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ABSTRACT 

This article aims to explain what food is and how it is understood by customers today. Explanations also 

required the term "delicatessen" commonly used today. Another goal is to clarify where the stores are 

and why they sell delicatessen. The article explains the concepts of the production and sale of exclusive 

food, as well as examples and explanations why they are considered luxury food. The most important 

goal of 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 particular 

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 was 

very well known and widespread in African countries, such as Ethiopia or Egypt. There was a time when 

salt was treated as an official 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 their 

limited availability or difficulty in production. Another factor affecting the 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 food about a delicatessen in a very fast industrial process. Customers purchasing exclusive food 

want not only a sublime and individualized taste, but also the history and specific productive secret of 

the product. 

 

2. World FOOD INDUSTRY 

Food is any substance 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 minerals. 

This substance is consumed by the body and attached by the body's cells to 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 industry (Aguilera, Stanley, 1999). 
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Food safety and food hygiene are monitored by agencies such as the International Association for Food 

Protection, the World Resource Institute, the World Food Program, the United Nations Food and 

Agriculture Organization and the International Food Traffic Information Council. These organizations 

deal with issues such as sustainability, biodiversity, climate change, food economics, population growth, 

water supply and access to food. The right to food is a human right derived from the 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 argue 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 aspect 

of ethnic culture to be lost." Many cultures have a recognizable cuisine, 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 gastronomy. 

Many cultures have 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 ethnic food 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 predators, religion 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 human 

development (Humphery, 1998). 

 

3. Delicatessen 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 usually 

widespread throughout the region. Often this is due to unusual flavors, characteristics or because it is 

rare or expensive to eat compared to standard food products. Delicatessen varies depending on the 

country, customs and historical period. The language of the flamingo was a highly regarded delicacy in 

ancient Rome, but it is not consumed at all in modern times. Lobsters were considered a sign of poverty 

in North America until the mid-nineteenth century, when the richest people started to eat them because 

of their health benefits. Then, as in Europe, 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 retail outlet 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 mid-eighties. European emigres to the United States, especially Jews in Ashkenazi, 

popularized delicatessen in American culture, from the late 1800s. Dikikatesy is a borrowed German 

slogan that first appeared in English in 1889 along with a revised plural, delikatesse ''. In German, it was 

borrowed from the French word "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 company 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 distant 

places such as the Canary Islands and China. Over 300 years later, it is the largest such company in 
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Europe. The first delicatessen that appeared in the United States were in New York, created in the mid-

eighties, and the first known use of this word appeared in 1885. Mainly it was used by German 

emigrants living there (mainly followers of Judaism). 

When the German-Jewish population grew in New York in the mid-19th century, a kosher deli was 

opened. The first was founded in 1889. In the United States, in the period of 20 years until the beginning 

of the 21st century, supermarkets, local 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 retail 

store was the most visible in New York: from the high in the 1930s about 1,500 good Jewish delicacies, 

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

In Europe, "deli" means high-quality, expensive foods and shops. In German-speaking countries, the 

common synonym is Feinkost (good food), and the stores that sell it are called Feinkostläden 

(delicatessen stores). Department stores often have Delikatessenabteilung (special department called 

"delicacy"). European delicacies include Fauchon in Paris, Dallmayr in Munich, food department in 

Harrods Shopping Center, Fortnum & Mason in London (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 American-style deli are called kulinariya and offer mainly 

salads and main courses. Delicate meat and cheese, cut cold and sliced, are sold in a separate section, 

and custom made sandwiches are limited to junk food such as Subway. The Elisevsky grocery store in 

the center of Moscow, with the décor of fin de siècle, is similar to the European deli. From the tsarist 

times, they survived the Soviet markets as Russian delicacies difficult to obtain. Delicatessen can also 

provide food from other countries and cultures that are not easily available in local food stores. In Italy, 

delicatessen can be called "gastronomy", "negozio di specialità 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 products 

produced in small quantities from high-quality ingredients "(Hall, 2005) Consumers typically pay higher 

prices for special foods and may perceive them as giving them different benefits compared to foods 

without a special rank. higher prices due to more expensive ingredients and more work needed to 

produce it Some grocery stores specialize in special foods There are several organizations that promote 

special foods and their suppliers, as well as the associated lifestyle (Wemischner R., Karp K The term 

"food specialties" does not have a standard definition Food producers, regulators and consumers can be 

confused because of the potential ambiguity of the term (Hall, 2005) The following examples explain 

what special food is. 

Caviar (Persian: ϴϜмͻϜϼ, otherwise KhǕviyǕr) is a delicacy consisting of salted fish eggs from the 

sturgeon family of the Acipenseridae 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, Ossetra and Sevruga caviar). 

Depending on the country, caviar can also be used to describe the roe of various other fish, such as 

salmon, trout, carp and other sturgeon species Caviar is considered a delicacy and is eaten as a 

condiment or spread eg on bread (Davidson, Jaine, 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 mass 

scale and export it from rivers, huge catches caused 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 recent 

years, due to the increased demand for high-quality caviar, supply has now been regulated by CITES 

(Convention on International Trade in Endangered Products). This results in a further reduction of 

supply, and some countries have completely banned the import of food from the Caspian region, which 

means that customers who want to taste this type of caviar 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 and 

ground beans. Cocoa has been grown by many cultures, for example, for at least three millennia in Latin 

America. The earliest evidence of the use of cocoa beans in the region of Mexico and Guatemala, with 

evidence indicating the production of drinking chocolate, dates from 1900 BC. In fact, most Indians 

produced chocolate 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 one 

of the dishes during the marriage of King Louis XIII and Princess Anna of Spain. Currently, chocolate is 

more often available than at the time of the discovery by Europeans. However, some varieties such as 

the company "Amedei" contain beans, which can be grown only in very small areas of the earth, which 

have appropriate climate 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 expensive 

cookies (USD 3,700 per pack) (Szogyi, 1997). 

Truffle is a fruit fungus of Ascomycete 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 Brillat-

Savarin called truffles the "kitchen diamond". Edible truffles are very much appreciated in French, 

Croatian, Georgian, Greek, Italian, Middle Eastern and Spanish cuisine as well as in international dishes 

(Benjamin, 1995). They are so highly valued because of the very long time and effort that must be taken 

to locate them. This is due to the 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 must be as short as possible. Vittorio 

Giordano, a well-known 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 right 

time. Another 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). 

Hand-made cheeses such as Ser Artisanal are special products produced by hand using traditional 

craftsmanship of skilled cheese producers. As a result, cheeses are often more complicated in terms of 

taste and variety than pre-made cheeses. Many hand-made cheeses are blue cheese, which ripen for a 

long time to achieve a certain 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 making 

Artisanal cheese is the ripening of cheeses in order to develop the taste and associated 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 mixing 

milk from many farms, while the 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 are considered luxurious 

are the time needed to ripen cheeses, as well as animals, which should be taken care of. A specific 

example of cheese is "Caciocavallo Podolico." It is a cheese product made from the milk of a rare breed 
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of Italian cows, which graze in a specific area of Italy, and their diet consists of strawberries, blueberries 

and cherries. This affects the milk that they produce along with the climate in the area through which 

other cows cannot survive in it, and therefore this cheese cannot be made anywhere else. Another luxury 

cheese is "Pule." It is made from a specific donkey species in a specific region of Serbia. There are only 

~ 100 donkeys that are used to produce milk, as many as 25 liters of milk must be used to produce 1 kg 

of cheese (Thorpe, 2009 ). 

 

5. SUMMARY 

There is no doubt that luxury food, sold in specialized stores it is a commodity that enjoys great 

popularity among wealthy people. There are many variants of exclusive food in the world that have the 

features sought after by connoisseurs. Exclusive food products exist in every possible variety from 

luxury alcohols, through local dishes to hand-made products according to a recipe that has been 

unchanged for years. Luxury food products have always existed and have always been equally desirable 

and enjoyed immense popularity because people naturally want to try new and tasty dishes. Currently, 

exclusive dishes are much more popular, this may be due to the growing globalization, and thus greater 

consumer awareness. Luxury food products have always 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 as 

those less wealthy who eagerly buy small quantities of the most expensive specialties in specially 

adapted stores. Any person who once tastes luxury food products can not give up later, due to their 

sublime taste and a sense of belonging to a better world of affluent people. Consumption of luxury 

products requires huge financial outlay, however, the taste sensations compensate for any costs incurred. 
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Ndikimi i ekspozimit të produkteve si element kyç inxitjes së 
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ABSTRACT  

Ekonomia bashkëkohore karakterizohet me treg të lire. Aktivitetet e biznesit dhe ato ekonomike në 

përgjithësi janë të lidhura ekskluzivisht me tregun. Në treg funksionojnë dy mekanizma kryesorë: 

kërkesa dhe oferta. Kërkesa gjendet në treg, pra, të konsumatorët (individi, familja, ndërmarrja). 

Ndërkaq, oferta formohet në ndërmarrje, me destinacion të përmbushjes së ndonjë kërkese të 

konsumatorit. Ndihmesën më të madhe për funksionimin e mekanizmave të ofertës dhe kërkeseës në 

treg, e jep disiplina e marketingut. Marketingu në cilësinë e shkencës ekonomike është urëlidhëse në 

mes ndërmarrjes dhe tregut duke përdorur shitjen. 

Shitja është një mënyrë e komunikimit ndërmjet blerësve dhe shitësve, shpesh një ballafaqim ballë për 

ballë i projektuar për të ndikuar në vendimin e një grup personash apo një personi të vetëm për të kryer 

një blerje.Mechandising-Ekspozimii produkteve janë të gjitha aktivitetet të cilat përmirësojnë 

komercializimin e produktit, qëllimii të cilit është tërheqja e vëmendjes të konsumatorit drejt produktit, 

kur konsumatori gjendet në vendin e shitjes. 

 

Key Words:Marketingu,  Mechandising-Ekspozimi,  konsumator. 

 

 

Perdorimii metodës vizuele ne nxitjen e shitjes 

Prezentimi vizuel është arti dhe shkenca për paraqitjen e produkteve në mënyrë më tërheqëse. Metoda 

vizuele ±sht± ñ gjuha e nj± dyqaniò, e komunikimit me klient± n±p±rmjet imazhit te produktit.Edhe pse 

metoda vizuele është e lidhur shpesh më pakicë, ka shumë mënyra për të paraqitur shumë lloje të 

produkteve në avantazhin e tyre më të mirë. Për shëmbull, për të paraqitur rrobat në mënyrë sa ma 

terheqëse janë perdorur shpesh herëmanekenet- maneken elegant, ndërsa një furrë mund të paraqes 

kekat-ëmbëlesirat e vogla në një tabaka të hartuar mire nga argjendi, ndërsa perimet në një supermarket 

mundë organizohen në bazë të ngjyrës,një parfymeri përdor tabela prezentuese për të shfaqur produktet 

vizuelisht (fig 1.). 

Me një strategji të mire të metodes vizuele, produktet pothuajse e shesin vetën e tyre. Një strategji me e 

sofistikuar e ekspozimit vizuel mund të çojë në efekte më të mëdha, kjo arrihet duke drejtuar vëmëndjen 

e konsumatorit drejt produkteve te veçanta, duke shkaktuar blerje të paplanifikuara dhe duke krijuar një 

pamje qe pershtatet me dyqanin. 

mailto:xhulja1993@hotmail.com
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Fig. 1. Minimax Shopping Center nëPrishtinëdheAntima SH.P.K Tirane 

 

Asnjë variable tjetër nuk ndikon më shumë se vet dyqaninë prezentimin fillestar të konsumatorëve. 

Përshtypja e pare që një blerës merr nga dyqani është nga dizajnii jashtëm si pjesë e metodesvizuele. 

Shumica e konsumatorëve vendosin nëse do të hyn në dyqan ose jo,brenda disa sekondave vezhgim. 

