rojemo u omacHo.(Bryan and Sengupta,
2011). EBe nBa konkpetau npumepu ox 2005 ronuna Bo KanudopHuja - ene o enuieHTpure
Ha MEypoT. AHKeTaTa Ha COINCTBEHUIIUTe Ha Kyku Bo Can DpaHIMCKO, CIpOBEIEHA O]
unjekcot unep nokaxa gexa mpoceyHOTO MOKAYyBamkEe Ha LIEHUTE IITO CE OUEKYBa BO TEKOT
Ha cleaHaTa JAeneHuja € 14 mpoIeHTH Ha TOAMIIHO HUBO - a OKOJY €IHAa TPETHHA O]
WCIIUTAHULIUTE OYEKYBaJle 3HAYMTEIHO MOBEKE 0 Toa. EAHO MHTEpEeCHO mpamame € 0] Kajie
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MOTEKHYyBajla BepOara 3a MOCTOjaHO 3roJIeMyBame Ha IICHUTE HAa KYKHTE KOTra, BCYIIHOCT,
IICHUTE Ha KyKUTE Ce 3rojieMHja, BO MPOCEK, HEe MOOP30 O omiITaTa HH(IIAIH]a 33 MOBEKEe 0]
ezieH Bek. Jlen oJ1 0JIroBopoT OMJI CUTYPHO HEOIIpaB/iaHa EKCTparoialfja Ha HEOJaMHEITHUTE
TpenaoBu. Ha KpajoT Ha KpauiTara, ICHUTE Ha KYKUTE Ce 3r0JIeMHja BO MOCICIHUTE TOTUHH.
3ap THe He OU MPOJIOJDKUIIE Taka?

JpyruoT men jexu BO 3akynoT. EneH enHocTaBeH mpuMep Ke WIIyCTpHUpa Kako MOXKE Jia ce
Hapymu Bu3ujara. Jla mpernmoctaBuMe neka [lon m Ileju Hom kxymwmie kyka ox 200.000
aMEepUKaHCKH J01apH, naBajku yuectBo oa 40 000 monapu m uzBagmie xunoreka o 160 000
noJsiapu. bunejku tre umaat creknaro cpencrsa o 200,000 amepuKaHCKH JT0JIApH CO KaIrnuTasl
on camo 40,000 amepukaHCKH J[OJIapu, HHE BEJIMME J€Ka HHBHATa WHBECTUIIMja BO
HEJBM)KHUHU MMa BIIMjaHHUE OJ] 5 — CPEACTBOTO BPEIU MET MMaTh MOBEeKe OJ1 KanmuTajioT. 3a 1a
ce 3aJpXKU apUTMETHKATa €IHOCTaBHA, MPETIIOCTABETE Ik MMa XUIIOTEKAa caMo 3a KamaTa,
Taka IITO MET FOJWHHM TOI0IIHA THE ¢ YITe Ke U Aopkat Ha 6ankarta 160,000 amepukaHCKH
nonapu. M, na mpeTrnoctaBuMe - BO COIVIACHOCT CO UCTOPUCKHUTE JI0OKA3H - JIeKa BPEIHOCTA Ha
KyKara ce 3rojieMyBa camo CO ommTa wHQanyja, mro ce cooupa Ha 20% BO TEKOT Ha MET
roauuu. Ha kpajot on1 meT roauHu, 1oMoT Ha ceMejcTBoTO Jlou ke Bpeau 20 mporeHTH moBeke
0J1 oHa 1ITo THE Tuatuie, wim 240,000 amepuKkaHcKu aoapu, U THe cenak ke popkat 160.000
Jnoflapy 3a HUBHara xuroTeka. Cropen Toa, HUBHHUOT KallUTal BO KyKaTa Ke ce MCKauu Off
40.000 na 80.000 amepuWKaHCKH JOJapH - MITO € JBOJHO MOBEKE OJ] HUBHATA OpPUTHHAIHA
WHBECTHIIMja 3a caMo IeT roJIMHU. Maliky e BepojaTHO Jieka THe O MOKEeJIe 1a T0 CTOpaT Toa
Ha Oep3ata, 3aT0a IITO HUKOTAll He OM KOPUCTEIIE 3aKyl.

Meyp na 06ep3nuyu

Cranbenuor Meyp He Oelle €JMHCTBEHHOT MEyp IITO CE€ HaJyBa U pa3Hece BO TEKOT Ha
nocienHara jnenennja. Vicro taka, umaiie e1eH THraHTCKH Meyp Ha OOBP3HHUIU HITO MOXeOu
HUKoram He Owi HU ciaymHat. OOBp3HULMTE M IPYTUTE XapTUU O]l BPEAHOCT O (PUKCEH
NPUXOJ] T'H J0OMBAaT HUBHUTE UMHUIba O] (PAKTOT JEKa 3aeMOIPUMAYOT € 3aKOHCKH JIOJIKEH J1a
My HCIUIaTH Ha 3a€MO/1aBaTesIoT PUKCEeH Opoj Aonapu (WK eBpa, Wik GyHTH, WM IITO OHUIIO0)
Ha JaTyMUTe YTBpPAEHM oJHamnpern. JlOKOoJIKy JpyHITBOTO KO€ MO03ajMHJIO CpPEICTBA €
UCKIIY4UTEJIHO JIoOpO 3a BpeMe Ha JelieHHjaTa, 3aeMONpPHUMadyoT HeMa Ja Y4ecTBYBa BO
HErOBHUOT IPOCHEPUTET - TOj caMo Ke r'm Jo0ue BeTeHUTe KamMaTHH ucruiatu. CIM4YHO Ha Toa,
aKo OM3HHMCOT paboTH JIOLIO, 3a€MONPUMAUOT HEMa Jla y4ecTByBa BO 3ary0aTa- OCBEH aKo
3aeMONPUMAYOT HE T'O BpaTH 3aeMOT (OocTaHe aoipkeH). OBaa (UKCHOCT HAa MPUXOJOT € BO
CHPOTHUBHOCT CO OOMYHUTE aKIIMHU, Kajle TUBUACHINTE U KalTUTATHUTE JOOMBKH CE 3roJleMyBaar
U maraatr co 0OraTcTBOTO Ha KOMIIAHUHUTE M He ce crnenudunupanu ojanarpesn. OcHOBHATa
BpenHocT Ha X.B. co ¢ukceH ¢uKceH mMpuxoja € JEecHO Ja ce IMpecMeTa BO OTCYCTBO Ha
cTaHaap/AeH pu3uk: Tpeda a ce mpecMeTaar caMo CEeralllHUTEe BPEAHOCTH Ha CUTE UTHU TEKOBU
Ha Kamara U TJIaBHUHATa, KoM ce (UKCHU M MO3HAaTH - M MoToa jAa ce goxanar. [lopaau
BpPEMEHCKaTa BPEIHOCT Ha MapHUTe, TIOHUCKUTE KAMaTHU CTAalKH T'M TIPpaBaT THE WIHHU TEKOBU
HOBPE/IHY, IITO 3HA4YX TOBUCOKH LIEHH HAa OOBP3HULIUTE.

3a AMepuKaHCKOTO MUHHCTEPCTBO 32 (PUHAHCHU, KO€ HE HOCH PU3MK O] HEHCIIOJIHYBAkE Ha
00BpCKHTE, HaJ3HAYAJHU CE caMO HaBeJeHara (,,KyloH ) KamMaTHa CTalKa U TeKOBHATa Ma3apHa
KamaTHa crarnka. Kora mazapHara kamarHa cTarnka rafa, OCHOBHaTa BpeIHOCT Ha OOBp3HHIIATa
ce 3roJieMyBa - a OCHOBHATa BPEIHOCT Ha OOBp3HHUIIATA Mara Kora ce 3roJieMyBa Ia3apHara
KamaTHa cranka. Ho, 3a koj 6110 1pyr BU Ha OOBP3HUIIM MIOCTOU PU3UK OJ1 HEUCIIOIHYBAHbE
Ha oO0BpckuTe. CTaHIApAHUOT PU3UK TO OTEKHYBA BPETHYBAHETO HA OOBP3HUIIUTE U ja OTBOpa
MOYKHOCTa 32 co3aBame 0anoHu (MeypH). Oco0eHo, OCHOBUTE 32 KOPIOPATUBHU OOBP3HHULIN
WJTH XapTHH O] BpETHOCT MoAApKaHa oj] xurnoTtekara (MBS), He ce caMo HaBeZiIeHUTE I1akamba
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3a KaMaTHH KYITOHU U COOJIBETHATa CTalKa Ha PU3UK 0] MHUHUCTEPCTBO 3a (PMHAHCUU, TYKY U
COTJIEIaHUOT PU3HMK O] HEHCIIONHY-Bamke Ha 00Bpckute. Cropes Toa, MOTIEHYBAHKETO Ha
PHU3UKOT O] HEHCIIOJI-HYBamke Ha 0OBPCKUTE OU MApaJIETHO CO MPELEHYBabe Ha BPEIHOCTA Ha
oOBp3HunuTe. M TOAa € OHa mTO MOXE J1a JjoBelne 10 Meyp. MeypoT BO lie-HUTE Ha KyKUTE
uManre cBoja mperxonnuua Bo MBS! 3atoa mro mmBecTH-TOpUTE NaxXHO BepyBaa aeka
BEPOjaTHOCTA OJ1 HEUCIIOJIHYBAKE Ha XUIIO-TEKapHUTE OOBPCKHU CE MaJlu.

HMcTo KaKo MITO OCHOBHTE 34, J1a peueMe, aKIUUTE U KyKUTE YECTOMATH CE 3rojieMyBaaT OuIejku
MEYpPOT C€ HayBa, HCTOTO BaXKH U 3a OOBP3HUIIMTE U APYTUTE XaPTUHU O] BPSIHOCT CO (PUKCEH
npuxo. 3a BpeMe Ha MPOCIEPUTET-HU BPEMHIbA, KIIYYHUTE CTAIKH C€ CITYIITaaT Ha MHOTY
HUCKO HHBO. MIHBECTHUTOpHTE TOTalll 3aKJIy4yBaaT JeKa paldOHAJHATa pa3jkKa BO KamaTHa
CTamka HaJ OHaa o1 MUHHCTEPCTBOTO 3a (DMHAHCHM - TOBOJIHO 3a Ja I'M KOMIICH3HPaaT
3aeMO/IaBaTeNNTE 3a CTAaHIAPAHUTE PU3HLM IITO T HOCAT - UCTO Taka Tpeda Ja ce CIylITH Ha
MHOT'Y HHCKO HHBO. [Ipo6ieMoT e, Koyiky e Hucko? Ila3apure mOHEKOrain ce MOHECEHH O[]
CUTyaIjara.

CraHgapIHOTO UCKYCTBO CO XMIIOTEKAPHHU KYKH 32 BpeMe Ha OyMOT € CHJICH CIIy4aj, 0COOEHO
BO TOIVIE] Ha MOCienoBaTenHuoT yaap. Bo mepuomor ox 1991 no 2001 roauna, GaHkute
usryouja camo 0,15 nporienTr (15 OCHOBHUM TIOCHM) Ha XHUITOTEKapHU 3aeMu. Pa3muciiere mro
3HAYM TOA: 3a CEKOj MUJIMOH JI0JIapH BO 3a0CTaHATH XUIIOTEKApHU califia, OaHKUTE U3ryouja Bo
npocek 1.500 nonapu! Toa He e HumrTo. Ha kpaTko, cTaHOCHUTE XUITOTEKH 0€a UCKITyIUTEITHO
6e30enHa GopMma Ha 3aeMH MMOBEKe 01 eHa aeiieHuja. [loToa ctanaa mobe3oexnu. (Markham,
2015). Ha cnuka 3 e npuka)xxaHo OJIHECYBamETO Ha CTAlIKUTE Ha 3ary0a Ha OaHKHUTE BO MOTJIE]
Ha CTaHOCHHWTE XWIIOTEKH BO TeKOT Ha mnepuogor 1991-2004 roauna. 3abenexere ja
BEepPTHKAIHATA CKaJla IMTO ce KOpPUCTH 3a rpaduxoHoT. OHA MTO H3IJIeNa Kako TOJIEeMO
3acUiIyBame Ha CTAlKUTE Ha 3aryda Bo TpeTuot kBapTan Ha 2001 roauna e kamatara ox 0,45
nporieHTH. Co HEKOJIKY IPYTH KpaTKU HAaTOPHU yJapH, CTarkaTa Ha 3aryoa nagaa ox 0,24% Bo
1992 ronuna Ha camo 0,10% Bo 2004 roguna - u cturaa 10 0,08% BO 4EeTBPTHOT KBapTas Of
2004 roauHa, ITO OMIIO HajHHUCKA CTalKa Ha 3ary0a gororanl. AKTYEIHUTE CTaHAapAu BO THE
roauuu Oea, co eeH 300p, 3aHeMapIUBU.

Cnuka Op. 3: Cmanku na 3a2yoa na bankume 60 8pcka co cmanbenume Xunomexu
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Uzsop:https://www.federalreserve.gov/consumerscommunities/shed_data.htm

Moxxe na ce BUaM AeKa CTallKUTe KOU 3Hauea PErojeMo peyeKopyBame MPOoJOKyBaa HEKOe
BpeMe, HO MO0TOa Ce CBPTHja coceMa CIPOTHBHO 3amouyHyBajku Bo 2006 roamua. [lo 2008

! MBC-(uHaHCHCKM HHCTPYMEHTH 3aCHOBAHU Ha XUIIOTEKH

171



Third International Scientific Conference
CHALLENGES OF TOURISM AND BUSINESS LOGISTICS IN THE 21ST CENTURY »ISCTBL 2020«

roJIMHA 3a€MUTE 3a XUIIOTEKa He u3riieaaa nmoseke 6e30eauu. M, Toram padboTuTe ce BIomIuja.
3amucere cu 1a oauTe Bo OaHka 3a xumoreka Bo 2009 roguHa wim Ja cirymiaTe 3a MpoaakeH
TepeH 3a MBS. BpeMumwarta HaBUCTHHA c€ CMEHUIIE.

['maBHaTa moeHTa BO MPETXOJHHOT /el HE € BO KOHKPETHO OOBHMHYBame Ha OaHKapuTe -
0Cc00EHO 3aToa ITO IYKAameTO Ha MEYypOT Ha OOBp3HHMIK (ATHI MHOIY APYrH Jyfe BO
usHeHaayBamwe. Co mpaBo, HUKO] He Tpebasio 1a OYeKyBa TOYHO Jia CE€ NPEABUIN BUCTUHCKU
HEBHJICH KOJIAIIC Ha 1a3apoT 3a CTaHOEHU XMITOTEKH, 3aT0a IITO UCTHOT KOJAIC OWII MOrojiemM
0J1 HajJIOMIMOT KOIIMap.

Huty 6ankapute, HUTY APYrUTE€ HHBECTUTOPU HE CMEeEJIe Jla TH EKCTPANoINpaaT HajBUCOKHUTE
cTanku Ha Herutakamwe o1 2003-2006 ronuHa, ITO BO MHOTY ClTy4au Oujie MPEMHOTY HUCKH, Ha
HEOJIPEZICHO BpeMe BO HJHHUHA - OCOOCHO KaKo MITO 06ea MHOTY OJ OCHOBHHMTE HECAaKaHU
xunoreku. Ho, MHOTY KpaTKOBHUJIHM WHBECTUTOPH OUYMIJIETHO T'O CTOpHja TOKMY Toa. Ha
puMep, MHOTY MaTeMaTHYKH MOJIEJIM Ha PU3UK CE 3aCHOBAJIC Ha MOJATOIM BPEIHU CAMO TPH
rorHA Wi momaiky. Ce pa3Oupa, MOTHEHYBAamHETO Ha BEPOjaTHOCTA 32 HETUIAKamke JOBEE 10
HaMallyBamke Ha puU3MLUTE (HaJ (UHAHCHCKUTE WHCTPYMEHTH Ha MMHHCTEPCTBOTO 3a
¢uHaHCHMM) Koum Oea NIpPEeMHOry MajH, W, CIOpex Toa, /0 3roJeMyBalbe Ha LIEHUTE Ha
0OBp3HHUIMTE MTO Oea MpeMHOry BUCOKU. Pesynrar? OrpomeH meyp Ha o0Bp3uunu. (The
Financial Crisis Inquiry Report: The Final Report of the National Commission on the Causes
of the Financial and Economic Crisis in the United States Including Dissenting Views, 2011)

Kopucrenu ce cranOeHH XUITOTEKH KaKo IPUMEP 3aT0a MITO KOJIANCOT Ha CTAHOCHATA XUITOTEKa
Oemre BO €MHUIICHTApOT Ha (QuHAHCHCKHOT 3emjorpec ox 2007 rommna. Cemak, MEypoT 3a
0OBp3HUIIM BO HUKO] CiIy4aj He Oellle orpaHryeH Ha XUMoTeku. Toj Oerie cenpucyTeH.

Taa mnpuka3Ha 3amoyHajga CcO MOHETapHaTa NOJAUTHKA Ha @DelepaiHUTe pE3EpPBH.
AMepuKaHCKaTa €eKOHOMH]ja 3a0CTaHala, HAMECTO J1a CKOKHE, HaJIBOP O] MUHH peliecrjaTa BO
2001 r. Uu¢nanujata 6una mana u narana. Beymnocr, 10 2003 ronquna bankara Ha penepanuu
pesepBu ce 3arpmwkmia geka CoelWHETHTE Ip)KaBU BCYIIHOCT MOXKE Ja C€ JIM3HAT BO
neduanuja. Bo o0ua na ce ctumynupa cinabara eKOHOMM]a, Taa ja HAMETHYBA CBOjaTa Kamarta
MpeKy HOK (HapedeHa cramka Ha denepanHu GoHA0BH) 10 | MporeHT - HajHucka ox 1954
rofuHa. ArpecuBHaTa MOHETapHa MOJIMTHKA paboTelle U ekoHoMHjaTa ce nogoopu. Ho, Toa
UCTO TaKa 3Hadyeme JeKa WHBECTUTOpPUTE BO Oe30eAHM CpeAcTBa KaKO OHHE Ha
MuHHCTEpCTBOTO 3a (hrHAHCHUU 3apabOTyBaa MHOTY MaJIKy.

Toa, mak, ru HaBeJle UHBECTUTOPUTE Ja ,,JOCTUTHAT MPUHOC™. AKO Ip>kaBHAaTa OOBP3HUIIA BU
miaka camo 4,5 npoueHTH KamaTa, HO (PMHAHCUCKUTE UHCTPYMEHTH MOAJIPXKaHU O/ XUIIOTEeKa
co (HaBOJHO) 3aHEMapIIMB CTaHIApJeH PU3UK Ke BH IUIaTHJIe KamaTa oJl 6 MPOIIEHTH HAMECTO
TOa, 30IITO Ja He OW ja mpojaie Tpe3opckara oOBp3HUIA U jJa ro kynute MBS, 3emajku
nononauTenHU 150 ocHOBHM MoeHH BO mporecoT? M3riena kako 6e3ycnenrno, Henu? M ako
CTaH/JapJAHUOT PU3MK HAaBUCTHMHA € 3aHeMapiuB, Toa € Toa. Ho, cekako, pU3UKOT He Oele
3aHeMapiuB. VIHBeCTUTOpHUTE HUKOTall He Tpeballe Ja ro eKCTpamoidpaaTr HEBEpOjaTHO
MoBOJIHO UCKYCcTBO o1 2004-2006 roauHa Bo HeomnpeaeneHa uaauHa. Ho, Tie ro cropuja Toa.
Toa Gerre BU Ha pa3MUCITyBambe IITO IOBEE 10 MEYp Ha Ma3apoT Ha OOBP3HUIIH.

bunejku uaBecTuTOpuTE ce mpedpiuie oa cpeacTBata Ha MUHUCTEPCTBOTO 32 (PMHAHCHH BO
MOPU3UYHHU XapPTHH O] BPEIHOCT cO (PUKCEH MPUXO] Tpebano Ja riaTaT MOBeKe 3a Ja Kyrar
UCT TE€K Ha KaMaTu. 3Ha4M, OHa IITO Oellle eHall, 1a pedeme, Harpaaa oa 150 oCHOBHU MOEHU
3a MOJHECYBamkE MOT0JIeM PU3UK, cTaHa Harpana o 100 oCHOBHU TTOSHH, UM MOKEOH camo
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Harpaga on S50 ocHoBHM moeHH. OIroBOPOT HAa WHBECTHUTOPHTE HAa HaMaTyBamkeTO Ha
MPUHOCUTE Ha XapTHHUTE OJ1 BPEIHOCT CO (DUKCEH MPHUXOJ OWJI Ja ce OOMJIAT J1a TM 3rojieMaT
CBOMTE MIPUXO/H CO TOA IITO K€ oAaT KoH noroJieM jJesepull. (Tooze, 2019)

AKO HOCEHeTO Ha IOMaJl JAOTOJHHUTENICH PH3HK Ke BH JOHEcCe caMo, aa pedeme, 50 OCHOBHU
IIOCHU 32 JIOTIOJIHUTEITHO BpaKkame, MOXKeE Ja ja 3rojJieMHuTe Taa Harpaaa Ha 500 OCHOBHH ITOCHU
CO TOA IITO K€ ja HallpaBUTE MHBECTHUIIMjaTa co Jesepun o 10 mo 1.

Moxeme 11 Aa cupednMe OajoHu(MEypH) BO II€HATa Ha CpeAcTBaTa BO MIHHMHA? 3a jKal,
onrosopotr ¢ He. lllnexkynaTuBHUTE ma3zapu MOTKJIEKHAaa Ha MOBpeMEHH OamoHH(Meypu) ce
JI0JIeKa UMa IITMeKyJIaTUBHY na3apu. HaBuctuHa, eaHa o npBUTe OOMYHHU aKIIMHU IITO HEKOT Il
Owie u3naZeHy, BO KoMIaHujara ,,Jy)xHo Mope* Bo AHIJHja, ce Hallla BO MPBUOT MEyp Ha
Oep3ara - craBHUOT Meyp Ha JyxHo Mope ox 1720 rogusa - ITO ro YHUILTH, METY APYTrOTO, U
y0aBuoT namereH apyrap mno ume Mcak bytn . 1 Xonanfranute ycneane 1a co3aaaatr orpoMeH
Meyp - BO CUTE pabOTH - CKOPO €/I€H BEK ITOPAHO.

Moxebu ke cMe JOBOJIHO CpeKHU Ja 3alpeMe HEKOJKYy OaJloHu (Meypu), HO Celak Hue
HUKOTalll Hema Jia Th uckopeHnMe. OlHeCyBameTo Ha rpynara UITo T IPOU3BEayBa MOXKeE J1a
oune mporpamupano Bo Hamata JIHK. Ha-marta HajmoOpa Hamex € a TM MUHUMH3HpaMeE
HecpekuTe Kora 0anoHu (MeypuTe) ce pacpcHyBaar. M Toa Bpenu 1a ce HalpaBH.

3akiaydox

HecomHueHno, pakTopoT K0j HajMHOTY BiIHjaeliie Ja ce mojaBu Penecujara e MeypoT Ha ma3apoT
Ha HeABWKHUHHM. [IpomycTtuTe Bo OaHKapckara peryna-THBa W CyNEpBU3Hja INpEIU3BHKAa
1opacT Ha MPOMETOT Ha Ma3apoT Ha He-ABWKHUHM Bo CA/l, mpocneneH co BpToriaB MopacT Ha
[ICHUTE Ha He-ABIKHOCTUTE. MEeypoT Ha ma3apoT Ha OOBP3HMIM JOMOJHHUTEIHO TPHUIOHECE
KOH (prHaHCHCKa HECTaOMIIHOCT.

Bo onpenenu nepuoau, crankaTta Ha 3aryoa 3a 6aHkurte Ouiia MHOTY HUCKA M McTaTa Taa 3aryoa
(MHAHCUCKUTE aHAIUTUYAPH ja EKCTparoinpaie Bo 0e3KpajHo 1oiru neproau. Toa 1oseno 10
HaMaJlyBam€ Ha IpeMHUjaTa 3a pU3rK KojalTo ja 6apasne uaBectutopure. OOBpP3HUIIMTE KOU CE
Oasuparne Ha XHUIOTEKH OWIEe €IeH JIeN 0] MEYpoT co oOBp3HummTe. McTHOT TO] Meyp ce
OJIHECYBAJI U HA JPYTH OOBP3HMLIU.
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MOHETAPHATA INIOJIUTUKA BO CJIYYAJOT HA I'OJIEMATA PEHECHUJA
2007-2009 ITPEKY ITPUMEPOT HA ®EJEPAJIHUTE PE3EPBU HA CAJ1 U
EBPOIICKATA HEHTPAJIHA BAHKA

Anexcanoap Jlaeues*; Jbynuo [asues®

AnCTpaKT

If we go back in history, the number of World Economic Recessions is undoubtedly large. The
causes of crises are different. Modern Central Banks have at their disposal several
conventional instruments in response to economic crises: open market operations, required
reserves, and discount operations. But were they enough to overcome the recession?

Knyunu 360opoBu: monetary instruments, recession, unconventional measures, liquidity trap,
interest rate, recession
JEL knacugurayuja: E40

Bosen

Kora ce ciyuyBa kpu3a, LlenTpanHute OaHKH Ha MOTOACHUTE 3eMjU TH Ipe3eMaar noTpeOHUTe
Mmepku. Ho, peakiujata Ha cyOjeKTUTE U KaKo THE Ke pearrpaaT Ha JaJIeHUTe MEPKHU 3aBUCH O]
KpeIMOMIUTETOT Ha LEHTPANIHUTe OaHKH, KaKO U OJf HUBHOTO OYEKyBame 3a WAHMHATA(
Teopuja 3a panuOHATHU OYEKyBama). TOKMY THE HEKOJIKY (DaKTOpH IMpeau3BUKYBaaT
e(pUKaCHOCT WM Hee(UKACHOCT HAa TPAHCMHCHOHMOT MEeXaHU3aM Ha MOHETapHaTa MOJIMTHKA.
Bo cnyuaj na penecun, LlentpanauTe 6aHKHU ja 3rojieMyBaatr JUKBUIHOCTA IPEKY KPEIUTH Ha
OaHKMTE, KOU Tpeba Jja ro 3rojeMaT CBOETO KpeIuTHpamke KOH PUBATHUOT ceKTop. Bo MHOrY
CUTYallM1 Ha JJ1a00KH KPU31 BO EKOHOMCKATa UCTOpHU]a, ce cirydyBaio LlenTpannure 6aHku ga
,»HACTypaT* OrpOMHHU KOJIMYMHHU Ha JUKBUIHOCT, KOja HE ce eeKTyupa BO €KOHOMCKHU pPacT-
po0JIEMOT HA 3aMKa Ha JIMKBHUJIHOCTA.

Toxmy Toa ce cnyuyBaiie Bo EBpo3onara u CAJl 3a Bpeme Ha nocneanara ['onema perecuja
2007-2009. ELlb u ®EJl ru npe3emaa CBOUTE CTaHAApIHU MEPKH KaKO OJArOBOp Ha KpH3ara.
Ho, exoHomuuTe He pearnpaa Ha BUCTMHCKM HA4MH, OJHOCHO HE C€ INOTHKHA 3HAyajHa
arperaTHa rmobapyBauka Koja ke ' u30aBu eKOHOMHMTE 0] periecuja. EkoHoMckuTe cy0jeKTu
HE T'U cJle/lea HACOKUTE Ha MOHeTapHaTa nosintuka. [IppunnaTa 3a Toa He MoXkeMe Ja ja 6apame
BO KpeAMOWJINTETOT Ha MOHETapHaTa MOJHUTHKA, KOj € IPaJeH CO TOAMHU M MPOU3JIETyBa O]l
TPAHCHAPEHTHOCTa M OJrOBOPHOCTa Ha TyBepHepure Ha JBere LleHTpannu Oanku. Kaxko

! Anexcangap Jasues, M-p, Komnanuja “Ilano” - Iltun, aleksandar.davcev@dado.mk
2 Jbyno JlaBues, 1-p, npodecop, Yuusepsuret ,,[oue Jlemues“-Exonomckn paxyirer,
ljupco.davcev@ugd.edu.mk
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pe3yiTaT Ha HapyIIEHHOT TPAaHCMHCHOHEH MEXaHW3aM Ha MOHETapHaTa IOJUTHKA,
HEHTpaJHUTe OaHKU MoOpaa Ja CIpOBeJAaT HEKOHBEHIIMOHAIHU MEPKU KOM 3Hadea OTKYI Ha
OCUTYPEHH XapTuH oJ] BpenHocT. LlenTta Oeme 1a ce pa3aBuXu TUKBUIHOCTA HA (PUHAHCUCKUTE
na3zapu. Bo moHaTaMOIIHUOT J1e1 O MOjOT TPY/ MOJETAIHO K€ € OCBPHAM KOH IPUYUHUTE 3a
CHpOBelyBarkbe¢ Ha HEKOHBEHIIMOHAHU MEPKH U €(pUKACHOCTAa Ha TakBUTE Mepku. Ceymire e
aKTyeJIHO MpallameTo 3a epUuKacHOCTa Ha MOHETapHaTa MOJUTHKA BO YCIOBH Ha JIa0OKHU
peliecu ¥ KakBH MEpKHU Tpeba jaa ce npe3emar. Ha kpaj, ke ce ocBpHaM Ha MpEBEHIIMjaTa O]l
rOJIEMUTE KPU3H — ,,JIEKIIMja 32 UTHUHATA .

