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LUXURY PRODUCTS ON THE FOOD MARKET

Beata NowotarskaRomaniak !, Anastazja Magdalena Kasztalsk&

1 University of Economics in Katowice, Faculty of Management, Department of Marketing,
nowotarska.romaniak@gmail.com
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anastazja.kasztalska@gmail.com.

ABSTRACT

This article aims to explain what food is and how it is understood by customers today. Explanations als
required the term "delicatessen” commonly used todayth@nayoal is to clarify where the stores are
and why they sell delicatessen. The article explains the concepts of the production and sale of exclusi
food, as well as examples and explanations why they are considered luxury food. The most importar
goal d the article is to present in practice the determinants of the classification of a given food product
as an exclusive product. The research area is factors that influence the quality and classify a particul
type of dish.

Key Words: luxury food, luxury,delicatessen

1. INTRODUCTION

Luxury dishes have a very long history in human society. One of the first such cases was salt. It wa
very well known and widespread in African countries, such as Ethiopia or Egypt. There was a time whel
salt was treated as afficial means of payment, so consumption was limited to those who could afford
to eat their own money. More contemporary, luxury dishes are generally exclusive goods due to thei
limited availability or difficulty in production. Another factor affectitige price of exclusive products is

their price, which often results from a unique recipe or difficulty in transport from the farthest corners of
the world. The next determinant of luxury food is the time needed to produce it. It is not possible to
make fad about a delicatessen in a very fast industrial process. Customers purchasing exclusive foc
want not only a sublime and individualized taste, but also the history and specific productive secret o
the product.

2. World FOOD INDUSTRY

Food is any substar consumed to provide nutritional support to the body. It is usually of plant or
animal origin and contains essential nutrients, such as carbohydrates, fats, proteins, vitamins or minera
This substance is consumed by the body and attached by the d&i$yte provide energy, maintain life

or stimulate growth. Historically, people have been getting food through two methods: hunting,
gathering and farming. Today, most of the food energy required by the growing world population is
provided by the food hustry (Aguilera, Stanley, 1999).
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Food safety and food hygiene are monitored by agencies such as the International Association for Foc
Protection, the World Resource Institute, the World Food Program, the United Nations Food anc
Agriculture Organizationrad the International Food Traffic Information Council. These organizations
deal with issues such as sustainability, biodiversity, climate change, food economics, population growtt
water supply and access to food. The right to food is a human right démvedhe International
Covenant on Economic, Social and Cultural Rights (ICESCR), recognizing "the right to an adequate
standard of living, including appropriate food", and the "fundamental right to freedom from hunger"
(Campbell, 1998 ).

Many scholars gue that the rhetorical function of food is representative of the culture of the country
and can serve as a form of communication. According to Goode, Curtis and Theophano, "the last aspe
of ethnic culture to be lost." Many cultures have a recognizalilne, a specific set of cooking
traditions using different spices or combinations of flavours unique to this culture that evolves over time
include preferences (hot or cold, spicy, etc.) and practices whose research is known as gastronorr
Many cultureshave diversified their food through preparation, cooking methods and production. This
also includes complex food trade, which helps cultures to survive economically through food, not only
through consumption (Davidson, 2006).

Some popular types of ethnigod include Italian, French, Japanese, Chinese, American, Cajun, Thai,
African and Indian. Different cultures around the world analyze the dietary analysis of eating habits.
Although, evolutionarily speaking, in contrast to cultures, people are predegbgson and social
constructs, such as morality, activism or the environment, often influence which foods will be
consumed. Some tastes are more universal than others, which is why the cuisine is related to hum
development (Humphery, 1998).

3. Delicaessen Food

Delicatessen food is usually a rare or expensive food product that is considered highly desirable
sophisticated or peculiar in a given culture. Regardless of local preferences, such a label is usual
widespread throughout the region. Ofterstls due to unusual flavors, characteristics or because it is
rare or expensive to eat compared to standard food products. Delicatessen varies depending on |
country, customs and historical period. The language of the flamingo was a highly regarday dielic
ancient Rome, but it is not consumed at all in modern times. Lobsters were considered a sign of pover
in North America until the mighineteenth century, when the richest people started to eat them because
of their health benefits. Then, as in Eoeg lobsters in the United States have become a delicacy. Some
dishes are limited to a certain culture, such as fugu puffer fish in Japan, bird soup (from twigs) in China
and ant larvae (a type of escamoles) in Mexico (Vos, 2010).

Delicatessen is a retadutlet that sells a selection of unusual or rare prepared dishes. Delicacies
originally originate from Germany, where they were very popular in the fifties and spread in the United
States in the migighties. European emigres to the United States, efiged@ws in Ashkenazi,
popularized delicatessen in American culture, from the late 1800s. Dikikatesy is a borrowed Germal
slogan that first appeared in English in 1889 along with a revised plural, delikatesse ". In German, it wa
borrowed from the Frenaord "délicatesse”, meaning "delicious things (to eat)". His main source is the
Latin adjective "delicatus”, meaning "giving pleasure, delightful, pleasant". The first American short
version of the word "deli" was created around 1954.

The German food compg Dallmayr is considered the first deli food store. In 1700, it became the first
store where bananas, mangoes and plums were brought to the wealthy German population from diste
places such as the Canary Islands and China. Over 300 years later, itaigéise such company in
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Europe. The first delicatessen that appeared in the United States were in New York, created in the mi
eighties, and the first known use of this word appeared in 1885. Mainly it was used by Germar
emigrants living there (mainly flmwers of Judaism).

When the Germadewish population grew in New York in the ri8th century, a kosher deli was
opened. The first was founded in 1889. In the United States, in the period of 20 years until the beginnin
of the 21st century, supermarketscal economy stores and food outlets started using the word (often
called "deli") to describe the sections of their stores. The fall of the delicatessen as an independent ret
store was the most visible in New York: from the high in the 1930s abou@ §gdsiti Jewish delicacies,

to only 15 still existing in 2015 (Merwin, 2015)

In Europe, "deli" means highuality, expensive foods and shops. In Gensp@aking countries, the
common synonym is Feinkost (good food), and the stores that sell it are callddsHéden
(delicatessen stores). Department stores often have Delikatessenabteilung (special department cal
"delicacy"). European delicacies include Fauchon in Paris, Dallmayr in Munich, food department in
Harrods Shopping Center, Fortnum & Mason imdon (purchases in the Royal Family) and Peck in
Milan (Gershman, 2006).

Although deli in the American style are also found in Europe, they refer to the luxury market. In Russia,
shops and supermarket sections similar to Amerstgle deli are called kulariya and offer mainly
salads and main courses. Delicate meat and cheese, cut cold and sliced, are sold in a separate sec
and custom made sandwiches are limited to junk food such as Subway. The Elisevsky grocery store
the center of Moscow, with ¢hdécor of fin de siécle, is similar to the European deli. From the tsarist
times, they survived the Soviet markets as Russian delicacies difficult to obtain. Delicatessen can als
provide food from other countries and cultures that are not easily aeaifalucal food stores. In Italy,
delicatessen can be called "gastronomy"”, "negozio di specialita gastronomiche ", "bottega alimentare
and more recently, salumeria. In France, this type of stores is now known as "traiteur" or "épicerie'
(McGrath, McMillan, 2000).

4. Food examples with a class of luxury products

Special foods are food products that are usually considered "unique and valuable as food produc
produced in small quantities from higjuality ingredients "(Hall, 2005) Consumers typically payher

prices for special foods and may perceive them as giving them different benefits compared to food
without a special rank. higher prices due to more expensive ingredients and more work needed |
produce it Some grocery stores specialize in spémials There are several organizations that promote
special foods and their suppliers, as well as the associated lifestyle (Wemischner R., Karp K The ter
"food specialties” does not have a standard definition Food producers, regulators and consumers can
confused because of the potential ambiguity of the term (Hall, 2005) The following examples explain
what special food is.

Caviar (Persian: €n i, otherwise Kh(liy(h) is a delicacy consisting of sated fish eggs from the
sturgeon family of the Acipensead family. Eggs can be "fresh" (not pasteurized) or pasteurized, but
pasteurization reduces its culinary and economic value. Traditionally, the term "caviar" refers only to roe
from wild sturgeon in the Caspian Sea and the Black Sea (Beluga, Ossetravamgh Smviar).
Depending on the country, caviar can also be used to describe the roe of various other fish, such
salmon, trout, carp and other sturgeon species Caviar is considered a delicacy and is eaten as
condiment or spread eg on bread (Daviddame, 2006).
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The most luxurious caviar is Russian caviar, which was used in European royal offices and during
celebrations important for the Russian upper class. When America began to produce caviar on a ma
scale and export it from rivers, huge catcbagsed the total extinction of fish in American rivers. This
caused the price to grow slowly so much that only the wealthiest Americans could buy caviar. In recer
years, due to the increased demand for Hajghlity caviar, supply has now been regulatedhVES
(Convention on International Trade in Endangered Products). This results in a further reduction o
supply, and some countries have completely banned the import of food from the Caspian region, whic
means that customers who want to taste this tymadar must travel to other countries that have not
yet banned such a trade (Zhao, 2012).

Chocolate is typically a sweet, usually brown, food preparation from Theobroma cacao, roasted an
ground beans. Cocoa has been grown by many cultures, for exéon@ieleast three millennia in Latin
America. The earliest evidence of the use of cocoa beans in the region of Mexico and Guatemala, wi
evidence indicating the production of drinking chocolate, dates from 1900 BC. In fact, most Indians
produced chocolat drinks, including Mayan culture and the Aztecs who introduced the concept of
chocolate as a drink (Coe M., Coe S., 1996). Chocolate is also a big story in Europe, because it was 0
of the dishes during the marriage of King Louis XlIl and Princess AhGpain. Currently, chocolate is
more often available than at the time of the discovery by Europeans. However, some varieties such |
the company "Amedei" contain beans, which can be grown only in very small areas of the earth, whicl
have appropriate clint@ conditions, such as insolation. This company produces chocolate, which is used
in both the most expensive cereal breakfasts (USD 1,000 per pack), as well as the most expensi
cookies (USD 3,700 per pack) (Szogyi, 1997).

Truffle is a fruit fungus of Asamycete that grows underground, mainly one of the many species of the
genus Tuber. Some truffle species are highly valued as food. French specialist Jean Anthelme Brilla
Savarin called truffles the "kitchen diamond". Edible truffles are very much apgebdia French,
Croatian, Georgian, Greek, Italian, Middle Eastern and Spanish cuisine as well as in international dishe
(Benjamin, 1995). They are so highly valued because of the very long time and effort that must be take
to locate them. This is due tbe fact that only in specific areas near specific trees grow truffles, in
addition only underground. Specially trained animals (usually dogs or more traditionally pigs) must be
used to locate them, and the time from their collection to the table mustsber as possible. Vittorio
Giordano, a wetknown Italian chef, said that this period should be less than 36 hours. Because truffles
are grown only in some regions of the world, it increases the cost of delivery to other places at the rigt
time. Anothe reason for the luxurious aspect is the amount of time needed to grow their good species
For truffles to be fully developed, the maturing process must take about 10 years (Smith, 2012).
Handmade cheeses such as Ser Artisanal are special products prdudeand using traditional
craftsmanship of skilled cheese producers. As a result, cheeses are often more complicated in terms
taste and variety than preade cheeses. Many hanthde cheeses are blue cheese, which ripen for a
long time to achieve a dein aesthetics and taste. This is contrary to the more mild flavors of mass
produced cheeses in large factories, often shipped and sold right away. Part of the process of maki
Artisanal cheese is the ripening of cheeses in order to develop the tastesanihted characteristics

with its texture. One type of craft cheese is known as farm cheese, traditionally made of milk from
producers who have their own herd of cows, sheep and goats. Artisan cheeses can be made by mix
milk from many farms, while # more stringent definition of cheese (or cheeses) on the farm requires
that milk only comes from one farm (Caldwell, 2010). There are many types of cheeses that are
currently available. However, like truffles, the main reasons why some cheeses areredrigidgious

are the time needed to ripen cheeses, as well as animals, which should be taken care of. A speci
example of cheese is "Caciocavallo Podolico.” It is a cheese product made from the milk of a rare bree
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of Italian cows, which graze in a sjifecarea ofltaly, and their diet consists of strawberries, blueberries
and cherries. This affects the milk that they produce along with the climate in the area through whicl
other cows cannot survive in it, and therefore this cheese cannot be mather@ngise. Another luxury
cheese is "Pule." It is made from a specific donkey species in a specific region of Serbia. There are on
~ 100 donkeys that are used to produce milk, as many as 25 liters of milk must be used to produce 1 |
of cheese (Thorpe0P9 ).

5. SUMMARY

There is no doubt that luxury food, sold in specialized stores it is a commodity that enjoys greal
popularity among wealthy people. There are many variants of exclusive food in the world that have the
features sought after by connoisseuExclusive food products exist in every possible variety from
luxury alcohols, through local dishes to hamdde products according to a recipe that has been
unchanged for years. Luxury food products have always existed and have always been equadlly desir
and enjoyed immense popularity because people naturally want to try new and tasty dishes. Currentl
exclusive dishes are much more popular, this may be due to the growing globalization, and thus great
consumer awareness. Luxury food products haweays been, are and without a shadow of a doubt will

be goods that arouse great emotions and are the object of desire of the wealthiest customers, as well
those less wealthy who eagerly buy small quantities of the most expensive specialties in speciall
adapted stores. Any person who once tastes luxury food products can not give up later, due to the
sublime taste and a sense of belonging to a better world of affluent people. Consumption of luxun
products requires huge financial outlay, however, thie tsensations compensate for any costs incurred.

REFERENCES

1 Aguilera, Jose Miguel and David W. Stanley (199®)icrostructural Principles of Food Processing and
Engineering Springer.

1 Benjamin, D. R. (1995), "Historical uses of truffleMushroomsPoisonsand Panacea$ A Handbookfor
Naturalists,Mycologistsand Physicians New York: WH Freeman and Company; 88.