Gjithshtu dihet se pesëdhjetë përqind e femrave,iden për blerje, zakonisht për blerjen e rrobave e marrin 

nga ekspozimii tyre në dritaret e dyqanit.Dizajnii një mjedisi në dyqan përmes komunikimit vizuel, 

ndriqimit, ngjyrave, muzikës dhe aromes bëhet për të nxitur reagimin emocional dhe perceptues të 

konsumatorëve që përfundimisht të ndikoj në sjelljen e tyre të blerjes.Blerësit kanë tendencë për të 

prekur shumicën e produkteve para se ti blejnë.Ndërsa shikimi është ndjenja më dominuese më të cilin  

njerëzit mbledhin informatat, duke prekur ndihmon blerësit të bëjnë një lidhje emocionale me produktin 

e caktuar.Duke parë beson, mirëpoduke prekur është ndjenjë
1
 

Megjithatë, shumë dyqane të shitjes me pakicë shpesh perdorinmetoden e futjes se produkteve në vitrina 

të mbyllura, ku bleresit nuk mund ti shohin dhe ti prekin nga afër, apo edhe ne disa raste duke i vënë 

produktet në rafte të larta, që disa blerës nuk kanë mundësi me i arrit.Për shumë produkte, blerësit nuk 

duan të shohin vetëm paketimin mirëpo edhe produktin. Prandaj në dyqanet ku ka kësi lloj produkteve, 

duhet të shfaqin një përzgjedhje të mallrave të papaketuar në mënyrë që blerësit të kenë mundësi të 

shohin dhe ta prekun produktin për se afermi. Për shëmbull: një dyqan elektronik duhet të ketë një 

përzgjedhje të kamerave për demonstrim, në mënyrë që blerësit ta njohin atë produkt, ta shohin si 

funksionon dhe pastaj në bazë të përvojes të vendosin nëse deshirojn ta blejnë atë 

produkt.Konsumatoret duan të kenë kontroll të plotë të asaj që e bëjnë, prandaj 

perdorimiimetodesvizuele është mënyra më e mirë për tu dhënë konsumatorëve ndjenjën e liris së 

zgjedhjes.
2
 

 

Përshkrimi dhe llojet e ekzpozimit të produkteve  

Shumica prej njërzve kan pasur rastin të shohin: peshqir me logon e coca-cola
3
, karakterin e Harry 

Poterit, apo të ndonjë personazhi tjetër nga filmat e animuar në dyqanin e lodrave, stilolaps te ndonje 

kombtare apo ndonjë ekipi tjetër, ndonjë koleg më fanelen e Universitetit AAB apo te të UAMD, etj. Pra 

krejt këto janë forma të ndryshme ekspozimit të produkteve, si pjesë e marketinguttë produkteve nga 

disa prej markave të njohura, të kompanive të mëdha.  Në një mjedis të shitjes më pakicë që është e 

                                                 
1
 Claus Ebster& Marian Garaus, Store Desing and Visual Merchandising,United States of America, business expert 

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 gjithnjë, konkurrues dhe me subjekte ndërkombëtare, ekspozimii produkteve është mënyra më e 

mirë për të komunikuar me konsumatorët dhe për tu diferencuar nga konkurrentet. 

Mënyra se si produktet prezentohen dhe ekspozohen në dyqane do të përcaktoj në masë të madhe në 

përzgjedhjen e produkteve nga ana e konsumatorëve.Në shumë dyqane me shitje finale , ofrojnnjë 

sistemi sirtar te ekspozimit te mallrave ne formen e pirg-grumbull për konsumatorin në një prezentim 

gjatësore, te njohur edhe me termin Gondola
4
. Termi Gondolas është përdorur në formë të rrjetit, ku 

konsumatorët lëvizin në një pjesë në mes sirtarëve të cilët ofrojnë mallra në të dy anët dhe në fund. Kjo 

mënyrë është veqanërisht e efektshme në tërheqjen e klientëve drejt produkteve, ku ai mundë të kthehet 

në qoshe për të parë mallin në anën tjetër. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig.2.Mënyra Gondolë e ekspozimit te produkteve 

 

Mënyrë tjetër e prezentimit të produkteve janë: kazanët,shportat dhe tavolinat.Zakonisht përdoren për të 

vendosur sasi të mëdha produkteve qe duhet ekspozuar zakonisht me qellim promovimit të tyre apo ne 

rastet kur ka zbritje në çmime.Ato mbushen me shumëllojshmëri të produkteve apo në raste te caktuara 

edhe me një lloj produkti. 

Facingu gjithashtu është një element shumë i  rëndesishëm për shitjen e produkteve nga raftet. Me rritjen 

e numrit të facingut, shitja rritet përafërsisht 25%. Te produktet me koeficient më të shpejt të rrotullimit, 

rritja e facing-ut në raft ndikon më tepër se te ato me koeficient më të ngadalshëm të rrotullimit 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig.3.Ekspozimi i produkteve ne tavolinat,kazanët, shportat dhe ndikimi i  facingave 

                                                 
4
   Rosemary Varley, Retail product managmenet - Buying and merchandising, New Yourk,Routledge Taylor & Francis 

group, second edition, 2006, f.186 
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Ekspozimii produkteve bëhët në shumë mënyra, ku një tjetër është edhe rounders  - një lloj 

rrethi.Rounders, në bazë të emrit, kuptojmë që kjo mënyrë e ekspozimit ofron produkte në një prezentim 

rrethor.Malli varet në një sërë dhëmbësh , si për shembull në rastin e rripave.Raunders janë të dobishëm 

për të treguar një shumëllojshmëri të malllrave brenda një kategorie, konsumatoret kanë mundësi të 

qasen nga të gjitha anët. 

Ekspozimii produkteve përfshinë mënyrat se si mallrat janë të paraqitura si për shëmbullnese mallrat 

janë të varur, të vendosura në rafte apo ndryshe të vendosura në dispozicion për shitje.Natyrisht tërheqja 

drejt blerjës bëhet nga shumëllojëshmeria e produkteve të ofruara.Për shembull në një dyqan veshje 

produktet duhet të organizohen në bazë të markave stilit dhe madhësive.Në të kundërten, në një dyqan 

ushqimiorduhet tëmerrën në konsiderat karakteristikat e tjera të produktit të tilla si pesha,lloji, data e 

skadimit etj.Para se tipermendi disa nga llojet kryesore te aplikimit te merchandisingut duhet të merren 

në konsiderat disa pika në siç janë:
5
 

¶ Mallii ekspozuar duhet të paraqitet në mënyrën lehtë të kuptueshëm. Produktet e pranishme në një 

sekuenc logjike ( p.sh xhaketa në krye në gjysmën e sipërme, fundedhe pantolla në gjysmën e 

poshtme të një prezentimi, duke i organizuar në bazë të madhësive. 

¶ Duhet të lehtësoj vendimin për blerje në bazë të ekspozimit të mallrave. Produktet nuk duhet të 

organizohen vëtem në bazë të kategoris, por duhet duhet të ekspozohen në atë mënyrë  duke 

paraqitur edhe artikuj tjerë shtesë për blerësit.Për shembull, në një dyqan ushqimor tek sektorii 

mishit të vendosen edhe erëza të ndryshme në një raft aty afër , në mënyrë që blerësit ta vlerësojnë 

si produkt duke u kujtuar që kanë harruar për ta blerë, dhe kjo nuk e demton shitjen. 

¶ Produktet të vendosen në rafte të një lartësie të përshtatshme, ku blerësit kanë mundësi qaseje ndaj 

produktit me leht,jo të vëndosen në rafte shumë të larta apo edhe jo shumë të ulët. 

¶ Të përpiqemi ti shmangim mangësit.Menjëherë të mbushen raftet me produktet e shitura në raft. 

Ka shumë lloje të aplikimit të merchandising-ut, mirpo, ne do mundohem ti përmendim disa nga llojet e 

merchandising-ut që janë më shumë të aplikueshme nga dyqanet me pakicë.Njëra ndër shumë llojet 

eaplikimit e prezentimit të produkteve është edhe prezentimi i jashtëm -sup-outprezentimi, është mënyra 

kur produktet zakonisht në veshmbathje janë tëvarura në dollapet e murit dhe tregohet vëtëm njëra anë 

nga shpatullat deri në fund. 

Mënyrë tjetër e aplikimit të merchandising-ut është edhe prezentimi përballë apo faceprezentimi.Ky lloj 

iprezentimit zakonisht aplikohet në hyrje dhe në rreshte, ku blerësi me të hyrë nëdyqan përballët me 

prezentimin e produktit përpara ne katëe rafte, mënyrë, ku ka kuptimin figurativ të një punonjësi të 

përhershëm me katër krahë të zgjatura që lejon qasje të varura të mallrave përgjatë rrugës përrreth 

tyre.Në këtë mënyrë të prezentimit ofrohet mundësia e paraqitjes së një shumëllojshmërie mallrave dhe 

ka hapësirë shumë më efikase së një mënyr e paraqitjes së rrumbullakët.Gjithashtu edhe prezentimi sirtar 

është mjaft iaplikushëm.Sirtar e ka kutimine hapsirës në mur që është mjaft e dobishmë për shfaqjen e 

mallrave në kuadër të përgjithëshme të dizajnit të dyqanit. Zakonisht, në pikat e shitjes te mdhaja të 

mallrave perdorin këtë mënyrë aplikimi te ekspozimit të mallrave, sasin e mallrave e vendosin pirg nga 

dyshemeja deri në tavan, duke treguar gjitha ngjyrat alternative te produktit.T-qëndrimi, qëndrimii lirëka 

kuptimin e një mënyre ekspozimi te produkteve në formen e shkronjës T , që mban zakonisht rrobat në 

varëse rrobash nga të dyja anët e krahëve. Ujëvarë, ky llojë ekspozimi quhet ujëvarë për shkakë të 

                                                 
5
 Claus Ebster& Marian Garaus, Store Desing and Visual Merchandising,United States of America, business expert 
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formës në pjerrësi në rënie, që përmban pullat në vrimë ballë përpara varse rrobash me veshje ne nivele 

të ndryshme. 

 é 

 

 

 

Fig. 4. Vendi per 

ekspozimin e 

produketeve ne forme T-

qëndrimi me ujëvarë dhe 

paraqitja props 

 

Nga të gjitha këto lloje të aplikimit të 

merchandisingut të përmendura më lartë, varet nëse një dyqan duket tërheqës apo jo, mirëpo përpos 

këtyre llojeve tërheqja e klientëve në masë të madhe varet edhe nga përdorimiiprops
6
- mbështetësve, 

manekeneve, si detaje të vogla mirpo shumë të rëndësishme për tërheqjen e vëmëndjeskonsumatore. Një 

propsireferohet diqkaje që përdoret për të sqaruar funksionin e mallrave, duke shitur apo edhe duke 

treguar një histori në lidhje më atë mall. Props zakonisht nuk janë për shitje, të tilla si modele ushqimore 

plastike të përdorur në seksionin e frutave në një supermarket apo edhe simaneken të veshur në një 

dyqan për veshje.Props paraqiten si mjete të rëndësishme që përdoren për të arritur qëllimin kryesor në 

merchandisingunvizuel e që është tërheqja e vëmëndjeskonsumatoreqoft ajo edhe në një distanc më të 

gjatë. 

 

Duke dashur te kemi njohuri për lloje të ekspozimit të produkteve qëaplikojn ndërmarrjet e anketuara, 

nga pesëmbëdhjetë ndërmarrje 7 prej tyre kanë thën qe aplikojnë më shumë prezentimin Gondolë, 13.33 

% aplikojn më shumë prezentimin sirtar, 3 apo 20% aplikojnprezentimin rrethor, ndërsa 20% e 

ndërmarrjeve të anketuara aplikojnprezentimin sup-out (6.66%),prezentiminujëvar (6.66%) dhe T-

qëndrimin(6.66%). 

Grafikoni nr. 1: 

Mënyrat e aplikimit të 

ekspozimit të 

produkteve. 

 

Ne interesim tone, se 

cila nga pozicionet e 

vendosjes së 

produkteve në raft 

është më e sukseshme 

dhe me praktike, nga 

pesëmbëdhjetë 

ndërmarrjet e anketuara, 13 kanë thën se pozicioni vertikal është me isukseshem dhe më praktik ndërsa 2 

prej tyre thënë për pozicionet horizontale. 
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Në hulumtim te bere ekskluziv perkete punim, kemi anketuar nje numër simpolik te ndërmarrjeve 

ndërmarrje tregtare qe kane nje mbulim te plote te tregut, gjithesejpesëmbëdhjetë. Nga këto 

pesëmbëdhjetë ndërmarrje vetëm dy nga to administrohen nga gjinia femrore ndërsa  13 prej tyre 

administrohen nga meshkujt apo 86.66%. Ndërsa sa i përket numrit të punësuarve, konkluduam se kemi 

të bëjmë me ndërmarrje mikro, të vogla dhe të mesme. 20% janë ndërmarrje mikro, 44.66 % të vogla 

dhe pesë prej tyre kanë qenë të mesme apo 33.33%. Ndërmarrjet operojn me biznesin e tyre që nga 1980 

e lart, dhe janë ndërmarrje nga qytetet e ndryshme të Kosovës, në mënyrë që hulumtimi të jetë më i 

gjerë. 