HexonBeHIMOHAIHUTE MepKH Npe3eMeHn o1 Penepanuute Pezepsu na CAJ{

Bennam mo mpBuTe curHanmM 3a 3alo4yHyBame Ha perecujata, LleHTpamHuTte OaHkKM Ha
HajroJIEMUTE CBETCKM €KOHOMUH WJIM MOHETApHHM IOJpadvja, ja 3abenexaa HeeukacHOCTA Ha
CTaH/JapJHUTE MOHETApHH WHCTPYMEHTH BO CIpaByBame cO peuecujata. [locroeme jacHa
HapYIIEHOCT Ha TPAHCMHCHUOHUTE MEXaHM3MM Ha MOHETapHaTa IOJUTHKA. EKOHOMCKHTE
cyOjexTH Ha (MHAHCUCKUTE Ma3apy U BO PeajHaTa €eKOHOMH]a BOOIIITO HE JISjCTBYBaa CIIOpe]
curHainurte mro ru nasaa Llentpannure Oanku. [lopaau toa, Llenrpanuure 6anku vHa CAJl n
EMY, mopaa aa npe3emaT HEKOHBEHIIMOHAJIHU MEPKHU.

KBaHUTATHBHOTO OJICCHYBamE MPETCTaBYBa €lIHA OJI HAJYECTO KOPHCTCHHUTE HECTaHIapIHU
MEpKH O] cTpaHa Ha Hajrojemute [Ib mmpym cBeroT. KBaHTUTATHMBHOTO OJICCHYBambC
NPeTCTaByBa MHCTPYMEHT BO KOj LIb oTKymyBa ip>kaBHU XapTHUH OJ1 BPEIHOCT Ha CEKYHIApHUTE
masapyd WJIM XapTUU OJ BPEIHOCT KOj MMaarT coojaBEeTHO o0e30emyBame. [Ipeky 0BOj
HHCTPYMCHT CC€ OTKYITyBaaT I'OJIECMH KOJMYHWHA Ha XapTUHU O BPEAHOCT O CI)I/IHaHCI/ICKI/ITe
uHCTUTYIIMH. CTaHyBa 300D 32 XapTUHU O] BPEJHOCT KOMIITO UMaaT MOAOJT POK, UMaaT BUCOKa
KaMaTHa CTallku, T.€. C€ HCIHMKBHUIHMH. Ha TOj Ha4YuH, CO IIOMOII HAa KBAHTHUTATUBHOTO
OJICCHYBabhe, HEIMKBHIHUTEC (UHAHCUCKA HWHCTPYMEHTH KOM C€ Jel OJf aKTHBara Ha
q)HHaCI/ICKI/ITe HHCTUTYIIMU CC€ NIPETBOPAAT BO JIMKBUIAHU (1)I/IHaHCI/ICKI/I CpCacTBa KOM MOXKC Oa
Ounar ynorpeOeHu 3a OCTBapyBambe Ha KpeIuTHU PyHKIM. [ TTaBHATA 1€ Ha KBAHTUTATUBHOTO
onecHyBame ¢ L[eHTpanHaTa 6aHKa /a ce CrpaBH CO KpHUBaTa Ha MPHHOC, MOKEOH 3aT0a IITO
JTONTOPOYHUTE CTalKW CTAalKd MMaaT TOCHIHM e(eKTH Bp3 TPOIICHETO OTKOIKY
KpPaTKOPOYHHUTEC CTAIIKH. OTKyHOT Ha OBHEC XapTUU OJ BPCAHOCT NPCAU3BUKYBA IMOPACT HaA
HUBHATa II€Ha, IITO TIOHATaMy TMOBJIEKYBa TOHHUCKH CTankd Ha mpuHoc. McTo Taka, ce
MOTUKHYBa HaMaJlyBam€ Ha KOMIICH3aI[M]jaTa 3a PU3HK KOjallTo ja 0apaaT MHBECTUTOPUTE 3a
MOPU3UYHUTE XapTUU OJ1 BPETHOCT.

[TpomommxyBame co mocTankara MO KoOja €€ CIPOBEAYyBa KBAaHTHTATUBHOTO OJIECHYBAmE.
Hajmpso, 11b 3a ga v oTKynu xapTuuTe O BpeaHOCT of (OHIOBUTE, Taa Mopa Ja Kpeupa
JIOTIOJTHUTETHY OCHOBHU Napu W Ha TOj HA4MH Jla T 3rojieMu OaHkapckute pesepsu. Ilo
M3BPIIEHUOT OTKYII, C€ CIydyBa IPOMEHa BO OuiIaHC Ha coctojoa Ha 11b.

[To 3ronmemyBameTo Ha OaHKapckuTe pesepBHu Bo OwmtancoT Ha I[B, ce 3romemyBaar mcrute
pe3epBHU BO aKTHBaTa Ha KOMepIHjamHuTe 6aHku. bunejku napure mto ru 1001MBaaT GOHIOBUTE
ce HaoraaT Ha HUBHUTE CMETKU BO KOMEpIMjalIHUTE OaHKH, C€ 3r0JIeMyBaaT U JIEMO3UTUTE Ha
KOMEpIjaTHUTe OaHKU.

Bo Ounancor Ha COCTOjGa Ha (I)OHI[OBI/ITC HC CC 3roJICMyBa aKTHBATa, HUTY ITaCUBaTa. Co

KBAHTUTAaTUBHOTO OJICCHYBAaKbC HACTaHYBa 3aMCHa Ha CPCACTBATA KOU CC€ A€ OO AKTHBATa Ha
(I)OH,Z[OT. I[p)KaBHI/ITe XapTHUu O BPCAHOCT CC€ 3aMCHYBAAT CO MApUYHU CPCACTBA.
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[IpBuOT Kpyr o4 KBaHTUTATUBHO oJiecHyBame, QE1, ce cmyuymn na 25.11.2008 roguna kora
®denepaHuTe pe3epBy, O] BOACTBO Ha ben bepHanke, o0jaBuiie 1eka ke rv KynaT JUPEKTHUTE
0o6Bpcku Ha Fannie Mae, Freddie Mac u the Federal Home Loan Ban ks!, u MBS? MOAIPKAHU
on Ha Fannie Mae, Freddie Mac u the Federal Home Loan Banks. Kymysajku 100 munujapam
aMEpPUKAHCKH JI0JIapu BO TUPEKTHH 00BpcKu 1 500 Munujapau aMepuKkaHCKu qojiapu Bo MBS,
OdenepalHUTEe pe3epBU Mpe3esie 3HAYajHA akKiuja BO TMpecpeT Ha TYpOyJICHIMHTE Ha
¢bunancuckute nazapu. Ha toj Haunn, ®E]] ce Haaesare aeka ke 1aje MoAIpIIKa Ha 1Ma3apoT
Ha JIOMYyBambe, KOj BO Toa BpeMe Oellle BO 3Ha4aeH MaJi Kako pe3yaTaT Ha e()eKTUTe OJ1 Kpu3ara
co xwunorekapuute XB. CoomBetHo Ha Toa, QEl Oeme mnpomoimkeH, cO IEIUTE Ha
HaMaJyBamkeTO Ha KAMAaTHUTE CTAINKH U OJIECHYBame Ha kpeautupameto (Blinder, 2010).

Bo tpu onnennu npunuku, Hal6 nexkemBpu 2008 roauna, Ha 30 nexemBpu 2008 roauna u 28
janyapu 2009 romuna, ®EJ| u3jaBune naeka ce MOATOTBEHH M MOXaT Aa oOe3bemar
JIOTIOTHATEJICH CTUMYJT 32 €EKOHOMH]jaTa aKo YCIOBHUTE CE TapaHTHPAHHU.

Ha 18 mapr 2009 romuna, Komureror ja mpommpun nporpamata LSAP® u o6jaBun neka
nomery 5 janyapu 2009 ronuna u 31 mapt 2010 roguna ®EJ] ke ru 3ronemMu cBoute HabaBKu
Ha BKYITHO 1,25 TPUIMOHN aMEpUKAHCKH J0JIapH, 3T0JIEMYBajKi T cBoUTe OTKyrnH Ha MBS 3a
JIOTOMHUTETHH 750 MunHMjapau aMepUKaHCKU JOJIapu M HEj3MHUTE OTKynu Ha mgonr go 200
MUIHjapau gonapu (3rojaemysame o 100 mmmjapau amepukancku nonapu). OEJ] permw na
Kynu gononHutenHu 300 Munujapau aMepUKaHCKH JOJapyu XapTHH OJ1 BPETHOCT BO TEKOT Ha
CJICIHUTE LIECT MECEIH, 3a Aa 00e30eqH JTOTOIHUTEIHA MOIAPIIKA Ha TIPUBATHUTE KPEAUTHH
nasapu. [IpeTxoaHuTe oTKynu craHaine no3Haru kaxko ,,QE1%.

Bo Asryct 2008 roguna, KoMuTeToT npojaBuil BepyBame JeKa eKOHOMHjaTa MoKa)xala 3Halu
Ha ONOpaByBameE, TaKa IUTO OJUIyYWJI IOCTENEHO Ja ro 3adaByBa TEMIIOTO Ha OTKYIMTE Ha
npxasaute XB. Kpajor Ha OxromBpu 2009, 611 03HaYeH Kako BpeMe BO KO€ LETOKYITHHOT
M3HOC Ha OTKYIH Ha JApkaBHU XB ke Ouje 3aBpliiieH.

Otkako Oun 3a0enekaH 3arpuKyBauKy 1€3MH(IIAMCKU TPEH ] BO MHIEKCOT Ha MOTPOLTYBaYKU
nenu Bo CAJl, bunejku unduanujara ce cnymruia Ha 1%, ®EJ] o6jasui Ha 10.08.2010 roquna
JieKa Ke TH 3aJ[pXKH CBOMTE KOHTA KOHCTAHTHU CO PEMHBECTHUPAE HA TIABHHUTE UCIUIATH O]
okoiy 250 no 300 mMunMjapauM aMepUKaHCKU JIojlapu Oj JOJTr Ha areHuuutre u MBS, Bo
nosiropoyHu apxaBHu XB. Kako pesynraTt Ha Toa, ronemMuHaTa Ha OUJIAHCOT HAa COCTOj0a Ha
@®EJl ce HaManui 3aroa LITO BeKke HE IpaBesie JOMOJHUTETHH OTKYINU WM MOBTOPHO
uHBectupaie Bo MBS u Bo gonr Ha arennuute. Hackopo motoa, ®E]| 3amounan ma um
CUTHAJIM3Mpa Ha Ma3apuTe JAeKa pa3MHCIyBa 3a IOHATAMOIIHU OTKYIM HAa XapTUH O] BPEAHOCT
JTIOKOJIKY YCJIOBUTE TOA I'O Hajaraar.

Ha 3 noemBpu 2010 ronuna, ®EJ] o6jaBun neka ke kynu gomnosHutenHu 600 munujapau
AMEpPHUKAHCKH J0JIapH JIp>KaBHU OOBP3HULIM. 3a€/1HO, pEMHBECTUPABHETO HA TJIABHUTE UCIUIATH
0]l JOJTOPOYHHUTE Ap>KaBHU XB, Kako M MOMOJHUTENHOTO KymyBame ona 600 munujapau
aMEepHUKaHCKH J0JIapH JIp>KaBHU OOBP3HHIIM cTaHa ro3Hato kako QE2. Co temno ox okony 75
MUJIMjapy aMepuKaHCKH Jonapu meceuHo, @EJ| curnanusupan neka nporpamara Tpedaio aa

! Cranysa 300p 3a JpKaBHO-CIIOH30PUPAHU TIPETNIPHjaTHja KOM U31aBaaT XapTUH Ojl BPEJHOCT 00e30€e/eHH CO
XHITOTEKa.

2 AHTJIMNCKY Ha3UB 33 XapTHH 0J] BPEJHOCT 00€30€/IEHN CO XUIOTEKA.

3 AHIJIMNCKM Ha3WB LITO 03HAYyBa OTKYIH Ha J0JTOPOYHH XapTHH OJ1 BPEIHOCT.
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ucTeye 710 KpajoT Ha BTOpHOT kBapTas Ha 2011 ronuna. CeBkynHo, oTkynute QE2 ce cocroeja
OJ1 XapTHUH OJ1 BPEIHOCT CO POYHOCT, Tipen ce Mery 2,5 u 10 rogunu.

QE2 6una cripoBeieHa co 11eJ1 J1a U ce TOMOTHE Ha kpeBkara ekoHomuja Ha CAJl. ®E/] BepyBan
BO TeopHjara Jieka BOpU3ryBameTo mapu ke cosmane uHpuamuja. Bo cormacuHoct co QEI,
Ouejku KpaTKOPOYHUTE CTANKH Beke Oca Onm3y Hyna, @EJl HanpaBun oOun 1a ra Hamamu
JOJTOPOYHUTE KaMaTHH CTAIKHU U Jia ja 3T0JIEMH MOHYJaTa Ha Tapy 3a Ja JJoHece HHIIalumja.
Bo Teopuja, MOHHMCKUTE AOITOPOYHM CTAlKH TW MOTTUKHYBAaaT MOTPOLIYBAYUTE, KAKO U
OM3HHMCUTE Ja WHBECTHpaaT, CO WITO CE€ 3TOoJIEeMyBa M LEJIOKYITHATa MOTPOIIyBayKa.
Kputnuapute Ha QE2 TBpaene neka moBepbara Ha jaBHOCTa Bo MoxkHOocTa DEJ] na musnese
e(pUKacHO O]l CBOMTE MPOTPaMH MOKE Jla C€ HaMaJld, IITO JOBEAYBA J0 MOTOJIEMH OYEKyBabha
3a uadmanuja. (Ricketts, 2011).

Ha 13-tu centemBpu 2012 roguna, ®E]] u3paswmie 3arpmkeHOCT Jeka 0€3 KOHTUHYHTET BO
MOJIMTUKUTE HEMA JIa UMa KalaluTeT /1a ja MOCTUrHe cBojata 2% 1enHa unduanuja u Hema 1a
uMa OJIP>KIIMBO MOA0OpYyBame Ha ma3apoT Ha TpyaoT. [lopanu oBaa mpuunHa, OEJ] 06jaBwt
neka ke KymyBa 40 Munujapad aMepuKaHCKd Jonapu areHiucku MBS meceuno, HO ucTHOT
OTKYyIl HEMa Jia ce (uHaHcupa oj Ipoaaxba Ha KpaTkopouHu Tpe3opcku XB. Kako mro
MUHYBaJIO BpeMeTo U uctekia nporpamara Ha @E/JI, Ha 12 nekemBpu 2012 roauHa BeTuia aeka
Ke ja 3roJIeMH CBOjaTa BKJIYYEHOCT CO OTKYIl Ha JOMOJHHUTEIHH 45 MUIHMjapIyd aMEepHKaHCKH
JOJIapH TOJITOPOYHU APKABHHU XapTHH Of BpeaIHOCT MeceuHo. Co Toa ke JOCTUTHAlIa MECEUHU
OTKyIHU A0 85 mumjapau ponapu. OBaa mporpama reHepaiHo ce Hapekysa QE3.

Kako u na e, ®E]] He o0jaBuie gatym Ha 3aBpiryBambe Ha QE3 (3a pasnuka o mpeTxoaHUTe
orepainuu), TYKy HaBelie JieKa Ke T clieJlaT €KOHOMCKHTE IOJaTOlM M COOJBETHO Ke Ce
IpUJIaroiaT.

BkynHute mMeceuHn HaOaBKH O]l 85 MWIMjapAM aMEpUKAHCKU JOJIAPH NPOJOJDKUJIE Ja ce
ciyuyBaat c¢ g0 18 nexemBpu 2013 roguna. Toram @E]J] o6jaBuia geka co MOYETOKOT Ha
Janyapu 2014 ronuna, k€ TM HaMajlud CBOMTE MECEYHM HAOABKM HA BKYMHO 75 MuUIHjapIu
amepuKaHCKu Jojapu. HajaBuna neka HaGaBkuTe ke ce coctojaT o 40 mMuimujapau nojapu
npxxaBHu XB u 35 munujapau amepukancku nonapu arenurcku MBS. Co TekoT Ha BpemeTo,
@E]] mponoimkuiie aa ru cieJaT pejleBaHTHUTE EKOHOMCKHM IMOJATOLX BO BPCKa CO HUBHUTE
nakertu 3a crumyan (Rubino, 2015).

Oarosopot Ha ELIb Ha npo0/ieM0T cO HAPYIIEHOCTA HA TPAHCMHUCHOHUOT MeXaHU3aM

Bo cnegnuor nen, npenmMet Ha aHanu3a ke 6une onrosopot Ha EIb u HectangapaHuTe Mepku
KOM Taa M crposene. Mepkure aoHeceHM of YmpaBHUOT coBeT Ha EIlb koumrto BO
JUTepaTypaTa ce cpekaBaaT Kako ,,Mepku Ha EI[B* BcymHOCT ce cpoBeyBaar oj cTpaHa Ha
EBpocuctemor kako nenuHa. EIlb Beke akTMBHO IO MEHYBalle CIPOBENYBAKETO Ha
MOHETapHaTa MOJUTHKA BO 13-Te Mecenuu Ha (MHAHCHCKH MpEeBHpama MITO MPETXOJaT Ha
epymnuyjaTa Ha cBeTckara (pmHaHcHcKa Kpu3a Bo cenremBpu 2008 ronuna. bankure novynaa na
c€ COMHEeBaaT BO (PMHAHCHCKOTO 3/paBje Ha HUBHUTE JIOTOBOPHU CTPaHU BO MeryOaHKapCKu
nasap. !OBa ru 3ronemMu KaMaTHUTE CTAlKUTE HA a3apOT Ha MAPH U Ce 3aKaHH CO HAPYIIyBakbe
Ha TpaHcMucHjaTa Ha oanykute Ha ELLb 3a kamataute ctanku. O MpBUOT JeH Kora 3aroyHaa
TEH3UUTEe BO MelyOaHKapckuoT mazap Ha 9 asryct 2007 rommna, ELIb nejctByBamie co
3aJI0BOJTyBamk-€¢ Ha MOTpeduTe 3a nHaHCUpamke Ha OaHkuTe. Tue 6apaa ga ce u3rpajgaT THEBHU

! OBJI€ C€ MHUCJIM Ha OaHKHUTE KO CE jaByBaT KaKO JOIOBOPHU CTPAaHU BO TPAHCAKIIUUTC
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TAMIIOHU 3a JIMKBHIHOCT CO LIeJ Ja C€ HaMaJli HEU3BECHOCTA 3a HUBHUTE JIUKBUIHOCHHU
nosunuu. EIIb defacto o6Ge30emu HeorpaHndeHa JIHKBHIAHOCT IIPEKYy HOK 3a OaHKHUTE,
U3JIBOjyBajku 95 munujapau eBpa Ha npBHOT AeH. [lomornna, EIIB cnpoBene monmomHUTEHA
onepanuu 3a peuHaHCHPaAkE CO POK Ha TOCTacyBame 10 6 MeceIr, CIOpeIEHO CO MAKCUMYM
3 Mecenu BO HOpMaIHHU BPEMUbA.

Jla ce Hamany HecWrypHOCTa Ha OaHKapcKaTa JMKBHIHOCT 10 KpPajoT Ha IOJHMHATA, IesiaTa
OapaHa JIMKBUAHOCT TOJ TOHYAEHM KaMaTHU CTamku Oelle pacrpenesieHa BO LEJIOCT Ha
MOCJIETHUTE OIIEPALlMH Ha TIIaBHO peUHAHCUPabe BO roguHara. [loHynenaTa kaMaTHa cTanka
Ha TEKOBHUTE OTlepaliy Ouiia HaJ TPaHUYHUTE CTAKU MIOCTUTHATA BO MPETXO0HATA ONEpalinja.
Bune BocnocTaBeHH MPUBPEMEHH CBOII TPAHCAKLIMU CO JAPYTH IEHTPATHH OAaHKU MPBEHCTBEHO
3a na ce cupasu E1B co 3roJeMeHHOoT NPUTUCOK Ha KPaTKOPOUHUTE Ma3apu 3a GUHAHCHPAHE
Ha aMepuKaHCKU Josiapu. Kako pe3ynraT, TEH3UUTE BO CEIMEHTOT Ha KpPaTKOPOYHMTE
(¢buHAHCUCKU CpeCTBa Ha Ma3apoT Ha Mapy BO €BPO30HATA 3HAYUTEIIHO CE€ HaMaJIuja.

[To 6ankporor Ha Lehman brothers ma 15 cenremBpu 2008 roanHa, HEHM3BECHOCTa 3a
(MHAHCUCKOTO 3[[paBje Ha HAjTrOJIEMUTE OAaHKH IIMPYM CBETOT JIOBEJIE /IO BUPTYEJICH KOJarc Ha
AKTHBHOCTA BO MHOTY CETMEHTH Ha (DMHAHCUCKUOT Ma3ap. bankuTe usrpaauja rogemMu TaMIoHu
3a JUKBHHOCT, ICTOBPEMCHO HaMaJyBajKH PH3UIM BO HUBHUTE OWJIAHCH U 3a0CTPYBamkE Ha
YCIIOBUTE 32 3aeM.

Co ornes Ha KiIy4HaTa Ba)KHOCT Ha OaHKUTE 3a (PMHAHCUPAHE HA EKOHOMHjaTa BO €BpO30HATa
¥ BO CIIPOBElyBameTO Ha MOHeTapHaTa nonutuka Ha ELIB, oBaa cocToj6a Oeme anapmMaHTHa BO
HOTJIE]] HAa BUCOK PU3MK OJI KpEAUTHA KpHU3a U IojeM PU3MK O]l HEMOXKHOCTA Ha IeHTpajHaTa
Oanka ga ynpaByBa co MoHeTapHu yciioBu. ELIb, kako u apyrure rojseMu 1neHTpajHu OaHKH,
Op30 ' HaMaJIM CBOMTE KJIIyUHU KaMaTHU CTAlIKU HA UCTOPUCKU HUCKU HUBOA. KityueH enemeHT
Ha oaroBopoT Ha EILlb 3a 3aapkyBame Ha epEeKTUBHOCTA MPH BIMjaHHETO BP3 MOHETAPHUTE
YCIIOBH C€ COCTOEILIE BO HEJ3MHUTE HECTaHAAap/IHU MEpKHU Ha nmonurtukata. Llenta Geme na ce
MPOJOJKH CO 3a4yBYBam-€ Ha [IEHOBHATA CTAOMITHOCT, /1a c€ MPUIOHECE 3a CTa0MIN3Hpake Ha

(rHaHCHCKaTa cOCTOj0a U OrpaHHYyBamke Ha MOCICIUIIUTE BO peanHaTa ekoHomuja (Mercier
and Papadia, 2011).

IlITo ce ogHecyBa 1m0 moauTHUKaTa Ha kamaTHUTe cranku, EIIb ja Hamanu rmaBHaTa cranka Ha
pedunancupame 3a 50 ocHoBHU ToeHn Ha 8 okTtomBpu 2008 roaMHA, BO 3aeIHUYKU U
HUCTOPUCKH TIOTEr CO JAPYTUTE TOTOJIEeMH IeHTpaJiHu OaHku. ['m HaManmum cBOWTE KIyYHU
KaMaTHU CTalK{ U TIOHATaMy 3a BKYITHO 325 OCHOBHU MOEHH BO MEPHOJ OJ1 7 MECEIH, 10 Maj
2009 roguua.

I'padukon Op. 1: Jeuosicerve na enasnume cmanku no kou nozajmyea EI{B
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HW3Bop:https://www.ecb.europa.eu/stats/policy_and_exchange_rates/key ecb_interest rates/ht
ml/index.en.html

On rpadukoHOT 3a0enexyBame Aeka n10 2008 roguHa cTamkata Ha JEMO3UTH MPEKy HOK U
[JIaBHAaTa cTanka Ha peduHaHcupame Oenexar mnopact. Ho, mo wu30yBHyBameTo Ha
¢uHaHCHCKaTa KpH3a, JBETE CTAlKU Oelie)kaT HagoJeH TpeHA. TpeHaoT € pe3ynraToT Ha
HacTojyBameTo Ha EL[b mpeky TpaHCMHCHOHMOT MeXaHH3aM Ja W3BpPIIM HaMalyBame Ha
CTaNKUTE MO0 KOM OAaHKWUTE IMo3ajMyBaarT Ha peasHuot cekrop. Ox 2012 rogunHa ma HaBamy,
KOHCTaHTHHOT I1aJ] Ha IBETE CTaNKu pe3ynrupaiie Bo 0% crarka Ha ri1aBHO peUuHaHCUpabe U
HEeraTHBHA CTalKa Ha JCMO3UTH MpeKy HoK. Co MocTUrHyBame Ha (UKCHUpaHa HyJITa IJIaBHA
cTarnka Ha pepuHaHCUpambe, 3a€HO CO HEOTPaHUUEHO JOCTaNHa JUKBUIHOCT 10 Oankute, EL[b
HACTOjyBallle TTOBTOPHO Jla M3BPIIM HWHTErpanyja Ha pUHAHCHUCKHUTE Ma3apu Bo EBpo3oHaTa.
WuTterpanujara Ha GUHAHCHCKHUTE MMa3apy Oelle HapylleHa mocie (puHaHcucKara Kpusa, Kora
MHOTY 3aJI0JDKeHHTE 3eMju Kako ['priuja u [lopTyranuja monynnja eKCTpEMHO BUCOKHU CTalKU
Ha [IPUHOC Ha CBOMTE 0OBP3HUIM. McTHTE CTAanKy Ha MPUHOC MO>Kea J]a MPUBJIeYaT KaluTall O
HAJBOP, KOJIITO Ke MpeIu3BHKa anpelnjainja Ha eBpOTO 3a€HO CO HEU3MEPJIMBH HEraTUBHU
edexTu Bp3 n3B030T Ha EBpo3oHara.

