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Immigrant Entrepreneurs:

Which Market Should Be Targeted?
Albanian Owned Small Firms and Their Survival in Milano, Italy

Annie Tubadji
University of Cambridge,
Cambridge, UK
University of Bologna,
Rimini, Italy
annie.tubadji@hotmail.com

Elvira Fetahu
University of Bologna,
Rimini, Italy
Universiteti "Aleksander Xhuvani"
Elbasan, Albania
elvirafetahu@yahoo.com

Peter Nijkamp
Tinbergen Institute,
Amsterdam, The Netherlands
Adam Mickiewicz University,
Poznan, Poland
p.nijkamp@vu.nl

Abstract

This paper takes its starting point from the premise that firm survival of ethnic
enterprises is a function of their proper choice of market targeting strategy.
Our main hypothesis is that ethnic firm survival is related not to the type of
mar ket targeted, but is related
country market, where the company has higher social capital. To
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operationalize our hypothesis we use the full population of small firms with
owners from Albanian ethnic background working in Milano area, Italy. The
data was provided by the Milano Chamber of Commerce. This dataset
contains information about the social capital of every firm in Milano and in
Albania. We use a Cox Proportional Hazard Model, combined with some non-
parametric and parametric tests, in order to estimate how ethnic firm survival
is affected by the interaction between social capital level possessed by a
company in a market and the choice for targeting primarily this market. Our
results indicate the role of social capital for entrepreneurial success, clarifying
its technical rather than qualitative meaning for the longevity of the ethnic
enterprise.

Keywords ethnic entrepreneurship, social capital, firm survival, Albania, Italy

JEL classification: Z10, D81, L26, R11
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Réndésia e marketingut té marrédhénieve né rritjen e fitimit
neto gjaté CIK.
Rasti i sektorit bankar shgiptar

Prof. As. Dr. Ervin Myftaraj
Pérgjegjési i Departamentit té Marketingut, Fakulteti i Biznesit,
Uni ver sitet.i i MDumesk sandz+r Moi si
ervin.myftaraj@yahoo.com

Prof. Dr. Kristaq Kume
Departamenti i Marketingut, Fakulteti i Biznesit,
Uni ver sitet.i i MDurdsk sandtr Moi si
kkumeQ9@gmail.com

Abstract

This paper proposes a model that explains the importance of relationship
marketing in consumer increase profitability, taking into consideration the
explanatory variables of relationship marketing. Explaining the variables that
influence this interaction, is presented the effect of relationship marketing in
net profit growth during CLC (consumer life cycle). The framework of this
paper is based in two main points: the breakdown of components for the
calculation of net profit during CLC and identifying the relations between
these elements and relationship marketing.

The purpose of this project is to create a diagram that identifies the important
elements in the calculation of net profit during CLC, with the goal of
maximizing it and identifying the relation between these elements and
relationship marketing, materialized in a case study in Albanian banking
sector.
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There are two main research questions:
1. Which are the elements in the equation of net profit during CLC that
are related directly with relationship marketing?
2. Which is the relation between these elements that calculate the
consumer profitability with relationship marketing variables?
For accomplishing this paper is used marketing literature, secondary data and
a sample of 346 persons. The most famous method of questions evaluation is
the 5-LIKERT method. In this questionnaire are combined 78 questions which
represent the theoretical basis of this study. The questionnaire was conducted
to bank customers and divided in six parts. Data were analyzed by SPSS and
Statgrafics using different statistical methods.
The conclusions of this research suggest that variables taken into
consideration have a huge importance on the growth of net profit during CLC.
Businesses will reach a successful implementation of relationship marketing
by raising profitability, if they care for raising the efficiency of these
variables.

Keywords: Relationship marketing, net profit during CLC, consumer
profitability, banking sector.
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Multi attribute model of consumer attitudes in the era of
global brands

Prof. Ass. Dr. Hasim Deari
State University of Tetova, Faculty of Economics
Department of Marketing and Management
hasim.deari@unite.edu.mk

Phd. Rameulla Ferati
State University of Tetova, Faculty of Economics
Department of Finance and Accounting
rametulla.ferati@unite.edu.mk

Dr. Eldian Balla

University AAIDerkssandzxr Mol

Faculty of Business Department of Marketing
eldian_b@hotmail.com

Abstract

The aim of this scientific paper is to bring new treatment of consumer attitude
using the multi attribute model of consumer attitudes. Studying consumer
attitudes bring a lot of obstacles and huge advantages both for researchers and
marketers. Based in the literature and scientific journals we have incorporate
several attributes that generate relevant information regarding consumer
attitudes. Consumers over time face with different experiences usingproducts,
services and brands. Based in these experiences they are able to build positive
or negative attitude towards global brands. Fishbein (1967) model of
consumer attitudes in an appropriate model that explain and select variables
that are for interest of consumers on the one side and for brand managers on
the other side. This paper is scientifically important because since now in the
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field of gl obal brands in our coun
concept of multi attribute model of global brands in order to of new offer
information in the academic and business environment.

Keywords attitude, global brandsrishbein model, consumer behavior
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The corresponding marketing for young adult adopting
childish and hedonic reactions during gustatory experience

Jihéne Bouaroua

Doctorante IHEC Carthage i Université Carthage
LRM - Université de Sfax, Tunisie
NIMEC (EA 969) 1 IAE de Caen

jihene_marketing@yahoo.fr

Norchene Ben Dahmane Mouelhi
Maitre de conférences IHEC Carthage i Université Carthage
LRM - Université de Sfax, Tunisie
NIMEC (EA 969) T IAE de Caen
norchenebdm@yahoo.fr

Francesco Scalera
University of Bari Aldo Moro
Italy
roby sca@virgilio.it

Imen Belhajsalah
Doctorante IHEC Carthage i Université Carthage
LRM - Université de Sfax, Tunisie
NIMEC (EA 969) 1 IAE de Caen

Abstract

Kidult is a phenomenon that extended all societies. A Kidult person seeks
leisure activities to escape reality. He perceived that as a solution to problem.
This paper comes to reveal ki ds©o

r
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hedonic experience and as result the marketing that should be adopted with
him. Results show that the childish side never separates adults. Instead, he
supports individual in difficult as pleasant moments. He dominates his
attitude, he leads his preferences, makes it back to his memories.

Keywords: Kidult, gustatory, experigtial, playful, leisure.
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Abstrakt

Studimi i dinamikés sé ndryshimeve sasiore, ne kohe dhe hapsire, te
fenomeneve dhe treguesve pergjegjes ose gé bashkeshogerojne cdo inisiative
marketing e cila synon harmonizimin midis ofertes per produkte e sherbime
dhe priteshmerive e nevojave te konsumatorit, eshte nder drejtimet me
komplekse te kerkimit shkencor ne teorine e marketingut. Kerkimet ne kete
fushe realizohen duke perdorur metoda ge ndodhen ne fushe prerjen e
shkencave ekonomike te marketingut dhe teorive e metodave matematike.
Nderkohe, eshte shumé e rendesishme te theksohet se, suksesi i ketyre
kerkimeve, kushtezohet nga fakti se sa dhe se si kerkuesi mban parasysh
faktin se, konsumatori eshte genie shogerore ge vepron ne nje mjedis social,
ekonomik, psikologjik e kulturor te caktuar. Kjo vecori kushtezon esencialisht
gendrimin ge duhet te mbahet ndaj mundesive ge kane metodat matematike ne
rastet e perdorimit te tyre ne kerkimet ne fushen e marketingut.
Nevoja ne perdorimin metodave matematike ne teorine dhe praktiken e
marketingun, kerkohen dhe mundesohen vetem ku, per hartimin e politikave
dhe programeve, specialistit te markertingut i duhet :

(i) té verifikoje hipotezat teorike te nevojshme per ndertimin e modelit ge
do te pasqyroje nderlidhjet, raportet dhe menyra e bashkeveprimit midis

Mo i

Mo i


mailto:kkume09@gmail.com
mailto:brunelat@hotmail.com

International Scientific Conference On Innovative Marketing 4 ISCOIM 2017

faktoreve ge lidhen me cilesite e ofertave, rruget dhe mjetet ge do te perdoren
per t'i sjell tek konsumatori dhe sjelljen e konsumatorit ndaj tyre.

(ii) té testojé logjiken e brendshme, konstruksionin dhe gendrueshemeriné
e teorise marketing ge do té perdor.

(i) té vlerésojé efektin e modelit teorik te ndertuar ne rastin e zbatimit te
tij ne nje mjedis te caktuar psiko-social, ekonomik e shogeror.

(iv) té mat dhe té vlerésojé mundesiné per shfagen dhe gendrueshmerine e
efekteve sinergjike positive ge kushtezohet nga bashkeveprimi midis ofruesit
te produktit/ sherbimi dhe konsumatorit
Suksesi ne perdorimin e metodave matematike ne marketing kushtezohet nga
aftesite per te ndertuar:

(i) modelin statistikor me te pershtatshem ge arrin te pasqyroje dualitetin
midis teorise se marketingut dhe shkencave sociale,

(i) modelin me cilesi perfagesimi sa me gjitheperfshire dhe te
gendrueshem,

(i) modelin ge minimizon efektet ge rrjedhin nga dinamikat e
ndryshimeve ne mjedisin ekonomik, social, psikologjik e kulturor, tradites
dhe aftesive ne bisnes dhe ne sjelljen e konsumatorit si genie shogerore ge
jeton e vepron ne nje mjedis te caktuar ekonomik e social.

Matematika ndihmon per zgjidhjen e problemeve ge ndesh specialisti ose
kerkuesi ne fushen e marketingut por, ne asnje rast nuk mund te sherbejé per
te shpjeguar teresisht thelbin e pseve ge jane sfida te kerkimit ne teorine e
marketingut. Ajo mundeson krijimin e nje terreni efektiv per studime
nderdisiplinore ge trajtojne ceshtje te sjelljes se konsumatorit si genie sociale.

Fjale kyc: marketing, matematiké, faktor ekonomik, social, kulturor, model
statistikor, pershtateshmeri, gendrueshmeri
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Abstrakt

Shitja éshté njé ményré e komunikimit ndérmjet blerésve dhe shitésve, shpesh
njé ballafagim ballé pér ballé i projektuar pér té ndikuar né vendimin e njé
grup personash apo njé personi té vetém pér té kryer njé blerje.
Mechandising-ekspozimi i produkteve jané té gjitha aktivitetet té cilat
pérmirésojné Tregtimin komercial te produktit, géllimi i té cilit éshté térhegja
e vémendjes té konsumatorit drejt produktit, kur konsumatori gjendet né
vendin e shitjes.

Punimi ka pér géllim té kuptojmé se sa jané té vetédijshme dhe sa e aplikojné
ndérmarrjet afariste kété lloj aktiviteti pér térhegjen e vémendjes té
konsumatorit, si dhe te kryej njé matje pér pérdorimin aktual té kétij elementi
ky¢ né shitje. Metodat qé do té pérdoren gjaté kétij punimi do té fokusohen né
metodén e mbledhjes sé té dhénave sekondare dhe té dhénave primare,
metoda kualitative dhe kuantitative, gjithashtu dhe analizimi i té dhénave.
Duke u bazuar ne objektivat e kétij punimi gé jané: analizimi i gjendjes
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faktike té aplikimit té ekspozimeve nga ndérmarrjet tregtare né Kosové, si dhe
studim zhvillimi i ndikimit t€ ekspozimeve né nxitjen e shitjes, pritet té
kuptohet se sa zbatohet forma e ekspozimeve né ndérmarrjet afariste né
Kosoveé pér té promovuar produktet e tyre me géllim té shitjes. Né pérfundim
té kétij punimi, do té arrij te kuptoj ndikimin e pérdorimit té ekspozimit té
produkteve né ndérmarrjet afariste né Kosové, rolin dhe rendésin né térhegjen
e vémendjes sé konsumatoréve.

Fjalé kyce:Ekspozimi, produkte, konsumatoré, Kosové.
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Abstrakt

Promocioni apo komunikimi miks, luan njé rol vendimtar né pozicionimin e
njé ndérmarrje dhe té produkteve té saj né treg. Klientét potencialé nuk kané
nevojé vetém qé té diné se disa produkte bazé ekzistojné, ata déshirojné té
dint edhe vendin ku mund to6i bl
kostot si dhe karakteristika té tjera té produkteve. Klientét mund té kené
nevojé pér késhillim, né ményré qé midis mundésive té shumta té produkteve
gé i paragiten né treg, té zgjedhin ato pér té cilat ata kané nevojé dhe pas
bl erjes t+£ dintz si tO0i pmundsiner i n

Né ményré gé té komunikohet sa mé miré me audiencén e synuar apo si¢ e
quajmé ndryshe Klienti potencial, kompanité pérdorin njé ose disa elemente
komuni ki mi, t+ cilave ne i refe
AKomuni ki mi miedhe® mjetetCyg pétddren pén té pércjellé
mesazhin tek kjo audiencé, jané té ndryshme dhe jané né funksion té
segmenteve té tregut té cilave ato ju drejtohen.
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Komunikimi miks pérfshin njé shuméllojshméri elementesh strategjiké, ku
pérmendim: publicitetin, promocionin e shitjeve, marrédhéniet me publikun,
marketingun e drjetpérdrejté dhe shitjet personale.

Pér realizimin e Kk&tij punimi, éshté pérdorur literatura e marketingut, té
dhénat dytésore dhe éshté marré njé zgjedhje prej 170 biznesesh shqiptare qé
operojné né rajonin Tirané - Durrés. Té dhénat jané analizuar népérmjet dy
programeve kompjuterike SPSS dhe Statgrafics, duke pérdorur metoda té
ndryshme statistikore.

Pérfundimet e kétij kérkimi sugjerojné se variablat e marra né studim
(elementét e marketingut miks) kané shumé réndési pér zhvillimin e bizneseve
shqiptare né arritjen e abjektivave té tyre marketing dhe rrjedhimisht atyre
financiare. Njé tjetér pérfundim i rendésishém éshté klasifikimi sipas
pérdorimit té kétyre elementéve nga bizneset shqiptare.

Fjalét kyg: komunikimi miks, elementét e komunikimit , bizneset shqiptare,
marketingu.
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Abstract

People constantly communicate with each other, they talk and share
information about everything. The Internet provides numerous ways for
consumers to share their views, preferences, or experiences with others and
also has changed the way customers and firms interact. Through their growth
in online participation customers generate word of mouth marketing that
exerts a great influence over the brands, firms and also over custo mer 0 s
attitude toward this brands. Whether firms like it or not, customers talk about
them in social platforms, blogs, forums so firms have to carefully evaluate if,
how and when to participate, so that they can take advantage of word of
mouth marketing.

The aim of the paper is to present an overview and assessment of challenges
and opportunities for companies, emerging from the greater diversity and
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complexity of word of mouth marketing in a new communication era. This
paper adopts a theoretical approach and brings a summary of empirical
findings that reveal the evolution of word of mouth marketing, how firms can
generate positive word of mouth marketing in social networks and what is its
i mpact in customerds brand attitude

Keywords word of mouth marting, social media, brand attitude
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Abstract

In the historical process of development, developing countries like Turkey
and Albania have had several opportunities for accelerating their
development. One of these opportunities is embedded in the frame of
information age, which has been highlighted by post-industrial societies since
the second period of 20th century. The ongoing information age has included
not only changes in social structures and mode of production, but also
molding a global economy defined by neo-liberalism affecting production and
consumption patterns globally and democratization of technology especially
for developing societies. In this constructed global economy, to reach the high
development standards and to avoid stagnation, developing countries may
elevate their production patterns to the level of information societyhat mostly
depends on non-labor intensive businesses prospering through information
management, high technological advancements and creativity. In the 1980s,
the gross domestic product (GDP) per capita of Turkey and that of South
Korea were similar. However, South Korea has invested more in technology,
research and development (about 4% of its GDP per capita versus 1% in
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Turkey); furthermore, South Korea has introduced technology management

courses in their primary and secondary education. Thereby, South Korea

created valuable brands, such as Samsung Electronics, Hyundai Motors, LG
Electronics, Kia Motors, KT and SK Telecom, which are recognized for their
technologies. As a result, Sout h Ko
Turkeyds in 2016. In the near futu
developing countries for technological development: the Industry 4.0
revolution. Specifically, cyber systems, augmented reality, robotic and
wearable technologies, internet-of-things and smart cities are assumed to

change the lifestyles of individuals. New marketing strategies need to be
developed in this new era.

Keywords:Information Society, Industry 4.0, Technology & Marketing
Development
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Abstract

Brand management for Nonprofits is very challenging especially with the
sector expanding on national and multinational level. Nonprofit brands affect
organizations internally and are largely affecting policies, politics and
influential partnerships globally. It is, therefore, quintessential the bequest to
explore metrics that would enable these organizations to measure the impact
and the value of their brands and their brand association in partnerships. This
is important for internal organizational and structural purposes. It is also
imperative to assess how brands and the association of Nonprofit brands do
affect partnerships by having a strong social and political impact.

Ideas of overcommercialization, use for political purposes and endangered
presence of small charities are reinforced in the branding debate, mainly by
brand skeptics. Nonprofits are nowadays inevitably involved in partnership
debates that create power balances and imbalances. Enthusiasts claim that
Nonprofit brands presence does create cohesion and social balance and has
positively impacted resolution of conflicts. Whilst sitting in the same


mailto:kapedaniermonela@gmail.com
mailto:nildakajo@yahoo.com

International Scientific Conference On Innovative Marketing 4 ISCOIM 2017

marketing environment with alike debates surrounding Forprofit, Nonprofit
branding embodies an identity that has a very strong social context based
mainly on ethical values. It drives staff, employees and the broad public to use
resources that have an invaluable impact in raising funds and bringing support
and added value to Nonprofits. The complication here is to assess how these
values perform in a marketing profile as they are bound in an invisible
environment lacking at times monetary value. While Nonprofit use their
brands actively to strengthen identity, raise income and achieve long-term
goals, how can we assess the impact of Nonprofit brands? How can we
construct or rather use existing marketing techniques to target the value of
Nonprofit brands both on internal and on a partnership building level?

Keywords:Nonprofit brandsethical valuesmultinational level
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Abstrakt

Gjaté viteve té fundit integrimi i zinxhirit té furnizimit ka fituar vémendijen e
akademikéve dhe té menaxheréve té kompanive té prodhimit dhe té
shpérndarjes. Réndésia e tij ka dalé né pah pér shkak té mundésive gé ky
integrim ofron né kursimin e kostove, rritjen e performancés sé kompanive,
konkurrueshmériné e tyre dhe vendosjen e marrédhénieve afatgjata me
partnerét e biznesit. Nga ana tjetér, zhvillimet né teknologjiné e informacionit
kané luajtur rolin e tyre dhe né intensifikimin e integrimit midis anétaréve té
zinxhirit té furnizimit. Qéllimi i studimit éshté pikérisht analizimi i efektit gé
ka teknologjia mbi integrimin e zinxhirit t& furnizimit dhe lidhja e kétij té
fundit me performancén e kompanisé.

Kérkimi u fokusua né kompanité shqiptare té prodhimit, té shitjes me pakicé
dhe shumicg, duke intervistuar rreth 180 menaxheré té kétyre kompanive né
periudhén veré 2016. Nga analiza e té dhénave u qartésua efekti i
dimensioneve té ndryshme té teknologjis€é mbi pérbérésit e integrimit té
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zinxhirit té furnizimit, sikurse dhe u provua efekti pozitiv gé integrimi ka mbi
performancén e kompanisé, e matur kjo né bazé té treguesve té shuméfishté.
Ky kérkim u vjen né ndihmé akademikéve té fushés sé zinxhirit té furnizimit,
duke kontribuar né konsolidimin e késaj fushe jo té eksploruar si duhet né
Shqipéri. Gjithashtu ai u siguron menaxheréve té firmave té prodhimit dhe té
shpérndarjes njé analizé efekteve té teknologjisé né aktivitetin e tyre, si dhe té
ndikimit t& nivelit t& integrimit me partnerét e zinxhirit té furnizimit né
performancén e biznesit

Fjalét kyce Teknologjia e informacionit, Integrimi i Zinxhirit t& Furnizimit,
Performanca e kompaniseé.
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Abstract

Changing business conditions require appropriate changes in the marketing
approach of organizations towards consumers.