Në bazë të hulumtimit që kam bërë, nëpërmjet pyetësorve për ndërmarrjet tregtare në Kosovë, me qëllim 

të kuptoj ndikimin e ekspozimit të produkteve si element kyç i nxitjes së shitjes dhe kemi arritur të 

nxjerrim këto rezultate: 

 

 

 

 

 

 

 

 

 

 

 

 

 

Grafikoni nr.2: pozicionet e vendosjes së produkteve në raft. 

 

Në nje hulumtimin empirik, nga nje pyetësor mekonsumatoret rreth karakteristikave të komunikimit 

pamor dhe cila nga elementet e atmosferes në dyqan nxit më shumë reagimin perceptues dhe emocional, 

nga pesëdhjetë të anketuar 17 ose 34% e tyre kanë thën që ndriçimi ka ndikim më të madh, 9 ose 18% 

prej tyre kanë thënë për muziken, 19 ose 38 % e të anketuarve aroma për ta nxit më shum emocione, 

ndërsa 5 ose 10 % e të anketuarve kanë zgjedhur ngjyren si element qe nxit më shumë vemëndjen 

perceptuese dhe emocionale. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Grafikiu nr. 3 : Karakteristikat e komunikimit pamor dhe atmosferes në dyqan. 
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Përfundime 

 

Duke analizuar hulumtimin e bërë rekomandojë:  

¶ Që ndërmarrjet tregtare, sherbyese në Kosovë, aplikimin e merchandisingut ta shohin  si një 

avantazh shumë t± r±ndesishem dhe ta shfryt±zojn k±t± lloj aktiviteti p±r tôu b±r± sa m± konkurues 

dhe ta kenë me leht të përballet me sfidat, në  këtë mënyrë të bëhet lider në treg. 

¶ Të investojë më tepër në dizajnin dhe ambientin e dyqanit. 

¶ Të aplikoj sa më shumë lloje të këtij aktiviteti me qelllim rritjes dhe promovimit. 

¶ Ndërmarrjet në Kosovë duhet të bëjnë më shumë rreth promovimit të produkteve dhe tikushtojn një 

rëndesi të veçantperdorimit të ekspozimiti cili është edhe element kyç i nxitjes së shitjes dhe 

suksesit të një ndermarrje. 
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Abstract 

Organizational culture 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 are 

related with organizational culture. In most of research papers we can find different definitions of the 

organizational culture but in context the concept of culture means the same: ñCulture is how 

organizations do thingsô.ò ð Robbie Katanga. Most simple cultures involve three basic human 

activities: what people think, what people do and what people make. Organizational culture has to be 

oriented in highly positive virtues, attitudes, and behavior of employees and management that are part of 

individuals who work together to achieve organizational goals in effective and efficient way. These 

individuals share their attitudes, values, beliefs between organization, with costumers and furniture and 

with the whole factors that directly or indirectly are related with the organization work. Organizational 

culture is a big matter for all types of organizations because it has very important effect on the 

companyôs success and the whole wellbeing. In this research paper is showed a picture of the 

organizational culture in academic institutions regarding to Hoffstedeôs five dimensions for culture.  

 

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

 

1. Introduction  

 We are  going to begin our  research paper with the main question: óIs it meaningful to try or 

investigate any causal link between culture, goals achievement and performance?  

Organizational culture is a key factor in organizational theory. It becomes more important as a result 

of economic globalization when it comes in consideration, economic competitions and international co-

operation. By development and rising of organizations, 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 different 

authors and researchers that comes out with different conclusions of the thesis that can culture be 

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 anthropologist, Clifford Geertz, writes that traditional culture, "denotes a historically transmitted 

pattern of meanings embodied in symbols, a system of inherited conceptions expressed in symbolic 

forms by means of which [people] communicate, perpetuate, and develop their knowledge about and 

attitudes toward life" [25, p. 89]. From this definition we can notice that we have to see an organization 

like an anthropologist that can see an village or a clan. These kinds of statements were a scientific debate 

since 1980s. According to the Geertz definition we will try to scan culture and its importance in 

achievement the universityós goal.   

We came in such an idea to show the organizational culture in Academic Institutions and to find out 

how culture impact the goals achievement and performance as a result of dynamic environmental when 

the competiveness is becoming more and more in expression. Like organizations that face the 

competiveness environment, nowadays and Universities face with this problem. In Kosovo there are a 

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 and 

this is the culture. An organization's culture is 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 will try to find out Universityôs culture and then to identify how it is 

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 achievement within an 

University. We are going to use a questionnaire that has been share with academic and administrative 

staff. The sample was choose randomly when a Google form questionnaire was distributed through  e-

mail addresses. The questionnaire is designed as  Hofstedeôs theory of organizational culture framework. 

The other questions that we try to give the answer in this paper are as below:  

ü Why organizations exist? 

ü What are organizations principles? 

ü Why does culture bother organizations owners? 

ü Which type of culture 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 within environmental 

changes. 

 

2. Literature review  

In the literature we have a broad definitions about the meaning of the culture, it importance and how 

is related with the organizations goals and performance. When we listen the word culture it immediately 

reflect to us as something that has to be good and strong with others word something that we use all the 

time. Culture is very hard to be tested like is performance too. Tylor provides one of the earliest 

definitions of culture: ñthe complex whole which includes knowledge, belief, art, morals, custom and 

any other capabilities and habit acquired by man as a member of societyò (1871, in McCort and 

Malhotra, 1993. 

Culture contains such variables like norms, values, beliefs, attitudes that are very hard to quantify 

and to test But there are several studies in literature that try to show it importance and the difficulties to 

study culture like a broad and important concept in organizational theory Kroeber & Kluckhohn gave an 

early definition:ò culture consists in patterned ways of thinking, feeling and reacting, acquired and 

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.e., historically 

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 that can 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 or 

satisfaction in the work place, etc.  

Organizational culture is a wide and deep concept, something that an organization 'is' rather than 

what it 'has' (according to Buchanan and Huczynski). According to Schein ( 2010 ), an MIT Sloan 

School of Management professor (1981, 1985, 1992) theory, organizational culture is defined asñ A 

pattern of shared basic assumptions that the group learned as it solved its problems of external 

adaptation and internal integration, that has worked well enough to be considered valid and, therefore, to 

be taught to new members as a correct way to perceive, think and feel in relation to those problemsô. 

Deal and Kennedy defined organizational culture as the way things get done around here. Torben (2011) 

describe organizational culture as: ñ how things get done, how decisions get made, what works and does 

not work as far as behaviors and what gets rewarded and how ñ.Sorensen (2002) support that cultural ñ 

strength ñ or certain kind of cultures correlate with economic performance within an organization. 

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 buyer 

power (see also Porter, 1985). They conclude that the remarkable and sustained success of some U.S. 

companies (e.g., Southwest Airlines, Wal-Mart, etc.) ñHas had less to do with market forces than with 

company valuesò (Cameron & Quinn, 2005, p. 4).  

We donôt have a unique culture that fits with all type of organizations. Every single kind of 

organizations generate their  own 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 students groups differentiate 

from each other, or they have student with grade point average 10.00 or 6.00 two extremes and between. 

Taking in concern this statement we can notice that like people do not have same beliefs also 

organizations can not have the same culture. Culture exists, we cannot say that we do not have culture, 

and we can use it for comparison. 

 Hofstede (2001) has offered that culture is ñthe collective programming of the mind that 

distinguishes the members of one group or category of people from anotherò everyone has his own 

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 of 

different people with different educational degree, different position, but they all work together for  

achievement one common goal-the organizational goal by which is defined also the organizational 

structure and culture. A single definition of organizational culture has proven to be 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 which 

cultures often defined: 

1. Outcomes Defining culture as a manifest pattern of behavior- Many people use the term culture to 

describe patterns of cross individual behavioral consistency (CIBC). For example, when people 

say that culture is ñThe way we do things around here,ò they are defining consistent way is in 

which people perform tasks, solve problems, resolve conflicts, treat customers, and treat 

employees.  

2. Process Defining culture 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 

http://sgo.sagepub.com/content/2/1/2158244012441482.full#ref-16
http://sgo.sagepub.com/content/2/1/2158244012441482.full#ref-63
http://sgo.sagepub.com/content/2/1/2158244012441482.full#ref-16
http://www.uri.edu/research/lrc/scholl/webnotes/Encyclopedia.html#BC
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individuals and groups in an organization interact with each other and with people outside the 

organization. .ò  

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 an 

academic institution to know their own position, 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 around 

like parents, families, firms, stakeholders etc.  

Is there a formula for a successful organizational culture? Authoritarian cultures in companies, as in 

nations, may be the most efficient, explains Rothwell, but competitive success may require more than 

efficiency. The trick today, he notes, is to move fast but with the best ideas. And the best ideas do not 

come slowly from the leaders at the top. ñThe challenge is to unleash the creative potential of workers,ò 

Rothwell emphasizes. ñIndeed, the leaderôs role has changed from authoritarian, who tells people what 

to do, to facilitator, who challenges people to come up with the best ideas and finds creative ways to 

identify obstacles to productivity and knock them down.ò So it is very important innovation. Accent do 

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 important issue in academic institutions. 

In a scientific Journal from Ohio State University I find out very important conclusion related 

organizational culture in Academic Institution. In the article is mentioned "The strength of academic 

culture," states by David 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 common 

academic culture has not been carefully nurtured during periods of prosperity, 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 success. Dodek et 

al.,  (2010)  remark  ñculture  is  to  an  organization what personality is to the individual - a hidden, 

yet unifying theme that provides  meaning,  direction  and  mobilizationò.  We  perceived  there  is  no  

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 the 

notion they convey and bring us to define organizational culture: A set of beliefs and shared values that 

unifies members of an organization and consolidates them under the cover of potent behavioral norms 

and rules. Taking in concern the key words of these definitions we can conclude that Universities in 

principle offer the same curricula but the way how they are implemented exactly  how things go on are 

quite different. And in this case is ñcultureò that differentiates them from each other. Culture and its 

dimensions are complex set to be investigate. In this paper we will use Hofstedeôs model to identify 

organizational culture in Academic Institutions.   

 

 

3. Hofstedeôs organizational culture dimensions  

 

Geert Hofstede (or Gerard Hendrik Hofstede ï born 2 October 1928, Haarlem) is an influential 

Dutch writer on the interactions between national cultures and organizational cultures, and is an author 

of several books including Culture's Consequences (2nd, fully revised edition, 2001) and Cultures and 

Organizations, Software of the Mind (2nd, revised edition 2005, with his son Gert Jan Hofstede). 

http://www.nytimes.com/2012/03/18/business/how-three-companies-innovate.html
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Hofstede's study demonstrated that there are national and regional cultural groupings that affect the 

behavior of societies and organizations, and that are very persistent across time. The idea of a business 

having a culture was developed from the work of Hofstede on national cultures (1980). His research 

focused on ways of measuring national culture and how these ómeasuresô might work differently in 

different contexts. The 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 five 

dimensions (he developed four in 1980, then added a fifth in 1991) were: 

1. Small vs. Large Power Distance ï the extent to which the less powerful members of institutions 

and organizations expect and accept that power is distributed unequally. Small power distance 

expect and accept power relations that are more consultative or democratic. People relate to one 

another more as equals regardless of formal positions. Subordinates are more comfortable with 

and demand the right to contribute to and critique the decision making of those in power. In large 

power distance countries  less powerful accept power relations that are more autocratic and 

paternalistic. Subordinates acknowledge the power of others simply based on where they are 

situated in certain formal, hierarchical positions. As such the Power Distance Index Hofstede 

defines does not reflect an objective difference in power distribution but rather the way people 

perceive power differences.  

2. Individualism vs. collectivism ï individualism is contrasted with collectivism, and refers to the 

extent to which people are expected to stand up for themselves and to choose their own 

affiliations, or alternatively act predominantly as a member of a life-long group or organization. 

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

one of the most individualistic 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 accumulation of wealth 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 dimension holds that in 'M' cultures, the differences between gender roles are 

more dramatic and less fluid than in 'F' cultures. 

4. Uncertainty avoidance ï reflects the extent to which members of a society attempt to cope with 

anxiety by minimizing uncertainty. Cultures that scored high in uncertainty avoidance prefer 

rules (e.g. about religion and food) and structured circumstances, and employees tend to remain 

longer with their present employer.  

5. Long vs. short term orientation ï describes a society's "time horizon," or the importance 

attached to the future versus the past and present. In long term oriented societies, values include 

persistence (perseverance), ordering relationships by status, thrift, and having a sense of shame; 

in short term oriented societies, values include normative statements, personal steadiness and 

stability, protecting ones face, respect for tradition, and reciprocation of greetings, favors, and 

gifts.  