Bo ucro Bpeme, EIIb noHece ronem 0poj HecTaHAAPAHM MEPKH 32 IMOJIPIIKA Ha YCIOBUTE 32
dbuHaHCHpamke U KPEAUTHU TEKOBU KOH EKOHOMHHTE BO €BPO30HATA, HAJl OHA IITO OU MOXKEIO
Jla ce TOCTHTHE caMO NPEKy HaMalyBambe Ha KIYYHHTE KaMaTHU CTalKd CaMOCTOJHO (T.H.
,»3aCHJICHa KpeauTHa moanpiika’). Hectranmapaaure Mepku cripoBeneHn o oktomBpu 2008
roJMHa HaBaMy Oea MpWiaroJeHd Ha cnenuduyHaTa, OAHKHOICHTPUYHA (UHAHCUCKA
CTPYKTypa Ha eBpO30HaTa, CO 1 MOAPIIKA Ha JIMKBUAHOCTA U (PUHAHCHUPAmHETO Ha OAaHKUTE.
Tue counHyBaaT MeT KIIyYHU eJIEMEHTH:

e [lenocna nukeuonocm co ukcha cmanka. JloHEceHa € TmocTanka 3a IIeJIOCHA
JMKBUIHOCT CO (PMKCHA CTamka 3a CHTE ONepaluyd Ha peUHAHCHUpPAE 32 BpeMe Ha
¢dbuHaHCcHCcKaTa kpu3a. Taka, CIPOTUBHO Ha BooOWuaeHata mpakTuka, 10 ¢uHaHcucku
UHCTUTYIIMM CO TIOAOOHOCT BO €BPO30HATA HMMaaT HEOTPAHWYECH IMPHCTAl JI0
JMKBUIHOCTA Ha [IEHTpaJHaTa OaHKa CO TJIaBHATA CTalka Ha peUHAHCHUPAke, KaKo U
CeKoralll Co COOJIBETHO 00e30e1yBame.

o [Ipooondicysare Ha pokom Ha 0ocmacysarse Ha TuKkeuonocma. MakcuManHaTa poyHOCT
Ha omnepauuuTe 3a peduHaHCHpame Ha jpoiarorpajHata ocHoBa (LTRO) OGemre
IPUBPEMEHO NPOJOKeHa (rmocienoarenHo Ha 12 meceuu Bo jynu 2009 ronuna). Bo
KOMOUMHAIMja CO PBUOT €JIEMEHT, OBA ITPHUJIOHECE 32 OAPKYBAHhE HA KAMAaTHUTE CTalKU
Ha MMa3apoT Ha Tapyd Ha HUCKO HHUBO M ja 3TOJIEMH YJOorarta Ha TOCpEIyBame Ha
EBpocucteMOT BO Hacoka Ha yOlia)XyBame Ha 3arpHKeHOCTa 3a peduHaHCHpame Ha
0aHKapCKUOT CEKTOp BO €BPO30HATA, 0COOCHO 32 TEPMHUHCKHTE pouyHOCTH. Hamanenure
TPOLLOIM 32 JTUKBUAHOCT U HEM3BECHOCT, KAaKO M MOJOJITHOT XOPU3OHT 3a IUIaHUPAE
Ha JIMKBHJIHOCTa C€ OdYeKyBalle Ja TH oxpadpar OaHKWTE 1da TPOAOKAT Ja
00e30eyBaar KpeAUTH 3a EKOHOMHM]aTa.

o 3conemysare ma aucmama Ha npugamaueu xoaramepanu. CIHCOKOT Ha IOA0OHU
rapaHiuu npuaTiIvuBU BO onepaunuuTe 3a peduHaHCHpame Ha EBpocuctemor Oemie
3roJIEMEH, CO IITO BCYIIHOCT MM C€ OBO3MOXYBa Ha OaHKHTE J1a peduHaHCHpaar
MOTOJIEM JIel O/ CBOJOT OmiaHc Ha coctojoa co EBpocucremor. CocoOHOCTa 1a ce
peduHaHCHpaaT MOMANKY JIMKBUAHHU CPEJCTBA MPEKY LEHTpalHaTa OaHKka 00e30emyBa
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e(pUKaceH JIeK 3a HEIOCTATOK Ha JIMKBUIHOCT MPEIN3BUKAH O/ HEHAIEjHO 3aliparmhe Ha
Mel'yOaHKapCKOTO KPEeIUTUPAE.

e Jloeosopu 3a pazmena na eanymu. EBpocHCTEMOT MPUBPEMEHO 00e30e11 TUKBUIHOCT
BO CTPAaHCKH BaJIyTH, CO pa3JIM4Ha POUYHOCT ¥ IPOTHUB KoJaTepall I€HOMUHHUPAH BO €Bpa.
3a oBa, E1lb kopucTelie apaHkMaHH 3a pEIUIIPOYHa BaryTa, 0cooeHo co deaepamHure
pesepBu Ha CAJl. Taka ce m30erHa OrpOMHHUOT HEIOCTATOK Ha (PUHAHCHpPAEmE BO
aMEPUKAHCKH JI0JIapH.

e [lpoecpama 3a omxyn Ha ocueypenu oo6epsuyu (CBPP). EBpocHCTEMOT ce 3aJI0kKH 3a
Ha0aBKa Ha MOKPHUEHH OOBP3HUIM JCHOMUHUPAHU BO €Bpa U M3/1aJCHH BO €BpO30HATA
3a BKYITHA BpEIHOCT 011 60 MUIIMjapIu €Bpa MOCTEIeHO BO eproAoT momery jynu 2009
u jyau 2010 roguna. I{enTa Ha mporpamara Oeliie 1a ro O’KUBee MOKPUEHUOT Ma3ap Ha
OOBP3HUIIM, IITO € IPUMapeH U3BOP Ha (PUHAHCHpame 3a OAHKUTE BO TOJIEMH JEIIOBH
ol eBpo3oHaTa. Toj € HajrojieM U HajaKTHUBEH CErMEHT Ha Ma3apoT Ha (UHAHCHCKHU
CpelcTBa CO (PUKCEH MPHUXOJ, 3a€IHO CO IMa3apoT Ha OOBP3HUIIM BO JABHHOT CEKTOP.
TakBuTe MOKPUEHH OOBP3HUIIM - TO3HATH Kako ,,[Ipanapudu‘ Bo 'epmanuja, ,,00Bpcku
fonciéres* Bo ®@pannuja u ,,1iexyau’ Bo Llnanuja - ce JOMTOPOYHH AOIDKHUYKHA XapTHH
Ol BPEAHOCT IITO OaHKHWTE TWM W3/aBaaT 3a peduHAHCHpame 3a€MH Ha jaBHUOT H
MPUBATHUOT CEKTOP, YECTOINATH BO BPCKA CO TPAHCAKIUUTE cO HeABIKHUHU. OBHE
MOKPUEHU OOBP3HUIIY - 33 PA3JIMKa OJ] XapTHH O] BPEJHOCT NOJPKAHU CO XUIIOTEKA -
uMaaT crnenu@uUHa MpaBHA KapaKTepUCTUKAa Ha ,,JBOjHA 3aIITUTA’: perpec KOH
U371aBav0T, KaKO U JIOMOJHUTETHO 00e30e1yBambe, OBO3MOKEHO CO 3aKOHCKH 3aJI0T Ha
dbuHaHCcUpaHuTe cpeacTBa. PouHocta Ha oBUe OOBp3HUIM U3HECYBa of 1 10 3 roguHu.
["'onemuHara Ha mporpaMara IpeTcTaByBallie Okoiy 2,5% oJ BKyIiHaTa 3a0CTaHaTa cyma
HA TOKPUEHH OOBP3HUIIM, IITO BO JaJICHUOT KOHTEKCT Oemie e(eKTUBHA Kako
KaTaJln3aTop 3a Jla ja 3aloyYHeTe aKTHMBHOCTa Ha OBOj maszap. IIporpamara mro
MPETXO0JIHO ja 00jacHUBME ce CIIpoBeayBallle Npeky BkiyuyBame Ha ELb Ha mazapurte
3a XB, Kako M cO IOMOII Ha JUPEKTHH MOHETapHM TpaHcakiuu. Kapakrepuctuka Ha
nporpaMara € Toa IITO Lienara JUKBUAHOCT IuTo ja Kpeupame ELIb, motoa Geme
crepuimn3upana oa HuBHa crpana. (Cour-Thimann and Winkler, 2012).

3anounyBajku on Janyapu 2015 romgmna, EILIb cmpoBene HOBa, HecTaHmapiHa Mepka:
KBaHTUTATHBHO osiecHyBawwe(QE). McraTa Mepka ce cocroelie o1

v Tpera mporpama 3a OTKyIl Ha 00e30€e1eHr 0OBP3HHIH

v OTKyN Ha XapTUH OJ] BPEIHOCT KOPHCTEHH KaKo 00e30e1yBarmbe

v OTKyIl Ha XapTUH O] BPETHOCT Ha jaBEH CEKTOP

[Tputoa, ELIb He ce jaByBa kako MpUMapeH KylyBad Ha JApKaBHU OOBP3HUIM HAa MPUMapHUOT
naszap, TyKy CTaHyBa 300p 3a OTKYIl Ha CEKYHJIapHUTE Ma3apH.

[lentpanuute 6aHku ce BkiIyuyBaaT Bo QE co M3maBame HOBO CO3[a/ieHU pe3epBU KOM Ce
KOPHUCTAT 3a KYIyBamke Ha MOCTOJHU (PMHAHCHUCKH CPEJICTBA O] CeKyHaapHUOT nazap. EIlb u
HalMoHanmHuTe ueHTpannu Oanku (HLIB) xymyBaa ¢uHaHcucku cpeactBa Bo u3Hoc of 80
MUJIHjapAu €Bpa O] CEKyHIApHHOT Ma3ap cekoj mecerl. [Iporpamara Oemie mpeaBuaeHO na
3aBpiu Bo Mapt 2017 roguna (Moxe n1a ce 3abenexu neka ox Janyapu 2015 ronuna 1o Mapt
2016 roguHa MPOCEYHUOT MeceueH OoTKym Oemie 60 mMunmujapau espa). Jlo MOMEHTOT Kora ce
IUTaHUpAlle Ja 3aBpIIU MporpaMaTa, ke ce co3jaazea Haj 1,7 TPUIMOHU €Bpa HOBM MapH O
LEeHTpajgHaTa OaHKa.
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Omnmrrara nen Ha QE e 1a ce 3rojemMu moTpoIryBaykara 3a Jia ¢e MOCTUTHE [IEHOBHA CTaOMITHOCT
(mepuHUpaHa kKako HHCKa, HO cTaOWwiIHA WH(IANMja, T.€. OIPIMBO 3rOJIEMYBamke OJ JBa
MPOIIEHTH Ha MOTPOIITYBAYKUTE IICHH Ha cpenieH pok). [lapure cozmanenu nox QE ce Hamenetn
na OunmaT mpuBpeMeHU u He BKiydyBaaT ELIb nupekTHO na dmHaHCHpa MpUBAaTHU WM jaBHU
pacxoju.

3akiaydox

JIBrokemara MmokakyBaa HeraTHBHH TEHACHIIUH M TIOKPaj (GaKTOT MITO IEHTPAITHUTE OaHKU Ha
BHUCOKOPA3BUCHHUTE 3eMjU Op30 ,,ACTypHja“™“ OrpOMHA JMKBUIHOCT. EKCTpEMHO mporpecuBHa
MOHETapHa IMOJIMTHKA cIpoBenoa peuncu cute [[b Ha BHCOKO pa3BUEHHTE €KOHOMHHU KaKO
Jaronuja u Benuka bpurtanuja. Jlo xpajor Ha 2008 ronuna, @E]] ja Hamanmu pedepenTHaTa
KaMaTHa CTaIKa OJIn3y HyJa.

Enna BakHa KapakTepUCTHKAa MMaHEHTHA HA CHTE TOJIEMH PELIECHH € TI0jaBaTa Ha (PeHOMEHOT
Ha JukBuAHOCHA cranmuna (liquidity trap) — cocToj6a KOora HOMUHAJTHUTE KaMaTHU CTaIlKU Ce
JOOIIDKYBaaT J10 HyJla WK ypH ¥ HaBJIETYBaaT BO 30Ha Ha HETaTUBHU BPEAHOCTH, IIOPA/IU IITO
MOHETapHaTa MOJINTHKA CTaHYBa Hee(pUKaCHa BO 3ay3/lyBabETO HA peliecHujaTa, a 0aHKapCKUOT
cucrteM mucyHkuuonaneH. [locnenqHOBO 3HAa4YM JieKa, MAaKO IEHTPAIHUTE OAHKU CHIIHO ja
3rojieMyBaaT MOHy/AaTa Ha Mapu (MHjeKTHpaaT TrojieMa JHUKBHUIHOCT BO €KOHOMHjaTa), MaKO
KOMepLHjaTHUTe OaHKH (ITOCEOHO MOTOJIEMUTE) UMaaT PEJIATHBHO JIECEH TPHUCTAN J0 €BTHHU
napy, M30CTaHyBa WHBECTUIIMCKATa aKTUBHOCT— HHUTY OaHKHTE C€ TMOATOTBEHU Ja J1aBaat
KpEeOUTH, HHUTYy, TIaK, MpeTHpujaThjatTa ce TIOATOTBEHHM Ja MOOMIM3HpaaT KpPEAWTH.
[TorponryBaunTe ce BO3Ap)KyBaatr o] MOTPOIIYBAUKa.

Zero lower bound on interest rates (ZLB) — HOBM TepMuH IITO ce KOPHCTH 3a (HPEHOMEHOT Ha
JMKBUJHOCHA CTAIMIA IITO BO ONMKCEH MPEBOJ CTaHyBa 300p 3a HUCKM KaMaTHU CTallKH, T.€.
KaMaTHU CTanku OJMCKM 110 Hysara(kako JoJHa rpaHuna). Bo o0upoT na mnoTukHAT
uHBecTuluy, 11b Ha HajrosemMuTe 3eMju MOCTOjaHO M HamMallyBaa CBOMTE KaMaTHU CTalKH 32
Ha Kpaj J1a JOCTUTHAT HyATO HUBO. Ha Toj HauuH, LIb ja ry0aTt epukacHocTa BO N30aByBambeTO
Ha €KOHOMHUUTE OJ1 peLecHja.

BoBenyBameTo Ha HEKOHBEHLIMOHAIHU MepkH Oeme enuHcTBeHOTO perienue. @EJ[ Bo 2009
rOJIMHA 3all0YHa CO OTKYI Ha XapTUU 01 BpeaHocT 00e36enenu co xunoreka(MBS). Oneparuu
KOM BO JHMTEparypaTra ce Mo3HaTu Kako KBaHTHTAaTUBHO ojiecHyBame. MCTHOT OTKynm ce
crpoBenyBamie ce a0 2014 romuna. MHOTy aBTOpU ja aHaIM3UpaaT ePUKACHOCTA Ha
HEKOHBEHILIMOHAIIHUTE MEpPKU BO MOTHKHYBamke€ Ha €KOHOMCKM pacT. Hajromemuor nen on
aBTopuTe cMmeraar feka mMepkute Ha PEJ[ nMaaT HE3HAYUTENHO BIIMjaHUE BP3 €KOHOMCKHOT
pact 1 uH(pIanMjaTa BO TOAMHUTE Ha peliecujaTa, Kako 1 1oToa.

Kako oxrosop Ha peuecujara, ELIb cripoBeie Hu3a Ha HEKOHBEHIIMOHATHU MEPKU: 3HAUUTEIIHO
MPOJOKYBak-€ Ha POKOBOUTE Ha JIOCTIEBakhe Ha Pa3IMuYHUTE HHCTPYMEHTH, MPOIINPYBakhe Ha
JHcTaTa co J03BOJIEHU Kosatepanu uTH. Ho, cenak neduanujata 1 HEraTUBHUTE CTAIIKU HA PacT
MPOJOJKMja Kako TpeH 1 Bo MHOTY wieHkd Ha EMY. Ce ciipoBejoa ABe nporpamu 3a OTKYI Ha
00e30enieHn xapTuu of BpeaHocT. IlonynaTa Ha mapu KojamTo ce Kpeupalie Ha OBOj HaYMH
notoa Oeme crepwmmsupana. [lounyBajku ox Jamyapu 2015, EIIb ja cmpoBeme mepkata
KBanTuTaTnBHO OJIeCHYBame. Taa omdakaiie TpeTa mporpama 3a OTKyI Ha OCUTYPeHH XapTHH
O BPCAHOCT, KaKO W OTKYyIl Ha JAPXKAaBHU XapTUHU OA BPECAHOCT Ha CCKYHAAPHHUOT I1a3ap.
Eduxacnocra ox mepkure Ha ELlb, MHOT'Y aBTOpH ja aHanM3upaar IiIaBHO MPEKY BIUjaHUETO
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Ha MEpKHUTE Bp3 WH(DIAIM]aTa U palliOHATHUTE OueKyBama. Co maioT Ha KAMaTHUTE CTANKH Ha
HYJITO HUBO U HajaBaTa Ha EI[b eka kaMaTHUTE CTAllKK K& OCTaHAT HUCKH YILITE JIOJT IIEPUO/I,
€KOHOMCKHUTE CYOjeKT OYeKyBaa HHCKHM KaMaTHU CTAallK{d Ha JIOJIT POK, HO KPaTKOPOYHUTE U
CPEITHOPOYHUTE OYCKyBama Oca NMOWHAKBH. BO KpajHa JIMHMja, TAKBUTE OYCKyBama HMMaa
rOJIEMO BJIMjaHHE arperatHa rmodapyBadka Ja He pacTe 1 eKOHOMUUTE J]a OCTAHAT 3arJlaBeHU BO
nednamnuja.
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RURAL TOURISM IN VOJVODINA?
Research of achieved quality of service as perceptions of future development of rural tourist
product

Drago Cvijanovicl; Tamara Gajic2,; Dejan Sekuli¢3

Abstract

The topic of rural tourism is very attractive and current, as evidenced by the number of foreign
and domestic research. The authors of the paper investigated the degree of achieved quality of
services in rural areas of Vojvodina. The aim of the research was to establish the level of quality
of services provided to tourists in several rural households in Vojvodina, as an integral part of
the Republic of Serbia. The research sample included a total of 214 respondents. The results of
the research are processed in the SPSS software, with an emphasis on the technique of analysis
of variance in order to investigate the existence of differences in the arithmetic means of the
given research variables. The obtained results undoubtedly show that there are statistically
significant differences between the average values of the categorical variable of education and
the variable quality of services. The paper represents a significant scientific contribution in the
field of rural tourism development and scientific research sector, which the authors have been
dealing with for many years. Through critical analysis, scientific research, and domestic and
foreign literature, the authors have contributed to the enormous importance in the future
planning and strategic development of rural tourism in Vojvodina.

Key Words: tourism, rural development, quality, Vojvodina.
JEL classification: Q12, R1, Z32

Introduction

There is no strictly defined concept of rural tourism, but in the definitions of many researches
and theories, it is known to refer to areas where the natural environment prevails, rural
environment, villages, hamlets, isolated farms, small settlements, where agricultural production
is the main development branch. Agriculture and forestry are the main means of land use in
rural areas and therefore play a significant role in rural communities, as a basis for a strong
social structure and economic value, and as an instrument for managing natural resources and
the environment. The policy of rural tourism development is directed, through economic,
sociological and ecological activities, towards more intensive development and strengthening
of the sustainability of the agricultural sector and other branches of the economy in order to

! Drago Cvijanovi¢, PhD, Faculty for Tourism and Hotel Managament, University of Kragujevac, Vojvodjanska
No. 5a, 36210 Vrnjacka Banja, Serbia, e-mail: dvemmv@gmail.com and drago.cvijanovic@kg.ac.rs ORCID ID:
https://orcid.org/0000-0002-4037-327X

2 Tamara Gaji¢, Ph.D., Novi Sad Business School, Vladimira Peri¢a Valtera No. 4, 21000 Novi Sad, Serbia, Senior
research, South Ural State University, Institute of Sports, Tourism and Service, Chelyabinsk, Russia; e-mail:
tamara.gajic.1977@gmail.com ORCID ID: https://orcid.org/0000-0003-3016-8368

3 Dejan Sekuli¢, PhD, Faculty for Tourism and Hotel Managament, University of Kragujevac, Vojvodjanska No.
5a, 36210 Vrnjacka Banja, Serbia, e-mail: dejan.sekulic@kg.ac.rs ORCID ID: https://orcid.org/0000-0002-3816-
3679

185



Third International Scientific Conference
CHALLENGES OF TOURISM AND BUSINESS LOGISTICS IN THE 21ST CENTURY »ISCTBL 2020«

revitalize rural areas. Proper rural development implies sustainable growth, the release of local
resources, the revival of the diversity of the rural economy, the development of employment
and the development of the local market. In contemporary literature and research, quality is
defined as the attitude of users about the excellence of a tourist service or perhaps even about
its superiority. Quality is certainly an achieved condition that reduces the gap between what is
expected and what is obtained. The achieved quality satisfies all market requirements
(consumer requirements), basic requirements (quality of life, employees, survival of the
company), company requirements (Albacete et al, 2007). The most important pillar of economic
development and market success on the world tourism market is certainly the quality achieved.
Thanks to numerous positive development trends, rural tourism is one of the more dynamic and
propulsive industries, with multiple multiplicative effects. This gives rural tourism a strong
generating function in a wide range of activities, and it is increasingly included in the priorities
of economic development of many receptive countries and their individual parts (Jeli¢ et al,
2010). Rural tourism seems to be an appropriate means of revitalizing abandoned rural areas
and ensuring their sustainability in the future through job preservation or job creation. The
authors of the paper investigated the quality of services in rural households in Vojvodina. A
total of 214 respondents from five rural municipalities of Vojvodina were included. The results
obtained indicate the level of quality of service provided, as well as that there are statistically
significant differences in the average values of the variable education and quality of service. In
this paper, the authors present and argue their own understandings and attitudes on a given
issue, which is a necessary feature of the importance of research for the entire economy and
development of society. Thanks to these data, it is possible to take corrective measures in order
to improve the rural tourist service and better market positioning of the given tourist and
catering facilities.

Literature review
The concept of rural tourism

Numerous world researches on the development and quality of rural services have their
estimates which indicate that about 75% of the total world tourist demand is directed towards
natural values and spaces, and that it is impossible to determine more precisely how much of
this huge world tourist wave flows to rural areas (Latkova et al., 2012). However, if we take
into account the dominant requirements of tourist demand, its pronounced selectivity and
motive determination, it can be stated that a significant part of it is really directed towards rural
areas. There are about 500,000 rural tourism providers in Europe with 5 - 6.5 million beds, and
rural tourism accounts for about 15% of total European tourist accommodation. It must certainly
be pointed out that rural areas are of extraordinary value, special ecological areas, which carry
traditional culture and diversity of ethno-cultural heritage (Cvijanovi¢ et al., 2020). Petrovié
(Petrovi¢ et al., 2018) points out that rural tourism benefits local communities in terms of
economic growth, socio-cultural development, provision of basic and non-essential services
and increasing living standards. Rural poverty is a factor that can slow down or significantly
reduce the intensity if the development of tourism is resorted to. Agriculture is the most
important segment of rural development, but it can certainly contribute much more to the entire
community in an integrated system with tourism. Peripheral rural areas are also considered to
be repositories of older ways of life and cultures that respond to the search for authenticity by
postmodern tourists. Encouraging rural tourism is increasingly becoming an everyday policy of
planned development. Rising to meet demand, rural tourism in Serbia offers an ideal market for
small businesses, directly and indirectly brings economic benefits to local businesses and
encourages the development of related small businesses (Flisher et al., 2000). Special forms of
rural tourism can be: tourism in rural households, hunting, fishing, ecotourism, health, sports
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and recreation, residential (holiday homes), educational, adventure, transit, camping tourism,
continental nautical tourism, gastronomic and ethnogastronomic (Buresova et al., 2020),
tourism of protected parts of nature, cultural tourism, religious, other special forms of tourism
(Cvijanovi¢ et al., 2018). There are different criteria for defining the very concept of rurality.
These are often demographic factors, income level, spatial criteria, and the basic activity of the
population in the territory that is defined as rural. Sociological aspects are rurally defined as a
space that lags behind in relation to cultural and technological development. The features of the
development of modern tourist demand are the return to nature, and green destinations, to non-
urban spaces. The concept and elements of rural tourism consist of natural and cultural
resources, rural heritage and activities, and the rural way of life and lifestyle (Gaji¢ et al., 2018a,
2018b). Factors include a healthy environment, clean air, absence of noise, preserved
architecture and heritage, free movement, conditions for recreation and leisure, specific catering
facilities, connection with urban areas (Hall et al, 2003; Andri¢ et al., 2010). Everything that
can no longer be found in urban areas, tourists find in the villages. These are spaces rich in
greenery, sources of oxygen and clean air, spaces for activities.

The state of rural development in Serbia

By the end of the 20th century, it can be said that rural tourism development in Serbia was
rather out of sync with other sectors, and uncoordinated, with a very undifferentiated offer. In
recent years, work has been done on planning a better tourist offer in the villages (Cvijanovi¢
et al., 2018). The vision of the development of Serbia as a tourist destination according to the
Tourism Marketing Strategy is the development of rural tourism in all districts. In addition to
quality and specific resources, Serbia must establish a more efficient organization and designed
marketing. An important segment of European tourism is certainly the rural tourism of Serbia
and all its parts. Due to many political and economic reasons, rural areas of Serbia are becoming
less populated (during the 1970s and 1980s, rural tourism developed sporadically and
unplanned), as evidenced by the 2011 census shows that demographic trends in Serbia,
especially in its rural areas, are becoming increasingly unfavorable (Novkovi¢ et al., 2013).
Looking at the example of the most rurally developed European countries, such as Austria,
Italy, Germany, one could look at this business model and significantly launch the tourism
product rural tourism in Serbia. In these countries, tourism was used as a complementary factor
to the economic development of rural areas (Petrovi¢ et al., 2018). Vojvodina has exceptional
resource values as a basis for the development of rural tourism. The development of tourism in
rural areas contributes to the revitalization of abandoned areas, provides new jobs and the return
of young people (Jeli¢ et al., 2010). In addition, emphasis is placed on the conservation of
natural resources as a basic goal of rural tourism development. The main actor in the
revitalization or renewal of smaller and dormant spatial environments, which creates economic
and cultural conditions for better recovery, is the rural tourist product (Gaji¢ et al., 2018). Also,
this form of tourism helps to restructure agricultural production. The area of Vojvodina, as an
Autonomous Province in the Republic of Serbia, is 21,614 km2, with a total of 467 settlements
and 1,881,357 million inhabitants. In the structure of GDP of AP Vojvodina, industry represents
53.4%, services with 30%, agriculture with about 10%, and construction with 6.9%, while GDP
per capita in rural areas is 74% of the national average. The agricultural population of
Vojvodina makes up 26% of the active agricultural population of Serbia (Petrovi¢ et al., 2018).
There is 0.88 hectares of arable land per capita. If we take into account that the average farm
size is about 3.59 ha of arable land and that each farm has about three separate plots, it can be
concluded that Vojvodina has a very unfavorable property structure. Significant characteristics
of Vojvodina's rural areas are the low level of diversification of economic activities and high
unemployment rate (over 20%) (Regional Spatial Plan of AP Vojvodina, 2011), and the rural
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population faces the problem of poverty (www.stat.gov.rs). However, the data point to the fact
that although the unemployment rate is high, it is still lower than in urban areas of VVojvodina.
A high degree of differentiation in terms of resource base, especially in the regional aspect,
characterizes the rural areas of Serbia. The heterogeneity of the same area in terms of economic
and social development is also one of the factors of rural tourism development (Jing, 2006).
Today, it is estimated that more than 32,000 beds (registered and unregistered) in rural areas
play a significant role in the rural tourism sector, and about 300 rural households with 8,000
beds provide catering services and realize more than 150,000 overnight stays per year
(www.mtt.gov.rs). According to the data of the Tourist Organization of Serbia (TOS) during
2016, tourist traffic was organized in 18 municipalities (44 villages, 140 households with about
750 beds), and in 2019 in Serbia tourism was organized in 41 municipalities (119 villages, in
which registered 164 households, with 570 rooms and 1,628 beds) (Cvijanovi¢ et al., 2020).
Domestic visitors are 100% of all visitors to rural tourism in Serbia (Tourism Development
Strategy in Serbia (2019, 2016)). On average, the price of accommodation in these facilities for
rural tourists is 15 euros, which means that the average earnings of rural tourism based on
accommodation and catering capacities around 6,200,000 euros (Tourism Development
Strategy in Serbia 2019, 2016)(www.mtt.gov.rs).