1 Campbell, Bernard Grant (199Buman Evolution: An Introduction to Man's AdaptatioAfdine Transaction.

1 Coe,MichaelD.; Coe, Sophie D.1996).TheTrueHistory of Chocolate London: Thames & Hudson, Ltd. 1i15
121.

1 Davidson, Alan (20067 he Oxford Companion to Foodnd ed. UK: Oxford University Press.

1 Giannaclis Caldwell (2010)armsteadCreameryAdvisor: The CompleteGuideto Building and Runninga
Small,Farm-BasedCheesaBusinessChelsea Green Publishing,®

1 Hall, S. (2005)From Kitchento Market: SellingYour GourmetFood Specialty From Kitchen to Market:
Selling Your Gourmet Food Specialty Series. Kaplan Publishing.

1 Humphery, Kim.Shelf Life: Supermarkets and the Changing Cultures
of ConsumptionCambridge University Press, 1998.

1 lan Davidson, Tom Jain@heOxford companiorto food, Oxford University Press, 200650

91 Liz Thorpe (2009)TheCheeseChronicles:A Journeythroughthe Making
and Sellingof Cheesen America,from Field to Farmto Table Ecco, 5659.



Department of Marketing o Faculty of Business, Uni ver sity o0AIl ekBugésdibaniaMoi si ubd

il

McGrath, R.G.; McMillan, I.C. (2000)TheEntrepreneuriaMindset: Strategiesor ContinuouslyCreating
Opportunityin an Ageof Uncertainty Working paper series (Snidenteepreneurial Center). Harvard Business
School Press. 213.

Merwin, Ted (2015Pastramion Rye:An OverstuffecHistory of the JewishDeli New York University Press
XVIII, 245.

Smith, M.E.; et al. (2012). "Pecan TruffleSberlyonii ) What We Know
and What We Need to Know.'GeorgiaPecanMagazing 52/ 58.

Suzy Gershma(R006).Born to Shop LondarHoboken, NJ: Wiley Publishing, Inc.

Szogyi, Alex (editor) (1997 Chocolate:Food of the Gods Issue 14
of Contributions in intercultural and comparative studies (ISSN {AD81). Greenwood Press. 137.

Vos, H. (2010)Passionof a Foodie- An InternationalKitchenCompanion Strategic Book Publishing &
Rights Agency (SBPRA). 12.

Wemisdner, R.; Karp, K. (1997)5ourmetto go: a guideto opening
andoperatinga specialityfood store John Wiley.

Zhao, Y. (2012)Specialty FoodsProcessing Technology, Quality, and SafeiRC Press, 298.


https://en.wikipedia.org/wiki/Suzy_Gershman

Proceedings Book of International Scien tific Conference On In novative Marketing - ISCOIM 2018

Ndikimi i ekspozimit té produkteve si element ky¢ inxitjes sé
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3 Kolegji AAB, Prishting, shaip.bytygi@universitetiaab.com

ABSTRACT

Ekonomia bashkékohore karakterizohet me treg té lire. Aktivitetet e biznesit dhe ato ekonomike né
pérgjithési jané té lidhura ekskluzivisht me tregun. Né treg funksionojné dy mekanizma kryesoré:
kérkesa dhe oferta. Kérkesa gjendet né treg, pra, mSukaatorét (individi, familja, ndérmarrja).
Ndérkaq, oferta formohet né ndérmarrje, me destinacion té pérmbushjes sé ndonjé kérkese
konsumatorit. Ndihmesén mé té madhe pér funksionimin e mekanizmave té ofertés dhe kérkeseés
treg, e jep disiplina e migetingut. Marketingu né cilésiné e shkencés ekonomike éshté urélidhése né
mes ndérmarrjes dhe tregut duke pérdorur shitjen.

Shitja éshté njé ményré e komunikimit ndérmjet blerésve dhe shitésve, shpesh njé ballafagim ballé p
ballé i projektuar pér té nkliar né vendimin e njé grup personash apo njé personi té vetém pér té kryer
njé blerje.Mechandisingkspozimii produkteve jané té gjitha aktivitetet té cilat pérmirésojné
komercializimin e produktit, géllimii té cilit éshté térheqgja e vémendijes té konsttdrejt produktit,

kur konsumatori gjendet né vendin e shitjes.

Key Words:Marketingu, Mechandisingkspozimi, konsumator.

Perdorimii metodés vizuele ne nxitjen e shitjes

Prezentimi vizuel éshté arti dhe shkenca pér paragitjen e produkteve né méngnéheqgése. Metoda
vizuele £sht+ A gjuha e njx dygani 0, e komuni
metoda vizuele éshté e lidhur shpesh mé pakicé, ka shumé ményra pér té paragitur shumé lloje
produkteve né avantazhin e tyre néénbiré. Pér shémbull, pér té paraqitur rrobat né ményré sa ma
terheqése jané perdorur shpesh herémanekersteken elegant, ndérsa njé furré mund té parages
kekatémbélesirat e vogla né njé tabaka té hartuar mire nga argjendi, ndérsa perimet né ngirlseiperm
mundé organizohen né bazé té ngjyrés,njé parfymeri pérdor tabela prezentuese pér té shfaqur produl
vizuelisht (fig 1.).

Me njé strategji té mire té metodes vizuele, produktet pothuajse e shesin vetén e tyre. Njé strategji me
sofistikuar e ekspamit vizuel mund té ¢ojé né efekte mé té médha, kjo arrihet duke drejtuar véméndjen
e konsumatorit drejt produkteve te vecanta, duke shkaktuar blerje té& paplanifikuara dhe duke krijuar nj
pamje ge pershtatet me dyqganin.
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Fig. 1.Minimax Shopping CenteréPrishtinédh&ntima SH.P.K Tirane

Asnjé variable tjetér nuk ndikon mé shumé se vet dyganiné prezentimin fillestar t&€ konsumatoréve
Pérshtypja e pare gé njé blerés merr nga dygani éshté nga dizajnii jashtém si pjesé e metodesvizue
Shumica e konsumatéve vendosin nése do té hyn né dygan ose jo,brenda disa sekondave vezhgim
Gjithshtu dihet se pesédhjeté pérgind e femrave,iden pér blerje, zakonisht pér blerjen e rrobave e mar
nga ekspozimii tyre né dritaret e dyganit.Dizajnii njé mjedisi né dygamgs2 komunikimit vizuel,
ndrigimit, ngjyrave, muzikés dhe aromes bé&het pér té nxitur reagimin emocional dhe perceptues t
konsumatoréve gé pérfundimisht té ndikoj né sjellien e tyre té blerjes.Blerésit kané tendencé pér f
prekur shumicén e produkteve pamati blejné.Ndérsa shikimi éshté ndjenja mé dominuese mé té cilin
njerézit mbledhin informatat, duke prekur ndihmon blerésit té béjné njé lidhje emocionale me produktir
e caktuar.Duke paré beson, mirépoduke prekur éshté nidjenjé

Megjithaté, shumé dygané shitjes me pakicé shpesh perdorinmetoden e futjes se produkteve né vitrina
té mbyllura, ku bleresit nuk mund ti shohin dhe ti prekin nga afér, apo edhe ne disa raste duke i vér
produktet né rafte té larta, qé disa blerés nuk kané mundési me i asfiuPéé produkte, blerésit nuk
duan té shohin vetém paketimin mirépo edhe produktin. Prandaj né dyganet ku ka kési lloj produkteve
duhet té shfagin njé pérzgjedhje té mallrave t& papaketuar né ményré gé blerésit té kené mundési
shohin dhe ta prekun praktin pér se afermi. Pér shémbull: njé dygan elektronik duhet té keté njé
pérzgjedhje té kamerave pér demonstrim, né ményré qé blerésit ta njohin até produkt, ta shohin
funksionon dhe pastaj né bazé té pérvojes té vendosin nése deshirojn ta blejné at
produkt.Konsumatoret duan té kené kontroll té ploté té asaj &€ e béné, prandaj
perdorimiimetodesvizuele éshté ményra mé e miré pér tu dhéné konsumatoréve ndjenjén e liris ¢
zgjedhjes

Pérshkrimi dhe llojet eekzpozimit té produkteve

Shumica prej njéere kan pasur rastin t& shohin: peshgir me logon e-coled karakterin e Harry
Poterit, apo té ndonjé personazhi tjetér nga filmat e animuar né dyganin e lodrave, stilolaps te ndon
kombtare apo ndonjé ekipi tjetér, ndonjé koleg mé fanelen e Univier&d® apo te t&€ UAMD, etj. Pra

krejt kéto jané forma té ndryshme ekspozimit té produkteve, si pjesé e marketingutté produkteve ng
disa prej markave té njohura, t¢ kompanive té€ médha. Né njé mjedis té shitjes mé pakicé gé éshté

! Class Ebster& Marian Garaus, Store Desing and Visual Merchandising,United States of America, business exper
press,2015 , second edition , f. 85.

2
Po, aty f. 89.
3 Kati Korn, Musik Merchandising ausKonsumentenperspektive, Germany,Gabler Verlag,2010, f. 19
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ngopur gjithnjé, konkutres dhe me subjekte ndérkombétare, ekspozimii produkteve éshté ményra mé e
miré pér té komunikuar me konsumatorét dhe pér tu diferencuar nga konkurrentet.

Ményra se si produktet prezentohen dhe ekspozohen né dygane do té pércaktoj né masé té madhe
pérzgedhjen e produkteve nga ana e konsumatoréve.Né shumé dygane me shitje finale , ofrojnnj
sistemi sirtar te ekspozimit te mallrave ne formen e-gitgnbull pér konsumatorin né njé prezentim
gjatésore, te njohur edhe me termin Gontiolermi Gondolas éséitpérdorur né formé té rrjetit, ku
konsumatorét Iévizin né njé pjesé né mes sirtaréve té cilét ofrojné mallra né té dy anét dhe né fund. K
ményré éshté veganérisht e efektshme né térhegjen e klientéve drejt produkteve, ku ai mundé té kthel
né goshe p&eé paré mallin né anén tjetér.

Fig.2.Ményra Gondolé e ekspozimit te produkteve

Ményré tjetér e prezentimit té produkteve jané: kazanét,shportat dhe tavolinat.Zakonisht pérdoren pér
vendosur sasi té médha produkteve ge duhet ekspoakamight me gellim promovimit té tyre apo ne
rastet kur ka zbritje né ¢mime.Ato mbushen me shuméllojshméri té produkteve apo né raste te caktua
edhe me njé lloj produkti.

Facingu gjithashtu éshté njé element shumé i réndesishém pér shitjen e prodgkteafeet. Me rritjen

e numrit té facingut, shitja rritet péraférsisht 25%. Te produktet me koeficient mé té shpejt té rrotullimit,
rritja e facingut né raft ndikon mé tepér se te ato me koeficient mé té ngadalshém té rrotullimit

100% produkf shitet

123% produkh shitet

136% produkf shitet

Fig.3.Ekspozimi i produkteve ne tavolinat,kazanét, shportatrdtiami i facingave

4 Rosemary Varley, Retail product managmen&uying and merchandising, New Yourk,Routledge Taylor & Francis

group, second edition, 2006, f.186
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Ekspozimii produkteve béhét né shumé ményra, ku njé tjetér éshté edhe roundejé lloj
rrethi.Rounders, né bazé té emrit, kuptojmé gé kjo ményré e ekspozimit ofron praélnkéepnezentim
rrethor.Malli varet né njé séré dhémbésh , si pér shembull né rastin e rripave.Raunders jané té dobish
pér té treguar njé shuméllojshméri té malllrave brenda njé kategorie, konsumatoret kané mundési
gasen nga té gjitha anét.

Ekspozimii produkteve pérfshiné ményrat se si mallrat jané té paragitura si pér shémbullnese mallra

jané té varur, té vendosura né rafte apo ndryshe té vendosura né dispozicion pér shitje.Natyrisht térhe

drejt blerjés béhet nga shuméllojéshmeria e produkteveras@ra.Pér shembull né njé dygan veshje
produktet duhet té organizohen né bazé té markave stilit dhe madhésive.Né té kundérten, né njé dyg

ushgimiorduhet témerrén né konsiderat karakteristikat e tjera té produktit té tilla si pesha,lloji, data e

skadimt etj.Para se tipermendi disa nga llojet kryesore te aplikimit te merchandisingut duhet t& merrer

né konsiderat disa pika né sic jahé:

1 Mallii ekspozuar duhet té paragitet né ményrén lehté té kuptueshém. Produktet e pranishme né n
sekuenc logjike ( p.sikhaketa né krye né gjysmén e sipérme, fundedhe pantolla né gjysmén e
poshtme té njé prezentimi, duke i organizuar né bazé té madhésive.

1 Duhet té lehtésoj vendimin pér blerje né bazé té ekspozimit té mallrave. Produktet nuk duhet ft
organizohen vétem né lk@zé kategoris, por duhet duhet té ekspozohen né até ményré duke
paraqgitur edhe artikuj tjeré shtesé pér blerésit.Pér shembull, né njé dygan ushgimor tek sektor
mishit té vendosen edhe eréza té ndryshme né njé raft aty afér , né ményré gé bleegégdimé|
si produkt duke u kujtuar gé kané harruar pér ta bleré, dhe kjo nuk e demton shitjen.

1 Produktet té vendosen né rafte té njé lartésie té pérshtatshme, ku blerésit kané mundési gaseje n
produktit me leht,jo t&€ véndosen né rafte shumé té lartadip®jo shumeé té ulét.

1 Té& pérpigemi ti shmangim mangésit.Menjéheré té mbushen raftet me produktet e shitura né raft.

Ka shumé lloje té aplikimit t&¢ merchandisiog mirpo, ne do mundohem ti pérmendim disa nga llojet e
merchandisingit gé jané mé shumé #plikueshme nga dyganet me pakicé.Njéra ndér shumé llojet
eaplikimit e prezentimit té produkteve é&shté edhe prezentimi i jasktgroutprezentimi, éshté ményra

kur produktet zakonisht né veshmbathje jané tévarura né dollapet e murit dhe tregohefésr@té&men

nga shpatullat deri né fund.