 

 

4. Research Methodology 

After reviewing the literature regarding organizational theory , the importance of organizational 

culture in Academic Institutions and the way how culture can differentiate organizations from each 

other, using the Hoftedeôs framework knowing in literature as óHofstedeôs five dimensionsô, we 
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developed the own questionnaire to highlights the importance of  Organizational Culture in Academic 

Institutions. The validity of the statements that are included in the questionnaire was tested by SPSS 

software, gathering data from academic and administrative staff from Academic Institutions related 

organizational culture. 

 

 

5. Data collection 

  

A self-administrated questionnaire was designed and tested among academic and administrative 

staff  in Academic Institutions in Kosovo.  Prior to administrating the questionnaire, there are 

demographic questions and the others related Hofstedeôs five dimension. In total the questionnaire has 

32 statements. Statements that covered topics such as reputation of University, academicians, also are 

included in the survey instrument. In the first section there are demographic questions that participants 

of this survey responded. We put questions like age and status of employment as  a result to find out if 

there is any differentiation in thinking taking in concern these two meaningful demographic  questions. 

All the statements in the second sections of the questionnaire sought responses on a scale of 1 to 5 in 

which ''1'' represented ''Strongly Disagree'' and ''4'' represented ''Strongly Agree'' and ñ5 ñneutral. 

The questionnaire was distributed randomly to all staff. Thus, it was a self-administrated 

approach of questionnaire responding.  

The sample was 150 members of from all staff. Of the whole sample we had 90 responses. From 

the whole staff members that responded 50 are male and 28 are female. Regarding employment status 28 

of the whole sample are academic staff and the rest 62 of employers that answered are administrative 

staff. Using the SPSS program we tested the variables and come in different conclusions that interpret 

Organizational culture in Academic 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 shared 

values. Working together 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 is not shown only between the staff members but also in 

the communicated with the student- their 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 real 

data collected from questionnaire that AAB College do thing in the greatest way as it is knowing in 

inside and international educational market as the most serious private- University that serve its students 

and prepare to face with serious spheres of hard life that is actually in transition countries. The final 

product are graduated student but in the road to achieve this final result (graduated students) University 

applies the best practices of management in doing things. Below in the paper we are going to analyze 

every statement of Hofstedeôs framework for organizational culture to highlight the organizational 

culture of and how it is related with staff satisfaction and enrolment growth. 

 Regarding to the real data that are consistently collected by the 90 members of staff has a small 

power distance culture regarding the first statement of Hofstedeôs framework for organizational culture. 
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That means that that all the employees are satisfied from the way of communication. They are free in 

giving ideas, innovation; they expect and accept power relations that are more consultative or 

democratic. Employees relate to one another more as equals regardless of formal positions. Subordinates 

are more comfortable with and demand the right to contribute to and critique the decision making of 

those in power.  

Individualism vs. collectivism. The lot of statements that are integrated in the questionnaire has 

to do with the 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 a 

life-long group.  

Masculinity vs. femininity ï University culture is femininity that means is quality oriented.  

Uncertainty avoidance ïCulture scored high in uncertainty avoidance that means employees 

prefer rules and structured circumstances, and employees tend to remain longer with their present 

employer. 

Long vs. short term orientation ï University is long term oriented. Values include persistence 

(perseverance), ordering relationships by status, thrift, and having a sense of shame; Future strategies 

that make the Universityôs culture long term oriented are: Providing for students an innovative and 

intellectually rigorous education that equips them with the relevant decision-making, analytical, 

entrepreneurial and sustainable skills to achieve lifelong success. Keep the curriculum under review so 

as to provide one that is distinctive and attractive to students at regional and national levels and meets 

the challenges of the 21st century. Improve student retention and increase studentsô sense of belonging 

by providing programs and other opportunities that meet student and employer needs and incorporate 

current research.  

 

7. Conclusions  

 

Organizational culture is a broad and deep concept in nowadays environmental; it became more 

important as a result of globalization and competitiveness. Educational market is raising year by year 

and Universities also has to deal with the factor of competitiveness. AAB is the leader. It is proactive in 

decision making. It implements new innovative strategies. The most eminent professor lecture there and 

well prepared administrative staff service students and professors also. The staff respect Communication 

Standard in order to achieve high quality in communication inside and outside the institution with 

students, employees and other stakeholders, the University has set a general. It aims to keep the high-

quality standard across the administrative and academic departments, set expectations with users and 

increase satisfaction with clients. In this way as it is elaborated in the paper, organizational culture in 

AAB has e crucial role in enrolment growth.  

 

 

8. Recommendations 

 

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

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

3. Academic Institutions should avoid the differences between an academic and administrative as 

the language has to be the unique one for all the staff members 
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9. Limitations  

 

The questionnaire was realized using Google drive form. Time to collect responses was too long as 

staff members do not show interest at all 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 variables and to present them using Hofstedeôs 

framework. As Organizational Culture 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 for 

the future we can add in this paper this kind of  regression model and to contribute 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?  

¶ Male  

¶ Female  

 

2. What is your age?  

¶ 25-34 years old  

¶ 35-44 years old 
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¶ 45-54 years old; 

¶ 55-64 years old; 

¶ 65-74 years old; 

 

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

¶ Bachelorôs degree ;  

¶ Masterôs degree;  

¶ Professional degree;  

¶ Doctorate degree; Assistant professor  

¶ Full professor;  

¶ Associate professor;  

 

4.  Employment Status 

¶ Academic staff  

¶ Administrative staff  

 

 

II.  Statements ( agree édo not agreeéneutral ) 

 

Instructions for completion of the questionnaire for part II: For each statement 1-28: Give a 

(4) to the statement that best represents the dominant view in your organization. Give (3) to the next 

statement closest to your organizationôs position, a (2) to the next and a (1) score to the statement that 

out of the four options least represents the culture of your organization and give 5 for neutral answer.  

 

1. Individuals and teams have clearly 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. People believe in teamwork, the "what's in it for us" approach rather than "what's in it for 

me."  

5. Everyone knows and understands our organization objectives and priorities.  

6. Individuals and teams are measured and rewarded according to how well goals are achieved.  

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

8. Business decisions are most often made on the basis of facts, not just perceptions or 

assumptions.  

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

10.  Managers at all 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 harmony within group. 

15. Employees believe that their beliefs are unique. 
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16. Employees share resources and are prepared to sacrifice personal interest for collective 

interests. 

17. Gender roles are clearly distinct.  

18. The family is the prototype of all social organizations.  

19. Future-oriented mentality.  

20. Rules are used to determine what is right. 

21. Different people hold different views about reality. 

22. We often hear ñI ñ( I do this or thaté )  

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

24. Nonverbal 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, middle-age, and qualified by their 

backgrounds.  

28. Everyone strongly believes in a set of shared values about how people should work together 

to solve common problems and reach mutual objectives. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Appendix 2. 

Table 1. Results in percentage of the questionnaire  

 

 

Statements Status of the 

staff  

1 2 3 4 5 Total 

Individuals and teams have 

clearly defined goals that 

relate to the goals and 

mission of the University   

Academic 

staff 

0.00 35.71 57.14 7.14 0.00 100.00 

Administrative 

staff 

6.45 19.35 45.16 25.81 3.23 100.00 

Teams often lack the 

authority needed to get the 

job done effectively 

Academic 

staff 

14.29 28.57 50.00 7.14 0.00 100.00 

Administrative 

staff 

6.45 25.81 58.06 9.68 0.00 100.00 

People feel that most change 

is the result of pressures 

Academic 

staff 

7.14 14.29 28.57 50.00 0.00 100.00 
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imposed from higher up in 

the organization  

Administrative 

staff 

3.23 9.68 38.71 41.94 6.45 100.00 

People believe in teamwork, 

the "what's in it for us" 

approach rather than 

"what's in it for me  

Academic 

staff 

14.29 42.86 7.14 35.71 0.00 100.00 

Administrative 

staff 

12.90 38.71 25.81 19.35 3.23 100.00 

Everyone knows and 

understands our 

organization objectives and 

priorities.  

Academic 

staff 

7.14 35.71 28.57 28.57 0.00 100.00 

Administrative 

staff 

6.45 29.03 41.94 16.13 6.45 100.00 

Individuals and teams are 

measured and rewarded 

according to how well goals 

are achieved 

Academic 

staff 

14.29 35.71 42.86 7.14 0.00 100.00 

Administrative 

staff 

32.26 29.03 22.58 12.90 3.23 100.00 

People are always looking 

for new ways to better serve 

clients and customers.  

Academic 

staff 

7.14 14.29 21.43 57.14 0.00 100.00 

Administrative 

staff 

3.23 12.90 54.84 29.03 0.00 100.00 

Business decisions are most 

often made on the basis of 

facts, not just perceptions or 

assumptions 

Academic 

staff 

7.14 21.43 42.86 28.57 0.00 100.00 

Administrative 

staff 

12.90 29.03 38.71 19.35 0.00 100.00 

We constantly stretch our 

goals, to continuously 

improve.  

Academic 

staff 

0.00 21.43 42.86 35.71 0.00 100.00 

Administrative 

staff 

3.23 12.90 45.16 35.48 3.23 100.00 

Managers at all levels work 

together as a team to achieve 

results for the organization 

Academic 

staff 

0.00 28.57 50.00 21.43 0.00 100.00 

Administrative 

staff 

19.35 22.58 38.71 19.35 0.00 100.00 

University is risk taking Academic 

staff 

21.43 14.29 35.71 28.57 0.00 100.00 

Administrative 

staff 

3.23 38.71 45.16 12.90 0.00 100.00 

We have clearly delineated 

structures, many written 

rules, standardized 

procedures 

Academic 

staff 

35.71 42.86 21.43 0.00 0.00 100.00 

Administrative 

staff 

16.13 25.81 48.39 9.68 0.00 100.00 

We respect the authority Academic 

staff 

7.14 28.57 64.29 0.00 0.00 100.00 

Administrative 

staff 

6.45 35.48 54.84 3.23 0.00 100.00 

We emphasize hierarchy and 

harmony within group  

Academic 

staff 

14.29 42.86 42.86 0.00 0.00 100.00 

Administrative 

staff 

12.90 54.84 29.03 3.23 0.00 100.00 

Employees believe that their 

beliefs are unique  

Academic 

staff 

0.00 21.43 57.14 21.43 0.00 100.00 

Administrative 

staff 

6.45 25.81 45.16 22.58 0.00 100.00 

Employees share resources 

and are prepared to sacrifice 

personal interest for 

collective interests  

Academic 

staff 

14.29 28.57 57.14 0.00 0.00 100.00 

Administrative 

staff 

16.13 41.94 32.26 6.45 3.23 100.00 

Gender roles are clearly 

distinct  

Academic 

staff 

14.29 21.43 50.00 14.29 0.00 100.00 

Administrative 

staff 

9.68 38.71 35.48 12.90 3.23 100.00 

The family is the prototype 

of all social organizations 

Academic 

staff 

0.00 28.57 42.86 28.57 0.00 100.00 

Administrative 

staff 

3.23 9.68 54.84 29.03 3.23 100.00 

 University has Future-

oriented mentality  

Academic 

staff 

7.14 14.29 35.71 42.86 0.00 100.00 

Administrative 

staff 

0.00 25.81 35.48 38.71 0.00 100.00 

Rules are used to determine 

what is right 

Academic 

staff 

0.00 21.43 50.00 28.57 0.00 100.00 

Administrative 

staff 

3.23 32.26 25.81 35.48 3.23 100.00 
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Different people hold 

different views about reality. 

Academic 

staff 

0.00 0.00 28.57 71.43 0.00 100.00 

Administrative 

staff 

0.00 0.00 19.35 80.65 0.00 100.00 

We often hear ñI ñ( I do this 

or thaté )  

Academic 

staff 

7.14 7.14 50.00 35.71 0.00 100.00 

Administrative 

staff 

0.00 3.23 61.29 35.48 0.00 100.00 

Employees ideally achieve 

objectives in groups and 

assume joint responsibility 

Academic 

staff 

0.00 42.86 50.00 7.14 0.00 100.00 

Administrative 

staff 

3.23 41.94 38.71 9.68 6.45 100.00 

We have nonverbal and 

verbal display of thoughts 

and feelings  

Academic 

staff 

0.00 28.57 50.00 21.43 0.00 100.00 

Administrative 

staff 

0.00 19.35 54.84 25.81 0.00 100.00 

Employees have clear 

distinction between work 

and private life 

Academic 

staff 

0.00 21.43 50.00 28.57 0.00 100.00 

Administrative 

staff 

3.23 25.81 51.61 12.90 6.45 100.00 

Employees have awarding 

status based upon 

accomplishments.  