The concept of quality of tourist service

Quality is a set of specific characteristics of a certain tourist product that aims to meet the
identified and expressed needs of consumers. Quality is measured by the level of perceived
satisfaction (Berry et al., 1994; Blesi¢ et al., 2011). The quality of service is measured and
depends on the expectations expressed by the main actors either in tourism or tourism
consumers. The key to success lies in exceeding expectations. It is necessary to meet the
expectations to the extent set by the payment of the service by the tourist, but it is considered if
the expectations are exceeded that it is about the achieved quality or success in doing business
in the tourist market (Hensel et al., 1990; Rust et al., 1995). However, quality is a measure or
level of meeting certain requirements and expectations of tourism consumers. Not every
requirement or expectation is fully expressed, depending on the consumer and many other
determining factors. Very often there are hidden expectations, which refer to the human factor
(behavior towards consumers, respect for deadlines, etc.). In today's conditions of modern
achievements, tourists are becoming more demanding in terms of their expectations (Gaji¢ et
al., 2018). The tourist market is constantly demanding new forms of quality products and
services. Tourism organizations see success and the purpose of existence based only on the idea
of meeting all consumer needs and achieving more than their expectations. The fact is that
quality is viewed and interpreted differently, depending on who is the user of the service whose
quality is perceived. Service quality is the most commonly studied category in service
marketing. Also, quality is at the same time the most important factor of business performance.
Quality is an attitude about the superiority of services in tourism, which is formed based on the
assessment of expectations and perceptions (McGehee et al., 2004). Defining the concept of
quality is actually defining the concept of consumer satisfaction. Most authors agree with the
fact that quality differs from consumer satisfaction. Quality of service is a category in the form
of service, while consumer satisfaction refers to individual service encounters.
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Methodology
Phase |

In the first phase of the research, the authors relied on the collection of numerous statistical and
theoretical data on a given topic, using a large number of scientific research papers and
secondary documentation. The data used are available in a document entitled Rural Tourism
Development Strategy of the Republic of Serbia, as well as the Statistical Yearbook of the
Republic of Serbia. Based on previous knowledge and research, the authors gave themselves
the freedom to draw their own conclusions, which enhances the importance of research. In this
part of the research, the authors came to numerous data and presented them in a very clear and
understandable text in the paper, with a detailed analysis of contemporary literature and
research findings on the given and current topics. All facts are supported by statistical data and
available documentation, which increases the importance and seriousness of the research work
and the overall content of the paper. By accepting the ruling views, and emphasizing their own
and very convincing statements, the authors have shown responsibility and selfless scientific
commitment in their manuscript.

Phase 11

The second phase includes field research, where the authors in the period from October to
December 2019, conducted a survey in rural households in 5 villages of Vojvodina. The study
included a sample of 214 respondents. In the SPSS software, version 23.00, the authors
processed the obtained data and presented the results through a detailed analysis of all items.
Since all variables are normally distributed, the method of parametric statistics was used,
ANOVA test - analysis of variance to examine the differences between the arithmetic values of
the categorical variable of education and the interval variable related to the generally achieved
quality of services. Before starting the analysis of variance, it was necessary to examine whether
all preconditions were met. Levene's homogeneity test of variance proved that the precondition
is fulfilled, because the significance level of the homogeneity test is less than 0.05.

Table 1: Test of Homogeneity of Variances
Levene Statistic dfl df2 Sig. (p)
73,742 2 211 0,000
Source: author's research

Categorical variables are shown by relative (%) frequency. The central tendency of numerical
features is shown by the arithmetic mean (m), and the scattering by the standard deviation (sd).
The selected significance level is p <0.05, and the results are presented in a table.The
Cronbach's alpha coefficient determines the reliability of all items, more precisely the value of
Cronbach's Alpha is 0.916, which makes the questionnaire on the basis of which the research
was conducted, very reliable. The main hypothesis was set: HO = There is no statistically
significant difference in arithmetic means between the level of education and satisfaction with
the quality of services. As well as an alternative hypothesis: H1 = There is a statistically
significant difference in arithmetic means between the level of education and satisfaction with
the quality of services.
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Results and discussion

In the research 214 respondents participated, and the table 2. shows more detailed data on the
demographic structure of the respondents. Of the total number of study participants, 58.4% are
male, while 41.6% are female. When looking at the age of research participants, the percentage
of respondents in the interval from 31 to 60 years, is a total of 36.0%, while most research
participants over 60 years are 37.9%. Of the total number of respondents, 40.7% belong to the
group of secondary education. The level of earnings of survey participants is in the highest
percentage in the range of 200-500 e (42.5%).

Table 2: Percentage values of basic demographic characteristic of respondents
Gender (%) Age (%) Education (%)
More High
Male | Female | 18-30 | 31-60 than 60 Secondary o ducgtion MSc,Phd
58,4 41,6% 26,2 36,0 37,9 40,7 38,8 20,6
Earnings level (euros)
Less than 200 200-500 500-1.000 Above 1.000
12,1 42,5 37,9 7,5
Source: author's research
Table 3: Descriptive statistical analysis of items
Items of research | m sd

Dimension 1 |
11 - All tourist requirements are met 1,52 0,730
I2-Meeting the wishes and needs of tourists 1,83 0,846
I3-Providing assistance 1,92 0,889
14-Timely response to problems 1,81 0,870
I5-Care for a pleasant atmosphere 1,77 0,810
16-Each guest is treated as an individual 2,24 0,809
Dimension 2 |
I7-The hosts know a foreign language 2,10 0,810
I18-The hosts are doing the job properly 1,71 0,857
19-Hosts provide all information 2,04 0,774
110-Hosts are always present in the 1,65 0,852
household
111-The hosts are always available to guests 1,73 0,878
112-Hosts provide guide roles 1,96 0,746
113-The hosts know all the food 1,60 0,803
Dimension 3 |
114-Provided quality food 1,49 0,704
115-Hygiene at a satisfactory level 1,58 0,834
116-Homemade food and products 1,88 0,880
117-Souvenir availability 2,24 0,690
118-Preserved furniture 1,47 0,814
119-Interior authentic 1,38 0,645
120-Exterior rural 1,18 0,491
121-Provided security for guests 1,47 0,736
122-Marked all rooms 2,27 0,850
123-Credible marketing 2,50 0,603
124- The price is a reflection of quality 1,83 0,727
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125-Costume as a form of marketing 1,82 0,731
126-Animation of tourists 2,00 0,917
127-Sports-recreational activities | 2,02 0,688
128-Organized excursions | 2,40 0,803

*m = arithmetic mean, * sd = standard deviation
Source: author's research.

Table 3. shows a descriptive analysis of items grouped into three dimensions, which generally
make up the main variable related to the examination of the quality of services received. The
first dimension includes items related to the relationship with visitors. Item All tourist requests
are met with an average grade of 1.52 (sd = 0.730), while the item Meeting the wishes and
needs of tourists with an average grade of 1.83. Item that each guest is treated as an individual
carries an average arithmetic value of 2.24, which in this dimension is the highest ranked item
in terms of quality (sd = 0.809). Items of another dimension refer to the host as a service
provider directly to tourists. It can be noticed that the hosts are pretty well rated. The average
score of 2.10 (sd = 0.810) shows that the hosts know some of the foreign languages. The hosts
also provide all the information (m = 2.04), then are always available to visitors (m = 1.73), and
very often take on the role of a tourist guide (m = 1.96). Slightly worse was the item that the
hosts know very well all the foods with an average score of 1.60 (sd = 0.803). The third group
of questions referred generally to the quality of services provided to tourists in the villages. The
average value of the arithmetic mean for the item quality food is m = 1.49, while for the item
related to domestic food and products it is m = 1.88 (sd = 0.880). Tourists were also offered
souvenirs on offer (m=2, 24). Regarding the interior, as one of the indicators of the authenticity
of the rural environment, the average score was m = 1.38, while the exterior m = 1.18. The
highest average rating in the third dimension is carried by the item related to marketing, where
tourists rated well with an average rating of 2.50 (sd = 0.603). Items that talk about additional
activities in the villages during the stay of tourists carry ratings of more than 2. However,
tourists were not the most satisfied with the fact that the price is reflection of quality (m = 1.83,
sd =0.727).

Table 4: Descriptive statistical analysis of dimensions and quality variables

Dimensions and Variable Quality m* sd*
Dimension | (11-16) 1,85 0,358
Dimension Il (17-113) 1,83 0,419
Dimension 111 (114-128) 1,84 0,308
Variable Quality (DI, DII, DIII) 1,84 0,266

*m=arithmetic mean, sd=standard deviation
Source: author's research.

The table shows the descriptive statistical values of the three dimensions in which all items are
grouped, as well as the research variables in this paper, which refers to the general satisfaction
with the quality of services. It is noticed which items belong to which dimension, and the
average values of the arithmetic mean for each dimension, as well as the standard deviation.
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Table 5: ANOVA test for determining the difference of arithmetic means between education
variables and general satisfaction with services

Sum of Squares df Mean Square F Sig.
Between 2,341 2 1,170 19,786,000
Groups
Within Groups 12,481 211 ,059
Total 14,822 213

Source: author's research

The Anova test was used to observe statistically significant differences between the
demographic categorical variable of education level and the interval variable of service quality.
Based on the table, it can be noticed that there is a statistically significant difference, because p
<0.05. Based on this, in order to determine exactly where there are statistically significant
differences between the categories, the Post Hoc test within the Anova technique was
approached. It can be noticed that respondents with high school graduation have a statistically
significant difference in this respect, where it is noticed that respondents with high school or
college, while the least statistically significant difference is seen among respondents with MSc
and PhD diplomas, and there were also least in research. The demographic group of respondents
with college and university or faculty stands out.

Table 6: Multiple Comparisons Post Hoc

() The Mean 95% Confidence Interval
level of E)Jf) ;jti;fi\(l)er: Difference Esrtrdo'r Sig.  Lower Upper
education (1-J) Bound Bound
Secondary OHr'gFg CSLCI?;O' -22640° 03732 000  -3000 -1528
school MSc or PhD -17892° 04499 000  -.2676 -,0902
High Secondary 22640 03732 000 1528 3000
School or school
Faculty MSc or PhD 04748 04535 296  -0419 1369
Secondary 17892" 04499 000  ,0902 2676
MSc or school
PhiD High School _04748 04535 296  -1369 0419
or Faculty

*The mean difference is significant at the 0.05 level.
Source: author's research
Conclusion

It is a well-known fact that rural tourism, in an integrated systemic development with other
economic activities, can contribute to the overall social and economic development of a
country. A form of business that implies a small volume of production that can also be organic,
open spatial units, specific cultural, traditional heritage and society, and contact with nature is
a rural tourist business. Rural tourist product can be one of the main actors in the process of
revitalization of rural areas of VVojvodina. In addition, it can affect the redistribution of funds
through other economic and non-economic sectors, and the development of surrounding areas.
A rural tourism product could solve the problem of unemployment in Vojvodina and the state,
and thus affect the reduction of depopulation, which is primarily due to economic factors, ie.
unemployment of the population. The tourist product, rural tourism, is recognized as a factor in
preserving the local identity of a certain destination, preserving tradition, culture, indigenous
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production, etc. The basis of the development of rural tourism is its orientation towards global
trends and innovations, in order to remove or reduce dangers or obstacles in the development
and placement on the tourist market. This form of tourism valorizes natural values, return to
open spaces, protected environment and sustainable development.

Quality is a measure or level of meeting certain requirements and expectations of tourist
consumers. Not every requirement or expectation is fully expressed, depending on the
consumer and many other determining factors. Very often there are hidden expectations, which
refer to the human factor (behavior towards consumers, respect for deadlines, etc.). Every
interaction with people or products brings with it some hidden expectations. The fact is that
quality is viewed and interpreted differently, depending on who is the user of the service whose
quality is perceived. From the point of view of consumers of tourist services, quality is the
degree of value of a service or product that aims to meet their needs and expectations. On the
part of the service provider or seller, quality is a measure that shows how much a given product
has been placed on the tourist market, and to what extent it has managed to sell and meet
expectations. Quality is the degree or level to which services or products have traveled since
purchase and sale and how much profit they have made. Today, the achieved quality represents
the market, technical, economic, ethical and organizational segment of every business. In recent
years, the tourist market has differentiated a segment of tourists who find their motives for
travel in rural areas. Especially popular are rural areas which, in addition to their preserved
natural, also have cultural and historical autochthonous values, where tourists can satisfy
specific interests and which in their development respect the paradigm of responsible or
sustainable tourism. Today, rural tourism has become a reality, a need and a desire of most
tourists, but also a carrier of economic development in many areas. The authors of the paper
conducted a survey in several rural households in Vojvodina. The obtained results were
processed in the SPSS software, version 23.00, and a descriptive statistical analysis of the
anova, or analysis of variance, was performed. The aim was to determine the degree of quality
of services received, as well as the existence of differences in arithmetic values between
education variables and service quality. Descriptive analysis shows that the items for all three
studied dimensions were rated with an average score sufficient, with very small differences in
ratings. In general, visitors are satisfied with the services provided, although this is still not the
level of quality expected for better business in the tourism market. After the ANOVA analysis,
it is noticed that there are statistically significant differences in the values of average grades of
the categorical variable of education and quality of services. Namely, the least influence in all
answers had the respondents with high school and PhD, MSc diplomas, while the most with
college and university. This confirms the alternative hypothesis and denies the initial null
hypothesis. There are statistically significant differences in the values of the arithmetic means
of these two mentioned variables. The paper abounds in very interesting data and facts, with
current research topics in the world that have been processed so far, and therefore gained more
in its social significance. Based on the research data and the obtained results, it will be possible
to see the real state and possibilities of the quality of rural tourism development in this part of
the country. Accordingly, it is possible to conduct similar and broader research on a given topic,
and to construct strategic plans for the future development of rural tourism.
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PA-BAT METHODOLOGY IN ESTIMATING ECOSYSTEM SERVICES (Case study:
ES-Nature based tourism at the Biosphere Reserve “Golija Studenica”)

Milica Lukoviét

Abstract

Term ecosystem services is relatively new in field of nature protection. It represents novel
approach to nature conservation and encompass, simply defined, all benefits we derive from
the natural environment. These include direct or indirect services/economy valued or non-
economy valued. Ecosystem services are strongly linked to UNESCO program “Man and
Biosphere” ideas and principles that conducting through World network of Biosphere
Reserves. Nature-based tourism is acceptable activity within Biosphere Reserves and one of
important economy branches in protected areas.

The aim of this study is to overview ecosystem services using main principles of PA-BAT
methodology. For this purpose, it was selected Biosphere reserve “Golija-Studenica”, as a
mosaic of different ecosystems with outstanding natural beauties and cultural heritage that has
a range of benefits and represents one of two “MaB” Reserves in the Republic of Serbia. The
special attention was paid to group of services directly connected and important to tourism.

Key Words: Ecosystem services, Biosphere Reserves, Nature-based tourism
JEL classification: Q5

Introduction

Ecosystem services enter in wider consideration about twenty years ago and include four main
groups of services: supporting, regulating, provisioning and cultural services (Millennium
Ecosystem Assessment (MEA), 2005). In general, definition of ecosystem services developed
from simple as the benefits that people obtain from ecosystems (MEA, 2005) or as the direct
and indirect contributions of ecosystems to human well-being (TEEB, 2010) or more
comprehensive definition as contributions of ecosystem structure and function (in combination
with other inputs) to human well-being (Burkhard B. & Maes J. Eds., 2017). Supporting
function of ecosystems (based on biological diversity and fundamental processes such as
nutrient cycling) affecting other three groups and establishing base for its benefits delivery.
Regulating services of ecosystems are subject of ecological research and include climate
regulation, pollination, water purification etc. Both, supporting and regulating services together
provide indirect/intangible base for functioning health ecosystem which is able to derive the
provision of food, water, timber and fiber as main provisioning services or opportunities for
recreation, tourism and cultural development.

Ecosystems cannot derive any benefits to humans without the presence of people (human
capital), their communities (social capital), and their built environment (built capital) which is

! Milica Lukovi¢, PhD., Assistant professor, Faculty for Hotel management and Tourism in Vrnj¢ka Banja,
milica.petrovic@kg.ac.rs
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recognized as essential for sustainable economic growth, prosperous communities and
promoting peoples’ wellbeing (Ruskule et a., 2018). In this sense it could be find link with
UNESCO MaB Biosphere reserves. MaB is one of the leading programs of the United Nations
Educational, Scientific and Cultural Organization (UNESCO), which was founded in 1971 and
represents a completely different approach to the management of protected areas (Fig. 1). The
program was launched with the aim of achieving the principles of sustainable development
through the exchange of knowledge, information, joint research and cooperation, with an
emphasis on the rational use and conservation of Biosphere reserve, but also improving the
connection between man and nature. The basic idea of the Program is to involve the local
population in the processes of resource management and nature conservation, but also to ensure
economic and social well-being. Today, the program "Man and the Biosphere™ operates through
the World Network of Biosphere Reserves and through which it achieves its basic goals. The
concept of the Biosphere Reserve does not only imply the protection of natural and cultural
values, but also provides a model for the coexistence of man and nature; it functionally
combines the ecological aspect with economic and social needs. In limited pull of activities
nature-based tourism represent real option for economic development in protected areas without
or with minimal impact on ecosystems.

Figure 1. Linkage between Ecosystem service-Biosphere Reserve-Nature-based tourism
LUNESCOM Biosphere ReserveJ

Ecological Aspectof Socio
aspect economy cultural

aspect 4;;{,0
"
e,

Supporting and regulating services Final services

Biophysical
structure or \
processes
Ecosystem
function \
Ecosystem
services \
Derive benefits
Nature to people \

protection

Goods angtienefits

Human
well-being

Value

Source: Author modified according to The cascade model Potschin and Haines-Young, 2016

Biosphere reserve “Golija-Studenica” is the first MaB Reserve in the Republic of Serbia with
characteristic mountain ecosystems. It’s a place considered as “living laboratories” for testing
and demonstrating integrated natural resource management and one of the main international
tools for developing and implementing a sustainable development approach in a broader context
(Ishwaran et al., 2008). Reserve integrates three basic functions that complement each other: 1.
Conservation function - to contribute to the conservation of landscapes, ecosystems, species
and genes, but also cultural diversity; 2. Development function - to promote socio-economic
development in harmony with nature; 3. Logistics function - to support research, monitoring,
education, capacity building and exchange of information related to nature conservation and
local development issues from the local to the global level (Lange, 2011). Mentioned three
functions are performed through the three main zones of the Biosphere Reserve “Golija-
Studenica™: Central area, Buffer zone and Transition area. Core area occupy an area of 496.60
ha, which is slightly less than 1% of the territory of the Reserve and 16 sites under the strong
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protection. It includes rare, authentic, representative and autochthon ecosystems of different
forest types, meadows and pastures, aquatic (rivers, streams and lakes) and peat ecosystems. In
this core area, the use of natural resources and other human activities is prohibited, except for
research work and controlled education. The Buffer zone is distributed on 3,661.50 ha or 6.8%
of the total area of the Biosphere Reserve and include 18 designated sites. Within this zone,
activities must be compatible with conservation objectives and nature-based tourism is a
permitted activity in order to promote and improve nature (Popesku, 2002; Anonymous, 2010).
The rest of Reserve belong to transitional zone, which means "selective and limited use of
natural resources and controlled interventions and activities in space if they are harmonized
with the functions of protected natural resources or are related to inherited traditional forms of
economic activities and housing, including tourism construction. All of three zones unit range
of relief features, geomorphological, geological, pedological phenomena and outstanding
biological diversity. Natural values of this area with known cultural heritage represent great
potential for nature-based visits and ecotourism development.

Beside traditional agricultural activities, tourism plays important role of development and
driving force in diversification of economy in mountain regions. Tourism has long tradition in
Golija Mountain, beginning from middle of last century as ski center, but nowadays oriented to
nature-based tourism (ecotourism, ethno-tourism, agritourism, gastronomy based on local
products etc.)

Methodology

Study area

Mountain Golija represent, among several others, important mountain center of western Serbia.
During the 2001.y. it was proclaimed for Nature Park “Golija” by national low and Biosphere
reserve Golija-Studenica” within UNESCO MaB program. This area is renowned as one of
historical and cultural centers of medieval Serbia, but also this is area of outstanding natural
beauties. The territory of Reserve is located between city of Kraljevo and municipality of
Ivanjica, occupying space of 53 804ha. Within the designated area exist three zones of
protection (Figure 2). Core zone include authentic, intact 16 sites of forest, meadows, streams,
springs, bogs ecosystems. Buffer zone takes 6.8% of whole area and 18 sites. The rest of
Reserve territory belongs to transitional zone.

Figure 2. Map of BR “Golija-Studenica” within borders of NP “Golija”
S
\

Central point: 43'2332'N 20°22'35°E
ea: 75 184 ha

Length: 143.509 km

Nature Park “Golija”

=

Source: https://www.uitdediepte.nl/golija-mapa.html modified by Author
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Nature-based tourism areas are usually developed around natural attractions with specific
characteristics and attributes, such as being scenic (Ghorbanzadeh et al. 2019). While
landscapes (e.g. mountain peak Jankov Kamen) most cases could be points of interests or routes
serve as hotspots of attractiveness for tourists (Chhetri & Arrowsmith, 2008). An area of natural
potentials usually needs to be attractive for nature-based tourists and contain environmental
features such as forests, lakes and mountains and often specific infrastructure (Paulino
Valldepérez, 2016; Timothy, 2002). These features, and the scale of their influence on nature-
based tourism development, are assignable by tourism experts for any region (Bell et al., 2007).
Nature-based tourism potential mapping should be a prerequisite for understanding a region’s
potential of attracting this type of tourists, it carrying capacity, and the limits of tourism
(Ghorbanzadeh et al. 2019). In this study, we aim to identify ecosystem services with a high
potential of nature-based tourism based on their natural characteristics and to communicate
them to stakeholders.

Method

In this study was selectively used main principles of The Protected Areas Benefits Assessment
Tool - PA-BAT (Dudley and Stolton, 2009) in combination with PLA/PRA approach
(Chambers,1994), providing a methodology to collect and build information about the overall
benefits from protected areas. PA-BAT tool enable determining the full range of current and
potential values of individual protected areas, including challenges in protected area
management. Among six steps that contain PA-BAT method, it was selected four applicable to
specific study. Steps include: 1. basic data collection; 2. participatory workshops in the
protected area (data lists, detailed notes, surveys conducted among stakeholder’s parties and
users); 3. data verification (after workshops); 4. data analysis. Participatory workshop was
supported by using PLA/PRA methodology. The final data set include assessment of direct
provisioning or cultural/indirect regulating ecosystem services in terms of welfare which
Biosphere reserve ”Golija-Studenica” provide to a range of stakeholders and users. The original
methodology is based on 22 values organized and grouped around nine main groups: nature
protection, protected area management, food, water, culture, health and recreation, knowledge,
ecosystem services and natural materials. For the purpose of this research it was selected 18
items corresponding to direct/indirect ecosystem services and important to nature-based
tourism development (Table 1). Each selected item was evaluating using four-level scale from
respondent’s opinion: not important for tourism (NI=0), small importance (SI=1), middle
importance (MI1=2), large importance (LI=3).

Table 1. List of ecosystem services related to nature-based tourism development

Ecosystem service (ES)
Items Direct- Direct- Indirect-
Provisioning Cultural Regulating

1 Medicinal plants v/
2 Non-timber forest v/

products ES based on species
3 Hunting and fishing v/
4 Rare and endemic v

species
5 Aquatic ecosystems v v
6 Forest ecosystems v/ v/ .
7 | Meadows and pastures | v v ES based on ambient
8 Geomorphological v/ v/ beauties

features
9 Landscape v/
10 | Traditional gastronomy | «
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11 | Traditional v
accommodation ES provide materials
12 | Tourism and recreation v for natural use or
facilities construction
13 | Traditional agriculture v v/
14 | Climate v
15 | Climate changes v
mitigation ES based on natural
16 | Air quality v processes
17 | Pollination and honey v v
production
18 | Water quality v

Interviews and three rounds of participatory workshops were conducted in the municipality of
Rudno (one of tourism centers within BR “Golija-Studenica”) with interaction with 21 locals,
including 8 female and 13 male respondents. Selected respondents have experience in tourism.

Results and discussion

Conceptually, Biosphere Reserves combine the principles of sustainable development through
balanced socio-economic development and protection and preservation of natural values of the
area. It is vital to overview the natural values of the protected area and through the application
of examples of good practice go in the direction of greater interest, greater investment and better
preservation of natural resources (Costanza et al.,1997). The evaluation of ecosystem services
provided by protected areas is of long-term importance for the local and national economy
(Mamat et al., 2018). The concept of ecosystem services represents a relatively new approach
to nature protection that includes the assessment and condition of ecosystems and their
valorization in terms of the benefits they provide and sustainable use. Consideration of
ecosystem services is one of the contributions to the realization of the goals implemented by
the program "Man and the Biosphere" through Biosphere Reserves.

Based on the analysis of natural values of the Golija area, it can be concluded that natural and
preserved ecosystems provide a number of supportive and regulatory services such as
undisturbed cycles of matter, climate mitigation and microclimatic conditions, pollination,
maintenance of gene pool, etc., while economically valued services the most important are the
products of forest ecosystems, direct services of meadow ecosystems, as well as aquatic ones.
About 39,528 ha are under forest ecosystems, which make up about 53% of the Golija Nature
Park, with different ownership structures (Nikoli¢, 2013). Forest ecosystems are a significant
source of funding for the protected area through a diverse range of wood. Golija forests are a
source of forest fruits such as mushrooms, blueberries and herbs. Meadow ecosystems of the
Biosphere Reserve represent the basis of livestock through grazing and mowing, beekeeping,
but also a source of medicinal and other raw materials. Extremely clean Golija rivers are
recognized fishing areas with salmonid character. Also suitable for trout farming. In addition
to exceptional natural values, this area is characterized by cultural and historical sites such as
numerous monasteries and churches of national and international importance, which combined
with nature, provides a wide range of cultural ecosystem services through tourism, recreation
and aesthetic and spiritual experience of nature. The Biosphere Reserve has a long tradition of
developing nature-based tourism. In addition to agriculture, tourism is the most important
activity in this area.

The results show wide range of ecosystem services within BR “Golija-Studenica”. The
respondents extract most attractive natural features by their opinion such as waterfalls, high-
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mountain lakes, clean rivers, biodiversity with rare, relict and endemic species etc. Just
mentioned natural features are recognized as base for natural-based tourism development.

Figure 3. Importance of ecosystem services for nature-based tourism

Value

The figure 3 represents 18 selected ecosystem services and its importance for nature-based
tourism development valuable by proposed scale. The most valuated ecosystem services by
locals include natural values such as geomorphological features (waterfalls, caves, mountain
peaks, and unusual forms of relief), landscapes, and beauties of different ecosystems (aquatic,
forest of meadows), especially intact monodominant coniferous or beech forest. Special
attention of tourist attracts rare, endemic or relict species. Golija mountain is recognized center
of biodiversity where is described more than 30 plants with status of endemic (e.g. Pancica
serbica and Thumus adamovicii) or relict such as Acer heldreichi or llex aqufolium, two symbos
and aromatic species count more than 200 species (Gaji¢, 1989). Some of them became legend
such as Teucrium montanum (the most used phrase “From the dead one makes the live one”).
For funs of photo safari Golija has great chance to ketch animal photo (number of large/small
game, birds, butterflies, etc.). But results also show that natural attractions more interesting than
man-created facilities. Group of ecosystem services related to natural processes (e.g. water or
air quality, climate) depends on fundamental ecosystem balance and it is not valuated as
regulating services, but it is partially considered through the final product. For nature-based
tourism, beside natural attractions, is important tourism facilities (eco-lodges, traditional
buildings adapt to surrounding, educational paths and walking routes, traditional agriculture
etc.) placed in the middle of the scale.

If we compare different groups of ecosystem services it is obvious that interviewed stakeholders
ranged ES based on ambient beauties as the most important, then ES based on species, while
ES that provide materials for natural use or construction less important and ES based on natural
processes are not recognized in this sense as much important (Figure 4). In general, ambient
beauties are more attractive for tourist then singular objects (e.g. endemic species, medicinal
plants, wild fruits). Similar studies show that natural values such as geographical space are
special attractive for tourists (Ghorbanzadeh et al. 2019, Valldepérez, 2016).
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Figure 4. Comﬁarison between different groups of ecosystem services N

- /

Average values of ES groups represent low level of importance of indirect ecosystem services
(Figure 5). This kind of services is usually not economically valuated and implies that nature
doing that for us spontaneously. In the local stakeholder’s opinion regulating services are
recognized as appropriate conditions as added value to other services. Diverse ecosystem types
at the Golija mountain able range of regulating services from water purification, air purification,
microclimate condition, erosion prevention, soil structure and quality, pollinating crops and etc.
They are often invisible and therefore mostly taken for granted. When they are damaged, the
resulting losses can be substantial and difficult to restore and have great impact to provisioning
services.