Ményré tjetér e aplikimit t&¢ merchandistug €shté edhe prezentimi pérballé apo faceprezentimi.Ky lloj
iprezentimit zakonisht aplikohet né hyrje dhe né rreshte, ku blerési me té hyré nédyqgan pérballét m
prezentimin eproduktit pérpara ne katée rafte, mé&nyku ka kuptimin figurativ t&¢ njé punonjési té
pérhershém me katér krahé té zgjatura gé lejon gasje té varura té mallrave pérgjaté rrugés pérrre
tyre.Né kété ményré té prezentimit ofrohet mundésia e paraqitjgé sbuméllojshmérie mallrave dhe

ka hapésiré shumé mé efikase sé njé ményr e paraqgitjes sé rrumbullakét.Gjithashtu edhe prezentimi sir
éshté mjaft iaplikushém.Sirtar e ka kutimine hapsirés né mur gé éshté mjaft e dobishmé pér shfagjen
mallrave né kudér té pérgjithéshme té dizajnit té dyqanit. Zakonisht, né pikat e shitjes te mdhaja té
mallrave perdorin kété ményré aplikimi te ekspozimit t& mallrave, sasin e mallrave e vendosin pirg ng:
dyshemeja deri né tavan, duke treguar gjitha ngjyrat alterrtatimeduktit. Fgéndrimi, géndrimii liréka
kuptimin e njé ményre ekspozimi te produkteve né formen e shkronjés T , g&é mban zakonisht rrobat r
varése rrobash nga té dyja anét e krahéve. Ujévaré, ky llojé ekspozimi quhet ujévaré pér shkaké

® Claus Ebster& Marian Garaus, Store Desing and Visual Merchandising,United States of America, business exper

press,2015 , second edition , f. 93
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formés né pjedsi né rénie, qé pérmban pullat né vrimé ballé pérpara varse rrobash me veshje ne nivel
té ndryshme.
é

J Fig. 4. Vendi per

= ekspozimin e

produketeve ne forme-T

géndrimi me ujévaré dhe
paraqitja props

Nga té gjtha kéto Illoje t& aplikimit té
merchandingut té pérmendura mé larté, varet nése njé dygan duket térhegés apo jo, mirépo pérpc
kétyre llojeve térhegja e klientéve né masé t& madhe varet edhe nga pérdorifriiptishtetésve,
manekeneve, si detaje té vogla mirpo shumé té réndésishme pgetédeéméndjeskonsumatore. Njé
propsireferohet digkaje qé pérdoret pér té sqaruar funksionin e mallrave, duke shitur apo edhe dul
treguar njé histori né lidhje mé até mall. Props zakonisht nuk jané pér shitje, té tilla si modele ushgimor
plastike té pédorur né seksionin e frutave né njé supermarket apo edhe simaneken té veshur né n|
dygan pér veshje.Props paragiten si mjete té réndésishme qé pérdoren pér té arritur géllimin kryesor
merchandisingunvizuel e gé éshté térhegja e véméndjeskonsumdtajeqedhe né njé distanc mé té
gjaté.

Duke dashur te kemi njohuri pér lloje té ekspozimit t& produkteve géaplikojn ndérmarrjet e anketuara
nga pesémbédhjeté ndérmarrje 7 prej tyre kané thén ge aplikojné mé shumé prezentimin Gondolé, 13.
% aplikojn mé shumé prezentimin sirtar, 3 apo 20% aplikojnprezentimin rrethor, ndérsa 20% e
ndérmarrjeve té anketuara aplikojnprezentimin-sup (6.66%),prezentiminujévar (6.66%) dhe T
géndrimin(6.66%).

Grafikoni nr. 1:

Ményrat e aplikimit t& ekspozimit té produkteve Ményrat e aplikimit té

2(5) ekspozimit té
40 produkteve.
35
30 . .
3(5) Ne interesim tone, se
15 E cila nga pozicionet e
10 . .
vendosjes sé
g N ] 1 . produkteve né raft
Prezentimi Supout Prezentimi T-aéndrimi Prezentimi| Prezentimi
Gondolé | prezentimi ujévar a sirtar rrethor éshté mé e sukseshme
|-SeriesJ 46.66 6.66 6.66 6.66 13.33 20 dhe me praktike nga

pesémbédhjeté

ndérmarrjet e anketuara, 13 kané thén se pozicioni vertikal éshté me isukseshem dhe mé praktik ndérs

prej tyre théné péozicionet horizontale.

6
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Né hulumtim te bere ekskluziv perkete punim, kemi anketuar nje numér simpolik te ndérmarrjeve
ndérmarrje tregtare ge kane nje mbulim te plote te tregut, gjithesejpesémbédhjeté. Nga két
pesémbédhjeté ndérmarrje vetém dy nga toimdtrohen nga gjinia femrore ndérsa 13 prej tyre
administrohen nga meshkujt apo 86.66%. Ndérsa sa i pérket numrit t&é punésuarve, konkluduam se ke
té béjmé me ndérmarrje mikro, té vogla dhe té mesme. 20% jané ndérmarrje mikro, 44.66 % té vogl|
dhe pesérej tyre kané gené té mesme apo 33.33%. Ndérmarrjet operojn me biznesin e tyre gé nga 19¢
e lart, dhe jané ndérmarrje nga qytetet e ndryshme té Kosovés, né ményré gé hulumtimi té jeté mé
gjeré.

Né bazé té hulumtimit gé kam béré, népérmjet pyetésorved@émarrjet tregtare né Kosové, me géllim

té kuptoj ndikimin e ekspozimit té produkteve si element kyc i nxitjes sé shitjes dhe kemi arritur té
nxjerrim kéto rezultate:

14 Pozicionet € vendos)es se produkieve ne ra

12

10 -

2

I

Horizontale
H Series 1 13 2

0 -

Vertikale

Grafikoni nr.2: pozicionet e vendosjes sé produkteve né raft.

Né nje hulumtimin empirik, nga nje pyetésor mekonsumatoret rreth karakteristikave t& komunikimit
pamor dhe cila nga elementet e atmosferes né dygan nxit mé shumé reagimin perceptues dhe emociol
nga pesédhjeté té anketuar 17 ose 34% e tyre kané thén gé nklaigidikim mé té madh, 9 ose 18%

prej tyre kané théné pér muziken, 19 ose 38 % e té anketuarve aroma pér ta nxit mé shum emociot
ndérsa 5 ose 10 % e té anketuarve kané zgjedhur ngjyren si element ge nxit mé shumé veménd,
perceptuese dhe emocionale.

Karakteristikat e komunikimit pamor, atmosferes né
dygan dhe ndikimi i tyre tek konsumatorét?
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Grafikiu nr. 3 : Karakteristikat e komunikimit pamor dhe atmosferes né dyqgan.
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Pérfundime

Duke analizuar hulumtimin e béré rekomandojé:

)l

==

Qé ndérmarrjet tregtare, sherbyese né Kosové, aplikimin e merchandisingut ta shohin si nj
avantazhshumé £+ r tndesi shem dhe ta shfryt+xzojn kzxt
dhe ta kené me leht té pérballet me sfidat, né kété ményré té béhet lider né treg.

Té investojé mé tepér né dizajnin dhe ambientin e dyganit.

Té aplikoj sa mé shumé llofé kétij aktiviteti me gelllim rritjes dhe promovimit.

Ndérmarrjet né Kosové duhet té béjné mé shumé rreth promovimit té produkteve dhe tikushtojn nj
réndesi té vecantperdorimit té ekspozimiti cili éshté edhe element ky¢ i nxitjes sé shitjes dhe
suksesité njé ndermarrije.
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Abstract

Organizational cultw is a case that has a big attention in the world of globalization economy.
Nowadays we can hear different kind of debates and also we can find a lot of research papers that ¢
related with organizational culture. In most of research papers we can fiieicmti definitions of the
organizational culture but in context the concept of culture means the $a@ei |l t ur e i s
organi zati ond Rdbbie KatangaMpst Gimge cultures involve three basic human
activities: what people think, what people dnd what people make. Organizational culture has to be
oriented in highly positive virtues, attitudes, and behavior of employees and management that are part
individuals who work together to achieve organizational goals in effective and efficientTivase
individuals share their attitudes, values, beliefs between organization, with costumers and furniture an
with the whole factors that directly or indirectly are related with the organization work. Organizational
culture is a big matter for all typesf organizations because it has very important effect on the
company6s success and the whole wellbeing. I
organi zational <culture in academic institution

Key words: Organization culture, staff, higher education, enrolment

1. Introduction

We ar e going to begin our research paper
investigate any causal link between culture, goals achievement and padefina

Organizational culture is a key factor in organizational theory. It becomes more important as a resul
of economic globalization when it comes in consideration, economic competitions and international co
operation. By development and rising of orgations, and culture concept by the day develops and
changes Organizational culture is known as a broad concept and there are a lot of theory from differel
authors and researchers that comes out with different conclusions of the thesis that can culture |
measured using quantitative methods. Some are opposed to this idea (Schwartz & Davis, 1981; Trice
Beyer, 1993; others see no profound objections (Den Hartog et al., 1999; Denison & Mishra, 1995
Hofstede, 1984, 1991; House et al., 1999 ).
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The anthropalgist, Clifford Geertz, writes that traditional culture, "denotes a historically transmitted
pattern of meanings embodied in symbols, a system of inherited conceptions expressed in symbol
forms by means of which [people] communicate, perpetuate, andodeteir knowledge about and
attitudes toward life" [25, p. 89]. From this definition we can notice that we have to see an organizatior
like an anthropologist that can see an village or a clan. These kinds of statements were a scientific deb:
since 1986. According to the Geertz definition we will try to scan culture and its importance in
achievement the universityds goal

We came in such an idea to show the organizational culture in Academic Institutions and to find ou
how culture impact the goalstdevement and performance as a result of dynamic environmental when
the competiveness is becoming more and more in expression. Like organizations that face th
competiveness environment, nowadays and Universities face with this problem. In Kosovo tlaere are
lot of Public and Private Universities. We can find out a lot of academic programs that in principle look
the same. But Universities differ from each other by the way how they do things, how they function anc
this is the culture. An organization's cu#us reflected in what is done, how it is done, and who is
involved in doing it. (William G. Tierney)

So, in this paper first of all, we wil/ try
link with a main goal of university the teaching quality and enrollment growth. This research paper
has the main objective to identify organizational culture in Academic Institutions with special emphasis
AAB University and second to highlight the link between culture and goal achievemeint arnth
University. We are going to use a questionnaire that has been share with academic and administrati
staff. The sample was choose randomly when a Google form questionnaire was distributed through
mail addresses. The questionnaire is designeda$ Blt ede d6s t heory of organ
The other questions that we try to give the answer in this paper are as below:

U Why organizations exist?

U What are organizations principles?

U Why does culture bother organizations owners?

U Which type of clture do we have and which are the values that ask for the own type?

Culture plays very important role in the organization work and effectiveness. Organizations not only
have to define their own culture, they have to use it, change it and adapt it enthilenmental
changes.

2. Literature review

In the literature we have a broad definitions about the meaning of the culture, it importance and hov
is related with the organizations goals and performance. When we listen the word culture it immediatel
reflectto us as something that has to be good and strong with others word something that we use all t
time. Culture is very hard to be tested like is performance too. Tylor provides one of the earliesi
definitions of culture: iknowlezlge,cbeligf,palt, enoralsy custdmeandw h
any other capabilities and habit acquired by
Malhotra, 1993.

Culture contains such variables like norms, values, beliefs, attitudes that are very hard to quantif
and to test But there are several studies in literature that try to show it importance and the difficulties tc
study culture like a broad and important concept in organizational theory Kroeber & Kluckhohn gave ar
early definiti on: danedwaystolthirkingec feeting iarsl tremctinig, nacqyuredt ande
transmitted mainly by symbols, constitutes the distinctive achievements of human groups, including
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their embodiments in artifacts; the essential core of culture consists of traditional (i.eicdiigtor
derived and selected) ideas and especially their attached values. (Kroeber & Kluckhohn, 1952, p. 181
Of this definition we can conclude that culture is really a difficult aspect that can be tested. As we have
to do with aspects like artifacts thaan be view when we enter in an organization but there are a lot of
other aspects that are quiet hard to notice like the way of thinking of the employees, theirs feels ¢
satisfaction in the work place, etc.

Organizational culturés a wide and deep coggat, something that an organization ‘is' rather than
what it 'has' (according to Buchanan and Huczyngki¢ording to Schein ( 2010 ), an MIT Sloan
School of Management professprl 9 8 1 , 1985, 1992) t heory, or ga
pattern & shared basic assumptions that the group learned as it solved its problems of externe
adaptation and internal integration, that has worked well enough to be considered valid and, therefore,

be taught to new members as a correct way to perceive,ahmki f e e | in relatior
Deal and Kennedy defined organizational culture as the way things get done around here. Torben (201
describe organizational culture as: A how t hin

notworka f ar as behaviors and what gets rewarded
strength A or certain kind of cultures <corre

Cameron& Quinn(2005)emphasize that the success of organizations is not only determined by specific
external conditions, for example, barriers to market entry, rivalry in the industry, and supplier and buye
power (see alsBorter,1989. They conclude that the remarkable and sustained success of some U.S.
companies (e.g., Southwest Airlines, Wb r t , etc.) fiHas had |l ess to

c omp any Gamdron&eiion,2005 p. 4).

We donoét have a wunique <culture that fits w
organizations generate theagwn vision, mission, and build strategies so in this way they create their
own culture their own way how they function and how they do things. For examples professors in
academia have the same methods, same materials that use in the lecture but stugsndsfgrentiate
from each other, or they have student with grade point average 10.00 or 6.00 two extremes and betwex
Taking in concern this statement we can notice that like people do not have same beliefs als
organizations can not have the sameural Culture exists, we cannot say that we do not have culture,
and we can use it for comparison.

Hof st ede (2001) has of fered t hat cul ture [
distinguishes the members of one group or category of people flomtah er 6 ever yone
culture, any element by which is different from the others. For example solving problems quickly or
slowly, being polite with customers or impolite etc. Organizations are open social system composed ¢
different people with dferent educational degree, different position, but they all work together for
achievement one common gdhe organizational goal by which is defined also the organizational
structure and culture. A single definition of organizational culture has proves very elusive. No one
definition of organizational culture has emerged in the literature. One of the issues involving culture is
that is defined both in terms of its causes and effect. For example, these are the two ways in whic
cultures often defined

1. Outcome®Pefining culture as a manifest pattern of behavidany people use the term culture to

describe patterns of cross individual behavioral consisteDtQ). For example, when people

say that culture i8 The way we do tthey arg definiag consistaht wayeis ie , 0
which people perform tasks, solve problems, resolve conflicts, treat customers, and trea
employees.