If marketing is defined as a heart of an organization and it is understood as a
planning process and a process of implementing concepts, conducting policy
of prices and distribution of ideas, goods and services as well as realizing
exchange in order to satisfy individual needs, goals of an organization and the
society as a whole, then strategic marketing gets bigger role in survival,
competitiveness and development of each organization.

The process of providing additional benefits to consumers, differentiation of
supply and introduction of innovations are necessary, as they maintain and
increase competitive advantage.

In order to be competitive, it is necessary to implement marketing tools and
concepts that will enhance the competitiveness of organizations.

Only development and implementation of the overall marketing strategy
enable governing the marketing effort of an organization and its numerous
details towards increasing organizational competitiveness.
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The objective of this research is to get realistic, scientifically confirmed and
tested assumptions that will confirm the way good marketing strategy
strengthens organizational competitiveness. The inquiry method will be used.
The technique will include questionnaire. Managers and employees in
organizations as well as their consumers will be interviewed.

Keywords: Strategic marketing, competitiveness, organization
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Abstrakt

Pérdorimi i tregtisé elektronike né ndérmarrjet turistike ka ardhur si rezultat i
evolucionit té teknologjisé sé informacionit. Gjithashtu, ajo éshté njé metodé
efikase dhe moderne né fushén e marketingut.

Pér njé vend né zhvillim si¢ éshté edhe Shqipéria, pérdorimi i teknologjive té
informacionit dhe komunikimit (TIK) pér géllime biznesi éshté konsideruar
edhe si njé zgjidhje pér zhvillimin ekonomik. Né kété punim jepet njé
pérshkrim i evolucionit té pérdorimit té TIK-ut gjaté viteve té fundit né SME-
té e industrisé sé turizmit dhe pérfitimeve qé sipérmarrjet kané nga pérdorimi i
tij.

Né pérgjithési, sipérmarrrjet turistike pérballen me véshtirési apo pengesa
themelore (té tilla si infrastruktura e papérshtatshme, kosto e larté e instalimit
té TIK, té ardhura té uléta pér njé pjesé té konsumatoréve shqiptaré, etj). Né
kéto kushte, né kété punim pérfshihen té dhéna té ndryshme, se si kéto
sipérmarrje e vlerésojné infrastrukturén e tyre teknologjike né funksion té
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marketingut dhe shérbimeve, duke reflektuar mbi mjedisin e tyre té
brendshém dhe té jashtém. Metodologjia e punimit bazohet mbi njé hulumtim
té literaturés mbi zhvillimin e tregétisé elektronike dhe pérdorimin e TIK-ut
né vendet né zhvillim, duke pérfshiré Shqipéring, si dhe fokus grupe gé
pérfshijné sipérmarrje turistike si agjenci turistike dhe njési akomoduese.
Rezultatet tregojné se pjesa mé madhe e tyre kané fage interneti té thjeshta me
karakter informativ dhe shumé pak ofrojné mundési pér pagesash shérbimesh
online.

Fjalét ky¢ Internet, TIK, marketing, tregéti elektronike
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Abstract

This article consists of an assessment of the importance of new forms of
marketing that are realised through social media. Recognizing the
importance of marketing nowadays, this paper aims to bring in focus the
importance of marketing through social media. The paper provides a
descriptive analysis of the most important aspects of the use and benefits
from the application of marketing in social media in Albania.

The purpose of this paper is to become familiar with the benefits and
importance of social media marketing, to understand the power of social
media transmission to the consumer.

There is a panorama of the reality in the world on the use of social media for
marketing effect, thus bringing a comparative analysis between the Albanian
reality and foreign reality.

The article provides a perspective of how to analyze the factors
affecting t he over al l companyaos
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emerge from this approach should be particularly relevant for marketers.

Keywords: Social Media Marketing, Comparative Analyses, Albania.
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Abstrakt

Né kété punim jané analizuar faktorét determinues té zhvillimit, gé jané bazé
pér zhvillimin e ofertés turistike, duke pérfshiré té gjitha elementet, qé jané
me réndési pér kushtet dhe rrethanat e vendit toné, me géllim té plotésimit té
standardeve turistike, gé si gellimi kryesor 1 pérbashkét eshte té kené rritjen e
efekteve ekonomike né perspektivé. Rritja e l1évizjes turistike si dhe zhvillimi i
formave té reja té promovimit te produkteve dhe sherbimeve turistike kané
béré té domosdoshém pérdorimin e turizmit si njé mjet efektiv pér rritjen dhe
zhvillimin ekonomik té njé vendi.Turizmmi éshté faktor ndryshimesh té thella
jo vetén né ekonomi por edhe né organizimin social e Kkulturor té njé
rajoni.Qéllimi i késaj teme éshté ge té japé mundési ge ofron Kosova me
relievin,historiné dhe kulturén pér zhvillimin e turizmit né rajon e me gjere.
Né kété punim pérshkruhen potencialet turistike ge ka ky rajon pér té
zhvilluar turizmin dhe madje té kthehet né njé destinacion t& miréfillté
turistik.Punimi gjithashtu shtjellon ményra té cilat do t¢ ndihmonin né
forcimin e imazhit té Kosoves si njé destinacion turistik.Trashégimia
kulturore (materiale dhe shpirtérore) ,potenciali natyror dhe permirésimi i
infrastrukturés turistike jané elementet qé do té térheqin vémendjen e té
huajve por edhe vendasve pér té vizituar Kosoven.

Aktoret kryesore te zhvillimin dhe promovimin e produktit dhe sherbivemeve
turistike jane geverisja gendrore dhe vendore. Produkti turistik éshté njé
produkt me natyre krejt te vecante, ge rrjedh nga bashkekzistenca e njé
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sere elementesh te ndryshém te cilét, te lidhur menjeri-tjetrin japin njé
produkt pérfundimtar turistik. Konsumatori turistik ge nga momenti ge
merr vendimin se do te perdore kohen e lire per turizem deri ne momentin e
fundit te realizimit te tij,pra deri ne momentin e kthimit te tij ne vendbanimin
e tij te perhershem,e formon vete produktin personal turistik. Produkti
turistik ka nje perberje komplekse dhe perfshin keto pjese kryesore:
Udhetimin, Akomodimin, Burimet turistike (aktivitetet) dhe sherbimet.Sektori
i sherbimeve eshte teper i rendesishem per zhvillimin e turizmit pasi perveg
ofertes paresore ge nje vend mund te ofroje me rendesi eshte dhe oferta
dytesore ku ndertimet ne funksion te turizmit te kene aspektin e sherbimit
mjafte cilesor.Ne kete kenveshtrim mund te themi se Kosova dallohet per
mikprije te theksuar me teper ne zonat rurale.

Fj a | witpoténgial taristik, produkt turistiksherbim turistik, destinacion
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Abstract

Increasing globalization, competition, high customer turnover and increasing
consumer expectations in today's competitive world has made Customer
Relationship Management (CRM) to be very important in various industries.
According to Chaudhuri and Shaina (2001), a CRM-art programming requires
a clear understanding and commitment maximal about the company's
customers, vigilance and commitment to achieving key goals, and continuous
awareness about customers .CRM perspective is more than just customer
management and monitoring of the behavior and their attitudes.The aim of
this paper is to recognize us how does work the concept of Customer
Relationship Management in the hospitality industry (specifically that of the

hotels). For the implementation are considered some relationship
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management practices with customers in 11 hotels that operate in the region
of Korca. The main instrument of this study is questionnaire. This
questionnaire was conducted with managers of hotels. The study revealed that
81% of managers were men and 19% women, most of them belonged to the
age group 31-40 years, and exercising this function average of 13 years. At
the end of the survey data analysis was reached on the conclusions of the

study.

Keywords:Customer Relationship Management, CRM, hospitality industry.



Department of Marketing 0 Faculty of Business, UAMD, Durrés, Albania

2]

Adrenaline & Rafting

Selma Rrapi MSC
Marketing and Tourism Department,
Faculty of Economics,
University of Tirana

Prof. Dr. llia Kristo
International Business & Marketing
Department of Marketing & Tourism
University of Tirana
ilia.kristo@yahoo.com

Abstract

The success of each enterprise is finding, working on it, promoting and
obviously offering what the consumers really love and enjoy.

Albania is very useful if you have this mission: reconciling all the nature
components with favorable weather conditions, we can really offer an
adventure business, where every can discover the beauty of Albania through

an unforgettable trip.

The key word that summarizes all the elements mentioned is without a doubt
ARaftingo

Introducing rafting both as a sport and as a touristic outdoor activity, in that
way we develop a new touristic market and a strong promoter of sustainable
adventure tourism in Albania.

When a person takes pleasure but in an unhealthy extent, how does this affects
his personality? The adrenaline as
The topics that this study is about, are two key terms that will guarantee the
success of this fAadventure psumgsect O
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which gives us a feedback about the product / service and the second part
deals with the term adrenaline (pleasure supreme customer); hedonic
consumer features, part of their character, the main approaches and a study
conducted with customers who have attended at least once rafting, customers
attending characteristic of emotions, adrenaline and adventure to take the
pleasure of life.

Keywords:rafing, adrenaline, hedonic consumer features
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Abstract

This research paper is based on giving meaning to loyalty card, advantages
and disadvantages of this phenomenon that has deep roots but has received a
great momentum especially in recent years.

As a developing country, Albania has become an integral part in this valuable
global chain. The development and the domination of the loyalty card has a
great impact on business profit. By developing this task, we will have an
overview of the loyalty card and their role to encourage spending. These
issues are intended to be discussed in this paper.

The questions that are intended to be answered in this research are about the

importance of loyalty card and their role to encourage spending and the
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loyalty of consumers. This scientific paper is accomplished by using primary

and secondary data.

Keywords loyalty card, consumer, loyalty programs, purchase, bonuses
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Abstract

Philanthropic works are one of the main ways how to contribute with the aim
of reducing some of many phenomena of the world. In the achievement of this
final objective, companies with their CSR activities play a very important
role. Corporate Social Responsibility is an important issue both in the
academic discussions and in busi
marketing orientation change: from the attitude concentrated on customers
and competition to the orientation taking into account the expectations of
various groups of stakeholders.

While, in the challenging technological environment, the recent way of doing
CSR activities is through advergames, by combining advertising content and
entertainment content, providing interesting opportunities to marketing

nes
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communications in a new media environment where traditional advertising
has lost effectiveness.

The focus of many works related to CSR in advergames are done in particular
on topics like environment and cultural acknowledge and the focus groups
have been children, with this case is aimed to bring somehow new profile and
the group age is wider than that.

The objective of this paper is to see the effect of CSR in advergame have on
brand recall and brand image with the main hypothesis that, CSR advergames
have a positive effect on those to element of the brand. Due to the fact that
people are more sensitive to social issues and because advergames are a form
of interactive media; they are games in which brand messages are
communicated in a more interactive, colorful and fun way; providing a more
involving and entertaining brand experience.

We argue that playing a game, no matter the topic of the game, had a positive
i mpact on the brandds di me nrandiroages

Keywords:Corporate Social Responsibility, business practice, CSR impact
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Abstrakt

Mbéshtetje e krijimit t& shogérisé inovative me njeréz mjaft inovativ dhe té
ditur ka t¢ béjé me ekonominé moderne rajonale té bazuar me teknologji té
larté  dhe njohuri. Inovacioni éshté njé proces i lidhur ngushté me
sipérmarrjen, sic ka théné Peter Drucker'. ol novacioni
specifik i sipérmarrjes. vepra gé plotéson resurset me kapacitet té ri pér té
krijuar pasuri”. Sot, menaxhimi dhe pérdorimi i dijeve jané bér céshtje
thelbé&sore pér arritjen e opurtuniteteve né jetén e ¢cdo shoqérie né térési.
Qéllimi i ketij punimi shkéncor éshté rritja e kapaciteteve inovative té
ndérmarrjeve nga rajoni me aktivitet tregues si: né prezantimin e studimeve

! !Lektor, Kérkues Shkencor, Anétar i Bordit Drejtues Republikan sé Ekspertéve né fushén
e Teknologjisé, Shkup

% Lektor prané Universitetit né Tetové, Fakulteti Ekonomik
®peter Drucker: Innovation and Entrepreneurship, 1985

I+
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sé projekteve té suksesshme, pérgatitjen e materialeve promovuese pér
pérfitimet nga posedimi i kapacitetit pér inovacion dhe masat kryesore pér

secilin prioritet.

Fjalé kyce inovacion, ekonomia moderne, kapacitet, promovim, prioritet.
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Abstract

Mountains represent a significant share of the Albanian territory, population
and economy. In the mountains, agriculture faces several limitations, related
to the existence of permanent natural handicaps, which are not easily tackled
with investments. This results in lower labour productivity and lower land
productivity. Such limitations also imply that farmers have less choice on the
productive sectors they can invest in. Finally, farms are smaller on average
compared to on plains or flatter, lower-lying areas. The existence in mountain
areas of traditions and know-how relating to agricultural production and food
processing is an opportunity for mountain communities, reinforced by
synergies with tourism.

With a view to making the mountain products on the market more clearly
identifiable and thus less misleading for the consumer, this paper try to give
a common definition of an optional quality term, 'mountain products', and
labels of mountain agricultural products. In this context, this paper aims to
review the possible reasons why Albanian citizens, economic stakeholders
(including farmers) and consumers might ask for clarity regarding the
provenance of mountain products. Mountain farming contributes to the
sustainable development of mountain areas consumer perception of mountain
products relates to local and cultural values first (local area identity,


mailto:llazo@hotmail.it

International Scientific Conference On Innovative Marketing 4 ISCOIM 2017 E

employment, small scale productions, etc.) and to environmental values
second (extensive production systems, etc.).

Making this products identifiable would help mountain farming to be
productive, and labelling practices for mountain products (national protection
schemes, geographical indications and trademarks relating to mountain
agricultural and food products) would be an alternative.

Keywords: Mountain farm, agriculture product, labelling, local
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Abstract

Today marketing concept and philosophy of doing business are becoming
essential for all policy makers and practitioners of rural development. The
need for a marketing implementation in the field of rural tourism encouraged
by the increasing complexity of the dynamic tourism market.

There is no doubt that marketing in the field of rural tourism should be seen as
a tool to achieve the development of strategic goals tourist destination areas,
such as long-term prosperity, satisfaction of guests, profit maximization,
extending the tourist season, neutralizing the negative impact, employment
stabilization, support and further diversification of economic activity
reallocation of existing requirements in time and space tourists and changing
consumer behavior in terms of increasing tourist expenditure. Rural tourism
marketing, guides this product providers to produce those goods and services
which will satisfy customer needs of this product.

Marketing of tourism destinations become increasingly competitive on a
global level. Rural tourism is a separate part of the tourism industry.
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Application of marketing comes from nature and specifics of his own as a
segment of statistics offer.

Promotion as element of the concept of the marketing mix, covering a range
of activities, including the main ones advertising, public relations, Web site
and other Internet services to be used for promotion and direct communication
with tourists. The purpose of this paper is to increase the knowledge of the
reader about some concepts about the impact of marketing in the development
of rural tourism, to create a framework with some general approaches and
structural changes that can be widely used in the practical management of
tourism development .

This paper generates the following question: Affects Marketing in rural
tourism development in mountainous and rural areas of Albania?

The method used to test the hypothesis is empirical method, using an
empirical method (statistical) by the statistical indicators as R2, R, ANOVA
and the equation of simple regression, and case study have confirmed the
impact of sustainable development of rural tourism.

In the case of the three areas in the study launched by the field facts can say
that they are not able to make a marketing "aggressive" for many reasons
although marketing in Valbona is a few steps before two other areas (Thethi
and Vermoshi). Creating an authentic tourism product, based on the
distinctive competitive advantages of a destination, seen as a key factor.

Keywords: Marketing, Rural Tourism, Touristic Destination, Rural Area,
Rural Development.
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Abstract

This paper talks about digital marketing and internet marketing. Most of the
people think that digital marketing and internet marketing are the same, but
they are not. In the time that Digital Marketing is gaining a lot of importance
as a marketing technique, it is important to understand the difference between
the two of them. It is necessarily to understand that there is a connection
between them, but there is a delicate difference between them, and this is
what this paper explains. This paper concludes that internet marketing is only
a subset of digital marketing and the purpose of Digital Marketing is far
beyond the Internet Marketing.

Examples of different channels in Digital marketing area are given and also
some of the channels under the Digital Marketing are elaborated. Overall the
paper explains the concept of Digital Marketing and Internet Marketing in a
detailed way, that will help with the understanding the difference between

Digital Marketing and Internet Marketing.
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Keywords: Digital Marketing, Internet Marketing, Channels
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Abstract

It is already known that physical and tangible characteristics of a company are
measured as its assets. Brand is one of the most important intangible asset of
the company. From a legal perspective, the value of the brand has a great
importance in today's time. In our country, the brand assessment as an asset
hasndét reached yet its true posi
is associated with higher risk for many users while this industry has a double
importance for our growing and developing country. Brand equity is an
important issue in marketing operation, which has a significant impact on
marketing variables such as consumer satisfaction and attitudes. The purpose
of this study is to examine the role of several independent variables (such as
social responsibility, brand image and the reputation of the company) on the
consumer satisfaction and consumer attitudes. When customers evaluate the

be
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positive aspects of a company and its products that include social
responsibility, the image of the corporation and its reputation, they have done
nothing but they have created brand equity, which leads them to make the
right choice of the proper product . This study develops aframework which
explains the influence of independent variables such as social responsibility,
brand image and the reputation of the company in the dependent variables
such as consumer satisfaction and consumer attitudes. By factor analysis and
principal component analysis used for this study in a sample of 400 people,
resulted that brand equity has a positive impact on consumer satisfaction and
consumer attitudes.

Keywords:brand equityprand image, corporate branding, , consumer
satisfaction, consumertgtides
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Abstract

Foreign direct investment (FDI) has been viewed as a power affecting
economic growth (EG) directly and indirectly during the past few decades.
Foreign direct investment (FDI) in developing countries brings economic
development and enhances the international competitiveness of domestic
enterprises. It is argued in the existing literature that foreign direct investment
(FDI) inflow positively influences economic growth through technology
diffusion, human capital formation, etc. FDI accounts for the largest and most
important proportion of foreign capital in Albania, which undoubtedly plays
an important role in the Albania's economic development growth. However,

as the country's FDI increases, and in this paper we want to make an empirical
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research how the FDI has influenced the economic growth of the country. The
findings revealed that there is a strong positive relationship between the FDI
inflows and the GDP for the studied period which covers 1995 to 2012, thus
a positive effect on the economic growth.

Keywords FDI, GDP growth,Albania
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Abstrakti

Zhvillimi i turizmit né dekadat e fundit ka shkaktuar si rrjedhojé té pa-
shmangshme edhe shfrytézimin e burimeve turistike. Ky fenomen ka rritur
aksionet e organizmave té ndryshém dhe té komunitevete né té cilat
zhvillohen aktivitetet turistike. Sensibilizimi né kété aspekt lidhet me faktin se
turizmi krijon njé zinxhir ekonomik pér njé destinacion T poj jo vetém
ekonomik T ku té gjithé aktorét kané pérfitime té konsiderueshmé. Aksionet
né kété aspekt lidhen mé shfrytézimin, mirémbjajtjen dhe rekuperimin e
pasurive turistike né ményré qé kéto té mund té ruhen dhe trashégonen pér
brezat e ardhshém né ményré sa mé té pérkryer. Bashkimi i té gjitha kétyre
aksioneve, pérbén turizmin e géndrueshém, fenomen ky i cili ka njé zhvillim
shumé té madh né nivel botéror né vitet e fundit.

uo,
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Né Shqipéri ky fenomen éshté akoma né hapat e para, por iniciativa té
réndésishéme si pikénisje pér géndrueshmériné e turizmit ka né disa rrethe té
véndit. Artikulli né fjale, kérkon gé té pasqyrojé aksionet té tilla gé jané
ndérmarré né Prefekturén e Durrésit dhe iniciativa té péraférta Qé
kontreibuojné né géndrueshmériné e turizmit.