Academic 

staff 

21.43 14.29 42.86 21.43 0.00 100.00 

Administrative 

staff 

41.94 25.81 22.58 9.68 0.00 100.00 

In the University most senior 

managers are male, middle-

age, and qualified by their 

backgrounds 

Academic 

staff 

7.14 28.57 21.43 42.86 0.00 100.00 

Administrative 

staff 

3.23 16.13 45.16 35.48 0.00 100.00 

Everyone strongly believes in 

a set of shared values about 

how people should work 

together to solve common 

problems and reach mutual 

objectives 

Academic 

staff 

0.00 28.57 42.86 28.57 0.00 100.00 

Administrative 

staff 

6.45 19.35 54.84 19.35 0.00 100.00 

  100.00 

 

 

 

Appendix 3. 

Table 2. Numeric Data  

    1 2 3 4 5 Total 

Individuals and teams have 

clearly defined goals that 

relate to the goals and mission 

of the University   

Academic staff 0 10 16 2 0 28 

Administrative 

staff 

4 12 28 16 2 62 

Teams often lack the 

authority needed to get the 

job done effectively 

Academic staff 4 8 14 2 0 28 

Administrative 

staff 

4 16 36 6 0 62 

People feel that most change 

is the result of pressures 

imposed from higher up in 

the organization  

Academic staff 2 4 8 14 0 28 

Administrative 

staff 

2 6 24 26 4 62 

People believe in teamwork, 

the "what's in it for us" 

approach rather than "what's 

in it for me 

Academic staff 4 12 2 10 0 28 

Administrative 

staff 

8 24 16 12 2 62 

Everyone knows and 

understands our organization 

objectives and priorities.  

Academic staff 2 10 8 8 0 28 

Administrative 

staff 

4 18 26 10 4 62 

Individuals and teams are 

measured and rewarded 

according to how well goals 

are achieved 

Academic staff 4 10 12 2 0 28 

Administrative 

staff 

20 18 14 8 2 62 

People are always looking for Academic staff 2 4 6 16 0 28 
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new ways to better serve 

clients and customers.  

Administrative 

staff 

2 8 34 18 0 62 

Business decisions are most 

often made on the basis of 

facts, not just perceptions or 

assumptions 

Academic staff 2 6 12 8 0 28 

Administrative 

staff 

8 18 24 12 0 62 

We constantly stretch our 

goals, to continuously 

improve.  

Academic staff 0 6 12 10 0 28 

Administrative 

staff 

2 8 28 22 2 62 

Managers at all levels work 

together as a team to achieve 

results for the organization 

Academic staff 0 8 14 6 0 28 

Administrative 

staff 

12 14 24 12 0 62 

University is risk taking Academic staff 6 4 10 8 0 28 

Administrative 

staff 

2 24 28 8 0 62 

We have clearly delineated 

structures, many written 

rules, standardized 

procedures 

Academic staff 10 12 6 0 0 28 

Administrative 

staff 

10 16 30 6 0 62 

We respect the authority Academic staff 2 8 18 0 0 28 

Administrative 

staff 

4 22 34 2 0 62 

We emphasize hierarchy and 

harmony within group  

Academic staff 4 12 12 0 0 28 

Administrative 

staff 

8 34 18 2 0 62 

Employees believe that their 

beliefs are unique  

Academic staff 0 6 16 6 0 28 

Administrative 

staff 

4 16 28 14 0 62 

Employees share resources 

and are prepared to sacrifice 

personal interest for collective 

interests  

Academic staff 4 8 16 0 0 28 

Administrative 

staff 

10 26 20 4 2 62 

Gender roles are clearly 

distinct  

Academic staff 4 6 14 4 0 28 

Administrative 

staff 

6 24 22 8 2 62 

The family is the prototype of 

all social organizations 

Academic staff 0 8 12 8 0 28 

Administrative 

staff 

2 6 34 18 2 62 

 University has Future-

oriented mentality  

Academic staff 2 4 10 12 0 28 

Administrative 

staff 

0 16 22 24 0 62 

Rules are used to determine 

what is right 

Academic staff 0 6 14 8 0 28 

Administrative 

staff 

2 20 16 22 2 62 

Different people hold 

different views about reality. 

Academic staff     8 20 0 28 

Administrative 

staff 

    12 50 0 62 

We often hear ñI ñ( I do this 

or thaté )  

Academic staff 2 2 14 10 0 28 

Administrative 

staff 

0 2 38 22 0 62 

Employees ideally achieve 

objectives in groups and 

assume joint responsibility 

Academic staff 0 12 14 2 0 28 

Administrative 

staff 

2 26 24 6 4 62 

We have nonverbal and 

verbal display of thoughts 

and feelings  

Academic staff   8 14 6 0 28 

Administrative 

staff 

  12 34 16 0 62 

Employees have clear 

distinction between work and 

private life 

Academic staff 0 6 14 8 0 28 

Administrative 

staff 

2 16 32 8 4 62 

Employees have awarding 

status based upon 

accomplishments.  

Academic staff 6 4 12 6 0 28 

Administrative 

staff 

26 16 14 6 0 62 
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In the University most senior 

managers are male, middle-

age, and qualified by their 

backgrounds 

Academic staff 2 8 6 12 0 28 

Administrative 

staff 

2 10 28 22 0 62 

Everyone strongly believes in 

a set of shared values about 

how people should work 

together to solve common 

problems and reach mutual 

objectives 

Academic staff 0 8 12 8 0 28 

Administrative 

staff 

4 12 34 12 0 62 

  90 
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ABSTRACT  

The purpose of the paper is to identify the marketing value of municipal waste, that through 

appropriate management is becoming a tool of implementation of the concept of social, strategic and 

integral marketing of the entities of waste management sector, among others. It is also a carrier of 

information that is usable in the process of marketing research. It seems especially interesting in the 

case of prospectively promising waste management entities sector that is important for social well-being 

in strategic timeframe.  The paper primarily applies conceptual research methods and qualitative 

empirical research methods (case study). Research results show that effective waste management is 

marketing-oriented, and the object of the activity ï municipal waste, has marketing value, and certainly 

is a tool of implementation of the concept of social marketing, strategic marketing and integral 

marketing. Research into the issues of marketing value of municipal waste opens a broad scope of 

possibilities that are still insufficiently used in relationships between entities of primary and secondary 

market, as well as entities of studied sector and marketing research agencies/departments.    

 

Key words: municipal waste management sector, RIPOK, marketing Eco-value, garbology   

JEL classification: M31  

Paper category: case study  

 

1. INTRODUCTION  

 Entities of municipal waste management 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 into 

stream fractions. Consequently, this allows for separation of material for recycling and re-use, 

management of fraction obtained from mechanical and biological waste processing, and first of all 

minimising the amount of unproductively stored rest waste.   Knowledge about chemical composition of 

waste that reaches the waste stream, tightens the process of precise selection. Knowledge and 

organisational competences, as well as skilful application of innovative technologies in the processes of 

municipal waste separation and processing constitute one of operational sub-areas of management in 

process approach of studied entities and is the expression of their social responsibility and strategic 

http://www.ue.katowice.pl/
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operation (Sztangret SobociŒski 2017, pp.135-148)
 7

. Furthermore, diffusion of information and 

knowledge, accompanying waste stream cycle is conducive to formation and maintenance of integral 

relationships. Aware supplier of sorted municipal waste becomes a prosumer in the process of creation 

of Eco-value by an entity of waste management sector, and offers for secondary market. This also 

determines another implemented operational sub-area in the objective approach of the character of 

innovative marketing concept.   

Another operational sub-area that so far has been the least recognised, concerns commercial use 

of information  automatically registered by separator readers of individual municipal waste fractions. 

Information shown in or on waste that constitutes the stream obtained by studied sector entity, applied in 

an effective way can improve the process of selection on the level of segregation of material for 

recycling or sale. Furthermore, it can provide knowledge about buying and consumption-related 

behaviours of waste stream producers / suppliers. Therefore, waste has marketing value, useful in 

market research, which constitutes another interesting sub-area of management in the company in 

functional approach.   

Presented paper is focused on the issues of broadly approached notion of garbology in the 

process of municipal waste segregation for the purpose of gaining marketing information. The purpose 

of the paper is to identify marketing value of communal waste that through appropriate management 

becomes, among others, the 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 the 

process of marketing research. It seems especially interesting in the context of prospectively promising 

sector of waste management entities that is important for social well-being in strategic timeframe.   

 

2. REGIONAL INSTALLATIONS FOR PROCESSING MUNICIPAL WASTE AS THE 

SUBJECT OF RESEARCH. RESEARCH METHODS.   

Regional Installations for Processing Municipal Waste are the subject of research for the needs of the 

paper. Legal regulations included in the Act on Waste as amended on 22
nd

 January 2015, define regional 

installation for processing municipal waste as waste management plant with a capacity sufficient to 

collect and process waste from the area inhabited by at least 120 thousand residents, that complies with 

requirements of best available technology as provided for in Art. 207 of the Act of 27
th
 April 2001 ï the 

Environmental Law, or technology as provided for in Art. 143 of this Law, including plants applying 

innovative available technologies of waste processing, or providing:   

- mechanical-biological 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 other bio-waste and manufacturing, from them, 

products of fertilising properties or chemicals supporting plant cultivation that comply with requirements 

specified in separate regulations, or substances after composting or fermentation approved for recycling 

in the process of recovery R10, that complies with requirements specified in regulations issued under 

Art. 30, section 4, or  

- storage of waste from mechanical and biological process of mixed municipal waste processing and rest 

from municipal waste segregation of the capacity allowing for collection of waste in the amount that is 

                                                 
7
 More on this subject in the paper: Ekoinnowacyjne modele biznesu na przykğadzie wybranych regionalnych 

Instalacji Przetwarzania Odpadów 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 mechanical-biological processing of mixed 

municipal waste, for the period of at least 15 years (Act of 27
th
 April 2001, Environmental Law). 

Furthermore, the region of municipal waste management can comprise neighbouring 

municipalities from various voivodeships if it is provided for in voivodeship waste management plans of 

these voivodeships (Act of 15
th
 January 2015 on amendments to the Act on waste and some other Acts). 

Introduction of the notion of supra-regional installation that can refer to the municipal waste incineration 

plant with the capacity sufficient to collect and process mixed municipal waste collected from the area 

inhabited by at least 500 thousand residents that complies with requirements of best available 

technology, referred to as ñsupra-regional municipal waste incineration plantò is another important 

provision of the Act.    

MASTER Odpady i Energia Sp. z o.o. [MASTER Waste and Energy limited liability 

company] as one of 3 similar installations constructed in Poland that have the latest installation 

ensuring mechanical-biological 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 of 120 000 

Mg/year is the subject of in-depth case analysis. Together with the landfill, the plant forms an 

integral part of municipal waste management system in Region III. 

The paper primarily applies the methods of conceptual research and qualitative empirical studies 

(case study) (Perry 2001; ŧabiŒska, ŧabiŒski 2007)
 8

. Analysis of Polish and foreign literature of the 

sector was also conducted. 

 

Table I Basic information about conducted research  

Specification Characteristic features 

research technique 
critical analysis of the literature and sector magazines, analysis of 

webpages, analysis of sponsored interviews, direct interviews   

sample selection targeted selection of typical units  

sample size 

Leader of waste management sector in Region IV, by the criterion 

of facility machinery 

20 representatives of RIPOK [Regional Municipal Waste 

Treatment Facility] in Poland  

Over 10 trade webpages related to waste management sector  

geographical range regional range 

time range 2014-2017 

Source: own case study  

Entities having RIPOK status by the criterion of indication by leader, and position according to sector 

secondary sources were approved for in-depth case study analysis
9
.   