2. ProcessDefining cultue as a set of mechanisms creating cross individual behavioral consistency

In this case culture is defined as the informal values, norms, and beliefs that control how
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individuals and groups in an organization interact with each other and with peopte dhtsi
organi zati on. . 0

Taking in concern these two approach given by Dr.Richard and W.Scholl ( University of Rhode
Island ) we find out that in a great importance are employees in an organization especially in ar
academic institution to know their owmgtion, their duties, to be able to solve problems, to treat well
the customers, in our case students, to respect each other, to interact between and with people arot
like parents, families, firms, stakeholders etc.

Is there a formula for a successfubanizational culture? Authoritarian cultures in companies, as in
nations, may be the most efficient, explains Rothwell, but competitive success may require more tha
efficiency. The trick today, he notés,to move fast but with the best ideasAnd thebest ideas do not
come slowly from the | ea duenleashhadeativepotentinlal warker§ © h e
Rot hwel | emphasi z a sle haB thandesl é&ain, authotitaian] whatdlle pedple what
to do, to facilitator, who challenges people to come up with the best ideas and finds creative ways t
identify obstacles to producti vi tignovatiord Ackentadae k t
not fall in the hierarchic authority but in team work so in general all the employees in any kind of
organization have to feel like a part of it in this way they will be more close in the process of goal
achievement. Culture is becoming very omjant issue in academic institutions.

In a scientific Journal from Ohio State University | find out very important conclusion related
organizational culture in Academic Institution. In the article is mentidiié@ strength of academic
culture," states byDavid Dill, "is particularly important when academic institutions face declining
resources. During these periods the social fabric of the community is under great strain. If the commo
academic culture has not been carefully nurtured during periods epepity, the result can be
destructive conflicts between faculties, loss of professional morale, and personal alienation" [21, p. 304
Organizational culture in Universities is a little bit complicated to be investigate. The competiveness is
rising from day to day in higher education and culture is becoming the key factor for sUdaesk.e k et
al(20ir0emafrckul t ®8@meor gani zati on what per s-an aliidtdye r
yet uni fying t hneenaen,idntgae @angimarty ii IdieAMetp ie 0 © & ih\aaako
consensus on comprehensive definition. In accordance with Mary Jo Hatch and Tammar Zilber (2012
cultures cannot be accurately or completely described at all. Even so, all the definitions are close in tf
nation they convey and bring us to define organizational culture: A set of beliefs and shared values the
unifies members of an organization and consolidates them under the cover of potent behavioral norn
and rules. Taking in concern the key words of thdsinitions we can conclude that Universities in
principle offer the same curricula but the way how they are implemented exactly how things go on ar
qguite different. And i n this case is #fculture
di mensions are complex set to be investigate.
organizational culture in Academic Institutions.

3. Hof stededs organizational culture di mensi on

Geert Hofstede (or Gerard Hendrik Hofstédéorn 2 Oabber 1928, Haarlem) is an influential
Dutch writer on the interactions between national cultures and organizational cultures, and is an auth
of several books including Culture's Consequences (2nd, fully revised edition, 2001) and Cultures an
Organizatims, Software of the Mind (2nd, revised edition 2005, with his son Gert Jan Hofstede).
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Hofstede's study demonstrated that there are national and regional cultural groupings that affect tt
behavior of societies and organizations, and that are very persistess time. The idea of a business
having a culture was developed from the work of Hofstede on national cultures (1980). His researcl
focused on ways of measuring national cul ture
different contexts. Té cultural values that are important in a national culture, he suggested, could be
reflected in the way businesses within that country are operated and organized. Hofstede's fiv
dimensions (he developed four in 1980, then added a fifth in 1991) were:

1. Smal vs. Large Power Distancé the extent to which the less powerful members of institutions
and organizations expect and accept that power is distributed unequally. Small power distanc
expect and accept power relations that are more consultative or demdteaple relate to one
another more as equals regardless of formal positions. Subordinates are more comfortable wit
and demand the right to contribute to and critique the decision making of those in power. In large
power distance countries less powerdccept power relations that are more autocratic and
paternalistic. Subordinates acknowledge the power of others simply based on where they ar
situated in certain formal, hierarchical positions. As such the Power Distance Index Hofstede
defines does natkeflect an objective difference in power distribution but rather the way people
perceive power differences.

2. Individualism vs. collectivismi individualism is contrasted with collectivism, and refers to the
extent to which people are expected to standfarpthemselves and to choose their own
affiliations, or alternatively act predominantly as a member of ddifg group or organization.

Latin American cultures rank among the most collectivist in this category, while the U.S.A. is
one of the most indivighlistic cultures.

3. Masculinity vs. femininity - refers to the value placed on traditionally male or female values (as
understood in most Western cultures). So called 'masculine’ cultures value competitiveness
assertiveness, ambition, and the accumulatbrwealth and material possessions, whereas
feminine cultures place more value on relationships and quality of life. This dimension is often
renamed by users of Hofstede's work, e.g. to Quantity of Life vs. Quality of Life. Another
reading of the same dimsion holds that in 'M' cultures, the differences between gender roles are
more dramatic and less fluid than in 'F' cultures.

4. Uncertainty avoidancei reflects the extent to which members of a society attempt to cope with
anxiety by minimizing uncertaintyCultures that scored high in uncertainty avoidance prefer
rules (e.g. about religion and food) and structured circumstances, and employees tend to rema
longer with their present employer.

5. Long vs. short term orientationi describes a society's "time @on,"” or the importance
attached to the future versus the past and present. In long term oriented societies, values inclu
persistence (perseverance), ordering relationships by status, thrift, and having a sense of shan
in short term oriented societiegalues include normative statements, personal steadiness and
stability, protecting ones face, respect for tradition, and reciprocation of greetings, favors, anc
gifts.

4. Research Methodology

After reviewing the literature regarding organizational theatye importance of organizational
culture in Academic Institutions and the way how culture can differentiate organizations from each
ot her , using the Hoftedebs frameworKk Knowi ng
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developed the own questiaaire to highlights the importance of Organizational Culture in Academic
Institutions. The validity of the statements that are included in the questionnaire was tested by SPS
software, gathering data from academic and administrative staff from Acadestittitions related
organizational culture.

5. Data collection

A self-administrated questionnaire was designed and tested among academic and administrati\
staff in Academic Institutions in Kosovo. Prior to administrating the questionnaire, there are
demogr aphic questions and the others related H
32 statements. Statements that covered topics such as reputation of University, academicians, also
included in the survey instrument. In the first gatthere are demographic questions that participants
of this survey responded. We put questions like age and status of employment as a result to find out
there is any differentiation in thinking taking in concern these two meaningful demographiiortgies
All the statements in the second sections of the questionnaire sought responses on a scale of 1 to &
which " "1"" represented ''Strongly Disagree'

The questionnaire was distributed randpnd all staff. Thus, it was a sefdministrated
approach of questionnaire responding.

The sample was 150 members of from all staff. Of the whole sample we had 90 responses. Frol
the whole staff members that responded 50 are male and 28 are femaldirigezraployment status 28
of the whole sample are academic staff and the rest 62 of employers that answered are administrati
staff. Using the SPSS program we tested the variables and come in different conclusions that interpr
Organizational culture iAcademic Institutions.

6. Findings and result

Academic Institutions especially AAB College has shown Excellency for all years of its
functioning. The staff members day to day came the same in their belief, norms, attitudes and share
values. Working toge#r like a team personal interest transfer into collective interest oriented to achieve
a common goal the University goal. The culture of an institution is the culture of the own leadership of
that institution.

As is mentioned above the Excellency ig sbown only between the staff members but also in
the communicated with the studertheir success in labor market, the communication with the
stakeholders and the interested parties of Institution that highlight the organizational culture. As culture
is mentioned in literature like the way how organization do things, we can say taking in concern the rea
data collected from questionnaire that AAB College do thing in the greatest way as it is knowing in
inside and international educational market as thst serious privateUniversity that serve its students
and prepare to face with serious spheres of hard life that is actually in transition countries. The fina
product are graduated student but in the road to achieve this final result (graduated Stunlesrs}y
applies the best practices of management in doing things. Below in the paper we are going to analy:
every statement of Hof stededs framework for |
culture of and how it is related with stafitisfaction and enrolment growth.

Regarding to the real data that are consistently collected by the 90 members of staff has a sme
power distance culture regarding the first ste
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That means thahat all the employees are satisfied from the way of communication. They are free in
giving ideas, innovation; thegxpect and accept power relations that are more consultative or
democratic. Employees relate to one another more as equals regardlesabpésitions. Subordinates

are more comfortable with and demand the right to contribute to and critique the decision making o
those in power.

Individualism vs. collectivism. The lot of statements that are integrated in the questionnaire has
to do with tle way of how people feel inside the organization. University organizational culture is
collectivism that means all the employees are oriented for the University future and act as a member of
life-long group.

Masculinity vs. femininity i University cultue is femininity that means is quality oriented.

Uncertainty avoidancei Culture scored high in uncertainty avoidance that means employees
prefer rules and structured circumstances, and employees tend to remain longer with their prese
employer.

Long vs. short term orientation T University is long term oriented. Values include persistence
(perseverance), ordering relationships by status, thrift, and having a sense of shame; Future strateg
t hat make the Univer sity &Psovidogufortstuderds ah ionogative anad m
intellectually rigorous education that equips them with the relevant decsaking, analytical,
entrepreneurial and sustainable skills to achieve lifelong success. Keep the curriculum under review ¢
as to provide oneéhat is distinctive and attractive to students at regional and national levels and meets
the challenges of the 21st century. | mprove s
by providing programs and other opportunities that meet studehemployer needs and incorporate
current research.

7. Conclusions

Organizational culture is a broad and deep concept in nowadays environmental; it became mor
important as a result of globalization and competitiveness. Educational market is raisibhy year
and Universities also has to deal with the factor of competitiveness. AAB is the leader. It is proactive ir
decision making. It implements new innovative strategies. The most eminent professor lecture there ar
well prepared administrative staffryice students and professors also. The staff respect Communication
Standard in order to achieve high gquality in communication inside and outside the institution with
students, employees and other stakeholders, the University has set a general. Ikagpsthe high
quality standard across the administrative and academic departments, set expectations with users &
increase satisfaction with clients. In this way as it is elaborated in the paper, organizational culture it
AAB has e crucial role in enrolemt growth.

8. Recommendations

1. Academic Institutions should implement three or more types of rewarding system

Academic Institutions should organize more seminars in interesting place to socialize the staff

3. Academic Institutions should avoid the differendgetween an academic and administrative as
the language has to be the unique one for all the staff members

N
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9. Limitations

The questionnaire was realized using Google drive form. Time to collect responses was too long &
staff members do not show interestall to fulfill the questionnaire. In the future we have to find any
way to stimulate staff to be more active in these kinds of surveys.

We used the SPSS program to estimate the
framework. As Organization&ulture is quite broad concept and there are a lot of ways to test the link
between organizational culture and enrolment growth using more sophistical econometrical software fc
the future we can add in this paper this kind of regression model andttipegte in improvement the
way of doing things in Institution for example what to change or not for rising the number of
participants.
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Appendix 1. Questionnaire
Organizational Culture in Academic Institutions

I. Demographic questions
1. What is your gender?
1 Male
1 Female

2. What is your age?
25-34 years old
1 3544 years old

=
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1 4554 years old;
5564 years old
1 6574 years old,;

=

3. What is the highest degree or level of school you have completed?
Bachelords degree ;

Masterds degr ee;

Professional degree;

Doctorate degree; Assistant professor

Full professor;

Associate professor;

= =4 =4 A4 A 1

4. Employment Status
1 Academic g&ff
1 Administrative staff

. St atements ( agree édo not agreeéneutral )

Instructions for completion of the questionnaire for part Il: For each statement28: Give a
(4) to the statement that best represents the dominant view in your organization3)Gvehe next
statement closest to your organizationds posi f
out of the four options least represents the culture of your organization and give 5 for neutral answer.

1. Individuals and teams hawearly defined goals that relate to the goals and mission of the
University.

2. Teams often lack the authority needed to get the job done effectively.

3. People feel that most change is the result of pressures imposed from higher up in the
organization.

4. Peopk believe in teamwork, the "what's in it for us" approach rather than "what's in it for

me."

Everyone knows and understands our organization objectives and priorities.

Individuals and teams are measured and rewarded according to how well goals aeslachiev

People are always looking for new ways to better serve clients and customers.

Business decisions are most often made on the basis of facts, not just perceptions c

assumptions.

9. We constantly stretch our goals, to continuously improve.

10. Managers adll levels work together as a team to achieve results for the organization.

11.University is risk taking .

12.University has clearly delineated structures, many written rules, standardized procedures.

13.We respect the authority.

14.We emphasize hierarchy and harmaovithin group.

15.Employees believe that their beliefs are unique.

© N O
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16.Employees share resources and are prepared to sacrifice personal interest for collectiv
interests.

17.Gender roles are clearly distinct.

18.The family is the prototype of all social organizations

19. Futureoriented mentality.

20.Rules are used to determine what is right.

21.Different people hold different views about reality.

22.We often hear Al A( || do this or thaté )

23.Employees ideally achieve objectives in groups and assume joint responsibility.

24.Nonvebal and verbal display of thoughts and feelings.

25.Employees have clear distinction between work and private life.

26.Employees have awarding status based upon accomplishments.

27. IN the University most senior managers are male, middke and qualified by tire
backgrounds.

28.Everyone strongly believes in a set of shared values about how people should work togethe
to solve common problems and reach mutual objectives.