Fjalé kyce turizmi, zhvillimi, mirémbajtja, rakperimi.



2]

Department of Marketing 0 Faculty of Business, UAMD, Durrés, Albania

Komunikimi i Politikés Monetare.
Rasti i Bankeés sé Shqipérisé

Enri Herri, MSc
Student i Shkollés sé Doktoraturés,
Departamenti i Marketingut,
Fakulteti i Ekonomisé,
Universiteti i Tiranés.
eherri@gmail.com

Prof. Dr. Arjan Abazi
Departamentit té Marketingut,
Fakulteti i Ekonomise,
Universiteti i Tiranés.
abazi_a@hotmail.com

Abstrakt

Komunikimi éshté njé ndér pjesét mé té réndésishme né jetén e pérditshme té
secilit prej nesh dhe jo vetém. Institucionet publike, bizneset, organizatat,
0JQ, etj. e shohin komunikimin si pjesén mé té réndésishme té aktivitetit té
tyre té pérditshém. Né dekadat e fundit mjetet e komunikimit kané pésuar njé
pérparim té jashtézakonshém dhe aférsia e organizatave me publikun éshté
rritur ndjeshém duke zvogéluar né masé té konsiderueshme distancat gé
ekzistonin mé paré. Rasti i bankave gendrore mund té konsiderohet njé
shembull tipik ku komunikimi i politikés monetare éshté béré njé element

shumé i réndésishém i strategjisé sé komunikimit té tyre. Népérmjet
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komunikimit, bankat gendrore kané aftésiné té véné né lévizje tregjet
financiare, té rrisin parashikueshmériné e vendimeve té politikés monetare
dhe pér rrjedhim té ndihmojné vetveten né arritjen e objektivave
makroekonomiké. Dekada e kaluar ka nxjerré né pah banka gendrore gé flasin
gjerésisht rreth politikave té tyre dhe ményrés se si ato arrijné objektivat e
tyre. Ky artikull rreket té shpjegojé komunikimin marketing té bankave
gendrore, réndésiné e komunikimit té politikés monetare, elementet kryesore
té strategjisé sé politikés monetare si dhe ofron njé panoramé té ploté té
komunikimit té politikés monetare té€ Bankés sé Shqipérisé krahasuar me disa

banka té tjera gendrore.

Fjalé kyce politika monetare, komunikim, Banka e Shqipérisé



@ Department of Marketing 0 Faculty of Business, UAMD, Durrés, Albania

Roli i bankave tregtare né zhvillimin e burimeve financiare
dhe investimeve

Sonila Zerelli
Uni versitet: AAl eksandzr Mo
Fakulteti i Biznesit

Departamenti i Marketingut

sonilazerelli@yahoo.com
Abstrakt
Kolapsi monetar i sistemit bankar né fund té periudhés komuniste, lulézimi
dhe shkatérrimi i skemave piramidale, si dhe shumé probleme té tjera sociale,
ekonomike dhe politike gé e kané shogéruar Shqipériné gjaté periudhés sé
tranzicionit, e k atn= \bpéa nE+kokEitésgjaté. mi n

Sistemi bankar shqiptar ka njohur njé zhvillim té ndjeshém mbas vitit 2004.
Gjaté kétyre viteve numri i bankave té nivelit t& dyté éshté rritur ndjeshém.
Vérehet gjithashtu njé rritje e ndjeshme e nivelit té kreditimit pér ekonominé
shqiptare.

Banka Qéndrore ka ndérmarré njé séré reformash pozitive né fushat e
mbikéqyrjes dhe rregullimit bankar me ané té politikave té saj monetare dhe
manaxheriale. Sistemi bankar shqiptar éshté mbizotérues né té gjithé sistemin
financiar duke mbizotéruar 90% té aktivitetit t€ kétij sistemi. Kjo e bén té
mundur gé Shqipéria té renditet né vendet ku ekonomia éshté bazuar mbi
banké dhe jo mbi treg.

Né kété punim do té jepet njé parashikim pér tendencat e ardhshme té sektorit
bankar né zhvillimin social-ekonomik té vendit. Njé tipar i réndésishém i
sistemeve financiare té vendeve té Evropés Juglindore éshté sundimi i sistemit
bankar dhe tregjet e kapitalit relativisht té pazhvilluara. Pér rrjedhojé, kéto
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vende kané pérkrahur reforma té réndésishme né sektorin bankar. Jané béré
pérpjekje té réndésishme T me ndihmén e organizatave té ndryshme
ndérkombétare - pér té pérmirésuar kuadrin ligjor dhe rregullativ, si dhe pér té
zbatuar dhe pérforcuar aftésité e autoriteteve kombétare bankare.

Fjalé kyce:burimet financiare, investimet, stabiliteti financiar, ekonomia jo
formale
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Abstrakt

Kosova pas luftés sé fundit, vazhdon té mbetet ndér vendet me nivel té ulét
zhvillimor dhe shkallé té larté té papunésisé.

Niveli i ulét i rritjes ekonomike dhe norma e larté e papunésisé, mbeten ndér
sfidat kryesore ekonomike pér zgjidhje, né kété drejtim qeveria pérmes
instrumenteve té politikés ekonomike, ve¢mas politika fiskale duhet orientuar
né funksion té krijimit t&¢ ambientit mé té volitshém pérmes masave lehtésuese
ndaj sektorit privat.

Né kété studim, analizohet ecuria e Bruto Produktit Vendor dhe rritja
ekonomike né Kosové viteve té fundit, ku jané dhéné edhe konkluzionet dhe

rekomandimet, gqé pérmes instrumentéve dhe masave té politikés fiskale té
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krijohet ambient mé i volitshém pér nxitjen e aktivitetit ekonomik dhe rritjes

ekonomike né vend.

Fjalét kyce: Produkti i Brendshém Bruto,Rritja ekonomike, Politika fiskale,

Sektori privat.
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Abstract

The purpose of this study work is the reflection of progressive processes
related to the reformation of the administration of education, conditioned by
the historical and social circumstances of the developed western countries into
the centuries. Also it informs and creates possibilities for the recognition of
the policies and practices of state institutions, religious institutions at the level
of educational administration, thorugh efective relationships of policy making
and the implementation of pedagogic priniciples. Analysing the educational
culture in some periods, are discovered the influences of the educational
social awarness in the general social development. The above mentioned aims
have as a purpose the publication of the mentors opinion for the
administration of the meaning in the below issues:
- The interest to the new education ideas and patterns of the schools in
the developed countries, regarding the function and administration of
education in the developed western countries by the outstanding

figures of education and world culture.
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- Some values of the tradition for the managment of education in centers
involving firstly: in education legislation in the timespan of centuries
and secondly: found in the programs of each category at schools.

- The direction of education, seen by the education systems organisation
point of view in the Western countries, accopmplishment of obligatory
education, of the control of educational organs, and qualification of the

administrative units in the center.

Keywords Administration, panning, education reforms, education

institution, standard.
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Abstrakt

Né funksion té analizimit dhe argumentimit té réndésisé né rritje si dhe
pérdorimit té teknikave té Marketingut né Tregun Politik lidhur me kénagjen e
nevojave té elektoratit. Marketingu Politik si nén-degé e shkencés sé
Marketingut ndérthuret me studimet e shkencave ekonomike, politike,
komunikimit dhe psikologjisé

Elementét mé té réndésishem té Marketingut Politik gé lidhen me Produktin
Politik, asociohen me imazhin e liderit Partiak, politkat social-ekonomike dhe
céshtjen kombétare. Televizionit ngelet mediumi me ndikim mé té larté né
sjelljen e elektoratit rinor pér marrjen e informacionit politik, i ndjekur nga

Mo i
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influenca e familjaréve dhe aktiviteteve civile on-line dhe marketingut té
mediave sociale.

Marshment (2009) ka nenvi z u ar se marketingu
midis politikés dhe marketingut. Né ditét e sotme kur procesi i komunikimit
ka evoluar, dalin né pah modele té reja té ndértimit dhe ruajtjes sé
marrédhenieve té suksesshme, té vlefshme kéto edhe né fushén e politikés,
ashtu sikurse éshté marketingu i marrédhenieve.

Pér realizimin e kétij punimi, éshté pérdorur literatura e marketingut dhe ajo e
shkencave politike, éshté marré njé zgjedhje prej 150 njerézish, té cilét u jané
pérgjigjur pyetjeve pér rendésin e mediave sociale dhe marketingut te
marredhenieve dhe ndikimit té saj né sjelljen e elektoratit.

Zgjedhja éshté béré rastésore, e grupuar sipas njé shpérndarje demografike né
bazé té rajonit ku jetojné, moshés, gjinis, nivelit arsimor dhe sektorit ku
punojné. Pyetésorét jané plotésuar né dy qytetet kryesore shqiptare, Tirané
dhe Durrés. Punimi éshté bazuar né té dhéna parésore dhe dytésore pér rastin
e marketingut politik ne vendin tone.

Pérfundimet e kétij kérkimi theksojné rendesin e mediave sociale dhe
marketingut te marredhenieve ne marketingun politik. Nje konkluzion i
rendesishem eshte dhe matja e ndikimit te mediave sociale dhe marketingut te
marredhenieve ne sjellje e elektoratit.

Fjalét kyce Marketingu politik, Marketingu i marredhenieve, rig¢tsociale,
elektorati.

pol
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Abstract

Tourism industry is considered nowadays as a way to increase the GDP of
Albania. There have been many studies indicating that Albania can attract
foreign tourists with the beauty of the nature, the bio food that it offers in

some specific region, and with the culture and the antiquity it has.

The term tourist it is not only related to the foreign people that travel to
Albania but also to the Albanian population that leaves abroad. This people

when coming back to their country they have lots of nostalgia for the time

they have passed in their country. Nostalgia is one of the main reasons for
tourists to travel to their ancesto
60di aspora touristsdé and Opilgri mso.
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and their descendants take the opportunity to return to their ancestral home as
a result of changes in economy, political forms, and technology.

The aim of this paper is to understand if people are interested in visiting
places that bring them back in time, like places, restaurants, bars, etc. In order
to conduct this study we have distributed 300 hundred questiOonares to
Albanian people leaving abroad. The main results approved that more than
70% of them feel nostalgia to visit Albania for visiting their friends and
relatives and to see their ancestral homeland. In addition, the study revealed
that 57% of respondents would be more than happy to visit places that bring
them back in time despite the price this can have.

Keywords Tourism nostalgia, marketing, management, income.
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Abstract

Marketing has an important role in the creation and the development of a
business, we can see this role not only in the private sector but even in the
public one. Public institutions are crucial to our society so if we mention here
the Health Care sector we can say that it has a significant impact on the
citizens. This is one of the reasons why everyone asks for more investments
and innovation in this field. The purpose of this study is to understand the
importance of marketing in public sector especially in the Health Care one.
We want to define the expectations and the perceptions of the patients about
the services in the Health Care sector through this study.

Methodology used in this study combined the primary and the
secondary evidence. This study consists of two parts: the first one based on
the theory of the relevant literature used to support this topic and the second
one based on a survey where 200 people were asked about the services of
Heal th Care. Questionari esd6 were me
based on SERVQUAL technique.
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The results and the conclusions of this thesis are significant for our
society. It is obvious that it does exist a huge gap between what patients
expect from the Regional Hospital of Durres and what it is really offered. The

expectations are higher graded on a growing 1-7 scale, they are over 6.

Keywords: Marketing, Public Sector, Patient, SERVQUAL technique,

Services, Quality.
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Abstract

We learned that when it comes to advertisement our focus is on strategies that
marketers give to the colors, message, design and delivery channels in their
communication. A very important element which is worth studying is the
discursive analysis of texts of advertising we see nowadays.

According to the researcher Noam Chomsky, language is a free process of
creation with fixed principles and rules, but the way of use in different
generations has given it the opportunity of creation of a series of varieties and
new meanings.

Therefore, the linguistic analysis of advertisement texts which in the context
of this work will be carried out as an experimental study by collecting data
from a sample of 100 people and by reviewing these data based on the
theories of linguistics and semiotics .

The difference between advertisement in Albanian and those in foreign

languages, should be done. A customized advertisement in Albanian language
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shall not be translated, but adapted by language experts in order to the

message that advertisements conveys, gives the expected effect.

Keywords: adverts language, semiotic, discourse analyssssage.
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Abstrakt

Ky punim trajton né ményré té thjeshtuar njé problem shumé té prekshém,
por, deri diku té padukshém né shoqérité né zhvillim dhe ato té zhvilluara.
Jemi fokusuar mé tepér né ecuriné e produkteve bankare gé lidhen me e-
banking, té cilat do té vareshin nga siguria gé do té ofrojné bankat lidhur me
kété shérbim. Me zmadhimin e distancés sé komunikimit, jané shfaqur
probleme té karakterit konfidencial sidomos né rastin e bankave. Pér té
mbrojtur fshehtésiné e komunikimeve, gé prej shume viteve pérdoren sisteme
kriptografike. Kriptografia bén t¢€ mundur gé dy palé, sado larg té ndodhen, té
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mund té komunikojné né fshehtési me njéra-tjetrén né rast se aplikojné me
korrektési protokollin e komunikimit. Ekzistojné protokolle té& ndryshme
sigurie dhe kriptosisteme, té quajtura Shifrimi Simetrik dhe Asimetrik. Njé
ndér shifrimet asimetrike éshté edhe Protokolli i Fiat-Shamir i cili &shté i
ndértuar né ményré té tillé qé né ¢do hap té protokollit, siguria béhet
gjithmoné e mé e larté. Ky éshté njé protokoll probabilitar ku mundésia e njé
mashtruesi t¢ mundshém pér té génjyer verifikuesin pas m hapash sa vjen e
béhet mé e pa pérfillshme. Gjithashtu paragitet edhe kriptosistemi RShA i cili
njihet si njé ndér kriptosistemet asimetrik mé té sigurté. Materiali éshté paré
né kéndvéshtrimin e teorisé sé numrave dhe algjebrés abstrakte té cilat jané
aparate té forta gé i vijné né ndihmé kriptografiseé.

Fjalé Kyce: Kriptografi, Sistem asimetrik, ProtokolFiat i Shamir, RShA,-e
banking.
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Abstrakt

Foodservice, apo industria hotelierike, pércakton ato biznese, institucione dhe
kompani, pérgjegjése pér ¢do vakt té pérgatitur jashté shtépisé. Kjo industri
pérfshin restorante, shkolla dhe kafeteri spitali, operacionet e hotelierisé, dhe
shumé formate té tjera.

Né ditét e sotme, vérehet se njerézit frekuentojné mé shumé té ngrénit jashteé,
se sa né shtépi. Si pasojé e Kkétij frekuentimit, shérbimi i ushgimit
(foodservice) merr njé réndési parésore. Shérbimi i ushqgimit, pérfshin gjithcka
mbi ushgimin dhe pije té konsumuara jashté shtépisé.

Profesionistét e sotém foodservice, pérballen gjithnjé né rritje kérkesat e
konsumatorit. Ata jané té sfiduar pér té siguruar ushgim sa mé té freskét, té
sigurté, cilésor, té ofrojné fleksibilietet dhe efikasitet, duke i mbajtur
shpenzimet né nivele té uléta. Ndérkohé duhet té jené né kontakt té
vazhdueshem me konsumatorét duke pérmbushur dhe kénaqur kérkesat e tyre.

Segmentimi i tregut éshté ai element i cili asiston gjithmoné né njohje té
konsumat or i t , duke i dhxtnt priorit

k, E
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népérmjet disa pyetjeve tepér té réndesishme né kété aspekt si: "Kush éshté
konsumatori? Cilat jané pritjet e tyre? Sa jané ata té gatshém pér té
shpenzuaro? " S e g mj& nddr matodat eikérkimit,culg u t
pérzgjedhur nga popullata,néngrupe konsumatorésh té cilét kané specifika té
vecanta, pér sa i1 pérket pritshmérive dhe nevojave té tyre.Pér disa nga
operacionet e foodservice, pozicionet gjeografike, mund té jené njé strategji
mjaft e domosdoshme pér sukses. Shérbimi i ushgimit éshté njé industri
ushgimore gé promovon njé gamé té gjeré shérbimesh, duke pérfshiré njé rrjet

té madh restorantesh té stileve, kulturave té ndryshme, ku té gjithé mund ta
gjejné veten.

Fjalé kyge: foodservice, konsumator, ushgim, segmentim, kérkesé.
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Abstract

Economics is all about supply, demand and utility. Marketing tries to increase
demand for goods and services. For economists the market combines the
demand and the supply curve to determine price. The equilibrium price
between demand of consumers and supply of the offers is very important for
the economists. Price is also important to marketers because it represents
marketers' assessment of the value customers see in the product or service and
are willing to pay for a product or service. Adjusting the price has a profound
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impact on the marketing strategy, and depending on the price elasticity of the
product, it will often affect the demand and sales as well. So, price provides
the incentive to both the consumer and producer.

But, there are alternative viewpoints. Some economists think that they rarely
mention marketing; they consider it as a sideshow in the economy; it is filled
with too many particulars and virtually no theory; marketing activity hurts the
efficiency of the economy; promotions distort the true price and lead
consumers to buy on brand name, not real value, etc.

Others think that relationship between economics and marketing is very close
and these two disciplines have many points of agreements between them. If
economists have to study and explain how consumers actually make their
choices, they need to turn to marketing. For a hundred years, marketers have
collected data on what, how and why consumers buy what they buy.

Using the literature review the purpose of this paper is to present the
relationship between the two disciplines, telling which the advances in
Marketing with Economic growth are. With economic development the
activities of marketing increase and several changes like employment
opportunities and specialization take place.

Keywords:EconomicsMarketing Pricing, Features, Commons.
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Abstract

The purpose of the study is to identify the link between the Integrated
Marketing Communication and service quality in the banking industry in
Albania. The focus of the study is the impact that the promotion mix chosen
by commercial banks in Albania has to the perceived service quality by
customers. Commercial banks in Albania are facing to a growing competition
and an environment that is constantly changing. Consumers and their growing
needs, dynamic environment, force organizations operating in the banking
industry in Albania to apply marketing practices that affect the customer
perceived quality of services offered.

The promotion mix is one of the elements which is increasingly applied by
commercial banks in Albania in order to influence consumers and achieve
their objectives. The impact of the promotional mix in the customer perceived
quality is the focus of study. To achieve the objective of the study, as an
instrument for collecting primary data are used 200 questionnaires with data
from customers of commercial banks received in the study. These data
integrated with existing literature and studies served as a basis for study. In
this study is evidenced a close relationship between the elements of the
promotional mix applied by commercial banks in Albania and the service
quality perceived by customers. Integrated Marketing Communication applied
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by commercial banks in Albania has a positive impact on the service quality
perceived by customers.

Keywords:Banking services, promotion, service qualit
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Abstrakt

Teknologjia sot po avancon me hapa galopand. Dixhitalizimi po béhet pjesé e
pandaré e jetés konsumatore. Pér sistemin financiar Shqiptar e kryesisht pér

até bankar kéto pesé vitet e fundit kané qéné té njé réndésie té vecanté.
Sistemi bankar ka pérgafuar mé sé miré epokén e dixhitalizimit dhe ka
adoptuar teknologjitt mé inovative. Bankat kané pasur mundésiné qé
nNtpxr mj et mar ketingut t+ prezantojn
orjentojné klientét drejté pérzgjedhjes. Marketingu bankar ka ndikuar né
ményrn se si bizneset shqgiptare menaxhojné kohén, perceptojné
bashképunimin dhe béjné biznes. Eshté pikérisht marketingu i kétyre
istitucioneve, té cilét kané béré diferencén né pérzgjedhjen e tyre. Marketingu

bankar i ka dhéné mundési bizneseve, té jené mé efektiv dhe efigenté
njékohésisht. Shérbimet dhe produktet e reja si e-banking, cash in/out, mobile
banking kané béré té mundur kalimin nga rradhét e gjata dhe veprimet
operacionale né banking-un 24/7.