                                                 
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/ the subject of research is too complicated to explain the cause and effect relationships by means of survey or experiment 

method. 
9
 Sample selection was made on the basis of indication by leader and on the basis of indication in the final report of 3rd stage 

of expertise that aim at performance of waste analysis in 20 installations for mechanical-biological waste processing, co-

funded from resources of the project no POPT.03.01.00-00-375/13-00, ñWsparcie na dziağania sieci organ·w 

Ŝrodowiskowych i instytucji zarzŃdzajŃcych funduszami unijnymiò [ñSupport for operations of environmental bodies and 

institutions managing EU fundsò] ĂPartnerstwo: środowisko dla Rozwojuò [ñPartnership: Environment for Developmentò] in 
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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 constitutes the stream, and is obtained by an enterprise of 

studied sector can be used effectively to streamline the selection process, on the level of segregation of 

raw material to be processed or sold. Furthermore, they can provide information about buying and 

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 

packages 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 for 

pyrolysis, self-depolymerisation or sales on the secondary market. 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 disposable 

crockery 

   
 

polyethylene terephthalate - PET, found for example in 

plastic 

bottles, dishes, packages, and housings of household 

appliances 

 

 

high density polyethylene - PEHD, HDPE, used for 

example for production of foils, packaging, garbage bags, 

sewage pipes, rainwater tanks and garbage containers  
 

polyvinyl chloride - PVC, contained for example in 

syringes, liners and insulation of cables  

 
low density polyethylene - LDPE, PELD, which is 

contained in plastic bags  

 
polypropylene - PP, used for example in foam insulation, 

floor coverings, toys, household appliances  

 

                                                                                                                                                                          
2014, from resources of Operational Program Technical Assistance 2007-2013, within Priority III ï Support for 

implementation of operations of structural Funds:  Action 3.1 ï ñFunkcjonowanie instytucji zaangaŨowanych w realizacja 

NSROò [ñFunctioning of Institutions involved in NSRO implementationò]    
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Polystyrene - PS, contained for example in Styrofoam, 

fancy goods and toys  

 

 
Source: Ordinance of the Minister of the Environment on packaging design patterns of 23 April 2004; 

http://wlaczoszczedzanie.pl/znaki-ekologiczne/oznaczenia-produktow-ekologicznych/oznaczenie-

opakowan-ze-wzgledu-na-sklad-chemiczny/ (online: 15.03.2017) 

Waste Transfer Card (KPO) is another source of information and intra-organisational 

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 person, at entitled 

recipients, according to the waste code as specified in the Code Catalogue
10

. The 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 marking 

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

and other minerals  
01 

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

waste  
02 

waste from wood processing and from the manufacture of boards and furniture, 

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 coal 

processing  
05 

waste from the manufacture, preparation, marketing and use of nonorganic chemical 

products   
06 

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

chemistry industry  
07 

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

(paints, varnish, ceramic enamels), putty, adhesives, sealants and printing inks  
08 

waste from the photographic industry and services  09 

waste from thermal processes  10 

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

non-ferrous metal hydrometallurgical processes   
11 

waste from shaping and physical and mechanical processing of metals and plastics   12 

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

wastes from organic solvents, coolants and propellants (excluding groups 07 and 08)  14 

packaging waste; sorbents, wiping cloths, filter materials and protective clothing not 

included in other groups   
15 

waste not included in other groups   16 

waste from the construction, repair and dismantling of buildings and road 17 

                                                 
10

 Regulation of the Minister of the Environment of 27 September 2001 on the waste catalogue - Dz.U. [Journal of Law] No. 

112/2001, item. 1206  

http://wlaczoszczedzanie.pl/znaki-ekologiczne/oznaczenia-produktow-ekologicznych/oznaczenie-opakowan-ze-wzgledu-na-sklad-chemiczny/
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, sewage 

treatment plants and the treatment of drinking water and water for industrial purposes   
19 

municipal waste including selectively collected fractions  20 

Source: Regulation of the Minister of the Environment of 27 September 2001 on the waste catalogue 

(Dz.U..2001.112.1206).  

The waste code defining the type of waste consists of six digits. Hazardous waste is indicated in the 

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 barcode
11

 on the label of municipal waste and the 

so-called analysis of litter bin (garbology) have marketing value and can constitute the basis for 

marketing decisions of suppliers of products of a specific type on a given market. Therefore, they can be 

the subject of knowledge commercialisation in relationships between enterprises of waste management 

sector and companies or research agencies.    

Contemporary science of waste, referred to as garbology was started as scientific discipline at the 

University in Arizona in 1973 and has been practised by William Rathje. The very notion of 

ñgarbologyò was defined by A.J. Webermann in 1971, after the first analysis of the wastebasket trash 

content of the famous musician, Bob Dylan. Dustin Hoffmanôs, Tony Perkinsôs, John Mitchellôs, Jackie 

Kennedyôs and other peopleôs wastebaskets were also analysed in this way. Garbology is also applied in 

technical terminology. It is associated with waste stream management, and robotic solutions used here 

are referred to as garbologs
12

.  Such an approach was started in Australia in 1960s. In a broader Holden 

Village prosumer approach, garbology is the so-called ñcollective sorting, separating and eliminating of 

landfillsò. Application of garbology in marketing research in turn, derives from its defined usability as 

an investigation tool in law enforcement and corporate espionage in the 1950s. ñTrash coversò analyses 

included analyses of wastebasket trash and more broadly documents in computer ñbinò (Humes 2012).      

It must be stated that archaeology defined as ñscientific research of material remains such as 

fossil relics, artefacts, and monuments of past human life and activities of man, i.e. the history of 

Mankindò, constitutes historical foundations for marketing approach to garbology. Identifying, 

                                                 
11

 The barcode is a graphical representation of information through a combination of dark and light elements, determined by 

the code symbols of the code structure. Graphics correspond to a sequence of numbers, each of which is the carrier of specific 

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 by 

the manufacturers, and the control digit confirming the correctness of the scan. The digital representation of what the code 

contained in the code is intended to allow to manually enter the code, if the reader is unable to read the information. The code 

is an informational value when the electronic reader (laser, diode or camera) is automatically read by the reader, allowing the 

product to be identified. 
12

 RFID (Radio-frequency 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 include information 

stored in electronic form. Passive 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 does 

not have to be within the sight of the reader, so it can be placed in tracked object. RFID is one of the methods of automatic 

identification and data capture (AIDC). In 2014 RFID world market was worth USD 8.89 billion in comparison with USD 

7.77 billion in 2013 and 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 material 

remains of existence allows at least for making some assumptions concerning behaviours of specific 

civilisation. 

Such forms of gaining information are included in the so-called open-source intelligence, i.e. 

collected from publicly available resources (OSINIT). It is a kind of economic intelligence consisting 

in gathering information from publicly available resources. Intelligence agents only use public methods 

of gaining information, most often also in ethical way (StromczyŒski, Waszkiewicz 2014).  Public 

sources include among others:   

- public life expressed by the structure 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 through reverse engineering performed to achieve some functionality, i.e. 

for the needs of determination of usable information from the point of view of processing, recycling and 

conducted marketing research.    

Information available from the ñanalysis of wastebasket trash contentò (RybczyŒski 1992) 

concerns buying and consumption-related habits of households that can be subject to comparative 

analysis according to various categories of entities (natural person, business entities and institutions, 

from inhabited and the so-called uninhabited or industrial areas), geographical (international, regional, 

local), categories of territorial units (city, village) or time with distinguished ñspecial periodsò (e.g. 

festivals, holidays, etc.).     

Wastebasket trash content analysis can concern the areas that are essential from the point of 

view of marketing research, which in practice has been confirmed in lots of such conducted studies 

(Baguchinsky 2017; Rathje, Murphy 2001; Kowalski, Szczelina 2016]. The areas include: 

- structures of goods purchased and consumed in a household by residents of a building, housing estate, 

district, enterprises or their groups in a specific zone
13

;   

- eco-habits, reflected in buying behaviours concerning products in disposable packaging, and 

willingness to segregate rubbish
14

;  

- amount of consumed/used good of a specific category in a specific time unit, and size of a single 

purchase expressed for example by the packaging size; 

- intensity of consumption expressed by the time needed to make the wastebasket full, and frequency of 

emptying the bin
15

;  

- social level of household; 

- information about consumption habits concerning consumption of highly-processed products or natural 

products/raw materials
16

;  

 

Table 4 Strategies of marketing garbology  

                                                 
13

 Analysis of wastebasket trash content in Spanish households showed that women do not use bottled food for babies and the 

way in which they prepare food for kids is typical of all women in this part of Europe (Rathje, Murphy 2001).   
14

 Within the Month of Earth in Duke (Duke Recycles) on 19
th
 April 2017, student volunteers from Association for Eco-

development and Environmental Covenant conducted garbology analysis concerning the rate of waste coming to landfill that 

is recycled. Every year a different building is analysed. This time the wastebasket trash content from the Link Library in 

Perkins was analysed. 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 discovered that out 

of the total 60.5 pound 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

 Canadians during their lifetime produces 600 times more waste than their body weight; a person of 68 kilograms leaves 

40 825 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 69 

percent of the waste go to landfill immediately; they are containers and packaging from highly-processed food. They could 

all be recycled (Humes 2012)  
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Source: own case study  
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- waste structure with division into recyclable, possible to be re-used and reducible waste, and rest 

waste, i.e. civilizational eco-culture waste and effectiveness of eco-knowledge management. 

Garbology marketing research can concern both the past and present time, with reference to consumer 

behaviours and the subject of analyses (waste). Therefore, four garbology marketing strategies can be 

distinguished (table 4).  

 

 

CONCLUSIONS 

                                                 
17

 In one of the studies Rathje discovered the first principle of food wastage, i.e. the more repeatable the diet, consumed 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 most wasted. 

Rathje also noticed that specialised bakery products such as rolls, croissants and cakes are wasted in 30-60 % of analysed 

households. The study was conducted in Spanish households at the end of 1990s at breakfast, lunch and dinner time. The 

analysis of waste of 61 American households, conducted in 7-stage cycle showed that it included mainly bakery products and 

cereals (28 percent) fresh plant-tissue waste (24 percent), high-proteins vegetables (12 percent), meat parts, poultry and 

seafood (8 percent), fruit waste (8 percent), cheese or other dairy products (6 percent) and fats and oils (5 percent). 

Researchers formulated another principle concerning food wastage on the basis of observation of amount and type of meat 

and sugar waste. Data about beef waste was collected for fifteen months, from spring 1973 to spring 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 3 

percent of the whole purchased beef, whereas in the months of deficiency, the waste rate was around 9 percent. In other 

words, people threw away three times more beef in the period of its deficiency in stores than in the period of its regular 

supply. Such a situation was the result of reaction to crisis where too much beef purchased in a shop was not appropriately 

stored and processed. A similar phenomenon was observed in 1975 in the case of sugar. Purchased in big amount during the 

crisis, low-processed, foreign sugar was found in big amount in household waste in the form of crystalized pieces (Rathje, 

Murphy 2001).   

 

  
 
 

  Material subject / subject of analyses  

   from the past  current 

B
u

y
in

g
 

a
n

d
 

c
o

n
s
u
m

p
ti
o

n
 

b
e
h

a
v
io

u
rs

  

in the past 

Prehistorical, 

historical and 

classical garbology   

Retrospective Ethno-

garbology 

current 

Strategic garbology 

ï of long-term 

changes in consumer 

behaviours  

Contemporary 

garbology 

demographically and 

economically, 

socially and 

psychologically 

determined   



42         Department of Marketing ð Faculty of Business,  University òAleksand±r Moisiuó, Durrës, Albania  
 

 

  

Strictly effective waste management is marketing-oriented, and the subject of activity ï 

municipal waste, has a marketing value. Certainly they form a tool of implementation of the concept of 

social marketing in the 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 activities 

on the level of waste segregation and processing, i.e. creation of offers for secondary markets and also in 

the subsystem of support for the policy of waste management with focus on social well-being in long 

time perspective (figure 1).   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

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 and 

entrepreneurs for whom ñanalysis of wastebasket trash contentò is the basis for marketing decisions. 
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ABSTRACT 

 

The subject of this essay is the process of globalization, its dimensions and the theories that are 

in favor of and against this phenomenon. Globalization has become an inevitable process for all 

countries. He is at the center of everyone's attention today because he is considered a promoter of the 

values and 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. It actually 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 who 

believe it can cause a major catastrophe to the world economy. 

In this essay by analyzing various researches, essays and other writings about globalization, it 

will explain the characteristics of globalization and the arguments that the radicals and skeptics give to 

their theories. This will be the main thesis of this text. 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 uneven process 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 is 

not ready for such a process. But if economic globalization is hindered and economic protectionism is 

put in place, it is also the wrong tactic for rich and poor countries alike. 

 

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

 

 

 

 

Hyrje  

 

Është e pamundur të flitet për shekullin e 21-të pa përmendur fenomenin e globalizimit. Pavarësisht 

shumë kritikave të këtij procesi, duket i pashmangshëm në përshkrimin e proceseve aktuale. Ky proces 

me siguri do të rrisë nivelin e bashkëpunimit midis vendeve të ndryshme, që duhet të rezultojë në rritjen 

e përgjithshme ekonomike. 