Appendix 2.
Table 1. Results in percentage of the questionnaire

Academic 0.00 35.71 57.14 7.14 0.00 100.00
,SAtgrzinistrative 6.45 19.35 4516 25.81 3.23 100.00
/SAt(?;fdemic 14.29 28,57 50.00 7.14 0.00 100.00
/SAtgrf;inistrative 6.45 2581 58.06 9.68 0.00 100.00
,SAtc?a:demic 7.14 1429 2857 50.00 0.00 100.00
stal
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Administrative 3.23 9.68 38.71 41.94 6.45 100.00

;it::demic 1429 42.86 7.14 3571 0.00 100.00
,SAtgrzinistrative 1290 38.71 25.81 19.35 3.23 100.00
i\t(?;fdemic 7.14 35.71 28.57 28.57 0.00 100.00
,itgrzinistrative 6.45 29.03 4194 16.13 6.45 100.00
;it(?;fdemic 1429 35.71 4286 7.14 0.00 100.00
,SAtgrzinistrative 32.26 29.03 22.58 12.90 3.23 100.00
i\t(?;fdemic 7.14 1429 21.43 57.14 0.00 100.00
Z?riinistrative 3.23 1290 54.84 29.03 0.00 100.00
,SAtc?;fdemic 7.14 2143 4286 28.57 0.00 100.00
,i\tgrf;inistrative 12.90 29.03 38.71 19.35 0.00 100.00
staff

Academic 0.00 2143 4286 35.71 0.00 100.00
,sAtgrfrEinistrative 3.23 1290 45.16 3548 3.23 100.®
?(?gdemic 0.00 28.57 50.00 21.43 0.00 100.00
,i\tgrf;inistrative 19.35 22,58 38.71 19.35 0.00 100.00
,SAtc?;fdemic 21.43 1429 3571 2857 0.00 100.00
,sAtgrfrEinistrative 3.23 3871 45.16 12.90 0.00 100.00
;it:;fdemic 35.71 42.86 21.43 0.00 0.00 100.00
,S’:\tgginistrative 16.13 25.81 48.39 968 0.00 100.00
,sAt(?:demic 7.14 2857 64.29 0.00 0.00 100.00
,sAtgrfrEinistrative 6.45 3548 54.84 3.23 0.00 100.00
;sAt?:demic 1429 42.86 42.86 0.00 0.00 100.00
,S’:\tgrfrf]inistrative 1290 54.84 29.03 3.23 0.00 100.00
,SAtc?:demic 0.00 2143 57.14 21.43 0.00 100.00
,sAtgrfrEinistrative 6.45 2581 45.16 22.58 0.00 100.00
;SAt?:demic 1429 2857 57.14 0.00 0.00 100.00
Ztgrfrfﬂnistrative 16.13 4194 32.26 6.45 3.23 100.00
,SAtc?:demic 1429 21.43 50.00 14.29 0.00 100.00
,SAtgrf;inistrative 9.68 38.71 35.48 12.90 3.23 100.00
;SAt?:demic 0.00 2857 42.86 28.57 0.00 100.00
Ztgrfrfﬂnistrative 3.23 9.68 54.84 29.03 3.23 100.00
,SAtc?:demic 7.14 1429 35.71 42.86 0.00 100.00
,SAtgrfI’linistrative 0.00 25,81 35.48 38.71 0.00 100.00
i{?a:demic 0.00 2143 50.00 28.57 0.00 100.00
stal

Administrative 3.23 32.26 25.81 35.48 3.23 10000
staff
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Academic 0.00 0.00 28,57 71.43 0.00 100.00
staff
Administrative 0.00 0.00 19.35 80.65 0.00 100.00
staff
Academic 714 7.14 50.00 35.71 0.00 100.00
staff
Administrative 0.00 3.23 61.29 35.48 0.00 100.00
staff
Academic 0.00 42.86 50.00 7.14 0.00 100.00
staff
Administrative 3.23 41.94 38.71 9.68 6.45 100.00
staff
Academic 0.00 28.57 50.00 21.43 0.00 100.00
staff
Administrative 0.00 19.35 54.84 25.81 0.00 100.00
staff
Academic 0.00 21.43 50.00 2857 0.00 100.00
staff
Administrative 3.23 25.81 51.61 12.90 6.45 100.00
staff
Academic 21.43 1429 42.86 21.43 0.00 100.00
staff
Administrative 41.94 25.81 2258 9.68 0.00 100.00
staff
Academic 7.14 2857 21.43 42.86 0.00 100.00
staff
Administrative 3.23 16.13 45.16 35.48 0.00 100.00
staff
Academic 0.00 28.57 42.86 28.57 0.00 100.00
staff
Administrative 6.45 19.35 54.84 19.35 0.00 100.00
staff
100.00
Appendix 3.
Table 2. Numeric Data
1 2 3 4 5 Total
Individuals and teams have  Academic staff 0 10 16 2 0 28
clearly defined goals that o .
relate to the goals and mission Administrative 4 12 28 16 2 62
of the University staff
Teams often lack the Acadenmic staff 4 8 14 2 0 28
authority needed to getthe  rqinistratve 4 16 36 6 O 62
job done effectively staff
People feel that most change Academic staff 2 4 8 14 0 28
is the result of pressures
imposed from higherupin  Administrative 2 6 24 26 4 62
the organization staff
People believe in teamwdt,  Academic staff 4 12 2 10 0 28
the ‘whatsinitforus” g isiatve 8 2 24 16 12 2 62
approach rather than "what's
. staff
in it for me
Everyone knows and Academic staff 2 10 8 8 0 28
understands our organization  \y nisyatve 4 18 26 10 4 62
objectives and priorities. staff
Individuals and teams are Academic staff 4 10 12 2 0 28
measured and rewarded
according to how well goals  Administrative 20 18 14 8 2 62
are achieved staff

People are always looking for Academic staff 2 4 6 16 0 28
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new ways to better serve
clients andcustomers.
Business decisions are most
often made on the basis of
facts, not just perceptions or
assumptions
We constantly stretch our
goals, to continuously
improve.

Managers at all levels work
together as a team to achieve
results for the organization

University is risk taking

We have clearly delineated
structures, many written
rules, standardized
procedures
We respect the authority

We emphasize hierarchy and
harmony within group

Employees believe that their
beliefs are unique

Employees share resources
and are prepared to sacrifice
personal interest for collective

interests
Gender roles are clearly
distinct

The family is the prototype of
all social organizations

University has Future-
oriented mentality

Rules are used to determine
what is right

Different people hold
different views about reality.

We often hear
or thaté )

Employees ideally achieve
objectives in groups and
assume joint responsibility

We have nonverbal and
verbal display of thoughts
and feelings

Employees have clear
distinction between work and
private life

Employees have awarding
status based upon
accomplishments.

Administrative
staff
Academic staff

Administrative
staff

Academic staff

Administrative
staff
Academic staff

Administrative
staf
Academic staff

Administrative
staff
Academic staff

Administrative
staff

Academic staff

Administrative
staff
Academic staff

Administrative
staff
Academic staff

Administrative
staff
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In the University most senior Academic staff 2 8 6 12 0 28
managers are male, middle
age,and qualified by their Administrative 2 10 28 22 0 62
backgrounds staff
Everyone strongly believes in  Academc staff 0 8 12 8 0 28
a set of shared values about
how people shouldwork — Agministratve 4 12 34 12 0 62

together to solve common  ga¢f
problems and reach mutual
objectives
90
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ABSTRACT

The purpose of the papers to identify the marketing value of municipal waste, that through
appropriate managnent is becoming a tool of implementation of the concept of social, strategic and
integral marketing of the entities of waste management sector, among others. Iltascalsier of
information that is usable in the process of marketing research. Itssespecially interesting in the
case of prospectively promising waste management entities sector that is important for sebeihgell
in strategic timeframe. The paper primarily applies conceptualsearch methodsand qualitative
empirical research mebds (case study). Research results show that effective waste management i
marketingoriented, and the object of the activitymunicipal waste, has marketing value, and certainly
is a tool of implementation of the concept s”cial marketing, strategic narketing and integral
marketing. Research into the issues of marketing value of municipal waste opens a broad scope c
possibilities that are still insufficiently used in relationships between entities of primary and secondary
market, as well as entitie$ studied sector and marketing research agencies/departments.

Key words: municipal waste management sector, RIPOK, marketingvatue, garbology
JEL classification: M31
Paper category: case study

1. INTRODUCTION

Entities of municipal waste managent sector mainly create value in the processes of collection
and effective management of waste stream, while applying innovative technological solutions.
Technological tools enable smart management of municipal waste through effective segregation int
stream fractions. Consequently, this allows for separation of material for recycling amk,re
management of fraction obtained from mechanical and biological waste processing, and first of al
minimising the amount of unproductively stored rest waste. whetge about chemical composition of
waste that reaches the waste stream, tightens the process of precise selection. Knowledge a
organisational competences, as well as skilful application of innovative technofothiesprocesses of
municipal waste sepration and processingconstitute one of operational sabeas of management in
process approach of studied entities and is the expression otdc@i responsibility and strategic
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operaton ( Szt angr et S o b o €l#48Fs Kurtherde]l diffusiop pf.irfontation and
knowledge, accompanying waste stream cycle is conducive to formation and maintenemegraif
relationships Aware supplier of sorted municipal waste becomes a prasantige process of creation

of Ecovalue by an entity of waste management sector, and offers for secondary market. This alsc
determines another implemented operationalaga in the objective approach of the character of
innovative marketing concept

Another operational suirea that so far has been the least recognised, comoennsercial use
of information automatically registered by separator readers of individual municipal waste fractions.
Information shown in or on waste that constitutes thestrebtained by studied sector entity, applied in
an effective way can improve the process of selection on the level of segregation of material fo
recycling or sale. Furthermore, it can provide knowledge about buying and consurefsted
behaviours of wste stream producers / suppliers. Therefore, waste has marketing value, useful ir
market research which constitutes another interesting suba of management in the company in
functional approach.

Presented paper is focused on the issues of broagipaghed notion ofjarbology in the
process of municipal waste segregation for the purpose of gaining marketing information. The purpos
of the paper is to identify marketing value of communal waste that through appropriate managemer
becomes, among otherthe tool of implementation of the concept of social, strategic and integral
marketing of the entities of waste management sector. It is also a carrier of information, usable in th
process of marketing research. It seems especially interesting in tiegtooinprospectively promising
sector of waste management entities that is important for sociab®iety in strategic timeframe.

2. REGIONAL INSTALLATIONS FOR PROCESSING MUNICIPAL WASTE AS THE

SUBJECT OF RESEARCH. RESEARCH METHODS.

Regional Installatins for Processing Municipal Waste are the subject of research for the needs of the
paper. Legal regulations included in the Act on Waste as amendedara@aary 2015, define regional
installation for processing municipal waste as waste managementwithna capacity sufficient to
collect and process waste from the area inhabited by at least 120 thousand residents, that complies w
requirements of best available technology as provided for in Art. 207 of the Act #f®if 20011 the
EnvironmentalLaw, or technology as provided for in Art. 143 of this Law, including plants applying
innovative available technologies of waste processing, or providing:

- mechanicabiological processing of mixed municipal waste and separating, from mixed municipal
waste, fractions that can be recycled in whole or in part, or

- processing of separately collected green waste and othevalsie and manufacturing, from them,
products of fertilising properties or chemicals supporting plant cultivation that comply witinements
specified in separate regulations, or substances after composting or fermentation approved for recyclir
in the process of recovery R10, that complies with requirements specified in regulations issued unde
Art. 30, section 4, or

- storage of vaste from mechanical and biological process of mixed municipal waste processing and res
from municipal waste segregation of the capacity allowing for collection of waste in the amount that is

" More on this subject in the paper: Ekoinnowacyjne modele biznesu napr zyk adzi e wybranych
Instalacji Przetwarzania Odpadéw Komunalnych (RIPOK) [Eco-innovative business models based on examples of
selected Regional Installations for Processing Municipal Waste (RIPOK)].
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not smaller than the one produced in the installation for nmécdiebiological processing of mixed
municipal waste, for the period of at least 15 years (Act BfAgil 2001, Environmental Law).

Furthermore, the region of municipal waste management can comprise neighbouring
municipalities from various voivodeshigst is provided for in voivodeship waste management plans of
these voivodeships (Act of Y9anuary 2015 on amendments to the Act on waste and some other Acts).
Introduction of the notion of supir@gional installation that can refer to the municipast@ancineration
plant with the capacity sufficient to collect and process mixed municipal waste collected from the are:
inhabited by at least 500 thousand residents that complies with requirements of best availabl
technol ogy, r efegiorele dmu roi casp aii swmparsa € i nci ner at
provision of the Act.

MASTER Odpady i Energia Sp. z 0.oMASTER Waste and Energy limited liability
company as one of 3 similar installations constructed in Poland that have the latestainsall
ensuring mechanicdliological processing of mixed municipal waste and separation, from mixed
municipal waste, of fractions that can be recycled in whole or in part, of the capacity 600220
Mgl/year is the subject of idepth case analysis. Togetheith the landfill, the plant forms an
integral part of municipal waste management system in Region lll.

The paper primarily applies the methods of conceptual research and qualitative empirical studie
(case study) ( Perry 2 @ dalysis tofaPolish®Esk fareign titerdiure @sthei
sector was also conducted.

Table | Basic information about conducted research

Specification Characteristic features

critical analysis of the literature and sector magazines, analy

research technique . . . . , .
webpages, analysis of sponsored interviews, direct interviews

sample selection targeted selection of typical units

Leader of waste management sector in Region 1V, by the crit
of facility machinery

sample size 20 representatives of RIPOKRéggioral Municipal Waste
Treatment Facilityin Poland

Over 10 trade webpages related to waste management secto

geographical range regional range

time range 20142017

Source: own case study
Entities having RIPOK status by the criterion of indicationldgder, and position according to sector
secondary sources were approved fedépth case study analysis

8 Application of the method seems to be justified because:

1/ research concerns contemporary, dynamic phenomena and emerging knowledge about the phenomena,;

2/ it concerns studies of actual contexts of these phenomena, at high ambiguity of limits between their contexts

and the phenomena;

3/ thesubject of research is too complicated to explain the cause and effect relationships by means of survey or experime
method.

® Sample selection was made on the basis of indication by leader and on the basis of indication in the final reportef 3rd stag
of expertise that aim at performance of waste analysis in 20 installations for mech@iagital waste processing, co
funded from resources of the project no POPT.03.600875/130 O , AWsparci e na dzi ag
Srodowi skowycahr ziNdizm$ tNg ty e &1j if uzBdppost Zoa opératians of grvinpnmierdal bodies and
institutions managing EU funds] APartner st wo: $ rParthersiip: £hviconnieht for DR\elbpménk u d n |
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3. INFORMATION AS A SUB -VALUE OF MUNICIPAL WASTE IN THE PROCESS OF
SELECTION AND PROCESSING

Information contained in, or on waste, that constguke stream, and is obtained by an enterprise of
studied sector can be used effectively to streamline the selection process, on the level of segregation
raw material to be processed or sold. Furthermore, they can provide information about buying an
consumption behaviours of creators/suppliers of waste stream.