Metodologj i a e pYrdorur ny kYtY punim Y

paryYysore me ato dytvysore. TY dhVynat
dhénat teorike né lidhje me marketingun bankar dhe ecurin e tij pesé vitet e
fundi t . NY pjesdm mrjydyank&taimm zre i p

bankzxs (biznese dhe i ndi vidzx) ty |
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PyetyYysorvyt jany zhvilluar on |l ine
merren né shqyrtim.
91 Si ka ndikuar marketingu bankar né ménrén e té bérit biznes, né
pérzgjedhjen e bankés bashképuntore dhe perceptimin e teknologjisé
SE re?
Rezultatet dhe pérfundimet e kétij punimi jané shumé interesante. Edhe
pse bizneset shqiptare fillimisht kané géné shumé skeptiké dhe mosbesues
kundrejt ndryshimeve teknologjike, eficenca dhe ményra e re e té& punuarit
24/7 kané sjellé ndryshime thelbésoré né ményrén e té bérit biznes.

Keywords: Marketingu bankar, klienté-eanking, dxhitalizim.
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Abstract

The purpose of this paper is to explore marketing importance of trade fairs
and exhibitions for business promotion and development bringing to light the
case of some Albanian manufacturing companies in Shkodra region.
Domestic and foreign fairs and exhibitions have become an important meeting
place for companies including manufacturing ones who aim to have long-term
benefits for business/customer relationship and competition.

For this paper was formed the following research hypothesis: Manufacturing
companies mostly participate as visitors in fairs and exhibitions rather than
exhibitors

A survey with semi-structured questionnaire was applied for this research.
The survey was addressed to targeted manufacturing companies. The
respondents were owners, administrators or managers of companies.
Descriptive and comparative methods were used.

From findings resulted that the interest of manufacturing companies to
participate in fairs and exhibitions has grown powerfully since visas
liberalization in Albania. Manufacturing companies participate in such events
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in their home country and abroad. Most of them visit events individually or in
groups. Only a few of them choose to exhibit.

As results showed, trade fairs and exhibitions help companies to promote
brands, cultivate image, examine a huge market for products at one go, at all
corners of the world.

Except for benefits, it was identified that time and budgetary constraints
impacted companies to participate more frequently to events.

Upon results, this study made some contributions to: the understanding of the
importance of fairs and exhibitions for business marketing issues and
recommendations to increase business participation in such events.

Keywords:fairs, exhbitions, products, marketing, development.
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Abstract

Customer service is an important business aspect for companies. Services and
customer service requirements vary not only between industries and
enterprises, but also between segments of the market which can be served by a
company. The recognition of the complexity of providing customer service is
an essential feature, needed to properly accomplish such requirements. In fact,
knowing the importance of customer services comes from several factors
ranging from increased competition to increasing customer expectations for
base or similar products offered. One way to consider the customer service is
to distinguish between base product and service elements related to the
product. Different elements and customer service quality, relevance and their
relative importance will vary according to the product and the market
organization which it relates to.

Quality of service is a measure that should be extended to the magnitude of
which the customer is experiencing the level of service that he or she is
expecting to attain. In this regard, the main purpose of this study is to analyze
the relationship between service quality and service satisfaction. The main
objective of this research has to do with appreciation of the importance of
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service quality in achieving customer satisfaction and creating loyal
customers. The fulfillment of this research is based on obtaining data through
questionnaires and the use of quantitative analysis. The sample is 250
customers. Among the main findings is that higher quality will affect the
purchase quantity by continuously converting loyal customers. This result was
acquired when customers were purchasing from the same company for over
10 years, in the extent of 60%.

Keywords:service, quality, loyal customer, customer satisfaction
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Abstract

Although in this three decades public marketing, or as it is also called the
marketing of the public goods has been promoted to be widely used, and in
some cases and countries it really is, it still remains a very discussed subject.
Many authors lay the debates about big disagreements that has to do specially
with the role of the marketing function and the sale of public organization. In
this context there are many pros and dons arguments. So the aim of this paper is
to list and analyze this arguments. In this study we will present how public
administration performance and the performance of public goods and services
are influenced by how marketing is managed in public entities. Public
administration and public services play a crucial role in the development of a
country and in the democratic stability of a developing society. To realize this
important mission public services should be leaded from the principles of

Oi si
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effectively and efficiency to fulfill the condition of general interest as promoted
from EU. In the same time democracy orients us toward a system leaded form
the principles of competitiveness, political issues etc. At this point marketing
can play a crucial role. The goals of the paper will be realized between
theoretical synthesis of the literature, legislation and reports.

Keywords: public marketing, public administration, public goodsrveees,
performance.



@ Department of Marketing 0 Faculty of Business, UAMD, Durrés, Albania
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Abstract

Hospitality is one of the factors that has been crucial in tourism of any time,
of any country. Nowadays tourism areas has taken great importance to the
further economic development of Albania. It is seen as one of the key factors
of economic growth. This study deals with hospitality exactly ideal as
Albanians, appeared in relationships with tourists from every corner of the
world. Value that has impressed them and returned to the land of eagles. The
methodology used is the combination of primary data with secondary ones.
The study is taking a long time since 2014-2016, and three locations of the
many inns along for spoken Tour 'The Peaks of the Balkans ". Secondary data
served to get familiar with the tourist feedback regarding the hospitality of
Albanians. In these hostels and evaluation, so the first part of the study and
the second part of the survey conducted in Tirana with some of the leading
tour operators who serve as liaisons between tourists and guesthouses or
hotels in Albania

S i
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Does it matter the hospitality in tourism ?

The conclusions of this study are very interesting. Albanian hostels have no
proper marketing strategy to maintain and satisfy their customers, but the
hospitality is what has turned again to follow the same tour, to visit again the
same family with friends and acquaintances.

Keywords:Social Media, Online Reviews, Hospitality and Tourism, Services,
Buzz marketing
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Abstrakt

Ky punim shpjegon réndésiné e Marketingut publik dhe Marredhenieve me
Publikun ne permbushjen e Misionit te administrates tatimore me kosto sa me
te uleta dhe ne rritjen e cilesise se sherbimeve te perfituara nga individet dhe
tatimpaguesit, duke marre ne konsiderate variablat shpjegues té marketingut
publik. Duke shpjeguar variablat gé ndikojné né kété ndérveprim, paraqitet
efekti i marketingut publik dhe marredhenieve me publikun ne rritjen e
permbushjes vullnetare te detyrimeve tatimore dhe rritjen e te ardhurave
tatimore. Pér realizimin e kétij punimi, éshté pérdorur literatura me e fundit
per marketingun publik, publikime te IOTA-s, té dhénat dytésore te marra nga
Drejtoria e pergjitheshme e tatimeve dhe é&shté marré njé rast studimi ne
Administraten tatimore shgiptare nepermjet pyetesoreve drejtuar individeve
dhe tatimpaguesve ne lidhje me perceptimin e tyre per thjeshtesine apo
problemet e deklarimit dhe pageses se detyrimeve tatimore sipas menyres ge
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ofrohet ne web-in e Drejtorise se Pergjitheshme te Tatimeve dhe pyetesorit ne
l idhje me perceptimin e tyre per
Call Center per asistence dhe informim per ceshtje tatimore. Pérfundimet e
kétij kérkimi sugjerojné se Marketingu publik dhe Marredheniet me publikun
kané shumé réndési pér te transformuar vizionin e Administrates Tatimore
nga Administrate e orientuar drejt tatimpaguesit apo individit, ne administrate
proaktive ose me qasje ndaj tatimpaguesit dhe individeve, per te rritur
kenagesine e tyre duke sjelle me pas vetedeklarim dhe vetepermbushje te
detyrimeve tatimore.

Fjalét kyce:Marketingu publik, marredheniet me publikudnanistrate
tatimore, tatimpagues, proactive.
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Abstrakt

Ky punim merr shkas nga diskuti met
minimale apo jo pér vitin 2017 né Shqipéri. Q&llimi i kétij punimi éshté
trajtimi i efekteve , si pozitive ashtu edhe negative gé mund té gjenerohen

nga kjo rritje . Paga minimale né Shqipéri pérgjaté 10 viteve té fundit ka patur

njé rritje té vazhdueshme. Nga 14000 leké né vitin 2007 né 22000 leké , rritja

e fundit e cila ka gqéné né korrik té vitit 2013 .

Rritja e pagés minimale béhet pér té rritur nivelin e jetesés . Kjo sjell rritje té

té ardhurave té disponueshme té konsumatorit gé e cila ka impakt pozitiv né
kérkesén agregate pasi rriten shpenzimet pér konsum. Ajo ndikon né uljen e

nivelit té varferisé sé popullatés. Por rritja e pagés minimale gjeneron edhe

efekte negative , pamvarésisht masés sé tyre. Ajo mund té shkaktojé rritje té
inflacionit pasi kostot e kompani
nxisé ata né rritjen e cmimeve. Kjo gjithashtu mund t 0 i shtyj+ ko
reduktojné numrin e fuqisé punétore duke sjellé rritje té papunésisé. Sic dimé

rritja e papunésisé mund té ndodhé kur ka mé pak kérkesé pér puné ose mé
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shumé oferté pér puné. Rritja e minimumit shogérohet me rritjen e barrés
tatimore pasi detyrimet fiskale do té jené mé té larta. Ndikim ajo do té keté
gjithashtu né investimet e huaja té cilat deri mé sot jané térhequr pér té
investuar né véndin toné pikérisht pér shkak té kostos sé ulét té fuqisé
punétore.

Fjalé kyce: paga minimag, inflacion, varféri, investime, kérkesé agregate,
papunési etj
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Abstrakt

Rritja tepér e shpejté e pérdorimit té Internetit nga ana e individéve né
Shqipéri ka ndikuar, pérvec té tjerave, edhe né sjelljen blerése té konsumatorit
shqiptar. Lehtésité gé ofron blerja online kané béré gé konsumatorét gjithnjé e
mé tepér ta konsiderojné até si njé alternativé joshése pér plotésimin e
nevojave té tyre pér blerje té produkteve té ndryshém, si dhe pér té gené té
informuar me zhvillimet mé té fundit modes apo teknologjisé.

Njé aspekt tepér i réndésishém i shérbimeve gé marrin individét kur blejné
népérmjet Internetit &shté dhe cilésia e kétyre shérbimeve elektronike. Né kété
studim vlerésohet cilésia e shérbimeve elektronike duke kombinuar dy
modelet SERVQUAL (SERVice QUALity) dhe TAM (Technology
Acceptance Model), si dhe hetohet ndikimi i késaj cilésie mbi kénagésiné e
konsumatorit online.

Pér realizimin e kétij studimi u intervistuan 207 individé té cilét ishin blerés té
rregullt té produkteve népérmjet fageve té Internetit té shitésve té ndryshém
me pakicé. Mbledhja e té dhénave u krye né periudhén Shtator 1 Tetor 2016,
duke u pérgendruar né qytetet kryesore té Shqipérisé. Pér analizimin e té
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dhénave u zbatua teknika e Modelimit té€ Ekuacioneve Strukturore, pasi u krye
paraprakisht vleftésimi té variablave népérmjet Analizés Konfirmuese
Faktoriale.

Analiza e té dhénave konkludoi né njé ményré té integruar pér matjen e
cilésisé sé shérbimeve online pér shitésit me pakicé, si dhe konfirmoi
hipotezén e ndikimit pozitiv gé cilésia e shérbimeve online ka mbi kénagésiné
e konsumatorit. Né kushtet kur kompani té ndryshme shqiptare po zgjerojné
ményrat e ofrimit té produkteve té tyre duke pérfshiré edhe ofrimin népérmjet
Internetit, Ky studim u mundéson atyre gé té kené njé njohje mé té miré té asaj
se ¢faré kérkon konsumatori kur lundron apo blen nga faget e tyre. Gjithashtu
ky studim kontribuon né nxitjen e kérkimeve té métejshme mbi aspekte té
ndryshme té shérbimeve online.

Fjalét kyce Cilésia e Shérbimeve online, Kénagésia e konsumatorit, Shitje me
pakicé.
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Abstrakt

Ky hulumtim ka pér géllim té paragesé njé pasqyré té evoluimit t& medias
tradicionale, si dhe asaj online né Shqipéri gjaté viteve té fundit, dhe ndikimin
qé ka pasur teknologjia né zhvillimin e medias.

Gjithashtu té evidentojé edhe sfidat e vetérregullimit (etika né media) qé dalin
pérballé mediave né kété kohé té zhvillimit té shpejté teknologjik. Vémendje e
vecanté do t'i kushtohet mediave té reja, si forma té reja té komunikimit dhe
dilemave etike me té cilat pérballet media né epokén dixhitale

Disa nga pyetjet gé do té marrin pérgjigje gjaté kétij punimi jané:

Cilat jané trendet né zhvillimin dhe menaxhimin e medias né Shqipéri gjaté
tranzicionit?

Cilat jané sfidat me té cila pérballet procesi i vetérregullimit né median
tradicionale dhe mediat online, proces ky i shogéruar me mungesén e
institucioneve vetérregulluese gé duhet té menaxhojné dhe monitorojné
vetérregullimin, sidomos pas ndikimit gé ka patur Teknologjia e Informacionit
dhe Komunikimit?

Cili éshté roli dhe ndikimi i mediave té reja né hapésirén publike?
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Cfaré éshté konstatuar si trend pozitiv né media gjaté evoluimit té formave té
reja t€ komunikimit, duke pérfshiré mediat sociale, forumet online, mediat
online, etj?

Ndérkohé media né Shqipéri gjaté tranzionit té gjaté éshté pérballur me disa
sfida gé i pérkasin menaxhimit dhe vetérregullimit, statusit té gazetarit,
rregullimit ligjor, etj. Por pérve¢ sfidave té vjetrave, medias, si asaj
tradicionale, por edhe asaj online i shtohen edhe sfidat e reja, me zhvillimin e
shpejté teknologjik. Hulumtimi do té bazohet né vézhgimin vetkaj dhe
studimet rreth etikés dhe transformimit té medias né Shqipéri, si dhe botimeve
bashkékohore né kété fushé.

Fjalét kyce: Vetérregullim, etika né media, mediat e epokés dixhitale,
Teknobgjia e Informacionit dhe Komunikimit, media online, menaxhim.
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Abstract

Some of the main issues the Municipalities of urban cities face are the
infrastructure, the street signage and managing the chaos caused by traffic
and parking, which have a considerable influence in the budget of these
municipalities and that of the citizens who live in these cities.

As a solution to these problems, TISPARK, one of the newest companies in
Vlora, in collaboration with the Municipality introduces the best experience
and the latest technology in managing the paid parking system applied in
Europe, Asia and USA.

TISPARK comes with the most innovative system ever in managing the paid
parking in the main streets. It offers the drivers not only the alternative to pay
for as long as they stay parked, but it has also a range of different ways from
which they can choose to pay for the parking fee.

TISPARK system users can quickly and easily pay by using one of these four
following methods.

1. By using the Parkingmeter Device

2. By downloading the TISPARK Application on their smartphone
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3. By Scratch Card

4. By SMS

This piece of writing aims to advertise the TISPARK brand, its electronic
system, the innovation and facilities it brings in Albania, particularly in the

city of Vlora.

Keywords:TISPARK brand, electronic sgsh, most innovative system
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Abstrakt

Marka (brand) ka njé réndési shumé té madhe pér té gjitha kompanité,
ndoshta kurré ndonjéheré si né ditét e sotme.Konsumatori kérkon markén dhe
vlerat e saj né té gjitha format dhe kontekstet e mundshme.

Konsumatorét kerkojné té krijojné marrédhénie emocionale dhe eksperienca
gé i kalojné kufijté e funksionalitetit té produktit, duke e béré késhtu markén
njé ndérmjetés social. Né shumé sektoré té tregut éshté véné re gé nuk éshté
kaq e thjeshté té dallosh ofertén e njé prodhuesi nga ajo e njé konkuruesi
késhtu gé jané elementét e paprekshém ato qé krijojné preferencén dhe
besimin e konsumatorit.
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Sot né shumé tregje pérfagéson kapitalin e vérteté né té cilin mbéshteten
marrédhéniet e besimit me konsumatorin dhe njé burim mé pak i kopjueshém

nga konkurruesit.

Pér té kuptuar réndésiné e markés éshté mé e udhés dhe mé e dobishme ta
mendojmé markén si njé sintezé dhe rezultat i politikave dhe pérpjekjeve té
marketingut gé kompania zbaton né kohé.

Miratimi 1 njé politike t& markés nénkupton njé transformim rrénjésor té
marrédhénies kompani-blerés. Falé markés, kompania éshté né gjendje té
komuni koj £ nx njzx nivel Sshumz t+ th
atij shumé informacion, jo vetém pér produktin, por - vecanérisht né business

to business - mbi prodhuesin e saj, mbi personalitetin e saj dhe aftésiné e saj

ptr t+ dialoguar me Kkonsumatorin dI
mjedisin e tanishém ekonomik marka njihet si njé nga burimet jo fizik mé té
réndésishém dhe mé delikate pér té menaxhuar brenda njé ndérmarrje.

Konkluzionet e punimit theksojné faktin se burimet dhe aftésité, bazuar né
konceptin e markés i sigurojné kompanisé njé avantazh konkurrues té véshtiré

ptr toOou i mituar, ntse menaxhohet mi
pér kércénimet konkurruese dhe rrjedhimisht té béjé mé shumé fitim.
Miratimi i njé politike efikase témarkés éshté i njé réndésie themelore, si pér
blerésit dhe pér kompanité pasi marka kryen mjaft detyra si pér njérén palé

ashtu edhe pér tjetrén.

Fjalét kyce:Marketing, Marka (Brand), Politika e Markes.
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Abstrakt

Réndésia e turizmit si motorr i zhvillimit ekonomik éshté i dukshém dhe éshté
konfirmuar nga eksperienca. Nése né periudhén e paré pas luftés sé dyté
botérore turizmi konsiderohej thjeshté si njé nén-kategori e zhvillimit
ekonomik, né dhjetévjecarét e fundit réndésia e tij ka marré pérmasa mé té
médha pér efektet e médha zinxhir qé krijon sektori i turizmit né ekonominé e
njé destinacioni. Ky &shté edhe géllimi i kétij artikulli, pra réndésia e
zhvillimit té turizmit kulturor né njé rajon specifik T né rastin toné né qytetin e

Durrésit 7 dhe zinxhiri ekonomik gé prodhon turizmi kulturor dhe gé e
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administruar né ményrén e duhur do t¢ mund té kontribuojné si njé zé i
réndésishém né fitimet e pérgjithshme té kétij sektori tepér té réndésishém. Do
té pasqyrohen disa raste konkrete qé shérbejné si pikénisje pér argumentin né
fjalé dhe do té jepen disa té dhena specifike gé sipas mendimit toné shérbejné
si element pér tu konsideruar dhe pér té ri-vlerésuar impaktin e kétij sektori i

cili nuk meriton akoma réndésiné e duhur né véndin toné.

Terma kyg:turizmi kulturor, impakti ekonomik, zhvillimi
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Abstract

During these years the electronic commerce and similar ways of transaction
regarding different kind of goods and services has grown up substantially.
These transactions aim to facilitate the cross border commerce considering the
globalised environment. It is obvious that e-commerce and distance commerce
plays an i mportant role in increasi
the world and their profits also. On the opposite side, the consumers find it
very attractive as it allows saving time in transactions and they also have a
wider choice in products. These transactions increase competitiveness leading
to a better tradeoff between price and quality. Nevertheless, it is important to
monitor and rule these new created markets, considering the weak position of
the consumer and the lack of information which could rise in these distance
transactions. At this purpose, the European Union has modified the old
discipline regarding the consumer protection. It has released the new
directive UE n. 83/2011. The new directive has modified substantially the

annulment rights, the information rights and the restitution rights for the
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consumer. Also, the Albanian discipline for the consumer protection (n.9902)
was issued during 2008. This discipline was not modified during these years,
so the consumer protection still remains weak regarding the previous rights to
be assured. Thus, an accurate analysis has to be effectuated to evidence the
comparison of the disciplines and the weak points to be improved in the

Albanian case.