Koha në të cilën jetojmë është një kohë e vlimit të përgjithshëm  ku dominojn kryesisht të drejtat dhe 

liritë e njeriut. Në këtë kohë zhvillohet një proces ku kombet dhe shtetet e pavarura janë të lidhura me 

njëra-tjetrën përmes korporatave multinacionale dhe institucioneve financiare të ndërmjetme. Ky 

korrelacion çon në një proces të globalizimit të përgjithshëm, veçanërisht globalizimit të ekonomisë 

botërore, që filozofi gjerman Ulrich Beck (Urlich Beek) e emërton si "republikanizmit kozmopolit".
18

 

Ky proces do të thotë se secili prej nesh duhet të gjejnë një mënyrë për të ofruar produktet e tij dhe 

shërbimet, si dhe njohuri globale në tregun botëror. Ky proces përfshin të gjitha shtetet, pavarësisht nga 

madhësia e territorit dhe popullsisë. 

                                                 
18

 Selmanaj, Selman. Globalizimi dhe tanzicioni - dilemat dhe sfidat. Prishtine: Riinvest, 2006,11 
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Sipas disa autorëve, janë tri qasje të ndryshme për lindjen dhe zhvillimin historik të procesit të 

globalizimit. 

Së pari, globalizimi mund të shihet si një proces që është zhvilluar së bashku me proceset e para 

të qytetërimit njerëzor. Kombinimi dhe ndërlidhjet në mes të njerëzve ka evoluar dhe është forcuar duke 

rritur nivelin e qytetërimit të tyre. 

Së dyti, globalizimi mund të shihet si një proces që është paraqitur në shek. XV dhe XVI, me 

zhvillimin e shpejtë të kapitalizmit tregtar. Sipas kësaj qasjeje, procesi i shpërbërjes së kufijve dhe rritja 

dinamike e trafikut rezulton nga zbulimi i kontinenteve të reja, Revolucionit Kopernikan dhe forcimit të 

mëtejshëm të tregtisë ndërkombëtare, sidomos tregtia e mëndafshit, letrës dhe pambukut trajtohen si një 

çështje vendimtare e zhvillimit të procesit të globalizimit. 

Së treti, në pajtim me qasjen e tretë, procesi i globalizimit është trajtuar si një proces i ri i kohës, 

e cila shfaqet në vitet 80.
19

 

Duke u mbështetur në këto qasje, globalizimi mund të përkufizohet si lidhës i veprimeve dhe 

aktiviteteteve njerëzore që kanë për qëllim integrimin më të shpejtë të njerëzimit në nivel planetar, i 

shoqëruar nga lëvizje e paparë deri më tash e njerëzve, kapitalit, teknologjisë, ideve, informatave dhe 

vlerave kulturore midis vendeve dhe kombeve. Kjo lëvizje realizohet në mënyrë të tillë që as njerëzit e 

as shtetet nuk mund të kontrollojnë këtë proces në mënyrë të dëshiruar. 

 

Përkufizimi dhe shkaqet e globalizimit 

Në pyetjen se çfarë është globalizimi  është mjaft e vështirë për të dhënë një përgjigje. Kjo përgjigje 

është një tjetër sfidë për studiuesit e marrëdhënieve ndërkombëtare dhe sociologëve, dhe  një pyetje e 

hapur shpesh e aprovuar, dhe po aq shpesh e kundërshtuar. Megjithatë, një përkufizim paraprak që mund 

të jepet është ajo në të cilën globalizimi mund të përkufizohet si një proces shoqëror që redukton efektin 

e barrierave gjeografike, ekonomike dhe kulturore në marrëdhëniet shoërore midis vendeve. 

Termi globalizëm nuk do të thotë shtet botëror, por një shoqëri botërore, pa shtet botëror dhe pa 

një qeveri botërore. Globalizimi, si pikënisje dhe themel, e ka konkurrencën, si një kategori progressive 

e zhvillimit të shoqërisë globale bashkëkohore. Globalizimi mbështetet në një shoqëri demokratike 

pluraliste, ekonomi të tregut dhe respektimit e të drejtave dhe lirive të njeriut. 

Globalizimi është një fenomen kompleks që ka efekte të dyfishta. Nga njëra anë, globalizimi 

është integrimi i kapitalit, teknologjisë dhe informacionit përtej kufijve kombëtarë për të krijuar një treg 

të madh në të gjithë botën. Pra, ky fenomen sjellë proceset që çojnë në reduktimin e rolit të kufijve 

kombëtarë dhe bashkimin e tregjeve kombëtare (shtetërore),  në një treg të vetëm global. Nga ana tjetër, 

globalizimi është fajësuar si burim i sëmundjeve të ndryshme të shoqërisë moderne (rritja e krimit).
20

 

Globalizimi është një proces që çoi në bashkimin e ekonomisë botërore, dhe proces që e thellon 

hendekun mes pjesëve të zhvilluara dhe të pazhvilluara të botës. 

Shpesh theksohet se terrorizmi ka pësuar një lloj të globalizimit, me sulme jashtë vendit që nuk 

kanë lidhje të drejtpërdrejtë me vendin e origjinës. Opinione të tilla dhe në veçanti, deklarata të tilla janë 

dëgjuar sot nga shumë politikanë në mbarë botën. 

Në varësi të përkufizimit apo konceptit për globalizmin, ndryshohen edhe shkaqet dhe forcat 

lëvizese të procesit të globalizimit. Nuk ka dyshim se risitë teknologjike, veçanërisht në fushën e 

informatikës dhe të komunikimit, kanë luajtur dhe ende do të vazhdojë të luajë një rol qendror. Interneti 

është në shumë mënyra shëmbëlltyra e globalizimit. Globalizimi i tregjeve financiare, dërgimi i sasive të 

mëdha të parave brenda disa sekondave në distanca të ndryshme nëpër botë nuk do të ishte i mundur pa 

këtë teknologji. 

Rritja e madhe e tregtisë si një element qendror i globalizimit ekonomik është fakti se 

shpenzimet e transportit kanë rënë me shpejtësi, dhe mallrat mund të dërgohen shumë më shpejtë. Kjo 

është veçanërisht e vërtetë për sektorin e shërbimeve: Produktet si software apo baza e të dhënave mund 

të dërgohen në një cep tjetër të botës brenda sekonda nëpërmjet transmetimit të të dhënave. 

 Edhe fundi i Luftës së Ftohtë është përmendur shpesh si shkak. Përderisa bota në konfliktin 

midis Lindjes dhe Perëndimit ishte ndarë në dy kampe, kufiri - "Perdja e Hekurt" - nuk ekziston që nga 

                                                 
19

 Selmanaj, Selman. Globalizimi dhe tanzicioni - dilemat dhe sfidat. Prishtine: Riinvest, 2006,11 
20

 Berisha, Skender. Ekonomia Ndërkombëtare. Prishtinë: Univerziteti I Prishtines, 2002, 91 



46         Department of Marketing ð Faculty of Business,  University òAleksand±r Moisiuó, Durrës, Albania  
 

 

viti 1989/90. Ish Vendet e "Bllokut Lindor", tashmë janë hapur në drejtim të tregut global. Gjithnjë e më 

shumë shtete tregojnë se kanë besim në demokracinë dhe ekonominë e tregut si parimet themelore të 

organizimit. Dhe një rol shumë të rëndësishëm ï kryesisht ne nivel të vetëdijes  - kanë luajtur problemet 

globale. Problemet globale kërkojnë një politikë ndërkombëtare dhe mbështesin një vetëdije globale. 

Organizatat si Greenpeace ose Amnesty International, që janë të dedikuar për çështje të tilla globale si 

mjedisi dhe të drejtat e njeriut, janë lojtarë globale. Kritikët e globalizimit si Rrjeti Attac, paralajmërojnë 

për faktin se globalizimi nuk është një proces i detyrueshëm dhe se pas Luftës së Dytë Botërore 

globalizmi është kryesisht rezultat i trazirave politike nën udhëheqjen e Shteteve të Bashkuara.
21

 

 

 

 

Dimensionet e procesit të globalizimit 

 

Dimensioni ekonomik i globalizimit pa dyshim është me rëndësi të madhe dhe është arsye dhe forcë 

shtytëse për proceset e globalizimit në fusha të tjera. Por nuk duhet të injorohet fakti se globalizimi 

përfshin shumë më tepër se integrimin në rritje të ekonomisë botërore dhe për këtë arsye nuk mund të 

reduktohet në procesin thjesht ekonomike. 

Globalizimi nuk duhet të shihet vetëm në aspektin ekonomik. Ky proces është politik, teknologjik dhe 

kulturor aq sa ekonomik. Mbi të gjitha, ne nuk duhet të harrojmë se ky proces është i ndikuar nga 

zhvillimi i sistemit të komunikimit, e cila filloi në fund të viteve 60. Në ekonominë e re elektronike, 

menaxherët e fondeve, bankat, korporatat dhe miliona investitorë individualë bartin sasi të mëdha të 

kapitalit nga njëra anë e botës, në anën tjetër, me vetëm një "click" në kompjuterin e tyre. 

Prandaj, me të drejtë mund të thuhet se globalizimi është një tërësi e proceseve komplekse, jo vetëm një 

proces. 

Sociologu amerikan Daniel Bell (Daniel Bell) më mirë e ka shprehur këtë fenomen të proceseve kur 

thotë, "se kombet janë bërë shumë të vogla për të zgjidhur probleme të mëdha, por edhe shumë të mëdha 

për të zgjidhur problemet e vogla."
22

 

Dimensionet e globalizimit: 

Dimensioni ekologjik - problemet globale si ngrohja e atmosferës së Tokës, vrima e ozonit apo 

shkatërrimin e pyjeve tropikale, e shpjegojnë procesin e globalizimit në mënyrën më mbresëlënëse, 

sepse këtu folet padyshim për problemet globale që kërkojnë trajtim global. Megjithatë, në aspektin e 
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mjedisit jetësor, natyrisht ka edhe probleme lokale dhe rajonale, edhe në qoftë se ata provojnë që të kenë 

një karakter ndërkufitar, për shembull, ndotja e lumenjve. 

Më tutje bëhen të qarta varëshmëritë "e pakufizuara" në kohë dhe hapësirë kur e kemi parasyshë faktin 

se mbijetesa e shteteve të vogla ishuj, të cilat janë të grupuara në organizatën AOSIS
23

 dhe të cilët e kanë 

të rrezikuar ekzistencën e tyre nga ngritja e mëtutjeshme e nivelit të detit, varet nga sjellja e kaluar dhe e 

ardhshm e të gjithëve, sidomos njerëzit që jetojnë në vendet me industri shumë të zhvilluar. 

Prandaj ne nuk duhet të habitemi që këtyre problemeve u janë përkushtuar konferencat e para botërore 

në vitet '90 dhe Konferenca mbi Mjedisin dhe Zhvillimin në Rio de Janeiro në vitin 1992. 

Dimensioni social - e cila i referohet ndikimit të globalizimit në jetën dhe punën e njerëzve, familjeve 

dhe miqve të tyre. Kryesisht, ky dimension merret me çështjen e punësimit, kushteve të punës dhe 

mbrojtjes sociale. Globalizimi shpesh është akuzuar se është iniciator I shfrytëzimit të punëtorëve, 

papunësisë dhe varfërisë, në anën tjetër ka qëndrime që globalizimi redukton problemet sociale.
24

 

Bota po bëhet "Global Villag" (fshat global), ku përveç komuniteteve tradicionale si komunitete të 

familjes apo të lagjes, paraqiten në skenë komunitetet e reja të Chat komunikimit, E-mail (Bisedo, E-

Mail), por: ato nuk mund të zëvendësojnë këto zona tradicionale të komunikimit.
25

 

Dimension kulturor - është i lidhur me cirkulimin global të mënyrës së jetesës, vlerat, simbolet, imazhet, 

qëndrimet, besimet, zakonet, etj. Janë dobësuar elementet e kulturës tradicionale për shkak të ndikimit të 

kulturave të tjera, veçanërisht ata që janë konsideruar të avancuara. Vendimtare në procesin e 

globalizimit kulturor është kultura amerikane që po përhapet në mbarë botën, duke e paraqitur veten si 

model ideal të jetesës. Globalizimi i kulturës është zhvilluar nga lloje të ndryshme të proceseve të tilla si 

udhëtimet ndërkombëtare dhe turizmi, emigracioni, ngjarjet, moda, muzika, filmi, zhvillimi i 

informacionit dhe teknologjisë kompjuterike (Internet), ngjarjet sportive (Olimpiada, Kupa Botërore, 

etj).
26

 

Produktet e Hollivudit mund të shihen në mbarë botën, shihet një lloj "amerikanizim" I kulturës, por kjo 

nuk do të thotë se kulturat rajonale dhe lokale zhduken. Përkundrazi, ngritja e vetëdijes së këtyre 

kulturave është pjesë e fenomeneve shoqëruese të globalizimit. 