According to the Ordinance of the Minister of the Environment on packaging design patterns of 23
April 2004, the marking of product packaging is determined by their chemical composition. The
padkages which have a significant environmental impact have been distinguished. This allows for
identification, with the use of optoelectronic and laser separators, of waste streams for example fc
pyrolysis, seHdepolymerisation or sales on the secondaryketa The most important markings are
shown in Table 2.

Table 2 Marking of packaging by chemical composition

composition marking
aluminium, found in for example cans and disposi 41 @
crockery all gy
polyethylene terephthalate PET, found for exampleni| oe. L/,\b
plastic A~ A
bottles, dishes, packages, and housings of hous{ «<—«—>ud—"s>
appliances
high density polyethylene PEHD, HDPE, used fo . =~ 7
example for production of foils, packaging, garbage b A~
sewage pipes, rainwater tanks and garbage containers L.g
polyvinyl chloride - PVC, contained for example L/E'A
syringes, liners and insulation of cables /\
Feek L‘A
low density polyethylene- LDPE, PELD, which is . L/}g
contained in plastic bags L
2N
polypropylene- PP, used for example in foam insulatic s L/‘\g
floor coverings, toys, household aplices
o
e e
2014, from resources of Operational Program TmathinAssistance 2002013, within Priority 11l T Support for
implementation of operations of structural Funds: Actioni3lFunkcj onowani e instytucij. z

N S R O &unétidning of Institutions involved in NSRO implementatidn
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Polystyrene- PS, contained for example in Styrofoa = A
s 0D
fancy goods and toys

L/h\‘
fub

PS

Source: Ordinance of the Minister of the Environment on packaging design patterns of 23 April 2004
http://wlaczoszczedzanie.pl/znadkologiczne/oznaczenproduktowekologicznych/oznaczenie
opakowarze-wzgledunaskladchemiczny/{online: 15.03.2017)

Waste Transfer Card (KPO) is another source of information and irtrganisational
knowledge, also offering the possibility of its commercial use. This card is the evidence for appropriate
disposal of waste by the entity / supplier of the stream, while omitting a natural ,patsentitied
recipients, according to the waste code as specified in the Code Cafalathe waste catalogue
divides the waste according to the source of its formation in 20 groups as shown in table 3.

Table 3 Catalogue of waste by groups

Waste type maiking

waste arising from the search, extraction, physical and chemical processing

] 1
and other minerals 0

agricultural, horticultural, hydroponic, fishery, forestry, hunting and food proce

02
waste

waste from wood processing and from the ofaoture of boards and furnitur

cellulose pulp, paper and cardboard 03

waste from the leather, fur and textile industries 04

waste from crude oil processing, natural gas purification and pyrolytic

: 05
processing

waste from the manufacture, pegation, marketing and use of nonorganic chen

products 06

waste from the production, preparation, marketing and use of products of the ¢

: : 07
chemistry industry

waste from the manufacture, preparation, marketing and use of protective ¢

. . . . o 08
(paints, varnish, ceramic enamels), putty, adhesives, sealants and printing inks
waste from the photographic industry and services 09
waste from thermal processes 10

waste from chemical treatment and coating of metals and other materials, ran

. 11
nonferrous metal hydrometallurgical processes

waste from shaping and physical and mechanical processing of metals and pla| 12

waste oils and liquid fuel waste (excluding edible oils and groups 05, 12 and 19 13

wastes from organic solvemtcoolants and propellants (excluding groups 07 and| 14

packaging waste; sorbents, wiping cloths, filter materials and protective clothit

) . 15
included in other groups

waste not included in other groups 16

waste from the construction, repaand dismantling of buildings and roi 17

19 Regulation of the Minister of the Environment of 27 September 2001 on the waste catdlague [Journal of Lawy No.
112/2001, item. 1206


http://wlaczoszczedzanie.pl/znaki-ekologiczne/oznaczenia-produktow-ekologicznych/oznaczenie-opakowan-ze-wzgledu-na-sklad-chemiczny/
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infrastructure (including soil and soil from contaminated sites)

medical and veterinary waste 18

waste from installations and equipment for the management of waste, S

L . . 19
treatment plants and the treatmentiohking water and water for industrial purpos

municipal waste including selectively collected fractions 20

Source: Regulation of the Minister of the Environment of 27 September 2001 on the waste catalogu
(Dz.U..2001.112.1206).

The waste code defining the type of waste consists of six digits. Hazardous waste is indicated in th
catalogue by the top index in the form of a "*" star.

4. MUNICIPAL WASTE AS THE SOURCE OF INFORMATION IN MARKETING
RESEARCH

Results of analyses of information included in bar¢bda the label of municipal waste and the
so-called analysis of litter bingarbology) have marketing value and can constitute the basis for
marketing decisions of suppliers mfoducts of a specific type on a given market. Therefore, they can be
the subject of knowledge commercialisation in relationships between enterprises of waste manageme
sector and companies or research agencies.

Contemporary science of waste, refert@@s garbology was started as scientific discipline at the
University in Arizona in 1973 and has been practised by William Rathje. The very notion of
Afgarbol ogydo was defined by A.J. Webermann 1in
conent of the famous musician, Bob Dyl an. Dustii
Kennedyds and other peopledbs wastebaskets wer e
technical terminology. It is associated with waste streaanagement, and robotic solutions used here
are referred to agarbologs?. Such an approach was started in Australia in 1960s. In a broader Holden

Village prosumer approach, garbology isthecsal | ed fAcol |l ective sorting
landfill so. Application of garbology in market
an investigation tool in | aw enf dmrmaere raomalyses & OcC
included analyses of wastebaskettrashandimereo adl y documents i n compu

It mu s t be stated that archaeol ogy defined
fossil relics, artefacts, and monuments of past human life and activities of man, i.e. the history o
Mank nd o, constitutes hi storical foundati ons f

' The barcodeis a graphical representation of information through a combination of dark and light elements neetdnyni

the code symbols of the code structure. Graphics correspond to a sequence of numbers, each of which is the carrier of spec
information. Two or three initial digits are the country of origin (the country code is 590), the next five digits are the
manufacturer's code assigned by the Universal Copyright Convention (UCC). The next digit is the product code assigned k
the manufacturers, and the control digit confirming the correctness of the scan. The digital representation of what the coc
containedn the code is intended to allow to manually enter the code, if the reader is unable to read the information. The cod
is an informational value when the electronic reader (laser, diode or camera) is automatically read by the readerhallowing t
productto be identified.

12 RFID (Radiofrequency identification) is one of the tools serving recognition of objects (for example waste) that use
electromagnetic fields for automatic identification and tracking markers attached to the objects. Tags includgoimforma
stored in electronic formPassive tags collect energy from nearby radio waves of RFID. Active tags have local source of
power supply (such as a battery) and can operate hundreds of meters from RFID reader. Contrary to barcode, the marker d
not hae to be within the sight of the reader, so it can be placed in tracked object. RFID is one of the methods of automatit
identification and data capture (AIDC). In 2014 RFID world market was worth USD 8.89 billion in comparison with USD
7.77 billion in 2013and USD 6.69 billion in 2012. It is estimated that this value will have grown to USD 18.68 billion by
2026 (Angell, Kietzmann 2006; Das 2017, Roberti 2017).
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observing and analysing material culture of contemporary population through research of materia
remains of existence allows at least for making some assumptioosreimy behaviours of specific
civilisation.

Such forms of gaining information are included in thecalbed open-source intelligence, i.e.
collected from publicly available resourcegOSINIT). It is a kind of economic intelligence consisting
in gatheringnformation from publicly available resources. Intelligence agents only use public methods
of gaining information, mo s t often also in e
sources include among others:

- public life expressed by the sttuce and amount of waste, i.e. wastebasket trash content or more
broadly the composition of waste on landfill in this case,

- analysis of products/waste througdverse engineeringerformed to achieve some functionality, i.e.
for the needs of determinatiof usable information from the point of view of processing, recycling and
conducted marketing research.

I nf ormati on a vamalybisadi Wvastebhsked tnashtcontent Ai( Ry bc zy Es k
concerns buying and consumptimiated habits of households that can be subject to comparative
analysis according to various categories of entities (natural person, business entities and institution
from inhabited and the smlled winhabited or industrial areas), geographical (international, regional,

l ocal ), categories of territorial units (city
festivals, holidays, etc.).

Wastebasket trash content analysis can contexareas that are essential from the point of
view of marketing research, which in practice has been confirmed in lots of such conducted studie
(Baguchinsky 201 7Rathje, Murphy 2001; Kowalski, Szczelina 2Q1Bhe areas include:

- structures of goodgurchased and consumed in a household by residents of a building, housing estate
district, enterprises or their groups in a specific Zine

- ecohabits, reflected in buying behaviours concerning products in disposable packaging, anc
willingness to segmuate rubbisH;

- amount of consumed/used good of a specific category in a specific time unit, and size of a singl
purchase expressed for example by the packaging size;

- intensity of consumption expressed by the time needed to make the wastebasked fiudquency of
emptying the bif?;

- social level of household;

- information about consumption habits concerning consumption of hggblsessed products or natural
products/raw material§

Table 4 Strategies of marketing garbology

13 Analysis of wastebasket trash content in Spanish households showed that women do not disedsbttiebabies and the

way in which they prepare food for kids is typical of all women in this part of Eufgidje, Murphy 2001).

4 Within the Month of Earth in Duke (Duke Recycles) or"#pril 2017, student volunteers from Association for Eco
development and Environmental Covenant conducted garbology analysis concerning the rate of waste coming to landfill the
is recycled. Every year a different building is analysed. This time the wastebasket trash content from the Link Library in
Perkins was aaysed. The willingness of students to recycle waste was the subject of analysis. All garbage produced on one
day in The Link was collected and delivered to analytical centre. After prior sorting of garbage, volunteers discovared that

of the total 60.5ound of waste from The Link 26 pounds (43%) could have been recycled. According to research material
10.5 pound of paper and 15.5 pound of drink containers were diagnosed.

15 Ccanadians during their lifetime produces 600 times more waste than their letght;va person of 68 kilograms leaves
40825 kilograms waste which brings the country the cost of its disposal of over $ 1.5 billion.

16 Americans generate more waste than any other people all over the world: over 7 pounds per person daily. Around 6
perent of the waste go to landfill imnmediatelytey are containers and packaging from highlgcessed food. They could

all be recycledHumes 2012)
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Source: own case study

- information about habits related to local, domestic or foreign product preferences with focus on
specific country of origin;

- level of
Material subjet/ subject of analyses wastage
from the past current of
2 Prehistorical, : urchase
It . L Retrospective Ethnrg P
in the past historical and d
£
5 : garbology .
@ classical garbology products:
3 Contemporary food"’,
: arbolo househol
- Strategic garbolog) g 9y .
= . of  lonaterm demographically an¢ d and
% current ong economically, radio and
3 changes in consumg . s
o = ) socially and television
€ 3 behavious . .
> psychologically appliance
S5 O .
m o determined S,
electronic
equipment;

- waste structure with division into recyclable, possible to basesl and reducible waste, and rest
waste, i.e. civilizational ecoulture waste and effectiveness of dcowledge management.

Garbology marketing research can concern both the past and present time, with reference to consun
behaviours and the subject of analyses (waste). Therefore, four garbology marketing stratdgges can
distinguished (table 4).

CONCLUSIONS

™ In one of the studies Rathje discovered the first principle of food wastage, i.e. the more repeattdlediesumed day

after day, the smaller the amount of food waste every day.

According to further observations in this sphere, food such as pizza and chips that are not typical daily food are ohost waste
Rathje also noticed that specialised bakery prtedsach as rolls, croissants and cakes are wasted-60 30 of analysed
households. The study was conducted in Spanish households at the end of 1990s at breakfast, lunch and dinner time. T
analysis of waste of 61 American households, conducteesiad@ cycle showed that it included mainly bakery products and
cereals (28 percent) fresh plaigtsue waste (24 percent), highoteins vegetables (12 percent), meat parts, poultry and
seafood (8 percent), fruit waste (8 percent), cheese or other dairy frq6upercent) and fats and oils (5 percent).
Researchers formulated another principle concerning food wastage on the basis of observation of amount and type of me
and sugar waste. Data about beef waste was collected for fifteen months, from sprintig 49139 1974). In the months

after the period of beef deficiency in stores, the rate of beef waste (cooked and raw, but with no fat or bones) was around
percent of the whole purchased beef, whereas in the months of deficiency, the waste rate w3 peocernt. In other

words, people threw away three times more beef in the period of its deficiency in stores than in the period of its regula
supply. Such a situation was the result of reaction to crisis where too much beef purchased in a shop papnatep

stored and processed. A similar phenomenon was observed in 1975 in the case of sugar. Purchased in big amount during
crisis, lowprocessed, foreign sugar was found in big amount in household waste in the form of crystalizedRpitpes (
Murphy 2001)
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Strictly effective waste management is marketmgnted, and the subject of activity
municipal waste, has a marketing value. Certainly they form a tool of implementation of the concept o
social marketing irthe subsystem of diagnostic, analytical and educational actions with reference to
creators of waste stream and the concept of strategic marketing in the subsystem of operational activiti
on the level of waste segregation and processing, i.e. creatiffes for secondary markets and also in
the subsystem of support for the policy of waste management with focus on sociaéivwglin long
time perspective (figure 1).

INTEGRAL
MARKETING

. Secondary market
Primary market Sources of information:

Sources of information: - labelling of packaging according
- barcode of product label; to chemical composition:

-wastebas k‘e t cc -CWD card of waste delivery
garb IO | C; Ql ydc;'l? an according to waste code in Waste
municipal waste landfill.

munic STRATEGIC Cata oguie.