Keywords consumer protection-eommerce, distance commerce, EU

discipline, Albanian discipline.
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Abstract

There has been few research and empirical studies on market orientation in
Albanian companies, and almost none studying the relationship of market
orientation and company performance. Market orientation is considered an
important source of innovation, knowledge and thereby company
performance. In this approach market orientation is measured by three
constructs comprising: intelligence generation, intelligence dissemination and
responsiveness as described at (Kohli et al. 1993).

The aim of this paper is to assess the overall market orientation of the sample
by breaking down the factor analysis, analyse intensity and how each
component is valued, and lastly analyse the relationship between market
orientation and company performance. The study use a sample of 99 Albanian
companies, which are equally distributed by size and market sector (small/big
and production/services). Market orientation factors are analysed through
their simple mean and standard deviation to create a context about companies,
and the relationship with company performance is tested through a regression
analysis. Almost 80% of the companies in the sample scored more than halve
of the total points of the MARKOR scale, hence companies value market
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orientation and are market oriented. The analysis also shows a significant
positive correlation of MARKOR score and company performance.
Nonetheless, there is a need for a wider research with larger heterogenic
samples and also industry specific.

Keywords: market orientation, intelligence generation, intelligence
dissemination, performance

JEL classification: O310



119 Department of Marketing 0 Faculty of Business, UAMD, Durrés, Albania

Marketing mix strategies on Local levels

MSc. Gazmir Mani

Department of Marketing
Faculty of Business

University AAl eksandzr Moi

manigazmir@gmail.com

PhD Candidate. Arbér Hasanaj

Financial Management Unit
National Fund Department
Ministry of Finance, Tirana

Abstract

During the end of the twentieth century and mostly in present years
technological improvements, economic and social developments have brought
significant changes in o ur l i f ebds, al so maki
countries to trade their products locally and globally. As an important part of
these developments, marketing has changed in a very rapid way, marketing
nowadays is the key for companies, countries and individuals to success.

Companies and countries have to compete to gain the maximum of what
marketing can offer, so it is very important for them to build the proper
strategies to promote products and attract consumers to buy or use their
products. Inthis paper weol | focus on th
Local Government Units (LGU) are building their marketing strategies to
compete with each other and other countries on tourism attractions. Albania is
a small country the geographical position, rich biodiversity and young and
educated population are some of the key factors for creating sustainable
development strategies. In 2015, the Government of Albania approved the
Territorial and Administrative Reform where the number of LGU decreased
from 373 to 61, following this re-configuration the new created entities have

ng


mailto:manigazmir@gmail.com

International Scientific Conference On Innovative Marketing 4 ISCOIM 2017

to rebuild their development strategies to support sustainable and inclusive
local growth. Based on marketing literature and other similar cases on how
different regions have built their local marketing strategies we will try to point
out some indicators for the new Local Government Entities on how to
promote their resources in order to increase competitiveness and attract
possible consumers to come to their cities/districts. Since the internet is one of
the crucial factors which has changed the "rules” on how to properly market
products and pl aces, now the Af
newspapers and televisions publicity to online marketing, so internet
possibilities will be treated through this paper.

i gh

Keywords Marketing, Local Government Units, Promotion, Competition,

Online marketing
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Determinants of SMEs internationalization:
The case of Albania
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Abstract

Small and Medium-sized enterprises (SME) have widely been regarded as
core contributors to national economic development and growth. Small and
medium sized firms represent the majority of enterprises in Albania. SMEs
are significantly involved in creating wealth and employment, as well as being
the driving force behind a large number of innovations and contributions to
the growth of the national economy through investments and exports.
International markets present a wide range of opportunities for SMEs, from
market expansion to diversification and cost reductions.

The purpose of this paper is to understand the facilitating factors and barriers
faced by Albanian small and medium-sized enterprises in their path to
internationalization. Using firm-level data from BEEPS 2013, the paper
conclude that the determinants of the export behavior of small and medium-
sized enterprises are internal and external. The empirical results show that a
wide range of external and internal factors include; firms size, export
experience, educated workforce, availability of external finance, low tax rates
and market share.

The firm-level evidence on export performance from Albanian small and
medium-sized enterprises is still rather scarce; this paper tries to fill the gap
on theoretical and empirical evidences regarding internationalization of
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Albanian firms. Paper findings may be important for SME managers and
policy makers, in order to create strategies for enhancing the competitiveness
of Albanian SMEs and strengthen this important sector.

Keywords:small and mediursized enterprise, internationalization, barriers,
facilitating factors
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Abstract

Tourism is considered an exponentially growing industry! Digitalization of
tourism trends in recent years, considered very high, as much as we thought
specific tourism destinations will invest more in formation digital future in
two years.

Gamification as a trend can be applied to influence the motivation and
changing consumer behavior in tourism.

This paper is a presentation of the concept of gamification and how its
elements can be used in the touristic context. Based on the interaction and

impact that provides gamification constancy in tourism, practical cases were
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brought in the use of this innovative concept in the world in territorial
marketing.
The paper gives suggestions on the use of the concept in the Albanian reality

in the future.

Keyword: Tourism, digitalism, digital training, gamification, an innovative

concept, consumer behavior
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Si tx hyj nt tregun e fAfshehur
kérkimin e njé vendi puné?

Dr. Artur Hadroj
Lektor, Uni veristeti AnAl eksan
artur.hadroj@yahoo.com

Abstrakt

Gjetja e njé vendi pune né ditét e sotme pér shumicén e punékérkuesve éshté
shéndérruar né njé sfidé shumé komplekse, pasi tregu i punés né Shqipéri
paraget shumé probleme né té dyja anét e saj, si né anén e ofertés pér puné, po
ashtu edhe né anén e kérkesés pér puné. Né anén e ofertés pér puné, problem i
madh éshté mungesa e kualifikimit té duhur dhe mungesa e informacionit pér
vendet e lira té punés, ndérsa né anén e kérkesés pér puné paragitet si
problem, mungesa e kapaciteteve pér té hapur vende té reja té punés, si dhe
njé strukturé tregu gé bazohet kryesisht né puné té nénpaguara.

Qéllimi i Kkétij studimi éshté té vlerésohen ményrat mé té efektshme pér té
gjetur njé vend pune si dhe vlerésimi i rrugéve e mekanizmave Qé
pérshpejtojné procgesin e kérkimit té njé vendi pune.

Objektivi kryesor i kétij kérkimi éshté té studiohen ményrat kryesore té
kérkimit té njé vendi pune dhe té shtjellohen rruget e hyrjes né tregun e
ashtuquajtur t+ Afsheht+x0 t+ punzts.
Arritja e gellimit dhe objektivit kryesor té kétij studimi do té bazohet né té
dhénat e mbledhura né njé pyetsor té realizuar nga autori né rajonin e Durrésit
pér t€ matur pérceptimet e punékérkuesve dhe punémarrésve pérsa i pérket
problematikave té tregut lokal té punés.


mailto:artur.hadroj@yahoo.com

International Scientific Conference On Innovative Marketing 4 ISCOIM 2017

Rezultatet e siguruara nga ky studim pér rajonin e Durrésit, mund té shérbejné
pér analiza mé té avancuara ndaj sfidave té tregut lokal té punés dhe té
modeleve bashkékohore té kérkimit né tregun e punés.

Pér gellime té nxjerrjes sé konkluzioneve, té dhénat jané pérpunuar népérmjet
programit statistikor SPSS 20, pér té gjetur lidhjen gé ekziston midis
variablave, konkretisht pér té shpjeguar pérceptimin e punékérkuesve dhe
punémarrésve ndaj véshtirésive té gjetjes sé njé vendi pune.

Fjalét kyce: Vend pune Modele kérkimi, Tregu i fshehté i punés, Rirjeti,
Ményra kreative.
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Abstract

This paper focuses on brand and brand equity inside banking sector in
Albania. Brand is an important business aspect for companies. Brand and
brand equity vary not only between industries and enterprises, but also
between segments of the market where a company operates.

Brand seen as e name, term, sign, symbol, design or a combination of them
intends to identify the business, and the bank itself, its products or services
and to differentiate them from those of competitors.

The main purpose of the study is to make a comparison through banking
sector in Albania and giving a clear conclusion if second level banks, focusing
on Banka Kombetare Tregtare (BKT), are becoming a brand in Albanian

market.

uo,

uo,
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The fulfilment of this research is based on obtaining data through

questionnaires and the use of quantitative analysis. The sample is 500

questioners. Among the main findings is that being a branded business rises

the | evel of acceptance for new
simpler to accept products from a company which they know by experience or

recommendations.

Conclusions outline the output of this study, Banka Kombetare Tregtare

represents a brand in Albanian banking market, identified by its logo, name

and history, it represents a trusted bank institution.

Keywords: brand, biand equity, second level banks.
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Abstrakt

Né njé boté t& komunikimit dixhital, né té cilén koha dhe largésia fizike nuk
kane réndési, krijimi i njé tregu té vetém dixhital éshté i pashmangshém.
Sigurisht gqé ky treg nuk do té mund té ishte i ploté, funksional dhe né
potencialin e tij té vértet, nése marrédhéniet e lindura midis paléve nuk do té

rregull oheshin nga nj + 1 o] [

vV e -

el ektroni keo. kip videorkanferentave, p-mailibrdbeswvebe h a t

it jané tashmé njé realitet i prekshém nga kushdo i cili kérkon té krijoj,
ndryshoj ose pérfundojé njé marrédhénie kontraktore -elektronike. Kjo
marrédhénie e re, kaq shpejt dhe ag shumé e pérhapur, pér disa e
domosdoshme dhe e pashmangshme, dhe pér shumé té tjeré e panjohur dhe e
frikshme, pérbén edhe géllimin e kétij punimi, i cili synon té sjell njé
informacion té pérgjithshém mbi njé prej ¢éshtjeve mé shumé té debatuara

dhe té diskutuara kohét e fundit, e cili ka té& b& me tregtiné elektronike né
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pérgjithési dhe kontratat elektronike né vecanti. Punimi shqyrton dhe siguron
njé analizé mbi céshtje té tilla si: pérkufizimin, elementet kryesore dhe

kuadrin rregullator ligjor europian dhe shqiptar gé rregullojné kontratat
elektronike.

Fjalét kyce:kontratat elektronike, web kontratat, ¢fiea elektronike.



13( Department of Marketing 0 Faculty of Business, UAMD, Durrés, Albania
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Abstrakt

Ky punim synon té tregojé réndésine thelbésore gé ka marketingu né ofrimin e
shérbimeve dhe produkteve pér konsumatorét. Me ané té rasteve dhe
shembujve konkreté té trajtuara né kété punim béhet mé evidente réndésia e
marketingut né maksimizimin e vlerés sé produktit ose shérbimit té ofruar.
Duke u nisur nga realiteti i biznesit né vendin toné vihet re shumé garté se né
sektorét ku marketingu éshté i pazhvilluar ose éshté né hapat e para té
implementimit, shérbimi éshté pothuajse zero, nuk ekziston. Kapital i
investuar, energji té harxhuara dhe asnjé e miré e cuar te konsumatori, gé do
té pérkthehej né fitime pér kéto kapitale té investuara, vetém pér mungesén e
marketingut pér té béré lidhjen e produktit me konsumatorin.

Né Kkété punim, jemi munduar té japim disa nga arsyet se pérse
mungesa e marketingut ndikon né ofrimin e shérbimeve, duke u bazuar né
argumenta teoriké nga studime té ndryshme dhe argumenta praktiké duke béré
krahasimin e bizneseve gé kané nje departament marketingu dhe atyre qé nuk
e kané.

Mo i

Mo i
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Konceptet mbi té cilat do té bazohet ky punim jané:
o Definimi dhe analiza e marketingut té shérbimeve.
o Vlerésimi i marketingut si njé vleré e shtuar pér produktin.
o Evidentimi i vlerave pozitive té marketingut né biznes.

Pér té shpjeguar nga ana praktike avantazhet e aplikimit té marketingut né
ofrimin e shérbimeve, jané marré shembuj konkreté gé me ané té pyetésoréve
éshté véné né dukje:
0 Pérse mungon marketingu né pjesén mé té madhe té bizneseve né
vendin toné?
0 A e kuptojné réndésiné e marketingut bizneset, a éshté njé e miré e
domosdoshme apo njé kosto e shtuar e panevojshme?

0 Si mund té pérmirésohet dhe té jeté mé produktiv marketingu né biznesin
toné?

Duke trajtuar rastet konkrete té bizneseve dhe duke i dhéné zgjidhje teorike
sipas praktikave té njohura té marketingut té zhvilluara né biznese té huaja té
suksesshme ky punim arrin né disa konkluzione pér:
- Sektorét e biznesit né vendin toné gé kané nevoja urgjente pér
zhvillimin e marketingut.
- Politikat e adaptimit t¢ formave té sukseshme té marketingut té
pérdoruara nga kompani té huaja té sé njéjtés fushé.
- Vlera gé i shtohet bizneseve né momentin e aplikimit me sukses té
marketingut.

Dhe ideja joné konkrete, e argumentuar nga pérfundimet e punimit, pér té
finalizuar kérkimin toné rreth késaj teme éshté krijimi i njé agjensie qé
punéson agjenté marketingu. Agjensi tek e cila cdo biznes mund té shkojé dhe
té konsultohet pér té gjetur menaxherin e marketingut gé i nevojitet, sipas
fushave pérkatése.

Fjalét kyce:Marketingu, shérbimet e ofruara, maksimizimi i vleres,
produktiviteti
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Abstract

Il n Al bania the accounting profes
of the most important earliest steps in the accounting reform was the Law no.
7661 dated 19.01.1993 "On Accounting”, which defined the general
obligations, the principles and rules for accounting, preparation and
presentation of financial statements. Nowadays businesses need to address to
an accounting office or audit expert (as required) for the preparation,
presentation or control of financial statements. Professionals in Albania have
to choose between being licensed as auditors or as accountants. There are
many accountants, expert auditors and audit companies that operate with
thousand hundred businesses. The marketing of this specific service trade is
difficult to understand and also to be applied. The aim of this paper is to find

the reasons that effect businesses to select an accounting office for their
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services. We have studied the issues that businesses want to be solved by
accountants and their most important criteria to select an accounting office. It
is realized a questionnaire with businesses in the city of Durres. In the
conclusions will appear some of marketing techniques to better offer

accounting services.

Keywords: accounting services, marketing services, businesses.
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Abstrakt

Kompanité e supermarketeve qé operojné né Shqipéri jané kompani vendase
dhe té huaja. Dukshém numri i rrjeteve té supermarketeve vendase éshté meé i
madh, té cilat kryesisht jané Big Market, Eco Market, Ne pér Ju, Ehw, Kmy,
Xhangolli, One Stop, Alb Market, Coop gjithashtu operojné edhe rrjete
supermarketesh té huaja si InterSpar dhe Conad. Ky studim ka si géllim qé
népérmjet teknikés sé observimit té sjellé informacion pér prezencén né rafte
té markave té prodhuesve dhe markave té shitésve me pakicé né ofrimit té
produkteve ushgimore té supermarketeve né rrethin e Tiranés. Sipas Kotler
dhe Keller (2012) marka private né etiketé (marka e rishitésit ose e
shpérndarésit) éshté njé marké, qé e zhvillojné shitésit me pakicé dhe
tregtarét. Né dyganet ushgimore né Evropé dhe Kanada, markat e
personalizuara llogariten mé shumé se 40 pér qgind e artikujve té shitur. Né
Britani, rrjetet e supermarketeve Sainsburydhe Tescoaférsisht gjysmén e
shitjeve té produkteve i kané me markat e personalizuara. Né Shtetet e
Bashkuara, njé né katér produkte, éshté marké private. Pér shumé prodhues,
shitésit jané edhe bashképunétoré dhe konkurrenté. Si¢ theksohet mé sipér
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markat private tashmé zéné njé pjesé té miré né raftet e supermaketeve.
Studimi do fokusohet né gjendjen aktuale té supermaketeve dhe do té ofrojé
rekomandime bazuar né teorité e marketingut né lidhje me avantazhet qé kané
supermarketet té cilat pérdorin si strategji ofrimin produkteve té markuara nén
emrin e tyre.

Fjalé kyce: marka e prodhuesit, marka e shitésit, marka e shpérndarésit,
supermarkete.
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Abstract

The intention of this study is to show how the Internet and Information
Technology has influenced on marketing, developing a completely new path,
very different from the traditional one.

Information Technology has an impact on the structure and company
organisation, on different softwares and hardwares they choose to implement.
A special department named IT, influences with its mechanism such as
Marketing System Information and Web Marketing.

System Information have improved management, have had an impact on jobs
automation, on real time collecting, analysing data and problem solving.
Internet Marketing has brought a new marketing model throughout a medium,
and a new form, thus influencing the strategy, the segmented target groups
and all other elements.

The main forms of Web Marketing are among email marketing, web pages

between companies and different social networks. The methodology used is

S i

u
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the comparison of results between traditional marketing campaigns, with web
marketing. Results are obtained between previous research and surveys.
Results of this study, show the positive impact of the Internet and information
technology facilities and innovations that they bring in marketing.

Keywords:Technology Informabn, Information systems, InternBtarketing.
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Abstract

I found the inspiration for the treatment of this topic from being a consumer.
We as consumers seek to fulfill our needs and therefore chose the appropriate
products to achieve the maximization of utility. Companies know this and use
the resources available for creating products that would help foster and
expand their clientele as a result of a qualitative product, service and good
image. The marketing concept means meeting the needs of target consumer
markets more effectively than competitors; however, this is sometimes
incongruent with the welfare and best interests of society. Since all
organizations thrive when society as a whole thrives, companies must make
social responsibility a fundamental component in all of their marketing
decisions. A more adequate conceptualization of the concept of traditional
marketing - where the needs of society are balanced with the individual needs
of marketing organizations - is the concept of social marketing. The concept
of social marketing requires that all marketers take into account the principles
of social responsibility in the marketing of their goods and services; That is,

they should strive to meet the needs and desires of their target markets in a
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way that fosters the well-being of all consumers in society while continuing to
meet the organization's objectives. What was aimed in this work is to study
the case of businesses in Albania in regards to social responsibility, learning
which businesses have taken serious initiatives in this area and which are the

results this commitment brings in the opinion customers have about these
businesses.

Kewwords: Consumer Behavior, Social Marketing, Marketing Strategy
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Abstrakt

Ky studim ka si synim té pérshkruajé tiparet kryesore té organizatés, ményrén
e funksionimit té strukturés organizative si dhe ndikimin e saj né kénagésiné
né puné. Studiues té ndryshém kané theksuar se ekziston njé lidhje ndérmjet
stukturés organizative dhe nivelit té kénagésisé né ambjentin e punés. Nénté
elementé kryesoré gé konsiderohet té kené lidhje té réndésishme me
kénagésiné né puné jané: paga, mundésia pér ngritje né detyré, marrédhénia
me eprorin, pérfitmet shtesé, shpérblimet, kushtet e punés, marrdhénia me
kolegét, lloji i detyrés dhe pérkushtimi.

Qéllimi i kétij studimi éshté té nxjerr né pah lidhjen gé ekziston ndérmjet
strukturés organizative dhe kénagésisé qé merr punonjési nga puna gé kryen si
dhe té identifkojé natyrén e lidhjes qé ka secila stukturé (vertikale/horizontale)
me kénagésiné né puné.

Mo i
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Hi poteza e kzxti ] studi mi tsht +:
nivel kénagésie mé té ulét né puné, ndérsa stuktura organizative horizontale
|l idhet me ni vel k+tnagxtsi e mzz t =%

Instrumenti 1 pérdorur u adminstrua né dy grupe pjesémarrésish, njéri grup
ishin punonjés né njé organizaté me strukturé vertikale (ABCOM) dhe grupi
tjetér punonjés té njé organizate me strukturé horizontale (PNUD).