Figure 5. Comparative analysis between levels of importance-Direct and indirect ecosystem
services

~

- /

Estimating the impact on a wide range of ecosystem services is important for decision making
and the sustainable development of these regions (Mamat et al., 2018), especially range of
services related to nature-based tourism.
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Conclusion

According to the study of ecosystem services diversity of Biosphere reserve “Golija-Studenica”
it is evident that exist wide range of ecosystems from forest, meadows, aquatic to rare peat
habitats. Tourism sector is traditionally developed in this area, especially ecotourism,
agritourism, ethno-tourism and people at site have experience in this branch. Local stakeholders
and tourism services offers recognizing direct ecosystem services as high level of importance,
while indirect or fundamental natural processes considering as support to direct services. The
most important ecosystem services, in general, related to ambient and landscape, while singular
natural objects or species are little less important. Traditional facilities and processes have
important role in tourism development, but not primarily.
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AHAJIN3A HA THAUKATOPUTE 3A PA3BOJ HA YPBAHUOT TYPU3AM HA
PEITYBJIMKA C. MAKEJOHHNJA HU3 ITIPU3MATA HA IINTAHCKUTE PETHOHHU

Hapro Majxowes*, I{ane Komecku?

Abstract

Republic of North Macedonia is divided into eight planning regions that are in function of
statistical, economic and administrative needs. Each planning region has its own potentials,
opportunities and specifics for tourism development, ie urban tourism. In the paper we will
make a comparative analysis of several important indicators that show the level of development
of urban tourism in the planning regions. These indicators are: number of rooms, number of
beds, number of tourists, number of nights, number of travel agencies and number of wineries.
From the analysis of the above indicators by regions, we will come to specific knowledge about
the level of development of urban tourism by regions in the country.

Keywords: tourism, urban tourism, number of tourists, travel agencies, wineries, development,
planning region
JEL classification: 232, Z39

Bosen

Penybnuka C.Makenonuja e mnoneneHa Ha ocym Ilmancku Pernonum koum ciyxar 3a
CTaTUCTHYKH, EKOHOMCKH U aJMUHUCTpAaTUBHU NoTpeOu. [Togendara Ha apxaBara Ha [Tnancku
Pernonu mpownsnerysa o motpebara Ha BOCIIOCTaByBame Ha HoMeHkIaTypa Ha TepUTOpHjaTHA
equannu 3a cratuctuka (HETC 1), kako ocHOBa 3a coOupame, 00paboTka U MyOINKyBamke Ha
peruoHanHa cratuctuka, kpeupana of crpana EYPOCTAT, Bo copaboTka co HallMOHAIHUTE
CTaTUCTHYKU OPTaHU3aLMU Ha JIp>KaBuTe wieHkU. OCHOBHATa (PyHKIMja HA KJIacUpHKaIHjaTa
HETC e na 06e30equ ynuduimpana mojienda Ha TEPUTOPHJATHUTE SIUHUIIA HA PETHOHAIHO
HUBO, a 00€30e/1yBambeTO Ha YCOITIaCEHU U BaJIMIHU CTATUCTUYKHU MOJATOLH 3a AeMorpadckure
JIBUKEHa, EKOHOMHjaTa, 00pa30BaHUETO, M1a3apoT Ha TPYJOT U Jp., HA PETMOHAIHA OCHOBA,
IPETCTaByBa peajHa OCHOBA 3a IUIAHUPAHkE U pa3Boj Ha peruoHanHaTta noiautuka Ha EY. On
THE MpUuurHU, BO PM e noHecen 3aKoHOT 3a paMHOMEpPEH pernoHaneH pa3Boj (Cii. BECHUK Ha
PM 6p. 63/07). 3akoHoT (4. 5) mpomnuryBa BocriocraByBame [Inancku Pernonu Bo Penmy6imka
Makenonuja, kKako (PyHKIMOHAJIIHO TEPUTOPHUjAIHA €AUHUIIM 3a MOTPEOUTE Ha IUIAHUPAHETO
Ha Pa3BOjOT U pealu3alija Ha MEPKUTE M MHCTPYMEHTHTE 3a TIOTTUKHYBAHm€ HA Pa3BOjoT.’
[ImaHCKMTE pErHOHW C€ CoBMaraarT coO CTAaTHCTUYKUTE PETHOHHM ONpEACTCHH CO
Homenknarypara Ha Teputopujanau eaunuiy 3a ctatuctuka HETC-3 (Ci. Becuuk Ha PM 6p.
158/2007), co uen ma ce o0e30eAu CTaTUCTHYKA OCHOBA 3a IUIAHUPAWkE HA Pa3BOJOT Ha

! Napxo Majxormes, m-p, qoktopans, PaxynTer 3a TypusaMm u GU3HUC JOTHUCTUKA, YHUBep3uteT ,,[one Jemues
— IItumn, PC Makenonwuja, darko-majhosev@hotmail.com

2 {ane Kotecku, n-p, pen. npodecop, DakyiITeT 3a TypusaM ¥ OU3HHC JIOTHCTHKA, Y HUBEP3HUTET ,,l'o1e Jlemuen*
— Itun, PC Makenonuja, cane.koteski@ugd.edu.mk

3 Crpareruja 3a pernonanen pazsoj Ha PM 2009-2019 roauna, Co6panue na P. Makenonuja, cp. 1;
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peruonute. PernoHasIHUOT pa3Boj € KOMILJICKCEH U JIOJITOPOYEH MPOLEC Yhja OCHOBHA IIET €
HaMaJlyBamk€ Ha Pa3BOJHUTE AUCIAPUTETH Mel'y M BO paMKuUTe Ha pernonure. KomuekcHocra
Ha PETHOHAIHMOT pa3BOj C€ 3aCHOBA Ha HEroBaTa IOBEKEAWMEH3MOHATHOCT, OIHOCHO
MPEIIETYBAkbETO Ha EKOHOMCKUOT, AEMOTrpad)CKUOT, COLIMjalTHUOT, IPOCTOPHUOT, KYJITYPHUOT
¥ MHOTY IpYTH aclieKTH Ha pa3BojoT. [Ipu nzpaborkara Ha Ctparerujara 3a peruoHajeH pa3Boj
Ha PM 2009-2019 ce xOpUCTeHH MOBEKE PACIOJOKHBU Pa3BOjHU JOKYMEHTH, METy KOW H
Crparerujata 3a pa3Boj Ha Typu3zMot 2009-2013 roguna.

Bu3ujaTta 3a pernoHamHHOT pa3Boj Ha PenyOnmka Makenonuja riacu: ,,Pamunomepen u
00parcue paseoj Ha yerama mepumopuja na Penyoaiuxa Makeoonuja koj ce kapakmepusupa
CO BUCOKA CMANKA HA eKOHOMCKU pacm u KoHKypenmuu Ilnancku Pecuonu mery kou nocmojam
PpenamuenHo nomanu oucnapumemu u Kaoe wmo ONMUMAIHO ce KOPUCmam npupoonume,
yogeukume u eHepeemcKume pecypcu, noCmou 6UCOKA eKOHOMCKA U COYUjaIHa Koxesuja u
Hacenenuemo ycusa 006ap sxcusomen cmanoapo *.*

Opx coppkrHaTa Ha BU3HMjaTa 3a pETMOHATHUOT Pa3BOj Ha ApKaBara, MOXeMe Ja 3a0eexume
JeKa TYpU3MOT KaKO EKOHOMCKa JEJHOCT eKCIUIMIIUTHO HE c€ CIOMEHyBa, Meryroa
UMIUTMIIITHO TIPOM3JIETYBA O 3aJI0k0aTa JieKa AprkaBara Tpeda Ja iMa paMHOMEPEH M BHCOK
€KOHOMCKH pacT. ['oneM nmoTeHiuja 3a nogo0pyBame Ha EKOHOMCKATa UHUHA U KBAJTUTETOT
Ha JKUBOTOT Ha TparaHWTe BO IUIAHCKUTE PErMOHHMTE MMa W TYpU3MOT. Bo KOHTEKCT Ha ToOa,
TYpU3MOT CTaHyBa Ce MOBaXkeH (haKTop 3a peruoHaieH pa3Boj. OTTyka, ce HaCTOjyBa TYPU3MOT
Jla ce pa3BHBa MPEKy MOJ00pyBame Ha KOHKYPEHTHOCTA, a MOTOa M IMPEeKy 00e30emyBame
OJIP>KIIUB U ypaMHOTexeH pa3Boj (Cepagumosa, Ilempecka, Jaxoenes, Komecku, Keoicosa,
2016, cmp. 8). I'paackuoT Typu3aM, T€HEpaIHO, C€ OJJIUKYBa IO TOA IITO MMa PEIATUBHO
pamMHOMepeH Opoj Ha TYPUCTH HE3aBHCHO o] ce3oHaTa (I opaua, B., 2005, cmp. 191). lloenunu
PETMOHHU, KaKO MOTOJIEMH TIPOCTOPHH €IWHUIIM, UMAAT OJpEeACHa MPUPOIHA CIIEUU(PUIHOCT U
KOMIIapaTHBHA IMPEIHOCT CO KOja MOXaT Jla C€ M3JBOjaT OJ OKOJHHUTE PErHOHU KakKo
TYPUCTUYKU PETHOH, KOj MMa COOJBETEH MOTEHIMjal TYpU3MOT BO HajMaja paka jga Owuje
JIOMHHAHTEH BO CO3/IaBambeTO Ha MOX0A0T (Josanosuk, B. cmp. 195). Bo Makenonwuja, gocera
Ce HaIpaBEHU MOBEKE aHAJIM3U Ha TypUCTHUYKATa BaJlopu3allMjaTa Ha ypOaHUOT Typu3aM O]
ACTMEeKT Ha PErMOHANHM IIEHTPU CIOpel OAPEACHH WHAMKATOPH MPHU IITO HCTPAKYBAHETO
MOKaXka JIeKa MOTOJIEMHOT JIENT O] PErHOHATHUTE IIEHTPH Tpeba /1a BIOXKAT MOBEKE SHEpruja 3a
nonobpu nepdopmancu Bo cepata Ha TypuU3MOT, OUJEjKH camMo JBa O] OCYM aHATU3UPaHU
IpaJioBU criaraaT BO KaTeropujara ASCTUHAIMK CO BUCOK TYPUCTUYKH MOTEHIIHMjall, elIeH Tpa
MMa Cpe/IeH MOTEHIIUjall U MeT IPaJoBH UMaaT HU30K MOTEHIUjal 3a Typusam (Metodijeski, D.
u Dimitrov, N. p. 237).

[Tnanckute peruonu Bo Penyonuka C. MakenoH#ja He mpeTcTaByBaaT MOBUCOK (BTOpP) CTENEH
Ha JIOKaJlHa camoylpaBa BO JpkaBaTa. Hamata npskaBa, coriiacHO YCTaBOT M 3aKOHOT 3a
JIOKaJIHa caMOyIIpaBa, UMa €JHOCTEeIeHa JIOKaJHa camoympana, a ['pagot Ckorje kako riaBeH
rpaj uMa noceOeH MpaBeH CTaTyC M HEroBOTO (DYHKIIMOHUpAHE € PeryJMpaHo co rnocedeH,
3akon 3a I'pax Ckomje. I'pagor Ckomje uma 10 ormmrrram.?

Penyomuka C. Maxkenonuja, corjacHO 3aKOHOT 3a paMHOMEPEH pETHOHAaJeH pa3Boj, €
nojiesieHa Ha ocyM [lnancku Pernonu u Toa: Bapmapcku kou nma JeBeT onimTuHu, McroueH
(11 onmrtunm), Jyroucrouen (10 onmrunn), Jyrozananen (13), Ienaronucku (9), [lonomxku
(9), Cxomcku (17) u CeBepouctoueH (6).

1 Y6un, ctp. 47; )
2 OnwTHHYE KOM ce Bo pamkute Ha rpan Ckormje ce: Aepoapom, Byren, Ta3u baba, 'opue IMetpos, Kucena Bona,
Kaprom, Capaj, Llenrtap, Yaup, lllyro Opuzapu;
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Tabena 1: [lnancku pecuonu na Penyonuxa C. Makedonuja,

HazuB Ha 1miaHCKHOT
pPETHOHOT

bpoj u Ha3uB Ha ONITHHAUTE

1) Bapnapcku

BapnapckuoTr permoH ro CcoouMHYBaaT cieaHuTe 9 (aeBer)
OnmTuHu:

Onmruaa Ceetn Hukone, Ommrraa Benec, Ommrtuaa Jlo30Bo0,
Onmruna Yamka, Ommruna [pancko, Omnmruna Pocoman,
Ommruna Herotuno, Omnmruaa [lemup Kammja m OmmrrHa
Kasanmapuu.

2) Ucrouen

HcTouyHnoT pernoH ro coouuHyBaar ciennute 11 (eauHaecer)
Onuruuu;

Onmruna tun, Onmruna KapOuaium, OnmTuHa 3pHOBIH,
OmmruHa  YemmuoBo-OOnemeBo, Ommrtuaa  [IpoOumrrum,
Ommrruaa Kouanu, Ommruna Makenoncka Kamenuna, Omnmruna
HemueBo, OmmrtuHa IlexueBo, OmmrrHa Buamna m OnmrwHa
bepogo.

3) Jyroucrouen

JyroucrouHuoT peruoH ro couumHyBaat cieanure 10 (mecer)
Onuruuu;

Onmruna ['eBrenuja, Onmruna bornanu, OnmtiuHa Bananaoso,
Onmruaa Jojpan, Onmruaa Hoso Ceno, Ommruna bocuioso,
Onmrura BacuneBo, Onmruna Konue, Ommruna PagoBum u
Onmrruna Ctpymuinia.

4) JyrozamnazeH

JyrozamagHuoT peruoH To COOYMHYBaar cienaute 13 (TpuHaeceT)
Onurusu;

Onmruna  Oxpux, OmnmruHa Jlebapua, OmmtuHa Crpyra,
OnmruHa Beuann, OnmruHa /[lpyroBo, Onmruaa lLlentap
Kyna, Onmrruna KuueBo, Onmruaa Ocnomej, OnmtuHa 3ajac,
Onmtnaa Makenoncku bpon, Onmrtuna Bpanemruna, OnmtiHa
Jeb6ap n Onmrruna [TnacHuna.

5) Ilenaronucku

[lenaroHUCKUOT pPETMOH TO COUYMHYBaarT cienHutre 9 (neBer)
Onuuuu;

Ommruna Pecen, Onmtraa burona, Ommruaa Hoanw, OnmTrHa
Moruna, Onmruaa [lemup Xwucap, OnmrunHa Kpusoramranu,
Omnmrruna [Mpunen, Onmtuna Jonnenu n OnmtuHa Kpyiieso.

6) [onomrku

[TonomKknoT pernoH ro counHyBaar ciaeanure 9 (aeser)
Onurusu;

OnmrtuHa Masposo u Poctyma, Ommtraa ["'octuBap, OnmrrHa
bpeenuna, Onmruna Bpamuumre, Onmruna XXKenuno, Onmruaa
boroume, Onmrtuna TeroBo, OmmrtuHa Teapue u OnmTuHA
JeryHosre.

7) CeBepouctodyeH

CeBepoHMCTOUHHOT PETMOH TO COYMHYBaaT cienHute 6 (1ect)
Onmrunu:
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Onmruna JlunkoBo, OmmtuHa Kymanoso, Omnmruna Crapo
Haropuuane, Onmruna Pankosue, Onmrtuna KpatoBo n OnmmtuHa
Kpusa Ilananka.

8) Cromncku CKOTICKHOT PETrHOH TO COYMHYBaar cieaHute 17 (cemyMHaeceT)
Onmrrunu:

Onmruna Aepogpom, OnmruHa byren, Onmruna [Masu baba,
Ommrruna ['opue ITerpos, Ommruaa Kapromr, Ommruna Kucena
Bona, Onmruna Capaj, Ommruna Yaump, Ommruaa IleHTtap,
Onmruaa Hyro Opwuzapu, OnmruHa Conwmimre, OnmTHHA
Crynennvanu, OmnmrtuHa 3enenukoBo, OmnmrtunHa Ilerposer,
OnmruHa ApaunHoBo, OnmtuHa Minaaen u OnmtuHa Yyuep-
Canpeso.

UzBop: CorcTBeHO HCTpakyBame OasupaHo Ha mnojatouurte nobuenu oxa  buporo 3a
pernoHaseH pa3Boj Ha Penybnuka C. Makemonuja http://brr.gov.mk/mk/

CornacnHo 4. 10 ox 3aK0HOT 3a TepuTOpHjaTHa opranmu3aiyja Ha Permyonuka Makenonuja (Co.
Becunuk Ha PM 6p. 55/04 ox 16 aBryct 2004), Bo Penybnuka Makenonuja uma BKynHo 84
ommtuHU u ['pax Ckormje, o kou 33 ONIITHHH CE CO CEIOUINTE BO TPaOBHUTE (TPAICKH
OI'IH_ITI/IHI/I),l a 51 co cemumre Bo cenara.’? Bo 2013 roJiMHa, CO M3MEHHTE Ha 3aKOHOT 3a
TepUuTOpHjasiHa opranuzanyja Ha PM, onmtuaure 3ajac, Jpyroso, Bpanemruna u Ocnomej ce
MPUIIONja KOH rpajickara onmrrHa KudeBo u nmopaau Toa 6pojoT Ha ONIITUHUTE CO CEAUIITA
BO cejlaTa ce Hamanu oj 51 Ha 47 onumTHHU.

I/IH)II/IKaTOPI/I Ha MOKHOCTHUTE 3a pa3Boj Ha TYPU3MOT 110 PETrHOHHA

Bo nponmomxenne TabemapHO TM NMpHKaKyBaMe MOXKHOCTHTE 3a pa3BOj Ha TYpPHU3MOT IO
PETrHOHM MPEKY CIETHUTE UHIUKATOpU: Opoj Ha coOu, Opoj Ha jeria, Opoj Ha TypucTH, Opoj Ha
HOKEBamwa, Opoj Ha BUHApUU, OpOj Ha TYPUCTHUKH areHIUN U JIp.

Bpoj na codu
On acmekT Ha pervoHallHa Pa3MECTeHOCT Ha CMECTYBAauKHWTE KamaluTeTd Bo MakenoHHja
3a0eJIeKITNBa € ToJieMa pa3iiika BO KBAaHTHUTATHBHA U KBAJIWTATHBHA CMHCIAa BO Permonure.
PernonuTe kom BakaT 3a pa3BUEHU TYPUCTHUKH IIEHTPH, TOCEAyBaaT IMorojemM Opoj Ha
CMCCTYBAUKH KallallUTCTU (XOT@J’[I/I, XOCT€CJIIN, MOTCJIN, KaMIIOBH U1 I[p.), KOHU C€ U CO ITOBUCOKA

! Onmrtuan co cemuiute Bo rpaj ce: OmmutuHa Beposo; OmuTuna Butona; Onmruna Bormanny; OmmruHa
Banaunoso; Onmruna Benec; Ommruna Bunnna; Onmruna ['esrenuja; Ommrruaa [Noctusap; Ommrruaa J{ebap;
Ommruna JlemueBo; Ommruraa Jemup Kammja; Ommrura [Jemup Xucap; Ommruaa Kapamapuum; OmmrnHa
Kuuepo; Onmruna Kouanu; Onmruna KparoBo; Onmmruna Kpusa Ilananka; Onmrtuna Kymanoso; OniutuHa
Kpymeso; Onmtuna Makenoncka Kamenuna; Onmruna Makenoncku bpojg; Onmruna Herotuno; OnmurrHa
Oxpux; OmmruHa [lexdeBo; Onmruaa [Iprnen; Ommrraa [Tpobumtun; Onmrura Pamosumr; OnmrrHa Pecen;
Onmruna Ceetn Hukone; Onmruna Crpyra; Onmruna Ctpymuna; Onmtuaa TetoBo; Onmruda Hltun

2 OmmTuaY co cepuuTe Bo cenara: OmuTura ApaunHoso; Onmrraa bocunoso; OmuTunaa Bpeenuna; OmuTuHa
BacuneBo; Ommurtuaa Beuann; Ommrraa Bpanenrruna; Ommruaa Bpamunmre; Onmtiaa ['pancko; OmmrruHa
Je6apna; OnmmtuHa bemraumra; Onmrraa J{ojpan; Onmruna Jlonaenn; OnmrruHa Jpyroso; Ommrraa JXXennHo;
Ommruaa 3ajac; OmmtuHa 3eneHnkoBo; OmmtuHa 3pHOBuM; OmnmruHa WnwmapgeH; OnmrThHa JeryHOBILE,
Ommruaa boroBume; Onmruaa Kapounnm; Ommrruaa Konde; OmmtiuHa KpuBoramrtanu; OnmtuHa JIMTIKOBO;
Ommrruna JIo3oBo; OmmTiHa MaBpoBo 1 Poctyma; OmmtuHa Moruna; Ommtaaa Hosanu; Ommtiuaa Hoso Ceno;
Ommruaa Ocnomej; Ommruaa [lerpoBen; Ommruaa [TnacHwuma; OmmruHa Pankosire; OmmtuHa Pocoman;
Onmtuna Conmmre; OnmTuHa Crapo Haropuuane; Onmrtuna Crynennuanu; Ommruna Teapue; Ommruza
Henrap XKymna; Omuriaa Yamka; Onmruaa Yemmaoso — O6nemeso; Onmtraa Yyuep Canneso;
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KaTeropusalyja u cTanaapau3anuja. Bo npogomkenue ro npukaxyBame OpojoT Ha coouTe 1o
peruonu Bo nepuoot 2006-2018 roguHa.

Tabena 2: bpoj na codou no pecuonu 2006-2018

) 0
< o oo S 5
- Sz | 2 i N 2 3 S S <
& SH=E 3) ) = A = % = 2
e~ 5 o a, T = = = = 2 Q
= = = =
g €5 | & e 3 2 S S S = | &
= ' 8. S 3 3 S S & 2
= O < < ~ = = = = @ &)
5 AS | M > > < 3
-

2006 | 26.503 | 553 716 16.400 | 20.95 |3.502 | 987 276 1.974
2007 | 26.246 | 553 670 16.166 | 2.062 | 3452 990 289 2064

2008 | 25.952 | 550 588 16.154 | 2095 3053 1.020 | 291 2201
2009 | 26.390 | 508 598 16.369 | 2152 3.102 11080 |297 2284
2010 | 26.189 | 554 533 16.013 | 2105 3390 1.011 | 292 2291
2011 | 26.448 | 589 544 16.033 | 2277 3330 1.018 | 302 2355
2012 | 26.877 | 689 599 16.035 | 2298 3497 1.014 | 306 2439
2013 | 26.887 | 690 620 16.050 | 2346 3322 1.072 | 300 2487
2014 | 27422 | 666 637 16.304 | 2374 3431 1.111 | 298 2601
2015 | 27.812 | 675 641 16.370 | 2404 3386 1.128 | 315 2893
2016 | 28.305 | 699 669 16.472 | 2443 3417 1.142 | 361 3.102
2017 | 28.759 | 697 718 16.488 | 2.450 |3.414 |1.142 | 388 3.462
2018 | 29.702 | 719 735 16.862 | 2.457 |3.629 |1.267 |380 3.653
Nzop: A3C, Pernonute Bo PM, 2009, 2012, 2015, 2019;

Opn momaronuTe MaJeHU BO ropHaTa Tabena (tabena Op. 2) Kou ce oJHecyBaar Ha OpOjoT Ha
CMeCTyBauku kananuretu (6poj Ha coou) Bo nepuoaoT 2006-2018 roguna no Peruonu moxxeme
na 3a0enekuMe JieKa MoBeKe O]l MOJIOBUHATA 0/ BKYIMHHOT Opoj Ha coOu, OJTHOCHO OpOjoT Ha
CMeCTyBauKUTE KalalluTeTH ce Haoraat Bo JyrozamnaaHuoT Pernon. OBa e pa3dbupinBo, ako ce
3Hae JieKa BO 0BOj JIeJI OJ1 Ap KaBaTa ce JIOLMPaHu Hajy0aBUTe NpUpOogHO-Teorpadcku yOaBUHU
(Oxpuackoro Ezepo, Oxpun, Crpyra, HIT "Tanuunmna").

Hcto Taka, 1 OpojoT Ha BUCOKO KaTErOPU3UPAHUTE CMECTYBAUKHU KaIllalUTETH C€ JIOLUPAHU BO
Oxpun, Ctpyra, burona, Cxorje u 1p. TpajioBH.

Bpojor Ha Jieryia KaKo HHAMKATOP 32 Pa3BOj HA TYPU3MOT

Enen ox ocHOBHUTE TOKa3aTelld 3a pa3BOj Ha TYPU3MOT BO OJpeeHa JApkaBa € 00eMOT Ha
CMCCTYBAUKUTC KAllallUTCTH. O6emorT Ha PACIIOJIOKHUBUTE CMCCTYBAUKHU KAITallUTCTH, ITICAaHO
cropesi OpojoT Ha COOMTE U KPEBETUTE, C€ Ba’KHA OCHOBA 3a MPECMETYBakhe HA EKOHOMCKHUTE
e(l)eKTI/I oI TypuU3MOT, HO M 3a IMPOLCHKAa HA UAHUTC ABHUKCHA BO paSBOjOT Ha TYypuU3MOT BO
npkaBata. Bo mpomomkenue ja gaBame TaOemara 3a OpojoT Ha CMECTYBAayKW KamalUTETH
(;termma) Bo PM Bo mepuonot 2006-2018 roauna.
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TaGena 3: bpoj na neana no pecuonu 6o nepuodom 2006-2018
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2006 71.021 | 1.647 | 1.973 | 42.425 | 5937 | 10.231 | 3.069 | 734 |5.005
2007 70.898 | 1647 | 1876 | 42.451 | 5910 | 3452 3039 803 5160
2008 69.097 | 1504 | 1729 | 41.703 | 5893 | 8993 3046 800 5429
2009 69561 1360 | 1718 | 42103 | 5750 | 8999 3182 805 5644
2010 69.102 | 1496 | 1591 | 41.458 | 5724 | 10.229 | 3057 | 633 | 4914
2011 69737 1701 | 1606 | 41.454 | 6069 | 10.165 | 3058 645 5039
2012 70.287 | 1819 | 1721 | 41.458 | 6088 | 10.310 | 3.059 653 5169
2013 70.297 | 1819 | 1826 | 41.411 | 6298 | 10.001 | 3.153 | 647 |5.142
2014 71.255 | 1677 | 1869 | 42.025 | 6277 | 10.055 | 3.330 | 648 | 5344
2015 72.021 | 1696 | 1894 | 41.917 | 6316 | 9.993 | 3.443 673 6.089
2016 73.168 | 1818 | 1985 | 42.105 | 6438 | 10.078 | 3.507 | 727 | 6.510
2017 74257 | 1792 | 2075 | 42220 | 6449 |10.203 | 3.503 | 778 | 7.237
2018 76.558 | 1.841 | 2.090 | 43.148 | 6.436 | 10.741 | 3.806 | 763 | 7.733

W3zsop: I13C, Perunonute Bo Perybimka Makenonuja 2009, 2012, 2015, 2019 r.

Op nomaTonuTe MaJcHU BO ropHaTa Tadena (Taderna 3) Kou ce ogHecyBaaT Ha OpojoT Ha Jieriara
BO nepuonot 2006-2018 roguHa 1Mo peruoHu, Moxeme Ja 3abenexume AeKa KOHTHHYHPAHO,
Opojot Ha jernaTa Bo JyrozamagHuot PeruoH e Hajrojem, OJTHOCHO MTOBEKE O] MOJIOBUHATA O]
BKYITHUOT Opoj Ha Jierja ce Haoraat BO 0BOj perroH. OBa € JOTMYHO U pa30oUpIINBO aKo Ce UMa
MIPEIBU JIeKa HAjTOJIeM OpOj O]l CMECTYBAUYKUTE KAlalUTeTH (XOTEIH, XOCTENH, arapTMaHH,
KaMIIOBH, pPaOOTHUYKH OJMOpPAJIMINTA) BO JpKaBaTa C€ JIONMPAHH BO OKOJIMHATA Ha
Oxpunackoro Ezepo.