1/ collection of information for —  AND SOCIAL 1/ collection of information for the
archaeologists, MARKETING entities of waste management
demographers, sector about the quantitative and
psychographists and qualitative structure of the waste
sociologists, ethnographers stream of diversified purpose and
and culture experts; principles of the stream

2/ collection of information for management and improvement in
producer / supplier of goods efficiency of current activities in
and services of a specific the sphere of management of
category, directly or indirectly stream creator knowledge;

after analyses of research 2/ collection of information for
companies that provide territorial units of various levels,

usable for formulation or
modification of current plans of
waste management and social
policv in the sphere of Eco-

Figure 1: Pillars of marketing value of municipal waste
Source: own case study

Integral marketing, represents compilation of effectiveness on the market of waste stream
creator and secondary recipient, i.e. customers of secondary markets of recycled material ar
entrepreneurs f or wkheotm tfraansahl ycsoinst eonft Oow ai sst etbhaes b
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Procesi i globalizimit

Mr.Hedibe Nesimi, Phd candidate

ABSTRACT

The subject of this essay is the process of globalization, its dimensions and the theories that al
in favor of and against this phenomenon. Globalization has becamaevitable process for all
countries. He is at the center of everyone's attention today dsebauis considered a promoter of the
valuesand principles of democracy, but on the other hand is often attacked as a violator of social values

Although globalization today mainly covers the economic aspect, its impact is not limited to the
economy. ltactually affects every aspect of life, as a cultural, social, psychological and certainly
political. While globalization is seen as a sign of hope in the future by some, there are others wh
believe it can cause a major catastrophe to the world economy.

In this essay by analyzing various researches, essays and other writings about globalization,
will explain the characteristics of globalization and the arguments that the radicals and skeptics give t
their theories. This will be the main thesis of ttagt. It will also be explained that globalization has a
major impact on employment conditions, inequality of income, poverty, economic sensitivity and
environmental issues in a global sense.

In conclusion, it will be seen that globalization is an unevertgss that has a negative and
positive side. Opening up the local economy or its regions to free trade can ruin the local economy if it i
not ready for such a process. But if economic globalization is hindered and economic protectionism i
put in placeijt is also the wrong tactic for rich and poor countries alike.

Key words:globalism, skeptics, radicals, the world economy.

Hyrje

Eshté e pamundur té flitet pér shekullin et@lpa pérmendur fenomenin e globalizimit. Pavarésisht
shumeé kritikave té dtij procesi, duket i pashmangshém né pérshkrimin e proceseve aktuale. Ky proces
me siguri do té rrisé nivelin e bashképunimit midis vendeve té ndryshme, gé duhet té rezultojé né rritje
e pérgjithshme ekonomike.

Koha né té cilén jetojmé éshté njé kohélimn té pérgjithshém ku dominojn kryesisht té drejtat dhe
lirité e njeriut. Né kété kohé zhvillohet njé proces ku kombet dhe shtetet e pavarura jané té lidhura m
njératjetrén pérmes korporatave multinacionale dhe institucioneve financiare té ndérmiggme
korrelacion con né njé proces té globalizimit té pérgjithshém, vecanérisht globalizimit t&¢ ekonomisé
botérore, qé filozofi gjerman Ulrich Beck (Urlich Beek) e emérton si "republikanizmit kozmofolit".

Ky proces do té thoté se secili prej nesh duhejjggé njé ményré pér té ofruar produktet e tij dhe
shérbimet, si dhe njohuri globale né tregun botéror. Ky proces pérfshin té gjitha shtetet, pavarésisht nc
madhésia e territorit dhe popullsisé.
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Sipas disa autoréve, jané tri qasje té ndryshme pérrirdhe zhvillimin historik té procesit té
globalizimit.

Sé pari, globalizimi mund té shihet si njé proces gé éshté zhvilluar sé bashku me proceset e pa
té qytetérimit njerézor. Kombinimi dhe ndérlidhjet né mes té njerézve ka evoluar dhe éshté forcuar duk
rritur nivelin e gytetérimit té tyre.

Sé dyti, globalizimi mund té shihet si njé proces gé éshté paraqgitur né shek. XV dhe XVI, me
zhvillimin e shpejté té kapitalizmit tregtar. Sipas késaj gasjeje, procesi i shpérbérjes sé kufijve dhe rritj:
dinamike e tafikut rezulton nga zbulimi i kontinenteve té reja, Revolucionit Kopernikan dhe forcimit té
métejshém té tregtisé ndérkombétare, sidomos tregtia e méndafshit, letrés dhe pambukut trajtohen si |
céshtje vendimtare e zhvillimit t& procesit té globalizimit.

Sé treti, né pajtim me gasjen e treté, procesi i globalizimit éshté trajtuar si njé proces i ri i kohés
e cila shfaget né vitet 86.

Duke u mbéshtetur né kéto qasje, globalizimi mund té pérkufizohet si lidhés i veprimeve dhe
aktiviteteteve njerézore géaké pér géllim integrimin mé té shpejté té njerézimit né nivel planetar, i
shogéruar nga lévizje e paparé deri mé tash e njerézve, kapitalit, teknologjisé, ideve, informatave di
vlerave kulturore midis vendeve dhe kombeve. Kjo Iévizje realizohet né minglié qé as njerézit e

as shtetet nuk mund té kontrollojné kété proces né ményré té déshiruar.

Pérkufizimi dhe shkaget e globalizimit

Né pyetjen se cfaré éshté globalizimi é&shté mjaft e véshtiré pér té dhéné njé pérgjigje. Kjo pérgjigje
éshté njé tjgr sfidé pér studiuesit e marrédhénieve ndérkombétare dhe sociologéve, dhe njé pyetje
hapur shpesh e aprovuar, dhe po ag shpesh e kundérshtuar. Megjithaté, njé pérkufizim paraprak gqé mt
té jepet éshté ajo né té cilén globalizimi mund té pérkufizeihgé proces shogéror gé redukton efektin

e barrierave gjeografike, ekonomike dhe kulturore né marrédhéniet shoérore midis vendeve.

Termi globalizém nuk do té thoté shtet botéror, por njé shoqgéri botérore, pa shtet botéror dhe p
njé geveri botérore. Glalizimi, si pikénisje dhe themel, e ka konkurrencén, si njé kategori progressive
e zhvillimit t& shogérisé globale bashkékohore. Globalizimi mbéshtetet né njé shoqéri demokratike
pluraliste, ekonomi té tregut dhe respektimit e té drejtave dhe lirivertétnje

Globalizimi éshté njé fenomen kompleks qé ka efekte té dyfishta. Nga njéra ané, globalizimi
éshté integrimi i kapitalit, teknologjisé dhe informacionit pértej kufijve kombétaré pér té krijuar njé treg
té madh né té gjithé botén. Pra, ky fenomen é&jptbceset qé cojné né reduktimin e rolit té kufijve
kombétaré dhe bashkimin e tregjeve kombétare (shtetérore), né njé treg té vetém global. Nga ana tjet
globalizimi éshté fajésuar si burim i sémundjeve té& ndryshme t& shogérisé moderne (rritjg & krimit

Globalizimi éshté njé proces gé coi né bashkimin e ekonomisé botérore, dhe proces gé e thellc
hendekun mes pjeséve té zhvilluara dhe té pazhvilluara té botés.

Shpesh theksohet se terrorizmi ka pésuar njé lloj té globalizimit, me sulme jashté vendit qé
kané lidhje té drejtpérdrejté me vendin e origjinés. Opinione té tilla dhe né vecanti, deklarata té tilla jan
dégjuar sot nga shumé politikané né mbaré botén.

Né varési té pérkufizimit apo konceptit pér globalizmin, ndryshohen edhe shkaget dhe forcat
levizese té procesit té globalizimit. Nuk ka dyshim se risité teknologjike, vecanérisht né fushén e
informatikés dhe té komunikimit, kané luajtur dhe ende do té vazhdojé té luajé njé rol gendror. Internet
éshté né shumé ményra shémbélltyra e globaliz&idbalizimi i tregjeve financiare, dérgimi i sasive té
médha té parave brenda disa sekondave né distanca té ndryshme népér boté nuk do té ishte i mundu
kété teknologji.

Rrita e madhe e tregtisé si njé element gendror i globalizimit ekonomik édtttéséa
shpenzimet e transportit kané réné me shpejtési, dhe mallrat mund t& dérgohen shumé mé shpejté. |
éshté vecanérisht e vérteté pér sektorin e shérbimeve: Produktet si software apo baza e té dhénave m
té dérgohen né njé cep tjetér té botés breetanda népérmjet transmetimit té té dhénave.

Edhe fundi i Luftés sé Ftohté éshté pérmendur shpesh si shkak. Pérderisa bota né konflikti
midis Lindjes dhe Peréndimit ishte ndaré né dy kampe, kufiterdja e Hekurt* nuk ekziston gé nga
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viti 1989/90.Ish Vendet e "Bllokut Lindor", tashmé jané hapur né drejtim té tregut global. Gjithnjé e mé
shumé shtete tregojné se kané besim né demokraciné dhe ekonominé e tregut si parimet themelore
organizimit. Dhe njé rol shumé té réndésisliékmyesisht ne nivieté vetédijes- kané luajtur problemet
globale. Problemet globale kérkojné njé politiké ndérkombétare dhe mbéshtesin njé vetédije globale
Organizatat si Greenpeace ose Amnesty International, gé jané té dedikuar pér ¢éshtje té tilla globale
mjedisi dre té drejtat e njeriut, jané lojtaré globale. Kritikét e globalizimit si Rrjeti Attac, paralajmérojné
pér faktin se globalizimi nuk éshté njé proces i detyrueshém dhe se pas Luftés sé& Dyté Botéror
globalizmi éshté kryesisht rezultat i trazirave politikmmidhéhegjen e Shteteve té Bashk@ara.

Dimensionet e procesit té globalizimit
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Dimensioni ekonomik i globalizimit pa dyshim éshté me réndési t¢ madhe dhe éshté arsye dhe forc
shtytése pér proceset e globalizimit né fusha té tjera. Por nuk duhgbrthét fakti se globalizimi
pérfshin shumé mé tepér se integrimin né rritje té ekonomisé botérore dhe pér kété arsye nuk mund
reduktohet né procesin thjesht ekonomike.

Globalizimi nuk duhet té shihet vetém né aspektin ekonomik. Ky proces éshté pekitilogjik dhe
kulturor ag sa ekonomik. Mbi té gjitha, ne nuk duhet té harrojmé se ky proces éshté i ndikuar ng:
zhvillimi i sistemit t& komunikimit, e cila filloi né fund té viteve 60. Né ekonominé e re elektronike,
menaxherét e fondeve, bankat, korparalhe miliona investitoré individualé bartin sasi té médha té
kapitalit nga njéra ané e botés, né anén tjetér, me vetém njé "click" né kompjuterin e tyre.

Prandaj, me té drejté mund té thuhet se globalizimi éshté njé térési e proceseve komplekse g veté
proces.

Sociologu amerikan Daniel Bell (Daniel Bell) mé miré e ka shprehur kété fenomen té proceseve ku
thoté, "se kombet jané béré shumé té vogla pér té zgjidhur probleme té médha, por edhe shumé té mé
pér té zgjidhur problemet e vogl&"

Dimensonet e globalizimit:

Dimensioni ekologjik- problemet globale si ngrohja e atmosferés sé Tokés, vrima e o0zonit apo
shkatérrimin e pyjeve tropikale, e shpjegojné procesin e globalizimit né ményrén mé mbresélénés:
sepse kétu folet padyshim pér problemetbgle gé kérkojné trajtim global. Megjithaté, né aspektin e

L Selmanaj SelmanGlobalizimi dhe tanzicioni dilemat dhe sfidatPrishtine:Riinvest 2006,17.
22 Alperovitz, Gar. Democracy: Is a Continent Too Big@ruthout. 07 September 2012. http:/trathit.orgopinion/
item/11391democracyis-a-continenttoo-big.



Proceedings Book of International Scien tific Conference On In novative Marketing - ISCOIM 2018

mjedisit jetésor, natyrisht ka edhe probleme lokale dhe rajonale, edhe né qofté se ata provojné gé té ke
njé karakter ndérkufitar, pér shembull, ndotja e lumenjve.

Mé tutje béhen té garta var@sérité "e pakufizuara" né kohé dhe hapékuge kemi parasyshé faktin

se mbijetesa e shteteve té vogla ishuj, té cilat jané t& grupuara né organizatéft ARESIS cilét e kané

té rrezikuar ekzistencén e tyre nga ngritja e métutjeshme e niveliittévdett nga sjellja e kaluar dhe e
ardhshm e té gjithéve, sidomos njerézit gé jetojné né vendet me industri shumé té zhvilluar.

Prandaj ne nuk duhet té habitemi qé kétyre problemeve u jané pérkushtuar konferencat e para botére
né vitet '90 dhe Konferea mbi Mjedisin dhe Zhvillimin né Rio de Janeiro né vitin 1992.

Dimensioni social e cila i referohet ndikimit té globalizimit né jetén dhe punén e njerézve, familjeve
dhe miqve té tyre. Kryesisht, ky dimension merret me c¢éshtjen e punésimit, kushfgugEsedhe
mbrojtjes sociale. Globalizimi shpesh éshté akuzuar se éshté iniciator | shfrytézimit té punétoréve
papunésisé dhe varférisé, né anén tjetér ka géndrime gé globalizimi redukton probleméfsociale.

Bota po béhet "Global Villag" (fshat global), érve¢c komuniteteve tradicionale si komunitete té
familjes apo té lagjes, paraqgiten né skené komunitetet e reja t& Chat komunikmat, Bisedo, E

Mail), por: ato nuk mund té zévendésojné kéto zona tradicionale t& komurfikimit.

Dimension kulturor ésté i lidhur me cirkulimin global t& ményrés sé jetesés, vlerat, simbolet, imazhet,
géndrimet, besimet, zakonet, etj. Jané dobésuar elementet e kulturés tradicionale pér shkak té ndikimit
kulturave té tjera, vecanérisht ata gé& jané konsideruar té arancMendimtare né procesin e
globalizimit kulturor éshté kultura amerikane qé po pérhapet né mbaré botén, duke e paragitur veten
model ideal té jetesés. Globalizimi i kulturés éshté zhvilluar nga lloje té ndryshme té proceseve té tilla <
udhétimet ndé&ombétare dhe turizmi, emigracioni, ngjarjet, moda, muzika, filmi, zhvillimi i
infoggnacionit dhe teknologjisé kompjuterike (Internet), ngjarjet sportive (Olimpiada, Kupa Botérore,
etj).