Nga rezultatet u arrit né pérfundimin se ekziston njé lidhje ndérmjet strukturés
organizative dhe kénagésisé né puné, niveli i kénagésisé éshté me i larté né
stukturén horizontale edhe pse diferenca ndérmjet strukturave me réndési
statistikore u shfagén vetém né dy elementé: lloji i detyrés dhe pérkushtimi
ndaj organizatés.

Fjalét kyc: organizaté, stukturé organizative, kénagésia né puné
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Abstract

It is generally accepted that the marketing strategy of cultural heritage should
reflect its objectives, its vision, mission and values. Heritage tourism in
Albania has grown slowly after the fall of communism. Nowadays Albania
has the smallest European tourism market of the region. What Albania has to
offer in matter of heritage tourism is in substance not different from other
neighboring countries such as Italy, Greece, Croatia or Turkey. The main idea
of the article is that Albania can attract more tourists and visitors by using a
sustainable marketing strategy regarding its cultural heritage sites. The study
is based on the three different models of cultural heritage sites, products
represented by the ancient city of Butrint, the folkloric festival in Gjirokaster
and the products of traditional clothes as products that can be sold in the local
traditional market.

The article mentions the fact that the marketing of cultural heritage
institutions is still a market directed by the Albanian government and public
institutions. Despite legal ownership status of heritage items, heritage is a
public good. In the last years there is a discussion regarding the partnerships
between the public and the private companies or institutions. The main
conclusion of the research shows that more sustainable products need to be
offered to the potential customers/ tourists or visitors. Because the
environmental and ethical requirements of products cover the whole supply
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chain, it is of outmost importance that suppliers can provide goods and
services that meet also these sustainability requirements. Examples of
sustainable products that can be offered in the cultural heritage sites include
the regional specialties, local food, fair trade products etc. Also amateur work
needs to be excluded and more professional and educated individuals need to
work in this sector. This kind of marketing needs to have better tourist market
segmentation and a more professional marketing strategy to address different
kinds of tourists and visitors.

Keywords: sustainable marketing strategies, culturlkritage, Albania,
tourism
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Abstrakt

Né ditét e sotme, mediat sociale jané kthyer né zévendésuese shumé té mira té
mediumeve tradicionale si: televizion, radio dhe gazeta. Vecanérisht kjo vihet
re né kalimin e shumé reklamave kryesore, por edhe né promovimi e
produkteve te reja pérmes rrjeteve sociale ne fage té tilla si: Facebook,
Linkedin, Youtube, Instagram, blogje etj.

Te quajtura tashmé edhe si media te reja, kéto rrjete duket se po e kryejné
gjeresisht rolin e medias si transmetuese t€ mesazheve promocionale dhe
lancimit té produkteve te reja. | gjen gjithandej né rrjet reklamat e bizneseve
mé té fugishme té botés, por jo vetém.

Njé risi gé kané sjellé mediat e reja jané promovimi i produkteve te reja nga
biznese t+ vogla apo persona (=
punim ka si synim té studiojé marrédhénien marketing-media sociale, sa
ndikim kané rrjetet sociale né zhvillimin e bizneseve té reja. A mund té jené
ato njé zévendésuese e mediave tradicionale?
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Pér kété studim do té shfrytézohen literaturat rreth marketingut si disipliné
dhe nje matje e impaktit té marketingut pérmes mediave sociale né bizneseve
té reja té cilat kané zgjedhur kété metodé pér promovimin e produkteve té reja
té panjohura mé paré nga konsumatorét.

Fjaléekyccpr odukte t+ reja, media soc.i al e
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The impact of social networking in marketing practices -
An empirical study of Albania
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Abstract

Internet marketing is considered one of the most strategic areas for
organizations that have directed their efforts toward electronic market. The
different studies show that online consumer behavior differs from the
behavior of consumers in the traditional market. So, the executives and
managers appear to have a good understanding the customer needs to fulfill
them effectively and efficiently in this environment. Marketing on the
internet, especially social networks (Facebook, Twitter, Instagram, Linked,
etc.), are estimated by various studies that convey quickly information, low
cost used and receive an immediate feedback on the content of the
corresponding message. In this context, the main goal for this research
consists in the effectiveness of social networks in marketing programs and
strategies. Moreover, the main objective of the research will be assessment the
importance and impact of social networks in the design and implementation of
marketing strategies. To collect accurate data, we used a questionnaire as a
research tool, answered by key managers of some organizations. The study
involved organizations operating in the biggest cities in Albania, like Tirana
and Durres. The sectors involved were: telecommunications, service,
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financial, production. The sample was 125 companies. Subsequently, through
qualitative analysis, we will analyze the findings for this study. The main
findings consisted about the impact and effectiveness of social networks in
following the marketing practices/strategies and not only.

Keywords: social networks, online marketing, effective.



Department of Marketing 0 Faculty of Business, UAMD, Durrés, Albania
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Abstract

Nowadays famous persons are being seen as an example to follow. People are
changing their lifestyle, following their favorite famous person.

The general aim of this study is to explore the impact that famous and non-
famous people have toward consumption of a product. The methodology used
for this study is by doing a quastexperimentiIn this quasi-experimentthere
were created three groups. The selected advertisement was the advertisement
for the energy drink "Golden Eagle", since it is a product used mainly by
students, who were the target group of the study. The students were selected
from three different faculties, The Faculty of Social Sciences, The Faculty of
Nature Sciences and the Faculty of Foreign Languages.

This paper has covered some issues which are precisely related to the
objectives and the purpose of this study as i.e. the impact that has a famous or

a non-famous person in the advertisement, the attitude towards the product

being advertised and the results which came out in relation to the proof or the
rejection of the raised hypothesis.

The results of this study showed that there is no statistical significance
between having or not a famous person in the advertisement against the
consumer 6s attitude toward the Gold
from the study, resulted that what is important for them is that the person who
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advertises the product should be presentable. Based on the conclusions of this
study were drafted important recommendations for further study.

Keywords: Physical attraction, reliability source, famous Person,
advertisement
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Abstract

It is more than obvious now days that the common marketing channels are not
t he only way o f selling. And

interacting. To be underlined here is that recently, internet is almost replacing
this common channels in all their aspects.

Updated and successful companies do the best to make themselves present
online. Through banners, displays , pop up/under ,e-mails they always attempt
to get the focus of their specific customers.

Thatds becoming a huge industry
who struggle every day for space on their mail databases and sites. This
struggle goes on unstopped over facebook, twitter, instagram, etc.

The purpose of this project is to point out the advantages of mail and social

mar keting and show how it worKks.

Mo i

ma vy |
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itdéds becoming very important reachi

The advantage of having a personalized registration to buy your product,
coming directly with the private data of the customer, is the best way to grow
among Yyour selected audience. Social medias allow every company to target
even in the most specific details, their potential market. There for, every
feedback arriving, is exactly what is needed. Nothing is wasted, nothing is
neglected.

This study is based on personal analysis and other data considered relevant
from similar situations. The results of this project aim to create awareness
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about the importance of this new tool, developing extremely fast and showing
its already irreplaceable presence, in the world of marketing.

Keywords: Interaction, Results, Online, Enail, Social Media
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Abstrakt

Gjetja dhe ushqyerja e cdo genie njerezore me kreativitetin eshte nje sfide e
madhe ne kohet e sotme. Arritja tek mekanizmat dhe strategjite e nevojshme
per te bere ge te ndodhi kjo, eshte celesi per rritjen e produktivitetit, kushteve
te jeteses dhe permiresimit te punes, dhe me shume modele te
gendrueshmerise te zhvillimit. Pa bere asnje lloj gabimi mund te themi ge
kreativiteti eshte nje karakteristike e lindur biologjike dhe intelektuale e
genies humane. Prandaj eshte e domosdoshme ge kete karakterisitike te lindur
te genies njerezore ta bejme me prezente, pra ta marketojme. Kur flasim per
marketing nuk duhet te harrojme se ai ne thelbin e tij ka njeriun ge me
aftesine dhe kreativitetin eshte ne gjendej te beje diferencen.Nuk eshte e
rendesishme se sa shume studime dhe sa strategji nje kompani pergatit, nuk ka
rendesi sa te mire jane specialistet e nje kompanie, nese ata nuk jane creative

organizata nuk do te jete e suksesshme.
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Ky punim ka si objektiv ge te parages nevojen ge kane kompanite per te rritur
interesin per talentet kreative, kjo do ti jepte atyre nje gendrueshmeri ne treg
dhe do te rriste fitimet. Per te realizuar kete studim jam mbeshtetur ne
metoden empirike te kerkimit, ge ka te beje me pjesen teorike, si dhe me
praktiken nderkombetare, gjithashtu edhe me ate cfare po zhvillohet ne
Shaqiperi ne kete drejtim. Sa rendesi i jepet talenteve dhe sa ato marketohen ne

Shqiperi, kjo eshte pyetja themelore ge do te mbizoteroje ne kete punim.

Fjalet kyce:Marketing, kreativitet, talent, menaxhim, sukses
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Abstrakt

Problemet energjitike kané 1éné pasojat e tyre si né ekonominé shgiptare,
ashtu edhe né até botérore. Sot ekonomité ndérkombétare jané gjithmoné e mé
té varura nga zhvillimet energjitike. Kjo ka ardhur pér shkak té pjesmarrjes
gjithmoné e né rritje né progeset e prodhimit si dhe né sferat e ndryshme té
ekonomise.

Sektori energjitik né Shqipéri nuk éshté njé sektor mjaft i zhvilluar krahasuar
me vendet e tjera pér arsye se vendi yné ka njé ekonomi té pastabilizuar ende.
Shqipéria éshté njé vend né zhvillim me njé ekonomi té vogél dhe efektet
negative gé péson ekonomia botérore, né Shqipéri ndihen né njé shkallé mé té
larté. Kjo ndodh pér shkak té njé abuzimi mé té madh dhe té njé kontrolli mé
té vogél nga shteti.

Eksperienca nga vendet e zhvilluara ka treguar se, pér té patur njé zhvillim
normal té sektorit energjitik duhet té vendoset njé balancé e drejté si ndérmjet
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mekanizmave té tregut dhe ndérhyrjeve té Qeverisé, ashtu edhe ndérmjet
aspekteve teknike/teknologjike dhe menaxhimit té energjisé.

Né kété punim kemi trajtuar situatén aktuale energjitike, organizimin e
sektorit, tarifat e energjisé elektrike, krizat, problematikat, mundésité e
pérmirésimit té situatés energjitike népérmjet politikave gé duhen ndjekur.
Kemi trajtuar gjithashtu privatizimin dhe investimet e ndryshme né fushén
energjitike, vizionin dhe prioritetet strategjike.

Fjalét Kyce: Sektori energjitik, mekanizmat e tregut, ndérhyrja geveritare
tarifat, investimet.
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Abstrakt

Qéllimi i temés éshté té pasqyrojé réndésiné e marketingut né tregun online
duke marré né konsideraté qé Tregu onliné éshté njé treg virtual ku produktet
dhe informacionet sigurohen nga njé palé e treté dhe cdo transaksion
procesohet nga operatorét e tregut. Sot té gjithéve na ka rastisur qé té kemi
naviguar né tregjet onliné. Punimi éshté fokusuar né njé treg ku produktet
sigurohen nga njé rrjet i gjéré burimesh dhe disponueshméria éshté shumé e
larté. Sot kéto tregje kané njohur njé zhvillim shumé té madhe dhe jané
kthyer né biznese, korporata, me pérfitime kolosale prej disa miliarda dollar,
duke u béré njé industri shumé e lakmuar nga té gjithé. Disa prej té cilave
njihen gjerésishté nga konsumatori sic jané: Amazon, ebay, Staples, Wal-
Mart, Best Buy, por edhe né véndin toné kohét e fundit ka pasur njé numér
kompanish gé kané béré shumé sukses si jané: Gjirafa, iKub, MerrJep.al
dyqgan taksi etj.

Mo i


mailto:anxhelalamaj18@gmail.com
mailto:shkelzenlisaku@gmail.com
mailto:elvis_888@hotmail.com

International Scientific Conference On Innovative Marketing 4 ISCOIM 2017

Qéllimi i kétij punimi éshté té tregojé se sekreti mé i madhe pér kété
zhvillim nuk éshté teknologjia edhe pse ajo kohét e fundit luan njé rol shumé
té réndésishem. Ajo éshté zgjidhja e njé nga problemeve mé t€ médha e cila u
arrit duke hequr férkimin gé ekzistonte midis bleresve dhe shitésve né tregun
fizik.

Né botén aktuale kéto tregje pérvécse ofrojné cmime mé té favorshme, ajo gé
I bén shumé térheqgese éshté fakti qé ato ofrojné informacione, vlerésime,
komente nga klienté t¢ méparshme si dhe shérbime té garantuara 24/7 dhe
shumé té shpejta duke u lehtésuar punén e klientevé. Pérsa i perket
marketingut qé pérdorin padiskutim gqé mé sé shumti kompanit pérdorin
rrjetet sociale, por gama e mjetéve éshté shumé mé e gjéré. Duke e pare nga
perspektiva e elementéve té komunikimit miks si publiciteti, marrdhénie me
publikun, promocioni i shitjeve, shitjet pérsonale, marketing i drejtperdrejt qé
té gjitha kéto elementé pérdoren né tregun fizik g¢ mund té implimentohen
dhe né tregjet online. Publiciteti pérdoret mé sé shumti né spotet publicitare
né televizion. Shitjet personale me gjetjen e kompanive prodhuese me té cilat
do té bashképunojé, marrdhéniet me publikun népérmjet fushatave té
ndryshme ndérgjegjésimi qé kéto kompani té ndérmarrin. Gijithashtu
promocioni i shitjeve éshté mjaft i pérdorshém me larmishmérin e mjeteve té
saj gé ofron. Dhe sigurishté qé edhe marketingu i drejtperdrejté éshté mé sé
shumti i pérdorur.

Dy jané pyetjet kérkimore kryesore :

1. Pse tregu online ka njohur zhvillim kaq te madh?

2. Cfare marketingu perdorin ato?

Pér realizimin e kétij punimi éshté pérdorur literature e marketingut, dhé éshté
marré njé zgjedhje prej 50 personash. Né kété pyetesor jané ndérthurur 15
pyetje té cilat pérfagésojné punimin. Pyetesori éshté realizuar tek klientet té
cilet kané kryer blerje online.

Fjalét kyce: Marketing, tregjet online , komunikimi miks, rrjetet sociale
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Abstract

Social media recently is being used as a powerful marketing tool that is
challenging traditional marketing instruments used so far by businesses.
Internet development together with the evolution of the software and
hardware has led the businesses to focus on new forms of marketing for their
products and services. Are businesses aware of the potential and efficiency
that social media offers for them if they use them in a professional manner,
taking advantage not only on ROI compared with traditional marketing
instruments used so far?

If we compare the traditional instruments of marketing with new ways of
marketing of business through social media, we will see a big difference in the
budget needed. Even though it is difficult to measure the direct impact of each
way of marketing we can certainly say that the trends have already changed,
using more the online tools.

The research objectives are to create an overview of the use of social media
and their comparison with traditional forms of marketing to businesses. The
advantage on cost benefits is not the only reason for the popularity and
proliferation of these instruments used by businesses.
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The research will be based on observation and analysis of the use of social
media from the most important businesses in Tirana and questionnaires that
will be made to these businesses to see the impact that the social media has,
and which are their strategies to promote their business with zero cost for their
customers.

Keywords: Socialmedia, Profits, Customer loyalty, Cost, Revenue, Decision,
On line marketing, Advantages, Efficient marketing.



16( Department of Marketing 0 Faculty of Business, UAMD, Durrés, Albania

Banking system and other factors that inhibit the development
of e-commerce in Albania

Msc. Denisa Jaho

Universit y A Al eksandser Moisiuo D

denijaho@yahoo.com

Msc. Majlinda Magi
Universi ty Al eksander Moi si
majlinda_maci@yahoo.com

Prof. Asocc. Dr. Ervin Myftaraj

University A Al eksander Moi siubo

ervin.myftaraj@yahoo.com

Abstract

The internet is an invention which has managed to transform more and more
human life. It enabled rapid communication of individuals and organizations.
Nowadays the internet is described as the biggest newspaper and the biggest
encyclopedia of the modern world. Not only that, but internet has given
companies the opportunity to have a global market, to sell and to buy online.
But how developed is the e-commerce in Albania? How does the development
of the banking system effect the development and growth of exchanges
(online purchases and sales)? What are other factors that inhibit Albania to be
like other European countries referring to the exchanges on internet. The main
aim of this study is the benefit of detailed information as regard the use of
internet for commercial purpose in Albania and the identification of factors
that inhibit and promote the development of online trade in this country.
Finally we want to present the necessary of intervention to be undertaken in
the banking system in Albania and the necessary legal arrangements to
promote e-commerce. For conducting this study, the survey took place in
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Albania, in the city of Tirana and Durrés. Information sources are primary and
secondary. Primary information consists in obtaining information through
surveys, to the citizens and the entities operating in these towns, while the
secondary ones are taken from official publications of Bank of Albania and
other foreign banks operating in Albania. The results of this paper are very
significant, although the development of banking system in Albania has been
with huge steps it still remains one of the impeding factors of the development
of e-commerce. Other important factors that inhibit the development of online
exchanges in Albania are address system, customer perception, culture, etc.

Keywords: e-marketing, banking systemgcemmerce, legal arrangements,
exchanges.
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Abstrakt

Marrja e statusit té vendit kandidat té BE-sé éshté njé nxitje e métejshme pér
té studiuar pérfitimet e mundshme té Shqipérisé nga anétarésimi né kété
organizém. Njé nga mundésité gé duhet té shfrytézohet pér té€ pérmbushur
kushtet e kérkuara éshté edhe pérthithja dhe pérdorimi sa mé eficent i fondeve
té parashikuara né kuadér té Politikés sé Kohezionit té BE-sé. Politika e
Kohizionit e BE-sé synon té zvogéloj dallimet ekonomike dhe sociale mes
rajoneve té ndryshme té BE-s& né pajtim me Nenin 158 té Traktatit té
pérmirésuar. BE-ja &shté njé ndér zonat mé té zhvilluara ekonomike né boté,
por dallimet edhe mes vendeve anétare jané mjaft t& médha, sidomos né rastin
e rajoneve té ndryshme pérbrenda BE-sé. Jo té gjithé qytetarét evropiané kané
té njéjtat mundési pérballé sfidave té globalizimit, né varési té rajonit né té
cilin jetojné. Krahas investimeve nga ana e autoritetve kombétare pér rritje té
punésimit, konkurrueshmérisé dhe zhvillimit teknologjik, ekziston edhe
mbéshtetja e BE-sé pér progres ekonomik, social dhe rritje té kohezionit.

Ky punim synon té pasqyrojé objektivat e Politikés sé Kohezionit né periudha
té ndryshme, pérfitimet e mundshme dhe kritikat ndaj saj, duke u fokusuar tek
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ndikimi i késaj politike né Shqipéri. Thelbi i punimit do jeté té evidentojé jo
vetém sa ka pérfitur vendi yné nga kéto fonde por cilat jane kapacitetet pér té
pérthithur dhe makzimizuar pérfitimet e gjeneruara.

Fjalét kyce:kohezion, pabarazi, fonde strukturore, zhvillim social
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Abstract

Service businesses are based on human factor in offering their products and it
is difficult to make clients a hundred percent satisfied. In many cases they
failure offering the correct service. The purpose of this paper is describing
which are the common situations where service businesses failure and if
service recovery exists. For this study we have conduct a questionnaire asking
clients about the services they commonly use; if they use private or public
services; financial, health, leisure and hospitality, education, transportation,
retail, etc; types of failure; and service recovery efforts.

One of the results that came out from the survey, shows that people are more
dissatisfied from public services, especially health and education. The
common types of failures in private services happen because: businesses offer
different services they advertise; of expensive prices for poor products;

delays; unqualified employees; etc. In most cases clients repelled what they
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receive, because it is far away what they have perceived from the
advertisement or what they request from a private service. The most
astonished finding is the inexistent or the little efforts in recovering their
clients.