Bpoj na typuctu no Pernonu 3a nepuogor 2003-2018

BbpojoT Ha TypucTH BO eHa JpKaBa € IeTEpPMUHUPHO OJ1 TOBeKe (pakTopH, MeryToa BO rojemMa
Mepa 3aBUCH OJf MPE3eMEHUTE MAapKEeTUHIIKM aKTUBHOCTH, OCOOCHO TNpoMoIHja U
peKIamMHupame Ha JIeCTUHAIMjaTa . 3Ha4yM, He € JOBOJIHO JeCTHHAIMjaTa J1a MocelyBa MPUPOIHU
U aHTPOIIOTEHH BPETHOCTH, TYKY MOTPEOHO € UCTHUTE JaBHO Jla c€ MPETCTaBar 3a Aa JoNpar A0
MOTEHIMjaJTHATE MOTpoITyBauyn. TypucTHYKaTa modapyBadka MokeMme Ja ja pepuHupame Ha
noBeke HauMHU. EnHA o7l HUB € “6Kkynen 6poj na auya Kou namyeaam, unu umaam dxenoa oa
namysaam, a npumoa Kopucmam mypucmuuky Kanayumemu u yciyeu Haogop 00 Mecmomo
kaoe pabomam u xcuseam” (Bakic, O., 2007, str. 47).

Mako Hamero HCTpaKyBambe HE € (OKYCHpAaHO Ha BJIMjaHMETO Ha MApKETHHIOT Ha
TYpUCTHYKaTa MOTPOIIyBauKa, HUE CE ONpeAeTUBME 3a UCTPAXKyBame Ha OPOjOT HA TYPUCTUTE
1o Pernonu, kou 1aBaat COOABETHA CIIMKA 33 TYPUCTHUYKATA IOHY/Aa HA UCTUTE.

Bo nonnara Tabena e nmpukakaH OpojoT Ha Jloaramba Ha TYPUCTUTE MO CTATUCTUYKU PETHOHH,
Bo nepuoaoT 2003-2018 ronuna. Ce 3a0enexyBa Aeka BO CUTE TOAMHH alliCOTyTHA JIOMUHAIIH]a
uMa JyrozanagHuoT Pernon koj BO HaBEIEHUOT MEPHOJ] BO MPOCEK To nocerypaie 247 644
TypucTH To € (43,8%) o1 mMPOCEKOT Ha BKYITHUOT OpOj TYPUCTH BO JprKaBaTa.
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Ckoricknot Pernos e BTop peruon Bo Make1oH#ja 10 TYPUCTHYKA TOCETEHOCT, Ha TPETO MECTO
ce Haora JyrouctrouyHuot PernoH, a 4eTBpToTo MecTo ro 3azeMa Ilenaronuckuor Pernon. Bo
MPOJIOJHKEHHE TO MPUKAKYBaMe ABMKCHETO Ha OPOjOT HA TYpUCTH 1O PernoHu 1o roIMHU BO
nepuoaoT 2003-2018 roauHa.

Tabena 4: bpoj na mypucmu no pecuonu 6o PM 2003-2018

) =2 | 5 5 |5 |
< & < = = = =
s Ez |58 % |8 |E |§ |E |E|gz &
SE SE|%g |2 |& |2 |3 |E |8 | g8 ¢
= 5 ] [ o
= fe |25 | & |2 z |2 | 2sE | 8gS
2003 483 12 8 602 241 35 63 16 4 100
151 698 380 313 689 | 255 | 540 674
2004 465 8334 | 9865 222 44 56 22 3 97 010
015 950 094 710 679 373
2005 509 7564 | 9377 236 61 58 20 3 111
706 434 851 553 | 555 | 672 700
2006 499 8173 112069 | 233 58 51 21 2 111
473 218 577 970 890 433 143
2007 536 8419 | 10813 | 255 66 51 17 3 123
212 257 043 715 188 657 120
2008 605 7799 | 13739 | 276 84 63 19 3 138
320 669 031 325 153 395 209
2009 587 9448 | 12680 | 257 90 50 31 3 131
770 647 998 740 596 560 268
2010 586 10 13054 | 234 84 69 31 3 138
241 572 665 856 712 | 828 | 098 456
2011 647 12 13615 | 249 108 76 29 3 154
568 086 746 555 469 153 803 163
2012 663 15 18865 | 251 106 72 29 4 164
633 867 462 978 054 | 884 | 446 077
2013 701 17 20 747 264 109 70 30 5 182
794 196 826 982 312 823 584 324
2014 735 20 23035 | 269 124 65 29 6 196
650 667 547 707 527 143 937 097
2015 816 24 25907 | 298 133 62 30 8 234
067 308 057 328 019 200 125 123
2016 856 26 30568 | 322 135 58 27 9 247
843 064 344 092 355 | 318 | 774 338
2017 998 26 31775 | 368 142 63 30 11 324
843 145 924 888 549 124 290 146
2018 1126 26 34354 | 419 160 70 37 10 367
935 385 717 173 798 | 091 820 597

W3Bop: [pkaBen 3aBoj 3a cratuctuka MAKStat (pa3nuyHu TouHN).

Bpoj na HokeBamwa no Pernonn 3a nepuoaor 2003-2018
Bo Tabenara nanena moomny € npukakaH OpojOT Ha HOKEBamkE M0 peruoHu Bo nepuoot 2003-
2018 roguna. bpojoT Ha HOKeBama ce BaXKeH MHIUKATOP 3a PETHOHAIHUOT Pa3Boj Ha TYPU3MOT.

3abenexnuB € KOHTUHYHUPAH MOpacT Ha OpojoT Ha HOKeBama BO cUTe peruonu. 1 oBme ce
3a0enexxyBa JeKka arncolyTHa JOMHUHaIMja uMma JyrozamagHuor PernoH Koj BO HaBEACHHUOT
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NEPHUOJ Ha TOAUILIHO HUBO KOHTUHYMPAHO HOKEBAJIE HAaJl MUJIMOH TYPUCTH 1ITO € okoay (50%)
0J1 BKYITHUOT Opoj TypHucTH BO ApxkaBarta. [lotoa cienyBa Cxonckuot PervoH, Ha TpeTo MecTo
e Jyroucroununor Peruon, a Ha uerBpto MecTo € [lenaronuckuor Pernon. Bo 2018 roauna
OpojOT Ha HOKEBama Ha TYPUCTUTE BO Jyro3anagauoT Pernon nqocturnan 1 539 219 HokeBama
IITO € CKOpO TOJIOBMHA O]l BKYITHHOT OpOj TypHCTH KoM ja mocetuie MakeoHuja BO
aHAIM3UPAHUOT TepuoA. Bo mpogomxenue TabenapHO ro MpUKaKyBaMe JIBKEHETO Ha
MOJIaTOIHTE 32 OPOjOT Ha HOKeBama 1o Pernonu Bo nepuoaot 2003-2018 roguHa o1 Kou MOKe
Jla ce YTBPJU KOM PErMOHU C€ HAjIIOCETyBaHH BO JprKaBaTa.

Tabena 5: bpoj na noxkesarwa no Pecuonu 2003-2018
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2003 2006867 | 30859 | 22171 | 1339022 | 169 100 | 202424 | 39536 | 6 365 | 197 390
2004 1865434 | 17772 | 26406 | 1170481 | 233738 | 176930 | 53450 | 5684 | 180973
2005 1970041 | 15803 | 19909 | 1288135 | 208 858 | 178 814 | 50476 | 6 066 | 201 980
2006 1917395 | 16880 | 28989 | 1244487 | 218 077 | 155461 | 53824 | 4003 | 195674
2007 2019712 | 15530 | 21694 | 1351806 | 211619 | 152726 | 37986 | 5677 | 222 674
2008 2235520 | 13861 | 28449 | 1452205 | 260351 | 171928 | 45345 | 5130 | 258 251
2009 2101606 | 17228 | 27509 | 1326192 | 277030 | 139699 | 61146 | 6247 | 246 555
2010 2020217 | 20137 | 25687 | 1168824 | 262787 | 170354 | 61455 | 5628 | 305 345
2011 2173034 | 21139 | 28852 | 1209187 | 312377 | 208918 | 54 787 | 6 807 | 330967
2012 2151692 | 25989 | 37358 | 1198260 | 305163 | 174304 | 56 055 | 7920 | 346 643
2013 2157175 | 30840 | 42222 | 1152651 | 327279 | 162752 | 61652 | 8244 | 371535
2014 2195883 | 39662 | 49221 | 1095452 | 401 065 | 154595 | 54419 | 10671 | 390 798
2015 2394205 | 39636 | 53357 | 1201927 | 412804 | 157 766 | 60 574 | 15229 | 452 912
2016 2461160 | 41643 | 66515 | 1228617 | 437607 | 141 153 | 52590 | 13751 | 479 284
2017 2775152 | 47189 | 62957 | 1365684 | 457 162 | 161 751 | 60249 | 17 207 | 602 953
2018 3176808 | 48649 | 69419 | 1539219 | 571670 | 203620 | 71929 | 14185 | 658 117

N3Bop: Peruonute Bo P. Makenonwuja, 2009, 2012, 2015 (Typuszam ctp. 46-51), 2018 u 2019,
Tpancnopr, Typuzam u 1p. ctp. 101-102;

Bpoj na rypucrrnukm arenuun no Pernonn

TypucTHUKHMTE areHIMHM ce Ba)XEH YMHUTEN BO TYpU3MOT M THE MMaaT CTaTyC Ha NpaBeH
cy0jexT. TypucTHUKHTE areHInU OJUTpaje MpUMapHa yaora BO CO3/JaBambeTO Ha TYPU3MOT BO
MacoBeH (DeHOMEH, jaByBajKM ce Kako CyOjeKT Ha Mma3apoT KOj I'M MOBp3yBa IMOHyAaTa U
nobOapyBaukara, 00e30eqyBajKu yCIyrd KOJU C€ HEOINXOJHHU 3a MaTyBame U IPEecTO] BO
TypucTHuKaTa aectuHanmja (Spasic, V.&Pavlovic, D. 2017, cmp. 4).

[TpakTukara Bo Penybnuka C. MakenoHuja mokaxka Jeka TYpUCTUUYKUTE areHLUU Ce BaKeH
YUHUTEN BO Pa3BOjOT HA TypHCTHUYKaTa WHAYycTpHja. O oBaa JEJHOCT BO HaIlaTa JapKaBa
ersuctupaat okony 5 000 BpaGorenn.On aHanmmsata Ha mojaTouuTe Bo Perumcrapor Ha
TYPUCTHYKHU areHIIMM Ha MUHHCTEPCTBOTO 32 EKOHOMH]ja YTBPJMBME JeKa BKYITHUOT Opoj Ha
TYPUCTHYKH areHIuu Bo Pemybnuka Makenonnja e 678, o kou 287 mocenyBaaT A JIMIE€HIIA,
noaeka 391 nocenysaat b imuenua. Bp3 ocHOBa Ha pacnooKJIMBUTE MOJIATOLM T'O YTBPIUBME
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¥ OpOjOT HAa TYPUCTUYKH areHIMH 10 peruoHu. Taka, HajrojieM Opoj Ha TYPUCTUUKH areHIIUN
ce peructpupanu Bo Ckonckuot Pervon - 313, ox kou 178 ce co A nunenua, a 135 ce co b
muneHna. Ha BTopo MecTo cropen perucTpupaHuTe TYPUCTHUKH areHUUM ce Haora
Jyrozanagauot Peruon co 108 typuctruku areniuu (35 co A nuuenna u 73 co b nunenna),
Ha TpeTo Mecto ce Haora llemaronuckuor Permon co 71 Typuctmuka arenmmja (29 co A
munieHna u 42 co b nunenna), Ha yetBpTo Mecto € Ilomomkuor Pernon co 70 TypucTuuku
areHiuu (15 co A nuuenua u 55 co b nuienna) utH.

Hcro Taka, 1 TypUCTUYKUTE BOAUYM U TYPUCTUUKHUTE MPUAPYKHHUIIU CE€ PECYPC - YUHUTENT BO
pa3BojoT Ha Typu3MOT. TypUCTUYKUTE BOAUYM C€ 3APYKEHU BO 3MpyKEHUE HA TYPUCTUUKU
Boanuu Koe e opmupano Bo 2008 romuna. CornacHo uHpopmanuute oa 3ApYyKEHUETO Ha
TYpPUCTHYKU BOJUYM W TNPUAPYKHULIKM Ha MakenoHuja, BO 3eMjaBa HMa [OJICJICHU U
peructpupann 7901 TypucTHukM BOAMUM Of KOM cHopel HHGMOPMALMHTE O CAMOTO
3npyxeHne, akTUBHO padorar okosry 350 Bogumum. Kaj TypUCTHYKHTE BOJMYM OCHOBEH
poOJIeM € Toa ITO BO HEKOU I'PaJIoBU HEMAAT TYPUCTUUYKU BOJIMYH, IITO MMPETCTABYBA TOJIEM
npo0JieM 3a pa3BojoT Ha ypOAHUOT Typu3aM. AKTUBHUTE TYPUCTHUKH BOJUYH, PEUUCH CHUTE
paboTar mo IOroBOp Ha JeN0, OCBEH Maj Jell OJf HUB KOW ce BpaOOTEHH BO HEKOH O]
TYPUCTHYKHUTE areHIuu. Tve ce MpOMOTOPU Ha TYpU3MOT BO TPAJOBUTE M JIp:KaBara Mpen
Mel'yHapOJAHUTE TYPUCTH.

Bo 2017 roguHa Ha CBETCKUOT JIEH Ha TYpU3MOT Oellle MpOMOBUpPAH AUTHTANIeH Perucrap Ha
TYPUCTHUYKH BOJIAYH U TYPUCTHUYUKH MPUAPYKHULIU BO PM.

Cnopen craTucTUukuoT roauimHuk 2016 Ha [pkaBHHOT 3aBOJ 3a CTaTHCTHKA, OpPOjOT Ha
BpaboTeHu Bo O1e70T TYPUCTHYKH areHIIMN, OPraHU3aToOpy Ha MaTyBama (TyponepaTopu) u
OCTaHAaTH PE3EPBAIMCKU YCIYT'H KaKO M J€jHOCTUTE MOBP3aHU CO HUB H3HecyBa 1.254 u
yaecTByBa co okoiy 0,24% BO BKYITHHOT Opoj BpabOTEHH BO 3eMjaTa.’

Bo nmponomxenue tabenapHo ro npukaxxyBame OpojoT Ha TypUCTHMUKM areHIMM Ha HUBO Ha
peruonu Bo PM.

TaGena 6: bpoj na mypucmuyku azeHyuu no pecuonu

BkynuHo A JmMueHna b Junenna
Bappnapcku Pernon 17 7 10
Hctouen Pernon 23 10 13
Jyroucrouen Peruon 31 12 19
Jyrozananen Pernon 108 35 73
ITenaronuncku Pernon 71 29 42
onomkn 70 15 55
CeBeponcrtoven Peruon 45 9 36
Cxkoncku Pernon 313 178 135
Penybinka Makegonuja 678 287 391

N3Bop: CoICTBEHO UCTpakyBame 0azupaHO Ha mojarouure oJ PerncrapoT Ha TypUCTHUYKU
areHuuyu Ha MUHHUCTEPCTBOTO 3a €EKOHOMHU]a.

! Cnopen nogaToruTe 100MeHHN 07 3APYKEHUETO HA TYPUCTHUKY BOAUYH U IIPUAPYKHHUIM OPOjOT HA TYPUCTHUKH
BOAWYH ¥ IPUAPYKHUIM BO 2017 roaunaa 6w 790 aumieHnmupaHu BOJAUYH, HO OpojKaTa He € KOHeuHa Oujejku Taa
MOCTOjaHO pacTe.

2 AHanu3a Ha CEKTOPOT YrOCTUTEICTBO U TypH3aM, IIpOeKT 3a pa3BHBarh€ BEIITUHH U MOAPINKA HA MHOBALIUH,
Ckorje, 2017, cTp. 5;
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Opn mojaTonuTe KOM ce MPUKaKaHU BO TOpHATa Tabena MoxeMe Ja 3abenexume Jexka Bo PM
MMa BKYNMHO 678 TYpUCTHYKH areHUuH, oJ kou 287 co A nuueHna, a 391 co b nuuenna.
Hajronem 6poj Ha TYpUCTHYKH areHIIUU c€ CKOHIIEHTpHpaHu BO CKONICKUOT PernoH co BKyImHO
313, (178 co A muuenna u 135 co b nunenna). CrienyBaat JyrozanaaHuot PernoH co BKYIHO
108 typuctuuku arenuuu (35 co A nuuenua u 73 co b nunenna), Ilenaronuckuor Pernon co
BKyMHO 71 Typuctruku areHnuu (29 co A nurenna u 42 co b nuienma) urH.

bpoj na Bunapum no Pernonn

Bo nocneanute 20 roquuu, BUHCKHOT TypU3aM € €jaH oJ1 MpaBLUTE Ha pa3Boj Ha TypU3Ma U
npoduTabuiiHa CTOMAaHCKa TpaHKa. HajuHTEH3UWBHO ce pa3BHUBa BO TO3HATUTE BUHCKU PETHOHU
Bo EBpomna (Jokcumosuu, M, cmp. 1-10). BakBuTe TeHACHIIMH ce MPUCYTHU U BO Pemybnuka C.
MakenoHHja Ha IITO yKaxyBa (PakTOT Ha Op3MOT MOpacT Ha OPOjOT BUHAPUUTE BO CHUTE
pPErvoHM Ha JAp)kKaBaTa, 0cOOeHO BO BHHCKHUTe pernoHu (Bapmapckuot pernon). Pa3Bojot Ha
BUHCKHOT TypU3aM 3aBUCH U OJ] TYPHUCTUYKATa MOJIUTUKA, CTPATETUUTE U Pa3BOjOT MPOTrpamMu
Ha JIp’KaBaTa, JCCTHHAIMCKUOT MAPKETHUHT, TYPUCTUYKHATE OPTaHU3AIlMN U TIPUBATHUOT CEKTOP
(Metodijeski, D.& Michev, G., 2018, p. 189-190). Taka, ox camMO HEKOJKY BHHApUH Ha
noueTokor on 90-te roamHM, HUBHHUOT Opoj mopacHa Ha 81 Bo 2020 romuHa.
Bunapunte npercraByBaar, HCTO TaKa, BaXKEH €JIE€MEHT U TYPUCTHYKH MTOTEHIIM]all BO pa3BOjOT
Ha ypOaHWOT TypHW3aM BO HallaTa Jgp)kaBa. BuHapuuTe Kako aTpaKTHBHH JCIOBHU O0jEKTH
MIPETEkKHO Ce JIOUPAHU Ha iepudepujaTa o1 rpaIoBUTE WIH HEKOJIKY KHIIOMETPH O] IEHTapOT
Ha TPaJIOBUTE, MITO € y0aBa MOXHOCT 3a TYPUCTUUYKUTE CYOjeKTH BO pPaMKHTE Ha HUBHUTE
mporpaMu Jla MpeABHAAT U ToceTaTa Ha BUHapuuTe. Bo mpopomkeHue TabenapHO ja
NpUKaKyBaMe pEernoHaIHAaTa Pa3MEeCTEHOCT U OpOj Ha BUHAPHHU 11O PETHOHU:

Tabena 7: bpoj na sunapuu no pecuoHu

HNme Ha peruoHoT bpoj Ha BuHapun
Bapnapcku Pervnon 44 (Kaamapuu 17, Herotuno 15, Benec 6, Jlemup
Kanmja 5, I'pancko 1)
Hcrouen Pernon 5 (WItun 4, Bununa 1)
Jyroucrouen Pernon 12 (I'eprenuja 4, Panosum 3, Ctpymuna 2, borganuu
2, Bamanmoso 1)
Jyrozananen Peruon 2 (Oxpwun 1, Crpyra 1)
[lenaronucku Pernon 2 ( burona 1, ITpunen 1)
[Mosnomku /
CesepoucroueH Pernon 5 (Kymanoso 4, Kparoso 1)
Ckonicku Pernon 7
PenyOnnka MakenoHuja 77 (majuoB mojatok 81 BuHapmja)

N3Bop: ComncTBeHO UCTpaKyBamke 3aCHOBAHO Ha MoJaTolMTe oA myOnukaiujata: Macedonia
taste: Wine and Food, Arennuja 3a mpomonuja u momapuika Ha Typusmor u JI3C Ha
P.C.Makenonuja, Bunoto Hu3 6pojku (2019).

Opn noparonure Bo Tabenara Op. 7 MoXeMe Ja BOOYHMME JieKa HajrojeM Opoj BUHApUU BO
Penyonuka C. Makenonuja ce nonupanu Bo Bapnapckuor Pervon - BkynHo 44 BuHapuu, MITO
e Hag 50% on1 BKYMHHUOT Opoj Ha BUHApUH BO Jip)kaBaTa. Bo pamkure Ha Bapaapckuor Pernon
HaJMHOTY OJ1 BUHapHUHTE ce Jouupanu Bo rpagosute Kasanapuu 17, Herotuno 15, Benec 6,
Hemup Kanuja 5 u I'paacko 1 Bunapuja. Ilopagu Toa, Bo oBoj Pernon ce Haora mo3HaraTta
BUHCKA nareka: Tukeewika euncka pyma. VIcTo Taka, 3a pa3Boj Ha OBOj BHJ TypH3aM BO
HallaTa JpaBa MyOJIMKyBaHH c€ TPH BOAWYM 32 BUHCKHOT TypH3aM, a Jouupan € My3ej Ha
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BUHOTO BO Jlemup Kammja. Ox cenremBpu 2020 roguna Bo KaBagapiiu e oTBopeH € HoB My3ej
Ha BUHOTO.

[Totoa cnenyBaar Jyrouctounuot Peruon co 12 Bunapum, Cxonckuot Peruon co cenym (7),
Ucrounnor u CeBepoucrtounnot Perunon co 5 Bunapuu, Jyrozanaauuor u llemaronuckuor 2
BUHapHH, Jojeka Bo [lonomkuor Pernon Hema HUTY e1Ha BUHApH]a.

OtTyka, MOXKeMe Ja 3aKiyduMme JeKa HajrojieM Opoj Ha BUHApHH C€ JIOLHUPAHU BO OHHUE
reorpadcku mojapadja Kajae uMa MoBOJIHHA KJIMMATCKH YCIIOBH 32 OJITJICTyBamke Ha BHHOBA JIO3a.
Bo 2018 roguna Bo Hamara apskaBa uMa okoity 24 000 xexktapu Hacaau Ha BUHOBA noszal u
POM3BOICTBOTO Ha BUHO 0J1 106 Munmonu mutpu (2017). Peny6inka C. MakenoHuja uma tpu
BuHCKN perronn (I{entpanen, 3ananeH u MicTodeH BUHCKH PErHOH)? KOH ce TOJeNeHH Ha 16
BHUHOTODja, @ THKBENIKOTO BUHOTOP]E € TIIaBeH MPOU3BOJIUTEN Ha BUHCKO TPO3j€ M BHHO.

Bo oktomBpu 2019 roguna e hopmupana baikancka suHcka mpesxca uvja 111 € IpoMoIrja 1
pa3Boj Ha BUHCKHOT Typu3aM Ha bankanot, a Bo centemBpu 2020 roauHa € oTBopeH My3ej Ha
BUHOTO BOo KaBamapuu.

[TaToT Ha BMHOTO Ha TMa3apoT € HIACHTHU(PHUKYBAaH Kako OpPeHJ KOj TO HOCH Teorpad)CKHOT
UACHTUTET ¥ PETMOHAIHOTO MOTEKIIO BUHOTO. O3HaKaTa Ha MOTEKJIOTO Ha BUHOTO € HajBUCOKA
rapaHiidja, ¥ IpeICTaByBa HE caMoO Treorpadcko MOTEKIO, TyKy W TPaJWIHja, KBAIATET U
MPETO3HATINBY KapaKTePUCTHUKU Ha TypUCTHYKaTa JecTHHauMja. BoBeayBame O3HAaKH Ha
MOTEKJIOTO € KIIYYHO 32 OJIpe/ICHH 00J1aCTH Ha BHHOTO H JIeJTyBa MHOT'Y CTUMYJIATHBHO 32 Pa3Boj
Ha Typusmor (Scherrer u cap., 2009).

3akiay4ox

Bp3 ocHOBa Ha ropeHaBeICHUTE MHIMKATOPH 3a MOXKHOCTUTE 3a Pa3B0j Ha TYPU3MOT MOXKEME
J1a 3aKJIy4uMe:

1. MHory BaxeH (akTop 3a pa3Boj Ha ypOaHMOT Typu3aM HMaaT CMECTYBAauKHUTE
kamaruteTd. Bo mepuomor 2006-2018 romuna nanm 50% on BkymHHOT Opoj Ha
CMecTyBauky KarnanuTeTu Ha PM ce nonupanu Bo JyrosanajiHuoT peruoH, npes ce BO
Oxpuna u Crpyra. OBa e pa3OupiInBO, ako € 3Hae Jieka BO OBOJ JIeJ OJ] JpKaBaTa Cce
JouupaHu HajyOaBuTe npupoaHo-reorpadpceku yoasunu (Oxpuiackoro Ezepo, Oxpun,
Crpyra, HIT "Tanuyuma™).

2. bpojoT Ha HOKeBama c€ Ba)XEH MHAMKATOP 33 PErHOHAIHUOT Pa3BOj HA TYPU3MOT.
bpojot Ha ocTBapeHH HOKeBamwa € HajrosieM BO Jyro3anaJHUOT PETMOH KOU C€ JIBUXKH
oxoiy 50% o BKynmHHOT Opoj HOKeBamwa BO ApxkaBaTa. bpojkuTe ykakyBaaT Ha (GakToT
neka JyrozamaJHUOT peruoH Bo PM e TypucTHuUKM Hajpa3BHEH M HajIpUBIIeYeHA
TYpUCTHYKA JEeCTUHAlLMja, OUAEjKU HajIONyJIapHUTE TYpPUCTUYKHM MECTa BO KOU Ce
OJIp’KyBaaT Hajlmo3HaTUTe MaHHdecTanuu Bo ApxkaBata (Oxpuzacko jero, CTpylku
BeUepu Ha IMoe3ujaTa, bamkaHCKM WIpH, KOHILIEPTH) CE€ JIOLMpAaHU Ha Operor Ha
Oxpuackoro Ezepo (Oxpua, Crpyra). Iloroa cinenyBa Ckonckuor Peruon, Ha Tpeto
MecTO € JyrouctouHuoT Pernon, a Ha ueTBpTO MecTo € Ilenaronnckuor Pernon.

! Guide: Macedonia: Taste-wine and food, p. 36

2 Ilentpasen BuHcku peruon (IMosapnapue- Bapaapcka pmoamma) koj ondaka 83% o0 BKYIHOTO
MIPOM3BOJCTBO M BKiydyBa 7 BuHOTOpja: Ckomje, Benec, I'eBrenuja- BamangoBo, Ctpymuna, Pagosum, OBue
ITone- Bunnna,Kouannu- Bunnna, Tuksen; 3anagen Buncku peruoH (Ilenaronucko-Ilonomku): xoj ondaka
13% o BKYITHOTO POM3BOJICTBO M BKJIydyBa 6 BuHOropja: [Ipuien, burona, Oxpun, IIpecna, Kiueso, TeroBo u
Hcrouen BuHcku pernoH (ITummcko-OcoroBekn) koj ondaka 4% o1 BKYIHOTO MPOU3BOACTBO M BKIYYyBa 3
BuHoropja: Kymanoso, Kparoso, [Tijanen
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3. CornenyBajku o OrpOMHOTO 3HAYEHE Ha JIMLUEHIMPAHUTE TYPUCTUYKH BOJIUYU 3a
pa3BojoT Ha TYpPU3MOT BO TIpaZOBHUTE, KAakO U IMpoOJIEeMOT Ha HepaMHOMEpHa
pacropeieHoCT Ha TYPUCTUYKHUTE BOJIUYM 1O T'PaJOBU, IpenopadyyBaMe CEKOj Tpaf,
3aBHCHO O] TOJIEMUHATa Ha TpajioT, ]a UMa HajMaJIKy €/IeH WM MOBEKe JIMIEHIUPaHH
TYPUCTUYKHU BOIUYHU ((PU3UYKO JIMIIE) KOU K€ OMIIAaT OCIIOCOOCHH TYPUCTHUKUTE TPYIH
J1a TH riprdartar, BoJaT U 3al103HaBaaT co TYPUCTUYKUTE 3HAMEHUTOCTH BO CBOJOT Ipajl.
Bo MoMeHTOT uMMa rpaJoBM KOM HEMAaaT JMLEHIUPAHU TYPUCTUUKHU BOJWYM, Ia
HUBHaTa pa0oTa ja W3BpIIyBaaT KBa3U WM HEMUIEHIMPAHU TYPUCTHUKHU BOJUYH, LITO
MO’K€ MHOTY J1Ja My HAIlITETU Ha TYpPU3MOT BO COOJIBETHUOT I'pal.