Produktet e Hollivudit mund té shihen né mbaré botén, shihet pj&tteerikanizim" | kulturés, por kjo

nuk do té thoté se kulturat rajonale dhe lokale zhduken. Pérkundrazi, ngritja e vetédijes sé kétyr
kulturave éshté pjesé e fenomeneve shoqgéruese té globalizimit.

Dimensioni politik- kryesisht i referohet krijimit tétaikturave politike ndérkombétare gé udhé&heqin
politikén kombétare té bazuar né parimet dhe interesat e pérbashkéta. Kétu vlen té pérmendet rast
Bashkimit Evropian, i cili funksionon si njé strukturé ndérkombétare me ané tét té cilit vendosen pikat
kryesore té politikave té shteteve anétare.

Kjo zoné e globalizimit &shté subjekt i polemikave dhe paralajmérimeve té shumta, kryesisht pér shka
té dobésimit té fuqisé sé shteteve kombétare dhe zvogelimin e réndésisé sé tyre si njé lojtar kyc r
arenén polike ndérkombétare. Megjithaté, duhet té pranohet se ka njé numér té problemeve
ndérkombétare qé kérkojné trajtim ndérkombétar, té tilla si terrorizmi apo problemet ekologjike gé kané
ndikim né mbaré botén. Prandaj &shté e nevojshme té ndérmeren poliékaimbétare pér mbrojtjen

e mjedisit apo luftén kundér terrorizmit.

Dimensioni ekonomik- Shembuj té kétij dimensioni mund té gjenden pa asnhjé problem né gazetat
ditore, ku dimensioni ekonomik éshté né plan té paré (rritjfa e madhe e tregtisé dhe ineegiieidg,
globalizimi i tregjeve financiare si njé paradé&, prodhimi i integruar ndérkombétar, kompanité
ndérkombétare, konkurim lokal | vendeve dhe rajonit, fundi i ekonomive kombétafé, etj).

Avantazhet dhe disavantazhet e globalizimit
Nga ajo gé keminEné mé sipér, mund té shihet se globalizimi ka avantazhe dhe disavantazhe.
Avantazhet e globalizimit:
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Falé globalizimit, mund té komunikojmé me miqté né mbaré botén népérmjet telefonit celular, fiks apo
chat né internet. Kjo éshté pérparésia mé e madiglmlizimit, e cila na lejon té gjithéve té
integrohemi. Mund té shihen kanale nga vende té tjera dhe té mésojmé pér kulturat tjera, spor
ndérkombétare, politika e jashtme, ndér té tjera. Qasje universale ndaj kulturés dhe shkieleés
njohur kulturaté tjera, ne jemi né gjendje ti hapim mendjet tona dhe t& mésojné né lidhje me zakonet ¢
tiera dhe ményra té tjera té jetesés, feve té tjera, ndér té tjera. Njé avantazh i madh i globalizimit &shté
udhétimi né vendet e huaja éshté béré mé i arrits@githashtu mallrar e prodhuara né njé vend mund

té eksportohen né njé tjetér. Prandaj, globalizimi éshté i lidhur direkt me kapitalizmin. Lejon
shfrytézimin e mundésive pér biznes né shumé vende, hapje té tregjeve si né Bashkimi Europian, rrit
dhe bashknin e kompanive, privatizimi i ndérmarrjeve publike, dhe rritjen e zhvillimit shkencor dhe
teknik.

Dobésité e globalizimit:

Por globalizimi gjithashtu per fat t& keé ka edhe dobési. Fakti gé tregu ndérkombétar imponon kufizime
pér potencialin e tregut dhé gjitha objekteve té prodhimit dhe marketingut t& vendosura né té gjithé
vendin, e bén té qarté se tregjet e vendeve né zhvillim iu éshté shumé e véshtiré qé té pérshtaten me k
kushte, pér shkak se vendet né zhvillim nuk kané aftési administrakmkeaelhe té marketingut.

Globalizimi ndikon direkt te tregtarét e vegjél, rrit nacionalizmin né shumé vende, duke ndikuar né
humbjen e diversitetit biologjik dhe kulturor.

Aspekte té tjera negative té
globalizimitiané : mé shumé theksi
vihet né ekonomindinanciare sesa

né ekonominé reale; ka zhbalancime

té médha ekonomike dhe pérgendrim

té pasurisé: té pasurit béhen mé té
pasur, té varférit mé té varfér; rritje e
fleksibilitetit té punés, duke rezultuar

né pérkegésimin e kushteve pér
punétorét; me aftésé pér té lévizur
materiale té rrezikshme né vende té
tiera, ku mund té mos din rreth
rrezigeve té tyre pér démtimin e mijedisit jetésor. Gjithashtu refuzimi i globalizimit nga grupet
ekstremiste ¢con né terrorizém.

Pérfundim

Nga se u tha mé sipér me ardé pérfundim se radikalét mund té kené argumente mé bindése nga
skeptikét. E vérteta e hidhur éshté se niveli i tregtisé botérore sot éshté zhvilluar si kurré mé paré, e ci
ka pérfshiré njé gamé té gjeré té mallrave dhe shérbimeve.

Por nuk duhet té neglibhet dhe problemet qé me té drejté pérmenden nga skeptikét. Té dyja palét,
radikalét dhe skeptikét e kané gabim gé me ¢do mjet mbrojn mendimet dhe teorité e tyre. Procesi
shihet nga té gjitha kéndet, duke | theksuar té gjithé anét negative dhe pozitive. Eshté gjithashtu e vérte
se globalizimi nuk u sjell dobi té barabarté té gjithéve dhe nuk ka pasoja té njéjta pér té gjithé.

Eshté e qgarté se tregdiré nuk u sjellé pérfitime té barabarta dhe pérmirésim, sidomos kur béhet fjalé
pér vendet mé pak té zhvilluara. Hapja e ekonomisé lokale apo rajonet e saj pér tregtiné e liré mund
shkatérrojé ekonominé lokale né gofté se ajo nuk éshté e gatshnjé peaces té tillé.

Por té pengohet globalizimi ekonomik dhe té vendoset proteksionizmi ekonomik éshté gjithashtu taktik
gabuar si pér vendet e pasura dhe té varfra njésoj. Format e pérhershme té proteksionizmit nuk do
ndihmojné né zhvillimin e verave té varfra, ndérsa pér vendet e pasura do té shkaktonte njé lufté mes
bllogeve ekonomike.

Globalizimi na detyron té pyesim nése shtetet kombétare dhe udhéheqésit e tyre kombétar politik jar
ende té fugishém, ose gjithnjé e mé shumé béhen té paréddégsh rendin botéror? Mendoj se
shtetetkombe jané ende té forta, por né té njéjtén kohé, siketetbe duket riformésohen dhe politika
ekonomike kombétare nuk mund té jeté efektive ashtu si¢ ishte né t& kaluarén. Mé e réndésishme
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gjithé kété, éshté seendet prap duhet t&¢ mendojné né lidhje me identitetin e tyre tani qé format e
kaluara té gjeopolitikés béhen té vjetra. Kéto ndryshime krijuan dicka qé nuk ka ekzistuar kurré, dhe ki
éshté njé shogéri kozmopolite globale. Ne jemi brezi i paré qé jétkété shogéri. Kjo natyrisht gé nuk
éshté njé rend globale gé udhéhiget nga vullneti kolektiv i njerézimit. Pérkundrazi, globalizimi paragitet
né ményré shumé anarkike, me njé fjalé, tani pér tani askush nuk e di, né cfar drejtimi shkon zhvillim
njerézomeé nivel global.

Sfidat e globalizimit edhe né té ardhmen do té jené:

1 Té sigurohet gé frytet e globalizimit ti gézojné té gjitha vendet;

1 Té& binden njerézit se kriza financiare nuk do té destabilizojé té gjitha vendet;

9 Té binden vendet né zhvillim liberalimi i tregtisé do té rris standardin e tyre té jetesés;

1 Té& investojné mé shumé né luftén kundér epidemive dhe eliminimin e sémundjeve infektive,
mbrojtjen e mjedisit, ¢crrénjosjen e krimit té organizuar dhe luftén kundér terrorizmit global,

1 Ulja e hendekuines té pasurve dhe té varférve;

1 Riritja e numrit té té punésuarve, veganérisht né vendet né zhvillim.
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ABSTRACT

In digital marketing the behaviour of individuals at a website is usually recorded as the number of visits
and itemsconsumed. Counting distributions allowing for lot of zeroes are often required in modelling. If
drivers of behaviour have also to be investigated, -fidftated or ZereAltered (Hurdle) Generalized
Linear (Mixed) Models should be considered, dependingherrésearch question formulation and data
structure. A protocol approach for the analysis of a simple data set is outlined with an emphasis on da
exploration, model specification, selection and validation, and graphical model representation with the
sdtware and related packages.

Key Words: Website Visits, Generalized Linear Model, Zéndlation.

1. INTRODUCTION

In digital marketing and advertising research, the response of interest is often the count of behaviour;
events: visits to a website, wetets on Twitter, likes on Facebook, number of news read on a news
website, number of iitems purchased online, e |
the Poisson distribution, keeping in mind that its variance should equal its mean.l®@king further

for a model describing how one or more covariates (predictors) drive a counting response, the approa
can be taken in the context of Poisson Generalized Linear Model (GLM) with a log link. In this model
the log of the mean (the param@tef the Poisson response is predicted by a linear combination of the
covariates. However it is not uncommon that the data present more dispersion in the response th:
expected for Poisson counts. In this case, if the observed overdispersion is realatutk of the data

(and not due to other aspects), the Negative Binomial GLM may help in handling overdispersion.

It is often the case that the observed behavioural events are relatively infrequent and the observe
overdispersion is due to response eropirdata containing more zeros than Poisson or Negative
Binomial GLM can predictLeeflang et al. (2000) considered a purchase incidence model and a critique
to Poisson and Negative Binomial response distributions was that they do not accommodateaisdividu
who never buy. Both models predict that every individual will eventually buy a product, as the time
parameter increases. Since for most prodants categories there may be a group of individuals who
never buy, these purchase incidentzdels tend tonderestimate the percentage of zero purchases. One
solution (Morrison and Schmittlein, 1988) is to add a component to the model that allows for an
additional spike at zero, due to the class ofboyers.

In this papemwe have considered a data set abmgité and) consumptions (item purchasing, news
readi ng, €) at a website. Empirical data of t
modelled by Poisson or Negative Binomial GLM.
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Specific models have been proposed in the literature fudlimg this situation like the scalled Zero
Inflated (ZI) Poisson (ZIP) or Negative Binomial (ZINB) model. A ZI model postulates that there are
two latent classes of people. Takvays zerpin our case individuals who never visit the website, and
the not always zerpfor whom the number of consumed items follows a count distribution (Poisson or
Negative Binomial). A ZI model accounts for structural zeros, fromatlagays zeroclass, and for
random zeros, from theot always zeralass (Rodriguez, 2013).

Alternative models are Zero Altered (ZA) Poisson (ZAP) or Negative Binomial (ZANB), also called
Hurdle models. They distinguish counts of zeros from larger counts, collapsing the count distribution
into two categories, and then use a truncated distrib@tiBro i s s o n, Negative Bino
been excluded) for the positive counts. In this approach two classes are observed rather than late
observed zeros and observed positive counts. The term hurdle is evocative of a threshold that must
exceee@d before events occur, with a separate process determining the number of events (Rodrigue
2013).

Several recent studies in digital marketing and advertising have faced count data with overdispersion
too many zeros.

Mahmood & Sismeiro (2017) have dagped the role of online engagement, homophily and social
influence in explaining traffic and news consumption by social network users at an external news
website. The objective was to determine if social network information can help predict user bedtaviour
content websites in general, and at a news website in particular. The authors have adopted a rand
coefficient Poisson hurdle model to find associations between behaviour at news sites and at onlir
social networks and studied simultaneously the deti® visit the news website (binary outcome) in a
given day and the decision to read a certain number of articles (the positive outcome part of the model)
Bruce et al. (2017) have studied the joint effects of creative format, message content and targhe
performance of digital advertisings over time. Because of the typical low level of response to digital
advertisings, the authors considered a-zeflated response. They have distinguished two type of zeros:
structural zeros due to zecticks of online consumers that are unaware of advertising impressions and
sampling zeros of online consumers that are aware but choose not to respond for other factors. Tl
authors have considered are dynamic Zeflated Poisson and Negative Binomial models.

Liu-Thompkins & Malthouse (2017) have suggested potential sources for behavioral data of interaction
with and between customers in digital, social, and mobile environments that have the potential tc
advance advertising research. The authors have presprdedsses for analyzing and interpreting
behavioral data covering common and problematic issues, includinghfietmn.

Phuong & Kauffmann RJ (201@)ave explored the effectiveness of content sampling, allowing
consumers to try out a small portion opeoduct for free, for information goods. They have explored
several econometric models to analyze the relationship between free previews and VoD purchases f
series dramas and test several research hypothesis. Between the models considered arenthe Pois
Negative Binomial, Zero Inflated Poisson, Zero inflated Negative Binomial and Hurdle models.

Shin et al. (2018) have conducted a case study investigating the effect of visual and textual content
consumer engagements (numbers of likes and reblogs) aslarge dataset from Tumblr. They have
shown that positive peripheral cues (e.g., beautiful images, adult content, celebrities, images that a
complex in the pixelevel) have positive effects on the engagements content and that demanding
significant ognitive resources (e.g., images that are complex in the dbjetti long text with diverse
topics, complex sentences) has the negative effects. The model considered have been Poisson
Negative Binomial fixed effects.

In this paper we suggest a pratbto avoid typical traps of empirical data applied to the analysis of a
simple data set. Section 2 is devoted to Explorative Data Analysis (EDA). Section 3 concerns the
modelization process and the overdispersion and-inflation check. In Section 4 werovide a
graphical representation of the final model. All the analyses in this paper have been carried out using tt
R software (R Core Development Team, 2017) and some of its packages.