Keywords failure, recovery, public service, private service.
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Abstrakt

Ky punim propozon njé model gé shpjegon nga piké&pamja gjeografike,
produkti turistik éshté i pérhapur né pjesén mé té madhe té territorit té vendit.
Produkti turistik shqiptar, qé po i ofrojmé tregut, nuk éshté njé rajon i vetém,
por pérfshin trashégiminé kulturore dhe natyrore té pérhapur né gjithé rajonet
kryesore té Shqipérisé dhe ofertén bregdetare pér bregdetin e Adriatikut dhe
Jonit. Elemente té ofertés turistike jané burimet kombétare, mjedisi,
infrastruktura, shérbimet gé ofrojné hotelet, restorantet dhe dyganet e vogla,
transporti dhe sjellja e komunitetit ose shérbimet publike. Né& syté e
konsumatorit, cilésia e zinxhirit mund té pércaktohet edhe nga njé element i
produktit turistik. zhvillimi i turizmit shqiptar éshté céshtje dhe pérgjegjési e
punés sé aktoréve té ndryshém publiké dhe privaté, né nivel kombétar dhe
lokal.

Qéllimi 1 kétij kérkimi éshté bashképunim, orientim ndaj tregut, ekspertizé,
drejtim dhe veprim sipas prioriteteve ne ményré ge fazat e rritjes sé turizmit
shgiptar, me institucione, kapacitete dhe praktika, private dhe publike, né
nivel gendror dhe lokal, ende té pakonsoliduara, kérkon drejtim dhe orientim,
ndérhyrje duke mbéshtetur me kapacite pushtetin lokal, komunitetin dhe
industring, moderim dhe mekanizma praktike, stimuj pér té inkurajuar
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pjesémarrjen, standarde, cilési, bashképunim dhe njé gasje té pérbashkét té
gjithé aktoréve.

Dy jané pyetjet kérknoré kryesore :

1- Si duhen arritur synimet pér krijimin e produktit, shérbime cilésore dhe
marketing té efektshém?

2-Si mund t Oi menaxhojmt dhe bashkzxr
Eshté e véshtiré té pércaktohet njé linjé e géndrueshme, pasi turizmi éshté njé
dukuri gjithmoné e re dhe e ndryshueshme, por éshté e sigurt gé linjat e
zhvillimit té ardhshém té turizmit jané té lidhura me njé kulturé té re, té thellé,
té afté pér ta cuar njeriun drejt rikuperimit té rrénjéve dhe identitetit té tij dhe
p+r t O ortet btif meimjedisen patyror, njerézor dhe social, sa mé pak té
paparashikuara dhe mé shumé té vetédijshme dhe té organizuara.

Fjalét kyce :Produkti turistik , shérbimi cilésor, marketingu i turizmit.
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Impakti i rrjeteve sociale né marketing

Msc. Morena Boja
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Uni versiteti ifAl eksand=z+r
morenaboja@yahoo.it

Msc. Fatbardha Morina
Fakulteti i Biznesit
Universiteti fAl eksandz+r
fatbardha_morina@hotmail.com

Abstrakt

Nése shekulli i XX ka pasur si mjet kryesor komunikimi radion dhe
televizionin,shekulli i XXI éshté kthyer né pérdorimin e internetiti si njé
platform e afté gé transmeton ményra té ndryshme komunikimi.Sot interneti
éshté platforma kryesore e komunikimit si né sektorin publik ashtu dhe né até
privat duke filluar nga bankat e deri tek sherbimi shéndetésor apo universitar.
Rrjet social né internet éshté njé fagje g€ i jep nj& mundési takimi
pérdoruesve virtual. Prezenca online sidomos né rrjetet sociale ndihmon
kompanité té pérmirésojné shikueshmeriné dhe shpérndarjen e produkteve té
tyre. Ato gé menaxhojné marketingun e ndérmarrjeve jané gjendur pérballé
metodave dhe mjeteve tradicionale té marketingut dhe evolucionit té
marketingut dixhital me té cilin duhet té pérshtateshin. Né ményré direkte apo
indirekte departamenti i marketingut fton pjesmarrés apo fansa gé té ndjekin

lajmet dhe cdo gjé gé i takon aktivitetit t&é ndérmarrjes gé kérkon té
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promovohet. Népérmjet publikimeve té produkteve té ndryshme manaxherét
kérkojné té térheqin véméndjen dhe té fitojné besimin e pérdoruesve té social
network-éve.Teknologjité dixhitale dhe e-commerce kané larguar cdo largési
dhe distancé gjeografike duke arritur né shpérndarje globale té produkteve dhe
duke eleminuar ndérmjetésit. Népérmjet pérdorimit té social network nuk
pérfitojné vetém kompanité por dhe pérdoruesit ,pasi rrjetet sociale pérbéjné
njé burim té réndésishém informacioni sidomos pér publikime té réndésishme,
por dhe Klientét e ndjejné veten pjesmarrés né ményré té drejtépérdrejté

népérmjet blerjeve online.

Fjalét kyce:rrjet social né inernet ,-eommerce , marketing dixhital
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Promovimi i potencialit té biméve medicinale né Shqipéri

Xhevrie Hysa

Msc. Dega Marketing
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Abstrakt

Ky punim synon té paragesé rendésiné pér kultivimin dhe pérpunimin e
biméve medicinale. Shqgipéria éshté njé vend mesdhetar qé ka vecori dalluese
pozitive pér sa i pérket klimés, tokés, shuméllojshmérisé sé biméve
medicinale, pérvojén e njerézve pér njohjen dhe pérdorimin e tyre.

Promovimi i biméve éshté njé burim mjaft i miré té ardhurash dhe si dhe sjell
efekte pozitive né punésim, efekte té cilat do té kishin njé impakt mé té madh
nése bimét i kultivojmé né ambjente té pérshtatshmé dhe pérpunimi i tyre té

kryhet n% vendin t on +t mira &doaicadeajiit

malit, dafina, kaca sherebela e shumé bimé té tjera té vendit toné kané njé
pérmbajtje té larté vajrash eterike, gé jané mjaft t&€ kérkuara né véndet e tjera
té cilét kérkojné bimét medicinale duke i pérpunuar pér géllime mjekésore.
Megjithése ne mund ta quajmé ndérkombétare, globale, multinacionale apo
internacionale né te gjithé termat ekuivalent, e réndesishme éshté té kuptojmé
se si po zhvillohen operacionet e biznesit midis vendeve té ndryshme pa béré
pérjashtim dhe vendi yné. Eshté prirja e firmave pér té marré pérmasa mbaré
botérore duke kaluar pa pengesa kufijté ndérkombétar.

Pér té gené té suksseshme edhe né tregjet ndérkombétare, ndérmarrjet
shqiptare duhet té zhvillojné strategjité e tyre marketing gé té béjné t€ mundur
rritjen e vlerés sé mallrave gé eksportojné dhe si rezultat rritjen e té ardhurave
edhe pér banorét e vendit toné. Kur njé kompani vendos té veprojé né njé
biznes ndérkombétar ajo duhet té zgjedh midis formave té ndryshme

uo
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operacionale apo mjeteve té drejtimit té biznesit. Shqipéria éshté njé piké e
vogzl nt atlasin e botzxs por me
né eksportimin e biméve medicinale. Ky punim do té realizohet népérmjet
shfrytézimit té literaturés kryesisht marketingut, si dhe duke u konsultuar edhe
me informacione nga organizma té tjeré té cilét kané té dhéna rreth potencialit
gé bimét medicinale ofrojné.

Fjalét kyce:Marketing, bimét medicinale, eksport, biznes ndérkombétar

pot
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Abstrakt

Shqipéria né vitin 1991 hyri né rrugén e véshtiré té kalimit nga njé ekonomi e
centralizuar dhe e planifikuar drejt njé ekonomie té tregut té liré. Faza e paré e
késaj periudhe tranzicioni ishte, vecanérisht, kaotike dhe si pasojé ekonomia
pérjetoi njé krizé té réndé qé pérfundoi me njé gjéndje kolapsi té ploté. Kriza
dhe kolapsi ishin veganérisht té rénda né bujgési.

Pas njé rruge té gjaté, bujgésia sot vazhdon té jeté njé nga sektorét kryesoré té
ekonomisé soné, duke kontribuar me rreth 20% té Produktit t& Brendshém
Bruto (né vitin 2013), si dhe mbetet sektori kryesor i punésimit pér fuginé
punétore, me rreth 52% té totalit té té punésuarve té angazhuar né kété sektor.
Por, edhe pse sektori i bujgésisé ka gené né gendér té vémendjes sé geverisé, e

cila ka hartuar edhe strategjiné pér zhvillimin rural dhe bujgésor, me objektiv
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kryesor trajtimin e sfidave me té cilat pérballet ky sektor, rritja e tij éshté nén
mesataren kombétare dhe, njéherésh, larg potencialeve reale. Kjo vjen si
rezultat i problemeve me té cilat pérballet sektori, ku mbizotérojné ato té
lidhura me eksodin rural, sipérfagen e kufizuar té fermave dhe pronésiné mbi
tokén, marketingun e produkteve, ujitien dhe kullimin, nivelin e ulét té
teknologjive té pérdorura, organizimin e dobét té fermeréve, nivelin e ulét té
zhvillimit té industrisé agro-ushgimore, etj., duke zbehur né kété ményré
interesin pér investime serioze pér prodhimin e produkteve té ndryshme me
natyré bujgésore. Angazhimet vecanérisht kéto vitet e fundit jané pérgendruar
kryesisht né pérafrimin e kuadrit ligjor me tregun e BE-sé (kusht nga kjo e
fundit), né njé pérdorim mé efektiv dhe me mbéshtetje direkte. Niveli i
investimeve né kété sektor, gjithashtu, vazhdon té mbetet i ulét.

Kemi trajtuar né kété punim Kkarakteristikat strukturore té ekonomisé
bujgésore dhe disa analiza ekonomike né lidhje me to, kushtet aktuale,
mbéshtetjen financiare pér bujgésing, strategjiné pér zhvillimin e saj, si dhe
ndryshimet strukturore dhe problemet e sé ardhmes né bujgésiné shqiptare.

Fjalét Kyce: Sektori bujgésor, mekanizmi dhe inputet bujgésouestimet
dhe kreditimi, instrumentat politiké té zhvillimit bujgésor.
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Marketingu i turizmit kulturor né Shqipéri njé mundési pér
zhvillimin e turizmit gjithévjetor

Prof. Assoc. Dr. Elton Noti
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eltonoti@gmail.com

Abstrakt

Turizmi kulturor ofron njé lloj té vecanté experience pér vizitorét, shpesh té
konsideruar si At i nter e &entéjené #
ndérgjegjshém pér mjedisin, mendje hapur dhe njohés té miré té dallimeve
kulturore. Konventa e Trashégimisé Botérore kérkon gé kombet jo vetém té
mbrojné, rehabilitojné dhe promovojné sitet e Trashégimisé kulturore, por
gjithashtu qé kétyre siteve t'u jepet njé rol né jetén e komunitetit.

Shqipéria ka afro 2000 monumente kulture, pjesa mé e madhe e té cilave éshté
e vizitueshme dhe ka njé kérkesé né rritje edhe nga tregjet e largét. Por jo té
gjitha ofrojné njé produkt turistik té konsoliduar, dhe té promovuar si¢ duhet,
pér ti rritur vlerén destinacionit. Njé ndér sfidat kryesore né kété fushé mbetet
zhvillimi i fushatave té promovimit té produktit turistik, jo vetém né nivel
kombétar, por edhe lokal, duke pérfshiré aktoré té shumé niveleve.

Ky punim ka pér géllim té tregojé se si mund ti rritet vlera dhe atraktivitete i
njé siti kulturor, si¢c éshté Berati, njé ndér tre destinacionet nén mbrojtjen e
UNESCOS né Shqipéri, pérmes zhvillimit t& njé plani veprimi pér
promovimin e produktit turistik gé ofron ky qytet dhe aktiviteteve
promocionale me géllim rritjen e vizitueshmériseé.

Metodologjia e pérdorur éshté hulumtimi i literaturés mbi burimet turistike gé
ofron Berati, marketingut gé duhet té zhvillojné sitet kulturore, si dhe
mundésive pér ta promovuar até si¢ duhet né tregun e huaj dhe até vendas.
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Rezultatet tregojné sé né Berati pérvec monumenteve té kulturés ofron
mundésiné e zhvillimit té itinerareve tematike, prodhimit té produkteve
artizanale, eventeve/panaireve me géllim promovimin e kulturés dhe historisé
lokale, sporteve ujore si kanotazhi dhe kajaku etj.

Fjalét kyc marketing, turizmi, promocion, burimieylture.
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The influence of demographic variables in consumer behavior
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Abstract

The insurance sector in Albania is increasing very fast. By creating and
increasing of private sector in industry, the competition is becoming more
intense. Competition between insurance companies is intense as long as there
are new entrants in the insurance market. Thus, consumer satisfaction is an
important issue for the management of insurance companies to attract and
keep the potential customers. Insurance companies still do not recognize the
needs of their customers so they may lose their potential customers.
Therefore, it is very important for an insurance company, the identification
and assessment of factors influencing consumer choice and consequently |,
consumer behavior. This study is an attempt to explore the demographic
factors that have influence on consumer behavior in insurance industry,
referring to the case of Tirana and Durresi districts, to find out which factors
have more impact on consumers and to list those factors under estimates given
by respondents for each of them. Demographic variables play a very
important role in understanding consumer perception, therefore the impact of
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demographic profiles was evaluated. A sample of 400 respondents was taken
and analyzed to understand the demographic factors that affect the decisions
of the selection of products of insurance companies. Demographic
characteristics such as gender, age, profession and income level have a
positive correlation with consumer satisfaction, while the level of education
(qualification) appears to have a negative correlation with consumer
satisfaction. In other words, this study shows that the consumer satisfaction
and consequently consumer behaviour depends on demographic
characteristics of the respondents, such as gender, age, occupation and
income.

Keywords potential customers, demographic variables, factors, consumer
behavior, customer satisfaction
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Sjellja e konsumatore né blerjet online
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Abstrakt

Interneti ka béré t& mundur zhvillimin e njé kanali té ri shpérndarjeje dhe
transaksionet online po njohin njé rritje edhe né Shqipéri. Kjo ka krijuar njé
nevojé pér té kuptuar sesi konsumatori i percepton blerjet online. Qéllimi i
kétij punimi éshté té analizojé nése ka faktoré té vecanté té cilét motivojné
konsumatorin online duke krahasuar vendimmarrjen e blerjeve online me
blerjet offline. Té dhénat parésore jané mbledhur népérmjet 120 pyetésoréve
té dérguar népérmjet e-mail-it dhe mediave sociale drejt konsumatoréve
online.

Konsumatorét e marré né shqyrtim kané pérdorur té paktén njé heré shérbimin
e dyganeve online né Shqipéri. Cmimi, Besimi, Komunikimdhe Komoditeti
jané identifikuar si faktorét mé té réndésishém té cilét influencojné
vendimmarrjen e konsumatorit online. Cmimi konsiderohet si faktori kryesor
pér shumicén e té anketuarve. Mé tej u identifikuan tre segmente kryesore té
cilét kishin sjellje t¢ ndryshme ndaj faktoréve té identifikuar si mé té
réndésishém; Shpenzuesit e shpejté, Vlerésuesit e cilésisé dhe Vlerésuesit e

cmimit Népérmjet kétyre segmenteve jané identifikuar se cilét jané faktorét
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mé té réndésishém té cilét ndikojné né vendimmarrjen pér té kryer njé
transaksion né dyganet online té cilét funksionojné né Shqipéri, dhe sesi kéto
dygane mund té targetojné mé efektivisht segmentet e konsumatoréve
potencial.

Fjalét kyce blerjet online, sjellie konsumatore, dyganet online, vendimmarrje

konsumatore.
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Abstrakt

Aktualisht, konsumatorét Shqipétaré gjenden pérballé shumé mundésive ku té
drejtohen pér blerjet e veshjeve. Pérgjaté viteve tregu i veshjeve (kryesisht né
tregje té hapura) ofronte pér konsumatorét veshje té cilat vinin nga vende si
Turgia, Italia, Kina etj. Prej vitit 2005 e né vazhdim kryesisht né kryeqytet u
hapén gendrat e para tregtare e gé¢ mé pas u shogérua edhe me hapjen e tyre
népér rrethet e tjera né Shqipéri. Né njésité e shitjeve, te kéto gendra tregtare
ofrohen marka té ndryshme dhe té mirénjohura veshjesh. Kjo ishte njé risi pér
té gjithé konsumatorét, té cilét ishin mésuar gé pér blerjet e tyre té
orientoheshin né njésité e shitjes né lagjet e tyre, rrugé kryesore, apo edhe né
té ashtuquajturat tregje né qytetin e tyre. Sot, konsumatorét gjenden pérballé
shumé alternativash pér blerjet e veshjeve, nisur gé nga njésité e shitjeve né
rrugé, tregje dhe deri tek gendrat tregtare. E veganta e gendrave tregtare éshté
gé shumé njési shitjeje produktesh té ndryshme gjenden né té njéjtén godiné

dhe shumé ambiente shérbimesh dhe argétimi gjithashtu. Ky punim ka si
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géllim té studiojé se si ndikojné variablat socio-demografiké (mosha, gjinia,
arsimimi, té ardhurat) té konsumatoréve, né preferencat e tyre mbi njésité e
shitjeve né blerjet e veshjeve. Studimi éshté shtriré né rrethin e Tiranés. Né
pérgjigje té pyetjes kérkimore, jané ndértuar hipotezat pérkatése ku éshté
pédorur testi hi-katror pér testimin e hipotezave. Nga analiza e té dhénave
rezultoi se; variablat si té ardhurat dhe arsimimi kané ndikim né preferencat
mbi njésité e shitjeve té veshjeve, dhe variablat si mosha dhe gjinia nuk kané

ndikim né preferencat mbi njésité e shitjeve té veshjeve.

Fjalé kyce:Preferencat e blerjeve, variabla soai@mografiké, njési shitjeje,
gendra tregtare.
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Abstrakt

Eksperienca shqiptare e kredive me probleme, ka treguar se, mangésité e
aftésive né vlerésimin e kredive sé bashku me administrimin doréléshuar té
bankés shtetérore kané kontribuar né krijimin e njé mase té madhe té kredive
me probleme. Né vitin 1999, rreth 82% e kredive té Bankés Kombétare
Tregtare dhe rreth 85% e kredive té Bankés sé Kursimeve rezultonin té
pakthyera. Pjesa mé e madhe e kétyre kredive me probleme ishin té reja dhe i
pérkisnin sektorit privat, dhe njé pjesé e vogél ishte si pasojé e lidhjeve té
bankés shtetérore me ndérmarrjet shtetérore. Pra mund té thuhet se ndalimi i
kreditimit pér Bankén e Kursimeve, nga ana e Bankés sé Shqipérisé, ishte mé
shumé njé lévizje strategjike pér té shmangur akumulimin e kredive té reja me
probleme pérpara privatizimit té saj. Megjithaté, té dhénat tregojné se nuk
jané vetém bankat shtetérore ato qé kané regjistruar kredi me probleme. Edhe
bankat private dhe ato me kapital té pérbashkét kané gjithashtu njé rritje té
numrit té kredive me probleme. Por, né dallim nga bankat shtetérore, kredité e
pakthyera té bankave private, né shumicén e rasteve, mund té déshmojné pér

rrezikun e larté té aktivitetit kreditues né Shqipéri, duke supozuar gé ato
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karakterizohen nga njé administrim mé i miré dhe aftési mé té mira pér
vlerésimin e kredive. Gjykohet se edhe mungesa e eksperiencés sé punés né
ambientin ekonomik né Shqipéri, sidomos gjaté fillimit té aktivitetit té kétyre
bankave mund té keté luajtur njé rol té réndésishém né akumulimin e kredive
té tyre me probleme. Pra studimi do té bazohet né té dhénat dytésore,
népérmjet té cilave do té ndértohet njé analyze regresi, si edhe njé testim
krahasimi midis kredive té kéqgija t&¢ Bankés Qéndrore dhe atyre té bankave
dytésore. Né punim té dhénat gjaté periudhave té krizave do té shmangen.