4. HeoamMuHiIMBa YMHHUTEN BO Pa3BOjOT HA TYPU3MOT CE€ MYPUCHMUYKUME 600UYU U
mypucmuuxume npuopyyicuuyu. Tue ce opraHu3upaHu Bo 3APYKEHUE HA TYPUCTUUKHU
BoauuM W npuapykaunu oa 2008 roxuna. Criopen nHdopmManuuTe o 3apyKEHUETO,
BO HamaTta apxasa 3a nepuon ox 10 romunm goxenenu ce 790 ceprudukatu 3a
TYPUCTHYKH BOJWYM W TPUIAPYKHHUIIM, MelryTroa aKTUBHO pabortar okoiny 350
TYpPUCTHYKU BOAWYM. Tue ce TpoMOTOpH Ha TYypU3MOT U JApXkaBara IMpea
Mel'yHapOJAHUTE TYPUCTH.

5. Bo mocnenHo BpeMe 3Ha4ajHO MECTO BO Pa3BOjOT HA TYPU3MOT, OJHOCHO ypOAHHOT
TypuszaMm Bo PM umaar u eéunapuume. Tue ce noBeke CTaHyBaaT BaK€H TYPUCTHUKH
MOTEHIIM]jajl 32 pa3Boj Ha ypOaHUOT Typu3aM. Bo Hamiara apkaBa MMa pErucTpHUpPaHO
BKynHO 81 BuHapuja. Bunapuute nmpeTexHo ce JOMUPAHU BO TUIAHTAKUTE Ha JIO30BUTE
Hacaau Ha nepudepujaTa o rpaJOBUTE HA BUHCKUTE PETHOHHU, OJHOCHO HAa HEKOJIKY
KUJIOMETPHU 0]l ypOaHUTE LIEHTPH, IITO € yO0aBa MOXKHOCT BO PAMKUTE Ha I'PafCKUOT
Typu3aM Ja ce nocerar u BuHapuute. Bo 2018 romuna Bo PM uma oxony 24.000
XEKTapy HacaJay Ha BHHOBA Jo3a. Hajromem Opoj Ha BUHApWU BO HalaTa JprKaBa Ce
nonupanu Bo Bapaapckuot pernon — 44 (KaBagapiu 17, Herotuno 15, Benec 6, lemup
Karmmja 5 u I'pancko 1), mro e Hax 50% o BKYMMTHHOT Opoj HAa BUHAPHH BO JprKaBaTa.
[Topaau Toa, BapiapckuoT peruoH CBOjOT pa3Boj Ha TPaICKUOT Typu3aM Tpeda Ja ro
3aCHOBA Ha Pa3BOjOT M MOBP3aHOCTAa CO BUHCKUOT TypHu3aM. Bo 0BOj pernoH ce Haora u
NO3HATaT BUHCKA naTeka: Tukeewka euncka pyma, ce nyOJIMKyBaHU M TPU BOAUYH 32
BUHCKHMOT Typu3aM M ce€ JIOUMpaHu ABa My3eu: Mysej Ha BuUHOTO BO KaBamapuu u
My3ejor Ha BuHOTO BO [lemup Kamuja. HaBenenute ¢axtu ynatyBaaT Ha 3aKiIydoK
nexka BapnapckuoT pervoH mma OJJWYHM TMOTEHIMjald 3a MHTErpupaH pas3Boj Ha
BUHCKHOT M YpOAHUOT TypH3aM.

6. Bo omnoc Ha Ctpartermute 3a pa3Boj Ha TYypHU3MOT BO perHoHuTe Bo PermyOnmka
Makenonuja, Mo>keMe Jia 3aKJTy4lMe JIeKa BO HUTY €/1eH pernoH Bo PM Hema 1oHeceHo
Crpareruja 3a pa3Boj Ha TYPU3MOT, TYKY pa3B0jOT Ha TypuU3MOT € ordaTeH BO paMKHUTE
Ha [Iporpamara 3a pa3Boj Ha rutaHckuTe pernoHu 2015-2019 roguna. Hckiyuok e
Perunonot Ckomje, k0] nma qoHeceHo nocedna Ctpareruja 3a pa3Boj Ha Typu3MoT. Mcro
Taka, MHOT'Y MaJl Opoj Ha OMIITHHU UMaar JJoHeceHo CTpaTeruja 3a pa3Boj Ha TypHU3MOT.
Pa3Bojot Ha 0B0Oj cexTop € ondaTteH Bo CTpaTeruute 3a JIOKaATHUOT €KOHOMCKH pa3Boj.
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COIUMJAJIEH TYPU3AM HACITPOTH COHUJATHUTE @YHKIIUN HA
TYPU3MOT

Huxonuo Hempoel; 3namro Jakosnee®; Hane Komecxu®

Abstract

This paper examines comparisons between the terms ,Social Tourism*“ and
,»Social Functions of Tourism “ and their application. The use of both in our public discourse,
by tourism professionals, academicians, and the media, is often mixed up in that they are used
as synonyms, whereas tourism science makes clear differentiation between the two
terms. This paper clarifies those differences and references practical examples in the public
discourse when both terms are being mixed up in a single term, resulting in negative
implications on the social tourism — which means ,, tourism for all people “. This paper draws
on authors’ own research as well as on analyses of professional books, articles and media
reviews in the field of society and tourism. The aim of this paper is to further familiarize
readership with the term “social tourism” and its future correct application, so that it
doesn’t get synonymous application with the term ,,so0cial functions of tourism “.

Key words: social, society, tourism, freedom, travel.
JEJI kmacudukanmja: L8, L83

Bosen

[ToTTUKHATH OJ1 COBPEMEHUTE CBETCKHU TEHAEHIIMU KaJIe ILITO TYPU3MOT I0JIeKa ja r'yOu cBojara
MacCOBHOCT U C€30HAIHOCT, ¥ C€ IPEOPUEHTHPA BO AJITEPHATUBHU (POPMHU U € 3aCTalleH BO TEKOT
Ha l[eJ1aTa FOJIMHA, KaKo M 0J1 e’ MOT0JIEMHOT Opoj Ha CeMejCTBa KOM HEMOXKAT Ja CH JJ03BOJIAT
naTyBalkba U OJAMOPH MPETEKHO Mopaau (pUHAHCUCKU MPUYMHM, J0jI0BME A0 HEja Ja ro
MOCTaBUME MPALIAKHETO 33 COLUJATHUOT TypHU3aM, TO €CT MOKHOCTHUTE 3a TypHU3aM 3a CHUTE.

CriopenyBambeTo Ha COLMjaIHUTE (YHKIMM Ha TYpU3MOT CO BUCTHMHCKOTO 3HAueHlke Ha
COLIMjaJIeH Typu3aM BO OBOj TPY[ € OJI €HOCTaBHA MPUYMHA, OJHOCHO, 32 JIa TIOYHEME CHUTE
HHE KaKO TYPHCTHUYKHA paOOTHUIM WM TEOPETHYapH MYy TO MOCBETYBaM€ BHCTHHCKOTO
BHUMaHHE KO€ TO 3acily)XyBa JIEHEC COLMjaTHHOT TypH3aM, BO JCHENIHWBE COBPEMEHHU
KOMEpIHjaJTHH YCIOBH.

Ce HaneBame jeka BO ONMCKa WAHMHA TYPUCTHYKUTE paOOTHHUIM KAaKo U JpKaBaTa, Koja ce
neduHUpa Kako ColMjaliHa, K€ Hajlle OJPIKIIMBO PEIISHUE 32 Pa3B0Oj Ha OBOj BUJI TypHU3aM.

! Hukomuo Ierpos, M-p, nikola@portioli.com.mk

2 3narko JakoBsnes, A-p, penoseH npodecop, Yuusepsurer ,,[oune Hdemues* — Lltun, ®akynTer 3a TypusaMm u
ousnuc oructuka, zlatko.jakovlev@ugd.edu.mk

3 [lane Kotecku, 1-p, penosen npodecop, Yuusepsurer ,,loue Jenues* — [Lltumn, MakynTer 3a Typusam u GU3HUC
joructuka, cane.koteski@ugd.edu.mk
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IITo 3Ha4u 300pOT ,,conujagen?

,Couujanen™, goara oJ JaTHHCKUOT 300p SOCIUS KOj BO OyKBaJIeH MPEBOJ 3HAYW JApyrap, u
CIICICTBEHO Ha TOa IMpoM3JeryBa 300poT SOCietasS — Koj 3HaYM JPYIITBO WIIHM OIIITECTBO,
(Wikipedia, n.d.). CoumosiorujaTta e Hayka Koja To Ipoy4dyBa JAPYIITBOTO, CO TOA M PA3IUUHUTE
OOJIMIM PYIITBEHN OJHOCH, IPYLITBEHUTEC WHTEPAKIIMU U HUBHHUOT KYJITYPOJOIIKU aCIEKT.
[Toapaujara co kKou ce OaBU COLMOJIOTHjaTa BApUpaar O aHaIu3a Ha OOMYHUTE CEKOjIHEBHUTE
KOHTAaKTH Mel'y aHOHUMHUTE MOCMHIIM Ha YIIUIIA, 1A Ce JI0 MPOYYYyBAKBETO HA COLMjATHHUTE
MHTEpaKLUK Ha riiodanHo HuBo. (Znanje, n.d.).

IIto npoyuyysa Counosiorujara Ha TypusmMor?

[Ipeamer Ha coLMOIOTHja HA TYPU3MOT € MPUpPOIaTa HA CaMUOT TypH3aM, HEroBaTa CyIITHHA
U CTPYKTYpa ¥ OJHOCOT CO 3HAYajHU KYJITYpPHH U COLMJATHU I0jaBU KAKO IITO C€ MaTyBama,
puTyanu, XHBOTHH LUKIycH. Comuosiorujara Ha TYpU3MOT € IOceOHa COIMOJIONIKA
(mpuMeHeTa) ITUCLMILIMHA BO caMaTa COLMOJIOrHja, KOja € e/lHa OJl ONIUTECTBEHUTE HayKH,
(Studentski, n.d.).

DOYyHKUMHU HA TYPUIMOT

Ymre Bo 1942 ronuna, Teoperndapute 3a Typuszam XyHuukep u Kpand ucraknane neka
¢dokycoT Ha HayKaTa 3a Typu3aM Tpeda aa Ouje BO MpoydyBameTo Ha (PYHKIIMUTE HA TYPU3MOT.
Bo taa cmucna, Typuctuukute (QYyHKIUU C€ CUCTEMATHU3MpaaT MPETEKHO Ha: 37paBCTBEHA,
KyJITYypHA, COIMjaJiHa, MOJUTUYKA U €KOHOMCKa (DyHKIIHja Ha TYPU3MOT, CO TOA IITO MOCTOU
MOBEKEKpaTHa 3aBUCHOCT noMmery oBue QyHKIuU. DyHKIUUTE HA TYPU3MOT ce c(hakaat Kako
CUTE aKTHBHOCTH KOHM CE€ HACOYEHU KOH LIEIUTE HAa TYPU3MOT M HETOBUTE EKOHOMCKH M
HeeKOHOMCKkH edekTu. Toa ce cute edekTH Ha TYypuU3MOT Bp3 UYOBEKOT, OMIITECTBOTO,
CKOHOMHjaTa, HECTOIAHCKUTE JCJHOCTH, MpUpoJaTa, >KMBoTHaTa cpeamHa utH.(Gali¢ic &
Laskarin, 2016).
OyHKIMUTE HA TYPU3MOT K€ TH TOJIeIMME Ha JIBe KaTEKOPHUH:
1. ExoHomMckM (yHKIMM - KOM 'l BKIy4yBaaT CUTE€ aKTUBHOCTH KOU C€ HACOUEHH KOH
OCTBapyBam€ Ha EKOHOMCKHU I1€JI1, U KaKO pe3ysTaT ce JoOMBaaT eKOHOMCKH €(PEeKTH.
2. HeexoHomcku pyHKIHM — OBJI€ BJIETyBaaT (QyHKLIUUTE KOM UM MPYKAT HA TYPUCTUTE
Jla T 3a7I0BOJIaT HUBHHUTE MOTpeOH 3a OAMOp, peKpearrja u pexadunutaruja. OBue
(GyHKIMU MMaaT AMPEKTHO M MHIMPEKTHO BJIMjaHUE Bp3 TypuUCTOT. HeekoHoMckuTe
(GyHKLIMU BIMjaaT Ha TYpUCTUTE KaKO MHIMBYAYH, a CO OIJiel Ha MacOBHOCTa Ha
TYpUCTUTE, U Ha TypU3MOT BO LieidMHa. Bo ucTtopucka cMucna, oBue (QyHKIHU Ce
1ojaByBaaT NpBU IOJ BIMjaHHE Ha MOTHBHUTE M MOTpeOMTE, Taka LITO ONpPaBJaHO
MOKEME Ja 3aKiIydyuMe JeKa Typu3MOT HE MOXKE Ja IMOCTOU 0e3 HEeeKOHOMCKHTE

byHKINN.

TaGena 1: I[lodenba na ¢pynkyuume na mypuzmom

DYHKIUH HA TYPU3MOT
Exonomcku HeexoHoMCKH (ONIITECTBEHHM)
MynTUIIIIMKaTUBHA 31paBCcTBEHA
Pa3BojHa KynrypHo - 06pa3oBHa
BpaboryBame ConyjanHa
[Inaren GuiiaHc [TonMTHYKO - NAEONONIKA
Pa3mena Ha cToka

W3Bop: Galici¢, V., Laskarin, M. (2016). Principi i praksa turizma i hotelijerstva., ctp.71
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AKO €KOHOMCKHUTE (PYHKIIMM Ha TYpU3MOT Tpeba Ja Tu npoydyBa ExoHOMHKa Ha TypuU3MOT,
3/IpaBCTBEHUTE (DYHKITUH J1a TH IPOYYYBa 3PaBCTBEHUOT TypH3aM, KyATYpPHHUTE, COLIMjaTHUTE,
NOJUTUYKUTE PyHKIMU Tpeba na ru npoydyBa Conuosoruja Ha Typu3MoT.

CounmjanHa pyHKUMja HA TYPU3MOT

Kako mro moxeme na Buaume, GyHKIUUTE Ha TYPU3MOT, EKOHOMCKH MJIM HEEKOHOMCKH, Ce
HAaCOUYEHU KOH TYpPU3MOT IPBEHCTBEHO KakO L€J, U OBO3MOXKyBaaT YCIOBU KOU HOCaT
OeHeUTH KaKo HA EKOHOMHjaTa, IPUBATHUTE CTOMAHCTBEHUIIM, TaKa U Bp3 TYpUCTUTE. 3HAUH,
KOTa aBTOpHUTE NUINYBAaaT 32 (DYHKIHHM HA TYPU3MOT, KOra TYpPUCTHUUYKUTE PaOOTHHULIU WU
Ip>kaBata paboTar Ha GyHKIMUTE Ha TYPU3MOT, OBJIE CTaHyBa 300D 3a rie/ame Ha TYpU3MOT
KaKO CTOIIaHCKA IPAaHKa, a Ha TYPUCTUTE KAKO MOTPOLIYBaYM U KOH3YMEHTH BO Taa IPaHKa.

Conyjannara pyHKIMja Ha TYPU3MOT IIpUrara Ha T.H. UHAUPEKTHU HEEKOHOMCKH (DYHKIIUU (CO
nonutryka QyHkuja). Toa mokakyBa jeka Typu3MOT BIIMjae Ha HAMATyBamhe Ha COIMjaTHATE
pa3iuKu MoMery MHIUBHIYaJTHUTE YOBEYKU TPYIH, KIAcH, HApoau wiu pacu. Jlyreto He
CTaHyBaaT TYPUCTH 32 J]a Ce APYXKAT WU IPaaat, HO THE C€ MOCIEANIH Ol TYPU3MOT, CIIOHTAHO
WIA Bp3 OCHOBA Ha TCHXOJIONIKMA WJIM OPraHU3AIlMCKU IMOJTOTOBKH HANPABEHH O] JPYTH
daxropu (Gali¢i¢ & Laskarin, 2016).

Jlonro Bpeme, HayKaTta 3a Typr3aM INIaBHO TH IIPOYYyBallle TOKMY OBHE HEEKOHOMCKH (DYHKIIHA
Ha TypusmoT. Cemnak, HEOJAaMHEIIHHMOT MPHOJ Ha pPa3BOj Ha TYpPU3MOT MOKaXyBa JeKa
€KOHOMCKHUTE (DYHKIHHU, O€3 OrJie] Ha BAXKHOCTA HA HEEKOHOMCKUTE MOTHUBH U () YHKIHH, BO
COBPEMCHUTE YCJIOBH HE CaMO IITO CTaHAaa PEYUCH HEpas3[elIHu OJ JIPYTHTE, TYKY
IPETCTaByBaaT €/IeH O] HajBIICUYATIIMBUTE U MPAKTUYHO HAjBAKHUTE M CIIOKEHUTE e(heKTH Ha
Typu3mort. Tyka Tpeba a ce 3a0enexu JeKa OUMOT ,,HECKOHOMCKH (DYHKIIMHU® BEPOjaTHO HE
€ COOJIBETHO M30paH, OM/IejKM HEKOU O] HaBEJACHNUTE HEEKOHOMCKHU (DYHKITUH JICHOBUBE MMaaT
3HaunTeNnHu ekoHoMckH edexTu (Galici¢ & Laskarin, 2016).

ConujanHata KOMyHHMKalMja IPETCTaByBa €JIeH Ol OCHOBHUTE €JIEMEHTH Ha OIIITeCTBeHaTa
koxe3uja. CriocoOHOCTa Ha YOBEKOT Jla KOMYHUIMPA Ha €/IeH Crelu(rueH HaYuH BO CBOjaTa
3aeHMIA € (PaKTOp Ha OCTBAPYBAETO Ha HEroBaTa XyMaHa Co/ip>knHa. Taka KOMyHUKalijaTa
Ce OJBMBAa Ha JIOKAJIHO, PETHOHAJIHO, JPKaBHO M CBETCKO HMBO. 3Ha4ajHa yJora BO
OpOIIMPYBAkETO Ha COIMjajiHaTa KOMYHHMKAIMja, IIOKpaj CpeicTBaTa 3a MacoOBHA
KOMYHHUKalja UMa U Typu3MOT. JleHec Typu3MOT M colMjajHaTa KOMYHHUKalllja uMaar
ruiaHeTapHu pasmepu (ToHnoBcku, 1996).

@dopcupaHUOT pa3Boj HAa TYPU3MOT 3apajy INOCTUTHYBamke Ha IITO MOJOOPH E€KOHOMCKHU
e(l)eKTI/I, AOBCAYyBa O0 XPTBYBAKLC HA YOBCUKHUTC BPCAHOCTHU M 3aIlIOCTABYBAK-C HA HET'OBUTE
OMIITECTBEHH (YHKIMH, TOBEIyBa 0 I0jaBa Ha C€ IOBEKE HETaTHBHU EJIEMEHTH, KaKO
€KOJIOIIKY IITETH, 0€3BPEIHOCT U JIPYTO.

Hajronema npoTUBpeUHOCT Ha TYpU3MOT € LITO TOj C€ pa3BUBa BO 19 Bek Kako MpUBUIIETH]a HA
Oyprkoackara Kjaca, Koja BOCIIOCTAaBMIJIa NMOCEOHH MpaBMIIa 332 MOMHHYBambe Ha CI000IHOTO
BpeMe Ha ce IorojieMuoT Opoj Ha Jiyfe, OMIejku TyKa Bujena HoBU n3BopH Ha mpo¢ut (Iletpos,
2020). [Topaau neHEMHOTO MPETEPaHO EKOHOMCKO, KOMEPIIMjalTHO IIeJjakhe Ha TYpU3MOT, He
ce MOCBETYBa JJOBOJHO BHUMAaHUE Ha YOBEKOT, HETOBUTE MOTPEOH, HAKO YOBEKOT € TO] KOj Ha
TYpU3MOT MY J1aBa AUMEH3Hja Ha OMIITECTBEH (PEHOMEH.
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Counjanen typusam
CouujanHuor Typu3aM Bo OyKBajlHa CMHCJIA 3HA4H ,,TypPHU3aM 3a cUTe".

Ce pabotu 3a OMM KOj € HOB BO TypHUCTHYKAaTa TeOopHja, M Tpeda Ja ja 03HaYyBa CeKoja
AKTUBHOCT KOja MMa 3a I1eJ1 BKIy9YBambe BO TYPUCTHUKUTE JABIDKEHH-A M HA JTyI'€TO KOM HE MOXKAT
Jla CH JI03BOJIAT KOMEPIHMjaJeH Typu3aM Iopaad (UHAHCUCKU TPHYMHU, KAKO M Ha
MapruHaIM3UpaHUTE TPYIH Ha JIyfe. 3aToa € TEIIKO J]a T0 CMECTUME BO HEKOja O] TIO3HATHTE
KaTeropuy Typu3aM KaKO MacOBEH MM ajTepHaThBeH. [IpaBuiiHa mojenda Ha Typu3MOT OU
Ouiia Ha JIBe KaTeropuu, KOMEPIMjaJieH H COIMjaJieH, TaKka IITO U JBETE KaTErOpUU MOJXKAT Jia
OuaT MaCOBHU U AJIITEPHATUBHU.

[TocnenanBe 30 TOOWHU OJ OBOj CHUCTEM, KOj 3HAUM JIuOepanm3alyja, MpUBATU3AIN]a,
(IIeKCHOMITHOCT, Jeperyiandja, HacTaHaa TroOJeMH MOJEJ0M BO OMINTECTBOTO, KaKO BO
CKOHOMCKHUTEC TaKa U BO COI_[I/IjaJIHI/ITC cerMeHTu. Bo COI_[I/IjaHHI/ITe CEIMCHTH C€ IIOACIN
3[PaBCTBOTO, 00pa30BaHUETO, KYATYypaTa, HayKaTa, Ha IPUBATHH U IPYKABHH.

OnenHam U TYPUCTHYKHOT CEKTOP CTaHa JOMUWHAHTHO IIPUBATCH, OAHOCHO KOMCpHI/IjaJICH, HO
Ce noaennja U TYPUCTUTC, HA TUC KOU MMAaT BUIIOK IIapHu U CJIO6OI[HO BpPEMC U MOXKaT Ja CHu
o A03BOJIAT TYpU3MOT, OAHOCHO OJIMOPp M IIATyBambC, U THC KOM HEMaAAT HOBOJIHO IIapu U
CJIO6OI[HO BpPEMC 1 HCMOXKAT J1a CH J03BOJIAT WUJIK HC UM C€ JO3BOJYBa OAMOP WJIH IAaTyBambC.

TypHUCTHYKHOT MPOU3BOJ CTaHA JTYKCY3HO, KalTUTAITHO A00pO, TOj HEe Tpeba aa Ouae gocTareH
Ha cute. Toa e peanHocTa aeHec. COLMjaTHUOT TypU3aM OMJI KapaKTepPUCTHUUYEH BO NEPUOJIOT
Ha conrjam3Mot Bo COP Jyrocnasuja, 1o/1eka co IPEMUHOT OJ1 COITUjaTUCTUIKAOT CUCTEM BO
HEONMOEPATHUOT KAUTATUCTHUKHA CUCTEM IIpH KpajoT Ha 80 Tute u mouetokot Ha 90 Tute, T0j
€ YHHINTEH, 3aHeMapeH, 3a00paBeH, Kako M MHOTY JpYrd HacjeIeHH TNPHUI0OUBKH O]l
nperxoaHuot cucreM. [locne Bropara Csercka BojHa, a moceOHO co moyeTokoT Ha 60 TuTe
TOJIMHU, TparaHuTe, pAOOTHUIINTE, TUTATEHUOT TOIUIIICH OAMOp MOYHYBAAT /1a To cakaaT Kako
CBOE IPaBO KOE € MOBP3aHO CO )KMBOTHUOT CTaHaapA Bo EBpora, Taka ja 0IMOpOT CTaHyBa Jell
0]l HOBHOT OIIITECTBEH JIOTOBOP.

Merfynapoanara opranuzaurja Ha padotHuuure 1970 co Konsenmujara 132 mpenopauysa
IUIATEHUOT TOJMILIEH OJMOp Jla Tpae OJ HajMaJlKy 3 HeJeNd, HO MHOTY 3€MjU Torail Beke
JI03BOJIYBaa M 4 HeJenu IjiaTeH roauuieH oaMop. OBHE YCIOBU CTaHaa KaMEH TeMEIHMK Ha
MOCJICBOCHATa TYpPUCTUYKA WHIYCTpUja OuAejku Tmapojata ,Typu3aMm 3a CUTE” He
nojpazOupanga camMO €O 3aKOH 3arapaHTUPaHO NPaBO, TYKY M MOXHOCTH 3a TNaTyBama.
CnpoBenyBajku TakBa TMOJUTHKA BJIaJWTE TEKHEEIE KOH JaKHEHE€ Ha COIUjalHaTa |
HallMOHaJTHaTa XapMOHMja. MacoBHOcTa Ouila 1moBeke o1 MOTpedHa, a IOKOJIKY rparaHUTe He
Ouyie BO MOXKHOCT Jla CH J03BOJIAT KOMEPIIMjATHO CMECTYBamke M TaKa Ja CTaHAT TYPHCTH,
JpXaBaTta, CHHAMKATUTE U APYrUTe OpraHu3ally Ha pa3HU HAUMHH I'0 OTHKHYBAJIE CUCTEMOT
Ha COLMJaJTHUOT TypH3aM 4YHja KJIy4YHa MpeAHOCT Owiie moHuckure neHu. Ho morpemHo e
MOCJIEBOEHHOT COLIMjaJieH Typu3aM BO JyrociaBuja Ja ce MOBp3yBa caMO CO KOJEKTHBHATA U
JQUpUTHpaHa opranusaiona mpakca (Granditis & Taylor, 2013).

Cropen ,,3ak0H 0 Mel'yCOOHMM OJHOCMMAa pajaHuKa y yapyxkeHoMm pany”, Cm, 22 (1973),
onmopot e orpanuueH of 18 o 30 nenoBu. Toa e roquHara kora Jyrocnasuja ja patudukysa
Konpenmujata 132 co ,,3akoH o paruduxamuu Konsenmuje Opoj 132 MeryHnaponne
opraHu3zalyje pajaa o IiaTeHoM roauuimeM oamopy™, Ci, 52 (1973), kora roIUIIHKOT OAMOP
C€ BO3JIMTHYBAa Ha YCTABHO 3arapaHTHPaHoO MPaBo co Koe padoTojaBauMTe Mopaar jaa Io
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JaBat, a paboTHULIMTE HE cMmeaT jaa ro ondujat. Co oBHE MPaBHU OJPEOU € 3alpTaHO JeKa
HHUKOj OZMOPOT HE CMee Ja ro IMOMHUHE JI0Ma, TaKa jyrOCIOBEHCKHOT >KUBOTEH CTaHAAP] U
€KOHOMCKaTa Pa3BUEHOCT OBO3MOXKYBaaT OJTMYHO ONKPYKYBAmbe 3a COLMjaJIeH TypU3aM.

CucreMOT Ha colMjalieH Typu3aM OWJI 3aCHOBAH Ha JIBE TJIABHU OCHOBH:
1. TIpBOTO ¢ MapUYHUTE OJECHYBakba, KAKO CHIKCHH IIEHH U PErpec 3a FOAMIICH OMOp,
2. Broporo, KamanuuTeTHTE 32 CMECTyBamkhe, pAOOTHUYKUTE OJAMOPAJIHILTA WU JOMOBUTE
3a 0JIMOD.