Dimensioni politik - kryesisht i referohet krijimit të strukturave politike ndërkombëtare që udhëheqin 

politikën kombëtare të bazuar në parimet dhe interesat e përbashkëta. Këtu vlen të përmendet rasti i 

Bashkimit Evropian, i cili funksionon si një strukturë ndërkombëtare me anë tët të cilit vendosen pikat 

kryesore të politikave të shteteve anëtare. 

Kjo zonë e globalizimit është subjekt i polemikave dhe paralajmërimeve të shumta, kryesisht për shkak 

të dobësimit të fuqisë së shteteve kombëtare dhe zvogelimin e rëndësisë së tyre si një lojtar kyç në 

arenën politike ndërkombëtare. Megjithatë, duhet të pranohet se ka një numër të problemeve 

ndërkombëtare që kërkojnë trajtim ndërkombëtar, të tilla si terrorizmi apo problemet ekologjike që kanë 

ndikim në mbarë botën. Prandaj është e nevojshme të ndërmeren politikat ndërkombëtare për mbrojtjen 

e mjedisit apo luftën kundër terrorizmit. 

Dimensioni ekonomik - Shembuj të këtij dimensioni mund të gjenden pa asnjë problem në gazetat 

ditore, ku dimensioni ekonomik është në plan të parë (rritja e madhe e tregtisë dhe investimeve direkte, 

globalizimi i tregjeve financiare si një paradë, prodhimi i integruar ndërkombëtar, kompanitë 

ndërkombëtare, konkurim lokal I vendeve dhe rajonit, fundi i ekonomive kombëtare, etj).
27

 

 

Avantazhet dhe disavantazhet e globalizimit 

Nga ajo që kemi thënë më sipër, mund të shihet se globalizimi ka avantazhe dhe disavantazhe. 

Avantazhet e globalizimit: 
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Falë globalizimit, mund të komunikojmë me miqtë në mbarë botën nëpërmjet telefonit celular, fiks apo 

chat në internet. Kjo është përparësia më e madhe e globalizimit, e cila na lejon të gjithëve të 

integrohemi. Mund të shihen kanale nga vende të tjera dhe të mësojmë për kulturat tjera, sporte 

ndërkombëtare, politika e jashtme, ndër të tjera. Qasje universale ndaj kulturës dhe shkencës - duke 

njohur kultura të tjera, ne jemi në gjendje ti hapim mendjet tona dhe të mësojnë në lidhje me zakonet e 

tjera dhe mënyra të tjera të jetesës, feve të tjera, ndër të tjera. Një avantazh i madh i globalizimit është se 

udhëtimi në vendet e huaja është bërë më i arritshëm. Gjithashtu mallrar e prodhuara në një vend mund 

të eksportohen në një tjetër. Prandaj, globalizimi është i lidhur direkt me kapitalizmin. Lejon 

shfrytëzimin e mundësive për biznes në shumë vende, hapje të tregjeve si në Bashkimi Europian, rritje 

dhe bashkimin e kompanive, privatizimi i ndërmarrjeve publike, dhe rritjen e zhvillimit shkencor dhe 

teknik. 

Dobësitë e globalizimit: 

Por globalizimi gjithashtu per fat të keë ka edhe dobësi. Fakti që tregu ndërkombëtar imponon kufizime 

për potencialin e tregut dhe të gjitha objekteve të prodhimit dhe marketingut të vendosura në të gjithë 

vendin, e bën të qartë se tregjet e vendeve në zhvillim iu është shumë e vështirë që të përshtaten me këto 

kushte, për shkak se vendet në zhvillim nuk kanë aftësi administrative, teknike dhe të marketingut. 

Globalizimi ndikon direkt te tregtarët e vegjël, rrit nacionalizmin në shumë vende, duke ndikuar në 

humbjen e diversitetit biologjik dhe kulturor. 

Aspekte të tjera negative të 

globalizimitjanë : më shumë theksi 

vihet në ekonominë financiare sesa 

në ekonominë reale; ka zhbalancime 

të mëdha ekonomike dhe përqendrim 

të pasurisë: të pasurit bëhen më të 

pasur, të varfërit më të varfër; rritje e 

fleksibilitetit të punës, duke rezultuar 

në përkeqësimin e kushteve për 

punëtorët; me aftësinë për të lëvizur 

materiale të rrezikshme në vende të 

tjera, ku mund të mos din rreth 

rreziqeve të tyre për dëmtimin e mjedisit jetësor. Gjithashtu refuzimi i globalizimit nga grupet 

ekstremiste çon në terrorizëm. 

 

Përfundim 

Nga se u tha më sipër me ardh në përfundim se radikalët mund të kenë argumente më bindëse nga 

skeptikët. E vërteta e hidhur është se niveli i tregtisë botërore sot është zhvilluar si kurrë më parë, e cila 

ka përfshirë një gamë të gjerë të mallrave dhe shërbimeve. 

Por nuk duhet të neglizhohet dhe problemet që me të drejtë përmenden nga skeptikët. Të dyja palët, 

radikalët dhe skeptikët e kanë gabim që me çdo mjet mbrojn mendimet dhe teoritë e tyre. Procesi i 

globalizimit duhet të mësohet në bazë të shkencës, në mënyrë të drejtë, duhet të jenë të vërehet dhe të 

shihet nga të gjitha këndet, duke I theksuar të gjithë anët negative dhe pozitive. Është gjithashtu e vërtetë 

se globalizimi nuk u sjell dobi të barabartë të gjithëve dhe nuk ka pasoja të njëjta për të gjithë. 

Është e qartë se tregtia e lirë nuk u sjellë përfitime të barabarta dhe përmirësim, sidomos kur bëhet fjalë 

për vendet më pak të zhvilluara. Hapja e ekonomisë lokale apo rajonet e saj për tregtinë e lirë mund të 

shkatërrojë ekonominë lokale në qoftë se ajo nuk është e gatshme për një proces të tillë. 

Por të pengohet globalizimi ekonomik dhe të vendoset proteksionizmi ekonomik është gjithashtu taktik e 

gabuar si për vendet e pasura dhe të varfra njësoj. Format e përhershme të proteksionizmit nuk do të 

ndihmojnë në zhvillimin e vendeve të varfra, ndërsa për vendet e pasura do të shkaktonte një luftë mes 

blloqeve ekonomike. 

Globalizimi na detyron të pyesim nëse shtetet kombëtare dhe udhëheqësit e tyre kombëtar politik janë 

ende të fuqishëm, ose gjithnjë e më shumë bëhen të parëndësishëm për rendin botëror? Mendoj se 

shtetet-kombe janë ende të forta, por në të njëjtën kohë, shtetet-kombe duket riformësohen dhe politika 

ekonomike kombëtare nuk mund të jetë efektive ashtu siç ishte në të kaluarën. Më e rëndësishme në 
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gjithë këtë, është se vendet prap duhet të mendojnë në lidhje me identitetin e tyre tani që format e 

kaluara të gjeopolitikës bëhen të vjetra. Këto ndryshime krijuan diçka që nuk ka ekzistuar kurrë, dhe kjo 

është një shoqëri kozmopolite globale. Ne jemi brezi i parë që jeton në këtë shoqëri. Kjo natyrisht që nuk 

është një rend globale që udhëhiqet nga vullneti kolektiv i njerëzimit. Përkundrazi, globalizimi paraqitet 

në mënyrë shumë anarkike, me një fjalë, tani për tani askush nuk e di, në cfar drejtimi shkon zhvillimi 

njerëzor në nivel global. 

Sfidat e globalizimit edhe në të ardhmen do të jenë: 

¶ Të sigurohet që frytet e globalizimit ti gëzojnë të gjitha vendet; 

¶ Të binden njerëzit se kriza financiare nuk do të destabilizojë të gjitha vendet; 

¶ Të binden vendet në zhvillim liberalizimi i tregtisë do të rris standardin e tyre të jetesës; 

¶ Të investojnë më shumë në luftën kundër epidemive dhe eliminimin e sëmundjeve infektive, 

mbrojtjen e mjedisit, çrrënjosjen e krimit të organizuar dhe luftën kundër terrorizmit global; 

¶ Ulja e hendekut mes të pasurve dhe të varfërve; 

¶  Rritja e numrit të të punësuarve, veçanërisht në vendet në 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 items consumed. Counting distributions allowing for lot of zeroes are often required in modelling. If 

drivers of behaviour have also to be investigated, Zero-Inflated or Zero-Altered (Hurdle) Generalized 

Linear (Mixed) Models should be considered, depending on the research question formulation and data 

structure. A protocol approach for the analysis of a simple data set is outlined with an emphasis on data 

exploration, model specification, selection and validation, and graphical model representation with the R 

software and related packages.  
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1. INTRODUCTION  

In digital marketing and advertising research, the response of interest is often the count of behavioural 

events: visits to a website, retweets on Twitter, likes on Facebook, number of news read on a news 

website, number of items purchased online, é In this case the natural first choice for a model could be 

the Poisson distribution, keeping in mind that its variance should equal its mean. When looking further 

for a model describing how one or more covariates (predictors) drive a counting response, the approach 

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 parameter) of 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 than 

expected for Poisson counts. In this case, if the observed overdispersion is real in the nature 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 observed 

overdispersion is due to response empirical data containing more zeros than Poisson or Negative 

Binomial GLM can predict. Leeflang et al. (2000) considered a purchase incidence model and a critique 

to Poisson and Negative Binomial response distributions was that they do not accommodate individuals 

who never buy. Both models predict that every individual will eventually buy a product, as the time 

parameter increases. Since for most products and categories there may be a group of individuals who 

never buy, these purchase incidence models tend to underestimate 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 of non-buyers. 

In this paper we have considered a data set about (visits and) consumptions (item purchasing, news 

reading, é) at a website. Empirical data of this kind often exhibit an excessive number of zeros to be 

modelled by Poisson or Negative Binomial GLM. 
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Specific models have been proposed in the literature for handling this situation like the so-called Zero 

Inflated (ZI) Poisson (ZIP) or Negative Binomial (ZINB) model. A ZI model postulates that there are 

two latent classes of people. The always zero, in our case individuals who never visit the website, and 

the not always zero, for whom the number of consumed items follows a count distribution (Poisson or 

Negative Binomial). A ZI model accounts for structural zeros, from the always zero class, and for 

random zeros, from the not always zero class (Rodríguez, 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 distribution (Poisson, Negative Binomial,é where zero has 

been excluded) for the positive counts. In this approach two classes are observed rather than latent: 

observed zeros and observed positive counts. The term hurdle is evocative of a threshold that must be 

exceeded before events occur, with a separate process determining the number of events (Rodríguez, 

2013).  

Several recent studies in digital marketing and advertising have faced count data with overdispersion or 

too many zeros. 

Mahmood & Sismeiro (2017) have explored 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 behaviour at 

content websites in general, and at a news website in particular. The authors have adopted a random 

coefficient Poisson hurdle model to find associations between behaviour at news sites and at online 

social networks and studied simultaneously the decision to 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 targeting on the 

performance of digital advertisings over time. Because of the typical low level of response to digital 

advertisings, the authors considered a zero-inflated response. They have distinguished two type of zeros: 

structural zeros due to zero-clicks 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. The 

authors have considered are dynamic zero-inflated Poisson and Negative Binomial models. 

Liu-Thompkins & Malthouse (2017) have suggested potential sources for behavioral data of interactions 

with and between customers in digital, social, and mobile environments that have the potential to 

advance advertising research. The authors have presented processes for analyzing and interpreting 

behavioral data covering common and problematic issues, including zero-inflation. 

Phuong & Kauffmann RJ (2016) have explored the effectiveness of content sampling,  allowing 

consumers to try out a small portion of a product for free, for information goods. They have explored 

several econometric models to analyze the relationship between free previews and VoD purchases for 

series dramas and test several research hypothesis. Between the models considered are the Poisson, 

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 on 

consumer engagements (numbers of likes and reblogs) using a large dataset from Tumblr. They have 

shown that positive peripheral cues (e.g., beautiful images, adult content, celebrities, images that are 

complex in the pixel-level) have positive effects on the engagements content and that demanding 

significant cognitive resources (e.g., images that are complex in the object-level, long text with diverse 

topics, complex sentences) has the negative effects. The model considered have been Poisson and 

Negative Binomial fixed effects. 

In this paper we suggest a protocol to 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 zero-inflation check. In Section 4 we provide a 

graphical representation of the final model. All the analyses in this paper have been carried out using the 

R software (R Core Development Team, 2017) and some of its packages. 