Fjalét kyce:kredi, kredi e kege, banké shteté&obanké private.
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Abstract

Main goal of this study is to lighten the politic changes and differences. The
program importance is giving space or sometimes losing ground against the

citizen importance.

Politic parties intend for power. They build electoral programs to convince the
voters that they are the right alte
invest mostly in political marketing pretending that the voter is a consumer

that likes and gives value to the form and poorly refers to content. This also
because the winning parties does not stand stick to the implementation of the
electoral program, which after being elected turns out to be approved as
governance program.

Political parties in Al bania are p:
political projects and programs tow
These study goals exactly to reflect this change of the role and the interest of

political parties in Albania analyz

political parties.
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The methodology is based on semi-structured interviews of the political
parties actors, but also to university students in order to take under full
consideration the fAclientodo request

their product.

Keywords:political parties, political marketing, request and offer
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Abstract

Green marketing is the marketing of products/services that are presumed to be
environmentally safe. It refers to the process of producing and selling
products and services based on their environmental benefits. Nowadays
customers become more concerned for environmental protection and threats,
business organizations begun seeking to modify their behavior in an attempt
to attract customers to be in line with environment friendly products. Eco-
Friendly products could save the
The data in this research study has been gathered through primary and
secondary data collection methods in which survey questionnaires had been
prepared. Consecutively, the sample data of 53 customers have been collected
to gather opinions regarding -Cust omer awareness
product so, which affect or may be
secondary data has been used to introduce the business organizations
opportunities and challenges in Green Marketing.
The questionaries were devoloped in the city of Tirana.

1 What is the level of awareness regarding Green Marketing among

Customers and the buying behavior?

The conclusions of this paper is very important. Even though some companies
which operate in Albania, pay maximal attention to the GreenMarketing
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strategies, they seek Government pro-active policies in order to be
competitive rewarding loyal local and international customers.

Keyords Green Marketing, green products, customer awareness; eco
friendly products
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Abstract

The overwhelming majority of businesses in Albania are categorized as small
and medium enterprises (SME). Actually, if we are to refer to international
standards, most of them are microenterprises. Albania is a small country, with
a resident population of about 3 million, and consequently does not offer the
mar ket needed for the SMEs to f

grow bigger. This is the background to which this paper will refer in
elaborating the need for a government-backed promotion policy for the SMEs.
This research will describe the conditions in which the SMEs do business in
Albania and the fact that very few of them are in the position to venture in the
international market. The fact the SMEs of Albania are really small, with
inadequate budgets, and lacking the needed expertize makes them unable to
embark in comprehensive marketing campaigns. The data collected through
the descriptive method will be analyzed, and the main objective is to identify
a way out of this bottleneck. The result of the analyses is the dire need of
SMEs in Albania for all the help they can get in marketing their products and
services. The conclusion this paper comes to is the necessity to intervene and
promote SMEs through a cooperative approach, by involving business
associations and enlisting the backing of government. The government stands
to benefit from the expansion of SMEs in higher revenues, lower

our
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unemployment, greater consumption etc. This is the reason why the
government should put to use the greater resources it has and help the SMEs
to grow and consolidate, and achieve greater access to markets.

Keywords:marketing, promotion, SMEs, governmbatked initiatives
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Identifying Factors of Albanian Consumer Perceived Risk
towards Online Shopping

Jonida Rrumbullaku
Marketing Manager, Max Optika, Tirana, Albania
J.rr umbullaku@maxoptika.al

Abstract

Data from 137 online questionnaires were used to identify the responsible
factors effecting the perceived risk of online buying using E-bay. The
exploratory factor analysis showed that the perceived risk of online buying of
Albanian consumers, is a consequence of the effects financial factors, product
quality, time and conditions of carriage, insecurity for abuse of personal data,
social and psychological factors. The evaluation by points of the level of
importance and the effect that has risk factors in shaping the risk perception
(% of explanation of the overall variance), resulted as follows: financial factor
(3871, 14.3%), product quality (3721, 12.6%), time (3268, 8.4%), transport
conditions (1.014, 6.5%), insecurity for abuse of personal data (3079, 7.8%),
social factors (2,021, 6.7%), psychological factors (1,873 , 5.3%). Financial
factors, product quality, time of arrival of goods and uncertainty regarding
protection of personal data are the main factors that cause the risk perception
for online shopping consumers in Albanian.

Keywords: online shopping, perceived risk, factors, Albanian consumers.
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Family reunion in the European Union
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Abstract

The right to family reunification in the European space is one of the initial
rights recognized by the European Community. This has been due to the need
to protect the fundamental rights of immigrants and foreign workers living in
European countries. Of course, the initial goal of this right was entirely
economic nature. Allowing "strangers" to reunite and to live with their
families a normal life is a suffering was an impetus for the improvement of
performance. Yes, well, it was a precondition for the success of European
integration policy.

Treaties establishing the European Communities does not provide any
regulations on the protection of fundamental human rights. This protection is
realized in its interpretation of the Court of Justice progressive. Despite
continuous efforts and various measures climax for the recognition of human
rights is the minimum sanction of Article 7 of the Treaty on European Union,
which has strengthened the protection of human rights through the provision
of an articulated mechanism for sanctions in connection with possible
violations of article. 6 TEU.

Keywords:family reunion, European Union, family life, foundamental right
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The impact of national culture on marketing orientation:
Case of Albania

Irma Gjana (PhD Candidate)
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Abstract

The relation between national culture and marketing orientation is one of the
most attractive topics for researchers of international business. Different
studies have shown that there is a positive relation and a clear impact of
nati onal culture on consumer so att
marketing communication, which compose three important elements of
marketing science. By means of seminal model developed by Geert Hofstede
cultural dimensions study, one of few culture measures including a small
country like Albania, we will show the position that Albania and Albanian
culture has on marketing orientation. . By examining the literature on culture,
this paper has the purpose to increase the understanding of the impact that
national culture has on different components of marketing and
recommendations for developing deeper research on Albanian national culture
are provided.

Keywords:Nat i onal cultures, I nternati on
product developnm, marketing communication.
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Abstract

Né kété punim do té tregojmé njé ményré alternative se si mund té llogarisim
A mans e k o n o fiindicatar i péfmirésuar i cili pérdoret dhe né
modelime té tregétisé ndérkombetare sic jané modelet e gravitetit ku masa ka
njé réndesi t€ madhe né keto modele.

Masa ekonomike né kété punim me pas do té shpjegoje sjelljen ekonomive té
europés juglindore, té paré né njé dimension visual dhe té kuptueshem pér
lexuesin e thjeshte.

Objektivi kryesor i kétij punimi éshté té ndértojmé njé indicator né menyré qé
té b&jmé vézhgime, krahasime dhe té nxierim rezultate té perdorshme né
ményré gé té realizojmé analizén sensitive té véndeve té mara né konsideraté
né k&té punim.

Fjalet kyce:Masa ekonomike, GDP, EJL&\mi i sferave
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MIFID Questionnaire: Bank Marketing Strategies

Najada Firza
University Our Lady of Good Councel, Tirana,
n.firza@unizkm.al

Abstract

The European Commission adopted in May 1999 the Financial Services
Action Plan (FSAP), including Markets in Financial Instruments Directive
(MIFID), which became effective in November 2007. This Directive was
addressed to individual investors who intend to invest in financial products
making use of financial advisory Intermediaries. The aim of MiFID is to
protect and safeguard the relationship between bank and customer identifying
a risk profile of the customer; the first step to catalog the customers is the
administration of a specific profiling questionnaire to them.

The work proposed here describes and analyzes the profile of 250 bank
customers who have filled out the questionnaire MIFID. The adopted
statistical methodology makes use of classification methods and will serve to
shed light on particular aspects of the data that will be pulled out through
exploratory analyzes. All this has the aim of identifying details related to the
risk profile of customers belonging to our collective.

Keywords:Markets in Financial Instruments Directive MiFID, risk profile
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Abstract

Challenges due to tourism real estate market volatility and information
overload increase the need for advanced web services. To enable intelligent
management and to help ease market competition, current semantic web
technologies should be engaged. This paper addresses current developments
in smart tourism hospitality management and proposes a semantic ontology-
based tourism real estate management system. Furthermore, impact of
implementation of this innovative solution has been investigated in ten
domestic travel agencies. Statistical results indicate a substantial improvement
in item searching time and marketing accuracy in tourism real estate
recommendation.

Keywords:Tourism Real Estatd,ourism Real Estate Recommendation,
Tourism Hospitality Management, Semantic Ontologies, Web Services.
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Brands and brand equity

Msc. Matilda Toska
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Abstract

nlf we determine or considerate the
us to sell the product more expensive, then we lose all interest for its use. In

time itoll | 0 s e < attradted to d anymbrd "i (Zempeoe, , Wi
1996, p. 110)

This paper aims are: on the one hand to emphasize the need for a strategic
perspective to manage the brand potential as a resource for the development

of enterprise value, on the other hand to realize the importance of a costumer
approach based on brand equity.

After a brief overview of the various ways that allow the companies to fully
express the potenti al of the brand
on the concept of brand equity by marketing, focusing on the model C.B.B.E.
Keller.

Keywords:brand, brand equitymarketing
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Internationalization of SMEs: The role of relationship
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Abstract

Internationalization of SMEs is becoming a very interesting field to study, in
particular the role of relationship management within supply chain
management. Many studies has been conducted in this area and still remain
many doubts to discuss about. The objective of this paper is to offer a
literature review on the role of supply chain management (SCM) on
internationalization of SMEs and to understand how it is carry out the
relationship management within SCM. 110 papers published from 2006 to
2016 were analyzed. This paper contributes to the existing literature regarding
the internationalization process of SMEs, discussing first, the role of SMEs in
contributing to the economy of a country second, the role of SCM in a global
context as a key factor of SMEs success into foreign market and third, the
relationship management within SCM.

Keywords internationalization, SMEs, relationship management, supply
chain management, global value chain
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Affiliate marketing as a business model for 2017
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Abstract

The research paper here explores the potential of affiliate marketing as a 2017
business model by looking into some of the indicating factors that suggests

the significance of the method. The paper also looks at the search engine

marketing method which is used by the affiliates to optimize sales within the
internet. The paper further | ooks i
perspective in regard to the subject and finally looks at the Forrester statistical

results for online retail shopping projection as well as the Forrester forecast on
affiliate marketing spending projection in US market to come up with a

conclusion that Affiliate marketing will be a good business model for 2017.

Keywords affiliate marketing, search engine marketing, affiliate, business
model
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Advertorial
Media midis komunikimit masiv dhe marketingut

Msc. Sadiola Maliqati
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Abstrakt
Ter mi Afadvertorial o +sht# nj % ptr z
Advertorialet nendry shi m nga r ekl amat tradici

dukur si artikuj ne publikim.

Ne shogerine tone media luan nje rol kryesor ne promovimin e vlerave,
kultures, si edhe informacioni ge eshte funksioni i paré i saj. Krahas rolit te saj
paresor, thelbesore jane bere edhe reklamat te cilat jane pjese e pandare e cdo
emisioni, talk shog, filmi e programacioneve te ndryshme ne tv.

Gjetja e ketij ekuilibri te brishte eshte nje nga problemet e vazhdueshme te
medias sidomos ne vende ku demokracia ende nuk eshte konsoliduar sa per te
arritur kete ekuiliber.

Prandaj, objekt i studimit tim do té jeté monitorimi i tri mediave kryesore:
Top Channel, Vizion Plus dhe Tv Klan gjaté emisioneve té tyre té pasdites.
Monitorimi do té béhet nga periudha 1 shkurt deri 15 shkurt 2017. Gjaté késaj
kohe do t+ monitorohen emisioni n P
i pasditeso pxr tx kuptuar sa p=zxr
teknikash sjellin mediat pér té na e servirur marketingun si informacion me
interes pér publikun.

a
q

Fjalét kyc: Advertorial, marketing, media
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How volatility has affected the economic growth in Albania
during 2008-2016
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Abstract

This study investigates the effects of the economic volatility on real GDP and
GDP per capita in alnania. Volatility is measured in two dimensions of
variation; variation and skwenes. The methodology being used is focused i
measuring the varatinon and skewness of the observed data from 2008-2016.
A three-year moving average period is used to avaluate varation and skwnws
of the data.This paper explores how changes in macroeconomic volatility hav
contributed to real GDP and GDP per capita in Albania during this period.
The results suggest that a higher level of volatility has had a higher negative
effect on GDP and GDP per pita capita during this period.

Finally, it's noted that the variation results referring the three year moving
average periods, are higher when the real GDP and GDP per capita slows
down, which means that a high volatility in Albania’s real GDP and GDP per
capita during the period 2008-2016 has had a negative impact on GDP and
GDP per capita growth.

Keywords: Economic Volatility, GDP, GDP per Capita Variation and
Skwenes
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Abstract

If today is a fierce competition is between brands. This happens due to the
effects of globalization phenomenon, that affects national economies and it
measure the population standard of living in every country. Global products,
includes endless variety of choices and different kind of consumers. A brand
is in different places, if you want to buy it in terms of same condition it
provides a globally overview, it looks like a unique market, and the sales of
all the brands are the same in all over the world. In a research to identify what
brands represent to consumers, why costumers like them and what benefits
they provide, many researcher of business, have investigate detailed concept.
This paper is based in study and research data, in order to identify the main
factors of problems that the Albanians Brands, have to stay for a long time in
the trade market.

Keywords brands, market, Albania, costumers.
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Abstrakt

Objektivi i kétij punimi éshté té sjell njé véshtrim té pérgjithshém té sektorit
financiar né vend, duke e véné theksin tek teknikat dhe strategjité gé ky sektor
pérdor pér té géné mé prané nevojave té konsumatorit. Né kété punim do té
trajtojmé vecorité e marketingut né institucionet financiare duke béré njé
krahasim dhe me sektorét e tjeré té ekonomisé, roli i marketingut té
institucioneve financiare né zhvillimin e sektorit financiar né vend, strategjité
marketing gé ato ndjekin si dhe risité. Thelbi i kérkimit shkencor mbi té cilin
ndértohet ky punim éshté gé té tregojé né ményré té garté se si béhet
promovimi i produkteve dhe shérbimeve né institucionet financiare, si
realizohet marketingu ne rrjetet sociale dhe cilét jané trendet e fundit. Pér kété
géllim éshté pérdorur njé metodologji kérkimore e bazuar né té dhéna sasiore
dhe cilésore, duke pérdorur dhe analizuar informacionin nga raporte, manuale
dhe botime zyrtare té institucioneve pérgjegjése si dhe né anketime, vrojtime
dhe teknika té ndryshme statistikore.

Fjalé kyce sektor financiar, marketingu ne institucionet financiare, strategjit
marketing, trendi.
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Marketing strategies requiret to build a branded
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Abstract

The customers are expecting more and more value for their money. It takes lot
of efforts and good marketing strategies to build branded shops. The shop
needs to offer added value to the customers, better prices, conduct marketing
campaign on social media and other channels of marketing. In addition to that,
a database for all the customers should be kept.

Keywords: marketing strategies, brandédisiness.
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Abstract

Recent studies have shown admissibility in the district of experts on the
importance of innovation in the field of marketing. Flexibility to companies in
the context of innovation has become a necessity in the wild business
environment. But not all agree when it comes to the content of innovation or
to the new way of doing marketing .

This article explores in terms of appreciating the importance of innovation
even in the case of Albanian businesses and also aims to provide some new
marketing ideas in accordance with the latest global trends. The aim is to
bring into focus new marketing formats together with their benefit analysis
that can be and serve as innovation for business.

Innovation in marketing is increasingly seen in three main areas that are
technology, research and integration. This paper considers the statistics on
innovation which came from similar studies.

Keywords: Innovation, Marketing, Flexibility, Technology
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Abstract

Social media was a completely new thing four years ago, many people did not
know what social media was and the effect it would have on all in our
lives.Today, there are more than 1.28 billion active users on Facebook alone,
currently the world's most popular social network. Twitter, LinkedlIn,
Google+

and various other social media sites have hundreds of millions of active users
as well.Social Media has relevance not only for regular internet users, but
business as well.

While marketing has traditionally been promoted through advertisements and
campaigns , it is evident that social media is changing thebway that
companies interact with their customers and their products.

In this study four (4) different companies (BKT,Megatek,Zara,Century 21)
are interviewed if social media has effect their companies. Through an in-
depth analysis of the results it is clear that social media marketing effect
businesses in a good way.

Social media plays an important role in communicating with the large
number of audiences.

Keywords: Social media, regular internet usefsusiness
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Reforming through citizen participation
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Abstract

Considering several developments recently, especially related to the large
reform undertaken in the power sector, reducing losses and increasing
collections, we can notice meanwhile, that citizens have a deeply different
perception on the electric energy as a good - they think of it more as a tax
rather than a common good as all the other commaodities, as well as they think
of it as something which must be provided by the state even far below the real
cost of providing it in conditions of a free market. Most of the consumers,
especially in the households sector and the private one have been refusing and
delaying the payment of the bill of energy with more than 5 rates in a row, ore
even years of delay. Sometimes, they even have been manipulating the grid of
distribution to provide for energy supply illegally. Facts like these, send the
power system toward total collapse, and urged the government into very
strong measurements in order to improve the situation and to guarantee for the
secure supply with electric energy.

There were undertaken measures related to the tariff methodology change, to
the monitor and control of the distribution system and the retail division
within it, escalating tariff according to the costs of access in the distribution
grid for the non-households, establishment of new laws on the power sector,
design and implementation of a five-year Financial Recovery Plan for the
sector, an investment program on the increase of the security of supply and
the quality too, making changes in the penal code for a more severe

vV e
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punishment of theft and illegal intervention in the distribution grid of electric
energy etc. High results have been obtained till now and the company is
performing increasingly well. But, still we verify a non-friendly behaviour of
the public toward the system, as well as sustainability is fare of being
guaranteed in terms of willingness and readiness to pay the bills of electric
energy by the consumers. They complain on communication, quality of
services to the costumers, distribution and quality of investments, easiness to
access in the distribution grid, they still want to be subsidized in their
consumption of energy, even though the vulnerable consumers classified for
public financial support from the state budget represents almost 1/3 of the
total number of the active consumers.

Introducing citizen participation in a process of public hearing related to the
Reform and its implementation, as well as increasing the accountability of
OSHEE and the entire power system to the public, represents a very important
tool for bridging fair and friendly relations with the community of the
costumers.

The paper will identify the tools to be used on this regard and will prove the
strong correlation between these soft measures/tools and the increased
sustainability of the results of the power sector reform.

Keywords: Power sector, local community, priorities, investments,
sustainability and citizen participation
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Abstract

Marketing is one of the most important departments in a business. This sector
should coordinate the request from sales force, the new projects and the need
of the markets. The experience has shown that a business is focused more in
their core services/products than in promoting them. During the last decades
in Albania are created some advertising agencies, some of them branches of
international agencies and some of them Albanian ones. They are created as a
need in our market, and recent years have experienced an increase in numbers.
They represent an ideal partner for companies that want to get expand and
increase their market share.

This article analyzes advertising agencies that operate in Albania, being
focused on how these agencies work, how they are created and function, their
legislation and how they were developed and have changed through years.
These analyze will help us also to compare the international agencies with
Albanian ones. Then the focus will be Albanian agencies, what studies are
made in Albania for advertising agencies, the role of the advertising agencies
in campaign, competition and trends in such market, relationship between
advertising agencies and marketing agencies. The third focus will be the
survey about the relationship between advertising agencies and costumers,
how advertising agencies see them, which are the problems, how they stay in
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touch with customers, which are the main activities in house service, what
makes a good customer, their value and expertise, how durability are their
relation, how satisfied are with their customer and what could improve their
relation. At the last will be the analysis of the research data, analyzing the
behavior between two parties, evaluating how to build a healthy relationship,
how they collaborate, what they like and dislike from them, analyze which
helps us getting conclusions and recommendation for the future.

Keywords: Advertising agencies, international agencies, costumers