On 1952 ronuna na ce po pacmnanor Ha COP JyrocnaBuja, paboTHUIIUTE, CIIyKOCHULIUTE,
YJICHOBUTE HAa CHUHAMKATUTE, BOJHHULIUTE, MOJUIAJUATE, CTYJCHTUTE M TEH3UOHEPHUTE
ocTBapysaar 1paso Ha 40% moIyCcT Ha IaHCHOH BO C€30HA, OJHOCHO Ha 60% nomycT HaaBOp
0]l Ce30Ha, BO Tpaewe o] Tpuecet aeHa (Duda, 2005). JlomoBHTe 32 0MOP MOCJIE BOjHATA YECTO
Ce CMECTEHHU BO HallMOHAJIU3UPAH UMOT, KaKO IPUBATHU BWJIM, XOTEJIH, UMOTH, BO KOH ITOPAHO
ce pa3oHOJyBaja caMO BHCOKara Oyproacka kiaca. Crenejku ja ujaejata 3a pa3Boj Ha
COLIMjAJTHUOT TypH3aM, Jp’KaBaTa yIPaBYBAKETO HA OBHE OOJEKTH TO NPEMyINTHIA Ha
CHUHJIMKATHUTE, COJY3HUTE U PEIyOJUUYKUTE MUHUCTEPCTBA, BOJCKAaTa, MACOBHUTE OpraHU3aluu
U 3aJpyr'uTe, TO €CT Ha camoymnpaByBame Ha pabotHunure. Co MPEeMHUHOT BO HOBHOT
MWJIEHUYM, OJIMOpAJIMIITaTa HAa paOOTHULIUTE Ce IporjacyBaar 3a HeJojajJHa KOHKYpeHLja
Ha TYpPUCTHUYKUOT Om3HKC. Bo 00pa3inokeHneTo Ha mpemioroT Ha 3aKOHOT 33 YrOCTUTENCKA
nejaoct o 2006 roanHa ce Benu Jeka ,,pyHKIHjaTa OAMOPAIHILTA KAaKO COLUjaJIHU KaTeropuH,
KOHM CO Ba)KEUKHOT 3aKOH CE ypenyBaar Kako 00jeKkT, e o0ueHa co u3MeHara Ha 3aKOHOT O]l
2001 roauHa co MPONHULIYBamkEe A€Ka CaMO YTOCTUTEI MOXKe /1a 00e€30e1 YTOCTUTEICKH YCIyTH
BO HUB, JIeKa TAKBUTE MTOCTOJHU KaNallUTETH Tpeda Ja OMaaT IeJT0CHO KOMEPIUjaIn3upanu .
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el COME TO YUGOSLAVIA
Cnuka 1 u 2: Typucmuuxu naaxamu 00 COP Jyzocnasuja

H3Bop: https://www.blic.rs/riznica/nostalgije/nostalgija-pogledajte-kako-se-jugoslavija-

nekad-reklamirala
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Ilenn Ha conujaHUOT TypHU3aM

['maBHa 1€ Ha COLMjAIHUOT TypHU3aM € MOXKHOCTH 32 CHTE OIIITECTBEHH CJIOEBH, U THE CO
MOHKMCKH MPUMarba J1a C€ BKIYYaT BO CBETOT HA TYPU3MOT U MaTyBambETO HAJIBOP O MECTOTO
Ha IIO0CTOjaHo kuBeewe. LIlnpoka Maca Ha Jyfe ce BKIIydyBa BO TYPU3MOT, @ MHOTYMHUHA CBOETO
MPBO TYPUCTHUKO UCKYCTBO, IPBHOT T'OAMILIEH OJMOP, IO UMaaT MPEeKy COLUJaTHUOT TypH3aM.
Bo C®P JyrocnaBuja JOMAamHUOT Typu3aM BO rojJeMa Mepa 3Hauelo oIyluTame, 3a0aBa u
pexabunuranyja. JyrocJioBEeHCKHOT COLMjaliu3aM Ha I[OMMOT OAMAapame My I[pHaaBajl
dyHaaMeHTaTHO 3HAUeHe OMECjKM KOHTHHYHPAHO ja MCTAKHYBAJ HMJ€jaTa JIeKa TOJUIIHHOT
oJMOp € OOJMK Ha MCKYyCTBEHa KOMIICH3alldja 3a paboTaTa, MJeja Koja Ce BKIIOIyBajia BO
[ENIMOT OMILITECTBEHO - COIIMjaJIMCTUUKH MPOEKT. [To mprumepoT Ha TOa, jyrOCIOBEHCKHOT YCTaB
oxa 1963 roguua ro u3riacani MJIATEHUOT TOJUILECH OJMOP Kako MPaBO HA paOlOTHUKOT, KaKo
U JIHEBHUOT M HEJCITHUOT OMOD. ,,PAGOTHHKOT MMa NMPaBO HA JHEBEH U He/leJIeH 0AMop, U
HA IJIATeH TOJUIIEH OJAMOP BO Tpaemwe 01 HajMauky 14 padoTHH HeHOBH®, - YCTaB Ha
C®PJ, 1963, unen 37. loneka Bo YcraBoT o1 1974 ronuHa, 10KMHATA HA 3arapaHTUPAHUOT
onMop 6miia 3ronemeHa Ha 18 pabOTHH EHOBH.

ConyjanHara UCKIYYEHOCT € MO3HaTa Kako €JeH O] IIaBHUTE MpoOJieMU Ha COBPEMEHOTO
OIIITECTBO, @ TYPU3MOT, OJJHOCHO HETOBHOT COLIMjaJICH IMOTEHIIMjaJI, € MMO3HAT KaKO €JICH O]
MO>KHHTE HAYMHU 3a 3T0JIEMYBamkE€ Ha COLIMjajHaTa KOXe3uja U yOnakyBame Ha MpoOieMuTe
Ha OIIITECTBEHATa WCKIYYeHOCT H oOecmpaBeHocT. Jlenec CoIUjaTHHOT TypH3aMm ce
neduHUpa Kako CeKoja TypUCTHUKA aKTUBHOCT KOja MMa 3a IIeJ Ha CUTe oOecrpaBeHU U
MapruHaJIU3UPaHH OIIITECTBEHU CIOEBH J]a UM OCUTYpa TEMEITHO YOBEYKO IIPABO HA OJIMOP U
pa3oHoja, ciopes wieH 24 ox Ommirara aekinapanuja 3a 4oBekoBu npasa Ha OH. Cerckata
typuctudka opranuzamja UNWTO ycBojyBa moxymeHT o ume I'100amHu €THYKH KOJEKC
3a Typu3aMm BO KOj, BO WIEHOT 7 ce AeuHHpa ,,CEOMIITO MPaBO HA Typu3aM™ Koe € MPUPOJAHA
MocJieIniia Ha (PyHIaMEHTAIHOTO YOBEKOBO MPABO HA OAMOP M Pa3OHOA, 3arapaHTHUPAHO CO
unenot 24, (UNWTO, 2001).

EBpornickara yHHja MOKpeHyBa OpOjHM MHMILMJATHBHM 32 Pa3BOj HAa COLMJATTHUOT TYpHU3aM.
EBporickara koMucHja BO CBOJOT JECETTOJIMIIEH CTpaTelIKu IiaH noj uMe EBpoma 2020 —
EBporicka cTpaTeruja 3a neMeTeH, OAPIKIUB U MHKITY3UBEH pacT, Ha IOBEKe MECTa ja HarjaacyBa
notpebdara 3a 3rojeMyBame Ha OMNIITECTBEHATa U TepuTopHjaiHa Koxe3nja Ha EY, kako u 3a
JaKHEeHWE Ha CONMJIAPHOCTA MOMery rparaHuTe, eI KOU C€ BO MOTIOIHOCT YCKIIaJeHH CO
TJIaBHHUTE IENTM 3a pa3Boj Ha corujaanuor typusam, (European Commission, 2010). Bo P.
XpBaTcka, CrIope/l HUBHATa HAIMOHAJIHA MTPOrpaMa 3a COIUjaJIeH Typu3aM, IeJTHU TPYIH 3a
BKIIy4YBamb-€ BO COIMJAIHUOT TypU3aM Ce:
1. Jlena no 17 ronunm,
2. Mnaau ox 18 1o 25 roauny,
3. Tlocrapwu nura oa 55 TOJMHU ¥ IMOBEKE CO HUCKH JTMYHU TPUMaba,
4. Jluua co pa3iauyYHU BPCTH WHBATUAUTETH, TEJIECHU, MEHTAIHH, UM OIITETyBama Ha
CETHJIHUTE OPTaHH,
5. Boenu BeTepaHM W CTpamalHUIM O] JoMmoBuHckarta BojHa, (Republika Hrvatska,
Ministarstvo turizma, 2014).

223



Third International Scientific Conference
CHALLENGES OF TOURISM AND BUSINESS LOGISTICS IN THE 21ST CENTURY »ISCTBL 2020«

N

Ng
]
el -
= G
© 5
N

SE
s '3

> 3

Cnuka 3: Ceemcku den na mypuzmom. Typusam 3a cume.
HW3Bop: https://mint.gov.hr/vijesti/svjetski-dan-turizma-27-rujna-promovira-vecu-dostupnost-
turizma-za-sve-skupine

CBeTCKHOT JIeH Ha TYpU3MOT C€ CJIaBU HHU3 LEJIMOT CBET, BKIYYUTEIHO U BO XpBaTcKa, Ha 27
cenTeMBpH, Kako mTo ¢ HajgoxkeHo og UNWTO, nmpoMoBUpajKku morojemMa JOCTAITHOCT Ha
TYpU3MOT U TYPUCTUYKATa HH(PPACTPYKTypa A0 CUTE TPYIH Ha JIyfe, 0COOEHO OHKE CO TOCEOHU
noTpedu, CTapuTe JUIAa M TOJIEMHUTE ceMejcTBa co jaena. CBETCKMOT JIeH Ha TypHU3MOT MMa
pa3inyHa TeMa cekoja roauna, n3dpan ogq UNWTO, koj mpoMoBupa 1moaodpo pa3dupame Ha
TPEHIOBUTE BO TYPH3MOT U BaXKHOCTA HA OAPXKIUBHOT Pa3Boj Ha Typu3MoT. Co rognMHaIIHATa
Tema ,, Typr3aM U MPUCTAITHOCT: MPOMOBHpame Ha yHHBep3aiaHa npuctanHoct UNWTO ro
NPUBJICKYBa BHUMAHHETO HA MPHUIOOMBKUTE O] MPUCTAITHOCTA HA TYPU3MOT 32 CUTE TPYIIH,
Mery NIPYruTe M 3a PaHJIMBUTE, MOCHPOMAIIHHU, CO (U3WYKH M JPYTd MPEYKH, KOU HMaaT
pa3M4Hu noTpedu 3a maryBama o1 T.H. oouuynu Typuctu (Republika Hrvatska, Ministarstvo
turizma, 2016).

Kako mro moxeme 1a BHAWME, COIHMjaATHUOT TypH3aM HAacTaHal Kako Mocienuia Ha
(GyHAaMEHTATHOTO MPaBO Ha YOBEKOT Ha 0AMOp U pekpearja. Co J0OMBamHETO HA MOTOJIEMH
pabOTHUYKH TIpaBa, paOOTHUKOT CTEKHAJI MTPaBO M Ha TUIATEH rO/MIIEeH oAMop. Bp3 ocHoBa Ha
CeTO OBa, M KaKO KOMIIEH3allMja Ha BIIOKEHHOT TPYyJ BO pabOTHHOT Mpolec, pabOTHUKOT
no00MBa eTHaKBa MOYKHOCT 3a OJIMOp M peKpealirja HaJBop O] TOCTOJaHOTO MECTO Ha KUBEECHE.
M Tyka HacTaHyBa COLMJATHUOT TypH3aM Kako KaTeropuja, Oujaejku ApkaBaTa Koja MMa
00BpCcKa Ja My TO OBO3MOKM OBa YCTaBHO 3arapaHTHPaHO MPaBO Ha OAMOP M pEKpearmja,
MOYHYBa Jla TPpajyl KamaluTeTH, WIK J1a MPUCIOCO0yBa BeKe MOCTOCYKM KarlalUTeTH 3a Jia
MOYKAT Jla C€ CMecTaT paOOTHHUIINTE KOW 3aMHHYBAaT Ha HUBHUOT 3aCITy’KEH TOAMIICH OAMOD.
OBze He craHyBa 300p 3a €KOHOMCKO WJIM KOMEPLH]JaTHO TJIe/labe Ha TYPU3MOT, OJHOCHO HE
Ce pa3BHMBAAT U I'PaJaT TYPUCTHUYKH KaMAIIUTETH WIN TYPUCTUYKATA IPaHKa COIHjaJIeH TyprU3aM
3a J1a ce MpUBJIeYaT TYPUCTH 3a J1a TPOIIAT Mapu U IpaBaT NPOPUTH, TYKY YOBEKOT OJHOCHO
pabOTHUKOT € Ha MPBO MECTO M JIp)KaBaTa My TO OBO3MOXKYBa HETOBOTO MPUPOIHO MPaBO Ha
OJIMOD U peKpealyja.
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AnTHnponaranaa Ha CoumMjajJHNuOT TypU3aM

[utupanu cTaTUH Of] €NEKTPOHCKUA MEANYMHU:

»ABcTpHja, ['epmannja, Benuka bputanuja u Xonanayja 6apaat MOKHOCT 3a MPOTEPYBAkHE HA
rpafanu Ha apyrurte 3eMju Ha EVY, a 3a oBaa nHunmjatusa ke ctane 300p Ha ciieaHarta cpeada
Ha MUHUCTPHUTE 32 BHATPEIIHH paboTh Ha YHHjaTa. Bo nmucmo ymateHo no wieHkute Ha EY
VIITe Tpe]] MIeCT MECEIM, OBUE YeTUPH 3eMju mobapaa on EBporickara kKoMucHja aa JaeiyBa
MIPOTHB T.H. ,,COIUjaJICH TYpU3aM .

Buenckuor BecHuk ,Ilpece®, Meryroa, ykakyBa Jieka oBa Oapame € BO CIPOTHBHOCT CO
ciobosata Ha JBIKEH-E BO paMKkuTe Ha EY, KOja BO cuTe €BPOIICKU TIOTOBOPH € HaBe/leHa KaKo
€/IHa 01 YETUPUTE OCHOBHU cJ1000/11 BO YHHjaTA.

... Len Ha yetupute 3emju ce, ipexa ce, Pomurte ox Pomanuja u byrapuja, 3a kou TBpaaT jeka
3aMHHYBaaT BO 3amajHa EBpoma co 1ien 1a )KuBeaT 0] COIMjaaHa MOMOIIL...

... EBporickara KoMHcHja UCTaKHyBa JIeKa He TIOCTOM ToTpeda 3a mpe3eMame MEpKH 0e3 jacHH
(bakTH ¥ NOJATOLM 3a 3JI0YNOTPeOH Ha COLUjalIHUTE YCIIyTd, HaBenyBa ,,IIpece. — OGjaBeHO
Bo: Ceet 07 OxTomBpu 2013.* (dakTop, 2013).

“EVY co ynaTcTBO IPOTHUB ,,commjasieH Typu3am*, natym 13.01.2014.

[IpBuyHHTE, NETYMHO CHpPOTHBCTABCHH KOMEHTApH OJ bpuicen 3a comujaaHara TOMOII 3a
HEeBpaOOTEHHUTE JOCEIICHUIIM YIITE TOBEKEe ja MOTTUKHA nebarara 3a nocenyBame. Cera
Komucujara Ha EY npe3eHTHpaiie KpuTepuyMH 3a COIHjaTHA IOMOIIL...

.. »YBEpPEH CyM JIeKa O]l Hallla CTpaHa HajMHOT'Y IITO MOKEME JIa CTOPUME € J1a [T0jaCHUME KaKo

Bp3 OCHOBa Ha IOCTOEYKUTE 3akoHM Ha EY Moxe na ce mocramyBa MPOTUB HU3Mama H
3noynorpeda“, peue AHmop neHecka Bo bpucen. Toj ucroraka mpercraBu ymarctBo Ha 50
CTpaHUIIY 3a IpaBuiiaTa 3a paborta Bo 3emjute Ha EVY.

... Bo I'epmanmja m3MuHaTaTa Hejaena IMpeIu3BHKa BO3HEMHUPEHOCT €/1HAa EKCIepTH3a Ha
Komucujata na EVY 3a cnywaj nmpexn EBpomckuor cyn. bpucenckure BiacTM BO Hea
apryMeHTHpaar JeKa FepMaHCKHUTE BJIACTH HE CMearT MayIlaaHo aa ru uceaydat EY — ctpanuure
o]l conMjanHara nomoul. HaMmecTo Toa cexoj moeauHedeH ciiyyaj Tpeba BHUMATEIHO Jia ce
npoBepH. [ epMaHCKUTE MOJIMTHYAPH HA OBa pearrpaa Bo3Hemupeno. (DW, 2014.).

® picture-alliance/dpa

Crnuxka 5: ,, Coyujannu mypucmu *“ — cnoped meouymume
N3Bop: www.dw.com/mk/ey-co-ynarcTBo-poTHB-COLIU]AJICH-TYPU3aM.
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,»KOMeHTupajku ro cimydajor co LleHTapoT 3a BpabOTyBamke BO HMCTOYHOTEPMAHCKHOT Tpall
Jlajnmur, koj ro ordpau GapameTo 3a OeHepuy Ha PomaHKkaTa U HEJ3UHHOT CHH, POJEH BO
I'epmanuja, BaTiier u3jaBu qeka BIacTUTE UMaat MpaBo J1a oA0ujart.

,»Ce paboTH 3a crpedyBame Ha 3JI0ymoTpeda W OApeNeH BUJ ,,COUMjAIeH TypuszaMm®, pede
a/IBOKaTOT, KOPUCTEJKH (pa3za Koja cTaHa NMOJIMTUYKK OOBMHETa BO 3eMjU Kako Benuka
bpuranuja, ['epmanuja, ABctpuja u XonaHauja, Kajae HE3aJI0BOJICTBOTO CE 3TOJEMH IPOTHB
Hekou umurpantu oa EY kou Gapaat uciiatu 3a corujainHa nomorr™. (EU Business, n.d.).

Co muTUpamkeTO Ha OBUE TEKCTOBU MTPE3EMEHH O €JICKPOHCKUTE MEANYMHU, IOKaKyBaMe JIeKa
noumot CouujaneH TypusaMm He € J00po pa3OpaH O HOBUHAPHUTE, WM MaK HAMEPHO TO
yrnoTpeOyBaaT BO MEXOpaTHBHA CMHCTIa. EKOHOMCKHTE MUTPAaHTH KOM ja HAIyIITaaT CBOjaTa
TaTKOBMHA M 3aMUHYBaaT BO 3allaJHATE €KOHOMCKH Pa3BHEHH 3E€MjH 3a Ja ce BpaboTaT win
KOpHUCTaT TaMmy COLMjadHH OeHeUIK, HOBHHAPUTE BO CBOMTE TEKCTOBU I'M NPUKAKYBaaT
KaKo ,,COIMjaJTHU TYPHCTH .

Taka THe HEHaAMEPHO WJIM HAMEpPHO BHECYBaaT IOTPEIICH BIEYATOK Ka] YUTATENuTe, Kaj
CTpy4YHHTE PaOOTHUIM O 00JIacTa Ha TYPU3MOT, M HAHECYBaaT IITETa HA LEIHUOT OJIaropoacH
MPOeKT Kako mTo € ColMjamTHuoT TypU3aM.

3aKJIy4oK U Mpenopaku

Bo Tpynor ro BumOBME BUCTHHCKOTO 3Hadewe Ha COLUjaIHUOT Typu3aMm. Meauymure,
€JIEKTPOHCKH W IMUIIaHU, Tpeba J1a MpecTaHaT Ja To MPUKAKyBaaT COLUjATHUOT TypH3aM BO
NEeXOpaTHBHA CMUCIIA, TYKY Ja IO ynoTpeOyBaaT HErOBOTO BUCTMHCKO 3HAUCHE.

[Totpebara o1 MpaKTHKyBame Ha COLIMJaTHUOT TypU3aM € rojieMa M 3HauajHa KaKko 3a MIIaIuTe
ayre, pabOTHULIUTE CO HUCKH MTPUMarha, IEH3HOHEPUTE, MapTUHAIM3UPAHUTE TPYITHN JTyl'e, Taka
U 3a apkaBata Bo 1menuHa. Co COLMjaTHHOT Typu3aMm JoOMBaMe 3rOoJIeMEHa ColldjajHa
WHTEpaKiija ¥ KOMyHUKAIlMja Ha JIyF'€To, a MOoce0OHO Ha COIMjaTHO MCKIYYCHHUTE TPYMH Ha

ayre.

bunejku npxaBata mo YcraB ce AeduHUpa Kako colMjaiHa, Taa € JOJDKHA Ja IO MOYUTYBa
VYcTaBoT U 1a ro 0BO3MOKHU (GyHIAMEHTAIIHOTO IPaBO HAa OJIMOP M peKpealitja 3a CUTe Hej3UHU
rparaHu.

Bo neHemHoTo KanuTaaucTUYKO OMIITECTBO Kajle IITO HMaMe caMo MPUBAaTeH KOMEpLHjaleH
Typu3aM, JpkaBata Tpeba aa 006e30enu W OMIITEeCTBEHH, APKAaBHU TYPUCTUYKU KalaluTeTH
KOM Ke HyJaT Npu(aTivBy HEHU U YCIOBH 3a TYpU3aM 3a CUTE, OJJHOCHO COILMjaJIeH TypH3aM.
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FINANCIAL PERFORMANCE MEASURING OF A HOTEL COMPANY
- CASE STUDY

Marko Milasinovié*; Aleksandra Mitrovié?; Stefan Milojevié®

Abstract

Measuring the financial performance of a company is an important task put not only before the
management that manages the company, but for all those who are interested in its business.
Based on the measurement results, it is possible to see whether it is necessary to take corrective
action (achieved not in accordance with the desired), as well as to make new business decisions.
This measurement is largely based on information from the financial statements of a company.
Since financial statements contain a large amount of data, it is necessary to apply one of the
techniques for their analysis, in order to obtain useful information for making business
decisions. Ratio analysis is most often used for these purposes. The paper will present the
selected ratio of liquidity and profitability indicators on a specific example of a hotel company.
The methods used in the research are logical analysis and synthesis, content analysis and case
study.

Key Words: financial performance, ratio analysis, hotel company
JEL classification: M41, G30

Introduction

Performance measurement is an important component of the decision-making process
(Hatkanir, 2006). As Krsti¢ & Sekuli¢ (2013) point out, the reason for measuring performance
can be found in the fact that it is not possible to manage what cannot be measured, and it should
help in managing business activities. Performance measurement is very important for all
companies, especially when they operate in conditions of fierce competition and increased risk
(Knezevi¢, 2019), whereat, Mitrovi¢ et al. (2013) indicate that performance measurement
should be performed every year to determine the financial progress of the observed enterprise.

As Bogicevi¢ & Stojanovic¢ (2014) point out, performances can be seen in a narrower and
broader sense. The same authors state that the narrower view of financial performance focuses
only on profitability indicators, while the broader approach is based, in addition to profitability
indicators, also on liquidity, solvency and activity indicators, with the assessment based on
information from financial statements.

The paper aims to examine the financial performance of a hotel company by applying ratio
analysis, as the most commonly used method of analyzing financial statements. Since there are
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a large number of indicators, the focus of the paper will be on liquidity and profitability
indicators. Having in mind the specifics of the operation and business of hotel companies in the
previous period, the paper will examine the financial performance of a hotel company in the
period from 2014 to 2018. In addition to the introduction and conclusion, the paper consists of
two parts. After introductory considerations, in the first part, the attention will be focused on
financial statements, as the end products of the company's accounting function and the main
means of informing external stakeholders about the company's operations. In the second part,
the ratio analysis will be pointed out, as one of the most frequently used techniques of financial
analysis, where its theoretical aspects will be followed by a practical example in the case of the
hotel company Srbija, SC Belgrade. Concluding remarks are given at the end of the paper.

Financial statements as a source of financial information

Financial statements can be defined in different ways. According to International Accounting
Standard 1 — The Presentation of Financial Statements, they are defined as reports that are
intended to meet the needs of users who are not in a position to require entities to prepare reports
intended for their specific information needs (IAS 1). According to the same standard, the
purpose of financial statements is to provide information about the financial position, financial
performance and cash flows, which is useful for making economic decisions of a wide range of
users, and they also show the results achieved by management in managing the resources
entrusted (IAS 1). Based on the concept and purpose of financial statements defined in this way,
it can be concluded that they are primarily intended for external stakeholders (creditors,
suppliers, customers, government and its bodies, etc.), in order to provide them with
information on financial activities and financial health of companies on the basis of which they
will make adequate business decisions. As Milojevi¢ et al. (2020) point out, it is difficult to
imagine a good financial report as an output from an organization with a poor management
structure, and it is logical to state that improvements in corporate governance significantly
contribute to raising the level of information quality in financial statements. Accounting
research has focused a lot of attention on understanding the usefulness of information about
financial statements, and this is understandable because this is crucial for our profession, since
one of the goals of financial reporting and regulation is to make managers accountable to
investors, so there is an efficiency of capital allocations (Ak et al., 2013). Great attention is also
paid to non-formal education when it comes to the accounting profession. (Zivkovié et al., 2020,
p. 40).

As Knezevi¢ & Mitrovi¢ (2017) state, the three basic financial statements used in the evaluation
of financial performance are balance sheet, income statement and cash flow statement. Based
on them, it is possible to see what constitutes accumulated capital at the end of the period, what
is the result (profit or loss) achieved during the observed period and what are the inflows and
outflows of cash during the period (Atrill & McLaney, 2011).

The balance sheet or statement of financial position is a regular financial report, which shows
the size and structure of funds and sources of funds on a particular day, that is, the financial
situation of the company at a particular time. Since it refers to the exact date, Helfert (2001)
explains the balance sheet as a static recording that shows what the company has invested in
certain assets, as well as the way in which those assets were obtained.

The income statement or report on the achieved result indicates the financial result of the

company during the observed time period and in many cases is considered the most important
financial report (Chibili, 2010). It represents an independent and separate part of the balance
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sheet, i.e. the position of equity, whose task is to calculate all revenues and expenditures, and

show the realized periodic result for the observed accounting period of a company (Ili¢ et al.,
1998).

According to Needles & Power (2006), the cash flow statement shows how operating, financial
and investment activities affected the company's cash in the observed accounting period, as
well as how much cash the company has at the end of the observed period. Its purpose is to
provide information on the dynamics of cash flows (cash inflows and outflows) of the company
during the observed reporting period (Puki¢ & Trajcevski, 2012).

Ratio analysis of liquidity and profitability on the example of a specific hotel
company

According to Milojevi¢ & Covié (2020), “The financial statements, as the end product of the
accounting information system, represent a structural presentation of the financial condition
and financial success of the entity’s operations during a specific time horizon”. Financial
statements contain a large amount of information and the analysis is necessary so that their user
focuses only on those that will be useful to him when making business decisions (Mitrovi¢ &
Milasinovi¢, 2019). Numerous financial analysis techniques are available to users, with ratio
analysis being the most used.

The basis of the ratio analysis is the examination of the relationship between the logically
related parts of the financial statements, where their key role is to enable the assessment and
trend of changes in the financial condition of the company. However, the calculation of ratio
numbers alone will not have much significance for the assessment of a company's business,
until it is compared with a certain standard (for more details on the types of standards, see:
Kumar (1985)). Ratio indicators can be grouped in different ways. They are usually grouped as
the liquidity ratios, activity ratios, solvency ratios, profitability ratios and market ratios. In the
following, the selected ratio of liquidity and profitability indicators will be applied.

Liquidity is most often defined as the ability of a company to unconditionally settle obligations
at any time during their maturity (Malini¢ et al., 2019). According to Bogicevi¢ & Stojanovi¢
(2014), the liquidity ratios aim to indicate, on the basis of research and quantification of the
relationship between the balance sheet items, the ability of the company to pay liabilities on the
maturity date. The most commonly used liquidity ratios are the general liquidity ratio, the
reduced liquidity ratio and net working capital. The general liquidity ratio represents the ratio
between current assets and current liabilities, indicating the ability of the company to respond
to short-term liabilities by using all current assets. It is most often stated that a company is
financially strong if the value of this indicator is 2 or more. Since hotel companies have a low
share of inventories in the structure of current assets (most often in the form of food and
beverages), 1.5 (Jagels, 2006) can be taken as the optimal value of this indicator. The reduced
liquidity ratio is a somewhat stricter liquidity ratio than previously stated, as inventories are
excluded from current assets as the most illiquid form of working capital (Walsh, 2006).
Namely, this indicator was obtained by comparing liquid assets (current assets less inventories)
and short-term liabilities. With the value of reduced liquidity ratios of 1 and more, it can be
considered that the liquidity of the observed company is not endangered. Net working capital
represent the difference between current assets and short-term liabilities, i.e. the part of current
assets financed from long-term sources. According to Knezevi¢ et al. (2019) a healthy comp